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"NO,  DEAR,  IT'S 

THE  SVnVEY  I  WANT/" 

%  Maybe  you  think  that  Oscar,  above,  is  stupid. 

But  how  would  you  like  to  have  the  results  of  a 

really  authentic  Iowa  radio  audience  survey  which 

tells  what  percentage  of  radio  listeners  write  to  their 

radio  stations,  and  why?  How  would  you  like  to 

know  exactly  what  stations  are  "listened  to  most" 

— and  where?  How  would  you  like  to  know  the 

relative  popularity  of  various  stations  at  specific 

hours?  What  percentage  of  radio  listeners  read 

magazines?  Are  movie  fans  also  good  radio 

fans? 

You  can  soon  have  this  information.  The  1942 

io  Audience  Survey — result  of  personal 

interviews  with  nearly  10,000  Iowa  families — will 

be  released  in  a  very  few  days.  It  gives  the  answer 

to  almost  every  question  you  can  ask  about  Iowa 

radio  listening  habits — summarized  and  also  broken 

down  by  place  of  residence  (urban,  small  town  and 

rural),  sex,  age-groups  and  educational  levels.  It  is 

one  of  the  most  outstanding  pieces  of  radio  research 

that  has  ever  been  made.  Write  and  let  us  reserve 

a  copy  for  you,  now.  No  cost,  and  no  obligation. 

Address : 

■f-^  IOWA  PLUS !  -f- 
DES  MOINES  .  .  .  50,000  WATTS 

J.  O.  MALAND,  MANAGER 

FREE  8i  PETERS,  INC.  .  .  .  National  Reprasentativei 



YOU  THINK  THAT'S  SOMETHING?  THE  WLS 

MAIL  IS  LIKE  THAT  EVERY  DAY  IN  THE  YEAR! 

SURE  —  in  a  way  we  are  joking.  But  the  volume  of  mail  we  get 

for  commercial  sponsors  is  no  joke.  It's  exceptional!  Con- 
sider the  case  of  a  trade  school,  for  example.  They  received  15,663 

inquiries  in  16  weeks,  asking  for  information  on  their  job- 

training  courses.  The  schedule  was  announcements  only,  113  in  all, 

run  in  the  very  early  evening  with  a  few  Sunday  daytime.  The 

result— 15,663  good,  qualified  leads.  That's  the  response  so  many 
get  to  their  WLS  advertising.  We  have  a  score  of  other  examples 

that  WLS  Gets  Results.  Just  ask  us  ...  or  ask  any  John  Blair  man. 

MANAGEMENT  AFFILIATED  WITH  KOY,  PHOENIX,  AND  THE  ARIZONA  NETWORK  — KOY  PHOENIX   *   KTUC  TUCSON   *    KSUN  BISBEE-LOWELL 



NOW  AS  ALWAYS 

STANDARD  LIBRARY 

In  these  uncertain  times,  it  is  good  to  know  that  some  things 

can  be  depended  upon  .  .  . 

.  .  .  the  Standard  Program  Library,  for  example. 

Today,  with  schedules  shaky,  with  manpower — and  womanpower 

too — donning  khaki,  station  managers  find  ever-increasing  reason 

to  be  grateful  for  the  unvarying  dependability  that  is  Standard. 

For  Standard  goes  right  on  maintaining  the  musical  and  techni- 

cal excellence  of  its  basic  library,  turning  out  monthly  releases 

sparkling  with  freshness  and  rich  in  showmanship  .  .  .  and  find- 

ing time  to  put  through  such  outstanding  achievements  as  con- 

verting the  entire  library  to  Orthacoustic  recording. 

Yes,  it's  good  to  know  that  your  Standard  Program  Library  is 
always  there,  an  almost  inexhaustible  source  of  good  music,  high 

in  listener  interest,  and  readily  transformed  into  innumerable 

musical  program  ideas  with  a  minimum  of  time  and  effort. 

360  N.  MICHIGAN  AVENUE 

CHICAGO,  ILLINOIS 
6404  HOLLYWOOD  BOULEVARD 

HOLLYWOOD,  CAL. 

Publislied  every  Monday.  5:;irl  issue  (Year  Book  Number)  published  in  February  by  Broadcasting  Publications,  Inc.,  870  National  Press  Building,  Washington,  D.  C.  Entered 
second  class  matter  March  14,  1933,  at  the  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 



I^ooters  from  Brooklyn  •  •  • 

Sales  for  you  right  here  •  • 

WWL  Daytime  Coverage 
PSWiARY  and  SECONDARY 

You  get  both  with: 

NEW  ORLEANS 

50,000  watts  -  -  clear  channel 

Even  Dodger-mad  Brooklynites  sometimes  listen  to 

WWL,  New  Orleans,  as  our  fan  mail  proves.  We've 
received  letters  not  only  from  Flatbush,  but  from  all 

over  the  U.  S.,  as  well  as  Canada  and  Alaska. 

It's  bonus  coverage  for  you.  But  what  makes  WWL  the 
No.  1  buy  in  the  deep  South  is  its  home-market  mastery. 

To  "own"  New  Orleans,  sell  via  New  Orleans'  own 
favorite,  WWL  .  .  . 

The  greatest  selling  POWER 

in  the  South's  greatest  city 

CBS  Affiliate — Nat'l.  Representatives,  The  Kotz  Agency,  Inc. 
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>\^'B.^'-^I«""^'^  RAINCOAT.?  . 

It's  easier  to  buy  KFAB.  More  profit- 
able !  KFAB  listeners  flood  advertisers 

with  cloudbursts  of  business.  Put  a 
rainbow  in  your  sales  books!  Use 
KFAB  to  pour  your  message  into  the 
rich  farm  markets  of  Nebraska  and 

neighboring  states.  We're  not  ration- ing time  . . .  but  better  call  today  for 
the  sunniest  spots  on  our  schedule. 

DON  SEARLE— Gen'l  Mgr. 

Ed  Petry  &  Co.^  Nat'l  Rep. 

FAB 

N    C    O   I.  N 

Page  4  •  July  6,  1942 BROADCASTING  •  Broadcast  Advertising 



i 
I 

u^M  urban  poP";°^'°|  average 

XTo^h  """c  n?ro
:  Hew  Vo.  ' J^J, 

5000  WATTS  at  570  KC. 

SYRACUSE,  NEW  YORK 
H.  C.  Wilder,  Pres. 

BROADCASTING  •  Broadcast  Advertising 
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ONE    OF   A  SERIES    PRESENTING    THE    MEN    WHO    MAKE    FREE   &    PETERS  STATIONS 

Samuel  H.  Oook 

PRESIDENT,  WFBl,  SYRACISE 

1902  —  Ph.B.,  Syracuse  University 
1903 — Sports  Editor,  Syracuse  Post-Standard 
1905 — Graduate  Manager  ot  Athletics,  S.U. 
1910 — Production  Mgr.,  Brown-Lipe-Chapin  Go. 
1922— Vice-President,  B-L-C  Division,  General 

Motors  Corp. 
1933 — -President,  Onondaga  Radio  Broadcasting 

Corp.  (Station  WFBL) 
1941  — President,  Syracuse  Chamberof  Commerce 

1 
NY  TIME  you're  within  a  Pullman  hop 

of  Syracuse,  and  see  a  group  of  laughing 

people  gathered  around  some  central  attrac- 

tion— well,  go  to  the  center  of  the  crowd 

and  there  you'll  probably  find  the  one  and 
only  Samuel  H.  Cook,  President  of  WFBL. 

.  .  .  Blessed  with  more  energy  and  charm 
than  a  meadow-full  of  colts,  Sam  is  also 
one  of  the  shrewdest  men  in  New  York 

State — and  one  of  the  best  radio-station 

operators,  too. 

Speaking  of  good  operators,  have  you  ever 
stopped  to  think  how  much  of  your  success 

as  a  radio  advertiser  depends  upon  the 

management  of  the  stations  you  use?  Here 

at  F&P,  one  of  the  first  things  we  doped 

out  for  ourselves  was  that  management  is 

the  key  to  the  personality  and  popularity  of 

the  station,  to  its  place  in  the  community, 

to  the  authority  and  success  of  its  advertis- 

ing messages.  Hence  our  basic  consideration 
in  forming  associations  has  always  been 

the  management  of  the  stations  we  could 
offer  you. 

Like  WFBL,  some  of  these  stations  are 

affiliated  with  CBS;  others  with  NBC  and 

MBS.  But  every  station  we  represent  is 

well-managed.  And  that  is  one  of  the  greatest 
services  we  have  to  sell,  here  in  this  pioneer 

group  of  radio-station  representatives. 

Free  &  Peters,  hi 

Pioneer  Radio  Station  Representatives 
Since  May,  1032  ■*■ 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WKBW  BUFFALO 
WCKY  CINCINNATI 
KDAL  DULUTH 
WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO. KALAMAZOO-GRAND  RAPIDS KMBC  KANSAS  CITY 
WAVE  LOUISVILLE 
WTCN  .   .     MINNEAPOLIS-ST.  PAUL 
WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBL  SYRACUSE 

.  IOWA  .  .  . 
WHO  DES  MOINES 
woe   DAVENPORT 
KMA  SHENANDOAH 

.  .  . SOUTHEAST. .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  .  . . 
KOB   ALBUQUERQUE 
KOMA  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  . . 
KARM  FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX.  Inc. 

CHICAGO-.  180  N.  Michigan  NEW  YORK:  :i47  Pari  Ave.  SAN  FRANCISCO:  ,// 5////fr  HOLLYWOOD:  1512  N.  Gor</o»  ATLANTA:  322  Pa/wer  BWg. 
Franklin  6373  _  Plaza  5-4131  Sutter  4353  Gladstone  3949    ̂   Main  5667 
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War  May  Delay  Action  on  Sanders  Bill 

Running  account  of  San- 
ders Bill  hearings  will  be 

found  starting  on  page  16. 

Hearings  Close  With  Craven  Supporting 

House  Measure;  Jett  Opposed 
WITH  ONLY  an  even  chance  of  action  at  this  session  because 
of  war  exigencies  and  political  elections  this  fall,  the  House 
Interstate  &  Foreign  Commerce  Committee  formally  closed 
hearings  on  the  Sanders  Bill  (HR-5497)  last  Thursday  after 
hearing  testimony  intermittently  over  a  10- week  period. 

Overwhelming  committee  support  for  revision  of  the  15- 
year-old  statute  as  it  relates  to 
broadcasting  and  apparently  for 
revamping  of  the  FCC  organiza- 

tion was  evident,  but  pressure  of 
other  activities  are  seen  as  deter- 

rents to  speedy  writing  or  enact- 
ment of  such  legislation. 

The  closing  sessions  last  week 
were  highlighted  by  the  wind-up 
testimony  of  FCC  Chairman  James 
Lawrence  Fly,  who,  during  the 
hearings,  practically  broke  an  en- 

durance record  with  eight  separate 
appearances,  and  by  Commissioner 
T.  A.  M.  Craven,  leader  of  the 
FCC's  minority,  who  was  on  the 
stand  most  of  last  Thursday. 

Fly -Craven  Contrast 

The  Fly  and  Craven  appear- 
ances constituted  a  study  in  con- 
trasts. Whereas  Mr.  Fly  denounced 

the  Sanders  Bill  from  every  con- 
ceivable angle  and  hit  out  at  the 

"two  New  York  corporations"  and 
the  "so-called  NAB"  as  the  trium- 

virate which  fostered  the  legisla- 
tion for  purpoi-ted  self-serving  in- 

terests in  these  war  days,  Com- 
missioner Craven  took  a  diamet- 

rically opposite  view.  He  supported 
the  Sanders  Bill  virtually  in  toto, 
opposed  the  FCC  majority  views 
on  all  the  controversial  issues  in 
v.hich  he,  usually  along  with  Com- 

missioner Norman  S.  Case,  has 
been  in  the  minority,  and  endorsed 
recommended  amendments  both  of 
the  NAB  and  the  Federal  Com- 

munications Bar  Assn. 
The  BLUE  Network,  only  major 

network  not  heretofore  heard 
from,  closed  the  hearing  record 
with  the  filing  of  a  statement  of 
Mark  Woods,  its  president,  de- 

signed to  clear  up  misunderstand- 
ings about  the  BLUE's  status  and 

its  views  on  the  FCC  monopoly rules. 
Apropos  option  time,  Mr.  Woods 

stated  flatly  that  the  "very  exist- 
ence of  network  broadcasting"  is 

dependent  upon  the  ability  of  a 
network  to  operate  as  a  cohesive 
unit,  and  he  said  that  ability  is 

based  upon  option  time. 
Final  witness  last  Thursday  was 

E.  K.  Jett,  chief  engineer  of  the 
FCC  and  chairman  of  the  coordi- 

nating committee  of  Board  of  War 
Communications.  Mr.  Jett  covered 
engineering  problems  largely,  but 
opposed  the  Sanders  Bill  in  its 
entirety  on  the  ground  that  the 
war  effort  might  be  impeded  and 
in  view  of  post-war  problems. 
Chairman  Lea  (D-Cal.)  told 

Broadcasting  he  would  appoint  a 
subcommittee,  probably  of  five 
members,  to  consider  a  redraft  of 
the  Sanders  Bill,  looking  toward 
House  action  at  this  session.  He 
indicated  the  Committee  would  not 
be  appointed  until  after  the  hear- 

ing record  is  printed,  which  may 
entail  several  weeks.  More  than 
likely,  he  said,  the  Committee 
would  not  be  named  until  Septem- 

ber, anticipating  a  Congressional 
summer  recess. 

Subcommittee  Prospects 
The  status  of  Committee  mem- 

bers and  their  election  campaigns 
at  home  will  come  into  play  on  se- 

lection of  the  subcommittee.  Pre- 
sumably those  who  face  stiffer  elec- 

tion fights  at  home  would  prefer 
not  to  serve. 

More  than  likely  Chairman  Lea 
himself  and  Rep.  Sanders  (D-La.), 
as  author  of  the  bill,  will  be  two 
of  the  three  majority  members  of 
the  subcommittee.  Rep.  Bulwinkle 
(D-N.  C),  second  ranking  ma- 

jority member,  already  has  asked 
Chairman  Fly  to  confer  with  him 
on  certain  aspects  of  the  proposed 
new  legislation,  including  a  pro- 

vision for  "more  permanent  sta- 
tion licenses."  It  was  logically  as- 

sumed he  would  serve  on  the  Com- 
mittee. 

There  is  no  indication  who  the 
two  minority  members  will  be.  A 
half-dozen  of  Republican  members 
have  been  most  active  in  the  pro- 

ceedings, including  Reps.  Wolver- 
shaw  (Cal.),  Brown  (Ohio),  Simp- 

son (Pa.)  and  Youngdahl  (Minn.). 
Since  the  hearings  began  April 

14,  a  total  of  22  hearing  days 
elapsed,  most  of  them  morning  ses- 

sions. There  have  been  a  score  of 
witnesses,  though  several  addi- 

tional statements  were  placed  in 
the  record  without  reading. 

That  the  Committee  welcomed 
the  testimony  of  Commissioner 
Craven  was  made  clear.  Chairman 

Lea  said  it  was  "wholesome"  to 
have  members  of  commissions  ex- 

press their  own  views  as  individ- 
uals and  that  he  thought  it  was 

far  better  to  have  men  of  that  type 
than  men  "who  sacrifice  too  much 
in  the  interest  of  unity  and  hai'- 

mony." 
Craven  Asks  Over-all  Policy 

Commissioner  Craven,  in  the 
thick  of  every  FCC  policy  contro- 

versy since  he  became  a  member 
in  1937  and  for  two  years  prior  to 
that  its  chief  engineer,  said  he 
looked  to  Congress  to  establish  the 
over-all  policy  on  such  controver- 

sial matters  as  network-affiliate 
business  dealings,  newspaper  own- 

ership of  stations  and  kindred  pol- 
icy problems.  He  charged  the  ma- 

jority with  going  too  far  on  these 
matters  and  held  that  the  chain- 
monopoly  rules,  as  issued,  would 
"revolutionize"  the  industry  and 
result  in  deterioration  of  broadcast 
service  when  peak  performance  is 
needed  most. 

While  he  agreed  that  Chairman 
Fly  has  taken  leadership  in  the 
war  effort  as  applied  to  communi- 

cations, he  held  that  enactment  of 
new  legislation  now  would  in  no 
wise  disrupt  this  work.  Reorgan- 

ization of  the  FCC  into  two  auton- 
omous divisions,  he  insisted,  could 

be  done  practically  overnight  since 
the  Commission  staff  already  is 
organized  along  such  functional lines. 

Commissioner  Craven's  whole 
philosophy  was  that  Congress  cre- 

ated the  FCC  to  administer  policies 
established  by  it  and  not  as  an 
agency  empowered  to  promulgate 
"new  social-economic  policies."  He 
foresaw  tremendous  developments 
from   the   laboratory   in    a  new 

"electronics  era"  which  would  open 
after  the  war  and  predicted  that 
many  of  the  problems  that  now 
loom  so  large  will  be  regarded  as 
insignificant  then. 

Advocates  Alternate  Restraints 

In  lieu  of  the  network-monopoly 
rules  of  the  majority.  Commission- 

er Craven  advocated  five  possible 
restraints  to  be  imposed  upon  net- 

works, which  he  said,  would  ac- 
complish everything  needed.  He 

insisted  that  option  time  was  the 
life-blood  of  network  operation  and 
could  not  be  banned  without  de- 

stroying essentially  cohesive  net- 
work operation.  He  charged  the 

majority  was  looking  too  much  at 
regulation  of  the  commercial  and 
economic  aspects  of  broadcasting, 
rather  than  the  over-all  public 
service  and  free  speech  aspects. 

Lt.  Jett  told  the  Committee  he 
thought  it  would  be  a  bad  time  to 
reorganize  the  Commission  because 
of  its  important  war  work,  and  ex- 

plained these  functions. 
Because  of  the  war's  outbreak, 

the  FCC  has  been  forced  to  forego 
consideration  of  the  clear  channel 

problem,  Mr.  Jett  said.  He  anal- 
yzed channel  allocations  on  the 

continent  grovnng  out  of  the  Ha- 
vana Treaty,  and  introduced  ex- 
hibits showing  present  coverage  of 

all  stations,  the  job  done  by  Class 
I-A  clear  channel  stations,  and  the 
area  not  now  adequately  served. 

Advises  Post-War  Study 

Pointing  to  the  complications  of 
measuring  coverage,  Mr.  Jett  said 
many  regional  stations,  especially 
in  the  middle  west,  serve  large 
rural  areas.  KFYR,  Bismarck,  he 
pointed  out  has  the  largest  rural 
area  during  the  daytime  hours  and 
is  not  on  a  clear  channel.  KTSA, 
San  Antonio,  on  550  kc,  with  5,000 
watts,  renders  a  greater  daytime 
coverage  than  WOAI,  which  oper- ates on  1200  kc.  with  50,000  watts, 
he  stated.  At  nighttime,  however, 
the  situation  is  reversed  since 
WOAI  has  a  clear  channel  and 
does  not  have  its  service  curtailed 

by  any  station  on  the  same  fre- quency. In  addition  to  the  primary 
service  of  WOAI  at  night,  its  sec- 

ondary service  extends  over  a 
radius  of  approximately  750  miles 
in  all  directions,  he  pointed  out. 

The  whole  question  of  what  to  do 
about  clear  channels  and  higher 
power  must  await  the  termination 
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Horton  Now  Slated  as  Chief 

Of  New  Branch  Under  OWI 

W.  B.  Lewis  Expected  to  Head  Key  Radio  Post  in 

Reorganization  of  Federal  Information  Units 

of  the  war,  Mr.  Jett  said.  He  de- 
clared his  studies  will  include  pro- 

jections of  coverage  if  all  clear 
channels  were  duplicated,  as  well 
as  relocation  of  clears  to  serve 
rural  areas.  Whether  one  station 
or  more  than  one  should  be  on  a 
Class  I  channel  depends  on  the 
facts  with  respect  to  that  channel, 
he  said.  Each  case  must  be  han- 

dled individually. 
Mr.  Jett,  as  did  previous  wit- 

nesses, pointed  to  FM  and  tele- 
vision, both  on  the  verge  of  full 

commercial  operation  when  the  war 
broke,  as  important  post-war  de- 

velopments. He  said  that  he  had 
no  doubt  that  both  will  affect  in 
many  ways  the  problems  involved 
in  standard  broadcasting. 

Mr.  Woods'  statement  alluded  to 
the  blue's  expansion  since  its 
separation  from  NBC  early  this 
year.  It  had  116  stations  then,  and 
has  added  18  since,  including  sev- 

eral former  MBS  affiliates.  There 
are  about  40  additional  stations 
seeking  affiliation,  he  said.  In  Feb- 

ruary 1939,  the  number  of  net- 
work station  hours  of  commercial 

time  was  932;  at  the  same  time 
this  year  it  was  2068,  an  increase 
of  more  than  100%.  In  1940  the 
average  number  of  stations  per 
commercial  program  was  38,  and 
is  now  75. 

It  is  common  knowledge,  said 
Mr.  Woods  that  RCA  has  agreed 
to  dispose  of  the  BLUE  to  out- 

side interests,  if  a  fair  price  for 
RCA's  investment  can  be  obtained 
and  when  buyers  can  be  found  who 
will  operate  it  in  the  public  inter- 

est. Pointing  to  developments  to 
come  in  peace,  which  will  see  many 
current  problems  of  limited  wave- 

lengths and  facilities  disappear, 
Mr.  Woods  said  the  dominant 
thought  in  formulating  any  legis- 

lative pattern  for  radio  should  be 
"to  permit  its  normal  growth  and 
expansion  as  a  free  enterprise." 

Warner  Film  Disc 

RADIO  TRAILERS  for  local  ad- 
vertising will  be  offered  to  film  ex- 

hibitors in  a  new  service  to  be  in- 
augurated by  Warner  Bros.  Pic- 

tures, New  York,  with  the  July  31 
release  of  "Wings  for  the  Eagle". 
After  several  months  of  experi- 

mentation with  recorded  announce- 
ments on  the  West  Coast,  Warner's 

is  making  available  to'  theatre  op- 
erators a  record  containing  a  25- 

second  and  55-second  announce- 
ment, with  a  5-second  cut-off  on 

each  spot  for  local  playdate  copy, 
for  commercial  promotion  of  the 
show  on  local  stations.  Records  for 
the  first  film  to  be  promoted 
through  the  new  plan  will  be  sup- 

plied direct  by  Stodel  Adv.  Co., 
Hollywood,  at  a  cost  of  $3  each, 
F.O.B.  Hollywood. 

Brown  Heads  Hecker  Adv. 
ALL  advertising  departments  of  tlie 
Heclver  Products  Corp.  and  its  sub- 

sidiaries, including  Best  Foods  Inc. 
and  Standard  Milling  Co.,  have  been 
consolidated  under  the  supervision  of 
Albert  Brown,  director  of  advertising 
and  sales  promotion  of  Hecker.  The 
merger  was  effected  by  L.  G.  Blumen- 
schine,  president  of  Hecker,  company 
using  extensive  radio  for  its  varied 
products. 

WITH  Robert  Horton,  director  of 
information  of  the  Office  for 

Emergency  Management,  practical- 
ly assured  of  the  key  post  in  charge 

of  the  news  division  of  the  newly- 
created  Office  of  War  Information, 
organizational  plans  being  laid  by 
Elmer  Davis,  director,  and  Milton 
Eisenhower,  his  aide,  are  nearing 
their  final  stages — and  announce- 

ment of  full  details  of  the  setup  is 
expected  to  be  made  some  time 
this  week. 

While  Mr.  Davis,  the  former  CBS 
news  analyst  whose  appointment 
as  chief  of  all  wartime  Government 
news  and  information  was  made 
by  President  Roosevelt  June  13, 
concerns  himself  primarily  with 
larger  policy,  and  Mr.  Eisenhower 
with  administrative  direction,  it 
was  reliably  learned  by  Broad- 

casting that  the  actual  handling 
of  the  Government's  news  output 
for  radio  as  well  as  the  press  will 
be  in  the  hands  of  Mr.  Horton. 

Lewis  Seems  Slated 

The  other  four  coordinate  di- 
visions being  planned  [Broadcast- 

ing, June  29]  will  include  a  radio 
division,  which  will  take  over  the 
present  radio  functions  of  the  Office 
of  Facts  &  Figures,  the  OEM  and 
other  Government  agencies.  It  is 
expected  to  continue  the  highly 
successful  OFF  radio  projects  of 
the  last  six  months,  but  in  addition 
will  become  a  producer  of  pro- 

grams. All  radio  directors  of  the 
various  departments,  bureaus  and 
agencies  will  be  responsible  to  it. 
It  is  more  than  likely  that  William 
B.  Lewis,  present  OFF  radio  chief- 

tain, will  secure  the  key  post. 
The  other  three  divisions  will  be 

motion  pictures,  graphic  arts  and 
publications,  the  latter  being  con- 

cerned largely  with  Government 
publications  and  documents.  The 
prospective  heads  of  these  divisions 
have  not  been  indicated. 

Archibald  MacLeish,  Librarian 
of  Congress  who  has  also  been  head 
of  OFF,  is  slated  for  an  important 
policy  post  under  Mr.  Davis.  So 
also  is  Lowell  Mellett,  administra- 

tive aide  to  the  President,  whose 
Office  of  Government  Reports  is 
being  merged  into  the  new  OWI. 
Also  slated  for  an  important  posi- 

tion is  Robert  Sherwood,  play- 
wright, whose  Division  of  Foreign 

Information  of  the  Office  of  the 
Coordinator  of  Information  is  be- 

ing merged  into  OWI.  Their  exact 
titles  and  status,  however,  have  not 
been  determined. 

Under  One  Roof 
Under  Mr.  Sherwood  at  the  old 

COI  has  fallen  the  operation  and 

programming  of  this  country's  in- ternational shortwave  broadcast- 
ing system. 

It  is  anticipated  that  few  of  the 
present  radio  personnel  of  the  Gov- 

MR.  HORTON 

ernment  will  be  dropped,  although 
many  of  the  total  of  2,400  publicity 
and  information  men  throughout 
the  Government  may  lose  their 
jobs.  More  than  400  of  these,  in- 

cluding radio  men,  have  been  func- 
tioning for  the  various  units  of 

OEM  under  Mr.  Horton. 
Mr.  Davis  and  Mr.  Eisenhower 

expect  to  be  able  to  announce  their 
new  headquarters  this  week.  They 
want  to  place  their  entire  organ- 

ization under  one  roof,  and  it  is 
probable  that  the  Social  Security 
Bldg.  will  house  them. 

Meanwhile,  they  continued  their 
huddles  all  last  week  with  depart- 

ment and  bureau  officials,  and  early 
this  week  they  expect  to  hold  con- 

ferences with  representative  news- 
paper, radio  and  newsreel  men  to 

secure  suggestions  about  the  han- 
dling of  news  from  the  men  with 

whom  they  must  deal. 

Scull  Names  Compton 

WILLIAM  S.  SCULL  Co.,  Cam- 
den, N.  J.,  which  distributes  the 

Minute  Man  line  of  dehydrated 
soups  and  vegetables  in  a  special 
territory,  has  appointed  Compton 
Adv.,  New  York,  to  handle  its  ad- 

vertising, effective  Sept.  1.  Minute 
Man  soups  and  vegetables  are  ac- 

tually a  product  of  the  Skinner  & 
Eddy  Corp.,  Seattle,  and  advertis- 

ing for  them  in  all  but  the  Scull 
territory  is  handled  by  J.  M. 
Mathes  Inc.,  New  York. 

Williams  Extends 
J.  B.  WILLIAMS  Co.,  Glastonbury, 
Conn.,  scheduled  to  go  off  the  BLUE 
for  the  summer  after  the  June  29 
broadcast  of  True  or  False,  has  ex- 

tended the  contract  and  will  con- 
tinue the  quiz  show  without  inter- 

ruption. On  July  6,  the  show  will 
be  heard  on  behalf  of  Glider  brush- 
less  shaving  cream  until  Sept.  14 
when  Williams  shaving  cream  will 
return  as  the  product  promoted. 
Show  is  heard  Mondays,  8:30-9  p.m. 
Agency  is  J.  Walter  Thompson  Co., 
New  York. 

New  York  Oifice  Opened 

By  RW&C  To  Service 
Two  Stack-Goble  Clients 
ROCHE,  WILLIAMS  &  Cunnyng- 
ham,  advertising  agency  with  Chi- 

cago and  Philadelphia  offices,  on 
July  1  announced  the  opening  of  a 
New  York  branch  at  400  Madison 
Ave.  At  the  same  time,  the  agency 
took  over  advertising  for  two  ac- 

counts formerly  handled  by  Stack- 
Goble  Adv.  Agency,  New  York,  in- 

cluding Lewis-Howe  Medicine  Co., 
St.  Louis  (Tums),  and  Carter 
Products  Inc.,  New  York  (Little Liver  Pills). 

In  charge  of  the  new  office  as 
vice-president  and  general  man- 

ager is  R.  A.  Porter,  who  held  a 
similar  position  with  Stack-Goble. 
Radio  director  is  Harold  Kemp, 
formerly  in  charge  of  radio  for 
Stack-Goble,  while  Gordon  Cooke, 
a  former  Stack-Goble  vice-presi- 

dent, is  vice-president  in  charge  of 
copy  of  RW&C.  Further  personnel 
is  being  selected.  Telephone  num- 

ber is  Plaza  3-8351. 
Each  of  the  newly-acquired  ac- 

counts has  a  current  network  pro- 
gram, Lewis-Howe  sponsoring  Hor- 

ace Heidi's  Treasure  Chest  on  60 
NBC  stations,  Tuesdays,  8:30-9 
p.m.,  and  Carter's  using  Inner Sanctum  Mystery  on  69  BLUE  sta- 

tions, Sundays,  8:30-9  p.m.  Both 
shows  are  continuing  through  the summer. 

In  Chicago  Phil  Stewart,  announ- 
cer and  producer  who  has  been 

conducting  the  transcribed  Dealer 
in  Dreams,  sponsored  by  Holland 
Furnace  Co.  on  five  stations 
through  Stack-Goble  Adv.  Agency, 
Chicago,  has  joined  Roche,  Wil- 

liams &  Cunnyngham  in  charge  of 
radio  production. 
RW&C  has  taken  over  the  Hol- 

land Furnace  account,  effective 
July  1.  Abner  J.  Rubien,  formerly 
of  the  New  York  office  of  Stack- 
Goble,  has  joined  the  Chicago  staff 
of  RW&C. 

SIX  CBS  SPONSORS 

ON  FULL  NETWORK 

WITH  the  announcement  last  week 
that  three  current  sponsors  using 
CBS  have  expanded  their  programs 
to  the  full  network  of  114  stations, 
the  total  number  of  advertisers 
taking  advantage  of  the  CBS  15% 
discount  rate  has  reached  six. 

The  first  sponsor  to  contract  for 
the  full  CBS  network  under  the 
discount  plan  was  Lever  Bros., 
Cambridge,  Mass.,  for  its  Swan 
show.  Tommy  Riggs  &  Betty  Lou, 
starting  July  7.  R.  J.  Reynolds  To- 

bacco Co.,  Winston-Salem,  N.  C, 
will  use  the  full  network  for  the 
Camel  Caravan  variety  program, 
which  starts  July  10  in  the  Friday 
10-11  p.m.  spot.  General  Motors 
Corp.,  Detroit,  receives  the  15% 
discount  for  its  institutional  pro- 

gram. Cheers  From  the  Camps, 
while  the  three  latest  sponsors  to 
expand  their  current  programs  are 
Philip  Morris  &  Co.,  Liggett  & 
Myers  Tobacco  Co.  and  Coca  Cola 
Co.  The  Philip  Morris'  Playhouse and  Crime  Doctor,  will  go  on  the 
full  network  effective  July  17  and 
19,  respectively. 
Glenn  Miller's  orchestra,  for 

Chesterfields,  goes  to  114  CBS  sta- 
tions July  15,  and  the  Pause  That 

Refreshes  On  the  Air  for  Coca 
Cola  expands  July  19. 
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New  Plan  Projected  for  Equipment  Dearth 

Division  of  Time,  Possible  Deletions, 

Engineering  Changes  Considered 
PESSIMISTIC  over  the  broadcast  equipment  outlook,  plans 
are  being  considered  jointly  by  the  War  Production  Board 
and  the  FCC  in  the  form  of  a  drastic  preliminary  substitute 
for  the  pooling  idea,  which  may  see  some  secondary  stations 
voluntarily  leave  the  air,  others  divide  time,  and  changes  in 
engineering  requirements  which  will  reduce  substantially  wear 
and  tear  on  tubes  and  other  component  parts. 

Utter  futility  of  procuring  from  the  War  Production  Board 
sufficient  allotment  of  raw  materials  to  replenish  industry  in- 

ventories is  expected  to  result  in  the  voluntary  belt-tightening 
by  the  industry,  with  the  endorsement  of  the  Governmental 
agencies.  The  problem  transcends   
pure  broadcasting — with  practically  ment  of  materials  to  replenish  in- 
all  other  services  utilizing  vacuum  ventories. 
tubes  and  transmitting  equipment  Without  that  assurance,  which 
likewise  affected.  cannot  be  given  as  the  critical  ma- 

No  Guarantee 

WPB,  it  is  understood  reliably, 
all  other  things  being  equal,  was 
willing  to  accept  the  voluntary 
equipment  pool  fostered  by  BWC- 
FCC  Chairman  James  Lawrence 
Fly.  But  no  guarantees  could  be 
given  for  raw  material  allotments 
and  the  plan  therefore,  at  this 
stage,  apparently  must  be  delayed 
until  the  industry  makes  a  show- 

ing of  voluntary  economical  opera- 
tion. 

The  pinch  has  not  yet  reached  the 
point,  save  in  one  or  two  isolated 
instances,  where  stations  have  been 
forced  to  curtail  or  terminate  oper- 

ation. Lack  of  technical  manpower, 
as  well  as  of  spare  equipment,  are 
the  real  danger  points. 
The  whole  wartime  operating 

setup  embraces  a  contradiction  of 
objectives.  Both  for  public  notice 
and  morale  purposes,  many  stations 
are  operating  beyond  their  normal 
schedules.  Key  stations  in  Flight 
Command  areas  are  operating 
around  the  clock.  There  is  empha- 

sis on  conservation  on  the  one  hand, 
and  on  around-the-clock  operation 
on  the  other. 

The  precise  equipment  status  of 
the  industry  apparently  is  con- 

fused. Chairman  Fly  said  last  Mon- 
day that  if  no  tubes  and  spare 

parts  are  made  available,  only 
about  27%  of  the  country's  900 stations  would  be  on  the  air  at  the 
end  of  the  year.  This  was  based  on 
a  survey  made  by  the  Domestic 
Broadcasting  Committee  of  BWC. 
But  it  later  developed  that  this 
survey,  based  on  a  meager  sample, 
did  not  take  into  account  used 
spare  tubes  but  only  tubes  now  in 
transmitters  and  new  spares.  It  is 
thought  that  perhaps  the  greatest 
single  supply  of  tubes  is  in  the 
used-spare  category. 
The  BWC-FCC  plan,  sent  to 

WPB  May  21,  proposed  pooling 
and  allocation  of  all  equipment  in 
17  radio  districts  into  which  the 
country  would  be  divided,  with  in- 

terchange of  equipment  among 
those  districts  where  necessary. 
The  FCC,  in  the  final  analysis, 
would  supervise  the  operation.  But 
this  project  was  premised  on  allot- 

terial  situation  tightens  daily,  this 
basic  plan  is  viewed  as  premature 
and  unworkable.  Stations  would  be 
loath,  it  was  pointed  out,  to  con- 

tribute their  spare  equipment  vol- 
untarily if  there  were  no  assurance 

of  future  replacements. 

Time  Is  Important 

When  and  how  the  conservation 
plan  will  be  invoked  is  still  being 
discussed.  Time  is  important,  how- 

ever, it  was  pointed  out,  with  a 
number  of  stations  in  essential 
areas  dangerously  close  to  the  bor- 

derline. Actively  working  on  the 
whole  problem  are  Leighton  H. 
Peebles,  chief.  Communications 
Branch  of  WPB,  and  his  radio 
chief,  Frank  H.  Mcintosh,  as  well 
as  FCC  engineers  and  personnel, 
headed  by  Chairman  Fly  and  Chief 
Engineer  E.  K.  Jett. 

The  plan,  as  finally  evolved,  may 
result  in  revision  of  existing  regu- 

lations governing  broadcast  station 
operations  to  permit  stations  in 
non-essential  areas  to  sign  off  with- 

out prejudice  to  their  return  to  the 
air  with  the  same  facilities  when 
conditions  are  less  critical,  or  when 
economically  feasible. 

Another  project  may  involve  al- 
lowing stations  to  reduce  their 

hours  of  operation  from  the  mini- 
ma now  prescribed  to  possibly  a 

half-day,  sharting  with  other  sta- 
tions in  the  same  area,  so  there 

will  be  continuous  service  during 
normal  operating  hours.  The  shar- 

ing would  be  on  regular  assigned 
frequencies  of  the  station,  rather 
than  on  a  double-up  basis. 
An  important  factor  in  equip- 

ment conservation  is  expected  to  be 
a  reduction  in  decibel  output  and 
an  increase  in  modulation,  increas- 

ing not  only  the  life  of  tubes  but 
reducing  stress  and  strain  on  all 
other  equipment.  This  move,  which 
to  engineers  might  be  viewed  as 
resulting  in  a  deterioration  in 
quality,  would  hardly  be  discernable 
to  listeners. 

Industry  Must  Act 
After  such  steps  voluntarily  are 

taken  by  the  industry,  showing  a 
willingness  to  cvit  to  the  bone  and 
make  sacrifices,  it  is  presumed 
WPB  Communications  Branch  will 

be  in  a  position  to  recommend  allo- 
cation of  replacement  material  to 

the  responsible  officials  of  WPB, 
Army  and  Navy. 

The  pooling  plan  is  regarded  as 
good  in  theory  but  obviously  prema- 

ture, in  the  light  of  known  factors. 
Moreover,  it  was  thought  that 
much  of  the  equipment  thrown  into 
such  a  stock  pile  would  be  obsolete 
or  in  bad  state  of  repair.  Many  sta- 

tions, for  example,  during  normal 
times,  did  not  carry  adequate  spare 
equipment  and  would  have  little  to 
contribute. 

Folger  Strips  to  Return 
J,  A.  FOLGER  &  Co.,  Kansas  City 
(coffee),  on  Sept.  21  resumes  its 
five-weekly  transcribed  serial  Judy 
&  Jane  on  stations  in  Bismarck, 
Dallas,  Denver,  Des  Moines,  Du- 
luth,  Fargo,  Grand  Island,  Hous- ton, Kansas  City,  Minneapolis, 
Oklahoma  City,  Omaha,  St.  Louis, 
San  Antonio,  Topeka,  Wichita, 
Tulsa,  Yankton,  Springfield,  Mo. 
Off  for  the  summer,  the  serial  is 
one  of  the  oldest  spot  strips  on  the 
air  and  was  pioneered  by  J.  S. 
Atha,  Folger  advertising  manager, 
over  a  decade  ago.  WBS,  Chicago, 
transcribes  the  serial.  Agency  is 
Lord  &  Thomas,  Chicago. 

HAROLD  W.  DAVIS,  formerly  ac- count executive  of  Lord  &  Thomas, 
Chicago,  and  prior  to  that  radio  di- rector of  the  West  Coast  office  of  the 
agency  on  July  6  joined  Blackett- 
Sample-Hummert,  Chicago,  in  an  ex- 

ecutive capacity. 

Monopoly  Petition  Denied 

A  MOVE  by  the  FCC  to  have  the 
so-called  chain-monopoly  case 
pending  in  the  statutory  three- 
judge  coui't  in  New  York  expedited was  denied  last  week  by  the  New 
York  tribunal.  Previously,  the  court 
had  set  argument  for  Oct.  8,  fol- 

lowing its  summer  adjournment. 
The  FCC  sought  to  have  the  court 
reconsider  that  action  and  hear 

argument  on  its  motions  for  sum- 
mary judgment  on  July  7.  District 

Judges  Henry  W.  Goddard  and 
John  Bright  denied  the  FCC  plea. 
The  presiding  judge,  Learned 
Hand,  was  absent. 

MBS  Board  Meeting  1 

SALES  and  program  policies  for 
the  Fall  were  discussed  at  an  MBS 
board  of  directors  meeting  held 
July  2.  Present  were  Lewis  Allen 
Weis,  Don  Lee;  T.  C.  Streibert, 
WOR,  New  York;  W.  E.  Macfar- lane,  E.  M.  Antrim,  WGN,  Chicago; 
H.  K.  Carpenter,  WHK-WCLE, 
Cleveland;  John  Shepard,  .3d,  Yan- 

kee Network;  J.  E.  Campeau, 
CKLW,  Windsor-Detroit;  Hulbert 
Taft  Jr.,  WKRC,  Cincinnati;  I.  R. 
Lounsberry,  WKWB-WGR,  Buf- falo; Benedict  Gimbel  Jr.,  WIP, 
Philadelphia ;  Hope  B  a  r  r  o  1 1, 
WFBR,  Baltimore;  Fred  Weber, 
general  manager,  and  Ed  Wood  Jr., 
sales  manager  of  MBS. 

Texaco  Opera 

TEXAS  Co.,  New  York,  for  the 
third  successive  year  will  sponsor 
the  16  Saturday  afternoon  broad- 

casts of  the  Metropolitan  Opera  on 
the  BLUE  starting  Nov.  28.  Heard 
from  2-5  p.m.,  the  operas  will  be 
broadcast  on  approximately  174 
stations,  including  a  group  of  CBC 
outlets.  Milton  Cross,  BLUE  an- 

nouncer, will  serve  as  commentator 
and  will  deliver  commercials.  Texas 
agency  is  Buchanan  &  Co.,  New 
York. 

Cudahy  Names  Grant 
CUDAHY  PACKING  Co.,  Chicago, 
has  appointed  Grant  Adv.,  Chicago 
agency,  to  handle  Old  Dutch  Cleanser, 
effective  July  10.  Company  is  cur- 

rently sponsoring  Helpmate.  Monday 
through  Friday,  10 :30-10  rJ.T  a.m. 
Gene  Cooper  is  account  executive. Ai-my  and  Navy. 

HAILING  the  30th  anniversary  of  Joe  Higgins  in  the  Vincent  Quinn,  Kenneth  Rame,  Joe  Higgms,  Jack 

recording  business  was  this  record  gathering  of  re-  Robbins,  Pat  Dolan,  Ted  Wallenstem,  all  of  Colum- 
cording  men.  Special  luncheon  at  Toots  Schor's  in  bia;  Abe  Olman,  Ben  Selvm,  Muzak;  Charles  Games, 
New  York  was  tendered  by  Jack  Robbins  on  June  17.  World;  Eli  Oberstem,  Classic;  Tom  Lacey,  Robert 
Attendance  included  Morty  Palitz,  J.  W.  Murray,  Higgins,  Frank  E.  Walker,  Leonard  Joy,  Victor. 
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National  Spot  Drive  Mapped 

In  Federal  Salvage  Campaign 

McCann  Announces  Details  to  Media  as  Funds 

Are  Raised  to  Finance  Extended  Promotion 

A  NATIONWIDE  campaign  of 
one-minute  announcements,  to  be 
broadcast  five  times  a  day  for  13 

days  beginning  July  20  on  213  sta- 
tions, will  make  up  radio's  part  in 

the  national  salvage  advertising 

campaign  to  secure  scrap  mate- rials for  the  war. 
At  the  same  time,  in  Washington, 

it  was  announced  by  Donald  M. 

Nelson,  WPB  chairman,  and  Les- 
sing  J.  Rosenwald,  chief  of  the 
Bureau  of  Industrial  Conservation, 
that  the  overall  campaign  for 
scrap  materials  would  formally 
start  July  13,  immediately  after 
completion  of  the  current  rubber 
drive  which  was  extended  to  July 
10  on  request  of  President  Roose- 
velt. 

McCann  Gives  Details 

The  full  details  of  the  campaign, 
■which  will  also  utilize  space  in 
1,791  daily  newspapers,  9,280  week- 

lies, three  national  magazines,  54 
business  papers  and  44  farm  pa- 

pers, were  revealed  at  a  meeting 
of  some  500  media  representatives, 
editors  and  writers,  held  in  New 
York  July  1,  under  the  chairman- 

ship of  H.  K.  McCann,  president 
of  McCann-Erickson,  advertising 
agency  placing  the  campaign. 

Robert  W.  Wolcott,  president, 
Lukens  Steel  Co.,  and  chairman  of 
the  American  Iron  &  Steel  Insti- 

tute, which  has  underwritten  the 
salvage  advertising  drive  to  the 
extent  of  $1,500,000,  with  another 
$500,000  hoped  for  from  other  in- 

dustries, explained  the  scrap  re- 
quirements of  the  steel  industry  if 

it  is  to  reach  its  potential  output. 
Paul  C.  Cabot,  deputy  chief.  Bu- 

reau of  Industrial  Conservation, 
WPB,  outlined  the  aims  of  the 
Government  to  stimulate  the  flow 
of  all  scrap  materials — steel,  rub- 

ber, copper,  aluminum,  paper,  etc. 
— and  the  way  in  which  this  sum- 

mer's advertising  drive  fits  into 
the  over-all  continuing  plan. 

Chester  La  Roche,  president, 
Young  &  Rubicam,  and  chairman, 
the  Advertising  Council,  described 
the  inception  of  the  scrap  adver- 

tising campaign,  which  was  out- 
lined by  a  group  of  Chicago  agency 

men  working  under  the  leadership 
of  Leo  Burnett,  to  whom  the  Ad- 

vertising Council  had  assigned  the 
project,  and  whose  plans  succeeded 
in  securing  the  necessary  financial 
support  of  the  interested  indus- 

tries. Edwin  Bassinger,  president, 
Institute  of  Scrap  Iron  &  Steel, 
told  of  the  part  the  junk  men  who 
collect  the  waste  material  play  in 
the  entire  salvage  campaign. 

E.  D.  Madden,  vice-president, 
McCann-Erickson,  presented  the 
details  of  the  advertising  drive, 
which  will  get  under  way  the  latter 
part  of  the  month.    Some  of  the 

advertising  will  be  distributed  over 
a  period  of  several  months  but 
radio  will  be  concentrated  at  the 
outset  of  the  campaign,  he  said. 
Transcribed  announcements,  re- 

corded by  World  Broadcasting  Sys- 
tem, consume  45  seconds  each,  he 

stated,  allowing  15  seconds  for  a 
live  announcement  which  can  be 
adapted  to  local  conditions  and  can 
give  the  address  and  phone  num- 

ber of  the  local  salvage  committee. 

Talking  Bomber 
In  a  recorded  presentation  of  the 

radio  part  of  the  drive,  several 
different  types  of  announcement 
were  demonstrated,  the  straight 
single  -  voice  announcement,  the 
sound  effects  type,  the  dramatized 
announcement  and  the  Sonovox  one, 
with  an  Army  bomber  doing  the 
talking.  Each  announcement  in- 

cluded the  campaign  slogan, 
"Throw  Your  Scrap  into  the 

Fight." 
A  catchy  song,  "Junk  Will  Win 

the  War,"  written  for  the  cam- 
paign by  Kent  and  Johnson,  cre- 

ators of  the  Pepsi-cola  and  other 
familiar  radio  jingles,  was  included 
in  the  presentation,  sung  by  Bing 
Crosby  and  the  Tune  Twisters  and 
played  by  a  dance  band.  Wide- 

spread use  of  the  tune  on  major 

ASCAP  OFFICIALS 

IN  JUSTICE  TALKS 
WITH  THE  renewed  ultimatum 
of  the  Dept.  of  Justice  that  it  al- 

low its  writer  members  to  grant 
radio  gratuitous  performing  rights 
or  face  reopening  of  the  consent  de- 

cree, ASCAP  attorneys  and  offi- 
cials have  been  in  touch  with  the 

department  regarding  adjustment 
of  the  dispute. 

While  no  formal  word  has  come 
either  from  Federal  officials  or 
from  ASCAP,  it  was  thought  the 
Society  would  revise  its  require- 

ments to  comply  with  the  depart- 
ment's interpretation.  The  depart- ment made  it  clear  last  week  that 

ASCAP  would  either  have  to  capit- 
ulate or  face  litigation  involving 

violation  of  its  consent  decree 
[Broadcasting,  June  29]. 
Last  Wednesday,  NAB  -  BMI 

President  Neville  Miller  and  Syd- 
ney M.  Kaye,  vice-president  and 

general  counsel  of  BMI,  conferred 
with  Holmes  Baldridge,  chief  of  the 
litigation  section,  Anti-Trust  Di- 

vision. It  was  assumed  they  dis- 
cussed aspects  of  the  ASCAP  situ- 

ation and  related  music  matters. 
BMI  also  functions  under  a  con- 

sent decree  entered  at  about  the 
time  ASCAP  was  brought  to  brook 
in  March,  1941. 

radio  programs  is  one  of  the  spe- 
cial exploitation  stunts  planned  in 

conjunction  with  the  advertising, 
it  was  stated. 

Agency  executives  said  that  the 
station  list  was  just  about  com- 

pleted and  that  letters  of  instruc- 
tion regarding  all  aspects  of  the 

campaign  would  shortly  be  sent  to 
stations. 

Transcribers  Consider  Petrillo^s  Ban; 

Attitude  of  'Watchful  Waiting^  Is  Seen 
by  their  president,  James  C.  Pe- MORE  THAN  a  dozen  transcrip- 

tion company  executives  met  at 
the  Hotel  Roosevelt,  New  York, 
last  Friday  morning  for  an  in- 

formal discussion  of  the  problems 
arising  from  the  recent  ultimatum 
of  the  American  Federation  of  Mu- 

sicians and  the  various  avenues  of 
action  open  for  combatting  the 
union's  proposed  prohibition  of  the 
employment  of  its  members  on 
transcriptions  or  phonograph  rec- 

ords. No  formal  action  was  taken. 
The  session  had  been  called  by 

Neville  Miller,  NAB  president,  in- 
viting those  transcription  com- 

panies which  are  associate  members 
of  the  association.  Major  purpose  of 
the  gathering,  Mr.  Miller  ex- 

plained, was  to  bring  the  subject 
out  into  the  open  so  that  each 
transcription  executive  would  be 
able  to  compare  his  own  line  of 
thought  with  those  of  the  others 
and  go  away  with  an  over-all  in- 

dustry view  of  the  situation. 

Petrillo  Said  Everything 

Prior  to  Friday's  meeting,  all 
was  quiet  on  the  recording-AFM 
front.  The  union  made  no  further 
statements  on  the  subject  and  when 
national  headquarters  spokesmen 
were  questioned  as  to  their  plans 

they  replied  that  "all  the  AFM 
had  to  say  had  already  been  said" 

trillo,  in  his  letter  of  June  25, 
which  notified  the  makers  of  all 
recordings,  both  phonograph  and 
transcriptions,  that  AFM  members 
would  no  longer  work  for  them 
after  July  31  [Broadcasting, 
June  291. 

Maintain  Public  Silence 
Executives  of  the  recording  com- 

panies continued  to  maintain  a  pub- 
lic silence,  although  vidthin  their 

ov/n  individual  organizations  there 
weve  many  conferences  and  much 
speculation  as  to  what  demands 
the  union  would  eventually  make 
as  an  alternative  to  a  nationwide 
strike.  A  number  of  industry  fig- 

ures expressed  the  belief  that  what 
the  AFM  really  wants  is  a  royalty 
from  each  record  played  in  a  juke- 

box or  on  the  air.  Others  privately 
stated  their  opinion  that  the  union 
is  seeking  to  use  the  transcription 
companies  as  a  club  to  force  radio 
stations  to  employ  more  musicians 
throughout  the  country. 

Advertising  agencies  using  tran- 
scriptions for  their  clients  gener- 

ally reported  an  attitude  of  watch- 
ful waiting  when  queried  as  to 

their  reaction  to  the  proposed  ban. 
Generally  they  expressed  a  will- 

ingness to  go  along  with  the  broad- 
casters in  whatever  course  of  ac- 

tion is  finally  taken,  although  in  a 

few  instances  agency  executives 
said  that  the  union  angle  might 
make  certain  advertisers  feel  it 
necessary  for  them  to  do  nothing 
which  might  be  construed  as  an 
anti-union  move  by  their  own  em- 

ployes. 
Most  agencies  reported  that 

their  purely  musical  programs  are 
recorded  far  enough  in  advance  to 
carry  them  over  any  shutdown  of 
recording  activity,  expressing  doubt 
that  such  drastic  action  will  be 
taken  or  that,  if  taken,  it  would 
la^'t  more  than  a  few  weeks  at  the 
outside.  Daytime  serials  using 
theme  and  mood  music  present  a 
different  problem  as  they  are  usu- 

ally recorded  in  the  network  studios 
for  use  on  supplementary  stations 
in  the  immediate  future,  the  agen- 

cies stated.  It  was  generally  felt, 
however,  that  if  necessary  vocal 
music  or  sound  effects  could  be 
substituted  for  instrumental  mu- 
sicians. 

That  is  also  largely  true  of  an- 
nouncements, it  was  said.  Where 

music  is  used  now,  vocalists  or 
sound  effects  would  be  used  if  mu- 

sicians were  not  available.  Gener- 
ally the  agencies  reported  that,  if 

the  AFM  does  withdraw  its  mem- 
bers, the  only  loss  to  the  transcrip- 
tion companies  and  radio  stations 

as  far  as  commercial  discs  are 
concerned  would  be  those  of  a  pure- 

ly musical  nature.  Even  then,  one 
agency  which  places  musical  tran- 

scriptions on  a  nationwide  scale 
expressed  the  definite  belief  that 
the  musicians'  union  is  not  aiming 
at  this  type  of  program  in  its  over- 

all ban,  and  that  AFM  members 
will  continue  to  make  these  discs 
even  if  it  should  otherwise  halt  the 
manufacture  of  recordings. 

The  consensus  of  agency  execu- 
tives queried  by  Broadcasting 

was  that  the  AFM  will  not  actually 
call  a  national  recording  strike, 
but  that  before  the  end  of  the 
month  some  compromise  will  have 
been  reached,  or  at  least  negotia- 

tions begun  toward  a  settlement, 
with  the  union  musicians  continu- 

ing with  their  recording  work. 

Bristol-Myers  to  Start 

Du£fy's  Tavern  Next  FaU 
ALTHOUGH  starting  date  and 
time  had  not  been  settled  last  week, 
it  is  understood  that  Bristol-Myers 
Co.,  New  York,  in  late  September 
or  October  will  sponsor  the  half- 
hour  program  Duffy's  Tavern  on the  BLUE,  probably  in  either  a 
Tuesday  or  Friday  evening  period. 

The  series  will  be  heard  in  the 
interests  of  Sal  Hepatica  and 
Minit-Rub  and  will  feature  the 
same  talent  which  appeared  on  the 
show  when  it  was  sponsored  on 
CBS  by  General  Foods  Corp.,  New 
York,  for  Sanka  coffee.  That  spon- sor discontinued  the  program  June 
30  because  of  transportation  diffi- 

culties in  coffee  importation.  Agen- 
cy for  Bristol-Myers  and  General 

Foods  is  Young  &  Rubicam,  New 
York. 

of  its  station,  WIOD,  has  been  com- 
HAL  LEYSHON,  former  editor  of  the 
Miami  Daily  News  and  directing  head 
of  its  station,  WIOD,  has  been  coin- missioned  a  captain  in  the  Army  Air 
Forces  and  reports  for  duty  at  head- quarters in  Washington  July  6. 
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COMEOr.  SPORTSCASTERS,  SPORTS  BRO.n 
NEWS,  QUIZ  SHOu/c  

BROADCASTS, 
SHOWS,  CHILDREN'S  PROGRAiUc 

WOMEN'S  
PARTICIPAT.,.^  

""OGRAMS, 

ARTICIPATING  PROGRAMS, 
HAIF-HOOR  EVENING  SHOWS 

TIMEBUYERS,  ADVERTISERS ... 

Is  your  show,  perhaps,  similar  to  one  of  the  types 

mentioned  above?  Is  it  being  exposed  to  its  great- 

est potential  audience?  Remember  that  a  loss  of 

even  1%  in  New  York  may  mean  thousands  of  pos- 
sible customers  who  are  not  hearing  your  message ! 



Federal  Manpower  Plan  Pends 

During  Study  of  Industry  Need 

Broadcasting's  Position  Is  Still  Not  Clarified  As 

'Essential'  by  Government  Heads 
PROGRESS  of  various  Govern- 

ment agencies  and  industry  org:ani- 
zations  in  seeking  a  clear  definition 
of  radio  personnel's  place  in  the 
nation's  manpower  drive  was  held 
under  close  wraps  last  week.  As  re- 
poi'ted  in  Broadcasting  June  29, 
the  War  Manpower  Commission, 
Selective  Service  and  the  U.  S.  Em- 

ployment Service  are  collaborating 
in  a  study  of  the  nation's  essential 
industries  and  employes  necessary 
to  maintenance  of  the  industries. 

One  clarification  in  the  procedure 
to  be  followed  by  the  Government 
in  declaring  employe  categories  as 
"essential"  was  given  by  the  WMC 
where  it  was  said  that  employe 
lists  requested  by  the  manpower 
commission  from  Government  agen- 

cies and  industry  organizations 
would  be  culled  and  classified. 

The  lists  then  would  be  turned 
over  to  the  U.  S.  Employment  Serv- 

ice, it  was  said.  Under  the  plan,  as 
now  set  up.  Selective  Service  local 
boards  would  then  refer  to  the 
U.  S.  Employment  Service  in  their 
consideration  of  men  called  up  for 
military  service  or  reclassification. 

Technicians  Problem 

It  was  indicated  by  various  Gov- 
•ernment  and  industry  quarters  last 
week  that  radio  soon  may  be  classi- 
~fied  as  an  "essential"  industry.  This 
major  step  would  then  clarify  the 
position  of  a  radio  employe  called 
before  his  draft  board.  However, 
it  was  emphasized,  that  even  in  the 
event  that  radio  is  officially  recog- 

nized as  "essential"  the  problem 
still  remains  of  declaring  what 
classes  of  broadcasting  employes 
will  be  recognized  as  necessary  to 
carry  on  station  operations. 

It  was  pointed  out  that  to  date 
greatest  emphasis  has  been  placed 
on  the  technical  side  of  station 
operation  with  little  attention  being 
given  to  management. 
At  the  Broadcasters  Victory 

Council  it  was  said  that  plans  have 
been  drawn  up  by  the  organization 
for  relief  from  the  radio  personnel 
drain  by  the  military  and  the  drift 
of  employes  from  smaller  to  larger 
stations.  These  plans  have  been 
submitted  to  the  WMC  and  Selec- 

tive Service,  it  was  said. 
NAB  reported  last  week  that  its 

engineering-  committee  has  given 
strict  attention  to  radio  technical 
losses  and  that  it  has  submitted 
recommendations  to  both  Selective 
Service  and  WMC  on  the  problem. 
At  Selective  Service  headquarters 
it  was  said  that  these  recommenda- 

tions will  be  considered  jointly  with 
recommendations  of  other  industry 
representatives  and  will  then  be 
turned  over  to  WMC. 

No  Exemption  Sought 
In  all  radio  sectors  last  week  it 

was  emphasized  that  radio  is  not 
seeking  "blanket"  deferments  from 

military  service  for  its  employes. 
It  was  pointed  out,  however,  that 
radio  has  suff'ered  heavily  during 
the  war  so  far  and  that  although 
semi-official  recognition  has  been 
given  to  radio  as  an  "essential" 
arm  of  the  war  effort  and  neces- 

sary to  the  "maintenance  of  the  na- 
tional safety,  health  or  interest" 

there  has  been  no  Government  clari- 
fication of  its  position. 

It  was  added  that  stations  or  in- 
dustry representatives  have  never 

asked  for  deferments.  Their  only 
requests,  it  was  said,  have  been 
for  "breathing  spells"  for  the  train- 

ing of  replacements. 

ESMDT  To  Aid  Industry 

At  the  Office  of  Education,  Wash- 
ington, it  was  said  the  Engineering, 

Scientific  and  Management  Defense 
Training  program,  largely  con- 

cerned with  radio  technical  train- 
ing, would  emphasize  training  of 

replacements  for  war  work  and 
private  industry.  Dean  George  W. 
Case,  College  of  Technology,  U  of 
New  Hampshire,  now  on  leave  to 
supervise  the  ESMDT  courses,  in 
declaring  that  he  considered  domes- 

tic broadcasting  "essential  in  the 
war  effort"  said  that  felt  the  radio 
courses  offered  in  the  program 
would  be  largely  aimed  at  repla:ee- 
ments  for  private  industry,  rather 
than  for  the  military. 

Kiggins  Optimistic 
GENERAL  tone  of  business 
throughout  the  Pacific  Coast  and 
mountain  areas  is  optimistic,  with 
local  radio  programs  scheduled  to 
sray  on  for  the  summer  and  the 
traditional  seasonal  slump  not  ex- 

pected to  occur  this  year,  according 
to  Keith  Kiggins,  BLUE  vice- 
president  in  charge  of  stations,  who 
hus  just  returned  from  a  six-week tour  of  16  BLUE  affiliates  in  those 
areas.  Mr.  Kiggins,  who  combined 
a  vacation  and  business  trip,  also 
stated  that  he  found  business  in 
San  Francisco  and  Hollywood 
noticeably  on  the  upgrade. 

MBS  Shows  Big  Gain 
MBS  network  billing  figures  for 
the  first  six  months  of  1942 
amounted  to  $5,335,103,  an  increase 
of  79.04%  over  the  corresponding 
period  in  1941,  when  the  figure  was 
$2,979,881.  Mutual  billings  for  the 
month  of  June,  1942,  also  showed 
an  increase,  amounting  to  $665,372, 
or  24.48%  greater  than  the  June, 
1941  figure  of  $534,513. 

SERGEANT-PILOT  Brian  Hodgkin- 
son,  former  announcer  of  CKY,  Winni- 

peg, now  a  pri.soner-of-war  in  Germany, 
recently  wrote  to  his  parents  in  Winni- 

peg that  he  ha.s  nearly  recovered  from 
war  wounds,  is  studying  French  and 
(icrman,  and  is  writing  a  musical 
comedy  for  presentation  at  the  theatre 
of  the  prison  camp  where  he  is  staying. 

TRAMMEL  TRAVELS  to  the  an- 
nual outing  held  by  the  NBC  em- 

ployes athletic  association.  Here 
Mr.  Trammell,  NBC  president,  is 
chatting  with  Clay  Morgan  (left) 
assistant  to  the  president.  Cur- 

rently, Mr.  Trammell  is  recuperat- 
ing from  a  severe  operation  and 

taking  note  of  this,  employes  pre- 
sented him  with  a  door  prize  of  a 

bottle  of  vitamin  pills. 

WOODY  ARB,  MARTIN 

PVRCHASim  WFTM 

NEGOTIATION  for  the  purchase 
of  WFTM,  Fort  Myer,  Fla.,  for  an 
vfndisclosed  sum  has  been  reported 
by  Ronald  B.  Woodyard,  executive 
vice-president  and  general  manager 
of  WING,  Dayton,  and  WIZE, 
Springfield,  0.,  and  Reggie  Mar- 

tin, manager  of  the  latter  station. 
Under  the  deal,  which  will  soon 

be  submitted  to  the  FCC  for  ap- 
proval, Mr.  Woodyard  is  buying 

85%  of  the  WFTM  stock  with  Mr. 
Martin  acquiring  the  other  15%. 
The  seller  is  Fort  Myers  Broadcast- 

ing Corp.,  59.1%  owned  by  W.  E. 
Benns  Jr.,  manager  of  WFTM, 
and  his  mother,  Mrs.  W.  E.  Benns 
Sr.  Other  principals  of  the  as- 

signor are  Mrs.  J.  F.  Richardson, 
LaGrange,  Ga.,  22.7%;  O.  D. 
Whitaker,  of  Vernona,  Pa.,  9.8%; 
and  Fred  H.  Mellor,  local  attorney. 

The  purchasers  have  announced 
they  hope  to  take  charge  of  the 
station  by  Aug.  1  and  will  name 
James  Turner  as  WFTM's  general manager.  Station  was  authorized 
by  the  FCC  in  1939,  going  on  the 
air  in  March  of  1940,  and  operates 
with  250  watts  fulltime  on  1240 
kc. 

Chairman  Fly  Is  Sworn 
For  New  Term  of  Office 
WITHOUT  POMP  or  ceremony, 
FCC  Chairman  James  Lawrence 
Fly  was  sworn  in  last  Wednesday 
to  begin  his  new  seven-year  term 
as  a  member  of  the  FCC,  following 
unanimous  confirmation  of  his 
nomination  by  the  Senate  the  pre- 

ceding Monday.  The  oath  was  ad- 
ministered in  the  Chairman's  office 

by  N.  F.  Cureton,  chief  of  the 
FCC's  Service  Division.  No  one  else 
was  present. 

Mr.  Fly's  term  is  for  seven  years 
from  July  1.  He  has  served  on  the 
FCC  since  1939,  having  succeeded 
Frank  R.  McNinch,  who  retired 
from  the  arduous  post  because  of 
ill  health.  In  addition  to  his  FCC 
duties,  Mr.  Fly  is  chairman  of  the 
Board  of  War  Communications, 
wartime  policy-making  body  gov- 

erning all  communications  created 
in  September,  1940,  as  the  Defense 
Communications  Board,  and  the 
name  of  which  recently  was 
changed. 

Movie  Exhibitors 

Favorable  to  Radio 

Marked  Trend  To  The  Medium 

Noted  in  National  Survey 

THE  ATTITUDE  of  movie  theatre  ; 
management  is  far  more  favorable  j 
towards  radio  promotion  of  films  [ 
than  it  was  three  years  ago,  ac-  \\ 
cording  to  the  results  of  a  survey  i' 
conducted  by  Twentieth  Century-  j 
Fox  Film.  As  a  result  of  the  over-  ' 
all  picture  disclosed  by  a  canvas 
of  exhibitors  throught  the  country,  j 
Fox  will  place  a  large  part  of  its  | 

total  buget  in  paid  radio  advertis- 
ing, according  to  a  spokesman  for the  company. 

To  discover  the  attitude  of  the- 
atre operators  towards  radio  ad- 

vertising and  to  determine  their 
specific  preferences  in  regard  to  j 
quarter-hour  transcriptions,  spot 
announcements  and  network  pro- 

grams for  picture  promotion,  Fox 
Film  submitted  a  questionnaire  to 
major  accounts  in  about  185  key 
cities,  through  its  field  exploitation 
service.  Approximately  80%  of  the 
questionnaires  have  been  returned. 

Favorable  to  Radio 

Although  the  company  is  not 
making  public  the  details  of  the 
results,  it  discloses  a  picture  of  the 
favorable  view  now  held  by  exhibi- 

tors in  regard  to  the  the  use  of 
radio  to  advertise  movies,  as  com- 

pared to  general  aversion  to  the 
idea  several  years  ago.  Reason  in- 

dicated for  withholding  the  spe- 
cific results  of  the  survey  is  that 

the  information,  showing  the  effec- 
tive use  of  radio,  would  be  of  less 

value  to  Fox  Film  if  released  and 
thus  made  available  to  competitors. 

Another  survey  to  be  conducted 
by  the  film  company  will  seek  to 
discover  the  public's  preferences  in 
regard  to  newspaper  and  radio  ma- 

terial, exploring  further  the  best 

possibilities  for  movie  merchan- 
dising. 

Bayuk  Ceases BAYUK  CIGAR  Co.,  Philadelphia, 
has  discontinued  The  Inside  of 
Sports  thrice-weekly  on  MBS,  after 
sponsoring  the  program  on  that 
network  for  over  four  years.  Al- 

though a  renewal  was  scheduled for  June  30,  the  cigar  company, 
maker  of  "Phillies,"  has  probably 
discontinued  the  sports  show 
permanently,  and  for  the  present 
no  replacement  has  been  named. 
Bayuk  continues  to  sponsor  Cal 
Tinney's  Sizing  Up  the  News  on 
MBS  Monday,  Thursday  and  Fri- 

day, 8-8:15  p.m.  Ivey  &  Ellington, 
Philadelphia,  is  the  agency. 

NAB  Board  Meeting 
A  MEETING  of  the  NAB  Board 
of  Directors — the  first  since  the  an- 

nual convention  in  Cleveland  May 
15 — has  been  called  by  NAB  Presi- 

dent Neville  Miller  for  July  14-15 
at  the  Palmer  House,  Chicago.  On 
the  agenda  are  a  number  of  im- 

portant items,  headed  by  the  edict 
of  James  C.  Petrillo,  AFM  presi- 

dent, banning  manufacture  of  tran- scriptions or  records  for  broadcast 
use,  effective  Aug.  1. 
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Freciuency 

Now 

IN  NASHVILLE 

advertisers  who   are  particular 

about  where  they  buy  their  radio 

time  can  get 

5,000  Watts 

on 

980  Kilocycles 

—the  new  power  and  frequency  com- 
bination now  available  over  WSIX. 

WSIX 

■•.'.vi.V;'i  ■.■,",•'>. 

I 

I 

J 

Long  the  favorite  Nashville  station 

with  local  advertisers  because  of 

its  demonstrated  ability  to  pull, 

WSIX  now  offers  improved  power 

and  frequency  for  still  greater 

coverage.  Rate  card  as  yet  un- 

changed from  old  250-watt  rate. 

SPOT  SALES,  INC. 

20  E.  57»h  St.,  New  York    •    360  N.  Michigan  Ave.,  Chicago 
Market  at  Third  St.,  San  Francisco 

5000 

WATTS 
am 

If 

980 

KILOCYCLES 

NASHVILLE,  TENN. 
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AFRA  Will  Take  Vote  by  Referendum 

Hoping  to  Eliminate  Chicago  Session 

Gen.  Motors  Tops 

Year's  Advertisers 
ANPA  Shows  Same  Ten  Firms 
Lead  Heaviest  Spenders 
FOR  THE  third  consecutive  year 
General  Motors  Corp.  topped  all 
advertisers  during  1941  in  four 
major  media,  according  to  the 
third  annual  edition  of  "Expendi- tures of  National  Advertisers  in 
Newspapers,  Magazines,  Farm 
Journals  and  Chain  Radio",  issued 
last  week  by  the  Bureau  of  Ad- 

vertising, American  Newspaper 
Publishers  Assn. 

Following  in  order  are  the  other 
nine  national  advertisers  which  led 
the  group  of  1,170  investing  $25,- 
000  or  more  in  any  one  of  the  four 
media  during  1941:  Proctor  & 
Gamble  Co.,  General  Foods  Corp., 
Lever  Bros.,  Colgate-Palmolive- 
Peet  Co.,  R.  J.  Reynolds  Tobacco 
Co.,  Chrysler  Corp.,  Liggett  & 
Myers  Tobacco  Co.,  Sterling  Prod- 

ucts and  Ford  Motor  Co. 

These  "Big  Ten"  of  1941  in  the four  media  combined  remained 

identical  with  1940's  ten  largest 
buyers  of  space  and  time,  though 
their  order  was  slightly  changed, 
with  somewhat  smaller  spending 
by  the  three  automobile  makers, 
i'nd  larger  expenditures  by  most 
of  the  others,  as  compared  with 
1940. 

As  in  previous  editions  released 
by  the  Bureau  of  Advertising,  the 
totals  spent  by  the  1,170  national 
advertisers  represent  gross  ex- 

penditures, "computed  by  applying 
one-time  rates  to  the  space  or  time 
used,  since  complete  data  on  dis- 

count arrangements  between  ad- 
vertisers and  media  are  not  gener- 

ally available." 
Figures  for  newspaper  expendi- 

tures shown  in  the  1941  edition  are 
based  on  Media  Records  1941  line- 

age reports,  while  figures  for  the 
other  three  media  are  taken  from 
Publishers'  Information  Bureau 
reports  for  1941. 

ROY  L.  ALBERTSON,  operator  of 
WBNY,  Buffalo,  has  applied  to  the 
FCC  for  authority  to  change  fre- 

quency from  1400  kc.  to  680  kc.  The 
latter  channel  is  occupied  by  KPO, 
Sfin  Francisco,  and  WPTF,  Raleigli, 
both  .j0,000-watt  outlets. 

FOLLOWING  the  request  of 
Joseph  B.  Eastman,  director. 
Office  of  Defense  Transportation, 
that  conventions  and  other  meet- 

ings be  curtailed  as  far  as  possible 

to  leave  the  nation's  transporta- 
tion facilities  free  for  duties  essen- 

tial to  the  war  effort,  the  American 
Federation  of  Radio  Artists  is 
holding  a  national  referendum  of 
all  its  members  to  amend  the  or- 

ganization's by-laws,  eliminating 
this  year's  national  convention. 

This  move,  which  Emily  Holt, 
AFRA's  national  executive  secre- 

tary, described  as  "a  purely  patrio- 
tic procedure,  since  the  annual 

convention  is  an  important  part  of 
AFRA's  activities,"  is  the  second 
change  in  the  union's  convention 
plans.  Originally  scheduled  for  Los 
Angeles,  the  convention  had  been 
moved  to  Chicago  and  all  social 
features  cut  out  so  that  the  union's 
business  might  be  handled  with  a 
minimum  expenditure  of  time  for 
meetings  and  travel  for  the  dele- 

gates. If,  as  is  expected,  the 
amendment  is  adopted,  the  1942 
convention  will  be  cancelled  alto- 

gether. CBS  Mediation 

AFRA  and  CBS  have  agreed  to 
submit  their  differences  over  the 
contract  covering  staff  announcers 
and  producers  at  WABC,  New 
York,  to  the  New  York  State 
Mediation  Board  and  have  signed 
a  contract  putting  all  of  the  agreed 
conditions  into  effect  as  of  July  2. 
The  disputed  items  will  be  consid- 

ered by  the  mediation  body  in 
August  and  when  the  Board  makes 
its  decisions  they  will  become  ef- 

fective retroactive  to  July  2.  Moot 
questions  concern  the  length  of  the 
new  contract  and  the  wage  in- 
creases. 

Attorneys  for  AFRA  and  for  the 
talent  booking  agencies  are  dis- 

cussing the  possibility  of  an  early 
revision  of  the  contract  governing 
the  relations  of  AFRA  members 
with  the  bookers  although  it  still 
has  more  than  a  year  to  run.  If  the 
lawyers  conclude  that  a  revision 
should  be  undertaken  now,  execu- 

tives of  the  union  and  the  agencies 
will  then  begin  negotiations. 
WQAM,  Miami,  has  appealed  to 

the  National  Labor  Relations  Board 
for  a  reversal  of  the  interim  re- 

port of  W.  P.  Webb,  trial  ex- 
aminer, recommending  that  Fred 

Handrich,  former  news  editor  at 
the  station,  be  reinstated  with  back 
pay.  AFRA  had  charged  that 
.Handrich  was  discharged  because 
of  union  activities;  WQAM  al- 

leged that  he  was  unsuited  for 
such  a  post  in  time  of  war. 
AFRA  has  until  July  13  to  file  its 

answering  brief  to  the  station's  ap- 
peal plea  that  the  examiner  dis- 

regarded its  testimony,  and  oral 
argument  before  the  NLRB  in 
Washington  has  been  set  for  July 16. 

Survey  of  Wine  Stores 
Shows  Radio  Preference 

RADIO  as  the  best  type  of  media 
-to  sell  a  particular  brand  of  Cali- 

fornia wine  preferred  by  26  retail 
liquor  store  dealers  in  Manhattan, 
Bronx,  Brooklyn  and  Queens, 
among  those  replying  to  a  mail 
survey  sent  out  by  Phillips,  Alber- 
ton  &  Bull,  New  York,  trade  rela- 

tions and  merchandising  firm. 
Asked  to  check  one  type  of  media 

as  the  one  to  "help  most  to  create 
sales  (of  the  wine)  over  the  coun- 

ter," 40  of  the  100  dealers  sent  in 
usable  answers.  Of  these  65%  pre- 

ferred radio  advertising,  25% 
newspapers,  7.5%  billboards,  and 
2.5%  magazines. 

Tyler  Joins  Weed 
HAAN  J.  TYLER,  formerly  com- 

mercial manager  of  KSFO,  San 
Francisco,  on  July  1,  took  charge 
of  west  coast  sales  for  Weed  & 
Co.  In  this  capacity  Mr.  Tyler  will 
be  responsible  for  the  company's 
entire  list  establishing  his  head- 

quarters in  Los  Angeles  with  a 
branch  office  in  San  Francisco.  Co- 

incident with  the  appointment  of 
Mr.  Tyler,  KSFO  named  Weed  & 
Co.  to  represent  it  in  Southern  Cali- 

fornia as  well  as  nationally.  For 
two  years  Mr.  Tyler  has  been  con- nected with  KSFO.  Before  that  he 
was  with  Free  &  Peters. 

Ernest  F.  Bader 

Claimed  by  Death 
ERNEST  F.  BADER,  general 
manager  of  KBON,  Omaha,  and 
pioneer  Nebraska  radio  man,  died 
June  28  at  the  Clarkson  hospital, 
Omaha,  after  a  brief  illness. 
Mr.  Bader  is  survived  by  his 

wife,  Nelle;  two  sons,  Hugh,  and 
Bruce;  a  daughter,  Mfs.  Ralph 
Trotter  of  Glendale,  Cal.,  and  his 
mother,  Mrs.  J.  R.  Bader,  Fremont, 
Neb.  Also  surviving  are  two  broth- 

ers, two  sisters  and  three  grand 
children.  Hugh  was  associated  with 
his  father  at  KBON.  Mrs.  Bader  is 
the  sister  of  Arthur  Baldwin,  of 
KORN,  Fremont. 

Funeral  rites  took  place  in  Fre- 
mont, Neb.,  July  1,  with  the  entire 

staff  present  through  courtesy  of 
Frank  E.  Shopen,  general  manager 
of  KOWH,  Omaha,  who  operated 
KBON  that  afternoon. 

Mr.  Bader  was  born  in  Nebraska 

City  Sept.  10,  1889.  He  was  edu- cated in  Fremont  and  at  Central 
Weslyan  College  in  Missouri.  After 
a  period  in  the  furniture  business 
with  his  father  he  entered  broad- 

casting as  head  of  one  of  the  first 
radio  advertising  agencies  in  the 
country,  Bader  &  Co.,  Omaha. 

Seven  years  ago  he  left  Omaha 
to  head  the  Los  Angeles  office  of 
Caples  Co.  He  returned  to  Omaha 
in  November,  1941  to  assume  man- 

agership of  KBON,  then  in  the 
formative  stage.  Largely  through 
his  untiring  efforts  the  station  held 
its  inaugural  broadcast  March  4, 
1942. 

A  diligent  worker,  Mr.  Bader  was 
a  member  of  the  Omaha  Ad  Club, 
C  of  C,  Los  Angeles  Ad  Club  and 

the  Nebraska  Broadcasters'  Assn. 

Huss  for  Healthaids 
PIERRE  J.  HUSS,  formerly  INS 
foreign  correspondent,  has  started a  series  of  broadcasts  on  WOR, 
New  York,  Sunday,  7:45-8  p.m. 
Healthaids  Inc.,  Jersey  City,  mak- 

ers of  "Serutan,"  sponsors  the  pro- 
grams which  started  July  6.  Huss, 

who  secured  an  interview  with 
Hitler  while  serving  abroad  as 
correspondent  is  the  author  of  The 
Foe  We  Face,  published  by  Double- 
day  &  Doran,  New  York.  Raymond 
Spector,  New  York,  placed  the  ac- count. 

Book  Test  Successful 
MARTIN  J.  POLLAK  Co.,  New 

York,  currently  conducting  a  cam- 
paign for  Soldier's  Souvenir  Handy- book  [Broadcasting,  June  15],  is 

using  four  additional  stations,  fol- 
lowing a  successful  test  of  spot  an- 

nouncements on  WAAT,  Newark- 
Jersey  City,  and  WINS,  New  York. 
Company  now  uses  announcements 
on  WHN,  New  York;  WORL,  Bos- 

ton; WPEN,  Philadelphia;  WHOM, 
Jersey  City,  N.  J.  Emil  Mogul  Co., 
New  York,  handles  the  account. 

J&JUsing63 
JOHNSON  &  JOHNSON,  New 
Brunswick,  N.  J.,  on  June  29 
started  a  campaign  for  its  Red 
Cross  products  and  dressings,  using 
6  to  10  spot  announcements  weekly 
on  63  stations.  Agency  in  charge  is 
Young  &  Rubicam,  New  York. 

FAREWELL  LUNCHEON  tendered  Harry  D.  Henshel, 
manager  of  WOV,  New  York,  and  executive  in  the 
Bulova  Watch  Co.,  last  week  by  members  of  the  staff 
of  WOV,  New  York,  before  he  left  to  be  commissioned 
a  major  in  the  Army  Air  Force.  Seated  (1  to  r),  Aaron 
Hangar ;  Maxine  Keith ;  Harold  A.  Laf ount,  head  of 

all  Bulova  radio  enterprises;  Maj.  Henshel;  Alan 
Courtney;  Connie  Porreca,  office  manager;  and  Mario 
Hutton,  program  director.  Standing  (1  to  r),  Robert 
Scholle;  Nat  Donato;  Syd  Leipsig;  Dan  Richards; 
Minerva  Rodman;  Ralph  Nardella;  Herbert  Landon, 
publicity  director;  Dino  Nardi  and  Whitman  Hall. 
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For  more  than  two  decades  the  automotive 

worker  has  been  a  symbol  of  Detroit.  The  pro- 
duct of  his  skill  not  only  placed  America  on 

wheels,  but  flashed  the  fame  of  Detroit's  indus- 
trial greatness  all  over  the  world. 

The  automotive  worker  is  still  doing  a  grand 
job  for  Detroit,  and  for  the  Nation.  According  to 
the  Michigan  Department  of  Labor  and  Industry 
250,000  former  automobile  workers  have  now 
joined  forces  with  a  quarter-million  other  war 
workers  in  the  Detroit  area  to  produce  the  trucks, 
tanks,  bombers,  planes  and  guns  so  urgently 
needed  for  victory.   The  pay  of  these  workers  in 

April,  this  year,  was  a  total  EXCEEDING  26 
MILLION  DOLLARS  WEEKLY. 

The  patriotism  and  close  proximity  of  these 
workers  to  the  armament  they  create  is  resulting 
in  the  investment  of  a  substantial  part  of  their 
earnings  in  War  Bonds.  They  have  money  to 
spend  now  and  will  have  money  to  spend  when 
the  war  is  over. 

The  advertiser  who  impresses  his  name,  or  his 

product,  upon  Detroit's  war  workers  will  reap rich  dividends  now  and  later.  Let  WWJ,  the 
most  listened-to  radio  station  in  Detroit,  help  you 
win — and  keep — friends  in  this  great  market. 
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Running  Account  of  House  Hearings  on  Sanders  Bill 

Channels  Controlling 
Public  Opinion 

Mr.  Fly  resumed  the  stand  for 
his  seventh  consecutive  appearance 
last  Tuesday.  Chairman  Lea  re- 

quested the  Committee  to  permit 
the  chairman  to  complete  his  writ- 

ten statement,  in  the  interest  of 
time.  Mr.  Fly  completed  his  35- 
page  prepared  staten^nt  in  about 
an  hour  and  the  Committee  recessed 
until  Wednesday  for  cross-examina- 
tion. 

Mr.  Fly  devoted  his  testimony  to 
Section  7  of  the  Sanders  Bill,  call- 
i-ng  upon  the  Commission  to  study 
and  report  to  Congress  on  chain 
broadcasting,  licensing  of  net- 

works, newspaper  ownership  of  sta- 
tions, and  the  clear  channel  prob- 

lem. 
He  vigorously  supported  the 

chain  -  broadcasting  regulations, 
citing  each  of  the  rules  in  three 
parts,  "the  abuse",  "illustration" 
and  "cure".  On  licensing  of  net- 

works, initially  proposed  by  CBS 
President  Paley  but  afterward 
modified  considerably  by  the  CBS 
president,  Mr.  Fly  said  the  issue 
could  only  be  met  after  fullest 
study  and  opposed  such  an  under- 

taking at  this  time  because  the 
Commission  now  is  "essentially  a 
war  agency". 

Apropos  newspaper  ownership, 
the  chairman  said  the  Commission's 
study  is  still  in  progress  and  that 
when  "you're  dealing  in  channels 
for  control  of  public  opinion,  there 
is  a  clear  reason  for  scrutiny  of  the 
character  the  FCC  has  given  the 
newspaper  situation". 

Dealing  with  the  clear-channel 
study,  the  chairman  said  this  was 
basically  an  engineering  problem. 
He  suggested  that  if  the  Commit- 

tee desired  further  testimony  it 
should  call  the  FCC's  chief  engi- 

neer, E.  K.  Jett,  as  one  fully  quali- 
fied to  give  a  clear  and  precise  pic- 

ture of  the  controversy  "from  the 
public  point  of  view". 
Income  of  Networks 
Shown  on  Exhibits 

Chairman  Fly  introduced  a  series 
of  exhibits  dealing  with  chain 
broadcasting.  Replying  to  a  ques- 

tion previously  asked  by  Rep.  Hal- 
leck,  who  had  pointed  out  that  onI,v 
45  of  the  96  witnesses  who  appeared 
at  the  original  FCC  proceedings 
had  been  called  fey  the  three  na- 

tional networks,  Mr.  Fly  produced 
an  exhibit  indicating  that  only  six 
of  the  witnesses  actually  were 
called  by  the  FCC. 

Another  exhibit  showed  that  in 
1941  CBS  had  a  net  income,  after 
Federal  income  tax  had  been  paid, 
amounting  to  55.8%  of  the  total  de- 

preciated value  of  all  of  its  prop- 
erty, tangible  and  intangible. 

NBC's  percentage  was  67.2%. 
MBS  showed  no  profit  as  an  in- 

dependent entity,  Mr.  Fly  said,  but 
its  stockholders  "do  show  substan- 

tial  profits".   An   exhibit  showed 

that  the  consolidated  net  broadcast 
income  of  seven  MBS  stockholders 
for  1941,  before  payment  of  Fed- 

eral income  tax,  amounted  to 
67.5%  of  the  depreciated  value  of 
all  their  broadcast  property. 
Another  exhibit  indicated  the 

proportion  of  stations  and  power 
affiliated  with  national  networks 
and  showed  that  whereas  NBC  and 
CBS  have  40.2%  and  37.8%  of  the 
total  nighttime  power,  the  BLUE 
and  MBS  have  only  8.7%  and  8.5%, 
respectively. 

Asserting  the  importance  of  these 
figures  is  not  readily  apparent, 
Mr.  Fly  said  that  two  of  the  net- 

works do  not  have  sufficient  power 
to  be  "audible  throughout  the  na- 

tion". The  exhibit  also  disclosed,  he 
said,  that  only  6.3%  of  the  night- 

time power  of  the  country  is  un- 
affiliated with  any  national  net- 

work. "Obviously,  no  new  network 
can  enter  the  field  if  it  must  seek 
its  aflJiliates  only  from  these  small 
and  scattered  independent  sta- 

tions," he  said. 
The  eight  chain-broadcasting 

regulations  were  each  designed  to 
remedy  a  specific  abuse  uncovered 
by  the  investigation,  he  said.  Mr. 
Fly  discussed  each  of  them  in  turn, 
using  illustrations  generally  fa- 

miliar to  observers. 

Abuse  of  Territorial 
Exclusivity  Claimed 

Citing  exclusivity  of  affiliation, 

Mr.  Fly  said  that  the  "abuse"  re- 
posed in  the  situation  where  listen- 

ers in  a  number  of  cities  are  de- 
prived of  many  network  programs 

and  the  country's  radio  service  is limited.  He  cited  the  1939  World 
Series  on  MBS,  as  an  example,  de- 

claring that  some  NBC  and  CBS 
stations  wanted  to  carry  the  series 
but  that  the  networks  said  no, 
standing  on  exclusivity.  The  cure  is 
the  FCC's  regulation  3.101,  provid- 

ing that  network  affiliation  con- 
tracts may  not  be  drawn  to  prevent 

a  station,  if  it  so  desires,  from 

carrying  programs  from  another, 
network. 

The  "abuse"  of  territorial  Ex- 
clusivity was  described  as  a  condi- 

tion wherein,  if  the  regular  affili- 
ate in  an  area  decides  not  to  carry 

a  program,  the  network  may  not 
offer  that  program  to  any  other 
station  in  the  area.  He  pointed  out 
that  WRVA,  Richmond,  has  a  con- 

tract with  CBS  that  provides  the 
network  may  not  send  programs  to 
any  other  stations  within  80  miles 
of  Richmond. 

MBS,  he  said,  prior  to  the  pro- 
mulgation of  the  regulations,  was 

even  more  vulnerable  with  respect 
to  this  "abuse"  than  CBS  or  NBC. 
He  cited  the  MBS  contract  with 
Don  Lee,  giving  the  latter  terri- 

torial exclusivity  for  the  whole 
Pacific  Coast.  The  only  saving 
grace,  he  said,  was  the  provision 
that  MBS  would  give  up  these  ex- 

clusivity clauses  whenever  the  FCC 
so  ruled  or  the  other  networks 
voluntarily  gave  them  up. 

The  cure,  he  said,  is  regulation 
3.102,  providing  that  the  regular 
affiliate  may  not  prevent  some  other 
station  from  carrying  a  network 
program  in  the  event  the  regular 
affiliate  rejects  it. 
On  duration  of  affiliation  con- 

tracts, Mr.  Fly  said  the  station 
usually  is  bound  by  the  contract 
for  five  years  and  the  network  for 
one  year.  The  cure,  he  asserted,  is 
regulation  3.103,  which  originally 
provided  that  an  affiliation  con- 

tract might  not  exceed  one  year, 
which  at  that  time  also  was  the 
period  of  the  license.  Consequently, 
the  Commission  lengthened  the 
term  of  the  license  to  two  years 
and  coincidentally  the  maximum 
term  of  affiliation. 

Claims  Local  Programs 
Are  Discouraged 

Discussing  option  time,  the  most 
controverted  of  the  regulations, 
Mr.  Fly  said  that  by  taking  an  op- 

tion on  all  the  hours  of  its  affiliates. 

CBS  -  is  able  to  discourage  non- 
network  programs.  NBC,  he  as- 
sertedV*  achieves  substantially  the 
same  effect  by  optioning  the  best 
hours  of  its  stations.  He  said  these 
options  discourage  not  only  local 
programs  but  also  transcriptions. 

As  his  main  illustration,  Mr.  Fly 

said  option  time  puts  local  adver- 
tisers in  the  position  of  local 

merchants  who  can  rent  a  store  on 
Main  Street  only  subject  to  the 
condition  that  if  a  New  York  chain 
store  comes  along,  the  local  merch-  1 
ant  must  move  off  Main  Street  [ 
within  28  days.  He  called  option 
time,  along  with  exclusivity,  the 
chief  block  to  "free  speech  over  the 

radio". 

The  cure,  Mr.  Fly  testified,  is 
regulation  3.104,  which  he  said  does 
not  ban  options  but  does  subject 
the  optioning  of  time  to  four  re- 

strictions. First,  a  station  may  not 
contract  with  one  network  that  it 
will  not  option  time  to  another  net- 

work; second,  a  network  cannot 
use  its  option  time  to  oust  another 
network  from  time  already  bought 
and  scheduled;  third,  certain  hours 
of  the  broadcast  day  are  excluded 
from  network  options,  and  left  free 
for  sale  on  a  first-come  first-served 
basis  to  networks  and  non-network 
users  alike;  fourth,  as  a  further 
protection  for  local  programs,  they 
are  afforded  56  rather  than  28 

days'  notice  before  they  are  forced 
to  give  way  for  a  network  program. 

Pointing  out  that  this  type  of 
option  has  sometimes  been  called 
"non-exclusive",  Mr.  Fly  said  that 
the  method  was  simple.  He  dis- 

claimed the  NBC  and  CBS  conten- 
tions that  time  can't  be  cleared 

under  the  option  rule  and  dis- 
counted the  "horrors"  enumei'ated. 

He  described  as  "nonsense"  the  con- 
tention of  CBS  Counsel  John  J. 

Burns  that  networks  would  be  un- 
able to  clear  time  for  speeches  by 

the  President  if  the  option  rule  is 
enforced. 
Outlines  Ownership 

Of  Stations  by  Networks 

Beyond  that.  Chairman  Fly  dis- 
puted the  allegation  that  the  regu- 
lation would  '  break  up  the  busi- 
ness", asserting  the  charge  always 

is  raised  in  monopoly  cases  of  this 
sort.  He  said  the  option  time  rule 
had  been  modified  once  at  the  re- 

quest of  the  networks,  to  suit  their 
convenience,  and  that  if  anyone  has 
further  amendments  to  suggest 
which  will  make  the  rule  still  more 
convenient,  the  Commission  would 

give  such  suggestions  "full  and 
fair  consideration".  But  he  as- 

serted the  Commission  would  not  so 
modify  the  rules  to  continue  the 
power  of  "option  time  to  block  the 
growth  and  development  of  net- 

work broadcasting  in  this  country." 
Mr.  Fly  next  took  up  station  re- 

jection of  network  programs,  point- 
ing out  that  the  requirement  under 
(Continued  on  page  56) 

THEIR  CONTRIBUTIONS  to  broadcasting  won  this  quintet  honorary 
life  membership  in  LACCRA,  the  Los  Angeles  City  College  radio  organ- 

ization. Admiring  each  other's  membership  pias  after  presentation  at 
LACCRA 's  annual  banquet  are  (1  to  r)  :  Robert  Barton  Behr,  Hollywood 
script  writer;  Elliott  Lewis,  actor  featured  on  the  weekly  CBS  Junior 
Miss  Show,  sponsored  by  Procter  &  Gamble  Co.  (Ivory  Snow) ;  Frank 
Graham,  CBS  Hollywood  narrator;  Ona  Munson,  feminine  lead  in  the 
weekly  CBS  Big  Town,  sponsored  by  Lever  Bros.  Co.  (Rinso) ;  and  Ken 
Niles,  announcer  of  the  latter  program. 
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WHN  Advertiser  Report  No 

(A   series   of  comments   written   by   leading   advertising  men.) 

•^Any  WHN  Sales 
Representative  will 

"un-censor"  this 
letter,  from  his  port- 

folio of  advertiser- 
success  letters.  Ask 
to  see  it. 

These  words  were  written  by  the  agency  executive  on  an  account 

which  is  now  in  its  second  year  on  the  air  with  a  WHN-planned 

program  —  two  years  of  continuous  broadcasting  matched  with 

two  years  of  "continued  increase  in  sales."  Doesn't  that  indicate 

why  America's  most  powerful  independent  station  belongs  at  the 

top  of  your  advertising  schedule  for  Summer  and  Fall? 

WHN 

50,000  WATTS  •  1050  CLEAR  CHANNEL 

NEW  YORK 

Chicago  Office:  360  N.  Michigan  Avenue 



UNITED  BUSINESS  JULY  FORECAST  MAP 
This  map,  reproduced  by  courtesy  of  United  Business  Service,  Boston, 

shows  business  conditions  in  all  parts  of  the  U.  S.  and  Canada 
as  indicated  in  its  surveys. 

Advertising  Industry  Told  by  Council 

How  to  Aid  in  Mobilization  of  America 

Paramount  Buys 

WCOS,  Columbia 

WLIB,  Brooklyn,  Change  Also 

Approved  By  FCC 

PARAMOUNT  PICTURES,  New 
York,  and  several  of  its  executives 
and  employes  acquired  the  license 
of  WCOS,  Columbia,  S.  C,  when 
the  FCC  Juiy  1  approved  an  appli- 

cation for  assignment  of  the  sta- 
tion's license  to  Carolina  Broad- 

casting Corp.  Selling  is  Carolina 
Advertising  Corp.,  which  receives 
a  total  consideration  of  $72,000. 

Stock  of  the  new  licensee  is  di- 
vided into  450  shares  of  Class  A 

and  450  of  Class  B.  Paramount 
holds  the  entire  B  issue.  The  A 
stock  is  owned  by  a  score  of  other 
business  men  including  R.  R. 
Wheelby,  Atlanta  theatre  operator 
and  connected  with  Paramount, 
who  is  also  president  of  the  new 
company;  L.  H.  Goldson,  New  York 
Paramount  executive,  vice-presi- 
dsnt;  J.  H.  Harrison,  of  Atlanta; 
and  H.  F.  Kincey,  of  Chicago. 
WCOS  operates  on  1400  kc.  with 

250  watts. 

WLIB  Assignment  Approved 
The  Commission  at  the  same 

time  authorized  the  assignment  of 
WLIB,  Brooklyn,  formerly  WCNW, 
by  Arthur  Faske  to  WLIB  Inc. 
Mr.  Faske,  founder  of  the  station 
and  operator  of  the  station  since 
its  inception  in  1926,  is  also  presi- 

dent of  the  new  company. 

Other  principals  are  Elias  Go- 
dofsky,  general  manager  of  WLIB ; 
Louis  W.  Berne,  sales  promotion 
manager;  William  Weisman,  attor- 

ney, formerly  with  WMCA,  New 
York;  Aaron  L.  Jacoby,  former 
registrar  and  sheriff  of  Kings 
County  and  now  director  of  the 
Brooklyn  Hebrew  Orphan  Asylum; 
and  Irwin  Steingut,  Democratic 
minority  leader  of  the  New  York 
State  Assembly. 

LOWMAN'S  DUTIES 
TO  SEWARD,  BECKER 
JAMES  M.  SEWARD,  assistant 
secretary-treasurer  of  CBS,  and  I. 
S.  Becker,  assistant  director  in 
charge  of  operations,  have  been  ap- 

pointed by  Paul  W.  Kesten,  CBS 
vice-president  and  general  man- 

ager, to  take  over  various  duties 
formerly  handled  by  Lawrence  W, 
Lowman,  CBS  vice-president  in 
charge  of  operations,  who  has  been 
commissioned  a  major  in  the  Army 
to  serve  in  the  Office  of  Strategic 
Service  [Broadcasting,  June  29]. 

Mr.  Seward,  who  will  continue  as 
assistant  secretary  of  the  network, 
will  assume  most  of  Mr.  Lowman's 
former  duties,  and  will  be  director 
of  operations  for  programs  and 
production,  as  well  as  supervisor 
of  engineering,  traffic  and  sound 
effects. 

Mr.  Becker,  in  addition  to  con- 
trolling part  of  the  network's  pro- 

gramming, will  handle  labor  rela- 
tions with  such  organizations  as 

the  AFM  and  AFRA. 
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HOW  advertising  can  mobilize  the 
American  people  for  the  total  war 
is  explained  in  a  24-page  booklet 
titled  "A  plan  for  business  to  use 
one  of  its  principal  tools  to  help 
win  the  war"  which  the  Advertising 
Council  is  now  distributing  to  in- 

dustry associations  and  to  indi- 
vidual companies. 

Pointing  out  that  advertising  can 
get  from  Americans  voluntarily 
the  same  kind  of  cooperation  the 
Axis  gets  from  its  citizens  by 

force,  that  the  need  for  "planned, 
coordinated  advertising"  is  urgent, and  that  we  cannot  afford  to  wait 
for  a  Congressional  appropriation 
for  a  nationvdde  advertising  cam- 

paign, assuming  that  the  conflict- 
ing points  of  view  in  Washington 

might  be  eventually  resolved  in 
favor  of  the  idea,  the  brochure 

urges  industry  to  "set  aside  at  once 
advertising  facilities  to  educate  and 
inspire  all  the  American  people  to 

full  participation  in  the  war." 
Four  Principal  Proposals 

Specifically,  the  Advertising 
Council  War  Information  Plan  pro- 

poses four  main  points:  "1,  that  the Advertising  Council  shall  supply 
facts  to  industry  concerning  basic 
themes  the  Government  wishes  pub- 

licized; 2,  that  each  major  indus- 
try or  a  combination  of  industries 

shall  then  decide  which  theme  they 
prefer  to  promote  and  publicize, 
provided  this  theme  has  not  al- 

ready been  adequately  covered;  3, 
that  each  industry  or  a  combina- 

tion of  industries  shall  then  pro- 
vide advertising  facilities  adequate 

to  promote  this  theme  properly;  4, 
that  the  Advertising  Council,  co- 

operating with  industry  commit- 
tees, shall  plan,  clear,  and  secure 

approval  of  such  advertising  from 

Government." Current  themes,  the  Council 
states,  would  include  a  base  cam- 

paign to  explain  the  meaning  of 
total  war  and  each  one's  part  in 
winning  it,  and  supplementary, 
specific  campaigns  to  raise  funds 

for  the  USO,  Red  Cross,  etc.,  to  ac- 
celerate the  sale  of  war  bonds,  to 

explain  rationing,  conservation, 
prices,  etc.,  to  build  moral  in  war 
industries,  to  speed  proper  organi- 

zation of  civilian  defense,  to  en- 
courage car  pooling,  etc. 

As  an  example,  the  Council  out- 
lines its  base  campaign  on  total 

war,  designed  to  supplement  and 
reenforce  all  other  war  informa- 

tion campaigns.  As  the  base  job,  it 
rates  the  largest  budget,  the  Coun- 

cil states.  "Total  War  might  be  as- 
signed to  the  automobile  industry; 

could  be  effective  with  $12,930,545 

spent  in  12  months." 
All  Major  Nets  Planned 

Plans  calls  for  the  expenditure 

of  $2,900,000  for  208  half-hour  pro- 
grams, one  evening  broadcast  a 

week  on  each  of  the  four  nation- 
wide networks  or  a  combination  of 

daytime  and  nighttime  program, 
with  sponsorship  rotated  among 
participating  advertisers.  Other  ex- 

penditures include  approximately 
$3,000,000  for  magazine;  $4,000,000 
for  newspaper;  $2,000,000  for  out- 

door advertising;  $200,000  for  busi- 
ness and  technical  publications;  and 

$750,000  for  production  costs. 
A  substantially  different  cam- 

paign, that  on  Civilian  Defense,  is 
also  outlined.  "Government  plans 
might  indicate  that  advertising 
should  concentrate  in  a  short  three- 
to-six-months'  period — telling  just 
those  people  in  coastal.  Great  Lakes 
and  Gulf  areas  and  in  other  selected 
cities  what  must  be  done  now  to 
protect  their  homes  and  businesses 

from  possible  enemy  action,"  the Council  explains,  adding  that  such 
a  campaign  would  cost  about 
$2,000,000  and  might  be  assigned 
to  the  household  appliances  indus- 
try. 

Radio  and  Newspapers 

Radio  and  newspapers  are  the 
chosen  media,  using  all  daily  papers 
in  20  coast  states  and  in  the  major 
cities  of  the  Great  Lakes  and  Gulf 

regions,  and  a  tailor-made  network 

ATLANTIC  NETWORK 

TO  TEST  OPERATION 

ATLANTIC  Coast  Network,  re- 
gional chain  of  ten  stations,  formed 

in  May  by  American  Broadcasting 
Co.  [Broadcasting,  May  11],  be- 

gan operations  July  1  on  a  purely 
experimental  basis  to  test  cues, 
programming  and  operational  set- 

up, according  to  Edward  Codel, 
manager  of  the  network.  Experi- mentation will  continue  for  about 
two  weeks,  after  which  full  scale 
operations  will  go  into  effect,  Mr. 
Codel  said. 
The  network,  represented  na- 

tionally by  John  Blair  &  Co.,  con- 
sists of  eight  basic  stations,  includ- 
ing WNEW,  New  York;  WWDC, 

Washington;  WFBR,  Baltimore; 
WPEN,  Philadelphia;  WELI,  New 
Haven;  WNBC,  New  Britain; 
WCOP,  Boston;  WFCI,  Pawtucket- 
Providence,  as  well  as  two  supple- 

mentary stations,  WBOC,  Hagers- 
town,  Md.,  and  WJEJ,  Salisbury, 
Md.  President  of  American  Broad- 

casting Co.,  which  will  operate 
ACN,  is  Harold  A.  Lafount,  who 
with  Arde  Bulova,  owns  controlling 
interest  in  five  of  the  stations, 
WNEW,  WCOP,  WPEN,  WNBC 
and  WELI. 

Blue  Programs  Listed 
For  Teamed  Sponsorship 
NINE  PROGRAMS  particularly 

suitable  for  "teamed  sponsorship" on  the  BLUE  were  listed  last  week 

by  Phillips  Carlin,  BLUE  vice- president  in  charge  of  programs. 
Teamed  sponsorship  allows  four 
non-competitive  advertisers,  whose 
peacetime  production  has  been  dis- 

continued for  the  duration,  to  spon- 

sor one  program,  so  each  adver-" tiser  will  be  the  featured  sponsor 
once  every  fourth  week  as  well  as 
receive  a  reminder-mention  every week. 

Suggested  BLUE  programs  were 
Alias  John  Freedom;  Weekly  War 
Journal;  Believe  It  or  Not;  Green 
Hornet;  Counterspy;  Your  Blind 
Date;  Daughters  of  Uncle  Sam, 
currently  off  the  air  touring  thea- 

tres, and  This  Is  the  Truth,  also 
off  the  air. 

Buttermilk  Series 
CONSOLIDATED  PRODUCTS 

Co.,  Danville,  111.  (Semi-Solid  But- termilk), on  Aug.  3  will  begin 
sponsorship  for  52  weeks  of  the 
Buchaneers,  thrice-weekly  quarter- 
hour  early  morning  variety  show 
on  WLW,  Cincinnati.  Agency  is 
Mace  Adv.  Agency,  Peoria. 

Husing  Heads  'Cheers' TED  HUSING,  CBS  sportseaster, 
who  appeared  as  guest  m.c.  on  Cheers 
From  the  Camps  on  CBS  June  23,  has 
been  assigned  permanent  m.c.  of  the 
show,  institutional  series  sponsored  by 
General  Motors  Corp.,  Detroit,  Tues- 

day, 9:30-10:30  p.m. 

of  26  East  Coast  stations,  11  sta- 
tions bordering  the  Great  Lakes 

and  seven  Pacific  Coast  stations. 
Quarter-hour  programs,  broadcast 
three  times  a  week  for  the  half- 
year,  would  cost  $300,000  for  time 
and  talent,  while  $1,660,000  is  al- 

lotted for  22  1,000-line  advertise- 
ments in  666  newspapers,  plus 

$85,000  for  production  costs  of  the 
newspaper  ads. 
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to  Make  Your 

Tungsten-filament  Tubes 

LAST  LONGER 

Here  are  a  few  suggestions  for  pro- 
longing the  life  of  pure-tungsten-filament 

tubes.  Specific  installation  and  operating 
instructions  are  available  for  every 
General  Electric  tube,  as  well  as  general 
instructions  for  water-cooled  and  air- 

cooled  types.  Send  us  a  list  of  the  G-E 
tubes  you  use.  We  shall  be  glad  to 
furnish  you  with  complete  service  in- 

formation. A  brief  review  of  these 

instruction  sheets  will  enable  you  in 
many  cases  to  get  thousands  of  extra 
hours  from  hard-to-get  tubes.  General 
Electric,  Schenectady,  N.  Y. 

Be  sure  there  is  plenty  of  water 
flowing  on  water-cooled  anodes  and 
plenty  of  air  on  air-cooled  anodes 
to  prevent  hot-spotting  and  gassing. 

Hard  water  (over  10  grains  per 

gallon)  should  not  be  used  for  water- cooling.  Distilled  water  will  reduce 
scale  formation  on  anode. 

jnd  lit  employ 
provd  oi  the  Novy  c, 

e'.lentt  modt  to  itt  Ene  Worki  ft>, 
GENERAL  «  ELECTRIC 161-37-8850 



Maintaining  Broadcast  Operations  in  War 

Ingenuity  in  Utilizing  All  Available 

Material  Required  in  Canada 

By    J.    A.  OUIMET 
Assistant  Chief  Engineer,  Canadian  Broadcasting  Corp. 

Outside  of  winning  the  war  itself,  no  subject  is  closer  to  the 
heart  of.  the  American  broadcaster  than  the  problem  of  plant 
maintenance  under  wartime  rest7-ictions.  Broadcasting  has  pub- 

lished two  noteworthy  contributions  on  the  subject  recently — 
one,  excerpting  some  of  the  Canadian  experiences  as  related  at 
in  Army  work,  in  the  March  9  edition;  the  other  by  Charles  H. 
Singer,  WOR  technical  supervisor,  now  also  with  the  Army,  in 
the  March  30  edition.  We  urged  then  that  every  manager  re- 

quire his  technical  staff  to  study  the  articles  intently,  and  this 
one,  excerpting  some  of  the  Canadian  experiences  as  related  at 
the  Cleveland  IRE  convention  this  week,  should  also  be  read  with 
the  thought  of  profiting  by  experience. 

FOR  THE  CBC  the  problem  of 
maintaining  its  operations  in  war- 

time is  essentially  the  same  as  that 
which  faces  American  broadcast- 

ers.   It    is  con- 
fronted with  the 

same  serious  eco- 
nomic difficulties, 

with  the  same 

dangers  of  sabo- 
tage, and  finally 

with  the  same 
possibilities  of 
enemy  action 
which  may  bring 

Mr.  Ouimet  about  the  destruc- 
tion of  its  facili- 

ties. 
With  10,000  miles  of  transmission 

lines  operating  through  five  time 
zones,  the  CBC  network  extends 
from  Sydney,  N.  S.,  to  Vancouver 
in  B.  C.  and  links  together  a  total 
of  57  stations. 

To  man  these  facilities  a  techni- 
cal staff  of  more  than  150  is  main- 

tained, exclusive  of  the  engineering 
personnel  of  its  headquarters  in 
Montreal. 

The  first  wartime  measures  were 
introduced  right  at  the  start  of  the 
war,  in  the  fall  of  1939,  and  were 
directed  against  possible  sabotage. 
These  included  the  construction  of 
barbed  wire  fences,  the  installation 
of  flood  lights,  the  erection  of  sand 
bag  barricades,  and  finally  the  es- 

tablishment of  armed  guards  at  all 
main  outside  plants. 

Sand  Barricades 

To  protect  vital  parts  against 
destruction  by  explosive  projectiles 
that  may  be  directed  from  outside 
of  the  fenced  enclosure,  sand  bar- 

ricades have  been  erected  around 
the  guy  anchors  and  at  the  base 
insulator  of  all  vertical  radiators. 
The  same  precaution  is  also 

taken  for  the  outside  power  sub- 
stations and  in  front  of  certain  sec- 

tions of  the  transmitter  buildings 
such  as  the  large  glass  brick  sec- 

tion of  the  transmitter  at  Ver- 
cheres. 

It  may  be  interesting  to  note  that 
sand  bags  are  not  used  here  but 
loose  sand  between  wooden  sup- 

ports. This  construction  is  in  sec- 
tions so  that  damage  to  one  part 

of  the  structure  will  not  cause  all 
the  sand  to  pour  out,  rendering  the 
whole  barricade  useless.  It  was 
learned  by  experience  early  in  the 
game  that  sand  bags  are  not  suited 
to  long  exposure  to  Canadian  cli- 

matic conditions,  all  the  sand  bag 
barricades  that  were  originally  in- 

stalled having  collapsed  within  12 
months,  due  to  rotting  of  the  bags. 

Protection  against  sabotage  is, 
of  course,  only  a  small  part  of  the 
measures  we  have  had  to  take.  The 
situation  in  Canada  with  regard  to 
sabotage  of  equipment  and  difficul- 

ties of  procurement  are  just  as 
serious  as  in  the  USA  and  perhaps 
even  more  so,  since  practically  all 
the  major  radio  parts  and  trans- 

mitter tubes  used  in  Canada  have 
to  be  purchased  from  American 
manufacturers. 
As  a  contribution  towards  the 

solution  of  the  general  problem  of 
equipment  shortage  and  as  the 
surest  way  of  insuring  the  con- 

tinuity of  service,  the  engineers  of 
the  CBC  are  now  concentrating 
their  energies  in  an  extensive  con- 

servation program.  The  CBC  is 
taking  every  possible  means  to 
keep  its  operators,  as  well  as  mem- 

bers of  other  departments,  con- 
stantly "conservation  conscious". 

War  Manual 

The  backbone  of  this  conserva- 
tion drive  is  a  sort  of  war  emer- 

gency manual  which  is  distributed 
to  all  who  handle  equipment.  This 
manual  outlines  the  facts  of  the 
problem  and  indicates  practical 
ways  of  meeting  it.  This  has  been 
prepared  in  loose-leaf  form  so  that 
sections  can  be  modified  or  added 
with  ease.  This  is  supplemented  by 
releases  from  Engineering  Hdqrs. 
designed  to  keep  the  interest  of  the 
staff  in  conservation  matters  con- 

stantly alive.  The  material  for  these 
releases  is  generally  taken  from 
news  items  or  from  articles  in 
newspapers  and  magazines  which 
provide  some  striking  examples  of 
shortage  difficulties  or  of  particu- 

larly interesting  ways  of  meeting 
them. 

An  accurate  inventory  has  been 
made  of  all  CBC  facilities,  spare 
parts,  expendables,  and  even  of  so- 

called  "junk  piles"  as  a  preliminary 
step  towards  redistribution  if  nec- 

essary. With  the  number  of  plants 
operated  by  the  CBC  this  is  an 
equivalent,  within  one  organiza- 

tion, of  the  idea  of  "pooling  of 
equipment"  which  is  being  consid- 

ered by  American  broadcasters  and 
under  this  plan  the  spares  of  any 
one  of  the  CBC  stations  can  be 

shipped  at  a  moment's  notice  to  any 
other  CBC  plant  which  may  be  in difficulty. 

To  conserve  high-quality  micro- 
phones, restrictions  have  been  made 

to  limit  the  number  of  microphones 
to  be  used  on  any  one  program. 
This  last  measure  should  actually 
improve  the  quality  of  programs 
since  good  engineering  indicates 
the  use  of  as  few  microphones  as 
possible.  Similarly,  for  turntables 
and  reproducers  all  high-quality 
units  are  used  only  where  the 
higher  performance  can  actually  be 
appreciated  and  they  have  been  re- 

placed with  the  cheaper  types  for 
such  work  as  sound  effects,  audi- 

tions, etc. 
In  addition,  a  survey  has  been 

made  of  all  so-called  obsolete  equip- 
ment, and  antiquated  amplifiers, 

which  have  been  discarded  on  ac- 
count of  high  noise  level,  etc.,  and 

when  needed,  these  units  will  be  re- 
juvenated by  minor  changes  in  tube 

types  and  circuits. 
Cut  in  Power  Output 

But  perhaps  the  most  important 
contribution  that  broadcasting- 
could  make  towards  conservation 
of  tubes  and  equipment  would  be 
to  actually  reduce  the  power  out- 

put of  broadcast  stations.  A  20% 
power  reduction  might  double  the 
life  of  tubes  and  yet  hardly  affect 
the  service  to  the  listener.  The  CBC 

engineers  are  convinced  of  the  ad- 
visability of  this  measure  and  have 

already  taken  active  steps  towards 
its  application  in  recommending  its 
adoption  to  the  Canadian  Radio 
Administration. 

Pending  official  decision  the  nec- 
essary simple  modifications  to  the 

control  and  protective  circuits  have 
been  made  at  all  CBC  stations  to 
switch  over  to  reduced  power  oper- 

ation without  delay  as  soon  as  per- 
mission is  granted.  Tests  that  have 

already  been  made  show  that  many 
tubes  that  had  to  be  taken  out  of 
service  as  unable  to  deliver  full 
power  can  give  many  more  hours 
of  useful  life  in  operation  with  re- 

duced power  output. 
To  counteract  the  inevitable  de- 

gradation of  operating  standards 
as  inexperienced  staffs  gradually  re- 

place fully  qualified  personnel, 
an  extensive  educational  program 
has  been  established  to  give  the 
necessary  theoretical  background  to 
the  newscomers  as  well  as  to  re- 

fresh the  knowledge  of  the  regular 
men  who  have  been  able  to  remain. 

These  advantages  are  available 
to  the  office  staff  in  the  hope  of  de- 

veloping a  trained  reserve. There  are  three  other  methods  by 

LARGE-SIZE  HALO  above  head 
of  M.  W.  Scheldorf,  GE  radio  trans- 

mitter engineer,  in  upper  picture  is 
a  new  type  FM  antenna  he  has 
developed.  It  was  displayed  at  the 
Institute  of  Radio  Engineers  sum- 

mer convention  July  1  in  Cleveland 
and  is  said  to  simplify  radiation 
of  radio  waves  in  all  directions horizontally. 

New  motif  in  antennas  for  auto- 
mobiles of  the  future  is  displayed 

by  Mr.  Scheldorf  in  lower  picture. 
This  can  be  installed  a  short  dis, 
tance  above  the  roof  of  automobile:., 
it  was  said,  and  will  provide  tht 
same  operation  secured  from  buggy- 
whip  antennas  used  today.  The  toy 
locomotive  was  merely  a  prop. 

which  the  effect  of  fire  and  sabo- 
tage losses  can  be  minimized  should 

they  occur  in  spite  of  these  pre- 
cautions. These  are  the  dispersion 

of  facilities,  the  provision  of  stand- 
by or  emergency  facilities,  and 

finally  the  prearrangement  of  fa- 
cilities and  operations  in  such  a 

way  as  to  allow  readily  the  shift- 
ing of  operations  from  one  point 

to  another  if  necessary. 

Emergency  Aerials 

At  transmitters,  to  meet  the  pos- 
sibility of  destruction  of  the  regular 

antennae,  emergency  aerials  will 
be  installed  at  all  transmitters. 
Having  already  lost  one  of  our 
aerials  in  a  gale,  the  525-ft.  radia- 

tor of  CBM  near  Montreal,  the  CBC 
engineers  have  practical  experience 
in  the  subject  of  antenna  losses. 
These  emergency  antennae  are  sim- 

ple, inexpensive,  and  designed  to 
save  material  as  much  as  possible. 

They  have  come  to  the  conclusion 
that  a  simple  structure  of  the  L  or 

T  type  with  80  foot  masts  is  ade- 
quate. On  a  frequency  of  1070  kc. 

calculations  give  a  field  strength 
of  158  mv/kw  at  a  mile  and  this 
is  enough  for  emergency  operation. 
Such  an  antenna  costs  only  $1,000 
complete.  A  similar  structure  with 
masts  of  150  feet  would  cost  twice 

{Continued  on  page  H) 
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There's  no  blackout 

of  Power  in  the 

N  1939,  TVA  power  sales  amount- 
ed to  $5,507,000.00.  In  1940,  these 

sales  increased  to  $15,300,000.00. 

Over  the  same  period.  23.000 
additional  farms  were  electrified. 

Yes.  there's  a  power  "boom"  in 
the  Tennessee  Valley  area — one  of 

the  nation's  richest  industrial  spots. 

I  T.  WARD.  OWNER  •  F.  C.  SOWELL,  MANAGER 
PAUL  H.  RAYMER  CO..  NATIONAL  REPRESENTATIVES 

THE  STATION  OF  THE  GREAT  TENNESSEE  VALLEYl 
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Sydney  Ross  Co,  Active  in  Latin  Field 

Subsidiary    of  Sterling 

Devotes  60%  of  Big 

Budget  to  Radio 
WITH  a  Latin-American  adver- 

tising apropriation  for  1942  of  more 
than  $2,300,000,  of  which  60%  is 
devoted  to  radio,  the  Sydney  Ross 
Co.  is  an  even  bigger  figure  in 
radio  below  the  Rio  Grande  than  its 
parent  organization.  Sterling  Prod- 

ucts Inc.,  is  in  United  States  radio. 
Using  224  stations  in  19  Latin- 

American  countries — and  arrange- 
ments are  now  under  way  for  the 

addition  of  one  or  more  stations  in 
Paraguay,  which  will  give  the  com- 

pany broadcasts  from  every  coun- 
try in  Central  and  South  America — 

the  Ross  schedule  for  the  year  calls 
for  4,199  half -hour  programs,  4,998 
quarter-hour  shows  and  2,292,400 
announcements. 

Placed  Directly 

Radio  schedules  are  placed  di- 
rectly by  the  31  branch  offices  of 

the  company  throughout  Latin 
America,  according  to  A.  E.  Calli- 
ari,  who  directs  this  branch  of  the 
Sterling  advertising  from  head- 

quarters in  Newark,  where  a  staff 
of  40  produces  most  of  the  program 
material  used  in  the  various  cam- 

paigns. Six  Spanish  girls  are  kept 
busy  typing  scripts  and  cutting 
stencils  for  these  programs. 

Sterling  has  used  radio  in  Latin 
America  for  six  or  eight  years,  Mr. 
Calliari  said,  but  the  big  impetus 
came  in  1939  after  the  acquisition 
of  the  Sydney  Ross  Co.  and  since 
that  time  the  company  has  con- 

stantly increased  its  radio  appro- 
priation. Until  recently  spot  an- 

nouncements, varying  from  10 
words  to  one  minute  in  length,  were 
used  exclusively,  he  stated,  but  now 
programs  have  been  added. 

Latin  American  radio  practice  is 
quite  different  from  that  in  the 
United  States,  Mr.  Calliari  ex- 

plained. Here,  spot  announcements 
are  usually  placed  between  pro- 

grams or  distributed  within  a  par- 
ticipating program  of  music,  com- 

edy cr  home  economics  instruction. 
There,  on  most  stations,  announce- 

ments and  phonograph  records 
make  up  most  of  the  program 
schedule,  and  if  the  station  is  pop- 

ular there  may  be  as  many  as  20 
announcements,  read  one  after  an- 

other, between  records. 

Frequent  Checks 
To  make  its  messages  stand  out. 

Sterling  has  been  using  anywhere 
from  20  to  75  spots  per  day  per 
station,  insisting  wherever  possible 
that  its  spots  be  read  in  the  choice 
position  immediately  following  each 
record.  The  company's  local  per- 

sonnel make  frequent  checks  on 
the  stations  to  see  that  these  pre- 

ferred positions  are  not  given  to 
other  advertisers. 

Although  Sterling  alternated  its 
advertising,  devoting  25  announce- 

ments, say,  to  Mejoral  on  Mondays, 
Wednesday  and  Fridays,  and  to 

Phillips  Milk  of  Magnesia  on  Tues- 
days, Thursdays  and  Saturdays, 

the  company  still  found  it  impos- 
sible to  buy  enough  spots  on  most 

stations  for  the  numerous  Sterling 
products,  since  the  broadcasters  re- 

fused to  allow  any  single  company 
to  buy  up  all  of  their  spots. 

So  the  company  has  recently  be- 
gun putting  radio  programs  of  the 

North  American  variety  on  these 
Latin  American  stations,  even 
though  this  step  has  necessitated 
sending  seasoned  production  men 
from  the  United  States  to  all  parts 
of  Latin  America.  Only  in  Argen- 

tine and  Brazil,  Mr.  Calliari  said, 
were  experienced  program  men 
available  locally. 

Broadcasting  in  these  countries 
has  advanced  far  ahead  of  that  in 
the  remainder  of  Latin  America; 
there  is  a  wealth  of  good  radio  ma- 

terial available  and  in  both  Argen- 
tine and  Brazil  there  are  networks 

offering  country-wide  coverage, 
thus  making  it  worth  while  to  put 
on  programs  employing  the  best 
writers  and  artists,  he  explained. 

Mexican  Outlets 

Citing  XEW,  Mexico  City,  as  an 
example,  Mr.  Calliari  said  his  com- 

pany sponsors  35  programs  a  week 
on  this  station,  which  is  powerful 
enough  to  cover  most  of  Mexico. 
The  programs  range  from  daily 
soap  operas  to  dramatizations  of 
famous  bull  fights,  with  the  fight- 

ers appearing  as  guest  stars  on  the 
programs,  and  include  adaptations 
of  most  types  of  programs  popular 
in  the  United  States;  musical  and 
variety  shows  with  the  best  known 
Mexican  composers  and  singers; 
news  broadcasts,  audience  partici- 

pation programs  and  even  a  comedy 
series  of  the  Baby  Snooks  type. 
Ross  Pills  (laxative) ,  Phillips 

Milk  of  Magnesia,  Glostora  (hair 
dressing)  and  quite  a  line  of  other 
products  are  plugged  on  the  Sterl- 

ing programs  but  the  largest  share 
of  the  company's  Latin  American 
advertising   appropriation   is  de- 

See  Their  Men 

REALIZING  that  there  are 
now  many  husbands,  sweet- 

hearts and  brothers  serving 
in  the  armed  forces  through- 

out the  nation,  KWK,  St. 
Louis,  has  decreed  that  all 
girls  on  the  administrative 
staff  may  have  an  additional 
week  of  vacation  at  their  own 
expense  in  cases  where  they 
must  take  long  and  expensive 
trips  to  see  their  men. 

voted  to  Mejoral,  an  aspirin 

product. An  article  in  the  June  issue  of 

Fortune,  titled  "Popguns  on  the 
Southern  Front"  and  dealing  with 
the  Latin  American  competition  be- 

tween Sterling  and  I.  G.  Farben, 
German  chemical  trust,  since  last 
September,  when  Sterling  signed  a 
Government  consent  decree  break- 

ing off  its  relations  with  the  Ger- 
man organization,  says  that  the 

Ross  Company's  chief  job  is  "to crowd  German  aspirin  from  the 
shelves  of  Latin-American  retail 
stores  and  replace  it  with  Ameri- 

can aspirin." They're  Selling  Aspirin 
In  this  effort,  the  Fortune  article 

continues,  and  "as  the  first  com- 
pany to  inject  American  sales  and 

advertising  techniques  into  a  ma- 
jor Latin-American  trade  war, 

Sydney  Ross  is  as  important  to  the 

nation  as  it  is  to  the  company." 
Stating  that  "Farben  advertising 

tends  to  resemble  grand  opera  and 
the  German  sales  technique  lacks 

sales  initiative  and  drive",  whereas 
the  Ross  organization  "overlooks 
no  possible  promotion  devices",  the 
article  reports  that  in  every  local- 

ity where  Ross  sales  agencies  had 
been  established  by  the  first  of  this 

year,  "Sydney  Ross  men  were  able 
to  sell  more  aspirin  during  the  first 
quarter  of  the  year  than  the  Ger- 

mans were  able  to  sell  during  the 

same  period  in  either  1940  or  1941." 

When  Historians  of  The  Future  .  .  . 

From  the  Asheville  (N.  C.)  Citizen,  June  22 

SHOULD  the  two-weeks'  scrap  rubber  campaign  launched  by  President 
Roosevelt  prove  to  be  an  outstanding  success,  a  large  portion  of  the 
credit  therefor  should,  and  doubtless  vnll  go  to  the  more  than  800  radio 
stations  of  the  country  that  are  working  ceaselessly  behind  the  drive  at 
all  hours  of  the  day  and  night. 

Indeed,  this  is  not  only  true  of  the  scrap  rubber  campaign,  but  along 
all  other  lines  of  the  national  war  effort  including  rationing,  community 
defense,  war  stamps  and  bonds,  scrap  iron  drives,  etc. 

These,  in  addition  to  the  almost  hourly  broadcasts  of  war  news  and 
bulletins,  hedged  around  by  the  problems  of  censorship,  have  added 
greatly  to  the  burdens  placed  on  radio  stations  in  keeping  the  public  fully 
and  properly  informed  regarding  the  war  effort  at  home. 

These  services  of  course  add  greatly  to  the  operating  expenses  of  radio 
stations  everywhere,  some  of  which  are  now  doing  duty  24  hours  a  day 
in  areas  where  defense  workers  are  living,  providing  news  and  enter- 

tainment to  the  thousands  of  men  and  women  who  get  up  late  and 
deserve  as  good  a  radio  fare  as  daylight  workers. 
When  the  historians  of  the  future  shall  write  the  record  of  the  great 

agencies  that  assured  final  victory  for  the  United  Nations,  the  contribu- 
tions of  America's  radio  stations  will  rank  high  in  the  annals  of  the 

Second  World  War. 

STILL  IN  RADIO,  though  Army 
clad.  Pvt.  Edgar  Kobak  Jr.,  son 
of  the  executive  vice-president  of 
the  BLUE  (left),  and  Pvt.  Rob- 

ert Maurer,  of  the  Armored  Force 
Replacement  Training  Center  at 
Ft.  Knox,  Ky.,  take  parts  in  their 
own  show.  Private  Lives,  which 
they  write  and  direct  for  WAVE, 
Louisville,  Saturdays.  They  also 
write  and  direct  Roll  of  Honor 
over  WGRC,  Louisville,  and  the 
Mutual  Network,  Sunday  after- 

noons. In  civilian  life  Pvt.  Kobak 
worked  for  NBC-New  York  in  the 
International  Division.  Pvt.  Maurer 
worked  in  the  radio  department  of 
the  Henry  J.  Kauffman  Adv.  Agen- 

cy, Washington,  where  he  also 
originated  two  programs-  heard 
over  WJSV  and  WINX.  Both  men 
work  under  the  supervision  of  Capt. 
Addison  F.  McGee,  of  the  Ft.  Knox 
public  relations  office,  who  former- 

ly served  WKAT,  Miami,  as  an 
announcer  and  sports  commentator. 

False  Program  Listing 

Is  Basis  Of  Damage  Suit 

RAISING  the  question  of  respon- 
sibility of  newspaper  program  list- 

ings, George  H.  Brasier,  cowboy 
candidate  for  U.  S.  Senator  from 
Oklahoma,  has  filed  a  $2,500  dam- 

age suit  against  KOME,  Tulsa, 
and  the  Oklahoma  Network.  The 
suit  contends  the  period  purchased 
by  the  senatorial  candidate  for  a 
broadcast  on  June  11  was  carried 
in  Tulsa  newspaper  program  list- 

ings as  Bats  in  the  Belfry. 
Mr.  Brasier  further  alleges  the 

program  was  to  be  carried  "in  ap- 
propriate words"  and  contends  the 

program  title.  Bats  in  the  Belfry, 
"subjected"  him  to  "great  ridicule 
in  and  about  the  community  of 
Tulsa,  where  he  was  reared  and 
educated,  and  where  he  is  well 

known." 

The  station  contends  that  after 
contracting  for  the  15-minute  pe- 

riod, Brasier  filed  action  against 
the  network  to  compel  acceptance 
of  his  manuscript,  allegedly  blue- 
pencilled  by  network  officials.  This 
created  a  complication,  the  station 
further  states,  that  made  it  impos- 

sible for  the  station  to  meet  the 
newspaper  deadline  which  demands 
all  program  changes  be  made  24 
hours  in  advance. 

FOR  the  third  consecutive  year  John 
Shepard  3rd,  president  of  tihe  Yankee 
Network,  presented  the  Yankee  Silver 
Trophy  to  the  winner  of  the  Yankee 
Handicap  at  Suffolk  Downs  on  July  4. 
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Showmanship  can  be  merely  spectacular, 

or  it  can  be  spectacularly  successful. 

At  KNX  it  is  successful— iot  KNX  show- 

manship builds  audiences  that  pay  divi- 
dends to  Southern  California  advertisers. 

Examples? 

KUDOS  FROM  BILLBOARD... 

Billboard's  award  for  the  outstanding  piece  of 
radio  station  exploitation  in  1941  went  to  KNX, 

for  having  streets  in  a  war  housing  project  named 

for  its  programs  and  stars . . .  KNX,  too,  was  first 

in  Southern  California  to  inaugurate  an  all-night 

schedule  of  balanced  radio  for  night  war-workers. 

CONGRATULATIONS  JUNIOR! 

Recently  the  presentation  of  more  than  1500  model 

planes,  by  their  schoolboy  builders  to  U.  S.  Navy 

officials  for  use  in  pilot  training,  was  broadcast  to 
the  nation  with  elaborate  ceremonies  from  the 

forecourt  of  KNX  . . .  Such  special  events  broad- 

casts, developed  by  KNX,  are  frequently  so  impor- 

tant that  they  go  coast-to-coast  over  CBS. 

KNX's  dealer  service,  moreover,  is  show- 

manship that  goes  all  the  way  to  the  dealer's 
counter.  It,  too,  is  part  of  the  spectacularly 

successful  showmanship  that  year  after  year 

helps  to  make  KNX  the  favorite  sales 

medium  for  Southern  California  advertisers 

—those  who  demand  cash  register  results. 

50,000  WATTS  •  LOS  ANGELES 

|\  COLUMBIA'S  STATION  FOR   ALL  SOUTHERN   CALIFORNIA  •  Owned  and  operated  by  the  Columbia 
Broadcasting  System  •  Represented  nationally  by  Radio  Sales:  New  York,  Chicago,  St.  Louis,  Charlotte,  San  Francisco 



60  Stations  Belong 

To  Canadian  Body 
CAB  Has  All  but  14  Enrolled; 
Survey  Committee  Named 

SIXTY  OF  Canada's  74  privately- 
owned  broadcasting  stations  are 
now  members  of  the  Canadian 
Assn.  of  Broadcasters.  Applications 
from  CFOS,  Owen  Sound,  Ont., 
and  CHPS,  Parry  Sound,  Ont., 
were  approved  at  the  recent  meet- 

ing of  the  directors  of  the  CAB 
at  Toronto. 

A  committee  on  surveys  has  been 
established  by  the  CAB,  advertis- 

ing agencies  and  advertisers. 
Chairman  of  the  committee  is  Wal- 

ter Brown,  of  Canadian  Business 
Research  Foundation,  Montreal. 
The  CAB  is  represented  by  Henry 
Gooderham,  CKCL,  Toronto,  and 
Jack  Cooke,  CKGB,  Timmins,  Ont. 
The  Assn.  of  Canadian  Advertisers 
has  as  representatives  Lou  Phen- 
ner  of  Canadian  Cellucotton  Prod- 

ucts, Montreal,  and  W.  D.  Beach 
of  Lever  Bros.,  Toronto,  The  Ca- 

nadian Assn.  of  Advertising  Agen- 
cies has  Adrian  Head  of  J.  Walter 

Thompson  Co.,  Toronto,  and  Ray 
Barford,  of  J.  J.  Gibbons  Ltd., 
Toronto,  on  the  committee. 

Code  Study 

A  code  committee  was  reestab- 
lished by  the  CAB  at  its  recent  di- 

rectors meeting  to  study  program 
structures  and  broadcast  advertis- 

ing practices  with  a  view  to  rec- 
ommending a  code  of  ethics 

governing  broadcast  advertising 
practices  at  the  next  annual  meet- 

ing. The  committee  has  not  yet 
been  named  but  will  consist  of  five 
CAB  members. 
CAB  member  stations  have  been 

urged  to  refer  all  requests  for  free 
time,  except  those  of  a  purely  local 
nature,  to  the  headquarters  of  the 
CAB  at  Toronto.  Government  de- 

partments and  national  organiza- 
tions requesting  free  time  from 

Canadian  stations  are  being  ad- 
vised to  make  all  their  requests 

through  the  CAB,  except  for  local 
community  activities  and  national 
network  time.  In  regard  to  recruit- 

ing, local  stations  are  left  to  use 
their  own  judgment  as  to  whether 
or  not  they  will  accept  payment 
for  local  military  recruiting  cam- 

paigns, military  authorities  not 
using  radio  "because  they  felt  it 
was  unfair  to  use  such  services 
without  payment  when  they  were 
using  otheir  media  and  paying  for 

the  use." 

STATE  RADIO  CENSUS  TABLES 

Previously  Released  by  U.  S.  Census  Bureau 
With  Dates  of  Publication  in  Broadcasting 

Tomlinson's  Pact 
EDWARD  TOMLINSON,  BLUE 
authority  on  Inter-American  af- 

fairs, in  signing  a  52-week  contract 
with  the  network  for  a  continua- 

tion of  his  broadcasts,  has  added  a 
quarter-hour  period,  Sunday,  6:45 
p.m.  to  his  schedule  of  analyses  of 
hemispheric  and  inter-American 
news.  Currently  heard  on  BLUE 
Saturday,  6:45-7  p.m.,  and  as  one 
of  the  regular  contributors  on 
Weekly  War  Journal,  Sunday, 
7-7:30  p.m.,  Tomlinson  will  be 
heard  in  the  new  niche  starting 
July  19. 

New  Hampshire — March  16 
Vermont — March  16 
Nevada — March  16 
Wyoming — April  13 
Montana — May  11 
Idaho — May  11 
Maine — May  25 
Arizona — June  2 
Delaware — June  1 
North  Dakota — June  8 

Utah — June  8 
New  Mexico — June  15 
Nebraska — June  15 
Oklahoma — June  15 
Mississippi — June  22 
Colorado — June  29 
Tennessee — June  29 
Iowa — June  29 
Rhode  Island — June  29 
South  Dakota — June  29 

NOTE:  Number  of  Occupied  Dwelling  Units  as  reported  by  Census  Bureau 
in  advance  releases.  Percent  radio-equipped  calculated  by  NAB  Research  .Dept. 
from  Series  H-7  Bulletin  following  the  Census  Bureau  practice.  Number  of 
radio  units,  or  radio  homes,  estimated  by  applying  percent  ownership  to  those 
units  not  answering  radio  question  and  adding  such  to  those  reporting  radio. 

NBC  INTER-AMERICAN  COLLEGE 

Permanent  Institution  to  Be  Launched  Soon, 

 ^Supplementing  University  Courses  

By  STERLING  FISHER 
Director,  NBC 

Inter-American  University  of  the  Air 

AFTER  a  long  period  of  prepara- 
tion, the  NBC  Inter-American  Uni- 

versity of  the  Air,  a  permanent  in- 
stitution dedicated  to  the  promo- 

tion of  mutual  understanding  and 
good  will  among  all  the  people  of 
the  Americas,  is  ready  to  emerge 
into  the  spheres  of  broadcasting 
and  public  utilization.  The  scope  of 
its  proposed  activities  is  visible  in 
the  fact  that  it  will  offer  regular 
radio  supplementation  to  college 
courses  in  22  nations  simul- 
taneously. 

Concepts  of  Freedom 
Its  first  series  in  the  United 

States,  Lands  of  the  Free,  will  be 
launched  on  NBC  July  6  in  the 
evening  period  10:30-11  following 
the  inaugural  broadcast  June  28. 
This  special  broadcast  featured 
short  addresses  by  such  noted 
statesmen  and  educators  as  Dr. 
Don  Ezquiel  Padilla,  Mexican  Sec- 

retary of  State;  Dr.  Don  Luis 
Quintanilla,  Mexican  Minister  to 
the  United  States;  A.  A.  Berle,  as- 

sistant Secretary  of  State,  and  J.  T. 
Thorsen,  Minister  of  War  Services 
for  the  Dominion  of  Canada.  Dr. 
James  Rowland  Angell,  NBC  pub- 

lic service  counselor  and  president 
emeritus  of  Yale  U,  gave  an  ac- 

count of  the  origin  of  the  Uni- 
versity of  the  Air  and  its  objec- 

tives. 
The  historical  series.  Lands  of 

the  Free,  will  seek  not  merely  to 
trace  the  history  of  the  Western 
Hemisphere  through  a  succession 
of  dates,  wars  and  heroes,  but  will 
put  focus  for  the  first  time  upon  the 
development  throughout  the  Ameri- 

cas of  the  concepts  and  operations 
of  freedom  in  its  widely  varying 
manifestations,  from  the  town 
meeting  of  New  England  and  the 
United  States  Bill  of  Rights,  to 
the  first  representative  election  in 
the  New  World— the  Cabildo  in 
Asuncion,  Paraguay,  in  1539. 

Within  a  few  weeks  after  this 
historical  series  has  been  tested 
out,  it  is  expected  that  the  musical 

series  New  World  Music  will  be 
ready  to  take  its  place  on  the  air 
throughout  the  nations  of  this 
Hemisphere  that  may  desire  to 
make  use  of  it. 

Local  Groups 

The  rapidly  expanding  plans  of 
the  Inter-American  University  of 
the  Air  do  not  confine  themselves, 
however,  to  the  airwaves  alone. 
The  institution,  under  the  distin- 

guished guidance  of  more  than  two 
score  leaders  of  inter-American 
culture  and  education,  is  seeking 
every  proper  parallel  means 
through  which  it  may  make  the 
most  rapid  and  powerful  possible 
contributions  to  understanding 
among  the  peoples  in  the  Ameri- 
cas. 

To  achieve  this  purpose,  it  is 
working  out  methods  of  utilizing 
these  radio  "courses"  not  only  as 
the  basis  for  assigned  listening  by 
college  students  of  history,  music, 
geography,  science,  and  the  like, 
but  also  of  giving  them  maximum 
utility  for  many  other  groups 
throughout  the  nations  that  are 
concerned  with  inter-American 
affairs. 

The  latter  are  well  represented 
by  the  nationwide  Commission  to 
Study  the  Organization  of  Peace, 
which  has  announced  the  adoption 
of  the  series  Lands  of  the  Free  as 
the  official  study  project  for  its 
thousands  of  local  organized 
groups  throughout  the  United 
States,  which  are  making  a  survey 
of  the  problems  of  post-war  or- 

ganization. Each  broadcast  of  this  first  series 
as  well  as  subsequent  ones  will  not 

only  be  presented  on  NBC's  domes- tic network  of  134  stations,  but 
also  will  be  translated  into  Spanish 
and  Portuguese  for  transcription 
purposes  in  the  Latin  American  re- 

publics by  the  124  stations  affiliated 
with  the  NBC  Pan  American  net- 

work. The  programs  also  will  be 
offered  to  the  CBC. 

Another  parallel  project  of  great 
scope  and  general  public  interest  is 
the  Institute  of  Inter-American  Re- 

lations, now  in  process  of  being 

organized  by  the  Inter-American 

University  of  the  Air  in  Coopera- 
tion with  Columbia  U.  Tentative 

features  of  this  Institute  which  will 

be  open  to  a  limited  number  of  stu- 
dents of  inter-American  affairs  on 

the  payment  of  a  nominal  fee,  will be: 

(1)  Demonstrations  of  the 
broadcasting  and  college  class  utili- 

zation of  the  series  Lands  of  the 

Free,  and  New-World  Music. 
(2)  Lectures  by  eminent  author- ities of  this  and  other  American 

nations  covering  such  fields  as: 
history,  geography,  art,  the  theatre, 
languages,  literature,  radio  broad- 

casting, and  public  health. 
(3)  Pan-American  art  exhibits 

and  colored  motion  pictures  of 
inter-American  educational  sub- 

jects. 
(4)  Inter- American  commercial 

and  educational  exhibits. 

(5)  Demonstration  broadcasting 
of  the  programs  on  the  NBC  short- wave international  stations. 

(6)  Demonstrations  of  television 
broadcasting  in  the  NBC  studios. 

(7)  A  special  week-long  musical entertainment  feature  in  Radio  City 
Music  Hall,  New  York,  based  upon 
one  of  the  broadcasts  of  the  Inter- 
American  University  series  New 
World  Music. 

(8)  Concurrent,  one-day,  similar institutes  to  be  held  at  some  other 
universities  in  the  United  States, 
and  possibly  also  at  a  few  selected 
universities  in  Latin-American  na- 

tions, with  all  the  institutes  shar- 
ing their  leading  features,  for  that 

day,  with  each  other  and  with  the 
general  public  through  radio. 

(9)  Concurrent  meetings  in  New 

York,  under  the  Institute's  aus- 
pices, of  other  groups  and  organiza- 
tions interested  in  inter-American 

affairs. 

Publications  Used 

A  wide  variety  of  publications 
are  being  specially  prepared  and 
made  available  in  connection  with 
the  broadcasts  of  the  Inter-Ameri- 

can University  of  the  Air,  in  order 
to  increase  their  usefulness  both  to 
students  and  the  general  audience. 
The  remarkably  comprehensive 
social-historical  geography,  Latin 
America,  by  Preston  E.  James,  has 
been  adopted  as  an  official  refer- 

ence book  for  the  senes  Lands  of 
the  Free.  It  contains  a  special 

prefatory  note  by  Dr.  Angell  re- 
garding its  utilization  in  connec- tion with  the  broadcasts.  Published 

by  the  Lothrop  Lee  &  Shepard  Co., 
it  contains  nearly  1,000  pages  in- 

cluding copious  illustrations.  The 
C.  S.  Hammond  Co.  World  Atlas 
has  also  been  officially  adopted  for 
map  reference  purposes. 

To  provide  detailed  advance  in- 
formation about  programs  and  sug- 

gestions for  their  use  in  gi'oup  and 
class  listening,  the  Odyssey  Press 

is  issuing  a  "Listener's  Aid  for 
Lands  of  the  Free",  which  the  com- 

pany is  making  available  at  25c  a 
copy  to  cover  costs.  Listeners  will 
undoubtedly  get  the  greatest  en- 

joyment and  benefit  from  the  broad- 
casts by  supplementing  them  with 

references  to  these  special  publica- tions. 
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XXI.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  OREGON 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

All  Units Urban  Units Rural-Nonfarm  Units Rural-Farm  Units 
county % Radio % 

/o 

/o 
Units Radio Units Units Radio Units Units Radio Units Units Radio Units 
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Cities  of  25,000  Or  More  Population 

% 
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City 

Units Radio 
Units 

Portland  102,063 
93.9 

95,849 
Salem  

8,901 
93.5 8,321 

Keep  (sales) 

Growing 

With 

KGW 

"The  Key  to  the  Great  West" 

The  anticipatory  buying  boom  has  levelled  off — 

you've  got  to  go  out  looking  for  sales  now — and 
here's  the  place  to  find  them! 
Portland  ranks  second  among  U.  S.  cities  of  400,000 
or  over  in  percentage  of  payroll  increases.  Paced  by 
the  shipbuilding  industry,  the  entire  Portland  area  is 
more  prosperous  than  ever  before. 

People  here  have  money  to  spend — lots  of  it.  Tell 

'em  about  the  things  you  have  to  sell  over  KGW! 

KGW 

Portland,  Oregon 

5,000  watts      •     620  kilocycles 

NBC  Red  Network 

Represented  Nationally  by 

EDWARD  PETRY  &  CO.,  INC. 

ON  THE  BEAM! 

KEX 

**The  Voice  of  the  Oregon  Country" 

KEX  is  the  only  outlet  in  this  busy, 

thriving,  prosperous  area  carrying  a 
full  schedule  of  BLUE  NETWORK 

programs.  KEX  is  "going  places" with  the  BLUE  and  that  means  that 

a  lot  of  choice  spots  are  available 

on  KEX  between  established  audi- 

ence programs.  Get  in  touch  with 

the  nearest  Raymer  office,  or  wire 
for  availabilities. 

KEX 

Portland,  Oregon 

5,000  watts     •     1190  kilocycles 

Represented  Nationally  by 

THE  PAUL  H.  RAYMER  CO. 
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XXII.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  NORTH  CAROLINA 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural- farm:  1940 

All  Units Urban  Units Rural-Nonfarm  Units 

County % Radio % Radio % Radio Units Radio Units Units Radio Units Units Radio 
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58 4 

1  ̂491 
Henderson 6^363 67 Q 

4 ',  268 

1*466 

77 

g 
1 , 138 2^271 

71 

4 1  622 
Hertford  4,024 48 Q 1.942 

1,595 
63 5 

1,013 
Hoke 2  900 45 2 1 ,306 

717 

63 
452 Hyde l!720 39 7 683 669 43 1 

289 

Iredell 11*438 68 4 7 , 817 

4'  517 

79 9 
s^eio 2 ,266 

70 .9 

1  606 Jackson 
4' 008 

AO Q y 

1 '  721 

1^217 
55 

Q 
670 Johnston  13,813 ^0 

0^ 
7,235 924 69 2 640 

3,582 
58 

g 

2,098 
2,185 

A 

■1 

924 
585 

A7 

"*  i 

3 

276 

T  pp 4  148 68 0 2  836 1  217 00 9 1  021 971 

DO 
617 

Lenoir  * 

8*860 
fti Dl 0 

5  '411 
3'  698 

( u c 0 2  611 936 \>£t Q 
581 Lincoln 

5 '  190 
D  1 q 0 3^494 1  119 i  0 Q 882 1  402 no n .  V 1  010 

M  cl^  owell 5  015 59 9 2  996 713 89 2 636 2  978 60 g 
1  804 M  &C0Q 

3*489 
43 1  498 1  148 

01 

*  Q 

'  585 

T^adison 4  846 
^0 Q .  0 2  120 

'880 

DO 

'  9 

562 
I^artin 5 !  144 

to Q 0 2 1259 940 
0^ q .  0 492 1  065 

OD 

4 601 
I^ecklenburg . ,  • . 36*320 no. 5 27  785 24  9gg t  y q 19  794 6  764 QQ A 

.  V 

5  548 
Mitchell 3.392 00 _ 5 1 .984 

1,116 
D  i 

0 
754 Alont£omery .... 

3*593 
00 .  1 

2  *002 
1  933 RA 4 

1  245 M  oore 
6*719 

OD Q .  0 3  !816 876 i  \J n U 614 

3*042 

Di 

*  q 

1  863 11  780 04 
.  4 6  394 3  287 no u 2  367 

2  *  136 

DU 

e 

.  0 

1  OQ9 
New  Hanover. 12  054 

DO 
Q 8  230 8  577 

DCS 
c .  D 

5*874 
2  *886 

est 

dO 

Q 

.  y 
1  989 Northampton. . 5 , 622 00 q 

.  0 
2  045 1  808 

Dl 
925 Onslow 3^777 41 -  7 1  579 

1*060 

01 

1 

541 Orange 5!  239 Do q .  0 3  474 975 QQ Q 
905 

1  *876 

i  I .  1 
1  345 Pan^lico 2  170 QQ oy .  4 856 ■  • * 

1*306 

oD 

Q 

.  0 

474 Pasquotank 4  867 DO 
.  8 

3  107 2  901 72 0 
2  104 

*  777 

KQ 

Oo 

Q 

.  0 

457 Pender 
3*754 

QQ .  6 1  487 1  438 QQ 

00 

.  4 

552 
2  269 

45 
.  4 

1 '  030 

■  • • 

'  770 

50 

.  6 

390 
5  113 

52 

,  7 2  697 1  078 74 

.3 
801 726 

70 .  9 
010 

Pitt 12  733 
54 

.  8 6  977 3  825 70 8 
2  710 

2  056 

59 

.  7 

1 ,  £ta  1 Polk 2  679 57 .  9 1  548 •  • • 1  231 72 

.6 

893 10  318 
68 

.  4 7  042 1 ,  ( o2 1 1  449 3  843 76 7 
2 , 948 8  094 59 

.  7 1 , 00^ ^ ,  ̂ OD 72 1 1  626 0  ,  flOo 66 2 

2 .304 
15  741 44 

.  7 
7  062 1  430 

72 

5 

1 '  037 

4  833 54 

.  5 

^  ,  DoD 
I^ockingham .... 12  923 70 

.  3 
y ,  0 1  ̂ 

,  OOo 
77 1 1  972 0 ,  i  Do 75 3 

4 ,341 16  336 79 
.8 

10 , uo^ 0 ,  (DO 
85 

7 4  941 6  890 

83 

0 
5,715 9  981 65 

.0 
6  476 

^ ,  Vol 
76 6 1  ̂ QJ. 

X ,  oy* 

^  A1  Q 0  ,413 74 0 
2 , 530 

9  766 44 g •±,01/ Q1  Q 
y±y 

66 4 610 

49 

4 
665 Scotland  4^917 45 9 2,223 1,462 60 7 

887 1,012 

63 

*1 

639 Stanly  7.575 74 

.2 
5,611 1,030 

91 

4 942 3,966 

79 .9 
3,169 

Stokes  4,838 55 
.7 

2.694 
680 

72 4 
492 9.190 62 6 

5,*  744 
2!  088 85 7 

l!789 2,471 

67 

0 
1,655 2.505 38 5 967 

807 
56 

2 454 
Transylvania.  . .  . 2,663 62 9 1,673 

'7i2 

82 3 586 
621 

64 

.2 

399 
TyrreU  1,210 48 6 588 432 49 3 

213 8,508 61 0 5,200 li654 
68 

3 iliso 1,297 74 2 963 
6,394 53 5 3,422 

1,834 
70 

8 
1,298 1,828 65 7 

1.200 ■Wake  24,330 
70 

0 17,024 10,557 86 1 
9,091 

6,569 69 2 
4,546 4,532 32 7 1,488 1,523 51 1 778 

2,604 47 2 1,228 1,419 
51 0 724 

3.846 53 3 2,055 1,021 73 3 749 
12,019 57 7 6,937 4^864 67 i 

3*266 

1,447 

63 

5 
918 Wilkes  9,049 46 9 4.249 998 77 4 773 

1,775 
63 7 

1,131 11,061 58 2 6,449 4,802 
67 4 

3,234 1,283 

59 

0 
756 Yadkin  4,542 59 2 2,693 1,230 

69 0 848 
3.585 

42 
3 1,515 542 52 7 285 

State  Total.  .  . 789,659 61 8 487,353 239,917 77 7 186,386 217,703 67 6 147.035 

Rural-Farm  Units 

Units % Radio 
Radio Units 

3,539 
2,068 
1,667 
3,600 4,278 

1,870 4,031 

3,658 
4,020 1,905 
5,845 

2,456 2.751 
3,035 

759 
874 

3,289 3,467 
3,465 
2,383 
1,515 
1,169 5,622 
6,718 
2,556 

3,926 977 
60 

4,063 
2,060 6.407 

1.915 
4,664 3,808 
4,550 
2,773 
1,632 

816 

4,120 
3,103 
5,459 5,319 5,537 
3,124 
2.626 

2,429 2,183 
1,051 4.655 

2,791 9,307 
1,600 1,960 
4,226 

2,669 1,324 

2,341 3,966 

3,139 4,590 

2,276 1,660 
2,801 
6,357 

591 
3,814 
2,717 

2,388 864 1.189 
2,316 
1,499 
3,309 6.852 

1,448 4,711 
2.355 9,478 
4,597 
3.681 
4,481 7,501 2,443 
2,579 
4,158 4,631 
1,698 
1,330 778 
5,557 2,732 
7,204 3,009 1,185 
2,825 
5,708 6.276 
4,976 
3,312 
3,043 

58.4 51.2 42.3 

36.7 45.7 

43.8 
41.2 
38.1 37.9 

33.6 61.1 

52.4 58.0 

54.4 52.8 
50.5 43.2 61,5 
48.5 

38.4 37.9 
35.5 

52.4 
43.2 

42.3 
36.0 
44.6 
58.6 
66.8 

55.4 40.3 

47.6 36.6 65.6 
38.4 54.5 

38.9 
39.9 35.0 

57.0 64.7 

26.6 
47.9 45.4 

57.4 
38.3 39.1 

37.5 55.9 
37.7 48.3 
40.5 

61.1 52.5 
60.0 

42.0 
39.0 
39.3 

37.1 53.2 

54.0 
45.6 
47.8 43.0 
62.1 

29.4 
38.2 
51.3 44.2 
45.9 
40.4 42.7 
41.7 44.4 
45.3 

56.1 38.3 
35.8 60.0 

64.6 52.5 
41.4 28.5 
58.2 

53.0 49.7 30.2 
51.7 48.2 
55.9 
33.8 
47.0 

23.6 42.5 46.2 48.2 
37.4 

49.4 55.7 

40.0 

2,066 
1,060 

705 

1,322 1,955 819 

1,662 1,393 
1,523 

639 

3.573 

1,286 1,596 
1,651 

401 

441 

1,422 
2.133 

1,680 916 575 
415 

2,944 2,902 
1,080 

1,412 
436 

35 
2,714 1,141 

2,584 

911 

1,706 

2,496 1,748 
1,510 

635 

325 1.441 

1,768 
3,530 
1.415 
2,651 
1,419 
1,508 929 

854 

394 
2,601 
1,051 

4,497 648 
1.198 2,219 
1,602 556 

913 
1,558 1.166 
2.443 

1,230 
757 

1,339 
2,735 367 

1,120 1.038 1,224 
382 
646 
935 

640 
1,381 

3,040 
655 

2,645 

902 

3,389 
2,759 2.376 2.352 
3,102 

697 

1,500 2,202 

2,300 
513 
688 
375 

3,107 
924 

3,387 
710 
504 1,306 

2,753 
2,345 
2,459 1,845 
1,230 

332.039       46.4  153,932 

Cities  of  25,000  Or  More  Population 
City 

Units 
% Radio Radio Uiuts 

13,290 81 8 10,869 
Charlotte .... 24,966 79 8 

19,794 
Durham  15,277 

80 

4 12.284 
Greensboro. .  . 14,598 87 1 

12,720 
High  Point. .  . 

9,626 
78 0 

7,505 Raleigh  10,557 

86 

1 

9,091 Rocky  Mount 

6,230 

76 3 

4,752 Wilmington .  . 
8,577 

68 5 

5,874 

Winston- 
20,177 

76 

1 15,347 
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Sixteen  years  ago  the  Carolinas  were  not  as 
prosperous,  or  populous,  as  they  are  today. 
Neither  was  WBIG.  But  in  those  days  WBIG 
did  a  faithful  job  in  its  primary  orea  .  .  . 
The  Magic  Circle.  It  never  stopped  doing  that 
job.  Today,  when  the  Carolinas  are  alive 
with  industry,  WBIG  advertisers  reap  the 

reward.  Today  WBIG  is  the  "Prestige  Sta- 

tion of  the  Carolinas". 

There's  no  magic  about  your  sales  success  when  you  tell  your  story  to  1,000,000 

people  in  the  WBIG  Magic  Circle.  It's  just  a  case  of  using  the  prestige  station 

in  one  of  the  country's  busiest  markets.  WBIG  has  been  "tops"  in  the  Magic 

Circle  for  sixteen  years.  So  success  over  WBIG  isn't  magic.  It's  sales  logic. 

And  that's  a  logical  tip  for  you. 
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XXIII.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  LOUISIANA 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

All  Units Urban  Units Rural-Nonfarm  Units Rural-Farm  Units 
Parishes % Radio % Radio % Rcidio % Radio Units Radio Units Units Radio Units Units Radio Units Units Radio 

Units 

10,971 39 2 4 300 3,816 
54 2 

2,068 
2 132 43 3 

923 

5,023 

26 

1 
1,309 

Allen  4,464 43 3 1 933 1,091 54 1 590 1 892 48 7 922 
1,481 

28 

4 421 
5,182 39 7 2 060 997 61 1 610 1 784 39 5 705 

2,401 
31 0 745 

Assumption  4,263 32 7 1 391 
2,052 

35 

3 723 
2,211 

30 2 668 
9,500 

36 
9 3 511 951 63 4 

'603 

2 813 42 2 
1,186 5,736 

30 

0 
1,722 

Beauregard  3,772 
41 

2 1 551 
1,050 55 0 578 882 32 2 284 

1,840 

37 

4 689 
5,671 

37 
8 2 142 1 

814 
57 2^ 

1,035 
3,857 

n i 
1,107 Bossier  8.100 42 6 3 422 

1 ',  569 77 
i l!2i6 1,980 

60 

1 
1,191 4,551 

22 4 
1,021 Caddo  40,350 65 6 

26 484 
26,909 76 8 20,534 6 501 68 2 

4,431 6,940 

21 

9 
1,519 14 , 522 

63 
2 9 179 7  382 

72 
3 5  338 

5,191 
55 9 1  949 48 2 

Caldwell  2 , 902 46 5 1 348 1,346 

56 

9 766 
1,556 

37 4 582 
1 , 698 47 8 813 772 

58 

8 
454 

926 

38 

8 

359 
3, 522 28 1 1 019 1 074 42 1 452 

2,448 

23 

2 567 
Claiborne.  ...... 7,036 38 4 2 698 988 59 3 

'586 

1,480 
68 0 1,006 4,568 

24 

2 
1,106 4,131 

28 
1 1 161 925 41 6 

385 
896 38 3 343 

2,310 

18 

8 
433 

DeSoto  7,897 30 3 2 378 
1,197 

64 
6 774 

1,460 
46 8 

683 

5,240 

17 

6 921 Cities  of  25,000  Or  More  Population 
East  Baton 

23.016 71 0 16 314 
9,130 

78 0 
7,124 11,472 

70 

7 

8,114 
2,414 

44 6 
1,076 

%  Radio 
East  Carroll  5,206 30 5 1 582 1.192 40 1 477 398 33 2 132 

3,616 

26 

9 973 

City 

East  Feliciana.  .  . 3  263 27 3 889 284 67 0 190 633 

51 

4 

15 

9 010 Units Radio  Units 
7^678 23 9 1 827 1,060 51 0 541 1 

752 
36 8 645 

4,866 

13 

2 641 
Franklin  7,981 

34 
9 2 792 874 60 2 526 697 53 Q 369 

6,410 
9Q g 

1,897 
Alexandria.  .  . Grant  3,915 39 4 1 549 

2,323 
46 0 

1,070 1,592 
30 1 479 

7,276 

65.6  4,773 
8,904 

50 
7 4,519 4^442 63 9 2!  839 1,765 49 8 

878 2,697 

29 

7 

802 

Baton  Rouge. 

9,130 

78 . 0      7 , 124 Iberville  7  001 
35 

9 
2V512 

1  367 
57 

0 780 3 062 37 9 1  162 2  572 22 2 570 
4  [355 51 3 

2, 

231 

'734 

76 3 560 1 805 60 9 

1,'099 

l!816 

31 

5 572 Monroe  69.4  5,497 

7,897 
12 , 726 

74 
9 

9, 

531 
4,022 71 g 2,880 8,396 

76 

g 

6,428 
308 

72 223 
New  Orleans. 77.2  102,649 Jefferson  Davis.  . 6,046 44 9 2 711 1,959 

62 

8 
1,231 1,935 

43 1 834 
2,152 

30 

0 646 133,040 
Lafayette  10,321 43 7 4,528 4,942 64 8 

3,204 
1.366 44 5 

608 4,013 

17 

8 716 

26,909 
76.3  20,534 Lafourche  8  638 40 3 3 474 1  398 68 1 952 3 992 41 1 

1  641 
3  248 

27 

1 881 Shreveport.  .  . LaSalle  2 ',737 48 3 1,322 1 901 51 4 

'977 

'836 

41 

3 345 
Lincoln  6,005 

46 
9 

2, 

824 
1,924 64 9 

1,249 
647 56 367 

3,434 
35 2 

1,208 
Livingston  4,258 

41 
6 1,771 1 610 46 2 743 

2,648 

38 

8 

1,028 
Madison  5,012 31 2 1 561 l!759 48 7 

'857 

366 

29 

8 109 
2,887 

20 

6 595 
Morehouse  7  244 34 7 2,511 

1  932 62 3 1  205 1 147 49 2 565 4  165 17 8 741 
Natchitoches.  .  .  . 9!  851 32 5 

3, 

197 
1^918 

57 2 
l!096 

1 
959 

40 9 800 
5^974 

21 

8 
1,301 Orleans  133,040 77 2 102 649 133 , 040 77 2 102,649 Ouachita  15,836 63 5 10,035 10,323 

71 

5 
7,378 

2 527 66 
1,676 

2,986 
33 

^ 

'987 

Plaquemines  2,918 49 8 1 454 1 
979 

50 5 999 
939 

48 5 455 
Pointe  Coupee. .  . 5,767 31 5 1 815 1 

460 

52 

5 767 
4,307 

24 

3 
1,048 17  651 

52 
8 9 309 8  354 67 6 5  598 4 

593 
47 8 2  194 4  704 

32 

2 1  517 
Red  River  3,896 30 3 1,180 

862 
58 6 505 

3,034 
22 

2 675 
Richland  7,112 35 g 2,549 1 895 60 

1,146 5,217 
26 g 

1,403 5,605 36 1 2 020 2 713 

44 

2 
1,199 2,892 

28 

4 821 
St.  Bernard  1,779 61 4 1 093 1 589 

60 

4 
961 

190 69 5 132 
St.  Charles  2  895 49 8 1,441 2 

371 
53 

1 1  259 
524 

34 

7 182 
St.  Helena  2,215 30 3 672 316 45 3 143 

1,899 
27 

9 529 
St.  James  3,799 33 1,270 2 449 OD 885 

1,350 
9R 385 

St.  John  the 
Baptist  3,393 42 7 1,449 2 625 46 2 

1,213 

768 

30 

7 

236 
St.  Landry ...  . 15  576 

32 
2 5,021 3  641 62 7 2  282 3 

234 
38 

4 1    OA  1 8  701 17 2 
1  498 St.  Martin  5!  672 32 0 1,812 

'845 

47 1 

'398 

1 642 

44 

7 
734 3!  185 

21 

3 

'680 

St.  Mary  7,633 46 g 3,569 2,837 
63 5 

1,802 
2 

640 
44 2 

1,167 2,156 

27 

g 

600 
St.  Tammany .  .  . 5,974 52 8 3 158 1,852 

69 

7 1,292 2 
758 

46 

1 
1,271 1,364 

43 

6 

595 
Tangipahoa  11,363 44 8 5,089 2,788 

59 4 1,655 2 696 

54 

7 
1,474 5,879 

33 

3 
1,960 Tensas  4 ,489 23 4 1 050 1 160 42 9 

498 
3  329 

16 

6 552 
Terrebonne  8 ,'  152 44 1 3 590 2.250 69 4 i^sei 3 

344 
38 

8 
1,297 2!  558 

28 

6 732 
Union  5 . 004 

45 
5 2.298 1 

338 
63 7 852 

3 ,666 

39 

4 
1 , 446 Vermillion  8.959 39 0 3,495 2A22 57 2 1,385 2 402 

39 

0 
937 4,135 

28 

4 

1,173 
Vernon  4,765 42 3 2 019 817 60 3 

492 
1 625 

41 

0 
666 2,323 

37 

0 

861 
Washington  8.583 

52 
7 4,526 4,030 68 1 2,743 1 033 57 0 589 

3,520 

33 

9 
1,194 8,430 51 

0 4,295 2,636 67 5 
1,780 

2 074 66 3 
1,374 3,720 

30 

7 
1,141 West  Baton 

Rouge  3,007 35 2 1,061 1 
242 

54 

8 682 
1,765 

21 

5 379 
West  Carroll  4,515 46 6 2 103 1 

031 
51 

5 531 
3,484 

45 1 
1,572 West  Feliciana. .  . 2,182 21 

8 473 681 36 8 
250 1,501 

14 9 223 
Winn  4,180 

40 
9 1 731 1^280 61 5 787 1 041 

29 

9 312 
1,859 

34 

0 632 
State  Total .  .  . 592 , 528 53 3  315,261 262,927 

72 
6 190,789 136,615 52 5 

71,689 
192,986 

27 

3 52 , 783 

The  Greatest  Selling 

Power  in  the  South's 

Greatest  City 

870  KC  •  CBS  •  50,000  Watts  •  Clear  Channel 

Represented  Nationally  by  the  Katz  Agency,  Inc. 
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Native,  pure  bred  bulls  im- 

prove beef  strains  in  the  fast- 

grovi^ing  livestock  industry 
which  is  adding  to  spendable 

wealth  in  the  KWKH  area. 

BULLY  BEEF 

"Bully  Beef"  will  help  win  the  war  .  .  .  and  additional  spendable  wealth  created 

by  the  fast-growing  livestock  industry  in  North  Louisiana,  East  Texas  and  South  Ar- 

kansas will  help  win  your  battle  for  sales.  Livestock  money  goes  into  all  pockets — 

from  farmer  to  financier.  It  circulates,  buys  the  products  you  have  to  sell.  KWKH 

is  a  potent  sales  medium  in  this  area  .  .  .  the  home  of  thousands  of  able-to-buy, 

eager-to-buy  radio  families.* 

Buy  KWKH  for  dominant  coverage  of  one  of  the  south's  richest  livestock  markets 
...  a  market  selected  by  federal  agencies  for  more  than  300  million  dollars  of 

war  construction. 

*  CBS  sets  net  daytime  cir- 

culation at  315,000  radio 

homes;  net  nighttime  at 

425,000.  Ask  Branham  Com- 

pany for  details. SHREVEPORT  TIMES 

STATION  vSJa
^^ 

aHREVEPORT,  LOUISIANA 

MEMBER    SOUTH    CENTRAL    QUALITY  NETWORK 

The  SELLING  POWER  in  the  BUYING  MARKET 

B 
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XXIV.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  MARYLAND 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm :  1940 

County 

All  Units Urban  Units Rural-Nonfarm  Units Rural-Farm  Units 

Units 
% 

Radio 
Radio 
Units Units 

% 
Radio 

Radio Units Units 
% 

Radio 

Radio 
Units Units % Radio 

Radio Units 

Allegany  21,842 88 9 19 427 13 245 92 6 12,265 7,237 86 5 
6,261 1,360 

66 3 901 
Anne  Arundel .  .  . 15,115 

82 
9 12 527 2 564 88 1 2  259 9  843 86 2 8  483 

2  708 65 9 
1,785 Baltimore  371533 94 

2 35 341 7 582 97 4 
7^383 24 [662 95 3 23U91 

5;289 

84 

5 

4 ',467 

Baltimore  City. .  . 227,582 93 9 213 790 227 582 
93 

9 213,790 
2,382 53 9 1 286 905 

68 

1 eie 1,477 45 4 

670 Carloine  4,862 
72 

1 3 507 2,807 
77 

7 
2,182 2,055 

64 5 
1 ,325 CarroU  9,493 85 2 8 090 1 440 94 8 l]365 4  553 

86 

5 
3,940 3  500 79 6 

2  785 Cecil  6 ',333 81 1 5 136 
953 

90 0 857 
3,443 

81 9 
2,820 1,937 

75 3 
l!459 Charles  3,779 50 

4 1 907 
1,773 

61 

2 
1,085 

2,006 
41 0 822 

Dorchester  7,239 69 5 5 040 2 812 77 6 2,i67 
2,600 

65 1 
1,694 1,827 

64 

5 
1,179 

Frederick  14,306 
82 

5 11 793 5 243 
90 

5 4,744 4,971 
78 

9 
3,923 4,092 

76 4 
3,126 Garrett  4,953 

65 
9 3 267 

2,636 
73 

1 
1,928 

2,317 
57 

8 1,339 Harford  8,274 82 4 6 823 1 
320 

90 i 1490 
3,531 

84 1 
2,970 3,423 

77 8 
2,663 3,965 

80 
1 3 176 

2,432 
83 5 

2,031 
1  533 

74 

7 
1,145 Kent  3^702 70 6 2 613 849 

77 
5 658 

l!841 
63 

6 
l!l71 1^012 

77 

5 

'784 

Montgomery.  .  .  . 21 , 740 
91 

0 19 771 2 100 96 5 
2,027 16,513 93 5 15,432 

3,127 
73 

9 2,312 Prince  Georges. . . 21,353 
85 

3 18 216 4 883 97 3 4,753 13,179 
88 

0 
11,600 3,291 

56 6 
1,863 Queen  Annes .... 3,913 65 9 2 579 2,255 

65 3 
1,472 1,658 

66 8 
1,107 St.  Marys  3,084 

42 
6 1 313 

1,471 
43 2 635 

1,613 

42 

0 678 
Somerset  5,544 63 5 3 521 1 iis 71 i 

793 

2,806 
61 5 

1,726 1,623 
61 7 

1,002 Talbot  5,267 75 5 3 970 1 346 89 2 1,200 2,237 
70 9 

1,585 1,684 
70 4 

1,185 Washington  17,697 86 5 
15 

305 8 784 93 2 8.185 
6,131 

83 2 
5,098 

2,782 
72 

7 
2,022 Wicomico  9,744 77 9 7 597 3 799 

86 
0 3,268 3,320 

74 5 
2,473 2,625 

70 

7 1,856 Worcester  5,981 69 4 4 169 888 84 2 748 
2,966 

68 8 
2,039 2,127 

65 0 
1,382 State  Total  465,683 88 1 410,164 286,505 

93 
4 267,652 124,112 84 4 104,655 

55,066 
68 

.7 

37,857 

Cities  of  25,000  Or  More  Population 

% Radio 

City 

Units Radio 

Units 

Baltimore..  .  . 
227 , 582 

93.9  213,790 

Cumberland  . 
10,339 92.7 9,585 

Hagerstown .  . 

8,784 

93.2 

8,185 

n 

LESSON  IN  LOGIC; 

eUTIIIORE 

represents  the  majority  of  radio  homes  i 

Muuy  D! 

To    reach    this    profitable    market    your    most    economical    medium  is 

WCBM 

The  only  BLUE  NETWORK  outlet  to  Baltimore's  1,000,000 

SELL  BALTIMORE  THRU  WCBM! 

John  Elmer,  President Geo.  H.  Roeder,  Gen.  Mgr. 

Today  B{tltimore  is  actually  a  beehive  of  industry    .     .     one  of  the  nation's  busiest  war  production  centers 
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WCAO 

MARYLAND'S  OLDEST  BROADCASTING  STATION 

and 

THE  VOICE  OF  BALTIMORE 

Has  progressively  for  twenty  years 

become  more  firmly  entrenched 

in   the   homes  of  Baltimoreans. 

LICENSED  MAY  8,  1922  —  MEMBER  CBS  BASIC  NETWORK  SINCE  1927 

"THERE'S  ALWAYS  A  GOOD  SHOW  OVER 

WC
AO
" 

600  KC. 

5000  WATTS  NIGHT  &  DAY  SOON 

C.  E.  HOOPER  REPORTS  ON 

A  MASS  MIGRATION! 

ALL THE  FACTS 

TIME  W-l- T-H 
Sta.  Sta.  Sta.  Sta. 
A      B      C  D TIME  W-l 

-T-H 

Sta.  Sta. 
A  B 

Sta. 
C 

Sta. 
D 

8:00  A.M.-  8:30  A.M. 4 3 1 5 2 2:00  P.M.- 
2:30  P.M. 3 2 1 5 4 

8:30  A.M.-  9:00  A.M. 3 4 2 5 1 2:30  P.M.- 3:00  P.M. 3 1 2 5 4 
9:00  A.M.-  9:30  A.M. 1 5 3 2 4 

3:00  P.M.- 
3:30  P.M. 1 2 5 3 4 

9:30  A.M.-10:00  A.M. 5 2 3 1 4 
3:30  P.M.- 4:00  P.M. 2 1 4 3 5 

10:00  A.M.-10:30  A.M. 3 5 2 1 4 4:00  P.M.- 4:30  P.M. 1 2 4 5 3 
10:30  A.M.-n  :00  A.M. 1 2 3 4 5 

4:30  P.M.- 5:00  P.M. 2 1 4 5 3 
11:00  A.M.-l  1:30  A.M. 3 1 4 5 2 

5:00  P.M.- 5:30  P.M. 1 2 3 5 4 
11:30  A.M.-12:00  Noon 4 3 2 5 1 

5:30  P.M.- 6:00  P.M. 1 4 2 5 3 
12:00  Noon-12:30  P.M. 2 3 1 4 2 

6:00  P.M.- 6:30  P.M. 3 4 1 5 2 
12:30  P.M.-  1:00  P.M. 2 4 1 4 3 

6:30  P.M.- 7:00  P.M. 3 1 2 5 4 
1:00  P.M.-  1:30  P.M. 2 3 1 4 3 7:00  P.M.- 7:30  P.M. 4 2 1 3 5 
1:30  P.M.-  2:00  P.M. 2 2 1 3 3 

7:30  P.M.- 8:00  P.M. 3 2 1 5 4 

9  ...  A  migration  of  radio  audiences  from 

network  stations  to  W-I-T-H!  Hooper's  Baltimore 

survey  covered  weekday  listening  audiences  .  .  . 

and  ranked  station  W-I-T-H  1st,  2nd  or  3rd  in  20 

out  of  24  half-hour  periods  from  8  A.M.  to  8  P.M. 

Look  over  the  chart. 

Switch  over  to  W-I-T-H. 

And,  then,  watch  summer 
sales  jump! 

W-I-T-H 

The  Peoples'  Voice  in  Baltimore 
Represented  Nationally  by  HEADLEY-READ  Company 



XXV.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  WEST  VIRGINIA 

Number  of  Occupied  Dwelling  Unitsr  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm :  1940 

County 

All  Units Urban  Units Rural-Nonfarm  Units Rural-Farm  Units 

Units % 
Radio Radio Units Units 

% 
Radio 

Radio 
Units Units % 

Radio 
Radio Units 

Units 
% 

Radio 
Radio 
Units 

Barbour  4,866 64 0 3,111 
2,591 

69 4 
1,798 2.275 

57 7 
1,313 Berkeley  7  526 

82 
4 6  199 4  138 90 3 3  735 1  968 75 0 1  476 

1  420 
69 6 

9S8 
6!035 67 7 

4,' 086 
4!  898 

70 

7 
3 1463 1437 

54 

8 623 
4,672 49 1 2,293 1,563 

63 1 986 
3,109 

42 0 
1.307 6,208 

87 
g 5,449 3  [336 93 6 

2,384 
81 7 

1,947 
494 78 2 3S6 

Cabell  25,104 82 8 20,785 20,131 87 0 17,518 2,174 
76 8 

1,669 2.799 
57 1 

1,593 
2,604 55 

5 
1 ,446 530 

77 

0 
408 2  074 

50 0 1  038 
Clay  3^042 49 6 l[507 1,577 

59 1 
931 l!465 

39 3 

'576 

Doddridge  2,611 62 2 1,621 850 

76 

2 
648 1,761 

55 3 973 
17,874 77 4 13,841 1^432 9i 5 

i^sii 
14,000 78 4 

10,970 
2,442 

63 9 
1.560 

Gilmer 2,708 54 3 1,472 853 66 0 563 

1,855 

49 0 

909 
Grant 2  018 

62 
0 1  252 

875 
70 

4 616 1  143 55 6 636 
Greenbrier 8 ',682 

69 
3 

6!  018 5,490 
76 4 

4,196 3!  192 
57 

1 1.822 
3,015 64 5 1,952 

1,006 
75 7 

761 

2,009 

59 3 
1,191 7,556 91 9 6,947 1,956 95 

g l!875 4,989 
91 9 

4,587 

611 

79 4 

435 Hardy 2,306 58 
1 1,339 

828 
68 

3 
566 1,478 

52 3 773 
jjarrison 80 8 16  666 9  658 

90 
7 8  763 8  074 73 7 

5  952 2  896 
67 4 

1 .951 Jackson 3,932 65 
2 2^563 l!251 

75 

8 

'949 

2!  681 
60 

2 

1^614 
4,104 75 2 3,086 

'837 

79 1 

'662 

2.079 
75 

9 1,578 
1,188 

71 2 

846 

46,852 82 3 38,591 23,598 90 g 21,427 19,124 2 
14,576 

4,130 

62 
2.588 Lewis 5,097 73 

6 3,756 1,758 
88 9 

1,562 1,361 
72 2 983 

1.978 
61 2 

1  ,211 
Lincoln 4  671 43 4 2  028 1  615 

51 

0 824 
3 , 056 

39 4 
1  204 14^127 72 

0 10',  169 1^245 
89 8 

i',ii8 

11!  828 

73 

2 
8,654 

1,054 

37 7 

'397 

McDowell  20,022 75 3 15,062 2,203 

85 
8 1,890 16,184 

76 

9 
12,438 1,635 

44 9 734 
17,182 83 ^ 14.334 7,011 

on C U 
6,354 7,455 

0^ 9 
6,180 2,716 

DO 

1,800 IVIarshall 9,486 80 4 
7,628 4,928 

88 6 
4,366 2,492 

78 

6 
1,960 

2.066 

63 

0 

1 ,302 
Mason 5  241 58 8 3  076 you 80 1 769 1  354 66 6 

902 2 . 927 
48 

0 
1  405 M^ercer ... 15! 575 

80 
0 12 ',458 7 , 095 

89 
2 6,332 

5^215 
77 

0 
4,017 3.265 

64 6 

2'.109 

Mineral  5,469 79 5 
4,346 2.327 91 0 

2.118 1,954 
74 6 

1,459 
1.188 

64 

7 769 
Mingo  8,702 62 

5,439 2,027 76 Q 1,541 
4,828 

Q 
3,088 1,847 

43 9 810 

Monongalia 13,138 79 9 10,502 4,724 91 
5 

4,321 6,251 
74 

7 
4,670 

2,163 

69 8 

1,511 
Monroe 2  926 66 9 1  958 740 

71 

0 526 0    1  Qfi 

^  ,  loO 

65 5 
1  432 IV^organ 2!l51 75 

7 
l!630 1,283 

80 5 
1,033 868 

68 

8 

'.597 

5,072 58 
1 2,949 l!l84 84 5 i!66i 

1,307 
52 

9 692 
2,581 

48 

6 

1,256 
Ohio  19,437 92 Q 17,881 16,555 yo n u 

15,401 
2,346 

0  i ^ 
2,047 

536 

OU 

9 433 
Pendleton 2,169 62 2 

1,351 
494 68 6 339 

1,675 
60 

4 

1,012 
Pleasants 1  666 81 4 1  357 

yu  i 
86 0 780 

759 76 

1 

577 
Pocahontas 3^067 60 

5 
l!855 1,472 

68 

2 
1 , 004 1,595 

53 

4 851 
7,137 66 8 4,774 4,098 

73 7 3,020 3.039 

57 

7 1 .754 
4,392 

62 
2 

2,735 

'263 

yo 
0 

'25i 

1,619 
1  0 

^ 
1,216 2,510 

50 5 
1.268 Raleigh 18,907 78 7 14,873 3,256 88 3 2,875 12,648 

80 7 10.203 3.003 
59 8 

1,795 
Randolph 6  865 73 2 5  026 2  128 89 5 1  904 2  474 

68 

8 1  702 
2  263 

62 7 1  420 
Ritchie 3^885 65 2 2^534 l!749 

75 2 
1,316 2!l36 

57 

0 
l!218 Roane  4,430 56 8 2,519 

1,500 
70 

6 
1,060 2.930 

49 

8 

1,459 
4,672 64 0 

2,983 l!59i 

84 
9 

lissi 
751 

60 

2 452 
2,330 

50 

7 
1,180 Taylor  4,877 74 7 

3,647 2,018 

87 
4 1,764 

1,652 
68 5 

1,132 
1,207 

62 3 751 
3,022 70 6 2,132 

2,130 
78 9 

1,680 

892 50 6 452 
Tyler  3,260 70 4 2,296 

'786 

87 2 

'685 

948 
74 

8 709 1.526 

59 

1 

902 
4,585 64 6 2,969 1,293 87 2 1,127 940 

57 

4 540 

2,352 
55 

3 
1,302 7,735 

60 
0 4,629 1,813 

87 
4 1,585 2,391 

59 7 
1,429 3,531 

45 7 
1,615 

3,783 59 7 
2,260 

1,959 
71 

7 
1,404 1,824 

46 

9 856 
5,371 

66 
6 3,577 

"937 

88 
5 

'829 

2,398 
71 3 

1,711 
2,036 

50 

9 
1,037 Wirt  1,565 

52 
8 827 459 65 1 299 1,106 

47 8 528 
Wood  16,598 85 7 14,234 9i 4 

7^896 5,214 
85 

7 
4,466 2,743 

68 

2 
1,872 6,190 68 2 4,221 733 

88 
9 

651 3,651 
73 7 

2,690 1,806 
48 7 880 

State  Total.  .  . 444,815 75.1  334,239 140,556 89.7  126,098 192,771 75.4  145,265 111,488 56 4 62.876 

Cifies  of  25,000  Or  More  Population 

% Radio 

City 

Units 
Radio 

Units 

Charleston .  .  . 17,950 
89.8 

16,120 
Clarksburg.  .  . 

8,245 

91.7 

7,560 Huntington .  . 
20,939 87.3 18,272 

Parkersburg  . 
8,641 91.4 

7,896 
Wheeling.  .  .  . 

16,555 93.0 15,401 

The  West  Virginia  Network 

WCHS WSAZ WPAR WBLK 

CHARLESTON HUNTINGTON PARKERSBURG CLARKSBURG 

5,000 
• 

1,000 

• 

1 

250 • 250 

on on on on 

580 9S0 1450 

1,400 

Covering  80%  of  the  State's  Buying  Power 
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XXVI.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  MINNESOTA 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

County 

Aitkin  
Anoka  
Becker  
Beltrami  
Benton  

Big  Stone  
Blue  Earth  
Brown  
Carlton  
Carver  
Cass  
Chippewa  
Chisago  
Clay  
Clearwater  
Cook  
Cottonwood.  .  .  . 
Crow  Wing.  .  .  . 
Dakota  
Dodge  
Douglas  
Faribault  
Fillmore  
Freeborn  
Goodhue  
Grant  
Hennepin  
Houston  
Hubbard  
Isanti  
Itasca  
Jackson  
Kanabec  
Kandiyohi  
Kittson  

Koochiching. .  .  . 
Lac  qui  Parle.  . 
Lake  
Lake  of  the 
Woods  

Le  Sueur  
Lincoln  
Lyon  
McLeod  
Mahnomen  
Marshall  
Martin  
Meeker  
Mille  Lacs  
Morrison  
Mower  

Murray  Nicollet  
Nogles  
Norman  
Olmsted  
Otter  Tail  
Pennington .... 
Pine  
Pipestone  
Polk  

Pope  
Ramsey  
Red  Lake  
Redwood  
Renville  
Rice  
Rock  
Roseau  
St.  Louis  
Scott  
Sherburne  
Sibley  
Stearns  
Steele  
Stevens  
Swift  
Todd  
Traverse  
Wabasha  
Wadena  
Waseca  
Washington .... 
Watonwan  
Wilkin  
Winona  
Wright  
Yellow  Medicine 

State  Total .  . 

All  Units 

Uriiis 

4,668 
5,462 
6,455 
6,649 
3,648 
2,577 
9,657 
6,468 
6,075 
4,349 
5,146 
4,293 
3,629 
6,229 
2,790 

794 
4,012 
7,884 
9,616 
3,315 
5,280 6,123 
6,878 
8,200 
8,363 

2,479 162,179 
3,777 
2,874 
3,098 
8,478 
4,178 
2,496 
6,308 
2,532 
4,497 
3,715 
2,087 
1,501 
5,154 
2,661 
5,343 
5,482 
1,780 
4,274 
6,255 
4,756 
4,133 
6,321 
9,292 

3,442 4,061 
5,264 
3,593 

10,275 
12,799 
3,188 
5,490 
3,416 
9,185 
3,327 

86,251 
1,696 
5,409 
5,942 
7,571 
2,789 
3,618 56,623 
3,675 
2,339 
4,038 14,288 998 

644 
761 
700 
033 
590 
109 914 
852 
559 
433 
990 
085 202 

%  Radio Radio  Ciiits 

Urban  Units 

%  Radio Units      Raoio  Units 
81.2 
90.8 
80.8 
78.8 
85.5 
90.7 
91.6 92.0 
87.0 
89.4 

77.0 92.1 
85.1 
90.9 78.1 
77.2 
91.6 
88.2 
93.2 
88.9 

86.8 
91.6 
85.2 
92.1 
90.9 
90.2 
96.3 
86.6 
76.9 82.1 
83.3 
91.7 
81.6 91.2 
84.8 

3,791 
4,952 
5,212 5,244 3,116 

2,338 8,845 
5,953 
5,282 3,889 
3,960 
3,954 
3,088 5,661 
2,178 

613 
3,672 
6,954 8,964 
2,946 
4,583 
5,608 
5,859 
7,551 
7,607 
2,236 1S6,235 
3,269 
2,209 2,544 
7,061 
3,829 
2,035 5,752 2,146 

78.0  3,507 
92.3  3,428 
90.9  1,897 
76'.  6 
88.0 
88.2 
91.2 
86.8 76.3 
86.4 

93.0 
89.5 
80.9 
83.1 
92.8 
91.5 93.5 
93.1 
86.7 
92.8 
85.5 
88.8 80.9 
92.3 
88.1 

96.6 
83.1 
91.9 91.1 

90.2 91.6 
79.6 
91.9 84.5 
82. 

92. 

7 
5 
7 
1 88.4 

89.2 85.0 
92.4 
87.9 
81.9 
90.0 
91.9 92.5 
91.1 
90.1 
85.1 
90.9 

1,150 
4,537 
2,346 
4,876 4,762 
1,358 3,693 
5,817 4,256 
3,344 
5,252 8,622 

3,150 
3,798 4,901 
3,114 9,532 

10,949 
2,829 
4,439 
3,155 
8,092 
2,986 83,335 
1,410 4,970 
5,416 
6,828 
2,556 
2,881 52,062 
3,103 
1,936 
3,575 12,669 
4,603 
2,338 
3,356 
5,695 
1,878 4,035 
2,547 
3,525 
6,301 3,291 
2,215 
8,998 
6,026 3,821 

728,359       91.2  664,296 

2,902 96 7 2,805 1,336 93 4 1,248 2,591 87 8 2,274 
1,405 92 7 1,302 

4^314 

94 
i 

4^057 3,221 91 4 
2,944 1 ,960 96 3 
1 ,887 

l]439 93 3 
1^342 

2^512 

94 
7 

2^378 

'792 

93 6 

'741 

4,044 92 4 3,737 5,712 96 6 
5,518 

1,405 91 0 
1,279 1,047 

94 1 986 

3^373 95 3 3!2i5 2,789 94 9 
2,646 

150,291 96.6  145,244 
694 85 .2 591 

1,279 
94 2 

1,205 796 
90 

1 717 

2,105 95 3 2,006 

1,480 89 2 
1,320 

1,181 96 5 
1,140 

2,056 94 i 1^935 
1,176 

91 
5 

1,076 

1,950 
93 5 

1,823 1,103 93 0 1,026 
1^550 89 6 

1^389 
4,877 

96 5 4,707 

2^016 

96 
9 1^953 1,630 95 4 

1,555 
6^303 96 8 6  403 
2,455 93 9 

2,306 1,571 
91 8 

1,442 
1^255 92 5 

1^161 2,739 
93 

7 
2,568 696 

94 0 655 
82 , 100 

96 
7 

79,394 

'880 

93 9 

'827 

4,348 
94 6 4,115 916 93 8 859 

41  ,'607 95 5 39] 739 

208 92 3 
192 

5!284 
94 

9 

b'.oii 

2,318 
94 1 

2,181 
840 

92 1 773 
757 

90 
7 687 

771 92 6 
714 

'971 

90 3 

'876 

773 93 0 719 
1,227 93 1 1,143 
2,378 96 4 2,291 936 95 5 894 

706 94 9 670 
6,271 92 2 

5,782 

383,336 95.8  367,149 

Rural-Nonfarm  Units 

Units % Radio Radio 
Units 

1,500 786 
1,594 
1,309 571 

1,414 
1,888 
1,084 
1,382 
2,161 

2,475 997 1,473 
1,552 

827 604 

1,165 1,607 
1,500 
1,402 
1,100 2,237 
3,360 1,572 
2,229 
1,065 
7,219 
1,768 

549 

878 

3,808 924 631 

1,342 
1,029 

1,378 
1,578 459 

550 2,760 

1,028 
1,205 1,682 

745 

1,389 
1,535 
1,011 1,885 
1,165 
1,622 

1,295 370 1,339 
1,403 
1,241 
2,772 

307 
1,753 

818 1,805 
735 

3,240 640 1,709 
2,641 

753 
487 1,160 

7,009 
1,997 773 

1,692 
4,128 695 

496 

1,085 
1,989 

932 

1,845 589 
843 

2,409 
1,018 496 
1,549 2,786 1,896 

83.0 85.7 

74.5 67.7 
84.5 

91.8 
88.1 90.9 
87.4 
90.0 

76.5 
89.8 89.7 

87.2 
78.5 
78.9 86.3 84.9 
90.9 
89.9 
88.1 90.5 
85.6 
89.3 91.0 
91.4 
94.8 
86.4 
72.3 88.6 

85.9 90.0 
88.0 
89.3 
84.7 

85.0 
87.5 
85.6 75.6 
89.4 
91.1 
86.9 
82.1 
84.7 

89.1 88.3 
89.6 87.6 
86.0 
85.1 
83.4 
86.7 91.2 
86.0 

88.4 96.1 
85.1 88.3 
90.2 

86.1 
86.7 
89.1 
88.0 
86.2 
91.0 87.0 
89.3 
85.9 91.4 89. 

79. 89. 

93. 91. 

1,245 673 
1,187 

887 

483 

1,299 
1,664 985 

1,207 
1 ,945 

1,894 
895 

1,321 
1,353 649 

476 

1,006 
1,364 
1,363 1,260 

969 
2,025 
2,877 
1,404 
2,027 973 

6,844 
1,527 397 778 

3,271 
832 
555 

1,198 

871 
77 . 1  1 , 062 
91.8  1,449 
80.4  369 

458 
2,451 874 

1,054 
1,440 563 
1,241 

1,399 
879 

1,547 986 
1,441 

1,154 327 1,199 
1,229 
1,068 

2,359 
256 

1,519 
746 

1,552 
649 

3,113 544 1,509 
2,383 

604 433 

937 
6,035 
1,731 689 

1,489 
3,560 633 

432 969 

1,710 851 
1,651 470 

752 
2,250 

928 

445 

1,356 
2,485 
1,707 135,689 87.4  118,641 

Rural-Farm  Units 

Units 

3,168 
1,774 
3,525 2,749 1,672 

163 
455 
163 
733 
188 

2,671 
1,857 
2,156 
2,165 1,963 190 

2,055 
2,233 
2,404 
1,913 

2,775 
2,839 3,518 3,255 
3,345 

1,414 669 
009 

,631 

220 

391 

458 

865 
861 503 

1,639 2,137 447 
951 

2,394 
1,633 
2,082 
2,624 1,035 
2,885 
2,770 2,642 
2.248 
3,606 2,793 
2,147 
1,675 2,295 
2,190 
2,731 

7,572 1,310 
3,737 
1,343 
4,641 
1,896 

911 

1,056 2,820 3,301 

2,470 1,386 
2,458 8,007 

1,678 
1,358 
2,346 
4,876 

1,985 1,308 1,919 
3,940 
1,101 
1,774 
1,747 1,844 
2,065 
1,605 

1,231 
2,170 
4,299 
2,306 

% Radio Radio 

Unit" 

80.4 83.1 

78.8 
75.8 
79.6 89.3 

90.4 93.5 
80.1 
88.9 

77.3 
92.5 
82.0 89.1 

77.9 72.0 

93.7 83.0 86.6 
88.1 
84.1 

91.5 
84.8 
90.1 87.7 

86.7 

74.9 79.6 
76.2 
92.8 

79.4 89.0 

84.8 68.6 

92.6 

72.7 
87.1 

90.1 90.7 85.6 
76.8 

85.0 
93.7 
89.0 79.9 
79.8 
88.6 
92.9 

90.6 
93.6 
86.1 

86.4 
83.0 
86.3 78.1 

92.9 85.6 
88.7 90.9 
82.0 

,4 

.9 

4 
2 
1 
5 

81.8 
77.7 
88.9 84.0 
90.1 86.6 
88.6 
83.0 93.3 

85.0 77.7 88.4 
2 
5 
4 

.7 

4 
7 

2,546 1,474 2,777 

2,083 
1,331 
1,039 
3,124 
2,024 
2,188 1,944 

2,066 1,717 1,767 
1,930 

1,529 137 

1,925 1,853 
2,083 1,686 
2,335 
2,597 2,982 
2,932 
2,934 
1,263 4,147 
1,742 1,221 
1,766 

2,585 2,280 1,480 
2,548 1,275 

1,125 
1 ,979 388 692 

2,086 
1,472 

1,887 2,246 795 
2,452 
2,595 

2,351 1,797 
2,877 
2,474 
1,996 
1,518 
2,147 1,885 

2,361 
6,284 1,131 
2,920 
1,248 3,972 

1,682 828 

866 

2,634 3,033 

2,109 1,264 
1,944 6,288 1,372 

1,055 
2,086 
4,097 1,789 
1,133 
1,700 
3,271 
1,027 
1,508 
1,358 1,630 1,760 
1,469 
1,100 

1,860 3,541 
2,114 209,334       85.3  178,506 

Cities  of  25,000  Or  More  Population City 

Units 

% 

Radio 

Radio Units 

Duluth  
27,819 95.7 26,615 Minneapolis.  . 142,834 

96.6 
137,922 

Rochester. .  .  . 
6,303 96.8 6,103 St.  Paul 80,557 

96.7 77,882 

KSTP 
Minneapolis  -  St.  Paul 
EXCLUSIVE  NBC  AFFILIATE 
FOR  THE  TWIN  CITIES 
50,000  Watts-Clear  Channel 

KEY  STATION  OF  THE  GHEaT  NORTHWEST  NETWORK 

Direct  lines  to  the  Northwest  Network,  including  Rochester,  Mankato 
and  St.  Cloud — the  Arrowhead  Network,  including  Duluth-Superior, 
Hibbing  and  Virginia,  Minnesota;  Fargo,  N.  D.,  Bismarck,  N.  D. — and 
to  Eau  Claire,  Wisconsin. 

FEED  YOUR  SHOW  TO  THE 

NORTHWEST  FROM  KSTP 
LINES  AVAILABLE  TO 
ADVERTISERS  WITHOUT 

CHARGE. 



XXVII.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  GEORGIA 

Number  of  Occupied  Dwelling  Units,  Percent  Kadio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm :  1940 

All  Units 

Units % 
Radio 

Radio 
Units 

3,032 
1,585 
1,789 
1,667 
4,006 
1,926 
3,290 
5,828 
3,569 
3,493 

23,159 
2,322 
1,457 
4,668 
1,439 
5,943 
6,873 
2,278 
2,609 1,438 

2,079 
8,356 
2,585 
1,224 

31,718 
527 

4,207 
4,691 
7,401 
1,696 

2,795 
1,580 9,335 
4,824 
7,467 
2,169 
2,772 
6,604 
1,555 
4,422 
1,222 961 
5,302 

22,648 
4,773 
3,951 
7,421 2,320 
4,382 768 

2,296 
4,706 
5,498 
1,749 
3,106 
1,846 

13,811 
2,586 
3,484 103,465 

1,951 
1,000 
5,677 
4,312 
4,520 
3,254 
6,822 
3,380 
8,109 
2,745 
3,459 
2,621 
3,487 1,903 
3,493 

2,657 
2,775 
4,640 
2,146 
1,901 
4,637 
2,893 
3,033 
1,943 
2,481 
1,220 
7,821 
2,010 
2,018 
1,503 

932 
7,620 
1,403 
2,605 1,375 

38.9 
41.5 44.2 
24.6 50.6 

58.1 
38.6 
28.1 
35.1 26.7 

40.7 23.6 
45.4 
23.6 33.8 
40.5 
51.9 
70.2 
33.7 65.4 
29.2 
64.8 
52.5 
66.4 
27.4 
56.7 
39.5 68.1 
37.4 
45.0 
37.4 43.5 
47.7 
29.7 
39.4 
48.0 
42.6 32.6 
81.7 
33.7 
32.3 
50.4 
50.2 
29.9 
28.2 
34.5 
48.9 
40.4 
39.5 52.0 

34.6 72.1 
45.9 
49.0 
74.9 
38.4 48.2 
60.8 
65.0 
41.3 
39.2 
53.1 
55.6 61.2 
24.5 
53.4 
29.7 
50.9 31.6 
40.2 

30.8 37.1 
50.0 41.3 
42.2 

39.0 28.3 
29.8 34.3 
50.5 
38.3 
39.5 
19.1 
2S.9 
35.6 
25.2 
46.9 39.1 
40.5 
30.6 

1,179 658 
791 
410 

2,023 

820 
1,864 
3,443 
1,900 1,367 

13,461 894 
410 

1,632 384 

2,421 
1,617 
1,032 616 

486 
843 

4,344 
1,816 412 

20,732 
153 

2,750 
2,463 
4,909 464 

1,587 624 
6,366 1,808 
3,357 

810 
1,207 3,145 466 
1,742 

586 
410 

1,735 
18,495 
1,606 
1,272 
3,735 
1,162 1,317 

216 
792 

2,318 2,226 691 

1,617 
637 

9,954 
1,190 
1,708 77,513 

748 
482 

3,453 
2,801 
1,865 
1,277 
3,634 
1,876 4,956 673 

1,851 777 
1,773 603 
1,401 

817 
1,031 
2,312 884 

802 

1,804 816 902 
673 

1,242 
467 

3,091 385 541 
523 
235 

3,572 549 

1,061 421 

Urban  Units 

%  Radio Units     Radio  Units 

000 
689 

894 

796 

6i7 

i75 

022 
876 

716 

1^897 

620 

367 

674 

2i5 

273 

528 

Rural-Nonfarm  Units 

Units % 
Radio 

Radio 
Units 

724 54 

.0 

391 402 
30.9 

124 
1,906 34.8 

664 683 
44  3 302 902 39.5 356 685 
47.4 325 1,104 42.2 466 

265 36.6 

97 

1,402 
22.3 

313 
l]872 56 

'A 

1,061 

862 
68.7 592 1,272 29.1 

370 356 50.4 180 
1,570 40.8 

640 
i.iii 66 7 78i 

390 
62.7 245 

1 ,729 48.5 
838 

1,635 

69 
6 1,138 1,594 68.2 

1,088 2,599 
46.8 

1,217 2,037 62 7 1,277 205 58.5 
120 1,327 37.9 

503 
1,218 43.4 529 

2,275 36.8 
838 

16,676 

57 
8 

9,638 5,153 61.9 3,191 1,330 47.5 
632 

737 
49  1 

362 

1,585 33.6 

532 
650 33.1 

215 
807 24.2 

195 l]2i2 

52 

6 

'637 

435 39.6 172 
3,021 27.2 

823 
1,022 

27.9 
285 

417 

23.8 
99 

1 ,350 
58 0 788 887 36.6 

325 3,706 35.4 

1,313 
1,212 40 7 

493 
1,026 43.6 448 

4,635 
14.6 

676 
966 65.2 

630 
1,312 30.7 

402 

899 39.7 357 

1,710 

15.2 

259 
1,043 

36.2 378 395 

27.3 108 
627 50.0 

314 1 ,452 
36.4 

529 
1,732 75 5 1,S0S 1,410 72.4 1,021 5,214 38.6 2,015 

1,113 82  0 

912 

1,472 61.4 

904 
904 35.8 

324 320 
27.5 

88 
26 , 406 67 2 17,742 4,669 56.6 

2,641 

643 

54.3 

349 

102 49.5 

50 

425 24.3 
103 844 

88 7 
748 1 , 768 66  8 

1,182 1,595 
51.4 

820 
702 80 0 562 

1,264 63.7 805 

2,725 

40.2 
1,096 5,640 

69 
2 3,903 790 71.2 562 971 45.8 

444 598 38.7 
232 1,098 

21.2 
232 83 90 2 

75 
1 ,361 67.7 922 

1 ,351 43.7 590 1,315 36.9 485 
265 52.5 

139 
2 ,  g98 

75 

5 
1^735 

3,620 
76.6 

2,773 3,417 
54.4 

1,858 1,275 53 9 687 866 34.4 
298 2,683 

30.7 
823 2,624 55 4 1 ,454 1,224 44.3 

542 3,619 
37.6 1,361 

636 
49.2 

313 
1,533 32 . 4 497 1,222 42.8 

524 
1,550 

44.1 
683 

2,015 64 4 1^297 1,896 
61  2 

1,160 2,693 
25.5 

688 
366 

46  7 
171 

1,189 24.8 295 2,254 

46 
9 1,057 234 48.4 

113 1,934 
29.6 

572 

446 
51.2 228 776 

46.1 
358 

91 78  2 

71 

870 38.9 339 
1,708 

46 
9 sob 

1,095 30.5 
334 

2,499 
24.0 

601 
12,480 90 0 11 , 229 7,731 74.4 5,752 

2,437 
62.1 1,514 918 

52 

2 

'479 

'739 

35!  1 260 
3,116 27.8 

867 

1,131 
48.3 547 

2,820 
25.7 

725 5,050 57 4 
2,899 

1,131 51.5 583 1,240 
20.4 

253 
624 67 6 422 273 51.0 139 

1,423 
42.3 

601 807 55 5 448 452 36.7 166 

3,123 22.5 703 
484 23.6 114 

284 36.0 
102 

1,041 39.0 406 
1,255 30.8 386 

I'.iis 

59 4 1,017 481 58.2 
280 2,512 

40.7 1,021 1,031 
54. 

2 559 
999 39.9 399 

3,468 36.6 
1,268 799 

46.9 375 950 33.3 

316 
1,114 72.1 

803 
1,992 

40.8 814 
412 49.4 203 

1,434 
30.3 

434 
61994 

74] 
3 

5',i97 

3,719 

81.1 

3,016 3,098 
56.2 

1,741 
301 

63.7 
192 

2,285 43.7 998 
980 

63.0 
617 

2,504 43.6 
1,091 83^495 75! 3 62^875 16,356 78.2 12,795 

3,614 
51.0 1,843 

564 55.3 
312 

1,387 
31.4 

436 
273 49.4 135 

727 47.7 
347 3^919 

62.' 

6 
2^454 1,372 62.6 

859 386 36.2 
140 805 82. 

7 666 
1,091 70.9 773 

2,416 
56.4 1,362 1,204 

56. 
8 684 526 40.7 

214 2,790 34.7 

967 

1,469 
1,692 
1,724 2,562 657 

1,387 738 
687 
232 914 

761 829 
1,014 

768 
616 

1,601 138 
839 
601 
362 
481 

641 
429 1,001 
246 468 

1,169 452 

245 
1,221 

56.3 
65.4 
66.1 
74.5 42.4 
70.6 
40.2 
70.6 51.8 
66.9 
55.2 

40.0 59.9 
61.6 
46.0 
56.8 
40.1 42.9 54.4 67.1 
37.1 
48.3 
45.7 33.4 
62.2 

25.8 43.1 
57.5 43.3 
30.1 

827 1,106 
1,140 1,910 

278 980 

297 
485 120 

611 420 
332 

608 473 
283 
910 
55 

360 

327 243 
178 309 

196 
334 153 
121 

504 260 
106 
368 

Rural-Famt  Units 

%  Radio 
Units     Radio  Units 

1,785 
4,130 1,656 

2,858 
2,088 2,072 
1,883 

2,800 1,671 
2,579 
1,896 
1,946 
2,732 
1,378 1,285 

3,036 1,959 
2,194 
1,342 1,102 

739 5,005 1,581 
1,017 
1,257 

464 

2,429 
951 

1,484 154 

25.2 

43.9 44.4 
40.2 

18.9 
42.0 
25.5 46.0 

28.9 30.6 

20.9 
35.9 
39.7 
29.8 
40.4 

29.5 
20.1 
24.7 

25.8 29.5 39.1 

31.3 11.9 
20.3 

29.4 
24.6 32.7 30.3 
28.8 34.7 

450 

,812 

736 

1,149 395 
871 
480 

1,288 483 

790 397 
699 

1,084 
411 
519 894 

394 
542 
346 
625 
289 1,567 189 
207 

370 
114 
795 

289 
427 
53 

Cities  of  25,000  Or  More  Population 

City 

Units % 
Radio Radio Units 

Atlanta  
82,000 

76 

3 
62,570 Augusta  17,510 63 4 11,097 

Columbus. .  . . 
14,143 67 0 

9,471 Macon  
16,676 

57 8 

9,638 6,994 

74 

3 
5,197 Savannah. .  .  . 26,406 67 2 17,742 
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CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  GEORGIA 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm :  1940 

{Continued  from  page  34) 

Ail  Units Urban Units Rural Nontarm  Units Rural-Farm Units 

County % Radio % Radio % Radio % Radio 
Units Radio Units Units Radio Units Units Radio Units Units Radio Units 
3 845 

32 
1 1,231 

1,469 
47 ^ 694 2 

0  IKt 
537 

3 082 45 5 1,403 641 
60 0 385 2 

441 
41 7 

1,018 1 597 27 
8 444 

514 
37 

8 194 1 083 

23 

0 250 
5 119 38 5 

1,972 

'847 

73 3 621 
1,234 

53 6 662 3 038 22 7 689 
2 182 

30 
3 665 463 

48 

8 
226 

1 719 25 5 439 

Mitchell  5 282 31 6 
1,672 1,404 

48 6 
683 394 

31 

q 0 123 0 484 24 A y 

866 
2 503 36 5 912 

1,101 
47 

7 
525 

1 402 

27 

6 387 
Montgomery .... 2 061 29 

9 616 
820 

33 5 
274 

1 241 

27 

5 342 
Morgan  3 092 

36 
8 1 , 139 

1,035 
52 

9 
548 

2 
057 

28 

7 
.591 

2 362 55 9 1,322 
650 

65 

9 
429 

1 
712 

52 

2 893 

Muscogee   19 503 64 2 12,513 14,143 67 0 
9,471 

4,319 Di 

rj 

I 

2,664 

-j^ 

00 

378 
Newton  4 486 59 0 

2,641 1,808 
77 3 

1,397 
755 62 5 

472 
1 923 40 1 772 

Oconee  1 771 41 3 730 332 

68 

2 
226 

1 439 35 0 504 
2 741 

36 
4 998 

588 53 

7 
OiO 

2 153 

31 

7 683 
2 788 47 4 1,322 602 

68 

0 410 2 186 

41 

7 912 

Peach  2 572 
41 

8 1,073 1,307 
54 6 713 

221 
37 6 83 1 044 26 0 

277 
2 074 53 3 1,103 803 

78 

5  - 

630 
1 271 37 2 473 

2 587 35 
3 913 912 42 0 383 1 675 

31 

6 530 
Pike  2 319 

40 
6 941 523 54 8 

287 
1 796 

36 

4 

654 
Polk  6 428 66 7 

4,294 3^078 77 9 2^399 
1,488 

63 

1 
939 

1 862 

51 

3 956 

Pulaski  2 492 33 2 824 924 
51 

3 474 
120 

35 

Q 43 1 448 £t 307 
1 957 36 5 708 755 56 9 430 1 

202 
23 1 278 

Quitman  743 21 3 156 
190 

34 0 

65 
553 

16 8 

93 

Rabun  1 712 41 5 712 
629 

52 

4 QQA 
ooU 

1 
083 

35 

.2 

382 
Randolph  3 968 30 3 

1,199 
969 

46 
7 

'452 

559 

37 

3 209 2 
440 

22 0 

538 Richmond  21 201 62 0 13,159 17,510 63 4 11,097 

2,107 

tlA 

04 

0 
1,359 

1 44 ^ 703 
Rockdale  1 824 50 7 924 780 66 3 517 1 

044 
39 0 407 

Schley  1 127 35 5 400 301 
50 7 

153 
826 29 9 

247 
Screven  4 636 27 8 

1 ,284 

'695 

46 3 322 818 

33 

1 £•1  L 3 
123 

22 

1 691 
Seminole  1 906 32 2 613 638 

41 

5 265 1 
268 

27 

5 

348 Spalding  7 106 64 2 
4,560 3,514 

67 9 
2,387 1,915 

Id 

ID 
1,463 

1 1 
D  (  1 

A9 

4i 

710 
Stephens  2 972 58 7 

1,746 1,336 

69 

1 923 

394 

62 5 246 1 242 

46 

4 

577 
Stewart  2 398 27 

1 646 895 39 7 
356 

1 
503 

19 

3 

290 Sumter  6 287 36 0 
2,267 2^682 

si 2 1 , 373 534 
47 3 3 071 20 9 641 

Talbot  1 834 23 5 431 10 10 0 1 743 31 0 
230 

1 
081 

18 

5 200 

1 372 29 0 397 413 44 ^ 182 959 

22 

215 
Tattnall  3 448 42 4 

1,458 
1,289 

49 2 634 2 
159 

38 

2 824 
Taylor  2 482 35 3 876 

825 
45 

4 374 1 
657 

30 3 502 
Telfair  3 428 36 0 1 , 234 

1,628 40 

9 666 1 
800 

31 

6 568 
Terrell  4 123 26 2 1,080 

I'.iie 

44 9 

'soi 

365 
42 9 157 2 642 

16 

0 
422 

Thomas  7 779 48 6 
3,784 3,506 

59 

1 
2,073 1,215 

50 A 4: 612 3 
nf^c 

uoo 
00 

Q 
1,099 Tift  4 548 45 7 2,080 1,448 

61 
2 

887 

1,244 32 

3 402 1 
856 

42 6 791 
Toombs  3 734 41 4 1,547 1,043 

54 8 572 792 

41 

0 
325 

1 
899 

34 2 650 
Towns  1 053 

45 
4 479 

211 
59 0 125 

842 

42 

0 

354 
Treutlen  1 621 32 6 528 

576 
36 

6 
211 

1 
045 

30 3 317 

Troup  10 608 
52 

9 5,607 7,480 61 
3 

4,586 
1,024 

45 0 461 2 
104 

oc 

CtXi 

C D 560 
Turner  2 567 37 2 954 903 

50 

8 
459 

1 
664 

29 8 495 
Twiggs  1 985 23 8 472 

330 
48 2 159 1 

655 

18 

9 
313 

Union  1 706 32 6 558 
206 

53 

6 110 1 
500 

29 

9 448 
5 890 58 0 3,410 3  [432 

72 
4 

2^485 
988 

45 

7 
451 

1 
470 

32 

2 474 

Walker  7 296 69 0 5,018 1,731 
83 

7 
1,448 

2,703 70 

7 
1,912 

2 862 57 9 1,658 Walton  4 893 55 2 2,698 1,148 
71 0 815 903 

64 

2 580 2 842 45 9 1,303 
Ware  6 710 57 7 3 ,873 4,291 

65 
5 2 ,812 

1,132 
42 4 480 1 

287 
45 1 581 

Warren  2 399 29 3 702 
686 

48 6 
334 

1 713 

21 

5 
368 

Washington  5 704 
31 

6 1,800 1 , 004 43 5 

'437 

1  ,  Voo 

40 

0 
434 

3 617 

25 

7 QQQ 

2 987 
38 

7 1,158 701 
54 9 385 853 

28 

2 
240 

1 433 38 2 

533 

1 019 26 9 274 179 

45 

3 

81 

840 

23 

0 193 
1 827 39 2 716 534 40 5 

216 
1 

293 

38 

7 500 
White  1 394 

42 
2 585 

394 
58 7 231 1 000 

35 

4 354 
Whitfield  6 080 73 8 4,497 2^638 

85 9 
2i266 1,324 

75 

0 994 2 118 58 4 1,237 
Wilcox  2 875 

33 
2 954 819 43 8 

359 
2 056 

28 

9 595 
Wilkes  3 613 32 2 1,160 1^074 

46 4 

'49? 

225 46 2 
104 

2 
314 

24 

1 

558 

2 640 36 0 949 1,268 
43 9 557 1 372 

28 

5 

392 

Worth  4 884 30 4 1 , 488 
1,233 

47 7 588 3 651 

24 

7 900 

State  Total.  .  . 752 241 52 5  394,755 288,818 68 2 196,864 170,595 57 6 98,273 292 828 34 0 99.61s 

BROADER  COVERAGE 

NOW  GIVEN  BY  AP 

THE  VAST  news  coverage  given 
radio  listeners  is  emphasized  by 
the  wide  expansion  of  the  special 
Associated  Press  radio  wire  dur- 

ing the  first  six  months  of  this 
year.  Oliver  Gramling,  assistant 
general  manager  of  Press  Assn., 
radio  subsidiary  of  AP,  has  an- 

nounced that  111  new  stations  have 
been  added  to  the  24-hour  special 
AP  radio  news  wire  in  the  first 
half  of  1942. 
New  PA  bureaus  also  have  been 

opened  at  Denver,  San  Francisco 
and  Huntington,  W.  Va.,  since  the 
first  of  the  year.  These  supplement 
other  PA  bureaus  which  provide 
state  and  regional  news  exclusively 
for  the  radio  wire,  as  well  as  the 
100  AP  domestic  bureaus  which 

Disc  for  Movie 
UNITED  ARTISTS  Corp.,  New 
York,  is  distributing  a  quarter- 
hour  transcription  based  on  its  cur- 

rent picture  "Friendly  Enemies", to  about  75  exhibitors  of  the  film 
for  placement  with  local  stations 
in  various  parts  of  the  country. 
Thomas  J.  Valentino  Inc.,  New 
York,  cut  the  discs.  Account  was 
handled  direct.  Firm  used  spot  an- 

nouncements on  New  York  stations 
in  connection  with  the  opening  of 
the  picture.  Donahue  &  Co.,  New 
York,  handled  the  announcements. 

also  contribute  daily  to  the  special 
AP  radio  wire. 
PA  now  serves  radio  stations 

from  coast  to  coast  in  the  United 
States  and  additionally  serves 
others  in  Hawaii,  Mexico,  and  Cen- 

tral and  South  America. 

CBC  Emergency  Met 
IN  CASE  OF  national  emergency 
practically  all  Canadian  broadcasting 
stations  can  be  connected  to  a  networlj, 
the  Canadian  Broadcasting  Corp. 
points  out  in  a  special  announcement. 
At  present  the  CBC  national  network 
consists  of  10  CBC-owned  and  oper- 

ated stations  and  26  privately-owned 
•Stations.  There  are,  in  addition,  35 
privately-owned  stations  which  receive 
all  or  part  of  the  CBC  sustaining  pro- 
gi-ams.  This  accounts  for  71  of  the  84 
stations  in  the  Dominion  and  places 
95%  of  Canada's  population  within 
reach  of  the  network.  Of  the  remain- 

ing 13  stations  most  are  able  to  join 
the  network  for  an  emergency,  thus 
reaching  practically  every  listener  in 
tlie  Dominion. 

GREAT  LAKES  COLLISION  Co., 
Buffalo,  is  testing  spot  announcements 
on  WEBR,  Buffalo,  placed  thru  Ellis 
Adv.  Co.,  that  city. 

KFQD 
Anchorage 

Alaska 

Localted  Geographic 

Center  of  Alaska 
• 

Headquarters  Alaska 
Defense  Command 

• 

Alaska's  Oldest  Station 
Direct  Representation 
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XXVIII.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  KANSAS 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural- farm:  1940 

All  Units Urban  Units Rural-Nonfarm  Units Rural-Farm  Units 
% Radio % Radio % Radio % Radio 

Units Radio Units Units Radio Units Units Radio Units Units Radio Units 

6,020 76.4 4,597 2,340 
84.6 

1,980 1,646 
78 

5 
1,292 2,034 

65 1 
1,325 3 , 404 73 . 3 2,489 862 84.  5 729 

843 63 8 677 
1,699 

63 

8 
1 , 083 6,217 84.8 5,270 3,703 

90.7 
3,358 692 

81 0 561 
1,822 

74 

.2 

1,351 
2,574 81.6 2,100 

1,505 
82 8 

1,246 
1,069 

79 

.8 

854 
6,790 87.3 5,926 3^585 9i!5 3^279 1,476 

84 

.9 

1,253 1,729 

80 .6 

1,394 6,354 77.0 4,890 3,310 82.9 
2,744 729 

72 2 526 
2,315 

70 0 
1,620 5 , 080 83 . 4 4 , 236 1 ,940 87.8 

1 , 703 838 
84 0 704 

2,302 
79 5 

1 , 829 9.210 82.5 
7,596 4,095 91.1 

3,731 2,214 

81 7 

1,809 2,901 

70 

.9 2,056 

1,835 75.1 1,379 942 

78 

0 
735 

893 72 

.  1 
644 2,685 66.9 1,796 

1,406 
75 7 

1,064 1,279 
57 2 732 

8,656 74.8 6,476 3,907 80.1 
3,130 

2,437 

70 4 

1,716 2,312 
70 5 

1,630 
1 , 590 76.0 

1,208 656 
78 9 517 

934 

73 .9 

691 
1,107 81.8 905 

609 
82 1 

500 498 
81 

4 405 
3,964 86.3 3,420 1^4i3 90.5 

1,279 
675 86 2 582 

1,876 

83 .  1 
1,559 

5,001 82.4 4,123 1,843 90.3 
1,664 1,188 

82 9 
985 1,970 

74 .8 
1,474 

3,679 72.3 
2,661 

1,651 
81 1 

1,339 
2,028 

65 2 

1,322 
1,241 83.4 1 , 034 

694 
84 1 

583 
547 82 5 

451 
11,102 84.9 9,428 6^947 96!  6 

6,292 1,536 
79 0 

1,213 2,619 

73 

4 

1,923 
13,614 81.2 11,055 6,487 

90.0 
5,841 4,663 

75 0 

3,499 
2,464 

69 

6 

1,715 

2,062 75.1 1,552 
950 

81 

6 
775 1,112 

69 

8 777 

6,632 87.9 5,829 2,846 93.2 2,652 1,322 
84 6 

1,118 2,464 
83 6 

2,059 

3,663 74.  0 2,714 
1 ,711 

77 

9 

1 ,333 
1 ,952 

70 7 

1 , 381 
7,897 85.6 6,766 4^689 

89!4 
1,075 

87 2 
937 2,133 

76 

7 

1,636 
1,834 80.6 1,479 1,080 

83 0 897 754 77 2 

582 
2,468 71.2 1,756 1,243 

81 2 
1,009 1,225 

61 

0 747 

3,935 80.5 3,164 1,619 90.6 
1,467 1,050 

76 8 806 
1,266 

70 3 891 
2 . 676 83 . 6 

2,239 
1 ,515 

87 8 

1,330 1 , 161 
78 

3 909 
2,706 81.6 2,210 1^797 85.  i 

1^536 
167 73 0 

122 742 
75 

2 

558 
4,579 87.1 3,987 2,435 90.4 

2,201 
955 85 8 819 

1,189 
81 

3 967 
6,117 81.3 4,976 2,956 91.1 2,693 937 

87 9 
740 2,224 

69 4 

1,543 3,527 90.1 
3,178 2,542 92.6 2,353 203 

88 7 180 
782 

82 5 645 
1 , 138 67. 1 763 458 

71 5 
327 

680 

64 

1 436 
1,572 66.8 1,051 637 

67 

5 430 935 

66 

4 621 
497 73.1 363 245 

78 

3 
192 252 

68 

0 

171 1,200 76.0 909 559 87 2 
487 641 

65 9 422 

429 75.6 324 
228 

79 0 180 
201 

71 7 144 
4,764 75.2 3,579 1 , 160 85. 1 

987 
1,680 

81 

3 

1,366 1 , 924 

63 7 

1 ,226 
707 75.9 536 

419 
78 8 

330 288 

71 

6 206 
3,481 84.6 

2,945 897 89.6 

'803 

1,044 

82 0 
857 

1,540 

83 

4 
1,285 5,973 87.0 5,191 3,121 92.7 

2,894 1,188 
88 5 

1,051 1,664 
74 

9 

1,246 
541 80.0 433 

257 
88 1 

227 
284 

72 6 

206 
892 75.7 675 319 84 2 

269 
573 

70 9 

406 3,909 74.5 2,906 959 86!3 827 
732 

77 

9 570 
2,218 

68 0 

1,509 
3,748 69.8 2,613 1,594 

79 2 

1,263 2,154 

62 

7 

1,350 
3,603 73.8 2,657 1,376 

77 

7 

1,069 
2,227 

71 3 

1,588 9,686 88.4 8,552 1,181 
84.6 

999 5,980 
93 7 

5,605 2,525 

77 1 

1,948 

671 80. 0 538 322 84 2 
271 

76 4 267 
3,212 84.4 2,711 965 9i!i 879 676 83 0 

561 1,571 

80 9 

1,271 
1,395 

82.8 
1,154 722 

85 

9 
620 

673 

79 

3 534 
8,889 80.3 

7,138 4ii34 88!8 
31670 2,213 

78 2 

1,730 2,542 
68 

4 

1,738 759 79.6 604 375 
76 

4 
286 

384 82 9 318 
9,023 85.6 

7,722 5,737 
89.5 

5 , 136 1,172 
81 

2 
951 2 , 114 

77 3 

1 ,635 
2,314 80.8 1 ,868 

979 
83 3 

815 1,335 

78 

9 

1,053 
3,656 62.6 

2,285 
1,506 

72 

5 

1,091 
2,150 

55 

5 

1,194 
961 76.3 732 

539 
87 7 

473 
422 

61 

4 

259 7,692 82.3 6,336 3,977 
91.8 

3,651 1,157 
81 0 937 

2,558 
68 

3 

1,748 
6,710 85.7 5,751 2,142 93.4 

2,002 1 ,903 
87 8 

1 , 670 2 , 665 
78 

0 

2,079 5,197 80.0 4,162 
2,642 

83 

3 

2,200 2,555 
76 

8 

1,962 
5,966 81.7 4,873 l!i36 93.3 

1^060 2,087 
84 6 

1,765 2,743 
74 

7 

2,048 

1,444 75.9 1,097 757 81 5 
617 

687 69 9 

480 5,412 
77,6 4.203 

2,431 
85.3 

2,075 642 
77 1 

495 2,339 
69 

8 

1,633 
3,173 84.2 

2,670 1 , 077 88.8 956 
708 

IS 7 
557 1 , 388 

83 4 

1 , 157 
14,650 81. 1 11,881 10,473 85.8 8,987 

1,460 
70 

3 

1,026 2,717 

68 7 

1,868 
2,969 

80.4 
2,338 894 90.9 812 

579 
83 0 481 

1,496 

73 

2 

1,095 

611 71.6 437 
395 

70 

1 
277 216 

74 

3 

160 4,486 79.2 
3,549 

2,148 

86 6 

1,860 
2,338 

72 2 

1,689 
6 , 552 77.4 5,077 3,123 89.0 

2,778 1 ,232 
72 

6 895 

2 , 197 
63 

9 

1 ,404 
1  , 765 77.3 

1 ,364 820 

79 

1 648 945 

T5 

8 

716 2!711 71  2 1  !928 827 86.6 711 
567 72 3 410 

1,317 
61 2 

807 
4  '625 75.2 3 ,479 

2,213 
83 9 

1,856 
2,412 

67 3 
1,623 2.856 79.5 2,271 

1,445 
83 6 

1,207 1,411 
75 

4 

1,064 
2,778 84.8 

2,356 
1 ,358 

87 1 

1 , 182 1 ,420 
82 6 

1 , 174 
2  466 86  2 2,125 1^098 

89^3 98i 
309 

87 0 
269 1,059 

82 6 

875 
3 ',  053 74  0 2,256 

1,413 

78 8 
1,114 1,640 

69 

6 
1,142 3  869 78  1 

3^020 1,859 
85 

2 

1,584 2,010 
71 

4 
1,436 3,467 87.8 

3 , 045 1,896 
92.7 

1,758 
472 81 9 387 

1,099 

81 9 900 
1,701 81.1 1,379 712 80 7 574 989 81 3 

805 
14.772 87.2 12,887 8;733 

96!7 
7.921 

2,718 

88 7 

2,410 3,321 
77 0 

2,556 3.999 76.1 
3,043 

796 87.2 694 972 77 7 
756 2,231 

71 4 
1,593 4,988 88.3 4,403 1,329 93.2 

1,238 2,022 
89 4 

1,807 1,637 

82 9 

1,358 6,074 86.9 
5,274 3,544 

92.9 
3,292 

725 83 7 607 

1,805 

76 2 

1,375 
2.355 77.3 1,822 

1,177 
81 2 956 

1,178 
73 

5 

866 2,161 78.5 
83.8 1,695 1,084 

81 3 881 

1,077 
75 

6 

814 3,706 3,109 l]423 
88!9 

1,265 
910 83 6 761 

1,373 
78 

9 
1,083 8,394 91.4 7,677 6,053 

94.1 
5,698 

639 86 1 550 
1,702 

83 9 
1,429 

992 82.0 813 554 83 1 460 
438 

80 7 

353 42,468 90.3 38,356 34 '.  775 

si'.i 

31^783 4,214 
87 9 

3,702 
3,479 

82 

5 

2,871 
1,800 83.2 1,500 1,254 88.7 

1,113 
133 78 3 104 413 

68 

5 

283 26,376 90.8 23,955 20,462 93.2 19,077 
3,342 

87 7 
2,931 

2,572 

75 7 

1,947 1,254 70.6 885 
420 

75 4 
317 

834 68 1 568 

Cities  of  25,000  Or  More  Population 
City 

Hutchinson  . 
Kansas  City. , 

Topeka  
Wichita  

%  Radio 
Units      Radio  Units 

8,733 

90 7 
7,921 

34,068 
91 5 

31,163 
20,462 93 2 

19,077 

34,775 
91 4 31,783 
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CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  KANSAS 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

{Continued  from  page  36) 

All  Units Urban  Units Rural-Nonfarm  Units Rural-Farm  Units 
County % Radio Radio % Radio % Radio 

Units Radio Units Units Radio Units Units Radio Units Units Radio Units 
Sherman  1  741 80 6 1 ,402 969 83.5 809 

129 
84 4 109 

643 
75 3 

484 
Smith  3 ,205 70 8 2  269 

1,328 
79 

6 
1 , 056 

1  877 

64 

6 
1 ,213 Stafford  2^921 84 7 

2, '475 

l!483 
89 

7 
1^330 l|438 

79 7 

l!l45 
Stanton  365 69 1 252 185 72 1 133 180 

65 

9 

119 
852 72 9 620 

458 
78 1 358 

394 
66 5 

262 Sumner  7,602 85 1 6,469 2,146 90.3 1.938 
2,575 

84 

2 

2,167 884 2,881 

82 1 

2,364 
1,747 83 9 1,466 1,020 

86 7 727 

80 

1 582 
Trego  1,462 77 4 1,130 630 82 1 517 832 

73 

7 613 
Wabaunsee  2,603 

72 
4 

1,883 1,044 
81 9 855 

1,559 

65 

9 
1,028 Wallace  598 71 6 428 285 

81 

3 232 313 62 7 196 

Washington  4,600 75 8 3,486 
1,910 

82 5 
1,576 2,690 

71 0 

1,910 
Wichita  564 75 0 423 263 78 7 207 

301 

71 

8 

216 
Wilson  5.244 77 6 4,076 2^218 

89^9 
1^994 1,114 

73 

2 815 
1,912 

66 3 

1,267 
Woodson  2,323 71 0 1,648 1,189 

81 

4 
968 1,134 

59 9 

680 
Wyandotte  40,551 90 4 36.676 34^068 91^5 3lii63 4,830 

86 9 
4,195 1,653 

79 

7 
1,318 State  Total .  .  . 511,109 

83 
0 424,457 224,314 90.4 202,770 128,059 

82 

4 105,543 158,736 73 2 116.144 

COMMENTATORS  HIT 

BY  SENATOR  LUCAS 

RADIO  newscasters  and  news  writ- 
ers came  in  for  a  heavy  share  of 

Congressional  attack  last  Tuesday 
when  the  Senate  took  time  out  for 
a  discussion  of  "wild"  rumors. 

An  article  by  Drew  Pearson  and 
Robert  S.  Allen,  Washington  com- 

mentators and  conductors  of  the 
syndicated  column  Washington 
Merry  -  Go  -  Round,  inspired  Sen. 
Lucas  (D-Ill)  to  remark  that  the 
article,  which  attempted  to  analyze 
the  Murray  bill  for  relief  of  small 

business,  was  "typical  of  a  great 
many  articles  that  apparently  are 
not  based  on  authentic  information 

but  on  rumor  only" 
He  went  on  to  state  there  are 

"but  few  news  commentators  or 
news  writers  who  have  knowledge 
of  the  facts  and  of  those  who  pos- 

sess such  familiarity  there  are 
some  who  prefer  not  to  use  them 
because,  as  a  general  rule  they  do 
not  make  sensational  headlines" 

Sen.  Lucas  then  developed  his 
theme  that  commentators  are  in- 

clined to  substitute  opinion  for 
fact.  He  declared  that  "I  have  heard 
statements  made  over  the  radio 
time  and  time  again.  I  have  heard 
commentators,  and  I  have  read 
news  articles  from  various  indivi- 

duals who  are  writing  about  this 
war  and  time  and  time  again  they 
have  substituted  their  opinions, 
based  upon  unreliable  facts  for  the 
opinions  of  the  Army  and  Navy 
and  the  War  Production  Board." 

Sen.  Lucas  declared  that  he  was 

a  "fan"  of  radio  commentators  and 
newspaper  columnists.  "It  seems 
to  me  that  they  are  in  a  position 
to  do  the  greatest  good  if  they  will 
do  it,  especially  the  radio  commen- 

tators," he  said.  He  added  that 
"they  are  in  a  better  position  to  do 
good  than  practically  any  single 
group  that  exists  in  America 

today." 

CALIPERS  TO  MEASURE  LIGHTNING 

WSM  Tower  Globe  Used  To  Determine 

 Bolt  Intensity  By  Hole  Size  
PIERCED  150  times  by  lightning 
and  battered  by  the  elements  for 
seven  years  atop  the  878-foot  trans- 

mitter tower  of  WSM,  Nashville,  a 
nickel-plated  copper  sphere  is  the 
object  of  intense  study  by  General 
Electric. 

From  the  metal  ball.  Dr.  Karl  B. 
McEachron,  GS  research  engineer 
at  the  high-voltage  engineering 
laboratory  at  Pittsfield,  Mass.,  has 
revealed  important  facts  about  the 
quantity  of  electricity  in  the  light- 

ning strokes  that  punctured  the 
holes.  His  findings  were  told  June 
25  at  the  summer  convention  of  the 
American  Institute  of  Electrical 
Engineers. 

Measuring  Method 

Along  with  his  associate,  J.  H. 
Hagenguth,  Dr.  McEachron  has 
devised  a  method  for  measuring 
from  a  hole  made  by  lightning  in 
thin  metal  surfaces  the  quantity  of 
electricity  involved  in  the  continu- 

ing part  of  the  stroke  which  caused 
it.  Lightning  is  characterized  by 
two  major  effects.  Dr.  McEachron 
explains,  one  causes  explosions  and 
the    other    often    results    in  fire. 

Studies  and  experiments  by  Dr. 
McEachron  further  revealed  that 
holes  are  punctured  in  thin  metal 
objects  by  the  continuing  flow  of 
current  which  produces  holes  of  a 
definite  size.  Accordingly,  it  is  pos- 

sible to  determine  the  quantity  of 
electricity  involved  by  the  size  of 
the  hole  and  a  special  formula  cal- 

culated by  Dr.  McEachron  and  Mr. 
Ha.^enguth. 

Largest  hole  in  the  WSM  globe 
was  0.9  inches  in  diameter  which 
contained  only  enough  electricity 
to  light  a  40-watt  lamp  for  about 
80  seconds.  While  it  is  uncertain 
the  number  of  times  the  sphere  was 
actually  struck  by  lightning,  WSM 
records  indicate  that  there  were  at 
least  24  direct  hits  and  Dr.  Mc- 

Eachron believes  the  number  to  be 
higher.  One  stroke  would  produce 
several  holes,  he  stated,  although 
more  than  one  stroke  might  con- 

tribute to  the  same  hole. 

WENDELL  NILES,  Hollywood  an- 
nouncer on  the  weekly  NBC  Al  Pearce 

Show,  has  been  signed  as  narrator  of 
two  Warner  Brothers'  film  shorts. 

Vesey,  Wheeler  Office 
HOWARD  VESEY,  junior  partner 
in  the  Washington  office  of  Kirk- 
land,  Fleming,  Green,  Martin  & 
Ellis,  and  Edward  Wheeler,  attor- 

ney of  the  same  firm,  have  resigned 
to  establish  their  own  law  offices 
in  the  Bowen  Bldg.,  Washington. 
Mr.  Vesey  has  been  in  the  firm, 
the  Washington  branch  of  which  is 
headed  by  Louis  G.  Caldwell,  for 
the  last  decade,  and  has  specialized 
largely  in  coal  matters.  Mr.  Wheel- 

er, son  of  the  Montana  Senator,  has 
been  with  the  firm  some  two  years. 

Dr.  McEachron  {right)  and  Mr. 
Hagenguth  at  globe. 

Peanut  Campaign 

NATIONAL  Peanut  Council,  meet- 
ing recently  in  Pensacola,  decided 

to  use  spot  radio  along  with  other 
media  in  a  national  campaign  to 
make  the  public  conscious  of  the 
food  value  of  peanuts  and  peanut 
products.  W.  B.  Jester,  Atlanta, 
secretary-treasurer  of  the  Council, 
is  directing  the  effort. 

Lt.  Lindow  Is  Assigned 

To  Camp  Wolters'  Radio FIRST  LT.  Lester  W.  Lindow,  gen- 
eral manager  of  WFBM,  Indian- 

apolis, before  entering  the  service, 
has  been  named  head  of  the  radio 
section  of  the  public  relations  office 
of  Camp  Wolters,  Tex. 

Expansion  of  the  camp's  radio 
activities  is  expected  with  Lt.  Lin- 
dow's  appointment.  Already  regu- 

lar programs  are  broadcast  on 
KGKO,  Fort  Worth,  and  KRLD 
and  KSKY,  Dallas,  as  well  as  the 
transcribing  of  broadcasts  for 
other  stations. 

Lt.  Lindow  was  graduated  from 
U  of  Wisconsin  in  1934  after  which 
he  worked  for  Hearst  newspapers 
as  associate  editor  of  the  Advertis- 

ing Alamanac.  From  1935  to  1940 
he  was  commercial  manager  of 
WCAE,  Pittsburgh,  shifting  then 
to  WFBM  until  he  began  active 
Army  duty  this  year. 

Summer  Radio  Courses 
WILLIAM  I.  ORCHARD,  copy  edi- 

tor of  BBDO,  New  York,  will  conduct 
a  course  in  '"Advertising  Copy,"  at  the summer  session  of  Columbia  U,  New 
York,  and  Prof.  H.  K.  Nixon  of  that 

university  will  offer  courses  in  "Ad- vertising Principles  and  Advertising 
Psychology."  The  session  starts  .July 7  and  lasts  six  weeks.  Registration 
starts  July  2. 

WDRC 
CONNECTICUT'S  PIONEER  BROADCASTER 

BROADCASTING  •  Broadcast  Advertising July  6,  1942  •  Page  37 



XXIX.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  ARKANSAS 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm :  1940 

County 

All  Units Urban  Units Rural-Nonfarm  Units Rural~Farm  Units 

Units % 
Radio 

Radio 
Units Units % Radio Radio Units Units 

% Radio Radio Units Units % 
Radio 

Radio 
Units 

Arkansas  6 , 455 
55 

2 o ,  556 1 , 685 67 9 
1 , 145 1 , 684 

57 

0 960 3 086 

47 

0 
1 ,451 Ashley  6 , 789 Ai\ 4U Q O 2 , 762 1 , 336 69 3 926 

1 , 687 

47 

7 
805 

3 766 27 4 
1 , 031 

Baxter  2,520 
45 

2 1,140 

■  ■ 

■ 780 

60 

2 470 1 740 38 5 670 
Benton  10,101 

59 
4 5,997 1,954 

79 
7 lisss 2,200 

62 5 
1,374 

5 
947 

51 

5 
3,065 Boone  4 , 221 61 5 2 , 591 1 , 231 

82 
6 1 , 017 589 

51 

4 303 2 
401 

52 9 1 ,271 
Bradley  4 ,  4o7 50 5 

2 ,  2do 
749 81 5 oil 

1 ,859 
49 6 922 1 879 38 8 730 

Calhoun  2 , 269 39 9 907 743 47 3 351 1 
526 

36 4 556 
Carroll  4,053 DO 8 2,384 ■ 

1,448 
69 

8 
1,010 

2 605 52 7 
1,374 Chicot  7,403 30 0 2,223 929 on o9 5 367 

1,655 
45 0 

745 
4 819 23 1 

1,111 Clark  6,115 50 3 3,111 1 , 403 71 4 1 , 001 
1 , 749 

54 

3 950 2 963 

39 

1 
1 , 160 

Clay  6 , 961 58 0 4 , 041 
2 ,416 

64 1 

1 , 549 

4 545 

54 

8 

2,492 
Cleburne  3 , 193 

49 
5 1 , 580 857 

59 

9 513 2 
336 

45 7 
1 ,067 Cleveland  2,917 

40 Q 1.193 • 877 

46 

5 408 2 
040 

38 5 785 
Columbia  7,406 44 9 3,363 1,248 oy b 869 

1,457 
57 4 

836 
4 701 

35 

3 
1,658 Conway  4 , 984 A  n Q O 2 ,364 1 , 217 71 0 870 

831 
38 

9 323 2 936 

39 

9 

1 , 171 Craighead  11 , 584 66 4 7 , 695 Q  OQQ 80 2 
Z ,  Do  < 

2 , 015 

65 6 1 , 322 6 
280 

59 5 
3 , 736 Crawford  5 , 942 54 2 1  ,  OOO 

(O 

0 1    1  1  Q 

1 , 629 49 

2 
801 

2 
780 

47 0 
1 , 305 Crittenden  11,586 28 8 3,345 1,025 Afl 494 

2,033 44 

6 907 8 
528 

22 8 
1,944 Cross  6,299 41 3 2,603 1,021 

oy 

Q O 611 
971 

47 

3 
459 

4 
307 

35 6 
1,533 Dallas  3,560 

41 
1 

1 ,461 
975 56 5 

551 1 ,075 
31 

5 
339 

1 
510 

37 8 571 
Desha  7 , 129 31 

7 2 , 261 1 ,  yjoZ 65 8 
71Z 1 , 552 

41 8 649 4 
495 

20 0 

900 
Drew  4 , 955 34 6 1 , 713 1 , 042 

66 
0 

693 1 , 054 
37 

7 
398 

2 859 21 7 622 
Faulkner  6,351 57 5 3.652 1,587 

A 4 1,228 712 

48 

Q O 
347 

4 052 51 3 
2,077 Franklin  3,859 54 6 2,106 1,597 

59 4 
948 

2 262 

51 

2 
1,158 

Fulton  2 , 546 44 
1 1 , 122 

540 
61 2 

330 
2 

006 
39 5 

792 Garland  11 , 525 65 6 7 , 562 O  ,  oOo 

72 

9 4  ,  DOO 
3,325 

61 6 

2 , 049 
1 

842 

47 

8 880 
Grant  2 , 607 50 2 

1 , 308 1 , 103 
56 9 627 1 

504 
45 3 

681 
Greene  7,360 64 2 4.733 2,047 

oO 

1^702 
809 

54 

0 437 4 504 57 6 

2,594 
Hempstead  8,079 43 4 3.502 2,104 

A U 
1,304 

981 47 9 
470 

4 994 34 6 

1,728 
Hot  Spring  4,725 51 9 2 , 444 

1  AQO 1 ,  4y^ fin Do 4 
1 , 077 

46 4 
499 

2 
156 

42 9 924 
Howard  4 , 169 

47 
2 

1 , 984 
olO 69 4 ODZ 929 61 2 568 2 430 

35 

2 854 
Independence. .  .  . 6,253 57 4 3 . 584 1 , 408 1 

1  .  Uo  < 
1 ,239 

48 8 604 3 606 52 5 
1 , 893 Izard  3,103 45 7 1,418 688 

62 

D 431 2 
415 

40 9 987 
Jackson  6,413 48 0 3,080 1,264 59 

■752 

1,188 
48 Q O 580 3 961 44 1 

1,748 Jefferson  17,807 
41 

8 7 ,412 6 . 378 
72 4,611 

3,384 
35 A 4 1 , 198 8 045 19 9 

1 ,603 Johnson  4,706 
53 

9 
2 , 541 

77 8 ( ly 
1 ,253 

51 

0 
638 

2 529 

46 

8 
1 , 184 Lafayette  4 , 274 36 4 1 , 554 

1 , 524 
50 9 776 2 750 

28 

3 778 
Lawrence  5,429 56 5 3,069 

1,904 
63 4 

1,207 3 525 52 8 
1,862 Lee  6,819 29 7 2,024 l!373 Aft 4o O o 663 522 

44 

6 
233 

4 924 22 9 

1,128 
Lincoln  4,916 25 6 1 ,263 1,013 

42 427 3 903 

21 

4 836 
Little  River  4 , 082 35 8 1 ,458 

1 ,621 
50 

6 820 2 461 

25 

9 

638 
Logan  6 , 070 56 8 3 , 441 4 684 

1 , 543 
60 

0 925 3 632 50 4 
1 , 832 Lonoke  7,619 48 2 3,666 

2,101 
64 

3 1,352 5 
518 

41 9 
2,314 Madison  3,523 38 

3 1,348 508 
58 n i 298 3 

015 
34 

8 

1,050 
Marion  2,340 45 4 1 , 063 568 54 A U 

307 
1 772 42 6 756 

Miller  8,359 52 0 4 , 333 
O  AM 
o ,  40q 69 9 

Z  ,  O  1  1 1 , 359 
48 2 

655 
3 

597 
36 2 

1 , 301 Mississippi  19,891 50 4 10 , 021 4 , 031 DO 1 1 £,  ,  04Z 
2,603 

58 1 1 , 513 13 257 45 0 
5 , 966 Monroe  5,291 38 

4 
2,030 1.708 

OO 1 842 727 

39 

7 289 2 856 31 5 899 
Montgomery.  .  .  . 2,221 

43 
9 975 ■  ■ ' 

698 
51 

8 362 1 523 40 3 613 
Nevada  4,807 46 9 2 , 256 902 DO 7 

575 760 
58 8 447 3 145 39 2 

234 Newton  2,455 33 4 820 ■  ■  '  ' ■  ■  ■  ■ 
264 

54 

8 
145 

2 
191 

30 8 675 
Ouachita  7 , 671 48 4 

3 , 722 2 , 476 

61 
2 

1 , 516 2,910 
50 

7 1 . 477 2 285 31 9 729 
Perry  1,966 38 

2 754 

'  ■ 

• 752 45 7 
344 

1 
214 

33 8 

410 

Phillips  12,809 32 5 4,171 4,158 4d 9 l!949 2,187 41 1 
898 

6 
464 

20 

5 

1,324 
Pike  2,953 46 5 1 ,372 

1 ,214 
57 9 702 1 

739 

38 

5 670 

8 , 757 50 9 4 ,460 1 , 577 64 6 1 , 019 
1 , 524 

57 

7 880 5 656 45 3 
2 , 561 Polk  4 , 070 46 2 1 ,885 1 , 032 

69 8 720 847 

46 

2 
392 

2 
191 

35 

3 773 
Pope  6,342 52 2 3,307 1,650 

74 

4 
1,227 

1,691 
48 

6 822 3 
001 

41 

9 
1,258 Prairie  3,785 

49 
1 1,860 ■  ■ ■ 

1,448 
52 3 757 2 337 

47 

2 1,103 Pulaski  42,112 71 7 30 ,215 30 , 564 79 o 24 , 235 6 , 523 55 3 
3 ,610 

5 025 47 2 
2 ,370 Randolph  4,438 49 6 2,210 798 

68 

0 54o 497 46 9 233 3 143 45 6 

1 ,434 
St.  Francis  9,223 31 .8 2,922 1 , 655 

60 8 
1 , 005 1 ,284 

43 8 
563 

6 284 

21 

5 
1 ,354 4,412 57 .6 2,539 1,044 

75 0 

783 

863 

60 

9 526 2 505 

49 

1 
1,230 Scott  3,320 52 .9 1,757 1,543 

56 

9 
878 

1 777 49 5 879 
Searcy  2,803 38 1 1,070 726 51 6 

374 
2 

077 
33 5 696 

Sebastian  16,765 73 
.4 

12,301 10,171 81 0 8,234 
3,700 

63 4 
2,344 

2 894 

59 

5 
1,723 3,822 49 2 1,877 858 

73 

9 634 
970 

51 

6 500 1 
994 

37 3 743 
2,826 47 

.4 1,339 815 57 6 469 2 
Oil 

43 2 870 
Stone  1,986 38 

.7 768 279 57 8 
161 

1 707 35 6 607 
Union  13,275 59 1 7,826 4,683 76 .6 

3',56i 

5,072 
57 7 

2,924 
3 520 

38 

1 
1,341 

Van  Buren  2,981 
43 

8 1,306 693 54 9 
380 

2 
288 

40 5 926 
Washington  11,099 60 .1 6,666 3!  378 

80 

i 2^706 
1,771 

62 

.0 
1,098 

5 950 48 1 
2,862 White  9,474 

54 
.6 5,177 1,081 

76 .5 
827 

2,657 
55 9 

1,485 
5 736 

49 

9 
2,865 Woodruff  5,312 45 4 2,410 1,954 50 9 994 3 

358 
42 2 

1,416 Yell  5,096 
52 

7 2,687 2,015 
59 8 

1,204 
3 081 48 1 

1,483 State  Total .  ,  . 495,825 50.9  252,148 123,528 72 4 89,442 111,636 53 7 59,891 
260,661 39.5  102,815 

Cities  of  25,000  Or  More  Population 

/o Radio 

City 

Units Radio Units 

Fort  Smith. .  . 10,171 81.0 
8,234 Little  Rock.  . 24,672 81.0 

19,985 

KLRA 

THE   ONLY   CBS  STATION 

IN  ARKANSAS 

Soon  on  1010  kc.  with  10,000  watts  day  and  5,000  watts  night 



XXX.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  CONNECTICUT 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

All  Units Urban Units Rural Nonfarm  Units Rural-Farm Units 

Comity Radio % Radio Radio % Radio 
Units Radio Units Units Radio Units Units Radio Units Units Radio Units 

Fairfield 110,235 
96 

5 106,428 77,124 96 4 74,379 29  997 97 1 29 , 130 
3,114 

93.7 2,919 116,448 96 8 112,775 84,126 97 3 81,850 27! 564 

96 

2 26,506 
4  758 

92  9 4!419 23,304 93 6 21,824 9,112 95 6 
8,714 10,867 93 4 

10,146 
3!325 

89.1 
2,964 Middlesex  14 , 084 94 6 13,319 5,791 96 1 5,567 6,878 

94 4 
6,493 1,415 89.0 

1,259 New  Haven  128,057 
96 

2 123,139 101,601 
96 

2 97,734 23 , 529 96 7 22,751 2,927 
90.7 

2,654 J^ew  London .  .  •  • 32,834 
92 

3 30,290 16  861 
94 

3 15,899 12  602 92 4 11,643 
3,371 

81.5 2  748 Tolland  8,491 
90 

3 7,668 

3 ',170 

94 3 2,989 2;841 
90 9 

2,581 
2,480 

84.6 
2^098 

15,229 90 7 13,817 6,579 94 0 
6,184 5,927 

90 

4 
5,355 2,723 

83.7 
2,278 

State  Total. . . 448,682 
95 

7 429,260 304,364 96 4 293,316 120,205 95 3 114,605 24,113 
88.5 

21,339 

Cities  of  25,000  Or  More  Population 
City 

Bridgeport. 
Bristol .... 
Hartford. .  . Meriden .  .  . 
Middletown 
New  Britain 
New  Haven New  London Norwalk.  . . 
Stamford .  . 
Torrington. Waterbury . 

West  Hart- 
ford town 

West  Haven town .  . 

Units 
%  Radio 

Radio  Units 

39,336 

7,629 44,253 10,790 

5,791 

17,256 
42,480 
8,157 10,904 

12,246 

7,035 25,387 

8,915 
8,085 

96.4 

97.9 
97.1 
96.2 

96.1 
96.5 96,2 
94.6 

95.8 
96.9 

37,937 
7,471 42,970 10,384 
5,567 

16,655 40,856 

7,719 10,443 
11,868 

95.9  6,749 96.2  24,429 
98.9 
97.5 

8,818 
7,884 

Selling  Poiuer 

HHRTFORD 

at  the  LOUIEST  PRICE 

HARTFORD 

5,000  WATTS 
DAY  AND  NIGHT 

CONNECTICUT 

BASIC  BLUE 

National  Representatives:  HEADLEY-REED  COMPANY 
NEW    YORK    •    CHICAGO    •    SAN    FRANCISCO    •    ATLANTA    •  DETROIT 
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ENCOURAGE  blood  do- 
nors, the  drug  firm  of  Hyn- 

son,  Westcott  &  Dunning, 
Baltimore,  has  evolved  a 

novel  radio  audience  participation 
program,  Keep  'Em  Living  broad- 

cast each  week-day  night  over 
WITH,  Baltimore,  which  drama- 

tizes the  personal  story  of  some- 
one who  has  survived  a  tragedy  of 

World  War  II.  Already  survivors 
of  Pearl  Harbor,  Dunkirk,  and  tor- 

pedoed American  ships  have  ap- 
peared. The  time  is  donated  to  the 

Red  Cross  and  listeners  are  urged 
to  call  in  during  the  broadcast  and 
verbal  arrangements  are  made  over 
the  air  for  their  blood  donations.  In 
the  first  few  days,  the  station  re- 

ports, there  were  almost  100  do- 
nors who  called  while  the  program 

was  on  the  air. 

True  Stories  About  Workers 
TRUE  STORIES  about  war  work- 

ers are  being  broadcast  by  WHAM, 
Rochester,  N.  Y.,  cooperating  with 
the  Rochester  Ordnance  District  to 
step  up  war  production.  Programs 
are  carried  Wednesdays  and  Fri- 

days at  6:30  p.m.  and  on  Sunday 
at  5:15  p.m.  with  workers  partici- 

pating in  interviews  and  dramati- 
zations. The  programs  are  also 

broadcast  over  W51R,  Stromberg- 
Carlson  FM  outlet,  to  be  carried 
over  war  plants'  public  address 
systems. 

For  Women's  Groups 
TO  COORDINATE  requests  for 
air  time  received  from  scores  of 
women's  organizations  concerned 
with  the  war  effort,  WLOL,  Min- 

neapolis, has  established  They  Also 
Serve.  Program  each  week  gives  a 
diff'erent  organization  time  to  ex- plain its  functions. 

PROGRAMS 

BBC  Repeat 
WITH  large  numbers  of  Royal  Air 
Force  trainees  in  Canada,  the  Ca- 

nadian Broadcasting  Corp.  is  now 
using  on  its  national  net  a  delayed 
broadcast  of  Over  to  You  which 
originates  with  the  British  Broad- 

casting Corp.  and  is  shortwaved 
to  Ottawa,  and  contains  greetings 
from  friends  and  families  of  RAF 
trainees  in  the  Dominion.  The 
broadcast  is  picked  up  at  the  CBC 
shortwave  listening  post  Friday 
evenings,  recorded,  broadcast  Sat- 

urday morning  and  again  Monday 
evening  for  those  RAF  boys  who 
are  busy  Saturday  mornings. 

Army  Calls 
IMPETUS  to  enlistments  in  spe- 

cialized branches  of  the  Army  is 
provided  in  The  Army  Calls  of 
WWJ,  Detroit.  Musical  background 
is  provided  by  an  orchestra,  vo- 

calist and  a  mixed  chorus.  An- 
nouncements deal  with  those  parts 

of  the  service  not  specifically  un- 
der the  draft. 

Ruth  Interprets 
INTERPRETING  the  news  of 

home  and  abroad  from  a  woman's 
point  of  view  is  done  On  the  Home 
News  Front,  feature  of  WWVA, 
Wheeling,  W.  Va.  Program  con- 

ductor is  Ruth  Lee  Miller,  formerly 
on  broadcasts  from  West  Liberty 
College  over  WWVA. 
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Get- Acquainted  Sale! 

5000  Watt  Coverage 

at  250  Watt  Rates! 

THAT'S  RIGHT!!  Our  new  5,000  watt 
transmitter  will  be  on  the  air  on  or 

about  August  1,  but  there'll  be  no  rate 

increase  before  January  1 !  So,  here's 
a  swell  buy  on  the  one  station  that  ofFers 

blanket  coverage  of  North  Carolina's 

"Heart  of  the  Piedmont" — the  NBC 

station  for  Winston-Salem  and  Greens- 

boro and  High  Point! 

P.  S.  WE'RE  AT  600  ON  THE  DIAL 

WC 
   

 I  f
 ■ 
 

in  Winston-
Salem 

Represented  by  Headley-Reed  Company 

How  It  Hits 
THE  IMPACT  of  the  war  on  the 
plain  citizens  is  dramatized  in  a 
weekly  CBS  series  titled  Little- 
town,  U.  S.  A.  Action  centers 
around  the  inhabitants  of  "Little- 
town,"  and  their  reactions  to  the 
war's  effect  on  their  everyday  life. 
The  series  started  off  with  the 
story  of  how  a  young  man,  work- 

ing in  a  converted  factory  manu- 
facturing parachutes,  overcame 

the  objections  of  his  father,  reac- 
tionary owner  of  the  plant,  to  the 

use  of  a  new  safety  device  in  the 
manufacturing  of  the  parachutes. 

* 
Young  America 

REPORTS  on  the  wartime  activi- 
ties of  youth  groups  such  as  the 

Scouts  and  the  4-H  clubs  are  pre- 
sented each  week  on  CBS,  in  an 

attempt  to  increase  public  recogni- 
tion of  the  contributions  being 

made  by  American  youth  to  the 
nation's  war  program.  Youth  on 
Parade  presents  a  thirteen-year-old 
reporter  with  news  of  the  patriotic 
doings  of  his  contemporaries.  A 
teen-age  singing  star,  and  the 
Young  American  Choristers  con- 

tribute songs,  and  the  Junior 
Workshop  Players  present  drama- tizations. 

❖  -1-5 Gabbing  With  Farmers 
CONVERSATIONAL  aspect  lends 
interest  to  The  Farmer  Talks  With 
Larry  Haeg  in  which  Mr.  Haeg, 
newly-appointed  agricultural  di- 

rector of  WCCO,  Minneapolis, 
transcribes  interviews  with  dirt 
farmers  from  all  over  the  state 
using  a  mobile  unit  to  travel  to 
the  farms.  Also  featured  are  fed- 

eral and  state  officials  and  all  those 
who  might  have  news  of  importance 
to  the  farmers. 

All  About  Heroes 

HEROES  and  parents  of  heroes  in 
the  armed  forces  will  furnish  talent 
for  Service  Stars  On  the  Air,  twice- 
weekly  half-hour  interview  pro- 

gram sponsored  by  Goldberg's Fashion  Forum,  Chicago  (cloth- 
ing), on  WCFL,  Chicago.  An- 

nouncements of  meeting  and  activ- 
ities of  Army  and  Navy  mothers 

and  fathers  clubs  will  be  given  by 
Cynthia  Cooper,  m.c.  Agency  is 
George  H.  Hartman  Co.,  Chicago. 

Delivering  Great  Sales 

for  your  product Because: 

In  the  past  two  years 

the  population  in 
Dayton  has  increased 
50,000  people  and 

payrolls  ̂ 87,000,000.00. 

Represented  by 

Weed  8C  Co. 

Power  of  Women 
PRESENTED  on  WJSV,  CBS 
Washington  outlet,  since  May  31, 
Womanpower,  quarter-hour  Sunday 
program  devoted  to  the  problems 
of  work  for  women  in  wartime,  is 
now  heard  on  CBS,  with  Gunnar 
Back,  WJSV  announcer,  continuing 
as  reporter  and  moderator.  Wash- 

ington actors  participate  in  the 
dramatizations,  and  guests  are 
from  the  WAAC,  volunteer  nursing 
organizations  and  similar  fields  of 
women's  wartime  work. 

Men  of  the  Waves 
TO  THE  UNSUNG  heroes  of  the 
sea,  the  merchant  seamen,  Cana- 

dian Broadcasting  Corp.  has  dedi- 
cated a  new  weekly  program  The 

Merchant  Navy,  which  will  be 
heard  Friday  evenings  starting 
July  10  when  it  will  be  aired  from 
the  Montreal  Sailors'  Institute.  The 
programs  will  be  entertainment 
for  the  merchant  seamen  and  will 
include  a  weekly  dramatized  ex- 

ploit from  the  lives  of  these  sea- men. 
*  *  * 

Radio  Ribbers 

STRICTLY  SCREWY  is  the  pat- 
tern for  The  Werps,  ten-minute 

comedy  serial  on  WBBM,  Chicago, 
five  afternoons  weekly.  Proving 
that  radio  can  rib  itself,  the  show 
is  a  take-off  on  daytime  serials. 
Fifteen  assorted  characters  are 
played  by  Elmira  Roessler  and 
Sherman  Marks,  director,  actor 
and  author. 

^  ^  ^ 
War  Facts 

KMYR,  Denver,  is  now  broadcast- 
ing Facts  for  War,  under  the  direc- tion of  the  U  of  Colorado,  which 

gives  civilians  "orientation"  courses now  being  given  Army  and  Navy 
trainees.  Continuation,  which  may 
run  26  weeks,  will  deal  with  details 
on  war  strategy,  air  and  naval 
bases,  supply  routes  and  specific 
war  problems  of  the  United  Na- tions. 

On  the  Auer 
SHOWCASING  new  types  of  pro- 

grams for  sponsor  consideration, 
CBS  on  July  5  started  a  weekly 
half-hour  variety  show  titled 
Mischa,  the  Magnificent.  Mischa 
Auer,  film  comedian,  is  m.  c.  of 
the  program  which  will  include 
comedy,  drama  and  music. 

*  *  * 
Emerald  Isle 

STORIES  of  old  Ireland  as  told 
by  Kathleen  Connelly  in  her  na- tural Irish  brogue  and  songs  by 
Tenor  Jimmy  Nolan  comprise 
Smilin'  Irish  Eyes,  sponsored  on 
KGW,  Portland,  Ore.,  by  the  local 
Hurley  Optical  Co. 

mm  m 

Ge.  .heUls  from  WOl- WASHINGTON,  O.C. 
Affiliated  wi.1,  MUTUAL  BROADCASTING  SYSTEM National  Representatives; 
SPOT  SALES,  ln<. 
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CONTROL 

NEIL  SPENCER  and  Joan  DowninR 
resigned  June  20  from  the  engineering 
staff  of  WOR,  New  York.  Spencer  en- 

tered military  service.  William  Stahl, 
engineer,  has  been  raised  to  fulltime 
status. 

JOHN  HESLIP  has  rejoined  the  en- 
gineering staff  of  WIBW,  Topeka. 

Kan.,  as  apprentice  operator,  after  an 
absence  of  six  months.- 
J.  R.  POPPBLE,  chief  engineer  of 
WOR,  New  York,  has  been  made  a 
fellow  of  the  Radio  Club  of  America, 
an  organization  aiming  to  provide  re- 

search material  of  interest  to  radio 
engineers. 
LeROY  WOLFE,  engineer  of  WIP, 
Philadelphia,  has  joined  the  Philadel- 

phia Defense  Command  as  a  monitor 
officer. 

WILLIAM  ROBINSON,  recording 
engineer  of  WIP,  Philadelphia,  has 
been  signed  to  teach  a  summer  course 
at  Swarthmore  College,  with  a  student 
body  comprised  of  Signal  Corps  per- sonnel. 

JOSEPPI  MARSHALL  formerly  of 
WKST,  New  Castle,  Pa.,  has  'been added  to  the  engineering  staff  of 
WEIL,  Philadelphia.  He  replaces 
Fred  Moore,  who  left  to  join  Canadian 
military  forces. 

CLIFFORD  RICHARDS,  radio  op- 
erator at  the  transmitter  of  WCFL, 

Chicago,  was  given  a  party  by  staff 
employes  June  30  on  the  eve  of  his  de- 

parture for  civilian  duty  with  the 
Army  Signal  Corps,  Wright  Field, 
Dayton. 
KENNETH  MOORE,  transmitter  op- 

erator of  WKZO,  Kalamazoo,  Mich., 
is  the  father  of  a  girl,  Lois  Kay,  born 
June  15. 

NORMAN  GUIMOND  has  resigned  as 
radio  engineer  of  the  Massachusetts 
State  Police  to  become  chief  engineer 
of  WOCB,  West  Yarmouth,  Mass. 
Frieda  W.  Flint,  wife  of  WOCB's  pro- gram director,  Harrison  Flint,  has  ob- 

tained a  restricted  radio  telephone  li- 
cense and  is  now  working  a  regular 

shift  in  the  control  room. 

HARVEY  SQUIRES,  former  opera- 
tor of  KVOX,  Moorhead,  Minn.,  is  i.i 

the  Government  service  at  Orange, N.  J. 

IVY  CALVERLEY  is  the  first 
feminine  operator  to  work  at  CKGB, 
Timmons,  Ont.  She  replaces  Don 
Montmorency,  now  in  war  work. 
JOHN  O.  BISHOP,  control  operator 
of  WTAR,  Norfolk,  joined  the  Army 
June  IS  and  is  stationed  at  Camp  Lee, Va. 

KENNETH  MEYERS,  graduate  of 
file  National  Radio  Institute,  and 
Francis  Peters  are  now  engineers  of 
WMRN,  Marion,  O. 
STUART  B.  LELAND,  formerly  of 
the  engineering  laboratories  of  the 
Norma-Hoffman  Mfg.  Co.,  has  joined 
WSRR,  Stamford,  Conn.,  as  transmit- 

ter engineer. 
RUSSELL  E.  HUNT,  of  Towson,  Md.. 
has  joined  the  studio  engineering  staff 
of  NBC  Chicago  as  a  vacation  engi- neer. 

DELBERT  WOFFORD,  of  Memphis, 
has  joined  the  engineering  staff  of 
WCBI,  Columbus,  Miss. 

Loaded,  Too! 
ENGINEERING  staff  of 
WWRL,  New  York,  has  re- 

ceived permission  from  the 
Police  Dept.  to  possess  fire- 

arms, and  the  technicians  now 
carry  pistols  while  on  duty 
to  prevent  possible  attempts 
at  sabotage.  The  night  watch- 

man is  also  permitted  to 
carry  a  gun. 

HOWARD  J.  BOWMAN,  engineer  of 
WWJ,  Detroit,  has  resigned  to  en- 

gage in  welding  research  for  the 
Fisher  body  division  of  General  Mo- 
tors. 
JOHN  P.  CAMPION,  of  New  Milford. 
Conn.,  has  joined  the  control  staff  of 
WDRC,  Hartford. 
LT.  NELSON  GARDINER,  formerly 
of  the  CKY,  Winnipeg,  control  room, 
now  with  the  Royal  Canadian  Corps 
of  Signals,  recently  married  Eileen 
Taylor  at  Winnipeg. 
CHARLES  K.  CHRISMON,  formerly 
of  AVAIR,  Winston-Salem;  WKPT, 
Kingsport,  Tenn. ;  and  WBIG.  Greens- boro, N.  C. ;  now  in  England,  has  been 
transferred  from  the  RAF  to  the  en- 

gineering department  of  BBC. 
DICK  VOYNOW.  New  York  engineer 
of  Decca  Records,  is  currently  in 
Hollywood  on  a  special  recording  as- 
signment. 
MERWYN  STARTUP,  operator  of 
WIBW,  Topeka,  was  inducted  June 
29  into  the  Navy. 

Sound  Division  Created 

By  Stromberg  -  Carlson CREATION  of  a  new  sound  system 
division  to  handle  the  sound  prob- 

lems of  Government  requirements 
and  of  war  industries  has  been  an- 

nounced by  Stromberg-Carlson  Tel. 
Mfg.  Co.  through  McCann-Erick- 
son,  New  York.  Head  of  the  divi- sion is  A.  C.  Schifino  with  A.  R. 
Royle,  as  sales  manager.  Others 
to  serve  in  the  new  branch  are  L. 
A.  Randall  and  N.  F.  Siebeneichen. 

The  sound  system  includes  not 
only  a  straight  voice  system  suit- 

able for  general  and  emergency 
announcements  but  is  adaptable 
for  music  to  workers,  radio  pro- 

gram pickups  and  two-way  com- 
munication between  guardhouses 

and  sections  of  the  plant. 

Union  Election  at  WHOM 

ELECTION  by  technicians  of 
WHOM,  Jersey  City,  on  their  choice 
of  joining  local  1212  of  the  Inter- national Brotherhood  of  Electrical 
Workers  (AFL),  American  Com- 

munications Assn.  (CIO),  or  for 
neither,  has  been  ordered  by  the 
National  Labor  Relations  Board. 
Details  are  to  be  worked  out  by  the 
NLRB  regional  office  in  cooperation 
with  interested  parties.  Following 
NLRB  practice,  no  date  has  been 
set  for  the  election,  the  matter, 
however,  is  to  be  concluded  in  30 
days. 

C  The  Post-Dispafch 
IX.  Station 

ST.  LOUIS  •  550  KC  •   NBC  Red 

HOW  WAR  CONDITIONS 

ARE  AFFECTING  THE 

MANUFACTURE  AND  YOUR 

USE  OF  PRESTO  SOUND 

RECORDING  EQUIPMENT 

If  your  station  makes  instantaneous  sound  recordings 
you  will  want  to  have  these  facts: 

Glass  base  recording  discs  are  still  available  for  imme- 
diate delivery.  There  is  no  present  scarcity  of  the  ma- 

terials used  for  making  these  discs  and  the  materials 
have  no  apparent  military  value.  We  are  still  recoating 
used  discs. 

★  -A-  ★ 

New  recording  equipment  cannot  be  purchased  by 

broadcasting  stations  or  other  civilian  users.  Conse- 
quently, only  about  10%  of  our  plant  capacity  is  now 

devoted  to  making  recording  equipment,  and  this  for 

government  departments.  The  other  90%  of  our  plant  is 
used  to  manufacture  radio  transmitters  and  receivers, 

amplif  ers  and  other  special  communication  equipment 
for  war  uses. 

*  *  ★ 

We  are  in  the  process  of  doubling  |he  size  of  our  plant 
to  aid  our  engineering  department  in  making  more 
efficient  use  of  our  shop  facilities  and  thus  increase  our 
output  of  urgently  needed  military  equipment. 

We  are  still  able  to  furnish  replacement  parts  such  as 
idler  wheels,  turntable  tires,  cutting  heads,  pickups  and 
feedscrews  and  to  recondition  Presto  equipment  for 

stations  entitled  to  use  the  A-3  preference  rating  for 
maintenance. 

*         *  ★ 

If  you  have  any  new  and  inexperienced  operators  who 
have  questions  about  the  handling  or  upkeep  of  your 

Presto  equipment,  ask  them  to  write  us.  We'd  like  to 
help  them  if  we  can. 

PRESTO 
in  Other  Ciliet,  Phone  .  .  .  ATIANTA,  Jack.  4372    •    BOSTON,  Bet.  4S1I>  ■■ CHICAGO,  Har.4240  •  CIEVEIAND,  Me.  156S  >  DALLAS,  37093  »  DENVER, 
Ch.4277  •  DETROIT,  Univ.  1-01  SO  •  HOLLYWOOD,  Hi).  91 33  •  KANSAS 

RECORDING  CORP  Vic.463i  •  Minneapolis, Aiioniit 4216  •  Montreal, Wei.4218 
« J  n  i..r»T  L  nX-  u  w  PHILADELPHIA,  Penny.  0542  •  ROCHESTER,  Cut.  S548  •  SAN  FRANCIS- Z4Z  WEST  35tn  ST.  K.Y.     CO,yu.0231    .   SEATTLE,  Sen.  2560   •   WASHINGTON,  D.  C,  Shep,  4003 
World't  Largett  Manufacturers  of  laslaiilaneous  Souncl  Recording  Equipmtnf  and  Diiet  \ ^  Ask  your  Agency  to  ask  the  Colonel! 

FREC  &-  PETERS.  Inc.,  Nationor  Representotives 
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THE  SudincM  OF 

BROADCASTING 

STATION  ACCOUNTS 

sp — etudio  programs 
n« — news  programs 
t — transoriptiong 

so — spot  announcements 
ta — transcription  announcements 

WHO,  Des  Moines 
Mantle   Lamp   Co.,   Chicago,   13   sp,  thru 

Presba,  Fellers  &  Presba,  Chicago. 
Nesbitt    Fruit    Products,    Los   Angeles,  2 

sa  weekly,  26  times,  thru  M.  H.  Kelso 
Co.,  Los  Angeles. 

Block  Drug  Co.,  Jersey  City,  6  sp  weekly, 
313  times,  thru  J.  Walter  Thompson  Co., 
N.  Y. 

Peter  Paul  Co.,  Naugatuck,  Conn,  (con- 
fectionaries) ,  3  ne  weekly,  thru  Platt- Forbes,  N.  Y. 

General  Cigar  Co.,  New  York  (Van  Dyck), 
2  t  weekly,  26  times  thru  Federal  Adv. 
Agency,  N.  Y. 

Flex-O-GIass  Co.,  Chicago,  1  sp  weekly,  13 
weeks,  thru  Presba,  Fellers  &  Presba, 
Chicago. 

WABC,  New  York 
Noxon,  New  York  (metal  polish),  6  sa 

weekly,  13  weeks,  thru  Raymond  Spector 
Co.,  N.  Y. 

Northwestern     Cherry     Growers'  Assn., Seattle,  5  sa  weekly,  thru  Pacific  Natl. 
Adv.,  Seattle. 

Schutter     Candy     Co.,     Chicago  (Bit-0- 
Honey   candy  bar),   6  sa  weekly,  thru 
Rogers  &  Smith,  Chicago. 

Twentieth  Century  Fox  Film  Corp.,  New 
York     ("Ten     Gentlemen     from  West 
Point''),    6    so    weekly,    thru  Kayton- Spiero  Co.,  N.  Y. 

Sunbrock's  (jircus,  Chicago,  6  sa  weekly, direct. 

WHN,  New  York 
Central  Winery,  Fresno,  Cal.  (Legend, 
Lango  and  Golden  Wine  brands),  4  sp 
and  6  sa  weekly,  thru  Weiss  &  Geller, 
N.  Y. 

United  Institute  of  Aeronautics,  New  York 
(courses)  3  ne  weekly,  thru  J.  R.  Kup- sick,  N.  Y. 

Grayson's,  New  York  (men's  clothing),  3 ne  weekly,  11  weeks,  thru  Alvin  Austin, 
N.  Y. 

Rivoli  Theatre,  New  York  ("Friendly 
Enemies"),  sa,  thru  Donahue  &  Coe, N.  Y. 

KFBK,  Sacramento,  Cal. 
California  Spray  Chemical  Co.,  San  Fran- 

cisco (ant-B-gon)  7  sa  weekly,  thru  Long 
Adv.  Service,  San  Francisco. 

Loma  Linda  Food  Co.,  Arlington,  Cal. 
(Ruskets)  weekly  sp,  thru  Gerth  Pacific 
Adv.  Agency,  San  Francisco. 

Pacific  Guano  Co.,  Berkeley,  Cal.  (Gaviota) 
3  sa  weekly,  thru  'Tomaschke-Elliott Adv.,  Oakland,  Cal. 

Acme  Breweries,  San  Francisco,  3  sp 
weekly,  thru  Brisacher,  Davis  &  Staff, 
San  Francisco. 

WMAQ,  Chicago 
Simoniz  Co.,  Chicago  (Simoniz,  cleaner, 

Lacker  Rubb),  sp  weekly,  52  weeks,  thru 
George  H.  Hartman  Co.,  Chicago. 

Chicago  Herald  American,  Chicago,  sp 
weekly,  13  weeks,  placed  direct. 

Readers  Digest  Assn.,  Pleasantville,  N.  Y., 
33  sa,  thru  BBDO,  N.  Y. 

Firestone  Tire  &  Rubber  Co.,  Akron 
(month  end  distributors  sales),  10  sa, 
thru  Aubrey,  Moore  &  Wallace,  Chicago. 

KFBK,  Sacramento,  Cal. 

Langendorf  United  Bakeries,  San  Fran- 
cisco (bread)  4  sa  weekly,  thru  Ruth- 

rauff  &  Ryan,  San  Francisco. 
Safeway  Stores  Inc.,  Oakland.  Cal.  (Brown 

Derby  beer)  7  ta  weekly,  thru  J.  Walter 
Thompson  Co.,  San  Francisco. 

State  Line  Club,  Lake  Tahoe,  Cal.  (resort), 
7  sa  weekly,  direct. 

KMJ,  Fresno,  Cal. 
Newell  Gutradt  Co.,  San  Francisco  (clean- 

ser) weekly  ta,  thru  Botsford,  Constan- 
tine  &  Gardner,  San  Francisco. 

Larus  Bros.  Co.,  Richmond,  Va.  (Domino 
cigarettes)  2  ta  weekly,  thru  Warwick 
&  Legler,  N.  Y. 

KFRC,  San  Francisco 
Calo  Dog   Food   Co.,   Oakland,   Cal.  (dog 

Food)    weekly  sp,  thru  Theo.  H.  Segall 
Adv.,  San  Francisco. 

Fisher    Flour   Milling   Co.,    Seattle,    2  so 
weekly,     thru    Pacific    National  Adv., Seattle. 

Golden  State  Co.,  San  Francisco  (Golden 
V  Vitamin  Milk)  6  sa  weekly,  and  3 
sp  weekly,  thru  Ruthrauif  &  Ryan,  San Francisco. 

National  Biscuit  Co.,  San  Francisco 
(Shredded  Wheat)  5  sa  weekly,  thru 
Botsford,  Constantine  &  Gardner,  San 
Francisco. 

Safeway  Stores  Inc.,  Oakland,  Cal.  (Brown 
Derby  Beer)  11  sa  weekly,  thru  J.  Walter 
Thompson  Co.,  San  Francisco. 

Langendorf  United  Bakeries,  San  Fran- 
cisco (Homestead  Bread)  15  so  weekly, 

thru  Ruthrauff  &  Ryan,  San  Francisco. 
William  H.  Wise  Co.,  New  York  (Aircraft 

Spotters  Guide)  6  sa,  thru  Huber  Hoges 
&  Sons,  N.  Y. 

WEEI,  Boston 
Boston  &  Maine  R.  R.,  Boston,  sa  weekly, 
thru  Harold  Cabot  &  Co.,  Boston. 

H.  P.  Hood  &  Sons,  Boston  (dairy  prod- 
ucts), 6  ne  weekly,  thru  Harold  Cabot  & 

Co.,  I3oston. 
Jordan  Marsh  Co.,  Boston,  sa  weekly,  thru 

John  C.  Dowd,  Boston. 
William  Filene's  Sons  Co.,  Boston,  so weekly,  thru  John  C.  Dowd,  Boston. 
Chandler  &  Co.,  Boston,  sa  weekly,  direct. 
Planters  Nut  &  Chocolate  Co.,  Wilkes 
Barre,  3  ne  weekly,  thru  J.  Walter 
Thompson  Co.,  N.  Y. 

WRC,  Washington 
Curtis    Pub.    Co.,    Philadelphia  (Saturday 

Evening  Post),  8  sa,  thru  BBDO,  N.  Y. 
MacFadden     Pubs.,     New     York  (True 

Story) ,  10  sa,  thru  Arthur  Kudner,  N.  Y. 
RCA  Mfg.  Co.,  Camden,  N.  J.  (records), 

sa  weekly,  26  weeks,  direct. 
Weirton    Steel    Co.,    Weirton,    West  Va., 

1  sp,  direct. 

KHJ,  Los  Angeles 
National  Biscuit  Co.,  New  York  (Nabisco 
Shredded  Wheat),  4  sa  weekly,  thru 
Botsford,  Constantine  &  Gardner,  Los 
Angeles. Barbara  Ann  Baking  Co.,  Los  Angeles 
(bread),  weekly  sp,  thru  Scholts  Adv. 
Service,  Los  Angeles. 

KPO,  San  Francisco 
Borden  Co.,  New  York   (ice  cream)    6  ta 

weekly,  thru  Young  &  Rubicam,  N.  Y. 
Larus  &  Bros.  Co.,  Richmond.  Va.  (Domino 

cigarettes)    4  so  weekly,  thru  Warwick 
&  Legler,  N.  Y. 

Curtis  Pub.  Co.,  Philadelphia  (magazines) 
3  sa  weekly,  thru  BBDO,  N.  Y. 

KFWB,  Hollywood 
California  Aircraft  Institute,  Los  Angeles, 
3  sp  weekly,  thru  Hillman-Shane- Breyer,  Los  Angeles. 

American  Cigarette  &  Cigar  Co.,  New  York 
(Pall  Mall),  42  ta  weekly,  thru  Ruth- rauff &  Ryan,  N.  Y. 

WJZ,  New  York 
Kellogg  Co.,  Battle  Creek,  Mich.  (Rice 

Krispies),  10  ta  weekly,  10  weeks,  thru 
J.  Walter  Thompson  Co.,  Chicago. 

Austin  Technical  Institute,  Newark  (home 
study  course  in  blue  print  reading),  6 
so,  thru  Emil  Mogul  Co.,  N.  Y. 

Roxy  Theatre,  New  York  ("Ten  Gentlemen 
from  West  Point"),  11  sa  weekly,  1 week,  thru  Kayton-Spiero  Co.,  N.  Y. Mother  Hubbard  Distributors,  New  York 
(Golden  Center  Toasted  Wheat  Germ), 
5  sa  weekly,  13  weeks,  thru  H.  C.  Morris 
6  Co.,  N.  Y. 

Sunbrock's  Circus,  Chicago,  30  sa  weekly, 2  weeks,  placed  direct. 
Atlantic  Macaroni  Co.,  Long  Island  City, 

N.  Y.,  3  so  weekly,  26  weeks,  thru  Pru- dential Adv.,  N.  Y. 

KFI,  Los  Angeles 
Firestone  Tire  &  Rubber  Co.,  Akron,  O. 

(tires,  tubes),  weekly  so,  thru  Sweeney 
&  James  Co.,  Cleveland. 

Sparkletts    Drinking    Water    Corp.,  Los 
Angeles,  5  ne  weekly,  thru  Raymond  R. 
Mergan  Co.,  Hollywood. Turco  Products  Inc.,  Los  Angeles  (cleaning 
compound) ,   5  sp  weekly,  thru  Warren 
P.    Fehlman    Adv.,    Huntington  Park, 

Cal. Rosefield  Packing  Co.,  Alameda,  Cal. 
(Skippy  peanut  butter),  weekly  t,  thru 
Sidney  Garfinkel  Adv.  Agency,  San 
Francises. 

Reader's  Digest  Assn.,  Pleasantville,  N.  Y. (magazine),  3  sa  weekly,  thru  BBDO, N.  Y. 

WOWO-WGL,  Ft.  Wayne 
Olson  Rug  Co.  (Rugs)  52  sp,  thru  Presba, Fellers  &  Presba,  Chicago. 
Murphy    Products    Co.,    Burlington,  Wis. 

(Feeds  for  Livestock  and  Poultry),  312 
sp,  thru  Wade  Adv.  Agency,  Chicago. 

Farnsworth  Television  &  Radio  Corp.,  Ft. 
Wayne,  (radios)  13  t,  direct. 

Ex-Lax,  Inc.,  Brooklyn,  39  ta,  thru  Joseph Katz  Co.,  N.  Y. 
Rex  Research  Corp.,  Toledo   (Fly-Tox)  26 

ta,  thru  Miller  Agency  Co.,  Toledo. 

WBBM,  Chicago 
Starck  Piano  Co.,  Chicago  (musical  instru- 

ments), 1  sp  weekly,  52  weeks,  thru 
George  H.  Hartman  Co.,  Chicago. 

American  Aircraft  Institute,  Chicago 
(school),  4  so  weekly,  52  weeks,  thru 
M  A.  Ring  Co.,  Chicago. 

WNEW,  New  York 
Sunbrock's  Shows,  Chicago,  Wild  West 

Rodeo,  Hollywood  Thrill  Show  and  Cir- 
cus), 101  sa  and  30  sp,  three  weeks, direct. 

WFVA,  Fredericksburg,  Va. 
Joseph  Schlitz  Brewing  Co.,  Milwaukee,  5 

ta  weekly,  13  weeks,  direct. 

WINS,  New  York 
Sunbrook's  Shows,  Chicago,  83  sa  weekly, three  weeks  direct. 

Baseball  Sponsors 

Carry  War  Plugs 

Same   Messages  Are  Carried 
On  Weekly  Allocations 
TIEING  in  with  the  radio  alloca- 

tion plan  for  sponsored  programs, 
20  advertisers  using  a  total  of  133 
stations  to  broadcast  baseball 
games  begin  July  6  to  deliver  two 
Government  messages  per  broad- 

cast. Messages  for  the  week,  July 
6-12,  are  on  behalf  of  the  USO  and 
Coast  Guard  recruiting.  Messages 
for  the  second  week,  July  13-19, 
are  the  10%  Club  (war  bonds)  and 
binoculars  for  the  Navy. 

The  plan  calls  for  one  message 
to  be  delivered  prior  to  the  middle 
of  the  fifth  inning  and  not  earlier 
than  the  start  of  the  second  inning. 
The  second  announcement  is  to 
come  not  later  than  the  last  of  the 
eighth  inning. 

Uniform  Plugs 

Under  this  new  plan,  all  spon- 
sors will  be  asked  to  carry  the  same 

messages  each  week.  In  the  past, 
according  to  the  radio  section  of 
the  Office  of  War  Information, 
sponsors  were  approached  by  indi- 

vidual Government  departments 
seeking  radio  cooperation.  Con- 

fusion resulted. 
According  to  OWI,  sponsors  or 

their  agencies  will  be  supplied  with 
fact  sheets  covering  each  appeal 

and  preparation  of  the  announce- 
ment will  be  up  to  them.  The  idea 

is  to  obtain  the  widest  variety  of 
treatment  instead  of  a  constant 
canned  announcement. 
OWI  tried  to  contact  every  spon- 

sor of  baseball  broadcasts.  Each  of 
the  20  sponsors  agreed  to  the  plan. 
OWI  will  turn  over  the  idea  to  any 
sponsors  overlooked,  as  soon  as 
they  make  themselves  known. 

Participating  sponsors  are:  At- 
lantic Refining  Co.,  General  Mills, 

Sperry  Flour  Co.,  Lever  Bros., 
Dutch  Maid  Ice  Cream,  Socony 
Vacuum,  Yellow  Cab  Gasoline, 
Genesee  Brewing  Co.,  Oertels 

Brewing  Co.,  P.  Lorillard  Co.,  Wal- 
green Drug  Stores,  Wagner  Bot- 

tling Co.,  Berger  Brewing  Co.,  Red 
Top  Brewing  Co.,  Model  Laundry 
Co.,  R.  H.  Macy  &  Co.,  Lundquist- 
Lilly,  Hyde  Park  Breweries  Assn. 
and  Falstaff  Brewing  Corp.;  cer- 

tain Coca-Cola  and  Seven-Up  bot- 
tling companies  are  being  con- tacted. 

Canadian  Govt.  Paid  Spots 
THE  CANADIAN  Government,  for 
the  National  War  Finance  Committee 
of  the  Department  of  Finance,  starts  a 
paid  spot  announcement  campaign 
about  July  6  to  run  seven  days  weekly 
wherever  possible  on  all  Canadian  sta- tions— on  70  with  announcements  in 
English  and  14  with  announcements  in 
French.  The  transcribed  announce- ments and  flashes  will  be  used  five 
times  daily,  and  will  urge  buying  of 
war  saving  stamps  and  certificates. 
The  account  is  placed  by  the  Adver- 

tising Agencies  of  Canada  War  Fi- nance Committee,  Toronto. 

FRANK  CUHBL,  MBS  correspondent 
in  Melbourne,  Australia,  has  taken 
over  the  Tuesday  period  of  the  six- 
weekly  programs  of  Australian  news 
heard  on  MBS  11 :15-11 :30  a.m. 

There's  gold  in  them  thar  mountains. 
Adv. 
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GENERAL  FOODS  Corp.,  New  York, 
which  has  been  sponsoring  the  Wednes- 

day evening  Symphony  Hall  program 
of  recorded  music  on  WQXR,  New 
York,  since  September  1940,  has  ex- 

tended its  contract  for  eight  weeks 
after  the  current  contract's  expiration date.  New  series  will  continue  to  be 
heard  for  Sanka  coffee  from  Oct.  28 
through  Dec.  16  in  the  8-9  p.m.  period. 
Agency  is  Young  &  Rubicam,  New 
York. 
GEO.  F.  STEIN  BREWERY,  Buf- 

falo, has  renewed  Korn  Kobilers  on 
WBEN,  Buffalo,  for  26  more  weeks. 
Tuesday  and  Thursday.  6:30  to  6:45 
p.m.  Ellis  Adv.  Co.,  Buffalo,  directs 
the  account. 
NESBITT  FRUIT  PRODUCTS.  Los 
Angeles  (California  orangeade),  ex- 

panding its  summer  campaign,  on 
June  30  added  WNAX,  Yankton. 
S.  D.,  to  the  list  of  stations  carrying 
the  twice-weekly  quarter-hour  tran- 

scribed commentary  series.  Passing 
Parade  with  John  Xesbitt.  Contract 
is  for  13  weeks.  Kelso  Adv.  Agency, 
Los  Angeles,  has  the  account. 

SUNBROCK'S  SHOWS,  Chicago,  is using  a  heavy  schedule  on  WNEW. 
New  York,  to  promote  the  first  New 
York  engagement  of  its  Wild  West 
Rodeo,  Hollywood  Thrill  Show  and 
Circus,  opening  at  the  Polo  Grounds 
in  July.  Over  a  period  of  three  weeks. 
June  27-July  19,  the  company  has 
contracted  for  101  spot  announcements 
and  30  10  and  lo-minute  periods  on 
various  programs,  with  performing 
artists  doing  the  commercials  for  the 
programs,  many  of  them  of  the  news 
type.  Account  is  handled  direct. 

SmCASTING 
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MUTUAL  CITRUS  PRODUCTS  Co., 
Anaheim,  Cal.  (MCP  Pectin),  in  an 
eight-week  summer  campaign  which 
ends  in  late  July,  currently  is  using 
from  2  to  5  spot  announcements  week- 

ly on  KIDO  KORE  KHQ  KSL 
KGBX.  Firm  in  addition  sponsors  an 
average  of  three  participations  per 
week  in  Neiospaper  of  the  Air  on 
KOIN ;  International  Kitchen  on 
KPO ;  Homekeepers  Calendar  on 
KOMO ;  Art  Baker's  Notebook  on KFI.  Agency  is  Charles  H.  Mayne 
Co.,  Los  Angeles. 
SCHUTTER  CANDY  Co..  Chicago 
I  Bit-O-Honey ) ,  has  placed  15  30- word 
spot  announcements  weekly  on  WLW. 
Cincinnati.  Agency  is  Rogers  & 
Smith.  Chicago. 
McMAHAX  FURNITURE  Co.,  Santa 
Monica  (Southern  California  chain), 
placing  direct,  sponsors  a  daily  quar- 
tor-hour  early  morning  commentary 
featuring  Fleetwood  Lawton  on  KFI 
and  KECA,  Los  Angeles.  In  addition, 
a  transcribed  version  is  sponsored  six 
times  weekly  on  KERN,  Bakersfield. 
and  KMJ,  Fresno.  Firm  also  spon- 
.sors  a  six-weekly  half-hour  of  news  and 
recordings  on  KPAS,  Pasadena,  and 
weekly  participation  in  Ecos  Acore- nnos.  a  Portuguese  language  program 
on  KGER.  Los  Angeles.  J.  W.  Shafer 
is  advertising  manager. 

BALDWIN  HILLS  Properties,  Los 
Angeles,  to  promote  Baldwin  Hills 
Village,  new  apartment  style  com- 

munity, is  sponsoring  weekly  participa- 
tion in  The  Bridge  Club  on  KFI.  that 

city,  and  Norma  Young's  Happy Homes  on  KHJ,  Hollywood.  Contracts 
are  for  52  weeks  having  started  June 
12.  Other  Southern  California  radio 
will  be  used.  Hixson-O'Donnell  Adv. Inc.,  Los  Angeles,  has  the  account. 

DOT'BLE  COLA  BOTTLING  Co.. 
Waco,  Tex.,  in  a  13-week  test  cam- 

paign ending  Aug.  7  to  promote  Chuk- ker,  a  new  soft  drink,  is  using  27 
transcribed  one-minute  musical  an- 

nouncements per  week  on  WACO, 
that  city.  Featured  is  Dave  Lane. 
Hollywood  vocalist-pianist.  Agency  is 
Barnes  Chase  Co.,  Los  Angeles. 
WM.  WRIGLEY  Jr..  Co..  Chicago 
(cliewing  gum),  has  started  sponsor- ship of  transcribed  rebroadcasts  on 
WIND,  Gary,  of  Ben  Bernie  &  All 
the  Lads,  as  carried  on  CBS.  WIND 
time  is  8 :05-8 :20  p.m.  Agency  is 
Arthur  Meyerhoff  &  Co.,  Chicago. 
FISHER  FLOURING  MILLS  Co.. 
Seattle,  has  contracted  for  sponsor- ship of  James  Abbe  Covers  the  yeics. 
thrice-weekly  for  13  weeks  on  KGW. 
Portland.  Agency  is  Pacific  National 
Advertising.  Seattle. 

TURCO  PRODUCTS  Inc.,  Los  An- 
geles (cleaning  compound),  out  of 

radio  for  six  months,  in  a  summer 
campaign  which  started  in  late  June 
is  sponsoring  five  participations  week- 

ly in  Art  Baker's  Notebook  on  KFI, that  city.  Warren  P.  Fehlman  Adv.. 
Huntington  Park,  Cal.,  has  the  ac- count. 
L.  B.  LABS.,  Hollywood  (hair  oil), 
in  a  13-week  campaign  starting  July 
6  will  sponsor  three-minute  news flashes  twice  daily  on  KFSO,  San 
Francisco.  If  innovation  is  successful, 
campaign  v.-ili  be  expanded  to  include other  West  Coast  stations.  Agency  is 
Glasser-Gailey  &  Co.,  Los  Angeles. 
HUDSON  COAL  Co.,  Scranton,  Pa., 
producers  of  anthracite,  and  Port 
Petroleum,  Schenectady,  gasoline  dis- 

tributors, have  each  signed  for  seven- 
weekly  programs  of  AP  news  from Press  Assn..  AP  radio  subsidiary,  on 
WSNT  Schenectady,  new  250-watt outlet  scheduled  to  go  on  the  air 
early  in  July.  Agency  for  Hudson  is Leichton  &  Nelson.  Schenectady. 
METROPOLITAN  Federal  Savings  & 
Loan  Assn..  Los  Angeles  (invest- 

ments), in  a  two-week  campaign  end- 
ing July  10,  is  using  a  total  of  150 

live  one-minute  spot  announcements  on 
KECA  and  KMPC.  placed  by  Elwood 
J.  Robinson  Agency.  Los  Angeles. 

3 IN  J  IMPORTANT  CLASSIFICATIONS 

DRUG 

GROCERY 
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W-G-N  has  more  national  and  local 
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NEW  MICROSCOPE 

Dr.  Zworykin  Gives  Details 

-At  iREc  Session- 

Broadcast  Operations  in  Wartime 
(Continued  from  page  20) 

ANNOUNCEMENT  of  a  scanning 
electron  microscope,  which  enables 
the  study  of  surfaces  of  opaque 
objects  in  greater  detail  than  ever 
before  was  revealed  June  29  by  Dr. 
V.  K.  Zworykin,  associate  director 
of  the  RCA  Labs,  in  a  scientific  pa- 

per read  at  the  Institute  of  Radio 
Engineers  convention  in  Cleveland. 
This  mechanism  was  developed  at 
the  RCA  laboratories. 

Although  Dr.  Zworykin  was  cau- 
tious in  predicting  the  full  range 

of  the  instrument's  utility,  his  asso- 
ciates regarded  the  device  as  an 

important  contribution  to  the  field 
of  metallurgy.  According  to  Zwory- 

kin, the  new  instrument  utilizes 
the  principles  of  television,  the 
electron  microscope  and  radio  fac- 

simile, recording  one  picture  ele- 
ment at  a  time. 

This  development  is  the  result  of 
years  of  research  which  were  par- 

ticipated in  Dr.  Zworykin,  Dr. 
James  Hillier,  Richard  L.  Snyder 
and  the  earlier  work  of  Arthur  W. 
Vance  and  L.  E.  Flory  plus  the 
mathematical  contributions  of  Dr. 
E.  G.  Ramberg— all  of  RCA. 

STORY  of  an  average  American  fam- 
ily, The  Bartons,  sponsored  until  June 

29  by  Procter  &  Gamble  Co.,  Cincin- 
nati, for  Chipso  on  NBC.  is  starting  a 

new  series  of  five-weekly  broadcasts 
July  6  in  the  5 :45-6  p.m.  period  on 
NBC  on  a  sustaining  basis. 

as  much  while  giving  only  15% 
more  radiation.  By  placing  the 
emergency  antenna  close  to  the 
transmitter  building,  the  question 
of  the  emergency  transmission  line 
offers  no  problem. 

To  protect  against  the  loss  of 
power  service  some  of  the  CBC 
plants  are  already  equipped  either 
with  two  independent  electric  power 
feeds  or  with  a  standby  gas  engine. 
Unfortuntely  other  points  have  no 
such  power  protection  but  efforts 
are  being  made  to  locate,  on  the 
used  equipment  market,  odd  gaso- 

line engines  and  generators  which 
might  be  assembled  together  to  pro- 

vide at  least  enough  power  for 
operation  of  these  plants  out  of 
their  driver  stages. 

Only  one  of  the  CBC  transmitters 
uses  high-level  modulation  where 
low-power  operation  is  not  feasible 
and  all  other  plants  either  have  or 
will  have  facilities  permitting  rapid 
switching  from  full  power  to  re- 

duced power  out  of  the  driver 
stages.  This  provision,  which  can 
usually  be  made  with  only  minor 
circuit  changes  and  is  already  a 
most  useful  one  under  normal  con- 

ditions, may  now  become  a  neces- 
sity with  the  present  shortage  of 
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power  tubes  becoming  more  acute each  day. 

Now  obviously,  emergency  an- 
tennae, alternate  power  supplies 

and  low-power  operation  are  no 
guarantee  against  the  total  loss  of 
the  plant,  or  against  serious  inter- 

ruptions of  service  in  a  multitude 
of  different  ways.  The  only  way  to 
get  around  this  eventuality  is  to 
have  another  transmitter  which 
can  take  over  in  an  emergency. 
Fortunately  such  protection  is  pos- 

sible at  most  of  the  CBC  main  out- lets. 

Standby  Equipment 

These  standby  transmitters  have 
been  assembled  from  old  units 
which  were  taken  out  of  service 
from  other  CBC  stations  whose 
power  was  increased  some  years 
ago.  The  case  of  the  Vancouver 
standby  may  be  more  interesting. 
Normally,  this  is  the  SW  station 
CBRX  which  is  used  to  provide 
SW  broadcast  service  to  sparsely 
populated  areas  inside  B.  C.  which 

can  not  be  covered  by  CBR's  broad- 
cast band  transmissions.  This  short- 

wave transmitter  was  originally  lo- 
cated with  the  main  transmitter  at 

Lulu  Island  outside  Vancouver. 
The  masts  for  the  shortwave  doub- 

let are  used  at  present  to  support 
the  emergency  antenna  for  the 
main  transmitter  and  the  short- 

wave transmitter  itself  has  been 
moved  directly  to  the  studios  while 
a  new  SW  doublet  was  installed  on 
the  roof  of  the  hotel  in  which  we 
are  located.  This  same  antenna  is 
also  used  as  a  T  aerial  for  broad- 

cast standby  service  with  the  SW 
transmitter  modified  for  operations 
on  the  frequency  of  the  main  trans- 

mitter. This  transmitter  can  serve 
also  as  a  studio  transmitter  link. 
The  only  drawback  is,  of  course, 
that  the  regular  SW  service  would 
have  to  be  discontinued  in  case  of 
an  emergency.  This,  however,  is 
not  serious. 

It  has  been  found  from  experi- 
ence that  the  various  wire  circuits 

to  and  from  a  studio  plant  may 
actually  be  all  routed  through  the 
same  telephone  exchange,  in  which 
case  the  destruction  of  this  par- 

ticular exchange  may  be  just  as 
serious  as  the  loss  of  the  studios. 
To  get  around  this  difficulty  the 
emergency  studio  point  should  be 
so  located  in  another  part  of  the 
city  that  its  loops  will  follow  a 
route  different  from  that  taken  by 
the  regular  facilities. 

At  all  CBC  studio  points,  all  re- 
mote gear,  amplifiers,  microphones, 

stands,  cables,  order  wire  tele- 
phones, sound  effects  turntables, 

portable  recorders,  mobile  units  are 
to  be  kept  away  at  all  times  from 
main  studios  and  are  to  be  stored 
in  the  safest  possible  location.  This 
measure  will  be  very  inconvenient 
from  an  operating  standpoint,  but 
on  the  other  hand,  no  matter  what 
disaster  has  to  be  faced,  it  is  hard- 

ly likely  that  both  main  studio  fa- cilities and  the  remote  gear  would 
be  destroyed  at  the  same  time. 

Five  Main  Steps 

All  these  measures  which  have 
been  described  are  pretty  obvious 
and  none  represents  any  innova- 

tion : Protection  against  sabotage,  by 

the  erection  of  fences  and  barri- 
cades, by  the  provision  of  flood 

lighting  and  armed  guards. 
Protection  of  plant  by  fire  in- 

structions and  precautions. 
Conservation  of  equipment  by 

efficient  utilization,  by  good  main- 
tenance and  operations  practices, 

by  the  rehabilitation  of  obsolete 
units,  by  the  elimination  of  unnec- 

essary operations  and  by  the  reduc- 
tion of  the  power  of  transmitters. 

Protection  of  transmitter  opera- 
tions by  emergency  antennae,  by 

operations  out  of  the  driver  stages, 
by  standby  generators  and  by 
standby  transmitters  of  low  power. 

Protection  of  studio  operations 
by  dispersion  of  facilities,  by  the 
setting  up  of  emergency  control 
points  and  by  the  use  of  portable 
equipment  and  mobile  units. 

Gibbons'  Estate 
AN  ESTATE  of  $255,122  was  left  by 
Floyd  P.  Gibbons,  war  correspondent 
and  radio  news  commentator,  who  died 
Sept.  24,  1939,  it  was  disclosed  last week  in  an  accounting  filed  by  his 
sister,  Mrs.  Zelda  Mayer,  in  Surro- 

gates Court,  New  York.  A  sum  equal 
to  a  year's  salary  was  bequeathed  by 
Mr.  Gibbons  to  employes  who  had  been 
with  him  a  year  or  more.  Mrs.  Mayer, 
Edward  T.  Gibbons  Jr.  and  Donald  E. 
Gibbons,  brothers,  and  Margaret  Chap- 

man, another  sister,  share  the  re- mainder of  the  estate. 

PAUL  H.  RAYMER  CO..  NATIONAL  REPRESENTATIVE 
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Policy  Laid  Down 

For  Wartime  Ads 

Lt.  Powell  Explains  Need  for 
Military  Regulations 

COMPANIES  busy  with  war  pro- 
duction have  a  right  to  talk  about 

it  in  advertising,  Lt.  Richard  P. 
Powell,  War  Dept.  representative, 
said  June  30  in  addressing  the  Na- 

tional Industrial  Advertisers  Assn. 
convention  June  29- July  1,  at  the 
Hotel  Traymore,  Atlantic  City,  on 
the  subject  "War  Dept.  Policy  on 
Advertising." 

Nevertheless,  he  cautioned  that 
institutional  advertising  of  this 
character  should  not  reveal  infor- 

mation of  value  to  the  enemy,  that 
it  should  not  "imply  that  the  Army 
favors  any  particular  manufac- 

turer or  businessman  over  his  com- 

petitors," and  should  present  the 
Army  in  a  creditable  light. 
Following  Pearl  Harbor,  Lt. 

Powell  pointed  out,  the  Army  found 
it  necessary  to  expand  its  public 
relations  facilities  just  as  industry 
converted  its  plants  and  extended 
existing  operations.  However,  he 
added  that  War  Dept.  policies  re- 

garding the  use  of  Army  or  war 
activity  themes  were  not  "hastily 
thrown  together  overnight."  In 
fact,  he  said,  many  of  the  regula- 

tions are  actually  based  on  Gov- 
ernment statutes. 

Penalties  Provided 

For  example,  the  Espionage  Act 
sets  up  certain  penalties  for  "ob- 

taining or  seeking  to  obtain  in- 
formation of  military  or  naval  im- 
portance, where  the  intent  is  to 

use  such  information  to  injure  the 
United  States,"  he  said. 
Another  example  cited  was  an 

act  of  1932  which  "prohibits  the 
reproduction  in  any  manner,  by 
manufacture,  printing  or  other 
means,"  of  Army  insignia  without 
express  authorization  as  pre- 

scribed by  the  Secretary  of  War. 
Lt.  Powell  said  it  was  not  easy 

to  determine  the  exact  point  where 
value  of  information  to  the  enemy 
outweighs  value  in  boosting  home 
morale.  In  cases  of  this  kind,  he 
said  it  was  necessary  to  exercise 
"common  sense"  rather  than  ad- 

hering to  fixed  rules.  In  illustra- 
tion, he  said  that  much  information 

can  be  released  locally  which  can- 
not be  given  national  or  even  state- 

wide circulation,  as  in  the  case  of 
an  airplane  plant.  The  presence 
of  the  plant  means  that  local  resi- 

dents know  of  its  existence  and 
the  local  release  of  some  informa- 

tion may  be  permitted. 
Admitting  that  a  spy  or  sabo- 

teur could  then  go  into  a  town  and 
obtain  some  information,  Lt.  Pow- 

ell pointed  out  this  method  would 
require  a  complicated  organization 
to  assemble  a  real  picture  of  Amer- 

ican war  activity.  Thus  by  common 
sense  practice  of  allowing  local 
dissemination  of  information  which 
requires  a  complicated  spy  system 
to  collect,  the  Army  is  making  it 
more  likely  to  detect  such  activity 
he  concluded. 

SERGEANT  STRIPES  now  adorn 
the  uniform  of  Jean  Connelly,  sec- 

retary of  William  T.  Cavanagh, 
program-production  manager  of 
WTAG,  Worcester,  Mass.  Miss 
Connelly  as  a  member  of  the 
Massachusetts  Women's  Defense 
Corps  has  been  assigned  to  all 
publicity  for  Region  3  of  the  corps. 

'BARN  DANCE'  RUBBER 

Drive  in  Bloomington,  ill., 

-Wins  WPB  Praise- 

A  SUBSTANTIAL  contribution  to 
the  war  effort — 53,000  pounds  of 
rubber  and  585,000  pounds  of  metal 
— was  made  by  officials  of  WLS, 
Chicago,  when  the  National  Baryi 
Dance  originated  June  27  in  Bloom- 

ington, 111.  Charging  50  pounds  of 
rubber  or  100  pounds  of  metal  per 
person  for  admission  to  the  Satur- 

day evening  broadcast,  WLS  gave 
out  tickets  to  7,500  contributors 
around  Bloomington.  The  drive  was 
commended  by  Donald  M.  Nelson, 
WPB  chief. 

Prize  of  an  all-expense  trip  to 
Chicago  and  a  baseball  game  or 
stage  show  on  July  4  weekend  was 
given  by  WLS  to  the  family  con- 

tributing the  largest  total  of  sal- 
vage material;  the  winning  family 

was  also  presented  on  the  July  4 
National  Ba7~n  Dance  broadcast. 

CAPITOL  RECORDS  Inc.,  Holly- 
wood recording  manufacturers  recently 

established  with  headquarters  at  1483 
N.  Vine  St.,  in  late  June  released  its 
first  group  of  six  discs  under  that  firm 
label.  Bands  and  singers  featured  in 
the  premiere  recordings  are  Paul 
Whiteman,  Freddie  Slack,  Gordon 
.Jenkins.  Dennis  Day,  Martha  Tilton, 
Connie  Haines  and  .Johnny  Mercer. 

Denver  ^ 

Planning  a  test  campaign?  Have 
your  say  on  KOA...to  reach  more 
people  at  less  cost *  Source:  Eastern neivspaper  sludy 

Heads  WABC  Sales 
BEVERLY  M.  (Bevo)  Middleton, 
account  executive  of  Radio  Sales, 
CBS  subsidiary,  has  been  named 
sales  manager  of  WABC,  New 
York  key  outlet  of  CBS,  by  Arthur 
Hull  Hayes,  WABC  general  man- 

ager, who  has  been  handling  that 
position  in  addition  to  his  other 
duties.  Mr.  Middleton,  at  one  time 
part-owner  of  WCHV,  Charlottes- 

ville, Va.,  then  WEHC,  has  also 
been  manager  of  KBIX,  Muskogee, 
Okla.,  and  sales  manager  of  WFAS, 
White  Plains,  N.  Y.  He  also  served 
with  various  other  independent  sta- 

tions prior  to  joining  CBS  four 
years  ago.  He  was  recently  elected 
secretary  of  the  Radio  Executives 
Club  of  New  York  for  the  1942-43 

'March'  Guest  Plan 

AS  AN  ADDED  feature  of  the 
March  of  Time  program,  which 
makes  it  premiere  broadcast  on 
NBC  July  9,  Time  Inc.,  New  York, 
its  sponsor,  will  present  "men  who 
make  the  news"  with  Lt.  Gen 
Brehon  B.  Somervell,  chief  of  the 
Army's  Services  of  Supply,  as  the 
first  guest.  This  feature,  together 
with  direct  overseas  reports  by 
Time's  correspondents  in  foreign 
news  capitals,  will  be  in  addition 
to  the  program's  usual  dramatiza- 

tion of  the  week's  most  significant news  event.  The  series,  to  be 
heard  Thursdays  10:30-11  p.m., 
will  be  carried  by  53  NBC  stations 
as  well  as  NBC's  international  sta- 

tions. Agency  is  Young  &  Rubi- 
cam.  New  York. 

«Sltiy,  AIN'T  IT,  TO  DO  THINGS  THE  HARD 

WAY?  LIKE,  PR  INSTANCE,  TRYIN'  TO 

REACH  THE  RED  RIVER  VALLEY'S 
290,000   RADIO  FAMILIES 

WITHOUT  WVAY!'* 

WDAY FARGO,  N.  D.  5000  WATTS>NBC 
1^     AFFILIATED  WITH  THE  FARGO  FORUM 

FREE  &  PETERS,  NAT'i  REPRESENTATIVES 
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WATT 

RADIO  MAP 

Blanketing 

11  Eastern 

Seaboard  States 

227,000  Sq.  Miles 

Over  12,000,000 

people 

BASIC  COLUMBIA 

NETWORK  STATION 

EXPLOITATION  and  it
s  ap- plication to  a  network  is 

fast  becoming  a  point  of  in- 
terest to  many  radio  and  ad- 

vertising executives,  according  to 
Fox  Case,  CBS  West  Coast  direc- 

tor of  public  relations.  "We  con- sider this  phase  of  promotion  so 
essential,"  Mr.  Case  declared,  "that 
a  department  has  been  established 
in  Hollywood  specifically  for  ex- 

ploitation under  David  Davidson". 
To  exemplify  operations  of  this 

department,  he  singled  out  the  cam- 
paign conducted  for  Harry  W. 

Flannery,  Hollywood  commentator. 
Mr.  Flannery  has  recently  released 
Assignment  to  Berlin,  a  record  of 
his  experiences  as  a  CBS  corre- 

spondent in  that  city.  The  six-point 
campaign  using  this  book  to  gain 
additional  listeners  for  the  network 
follows : 

(1)  letter  released  on  CBS  letter- head to  more  than  500  Pacific 
Coast  bookshops  stressing  the  profit 
to  them,  in  book  sales,  to  be  ob- 

tained by  promoting  Flannery;  (2) 
five  subsequent  postcard  mailings 
informing  the  bookshops  of  that 
many  promotional  moves  made  for 
Flannery;  (3)  Los  Angeles  window 
displays;  (4)  interviews  featuring 
Flannery  on  other  CBS  commenta- 

tor programs;  (5)  news  stories  and 
meetings  discussing  the  book's  con- tents by  journalistic  societies  of 
high  schools  in  the  Los  Angeles 
area;  and  (6)  guest  appearances  at 
social  clubs. 

Public  Servant 
CURRENTLY  being  distributed  by 
WQAM,  Miami  Beach,  Fla.,  is  its 
annual  compilation  of  public  or- 

ganizations served  by  the  station. 

Network  Drive — Salvage  Prizes — Bond  Sellers 

War  Song  Contest — Guide  Books 

New  $350,000  Transmitter  Plant 

BUFFALO 
BROADCASTING  CORPORATION 

All  I  t  <>nn/  Hr/ji/r>*'/i  (« (u  #  n  . 

REGARDING 

KFDM'S IMMEDIATE  MARKET 
•  25%  increase  in  population  in  Jefierson 

County  since  1940. 
•  200%  increase  in  Orange  County  since 

1940. 
•  28,000  engaged  in  war  industries  in  lef- 

ierson  and  Oronge  Counties. 
•  Industrial  payroll  is  $4,215,000.00  per 

month,  in  both  counties. 
•  Total  population  leilerson  and  Orange 

Counties  is  220,900. 
•  In  a  20-mUe  radius  oi  Beaumont  are 

lour  shipyards  and  five  refineries. 
•  62,800  families  in  both  leilerson  and 

Orange  Counties  (estimate  based  on 
1940  census). 

560KC 
FULL  TIME  1000  watts 

iCE'.FIII/ki^ 

Prizes  to  Scouts 
STIMULATING  added  interest  in 
the  campaign  to  collect  salvage 
rubber  for  war  use,  Earle  C.  Anth- 

ony, owner  of  KFI-KECA,  Los 
Angeles,  on  June  22  offered  three 
prizes  totaling  $500  to  Boy  Scout 
troops  accumulating  greatest 
amount  of  the  vital  defense  ma- 
terial. 

Contest  details  were  announced 
over  both  stations  during  the  drive, 
Mr.  Anthony  expressing  belief  that 
the  added  incentive  would  spur 
Los  Angeles  Boy  Scouts  to  greater 
efforts.  First  prize  was  $250,  with 
second  as  $150  and  third,  $100. 
Troop  members,  upon  turning  in 
rubber  to  the  various  depots  es- 

tablished at  service  stations,  re- 
ceived receipts  for  same.  Each 

Scoutmaster  in  turn  entered  total 
at  Scout  headuqarters  in  that  area. 
Entries  are  being  tabulated.  Prize 
winners  will  be  announced  shortly. 

Ladies  Invited 
TO  BUILD  a  listening  audience 
for  the  Canadian  Government  War- 

time Prices  &  Trade  Board's  daily 
serial  Soldier's  Wife,  CKOC,  Ham- 

ilton, Ont.,  invited  150  of  the  lead- 
ing club  and  church  women  of  the 

city  to  its  main  auditorium.  Com- 
mercial Manager  William  Guild 

outlined  radio's  part  in  the  war, 
and  CROC's  women's  editor  Jean 
Gillard  invited  the  club  and  church 
women  to  use  the  station's  insti- 

tutional programs  for  announce- 
ments of  activities.  With  a  roving 

microphone  Jen  Gillard  quizzed  the 
ladies  on  their  work  with  the 
Board,  the  price  ceiling  authority, 
and  the  interviews  were  played 
back  immediately,  were  later  used 
as  promotion  on  the  air  for  the 

price  ceiling  program.  Soldier's Wife. ^  ^ 

Ports  of  Call 
CHILDREN  listening  to  The  Sea 
Hound,  adventure  serial  presented 
on  BLUE  in  cooperation  with  the 
Office  of  the  Coordinator  of  Inter- 
American  Affairs,  are  to  be  offered 
a  map  of  South  and  Central  Amer- 

ica, indicating  the  ports  visited  by 
"Capt.  Silver,"  leading  character 
of  the  series. 

Super  Stufif 
BECAUSE  of  the  increase  in  busi- 

ness on  WJZ,  BLUE  New  York 
outlet,  since  a  local  management 
was  set  up  in  January,  the  station 
is  issuing  every  two  weeks  a  new 
program  schedule  in  folder  form, 
covering  every  hour  of  the  day  and 
giving  full  information  on  sponsors 
and  talent  for  each  program  and 
announcement.  With  the  first  issue, 
released  last  week,  WJZ  introduced 

the  term  "Super Market"  to  de- 
scribe its  coverage  —  "21  million 

people  living  in  Greater  New  York 
and  62  other  good-sized  cities  in 
six  states  .  .  .  working  on  176,000 

farms  and  in  20%  of  America's  in- 

dustry." 

*  *  * 
Kay's  Bonds 

TO  AID  the  sale  of  war  bonds,  Kay 
Kyser  and  his  orchestra  have 
started  a  series  of  broadcasts  on 

CBS  from  a  "Bond  Wagon"  in front  of  radio  studio  buildings  in 
several  midwestern  cities,  starting 
off  last  Friday  with  a  program 
originating  in  front  of  WCKY,  Cin- 

cinnati. The  band  leader  will  fol- 
low a  similar  procedure  during 

July,  visiting  WISN,  Milwaukee, 
and  presenting  two  programs  each 
before  the  buildings  housing  the 
studios   of   WFBM,  Indianapolis, 
and  WJR,  Detroit. *  *  * 

Soldier  Likes 
ALONG  with  its  weekly  program 
schedule  last  week,  KFEL,  Denver, 
distributed  a  yellow  covered  folder, 
"Meet  The  Soldier."  The  brochure 
is  a  study  of  the  listening  habits  of 
the  thousands  of  soldiers  stationed 
at  posts  in  the  Denver  area.  Piece 
is  intended  as  a  service  to  adver- 

tisers and  agencies  seeking  infor- 
mation on  soldier's  likes  and  dis- 

likes. Copies  are  available  on  re- 
quest from  KFEL  or  John  Blair 

At  Atlantic  City 
AN  EXHIBIT  displayed  by  WJZ, 
New  York,  at  the  war  conference 
of  the  National  Industrial  Adver- 

tisers Assn.,  meeting  in  Atlantic 
City  last  week,  promoted  the  sta- tion's all-night,  all-music  program. 
Say  It  With  Music. 

BEAU MONT 
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TO  SELL  AMERICA,  the  new  Kolynos  toothpowder  every  druggist  in  the 
country  will  receive  a  copy  of  this  counter  display  which  is  being  pre- 

viewed by  William  E.  Malone  Jr.,  (1)  advertising  manager  of  the 
Kolynos  Co.,  Jersey  City,  H.  W.  Blades,  vice  president  (center)  and 
Robert  T.  Meyers,  sales  manager.  Radio  will  be  an  integral  part  of  the 
promotion  campaign  slated  to  begin  in  mid-July  with  programs  on  the 
four  major  networks  as  well  as  day  and  evening  spots  being  used. 
Agency  is  Blackett-Sample-Hummert,  New  York. 

Show  Transcribed 
PUBLICIZING  the  War  Dept. 
program.  The  Army  Hour,  broad- 

cast each  Sunday,  KSTP  each  week 
transcribes  the  entire  show  and 
then  station  production  men  break 
segments  into  quarter-hour  pro- 

grams throughout  the  week.  Nu- 
merous spot  announcements  are 

used  to  plug  the  Sunday  show 
along  with  display  ads  and  special 
newspaper  stories. 
KSTP's  news  bureau  also  has 

now  installed  a  special  teletype  cir- 
cuit in  the  local  Golden  Rule  de- 

partment store  and  provides  store 
customers  with  latest  bulletins. 

Fitch  Displays 
LOCAL  BALLOTING  and  counter 
and  window  displays  in  local  drug 
stores  are  part  of  the  dealer  pro- 

motion behind  the  current  "favor- 
ite local  band"  nationwide  contest 

being  sponsored  by  F.  W.  Fitch 
Co.,  Des  Moines  (shampoo).  The 
band  chosen  in  each  of  13  geo- 

graphical sections  by  popular  vote 
will  appear  on  a  broadcast  of  NBC 
Summer  Fitch  Bandwagon,  with 
the  broadcast  originating  in  the 
local  NBC  station  in  each  case. 
Agency  is  L.  W.  Ramsey  Co.,  Dav- 

enport, la. *      *  * 

In  the  Dark 

A  LUMINOUS  BUTTON  is  being 
distributed  to  listeners  in  connec- 

tion with  broadcasts  of  The 
Shadow,  transcribed  series  pro- 

duced by  Charles  Michelson,  New 
York.  The  emblem  bears  a  silhou- 

ette of  "The  Shadow",  principal 
character  of  the  programs,  and 
glows  in  the  dark,  after  being  held 
up  to  a  bright  light.  Three  new 
subscribers  to  the  series  are: 
WQAM,  Miami;  WMBS,  Union- 
town,  Pa.;  and  KGU,  Honolulu, Hawaii. 

War  Song  Contest 
WITH  the  conclusion  of  a  contest 
for  U.  S.  servicemen  for  the  best 
singer,  several  weeks  ago,  Hour  of 
Charm,  featuring  Phil  Spitalny  and 
his  all-girl  orchestra,  launches  a 
contest  for  the  best  war  song  of 
World  War  II.  Each  week,  the  pro- 

gram will  give  one  new  song  its 
first  public  performance.  There  will 
be  no  prizes.  General  Electric  Co., 
Cleveland,  sponsors  the  show. 
BBDO,  New  York,  and  Foster  & 
Davies,  Cleveland,  handle  the  ac- 
count. 

Wanted:  War  Song 

A  ROUSING  war  song,  equal  to 
George  M.  Cohan's  "Over  There", 1917  hit,  is  sought  in  a  contest 
sponsored  jointly  by  WOR,  New 
York,  and  Warner  Brothers  Pictures, 
New  York,  whose  current  release, 
Yankee  Doodle  Dandy  is  based  on 
the  life  of  the  late  composer  and 
producer.  Contest,  bearing  the  title 
of  the  film,  is  open  to  any  non-pro- 

fessional writer  or  composer,  and 
will  be  confined  to  the  station's  lis- 

tening area.  Winning  song  will  be 
broadcast  and  be  published.  Judges 
are:  Sigmund  Spaeth,  composer 
and  music  analyst;  Morton  Gould, 
composer,  conductor  and  arranger 
of  music,  of  WOR;  Irving  Caesar, 
song  composer,  who  conducts  Sing- 
a-Song -of -Safety  on  MBS. 

Smokes  For  Discs 

TRADING  IN  old  phonograph  rec- 
ords for  cigarettes,  is  the  sugges- 
tion offered  listeners  of  WDAS, 

Philadelphia.  Harold  Davis,  pro- 
gram director,  has  scheduled  a 

series  of  announcements  tying  in 
with  the  record  salvage  campaign 
of  the  recording  companies.  Pro- 

ceeds from  the  discs  turned  in  will 
be  used  for  the  purchase  of  ciga- 

rettes for  Army  camps.  The  record 
senders  may  name  a  soldier  to 
whom  the  smokes  are  to  be  sent. 

War  Agency  Guide 
TO  ANSWER  multiple  questions 
on  civilian  and  military  occupations 
in  the  armed  forces  sent  by  listen- 

ers to  the  conductors  of  Today's War  and  You,  weekly  half-hour 
program  on  WBBM,  Chicago,  the 
station  has  published  a  chart  list- 

ing war  agencies  in  Chicago. 
Names  of  officials  and  bureaus  are 
given  along  with  a  job  directory 
and  copies  of  the  chart  are  offered 
free  on  request. 

Manpower  Show  Extended 
ORIGINALLY  sponsored  by  thu 
Physical  Fitness  Division  of  the  Fed- 

eral Security  Administration,  the 
BLUE  weekly  variety  program  Shoiv 
of  Yesterday  d  Today  is  now  pre- 

sented under  the  auspices  of  the  War 
Manpower  Board.  Series  has  been  ex- 

tended another  13  weeks  beginning- July  5. 

INTERNATIONAL  v  i  e  w  p  o  i  n  t  on 
world  affairs  flavors  the  five-weekly 
quarter-hour  commentary  series 
launched  on  BLLTE  Pacific  Coast  sta- 

tions June  29,  with  Dr.  H.  H.  Chang 
and  Deane  Diekason  featured  on  alter- nate days. 

MEET  STEPHEN  JOCELYN 

OF  WICHITA^ 

Marcus  Studio  Photo 1 

"M  y  name  is  Stephen 
Jocelyn.  My  dad,  Meredith 

Jocelyn,  operates  a  pilot's training  school  here  in  Wich- 
ita. His  business  is  booming 

now,  and  he  has  great  faith 
in  Wichita's  future.  So,  you 

can  see  why  I'm  a  'Boom Baby'  with  a  future  .  .  .  born 
in  boom  times  in  a  place  full 

of  promise." 
The  truth  about  Wichita,  Kansas, 

is  this:  Sure!  We're  having  a  whale 
of  a  boom  in  this  area.  Rather  than 
hide  the  fact — rather  than  be  afraid 

— we're  telling  the  world.  Because  this  is  oj  ' 
boom  area  with  a  future — a  great  future 
aircraft  and  agriculture. 
Today  and  tomorrow,  you  can  make  money 

in  this  area  by  reaching  our  "folks"  through 
KFH.  Radio  Station  KFH  is  by  far  the  domi- 

nant outlet  in  this  area — it's  the  only  full- 
time,   5000   watter   in   the  State   of  Kansas. 

That  Selling  Station  In 

Kansas'  Biggest,  Richest  Market 

KFH 

WICHITA 

CBS  -  5000  Watts  Day  and  Night 

CALL    ANY    EDWARD    RETRY  OFFICE 

for  Resionai 

|p'<Bi::-isai!iiLi^         W I  \  . 

New  $350,000  Transmitter  Plant 
BUFFALO 

BROADCASTING  CORPORATION 

i-iti.i:  A.-  rt.if  H^.  t.\(:. 
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The  Radio  Census 

IT  IS  TRULY  remarkable  how  well  the  radio 

homes  estimates — for  they  covild  only  be  that — 
of  the  Joint  Committee  on  Radio  Research, 
made  in  1938,  stack  up  against  the  final  fig- 

ures being  released  State  by  State  by  the 
U.  S.  Bureau  of  the  Census  and  being  pub- 

lished by  Broadcasting  as  fast  as  possible. 

As  a  matter  of  fact,  a  study  of  the  newly- 
released  figures  for  about  half  of  the  States, 
as  compared  with  the  Joint  Committee  figures, 
shows  that  in  most  cases  the  Joint  Committee 
leaned  backward  on  the  side  of  conservatism. 

It  will  be  recalled  that  the  Joint  Committee 

comprised  representatives  of  the  Assn.  of  Na- 
tional Advertisers,  the  American  Assn.  of 

Advertising  Agencies  and  the  NAB,  and  that 
the  actual  work  on  its  estimates,  based  on  two 
nationwide  surveys,  was  done  under  the  then 
committee  secretary,  now  NAB  research  di- 

rector, Paul  F.  Peter.  He  was  commissioned 
to  calculate,  as  fairly  as  possible,  the  number 
and  percentage  of  radio  homes  in  each  State 
and  county.  He  did  the  job  to  the  satisfaction 
of  all — but  always  lingering  was  the  knowledge 
that  at  best  his  figures  were  merely  educated 
guesses. 

Then  the  Census  Bureau  included  a  radio 
question  in  the  decennial  census  of  1940.  Some 

quarters  felt  trepidation  lest  this  "show  up" 
the  Joint  Committee  calculations.  Yet  every- 

one close  to  the  scene  knew  that  the  margin 
of  error  in  the  Government  census  was  bound 

to  be  considerable,  for  the  census  takers  re- 
ported that  people  more  than  often  balked  at 

answering  any  question  whether  they  had 
radios  in  their  homes.  The  reason  was  simple: 
All  the  old  propaganda  about  a  tax  on  radio 
sets  to  help  defray  the  cost  of  American 
broadcasting,  now  happily  a  dead  issue. 

It  took  the  Census  Bureau  nearly  two  years 
to  get  around  to  issuing  the  State  radio  counts 
due  to  the  press  of  other  duties  deemed  more 
important,  especially  defense  demands  of  last 
year  and  war  demands  this  year.  In  the  mean- 

time, of  course,  it  is  well  known  that  the  radio 
population  was  on  the  upswing,  not  down. 

Mr.  Peter,  for  the  NAB  membership,  and 
cooperating  with  Broadcasting  for  the  entire 
industry,  undertook  by  scientific  methods  to 

project  the  Census  Bureau's  State  and  county 
radio  and  occupied  dwelling  counts  to  furnish 
the  total  and  percentage  tables  currently  being 
published  by  Broadcasting.  Following  ac- 

cepted statistical  practice,  the  actual  number 

of  radio  homes  was  estimated  from  the  State 
releases  by  applying  the  per  cent  of  ownership 
to  those  dwelling  units  not  answering  the  radio 
question  and  adding  such  to  those  reporting 
radios.  The  result  is  a  fair  count  as  of  1940. 

Analyzing  the  State  percentage  figures  as 
we  are  publishing  them — and  we  hope  to  com- 

plete the  entire  series  within  a  month  or  so — 
Broadcasting  took  the  first  24  State  releases 
and  the  State  percentages  projected  therefrom 

and  compared  them  with  the  Joint  Committee's 
State  percentage  estimates.  We  found  that  the 
Joint  Committee  estimates  were  lower  for  14 
States  than  the  new  figures,  higher  for  10 

States.  The  Joint  Committee's  overestimates 
ran  from  a  0.9  differential  in  the  case  of  one 
State  to  13.6  in  another — but  nowhere  did  it 
run  over  7.9. 

On  the  other  hand,  its  underestimates  for 
the  14  States  ran  from  .1  in  the  case  of  one 
State  to  11.7  in  the  case  of  another,  but  no- 

where else  over  6.8.  This  is  truly  an  evidence 
that  the  Joint  Committee  erred,  if  it  erred  at 
all,  on  the  side  of  conservatism.  And  it  should 
be  remembered  that  the  figures  we  are  publish- 

ing are  still  1940  figures — and  that  manifestly 
they  are  still  conservative  in  view  of  the  fact 
that  two  of  the  most  fruitful  years  of  new 
and  replacement  set  sales,  including  auto  sets 
and  second  and  third  and  fourth  sets  for  the 

home,  have  elapsed  since  the  1940  official  cen- 
sus count. 

The  promotion  departments  of  stations  and 
networks,  the  market  analysts  of  agencies  and 
sponsors,  may  safely  use  these  new  figures  as 
showing  the  irreducible  minimum  of  the  radio 
equipped  homes  in  each  State  and  each  county 
of  the  nation. 

How  About  This? 

LET'S  GET  the  record  straight  on  one  thing. 
Is  FCC  Chairman  Fly  for  or  against  the  pres- 

ent system  of  broadcasting? 
Mr.  Fly  is  the  most  important  official  in 

communications.  By  virtue  of  his  chairman- 
ship both  of  BWC  and  the  FCC,  he  wields 

greater  power  than  any  other  man  in  radio  his- 
tory. His  reappointment  by  President  Roose- 

velt for  a  seven-year  term  demonstrates  the 
confidence  the  chief  executive  has  in  him. 

Whatever  the  Administration's  views  on  radio 
regulation,  it  is  evident  Mr.  Fly  has  carried 
out  its  mandates. 

During  testimony  on  the  Sanders  Bill,  Mr. 
Fly  several  times  spoke  disparagingly  of  radio 
advertising  and  advertisers.  On  one  occasion 

he  said,  "Nobody  listens  to  advertising  except 
the  people  that  are  doing  it."  Another  time 
he  commented  it  wouldn't  be  serious  if  the 
industry  made  less  money.  Threaded  through- 

out this  oral  testimony  was  the  inference  that 

there's  something  wrong  about  the  profit  mo- 
tive. 

We  don't  want  to  do  Mr.  Fly  an  injustice. 
Maybe  in  the  cross-fire  he  gave  incomplete  or 
generalized  answers.  The  point  we  make  is 
the  law  provides  for  a  private  broadcasting 
structure — the  American  Plan.  Until  that  law 
is  changed,  it  seems  to  us  oflScers  of  the  FCC 
should  not  indulge  in  blanket  indictment  of  a 
structure  that  admittedly  is  supplying  the 
world's  best  radio  service. 

Vindicated 

HEARINGS  on  the  Sanders  Bill,  which  would 
remold  the  Communications  Act  and  spell  out 
the  functions  of  the  FCC  in  the  more  contro- 

versial fields,  have  been  concluded  by  the 
House  Interstate  &  Foreign  Commerce  Com- 

mittee. There  have  been  divergent  schools  on 
the  advisability  of  considering  new  legislation 
during  wartime,  both  within  the  industry  and 
within  the  Government. 

We  believe  the  hearings  have  been  healthy, 
irrespective  of  the  outcome.  The  issues  have 
been  clarified.  The  need  for  amendment  of  the 
15-year-old  statute,  insofar  as  it  applies  to 
radio,  appears  to  have  been  amply  demon- 

strated. FCC-BWC  Chairman  James  Lawrence 
Fly  has  agreed  to  sit  down  with  Rep.  Bul- 
winkle  (D-N.  C.)  to  work  out  certain  amend- ments. 

It  is  not  our  contention  that  the  Sanders 
Bill  should  be  enacted  as  drafted.  Not  even  its 

author,  Rep.  Sanders  (D-La.),  proposes  that. 
He  has  clearly  stated  he  isn't  wedded  to  the 
provisions  of  the  bill,  but  wanted  it  used  as  a 
vehicle  for  the  development  of  appropriate  leg- 

islation. It  certainly  has  served  that  purpose. 
One  development  of  the  hearings,  to  which 

there  was  no  outright  opposition,  was  the  pro- 
posal that  broadcasting  stations  be  issued  per- 

manent or  long-term  licenses,  so  that  licensees 
won't  approach  each  renewal  period  with  fear 
and  trembling.  Licenses  originally  were  issued 
for  three  months;  then  for  six  months;  then 
for  one  year — and  now  for  two  years.  The  law 

allows  three  years,  in  the  Commission's  dis- cretion. 

Louis  G.  Caldwell,  counsel  for  MBS,  who 
opposed  practically  all  of  the  provisions  in  the 
Sanders  Bill,  and  who  has  given  all-out  sup- 

port to  the  FCC's  chain  monopoly  regulations, 
first  proposed  that  licenses  be  issued  prema- 
nently,  or  at  least  for  a  substantial  term  of 
years.  Rep.  Bulwinkle  picked  up  the  theme  and 
obtained  from  Chairman  Fly  the  agreement 
to  draft  a  proposed  amendment  reaching  this 
vital  subject. 

It  appears  evident  now  that  Chairman  Lea 
(D-Cal.)  is  disposed  to  name  a  subcommittee 
to  draft  a  revised  bill,  with  the  hope  of  action 
this  year.  Even  if  Congress  recesses  this  sum- 

mer, this  subcommittee  could  conclude  its  work 
prior  to  reconvening  in  the  fall.  Whatever  the 
action  of  the  House,  assuming  this  schedule  is 
pursued,  hearings  in  the  Senate  before  the 
Interstate  Commerce  Committee,  are  likely. 
There  is  pending  the  White  Bill,  after  a  fashion 
a  companion  of  the  Sanders  Bill  though  not  as 
far  reaching  in  proposed  FCC  organization 
changes. 
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BECAUSE     George  E
dward 

Sterling  was  thwarted  in  his 
youthful  ambition  to  attend 
West  Point,  the  enemy  in 

this  war  is  going  to  suffer  a  lot  at 
his  hands. 

As  head  of  the  newly-created 
Radio  Intelligence  Division  of 
the  FCC  engineering  department, 
George  Sterling  is  the  nub  and 
nabob  of  a  vast,  intricate  organiza- 

tion that  will  make  short-lived  any 
attempts  at  subversive  radio  in  the 
United  States  or  its  territories  and 
possessions. 

The  RID  helps  out  the  United 
Nations,  too,  but  how,  when  and 
why  are  questions  that  cannot  be 
answered  here.  What  can  be  told, 
though,  is  that  through  101  sta- 

tions, manned  by  more  than  700 
persons  under  Mr.  Sterling's  direc- 

tion, every  attempt  by  the  enemy 
to  filter  propaganda  into  the  United 
States  or  to  send  messages  out  of 
the  country  will  be  quickly  brought 
under  the  thumb  of  the  Army, 
Navy  or  FBI. 

The  RID  not  only  will  quickly 
locate  the  alien  station  but  it  will 
also  give  a  thorough  account  of  the 
station's  activities  to  the  Govern- 

ment agencies  most  vitally  con- 
cerned. The  RID  was  born  July  1, 

1940  when  the  President  set  aside 
almost  $1,500,000  for  this  new  ser- 

vice organization.  The  value  of  the 
organization  is  inestimable  but  if 
you  want  a  dollars  and  cents  esti- 

mate, just  remember  that  Radio 
Intelligence  frequently  locates  a 
lost  bomber,  conservatively  valued 
at  $250,000. 
Mr.  Sterling,  incidentally,  with 

the  aid  of  his  subordinates  worked 
out  a  plane-location  technique  in 
cooperation  with  the  Army  and 
Navy  that  promises  soon  to  become 
an  exact  science. 

The  least  you  can  say  about  Mr. 
Sterling  is  that  he  is  a  practical 
radio  man.  It  is  hard  to  say  more 
than  enough  about  him.  He  has 
lived  radio  since  1908  when  he  be- 

came an  amateur  operator.  Born 
June  21,  1894  at  Peaks  Island,  Port- 

land, he  comes  from  a  long  line  of 
sea-going  folk.  As  a  youngster  this 
sea-going  heritage  persistently 
cropped  out  but  his  mother  did  her 
best  to  keep  him  on  land,  for  many 
a  Sterling  had  gone  to  sea  in  ships 
that  never  returned. 

After  experimenting  with  ama- 
teur radio  for  some  time,  meanwhile 

becoming  Maine's  first  licensed 
amateur  operator  and  station  own- 

er, Mr.  Sterling  served  on  the 
Mexican  border  in  1916  with  the 
Second  Maine  Infantry  and  over- 

seas with  the  103d  Infantry,  26th 
Division.  Later  he  transferred  to 
the  Signal  Corps. 

Here  he  served  as  a  radio  instruc- 
tor and  completed  officers  training 

at  Langres,  France,  then  consid- 
ered the  West  Point  of  the  AEF. 

He  assisted  in  organizing  and  op- 
erating the  first  radio  intelligence 

section  in  the  Signal  Corps  which 
engaged  in  locating  enemy  radio 
stations  and  intercepting  their  mes- 

sages. And  he  recalls  how  the  Sig- 
nal Corps  captured  a  German 

dirigible  by  aiming  a  beam  for  the 
ship  to  ride. 

After  the  war  he  served  as  a 
radio  operator  in  the  Merchant 
Marine,  and  as  a  marine  radio 
inspector  for  RCA,  beginning  in 
1922.  The  following  year  he  entered 
Federal  service  as  a  radio  inspec- 

tor in  the  Bureau  of  Navigation. 
In  1935  he  was  appointed  inspec- 

tor in  charge  of  the  FCC  third 
radio  district  in  Baltimore,  being 
transferred  to  the  Field  Division 
of  the  FCC  in  1937  as  assistant 
chief. 

On  July  1,  1940  he  was  appointed 
chief  of  the  National  Defense  Op- 

erations Section,  Field  Division, 
Engineering  Department.  He  is 
author  of  the  Radio  Manual,  recog- 

nized as  a  standard  textbook  on 
radio  communication,  equipment 
and  procedure  by  radio  schools 
and  for  Government  training  pur- 

NOTES 

JAMES  M.  COX  Jr.,  director  of  the 
Cox  newspapers  in  Atlanta,  Dayton, 
Miami  and  Springfield,  O.,  and  vice- 
president  in  charge  of  their  radio  sta- 

tions—WSB,  Atlanta;  WHIG,  Day- 
ton ;  WIOD,  Miami — has  reported  to 

OfBeers'  Training  School  at  Quonset 
Point,  R.  I.  Already  a  licensed 
pilot,  young  Cox  has  been  commis- sioned a  lieutenant  in  the  Naval  Re- serve. 

SHERMAN  GREGORY,  manager  of 
WEAF,  NBC  New  York  outlet,  has 
been  named  a  member  of  the  committee 
headed  by  Morris  Novilv,  coordinator 
of  radio  for  Civilian  Defense  in  New 
York  and  manager  of  WNYC,  New 
York  municipal  station. 

STEVE  MUDGE,  has  returned  to  the 
New  Y'orli  sales  office  of  MBS,  after  a 
brief  period  in  the  Chicago  office,  pinch- 
hitting  for  Ade  Hult  during  the  let- ter's illness. 

ARTHUR  HUNGERFORD,  business 
manager  of  the  NBC  television  depart- 

ment, has  been  commissioned  a  lieu- 
tenant (j.g.)  in  the  Navy,  and  is  on 

active  duty  at  the  Harvard  U  training 
school. 

JOHN  VAN  CRONKHITE  has  re- 
signed from  the  sales  department  of 

WATN,  AVatertown,  N.  Y. 

BERT  GEORGES,  manager  of  the  Le- 
Tourneau  stations  —  WHEB,  Ports- 

mouth, N.  H.  and  WRLC,  Toccoa,  Ga. 
— married  Justine  Helena  Flint  in 
Portsmouth  .June  25. 

SYDNEY  B.  GAYNOR,  KHJ,  Holly- 
wood, sales  manager,  plans  three 

weeks  of  conferences  with  New  York 
and  Chicago  agency  executives. 

EUGENE  R.  PEARSON,  account  ex- 
ecutive of  KOA,  Denver,  has  re- 

ceived a  captain's  commission  in  the Army  Quartermaster  Corps  and  will 
report  for  duty  .Tuly  1. 

poses.  The  manual  is  also  used  as 
a  reference  book  in  colleges  and 
universities. 

Mr.  Sterling  demands  and  gets 
quick  action.  The  RID  works  as 
an  aide  to  various  Government 

agencies  engaged  in  detecting  sub- 
versive activities.  Among  depart- 

ments are  the  Army,  Navy,  Civil 
Aeronautics  Authority,  State  De- 

partment, Office  of  Censorship,  Of- 
fice of  War  Information,  Weather 

Bureau  and  others.  The  organiza- 
tion does  not  supplant  the  Foreign 

Broadcast  Monitoring  Service,  but 
assists  it.  For  example,  RID  makes 
recordings  of  enemy  propaganda 
which  are  studied  by  the  FBMS 
foreign  -  language  experts  and 
analysts. 

The  RID  is  a  close-knit,  hard 
working  outfit  and  its  boss,  Mr. 
Sterling,  glows  when  he  talks  of 
the  loyalty,  perseverance  and  love- 
of-work  of  his  subordinates.  Need- 

less to  say  they're  a  hand  picked, 
highly  experienced  group. 

On  Dec.  25,  1923  Mr.  Sterling 
married  Margaret  Farray  in  Wel- 
land,  Ont.  They  have  two  daugh- 

ters, Patricia,  14,  and  Muriel,  9. 
While  he  hasn't  much  leisure,  he 
does  indulge  in  one  hobby — amateur radio. 

ALBERT  DAVIS,  for  the  last  two 
years  in  the  Columbus  office  of  John 
W.  Cullen  Co.,  newspaper  representa- tives, has  joined  the  sales  staff  of  the 
Chicago  office  of  Joseph  Hershey  Mc- Gillvra  under  Manager  Joe  Spadea. 
Mr.  Davis  was  formerly  in  radio  and 
research  departments  of  H.  W.  Kastor 
&  Sons,  Chicago,  the  Oklahoma  City 
Times  and  KTOK,  Oklahoma  City. 

WILLIAM  F.  KNOWLAND,  assist- 
ant publisher  of  the  Oakland  Tribune, 

operating  KLS,  and  son  of  J.  R. 
Knowland  Sr.,  publisher  and  AP  di- rector, reported  for  Army  duty  last 
week  as  a  selectee.  His  brother,  J.  R. 
Knowland  Jr.,  is  a  lieutenant  in  the 
Army  Air  Force  now  stationed  at 
Chanute  Field,  111. 

HARRY  MAIZLISH,  general  man- 
ager of  KFWB,  Hollywood,  currently 

in  New  York  on  station  business,  re- turns to  his  desk  by  July  15. 

MAURICE  McMURRAY,  in  the 
sales  department  of  WHO,  Des 
Moines,  has  joined  the  Army.  Robert 
Harter,  traffic  manager,  is  now  attend- 

ing officer's  training  school,  being  re- 
placed by  Stuart  Steelman. 

J.  BURYL  LOTTRIDGE,  manager 
of  woe,  Davenport,  has  returned  to 
his  office  following  recovery  from  an 
auto  accident  May  29. 
JOHN  WILLIAMS,  formerly  of  the 
NBC  television  department,  has  joined 
the  NBC  Radio-Recording  Division 
as  a  salesman.  Coming  to  NBC  from 
the  Chase  National  Bank  in  1934, 
AVllliams  spent  some  time  in  the  re- search division  prior  to  working  in 
television. 

ELMER  KRAUSE,  auditor  and  per- sonnel manager  of  WGAR,  Cleveland, 
has  been  commissioned  a  first  lieuten- ant in  the  Army  Air  Force  and  will 
report  at  Miami  Beach  for  training. 
PAUL  C.  REED,  director  of  the 
Rochester  School  of  the  Air,  has  taken 
temporary  leave  to  accept  the  post  of 
educational  field  advisor  in  the  Office 
of  the  Coordinator  of  Government 
Films  in  Washington. 

JENNINGS  PIERCE,  NBC  Holly- 
wood public  service  director  and  man- ager of  station  relations  department, 

has  returned  following  a  month  of  con- ferences with  affiliates. 

HENRY  SULLIVAN,  commercial 
manager  of  WGTM,  Wilson,  N.  C,  is 
attending  Atlantic  Christian  College 
in  preparation  for  a  Navy  commission. 
BOB  SEAT,  promotion  manager  of 
KXOK,  St.  Louis,  has  been  accepted 
as  a  cadet  in  the  Air  Force.  Bruce 
Barrington,  KXOK  news  editor  until 
he  went  into  the  Army  a  year  ago,  has 
been  promoted  to  a  captaincy. 
GUSTAV  M.  HAGENAH,  Midwest 
station  relations  representative  of 
SBSAC  Inc.,  currently  is  in  Holly- 

wood for  special  assignment  confer- ences with  EtQile  Gough,  West  Coast 
representative. 
HOWARD  LANE,  general  manager 
of  McClatchy  Broadcasting  Co.  and 
the  newly  organized  Golden  West  Net- work, Sacramento,  Cal.,  currently  is 
in  New  York  for  agency  conferences 
on  new  fall  business. 

Connolly  on  Duty 

JOSEPH  T.  CONNOLLY,  promo- 
tion director  of  WCAU,  Philadel- 
phia, has  been  called  to  active  duty in  the  Navy  as  a  lieutenant  (j.  g.) 

and  is  under  orders  to  report  to 
Harvard  U  July  1  for  a  training 
course.  Ted  Oberfelder  will  handle 
sales  promotion  and  Ken  Stow- 
man,  publicity  director,  takes  over trade  publicity. 

Anthony  W.  Rocs 
ANTHONY  W.  ROOS,  head  of  the 
label  department  of  Columbia  Record- 

ing Corp.,  Bridgeport,  Conn.,  died June  19  of  a  heart  attack  at  his  home. 
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„„  WO
RK 

fflvery  bomb  dropped,  every  ship  launched,  every  row  farrowed  is  a 
blow  for  Victory. 

That  goes  for  words,  too  .  •  • 

.  .  .  providing  they  are  words  of  strength,  words  of  wisdom,  words  of 
cheer,  words  of  inspiration.   Such  words  are  powerful  weapons. 

But  there  are  different  words.  These  words  breed  fear,  distrust,  dis- 
cord, doubt.   These  words  are  sly.   They  say  "no"  to  Victory. 

How  great  is  the  responsibility  of  Radio,  the  medium  of  words,  to  ex- 
amine every  word  with  infinite  care  and  wisdom.  Only  words  of 

Victory  must  cross  its  lips. 



BEHI
ND 

JOHN  STEADMAN,  producer  of 
KPO,  San  Francisco,  is  now  handling 
the  Dr.  Kate  show,  heard  over  KPO 
and  NBC,  10:45-11  a.m.,  from  San 
I''rancisco's  Radio  City.  He  replaces 
Wallj'  Ruggle-s  who  has  joined  the 
San  Fi'aiici.sco  office  of  the  Coordinator 
of  Information. 
JOHN  DEVINE.  formerly  with 
KEYS,  Corpus  Christi,  has  joined 
KFDM,  Beaumont,  Tex.  as  an  an- 
nouncei'. 
BILL  MORROW,  Hollywood  gag 
writer  on  the  NBC  Jack  Benny  Show, 
has  been  signed  by  20th-Century-Fox 
Film  Corp.  in  a  similar  capacity  and 
wil'  work  on  the  screenplay.  "The 
Meanest  Man  in  the  World,"  which  is to  feature  the  comedian. 
CONNIE  HAINES  and  Bob  Carroll 
have  lieen  signed  for  vocal  spots  on 
the  wi'ehij  half-hour  new  NBC  Mere- 

dith Wilison-John  Nesbitt  program, 
which  started  June  30  under  sponsor- 
.ship  <f  S.  C.  Johnson  &  Son  (wax), 
sinamer  reDlacement  for  Fibber  Mc- 
(rce  d  MI  oily. 
P>ILL  DANCH,  Hollywood  writer,  has 
taken  over  that  assignment  on  the 
weekly  CBS  Tommy  Rujgs  &  Betty 
hou  program,  sponsored  by  Lever 
Bros.  (Swan),  as  a  summer  replace- ment for  Burns  &  Allen. 

STELLA  UNGER,  New  York  com- mentator on  the  NBC  Your  Hollyivood 
Neivs  Girl,  will  originate  her  program 
from  the  West  Coast  for  four  weeks 
starting  July  8. 
WALTER  TURNER,  announcer  of 
WWVA,  Wheeling,  W.  Va.,  recently 
passed  his  tlight  test  after  completing 
civilian  pilot  training  and  will  receive 
a  private  pilot's  license. 
JACK  HORNER,  announcer  of 
KSAL,  Salina,  Kan.,  is  to  leave  for 
the  Army  some  time  in  July.  He  is 
being  replaced  by  Sam  Virts,  formerly 
of  KGNO,  Dodge  City,  Kan. 
WENDEiNE  WILSON  has  joined 
the  program  department  of  WOR, 
New  York,  replacing  Dorothy  Sher- man, resigned. 
GEORGE  A.  PUTNAM,  announcer, 
has  taken  over  his  third  daytime  serial 
in  that  capacity  with  an  assignment 
on  the  Story  of  Mary  Marlin,  spon- 

sored by  Procter  &  Gamble,  Cincin- 
nati on  NBC  for  Ivory  Snow.  Putnam 

announces  the  General  Foods  Corp., 
Portia  Faces  Life  on  NBC  and  Sec- 

ond Husband  on  BLUE  for  Dr.  Lyon's Toothpowder. 
HENRY  BACKS,  announcer  of 
WWRL,  New  York,  married  Dolly 
Distle,  of  Sunnvside,  Long  Island, 
N.  Y.,  June  2.3. 

Six  programs  weekly 

originating  from  army 

camps  in  Portsmouth 

harbor  defenses. 

(JEORGE  CASE,  formerly  program 
director  of  WCFL,  Chicago,  who  was 
to  have  rejoined  WING,  Dayton,  as 
program  director  last  week,  has  in- 

stead joined  the  staff  of  WGN,  Chi- 
cago, as  u  i)roducer. 

HELEN  ANN  YOUNG,  music  librar- 
ian of  KSL,  Salt  Lake  City,  has  re- turned from  a  tour  of  the  east  where 

she  visited  music  and  education  de- 
partment of  CBS,  NBC  and  BLUE. 

DONALD  BRITT,  Wake  Forest  U 
student,  has  joined  the  announcing 
staff  of  WGTM,  Wilson,  N.  C. 
JACK  DAVIES,  announcer  of  KSL. 
Salt  Lake  City,  who  recently  enlisted 
in  the  Army,  has  been  assigned  to 
radio  work  at  Fort  Douglas  in  the 
public  relations  department  of  the  i)th 
Corp  Area. 
VINCENT  LLOYD  SKAFF,  news- 

caster of  WMBD,  Peoria,  111.,  has 
joined  the  Marine  Reserve  and  is  sta- 

tioned at  San  Diego. 
JACK  CLIFTON,  announcer  of 
WGTM,  Wdson,  N.  C,  is  in  Clifton 
Springs,  N.  Y.  recuperating  from  an 
operation. 
BEN  LAIRD,  of  WHBY,  Appleton. 
Wis.,  and  chief  sports  announcer  of 
the  Wisconsin  Network,  is  the  father 
of  a  baby  girl,  Bonnie  Rae. 

WiUard  Egolf  of  KVOO 
Receives    AFA  Honors 
SIGNAL  honor  for  radio  was  the 
appointment  of  WiUard  Egolf  as 
vice-chairman  of  the  Advertising 
Federation  of  America  Council  on 
Advertising  Clubs 

at  the  38th  an-  ' nual  AFA  Con- vention in  New 
York  last  week 
TBroadcast I n  g , 
June  29].  Along 
with  his  new  of- 

fice, Mr.  Egolf 
automatically  be- comes an  AFA 
vice-president. 

Mr.    Egolf    is      Mr.  Egolf 
present    tenth    district  lieutenant 
governor  of  the  AFA  and  imme- 

diate past  two-term  president  of 
the  Tulsa  Advertising  Federation. 

BILL  CAMPBELL,  summer  relief  an- 
nouncer of  WIP,  Philadelphia,  has 

been  made  a  regular  member  of  the 
staff,  replacing  Walt  Newton,  who  left 
for  WGN,  Chicago. 

KEN  NILES  CBS  Ilollyw.jod  an- nouncer, has  been  appointed  a  staff 
producer  of  that  network  and  is  as- 

signed to  the  weekly  half-hour  IloUy- irood  Shoivcase,  sponsored  by  Richard 
Iludnut  Inc.  (cosmetics),  on  West 
Caast  stations. 

ALEX  ROBB,  NBC  Hollywood  pro- 
gram sales  manager,  is  in  New  York 

fdi-  conferences  on  shows  packaged  by 
his  department. 
HERB  POLESIE,  Hollywood  radio 
writer-producer,  is  in  Chicago  to  pro- 

duce a  Marine  Corps  service  short film. 

CHARLES  BENNETT,  Hollywood 
■.Titer,  is  dramatizing  for  radio  serial- 

ization, his  screenplay,  ".39  Steps."  di- i-ected  some  years  ago  by  Alfred 
Ililchcock. 

A.  WILLIAM  ALDRICH  is  a  recent 
iiddition  to  the  announcing  staff  of 
CKGB,  Timmins.  Ont. 
.TIM  CRIST,  special  events  announcer 
of  WFMD,  Frederick,  Md.,  has  been 
elevated  to  assistant  program  director. 
LOIS  LORRAINE,  former  freelance 
publicity  agent,  and  previously  with 
CBS,  has  joined  NBC  as  publicity  di- rector, both  trade  and  general,  for 
WEAF,  the  network's  New  York  out- 
let. 

|j3t.Reps.:  JOSEPH  HER.SHEY  MtGILLVtLA. 
i  Boston  Rep.:  BEHTHA  BANNAN  .a 

WHIZ 

The  biggest  little  radio  station 

in  Ohio 

ZANESVILLE 
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HOW'DEP:  R.  MEYERS,  assistant promotion  and  assistant  special  events 
director  of  WGN,  Cliicago.  has  been 
ajipointed  radio  director  of  the  Chicago 
Office  of  Civilian  Defense  by  Mayor 
Edward  J.  Kelly,  succeeding  Alan 
Scott,  newscaster,  who  has  joined  the 
Navy. 
ART  GILMORB,  CBS  Hollywood  an- 

nouncer, is  narrator  on  the  AYarner 
Bros,  film  short,  "The  Right  Timing." 
KNOX  MANNING,  CBS  Hollywood 
commentator,  has  been  signed  as  nar- 

rator on  the  Warner  Bros,  film  short, 
"South  American  Sports." 
GEORGIA  GREY,  formerly  of 
AYKBN,  Y'oungstown,  has  joined WKRC,  Cincinnati,  as  director  of 
women's  features. 
JOHN  ADEMY,  recently  of  WCAO, 
Baltimore,  where  he  was  an  announcer, 
is  now  a  member  of  the  athletics  and 
recreation  office  at  Kessler  Field,  Miss. 
JACK  HENDERSON,  salesman  of 
KWK.  St.  Louis,  is  the  father  of  a 
boy. 
ARTHUR  J.  FUXAN  JR.  has  joined 
the  mailroom  staff  of  AVWL.  New  Or- 
leiuis.  Charles  H.  Blaise,  his  predeces- 

sor, has  been  added  to  the  traffic  de- 
partment. 
JAMES  MacMURRY,  formerly  with 
"\VMBR.  .Jacksonville,  Fla.,  has  joined WPTF,  Raleigh. 
GEORGE  LEE  MARKS,  formerly  of 
WKY,  Oklahoma  City,  and  WMAQ, 
Chicago,  has  joined  WOAI,  San  An- 

tonio, as  program  director. 
MAX  CONDON,  singer  of  KUOA, 
Siloam  Springs,  Ark.,  has  won  the 
National  Cincinnati  Opera  auditions 
and  will  work  with  the  Cincinnati 
Opera  Assn.  this  summer.  Bob  Mc- 
Masters,  new  to  radio,  has  ;oin('d 
KUOA's  announcing  staff. 

ROBERTA  DRAPER  and  Dick 
Glaser,  recent  graduates  of  Ohio  Wes- 
leyan  U,  are  doing  announcing  and 
continuity  writing  at  WMRN,  Marion, 
Ohio.  Bob  Gross  from  Ursinus  U,  also 
has  joined  the  announcing  staff  and  is 
writnig  continuity. 

NAT  BERLIN,  formerly  head  of  con- 
tinuity at  WNEW,  New  York,  is  now 

a  private  in  the  Army  Air  Forces,  as- 
signed to  the  public  relations  office  at 

Turner  Field,  Albany,  Ga.  He  is  cur- 
rently producing  several  programs 

over  local  stations. 

DALE  TYPER,  formerly  Washington 
and  New  York  newspaperman  and  now 
a  radio  commentator,  and  the  former 
Mrs.  Eddie  Peabody,  of  Riverside, 
Cal.,  divorced  wife  of  the  banjo  player, 
were  married  in  Yuma,  June  21. 

I'.RICE  DISQUE  Jr.,  a  writer  for Mr.  District  Attorney  on  NBC  and 
Gang  Buster.t  on  BLUE,  has  been 
appointed  NBC  script  editor,  by  C.  L. 
Menser,  manager  of  the  NBC  pro- 

gram department.  Disque  will  work 
under  Lewis  H.  Titterton,  manager  of 
th(  script  department. 

BIT,L  WOOD,  formerly  announcer  of 
KOO,  San  Francisco,  has  been  com- 

missioned a  lieutenant  in  the  Navy. 

RAY  BUFFUM.  Hollywood  writer- 
producer,  has  joined  KPO,  San  Fran- 
cisco. 

BUCK  HINSMAN,  studio  manager 
of  tlie  Starkville  studio  of  WCBI, 
Columbus,  Miss.,  has  been  promoted 
to  production  manager.  Bert  Craig, 
Millsaps  College  student,  and  Bill 
Shackleford,  of  Columbus,  have  joined 
the  announcing  staff  for  the  summer. 
Charlie  Holt.  WCBI  announcer,  has 
'(•signed  to  join  WCOV,  Montgomery, Ala. 

firing  is  far  more  effective 

Truer  words  could  never  be  said  about  a  rich  industrial 

market  like  Central  New  England.  WTAG  holds  a  two 
to  one  edge  over  any  radio  station  heard  in  Central 
New  England.  In  fact  the  WTAG  audience  regularly 
exceeds  that  of  all  other  stations  according  to  every 

independent  survey. 

men  yo
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EDWARD  RETRY  &  COMPANY 
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Owned  and  operated  by 

The  Worcester  Telegram-Gazette 

Porter  in  Navy 

WILLIAM  A.  PORTER,  since  1930 
a  Washington  attorney  specializing 
in  radio,  reported  July  1  for  active 
duty  in  the  Navy  as  a  senior  lieu- 

tenant. He  goes  to  the  Naval  Train- 
ing School  at  Har- 

vard for  a  six- week  training 

course  and  is  as- 
signed to  the  Bu- 

reau of  Aeronau- 
tics. Lt.  Porter 

has  closed  his  law- offices  for  the 
duration.  Bef  ore 
establishing  his 
own  offices,  he 
was  a  partner  in 

the  Littlepage  firm. 
Porter 

BOB  SHANNON,  newscaster  of 
WHBY,  Appleton,  Wis.,  is  to  join  the 
Marine  Corps  in  August. 
AUSTIN  GRANT,  newscaster  of 
WWJ,  Detroit,  is  the  father  of  a 
recently-born  baby  girl. 

CLAYTON  G.  GOING,  formerly  re- 
porter of  the  Poughkeepsie  'New  York- er, has  joined  WGEA  and  WGEO,  GE 

shortwave  stations  in  Schenectady,  as 
news  editor  and  English  announcer. 
GEORGINA  CHASE,  formerly  of 
CKY,  Winnipeg,  public  relations  de- partment, was  married  recently  to 
John  C.  Edick  in  Winnipeg. 
SGT.  RONALD  DEACON,  former 
CKX,  Brandon,  Man.,  announcer,  re- cently married  Mary  Armstrong. 

RAY  STOUGH  formerly  program  di- 
rector of  KVOX,  Moorhead,  Minn., 

has  joined  the  merchant  marine  and 
is  currently  stationed  at  Gallup  Island. 
Boston.  John  H^nkes,  formerly  of 
KGDE,  Fergus  Falls,  Minn.,  replaces Stough. 

CHARLES  NILES,  formerly  an- nouncer of  KGDE.  Fergus  Falls, 
Minn.,  has  joined  KVOX,  Moorhead, Minn. 

(JENE  GRAVES  formerly  of  WGY, 
Schenectady,  has  joined  the  announc- 

ing staff  of  the  new  WSNY,  Schenec- 
tady. 

DAN  CUBBERLY,  KOY,  Phoenix, 
Droducer  of  the  six-weekly  Love  Story 
Time,  was  recently  transferred  to 
WLS,  Chicago.  Jack  Wages,  actor- announcer,  has  taken  over  production 
of  that  program,  with  Frank  W«lt- mer,  KOY  continuity  editor,  assigned to  aniaounce. 

:\IARYALICE  MOYNIHAN,  of  NBC 
Hollywood  purchasing  department,  re- signed on  June  15.  Replacing  her  is 
Max  Naumann. 
AL  HENRY,  formerly  with  NBC  in 
New  York,  joins  WPEN,  Philadel- 

phia, as  summer  relief  announcer. 
REGINALD  HARDEN  has  joined  the 
iinnouncing  staff  of  WIS,  Columbia, 
S.  C. 

WILLIAM  N.  ROBSON,  CBS  direc- 
tor and  producer,  now  directing  the- CBS  Report  to  the  Nation  series,  on 

.Tune  27  married  June  Wilkins,  daugh- 
ter of  Paul  Wilkins,  Hollywood  agent. 

MARVIN  S  T  R  O  H,  operator  of 
CHBX,  Peterborough,  Ont.,  has  trans- ferred to  the  announcing  staff  of 
CKVD,  Val  D'Or,  Que. 
JIM  CARROLL,  formerly  of  KAVYO, 
Sheridan,  Wyo.,  has  joined  KGGM, 
Albuquerque,  N.  M. 

BILL  PARMALEE  has  been  appoint- ed head  of  the  KHJ,  Hollywood,  script 
department.  He  succeeds  Don  Chap- man who  resigned  to  devote  time  to 
freelance  acting.  Chapman  is  currently 
recuperating  from  an  appendicitis 
operation. 
FREDERICK  HEIDER  of  the  NBC 
script  department,  on  July  11  resigns to  become  a  radio  writer  for  the  Red 
Cross  in  Washington. 

E.  TOWNSEND  SWALM,  formerly 
on  the  editorial  staff  of  Radio  Daily^ 
has  enlisted  in  the  Army  under  the 
volunteer  Officer  Candidate  plan. 

CHARLES  VICTOR,  Chicago  an- 
nouncer, having  completed  a  role  in 

the  RKO  film,  "Sweet  and  Hot",  has reported  for  Army  duty  in  that  ciity. 
ROBERT  HARTMAN,  continuity 
writer  of  CBS-Chicago,  has  been  ap- iwinted  continuity  editor  of  WBBM, Chicago. 

TOMMY  BARTLETT,  announcer  of 
WBBM,  Chicago,  on  July  2  was  sworu 
in  the  Army  Air  Force  on  Salute  to 
Victory,  daily  recruiting  program  ou 
WBBiNI. 

Hughes  for  Swing 

JOHN  B.  HUGHES,  MBS  commen- 
tator, will  take  over  the  sustaining 

period  occupied  by  Raymond  Gram 
Swing,  MBS  foreign  analyst,  Sat- 

urday, 10-10:15  p.m.,  starting 
July  11.  Hughes  is  sponsored  by 
Anacin  Co.,  Jersey  City,  on  Tues- 

day and  Wednesday  at  that  time, 
while  Swing  is  heard  Monday  and 
Thursday  for  General  Cigar  Co., 
New  York,  under  a  recently  re- 

newed 52-week  contract,  which  car- 
ries a  13-week  cancellation  clause. 

Swing  joins  NBC  in  September, 
and  no  plans  have  been  announced 
in  regard  to  his  MBS  commitments. 
In  the  meantime,  he  has  also  va- 

cated his  sustaining  news  period 
Sunday,  10  p.m. 

TH13  Quig  Kids  will  be  cast  in  a  full 
length  movie  by  Paramount  to  start 
production  shortly.  The  story  has  not 
been  selected,  but  when  production 
starts  the  program  will  move  from 
Chicago  to  Hollywood  while  the  pic- 

ture is  being  made,  aecoi-ding  to  Lou 
Cowan,  originator  of  the  show. 

A  big, 

concentrated selling  job 

at  surprisingly 

low  rates 

Affiliated  in  management  with  WJR,  Detroit,  WGAR.  Cleveland. 
NATIONAL    REPRESENTATIVE:    PAUL    H.    RAYMER  CO. 
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LADIES
.* 

Latin  American  Equipment  Shortages 

Threat  to  Goodwill  Efforts,  Says  Royal 

MADELINE  WISE 

THE  Tuneful  Topics  pi'
ogram 

with  "Madeline"  on  WHIO, 
Dayton,  recently  celebrated 
its  fourth  successive  year  on 

the  air.  Knowing  that  people  must 
eat  in  the  summer  as  well  as  in  the 
winter,  the  Arcade  Market  spon- 

sors the  program  four  mornings 

weekly  the  year  'round.  And  the 
sponsors  say  that  Madeline  does  an 
excellent  job  of  telling  her  listen- 

ers what  to  eat,  where  to  buy  it 
and  how  to  prepare  it. 

Madeline  Wise  is  a  graduate  of 
the  Shuster  Martin  School  of  Dra- 

matics of  Cincinnati.  Her  varied 
experiences  include  Chautauqua 
work,  monologues,  dramatic  radio 
stories  and  serials.  She  writes  her 
own  copy  for  her  program. 

Her  Tuneful  Topics  places  accent 
on  appetizing  and  nutritious 
menus  for  breakfast,  lunch  dinner, 
party  luncheons,  buffet  suppers  and 
formal  dinner  parties.  Women 
listeners  constantly  call  her  for  the 
solution  to  the  problem  of  getting 
children  to  eat  foods  good  for  them ; 
and  Madeline  generally  has  the 
right  answer. 

She  says  that  the  reason  her 
program  is  so  popular  is  that  "I 
do  not  try  to  tell  women  what  to 
do,  I  just  have  a  daily  chat  with 
them,  and  we  iron  out  our  food 
problems  together." 

Army  Radio  Camp 
SET  UP  exclusively  to  train  radio 
technicians,  Camp  Murphy,  Florida, 
was  opened  formally  July  5  simul- 

taneous with  its  first  graduation 
ceremonies.  Opening  of  the  camp, 
the  Army  announced,  marks  a  wide 
expansion  in  the  application  of  ra- 

dio to  Army  uses.  Maj.  Gen.  Daw- 
son Olmstead,  chief  signal  officer 

of  the  Army,  attended  the  opening 
ceremonies  which  were  presided 
over  by  Col.  Hugh  Mitchell,  camp 
commanding  officer. 

The  camp  was  named  in  honor  of 
the  late  Lieut.  Col.  William  Her- 

bert Murphy,  Signal  Corps,  a  pio- 
neer in  the  development  of  radio 

beams  and  radio  equipment  for 
military  aircraft.  Col.  Murphy,  a 
resident  of  Washington,  was  killed 
in  action  February  3  while  serving 
as  a  communications  specialist  for 
the  United  Nations  High  Command 
in  the  Far  East. 

RADIO'S  role  in  educating  the 
peoples  of  Latin  America  in  their 
part  in  the  United  Nations  war 
effort  is  imperilled  because  of  short- 

ages of  essential  broadcast  appa- 
ratus, John  F.  Royal,  NBC  vice- 

president  in  charge  of  international 
relations,  reported  upon  his  return 
from  Mexico  City  early  last  week. 

During  his  two-week  visit  to  the 
Mexican  capital  he  conferred  with 
prominent  broadcasters  who  told 
him  that  lack  of  replacement  parts 
is  becoming  so  critical  that  many 
stations  are  in  danger  of  being 
forced  off  the  air  unless  these  parts 
are  released  soon  by  the  United 
States. 

Shutdowns  Imminent 

Mr.  Royal  said  that  some  broad- 
casters are  still  waiting  for  equip- 

ment ordered  months  ago.  Two 
Mexican  stations,  he  stated,  are 
using  their  last  set  of  tubes  and 
when  they  are  gone  the  stations 
will  have  to  shut  down  unless  they 
can  get  the  American  supplies 
which  are  being  held  at  the  border. 
"We  are  now  broadcasting  an 

ever-increasing  number  of  pro- 
grams over  our  affiliated  stations 

in  Latin  America  in  collaboration 
with  the  Office  of  the  Coordinator 

of  Inter-American  Affairs,"  he 
said.  "Unless  these  stations  are 
able  immediately  to  obtain  the  re- 

placements necessary  for  their  oper- 
ation, there  will  be  no  outlets  for 

these  important  programs  in  the 
strategic  countries  to  the  south. 
They  are  eager  to  continue  to  co- 

operate fully  in  the  United  Na- 
tions effort,  and  we  must  see  to  it 

that  they  are  not  obliged  to  dis- 
continue their  vital  activities  due 

to  lack  of  equipment  which  we  can 
supply. 

"If  there  is  any  red  tape  or  con- 
fusion causing  the  delay  of  the  im- 

mediate dispatch  of  these  important 
replacements  to  the  Latin  American 
stations,  it  should  be  eliminated  at 
once.  I  am  certain  that  Washing- 

ton is  aware  of  this  situation,  but 
officials  may  not  fully  realize  the 
danger  of  the  time  element.  This 
is  a  vital  factor  in  hemispheric  and 
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United  Nations  solidarity  and  it 

merits  immediate  attention." 
Mr.  Royal  cited  the  value  of  such 

programs  as  March  of  Time,  Caval- 
cade of  America,  This  Is  War, 

Americans  All,  Plays  for  Ameri- 
cans and  other  programs  broadcast 

in  Spanish  on  NBC  shortwave  sta- 
tions and  rebroadcast  by  members 

of  its  126-station  Pan-American 
Network,  programs  which  are  pre- 

sented by  NBC  in  cooperation  with 
the  Office  of  the  Coordinator  of 
Inter-American  Affairs.  Speeches 
of  President  Roosevelt  and  of  other 
leaders  in  hemisphere  affairs  are 
widely  rebroadcast  in  both  Spanish 
and  Portuguese,  he  said. 

"In  a  laudable  gesture  of  solid- 
arity, many  Latin  American  radio 

stations  long  ago  ceased  broadcast- 
ing Axis  programs  in  their  coun- 

tries, even  though  it  meant  the  loss 
of  considerable  and  much-needed 
revenue,"  Mr.  Royal  concluded.  "In 
recognition  of  this  move,  we  should 
do  all  that  we  can  to  help  them  con- 

tinue their  activities  on  behalf  of 
the  United  Nations  and  thus  con- 

tribute effectively  towards  the  ulti- 
mate defeat  of  the  aggressors." 

REPORTS  on  the  Tuesday  and  Fri- 
day press  conferences  held  by  Presi- dent Roosevelt  will  be  broadcast  on 

WMCA,  New  York,  starting  July  7 

with  Ted  Wingo,  the  station's  Wash- ington correspondent,  as  reporter. 

THAT'S  THE  POINT 

explains  Suzy  our  Steno. 

"After  we've  served  you  our 

ace  sales  builders,  we  make  a 

complete  report  on  all  mer- 
chandising conducted  for  your 

program  and  product.  The 
WSAI  advertiser  sees  Iq  detail 

how  WSAI's  great  merchan- 

dising program  works  for  him." 

ft 

IT  SELLS   FASTER  IF  IT'S 

UlSH 

WSAI'S 

SALES  AIDS 

1 .  Street  car  and 5.  Taxicab  Covers 
bus  cards 2.  Neon  Signs 

6.  Downtown  Win- 
3. Display  Cards 

dow  Displays 

4.  Newspaper  Ads        7.  House-organ 
8."  Meet  the  Sponsor"  Broadcast 

CINCINNATTS    OWN  STATION 
NBC  &  BLUE  NETWORKS  •  5,000  Wotts  Doy  and   Nighl   •   Represented  by  Spot  Sales,  Inc. 
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MERRITT  W.  (Pete)  Bainum.  for- 
mer supervisor  of  night  programs  for 

Ruthrauff  &  Ryan,  New  York,  has 
been  placed  in  charge  of  radio  pro- 

duction for  the  agency. 
BYRON  S.  PHILLIPS,  advertising 
and  sales  promotion  manager  of 
Peunzoil  Co.  (petroleum  products), 
has  been  appointed  manager  of  the 
newly-created  merchandising  depart- 

ment of  Raymond  R.  Morgan  Co., 
Hollywood.  Frank  Ford,  formerly 
assistant  advertising  manager  of  Penn- 
zoil  Co.,  has  joined  Glasser-Gailey  & 
Co..  Los  Angeles  agency,  as  sales  pro- 

motion manager,  also  a  newly-created 
post. 
WALTER  ERICKSON,  production 
manager  of  James  G.  Lamb  Adv. 
Agency,  Philadelphia,  has  enlisted  in 
the  Navy. 
ALLEN  C.  SMITH,  account  executive 
of  Aitkin-Kynett,  Philadelphia  agency, has  been  commissioned  a  lieutenant 
(j.g.)  in  the  Navy. 
BERT  GOODALL.  copywriter  at  Al 
Paul  Lefton  Agency,  Philadelphia,  has 
enlisted  in  the  Army. 

CRANE  WILBUR,  Hollywood  pro- 
ducer of  Ruthrauff  &  Ryan  on  the 

weekly  CBS  Big  Town  Shotv,  spon- 
sored by  Lever  Bros.,  has  been  signed 

to  write  the  Warner  Bros,  screenplay, 
"Lawes  of  Sing  Sing." 
JULES  BUNDGUS,  Hollywood  pub- 

licity director  of  Benton  &  Bowles,  is 
recuperating  from  an  appendicitis  op- eration. 
GRANT  &  WADSWORTH  AND 
Casmir.  New  York  agency,  has  change-l 
its  name  to  Grant  &  Wadsworth,  ef- 

fective June  29. 

KENNETH  COLLINS,  vice-president 
"f  Arthur  Kudner  Inc.,  has  .ioined  the 
Army  Air  Force  as  a  major. 

Forms  New  Agency 

BRUCE  ANGUS,  former  account 
executive  of  Harry  A.  Berk  Inc., 
New  York,  has  formed  an  adver- 

tising agency  bearing  his  name, 
with  offices  at  420  Lexington  Ave., 
New  York.  A  large  part  of  the  new 
agency's  business  lies  in  insurance 
and  financial  advertising,  but  Mr. 
Angus  does  not  plan  to  confine  his 
activities  to  these  fields,  it  has  been 
reported. 

WGN  Drops  Talent  Agency 
TALENT  division  on  WGN,  Chicago, 
on  July  1  was  discontinued  after  over 
two  years  of  booking  engagements  for 
WGN  talent  and  Chicago  Tribune 
writers.  Marvin  Welt,  director  of  the 
division,  will  continue  to  handle  book- 

ing all  the  artists  and  writers,  among 
them  Bob  Elson,  Marcia  Winn  and 
Arch  Ward,  setting  up  his  own  agency 
after  a  month  vacation. 

JOHN  D.  UPTON,  account  executive 
of  N.  W.  Ayer  &  Son,  New  York,  re- 

ported for  duty  as  first  lieutenant  in 
the  Army  Engineer  Corps  July  4.  He 
will  be  stationed  at  Fort  Belvoir,  Va. 

HENRY  F.  WOODS  Jr.,  publicity 
director  of  McCann-Erickson,  New- 
York,  has  resigned  to  rejoin  the  adver- 

tising department  of  Standard  Oil  Co. 
of  New  Jersey.  Replacing  him  is 
Thomas  F.  McMahon,  formerly  as- 

sistant publicity  director  of  the  agency. 

SANDY  CUMMINGS,  formerly  on  the 
Hollywood  staff  of  Benton  &  Bowles, 
and  now  an  Army  lieutenant,  is  sta- 

tioned at  the  Fort  Riley  officers'  train- ing school  as  instructor. 

CHARLES  E.  JONES,  general  man- 
ager and  account  executive  of  Kelso 

Adv.  Agenc.v,  Los  Angeles,  recently 
became  the  father  of  a  girl. 

NO  BLACKOUT 

Charlotte^ s  Listening  Habits! 

NO  SIR- 

WSOC   Keeps    'Em  Listening 

This  audience  preference  in  the  Charlotte  market  assures  you 
that  your  message  will  reach  people  who  can  buy  your  product! 

The   popularity  of  NBC  RED   PLUS   WSOC   SHOWMANSHIP  is 
adding  listeners  daily  in  bonus  coverage. 

WSOC 

CHARLOTTE,  N.  C. 

NBC   •  RED 

National  Representative 

Headley-Reed  Co. 

New  York  -  Detroit  -  Chicago  -  Atlanta  -  San  Francisco 

SHOWALTER  LYNCH 

NEVER  AFRAID  to  blaze 
 new trails,  Shoviralter  Lynch, 

vice-president,  radio  direc- 
tor and  timebuyer  of  Mac 

Wilkins  &  Cole,  Portland,  Ore.,  has 
cut  a  consistently  straight  path 

through  the  early  radio  advertis- 
ing woods.  For  more  than  a  dec- 
ade. Bud,  as  he  is  known  to  his 

associates,  has  pioneered  Pacific 
Northwest  radio  with  one  clear 
idea  as  his  guide.  He  believes  a 
radio  program  should  select  the 
most  logical  group  of  potential 
prospects  for  the  goods  or  services 
the  sponsor  wishes  to  sell.  An 
entertaining  program  is  merely  the 
means  to  that  one  end — to  sell 
something  to  the  listening  public. 

That  the  above  guide  is  a  prac- 
tical one,  he  demonstrates  in  his 

successful  handling  of  such  ac- 
counts as  Neighbors  of  Woodcraft, 

Portland,  Ore.  (insurance),  for 
which  he  currently  writes  and  pro- 

duces the  weekly  Grandpappy  & 
His  Pals  on  26  BLUE  West  Coast 
network  stations.  Another  Lynch 
production  is  the  nightly  Five  Star 
Final,  sponsored  by  Fahey-Brock- 
man,  Portland,  Ore.  (men's  cloth- 

iers), on  KOIN.  C.  E.  Hooper  Inc. 
has  rated  it  the  most  successful 
local  newscast  on  the  Pacific  Coast. 
Other  choice  accounts  include 
Closset  &  Devers,  Portland,  Ore. 
(Golden  West  coffee),  currently 
sponsoring  the  transcribed  Five 
Miniature  Melody  Time  on  stations 
in  Oregon,  Washington,  Idaho  and 
Montana. 
Born  in  Wellington,  Kansas, 

Jan.  27,  1904,  Bud  trekked  west  at 
an  early  age  and  trudged  to  gram- 

mar and  high  schools  at  LaGrande, 
Ore.  Attending  the  University  of 
Oregon  for  a  short  while,  he  was 

graduated  from  Whitman  College, 

Walla  Walla,  Wash.,  class  of  '27. Following  a  year  as  production 
manager  of  KGW,  Portland,  Ore., 
he  struck  out  for  himself  in  1930 
forming  his  own  production  agency. 
That  enterprise  in  turn  led  directly 
to  his  present  affiliation  with  Mac 
Wilkins  &  Cole  in  1931. 

A  family  man  as  well  as  a  radio 
pioneer,  his  wife,  formerly  Miss 
Edith  Bader,  and  a  9-year-old 
daughter,  Nancy  Carolyn,  complete 
the  distaff  side  of  the  Lynch  house- 

hold. When  he  can  get  away  from 

his  job  as  radio  director  and  time- 
buyer.  Bud  likes  nothing  better 

than  to  play  "gentleman  farmer" on  his  three  acre  estate  in  the 
Palatine  Hill  district  of  Dunthorpe, 
just  outside  Portland.  He  is  also 
proud  of  his  prowess  with  a  fly  rod 
which  he  uses  to  advantage  on 
Oregon's  noted  trout  streams. 

OP  AS  mw  SERIES 

TO  EXPLAIN  RULES 

TO  EXPLAIN  the  importance  of 
such  problems  as  rent  control, 
price  control  and  rationing.  Neigh- 

borhood Call,  15-minute  weekly 
series  sponsored  by  the  Office  of 
Price  Administration,  will  bow 
July  10,  at  7:30  p.m.  over  NBC. 
With  the  narrator  in  the  role  of 
the  friendly  neighbor  who  drops  in 
for  a  quiet  talk  with  the  family, 
OPA  regulation  will  be  discussed 
with  the  aid  of  occasional  dramatic 

spots. 
First  tried  last  April  with 

Frank  Craven  as  the  neighbor,  the 
program  reached  a  wide  audience 
and  received  considerable  mail  re- 

sponse. Encouraged  by  this  re- 
sponse to  an  unannounced  broad- 

cast, the  OPA  officials  have  decided 
to  present  a  regular  series.  The  first 
script  will  feature  the  neighbor 
discussing  price  ceilings  with  the 
family.  Scripts  are  written  by  Will McMorrow. 

Chemicals  Inc.  Spots 
CHEMICALS  Inc.,  Oakland,  Cal. 
(Vano),  in  a  52-week  campaign 
started  June  29  is  using  five  an- nouncements per  week  on  KQW, 
San  Jose,  Cal.;  three  weekly  on 
KPO,  San  Francisco,  and  two  on 
KOIN,  Portland.  Other  stations  na- 

tionally will  be  added  to  the  list 
within  the  next  30  days.  Firm  re- 

cently renewed  twice-weekly  par- 
ticipations in  Marjorie  Mills  home 

economics  program  on  nine  Yankee 
network  stations.  Agency  is  Bots- 
ford,  Constantine  &  Gardner,  San Francisco. 

Interstate  News 
INTERSTATE  BAKERIES  Corp., 
Kansas  City,  Mo.  (Butternut  bread, 
Dolly  Madison  cake) ,  on  July  1 
started  sponsorship  for  22  weeks 
of  Donald  McGibney  &  the  News, 
quarter  hour  newscasts  three  eve- 

nings weekly  on  WBBM,  Chicago. 
Agency  is  Potts-Turnbull  Adv.  Co., Kansas  City,  Mo. 

N-  IISOonYaurDIAL 
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TO  ENLIST  foreign  language  broad- casters in  its  drive  to  collect  old 
phonograph  records,  Records  for  our 
Fighting  Men  Inc.  has  appointed  a 
foreign  language  committee  of  Jewish 
and  Italian  radio  announcers.  Oscar 
Goren,  Jewish  commentator,  and  Knzo 
Gugliotta,  Italian  announcer  of 
WEVD,  New  York,  co-chairmen  of  the 
committee,  will  form  sub-committees  in 
all  cities  which  have  foreign  language 
broadcasts. 
RAF  flying  veterans  of  the  Libyan 
campaign  against  the  Nazis  are  the 
stars  in  an  interview  feature  of  the 
new  edition  of  Freedom's  Fighting Men,  transcribed  series  offered  to  NBC 
Thesaurus  subscribers  by  the  NBC 
Radio-Recording  Division  for  sustain- 

ing broadcasts  only. 
NARRATION  of  Al  Sisson,  of 
WHAM,  Rochester,  delivered  as  part 
of  the  Bausch  and  Lomb  celebration 
of  Army  and  Navy  Night  in  Roches- 

ter's Red  Wing  Stadium,  was  so  well 
received  that  Rep.  Joe  O'Brien  (R- N.  Y.)  had  the  piece  inserted  in  the 
Congressional  Record  of  June  25. 
WHBQ,  Memphis,  after  ten  years  of 
occupancy  in  the  local  Hotel  Claridge, 
has  moved  to  new  and  larger  quarters 
on  the  mezzanine  floor  of  the  Hotel 
Gayoso,  one  of  the  South's  oldest hotels.  Installed  in  the  new  studios 
are  complete  new  transcribing  facili- ties. 
WEIM,  Fitchburg,  Mass.,  is  now 
carrying  its  daily  program  schedule  in 
Raivaaja,  leading  Finnish  daily  pub- lished in  that  city. 
KTSA,  San  Antonio,  convinced  that 
thousands  of  tons  of  scrap  rubber  lie 
undiscovered  along  our  highways,  re- 

cently instigated  such  a  search  in  co- 
operation with  the  local  junior  di- vision of  the  YMCA.  Women  with 

cars  were  sought  and  into  each  car 
four  boys  were  assigned.  Driving  to  a 
designated  point,  the  boys  then  scoured 
the  roadsides  for  rubber.  Each  car 
traveled  not  more  than  four  miles  and 
yet  an  average  of  200  pounds  a  car 
was  maintained. 
KDKA,  Pittsburgh,  through  James  B. 
Rock,  general  manager,  has  announced 
that  12%  of  its  total  gross  payroll 
has  been  subscribed  to  the  purchase 
of  war  bonds.  The  payroll  deduction 
plan,  according  to  the  announcement, 
now  has  100%  cooperation  of  the  staff 
and  has  been  in  effect  several  months. 
WQAM,  Miami,  issued  bonuses  to 
staff  members  on  the  last  payday  in 
June,  based  on  the  company's  earn- ings for  the  first  six  months  of  1942. 
It  has  been  the  station's  practice  to give  such  bonuses  to  its  employes  at 
Christmas  and  again  at  the  end  of  the 
fiscal  year. 
KGEI.  San  Francisco,  shortwave  sta- 

tion of  the  GE,  on  June  23  launched 
a  series  of  weekly  roundtable  discus- 

sions in  Spanish,  sponsored  by  the  San 
Francisco  Chapter  of  the  Pan-Ameri- 

can Society  and  featuring  authorities 
on  topics  of  interest  to  the  Americas. 
The  programs  are  beamed  to  Mexico. 
Central  and  South  America. 

Serving  Georgia's 
Richest  Market 

WITHOUT 

WASTE! 

GOODWILL    IN  PITTSBURGH 
where  Mexican  delegates  to  the 
convention  of  the  Hotel  Greeters 
Assn.  were  interviewed  on  KDKA. 
Principals  in  the  broadcast  were 
(1  to  r)  Ignacia  Carral,  Mexican 
announcer,  and  Paul  Shannon, 
KDKA  announcer. 

WOWO  Is  Bugler 
BUGLER  of  Baer  Field,  In- 

diana, is  WOWO,  Fort 
Wayne.  Station  broadcasts 
"first  call"  at  6  a.m.,  "Rev- 

eille" at  6:10  and  "Assem- 
bly" at  6:15  which  are  car- 

ried by  the  camp's  public  ad- dress system.  Between  calls 
military  marches  and  popular 
tunes  are  played,  a  typical 
Army  man's  letter  is  read 
and  news  and  official  Army 
bulletins  are  broadcast. 

FIRST  radio  clinic  for  AAA  field 
personnel  in  Illinois  was  recently  con- 

ducted in  Rockford,  111.,  to  discuss 
method  of  disseminating  agricultural 
information.  Morey  Owens,  program 
director  of  WROK,  Rockford,  was  ac- 

tive in  the  forum  and  arranged  with 
AAA  officials  for  regular  agricultural 
information  to  be  used  in  WROK's R.  F.  D.  Club. 

WHO,  Des  Moines,  gave  one  $25  War 
Bond  daily  during  the  rubber  drive 
for  the  most  interesting  10  words  com- 

pleting the  statement  "I  turned  in 
my  old  rubber  today  because  .  .  ." The  contest,  was  promoted  on  Bob 
Burlingame's  10  :30-10  :45  p.m.  news- cast. 

WWDC,  Washington,  has  added  all 
prize  fights  in  Grifltith  Stadium  to  its 
schedule  of  special  events.  Broadcasts 
are  sponsored  by  D.  .1.  Kaufman  Men's Wear  Store  with  Ray  Carson  at  the 
microphone. 

WNAX,  Yankton.  S.  D..  recently 
brought  listeners  the  sounds  of  sizz- 

ling branding  irons  and  bawling  of 
the  "dogies"  when  Chris  Mack,  farm director,  transcribed  the  annual  Flying 
V-Bar-Y  roundup  in  the  sandhills. 

365,000  people  make  the 

Youngstown  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representativea 

Swift  Is  Winner 

WRITING  on  the  theme  of  "What 
Freedom  Means  to  Me",  Jack 
Swift,  newscaster  of  KDKA,  Pitts- 

burgh, has  won  a  $50  War  Bond 
first  prize  in  the  35-group  West- 
inghouse  Radio  Stations  Inc.  $3,000 
War  Bond  contest.  Mr.  Swift's 
entry  will  be  judged  with  those  of 
other  group  winners  in  the  com- 

pany-wide competition  to  deter- 
mine grand  prize  winners.  Groups 

consist  of  various  works,  divisions, 
districts  and  subsidiaries  of  West- 
inghouse  Electric  &  Manufacturing 
Co.  throughout  the  country. 

.lAMElS  W.  GERARD,  former  Am- 
bassador to  Germany,  presents  a 

weekly  analysis  of  history  and  cur- rent events  in  WINS,  New  York, 
Mondays,  7  :45  p.m. 

All  Affiliates  Are  Given 

Rights  to  Service  Game 
IN  ADDITION  to  the  160  stations 
affiliated  with  either  NBC,  CBS 
or  Mutual  in  the  18-state  Maine- 
to-Louisiana  area  which  are  slated 
to  carry  the  Army-Navy  game  Nov. 
28  under  sponsorship  of  Esso  Mar- 

keters [Broadcasting,  June  29], 
the  three  networks  will  offer  the 
broadcast  of  the  game  to  the  rest 
of  their  affiliated  stations  without 
commercial  announcements.  The  ar- 

rangement making  this  possible 
was  made  between  Esso  Marketers 
and  the  networks  in  view  of  the 
large  interest  in  the  game  for  all 
sections  of  the  country.  Agency  for 
Esso  is  Marschalk  &  Pratt,  New York. 

Every  kid  knows  there's  more  than  one  way  to  see  a 

ballgame.  On  the  other  hand,  smart  radio  advertisers 

know  there's  only  one  way  to  get  a  "look-in"  on  the  big 

Roanoke — Southwest  Virginia  market.  And  that's  with 
WDBJ  —  the  one  station  serving  the  whole  territory. 

Want  a  share  of  the  area's  $285,000,000  bankroll? 

ROANOKE 
VIRGINIA 

CBS  Affiliate  .  .  960  K.C.  IF  IT  W  5000  Watts  Full  Time 

Owned  and  Operated  by  the  TIMES-WORLD  CORPORATION 

FREE&Pm,lE 
■  national  Htpreaentativt* 

1  WATL  M 
ATLANTA 

MBS     250  W  -  1400  K.  C 
Represented  by  SPOT  SALES.  Inc. 
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CLARK 

synonym  for 

QUALITY 

TRANSCRIPTION 

PROCESSING 

'Think  of  quality  transcrip^i tion  processing  and  you 

think  of  CLARK.  That's  na- 

tural as  ABC.  Since  radio's 
pioneer  days  CLARK  has 

been  the  symbol  for  pride  of 

workmanship  and  depend- 

ability of  performance.  All 
over  America  electrical 

transcriptions  bear  the 

stomp  of  CLARK  experi- 

ence. Today  nearly  every 

sizable  transcription  pro- 
ducer is  a  CLARK  client. 

How  about  you? 

Phonograph  Record  Co. 

216  High  St.  Humboldt  2-0880 

221N.  USa»eSt.  Central  5275 

Sanders  Hearings 
(Continued  from  page  16) 

the  law  that  a  station  licensee  be 
responsible  for  determining  what 
shall  and  shall  not  go  over  his 
transmitter  is  not  transferable. 
Regulation  3.105  provides  that  a 
station  may  not  contract  away  his 
right  to  reject  unsuitable  or  im- 

proper programs,  he  said. 
Apropos  network  ownership  of 

stations,  Mr.  Fly  listed  the  10  sta- 
tions originally  operated  by  NBC 

and  the  8  stations  licensed  to  CBS. 
Since  the  announcement  of  the 

regulations,  he  said  this  "concen- 
tration of  stations  has  improved 

somewhat"  since  three  of  NBC's 
stations  have  been  transferred  to 
the  BLUE.  He  cited  as  an  illustra- 

tion the  situation  in  Charlotte, 
where  there  are  three  stations,  with 
CBS  owning  WBT,  using  50,000 
watts.  He  said  this  left  only  two 
low-powered  stations,  WSOC,  with 
250  watts,  and  WAYS,  with  1,000 
watts,  to  be  shared  among  the  Red, 
BLUE  and  MBS. 

The  cure  reposes  in  regulation 
3.106,  providing  that  no  network 
shall  own  more  than  one  station  in 
any  locality.  When  the  contem- 

plated sale  of  the  BLUE  is  com- 
pleted, he  said,  this  requirement 

will  automatically  be  met.  The  reg- 
ulation also  provides,  he  pointed 

out,  that  a  network  shall  not  be  the 
licensee  of  a  station  in  any  local- 

ity where  the  existing  stations  are 
so  few,  or  of  such  unequal  desir- 

ability, that  competition  would  be 
siitistantially  restrained. 

Praises  NBC  and  RCA 

For  Separation  of  Blue 
Describing  the  regulation  calling 

for  separation  of  the  Red  and  the 
BLUE,  Mr.  Fly  said  that  every- 

one—NBC, the  FCC  and  the  FCC 
minority — is  in  agreement  that  the 
BLUE  should  cease  to  be  "a  little 
brother"  of  the  Red  and  should 
emerge  as  a  full-fledged  indepen- 

dent and  competing  network  in  its 
own  right.  Regulation  3.107  pro- 

vides for  the  separation  of  these 
networks. 

Mr.  Fly  said  he  wanted  especially 
to  commend  "the  businesslike  and 

THE  MOST  INTIMATE 

AND  EFFECTIVE  SALES 

APPROACH  TO  AMERI- 

CA'S LARGEST  MARKET. 

FOR  OFFENSE  •  FOR  DEFENSE 
B^/K  U.  5.  BONDS  TODAY 

WEST  COAST  TOUR  of  Keith  Kiggins,  BLUE  vice-president  in  charge 
of  station  relations,  took  him  to  San  Francisco  where  he  conferred 
with  William  B.  Ryan  (left),  general  manager  of  KGO  and  Tracy  Moore 
(center),  sales  manager  of  the  BLUE  Western  Division. 

wholly  cooperative  way  in  which 
NBC  and  its  parent,  RCA,  have 

proceeded  vidth  this  separation." After  describing  the  complete 
physical  and  legal  segregation  of 
these  two  networks  which  has  been 
effected,  he  said  there  only  remains 
to  transfer  control  of  the  BLUE  to 
an  independent  interest. 

The  FCC  has  suspended  the  effec- 
tive date  of  the  order  requiring 

disposition  of  the  BLUE  and  has 
provided  that  the  regulation  will 
not  become  effective  on  less  than 
six  months'  notice.  Thus,  he  ex- 

plained, RCA  has  not  in  any  sense 
been  placed  in  the  position  of  a 
"necessitous  seller"  required ,  to 
take  the  first  offer  that  comes along. 

Dealing  with  purported  network 
control  of  station  rates,  Mr.  Fly 
said  NBC's  standard  affiliation 
contract  provides  that,  if  a  station 
sells  time  to  a  national  advertiser 
for  less  than  that  which  NBC 
charges  network  advertisers  for 
that  time,  NBC  may  lower  the  sta- 

tion's network  rate  proportionately. 
He  said  this  might  properly  be  con- 

sidered outside  the  Com.mission's 
concern,  if  it  did  not  affect  listen- ers adversely. 

He  contended,  however,  that  lis- 
teners are  affected  since  many  pro- 
grams which  might  be  put  on  by 

national  advertisers  through  tran- 
scriptions or  otherwise  are  banned 

because  network  rates  must  be 
charged  even  though  the  network 
is  not  used.  Thus,  he  said,  listeners 
are  deprived  of  programs  which 
might  otherwise  be  broadcast.  Reg- 

ulation 3.108  provides  in  effect 
simply  that  stations  may  fix  or 
alter  their  own  non-network  rates 
without  hindrance  from  the  net- 
works. 

Discussing  freedom  of  speech 
and  the  regulations,  Mr.  Fly 
charged  the  networks  have  tried  to 
create  the  impression  that  the 
chain  -  broadcasting  regulations 
somehow  or  other  "limit  freedom  of 
speech".  Branding  this  as  untrue, 
he  said  that  on  the  contrary  the 
regulations  promote  freedom  of 
speech  by  assuring  to  every  station 
licensee  the  right  to  select  his  own 

programs  unhampered  by  "restric- 

tive clauses  in  his  network  affilia- 

tion contract." While  the  networks  put  on  some 
excellent  programs,  Mr.  Fly  said 
the  lawyers  of  these  same  networks 
have  devised  "shrewd  contract  pro- 

visions which  have  both  the  pur- 
pose and  the  effect  of  keeping  these 

very  programs  away  from  listening 
millions  all  over  the  country."  He 
said  the  regulations  were  designed 
to  blast  loose  "these  legal  log-jams 
between  microphone  and  listener". 

Mr.  Fly  cited  the  case  of  Ray- 
mond Gram  Swing,  on  MBS.  He 

said  he  belonged  to  a  distinguished 
list  of  commentators  on  all  the  net- 

works who  have  done  much  to  make 

Americans  "the  best-informed  peo- 
ple on  the  face  of  the  earth".  Swing 

is  not  heard  in  many  stations  be- 
cause of  the  exclusivity  clause,  he 

said.  He  cited  Portland,  Me.,  as 
such  a  situation,  because  there  are 
only  two  stations  in  that  city  un- 

der exclusive  contract  to  other  net- 
works. 

Says  Legal  Verbiage 
Blocks  Freedom  of  Speech 

He  said  the  interference  with 
freedom  of  speech  is  hidden  behind 
technical  legal  verbiage,  and  only 
"when  you  cut  through  that  ver- 

biage do  you  come  to  the  cold  hard 
fact — network  exclusivity  makes  it 
impossible  for  the  citizens  of  Port- 

land, Maine,  to  hear  Raymond 

Gram  Swing." The  same  situation  obtains  in  18 
cities  having  at  least  two  stations, 
Mr.  Fly  said.  He  added  that  the 
regulations  are  not  a  cure-all, 
since  even  after  they  take  effect 
the  citizens  of  18  cities  may  not  be 
able  to  hear  Mr.  Swing.  The  sta- 

tions may  still,  if  they  wish,  decide 
not  to  broadcast  the  commentator. 

"In  my  judgment,"  the  chairman 
asserted,  "few  greater  steps  toward 
freedom  of  speech  over  the  air  can 
be  taken  than  the  abolition  of  ex- 

clusivity, and  a  recapture  by  the 
stations  of  the  power  to  broadcast 
outstanding  programs,  if  they  so 

desire,  from  any  source  whatever." 
Mr.  Fly  then  explained  the  rea- 

son why  he  used  Mr.  Swing  as  an 
example.  He  recited  that  in  Sep- 

tember he  leaves  MBS  and  joins 
NBC.  If  territorial  exclusivity  is 
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try  "option  time  operates  to  impede 
and  hamper  the  development  of 

local  self-expression". 
Asserts  Congress  Should 
Prevent  Restraints 

Mr.  Fly  cited  a  series  of  past  in- 
cidents in  which  public  service 

speeches  scheduled  on  given  net- 
works were  carried  by  only  a  hand- 

full  of  stations  on  the  networks.  In 
one  instance  on  NBC  Red,  Rep. 
Boren's  (D-Okla.)  address  was 
heard  on  only  35  of  the  136  sta- 

tions on  the  network  and  under  ter- 
ritorial exclusivity  no  other  station 

in  the  101  cities  could  broadcast  the 
talk.  He  cited  the  BLUE  Network 
incident  where  a  Town  Meeting 
program  was  not  broadcast  in  nine 
States. 

On  MBS,  there  was  an  incident 
wherein  a  roundtable  program  with 
prominent  speakers  was  not  heard 
in  a  half-dozen  states.  Finally,  he 
cited  a  CBS  speech  by  Rear  Admi- 

ral Emory  S.  Land,  head  of  the 
Maritime  Commission,  which  was 
not  heard  in  Norfolk-Newport 
News,  an  important  ship-building 
center,  because  the  two  stations  in 
that  city  were  not  affiliated  with 
CBS  and  because  two  other  sta- 

tions which  cover  the  area — 
WRVA,  Richmond,  and  WDBJ, 
Roanoke — did  not  carry  the  pro- 

gram. Mr.  Fly  argued  that  restraints 
on  freedom  of  speech  result  from 
exclusivity,  territorial  exclusivity 

and  option  time,  but  these,  "bad  as 
they  are",  do  not  rival  in  their  re- 

strictive effects  what  might  be 
called  the  conjoint  or  united  effect 
of  the  contracts  as  a  whole  upon 
free  speech.  The  net  effect  of  the 

contract  provisions  as  a  whole  "is 
to  close  the  door  to  any  new  net- 

work," the  Chairman  sa,id,  "And  to the  extent  that  additional  networks 
are  kept  out,  freedom  of  ̂ speech  is 
to  that  extent  throttled." 

Mr.  Fly  contended  that  four  peo- 
ple— "even  such  outstanding  citi- 

zens as  Mr.  Trammell  (NBC),'  Mr. Paley  (CBS),  Mr.  M.c.Cosker 

(MBS),  and  Mr.  Woods  (BLUE)" 
—  should  not  have  the  right  "to 
decide  who  shall  and,  who  shall  not 
have  freedom  to  reach  a  nationwide 

radio  audience." 
He  added  he  was  not  suggesting 

that  a  new  network  could  do  a  bet- 
ter job  than  the  existing  ones,  but 

that  he  was  suggesting  that  if  Con- 
gress has  a  concern  for  free  speech 

"you  will  try  to  make  sure  that 
monopolistic  restraints  do  not  pre- 

vent others — perhaps  others  of  the 
calibre  of  these  four  and  perhaps 
men  even  better  equipped  for  the 
task — from  also  entering  the  field 

and  doing  their  share  for  free 

speech." ^Monopolist  Heaven^ 
Portrayed  by  Chairman 

Mr.  Fly  cited  a  speech  made  in 
1923  by  David  Sarnoff,  RCA  presi- 

dent, and  attributed  to  him  the 
statement:  "We  ought  to  get  away 
from  all  these  small  stations  and 
have  just  two  or  three,  or  maybe 

just  one,  big  station."  After  read- ing excerpts  from  this  address,  Mr. 
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practiced,  Mr.  Swing  will  not  be 
free  of  restrictions  over  NBC,  he 
said.  In  that  event,  he  declared, 
■"he  will  have  jumped  out  of  the 
frying  pan  of  exclusivity  of  affilia- 

tion and  into  the  fire  of  territorial 

exclusivity." 

Says  Option  Time 
Limits  Self -Expression 
NBC  has  announced,  since  the 

network  regulations  were  published, 
that  it  intends  to  and  perhaps  al- 

ready has,  abolished  territorial  ex- 
clusivity. If  it  is  in  fact  abolished 

it  will  not  stand  in  the  way  of  Mr. 

Swing's  broadcasts,  said  Chairman 
Fly,  and  this  in  itself  indicates  the 
importance  of  the  regulations  "in 
opening  up  new  channels  for  free 
speech  on  the  American  air". 

Another  example  of  the  way  in 
which  territorial  exclusivity  has  in 

the  past  "blocked  free  speech," 
Mr.  Fly  enumerated,  was  the  ex- 

perience of  Theodore  Granik's 
A^nerican  Forum  of  the  Air  in  Buf- 

falo. The  regular  MBS  affiliate  in 
Buffalo  decided  not  to  carry  the 
Forum,  which  Mr.  Fly  said  was  en- 

tirely within  its  province  and  on 
which  there  could  be  no  complaint. 
A  Buffalo  independent  wanted  to 
carry  the  Forum  but  the  network 
said  no.  It  held  the  territorial  ex- 

clusivity clause  prevented  it  from 
sending  the  program  to  any  other 
station  in  Buffalo.  He  pointed  out 
that  it  was  MBS'  territorial  ex- 

clusivity policy  that  was  at  fault, 
but  that  he  understood  MBS  no 
longer  practices  exclusivity  and 
the  Forum  now  is  heard  in  Buffalo. 

Mr.  Fly  contended  also  that  op- 
tion time  seeks  to  "throttle  free- 
dom of  speech,  or  more  particular- 

ly freedom  of  millions  to  listen". 
He  cited  the  WFBR,  Baltimore, 
case  as  an  example,  when  the  sta- 

tion was  an  NBC-Red  affiliate. 
This  incident,  previously  testified 
to,  dealt  with  the  displacement  of 
a  National  Guard  recruiting  pro- 

gram for  a  Procter  &  Gamble  pro- 
gram for  Oxydol.  He  said  that  NBC 

invoked  its  option  time  privilege 
and  threatened  to  shift  WFBR 
from  the  Red  to  the  less  profitable 
Blue  unless  the  station  moved 
the  National  Guard  program  to 
make  room  for  Oxydol.  Mr.  Fly  as- 

serted this  was  not  an  isolated  ex- 
ample and  that  all  over  the  coun- 

Fly  said  that  was  Mr.  Sarnoff's dream  of  20  years  ago,  and  that 

during  the  intervening  years  "he and  another  dreamer,  Mr.  Paley, 
have  come  perilously  close  to  estab- 

lishing that  monopoly  or  duopoly 
which  Mr.  Sarnoff  predicted  so 

frankly  in  1923." He  said  he  was  not  content  to 
move  further  and  further  away 
from  what  Mr.  Sarnoff  called 
"small  and  comparatively  cheap 

stations  serving  limited  areas".  Mr. 
Fly  said  he  thought  the  900  inde- 

pendent stations  are  the  backbone 
of  the  American  system  of  broad- 

casting and  that  he  did  not  believe 
the  Commission  could  stand  idly  by 
"while  the  monopolists'  heaven  pic- 

tured by  Mr.  Sarnoff  and  seconded 
by  Mr.  Paley  is  achieved  step  by 

step". 
Dealing  with  licensing  of  net- 

works, Mr.  Fly  recalled  that  Mr. 
Paley  in  his  testimony  before  the 
Senate  committee  last  year  said  he 
thought  the  time  had  come  for  Con- 

gress to  arrange  for  licensing  of 
networks.  Since  then,  he  added,  Mr. 
Paley  has  "somewhat  modified  his 
position".  Declaring  that  licensing 
of  networks  is  not  something  that 
can  be  arranged  in  an  offhand  man- 

ner, Mr.  Fly  said  it  involves  a  va- 
riety of  complex  problems,  and 

should  be  undertaken  only  after 
the  fullest  study. 

These  include  such  matters  ar, 
national  service,  fixed  standards  of 
coverage  to  the  end  that  none  of 
the  people  will  be  discriminated 
against,  limitation  of  sponsorship 
of  commercial  programs  over  sta- 

tions in  the  area  in  which  the  ad- 
vertiser has  distribution.  [He  cited 

the  situation  of  Lowell  Thomas' news  broadcasts  over  25  stations 
for  Sun  Oil  Co.,  asserting  there 
appeared  to  be  no  good  reason  why 
Thomas'  news  broadcasts  should 
not  be  heard  throughout  the  coun- 

try merely  because  Sun  Oil  does  not 
sell  throughout  the  country.] 
Any  study  of  network  licensing, 

Mr.  Fly  said,  ,  would  have  to  ex- 
amine this  problem  thoroughly,  plus 

the  questions  of  the  tendency  to- 
ward duplication  of  types  of  pro- 

grams; what  happens  when  two  ad-., 
vertisers  want  the  same  hour  on  a 
network,  and  related  problems.. 

Says  FCC  Is  Now 
Basically  a  War  Agency 

Referring  to  an  article  in  the 
June  issue  of  Harper's  written  by 
Bernard  S.  Smith,  introduced  as  an 
exhibit,  Mr.  Fly  said  Mr.  Smith 
had  found  that  11  advertisers  to- 

gether furnish  some  50%  of  all 
network  programs  and  these  com- 

panies, having  been  the  first  to 
come,  are  continuously  through  the 
years  the  first  to  be  served.  While 
this  problem  is  wholly  outside  the 

present  scope  of  the  Commission's duties,  it  might  become  highly  rele- 
vant in  connection  with  any  study 

of  network  licensing,  he  said. 
Mr.  Fly  said  he  did  not  think 

this  was  the  appropriate  time  to 
inaugurate  such  a  study.  The  FCC 
now  is  essentially  a  war  agency 
with  war  duties  occupying  the  bulk 
of  its  time  and  its  best  energies 

AL.BLMFD  s/3fsm  Me 

WCKY 

STATION 

TRY 

THE  ftesoM 

AUDIENCE  OF 

WFBL 

SYRACUSE,  NEW  YORK 
fREI  £  PETERS,  NATIONAL  REPRESENTATIVES 

CRYSTALS  fcy 

The  Hipower  Crystal  Company,  one  of 
America's  oldest  and  largest  manufac- turers of  precision  crystal  units,  is  able 
to  offer  the  broadcaster  and  manufac- 

turer attractive  prices  because  of  their 
large  production  and  the  exclusive 
Hipower  grinding  process.  Whatever 
your  crystal  need  may  be,  Hipower 
can  supply  it.  Write  today  for  full information. 

HIPOWER  CRYSTAL  CO. 
Sales  Division — 205  W.  Wacker  Drive,  Chicaao 
Factory— 2035  Charleston  Street,  Chicago,  III. 

hdy  6,  1942  • 

Page 

57 



and  he  felt  this  war  work  should 
be  impeded  at  present  by  inaugu- 

rating an  overall  study  of  network 
licensing.  Secondly,  he  said  there 
are  on  the  immediate  horizon  vast 
new  developments  which  will  pro- 

foundly affect  the  whole  broadcast- 
ing picture — FM  and  television 

which  are  set  for  unlimited  com- 
m  e  r  c  i  a  1  expansion  immediately 
after  the  war." 

Asserting  he  had  the  greatest 
hopes  that  these  industries  would 
flourish  during  the  immediate  post- 

war period,  he  said  he  felt  they 
would  be  important  factors  in  the 
expansion  of  business  which  will 
serve  to  stave  off  any  possible  post- 

war depression  in  this  industry. 
Finally,  he  declared  he  was  very 
much  opposed  to  any  licensing  of 
networks  prior  to  the  full-scale 
duty. 

No.  7  ot  a  Serlai 
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in  Nova  Scotia 
STRENUOUS  efforts  fo  promote  a 

wider  diversification  of  form  prod- 
ucts are  making  encouraging  headway 

in  Nova  Scotia.  Basis  of  this  programme 
is  to  increase  production  of  home- 

grown feeds  so  that  the  province's dairy  and  livestock  industry,  the  basis 
of  its  agriculture,  may  continue  to 
expand. 

More  apples  are  grown  here  than  els>i- 
where  in  the  British  Empire.  1939  pro- 

duction was  2,039,605  barrels,  of 
wliich  1,772,783  barrels  of  graded 
fruit  were  exported  to  England.  War- 

time embargoes  have  since  prevented 
?refh  fruit  exports;  but  the  Govern- 

ment Marketing  Board  distributes  the 
huge  crop,  half  in  processed  form  to 
CnGland  and  the  other  half  in  Canada. 
hlova  Scotia  is  generously  endowed 
with  a  climate  which  is  without  ex- 

tremes of  heat  or  cold.  A  fine  bracing 
climate  which  develops  human  energy, 
both  mental  and  physical.  The  country- 

side !<:  r.iniilar  to  that  of  England  and 
Scotland.  Investigate! 
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"This  is  too  serious  a  matter,  and 
too  important  from  the  point  of 
view  of  radio  listeners  all  over  the 
country,  to  be  entered  into  in  an 
offhand  manner.  Any  action  must 
be  preceded  by  a  thorough  study 

from  every  angle." 
Alluding  to  newspaper  owner- 

ship of  stations,  Mr.  Fly  pointed 
out  that  the  Commission  has  insti- 

tuted this  study  and  will  report  on 
the  problem  "as  promptly  as  pos- 

sible". This  investigation  received 
its  impetus  from  Congress,  Mr. 
Fly  asserted.  He  said  a  large  num- 

ber of  Senators  and  Congressmen 
over  the  years  had  cited  the  need 
for  the  study  and  called  attention 
to  the  fact  that  Senator  White 
(R-Me.)  had  taken  the  Commis- 

sion to  task  for  not  having  formu- 
lated an  opinion. 

Many  Newspapers 
Seek  FM  Stations 

The  question  of  joint  ownership 
of  newspapers  and  stations  became 
acute  last  year  when  FM  was 
opened  up  for  commercial  opera- 

tion, Mr.  Fly  said,  with  43  of  the 
99  applicants  for  FM  on  June  30, 
1941,  filed  in  behalf  of  newspaper 
interests.  The  investigation  was  un- 

dertaken for  three  purposes,  Mr. 
Fly  said:  (1)  To  determine  whether 
or  not  something  needs  to  be  done; 
(2)  to  determine  whether,  if  some- 

thing needs  to  be  done,  the  Com- 
mission can  and  should  do  it  under 

the  present  Act;  and  (3)  to  deter- 
mine whether  the  Commission 

should  instead  make  recommenda- 
tions to  Congress. 

To  buttress  this  point,  Mr.  Fly 
placed  in  the  record  his  opening 
statement  at  the  newspaper  hear- 

ings just  a  year  ago. 
"Congressman  Sanders  has  asked 

several  previous  witnesses  why 
newspapers  should  be  put  in  a  pre- 

scribed class,"  Mr.  Fly  said.  "He 
has  asked  why  they  should  be 
treated  differently  from  churches, 
schools  and  moving  picture  com- 

panies, et  cetera.  My  answer  is  that 
if  in  the  future  there  should  arise 
a  marked  tendency  for  the  owner- 

ship of  radio  stations  to  gravitate 
into  the  hands  of  churches,  schools 
or  motion  picture  companies  that 
would  be  a  matter  which  the  Com- 

mission should  properly  look  into." 
Dealing  with  clear  channels  and 

with  that  provision  of  the  Sanders 
Bill  which  would  require  the  Com- 

mission to  study  and  report  to  Con- 
gress on  them,  Mr.  Fly  said  "we very  much  wish  we  could  embark 

upon  such  a  study".  Shortly  before 
the  war,  he  said,  the  Commission 
had  planned  a  study  of  the  clear- 
channel  problem,  but  the  shortage 
of  engineers  made  it  impossible 

to  carry  the  project  through.  "Our engineers  are  too  busy  helping  win 

the  war  at  this  time,"  he  said. 
"You  have  already  heard  two 

sides  of  the  clear-channel  problem. 
Mr.  Sholis  (Victor  Sholis,  director 
of  Clear  Channel  Broadcasting 
Service),  representing  15  or  16 
clear  channel  stations,  gave  you  one 
side,  and  Mr.  Spearman  (Paul  D. 
P.  Spearman),  representing  Net- 

work Affiliates  Inc.,  gave  you  an- 
other point  of  view. 

"Basically  the  clear-channel 
problem  is  an  engineering  prob- 

lem, and  a  very  interesting  one  in- 
deed. If  the  Committee  desires  fur- 
ther testimony  on  this  subject,  I 

would  suggest  that  you  call  our 
Chief  Engineer,  E.  K.  Jett,  who  is 
fully  qualified  to  give  you  a  clear 
and  precise  picture  of  the  clear 
channel  controversy  from  the  pub- 

lic point  of  view." Chairman  Placed 
Under  Cross-Examination 

Mr.  Fly's  eighth  and  final  ap- 
pearance before  the  Committee 

came  last  Wednesday  at  a  full 
morning  session  devoted  entirely  to 
cross-examination.  As  author  of 
the  bill,  Rep.  Sanders  took  over 
the  bulk  of  the  examination,  which 
at  times  reached  fever  pitch. 

Alluding  to  Mr.  Fly's  testimony 
the  preceding  day  regarding  the 
Sun  Oil  Co.  sponsorship  of  Lowell 
Thomas'  broadcasts  over  a  limited 
network  of  25  stations,  Mr.  Sanders 
pointed  out  that  the  oil  company 
was  a  private  enterprise  and  of 
course  looked  at  the  profit  motive. 
He  jjsked  the  Chairman  whether 
that  motive  would  not  be  destroyed 
if  there  were  the  requirement  that 

sponsors  buy  full  national  net- 
works, irrespective  of  distribution 

of  their  product. 
Mr.  Fly  said  he  wanted  to  stress 

the  point  that  stations  throughout 
the  country  ought  to  have  the  op- 
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portunity  of  taking  such  an  out- 
standing broadcast.  He  said  he  had 

not  solved  the  problem  or  given  it 
detailed  consideration,  but  em- 

phasized radio  is  a  public  service 
and  that  consideration  should  be 

paramount. 
Subsequently,  when  Rep.  Wads- 

worth  (R-N.Y.)  took  up  question- 
ing on  the  same  line,  Mr.  Fly  said 

he  was  simply  projecting  the  view 
expressed  by  Mr.  Smith  in  his 
Harper's  article  as  one  of  the  prob- 

lems inherent  in  network  licensing, 
and  that  he  had  in  no  way  made  up 
his  mind.  He  agreed  that  Mr. 
Thomas  would  have  some  say,  as 
well  as  the  advertiser. 

Answering  Rep.  Sanders,  Chair- 
man Fly  said  Congress  might  de- 

cide after  study  that  it  would  want 
to  "override  a  private  interest"  in 
the  interests  of  130  million  lis- teners. 

Queried  by  Rep.  Sanders  on 
newspaper  ownership,  Mr.  Fly  said 
that  no  decision  yet  had  been  made 

on  the  investigation  and  that  "sev- 
eral months"  would  elapse  before 

the  Commission's  final  report.  He 
insisted  he  had  not  made  up  his 
own  mind  and  that  he  did  not 
know  what  the  facts  would  prove, 
one  way  or  the  other.  The  question 
of  the  Commission's  jurisdiction 
likewise  has  not  been  decided  and 
the  Commission  might  take  one  of 
several  courses. 

Says  Public  Interest 
Must  Be  Based  On  Facts 

The  public  interest  concept  must 
be  applied  on  the  newspaper-owner- 

ship problem,  Mr.  Fly  asserted,  de- 
claring that  public  interest  "doesn't define  itself"  but  must  be  based  on 

the  facts. 
When  Rep.  Sanders  asked 

whether  "it  is  your  view  that  the 
law  does  or  does  not  give  you  au- 

thority," Mr.  Fly  rejoined  that  he 
did  not  think  the  Congressman 
wanted  to  "pull  a  judge  off  the 
bench  and  tell  what  his  decision 
will  be."  He  said  he  frankly  did 
not  know  what  conclusion  he  would 
reach  and  that  he  declined  to  an- 

swer the  question  simply  because 
he  hadn't  completed  his  study. 

Mr.  Fly  said  that  assuming  the 
FCC  determines  it  has  the  power 
to  invoke  a  newspaper-divorcement 
order,  it  then  would  consider 
whether  it  should  proceed,  or  take 
one  of  several  alternative  courses. 
When  Rep.  Sanders  asked  about 

holding  up  newspaper  applications, 
Mr.  Fly  said  none  had  been 
granted  and  none  denied  since  the 
proceedings  started,  claiming  there 
was  no  point  in  disposing  of  appli- 

cations prior  to  conclusion  of  the 
study. 

Agreeing  with  Mr.  Sanders  that 
a  fundamental  question  was  in- 

volved in  the  right  of  the  Commis- 
sion to  say,  arbitrarily,  that  one 

particular  class  should  not  be  en- 
titled to  licenses,  Mr.  Fly  said  he 

would  have  no  objection  to  the  Con- 
gressman expressing  himself  on 

the  subject.  But  he  added  that  most 
of  the  utterances  of  members  of 
Congress  have  been  the  other  way. 
If  Congress  wants  to  change  its 
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FLYING  HIGH  is  Dave  Young, 
former  sports  announcer  of  KABC, 
San  Antonio,  as  he  receives  the 
Sporting  News  Trophy  voted  an- 

nually to  the  most  popular  base- 
ball announcer  in  the  Texas  League, 

from  Early  Wilson,  station  presi- 
dent. Knovsm  to  the  Army  as  Cadet 

David  Olds,  he  is  currently  quali- 
fying as  a  lieutenant  in  navigation. 

The  award  was  for  1941,  marking 
his  second  consecutive  selection  for 
the  honor,  and  was  presented  as 
part  of  the  ceremonies  of  soldiers' 
night  at  the  San  Antonio  park. 

position,  he  said  he  certainly  had 
"no  objection  to  that  approach". 

The  case  of  KOB,  Albuquerque, 
operating  under  a  special  service 
authorization  on  770  kc,  clear  chan- 

nel on  which  WJZ,  New  York,  is 
dominant,  was  brought  into  focus 
by  Rep.  Sanders.  He  asked  particu- 

larly whether  the  situation  was 
one  wherein  the  parties  could  not 
litigate  because  of  the  type  of  au- 

thorization given  KOB,  which  was 
not  in  fact  a  license,  recalling  the 
court  decision  in  the  WLW  case 
involving  this  issue. 
Mr.  Fly  explained,  after  con- 

sultation with  his  counsel,  that 
KOB  was  one  of  the  stations  left 
without  an  assignment  under  the 
Havana  Treaty  reallocation  and 
that  it  has  operated  on  different 
frequencies  in  the  quest  for  a  perm- 

anent spot  for  it,  without  injury 
to  ether  stations.  He  said  it  was 
unlike  the  WLW  case,  since  there 
the  question  was  pure  experimenta- 

tion, and  the  FCC  concluded  that 
the  experiment  was  over. 

Purely  An  Engineering 
Problem,  He  Explains 
k  Asserting  that  KOB  would  either 
have  to  be  closed  down  or  a  home 
found  for  it,  Mr.  Fly  said  it  was 
purely  an  engineering  problem  and 
if  a  frequency  could  be  found  that 
would  do  a  good  job  without  get- 
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ting  on  either  an  eastern  or  north- 
ern station  clear  channel,  the  Com- 

mission would  be  glad  to  do  it. 
Describing  KOB  as  "one  of  the 

best  stations  in  the  country",  Mr. 
Fly  pointed  out  that  it  is  seldom 
that  interests  are  found  willing  to 
make  substantial  investments  to 
serve  a  sparsely  settled  area. 

Mr.  Sanders  commented  that  if 
the  Commission  could  issue  special 
service  authorizations  of  the  KOB 

type  in  one  case,  it  could  do  it  "in 
others"  and  inquired  whether  it  was 
desirable  to  have  Congress  lay 
down  the  policy.  Chairman  Fly  said 
such  steps  would  tend  to  make  it 
more  difficult  for  the  Commission 

to  function.  Asserting  that  "radio 
waves  don't  stay  at  home",  Mr.  Fly 
pointed  to  the  international  impli- 

cations of  radio  and  said  the  FCC, 
faced  with  the  problem  of  main- 

taining "the  best  broadcasting  sys- 
tem in  this  country",  must  be  able 

to  meet  these  critical  situations  as 
they  arise.  He  warned  against  tak- 

ing away  the  FCC's  power  in  this 
regard. 
When  Rep.  Sanders  asked 

whether  WJZ  could  not  appeal  the 
KOB  authorization  because  it 

doesn't  have  a  regular  license  and 
therefore  would  have  no  standing 
in  court,  Mr.  Fly  asserted  he 
thought  this  was  incorrect,  but 
that  he  had  not  made  the  requisite 
legal  study.  He  added  that  if  a 
regular  license  was  insisted  upon 
for  KOB,  the  station  might  have 
to  go  off  the  air. 

Rep.  Sanders  commented  that 
"you  can  take  them  off  the  air  any- 

way", and  Mr.  Fly  countered  that this  assumed  the  Commission  was 
arbitrary. 

"If  that  is  the  assumption  here, 
you  ought  to  abolish  the  Commis- 

sion and  get  another,"  he  said. 
"We  may  as  well  not  have  this 
Commission  at  all  and  go  back  to 

1926." 
Describes  Letter 
Commenting  On  Bill 

Referring  to  a  letter  dated  Sept. 
18  from  Chairman  Fly  to  Chair- 

man Lea,  commenting  on  the  San- 
ders Bill,  Mr.  Sanders  asked 

whether  this  was  the  result  of  an 

FCC  meeting  or  Mr.  Fly's  personal 
opinion.  The  chairman  said  it  was 
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official  and  had  cleared  through  the 
Bureau  of  the  Budget.  Chairman 
Fly  could  not  recall  whether  the 
matter  was  actually  taken  up  at 
a  meeting  or  circulated  among 
commissioners.  He  said  he  had  no 
doubt  that  the  Sanders  Bill  was 
discussed  at  Commission  meetings 
on  several  occasions,  but  did  not 
recall  precisely  how  it  came  up. 
He  added  it  was  not  at  all  unlikely 
that  the  letter  was  circulated  but 
that  this  had  no  bearing  on  the 
facts. 

The  letter  itself  was  drafted  by 

the  FCC  law  department  and  "was 
not  any  more  my  property  than 
that  of  any  other  commissioner," 
he  said.  Asked  by  Rep.  Sanders 
whether  it  would  not  be  desirable 
to  have  such  legislative  matters 
considered  by  the  Commission  as 
a  whole,  Mr.  Fly  said  he  thought 
it  was.  He  added  there  is  some 
divergence  of  opinion  on  the  FCC 
and  he  thought  the  Committee 
would  find  that  Commissioner 
Craven  disagreed  with  some  por- 

tions of  the  outline  of  his  testi- 
mony on  the  Sanders  Bill,  which 

previously  had  been  distributed  to 
Commission  members. 

Rep.  Sanders  then  alluded  to  a 
Dec.  12,  1941  Commission  docu- 

ment dealing  with  activities  of  a 
committee  created  for  the  organ- 

ization of  a  censorship  office,  on 
which  the  FCC  was  represented. 
Mr.  Fly  recalled  this  meeting  was 

called  a  few  days  after  the  war  and 
that  FCC  Chief  Engineer  E.  K. 
Jett  and  Attorney  Harry  Plotkin 
had  attended  these  sessions  and  had 
continued  their  contacts. 

Rep.  Sanders  then  quoted  an  ex- 
tract dealing  with  control  of  "views 

and  opinions"  over  the  air  and  the statement  that  the  FCC  had  the 
power  to  revoke  licenses  on  that 
basis. 

Youngdahl  Told  His 

Opinion  Is  'Moonshine' Agreeing  with  the  statement, 
Mr.  Fly  said  it  related  to  war  ac- 

tivity and  to  possible  subversive 
use  of  radio.  He  disagreed  vio- 

lently with  Rep.  Sanders'  conten- tion that  this  stemmed  from  a 

peacetime  law,  asserting  it  was  di- rected to  wartime  application. 
When  any  station  violates  a  funda- 

mental law,  the  FCC  can  refuse  to 
let  it  continue  operation,  Mr.  Fly 
said.  Mr.  Fly  said  he  had  no  ob- 

jection to  the  suggestion  of  Rep. 
Sanders  that  there  might  be  a 
grant  of  power  in  wartime  to  meet 
special  conditions,  but  said  that 
"we're  looking  for  things  to  worry 
about".  He  commented  that  there 
had  been  no  serious  difficulties  on 
subversive  use  of  stations  since  the 
war. 

When  Mr.  Fly  pointed  out  that 

90%  of  the  FCC's  work  was  de- 
voted to  the  war  and  that,  with  all 

Three  cities  thriving  with  diversified 
industry,  plus  29  prosperous  urban 

communities — in  the  midst  of  11,000,000  acres  of 
the  nation's  richest  farm  land. 

Mr.  Emil  F.  Halbach,  Vice  President, Halbach-Schroeder    Co.  (leading 
Department  Store)  :   "We  have   used  a  15-minufe 
program  on   WTAD  six  times  a  week  for  several 
years,  and  additional  spots  from  time  to  time.  The 
fact  that  we  are  continuing  speaks  for  itself." 

Now's  the  Time  to  Get  WTAD  ''Pulling'' 
for  You — Because  Radios  keep  Tuned  to 
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deference  to  the  Committee,  he  was 
opposed  to  any  moves  which  would 
mean  throwing  that  task  aside,  Rep. 
Youngdahl  (R-Minn.)  interposed 
he  was  very  much  interested  in 
that  statement  and  that  it  was  "ab- 

solutely correct".  Then  Rep.  Young- 
dahl asked  why  the  FCC  should 

not  postpone  the  network  monopoly 
rules  until  the  war  is  over,  on  the 
same  premise.  Mr.  Fly  said  the 
study  had  been  completed  for  more 
than  a  year  and  that  there  was  no 
work  to  be  done. 

In  a  detailed  interchange,  Mr. 
Youngdahl  said  it  is  still  up  to 
Congress  to  pass  on  the  question 
and  that  he  had  been  very  much 

impressed  with  the  calibre  of  wit- 
nesses who  had  appeared  before 

the  Committee  and  who  had  the 
public  and  war  interests  in  mind. 
These  witnesses,  he  said,  thought 
much  confusion  and  disturbance 
would  result  and  that  it  was  his 
feeling  the  Commission  would  do 
well  to  suspend  the  regulations  for 
the  duration. 

"That's  a  lot  of  moonshine,"  Mr. 
Fly  retorted.  When  Rep.  Young- 

dahl commented:  "That's  your 
opinion,"  Mr.  Fly  countered  "That's 
a  fact." There  ensued  a  discussion  of 
availability  of  stations  on  networks 
for  public  service  broadcasts  and 
congressional  speeches.  Mr.  Young- 

dahl took  the  position  that  while 
time  unquestionably  could  be 
cleared  for  the  President,  stations 

generally  would  prefer  the  "dollar 
sign"  to  speeches  of  lesser  lights. 
Mr.  Fly,  however,  insisted  that  as 
good  as,  if  not  better,  coverage 
could  be  counted  on  for  such  pro- 

grams under  the  rules.  Stations 
generally  want  to  carry  such  fea- 

tures and  are  not  primarily  inter- 
ested in  the  return,  he  insisted. 

He  said  the  issue  was  being  nar- 
rowed to  whether  Congress  wanted 

the  networks  to  force  stations  to 
take  programs  against  their  will 
and  better  judgment  as  to  what  is 
in  the  public  interest.  This  point, 
however,  was  not  pursued  by  Rep. 
Youngdahl. 

Recalls  Reaction  Of 
Senate  to  Claims 

Chairman  Fly  said  that  stations 
generally,  in  his  judgment,  pre- 

ferred good  public  service  programs 

A  MOTHER  who  has  lost  a  son  in  this  war  gives  her  aid  in  raismg 
finances  for  the  war  effort.  Mrs.  George  B.  Cannon,  mother  of  Lt.  George 
Cannon,  first  Marine  to  die  in  the  defense  of  Midway  Island  last  Dec.  7, 
looks  over  the  script  for  the  Bondwagon,  program  originated  by  CKLW, 

Detroit,  and  carried  by  all  the  city's  stations:  Watching  are  (1  to  r) 
Frank  Burke,  CKLW  production  chief;  Ivan  Frankel,  radio  director, 
Simons-Michelson  agency,  Detroit;  and  Woody  Herman,  bandleader. 

to  programs  "from  Hollywood  and 
Broadway".  He  disagreed  that  the 
network  rules  would  cause  any  con- 

fusion, pointing  out  that  he  had 
"lived  with  these  monopolies  for  a 
number  of  years".  He  again  dis- 

counted the  predictions  of  ruin  and 
disaster  to  business.  The  Senate 
considered  the  same  issues  pre- 

sented to  the  House  Committee 
against  the  monopoly  rules  and 
disagreed  with  the  major  networks 
and  with  Commissioner  Craven's 
views,  he  added. 

Irrespective  of  whatever  Messrs. 
Sarnoff  or  Paley  think,  Mr.  Fly 
contended,  the  arguments  against 
the  rules  "do  not  amount  to  a  hill 
of  beans".  He  added  that  the  ques- 

tion of  profits  is  not  being  dealt 
with,  but  that  he  thought  the  net- 

works would  stand  to  make  more 

under  the  rules.  "It  wouldn't  hurt 
if  they  made  less,"  he  said,  reiter- 

ating previous  testimony  that 
"these  big  outfits  make  a  60%  re- 

turn on  their  investments." 
If  MBS,  with  its  physical  setup, 

can  get  along  under  the  rules,  Mr. 
Fly  said  he  thought  it  followed 
that  the  two  big  network  companies 
can  make  plenty  of  money  under 
the  same  conditions  under  which 

MBS  has  "hobbled  along".  More- 
over, he  held  that  better  programs 

would  result  from  the  competition. 

Rep.  Youngdahl  pursued  his  con- tention that  the  rules  should  be 
suspended  because  of  the  fear  of 
upsetting  the  system  during  war, 
but  Mr.  Fly  insisted  that  if  the 

Congressman  read  the  FCC's  mo- 
nopoly report,  "you'll  be  on  my 

side". 

"I  suppose  that  after  the  rules, 
the  next  step  will  be  the  breaking 

down  of  clear  channels,"  Mr. 
Youngdahl  commented. 

Alluding  to  his  testimony  of  the 
preceding  day  on  clear  channels, 
Mr.  Fly  said  that  the  FCC  does 
not  propose  to  do  anything  on  that 
subject  during  the  war,  because  of 
its  preoccupation  with  other  things. 
Control  Of  Foreign 

Language  Outlets 
Rep.  Kennedy  (D-N.Y.)  asked 

in  a  general  way  about  control  of 
foreign  language  stations  and  the 
policy  of  licensing  new  stations. 
Mr.  Fly  explained  the  present  vol- 

untary controls  set  up  by  the  for- 
eign language  group,  under  FCC scrutiny. 

Rep.  Sanders  (R-Pa.)  alluded  to 
Chairman  Fly's  testimony  on  ex- 

clusivity and  option  time.  He  asked 
whether  it  would  not  be  possible 
for  networks,  by  the  payment  of 
option  money  to  purchase  time,  to 
acquire  what  amounts  to  exclusive 
time  anyway.  Mr.  Fly  indicated 
this  presumably  could  be  done,  but 
held  that  under  the  FCC  rules  sta- 

tions would  assume  their  proper 
license  obligation. 
When  Rep.  Wadsworth  reopened 

the  Lowell  Thomas-Sun  Oil  case 
and  asked  whether  Mr.  Fly  pro- 

posed to  suggest  that  the  sponsor 
be  compelled  to  cover  a  larger  ter- 

ritory, Mr.  Fly  reiterated  he  did 
not  know  the  solution.  He  said  it 
might  mean  a  rebroadcast  for  the 
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national  coverage  or  cooperative 
local  sponsorship,  as  is  being  done 
on  certain  other  news  programs.  He 
said  there  was  no  way  Congress  or 
the  Commission  could  force  such  a 
situation,  although  it  might  be 
done  by  legislation. 

The  FCC  newspaper-ownership 
investigation  was  reopened  by  Rep. 
Brown  (R-0.),  who  pointed  otit 
he  had  been  absent  for  some  days 
because  of  a  flu  attack.  Chairman 

Fly  reiterated  his  previous  testi- 
mony that  the  FCC  should  dispose 

of  the  matter  within  a  very  few 
months.  He  said  it  may  well  be 
that  the  Commission  will  refer  the 

whole  matter  to  Congress  and  "put 
it  right  in  your  lap",  or  it  may 
decide  it  has  jurisdiction  and  take other  steps. 

Chairman  Lea  thanked  Mr.  Fly 
for  his  detailed  testimony  and  the 
Chairman  said  he  stood  at  all  times 

ready  to  appear  before  the  Com- mittee. He  said  it  was  his  plan  to 
maintain  a  "closer  contact"  with 
the  Committee  to  advise  it  of  the 
work  of  the  FCC. 

Craven  Favors  Changes 
In  Operation  of  FCC 

Calling  Commissioner  Craven  to 
the  stand.  Chairman  Lea  com- 

mented that  it  was  "wholesome" 
to  have  members  of  the  Commis- 

sion express  their  own  opinions  as 

individuals  and  that  it  was  "far better  to  have  men  of  that  type 
than  men  who  sacrifice  too  much  in 
the  interest  of  unity  and  har- 

mony." 

Mr.  Craven  read  a  statement, 

prepared  by  himself,  covering  all 
controversial  phases  of  the  FCC's functions.  He  commended  Chair- 

man Fly's  leadership  but  suggested 
changes  in  FCC  operation  to  elimi- 

nate confusion  growing  out  of 

varying  interpretations. 
He  supported  the  Sanders  Bill 

and  made  a  number  of  suggestions. 
He  explained  why  he  had  opposed 

the  FCC  majority's  chain  monop- 
oly report  and  held  that  some  form 

of  option  time  was  essential  in 
the  proper  conduct  of  networks. 

Mr.  Craven  alluded  briefly  to 

his  background  of  29  years  of  serv- 
ice in  communications  and  his  serv- 
ice as  a  member  of  the  FCC  since 

1937.  He  regarded  the  Commission 
as  an  agency  created  by  Congress 
to  administer  policies  established 
by  Congress  and  not  as  an  agency  i 
empowered  to  promulgate  new 
"social-economic  policies."  When  ■ 
the  Commission  encounters  condi- 

tions and  problems  not  foreseen  at| 
the  time  basic  legislation  was  en- 

acted, he  said,  it  seemed  most  de-  ' sirable  that  it  should  return  to; 
Congress  for  further  instructions. 

Mr.  Craven  described  the  Com-i 
munications  Act  of  1934  as  excel- 

lent legislation,  but  pointed  out, 
that  some  parts  of  the  Act  may. 
require  clarification  and  some  re-; 
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vision.  Most  broadcasting  prob- 
lem o  grow  out  of  the  shortage  of 

frequencies,  he  said.  He  criticized, 
without  indulging  in  personalities, 
many  practices  of  the  FCC  and 
asked  specific  instructions  from 
Congress  on  policy  questions.  In 
view  of  recent  controversies,  he  said 
it  seemed  desirable  that  Congress 
should  specify  more  clearly  to  what 
extent  it  desires  the  Commission 
to  regulate  broadcasting.  If  it 
wants  business  practices  of  li- 

censees to  be  regulated,  it  should 
say  so  or  clearly  specify  the  re- 
verse. 

He  asked  Congress  to  decide  if 
the  Commission  has  power  to  take 
into  account  alleged  violation  of 
laws,  other  than  the  Communica- 

tions Act,  which  affect  the  conduct 
of  licensees,  referring  specifically 
to  purported  violation  of  the  anti- 

trust laws  by  the  networks  in  the 
chain-monopoly  proceedings.  He  be- 

lieved such  alleged  violations  should 
be  taken  into  account  by  the  FCC 
only  after  conviction  in  other 
jurisdictions. 

Favors  Two  Separate 
Divisions  for  FCC 

\  Com.  Craven  approved  provi- 
sion of  the  Sanders  Bill  to  set  up 

the  FCC  into  two  autonomous  di- 
visions. Chairman  Fly  previously 

had  vigorously  opposed  this  pro- 
vision. 

The  administrative  and  judicial 
work  of  the  Commission  can  be 
divided  along  natural  lines,  he  said. 
In  urging  separation  of  the  FCC's 
functions,  Mr.  Craven  thought  ex- 

perience had  shown  the  dissimilar- 
ity of  problems  in  various  fields 

and  the  danger  of  attempting  to 
deal  with  them  with  the  same  per- 
sonnel. 

Under  cross-examination,  Mr. 
Craven  declared  such  a  reorganiza- 

tion would  not  disturb  the  FCC's 
war  work.  He  said  it  could  be  done 
practically  overnight,  facilitating 
the  FCC's  work  and  relieving  the chairman  of  arduous  duties. 

He  felt  that  in  some  instances  a 
full  and  fair  hearing  has  not  been 
given  to  all  parties  with  a  legiti- 

mate interest  in  FCC  proceedings. 
Moreover,  he  said  the  manner  in 
arriving  at  judicial  decisions  seems, 
in  some  instances,  to  be  at  variance 
with  recognized  practice  and  fair 
play.    Instructions  from  Congress 

"When  I  hear  my  master's  copy on  WFDF  Flint  Michigan,  I  get 
quite  a  bang  out  of  it." 

would  be  tremendously  helpful  to 
parties  having  business  before  the 
Commission  and  the  Commission 
itself,  he  added.  Attempts  to  safe- 

guard public  interest  by  expediting 
procedural  matters  "cannot  be  car- 

ried to  the  point  of  entirely  abolish- 
ing private  rights,"  he  said. 

Favoring  the  judicial  review 
provisions  in  the  Sanders  Bill, 
Com.  Craven  said  that  while 
this  would  be  helpful,  he  could  not 
regard  it  as  "an  adequate  substi- 

tute for  efficient  administration  by 
competent  and  reasonable  commis- 

sioners." He  said  he  was  concerned 
over  the  long  delays  involved  in 
litigation. 
NAB  proposals  to  the  Commit- 

tee have  merit,  he  said,  favoring 
particularly  the  proposal  for  de- 

claratory rulings.  The  Commis- 
sion's recent  experiences  with  the 

chain  broadcasting  rules  might 
have  been  avoided,  he  said,  had  it 
been  able  to  render  a  declaratory 
ruling  and  had  that  ruling  ap- 

pealed to  the  courts  before  the 
rules  became  operative. 

The  NAB  proposal  relating  to 
unauthorized  penalties  and  sanc- 

tions is  worthy  of  consideration, 
he  said.  The  third  NAB  proposal, 
he  declared,  would  do  no  more  than 
place  in  statutory  form  the  law  as 
already  stated  by  the  Supreme 
Court  in  the  Sanders  case. 

Should  Ask  Directions 
From  Congress 

Favoring  Section  6  of  the  San- 
ders Bill,  Com.  Craven  said  the 

Commission  would  not  be  expected 
to  concern  itself  with  the  price 
paid  for  any  station  except  inso- 

far as  that  price  might  disqualify 
the  purchaser  to  operate  in  the 
ljublic  interest. 

Coming  to  the  controversial  Sec- 
tion 7,  which  would  require  the 

Commission  to  study  and  report  on 
virtually  all  of  the  current  issues, 
Com.  Craven  said  that  either  now 
or  later  the  Commission  should 
make  a  report  and  recommenda- 

tions on  the  subjects  and  request 
directions  from  Congress. 

Mr.  Craven  said  he  felt  Con- 
gress had  not  seen  fit  to  confer 

upon  the  Commission  the  power  to 
regulate  business  practices  or 
policies  of  stations.  He  said  he 
could  see  no  reason  why  such  pow- 

er should  be  conferred  when  sta- 
tions are  considered  in  the  aggre- 

gate as  networks. 
Asserting  networks  are  essen- 

tial and  that  they  operate  efficient- 
ly and  well,  Mr.  Craven  said  if 

legislation  is  considered  necessary, 
Congress  itself  should  outline  spe- 

cific practices. 
Urging  freedom  of  action  both 

from  the  economic  and  practical 
standpoints,  consistent  with  pro- 

visions of  law,  Mr.  Craven  sug- 
gested it  might  be  helpful  for 

Congress  to  enact  certain  provis- 
ions to  serve  as  guideposts  for  the 

industry  but  which  do  not  directly 
or  indirectly  control  its  economic  - 
or  program  development. 

In  this  respect,  he  suggested  as 
the  maximum  five  possible  re- 

straints upon  networks  over  the 

Signs  Comedy  Team 
R.  J.  REYNOLDS  TOBACCO  Co., 
Winston-Salem  (Camels)  on  Oct. 
10  will  start  a  new  weekly  CBS 
variety  series  built  around  Lou 
Abbott  and  Bud  Costello.  Although 
details  were  not  available,  deal  was 
signed  with  Wm.  Esty  &  Co., 
through  Music  Corp.  of  America, 
for  the  comedy  team  to  head  a 
package  show  to  start  in  fall.  Be- 

sides augmenting  the  half-hour 
bi-oadcast  with  guest  talent  and  a 
featured  vocalist,  it  is  understood 
MCA  may  rotate  name  bands  in 
the  Hollywood  area. 

ability  of  a  licensee  to  exercise  his 
responsibility,  which  might  be  cov- 

ered in  the  law. 
He  enumerated  these  as:  (1) 

Where  the  station  is  prevented 
from  broadcasting  public  service 
programs  of  any  other  network 
organization,  with  all  programs 
broadcast  by  any  public  officer  or 
on  behalf  of  any  government  either 
local,  state  or  national;  (2)  which 
prevents  the  station  from  rejecting 
or  refusing  network  programs  rea- 

sonably believed  to  be  unsatisfac- 
tory, unsuitable  or  contrary  to 

public  interest,  or  from  substitut- 
ing therefor  a  program  of  out- 

standing local  or  national  impor- 
tance; (3)  which  prevents  another 

station  serving  a  substantially  dif- 
ferent area  from  broadcasting  any 

network  program  or  programs ;  (4) 
which  provides  by  original  term, 
provisions  for  renewal  or  other- 

wise that  the  station  will  broad- 
cast the  programs  of  the  network 

organization  for  a  period  longer 
an  three  years;  (5)  which  gives 

the  network  organization  an  option 
upon  periods  of  the  station's  time 
which  are  unspecified,  or  which 
can  be  exercised  upon  notice  to 
the  station  within  less  than  a  rea- 

sonable time,  such  as  28  days. 
With  these  safeguards.  Com. 

Craven  said  he  believed  the  over- 
all result  will  be  far  superior  to 

the  adoption  of  any  plan  whereby 
both  networks  and  licensees  are 
subjected  to  the  ever-changing 
economic  views  of  an  ever-chang- 

ing licensing  agency. 

Opposing  licensing  of  networks, 
Mr.  Craven  said  this  would  in- 

evitably limit  rather  than  encour- 
age competition  between  networks. 

Networks  are  program  production 
and  sales  agencies,  he  said,  and  if 
required  to  apply  to  the  FCC  for 
a  license,  the  Commission  will  in- 

evitably become  both  their  eco- 
nomic mentor  and  the  judge  of 

the  propriety  of  their  program  ma- 
terial. "This  is  censorship  in  its 

worst  form  and  it  is  difficult  to  see 
where  such  action  would  end  if 

once  commenced." 
Suggests  Policy  for 
Newspaper  Stations 
Agreeing  that  Congress  might 

be  justified  in  providing  special 
qualifications  for  station  licensees, 
Mr.  Craven  said  he  did  not  believe 
it  should  be  based  on  the  occupa- 

tion or  other  business  interests  of 
the  owner  of  the  station,  as  sug- 

gested in  the  newspaper  field. 
Pointing  out  he  had  voted  against 
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the  whole  newspaper  inquiry  but 
had  asked  that  the  matter  be  de- 

cided by  Congress,  Com.  Craven 
said  newspaper  -  owned  stations 
seem  to  operate  very  much  like  any 
other  good  radio  stations.  If  Con- 

gress is  to  redefine  and  fix  the 
qualifications  of  any  station,  Mr. 
Craven  suggested  that  it  do  so  by 
providing  that  on  and  after  a  date 
to  be  fixed,  no  license  shall  be 
granted  for  such  a  station  except 
to  a  corporation  whose  charter  and 
by-laws  provide  that  the  business 
of  the  corporation  is  limited  to  the 
business  of  broadcasting. 

If  further  limitation  of  control 
is  desired,  the  charter  of  such  cor- 

porations should  prohibit  interlock- 
ing directorates  and  duplication  of 

officials  in  public  utility  legislation. 
Com.  Craven  did  not  believe 

any  limitations  should  be  placed 
by  Congress  or  otherwise  upon  the 
number  of  broadcasting  services 
which  a  network  may  conduct.  As 
new  services  such  as  television,  FM 
and  facsimile  are  opened,  first  for 
experimental  work  and  later  on  a 
regular  basis,  it  develops  that 
those  who  are  best  equipped  tech- 

nically and  willing  to  make  the  in- 
vestment are  those  engaged  in 

similar  types  of  public  communi- 
cation, he  said. 

As  to  the  number  of  stations  of 
any  class  which  may  be  licensed 
to  any  network  organization,  Mr. 
Craven  said  it  is  agreed  that  net- 

work organizations  should  be  per- 
mitted to  own  stations  in  those 

cities  and  at  those  points  where 
ownership  is  necessary  for  pro- 

gram origination  and  for  proper 
network  operation.  The  hitch  comes 
in  an  attempt  to  fix  those  points. 
He  believed  Congress  and  not  the 
Commission  should  impose  any 
limitations  found  necessary.  Com. 
Craven  attacked  the  policy  of  en- 

couraging too  many  stations  in  the 
business  markets  and  of  sacrificing 
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AIRWAYS  TO  SKYWAYS,  George 
M.  Cahan  (right),  formerly  pro- 

gram director  of  WTNJ,  Trenton, 
and  prior  to  that  an  announcer  for 
WHP,  Harrisburg,  and  WCAU, 
Philadelphia,  was  graduated  July 
3  in  the  aviation  cadet  class  at  the 
Columbus,  Miss.,  air  base.  Cahan 
made  his  last  appearance  before  the 
mike,  being  interviewed  by  PFC 
Bob  Becks  on  Air  Base  Items. 

rural  coverage  and  equitable  dis- 
tribution of  facilities. 

Reasonable  Balance 
Should  Be  Struck 

Declaring  he  believed  in  sound 
competition,  he  said  the  forcing  of 
unsound  competition  will  nullify 
directions  of  Congress  to  distrib- 

ute facilities  fairly  and  equitably. 
Mr.  Craven  added  he  felt  a  reason- 

able balance  has  to  be  struck,  with 
emphasis  on  freedom  of  speech 
rather  than  commercialism. 

The  three  classes  of  stations — • 
clear,  regional  and  local — remain 
the  best  solution  for  the  exercise 
of  free  speech  with  the  few  chan- 

nels available,  he  claimed.  He 
urged  that  all  are  necessary  for  a 
balanced  broadcast  structure,  but 
added  that  care  should  be  exercised 
to  avoid  deterioration  of  service 
provided  by  clear  channels. 
Through  such  facilities  service  is 
provided  to  small  towns  and  rural 
areas,  and  when  one  of  these  chan- 

nels is  permitted  to  disintegrate 
or  to  be  used  for  some  other  pur- 

pose, "we  irrevocably  prejudice  our 
position  both  nationally  and  inter- 

nationally." In  one  sense  clear  channels  pro- 
vide a  radio  reserve  for  the  future. 

Com.  Craven  said,  adding  that  it 
seems  wasteful  to  use  up  all  that  is 
left  of  this  natural  resource  merely 

to  multiply  existing  radio  service  in 
large  cities.  He  urged  full  hearings 
with  participation  of  all  interested 
pai'ties  before  any  further  chan- nels are  molested. 

Mr.  Craven  said  grants  have 
been  made  on  an  experimental 
basis  "which  cannot  be  justified  on 
that  basis,  and  conditions  have 
been  imposed  in  truly  experimental 
licenses  which  are  of  doubtful  ben- 

efit and  value  if  true  experimenta- 
tion is  to  be  fostered  and  encour- 

aged." 

Technical  Progress 

Of  Radio  Foreseen 
Mr.  Craven  said  nobody  can  pre- 

dict either  the  technical  course  or 
the  economics  which  will  affect 

technical  progress.  Recent  inven- 
tive activity  has  centered  around 

electronic  research  in  the  micro- 
waves, he  said.  This  means  the 

present  spectrum  will  be  extended 
considerably,  making  a  little  more 
space  not  only  for  some  sorely 
needed  radio  channels,  but  also  for 
new  radio  uses. 

Development  of  new  circuits, 
electronic  tubes  and  types  of  anten- 

na has  opened  a  "wide  vista  for 
the  peacetime  application  of  elec- 

tronics to  all  sorts  of  activities, 
including  communications  and 
broadcasting",  he  said.  The  most 
interesting  development  was  what 
he  called  "wide  band  transmis- 

sion", which  will  facilitate  tele- 
vision and  electrical  methods  of 

transmitting  quantities  of  printed 
matter.  FM  will  enhance  quality 
and  extend  the  range  of  local  sta- 

tions and  accommodate  a  large 
number  of  new  stations,  he  added. 

"I  foresee  the  day  when  not  only 
will  we  have  color  television  broad- 

casting stations  all  over  the  coun- 
try, but  also  when  every  telephone 

will  have  its  corresponding  video 
attachment.  People  living  in  rural 
areas  will  be  able  not  only  to 
hear  and  see  the  radio  news  com- 

mentator, but  also  will  have  the 
newspaper  itself  delivered  by  ra- 

dio." 

He  foresaw  a  new  era  which  he 

termed  the  "electronic  era",  and  a 
huge  new  industry  providing  the 
"kind  of  life-blood  the  nation  will 
require  after  the  war",  with  new 
communications  problems  for  Con- 

gress and  the  Commission. 
"Therefore,  it  seems  essential 

that  we  do  not  base  long-term  leg- 
islation upon  what  may  appear  to 

be  a  good  detailed  solution  of  to- 
day's minor  troubles  in  radio.  I 

hope  any  new  legislation  will  con- 
tain statements  of  broad  policy  to- 

gether with  such  checks  and  bal- 
ances as  are  deemed  nesessary  to 

insure  the  development  of  radio  as 

a  free  American  enterprise." 
Mr.  Craven  said  on  cross  exam- 

ination he  thought  affiliates  should 
have  more  flexibility  in  exercising 
their  licensing  responsibilites.  He 
thought  contracts  wth  networks 
should  be  limited  to  three  years, 
which  would  give  opportunity  to 
other  outlets  for  network  affilia- 

tion. He  felt  option  time  was  ab- 
solutely necessary. 

Rep.   Sanders  asked  about  the 

letter  of  last  September  sent  by 

Chairman  Fly  to  the  Committee  re- 
lating to  the  Sanders  Bill.  Mr. 

Craven  said  it  was  not  discussed 
at  any  Commission  meeting  as  far 
as  he  was  aware  and  that  he  did 

not  get  a  copy  of  it  "until  a  few 
weeks  ago".  He  said  he  did  not 
recall  having  seen  the  letter  by  cir- 
cularization.  Other  legislative  mat- 

ters from  time  to  time  have  been 
discussed  at  meetings  but  not  ex- 

tensively, he  said.  He  suggested 
all  such  matters  of  policy  be  dis- 

cussed by  the  Commission  under 
the  leadership  of  the  chairman.  He 
said  he  was  not  the  only  member 
who  favored  a  two-division  FCC. 

Asked  if  his  five  suggestions  on 
network-affiliate  affairs  would  cor- 

rect the  "evils"  enumerated  by 
some  witnesses,  Mr.  Craven  said  he 
did  not  see  "the  same  evils"  and 
that  he  thought  it  was  necessary 
for  time  clearance  that  networks 

have  firm  options.  Asked  concern- 
ing the  KOB  case,  Mr.  Craven 

said  he  was  familiar  with  it  and 

had  voted  against  the  experimen- 
tal grant  on  the  WJZ  clear  chan- 
nel the  last  time  it  came  up  and 

thought  there  should  be  a  hearing. 
On  procedural  provisions,  Mr. 

Craven  said  he  thought  it  was 
highly  desirable  that  the  man  who 
conducts  the  hearings  should  make 

the  report  to  the  FCC.  The  presid- 
ing officer  "sees  and  hears  the  wit- nesses", he  said.  He  urged  against 

mixing  of  "the  prosecuting  and  ju- 

dicial functions". He  said  he  was  of  the  firm  con- 
viction the  Commission  did  not  have 

any  authority  on  newspaper  own- 
ership, that  he  voted  against  the 

proceeding,  and  wanted  the  issue 
presented  to  Congress. 
National  Policy  in 
Stahlman  Case 

Alluding  to  the  decision  of  the 
court  of  appeals  in  the  Stahlman 
case,  involving  the  right  of  the 
Commission  to  subpoena  James  G. 
Stahlman  as  a  witness,  Com. 

Craven  said  there  is  a  basic  na- 
tional policy  involved  and  the  FCC 

as  an  agency  of  Congress,  should 
ask  for  instructions. 
The  clear  channel-high  power 

question  was  opened  by  Rep. 
Brown.  Com.  Craven  explained  that 
as  an  engineer  he  favored  higher 

than  50,000  watts,  but  as  a  com- missioner there  were  social  and 
economic  factors  to  be  considered. 
Moreover,  he  pointed  out  that  the 

Senate  adopted  a  resolution  sever- 
al years  ago  opposing  power  in  ex- cess of  50,000  watts.  Asked  whether 

this  was  a  law  or  simply  a  warn- 
ing. Commissioner  Craven  said "it's  law  to  me". 

To  correct  present  lack  of  cov- 
erage in  underserved  areas.  Com. 

Craven  said,  would  require  a  re- 
distribution of  facilities.  He  agreed 

that  higher  power  would  tend  to 
help  this,  and  said  he  would  favor 
increase  in  daytime  power  on  local 
stations  now,  except  for  the  criti- 

cal material  situation. 
He  said  there  had  not  been  a 

proper  survey  of  the  economic  and social  aspects  of  higher  power, 
and  until  that  was  done  he  would 
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not  be  in  a  position  to  decide,  ex- 
cept from  the  engineering  stand- 

point. He  urged  that  Congress  re- 
frain from  placing  a  limitation  on 

power.  A  500,000-watt  station  at 
night  would  reach  half  the  nation, 
he  said. 

He  declared  he  knew  of  no  real 
interference  caused  when  WLW 
operated  with  500,000  watts  and 
he  knew  of  no  stations  that  had 
been  put  out  of  business,  but 
there  had  been  serious  complaints 
from  many  smaller  stations. 

Com.  Craven  said  that  in  the 
post-war  development,  there  may 
be  a  combination  of  FM  and  tele- 

vision that  will  afford  a  new  kind 
of  service  to  the  public  and  if  that 
comes,  the  importance  of  power 
in  excess  of  50,000  watts  may  be 
negligible.  FM  will  cover  greater 
areas,  he  predicted. 
Describes  Rules 
As  Revolutionary 

At  the  afternoon  session.  Com. 
Craven  was  cross-examined  furth- 

er, primarily  by  Reps.  Youngdahl 
and  Hinshaw.  He  defined  his  view 
of  each  of  the  eight  chain-monop- 

oly rules,  elaborating  in  detail  on 
the  opinions  expressed  in  his  pre- 

pared statement.  He  held  that  if 
stations  can  have  first  call  on  net- 

work time,  then  it  was  only  proper 
that  the  reverse  should  be  true. 
Replying  to  Rep.  Youngdahl,  he 
said  the  rules  would  "revolution- 

ize" broadcasting. 
Rep.  Hinshaw  asked  about  "po- 

litical pressure"  on  the  FCC  on 
station  grants,  and  Mr.  Craven  as- 

serted he  had  never  been  asked  to 
do  anything  he  regarded  as 
"wrong"  and  felt  there  was  no 
reason  members  of  Congress 
should  not  express  interest  in  their 
constituents.  He  said  that  other 
than  the  efforts  of  MBS  in  seek- 

ing action  on  the  network  rules, 
he  recalled  no  other  instance  in 
which  stations  or  networks  had 
sought  Commission  intervention 
on  business  practices.  Stations 
have  "griped"  about  networks  but have  asked  no  formal  aid. 

The  FCC  has  not  divided  alons? 
political  lines,  Com.  Craven  de- 

clared. Usually  it  divides  5  to  2  or 
4  to  3  on  some  issues.  The  dis- 

senters are  usually  one  Democrat 
and  one  Republican,  and  in  some 
instances,  two  Republicans. 

Rep.  Patrick  (D-Ala.)  indicated 
he  favored  the  position  taken  by 
Chairman  Fly  for  more  competi- 

tion and  greater  opportunity  in 
the  network  field,  to  which  the 
witness  replied  that  all  he  sought 

.  was  an  expression  from  Congress 
on  these  policy  questions,  rather 
than  arrogation  of  questionable 
power.  Com.  Craven  said,  replying 
to  Rep.  Hinshaw,  that  he  thought 
the  question  of  insufficient  outlets 
in  cities  having  less  than  four  sta- 

'  tions  could  be  handled  "without 
breaking  down  the  whole  system" 
and  through  the  application  of  a 
little  thought  and  ingenuity.  The 
Cleveland  situation,  one  of  23  cit- 

ies said  to  have  insufficient  outlets 
I  for  four  networks,  could  be  handled 
by  licensing  an  additional  station. 

!     Rep.  Hinshaw  said  he  hoped  the 

LISTENING  INCREASES 

Hooper  Finds  Audience  Above 

 That  a  Year  Ago  

DESPITE  RATIONING  of  gaso- 
line, greater  employment  and 

greater  "away-from-home"  local activities  associated  with  the  war, 
radio  listening  remains  at  higher 
levels  than  it  reached  a  year  ago, 
according  to  the  C.  E.  Hooper  re- 

sults reached  in  the  second  study 
of  evening  listening  made  since  ra- 

tioning went  into  effect  on  the 
Eastern  seaboard  [Broadcasting, June  8]. 

Hooper's  sets-in-use  figure  or 
overall  listening  in  the  evening 
throughout  the  Eastern  and  North 
Central  time  zones,  was  up  to  26.2 
for  the  first  seven  days  of  June, 
1942,  or  an  increase  of  1.3%  points 
over  24.9  registered  for  the  same 
period  last  year. 
As  further  evidence  that  "the 

rationing  areas  are  entirely  respon- 
sible for  the  gain  in  the  overall 

figures,"  Hooper  also  calculated  the 
sets-in-use  figures  separately  in 
eight  cities  in  the  gasoline  rationed 
and  eight  cities  in  non-rationed 
areas.  The  figure  for  non-rationed 
areas  was  found  to  be  23.1,  while 
in  rationed  areas  it  was  27.7. 

STANDARD  RADIO  is  sending  out 
to  the  subscribers  of  the  library  ser- 

vice a  specially  constructed  vulcanized 
fiber  filing  case,  which  can  be  used 
as  a  supplemental  file  for  transcrip- tions in  lieu  of  the  steel  cases  which 
are  no  longer  available. 

Commission  through  the  use  of 
"common  sense"  will  settle  down 
and  get  these  situations  adjusted 
without  necessitating  protracted 
legislation  and  litigation. 
FCC  Chief  Engineer  E.  K.  Jett 

read  into  the  record  a  statement 
dealing  largely  with  technical  as- 

pects, and  more  particularly  to 
the  clear-channel  situation.  He 
seconded  Mr.  Fly's  motion  that 
modification  of  the  Communica- 

tions Act,  or  any  remodeling  of  the 
law  be  held  in  abeyance  until  the 
impact  of  post-war  problems  and 
other  developments  become  clear- 
er. 
The  hearings  were  adjourned 

after  Edward  Hidalgo,,  attorney 
for  RCA  and  its  subsidiaries, 
placed  on  the  record  a  statement 
of  Mark  Woods,  BLUE  president, 
opposing  the  time-option  ban.  Mr. 
Hidalgo  said  the  statement  was 
presented  in  the  light  of  testimony 
of  MBS  witnesses  on  the  network 
rules  and  the  status  of  the  BLUE 
[See  page  7]. 
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WEBR  Sale  Gets 

Approval  by  FCC Buifalo    Station  Transferred 
To  Rival  Local  Newspaper 

CONSENT  for  the  Buffalo  Eve- 
ning Neivs  to  sell  WEBR  to  its 

rival  newspaper,  the  Buffalo  Cour- 
ier-Express, and  Paul  E.  Fitzpat- 

rick  was  given  June  30  by  the 
FCC. 

In  approving  the  deal,  which  in 
some  respects  is  contrary  to  the 
Commission's  Order  79  withhold- 

ing approval  of  all  grants  which 
would  place  a  station  in  a  news- 

paper's hands,  the  FCC  pointed  out the  WEBR  transfer  would  alleviate 
a  monopoly  situation,  especially 
since  the  Evening  News  owned  two 
of  the  city's  five  stations. 

Transfer  Advantageous 

Accordingly,  the  FCC's  memo- randum opinion  on  the  decision 
stated  that  a  greater  advantage 
would  result  from  the  sale  than 
otherwise.  The  other  Evening  News 
station  is  WBEN,  an  NBC  outlet, 
which  is  unaffected  by  the  deal. 
WEBR  operates  with  250  watts  on 
1340  kc. 

Under  the  terms  of  the  transfer 
[Broadcasting,  May  25],  the  Cour- 

ier-Express is  acquiring  75%  of 
WEBR  Inc.  for  approximately 
$124,500  and  Mr.  Fitzpatrick  buys 
the  other  25%  for  $41,500.  In  ac- 

quiring WEBR,  the  assignees  also 
take  over  cash  assets  of  about 
$78,000  and  accounts  receivable  of 
more  than  $18,000,  plus  real  estate 
valued  at  $47,000. 

Mr.  Fitzpatrick,  who  becomes  the 
new  president  of  the  station,  is  a 
former  Democratic  chairman  of 
Erie  County.  His  father  for  many 
years  was  outstanding  as  a  Demo- 

cratic leader  in  New  York  State. 

The  Buffalo  Evening  News  ac- 
quired WEBR  in  1936  and  since 

then  has  made  numerous  technical 
and  programming  improvements, 
including  installation  of  a  new  an- 

tenna, improvement  of  the  studio 
setup  and  bringing  the  BLUE  into 
Buffalo.  It  is  estimated  that  the 
actual  cost  to  the  Courier-Express 
and  Fitzpatrick  is  less  than  $60,000 
when  the  assets  that  they  are  also 
acquiring  in  the  deal  are  consid- ered. 
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HOOKUP  INCREASES 

ARE  NOTED  BY  BLUE 

THE  AVERAGE  number  of  sta- 
tions used  by  commercial  sponsors 

on  BLUE  evening  programs  has 
risen  from  31  in  February,  1936, 
to  70  in  February,  1942  (taking 
February  as  a  typical  month  over 
a  six-year  period),  according  to  a 
general  report  on  the  progress  of 
the  network  by  Edgar  Kobak, 
BLUE  executive  vice-president,  to 
Mark  Woods,  president  of  the BLUE. 

Figures  for  the  past  few  months 
also  show  a  continued  upward 
trend,  Mr.  Kobak  stated,  with  the 
average  number  of  stations  in 
March,  1942,  totalling  70,  in  April 
the  figure  being  71,  and  in  May,  72. 

A  review  of  both  day  and  evening 
commercial  programs  currently  on 
the  BLUE  shows  sponsors  of  10 
programs  using  more  than  100  net- work stations:  Adam  Hat  Stores, 
Affiliated  Products  (Edna  Wal- 

lace Hopper  cosmetics) ,  Anacin  Co., 
Bayer  Co.,  Bristol-Myers  Co. 
(Mum),  Andrew  Jergens  Co.  (Jer- 
gens  and  Woodbury  shows),  Pepsi- 
Cola  Co.,  Chas.  H.  Phillips  Chemi- 

cal Co.  (Haley's  M-0),  R.  L.  Wat- kins  Co  (Dr.  Lyons  toothpowder) , 

Wyeth  Chemical  Co.  (Hill's  cold 
tablets),  and  Ford  Motor  Co.,  start- 

ing July  12. 
GILLETTE  SAFETY  RAZOR  Co., 
Boston,  will  sponsor  Tami  Mauriello- Olarence  Burman  boxing  match  on  189 
MBS  stations,  Thursday,  July  28,  10 
p.m.,  and  Sammy  Angott-Ray  Robin- 

son boxing  match  on  189  MBS  sta- 
tions, Thursday,  -July  30,  10  p.m. 

Agency  is  Maxon,  Inc.,  N.  Y. 
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

 JUNE  27  TO  JULY  3  INCLUSIVE  

Decisions . . . 

JULY  1 
WBAL,  Baltimore — Granted  special  serv- 
ice authorization  for  changes  in  directional 

antenna  and  relax  minima  in  direction  of 
KTHS  to  65  mv/m. 
KMYC,  Marysville.  Cal.— Granted  con- struction permit  to  move  transmitter  and 

studio  location. 
WCOS.  Columbia,  S.  C— Granted  consent 

to  assignment  of  license  to  Carolina  Broad- 
casting Corp.  for  total  consideration  of 

572,000. 
WLIB,  Brooklyn — Granted  consent  to  as- 

signment of  license  to  WLIB  Inc. 
WDAE,  Tampa,  Fla. — Denied  special service  authorization  for  770  kc,  unlimited 

time,  with  directional  antenna  night ;  desig- 
nated for  hearing  application  for  CP  to 

change  frequency  to  770  kc.  and  make 
changes  in  directional  for  night  only. 
WPTZ,  Philadelphia — Granted  modifica- 

tion of  construction  permit  for  new  tele- 
vision station  to  make  changes  in  antenna 

system,  increase  ESR  to  1,000  and  exten- sion of  completion  date. 
NEW,  Mosby's  Inc.,  Anaconda,  Mont. — Granted  motion  to  dismiss  without  preju- 

dice application  for  new  station. 
WCHV,  Charlottesville,  Va.— Granted  re- 

quest for  dismissal  of  application  for  mod- 
ification of  construction  permit  for  exten- 

sion of  completion  date. 
WHAL,  Saginaw,  Mich. — Granted  re- 

quest for  dismissal  of  application  for  mod- 
ification of  construction  permit  for  exten- 

sion of  commencement  and  completion  dates. 
WIS,  Columbia.  S.  C. — Granted  modifica- 

tion of  construction  permit  as  modified  for 
extension  of  completion  date  to  9-25-42. 
KGER,  Long  Beach,  Cal. — Granted  mod- ification of  construction  permit  as  modified 

for  extension  of  completion  date  to  10-12-42. 
KHSL,  Chico,  Cal. — Granted  modification 

of  construction  permit  as  modified  for  ex- 
tension of  completion  date  to  8-16-42. 

KICD,  Spencer,  la. — Granted  modification 
of  construction  permit  for  change  in  type 
of  transmitter. 
KMPC,  Beverly  Hills,  Cal.— Granted 

modification  of  construction  permit  for  ex- 
tension of  completion  date  to  8-2-42. 

KTRH,  Houston — Granted  modification 
of  construction  permit  as  modified  for  ex- 

tension of  completion  date  to  9-10-42. 
KSAM,  Huntsville,  Tex. — Granted  mod- ification of  license  for  move  of  studio  to 

transmitter  site  at  Walker  County  Fair 
Grounds. 
WKY,  Oklahoma  City — Granted  modifica- 

tion of  construction  permit  as  modified  for 
extension  of  completion  date  to  1-20-43. 
WLBZ,  Bangor,  Me. — Granted  modifica- tion of  construction  permit  as  modified  for 

extension  of  completion  date  to  12-11-42. 
JULY  2 

WEBK,  Buffalo — Granted  consent  to transfer  of  control  to  Paul  E.  Fitzpatrick 
and  Buffalo  Evening-Courier. 
PETITIONS  FOR  RECONSIDERATION 

AND  GRANT  DENIED— Lexington  Broad- 
casting Co.,  Lexington,  Ky. :  John  D. 

Ewing,  New  Orleans;  The  New  Haven 
Broadcasters,  New  Haven;  Hugh  Francis 
McKee,  Portland,  Ore. :  Fort  Smith  News- paper Publishing  Co.,  Fort  Smith,  Ark.; 
Capital  City  Broadcasting  Co..  Topeka; 
Associated  Broadcasters  Inc.,  Indianapolis; 
Herald  Publishing  Co.  and  Dorman  Schaef- 
fer.  both  of  Klamath  Falls,  Ore.  ;  Bai-clay Craighead  and  Hennessey  Broadcasting  Co., 
both  of  Butte,  Mont. ;  Herman  Radner,  De- 

troit (all  the  aforementioned  new  station 
applicants  and  now  designated  for  hearing, 
dates  not  yet  set) . 
KALB,  Alexandria,  La.  ;  WIBC,  Indian- 

apolis; WBOC,  Salisbury;  KOAM,  Pitts- 
burg. Kan.;  KCMO,  Kansas  City,  Mo.  ; 

WHAS,  Louisville;  WHEB,  Portsmouth; 
WIOD.  Miami ;  WNOE,  New  Orleans; 
WRLC,  Taccoa,  Ga.;  WMBR.  Jacksonville, 
Fla.;  WFCI,  Pawtueket,  R.  I.;  KHQ,  Spo- 

kane ;  WLW,  Cincinnati ;  KDYL,  Salt  Lake 
City;  KSUB,  Cedar  City,  Utah;  KDNT, 
Denton,  Tex.  (all  the  aforementioned  for 
power  increases  or  frequency  changes  with 
no  dates  set  yet  for  hearing  except  KALB, 
July  8). 
KFRC,  San  Francisco — Denied  petition 

against  April  8  grant  to  KFAR. 
NEW,  Imes-Weaver  Broadcasting  Co., 

Murfreesboro,  Tenn. — Granted  petition  to 
dismiss   application   without  prejudice. 
NEW,  Southwestern  Michigan  Broadcast- 

ing Corp.,  Kalamazoo — Same. 
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NEW,  Peter  Q.  Nyce,  Alexandria,  Va.— 
Denied  petition  to  preserve  status  quo  ap- 

plication and  designated  for  hearing. 
NEW,  J.  Marion  West,  W.  Westley  West 

and  P.  M.  Stevenson,  Houston — Denied  pe- 
tition requesting  no  action  on  applications 

until  issues  set  forth  in  Order  79  are  de- 
termined and  designated  same  for  hearing. 

Applications . . . 
JUNE  30 

WBNY,  Buffalo — Modification  of  license 
to  change  frequency  from  1400  kc.  to  680  kc. 
KTRB,  Modesto,  Cal. — Modification  of construction  permit  as  modified  requesting 

extension  of  completion  date  to  11-30-42. 
KTAR,  Phoenix — License  to  use  formerly 

licensed  Western  Electric  transmitter  as 
an  auxiliary  with  1  kw.  power. 

JULY  3 
W49BN,  Binghamton,  N.  Y.— Modifica- 

tion of  constraction  permit  as  modified  re- 
guesting  change  in  type  of  transmitter, 
antenna  changes  and  extension  of  com- 

pletion date  to  60  days  after  grant. 
WERC,  Erie,  Pa. — Modification  of  li- cense to  change  to  1330  kc.  and  change 

power  to  100  watts  night,  250  day. 
KGB,  Albuquerque — Modification  of  con- struction permit  as  modified  for  extension 

of  completion  date  to  10-1-42. 
KIEM,  Eureka,  Cal. — Special  service  au- thorization to  operate  with  1  kw.,  on  1480 

kc,  unlimited  time. 

Tentative  Calendar . . . 
NEW,  Beauford  H.  Jester,  Individually 

and  as  Trustee,  Waco,  Tex.,  CP  for  new 
station  on  1230  kc.  with  250  watts  un- 

limited (further  hearing,  July  6). 
WIBC,   Indianapolis,   Ind.,  CP   for  new 

station  on  1070  kc.  with  5  kw.  night  and 
10  kw.  day,  unlimited,  with  directional  an- tenna night.  (July  7.) 
WSAM,  Saginaw,  Mich.,  modification  of 

license,  1400  kc.  with  250  watts  unlimited 
(July  8). 
KALB,  Alexandria,  La.,  CP  for  580  kc. 

with  1  kw.,  directional  antenna  night,  un- limited time  (July  8). 

RICHARD  L.  LINDKROUN,^  for- merly program  director  of  WJSV, 
Washington,  has  been  commissioned 
an  ensign  in  the  Navy  in  the  small 
boats  division. 

CHAMPION'S  GRIN  has  Herbert 
S.  Chason,  CBS  research  man,  who 
won  this  year's  annual  CBS  golf tournament  at  the  Rye  Country 
Club.  He  holds  the  Lawrence  W. 
Lowman  trophy  which  he  took 
with  a  low  net  of  76. 

Dr.  Chas.  Fleischer 
DR.  CHARLES  FLEISCHER,  71, 
former  CBS  commentator,  died 
July  2  as  the  result  of  a  heart  ail- 

ment. Dr.  Fleischer  began  his 
career  as  a  rabbi  in  Boston  but 
turned  to  newspaper  work  and  be- 

came editor  of  the  editorial  page  of 
the  New  York  American  in  1922. 
Since  1929  he  has  been  a  lecturer 
and  writer. 

Pearson  Continues 
ROBERT  S.  ALLEN,  commentator 
and  columnist  who  shared  the  Sunday 
G  :30-6  :45  p.m.  news  period  on  BLUB 
with  Drew  Pearson  for  Serutan,  made 
his  final  broadcast  July  5,  having  re- 

ceived his  commission  as  a  major  in 
the  U.  S.  Army.  Pearson  associated 
with  Allen  in  both  journalism  and 
radio  will  continue  to  broadcast  for 
Serutan.  a  product  of  Healthaids 
Inc..  Jersey  City,  handled  by  Raymond 
Spector,  New  York. 

Network  (Kccovnts 
All  time  Eastern  Wartimt  unless  indicated 

New  Business 
SCUDDER  FOOD  PRODUCTS,  Monterey 
Park,  Cal.,  (potato  chips,  peanut  butter, toasted  nuts),  on  June  27  starts  for  26 
weeks  Boh  Garred  News  on  4  CBS  Cali- fornia stations  (KNX  KARM  KROY 
KQW),  Sat.,  5:45-5:55  p.m.  (PWT). Agency:  Brisacher,  Davis  &  Staff,  Los 
Angeles. 
BENSON  &  HEDGES,  New  York,  (Vir- 

ginia Rounds)  on  Aug.  17  starts  Paul 
Schubert,  News  Analyst  on  MBS,  Mon. 
thru  Fri.,  10:30-10:45  p.m.  Agency: Duane-Jones,  N.  Y. 

Renewal  Accounts 
PACIFIC  COAST  BORAX  Co.,  New  York 
(20-Mule  Team  Borax,  Soap  Chips,  and 
Boraxo) ,  on  July  2  renewed  for  52  weeks 
Death  Valley  Days  on  59  CBS  stations, 
Thurs.,  shifting  time  from  8-8:30  p.m.  to 
8:30-8  :55  p.m.  Agency:  McCann-Erickson, 

Nj_^Y. 

AMERICAN  TOBACCO  Co.,  New  York  , 
(Lucky  Strikes),  on  Aug.  1  renews  for  13  I 
weeks  Your  Hit  Parade  on  106  CBS  sta-  I 
Lions,  Sat.  9-9:45  p.m.  (rep.,  12  midnight-' 12:45  a.m.).  Agency:  Lord  &  Thomas, 
N.  Y. 
GENERAL  MILLS,  Minneapolis  (Ameri- 

can Red  Cross),  on  July  2  renews  for  13 
weeks  Thus  We  Live  on  31  CBS  stations, 
Thurs.,  Fri.,  9:45-10  a.m.  Agency:  BBDO. N.  Y. 

Network  Changes 

MILES  LABS.,  Elkhart,"  Ind.  (Alka-Selt- zer,  One-A-Day  vitamins),  on  July  13 
shifts  Lum  &  Abner  on  65  BLUE  stations 
from  Mon.,  Tues.,  Thurs.,  Fri.,  6:30-6:45 
p.m.,  repeat  at  8:30-8:45  and  11:15-11:30 
p.m.  to  Mon.  thru  Thurs.,  8:15-9  p.m.  hav- 

ing shifted  on  July  4,  repeat  from  10:30- 10:45  p.m.  to  11:15-11:30  p.m.  Agency: 
Wade  Adv.  Agency,  Chicago. 
WM.  WRIGLEY  JR.,  Co.,  Chicago  (Dou- blemint  gum)  on  July  12  shifts  Melody 
Ranch  on  68  CBS  stations  from  Sun  6:30- 
7:15  p.m.  (EWT)  to  6:30-7  p.m.  (EWT). 
Agency:  J.  Walter  Thompson  Co,  (Chicago. 
BAYUK  CIGAR  Co.,  Philadelphia  (Phil- 

lies) on  June  27  discontinued  Jack  Stevens' The  Inside  of  Sports  on  29  MBS  stations 
and  the  Colonial  Network,  Tues.,  Thurs., 
and  Sat.,  7:45-8  p.m.  Agency:  Ivey  &  El- lington, Philadelphia. 

COMPLETERS 
TESTING  [ 

FACILITIES J 

PERFORMANCE  CHARACTERISTICS  OF 
RADIO  INSULATORS  ARE  DEPENDABLE  FACTORS 

Lapp's  contributions  to  radio  broadcast  engineering  are recognized  as  highly  significant  in  the  advance  of  the  science. 
Because  Lapp  developments  have  been  wholly  pioneering  in 
nature,  it  has  been  necessary  to  maintain  complete  testing 
facilities.  Equipment  includes  that  for  60-cycle  electrical, mechanical  and  ceramic  quality  testing,  as  well  as  that  for 
determining  characteristics  of  units  at  radio  frequency — heat 
run,  radio  frequency  flashover,  corona  determination  and 
capacitance.  A  1,500,000  lb.  hydraulic  press  is  used — for 
strength  test  of  new  designs,  and  for  proof-test  of  every  insula- tor before  shipment.  Lapp  Insulator  Co.,  Inc.,  LeRoy,  N.  Y. 

NEW  YORK  CHANGE 

IN  NIGHT  BASEBALL 
THE  REMAINING  19  twilight 
and  night  baseball  games  of  the 
New  York  Giants  and  New  York 
Yankees  are  being  broadcast  ex- 

clusively on  WMCA,  New  York, 
under  co-sponsorship  of  General 
Mills,  Minneapolis  (Wheaties),  and 

R.  H.  Macy  &  Co.,  New  York  de- 
partment store,  it  was  announced 

last  week  by  Donald  S.  Shaw,  vice- 
president  and  general  manager  of 
WMCA. 

WOR,  New  York,  which  con- tinues to  broadcast  the  daytime 
games  of  the  two  teams,  had  origi- 

nally farmed  out  the  29  home  and 
away  games  to  WNEW,  New 
York,  at  the  beginning  of  the  base- 

ball season  April  14  [Broadcast- 
ing, April  6].  That  station,  how- 
ever, because  of  contractual  obli- 

gations at  7  p.m.,  the  time  selected, 
for  "twilight  games"  by  club  own- 

ers after  night  games  were  ruled 
out  by  Army  authorities  due  to 
dimout  regulations,  has  voluntarily 
relinquished  its  rights  to  the  re^ 
maining  79  games. 
WMCA  was  selected  to  carry  out 

the  contract,  the  first  night  game 
having  been  broadcast  July  1  at 
9  p.m.  from  Philadelphia,  and  the 
first  twilight  game  July  2  at  7  p.m 

from  the  Polo  Grounds  in  Ne"w York. 
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Benson  &  Hedges  News 
BENSON  &  HEDGES,  New  York, 
which  started  testing  news  pro- 

grams for  its  cigarette  brands  on 
individual  stations  on  the  West 
Coast,  the  Mid-West  and  the  New 
York  area  in  the  early  part  of  the 
year,  will  use  network  advertising 
for  the  first  time  when  it  places 
Paul  Schubert,  news  analyst  cur- 

rently heard  on  WOR,  New  York, 
on  MBS  in  mid-August.  Schubert, 
naval  authority  and  author,  who 
started  his  news  programs  on  WOR 
for  B  &  H  Virginia  Round  cigar- 

ettes last  April,  will  be  heard  on 
Mutual  in  the  same  period  and  for 
the  same  product,  Monday  thru 
Friday,  10:30-10:45  p.m.  Agency  is 
Duane  Jones,  New  York. 

BUTTON  ORDERS 

Heavy  Demand  for  Industry 
 Emblems  Is  Noted  

WELL  OVER  100  radio  managers 
and  employes,  not  to  mention  sev- 

eral dozen  individuals  not  connect- 
ed with  stations  or  networks,  have 

placed  orders  for  the  WJR-WGAR 
Lapel  Button  being  distributed 
through  Broadcasting,  and  an- 

other order  for  the  pins  has  been 
placed  with  the  manufacturer. 

The  buttons,  first  introduced  at 
the  NAB  convention,  where  the 
Richards-Fitzpatrick  stations  in 
Detroit  and  Cleveland  gave  them 
out  as  an  industry  rather  than  a 
private  promotion,  carry  the  leg- 

Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box   address.   Forms   close   one   week   preceding  issue. 

Help  Wanted 

Program  Director— Wanted  at  once.  A  well established  radio  station  in  the  middle west  wants  a  man  who  has  had  experi- ence as  a  program  director.  He  must  be 
capable  of  producing  ideas;  building shows;  able  to  handle  a  show  on  the  air when  necessary  and  take  complete  charge of  the  programming  of  the  station.  Wire or  write  full  details.  Box  616,  BROAD- CASTING. 

ANNOUNCER— Any  license.  Good  voice. $32.50  to  start.  Raise  in  three  months Florida  station.  Box  617,  BROADCAST- ING. 

ire  you  a  salesman  making  at  least  $400 per  month?  If  you  aren't  satisfied  with that  much,  or  don't  like  your  present location  for  good  reasons,  and  can  con- vince us  with  recommendations  and  sales evidence  that  Louisville,  Kentucky  is  the right  place  for  a  man  like  you,  then  get in  touch  with  Howard  Perry,  WGRC sales  manager,  at  once.  This  is  a  rare vacancy  caused  by  one  top  salesman  going to  the  air  corps  and  another  buying  him- self a  local  advertising  agency.  This  job takes  a  metropolitan  man,  not  a  high pressure  boy  from  the  Bronx.  It  is  per- manent to  any  producer.  Reasonable  draw to  right  man,  against  earned  commissions. No  dead  beats,  no  drinkers,  no  politicians, no  amateur  station  managers  should  ap- ply. This  is  not  a  desk  job.  We  have  hot 
sidewalks.  You  won't  make  a  lot  of  money at  first.  You  will  take  over  good  accounts O"  tne  air  over  one  of  the  best  250  watt MBS  outlets  in  the  nation,  in  a  market of  500,000. 

Transmitter  Engineer — For  5  kw  RCA equipped  Station.  Must  be  draft  deferred. State  experience,  age,  salary  expected Box  608,  BROADCASTING. 

^  Announcers — Send  transcription,  your  pic- ture and  background.  Four  announcers needed  $37.50  basic.  AFRA.  Eastern  City Box  614,  BROADCASTING. 

Situations  Wanted 

OPERATOR-ANNOUNCER  —  News.  Pro- gram director.  Draft  exempt.  Speak fluent  Spanish.  Prefer  Western  State. Box  606,  BROADCASTING. 
WOMAN  CONTINUITY  WRITER— Young. 
Experienced.  Original.  Mike.  Now  with 
network  afliliate.  Looking  for  more  work 
and  greater  opportunities.  Box  610, BROADCASTING. 

Yankee  Network  "top"  news  editor-rewritc- 
man — Available  immediately  ;  17  years 
experience,  permanent.  Box  612,  BROAD- CASTING. 

ENGINEER— First  class  license,  draft  ex- 
empt, sober,  not  a  drifter — in  the  habit 

of  working.  Prefer  Ind.  or  bordering 
states.  Now  employed,  available  two 
weeks  notice.  Box  609,  BROADCASTING. 

Situations  Wanted  (Cont'd) 

Operator — First  class,  experienced,  copy 
transradio,  draft  exempt.  Box  607, BROADCASTING. 

MAN — With  twelve  years  experience  as 
commercial  salesman  and  manager  de- 

sires job  in  southern  station.  Write  Box 
618,  BROADCASTING. 

ANNOUNCER — Beginner,  send  transcrip- 
tion. Year  radio  college  training.  Versa- 

tile. Ideas.  Go  anywhere.  Wilbur  Dillner, 
3748  Sheffield,  Chicago,  111. 

Wanted  to  Buy 

Blaw-Knox — Self-supporting  tower  200  foot 
or  over.  Address  P.  O.  Box  2299,  San 
Antonio,  Texas. 

RCA  or  GR  Modulation  Monitor — Meeting 
FCC  requirements.  Station  WPRA,  Ma- 
yaguez,  P.  R. 

Approved  modulation  monitor — 3  broadcast 
motors  and  turntables  with  pick-up 
heads — 1450  crystal.  Box  611,  BROAD- CASTING.  

1  K.W.  Transmitter — Must  pass  all  FCC 
requirements  and  priced  within  reason. 
Box  619,  BROADCASTING.  

For  Sale 

Radio  Station — 250  watt  independent,  doing 
a  major  station  job  in  one  of  America's most  prosperous  areas.  Well  equipped  and 
well  staflfed.  Splendid  earnings.  Illness 
forces  this  offer.  Give  evidence  of  financial 
ability  in  reply.  Box  615,  BROADCAST- ING. 

FOR  IMMEDIATE  SALE— All  New  West- 
ern Electric  Broadcast  Equipment.  No. 

443A-1  1000-watt  AM  transmitter,  com- 
plete. No.  25A  Frequency  Monitor,  with 

tubes.  No.  731B  Modulation  Monitor,  with 
tubes.  No.  MT8C  Reproducer  Set  No.  559. 
No.  CRJ  52  Reproducer  ST609.  Five  No. 
3000  Reproducers  ST.  No.  1126A  Program 
Amplifier,  with  tubes.  Also  Complete  Con- 

centric Transmission  Equipment  made  by 
Communications  Products  Co.,  including : 
3,200  ft.  %  in.  and  3,001  ft.  %  in.  hard- 
drawn  copper  line  in  20-ft.  lengths.  One 
type  2001  dehydi-ating  unit;  plus  all  neces- sary couplings,  anchor  joints,  end  seals, 
expansion  joints,  needle  and  bleeder 
valves,  pressure  gauges  and  flare  fittings, 
copper.  Also  40,000  ft.  (2,000  lb.)  No.  8 
bare  copper  wire  for  ground  system,  and 
1,300  lb.  No.  30  insulated  copper  cable. 
All  is  brand  new,  never  used.  For  par- 

ticulars write  Box  613,  BROADCAST- ING. 

Miscellaneous 

BOOK  MANUSCRIPTS  WANTED— MERI- 
TORIOUS works  of  public  interest  on 

all  subjects.  Write  for  free  booklet. 
MEADOR  PUBLISHING  CO.,  324  New- 

bury Street,  Boston,  Mass. 

Skippy  Placing 
ROSEFIELD  PACKING  Co.,  Ala- 

meda, Cal.  (Skippy  peanut  butter), 
in  a  52-week  Southern  California 
campaign  starting  July  10,  will 
sponsor  a  weekly  half-hour  tran- 

scribed dramatic  pragram,  Holly- 
wood Theatre,  on  KFI,  Los  Ange- 

les. Other  western  stations  will 
also  be  utilized.  Sidney  Garfinkel 
Adv.  Agency,  San  Francisco,  has 
the  account. 

end:  "Radio — In  Service  of  Home 
and  Country."  They  are  designed 
to  be  worn  by  radio  folk  as  an  em- 

blem of  pride  in  the  work  they  are 
doing  in  the  war  effort. 

A  second  order  of  1,000  pins  has 
been  exhausted,  and  a  new  order 
for  the  same  amount  placed,  mak- 

ing it  possible  to  sell  the  pins  at 
60  cents  each  which  covers  cost  and 
mailing.  Through  BROADCASTING,  as 
of  July  1,  orders  came  from  120 
individuals,  ranging  from  one  to 
100.  The  service  is  a  non-profit 
gesture  in  the  interest  of  unity. 

AGEICY 

O-CEDAB  Corp.,  Chicago  (polish,  mops, 
waxes,  insecticide) ,  consistent  user  of 
spot  radio,  to  Aubrey,  Moore  &  Wallace, 
Chicago.  John  B.  Dunham  is  the  account 
executive. 

LANE  BRYANT,  New  York  (women's apparel  chain),  to  E.  H.  Brown  Adv. 
Agency,  Chicago.  Harry  Schneiderman  is account  executive. 

KEYWAY  SALES  Co.,  Philadelphia  (Skin- 
kleer  cosmetics),  to  Soils  S.  Cantor  Agen- 

cy, Philadelphia. 

Express  Account  at  Caples 

IT  WAS  incorrectly  stated  in  Broad- 
casting, June  29,  that  the  Air  Ex- press Division  of  Railway  Express 

Agency,  New  York,  had  appointed 
Erwin,  Wasey  &  Co.,  New  York,  as  its 
agency.  The  entire  account  continues 
to  be  handled  by  The  Caples  Co.,  New 

Yoi-k. 

PROFESSIONAL 

DIRECTORY 

Jansky  &  Bailey An   Organization  of 
Qualified  Radio  Engineers 

Dedicated  to  the 
SERVICE  OF  BROADCASTING 

National  Press  Bide.,  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.      01.  1205 
Washington,  D.  C. 

JOHN  BARRON 
Consulting  Radio  Engineers 

Specializing  in  Broadcast  and 
Allocation  Engineering 

Earle  Building,  Washington,  D.  C. 
Telephone  NAtional  7757 

GEORGE  C  DAVIS 

Consulting  Radio  Engineer 

Munsey  BIdg.  District  8456 
Washington,  D.  C. 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD      INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

PAUL  F  GODLEY 

CONSUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 

MO  2-7859 

CLIFFORD  YEWDALL 
Empire  State  BIdg. 
NEW  YORK  CITY 

An  Accounting  Servics 
Particularly  Adapted  to  Radio 

A.  EARL  CULLUM,  JR. 

Consulting  Radio  Engineers 
Highland  Park  Village 

Dallas,  Texas 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Cominerdal  Radio  Equip.  Co. Silver  Spring  Md. 
(Suburb,  Wash..  D.  C.) 

Main  Office ;  Crossroads  of 
7134  Main  St.    /^^/~\        the  World Kansas  City,  Me  (     X     1     Hollywood,  Cal. 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 

R.C.A.  Communications,  Inc. 
66  Broad  St.,  New  Yorls,  N.Y, 

RING  &  CLARK 

Consulting  Radio  Engineers 
WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 

BROADCASTING 

for 

RESULTS! 
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Secrecy  Cramps  Progress,  IRE  Fears 

Loyal  Workers  Should 

Gets  Facts,  Say 

Delegates 

More  IRE  news  on  page  20 

WAR'S  IMPACT  on  the  purely 
technological  side  of  the  nation's 
radio  industry  took  top  billing  at 
the  summer  convention  of  the  In- 

stitute of  Radio  Engineers,  held 
June  29-July  1  in  Cleveland.  The 
Institute's  board  of  directors  an- 

nounced that  no  further  national 
meetings  would  be  held  for  the 
duration. 

Most  disturbing  note  for  the  300 
engineers  assembled  in  the  Hotel 
Statler  was  the  indication  that  dis- 

tribution of  technical  information 
in  the  radio  field  is  becoming  more 
restricted  as  the  war  progresses. 

Too  Much  Secrecy? 

Arthur  P.  Van  Dyck,  president, 
warned  that  while  the  radio  indus- 

try is  "doing  a  tremendous  job  in 
the  war  effort  there  is  danger  of 
too  confined  compartmentalization 
of  knowledge."  Speaking  for  the 
IRE  directors,  he  said  they  recog- 

nize the  need  for  the  right  kind 
and  degree  of  secrecy,  but  that  they 
"view  with  some  concern  the  pres- 

ent situation  in  the  distribution  of 
new  technical  information." 

As  the  nation  plunges  deeper  into 
the  war,  he  said,  "ways  must  be 
found  of  disseminating  informa- 

tion to  loyal  workers,  with  security 
from  the  enemy,  or  our  perform- 

ance will  be  dangerously  handi- 
capped. Our  enemies  are  excellent 

organizers  in  bringing  all  their 
abilities  into  focus.  We  must  learn 

to  do  the  same." 
"Each  and  every  laboratory 

thinks  itself  as  self-sufficient  and 
wholly  competent  .  .  .,"  Mr.  Van 
Dyck  said.  "Mere  coordination 
through  executive  heads  and  com- 

mittees is  not  importantly  bene- 
ficial. Ideas  come  from  the  techni- 

cal workers  themselves  and  each 
worker  is  fertilized  only  by  techni- 

cal details  from  other  workers. 

Effect  on  Strategy 

"Ideas  are  more  often  sparked," 
he  asserted,  "by  work  in  other  fields 
than  by  work  in  the  same  field." 
Van  Dyck  paid  tribute  to  the 

part  IRE  is  playing  in  the  stand- 
ardization of  radio  material  for  the 

armed  services.  Whereas  radio  de- 
signs for  the  Army  and  Navy  have 

been  radically  different  in  the  past, 
he  said,  radio  technique  and  com- 

munication practices  are  so  similar 
in  the  two  armed  services  that  a 

high  degree  of  standardization  be- 
tween the  two  is  possible. 

The  work  has  been  in  progress 
for  several  months,  he  said,  under 
the  guidance  of  the  American 
Standards  Assn.  and  the  direct 
supervision  of  IRE. 

Paul  V.  Galvin,  president  of  the 
Radio     Manufacturers  Assn., 

warned  that  American  radio  engi- 
neers and  technicians  "are  up 

against  some  clever  engineers  in 
the  radio  and  electronics  field  in 
both  Germany  and  Japan.  An  ex- 

amination of  the  technical  litera- 
ture will  show  you  that,  and  the 

Nazis  have  turned  out  apparatus 
which  will  command  your  attention 

and  challenge." He  pointed  out  that  the  whole 
pattern  of  war  tactics  and  strategy 
has  been  altered  by  the  use  of  ra- 

dio comunication  and  radio  direc- 
tion finders. 

Galvin  and  Van  Dyck  spoke  at  a 

symposium  on  "What  Radio  Means 
in  The  War  Effort,"  along  with 
Neville  Miller,  president  of  the 
NAB,  and  E.  K.  Jett,  chief  engi- 

neer of  the  FCC. 
Mr.  Jett,  also  chairman  of  the 

coordinating  committee  of  the 
Board  of  War  Communication 
(formerly  the  Defense  Communica- 

tion Board),  outlined  FCC  strides 

in  supervising  the  nation's  radio 
industry  in  wartime.  He  described 
systems  now  in  effect  to  prevent 
vital  information  from  falling  ac- 

cidentally into  the  hands  of  the enemy. 

Research  Cramped 

He  said  the  Board  of  War  Com- 
munication's present  wartime  set- 

up included:  Plans  for  synchroni- 
zation of  broadcast  stations  operat- 

ing with  matched  crystals;  plans 
for  pooling  of  broadcasting  equip- 

ment to  insure  maximum  service; 
closure  of  domestic  point-to-point 
stations ;  labor-industry  studies 
concerning  the  adequacy  of  trained 
personnel  to  fill  wartime  communi- 

cation needs;  establishment  of  new 
direct  circuits  with  points  through- 

out the  world ;  war  emergency  serv- 
ice for  civilian  defense. 

Mr.  Miller  paid  tribute  to  the 
radio  engineers  and  the  rest  of  the 
industry  in  "accepting  in  their 
stride  their  increased  responsibil- 

ities", but  pointed  out  there  is much  more  to  be  done. 
Although  more  than  a  score  of 

technical  papers  were  presented 
during  the  three-day  meeting,  con- 

sensus of  the  engineers  was  that 
the  war  has  set  back  research  to  an 
immeasurable  degree  simply  by 
cutting  down  sharply  the  use  of 
ordinary  materials  both  for  re- 

search itself  and  the  commercial 
development  of  new  products  and 
technical  improvements. 

The  pocket  radio  receiver  re- 
ceived attention  in  the  shape  of  a 

device  developed  by  the  Brush  De- 
velopment Co.  of  Cleveland. 

The  set,  described  by  W.  J. 
Brown  of  the  Brush  laboratories,  is 
6  inches  high,  3  inches  wide  and  2 
inches  thick  and  is  slipped  into  the 
pocket  and  connected  to  a  tiny 
crystal  receiver  to  be  fitted  into  the 
ear  much  like  a  hearing  aid.  The 
wire  also  is  the  antenna  for  the 
set.  The  outfit  is  powered  by  two 
small  batteries  and  peanut-sized 
tubes.  Brown  said  it  is  ready  for 

production. G.  E.  engineers  discussed  newest 
developments  in  a  television  video 
relay  system  and  mercury  lighting 
for  television  studios.  G.  L.  Beers 
and  K.  R.  Wendt  and  G.  L.  Freden- 
dall  of  RCA  led  discussions  on 
focusing  view-finder  problems  and 
the  automatic  frequency  and  phase 
control  of  synchronization  in  tele- 

vision receivers. 

Frequency  modulation  develop- 
ments were  described  at  sessions 

and  included  a  new  transmitter- 
receiver  for  studio-transmitter  re- 

lay, along  with  methods  aiming 
toward  ironing  out  FM  distortion 
in  loudspeakers. 

Convention  arrangements  were 
handled  by  a  Cleveland  committee 
including  Carl  E.  Smith  of  WHK- 
WCLE,  chairman;  P.  L.  Hoover  of 
Case  School  of  Applied  Science, 
chairman  of  the  Cleveland  IRE 
section;  R.  Morris  Pierce,  chief 
engineer,  WGAR;  Allen  E.  Nace; 
Robert  L.  Kline;  Karl  J.  Banfer; 
William  G.  Hutton;  Frederick  C. 
Everett;  Bruce  W.  David  and  Mrs. 

Hoover,  in  charge  of  women's  ac- tivities. 

SEVENTH  SYMPHONY 

Famous  Russian  Work  to  Be 

 Broadcast  by  NBC  

AFTER  A  LONG  series  of  interna- 
tional negotiations,  NBC  announced 

the  first  Western  Hemisphere  per- 
formance of  Dmitri  Shostakovich's "Seventh  Symphony"  would  be 

broadcast  by  the  NBC  Symphony 
Orchestra  under  direction  of  Ar- 
turo  Toscanini,  July  19,  4:15-6 
p.m.  The  program  will  also  be 
shortwaved  to  the  world  on  NBC's international  stations. 

Latest  work  of  the  Russian  com- 
poser, written  under  the  fire  of 

Nazi  attack  on  Leningrad,  the  sym- 
phony's score  and  parts  were 

printed  on  34  mm.  microfilm,  rushed 
via  airplane  from  Kuibyshev  to  Te- 

heran, by  automobile  to  Cairo  and 
again  by  plane  to  America.  The 
musical  work,  subtitled  "The  Sym- 

phony of  Our  Times",  was  given its  world  premiere  March  29  in 
Moscow. 

Pepsi  -  Cola  Preparing 
To  Enter  Latin  Market 

PEPSI-COLA  Co.,  Long  Island 
City,  N.  Y.,  which  has  been  pro- 

moting its  soft  drink  on  the  air  for 
the  past  years  with  the  Kent-John- 

son jingle  "Pepsi-Cola  Hits  the 
Spot,"  is  planning  to  enter  the Latin  American  market  on  stations 

selected  by  the  company's  local 
bottlers  in  various  territories.  An- 

nouncement was  made  last  week  by 
Walter  S.  Mack  Jr.,  president  of 

Pepsi-Cola. "The  one-minute  jingles,  combined 
with  local  and  native  folk  songs  of 
each  country,  have  been  recorded 

in  Spanish  by  the  company's  adver- tising agency,  Newell-Emmett  Co., 
New  York,  and  have  already  been 
airmailed  to  Cuba,  Hawaii,  Santo 
Domingo,  Puerto  Rico,  Virgin 
Island,  St.  Lucia,  Guatemala,  Sal- 

vador, Honduras,  Costa  Rica,  Pan- 
ama, Venezuela,  British  and  Dutch 

Guiana,  Peru,  Bermuda,  Jamaica 
and  the  Bahamas. 

WSNY  Names  Healey 

COL.  JIM  HEALEY,  veteran  news 
commentator  and  analyst,  will  head 
the  news  staff  of  WSNY,  Sche- 

nectady, which  expects  to  go  on 
the  air  July  15.  A  former  news- 

paper reporter,  editor  and  pub- lisher. Col.  Healey  turned  to  radio 
in  the  late  20's.  He  now  conducts a  news  program  on  WTRY,  Troy, 
N.  Y.,  for  the  Stanton  Brewery. 
According  to  WSNY,  Col.  Healey 
will  edit  all  news  programs  for  the 
station  and  as  well  as  conduct  a 
number  of  them.  Hudson  Coal  Co. 
has  already  signed  for  a  nightly 
newscast  series. 

Drawn  for  Broadcasting  by  Sid  Hix 

'False  Alarm,  Ma — It's  Just  the  Radio!" 

Standard  Concerts 

STANDARD  OIL  Co.,  San  Fran- 
cisco, in  a  deal  worked  out,  start- 

ing July  16  for  eight  weeks  will 
originate  from  Hollywood  Bowl  the 
weekly  Standard  Symphony  Hour 
on  33  Don  Lee  Pacific  Coast  sta- 

tions, Thursday,  8-9  p.m.  (PWT). 
Firm  will  broadcast  one  hour  of 
the  regular  Thursday  night  Bowl 
concert.  Agency  is  BBDO,  San Francisco. 
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KWIK  KWIZ 

Are  you  landing  your  limit  in  Midwestern  soles 

these  days?  It's  simple  enough  —  a  matter  of 

casting  a  line  out  to  KMBC's  audience  (one 

whopper  that  won't  even  try  to  get  away). 

The  lure  that  hooks  listeners,  of  course,  is  pro- 

gramming, and  KMBC  is  one  of  only  three 

U.  S.  stations  ever  to  win  a  Variety  Award  for 

Program  Origination.  It's  the  only  Kansas  City 

station  regularly  feeding  programs  to  a  coast- 

to-coast  network.  And  KMBC  carries  the  basic 

schedule  of  CBS  —  by  surveys,  Kansas  City's 

favorite  network.  With  such  infallible  enter- 

tainment bait,  there's  nothing  at  all  fishy  about 

the  way  KMBC  advertisers  reel  in  profits.  Bet- 

ter hook  up  with  this  "9  Ways  the  Winner" 

station.  It  has  a  whale  of  a  lot  to  offer  you. 

KlUliC 

OF  KANSAS  CITY 

FREE  &  PETERS,  INC. CBS  BASIC  NETWORK 
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PRICE  15  CENTS 

Bro 

WOR  is  carrying  more  women's 

service^ programs  today  than 

any  other  station  in  New  York. 

More  specifically,  this  type  of 

program  is  being  listened  to 

in  107%  more  New  York  homes 

today  than  before  the  U.  S.  entry 

into  the  war. 

ERGO:  Wise  timebuyers  and  advertisers 

who  are  investing  their  money  in 

WOR's  women's  shows  today  are 

GETTING  TWICE  THE  AUDIENCE  AT 

THE  SAME  LOW  PRICE! 

WOR 

•k  shows  such  as— Bessie  Beatty,  Pegeen  Prefers, 

Claire  Wilson  Reports,  Martha  Deane,  etc. 



EVEN  Old  Man  Atlas  would  get  tired  toting  WLS'  mail.  There's 
'  just  so  darned  much  of  it.  Of  course,  we  like  it!  And  our  adver- 

tisers, too,  like  the  response  from  their  WLS  programs.  For  instance, 

one  advertiser  (a  newspaper,  incidentally)  received  26,328  letters  in 

nine  weeks  from  their  WLS  broadcasts— each  with  a  coupon  clipped 
from  the  publication.  And  they  used  an  established  WLS  morning 

live  talent  program.  Seems  it's  always  like  that.  Because  WLS  tal- 
ent has  such  a  ready  acceptance  among  listeners  .  .  .  because  we 

know  what  listeners  want  to  hear — WLS  Gets  Results!  We  have 

scores  of  advertisers'  success  stories  in  our  files.  If  you  want  to  hear 
any  more,  ask  us  ...  or  ask  any  John  Blair  man. 

I  ^1 
MANAGEMENT  AFFILIATED  WITH  KOY,  PHOENIX,  AND  THE  ARIZONA  NETWORK  —  KOY  PHOENIX   ♦    KTUC  TUCSON   *    KSUN  BISBEE  -  LOWELL 
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IT  is  The  Yankee  Network  show 

window,  and  the  largest  of  its 

kind.  In  Boston,  alone,  the  key  sta- 

tion, WNAC,  has  more  food  ac- 

counts than  all  other  Boston  stations 

combined. 

While  this  situation  has  prevailed 

for  a  long  time,  in  the  light  of  pres- 

ent conditions,  it  is  particularly  sig- 

nificant to  sponsors  who  want  to 

reach  an  audience  where  food  sales 

for  home  use  reach  a  total  of  well 

over  $900,000,000  annually,  or 

I  1.5%  more  than  the  average  for 

the  United  States. 

The  Yankee  Network's  position 
in  the  food  field  is  the  result  of 

constant  cooperation  with  retailers 

and  wholesalers.  For  example,  the 

network  has  active  members  in  the 

Food  Broker's  Association  of  Boston. 

Leading  advertisers  have  found, 

by  profitable  experience  that  the  20 
hometown  stations  of  The  Yankee 

Network  give  the  only  complete 

coverage  of  all  key  buying  centers, 

plus  the  high  degree  of  acceptance 

which  moves  goods  day  in  and  day 

out.  Are  YOUR  products  in  The 

Yankee  Network's  show  window? 

THE  YANKEE  NETWORK,  INC. 

Member  of  the  Mutual  Broadcasting  System 

21   BROOKLINE  AVENUE,  BOSTON,  MASS.  EDWARD  PETRY  &  CO.,  INC.,  exclusive  National  So/es  Repre«nfof.»e 

Published  every  Monday   53rd  issue  (Year  Book  Number)  published  in  February  by  BROADCASTING  PUBLICATIONS,  Inc..  870  National  Press  Building.  Washington.  D.  C.  Entered  af second  class  matter  March  14.  19.33,  at  the  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  187S). 
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THE  NEW  MARKET 

iSoMETIME.  in  the  life  of  every  adver- 

tiser, the  problem  of  new  markets  rears 

its  ugly  head. 

"What  can  we  do?"  he  asks,  "We've  in- 

vaded every  market  .  .  .  told  our  story  to 

130,000,000  Americans." 

"Yes  sir,  J.  P.,"  chirps  a  V.  P.,  "that's  all 

there  is,  there  isn't  any  more." 

To  those  who  entertain  that  delusion,  we 

offer  this  ...  If  you  started  counting  the 

noses  of  people  who  have  never  heard  of 

your  product  .  .  .  counting  one  every  30 

seconds,  you  would  count  forever.  Not, 

mind  you,  for  ten  years  or  ten  million 

years  . . .  you'd  count  forever. 

That's  because  two  million 

babies  are  born  every  year. 

Counting  one  every  30  sec- 

onds would  only  be  1,051,200 

a  year. 

New    markets!     A  million 

HARRY  L.  STONE,  Gen'l.  M91 

boys  look  at  rings  for  a  million  girls 

who  look  at  wedding  veils  every  year. 

New  markets!  A  million  boys  wear  their 

first  ties  every  year  for  the  benefit  of  a 

million  girls  who  don  their  first  high  heels. 

New  markets!  There'll  always  be  new 

markets  because  you're  not  advertising 
to  a  grandstand,  but  to  a  parade  always 

on  the  move  .  .  .  with  two  new  ears,  every 

30  seconds,  that  have  never  heard  your 

commercial. 

From  this  you  can  see  that  your  sales  story, 

written  when  Harding  was  President,  can 

be  mighty  effective  and  entirely  new  to 

many  prospects. 

«  «  »  » 

WSM  is  proud  that  so  many 

of  its  clients  have  seen  the 

wisdom  of  advertising  con- 

sistently and  regularly  .  .  . 

through  boom  times  and 

depressions  to  the  ever 

changing  American  Market. 

NASHVILLE,  TENNESSEE 

OWNED  AND  OPERATED  BY 

THE   NATIONAL   LIFE   AND   flCCIDENT    INSURANCE   COMPANY,  INC. 
NATIONAL  REPRESENTATIVES,  EDWARD  PETRY  &  CO.,  INC. 
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Have  you  heard 

I 

It  begins  with  a  company  called  the  Pet  Milk  Sales  Cor- 

poration that  manufactures  a  very  fine  brand  of  irradiated 

evaporated  milk. 

Pet  was  getting  along  splendidly  without  any  radio  adver- 

tising at  all.  Its  sales  figures  were  excellent. 

Then  in  1933,  Pet  began  to  experiment  modestly  with  radio 

-$26,418  worth  of  CBS  time  out  of  $358,632  spent  for  con- 

sumer advertising.  That  year  Pet's  sales  were  $15,682,833. 

U 



one  about  Pet  n'  Mike  ? 

Next  year,  Pet  increased  the  CBS  appropriation  to  $161,054, 

and  upped  its  other  advertising  expenditures.  Sales  increased 

almost  $4,000,000. 

In  1935  and  1936,  however,  Pet  decided  to  depend  more  and 

more  on  radio,  less  and  less  on  other  media.  And  still  sales 

went  up.  Finally,  in  1937,  Pet  staked  its  entire  consumer 

budget— $537,094— on  radio,  nearly  all  of  it  on  CBS. 

Bold,  you'll  say?  But  it  worked— sales  jumped  $4,500,000. 

And  from  1937  on.  Pet's  confidence  in  radio  and  CBS  has 

grown  even  stronger.  Domestic  sales,  eliminating  war  and 

government  contracts,  have  climbed  another  $11,972,517 

to  the  highest  peak  in  Pet  Milk's  history— $41,675,111— an 

increase  of  166%  since  Pet  first  met  "Mike." 

COLUMBIA  BROADCASTING  SYSTEM 
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More  than  12,000,000  people  live  in 

WENR's  primary  station  area,  which  in- 

cludes some  of  the  wealthiest  industrial 

and  agricultural  regions  of  the  country. 

WENR  covers  this  area  at  surprisingly 

low  cost.  The  "All-County  Census  of  Radio 

Listening"- which  uses  the  same  yardstick 

to  measure  the  relative  merits  of  all  sta- 

tions-shows that  WENR  covers  more 

families  than  any  other  major  Chicago 

station  ...  at  lower  cost  per  thousand ! 

Don't  overlook  this  tremendous  radio 

value.  In  Chicago,  the  basic  blue  is  the 

buy  for  you! 

CHICAGO'S  BASIC  BLUE  NETWORK  STATION 

50,000  WATTS  ON  A  CLEAR  CHANNEL— 89
0  k.  c. 

/ 

*A  name  given  to  WENR's  primary  station  area 

WENR  is  represented  nationally  by  these 

Blue  Network  spot  sales  offices 

New  York        Chicago        San  Francisco 

Detroit  Hollywood 

which  includes  most  of  TUinois  and  Wisconsin  and  half  of  Indiana  and  Michigan . 



The  advertising  dollar  you  invest  with  WCSC 

gives  double  value.  You  make  sales  today  through- 

out a  thriving  boom  market.  And  you  build  brand 

preference  in  a  market  that  will  continue  to  boom 

long  after  Victory. 

Because  the  Charleston  "boom"  «  different.  It's 

no  flash-in-the-pan  based  purely  on  a  war  economy. 

What  has  taken  place  is  the  industrial  rebirth  of 

an  entire  area.  New  methods,  new  super-power 

facilities  and  new  plants  have  transformed 

Charleston  into  a  big,  aggressive,  growing 

market.  The  conclusion  is  obvious :  Charles- 

ton—a  major  market  today— is  a  "must" 

market  for  the  future. 

WCSC 

C  H  ARLE  STON,  S.  C. 
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The  CBS  Station  for  the  Coastal  Carolinas.  Represented  Nationally  by  Free  &  Peters,  Inc. 



ONE   OF   A  SERIES    FEATURING  THE   MEN   AND 
 WOMEN  WHO  MAKE  SONOVOX  SERVICE 

Born  Lynchburg,  Virginia.  B.  A.  from 
Hollins  College.  Postgraduate  courses  in 
drama  and  writing  at  Williams  &  Mary 
College.  Studied  for  the  stage  for  two 
years  with  Mme.  Daykharhanova.  Sum- mer stock.  Appeared  in  several  Broadway 
plays  —  among  them,  "All  the  Livini Free-lance  radio  actress  since  1939.  Dnr 
ing  1940-'41  wrote  and  acted  a  fifteen 
minute  daily  strip  for  children,  "Tink Beetle  and  Mouse".  Joined  Wright- 
Sonovox,  Inc.  in  August,  1941. 

Introducing  SALLY  THORSO
N,  Sonovox  Producer 

One  day  back  in  1941,  some  acquaintance  of  ours 

telephoned  to  say  he  was  bringing  a  friend  up  to 

see  a  Sonovox  demonstration — a  girl  who  had  done 

a  lot  of  radio  writing  and  producing.  The  girl  turned 

out  to  be  Sally  Thorson.  She  came,  she  heard,  and 

immediately  began  to  pour  out  so  many  good  ideas 

that  we  asked  her  to  join  our  production  staff.  Now 

Sally  is  our  Chicago  Production  Director,  and  doing 

a  swell  job  of  it,  too.  Who  said  it's  a  man's  world? 

Now  that  "talking  and  singing  sound"  has  become 

so  well  estabhshed  in  radio,  it's  interesting  to  look 

back  at  the  early  beginnings  of  our  Sonovox  experi- 

ments, and  to  see  how  the  thing  has  broadened  out. 

At  first  our  only  idea  was  to  have  sub-human  creatures 

indulging  in  human  conversation— cows  talking,  dogs 

speaking,  birds  singing.  Then  we  thought  of  putting 

words  into  the  "voices"  of  machines — dynamos, 

automobile  engines,  etc.  Now  we've  found  that 
some  of  our  most  startling  effects  are  just  musical 

sounds  or  plain  talking  noises  which  the  listener 

can't  identify,  but  which  gather  up  an  inattentive 

listener's  attention  like  a  magnet  gathers  iron-filings! 

How  would  you  like  us  to  think  up  a  startling  effect 

that  will  hold  your  listeners  to  the  important  parts 

of  your  broadcasts?  It  can  be  done — with  Sonovox! 

Write,  and  we'll  prove  it! 

WRIGHT-SONOVOX,  INC. 

''Talking  and  Singing  Sound" 

CHICAGO  NEW  YORK  HOLLYWOOD 

FREE  &  PETERS,  INC.,  Exclusive  National  Representatives 

CHICAGO:  i8o  N.  Michigan 
Franklin  6373 

NEW  YORK:  247  Park  Ave. 
Plaza  5-4131 

SAN  FRANCISCO:  iii  Sutter Sutter  4353 HOLLYWOOD:  1512N.  Gordon 
Gladstone  3949 

ATLANTA:  322  Palmer  Bldg. 
Main  5667 
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Radio  Gets  Places  in  OWI  Structure 

Cowles  Is  Named 

To  Key  Post; 

Lewis  In 

PROMISING  an  "open  door" 
policy  with  respect  to  the  Gov- 

ernment's wartime  news,  and 
recognizing  by  his  appoint- 

ments and  by  the  structural 
setup  the  vital  role  of  radio 
in  the  war  effort,  Elmer  Davis, 
director  of  the  newly  estab- 

lished Office  of  War  Informa- 
tion, last  Friday  announced 

the  key  officials  and  the  basic 
plan  of  organization  of  the 
Office  of  War  Information. 

The  former  CBS  news  an- 
alyst, who  was  called  to  the 

Government  service  last 

month,  announced  the  ap- 
pointment of  Gardner  (Mike) 

Cowles  Jr.,  president  of  the 
Iowa  Broadcasting  Co.  (KSO- 
KRNT,  Des  Moines;  WMT,  Cedar 
Rapids;  WNAX,  Yankton,  S.  D.), 
and   president    also    of   the  Bes 

\  Moines  Register  &  Tribune,  the 
Minneapolis    Star  -  Journal  and 

I  Look  Magazine,  to  the  key  post  of 
assistant  director  in  charge  of  all 
domestic  operations  of  the  OWI. 

Mr.  Cowles'  Domestic  Branch 
will  parallel  the  Overseas  Branch, 
headed  by  Robert  Sherwood,  the 
playAvright,  and  the  Policy  De- 

partment Branch,  headed  by  Archi- 
bald MacLeish,  Librarian  of  Con- 

gress and  former  director  of  the 
Office  of  Facts  &  Figures,  which 
OWI  has  absorbed. 

Comprise  Policy  Board 

These  three  branch  chiefs,  along 
with  Mr.  Davis  and  Milton  S. 
Eisenhower,  associate  director  of 
OWI  and  its  administrative  officer, 
will  comprise  the  policy-making 
board  in  charge  of  all  Government 

I  information  with  the  exception  of 
certain  military  information  which 
the  military  establishments  are 
keeping  to  themselves  as  the  best 

I  judges  of  what  is  valabue  to  the 
enemy. 
Under  Mr.  Cowles'  branch  fall 

!    bureaus,   namely    (1)    News  Bu- 
reaus, headed  by  Robert  Horton, 

' '  heretofore  information  chief  of  the 
I'  Office  for  Emergency  Management; 

(2)  Radio  Bureau,  headed  by  Wil- 

liam B.  Lewis,  former  CBS  pro- 
gram vice-president  who  since  last 

January  has  been  associate  direc- 
tor and  radio  chief  of  the  OFF ;  (3) 

Bureau  of  Publications  &  Graphics, 
headed  by  John  R.  Fleming,  form- 

erly of  the  Dept.  of  Agriculture; 
(4)  Bureau  of  Motion  Pictures, 
headed  by  Lowell  Mellett,  admin- 

istrative assistant  to  the  President 
and  former  director  of  the  Office 
of  Government  Reports,  which  OWI 
absorbs;  (5)  Bureau  of  Public  In- 

quiries, headed  by  Katherine  C. 
Blackburn,  former  assistant  to  Mr. 
Mellett  at  OGR;  (6)  Bureau  of 
Special  Operations,  with  Philip 
Hamblet  designated  as  acting  head 
and  special  assistant  to  Mr.  Davis; 
Mr.  Hamblet  is  a  former  OGR  offi- 
cial. 

Under  Mr.  Sherwood's  Overseas 
Branch  will  fall  all  external  oper- 

OWI  Regulation  No.  1 
To  the  Heads  of  all  Executive  De- 

partments and  Agencies : 
Pursuant  to  Executive  Order  No. 

9182.  issued  June  13.  1942.  authoriz- 
ing the  Director  of  War  Information 

(a)  to  formulate  and  carrj-  out information  programs  designed  to 
facilitate  the  development  of  an 
informed  and  intelligent  tmder- 
standing,  at  home  and  abroad,  of 
the  status  and  progress  of  the  war 
effort  and  of  the  war  policies,  ac- 

tivities, and  aims  of  the  govern- ment 

(b)  to  coordinate  the  war  infor- mational activities  of  all  Federal 
departments  and  agencies 
(c)  to  issue  directives  concerning 
war  information  which  shall  be 
binding  upon  the  several  Federal 
departments  and  agencies,  and 
(d)  to  establish  by  regulation  the 
types  and  classes  of  informational 
programs  and  releases  which  shall 
require  clearance  and  apnroval  by 
the  Office  of  War  Information 
prior  to  dissemination 

this  regulation  is  issued,  effective  Mon- 
day, July  13,  1942. 

1.  Information  Policy 
The  Federal  Government  will  issue 

as  promptly  as  possible  all  news  and 
background  information  essential  to  a 
clear  understanding  of  this  Nation's war  effort.  The  what,  why.  when,  and 
how  will  be  told.  The  impact  of  the 
wai'  on  all  phases  of  American  life 
will  be  reported.  So  will  the  coopera- tive efforts  of  the  United  Nations. 
Only  information  which  would  give  aid 
and  comfort  to  the  enemy  will  be  with- held. 

ations  excepting  those  of  the  west- 
ern hemisphere  reserved  under  the 

President's  Order  to  the  Rockefel- 
ler Committee.  Mr.  Sherwood's  op- 

erations will  continue  to  be  cen- 
tered largely  around  American 

shortwave  broadcasts  to  all  of  the 
world  outside  Latin  America,  and 
his  branch  virtually  takes  over  in- 

tact the  Division  of  Foreign  In- 
formation of  the  Office  of  the  Co- 
ordinator of  Information  (Dono- 

van Committee)  which  he  also 
headed. 

Sherwood-MacLeish  Duties 

Under  Mr.  Sherwood's  branch 
will  come  the  following  bureaus 
(1)  Outpost  Bureau,  headed  by 
Harold  Guinzberg,  president  of 
Viking  Press,  book  publishers,  re- 

cently with  OFF;  (2)  Interna- 
tional Press  &  Radio  Bureau,  New 

(a)  With  the  aid  of  the  Committee 
on  War  Information  Policy  and  of  the 
policy  staff  of  the  Office  of  War  In- 

formation, the  Director  of  War  Infor- 
mation will  establish,  and  keep  cur- 

rent, policies  governing  the  war  infor- 
mation activities  of  all  Federal  agen- 

cies. 

In  Key  OWI  Post 

GARDNER  COWLES,  Jr. 

York,  headed  by  Joseph  Barnes, 
former  foreign  correspondent  for 
the  New  York  Herald-Tribune;  (3) 
Bureau  of  Overseas  Publications, 
New  York,  headed  by  Edward 
Stanley,  former  photo  editor  of  the 
Associated  Press;  (4)  Bureau  of 
Communications  Facilities,  headed 

by  Murry  Brophy,  former  CBS 
artist  bureau  chief  on  the  West 
Coast;  (5)  West  Coast  Office,  San 
Francisco,  headed  by  Warren 
Pierce.  All  of  these  officials  con- 

tinue virtually  the  same  jobs  they 
had  with  the  Donovan  Committee. 

The  Policy  Development  Branch 
headed  by  Mr.  MacLeish  embraces 
the  OFF's  Bureau  of  Intelligence 
and  will  be  continued  under  the 
same  name  with  the  same  chief, 
R.  Keith  Kane,  who  it  is  under- 

stood intends  to  maintain  virtu- {Continued  on  page  56) 

(b)  Within  the  general  policies  so 
established  and  in  harmony  with  the 
clearance  procedures  hereinafter  set 
forth,  officers  of  Federal  Departments 
and  agencies  are  directed  to  maintain 
an  open-door  policy  in  their  relations 
with  representatives  of  the  press,  ra- dio, and  other  media. 

(c)  War  information  problems  re- quiring policy  decision  shall  be  brought 
promptly  to  the  attention  of  the  Direc- tor of  War  Information  through  his 
liaison  representatives,  in  order  that 
policies  may  be  determined  and  the  in- formation issued  without  delay. 

2.  Irformation  Activities  of  Federal 
Departments  and  Agencies 

Within  the  framework  of  policies 
established  by  the  Director  of  War  In- 

formation, all  Departments  and  agen- 
cies of  the  Government  will  continue 

to  be  responsible  for  and  will  release 
direct  to  the  public  information  which 
relates  exclusively  to  their  authorized 
activities  and  which  does  not  bear 
significantlj-  upon  the  war  information 
program  and  policies  of  the  Govern- 
ment. 

(a)  After  consultation  between  rep- resentatives of  the  Office  of  War  In- 
formation and  of  each  Federal  De- 

partment or  agency,  this  general  regu- 
lation will  be  developed  in  greater  de- 

tail to  meet  the  specific  problems  that 
may  arise  in  each  such  Department  or 
agency. 

(b)  Each  Department  and  agency 
shall  immediately  review  its  informa- 

tion program  and,  in  the  interest  of 
economy  and  effective  war  work,  dis- 

continue all  non-essential  phases  there- of. An  enumeration  of  the  classes  and 
types  of  information  thus  discontinued 
shall  be  reported  by  each  Department 

{Continued  on  page  58) 

OWI  Order  No.  1  Covering  Policy  and  Structure  .  .  . 
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Industry  Remains  Calm  on  Petrillo  Ban 

Strike  Threat  To 

KSTP  and  NBC 

Is  Seen 

ESCHEWING  past  demonstrations 
•of  turning  handsprings,  the  broad- 

casting industry  last  week  calmly 
awaited  developments  growing  out 
of  the  summary  edict  of  Music  Czar 
James  C.  Petrillo  banning  employ- 

ment of  musicians  for  transcrip- 
tions and  recordings  for  radio  and 

other  non-private  users,  effective 
July  31. 

While  the  matter  was  a  lively 
topic  in  inner  councils,  there  was 
nothing  resembling  panic  evident 
in  the  industry.  Broadcasters  took 
the  position  that  AFM  now  pro- 

poses to  renounce  its  understand- 
ing with  broadcasters  originally 

reached  in  1937  on  hiring  of  staff 
orchestras.  The  AFM  position  then 
was  that  transcriptions  and  rec- 

ords, which  Mr.  Petrillo  chose  to 
call  "canned  music",  resulted  in  un- 

employment nationally  and  that 
stations  would  have  to  hire  staff 
orchestras  to  absorb  the  slack. 

Dispute's  Effects  Seen 
If  transcriptions  and  recordings 

are  banned,  as  ordered  by  Mr.  Pe- 
trillo, it  is  generally  expected  that 

the  industry,  almost  as  a  unit,  will 
be  disposed  to  release  staff  orches- 

tras, since  the  gentleman's  agree- ment will  have  been  violated. 
Portents  of  a  possible  strike,  fol- 

lowing the  Petrillo  pattern  de- 
veloped in  recent  months  in  first 

jerking  network  remotes,  were  seen 
last  week.  As  Broadcasting  went 

to  press  Friday,  however,  it  hadn't 
jelled.  This  situation  arose  from 
"unfair  demands"  upon  KSTP, 
NBC  St.  Paul-Minneapolis  outlet, 
on  renegotiation  of  its  staff  orches- 

tra employment  contract.  There 
was  the  inferred  threat  from  the 
Petrillo  camp  last  Thursday  that 
NBC  dance  band  sustaining  re- 

motes would  be  pulled,  probably  as 
the  forerunner  of  more  drastic  ac- 
tion. 
NBC  assured  Stanley  E.  Hub- 

bard, president  and  general  man- 
ager of  KSTP,  who  was  in  New 

York  last  Thursday,  that  it  would 
use  its  "best  efforts  to  continue  net- 

work service",  irrespective  of  de- 
velopments. This  was  interpreted 

as  meaning  that  network  service 
would  not  be  arbitrarily  curtailed 
to  the  station  in  the  event  of  strike 
developments  against  KSTP.  Last 
April,  MBS  discontinued  commer- 

cial program  service  involving 
music  to  WSIX,  Nashville,  when  the 
negotiations  of  that  station  with  its 
AFM  local  ruptured.  WSIX  is  still 
not  receiving  MBS  non-talk  com- 
mercials. 

Precisely  what  Mr.  Petrillo  is 
shooting  at  was  not  clear,  based  on 
his  statements.  There  was  the  over- 

all view  that  he  was  seeking  more 
money  from  radio,  probably 
through  assessments  on  network- 
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affiliated  stations.  The  transcrip- 
tion-record ban  was  regarded  only 

as  the  first  step.  The  NAB  Board, 
which  meets  in  Chicago  Tuesday 
and  Wednesday,  among  other 
things,  will  take  up  the  Petrillo 
ban.  So  will  Broadcasters  Victory 
Council  at  a  meeting  in  Chicago  on 
Thursday. 

Mr.  Hubbard  explained  that  the 
Twin  City  situation  had  its  onset 
last  March  when  the  AFM  local 
requested  a  10%  increase  in  wages. 
At  a  subsequent  meeting  the  union 
demanded  a  10%  increase  in  quota 
also.  After  considerable  negotia- 

tions and  arbitration,  Mr.  Hubbard 
agreed  to  these  two  demands, 
whereupon  a  number  of  adidtional 
demands  were  made. 

Job  Freeze  Sought 
One  of  the  additional  clauses 

would  freeze  the  employment  of 
musicians  for  the  duration  of  the 
contract,  provided  they  passed  a 
trial  period  of  four  weeks.  Mr.  Hub- 

bard protested  this  clause  as  "un- 
fair and  improper".  He  said  the 

station  subsequently  agreed  to  other 
demands,  including  four  weeks  in- 

stead of  two  weeks'  notice  of  em- 
ployment and  increases  in  leaders' 

pay  above  the  10%  overall  increase. 
When  the  union  refused  to  com- 

promise the  demands,  according  to 
Mr.  Hubbard,  the  matter  was  re- 

ferred to  the  AFM  president.  Mr. 
Hubbard  contended  that  he  was  un- 

able to  reach  any  agreement  be- 
cause there  was  no  stopping  of  de- 

mands and  no  limit  to  the  negotia- 
tions. 

Mr.  Hubbard  said  that  KSTP,  in 
the  light  of  developments,  has  made 
a  new  demand  of  its  own.  He  said 
the  station  would  not  sign  any  con- 

tract unless  there  is  a  proviso  that 
the  musician's  union  will  not  in- 

terfere with  the  station's  perform- ance of  transcriptions. 
"In  my  opinion,  it  is  a  showing 

of  bad  faith  for  Petrillo  to  encour- 
age stations  throughout  the  United 

States  to  employ  musicians,  on  the 
basis  that  they  will  relieve  unem- 

ployment, and  then  demand  that 
transcriptions  not  be  used.  If  the 
use  of  transcriptions  is  to  be  with- 

drawn from  stations,  then  stations 
are  not  causing  unemployment  of 
musicians  and  every  station  in  the 
United  States,  in  my  judgment,  has 
the  opportunity  of  being  relieved 
of  its  present  contract  with  mu- 

sicians." 
Extra  Demands 

Mr.  Hubbard  explained  that  his 
controversy  with  the  Tvdn  City 
local  went  to  State  conciliation,  but 
even  there  several  more  demands 

were  injected.  It  was  after  the  sta- 
tion agreed  to  the  10%  increases  in 

wages  and  quota  but  would  not  con- 
sent to  any  condition  where  unsatis- 

factory men  could  not  be  removed 
that  the  matter  was  referred  to  Mr. 
Petrillo,  where  it  has  been  stymied. 
KSTP  is  obligated  to  spend 

$24,000  a  year  for  musicians,  used 

very  little  in  the  station's  opera- 
tion. It  is  understood  the  10%  in- 

creases in  wages  and  quota  raised 
the  ante  by  some  $2200. 

It  was  indicated  that  stations, 

transcribers  and  networks  are  not 
taking  time  by  the  forelock  in  the 
overall  music  picture.  Conversa- 

tions have  been  undertaken,  it  was 
learned  in  one  quarter,  with  CIO 
musician  locals,  to  ascertain  how 

many  of  their  men  might  be  avail- 
able to  make  transcriptions  for  ra- dio use. 

There  also  are  indications  of  re- 
percussions from  name  bands,  who 

would  feel  the  primary  impact  of 
non-performance  of  their  record- 

ings and  who  are  almost  entirely 
dependent  upon  radio  for  their 
popularity.  This  situation  is  in- 

tensified because  of  lack  of  trans- 
portation for  such  bands  and  the 

heavy  inroads  of  selective  service 
on  popular  musicians. 

Petrillo  Move  Next 

In  a  nutshell,  the  overall  view 
appears  to  be  that  AFM  has  walked 
out  on  its  1937  agreement  by  ban- 

ning transcription  performance, 
and  that  the  next  move  is  up  to 
Mr.  Petrillo. 
One  industry  executive  told 

Broadcasting  he  considered  the 
AFM  president  should  feel  it  his 
"moral  obligation"  to  release  all 
stations  from  their  current  AFM 

agreements,  in  view  of  the  union's violation  of  the  contract  through 
its  proposed  ban  on  employment  of 
musicians  for  transcriptions  or 

phonograph  records. 

Wrigley  Becomes  Buyer 
Of  115-Station  Hookup 
WM.  WRIGLEY  Jr.  Co.,  Chicago 

(chewing  gum),  will  this  week  be- come another  CBS  advertiser  to 
take  advantage  of  the  15%  discount 
plan  for  use  of  the  full  network  of 
115  stations.  The  company  on  July 
16  adds  44  stations  to  The  First 
Line  on  71  stations,  Thursdays,  10- 
10:30  p.m.,  and  will  add  38  stations 
to  Ben  Bernie  and  the  Lads  on  77 
stations  Monday  through  Friday, 
5:45-6  p.m.,  for  Spearmint  gum. 
Arthur  Meyerhoff  &  Co.,  Chicago, 
is  the  agency  for  Spearmint. 

On  July  19  the  company  will  add 
47  stations  to  the  68  now  carrying 
Melody  Ranch,  Sundays,  6:30-7 p.m.  for  Doublemint  gum.  Agency 
is  J.  Walter  Thompson  Co.,  Chicago. 

MR.  PETRILLO  GIVES  THE  WORD 

Editorial  from  the  New  York  Times,  July  10 

AS  A  PART  of  a  campaign  to  force  radio  stations,  soda  fountains,  bars, 
and  restaurants  to  employ  union  musicians  instead  of  using  recordings, 
Mr.  Petrillo  has  informed  all  the  record  manufacturers  that  the  140,000 
members  of  his  A.  F.  of  L.  organization  will  not  make  "records,  electrical 
transcriptions  or  any  other  form  of  electrical  reproduction  of  music" 
after  July  31. 

We  need  not  waste  too  much  time  on  the  economic  reasoning  by  which 
Mr.  Petrillo  defends  this  high-handed  action.  He  is  evidently  under  the 
impression  that  if  he  forbids  radio  stations  and  restaurants  to  use 
records  they  will  have  to  use  orchestras  and  bands.  He  is  mistaken.  The 
net  result  will  be  simply  that  the  public  will  hear  less  music.  The  small 
radio  stations  and  restaurants  would  not  be  able  to  afford  it.  To  the 
extent  that  the  public  is  forced  to  spend  money  to  make  such  arbitrarily 
created  jobs  for  musicians,  moreover,  it  will  have  just  that  much  less  to 
spend  in  ways  that  create  other  kinds  of  jobs.  If  Mr.  Petrillo  is  right  and 
justified  in  putting  a  ban  on  records  "to  make  more  work"  for  "live" 
musicians,  then  stage  performers  would  be  justified  in  putting  a  ban  on 
motion  pictures  in  the  hope  that  it  would  make  more  work  for  "live" 
actors,  and  the  railroad  and  taxicab  unions  would  be  justified  in  putting 
a  ban  on  telephone  calls  that  saved  people  from  actually  going  uptown 
or  to  Chicago. 

Even  if  Mr.  Petrillo's  economics  were  not  fantastic,  it  is  intolerable 
that  a  labor  leader  should  dictate  to  the  American  people  what  kind  of 
music  it  shall  and  shall  not  hear.  But  if  we  need  to  waste  little  time  in 

exposing  the  nonsense  in  Mr.  Petrillo's  economics,  we  should  waste  less 
in  denouncing  Mr.  Petrillo  as  an  individual.  It  is  much  more  important 
to  remind  ourselves  that  it  is  our  political  muddle-headedness  and  spine- 
lessness  that  have  made  the  Petrillo  type  of  dictator  possible.  He  is 
possible  because  the  Administration  a"nd  Congress  and  the  Supreme 
Court  among  them  have  held  that  labor  unions  are  immune  from  the 
laws  against  restraint  of  trade.  Mr.  Petrillo's  latest  ukase  is  the  perfect 
fruit  of  that  immunity. 

'Meet  Navy'  Sponsorship 

Receives  Final  Approval 
WITH  APPROVAL  of  Rear  Admi- 

ral John  Dowries,  commanding  of- 
ficer of  the  Naval  Training  Station 

at  Great  Lakes,  111.,  the  final  ar- 
rangements for  sponsorship  of  Meet 

Your  Navy  by  Hall  Bros.,  Kansas 
City  (greeting  cards),  on  the 
BLUE  station  were  completed  last 
week. 

The  program  was  originated  by 
WLS,  Chicago,  last  January  and 
under  commercial  sponsorship  will 
continue  to  be  produced  by  Al  Boyd 
with  Jack  Stillwell  announcing. 
Outstanding  Navy  talent,  a  Great 
Lakes  orchestra  and  choir,  and  Lt. 
Commdr.  Eddy  Peabody,  the  ban- 
joist,  are  featured  on  the  show. 
Henri,  Hurst  &  McDonald  is  the 
agency. 
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OUT  OF  A  POSSIBLE  275 

That's  Leadership 

Thafs^cmi^ta4fce  
/ 

•  Here's  another  graphic  confirmation 
of  WKY's  dominance  in  Oklahoma 
City's  4-station  field. 

Out  of  275  periods  of  the  broadcast 
week  for  which  C.  E.  Hooper,  Inc.,  sup- 

plied Winter-Spring  ratings,  WKY  rated 
first  245  times  .  .  .  leading  in  16  out  of 
20  five-a-week  morning  quarter-hours, 
20  out  of  20  afternoon  periods  five  days 

a  week,  55  out  of  63  evening  half-hours, 
and  in  10  out  of  12  Sunday  daytime 
half-hours. 

That's  leadership!  That's  decisive 
dominance!  That's  the  kind  of  station 
you  can  count  on  to  do  a  real  selling 

job.  That's  the  kind  of  station  you're 
looking  for,  isn't  it,  to  do  YOUR  selling 
job  efficiently,  effectively,  and  econom- 

ically in  Oklahoma? 
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Yost- War  Prosperity'  Theme  Hailed 

Can*  Suggestion  Evokes 
Favorable  Reaction 

In  Trade 

SPONTANEOUS  and  wholehearted 
endorsement  of  the  theme  advanced 
by  Eugene  Carr,  assistant  man- 

ager of  WGAR,  Cleveland,  at  pres- 
ent on  leave  to  serve  Uncle  Sam  in 

Washington,  that  advertisers  "sell 
the  post-war  prosperity  period  to 
the  public,"  has  developed  since 
publication  of  Mr.  Carr's  plan  in the  June  29  issue  of  Broadcasting. 

Officials  of  the  American  Assn. 
of  Advertising  Agencies,  represen- 

tatives of  advertisers  and  station 
executives,  both  orally  and  in  wi'it- 
ing,  have  commented  favorably  on 
the  plan.  The  whole  project  of  ad- 

vertising during  wartime,  despite 
curtailment  of  many  lines,  price 
ceilings  and  other  restrictions,  will 
draw  attention  of  officials  of  the 

NAB  at  the  trade  group's  board 
meeting  in  Chicago  Tuesday  and 
Wednesday.  There  may  evolve  an 
active  campaign  to  sell  the  theme  or 
some  variation  of  it  to  the  adver- 

tising fraternity  through  other 
trade  groups. 

Article  Based  on  Editorial 

Mr.  Carr,  now  on  the  staff  of  J. 
Harold  Ryan,  assistant  director  of 
censorship  in  charge  of  radio,  based 
his  inspired  article  on  an  editorial 
"challenge"  in  the  May  25  issue  of Broadcasting  for  a  theme  for  war- 

time advertising.  He  urged  adver- 
tisers (and  agencies)  to  quit  tell- 

ing the  world  how  much  they  are 
doing  to  help  the  war  and  start 
using  time  and  space  to  tell  the 
people  about  plans  for  the  post- 

war years.  He  urged  that  the  pay- 
check of  private  enterprise,  the 

bride-to-be,  the  home,  the  children, 
and  the  fun  following  a  hellish  war, 
be  dramatized. 
AAAA  ordered  150  tearsheets  of 

the  Carr  article  for  distribution 
among  its  membership.  Three  of  its 
officials — John  Benson,  president; 
Frederic  R.  Gamble,  managing  di- 

rector; Bill  Fricke,  secretary  of  its 
radio  committee — praised  the  ap- 

proach and  pledged  cooperation  in 
advancing  the  idea. 

Dr.  Miller  McClintock,  director 
of  The  Advertising  Council,  war- 

time advertising  board  created  by 
the  advertising  industry  to  foster 
advertising's  cooperation  with  Gov- 

ernment, said  he  was  interested  in 
the  Carr  approach  because  he  an- 

ticipated "there  will  be  a  major 
development  in  the  not  distant  fu- 

ture on  what  might  be  called  the 
'psychological  front'." 

"In  Washington,"  he  said,  "a 
growing  cognizance  is  being  taken 
of  the  importance  of  ideas  on  the 
home  front.  As  we  get  better  and 
better  organized  to  cope  with  the 
immediate  tasks  on  which  our  aid 
has  been  requested  by  government, 
it  is  entirelv  possible,  I  should  say, 
that  we  will  have  an  opportunity 
to  face  both  the  challenge  and  the 

inspiration  of  public  psychology  as 

an  instrument  of  victory." 
Mr.  Benson  advised  Capt.  Frank 

E.  Pellegrin,  until  recently  direc- 
tor of  the  NAB's  Department  of 

Broadcast  Advertising  and  now  on 
active  Army  duty,  that  he  thought 
Mr.  Carr's  suggestion  was  sound. 

Benson's  Endorsement 

"All  good  will  advertising  today 
must  either  facilitate  the  war  ef- 

fort or  help  the  consumer  to  carry 
on  and  make  ends  meet,"  Mr.  Ben- 

son asserted.  "This  is  a  definite 
service  to  the  nation  as  well  as  to 
people  and  would  win  more  good 
will  for  the  producer  without  doubt. 
Hence  it  would  be  killing  two  birds 

with  one  stone." 
Referring  to  Mr.  Carr's  observa- 

tions about  after-the-war  prosper- 
ity, Mr.  Benson  said  it  was  his  firm 

belief  "it  will  come,  if  not  immedi- 

TO  PROCURE  a  complete  and  ac- 
curate census  of  broadcast  trans- 

mitting tubes  in  use  or  available 
preliminary  to  evolving  a  conserva- 

tion-pooling plan  for  the  broadcast- 
ing industry,  the  Board  of  War 

Communications  last  Thursday  au- 
thorized a  questionnaire  survey  cov- 

ering all  standard  broadcast  sta- 
tions. Replies  are  requested  on  or 

before  Aug.  1. 

With  a  tube  shortage  imminent, 
but  with  conflicting  reports  on  the 
number  and  types  in  use  or  avail- 

able, BWC,  upon  recommendation 
of  its  planning  committees  au- 

thorized the  survey.  Questionnaires 
will  be  dispatched  to  all  standard 
broadcast  stations,  with  returns  to 
be  made  promptly  to  BWC  itself, 
rather  than  to  any  of  its  commit- 

tees or  to  the  FCC. 

Previously,  it  had  been  reported 
that  if  no  new  tubes  or  component 
parts  were  made  available,  only 
about  27  7r  of  the  country's  900 
stations  would  be  on  the  air  at  the 
end  of  the  year.  This  report,  how- 

ever, appeared  to  be  in  conflict 
with  information  in  the  hands  of 
other  Government  agencies  and  ap- 

parently failed  to  take  into  account 
used  spare  tubes.  The  new  study 
will  cover  all  available  tubes  in  the 
hands  of  stations,  or  in  use,  other 
than  those  emnloyed  in  studio 
equipment,  as  distinguished  from 
transmitters. 

Stations  Receive  Notice 

As  chairman  of  BWC,  James 
Lawrence  Fly  last  Friday  sent  to 
all  stations  a  notice  relating  to  the 
questionnaire,  together  with  the 
formal  BWC  order.  The  expression 
"in  possession  of  the  licensee  which 
appears  in  the  questionnaire,"  he 
said,  is  not  intended  to  limit  tubes 
on  which  information  is  required 
to  those  legally  in  possession  of  the 

ately  when  the  war  is  over,  then 
shortly  thereafter,  in  view  of  the 
great  reservoir  of  human  wants 
deferred  by  the  war  and  due  to  the 
reservoir  of  purchasing  power 
locked  up  in  billions  of  dollars  in 
war  bonds,  and  also  due  to  the 
stream  of  new  and  better  things 
which  will  be  designed  and  made 
after  the  war,  as  usually  happens. 
This  combination  of  factors  seems 
bound  to  produce  a  widespread  and 
active  market  on  which  advertising 

can  work." 
Walter  Fuller,  chairman  of  the 

board  of  the  National  Assn.  of 
Manufacturers  and  president  of  the 
Curtis  Publishing  Co.,  in  a  recent 
address  stressed  the  importance  of 
heads-up  advertising,  alluding  to 
the  last  bottleneck  to  be  overcome 

as  the  "fear  of  a  post-war  depres- 
sion." He  stressed  advertising  as  a 

morale-building  instrument  both  on 

licensees.  Information,  he  said, 
should  be  given  with  respect  to  all 
tubes  available  to  the  licensee,  if 
they  are  owned  either  by  him  or 
by  affiliated  or  associated  compan- 

ies or  interests. 
A  recent  survey  conducted  by 

Committee  IV  of  BWC  (Domestic 
Broadcasting)  to  determine  the 
general  condition  and  reserve  of 
transmitting  vacuum  tubes  has  de- 

veloped "an  imperative  need  for the  information  sought  by  the 

questionnaire,"  Mr.  Fly  stated. 
"Studies  such  as  that  provided  by 
the  enclosed  order  are  necessary 
if  the  Board  is  adequately  to  per- 

form its  function  in  preparing 
plans  to  meet,  so  far  as  possible, 
the  needs  of  the  industry  during 

the  period  of  the  war." 
Belt-Tightening 

Aside  from  the  equipment-pool- 
ing plan  recommended  to  the  War 

Production  Board  last  May  by 

DCB,  predecessor  of  BWC,  con- 
sideration now  is  being  given  to  a 

far-reaching  conservation  plan  in- 
volving voluntary  belt-tightening 

by  the  industry  [BROADCASTING, 
July  6].  This  plan,  in  its  formative 
stage,  would  involve  some  degree 
of  power  curtailment  to  enhance 
life  of  tubes  and  component  parts, 
possibly  voluntary  discontinuance 
of  service  by  secondary  stations 
without  prejudice  to  their  return 
to  the  air  later,  and  possible  di- 

vision of  time  by  stations  in  the 
same  communities. 

Before  any  plan  can  be  evolved, 
it  was  pointed  out,  accurate  in- 

formation must  be  procured  on 
tube  availabilities— the  crux  of  the 
equipment-shortage  problem. 

The  questionnaire  itself  elicits 
information  on:  make,  type  and 
serial  numbers  of  tubes  now  in  ser- 

vice in  main  and  auxiliary  trans- 

the  war  and  the  home  fronts.  The 

people  must  be  sold  on  the  import- 
ance of  winning  the  war  and  the 

boys  in  the  front  line  on  what  they 
will  come  back  to  after  winning  the 

war.  He  pointed  out  that  if  adver- 
tising can  sell  brands  and  services, 

it  can  sell  this  idea. 

Suggestions  Already  in  Force 

Mr.  Gamble  said  that  Mr.  Carr's 
idea  of  selling  post-war  prosperity 
to  the  public  has  already  been  put 
into  practice  by  a  number  of  ad- 

vertisers and  agencies.  "There 
should  be  more,"  he  commented. 
Mr.  Fricke  said  recent  state- 

ments by  Department  of  Com- 
merce officials,  recognizing  the  need 

for  continuing  advertising  during 
the  war,  are  encouraging  evidence 
that  the  advertising  industry  is  on 
the  right  track.  He  added  that 
media  owners  should  have  little 
need  to  fear  any  slackening  in  sell- 

ing effort  on  the  part  of  agencies 
during  the  current  period  of 
market  dislocations.  "The  commis- 

sion basis  of  compensating  agen- 
cies is  one  of  the  most  effective 

methods  that  could  be  devised  to 
assure  media  owners  of  aggressive 

agency  selling  effort  at  all  time," he  said. 

Worth  Kramer,  a  general  man- 
ager of  WGKV,  Charleston,  W. 

Va.,  advised  Mr.  Carr  that  he  had 
"sounded  the  keynote  for  which 
most  broadcasters  have  been 

scratching  their  heads."  Gilbert Simon,  of  WKBN,  Youngstown, 
wrote  that  he  thought  a  service 
would  be  done  to  all  advertising  if 
the  Carr  article  were  widely  pub- 

lished in  all  advertising  trade 

journals. 

mitters;  hours  of  service  to  date; 
number  of  spares  in  hand  or  on 
order;  number  of  new  spares; 
number  of  used  spares  and  hours 
of  service  of  each;  number  of  tubes 

expended  in  maintenance  and  re- 
pair during  1941;  estimated  aver- 

age life  of  particular  types  of  tubes 
from  past  operation,  and  related data. 

Text  of  Order 

Follovdng  is  the  text  of  the  BWC 
order  (No.  13),  issued  July  10,  on 
the  tube  questionnaire: 
WHEREAS,  The  Board  of  War 

Communications  has  determined  that 
complete  information  should  be  ob- tained with  respect  to  the  transmitting 
tubes  of  each  standard  broadcast  sta- 

tion ; 

NOW,  THEREFORE,  By  virtue  of 
the  authority  vested  in  the  Board  by 
Executi-pe  Order  No.  8546  of  Septem- ber 24,  1940; 

IT  IS  HEREBY  ORDERED,  That 
each  licensee  of  a  standard  broadcast 
station  shall  furnish  the  information 
concerning  transmitting  tubes  speci- fied in  the  attached  questionnaire  by 
filing  one  copy  of  such  questionnaire, 
properly  completely,  with  the  Board on  or  before  August  1,  1942. 

Subject  to  such  further  order  as 
the  Board  may  deem  appropriate. 

WEBSTER  EISENLOHR  Inc.,  New 
York,  has  filed  a  stipulation  with  the 
Federal  Trade  Commission  that  it 
will  cease  certain  representations  in 
the  sale  of  its  cigars,  sold  principally 
in  the  three  Pacific  Coast  States. 

BWC  Approves  Tubes  Census 

As  Basis  For  Equipment  Pool 
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.  .  .which  means  that  the  thousands  of  howl- 

ing, baseball -mad  Yankee  and  Giant  fans 

are  tuned  regularly  to  WMCA 

. .  which  means  that  WMCA  is  adding  might- 

ily to  the  growing  list  of  audience- building 

programs  that  naturally  attract  more 

listeners  to  the  programs  of  all  WAACA 

clients  as  this  one  is  doing. 



BWC  Undertaking  Manpower  Studies 

Definite    Moves  Begun 
To  Meet  Losses 

In  Industry 
GROWING  ANXIETY  over  the 
manpower  situation  in  broadcast- 

ing and  the  entire  communications 
field  precipitated  two  moves  last 
week  toward  a  solution  of  the  prob- 
lem. 
From  reliable  sources  it  was 

learned  the  Board  of  War  Com- 
munications numbered  committees, 

consisting  of  industry  and  Govern- 
ment representatives,  have  been 

requested  by  the  BWC  to  draw  up 
lists  of  employes  they  consider  nec- 

essary to  maintain  the  structure 
of  radio  and  communications  and 
submit  these  within  ten  days  or  two 
weeks  to  be  certified.  The  lists  then, 
it  was  learned,  will  be  turned  over 
to  the  War  Manpower  Commission, 
Selective  Service  and  the  U.  S. 
Employment  Service  for  further 
consideration. 

Employment  Service  Survey 
At  the  same  time  it  was  learned 

the  U.  S.  Employment  Service  will 
undertake  a  survey  of  the  broad- 

casting field  with  the  view  of  mak- 
ing a  forecast  on  the  broadcasting 

personnel  problem.  It  was  said  the 
survey  would  then  serve  as  a  guide 
in  reallocating  employes,  if  nec- 

essary. The  WMC  is  now  under- 
taking such  studies  in  other  indus- 

tries to  move  men  to  jobs  for  which 
they  are  best  suited  as  well  as  to 
intensify  war  production. 

It  is  understood  that  in  the  BWC 
industry  studies  such  factors  will 
be  considered  as  training  time  re- 

quired for  proficiency  in  the  tech- 
nical end  of  radio  as  well  as  avail- 

ability of  replacements.  It  was  said 
the  committees  have  been  requested 
to  go  into  great  detail  in  their 
recommendations. 

Further  pointing  to  intensified 
study  of  the  manpower  situation 
in  the  entire  communications  indus- 

try was  the  meeting  last  Monday 
of  representatives  of  BWC,  the 
Army,  Navy,  Coast  Guard  and 
labor  representatives  to  study  the 
problem  of  reallocating  employes 
displaced  by  the  June  30  order  of 
the  BWC  closing  down  certain 
radio  -  telegraph  circuits.  BWC 
Chairman  Fly,  at  his  press  confer- 

ence last  week,  said  the  discussion 

would  follow  "general  lines"  of 
WMC  consideration  of  such  prob- 

lems but  would  not  be  specifically 
allied  to  the  WMC  program. 

Inquiry  Is  Indication 
Another  move  by  the  BWC  which 

may  open  another  study  into  the 
broadcasting  personnel  picture  was 
the  Board's  announcement  last 
Tuesday  that  the  FCC  will  under- 

take an  inquiry  to  determine  how 
telegaph  company  operations  may 
be  more  closely  geared  to  wartime 
needs.  Although  it  was  not  stated, 
it  was  felt  that  this  study  would 
also  go  into  the  personnel  problem 
and  this  may  form  a  basis  for  a 
broadcasting    survey.    This  was 

further  indicated  in  the  BWC's 
statement  that  in  its  telegraph 

inquiry  it  would  seek  "the  cause 
or  causes  for  any  inadequacies  in 

service  that  may  be  found  to  exist." More  attention  to  the  shortage 
of  station  operating  personnel  was 
given  by  BWC-FCC  Chairman  Fly 
last  week  in  his  proposed  bill  to 
amend  the  Communications  Act 
which  was  submitted  Speaker  Ray- 
burn  of  the  House  (see  story  on 

page  20). 
The  chairman  pointed  out  short- 

ages in  station  operating  personnel 
and  asked  that  suitably  trained  na- 

tionals of  friendly  nations  be  util- 
ized during  the  war  emergency. 

This  would  temporarily  revoke  the 
law  that  aliens  cannot  hold  opera- 

tors licenses. 

Fly  Stresses  Importance 

It  is  understod  also,  tht  Mr.  Fly, 
who  has  repeatedly  pointed  out  the 
importance  of  communications 
workers  in  wartime  may  soon 
either  issue  a  statement  to  the 

press  or  make  a  nationwide  broad- 
cast address  to  these  workers  de- 

scribing im„portance  of  the  war 
work  they  are  doing  and  praising 
their  efforts  in  maintenance  of 
vital  communications  services. 

The  WMC  last  Monday  issued 
its  first  list  of  138  occupations 
considered  essential  to  war  pro- 

duction in  which  there  is  a  national 
shortage  of  labor.  Radio  was 
touched  only  in  the  manufacturing 
end — radio  chassis  assemblers,  test- 

ers and  special  radio  equipment  as- 
semblers being  listed  in  critical 

shortage  occupations.  However,  at 
WMC  it  was  said  this  list  was  not 
to  be  considered  complete  and  that 
other  occupations  will  be  added 
from  time  to  time  as  personnel 
shortages  occur  and  when  the  oc- 

cupations are  considered  essential 
either  to  direct  war  production  or 
for  maintenance  of  the  national 
social  structure. 

NAB  and  BVC  Silent 

No  word  was  forthcoming  from 
either  the  Broadcasters  Victory 
Council  or  the  NAB  on  the  status 
of  their  recommendations  to  Se- 

lective Service  and  the  BWC  re- 
garding status  of  broadcasting  em- 

ployes in  the  war  picture.  However, 
it  was  felt  that  these  recommen- 

dations would  be  studied  along  with 

the  BWC  committees'  reports  in 
the  final  consideration  of  the  mat- 

ter by  the  WMC,  Selective  Service 
and  the  U.  S.  Employment  Service. 

Justice  Dept.  Is  Posted  on  Music  War; 

Petrillo  Says  Record  Ban  Will  Remain 
WHILE  NO  word  has  been  forth- 

coming from  the  Department  of 
Justice  regarding  most  recent  de- 

velopments in  the  radio-music  field, 
its  oflficials  are  being  kept  apprised 
of  these  disputes  and  some  action 
can  be  expected. 

The  edict  of  AFM  ordering  stop- 
page of  all  transcription  and  record 

production  for  radio  and  other  than 
home  use,  effective  Aug.  1,  has  been 
brought  to  the  attention  of  the 
Anti-Trust  Division,  it  is  under- 

stood, in  isolated  letters  from  sta- 
tions, small  businessmen  using  juke 

boxes,  and  others  of  the  public.  So 
far  as  is  known,  no  complaint  from 
an  industry  group  has  yet  been 
filed. 

Meanwhile,  the  controversy  over 
the  issuance  of  gratuitous  perform- 

ing rights  licenses  to  stations  by 
ASCAP  writers,  characterized  as 
a  violation  of  the  ASCAP  consent 
decree  by  the  Department,  remains 
a  subject  of  discussion.  Assistant 
Attorney  General  Thurman  Arnold 
late  last  month  advised  ASCAP 
that  continuance  of  the  practice 
would  be  construed  as  a  violation 
of  the  consent  decree  and  that,  un- 

less corrected,  litigation  would  re- 
sult. [Broadcasting,  June  29,  July 

6]. 
Last  week,  Milton  Diamond,  New 

York  attorney  who  represented 
ASCAP  in  the  original  consent  de- 

cree negotiations  in  March,  1941, 
conferred  with  Department  officials, 
including  Holmes  Baldridge,  chief 
of  the  litigation  section  of  the  Anti- 
Trust  Division.   It  was  the  first 

time  the  prominent  attorney  had 
represented  ASCAP  in  Washington 
matters,  so  far  as  is  known,  since 
the  consent  decree  proceedings. 

BMI,  among  others,  had  com- 
plained about  the  ASCAP  refusal 

to  permit  its  members  to  issue 
gratuitous  licenses.  ASCAP,  on  the 
other  hand,  has  contended  that  the 
circumstances  were  such  that  no 
violation  was  entailed.  It  charged 
that  BMI  held  out  purportedly  im- 

proper inducements  to  ASCAP 
writers.  The  Department,  it  is  un- 

derstood, is  ascertaining  the  facts 
and  action,  one  way  or  the  other, 
will  be  forthcoming  shortly. 

Records  Stop  July  31 

Following  up  his  original  pro- 
nouncement, James  C.  Petrillo, 

AFM  president,  publicly  announced 
last  week  that  he  had  informed 
the  record  manufacturers  that  the 
140,000  members  of  his  union  will 
not  make  "records,  electrical  tran- 

scriptions or  any  other  form  of 

electrical  reproduction  of  music" after  July  31.  He  said  it  was  part 
of  his  campaign  to  force  stations, 
soda  fountains,  bars  and  restaur- 

ants to  employ  union  musicians  in- 
stead of  using  recordings.  He 

claimed  that  unemployment  still 
existed  in  musicians'  ranks. 

Record  manufacturers,  as  well 
as  the  industry,  were  disposed  to 
await  developments.  No  immediate 
crisis  is  foreseen,  even  if  the  ban 
becomes  effective,  since  ample  sup- 

plies of  transcriptions  and  records 
are  in  the  hands  of  manufacturers 
and  of  stations. 

Radio  Unaflfected 

By  WPB  Changes 
Nelson  Announces  Elevation 

Of  Batt,  Knowlson 
THE  "realignment"  of  functions 
within  the  structure  of  the  War 
Production  Board,  as  announced 
July  8  by  Donald  M.  Nelson,  WPB 
chairman,  has  no  positive  effect 
upon  the  Communications  Division 
or  its  subsidiary,  the  radio  branch. 
Its  only  possible  effect,  according  to 
one  WPB  official,  will  be  to 
strengthen  the  position  of  these units. 

This  is  not  peculiar  to  these 
branches  alone  for  the  realignment 
generally  serves  to  strengthen  the 
entire  WPB  structure.  At  a  press 
conference  called  to  hear  details  of 

what  he  called  a  "realignment" rather  than  a  reorganization,  Mr. 
Nelson  said  that  the  WPB  would 
have  the  last  word  in  determining 
the  extent  of  flow  of  the  limited 

supply  of  raw  materials  and  fin- 
ished products  to  the  armed  forces 

and  the  necessities  essential  to  the 
maintenance  of  an  efficient  civilian economy. 

Past  Conversion  Stage 

Mr.  Nelson  said  that  the  country 

was  through  the  "tooling  up" 
stage  except  in  the  case  of  small 
plant  conversion  and  that  the  rest 
of  the  course  would  be  making  the 
program  fit  the  supply. 

At  the  same  time,  he  announced 
the  elevation  of  William  L.  Batt, 

director  of  the  WPB's  material 
division,  and  James  S.  Knowlson, 
director  of  industry  operations, 
as  vice  chairmen.  Mr.  Batt  will 
serve  as  "chief  of  staff"  according 
to  Mr.  Nelson,  relieving  him  of 
administrative  details  as  much  as 

possible.  Mr.  Knowlson  will  be  re- 
sponsible for  program  determina- 

tion. 
Rumors  to  the  contrary,  Mr. 

Nelson  denied  that  his  authority 
in  the  allotment  of  material  had 
been  challenged  by  the  Army  and 
Navy.  In  fact  he  pointed  out  that 
the  Executive  Order  which  created 
his  office  vested  in  him  every  nec- 

essary authority  essential  to  the 
proper  operation  of  the  war  pro- duction program. 

WPB  Functions  to  Needs 
He  said  that  the  Army  and  Navy 

establish  their  own  relative  urgen- 
cies and  the  WPB  tries  to  follow 

them  without  sacrificing  anything 
to  needs  of  the  essential  civilian 
economy.  Mr.  Nelson  admitted  that 
the  relations  with  the  Army-Navyi 
Munitions'  Board  are  still  being 
studied  but  said  that  some  of  its] 
functions  will  likely  be  fused  in 
the  realignment. 

To  release  tons  of  critical  mate-i 
rial  now  frozen  in  idle  inventories,;! 
the  WPB  announced  July  7,  a  new| 
regulation  which  provides  for  thej| 
free  motion  of  these  inventorieS|< 
through  approved  sales  methods'; 
According  to  WPB,  this  will  re-' lease,  for  example,  some  250,000 
tons  of  copper  and  copper  base 
alloys  for  vital  uses.  j 
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iterally!  WOWO  is  the  bugler. 

"First  Call"— 6:00  A.M.  .  .  .  "Rev- 

eille"—6:10  A.M.  .  .  .  "Assembly"— 
6:15  A.M  

It's  "Reveille  Time"  over  WOWO — 

a  busy,  cheerful  half  hour  of  bugle 

calls,  martial  music,  news,  informa- 

tion, entertainment  and  good  fellow- 

ship. With  the  collaboration  of  the 

Army,  the  broadcast  is  picked  up  at 

Baer  Field  and  amplified  throughout 

this  Army  Air  Base.  Sixty-two  Mid- 

west counties — more  than  2,000,000 

parents,  friends,  and  well-   

wishers  across  a  three-state 

area — can  now  share  this  pre-break- 

fast  audition  of  Army  life. 

"Reveille  Time,"  conceived  by 

WOWO,  is  a  typical  Westinghouse 

service  ...  a  real  contribution  to  the 

Army's  public  relations  department 

...  a  true  bringing-together  of  civilian 

and  military  life. 

WOWO,  like  all  Westinghouse  sta- 

tions, makes  life  dramatic  and  ex- 

citing for  the  millions  of  typical 

Americans  who  are  your  leading 

prospects. 

WESTINfiaOUSE  RADIO  STATIOHS  Inc 

KDKA    •    KYW   •   WBZ    •   WBZA    •   WOWO    •  WGL 



Ford  Motor  Co,  Launches  Neiv  Series 

With  Earl  Godivin  On  107  Blue  Outlets 

CAB  Petitions 

Dominion  for 

Rules  Changes 
Bannerman  Brief  Cites  CBC 

Control  of  Industry 
NETWORK  regulations,  line  rates 

and  proposed  "freezing"  of  power 
for  private  stations  came  under  re- 

view before  the  Parliamentary 
Committee  on  Broadcasting  at 
Ottawa  July  9  when  Glen  Banner- 
man,  president  and  general  man- 

ager of  the  Canadian  Assn.  of 
Broadcasters,  asked  the  committee 
to  recommend  changes  in  present 
regulations.  He  pointed  out  that 
the  CAB  represents  61  of  the  74 
privately-owned  stations  in  the  Do- 

minion, and  that  the  CAB  "felt 
that  with  adjustments,  as  sug- 

gested, the  present  pattern  of  Ca- 
nadian broadcasting,  that  is,  a  Gov- 

ernment-operated system  with  pri- 
vately-owned station  competition,  is 

sound  in  principle  and  that  along 
these  lines  radio  will  continue  to 
serve  Canadians  with  increasing 
usefulness. 

History  of  Radio  Reviewed 
Invited  by  the  Parliamentary 

Committee,  which  is  primarily  prob- 
ing the  affairs  of  the  Canadian 

Broadcasting  Corp.,  the  CAB  dele- 
gated its  president  and  counsel, 

Joseph  Sedgwick,  K.C.,  to  appear. 
In  the  brief  which  the  CAB  pre- 

sented, Mr.  Bannerman  reviewed 
for  the  committee  the  early  history 
of  broadcasting  since  its  inception 
in  1922,  and  pointed  out  that  eight 
of  those  licensed  that  year  are  still 
in  operation — namely,  CFAC,  Cal- 

gary; CFCF,  and  CKAC,  Mon- 
treal; CKCK,  Regina;  CJCA,  Ed- 

monton; CKOC,  Hamilton;  CFCN, 
Calgary;  CFPL,  London. 

He  stated  that  26  privately-owned 
stations  are  members  of  the  CBC 
national  basic  commercial  network, 
that  11  CAB  member  stations  are 
on  the  CBC  supplementary  com- 

mercial list,  that  the  remaining  24 
member  stations  are  not  affiliated 

vdth  the  CBC's  national  network, 
and  that  these  stations  depend  en- 

tirely on  advertising  revenue  for 
their  existence. 

He  showed  that  the  37  privately- 
owned  stations  on  the  CBC  com- 

mercial network  received  during 
the  1940-41  CBC  fiscal  year  an 
average  of  $44.42  per  day  from  the 
CBC  for  commercial  programs  over 
their  stations — not  sufficient  to 
cover  the  salaries  of  the  employes 
of  these  stations  despite  CBC 
Chairman  Rene  Morin's  statement 
to  the  committee  during  an  early 
session  that  "it  is  readily  admitted 
that  few  of  these  stations  could  sur- 

vive or  give  satisfactory  service 
without  their  connection  with  the 

national  system." 
The  CAB  brief  stated  that  during 

the  1941  calendar  year,  69  of  the 
privately-owned  stations  had  given 
the  Canadian  Government  patriotic 
and  charitable  organizations  free 
time  to  the  value  of  $1,007,8.30,  that 
in  the  recent  Canada  Red  Cross 
drive  the  CAB  members  had  given 

WITH  the  inauguration  July  12  on 
the  BLUE  of  the  Ford  Motor  Co. 
program  Watch  the  World  Go  By, 
another  advertiser  whose  produc- 

tion facilities  have  been  turned  over 
to  the  war  effort,  has  joined  the 
growing  list  of  companies  sponsor- 

ing institutional  network  programs. 
The  company,  whose  assembly  lines 
are  now  turning  out  bombers  in- 

stead of  automobiles,  set  up  the 
series  of  quarter-hour  news  seven 
times  weekly  on  107  BLUE  sta- 

tions, with  an  eye  to  post-war  years. 
Primarily  on  behalf  of  Ford,  Lin- 

coln and  Mercury  dealers,  whose 
efforts  are  now  directed  toward  the 
development  of  service  business, 
the  program  is  aiming  its  commer- 

cials at  the  promotion  of  used  car 
sales,  the  maintenance  of  owner 
and  public  good  will,  and  leader- 

ship for  Ford  dealers  in  the  opera- 
tion of  the  Government  truck  con- 

servation program  and  other  simi- 
lar service-producing  activities. 

Dealer  Commercials 
There  are  three  commercials  on 

each  program,  the  opening  and 
closing  ones  specifically  for  Ford 
dealers  and,  in  the  middle,  an  insti- 

tutional message  for  the  benefit  of 
all  Ford  dealers.  This  latter  com- 

mercial is  in  the  form  of  a  straight 
news  item  on  Ford's  activities  in 
the  war  effort. 

William  Perry  (Bill)  Adams  was 
selected  to  handle  the  commercials. 
He  is  best  known  for  his  six-year 
assignment  in  Uncle  Henry,  the  old 
Collier's  magazine  series,  as  well  as 
for  his  frequent  impersonations  of 
President  Roosevelt  on  the  March 
of  Time  program. 

Commentator  on  the  nightly  se- 
ries is  Earl  Godwin,  veteran  Wash- 

ington correspondent  and  commen- 
tator on  the  BLUE  News  of  the 

World  series.  An  editorial  writer 
and  past  president  of  the  White 
House  Correspondents  Assn.,  and 
sponsored  for  the  last  few  years  by 
Thompson's  Dairy  on  WMAL, 
Washington,  Godwin  is  considered 
to  have  unusual  access  to  important 
news. 
By  setting  the  broadcast  time 

for  the  program  at  8  p.m.  (EWT), 

a  total  of  $21,909  in  free  time  to 
local  and  national  programs.  These 
figures  do  not  include  free  time 
given  on  network  programs. 

CBC  Accruing  All  Talent 
It  was  pointed  out  that  talent  has 

not  been  easy  to  find,  and  that  of 
talent  developed  by  private  stations 
considerable  went  to  the  CBC.  Thus 
39  CAB  stations  reporting  on  talent 
development  early  this  year  men- 

tioned that  in  the  past  four  years 
38  announcers  and  26  engineers  of 
the  private  stations  went  to  the 
CBC,  and  of  other  talent  63  went 
to  the  CBC  and  four  to  the  United 
States. 

The  39  stations  reported  audi- 
tioning thousands  of  vocalists,  in- 

strumentalists, announcers,  news- 

NEWS  FOR  FORD  as  Earl  God- 
win, veteran  Washington  commen- 

tator, signs  the  contract  for  the 
nightly  Watch  the  World  Go  By  on 
107  BLUE  stations,  sponsored  by 
the  Ford  Motor  Co.  Looking  on  are 
(1  to  r)  :  M.  F.  Mahony,  vice-presi- dent and  account  executive  of 
Maxon  Inc.,  Detroit  agency  for  the 
entire  Ford  account;  Edgar  Kobak, 
executive  vice-president  of  the 
BLUE ;  Harry  Wismer,  Maxon  ac- count executive. 

Ford  planned  an  advantage  of  sev- 
eral hours  in  disseminating  the 

news  since  11  p.m.  is  well  estab- 
lished as  a  local  news  hour  in  many 

cities.  A  repeat  broadcast  is  given 
nightly  for  the  Mountain  and  Pa- 

cific time  zones  at  11  (EWT). 
In  a  broadside  to  its  dealers,  pre- 

pared by  Maxon  Inc.,  Detroit  agen- 
cy which  has  just  acquired  the  en- 

tire Ford  account.  Ford  explained 
that  the  107  BLUE  stations  which 

carry  the  series  were  selected  be- 
cause they  give  primary  coverage  in 

all  urban  and  rural  counties  filing 
more  than  1,000  individual  income 
tax  returns  in  1938.  Dealers  have 
been  asked  to  cooperate  by  using 
promotional  material  in  showroom 
and  display  room  windows  and  by 
promoting  the  program  by  word  of 
mouth. 

For  its  major  radio  effort  this 
year  Ford,  which  discontinued  the 
Ford  Sunday  Evening  Hour  on 
CBS  in  March,  chose  a  news  pro- 

gram as  the  best  vehicle  to  attract 
an  audience  of  millions  who  want 
to  know  about  day-to-day  happen- 

ings now  vitally  affecting  their 
lives. 

casters,  sports  commentators  and 
dramatic  talent.  The  committee  was 
also  told  that,  despite  evidence  pre- 

viously given,  private  stations  orig- 
inated a  certain  number  of  feature 

network  broadcasts  and  would  orig- 
inate and  develop  more  if  the  CBC 

would  credit  the  originating  sys- 
tem. A  start  had  been  made  along 

that  line  recently,  Mr.  Bannerman 
stated.  He  gave  a  list  of  programs 
originating  in  private  stations  for 
network  use  which  have  been  used 
on  the  CBC  network  recently. 

The  CAB  asked  the  committee 
to  consider  "in  the  interests  of  har- 

monious development"  of  broadcast- 
ing some  change  in  the  Broadcast- 
ing Act  under  which  the  CBC 

makes  all  the  regulations  for  its 
{Continued  on  page  55) 

War,  Music  Agenda 

Before  NAB  Board 

Chicago  Session  to  Appraise 
Situation  Since  Convention 

AN  INVENTORY  of  the  indus- 
try's war  status  and  discussion  of 

means  of  improving  overall  war 
service,  head  the  agenda  of  the 
NAB  Board  of  Directors  meeting 
at  the  Palmer  House,  Chicago,  July 

14-15,  called  by  President  Neville Miller. 

Since  abolition  of  the  NAB  Exec- 
utive Committee  at  the  convention  s 

in  Cleveland  last   May,  the  full 
board  plans  to  meet  at  more  fre- 

quent intervals.  The  session  is  the  I 
first  since  the  new  board  was  or-  | 
ganized    following   the    Cleveland  1 
convention.  i 

While  the  war  situation  will  com- 
mand primary  attention,  the  peren- 

nial music  problems  will  be  consid- 
ered, too.  The  overall  music  situa- 

tion, plus  the  recent  edict  of  Presi- dent James  C.  Petrillo,  of  AFM, 
banning  transcription  and  record 
production  for  radio  and  juke  box 
use,  effective  Aug.  1,  will  be  dis- cussed at  the  afternoon  session Tuesday. 

Wednesday  Sessions 

The  Wednesday  morning  session 
will  take  up  such  matters  as  the 
tax  outlook,  pending  Congressional 
legislation,  proposals  for  pooling 
and  conservation  of  broadcast 
equipment,  manpower  problems  and 
the  overall  rationing  situation. 

Department  of  Broadcast  Adver- 
tising activities  and  commercial 

problems  will  be  discussed  at  the 
Wednesday  afternoon  session.  There 
also  will  be  a  report  from  the 
NAB's  Streamlining  Committee 
designated  last  March  to  develop 
plans  for  remoulding  the  NAB, 
with  emphasis  on  public  relations. 
Don  S.  Elias,  WWNC,  Asheville,  1 
is  chairman  of  this  committee. 

Plans  for  the  1943  convention  of 
the  NAB,  slated  to  go  to  New  Or- 

leans, also  will  be  discussed.  Nor- 
mally the  convention  would  be  held 

in  May.  Transportation  and  other 
problems  growing  out  of  the  war 
emergency  will  be  taken  into  ac- 

count, however. 
Gammons  Successor  Considered 

The  board  also  will  consider  elec- 
tion of  a  new  director  for  District  . 

11,  comprising  Minnesota,  North  '  ' Dakota,  and  portions  of  South  Da- 
kota, Wiscinsin  and  Michigan,  to  J: 

succeed  Earl  H.  Gammons,  former 

general  manager  of  WCCO,  Min-  ̂  
neapolis,  who  recently  was  trans- 

ferred by  CBS  to  Washington  as  ; 
director.  Because  he  will  not  be  i 

resident  in  the  district,  Mr.  Gam- ,  4 
mons  has  resigned  the  directorship,  i, 

Informal  reports  from  the  dis-  |^ 
trict  indicate  that  E.  L.  Hayek, 
owner  of  KATE,  Albert  Lea,  Minn., 
is  favored  for  the  Gammons  suc- 

cessorship.   Under  the   NAB   by-  ' 
laws,  the  board  fills  vacancies  oc-  *f 
curring  between  district  elections  it 
in  this  manner.  ,i 

Page  18  •  July  13,  1942 BROADCASTING  •  Broadcast  Advertising 



Come  On  You  AiH- People- 

'''^^E  need  a  name  for  the  bulging  miss  who's  been  adorning  our  messages to  you.  For  the  best  names  we  are  going  to  give  three  prizes  totaHng 

^300  in  war  bonds.  But  it's  up  to  you  to  know  who  we  are.  If  you  don't 
know,  just  show  this  ad  to  your  co-workers.  Gosh,  someone  must  have  seen 
these  ads  before! 

If  not,  we'll  tell  you  this  much.  Our  unnamed  girl  friend  and  the  station 
she  represents  are  pretty  much  alike.  Chief  qualities  of  both  are  a  big  spread, 

,•  a  wallop  that's  felt  in  five  states,  a  holler  that  can  be  heard  to  the  high 
•I  heavens,  and  a  friendliness  that  keeps  the  doorstep  weighted  down  with 
'»  suitors.  Both  have  what  it  takes  for  real  results. 

The  contest  is  for  ad-men  and  ad-women  only.  Deadline  for  entries  is 

midnight,  July  31  ...  so  you'll  have  to  hurry.  Cook  up  a  name  for  our 
;  oversized  bundle  of  femininity — send  it  right  away  to  Radio  Station  W  .  .  . 

ah,  ah,  you  tell  us. 

HERE  ARE  THE  RULES 

1  Contest  open  only  to  men  and  women  of  advertising  agencies  or 
sales  and  advertising  departments. 

2  Submit  entries  on  firm  letterhead.  Submit  as  many  names  as  you 

'  like. 

3  Mail  to  "I  Want  A  Name  Contest,"  Box  No.  33,  in  care  of proper  radio  station.  Entries  must  be  postmarked  not  later  than 
midnight,  July  31,  1942. 

4  ̂ 150  in  war  bonds  will  be  paid  for  the  name  that,  in  the  opinion 
of  the  judges,  best  fits  the  character  as  trade-mark  of  the  station. 
Second  best  gets  $100  in  war  bonds.  Third  wins  $50  in  war 
bonds. 

5^  Judging  will  be  on  the  basis  of  originality  and  appropriateness 
for  use  in  advertising.  In  cases  of  ties,  duplicate  prizes  will  be 
awarded.  Decision  of  judges  is  final,  and  all  entries  become  the 
property  of  the  radio  station  placing  this  advertisement. 
Winners  will  be  announced  in  September  7  issue  of  Broadcast- 
ing. 
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'Electronic  Age' 

Seen  by  Sarnoff 

Post-War  to  Bring  Amazing 
New  Radio  Developments 

JUST  AS  World  War  I  stinuilated 
development  of  broadcasting,  which 
has  flourished  into  a  "billion-dollar 
industry  employing  hundreds  of 
thousands  of  persons,"  so  is  World 
War  II  destined  to  bring  develop- 

ments in  electronics  which  are 
"bound  to  revolutionize  the  older 
systems  and  methods".  So  stated 
Col.  David  Sarnoff,  president  of 
RCA  and  NBC  Board  Chairman, 
now  on  active  duty  with  the  Sig- 

nal Corps,  in  an  appearance  on 
The  Army  Hour  July  5. 
Addressing  a  class  of  trained- 

technician  graduates  at  Camp 
Murphy,  Fla.,  newest  post  of  the 
Signal  Corps,  Col.  Sarnoff  pointed 
to  the  important  opportunity  for 
men  to  serve  their  country  in  the 
Signal  Corps.  Wherever  armed 
forces  go,  Signal  Corps  soldiers 
must  accompany  them  to  keep  open 
the  lines  of  communication  under 
all  conditions.  Aside  from  this.  Col. 
Sarnoff  said  that  when  victory  Is 
finally  achieved  "we  must  look  for- 

ward to  a  woi'ld  at  peace  which  will 
need  to  be  reconstructed".  He  con- 

tinued : 

Things  to  Come 

"New  industries  and  new  serv- 
ices will  demand  trained  men  who 

can  meet  civilian  needs  in  the  post- 
war period.  The  first  World  War 

stimulated  the  development  of  the 
radio,  telephone  and  new  receiving 
methods  upon  which  was  built  a 
new  art  of  broadcasting.  In  our 
country  alone,  broadcasting  has 
flourished  into  a  billion-dollar  in- 

dustry, employing  hundreds  of 
thousands  of  persons.  The  present 
war  is  stimulating  the  development 
of  television,  ultra-high  frequency 
communications  and  the  whole  field 
of  electronics,  which  are  bound  to 
revolutionize  the  older  systems  and 
methods  and  create  new  opportu- 

nities after  the  war. 

"We  have  entered  a  new  age  in 
scientific  development  which  the 
future  historians  may  describe  as 
the  electronic  age.  Just  as  our 
fathers  and  their  fathers  lived  to 
see  many  things  electrified,  so  the 
young  man  of  today  may  see  many 
things  electronized.  Practical  train- 

ing in  the  Signal  Corps  during  this 
war  will  equip  men  to  take  ad- 

vantage of  these  opportunities  in  a 
better  world  that  should  compen- 

sate us  for  our  present  sacrifices." 
Col.  Sarnoff  entered  active  serv- 

ice with  the  Signal  Corps  on  June 
24  for  several  weeks,  on  special  as- 

signment of  Maj.  Gen.  Dawson 
Olmstead,  Chief  Signal  Officer.  He 
is  one  of  the  highest  ranking  re- 

serve officers  of  the  Corps  and  is 
a  member  of  the  Advisory  Council 
of  the  Chief  Signal  Officer,  created 
before  our  entry  in  the  war. 

CHAB,  Moose  Jaw,  Sask..  has  been 
shifted  from  1220  kc.  to  800  kc,  ac- 

cording to  the  Radio  Branch,  Depart- 
ment of  Transport,  Ottawa. 

Signal  Corps  Purchases 
Reach  2  MilUons  Daily 
DAILY  more  than  $2,000,000  worth 
of  radio  and  communications  equip- 

ment and  apparatus  is  passing  final 
acceptance  tests  of  the  Signal 
Corps,  the  War  Department  an- 

nounced last  Thursday.  This  repre- 
sents a  virtual  doubling  of  the  flow 

of  communications  materiel  over 
the  previous  corresponding  period 
of  one  and  a  half  months,  accord- 

ing to  Maj.  Gen.  Dawson  Olmstead, 
chief  signal  officer  of  the  Army. 

The  War  Department  also  an- 
nounced that  the  Signal  Corps, 

during  the  past  month,  awarded 
contracts  aggregating  $1,000,000,- 
000  for  radio  apparatus  and  other 
signal  devices  and  appropriations 
for  the  procvirement  of  such  appa- 

ratus has  amounted  to  approxi- 
mately four  billions  since  July  1, 

1940. 
A  considerable  portion  of  the  ra- 

dio apparatus  and  equipment  pro- 
cured by  the  Signal  Corps,  it  was 

said,  is  for  the  Army  Air  Forces 
and  the  Army's  Armored  Force. 
Radio  devices  supplied  by  the  Sig- 

nal Corps,  it  was  added,  are  on 
American  Flying  Fortresses  and 
fighter  planes. 

DURING  the  three  months  of  its 
existence,  the  Army  Hour  on  NBC 
has  maintained  an  average  audi- 

ence of  38%  of  all  available  listen- 
ers, according  to  an  announcement 

last  week  by  the  Radio  Branch  of 

the  War  Dept.'s  public  relations  di- vision. 
Furthermore,  Hooper  ratings 

since  the  prograam's  inception 
establish  the  Hour  as  the  highest 
ranking  regularly-scheduled  Sun- 

day daytime  program.  Only  two 
special  events — addresses  by  Presi- 

dent Roosevelt  and  Prime  Minister 
Churchill — have  topped  the  Hour. 

Analysis  of  the  statistics  on  list- 
ening shows  that  the  program  has 

built  an  audience  of  its  own  since 

it  actually  increases  listening  ovei- 
the  NBC  network  when  it  comes  on 
the  air  at  3:30  (EWT)  every  Sun- 

day afternoon.  Baseball's  effect  on 
listening  has  been  apparent,  but 
the  program  has  still  its  premier 
position,  survey  shows. 

Within  the  country  the  program 
is  carried  by  some  115  stations 
and  shortwaved  to  the  world  by  six 
other  stations.  In  addition  to  the 
regular  broadcast  time,  an  increas- 

ing number  of  stations  have  been 
transcribing  the  program  for  re- 
broadcast  at  a  more  suitable  time 
for  the  listeners  of  their  area. 

As  a  service  to  war  workers  un- 
able to  hear  the  program  at  its 

scheduled  time,  many  stations  have 
been  offering  transcriptions  to  the 
factories  which  they  may  present 
over  the  plant's  public  address 
system  at  convenient  times  like 
lunch  hour  and  rest  periods. 

Entertainment,  as  such,  has  had 
no  place  in  the  Army  Hour  format. 
Its  personalities  are  the  men  of  the 
Army — the  soldier  in  training,  and 
the  fighting  man  on  foreign  fields. 
Each  week  the  soldiers — privates. 

ELECTRON  MICROSCOPE,  re- 
cently perfected  by  RCA  Labora- tories scientists  [Broadcasting, 

July  6],  is  the  result  of  years  of 
research  by  Dr.  James  Hillier  (fore- 

ground), Dr.  V.  K.  Zworykin  and 
Richard  L.  Snyder  (standing)  with 
the  cooperation  of  other  RCA  scien- 

tists. The  new  device  scans  and 
makes  a  picture  of  metal  surfaces 
in  detail  never  before  possible. 

non-coms  and  commissioned  men 
alike — describe  the  diverse  ways  of 
beating  the  enemy. 
To  present  its  material,  the 

Army  has  literally  reached  across 
the  globe  for  pickups  from  Aus- 

tralia, London,  Chungking,  Moscow, 
Cairo,  Hawaii. 

Eyevdtness  accounts  of  fighting 
on  various  fronts  have  already  in- 

cluded the  stories  of  the  men  on 
Bataan,  a  direct  message  from 
Brig.  Gen.  Claire  Chennault,  com- 

mander of  the  Flying  Tigers,  Brig. 

Gen.  Jimmy  Doolittle's  description 
of  the  Tokyo  bombing  and  the  per- 

sonal observations  of  aviators  who 
bombed  the  Japs  at  Midway. 

Good  Mail  Response 

Mail  response  to  the  program  has 
been  heavy.  For  example,  Lt.  Col. 
Warren  J.  Clear's  personal  observa- 

tions on  Bataan,  which  included  the 
trench-dogma  that,  "there  are  no 
atheists  in  foxholes,"  attracted 
more  than  1,600  letters  plus  an- 

other 400  pieces  of  mail  on  a  sub- 
sequent broadcast.  Another  stirring 

sequence  which  attracted  a  con- 
siderable mail  response  was  the 

unedited  transcript  of  the  last  min- 
ute wireless  messages  sent  by  Sgt. 

Irving  Strobing,  wireless  operator 
at  Ft.  Mills,  in  the  hours  before  the 
fall  of  Corregidor. 

In  general,  fan  mail  has  been 
lavish  in  its  praise  of  the  program 
or  a  particular  portion  of  a  pro- 

gram. Some  persons  write  to  find 
out  when  a  certain  Army  post  will 
be  heard  from  and  whether  their 
sons  will  participate  in  such  a 
broadcast.  Most  others  write  to 
obtain  information  from  personnel 
returned  from  a  particular  front 
in  the  hope  of  getting  some  new 
word  about  members  of  the  family, 
engaged  there. 

War  Law  Changes 

Requested  By  Fly 

A  PROPOSED  bill  to  amend  the 
Communications  Act  to  remove  ob- 

stacles to  the  effective  prosecution 
of  the  war,  dealing  almost  entirely 
with  non-broadcasting  matters,  was 
submitted  to  Speaker  Rayburn  of 
the  House  last  week  by  BWC-FCC 
Chairman  James  Lawrence  Fly. 

The  documents,  including  a  cov- 
ering letter  and  the  proposed 

amendments  and  statement  of  rea- 
sons, were  referred  to  the  House 

Interstate  &  Foreign  Commerce 
Committee,  but  certain  aspects  of 
the  proposals,  it  is  understood,  may 
also  be  considered  by  the  House 
Merchant  Marine  &  Fisheries 
Committee. 

Chairman  Fly  said  that  the 
Board  of  War  Communications  had 
been  informed  by  the  Bureau  of  the 
Budget  there  was  no  objection  to 
submission  of  the  legislation.  The 
proposed  bill  would  provide  that 
during  continuance  of  the  war  and 
for  six  months  afterward,  the 
President  or  such  agencies  as  he 
designates  waive  compliance  with 
or  modify  or  suspend  in  whole  or 
in  part  the  operation  of  the  pro- 

visions of  the  Act  specified. 

Section  318  Aflfected 

The  only  proposed  change  ap- 
pearing to  have  any  bearing  on 

broadcasting  relates  to  Section  318 
of  the  Act.  This  imposes  the  re- 

quirement that  operation  of  all 
transmitting  apparatus  entailing  a 
station  license  shall  be  carried  on 

only  by  persons  holding  an  opera- 
tor's license.  Since  aliens  may  not 

under  the  law  receive  an  operator's 
license,  it  is  impossible  for  Latin 
Americans  or  other  friendly  aliens 
to  engage  in  radio  operation  in this  country. 

It  was  pointed  out  that  there  al- 
ready is  a  shortage  of  operating 

personnel  for  maintenance  of  sta- 
tions and  that  it  may  become  desir- 
able, in  cases  where  no  citizens  are 

readily  available,  for  the  services 
of  suitably  trained  nationals  of 
friendly  nations  to  be  utilized  dur- 

ing the  war  emergency.  Such  a 
policy,  it  was  stated,  would  result 
in  the  employment  of  the  skill  and 
manpower  of  the  allied  nations. 

Temporary  relaxation  of  the  cit- 
izenship requirements.  Congress 

was  told,  could  more  adequately  be 

safeguarded  by  conditions,  if  ac- 
complished by  executive  order, 

than  by  legislation  affecting  out- 
right repeal  or  amendment  of  the 

statute. 

Other  proposed  changes  related 
to  common  carrier,  ship-to-shore, 
and  military  communications  re- 

mote from  the  broadcasting  field. 

WWL  Honors  Priest 
SEVERAL  hundred  New  Orleans 
business  men  attended  a  testimonial 
dinner  recently  honoring  Rev.  Francis 
A.  Cavey,  S.J.,  faculty  director  of 
WWL,  and  two  other  Jesuit  priests 
on  the  25th  anniversary  of  their  or- dination. Al  J.  Cummings,  WWL 
auditor,  was  a  principal  speaker. 

Army  Hour  Tops  Sunday  Daytime  Field; 

Reaches  38%   of  Available  Listeners 
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News  Anywhere 

New  Customers 

at  8^  Each ! 

Thank  you,  gentlemen — and  may 
we  add  that  this  story  is  not 

too  unusual —  ?  For  WEAF  has  a 

habit  of  getting  results,  thanks  to 

top-ranking  NBC  RED  Network 

shows  and  WEAF's  own  local 
hits.  And — of  course — full  credit 

to  the  World's  Richest  Market 
where  WEAF  struts  its  stuff  ! 

And  a  reminder:  why  should 

you,  of  all  people,  be  on  the  out- 
side looking  in?  WEAF  can  do 

a  job  for  your  product,  too... as 
we'll  be  only  too  glad  to  prove, 

at  your  convenience. 

50,000  WATTS 

660  KILOCYCLES 

NBC  RED  NETWORK 



And  ISlow  Theatres  Turn  to  Radio 

Stage,  Movies  Learn 

Air  Medium  Brings 

In  the  Public 

By  MARLO  LEWIS, 
Radio  Director,  Blaine-Tliompson  Co., New  York 

ABOUT  three  years  ago,  we  in- 
terested one  of  Broadway's  theatri- 

cal producers  in  a  radio  campaign. 

As  w'th  all  new  ideas,  there  was 
opposition.  Never  before  had  a 
Broadway  show  been  promoted  by 
radio. 
We  in  the  radio  department 

argued  that  radio  was  "show  busi- 
ness," that  the  very  popularity  of 

radio  was  basically  its  amusement 
value,  and  if  it  could  sell  itself  it 
certainly  could  sell  another  amuse- 

ment. But  the  client  was  cautious 
— he  knew  printed  media  had 
worked.  We  pointed  out  that  the 
popularity  of  radio  with  its  diversi- 

fied appeal  had  made  thousands  of 
potential  customers — receptive  to 
theatrical  productions. 

And  Hell  Popped 

We  further  assumed  that  these 
people  were  consumers  who  never 
saw  a  Broadway  show,  and  as  a 
clincher,  we  stated  that  radio  had 
educated  a  vast  number  of  people 
to  a  greater  appreciation  of  enter- 

tainment. In  other  words,  radio 
had  colored  an  habitual  desire  to 
listen  to  good  entertainment. 

The  producer  saw  our  point  and 
signed  the  schedule.  This  test  was 
conducted  in  behalf  of  one  of 

Broadway's  greatest  hits.  A  musi- 
cal show  that  played  more  per- 

formances than  any  other  in  the 
history  of  show  business,  received 
greater  income  than  any  other  the- 

atrical production,  was  finally  made 
into  a  motion  picture  and  developed 
eight  successful  road  companies. 

This  success  was  not  entirely  due 
to  radio.  First,  the  product  was 
good.  Second,  regular  classified 
newspaper  and  magazine  promo- 

tion was  sustained — promotion  that 
is  regularly  put  into  effect  for  all 
theatrical  enterprises.  The  only 
"display"  promotion  used  was 
radio.  Radio  had  to  attract  the 
regular  theatre-going  audience  as 
well  as  new  groups  of  consumers, 
and,  according  to  our  box-office  sur- 

veys, we  found  that  a  great  per- 
centage of  people  buying  tickets 

were  attending  their  first  theatrical 
show. 

In  other  words,  in  radio,  the  the- 
atrical field  had  found  a  new  way 

to  increase  the  regular  amusement 
audience.  Radio,  with  its  vast  cov- 

erage, interested  thousands  of  new 
customers  in  a  $4.40  commodity. 

Three  years  have  now  passed 
since  this  experiment  was  con- 

ducted. We  have  had  many  oppor- 
tunities since,  to  present  our  story 

to  the  theatrical  press-agent  field, 
the  men  who  are  the  advertising 
managers  for  the  Broadway  pro- 
ducers. 

During  this  time,  the  agency's 

radio  billing  on  local  spot  radio  for 
Broadway  shows  has  steadily 
grown  month  by  month.  During  the 
last  six  months,  we  have  radio- 
advertised  more  than  16  different 
Broadway  productions.  Radio  has 
now  become  a  "must"  expenditure 
for  some  producers. 

And  Now  the  Movies 

Perhaps  the  most  interesting  de- 
velopment has  appeared  during  the 

last  two  months.  Four  major  pic- 
ture companies,  including  our  own 

account  (Warner  Bros.),  have  ex- 
pended a  good  portion  of  their  ad- 

vertising dollars  in  spot  radio  to 
create  greater  motion  picture  at- 

tendance for  "first-run"  pictures. 
Radio's  job  has  been  difficult, 

because  each  new  production  is  a 
new  product.  It  needs  new  adver- 

tising, new  publicity,  new  merchan- 

Gehrig  Pix  Spots 
SAMUEL  GOLDWYN  Inc.,  New 
York,  is  using  spot  announcements 
on  five  New  York  stations  in  con- 

nection with  the  world  premiere  of 
"The  Pride  of  the  Yankees"  in  New 
York,  July  15.  The  show,  based  on 
the  life  of  Lou  Gehrig,  baseball 
star,  will  open  simultaneously  at 
the  Astor  and  at  40  RKO  Theatres. 
An  average  of  seven  live  spot  an- 

nouncements per  week  is  scheduled 
July  9-15  on  WOR  WHN  WJZ 
WNEW  WQXR.  Plans  are  not  yet 
settled  as  to  radio  advertising  for 
the  film  in  connection  with  its  na- 

tional release.  Donahue  &  Coe,  New 
York,  handles  the  account. 

Swan  Spots 

LEVER  BROS.  Co.,  Cambridge,  on 
July  8  started  a  special  chainbreak 
campaign  for  Swan  soap  to  run  on 
45  stations  in  selected  markets 
through  December  of  this  year. 
Announcements  vary  in  number  on 
the  different  stations.  The  company 
also  sponsors  Tommy  Riggs  & 
Betty  Lou  on  CBS  as  a  summer  re- 

placement for  Burns  &  Allen,  who 
return  this  fall.  Former  program  is 
shortwaved  to  American  troops 
overseas,  Sunday,  7 :30-8  a.m.  Agen- 

cy is  Young  &  Rubicam,  New  York. 

dising  and  new  promotion,  not  only 
to  familiarize  the  public  with  the 
name  of  the  product,  but  also  what 
it  represents  dramatically  or  mu- sically. 

And  most  important,  immediate 
results  must  be  obtained.  With  this 
in  mind,  we  had  to  be  resourceful 
in  planning  our  spot  announce- 

ments. They  had  to  be  ear-catchers. 
In  many  instances,  we  used  the 
stars  of  the  show,  together  with 
sound  effects,  choruses,  musicians 
and  plenty  of  production  to  achieve 
the  desired  result. 

Now,  it  is  our  opinion  that  radio 
has  become  a  featured  player  in  the 
advertising  cast  of  the  theatrical 
and  motion  picture  business.  Three 
years  of  constantly  increasing  ac- 

tivity and  successful  results  have 
added  another  laurel  to  the  broad- 

casting medium. 

WITH  HIVES  as  a  hobby,  one  must 
pursue  his  avocation  gingerly,  as 
exemplified  here  by  Earl  A.  Kettel, 
secretary-treasurer  of  the  Florida 
stations  represented  by  John  H. 
Perry  &  Associates.  He's  shown here  while  on  his  daily  inspection 
tour  of  the  bees  which  live  in  a 
hive  near  his  home  in  Malvern, 
Long  Island.  As  a  hedge  against 
sugar  rationing,  he  expects  to  col- 

lect 100  pounds  of  honey  by  the  end 
of  the  summer.  The  radio  stations 
with  which  Mr.  Kettel  is  connected 
are  WJHP,  Jacksonville;  WCOA, 
Pensacola;  WDLP,  Panama  City; 
WTMC,  Ocala. 

Dean,  Fuel  Head, 

Defines  Ration 

Technicians'  Position  Stated 
In  Clarification  to  BVC 

TO  CLARIFY  the  position  of  radio 
technicians  under  the  new  gaso- 

line rationing  plans  which  affects 
stations  in  17  states  the  Broadcast- 

ers Victory  Council  last  week  ob- 
tained a  letter  of  policy  from  Joel 

Dean,  chief,  fuel  rationing.  Office 
of  Price  Administration. 

The  following  letter  to  0.  L. 
(Ted)  Taylor,  executive  secretary 
of  BVC  and  president  of  the  Tay- 
lor-Howe-Snowden  station  in  Texas, 
explains  the  course  of  action  and 
the  justification  vdthin  the  struc- ture of  the  law: 

"I  would  suggest  that  technicians 
who  use  their  cars  to  carry  equipment 
that  cannot  reasonably  be  transported 
by  buses  and  street  cars  should  ai)i)ly 
for  preferred  mileage  gasoline  rations 
under  the  provisions  of  Section  139-1.- .506,  Paragraph  L,  which  reads  as follows : 

"  'By  engineers,  architects,  tech- 
nicians, supervisors,  repair  and  main- tenance men  or  other  worlsers  (but  not 

including  salesmen)  to  enable  them  to 
render  services  or  to  transport  mate- 

rials and  equipment  necessary  for  con- 
struction, repair,  installation,  or  main- tenance work  (other  than  the  repair 

or  maintenance  of  portable  household 
appliances),  or  for  rendering  indis- 

pensable services  of  a  specialized  na- 
ture to  agricultural,  extractive  or  in- 

dustrial establishments.' "Radio  station  operators  who  travel 
long  distances  to  reach  stations  should 
apply  for  preferred  mileage  under 
Paragraph  K  which  reads  as  follows : 
"'By  a  worl^er  (including  an  ex- 

ecutive, technician,  or  office  worker, 
but  not  including  salesmen)  or  by  an 
employer,  employer's  representative  or representative  of  a  labor  organization 
in  travel  to,  from,  within  or  between 
the  establishments  or  facilities  listed 
below,  for  purposes  necessary  to  the 
operation  or  functioning  of  such  estab- 

lishments or  facilities  or  to  the  main- 
tenance of  peaceful  industrial  rela- 

tions therein' : "'(2)  Establishments  or  facilities 
of  common  carriers ;  or  of  other  car- 

riers performing  services  essential  to 
the  community  or  to  the  war  effort ; 
or  of  plants  engaged  in  the  production or  distribution  of  heat,  light,  power, 
gas,  steam  or  water ;  or  of  irrigation, 
drainage,  flood-control,  or  sanitation sy.'^tems ;  or  of  telephone,  telegraph, 
radio,  or  other  communications  sys- 

tems.' 

"Of  course  it  will  be  unnecessary 
lor  passenger  car  owners  who  drive 
less  than  470  miles  a  month  to  apnly 
for  more  than  the  B  ration  book.  The 
'C  or  Preferred  Mileage  Book  will  be 
issued  only  to  those  operators  who 
np;'<l  to  drive  more  than  470  miles 

per  month. "I  want  to  thank  you  for  your  ex- 
pression of  your  desire  to  cooperate  in 

spreading  understanding  of  the  pur- 
poses of  gasoline  rationing." Local  rationing  boards  should  be 

provided  with  a  copy  of  this  letter, 
the  BVC  advises,  when  qualified 
station  operators  send  back  their 
applications  for  increased  gasoline allotments. 

WIBW  Subs  for  KSAC 
OPERATING  on  additional  time 
since  the  transformer  of  KSAC, 
Kansas  State  Agricultural  College, 
burned  out  June  29,  WIBW,  To- 
peka,  now  carries  an  extra  3% 
hours  each  weekday,  the  time  for- 

merly used  by  the  college  station. 
WIBW  does  its  ovra  productions. 

STATE  RADIO  CENSUS  TABLES 
Previously  Released  by  U.  S.  Census  Bureau 

With  Dates  of  Publication  in  Broadcasting 

New  Hampshire — March  16 
Vermont — March  16 
Nevada — March  16 
Wyoming — April  13 
Montana — May  11 
Idaho — May  11 
Maine — May  25 
Arizona — June  1 
Delaware — June  1 
North  Dakota— June  8 
Utah— June  8 
New  Mexico — June  15 
Nebraska — June  15 
Oklahoma — June  15 
Mississippi — June  22 

Colorado — June  29 
Tennessee — June  29 
Iowa — June  29 
Rhode  Island — June  29 
South  Dakota — June  29 
Oregon — July  6 
North  Carolina — July  6 
Louisiana — July  6 
Maryland — July  6 
West  Virginia — July  6 
Minnesota — July  6 
Georgia — July  6 
Kansas — July  6 
Arkansas — July  6 
Connecticut — July  6 

NOTE:  Number  of  Occupied  Dwelling  Units  as  reported  by  Census  Bureau 
in  advance  releases.  Percent  radio-equipped  calculated  by  NAB  Research  Dept. 
from  Series  H-7  Bulletin  following  the  Census  Bureau  practice.  Number  of radio  units,  or  radio  homes,  estimated  by  applying  percent  ownership  to  those 
units  not  answering  radio  question  and  adding  such  to  those  reporting  radio. 
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f  This  advertisement,  appearing  also  In  FORTUNE  Magazine  for  June,  is  the  second  of  a  FORTUNE  \ 
jeries  published  (n  the  interest  of  Radio  Stations  re/jresented  hv  John  Blair  &  Company.  ] 

and  they  advertise  where  people  are  coughing... 

with  SPOT  BROADCASTING 

As  soon  as  colds  or  sniffles  start  —  from  New 

York  to  San  Francisco— Smith  Brothers  cover  each  mar- 

ket with  Spot  Broadcasting.  Each  year  they  use  more  of 

this  powerful  advertising  medium,  because  they  can  hit 

fast  when  markets  are  ready,  sell  hard  while  conditions 

are  right. 

Spot  Broadcasting  offers  unrestricted  choice  of 

the  best  stations  and  of  spots  with  ready-made  audiences. 

It  provides  unlimited  range  of  programs  and  of  sched- 

ules. Because  Spot  Broadcasting  has  this  complete  flexi- 

bility it  belongs  in  your  present  plans  .  .  .  to  keep  your  ad- 

vertising fully  abreast  of  today's  quick-changing  conditions. 
Are  your  merchandising  problems  seasonal,  or 

sectional.''  You  can  put  Spot  Broadcasting  to  work 

quickly  in  a  single  market  or  a  dozen— next  door  or  a 

•  A  new  informative  booklet,  "Spot  Broadcasting," 
has  been  prepared  for  advertisers  and  their 
agencies.  We  shall  be  happy  to  send  you  a  copy. 

BROADCASTING  •  Broadcast  Advertisiing 

continent  apart — to  fit  any  merchandising  plan  or  terri- 

tory. Are  your  problems  competitive.'  Spot  Broadcasting 

backs  up  distributors  in  a  way  that  gets  their  fullest  co- 

operation—sells consumers  as  only  Radio  can  sell  them. 

Talk  to  a  John  Blair  man  right  now.  He  knows 

Spot  Broadcasting.  He  knows  merchandising.  He  repre- 
sents many  of  the  finest  radio  stations  in  the  country. 

And  he  can  get  quick  facts  for  you  on  any  advertising 

or  marketing  problem  you  put  up  to  him. 

*Spot  Broadcasting  is  flexible  radio  advertising,  whether  25  ivords  or 
full-hour  programs— planned  and  bought  on  a  market-by-market  basis. 

BLAIR 

&  COMPANY 

EXCLUSIVELY  REPRESENTING  LEADING  RADIO 
STATIONS  THROUGHOUT  THE  UNITED  STATES 
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XXXI.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  MASSACHUSETTS 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

County 

Barnstable . 
Berkshire.  . 
Bristol  
Dukes  
Essex  

Franklin . . . 

Hampden . . 
Hampshire . 
Middlesex. . 
Nantucket . 

Norfolk  
Plymouth  
Suffolk  
Worcester  
State  Total  .  . 

All  Units Urban  Units Rural-Nonfarm  Units Rural-Farm  Units Cities  of  25 

% Radio % Radio % Radio % Radio 
Units Radio Units Units Radio Units Units Radio Units Units 

Radio 
Units 

City 

Boston  
11 047 89 0 9 825 3 466 90 8 

3,146 6.587 

89 

2 
5,872 

994 81 2 807 Brockton.  .  .  . 
Cambridge.  .  . 

32 629 94 8 30 922 26 160 96 0 25,116 4,992 

90 

4 
4,511 

1,477 

87 7 1 

295 

Chelsea  
96 741 94 9 91 776 87 226 95 2 83,014 7.178 

92 9 
6,666 2,337 

89 7 2 096 
1 699 89 3 1 517 

1,499 
90 

2 
1,352 200 

82 4 165 Fall  River. .  .  . 
Fitchburg.  .  .  . 

133 919 95 7 128 173 125 838 95 9 120,646 
6,865 

93 3 
6,405 

1,216 

92 2 1 122 Haverhill.  .  .  . 

13 708 92 7 12 704 8 130 94 9 7,716 
3,239 

90 7 
2,937 

2,339 
91 6 2 051 Lawrence .... Lowell  

87 360 97 
1 

84 

825 80 349 97 4 78 , 229 
5,240 

95 

3 
4,992 

1,771 

yu b 1 dU4 Lynn  Maiden  
17 835 94 7 

16 

883 13 945 95 8 13,363 
2,117 

90 5 1,916 
1 ,773 

90 5 1 604 

244 859 97 3 238 208 225 290 97 5 219,724 
16,887 

94 

8 
16,013 

2,682 
92 1 2 471 Melrose  

iNew  uefliorci. 
989 96 5 955 989 

96 

5 955 Newton  
Pittsfield, 

83 251 98 1 81 689 73 061 

98 

3 71,854 9,246 

96 

6 
8,928 944 

96 

1 907 Revere  
47 965 94 8 

45 
487 

34 
645 96 0 33,247 10,018 

93 

2 
9,342 3,302 

87 

8 2 898 Salem  
SomerviUe.  .  . 

220 304 96 2 211 842 
220 

304 
96 2 211,842 

Springfield.  .  . 
128 388 95 7 122 836 

103 030 
96 3 99,194 20,673 

94 

2 19,472 
4,685 

89 0 4 

170 
Taunton  
Waltham .... 

1,120,694 96 2  1, 077.642 1,002,433 96 6 968 , 046 94,541 

*fc-93.5 

88,406 23,720 
89 3 

21 

190 Worcester. .  .  . 

Units 

7,987 197,393 
18,137 
28,717 
9,956 10,082 11,763 

29,799 10,951 13 , 193 

14,716 

21,987 24,932 
27,602 15,365 

16,022 
6.896 30,640 17,432 

13,018 

20,367 8,493 10,549 
26,264 
40 , 303 

9,335 
9,167 

48,812 

%  Radio 
Radio  Units 
97.4 
96.1 
95.9 
97.3 
95.2 

96.8 95.2 

93.7 96.3 

97.9 
98.0 
98.5 94.2 
98.5 97.0 

98.7 97.8 
96.8 

98.2 

98.2 

96.5 

98.0 97.3 

6,805 
189,656 
17,399 27,941 

9,474 
9,782 11,580 

28,347 10,437 

12,344 
14,245 

20,935 23,381 
26,593 15,046 

15,706 
6,790 28,878 

17,175 
12 , 626 

20 , 095 

8,303 
10,207 
25,790 
39,559 

9,012 

8,984 
47,480 

The 

7th 

New  England  State 

— Larger  than  FOUR  New  England  states 

— Serving  4,026,937  people  daily 

1  AWRENCE,  Massachusetts,  is  only  the  location  of 

^  Station  WLAW.  The  influence  of  this  powerful  5,000 
watt  station  extends  far  beyond  the  city  limits.  WLAW  is 

the  preferred  station  in  the  industrial  heart  of  New  Eng- 

land —  the  7th  state  —  serving  4,026,937  people  daily  as 

Ck)lumbia's  voice  in  Northern  New  England.  The  Merri- 

mack Valley  is  one  of  the  country's  major  industrial  areas 

— truly  a  beehive  of  manufacturing  activity.  Beyond  the 

Merrimack  Valley  to  the  North  are  New  Hampshire's  fertile 
agricultural  fields,  and  into  this  area,  too,  WLAW  throws 

a  powerful  signal. 

National  Representatives — The  KATZ  Agency,  Inc. 

New  York  —  Chicago  — •  Atlanta 

Kansas  City  —  Dallas 

WLAW 

SOOO  watts  CBS 
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When  SweetHeart  Soap  goes  on  the  air,  it  has  an 

audience  of  active,  enthusiastic  listeners  who  com- 

prise the  920  Club.  Their  number  is  legion. 

They  have  no  age  limit  ...  no  class  distinction. 

They're-bound  by  the  common  appeal  of  good,  well 

balanced  entertainment  that  moves  swiftly  and 

smoothly  throughout  the  program. 

SweetHeart  Soap,  among  other  noted  national 

advertisers,  has  found  that  such  a  market  is  a 

responsive  one.  That  is  why  they  are  among  the 

920  Club  "regulars,"  having  renewed  for  the  third 
successive  period. 

Based  on  coverage  and  listening  measurement  at 

an  extremely  low  cost,  the  920  Club  represents  a 

set-up  that  is  unique  in  radio.  It  has  all  the  elements 

that  make  for  dividends  on  your  advertising  dollar. 

IBROADCASTING  •  Broadcast  Advertising 
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XXXII.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  MISSOURI 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm :  1940 

All  Units Urban  Units Raral-Nonfarm  Units Rural-Farm  Units 

% Radio % Radio % Radio % Radio 
Units Radio Units Units Radio Units Units Radio Units Units Radio 

Units 

6.1,13 78. 6 4.802 
3,196 

87. 6 
2.799 687 

68 0 
467 

2.230 68 9 
1,536 8.895 

79. 3 3.090 1,427 81 5 1,162 
2.468 

78 1 
1.928 3  583 82. 7 2  964 1  608 82 4 1  325 1 .975 

83 

0 
1 .639 6!775 79. 7 5  [397 3!  639 86. 8 

'827 

77' 

7 

'643 

2!  309 

69 

2 
l!597 6,276 

67. 9 4,264 1,161 
91. 

3 
1,060 1,201 

71 8 862 
3,914 

59 8 
2,342 4.168 68. 9 2.881 966 85. 1 822 1,057 

70 

3 743 
2.145 

61 

3 
1,316 5.933 67. 1 3.985 928 85 6 794 

1,803 
65 

9 

1,188 
3,202 

62 5 

2,003 
3  166 59. 0 1  868 901 73.1 659 2  265 53 4 

1 .209 3!  190 50 0 
1 '.  595 592 

64 

0 
379 2!  598 

46 8 
l!216 10,490 79. 1 8.291 

5'.in 
87. 

i 4!  974 
1,585 

75 

X 
1,190 3,194 

66 

6 
2.127 

26.816 
85 

8 23.011 21,716 87 5 19,002 
2  ,.388 

84 

g 
2,021 2.712 

73 

3 

1,988 
8.459 

55 
9 4.745 3,050 

83 7 2,553 1.138 

43 

3 493 
4,271 

39 8 
1.699 3  61 1 73 5 2  651 1  724 

79 

4 1  368 1  887 

68 

0 1  283 
5!810 66 3 3;  857 1,102 

82 
8 

liiog l!032 
70 0 

'722 

3!  076 
56 1 

l!726 2,401 58 2 1,396 927 

66 

0 612 
1,474 

53 2 

784 9.822 
79 

8 7,840 6.083 
87 1 5,296 834 

66 

9 558 
2,905 

68 

4 

1,986 
5,294 77 6 

4,107 1,225 

87 
4 1,071 1,224 

78 2 
957 

2,845 

73 1 

2,079 

1  507 48 7 733 712 

54 

2 386 795 43 7 

347 
5^914 

72 
9 4.306 2,817 

80 

7 
2,275 3,097 

65 

6 

2,031 

3,488 
57 

4 2,002 1,274 
67 3 857 

2,214 
51 

7 

1,145 
5.191 

72 
7 3,774 

2,110 77 

0 
1,625 3.081 

69 

7 

2,149 
3.727 62 4 2,3S7 978 

70 

6 
691 2,749 

59 

5 

1,636 
3 .  104 67 7 2 , 101 1  387 72 2 1  002 

1  717 

64 

0 
1  099 9.201 83 4 7!  673 3  [437 88 2 3,033 3!  589 85 9 

3!  081 2!  175 
71 7 

l!559 
4,063 

75 
8 

3,076 
1,165 

87 
3 

1,017 1,246 
74 

5 929 
1,652 

68 

4 

1,130 8,264 
83 

0 6,859 5.733 
92 

5 
5.304 

694 75 g 526 1.837 

56 

0 
1,029 4.976 67 9 3,384 1,657 

85 3 
1,413 

983 

62 

1 610 
2.336 

58 

2 
1.361 3 .357 54 9 1  862 

47 
68 1 47 1 ,229 

64 

5 793 
2  081 

49 

1 
1  022 3^267 

64 
8 2!U7 l!059 

73 
775 2!  208 

60 

8 
l!342 3,065 58 7 

1,800 
714 69 Q 

497 2,351 
55 4 

1,303 4,128 68 5 2.827 
1,607 

75 

g 

1,217 2,521 
63 9 

1,610 
2,9.53 74 4 2.202 

'  '39 

84 6 

'  '39 

1,060 
78 

1 

828 

1,854 
72 0 

1,335 

3  145 60 7 1 .882 963 
81 

9 
788 287 

41 6 119 1  895 

51 

5 

975 
3!  780 

52 
1 l!968 662 61 2 

405 3!ll8 

50 

1 

1,563 
11,017 61 5 

6,771 21563 73 4 1^882 2,433 

60 

7 
1,476 6,021 

56 

7 
3,413 9,216 71 0 6.534 2,478 

89 
7 2,223 3,176 

77 

2.447 3,562 52 3 

1,864 
3,428 64 5 2.207 1.716 82 8 1.420 1,712 46 0 

787 
4 . 009 76 1 3 . 050 1  933 

78 

7 1  521 
^  ,  U  1  0 

73 

7 
1 . 529 

26!611 
83 

2 22!l52 18!645 
87 

7 16! 347 
2!  970 

74 

g 
2!  220 

4,996 

71 

8 
3.585 4,893 77 6 

3,795 2,279 

86 
3 1,967 733 

68 

2 
500 1,881 

70 6 

1,328 
4,921 

74 
0 3,642 838 

82 

8 694 
1.169 

72 

9 852 
2.914 

71 

9 
2,096 6.796 70 0 4,752 1,906 82 1 1,565 1,992 

76 

1 
1,516 2,898 

57 

7 

1,671 
1 .886 

61 
0 1  151 491 

68 

9 
339 1 ,  oyo 

58 

2 812 
3^668 

76 
6 2^808 1,815 

75 
1,369 1,853 

77 

7 
1,439 3,836 70 2 

2,691 
871 75 6 659 

1,150 
75 Q 

862 1,815 

64 

4 
1.170 5.944 

57 
7 3,428 1.159 

80 
3 

931 1,204 
67 

3 810 3.581 47 1 

1,687 
2.530 51 8 1.311 1.232 

56 

9 
701 1,298 

47 0 

610 
144 , 503 

92 
1 133  067 

126  907 92 5 117,391 13  322 92 7 12  355 4 , 274 

77 

7 3 . 321 23! 491 
80 

8 18! 989 16! 587 84 2 13! 974 
3!  555 

75 

Q 
2!  665 3,349 

70 

2 

2,350 
8,790 80 1 7,037 3,609 89 2 

3,218 2,329 
83 3 

1,939 2,852 
65 

9 

1,880 6,351 69 5 4,410 1,730 

82 
8 

1,432 1,349 
t  \} 

957 3,272 

61 

8 
2,021 2,739 71 5 1,957 

1,038 
76 

1 
790 1,701 

68 

6 

1,167 
5,038 58 2 2.929 

1  502 76 6 1 , 151 
538 

53 5 
288 2 . 998 

49 7 1 . 490 8!035 74 8 6^009 2!  674 79 0 2!  112 2,320 

"78 

1  0 

g 
1,829 3,041 

68 

0 2.068 6,935 
70 

1 4,863 1,406 78 6 1,105 
2,189 

t  0 
1,672 

3,340 
62 

4 

2,086 
3.637 

75 
2 2.735 1,863 

to 

_ 

1,419 1,774 

74 

2 
1,316 4,388 

68 
8 3.022 1.931 

77 

2 

1,491 2,457 
62 3 1,531 6 . 500 78 3 5 . 087 2 .889 86 0 2 . 483 1  273 

74 

0 

2 . 338 
71 

1 
1 ,662 5!  136 79 8 4^099 2!  239 

87 
2 l!952 

'723 

69 1 
499 2.174 

75 8 

1.648 
4,182 55 3 2,313 

1,307 
68 0 889 

2,875 

49 

5 

1,424 
6.559 

72 
3 4,738 1,337 

80 6 
1,078 1,759 

77 

Q 

1,370 
3,463 

66 
46 

1 

2.290 
2,487 59 7 1,484 963 

76 

8 
739 

425 55 4 
235 1.099 

4 510 2  172 49 4 1 , 073 
403 

67 9 
1 . 769 

45 2 799 9!  395 
83 

4 
7, '838 

6!346 86 

•9 

5!5i6 1,180 

81 

8 
965 1.869 

72 6 
1,357 2,625 73 5 1,930 828 75 8 

628 1,797 

72 

4 
1.302 3,915 61 0 2.387 

793 
79 2 628 

710 
67 1 476 

2,412 

53 

2 
1,283, 

5,710 51 8 2,955 1,409 
65 

1 917 
1,140 

55 4 
632 3,161 

44 

5 

1,406 
3,422 66 6 2,276 

782 
81 1 634 822 72 8 

598 1 . 818 

57 

4 
1 , 044 4  i082 

72 
2 2^947 1,664 

76 

6 1,275 
2,4i8 

69 

1 

1.67.2 

3,787 69 6 2,635 1,809 
76 

3 
1,380 1,978 

63 4 
1.255 3.046 

58 
7 1,784 

1,110 
69 

9 
775 1,936 

52 

.1 
1.009 

9,349 
54 

2 5,066 3,757 59 7 2.243 5,592 

50 

5 
2.823 

7,975 
68 

3 5  452 1  830 84 9 1  553 
2  086 68 0 

1 . 418 4.059 

61 

1 
2,481 7!375 78 5 5^790 l!816 88 6 

l!610 l!915 
73 9 

1,414 
3.644 

75 

9 
2,766 3,317 

53 
9 1,787 951 69 6 662 

2,366 
47 

5 

1,125 
2,966 

53 
0 1,572 

1.035 
65 2 

674 1,931 

46 

5 

898 
2.600 

44 
8 1,164 

330 
53 6 

177 2,270 

43 5 

987 
11  687 

53 
6 6 , 265 2  677 60 2 1  611 

1 , 763 
61 6 

1 , 086 7 ,247 

49 

2 

3,568 
3!719 

68 
2 2!  536 1  !049 86 3 

'905 

676 

66 

4 
449 1,994 

59 

3 

1,182 
9  ,  870 78 3 7,731 6,277 85 2 

5,349 
744 

66 

6 
495 2,849 

66 

2 

1,887 4,877 
60 

2 2.936 1,476 

80 
g 1.193 

1,359 
62 1 844 

2,042 

44 

0 

899 
5,757 

72 
9 4,194 1,549 

82 
5 

1,278 1,743 72 9 
1,271 2,465 

66 

7 
1,645 

4,123 
73 

5 3.031 
1,886 

77 8 
1,467 2,237 

69 9 
1,564 4,946 

63 
7 3. 170 794 

82 2 653 867 65 3 
566 

59 

4 
1 , 951 2.925 64 0 1,871 

1,097 
71 0 

779 1,828 
59 

7 
1,092 3,251 68 2 2,219 1,094 

71 

7 784 
2,157 

66 

5 1,435 2,958 
71 

6 2,117 1,080 

72 

5 
783 

1,878 71 0 
1,334 7,644 78 7 6,013 4!i5i 88 8 

3!  684 1,384 
74 8 1,035 

2,109 

61 

4 
1,294 5.559 74 1 4,119 1,326 81 6 

1,081 1,406 

76 

3 
1,072 2.827 

69 

5 
1,966 2,185 

43 
3 947 713 

49 

6 
354 1.472 40 3 593 

3.115 50 5 1,577 816 63 7 520 
2.299 

46 0 
1,057 6.788 

78 
8 5.3.56 3,608 92 5 2!  782 1,431 

78 

2 
1,119 2,349 

61 

9 

1,455 
3,794 58 5 2.219 1.320 66 7 881 

2,474 

54 

1 

1,338 
8,831 

79 
0 6.981 3!  505 90 7 3!i81 3.710 77 0 2,858 1,616 

58 

3 

942 
73,513 94 2 69.257 33,884 97 5 33,046 35,693 92 7 33.076 

3,936 
79 7 

3,135 

County 

Adair  
Andrpw  
Atchison  
Audrain  
Barry  
Barton  
Bates  
Benf  on  
Bollinger  
Boone  
Buchanan  
Bufler  
Caldwpll  
Callaway  
Camden  
Cape  Girardeau 
Carroll  
Carter  
Cass  
Cedar  
Chariton  
Christian  
Clark  
Clay  
Clinton  
Cole  
Cooper  
Crawford  
Dade  
DaUas  
Daviess  
DeKalb  
Dent  
Douplas  
Dunklin  
Franklin  
Gasconade  
Gentry  
Greene  
Grundy  
Harrison  
Henry  
Hickory  
Holt  
Howard  
Howell  
Iron  
Jackson  
Jasper  
Jefferson  
Johnson  
Knox  
Laclede  
Lafayette  
Lawrence  
Lewis  
Lincoln  
Linn  
Livingston  
McDonald  
Macon  
Madison  
Maries  
Marion  
Mercer  
Miller  
Mississippi  
Moniteau  
Monroe  
Montgomery.  .  . 
Morgan  
New  Madrid.  .  . 
Newton  
Nodaway  
Oregon  
Osage  
Ozark  
Pemiscot  
Perry  
Pettis  

Phelps  
Pike  
Platte  
Polk  
Pulaski  
Putnam  
Ralls  
Randolph  
Ray  
Reynolds  
Ripley  
St.  Charles  
St.  Clair  
St.  Francois.  .  .  . 
St.  Louis  

Cities  of  25,000  Or  More  Population 
City 

Joplin  
Kansas  City. . 

St.  Joseph. .  .  . 
St.  Louis  

Springfield . University 
City  

%  Radio 
Units      Radio  Units 

11 

395 

83 9 
9,562 122 103 

92 

5 112,945 

21 

716 87 5 
19,002 

234 

872 93 0 218,457 

18,645  87.7  16,347 

9,007       98.8  8,895 

iConiinuea  on  page 
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PUT  YOUR  MONEY 

ON  THE  BLUE! 

KANSAS  CITY 

DEALS  IN  MILLIONS! 

$285,000,000  worth  of  mer- 
chandise is  sold  through  Kansas 

City  retail  stores  annually. 

$112,000,000  worth  of  meat 
products  are  produced  in  Kansas 
City  packing  plants  each  year. 

$69,000,000  are  paid  out  annu- 
ally to  employees  of  Kansas 

City's  wholesale  and  retail  stores. 

$47 ,000,000  are  paid  each  year 
to  employees  of  industrial  manu- 

facturing concerns. 

$4,000,000,000  represent  the  ap- 
proximate amount  of  wealth 

created  in  this  area  annually 
from  livestock  marketed,  farm 
crops  raised,  and  oil  and  minerals 
produced. 

In  Kansas  City,  there's  a  spot  on  the  dial  now  being  tuned  in  by  more  and 

more  people  every  day — the  favorite  station  of  thousands  who  play  a  big 

part  in  making  Kansas  City  one  of  the  nation's  greatest  markets. 

And  this  station  is  KCMO — the  basic  blue  network  station  in  this 

great  buying  area. 

KCMO  reaches  the  people  you  want  to  hear  your  message.  And  it  does 

this  with  a  degree  of  economy  that  will  surprise  you.  For  KCMO's  popu- 

larity and  KCMO's  rates  make  this  station  the  most  profitable  of  all 

radio  "buys"  in  this  market. 

Write  us  about  the  time  that's  available  and  the  merchandising  service  that 

goes  with  it. Wire,  or  call  collect — 
PHONE  VICTOR  0900 

Kansas  City,  Missouri, 

for  time  availabilities. 

Basic  Blue  Network 

i BROADCASTING  •  Broadcast  Advertising 
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CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  MISSOURI 

Nrnnbar  of  O :  cupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

(Continued  from  page  26) 

All  Units Urban  Units Rural-Nonfarm  Units Rural-Farm  Units 
County % Radio % Radio % 

Radio 
% Radio Units Radio Units Units Radio Units Units 

Radio 
Units Units Radio Units 

St.  Louis  city. .  .  . 234 872 93 0 218 457 234 , 872 93.0  218,457 
Ste.  Genevieve. .  . 2 644 

66 
6 1 759 689 93  1 642 

627 65]  6 411 
1,328 

53 

2 

706 

Saline  8 183 74 9 6 130 
3,552 

83.6 2,968 1,532 
74  ]0 1 134 

3,099 

65 

4 
2,028 Schuyler  2 046 79 3 1 624 

829 
81.0 672 

1,217 

78 

2 

952 

2 634 74 7 1 966 
1,016 81.2 825 

1 ,618 

70 

5 
1,141 Scott  7 713 72 3 5 586 

3,085 
81.7 

2,521 2,380 70.6 
1 681 

2,248 
61 

5 

1,384 
Shannon  2 848 49 3 1 403 964 

53.0 511 1,884 

47 

4 892 
Shelby  3 571 73 2 2 613 1,682 78.5 1 

321 1,889 
68 4 1,292 Stoddard  8 019 59 6 4 780 874 691 

1,746 65.6 1 146 
5,399 

54 

5 2,943 2 SC6 52 9 1 539 881 
63.3 558 2,025 

48 

4 

981 Sullivan  3 969 
68 

8 2 729 1,497 69.0 
1 033 

2,472 

68 

6 
1,696 Taney  2 759 52 6 1 458 

1,041 65.9 686 

1,718 
44 

9 

772 

Texas  5 101 
53 

4 2 724 1,277 61.3 783 
3,824 

50 7 
1,941 Vernon  7 095 

70 
0 4 962 2,603 2,108 1,161 

70.0 812 
3,331 

61 

3 
2,042 Warren  2 212 62 5 1 381 912 

78.0 
712 

1,300 

51 

5 669 

Washington  4 119 46 4 1 910 
2,509 

46.3 1 161 

1,610 

46 5 749 
Wayne  3 115 49 1 1 532 

1,188 59.3 704 
1,927 

43 0 828 
Webster  4 538 

64 
9 2 942 

1,333 72.8 
971 

3,205 

61 5 
1,971 Worth  1 825 75 3 1 374 

652 
76.9 502 

1,173 

74 

3 

872 

Wright  4 737 54 2 2 567 
1,460 64.0 935 

3,277 
49 

8 
1,632 

State  Total .  .  . 1 , 068 , 642 79 9 853,299 573,347 90.8 520,489 204,507 76.8 156,926 290,788 

60 

5  175,884 

No  Basic  NBC  Network  Competition 

in  KSD  Coverage  Area 

7 

I  M 
^  '      S      S      0      U      R      1     K  5  Q 

H^ls  225  Miles  from  KSD  to  the  Nearest  NBC  Station 

WSm,  SCHENECTADY 
STARTIISG  JULY  15 

SCHENECTADY'S  new  local  sta- 
tion, WSNY,  will  begin  operation 

July  15  without  any  fanfare  what- 
soever, it  was  announced  last  week, 

with  the  outlet  simply  beginning  at 
the  usual  morning  hour  and  con- 

tinuing on  a  regular  schedule.  The 
money  that  was  to  have  been  spent 
on  elaborate  opening  ceremonies 
will  instead  be  used  to  purchase 
war  bonds,  station  officials  said. 

Staff  appointments  are  just 
about  completed  with  Winslow 
Leighton,  of  Leighton  &  Nelson, 
Schenectady  agency  and  his  part- 

ner George  R.  Nelson  as  president 
and  executive  vice-president,  re- 

spectively, of  WSNY.  Other  per- 
sonnel selections  [Broadcasting, 

June  8]  include  Edward  F.  Flynn, 
former  radio  director  of  Leighton 
&  Nelson,  as  program  director; 
and  Irving  Beck,  technician  from 
WGY,  Schenectady,  chief  engineer. 

Although  WSNY  plans  no  imme- diate network  affiliation,  it  has 
been  announced  that  more  than  70 
local  and  national  advertisers  have 
already  contracted  for  time. 

Studios  are  in  the  Plaza  Theater 
Bldg.  and  the  transmitter  is  a 
mile  outside  of  Schenectady  on  a 
site  near  the  Mohawk  River. 
Standard  R  a  d  i  o's  transcription 
library  service  vdll  be  used  as  well 
as  Associated  Press  News  for  news 
every  hour  on  the  hour. 
WSNY  was  granted  last  Febru- 

ary [Broadcasting,  March  2]  to 
Western  Gateway  Broadcasting 
Corp.  for  250  watts  fuUtime  on 
1240  kc.  and  represents  one  of  the 
FCC's  few  new  station  grants 
since  it  adopted  its  policy  of  cur 
tailing  such  construction  for  the 
duration. 

Messrs.  Nelson  and  Leighton 
hold  54.1%  of  the  Western  Gate 
v^^ay  stock  and  the  balance  is  owned 
by  nine  other  business  men  and 
women  with  David  A.  Ter  Bush, 
local  insurance  agent  and  member 
of  the  city's  finance  committee  hav ing  the  largest  part,  10.1%. 

KVOD,  Denver,  on  July  1  went  to 
fulltime  with  5.000  watts  on  630  kc. 
It  is  a  BLUE  outlet. 

A  Distinguished  Broadcasting  Station 

Station  KSD— The  St.  Louis  Post-Dispatch POST-DISPATCH  BUILDING,  ST.  LOUIS.  MO. 

FREE  &  PETERS,  INC.,  NATIONAL  ADVERTISING  REPRESENTATIVES 
NEW  YORK  CHICAGO  ATLANTA  SAN  FRANCISCO  HOLLYWOOD' 
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Audience  Growth 

Today,  KWK's  average  daytimeT 

audience  is  twice"^  that  of  a 

year  ago. 

This  audience  growth  has  been 

continuous  during  the  twelve 

month  period  just  ended. 

t  8  a.m. — 6  p.m. 
*  C.  E.  Hooper 

Mutual  Broadcasting  System 

ST.  LOUIS 
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XXXIII.  CENSUS  OF  RADIO  HOMES  IN  THE  DISTRICT  OF  COLUMBIA 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm :  1940 

District  of 

All  Units Urban  Units Rural-Nonfarm  Units Rural-Farm  Units 

%  Radio Units      Radio  Units %  Radio Units     Radio  Units %  Radio Units     Radio  Units 
%  Radio 

Units      Radio  Units 

173,445       93.7  162,446 173,445       93.7  162,446 

WOL  •  WASHINGTON 

m  DDiyi«e  rn  luaeuiHATAii 
BRINGS  TO  WASHINGTON  EVERY 

MAJOR  SPORTS  EVENT  AND  WASHINGTON'S 

Outstanding  Sports  Personality 

THfMANWHOSauy 

Notu  Available  for  Sponsorship 

on  WOL'S  popular  daily 

''SPORTS  RESUME" 

6:00  -  6:15  P.  M.       -       6  Days  Weekly 

It  is  only  natural  that  the  .station  that  hrinfis  to  Washington  the  outstanding  sports 
broadcasts,  should  also  have  the  most  popular  sports  announcer  I  Russ  Hodges  keeps 
the  dials  on  WOL  every  afternoon  from  1  to  5  P.M.  with  his  daily  Sports  Page 
giving  scores,  results  and  winners.  Now  he  is  available  for  *'across  the  board" 
sponsorship   every  week-day  evening   from   6  to   6:15   P.M.   with  his  Sports  Resume 
program.  Already  enjoying  a  sensational   audience  here  is  a   ''natural  buy"   for  an 
alert  advertiser  who  has  something  to  sell  in  America's  No.  1  "Boom  Town" !  For 
rates  and  other  information  contact  your  advertising  agency  oi  

WIRE  OR  PHONE  JIM  FISHBACK,  Sales  Mgr. 

WOL 

Washington's  24-Hour  Station 
Affiliated  uith 

Mutual  Broadcasting  System 

SPOT  SALES,  Inc.  —  Natl.  Representatives 
NEW  YORK  —  CHICAGO  —  SAN  FRANCISCO 

*  *  *  FaR  THE 

3rd  CONSECUTIVE  YEAR 

— Russ  Hodges  will  give  a 

play-by-play  description  of  the 
Washington  Redskins  Pro-Foot- 

ball games! 

THESE  GAMES  —  BROADCAST 
OVER  WOL  —  HAVE  ENJOYED 
THE  LARGEST  LISTENING  AUDI- 

ENCE  OF  ANY  COMMERCIAL 
PROGRAM  BROADCAST  IN 
WASHINGTON! 
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XXXIV.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  ALABAMA 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

All  Units 

Units Radio 
Pailio 
Units 

4, 973 8.000 
4.B36 6,665 

4 . 673 
7.3»2 I. 'i.OPl 
9.?R8 4,419 

6,SS5 
4.  K74 
6.379 3.878 
2,992 
7.311 
8,245 
5 ,  fiSO 2.971 
9,970 
5 , 608 

10,690 
5.396 

13 . 733 
9,898 
7.755 
6.766 

17.197 
4.950 
6,090 
6,600 4.720 
5.952 
4.8.57 

II,  161 
9.127 

119.034 
4,401 

10.828 
6.216 
8.726 
8.042 
5.364 
6.3.54 15,325 

8,651 
6,252 9.713 

35.768 
6,446 

29 , 520 
11.815 5.925 
6.2.59 
7,757 
5,780 8,547 
6.275 
6,797 
6,881 

11,345 
8,248 17.469 

14,718 
3,566 
5,957 
4,037 

29.8 46.2 
29.2 
45.9 
42.9 
20.6 
31.9 58.8 
47.0 
57.0 
43.4 
22.3 
28.8 
38  5 
34.8 
37.1 
55.6 
?6  3 
35  5 40.8 

30.9 
54.5 39.4 
29.7 49.8 
41.1 
36.5 68  2 
44.7 44.2 

45.6 
75.3 
43  2 
52.9 
36.7 
38.4 
41.7 13.2 
25.5 
54.9 
18.7 
45.7 
55.2 
60.1 
28.5 
53.8 
60.9 
20.6 33.1 
36.1 

43.6 
48.8 
52.4 
56.8 
26.9 
17.4 
45.1 

1.483 3.699 
2.231 2,122 
2,858 951 

2,, 345 8 . 830 
4.6^9 
2,520 
2.851 
1.021 1  841 1.498 
1.044 

2,718 4.572 
1  4»0 1  057 
4,088 
1 ,730 5 , 825 
2.100 4 . 056 
4,956 

3,189 
2.479 

11  .7.39 2,212 
2,690 

2 , 370 671 
1,1,38 
1,568 
5,200 
4,172 

89 , 654 1 .903 
5.728 
2,286 
3.344 
3,3,56 707 
1.631 
8,412 
1.626 
2.860 
5.367 21.526 
1,847 

15,879 
7,194 1,215 
2,078 
2,806 

2,486 3,169 
3,082 
3,170 
1,202 
4.980 
4,005 
9,168 
8,358 958 
1,034 1,812 

673,815       49.4  332,776 

Urban  Units Rnral-Nonfarm  Units Raral-Farm  Units 
% Radio % Radio % Radio Units Radio Units Units Radio Units Units Radio Units 

734 60.6 445 927 41.1 381 3.312 
19,8 

657 
4,686 

46.7 
2,187 

3,314 45.6 1 ,512 1 ,781 
42.0 748 

1,560 42.2 659 4.316 19. 1 

824 2,365 59  3 1,402 2  271 31  7 720 
1,593 

57.3 912 

5^072 
38.4 1,946 

949 46.8 444 514 38.7 199 3.210 09.6 
308 1.323 53.6 709 

1 ,844 
35.6 657 

4.215 
23.2 

979 
8,466 66.6 5.637 3,004 

58.0 1 .744 
3.551 40.8 

1 .449 1,533 69.5 1,066 4,344 60.6 2,631 4  Oil 23  2 932 
718 64.0 459 

3,701 55.7 
2,061 1 , 044 

61.4 
641 1 .330 44.9 597 

4,211 
38.3 

1,613 1 , 187 33.9 402 
3,387 

18.3 619 

2,547 
44.5 1,134 3.832 18.5 707 

963 56.1 540 2,915 32  9 958 
697 48.5 338 

2,295 
30.7 

706 

1 ,220 
54.0 

659 
1,148 48.0 

551 
4,943 

30.5 
1 .508 

3,576 
66.7 

2,387 1 ,735 56.9 987 
2,934 

40.8 1,198 
1 ,  5o4 

38. 5 579 
4,146 21 .7 

901 
930 48.7 

453 

2  041 29  6 

604 

3i5i3 
54]i 

i^goi 1,319 
44.6 689 

5,138 
31  1 1  598 

1 ,645 
43.5 716 

3,963 25.6 
1 ,014 1 .385 

77.6 
1,075 1 ,151 

62.1 714 
8,154 

49.5 

4,036 1 . 004 50.8 510 790 
47.2 

373 

3,532 
34.4 

1,217 
5,568 

51.0 
2,838 1,103 

47.5 524 7  062 09  8 694 

1,180 
78.8 

930 1,234 62.3 769 
7,484 

43.5 3,257 
806 67 .2 541 

2,124 57.0 1 ,211 
4,825 29.8 1,437 

1,684 53.8 906 
2,476 

34 . 5 
8.54 

2,606 27.6 
719 

10,517 
77.6 

8,160 2 ,226 
59.8 1 ,332 4,454 

50.5 
2,247 747 66.1 494 526 65.0 

342 

3  677 37  4 
1,376 895 63.4 567 

1,168 
57.1 

666 

4^027 
36.2 

1,457 

708 55.8 395 1,615 
45.4 732 

4,277 29.1 1,243 
866 

37.2 322 
3,854 

09.1 349 
1 ,250 

45.1 564 
4,702 

12.2 574 
1 ,239 

47.1 584 3  618 
27  2 984 

4^458 57.8 2,578 1,297 44.5 
577 5,406 

37.8 
2,045 

788 
69.3 546 

2,558 
51 . 0 1,306 5,781 

40.1 
2,320 85 , 097 79.2 67 , 386 28 , 343 

67.2 
19,057 5,594 

57.4 
3,211 

1 ,030 
58.7 605 

3,371 38.5 1 ,298 
3,965 68]4 2[7i6 1,685 

51.2 
863 

5,178 
41.6 

2,155 1,498 
43.3 648 

4,718 
34.7 1,638 

3,710 55.8 2,070 1,149 
48.2 

554 

3,867 

18.6 720 
1,172 73.1 857 805 

38.6 
311 

6,065 
36.1 

2,188 783 36.0 282 
4,581 

09.3 425 
l!642 57!8 603 756 

52.6 
398 

4,556 13.8 630 
3,482 67.3 2,343 5,045 64.3 3,243 

6,798 
41.6 

2.826 

1 ,201 41.8 502 
1 ,321 

36.0 476 
6,129 

10.6 648 
1 ,844 

69.6 
1 ,283 4,408 35.8 1 ,577 

2,041 71 . 5 1 ,459 1 ,080 
70.2 

758 6,592 
47.8 3,150 

22 , 087 66.2 
14,627 

11,019 52.0 5,726 
2,662 

44  1 1  173 

1,926 44.4 
855 

4,520 21.9 992 

21 .932 62.9 13 , 805 1 .999 49.4 
987 

5,589 

19.4 
1 .087 

5,281 76.0 4,015 1 ,351 57.8 
781 

5,183 
46.3 

2,398 1 ,621 37.6 
609 

4,304 

14.1 
606 

1,610 
53.4 860 

4,649 
26  2 1  218 

2,037 53!8 1,097 
1,114 49.4 550 

4,606 

25.2 
1,159 

1,084 
70.7 767 694 53.4 

370 
4,002 33.7 1,349 

4,055 56.8 2,302 1,155 42.7 

493 

3,337 11.2 374 
10 66.7 7 

3,279 62.0 2,033 
2,986 

34.9 1.042 
3  878 52 . 8 2  047 

2  919 38  5 1  123 
l!887 

41  !o 

'773 

4!  494 

09'.  5 

429 

3,699 
61.1 

2,260 3,148 53.5 1,685 4,498 23.0 1.035 
1,668 64.7 1,079 2,670 

64.6 
1.725 3,910 30.7 1.201 

7,441 63.3 4,707 4,440 52.0 2,310 
5,588 

38.5 2.151 
2,426 63.2 1,532 

7,751 
59.6 4,616 4,541 48.7 2,210 1,620 29.3 

474 
1,946 24.9 484 

1,375 
36.3 

500 

4,582 11.7 
534 1,167 

67.9 792 
2,870 35.5 1,020 

227,309 69.7 158,305 157,226 54.5 85,651 289,280 30.8 88,820 

Cities  of  25,000  Or  More  Population 

Vc 

Radio 

City 

Units Radio Units 

6,697 

65 8 

4,404 Birmingham. . 71,798 
79 6 57,157 

Gadaden  
9,300 

78 4 

7,287 
Mobile  20,512 

67 8 
13,917 

Montgomery . 
21,932 

62 

9 
13,805 Tuscaloosa.  .  . 

6,656 

63 4 

4,158 

V         Synonymous .  NOW  \ 

I  morethanever,with 

I  5,000  WATTS  DAY  •  1,000  WATTS  NIGHT^ 

kilocycles  ] 

NEW  MARKET  AND  COVE  RAGE  DATA  AVAEABLE 

Ask  Headley-Reed  or  Write  WSGN,  Birmingham 

Affiliated  WitJi  The  Birmingham  News-Age-Herald 



XXXV.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  KENTUCKY 

Number  of  Occupied  DwelUng  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 

Urban,  Rural-Nonfarm  and  Riu-al-farm:  1940 

Hancock. 
Hardin .  . 
Harlan .  . 
Harrison . 
Hart  
Henderson . 
Henry  Hickman.  . 
Hopkins .  .  . 
Jackson. .  . 
Jefferson .  . 
Jessamine . 
Jolinson .  . 
Kenton .  .  . 
Knott.  .  .  . 
Knox .... 
Larue.  . . . 
Laurel . . .  . 
Lawrence . 
Lee  
Leslie  
Letcher  
Lewis  
Lincoln  
Livingston  
Logan  
Lyon  McCracken . 
McCreary.  . 
McLean ... 
Madison . 
Magoffin . Marion .  . 
Marshall . 
Martin.  . 
Mason .  .  . 
Meade.  .  . 
Menifee .  . 
Mercer.  . 
Metcalfe . 

s^ounty 
All  Units Urban  Units 

Units 
% 

Radio 
Radio Units Units % 

Radio 
Radio 
Units 

Adair 4,353 44.2 1,925 Allen 3,964 47.0 
1,862 2,404 72.7 1 ,746 Ballard 2,633 62.1 
1,636 

1,231 
Barren  6,958 60.9 4,232 1^620 

76] 
3 

2,792 58.6 
1,636 

2!  674 
Roll 9,229 56.2 5,195 3^770 

76! 9 
2  .983 76.  7 

2,289 
i;677 4.875 74.3 3,616 2!6i9 

83 ! i 
Boyd  10,956 83.0 9,087 8,538 

88 5 
7,557 

4,549 74.2 3,383 1,987 
84 1 

1,672 2.550 73.2 1,866 4,637 22.2 1 , 030 Breckinridge.  .  .  . 4,508 52.8 2,381 Bullitt  2,448 60.9 
1,491 

Butler 3,391 37.7 1,280 

1 ',  i92 

4,008 58.8 
2,361 11602 

74 4 
5,202 59.8 

3 , 118 1 , 109 
76 

5 
849 20,029 92.3 18,480 16,701 94 6 15,796 

2,062 60.3 1,242 
2,388 70.9 

1,692 849 
78 6 

667 Carter  5,284 51.8 
2,738 4,258 39.3 1 ,672 

65 2!  290 
9,195 54.9 5,061 3^482 

8 
Clark  4,976 72.1 3,592 2,666 

75 6 
2,015 

4,527 33.7 
1,530 ^  lirt  f  i-kn 2,287 42.7 978 3,203 63.6 
2 , 040 2,622 41.0 1,075 

7  [045 
13,556 75.9 10,299 

8;35i 
84 4 

2,557 44.3 1,132 VUinf  f 1,741 41.2 718 
660 

Estill 3,853 47.2 
1,821 855 

77 .2 
Fayette 21,044 81.9 17,249 13,849 79 8 11,057 Fleming  3,582 63.1 

2,259 
Floyd  10,457 57.7 6,031 

2  [532 Franklin  6,040 79.8 4,820 3  [052 83 
Fulton  4,080 62.7 

2,559 1,013 
78 .8 

799 
Gallatin  1,188 59.4 701 
Garrard  2,915 63.4 1,848 
Grant  2,741 65.8 1,802 

1^998 
Graves  8,747 63.0 

5,503 2^556 
78 

.2. Grayson  4,361 42.4 1,847 Green  3,077 51.6 1,586 Greenup  5,456 63.4 
3,463 

Monroe  
Montgomery.  .  . 
Morgan  
Muhlenberg .... Nelson  
Nicholas . 
Ohio  
Oldham . 
Owen .  .  . 
Owsley.  . 

1,780 6,091 
15,846 
4,243 
4,320 
7,414 
3,327 
2,442 10,321 
3,249 

106,168 
3,252 
5,527 

26,208 
3,762 
6,500 
2,472 
5,460 
3,747 
2,280 

2,744 8,102 
3.700 4,616 
2,399 
6,090 
1,942 13,462 
3,300 
2,988 
7,175 
3,441 
3,793 
4,379 
2,056 
5,096 
2,185 
1,221 
3,932 
2,683 
3,258 
3,204 
3,557 
9,129 
4,184 
2,393 6,312 
2,096 2,998 
1,883 

54,0 
61.4 66.2 
74.2 
50.3 
69.8 
69.7 
58.9 
64.6 
33.9 
87.5 
67.7 
50.7 
92.2 34.3 

22.7 
57.2 
49.4 
56.5 
54.5 
57.2 
54.1 
71.3 
47.7 
64.7 
60.3 
30.2 
60.7 59.4 
34.0 

71.2 49.7 
71.8 64.0 
33.6 

962 
3,740 10,484 
3,144 
2,172 
5,176 2,321 
1,440 6.667 
1,100 

92 , 905 
2,202 
2,800 

24,175 
1,289 
2,831 
1,445 2,462 
1,712 957 

622 
4,642 
1,824 
2,607 
1,307 
3,486 
1,062 
9,595 
1,573 
1,933 
4,341 
1,039 
2,303 
2,601 699 

3,730 
1,322 415 
2,835 
1,275 
1,604 
2,007 1,248 
4,976 
2,678 
1 , 705 
3,133 
1,504 
1,917 633 

1,061 2,250 
1,486 

3,867 

4^16 

89,955 
1,001 

20^565 

388 

78 . 5  833 
72.1  1,622 
80.9  1,202 

77.8  3,009 

76! 7  3 [157 

87.7  78,875 
67.5  676 
93! 5  19^222 

89.1  346 

1,948  85.0  1,655 

1,170  67.7  792 
9^667  73!6  7, oil 

2,068  72.2  1,493 
li02i  75! 5  771 

1,917  80.0  1,534 

1I399  ii.i  1,622 

ll465  72!6  l[654 

lil64  69]3  '807 
805  79.6  641 

Rural-Nonfarm  Units 

Units 
% 

Radio 
Radio Units 

865 
978 
791 1 ,070 892 

980 
4,073 
1,289 1,043 
1,601 

1,121 
982 
798 

1,475 
1,020 878 

573 
835 

1,952 777 

493 
2,169 

645 

1,871 471 

933 360 
1,235 

514 
1,345 626 

155 
945 4,982 

1,286 
6,332 1,399 
1,459 

509 
944 984 

1,347 
1,119 

606 3,213 

510 

,819 
,528 

505 

,066 
1,107 
1,386 

725 

3,113 667 

12,136 
790 2,635 

4,108 1,049 

2,429 
763 

1,781 
1,213 

320 
3,384 
1,084 1,725 

810 
1,053 681 

1,669 1.604 
1,271 
1,502 782 

535 

1,963 626 

1,427 764 
196 
525 

353 681 
567 
484 

4,763 
1,075 859 

2,374 
997 

753 183 

57.7 
61.1 
77.9 
58.6 
60.6 
58.6 
49.6 
81.8 57.4 
64.2 66.2 

77.7 
51.0 64.3 
65.4 

46.1 52.8 
64.0 89.8 64.8 

64.6 62.2 
41.4 53.7 
58.4 
47.7 
51.3 
72.7 54.8 
66.9 
56.5 39.1 
57.1 
88.8 
65.9 

67.7 80.6 59.4 68.9 
60.5 
70.2 
59.2 60.8 
60.8 
77.8 
67.3 
66.7 
68.0 61.5 
59.7 
58.7 
69.9 
63.0 
61.6 
39.4 
62.3 
64.3 
93.9 
54.3 
55.5 
71.1 56.6 
56.0 
49.4 
36.9 
58.9 
63.1 
59.4 
55.8 
65.4 
67.8 
71.5 
62.2 67.5 
63.6 
45.1 
49.4 70.7 
45.3 

66.8 
62.0 41.9 
65.3 
54.2 
58.4 
39.0 56.0 
56.6 
62.8 
70.8 60.5 76.8 
66.3 
47.5 

499 
597 
616 
628 

541 574 

2,019 
1,054 598 
1,027 742 

763 
407 
948 667 

405 

•303 

534 

1,753 503 
319 

1,349 267 
1,004 

275 445 
185 
898 
282 

900 

354 

61 
539 

4,425 848 

4,288 
1,127 

867 

351 
571 690 

798 
681 
368 

2,499 
343 

1,213 
7,839 311 

637 650 
969 
457 

1,917 263 
10,778 

492 
1,694 
3,857 569 

1,348 543 
1,009 679 

414 
118 

1,993 685 
1,025 

452 

688 

462 

1,193 

998 858 
955 353 

264 
1,389 284 

953 473 
82 

343 
191 
398 
221 
271 

2,696 675 
608 

1,437 765 

499 

87 

Rural-Farm  Units 

Units 
% 

Radio 
Radio 
Units 

3,488 2,986 
1,613 

1,563 
4,446 
1,812 

1,386 
1,694 1,813 

817 

1,441 
1,568 3,839 
3,033 
1,428 
2,513 833 

258 

376 
285 

1,046 
3,115 3,613 
3,842 
1,839 
3,594 
1,927 
1,968 
2,108 
3,860 
1,931 
1,586 
2,053 
2,213 2,296 
4,125 
1,589 
1,608 

679 
1,971 

1,757 4,844 
3,242 
2,471 

2,243 1,270 
3,211 
2,068 2,252 
3,254 

2,440 1,941 
1,717 
3,092 
2,582 
4,077 
1.461 
2,892 
1,535 2,713 

3,683 
1,709 3,679 

2,534 1,442 
2,424 
2,770 
2,616 
2.891 1,589 
3,867 
1.261 2.186 
1,696 
1,717 
3,605 
2,659 2.237 
2.416 
1,430 

1,752 1,421 1,025 
2,008 
2,330 

2,577 1,172 
3,073 3,202 
2,304 

1,534 3.938 
1,099 2,245 
1,700 

40.9 

42.4 
70.1 64.5 
55.2 
58.6 
36.2 
72.9 
74.0 

61.5 67.2 

70.4 16.2 47.3 

57.7 34.8 47.3 
53.2 

67.7 57.5 

67.5 
44.6 38.9 
46.0 
70.8 
30.2 41.2 

58.0 37.6 
61.0 
40.3 
41.4 
30.3 79.8 61.4 

42.3 73.1 

55.6 51.5 
64.8 63.3 

55.9 36.0 
49.3 43.0 
48.7 

52.7 49.5 
72.4 
47.2 

62.2 69.6 

57.2 51.5 

32.4 79.8 
70.8 
38.2 71.4 
26.5 

30.9 
52.8 39.5 40.8 
37.7 

20.8 35.9 
43.6 54.7 
53.8 

51.9 
47.6 

63.6 33.9 
62.6 
52.5 25.8 
56.7 50.2 
29.0 

70.9 
59.7 
32.4 73.2 46.5 

46.8 62.5 
31.8 
46.0 
59.1 71.5 
43.1 
67.3 63.2 

32.1 

1,426 
1,265 
1,130 
1,008 
2,454 
1,062 

502 

1,235 1,341 503 
969 

1,103 623 
1,433 

824 

875 
866 

1,735 
931 

739 706 

1,389 
1,405 1,767 
1,302 

1,085 

793 

1,142 
793 

2,354 
778 

657 
622 

1,767 
1,411 
1,743 
1,161 893 

350 
1,277 

1,112 
2,707 
1,166 
1.218 619 

1,694 
1,023 
1,631 
1,535 
1,517 
1,352 983 
1,593 

837 
3,252 
1,034 
1,106 

1,096 720 

1,137 
902 

1,453 

1,033 543 504 
994 

1,139 
1,582 

855 

2,006 600 1,391 
575 

1,075 

1,893 

686 

1,268 1,212 
415 

1,243 
849 
333 

1,470 
1,084 

1,206 732 
977 1,473 

1,362 097 
696 

739 
418 
546 

Cities  of  25,000  Or  More  Population City 

Units 
% 

Radio Radio Units 

Ashland  7 441 

89 

8 

6,681 
Covington .  .  . 18 028 

93 

3 
16,822 Lexington. .  .  . 13 

849 

79 8 

11,057 Louisville .... 89 955 87 7 
78.875 

Newport  9 047 92 2 

8,340 
Owensboro.  .  . 8 

351 

84 

4 

7,045 
Paducah  9 607 

73 

0 

7,011 

Page  32  •  July  13,  1942 
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CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  KENTUCKY 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

(Continued  from  page  32) 

All  Units Urban  Units Rural-Nonfarm  Units Rural-Farm  Units 

County % Radio % Radio % 
Radio 

% Radio 
Units Radio Units Units Radio Units Units Radio Units Units Radio Units 

Pendleton  2,814 70 1 1,973 890 79 4 
706 1,924 

65 

9 
1,267 9,444 58 6 5,535 

I'.iis 

si!  6 1^389 4,476 
68 4 3,064 

3,253 

33 3 
1,082 Pike  13  987 

52 
0 7  284 1  039 83  9 

872 
6  164 61 9 

0  ,  olD 
6  784 

38 

3 
^  ,  Di70 Powell  l!646 

37 
2 

'613 

'605 

42 1 
255 l!041 

34 

4 

358 9,053 51 6 4,681 1^603 79!4 li273 1.927 

56 

7 
1,093 5,523 

41 

9 
2,315 Robertson  948 69 5 659 225 72 8 164 

723 

68 

4 495 
Rockcastle  3,711 33 4 1,240 1,311 

46 

6 611 

2,400 
26 

2 629 
Rowan  2  731 54 9 1  500 1  309 68 5 896 1  422 42 4 604 
Russell  2!  984 

39 
8 

l'l87 

'581 

44 2 257 
2,403 

38 

7 930 
Scott  3,942 

73 
3 2,892 1,398 77!  6 

l^OSS 617 62 6 386 
1,927 

73 

7 
1,421 Shelby  4,770 73 5 3,506 1,348 75.7 1,021 

821 69 2 
568 2,601 

73 7 
1,917 Simpson  3,123 59 8 1,868 1,144 67.0 766 

124 
45 

9 57 

1,855 
56 

3 

1,045 
1  649 64 2 

1 ,058 419 
69 6 291 1  230 62 4 

767 

Taylor  3, '381 59 5 2!  013 
1,250 

68 

6 
857 

2!l31 
54 

3 
1,156 Todd  3,717 

47 
7 1,771 1,467 

54 5 799 
2,250 

43 2 972 

Trigg  3,131 49 6 
1,553 

828 

54 

6 
452 

2,303 

47 8 

1,101 
Trimble  1,443 67 5 973 

271 
73 

2 198 1,172 

66 

1 775 
4,390 69 6 3,057 839 68!8 

'577 

1,988 
67 6 

1,344 1,563 

72 7 
1,136 9,797 

61 
0 5,987 4,251 71.2 

3,028 1,545 

57 

5 
889 4,001 

51 

7 

2,070 
3,049 65 5 1,997 849 72 2 613 

2,200 
62 9 

1,384 Wayne  3,734 39 3 1,466 
985 

46 7 460 
2,749 

36 

6 

1,006 
Webster  5,374 57 1 3,066 1^340 

63!5 

'85i 

2,179 
60 

9 
1,326 

1,855 
47 9 889 

Whitley  7,288 47 1 3,434 1,574 78.8 1,240 
2,653 

49 

6 

1,317 3,061 
28 

6 877 
Wolfe  2,068 31 6 654 376 48 7 

183 

1,692 
27 

.8 

471 
Woodford  2,971 73 7 2,194 

'760 

'620 

917 

62 

7 575 
1,294 

77 2 999 

State  Total .  .  . 698 . 538 65 3  456,633 238,283 84.0  200,161 179,890 65 7 118,144 280,365 49 

.3 

138,328 

Women  Write  Most  Stations^  Fan  Mail^ 

Background  Is  No  Index ̂   Survey  Shows 

AUTHOR'S  LICENSE  on  parade  as 
George  Johnston,  continuity  chief 
of  WNAX,  Sioux  City- Yankton, 
S.  D.,  shows  Don  McLaughlin,  staff 
member  how  to  interpret  a  western 
role  in  his  weekly  Monday  Mati- 

nee. Designed  for  "nuttin'  but  fun", the  program  is  built  around  house 
talent — musical  and  otherwise — in 
addition  to  amateur  musicians  se- 

lected from  high  school  bands. 

WDGYTo  Fulltime 
MODIFICATION  of  the  license  of 
WDGY,  Minneapolis,  to  permit  un- 

limited operation  on  1130  kc.  with 
250  watts  night  and  5,000  to  local 
sunset,  was  granted  July  7  by  the 
FCC.  WDGY  which  has  been  op- 

erating with  500  watts  nights,  lim- 
ited to  Albuquerque,  and  5,000  local 

sunset,  had  originally  applied  for 
a  change  to  500  watts  at  night, 
unlimited  time.  The  Commission, 
however,  granted  the  unlimited 
time  at  request  for  full  night  op- 

eration but  with  250  watts. 

GEORCJE  LASKER.  creator  of  the 
920  Clnh  over  WORL,  Boston,  has 
opened  offices  at  .501  Madison  Avenue, 
New  York.  According  to  the  announce- 

ment, he  will  spend  three  days  a  weelt 
in  the  New  York  office. 

WOMEN  write  the  most  fan  mail 
to  radio  stations  and  income,  age 
and  educational  background,  seem 
to  have  little  effect  on  the  frequency 
with  which  anyone  writes  to  a 
radio  station,  according  to  con- 

clusions reached  in  the  fifth  an- 
nual Study  of  Radio  Listening 

Habits  in  the  State  of  Iowa,  con- 
ducted for  WHO,  Des  Moines,  by 

Dr.  F.  L.  Whan,  U  of  Wichita. 

Since  the  questions  of  "who 
writes"  and  "why"  have  long  gone 
unanswered  an  effort  was  made  to 
supply  the  answers  within  the 
limits  of  the  sample  studied  the 
survey  declares.  Based  upon  a 
properly  distributed  sample,  9,218 
men  and  women  throughout  the 
state  were  interviewed  by  the  per- 

sonal interview  method  during  the 
last  two  weeks  in  March  and  the 
first  week  in  April  by  students  from 
Iowa  State  College. 

Ofifers  Get  Tliem 
Of  the  women  who  admitted 

writing  to  a  station,  16.3%  said  it 
was  to  enter  a  contest;  31%  acted 
in  response  to  an  offer;  27.4%  of- 

fered to  make  a  purchase;  10.1% 
responded  to  a  station  plea  and 
13.6%  were  unsolicited.  Among  the 
men  16.7%  wrote  to  enter  a  con- 

test; 25%  responded  to  an  offer, 
27.4%  wanted  to  make  a  purchase; 
12.2%  responded  to  a  station  plea 
and  14.7%  were  not  solicited. 
Although  the  men  lagged  be- 

hind the  women  in  letter  writing 
T,ho;r  response  on  the  basis  of  resi- 

dence followed  the  same  pattern. 
Results  from  farm  sections  show  a 
higher  response  among  men  and 
women  alike.  Statistics  for  income 
and  education  appear  to  have  no 
effect  on  inclination  to  write,  the 
survey  shows. 

Since  the  question  which  turns 
up  the  data  on  reasons  for  letter 
writing  is  new  to  the  question- 

naire there  is  no  comparative  data 
available  with  which  to  determine 
any  possible  shift  in  reasons  for 
letter  writing,  the  survey  con- cludes. 

News  Tops  List 
Available  statistics  on  preferences 

for  various  types  of  programs  re- 
veals news  broadcasts  top  the  list 

showing  an  increase  from  73.4% 
in  1941  to  80.97c  in  1942.  Informa- 

tive broadcasts  on  the  whole  tend 
to  show  a  general  increase,  whereas 
entertainment  programs  have  fal- 

len. In  commenting  on  this  change 

the  survey  says,  "the  war  may  or 
may  not  have  been  a  contributing 
factor"  but  suggests  the  general 
shift  away  from  entertainment  is 

"possibly  significant." According  to  this  survey  men  in 
the  farm  sections  of  the  state,  are 
best  listeners  with  92.5%  compared 
to  an  urban  audience  of  86.7%  and 
a  village  audience  of  89.8%.  This 
is  not  true  with  women,  however, 
for  the  women  in  villages  show 
first  with  84.4%  as  compared  with 
a  farm  preference  of  83.6%  and 
an  urban  liking  of  77.4%. 

The  war's  effect  upon  listening 
is  also  evident  in  the  survey's  data. 
Each  person  interviewed  was  asked 
if  he  listened  to  the  radio  for  at 
least  one  15-minute  period  of  the 
day  immediately  preceding  the  in- 

terview. Since  no  interviewing  was 
done  on  Sundays  or  Mondays  re- 

sults are  an  index  of  listening  on 
weekdays  only.  For  comparative 
purposes  the  same  statistics  avail- able for  1940  are  offered  with  1942 
figures  to  show  possible  effects  of 
war  upon  listening.  However,  the 
survey  cautions   the   figures  for 

1940  indicate  listening  upon  the 
basis  of  Central  Standard  Time 
whereas  the  1942  results  were  dur- 

ing Central  War  Time. 

Early  morning  listening  has  in- creased since  1940,  the  survey 
shows,  but  listening,  it  was  found, 
has  fallen  off  among  all  audiences 
■ — urban,  rural  and  farm  during  the 
periods  from  8  to  12  a.m.  and  from 
2  to  8  p.m.  In  all  cases  but  that  of 
city  men,  12  to  2  p.m.  and  late  eve- 

ning listening  has  increased  over 
1940  figures. 

Analyzing  the  five  best  liked 
types  of  programs  among  those 
interviewed.  Prof.  Whan  summar- 

izes his  findings  as  follows:  News 
broadcasts,  85.1%;  comedians, 
66.2%;  popular  music,  43.5%; 
audience  participation,  41.7%; 
complete  drama,  33.1%  variety 
shows  (without  featured  come- 

dians), 32.2%;  oldtime  music, 
24.5%  ;  band  music,  22.9%;  re- 

ligious music,  22.5%;  market  re- 
ports, 21.8%;  sports  broadcasts, 

21.8%;  serial  drama,  18.7%;  talks, 
comment,  17.7%;  classical  music, 
15.4%  ;  talks  on  fai'ming,  13.1%; 
and  devotionals,  12.4%. 
Network  favorites  by  days  of 

the  week:  Sunday,  Walter  Win- 
chell  with  52.6%;  Monday,  Dr. 
I.  Q.,  71.9%;  Tuesday,  Battle  of 
Sexes,  78% ;  Wednesday,  Titne  to 
Smile,  93%;  Thursday,  Kraft  Mu- 

sic Hall,  61.5%;  Friday,  NBC 
Waltz  Time,  43.3%;  Saturday, 
Your  Hit  Parade,  30.9%  (actually 

that  day's  top  program  was  one  of 
local  origin,  Iowa  Barn  Dance  with 67.4%). 

Containing  98  pages,  the  survey 
also  provides  information  on  sta- 

tion preferences  in  Iowa,  station 
popularity  at  specific  hours — day 
and  night,  correlation  between 
reading  and  radio  listening  and  be- 

tween movie-going  and  radio  listen- 
ing, preferred  network  programs 

and  stations  heard  regularly. 
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XXXVI.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  FLORIDA 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural- farm:  1940 

All  Units Urban  Units 

% Radio % Radio % Radio % Radio 
Units Badio Units Units Radio Units Units Radio Units 

Unite 
Radio 

Units 

9.892 51 1 5,076 3,767 

69 
1 

2,603 3,440 47 6 

1,639 2,685 

31 1 834 
1,506 

32 
4 488 

1,015 
32 8 333 

491 
31 6 155 

6  477 59 2 3  240 3  177 
64 

2 2  038 2  116 53 0 1  121 
184 

43 8 81 
2!  102 48 2 i!oii 

'923 

56 

0 

'517 

1,179 
41 9 494 

4,918 
63 

0 3,097 

I'.iss 

65 9 1477 
2,393 

59 9 
1,433 

740 

65 

7 487 

11,660 66 2 7,714 9,249 
71 

1 
6,578 1.915 

50 

5 967 496 

34 

2 169 
1,968 

32 
1 632 

1.297 
34 

0 
441 

671 

28 

5 

191 
1  126 60 8 684 1  041 

61 

2 637 85 

55 

6 
l!698 45 3 770 

l!465 
45 9 673 233 

41 

6 

97 

1,782 47 5 847 
1,455 

48 

8 
710 

327 41 8 137 

1,699 34 3 583 
1,447 

36 

5 528 252 

21 

9 55 
4,190 35 

5 1,522 l!637 
59 

1 
967 937 

19 

9 187 1,616 

22 

8 368 
75  934 84 8 64 . 382 60  844 87 4 53  166 

13  509 
75 

7 
10  230 

1  581 62 4 986 
2^188 

53 
4 l!l68 l[l49 

57 8 

'664 

'582 

44 

1 

'257 

'457 

54 

1 

247 1.881 
40 

2 755 1,761 
41 1 723 

120 

26 

9 

32 

55,165 
76 

0 41,893 46,421 77 7 36 , 053 
7,303 

67 7 
4,941 

1,441 62 4 899 
18,105 

64 
7 11,717 9,851 

69 

7 
6,869 6,793 

61 

1 

4,149 1,461 

47 

9 

699 
943 37 0 349 699 

38 

9 
272 

244 

31 7 

77 

1,605 43 6 697 

'890 

50 1 
446 

692 

35 

1 
243 

23 

36 

4 8 
6,518 35 4 2,305 1,689 

61 7 1,043 
1,480 

35 

4 
524 3,349 

22 0 738 

1,037 30 3 314 350 31 8 
111 

687 

29 

5 203 827 43 4 358 
587 

43 7 

256 
240 

42 6 

102 
1  785 51 3 916 1  692 

51 

4 
869 

93 

50 0 47 
2!413 27 

9 674 
l!l47 

36 

0 413 1,266 20 7 
261 

2,700 48 9 1,322 

■788 

67 3 

'536 

619 

38 

9 
241 

1,293 42 6 
551 

1,714 
49 

5 848 
1,523 

50 

6 770 191 40 9 78 
1,592 47 7 759 

1,040 52 

5 546 
552 

38 

6 213 
2  499 59 9 1  498 1  687 64 9 1  095 470 

50 

3 
237 

342 48 7 166 
49  ,'860 

73 
3 36 '.  540 32^000 76 4 24! 451 12.325 73 5 

9,054 

5.535 

54 

8 
3,035 3,450 31 5 1,085 1,384 

37 

0 
476 

2,166 

28 

1 

609 

2,563 58 9 1,506 895 75 1 673 1.126 47 1 
530 

542 55 9 
303 

8,181 30 1 2,463 1,363 
53 7 732 

2.205 

34 

8 767 4,613 

20 

9 964 2  950 27 9 828 1  317 40 4 533 
1  633 

18 

1 295 
l!037 

41 
4 429 

'384 

38 

8 149 

'653 

42 9 

280 
8,003 59 9 4,793 2  [239 66 2 1^482 

4,489 
55 9 

2,508 
1,275 63 0 

803 

4,994 
68 

4 3,415 2,986 
71 

3 2.128 1,563 
65 

8 

1,029 

445 

58 

0 

258 
8,380 48 3 4,040 4,733 62 9 2,979 1,830 

39 5 722 1,817 

18 

6 339 3  351 33 2 1  112 2  263 36 0 815 
1  088 

27 

3 

297 
946 26 6 

'252 

'666 

26 1 
174 

'280 

27 

7 78 
3,960 

32 
3 1,279 

784 
43 5 

'34i 

905 

34 

4 311 
2,271 

27 

6 
627 

7,448 65 0 4,835 4,249 68 1 
2,892 2,015 

63 5 
1.280 

1,184 56 0 663 
8,429 49 8 4,200 2,512 65 2 1,639 3,355 

47 4 
1.589 

2,562 

37 

9 972 1  979 54 1 1  069 1  801 

55 

9 1  006 
178 

35 

6 63 
3!  975 

65 
0 2^584 3,515 67 2 

2;  363 366 
52 4 

'l92 

94 30 9 

29 

2,668 
50 

3 1,343 910 67 5 615 
1,189 

39 

4 
469 

569 
45 6 

259 

3,057 
41 

0 1,254 
2,043 

43 

7 893 
1.014 

35 

6 361 824 47 2 389 
639 

47 

6 
304 

185 
45 9 85 20.413 75 4 15  401 13  031 79 3 10  336 5  656 

68 

3 3  865 
1  726 

69 

5 
1 .200 3^202 

63 
4 2!  028 

'953 

69 9 

'666 

l!818 
61 

7 i;i21 

'431 

56 0 
241 

23,880 63 7 15,223 17,001 
71 

3 12,121 4,933 

51 

0 
2,518 

1,946 30 0 
584 

4,255 
55 

9 2.380 785 55 5 436 
2.267 

56 

7 
1,286 

1.203 

54 

7 6.58 
28,970 82 4 23,872 23,863 83 1 19,829 4.295 79 9 

3,431 
812 

75 

4 
612 

23  971 63 9 15  315 13  151 69 6 9  148 7  792 

57 

3 4  463 3  028 56 3 1 ,704 5!  366 46 0 2.467 2,094 52 7 lil03 

2. '349 

38 

6 

'907 

'923 

49 

6 
457 

5,628 
59 

9 3,358 3,484 
73 

3 
2,553 1,707 

33 

2 567 
437 

54 238 
3,316 53 4 1,780 2,195 

59 1 
1,298 410 

49 

9 204 
711 

39 1 

278 
3,808 37 5 1 .428 2 .459 

36 

8 905 1 ,349 38 7 
523 

4,658 71 4 3.324 3. 253 76 6 
2^491 1.177 

60 

0 706 228 55 6 
127 

6,239 
56 

7 3.536 2,923 63 5 
1,856 2.448 

47 

2 
1,156 

868 

60 

4 
524 

2,953 
44 

5 1,316 1,817 
47 0 

855 
1,136 

40 

6 

461 

4,113 36 6 1,511 893 
68 

7 613 
887 

30 

6 
271 2.333 

26 

9 
627 
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Cities  of  25,000  Or  More  Population 

% Radio 

City 

Units 
Radio Unite 

Jacksonville. . 45,377 

77 

7 35,262 
48.483 
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8 
42,062 Orlando  

10.742 81 3 

8,731 Pensacola .... 

9,851 

69 7 
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Cat  yourself  a  slice  of  this  great  market  by  scheduling  WMBR  -  WFOY 

JACKSOIVVILLE'S 
Trading  Territory 

.  .  .  Offers  Florida's  richest 
market,  layer  upon  layer  of 

shipyard,  factory,  business 
and  office  workers,  heavily 

iced  by  the  enormous  pay- 
rolls of  Camp  Blanding  and 

the  U.  S.  Naval  Air  Station, 
Jacksonville. 



Extra  Power  For 

FLORIDA^iS 

Center  of  Population 

r  . 

Watts 

SOOX  ON  mm/     1/      B       ■  Aflilated  with 

710KC.  WW     W      _■_     MA  MBS WFTL 

^iiervin^  America's  Tropical  Wonderland  from  Miami  and  Fort  Lauderdale 
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E    YEAR  OF 

WATTS 

OCTOBER  1,  1941  | 

WBAL  JOINS  NBC-RED— THE  NETWORK 

MOST  PEOPLE  LISTEN  TO  MOST 

POST  CARD  SURVEY
  (NBCAll  COUNTY

 

METHOD)  SHOWS  
WBAl  OVERWHELMI

NGLY 

fIRST  AMONG  LIS
TENERS 

STARK  AO 



POWER 

■  MORE  / 

I  JANUARY  15.  194
2  | 

ANALYSIS  OF  MAIL  RECEIVED  FROM  WBAL 

LISTENERS  IN  LAST  4  MONTHS  OF  '41 

SHOWS  975%  INCREASE  OVER  SAME 

PERIOD  OF  PREVIOUS  YEAR 

^BAL 
0/V5  Of 

And,  for  the  future,  WBAL  pledges: 

1.  Continued  "All  Out  for  Victory" 

2.  Entertainment  and  features  bigger  and  better  than  ever 

3.  Ever-increasing  listener  and  dealer  acceptance  of 

products  advertised  on  WBAL 

one  OF  nmERicfls  great  radio  statiors 

NATIONALLY    REPRESENTED    BY    EDWARD    RETRY   &   CO.,  INC;\ 



Iil^©AP€ASTDIN€ 

cuxxL 

Broadcast  Advertisingr 
MARTIN  CODEL,  Publisher 

SOL  TAISHOFF,  Editor 

Published  Weekly  by 

BROADCASTING 
PUBLICATIONS,  Inc. 

Executive,  Editoried 
And  Advertising  Offices 

National  Press  Bldg.   •   Washington,  D. 
Telephone — MEtropoIitan  1022 

NORMAN  R.  GOLDMAN,  Business  Manager   «   BERNARD  PLATT,  Circulation  Manager 
J.  FRANK  BEATTY,  Managing  Editor 

NEW  YORK  OFFICE:  250  Park  Ave.,  Telephone  -  PLaza  5-8355 
BRUCE  ROBERTSON,  Associate  Editor  •  MAURY  LONG,  Advertising  Manager 

CHICAGO  OFFICE:  360  N.  Michigan  Ave.,  Telephone  -  CENtral  4115   •   S.  J.  PAUL 
HOLLYWOOD  OFFICE:  1509  N.  Vine  Street,  Telephone  -  GLadstone  7353   •  DAVID  H.  GLICKMAN 

WEST  COAST  ADVERTISING  REPRESENTATIVES:  DUNCAN  A.  SCOTT  &  CO. 
San  Francisco,  Mills  Building  «  Los  Angeles,  Western  Pacific  Building 

Subscription  Price:  $5.00  per  year — 15c  a  copy   *   Copyright,  1942,  by  Broadcasting  Publications,  Inc. 

C. 

Post-War  Radio 

RADIO'S  ROLE  as  a  front-line  combatant  in 
this  global  war  is  an  acknowledged  and  known 
fact.  Aside  from  the  propaganda  front,  where 
an  old  technique  is  being  applied  with  new  and 
ofttimes  amazing  effect,  technical  radio  is  be- 

ing used  in  every  phase  of  this  grim  business 
of  modern  warfare — as  the  nerve-center  of 
every  offensive  or  defensive  maneuver.  But 

the  application  of  the  electronic  art  hasn't 
scratched  the  surface  of  what's  to  come. 

World  War  I,  terrible  as  it  was,  gave  to  an 
unsuspecting  world  the  art  of  radiotelephony, 
which  became  this  billion-dollar  industry  called 
radio.  The  late  Frank  Conrad,  Westinghouse 
scientist,  in  handling  intricate  military  labora- 

tory work  wth  "wireless",  brought  forth  the 
developments  which  evolved  into  broadcasting. 

It  doesn't  require  crystal-gazing  to  envisage 
developments  in  the  peace  to  come,  stemming 
from  electronics.  What  miracles  have  been 
performed  in  the  laboratories  in  fashioning 
radio  as  an  implement  of  modern  warfare  must 
await  the  end  of  the  conflict  and  the  subjuga- 

tion of  a  ruthless,  crafty  and  admittedly  scien- 
tific and  electronic-minded  enemy.  Results  al- 

ready attained  in  the  microwaves  and  through 
adaptations  of  the  vacuum  tube  are  enough  to 
indicate  that  the  whole  field  of  radio  communi- 

cations, visual  and  aural,  public  and  private, 
will  be  revolutionized. 
FM  and  television  were  on  the  threshold  of 

commercial  application  when  the  Japs  perpe- 
trated the  Pearl  Harbor  treachery.  Their  de- 

velopment was  stopped  cold  for  the  duration. 
That  they  will  resume  with  even  greater  im- 

petus when  the  war  ends  seems  obvious. 
Standard  broadcast  equipment,  both  in  the 

public's  and  broadcasters'  hands,  will  prob- 
ably have  reached  the  total  replacement  stage. 

Manufacturing  plants  will  be  primed  for  pri- 
vate production.  There  will  be,  in  effect,  a 

fresh  start  for  broadcasting — whatever  the 
systems  and  innovations  developed  in  the  mili- 

tary laboratories. 
Lately,  much  has  been  heard  of  post-war 

prospects  for  radio.  They  refer  to  it  as  the 

"electronic  age"  or  "electronic  art".  Three 
officials  of  the  FCC — Chairman  Fly,  Com- 

missioner Craven  and  Chief  Engineer  Jett^ — 
have  told  a  committee  of  Congress  absut 
them.  Col.  David  Sarnoff,  president  of  RCA, 

chairman  of  NBC  and  one  of  the  Army's  top 
advisors  on  communications,  wko  was  "thers" 
when  standard  broadcasting  was  born,  dis- 

cussed it  the  other  day  before  a  class  of  Sig- 

nal Corps  graduates.  Engineers  are  aware  of 

it  and  excited  over  the  prospects.  Radio's  top 
flight  engineers  and  consultants  are  in  the 
thick  of  the  microwave  developments. 

"We  have  entered  a  new  age  in  scientific 
development  which  the  future  historians  may 

describe  as  the  electronic  age,"  Col.  Sarnoff 
said.  "I  foresee  a  new  era  which  I  like  to  term 
the  'electronic  era,'  the  importance  of  which 
in  modern  social  economics  cannot  be  disre- 

garded," said  Comdr.  Craven.  "A  huge  new 
industry  is  possible — just  the  kind  of  life- 
blood  the  nation  will  require  after  this  war." 

The  job  now,  everyone  realizes,  is  to  win 
this  war.  Radio,  without  stint  or  thought  of 
self-interest,  is  contributing.  Radiomen  will  be 
ready,  in  the  post-war  economy,  to  fashion 
the  electronic  weapons  of  World  War  II  into 
implements  of  public  good  and  in  the  develop- 

ment of  a  more  abundant  life  in  world 
democracy. 

A  Natural  Affinity 

RADIO  AND  THE  MOVIES  enjoy  a  natural 
affinity,  but  bad  boxoffices  until  recently  caused 
a  certain  amount  of  resentment  among  pro- 

ducers and  exhibitors  toward  their  apparently 

more  flourishing  "competition".  Now,  however, 
with  theatrical  attendance  at  record  levels, 
the  stage  and  movie  magnates  are  evincing 
considerably  more  interest  in  radio — and  for 
their  own  sakes. 

In  this  issue  we  publish  a  rather  remarkable 
statement  by  the  radio  director  of  a  New 
York  advertising  agency  which  tells  how, 
during  the  last  six  months,  it  has  radio-adver- 

tised more  than  16  different  Broadway  produc- 
tions with  great  results,  adding  what  must 

be  evident  to  the  readers  of  the  business  news 
in  this  magazine — that  radio  has  now  also  be- 

come a  "must"  expenditure  for  movie  produc- 
ers. Just  in  the  last  issue  we  reported  that 

20th  Century-Fox,  following  a  survey  of  atti- 
tude toward  radio  among  its  exhibitors,  has  de- 

cided to  place  a  large  part  of  its  total  budget 
in  paid  radio  advertising;  that  Warner  Bros, 
will  furnish  radio  trailers  to  its  exhibitors 

for  local  commercial  placement;  that  Para- 
mount has  purchased  half  ownership  of  WCOS, 

in  Columbia,  S.  C. 

That's  not  all.  From  our  correspondents  and 
from  stations  in  all  parts  of  the  country  we 
are  getting  report  after  report  of  increasing 
time  purchases  locally  by  local  theatre  man- 

WAR-TIME  ADVERTISING  JOBS 

Distributed  at  the  recent  AFA  convention 
In  New  York  was  this  compilation  of  what 
advertising  can  do  in  wartime: 
It  CAN: 

1.  Help  in  the  education  and  training  of 
customers'  personnel. 

2.  Help  clear  up  misunderstandings  among 
the  users  of  your  product. 

3.  Help  industry  vnth  its  ever-growing  main- 
tenance problem. 

4.  Speed  technical  information  (or  offer 
technical  service)  to  the  men  directly  engaged 
in  war  production. 

5.  Help  retailers  explain  shortages  and  sub- 
stitutions .  .  .  help  them  prevent  hoarding. 

6.  Help  dealers  promote  conservation. 
7.  Keep  industry  up  to  date  on  new  products 

and  developments. 
8.  Keep  industry  advised  of  auxiliary  at- 

tachments, improvements,  better  methods,  new 
ideas  for  stepping  up  production  on  already- 
installed  equipment. 

9.  Help  retailers  build  up  the  service  end  of 
their  business. 

10.  Help  customers  get  started  on  sound 
planning  for  the  future. 

11.  Help  develop  a  better  understanding  of 
the  lesser-known  items  in  your  line. 

12.  Help  customers  get  the  most  out  of  what 
they  can  get. 

13.  Explain  to  customers  what  your  dis- 
tributors can  do  to  help  them. 

14.  Explain  any  change  in  price  policy. 
15.  Help  dealers  select  added  lines. 
16.  Get  your  story  into  defense  plants  from 

which  salesmen  are  barred. 
17.  Get  your  story  into  new  companies  which 

are  unknown  to  you  because  of  war-time  censor- 

ship. 

18.  Help  swing  demand  from  scarce  "special" items  to  more  plentiful  or  standard  items. 
19.  Help  get  war  contracts. 
20.  Help  reduce  confusion  and  delays  due  to 

incorrect  specification. 

21.  Help  carry  some  of  the  load  of  over- 
burdened sales-service  departments. 

22.  Transmit  any  helpful  information  from 
where  it  is  to  where  it  is  needed;  quickly,  ac- 

curately and  economically. 

agers  as  well  as  nationally  by  the  producers. 
They  have  at  last  found  that  radio  is  a  natural 
medium  for  the  promotion  of  their  wares;  in- 

deed, MGM  is  even  now  using  radio  on  a  big 
list  of  New  York  stations  f®r  the  promotion 
of  the  premiere  of  its  Lou  Gehrig  picture,  and 
after  gauging  results,  will  determine  how  far 
to  go  when  it  is  released  nationally. 

There  is  no  reason  why  these  two  great 
entertainment  media  cannot  work  hand  in 

hand,  especially  since  both  have  turned  over 
their  full  facilities  wholeheartedly  in  the  com- 

mon war  cause.  After  all.  Paramount  once 
owned  half  of  CBS :  Warners  still  own  and 
highly  prize  KFWB  in  Hollywood;  MGM  is 
affiliated  with  Loew's,  which  owns  the  50,000- 
watt  WHN,  New  York. 

And  when  the  war  ends,  look  for  a  veritable 
rush  toward  the  wavelengths  by  the  movie 
people;  we  already  have  had  evidence  of  their 
re-aroused  interest  in  the  operations  phase 

of  radio  by  their  eagerness  to  get  int-o  FM. 
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CLARENCE  LESTER
  MEN- 

SER,  NBC's  national  pro- 
gram manager,  has  long 

believed  that  the  way  to  win 
a  war  is  to  fight.  And  since  Pearl 

Harbor  he  has  made  "Let's  Fight" 
the  theme  of  NBC  programming. 
For  radio,  Menser  believes,  is  and 
should  be  used  as  an  implement  of 
war. 

"Proga-ams  that  promote  apathy 
and  complacency  have  been  tossed 
out  the  window",  he  explains.  "We 
have  formulated  a  new  technique 
to  arouse  a  fighting  spirit  in  our 
listeners.  We  realized  there  were 
many  people  who  did  not  know 
when  a  chip  had  been  knocked  off 
their  shoulders.  They  had  to  be 
reminded  of  the  insult." 

There  you  have  the  key  to  the 
temperament  of  the  man  charged 
with  the  responsibility  of  develop- 

ment of  NBC's  programs,  a  re- 
sponsibility not  to  be  underesti- 

mated now  that  America  is  at  war. 

"C.  L.",  as  he  is  known  to  his 
associates,  has  a  long  record  of 
radio  pioneering.  He  originated 

many  of  radio's  long-run  programs. 
He  helped  develop  the  "one-mike" 
technique  which  gave  radio  broad- 

casting its  third  dimension.  He  led 
the  campaign  to  banish  the  "shout- 

ing from  the  housetops"  style  of 
delivery  for  radio  announcers,  de- 

veloping a  more  personal  type  of 
radio  announcement.  He  brought 
back  from  Europe  and  Australia 
several  new  broadcasting  ideas,  in- 

■  eluding  the  "echo  chamber",  now 
widely  used  by  NBC  and  other 
networks. 

Among  the  original  radio  pro- 
I  grams  which  Menser  helped  bring 
'  to  the  air  were  the  Montgomery 
Ward  Bible  Stories,  the  Zenith 
Telepathy  Series,  the  Miniature 
Theatre  and  the  Penrod  series. 

Among  the  many  long-time  ten- 
ants of  the  air  waves  which  he 

helped  start  on  the  road  to  fame 
'  are  The  Goldbergs,  Vic  and  Sade, 

Mary  Marlin,  Dear  John  with  Irene 
Rich  and  Girl  Alone. 
Clarence  Lester  Menser  was 

bom  Oct.  22,  1893,  in  Culver,  Ind. 
He  went  to  Culver  High  School  and 
then  attended  Heidelberg  College, 
Tiffin,  O.,  where  he  was  awarded 
an  A.B.  degree.  At  the  U  of  Michi- 

gan he  won  his  A.M.  degree.  He 
taught  first  at  Idaho  Tech,  in  Poca- 
tello,  and  then  became  assistant 
professor  of  speech  at  the  U  of 
Utah.  Subsequently,  he  became  pro- 

fessor of  speech  at  Knox  College, 
Galesburg,  111. 

During  his  years  as  a  teacher, 
Menser  acted  and  directed  in  stock 
during  the  summer  months.  Thus, 
when  he  saw  the  interior  of  his 
first  radio  studio  as  an  NBC  di- 

rector, he  had  directed  100  full- 
length  plays  and  some  400  one-act 
plays. After  a  year  in  Europe  studying 
the  theatre  and  broadcasting,  Men- 

ser joined  NBC's  New  York  staff 
November,  1929  as  a  dramatic  di- 

rector. Needless  to  say,  the  news 
that  a  college  professor  had  taken 
over  as  a  director  created  no  little 
stir  in  radio  circles  on  both  sides  of 
the  mike,  but  Menser  soon  proved 
himself  a  man  of  refreshingly  new 
ideas. 

In  1931  Menser  was  sent  to  Chi- 

cago to  organize  NBC's  production 
department  there.  He  remained  as 
a  production  manager  and  later 
program  manager  until  March, 
1939.  At  that  time  he  became  man- 

ager of  the  Chicago  office  of  Gard- 
ner Adv.  Agencv.  On  Dec.  15,  1940, 

he  rejoined  NBC  as  national  pro- 
duction director  and  in  December, 

1941  was  elevated  to  his  present 

post. 
Menser  is  a  man  of  great  energy 

and  drive,  as  the  story  of  his  Stin- 
son  four-passenger  cabin  plane  will 
attest.  He  bought  the  plane  with- 

out knowing  how  to  fly.  He  hired 
a  pilot  to  teach  him  and  had  his 
pilot's  license  in  two  months  flat. 

HERBERT  H.  WIXSON,  account  ex- 
ecutive of  Don  Lee  Broadcasting  Sys- 

tem, Hollywood,  has  been  appointed 
commercial  manager  of  KMPC,  Bev- 

erly Hills.  He  has  taken  over  the  post 
vacated  by  Walter  B.  Davison,  who 
joined  KGO,  San  Francisco,  in  a  simi- lar capacity. 

WARD  D.  INGRIM,  commercial  man- 
ager of  KFRC,  San  Francisco,  is  the 

father  of  a  girl  born  June  23. 
HENRY  LADNER,  of  the  NBC  legal 
department,  has  been  invited  to  join 
the  Twenty-Year  Club,  founded  by 
H.  V.  Kaltenborn,  NBC  news  analyst. 
WALTER  MAIER,  salesman  of 
WWRL,  New  York,  for  13  years,  has 
become  an  Ordained  Minister  of  the 
Protestant  faith.  Prior  to  entering  the 
radio  industry,  Maier  studied  for 
three  years  at  the  National  Bible  In- stitute. 

ARTHUR  HULL  HAYES,  general 
manager  of  WABC,  New  Yorl?,  has 
been  reappointed  to  the  NAB  sales 
managers  executive  committee  as  CBS 
representative. 

JOE  HUDDLESTON,  sales  manager 
of  KIRO,  Seattle,  has  been  appointed 
chairman  of  Seattle's  weekly  bond- selling  program  sponsored  by  the  local 
advertising  and  sales  club. 

WILLIAM  EDWARD  SHEA,  for- 
merly radio  director  and  assistant  ac- 
count executive  of  Albert  Frank- 

Guenther  Law,  New  York,  has  joined 
the  continuity  department  of  WNEW, 
New  York.  He  s\icceeds  Bob  Smock, 
now  commercial  writer  with  Young  & 
Rubicam,  New  York. 

T.  H.  MOORE  Jr..  commercial  pro- 
gram director  of  WOR,  New  York,  re- 
signs July  13  to  enter  the  Army. 

SVEND  A.  BLANGSTED,  press  and 
information  representative  of  the  Ca- 

nadian Broadcasting  Corp..  Toronto, 
and  assistant  to  B.  A.  Weir,  CBC 
supervisor  of  the  Press  &  Information 
Department,  has  resigned,  effective 
July  25. 

JACQUES  DESBAILLETS.  senior 
commercial  producer  of  the  Montreal 
studios  of  CBC,  who  has  been  with 
the  CBC  overseas  unit  for  the  past 
two  years,  has  returned  from  Britain 
to  his  post  in  Montreal. 

The  press  of  his  radio  duties  has 
since  forced  him  to  forego  both  the 
plane  and  the  pleasure  of  private flying. 

The  story  of  the  beginning  of  the 
Vic  &  Sade  program  is  a  typical 
Menser  yarn. 

"I  was  getting  sick  and  tired  of 
external  squabbles  husbands  and 
wives  were  continually  having  in 

radio  scripts,"  Menser  recalls.  "The 
average  scri^it  had  husbands  and 
wives  fighting  morning,  noon  and 
night.  So,  while  in  Chicago,  I  called 
in  Paul  Rhymer,  a  writer  on  our 

staff,  and  told  him  for  heaven's sake  to  write  something  about  two 
people,  a  husband  and  a  wife,  who 
actually  got  a  kick  out  of  life  and 
enjoyed  being  married  to  each 
other.  And  so  Vic  &  Sade  csume  into 

being." 

Tall,  spare  and  soft  spoken,  Men- 
ser has  had  little  time  these  hectic 

days  in  the  radio  industry  for  his 

.MARK  CRANDALL  has  taken  leave 
of  absence  from  the  sales  staff  of 
KFEL,  Denver,  to  serve  as  chief  of 
the  Denver  Office  of  War  Information. 
He  is  succeeded  by  Bill  Conklin,  for- 

merly district  manager  for  Oneida 
Community  Ltd. 

MOSES  SMITH  has  resigned  as  di- 
rector of  the  Masterworks  division  of 

Columbia  Recording  Corp.,  New  York. 
E<lward  Wallerstein,  ORG  president, 
will  handle  Masterworks  artist  rela- 

tions for  the  present,  and  Goddard 
Lieberson,  musical  director,  will  handle 
repertoire  matters  with  Columbia artists. 

MORTON  SIDLEY,  of  the  sales  staff 
of  KSFO,  San  Francisco,  has  been 
promoted  to  sales  manager  succeeding 
Haan  J.  Tyler  who  moved  to  Ix>s  An- 

geles to  assume  Weed  representation 
of  KSFO  in  that  area. 

T.  H.  MOORE  Jr..  commercial  pro- gram director  of  WOR,  New  York, 
resigns  .luly  13  to  enter  the  Army. 
No  successor  has  been  named. 
PHIL  SHELLY,  formerly  salesman 
and  producer  of  WCFL,  Chicago,  has 
opened  his  own  talent  booking  agency, 
specializing  in  radio,  in  the  Woods 
Bldg.,  Chicago. 
FRANK  STEARNS,  formerly  of 
WRAL,  Raleigh,  has  joined  the  sales staff  of  WIND,  Chicago. 

ADE  N.  HULT,  sales  manager  of 
MBS  Chicago,  has  returned  to  his 
oilice  after  a  two  months  absence  due to  illness. 

J.  M.  MAY,  formerly  with  WRAW, 
Reading,  Pa.,  and  WCBA,  Allentown, 
Pa.,  has  been  named  commercial  man- 

ager of  WBAX,  Wiliies-Barre,  Pa. 
BILL  SCHROEDER,  .sales  chief; 
Cliff  Daniel,  program  director,  and 
Tom  Thumb,  salesman,  of  WCAE, 
Pittsburgh,  ai-e  now  taking  flying 
lessons  at  nearby  Butler  airport. 
GEORGE  W.  HART,  former  sales 
consultant  of  Ebasco  Services,  New 
York,  has  joined  the  Government  con- tract service  staff  of-the  radio  division 
of  Western  Electric  Co.,  New  York. 
FRED  HORTON,  of  the  NBC  sales 
department,  reported  last  week  for 
active  duty  as  lieutenant  in  the  Naval 
Reserve  at  Eighth  Naval  district 
headquarters,  New  Orleans. 

ROBERT  TINCHER.  form<>rlv  man- 
ager of  WNAX,  Yankton.  S.  D.,  re- 

cently gained  the  rank  of  captain  after 
completion  of  the  course  in  officers' training  and  is  now  assigned  to  Ft. 
Meade,  S.  D. 

WILLIAM  E.  WEBB,  NBC  director 
of  institutional  promotion,  has  re- 

turned to  his  desk  after  a  months'  sick leave. 

favorite  hobby — golf.  He  once  shot 
a  78  but  shoots  mostly  from  there 
up  to  95.  C.  L.  was  affiliated  with 
several  clubs  in  Chicago  but  cut 
his  ties  when  he  left  that  city.  As 
soon  as  he  can  spare  a  few  hours 
a  week  for  relaxation  he  plans  to 
join  a  club  in  New  York. 

In  the  inner  councils  of  NBC, 
C.  L.  has  a  reputation  for  devastat- 

ing wit,  an  acerbic  brand  of  humor 
that  often  tarnishes  some  of  the 
brightest  of  the  bright  boys  at  NBC 
staflf  meetings.  He  means  nothing 
personal.  He  finds  his  biting  humor 
one  of  the  deftest  of  scalpels  in 
getting  to  the  bone  of  a  problem, 

C.  L.  can  also  keep  a  secret  in  an 
industry  where  secrets  are  no  less 
public  than  radie  programs.  Prac- 

tically no  one  but  he  and  the  bride, 
lovely  Irene  Sexton,  knew  about  it 
when  they  were  married  last  May 
2  and  slipped  away  for  a  brief 
honeymoon. 
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ROBERT  T.  CONVEY,  president  of 
KWK,  St.  Louis,  was  recently  honored 
with  a  dinner  as  retiring  president  of 
the  Missouri  Golf  Assn. 

A.  A.  PRESCOTT,  formerly  a  news- 
paperman in  Jackson,  Miss.,  has  joined 

the  commercial  staff  of  WSAZ,  Hunt- 
ington, W.  Va. 

JAMES  G.  PAJLTRIDGB,  sales  pro- 
motion manager  of  KGO,  San  Fran- 

cisco, became  the  father  of  a  baby 
boy  recently. 

WARD  D.  INGRIM,  commercial 
manager  of  KFRC,  San  Francisco, 
recently  became  the  father  of  a  baby 
girl. 

JOHN  H.  McNEIL,  manager  of  WJZ, 
New  York,  last  week  was  awarded  a 
medal  by  Mayor  F.  H.  LaGuardia  of 
New  York  for  his  work  in  connec- 

tion with  the  "New  York  at  War" 
parade,  held  in  June. 

WILLIAM  S.  HEDGES,  NBC  vice- 
president  in  charge  of  the  Stations 
Department,  announces  the  marriage 
of  his  daughter,  Helen  Saxby  Hedges, 
to  Donald  Meredith  Kidder,  of  Chi- 

cago, on  June  28,  at  Palmyra,  Mo. 
HAL  RORKE,  on  leave  from  his 
duties  as  assistant  publicity  director 
of  CBS,  has  been  assigned  to  the 
public  relations  department  of  the 
Army  Air  Forces  in  Washington. 
BYRON  NELSON,  formerly  in  the 
printing  business,  has  been  added  to 
the  sales  staff  of  KGO,  San  Fran- cisco. 

FRANCIS  HOWARD,  former  execu- 
tive vice-president  and  space  buyer  of 

the  Kremer  &  Howard  Agency,  Mem- 
phis, has  joined  the  sales  promotion 

department  of  the  BLUE,  as  an- 
nounced by  Bert  Hauser,  BLUE  sales 

promotion  manager.  Mr.  Howard  will 
work  with  salesmen  writing  presenta- tions. 

HELLO,  SCHENECTADY! 

th 

Boomlown  America's  Own  Local  Voice 

Dedicated  to  National  Victory!  •  Devoted  to  Community  Service  and  Advancement! 

wsMv,  scHeiieeTAoy  .  .  .  »  putieir  iocal  statiom 

Designed  to  Meet  the  Specific  Needs  of  This  Important  Beehive-Busy  Market 

Six-Star  Program  Planning 
if  The  Best  of  Local  Features  .  .  .  Our  listeners'  friends  and 

neighbors  on  the  air.  Expertly  produced,  showmanly  home- town shows  I 

if  The  Tops  in  News — AP  News  .  .  .  24-hour  service  .  .  .  news 
every  hour  on  the  hour  Edited  and  delivered  by  the  nation- 

ally famous  news  commentator,  COLONEL  JIM  HEALEY ! 
if  The  Tops  in  Sports  .  .  .  Edited  and  delivered  by  DICK 

CONNERS,  area  correspondent  for  "The  Sporting  News,"  the Bible  ol  Baseball. 

if  The  Best  of  Music  . . .  From  classics  to  pop,  opera  to  hillbilly 
.  .  .  the  best  musical  libraries  artists  can  build  and  money 
can  buy. 

if  Planned  Progiamming  . . .  Intelligent  local  SHOWMANSHIP 
goes  to  work  to  provide  the  best  balanced  program  sched- 

ules, day  and  night,  for  ALL  members  of  the  family. 

■^r  Attention,  Mr.  Timebuyer ...  A  New  Break  for  the  Advertiser  1 
Boom  Market  I  Lowest  Advertising  Rates  Outside  the  Sahara 
Desert !  No  Contracts  ...  No  Stuffy  Policies  ...  No  Foolish 
Rules!  ITS  EASY  TO  DO  BUSINESS  WITH  WSNYI 

Yes.  on  JtJy  15th,  you  will  hear  for  the  first  time  .  .  . 

RADIO  STATION  WSNY 
SCHENECTADY 

Studios  and  Offices,  Plaza  Theater  Bldg.  Phone  3-3622 
250  watts  —  1240  kilocycles 

OPERATING  DAY  AND  NIGHT 
★ 

WSNY  Personnel  Possesses  the  KNOWHOW  lo  Accent 
SHOWMANSHIP  in  COMMUNITY  RADIO  I 

ROLL  OF  HONOR 

WDAY  Displays  Photos  of 
Its  Men  in  Service 

IN  A  CASE  of  natural  wood, 
WDAY,  Fargo,  N.  D.,  is  placing 
8  X  10  pictures  of  members  of  its 
staff  as  they  join  various  branches 
of  the  service. 

The  case  now  contains  pictures 
of  the  following  men :  Al  Thorwald- 
son,  newsman,  now  an  Instructor 
in  civilian  pilot  training;  Warren 
Savold,  newsman  and  engineer,  now 
a  Government  monitoring  officer; 
Robert  Dobbin,  farm  editor  and 
announcer,  now  in  officer's  training 
in  Miami;  Henry  Shells,  control 
engineer,  now  with  the  Signal 
Corps;  Carol  Smaby,  studio  pianist, 
in  the  infantry;  and  Donald  Au- 
man,  musical  director,  at  Camp 
Hulen,  Texas. 

The  Roll  of  Honor  case  was  orig- 
inated and  designed  by  Bill  Dean, 

publicity  director.  Copies  of  the 
photos  have  been  sent  to  mothers 
and  sweethearts  of  the  men. 

GERHARD  D.  WIEBE,  formerly  of 
the  Evaluation  of  School  Broadcasts 
project  of  Ohio  State  U,  has  joined  the 
program  analysis  division  of  the  CBS 
research  department.  At  the  same  time 
CBS  has  added  to  its  sales  promotion 
department  Betty  Marias,  who  has 
joined  the  staff  of  the  program  pro- motion division,  Edward  W.  Side, 
as  production  manager,  replaces  Jan 
Coufall,  resigned.  Side  was  formerly 
production  manager  of  the  Blaker 
Adv.  Agency,  New  York,  Miss  Marks 
was  former  continuity  head  of  WINS, 
New  York. 
DON  MILLER,  formerly  with  Es- 

quire, and  previously  with  Cosmopoli- tan magazine,  has  joined  the  radio 
sales  division  of  CBS 
MISS  EVELYN  BLBWETT,  former 
public  relations  counsel  for  Vick 
Chemical  Co.,  New  York,  has  been  ap- 

pointed to  the  staff  of  the  Advertising 
Council  to  serve  as  project  director, 
according  to  Dr.  Miller  McClintock, 
executive  director.  Her  services  are 
being  contributed  to  the  Council  by 
Vick,  for  whom  she  recently  handled 
a  consumers'  study  in  36  key  cities. 
TRACY  MOORE,  BLUB  Western 
Division  sales  manager,  recently  was 
given  life  membership  in  the  Los  An- 

geles Advertising  Club  and  a  gold 
watch  upon  termination  of  his  duties 
as  president. 

Carl  P.  McAssey 
CARL  P.  McASSEY,  60,  Chicago 
BLUB  Network  salesman,  died  July  4 
at  St.  Luke's  Hospital  in  Chicago after  a  long  illness.  He  was  formerly 
on  the  sales  staff  of  WCFL,  Chicago, 
before  joining  the  BLUE  in  1937. 

KGW-KEX  CHANGES 

RESULT  FROM  WAR 

STAFF  changes  at  KGW-KEX. 
Portland,  Ore.,  have  been  an- nounced by  Arden  X.  Pangborn, 
managing  director,  due  to  person- nel leaving  for  the  armed  forces. 

Succeeding  Paul  Connet,  who 

has  departed  for  a  month's  train- ing as  a  chief  specialist  in  the 
Navy,  Norman  Sugg  of  the  sales 
staff  has  been  promoted  to  head  of 
that  department.  Arch  Kerr,  for- 

merly a  Chicago  station  represen- 
tative, has  also  been  added  to  sales. 

With  Edward  Anthony  Browne, 
continuity  chief  of  ;$GW-KEX, 
being  inducted  into  thie  Army, 
Kenneth  Tillson  has  been  elevated 
to  that  position.  Replacing  Tillson 
on  the  writing  staff -  is  Roberta 
Lanouette,  music  librarian,  who  in 
turn  relinquishes  her  former  duties 
to  Charlottee  Woodward.  Two  new 

hostesses,  Barbara  '  Robinson  and Marjorie  AUingham,  have  joined 
the  stations. 

Emil  Corwin  to  Capital 

EMIL  CORWIN,  magazine  feature 
editor  of  the  BLUE  press  depart- 

ment on  July  6  left  the  net- 
work to  become  coordinator  of  ra- 

dio for  the  Dept.  of  Agriculture  in 
Washington.  He  has  been  with  the 
publicity  departments  of  NBC  and 
the  BLUE  for  eight  yeai;s,  and 
previously  was  a  reporter  for  the 
Springfield  (Mass.)  Republican 
and  Scripps-Howard  newspapers. 
Replacing  him  is  Bert  Schwattz, 
formerly  in  the  publicity  depart- 

ment of  WOR,  New  York. 

Lt.  Moffett  Promoted 

LT.  HARRY  L.  MOFFETT,  form- 
er executive  officer  of  the  public 

relations  branch.  Office  of  the 
Quartermaster  General,  has  been 
named  chief  of  the  branch,  replac- 

ing Lt.  John  S.  Hayes,  former  pro- 
gram director  of  WOR,  New  York, 

who  goes  on  duty  elsewhere.  Lt. 
James  T.  Quirk,  former  assistant 
manager  of  WFIL,  Philadelphia, 
has  been  named  to  fill  the  executive 
office  under  Lt.  Moffett. 

ARCH  OBOLER'S  NBC  series,  Plays 
for  Americans,  recently  concluded,  is 
now  being  edited  for  publication  in 
book  form  by  the  Assn.  for  Education 
by  Radio.  The  anti-Nazi  dramas  were both  written  and  produced  by  Obeler 
on  NBC. 

WJB 

DETROIT'S  LEADING 
INDEPENDENT  STATION 

Carries  a  larger  volume  of  national  adver- 

tising than  any  other  station  of  its  power. 

250  WATTS. ..24 
HOURS    A  DAY 
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JACK  STEVENS,  sportscaster  form- 
erly heard  on  the  MBS  program  The 

Inside  of  Sports  will  take  over  the 
7  :50-8  p.m.  sports  period,  on  WNEW, 
New  York,  on  Tuesday,  Thursday  and 
Saturday,  replacing  Tim  Cohane  and 
Dan  Daniel,  newspaper  sports  re- 

porters who  completed  a  13-week  cycle 
last  week.  Edelbrau  Brewery,  Brook- 

lyn, continues  as  sponsor  of  that  pe- 
riod, as  well  as  the  Monday,  Wednes- 

day and  Friday  sports  broadcasts  of 
Bob  Considine. 

ARTHUR  AMADON,  chief  announc- 
er of  WMUR,  Manchester,  N.  H.,  is 

the  father  of  an  8-pound  boy,  Dean 
Charles.  Alan  Jasper  and  Armand  La- 
Pointe,  announcers  of  WMUR,  have 
assumed  the  duties  of  the  continuity 
department. 
DON  KNEASS,  chief  announcer  of 
KGW-KEX,  Portland,  Ore.,  has  been 
designated  as  special  assistant  to  Virgil 
Smith,  news  editor.  Kneass  edits  four 
15-minute  daily  newscasts  and  broad- 

casts five,  under  the  title,  Kneass 
with  the  News. 

DAVID  BANKS,  formerly  with 
WMPS,  Memphis,  has  returned  to 
WWL,  New  Orleans,  to  replace  Al 
Godwin. 
VIRGINIA  OHLANDER,  in  charge 
of  KOWH,  Omaha,  traffic  depart- 

ment, has  returned  to  work  following 
her  marriage  to  John  J.  Van  Hoozer, 
reporter-photographer  of  the  Omaha 
World-Herald. 
RAYMOND  SCOTT,  conductor-com- 

poser who  has  recently  been  on  tour, 
is  returning  to  CBS  Aug.  16  to  con- 

duct a  new  series  of  musical  programs. 
STAN  SHAW,  conductor  for  the  last 
seven  years  of  the  Milkman's  Matinee program  on  WNEW.  New  York,  has 
been  released  from  his  contract  with 
the  station,  effective  July  15,  to  be 
succeeded  by  Jack  Lescoulie,  his  as- 

sistant. Lescoulie  is  currently  train- 
ing for  the  Army  Reserve  Signal 

Corps,  and  will  probably  be  called  for 
active  duty  in  about  nine  months. 

JOHN  ALLEN,  formerly  of  KVWC, 
Vernon.  Tex.,  and  Lynn  Cook  former- 

ly of  KFEL,  Denver,  Col.,  have  joined 
the  announcing  staff  of  KOB,  Albu- 

querque, replacing  Charles  Barrington 
and  Marion  Nichols. 
FRED  MILLER,  has  joined  WTRY, 
Troy. 
STUART  MacDONALD,  formerly  of 
CJKL,  Kirkland  Lake,  Ont.,  has 
joined  the  announcing  staff  at  CHML, 
Hamilton,  Ont. 
BETH  BARNES,  U  of  Alabama 
graduate,  has  joined  the  production 
and  continuity  staff  of  AVSB,  Atlanta. 
Louis  Enns  has  joined  the  WSB  Barn 
Danre  and  Bill  Sturgess  the  WSB 
clerical  staff.  Cotton  Carrier,  m.c. 
of  the  Barn  Dance,  has  joined  the 
armed  forces. 
ROBERT  MANN,  formerly  of  WJHP, 
Jacksonville.  Fla.,  has  joined  the  an- 

nouncing staff  of  WFBM,  Indian- 
apolis, and  .Tack  Duvall,  from  the  New 

York  legitimate  stage,  has  been  added 
to  the  WFBM  continuity  department. 
DICK  TERRY.  Hollywood  announc- 

er, and  June  Preisser,  film  actress, 
were  married  at  Las  Vegas,  Nev.,  on 
June  28. 

BAXTER  GOETING  has  joined 
KQW,  San  Francisco,  as  news  com- mentator. 

FRANK  BINGMAN,  NBC  Holly- 
wood announcer,  is  commentator  on  a 

new  Navy  film  short  being  produced 
by  Walt  Disney  Productions. 

CHRISTOPHER  CROSS,  formerly 
general  manager  of  Timely  Service, 
New  York,  a  retail  merchandising 
and  publicity  service,  has  joined  MBS 
as  assistant  to  Lester  Gottlieb,  pub- 

licity director.  Cross  served  at  one 
time  as  advertising  and  publicity  di- 

rector of  Trimfit  Hosiery  Mills,  New 
York,  and  replaces  Bert  Schwartz, 
who  has  joined  the  BLUE  press  de- 
partment. 
BETTY  TODD,  formerly  script- 

writer, producer  and  director  of  WBT, 
Charlotte,  has  joined  the  production 
department  of  CBS  as  an  assistant 
director. 
DICK  CREEDON,  Hollywood  radio 
and  film  writer,  in  that  capacity  has 
joined  the  staff  of  the  weekly  CBS 
JTollywood  Showcase,  sponsored  by 
Richard  Hudnut  Inc. 
JACK  DOUGLAS,  Hollywood  writer, 
having  completed  an  assignment  on 
the  MGM  film,  "Whistling  in  Dixie," has  joined  staff  of  the  CBS  Tommy 
Riggs-Betty  Lou  program,  sponsored 
by  Lever  Bros.  Co.  as  a  Burns  &  Al- 

len Show  summer  replacement. 
LEROY  ZIEGLER,  NBC  Hollywood 
photographer,  has  been  called  to  active 
duty  in  the  Army  Signal  Corps  as 
corporal. 

Berlin  Bound 
AS  a  compliment  to  Harry 
W.  Flannery,  CBS  Hollywood 
commentator  and  author,  the 
flagship  of  a  B-25  bomber  fleet 
of  planes  was  named  after 
the  title  of  his  book,  Assign- 

ment to  Berlin.  Book  re- 
counts Flannery's  experiences 

as  a  CBS  Berlin  corre- 
spondent. 

ERIC  R.  DANIELSON,  staff  mem- 
ber of  NBC-Chicago  for  12  years,  has 

been  appointed  day  program  traffic 
supervisor,  succeeding  Frank  R. 
Colder,  who  has  transferred  to  the 
studio  engineering  department. 
MRS.  RUTH  MOODIE,  formerly  of 
Crossley  Inc.,  New  York,  has  joined 
the  research  department  of  CBS. 

IRENE  KUHN,  of  the  NBC  promo- 
tion department,  has  been  named  co- ord; i.al  or  of  program  promotion,  a 

n-iv:  title  conferred  by  Charles  B. 
Brown,  NBC  promotion  head,  to  give 
a  better  indication  of  the  nature  of 
her  job. 

RAY  McCAY,  formerly  of  WORD, 
Spartanburg,  S.  C,  has  joined  the 
announcing  and  news  staffs  of  WATL, 
Atlanta. 

ENSIGN  CLAIR  CALLIHAN,  form- 
er announcer  of  KSD,  St.  Louis,  will 

do  special  radio  work  for  the  Seattle 
Navy  Yard. 
MIKK  CONNER,  former  announcer 
of  WMIN,  St.  Paul,  and  Myron  Wal- 

lace, Chicago  freelance  announcer  and 
radio  actor,  have  joined  the  announc- 

ing staff  of  the  Air  Edition  of  the 
Chicago  Sun,  to  start  operation 
shortly  on  WHIP,  Hammond. 
RONALD  DAWSON,  formerly  pro- 

duction manager  of  the  West  Virginia 
Network,  has  joined  the  cast  of  CBS 
Helen  Trent  and  the  acting  staff  of 
WBBM.  Chicago. 

ELMO  ISRAEL,  former  scriptwriter 
and  producer  of  WSB,  Atlanta,  has 
taken  leave  from  Army  duties  to  han- 

dle radio  promotion  and  programming 
in  connection  with  the  United  War 
Work  Fund  drive  in  Atlanta,  July 
7-17. 

GILBERT  SIMON,  promotion  man- 
arger  of  WKBN,  Youngstown,  has  as- sumed the  combined  duties  of  director 
of  ijromotion  and  publicity. 

WFBC  announces  the  completion 

of  its  new  directional  antennae 

system,  and  the  inauguration  of 

5,000  watts  day  and  night.  This 

makes  WFBC  South  Carolina's 

most  powerful  broadcasting  voice. 

WFBC 

GREENVILLE,  SOUTH  CAROLINA 

NBC  RED  NETWORK-KEY  STATION,  BLUE  RIDGE  NETWORK 
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GEORGE  MICHAEL,  former  an- 
nouncer of  the  920  Clui  of  WORL, 

Boston,  now  stationed  at  Gamp  Lee, 
Va.,  married  Mildred  Ham  July  6. 
Alan  Keyes,  formerly  chief  announcer 
of  WHLS,  Port  Huron,  Mich.,  has 
jointed  the  announcing  staff  of  WORL. 

LEE  BLOOMGARDEN,  former  NBC 
and  CBS  scriptwriter,  is  now  enrolled 
at  a  Navy  radio  school  at  Newjiort, 
R.  I. 

GILBERT  WALES,  foreign  corre- 
spondent formerly  with  the  Chicago 

Tribune,  New  York  Herald  Tribune 
and  INS,  has  joined  KPO,  San  Fran- 

cisco, as  commentator. 

WILLIAM  RODDY,  former  announc- 
er of  KHUB,  Watsonville,  Cal.,  has 

joined  KPO,  San  PVancisco. 

DON  MARTIN,  manager  of  the  news 
bureau  of  KGO.  San  Francisco,  be- 

came the  father  of  a  baby  boy  recently. 

ON  THE  BIGGEST  \ 

NEWS-NAME  IN  RADIO 

on  your  own  station . .  for  your 

own  sponsor . .  at  your  own  rate 

"The  best  reporter  ever  to  take  to  the  airlanes" 
— says  a  leading  trade  publication!  "A  must 
on  your  radio  schedule" — quotes  the  radio  editor 
of  a  large  metropolitan  daily!  Every  night, 
Monday  thru  Friday,  Fulton  Lewis,  Jr.  commands 
an  audience  of  millions  on  165  Mutual  stations, 
representing  a  larger  number  of  sponsors  than 

any  other  radio  personality.  You're  really  missing 
the  best  bet  of  the  year  if  you  haven't  sold 
Fulton  Lewis,  Jr.  in  your  town.  It'll  prove  the 
easiest  selling  job  and  the  most  resultful  pro- 

gram you've  ever  had  the  pleasure  to  offer.  Get 
busy  noiv — he's  yours  to  sponsor  at  only  your 
one  time  quarter  hour  rate  per  week !  WIRE, 
PHONE  or  WRITE  to  WM.  B.  DOLPH,  WOL, 
WASHINGTON.   D.  C. 

RICHARD  GOGGIN,  director  and 
producer  of  WABC,  New  York,  is 
spending  his  vacation  teaching  radio 
a^'ling  and  producing  at  the  summer 
dramatic  school  of  the  Woodstock 
Playhouse,  Woodstock,  Mass.  He  re- turns to  WABC  July  20. 

MAYNARD  STITT  has  resigned  from 
the  special  events  division  of  NBC  to 
join  the  Institute  for  Public  Rela- tions to  do  publicity  work. 

FRANK  BARTON,  announcer  of 
KPO,  San  Francisco,  has  been  tranj- 
iVrred  to  the  Holiyw-  iHl  NBC  st'rlioj; 
rejJacing  Hal  Gibney,  who  enlisted in  the  Army. 

JAMES  FINLAY,  producer  of  the 
CBC  Toronto  studios,  became  the 
father  of  a  baby  girl  on  Juiy  1. 

JAMES  WHITAKER,  announcer  of 
WWVA,  Wheeling,  W.  Va.,  has  been 
inducted  into  the  Armj'.  Willard  Scott, 
also  an  announcer,  is  now  a  flying 
cadet  in  the  Army  Air  Force  and  has 
reported  for  flight  training  in  Cali- fornia. 

VAL  CLARE,  newscaster  of  CKLW, 
Windsor-Detroit,  wiU  address  the 
Lions  Club  of  Chicago  on  July  16. 

BUDD  LYNCH,  former  sportscaster 
of  CKLW,  Windsor-Detroit,  is  now on  active  service  with  the  Canadian Army. 

LYLE  VAN,  NBC  announcer,  is 
pinch-hitting  for  Bill  Stern,  NBC 
sportscaster  and  director  of  sports,  on 
the  daily  NBC  sports  program  while 
the  latter  is  on  a  two-week  vacation. 
TED  FEN,  of  WBML,  Macon,  Ga., 
on  July  13  joins  WGST,  Atlanta,  as 
an  announcer. 

ALAN  CHARLES,  announcer  of 
WIBG,  Glenside,  Pa.,  left  July  7  for 
Army  service.  He  is  replaced  by  Lew 
Rogers,  former  staff  announcer,  re- 

turning to  the  station  from  Newfound- land. 

VERN  HANSEN,  announcer  of  WGN, 
Chicago,  for  the  last  six  years,  on  July 
12  joined  WJSV,  Washington. 

WILLIAM  RODDY,  of  the  KPO,  San 
Francisco,  guest  relations  staff,  has 
been  promoted  to  announcer. 

BILL  BROOKS,  formerly  of  WHBL, 
Sheboygan,  Wis.,  has  joined  the  an- nouncing staff  of  WOSH,  Oshkosh, 
Wis. 

CHARLES  HOLT,  formerly  program 
director  of  WCBI,  Columbus,  Miss., 
has  joined  WCOV,  Montgomery,  Ala. 

EARL  McCARRON,  program  direc- tor of  CKCW,  Moncton,  N.  B.,  is  the 
winner  of  a  song-writing  contest  con- 

ducted in  Canada  by  Blended 
Rhythm,  a  program  sponsored  by 
Buckingham  cigarettes.  The  winning 
tune,  "Lament  of  the  Wind  and  the 
Rain,"  will  be  published  shortly  by 
the  Southern  Music  Co.,  New  York. 

CHARLES  VICTOR,  announcer  of 
WGN,  Chicago,  recently  on  leave  in 
Hollywood  to  play  in  the  RKO  pic- 
Tiirp  "Sweet  or  Hot,"  entered  the Army  July  3. 

.JOSE    RODRIGUES,  KFI-KECA, 
Los  Angeles  commentator,  is  conduct- 

ing a  Spanish  class  for  staff  members. 

TRUMAN  BOARDMAN,  Hollywood 
radio  writer-producer,  is  handling 
script  of  Universal  Pictures  screen- 

play, "Arabian  Nights." 
MORTON  CARL  JAMPEL,  announc- 

er of  WFDF,  Flint,  Mich.,  has  joined 
the  NBC  publicity  department. 

JOHN  MITCHELL,  formerly  of  the 
BLUE  mailroom  staff  and  onetime  in- 

structor in  drama  at  Missouri  U  and 
at  Northwestern  U,  has  been  ap- 

pointed a  member  of  the  BLUE  script- writing  staff.  He  replaces  Edward  J. 
Gilmore  Jr.,  who  has  resigned  to  join the  Navy. 

LAVINIA  S.  SCHWARTZ 

PLANNING  and  superv
ising 

production  of  all  public  serv- 
ice programs  of  CBS-Chicago 

is  the  job  of  Lavinia  S. 
Schwartz,  midwestern  educational 
director  of  the  network.  Besides 
that,  she  looks  after  a  daughter 
at  Mills  College  in  California,  a 
son  in  high  school  and  another  son, 
16,  a  student  at  the  U  of  Chicago. 

Starting  with  WBBM,  Chicago, 

in  1938,  Mrs.  Schwartz  was  al- 
ready known  throughout  the  city 

for  originating  an  "invisible  host- ess" entertainment  service  and 
talent  bureau,  as  well  as  for  her 
accomplishments  in  social  welfare 
groups  and  the  School  Broadcast 
Conference.  Recently  she  was  ap- 

pointed public  service  consultant 
for  the  6th  Civilian  Defense  Re- 

gion of  OCD. 
A  Vassar  graduate  with  Phi 

Beta  Kappa  honors,  Mrs.  Schwartz 
is  responsible  for  supervision  of 
WBBM  originations  of  religious, 
literary  and  public  affairs  pro- 

grams on  CBS  and  local  civic  serv- ice broadcasts  including  the  City 
Library  and  Park  District  pro- 

gram, a  dramatic  serial  of  the 
Council  of  Social  Agencies,  and 
special  civilian  defense  programs. 

CARL  E.  WIENINGER,  director  of 
the  record  department  of  KPO,  San 
Francisco,  has  written  a  new  song, 
"Stay  On  Your  Toes,  America,"  which has  been  heard  several  times  on  the 
air  on  the  coast.  * 

The  Twin  Port  Cities  of 

DULUTH- SUPERIOR 
BUY  12.7% 

MORE  CLOTHES than 

FT.  WORTH! 

KDAL 

Duluth,  Minnesota 

ORIGINATING  FROM  WOL  WASHINGTON.  D.  C. 

Affiliated  with  the  MUTUAL  BROADCASTING  SYSTEM 
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Oxarart,  Morton  Raised 

In  CBS  West  Coast  Shifts 

FRANK  OXARART,  veteran  agen- 
cy and  radio  executive,  formerly 

with  KQW,  CBS  key  station  for  the 
San  Francisco  area,  has  been 
7iamed  San  Francisco  manager  of 

Mr.  Oxarart Mr.  Morton 

Radio  Sales  Inc.,  CBS  spot  sales 
subsidiary.  He  replaces  Chet  Doyle, 
now  in  the  Army. 

J.  A.  (Arch)  Morton,  former 
commercial  manager  of  KIRO, 
Seattle,  has  been  appointed  assist- 

ant to  Donald  W.  Thornburgh, 
CBS  Pacific  Coast  vice-president. 
He  replaces  William  E.  Forbes, 
named  new  general  manager  of 
WCCO,  Minneapolis,  and  will  be 
quartered  in  Hollywood.  In  his  new 
position,  Mr.  Morton  will  be  in 
charge  of  network  sales  service  and 
assist  Mr.  Thornburgh. 

Noyes  Named  by  NBC 
NORMAN  NOYES,  of  NBC's 
Hollywood  office,  has  been  appoint- 

ed coordinator  of  national  spot 
sales  for  the  network's  Western 
Division,  it  was  announced  last 
week.  Mr.  Noyes  will  be  in  charge 
of  the  division's  spot  sales  activi- 

ties, with  the  exception  of  the  San 
Francisco  area,  Oregon  and  Wash- 

ington, which  will  be  under  the  di- 
rection of  Thomas  Ray,  Jr.  of  the 

NBC  San  Francisco  offices.  With 
these  appointments,  the  former 
duties  of  Sydney  L.  Dixon,  who 
died  suddenly  June  23  [Broadcast- 

ing, June  29],  will  be  divided. 

Bakers  Continue  Spot 
IN  LINE  with  the  general  trend  of 
baking  companies  to  continue  spot 
broadcasting  through  the  summer. 
Ward  Baking  Co.,  New  York 
[Broadcasting,  June  22],  has 
started  thrice-weekly  participations 
on  Adelaide  Hawley's  Women's 
Page  of  the  Air  on  WABC,  New 
York,  for  Ward's  and  Tip  Top bread  and  cake.  At  the  sme  time, 
Continental  Baking  Co.,  New  York, 
announces  an  increase  in  the  use 
of  spot  announcements  for  its  local 
bakers.  J.  Walter  Thompson  Co., 
New  York,  handles  the  Ward  ac- 

count, and  Ted  Bates  Adv.,  New 
York,  is  the  agency  for  Continental. 

Join  Directors  Guild 

NEW  MEMBERS  recently  admit- 
ted to  the  Radio  Directors  Guild, 

New  York,  making  a  total  mem- 
bership of  48,  are:  Homer  Fickett 

and  Kenneth  Webb,  BBDO;  Carlo 
De  Angelo,  head  of  radio  produc- 

tion, Sherman  &  Marquette,  Chi- 
cago; Chick  Vincent,  free  lance; 

Don  Bernard  and  Larry  Holcomb, 
William  Esty  &  Co.,  New  York; 
Jack  Johnstone,  Biow  Co.,  New 
York;  Tom  Riley,  NBC;  John  Dietz 
and  Clinton  Johnston,  CBS,  and 
Bill  Rousseau,  Transamerican 
Broadcasting  &  Television  Corp. 

WOW'S  favorable  wave-length,  ade- 
quate power,  and  exclusive  NBC  net- 
work affiliation,  offer  spot  advertisers 

MOST  for  their  money. 

OWNED    AND    OPERATED    BY    THE    WOODMEN    OF   THE    WORLD    LIFE    INSURANCE  SOCIETY 

John  J.  Gillin,  Jr.,  Gen'l  Mgr.    °   John  Blair  Co.,  Representatives 
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Corwin  Prepares  Series 

Of  Plays  From  London 
NORMAN  CORWIN,  CBS  writer- 
producer,  who  has  been  planning  a 
visit  to  England  to  direct  a  special 
series  of  programs  in  cooperation 
with  the  BBC  [Broadcasting,  May 
18],  has  arrived  in  London,  accord- 

ing to  CBS,  and  on  July  27  plans 
to  start  a  series  of  seven  Monday 
evening  broadcasts  on  CBS,  10- 
10:30  p.m.  (EWT),  to  tell  the 
United  States  how  British  citizens 
are  reacting  under  war  conditions. 

Mr.  Corwin  will  write  and  direct 
the  programs,  while  Edward  R. 
Murrow,  chief  of  the  CBS  Euro- 

pean staff,  will  produce  the  broad- 
casts and  serve  as  narrator.  Also 

in  London  arranging  details  with 
the  BBC  is  Lindsay  Wellington, 
chief  of  the  BBC  in  New  York. 

Commercial  British  Radio  Is  Possible 

In  Post-War  Era^  Declares  Fergusson 
THERE  IS  a  "definite  possibility" 
that  broadcasting  in  England  after 
the  war  may  become  commercial, 

at  least  on  a  ba- 
ds supplementary 

to  the  present 

system  of  Gov- 
ernment -  con- 

trolled radio,  ac- 
cording to  Wil- 

liam B.  B.  Fer- 
gusson, managing 

director  of  Lord 
&  Thomas  Ltd., 
London,  now  in 
New  York  to 

study  the  advertising  picture  in 

Mr.  Fergusson 

2 

FOR  THE  PRICE 

BLUE   NETWORK  STATION 

WTCN 

Gives  You 

Blankef  Coverage  of 

ST.  PAUL  AND 

MINNEAPOLIS 

with  Population 

OVER  800,000 

Write  for  Details  of  Programs 
and  Time  Available,  Rates, 

Market  Data,  and  Other 
Information 

FREE  &  PETERS.  \K  ,  Mkm  National  Representatives 
New  York,   Chicago,   Detroit,   Atlanta,   Los  Angeles,   San  Francisco 

this  country  under  wartime  condi- tions. 

Mr.  Fergusson  did  not  go  deeper 
into  this  commercial  possibility  for 

English  radio,  but  did  stress  radio's usefulness  during  the  war  as  the 
best  possible  medium  to  make  for 
better  understanding  between  the 
United  States  and  Great  Britain. 

Will  Contact  Networks 

Primarily  to  further  this  idea,  he 
plans  while  here  to  contact  the  net- 

works, as  well  as  large  companies 
using  radio,  to  suggest  ways  in 
which  special  programs  might  be 
set  up  to  clarify  the  English  view- 

point to  American  listeners. 
He  cited  extreme  interest  of  Eng- 

lish listeners  in  the  BBC  presenta- 
tions of  the  Jack  Benny  and  Bob 

Hope  programs,  transcribed  by 
NBC  without  commercials,  and 
broadcast  in  England  on  a  regular 
weekly  basis. 

Mr.  Fergusson,  in  addition  to  his 
executive  duties  at  Lord  &  Thomas, 
is  a  member  of  a  special  radio 
panel,  which  acts  in  an  advisory 
capacity  to  the  BBC.  Together  with 
a  "listener's"  panel,  made  up  of 
English  radio  listeners,  the  group  is 
"rather  equivalent  to  the  Ameri- 

can Crossley  system,"  Mr.  Fergus- son  said. 

More  American  Programs 

The  general  feeling  toward  BBC 
programs,  the  Lord  &  Thomas  exec- 

utive said,  indicates  considerable 
room  for  improvement,  especially 
in  dramatic  and  variety  types.  If 
the  BBC  were  to  present  programs 
keyed  to  the  American  style  as  well 
as  incorporate  more  American 
broadcasts,  it  would  be  a  definite 
step  toward  a  better  allied  senti- 

ment between  the  two  nations,  he 
said. 

Along  this  line,  Mr.  Fergusson 
suggested  that  it  might  be  well  for 
America  to  tell  the  British  people 
how  it  is  backing  them  in  the  war 
effort,  and  that  radio  is  one  of  the 
best  means  of  doing  so.  As  an  ex- 

ample, he  cited  Bob  Hope  show 
originating  from  Army  camps,  the 
soldiers  cheering  in  the  audience 
being  one  of  the  clearest  ways  of 
picturing  the  tremendous  scope  of 
the  American  training  program. 

Since  the  British  people  no 
longer  hear  anything  but  Axis- 
controlled  propaganda  broadcasts 
from  stations  in  continental  Eu- 

rope, the  BBC  has  made  an  effort 
to  fill  the  gap  left  by  the  cessation 
of  commercial  programs  on  those 
stations,  Mr.  Fergusson  added. 

No  Advertising  Changes 

Asked  whether  there  have  been 
any  noteworthy  changes  in  the  gen- 

eral advertising  picture  in  war- 
time England  since  the  release  in 

February  of  this  year  by  Lord  & 
Thomas  of  the  brochure  What  is 
Life  Like  .  .  .  With  the  Enemy  Less 
Than  20  Minutes  Away  [Broad- 

casting, Feb.  16],  Mr.  Fergusson 
stated  the  British  Government  con- 

tinues to  place  10%  of  the  paid 

MORNING  AND  NIGHT  listener 
of  WDAY,  Fargo,  from  the  day  it 
opened,  is  the  claim  of  Mrs.  Julia 
Zillgitt  of  Fairmont,  N.  D.  Visit- 

ing the  studios  recently,  she  pre- 
sented the  staff  with  a  flag  which 

slie  had  crocheted  while  listening  to 
WDAY  programs.  The  flag  is  now 
being  displayed  in  Studio  A. 

space  available  in  newspapers.  The 
ads  continue  to  instruct  and  advise 

the  people,  serving  "more  as  a 
guide  than  a  stimulant,"  while  the 
whole  volume  of  advertising  re- 

mains on  a  steady  basis,  although 
the  demand  to  advertise  still  ex- 

ceeds the  available  space  supply,  he 
said. 

Advertising  agencies  with  busi- 
ness in  general  still  face  a  difficult 

problem  of  personnel,  Mr.  Fergus- 
son  noted,  it  being  practically  im- 

possible sometimes  to  find  "the 
right  man  for  the  right  job."  He 
praised  highly  the  British  Govern- 

ment's methods  of  placing  various 
advertising  campaigns  with  agen- cies. 

Government  Sponsorship 
Asked  whether  he  thought  it 

would  be  advisable  for  the  Ameri- 
can Government  to  promote  war- 
time activities  with  paid  advertis- 

ing Mr.  Fergusson  replied  that  in 
his  opinion  the  government  should 
sponsor  vital  projects.  In  England, 
such  action  has  raised  the  standard 

of  advertising,  he  said,  and  has  in- 
spired public  support  through  a 

simple,  straightforward  way  in 
which  necessary  facts  are  presented 
to  the  people. 

One  innovation  in  the  last  few 
months  which  is  already  affecting 

advertising  and  will  doubtless  af- 
fect post-war  advertising,  is  the 

introduction  by  the  British  Gov- 
ernment of  a  "zoning  system" 

whereby  manufacturers  may  sell 
their  products  only  in  prescribed 
districts  near  their  own  plants.  In 
explaining,  Mr.  Fergusson  said  bis- 

cuit manufacturers  already  are  con- 
fined to  distribution  in  certain 

areas  and  he  declared  the  system 
will  doubtless  spread  rapidly  be- 

cause of  transportation  difficulties. 
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JOE  CONGRESS,  formerly  UP  for- 
eign correspondent  in  Paris,  who  has 

also  been  heard  as  CBS  commen- 
tator from  that  city,  has  started  a 

series  of  six  broadcasts  on  TVJZ  titled 
The  Underground  in  Europe.  Con- 

gress, who  was  a  prisoner  of  the  Nazis 
in  1940  in  France,  will  describe  the 
workings  of  the  underground  frater- 

nity which  is  now  fighting  the  Nazis 
in  Europe.  Each  program  will  be  de- 

voted to  a  different  Nazi-conquered 
country. 

WHN,  New  York,  on  July  15  wiU  re- 
ceive a  plaque  from  Fort  Hancock, 

Highlands,  N.  J.,  "in  recognition  of the  meritorious  efforts  of  its  staff  to 
provide  entertainment  and  to  promote 
morale  of  the  officers  and  men  of  Fort 
Hancock."  Herbert  L.  Petty,  director of  WHN,  will  receive  the  award  from 
Brig.  Gen.  P.  S.  Gage,  commanding 
ofBcer,  during  the  broadcast  of  WHN's 
Toil  Tell  'Em  Soldier  program. 
AN  INNOVATION  in  NBC's  re- 

corded Thesaurus  programs,  is  the  pro- vision for  the  elimination  of  certain 
portions  of  script,  to  facilitate  the  in- 

clusion of  commercial  copy,  thus  mak- 
ing sustaining  continuities  easily  con- vertible into  commercials.  Three  spots 

for  the  substitution  of  local  commer- 
cials for  sustaining  copy  are  included 

in  the  quarter-hour  and  half-hour 
scripts.  Accurate  timing  of  the  indi- 

cated portions  accompanies  the  con- 
tinuity to  guide  local  program  men  in 

writing  their  own  commercials. 

WALTER  KANER.  director  of  pub- 
licity and  special  features  of  WWRL, 

New  York,  and  known  to  stamp  collec- 
tors for  his  cartoons,  broadcasts  and 

syndicated  column  on  stamps,  has 
been  chosen  by  the  War  Savings  Staff 
of  the  Treasury  Department  to  author 
"Stamps  for  Victory"',  a  special  fea- ture for  release  to  newspaper  stamp 
editors  and  philatelic  magazines.  Pur- 

pose of  the  sheet  is  to  promote  the  sale 
of  war  bonds  and  stamps  among  the 
nation's  stamp  collectors. 
AS  PART  of  the  Oklahoma  rubber 
scrap  drive,  W.  G.  Skelly,  chairman 
of  the  state  campaign  and  owner  of 
KVOO,  Tulsa,  delivered  a  radio  ad- 

dress on  a  hookup  of  all  the  stations 
in  Oklahoma. 

NEW  studios  of  CFGP,  Grande 
Prairie,  Alta.,  were  opened  July  4  in 
the  Northern  Broadcasting  Bldg.  on 
Third  St.  East. 

ENTIRE  personnel  of  WGTM,  Wil- 
son, N.  C,  is  wearing  "In  Service  of 

Home  and  Nation"  radio  buttons  be- 
ing distributed  by  WJR  and  WGAR. 

OLD-FASHIONED  melodrama  will 
be  presented  by  a  regular  stock  com- 

pany of  Chicago  radio  actors  on  a  CBS 
weekly  feature  Tenf  Show  Tonight. 

TO  KEEP  Americans  informed  of 
their  country's  war  program,  NBC devoted  197  hours  and  38  minutes  to 
508  network  broadcasts,  during  the 
period  Dec.  7,  1941-June  1,  1942,  ac- 

cording to  a  network  statement.  Of 
the  program  total  related  to  the  war 
effort.  429  were  sustaining,  with  a 
total  broadcast  time  of  158  hours  and 
26  minutes,  while  79  separate  com- 

mercial broadcasts  contributed  39 
hours  and  18  minutes  to  the  war.  In 
addition,  NBC  presented  a  total  of 
1.959  war  announcements  of  which 
1,668  were  made  during  commercial time. 

KQW,  San  Jose,  Cal.,  on  July  -S 
dedicated  new  studios  in  Oakland, 
situated  in  the  Fox  News  Theater 
in  the  downtown  section.  Oakland 
civic  personalities  and  officials  of  the 
theater  and  the  radio  station  ap- 

peared  on   the   inaugural  broadcast. 
KQW-CBS  banners,  microphones  and 
display  photos  of  CBS  and  KQW  ar- 

tists are  exhibited  in  the  lobby  of  the 
theater  on  permanent  display. 

NBC  Hollywood  studio  building  roof 
is  being  converted  into  an  employes 
sun  deck  and  recreation  center. 

First  Headliner 

CLAIMS  of  certain  stations 
that  they  originated  the  prac- 

tice of  announcing  headlines 
in  front  of  newscasts,  are 
challenged  by  Northern 
Broadcasting  Co.  Northern, 
which  operates  six  stations 
in  Ontario  and  Quebec,  last 
week  stated  that  it  started 
using-  that  style  more  than 
a  year  and  a  half  ago,  and 
recently  had  the  satisfaction 
of  seeing  Canadian  Press 
adopt  the  technique  for  its 
full  news  service. 

WDAY,  Fargo,  N.  D.,  broadcast  the 
recent  grand  opening  of  Fargo's  new Greyhound  bus  terminal.  Howard  Nel- son and  Ken  Kennedy  handled  the 
broadcast  which  included  addresses  by 
city  officials,  telephone  conversations 
of  parents  talking  to  sons  in  service 
and  music  by  local  drum  and  bugle units. 

KSD,  St.  Louis,  has  entered  its  un- 
defeated golf  team  in  the  St.  Louis 

Metropolitan  Golf  Assn.  twilight 
league,  now  inlaying  its  ten-week  tour- 

nament series.  The  tournament  in- 
cludes teams  from  three  other  St. 

Louis  stations.  KSD  team  members 
include  Program  Director  Frank 
Eschen,  captain ;  Jones  Scovern  and 
Dick  O'Brien,  salesmen ;  Harold Grams,  announcer ;  Larry  Trombly, 
engineer  and  Warner  Schoyen,  news writer. 

WTTM,  Trenton,  N.  J.,  cooperated 
in  the  July  1  "Retailers  for  Victory" 
day,  by  making  arrangements  with 
merchants  to  have  radios  in  prominent 
places  tuned  to  the  station  while  An- nouncer Don  Douglas  promoted  the 
sale  of  War  Bonds  and  Stamps.  Pro- 

gram, through  the  12-12:15  p.m.  i>e- riod.  included  transcriptions  of  Eddie 

Cantor  singing  "Any  Bonds  Today" 
and  "Last  Message  From  Corregidor." 
WSB,  Atlanta,  is  running  a  thrice- weekly  feature.  Music  of  the  Allied 
Nations,  in  which  composers  and  com- 

positions popular  in  the  United  Na- 
tions are  introduced.  Each  show  pre- 
sents music  from  a  different  country. 

There's  a  bit  of  Galileo  in  all  of  us 

E\  er)  body  likes  to  discover  something.  To  many  men, 

the  fruits  of  an  exploration  are  reasons  for  a  thumbs-in- 
vest feeling.  Btit,  to  ad\ertising,  management  and  sales 

executives,  new  discoveries  mean  new  and  more  result- 

ful  applications  of  their  business  energy.  It  is  natural 

that  they  turn  to  Printers'  Ink  for  help,  because  this 
magazine  has  long  held  the  reputation  of  being  able  to 
disco\  cr  ne^v  trends  before  they  gain  momentum. 

Timely,  helpful  editing  like  this  gives  Printers'  Ink 
access  to  many  an  inner  sanctum  ■where  time-buying  de- 

cisions are  made.  And  ̂ vith  it  rides  the  promotion  of  ra- 

dio stations  and  networks  advertising  in  Printers'  Ink. 

The  radio  stations  and  nefivorks  listed  here  are  "rid- 

ing in"  on  this  "magic  carpet."  You  can,  too,  for  as  little 
as  .S40.  per  one-sixth  page  on  a  1 3-time  schedule. 

PRINTERS'  Ink The  Weekly  Magazine  of  Advertising,  Management  and  Sales 
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Radio  networks  and  stations  using 

Printers'  \nV.  during  the  first  six 
months,  1942. 

BLUE  NETWORK  CO.,  INC.  ' BUFFALO  BROADCASTING  CO. 
COLUMBIA  BROADCASTING  SYSTEM 
C0LUM:,IA  PACIFIC  NETWORK 
COWLE3  STATIONS 
DON  LEE  BROADCASTING  SYSTEM 
MUTUAL  BROADCASTING  CO. 
NATIONAL  BROADCASTING  CO. 
N.B.C.  SPOT  AND  LOCAL  SALES 
WESTINGHOL'SE  RADIO  STATIONS 
YANKEE  NET\S  ORK 
KDKA,  PITTSBURGH 
KMOX,  ST.  LOUIS 
KNX,  LOS  ANGELES 
KRNT,  DES  MOINES 
KSO,  DES  MOINES 
KYW,  PHILADELPHIA IX' ABC,  NE1S'  YORK 
WET,  CHARLOTTE WBZ-iX'BZA,  BOSTON 

WCAE,  PITTS::URGH 
WCCO,  MINNEAPOLIS 
WCOP,  BOSTON ■SDRC,  HARTFORD 

WEAF,  NEW  YORK 
WEVD,  NEW  YORK 
WFIL,  PHILADELPHIA 
WGAR,  CLEVELAND 
WGL,  FORT  WAYNE 
WGN,  CHICAGO 
WGR,  BUFFALO 
WGY.  SCHENECTADY 
WHEC,  ROCHESTER ■«'HK.  CLEVELANT3 

WHO,  DES  MOINES 
WJR,  DETROIT WJSV,  \>;-ASHINGTON 
WJZ,  NEW  YORX WKB'C',  BUFFALO 

WLIB,  NZW  YORK 
WMC,  MEMPHIS 
■W  MT,  CEDAR  RAPIDS- WATERLOO 
^  NAX,  SIOUX  CITY-YANKTON 
WOR,  NEW  YORK 
WORE.  BOSTON WOW,  oj:aha 
v;  owo,  roRT  wayne 
WRNL,  RICHMOND 
WSGN,  BIRMINGHAM 

WSM,  NASH\'ILLE WTAM,  CLEVELAND 
WTAR.  NORFOLK 
WWL,  NEW  ORLEANS 
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OFFICIAL  opening  of  the  Code 
School  for  Naval  applicants,  sponsored 
by  AVFIL.  Philadelphia,  is  to  be  held 
July  13,  although  the  teaching  of  the 
required  radio  subjects  began  July  G. 
Roger  W.  Clipp,  vice-president  and 
general  manager  of  WFIL,  has  in- 

vited Gov.  James,  of  Pennsylvania; 
Admiral  A.  E.  Watson.  Commander 
of  the  4th  Naval  District;  Mayor 
Bernard  Samuel  of  Philadelphia,  as 
well  as  prominent  radio  officials  for 
the  opening  ceremonies. 
THE  studio  funfest  for  sailors,  heard 
each  Saturday  on  BLUE  as  Blue- 

jacket Hop,  now  throws  open  its  doors 
to  all  servicemen.  Under  the  title 
Servicemen's  Hop,  the  weekl.v  studio 
party  welcomes  soldiers,  and  avia- tors, as  well  as  sailors,  marines  and 
Coast  Guardsmen  to  a  half-hour  of 
variety  shows,  grab  bags  and  dancing, 
with  partners  provided  for  those  who 
arrive  without  dates.  Program  origi- 

nates in  Chicago. 
TOTAL  net  sales  on  WQXR,  New 
York,  for  the  first  six  months  of  this 
year  were  59.1  %  over  sales  for  the 
same  period  in  1041.  and  an  increase 
of  over  100%  on  sales  listed  for  the 
entire  year  1940.  According  to  the 
station,  sales  so  far  this  year  con- 

sisted of  40%  spot  business  and  G0% 
program  sales. 
WWPG,  Lake  Worth,  Fla.,  on  July  5 
broadcast  dedication  ceremonies  at 
Camp  IMurphy.  arranged  by  Col.  Hugh 
Mitchell,  camp  commander,  and  Fred 
n.  Ford.  AVWPG  general  manager. 
Ben  Decker,  special  events  announcer 
and  Irving  L.  Heglund.  engineer,  han- 

dled the  remote  program. 
WORL.  Boston,  recently  observed  the 
first  anniversary  of  its  pioneer  bond 
and  stamp  program,  UlUHnns  For  Vic- 

tory. Although  the  program  name  has 
been  changed  to  meet  the  times,  it  is 
still  under  the  direction  of  Gordon 
Wayne. 

WKBH,  LaCrosse,  Wis.,  last  month 
set  an  attendance  mark  for  the  local 
Blackhawk  baseball  team  with  the 
staging  of  a  wedding  on  home  plate 
between  Catcher  Lou  Payor  and  Hen- 

rietta Firzst.  Arranged  and  broad- 
cast by  Chuck  Norman,  WKRH  sports- 

caster,  the  program  included  the  ac- tual ceremony,  and  music  by  WKBII 
staff  musicians.  Cash  gifts  and  mer- 

chandise were  given  the  couple  by  sta- 
tion employes,  the  baseball  club  and 

local  merchants. 

A  NEW  MIDNIGHT  show  on 
KROW,  Oakland,  Cal.  designed  for 
lister ing  by  swing  shift  workers  at 
San  Francisco  and  Oakland  war  in- 

dustries plants  is  getting  the  official 
nod  from  employers.  Prominently 
posted  on  the  main  gates  of  nearby 
shipyards  and  factories  are  l?irge  signs 
calling  attention  to  the  KROW  pro- 

gram. 
WPAR,  Parkersburg,  W.  Va.,  in  co- 

operation with  the  chamber  of  com- merce, the  AVood  County  War  Bond 
and  Stamp  committees,  local  newspa- 

pers and  officials  of  the  Office  of 
Civilian  Defense  organized  a  parade  of 
civilians  for  the  President's  Retail- 

ers For  A'^ictory  day,  July  1,  bring- ing enough  of  them  into  town  to  buy 
more  than  $100,000  in  bonds  and 
stamps  in  IT)  minutes.  The  parade  was 
timed  to  reach  the  heart  of  town  at 
exactly  noon  and  when  an  air  raid 
alarm  sounded  the  paraders  were  dis- 

persed to  the  nearest  stores  to  make 
their  bond  and  stamp  purchases. 
EACH  DAY  the  Army  Show  was 
playing  in  Philadelphia,  a  different 
piece  of  fighting  equipment  was 
parked  in  front  of  the  KYW  Building 
for  public  inspection.  A  daily  broad- cast from  the  street  also  explained 
how  the  particular  piece  of  equipment 
was  operated. 
ENTIRE  staff  of  KWIL,  Albany, 
Ore.,  has  .joined  the  Treasury's  10% 
Club,  effective  June  1. 

7%^  BASIC 

yHE  best  yardstick  for  measuring 
our  worth  as  radio  station  repre- 

sentatives is  the  steady  progress  in 
the  national  field  of  every  radio 
station  we  represent. 

The  average  increase  during  1941 
was  36.5%  over  1940  in  business 
contracted  through  our  office. 

nno  compunv 
NEW  YORK  •  DETROIT 

CHICAGO  •  SAN  FRANCISCO 

RADIO  STAtlOni  REPRESCnrartVES 

JAt  CLARKE,  formerly  a  director 
of  radio  productions  at  Lennen  & 
Mitchell,  New  York,  has  been  ap- 

pointed by  Henry  Souvaine  Inc.,  New 
York  production  firm,  to  serve  as  pro- duction director  for  the  weekly  news 
program  on  WOR,  New  York,  fea- 

turing Pierre  Huss,  former  INS  corre- 
spondent, sponsored  by  Healthaids 

Inc.,  Jersey  City.  Raymond  Spector 
Co.  is  the  agency. 
AVILLIAM  P.  MALONEY  has  been 
named  publicity  director  of  BBDO. 
New  York,  to  succeed  H.  Wieand 
Bowman  who  has  resigned  to  accept 
a  lieutenancy  in  the  Navy. 
ROBERT  MEYER,  formerly  with  the 
Compton  Agency,  New  York,  has 
joined  Fleetwings  Corp.,  Bristol,  Pa. 

BETTY  HOWARD,  head  of  produc- 
tion of  daytime  programs  of  Pedlar  & 

R.yan.  New  York,  was  married  recently 
to  Edgar  G.  Sisson  Jr.,  talent  execu- tive of  that  agency. 

PAUL  R.  WINANS.  president  of  Ad- vertising Arts  Agency.  Los  Angeles, 
has  been  awarded  the  Honorist  degree 
by  the  Ellis  Plan  Foundation  for  pro- 

ficiency in  technique  of  management 
engineering. 
LAWRENCE  WHERRY,  former 
sales  promotion  manager  of  Ralston 
Purina  Co.,  St.  Louis,  has  joined 
Sherman  &  Marquette,  Chicago,  as 
execulive  in  charge  of  Quaker  Oats 
(Ful-O-Pep)  account. 
GIL  STENDER,  account  executive  of 
Benton  &  Bowles.  New  York,  has 
joined  the  Naval  Training  School  at 
Cornell  U,  New  York,  as  a  lieutenant. 
F.  STURDEE  JARVIS.  formerly 
radio  director  of  Norris-Patterson  Ltd., 
and  lately  with  Vickers  &  Benson 
Ltd.,  Toronto  is  now  on  active  service. 
BILL  EDTNGTON.  commercial  man- 

ager of  Dickson  &  Ford  Ltd.,  Toronto, 
has  :''oined  the  secretarial  staff  of  the Minister  of  Finance  at  Ottawa. 
ALFRED  GRIFFIN,  formerly  of  the 
promotion  staff  of  MGM  Pictures, 
Culver  City.  Cal..  has  joined  the  pro- 

duction department  of  U.  S.  Adv. 
Corp.,  Chicago. 
STANLEY  A.  BROWN,  formerly 
president  of  Brown  &  Thomas  Adv., 
New  York,  has  become  a  vice-president 
of  Weiss  &  Geller,  New  York. 

Rian  Is  Honored 
C.  J.  RIAN,  account  executive  of  the 
McCord  Co.,  Minneapolis,  recently  was 
awarded  the  gold  key  for  meritorious 
services  to  the  Minneapolis  Junior 
Assn.  of  Commerce.  During  1941  Mr. 
Rian  was  radio  chairman  for  the  asso- 

ciation and  has  been  chosen  chairman 
of  the  post-war  study  committee. 

ESSO  LATIN  SERIES 

EXTENDS  UP  NEWS 

FOR  the  fifth  time  since  its  start 

a  year  ago,  Standard  Oil's  Esso Reporter  has  contracted  with  UP 
for  extension  of  its  program  of 
Latin  American  newscasts. 

Starting  12  months  ago  with 
broadcasts  in  Argentina,  Brazil, 
Chile  and  Uruguay,  the  Latin 
American  edition  of  the  Esso  Re- 

porter has  expanded  to  include  30 
stations  in  15  South  and  Central 
American  countries. 
The  latest  extension,  effective 

July  15,  will  place  the  news  on  three 
additional  outlets  in  Brazil  and 
will  expand  the  schedule  in  that 
country  from  six  to  seven  days 
weekly.  New  stations  over  which 
time  has  been  bought  are  at  Recife, 
Bello  Horizonte  and  Porto  AUegre. 
Four  newscasts  will  be  broadcast 
each  weekday  over  these  stations 
and  cover  outlets  in  Rio  de  Janeiro 
and  Sao  Paulo.  All  five  will  carry 
two  newscasts  on  Sundays. 

Existing  schedules  of  four  news- 
casts each  weekday  will  be  con- 

tinued in  fourteen  other  Latin 
American  republics  by  the  Esso 
Reporter.  McCann-Erickson  is  the 
agency  handling  the  account. 

Jones  Named  V.P.  of  UP, 

Handles  Latin  Newscasts 

JOSEPH  L.  JONES,  general  for- 
eign manager,  has  been  elected  a 

vice-president  of  the  United  Press, 
it  was  announced  last  week  by 

Hugh  Bailie,  president.  Jones' election,  Mr.  Baillie  said,  recognizes 
the  increasing  responsibilities  and 
the  growing  importance  of  the  for- 

eign department  of  the  UP  in  a world  at  war. 

Mr.  Jones  has  been  general  for- 
eign manager  since  1937.  Prior  to 

his  appointment  to  that  post,  he 
served  as  foreign  editor.  Under 
Mr.  Jones'  supervision,  UP  within 
the  last  18  months  has  developed  a 
full  radio  news  service  for  Latin 
American  broadcasters.  Patterned 
after  the  UP  domestic  radio  news 
service,  it  now  supplies  more  than 
60  broadcasting  outlets  in  Latin 
America  with  dispatches  prepared 
specifically  for  radio  and  delivered 
to  stations  ready  for  broadcast  in 
the  language  of  the  country. 

CHARLES  T.  LIPSCOMB  Jr.,  form- 
er special  representative  of  the  Coca 

Cola  Co.,  Atlanta,  has  been  elected  a 
vice-president  of  McKes.son  &  Rob- 
bins,  New  York,  succeeding  Charles 
Hermann,  resigned.  Mr.  Lipscomb  will 
be  in  charge  of  the  company's  indus- trial chemical  division. 

in  the  Thick  of 

WAR 

Spending 

t  Represented  by  SPOT  SALES  Inc. 
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WILLARD  BUTLER 

WITH  NINE  years 
 of  varied 

experience  at  NBC,  Willard 
Butler,  timebuyer  of  Er- 
win,  Wasey  &  Co.,  New 

York,  is  well  equipped  to  handle 
the  long  list  of  national  spot  and 
network  accounts  which  flow  across 
his  desk.  Some  are  seasonal  ac- 

counts, some  use  extensive  year- 
round  spot  campaigns,  and  others 
use  network  shows  with  chain- 
break  and  announcement  campaigns 
to  back  them  up. 

In  the  group  are  such  diversified 
accounts  as  Lydia  Pinkham  Medi- 

cines Co.,  Macfadden  Publications 
for  Liberty  Magazine,  Carnation 
Co.  (milk).  Consolidated  Cigar  Co., 
The  Barbasol  Co.  (shaving  cream). 
Air  Transport  Assn.  of  America, 
R.  B.  Semler  (Kreml  hair  tonic), 
The  Musterole  Co.,  Forhan's 
toothpaste,  and  Primrose  House 
cosmetics. 

A  New  Englander,  Willard  was 
born  in  Quincy,  Mass.,  Dec.  9, 
1912,  and  after  high  school,  re- 

ceived an  unusual  education  at  the 
Boston  Institute  of  Advertising.  At 
that  time  a  comparatively  new 
school,  the  Institute  was  run  on  a 
basis  somewhat  similar  to  a  small 
advertising  agency.  It  had  various 
departments  and  the  students  took 
active  part  in  planning  radio,  mag- 

azine and  newspaper  campaigns, 
setting  up  budgets  and  layouts,  and 
writing  copy.  All  in  all,  Willard 
received  there  the  groundwork  for 
the  myriad  of  details  he  is  faced 
with  in  his  present  job  at  Erwin, 
Wasey. 

In  1933  he  joined  NBC  as  a  page 
boy  and  receptionist,  in  one  year 
working  up  to  an  assistant  to  the 
spot  and  local  sales  traffic  manager. 
Promoted  to  manager  of  that  di- 

vision, Butler  for  five  years  was 
responsible  for  all  spot  availability 
requests,  orders,  contract  prepara- 

tions, rate  and  discount  problems 
and  billing  instructions.  In  his 
"spare  time",  he  worked  with  the 
NBC  legal  department  in  prepar- 

ing NBC's  current  contract  form 
for  all  spot  time  sales  and  present 
rate  cards  used  by  NBC  m  &  o 
stations. 
When  Willard  joined  Erwin, 

Wasey  early  this  year,  his  position 
at  NBC  was  that  of  a  spot  time 
salesman,  one  of  his  biggest  tasks 
having  been  to  sell  and  schedule  all 
spot  radio  placed  with  the  network 
during  the  Presidential  campaign 
in  1940. 

Married  to  the  former  Dorothy 
Michel  of  NBC  New  York,  Willard 
Butler  celebrated  his  first  wedding 
anniversary  on  June  1st.  He  says 
he  hasn't  any  particular  hobbies, 
but  enjoys  "golf  and  swimming, 
being  with  people,  swapping  stories 

and  riding  along  with  a  gag". 
WINNIPElJ  merchants  are  placing  a 
one-hour  participating  program  on 
CFAR,  Flin  Flon,  Man.,  and  CKCA, 
Kenora,  Ont.  The  program  is  being 
handled  by  Tony  Messner  of  the 
Winnipeg  office  of  Stovin  &  Wright 
Ltd.,  station  representatives. 

Grant  Appointed  In  Mexico 
GRANT  ADV.,  S.  A.,  Mexico  City, 
athliated  with  Grant  Adv.,  Chicago,  is 
e.xpanding  its  Mexican  operations.  The 
agency  has  been  appointed  to  handle 
Mexican  advertising  of  Vick  Chemical 
Co.,  New  York,  Carter  Products,  New 
York  (Carter's  Little  Liver  Pills), 
Scott  &  Browne,  Bloomfield,  N.  .T. 
(Scott's  Emulsion),  and  Forhan  Di- vision of  Zonite  Products  Corp.,  New 
York  (tooth  paste).  All  four  accounts 
are  using  Mexican  radio.  The  last 
company  is  using  a  variety  half-hour 
program  weekly  on  XBW,  Mexico 
City,  and  Superman  in  Spanish  on 
Radio  Programmes  de  Mexico  Net- 

work. A  Spanish  version  of  Take  It 
or  Leave  It  has  been  placed  on  XEW 
for  Scott's  Emulsion. 

Noxon  Spreading 

NOXON,  New  York,  currently  run- 
ning spot  announcements  on  New 

York  stations  for  its  metal  polish, 
will  add  announcements  on  WABC, 
New  York,  and  WBEN,  Buffalo, 
for  13  weeks  starting  July  10. 
Agency  is  Raymond  Spector  Co., 
New  York. 

COCILANA  Inc.,  Brooklyn  (candy),  to  Al 
Paul  Lefton  Co.,  New  York.  Radio  and 
newspapers  will  be  used  this  fall  and 
winter.  Radio  plans  as  yet  unsettled. 
MENTHOLATUM  Co.,  Buffalo.  N.  Y. 
(proprietary),  to  J.  Walter  Thompson  Co., 
New  York,  effective  September  1.  Some 
spot  radio  will  be  used. 
GROCERY  STORES  Co.,  Libertyville,  111., 
to  .Joseph  Jacobs  Market  Organization  as 
merchandising  and  advertising  counsel  in 
the  Jewish  field.  Plans  have  been  made 
for  Jewish  radio  and  newspaper  advertising 
to  start  in  September. 
HARLEYSVILLE  MUTUAL  CASUALTY 
Co.  and  Mutual  Auto  Fire  Insurance  Co.. 
Harleysville.  Pa.  (insurance),  to  Carter- Thompson  Co.,  Philadelphia. 
AVALON  LANE  Co.,  New  York  (Lash- 
gro  eyelash  bcautifier  ;  the  Vita  Man.  vita- mins ;  Nature  Seed  Co..  medicines  ;  Power 
Publications),  to  S.  Duane  Lyon,  Inc.,  New 
York.  Newspapers  and  magaz  nes  will  be 
used.  No  radio  plans  at  present. 
NACTO  CLEANER  Corp.,  New  York  (spot 
remover),  to  R.  T.  O'Connell  Co.,  New York. 

DOWN 

1.  DROP  THESE  IN  YOUR  SAFETY 
DEPOSIT  BOX 

ACROSS 
2.  AND   YOU    WILL   HELP  DROP 

THESE  ON  THE  AXIS 

It  didn't  take  a  genius  to  figure 

out  that  radio  could  do  a  whale  of  a  job  in  promoting  the  war 

effort.  Bonds  buy  bombs  and  people  buy  bonds.  Ergo,  reach  the 

people.  We're  happy  about  radio's  contribution,  and  we  wanted 

to  say  so,  somehow. 

We  always  itch  with  pride  when  we  mark  one  of  Uncle  Sam's 

invoices,  "Gratis". 

Answer: 

1 .  Down — I 

2.  Across — or  need  we 

BONDS  \ 

-BOMBS  f 

tefi  you! 

SINCE  1921 

Represented    Nationally    by    KATZ  Agenc^ 
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Clark  Placements 

CLARK  BROS.  Chewing  Gum 
Co.,  Pittsburgh  (Teaberry  gum),  is 
currently  sponsoring  news  pro- 

grams on  KMOX,  St.  Louis,  ten 
minutes  weekly;  KGBX,  Spring- 

field, Mo.,  quarter-hour  weekly; 
WISH,  Indianapolis,  and  WWL, 
New  Orleans,  five  minutes,  six  days 
weekly.  The  company  also  sponsors 
locally  the  BLUE  Gangbusters, 
weekly  half  hour  drama,  on  KXOK, 
St.  Louis,  during  the  summer  and 
on  Sept.  1  will  run  four  color  pages 
in  several  national  magazines. 
Agency  is  Walker  &  Downing, 
Pittsburgh. 

It  Happened 

TEN  YEARS  AGO  THIS  MONTH 

From  the  1932  files  of  BROADCASTING 

WESX,  Salem,  Mass.,  has  applieiTto 
the  FCC  for  authority  to  move  its 
main  studio  from  Salem  to  Marble- 
head.  MnRS. 

WIDESPREAD  controversy  has  been 
provoked  in  broadcasting  and  sports 
circles  by  the  decision  of  the  Eastern 
Intercollegiate  Assn.  to  prohibit  the 
broadcasting  of  football  games  under 
its  jurisdiction.  This  followed  a  ruling 
by  the  New  York  State  Athletic  Com- mission restricting  the  reporting  of 
boxing  and  wrestling  bouts  to  sports 
writers,  referees  or  judges,  rather  than 
to  the  sports  announcers  selected  by 
the  networks  or  stations.  The  radio 
censorship  on  prizefighting  in  New 
York  was  established  July  5  following 
the  Commission's  disagreement  with 
the    descriptions    of   the  Schmeling- 

ATIONAL  ADVERTISERS  and  New  York's 
numerous  nationalities  have  one  thing 
in  common.  They  both  agree  that 

WBNX  is  THE  FOREIGN  LANGUAGE  STATION  of 
GREATER  NEW  YORK. 

No  wonder,  then,  that  WBNX  with  its  5,000  watts, 
directional,  plays  the  dominant  role  in  selling  the 

5,000,000*  foreign-language-speaking-audience  of 
the  world's  greatest  market. 
To  cash  in  on  the  opportunities  of  this  super-market, 
advertise  your  national  products  over  WBNX,  the 
Winner  of  the  Peabody  Citation  for  Public  Service  to 
Foreign  Language  Groups. 

*Over  70%  of  metropolitan  New  York's  population  is foreign  born  or  of  foreign  parentage. 

Your  Best  National  Spot  Buy  .  .  . 

Sharkey  fight  for  NBC  by  Graham 
McNamee  and  Charles  Francis 
(Socker)  Coe. • 

A  BILL  which  would  require  all  sta- 
tions to  set  aside  not  less  than  5%  of 

their  time  for  educational  programs 
prescribed  by  qualified  authorities,  and 
which  would  appropriate  $10,000  an- 

nually for  four  years  to  be  used  in 
Federal-State  promotion  of  education 
by  radio  or  "wired  radio",  has  been 
introduced  by  Senator  Metcalf  (R- R.  L). 

• 
TWENTY-FOUR  stations  have  been 
lined  up  to  carry  the  addresses  of  the 
Rev.  Charles  E.  Coughlin,  Detroit 
radio  priest,  for  a  period  of  27  weeks 
beginning  Oct.  16  and  continuing  until 
April  16,  1933,  with  Grace  &  Holliday, 
Detroit  agency,  handling  what  will  be 
known  as  The  Oolden  Hour.  Full  rates 
for  the  special  network  will  be  paid 
to  AT&T  and  to  each  radio  station. 

LOUIS  G.  CALDWELL,  former  gen- eral counsel  of  the  Radio  Commission, 
will  attend  the  International  Radio- 

telegraph Conference  at  Madrid,  be- 
ginning Sept.  3,  as  chairman  of  the 

NAB  committee  on  international  rela- 
tions. He  sails  on  the  S.  S.  Bremen 

July  27  to  attend  the  International 
Congress  of  Cooperative  Law  at  The 
Hague  before  proceeding  to  Madrid. 

• 
FLATLY  REJECTING  the  proposal 
of  NAB  that  copyright  music  license 
fees  be  increased  by  about  2-")%  to $1,2.50,000  for  1933  and  19.34,  ASCAP 
is  preparing  to  begin  negotiations  with 
individual  stations  for  a  percentage 
basis,  effective  Sept.  1. 

AIAJ.  GEN.  CHARLES  McK. 
.>ALTZMAN  has  resigned  as  chair- 

man of  the  Radio  Commission,  effec- tive July  19. 
• 

EFFECTIVE  .Tuly  1,  a  salary  cut  of 
10%  was  ordered  for  all  officials  and 
regular  employes  of  NBC,  following  a 
similar  cut  by  RCA  and  a  policy  of 
retrenchment  that  led  NBC  to  curtail 
its  staff  in  May.  CBS  previously  or- 

dered a  15%  pay  cut,  also  reducing  its staff. 
• 

MARTIN  CAMPBELL,  formerly  as- 
sistant director  of  WHAS,  Louisville, 

has  been  named  general  manager  of 
WFAA.  Dallas,  and  is  now  mustering his  staff. 

• 
LEWIS  ALLEN  WEISS,  for  the  last 
two  years  manager  of  the  Don  Lee 
Broadcasting  System,  with  headquar- 

ters at  KHJ,  Los  Angeles,  has  re- 
signed to  become  vice-president  of 

WJR,  Detroit,  effective  Aug.  1.  His 
successor  is  Leo  B.  Tyson,  former 
advertising  director  of  KI3J. 

DON  LEE,  head  of  the  CBS-Don  Lee 
System,  entertained  the  newlyweds, 
Mr.  and  Mrs.  William  S.  Paley, 
aboard  his  yacht  Melodie  in  a  cruise 
in  southern  California  just  before  Mr. 
Paley  returned  to  New  York  to  re- 

sume his  duties  as  president  of  CBS. 

EMORY  H.  LEE,  former  assistant 
radio  supervisor  for  the  Department 
of  Commerce  in  New  York,  has  been 
transferred  to  Detroit  as  radio  super- 

visor, succeeding  S.  W.  Edwards,  who 
has  left  the  service. 

WILLIAM  B.  WAY  has  been  named 
manager  of  KVOO,  Tulsa,  succeeding 
H.  A.  Hutchinson,  resigned. 

JOHN  SWALLOW,  former  geperal 
manager  of  KFAC  and  KFVD,  Los 
Angeles,  has  been  signed  as  radio  man- ager of  RKO.  His  first  assignment  is 
the  staging  of  the  new  Hollywood 
Hour  for  RKO  July  23  over  an  NBC 
network  keyed  from  KFI,  Los  Angeles. 

• 
KNOX  MANNING,  for  the  last  year 
on  the  staff  of  WORC,  Worcester,  has 
joined  the  announcing  staff  of  WNAC- 
WAAB,  Boston. 

• 
JOSEPH  F.  WRIGHT,  director  of 
WILL,  of  the  U  of  Illinois,  has  been 
elected  president  of  the  Association  of 
College  &  University  Broadcasting 
Stations,  succeeding  R.  C.  Higgy,  of 
Ohio  State  U. 

• 

GEORGE  S.  SMITH,  chief  of  the 
license  division  of  the  Radio  Commis- 

sion since  its  creation  more  than  four 
years  ago,  resigned  July  1  to  become associated  with  Paul  M.  Segal  in  the 
practice  of  radio  law.  Mr.  Segal  sails 
for  Europe  Aug.  17  on  the  S.  8.  Roose- velt to  attend  the  International  Ra- 

dio Conference  at  Madrid  as  repre- 
sentative of  the  American  Radio  Re- 

lay League. • 
FRANK  BISHOP,  for  the  last  few 
years  with  Gene  O'Fallon  as  director of  KFEL,  Denver,  has  joined  KVOR, 
Colorado  Springs,  as  manager,  suc- 

ceeding Raymond  Beckner. • 
G.  COLBY  BLACKWELL,  formerly 
assistant  secretary  of  the  Radio  Com- mission, later  with  various  stations  in 
New  York  and  New  England,  has 
joined  the  commercial  staff  of  WWVA, 
Wheeling,  W.  Va.,  now  managed  by 
Leigh  Ore,  formerly  with  WLBW, 
Oil  City,  Pa.  and  WJSV,  Washington. 

• 

CHARLES  F.  GANNON,  radio  ac- count executive  of  Erwin,  Wasey  & 
Co.,  New  York,  formerly  with  WRC, 
Washington,  and  WOR,  New  York, 
has  been  named  chairman  of  the  radio 
broadcasting  committee  of  the  Ameri- 

can Association  of  Advertising  Agen- 
cies, succeeding  Howard  Angus,  of BBDO. 

• 
PAUL  W.  WHITE  has  been  named 
publicity  director  of  CBS,  succeeding 
Jesse  S.  Butcher,  who  has  resigned 
and  left  for  a  trip  to  Europe. 

• 
BOAKE  CARTER,  recently  on  the 
staff  of  Philadelphia  Daily  News,  for 
which  he  had  conducted  news  broad- 

casts over  WCAU,  Philadelphia,  has 
resigned  to  join  the  staff  of  WCAU. 

• 
G.  RICHARD  SHAFTO,  for  three 
years  radio  specialist  with  Graybar 
Electric  Co.,  has  been  appointed  gen- 

eral manager  of  WIS,  Columbia, 
WCSC,  Charleston,  S.  C,  and 
WNOX,  Knoxville,  by  W.  Frank 
Hipp,  president  of  the  company  own- ing all  three  stations. 

Two  shows  weekly  using 

all  soldier  talent  origi- 
nating from  Camp  Lang- 

don.  Available  for  spon- 

sorship.  Rates  on  re- 

JJat.Reps.:  JOSEPH  HBHSHtY  M^GILLVRA; 
\\-  Boston  Rep.:  BLR.THA  BANNAN 
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Mr.  Mills 

Mills'  New  Plans 

Soon  to  be  Known 

Ex-ASCAP  Official  Expected 
To  Remain  in  Music 

E.  CLAUDE  MILLS,  who  retired 
as  chairman  of  the  administrative 
committee  of  ASCAP  July  1, 
shortly  will  announce  a  "new  con- 

nection," probab- 
ly in  the  music 

performing  rights 
field. 
Mr.  Mills, 

whose  activities 
in  the  radio  mu- 

sic field  go  back 
almost  to  the  on- 

set of  radio,  was 
instrumental  i  n 
working  out  both 
the  1932  and  1935 

performing  rights  contracts  with 
broadcasters.  He  was  at  logger- 

heads with  his  own  board,  however, 
in  the  handling  of  the  1940  nego- 

tiations, which  resulted  in  the  rup- 
ture of  industry-ASCAP  relations. 

"The  discontinuance  of  my  serv- 
ice with  ASCAP  is  under  circum- 

stances entirely  agreeable  to  all 
concerned,"  Mr.  Mills  told  Broad- 

casting last  Wednesday.  "I  would 
not  pretend  that  it  wasn't  a  wrench 
to  disassociate  myself  from  an 
enterprise  in  which  I  have  had  such 
a  deep  interest. 

At  Odds  With  Board 

"But  under  existing  circum- 
stances, it  being  perfectly  clear  that 

during  the  past  few  years  ASCAP's 
board  of  directors  and  myself  have 
been  completely  at  odds  as  to  policy 
and  strategy,  it  is  much  better  for 
ASCAP  and  much  better  for  Mills 

that  the  association  terminate." 
In  1919,  when  the  composer,  Vic- 

tor Herbert  and  the  late  Nathan 
Burkan,  attorney,  were  getting 
ASCAP  under  way,  Mr.  Mills 
joined  the  organization  as  general 
manager.  He  left  in  1929  as  chair- 

man of  its  Administrative  Commit- 
tee, to  become  the  president  of  Ra- 
dio Music  Co.,  a  subsidiary  of  NBC. 

This  venture  failed  and  Mr.  Mills 
returned  to  ASCAP  in  March,  1932, 
as  general  manager.  In  1937  he 
again  became  chairman  of  the  Ad- 

ministrative Committee,  when  John 
G.  Paine,  at  the  time  general  man- 

ager and  trustee  of  Music  Publish- 
ers Protective  Assn.,  became  the 

ASCAP  general  manager. 
Mr.  Mills  follows  Gene  Buck,  for- 

mer ASCAP  president,  in  retiring 
from  the  Society.  Mr.  Buck  was 
succeeded  by  Deems  Taylor,  but 
was  retained  as  a  consultant  for  a 
15  -year  period  at  $25,000  per  year. 
Mr.  Mills,  while  he  left  ASCAP  as 
of  July  1,  was  voted  one  year's 
salary  of  $35,000. 

REGINALD  LEONARD,  war  cor- 
respondent of  the  Melbourne  TTernld, 

Australia,  will  be  hoard  on  WBNX, 
New  York,  in  a  scrios  of  transcribed 
tali<s  presented  liy  the  Aiitralian  News 
and  Information  Bureau.  Leonard 
made  the  transcriptions  while  in  New 
York  on  his  way  back  to  Australia 
from  London. 

RCA  Achieves  Savings 

In  Tube  Packing  Method 
RCA  MFG.  Co.,  Camden,  N.  J.,  has 
developed  a  new  principle  of  pack- 

ing radio  tubes  which  is  saving 
RCA  some  120  tons  of  packing 
material  a  year,  as  well  as  enabling 
the  company  to  ship  twice  as  many 
tubes  in  a  boxcar  or  truck. 

Developed  by  Charles  I.  Elliott, 
RCA  tube-packing  engineer,  under 
direction  of  L.  E.  Mitchell,  man- 

ager of  the  industrial  engineering 
department,  the  new  packing  prin- 

ciple offers  greater  protection 
from  breakage,  a  lessened  cost  for 
all  transportation  cases,  reduction 
in  the  fire  hazard  and  a  saving  of 
some  30,000  additional  hours  of 
time  required  for  testing  the  tubes. 
RCA  has  granted  patent  rights 

to  other  tube  manufacturers. 

BEHIND  THE  SCENES  of  Command  Performance,  transcribed  series 
being  shortwaved  to  U.  S.  armed  forces  overseas,  are  these  Hollywood 
executives  gathered  for  a  discussion  of  production  and  technical  prob- 

lems. They  are  (1  to  r)  :  Robert  Scheutz,  manager  of  NBC's  Hollywood 
recording  division;  Glenn  Wheaton,  writer;  Maurice  Holland,  producer; 
and  Robert  Colson,  assistant  chief  of  the  radio  branch.  Army  Bureau 
of  Public  Relations. 

RETURNING  to  the  air  for  the  first 
time  since  Pearl  Harbor,  Hawaii  Galls, 
a  program  of  native  melodies  by  the 
islanders,  is  again  heard  on  MBS 
Saturday,  6 :30-7  p.m.,  via  shortwave 
from  Hawaii. 

IN  CHICAGO- 

IT'S  W-G-N 

In  Chicago,  the  spot  time  buyer  has  a  choice 

among  five  50,000  watt  stations  as  well  as  numer- 

ous others  of  smaller  power. 

Among  these  five  50,000  watt  stations,  W-G-N 

has  become  the  predominant  choice  of  these  spot 

time  buyers. 

W-G-N  not  only  carries  more  local  and  national 

spot  time  than  any  two  other  major  Chicago  sta- 

tions, but  comes  within  a  negligible  percentage 

of  carrying  more  than  the  four  other  50,000  watt 

stations  combined. 

A  Clear  Channel  Station 

50,000  WaHs 

MUTUAL BROADCASTING  SYSTEM 

BASTCRN  SALES  OFFICE:  220  E.  42nd  Street,  New  York,  N.  Y.  PAUL  H.  RAYMER  CO.,  Los  Angeles,  Cat.,  San  Francisco, Ctrft 
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THE  nudinadd.  OF 

BROADCASTING 

STATION  ACCOUNTS 

tp — studio  programa 
ne — new*  proanyns 
t — tranacriptiont 

*a — apot  announeementt 
ta — tranacriptiim  announcementt 

WGAR,  Cleveland 
Curtis  Pub.  Co.,  Philadelphia  (Satevepost) , 

6  sa,  thru  BBDO,  N.  Y. 
National  Bisciyt  Co.,  New  York  (Shred- 

dies),  10  aa  weekly,  13  weeks,  thru  Fed- 
eral Adv.,  N.  Y. 

Metro-Goldwyn-Mayer,  New  York  (Mrs. 
Miniver) ,  9  sa  weekly,  thru  Donahue 
&  Coe,  N.  Y. 

California  Fruit  Growers  Assn.,  Los  An- 
geles   (Sunkist  Lemons),   6   sa  weekly, 

5  weeks,  thru  Lord  &- Thomas,  Chicago. 
Block  Drug  Co.,  Jersey  City  (Dentu-Grip ) , 

3  aa  weekly,  15  weeks,  thru  J.  Walter 
Thompson  Co.,  N.  Y. 

WHN,  New  York 
World  Globe  Enterprises,  Chicago,  7  ne 

weekly.  26  weeks,  thru  United  Adv., 
Chicago. 

United     Institute    of     Aeronautics,  New 
York.  7  ne  weekly,  13  weeks,  thru  J.  R. 
Kupsick.  N.  Y. 

Admiracion  Laboratories,  Harrison,  N.  J., 
(shampoo).  25  ta  weekly,  13  weeks,  thru 
Chas.  D.  Reach  Co..  Newark.  N.  J. 

Ironized  Yeast  Co.,  Atlanta,  12  ta  weekly, 
thru  Ruthrauff  &  Ryan.  N.  Y. 

Sunbrock     Shows.    Chicago.     (Wild  West 
Rodeo),  70  ta  we^klv,  placed  dii-ect. 

P.  Duff  &  Sons,  Pittsburgh    (Duff's  Gin- srerbvead).  aa,   13  weeks,  thru  W.  Earl 
Bothwell  Adv.,  Pittsburgh. 

WJZ,  New  York 
Carter  Products.  New  York   (Arrid).  2  ta 

weekly,  thru  Small  &  Seiffer,  N.  Y. 
Ex-Lax  Inc.,  Brooklyn.   10  ta  weekly,  47 weeks,  thru  Joseph  Katz  Co.,  Baltimore. 
Noxon,  Inc.,   (metal  polish).  6  aa  weekly, 

39    weeks,   thru  Raymond   Spector  Co., N.  Y. 
R.  C.  Williams  Co.,  New  York  (Royal 

Scarlet  Food  nroduct<>).  3  sa  weekly.  8 
weeks,  thru  Alley  &  Richards  Co..  N.  Y. 

Curtis  Pub.  Co.,  Philadelphia.  ( fintevenost) , 
4  aa  weekly.  1  week,  t^ru  BBno.  N.  Y. 

Lever  Bros..  Cambridge.  Mass.,  (Lifebuoy), 
15  ta  weeklv,  8  weeks,  thru  Ruthrauff  & 
R.van,  N.  Y. 

WBBM,  Chicago 
Ralston  Purina  Co.,  St.  Louis  (Purina 
Dog  Chow).  3  t  weeklv.  26  weeks,  thru Gardner  Adv.  Co..  St.  Louis. 

Johnson  &  Johnson.  New  Brunswick  (Band- 
Aid).  3  ta  weeklv,  22  weeks,  thru  Young 
6  Rubicam,  N.  Y. 

WMAQ,  Chicago 
Johnson  &  Johnson,  New  Brunswick  (Band- 

Aid),  66  ta,  thru  Young  &  Rubicam, N.  Y. 
Lever  Bros.,  Cambridge  (Lifebuoy),  40  ta, 

thru  Ruthrauff  &  Ryan,  N.  Y. 

KHJ,  Los  Angeles 

Coast  Federal  Savings  &  Loan  Assn.,  Los 
Angeles.  10  sp,  thru  Robert  F.  Dennis 
Inc..  Los  Angeles. 

Ex-Lax  Inc..  Brooklvn.  5  ta  weekly  thru Joseph  Katz  Co.,  Baltimore. 

WMAL,  Washington 
Norwich  Pharmacal  Co.,  Norwich,  Conn. 

(Pepto  Bismol),  sa  weekly,  thru  Law- 
rence Gumbinner,  N.  Y. 

KFBK,  Sacramento,  Cal. 
Owens  Illinois  Pacific  Coast  Co..  San  Fran- 

cisco (glass),  weekly  aa,  direct. 

CJKL,  Kirkland  Lake,  Ont. 
Canadian  National  Carbon  Co.,  Toronto 

(Eveready  batteries)  60  t,  thru  Locke, 
Johnson  &  Co.,  Toronto. 

WMCA,  New  York 

Terminal  Barber  Shops,  New  York,  3  ne 
weekly,  13  weeks,  thru  Maxon,  N.  Y. 

WOR,  New  York 
Old  County  Trottng  Assn.,  Mineola,  New 

York,  5  ap  weekly,  thru  M.  H.  Hackett, N.  Y. 
Ward  Baking  Co.,  New  York  (Tip  Top 

Bread),  7  sa  weekly,  16  weeks,  and  7  sa 
weekly,  21  weeks,  thru  J.  Walter  Thomp- son Co.,  N.  Y. 

R.  B.  Davis  Sales  Co.,  Hoboken,  N.  J. 
(Cocomalt),  5  sa  weekly  13  weeks,  thru 
Murray  Breese  Assoc.,  N.  Y. 

Kraft  Cheese  Co.,  Chicago,  3  sp  weekly, 
13  weeks,  thru  J.  Walter  Thompson  Co., 
N.  Y. 

Peter  Paul,  Naugatuck,  Conn,  (candy  and 
gum),  3  ne  weekly,  52  weeks,  thru  Platt- Forbes  Inc.,  N.  Y. 

Newsreel  Theatres,  New  York.  2  ne  week- 
ly, 52  weeks,  placed  direct. 

Marlin  Firearms  Co.,  New  Haven  (razor 
blades),  weekly  sa,  thru  Craven  &  Hed- rick,  N.  Y. 

WNEW,  New  York 
Waltham  Pen  Co.,  Chicago,  6  sa.  30  t  and 

sp  weekly,  thru  United  Adv.,  Chicago. 
Admiracion  Laboratories,  Harrison,  N.  J., 

(shampoo),  27  ta  weekly,  thru  Chas. 
Dallas  Reach  Co.,  Newark,  N.  J. 

WEAF,  New  York 
Frederick  F.  Lowenfels  &  Son,  New  York 

(Hotel  Bar  Butter),  5  sa  weekly,  thru 
AI  Paul  Lefton  Co.,  N.  Y. 

R.  C.  Williams  &  Co.,  New  York  (Royal 
Scarlet  Food  Products),  3  sa  weekly,  8 
weeks,  thru  Alley  &  Richard  Co.,  N.  Y. 

WINS,  New  York 
Pepsi-Cola  Co.,  New  York,  100  ta  weekly, 

26  weeks,  thru  Newell-Emmett  Co.,  N.  Y. 
KFRC,  San  Francisco 

O'Connor  Moffat  and  Co.,  San  Francisco (department  store),  78  sp,  thru  Ruth- 
rauff &  Ryan,  San  Francisco. 

Hartz  Mountain  Products,  Chicago  (bird 
seed),  weekly  sp,  thru  Geo.  H.  Hartman 
Adv.,  Chicago. 

Acme  Breweries,  San  Francisco  (beer), 
4  ta  weekly,  thru  Brisacher,  Davis  & 
Staff,  San  Francisco. 

Carter  Products  Inc.,  New  York  (Arrid), 
4  aa  weekly,  thru  Spot  Broadcasting, 
N.  Y. 

Langendorf  United  Bakeries,  San  Fran- 
cisco (Homestead  Bread),  6  sa  weekly; 

(Hollywood  bread),  5  sa  weekly,  thru 
Ruthrauff  &  Ryan,  San  Francisco. 

Coast  Cigar  Co.,  San  Francisco  (Natividad 
Cigar)  6  sa  weekly,  thru  Brisacher, 
Davis  &  Staff,  San  Francisco. 

Ex-Lax  Inc.,  Brooklyn,  6  sa  weekly,  thru 
Joseph  Katz  Co.,  N.  Y. 

Langendorf  United  Bakeries,  San  Francisco 
(American  meal  bread)  5  sp  weekly,  thru 
Erwin  Wasey  &  Co.,  San  Francisco. 

Bell  Brook  Dairies,  San  Francisco  (milk) 
2  ta  weekly,  thru  Botsford,  Constantine 
&  Gardner,  San  Francisco. 

Pacific  Brewing  &  Malting  Co.,  San  Jose, 
Cal.  (Weiland's  beer)  6  sa  weekly,  thru Long  Advertising  Service.  San  Jose. 

Sir  Francis  Drake  Hotel.  San  Francisco, 
3  sn  weeklv.  thru  King  Harrington  Adv., San  Francisco. 

KPO,  San  Francisco 
-American   Cigarette  and  Cigar  Co.,  New 

York    (PaU    MaU)    7    sa   weekly,  thru Ruthrauff  &  Ryan,  N.  Y. 
Readers'     Digest,     PleasantviUe,     N.  Y. (magazine)    3   aa   weekly,  thru  BBDO, 

N.  Y. 
Ice  Follies,  San  Francisco.  6  sa  weekly, 

thru  Allied  Adv.  Agencies,  San  Fran- cisco. 
Universal  Pictures,  San  Francisco,  8  sa, 

thru  J.  Walter  Thompson  Co..  San  Fran- 
cisco. Safeway  Stores  Inc.,  Oakland  (Brown 
Derby  Beer)  2  sp  weekly,  thru  J.  Wal- ter Thompson  Co.,  San  Francisco. 

Chemicals  Inc.,  San  Francisco  (Vano)  3 
sa  weekly,  thru  Botsford,  Constantine  & 
Gardner,   San  Francisco. 

Wm.  H.  Wise  &  Co.,  New  York  (photog- 
raphy book)  6  sa  weekly,  thru  North- west Radio  Adv..  Seattle,  Wash. 

H.  B.  Sherman  Mfg.  Co.,  Battle  Creek, 
Mich,  (hose  nozzles)  3  so.  weekly,  thru 
Wi'(K>n  Barrett  Agency,  Kalamazoo, Mich 

KSRO,  Santa  Rosa,  Cal. 
Junket  Danish  Dessert,  Chicago,  4  sa 
weekly,  thru  Mitchell-Faust  Adv.,  Chi- cago. 

Dr.  Hamilton's  Dog  Food,  San  Francisco, 2  aa  weekly,  thru  Frederick  Seid  Adv.. 
San  Francisco. 

Old   Fashion   Revival   Hour,    Los  Angeles 
(religious)   weekly  ap,  thru  R.  H.  Alber 
Co.,  Los  Angeles. Basic  Institute,  Santa  Rosa,  Cal.  (health), 
6  sp  weekly,  d'rect. Rio   Nido   Inc.,  Rio   Nido,   Cal.  (summer 
resort)  7  sp  weekly,  dirct. 

Harbin    Hot    Springs,    Middletown.  Cal. 
(summer  resort)  2  sp  weekly,  direct. 

Battery  Spots 
GENERAL  DRY  BATTERIES  of 
Canada,  Toronto,  on  Aug.  10  starts 
transcribed  dramatized  spot  an- 

nouncements three  to  five  times 
weekly  on  CFPR,  Prince  Rupert, 
B.  C;  CJCA,  Edmonton;  CFAC, 
Calsrary;  CJOC,  Lethbridge,  Alta.; 
CFJC,  Kamloops,  B.  C;  CJAT, 
Trail,  B.  C;  CFGP,  Grande 
Prairie,  Alta.;  CKCK,  Regina; 
CKY,  Winnipeg;  CKGB,  Timmins, 
Ont.;  CJKL,  Kirkland  Lake,  Ont.; 
CHOV,  Pembroke,  Ont.;  CHNC, 
New  Carlisle,  Que.;  CHLT,  Sher- 
brooke,  Que.;  CHRC,  (Quebec; 
CJBR,  Rimouski,  Que.;  CFCY, 
Charlottetown,  P.  E.  I.;  CKCW, 
Moncton,  N.  B.;  CHSJ,  St.  John, 
N.  B.;  CKBI,  Prince  Albert,  Sask.; 
CJGX,  Yorkton,  Sask.;  CFQC, 
Saskatoon,  Sask.;  and  a  weekly 
half-hour  Saturday  night  Barn 
Dance  on  CKNX,  Wingham,  Ont. 
Account  was  placed  by  A.  McKim 
Ltd.,  Toronto. 

THREE  MBS  OUTLETS 

ACQUIRE  NET  STOCK 
IN  LINE  with  the  MBS  plan  for 
"enlargement  and  diversification  of 
its  stock  ownership  among  leading 
independent  stations  affiliated  with 
Mutual,"  three  stations  last  week 
became  shareholders  in  the  net- 

work. They  are  WFBR,  Baltimore; 
WCAE,  Pittsburgh;  WGR,  Buf- falo. One  present  stockholder, 
United  Broadcasting  Co.,  operating 
WIIK-WCLE,  Cleveland,  and 
WHKC,  Columbus,  increased  its 
holdings.  Announcement  of  the 
change,  bringing  the  total  list  of 
MBS  stockholders  to  10,  was  made 
July  3  by  W.  E.  Macfarlane,  presi- 

dent of  Mutual. 
Coincident  with  the  announce- 

ment, meetings  were  held  in  Chi- 
cago of  the  Mutual  board  of  direc- tors and  executive  committee 

[BROADCASTING,  July  6],  at  which 
plans  for  simplified  rates,  improved 
programming,  sales  operations  and 
increased  diversification  of  program 
originations  were  discussed. 

BMI  Board  Changes 

WILLIAM  S.  HEDGES,  NBC  vice- 
president  in  charge  of  stations,  and 
Leonard  Kapner,  general  manager, 
WCAE,  Pittsburgh,  have  been 
elected  to  the  BMI  board  of  direc- 

tors, Neville  Miller,  president  of 
BMI  and  NAB,  announced  last 
week.  -Mr.  Hedges  succeeds  Niles 
Trammel,  NBC  president,  and  Mr. 
Kapner  succeeds  John  Shepard  3d, 
president,  Yankee  Network,  as  the 
MBS  affiliate  representative  on  the 
board.  Announcement  attributed 
resignations  of  Messrs.  Trammell 
and  Shepard  to  "pressure  of  other 

business." Milwaukee  Club  Elections 
MILWAUKEE  Advertising  Club, 
at  its  recent  final  summer  meeting 
elected  Einar  Gaustad,  advertising 
manager  of  Holsum  Products  Co., 
president  for  1942-43.  Other  offi- cers elected  were:  Robert  K.  F. 

Drew,  Milwaukee  Journal  advertis- 
ing manager,  vice-president;  Rob- ert A.  Brown,  advertising  manager 

of  the  First  Wisconsin  National 
Bank,  secretary;  Gus  A.  Trester, 
advertising  manager  of  the  Mil- 

waukee Gas  Light  Co.,  treasurer. 

Emmett  J.  M.  Finneran 
EMMETT  J.  M.  FINNERAN,  59, 
director  of  sales  and  advertising  of 
the  National  Dairy  Products  Corp., 
New  York,  and  a  member  of  the 
board  of  directors,  died  at  his  home  in 
Harrison,  N.  Y.,  July  4.  Surviving 
are  his  widow,  three  daughters  and 
four  sons.  Before  assuming  the  direc- 

tion of  sales  of  National  Dairy  Prod- 
ucts in  1930,  Mr.  Finneran  served 

with  the  General  Ice  Cream  Corp., 
for  six  years  in  a  similar  capacity. 
He  had  previously  l)eeu  general  man- ager of  Gardner  Adv.  Agency,  New 
York,  and  was  at  one  time  publisher 
of  several  West  Coast  newspapers. 

R.  G.  KENYON,  for  the  past  ten 
years  advertising  manager  of  Southern 
California  Edison  Co.,  Los  Angeles 
(public  utility),  has  been  appointed 
assistant  vice-president  of  the  concern. 
Howard  W.  Hayes,  assistant  advertis- 

ing manager,  has  taken  over  Ken- yon's  former  duties. 

CKTB,  St.  Catherines,  Ont..  has  ap- 
pointed Joseph  Hershey  McGillvra  as 

exclusive  United  States  representative. 

Streamlined  coverage  reminds  me  of  the  Z  net. 

~  Adv. 
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PETER  PAUL  Inc.,  Naugatuck, 
Conn.,  makers  of  candy  and  gum,  has 
signed  a  52-week  contract  for  spon- 

sorship of  Alois  Havrilla's  mid-day 
Transradio  news  periods  thrice-weekly 
on  WO'R,  New  York.  Havrilla's  early morning  AP  news  programs  are  spon- 

sored thrice-weekly  by  Mohawk  Mfg. 
Ck).,  New  'York,  for  Slumber  Rest Mattresses.  Platt-Porbes  Inc.,  N.  Y. 
is  the  agency  for  Peter  Paul,  and 
Schwimmer  &  Scott,  Chicago,  handles 
the  Mohawk  account. 

QUEENS  MIDTOWN  TUNNEL, 
New  York,  last  week  started  a  seven- 
week  campaign  of  one-minute  an- 

nouncements and  ten-minute  "guide 
spots"  on  six  New  York  stations,  and 
plans  to  add  more  local  stations  later 
in  July.  Theme  of  the  campaign  re- volves around  the  short  route  to  Long 
Island  via  the  tunnel,  and  stresses 
conservation  of  gas.  Stations  are 
WNEW  WOR  WNYC  WHN  WINS 
WOV.  Agency  is  Grey  Adv.  Agency, 
New  York. 

ADMIRACION  LABORATORIES, 
Harrison,  N.  J.,  is  using  25  tran- scribed announcements  a  week  on 
WHN,  New  York,  and  on  WNEW, 
New  York,  in  a  test  campaign  for 
Admiracion  shampoo.  Agency  is 
Charles  Dallas  Reach  Co.,  Newark. 

BARBARA  ANN  BAKING  Co.,  Los 
Angeles,  on  July  7  started  a  weekly 
half-hour  quiz  titled  Pay  Day  Quiz  on 
2  Don  Lee  Southern  California  sta- 

tions (KHJ  KFXM),  Tuesday.  8-8  :30 
p.m.  (PWT) .  Contract  ^s  for  52  weeks. 
Featuring  Stu  Wilson  as  m.c,  pro- 

gram originates  from  stage  of  the 
Paramount  Theatre  in  downtown  Los 
Angeles,  with  8  contestants  picked 
from  the  audiences.  Scholts  Adv.  Serv- 

ice, Los  Angeles,  has  the  account. 

LADY  ESTHER  Ltd.,  Toronto  (cos- 
metics), has  started  a  half-hour  week- 

ly musical  program  on  CFRB,  Toronto. 
Account  was  placed  by  Pedlar  & 
Ryan,  Inc.,  New  York. 

S.  F.  LAWRASON  &  Co.  Ltd.,  Lon- 
don, Ont.  (Snowflake  Ammonia),  has 

resumed  for  the  summer  and  fall  sea- 
son its  weekly  program  Name  It  on 

a  number  of  Canadian  stations.  Ac- 
count was  placed  by  Norris-Patterson 

Ltd.,  Toronto. 

I.  MAGNIN  &  Co.,  San  Francisco 
store  for  women,  on  Oct.  9  will 
start  Opera  Curtain  Time,  a  series 
of  backstage  interviews  with  opera 
personalities,  during  the  San  Fran- 

cisco opera  season,  over  KYA,  San 
Francisco.  Al  Zitcer  will  produce  and 
Clarence  Leisure  will  do  the  inter- 
viewing. 

HAUTZ  MOUNTAIN  PRODUCTS, 
Chicago  (bird  seed)  on  June  28 
started  Canary  Chorus,  quarter-hour 
weekly  program,  for  13  weeks,  on 
KFRC,  San  Francisco.  Agency  is 
George  H.  Hartman  Adv.,  Chicago. 

r 

♦ 

CBS-50  KV?
 

in  ibe  Buyin
g 

Market 

DMAA  Convention  Off 
CANCELLATION  of  the  25th  anr 
nual  convention  of  the  Direct  Mail 
Advertising  Assn.  was  announced 
July  2  by  the  association's  board of  governors.  The  action  was  taken 
in  compliance  with  the  request  of 
the  Office  of  Defense  Transporta- 

tion that  all  organizations  mini- 
mize such  activities  so  as  to  facili- 

tate war  transportation.  Convention 
was  to  have  been  held  in  St.  Louis, 
Oct.  8-10. 

CHLORINE  SOLUTIONS  Inc.,  Los 
Angeles  (Hypro),  in  a  four  weeks 
campaign  starting  July  20,  will  use 
daily  spot  announcements-  and  par- ticipation programs  on  three  San 
Diego,  stations— KFSD  itGB  KFMB. 
Barton  A.  Stebbins  Adv.  Agency,  Los 
Angeles,  has  the  account. 
SEASIDE  OIL  Co.,  Santa  Barbara, 
Cal.  (petroleum  products),  in  a  local 
distributors  tie-in,  is  currently  using 

.  station  break  announcements  before 
and  after  the  twice  weekly  quarter 
hour  newscast,  Clete  Roberts  Reports, 
on  12  BLUE  Pacific  Coast  and  Arizona 
stations,  Tues.,  Thurs.,  5:30-5:45 
p.m.  Spot  campaign  supplements  the 
thrice  weekly  quarter  hour  Seaside 
News  on  the  same  list  of  BLUE  sta- 

tions. Mon.,  Wed.,  Fri.,  5:30-5:45 
p.m.  MeCarty  Co.,  Los  Angeles,  has 
the  account. 

McKESSON  &  BOBBINS,  Bridge- 
port, Conn.,  is  now  promoting  its  new 

product  Bexel  instead  of  Calox  on  the 
thrice-weekly  Dick  Joy  and  the  News 
sponsored  since  March  2  on  five  CBS 
Pacific  stations.  Agency  is  J.  D. 
Tarcher  &  Co.,  New  York. 

CALIFORNIA  FICGO  Co.,  Los  An- 
geles (Ficgo,  coffee  substitute),  in  a 

13-week  Southern  California  cam- 
paign ending  Oct.  5  is  sponsoring  two 

and  four  spot  announcements  per 
week  on  KHJ  and  KECA,  respec- 

tively. Agency  is  Culbreth  Sudler  Co., 
Los  Angeles. 
CALIFORNIA  FEDERAL  Savings  & 
Loan  Assn.,  Los  Angeles  ( invest- 

ments), in  a  five-week  campaign  end- 
ing July  15,  is  using  a  total  of  400 

transcribed  one-minute  announcements 
on  five  stations  in  that  area — KBCA 
KFAC  KGER  KMPC  KFWB.  Elwood 
J.  Robinson  Adv.  Agency,  Los  An- 

geles, has  the  account. 

Available  also  to  agencies  and 
advertisers.  For  full  details,  write 

Frequency    .  .,n. 

.^^^  AND 

Power 

•  NOT  ONLY  GREAT- 

ER BUT  BETTER  coverage  of  the  entire 

Nashville  market  area  is  offered  now  through 

the  new  power  and  frequency  of  WSIX. 

•  Advertising  buyers  know  that  the  new  fre- 

quency— now  980  kc — is  just  as  important 

as  the  step-up  in  power 

FROM  250  TO  5,000  WATTS 

•  For  the  time  being,  no  change  has  been 

made  in  the  old  250-watt  rate.  Obviously,  here 

is  a  BUY  in  a  key  market  area,  over  the  right 

station,  at  a  bargain  rate, 

SPOT  SALES,  INC. 

20  E.  57th  St.,  New  York        360  N.  Michigan  Ave.,  Chicago 

Market  at  Third  St.,  San  Francisco 

5000 
WATTS 

George  E.  Halley 
TEXAS   RANGERS  LIBRARY 
HOTEL  PICKWICK    •    KANSAS  CITY,  MO. 

980 

I  KILOCYCLES 

NASHVILLE.  TENN. 
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VALUE  of  MANUFACTURED  PRODUCTS 

NORTH OTw/t  soamexM  stat£S 

CAROLINA  ^ 

I  ( Mil  lions) 

1 

Source:   —   Census   of  Manufactures,  1939 

N  B  C  
- 

Kate  Signed  Thru  '44 GENERAL  FOOD  Corp.,  New 
York,  has  renewed  its  contract  with 
Kate  Smith  through  1944.  The 
songstress  will  resume  her  Friday 
evening  programs  on  CBS  Sept.  18 
after  a  summer  hiatus,  and  next 
season  will  promote  Jell-0  Products 
instead  of  Grape-Nuts.  The  star's 
noonday  series  on  CBS  for  Swans- 
down  Cake  Flour  and  Calumet  is 
continuing  through  the  summer, 
with  Miss  Smith  broadcasting  from 
her  summer  home  at  Lake  Placid, 
N.  Y.  Agency  is  Young  &  Rubi- 
cam,  New  York. 

Hope  Given  Top  Rating 

In  Latest  Hooper  Survey 
BOB  HOPE  holds  first  place  in 
the  June  30  ratings  for  the  C.  E. 
Hooper  "First  15"  national  pro- 

grams, with  a  rating  of  29.5.  Fih- 
ber  McGee  ranks  second  with  26.9, 
Radio  Theatre  third  with  21.8,  The 
Aldrich  Family  fourth  with  21.4. 

Remaining  programs  listed  in 
order  of  their  Hooper  ratings  are: 
Charlie  McCarthy,  Walter  Win- 
chell,  Mr.  District  Attorney,  Fan- 

nie Brice-Frank  Morgan,  Kay  Ky- 
ser,  Eddie  Cantor,  Music  Hall, 
Rudy  Vallee,  Take  It  or  Leave  It, 
Fred  Allen,  Bandwagon. 
Tommy  Dorsey,  who  replaces 

Red  Skelton  for  the  summer,  tops 
the  list  of  programs  measured  by 

partial  rather  than  full  "national" 
interviewing  coverage,  with  a  rat- 

ing of  20.9. 

Henry  Quits  Rockefeller, 
Takes  Farm  War  Position 

JEROME  J.  HENRY,  assistant  di- 
rector of  the  radio  division  of  the 

Office  of  the  Coordinator  of  Inter- 
American  Affairs  (Rockefeller 
Committee),  in  mid- July  will  leave 
that  post  to  take  an  administra- 

tive position  in  the  Office  of  Agri- 
cultural War  Relations  under  Sec- 

retary of  Agriculture  Claude  Wick- 
ard.  His  successor  as  aide  to  Don 
Francisco,  Rockefeller  radio  chief, 
and  John  W.  G.  Ogilvie,  associate 
radio  director,  has  not  yet  been 
chosen. 

Mr.  Henry,  a  1929  U  of  Wiscon- 
sin graduate,  started  Hn  radio  with 

WHA,  Madison,  was  a  reporter 
with  the  Madison  State  Journal 
and  from  1930  to  1934  was  Frank 
Mullen's  assistant  in  handling  the 
NBC  Farm  &  Home  Hour  out  of 
Chicago.  He  first  came  to  Washing- 

ton to  join  the  National  Fertilizer 
Assn.,  succeeding  to  the  job  va- 

cated by  Harry  C.  Butcher  when 
the  latter  became  CBS  Washington 
representative. 

FREE  &  PETERS.  INC.  National  Representatives 

Lougmire  Joins  NBC 
CAREY  LONGMIRE,  formerly 
correspondent  of  The  New  York 
Herald  Tribune,  has  joined  NBC 
as  commentator.  Longmire  started 
his  journalistic  career  as  telegraph 
editor  of  the  Nevada  State  Journal, 
later  joining  the  San  Francisco 
News  and  Examiner.  Five  years 
ago  he  went  to  Europe,  and  was 
the  first  American  correspondent  to 
get  into  Spain  after  the  Civil  War 
was  over.  Longmire's  assignment at  NBC  has  not  been  announced. 

WEMP  Renounces 

All  Trade  Groups 

Lanphier  Cites  Confusion  And 
Asks  for  United  Front 

ON  THE  GROUND  that  the  trade 
association  situation  in  radio  today 

is  "very  confusing  to  everyone  con- 
cerned", C.  J.  Lanphier,  manager 

of  WEMP,  Milwaukee,  last  week 
announced  his  resignation  from  all trade  groups. 

Letters  were  sent  to  Neville 
Miller,  president  of  NAB;  Eugene 
C.  Pulliam,  president  of  Network 
Affiliates  Inc.;  Harold  A.  Lafount, 
executive  of  NIB,  and  Arthur 
Simon,  of  the  Foreign  Language 
Broadcasters  Wartime  Control. 

Mr.  Lanphier  said  with  these 
various  organizations  "we  are  being 
pressed  on  all  sides  for  contribu- 

tions, conventions,  meetings  and 
what  have  you."  He  said  he  realized 
a  trade  association  is  of  vital  im- 

portance to  every  station  and  that 
this  certainly  is  the  time  "for  a 
united  front  with  a  well-organized 
and  well-supported  staff,  but  at  the 
moment  it  loks  like  a  very  dishev- 

eled situation". Eliminate  Petty  Quibbling 

Mr.  Lanphier  said  he  was  resign- 
ing from  NAB  and  NIB  and  had 

no  plans  of  joining  other  existing 
organizations,  or  any  organization 

that  may  spring  up  "until  the  time 
when  we  can  all  get  together,  elim- 

inate petty  quibbling,  and  work  for 
the  interests  of  the  American  radio 
station,  so  that  it  may  continue  to 
serve  the  public  interest,  conveni- 

ence and  necessity  vdth  a  minimum 
of  interference  from  sources  that 
neither  understand  nor  appreciate 

our  mutual  problems." Membership  of  the  NAB  last 
week  stood  at  514  actives  and  as- 

sociates, against  the  all-time  high 
of  535  on  Jan.  5,  1942.  Since  that 
date,  23  new  members  have  been 
enrolled.  A  total  of  32  stations  re- 

signed, while  a  dozen  stations  were 
dropped  for  non-payment  of  dues. 

KSAL  Time  Donor 
AS  a  patriotic  gesture,  C.  R.  Anthony 
Co.,  Salina,  Kan.,  has  purchased  five 
one-minute  spot  announcements  daily 
on  KSAL  and  has  donated  the  time 
to  Uncle  Sam  in  an  attempt  to  attract 
laborers  to  Salina  defense  projects. 

WANTED 

MEN  over 

ENGINEERS 

ANNOUNCERS 

SALESMEN 

By  important  Basic  Station. Good  pay.  WRITE  giving 
full  particulars  of  experi- ence and  references.  All 
replies  held  confidential. Box  638. 
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Saks  Display — Autographed  Books — News  Sign 

Fag  Fund — War  Flowers 

IN  a  promotional  tie-up  with 
Saks-Fifth  Avenue,  "NBC  Re- 

ports to  the  Nation",  a  win- 
dow display  representing  NBC's worldwide  news  service  to  listeners 

was  arranged  by  the  network  to  ap- 
peal to  current  wartime  interest  in 

maps.  The  display,  now  on  tour  in 
other  city  department  store  win- 

dows, centers  on  a  large  scale  model 
of  the  RCA  Bldg.,  and  shows  a 
world  map  with  red  flasher  buttons 
to  mark  every  NBC  station. 
Flanked  by  portraits  of  NBC  for- 

eign correspondents,  is  a  cut-out 
map  of  their  home  towns  in  Amer- ica connected  by  ribbon  links  to 
their  present  foreign  posts.  The  en- 

tire display  was  arranged  by  Irene 
Kuhn,  NBC  program  promotion  co- ordinator. 

Free  Copies 
AS  PART  of  the  promotion  for  a 
book  written  by  Dr.  Gerhard 
Schacher,  news  commentator  of 
WIND,  Chicago-Gary,  titled  He 
Wanted  to  Sleep  in  the  Kremlin, 
the  station  has  sent  out  to  Chicago 
radio  editors  individually  auto- 

graphed copies  of  the  book. 

Running  Bulletins 
RUNNING  news  sign  above  Katz 
Drug  Store  at  12th  and  Walnut 
Sts.  has  been  installed  by  WHB, 
Kansas  City.  The  moving  news  bul- letins are  flashed  across  the  board 
each  weekday  from  11  a.m.  to  7 
p.m.  and  are  keyed  direct  from  the WHB  news  bureau. 

BROCHURES 

WEMP,  Milwaukee  —  Mailing  piece 
entitled  "Extra— WEMP  Talks  Re- 

sults" citing  WEMP's  effectiveness 
listing  its  clients  as  proof. 
BLUE  Network — Latest  piece  entitled 
"Where  Will  Tour  Market  Be  After 
the  War?"  in  which  the  BLUE  asks 
the  advertiser  just  that. 

KSTP,  Minneapolis-St.  Paul — Folder 
with  title,  "Script:  A.  Hitler — Collabo- 

rator :  I.  Yamamoto,"  in  which  the 
KSTP  Household  Forum's  part  in  the war  effort  is  explained. 

WIBW,  Topeka — Tube  shaped  mail- 
ing piece  simulating  a  fire  cracker 

with  a  fuse  that  reveals  a  sales  mes- 
sage when  pulled. 

BLUB  Western  Division — Aquama- 
rine blue  folder  reviewing  four  months 

progress  in  coverage,  programs,  audi- 
ence and  effectiveness.  Letter,  signed 

by  Don  E.  Oilman,  BLUB  Western 
division  vice-president,  accompanies 
the  promotional  piece. 

KFBI,  Wichita — File  folder  of  cov- 
erage maps,  station  data,  etc. 

NBC-Bed — Large  folder  about  cam- 
paign of  WBZ,  Boston,  in  announcing 

NBC  affiliation. 

KYW,  Philadelphia— Red,  white  and 
black  folder  titled  "Professional  Se- 

crets Revealed  to  Ambitious  Adver- 
tisers". 

Porter  Joins  Blue 

RECENTLY  returned  from  European 
war  zones,  Ray  Porter,  former  AP 

j  correspondent,  has  been  added  to  the 
I  BLUE  staff  of  news  analysts  and  com- 
1  mentators,  it  was  announced  last  week 
'  by  G.  W.  (.Johnny)  Johnstone,  BLUB 

director  of  news  and  special  features. 
A  native  of  Chicago  and  a  graduate  of 
the  U  of  Iowa,  Mr.  Porter  served  AP 
in  Europe  from  April,  1937  to  Novem- 

ber, 1941.    He  will  be  heard  on  the 
network   Sundays  from  12  noon  to 
12  :15. 

Smokes  For  Over  There 
DURING  Canadian  Army  Week, 
June  29-July  5,  the  six  stations  of 
Northern  Broadcasting  Co.,  in 
Northern  Ontario  and  Northern 
Quebec,  vowed  to  gather  1,000,000 
cigarettes  for  the  Canadian  troops 
overseas.  Three  half -hour  Fag  Fund 
program.s  daily  went  on  the  air, 
and  a  daily  listing  of  results  was 
given.  Merchants  represented  in 
the  programs  offered  2%  of  their 
week's  sales  to  buy  cigarettes  for 
overseas  delivery  to  troops  from 
Canada.  The  six  stations  partici- 

pating were  CKGB,  Timmins,  Ont.; 
CFCH,  North  Bay,  Ont.;  CJKL, 
Kirkland  Lake,  Ont.;  CHEX, 
Peterborough,  Ont.;  CKRN,  Rouyn, 

Que.;  CKVD,  Val  d'Or,  Que. 

Latest  Style  Corsages 
WAR  STAMPS  instead  of  the 
usual  flowers  are  used  in  corsages 
being  distributed  to  the  trade  by 
KVOO,  Tulsa.  The  stamps  are 
mounted  on  red,  white  and  blue 
ribbons  and  an  enclosed  card  reads, 
"This  defense  stamp  corsage  from 
Oklahoma's  leading  war-projects 

market." 

*  * 

Rank  Identification 

ALBUM  to  aid  listeners  in  recog- 
nizing the  rank  and  branch  of  serv- 

ice of  the  nation's  fighting  men  is 
currently  being  distributed  by 
KLZ,  Denver.  Albums  are  produced 
in  color  showing  the  insignia  of  all 
branches  of  the  service. 

WORKERS'  SHUTEYE  is  the  con- 
cern of  WPAT,  Paterson,  N.  J.  To 

insure  restful  nights,  the  station  is 
offering  for  display  outside  war 
workers'  homes  banners  bearing  the 
legend,  "Quiet  Please,  War  Work- 

er." This  sign  is  especially  neces- 
sary, according  to  the  station,  for 

those  workers  who  must  sleep  dur- 
ing the  daytime.  Displaying  the 

sign  is  Mrs.  Doris  Toll,  on  24-hour 
call  for  her  job  as  teletype  opera- 

tor at  the  local  Wright  Aeronauti- cal Corp.  plant. 

fOKATIMf-BUXiR 

CAN'T  say  that  we've  ever  seen  a 
time-buyer's  nightmare,  but  we'll 

bet  that  it  has  something  to  do  with 
diving  from  a  great  height  into  a  teacup 
of  water.  At  least  that's  one  of  the 
jitters  we've  noticed  among  time-buyers 
— the  fear  of  diving  headlong  into  an 
elaborate  radio  campaign  and  finding 
only  a  teacupful  of  responses. 

So  we  think  that  on  a  good  night 

you  time-buyers  will  dream  of  diving 
into  a  limitless  ocean. 

We're  not  saying  that  any  dive  you 
decide  to  take  up  here  in  central  and 
eastern  New  York  and  western  New 
England  will  land  you  in  a  teacup. 
The  markets  are  too  prosperous  for  that. 
But  they  are  also  scattered.  Over  there 

in  Albany  is  the  nation's  61st  retail 
market,  Utica  is  the  97th,  Schenectady 
the  101st,  Binghamton  the  104th,  Troy 

the  116th.  A  good  line-up,  but  it's  only 
when  you  pull  all  those  pretty-good 
markets  together  into  one  big  buying 
unit,  and  then  add  all  those  prosperous 

farmlands  in  between  —  it's  only  then that  the  statistics  become  astronomical 
and  the  opportunities  oceanic.  WGY 
is  the  station  to  accomplish  that,  for 
it  has  these  advantages: 
-k  area's  highest  power 
^  area's  lowest  frequency 
-A'  area's  sole  outlet  for  those  popu- 

lar NBC  Red  shows 

GENERAL  m  ELECTRIC 

REPRESENTED  NATIONALLY  BY  NBC  SPOT  SALES  OFFICES 
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IN  TRIBUTE  to  the  Navy,  MBS will  inaugurate  a  series  of 
weekly  broadcasts  featuring 

Tommy  Dorsey's  band.  The  pro- 
grams will  include  salutes  to  vari- 

ous Navy  vmits,  citations  to  indi- 
vidual sailors  for  valor,  and  to  war- 

production  factories  winning  the 
"Navy  E"  pennant.  Navy  men  will 
contribute  messages  and  furnish 
entertainment.  As  yet  unnamed, 
the  program  will  conduct  a  contest 
among  enlisted  Navy  men  for  the 
best  title.  Winner  will  receive  a 
$100  War  Bond  from  Tommy  Dor- 
sey.  Scheduled  to  run  July  and 
August,  the  series  opens  with  a 
broadcast  from  WOL,  Washington, 
July  18,  from  the  Capitol  Theatre. 
Subsequent  programs  will  originate 
from  different  Mutual  affiliates  in 
the  East  and  Mid  West. 

Commandos 
ACTUAL  RECORDS  from  the  files 
of  Great  Britain's  Commando  force 
are  the  basis  for  a  weekly  adven- 

ture series  to  make  its  radio  debut 
on  CBS  under  the  title  Commayidos. 
Four  youths — two  Americans,  a 
Canadian  and  an  Englishman — are 
the  principal  fictional  characters 
of  the  documented  programs,  each 
of  which  will  be  complete  in  itself. 
An  advanced  training  camp  for 
Commandos  is  the  scene  of  the  first 
broadcast  July  18. 

^  ^ 

Freedom  Series 

BBC  quarter-hour  weekly  pro- 
grams entitled  Liberty  Programs 

are  heard  on  WLIB,  Brooklyn.  Nor- 
tvay  Fights  Back  was  the  title  of 
the  first  of  the  series  to  be  aired. 

PROGRAMS 

CBC  Overseas 
NINE  programs  weekly  are  now 
scheduled  on  the  Canadian  Broad- 

casting Corp.  network  from  Ca- nadians on  active  service  overseas. 
Since  the  First  Canadian  Division 
landed  in  England  in  December 
1939,  men  of  the  CBC  overseas  unit 
have  been  with  the  troops  to  record 
their  thousand  of  greetings  for 
those  at  home.  The  current  summer 
programs  are  three  on  Sundays 
and  six  on  Saturdays.  On  Sundays 
there  are  Greetings  From  The 
Beaver  Club,  at  noon,  and  Troop 
Time  and  Canadian  Calendar  in  the 
early  evening;  Saturdays  there  are 
starting  at  1:15  p.m.  and  carrying 
through  to  11  p.m.  Khaki  Scrap- book,  Gentlemen  With  Wings, 
Troop  Time,  Letters  From  Britain, 
Canadian  Calendar  and  Wings 
Abroad. 

To  Mr.  Motorist 
TO  HELP  the  public  understand 
the  reason  for  the  gasoline  short- 

age in  the  East,  and  to  show  how 
those  who  use  gasoline  for  pleasure 

driving,  set  back  the  nation's  mili- tary and  industrial  war  program, 
WOR,  New  York,  presented  a  half- hour  dramatization  last  week 
titled,  Would  You  Like  to  Take  a 
Walk?  Thg  program  was  written 
by  Dorothea  J.  Lewis  and  directed 
by  Frank  Telford,  both  of  the 
radio  section  of  the  OWL 

on O  WA
TTS «JVFVrVr  DAY  &  NIGHT 

IN  THE  HEART 

OF  A 

DEFENSE  MARKET 

WHERE  PURCHASING 

POWER  IS 

Doughboy  Jive 
A  REQUEST  number  program  is 
being  shortwaved  to  American 
troops  abroad  six-times  weekly  un- 

der the  title  G.  I.  (Government 
Issue)  Jives.  Also  known  as  the 
"AEF  Jukebox  of  the  Air,"  the 
series  is  presented  by  Yank,  the 
U.  S.  servicemen's  news  sheet, 
through  the  Office  of  War  Infor- 

mation. The  all-music  program 
which  started  July  6,  bring  sol- 

diers and  sailors  stationed  outside 
the  continent  a  quarter-hour  of  re- 

corded music  by  name  bands,  in- 
cluding some  disc  prevues,  with 

occasional  special  messages  from 
the  leaders  themselves.  Each  day 
will  be  given  over  to  tropical  jazz 
music  centering  around  a  given 

subject  such  as  "assembly  lines"', or  "sports",  with  announcements  by 
an  Army  private.  U.  S.  service 
men  overseas  are  invited  to  send  in 
their  requests  for  special  numbers. 

Gardening  Tips 

VICTORY  GARDENERS  may 
seek  advice  on  their  agricultural 
problems  from  the  "Vegetable 
Clinic",  feature  of  the  CBS  weekly 
programs,  Garden  Gate,  a  series  of 
discussions  on  ornamental  garden- 

ing. Listeners  are  invited  to  send 
their  questions  on  vegetable  grow- 

ing to  Cyrus  R.  Briggs,  Dept.  of 
Agriculture,  who  conducts  the 
clinic  from  Washington,  as  part  of 
the  Garden  Gate  broadcasts  origi- 

nating in  Nashville. 

Victory  Dance 
AS  part  of  a  recent  dance  program 
being  broadcast  by  WBLK,  Clarks- 

burg, W.  Va.,  Announcer  Mel  Bur- 
ka,  who  was  m.c.  on  the  occasion 
staged  a  victory  dance  with  two 
policemen  circulating  through  the 
dancers  for  contributions  to  the 
local  war  drive  fund.  Idea  is  to  be 
used  again  at  future  dances. 

Yodeling  Ken 

SERIES  aimed  at  workingmen  and 
farmers  featuring  Ken  Houchins, 
The  Yodel'  Drifter  is  now  being 
offered  by  Sound  Control  Associ- 

ates, Des  Moines  transcription  and 
production  firm. 

5,000 

SCHOOL  PLANS  were  formulated 
by  Dr.  Lyman  Bryson  (right), 
CBS  educational  chief,  and  Hugh 

B.  Terry,  manager  of  KLZ,  Den- 
ver, for  next  fall's  School  Of  The 

Air  Of  'The  Americas  on  CBS. 
They  conferred  at  the  network's exhibit  booth  at  the  recent  Na- 

tional Educational  Assn.  conven- tion in  Denver. 

CBS  SCHOOL  SERIES 

TO  STRESS  THE  WAR 
DEFINITION  of  the  war  effort 
to  make  the  world  conflict  more 
understandable  to  America's  young 
people  will  be  the  aim  of  the  1942- 43  session  of  the  CBS  School  of  the 
Air  of  the  Americas,  starting  Oct. 
5,  according  to  plans  announced  by 
Lyman  Bryson,  CBS  educational director. 

As  in  previous  years,  the  Mon- 
day through  Friday  CBS  series  will 

be  presented  in  cooperation  with 
the  National  Education  Assn.,  with 
the  aid  of  other  major  educational 
organizations.  At  least  six  broad- casts are  to  be  produced  by  and 

originate  in  Canada,  and  much  ma- terial in  the  series  will  come  from 
the  20  Latin  American  republics 
also  participating  in  the  project. 
Work  already  has  begun  on  the 

Teacher's  Manual,  more  than  250,- 
000  copies  of  which  are  to  be  dis- tributed free  to  teachers  using  the 
programs  as  classroom  aids.  Leon 
Levine,  assistant  CBS  educational 
director,  continues  as  producer  of 
the  School  of  the  Air. 

Mr.  Bryson  revealed  that  the 
cooperation  of  the  War  and  Navy 
Depts.,  the  OWI  and  other  federal 
agencies  is  to  be  enlisted  in  pre- 

paring the  Friday  "This  Living World"  series  of  the  School.  Frank 
Ernest  Hill,  noted  educator,  is  to 
write  the  scripts  for  the  show  and 
act  as  annotator,  and  government 
officials  and  public  leaders  will  be 
guests  on  the  programs. 

All  programs  on  both  the  Thurs- day literature  and  Monday  science 
series  will  be  broadcast  this  fall  on 
the  CBC,  while  the  network  also 
will  pick  up  several  special  pro 
grams  in  the  series,  according  to; 
R.  S.  Lambert,  CBS  education  ad 
viser.  A  Canadian  edition  of  th^ 
"Teacher's  Manual",  produced  by 
CBS,  will  be  printed,  and  the  CBC 
is  including  data  on  the  School  iit] 
its  own  "Teacher's  Manual"  of  edu 
cational  programs. 

Suit  Dismissed 

U.  S.  DISTRICT  Court  for  the  South 
ern  District  of  New  York  last  wee! 
dismissed  the  infringement  suit  brough 
against  BMI  by  Ira  B.  Arnstein,  wh( has  brought  similar  suits  againsf 
ASCAP  and  its  members  in  the  past 
.Justice  John  Bright,  in  dismissing  th', 
action,  awarded  $500  to  BMI  for  coun| 
sel  fees  assumed  in  its  defense  of  tL|: suit.  ! 
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Red  Cross  Is  Out 

AFFECTING  advertisers  us- 
ing Red  Cross  and  Geneva 

Cross  emblems  on  either  their 
packaging  or  advertising,  the 
House  Committee  on  Foreign 
Affairs  last  Tuesday  unani- 

mously approved  a  bill  to  stop 
further  use  for  commercial 
purposes.  Under  the  bill 
(H.R.  7337),  proposed  by 
Rep.  Bloom  (D-N.  Y.)  use 
of  either  insignia  would  cease 
July  1,  1944,  provided  the 
user  had  been  authorized 
prior  to  enactment  of  the  bill. 
However,  in  retail  sales,  the 
emblems  may  be  used  until 
July  1,  1947.  The  bill  also  ex- 

cludes use  of  either  cross  in 
charitable  endeavors,  except 
of  course,  in  use  by  the 
American  Red  Cross  organi- 

zation. The  bill  is  expected 
to  reach  the  House  floor  early 
next  week. 

Marks  Joins  WOAI 

GEORGE  LEE  MARKS,  prominent 
in  radio  production  for  the  last  ten 
years  and  author  of  some  of  the 
Uncle  Walter's  Dog  House  scripts, has  been  named 

production  man- 
ager   of  WOAI, 

San  Antonio.  As 
writer    and  pro- 

ducer for  the  Chi- 
c  a  g  0  Mummer's Theatre,  Mr. 
Marks  was  active- 

ly engaged  in  the 
Chicago  premiere 
of  the  famous 

stage  play  "Yel- 
'  low  Jack"  and  in  the  production  of Broadway  plays.  For  radio  he  has 
written,   produced   and  developed 
program  ideas  for  WMAQ.  Chi- 

cago;   KROW,    Oakland;  WKY, 
'  Oklahoma  City.  He  left  the  latter 
J  station  to  join  WOAI. 

1    ' 

Mr.  Marks 

Ford  for  McAndrews 

FRANK  E.  FORD,  for  more  than 
two  years  assistant  advertising 
manager  of  Pennzoil  Co.,  Los  An- 

geles (petroleum  products),  has 
been  appointed  NBC  Western  Divi- 

sion sales  promotion  manager.  He 
succeeds  Robert  J.  McAndrews,  who 
resigned  that  post  several  weeks 
ago  to  join  the  Army  Air  Force  as 
second  lieutenant.  Mr.  Ford  is  well 
known  in  West  Coast  advertising. 
He  was  for  two  years  Los  Angeles 
branch  sales  promotion  manager  of 
Foster  &  Kleiser  Co.,  before  join- 

ing the  petroleum  corporation. 
Prior  to  that  for  four  years  he 
headed  the  field  service  office  of 
McCann-Erickson  Inc. 

CHARGES  that  anti-democratic,  anti- 
Russian  and  pro-Vichy  propaganda 
flows  unchecked  through  the  channels 
of  the  French  Network  of  the  Ca- 
nadian  Broadcasting  Corp.  were  laid 

;  before  the  Parliamentary  Committee 
on  Broadcasting  at  Ottawa  July  7  by 
Jean  Charles  Harvey,  Montreal  editor 

'  of  Le  Jour.  Three  regular  CBC  com- mentators were  singled  out  by  Harvey 
as  "friends  of  Vichy  and  indirectly, very  often,  the  friends  of  the  fascist 
regime".  . 

CAB  Petitions 

{Continued  from  page  18) 

competition,  the  privately-owned 
stations.  This  applied  to  commer- 

cial as  well  as  non-commercial  reg- 
ulations. 

With  reference  to  changes  in  net- 
work regulations,  the  CAB  urged 

"that  this  committee  recommend 
that  two  or  more  private  stations 
be  permitted  to  link  up  for  specific 
programs  without  hinderance,  and 
that  the  line  charges  in  the  case  of 
sustaining,  non-profit-making  pro- 

grams be  not  more  than  the  actual 
CBC  cost  thereof;  in  the  case  of 
commercial  programs,  CBC  cost 
plus  a  reasonable  supervision  fee 
not  exceeding  25  per  cent.  This 
would  greatly  encourage  the  de- 

velopment of  Canadian  radio  talent 
and  of  distinctive  Canadian  pro- 

grams." 
CBC  Power  Freeze  Opposed 

Referring  to  the  power  situation 
Mr.  Bannernian  stated  in  the  CAB 
brief  that  "whatever  the  future  may 
be  for  individual  stations  in  Can- 

ada, the  CAB  is  of  the  opinion  that 
the  CBC  policy  of  freezing  any  in- 

crease in  power  for  the  private  sta- 
tions to  1,000  watts  in  the  face  of 

the  Havana  Treaty  is  rapidly  plac- 
ing Canadian  broadcasting,  so  far 

as  power  is  concerned,  in  a  very 

secondary  position." He  also  reviewed  the  latest  CAB 
presentation  to  the  CBC  board  of 
governors  at  their  April  meeting  in 
which  the  CAB  asked  for  revision 
of  regulations  governing  tran- 

scribed shows  during  evening  hours, 
ban  on  price  mention  be  lifted,  com- 

mercial sponsorship  of  news  be  al- 
lowed, ban  on  sustaining  and  spon- 
sored commentators  from  the 

United  States  be  lifted,  and  use  of 
duplicate  stations  for  commercial 
programs  in  metropolitan  areas  of 
three  or  more  stations  be  allowed. 
He  pointed  out  that  only  the  regula- 

tions on  transcribed  evening  shows 
were  revised,  and  that  the  private- 

ly-owned stations  are  not  satisfied 
with  this  "extremely  cautious  deal- 

ing with  requests"  of  the  private 
stations  by  the  CBC  board. 

The  brief  referred  to  the  amica- 
ble relations  between  the  CAB  and 

the  CBC  personnel,  and  pointed  out 
on  a  number  of  occasions  that  the 

private  stations  "are  continuously 
endeavoring  to  build  up  their  serv- 

ice and  usefulness  to  their  com- 

munities." 

New  Station  in  Canada 

CHOV,  Pembroke.  Ont.,  expects  to  go 
on  the  air  about  July  15.  The  station 
is  located  near  one  of  Canada's  larg- est Army  camps  on  the  Ottawa  River. 
E.  G.  Archibald,  formerly  with  North- 

ern Broadcasting  Co.,  Timmins,  Ont., 
is  managing  director. 

MORE  than  400  stations  have  re- 
quested that  ASCAP  supply  them  regu- 

larly with  the  continuity  service  re- 
cently started  by  the  Society  as  a  free 

service  to  its  licensees,  according  to 
Robert  L.  Murray,  public  relations 
director  of  ASCAP  and  creator  of  the •plan. 

WMAQ  is  the  station  most 

Chicagoans  listen  to  most. 

WMA€|  is  the  station  which 

carries  7  of  the  8  most  popular  programs  on 
the  air. 

WMAQ  is  the  station  most 

people  in  33  important  trading  centers  listen  to 
most. 

WMAQ  is  the  Chicago  station 

listened  to  most  in  9  metropolitan  centers. 

WMAQ  is  the  station  that  most 

people  in  123  counties  of  Illinois,  Indiana,  Mich- 

igan, Iowa  and  Wisconsin  listen  to  most. 

And  as  a  consequence,  it  is  the 

best  vehicle  for  your  sales  message  in  the  Nation's 
second  market. 
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Radio's  Place  in  OWI  Structure 
(Continued  from  page  11) 

ally  the  same  stalF  he  had  at  OFF. 
Mr.  Kane  was  one  of  the  top  men 
in  the  former  OFF. 

In  addition,  Mr.  MacLeish  will 
have  a  staff  of  six  deputies  for 
departmental  liaison — men  who  will 
contact  the  Government's  depart- ment heads  on  matters  of  domestic 
news  policy.  All  also  come  over 
from  OFF.  They  are  Abe  H.  Fel- 

lers, former  Yale  professor;  James 
Allen,  former  information  director 
of  the  Securities  &  Exchange  Com- 

mission and  the  Dept.  of  Justice 
and  recently  Hollywood  represen- 

tative for  Lowell  Mellett's  motion 
picture  branch  of  OGR;  Arthur 
Sweetser,  former  chief  of  informa- 

tion for  the  International  Labor 
Office,  Geneva;  Reginald  C.  Foster, 
of  Boston;  Frank  P.  Shepard, 
former  vice-president  of  the  Bank- 

ers Trust  Co.,  New  York;  Robert 
Huse,  former  executive  officer  of 
OFF. 

Radio  Bureau  Setup 

Immediately  following  the  an- 
nouncements of  the  new  setup,  Mr. 

Lewis  announced  that  his  Radio 
Bureau  will  be  divided  into  five  di- 

visions under  his  direction  as  chief 
and  under  Douglas  Merservey  as 
deputy  chief.  These  divisions  will 
be  the  Allocation  Campaigns  Di- 

vision, Government  Liaison  Divis- 
ion, Radio  Industry  Liaison  Di- 

vision, Editorial  Division,  Produc- 
tion Division. 

Seymour  Morris,  formerly  with 
Compton  Adv.  Agency,  New  York, 
and  recently  serving  as  advertising 
liaison  for  the  Radio  Division  of 
OFF,  will  head  the  Allocation  Cam- 

paigns Division  and  will  be  in 
charge  of  all  phases  and  operations 
of  the  various  campaigns  to  enlist 
the  industry  in  the  war  effort.  In 
addition  to  the  network  and  base- 

ball allocations  plan  already  in  ef- 
fect, the  Radio  Bureau  of  OWI  will 

shortly  announce  two  additional 
allocations  plans  developed  by 
OWI  in  conjunction  with  represen- 

tatives of  the  radio  industry. 
The  Government  Liaison  Division 

will  be  headed  by  Philip  H.  Cohen, 
who  will  contact  departments  of 
Government  having  radio  divisions 
for  the  purpose  of  aiding  in  the 
development  of  their  various  radio 

plans. Prepare  Broadcasts 
The  Editorial  Division  will  be 

in  charge  of  Bernard  Schoenfeld, 
formerly  chief  of  the  Radio  Sec- 

tion of  OEM  under  Mr.  Horton,  and 
he  will  head  the  staff  of  writers 
who  will  prepare  radio  scripts  and 
radio  announcements  issued  by 
OWI.  It  is  expected  that  OWI 
henceforth  will  prepare  actual  ma- 

terial for  broadcasts,  especially  for 
stations  which  do  not  have  ade- 

quate staffs  to  write  their  own  an- 
nouncements and  continuities  un- 

der the  old  OFF  allocations  plan. 
The  heads  of  the  Production  Di- 

vision and  the  Industry  Liaison 
Division  have  not  yet  been  se- 

lected, but  it  is  understood  that 
several  station   and  agency  men 

have  been  contacted  and  it  is  ex- 
pected that  an  announcement  of 

appointments  vnW  be  made  vdthin 
the  next  two  weeks. 

The  Radio  Bureau  of  OWI  will 
continue  to  serve  the  War  Pro- 

duction Board,  Office  of  Price  Ad- 
ministration, Office  of  Defense 

Transportation  and  War  Manpow- 
er Commission  in  a  program-pro- 

ducing capacity,  and  will  review 
policy  and  clear  time  for  all  other 
Federal  agencies. 

Davis  Is  Frank 

In  his  first  press  conference  last 
Friday,  Mr.  Davis  answered  in- 

quiries of  some  250  newspaper  and 
radio  correspondents — nearly  half 
of  the  Washington  news  corps — 
with  utmost  candor  and  made  a 
wholly  agreeable  impression  upon 
his  former  colleagues.  He  replied 
frankly  to  questions  relating  to 
the  current  saboteur  trial  in  Wash- 

ington, from  which  newsmen  have 
been  barred  and  from  which  prac- 

tically no  news  has  been  given  out 
by  order  of  the  military  tribunal. 

Mr.  Davis  has  been  at  odds  with 
the  military  men  over  the  publicity 
methods  of  the  trial,  and  indicated 
that  he  still  thinks  some  phases  of 
the  trial  could  be  reported  but  that 
he  had  met  objections  on  the 
grounds  of  national  security.  The 
newspapers  during  the  last  weeks 
have  been  replete  with  reports  of 
an  alleged  "break"  between  Mr. 
Davis  and  the  military  over  the 

handling  of  the  trial's  news. 
Mr.  Davis  asserted  he  saw  no 

reason  for  holding  back  any  news 
as  long  as  no  information  of  value 
to  the  enemy  is  disclosed. 

Statement  by  Davis 

In  issuing  his  regulations  No.  1, 
which  states  in  a  general  way  the 
functions  of  all  departments  and 
agencies,  including  OWI,  in  han- 

dling Government  information  re- 
lating to  the  war,  Mr.  Davis  as- 

serted : 

"It  is  unlikely  that  this  first 
order  will  meet  satisfactorily  all  of 
the  varying  situations  that  may 
arise  in  different  departments  and 
agencies.  Accordingly,  we  hope  to 
develop,  and  improve  as  necessary, 
working  arrangements  that  will 
meet  their  specific  problems  and 
needs.  I  hope  these  may  be  worked 
out  through  contacts  between  rep- 

resentatives of  this  office  and  of  the 
departments  or  agencies  severally. 

"This  is  a  people's  war,  and  to 
win  it  the  people  should  know  as 
much  about  it  as  they  can.  This 
Office  will  do  its  best  to  tell  the 
truth  and  nothing  but  the  truth, 
both  at  home  and  abroad.  Military 
information  that  would  aid  the 
enemy  must  be  withheld;  but  with- 

in limitation  we  shall  try  to  give 
the  people  a  clear,  complete  and 
accurate  picture. 

"The  Office  of  War  Information 
will  not,  and  does  not  want  to, 
curtail  the  open-door  policy  that 
has  always  prevailed  in  the  deal- 

Doctors  Buy  Time 
FULTON  LEWIS  jr.,  the 
MBS  commentator  who  is 
sponsored  by  different  firms 
in  individual  cities,  derives 
some  of  his  income  from  a 
sponsor  whose  name  is  never 
mentioned  on  the  air.  In 
Olympia,  Wash.,  a  group  of 
doctors  bought  time  on  KGY 
and  are  sponsoring  Lewis, 
using  announcements  which 
do  nothing  more  than  request 
the  public  not  to  call  physici- 

ans unnecessarily  to  their 
homes  at  night  and  to  come 
to  the  offices  of  the  physicians 
whenever  possible.  The  rea- 

son for  the  medical  "coopera- tive" is  that  Olympia  has  lost 
many  doctors  to  the  service 
and  those  left  in  civilian  work 
are  being  taxed  to  their  ut- most. No  names  are  ever 
mentioned. 

Strong  Shortwave  Outlet 
In    Canada    Is  Sought 

A  RECOMMENDATION  for  the 
establishment  of  a  high-powered 
shortwave  station  in  Canada  was 
offered  July  7  in  a  special  interim 
report  tabled  in  the  House  of 
Commons  in  Ottawa.  The  report 
by  the  House  radio  committee  asked 
that  the  station  be  built  "at  the 
earliest  possible  moment",  and  sug- 

gested that  it  be  owned  and  oper- 
ated by  CBC. 

The  report  estimated  the  cost 
of  such  a  50,000-watt  setup  to  be 
$800,000  for  capital  outlay  and 
$500,000  a  year  for  maintenance. 

In  tabling  the  report.  Dr.  J.  J. 
McCann,  committee  chairman, 
stated  that  although  the  estimates 
may  seem  high,  the  committee  felt 
it  vitally  important  to  undertake 
the  project  immediately.  Reasons 
previously  advanced,  which  had 
prompted  other  countries  to  estab- lish such  systems  as  part  of  the 
essential  equipment  of  a  nation, 
were  equally  applicable  to  Canada, 
the  report  said. 

ings  of  the  government  with  press 
and  radio  and  other  news  media. 
It  is  our  hope,  however,  that  we 
can  put  an  end  to  conflicting  state- 

ments which  confuse  the  public 
mind.  This  can  be  done,  I  believe, 

by  giving  the  complete  truth  to  the 
public  as  rapidly  as  possible,  and 
by  endeavoring  to  establish  pro- 

cedures which  may  enable  different 
agencies  to  reach  agreement  before 
a  given  issue  comes  to  the  state  of 

publication. Decentralization  Aspect 
"Executive  Order  9182  and  the 

accompanying  regulations  provide 
a  high  degree  of  decentralization. 
Information  functions  are  central- 

ized only  when  they  bear  sig- 
nificantly on  the  war  effort  or  war 

policies;  or  when  the  information, 
to  be  accurate  and  authoritative, 
must  be  cleared  vdth  several  agen- 

cies of  government. 
"Headquarters  of  OWI  are  being 

established  in  the  Social  Security 

Building." 
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Reggie  Schuebel 

Leaves  Biow  Post 

Tibbals  Also  Leaves;  Procktor 
To  Assist  Vick  Knight 

REGGIE  SCHUEBEL,  radio  di- 
rector of  the  Biow  Co.,  New  York, 

and  connected  with  the  agency's 
radio  department  for  the  past  11 
years,  resigned  July  6.  At  the  same 
time  Walter  A.  Tibbals,  a  time 
buyer  and  program  producer  at 
Biow,  left  the  company.  Neither  he 
nor  Miss  Schuebel  had  announced 
their  future  plans  as  Broadcasting 
went  to  press  last  week. 
Announcement  of  the  two  resig- 

nations was  made  the  week  after 
Vick  Knight  was  appointed  execu- 

tive producer  of  radio  programs 
for  Biow  by  Milton  H.  Biow,  presi- 

dent of  the  agency  [Broadcasting, 
June  29].  Mr.  Knight  will  super- 

vise production  of  the  Biow  pro- 
grams, including  the  three  Philip 

Morris  network  programs,  Ever- 
sharp's  Take  It  or  Leave  It  show, 
and  spot  campaigns  for  Bulova 
Watch  Co.  and  Tootsie  Rolls,  as 
well  as  handle  talent  arrangements. 

Prockter  Aids  Knight 

Assisting  Mr.  Knight  will  be 
Bernard  Procktor,  timebuyer,  who 
will  handle  station  relations  and 
contracts.  Appointed  as  assistant 
to  Mr.  Biow  in  a  capacity  some- 

what similar  to  Miss  Schuebel's 
former  position  in  the  radio  depart- 

ment is  Irving  H.  Mackenzie,  for- 
merly director  of  budgets  and  at 

one  time  in  the  space  buying  and 
media  departments  of  the  agency. 
Mr.  Mackenzie  will  direct  matters 
pertaining  to  policy. 

Mr.  Biow  and  Mr.  Knight  left 
New  York  last  week  for  Holly- 

wood to  check  on  a  proposed  pol- 
icy of  shifting  some  of  the  agency's 

programs  to  the  West  Coast  for 
origination  from  there 

Statement  on  Reorganization  of  OWI; 

Nine  Branches  and  Bureaus  Described 

Keyes  to  Alley  &  Richards 
LANGLEY  C.  KEYES,  former  vice- 
president  of  Badger  &  Browning  Inc.. 
New  York,  and  previously  associated 
with  R.  H.  Maey  &  Co.,  New  York, 
has  joined  the  Boston  office  of  Alley 
(Sc  Richards  as  account  executive  and 
member  of  the  creative  staff.  He  was 
onetime  assistant  dean  of  Harvard 
College, 

OF 

ORGANIZATIONAL  setup  of  the 
several  branches  and  bureaus  of 
OWI  was  officially  described  in  an 
OWI  statement  last  Friday  as 
follows : 

The  Policy  Development  Branch 
includes  a  small  staff  of  deputies 
who  will  serve  as  liaison  officers 
between  OWI  and  the  policy-form- 

ing officials  of  Federal  Depart- 
ments and  agencies,  as  well  as  be- 
tween OWI  and  representatives  of 

the  United  Nations.  These  officers 
will  serve  as  representatives  of  the 
Director  in  adjusting  inter-depart- 

mental policy  differences  that 
otherwise  would  result  in  public 
confusion  and  misunderstanding, 
and  will  recommend  general  poli- 

cies and  programs  aimed  at  keep- 
ing the  public  accurately  informed 

on  all  phases  of  the  war  effort. 
Also  attached  to  the  Policy  De- 

velopment Branch  is  the  Bureau 
of  Intelligence,  (Mr.  Kane)  which 
surveys  and  analyzes  specific  prob- 

lems and  provides  OWI  with  cur- 
rent knowledge  as  to  the  adequacy 

or  inadequacy  of  government  war 
information  from  the  point  of  view 
of  the  public  itself. 

The  Domestic  Operations  Branch 
will  handle  the  coordination  and 
dissemination  of  war  information 
in  the  United  States  through  all 
channels  of  communication.  The 
Branch  is  divided  into  the  follow- 

ing Bureaus: 
The  News  Bureau  (Mr.  Horton), 

which  will  function  along  the  gen- 
eral lines  of  a  city  news  room. 

The  Radio  Bureau  (Mr.  Lewis), 
which  will  serve  as  the  central 
point  of  contact  between  the  radio 
industry  and  all  agencies  of  the 
government  in  matters  pertaining 
to  the  dissemination  of  war  in- 

formation by  radio. 
The  Bureau  of  Publications  & 

Graphics  (Mr.  Fleming),  which 
will  coordinate  or  prepare  and  issue 
government  pamphlets,  posters, 
and  other  graphics  pertaining  to 
the  war,  and  manage  the  distribu- 

tion of  these  materials. 
The  Bureau  of  Motion  Pictures 

(Mr.  Mellett),  which  will  coordi- 
nate the  production  and  distribu- 
tion of  government-made  movies 

and  will  handle  relationships  with 
the  movie  industry  in  connection 
with  pictures  bearing  on  the  war. 
The  Public  Inquiries  Bureau 

(Miss  Blackburn),  which  will  pro- 
vide a  factual  information  service 

for  the  public  and  other  govern- 
ment agencies,  both  at  the  Informa- 
tion service  for  the  public  and 

other  government  agencies,  both 
at  the  Information  Center  in 
Washington  and  in  the  field.  This 
was  formerly  one  of  the  functions 
of  the  United  States  Information 
Service,  Office  of  Government  Re- 

ports. Reduced  Appropriations 
The  former  OGR  field  organiza- 

tion is  being  realigned  to  come 
within  reduced  appropriations. 
There  will  no  longer  be  State  Di- 

rectors, or  State  offices  as  such. 

Of  the  former  60  field  offices  in  44 
States,  29  are  being  discontinued; 
31  will  be  retained  in  selected  cities 
in  29  States  to  answer  direct  in- 

quiries regarding  the  government 
and  to  facilitate  public  contact 
with  the  government  agencies. 

Field  offices  of  the  OWI  Public 
Inquiries  Bureau  will  be  staffed 
wherever  possible  by  former  OGR 
employees  who  know  the  govern- 

ment thoroughly  and  can  therefore 
be  helpful  to  persons  seeking  in- 
formation. 
Bureau  of  Special  Operations 

(Mr.  Hamblet,  Acting  in  Charge), 
which  will  include  special  foreign 
language  services  within  the  Unit- 

ed States,  and  liaison  with  the  ad- 
vertising industry  and  with  numer- 

ous organized  groups  that  want 
comprehensive  information  about 
the  war  effort. 

The  Overseas  Operations  Branch 
will  handle  all  official  information 
disseminated  outside  of  the  con- 

tinental limits  of  the  United  States, 
(except  to  South  and  Central 
America).  The  organization  (un- 

der Mr.  Sherwood)  is  about  as  it 

OPA  UNIT  CREATED 

TO  GET  AD  TIEUPS 
AS  PART  of  the  reorganization  of 
the  Consumer  Division  of  the  Office 
of  Price  Administration  announced 
July  7  by  Leon  Henderson,  OPA  ad- ministrator a  new  unit  to  be  known 
as  the  Commercial  Relations 
Branch  was  formally  created. 
[Broadcasting,  June  29].  Accord- 

ing to  the  formal  announcement 
this  branch  "will  work  with  the 
channels  of  public  information  in 
use  between  private  industry  and 

the  public  in  general." As  earlier  described  in  Broad- 
casting, this  unit  will  work  in 

close  collaboration  with  manufac- 
turers, advertising  agencies,  trade 

associations  and  trade  journals  to 
insure  the  success  of  rationing  and 
price  regulations.  With  the  coop- 

eration of  these  groups  it  is  hoped 
to  keep  the  public  constantly  in- 

formed of  the  reasons  why  and  the 
ways  in  which  all  OPA  programs 
must  be  carried  out. 
Wroe  Alderson,  formerly  with 

Curtis  Pub.  Co.,  for  six  years  as  a 
market  analyst  and  advisor  is  chief 
of  this  branch. 

was,  except  that  domestic  news 
gathering  has  been  consolidated 
with  the  News  Bureau  of  the  Do- 

mestic Operations  Branch. 

Stephens  Store 
One  of  Roc/iesfer's  Leading  Apparel  Shops 

Renews  Program 

ON  WHEC 

Straight  Year 

Started  with  WHEC  in  depth  of  the  depression.  Exclusive 

WHEC  client  ever  since.  The  program's  commercials  are 
"item  and  price" — we  have  to  produce  the  next  day.  416  con- 

secutive weeks  and  new  contract  proves  . 

we  do.  That's  why  20  other  WHEC  s\  </■ 
customers  also  have  renewed  without  ̂ \  ' 
a  break  for  the  past  5  years  or  more!        *.  ̂  

WHEC 

ROCHESTER,NiI: BASIC  McKinney  &  Son,  Representative 
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365,000  people  make  the 

Youngstown  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

J  THIS  STATION 

V2  Million  People  in 
Northeastern  Wiscon- 
sin  Listen  Nearly  60% 

of  the  Time — The  Only 
Big  Station  in  This  Rich 
Area.  No  Other  CBS 
Station  can  be  Heard 

^^^^  Regularly. 

GREEN  BAY,  WISCONSIN 

WHO 

at  Des  Moines 

is  "Heard  Regularly" 
all  over  IOWA -with 

50.000  WATTS 

from  the  center 

of  the  State 

J.  O.  MALAND,  Manager 
FREE  &  PETERS.  Inc. 

National  Representatives 

Columbia's  Station  for  the 
SOUTHWEST 

KFH 

WICHITA 

KANSAS 

Call  Any  Edward  Petry  OflSce 

OWI  Order 
(Continued  from  page  11) 

and  agency  to  the  Director  of  War  In- formation not  later  than  August  15, 
1942. 

(c)  Each  Department  and  agency 
shall  designate  a  representative  with 
authority  to  cooperate  with  the  Office 
of  War  Information  in  expediting  the 
handling  of  those  classes  of  war  infor- 

mation requiring  central  clearance,  as 
enumerated  in  succeeding  sections  of 
tills  regulation. 

3.  News 
(a)  General.  News  releases  relating 

significantly  to  the  war  effort  or  deal- 
ing with  activities  broader  than  the 

authorized  work  of  the  initiating 
agency  shall,  where  possible,  be  pre- 
]jared  by  the  appropriate  Federal  De- 

partment or  agency  for  clearance  and 
issuance  by  the  News  Bureau  of  the 
Office  of  War  Information.  The  Chief 
of  the  News  Bureau  will  be  responsible 
for  clearing  such  releases  with  the  ap- 

propriate policy  officers  of  OWI  and 
with  the  Departments  and  agencies  con- cerned. Announcements,  statements, 
material  for  radio  news  and  newsreels. 
news  pictures,  and  other  material 
which  have  the  same  purpose  as  a  news 
release  shall  be  handled  in  the  same 
manner  as  news  releases. 

(b)  Information  Involving  the Armed  Services.  The  Office  of  War 
Information  will  cooperate  with 
the  War  and  Navy  Departments  in 
facilitating  the  fullest  possible  dis- 

semination of  information  involv- 
ing military  and  naval  actions. 

Whether  specific  military  informa- tion would  be  of  aid  to  the  enemy 
will  be  determined  by  the  War  or 
Navy  Department  after  consulta- tion with  the  Director  of  War 
Information. 

4.  Addresses 

In  accordance  with  directives  here- 
tofore issued  by  the  President,  all 

addresses  by  the  heads  of  Federal  De- 
partments and  agencies  and  by  other 

uolic.v-forming  officials  will  be  cleared 
hy  the  originating  agency  with  the 
Chief  of  the  Bureau  of  Publications 
and  Graphics  of  the  Office  of  War 
Information.  The  Chief  of  the  Bureau 
will  consult  with  the  appropriate  policy 
officers  of  OWI  and  with  other  gov- 

ernmental agencies  in  handling  such 
clearance. 

5.  Publications 
Most  bulletins  relate  exclusively  to 

the  work  of  a  single  agency  and  do 
not  involve  war  information  policy ; 
they  will  therefore  continue  to  be  pre- 

pared and  published  by  the  initiating 
Department  or  agency,  without  clear- ance. Publications  relating  significantly 
to  the  war  effort,  or  dealing  with  ac- tivities broader  than  the  authorized 
work  of  the  initiating  agency  shall  l)e 
cleared  with  the  Chief  of  the  Bureau 
of  Publications  and  Graphics,  who 
will  be  responsible  for  consulting  ap- 

propriate Federal  officials  in  reaching 
decisions. 

6.  Radio 
Because  radio  time  is  limited,  the 

Office  of  War  Information  will  review 
and  clear  all  proposed  radio  programs 
sponsored  by  Federal  Departments  and 
agencies  (whether  they  directly  bear 
upon  war  information  or  not ) ,  will 
allocate  available  time  for  such  pro- 

grams, and  will  serve  as  the  central 
point  of  cleai-ance  and  contact  for  the 
broadcasting  industry  in  its  relation- 

ships with  Federal  Departments  and 
agencies  concerning  such  government 
programs.  Federal  Departments  and 
agencies  desiring  to  disseminate  infor- 

mation by  radio,  will  make  necessary 
arrangements  through  the  Chief  of 
the  Radio  Bureau,  Office  of  War  In- 

formation ;  the  Chief  of  Bureau  will 
be  responsible  for  consulting  the  ap- 

propriate policy  officers  and  subject- matter  authorities  in  arranging  final 
clearance  of  such  programs. 

7.  Motion  Pictures 
The  Chief  of  the  Bureau  of  Motion 

Pictures,  Office  of  War  Information, 

will  serve  as  the  central  point  of  con- 
tact between  the  motion  picture  in- 

dustry and  Federal  officials  to  the  end 
that  the  motion  picture  industry,  both 
theatrical  and  non-theatrical,  may 
make  the  maximum  contribution  to 
keeping  the  American  public  fully  in- formed on  vital  aspects  of  the  war. 
Official  motion  pictures  of  the  Federal 
Government  as  a  rule  will  be  produced 
under  the  direction  of  the  Chief  of 
the  Bureau  of  Motion  Pictures  ;  they 
may  be  produced  by  individual  De- partments and  agencies  after  review, 
clearance,  and  approval  of  the  Chief 
of  Bureau. 

8.  Posters  and  Other  Graphics 
To  reduce  costs,  the  Office  of  War 

Information  will  maintain  a  central 
graphics  service  ;  i)roposed  posters  and 
related  graphic  material  relating  to 
the  war  effort  shall  be  cleared  with 
the  Chief  of  the  Bureau  of  Publica- 

tions and  Graphics  who,  after  cleai'- ance  of  the  initial  plans,  will  make 
the  services  of  the  central  staff  avail- 

able for  production  of  such  graphics. 
9.  Advertising 

To  avoid  conflict  and  confusion,  the 
Advertising  Division  of  the  Bureau  of 
Special  Operations,  OWI,  will,  when- ever war  information  is  involved,  serve 
as  a  central  point  of  contact  and 
clearance  between  government  Depart- 

ments and  agencies  and  all  branches 
of  the  advertising  industry. 

10.  Foreign  Language  Services 
To  reduce  the  cost  involved  when 

several  Departments  and  agencies  ar- range for  the  translation  of  news, 
features,  and  other  material  for  the 
use  of  foreign  language  publications 
and  radio  stations  in  this  country  and 
provide  special  services  to  such  media, 
all  war  information  proposed  for  dis- semination to  such  media  shall  be 
handled  through  the  Foreign  Language 
Division,  Bureau  of  Special  Opera- 

tions, Office  of  War  Information. 

11.  Comprehensive  War  Informa- tion 

As  contrasted  to  the  specialized  re- 
leases and  information  programs  of  the 

several  Departments  and  agencies,  the 
Office  of  War  Information  will  prepare 
and  publish  comprehensive  war  infor- 
mation. 

(a)  The  office  will  prepare  and  issue 
press  releases,  radio  programs,  publi- 

cations, posters,  motion  pictures,  and 
related  materials  which  deal  with  sub- 
.iects  broader  than  the  activities  of  a 
single  agency,  and  shall  have  access 
to  such  information  as  may  be  neces- 

sary to  carry  out  this  task. 
(b)  The  office  will  manage  coordi- nated information  programs  involving 

the  assistance  of  many  Departments 
and  agencies  and  the  use  of  many 
media. 

(c)  The  office  will  assign  to  specific 
Departments  and  agencies  the  respon- 

sibility for  preparing  for  OWI  mate- 
rials needed  in  comprehensive  infor- mation programs. 

12.  Information  in  the  Field 
The  News  Bureau  of  the  Office  of 

War  Information  will  maintain  a  re- 
stricted number  of  field  offices,  located 

at  centers  of  greatest  war  activity  and 
of  concentrated  news-dissemination  fa- cilities. 

(a)  The  field  services  of  each  Fed- eral Department  or  agency  will  be 
responsible  for  preparing  and  dissem- 

inating information  not  related  signi- 
ficantly to  the  war  effort.  The  head 

of  each  Federal  Department  or  agency 
shall  instruct  his  field  employees  to 
release  in  the  field  only  -such  informa- tion as  is  within  clearly  defined  policy 
and  exclusively  within  the  authorized 
activities  of  his  agency. 

(b)  Release  which  bear  definitely 
upon  war  activities  or  policy  or  which 
include  material  broader  than  the  au- 

thorized activities  of  the  preparing 
agenc.v  shall  be  cleared  with  and  is- sued by  the  nearest  OWI  field  office. 

(c)  Radio  programs  relating  to  the 
war  effort  prepared  by  Federal  agen- cies in  the  field  for  individual  stations 

TANKS  RANK  with  Lt.  Lloyd  An- 
derson, former  announcer  of 

KMOX,  St.  Louis,  and  to  prove 
it  he's  just  won  himself  a  promo- 

tion to  a  first  lieutenancy  in  the 
tank  corps  at  Ft.  Knox,  Ky. 

or  regional  or  national  networks  shall 
be  reviewed  and  cleared  by  the  most 
convenient  OWI  field  information office. 

(c)  Publications  and  graphics  pre- 
pared and  issued  in  the  field  and  relat- 

ing significantly  to  the  war  effort,  or 
dealing  with  activities  broader  than 
the  authorized  work  of  the  initiating 
agency  shall  be  cleared  with  the  near- est OWI  field  office. 

13.  Overseas  Information 

All  information  for  official  dissem- 
ination outside  the  continental  limits 

of  the  United  States  (except  to  Cen- 
tral and  South  America)  shall  be 

handled  exclusively  by  the  Overseas 
Branch  of  the  Office  of  War  Informa- 

tion, whether  such  dissemination  in- 
volves news  releases,  radio,  short-wave 

radio,  publications,  graphics,  motion 
pictures,  or  other  media. 

(a)  To  avoid  duplication  the  News 
Bureau  of  the  Office  of  War  Informa- 

tion will  gather  news  for  th£  Overseas 
Branch  as  well  as  for  the  Domestic 
Branch  of  the  Office,  but  dissemina- tion abroad  will  be  the  responsibility 
of  the  Overseas  Branch. 

(b)  All  Departments  and  agencies 
shall  provide  the  Overseas  Branch  with 
materials  they  believe  useful  for  over- seas use,  and  shall  prepare  material 
at  the  request  of  OWI. 

14.  Personnel 

In  view  of  the  importance  of  pro- 
viding all  the  people  with  information 

so  presented  that  they  shall  be  "truth- fully informed  about  the  common  war 
effort,"  the  Office  of  War  Information 
and  the  Departments  and  agencies 
shall  cooperate  in  insuring  that  in- 

formational work  is  in  competent,  ex- 
perienced hands.  As  required  by  Ex- ecutive Order  9182,  the  Director  of 

War  Information,  after  consultation 
with  the  appropriate  Departments  or 
agencies,  will  direct  the  discontinu- ance of  the  activities  of  persons  per- 

forming unnecessary  information  work. 

15.  OWI-OCD  Cooperation 

To  meet  the  requests  of  discussion 
groups  throughout  the  United  States 
for  facts  on  all  phases  of  the  war  ef- 

fort, the  Office  of  War  Information 
will  cooperate  with  the  Office  of  Ci- vilian Defense  in  aiding  such  local 
discussion  groups  obtain  special 
pamphlets  and  related  materials  on 
the  war  effort. 

Despite  the  distinctions  made  in  this 
regulation  between  information  issued 
direct  by  the  several  Departments  and 
agencies  and  that  issued  by  the  Office 
of  War  Information,  the  appropriate 
media  bureaus  of  OWI  will,  at  the 
request  of  Departments  or  agencies which  lack  their  own  facilities,  prepare 
and  issue  information  materials  for 
such  Departments  or  agencies. 

EiMEB  Davis,  Director. 
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NBC  Body  Talks 

War  Cooperation 
Group  Considering  Shortage 
Of  Men  and  Materials 
THIRD  MEETING  this  year  of 
the  Planning  and  Advisory  Com- 

mittee of  NBC  convened  last  week 
in  Nev/  York,  v^'ith  the  seven  chair- 

men of  regional  committees  repre- 
senting NBC  affiliates  meeting  with 

NBC  executives  to  discuss  coopera- 
tion of  the  network  and  its  affili- 
ates in  America's  war  effort. 

Two  of  the  principal  questions 
discussed  concerned  how  radio's 
participation  in  the  war  effort 
might  be  furthered,  and  what  meth- 

ods were  best  in  meeting  the  acute 
shortage  of  men  and  materials 
facing  the  network  as  the  war  con- 

tinues. A  summary  was  presented 
to  the  regional  chairmen  of  NBC's 
war  effort  since  Dec.  7,  1941,  dur- 

ing which  it  was  pointed  out  the 
network  had  devoted  over  197 
hours  to  war  programs  and  mes- 
sages. 

Regional  Chairmen 

The  seven  chairmen  present 
were:  Harry  Stone,  WSM,  Nash- 

ville; Paul  W.  Morency,  WTIC, 
Hai-tf ord ;  James  D.  Shouse,  WLW, 
Cincinnati ;  Stanley  Hubbard, 
KSTP,  St.  Paul;  O.  L.  Taylor, 
KGNC,  Amarillo;  Ed  Yocum, 
KGHL,  Billings;  Arden  X.  Pang- 
born,  KGW,  Portland,  Ore. 
NBC  executives  attending  the 

morning  and  afternoon  sessions  in 
Radio  City  included  Niles  Tram- 
mell,  president;  William  S.  Hedges, 
vice-president  in  charge  of  sta- 

tions; A.  L.  Ashby,  vice-president; 
Harry  Kopf,  vice-president  in 
charge  of  the  Central  Division; 
0.  B.  Hanson,  vice-president  and 
chief  engineer;  Roy  C.  Witmer, 
vice-president  in  charge  of  sales; 
Clarence  Menser,  program  man- 

ager; Sheldon  Hickox  Jr.,  man- 
ager of  station  relations;  Charles 

Brown,  sales  promotion  manager. 

Rum  and  Maple  Extends 
RUM  &  MAPLE  Tobacco  Corp., 
New  York,  is  extending  a  test  cam- 

paign launched  April  6  on  stations 
in  six  states.  Samples  of  R  &  M 
tobacco  and  Three  Squires  Type 
Mixture  are  offered  listeners  in 
one-minute  live  announcements, 
currently  aired  on  45  stations  in 
20  markets  from  three  to  four 
times  weekly.  Each  station  carries 
the  commercials  as  long  as  its  al- 

lotted supply  of  samples  holds  out, 
usually  a  matter  of  one  or  two 
weeks.  R  &  M  will  continue  to  test 
different  stations  for  brief  periods, 
in  view  of  selecting  the  most  effec- 

tive local  outlets  for  a  prolonged 
and  regular  advertising  schedule. 
Raymond  Spector,  New  York,  han- 

dles the  account. 

Voynow  to  Army 
EDWARD  VOYNOW,  Chicago 
manager  and  partner  in  the  firm 
of  Edward  Petry  &  Co.,  station 
representatives,  last  week  received 

orders  to  report 
for  active  duty  as 
a  captain  in  the 
Army  Air  Force 
training  quarters 
in  Florida.  Capt. 

Voynow  is  a  co- founder  of  the 

Petry  organiza- tion and  has  been 
in  charge  of  its 

Mr.  Voynow  central  division activities  as  vice- 
president  since  its  inception.  John 
Ashenhurst,  for  the  last  decade  top 
man  in  the  Petry  Chicago  office, 
has  been  named  acting  manager  of 
the  office. 

Pearson  Co.  Appointed 

As  WIRE  Representative 
JOHN  E.  PEARSON  Co.  has  been 
appointed  exclusive  national  rep- 

resentative of  WIRE,  Indianapolis. 
The  station  operates  with  5,000 
watts  on  1430  kc,  and  is  owned 
and  operated  by  Eugene  C.  Pul- 
liam,  publisher  of  the  Vivcnnes 
(Ind.)  Sun-Commercial  and  Hunt- 
inpton  Herald-Press. 

In  a  realignment  of  station  list, 
the  Pearson  Co.  reports  it  has  re- 
siorned  from  renresentation  of 
KCMO,  Kansas  Citv;  KDRO,  Se- 
dalia;  KHMO,  Hannibal;  KFVS, 
Cape  Girardeau;  KWOC,  Popular 
Bluff,  Mo.;  WKRO,  Cairo,  111.; 
WPAT,  Paterson,  N.  J.  It  now 
represents,  in  addition  to  WIRE, 
KWTO-KOBX,  Sprins-field.  Mo.; 
WJJD,  Chicago;  KSAL,  Salina, 
Kan.;  KGGF,  Coffewille;  KSAL, 
Salina,  Kan.;  KDTH,  Dubuque; 
WEW,  St.  Louis;  WOAV,  Vin- 
cennes,  Ind.  The  company  has 
moved  to  larger  Chicago  offices  at 
360  N.  Michigan  Ave. 

Jolly  Time  Corn  Plans 
WITH  sugar  rationing  cutting  into 
home  candy  making.  Jolly  Time 
Pop  Corn  Co.,  Sioux  City,  la.,  is 
planning  increases  in  advertising 
in  all  media,  according  to  an  an- 

nouncement of  Buchanan-Thomas 
Adv.  Co.,  Omaha,  agency  handling 
the  account.  Radio,  trade  papers, 
national  consumer  magazines  and 
newspapers  will  be  more  widely 
utilized,  it  was  said. 

AFRA  Contracts 

NEGOTIATIONS  between  the 
American  Federation  of  Radio  Art- 

ists and  the  managements  of 
WHDH,  BLUE  Boston  outlet,  and 
two  Fresno,  Cal.,  stations,  KARM 
and  KMJ,  have  been  concluded  with 
the  ratification  last  Thursday  by 
the  AFRA  board  of  directors  of 
three  contracts  covering  staff  an- 

nouncers at  the  stations.  The  new 

pacts  contain  the  standard  AFRA- shop  clauses. 

Menser  Named  as  NBC 

Program  Vice  President 
CLARENCE  L.  MENSER,  na- 

tional program  manager  of  NBC, 
last  Friday  was  elected  vice-presi- 

dent in  charge  of  programs.  He 
succeeds  to  the  post  vacated  by  Sid- 

ney N.  Strotz,  now  vice-president 
in  charge  of  Pacific  Coast  opera- tions. 

Niles  Trammell,  NBC  president, 
said  Mr.  Menser  will  have  direction 
and  supervision  of  all  NBC  pro- 

gramming. He  is  former  national 
production  manager  of  NBC  and 
worked  under  Mr.  Strotz. 

(See  sketch  of  Mr.  Menser, 

page  39) 

Vick  Futvire  Plans 
VICK  CHEMICAL  Co.,  New  York, 
which  has  already  signed  for  a 
five-minute  period  on  WJZ,  New 
York,  for  its  cold  products  to  start 
in  September  [Broadcasting,  June 
22],  is  lining  up  a  fall  and  winter 
schedule  of  snot  announcements 
for  Vicks  cough  drops.  No  details 
are  available  at  present.  Radio 
plans  for  Vapo-Rub  and  Vatronol 
continue  unsettled  vdth  the  possi- 

bility of  a  network  show  still  in 
the  offing.  Morse  International, 
New  York,  is  the  agency. 

Writer  Sues  WOR 
SUIT  FOR  $.50,000  damages  has  been 
filed  in  New  York  Svipreme  Court  by 
Bill  King,  scriptwriter,  against  the 
program  service  department  of  WOR, 
New  York.  King  claims  that  the  sta- tion had  refused  to  return  certain 
radio  scripts. 

CHARLES  JOHN  BROWN.  13.  son 
of  Charles  B.  Brown,  manager  of  the 
promotion  department  of  NBC.  died 
Thursday,  .July  9,  at  the  Alexian  Bros. 
Hospital,  Elizabeth  N.  .J.,  of  complica- 

tions following  an  emergency  operation 
for  appendicitis  five  days  earlier.  He 
was  an  only  child.  Funeral  is  July  13. 

.JOHN  RICHMOND,  for  the  last  year 
and  a  half  in  the  magazine  division 
of  the  CBS  publicity  department,  has 
been  appointed  head  of  the  division, 
replacing  Tliomas  Flanagan,  recently 
commissioned  a  lieutenant  j.  g.  in 
the  U.  S.  Naval  Reserve. 

NAME  of  the  summer  replacement  for 
the  NRC  Chase  d-  Snnhnrn  Shoic  is 
Star  Spangled  Vaudeville.  Standard 
Brands  sponsors  the  show  for  Fleisch- 
mann's  Yeast,  while  the  Charlie 
McCarthy-Edgar  Bergen  series  for  the 
company's  C  &  S  coffee  takes  an  eight- week  layoff  [Broadcasting,  June  15, 29], 

Starts  With  80 
WHEN  WSNY  takes  the  air 
on  the  morning  of  July  15 

[see  page  281,  it  will  be  set- 
ting something  of  a  rec- 

ord. The  station  will  be  self- 
supporting  from  the  very 
start,  with  more  than  80  local 
and  national  clients  sched- 

uled. These  vdll  include  all 

three  of  Schenectady's  de- 
partment stores — Carl's,  Wal- lace's, Barney's — each  signed 

for  a  15-minute,  across-the- 
board,  six-days-per-week  pro- 

gram. All  three  stores  have 
used  radio  infrequently  in  the 

past. 

Latest  Hooper 

ratings  show 

that  .  .  . 

Salt  Lake  City 

People 

Listen  Most 

to... 

D 

POPULAR  ̂ ^^m 
Sail  laVc 

john  blair /■«»««\ 
&  companyC=) 

NBC 
STATION 
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W.  K,  BAILEY  HEADS 

CHICAGO  SPOT  SALES 
W.  K.  BAILEY,  Midwestern  radio 
executive,  has  been  appointed  man- 

ager of  the  Chicago  office  of  Spot 
Sales  Inc.,  as  announced  by  Loren 
Watson,  executive  vice-president  of 
the  station  representative  firm. 
Peterson  Kurtzer,  former  Chicago 
manager,  has  been  granted  a  leave 
of  absence  from  Spot  Sales  for  the 
duration. 

Assisting  Mr.  Bailey  on  some  of 
the  sales  duties  will  be  Aileen  Phil- 

lips, while  Louise  Monson,  new  to 
radio,  has  also  joined  the  company. 
Mr.  Watson  also  announced  that 
WINN,  Louisville,  has  appointed 
Spot  Sales  its  national  sales  repre- 
sentative. 
Mr.  Bailey,  after  graduation 

from  Nebraska  U,  was  assistant 
advertising  manager  of  Mona  Mo- 

tor Oil  Co.,  entering  radio  with 
that  company's  station,  KOIL, 
Omaha,  and  later  serving  with 
WIBW,  Topeka.  After  a  term  as 
radio  director  of  Schwimmer  & 
Scott,  Chicago,  he  returned  to 
Omaha  as  manager  of  WAAW 
(now  KOWH),  subsequently  serv- 

ing as  manager  of  KBIX,  Musko- 
gee, and  KFNF,  Shenandoah,  and 

as  commercial  manager  of  WCAR, 
Pontiac.  He  left  WJJD,  Chicago, 
to  join  Spot  Sales  early  this  month. 

Oberfelder  Promoted 
TED  OBERFELDER,  veteran 
broadcasting  sales  promotion  ex- 

ecutive, has  been  appointed  sales 
promotion  director  of  WCAU, 
Philadelphia,  succeeding  Joseph 
Connolly,  who  has  entered  the  Navy 
as  a  lieutenant  (j.g.).  Following 
several  years  with  Lennen  & 
Mitchell,  New  York  advertising- 
agency,  Mr.  Oberfelder  became 
promotion  director  of  Hearst  Radio. 
He  later  joined  the  Philadelphia 
Inquirer  as  circulation  promotion 
manager  and  during  the  past  year 
has  been  on  the  local  sales  staff  of 
WCAU. 

WITH  comedian  Walter  O'Keefe  re- 
placing the  Frank  Crumit-Julia  Sand- 

erson team  as  m.c,  the  Battle  of  the 
Sexes,  quiz  show  sponsored  on  NBC 
by  Cummer  Products,  New  York,  for 
Molle  Shaving  Cream,  will  begin  fea- 

turing soldier-sailor  teams  against feminine  volunteer  war  workers  with 
the  July  28  broadcast.  War  savings 
stamps,  to  the  extent  of  $10  for  each 
contestant,  will  be  given  by  the  spon- 

sor, with  additional  $10  cash  awards 
for  members  of  the  winning  teams. 
Agency  is  Young  &  Rubicam,  N.  Y. 

EIGHT  PROGRAM  DIRECTORS  of  CBS  owned  and  operated  stations,  lined  up  for  this  shot  last  week  be- 
tween sessions  of  a  four-day  visit  to  New  York  to  confer  with  executives  of  CBS  and  Radio  Sales.  Left  to 

right,  they  are:  Al  Sheehan,  WCCO,  Minneapolis;  George  Allen,  WABC,  New  York;  C.  G.  (Tiny)  Renier, 
KMOX,  St.  Louis;  Russ  Johnston,  KNX,  Los  Angeles;  Charles  Crutchfield,  WBT,  Charlotte;  Lloyd  del 
Castillo,  WEEI,  Boston;  Walter  Preston,  WBBM,  Chicago;  Lionel  Baxter,  WAPI,  Birmingham. 

WOR'S  PLAYHOUSE 
Staff  Will  Write  Scripts  For 

 Summer  Sustainer  

FOR  THOSE  who  are  cut  off  from 
their  favorite  summer  theatres  be- 

cause of  restricted  travel,  WOR, 
New  York,  will  present  a  sustain- 

ing weekly  show  entitled  WOR 
Summer  Theatre,  starting  July  16. 
Scripts  for  the  series  will  be  writ- 

ten by  WOR  staff  members,  who 
will  be  encouraged  to  experiment 
with  innovations.  The  show  was 
originally  scheduled  to  replace  Jack 
Dempsey's  All-Sports  Quiz,  when 
the  latter  was  to  go  off  the  air  for 
the  summer.  With  the  Dempsey 
program  continuing  on  WOR  as  a 
sustainer,  until  Piel  Bros,  resumes 
sponsorship  in  the  fall,  the  Sum- 

mer Theatre  will  be  aired  9:30-10 
p.m.  Thursdays. 

"The  Ropes,"  a  play  written  by 
his  father,  Wilbur  Daniel  Steele 
and  produced  by  the  Provincetown 
Players,  will  be  adapted  for  radio 
by  Peter  Steele,  commercial  con- 

tinuity director.  Another  staff  mem- 
ber to  give  his  father  a  break  will 

be  Donald  Hamilton,  office  manager 

of  the  program  dep't,  who  will 
adapt  "The  Big  Idea",  Clayton 
Hamilton's  Broadway  show.  Robert 
A.  Simon,  continuity  editor,  will 
write  an  original  baseball  story; 
Stella  Roth,  continuity  writer,  will 
script  a  mystery  show  and  and 
Robert  Louis  Shayon,  a  staff  direc- 

tor, will  adapt  Oscal  Wilde's  "The 
Young  King."  The  publicity  staff 
will  write  score  and  lyrics  for  a 
musical  show,  "Red  Barn  of  Broad- 

way." 

^REPRESENTATIVE  ;   PAUL   H.  RAVMER  CO. 

Hal  Wilson  to  KXL 
HAL  W.  WILSON,  long  identified 
with  station  operation  in  the  South- 

east, has  been  appointed  general 
manager  of  KXL,  Portland,  Ore., 

succeeding  Fran- ces R.  Symons. 
Mrs.  Symons  has 

managed  the  sta- tion since  the 
death  of  her  hus- 

band early  this 

year.  Mr.  Wil- son recently  dis- 
posed of  his  in- terest in  WGTM, 

Wilson,  N.  C, 

which  he  m  a  n- 
aged  prior  to  assuming  manager- 

ship of  WWPG,  Lake  Worth,  Fla. 
KXL  operates  on  750  kc.  vidth  10,- 
000  watts  limited  time.  It  will  be 
represented  nationally  by  Joseph 
Hershey  McGillvra. 

Mr.  Wilson 

Patriotic  Setup 

INTER-ALLIED  Information  Com- 
mittee, formed  recently  to  clear  infor- 
mation concerning  the  United  Nations, 

has  announced  the  organization  of  a 
radio  department  to  serve  as  a  clearing 
house  for  patriotic  programs  between 
producers  and  broadcasters.  Made  up 
of  various  members  of  the  United  Na- 

tions, the  department  is  also  consid- 
ering a  series  of  recorded  shows  in 

tune  with  our  war  efforts  against  the 
Axis.  lAIC  is  located  at  610  Fifth 
Ave.,  and  is  served  by  an  international 
staff. 

Suit  Against  GE 
SUIT  FOR  $150,000  damages  alleging 
non-payment  for  the  use  of  a  program 
idea  on  the  NBC  Hour  of  Charm  has 
been  filed  in  New  York  Supreme 
Court  by  Don  Reid,  vocalist,  against 
General  Electric  Co.,  Maxon  Inc.  and 
BBDO,  agencies  handling  portions  of 
the  GE  account.  The  plaintiff  claims 
to  have  originated  the  idea  of  coUege 
and  university  contests  conducted  by 
a  sponsor  to  select  winners  for  weekly 
competition  on  the  air. 

Ziv's  New  Series 
FREDERIC  W.  ZIV  Inc.,  Cincinnati, 
announces  the  release  of  a  new  "west- 

ern" musical  variety  show  The  Old Corral  via  transcription.  It  features 
the  artists  now  on  the  CBS  sustaining 
Saturday  morning  show  Ozark  Varie- 

ties, including  Pappy  Chesire,  Sally 
Foster,  the  Bunkhouse  Quartet  and 
Wade  Ray.  Show  is  now  aired  on 
KMOX.  St.  Louis,  for  Slack's  Furni- ture, and  in  New  Orleans  for  Regal Beer. 

Winchell's  Subs 
WHILE  Walter  Winchell  vacations 
in  August,  broadcasts  of  his  Jergens 
Journal  on  BLUE  will  be  filled  on  dif- 

ferent Sundays  by  John  Guuther,  au- 
thor ;  Raymond  Clapper,  columnist 

and  BLUE  commentator ;  Clare 
Boothe,  playwright  and  writer ;  and 
Frazier  Hunt,  CI5S  commentator.  An- drew .Jergens  Co.,  Cincinnati,  sponsors 
the  Journal  for  Jergens  Lotion.  Agency 
is  Lennen  &  Mitchell,  New  York. 

ALL-CANADA  Radio  Facilities  Ltd., 
Toronto,  sales  representative  for  a 
group  of  31  Canadian  stations,  has 
signed  for  exclusive  Canadian  rights 
to  The  Shadoiv,  transcribed  series  pro- 

duced by  Charles  Michelson,  New 
York.  The  deal  follows  trial  runs  of 
the  programs. 

WHN,  New  York,  has  arranged  to 
rebroadcast  BBC  programs  and  pre- sents Meet  John  Londoner  as  the  first 
series  to  be  lieard  under  the  plan.  The 
BBC  show,  featuring  on-the-street  in- terviews, is  transmitted  from  London 
Tuesday,  8  :4.5-9  p.m.  and  is  transcribed 
by  WIIN  for  rebroadcast  an  hour 
later. 

WFBL for  Central  New  York 
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M'Cormack  KTHS  Head 

Besides  Shreveport  Post 
JOHN  C.  McCORMACK,  general 
manager  of  KWKH-KTBS,  Shreve- 

port, La.,  will  be  president  of  Radio 
Broadcasting  Inc.,  new  licensee  of 
KTHS,  Hot  Springs,  Ark.  Mr. 
McCormack  has  revealed  that  he 
will  serve  at  KTHS  purely  in  an 
executive  and  supervisory  capacity 
only  and  will  maintin  his  residence 
and  main  business  interests  in 
Shreveport. 
The  sale  of  KTHS  by  the  Hot 

Springs  Chamber  of  Commerce  was 
approved  June  16  by  the  FCC 
[Broadcasting,  June  22].  Station 
operates  on  1090  kc.  with  10,000 
watts  daytime  and  5,000  night.  Un- 

der NARBA,  KTHS  is  entitled  to  I 
operate  with  50,000  watts  fulltime 
and  the  new  owners  have  announced 
their  intention  of  eventually  bring- 

ing the  station  up  to  its  maximum 
potential  power. 



LEVER  BROS.  SIG^S 

FOR  CBS  FALL  SHOW 

LEVER  BROS.,  Cambridge,  Mass., 
last  week  signed  with  CBS  for  the 
Wednesday  9-10  p.m.  period  for  a 
show  to  start  sometime  in  the  fall. 
According  to  Ruthrauff  &  Ryan, 

i  New  York,  agency  in  charge,  no 
plans  have  been  made  to  date  for 
the  product  nor  for  the  program 
or  programs  to  be  scheduled  in  that 

i  time. 
It  was  rumored,  however,  that 

,  Lever  might  start  Bob  Burns  as 
The  Arkansas  Traveler  for  Life- 

buoy in  the  first  half-hour  9-9:30 
p.m.,  currently  occupied  by  Procter 
&  Gamble  Co.'s  Junior  Miss  show 
with  Shirley  Temple,  which  may 
go  off  CBS  Aug.  26.  The  second 
half-hour  might  be  filled  with  the 
Lever  Edna  Mae  Oliver  show  titled 
The  Remarkable  Miss  Tuttle,  now 
on  NBC  in  the  Sunday  evening  7- 
7 :30  spot.  That  change  would  prob- 

ably become  effective  when  Jack 
Benny  returns  to  that  time  after 
his  summer  vacation.  These  rumors 
were  not  confirmed  by  the  agency. 
Two  other  national  advertisers 

also  were  reported  last  week  to  be 
interested  in  network  programs  for 
this  fall,  including  Colgate-Palm- 
olive-Peet  Co.,  Jersey  City,  and 
Lady  Esther  Co.,  Chicago. 

Sterling  Switches  Two 
Serials  to  CBS  Network 

STERLING  PRODUCTS,  Wheel- 
ing, W.  Va.,  on  Aug.  3  is  shifting 

two  of  its  five  times  weekly  serial 
programs  from  the  BLUE  to  CBS. 
The  program  Second  Husband,  pro- 

moting Dr.  Lyons  toothpowder 
i  Monday  and  Tuesday,  and  Bayer 
Aspirin  Wednesday  through  Fri- 

day, 11-11:15  a.m.,  will  move  to 
j  CBS  in  the  Monday  through  Fri- 

day 10.30-10:45  a.m.  spot,  vacated 
July  10  by  the  Colgate-Palmolive- 
Peet  serial  Stepmother. 

Series  titled  Amanda  of  Honey- 
moon Hill,  now  on  the  BLUE  11 :15- 

■ll:30  a.m.  the  first  three  week- 
I  days  for  Haley's  M-0,  and  Thurs- 

'  I  day   and   Friday  for   Dr.  Lyons toothpowder,  will  be  heard  on  CBS 
at  the  same  time.  This  11:15  a.m. 
spot  on  CBS  is  currently  occupied 

I  by  Fletcher  Wiley  on  a  sustaining 
I  basis.  Agency  for  Sterling  Products 
i  is  Blackett-Sample-Hummert,  New York. 

Ben  Hur  Campaign 
!  BEN  HUR  PRODUCTS  Inc.,  Los 
Angeles    (coffee,  tea,  spices),  on 
July  14  started  for  52  weeks  spon- 

soring twice  weekly  Boake  Carter 
Nevjs,  on  2  Don  Lee  California  sta- 

tions (KHJ  KGB) ,  Tuesday,  Thurs- 
day, 9-9:15  a.m.  (PWT).  Firm  on 

July  16  started  sponsoring  thrice 
weekly,  Fulton  Lewis  jr.,  on  those 
same  stations,  Monday,  Wednesday, 
Friday,  4-4:15  p.m.  (PWT).  In  ad- 

dition, Ben  Hur  Products  on  July  7 

',  started  utilizing  a  thrice  weekly 
j  quarter  hour  newscast  on  KFI,  Los 
I  Angeles.  Latter  contracts  are  also 
!  for  52  weeks.  Placement  is  through 
Bartin  A.  Stebbins  Adv.,  Los  An- 
geles. 

UA  GERMAN  language  version  of  Dear 
y  Adolf,  the  NBC  series  of  letters  writ- 

ten by  Stephen  Vincent  Benet,  is  be- 
!  ing  transmitted  to  German  listeners 
j  via  shortwave.  The  "letters"  are  also heard  in  Spanish  by  South  American 
(listeners. 

Sponsor  Comes  Back 
TWENTY-TWO  years  ago, 
Lee  Mason  had  a  program  on 
a  Chicago  station  sponsored 
by  Kellogg  Co.,  Battle  Creek, 
Mich.  Now  the  same  company 
is  sponsor  of  his  Legion  of 
Friends  on  WOR,  New  York. 

I DISCS  ON  NETW
ORK 

'Lone  Ranger'  on  Blue  Features 

 2  72 -Minute  Transcriptions  

THROUGH  cooperation  with  the 
War  and  Navy  Depts.,  interviews 
with  U.  S.  war  heroes  at  worldwide 
battle  stations  will  be  transcribed 
and  broadcast  on  the  Lone  Ranger 
program  sponsored  by  General 
Mills,  Minneapolis,  on  48  BLUE 
stations,  6-6:30  p.m.  Mondays,  Wed- 

nesdays and  Fridays  for  Kix.  Start- 
ing July  17,  the  transcribed  inter- 

views with  such  war  heroes  as  En- 
sign Don  Mason  ("Sighted  sub — 

sank  same"),  Lt.  Geo.  Welch,  who 
shot  down  four  Jap  planes  at  Pearl 
Harbor,  and  others,  will  be  present- 

ed as  a  separate  feature  at  the  con- 
clusion of  each  program.  Approxi- 
mately 2%  minutes  in  length,  the 

interviews  will  be  dedicated  to  the 
Lone  Ranger  Victory  Corps,  and 
will  also  include  Government  mes- 

sages on  salvage,  bonds  etc.  It  is 
said  that  this  is  the  first  time  tran- 

scriptions will  be  broadcast  regu- 
larly on  a  nationwide  BLUE  net- 
work. Blackett  -  Sample  -  Hummert, 

Chicago,  is  the  agency. 

Further  Bond  Promotion 

Asked  of  Broadcasters 

In  Telegram  by  Treasury 

TO  SPEED  war  bond  sales,  the 
Treasury  wants  to  enroll  all  broad- 

cast stations  as  agents  to  sell  bonds 
direct  to  their  listeners.  In  a  tele- 

gram to  all  stations  last  Thursday, 
Vincent  F.  Callahan,  director  of 

radio  and  press  of  the  Treasury's 
bond  drive,  announced  the  "call  for 
help".  Bonds  will  be  furnished  sta- tions without  collateral  and  local 
promotional  plans  are  left  to  the 
judgment  of  stations.  His  telegram 
follows : 

Billion  Dollar  Average 

"This  is  a  call  for  help.  We  need 
an  average  of  one  billion  dollars  a 
month  in  war  bonds  sales  every 
month.  We  want  you  to  become  a 
sales  agent  for  the  U.  S.  Treasury 
Department.  In  this  capacity  we 
want  you  to  sell  bonds  direct  to 
your  listeners.  The  Treasury  will 
furnish  you  bonds  and  no  collateral 
will  be  necessary.  This  will  enable 
you  to  sell  war  bonds  at  your  sta- tion. You  can  devise  whatever  local 
promotion  plans  you  feel  to  be  most 
effective.  Will  you  please  answer 
this  telegram  as  soon  as  possible 
giving  a  yes  or  no  answer.  Please 
reply  collect  to  Henry  Morgenthau 
Jr.,   Secretary  of  the  Treasury." 

Treasury  officials  reported  Fri- 
day that  within  12  hours  upwards 

of  100  stations  had  enthusiastically 
pledged  their  efforts  in  the  direct 
sales  drive.  Under  the  project,  sta- 

tions either  can  accept  payment  by 
mail  or  establish  booths  in  their 
studios,  or  both. 

HARRY  STONE,  general  manager 
of  WSM,  Nashville  (with  ciga- 

rette), loads  scrap  rubber  into  his 
boat,  Myalibi,  at  Carthage,  Tenn., 
about  130  miles  up  the  Cumberland 

River.  The  Myalibi  and  Mr.  Stone's crew  brought  back  more  than  500 
pounds  of  rubber  to  join  the  scrap- 
heap  for  Uncle  Sam. 

KASPAR-GORDON  Inc.,  Boston,  has 
released  Songs  of  Cheer  and  Comfort, 
52  transcribed  quarter-hours  of  gospel 
songs  and  philosophy  by  Richard 
Maxwell. 

LARRY  ELLIOTT,  freelance  an- 
nouncer, has  been  signed  to  make 

special  patriotic  apiDeals  on  Great 
Moments  in  Music,  sponsored  on  CBS 
by  Celanese  Corp.  of  America,  New 
York. 

CANTEEN  SERIES 

PLANNED  ON  CBS 

CORN  PRODUCTS  REFINING 
Co.,  New  York,  on  July  30  will  be- 

gin a  series  on  CBS  based  on  the 
Stage  Door  Canteen  entertainments 
put  on  by  the  American  Theatre 
Wing  in  New  York.  The  broadcasts, 
Thursday  nights  9:30-10,  will  ori- 

ginate from  CBS  Playhouse  No.  2 
near  the  Canteen  and  studio  audi- 

ence will  probably  be  limited  to 
members  of  the  armed  forces. 

Titled  Stage  Door  Canteen,  for 
which  name  CBS  is  paying  a  fee, 
the  series  will  feature  prominent 
guest  stars  who  will  be  paid  as 
ordinary  talent  and  not  on  a  volun- 

teer basis  as  in  the  Theatre  Wing's entertainments.  No  permanent  m.c. 
has  yet  been  chosen,  and  according 
to  C.  L.  Miller  Co.,  New  York,  Corn 
Products  agency,  no  definite  talent 
details  have  yet  been  lined  up. 

Commercials  on  the  show  will  be 
institutional  for  the  most  part, 

with  the  company's  product,  Mazo- 
la,  promoted  at  varying  times.  A 
two-year  contract  with  options 
guarantees  the  Theatre  Wing 
about  $2,500-$3,000  per  week,  with 
part  of  the  money  going  to  improve 
the  building  in  which  the  Canteen 
is  housed. 

Join  Screen  Guild 
RADIO  PUBLICISTS  together  with 
motion  picture  and  theatre  publicists 
in  Greater  New  York  and  vicinity  have 
been  officially  placed  under  the  juris- diction of  the  Screen  Publicists  Guild, 
former  independent  union,  newly- chartered  as  Local  114  of  the  United 
Office  &  Professional  Workers  of 
America,  CIO. 

AMERICA'S  LEADING  FOREIGN  LANGUAGE  STATION 

IF 

550,000*  Poles  in  the  Metropolitan  Area 

comprising  100,000  Families  spend  $250,- 

000,000  yearly  for  daily  necessities  .  .  .  . 

AND 

we  have  a  record  of  14  ad- 
vertisers using  our  Polish 

hours  for  a  total  of  73** 

years  .... 

BUT 

what  are  you  doing  if  anything 

to  get  your  share  of  this  business? 
Let  us  tell  you  more. 

*  U.  S.  19 iO  Census  Figures 
*  *  Details  on  Request 

1480  Kilocycles  Full  Time  Operation 

WHOM 

JOSEPH  LANG,  Gen.  Mgr. 

Tel.— PLaza  3-4204  29  West  57th  Street,  N.Y.C. 
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Actions  of  the 

FEDERAL  COMMUIVICATIONS  COMMISSION 

 JULY  4  TO  JULY  10  INCLUSIVE  

Decisions . . . 
JULY  7 

KXA,  Seattle — Granted  construction  per- mit to  move  transmitter  locally  and  install 
new  antenna  subject  to  applicant  filing  ap- 

plication and  provide  for  operation  of 
station  at  approved  site  and  when  condi- 

tions make  it  feasible  to  obtain  materials. 
WDGY,  Minneapolis  —  Granted  modifica- 

tion of  license  for  unlimited  time  with  250 
watts  night  and  5  kw.  local  sunset. 
KFXD,  Nampa,  Ida. — Denied  special  serv- 

ice authorization  for  1030  kc,  250  watts, 
unl.  time,  for  period  ending  10-1-42. 
DESIGNATED  FOR  HEARING  —  KXO, 

El  Centre,  Cal.,  modification  of  license  to 
change  to  1230  kc.  ;  WCOP,  Boston,  con- 

struction permit  for  increase  in  power  to 
1  kw.  day  and  night  and  directional 
changes  ;  WGKY,  Charleston,  W.  Va.,  con- 

struction permit  to  increase  to  250  watts 
and  equipment  changes  ;  WORK,  York,  Pa., 
modification  of  construction  permit  for  in- 

stallation of  new  transmitter ;  WHEB, 
Portsmouth,  N.  H.,  application  for  consent 
to  transfer  control  to  The  LeTourneau 
Foundation ;  NEW,  WCAU  Broadcasting 
Co.,  Philadelphia,  constniction  permit  for 
new  television  station ;  W55NY,  W  G.  H. 
Finch  Co,  New  York,  application  for  new 
FM  station  ;  W79C,  Chicago,  modification  of 
consti-uction  permit  to  extend  completion date  to  12-28-42. 
NEW,  The  Constitution  Broadcasting  Co., 

Atlanta — Entered  order  dismissing  applica- tion for  new  station. 
WOWO,  Ft.  Wayne,  Ind. — Entered  order 

dismissing  application  for  construction  per- mit for  50  kw.  on  1190  kc. 
WOKO,  Albany — Denied  petition  to  retain 

application  for  new  FM  station  in  pending 
files  rather  than  dismiss  in  accordance  with 
April  27  order;  designated  for  hearing. 
W71SB,  South  Bend,  Ind.— Granted  mod- 

ification of  construction  permit  extending 
completion  date  for  period  of  six  months 
from  June  25. 
NEW,  LaCrosse  Tribune  Co.,  LaCrosse, 

Wis. — Denied  petition  for  consideration  of 
application  under  memorandum  opinion  of 
April  27  and  designated  application  for 
hearing. 
W75NY,  New  York— Granted  modification 

of  construction  permit  for  extension  of 
completion  date  to  12-30-42 
LICENSE  RENEWAL  GRANTED— 

WSGN  WHBI  WSPR  WSAI  WHA  WGBG 
WMMN  WORL  WPEN  WSPA  WWJ 
WHEC  WKBH  WMBD  WMPS  WROK 
WSFA. 

JULY  8 
KSL,  Salt  Lake  City — Granted  construc- 

tion permit  to  make  changes  in  transmitting 
equipment. 
WIBC,  Indianapolis — Granted  motion  to 

continue  hearing  to  8-6-42. 
W49BN,  Binghamton,  N.  Y.  —  Granted 

modification  of  construction  permit  as  mod- 
ified for  change  in  type  of  transmitter, 

change  in  antenna  system,  and  extension 
of  completion  date  to  60  days  after  grant 
hereof. 
KFVS,  Cape  Girardeau,  Mo.  —  Granted 

construction  permit  to  make  changes  in 
transmitting  equipment. 
woe,  Davenport,  la. — Granted  modifica- tion of  construction  permit  as  modified  for 

extension  of  completion  date  to  9-19-42. 
NEW,  Columbia  Broadcasting  System 

Inc.,  Boston — Granted  motion  to  dismiss  ap- plication for  construction  permit  for  new 
station. 
KALB,  Alexandria,  La. — Granted  petition to  dismiss  application  for  580  kc.  1  kw., 

with  directional  antenna  night  unlimited time. 

Applications . . . 
JULY  6 

WGNY,  Newburgh,  N.  Y. — Special  serv- ice authorization  for  unlimited  time  on 
1220  kc.  with  1  kw.  day  and  night  for 
period  ending  4-1-44. 
WESX,  Salem,  Mass.— Modification  of  li- 

cense to  move  main  studio  to  Marblehead, 
Mass. 
WJW,  Akron — Modification  of  construc- 

tion permit  as  modified  for  new  requesting 
change  in  type  of  transmitter  and  exten- 

sion of  commencement  and  completion dates. 
WALB,   Albany,   Ga — Voluntary  assign- 
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ment  of  license  to  Albany  Herald  Broad- casting Co. 
KVOO,  Tulsa — Modification  of  construc- tion permit  as  modified  requesting  changes 

in  directional  antenna  and  extension  of 
commencement  and  completion  dates. 
KARM,  Fresno,  Cal. — Special  service  au- 

thorization to  change  to  1030  kc.  employ- 
ing directional  antenna. 

WWNY,  New  York- Modifiation  of  con- struction permit  requesting  extension  of 
completion  date  to  10-16-42. 
WMRC,  Greenville,  S.  C— Authority  to 

make  changes  in  automatic  frequency  con- trol equipment. 
WHIP,  Hammond,  Ind. — Modification  of construction  permit  as  modified  requesting 

further  changes  in  directional  antenna. 
K51L,  St.  Louis — Modification  of  construc- 

tion permit  as  modified  requesting  exten- 
sion of  completion  date  to  2-4-43. 

KOB,  Albuquerque — Modification  of  con- struction permit  as  modified  requesting 
extension  of  commencement  and  comple- tion dates. 
KJR,  Seattle — Modifiation  of  construction permit  as  modified  requesting  approval  of 

directional   antenna  and  transmitter  site. 
KFQD,  Anchorage,  Alaska — Voluntary  as- signment of  license  to  William  J.  Wagner; 

construction  permit  to  install  new  trans- mitter and  increase  to  1  kw. 

Tentative  Calendar . . . 

WAAT,  Jersey  City,  modification  of  li- 
cense to  move  studio  to  Newark  (July  13). 

NEW,  South  Florida  Broadcasting  Inc., 
Miami,  CP  for  new  station  on  1450  kc,  250 
watts  unlimited  time  (further  hearing, 
July  14). 
NEW,  Herman  Radner,  Dearborn,  Mich., 

CP  for  new  station  on  680  kc,  250  watts 
daytime  (July  15). 
NEW,  Camden  Broadcasting  Co.,  Camden, 

N.  J. — CP  for  new  station  on  800  kc,  500 
watts  daytime   (July  15). 

Atlantic  Network  Begins 

Its  Operations  July  14 
FIRST  TWO  regular  program 
series  announced  by  the  new  At- 

lantic Coast  Network,  which  has 
been  testing  operations  since  July 
1  and  starts  full  scale  operation 
July  14,  have  been  arranged  in 
cooperation  with  the  British  Broad- 

casting Corp.,  according  to  Edward 
Codel,  general  manager  of  the 
Bulova-Lafount  regional  chain  of 
10  stations. 

The  series.  News  From  London, 
will  be  carried  on  ACN  from  BBC 
studios,  Monday  through  Satur- 

day, 10:45-11  p.m.,  starting  July 
14.  A  twice-weekly  series,  8-8:15 
p.m.,  also  has  been  arranged  from 
London,  featuring  Vernon  Bartlett, 
diplomatic  correspondent  of  the 
London  Neivs  Chronicle,  and  Fred- 

erick Kuh,  London  correspondent 
of  the  Chicago  Sun,  on  Tuesdays, 
while  on  Wednesdays  the  quarter- 
hour  talks  will  be  by  William  Holt, 
London  correspondent  of  the  Chris- 

tian Science  Monitor. 

TELICOX  Corp..  organized  to  manu- 
facture parts  for  radio  transmitters 

and  receivers  for  defense  purposes,  has 
been  organized  by  Solomon  Sagall. 
founder  and  former  managing  director 
of  Scophonv  Ltd.  of  England,  with 
offices  at  305  E.  63rd  St.,  New  York. 
According  to  Mr.  Sagall,  the  firm  will 
specialize  in  piezo-electric  crystals. 

Socony  Signs  Swing  for 
Blue    Series   This  Fall 
SOCONY-VACUUM  OIL  Co.,  New 
York,  will  sponsor  Raymond  Gram 
Swing  on  the  BLUE,  starting 
Sept.  28,  date  on  which  Mr.  Swing 
is  slated  to  move  from  Mutual  to 
NBC  on  an  exclusive  contract 
[BROADCASTING,  June  8].  After  the 
contract  was  signed  with  Socony, 
it  was  found  the  best  available 
time  was  10  p.m.  on  the  BLUE 
for  four  days  a  week.  These  four 
days  have  not  yet  been  selected; 
according  to  J.  Stirling  Getchell, 
New  York,  Socony  agency.  Network 
will  include  140  stations,  126  of 
them  being  BLUE  affiliates,  and  the 
remainder  to  be  NBC  outlets  whose 
10-10:15  p.m.  period  has  not  been 
pre-empted  for  NBC  programs. 

IT  MUST  BE  FUN  to  have  a  Date  With  Judy.  Grinning  over  script  of 
the  Bob  Hope  summer  replacement  show,  sponsored  by  Pepsodent  Co., 
are  these  executives  in  charge  (1  to  r)  :  Larry  Keating,  NBC  announcer; 
Tom  Sawyer,  production  executive  of  Lord  &  Thomas,  servicing  the  ac- 

count; Tom  McAvity,  producer  of  James  L.  Saphier  agency,  talent  ser- 
vice which  packaged  the  show;  Archie  Scott,  network  production  repre- 

sentative; and  Norman  Morrell,  Hollywood  manager  of  Lord  &  Thomas. 

Network  ̂ ccovnts 
All  time  Eastern  Wartime  unless  indicated 

New  Business 

NESBITT  FRUIT  PRODUCTS,  Los  An- 
geles (beverages),  on  July  2  started  for  13 

weeks,  Fulton  Lewis  Jr.,  on  12  Mutual- Don  Lee  Pacific  Coast  stations,  (KOL 
KALE  KXRO  KGA  KORE  KIT  KWIL 
KDB  KXO  KHSL  KAST),  Mon.,  Wed., 
Fri.,  4-4:15  p.m.;  KHJ,  Tues.,  Thurs.,  4- 
4:15  p.m..  (PWT).  Agency:  Kelso  Adv., 
Los  Angeles. 
BEN  HUR  PRODUCTS  Inc.,  Los  Angeles 
(coffee),  on  July  13  starts  for  13  weeks, 
Fulton  Lewis  jr.,  on  2  Don  Lee  California 
stations  (KHJ  KGB).  Mon.,  Wed.,  Fri., 
4-4:15  p.m.  (PWT).  Agency:  Barton  A. 
Stebbins  Adv.,  Los  Angeles. 
LONGINES-WITTNAUER  Co.,  New  York 
(watches),  on  Sept.  1  starts  for  52  weeks 
recorded  symphonic  music  on  6  Don  Lee 
Pacific  Coast  stations  (KHJ  KGB  KFRC 
KMO  KOL  KGA),  Mon.  thru  Fri.,  10:30- 
11  p.m.  (PWT).  Agency:  Arthur  Rosen- 

berg Co.,  New  York. 
HALL  BROS.,  Kansas  City,  Mo.  (greet- 

ing cards),  on  Aug.  21  will  start  spon- sorship of  Meet  Your  Navy  on  93  BLUE 
stations  Fri.,  10-10:30  p.m.  Agency: 
Henri,  Hurst  &  McDonald,  Chicago. 
SUNNYVALE  PACKING  Co.,  San  Fran- 

cisco, on  July  6  started  Galen  Drake, 
women's  interests  program,  on  9  CBS Western  stations  (KNX  KOY  KTUC 
KARM  KOIN  KROY  KQW  KIRO  KFPY), 
Mon.,  Wed.,  and  Fri.,  10:45-11  a.m. 
(PWT).  Agency:  Lord  &  Thomas,  San Francisco 

HEALTHAIDS,  Jersey  City  (Serutan  vita- min beverage),  on  July  6  started  for  13 
weeks.  News  with  Jim  Doyle,  on  2  Don  Lee 
California  stations,  Mon..  Wed.,  6:15-6:30 
p.m.  (PWT).  Agency:  Raymond  Spector 
Co.,  N.  Y. 
TEXAS  Co.,  New  York  (oil  and  gasoline) , 
on  Nov.  28  starts  Metropolitan  Operas 
on  the  BLUE,  using  some  174  stations, 
plus  CBC,  Sat.,  2-5  p.m.  Agency:  Bu- chanan &  Co.,  N.  Y. 
CORN  PRODUCTS  REFINING  Co.,  New 
York  (Mazola),  on  July  30  starts  Stage 
Door  Canteen  on  43  CBS  stations.  Thurs., 
9:30-10  p.m.  Agency:  C.  L.  Miller  Co., N.  Y. 

HOLLYWOOD  FILM  STUDIOS,  HoUy- 
wood  (photo  enlargements),  on  July  7 
started  for  13  weeks,  five  minute  partici- pation in  Women  Today,  on  33  Don  Lee 
West  Coast  stations.  Mon.,  Wed.,  Fri., 
10:35-10:45  a.m.  (PWT).  Agency:  Ray- 

mond R.  Morgan  Co.,  Hollywood. 
Renewal  Accounts 

INTERSTATE  BAKING  Corp.,  Los  An- 
geles (Weber  bread),  on  Aug.  1  renews 

for  52  weeks.  Lone  Ranoer,  on  8  Don  Lee 
California  stations.  (KHJ  KGB  KDB 
KPMC  KVEC  KVOE  KXO  KFXM),  Mon., 
Wed.,  Fri..  7:30-8  p.m.  (PWT).  Agency: 
Dan  B.  Miner  Co.,  Los  Angeles. 
STUDEBAKER  SALES  Corp.,  South 
Bend,  Ind.  (autos),  on  July  2  renewed  for 
9  weeks,  John  B.  Hughes  News,  on  35 
Mutual-Don  Lee  West  Coast  stations, 
Tues.,  Thurs.,  9:30-9:45  p.m.  (PWT). 
Agency:  Roche,  Williams  &  Cunnyngham, Chicago. 

LEVER  BROS  CO.,  Cambridge,  Mass. 
(Lux),  following  a  summer  layoff  on 
Sept.  14  resumes  Lux  Radio  Theatre  on 
70   CBS   and   30   CBC   stations,   Mon.,  9- 
10  p.m.  Agency:  J.  Walter  Thompson  Co.,  I Hollywood. 
BAYER  CO.,  New  York  (Aspirin),  on 
July  28  renews  American  Melody  Hour 
on  74  CBS  stations,  Tues.,  7:30-8  p.m. 
Agency :  Blackett-Sample-Hummert,  N.  Y. 

Network  Changes 

WM.  WRIGLEY  Jr.  Co.,  Chicago  (Double- 
mint  gum),  on  July  19  will  add  47  CBS 
stations  to  Melody  Ranch,  Sun.  6:30-7  p.m 
making  a  total  of  115.  Agency:  J.  Walter 
Thompson  Co.,  Chicago. 
WM.  WRIGLEY  Jr.  Co.,  Chicago  (Spear- 

mint gum),  on  July  20  will  add  38  CBS 
stations  to  Ben  Bernie  and  the  Lads,  Mon. 
thru  Fri.,  5:45-6  p.m.,  making  a  total  of 
115.  Agency:  Arthur  Meyerhoff  &  Co., Chicago. 

WM.  WRIGLEY  Jr.  Co.,  Chicago  (Spear- 
mint gum),  on  July  16  will  add  44  CBS stations  to  The  First  Line,  Thurs.,  iOl 

10:30  p.m.,  making  a  total  of  115.  Agency: 
Arthur  Meyerhoff  &  Co.,  Chicago. 
CARTER  PRODUCTS,  New  York  (Arrid), 
on  July  12  added  9  BLUE  stations  to Jimmie  Fidler  from  Hollywood,  making  a 
total  of  86  BLUE  stations.  Sun.,  9:30- 
9:45  p.m.  Agency:  Small  &  Seiffer,  N.  Y. 
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CONTROL^ 

ROOM 

ROBERT  W.  ROBBINS,  of  the  eu- 
gineeriug  staff  of  WIBC,  Indianapolis, 
h-is  entered  the  Naval  Reserve  as  a 
petty  officer.  Others  from  the  WIBO 
technical  department  to  enter  the 
service  within  the  last  five  weeks  are, 
Merrill  Bryant,  radio  armored  divis- 

ion, Ft.  Kox;  Benn  Elliott,  Signal 
Corps,  Fort  Monmouth ;  Carl  Drake, 
Signal  Corps ;  James  E.  Shipp,  Ft. 
Ben  Harrison. 

CALLICOTT  MOISANT  CALLI- 
COTT,  formerly  of  WRDW,  Augusta, 
Ga.,  has  been  named  chief  engineer  of 
WMSL,  Decatur,  Ala.  Nelson  Leroy 
Kessler,  from  WKBZ,  Muskegon, 
Mich.,  and  Louis  Calvin  Blizzard, 
WMSL  announcer,  have  joined  the 
WMSL  control  staff. 
FRANK  W.  KULLMAN  has  joined 
the  engineering  staff  of  KLZ,  Denver. 

JAMES  STAFLETON,  engineer  of 
KOB,  Albuquerque,  is  the  father  of  a 
girl,  Alice  Jean,  born  June  25. 

COLIN  RUTLEDGB,  control  opera- 
tor of  CHML,  Hamilton,  Ont.,  on 

June  27  married  Florence  McClure. 

HAROLD  RUFF,  transmitter  engi- 
neer of  WIBW,  Topeka,  is  the  father 

of  a  son,  born  June  30. 

MYRON  J.  HOOK,  formerly  KFWB, 
Hollywood,  technician,  is  now  a  Navy 
chief  radioman.  Howard  Wager  of 
that  station's  technical  staff  has  also 
joined  the  Navy  as  lieutenant  (j.g.). 

LESLIE  G.  HEWITT,  formerly  chief 
engineer  of  KFMB,  San  Diego,  is  now 
on  the  engineering  staff  of  the  Coordi- 

nator of  Information,  San  Francisco. 

RUSSELL  STANTON,  CBS  Holly- 
wood engineer,  has  resigned  to  do  re- 

search at  Massachusetts  Institute  of 
Technology. 

R.  MORRIS  PIERCE,  chief  engineer 
of  WGAR,  Cleveland,  is  currently  on 
the  West  Coast  assisting  Lloyd  C. 
Sigmon,  chief  engineer  of  KMPC, 
Beverly  Hills,  in  checking  the  sta- 

tion's new  10,00  watt  transmitter. 
JAMES  P.  BURKE,  for  many  years 
chief  engineer  of  KWK,  St.  Louis,  is 
now  with  Warner  Bros.  First  National 
Studios. 

CHARLES  MELEDONIS,  control 
engineer  of  WORL,  Boston,  has  en- 

listed in  the  Army  Signal  Corps. 
BEECHER  GOLD  JR.  has  joined 
the  staff  of  WDRC,  Hartford,  as 
control  operator. 

MARJORIE  SHAUGHNESSY  has 
joined  the  staff  of  CHEX,  Peter- 

borough, Ont.,  as  a  control  operator. 

GEORGE  HEUTHER,  former  trans- 
mitter operator  of  WWRL,  New  York, 

has  been  commissioned  a  sergeant  with 
the  Signal  Corps,  stationed  at  Fort 
Devens,  Mass. 

BILL  CARTER,   CKLW,  Windsor- 
,  Detroit,  chief  engineer,  had  an  emer- 
i  gency  appendectomy  and  is  now  con- 
valescing. 

GE  Elevates  Bahr 

^  R.  J.  BAHR  has  been  named  pur- 
chasing agent  for  the  General  Elec- 

tric radio,  television  and  electronics 
department  and  will  headquarter  in 

-  Schenectady,  according  to  a  recent 
'  announcement  by  Dr.   W.   R.  G. 
;  Baker,  vice-president.  Mr.  Bahr 
will  supervise  the  purchasing  ac- 

tivities of  all  divisions  of  the  de- 
partment. He  was  formerly  buyer 

for  the  receiver  division  of  the  de- 
partment, at  Bridgeport. 

War  Emergency  Radio  Service  Defined; 

FCC  to  Handle  Licensing^  Operation 

BRITAIN'S  D.S.C.  was  recently 
presented  to  Lieut.  Comdr.  W.  E.  S. 
Briggs,  former  Canadian  Broad- 

casting Corp.  announcer,  who  for 
the  third  time  has  been  mentioned 

in  dispatches  for  "excellent  and  in- 
valuable service  at  sea."  The  Dis- 

tinguished Service  Cross  was 
awarded  him  during  the  King's 
Birthday  Honours  for  his  most  re- 

cent exploit — rescue  of  the  tor- 
pedoed tanker  Tachee. 

News  From  Home 
FIFTEEN  MEN  in  the 
armed  forces  who  left  jobs  in 
the  continuity,  engineering 
and  announcing  departments 
of  KSD,  St.  Louis,  are  now 
receiving  copies  of  a  special 
monthly  paper.  Brief  Tran- scribed Interludes,  telling 
news  about  their  former  co- 

workers at  the  station.  One 
service  woman,  a  member  of 
the  continuity  staff,  who  mar- 

ried an  Army  Air  Forces  in- 
structor, has  also  been  added 

to  the  list.  The  paper  is  edited 
by  KSD  Engineer  Larry 
Trombly,  Announcer  Harold 
Grams  and  Edith  James. 

Henry  G.  Reist 
HENRY  G.  REIST,  80,  retired 
head  of  the  alternating  current 
engineering  department  of  General 
Electric  Co.,  Schenectady,  died  at 
his  home  in  Schenectady  July  5 
after  a  short  illness.  Mr.  Reist  took 
charge  of  designing  alternating 
current  machinery  for  General 
Electric  in  1894,  remaining  as  head 
of  that  department  until  his  retire- 

ment in  1932.  A  recipient  of  the 
50th  year  medal  awarded  by  the 
American  Society  of  Mechanical 
Engineers,  he  designed  electrical 
machinery  here  and  abroad.  He 
was  a  member  of  the  American  In- 

stitute of  Electrical  Engineers, 
Tau  Beta  Pi  and  Sigma  Xi. 
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ORGANIZATIONAL  structure  and 
fields  of  authority  of  the  new  War 
Emergency  Radio  Service,  formed 
jointly  by  the  Office  of  Civilian  De- 

fense, the  Board  of  War  Communi- 
cations and  the  FCC  were  explained 

last  week  by  the  CCD.  Emphasis 
was  placed  on  the  basis  on  which 
licenses  for  the  WERS  will  be 
granted  [Broadcasting,  June  22]. 

Under  the  new  defense  setup 
which  will  principally  utilize  serv- 

ices of  certified  amateurs  operat- 
ing ultra  high  frequency  sets,  each 

OCD  District  Warning  Center 
must  provide  the  FCC  with  details 
of  the  proposed  plan  of  operation 
to  "provide  the  basis  for  determin- 

ing the  defense  necessity  for  the 

granting  of  WERS  licenses." 
Careful  License  Scrutiny 

It  was  added  that  "where  doubt 
arises  as  to  the  official  status  of 

the  applicants  and  their  relation- 
ship with  the  local  Citizen's  De- 
fense Corps,  or  other  officially  rec- 

ognized equivalent,  the  Office  of 
Civilian  Defense  may  be  consulted 

by  the  FCC."  Purpose  of  this  pro- 
cedure, it  was  explained,  "is  to assume  that  the  radio  facilities 

which  are  proposed  and  which  have 
been  authorized  by  the  BWC  for 
emergency  civilian  defense  use  are 
actually  to  be  part  of  civilian  de- 

fense, and  not  for  police,  fire,  or 

hobby  purposes." It  was  added  that  "under  the 
WERS  organization  plan  the  FCC 
representative  in  each  OCD  re- 

gional information  center  will 
carry  out  any  orders  pertaining  to 
stations  in  the  area  and  will  notify 
the  station  licensee  which  is  to  be 
co-terminus  with  the  district  warn- 

ing center.  The  radio  aide  of  that 
station  licensee  will  be  responsible 
for  silencing  all  transmitters  in  the 
warning  area  served  by  that  warn- 

ing center."  In  cases  where  such 
procedure  is  impractical  "due  to 
heavy  population  or  size"  it  was 
said  "additional  station  licenses 

may  be  necessary." 
Control  areas  vdll  be  placed  un- 

der the  direction  of  a  radio  aide 
who  will  act  as  liaison  officer  with 
the  Citizen's  Defense  Corps,  the 
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FCC,  Civil  Aeronautics  Authority 
and  other  agencies. 

Objectives  of  the  WERS  were 
set  forth  as:  (a)  to  establish  the 
necessary  control  and  direct  super- 

vision in  a  manner  which  conforms 
with  the  existing  military  control 
facilities;  (b)  to  parallel  all  im- 

portant intercontrol  center  land- 
wire  services  so  that  radio  may 
"take  over"  in  emergencies;  (c)  to 

similarly  parallel  local  sub-control 
land  wire  telephone  communica- 

tions; (d)  to  set  up  facilities  for 
two-way  radio  telephone  communi- 

cations between  the  various  sub- 
control  centers  and  the  various 

services,  "incidents"  and  other 
temporary  or  permanent  points 
within  the  sub-control  center  areas ; 

(e)  to  apply  "walkie  talkie"  mo- bile intercommunication  to  the  ex- 
tent which  available  equipment  may 

permit. 
It  was  pointed  out  that  any  per- 

son holding  an  FCC  radio  operator 
permit  is  "technically"  eligible  for 
a  WERS  operator  permit  upon 
proper  certification  by  a  station 
licensee  and  the  control  center 
radio  aide.  It  was  emphasized, 

however,  that  it  "is  necessary  in 
the  interest  of  national  security  in 
wartime,  that  any  operator  of 
civilian  radio  facilities  be  subject 

to  rigid  certification." 
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Station  Coverage  Day  and  Night 

Clears  Seen  Best 

At  Night;  Non- 
Clears  Day 

WHILE  Class  I,  or  clear  channel, 
stations  are  doing  an  efficient 
primary  job  of  covering  the  land 
area  of  the  United  States  at  night, 
the  basic  daytime  primary  job  is 
being  done  by  regional  and  local 
stations. 

That  was  the  revelation  of  FCC 
Chief  Engineer  E.  K.  Jett,  in  testi- 

mony and  exhibits  placed  in  the 
record  on  the  Sanders  Bill  (HR- 
5497)  as  the  House  Interstate  Com- 

merce Committee's  final  witness  on 
July  2.  Lieut.  Jett,  in  non-technical 
fashion,  undertook  to  inform  the 
committee  on  broadcast  coverage 
and  the  types  of  service  rendered 
by  the  various  classes  of  stations, 
together  with  the  post-war  engi- 

neering problem  facing  the  nation. 
Advising  the  committee  of  the 

infinite  number  of  technical  equa- 
tions which  must  be  solved  in  order 

to  provide  as  nearly  perfect  a 
technical  broadcast  structure  as 
possible,  Lieut.  Jett  introduced  a 
series  of  maps  showing  present 
coverage.  The  existing  structure, 
he  pointed  out,  does  not  procure 
nearly  as  much  broadcast  service 
in  many  areas  as  would  be  techni- 

cally possible. 
FCC  surveys  indicate  that  33.2% 

of  the  area  of  the  United  States 
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receives  no  satisfactory  daytime 
service  from  any  station,  Lieut. 
Jett  brought  out.  He  emphasized, 
however,  that  this  percentage  con- 

tains far  less  than  33.2%  of  the 

population.  In  1938,  when  FCC  sur- 
veys indicated  38.5%  of  the  U.  S. 

area  had  no  satisfactory  daytime 
service,  it  was  estimated  that  only 
about  8%  of  the  population  was 
involved.  Even  that  was  viewed  by 

the  witness  as  a  "startling  figure". 
Since  1938,  by  virtue  of  expanded 
daytime  service  and  licensing  of 
new  stations,  more  than  5%  of  the 
geographical  area  heretofore  not 
served  during  daytime  is  now  ade- 

quately covered. 
Clears  vs.  Others 

On  clear  channel  vs.  local  and 
regional  station  service  Lieut.  Jett 
used  maps  based  on  surveys  made 
by  the  FCC  in  1938,  but  recently 
brought  up  to  date  for  the  purposes 
of  the  hearing.  He  told  the  Commit- 

tee that  the  problem  of  clear  chan- 
nel service  and  of  higher  powers  in 

excess  of  the  present  50,000-watt 
maximum  is  not  a  simple  one.  Be- 

cause of  the  war's  drain  on  FCC 
engineering  personnel,  and  the  as- 

signment of  many  of  its  engineers 
to  specific  war  problems,  the  Com- 

mission has  not  been  in  a  position 
to  continue  its  allocation  studies. 

The  percentage  of  the  United 
States  land  area  receiving  primary 
service  from  only  the  dominant 
clear  channel  stations  during  day- 

time is  6.9%,  a  figure  Lieut.  Jett 
called  "surprising".  The  percentage 
of  U.  S.  land  area  receiving  day- 

time service  from  other  than  domi- 
nant clear  channel  stations  is 

28.2%.  Disregarding  the  exclusive 
service  of  dominant  clear  channel 
stations  and  other  than  dominant 
clear  channel  stations,  Lieut.  Jett 
pointed  out  that  31.7%  of  the  area 
is  duplicated  by  all  classes  of  sta- 

tions. Therefore,  he  deduced,  66.8% 
©f  the  land  area  of  the  United 
States  receives  primary  daytime 
service  from  all  stations. 

Daytime  DuDlication 
Almost  exactly  the  reverse  is  true 

with  relation  to  primary  service  at 
night,    Lieut.    Jett    brought  out. 
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Murray  Captured ! 
MAJ.  Gladstone  Murray,  gen- 

eral manager  of  the  Canadian 
Broadcasting  Corp.  was  lis- 

tening in  his  office  in  Ottawa 
July  6  to  a  shortwave  broad- cast from  Rome  when,  to  his 
surprise,  it  told  of  his  capture 
at  Alexandria  bv  an  Italian 
ship.  The  broadcast  did  not 
make  clear  whether  he  had 
landed  or  was  about  to  land 
when  the  Italians  picked  him 
up,  but  in  any  event  it  said 
he  was  on  his  way  to  Sicily 
as  a  pr's-^ne^.  The  broadcast 
was  in  English. 

There,  24.8%  of  the  area  of  the 
countrv  receives  nrimarv  service 
at  nifirht  from  dominant  clear  chan- 

nel stations,  not  dunlic^ited  by  any 
other  class  of  station.  The  nercent- 
ap^e  of  area  served  bv  other  than 
clear  channel  stations  at  nieht 
with  a  Drimary  sio-nal  is  6  4%.  Dis- 
reearding  the  exclusive  service  of 
dominant  clear  channel  stations 
and  other  than  dominant  clear 
channel  stations,  the  FCC  official 
exr>lained  that  of  the  area  at 
nio-ht  is  diiTilicated  bv  all  classes  of 
stations.  Therefore,  he  concluded, 
43  2%  of  the  land  area  of  the 
United  States  receives  nrimary 
nighttime  service  from  all  stations. 

Other  exhibits  introduced  bv  the 
chief  engineer  relating  to  coverage 
disclo^ied  that  seconda^v  service  is 
provided  throuehout  the  land  area 
of  the  United  States  (h«lf-milli- 
volt  ner  meter  or  e-re^ter  during  at 
least  50%  of  the  time)  bv  Class  I 
stations  on  Class  I  channels.  Class 
I-A  stations  (those  not  dunlicated 
at  nisrht)  provide  the  minimum  sec- 
ondarv  siernal  to  the  entire  area  of 
the  United  States  excent  a  very 
small  section  of  northwest  Wash- 

ington State.  But  Class  I-B  sta- 
tions (dunlicated  at  niq'ht)  take 

care  of  this  area.  Thus,  he  pointed 
out,  the  entire  United  States  gets 
secondary  service  from  dominant 
clear  channel  stations. 

The  FCC's  chief  engineer,  who 
has  had  a  background  of  some  31 
years  in  radio  including  the  Navy, 
as  well  as  with  the  former  Radio 
Commission  and  the  FCC,  de- 

scribed to  the  committee  the  vicis- 
situdes of  broadcast  allocation.  His 

testimony  came  as  a  result  of  con- 
flicting contentions  of  the  Clear 

Channel  Broadcasting  Service  and 
of  Network  Affiliates  Inc.,  which 
through  their  representatives  pre- 

sented arguments  for  and  against 
clear  channels  and  the  question  of 
higher  power  on  them.  Victor 
Sholis,  director  of  CCBS,  and  Paul 
D.  P.  Spearman,  Washington  at- 

torney and  former  general  counsel 
of  the  FCC,  and  counsel  of  NAI, 
previously  had  testified. 

Clears:  Difficult  Question 
Lieut.  Jett  said  in  his  judgment 

the  clear  channel  question  could 
not  be  answered  as  simply  as  either 
witness  had  attempted  to  answer  it. 
He  then  outlined  in  detail  to  the 
committee  the  present  broadcast 
structure,  coverage  potentialities, 
and  the  problem  which  will  face  the 
FCC  in  the  post-war  era. 
Among  other  things,  he  pointed 

out  that  some  regional  stations, 
such  as  KFYR,  Bismarck,  and 
KTSA,  San  Antonio,  have  far 
greater  daytime  secondary  cover- 

age than  clear  channel  outlets,  due 
to  frequency,  location,  and  other 
factors.  This  same  story  does  not 
obtain  at  night,  when  Class  I-A 
stations  are  not  impeded  by  the 
presence  of  other  stations  on  their 
channels. 

Pointing  out  that  under  the 
Havana  Treaty  the  United  States 
was  accorded  32  Class  I  channels, 
Lieut.  Jett  said  that  of  these,  25 
originally  were  set  aside  for  Class 
I-A  stations.  The  present  situation 
is  one  wherein  24  of  the  Class  I 
channels  have  been  reserved  for 
the  exclusive  nighttime  use  of  one 
station  per  channel,  while  two  or 
more  stations  are  licensed  on  the  re- 

maining eight  Class  I  channels.  As 
a  result,  instead  of  having  service 
from  32  Class  I-A  stations  at  night, 
the  public  now  receives  service 
from  45  Class  I-A  and  I-B  stations 
on  these  frequencies. 

Giving  his  answer  to  the  "so- 
called  clear  channel  problem," Lieut.  Jett  said  the  task  is  to 
utilize  each  of  the  clear  channels 

in  such  a  way  as  to  procure  maxi- 
mum service,  and  service  in  areas 

where  it  is  most  needed.  Whether 
one  station  or  more  than  one  sta- 

tion on  a  Class  I  channel  is  the 
best  solution  depends  on  the  par- 

ticular facts  with  respect  to  each 
channel. 

Alluding  to  the  existing  situation 
wherein  33.2%  of  the  area  receives 
no  satisfactory  daytime  service 
from  any  station,  Lieut.  Jett  said 
this  is  so  because  it  has  not  been 
considered  economically  feasible  to 
erect  stations  in  sparsely  populated 
areas.  The  problem  cannot  be  solved 

by  increasing  power  of  stations  lo- 
cated in  heavily  populated  metro- 

politan areas  because  the  primary 
service  area  increases  "very  little 
even  when  the  power  of  a  station 
is  increased  from  50,000  watts  to 
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500,000  watts."  He  said  that  one  of 
the  post-war  problems  will  be  to 
bring  daytime  service  to  as  large  a 
portion  as  possible  of  the  33.2%  of 
the  area  not  presently  served  dur- 

ing the  day. 
Post-War  Problem 

A  second  post-war  problem  may 
arise  in  connection  vv^ith  location  of 
clear  channel  stations.  Stations 
now  are  operated  at  points  where  it 
is  economically  profitable,  he 
pointed  out,  but  explained  that 
three  of  the  Class  I-A  stations  are 
located  in  New  York  and  another 
four  in  Chicago.  Thus,  he  said, 
seven  of  the  24  Class  I-A  stations 
in  the  country  are  in  two  metro- 

politan areas. 
Describing  his  map  exhibits  deal- 

ing with  clear  channel  coverage, 
Lieut.  Jett  noted  that  approxi- 

mately 38.6%  of  the  nation's  area 
receives  primary  service  during  the 
daytime  and  36.87c  primary  service 
at  night  from  Class  I  stations.  The 
total  power  assigned  the  56  Class  I 
stations  is  2597%  kw.  Showing  the 
converse,  or  area  receiving  primary 
service  from  other  than  Class  I 
stations,  Lieut.  Jett  noted  that 
59.9%  of  the  continental  area  gets 
such  primary  service  during  day- 

time and  24.8%  during  nighttime. 
The  total  power  assigned  the  850 
stations  in  other  than  Class  I  for 
daytime  operation  is  1769  kw.,  and 
the  total  power  assigned  this  group 
at  night  is  1503  kw. 

Dealing  with  the  post-war  prob- 
lem of  "superpower,"  Lieut.  Jett 

recited  that  11  of  the  24  Class  I-A 
stations  had  filed  applications  with 
the  Commission  requesting  an  in- 

crease from  50,000  to  500,000  watts, 
or  more.  Eight  of  these  were  re- 

cently dismissed  in  view  of  the  ne- 
cessity for  conservation  of  equip- 

ment for  the  war  effort.  He  said  he 
had  no  doubt  that  if  these  applica- 

tions had  been  granted  the  remain- 
ing Class  I-A  stations  would  have 

filed  similar  applications. 

Range  of  Stations 

"It  should  be  noted  that  while 
I  the  range  of  a  station  is  only 
slightly  increased  by  increasing  its 

i  power  from  50,000  watts  to  500,- 
000  watts,  the  quality  and  strength 
of  the  signal  which  it  provides 
within  its  service  radius  is  vastly 
increased,"  Lt.  Jett  said.  "Thus, 
while  WLW,  operating  in  Cincin- 

nati with  50,000  watts,  is  barely 
audible  in  Washington,  W8X0, 
which  is  WLW's  experimental  call 
operating  after  midnight  with  500,- 
000  watts,  can  on  occasion  be 
heard  in  Washington  as  clearly  and 
eflfectively  as  a  local  station." 

Declaring  that  offhand  "it  might 
appear  that  this  is  entirely  to  the 
good,"  Lieut.  Jett  said  that  the  re- 

sult might  be  to  impair  seriously 
the  revenues  and  hence  the  pro- 

gram service  of  the  local  and  re- 
gional stations  "forced  to  meet  this 

superpowered  competition".  As  an 
engineer,  he  said,  "I  can  hardly 
comment  on  these  economic  factors, 
but  I  do  agree  that  these  non- 
engineering  factors  should  be  con- 
sidered." 

GASOLINE  SAVER  is  the  new 
motorcycle  mobile  unit  of  WJSV, 
Washington.  Chief  Engineer  Clyde 
Hunt,  astride  the  new  vehicle, 
points  out  that  it  gets  50  (fifty) 
miles  per  gallon;  repeat,  50  (fifty) 
miles  per  gallon. 

BLUE  SCHOOL  SERIES 

Closed  Circuit  to  Be  Used  in 

 July  30  Contact  

IN  A  closed-circuit  presentation 
to  its  affiliates,  BLUE  will  intro- 

duce a  projected  Government  series 
for  schools,  with  a  discussion  of  the 
series  by  Grovernment  and  network 
officials,  for  the  benefit  of  school 
superintendents  and  other  school 
officials  gathered  in  the  studios  of 
BLUE  stations,  Thursday,  July  30, 
5-5:15  p.m. 

The  programs  under  discussion 
will  be  launched  on  BLUE,  Tues- 

day, Oct.  6,  2:30-3  p.m.,  as  an 
official  presentation  of  the  War 
Dept.,  in  cooperation  with  the  Na- tional Education  Assn.  and  the 
American  Assn.  of  School  Admin- 

istrators. The  purpose  will  be  "To 
keep  high  school  students  informed 
on  the  progress  of  war  and  to 
heighten  their  loyalty  to  our  ideals 
and  institutions." 
Addressing  school  heads,  and 

local,  county  and  state  educational 
officials,  over  the  closed  circuit 
July  30  will  be:  Maj.  Gen.  A.  D. 
Surles,  director,  bureau  of  public 
relations,  U.  S.  War  Department; 
Mark  Woods,  president,  BLUE; 
J.  W.  Studebaker,  U.  S.  Commis- 

sioner of  Education;  and  a  repre- 
sentative of  the  National  Educa- 

tion Assn.  School  administrators 
will  be  asked  to  adjust  school  sched- 

ules so  that  the  series  can  be  heard 
in  the  classroom. 

The  series  will  receive  direct  pro- 
motion by  the  War  Department. 

School  journals  will  be  among  the 
media  used.  Announcement  of  the 
series  and  of  the  closed  circuit 
presentation  was  made  June  28  at 
the  National  Education  Assn.  con- 

vention, meeting  in  Denver. 

Ballantine  Shortwaves 

P.  BALLENTINE  &  SONS,  New- 
ark (beer),  which  on  June  2  dis- continued for  the  summer  its 

Three-Ring  Time  program  on  the 
BLUE,  has  been  shortwaving  a 

special  program  on  NBC's  inter- national stations  for  armed  forces 
in  Great  Britain  and  Iceland  dur- 

ing the  past  three  weeks.  Heard 
Thursdays,  1:15-1:45  p.m.,  the 
series  features  transcribed  music 
and  sports  resumes  with  Lee  Em- 

merich and  Bill  Lewis  sharing  the 
honors.  Agency  is  J.  Walter 
Thompson  Co.,  New  York. 

Official  Report  Shows 
Increase  in  CBC  Gross 

CANADIAN  Broadcasting  Corp. 
nearly  doubled  its  g-ross  revenue 
in  four  years,  stated  N.  L.  Nathan- 
son,  vice-chairman  of  the  CBC 
board  of  governors,  and  chairman 
of  the  CBC  finance  committee,  at 
a  recent  session  of  the  Parliamen- 

tary Committee  on  Radio  Broad- 
casting at  Ottawa.  It  was  pointed 

out,  in  the  first  release  of  figures 
on  last  year's  operations,  that  at 
the  end  of  the  fiscal  vear,  March 
31,  1942,  the  CBC  gross  revenue 
was  $4,092,794,  as  compared  with 
$2,255,000  on  March  31,  1938.  He 
t"]rl  the  committee  that  the  CBC 
had  about  reached  the  maximum  in 
commercial  revenue. 
Mr.  Nathanson  said  he  was 

against  usine:  capital  at  this  time  to 
start  up  a  CBC  nublication  similar 
to  the  British  Broadcasting  Corp. 
The  Listever,  as  had  been  proposed, 
by  Maj.  Gladstone  Murray,  CBC 
general  manae^er,  some  time  ago. 
Murray  fonnrled  The  Listener  for 
the  BBC.  While  such  a  publication 
mierht  bring  in  revenue  eventually, 
Nathanson  felt  that  the  present 
was  not  the  right  time  to  start  it. 
The  CBC's  employee  staff  had 
doubled  to  662  in  the  past  four 
years,  he  reported. 

WE W  Religious  Series 

Expands  To  65  Stations 

GROWTH  o^'  the  Saered  Heart 
Proffram  of  WEW,  St.  Louis,  is  re- 

flected in  the  recent  announcement 
by  St.  Louis  U.  operators  of  the 
station,  that  within  ten  months  the 
broadcast  is  now  carried  daily  by 
transcrintion  on  65  stations  within 
the  United  States  and  eight  Ca- 

nadian stations  will  begin  the  se- 
ries shortly.  In  addition  a  Snanish 

translation  is  featured  on  WIAC, 
San  Juan,  P.  R..  and  WHIP,  Chi- 

cago, has  a  weekly  Polish  version. 
The  nrneram  is  under  the  direc- 

tion of  Rev.  Eugene  P.  Murphy, 
S.J.,  and  utilizes  a  staff  of  15. out- 

standing' radio  speakers  and  six 
vocalists.  Originally  outlets  had 
been  secured  in  Hawaii  and  the 
Philippines,  but  this  was  halted  by 
the  outbreak  of  hostilities  last 
Dec.  7. 

Johnson  Shortwaves 
S.  C.  JOHNSON  &  Co.,  Racine, 
Wis.,  will  shortwave  to  American 
troops  abroad  the  Meredith  Will- 
son  and  John  Nesbitt  show,  replac- 

ing Fibber  McGee  &  Molly  on  NBC. 
The  swmmer  series,  heard  Tuesday, 
9:30-10  p.m.,  will  be  beamed  abroad 
from  transcriptions  Sunday,  10:30- 
11  a.m.  for  a  thirteen-week  period 
starting  July  7.  Agency  is  Need- 
ham,  Louis  &  Brorby,  Chicago. 

Sues  for  Mimicry 

RAISING  the  question  of  whether 
one's  natural  voice  can  be  plagiarized 
by  a  mimic,  suit  for  $118,000  damases 
has  been  filed  in  Los  Angeles  Superior 
Court  by  Larry  Simms,  7-year-old Columbia  Pictures  actor,  against  Leon 
le  Doux.  Hollywood  radio  actor.  Suing 
through  his  guardian,  Margaret  Simms, 
plaintiff  also  names  as  co-defendants, 
CBS,  R.  J.  Reynolds  Tobacco  Co., 
sponsoring,  the  Blondie  series  on  that 
network  ;  William  Esty  &  Co.,  agency 
servicing  the  account,  and  Radio  En- 

terprises Corp.,  which  packaged  the 
show  for  radio  sale. 
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Listener's  Stake  in  American  Radio 

Mrs.  Lewis 

PERHAPS  one  of  radio's  most  sig- 
nificant trends  is  the  movement  to 

dignify  the  listener  in  the  Ameri- 
can System.  Networks  have  estab- 

lished listening 
groups  to  evalu- 

ate programs  and 
to  act  as  their 
advisors.  Parent- 
Teacher  associa- 

tions have  devel- 
oped a  plan  for 

listening  commit- 
tees, particularly 

to  children's  pro- 
grams. 

Professional  polls  measure  pub- 
lic reaction  by  several  methods  in- 

volving amateur  and  trained  work- 
ers. The  latest  manifestation  and 

most  extensive  demonstration  of 
this  trend  is  the  establishment  of 
Radio  Councils  in  many  of  our 
large  cities.  Educational  institu- 

tions and  women's  organizations 
have  been  instrumental  in  pioneer- 

ing this  field. 

Club  Women  Trouble 

Several  stations  have  taken  the 
initiative  in  setting  up  councils  in 
their  cities,  as  example,  WROK, 
Rockford,  and  WGY,  Schenectady. 
The  latter  has  the  interest  and  co- 

operation of  several  presidents  of 
universities  and  colleges. 

During  recent  survey  tours  under 
the  joint  sponsorship  of  the  Radio 
Council  on  Children's  Programs  and 
the  NAB,  I  was  invited  to  meet 
community  leaders  in  many  cities 
to  discuss  local  radio  conditions 
and  to  acquaint  the  public  with  the 
activities  of  these  two  organiza- 

tions. It  was  discovered  that  radio 
chairmen  and  civic  leaders  using 
radio  never  before  had  had  an 
opportunity  to  meet  together.  Each 
one  was  working  out  individual 
problems  in  relative  isolation. 

At  the  same  time,  such  individ- 
uals, particularly  workers  in  wom- 
en's clubs,  with  their  multiple 

claims  for  radio  time,  were  consti- 
tuting a  real  headache  to  the  indus- 

try, facetiously  called  "club  woman 
trouble".  These  groups,  numbering 
from  25  to  200,  were  eager  to  hear 

WDRC 

CONNECTICUT'S  PIONEER  BROADCASTER 

Radio  Councils  in  Many  Cities  Are 

Manifestations  of  Trend 

By    DOROTHY  LEWIS 
NAB  Coordinator  of  Listener  Activity 

radio's  story  and  to  express  their 
program  preferences. 

During  one  of  these  sessions,  it 
was  suggested  that  a  Radio  Council 
be  formed  in  that  city  to  act  as  a 
clearing  house  for  radio  in  the  com- 

munity. From  that  modest  begin- 
ning the  groundwork  has  been  laid 

for  such  councils  in  about  120  cities 
in  the  United  States,  as  well  as 
Canada. 

Radio  Councils  are  civic  autono- 
mous bodies  made  up  of  elected  rep- 

resentatives, men  and  women,  from 
club,  civic  and  educational  groups 
of  the  community,  sometimes  num- 

bering 100,000  potential  members. 
On  every  council  board  are  repre- 

sentatives of  the  radio  industry  to 
preserve  a  working  democracy. 
Dues  are  nominal,  contributed  by 
member  groups. 

Stations  often  assist  with  mime- 
ographing and  clerical  work. 

Broadly  speaking,  the  council  pur- 
poses are  to  interpret  the  problems 

of  radio  broadcasting  to  the  listen- 
ers and  to  bring  to  the  radio  indus- 
try the  wishes  of  the  public.  In 

implementing  that  simple  state- 
ment Councils  have  inaugurated 

many  important  activities. 
Evaluate  Programs 

Since  sponsors  do  not  enter  every 
market,  transcribed  programs  vary 
and  local  originations  are  unique 
to  the  community,  there  is  a  need  to 
evaluate  available  programs  in  each 
local  area.  Councils  have  such  eval- 

uation committees  and  issue  ac- 
credited lists  of  good  listening  that 

are  distributed  widely. 
It  is  proposed  to  make  a  survey 

of  program  preferences,  using  one 
council  membership.  Some  500 
members  will  be  asked  to  distribute 
10  questionnaires  to  a  representa- 

tive cross  cut  of  their  acquaintance- 
ship. No  member  will  sign  a  ques- 

tionnaire but  merely  be  responsible 
for  distribution  and  collection  of 
them.  Upon  completion  of  the  first 
Council   survey,   if   successful,  it 

"His  wife  has  been  listening  to 
WFDF  Flint  Michigan  and  she's 

gone  shopping." 

Confirmed 

WHEN  STUCK  on  the  cor- 
rect pronunciation  of  a  for- 
eign word,  newscasters  at 

WWDC,  Washington,  usual- 
ly contact  the  embassy  of  the 

tongue  in  question.  Last  week 
a  dispute  arose  over  the  pro- 

nunciation of  Sevastopol.  Au- 
thorities, gazeteers  and  dic- 

tionaries were  consulted  with 
the  staff  opinion  divided: 
Four  held  out  for  Se-VAS-to- 
pol  since  it's  usually  heard 
that  way;  the  minority  in- 

sisted upon  Se-vas-TO-pol. At  the  Russian  Embassy, 
Earl  Hague,  leader  of  the 
station's  dissenters,  received 
a  confirmation  on  Se-vas-TO- 

pol. 

will  be  repeated  in  other  sections 
of  the  country  by  similar  groups. 

Program  Promotion 
Of  greatest  value  to  the  industry 

is  the  work  of  promotion  of  pro- 
grams by  Radio  Councils.  Recently 

one  network  daytime  music  pro- 
gram was  stressed  by  Councils  and 

women's  organizations.  As  a  result, 
state  resolutions  and  hundreds  of 
letters  were  sent  to  the  sponsor.  In 
another  case,  organized  groups  in- 

creased sales  of  a  sponsor's  prod- 
uct 200%  where  special  motivation 

was  carried  on. 

Councils  often  have  children's 
program  committees  that  help  to 

promote  the  good  children's  pro- grams and  that  assist  stations  in 
building  new  ones,  through  coop- 

eration of  librarians,  school  teach- 
ers and  parent  groups. 

One  of  the  important  functions 
of  the  councils  is  cooperation  with 
the  schools.  There  is  a  definite  place 
for  the  layman  in  radio  education. 
Councils  help  to  equip  schools  since 
about  25%  have  radios  today.  They 
encourage  teachers  to  utilize  radio 
to  the  enrichment  of  the  educa- 

tional process.  At  present  it  is  esti- 
mated that  only  about  8%  of  our 

teachers  use  radio  as  a  supplemen- 
tary tool. 

Doubtless  Radio  Councils  reflect 
reactions  and  criticisms  favorable 
and  otherwise  to  the  industry.  They 
are  set  up  to  do  this  in  a  thoroughly 
sound  manner.  First,  in  most  cases 
the  councils  represent  a  definite 
cross-cut  of  community  life.  Sec- 

ond, council  leadership  has  estab- 
lished the  policy  of  education  on 

the  business  of  radio  by  their  con- 
stituent groups  before  entertain- 

ing criticisms.  Third,  no  opinions 
are  released  until  the  board  as  a 

whole  has  checked  and  edited  com- ment. 

The  net  results  are  modified,  dig- 
nified statements.  As  a  matter  of 

fact,  few  adverse  criticisms  of  local 
programs  appear  publicly  because 
they  are  first  discussed  in  open 
meetings  with  the  local  radio  rep- 

resentatives, who  serve  on  the  coun- 
cil board.  Frankly,  radio  execu- 

tives are  grateful  for  help,  upon 
occasion,  in  determining  policies. 

Tell  Radio's  Story 
Council  executives  are  vigilant 

to  redirect  the  Carrie  Nation  in- 
stinct, of  both  men  and  women,  to 

constructive  efforts  in  line  of  pro- 
motion of  good  programs  and  in 

telling  radio's  story  to  an  ever 
widening  audience.  The  public's  af- fection for  radio  is  almost  quaint. 
No  other  medium  arouses  as  much 
comment  or  such  a  sense  of  per- 

sonal possession.  It  is  to  be  re- 
gretted that  a  leader  of  a  much 

publicized  radio  committee,  not  a 
council,  recently  broadcast  ill-con- 

sidered comments  on  the  daytime 
serial  problem.  These  remarks  were 
obviously  based  on  personal  opin- 

ion. No  one,  least  of  all  the  broad- 
casters would  deny  that  the  radio 

has  had  an  overdose  of  this  type  of 
show.  However,  as  there  are  trends 
in  hats,  cars  and  vitamins,  so  en- 

thusiasms run  riot  in  radio  presen- 
tations. If  advertisers  and  broad- 

casters could  sense  the  next  trend, 
they  would  all  be  making  money. 
It  is  the  listeners  who  will  deter- 

mine the  cloth  and  pattern  from 
which  it  will  be  cut. 

Recognizing  that  amateur  pro- 
duction is  practically  out  for  civic 

and  club  groups  due  to  wartime 
limitations,  councils  are  minimizing 
this  phase  of  activity.  In  a  few  ci- 

ties, Councils  have  set  up  a  radio 
hour  on  which  various  organiza- 

tions rotate.  A  Production  Com- 
mittee under  the  Council  sees  to  it 

that  the  quality  of  the  shows  com- 
pares favorably  with  professional 

programs.  This  method  relieves 
the  stations  of  pressure  by  the 
local  groups.  Councils  also  work 
closely  with  station  directors  of 

AN  AIR  RAID  ALARM 
HAS  BEEN  SOUNDED 

This  proqram  iiiill  awtinie  and  ac 
suqqest  tkal  you  rcirair  in  your 

.  scats  nouasd  after  tte  aaatast '  ufitii  the  ail  clear  siqisi 
EMERGENCY  HANDLING  of  stu- 

dio audiences  in  event  of  an  air 
raid  alarm  is  discussed  by  these 
BLUE  Hollywood  executives  who 
are  inspecting  new  sign  designed 
to  warn  guests  in  soundproof  stu- 

dios during  a  broadcast.  Confer- 
ring (1  to  r)  are  R.  G.  Denechaud, 

chief  engineer;  David  Drummond, 
producer;  Walter  Lonner,  traffic head. 
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women's  activities  and  local  news 
commentators.  Special  children's 
program  committees  produce  ex- 

perimental shows. 
The  council  set-up  will  aid  ma- 

terially in  the  war  effort.  Statistics 
show  that  60%  of  the  listeners  gain 
information  of  war  news  by  radio. 
Almost  at  once  the  Radio  Council 
of  Greater  Cleveland  sensed  the 
importance  of  the  listener  attitude 
and  a  plan  of  air  news  wardens 
was  set  up,  thereby  enlisting  a 
large  segment  of  its  membership 
in  a  campaign  for  intelligent  list- 

ening to  war  news.  Similar  groups 
followed,  and  the  "Ten  Command- 

ments" from  the  Louisville  Radio 
Council  is  quoted: 

1.  Select  intelligently  your  daily  listen- ings. 
2.  Listen  accurately  to  war  news  com- mentators. 
3.  Listen  consistently  until  news  is  com- 

pleted. 
4.  Do  not  let  your  emotions  affect  your 

better  judgment. 
5.  Learn  to  separate  news  from  possible 

propaganda. 
6.  Listen  cautiously  to  foreign  broadcasts 

from  Germany,  Italy  and  Japan. 
7.  Refrain  from  circulating  rumors. 
8.  Listen  calmly  to  bad  news. 
9.  Keep   faith   in   our  government  and 

fighting  forces. 
Defense  News 

Listeners  will  attend  closely  to 
local  stations  for  blackout  and  raid 
news.  Listeners  must  learn  or  be 
taught  to  pay  attention  to  sugges- 

tions from  the  Government  and  lo- 
cal defense  boards  regarding  sal- 

vage, home  nursing,  first  aid,  ra- 
tioning, etc.  Here  Councils  can 

reach  thousands  with  interpreta- 
tions and  suggestions. 

Radio  is  doing  a  phenomenal  job 
in  bringing  the  homeland  to  our 
armed  forces  scattered  over  the 
world  by  means  of  weekly  short- 

wave broadcasts.  The  news  of 
global  conflict,  as  brought  by  edi- 

tors and  commentators,  is  so  extra- 
ordinary that  it  is  not  yet  properly 

evaluated.  Listeners  at  home  must 
be  apprised  of  and  comforted  by 
these  momentous  services  by  radio 
in  wartime.  They  are  rightfully 
concerned  with  the  reasons  and 
methods  for  radio  censorship. 

Such  information  should  be  re- 
leased occasionally  through  news 

and  by  speakers.  Again,  matters  of 
priority  will  affect  our  American 
System  of  Radio.  Sponsors  now 
holding  but  35%  of  radio  time  may 
be  forced  to  withdraw  or  reduce 
their  appropriations.  Listeners 
should  help  by  buying  products  of 
those  sponsors  of  the  good  pro- 

grams and  of  whose  merchandise 
they  approve.  Today  listeners,  when 
vocal,  should  be  patient  and  con- 
siderate. 

'Info  Please'  Shortwave  Renewal 
AMERICAN  TOBACCO  Co.,  New 
York,  has  renewed  for  13  weeks  the 
shortwnve  repeat  of  Informaiion  Please 
on  NBC's  international  stations  for 
American  troops  abroafl.  Transcrip- 

tions of  the  Friday  broadcast  for 
Luelfy  Strikes  are  beamed  to  U.  S. 
Servicemen  Sunday,  10 :30-ll  a.m. 
The  original  commitment  for  short- 

wave transmissions  was  for  19  weeks. 
American  Tobacco's  Your  Hit  Parade 
will  also  be  shortwaved  abroad  Mon- 

day, 7:15-8  a.m.,  starting  Aug.  3.  The 
musical  program  is  aired  on  CBS  for 
Lucky  Strikes,  Saturday,  9-9  :45  p.m. 
Lord  &  Thomas,  New  York,  handles 
the  account. 

MINUTE  MAN  stands  out  on  the  flag  presented  by  the  Treasury  to  staffs 
of  WLS,  Chicago,  and  the  Prairie  Farmer  who  have  reported  a  95% 
enrollment  in  a  payroll  allotment  plan  for  buying  War  Bonds  and 
Stamps.  Behind  the  flag  are  (1  to  r)  :  George  Cook,  treasurer  of  WLS; 
John  G.  Gallaher,  Treasury;  Burridge  D.  Butler,  president  of  WLS  and 
publisher  of  the  Prairie  Farmer;  Glenn  Snyder,  WLS  manager;  and 
Fred  Orleman,  Prairie  Farmer  business  manager. 

WINCHESTER'S  FRIENDLY  PROGRAMS 
Arms  Company  Aims  Broadcasts  at  Employes  and 

 Community,  Utilizing  Own  Talent  
ON  MARCH  11,  the  Winchester 
Repeating  Arms  Co.  launched  its 
first  weekly  series  of  broadcasts 
over  WE  LI,  New  Haven.  The  pro- 

grams were  designed  to  foster 
greater  appreciation  of  Winches- 

ter's war  effort  in  this  community 
and  to  establish  a  self -participating 
type  of  proram  for  their  employes, 
that  would  create  a  more  whole- 

some relationship.  In  addition, 
Winchester  provided  time  on  its 
programs  for  members  of  the  New 
Haven  War  Bond  Drive  Commit- 

tee to  promote  the  sale  of  United 
States  War  Bonds  and  Stamps. 

The  initial  broadcasts  were  pri- 
marily quiz  programs,  featuring 

two  teams,  representing  different 
departments  of  the  plant. 

Many  From  Radio 

Typical  of  other  war  industries 
today,  the  "Winchester  roster  con- tains the  names  of  many  former 
radio  men.  From  this  group  a  radio 
committee  was  formed  to  write, 
produce  and  direct  all  radio  shows 
for  the  company.  Intensive  prepa- 

rations were  launched  for  the  finale 
of  the  first  series  and  plans  formu- 

lated for  the  continuance  of  these 
popular  programs. 

The  windup  program  was  a  radio 
and  stage  show  that  was  greeted 
with  wild  enthusiasm  by  1,000  em- 

ployes and  their  friends  in  the 
auditorium  of  the  Winchester  Club- 

house. On  the  stage  that  night 
were  many  talented  Winchester  ar- 

tists, including  dramatists  and  an- 
nouncers. The  broadcast  was 

labeled  such  a  success  it  was  de- 
cided to  continue  this  type  of  pro- 
gram for  the  summer  season. 

From  this  intensive  search  Win- 
chester hopes  to  have  an  available 

talent  bureau  from  which  to  choose 
future  radio  material.  A  surprising 
array  of  talent  has  been  unearthed 
with  many  former  professional 
radio  and  stage  performers  among 

the  lists.  With  this  as  a  nucleus, 
future  programs  emanating  from 
the  Winchester  plant  in  New  Haven 
should  be  interesting  in  the  ex- 
treme. 

The  successful  promotion  of 
these  programs  was  aided  by  Jimmy 
Milne  and  Charlie  Wright  of 
WELI,  according  to  Winchester 
officials. 

Matsen  Joins  WPB 
CARL  J.  MATSEN,  radio  engineer 
of  Westinghouse  and  a  specialist 
in  broadcast  transmitter  construc- 

tion and  design,  on  July  1  joined 
the  radio  section,  Communications 
Branch  of  War  Production  Board 
as  a  unit  chief  under  Frank  H.  Mc- 

intosh, radio  head.  Mr.  Matsen  for 
some  10  years  has  handled  Army 
and  Navy  radio  equipment  design 
and  also  has  designed  and  installed 
Westinghouse  broadcast  transmit- 

ters in  the  5,000  to  50,000-watt 
classes.  He  has  headquartered  at 
the  Baltimore  plant  of  Westing- 

house under  Walter  C.  Evans, 
Westinghouse  vice-president. 

DufiF  Expanding 

P.  DUFF  &  SONS,  Pittsburgh  (con- 
centrated food  mixes),  which  in  March 

started  a  campaign  of  thrice-weekly 
transcribed  announcements  on  13  sta- 

tions [Broadcasting,  March  23],  has 
expanded  the  campaign  to  22  stations 
for  the  summer  months.  The  account 
is  handled  by  W.  Earl  Bothwell  Adv. 
Agency,  Pittsburgh. 

Vender  ̂ meii^afioti's IlEo.1  TestMarkeH 

KOA  meets  "the  acid  test"  in  Denver, 
America's  best  test  market.*  With 
50,000  watts,  It  reaches  more  people 
at  /ess  cost.  To  put  it  over,  put  it  on . . . 

*Aallwrity:  Lecuiing  Eastern  newspaper 

IN  DENVER 

Represenfed  nofiona/fy  by^EiM^iSpot  Sales  Offi 

^EVD
 

NEW  YORK'S  STATION  OF 
DISTINCTIVE  FEATURES 

NOW 5000 WATTS 

The  aniqne  position  of  WEVD  with  a  large 
section  of  Metropolitan  New  York's  radio 
audienc^e  is  evidenced  by— 

(1).  The  feature  boxes  of  newspaper radio  program  pa^es 
(2.)  The  laree  number  of  famous  adver- tisers on  the  station  continuously 

year  after  year. 
Ask    for   "Who^M    Who   On    WEVD"   ,   .  . tent  on  request. 

WEVD 
117-119  West  46th   St.,   New  York,   N.  Y. 

COVERS  NORFOLK 

AND  RICHMOND 

IN  VIRGINIA! 

50,000 WATTS  DAY 

AND  NIGHT  CBS 

PAUU  H.  RAVMER  CO..  NATIONAL  R£PRESiNTATtV£ 

TESTINGl 

Reach  a  big  chunk 
of  ILLINOIS  ...  do 

your  testing  thru  the 
DECATUR  station 

250  W.  1340.  Full  Tina. 
Sears  &  Ayer,  Rsps. 
How  can  we  help  you? 

SOY 
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NEVER  MISSED  a  scheduled 
broadcast  in  a  decade,  is  the  en- 

viable record  of  Don  Gardner 
(left),  sports  announcer  of  WKBN, 
Youngstown.  At  the  tenth  anni- 

versary program  he  is  congratu- 
lated by  Gilbert  Simon,  promotion 

manager  of  WKBN. 

For  Sporting  Goods 
THE  May  edition  of  Sporting 
Goods  Dealer-,  national  maga- 

zine of  the  sporting  goods 
trade,  ran  an  article  on  the 
unusual  success  of  the  Fish- 

ing Fool  program  on  KROW, 
Oakland,  Cal.  Sponsored  by 
the  B.  Simon  Hardware  Co. 
for  the  last  12  years,  this  pro- 

gram is  credited  by  the  Simon 
brothers  for  the  astonishing 
success  of  their  fishing  tackle 
department,  which  has  grown 
from  a  sideline  counter  to  a 
complete  section  requiring  six 
full-time  clerks  to  handle  the 
business. 

WGEO  Lauded 
AUSTRALIAN  authorities  have 
hailed  the  daily  two-hour  service 
inaugurated  last  week  by  WGEO, 
General  Electric's  shortwave  sta- 

tion, saying  that  the  new  beaming 
to  the  Antipodes  is  serving  as  a 
"forceful  counter"  to  the  "previous 
preponderance  of  enemy  propa- 

ganda transmisions  in  this  area". In  a  cable  to  GE,  our  ally  in  the 
Southwest  Pacific  lauded  the  good 
reception  of  WGEO. 

NBC  Track  Series 
TEN  MAJOR  stake  races  of  the  1942 
season  at  Arlington  Park  and  Wash- 

ington Park  race  tracks  in  Chicago 
are  being  covered  by  NBC  in  weekly 
broadcasts  starting  Saturday,  July  4, 
with  Clem  McCarthy,  sportscaster,  re- 
porting. 

S  moo  t  h 

Saleing! 

We've  laid  the  groundwork; 
built  an  amazing  audience; 
earned  their  confidence.  We 
have  proof  that  time  on  WAIR 
makes  for  SMOOTH  SALE- 
ING! 

WAIR 

Winston-Salem,  North  Carolina 

RETAILERS  UNDETERRED  BV  WARTIME 

Survey  Shows  Stores  Replacing  Curtailed 

 Items  With  Other  Innovations  

SURVEY  revealing  how  retailers 
are  meeting  wartime  merchandise 
shortages  and  building  new  busi- 

ness has  been  published  by  the  Re- 
search Advisory  Service  of  the  Lib- 

erty Bank  of  Buffalo. 
The  study  was  launched,  it  was 

said,  following  a  suggestion  by 
WGR  and  WKBW,  Buffalo,  that 
what  retailers  are  doing  to  meet 
merchandise  shortages  would  be 
"of  valuable  help  not  only  to  re- 

tailers but  to  those  dealing  with 

them." 
Initiative  of  stores  such  as  R.  H. 

Macy,  Gimbel's,  B.  Altman  of  New 
York,  J.  L.  Hudson  in  Detroit  and 
Joseph  Horne  in  Pittsburgh  is  re- 

vealed in  such  simple  but  unique 
and  practical  ideas  as  setting  up  a 
year-round  toy  department  instead 
of  concentrating  promotion  of  toys 
at  Christmas  time. 

New  Departments  Opened 

One  store  reports  that  it  empha- 
sizes playground  equipment  which 

"is  already  bringing  us  added 
sales."  The  same  store  claims  that 
in  running  a  recent  heavy  promo- 

tion campaign  on  garden  shrubs 
and  fruit  trees  a  month's  normal 
business  was  garnered  in  one  week. 

The  survey  shows  "how  new  de- 
partments have  been  added  to  re- 

place those  affected  by  priorities 
and  to  tap  the  added  purchasing 
power  made  available  through  the 
increased  earnings  of  workers  in 
war  industries."  Continuing,  it 
points  out  that  "repair  departments 
for  consumer  goods  have  been  en- 

larged and  thoroughly  advertised, 
and  lines  which  heretofore  have 
represented  but  a  small  proportion 
of  sales  have  been  more  effectively 

promoted." 
In  this  vein  another  store  an- 

nounced a  new  low  price  policy  on 
all  uniforms  for  Army  and  Navy 
officers.  "Our  monthly  volume  has 
regularly  increased  and  is  contin- 

uing to  grow  at  the  present  time," the  store  claims. 

AVide  Range  Planning 
From  cuckoo  clocks  to  money 

belts  the  stores  are  expanding  de- 
partments, increasing  promotion 

and  focusing  advertising.  Some  ex- 
cerpts show  the  wide  range  of  the 

stores'  planning:  "Our  appliance 
department  has  been  buying  up  re- 

WIBW  ̂  '^^T O PeTa 

possessions  from  finance  companies, 
servicing  them  and  selling  them  at 
a  substantial  profit.  ...  In  our 
basement  department  we  have 
opened  up  a  square  of  shopping 
helps.  A  folding  bag,  known  as 
the  'Victory  Shopping  Bag'  was 
introduced  which  can  be  folded  as 

a  purse.  ...  In  place  of  electric  re- 
frigerators, we  put  in  ice  boxes 

and  sought  used  electric  refrigera- 
tors. .  .  .  We  have  instituted  a  'Re- 

Use-It  Service'  with  contact  desks 
on  each  floor  where  customers  can 
discuss  the  repairing,  rebuilding 
and  remodeling  of  the  things  that 
they  own  to  extend  their  life.  .  .  . 
In  our  notion  department  we  are 
featuring  shoe  cabinets,  MacArthur 
plaques  and  other  sundry  lines 
which  make  up  for  the  sales  we 

lose  on  metal  goods." 
Aiming  at  people  who  must  stay 

home  because  of  gasoline  and  rub- 
ber restrictions,  one  store  says  that 

"we  have  found  increased  demand 
for  home,  porch  and  yard  furnish- 

ings, and  barbecue  items  of  all 
kinds."  It  also  reports  a  sales 
jump  in  garden  tools. 

Luggage  Still  Promoted 
On  the  other  hand,  another  store 

reports  that  "because  of  travel  re- 
strictions, we  have  looked  for  a 

falling  off  in  luggage  sales,  but  we 
have  continued  to  promote  luggage 

and,  surprisingly  enough,  the  re- 
sults have  exceeded  last  year's." 

The  report  goes  on  to  reveal  that 
merchandisers  have  made  keen 
analyses  of  buying  trends.  They 
are  optimistic  for  the  future — not 
in  the  sense  that  they  feel  more 
goods  will  become  available  but 
that  more  fields,  either  dormant 
or  new,  will  be  opened  up.  As  one 
store  expressed  it,  with  a  note  of 
caution,  "It  is  our  opinion  that 
speeding  up  and  enlarging  weak 
spots  should  come  before  the  addi- 

tion of  unfamiliar  lines." 

German-American  Discs 
GERMAN-AMERICAN  Congress 
for  Democracy,  dedicated  to  spread- 

ing the  principles  of  the  American 
way  of  life  and  the  ideals  of  de- 

mocracy among  Americans  of  Ger- 
man origin,  has  issued  a  tran- scribed series  of  26  dramatizations 

in  both  German  and  English,  de- 
signed to  further  the  organization's 

aims.  The  programs  have  been  ap- 
proved by  the  Office  of  War  Infor- 
mation, which  is  also  assisting  in 

contacting  stations  which  might 
carry  the  series,  according  to  a 
Congress  spokesman.   

RADIO  SPOTS  PACE 

iV.  Y.  BOND  DRIVE 

IN  a  report  of  the  radio  activities 
of  New  York's  War  Bond  Pledge 
Campaign,  June  14-28,  given  to 
Chairman  John  T.  Madden,  Samuel 
D.  Fuson,  director  of  the  informa- 

tion division  of  the  campaign  and 
vice-president  of  the  advertising 
firm  of  Arthur  Kudner,  New  York, 

disclosed  that  all  16  of  the  city's 
stations  used  an  average  of  400  an- 

nouncements a  day  during  the  two- week  drive. 

The  big  job  was  to  inform  lis- teners in  advance  that  a  Treasury 
Dept.  "Minute  Man"  was  going  to 
ring  their  doorbells.  Radio  was  used 
from  early  morning  to  late  at  night 
to  get  across  this  message.  Primary 

use  was  made  of  New  York's  ready- 
made  audiences  by  getting  assist- 

ance from  127  radio  personalities 
conducting  their  own  programs  for 
audiences  like  children,  women, 
sports  fans,  early  bird  listeners  and 
others.  Each  group  met  separately 
with  their  own  chairman  to  deter- 

mine the  best  ways  and  means  of 
using  their  programs  to  promote 
the  campaign. 

A  special  spot  announcement 
campaign  was  carried  on  with  all 
of  New  York's  16  stations  donating 
sustaining  time;  sponsors  donated 
their  commercial  time.  Representa- 

tives of  47  New  York  advertising 
agencies  supplied  the  campaign 
with  470  one-minute  and  five-min- 

ute live  announcements. 

Supplementing  this,  stations  were 
supplied  with  13  different  tran- scribed announcements  produced  by 
George  Marek  of  the  J.  D.  Tarcher 
Agency.  In  addition,  they  were 
given  station-break  announcements. 

There  were  22  one-quarter  hour, 
one-half  hour,  and  three-quarter 
hour  programs  broadcast  on  behalf 
of  the  pledge  campaign.  Stations 
donated  time  while  producers, 
writers  and  entertainers  donated 
their  services  to  complete  the  broad- 

casts. NBC's  television  station, 
WBNT,  New  York,  cooperated  by 

putting  on  visual  material. To  aid  in  the  direction  of  the 
New  York  campaign,  Morton  Mil 

man,    of    the    Treasury's  head quarters  war  savings  staff,  was 
assigned  to  New  York  about  six 
weeks  ago.  He  carried  out  plans 
evolved  by  Vincent  F.  Callahan, 
director  of  radio  and  press  and 
Charles  Gilchrist,  chief  of  the  Ra 
dio  Section. 
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Soldier  Discs 
IN  RESPONSE  to  the  call  of  thet 
Disc  Jockeys  Committee,  headed  by 
Dick  Gilbert,  disc  m.c.  of  WHN 
New  York,  representatives  of  61  sta- tions in  15  major  cities  in  the  east 
and  middle  west  have  thus  far  pledged 
their  cooperation  in  the  drive  eon 
ducted  by  Records  For  Our  Fightinf 
Men.  M.C.'s  of  recorded  shows  on' these  stations,  and  on  39  other  sta 
tions  in  various  towns  and  cities 
throughout  the  country  have  agreee? 
to  push  the  old  record  canvass  whicl^ 
will  be  carried  out  by  local  Americar 
Legion  posts  July  17-August  2. 
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Basic  Mutual  Network  Outlet 
FULL  TIME  U70  K  C 

THE  5000  WATT 
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AFFILIATE  OF  ROCK  ISLAND,  ILLINOIS  ARGOS^ 
Ifoke  <4  Ike  TM  Ciiies  ̂  ROCK  ISLAND  •  DAVENPORT  •  MOLINE 
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Certo  in  Canada 
GENERAL    FOODS    Ltd.,  Toronto 
(Certo),    started    a    spot  announce- 

ment campaign  several  times  daily  on 
28  Canadian  stations  to  announce  a 
change  in  sugar  rationing  regulations 
■of  the  Wartime  Prices  &  Trade  Board 
[to  allow  the  use  of  pectins  in  the 
making  of  jams  and  jellies.  Account 

■  was  placed  by  Baker  Adv.  Agency, 
Ltd.,  Toronto. 

JKARM.  Fresno,  Cal.,  has  applied  to 
'the  FCC  for  special  service  author- ization to  change  its  frequency  from 
1430  kc.  to  1030  kc. 

[Salesman — Who  can  produce  results.  West- 
ern Pennsylvania  250  watter.  State  ex- 

perience, salary  expected.  Box  636, 
BROADCASTING. 

ANNOUNCER — Mid-western  regional  net- 
I    work    affiliate    desires    experienced  an- 

nouncer-newscaster. Give  full  details,  in- 
1    eluding  salary,  draft  status,  snapshot.  Box 

623,  BROADCASTING. 

II
 

NBC  Recording  Contracts 
NEW  ZEALAND  Broadcasting  Board 
has  signed  for  Flying  for  Freedom, 
series  produced  by  NBC  Radio-Re- 

cording Division.  The  transcriptions 
will  be  aired  over  government  sta- 

tions. WFLA,  Tampa,  Florida,  has 
also  signed  for  the  programs.  Sam 
Cuff's  The  Face  of  the  War  gains  a  new subscriber  in  WHP,  Harrisburg,  Pa. 
WPAD,  Paducah,  Ky.,  has  signed  for 
Let's  Take  a  Look  in  Your  Mirror, 
and  WRVA,  Richmond,  for  Carson 
Rohinson  and  His  Biickaroos,  and 
Secret  Agent  K-7  on  WEBR,  Buf- 

falo, N.  Y.,  with  Liberty  Shoe  Stores 
as  sponsor. 

CLvt^S^IFIE 

Siiuuiions  Wonted,  lOc  per  word.  Help  Wonted  ond  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.   Forms   close  one  week    preceding  issue. 

Help  Wanted 
OPERATOR-ANNOUNCER—First  class  li- 

cense. Experience  unnecessary.  $35.00 
week.  August  15th.  Colorado.  Box  624, 
BROADCASTING. 

Tower  man — To  paint  and  change  lights 
on  one  hundred  eighty  foot  monotube 
radiator.  Send  bids  to  WBRW,  Welch, 
West  Virginia. 

OPERATOR— License  first  class.  Capable 
copy  Transradio.  Light  announcing. 
$40.00—40  hour  week.  Box  625,  BROAD- CASTING. 

jANNOUNCER-ENGINEER- First  class  li- 
cense preferable.  Progressive  small 

Southern  Station.  Good  pay  for  short 
week.  Box  630,  BROADCASTING. 

Situations  Wanted 

PROGRAM  IDEAS— Plus  outstanding  sales record  on  and  off  air!  Woman  with  8 
years'  sales  and  commentating  experience 1   in  two  major  markets  wants  change.  Box 

I   620.  BROADCASTING. 

Ihief  Engineer — Ten  years  experience  with 
RCA  and  W.E.  equipment,  including  5 
Kw.  network  affiliate,  with  directional  an- 

tenna system.  Comprehensive  experience 
in  design,  construction,  and  maintenance 
of  point  to  point  high  frequency  commun- 

ications systems.  Married,  3-A.  A-1  refer- 
ences. Prefer  East.  Available  in  approxi- 

mately 30  days.  Box  621,  BROADCAST- ING. 

ENGINEER — Twelve  years'  experience  5 and  50  kilowatts.  Consider  chief  5  kw. 
)l  Deferred.  References.  Box  626,  BROAD- CASTING. 

Available  immediately — Station  manager 
who  knows  complete  station  operation 
and  setup  from  12  years  experience. 
Familiar  with  network  operations.  Ex- 

cellent references.  Class  3-A  in  the  draft. 
Box  627,  BROADCASTING. 

Oj  ii/Ontinuity-Publicity  Writer — Experienced. 
Draft  exempt.  Box  628,  BROADCAST- ING. 

onng  Announcer — With  4  years'  experience in  announcing,  production,  studio  con- 
■  u  trol  operation  and  news.  Now  emp'oyed network  station.  Desire  change.  Draft  re- 

jected 4-F  classification.  Go  anywhere. Box  629,  BROADCASTING. 
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IAN  With  twelve  years  experience  as 
commercial  salesman  and  manager  desires 
job  in  southern  station.  Write  Box  632, BROADCASTING. 

)raft  Exempt  Station  Manager— Ten  years 
all   phases   selling,   radio,  local-regional, 
Weil  known   in   major   Eastern  agencies, 
desires  re.-fponsible  job.  Salary  secondary. 

\  Box    640,  BROADCASTING. 

Situations  Wanted  (Cont'd) 
COMMERCIAL  MANAGER— Twelve  years 

major  experience.  Background  showman- 
ship and  merchandising.  Highest  refer- ences. No  floater  or  boozer.  Can  still  push 

sponsors'  doorbells.  Forty-four — three  de- 
pendents. Now  employed.  Available  Au- gust first.  Box  641,  BROADCASTING. 

PROGRAM  PRODUCTION  —  Man  with 
ideas,  16  years'  commercial  experience. Draft  exempt.  Box  639,  BROADCAST- ING. 

PROGRAM  DIRECTOR— Ten  years  major 
station  background  writing  and  produc- 

tion. Unusual  sales  ability.  National 
credits.  Forty  three — three  dependents. 
Available  August  tenth.  Box  642,  BROAD- CASTING. 

Wanted  to  Buy 

1230  kc  low-drift  crystals — W.  E.  mounting 
preferred  but  not  essential.  Quote  make, 
price,  drift  per  degree  C.  Box  637, 
BROADCASTING. 

Two  RCA  72C — Or  previous  model  Record- 
ers with  Cutting  Heads  in  good  operat- 
ing condition.  Two  RCA  44  type  B  or 

BX  Microphones  in  good  order.  Four  828 
Tubes.  Box  635,  BROADCASTING. 

 For  Sale  
FOR  IMMEDIATE  SALE— All  new  West- 

ern Electric  Broadcast  Equipment.  No. 
443A-1  1000-watt  AM  transmitter,  com- 

plete. No.  25A  Frequency  Monitor,  with 
tubes.  No.  731 B  Modulation  Monitor,  with 
tubes.  No.  MT8C  Reproducer  Set  No.  559. 
No.  CRJ  52  Reproducer  ST609.  Five  No. 
3000  Reproducers  ST.  No.  1126A  Program 
Amplifier,  with  tubes.  Also  Complete  Con- centric  Transmission  Equipment  made  by 
Communications  Products  Co.,  including: 
3.200  ft.  %  in.  ind  3.0"'  n.  i'.  d- drawn  copper  line  in  20-ft.  lengths.  One 
type  2001  dehydrating  unit ;  plus  all  neces- 

sary couplings,  anchor  joints,  end  seals, 
expansion  joints,  needle  and  b'e-der valves,  pressure  gauges  and  flare  fittings, 
copper.  Aho  40.00n  ft.  (2.nnn  Ih  )  N-.  R bare  copper  wire  for  ernund  system,  and 
1.300  lb.  N".  30  insulated  cooper  cable. 
All  is  brand  new,  never  used.  For  par- 

ticulars write  Box  634,  BROADCAST- 
ING. 

Radio  Station — 250  watt  independent,  doing 
a  major  station  job  in  one  of  America's most  prosperous  areas.  Well  equipped  .and 
well  s+aTed.  S'^'-'ndid  earningo.  IPness 
forces  this  offer.  Give  evidence  of  fiT^ancial 
ability  in  reply.  Box  633,  BROADCAST- ING.  

Four  used  I.^oke  No.  9S88  Insulators — 
Box  631,  BROADCASTING. 

250  Watt  Full  Time  Indencndcnt  Station — Midwest  town  of  20.000.  Between  two 
army  camps.  Transmitte'-  and  studios housed  together  in  new  buildiner.  Com- 

plete layout  )e<-s  than  3  veprs  old.  Good 
earnings  on  investment.  Must  soli  at  once 
b-cause  of  draft.  Box  644,  BROADCAST- ING. 

Miscellaneous 
BOOK  MANUSCRIPTS  WANTED— MERI- TORIOUS works  of  public  interest  on 

all  subjects.  Write  for  free  booklet. 
MEADOR  PUBLISHING  CO.,  324  New- 

bury Street,   Boston,  Mass. 
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Q.E.D. 
A  HISTORY  teacher  in  a 
suburban  high  school,  former- 

ly heard  locally  only  on  WGR, 
Buffalo,  sponsored  by  Schrei- 
ber  Brewing  Co.,  is  heard  on 
the  station's  parent  network 
MBS  on  a  sustaining  basis  in 
a  six-weekly  series  of  news 
commentaries.  Commentator 
Barney  Schweikardt  is  known 
to  his  listeners  as  "Q.E.D.", Latin  abbreviation  for  the 
term,  "which  was  to  be  dem- 

onstrated." 
NEW  THEME  song  for  the  Treasury 
War  Savings  Program  titled  "A  Dime 
Out  of  Every  Dollar"  is  being  released to  all  stations.  Written  by  Leo  Robin 
and  Ralph  Rainger,  the  song  was  in- troduced for  the  first  time  by  Bing 
Crosby  June  8.  Recordings  of  the 
song  will  feature  Bing  Crosby  with 
Al  Newman's  orchestra  on  one  side 
and  the  same  song  by  Dinah  Shore on  the  other. 

East  on  War  Mission 

BECAUSE  broadcasters  in  other 
sections  of  the  United  States 
evinced  interest  in  the  Southern 
California  system  of  wartime  emer- 

gency radio  silences,  Richard  F. 
Connor,  radio  coordinator  of  the 
Southern  California  Broadcasters 
Assn.  was  to  be  in  Washington  July 
13  at  request  of  Army,  Navy  and 
Treasury  officials  for  a  series  of 
conferences  on  defense  measures. 
Before  returning  to  the  West 
Coast,  Mr.  Connor  will  also  have 
New  York  conferences  with  Adolph 
Opfinger,  Mutual  program  service 
manager,  and  A.  A.  Schechter, 
NBC  director  of  news  and  special 
events,  on  radio  cooperation  during 
blackouts  and  silences  in  that  area. 

INSTEAD  of  giving  his  annual  party 
when  the  program  discontinued  for  the 
summer,  Edward  G.  Robinson,  star  of 
the  weekly  CBS  Big  Town  sponsored 
by  Lever  Bros.  Co.  (Rinso),  follow- 

ing his  broadcast  of  July  2,  presented 
all  cast  members  with  war  bonds. 

PROFESSIONAL 

DIRECTORY 

Jansky  &.  Bailey A n  Organization  of 
Qualified  Radio  Engineers 

Dedicated  to  the 
SERVICE  OF  BROADCASTING 

National  Press  Bide..  Wash..  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.      Dl.  1205 
Washington,  D.  C. 

JOHN  BARRON 
Consulting  Radio  Engineers 
Specializing  in  Broadcast  and 

Allocation  Engineering 
Earle  Building,  Washington,  D.  C. 

Telephone  NAtional  7757 

GEORGE  C  DAVIS 

Consulting  Radio  Engineer 

Munsey  BIdg.  District  8456 
Washington,  D.  C. 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

PAUL  F  GODLEY 

COA/SUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 

MO  2-7859 

CLIFFORD  YEWDALL 
Empire  State  BIdg. 
NEW  YORK  CITY 

An  Accounting  Service 
Particularly  Adapted  to  Radio 

A.  EARL  CULLUM,  JR. 

Consulting  Radio  Engineers 
Highland  Park  Village 

Dallas,  Texas 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
Silver  Spring  Md. 

(Suburb.  Wash..  0.  C.) 

Main  Office:    'ISO  'poo«*||OH 
7134  Main  St      /^"ZT^       PIJO«  »m Kansas  City.  Me  (     i     1    '°  '""""'"JO 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 

ANY  HOUR— ANY  DAY 
R.C.A.  Communications,  Inc. 
66  Broad  St..  New  York,  N.Y. 

RING  &  CLARK 

Consulting  Radio  Engineers 
WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 
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New  Guide  Is  Issued  by  Army 

Covering  Relations  Wilh  Radio 

Revised  Instructions  Deal  With  Problems  of 

Wartime  Operation  of  Broadcast  Stations 

Text  of  Army  Orders 

TO  CLEAR  confusion  in  its  radio 
regulations  the  Radio  Branch,  Bu- 

reau of  Public  Relations  of  the  War 
Department,  last  week  issued  a  re- 

vised edition  of  an  earlier  Radio 
Guide  for  Public  Relations  Officers 
to  its  press  officers  throughout  the 
country.  To  aid  these  men  further 
in  discharging  their  responsibilities 
in  matters  where  radio  is  concerned, 
radio's  wartime  code  was  also  in- 
cluded. 
Although  this  manual  is  not 

available  to  broadcasters,  it  was 
pointed  out  that  the  possession  of 
one  at  each  Army  reservation's 
press  office  will  provide  local  sta- 
•■.ions  with  a  source  of  War  Dept. 
policy  and  regulation  whenever 
doubt  exists. 

To  meet  war-born  conditions  not 
covered  in  the  original  manual  re- 

leased in  the  early  part  of  1940 
several  new  sections  have  been 
added  covering  clearance  and  re- 

jection, appearances  of  enlisted  and 
commissioned  personnel  on  pro- 

grams, programs  originating  with- 
in the  Army  and  designed  for 

short-wave  broadcast  from  the  con- 
tinental United  States  to  other 

parts  of  the  world  as  well  as  other 
programs  {Command  Performance 
&  News  From  Home)  originating 
here  to  be  heard  by  Army  person- 

nel in  other  parts  of  the  world. 
Clearance  Discussed 

Under  the  codified  regulations, 
the  matter  of  clearance  and  review 
is  discussed  at  length.  By  the  term 
clearance  it  is  inferred  that  a  pro- 

gram idea  has  been  presented  in 
detail  with  time,  day,  station  and 
similar  information  included.  Upon 
consideration  of  all  the  factors  in 
any  one  such  proposal  the  radio 
branch  may  decide  favorably.  This 
does  not  mean  the  program  may  be 
aired.  Only  when  a  script  has  been 
submitted  and  approved  by  the  ra- 

dio branch's  board  of  review  may  a 
program  be  broadcast. 

The  manual  further  points  out 
that  any  program  for  broadcast 
over  a  national  network,  involving 
the  Army,  its  personnel,  or  its  func- 

tions, operations  or  activities,  is 
subject  to  the  radio  branch  au- 
thority. 

To  prevent  any  competition  re- 
sulting from  commercial  programs 

broadcast  concurrently  over  differ- 
ent networks  or  stations  the  radio 

branch  must  issue  clearance.  In 
that  way,  it  was  pointed  out,  for 
example,  the  Army  may  also  pre- 

vent well-intentioned  promotion  of 
one  arm  of  the  service  contrary  to 
the  particular  service  being  pro- 

moted at  that  time.  These  restric- 
tions, however,  affect  only  those 

programs  broadcast  from  Army 
property. 

All  commercial  copy  or  continuity 
used  in  such  programs  must  be 
submitted  for  the  approval  of  the 
radio  branch  at  least  one  week  in 

advance  of  the  proposed  date  of 
broadcast.  Requests  can  be  filed  on 
a  form  available  upon  request  from 
the  radio  branch.  Furthermore, 
regulations  insist  that  commercial- 

ly sponsored  radio  programs  pre- 
sented before  an  audience  of  Army 

personnel  must  use  the  prepared 
disclaimer  which  says  the  presen- 

tation "does  not  necessarily  consti- 
tute an  endorsement  by  the  War 

Dept.  or  its  personnel,  of  the  prod- 

uct advertised." 
Personnel  Appearances 

Another  section  of  the  regula- 
tions covers  the  appearance  of 

Army  personnel  returned  from  for- 
eign service  which  states  that  au- 

thority for  approval  may  only  be 
obtained  by  inquiries  directed  to 
the  director  of  the  bureau  of  pub- 

lic relations  or  his  assistant.  This 
is  "mandatory",  the  regulations 
state,  and  the  willingness  of  per- 

sonnel to  participate  does  not  in 
any  way  constitute  approval. 

In  another  part  of  the  regula- 
tions, the  use  of  Army  bands  is  ex- 

plained at  length.  Where  doubt 
exists.  Army  officials  suggest  that 
the  post  public  relations  officer  be 
consulted. 

Clearance  by  the  bureau  of  pub- 
lic relations  is  not  required  for  sus- 

taining radio  programs  involving 
the  Army,  its  personnel  or  its  oper- 

ations when  such  programs  are  to 
be  broadcast  over  single  stations, 
or  groups  of  stations  other  than  na- 

tional networks,  provided  these  pro- 
grams are  in  the  exclusive  interest 

of  the  Army.  However,  these  broad- 
casts are  subject  to  the  approval 

of  the  commanding  officer  con- 
cerned, the  regulations  caution. 

To  clarify  any  questions  arising 
from  the  issues  of  clearance  and 
rejection  and  appearance  of  Army 
personnel  returned  from  foreign 
service  the  exact  texts  are  here  re- 

printed in  the  adjoining  column. 

Section  III 
Radio  Branch  Policy : 
The  Bureau  of  Public  Relations, 

radio  branch,  is  organized  for  the  pur- 
pose of  serving  as  haisou  between  the 

Army  and  radio  stations  and  networks, 
for  the  development  of  radio  programs 
which  interpret  to  the  public,  and  for 
carrying  out  all  War  Dept.  policy  as 
it  affects  radio  broadcasting. 

1.  Clearance  and  rejection. 
The  radio  branch  is  responsible  for 

the  clearance  or  rejection  of : 
a.  All  proposed  radio  programs  for 

broadcast  over  a  national  network,  in- 
volving the  Army,  its  personnel,  or  its 

functions,  operations  or  activities. 
b.  All  commercial  programs  whose 

sponsors  desire  to  originate  programs 
from  an  Army  camp  or  military  sta- tion. 

c.  All  requests  for  the  personal  ap- 
pearance of  Army  personnel  enlisted 

and  commissioned,  on  a  radio  program 
broadcast  over  a  national  network. 

d.  All  requests  for  the  personal  ap- 
pearance of  Army  personnel  enlisted 

and  commissioned,  on  any  radio  pro- 
gram from  the  theatre  of  war  and  de- 

signed for  listeners  within  the  conti- nental limits  of  the  United  States. 
e.  All  radio  programs  originating 

within  the  Army  and  designed  for 
shortwave  broadcast  from  the  conti- 

nental United  States  to  other  parts 
of  the  world. 

f.  All  radio  programs  originating  in 
the  continental  United  States  designed 
to  be  heard  by  Army  personnel  in 
other  parts  of  the  world. 

Section  VI-A Appearance  of  Army  Personnel  Re- turned from  Foreign  Service  : 
Regulations  prescribed  by  the  Bu- 

reau of  Public  Relations  preclude  ap- 
pearance of  Army  personnel,  officer  or 

enlisted,  returning  from  foreign  duty, 
on  local  or  network  broadcasts,  with- 

out prior  approval  of  the  director,  bu- 
reau of  public  relations,  or  his  as- sistant. 

The  willingness  of  returning  Army 
personnel  from  foreign  duty  to  ap- 

pear, even  with  the  approval  of  the 
chief  of  the  branch  to  which  such  per- 

sonnel is  assigned,  is  under  no  circum- 
stances ample  authority  for  an  ap- 

pearance on  any  program.  Authority 
for  approval  as  given  in  the  above 
paragraph  is  mandatory  and  all  in- quiries so  received  must  automatically 
be  referred  to  the  director  of  the  bu- 

reau or  his  assistant. 

LOWELL  THOMAS,  commentator 
for  Sun  Oil  Co.  on  the  BLUB,  was 
paid  $95,645  by  his  sponsor  during 
1941,  according  to  a  report  filed  by 
the  company  with  the  Securities  Ex- 

change Commission. 

KFQD  Applies  For  1  Kw. 
On  Request  of  War  Dept. 
STATING  to  the  FCC  that  the  War 
Department  had  requested  him  to 
seek  an  increase  in  power  so  as 
to  provide  greater  coverage,  Wil- liam J.  Wagner,  operator  of  KFQD, 
Anchorage,  Alaska,  has  filed  an 
application  for  increase  from  250 
watts  to  1,000  watts  fulltime  on 
790  kc.  In  connection  with  the  ap- 

plication, Mr.  Wagner  was  in 
Washington  last  week. 

Also  sought  by  KFQD  is  approval 
of  the  FCC  for  voluntary  assign- 

ment of  KFQD  to  Mr.  Wagner,  as 
head  of  the  Alaska  Broadcasting 
Co.  The  transfer,  which  is  expected 
to  be  approved  shortly,  is  merely 
the  routine  acquisition  of  small 
holdings  in  the  station  not  included 
when  Mr.  Wagner  purchased  the 
station  with  approval  of  the  FCC 
last  February  [Broadcasting,  Feb. 
9].  Mr.  Wagner,  a  radio  engineer, 
owning  33%  of  KFQD  at  that  time, 
bought  the  other  66%  from  R.  E. 
McDonald  and  his  wife,  Barbara. 

NBC  Ceremonies  Honor 

Employes  Now  in  Service 
IN  HONOR  of  NBC  employes  who 
have  died  in  action,  or  are  now  in 
the  armed  forces,  special  cere- 

monies were  conducted  and  broad- 
cast at  each  of  the  seven  NBC 

operated  stations  July  11. 
Former  employes  in  the  New 

York  office  were  commemorated  in 
a  broadcast  on  WEAF,  New  York, 
with  the  dedication  of  a  service 
flag  bearing  224  blue  stars,  for 
NBC  men  now  in  service,  and  two 
gold  stars,  representating  members 
of  the  guide  staff,  Lieut.  Jacques 
Tartiere  and  Lieut.  Donald  Crocker, 
both  killed  in  action.  Maj.  Gen 
Sandeford  Jarman,  second  in  com- 

mand of  the  First  Army  and  Com- 
manding General,  Anti-Aircraft 

Defense,  Eastern  "Theater  of  Oper- 
ations, gave  the  dedication  address. 

William  S.  Hedges,  NBC  vice-pres- 
ident in  charge  of  stations,  accept- 

ed the  flag  from  Gei^eral  Jarman, 
after  it  had  been  blessed  by  an 
Army  Chaplain. 

A  total  of  316  NBC  employes  are 
now  in  the  armed  forces.  The  num- 

ber of  servicemen  from  each  of  the 
NBC-operated  stations  follows: WEAF,  New  York,  224;  WMAQ, 
Chicago,  32;  WTAM,  Cleveland,  6; 
KOA,  Denver,  12;  KFI,  Hollywood, 
27;  KPO,  San  Francisco,  6;  WRC, 
Washington,  9. 

Mr.  Hedges  in  an  address  paid 
tribute  to  Bert  Silen  and  Don  Bell, 
of  KZRH,  Manila,  for  their  dra- 

matic accounts  of  the  Japanese  as- 
sault on  Manila.  Silen  has  been  re- 

ported as  "missing"  since  the  city's capture  and  Bell  was  ruthlessly 
bayoneted  by  the  Japs.  Both,  how- 

ever, managed  to  desti'oy  all  the equipment  before  the  capture. 

"My  Boy's  Got  a  Job  With  a O'Them  News 

Drawn  for  Broadcasting  by  Sid  Hix 

Radio  Station,  Lem — He's  One 
Contaminators !" 

Another  on  114  CBS 

WITH  THE  addition  of  Vaughn  Mon- 
roe's Orchestra  July  20  to  the  list  of 

CBS  programs  taking  advantage  of 
the  new  15%  discount  rate,  a  total  of 
seven  sponsors  and  nine  shows  have 
now  expanded  to  all  114  CBS  sta- tions [Broadcasting,  July  6].  B.  J. 
Reynolds  Tobacco  Co.,  Winston- 
Salem,  N.  C,  sponsors  the  show  for 
Camels  and  Prince  Albert  tobacco.  Ac- count is  handled  by  William  Esty  & 
Co.,  New  York. 
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Take  stock  and  you'll  find  Kansas  City  in  the 

midst  of  a  record -shattering  agricultural 

boom.  You'll  also  find  KMBC  hogging  most  of 

the  farm  audience  hereabouts  ,  .  .  (surveys 

proving  this  are  available  on  request).  The 

explanation  lies  in  a  policy  of  "selling  farmers 

by  serving  'em"  which  has  never  yet  laid  an 

egg  for  an  advertiser.  Consider:  In  Phil  Evans, 

nationally-known  agricultural  authority,  KMBC 

has  the  only  full-time  farm  service  director  in 

Kansas  City  radio.  Only  KMBC  is  authorized 

by  the  Kansas  City  Livestock  Industry  to 

broadcast  market  reports  from  the  Livestock 

Exchange  Building,  KMBC  is  the  only  station 

broadcasting  nearly  thirty  solid  hours  of  farm 

service  programs  each  week.  For  greener 

profit  pastures,  farm  out  your  sales  problems 

on  KMBC -the  station  that's  "9  Ways  the 

Winner."  Remember? 

im 

OF  KANSAS  CITY 

FREE  &  PETERS,  INC. CBS  BASIC  NETWORK 



This  switch  directs  the  steerable  radio  beam  . .  flashes  radio  spearheads  of  truth  into  the  darkness  of  occupied  Europe. 

THIS  WEAPON  IS  /^^^^  BUT  SECRET! 

Today  America  possesses  a  war  weapon  of 

great  range — and  it's  no  secret.  That  weapon 
is  international  radio  .  .  .  hurling  projectiles 

of  truth  more  than  3,000  miles  across  the 

Atlantic — and  across  the  wide  Pacific. 

International  broadcasts  by  NBC  rely 

for  their  effectiveness  on  important  develop- 
ments from  RCA  Laboratories.  The  beam 

aerial,  for  instance — controlled  by  the  switch 

you  see  above — "searchlights"  broad- 
casts to  distant  points,  with  an  enor- 
mous increase  in  effective  power. 

Through  such  directional  aerials,  WRCA 

and  WNBI,  operating  with  power  of  50,000 

watts,  reach  Europe  with  a  signal  strength 

that  would  require  1,200,000  watts  if  broad- 
cast from  a  non -directional  aerial. 

Forty- one  years  ago,  the  first  wireless  sig- 
nals were  sent  across  the  Atlantic.  Yet  today, 

thanks  largely  to  RCA  research,  America  is 

hurling  messages  into  the  war -torn  areas  of 
Europe  with  an  impact  that  even 

small,  compact  receivers  have  no  dif- 
ficulty in  picking  up. 

RADIO  CORPORATION  OF  AMERICA 

PIONEER  IN  RADIO,  ELECTRONICS,  TELEVISION 

RCA  Building,  New  York,  N.  Y. 

The  Services  of  RCA:  RCA  Manufacturing  Co.,  Inc.    •     R. C.A.  Communications,  Inc.     •     Radiomarine  Corporation  of  America 
RCA  Laboratories    •     National  Broadcasting  Co.,  Inc.    •    Blue  Network  Co.,  Inc.    •     RCA  Institutes,  Inc. 
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00  B  A  R  N  DANCE 

BUT  THEY 

605,000 

POUNDS  OF 

SCRAP  IRON 

AND 

53,000 

POUNDS  OF 

RUBBER 

Collected  for 

Admission  +o  ONE  Broadcast 
of  wis  National  Barn  Dance 

Broadcast  from  Bloomington, 
Illinois,  June  27 

<5 

WILL! 

BENITO,  Hitler,  Hirohito  — all  will  hear 
plenty  from  the  WLS  National  Barn 

Dance!  For  on  the  night  of  June  27,  in  Bloom- 
ington, Illinois,  7,500  people  swarmed  to  see 

the  broadcast  .  .  .  and  each  contributed  100 
pounds  of  scrap  metal  or  50  pounds  of  rubber 
for  his  ticket. 

The  scrap  material  turned  in  by  these  loyal 
Midwest  people  for  their  tickets  totaled  605,000 
pounds  of  metal,  53,000  pounds  of  rubber.  It 
is  already  on  its  way  to  mills  to  be  made  into 
tanks,  guns  and  ships  for  our  armed  forces. 
But,  in  addition,  they  brought  even  another 
420,000  pounds  of  metal  and  rubber,  over  and 
above  that  required  to  get  their  Barn  Dance 
tickets.  All  proceeds  from  the  sale  of  the  scrap, 

$3,600,  were  donated  by  WLS-JPrairie  Farmer 
to  the  local  McLean  C^ounty  U.S.O.  fund. 

We  are  proud  of  the  thousands  X)(  patriotic 
listeners  who  contributed  this  500  tons  of 
scrap  .  .  .  proud  that  we  could  work  with  them 
in  this  joint  contribution  to  the  war  effort. 

89  0  KILOCYCLES 

50,000  WATTS 
BLUE  NETWORK 

represented  by 

John  Blair  &  Company 

CHICAGO 

PRAIRIE 

FARMER 

STATION 

BuRRiDGE  D.  Butler 
President 

Glenn  Snvder Manafier 

MANAGEMENT  AFFILIATED  WITH  KOY,  PHOENIX,  AND  THE  ARIZONA  NETWORK  — KOY  PHOENIX   *    KTUC  TUCSON   *    KSUN  BISBEE-LO WEl( 



BROADCASTING  STATIONS 

AFFILIATED  TO  RADIO 

PROGRAMS  DE  MEXICO 

City: 

Acapuico,  Gro. 
Aguascalientes,  Ags. 
Aguascallentes,  Ags. 
Celaya,  Gto. 
C.  Delicias,  Chih. 
C.  Guzman,  Jal. 
C.  Juarez,  Chih. 

C.  Victoria,  Tamps. 
Campeche,  Camp. 
Cordoba,  Ver. 
Culiacan,  Sin. 
Culiacan,  Sin. 
Chihuahua,  Chih. 
Chihuahua,  Chih. 
Durango,  Dgo. 
Fresnillo,  Zac. 

Gomez  Palacio,  Dgo. 
Guadalajara,  Jal. 
Guadalajara,  Jal. 
Hermosillo,  Son. 
Irapua+o,  Gto. 
Jalapa,  Ver. 
Leon,  Gto. 
Leon,  Gto. 
Linares,  N.  L. 
Los  Mochis,  Sin. 
Los  Mochis,  Sin. 
Matamoros,  Tamps. 
Mazatlan,  Sin. 
Merida,  Yuc. 
Merida,  Yuc. 
Minatitlan,  Ver. 
Morelia,  Mich. 
Morelia,  Mich. 

Monterrey,  N.  L. 
Monterrey,  N.  L. 
Navojoa,  Son. 
N.  Laredo,  Tamps. 
Oaxaca,  Oax. 
Orizaba,  Ver. 
Orizaba,  Ver. 
Parral,  Chih. 
Piedras  Negras,  Coah. 
Puebia,  Pue. 

Queretaro,  Qro. 
Sabinas,  Coah. 
Saltillo,  Coah. 
Saltillo,  Coah. 
San  Luis  Potosf,  S.L.P. 
San  Luis  Potosi,  S.L.P. 

;Tampico,  Tamps. 
Ta  mpico.  Tamps. 
Tapachula,  Chis. 
Tepic,  Nay. 
Tepic,  Nay. 
Torreon,  Coah. 

,  Tuxpam,  Ver. 
Uruapan,  Mich. 
Veracruz,  Ver. 
Veracruz,  Ver. 

'Zamora,  Mich. 

KEY  STATIONS 

Mexico,  D.  F. 
•  Mexico,  D.  F. 

XEW 
XEQ 

LARGE  NETWORKS  WITH 

A  NATION-WIDE  COVERAGE  AND 

HEADED  BY  THE  MOST  OUTSTAND- 
ING RADIO  STATIONS  IN  MEXICO 

OF   THE   SPOT   RADIO  AD- 
VERTISING BROADCAST  IN  MEXICO 

KEY  STATION  TO 
N.         B.  C. KEY  STATION  TO 

C.         B.  S. 

RADIO  PROGRAMAS  DE  MSX/CO 

^^^^         LRRGEST  LATIN   flMERICRN  ^ ^^^^  BROODCnSTINC  SV5TEM 
P.O.BOX  1324.  MEXICO, O.F. 

EMIUO  RZCnRRPOP.^iiftfc.  CLEMENTE  SERNO    MHRTINEZ.  TUg'b. 

 .  
J  Published  every  Monday,  53rd  issue  (Year  Book  Number)  published  in  February  by  Broadcasting  Publications,  Inc.,  870  National  Press  Building,  Washington,  D.  C.  Entered  as second  class  matter  March  14,  193.3,  at  the  Post  OflSce  at  Washington,  D.  C,  under  act  of  March  3,  187'J. 



I^ooters  from  Brooklyn  . 

Sales  for  you  right  here  •  •  • 

WWL  Daytime  Coverage 
PSiMARY  and  SECONDARY 

You  get  both  with: 

I 

NEW  ORLEANS 

50,000  watts  -  -  clear  channel 

Even  Dodger-mad  Brooklynites  sometimes  listen  to 

WWL,  New  Orleans,  as  our  fan  mail  proves.  We've 
received  letters  not  only  from  Flatbush,  but  from  all 
over  the  U.  S.,  as  well  as  Canada  and  Alaska. 

It's  bonus  coverage  for  you.  But  what  makes  WWL  the 
No.  1  buy  in  the  deep  South  is  its  home-market  mastery. 

To  "own"  New  Orleans,  sell  via  New  Orleans'  own 
favorite,  WWL  .  .  . 

The  greatest  selling  POWER 

in  the  South's  greatest  city 

CBS  Affiliate  —  Nat'l.  Representatives,  The  Katz  Agency,  Inc. 

BROADMiSTING 

The  Weekly. Newsmagazine  of  Radio 
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V5r.'«"<~r  TO  BUY  A  BMNP  NEW  SWEEPER  ? 

Buy  KFAB,  instead.  "Clean  up"  in  the 
big  farm  markets  throughout  Nebraska 

and  her  neighboring  states.  "Dust  off" 
competition,  by  staging  a  "sweeping" 
campaign  over  the  station  that  farm 
men  and  women  listen  to,  and  like. 
For  A-1  priorities  on  the  best  .times 
now  available,  better  call  us,  today. 

DON  SEARLE— Gen'l 

Ed  Petry  &  Co.,  Nat'l FAB 
N    C    O    I-  N 
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ONE    OF    A   SERIES    PRESENTING    THE    MEN    WHO    MAKE    FREE    &    PETERS  STATIONS 

IL  H.  Mim 

MiliAGHG  UlREnOR,  WHS,  AIEW  YORK 

4  years.  College  Preparatory 
2  years.  Manager  of  Bond  Department, Gertler  &  Co. 
3  years.  Partner,   Lord   &  Ifarkelt, 

municipal  bond  dealers 
1  year,  Station  WMCA 
1^  years.  Station  WHN 
Appointed  Managing  Director  of 

Station  WINS  in  August,  J940. 

T O  PARAPHRASE  the  old  adage,  some  men 
are  born  successful,  some  achieve  success, 

some  have  success  thrust  upon  them.  Judg- 
ing by  his  record,  all  three  of  those  things 

must  have  happened  to  Cecil  Hackett.  With 

only  two  and  one-half  years  of  radio  experi- 

ence behind  him,  "Cec" — a  young  man 
who  is  obviously  going  places — was  ap- 

pointed Manager  of  1,000-watt  Station 
WINS — which  is  also  obviously  going 
places,  as  evidenced  by  the  fact  that  it  is 

now  constructing  its  50,000-watt  transmitter. 

Speaking  of  men  and  organizations  who  have 
gone  places  and  are  still  going,  we  wonder 

if  you'll  pardon  a  word  about  our  own  plans 
here  at  F&P?  Well,  first,  we're  not  making 

any  plans  at  all  about  the  thickness  of  the 
carpet  in  our  offices.  What  we  do  plan  is  to 

continue  representing  only  such  well- 
managed  stations  as  we  can  sincerely 
recommend  to  all  the  good  friends  we  have 
made  in  this  business  —  to  continue  re- 

investing our  profits  in  this  company,  its 
personnel  and  its  equipment,  to  the  end 

that  "Free  &  Peters  Service"  shall  continue 
to  be  the  standard  for  our  industry. 

Those  are  the  plans  with  which  we  started 
in  businesss  ten  years  ago.  They  will 
continue  to  be  the  blueprint  by  which 
we  are  building  our  second  decade,  here 

in  this  group  of  pioneer  radio-station 

representatives. 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WKBW    .....  BUFFALO 
V/CKY  CINCINNATI 
KDAL  DULUTH 
WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO.  KALAMAZOO-GRAND  RAPIDS KMBC  KANSAS  CITY 
WAVE  LOUISVILLE 
WTCN  .    .     MINNEAPOLIS-ST.  PAUL 
WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBI  SYRACUSE 

.  .  .  IOWA  .  .  . 
WHO  DES  MOINES 
Vi^OC   DAVENPORT 
KMA  SHENANDOAH 

.  . . SOUTHEAST . .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDB.I  ROANOKE 

.  .  .  SOUTHWEST  .  . . 
KOB   ALBUCPUERCPUE 
KOMA  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  .  . 
KARM  FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX.  Inc. 

Free  &  Peters,  ih. 

Pioneer  Radio  Station  Representatives Since  May,  1032 

CHICAGf>:  180  N.  Michigan  NEW  YORK:  247  Park  Ave.  SAN  FRANCISCO: /zi  HOLLYWOOD:  15/2  N.  Gorrfon  ATLANTA:  322  Palmer  Bldg. 
Franklin  6373  Plaza  5-4131  Sutter  4353  Gladstone  3949  Main  5667 
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Justice  Department  Drafts  AFM  Trust  Suit 

Public  Indignant  at  Petrillo's  Bans; 
National  Music  Strike  Possible 

IMPLORED  by  public  and  industry  alike  to  check  the 
rampages  of  James  C.  Petrillo,  president  of  the  American 
Federation  of  Musicians  and  dictator  of  the  music  realm,  the 

Anti-Trust  Division  of  the  Dept.  of  Justice  is  considering  anew 
anti-trust  proceedings  against  the  union  and  its  irrepressible 
head. 

Despite  recent  rebuffs  in  the  Supreme  Court  in  so-called 

"made  work"  labor  cases,  Assistant  Attorney  General  Thur- 
man  Arnold  is  planning  prompt  legal  intercession.  The  rising 
crescendo  of  complaints  against  Petrillo,  stemming  from  his 
arbitrary  and  as  yet  unexplained   
procuncianiento  forbidding  AFM's 
140,000  members  from  making 
transcriptions  or  records  for  non- 

public performance,  plus  his  sum- 
mary edict  compelling  NBC  to  can- 

cel the  regular  summer  high  school 
concerts  from  Interlochen,  Mich., 
has  made  Dept.  of  Justice  action 
practically  imperative,  according  to 
informed  sources. 

the  NAB  board  of  directors,  at  its 
meeting  in  Chicago  last  Tuesday 
and  Wednesday,  called  upon  Pe- 

trillo to  reconsider  his  action  "in 
the  best  interests  of  the  war  effort 

and  the  best  interests  of  the  AFM", 
Broadcasters  Victory  Council,  coali- 

tion of  industry  trade  groups,  got 

squarely  behind  NAB's  position.  It 

NAB  Board  Votes  Confidence  in  Miller 

Danger  of  Strike 

Portents  of  a  national  musicians' 
strike  against  radio  also  are  seen 

in  Petrillo's  actions.  Jerking  of  re- 
mote dance  bands  from  NBC,  al- 
ready oi-dered  by  the  AFM  czar  as 

a  result  of  a  stalemated  union  dis- 
pute with  KSTP,  St.  Paul,  is  viewed 

as  the  forerunner  of  a  strike  that 
will  affect  all  radio  if  the  courts  do 
not  step  in.  The  industry,  however, 
is  sitting  tight,  determined  to  call 
Petrillo's  bluff.  NBC  has  refused 
to  accede  to  preliminary  demands 
of  Petrillo  that  KSTP  be  dropped 
as  an  outlet. 

Conferences  currently  are  in 
progress  at  the  Dept.  of  Justice. 
Interference  with  the  ability  of  sta- 

tions and  other  users  of  recorded 
music  to  contribute  their  maximum 
toward  maintenance  of  civilian  mo- 

rale in  the  war  effort  is  a  particu- 
larly effective  inducement  to  Gov- 

ernment intervention.  Moreover, 
the  fact  that  substantial  segments 
of  the  public  have  protested  against 

Petrillo's  tactics,  notably  the  Inter- 
lochen ban,  and  that  newspaper 

editorial  opinion  is  unanimously  op- 
posed to  his  forays,  augur  Gov- 

ernment action. 
Development  of  the  AFM  dispute 

found  the  broadcasting  industry 
presenting  a  united  front  for  the 
first  time  in  many  months.  After 

Reorganization  Project 

Dropped  at  Session 
Held  in  Chicago 

MOVES  FOSTERED  by  NAB  dis- 
sidents for  prompt  reorganization 

of  the  trade  association  went 
aglimmering  at  the  NAB  board 
meeting  in  Chicago  last  Tuesday 
and  Wednesday,  with  President 
Neville  Miller  accorded  another 
unanimous  vote  of  confidence — the 
third  since  intra-industry  discord 
developed  early  this  year. 

Before  the  board  got  to  its  busi- 
ness agenda,  the  reorganization 

question  was  raised.  The  board's Streamlining  Committee,  named 
last  March  to  devise  a  revamping 
plan  in  the  hope  of  restoring  indus- 

try unity,  was  dissolved  after  it 
had  reported  it  had  been  unable 
to  find  a  suitable  man  to  occupy 
the  No.  2  position  of  public  rela- 

tions director.  Several  names  had 
been  suggested  but  war  develop- 

ments, resulting  in  assignment  of 
these  prospects  to  other  fields,  sty- 

mied the  committee. 
Differences  between  President 

Miller  and  certain  industry  ele- 
ments,    stemming     from  contro- 

For  other  AFM-music  develop- 
ments see  pages  8,  9  and  55. 

Text  of  NAB  statement  on  AFM, 
endorsed  by  Broadcasters  Vic- 

tory Council,  on  page  55. 

announced  its  intention  of  cooper- 
ating all  down  the  line. 

Aside  from  issuance  of  its  for- 
mal statement  deprecating  Petril- 

lo's action,  particularly  in  the  light 
of  the  war,  the  NAB  board  made 
no  announcement.  In  its  closed  ses- 

sions Sydney  M.  Kaye,  vice-presi- 
dent and  general  counsel  of  Broad- 
cast Music  Inc.  and  NAB's  music- 

copyright  consultant,  covered  legal 
aspects  of  the  developments. 

It  was  no  secret  that  Assistant 
Attorney  General  Arnold  and  his 
assistants  have  been  besieged  with 
complaints  about  Petrillo.  Parents 
and  relatives  of  children,  whose 
average  age  is  15  and  who  come 
from  some  40  States  to  participate 
in  the  music  camp  at  Interlochen, 

versies  at  the  NAB  convention  in 
Cleveland  last  May  and  before, 
were  discussed.  These  came  before 
the  board  overtures  understood  to 
have  been  made  in  certain  quarters 
by  Frank  M.  Russell,  NBC  Wash- 

ington vice-president,  but  these 
were  dismissed  with  the  vote  of 
confidence  in  Mr.  Miller. 

BVC  May  Expand 

With  no  change  in  the  executive 
direction  of  the  NAB,  observers 
saw  little  likelihood  of  immediate 
reunion  of  trade  groups  which  have 
been  created  largely  because  of 
dissatisfaction  in  some  quarters 
with  NAB  operations.  Broadcasters 
Victory  Council,  headed  by  John 
Shepard  3d,  Yankee  Network  presi- 

dent, constituting  a  coalition  of 
these  trade  groups  in  Washington, 
was  expected  to  broaden  the  scope 
of  its  work,  in  the  light  of  develop- 

ments. BVC  held  a  board  meeting 
in  Chicago  last  Thursday,  following 
the  NAB  sessions. 

Purely  in  the  rumor  stage  were 
pre-meeting  reports  that  some 
broadcasters  favored  a  separate 
post  of  chairman  of  the  board,  and 
that  a  broadcaster — perhaps  Mr. 
Shepard — be  given  such  an  assign- 

have   protested   against  the  ban. 
During  the  last  year  the  Anti- 

Trust  Division  hasn't  fared  any  too 
well  as  the  hands  of  the  courts  in 
"made  work"  cases.  In  the  so-called 
"hod-carrier's  case",  wherein  the 
union  demanded  that  standby  hod- 
carriers  be  retained,  to  offset  auto- 

matic elevators  which  performed 
the  same  work,  the  Supreme  Court, 
in  a  memorandum  opinion,  threw 

out  the  Government's  plea. 
Former  Action  Dropped 

The  Government  never  had  the 
chance  to  argue  the  case  or  to  file 
briefs.  Therefore,  it  is  believed  it 
has  a  relatively  good  chance  of  hav- 

ing the  issues  argued  anew,  par- 

ticularly in  the  light  of  music's  im- 
portance in  maintaining  public  mo- 

rale during  wartime.  A  subsequent 
case,  involving  retention  of  standby 
truck  drivers  in  the  New  York  area, 
also  went  against  the  Government. 
But  the  issues  in  this  case  were 
not  entirely  parallel. 

Mr.  Arnold  and  the  chief  of  his 

ment.  Mr.  Miller  now  is  both  presi- 
dent and  chairman  of  the  board 

There  were  also  reports  of  possi- 
ble retention  of  an  outstanding  na- 

tional figure  to  head  the  industry, 
with  the  name  of  James  Farley 
mentioned.  Both  of  these  projects 
went  by  the  boards,  however,  and 
did  not  get  beyond  the  conversation stage. 

Members  of  the  streamlining 
committee,  which  was  dissolved 
with  the  submission  of  its  report, 

were  Don  S.  Elias,  WWNC,  Ashe- 
ville,  chairman;  Paul  W.  Morency, 
WTIC,  Hartford;  J.  Harold  Ryan, 
WSPD,  Toledo,  Assistant  Director 
of  Censorship  in  charge  of  radio; 
Frank  King,  WMBR,  Jacksbnville ; 
John  J.  Gillin  Jr.,  WOW,  Omaha; 

Howard  Lane,  who  recently  re- 
signed from  McClatchy  stations 

to  join  CBS  station  relations  in Chicago. 

With  these  preliminaries  out  of 
the  way,  the  board  got  down  to  its 
regular  agenda.  Highspot  was  the 
AFM-Petrillo  recording  ban,  which 
has  portents  of  another  strike 
showdown  on  the  music  situation. 

{Continued  on  page  ̂ 6) 
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Confusion  in  AFM  On  KSTP  Status 

Marks  Deadlock  Over  Twin  City  Pact 

litigation  section,  Holmes  Bald- 
ridge,  have  been  engrossed  in  the 
Petrillo  matter  virtually  since  the 
music  czar  announced  to  his  con- 

vention in  Dallas  last  June  that 
union  members  would  not  be  per- 

mitted to  record  for  transcription, 
juke-box  or  other  public  perform- 

ance uses  .after  July  31. 
More  than  a  year  ago,  on  Feb. 

28,  1941,  Mr.  Arnold  announced 
that  grand  jury  proceedings  would 
be  instituted  to  investigate  com- 

plaints against  Petrillo.  For  some 
reason,  still  undisclosed,  the  pro- 

ceedings were  never  instituted, 
which  was  viewed  as  a  reflection  of 

Petrillo's  political  power  in  high 
places. 

Because  of  past  court  rulings  in 
the  "made  work"  cases,  it  is  pre- 

sumed the  department  will  proceed 
on  civil  rather  than  criminal 
grounds.  It  was  agreed  that  per- 

haps a  close  question  of  law  is  in- 
volved in  the  whole  "made  work" 

issue  and  that  it  could  be  adequate- 
ly tested  on  the  civil  side. 
At  the  Chicago  meetings  of  NAB 

and  BVC,  the  recording  ban  was 
discussed  roundly  from  every  as- 

pect, including  possible  legal  re- 
courses. The  tenor  of  the  broadcast- 

ers seemed  to  be  one  of  determina- 
tion that  the  next  move  should  come 

from  Petrillo.  However,  it  was  felt 
that  some  qualification  of  the  origi- 

nal order  might  be  issued  by  Pe- 
trillo, allowing  delayed  broadcasts 

and  musical  spot  announcements. 

Out  on  a  Limb 

It  was  assumed  Petrillo  had 
thought  that  broadcasters,  juke-box 
operators  and  others  hit  by  the  rul- 

ing, as  well  as  the  networks  be- 
cause of  local  union  controversies, 

would  plead  for  postponement  of 
the  ban.  This  has  not  happened.  As 
a  result,  it  is  thought  Petrillo  is  out 
on  a  limb  and  will  have  difficulty 
crawling  back. 

It  was  reported  that  some  agen- 
cies, contemplating  fall  spot  cam- 

paigns with  one-minute  transcrip- 
tions, have  queried  the  Chicago 

local,  of  which  Petrillo  also  is  pres- 
ident. They  were  curtly  informed 

that  after  Aug.  1  no  union  musician 
will  be  allowed  to  perform  for  tran- 

scriptions of  any  type. 
Newspaper  editorial  opinion  pre- 

ponderantly went  against  Petrillo. 
Practically  all  metropolitan  news- 

papers attacked  his  dictatorial  at- 
titude, while  many  of  them  criti- 

cized the  immunity  given  labor 
unions  on  the  "made  work"  issue 
in  past  Supreme  Court  cases. 

The  Chicago  Daily  News  on  July 
15  commented  that  radio  could  con- 

tinue to  submit  to  Petrillo  "or  they 
can  tell  him  to  jump  into  the  lake". 
If  they  submit,  said  the  newspaper, 
they  will  find  the  going  tougher  and 
tougher.  "If  they  fight,  they  will 
never  have  a  better  opportunity 
than  they  have  now.  The  people  of 
the  country  would  be  behind  them 
— or  rather  out  in  front  of  them." 

Disc  Firms  Stand  By 

Transcription  companies  con- 
tinued their  policy  of  watchful 

waiting,  taking  no  action  and  mak- 
ing no  statements   regarding  the 
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A  COMEDY  of  errors,  or  a  mid- 
summer night's  nightmare,  beset 

NBC,  the  BLUE  Network  and  the 
AFM  last  week  as  a  result  of  (a) 
the  failure  of  KSTP,  NBC  outlet  in 
St.  Paul-Minneapolis,  to  come  to  an 
agreement  with  the  AFM  local  in 
the  Twin  Cities  over  the  terms  of 
a  new  contract  [Broadcasting, 
July  13],  (b)  the  failure  of  Mr. 
Petrillo  to  understand  the  relation- 

ship of  the  BLUE  to  NBC  and  to 
KSTP,  and  (c)  a  slipup  in  carry- 

ing out  the  union's  order  to  its  lo- 
cal not  to  supply  remote  dance  band 

pickups  on  the  networks  to  KSTP. 
Order  to  Locals 

On  Monday  the  national  AFM, 
in  an  attempt  to  speed  a  settlement 
of  the  controversy  between  KSTP 
and  the  local  union,  issued  a  notice 
to  all  locals  that  bands  playing  in 
hotels,  night  clubs,  resorts,  etc., 
should  not  let  their  music  be  picked 

up  for  broadcasting  by  "the  NBC 
Red  and  Blue  networks"  for  trans- 

mission to  KSTP. 
Mark  Woods,  BLUE  president, 

immediately  wired  the  union  that 
KSTP  is  not  a  BLUE  affiliate  and 
carries  no  BLUE  programs. 

That  evening,  however,  the  union 
ordered  its  bands  on  the  Pacific 
Coast  not  to  perform  for  remote 
pickups  by  the  BLUE.  On  Tuesday 
night  the  Chicago  remotes  were 
pulled  and  the  network  learned 
that  it  was  to  lose  its  New  York 
remotes  on  Wednesday.  On 
Wednesday  afternoon,  however, 
Mr.  Woods  finally  reached  Mr. 
Petrillo  by  long  distance  phone  in 
Chicago  and  explained  the  separa- 

tion of  the  BLUE  from  NBC  to 
him,  after  which  the  BLUE  re- 
inotes  were  restored. 

Meanwhile,  NBC's  Chicago  head- 
quarters was  told  Monday  that  it 

would  shortly  be  asked  to  drop 
KSTP  from  its  network  for  remote 
dance  band  pickups  and  that  fail- 

ure to  comply  would  mean  an  im- 
mediate withdrawal  of  such  bands 

from  NBC. 
Then  a  slipup  occurred,  for  the 

two  bands  used  by  NBC  for  remote 
pickups,  both  playing  in  the  New 
York  area,  were  not  notified  of  the 
ban  and  on  Wednesday  evening, 
their  first  pickups  for  the  week 
were  broadcast  by  NBC  as  usual. 
Late  Thursday  AFM  headquarters 
in  New  York  reported  this  had 
been  a  mistake  and  that  subsequent 
broadcasts  would  be  cancelled. 

Adding  to  the  general  conclusion 
was  the  fact  that  the  union  had 
not  called  a  strike  against  KSTP 

impending  loss  of  union  musicians 
July  31.  Some  increased  activity 
was  reported  by  library  services  in 
an  eff'ort  to  build  up  a  backlog  of 
standard  music  for  subsequent  re- 

leases, but  there  were  no  indica- 
tions of  feverish  excitement  or 

frenzied  activity. 
The  general  attitude  seemed  to  be 

that  it  is  Petrillo's  next  move. 
There  was  speculation,  of  course, 
both  by  transcription  makers  and 

ALWAYS  A  MEMBER 

Shepard,  Hubbard  in  Touch 
 With  NAB  Board  

ONCE  A  MEMBER  of  the  NAB 
always  one — at  least  that  was  the 
reaction  of  members  of  the  trade 
association's  board  after  it  received 
two  "urgent"  calls  during  its  ses- sions in  Chicago  last  Tuesday  and 
Wednesday.  The  communications 
were  from  John  Shepard  3d,  presi- 

dent of  Yankee  Network  and  chair- 
man of  Broadcasters  Victory  Coun- 
cil, and  Stanley  Hubbard,  presi- 
dent of  KSTP,  St.  Paul.  Both  had 

resigned  from  NAB  because  they 
were  out  of  sympathy  with  its  di- 

rection and  policies. 
Mr.  Hubbard,  in  the  thick  of  a 

strike-fight  with  AFM,  advised  the 
board  through  one  of  its  members 
that  he  thought  the  NAB,  as  an  in- 

dustry matter,  should  back  him  up 
in  his  fight  with  Petrillo.  The  board 
did.  Mr.  Shepard,  through  another 
board  member,  suggested  the  board 
should  do  something  about  a  "free 
time"  campaign  of  a  company 
styled  as  "United  Broadcasters." The  board  is  looking  into  it. 

locally,  a  step  which  previously  has 
always  preceded  any  attempt  on 
the  part  of  the  AFM  to  deprive  any 
station  of  network  musical  pro- 

gram service. 
Deadlock  Clause 

According  to  the  latest  informa- 
tion in  New  York  on  Friday,  the 

Twin  City  AFM  local  was  still  in- 
sisting that  the  new  contract  con- 

tains a  provision  that  any  staif  mu- 
sician employed  for  four  weeks  at 

the  station  must  be  retained  for  a 
full  year,  and  the  station  manage- 

ment was  still  refusing  to  accept 
that  clause.  But  despite  the  dead- 

lock no  strike  had  been  called. 
The  only  bands  picked  up  by 

NBC  froin  outside  points  for  net- 
work broadcasts  are  those  led  by 

Richard  Himber  and  Teddy  Powell. 
The  former  is  on  NBC  Wednesday, 
Friday  and  Saturday  nights,  the 
latter  on  the  same  three  nights  and 
Sunday.  Explanation  for  this  rel- 
tively  small  number  of  remote 
pickups  on  NBC  is  that  following 
an  earlier  occasion  when  a  dis- 

agreement between  an  NBC  affili- 
ate and  its  local  musicins  union  had 

forced  the  network  to  make  an 
overnight  switch  from  remotes  to 
studio  programs,  NBC  had  con- 

tinued to  use  the  latter  type  of 
show  for  most  of  its  late  evening- 
programs  to  avoid  a  repetition  of 
such  inconvenience. 

broadcasters  as  to  what  course 
events  will  take,  with  many  officials 
believing  that  if  the  union  makes 
good  its  threat  the  immediate  result 
will  be  loss  of  employment,  not 
merely  for  the  musicians  working  in 
the  field,  but  also  for  the  staff  musi- 

cians at  many  stations  which  agreed 
to  engage  these  men  primarily  as  a 
means  of  insuring  a  continuing 
sunnly  of  recorded  music. 

If  that  occurs,  industry  spokes- 

men pointed  out,  AFM  will  declare 
these  stations  unfair  and  will  ask 
the  networks  to  stop  serving  them 
with  musical  programs.  If  the  net- 

works refuse  to  comply  with  such 
requests,  the  union  may  be  expected 
to  pull  its  men  from  the  network 
programs,    starting    with  remote 
dance  band  pickups  and  then  can- 

celling first  sustaining  and  finally* 
commercial  network  programs,  re-M 
suiting  in  a  virtual  national  strikeB 
of  musicians  against  radio.  I 

Boycott  Angle  fl^ 

Some  executives  think  that  at  this^' 
point  the  Government  would  inter- 

vene to  prevent  total  disruption  of* 
broadcast  service,  which  Govern-J 
ment  officials  have  so  frequentlyB 
lauded  for  its  part  in  maintainingj 
public  morale.  Others  harbor  theB 
belief  that  before  allowing  a  nation-l 
wide  cessation  of  network  musical 

programs  the  networks  would  ac- cede to  the  union  demands  and  stop  i 
service  to  stations  declared  unfair! 

by  AFM.  Such  action  would  consti-  j 
tute  a  secondary  boycott,  it  was 

pointed  out,  in  violation  of  the  anti- trust laws,   and  probably  would 
bring  about  prompt  indictment  of 
both  AFM  and  the  networks  by  the Government.  j 

Such  speculations  were  advanced  ! 
as  purely  personal  opinions  of  the 
possible  trend  of  events  and  nothing 
more,  since  no  one  was  willing  to 
make  any  prognostications  as  to  i 
what  Petrillo  and  his  union  will  or 
will  not  do.  For  example,  it  was 
pointed  out  that  while  he  has  stated 
that  AFM  members  may  not  make 
recordings  after  July  31,  he  has 
issued  no  orders  regarding  perform-  , 
ance  of  records  and  transcriptions 

made  prior  to  that  date.  It  is  gen- 
erally felt  there  probably  is  a 

sufficient  supply  of  recordings  to 
enable  stations  and  juke-boxes  to 
continue  using  them  for  a  year  or 
more. 

The  Interlochen  incident  aroused 
almost  as  much  industry  interest  as 
the  transcription  ban,  because  it  _ 
was  viewed  as  the  precursor  of 
similar  edicts  affecting  other  sus-  ( 
taining  broadcasts  not  using  union  . 
musicians.  The  abrupt  cancellation  i 
came  July  11  on  orders  of  Petrillo.  j 
The  series  had  been  carried  by  NBC  L 
for  the  past  12  years  and  was  i H 
scheduled  to  start  July  11  for  seven  J weeks.  j  . 

Through  Edward  Benkert,  secre-  j 
tary  of  Chicago  Local  10,  Petrillo  1 4 
sent  word  the  preceding  day  to  | 

Jules  Herbuveaux,  program  direc-  '  8 
tor  of  the  NBC  central  division,  de-  |  h 
manding    immediate  cancellation. 
Petrillo  explained  the  union  had  ob-  I 
jected  to  the  broadcasts  in  1940  and  i 
that  NBC  had  said  if  they  were  al- 

lowed to  finish  the  series  they  would 
not  be  broadcast  during  the  next 

year.  The  series  was  broadcast  dur- 
ing 1941,  however,  but  Petrillo  said 

he  did  not  protest  last  year  because 
he  was  not  aware  of  it. 

Dr.  Joseph  E.  Maddy,  president  lij 
of  the  camp,  a  non-profit  summer  i 
school  of  music  under  the  direction 

of  the  U  of  Michigan,  said  the  Pet-  ̂  rillo  ban  had  aroused  a  storm  of  | 
{Continued  on  page  5 A)  \ 
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NAB  Board  Stand 

On  Petrillo's  Ban 

Approved  by  BVC 
AGREEING  wholeheartedly  with 
the  position  taken  by  the  NAB, 
Broadcasters  Victory  Council  at  a 
meeting  in  Chicago  last  Thursday, 
unanimously  approved  the  state- 

ment issued  by  the  NAB  Board 
following  its  two-day  session  in 
Chicago  on  the  AFM  transcription- 
recording  ban.  The  NAB  called 
upon  James  C.  Petrillo,  AFM  pres- 

ident, and  the  union  to  reconsider 
its  Aug.  1  ban  "in  the  best  inter- 

ests of  the  war  effort"  and  of  AFM. 
John  Shepard  3d,  chairman  of 

BVC,  said  his  group  was  ready  to 
cooperate  and  assist  NAB  in  what- 

ever steps  may  be  taken  in  con- 
nection with  the  AFM  ban  and  im- 
pending threatened  strike  develop- 

ments. Sydney  M.  Kaye,  vice-presi- 
dent and  general  counsel  of  BMI, 

who  has  been  retained  by  NAB  for 
several  years  on  music-copyright 
matters,  is  to  be  apprised  of  BVC's 
position. 

Industry  Unity 

It  was  stated  that  BVC's  discus- 
sions of  the  AFM-recording  situa- 

tion and  related  problems  would 
have  to  remain  undivulged  for  the 
time  being.  Complete  unity  of  the 
broadcasting  industry  in  regard  to 
the  music  problem  was  stressed, 
however. 

Prospects  that  BVC  will  con- 
tinue functioning  as  in  the  past, 

possibly  on  a  broadened  base,  were 
seen  following  the  meeting.  It  is 
known  that  a  number  of  BVC  mem- 

bers are  at  odds  with  the  present 
NAB  leadership.  Steps  toward  re- 

organization of  the  NAB  at  the 
Chicago  meeting  failed. 

The  BVC  also  discussed  general 
industry  problems  in  relation  to 
the  war  effort,  covering  equipment 
conservation,     Government  pro- 

COLLEGE  PRESIDENT 

TOPS  MONITOR  UNIT 
APPOINTMENT  of  Robert  Devore 
Leigh,  formerly  a  consultant  to 
National  Resources  Planning 
Board,  as  director  of  the  FCC's 
Foreign  Broadcast  Monitoring  Ser- 

vice, was  announced  July  16  by 
the  Commission.  He  replaces  Lloyd 
A.  Free,  who  resigned  as  director 
two  months  ago  to  join  the  Army. 
Harold  Graves,  acting  director,  re- 

turns to  his  former  post  of  as- 
sistant director. 

Mr.  Leigh  was  the  first  and  or- 
ganizing president  of  Bennington 

College,  progressive  women's  col- 
lege in  Vermont,  from  1928-1941. 

He  was  a  member  of  the  Institute 
for  Advanced  Study  at  Princeton  in 
1941.  In  1939,  on  leave  from  Ben- 

nington, he  served  as  acting  dean 
of  Bard  College,  a  branch  of  Col- 

umbia U.  Aside  from  his  adminis- 
trative experience  in  public  service 

and  education,  Mr.  Leigh  is  con- 
sidered an  accomplished  scholar 

in  the  field  of  political  science. 
Born  in  Nelson,  Neb.,  and  edu- 

cated at  Bowdoin  College  in  Maine, 
Mr.  Leigh  is  father  of  two 
daughters. 

Petrillo's  Interlochen  Action, 

Recording  Ban  Draw  Protests 

Press,  Organizations,  Chairman  Fly  of  FCC  Join 

Criticism;  Justice  Dept.  Gets  Complaints 

MUSIC  CZAR  James  C.  Perillo's 
summary  edict  banning  employ- 

ment of  musicians  for  transcrip- 
tions and  recordings  for  radio  and 

other  non-private  users,  followed 
quickly  by  his  ukase  forcing  can- 

cellation of  the  juvenile  musical 
concerts  over  NBC  from  the  Na- 

tional Music  Camp  at  Interlochen, 
Mich.,  has  aroused  spontaneous  edi- 

torial opposition  throughout  the 
country  last  week. 
While  the  industries  affected 

have  known  since  mid-June  that  the 
transcription-record  ban  had  been 
ordered  for  Aug.  1,  apparently 
newspapers  generally  were  not 
aware  of  it  until  Mr.  Petrillo's  pub- 

lic announcement  a  fortnight  ago 
to  the  same  effect.  Then,  when  he 
banned  the  Interlochen  concerts,  the 
press  generally  became  aroused. 
Comments  came  from  other  quar- 

ters, too. 

Fly  Comments 
Thus  far,  the  only  favorable 

press  reaction  was  the  July  8  col- 
umn of  Westbrook  Pegler,  which 

appeared  sympathetic  toward  the 
unemployment  plight  of  the  musi- 

cians. This  aroused  considerable 
surprise,  since  Mr.  Pegler  always 

has  protested  Petrillo  as  a  labor 
boss  who  operated  in  defiance  of 
Government  and  industry  alike. 
FCC  Chairman  James  Lawrence 

Fly  last  week  said  he  thought  the 
whole  Petrillo  position  was  "un- 

fortunate" and  that  the  parties  con- 
cerned ought  to  make  every  effort 

"to  alleviate  the  causes  of  such 
strictures  on  broadcasting".  As- 

serting he  thought  the  Interlochen 
ban  was  only  an  isolated  phase  of 
"a  much  broader  and  more  signi- 

ficant problem",  Mr.  Fly  said  he 
felt  that  another  phase  of  this  gen- 

eral problem  was  the  recording- 
transcription  ban. 

"Many  radio  stations  throughout 
the  country,  and  this  is  particularly 
true  of  the  smaller  and  isolated 
stations,  rely  upon  recordings  and 
transcriptions  for  the  greater 
amount  of  their  programs,"  said 
the  chairman.  "It  is  going  to  be 
unfortunate  for  the  industry  and 
unfortunate  for  the  public  if  ways 
and  means  are  not  found  to  main- 

tain this  service." 
Asked  by  a  newsman  whether 

the  FCC  was  taking  any  action  in 
connection  with  the  miisic  situation, 

(Continued  on  page  52) 

$3,600,000  FUND 
FOR  ROCKEFELLER 

A  BUDGET  of  $3,600,000  for  the 
radio  division  of  the  Office  of  the 
Coordinator  of  Inter-American  Af- 

fairs (Rockefeller  Committee)  is 
included  in  the  $25,638,000  appro- 

priation contained  in  the  first  sup- 
plemental national  defense  appro- 
priations bill  which  passed  both 

houses  of  Congress  last  week  and 
which  now  goes  to  conference  com- 

mittee for  final  perusal.  This 
budget,  covering  the  fiscal  year 
1943  starting  July  1  of  this  year, 
compares  with  $1,878,924  for  the 
1942  fiscal  year. 

Included  in  the  budget  for  the 
division  headed  by  Don  Francisco, 
former  Lord  &  Thomas  president, 
with  John  W.  G.  Ogilvie,  former 
IT&T  radio  chief,  as  his  associate 
director,  are  the  following  items: 
Local  broadcasts  in  other  American 
republics,  $1,500,000;  development 
of  local  broadcasts,  $50,000;  point- 
to-point  and  shortwave  broadcasts, 
$650,000;  radio  program  scripts, 
$100,000;  transcribed  radio  pro- 

grams, $500,000;  printed  schedules 
of  U.  S.  shortwave  broadcasts,  $60,- 
000;  advertising  of  U.  S.  shortwave 
broadcasts,  $40,000;  radio  equip- 

ment, $400,000;  mobile  units,  $100,- 000. 

In  addition,  there  is  an  item  of 

$50,000  for  radio  technicians  un- der the  heading  of  special  projects. 
The  budget  is  exclusive  of  per- 
sonnel. 

gramming  and  other  current  mat- 
ters. 
Attending  the  sessions  were: 

Chairman  Shepard;  0.  L.  (Ted) 
Taylor,  Taylor-Howe-Snowden  sta- 

tions in  Texas,  executive  secretary; 
James  D.  Shouse,  Crosley  Corp., 
Cincinnati,  Clear  Channel  Broad- 

casting Service;  John  E.  Fetzer, 
WKZO,  Kalamazoo,  NAB;  Eugene 
C.  Pulliam,  WIRE,  Indianapolis, 
Network  Affiliates  Inc.;  Walter  J. 
Damm,  WTMJ,  Milwaukee,  FM 
Broadcasters  Inc.;  George  B. 
Storer,  Fort  Industry  Co.,  National 
Independent  Broadcasters. 

Chicago  Club  to  Elect 
RADIO  DIRECTORS  of  20  leading 
agencies  will  elect  officers  for  their 
newly-organized  Chicago  Radio  Man- agement Club  at  a  luncheon  meeting 
July  22  in  the  Tavern  Club.  The 
group,  organized  by  Earl  Thomas,  ra- dio director  of  McCann-Erickson,  Chi- 

cago, following  his  initial  work  as 
radio  chairman  of  the  $1,700,000  Chi- 

cago USO  fund  drive,  has  been  formed 
to  coordinate  efforts  of  radio  directors 
in  all  future  campaigns  of  a  public nature. 

FULL  NAB  BOARD  met  in  a  summer  session  in  Chi- 
cago last  Tuesday  and  Wednesday  to  discuss  industry 

problems  including  the  impending  ban  on  recordings 
by  union  musicians.  Seated,  first  row  (1  to  r)  :  Frank 
King,  WMBR,  Jacksonville;  Don  Elias,  WWNC,  Ashe- 
ville;  Herb  Hollister,  KANS,  Wichita;  Neville  Miller, 
president;  Hoyt  Wooten,  WREC,  Memphis;  James 
W.  Woodruff  jr.,  WRBL,  Columbus,  Ga.;  Harry 
Spence,  KXRO,  Aberdeen,  Wash..  Second  row:  Earl 
C.  Gammons,  CBS,  Washington;  Edwin  W.  Craig, 
WSM,  Nashville;  J.  O.  Maland,  WHO,  Des  Moines; 
William  B.  Way,  KVOO,  Tulsa;  J.  Harold  Ryan, 
WSPD,  Toledo,  assistant  director  of  censorship;  John 

E.  Fetzer,  WKZO,  Kalamazoo;  Ed  Yocum,  KGHL, 
Billings,  Mont.;  Edgar  Bill,  WMBD,  Peoria;  Paul  W. 
Morency,  WTIC,  Hartford.  Back  row:  John  J.  Gillin, 
WOW,  Omaha;  Kolin  Hager,  WGY,  Schenectady; 
Gene  O'Fallon,  KFEL,  Denver;  Howard  Lane,  KFBK, Sacramento;  O.  L.  (Ted)  Taylor,  KGNC,  Amarillo; 
Isaac  D.  Levy,  WCAU,  Philadelphia;  Paul  W.  Kesten, 
CBS  vice-president  and  general  manager;  G.  Richard 
Shafto,  WIS,  Columbia,  S.  C;  Calvin  J.  Smith,  KFAC, 
Los  Angeles.  Mr.  Lane  and  Mr.  Gammons  are  suc- 

ceeded on  the  board  by  Arthur  Westlund,  KRE,  Berk- 
ley, and  Ed  Hayek,  KATE,  Albert  Lea,  Minn.,  who 

were  elected  at  the  meeting  in  Chicago. 
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Nationwide  Telephone  Series 

Using  500  Stations  for  Test 

Spot  Campaign  to  Instruct  Public  on  War  Use 

Of  Facilities  Placed  by  Local  Companies 

TELEPHONE  companies  through- 
out the  country  are  currently  col- 

laborating on  a  nationwide  drive 
via  spot  radio  to  instruct  the  pub- 

lic on  the  availabilities  of  commu- 
nication equipment  during  wartime, 

according  to  the  advertising  de- 
partment of  American  Telephone 

&  Telegraph  Co.,  New  York,  which 
serves  as  a  clearing  house  for  local 
telephone  companies,  the  majority 
of  which  place  their  advertising 
locally. 

Some  500  stations  are  being  used, 
AT&T  stated,  on  a  more  or  less 
"test"  basis  to  see  if  radio  is  the 
most  successful  medium  through 
which  the  public  can  learn  what 
telephone  companies  can  or  cannot 
do  in  supplying  them  with  new 
phones,  or  extensions,  as  well  as 
what  hours  are  best  for  necessary 
local  and  long  distance  calls.  The 
campaign  consists  of  short  an- 

nouncements on  a  daily  basis, 
spotted  at  strategic  intervals  ac- 

cording to  a  station's  coverage area. 
Two  Under  Way 

Specifically,  two  local  companies 
have  announced  their  schedules 

"which  got  under  way  last  week. 
Illinois  Bell  Telephone,  through  N. 
W.  Ayer  &  Sons,  New  York,  started 
its  drive  July  13  on  27  stations  in 
Illinois  and  Indiana,  11  of  them  in 
Chicago. 

The  Bell  Telephone  Co.  of  Penn- 
sylvania has  also  started  its 

station-break  announcements  on  39 
stations  in  the  Pennsylvania  and 
Delaware  areas.  N.  W.  Ayer  is  also 
lining  up  the  local  drive  planned 
by  Michigan  Bell  Telephone,  and 
as  agency  for  the  Bell  Telephone 
System  of  AT&T  is  arranging  spe- 

cial messages  on  the  NBC  Tele- 
phone Hour  program  to  coincide 

with  the  nationwide  campaign. 
New  York  Telephone  Co.,  through 
its  agency,  BBDO,  New  York,  has 
not  yet  completed  plans  for  its 
share  in  the  cooperative  project. 

In  Pennsylvania,  Bell  has  sched- 
uled 2,000  station-break  announce- 

ments on  Quaker  Network,  ori- 
ginating at  WFIL,  Philadelphia, 

in  an  effort  to  carry  the  message 
to  every  telephone  user  in  Penn- 

sylvania and  nearby  States.  Started 
July  14,  the  announcements  will  be 
carried  for  30  days  by  a  chain 
of  39  stations  in  Pennsylvania, 
Delaware  and  New  Jersey,  com- 

prising the  Quaker  Network  and 
non-affiliates. 

This  is  described  as  the  first 
time  a  major  public  utility  has 
made  such  an  intensive  and  wide- 

spread use  of  spot  announcements 
to  enlist  cooperation  of  the  gen- 
earl  public.  Business  for  the  net- 

work was  placed  direct  by  Harold 
S.  LeDuc,  advertising  manager  of 
the  telephone  company,  with  Roger 

W.  Clipp,  general  manager  of  the 
network  and  of  WFIL,  Philadel- 

phia, handling  details  for  the 
stations. 

Complete  list  of  the  stations 
carrying  the  spots  is:  WFIL  KQV 
WCAE  WJAS  WIP  KYW  WCAU 
KDKA    WSAN     WEST  WAZL 
WGAL 
WORK 

WKBO 
WFBG 

WILM 
WHP 

WDEL 
WKST 

WEEU  WRAW  WARM  WBAX 
WBRE    WPEN    WWSW  WGBI 
WCED 
WKPA 

WIBG 
WPIC 

WHJB 
WKOK 

WMRS 
WMBS 

WJPA  WDAS  WHAT  WTEL. 

First  From  Radio? 
KATHERINE  GASTON 
VERNON,  script  writer  and 
women's  program  commenta- 

tor of  WROL,  Knoxville,  be- 
lieved to  be 

the  first 
woman  from 
NBC's  affili- 

ates to  join 

the  c  o  u  n- try's  armed 
service,  re- 
ports  for duty  as  a 
cadet  with 
the  Worn-  „ 

en's  Army  ̂ iss  Vernon Auxiliary  Corps  in  Des 
Moines,  Iowa,  July  20.  Mrs. 
Vernon  was  one  of  the  first 
Tennessee  women  to  enlist 
and  the  first  to  be  accepted 
by  the  WAAC. 

Radio  and  Government  Unite 

For  Equipment  Conservation 
BWC  Tube  Survey  Likely  to  be  Completed  Aug.  1; 
WPB  Names  Committees  On  Operations 

ALTHOUGH  nothing  tangible  in 
the  way  of  broadcast  equipment 
conservation  will  be  evolved  until 
the  results  of  the  new  transmitting 
tube  survey  of  the  Board  of  War 
Communications  is  completed  next 
month,  both  Government  and  in- 

dustry forces  are  cooperating  in 
joint  efforts  to  perfect  plans  as 
speedily  as  possible. 

The  BWC  all-inclusive  tube  sur- 
vey [Broadcasting,  July  13]  will 

be  completed  shortly  after  Aug.  1, 
at  which  time  all  stations  will  have 
submitted  complete  data  on  tubes 
in  hand,  in  use,  life  expectancy  and 
other  pertinent  data.  Meanwhile, 
the  War  Production  Board,  at  the 
direction  of  Leighton  H.  Peebles, 
chief  of  its  Communications 
Branch,  has  authorized  organiza- 

tion of  industry  committees  to  meet 
the  overall  problem  of  maintenance 
of  station  operation  during  the 
critical  war  period. 

Both  the  NAB  and  the  Broad- 
casters Victory  Council,  at  meet- 

ings in  Chicago  last  week,  author- 
ized fullest  collaboration  with  the 

governmental  agencies  in  develop- 
ment of  conservation  plans,  look- 

ing toward  ultimate  allotment  of 
raw  materials  by  WPB  for  re- 

plenishment of  industry  inventor- 
ies. In  the  nature  of  a  substitute 

for  the  original  voluntary  pooling 
plan  espoused  by  the  Domestic 
Broadcasting  Committee  of  BWC, 
the  conversation  is  expected  to  en- 

tail means  of  reducing  wear  and 
tear  on  broadcast  transmitters  and 
component  parts,  with  a  minimum 
reduction  in  broadcast  service. 
[Broadcasting,  July  6,  13]. 

Industry  Meeting 

In  line  with  Mr.  Peebles'  policy, 
Frank  H.  Mcintosh,  chief  of  the 
WPB  Radio  Branch,  last  Monday 
met  with  the  newly  formed  Radio 
Replacement  Parts  Industry  Com- 

nieasure  to  conduct  a  survey  of  ex- 
isting stocks  and  quantities,  actual 

plant  facilities  for  continued  pro- 
duction, methods  of  substitution, 

and  repair  of  old  units.  This  Com- 
mittee meets  again  in  Washington 

Aug.  13  to  discuss  findings. 
A  second  WPB  industry  group, 

the  Radio  Transmitter  Vacuum 
Tube  Committee,  is  scheduled  to 
meet  July  20.  Its  function  is  to 
consider  tube  needs  of  all  radio 
activity,  including  police,  ship, 
coastal  and  other  services  aside 
from  broadcasting. 

Other  committees  in  process  of 
organization  will  deal  with  receiv- 

ing tubes,  radio  receivers,  radio 
transmitters,  and  specifications  and 
design.  In  general,  Mr.  Peebles  ex- 

PREDICTING  increased  develop- 
ment of  our  "electronic  age"  for  the 

war,  Col.  David  Sarnoff,  president 
of  RCA  and  NBC  board  chairman, 
addresses  Signal  Corps  graduates 
at  Camp  Murphy,  Fla.  in  a  special 
appearance  broadcast  during  a  re- 

cent War  Dept.  Army  Hour  pro- 
mittee,  which  decided  as  an  initialgram  [Broadcasting,  July  13]. 

plained,  each  committee's  function 
is  to  weigh  these  considerations: 
substitution  of  less  critical  mate- 

rials; simplification  and  standard- ization; replacement  requirements; 
conservation  and  utilization  of 

used  parts;  allocation  and  distri- 
bution; and  the  facilities  of  manu- 

facture. 
Fly  on  Pooling 

BWC-FCC      Chairman     James , 
Lawrence  Fly  at  his  press  confer  - 
ence  last  Monday  said  the  BWC  was 
engaged  in  various  studies  of  the 
whole  problem  of  equipment  con- servation, and  lashed  out  at  those 
whom  he  said  had  blocked  the  origi- 

nal pooling  plan.  "Of  course,  as  you 
know,  the  pooling  idea  has  been  ob- 

structed here  and  there  by  selfish 
interest  in  the  industry  and  it  has  ■ 
made  it  somewhat  difficult  to  pro- 

ceed without  more  whole-hearted ' 
cooperation,"  he  asserted. 

Asserting  that  this  was  some- 
thing being  done  "wholly  for  the 

industry",  Mr.  Fly  said  it  is  to  be 
regretted  that  "we  have  anything 
but  wholehearted  cooperation".  He expressed  confidence,  however,  that 
a  conservation  plan  would  be 
evolved  and  that  stations  would 

continue  operation  under  satisfac- 
tory conditions.  Aside  from  the 

tube  survey,  Mr.  Fly  said  other 
ways  are  being  studied  to  conserve 
existing  materials  already  in  use 
at  stations. 

Company  Representatives 
Representatives  of  the  member 

companies  which  meet  included 
James  P.  Quam,  president, 
Quam-Nichols  Co.,  Chicago;  L.  A. 
White,  vice-president,  Jensen  Radio 
Mfg.  Co.,  Chicago;  F.  C.  Best, 
president.  Best  Mfg.  Co.,  Irvington, 

N.  J.;  Roy  F.  Sparrow,  vice-presi- 
dent, P.  R.  Mallory  &  Co.,  Indian- 

apolis; Octave  Blake,  president, Cornell-Dubilier  Electric  Corp., 
South  Plainfield,  N.  J.;  Jerome  J. 

Kahn,  president,  Standard  Trans- 
former Corp.,  Chicago;  F.  P.  Ken- 

yon,  president,  Kenyon  Transformer 
Corp.,  N.  Y. ;  Victor  Mucher,  Claro- stat  Mfg.  Co.,  Brooklyn,  N.  Y.;  J. 
Ehle,  International  Resistance  Co., 

Philadelphia;  H.  Beckleman,  Conti- 
nental Carbon  Inc.,  Cleveland;  Ed- 

ward I.  Guthman,  president,  E.  I. 
Guthman  &  Co.,  Chicago;  Harry 

Kalker,  Sprague  Specialties  Co.. 
North  Adams,  Mass.;  Girard  Hop- 

kins, Oakland,  Calif. ;  J.  W.  Miller 
Co.,  Los  Angeles. 
According  to  Mr.  Mcintosh, 

WPB  has  recommended  to  the 

BWC,  changes  in  the  Commission's 
rules  and  regulations  in  order  tO' 
authorize  an  increase  in  the  aver-^ 
age  percentage  of  modulation  and 
a  decrease  in  decibels.  He  believes 
that  these  "adjustments  are  com-  \ 

plementary  to  each  other"  and would  not  produce  a  noticeable  ef- fect on  reception  whereas  these 
changes  permit  operation  to  extend 
tube  and  transmitter  life. 

In  commenting  upon  the  current 
equipment  situation,  Mr.  Mclntoshi 
also  emphasieed  the  necessity  foi'; 
further  simplfication  of  tubes  which 
will  make  for  greater  standardize 
tion  and  use  of  critical  materials. 
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«NOW  LET'S  SEE- 

ARE  YOU  MASSlfO?" 

9  The  1942  Iowa  Radio  Audience  Survey — re- 

sult of  nearly  10,000  personal  calls  on  Iowa 

families — is  now  off  the  press  and  ready  for  dis- 

tribution. Again  this  Annual  Survey  adds  immeas- 

urably to  the  total  of  useful  knowledge  about  Mid- 

Western  radio  listening  habits — shatters  accepted 

yet  completely  inaccurate  ideas  about  your  radio 

prospects — verifies  many  assumptions  for  which 

you  have  previously  had  no  proof.  .  .  . 

For  instance,  the  1942  Survey  gives  the  percentage 

of  the  radio  audience  that  writes  to  radio  stations, 

and  tells  why — proves  that  the  most  loyal  radio 

listeners  are  actually  those  people  who  subscribe  to 

the  most  magazines — establishes  the  fact  that  those 

who  have  "attended  college"  are  the  most  respon- 

sive radio  listeners  in  the  Mid- West! 

The  1942  Survey — an  unbiased,  factual  survey 

made  along  the  most  approved  sampling  methods — 

answers  practically  every  question  you  could  pos- 

sibly ask  about  radio  in  Iowa.  If  you'll  drop  us  a 

line,  we'll  have  a  copy  sent  to  you — and  without 
cost  or  obligation,  of  course.  Frankly,  our  selfish 

reason  for  this  largesse  is  that,  among  all  the  other 

things,  the  Survey  proves  an  overwhelming  and 

staggering  preference  for  WHO.  But  that's  one 

of  its  few  disclosures  which  you've  always  known 

anyway!  Drop  us  a  line,  today! 

WHO 

^far  IOWA  PLUS  I  + 

DES  MOINES 50,000  WATTS 

B.  J.  PALMER,  PRESIDENT 

J.  O.  MALAND,  MANAGER 
FREE  &  PETERS,  INC.  .  .  .  National  Representatives 
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Broadcasting  Held  Essential  Industry 

Selective    Service  Sets 

Up  Broad  Classes  to 
Aid  Boards 

LONG  ANTICIPATED,  broadcast- 
ing was  declared  an  "essential"  oc- 

cupation last  Tuesday  when  the 
Selective  Service  System,  under 
Maj.  Gen.  Lewis  B.  Hershey,  re- 

leased a  list  of  34  broad  essential 
activities  compiled  by  the  War 
Manpower  Commission. 

Simultaneously  Selective  Service 
also  announced  a  new  seven-cate- 

gory guide  for  its  local  boards  in 
their  selection  of  men  eligible  for 
draft. 

Listed  under  a  broad  classifica- 
tion of  communications  services, 

radio  broadcasting  was  declared  es- 
sential along  with  telephone,  tele- 
graph, newspapers,  television  serv- 

ices and  repair  of  facilities. 
Not  a  Blanket 

However,  Selective  Service  hast- 
ened to  say  that  the  mere  designa- 
tion of  an  industry  as  essential 

does  not  imply  blanket  deferment 
and  local  boards  will  still  be  allowed 
broad  discretion  as  exercised  previ- 

ously. In  its  announcement  Selec- 
tive Service  said  "the  list  of  civil- 

ian activities  necessary  to  war  pro- 
duction and  essential  to  the  war 

effort,  which  may  be  used  to  guide 
local  boards  in  considering  occupa- 

tional classification  of  registrants, 
specifies  that  such  activities  must 
meet  one  or  more  of  the  following 
tests : 

"(a)  That  the  business  is  fulfill- 
ing a  contract  of  the  Army,  Navy, 

Maritime  Commission,  or  other 
Governmental  agencies  engaged  di- 

rectly in  war  production;  (b)  that 
the  business  is  performing  a  Gov- 

ernment service  directly  concerned 
with  promoting  or  facilitating  war 
production;  (c)  that  the  business  is 
performing  a  service,  Governmental 
or  private,  directly  concerned  with 
providing  food,  clothing,  shelter, 
health,  safety,  or  other  requisites 
of  the  civilian  daily  life  in  support 
of  the  war  effort;  (d)  that  the  busi- 

ness is  supplying  material  under 
subcontracts  for  contracts  included 
in  (a),  (b),  or  (c),  above;  or,  (e) 
that  the  business  is  producing  raw 
materials,  manufacturing  mate- 

rials, supplies,  or  equipment,  or 
performing  services  necessary  for 
the  fulfillment  of  contracts  included 

in  (a),  (b),  (c),  or  (d)  above." 
The  Selective  Service  statement 

went  on  to  declare  that  "having found  that  the  business  in  which  a 
registrant  is  engaged  comes  under 
some  group  in  the  attached  list  (of 
34  essential  activities),  and  having 
applied  the  tests  and  made  the  de- 

termination that  it  is  an  essential 
activity,  consideration  will  be  given 
to  the  occupation  of  the  registrant, 
within  that  activity,  and  if  he  is 
found  to  be  a  'necessary  man'  as 
defined  by  Selective  Service  Regu- 

lations, occupational  classification 
may  be  made  by  the  local  board." At  the  WMC  the  statement  of 

Selective  Service  regarding  blanket 
deferments  was  reiterated.  As  one 

WMC  official  put  it,  "Our  one  pur- 
pose in  the  issuance  of  this  list  of 

essential  occupations  is  to  supply 
essential  industries  and  activities 

with  the  labor  they  need." 
Procedure  Outlined 

At  Selective  Service,  procedure 
to  be  followed  by  local  boards  in 
considering  men  for  draft  was  out- 

lined as  follows:  The  local  board 
will  determine  whether  the  pros- 

pective draftee  is  engaged  in  an 
essential  occupation  (using  the 
WMC  and  U.  S.  Employment  Serv- 

ice lists  as  a  guide)  ;  the  board  will 
then  determine  whether  or  not  the 
man  is  "necessary"  to  the  business. 
Draft  or  deferment  will  follow  the 
board's  findings. 

It  will  not  be  necessary,  a  Selec- 
tive Service  official  said,  for  a  man's 

employer  to  make  a  declaration  in 
his  behalf  provided  he  can  satisfy 
the  board's  requirements  on  the 
question  of  his  "necessity."  How- 

ever, it  was  stated  that  where  any 
doubt  arises  in  an  employe's  mind 
as  to  his  eligibility  as  a  "necessary" man  he  should  have  his  employer 
fill  out  Selective  Service  form  42-A. 

Specifically  concerning  the  broad- 
casting and  communications  fields, 

WMC  spokesmen  said  that  no  one 
as  yet  has  been  appointed  in  the 
organization  to  give  special  atten- 

tion to  these  fields.  However,  when 
it  was  pointed  out  that  the  Board 
of  War  Communications  and  the 
U.  S.  Employment  Service  are  now 
conducting  surveys  of  the  fields  to 
determine  what  employee  categories 
should  be  considered  necessary  to 
maintain  the  structure  of  the  in- 

dustries [Broadcasting,  July  13] 
it  was  said  that  undoubtedly  spe- 

cial appointments  would  be  made 
for  a  study  of  the  reports.  It  was 
felt  that  immediately  following 
would  be  more  specific  guides  to 
local  boards  for  their  draft  de- 

terminations in  these  industries. 
The  BWC  study  is  now  being 

completed  by  its  committees.  These 
will  be  submitted  to  the  board  for 
final  consideration  before  being 
turned  over  to  WMC.  It  is  expected 
that  BWC  handling  of  the  matter 
will  be  completed  within  the  next 
week  or  ten  days. 

Survey  Results 
The  U.  S.  Employment  Service 

survey  is  not  being  undertaken,  it 
was  said,  for  the  purpose  of  mak- 

ing an  immediate  adjustment  in 
the  communications  industry  man- 

power problem.  Results  of  the  sur- 

KFPL  Deleted  at  Own  Request 

Due  to  Shortage  of  Operators 
FIRST  wartime  cancellation  of 

a  station's  license  due  to  inability 
of  the  licensee  to  maintain  a  staff 
of  qualified  operators  was  effected 
July  14  when  the  FCC  announced 
deletion  of  KFPL,  Dublin,  Tex. 
The  Commission  revealed  that  the 
move  was  prompted  by  a  request 
of  C.  C.  Baxter,  operator  of  KFPL, 
who  said  operator  and  equipment 
shortages  had  forced  the  station 
silent. 

Suspended  in  April 
Operations  of  the  station  had 

been  suspended  last  April  when  Mr. 
Baxter  in  a  letter  to  the  Commission 

cited  his  pro'olem  and  was  granted 
a  30-day  suspension  of  operation 
[Broadcasting,  May  5].  Another 
suspense  period  was  granted  a 
month  later  when  Mr.  Baxter  was 
still  unable  to  operate  and  it  was 
expected  that  the  Commission 
would  lay  down  a  definite  policy 
for  such  cases. 

Finally,  on  June  15,  Mr.  Baxter 

voluntarily  turned  in  KFPL's  li- cense to  the  FCC  asking  that  his 
station  be  removed  completely  from 
the  Commission's  records.  KFPL 
had  operated  on  1340  kc.  vsdth  100 
watts  night  and  250  day  and  was 
one  of  the  pioneer  stations  in  the 
country,  having  been  founded  in 
1924. 

It  is  expected  that  eventually 
numerous  stations,  especially  the 
smaller  outlets  due  to  the  economic 
factor,  will  be  forced  to  silence  by 
the  drain  of  the  war  effort  on  quali- 

fied operators  as  well  as  equipment 
shortages.  The  KFPL  case  is  the 
first  wartime  mortality  of  an  regu- 

larly operating  station  within  the 
continental  United  States  due  to 
technician  shortages.  The  FCC, 
realizing  the  increasing  seriousness 
of  the  situation,  has  from  time  to 
time  relaxed  its  rules  regarding  use 
of  first-class  operators  in  stations 
as  well  as  requirements  governing 
broadcast  days.  In  the  latter  respect 
stations  have  been  authorized  to 
reduce  hours  of  operations  so  that 
they  could  continue  operating  with 
their  reduced  personnels. 

Old  Gold  Sales  Jump 
A  DEFINITE  increase  in  sales  of 
Old  Gold  cigarettes  has  been  noted 
by  P.  Lorillard  Co.,  New  York,  as 
a  result  of  the  past  two  weeks  in- 

tensive campaign  in  radio  and 
newspaers  based  on  findings  in  the 
Reader's  Digest  which  give  Old 
Golds  two  points  of  superiority 
over  other  leading  brands.  Shortly 
after  the  June  24  copy  of  the  Digest 
hit  the  news  stands,  Lorillard 
started  the  campaign,  promoting 
the  cigarette  survey's  results  in  its baseball  broadcasts  on  WOR,  New 
York,  and  WGN,  Chicago,  as  well 
as  on  the  weekly  CBS  New  Old 
Gold  Show.  Agency  in  charge  is  J. 
Walter  Thompson  Co.,  New  York. 

SERVICE  FLAG  of  WRC-WMAL, 
Washington,  catches  eye  of  Lt. 
(j.g.)  John  Gaunt,  former  WRC 
production  man.  Dedicated  at  a  spe- 

cial program  the  flag  is  displayed 
in  the  station's  lobby.  As  employes 
join  the  service  the  flag's  numeral is  changed  accordingly. 

I 
vey  will  be  used  as  a  basis  for  fore 

cast,  it  was  said,  and  possibly  for' use  in  reallocation  of  employes  as 
the  problem  becomes  more  acute. 

By   all    Governmental   agencies i 

and  industry  groups  interested  in" the  broadcasting  personnel  problem 
the  feeling  was  expressed  that  the 
Selective  Service  designation  of  thej 
industry  as  "essential"  will  serve! 
to  impress  the  need  for  caution  by] 
local  boards  in  drafting  broadcast- 

ing employes. 
It  was  brought  out  that  the  WMC^ 

is  yet  in  its  infancy  and  has  not 
had  time  to  give  sufficient  consid- 

eration to  manpower  problems  of 
every  industry.  It  was  pointed  out, 
however,  that  policies  of  the  com- 

mission will  rapidly  take  definite 
outline,  resulting  in  crystallization 

of  every  industry's  place  in  the 
manpower  picture  as  well  as  its 
position  with  regard  to  value  as 
either  an  essential  war  industry  or 
one  necessary  to  maintenance  of 
the  nation's  social  structure. 

The  WMC  is  now  undertaking 

studies  of  "in  plant"  training  in 
various  industries  and  it  was  said 
that  results  may  be  applicable  to 

replacement  training  for  the  broad- 
casting and  communications  in- 

dustries. 

Though  no  complaint  was  regis- 
tered, it  was  indicated  at  WMC 

that  the  commission  feels  sufficient 
effort  has  not  been  made  by  broad- 

casters to  solve  the  problem  of  per- 
sonnel replacements.  It  was  felt, 

however,  that  the  BWC  and  U.  S. 
Employment  Service  surveys  may 
be  a  major  step  in  the  solution  of 
this  problem. 

HARRIET  HESTER,  educational  di- 
rector of  WLS,  Chicago,  is  the  author 

of  a  new  wartime  cookbook,  SOO 
Sugar  Saving  Recipes,  published  by 
M.  Barrows,  New  York. 

Chemical's  Spots 
CHEMICALS  Inc.,  San  Francisco 
(Vano-woodwork  cleanser),  has 
just  started  a  radio  campaign  in 
various  sections  of  the  country.  It 

is  using  participations  on  the  Mar- jorie  Mills  program  on  seven 
Yankee  Network  stations;  partici- 

pation on  the  Galen  Drake  program 
on  KNX  and  on  the  Home  Makers 
Club  of  WOL,  Washington,  as  well 
as  spot  announcements  several 
times  weekly  on  KPO  KQW  KOIN. 
Agency  is  Botsford,  Constantine  & 
Gardner,  San  Francisco. 
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Oottt  fotqet  I'm  (unu 

Suppose  you  can't  go  and 
visit  Grandma  and  Aunt  Lucy 

every  time  you  want  to  get 

away  from  the  heat.  Pm  home, 

aren't  I?  And  we  have  a  radio 

and  Station  WXXX  is  right  here 

at  000  on  the  dial.  They  have 

the  best  summer  programs 

ever,  swell  music  to  keep  your  feet 

tapping,  comedy  that's  always 
good  for  a  laugh,  and  the  latest  news 

from  wherever  it  happens.  Yes  sir, 

home's  all  right  these  days — and 
if  it  does  get  too  hot,  just  peel 

off- — well,  not  quite  as  much  as  me 

—and  tune  in  WXXX.  You'll 

be  glad  I  tipped  you  off. 

WXXX 

000  on  your  dial 

(City  Name's) NBC  Station 

NOTE:  This  is  one  of  a  se- 
ries of  advertisements  which 

many  NBC  stations  are  plac- 
ing in  their  local  papers  in 

order  to  build  even  greater 
audiences  for  advertisers. 

National  Broadcasting  Com- 

pany, a  Radio  Corporation 
of  America  Service. 

B
e
 

THE  NETWORK  MOSr  PEOPLE 
LISTEN  TO  MOJr 



O  WI  Starts  Direction  of  Federal  News 

Bureau   of  Advertising 

May  Be  Established; 
Cowles  on  Job 

See  OWI  Chart,  page  16 

ITS  BASIC  structure  completed 
and  most  of  its  staff  mustered,  the 
Office  of  War  Information  last  week 
moved  into  its  own  quarters  in 
Washington's  Social  Security  Bldg. 
and  began  to  do  business  as  the 
Government's  fountain-head  of 
war  news  and  infoi"mation.  Many 
revisions  in  the  setup  as  announced 
last  week  [Broadcasting,  July  13] 
are  anticipated,  including  the  pos- 

sible establishment  of  a  Bureau  of 
Advertising,  but  these  will  be  ap- 

proached gradually  by  Director 
Elmer  Davis  and  his  staff. 

Gardner  Cowles  Jr.,  Des  Moines 
publisher  and  radio  executive,  who 
heads  the  important  Domestic 
Branch  of  OWI,  was  scheduled  to 
take  the  oath  of  office  last  Friday 
and  it  was  learned  that  he  had  for- 

saken his  plans  to  join  the  Army 
Air  Force  when  urged  to  take  the 
key  post  under  Mr.  Davis.  Under 
Mr.  Cowles  fall  six  of  the  most  im- 

portant bureaus  of  the  news  setup 
— news,  radio,  publications  and 
graphics,  motion  pictures,  public 
inquiries,  special  operations. 

Advertising  Status 

To  the  Bureau  of  Special  Opera- 
tions, headed  by  Philip  Hamblet, 

former  executive  officer  of  the  old 
Office  of  Government  Reports,  has 
been  assigned  the  old  advertising 
division  of  the  former  Office  of 
Facts  &  Figures,  headed  by  Ken  R. 
Dyke,  former  NBC  promotion  man- 

ager. There  is  a  move  afoot  to  ele- 
vate this  division  to  the  status  of 

a  bureau,  co-equal  in  status  with 
the  six  bureaus  already  functioning 
under  Mr.  Cowles,  due  to  the  fact 
that  magazine,  billboard  and  other 
media  of  advertising  are  embraced 
in  its  field  and  are  not  otherwise  as 
clearly  recognized  as  radio,  motion 
pictures,  etc. 

Also  under  Special  Operations 
comes  the  old  OFF  foreign  lan- 

guage division  headed  by  Allan 
Cranston,  with  Lee  Falk  as  radio 
executive.  Assigned  as  well  to  Mr. 
Hamblet's  branch  is  the  old  OFF 
special  events  division  headed  by 
Clyde  Vandeburg,  which  contacts 
labor,  religious,  Negro  and  similar 
organizations. 

The  only  major  change  in  the 
executive  offices  since  the  preceding 
week's  announcement  of  the  entire 
setup  was  the  naming  of  George 
Barnes,  onetime  Chicago  Tribune 
Washington  newsman,  recently 
with  the  Dept.  of  Agriculture  Soil 
Conservation  Service  and  with 
OFF,  as  an  assistant  to  Director 
Davis  and  Associate  Director  Mil- 

ton S.  Eisenhower. 
Newly-named  also,  upon  recom- 

mendation of  the  Budget  Bureau, 
was  Vernon  Magee,  former  United 
Press  newsman  in  the  South,  who 
heads  the  Administrative  Services 

OWI  DIRECTOR  AND  CHIEF  AIDES 

THESE  MEN  GUIDE  the  destinies  of  the  new  Office  of  War  Information 
[Broadcasting,  July  13],  holding  the  top  posts  and  forming  the  policy 
board.  Director  (center)  is  Elmer  Davis,  former  CBS  news  analyst.  Asso- 

ciate director  and  administrative  chief  (upper  right)  is  Milton  Eisen- 
hower, recently  in  charge  of  evacuation  of  Japanese  from  the  West 

Coast  and  formerly  an  official  of  the  Dept.  of  Agriculture.  Assistant 
director  in  charge  of  the  Domestic  Branch  (upper  left)  is  Gardner 
Cowles  Jr.,  Des  Moines  publisher  and  president  of  the  Iowa  Broadcasting 
Co.  Assistant  director  in  charge  of  the  Policy  Development  Branch  (lower 
left)  is  Archibald  MacLeish,  Librarian  of  Congress  and  former  director 
of  the  absorbed  Office  of  Facts  &  Figures.  Assistant  director  in  charge  of 
the  Overseas  Branch  (lower  right)  is  Robert  Sherwood,  playwright, 
whose  Foreign  Information  Service  of  the  former  Donovan  Committee, 
concerned  largely  with  international  shortwaves,  is  also  absorbed  by  OWI. 

and  reports  directly  to  Davis  and 
Eisenhower.  Mr.  Magee  has  been 
an  official  with  the  Budget  Bureau 
for  the  last  two  years,  coming  from 
Austin,  Tex.,  where  he  was  assist- 

ant director  of  the  Texas  State  Em- 
plovment  Service. 

The  Radio  Bureau,  headed  by 
William  B.  Lewis,  former  CBS 
vice-president,  is  functioning  much 
as  it  did  under  OFF  with  exactly 
the  same  personnel.  Douglas  Mes- 
ervy  remains  as  Mr.  Lewis'  chief 
assistant  and  Seymour  Morris  as 
advertising  liaison,  with  Bernard 
Schoenfeld's  radio  producing  unit 
of  OEM  now  falling  under  the 
Radio  Bureau  and  titled  the  edi- 

torial division,  which  Mr.  Schoen- 
feld  heads.  Philip  H.  Cohen  takes 
over  the  Radio  Bureau's  Govern- 

ment liaison  division.  Chiefs  of  the 

production  division  and  the  indus- 
try liaison  division  remain  to  be 

named,  and  they  undoubtedly  will 
be  drawn  from  the  radio  industry. 

Lowell  Mellett's  Motion  Picture 
Bureau  will  continue  to  have  as  its 
Hollywood  liaison  officer,  contact- 

ing the  film  industry  on  Govern- 
ment matters,  the  former  assistant 

chief  of  the  old  Donovan  Commit- 
tee's Foreign  Information  Service. 

Nelson  H.  Poynter,  owner  of 
WTSP,  St.  Petersburg,  and  editor 
of  the  St.  Petersburg  Times. 

The  Intelligence  Service,  which 
reports  to  the  assistant  director 
for  policy  development,  Mr.  Mac- 

Leish, continues  to  be  headed  by  R. 
Keith  Kane,  who  had  the  same 
unit  in  OFF.  Serving  under  him, 
among  others,  are  Gene  Katz,  for- 

mer radio  director  of  the  Katz 
Agency,  New  York,  and  Dr.  Frank 
Stanton,  CBS  statistical  chief  who 
works  on  a  part-time  basis  without 
compensation. 

Mr.  Lane 

CBS  Names  Lane 

To  Stations  StafF^ 

Branches  Opened 

Schudt  Heads  Office  in  N.  Y.^ 
Buckalew  in  Los  Angeles 

WITH    appointment    of  Howar 
Lane,    business    manager    of  thi 
McClatchy  stations  on  the  Wes 
Coast,  to  its  station  relations  de 
partment,  CBS 
announced  sub- 

stantial enlarge- 
ment of  the  de- 

partment, entail- ing establishment 
of  branch  offices 
in    Chicago  and 

Lo?  Angeles  and the  appointment 
of  three  division 

field  managers — 
newly-created  positions. 

Mr.  Lane  was  named  central  di- 
vision field  manager,  headquarter- 

ing in  Chicago  and  reporting  to 
Herbert  V.  Akerberg,  CBS  vice- 
president  in  charge  of  station  re- 

lations. William  A.  Schudt,  trans- 
ferred several  weeks  ago  from  Co- 
lumbia Recording  Corp.  to  the  par- 

ent company,  was  appointed  di- 
vision field  manager  working  out 

of  New  York,  and  Edwin  Bucka- 
lew was  named  to  a  similar  post 

headquartering  in  Los  Angeles. 
Although  the  expansion  was  in- 

dicated when  Mr.  Schudt  was 
transferred  from  manager  of  the 
transcription  division  of  CRC  to 
the  parent  company  last  May,  and 
when  Mr.  Buckalew  left  his  former 
post  as  merchandising  and  sales 
service  manager  of  KNX,  Los  An- 

geles, to  become  Pacific  Coast 
station  relations  representative 
[Broadcasting,  June  29],  the  of- 

ficial announcement  was  withheld 
until  Mr.  Lane  had  been  procured 
for  the  Central  Division  post. 

With  15  years  of  background  in 
the  McClatchy  organization,  both 
in  its  newspaper  and  radio  depart- 

ments, Mr.  Lane  has  served  as 
business  manager  of  the  McClatchy 
stations  for  a  number  of  years. 
Mr.  Lane  joins  CBS  on  Aug.  15. 
His  successor  at  McClatchy  has  not 
been  announced.  The  McClatchy 
stations  are  KFBK,  Sacramento; 
KM  J,  Fresno;  KWG,  Stockton; 
KERN,  Bakersfield,  KOH,  Reno. 
He  has  worked  under  Guy  C.  Ham- 

ilton, vice-president  and  general 
manager  of  the  McClatchy  opera- 
tions. 

Active  in  industry  affairs,  Mr. 
Lane  has  served  as  an  NAB  direc- 

tor since  1939.  He  resigned  his  di- 
rectorship at  the  NAB  Board 

meeting  in  Chicago  last  week,  and 
Arthur  Westlund,  KRE,  Berkeley, 
was  elected  by  the  board  as  his 
successor. 

Mr.  Akerberg  said  the  expansion 

is  designed  to  obtain  for  CBS  "a closer  and  more  beneficial  relation- 
ship with  our  stations  than  has 

been  possible  in  the  past."  The new  division  field  managers  will 
visit  each  station  more  frequently 
than  any  CBS  representative  has 
been  able  to  do  in  the  past. 
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.  .  .  for  war-born  night  owls 

It's  a  topsy-turvy  world,  says  Joe.  Working  the  late 
shift,  he  answers  an  alarm  clock  reveille  in  mid-after- 

noon. Ends  his  working  day  when  ordinary  mortals 

are  pounding  the  pillow.  Never  seems  to  catch  up 

with  what's  happening  in  this  old  world. 

It  was  for  Joe  and  thousands  of  Cleveland  war  work- 
ers like  him  that  WGAR  created  a  very  special  radio 

show.  Six  times  weekly,  the  Night  Shift  swings  into 

action  during  the  hour  before  midnight.  It  tells  Joe 

who  won  the  ball  game  and  the  big  fight.  Brings 

latest  news  flashes  from  distant  war  fronts.  Obliges 

with  everything  from  batting  averages  to  the  latest 

platters  of  listeners'  favorite  bands.  It  is  just  what  the 

doctor  ordered  for  tired  war  workers  ...  a  combina- 

tion of  news  and  music,  entertainment  and  relaxation. 

Surprising  how  much  our  war-born  night  owls 

appreciate  this  service.  They  write  their  thanks.  They 

phone  to  request  special  numbers.  They  responded 
to  a  souvenir  offer  with  more  than  one  thousand 

dimes.  All  of  which  leads  us  to  believe  that  Night  Shift, 

like  other  specially  prepared  WGAR  programs,  is  help- 

ing to  win  the  war  ...  by  making  life  fuller  for  Joe. 

ASIC     STATION.  ..COLUMBIA     BROADCASTING  SYSTEM 

>.  A.   Richards,   P  r  e  s  i  d  e  n  t  .  .  .  J  o  h  n    F.   Patt,  Vice   President  and   General  Manager 
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OWI  Sends  Trio 

To  Set  Up  Branch 

Office   in  London 

MacLeish,  Warburg,  Brophy 
Are  Assigned  to  Task 

TO  SET  UP  a  London  office,  the 
newly  established  Office  of  War 
Information  last  Thursday  an- 

nounced it  was  dispatching  Archi- 
bald MacLeish,  James  P.  Warburg 

and  Murry  Brophy  to  the  British 
capital.  They  will  establish  the 
London  office  in  the  American  Em- 

bassy under  the  direct  supervision 
of  Ambassador  John  G.  Winant.  It 
will  not  have  a  large  personnel. 

Mr.  MacLeish,  former  director  of 
the  old  Office  of  Facts  &  Figures, 
is  now  one  of  the  three  assistant 
directors  of  OWI  under  Director 
Elmer  Davis  and  Associate  Direc- 

tor Milton  Eisenhower.  He  heads 
the  Policy  Development  Branch. 

Mr.  Warburg  is  deputy  director 
of  the  Overseas  Branch,  which  is 
headed  by  Robert  Sherwood,  play- 

wright. Mr.  Brophy,  formerly  with 
CBS,  is  chief  of  the  Overseas 
Branch's  Bureau  of  Communica- 

tions Facilities.  Mr.  MacLeish  and 
Mr.  Brophy  will  be  in  London  for 
only  a  short  time  to  discuss  general 
information  policies  and  radio 
problems,  respectively,  with  Brit- 

ish officials.  Mr.  Warburg  will  re- 
main to  organize  the  London  office. 

Shortwave  Policy  Soon 

The  move  to  open  a  London  of- 
fice is  in  conformity  with  the  pro- 

vision of  President  Roosevelt's 
Executive  Order  establishing  OWI, 
which  states  that  it  "shall  main- 

tain liaison  with  the  information 
agencies  of  the  United  Nations  for 
the  purpose  of  relating  the  Gov- 

ernment's informational  programs 
and  facilities  to  those  of  such  na- 

tions." 
Mr.  Sherwood's  Overseas  Branch 

OWI  DOMESTIC  BRANCH  BUREAU  CHIEFS  UNDER  COWLES 

Mr.  Horton  Mr.  Lewis  Mr.  Mellett 
BUREAU  CHIEFS  serving  under  Gardner  Cowles  Jr. 
in  the  OWI  Domestic  Branch  are  (1  to  r)  :  Robert 
Horton,  former  Scripps-Howard  writer,  recently  in- 

formation director  of  the  Office  for  Emergency  Man- 
agement, chief  of  News  Bureau;  William  B.  Lewis, 

former  CBS  program  vice-president,  recently  radio 
chief  and  associate  director  of  the  Office  of  Facts  & 
Figures,  Radio  Bureau;  John  R.  Fleming,  formerly 

Mr.  Fleming       Miss  Blackburn       Mr.  Hamblet 
with  the  Dept.  of  Agriculture,  Bureau  of  Publications 
&  Graphics;  Lowell  Mellett,  administrative  aide  to 
President  Roosevelt,  Bureau  of  Motion  Pictures; 
Katherine  C.  Blackburn,  former  assistant  to  Mr. 
Mellett  in  the  administration  of  the  old  Office  of 
Government  Reports,  Bureau  of  Public  Inquiries; 
Philip  Hamblet,  former  executive  officer  of  Office  of 
Government  Reports,  Bureau  of  Special  Operations. 

has  taken  over  intact  the  Foreign 
Information  Service  of  the  old  Of- 

fice of  the  Coordinator  of  Informa- 
tion (Donovan  Committee),  and  its 

personnel  remains  virtually  the 
same.  Many  changes  are  expected, 
however,  in  view  of  its  expanding 
activities  in  the  international 
shortwave  field.  Conferences  are 
currently  under  way  with  the 
Board  of  War  Communications  and 
the  Rockefeller  Committee  looking 
to  coordinated  and  more  efficient 

use  of  this  country's  privately  op- 
erated shortwave  system,  and  Mr. 

Sherwood  told  Broadcasting  that 

plans  are  progressing  "very  satis- 
factorily" to  all  concerned. 

It  is  believed  definite  that  the 
Government  will  not  take  over  the 
shortwave  plants  of  this  country 
but  will  continue  to  program  the 
stations  and  pay  for  time  and  fa- 

cilities. Methods  of  payment  have 
not  yet  been  decided  upon. 

During  Mr.  Brophy's  absence  in 
London,  his  duties,  largely  techni- 

cal, will  be  taken  over  by  Roy 
Corderman  in  Washington  and 
Pete  Nelson  and  Carroll  Hauser  in 

Song  for  Davis 
A  TUNE  dedicated  to  Elmer 
Davis,  OWI  chief,  and  in- 

spired by  his  policy  of  "let- ting the  nation  have  the  news, 
good  or  bad,  as  long  as  it  di- 

vulges no  military  secret," has  been  written  by  Irving 
Caesar,  composer,  and  aired 
for  the  first  time  on  his  Sing 
A  Song  of  Safety  on  MBS 
July  19.  Title  of  the  song  is 
"The  News  is  Good — The 

News  is  Bad". 

the  old  Donovan  Committee  news 

staff,  is  still  in  London  but  is  ex- 
pected back  shortly.  His  duties  have 

been  taken  over  by  Richard  Hol- 
lander, former  managing  editor  of 

the  Washington  News. 

New  York.  In  the  negotiations  cur- 
rently under  way  in  Washington, 

Mr.  Sherwood's  aide  is  Gordon  Per- 
sons, one-time  part  owner  and 

manager  of  WSFA,  Montgomery, 
Ala.  Mr.  Persons  formerly  was 
with  the  Donovan  Committee,  but 
left  some  time  ago  to  return  to  his 
home  State.  He  returned  recently, 
however,  to  rejoin  the  Washington 
staff  under  Mr.  Brophy. 

Irving  Pflaum,  former  Chicago 
Times  foreign  editor,  who  headed 

Standard  Brands  Shifts 

Royal  Desserts  to  JWT 
STANDARD  BRANDS,  New  York, 
which  in  February  1940  switched 
the  Royal  Desserts  account  from 
J.  Walter  Thompson  Co.,  New 
York,  to  Sherman  K.  Ellis  &  Co., 
New  York,  last  week  transferred 
the  account  back  to  J.  Walter 

Thompson  "for  the  time  being", 
according  to  a  Standard  Brands 
spokesman.  No  reason  was  given 
for  the  shift. 

An  unconfirmed  rumor  suggested 
that  the  company  was  planning  to 
promote  Royal  Desserts  rather  than Tender  Leaf  Tea  on  the  NBC  One 
Man's  Family  program,  which  is 
owned  by  the  Thompson  agency. 
Such  a  change  is  contemplated,  it 
was  understood,  because  of  the  pro- 

posed rationing  of  tea,  although 
the  sponsor  would  not  confirm  this 
possibility. 

Chart  of  Organization  of  Office  of  War  Information 
Drawn  for  Broadcasting  by  Henry  Liebschutz 
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Shangri-La How  to  get  there 

Courtesy  of  Nation's  Business 

SHANGRI-LA  has  appeared  in  the  news  several  times  lately.  There  have  been 

some  pretty  apt  references  as  to  its  location.  The  map  above  shows  the 

business  man's  version  —  on  the  Pacific  Coast  —  where  war  production,  buying 

power  and  payroll  levels  are  at  the  highest  peak  in  history.  To  get  to  this  fabu- 

lous land  by  radio  you  must  use  Don  Lee,  the  only  network  that  reaches  the 

10,000,000  people  in  these  325,000  square  miles.  Remember,  more  than  9 

out  of  every  10  Pacific  Coast  radio  families  live  within  25  miles  of  a  Don  Lee 

station.  You  can't  reach  all  the  radio  homes  in  this  1200  mile  strip  any  other 

way  ...  a  Hooper  Survey  proves  this.* 

*For  actual  survey,  write  Wilbur  Eickelberg,  Gen.  Sales  Mgr. 

THOMAS  S.  LEE,  PRESIDENT 

LEWIS   ALLEN  WEISS,  VICE  PRESIDENT, 

GENERAL  MANAGER 

DON  LEE 

MUTUAL  DOIV  LEE  BROADCASTIIVG  SYSTEM  •  S5IS  MELROSE  AVENUE,  HOLLYWOOD,  CALIFORNIA 
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Suit  Based  on  Fees  Charged 

For  Transcriptions  Deferred 

Test  Case  Involved  Legality  of  Charges  Made 

By  Copyright  Owners  for  the  Use  of  Discs 

Connor  Explains 

Radio  Alert  Plan 

Federal  Officials  Get  Details 
On  West  Coast  System 
AT  THE  REQUEST  of  several 
Government  war  agencies,  Richard 
F.  Connor,  director  of  radio  coor- 

dination for  the  Southern  Califor- 
nia Broadcasters  Assn.,  was  in 

Washington  last  week  to  outline 
methods  employed  by  stations  in  the 
area  in  collaboration  with  the 
Fourth  Fighter  Command. 

Undertaken  some  seven  months 
ago,  the  coordinated  plan  of  opera- 

tion, covering  everything  from 
maintenance  of  radio  silence  and 
alerts  to  clearance  of  Government 
programs,  is  being  used  as  a  pat- 

tern for  cooperative  setups  in  other 
areas.  The  alert  system,  tying  in 
all  stations  in  the  area,  has  been 
adapted  for  use  in  the  New  York 
metropolitan  area  and  probably  will 
be  employed  as  the  base  for  other 
cooperative  ventures. 

Mr.  Connor,  former  West  Coast 
station  manager  and  news  editor, 
was  called  in  by  the  Southern  Cali- 

fornia association  to  organize  the 
radio  center.  Because  of  the  manner 
in  which  the  plan  has  functioned, 
authorities  here  were  anxious  to 
get  the  details.  Mr.  Connor  con- 

ferred with  radio  officials  of  the 
Army,  Navy,  Treasury,  OWI,  and 
other  Government  organizations. 
All  stations  in  the  Southern  Cali- 

fornia area,  from  San  Luis  Obispo 
to  San  Diego,  and  all  of  the  net- 

works, are  cooperating  in  the  oper- 
ation. In  all,  there  are  29  sta- 

tions, aside  from  CBS,  MBS,  Don 
Lee  and  the  BLUE. 

Networks  Consider  Plan 

The  Southern  California  associa- 
tion established  its  radio  center 

on  Dec.  15 — just  a  week  after  the 
Pearl  Harbor  attack.  Lawrence  W. 
McDowell,  general  manager  of 
KFOX,  Long  Beach,  is  chairman  of 
the  executive  committee  of  SCBA, 
which  established  the  operating 
plan.  Other  members  are  Donald  W. 
Thornburgh,  CBS  vice-president; 
Harry  Maizlish,  KFWB,  Holly- 

wood; Van  C.  Newkirk,  MBS-Don 
Lee;  Harry  W.  Witt,  CBS-KNX. 

Mr.  Connor  was  in  New  York  last 
Thursday  to  discuss  the  entire 
operating  plan  with  A.  A.  Schech- 
ter,  NBC  news  chief;  E.  K.  Co- 

han, CBS  director  of  engineering; 
Adolph  Opfinger,  MBS  program 
service  manager.  Enroute  to  Los 
Angeles,  he  planned  to  stop  in  Chi- 

cago, at  the  suggestion  of  Treasury 
radio  bond  drive  officials,  to  dis- 

cuss aspects  of  the  program  clear- 
ance operation  with  network  and 

station  representatives  there. 

Bank  Group  Plans 
NEW  YORK  STATE  Savings 
Bank  Assn.,  New  York,  which  has 
used  spot  radio  in  the  past,  is  un- 

derstood to  be  interested  in  spon- 
soring participations  on  women's programs  in  the  state  to  interest 

women  in  starting  savings  ac- 
counts. No  details  have  been  re- 

leased as  yet.  Agency  is  Ruthrauff 
&  Ryan,  New  York. 

SYDNEY  M.  KAYE,  New  York 
attorney  and  executive  vice-presi- 

dent of  BMI,  last  week  announced 
termination  of  his  representation 
of  Associated  Music  Publishers, 
which  early  this  year  retained  Mr. 
Kaye  to  prosecute  a  test  suit  to  de- 

termine whether  transcriptions  are 
included  under  the  provisions  of  the 
Federal  Copyright  Law  dealing 
with  recording  rights  [Broadcast- 

ing, March  16]. 
Break  in  the  professional  rela- 

tionship follows  a  decision  of  AMP 
not  to  go  ahead  with  its  projected 
legal  action  for  business  reasons  of 
the  company,  Mr.  Kaye  stated,  and 
"has  taken  place  without  and  dimi- 

nution of  the  friendly  relationship 
between  the  officers  of  Associated 

and  myself." Interpretation  of  Law 

The  proposed  test  case  was  predi- 
cated on  the  belief  of  AMP,  held 

also  by  certain  other  transcription 
companies,  that  transcriptions, 
within  the  meaning  of  the  Copy- 

right Act,  are  "parts  of  instru- 
ments" which  serve  to  reproduce 

mechanically  musical  works  and 
are  therefore  subject  to  the  royalty 
payment  of  2  cents  per  pressing 
per  musical  composition  which  the 
law  sets  as  the  maximum  recording 
rights  fee  for  phonograph  records. 

Despite  this  statutory  limitation 
on  recording  fees,  which  has  been 
the  maximum  paid  for  phonograph 
records,  copyright  owners  of  music 
have  charged  transcription  manu- 

facturers fees  as  high  as  $15  per 
selection  per  year,  with  additional 
fees  of  25  to  50  cents  per  selection 
per  performance  for  commercial use. 

It  has  been  estimated  that  in  the 
aggregate  the  transcription  indus- 

try has  paid  to  the  music  publish- 
ers more  than  $1,000,000  annually 

for  the  right  to  record  music  for 
broadcast  use.  This  sum  is  in  addi- 

tion to  the  broadcasting  rights  paid 

GENEALOGY  OF  CHURCH  fami- 
ly, dating  back  to  900  A.D.,  is  pre- sented to  Arthur  B.  Church  (left), 

president  of  KMBC,  Kansas  City, 
by  his  father,  Charles  F.  Church, 
of  Lamoni,  la.  The  elder  Church 
spent  his  spare  time  during  the 
past  eight  years  compiling  the history. 

WAR  CONDITIONS  I 

Explained  In  New  Program  I 

 by  National  C.  of  C.  ' 
ENLISTING  radio  in  a  widespread 
public  service,  the  United  States 
Chamber  of  Commerce  is  currently 
producing  a  weekly  transcribed 
program,  Action  on  the  Home 
Front,  which  consists  of  careful  in- 

terpretation of  the  Government's mobilization  at  home. 
Business  men  throughout  the 

country  are  encouraged  to  submit 
questions  which  are  answered  by 
experts  of  the  Chamber  and  edited 
for  broadcast  needs  by  Hardy  Burt, 
radio  director  of  the  national  Cham- 

ber of  Commerce. 
At  present,  91  stations,  repre- 

senting each  of  the  four  major  net- 
works, are  broadcasting  this  pro- 

gram in  cooperation  with  local 
chambers  of  commerce.  Although 
the  title  is  the  same  as  that  of  the 
original  series  which  featured  busi- ness leaders  each  week  the  current 
pattern  of  answering  question  was 
originated  July  6. 

This  program  is  being  made 
available  to  stations  through  their 
local  chambers  of  commerce  al- 

though it  was  pointed  out  by  an 
official  of  the  U.  S.  Chamber  of 
Commerce  that  stations  may  also 
obtain  the  program  by  themselves 
for  use  as  a  sustaining  feature. 

by  the  broadcasters  to  the  copy- 
right owners,  usually  through  licen- 

sing organizations  such  as  ASCAP, 
BMI,  SESAC,  etc. 

Discussion  of  a  test  suit  had  been 

going  on  in  the  transcription  indus- 
try for  several  years  and  at  one 

time  it  appeared  as  if  such  a  suit 
would  be  undertaken  as  an  indus- 

try matter,  with  the  costs  shared 
by  the  various  companies  in  the 
field.  None  of  the  plans  ever  came 
to  fruition,  however,  and  in  Feb- 

ruary AMP  retained  Mr.  Kaye  to 
represent  it  as  an  individual  com- 

pany in  such  test  litigation.  He 
thereupon  wrote,  on  behalf  of  AMP, 
to  Harry  Fox,  agent  and  trustee 
for  some  500  publishers  and  man- 

ager of  the  Music  Publishers  Pro- 
tective Assn.,  notifying  Mr.  Fox 

that  the  copyright  issue  would  be 
tested. 

Suit  Dropped 

Shortly  thereafter  Mr.  Kaye's retention  had  been  announced, 
changes  occurred  in  the  ownership 
and  management  of  AMP  as  a  re- 

sult of  which  the  test  suit  was 
dropped  for  the  time  being. 
Mr.  Kaye  therefore  requested 

that  he  either  be  relieved  of  his 
retainer  or  be  allowed  to  proceed 
with  the  litigation.  The  company 
decided  that  it  does  not  wish  to 

go  ahead  at  this  time  when  the  in- 
dustry is  beset  with  so  many  im- 

mediately pressing  problems. 
Mr.  Kaye  stated,  in  describing 

School  Spot  Drive 

Now  on  21  Outlets 

Chicago  Sponsor  Plans  Use 
Of  53  Programs  Next  Fall 
AMERICAN  SCHOOL,  Chicago, 
which  has  been  steadily  expanding 
its  use  of  radio  for  home  study 
courses  since  a  test  spot  campaign 
on  WOV,  New  York,  two  years  ago 
[Broadcasting,  Aug.  4,  1941],  is 
now  using  five-minute  or  quarter- 
hour  news  and  musical  programs 
on  six  stations,  and  one-minute  an- 

nouncements on  21  stations  through- out the  country. 

For  a  fall  campaign,  which  starts 
Aug.  31,  53  stations  have  already 
been  lined  up.  The  school  finds  that 
radio  can  offer  its  products  in  ter- 

ritories where  they  have  never  been 
able  to  successfully  advertise  by 
any  other  medium,  according  to  N. 

Loye  Minor,  who  handles  the  ac- 
count for  Equity  Adv.,  New  York. 
New  Series  Placed 

Having  completed  a  13-week 
campaign  of  news  and  music  pro- 

grams, in  April  [BROADCASTING, 
Jan.  12,  1942],  the  school  lined  up 
a  schedule  of  similar  programs  on 
a  new  group  of  stations,  including 
KIEV  KFDM  WXYZ  WAAF 
WDGY  WINS.  Additions  to  the  list 
[Broadcasting,  April  6]  of  stations 
carrying  live  announcements  at 
their  discretion  are:  WMMN 
WMCA  WLIB  WBYN  WJAS 
WSRR  WJBC  KTBI  WFMJ 
KSAN  KFEL.  While  some  stations 
mave  been  added,  others  have  been 
dropped  from  the  original  list. 

Dental  Assn.  on  Don  Lee 
SOUTHERN  CALIFORNIA  State 
Dental  Assn.,  Los  Angeles  (institu- 

tional), in  a  52-week  campaign 
which  started  July  19,  is  sponsor- 

ing a  weekly  quarter  hour  dual 
commentatory  series  titled  Amer- 

ica's Week  At  War,  on  eight  Cali- 
fornia Don  Lee  stations  (KHJ 

KGB  KFXM  KPMC  KVEC  KDB), 
Sundays,  8:45-9  a.  m.  (PWT). 
Featured  are  Norman  Nesbitt  and 
Harrison  Wood,  who  analyze  sig- 

nificance of  news  and  commentaries 
of  the  week.  Portion  of  the  broad- 

cast is  also  devoted  to  answering 
timely  questions  submitted  by  lis- 

teners. Agency  is  Little  &  Co.,  Los 
Angeles. 

the  situation:  "AMP  originally  re- 
tained me  to  bring  a  test  case  in 

order  to  determine  whether  electri- 
cal transcriptions  fall  within  that 

provision  of  the  Copyright  Act 
which  establishes  two  cents  as  the' 
maximum  fee  for  the  recording  of 
any  musical  composition.  , 

"Due  to  business  reasons,  AMP 
has  decided  not  to  press  such  a  suit 
at  the  present  time,  and  I  have, 
therefore,  at  my  request,  been  re- 

lieved of  my  retainer.  The  termi-j 
nation  of  my  professional  relation-l 
ship  with  AMP  in  this  matter,  asl 
a  result  of  AMP's  business  deci-l 
sion,  has  taken  place  without  any| 
diminution  of  the  friendly  relation-l 
ship  between  the  officers  of  AMPl and  myself."  | 
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Take  your  choke ... 

Measured  either  by  mail  response  or  by  millivolts- 

per-meter,  America's  Most  Powerful  Independent 

Station  today  covers  a  lot  of  territory, 

//  WHN's  new  fifty -thousand -watt  coverage  maps 

and  data  aren't  in  your  files,  write  for  them  today. 

50,000  WATTS  •  1050  CLEAR  CHANNEL 
CHICAGO  OFFICE:  360  NORTH  MICHIGAN  AVENUE 

AMERICA'S    MOST    POWERFUL    INDEPENDENT  STATION n 
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Under  present-day  conditions,  there's  a  tempta- 
tion to  curtail  advertising — a  tendency  to  forget 

that  the  most  economical  insurance  for  tomor- 

row's sales  is  to  keep  alive  the  reputation  your 
product  enjoys  today.  The  best  way  to  do  this  job 

is  "on  the  air!'  Radio  has  proved  itself  unequalled 

as  a  selling  medium  —  and  it's  even  more  out- 

standing as  the  medium  to  keep  'em  remembering. 

Today,  when  cost  plays  such  an  important  part 

in  the  selection  of  an  advertising  medium,  re- 

member that  the  Blue  Network  gives  you  nation- 

wide coverage  of  all  income  classes  at  the  lowest 

cost  per  family  reached  offered  by  any  medium 

entering  the  home.  And  this  Blue  coverage  is 

concentrated  in  the  important  561  counties 

where  80%  of  all  U.  S.  retail  sales  are  made. 

(Incidentally,  14  new  "money  market"  stations 
have  been  added  to  the  Blue  since  January  1942.) 

Blue  Network  sponsored  shows  are  backed  by 

live,  enterprising  audience-promotion  campaigns, 

planned  by  the  Blue.  Add  to  this  the  Blue's 
new  sustaining  program  policy — which  encour- 

ages the  competitive  showmanship  of  leading  in- 

dependent program  producers  —  and  you  see 



PRIORITIES 

RATIONING 
TAXES 

,     f8ICE  CEILINGS 

why  the  Blue  reaches  more  homes  per  dollar. 

No  wonder  16  new  advertisers  have  chosen  the 

Blue  this  year  —  more  new  accounts  than  any 

other  network.  Satisfied  advertisers,  old  and  new, 

are  proving  to  themselves  ''ifs  easy  to  do  busi- 

ness with  the  Blue.''''  Blue  Network  Company — 
A  Radio  Corporation  of  America  Service. 

the network 

1 



Mr.  Amplistat  Returns 

 BY  MAURICE  CONDON  ■  

Many  will  remember  Mr.  K.  W.  Amplistat  and  his  admirable 
effort  in  ferreting  out  cliches  that  occur  so  often  in  broadcasting. 
Mr.  Amplistat  in  these  columns  has  already  "exposed"  dance 
band  announcers,  serious  music  commentators  and  sports  broad- 

casters. Salesmen — broadcasting  time  sellers — form  the  next 
group  for  declichement  by  Mr.  Condon,  of  the  staff  of  WGAR, 
Cleveland. 

WJWC  Operates 

With  5  kw.  Power 

Former  WHIP  Completes  Staff 
And  Changes  Its  Hours 
SIMULTANEOUSLY  with  its 
change  of  call  letters,  WJWC,  for- 

merly WHIP,  Hammond-Chicago, 
went  on  the  air  as  a  fulltime  5  kw. 
station  on  July  11.  Operating  with 
a  five-tower  Lehigh  directional  ar- 

ray, the  station's  new  operating 
hours  are  from  6  a.m.  to  12:30  a.m. 

A  majority  interest  in  the  station, 
formerly  held  by  Dr.  George  F. 
Courrier,  was  recently  acquired  by 
John  W.  Clarke  [Broadcasting, 
July  6].  Marshall  Field,  owner  of 

the  Chicago  Sun,  retained  5%  in- terest in  the  stock  transfer. 

Headed  by  William  Cline,  vice- 
president  and  general  manager,  the 
reorganized  staff  includes:  Frank 
Baker,  program  director,  formerly 

of  WLS,  Chicago;  Mark  Love  re- 
mains production  manager;  Bert 

Julian,  in  charge  of  the  Hammond 

studios,  formerly  of  WIBC,  In- 
dianapolis, and  WDZ,  Tuscola,  111. ; 

John  McEllen,  business  manager, 
formerly  of  the  Chicago  Board  of 
Trade  staff;  William  Albright, 
chief  engineer,  formerly  Chicago 
sound  engineer;  Gladys  Jones,  in 
charge  of  traffic,  formerly  of  home 
talent  division  of  WLS. 

News  Setup 

As  part  of  the  complete  repro- 
graniming  of  the  station,  the  Air 
Edition  of  the  Chicago  Sun,  under 
the  direction  of  Clifton  Utley,  Chi- 

cago and  NBC  comentator,  will 
orginate,  write  and  produce  all 
news  programs  on  the  station  from 
special  studios  at  the  Chicago  Sun. 
Starting  July  20,  10-minute  news 
programs  will  be  broadcast  every 
hour  on  the  half -hour  with  a  night- 

ly commentary  by  Mr.  Utley. 
The  following  full  staff  of  the  Air 

Edition  has  been  appointed  by 
Mr.  Utley;  Joe  From,  assistant  edi- 

tor, formerly  acting  chief  of  the 
Chicago  bureau  of  PA,  AP  radio 
subsidiary;  news  writers.  Rod 
Holmgren,  formerly  news  editor  of 
Iowa  State  Network;  Arch  Farm- 

er, formerly  news  editor  of  WBBM, 
Chicago;  Bill  Costello,  formerly 
farm  editor  of  WBBM;  Bill 
Crocker,  formerly  of  WGN,  Chi- 

cago; announcers,  Mike  Conner, 
formerly  of  WMIN,  Minneapolis, 
and  Myron  Wallace,  freelance.  Dr. 
Albert  Parry,  formerly  U.  of  Chi- 

cago instructor  and  an  expert  on 
European  affairs,  has  been  ap- 

pointed research  director;  Janet 
Chatten,  special  writer,  formerly 
on  the  staff  of  Scholastic  Magazine, 
New  York,  and  Renelda  Ruch,  sec- 

retarial assistant  to  Mr.  Utley,  for- 
merly of  International  Radios 

Sales  and  WBS,  Chicago. 

Caribbean  Order 
REMOVAL  and  impounding  of  all 
amateur  radio  communication 
equipment,  as  well  as  all  apparatus 
not  authorized  under  FCC  license 
or  construction  permit,  in  Puerto 
Rico  and  the  Virgin  Islands  has 
been  ordered  by  the  Board  of  War 
Communications  under  Order  12. 

Q.  You  are  a  salesman  of  radio 
time? 

A.  I  am  a  commercial  represen- 
tative of  a  broadcasting  station. 

We  blanket  the— 
Q.  Thank  you,  not  yet.  Who  is 

your  immediate  superior? 
A.  The  sales  manager,  and  if 

that  guy  would  only  give  me  a  break 

and — - 
Q.  He  assigns  the  accounts? 
A.  That's  the  trouble. 
Q.  What  kind  of  accounts  does 

he  refer  to  you? 
A.  Dogs  —  strictly  dogs.  The 

plums  all  go  to — 
Q.  I  understand. 
A.  And  don't  ask  me  what  I  call 

the  sales  chief  because  it's  a  defi- 
nite cliche  and  unprintable. 

Q.  I'll  bear  that  in  mind.  Do  you 
inform  him  of  your  day's  activi- ties? 

A.  I  write  up  the  weather  report 
every  night. 

Q.  How  do  you  refer  to  an  ac- 
count that  shows  possibilities? 

A.  A  pushover — it's  in  the  bag. 
Q.  An  account  that's  ready  to contract  with  you  for  time? 
A.  I'd  say  I  was  100%  sure  of 

getting  it. 
Q.  You  mean — all  that  remains 

is  getting  the  man's  signature? 
A.  His  John  Hancock,  K.  W. 
Q.  Of  course.  You  put  that  happy 

news  in  your  report? 
A.  I  say,  "So-and-so  will  be  a 

member  of  the  happy  family  soon." 
Q.  What  if  things  don't  look  so well  on  the  accounts 
A.  There  are  several  ways  to  de- 

scribe this.  "No  action  today;  ex- 
pect something  in  the  very  near 

future". 

Q.  I  see. A.  Or,  "I  submitted  some  good 
evening  availabilities  but  they  were 
rejected".  Or,  "The  deal  is  due  to 

break  soon." 

Q.  Now — 
A.  There  are  more.  "I  am  keep- 

ing close  to  this  as  developments 

may  happen  very  quickly".  "Am sitting  on  this.  He  should  be  good 
for  several  half  hours  a  week".  Or, 
"This  one's  in  the  hopper." 

Q.  Excellently  put.  How  about 
obdurate  clients? 

A.  I  report  them  as  tough  babies. 
Q.  How  about  the  unapproach- 

ables? 
A.  "This  client,"  I  report, 

"wouldn't  pay  the  line  charges  to 
broadcast  the  Last  Supper." 

Q.  That  seems  to  describe  the situation. 

A.  Sometimes  I  put  down,  "This 
guy  wouldn't  give  you  the  sweat  off 

his  ears." Q.  Precisely.  Do  you  ever  attend 
the  baseball  game,  Mr.  Salesman? 

A.  I  like  a  ball  game  on  Sundays 
or  holidays.  My  work  prevents  me 
from  attending  other  times. 

Q.  Naturally  it  would.  Assum- ing, in  complete  confidence  of 
course,  that  you  happen  to  find 
yourself  back  of  first  base  some 
weekday  afternoons,  what  does  your 
report  consist  of  for  that  time? 

A.  Off  the  record,  sub  rosa,  and 

under  your  hat,  here's  the  gim- 
mick. You  put  down,  "I  think  I  can 

get  this  guy  for  announcements 
later  on."  Or,  "Says  he's  doing  too 
much  business.  Call  back".  "In 
conference.  Call  back."  "Appropria- 

tion not  made  up  yet.  Check  later." 
"Will  get  this  cookie  in  for  an  au- 

dition later  on." Q.  Admirably  vague. 
A.  But  here's  the  kicker.  Some- 

times I  put  down,  "He  was  out  to 
the  ball  game — the  lucky  stiff." Ain't  that  rich? 

Q.  It  is  indeed  ironic.  Tell  me, 
what  difficulay  do  you  have  with 
salesfnen  representing  competing 
stations? 

A.  Those  clucks.  What  liars! 

Q.  They  misrepresent  the  facts? 
A.  Well,  look!  With  that  wave- 

length and  500  watts  and  a  trans- 
mitter that  Marconi  must  have  used 

and  that's  held  together  with  hay- 
wire— how — I  ask  you — ^how  can 

they  put  out  2  millivolts  in  Cad- 
wallader  County?  They  don't  have 
2  millivolts  a  hundred  yards  from 
their  antenna.  And  those  rates! 

Q.  You  mean,  they  make  special concessions? 
A.  Well,  all  I  know  is  their  rate 

card  is  practically  written  in  wax 
on  a  piece  of  hot  blubber. 

Q.  Variable,  I  assume. 
A.  Take  Gronnus  Doggie  Deli- 

cacies. They  gave  him  everything 
but  the  call  letters!  What  a  bunch 
of  thieves! 

Q.  Calm  yourself,  sir. 
A.  Their  coverage  area — phooey ! 
Q.  I  see  I  shall  have  to  change 

the  subject,  Mr.  Salesman.  Tell  me, 
what  are  some  of  the  requisities  of 
successful  radio  selling? 

A.  Pound  the  pavement.  Make 
calls.  Tell  your  story.  Get  out  early 

and  keep  tellin'  'em! Q.  You  believe  in  an  early  start? 

A.  Right  after  the  chief's  fin- ished spreading  that  grease.  What 
that  bum  don't  know  about  selling would  fill  a  book! 

Q.  I  see;  immediately  after  the 
morning  sales  meeting,  you  make 

your  calls. A.  Sometimes  I  stop  for  a  coffee. 
Helps  me  get  the  day  mapped  out. 

Q.  Suppose  you  inadvertently 
oversleep  and  have  insufficient  time 
to  make  the  morning  sales  meet- 
ing? 

A.  I  call  up  the  bull  o'  the woods. 
Q.  You  explain  you  overslept? 
A.  Not  on  your  life!  I  tell  him 

I'm  stopping  in  at  Murphy's  Muf- fins on  the  way  down. 
Q.  A  harmless  subterfuge.  By  the 

way,  how  are  you  progressing  on 
Murphy's  Muffins? 

A.  Nothing  new  to  report.  I've submitted  some  good  availabilities. 
I'm  watching  this  one  closely;  it 

should  hatch  any  minute.  He's  good for  a  coupla  half  hours,  anyway. 
Maybe  a  schedule  of  spots,  too. 

Their  appropriation  isn't  made  up 
yet,  but  we'll  get  a  slice  of  this 
baby.  I'll  get  'era  on  the  dotted 
line.  The  agency  says — 

Q.  That's  what  I  thought,  Mr. 
Salesman.  Thank  you. 

AS  A  TRIBUTE  to  radio's  increasing- 
ly important  role  in  world  events  to- 

day, NBC  has  published  a  12-pagB 
booklet  titled  "Ear  Witness",  written 
by  L.  M.  Masius,  executive  vice-presi- dent of  Lord  &  Thomas,  New  York, 
who  was  in  England  Sept.  3,  1939, 
when  England  and  Germany  declared war. 
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THERE'S  IT 

LIKE  IT! 

Nowhere  else  has  Nature  duplicated 

the  unique  formation  known  to  gen- 
erations of  tourists  as  Natural  Bridge 

in  Virginia. 

Nor  is  there  another  combination 

"just  as  good"  as  Southern  New  Eng- 
and's  favorite  station  in  conjunction 
with  a  primary  listening  area  that 
leads  the  nation  with  a  per  family 

buying  income  66%  above  the  na- 

tional average.* 

Make  the  most  of  WTIC's  proved 
ability  to  bridge  the  gap  between 

your  product  and  the  responsive, 

friendly  (and  able-to-buy )  audience 
it  reaches.  Plan  your  own  test — and 
let  WTIC  prove  its  ability  to  get 
results. 

THERE'S  NOT  ANOTHER  LIKE  IT! 

*  Sales  Management,  April  10,  1942 

DIRECT  ROUTE  TO  AMERICA'S  NO.  1  MARKET; 
T/ie  lro\/e\er^  Broadcasting  Service  Corporation  j 

Member  of  NBC  Red  Network  and  Yankee  Network  i 

Represenfatives:  WEED  &  COMPANY,  New  York,  Chicago,  Detroit,  San  Franciscoj 
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STATE  RADIO  CENSUS  TABLES 

Previously  Released  by  U.  S.  Census  Bureau 
With  Dates  of  Publication  in  Broadcasting 

New  Hampshire — March 
Vermont — March  16 
Nevada — March  16 
Wyoming — April  13 
Montana — May  11 
Idaho— May  11 
Maine — May  25 
Arizona — June  1 
Delaware — June  1 
North  Dakota — June  8 
Utah — June  8 
New  Mexico — June  15 
Nebraska — June  15 
Oklahoma — June  15 
Mississippi — June  22 
Colorado — June  29 
Tennessee — June  29 
Iowa — June  29 

16 

Rhode  Island — June  29 
South  Dakota — June  29 
Oregon — July  6 
North  Carolina — July  6 
Louisiana — July  6 
Maryland — July  6 
West  Virginia — July  6 
Minnesota — July  6 
Georgia — July  6 
Kansas — July  6 
Arkansas — July  6 
Connecticut — July  6 
Massachusetts — July  13 
Missouri — July  13 
District  of  Columbia — July  13 
Alabama — July  13 
Kentucky — July  13 
Florida— July  13 

NOTE:  Number  of  Occupied  Dwelling  Units  as  reported  by  Census  Bureau 
in  advance  releases.  Percent  radio-equipped  calculated  by  NAB  Research  Dept. 
from  Series  H-7  Bulletin  following  the  Census  Bureau  practice.  Number  of 
radio  units,  or  radio  homes,  estimated  by  applying  percent  ownership  to  those 
units  not  answering  radio  question  and  adding  such  to  those  reporting  radio. 

'  mm 

WIS 

ADOLPH  GETS  POPPED  in  Charleston,  W.  Va.,  every  time  a  war  stamp 
or  bond  is  purchased  at  the  WCHS  booth  there.  The  station  had  a  slot 
machine  rifle  range  set  up  in  the  downtown  section  of  the  city  with  a 
revolving  figure  of  Hitler.  Each  purchaser  is  entitled  to  10  shots  at 
Schicklegruber.  According  to  the  station,  the  only  cost  involved  was  the 
show  card  since  the  machine  was  loaned. 

WBAX  Frequency 

To  New  Applicant 
Northwestern  Broadcasters  Inc. 

Gets  Wilkes-Barre  CP 

CLIMAX  of  the  three-year-old 
revocation  proceedings  against 
WBAX,  Wilkes-Barre,  Pa.,  loomed 
last  week  when  the  FCC  on  July 
15  announced  the  proposed  grant 
of  a  new  100-watt  station  in  that 
city  on  the  1240  kc,  frequency  of 
WBAX  to  Northeastern  Pennsyl- 

vania Broadcasters  Inc. 
The  other  three  applications  for 

the  facilities  of  WBAX— Wilkes- 
Barre  Broadcasting  Corp.,  Central 
Broadcasting  Co.  and  Key  Broad- 

casters Inc. — were  to  be  denied. 

Lengthy  Proceeding 

WBAX  has  been  operating  on 
temporary  licenses  ever  since  the 
FCC  denied  the  renewal  applica- 

tion of  the  station  in  the  Spring 
of  1941.  The  denial  was  the  out- 

growth of  an  Aug.  8,  1939  order  of 
the  Commission  in  which  John  H. 
Stenger  Jr.  was  asked  to  show 
cause  why  his  license  should  not  be 
rescinded. 

The  FCC  contended  that  the  own- 
er was  not  qualified  financially  or 

otherwise  to  continue  operation  of 
the  station.  The  FCC  report  also 
stated  that  "false  representations" 
had  been  made  by  WBAX,  adding 
that  the  station  had  been  trans- 

ferred to  Glenn  Gillett  and  Marcy 
Eager,  Washington,  D.  C,  consult- 

ing engineers,  and  Stenger  Broad- 
casting Corp.,  without  the  written 

consent  from  the  FCC. 
Although  the  revocation  was  or- 

dered over  a  year  ago,  the  FCC 
has  allowed  WBAX  to  operate  un- 

der temporary  licenses  since  a  defi- 
nite need  for  a  second  station  in 

that  region  was  established.  The 
only  other  Wilkes-Barre  station  is 
WBRE,  a  local  operated  by  Louis 
G.  Baltimore. 

Principals  in  the  successful  ap- 
plicant are  eight  local  businessmen 

each  holding  200  shares  of  com- 
mon and  preferred  stock.  They 

are  Robert  Doran,  attorney,  presi- 
dent; Joseph  M.  Bittenbender, 

owner  of  J.  S.  Bittenbender  Co., 
vice-president;  H.  Melvin  Vidan, 
lumberman,  treasurer;  W.  Earl 
Tremayne,  engineer,  secretary; 
Samuel  Hirshowitz,  clothier;  R.  H. 
Levy,  baker;  William  J.  Rooney, 
restaurant  owner;  Charles  Weiss- 
man,  auto  accessory  dealer. 

Also  announced  was  the  proposed 
grant  of  a  renewal  license  to 
WELL,  Battle  Creek,  Mich.,  which 
had  been  set  for  hearing  to  examine 
the  type  of  management  contracts 
entered  into  by  the  station.  In  its 
proposed  findings  of  facts  and  con- 

clusions, the  FCC  stated  "We  are 
satisfied,  however,  that  the  con- 

tracts of  1932,  1934  and  1938  were 
not  observed  in  practice  and  that 
they  were  not  intended  to  delegate 
the  licensee's  responsibilities  to  the 
station  manager.  Control  of  the 
station  has  always  remained  in  the 
licensee". 

Other  actions  include  the  pro- 
posed denial  of  an  application  of 
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Are  You  Younger? 
JACK  B.  MERRIMAN  of 
KROY,  Sacramento,  Cal.,  has 
good  reason  to  believe  that  he 
is  the  youngest  announcer 
and  control  operator  in  radio. 
Jack  was  hired  four  months 
ago  while  still  16.  Now  17  he 
has  written  Broadcasting  to 
ascertain  if  a  younger  man 
can  be  found  in  the  business 
— working,  of  course,  in  the 
same  capacity.  He  would  like 
to  carry  on  correspondence 
with  such  a  young  man.  If 
none  can  be  found,  he  says, 
then  "the  starkest  fledgling 
in  the  craft"  is  Jack  B.  Mer- 
riman. 

KMLB,  Monroe,  La.,  which  had 
sought  to  change  to  1440  kc,  in- 

creasing to  1,000  watts  fulltime 
with  a  directional  antenna  at  night ; 
and  the  denial  of  a  petition  of  But- 

ler Broadcasting  Corp.  to  set  their 
application  for  a  new  station  con- 

struction permit  for  hearing,  pur- 
suant to  the  Commission's  memo- 

randum opinion  of  April  27. 

WIBG  PURCHASES 

TRANSMITTER  SITE 

A  TRACT  of  35  acres  at  Spring 
Mill  Road  and  Ridge  Pike  at  White- 
marsh  Township,  Pa.,  has  been  sold 
by  Albert  M.  Greenfield  &  Co., 
Philadelphia,  to  the  Seaboard  Radio 
Broadcasting  Corp.,  operating 
WIBG,  Glenside,  Pa.  The  radio  cor- 

poration, it  was  announced  on  July 
10,  has  constructed  a  new  trans- 

mitter building  and  antenna  system 
on  the  tract,  and  is  presently  in- 

stalling a"  new  10,000-watt  trans- mitter. 
When  completed,  the  project  will 

represent  an  investment  of  $150,- 
000.  The  FCC  last  Aug.  22  author- 

ized WIBG  to  increase  its  power 
from  1,000  to  10,000  watts  with  un- 

limited hours.  Last  September, 
WBIG  obtained  a  long-term  lease 
on  a  three-story  building  at  1423 
Walnut  St.,  in  downtown  Philadel- 

phia, for  its  new  studios  and  offices. 
The  station  has  been  operating  at 
Glenside  in  the  suburban  Philadel- 

phia area. 

JOHN  ARTHUR  STOCKTON,  New 
York  radio  actor,  has  been  signed 
for  a  major  role  in  the  Columbia  film, 
"The  Commnndos". 

Transfer  of  WOV 

Is  Set  for  Hearing 

Proposed  Management  Said  to 
Form  Basis  for  FCC  Act 

EXERCISING  renewed  vigilance 
over  operation  of  foreign  language 

stations,  the  FCC  last  Tuesday  des- 
ignated for  hearing  the  application 

for  proposed  sale  of  WOV,  New 
York,  by  Arde  Bulova  to  Mester 
Bros.,  Brooklyn  food  and  chemical 
manufacturers,  who  specialize  in 
the  manufacture  of  an  Italian  cook- 

ing oil.  The  proposed  sales  trans- 
action was  completed  last  March 

by  Mr.  Bulova  and  his  brother-in- 
law,  Harry  Henschel,  former  man- ager of  WOV  now  in  the  Army 
Air  Forces,  for  approximately 

$300,000. The  FCC  made  no  explanation 
in  announcing  designation  of  the 
transfer  for  hearing.  It  was  under- 

stood reliably,  however,  that  some 
question  had  been  raised  regarding 

proposed  management  of  the  sta- 
tion, particularly  since  it  serves  a 

substantial  Italian  audience.  The 
New  York  tabloid,  PM,  in  its  July 
14  issue,  published  a  signed  story 
that  Andrea  Luotto,  an  Italian- 
born  advertising  agent  of  "pro- 

nounced pre-Pearl  Harbor  Fascist 
leanings",  would  become  the  sta- 

tion's directing  head.  Editorially, 
it  implored  the  FCC  to  look  into 
the  matter. 

Mr.  Bulova,  watch  manufacturer 
and  station  owner,  acquired  WOV 
several  years  ago  as  a  daytime 
station  from  the  late  J ohn  Iraci.  He 
is  also  principal  owner  of  WNEW, 
New  York. 

Basis  of  Action 
Mr.  Bulova  did  not  want  to  sell 

WOV.  It  is  understood,  however, 
that  he  sought  a  purchaser  because 
of  the  FCC  policy  against  multiple 
ownership,  even  though  there  is  no 
regulation  on  the  books  banning  it. 
Presumably,  the  suggestion  for  the 
sale  came  from  FCC  sources. 

After  consummation  of  the  trans- 
action, subject  to  FCC  approval, 

it  is  understood  that  certain  Gov- 
ernment agencies  thought  it  would 

be  unwise  to  transfer  so  important 
a  foreign  language  outlet  to  men 
with  no  experience  in  the  broad- 

casting field.  A  recommendation 
against  a  change  of  ownership  at 
this  time  subsequently  was  made 
to  the  FCC  and  apparently  resulted 
in  the  Commission's  action  of  last 
Tuesday  designating  the  transfer for  hearing. 

Under  the  proposed  transaction, 
Murray  and  Meyer  Mester  would 
acquire  50%  of  the  Class  A  stock 
of  the  Wodaam  Corp.,  operating 

WOV,  as  well  as  80%  of  the  com- 
mon stock.  Richard  F.  O'Dea  would retain  his  interest  in  Wodaam, 

holding  50%  of  the  preferred  and 
20%  of  the  common  stock. 

The  station  operates  on  1280  kc. 
with  5,000  watts  six-sevenths  time, 
sharing  with  WHBI,  Newark. 

CALL  LETTERS  of  the  new  local 
recently  granted  in  Portsmouth,  Va., 
are  to  be  WSAP.  The  FCC  also  re- veals that  WMSD.  Muscle  Shoals, 
Ala.,  has  changed  to  WLAT. 

BROADCASTING  •  Broadcast  Advertising 



XXXVII.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  SOUTH  CAROLINA 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm :  1940 

All  Units Urban  Units Rural-Nonfarm  Units Rural-Farm  Units 
Radio 

%. 
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County 

Abbeville.  .  .  . 
Aiken  
Allendale.  .  .  . 
Anderson .  .  .  . 
Bamberg  
Barnwell  
Beaufort  
Berkeley  
Calhoun  
Charleston .  .  . 
Cherokee.  .  .  . 
Chester  
Chesterfield.  . 
Clarendon .  .  . 
Colleton  

Darlington .  .  . 
Dillon  
Dorchester .  . . 
Edgefield.  .  .  . 
Fairfield  
Florence  
Georgetown.  . 
Greenville. .  .  . 
Greenwood. .  . 
Hampton .  .  .  . 
Horry  
Jasper  
Kershaw  
Lancaster.  . .  . 
Laurens  
Lee  
Lexington. .  .  . 
McCormick.  . 
Marion  
Marlboro.  .  .  . 

Newberry .  . . . 
Oconee  
Orangeburg. . 
Pickens  
Richland .... 
Saluda  
Spartanburg. . Sumter  
Union  
Williamsburg. 
York  

State  Total 

Cities  of  25,000  Or  More  Population 

% Radio 

City 

Units Radio Units 

Charleston .  .  . 
20,410 

61.9 12,636 

Columbia .... 15,363 
72.4 11,128 

Greenville. .  .  . 
9,708 

68.1 6,612 
Spartanburg. . 

8,326 
72.5 

6,039 

500%  Mote  Nidht  hm\ 
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XXXVm.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  INDIANA 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

County 

Adams  
Allen  
Bartholomew. 
Benton  
Blackford.  .  .  . 
Boone  
Brown  
Carroll  
Cass  
Clark  

Clay  
Clinton  
Crawford .... 
Daviess  
Dearborn .... 
Decatur  
DeKalb  
Delaware.  .  .  . 
Dubois  
Elkhart  

Fayette  
Floyd  
Fountain .... 
Franklin  
Fulton  
Gibson   
Grant  
Greene  
Hamilton .... 
Hancock  
Harrison  
Hendricks. .  .  . 
Henry  
Howard  
Huntington .  . 
Jackson  
Jasper  
Jay  
Jefferson  
Jennings  
Johnson  
Knox  
Kosciusko. .  .  . 
Lagrange.  .  .  . 
Lake  
La  Porte.  .  .  . 
Lawrence.  .  .  . 
Madison  
Marion  
Marshall  
Martin  
Miami  
Monroe  
Montgomery . 
Morgan  
Newton  
Noble  
Ohio  
Orange  
Owen  
Park  
Perry  
Pike  
Porter  
Posey  
Pulaski  
Putnam  
Randolph .... 
Ripley  
Rush  

St.  Joseph .  .  . Scott  
Shelby  
Spencer  
Starke  
Steuben  
Sullivan  
Switzerland.  . 
Tippecanoe. .  . 
Tipton  
Union  
Vanderburgh . 
Vermillion .  .  . 
Vigo  Wabash  
Warren  
Warrick  
Washington .  . 
Wayne  
Wells  
White  
Whitley  

State  Total 
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%  Radio Units      Radio  Units 
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Rural-Nonfarm  Units 

Units 
% 

Radio 
Radio 
Units 

1.374 4,680 
2,1.54 1.743 858 

1,570 
434 

2,329 

1,5S0 3.270 

2.628 
1.8.58 1,021 
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2 , 567 
3,831 

2.898 2 ,  .537 1,683 
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2,287 4,640 15,157 
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2,190 1,825 

1,720 
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2,466 1,580 

2,777 
1,281 1,811 
2,990 
1,755 
1,391 1.590 
2,041 
1,615 1,272 

4,867 
1,359 1,881 
2,086 
1,769 
1.348 
3,520 784 
1,741 
1,069 885 
6,454 
3,174 
6,909 1,448 

1,094 1,769 
865 3,639 

1,215 
1,885 1,247 

91.3 93.0 
80.9 
90.2 
88.9 

90.1 70.2 
87.2 
85.4 
77.8 

78.6 
84.4 75.9 78.9 
86.2 
74.1 
86.0 
92.5 
74.8 87.1 82.6 
79.6 
82.7 
83.0 89.1 

81.6 92.9 
79.8 88.5 
88.6 
74.8 88,8 
89.5 
90.4 88.3 

80.6 
84.8 

86.5 75.5 68.3 

85.1 
79.1 87.8 
90.5 

93.5 
88.3 
76.4 
92.5 
94.6 
88.9 
75.8 87.9 77.2 
86.1 
81.0 

90.1 
87.9 79.6 
79.7 75.3 
78.9 
69.9 76.8 

91.8 75.4 
86.7 
85.1 84.2 
81.2 
84.2 

91.6 85.0 
77.8 74.4 
83.8 
85.1 

76.8 78.3 
87.5 86.2 
88.5 
87.0 80.2 
83.2 
86.8 
83.8 74.2 
72.7 
91.2 
85.5 

86.2 89.2 
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614 

1,524 921 
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1,256 917 

1,313 
629 3,319 

1,038 
1,625 1,112 

208,010        85.6  177,944 

Rural-Farm  Units 

Units 
%  Radio Radio  Units 

2,395 4,545 
2,413 
1,329 
1,014 

3,057 1,184 
2,270 
2,609 1,949 

2,268 2.472 
1,715 
2,681 2,052 

2.007 
2,384 
2,829 
2,008 
3,534 
1,111 1,455 

1,921 
2,177 2,268 
2,747 2.967 
3,259 3,187 
2,048 
2,961 
2,903 2,530 
2,118 
2,572 
2,620 2,052 
2,545 
2,318 
1,898 
2.379 
2,904 3,606 
2,289 1,961 

2,930 2,660 3,653 
3,257 
2,962 1.435 

2,442 2,223 

2,718 2,366 
1,302 
2,721 544 2,282 
1,898 
2,239 
1,807 1,997 
2,164 
1,947 
1,825 
2,726 
3,273 
2,768 
2,364 
3,095 
1,191 
2,569 
2,327 1,669 
1,801 
2,827 1,654 
2,498 1,777 908 

2,010 1,139 
2,434 
2,380 1,435 

2,263 2,802 
2,626 
2,644 2,012 
2,340 

82.8 
84.3 77.6 
90.1 87.9 

72.2 
86.9 52.4 
66.2 

70.6 
76.8 
81.3 
92.5 55.0 
73.2 84.8 

70.1 82.3 66.0 

83.7 72.3 

89.5 67.3 
86.8 

85.5 
61.9 
83.5 88.8 90.5 

89.4 
69.6 
83.7 83.7 66.9 

55.1 

82.4 76.2 
83.1 63.8 

86.4 
82.5 73.0 
89.7 92.5 

81.5 
55.6 85.7 

68.4 
85.0 
65.4 
79.4 
80.6 
74.7 64.2 61.2 
76.3 

51.1 60.2 81.6 

72.5 
74.4 76.7 
81.5 
61.9 
87.7 
85.3 
62.8 

85.0 60.4 
70.9 
79.9 
70.5 
68.3 
87.1 
88.7 
83.7 
81.1 
76.4 80.3 
87.7 83.3 
64.1 
63.5 
88.7 86.2 

82.7 
85.0 

1,984 
3,831 
1.871 
1.197 

891 
2,773 

677 
1,860 
2,236 
1,154 

1 ,638 2.148 898 

1,775 1.449 
1,541 
1,939 
2,618 
1,104 
2,587 

942 1,020 
1,582 
1.437 1.897 

1,986 
2,656 2,192 

2,765 
1,750 
1,833 
2,424 2,246 
1,918 
2,300 
1,824 1,718 
2,129 
1,550 
1,046 
1,961 2,212 
2,995 1,460 
1,694 

2,418 1,941 
3,278 
3,014 

2,415 

797 

2,093 1,521 
2,309 
1,548 
1,034 
2,193 406 
1,465 
1,162 

1,709 

923 

1,203 
1,766 
1,412 

1,358 2,091 
2,667 1,712 
2,073 

2,640 749 
2,184 
1,405 1,183 

1,439 
1,994 
1,129 
2,175 1,576 760 

1,630 
870 

1,954 
2,087 
1,196 
1,451 1,780 
2,330 
2,278 1,663 
1,988 77.5  164,677 

Cities  of  25,000  Or  More  Population 
City 

%  Radio 
Units      Radio  Units 

Anderson .... 

12 

412 

95 1 

11 

799 
East  Chicago 13 

169 

94 

0 12 

377 
Elkhart  9 800 96 4 9 449 
Evansville  .  . 

28 

363 89 9 

25 

493 
Fort  Wayne. . 32 

998 

96 

7 

31 

918 

Gary  

30 

005 93 0 27 914 
Hammond .  .  . 

18 

432 97 3 17 934 

Indianapolis. . 112 

231 

94 3 

105 871 
Kokomo  9 579 94 4 9 

041 Lafayette.  .  .  . 8 132 

94 

0 7 642 

Marion  8 

032 

93 9 7 538 
Michigan  City 6 513 97 1 6 

322 Mishawaka. .  . 7 948 94 2 7 484 

Muncie  

14 

685 

94 

0 13 

810 
New  Albany.. 7 547 89 9 6 782 

Richmond. .  .  . 10 

191 

94 

9 9 666 

South  Bend .  . 

27 

894 

95 4 26 

624 Terre  Haute. . 

19 

654 

89 3 

17 

558 
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XXXIX.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  NEW  JERSEY 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Popidation 
Urban,  Rural-Nonfarm  and  Rural-farm :  1940 

County 

Atlantic.  .  . 
Bergen .... 
Burlington . 
Camden .  .  . 
Cape  May.  . 

Cumberland 
Essex  
Gloucester.  . 
Hudson .  .  .  . 
Hunterdon . 

Mercer.  .  .  . 
Middlesex.  . 
Monmouth . 
Morris  
Ocean  

Passaic.  .  .  . 
Salem  
Somerset.  .  . 
Sussex  
Union  
Warren .... 

State  Total 

All  Units Urban  Units Rural-Nonfarm  Uiuts Rural-Farm  Units 

% Radio % Radio % 
Radio 

% Radio 
Units Radio Uiuts Units Radio Units Units Radio Units 

Units 
Radio Units 

34 640 91 8 31 814 27,854 93 2 25 955 
5,346 

87 1 4 655 1 440 

83 

6 1,204 
110 446 

97 
8 108 030 99 , 020 98 0 96 999 10  804 

96 

7 

10 

451 622 

93 

2 

580 

24 785 
92 

8 23 003 5!  930 94 1 5 
578 15! 983 93 6 

14 
967 

2 872 

85 

6 
2,458 67 480 94 9 64 057 54,360 

95 

2 51 731 12  030 94 3 

11 

346 1 
090 

89 9 980 
8 632 90 2 7 785 3 , 750 94 7 3 551 

4^275 
87 0 3 719 607 84 8 515 

19 842 90 2 17 900 10,866 93 7 10 178 
6,184 

85 6 5 294 2 792 87 0 2  428 
221 679 

96 
3 213 501 

217^870 96 3 
209 

740 
3,611 

98 9 3 571 198 95 9 

190 

19 429 
92 

2 17 919 
8,008 95 4 7 640 

8,759 
91 

6 8 021 2 
662 

84 8 
2,258 173 443 96 9 168 052 172,874 

96 

9 167 499 
568 

97 

2 552 1 100 0 1 
10 317 91 4 9 484 

2,002 

93 

6 1 874 
5,153 

92 8 4 784 3 
162 

87 8 
2,776 48 501 95 1 46 118 32 , 706 

94 

8 31 
017 

14,193 96 1 

13 

646 1 602 

90 

8 
1,455 54 066 94 9 51 313 43 , 232 95 5 41 

289 9,061 93 5 8 475 1 773 

87 

4 1,549 43 746 
93 

3 
40 

804 22,819 

94 

0 

21 

452 
17,630 93 2 16 423 3 

297 
88 8 

2,929 31 750 
95 

9 30 442 14,844 

97 
1 14 419 14,934 95 0 14 185 1 

972 
93 2 

1,838 10 921 90 9 9 925 10,036 91 3 9 166 885 

85 

7 

759 

83 882 95 5 80 124 79 . 704 95 6 76 164 
3,873 

94 7 3 668 305 95 6 

292 

11 458 89 0 
10 

199 4,215 91 5 3 859 
5,283 

89 5 4 
727 

1 960 82 3 1,613 
18 401 95 5 

17 
564 10.549 

96 

6 10 
186 

5,930 
94 5 5 

607 
1 

922 
92 1 

1,771 8 080 
90 

6 7 319 2.571 

95 
3 2 451 

3,704 
89 1 3 

299 
1 

805 
86 9 1,569 

84 
870 

97 
2 

82 
453 79,211 97 2 

77 

003 
5,510 

96 

4 5 311 149 93 2 139 
13 892 92 

5 
12 

856 7.252 95 5 6 928 4,808 90 7 4 362 1 
832 

85 8 
1,571 

1,100,260 
95 5  1 050,612 899,637 

96 

2 865,508 167,675 93 2 156,229 32,948 

87 

6 28,875 

Cities  of  25,000  Or  More  Population 

City 

Units % 
Radio 

Radio 
Units 

Atlantic  City. 
17,791 QQ yo Q 16,549 

Bayonne  19,123 y  1 q 18  605 
Belleville  

7,221 97 7,036 Bloomfield .  .  . 11 ,479 yo Q 11,345 Camden  
30,478 93 28,373 

CUiton  13,125 

98 

1 12,882 East  Orange. . 
20,394 

98 

6 20 , 102 Elizabeth .... 
27,980 

96 
26,978 

Garfield 
7,143 96 Q 6  858 

Hackensack.  . 6,789 Qfi yo Q y 
6,577 13,324 

96 0 
12 , 788 Irvington .... 15,995 98 8 15 , 806 Jersey  City. .  . 79,684 96 76,923 

Kearny  
10,474 98 10,275 Montclair.  .  .  . 10,305 

97 

10,069 
112,194 

94 

4 105,879 

New  Bruns- wick .... 

8,667 

94 5 8,192 
iN  ortn  i5er- 

gen  Twp . 10  991 97 8 10  749 Orange  

9^249 
95 3 

8!815 
Passaic  

16,025 

94 

0 15,062 
Paterson  

38,685 

94 

8 36,679 Perth  Amboy . 
10,292 95 1 

9,792 
Plainfield .... 

9,866 
96 4 

9,515 
Teaneck  Twp. 

6,904 

99 

4 
6,860 

Trenton  
29 , 594 94 8 28,052 

Union  City. .  . 
16,767 96 5 16,176 West  New 

York  11,403 98 0 11,177 West  Orange. 

6,558 
98 7 

6,473 

Woodbridge 

Twp 

6,477 

94 

6 6,125 

W.  R.  McAndrew  Joins 

Blue  for  Ford  Program 
WILLIAM  R.  McANDREW,  for- 

mer NBC  news  chief  in  Washington 
and  former  news  editor  of  Broad- 

casting, on  July  16  joined  the 
BLUE  news  staff  in  Washington 
attached  to  the  Earl  Godwin 
nightly  news  program  for  Ford 
Motor  Co.  [Broadcasting,  July  13]. 
He  leaves  the  information  staff  of 
the  executive  director  of  the  Board 
of  Economic  Warfare,  with  which 
he  has  served  since  resigning  from 
Broadcasting  last  February. 

Philip  N.  Joachim,  of  the  NBC 
news  staff,  transferred  to  the 
BLUE  on  the  same  day,  working 
under  Mr.  McAndrew.  Godwin's 
Watch  the  World  Go  By  uses  three 
news  services — AP,  INS,  UP. 

EARL  GODWIN  received  a  hearty 
send-off  from  his  fellow  commen- 

tators on  the  BLUE  last  week  prior 
to  starting  his  series  of  news  com- 

mentaries on  the  network  for  the 
Ford  Motor  Co.  July  12.  Congratu- 

lations were  extended  the  commen- 
tator on  last  Friday  and  Saturday 

broadcasts  by  Helen  Hiett,  Morgan 
Beatty,  James  G.  McDonald,  and 
the  team  of  William  Hillman  and 
Ernest  Lindley.  Godwin  also  was 
greeted  by  Robert  Ripley  on  Be- 

lieve It  or  Not,  by  Allen  Prescott 
on  Prescott  Presents  and  on  the 
National  Farm  and  Home  Hour, 
all  BLUE  programs. 

WDAY  SOLVES  STORAGE  PROBLEM 

Station's  Attorney  Originates  An  Idea  of  Using 
 Vacant  Garages  and  Buildings  as  Graneries  

STUMPING  FOR  STORAGE,  in  an  attempt  to  solve  the  critical  lack  of 
a  place  to  put  grain,  WDAY,  Fargo,  N.  D.,  opened  a  campaign  July  7 
knowTi  as  "Garages  for  Grain".  On  a  special  program  featured  by  an 
address  from  Gov.  John  Mpses  the  public  was  informed  of  the  program's 
details  and  the  Governor  offered  his  garage  as  number  one  in  the  state. 
Other  participants  in  the  program  (1  to  r)  :  E.  W.  Anderson,  chairman 
of  the  North  Dakota  AAA;  Barney  Lavin,  assistant  manager  of  WDAY; 
Dean  H.  L.  Walster,  North  Dakota  Agricultural  College,  and  Tom 
Barnes,  WDAY  farm  director. 

the  cooperation  of  the  state  and 
county  war  boards  of  the  AAA. 
County  boards  register  buildings 
and  send  inspectors  to  determine 
the  suitability  of  buildings  for 
grain  storage.  From  the  rolls  of 
those  accepted,  a  reserve  space  pool 
is  made  available  for  rental  by 
farmers. 

The  campaign  was  formally 
opened  July  7  in  a  broadcast  origi- 

nated by  WDAY,  Fargo,  and  car- 
ried by  KFYR,  Bismarck,  during 

which  Gov.  John  Moses  offered  his 

garage  in  Bismarck  to  the  cam- 
paign. At  the  same  time  he  officially 

endorsed  the  plan  and  urged  all 
residents  of  the  state  to  cooperate 
in  the  registration. 

Other  speakers  participating  in 
the  special  half -hour  program  were 
Dean  H.  L.  Walster,  North  Dakota 
Agricultural  College,  chairman  of 
the  state  grain  storage  committee; 
E.  W.  Anderson,  chairman  of  the 
North  Dakota  AAA,  and  Barney  i 
Lavin,  assistant  manager  of 
WDAY. 

Haeg  on  Ticket 
LAWRENCE  F.  HAEG,  agricul- 

tural director  of  WCCO,  Minne- 
apolis, has  filed  as  a  candidate  for 

representative  for  the  36th  district 
in  Minnesota  State  elections  next 
fall.  It  has  been  reported  that 
Mr.  Haeg  at  present  faces  no  com- 

petition for  the  office — ^no  other 
candidate  has  entered  the  race. 
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TO  MEET  the  increasingly  critical 
need  for  grain  storage  space  in 
North  Dakota,  WDAY,  Fargo,  has 

opened  a  campaign,  "Garages  For 
Grain"  to  provide  new  space  out- 

lets. Grain  people  there  have  been 
worried  about  storage  since  Gov- 

ernment estimates  for  the  state  of 
North  Dakota  alone  have  been 
placed  between  50  and  80  million 
bushels  of  grain  for  the  year. 

Since  grain  elevators  throughout 
the  grain  regions  are  well  filled 
there  will  be  little  room  for  this 
fall's  harvest.  To  provide  for  part 
of  the  needed  space,  the  Govern- 

ment's Commodity  Credit  Corpora- 
tion is  busy  erecting  storage  bins. 

The  latest  phase  of  the  storage 
space  solution  originated  with  Har- 

old Bangert,  general  counsel  of 
WDAY,  Fargo,  when  he  suggested 
that  there  are  likely  hundreds  of 
vacant  garages  and  buildings 
throughout  the  state  which  could 
be  adapted  to  storage  needs. 

Government  Cooperates 

Next  he  presented  his  plan  to  the 
station's  war  service  committee  and 
the  statewide,  "Garages  For  Grain" 
campaign  was  organized  through 

Parade  Cuts  Audience 
THE  TOTAL  number  of  New 
York  radio  listeners  on  June  13, 

the  day  of  the  "New  York  at 
War"  parade  down  Fifth  Ave.,  was 
reduced  by  approximately  9%  as 
compared  to  listening  on  a  previous 
Saturday,  according  to  the  Pulse  of 
New  York,  in  a  survey  made  to  dis- 

cover the  effect  of  the  parade  on 
listening  at  home  in  the  New  York 
area.  Whereas  listening  on  Sat- 

urday, June  13,  was  91%  of  the 
Saturday  May  listening,  the  sur-|^ 
vey  states,  the  Monday  to  Friday, 
listening  in  June  was  99%  of  whatt 
it  had  been  during  a  comparable:! 
five  weekday  period  in  the  previous  ! month. 
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XL.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  WISCONSIN 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm :  1940 

All  Units Urban  Units Rnral-Nonfarm  Units Rural-Farm  Unts 
% Radio % Radio % Radio % Radio Units Radio Units Units Radio Unts Units ni  s Radio 

Units 
Units 

Radio Units 
2,283 75 .4 1.722 718 

82 

.0 

589 
1,565 

72 .4 
1,133 5,528 86 2 4,762 2 

931 
93 3 2,735 1,215 Q  1 

oi 

Q 

.  0 
994 1,382 

74 Q 

.  0 

1,033 8,822 86 5 7,627 1 
!594 

92 6 1,476 2,663 
88 8 2,366 4,565 

82 

.9 

3,785 
Cities  of  25.000  Or  More  PoouIatK 

4,226 79 7 3,370 
2,075 

85 

0 1,763 
2,151 

74 7 

1,607 
20 , 506 93 7 19  223 

13 

^732 
96 1 13  197 91 3 

3 , 073 3 , 410 
86 6 

2 , 953 4,124 
83 

7 3,452 
1,876 

83 7 

1,570 2,248 

83 

7 
1,882 3,078 

81 
7 2,513 981 83 0 814 

2,097 
81 

0 
1,699 

% Radio 4,382 
91 

1 3,990 2,245 92 3 
2,071 

2,137 

89 8 
1,919 

City 

Units 

Radio 
Units 

9,595 85 5 8.206 2 834 
93 

8 
2^660 2,586 

87 

0 
2,249 

4,175 

79 0 
3,297 8,600 80 7 6,942 

770 
85 3 657 

2,236 
87 3 

1,953 5,594 
77 4 

4,332 8,923 90 2 8.051 2 
903 

94 3 2,737 2,727 
90 

2 
2,460 3,293 

86 

7 

2,854 Appleton  
7 786 

97 

2 
7 , 563 4,556 

83 
3 3,794 1 276 88 4 1,128 1,170 

78 

5 
918 2,110 

82 9 

1,748 
35,372 95 5 33,787 

20 
656 97 8 20,197 8,272 94 3 7,799 

6,444 

89 9 
5,791 

7 

383 

95 

- 

7 , 051 
13,918 

92 
6 12,886 5 419 94 9 5,144 

3,608 
92 2 

3,327 
4,891 

90 

3 
4,415 4,963 87 7 4,349 1 518 95 5 1,449 1,133 

86 

0 975 

2,312 

83 3 
1,925 

Eau  Claire.  .  . 8 515 

95 

2 

8,106 
90 

1 11,595 9 644 95 1 
9,171 1,088 

73 8 803 

2,130 

76 1 

1,621 

Fond  du  Lac. 7 

50.5 

96 

5 
7^036 

86 
5 

6,086 
J 968 93 3 1,837 

1,354 

fit; 

1,161 3,714 
(So 

3,088 
12,578 

90 
2 11.342 8 515 95 2 

8,106 1,684 
84 1 

1,416 
2,379 

76 5 

1,820 
Green  Bay .  .  . 12 144 

96 

4 
11  ,  1U4 1,088 80 7 878 

602 
85 8 

517 486 

74 

4 

361 
16  362 

93 
3 15  265 9 

450 

96 
i 9  079 2  709 

91 

8 88 0 3  700 
12 

960 

97 

7 12 , 666 
2,700 79 2 2,139 1,919 82 9 

1,591 781 

70 

1 548 
10,847 

86 
9,337 2 390 91 Q 2^174 3,986 

00 
3.336 4,471 

OD 

g 

3,827 
La  Crosse. .  .  . 21 788 

95 

5 
6,477 

90 
6 5.870 1 864 

93 
7 1,746 1,965 

89 6 
1.760 2,648 

89 3 

2,364 
3,998 87 6 3,503 1 257 88 8 1,116 

1,243 
88 1 

1,095 1,498 

86 3 
1,292 

Madison  19 

221 

98 0 18,842 5  438 
85 

4 4  642 

85 

4 
£i  ,  ooo 

85 3 
2  248 Milwaukee.  .  . 164 335 

97 

2 
2,584 

86 
4 2,234 

826 
93 

0 
768 1,121 

87 

0 976 
637 

76 9 

490 
4,288 

79 
9 3,430 730 93 682 

1,154 

1  U 

g 876 

2,404 

77 9 1,872 UsnKOsn  

21 

075 

95 

0 
10,803 

93 
3 10,077 5 

185 
96 6 5.007 2,270 

92 5 
2,100 

3,348 

88 7 

2,970 
4,938 

79 
1 

3,908 
754 88 7 669 1,866 82 1 

1,532 

2,318 

73 6 

1,707 
16  764 97 2 16  303 

12 
960 97 7 12  666 2  073 

96 

5 

*?  nAi 

u  ,  UUl 
1  731 

94 

5 1  636 Racine  18 

306 

98 

0 
17,944 

4,261 88 5 3,772 1 485 
95 

4 1.417 620 
83 8 519 

2,156 
85 

2 
1,836 Sheboygan .  . 

22 

092 

97 

0 1  A  7t^7 iU ,  ( 0  i 15,851 93 3 14,781 
788 

95 5 11,252 
2,285 

87 

1,997 1.778 

86 2 
1,532 4,876 87 2 4,253 

2,439 
86 1 

2,101 2.437 
88 

3 
2,152 

9 

644 

95 

2 9  171 
5,634 

87 
6 4.935 2 495 94 7 2!  363 

1,083 
80 7 

874 2,056 

82 6 

1,698 
5 , 778 

83 
7 4  842 3 291 92 2 3  034 

427 
75 

4 322 2  060 72 1 1  486 Wausau  7 

236 

96 

3 

6.967 
15,846 

94 
3 14.947 9 306 97 7 9.091 

2,572 
90 

1 
2,316 3,968 

89 2 
3,540 

Wauwatosa .  . 7 

211 

99 

4 7  170 
18,094 

86 
9 15,735 236 

96 
3 

6.967 3,731 
00 

3,300 7,127 

76 

7 
5,468 9,143 

86 
7 7,931 3 796 94 5 

3,587 2,280 
90 

6 

2,066 3.067 

74 3 
2,278 2,530 

81 
5 2,062 

1,173 
86 

0 

1,008 1.357 

77 7 
1,054 

West  AUis .  .  . 
9 

570 

98 6 9  437 97 
4 195 4i9 97 4 

■J  on  Qfi« 
12  125 

97 

7 11  847 
2  138 

94 

8 
2  026 

7,512 
80 

9 6,076 2 651 

88 

7 
2,350 1,225 

77 

8 
953 

3,636 

76 3 
2,773 6,593 

85 
4 5,634 1 448 94 7 1.371 1,834 

87 

4 
1,603 

3,311 
80 

3 

2,660 
5,059 

84 
9 4,297 2 295 

93 
4 2.143 

1,852 
78 

7 
1,457 

912 76 4 697 
17,519 

94 
1 16,483 11 242 97 0 10.902 

2,634 
88 3 

2,325 
3,643 

89 4 
3,256 5,002 

94 
2 4,712 1 103 96 3 1,063 

2,224 
94 

5 
2,102 1,675 

92 

3 
1,547 1,987 

82 
4 1,638 928 

87 

5 812 

1,059 

78 0 826 
5 , 788 

85 
9 4,974 768 92 2 

708 1,807 
86 1 

1,555 
3,213 

84 4 
2,711 6,806 

86 
2 5,869 

2,401 
90 1 

2,164 4,405 
84 

1 

3,705 
8,386 

84 
9 7,120 3 880 93 5 

3^627 1,390 
84 

3 1,172 
3,116 

74 5 
2,321 4,770 77 0 

3,671 
822 94 5 

777 1,366 
80 

6 
1,100 2,582 

69 5 
1,794 24,992 

97 
2 24,291 19 565 98 0 19,170 

3,167 

95 1 
3,013 2,260 

93 

3 

2,108 
5,280 84 6 4,469 1 302 91 8 1.196 

1,175 
78 8 926 

2,803 
83 7 

2,347 22,452 94 4 21,200 
14 

797 96 1 14,215 
3,609 93 

4 
3,371 

4,046 

89 3 

3,614 
4,416 

80 
9 3,572 

985 
94 

5 930 
732 

85 

8 628 

2,699 

74 6 

2,014 6,349 
90 

7 
5,758 

963 96 6 930 
2,176 

92 0 
2,002 3,210 

88 0 
2,826 9,125 86 g 7,922 3 030 93 g 

2,837 2,433 
86 4 

2,102 3,662 
81 4 

2,983 2,910 75 3 2,192 1,562 
77 

4 
1,210 

1,348 

72 

9 982 
8,551 84 0 7,183 1 495 94 8 

i'ais. 

2,913 
83 0 

2,418 4,143 

80 

8 

3,347 
20 , 558 95 2 19  576 13 

278 
96 9 12  862 3  479 94 7 3  294 

3  801 90 0 
3,420 

4 ',928 75 1 
3!  699 1^440 

86 7 
l!249 

3,488 

70 2 
2^450 6,196 

82 
7 5,124 

2,827 
84 0 

2,375 
3,369 

81 

6 
2,749 7,767 

81 
7 6,346 1 065 91 6 

'975 

2,265 
77 8 

1,762 
4,437 

81 

3 

3,609 
2 , 356 

79 
2 1 , 866 

1 , 814 
79 5 

1 , 442 542 
78 2 424 

9,489 
94 

2 8,942 3 2i5 95 2 
3,060 3,291 

94 

2 
3,100 2,983 

93 3 
2,782 3,341 81 8 2,732 712 91 3 650 924 81 2 750 1,705 78 1 1,332 

7,417 92 4 6,852 2 671 
96 

6 
2,581 1,867 

91 6 1,711 
2,879 

88 9 

2,560 
16,413 95 9 15,747 6 260 97 1 

6,077 6,137 
96 

3 5,911 4,016 93 6 
3,759 9,085 

87 
6 7,961 3 

236 
93 9 

3,040 2,094 

86 

8 1,817 
3,755 

82 7 
3,104 3,911 

81 
1 3,173 7 85 7 6 

1,580 
87 

4 
1,381 2,324 

76 8 
1,786 21,742 94 7 20,590 16 

743 
96 0 16,066 

2,225 

92 

5 
2,058 2,774 

88 9 
2,466 11,173 89 5 10,000 5 

706 
94 3 5,381 

2,277 
91 2 2,076 3,190 

79 

7 
2,543 827,207 91 7 758,449 463,231 96.5  446,813 161,089 88 9 143,154 

202,887 

83 

0  168,482 

County 

Adams.  . 
Ashland . 
Barron .  . 
Bayfield . 
Brown .  . 
Buffalo .  .  . 
Burnett.  . 
Calumet.  . 
Chippewa. Clark  
Columbia . 
Crawford . 
Dane  
Dodge.  .  .  . 
Door  

Douglas  
Dunn  
Eau  Claire .... 
Florence  
Fond  du  Lac .  . 
Forest  
Grant  
Green  
Green  Lake. 
Iowa  
Iron .... 
Jackson . 
Jefferson . 
Juneau. . 
Kenosha . 
Kewaunee . 
LaCrosse.  . 
Lafayette. 
Langlade.  . 
Lincoln .  .  . 
Manitowoc. 
Marathon. . 
Marinette. . 
Marquette . 
Milwaukee . 
Monroe.  .  . 
Oconto.  .  .  . 
Oneida.  .  .  . 
Outagamie . 
Ozaukee.  .  . 

Pepin .  . Pierce.  . 
Polk.  .  . 
Portage . Price.  .  . 
Racine  
Richland  
Rock  
Rusk  
St.  Croix  
Sauk  
Sawyer  
Shawano  
Sheboygan  
Taylor  
Trempealeau.  .  . 
Vernon  
Vilas  
Walworth  
Washburn  
Washington ... 
Waukesha  
Waupaca  
Waushara  
Winnebago. .  .  . 
Wood  



XLI.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  VIRGINIA 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equioped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

County 

Accomack. 
Albemarle. 
Allephany. 
Amelia.  .  . 
Amherst..  . 

Appomattox. 
Arlington.  .  . 
Auprusta.  .  .  . 
Bath  
Bedford  
Bland  
Botetourt.  .  . 
Brunswick .  .  , 
Buchanan. .  . 
Buckingham. 
Campbell .  .  . 
Caroline.  .  .  . 
Carroll  
Charles  City. 
Charlotte .  .  . 
Chesterfield . 
Clarke  
Craig  
Culpeper.  .  .  . 
Cumberland. 
Dickenson  
Dinwiddie  
Elizabeth  City.. 
Essex  
Fairfax  

Fauquier. . 
Floyd  
Fluvanna . 
Frank'in .  . Frederick. 
Giles  
Gloucester . 
Goochland . 
Grayson.  .  . 
Greene.  .  .  . 
Greensville . 
Halifax .... 
Hanover .  . . 
Henrico.  .  . 
Henry  
Highland  
Isle  of  Wight .  .  . 
James  City  
King  and  Queen 
King  George. .  .  . 
King  William. 
Lancaster.  .  .  . 
Lee  
Loudon  
Louisa  

Lunenburg.  .  . Madison  
Mathews  
Mecklenburg.  , 
Middlesex. .  .  . 

Montgomery. 
Nansemond.  . 
Nelson  
New  Kent.  .  .  . 
Norfolk  
Northampton. .  . 
Northumberland 
Nottoway  
Orange  
Page  
Patrick  
Pittsylvania. .  .  . 
Powhatan  
Prince  Edward. 
Prince  George. . 
Princess  Anne.  . 
Prince  William.. 
Pulaski  
Rappahannock. . Richmond .  .  .  .  . 
Roanoke. .  .  . 
Rockbridge. . 
Rockingham . 
Russell  
Scott  
Shenandoah . . 
Smyth  
Southampton. 
Spotsylvania. Stafford  

Surry  .  .  . Sussex . . . 
Tazewell . 
Warren .  . 
Warwick. 

All  Units Urban  Units 
% Radio Radio Units Radio Units Units Radio Units 

8,960 57.8 5.184 
5 , 513 50  6 2 . 789 5!079 74^2 3^764 

1 ',  535 

88^0 i;351 1,939 34.0 658 4,129 52.2 2,154 
2,022 47.8 962 

15  914 96.5 15,359 Id , 914 96  5 

15  3-'i9 
9^911 7l]0 7^029 1.778 82^5 lU67 1.543 65.0 1.007 1,830 51.5 3.515 l!oi3 77^4 784 
1.424 59.5 848 
3 ,697 63  4 2.346 
4!  082 40.3 l!643 
6,013 52.5 3, 157 
2,857 35.7 1 .018 

5,659 
57.4 3.248 646 83.6 540 

3,030 44.1 1.337 5,734 50.3 2.887 345 
72^7 251 

881 35.9 318 
3,352 35.6 1,193 

7,599 
77.3 

5,870 854 96.4 823 
1 ,750 67  8 1,187 

908 63.8 579 
3,123 58. 1 1 .814 1,631 34.8 570 
4 , 155 55 . 5 

2.308 3.095 39.6 1  225 
5!  859 82.0 4^802 

923 
87.5 

807 1,646 42.8 705 
8,747 81.2 

7,105 
670 95^6 641 

4,906 57.6 2.827 2  823 46  9 1.324 
l!657 45.0 

746 5,537 47.7 
2.643 3,423 69.2 
2.369 

3.114 66.9 
2,084 2  473 52.0 1  287 

1^708 41^4 707 4,958 57.1 2,829 471 92^0 433 
1,116 29.3 327 
3,128 

41.3 
1.291 664 77.9 517 

8  732 41  5 3  617 1 , 291 DO .  1 879 
4!  168 50^2 

2^093 10,694 85.6 9,148 
5.597 .59.6 3.340 
1,085 65.0 705 
3  121 40  8 1  271 
1,060 54.6 

'579 

1,568 38.6 605 1,259 44.7 563 

1,902 48.6 927 
2 . 182 51  1 1  115 8^227 50^3 4^134 4.840 68.3 3.306 3,237 44.0 1,425 
3,152 43.0 1.354 1  870 46  1 862 
1,918 54.3 1 ,041 6,963 38.5 2.676 1,747 41.5 724 

5.002 66.4 
3.318 5  143 43.9 
2 , 257 3!  435 47.6 l]634 945 39.7 376 8,912 73.0 6,499 

4,371 56.4 2.468 2  445 54 . 9 1  342 
3.464 52.5 1^812 663 6913 

'460 

2.964 56.7 1,681 3,513 60.9 
2,138 

3  523 38.8 1  367 
12  792 53.9 6  891 
l!l60 43.0 

'499 

3,427 45.7 1 , 5.56 953 7.5^6 721 
2,589 

.58.6 1,516 

4.754 
65.2 

3.098 684 92.0 630 
3  158 63  4 2  007 
5 !  072 

69!  3 
3^510 2.081 

80.2 l!669 
1,566 

40.3 630 
1,512 48.5 734 

10,000 81.7 8,169 2.288 
88.3 

2.020 5 , 231 
68 . 3 

0  ,  0  /  "1 1 , 092 7,346 63.8 4.689 
5,430 

56.7 3,082 
5 , 793 47.8 

2,769 
5,275 71.4 3.766 5 . 728 60.2 3.441 1^169 
5.548 41.8 2.319 852 70.2 598 
2,316 59.9 

1,389 
2,119 

65.6 1.392 
1,495 45.9 686 
2,727 35.9 989 
8.814 72.5 6.389 1^571 87^6 K377 
2,651 71.3 1,884 

924 82.3 760 
2.333 76.3 1.780 

Rural-Nonfarm  Units 

Radio C7 

/r 

Radio 

TT  "f 

Units Radio Units Units Radio Units 
5  711 63  9 3  651 3  249 

47  2 
1 , 533 l!995 53.5 l!067 3;518 

48!9 l!722 
2,866 71.4 2,046 

678 
54.1 

367 
260 50  0 130 1  679 31  5 

528 
1  619 

66  5 
1  076 2  510 43  0 

1  078 

612 
64  3 393 

1  410 
40  4 

569 
3^569 69^9 2.495 4^564 67^2 

3^067 
668 

74  3 
497 875 58  3 510 

1  513 
53  1 803 

4  304 44  8 
1  928 

374 71  3 

267 

1  050 
55  3 

581 

1.681 65^7 
1.104 

2!oi6 
61^6 

1.242 
886 67.8 601 3,196 

32.6 
1.042 3  496 61  3 2  143 2  .517 40  3 
1 .014 

724 
45  9 333 

2 '  133 

32  1 

685 

1  935 64  1 
1  240 

3  078 47  7 1  468 742 53^2 

'395 

2^288 
4l!2 

942 
854 

61.9 529 4,535 
46.5 

2,107 435 26  1 114 
446 

45  6 

204 

560 
53  1 

297 

2  792 
32  1 896 4  731 80  1 

3  790 
2  014 

62  4 
1  257 

'984 

67^4 

'663 

766 

68  "4 

'524 

244 73.1 178 664 
60.3 

401 

1  343 67  0 900 
1  780 51  3 

914 
56  0 

118 
1  421 

31  8 452 1  871 64  8 1  213 
2  284 

47  9 1  095 

'768 

48^2 

'370 

2!  327 
36^8 

855 
4.467 

82.3 3.677 469 
67.8 

318 
A  QK 

56  8 282 
1  1-50 

36  8 
423 D  ,  UOo 82  5 

5  022 1  989 72  5 
1 .442 1  Tin 

64  5 1  147 3  128 53  7 1  680 3«3 
55  !o 

'211 

2^440 

45 '6 

l!ll3 
222 65.3 145 1.435 

41.9 
601 1 . 190 66  6 793 4 ,  o4  1 42  6 1  850 1 . 456 /  0  .  D 

1  1  m 

Jl  ,  lUi 
1 .  yo  1 

64  5 
1  268 

1 ,  obo 75  3 1  179 1  549 58  4 
905 869 53!6 

466 
l!604 51^2 

821 
183 

51.4 
94 

1,525 
40.2 

613 

1 . 258 
69 . 0 

ODo 3 . 229 
4  1  . 0 1  528 196 

33  4 
65 

920 

28  4 262 
84o 46  0 388 

1  621 
23  8 386 1.034 45^3 

468 
6^407 35^4 2,270 

1.807 57.3 1.036 
2.361 

44.8 
1.057 9 , 173 

88 . 7 

Q    1  Q/1 

0  ,  iO'4 
1  ,  0^1 66  7 

1  014 

3 . 162 67 . 5 49 . 0 1  205 
73  0 191 823 62  5 

514 

1.181 51.3 
605 

1,940 

34^3 
666 635 55.0 

350 

425 
54.0 

229 286 39  9 
1  1  A 

38  3 
491 398 

46 . 2 
184 861 

A  A  n 

379 
1  ,  Uoo bl .  0 

000 

864 
33  5 

289 1.387 51.4 697 825 50!7 
418 

4.409 58.7 2,588 3,818 

40.5 

1.546 2 . 194 72 . 9 1 , 599 
2 , 646 

64 . 0 
1  707 

641 
■54 . 1 

347 
2 , 596 

41 . 0 
1  078 

839 
7^ .  1 .  _ oOo 

,  olo oc, .  4 749 
423 40.7 172 

1.447 47.7 
690 780 47.3 

369 1.138 
59.0 

672 
1 , 939 57 . 5 1 , 114 

5 , 024 
31 . 1 

1  k:C9 

1  .  ODi 
669 

46 . 2 
309 1 . 078 

38 . 5 

A^  ̂  

410 
3 . 059 

71 . 9 
2 , 200 1 .943 57 .  b 

1  lis 

2,529 
47.3 

1.195 2.614 
40.6 

1.062 
1,066 58.3 621 

2,369 42.8 1.013 
410 38 . 7 

159 
535 40 . 5 

217 7 . 000 78 . 1 5.465 1 .912 54 . 1 
1 , 034 2 . 615 63 . 3 1 . 606 

1 , 756 
46 . 0 

Q1  9 0  1  (2 

994 
60.1 597 

1,451 51.3 
745 1.068 68.8 735 1.733 35.6 
617 1 .248 61 . 5 767 1 , 716 53 .3 

914 

2 . 119 64.4 
1 .365 

1 .394 5.5 . 4 

773 
49) 

.52 . 9 

259 3 ,033 

- 
36 . 0 

1 ,  lOo 

4,772 69.8 3,331 8,020 44.4 

3,560 
198 

51.3 102 962 
41.3 

397 
537 49 .2 

264 
1 .937 29.5 

571 
1 , 547 69 . 9 1 .082 

1 , 042 

41.7 

434 2 . 380 67 . 6 
1 .609 1,690 50.8 

8o9 1,908 70.9 1 .353 
1,250 52.3 

654 1.322 
66.2 875 

1,669 57.9 
966 390 

46 . 7 182 

1,176 
38.1 

448 
481 50.8 245 

1,031 47.4 
489 5 . 898 84 . 4 

4,980 1.814 
64  .4 

1 , 169 
1 ,477 

65.7 970 
2,662 

62.8 

1.673 
2,817 

66.4 
1.870 

4,529 
62.2 

2.819 
2.181 69.2 

1.510 3,249 
48.4 

1,572 1.420 
65.1 925 

4,373 
42.2 

1,844 2.589 
76.2 

1,974 2,686 
66.7 

1.792 2,059 55.7 1.148 
2.344 50.5 

1.184 
1.550 

48.3 

748 3,146 
30.9 973 

860 68.7 591 
i  ,456 54.8 

798 
1.012 69.3 701 1.107 62.4 

691 501 47.0 235 994 45.3 451 

914 
54.9 502 1.813 

26.9 487 

5,340 
71.1 

3.797 1,903 
63.8 

1,215 
827 

73.5 608 900 57.3 516 
1,892 81.2 

1,537 

441 

55.1 
243 

Rural-Farm  Units 

Cities  of  25,000  Or  More  Population 

City 

Alexandria 

Charlottes- 
ville  

Danville.  .  . 

Fredericks- bui  g.  .  .  . 
Lynchburg. 

Marfii'sville. 

Newport News  

Norfolk  

Petersburg.  . 

Portsmouth . 

Richmond. . 
Roanoke. .  .  . 

Staunton. .  . . 
Suffolk  
Winchester. . 

%  Radio Units      Radio  Units 

8 

774 

92 2 S.092 

5 

269 

79 9 
4.209 8 311 72 7 6.041 

2 594 92 5 

2.399 
11 428 

78 

9 
9,013 

2 315 

74 

1.717 9 724 

79 

1 

7,691 

37 

403 

83 4 
31,197 8 

170 

71 3 5.823 
13 

225 

79 9 
10,568 

50 

917 

86 

5 
44,061 

17 

949 

87 

5 

15.709 2 913 86 5 

2,521 
2 978 77 3 

2,303 
3 

308 

89 

7 

2,968 

(Continued  on  page  31) 



CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  VIRGINIA 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

All  Units Urban  Units Rural-Nonfarm  Units Rural -Farm  Units 
County Radio 

rI- 

Radio 
%  Radio %  Radio 

Units 

R  d- 

Units Units Units Units      Radio  Units Units      Radio  Units 
Washington  8,418 59.3 4,991 876 75.5 661 2,786       67.2  1,873 4,756       51.7  2,457 Westmoreland .  .  . 2,291 40.5 928 880       52.3  460 1,411       33.2  468 Wise  11,071 62.5 6,932 2,673 74.5 1 .993 6,031       62.8  3.790 2,367        48.5  1,149 
Wythe  4,944 68.3 3,376 1.119 81.0 907 1,530       65.4  1,001 2^295        64.0  1.468 York  2, 108 60.0 1 ,264 1,650       61.4  1.013 458       54.8  251 

Independent 
Cities  * 

Alexandria  8,774 
92.2 

8,092 8,774 
92.2 

8,092 Bristol  2,356 83  0 1 ,956 2  ,356 
83  0 1  956 

1,012 75.1 
760 l!012 75.1 

'760 

Charlottesville. . . 5,269 79.9 
4,209 5.269 79.9 4,209 

Clifton  Forge. .  .  . 1,628 87.7 1,428 1,628 87.7 1,428 
Danville  8,311 72.7 6,041 8,311 72.7 6,041 Fredericksburg. .  . 2 , 594 92  5 2  399 2  594 92  5 2  399 

l!649 8o!o 1^319 1,649 80  !o 

l'.319 

Harrisonburg. .  .  . 2,312 87.9 2,032 2.312 87.9 2,032 
Hopewell  2,247 86.2 1.936 2,247 86.2 1 ,936 
Lynchburg  11 ,428 78  9 9  013 11  428 78.9 9  013 
Martinsville  2,315 

74.2 1.717 2.315 
74.2 

1,717 Newport  News. .  . 9,724 79.1 7,691 9,724 79.1 7.691 
Norfolk  37  403 83  4 31  197 37  403 83.4 31.197 
Petersburg  8!l70 

7l!3 
5^823 8a70 71.3 5,823 

Portsmouth  13,225 79.9 10,568 13.225 79.9 10 , 568 
Radford 1,701 85.0 1,445 1,701 85.0 1,445 Richmond  50,917 86.5 44,061 50,917 86.5 44.061 
Roanoke  17,949 87.5 15.709 17,949 87.5 15,709 
boutn  iNoriolK.  .  . 2,038 

81.5 1 .660 2,038 81.5 1.660 
Staunton  2,913 86.5 2.521 2,913 86.5 2,521 Suffolk  2,978 

77.3 2,303 2,978 
77.3 

2,303 Williamsburg. .  .  . 679 86.6 588 679 86.6 588 
Winchester  3,308 89.7 2.968 3,308 89.7 2,968 

State  Total .  .  . 627,532 67.1 420,978 244,105 84.0  205,024 174,219       67.6  117.801 209,208       46.9  98,153 

*  All  are  independent  cities  without  county  connection. 

21  MBS  Programs 

Put  on  Co-op  Plan 
New  Departments  Opened  to 
Develop  Local  Sponsors 
AS  PART  OF  its  cooperative  sales 
plan,  which  accounted  for  over  a 
half-million  dollars  of  MBS  bill- 

ings in  1941,  Mutual  is  now  making 
21  of  its  programs  available  to  co- 

operative sponsors  with  new  de- 
partments opened  in  both  New  York 

and  Chicago  to  develop  this  busi- 
ness, according  to  Edward  Wood 

Jr.,  MBS  sales  manager. 
John  Mitchell  in  New  York  and 

Don  Pontius  in  Chicago  will  per- 
sonally service  advertising  agen- 

cies and  advertisers  interested  in 
the  sales  plan  as  a  means  of  cover- 

ing selected  areas  with  well-estab- 
lished live  network  programs. 

Costs  Apportioned 
Paying  only  nominal  pro-rated 

shares  of  the  talent  costs,  an  in- 
dividual sponsor  is  exclusively  iden- 

tified in  his  territory  with  the  Mu- 
tual show  by  means  of  cut-ins. 

Cooperative  network  advertising- 
originated  with  Mutual  in  1936 
when  a  group  of  department  stores 
sponsored  the  Morniyig  Matinee  se- 

ries [Broadcasting,  June  29],  while 
other  early  co-op  shows  were  The 
Lone  Ranger,  30  Minutes  in  Holly- 

wood, and  The  Shadow.  The  latter 
is  included  in  the  list  of  21  cur- 

rently available,  along  with  Fulton 
Lewis  jr.  who  now  has  50  individual 
sponsors,  Supermuv,  Boake  Carter, 
Adventures  of  Bulldog  Drummond, 
Confidentially  Yours,  The  Johnson 
Family,  Don  Norman,  and  Com- 

mentators B.  S.  Bercovici,  Wythe 
Williams  and  Cedric  Foster. 

Only  10  w.  But  100%  Audience 

Way  up  yonder  in  the  fro- 
zen North  there's  a  little  one- 

lung  outfit  owned,  operated  and 
listened  to  by  those  stationed 
at  Fort  Greely.  This  Alaskan 
outpost  leans  heavily  on  its 
tiny  transmitter  for  fun  and 
enlightenment  doled  by  former 
broadcasters.  Story  of  its  day- 
to-day  life  is  told  by  Bill 
Adams,  formerly  of  KSFO,  Sayi 
Francisco,  and  other  West 
Coast  stations,  now  a  major  in 
the  Army,  Finance  Dept.,  in  a 
letter  to  Howard  Lane,  busi- 

ness manager  of  McClatchy 
Broadcasting  Co.,  who  joins 
CBS  station  relations  Aug.  15. 
Text  of  his  letter  follows  : 

Dear  Howard: 
Have  you  heard  of  our  very 

popular  little  station  of  the  far 
north?  KODK  is  the  name;  owned, 
operated,  and  listened  to  by  soldiers 
and  civilians  of  this  outpost  of 
Yankee  civilization. 

KODK  is  very  like  that  "busy 
little  5-watter  down  in  Rosedale," 
only  we  are  up  in  Kodiak,  and  our 
wattage  is  10,  instead  of  5.  Operat- 

ing hours  are  from  6:00  in  the 
morning  to  11 :00  at  night.  We  have 
a  crew  of  five  announcers  and 
engineers,  all  lads  who  were  in 

the  broadcasting  field  "back  home". 
The  equipment  will  match  any  lo- 

cal station  down  in  the  states. 
We're  mighty  proud  of  it. 

We're  proud  of  it  for  several 
reasons.  In  the  first  place,  the  little 

station  belongs  to  us.  It  has  cost 
us,  so  far,  close  to  $3,500  and 
every  penny  has  been  gathered  by 
passing  the  hat;  soldiers,  fisher- 

men, carpenters,  store-keepers, 
bankers  (yes,  we  have  a  bank), 
everybody  dug  way  down  and 
bounced  for  KODK.  We  have  a 
building  especially  built  for  us, 
and  remotes  to  the  chapel  and  the 
"Town  Hall"  in  the  village. 

And  in  the  second  place  our  lis- 
tening audience  is  practically 

100  ̂ -f.  You  see,  up  here  reception 
from  the  states  is  not  particularly 
good.  Only  the  larger  receiving  sets 
can  pick  up  stations  on  the  regular 
broadcast  band,  and  then  only  on 
some  nights.  If  you  remember  your 
school-day  geography  lessons,  you 
know  that  nights  are  somewhat  ab- 

breviated this  time  of  the  year.  In 
the  other  half  of  the  year,  atmos- 

pheric conditions  make  broadcast 
reception  a  rather  uncertain  prop- 
osition. 

We  have  "local  talent"  shows  and 
remote  pick-ups,  but  most  of  the 
time  we  spin  platters,  of  which  we 
have  an  excellent  selection,  and  all 
contributed.  There  are  no  commer- 

cial shows — when  we  need  money, 
we  just  pass  the  hat  again. 

There  are  some  things,  however, 
that  we  can't  get  by  passing  the 
hat,  here.  So  we  are  passing  it  to 
you,  not  for  cash,  but  for  a  little help. 

Perhaps,  being  so  close  to  radio, 
you  don't  realize  what  an  impor- 

tant spot  the  little  old  radio  re- 
ceiving set  has  come  to  play  in 

the  life  of  our  everyday  John  Citi- 
zen. He  has  come  to  depend  upon  it. 

His  home  station  and  the  personal- 
ities that  come  to  him  everyday  and 

every  week  are  just  as  important 
to  him  as  breakfast.  When  they  are 
taken  away,  he  misses  them,  like 
everything.  I  know;  I  see  it  and 
hear  it  everyday,  from  soldier, 
banker,  clerk  everybody. 

Can  You  Help? 

Now,  here  is  the  hat.  Can  you, 
will  you,  send  us  transcriptions? 
Help  us  give  our  boys  the  shows 
they  used  to  hear  at  home,  and 
which  they  cannot  otherwise  enjoy. 
And  that  means  the  local  shows  as 

well  as  the  big  "name"  shows.  You have  no  idea  what  this  will  mean. 
Leave  your  commercials  in,  if  you 
like.  We  don't  mind.  Perhaps  your 
sponsors  would  like  to  know  about 
it  and  feel  that  they  are  contribut- 

ing something  to  their  boys  away 
from  home. 

MBS  Fights  Slated 
LATEST  addition  to  the  schedule 
of  boxing  broadcasts  sponsored  on 
MBS  by  Gillette  Safety  Razor  Co., 
Boston,  is  the  10-round  non-title 
bout  between  "Red"  Cochrane  and 
Ray  (Sugar)  Robinson,  September 
10,  at  Madison  Square  Garden. 
This  will  be  the  first  in  a  series  un- 

der the  promotion  of  Mike  Jacobs, 
featuring  Navy  men  in  bouts,  the 
proceeds  of  which  go  to  service- 

men's charities.  Other  fights  to 
be  broadcast  exclusively  on  MBS 
for  Gillette  will  be  Tami  Mauriello 
vs.  Red  Burman,  July  23,  and  Allie 
Stolz  vs.  Chalky  Wright,  Aug.  6. 
Agency  is  Maxon,  Inc.,  New  York. 
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XLII.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  WASHINGTON 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 
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RADIO  AIDS  CANADA  ARMY  WEEK 

Coordinated  Effort  Draws  High  Praise  From 

 OfHcials  In  Dominion  

DIATHERMY  COUNT 

NOT  YET  COMPLETE 
EXPRESSING  concern  over  the 
rate  of  registration  of  diathermy 
apparatus,  following  an  order  of 
May  16  [Broadcasting,  May  18], 
FCC  Chairman  James  Lawi'ence 
Fly  at  his  press  conference  last 
Monday  revealed  that  67,601  appli- 

cations for  registration  had  been 
made.  However,  he  said  that  "we 
have  the  impression  that  there  is 
an  additional  number  about  the 

country"  and  voiced  the  hope  they 
will  be  registered  promptly  in  ac- 

cordance with  the  order. 

Mr.  Fly  declared  the  FCC's  con- 
cern over  the  diathermy  registra- 
tion arose  from  interference  that 

can  be  caused  by  such  apparatus 
and  because  it  can  be  adapted  for 
transmitting  purposes.  However, 
he  cautioned  that  his  observations 
should  not  be  construed  to  mean 
that  there  had  been  "cases  estab- 

lished" where  machines  had  been 
used  improperly. 

In  answer  to  a  question,  he  de- 
clared that  some  years  ago  a  modi- 

fied diathermy  machine  had  been 
used  by  the  FCC  in  an  experiment 
and  that  its  signal,  being  sent  from 
Massachusetts,  had  been  picked  up 
by  aa  FCC  field  office  in  San  Diego. 

The  original  order  had  required 
machines  to  be  registered  before 
June  8.  However,  this  was  later 
amended  to  require  registration 
each  5th  of  the  month  of  all  dealers' 
business  in  diathermy  apparatus. 
Mr.  Fly's  offhand  guess  was  that 
the  67,601  diathermy  machines  now 
registered  represented  about  two- 
thirds  of  those  in  use. 

RADIO'S  EFFORT  in  the  Cana- 
dian "Army  Week"  campaign,  June 

29  to  July  5,  was  cited  as  'the 
biggest  single  piece  of  coordinated 
war  effort  broadcasting"  in  the 
Dominion.  Capt.  R.  A.  Diespecker, 
radio  liaison  officer  with  the  Cana- 

dian Army  Directorate  of  Public 
Relations,  and  a  former  program 
director  of  CJOR,  Vancouver,  acted 
as  funneling  agent  for  all  radio 
used  during  the  week.  He  reports 
that  all  stations,  national  and  local 
advertisers  and  agencies  cooperated 
fully  "to  give  the  boys  in  uniform 
some  of  the  kudos  they  deserved." 

In  all  publicity  attending  the 
week  it  was  emphasized  the  atten- 

tion being  given  servicemen  was  a 
spontaneous  civilian  expression  and 
the  Army  acted  only  in  an  advisory 
capacity. 

Special  Events 
Included  in  the  radio  shows  were 

12  national  programs  put  on  by 
CBC,  coordinated  with  a  number  of 
private  stations  throughout  the 
country  under  the  direction  of 
Glenn  Bannerman,  president  and 
general  manager  of  the  Canadian 
Assn.  of  Broadcasters. 
Personal  contact  with  the 

soldiers,  it  was  said,  was  gained  by 
the  "great  number"  of  special 
events  staged  by  local  stations  from 
the  nearest  Army  camp.  "It  was  a 

CAPT.  DIESPECKER 

week  of  'wandering  mikes',"  a  re- 
port on  the  campaign  states,  "with special  events  crews  poking  their 

noses  into  barracks  rooms,  medical 
offices,  ordnance  shops,  gas  cham- 

bers, kitckens,  etc." The  CBC  broadcasts  included 
special  features  coming  from  troops 
in  England  and  elsewhere  in  addi- 

tion to  several  national  dramatic 
and  special  events  shows.  CBC  sus- 
tainers  such  as  Stag  Party, 
Montreal  Symphony,  The  Army 
Sings  were  also  utilized. 

Radio   liaison    officers  estimate 

Camp  Lee's  Radio  Staff 
Headed  by  Sgt.  Talbot 
SEVERAL  erstwhile  radio  men 
make  up  the  radio  section,  Office  of 
Public  Relations  of  the  Quarter- 

master Replacement  Training  Cen- 
ter at  Camp  Lee,  Va.  Head  of  the 

section  is  Staff  Sergeant  Paul  Tal- 
bot, former  television  and  radio 

actor,  who  was  the  first  to  be  seen 
on  CBS  television,  and  who  partici- 

pated in  Aunt  Jennie's  Stories,  The Aldrich  Family,  and  several  day- 
time serials. 

Assistant  head  is  Sergeant 
Charles  Underwood,  formerly  of 
WWSW,  Pittsburgh,  and  just  prior 
to  his  induction  into  the  Army, 
chief  announcer  at  WMBS,  Union- 
town,  Pa.  Corp.  Harold  Phillips, 
former  announcer  and  producer  at 
WRNL,  Richmond,  is  technician 
and  writer.  Private  First  Class 
John  Pickard  is  in  charge  of  script. 
He  was  formerly  co-writer  and  di- 

rector of  Young  Doctor  Malone  and 
appeared  on  Broadway  with  Fred- 

erick March  in  Your  Obedient  Hus- band. 

AFRA  in  Chicago  on  July  7  reelected 
Ra.v  Jones,  executive  secretary,  Vir- 

ginia Payne,  president,  Philip  Lord, 
treasurer,  and  Norman  Barry  and  Paul 
Nettings,  vice-presidents.  New  Officers 
elected  are  Hellen  Van  Tuyl,  record- 

ing secretary,  Bob  Bailey,  vice-presi- dent. 

that  more  than  2,600  station  hours 
were  devoted  to  the  week,  divided 
among  91  stations.  In  addition  to 
this  were  added  spot  announce- 

ments, both  free  and  donated  by 
sponsors,  and  mention  of  Army 
Week  on  commercial  shows. 
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Dominion  Is  Urged 

To  Take  Stations 

But  Not  All  Private  Outlets 

Are  Included  in  Proposal 
ASKED  by  a  member  of  the  Par- 

liamentary Committee  on  Radio 
Broadcasting  whether  the  Cana- 

dian Broadcasting  Corp.  should 
take  over  the  private  stations  of 
Canada,  E.  L.  Bushnell,  CBC  pro- 

gram chief,  told  a  recent  session  at 
Ottav^^a  that  in  his  personal  opinion 
some  private  stations  should  be 
taken  over,  but  not  all,  and  that  the 
private  stations  w^ere  effectively 
contributing  to  broadcasting  in  the 
Dominion. 

Maj.  Gladstone  Murray,  CBC 
general  manager,  now  plays  a  sec- 

ondary role  in  the  affairs  of  the 
CBC  to  his  nominal  inferior.  Assist- 

ant General  Manager  Dr.  A.  Frigon, 
it  was  claimed  by  Gordon  Graydon, 
a  member  of  the  Parliamentary 
Radio  Committee.  He  phrased  the 
position  with  respect  to  CBC  man- 

agement in  this  picturesque  fash- 
ion: "The  general  manager  has 

been  moved  from  the  royal  suite  up 
to  the  attic.  He  has  been  allowed  to 
take  the  name  plate  with  him  and 
that's  all." 

'Nominal'  Direction 
Maj.  Murray  is  in  charge  of  pro- 

grams and  public  relations  and 
continues  in  nominal  charge  of  all 
the  business  of  the  corporation,  but 
Dr.  Frigon  is  responsible  for  the 
technical  and  financial  departments 
and  is  in  charge  of  the  French- 
Canadian  programs.  The  division 
of  authority  between  Murray  and 
Frigon  is  one  of  the  features  of 
this  Parliamentary  inquiry  which 
has  been  proceeding  for  some  time. 

Testimony  by  a  former  assistant, 
E.  A.  Pickering,  that  Maj.  Murray 
had  spent  $1,000  in  1939  without 
authorization  of  the  CBC  board  of 
governors,  was  refuted  by  Murray 
who  stated  "there  had  been  nothing 
sub  rosa  or  hidden"  about  these  ex- 

penditures and  that  they  had  been 
necessary. 

They  were  made,  he  said,  about 
the  time  there  was  discussion  in  the 
United  States  of  extending  control 
over  private  broadcasting  facilities 
there  and  it  had  come  to  his  knowl- 

edge that  the  record  of  the  CBC 

MEN  WANTED 

*.  .  over  45  or 
Draft  Exempt 

ENGINEERS 

ANNOUNCERS 

SALESMEN 
An  important  Basic  Station  in  the 
East.  Good  pay  plus  bonus.  WRITE 
giving  full  particulars  of  experience 
and  references.  All  replies  strictly confidential. 

SEVERAL  POSITIONS 
NOW  OPEN! 

Box  669,  BROADCASTING 

Any  Pianos  Today? 
A  PIANO  large  enough  for 
the  service  boys  to  lean  on 
when  they  got  together  for  a 
songfest  was  the  recent  re- 

quest of  the  Seattle  YMCA. 
KIRO  was  asked  to  help.  The 
station  had  just  put  on  two 
spot  announcements  for  the 
"Y"  when  a  call  came  in  from 
Mount  Vernon,  Wash.  Result: 
an  outright  gift  of  a  grand 
piano,  large  enough  for  the 
parked  elbows  of  a  chorus. 

might  be  used  in  a  manner  which 
would  affect  the  privately-owned 
U.  S.  stations  and  that  consequent- 

ly the  CBC  relations  with  them 
might  be  injured. 

"It  was  learned  at  one  time  that 
there  were  reasons  for  these  appre- 

hensions and  that  they  might  be- 
come greater,"  Maj.  Murray  stated. 

Granik  Aids  Nelson 
THEODORE  GRANIK,  conductor 
of  the  American  Forum  of  the  Air 
over  MBS,  has  been  appointed  as 
a  special  advisor  to  Donald  M.  Nel- 

son, chairman  of 
the  War  Produc- 

tion Board,  ac- 
cording to  an  of- 

ficial announce- ment. Mr.  Granik 
is  a  practicing 
New  York  and 

Washington  at- torney outside  of 
his  radio  activity. 
In  the  past  he  has 
served  as  assist- 

ant district  attorney  of  New  York 
and  more  recently  as  counsel  to  the 
U.  S.  Housing  Authority.  He  will 
serve  without  compensation. 

Mr.  Granik 

DOUG  EVANS,  KFI-KECA,  Los 
Angeles,  producer,  portrays  an  an- 
nouncer-mc.  in  the  RKO  film,  "Sweet 
and  Hot".  Radio  sequence  scene  was 
shot  in  CBS  Hollywood  studios. 

15  CBS  PROGRAMS 

NOW  GO  OVERSEAS 

CORN  PRODUCTS  REFINING 
Co.,  New  York,  and  R.  J.  Reynolds 
Tobacco  Co.,  Winston-Salem,  N.  C, 
will  shortwave  two  of  their  pro- 

grams to  the  AEF,  making  a  total 
of  15  CBS  commercial  shows  to  be 
heard  by  overseas  troops. 

Stage  Door  Canteen,  which  makes, 
its  debut  on  CBS  July  30  as  an  in- 

stitutional program  for  Com  Prod- 
ucts, will  be  transmitted  abroad, 

Monday,  6:45-7  a.m.,  starting  Aug. 
3.  Show  is  based  on  entertainments 
for  servicemen,  put  on  by  the 
American  Theatre  Wing,  and  is 
handled  by  C.  L.  Miller  Co.,  New York. 

R.  J.  Reynolds'  Vaughn  Monroe's Orchestra,  summer  replacement  for 
Blondie,  is  to  be  beamed  overseas, 
Monday,  7:30-8  p.m.,  starting  Sat- 

urday, July  25.  William  Esty  & 
Co.,  New  York,  handles  the  ac- 

count for  Camels,  and  Prince  Al- bert tobacco. 

^  The  cleorer,  more  powerful  new  signal  of  WSIX — 5,000 
watts  on  980  kc — blankets  the  rich  Nashville  market — in  effect, 

wraps  it  up  and  delivers  it  to  the  national  advertisers  using  this  sta- 

tion. Here's  a  set-up  made  to  order  for  the  agency  or  advertiser 
whose  campaign  must  get  results.  Rate  card  still  unchanged  gives 

you  the  old  250-watt  rates  for  the  time  being. 

NATIONAL  REPRESENTATIVES— SPOT  SALES,  INC. 

5000 

WATTS WfJnr.  A%M 

980 

KILOCYCLES 

NASHVILLE,  TENN. 
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Paging  Mr.  Arnold 
JIMMY  PETRILLO  has  picked  his  fight  with 

radio  and  other  "non-public"  users  of  what  he 
chooses  to  call  "canned  music".  He's  got  it 
now. 

No  one,  outside  the  trades  affected,  paid 
much  attention  to  Jimmy  when  he  sounded  his 
pronunciamento  to  the  AFM  convention  in  Dal- 

las last  June  8,  announcing  that  AFM  mem- 
bers wouldn't  record  for  transcriptions  or  rec- 

ords, except  for  home  consumption,  effective 

Aug.  1.  It  wasn't  until  he  carried  the  issue  to 
the  daily  press  just  a  fortnight  ago  that  things 

began  to  happen.  And,  much  to  Jimmy's  cha- 
grin, practically  all  of  it  has  been  unfavorable. 

Obviously,  Jimmy  is  shooting  for  bigger 
things  than  meet  the  eye.  He  wants  more 
money  out  of  radio.  The  WSIX-MBS  incident 
of  last  April  was  a  clear-cut  indication  of  that. 
Now  the  KSTP  development,  wherein  unending 
demands  have  been  made  of  the  station,  ap- 

pears to  prove  the  point.  He  wants  NBC  to 
drop  KSTP  for  musical  feeds  under  pain  of  a 
strike  threat. 

Jimmy  now  has  collided  with  the  public,  as 
well  as  with  several  industries  struggling  to 
do  their  best  in  the  war  effort.  He  proposes 
to  deprive  the  public  of  music  they  want  to 
hear,  whether  over  the  air  via  transcriptions 
and  recordings  or  through  juke  boxes.  On  the 
heels  of  his  recording  ban,  he  has  forced  NBC 
to  discontinue  a  12-year-old  sustaining  pro- 

gram of  amateur  bandsmen  (non-card  holders) 
from  the  National  Music  Camp  at  Interlochen, 
Mich,  a  juvenile,  nonprofit  organization. 

Neither  the  recording  ban  nor  the  summary 
termination  of  the  sustaining  program  will  re- 

lieve purported  unemployment  of  musicians. 

It's  simply  a  part  of  Petrillo's  larger  effort  to 
coerce  and  intimidate  until  he  gets  a  better  na- 

tional deal  for  his  members  from  radio. 

Court  cases  on  the  "made  work"  issue,  have 
gone  against  the  Government  during  the  last 
year.  Here,  however,  we  have  union  demands 
that  obviously  will  make  it  more  difficult  for 
an  industry  such  as  radio  to  cooperate  to  its 
fullest  in  the  war  effort.  Here  is  "made  work" 
with  a  vengeance. 
Jimmy  may  recant,  now  that  public  opinion 

appears  almost  unanimously  opposed  to  his 

campaign.  Irrespective  of  that,  we  feel  it's  up 
to  Assistant  Attorney  General  Thurman  Arnold 
to  test  the  whole  question  of  labor  unions  run- 

ning riot,  as  reflected  in  the  Petrillo  moves. 

'Essential'  Industry 

6' 

RADIO  BROADCASTING,  at  long  last,  is  de- 

clared an  industry  "essential"  in  the  war  ef- 
fort. This  does  not  constitute  a  panacea,  how- 
ever, that  will  automatically  relieve  broadcast- 

ing of  its  war  problems  or  its  manpower  and 
equipment  shortages.  Far  from  that! 

Selective  Service  has  announced  simply  that  it 

has  distributed  to  its  agencies  a  list  of  34  "broad 
essential  activities"  compiled  by  the  War  Man- 

power Commission.  Radio  broadcasting,  along 
with  telephone,  telegraph,  newspapers  and 
television  services  and  the  repair  of  facilities, 
is  listed  among  these  services.  The  importance 
of  this  is  apparent,  but  it  constitutes  only  the 
initial  step. 

It  is  emphasized  that  this  list  was  prepared 
to  guide  local  draft  boards  when  considering 
individual  registrants  for  occupational  classi- 

fications. It  in  no  way  alters  the  statutory  ban 
on  group  deferments.  It  means  that  when  a 
draft  board  finds  that  the  business  in  which 
the  registrant  is  engaged  comes  under  some 
group  in  the  34  enumerated,  consideration  then 
will  be  given  to  whether  that  particular  activ- 

ity is  essential.  Then  the  board  will  determine 
whether  the  occupation  of  the  registrant,  with- 

in that  activity,  makes  him  a  "necessary  man". 
There  is  yet  to  come  some  formal  action, 

presumably  from  the  Manpower  Commission, 
dealing  with  minimum  personnel  requirements 
of  each  class  of  station.  All  other  things  being 
equal,  it  is  logical  to  assume  this  formula  will 

specify  that  a  station's  technical  department 
can't  be  stripped  unduly,  and  that  there  must 
be  a  specified  minimum  in  the  executive,  pro- 

gramming, technical  and  other  necessary  staff 

positions. 
These  moves  are  bound  to  have  a  salutary 

effect  on  over-all  operations.  They  don't  cure 
the  equipment  shortage  problem,  however.  But 
the  fact  that  radio  now  falls  in  an  essential 
classification  may  be  of  significance  even  there. 
The  seriousness  of  the  personnel  and  the  equip- 

ment problems  can't  be  overemphasized.  It's  a 
question  of  whether  many  stations  will  be 
able  to  operate  at  all  a  few  months  hence. 

Steps  are  being  taken  to  relieve  the  equip- 
ment shortage.  A  new  tube  survey  is  being 

made  at  the  direction  of  the  Board  of  War 
Communications,  with  returns  due  by  Aug.  1. 

Thereafter,  means  of  evolving  voluntary  belt- 
tightening,  to  conserve  equipment,  will  be  de- 

vised. Then  an  effort  will  be  made,  based  on 

requirements  indicated  by  the  tube  inventory, 
for  fabrication  under  a  WPB  allotment  of  suf- 

ficient repair  and  replacement  materials  to 

maintain  radio  as  the  "essential"  operation  it 
now  is  judged  to  be. 

All  this  isn't  as  easy  as  it  sounds.  The  situa- 
tion is  tight.  But  there  is  gratification  in  the 

fact  that  everything  possible  is  being  done  by 
Government  and  industry  alike. 

So  Far  So  Good 

STRUCTURALLY,  the  new  organizational  plan 
of  the  Office  of  War  Information  seems  sound. 
If  the  gap  can  be  smoothly  bridged  between 
the  old  helter-skelter  methods  of  doling  out  war 
news  to  radio  and  the  press,  and  if  certain  con- 

templated changes  are  carried  out  without  po- 
litical interference,  it  will  represent  a  fine  job 

by  Elmer  Davis,  director,  and  Milton  Eisen- 
hower, associate  director  and  author  of  the 

plan. 

In  all  fairness  to  other  media,  it  should  be 
pointed  out  that  radio,  the  movies  and  the 
newspapers  were  favored  by  having  special 
bureaus  under  Gardner  (Mike)  Cowles,  as  as- 

sistant director  in  charge  of  the  so-called  Do- 
mestic Branch,  but  advertising  as  a  whole  was 

neglected.  There  certainly  ought  to  be  an  Ad- 
vertising Bureau  covering  that  broad  field  as 

a  whole,  particularly  in  view  of  the  enormous 
job  the  entire  advertising  fraternity  is  doing 
for  the  war  effort — a  job  being  recognized  by 
the  diminution  if  not  the  actual  abandonment 

of  the  campaign  of  some  of  the  Government's 
starry-eyed  boys,  only  a  few  months  ago,  to 
put  the  clamps  on  advertising  in  one  way  or 
another. 

Mike  Cowles,  highly  capable  radio  executive 
and  newspaperman,  was  an  ideal  selection  as 
chief  of  the  Domestic  Branch  under  whom  six 

bureaus  fall,  including  William  B.  Lewis'  radio 
bureau,  taken  over  practically  intact  from  the 
old  Office  of  Facts  &  Figures  where  it  did  an 
excellent  job.  Archibald  MacLeish  stays  on  as 
one  of  the  five  top  men,  taking  charge  of  the 
so-called  Policy  Development  Branch,  where 
his  talents  should  find  full  sway. 

Playwright  Robert  Sherwood,  as  head  of  the 
Overseas  Branch,  keeps  his  old  Donovan  Com- 

mittee setup  virtually  intact,  with  much  work 
yet  to  be  done  on  the  international  shortwaves ; 
some  of  its  functions,  however,  overlap  the 
Domestic  Branch  and  will  inevitably  be  ab- 

sorbed by  it.  Robert  Horton,  former  information 
chief  of  the  Office  for  Emergency  Management, 

is  eminently  qualified  to  head  the  all-important 
newsroom  under  Mr.  Cowles,  which  will  feed 

press  and  radio  alike. 
The  Davis  -  Eisenhower  -  Cowles  -  MacLeish- 

Sherwood  hierarchy  should  insure  approach  to 
the  news  problems  with  plenty  of  experience 

and  intelligence.  The  whole  radio-press  fra- 
ternity is  inclined  to  give  them  the  benefit  of 

every  break — and  certainly  of  every  coopera- 
tion in  the  war  effort.  Organization  was 

but  the  first  step.  Next  must  come  the  elimi- 
nation of  deadwood  and  the  determination  of 

competence.  Always  there  will  be  the  problem, 
already  faced  by  Mr.  Davis  in  the  case  of  the 
saboteurs'  trial,  of  persuading  the  bureaucracy 
and  especially  the  military  that  an  informed 

public,  which  doesn't  ask  to  be  told  information 
palpably  valuable  to  the  enemy,  is  one  of  the 
best  safeguards  of  democracy. 
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CLARKE  ROGERS  BRQWN 

AS  ONE  station  representati
ve 

put  it — "I  tried  to  'phone 
L  Clarke  Brown  long  distance 

to  Memphis,  was  informed 

he'd  recently  left  for  Los  Angeles 
and  Phoenix.  So,  knowing  him,  I 

phoned  the  latter  city  to  learn  he'd 
gone  on  to  Denver.  I  then  wired 
Denver  and  when  I  finally  talked 
to  him  in  Chicago,  learned  that  the 
wire  had  reached  him  in  Minneapo- 

lis." 
And  that  is  just  one  example  of 

how  Clarke  often  flies  around  the 
entire  United  States  performing 
his  job  of  radio  director,  timebuyer 
and  account  executive  for  one  of  the 

South's  largest  agencies. 
During  the  past  year-and-a-half 

Clarke  has  spent  more  than  two- 
thirds  of  his  time  on-the-road, 
visiting  radio  stations,  buying  time, 
producing  spot  and  regional  net- 

work programs,  studying  markets 
and  making  friends  with  the  entire 
broadcasting  industry.  Between 
trips  he  finds  time  to  supervise  the 
radio  department  and  solicit  new 
business  for  his  employers,  Lake- 
Spiro-Shuman,  Memphis. 
Breaking  into  advertising  came 

easily  by  a  lucky  mistake.  An  uncle, 
then  with  a  Chicago  agency  which 
could  not  find  a  place  for  Clarke, 
phoned  whom  he  thought  to  be  a 
friend  of  his,  but  who,  in  reality, 
was  a  man  with  a  similar  name 
whose  phone  number  was  listed 

right  under  the  friend's  name. 
Laughing  over  the  mistake,  the  two 
men  got  to  talking  and  the  uncle 
explained  the  purpose  of  his  call, 
and  to  his  astonishment  was  told  to 

"send  the  boy  over".  Clarke  got 
the  job. 

In  Chicago  was  born  his  first  love 
for  traveling  as  a  field  manager  on 
the  company's  historical  publica- 

tions and  this  experience  proved 
to  him  that  much  more  could  be  ac- 

'  complished  through  personal  con- 
'  tact  than  through  long  distance  let- 
■  ter  writing. 

Therefore,  several  years  ago, 

when  his  agency  won  a  client's  ap- 
proval for  a  revolutionary  test  of 

spot  radio,  Clarke  insisted  on  going 
into  the  field  to  make  market  stud- 

ies, buy  the  time  and  arrange  for 
a  check-service  on  results.  He  then 
returned  to  Memphis,  assisted  in 
writing  the  commercials  and  went 
to  Chicago  to  supervise  the  mak- 

ing of  the  recordings.  This  test, 
started  on  three  southern  stations 
scarcely  three  years  ago,  was  so 
successful  that  today  that  client  is 
using  almost  200  stations. 

But  the  initial  success  of  this 
test  has  not  in  itself  been  wholly 
responsible  for  the  expansion  to 
that  large  list  of  stations.  Much 
radio  research  and  field  work  has 
intervened.  Whenever  a  market  is 
not  paying  out  or  if  it  is  showing 
an  abnormal  sales  volume,  Clarke 
is  on  a  plane  or  train,  rushing  to 

find  out  "why". 
He  talks  with  the  station  men, 

retail  dealers,  jobbers  and  consum- 
ers. He  finds  out  what  the  competi- 
tors are  doing  and  listens  to  learn 

how  their  commercials  differ  from 
those  of  his  client,  then  he  returns 
to  Memphis  and  lays  the  cold  facts 
before  his  associates  and  clients. 
From  the  creative  standpoint, 

Brown  loves  to  experiment  with 
new  ideas  and  will  often  sit  a  full 
day  with  Avron  Spiro  (agency 
president)  while  the  two  pitch  ideas 
back  and  forth.  It  was  in  just  such 
a  session  that  they  hit  upon  the 
idea  of  sound-effect  trade  marks 
for  radio  advertised  products  and 
several  of  these  have  been  so  suc- 

cessful that  they  have  won  nation- 
wide consumer  recognition.  Accord- 

ing to  Brown,  the  radio  sound  trade 
mark  must  imply  the  essential 
qualities  a  product  has  to  offer. 

Naturally  he  can't  give  business 
to  every  station  in  each  market  and 
he  is  often  asked  how  he  can  turn 
stations  down  and  still  hold  friend- 

BOWMAN,  Canadian 
Corp.  special  events in  England  to  give  a 

y  evening  news  review from  London.  Bowman 
in  im  the  CBC  in  De- 
stayed  15  months,  came 
la  a  year  ago  and  was 
Coast  for  the  ('BO  just J   transferred   again  to 

K.   T.  (BoIj) 
Broadcasting 
ehief.  is  haclv 
weekly  Sunda 
for  the  CBC 

went  to  lii-ita cember, 
l)ael{  to  (Jaiiac 
on  the  Pacific 
prior   to  bein; 
London. 
E.  S.  DICKINSON,  formerly  of  the 
sales  staff  of  WHIP,  Hammond-Chi- 

cago, and  WCFL,  Chicago,  and  before 
that  with  the  advertising  department 
of  the  Kansas  City  Star,  has  joined 
the  local  sales  staff  of  WHBM,  Chi- cago. 

NELSON  POYNTER,  owner  of 
WTSP,  St.  Petersburg,  and  editor  of 
the  St.  Petershurg  Times,  who  is 
Hollywood  liaison  for  the  Bureau  of 
Motion  Pictures  of  the  Office  of  War 
Information  under  Lowell  Mellett,  was 
in  Wa.shington  .lulv  13  and  14  and  has 
returned  to  his  Hollywood  office. 

FOX  CASE,  CBS  We.st  Coast  direc- tor of  public  relations,  is  in  the  East 
on  network  business. 
CONSTANCE  HARRIS,  for  11  years 
statistician,  research  head  and  writer 
of  a  business  news  column  of  the 
Providence  Journal-Bulletin,  has  been 
appointed  statistician  of  BLUE.  She 
replaces  Howard  Selger,  who  resigned 
recently  to  join  the  Army.  Miss  Harris 
was  assistant  to  the  jjrofessor  of  busi- 

ness statistics  at  the  Harvard  Busi- ness school  for  three  years. 
MURRAY  MORRISON,  manager  of 
CKGB,  Timmins,  Ont..  has  received his  x\.rm,v  call. 
EARL  J.  GLADE,  vice-president  of 
KSL,  Salt  Lake  City,  acted  as  m.c.  at 
the  induction  of  the  first  platoon  of 
the  Mormon  Battalion  into  the  Ma- rines. 

HERBERT  KENDRICK  has  been 
named  general  manager  of  WJLS, 
Beekley,  W.  Va. 
A.  D.  AVILLARD  .Ir.,  general  manager 
of  W.ISV,  Washington,  has  been  nomi- 

nated as  chairman  of  the  Radio  Com- 
mittee of  Washington's  Community 

War  Chest. 
SLOCUM  CHAPIN,  formerly  general 
manager  of  WSRR,  Stamford,  Conn., 
owned  by  Steve  Rintoul,  has  joined 
the  sales  staff  of  Howard  H.  Wilson 
Co.,  New  York,  station  representatives. 
Chapin  served  at  one  time  as  local 
sales  manager  of  WKBN,  Youngstown, 
and  was  in  the  sales  department  ot 
woe,  Davenport,  la. 

HENRY  A,  ARxXOLD,  who  recently 
arrived  in  New  York  from  Chile  where 
he  was  vice-president  and  general  man- 

ager of  the  (jhile  Telephone  Co.,  .sub- sidiary of  IT&T,  has  been  elected  an 
ITiScT  vice-president  and  will  shortly 
go  to  Buenos  Aires  to  make  his  head- 

quarters. WILLIAM  II.  WEST,  former  man- 
ager of  WTMV,  E.  St.  Louis,  111.,  is 

now  associated  with  Florida  Airci-aft 
Radio  Corp.,  Fort  Lauderdale,  Fla. 
ARTHUR  F.  HARRE,  local  sales 
manager  of  WIND,  Gary,  and  prior 
to  that  for  six  years  manager  of 
WAAF,  Chicago,  has  been  appointed 
sales  manager  of  W.T.ID,  Chicago. 
HELEN  SIOUSATT,  CBS  director 
of  talks,  is  at  work  on  a  book  titled 
Mikes  Don't  Bite,  to  be  published  this 
winter  by  L.  B.  Fischer  Publishing 
Corp.  Problems  and  details  of  broad- casting are  discussed  in  the  book.  Miss 
Siousatt  is  editor  of  Talks,  CBS  quar- 

terly digest  of  addresses  presented  on 
the  network  in  the  public  interest. 

W.  A.  COOGAN,  foreign  sales  man- 
ager of  Hygrade  Sylvania  Corp,,  New 

York,  has  been  reappointed  chairman 
of  the  Radio  Mfrs.  Assn.  Export  Com- mittee for  the  coming  year. 

RAY  NEIHENGEN,  sales  traffic 
manager  of  the  BLUE-Chicago,  has been  transferred  to  the  BLUE  local 
and  spot  sales  staff  as  a  salesman.  He 
is  succeeded  by  Bob  Ewing,  traffic 
manager  for  local  and  spot  sales  and 
Gladys  Ferguson,  secretary,  has  been 
appointed  to  succeed  Mr.  Ewing. 
.lOHN  WHITEHEAD,  Hollywood 
editor  of  Radio  Life,  fan  publication, 
has  joined  the  Marine  Corps  as  a  pri- vate. 
BILL  BOCHMAN,  manager  of 
WCOS.  Columbia.  S.  C,  is  the  father 
of  a  girl  born  .Tune  27. 

Botterill  Heads  CJOC 

APPOINTMENT  of  Norman  Bot- 
terill, formerly  assistant  manager 

of  CKWX,  Vancouver,  B.  C,  as 
manager  of  CJOC,  Lethbridge, 
Alta.,  was  announced  last  week. 
Other  CKWX  changes  are  the  nam- 

ing of  Stuart  MacKay  as  produc- tion manager  and  the  leaving  of 
Don  McKim,  promotion  manager, 
to  enlist  in  the  Royal  Canadian  Air Force. 

Coyle  In  Navy 

BILL  COYLE,  radio  director  of  the 
Washington  Star,  which  operates 
WMAL,  has  been  called  to  active 
duty  as  a  lieutenant  (j.g.)  in  the 
Navy  and  will  report  to  Dartmouth 
for  two  months  training.  No  suc- 

cessor has  been  announced. 

ship  with  the  management.  "Well," 
he  replies,  "it  isn't  easy,  but  if, 
after  the  lucky  station  has  been  de- 

cided on,  I  can  look  at  myself  in  the 
mirror  and  say  every  station  got  a 
fair  chance  to  make  their  bid,  I  feel 
all  right  and  I  believe  the  boys  on 
the  losing  end  do  likewise.  I  always 

make  it  clear  that  they'll  have  an- other full  chance  next  time.  Then, 
if  its  okay  with  them  I  know  those 
losers  are  really  our  friends  and 
fellows  who'll  work  even  doubly 
hard  for  us  when  and  if  they  later 

become  the  chosen  one." He  would  rather  play  golf  and 
bridge  than  do  anything  else  for 
relaxation.  He  is  also  an  ardent 

photographer. In  1935  he  returned  to  Chicago 
and  took  a  position  in  the  research 
department  of  Blackett-Sample- 
Hummert.  There  he  remained  until 
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January  1936.  At  that  time  his 
boss  moved  over  to  H.  W.  Kastor  & 
Sons  and  Kastor  immediately  in- 

vited Clarke  to  take  the  post.  At 
Kastor  he  became  research  director 
and  learned  timebuying  from  a  mar- 

ket analysis  standpoint.  Then  in 
the  fall  of  1938  he  joined  his  pres- ent agency. 

Shortly  before  going  to  Mem- 
phis, Clarke  married  a  Chicago  girl 

and  they  now  have  one  son,  Clarke 
Jr.,  and  a  step-son,  Andrew.  They 
live  in  a  new  apartment  building 
with  a  big  park  for  Clarke  Jr.  to 
play  in.  Mrs.  Brown  would  be 
afraid  to  live  in  a  house  until 
Clarke  Sr.  stops  traveling  so  much 
.  .  .  and,  if  we  know  Clarke,  this 
will  be  some  time  in  the  future  be- 

cause it's  in  his  blood  and  he  likes 
radio  too  well. 
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BRUCE  DENNIS,  special  events  and 
publicity  director  of  WGN,  Chicago, 
for  the  last  two  years,  has  joined 
the  Navy  as  a  lieutenant  (j.g. )  and 
will  spend  a  two-month  indoctrination 
period  at  Dartmouth  TJ.  He  will  be 
replaced  at  WGN  by  Dale  O'Brien, formerly  with  the  Chicago  oflBce  of 
Howard  Mayer. 
HAROLD  RUSSEY,  formerly  of 
WHMA,  Anniston,  Ala.,  has  joined  the 
staff  of  WLAG.  LaGrange,  Ga.,  as 
program  director. 

RALPH  SILVER,  publicity  director 
of  WPAT,  Paterson,  N.  J.,  has  re- 

signed to  join  the  Army.  His  duties 
have  been  taken  over  for  the  present 
by  Mrs.  Ruth  Leafer,  assistant  to 
Henry  Miller,  program  director. 
CHRIS  FORD,  continuity  writer  of 
the  BLUE-Chicago,  is  the  father  of  a 
boy  born  .July  13. 
DAN  CUBBERLY,  announcer  of 
WLS,  Chicago,  and  recently  of  KOY, 
Phoenix,  is  the  father  of  a  baby  boy, 
Lawrence  Stuart. 
MARSHALL  McGUINEAS,  son  of 
William  A.  McGuineas,  sales  manager 
of  WGN,  Chicago,  who  was  a  Marine 
sergeant  in  the  last  war,  was  sworn 
in  the  Marines  on  July  13  and  is  in 
training  at  San  Diego. 
CARL  SAUNDERS,  formerly  news 
and  production  manager  of  WBTM, 
Danville,  Va.,  has  joined  KPAS,  Pasa- 

dena, Cal.,  as  announcer. 

Skornia  at  Indiana  U 
HARRY  J.  SKORNIA,  program 
director  of  WIRE,  Indianapolis, 
has  been  appointed  director  of  ra- 

dio programs  at  Indiana  U.  suc- 
ceeding Melvin  R.  White,  who  will 

enter  military  service.  Mr.  Skornia, 
before  his  appointemnt  as  WIRE 
program  director  was  a  continuity 
writer  for  the  station  and  also  has 
done  writing  and  production  in  De- 

troit and  Ann  Arbor,  Mich.  The  In- 
diana U  radio  division  presents  its 

programs  via  WIRE  and  WHAS, 
Louisville. 

JACK  PEACH  of  the  Canadian 
Broadcasting  Corp.  overseas  unit,  who 
went  to  Britain  about  a  year  ago  and 
has  been  principally  on  Air  Force 
broadcasts,  has  been  granted  leave  of 
ahst  iice  for  the  durat'oii  an  I  i.s  now 
serving  with  the  Royal  Canadian  Air 
Force  in  Britain. 

JOHN  G.  ERIXON,  announcer  of 
WTAR,  Norfolk,  joined  the  Army  July 
2  and  is  stationed  at  Camp  Lee,  Va. 

JANE  DEALY,  graduate  of  Vassar 
and  of  Columbia  School  of  Journalism, 
has  joined  the  news  department  of 
CBS  as  writer.  Miss  Dealy  is  a  winner 
of  one  of  the  Pulitzer  Traveling  Fel- 

lowships awarded  to  journalism  stu- dents. 

JOHN  BOGGESS,  formerly  program 
director  of  WLAG,  LaGrange,  Ga., 
has  been  assigned  to  the  Navy  radio 
school,  Charleston,  S.  C. 

O.  LEONARD  BEARDSLEY,  for- merly of  KINY,  Juneau,  Alaska,  has 
joined  the  announcing  staff  of  KIRO, 
Seattle. 
EL  PELTRET,  formerly  head  of  the 
news  staff  of  KIRO,  Seattle,  has 
shipped  out  as  a  purser  in  the  mer- chant marine. 

STAN  BROWN,  news  editor  and  spe- cial events  manager  of  KOA,  Denver, 
enters  the  Army  July  27  in  the  volun- teer officers  training  corps.  He  will 
be  succeeded  by  Bill  Day,  assistant 
news  editor,  who  in  turn  will  be  re- 

placed by  Jim  Bennett,  a  newcomer to  the  station. 

STEVE  ROBERTSON,  formerly  of 
KSD,  St.  Louis,  has  joined  the  an- nouncing staff  of  KOA,  Denver. 

ARTHUR  W.  LINDSAY,  long  con- nected with  radio  on  the  Pacific  Coast, 
has  been  named  head  of  news  and 
special  events  of  KIRO,  Seattle. 
EUGENE  HUNTON  has  been  added 
to  the  announcing  staff  of  KGVO, 
Missoula,  Mont. 
BOB  PAGE,  announcer  of  KGGF, 
Coffeyville,  Kan.,  is  now  a  Marine 
stationed  at  San  Diego.  Eric  Norman, 
of  Oklahoma  City,  has  joined  the 
KGGF  announcing  staff. 
KNOX  MANNING  and  Wen  Niles. 
Hollywood  commentator  and  an- nouncer respectively,  have  been  signed 
to  narrate  "Beyond  the  Line  of  Duty", Army  Air  Forces  short  subject  film. 
LEON  KRUPP,  continuity  editor  of 
KGNC.  Amarillo,  Tex.,  will  shortly 
report  for  Army  officer's  training. 
ROBERT  LAMB,  guide  of  NBC- 
Chicago,  has  joined  the  announcing 
staff  of  WDSU,  New  Orleans.  Edward 
G.  Lueders  and  Allan  H.  Ferguson, 
Jr.,  are  new  members  of  the  guide 
staff  of  NBC-Chicago. 
HENRY  D.  LIVEZEY,  former  Chi- 

cago investment  salesman,  has  joined 
NBC-Chicago  as  guest  relations  man- 

ager. BLYTHE  MILLER,  new  to  radio,  has 
joined  KOY,  Phoenix,  as  commenta- 

tor and  conducts  a  twice-weekly 
quarter-hour  of  news  directed  to 
women. 
BILL  DAVIS,  sportscaster  of  KDRO. 
Sedalia,  Mo.,  recently  married  Irene 
Vaughan,  of  Sedalia. 

GENE  HALLIDAY,  will  supervise 
scheduling  and  production  of  national 
and  local  spot  announcements  of  KSL, 
Salt  Lake  City,  in  changes  announced 
by  Glenn  Shaw,  production  manager. 
Lynn  McKinley  of  the  production  staff 
has  been  appointed  supervisor  of  the 
transcription  library  and  Mary  DeLa- 
Mare  was  placed  in  charge  of  sound effects. 

CHARLES  THOMPSON,  formerly  an 
announcer  of  WEEU-WRAW,  Read- 

ing, Pa.,  has  joined  the  announcing 
staff  of  WKBN,  Youngstown,  Ohio. 
CLIF  DANIEL,  program  director  of 
WCAE,  Pittsburgh,  recently  took  his 
first  solo  flight  at  nearby  Butler  air- port. Bill  Schroeder,  sales  manager, 
and  Tom  Thumb,  are  taking  prelimi- 

nary flight  lessons. 
FRED  HEIDER  has  resigned  from 
the  NBC,  New  York,  script  department 
to  accept  a  position  with  the  radio  sec- tion of  the  American  Red  Cross  in 
Washington. 

WES  BATTBRSEA,  free  lance  an- nouncer, has  joined  KLZ,  Denver. 
PATRICIA  McKEVITT,  formerly  a 
reporter  of  the  Spokane  Spokesman- Review  and  a  copywriter  with  Western 
Adv.  Agency,  Seattle,  has  joined  the 
publicity  department  of  KIRO,  Seattle. 
Fordon  Davis,  formerly  with  KVI,  Ta- 
coma,  and  WILL,  Urbana,  111.,  has 
joined  the  continuity  department  of 
KIRO.  EUeta  BuUard,  formerly  of 
KPDN,  Pampa,  Tex.,  has  joined  the 
station's  traffic  department. 
ARNOLD  MARQUIS,  NBC  Holly- 

wood producer,  is  the  father  of  a  girl 
born  July  6. 
MARY  A  MATTY  AS,  vocalist  at 
WHCU,  Ithaca,  N.  Y.,  is  on  a  con- cert tour  of  Midwestern  cities. 

LA  DONNA  HARRELL,  15-year-old accordionist  and  singer,  has  joined  the 
talent  staff  of  WDZ,  Tuscola,  111. 

GEORGE  R.  REED,  student  of  Al- 
bion College,  has  joined  the  announc- ing staff  of  WIBM,  Jackson,  Mich. 

JACK  KEARNEY,  night  club  and 
band  booking  agent,  has  resigned  from 
Music  Corp.  of  America,  to  assume 
the  direction  of  the  night-club  band division  of  the  National  Concert  & Artists  Corp. 

BILL  BURNETTE,  formerly  of 
WORD,  Spartanburg,  S.  C  has  joined 
the  announcing  staff  of  WCOS,  Colum- bia, S.  C. 
EUGEN  SAFFERN,  graduate  of  the 
Missouri  U  School  of  Journalism,  has 
joined  the  staff  of  KWK,  St.  Louis, 
as  assistant  news  editor.  Saffern  pre- 

viously wrote  news  for  the  university 
station  KFRU,  and  worked  as  a  re- 

porter on  the  Colurnbia  (Mo.)  Mis- sourian. 
HAROLD  OILMAN  has  been  elevated 
to  program  director  of  WSLB,  Ogdens- 
burg,  N.  Y.  Ellen  Emery,  new  to  radio, 
has  joined  the  announcing  staff  as 
women's  commentator. 

WRAK 

Williamsport,  Pennsylvania, 
is 

Serving  a  busy  indus- 
trial, farm  and  war  pro- 

ducing market.  With 
more  income  for  more 

buying,  Williamsport  is 
an  ideal  test  town. 

—  NBC  — 

Representatives 
J.  P.  McKinney  and  Son 

''SOMETHING  NEW  KIN  BE  AVVtV  TO 
YOUR  RED  RIVER  VALLEY  SALES 

VOLUME/  TRY  A  FEW  SPOTS  ON 

WDAY-AND  SEE  FER  YOVRSELfr' 

WDAY 

FARGO,  N.  D. 

5000  WATTS-NBC 
AFFILIATED  WITH  THE 

FARGO  FORUM 

F1l£E&P£T£RS,  NAT'i  REPRESENTATIVES 

Page  36  •  July  20,  1942 BROADCASTING  •  Broadcast  Advertising 



EILEEN  FLAKE 

EILEEN  FLAKE,  traffic
  man- 

ager of  WBAP-KGKO,  Fort 
Worth,  went  to  work  for 
WBAP  on  March  29,  1925, 

her  initial  duties  consisting  of 
playing  hostess  to  gaping  studio 
visitors  and  answering  telephonic 

requests  for  The  Prisoner's  Song, song  rage  of  the  time. 
By  1926  she  was  doing  the  above 

work  plus  writing  a  radio  gossip 
column  for  the  Fort  Worth  Star- 
Telegram.  This  popular  literary 
effort  was  known  as  "Studio 
Static".  Between  paragraphs Eileen  found  time  to  exercise  her 
histrionic  abilities  as  "the  first 
soap  opera  queen  in  the  great 
Southwest". 
When  WBAP  passed  from  the 

sustaining  into  the  sponsorship  era 
Miss  Flake  became  traffic  manager 
and  secretary  to  Manager  George 
Cranston.  Upon  the  merger  of 
WBAP  and  KGKO  in  June,  1940, 
Miss  Flake  became  traffic  manager 
of  both  stations. 

GENE  CLARK,  former  NBC  staff 
writer  in  San  Francisco,  has  been 
transferred  to  the  network's  New  York 
office  as  scripter  for  Ted  Steele's Studio  Glut),  the  format  of  which  is 
being  changed,  and  for  Dough-Re-Mi 
new  musical  game  series. 
WILLIAM  SERQUE,  traffic  manager 
of  WTAR,  Norfolk,  Va.,  is  the  father 
of  a  baby  boy,  Peter  Arnould. 

^EVD
 

NEW  YORK'S  STATION  OF 
DISTINCTIVE  FEATURES 

NOW  5000  WATTS 

The  aniqoe  position  of  WEVD  with  a  large 
'  lection  of  Metropolitan  New  York's  radio 
>  audience  is  evidenced  by^— 

(1).  The  feature  boxes  of  newspaper 
radio  pro-am  pages 

(2.)  The  large  number  of  famons  adver- 
tisers on  the  station  continuously 

year  after  year. 
*  Atk   for   "Who's    Who    On    WEVD*'   ,    •  . sen(  on  request* 

WEVD 
117-119   West  46th  St.,   New  York,   N.  Y. 

DAVE  TYSON,  chief  announcer  of 
WWSW,  Pittsburgh,  has  taken  a  leave 
of  absence  to  serve  as  director  of  chil- 

dren's activities  at  Steel  Pier,  Atlantic 
City,  where  he  is  known  as  "Daddy 

Dave." 
GORDON  BURKE,  formerly  KPAS, 
Pasadena,  Cal.,  announcer,  and  prior 
to  that  on  the  staff  of  KGMB,  Hono- 

lulu, has  joined  KHJ,  Hollywood,  in 
a  similar  capacity. 

THOMAS  .J.  DiMATTEO,  draftsman 
in  the  BLUE  research  department,  has 
joined  the  Army. 

HELEN  LIBERI  has  joined  the  staff 
of  the  program  department  of  WOR, 
New  York,  replacing  Elaine  Ross,  re- 

signed. Doris  Broder  has  been  added 
to  the  WOR  music  library,  succeeding 
Phyllis  Rappaport  who  resigned  to 
join  the  New  York  Public  Library. 

PHIL  RYDER,  formerly  head  of  the 
guest  relations  staff  of  KPO,  San 
Francisco,  has  been  transferred  to  the 
sound  effects  division  of  NBC.  Borrie 
Hyman  replaces  Ryder. 
EDDIE  POLA,  former  NBC  producer, 
has  joined  WNEW,  New  York,  in  the 
new  post  of  program  director  for  the 
station's  expanded  schedule  of  live  tal- ent programs.  He  will  work  with  Bill 
McGrath,  WNEW  program  manager. 

RICHARD  LEVY,  son  of  I.  D.  Levy, 
executive  of  WCAU,  Philadelphia,  and 
acting  head  of  the  station,  has  joined 
the  staff  of  WCAU's  newsroom. 
FRIEDA  BLOOM,  of  the  continuity 
department  of  WFIL,  Philadelphia, 
and  Sydney  Levy,  will  be  married 
July  26. 
FRED  NILES.  formerly  of  KGLO, 
Mason  City,  la.,  and  before  that  of 
KVFD.  Ft.  Dodge,  and  WHA.  Madi- 

son, Wis.,  has  joined  the  announcing 
stai?  of  WAAF,  Chicago. 

JAMES  McGUINN,  of  the  press  de- 
partment of  NBC-Chicago,  is  the 

father  of  a  boy,  James  J.  McGuinn  III, 
born  July  13. 

BILL  DEMEY,  formerly  of  WSMK, 
Dayton,  and  WKBV,  Richmond,  Ind., 
has  joined  the  announcing  staff  of 
WLOK,  Lima,  O. 

BOB  DIXON,  formerly  of  WHYN, 
Holyoke,  Mass.,  has  joined  the  an- nouncing staff  of  WTAG,  Worcester, 
replacing  CUve  Davis  who  is  now  with 
the  BLUE  network. 

HAROLD  A.  SAFFORD.  program  di- 
rector of  WLS,  Chicago,  has  returned 

to  Chicago  after  five  weeks  in  Tucson 
supervising  reorganization  of  KTUC, 
affiliated  with  the  WLS  ownership. 

Howard  A.  Miller  Given 

Commission  in  the  Navy 

CONSIDERED  the  youngest  sta- 
tion official  when  he  was  granted  a 

license  and  founded  the  Galesburg 
Broadcasting  Co.  in  1937,  Howard 
A.  Miller,  president  and  general 
manager  of  WGIL,  Galesburg,  111., 
has  been  commissioned  an  ensign 
in  the  Naval  Reserve  and  will  re- 

port to  Harvard  U  for  training  on 

August  1. Prior  to  entering  the  radio  field, 
Mr.  Miller  was  in  public  relations 
work,  associated  with  his  brother, 
Harry  B.  Miller  Jr.,  now  also  in 
the  Navy  as  a  lieutenant  j.g.,  and 
Lou  Cowan. 

Broholm   Heads   WLS  Continuity 
RAY  BROHOLM,  saleseman  of  WLS, 
Chicago,  and  before  that  advertising 
manager  of  American  Gas  Machine 
Co.,  Albert  Lea,  Minn.,  has  been  ap- 

pointed continuity  director  of  WLS, 
succeeding  Frank  Baker  who  resigned 
to  join  WJWC,  Hammond.  Jerry 
Walker,  formerly  of  KOAC,  Corvallis. 
Ore.,  and  KWSC,  Pullman,  Ore.,  has 
joined  WLS,  replacing  Bill  Adama, 
now  in  the  Army  Signal  Corps. 

ike  ̂ ultome'L  J7i  ike 

L/octo'L 

Just  how  "well"  or  how  "sick"  an  advertising 

medium  may  be  depends  on  the  "DOCTOR" — 
and  he's  none  other  than  the  ADVERTISER. 

Here's  what  an  important  advertising  agency 

has  to  say  about  WWVA's  "health": 

"JFe  don't  mind  telling 

you  WWVA  is  the  best 

station  on  our  clients^ 
listr 

Let  Us  Be  the  Best  on 

YOUR  list: 

We  Talk  to  the 

Masses  in — 
Eastern  Ohio 

Western 

Pennsylvania 

and  West  Va. 
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lAMOUS  DETECTIVES  from 
well-known  mystery  stories 
will  be  presented  in  dramati- 

zations of  the  murder  cases 
they  have  solved  in  Murder  Clinic, 
weekly  series  starting  on  MBS  July 
21.  The  series  opens  with  E.  C. 

Bentley's  "The  Ordinary  Hairpins", 
with  Philip  Trent,  portrait  painter, 
as  the  principal  character.  Other 
fictional  detectives  who  will  step 

from  the  pages  of  best-selling 
thrillers  will  be:  Reginald  Fortune, 
Uncle  Abner,  Monsieur  Dupin  and 
Max  Carrados.  The  works  of  Edgar 
Allen  Poe,  Edgar  Wallace,  T.  _S. 
Stribling  and  other  mystery  writ- ers will  be  featured. 

War  Heroes 
AMERICAN  HEROES  are  heard 
in  a  series  of  transcribed  interviews 
at  the  close  of  Lone  Ranger  pro- 

grams on  BLUE,  in  connection 
with  The  Lone  Ranger  Victory 
Corps,  a  nationwide  group  of  boys 
and  girls  organized  to  help  win  the 
war  on  the  heme  front.  First  of  the 
series,  prepared  in  cooperation  with 
the  Army  and  Navy,  presented  Lt. 
Elliott  Vandevanter,  who  was 
awarded  the  Distinguished  Flying 
Cross  for  his  part  in  a  raid  on  a 
Japanese  landing  party  in  the 
Philippines. 

*      *      * , 

DEVOTING  each  program  to  some 
agency  in  America's  war  effort WCKY,  Cincinnati,  each  Saturday 
morning  presents  Off  the  Record. 
Program  includes  current  popular 
music  with  the  patriotic  talks  and 
dramatizations. 

Mf  PROGPAMS 

Canadian  Information  , 

A  COMPREHENSIVE  report  of 
the  Canadian  scene  from  every 
angle  will  be  featured  in  a  series 
of  13  or  more  weekly  programs 
starting  in  the  fall  on  the  national 
network  of  the  Canadian  Broad- 

casting Corp.  This,  Our  Canada  will 
be  a  Sunday  evening  45-minute 
presentation  following  the  national 
news  summary  and  will  picture 
Canada  as  an  entity.  The  program 
is  being  produced  by  the  CBC  Fea- 

tures Department,  is  written  by 
Gerald  Noxon,  has  a  new  all-Cana- 

dian music  score,  and  is  being  pro- 
duced in  conjunction  with  a  num- 

ber of  Adult  Education  Groups. 
It  is  reported  to  be  the  most  am- 

bitious CBC  program  undertaking 
in  its  history. 

Phoning  Farmers 
TO  KEEP  ABREAST  with  farm 
problems  in  Central  Illinois  without 
using  tires  and  gas,  Clair  B.  Hull, 
manager  of  WDZ,  Tuscola,  111.,  has 
started  a  noonday  program  five 
days  weekly  consisting  of  telephone 
interviews  with  farmers  in  the  area. *      *  * 

10% 

CONCENTRATED  on  war  sav- 
ings, the  Ten  Percent  Club  is  pre- 

sented weekly  on  WMEX,  Boston, 
with  a  variety  show  by  the  com- 

bined talents  of  the  WMEX  staff. 

T 10  TEL  THl? 

1) 

asks  Suzy  our  Steno.  "If  you  do,  tell 
them  in  the  WSA  "I  OPENER",  mailed 
monthly  to  4,500  dealers  and  whole- 

salers. Its  interesting  columns  tell  about 
your  program,  encourage  preferred 
merchandising  of  your  product  .  .  . 
ANOTHER  reason  V\^SAI  means  EXTRA 

RESULTS  in  Cincinnati." 

IT  SELLS    FASTER   IF  IT'S 

WSAI'S   SALES  AIDS 
1 .  Street    car    and  bus 

cards 2.  Neon  Signs 
3.  Display  Cards 
4.  Newspaper  Ads 
5.  Taxicab  Covers 
6.  Downtown  Window Displays 
7.  House-organ 
8.  "Meet    the  Sponsor" Broadcast 
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Guess  The  Song 
TO  STIMULATE  War  Bond  and 
stamp  sales,  weekly  one-hour  BLUE 
audience  participation  program,  at 
Los  Angeles  Ambassador  Ho- 

tel featuring  Freddy  Martin's  or- chestra, was  inaugurated  July  12, 
Sunday,  11-12  p.m.  (PWT).  Con- 

testants, selected  by  matching  table 
nuinbers  with  those  drawn  by  Hank 
Weaver,  m.c,  attempt  to  guess 
titles  of  an  orchestra  medley. 
Played  on  a  win,  show  or  place 
basis,  purchase  of  a  predetermined 
number  of  War  Bonds  or  Stamps 
in  each  division  is  the  forfeit  for 
an  incorrect  guess.  Accurate  an- 

swer obligates  musicians  to  do  the 
purchasing  and  also  brings  the 
winner  a  phonograph  album  of  that 
orchestra's  music. 

Station  vs.  Station 
WITH  war  stamps  as  prizes  for 
correctly  answered  questions,  Quiz 
of  the  Coast,  weekly  half-hour  sta- 

tion versus  station  contest,  cur- 
rently alternates  between  studio 

audiences  of  KHJ,  Hollywood,  and 
KFRC,  San  Francisco,  in  a  two- 
way  duel  of  wits.  Participants  are 
selected  at  random  from  audiences. 
Following  establishment  of  respec- 

tive north-south  batting  averages, 
challenges  will  be  issued  by  KFRE, 
Fresno,  and  KGB,  San  Diego. 

Red  Cross 
WAR  SERVICES  performed  by 
Red  Cross  workers,  and  the  need 
for  volunteers,  are  interwoven  in  a 
transcribed  quarter-hour  series  on 
WWRL,  New  York,  titled  Front- 
lines  of  Mercy.  In  addition  to 
dramatizations  of  different  phases 
of  the  work  of  the  American  Red 
Cross,  the  programs  present  mili- 

tary leaders  and  public  officials  as 
guest  speakers. 

*  *  ;|: 
Irish  and  Scotch 

GAELIC  language  recordings  im- 
ported from  Ireland  and  Scotland 

are  featured  in  the  program  Celtic 
Melodies  on  KYA,  San  Francisco, 
each  Sunday.  The  background  of 
each  selection  is  discussed  informal- 

ly by  J.  C.  MacDonald-Hay,  au- thority on  Gaelic,  and  Lenn  Curley, 
KYA  announcer. 

Medley  Contest 
A  MUSICAL  GAME  program  with 
cash  prizes  presented  on  NBC  and 
titled  Dough  Re  Mi,  features  a  con- test medley  of  ten  tunes,  played  by 
Paul  Lavalle's  Orchestra.  Listeners 
are  asked  to  spot  a  key  word  in  the 
titles  of  at  least  five  of  the  melo- 

dies. Using  only  words  beginning 
with  the  first  letter  of  the  key 
words,  contestants  send  in  five- 
word  alliterative  slogans,  com- 

ments or  descriptions  about  the 
program  or  any  participating  art- 

ist. Weekly  cash  prizes  are  award- ed for  the  best  entry. 

Tips  To  Brides 
AIMED  at  newlyweds,  a  new 
thrice-weekly  quarter-hour  program 
of  kitchen  hints  titled  How  to  Win 
and  Keep  a  Husband,  has  been 
started  on  KFI,  Los  Angeles.  Built 
around  latest  nutritional  discov- 

eries and  methods  of  food  prepara- 
tion, the  series  is  conducted  by 

Agnes  White,  home  economics  ex- 

pert. 

Kiddie  Club 
CHILDREN  have  a  club  of  their 
own  organized  by  WCED,  Dubois, 

Pa.,  called  Vacation  Club  broad- 
cast Monday  through  Friday.  After 

obtaining  membership  all  the  kid- dies who  obtained  cards  that  week 
meet  at  the  studios  each  Saturday 
and  are  led  off  on  a  picnic  and 
hike. 

*  * 

George,  The  Fan 
LEVITY  is  the  keynote  of  a 

comedy  revue  with  musical  inter- 
ludes on  WOR,  New  York,  titled 

Nothing  Serious.  Caswell  Adams, 

sports  writer  of  the  A'^.  Y.  Herald Tribune,  m.c.'s  the  show  and 
George  Mathews,  comedian,  plays 
the  part  of  a  typical  sports  fan. 

See  Philly 

A  PROGRAM  to  alleviate  travel 
troubles,  has  been  started  on  WFIL, 
Philadelphia.  Called  On  Foot,  the 
program  in  travelogue  style  lists 
attractive  places  Philadelphians 
may  visit  without  using  gasoline 
and  tires,  and  is  sponsored  by  the 
Philadelphia  &  Western  Railway 
Co.,  suburban  trolley  lines. 

*  *  * 

Reading  The  Funnies 
A  DAILY  REVIEW  of  the  news- 

paper comic  strips  is  sponsored  by 
the  Philadelphia  Daily  News  on 
WDAS,  Philadelphia,  each  day  for 
15  minutes.  On  the  Daily  News 
Comic  Page  of  the  Air. 
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RICHARD  DIGGS,  co-director  with 
Blayne  Butcher  of  the  radio  depart- ment of  Lenneu  &  Mitchell,  New  Torli, 
has  resigned  to  join  the  OWI  in  San 
Francisco.  Butcher  will  serve  as  act- 

ing head  of  the  department. 
JOHN  LEINBACH,  formerly  on  the 
radio  scriptwritiug  staff  of  .7.  Walter 
Thompson  Co.,  New  York,  has  joined 
the  U.  S.  Ambulance  Corps. 
JOHN  DeNBRO,  who  has  served  for 
the  past  five  years  as  art  director  on 
the  RCA  account  for  Lord  &  Thomas. 
New  York,  has  been  appointed  head 
art  director  of  the  agency.  DeNero  was 
previously  with  J.  Walter  Thompson 
and  Benton  &  Bowles,  New  York 
firms. 

EDWARD  BRASH,  formerly  of  Se- 
gall  Adv.  Agency,  San  Francisco  but 
more  recently  sales  promotion  director 
of  Hastings  Clothing  Co.,  and  Miss 
La  Bess  Eisen  were  married  recently. 

NORMAN  F.  D'EVELYN.  part  own- 
er of  the  D'Evelyn  &  Wadsworth  Adv. 

Agency,  San  Francisco,  recently  joined 
the  Engineers  Corps  of  the  Army  with 
rank  of  captain. 
JOHN  D.  MORGAN,  formerly  radio 
director  of  Phil  Gordon  Agency,  Chi- 

cago, and  holder  of  a  first  class  ama- 
teur operator's  license,  is  on  leave  as a  CAA  instructor  in  electronics  in 

Minneapolis. 
JACK  SAYERS,  formerly  West  Coast 
publicity  director  of  Young  &  Rubicam 
and  currently  in  New  York,  will  man- 

age Hollywood  offices  of  George  Gal- 
lup Co.,  to  be  established  in  late  July. 

MARY  BILLS  has  resigned  as  secre- 
tary to  Conrad  Krebs  of  RKO  Radio 

Pictures  publicity  department  to  join 
the  radio  division  of  Myron  Selznick 
Ltd.,  Beverly  Hills,  Cal.,  talent  service. 
AMORY  ECKLEY,  Hollywood  radio 
executive  of  Music  Corp.  of  America, 
as  been  commissioned  a  lieutenant  in 
the  Army  Air  Forces  and  is  stationed 
in  Florida  for  ground  crew  instruction. 

COMPTON  ADV.  Inc.,  has  discon- 
tinued its  Hollywood  radio  production 

ofiices. 
S.  DUANE  LYON  Inc.,  New  York, 
has  taken  additional  office  space  ad- 

joining its  quarters  at  9  Rockefeller 
Plaza. 

OPERATION  PROVES 

FATAL  TO  ECKHARDT 

HENRY  ECKHARDT,  48,  chair- 
man of  the  Board  of  Kenyon  &  Eck- 

hardt,  New  York,  died  July  12  at 
Roosevelt  Hospital,  New  York, 
following  an  operation  and  one 
month's  illness.  Prominent  in  adver- 

tising circles,  Mr.  Eckhardt  also 
was  chairman  of  the  board  of  direc- 

tors of  the  Kenyon  Research  Corp., 
and  was  formerly  a  director  of 
the  Advertising  Research  Founda- 

tion and  chairman  of  the  board  of 
the  American  Assn.  of  Advertising 
Agencies. 

A  graduate  of  Columbia  U,  Mr. 
Eckhardt  first  worked  in  the  circu- 

lation department  of  the  Pittsburgh 
Post  as  an  advertising  copywriter 
and  later  promotion  manager  of 
The  New  York  Post.  He  spent  seven 
years  as  copywriter  for  Federal 
Adv.  Agency,  New  York,  and  one 
year  in  the  Army  before  joining 
Ray  D.  Lillibridge  Inc.,  where  he 
became  executive  vice-president  in 
1928. 

In  1929,  he  and  Otis  A.  Kenyon 
purchased  Mr.  Lillibridge's  interest 
in  the  agency,  changing  its  name  to 
Kenyon  &  Eckhardt.  Mr.  Eckhardt 
was  president  until  1937  when  he 
"was  made  chairman. 

Bailey  in  Charge 

ARTHUR  A.  BAILEY,  formef  as- 
sistant to  Ward  Wheelock,  presi- 

dent of  the  Philadelphia  and  New 
York  agency  of  the  same  name, 
has  been  elected  executive  vice- 
president  to  take  over  operations 
while  Mr.  Wheelock  serves  in  the 
Army  Air  Force.  Col.  Ralph  K. 
Strassman  continues  as  vice-presi- 

dent at  the  New  Yoi'k  offices. 

LIKED  THE  STARS 

Survey  Shows  Reader  Reaction 
 To  Advertisements  

Kellogg  Retains 
ALTHOUGH  Kellogg  Co.,  Battle 
Creek,  has  issued  cancellations  to 
take  effect  July  25  on  the  one- 
minute  announcements  for  Rice 
Krispies  which  have  been  running 
on  almost  100  stations  10  times 
weekly,  the  company  intends  to 
maintain  its  current  spot  schedules 
on  Pep  and  Corn  Flakes.  In  addi- 

tion, Kellogg  will  be  back  on  the 
air  with  announcements  for  All- 
Bran  to  start  in  early  fall.  J.  Wal- 

ter Thompson  Co.,  Chicago,  is 
agency  for  Corn  Fakes  and  Rice 
Krispies,  and  Kenyon  &  Eckhardt, 
New  York,  for  Pep  and  All-Bran. 

IN  A  SURVEY  of  reader  interest 
in  the  advertising  columns  of  the 
Mirmeapolis  Star  Journal,  the  Ad- 

vertising Research  Foundation  Inc., 
New  York,  reports  that  three  radio 
station  advertisements  obtained 
high  percentages  of  readers 
through  display  of  program  stars' 
pictures. The  survey  states  that  two  200- line  ads  attracted  17%  and  16% 
respectively  of  men  reading  the 
newspaper.  Among  women  32%  and 
30%  were  attracted.  A  100-line  ad- 

vertisement, the  report  adds,  at- 
tracted 13%  of  the  men  and  29% 

of  the  women.  The  foundation  is 
sponsored  jointly  by  the  Assn.  of 
National  Advertisers  and  the  Amer- 

ican Assn.  of  Advertising  Agencies. 

KEYSTONE  Broadcasting  System  has 
added  the  following  stations :  WALL. 
Middletown.  N.  Y. ;  WFMD,  Freder- 

ick, Md. ;  KFQD,  Anchorage,  Alaska. 

KYA  Plans  to  Operate 

Without  Net  Affiliation 
KYA,  San  Francisco,  which  on 
July  28  passes  into  the  hands  of 
the  Palo  Alto  Radio  Station  Inc., 
will  have  no  chain  or  network  affili- 

ations when  taken  over  by  the  new 
group  headed  by  Wilfred  L.  Davis, 
president  and  general  manager.  Mr. 
Davis  emphasized  that  while  the 
purchasing  group  has  a  distinct 
university  flavor,  being  connected 
with  Leland  Stanford,  there  were 
no  plans  or  projects  which  would 
tend  to  place  the  station  in  any 
specialized  bracket  or  field. 

Mr.  Davis  brings  a  varied  back- 
ground of  exeprience  in  the  field  of 

music  and  entertainment.  While  a 
student  at  Stanford,  he  organized 
the  university  concert  series  in 
1926.  After  graduation  he  man- 

aged the  San  Francisco  Grand 
Opera  Company.  From  1928  to  1931 
he  was  manager  of  that  opera  com- 

pany. In  1936  he  managed  the 
Northwest  Concert  Division  of CBS. 
KYA  was  sold  to  the  Palo  Alto 

group  for  $50,000  by  Hearst  Radio. i—mMitliSci  ft. 
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MR.  RADIO  EXECUTIVE: 

Your  time  is  valuable 

while  you're  in  New 
York.  That ' s  why  we 
want  you  to  stay  with 
us  at  the  Roosevelt. 

You'll  be  only  a  few 
steps  from  your  repre- 

sentative, your  network 
and  the  radio  agencies. 
Our  private  passageway 
from  Grand  Central 

Station  leads  right  to 
the  lobby  where  you 
can  register  for  a  com- 

fortable room  and  bath 
from  $4.50. 

Our  Men's  Bar  is 
radio-famous  and  the 
meals  are  delicious 
whether  you  eat  in  the 
Grill,  the  Colonial 
Room  or  the  Coffee 

Shop.  There  is  dancing 
in  the  Grill  every 
evening  except  Sunday. 

HOTEL 

Roosevelt 
MADISON  AVE.  AT  45th  ST.,  NEW  YORK 

BERNAM  G.  MINES,  Monogmg  Director 

AVSAI,  Ciucinuati,  dedicated  its  uew 
downtown  newsroom  July  17  with  a 
broadcast  featuring  introduction  of 
WLW-WSAI  newscasters  by  Judge 
AVilliam  Handley.  Tlie  newsroom  ad- 

joins the  lobby  of  the  new  Telenews 
Theatre  and  will  open  simultaneously 
with  the  playhouse.  Full  AP,  INS  and 
Reuters  news  reports  will  be  received 
in  the  newsroom  in  addition  to  the  sta- 

tion's staff  reports  and  those  of  the Cincinnati  Enquirer.  A  special  teletype 
system  has  been  installed  to  connect 
the  newsroom  with  studies  in  the  Cros- 
ley  Bldg.,  several  miles  from  the  down- town district.  AP  bulletins  will  be 
posted  in  the  Telenews  Theatre  lobby. 
LESLIE  W.  JOY,  general  manager  of 
KYW,  Philadelphia,  announced  that 
with  100%  of  its  personnel  signed  up 
for  company-deducted  war  saving 
bonds,  8%  of  KYW's  gross  payroll  is 
now  helloing  further  the  nation's  war effort.  In  addition  to  the  sale  of  bonds, 
the  KYW  auditor's  office  has  set  up  a 
stand  trading  war  savings  stamps  for 
all  spare  change. 
FAREWELL  party  was  tendered  by 
the  staff  of  WGAR,  Cleveland,  to  Lt. 
Elmer  Krause,  personnel  manager  and 
auditor  of  the  station,  who  was  re- 

cently commissioned  in  the  Army  Air 

Force. 
MORE  than  34  NBC  Hollywood  em- 

ployes are  now  serving  in  the  United 
States  armed  forces  in  this  country  and 
abroad. 

MUZAK,  New  York,  breaking  its 
policy  of  not  employing  women  in  the 
program  department,  has  added  Betty 
Felter  and  Virginia  Foster  to  assist 
Ben ,  Selvin,  head  of  the  department. 
Miss  Felter  was  previously  associated 
with  Mademoiselle,  fashion  magazine. 
Miss  Foster  was  formerly  with  the 
program  department  of  WPAT,  Pater- son,  N.  J. 

1/  you  want  the  Right  Side 

. . .  choose  the  RED  SIDE! 

Because  the  Right  Side 

is  the  Red  Side 

IN  THE  CHARLOTTE  MARKET 

NBC  Red  Programs 

-f-  A.  P«  News  Service 

-j-  Local  Preference 

-j-  WSOC  Showmanship 

+  WSOC  Sales 
Promotion. 

Which  adds  up  to  -  -  WSOC  Keeps  'em Listening 

WSOC 

Charlotte,  North  CaroUna 

National  Representatives 

HEADLEY  REED  CO. 

NEW  YORK  -  DETROIT  -  CHICAGO  -  ATLANTA 
SAN  FRANCISCO 

GUEST  HAWKSHAW  on  a  re- 
cent Ellery  Queen  broadcast  on 

NBC  was  none  other  than  Arthur 
Simon,  general  manager  of  WPEN, 
Philadelphia,  who  with  Ellen  Al- 
lardice,  a  model,  sought  to  solve 
the  robbery  perpetrated  during  the 
preceding  drama.  P.  S. — The  thief 
would  have  escaped  for  the  ama- 

teur sleuths  both  named  the  wrong 
suspect. 

TO  BRITISH  WOMEN  engaged  in 
war  worlv,  Marjorie  Brook,  of  the 
editorial  stafE  of  the  NBC  Interna- 

tional Division,  adddresses  a  weekly 
shortwave  series  of  news  of  American 
women's  war  efforts,  titled  One  Wo- 

man to  Another.  In  addition  to  cover- 
ing the  activities  of  women  in  war 

organizations  and  industries.  Miss 
Brook,  formerly  associated  with  the 
Ladies  Home  Journal,  includes  infor- 

mal talks  on  current  fashions  and 
the  efiEect  of  various  war  measures, 
such  as  rationing,  on  the  home. 
IN  LINE  with  its  earlier  announced 
policy,  WTRY,  Troy,  N.  T.,  has  dis- tributed a  bonus  to  employes  for  the 
second  quarter,  according  to  an  an- 

nouncement last  week  by  William 
Riple,  manager. 
PROGRAMMED  as  a  regular  feature 
of  the  MBS  network,  The  Army  & 
'Navy  House  Party,  originated  by  the Yankee  network,  is  now  heard  every 
Saturday  12-12:30  p.m.  Members  of 
the  armed  services  weekly  augment 
the  regular  Party  cast  which  includes 
Tuth  Owens,  soprano ;  George  Wheel- er, tenor ;  Frank  Cronin,  organist ; 
Ted  Cole,  baritone,  formerly  featured 
with  Ruby  Newman's  orchestra ;  Leo 
Egan  as  m.c.  andd  Bobby  Norris  lead- 

ing a  14-piece  orchestra. 
WROK.  Rockford.  Ill,  through  Man- ager Walter  M.  Koessler  announced 
that  the  21  employes  are  100%  behind 
the  Treasury's  payroll  deduction  plan for  the  purchase  of  war  bonds. 
HOW  the  housewife  can  aid  in  war 
work  at  home  is  explained  during 
the  new  morale  building  program  re- 

cently started  on  KOY,  Phoenix.  Titled 
There's  Work  for  Women,  Too,  the 
commentary  is  conducted  by  Eliza- beth Taylor. 

TO  HELP  housewives  practice  war- time economy  in  home  management, 
MBS  presents  Penny  Wise  with  Mrs. 
Charlotte  Nelson  Faulkner,  home  man- 

agement expert.  Program  has  been 
heard  for  the  past  year  on  WGRC, 
Louisville. 

KXL,  Portland,  is  now  presenting  two 
half  hour  programs  daily  of  Govern- 

ment messages  in  addition  to  inter- 
mittent spot  and  transcribed  announce- ments. The  programs  are  entitled  Your 

Government  Speaks  and  include  State 
and  local  Government  messages  as 
well  as  Federal. 

HELEN  CIECIUCH,  widow  of  Leon 
Cieciuch,  Polish  announcer  killed  in 
an  automobile  accident  several  months 
ago,  conducts  the  Polish  program 
broadcast  by  her  husband  for  16  years 
over  WHOM,  Jersey  City,  and  other 
New  York  stations.  No  newcomer  to 
radio,  Mrs.  Cieciuch  substituted  for 
her  husband  once  a  year  for  12  years, 
during  his  annual  visits  to  Poland. 

GROUND  BREAKING  ceremonies 
for  the  new  S5-million  dollar  Pratt  ct 
Whituej'  aircraft  engine  plant  marked 
the  first  broadcast  of  the  newly-formed 
Greater  Kansas  City  Network,  which 
includes  WDAF,  WHB,  KMBC, 
KCKN  aud  KITE.  WHB  fed  the 
July  4  program  to  member  stations  as 
well  as  to  Mutual's  Kansas  State  Net- work. 

AS  ONE  of  a  series  of  salutes  to 
Northern  California  trade  and  indus- 

trial organizations,  KGO,  San  Fran- 
cisco, recently  presented  Radio  Goes  to 

War,  before  the  San  Francisco  Elec- 
trical Club's  final  mid-year  luncheon 

meeting.  It  took  the  form  of  a  half- 
hour  program  featuring  dramatizations 
of  highlight  episodes  in  World  War  II, 
music  by  the  house  orchestra  and  an 
insight  into  how  radio  handles  the 
news.  In  two  earlier  programs,  themes 
were  keyed  to  suit  the  interests  of 
grocer  and  pharmaceutical  groups. 
ACCENTING  the  farmer  because  of 
his  importance  in  the  war  effort, 
WCCO,  Minneapolis,  has  increased  its 
agricultural  programming.  Lawrence 
Haeg,  newly-appointed  agricultural  di- 

rector ,is  conducting  a  six-weekly,  five- minute  summary  of  news  affecting  the 
farmer.  He  interviews  experts  Tuesday 
and  Thursday  to  explain  transporta- 

tion pooling,  grain  storage,  crop  insur- 
ance, manpower  and  other  topics.  Spe- cial broadcasts  are  also  arranged. 

WDZ,  Tuscola,  111.,  during  the  week 
of  July  4  gave  the  entire  talent  staff 
a  week  vacation  and  used  transcrip- 

tions, instead  of  following  the  usual 
practice  of  staggering  vacation  time 
throughout  the  summer. 
SINCE  the  day  after  Pearl  Harbor, 
KWOC,  Poplar  Buff,  Mo.,  has  made 
a  daily  practice  of  going  off  the  air 
for  one  minute,  following  an  announce- 

ment urging  listeners  to  offer  "one minute  of  prayer  for  victory  of  the 
United  Nations."  P.  H.  Cunningham, 
general  manager  of  KWOC,  originated 
the  idea. 
BECAUSE  of  the  increasing  interest 
in  war  news  from  abroad,  messages 
from  American  soldiers  abroad  and  re- 

quests from  Government  agencies  for 
public  service  programs,  WWRL,  New 
York,  on  July  13  is  discontinuing  nine 
hours  of  its  foreign  language  programs 
in  German,  Italian  and  Jewish.  These 
programs  were  considered  by  the  sta- 

tion to  be  "unproductive,"  and  any commercial  commitments  during  those 
hours  will  be  consolidated  into  other 
periods  broadcasting  in  the  same languages. 

LESLIE  NICHOLS,  MBS  corre- 
spondent in  Cairo,  has  added  two 

broadcasts  to  his  schedule  of  Sunday 
and  Wednesday  reports  from  the 
Egyptian  capital.  Nichols  now  shares the  Tuesday,  9 :15  p.m.  period  on 
MBS  with  London  correspondents 
Arthur  Mann  and  John  Steele  on  al- 

ternate weeks,  and  is  heard  every 
Thursday  at  that  time  with  Arthur 
Mann. 

SPOTS! 

WHERE^ 

THEY'LL DO  THE  MOST  GOOD! 

TEXAS'  BOOMIKfi  fiOLF  COAST  INDUSTRIAL  AREA 

KwraMlitcd  by  HOWARD  H.  WIISON  COMPANY 
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WITH  the  20th  ann
iversary 

3f  WEAF,  New  York, 
scheduled  Aug.  16,  Sher- 

man Gregory,  station  man- 
ager, has  announced  a  con- 

test, open  to  NBC  New  York  em- 
ployes, for  the  six  best  ideas  for  a 

broadcast  for  the  occasion.  Prizes 
for  the  best  entries  will  be  Dobbs 
or  Stetson  hats,  or  war  stamps. 
One  person  may  win  six  hats  if  he 
or  she  submits  all  the  best  ideas. 

Serving  on  the  committee  of 
judges  under  the  chairmanship  of 
Mr.  Gregory  will  be  the  following 
NBC  officials:  A.  E.  Dale,  director 
of  information;  Chas.  B.  Brown, 
sales  promotion  manager;  C.  L. 
Menser,  vice-president  in  charge  of 
programs;  Clayland  T.  Morgan,  as- 

sistant to  the  president;  L.  H. 
Titterton,  manager  of  the  script 
division;  Irene  Kuhn,  coordinator  of 
program  promotion;  Ray  Nelson, 
production  manager.  Eastern  Divi- sion. 

Jokers'  Frolic 
A  BEER  AND  BUSTLE  picnic 
will  be  staged  by  the  press  depart- 

ment of  WOR,  New  York,  in  con- 
nection with  the  station's  joke  show, 

Can  You  Top  This,  on  Aug.  9  at 
Whitestone,  a  former  favorite  pic- 

nic spot  of  Little  Old  New  York. 
The  outing  will  be  keyed  to  the  con- 

fession of  the  program's  three  fun- 
nymen, Harry  Hershfield,  Joe 

Laurie  Jr.,  and  "Senator"  Ford, 
that  the  average  age  of  their  jokes 
is  fifty  years.  In  tribute  to  the  gay 
nineties,  admitted  source  books  of 
the  joke  experts,  all  guests  will  be 
required  to  come  in  authentic  cos- 

tumes of  the  period,  complete  to 
bustles  and  handle-bar  moustaches. 
Horses  and  buggies  will  be  pro- 

vided for  transportation  to  the 
scene  of  the  picnic,  early  American 
home  of  Roger  Bower,  director  of 
the  pi-ogram.  The  party  will  be  ar- 

ranged in  cooperation  with  the 
sponsors  of  the  show,  Kirkman  & 
Co.,  New  York,  makers  of  Kirk- 
man's  soap  products. 

Block  Party 
AS  A  KICKOFF  to  the  Retailers 

for  "Victory  drive  during  July, KROW,  Oakland,  Cal.,  inaugurated 
the  current  department  store  cam- 

paign in  that  city  on  its  Block 
Party,  a  community  goodwill  pro- 

motional program.  Following  up 
that  preliminary  feature,  Barbara 
Lee  Hi-Lite  program,  sponsored  by 
H.  C.  Capwell  Department  Store 
and  Man-on-the-Street,  sponsored 
by  Kahn's  Department  Store,  are 
featuring  the  retailer's  drive  dur- 

ing entire  month.  Publicity  carn- 
paign  is  coordinated  by  Phillip 
Lasky,  manager  of  that  station, 
and  Guy -Wolf,  of  the  Retail  Merch- 

ants Assn.  Other  retail  advertisers 
are  following  through  on  a  similar 
pattern. 

Program  Posters 
TO  PROMOTE  This  Nation  at 
War,  BLUE  series  presented  in  co- 

operation with  the  National  Assn. 
of  Manufactui-ers,  a  red,  white  and 
blue  bulletin  board  poster  is  being- 
distributed  in  conjunction  with  a 
list  of  BLUE  stations  to  which  the 
program  is  available.  Poster  de- 

picts a  map  of  the  U.  S.,  framed 
by  sketches  of  factory  workers  and 
war  production  plants. 

Anniversary  Ideas — Old  Fashioned  Picnic — Community 

Goodwill — July  4  Display — Detroit  Addresses 

House  Organs 
SPECIALIZING  in  news  of  inter- 

est to  local  listeners  and  personnel 
now  in  the  armed  forces,  the  KSL 
Courier  has  been  launched  by  Perry 
Driggs,  promotion  director  of  KSL, 
Salt  Lake  City.  Another  publica- 

tion, KSL  Farm  Service,  has  been 
instituted  by  Ted  Kimball,  KSL 
farm  director.  This  contains  farm- 

ing information  and  is  being  mailed 
to  all  4-H  clubs  and  farm  organi- 

zations throughout  the  KSL  listen- 
ing area. *      *  * 

News  In  Window 
TO  PROMOTE  its  news  coverage, 
CBS  Hollywood  has  installed  a  com- 

plete news  bureau  setup  in  the  win- 
dow of  Bullock's  Inc.,  Los  Angeles 

downtown  department  store. 

Phoenix  Fireworks 

KOY,  Phoenix,  as  station  promo- 
tion, for  the  third  consecutive  year 

staged  its  annual  July  Fourth  Fire 
works  Show  at  State  Fairgrounds., 
More  than  15,000  persons  attended. 
Jack  Williams,  program  director, 
was  m.c,  with  station  talent  sup- 

plying entertainment.  A  mammoth 
fireworks  display  built  around  the 
bombing  of  Tokyo  climaxed  festivi- ties. 

^  ^ 
F.O.B.  Detroit 

ADDRESSES  of  prominent  indus- 
try figures  on  the  F.O.B.  Detroit 

broadcasts,  keyed  by  WJR,  Detroit, 
to  96  CBS  stations,  have  been  re- 

printed in  a  mammouth  red,  white 
and  blue  brochure  being  distributed 
to  the  trade  by  WJR. 

Fight  Promotion 

TO  promote  the  American 

Federation  of  Labor's "Bomber  For  MacArthur" 
fight  show  at  Toledo  July  21, 
Matchmaker  Jack  Lacken  has 
undertaken  sponsorship  of 

Roger  Bacon's  Sports  Review 
on  WTOL,  Toledo.  The  Re- view will  also  be  used  to 
promote  future  fight  cards  of 
Lacken  in  Toledo. 

Meet  The  Maestro 
IN  A  MUTUAL  promotion  agree- 

ment among  several  New  York  ho- 
tels, and  its  recorded  music  pro- 

gram 1600  Club,  WWRL,  New 
York,  is  offering  listeners  a  chance 
to  meet  their  favorite  band  leaders. 
Each  week,  two  couples  who  have 
submitted  the  best  composition  on 
the  subject  "Why  I  Would  Like  to 
Dance  to  the  Music  .  .  .  ,"  are chosen  to  be  the  personal  guests  of 
orchestra  leaders  playing  at  two 
leading  hotels. 

There  aSnf  no 

Memphis  led  the  nation  last  year  in  gains  in  retail  sales  .  .  .  and  is 

one  of  the  brightest  spots  on  the  nation's  business  map.  Cotton  is 
white  gold  again  and  the  once  lowly  cotton  seed  has  become  silver 

nuggets  .  .  .  defense  plants  are  humming  and  cash  registers  clicking. 

At  One  Cost  Effectively  Cover 

This  Responsive  Market  Through 

In  these  days  of  restricted  production  WREC— 5000  watts— day  and  night— 
on  the  choice  frequency  of  600  kilocycles— affords  advertisers  the  oppor- 

tunity  to  keep  sales  up  and  sales  costs  down  in  Memphis  and  the  Mid-feouUi. up  ana  saics  cusis  uu»»ii  - 

^V^OA0CA5TING  5TAT/0/V 

Remember — it's  the  low  frequencies  that  cover. 

Represented     nationally     by  THE    KATZ  AGENCY 
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STATION  ACCOUNTS 

ap — studio  programs 
ne — new*  programs 
t — transoriptiom 

sa — spot  announcements 
ta — transcription  announcements 

KFI,  Los  Angeles 
Ben  Hur  Products  Inc.,  Los  Angeles  (coffee, 

tea) ,  3  sp  weekly,  thru  Barton  A.  Steb- bins  Adv.,  Los  Angeles. 
Bullock's   Inc.,    Los   Angeles  (department store)   28  ta,  thru  Dana  Jones  Co.,  Los 

Angeles. 
California  Grown  Sugar  Group,  San  Fran- 

cisco, 2  sp  weekly,  thru  McCann-Erickson Inc.,  San  Francisco. 
American    Chicle   Co.,    Long   Island  City, 

N.    Y.    (Beeman's   Pepsin   gum),   7  so. weekly,  thru  Grant  Adv.  Inc.,  N.  Y. 
Kellogg    Co.,    Battle    Creek,    Mich.  (Rice 

Krispies),  7  ta  weekly,  thru  J.  Walter 
Thompson  Co.,  Chicago. 

Los  Angeles  Soap  Co,  Los  Angeles  (White 
King) ,  12  sa,  thru  Raymond  R.  Morgan 
Co.,  Hollywood. 

Ben  Hur   Products,   Los  Angeles  (coffee, 
tea  spices),  3  ne  weekly,  thru  Barton  A. 
Stebbins  Adv.,  Los  Angeles. 

Photo  Developing  Inc.,  Los  Angeles  (photo 
developing),  5  sp  weekly,  thru  Mayers 
Co.,  Los  Angeles. 

KECA,  Los  Angeles 
California  Ficgo  Co.,  Los  Angeles  (Ficgo), 

4  sa  weekly,  thru  Culbreth  Sudler  Co., 
Los  Angeles. 

Ex-Lax  Inc.,  Brooklyn,  4  ta  weekly,  thru 
Joseph  Katz  Co.,  N.  Y. 

Murine    Co.,    Chicago    (eye-wash),    7  sa 
weekly,  thru  BBDO,  N.  Y. 

American    Cigarette    &    Cigar    Co.,  New 
York    (Pall   Mall),   23   sa  weekly,  thru 
Ruthrauff  &  Ryan,  N.  Y. 

May  Co.,  Los  Angeles  (department  store), 
5  ne  weekly,  thru  Milton  Weinberg  Adv. 
Co.,  Los  Angeles. 

Bullock's  Inc.,  Los  Angeles  (department store) ,  29  ta,  thru  Dana  Jones  Co.,  Los 
Angeles. 

KMJ,  Fresno,  Cal, 
Ex  Lax  Co.,  Jersey  City,  2  ta  weekly,  thru 

Joseph    Katz    Co.,    N.  Y. 
Acme    Breweries,    San    Francisco,    5  ta 

weekly,   thru  Brisacher,   Davis   &  Staff, San  Francisco. 
Loma    Linda    Food    Co.,    Arlington,  Cal. 

( Ruskets ) ,  weekly  ta,  thru  Gerth  Pacific 
Adv.,  San  Francisco. 

Compagnie      Parisienne,      San  Antonio, 
(perfume),  5  t  weekly,  thru  Northwest 
Radio  Adv.,  Seattle. 

KFWB,  Hollywood 
Tayton  Co.,  Los  Angeles  (cosmetics),  3  sp 

weekly,  thru  Allen  C.  Smith  Adv.  Co., 
Kansas  City. 

Lever  Bros.  Co.,  Cambridge,  Mass.,  (Life- 
buoy), 25  ta  weekly,  thru  Ruthrauff  & 

Ryan  Inc.,  N.  Y. 
Foster-Miburn  Co.,  Buffalo  (Doanes  pills), 
3  ta  weekly,  thru  Spot  Broadcasting, N.  Y. 

WDRC,  Hartford 
Southern    New    England    Telephone  Co., 
New  Haven,  50  sa,  13  sp,  5  weeks,  thru 
BBDO,    N.  Y. 

Rhode  Island  Recreational  Campaign,  5  sa 
weekly,    4    weeks,    thru    B.  Bernstein, Providence. 

WJZ,  New  York 

Kellogg  Co.,  Battle  Creek,  Mich.  (All-Bran), 15  ta  weekly,  13  weeks,  thru  Kenyon  and 
Eekhardt,  N.  Y. 

RKO  Pictures,  Inc.,  New  York  ("Pride  of 
the  Yankees,")  2  sa,  1  week,  thru  Dona- hue &  Coe,  N.  Y. 

WBBM,  Chicago 

THE  dudinadd.  OF 

BROADCASTING 

WKZO,  Kalamazoo-Grand  Rapids 
Block  Drug  Co.,  Jersey  City  ( Dentu-Grip ) , 

3  sa  weekly,  20  weeks,  thru  J.  Walter 
Thompson  Co.,  Chicago. 

William  H.  Wise  &  Co.,  New  York,  (pho- 
tography book),  6  ta  weekly,  thru  North- west Radio  Adv.,  Seattle. 

Compagnie  Parisienne,  San  Antonio  (per- 
fume) ,  6  ta  weekly,  thru  Northwest  Radio 

Adv.,  Seattle. 
Berghoffi  Brewing  Co.,  Ft.  Wayne,  5  ta 

weekly,  52  weeks,  thru  L.  W.  Ramsey 
Co.,  Chicago. 

Rohm  &  Haas  Co.,  Philadelphia  (sulphur 
dust ) ,  7  sa  weekly,  thru  T.  J.  Maloney, N.  Y. 

WHK-WCLE,  Cleveland 
Block  Drug  Co.,  Jersey  City  (Dentu-Grip), 

3  sa  weekly,  48  times,  thru  J.  Walter 
Thompson  Co.,  N.  Y. 

Johnson  &  Johnson,  Newark  (Band-aid),  3 
sa  weekly,  132  times,  thru  Young  &  Rubi- 
cam,  N.  Y. 

Hartung  Aircraft  Corp.,   Cleveland,   3  sp 
weekly,  direct. 

Loew's  Inc.,  New  York  (Mrs.  Miniver),  9 ta,  thru  Donahue  &  Coe,  N.  Y. 

WICC,  Bridgeport 
Wilson  Co.,  Chicago   (Mor),  3  so  weekly, 

thru  Un.  S.  Adv.,  Chicago. 
Roxy  Clothes,  New  York,  3  so  weekly,  104 

times,  thru  Peck  Adv.  Agency,  N.  Y. 
Lewis  Clothes,  New  York,  24  sa  weekly,  52 

weeks,  thru  Sawdon  Agency,  N.  Y. 
Clicquot  Club,  New  York  (ginger  ale) ,  5  sa 

weekly,  170  times,  thru  N.  W.  Ayer  & 
Son,   N.  Y. 

CFCH,  North  Bay,  Ont. 
Dalglish  &  Co.  Ltd.,  Toronto  (Javex),  19 

sa  thru  MacLaren  Adv.  Co.,  Toronto. 
Kellogg  Co.  of  Canada,  London,  Ont.  (corn 

flakes),  112  to,  thru  J.  Walter  Thomp- 
son Co.,  Toronto. 

WORL,  Boston 
Rum  &  Maple  Corp.,  New  York  (tobacco), 

12  sp,  thru  Raymond  Spector,  N.  Y. 
Sarnoff-Irving  Hats,  New  York,  daily  ne, 

52  weeks,  thru  Lawrence  Esmond,  N.  Y. 

WINS,  New  York 
American  School.  New  York  (commercial, 

secretarial  courses),  10  sp  weekly,  thru 
Equity   Adv.,   N.  Y. 

WJZ,  New  York 
Ludens,  Inc.,  Reading,  Pa.  (menthol  cough 
drops),  4  sa  weekly,  20  weeks,  thru 
J.  M.  Mathes  Inc.,  N.  Y. 

WABC,  New  York 
Centaur  Co.,  Rahway,  N.  J.  (ZBT  Baby 

Powder) ,  3  so  weekly,  thru  Pedlar  & 
Ryan,  N.  Y. 

WMAQ,  Chicago 
Minnesota  State  Tourist  Bureau,  St.  Paul,  6 

sa,  thru  Campbell-Mithun,  Minneapolis. 

WQXR,  New  York 
General  Foods  Corp.,  New  York  (Max- 

well House  Coffee) ,  6  t  weekly,  52  weeks, 
thru  Benton  &  Bowles,  N.  Y. 

Charles  Gulden  Inc.,  New  York  (Gulden's Mustard ) ,  7  me  weekly,  52  weeks,  thru 
Chas.  W.  Hoyt  Co.,  N.  Y 

Hirestra  Lab  Inc,  New  York  (Endocreme 
skin  cream),  5  so  weekly.  13  weeks, 
thru  Van  Dolen,  Givaudan  &  Masseck, N.  Y. 

KFBK,  Sacramento  Cal. 
Johnson  &  Johnson,  New  York  (surgical 

dressing) ,  6  ta  weekly,  thru  Young  & Rubicam,  N.  Y. 
Modesto  Wine  &  Vinegar  Co.,  Modesto, 

Cal.  (vinegar),  weekly  sa,  direct. 

Broadcast  Sales  Club 

Organized  In  Toronto 

FIRST  CLUB  OF  its  kind  in  Can- 
ada, the  Broadcast  Sales  Club  of 

Toronto  was  formed  July  9  with 
the  object  of  "selling  radio  to 
more  people  and  to  discuss  problems 
relevant  to  the  sales  side  of  radio 
broadcasting.  Members  must  belong 
to  national  radio  sales  organiza- 

tions and  those  connected  with  the 
sale  of  live  or  transcribed  pro- 

grams. C.  W.  Wright,  of  Stovin  & 
Wright,  station  rep,  was  elected 
president,  with  Jack  Tregale,  of 
the  Toronto  office  of  All-Canada 
Radio  Facilities,  as  secretary.  Mem- 

bers of  the  new  organization,  in  ad- 
dition to  the  officers,  are  Glen  Ban- 

nerman,  president  and  general  man- 
ager, Canadian  Assn.  of  Broadcast- 
ers; Arthur  Evans,  secretary  of 

CAB;  H.  N.  Stovin,  Walter  Enger 
and  Ralph  Bowden,  of  Stovin  & 
Wright;  Jack  Slatter  and  Neill  Le 
Roy,  of  Radio  Representatives; 
Jack  Alexander;  Hal  Williams  and 
Don  Copeland,  of  Dominion  Broad- 

casting Co.;  Jack  Cooke  and  Bob 
Leslie,  of  Northern  Broadcasting  & 
Pub.  Co.  Ltd.;  Guy  Herbert,  Reg. 
Beattie,  Fred  Cannon  and  Gordon 
Pollon,  of  All-Canada  Radio  Facil- 

ities; Harry  Foster  and  George 
Bell,  of  Harry  E.  Foster  Agencies; 
Jack  Part,  of  United  Transcribed 
Systems;  George  Hatman,  of  Ex- clusive Radio  Features. 

CBS  will  close  down  its  shortwave  lis- 
tening station  in  San  Francisco  on 

Aug.  1. 

AFFILI^TES 

Nelson  Organizes 

Advertising  Office 

Publicity,  Agency  Functions 
Planned  in  San  Francisco 

AL  NELSON,  formerly  assistant 
vice-president  of  NBC  and  general 
manager  of  KPO  and  KGO,  San 
Francisco,  has  announced  the  for- mation of  A.  E. 

Nelson  Co.,  gen- 
e  r  a  1  advertising 

and  public  rela- 
t  i  o  n  s  organiza- 

tion, with  head- 
quarters in  San Francisco. 

Mr.  Nelson  re- signed May  1, 

upon  dedication Mr.  Nelson  of  the  new  NBC 

building  in  San 
Francisco.  His  new  organization 
will  handle  advertising  in  all  its 
phases,  public  relations,  promotion 
and  all  forms  of  exploitation.  The 
company  plans  to  create,  handle 
and  place  advertising,  it  was  an- 
nounced. 

Radio  Plans 

An  important  feature  of  the 
company's  operation,  it  was  said, 
will  be  the  creation  of  package  ra- 

dio shows  for  sale  to  sponsors  with 
top  talent  under  contract.  Names 
of  staif  members  will  be  announced 
as  they  are  chosen  and  the  organi- 

zation will  be  complete  before  the 
company  begins  actual  operations 
early  in  August,  Mr.  Nelson  said. 

Mr.  Nelson  originally  was  the 
directing  head  and  part  owner  of 
the  former  WIBO,  Chicago.  After- 

ward he  served  in  executive  sta- 
tion capacities  with  NBC  at  KOA,  | 

Denver;  KDKA,  Pittsburgh,  and 
at  headquarters  in  New  York  be- 

fore taking  over  the  San  Francisco 
operations  in  October,  1939. 

The  new  company,  it  was  stated, 
is  financed  by  a  group  of  substan- 

tial and  prominent  businessmen  of 
San  Francisco.  Temporary  offices 
have  been  established  at  300  Mont- 

gomery, San  Francisco's  newest office  building. 

Illinois  Bell  Telephone  Co.,  Chicago,  15  sa 
weeky,  4  weeks,  thru  N.  W.  Ayer  &  Son, 
Philadelphia. 

The  farthest  reaching  voices  in  Montana 

Adv. 

Newark  Setup  of  WPAT 

To  Be  Opened  in  August 
NEW  offices  and  studios  in  Newark 
have  been  set  up  by  WPAT,  Pater- 
son,  N.  J.,  and  will  be  occupied 
after  Aug.  1,  it  was  announced  last 
week.  According  to  George  H.  Jas- 
pert,  general  manager,  the  addi- 

tional setup  will  facilitate  opera- 
tion since  it  will  make  WPAT  more, 

accessible  to  Army,  Navy  and  civic; 
affairs  leaders. 

The  new  location  is  in  the  In- 
dustrial Office  Bldg.  on  Broad  St.j 

and  will  include  business  offices,  re-' ception  space  and  studios  equipped 
with  modern,  specially-designed 
Western  Electric  equipment.  Ad- 

ministrative offices  will  continue  to 
be  maintained  in  Paterson. 

Mr.  Jaspert  reports  that  the  IjJ 

move  has  been  hailed  by  Newark'' 
Mayor  Vincent  J.  Murphy  and  lead- 

ing advertisers.  The  Newark  Sun- 
day Call  in  an  editorial  welcomed 

WPAT's  new  setup  as  a  stimulus 
to  the  war  effort. 
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CONSOLIDATED  CIGAR  Corp., 
New  York,  will  be  the  sponsor  for 
NBC-Radio  Recording  Division's  Five 
Minute  Mysteries  on  WCCO,  Minne- 

apolis, and  WSAI,  Cincinnati.  Both 
stations  have  signed  for  63  broadcast 
programs  of  the  transcribed  series  for 
the  cigar  company,  makers  of  Dutch 
Masters,  El  Sidelo,  and  other  brands. 
Agency  is  Erwin,  Wasey  &  Co.,  New 
York.  Another  new  subscriber  to  NBC 
Radio  Recording's  transcriptions  is WCKY,  Cincinnati,  which  has  signed 
for  Carson  Rohison  and  His  Buckaroos, 
for  Hudepohl  Brewing  Co.,  of  that 
city.  Denver  National  Bank  will  spon- 

sor Sam  Cuff's  The  Face  of  the  War on  KLZ,  Denver,  and  the  series  has 
been  renewed  bv  WFDF,  Flint.  Mich., 
for  the  Flint  Baking  Co. 

McVANS  NIGHT  CLUB,  Buffalo, 
has  purchased  three  ly-minute  pro- 

grams weekly  as  well  as  a  number  of 
spots  on  WBEN,  Buffalo.  Ellis  Adv. 
Co.,  Buffalo,  directs  the  account. 

B.  F.  GOODRICH  RUBBER  Co., 
San  Francisco  (auto  service),  is  pre- 

senting two  weekly  newscasts  of  five 
minutes  each  on  KYA,  San  Fran- 

cisco, immediately  preceding  the 
broadcasts  of  the  Pacific  Coast  League 
baseball  games  on  that  station. 

CHICAGO  SUN,  Chicago  (news- 
paper), has  started  sponsor.ship  of  Joe 

Kelly,  m.  c.  of  the  National  Barn 
Dance,  reading  the  Sun  comic  strips 
for  a  half-hour,  on  Sundays  on  WBBM, 
Chicago.  Account  was  placed  through 
Wade  Adv.  Agency,  Chicago. 

ALL 
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SPOTS 

SEND  FOR 

FREE  COPY 

o 

&-  COMPANY 
iiWATIONAL  RADIO  STATION  REPRESENTATIVES 

DESPITE  WAR  conditions  execu- 
tives of  John  Morrell  &  Co.,  Ottum- 

wa,  la.  (packaged  meats),  recently 
voted  to  carry  on  with  a  compre- 

hensive local  advertising  schedule. 
Accordingly,  George  H.  Morrell 
(seated) ,  promotion  manager  of  the 
packaging  firm,  signed  a  52-week 
contract  for  daily  newscasts  on 
KBIZ,  Ottumwa.  Also  on  hand 
were  Art  Michener  (left),  Morrell 
advertising  head,  and  Em  Owen, 
KBIZ  commercial  manager. 

CHEMICALS  Inc.,  Oakland,  Cal. 
(Vano),  in  a  13-week  campaign 
started  July  13  is  currently  sponsor- 

ing participation  six  times  weekly  in 
the  combined  i^unrise  Salute  and 
Housewives  Protectir>e  League  xero- 

grams on  KNX,  Hollywood.  Firm 
also  is  using  a  heav.v  spot  announce- ment schedule  on  other  Pacific  Coast 
stations  and  recently  renewed  twice- 
weekly  participation  in  the  Marjorie 
Mills  home  economic  program  on  nine 
Yankee  Network  stations.  Botsford, 
Constantine  &  Gardner,  San  Fran- 

cisco, has  the  account. 

MAY^  Co.,  Los  Angeles  (department 
store),  is  sponsoring  a  five-weekly 
quarter-hour  newscast  by  Herb  Allen 
on  KBCA,  that  city.  Contract  is  for 
52  weeks  having  started  July  (i.  Firm 
also  sponsors  a  five-weekly  45-minute 
recorded  musical  program,  Blaij  Time, 
on  KFWB,  Hollywood.  For  its  61st 
anniversary  sale  on  July  21  and  22, 
a  total  of  84  spot  announcements 
will  be  used  on  10  Los  Angeles  area 
stations.  List  includes  KFI  KNX  KH.I 
KECA  KFWB  KMPC  KFAC  KFVD 
KGFJ  KIEV.  Agency  is  Milton  Wein- 

berg Adv.  Co.,  Los  Angeles. 
EVANS  FUR  Co.,  Chicago  (retail 
furriers),  on  July  6  renewed  for  52 
weeks  Norman  Ross  and  Music,  mid- 
morning  quarter-hour  program  six  days 
weekly  on  WMAQ,  Chicago.  Agency 
is  State  Adv.  Agency,  Chicago. 
TOWN  &  COUNTRY  MARKET,  Los 
Angeles  (shopping  center),  replacing 
Program  You  Dreamed  About,  on  July 
13  started  for  39  weeks  sponsoring 
a  thrice  weekly  quarter  hour  feature. 
To  Market  To  Market,  on  KHJ. 
Hollywood.  Remoted  from  the  market, 
series  features  George  K.  Tiffeau  as 
mc.  Agency  is  George  Stiller  &  Assoc., 
Los  Angeles. 
REDMAN  VAN  &  STORAGE  Co., 
Salt  Lake  City,  has  signed  a  52-time 
contract  for  one-minute  dramatized 
spot  announcements  with  KSL,  Salt 
Lake  City.  Victor  Bell  of  the  KSL 
production  staff  will  write  and  produce 
the  series.  A  26-week  contract  for 
twice-weekly  broadcasts  of  the  5-, 
minute  transcribed  Miracles  of  Faith 
has  been  signed  by  the  Joseph  Wm. 
Taylor  Mortuary,  Salt  Lake  City. 
CANADIAN  National  Carbon  Co..  To- 

ronto (Eveready  Batteries)  on  Aug. 
3  starts  five-weekly  half-hour  tran- 

scribed program  on  over  30  Canadian 
stations.  Account  is  placed  by  Locke, 
.Tohnson  &  Co.,  Toronto. 
W.  E.  BOOTH  Co.,  Toronto  (Selo 
Film.s).  has  .'started  a  dramatized  spot 
ainiouncenieiit  campaign  on  a  number 
<if  Canadian  stations.  Account  is 
l)laced  by  Lord  &  Thomas  of  Canada, 
Toronto. 

GUM  IN  WARTIME 

Wrigley  Co.  Supply  Goes  to 
 Armed  Men  First  

THE  VOICE  OF  MISSISSIPPI 

WHILE  other  companies  have  con- 
verted to  war  production,  William 

Wrigley  Jr.  Co.,  Chicago,  is  con- 
verting to  war  supply.  Since  there 

are  more  gum  chewers  than  there 
is  gum,  Wrigley  Co.  is  keeping  the 
Army  and  Navy  supplied  first  and 
accordingly,  quantities  of  gum  are 
being  shipped  to  all  parts  of  the 
world.  Similarly,  the  needs  of  the 
industrial  workers  are  being  cared for. 

Five  days  a  week,  the  Ben  Ber- 
nie  program  CBS,  5:45  (EWT), 
is  addressed  directly  to  the  work- 

ers and  is  being  tuned  in  on  plant 
radios  and  relayed  over  public  ad- 

dress systems.  Commercials  do  not 
emphasize  the  Wrigley  brand  since 
listeners  are  advised  to  chew  any 
gum  of  their  own  liking.  Ben  Ber- 
nie  points  up  the  cause  of  Wrig- 
ley's  when  he  points  out  his  own 
preference  for  Wrigley's  Spear- mint. 

Blackout  Recordings 
ARTHUR  TRACY,  heard  on  BLUE, 
as  "The  Street  Singer",  is  planning 
to  record  a  series  of  "blackout  sere- 

nades"— tunes  chosen  to  soothe  and 
entertain  people  sitting  in  darkness 
during  blackouts  if  and  when  radio  sta- 

tions go  off  the  air.  The  records  would 
have  luminous  labels. 

N.B.C. 

RED 

JACKSON  "PREFERRED" SALES  SPOT 

Jackson  is  among  "preferred-cities- 
of-the-month"  for  sales  gains  — 
Sales  Management,  "Retail  Sales 
Forecast"  for  August  1942. 
Actual  percentage  of  gain  is  5.9% 
above  nation's  average;  25  % 
above  same  period  last  year. 
Invest  your  advertising  dollars  with 
WJDX  —  Dominant  Radio  Station 
in  the  Growing  Mississippi  Market. 

Member  of  Southcentrai 

Quality  Network 

WJDX 
WMC  -  WSMB 
KWKH  •  KTBS 

KARK 

GABRIEL  HEATTER,  MBS  news 
analyst,  and  Mrs.  Heatter,  have  pre- 

sented a  completely  equipped  ambu- 
lance to  the  Red  Cross  unit  in  Free- 

port,  L.  I.,  where  they  reside. 

Owned  ond  Operated  By 

LAMAR 
LIFE  INSURANCE 

COMPANY 
JACKSON,  MISSISSIPPI 

TO  GET  THE  MOST 

OUT  OF  YOUR  RADIO  DOLLAR 

IN  CENTRAL  NEW  YORK 

Use  the  station  that  consistently 

produces  for  the  most  advertisers. 

WFBL  carries  35.6%  more  spon- 

sored time  than  any  other  Syra- 

cuse station.  Join  the  more  than 

100  advertisers  who  know  how  to 

get  the  most  out  of  their  Central 

New  York  radio  dollar.  Use  .... 

WFBL 
SYRACUSE,     N.  Y. 

MEMBER  OF  BASIC  NET\SORK  COLUMBIA  BROADCASTING  SYSTEM 

FREE  &  PETERS,  Inc.  Exclusive  i\'<ilional  Representatives 
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MAYTAG  DAIRY  Farms,  Newton,  la., 
to  Coolidge  Adv.  Co.,  Des  Moines,  using 
class  publications  and  direct  mail.  Ac- count executive :    Paul  Blakemore. 
AUSTIN  TECHNICAL  Institute,  Newark, 
to  Emil  Mogul  Co.,  New  York,  using  radio, 
newspapers  and  magazines. 
SOUTHERN  MILL  &  Mfg.  Co.,  Tulsa 
(Sturdybilt  Sectional  Houses),  to  Watts, 
Payne  Adv.,  Tulsa  using  radio  ($4,000), 
newspapers  ($3,000)  and  magazines 
($3,000). 
CUDAHY  PACKING  Co.,  Chicago  (Old 
Dutch  Cleanser),  to  Grant  Adv.,  Chicago 
using  network  radio,  magazines  and  news- 
papers. 
ROYAL  RINSE,  Inc.,  Philadelphia  (Pine 
Jelly  cleanser  for  hosiery  and  lingerie), 
to  F.  H.  Seberhagen,  Inc.,  Philadelphia. 
ECONOMY  GRAIN  BIN  Co..  San  Fran- 

cisco (prefabricated  bin)  to  (3erth  Pacific 
Adv.  Agency,  San  Francisco. 
O'ROURKE-EUBANKS  HAT  Co.,  San Francisco  (Castle  hats)  to  Sidney  Gar- 
finkel  Adv.  Agency,  San  Francisco. 
GROCERY  STORE  PRODUCTS  Co.,  New 
York,  to  Joseph  Jacobs  Jewish  Market 
Organization,  New  York,  for  merchandis- 

ing and  advertising  of  their  products  in 
the  Jewish  field.  Already  scheduled  for 
Cream  of  Rice  is  a  Monday  through  Fri- 

day newscast  in  Yiddish,  to  start  Sept.  14, 
3:30-3:45  p.m.,  on  WEVD,  New  York. 
ELIZABETH  ARDEN,  New  York  (toilet 
preparations),  to  Maxon  Inc.,  New  York. 
No  new  advertising  plans  formulated  as  yet. 

Gets  Hygrade  Post 

H.  G.  L.  JOHNSON  has  been  ap- 
pointed advertising  manager  of  the 

Hygrade  Sylvania  Corp.'s  radio tube  division,  New  York,  according 
to  an  announcement  last  week  by 
P.  S.  Ellison,  director  of  advertis- 

ing and  sales  promotion.  Mr.  John- 
son formerly  served  as  assistant  to 

Mr.  Ellison  who  is  manager  of  both 
renewal  tube  sales  and  advertising. 
Before  joining  the  Hygrade  Syl- 

vania Corp.,  Mr.  Johnson  was  ad- 
vertising manager  of  Thordarson 

Electric  Mfg.  Co.,  Chicago.  He  is  a 
member  of  the  New  York  Sales 
Executives  Club,  N.  Y.  Advertising 
Club  and  treasurer  of  the  North- 

western U  Club  of  New  York. 

Lieut.  Earl  M.  Hobson 

LIEUT.  EAJRL  MAURICE  HOB- 
SON,  former  accountant  of  KMJ, 
Hollywood,  was  killed  July  7  in  an 
airplane  explosion  at  Macon,  Ga.  Sur- 

viving are  his  father  and  mother,  Mr. 
and  Mrs.  Earl  Hobson  of  Alamogordo, 
N.  M. 

Back  to  Classes 

TO  REFRESH  knowledge  of 
individual  engineers  and  to 
help  them  prepare  for  pos- 

sible service  in  the  armed 
forces,  WSB,  Atlanta,  is  now 
conducting  four  hours  of 
classroom  study  in  electrical 
and  radio  engineering.  The 
courses  include  fundamental 
mathematics  and  fundamen- 

tals of  electricity  with  pro- 
gressive courses  planned  to 

include  a  detailed  study  of 
transmission,  reception,  prop- 

agation of  radio  waves,  acous- 
tics, and  studio-audio  equip- 

ment. Class  hours  are  stag- 
gered to  cover  all  engineering 

staff  members. 

Elmer  Diddler's  the  guy  who  thinks  it's 
wiser  to  cover  central  and  eastern  New  York 

and  western  New  England  by  "piecemeal  cover- 
age"— a  localized  station  here,  another  there.  So 

it  must  be  quite  a  shock  to  him  to  find  out  that 
he  can  reach  53  per  cent  of  the  listeners  of  this 

region  by  broadcasting  over  only  WGY.  That's what  the  General  Electric  Market  Research 
Department  found  in  a  recent  survey  of  noon- 

hour  listening.  It's  no  wonder,  for  WGY — 

GENERAL  %  ELECTRIC 

WGY 

50,000  WATTS 
SCHENECTADY,  N.  Y. 

^  is  the  area's  only  50,000-watt station 

^  has  the  area's  lowest  frequency 

^  is  the  area's  only  NBC  Red outlet 

^  is  the  area's  only  20-year veteran  ^si-^^ 

EVA  ROSS  MALONE 

THE  POETS  say  San 
 Fran- 

cisco is  a  man's  town.  The 
natives  hotly  deny  existence 
of  an  organized  male  con- 

spiracy to  "keep  woman  in  the 
home";  but  privately  many  San 
Francisco  advertising  men  will  ad- 

mit that,  to  reach  a  position  of 
executive  responsibility,  a  woman 
has  to  be  twice  as  capable  as  a 
man.  She  must  be  smart,  resource- 

ful, charming,  and  sunny-dis- 
positioned  like  —  well,  like  Eva 
Ross  Malone,  chief  media  buyer  of 
Brisacher,  Davis  &  Staff,  with 
offices  in  San  Francisco  and  Los 
Angeles. 

Under  the  supervision  of  Miss 
Ross,  as  she  is  known,  are  the 
media-buying  destinies  of  such 
western  advertising  accounts  as 
Acme  Brewing  Co.,  Paraffine  Com- 

panies, S  &  W  Fine  Foods,  Com- 
fort Paper  Corp.,  California  Con- 

serving Co.,  and  some  two  dozen others. 
Toward  radio  Miss  Ross  follows 

an  admirable  policy  of  the  "open 
mind"  and  the  "open  door".  While 
her  18  years  of  experience  in 
media  selection  have  given  her  an 
uncommonly  broad  background,  she 
insists  that  there  is  always  some- 

things new  to  be  learned.  "We  owe 
it  to  our  clients,"  she  says,  "not to    acquire    a    set    of  stubborn 

CREIGHTON  PLAISS 

STATION  PLAQUES 

PLAQUES  to  radio  stations  of  nine 
midwestem  States  for  "outstanding 
15-minute  radio  programs  inter- 

preting the  purposes  and  accom- 
plishments of  the  United  States 

military  establishment"  will  be 
awarded  by  the  School  of  Journal- 

ism, Creighton  U,  Omaha. 
In  an  announcement  letter  by 

Rev.  Thomas  S.  Bowdern,  S.J.,  re- 
gent of  the  School,  it  was  pointed 

out  that  radio  is  doing  a  vital  job 
of  morale  bolstering  and  stirring 
appreciation  of  the  American  Way 
of  Life.  The  letter  then  stated  that 
not  the  least  of  its  responsibilities 
is  the  interpretation  of  the  work 
of  the  nation's  armed  forces. 

Stations  eligible  for  the  compe- tition are  those  within  the  Army 
7th  Corps  Area — Nebraska,  Iowa, 
Colorado,  North  and  South  Dakota, 
Missouri,  Kansas,  Minnesota  and 
Wyoming.  Entries  are  to  be  in  the 
form  of  transcriptions  and  smaller 
stations  have  been  invited  to  com- 

pete, for  due  consideration  will  be 
given  to  size  and  power  of  com- 

peting stations.  All  entries  will  be 
judged  as  they  are  received  and 
the  first  are  expected  to  be  Inde- 

pendence programs. 

Corwin  Picks  Julian 
NARRATOR  and  leading  man  in 
the  series  to  be  presented  over  CBS 
via  BBC  from  London  under  the 
direction  of  Norman  Corwin  will 
be  Joseph  Julian,  American  radio 
actor.  Julian  was  chosen  for  the 

part  by  Corwin  before  the  latter left  for  England  to  direct  the  series 
[Broadcasting,  July  13,  1942]. 

prejudices.  Radio  changes  too 
rapidly  from  month  to  month  foi 
anyone  to  discount  new,  or  seem 

ingly  radical  developments".  Fo: this  reason,  perhaps.  Miss  Ross  ha; 
a  rare  reputation  of  being  "easy-to 

see". 

Before  joining  Brisacher,  Davis 
&  Staff  in  1930,  Miss  Ross  was  as- sistant to  the  advertising  manager 
of  Nathan-Dohrmann,  San  Fran- 

cisco household  furnishings  store. 
A  native  San  Franciscan,  she  talks 
with  the  faintest  trace  of  a  burr — evidence  of  the  fact  that  both  her 
mother  and  father  came  to  Ameri- 

ca from  Scotland.  Happily  married 
to  a  local  businessman,  William 
Malone,  she  and  her  husband,  both 
ardent  anglers,  find  their  greatest 
relaxation  in  the  pine-banked 
streams  of  the  High  Sierra. 

REPRESENTATIVE  !   PAUi.  M,.RAYMeR  CO. 
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CONTRO 

ROOM 

JACK  KURILLER,  transmitter  su- 
pervisor of  NBC's  Chicago  division, 

has  re-enlisted  in  the  Navy  with  a  chief 
petty  officer's  rating — the  same  rating he  held  at  the  end  of  World  War  I. 

H.  W.  BAKER  and  Myrle  Harrison 
have  joined  the  engineering  staff  of 
WTAR,  Norfolk,  Va. 
FRANK  SHANNON,  engineer  of 
WCAU,  Philadelphia,  has  left  to  join 
the  Army  Air  Force  as  a  captain. 
During  the  last  war,  he  served  as  a 
radio  operator  in  the  Navy. 
CYRUS  SAMUELSON  and  Aubrey 
Gene  Posey  have  resicned  from  the  en- 

gineering staff  of  WOR,  New  York,  to 
enter  the  service.  Samuelson  has 
joined  the  Army  as  a  first  lieutenant. 
Posey  joins  the  Navy  as  ensign.  Rich- 

ard Anthony  Quodomine  has  joined 
the  engineering  staff  of  WOR,  New 
York,  at  Carteret,  N.  J.,  replacing 
Henry  Harrison,  who  has  been  trans- 

ferred to  the  station's  New  York  staff. 
LARRY  MILLS,  technician  of  WCCO, 
Minneapolis,  on  a  90-day  leave  to  do 
war  work  at  the  Franklin  Transformer 
Co.,  Minneapolis,  has  resigned  his  sta- 

tion position  to  continue  war  work. 
WINIFRED  SINCLAIR  has  joined 
the  operating  staff  of  CKGB,  Tim- 
mins,  Ont.  She  succeeds  Leslie  Hart- 
ing,  transferred  to  the  announcing 
staff. 
SAM  NORRIN,  engineer  of  KIRO, 
Seattle,  is  the  father  of  a  son,  William 
Lawrence,  born  June  29.  Norrin  for- 

merly of  KELA,  Centralia,  Wash, 
and  KXRO,  Aberdeen,  Wash.,  recently 
joined  the  station. 
ERNEST  BSTES,  formerly  of  KVI, 
Tacoma,  and  Goodwin  Lein.  formerly 
of  KSL,  Salem,  Ore.,  have  joined  the 
engineer  staff  of  KIRO,  Seattle. 
LAURENCE  B.  SMITH  has  joined 
the  engineering  staff  of  KGVO.  Mis- 

soula, Mont.,  replacing  Ralph  Lewis, 
now  in  the  government  service. 
SEYMOUR  JOHNSON  and  George 
Curren,  engineers  of  KFI-KBCA,  Los 
Angeles,  have  taken  an  indefinite  leave 
of  absence  to  do  research  at  the  Mas- 

sachusetts Institute  of  Technology. 
Lloyd  Jones,  Hal  Cooper  and  Haroid 
Christianson,  technicians  of  those  sta- 

tions, are  also  doing  Government  re- 
search at  MIT. 

ROY  DARBY,  formerly  of  Sumter, 
S.  C,  has  joined  the  staff  of  WCOS, 
Columbia,  S.  C,  as  a  standby  an- 

nouncer and  engineer. 
CHARLES  A.  THOMAS,  chief  engi- 

neer of  WCOS,  Columbia,  S.  C,  has 
resigned  to  join  the  Navy  as  a  radio 
consultant.  He  has  been  succeeded  at 
WCOS  by  Harry  Clippard. 

Profit  for  Fiscal  Year 

Earned  by  Farnsworth 
FARNSWORTH  Television  &  Ra- 

dio Corp.,  which  took  over  the  Cape- 
hart  radio  and  phonograph  plants 
at  Fort  Wayne  and  elsewhere  sev- 

eral years  ago,  through  President 
E.  A.  Nicholas  last  week  an- 

nounced net  profits  for  the  fiscal 
year  ended  with  April  of  $642,237, 
equal  to  46c  each  on  1,400,997 
shares  of  $1  par  stock  outstanding. 
This  compares  with  a  net  loss  of 
$181,857  reported  for  the  preced- 

ing fiscal  year. 
Gross  income  was  $10,433,118, 

more  than  double  the  $5,165,905 
gross  of  the  preceding  12  months. 
Like  all  other  radio  manufacturing 
plants,  Farnsworth  is  now  totally 
converted  to  war  production  and 
its  unfilled  orders  are  sufficient  to 
keep  its  plants  operating  at  ca- 

pacity for  most  of  the  balance  of 
the  current  fiscal  year. 

NATHAN  SALMON  is  a  recent  ad- 
dition to  the  engineering  staff  of 

WLAG,  LaGrange,  Ga.  Edwin  Mul- 
linax,  station's  general  manager,  re- 

cently received  an  operator's  license. Henry  Bailey  formerly  an  engineer 
with  WLAG  is  now  doing  Radar  work 
with  the  Army. 
MARK  SPIES,  chief  engineer  of 
WDZ,  Tuscola,  111.,  for  the  past  13 
years,  has  joined  the  Navy  as  a  lieu- 

tenant and  is  in  training  at  Cham- 
paign, 111.  Wally  Turner,  member  of 

the  engineering  staff  since  1935,  is 
acting  as  chief  engineer. 
PAUL  FIREMAN,  former  transmitter 
engineer  of  WWRL,  New  York,  and 
previously  with  the  Federal  Recorder 
Division  of  Continental  Music  Co.. 
has  joined  the  engineering  staff  of 
WTTM,  Trenton. 
JOHN  CSENSIC  has  been  named 
chief  engineer  of  WSAZ,  Huntington. 
W.  Va.  Byron  Judv,  formerly  of 
WCHS,  Charleston,  W.  Va.,  has  joined 
WSAZ  as  a  transmitter  engineer. 
MARJORIE  SHAUGHNESSY  has 
joined  CHEX,  Peterborough,  Mont.,  as 
control  operator. 
J.  B.  TISON,  technician  of  WFLA, 
Tampa,  and  brother  of  Walter  Tison, 
WFLA  manager,  has  joined  the  Army 
Signal  Corps  at  Fort  Monmouth, N.  J. 

RAY  BAILEY,  formerly  announcer- 
technician  of  KPMC,  Bakersfield,  has 
joined  KPAS,  Pasadena,  Cal.,  in  the 
latter  capacity. 

CHPS,  Parry  Sound,  Starts 
CHPS,  Parry  Sound,  Ont.,  has  an- 

nounced that  it  intends  to  begin 
operation  this  week.  The  new  sta- tion is  on  1450  kc.  with  250  watts 
and  is  operated  by  the  Parry  Sound 
Broadcasting  Co.,  of  which  Alex- 

ander Mitchell  is  president  and 
Gordon  E.  Smith,  manager.  Stovin 
&  Wright  are  the  CHPS  representa- 

tives in  Toronto,  Montreal  and Winnipeg. 

KGCX  Moves  to  Sidney 
MOVING  from  Wolf  Point  to  Sid- 

ney, Mont.,  KGCX  is  maintaining 
a  silent  period  until  the  transfer 
is  completed.  Sidney  is  the  location 
of  one  of  the  Northwest's  largest 
beet  sugar  factories  and  is  a  fertile 
farm  district.  In  seeking  the  move, 
KGCX  stated  to  the  FCC  that  Sid- 

ney at  present  is  receiving  only 
secondary  coverage. 

OH  ̂ ^^^ 

Gray  l5~3n 

ELECTRIC  COMPAt 
1\ 

Extra  dependability  to  assure  broad,  consistent  coverage. 

That's  just  one  of  the  many  things  war  demands  of  America's 
great  broadcasting  industry.  Blaw-Knox  is  proud  that  it 
is  helping  to  answer  this  challenge  —  proud  that  more 
than  70%  of  all  the  radio  towers  in  the  nation  were  built 

by  Blaw-Knox. 
BLAW-KNOX  DIVISION  of  Blaw-Knox  Co. 

2038  Farmers  Bank  Bldg.  Pittsburgh,  Pa. 

BLAW-KNOX 

RADIATORS 

FM  AND  TELEVISION  TOWERS 

TITLE  of  the  forthcoming  book  of 
Cecil  Brown,  CBS  foreign  correspon- 

dent, to  be  published  by  Random 
House,  is  Suez  to  Singapore. 

I  BROADCASTING  •  Broadcast  Advertising July  20,  1942  •  Page 

45 



NAB  ENGINEERING 

POST  TO  FRAZIER 
APPOINTMENT  of  Howard  Fra- 
zier,  veteran  radio  engineer  and 
most  recently  a  sales  engineer  for 
RCA  Mfg.  Co.,  as  director  of  en- 

gineering of  NAB,  succeeding 
Lynne  C.  Smeby,  was  announced 
last  Thursday  by  NAB  President 
Neville  Miller.  He  will  report  Aug. 
3,  taking  over  duties  left  by  Mr. 
Smeby  last  May,  when  he  reported 
to  the  Army  Signal  Corps  as  a 
civilian  consultant. 

From  1937  until  early  this  year, 
Mr.  Frazier  was  president  and  gen- 

eral manager  of  WSNJ,  Bridgeton, 
N.  J.  When  the  station  was  sold 
recently,  he  joined  RCA  as  sales 
engineer  on  Navy  contracts.  He  is 
a  native  of  Bridgeton,  but  has  lived 
most  of  his  life  in  Philadelphia.  Mr. 
Frazier  first  served  as  a  control 
operator  of  WCAU,  Philadelphia, 
in  1925. 

From  1929  through  1934,  he  was 
chief  engineer  of  the  Taubel-Har- 
ron  stations  —  WPEN,  WRAX, 
WTNJ  and  WFAB.  He  was  con- 

sulting engineer  on  long  distance 
broadcast  circuits  to  the  American 
Network,  which  used  WMCA  as 
key  station  before  it  ended  its  op- 

erations in  the  middle  30's.  From 
1934  until  1937,  he  was  a  consulting 
engineer,  terminating  that  work 
when  he  took  over  direction  of 
WSNJ. 

NAB  Board  Supports  Miller 
{Continued  from  jjafi'e  7) 

WESTIXGHOUSE  E  &  M  Co.  has 
announced  a  June  bonus  of  1%  to 
employes  based  on  an  indicated  net 
profit  of  the  company  of  .§879.023  for 
the  month.  Bonus  percentage  will  be 
based  on  wages  and  salaries: 

text  of  board  statement  on  page  8]. 
The  board  reaffirmed  the  selec- 

tion of  New  Orleans  as  the  conven- 
tion city  for  1943,  based  on  the 

vote  of  the  membership  at  the 
Cleveland  convention  last  May.  The 
precise  dates  and  the  headquarters 
hotel,  however,  have  not  been  se- 

lected. It  is  expected  the  convention 
will  be  held  in  mid-May. 

Vacancies  Filled 

Elected  to  NAB  directorship,  be- 
cause of  vacancies  created  by  resig- 

nations, were  Ed  L.  Hayek,  owner 
of  KATE,  Albert  Lea,  Minn.,  and 
Arthur  Westlund,  KRE,  Berkeley, 
Cal.  Mr.  Hayek  was  named  to  suc- 

ceed Earl  H.  Gammons,  who  re- 
signed as  District  11  director  with 

his  transfer  last  month  from 
WCCO,  Minneapolis,  to  CBS  Wash- 

ington headquarters.  Mr.  Gammons 
attended  the  Chicago  sessions  and 
resigned  afterward.  Mr.  Hayek 
was  detained  at  home  because  of  a 
foot  injury. 

Mr.  Westlund  was  elected  to  suc- 
ceed Mr.  Lane,  who  resigned  as  di- 

rector of  District  15,  constituting 
Northern  California,  Nevada  and 
Hawaii,  by  virtue  of  his  retirement 
from  the  McClatchy  stations  to 
join  CBS. 

The  board  learned  that  the  NAB 
membership   now  totals   514  sta- 

AMERICA'S  LEADING  FOREIGN  LANGUAGE  STATION 

IF 

550,000*  Poles  in  the  Metropolitan  Area 
comprising  100,000  Families  spend  $250,- 

000,000  yearly  for  daily  necessities  .  .  .  . 

AND 

we  have  a  record  of  1 4  ad- 
vertisers using  our  Polish 

hours  for  a  total  of  73** 
years  .... 

BUT 

*  V.  S.  1940  Census  Figures 

1480  Kilocycles 

v/hat  are  you  doing  if  anything 

to  get  your  share  of  this  business? 

Let  us  tell  you  more. 

*  *  Details  on  Request 

Full  Time  Operation 

WHOM 

JOSEPH  LANG,  Gen.  Mgr. 

Tel.— PLaza  3-4204  29  West  57th  Street,  N.Y.C. 
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tions,  as  against  an  all-time  high 
of  535  last  January  [BROADCAST- 

ING, July  13].  CBS  is  the  only 
network  member,  but  reports  were 
current  that  NBC  and  probably 
the  BLUE  would  rejoin. 

Aside  from  the  musicians  con- 
troversy, which  occupied  most  of 

the  board's  time,  matters  directly 
related  to  the  war  effort  and  radio's 
increasing  role  in  its  successful 
prosecution  were  covered.  Means 
of  conserving  broadcast  station 
equipment  were  discussed  and  the 
board  expressed  its  gratitude  to 
the  WPB,  BWC  and  the  FCC  for 
consideration  given  this  problem 
in  the  hope  of  continuing  peak  sta- 

tion operations  for  the  duration. 
NAB  committees  were  named  to 

cooperate  with  Government  agen- 
cies in  every  possible  way. 

At  its  luncheon  session  Tuesday 
the  board  was  addressed  by  Vincent 
F.  Callahan,  former  station  man- 

ager and  now  director  of  press  and 

radio  of  the  Treasury's  War  Sav- 
ings Staff.  He  discussed  the  Treas- 
ury plan  for  selling  more  war 

bonds  through  stations — a  project 
announced  last  week,  and  which 
has  been  adopted  by  the  majority 
of  stations.  He  said  the  Treasury 
"is  leaving  it  up  to  the  individual 
broadcaster  to  work  out  the  most 

practical  plan  for  himself.  The  im- 
mediate objective  is  to  sell  more 

bonds  and  sell  them  immediately." He  also  read  and  distributed 

mimeographed  copies  of  wires  re- 
ceived from  broadcasters  whole- 

heartedly approving  the  plan 
[Broadcasting,  July  13]. 

To  Publish  Market  Data 

Upon  recommendation  of  its  re- 
search committee,  the  board  au- 

thorized publication  of  complete 
market  data,  based  upon  the  1940 
Bureau  of  the  Census  figures.  The 
publication  will  be  forthcoming 
shortly,  it  was  announced. 

Sidney  M.  Kaye,  vice-president 
and  counsel  of  Broadcast  Music 
Inc.,  reported  on  the  overall  music 
situation.  President  Miller  covered 
the  general  legislative  situation 
and  the  tax  outlook.  In  addition, 

LABOR  PLAQUE  commending 
WJSV,  Washington,  for  its  Labor 
News  Review  as  that  program  en- 

ters its  ninth  consecutive  year,  was 
conferred  by  the  Washington  Cen- 

tral Labor  Union.  Accepting  the 
award  from  John  Locher  (left), 
president  of  the  Union,  is  A.  D. 
Willard  (right),  WJSV  general 
manager,  while  Albert  N.  Dennis, 
conductor  of  the  program,  looks  on. 
Commendation  was  also  received 
from  Secretary  of  Labor  Perkins. 

ACCIDENTS  HIT 

Special  Broadcast  of  WWL 
 But  Show  Goes  On  

FOUR  SMASHED  CARS  were  the 
price  paid  for  a  special  broadcast 
of  Elmer's  Jamboree,  quiz  show  of 
WWL,  New  Orleans,  at  Keesler 
Field,  Miss.  Some  members  of  the 
cast  were  flown  to  the  field  in  an 

Army  transport  but  in  being  trans- ported from  a  temporary  landing 
field  to  the  Camp  their  cars  were 
involved  in  an  accident  with  a  ci- 

vilian automobile. 
Other  members  of  the  staff  were 

taken  by  Army  cars  to  the  camp 
and  on  the  way  one  turned  over  on 
a  wet  highway.  However,  the  sta- 

tion was  happy  to  report  that  all 
injuries  were  minor. 

the  contribution  of  the  industry  to 
the  war  effort  was  thoroughly  re- 

viewed, along  with  the  equipment 
conservation,  tire-gasoline-ration- 

ing and  other  operating  aspects. 
Mr.  Morency  reported  on  the 

progress  and  development  of  a  de- 
partment store  clinic  project 

launched  by  the  Department  of 
Broadcast  Advertising  of  the  NAB. 
Another  meeting  of  the  board 

is  planned  in  September. 

•  $60,000,000.00  victory  project*  comes  to 

WJHUs  primary  coverage  area.  16,000  new 

tvorkers  plus  their  families  are  booming  this 

area^s  retail  sales.  WJHL  is  the  only  single 
medium  that  can  reach  this  new  market. 

IN  ADDITION  TO  TWO  825,000,000  TVA  DAMS  NOW  UNDER  CONSTRUCTION. 

WATT  •  9ie  KG  •  NBC  BLUE 

SPOT  SALES,  Inc. 

Representatives 

WJHL 
Johnson  City,  Tenn. 

W.  Hanes  Lancaster Manager 
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THESPIAN  OFFICIAL 
OEM  Radio  Chief  Stands 

 In  At  Rehearsals  

BERNARD  SCHOENFELD,  radio 
director  of  the  Office  for  Emer- 

gency Management  whose  section 
has  been  merged  into  the  new  radio 
setup  of  the  Office  of  War  Infor- 

mation under  William  B.  Lewis, 
[not  only  writes  the  MBS  program 
'  This  Is  Our  Enemy,  but  he  fre- 

quently takes  a  turn  at  acting, 
j  A  former  Broadway  playwright, 
'Schoenfeld  during  rehearsals  takes 
the  role  of  the  "guest  artist"  who 
always  winds  up  the  program  and 
who  invariably  doesn't  arrive  in the  studio  until  just  before  air 
time.  So  far  he  has  imitated  Sigrid 
Schultz,  MBS  foreign  correspond- 

ent; Leo  Stein,  author  of  /  Was  in 
Hell  With  Niemoller,  and  Paul 
Hogan,  famed  anti-Nazi  fighter, 
i  This  highly  successful  series 
features  principals  or  eyewitnesses 
•to  the  stories  of  Nazi  brutality  and 
'ideology  which  it  dramatizes. 

W75P  Names  Littell 
PATTI  LITTELL,  a  graduate  of 
Carnegie  Tech  Drama  School,  is 
the  new  program  director  of 
W75P,  FM  adjunct  of  KDKA, 
Pittsburgh.  Miss  Littell  gained  her 
'first  radio  experience  as  a  leading 
lady  of  the  KDKA  players  while 
Istill  in  school  and  later  joined  the 
Clare  Tree  Major  Children's  Thea- 
'tre  Company,  New  York.  She  has 
'also  appeared  on  several  NBC  pro- 

grams including  the  Irene  Rich 
'Dramas  and  the  Court  of  Human Relations. 
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FOREIGN  TONGUE  broadcasters  on  NBC's  short- 
wave stations  WRCA  and  WNBI,  members  of  the 

NBC  international  division,  discussed  programs  with 
Fred  Bate,  manager  of  the  division,  in  a  recent  after- 
hour  conference.  Standing  are  (1  to  r).  George  Andre 
Droulia,  Greek;  Carl  Watson,  English;  Adf.m  Morch 
Lunoe  and  Niels  Bonnesen,  Danish;  Mr.  Bate;  Mario 

Cardoso,  Portugese;  Einar  Thulin,  Swedish;  Osman 
Antepligil,  Turkish;  Shirley  F.  Woodell,  manager  of 
international  sales.  Seated,  Maurice  English,  head  of 
the  editorial  section;  Eli  (Buck)  Canel,  director  of 
Latin- American  programs;  Esther  Traversari,  Italian; 
Herminio  Traviesas,  head  of  the  traffic  section;  Ernst 
Erich  Noth,  German;  Georges  Bernier,  French. 

iVBC  Soldier  Letters  Disclose  Interest 

In  Top  Programs  Sent  Around  World 

AMERICA'S  fighting  forces  scat- 
tered over  the  battle-scarred  face 

of  the  earth  are  lending  an  ear  to 
United  States  shortwave  programs, 
according  to  soldier  letters  re- 

ceived by  the  NBC  International 
Division. 

Bing  Crosby's  baritone  and  Bob 
Hawk's  puns  and  questions  are 
getting  through  to  the  troops  on 
land  and  sea,  and  official  Wash- 

ington appears  pleased  with  the 
work  performed  by  radio  execu- 

tives and  commei-cial  sponsors  in 
the  transmission  of  these  shows  to 
soldiers  on  the  five  continents. 

Lt.  Col.  E.  M.  Kirby,  chief  of 
the  Radio  Branch  of  the  Bureau  of 
Public  Relations  of  the  War  Dept., 
hailed  the  fine  work  of  shortwave 
broadcasters  in  a  recent  letter  to 
Niles  Trammell,  president  of  NBC. 
"We  are  now  receiving  letters 

daily  from  Iceland,  Canal  Zone, 
Trinidad,  British  Guiana,  Brazil 
and  Hawaii — all  of  them  comment- 

ing enthusiastically  on  our  pro- 
grams," Lt.  Col.  Kirby  wrote. 

"Many  of  the  letters  are  signed  by 
a  dozen  men,  and  we  get  frequent 
reports  of  groups  of  200  or  more 
listening  to  the  same  broadcast 
over  a  company  receiver,  especially 
in  the  case  of  Command  Perform- 

ance." 

Fine  Reception 

Lt.  Col.  Kirby  also  added  that  a 

large  number  of  soldiers  "go  out 
of  their  way  to  comment  on  what 
'excellent  reception'  they  enjoy.  A 
high  percentage  of  the  letters  state 
that  they  have  not  missed  a  single 
broadcast  of  Command  Perform- 

ance since  the  first  broadcast, 
March  8."  Moreover,  Lt.  Col.  Kirby 
was  amazed  at  the  manner  in  which 

shortwave  broadcasting  "has  cir- 
cumvented expected  atmospheric 

vagaries,  and  reception  conditions 
which  are  so  often  far  from  ideal." 

"The  closest  thing  to  a  letter 
from  home  is  the  familiar  voice  of 

a  radio  favorite,"  declared  John  F. 
Royal,  vice  president  in  charge  of 

the  NBC  International  Division.  "I 
recall  one  of  President  Roosevelt's 
fireside  chats,"  Mr.  Royal  con- 

tinued, "in  which  he  praised  Capt. 
Hewitt  T.  Wheless,  pilot  of  an 
Army  Flying  Fortress  in  the  West- 

ern Pacific,  for  a  thrilling  and 
heroic  encounter  with  the  Japs,  and 

concluded  with  the  words:  'I  hope 
that  he  is  listening.' 
"We  were  carrying  the  Com- 

mander-in-chief's words  to  the  far- 
flung  corners  of  the  globe  and, 

even  though  Capt.  Wheless  wasn't in  the  Pacific  war  zone  to  hear  the 
praise  heaped  upon  his  shoulders, 
I'm  certain  many  of  his  comrades 
did.  Thanks  to  the  shortwaves  we 
are  telling  the  full  and  honest  story 
of  the  home  front  to  our  fighting 

forces." 

More  than  20  outstanding  NBC 
commercial  programs  are  now 
beamed  to  our  troops  via  the  net- 

work's two  powerful  shortwave 
transmitters  WRCA  and  WNBI 

and  Westinghouse's  WBOS.  WRCA 
transmits  to  Iceland  and  the  Car- 
ribean  area;  WNBI  to  Ireland  and 
England,  Central  Europe,  Alaska 
and   Hawaii;   WBOS   to  Ireland, 

Iceland  and  Central  America. 
NBC  is  also  planning  to  offer  c\ 

series  of  programs  strictly  for  the 
girls  in  the  service,  the  courageous 
nurses,  in  particular,  who  seek 
news  of  feminine  fashions  and 
other  items  of  interest  to  women. 

FOOD  MARKET  SPLURGE 

Takes  Over  All  Local  Shows 

-For  Two  Days- 
THE  ENTIRE  local  program 
schedule  of  KGW  and  KEX,  Port- 

land, Ore.,  were  taken  over  recently 
by  the  Broadway-Columbia  Food 
Market,  Portland,  to  advertise  the 
market's  grand  opening.  Broad- casts were  originated  from  a  large 
tent  adjacent  to  the  market. 

Programs  originating  from  the 
tent  included  The  Personality  Hour, 
James  Abbe  Covers  the  News, 

Patty  Jean's  Keep  Fit  Club,  Home- 
keepeis'  Calendar,  Kneass  With the  News  and  The  Funny  Money 
Man.  In  addition  12  quarter-hour 
shows  titled  Special  Food  Show 
were  presented.  Practically  the  en- tire staffs  of  the  stations  were 
headquartered  at  the  market  for  the 
two-day  event,  it  was  said. 

Sale  of  the  campaign  was  han- 
dled by  James  A.  Mount  and  Arch 

Kerr  of  the  KGW-KEX  commer- 
cial department.  Production  Man- 
ager Homer  Welch  was  in  charge 

of  the  proceedings. 

WISN 

MILWAUKEE 

5.000 

COLUMBIA 

WATTS 

DAY  & 
NIGHT 

The  Kctz  Agency,  Inc.  _  Representatives 
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"Say,  pal,  how  'bout  turnin' 
the  radio  on  t'  WFDF  Flint 

Michigan?" 

BOUNCING  REPORTS  of  rubber  salvage  indicate  a 
general  willingness  to  give  among  radio  people  every- 

where. Willingness  to  give  with  a  smile  is  shown 
(upper  left),  as  BLUE  Hollywood  collectors  Paul 
Gates,  night  program  manager  (left),  and  Dresser 
Dahlstead,  chief  announcer,  lift  a  seat  pad  from 
Megan  Roberts,  publicity  department  secretary. 

Weighing  in  with  680  lbs.  of  rubber  (top  center) , 
contributed  by  NBC  and  BLUE  employes,  are  execu- 

tives of  NBC,  Richfield  Oil  Co.  and  Hixson  O'Donnell 
Adv.  Agency.  Shirt  sleeved  participants  (1  to  r)  :  Ed 
Barker,  NBC  account  executive;  Henry  Maas,  NBC 
West  Coast  sales  traffic  manager,  who  supervised  stu- 

dio collections;  George  Miller,  merchandising  man- 
ager, Richfield  Oil  Co.;  John  Wald,  commentator  on 

the  six-weekly  quarter-hour  NBC  Richfield  Reporter; 
G.  K.  Breitenstein,  president,  Hixon-O'Donnell  Adv. Agency  servicing  the  account,  and  Sidney  Strotz, 
NBC  Western  Division  vice-president. 

Forgotten  rubbers,  overshoes  and  galoshes  (upper 
right)  provided  one  good  source  of  salvage  for  col- 

lectors at  WIBX,  Utica,  N.  Y.  Appraising  the  collec- 
tion is  Michael  Carlo,  production  manager  and 

chairman  of  the  station's  salvage  committee. 
To  emphasize  the  importance  of  rubber  to  the  war 

effort  rival  sponsors  (left,  second  from  top)  each 
used  the  same  guest,  Chief  Machinist  Mate  Harold  F. 
Dixon,  whose  life  was  recently  saved  by  a  rubber  life 
raft  which  kept  him  and  two  other  sailors  adrift  for 
32  days.  Talking  it  over  and  eyeing  a  rubber  reminder 
(1  to  r)  :  Chief  Machinist  Mate  Dixon;  Leon  Dorrais, 
Hollywood  research  writer  of  the  weekly  CBS  pro- 

gram, /  Was  There,  sponsored  by  General  Petroleum 
Corp.  (Mobilgas  and  Mobiloil) ;  Nelson  C.  Pringle, 
CBS  Hollywood  commentator  featured  on  the  5-weekly 
quarter  hour  newscast  sponsored  by  Union  Oil  Co. 
(gas  &  oil)  and  Hollister  Noble,  CBS  West  Coast 
publicity  director. 

Discussing  the  salvage  drive  (left,  third)  before 
an  oversized  reminder  are  Don  Wilson,  (1)  announcer 
of  the  weekly  CBS  Junior  Miss  starring  Shirley  Tem- 

ple and  sponsored  by  Procter  &  Gamble  Co.,  and 
Donald  W.  Thornburgh,  CBS  West  Coast  vice- 

president. Stretching  things  a  bit  (bottom,  left) ,  Arthur  Peter- 
sen (r),  "Rubber  Man"  of  KFBC,  Cheyenne,  Wyo. 

visited  a  nearby  dairy  with  William  C.  Grove,  station 
manager,  holding  the  microphone,  during  a  special 
broadcast  originated  at  the  dairy  during  a  search  for 
scrap  rubber  on  the  premises. 

The  Other  Fellow's 
VIEWPOINT 

'Natural  Affinity' 
Editor,  Broadcasting: 

I  always  read  Broadcasting  and 
enjoy  the  editorials  as  well  as  the 
news  of  the  industry.  I  was  par- 

ticularly interested  and  pleased 
with  your  editorial  "A  Natural 

Affinity." You  can  imagine  the  problem  I 
had  when  I  was  president  of  NBC 
and  also  president  of  RKO,  sitting 
on  the  Hays  Committee.  Exhibitors 
and  motion  picture  people  were 
really  fearful  of  radio  as  a  com- 

petitor. It  was  difficult  for  my 
good  friends  in  the  motion  picture 
industry  and  the  theatre  business 
to  immediately  appreciate  the  fact 
that  people  could  not  go  to  the 
movies  every  night,  and  that  good 
radio  programs  with  the  right  kind 
of  motion  picture  talent  and  "build- 

ups" were  bound  to  favorably  af- 
fect the  box-office. 

Some  very  good  examples  had 
been  the  radio  people  who  came 
into  the  movies  through  radio,  both 
actors  and  orchestras,  and  the  mo- 

tion picture  people  who  became 
more  important  because  of  radio. 

More  power  to  Broadcasting.' 
M.  H.  Aylesworth 

July  13  New  York  City 

carried  in  Broadcasting,  June  29 
issue,  on  page  53. 

In  the  second  column,  under  the 
Request  Programs  subsection,  par- 

agraph labelled  "Exceptions",  your 
magazine  prints :  ".  .  .  Requests  for the  broadcast  of  greetings  or  other 
programs  to  commemorate  per- 

sonal anniversaries  may  be  honored 
on  the  anniversary  date  or  at  the 
time  or  on  the  date  designated  in 

the  request." The  revised  Code,  see  enclosure, 
actually  states:  ".  .  .  Requests  for 
the  broadcast  of  greetings  or  other 
programs  to  commemorate  personal 
anniversaries  may  be  honored  if  the 
actual  broadcast  is  not  made  on  the 
anniversary  date  or  at  the  time  or 
on  the  date  designated  in  the  re- 

quest." 

The  phrase  italicized  has  been 
dropped  from  your  text.  You  will 
see  that  this  is  the  guy  wire  of  the 
whole  thing,  and  our  proposal  col- 

lapses without  it. 

Since  Broadcasting's  reproduc- tion of  the  Code  may  be  used  by 
many  stations  because  of  the  clar- 

ity of  its  type  form,  we  would  be 
indebted  to  you  if  you  could  run  a 
correction  in  an  early  issue. 

Daytime  Listening  Rise 
Is  Shown  in  New  York 
DAYTIME  radio  listening  during 
May  and  June  in  the  New  York 
metropolitan  area  shows  a  definite 
increase  over  that  for  March- April, 
a  complete  reversal  of  the  custo- 

mary seasonal  trend  and  attribut- 
able doubtless  to  the  strict  gasoline 

rationing  in  the  New  York  area, 
according  to  the  "Continuing  Meas- 

urement of  Radio  Listening"  by  C.  i 
E.  Hooper,  New  York.  The  survey 
is  jointly  sponsored  by  leading  local stations. 

National    listening    figures  de- 
clined about  5%  during  the  May- 

June  period  while  the  New  York  i 
area  listening  increased  about  3%. 
Similarly,  evening  national  listen- ing figures  for  the  same  period  | 
showed  a  seasonal  decline  of  13% 
with  the  New  York  area  declining  li 
only  5%.  ! 

REPRINTS  of  weekly  NBC  broad- 
casts by  Upton  Close,  news  commen- tator, are  issued  by  the  University  of 

California  Press,  Berkeley,  Cal.,  a 
non-profit  organization,  at  10  cents  per 

pamphlet. 

July  13 
Radio  Division 

Office  of  Censorship 

Code  Correction 
EDITOR,  Broadcasting: 
An  alert  broadcaster,  Neil  Nor- 

man, program  manager  of  WIL, 
St.  Louis,  has  called  our  attention 
to  a  rather  serious  typographical 
error  in  your  reproduction  of  the 
revised  Code  of  Wartime  Practices 

Nelson  Aids  Roux 

JAMES  H.  NELSON,  for  15  years 
with  the  sales  promotion  depart- 

ment of  Harper  &  Bros.,  New  York 
publishers,  and  a  former  freelance 
publicity  agent  for  both  CBS  and 
NBC  stations,  has  joined  NBC  as 
assistant  manager  of  national  spot 
and  local  sales  promotion,  accord- 

ing to  William  C.  Roux,  NBC's  na- 
tional spot  and  local  sales  promo- 

tion manager. 

^^^^^ 

CHNS 

Halifax,  N.  S. 

In  the  Busiest 

Centre  of  the 
Maritimes 

Ask  JOE  WEED 
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Army  to  Control 

Alaska  Stations 

Four  Outlets  Are  Affected  by 
BWC  Order  on  Operation 
DIRECTLY  affecting  four  stations, 
the  Board  of  War  Communications 
last  Wednesday  issued  an  order  that 
henceforth  all  communications  fa- 

cilities in  Alaska  would  be  subject 
to  the  determinations  of  the  War 
Department. 

Stations  affected  will  be  KFQD, 
Anchorage,  with  250  watts;  KFAR, 
Fairbanks,  1,000  watts;  KINY,  Ju- 

neau, 1,000  watts;  and  KGBU, 
Ketchikan,  500  watts.  Both  KFAR 
and  KINY  have  been  authorized  by 
the  FCC  for  construction  permits 
to  increase  their  power  to  5,000 
watts. 

Action  of  the  BWC,  it  was  said, 
arose  from  determination  of  the 

board  that  "the  national  security and  defense  and  the  successful 
conduct  of  the  war  demand  that 
all  non-military  stations  and  facil- 

ities for  radio  or  wire  communica- 
tion in  the  Territory  of  Alaska 

Ishall  be  subject  to  use,  control,  su- 
pervision. Inspection  or  closure  by 

the  Department  of  War." 
KFQD  only  recently  requested 

an  increase  in  power  from  250  to 
;1,000  watts,  its  manager,  William 
J.  Wagner,  claiming  the  War  De 
partment  had  requested  him  to  seek 
the  increase  [Broadcasting,  July 
13]. 

Text  of  the  BWC  order  follows: 

WHEREAS,  The  Board  of  War 
Communications  has  determined  that 
the  national  security  and  defense  and 
the  successful  conduct  of  the  war  de- 

mand that  all  non-military  stations 
and  facilities  for  radio  or  wire  com- 

munication in  the  Territory  of  Alaska 
shall  be  subject  to  use,  control,  super- 

vision, inspection  or  closure  by  the 
^Department  of  War ; 

NOW,  THEREFORE,  By  virtue  of 
•the  authority  vested  in  the  Board  of 
War  Communications  by  Executive  Or- 

ders No.  8546,  8964  and  9089  of  Sep- 
jtember  24,  1940,  December  10,  1941, 
and  March  6,  1942,  respectively ; 

IT  IS  HEREBY  ORDERED,  That 
all  non-military  stations  and  facilities for  radio  or  wire  communication  in 
the  Territory  of  Alaska  shall  be  sub- 

ject to  such  use,  control,  supervision, 
•inspection  or  closure  by  the  Depart- iment  of  War  in  accordance  with  the 
terms  of  the  said  Executive  Orders  as 
the  Secretary  of  War  may  deem  nec- 

essary for  the  national  security  and 
defense  and  the  successful  conduct  of 
the  war ; 
PROVIDED,  HOWEVER,  That 

nothing  herein  shall  apply  to  facilities 
controlled  by  the  Department  of  Navy 
Junder  Order  No.  2  of  the  Board. 

Subject  to  such  further  order  as  the 
Board  may  deem  appropriate. 

Radio  School  for  Army 
TWO  LARGE  HOTELS,  the  Con- 
(gress  and  Stevens,  Chicago,  will  be 
taken  over  by  the  Technical  Training 
Command  of  the  Army  Air  Force  to 
open  up  one  of  the  largest  radio  train- 

ing schools  in  the  world,  the  War 
Dept.  has  announced.  Training  will 
begin  as  soon  as  arrangements  for 
facilities  have  been  completed,  it  was 
Baid. 

Realtors'  Co-Op 
INTERSPERSED  with  listings  of 
homes  and  other  property  for  rent  or 
sale,  a  weekly  half-hour  transcribed 
musical  program  titled  Real  Estate 
'ffo«r,  has  been  started  on  KOY,  Phoe- 

nix, with  eight  local  firms  cosponsoring. 

Moseley  on  MBS 

SIDNEY  MOSELEY,  British  com- 
mentator, journalist  and  author, 

starts  a  series  of  five  weekly  news 
commentaries  on  MBS,  July  20,  11- 
11:15  a.m.,  titled  Headlines  of 
Tomorrow.  For  the  past  12  years, 
Moseley  has  been  lecturing,  writ- 

ing and  broadcasting  in  this  coun- 
try, and  is  currently  heard  on 

WMCA,  New  York,  10:45  p.m.  in 
a  Tuesday  thru  Saturday  series 
which  he  is  expected  to  continue 
concurrently  with  the  Mutual 
broadcasts.  Founder  and  first  presi- 

dent of  England's  Broadcast  Critic 
Circle,  Moseley  was  also  the  first 
radio  editor  in  Great  Britain,  serv- 

ing in  this  capacity  with  the  BBC 
during  its  early  days.  He  has  ex- 

tensive background  in  journalism, 
having  served  with  the  London 
newspapers.  The  Daily  Herald  and 
The  Daily  Express,  and  was  later 
Cairo  correspondent  for  the  New 

York  Times,  Paris  Daily  ?/Ia.'J  and Central  News  of  London. 

PROPOSALS  OF  FLY 

IISCLVDED  IN  BILL 
PURSUANT  to  recommendations 
of  BWC-FCC  Chairman  James 
Lawrence  Fly  to  amend  the  Com- 

munications Act  by  removing  ob- 
stacles to  the  effective  prosecution 

of  the  war.  Chairman  Lea  (D-Cal.), 
of  the  House  Interstate  &  Foreign 
Commerce  Committee,  last  Monday 
introduced  in  the  House  a  bill  to 
amend  the  Act  [Broadcasting, 
July  13]. 

Chairman  Fly  had  proposed  in  a 
letter  to  Speaker  Rayburn  that  the 
Act  be  amended  in  several  particu- 

lars, virtually  all  of  them  dealing 
with  communications.  The  letter 
was  referred  to  Chairman  Lea,  who 
introduced  the  measure  (HR-7370) 
incorporating  its  basic  suggestions. 
The  bill  promptly  was  referred  to 
Mr.  Lea's  committee  for  appropri- ate action. 

The  measure  would  amend  Sec- 
tion 606  of  the  Act,  dealing  with 

emergency  powers  over  communi- 
cations vested  in  the  President,  but 

which  he  has  mandated  to  the  BWC 
by  Executive  Order.  It  provides 
that  the  amendments  shall  con- 

tinue in  effect  for  not  longer  than 
six  months  following  the  termina- 

tion of  the  war,  or  such  earlier 
date  as  Congress  may  designate. 

Special  Record  Program 
TO  LAUNCH  the  nationwide  drive 
by  Records  For  Our  Fighting  Men  to 
collect  old  wornout  records,  a  special 
broadcast  was  presented  July  18  on 
CBS  featuring  Kate  Smith,  Kay  Ky- 
ser.  Nelson  Eddy,  Ted  Collins,  Harry 
James'  Orchestra  and  Lynn  U.  Stam- baugh,  national  commander  of  the 
American  Legion,  organization  which 
will  collect  the  records.  The  broadcast 
was  beamed  to  troops  overseas  by 
CBS  and  other  shortwave  stations  un- 

der auspices  of  the  OWI. 

MANHATTAN  BREWING  Co.,  Chi- 
cago, has  been  ordered  by  the  Federal 

Trade  C3ommission  to  cease  and  desist 
certain  alleged  misrepresentations  re- 

garding the  sale  and  distribution  of 
its  products. 

13,800,00  NEW  SETS 

Bought  by  American  Radio 
 Listeners  in  1941  

fUJHBF
 ^JtfFILIWE  OF  «0C»  ISLftllD.  ILUMU  Mt«^ 

DURING  1941,  Americans  pur- 
chased 13,800,000  radio  sets,  an 

average  of  46,000  per  day  or  96  new 
sets  every  minute  of  every  working 
day,  according  to  industry  statistics 
compiled  by  research  organizations 
and  released  by  NBC. 
The  study  showed  30,600,000 

radio  families  in  the  country  op- 
erating more  than  56,000,000  receiv- 

ers tuned  to  924  stations.  The  esti- 
mated annual  cost  of  America's 

radio  programs,  exclusive  of  time 
costs,  is  $85,000,000,  according  to the  survey. 

Nine  out  of  10  American  homes 
have  radios,  the  figures  further 
state,  which  is  more  than  twice  the 
number  of  homes  equipped  with 
bath  tubs. 

Also  there  are  twice  as  many 
radios  as  electric  irons,  more  than 
three  times  as  many  radios  as  gas 
ranges  and  more  sets  than  the  com- 

bined total  of  all  the  washing  ma- 
chines, telephones,  refrigerators 

and  electric  toasters  in  the  country. 
The  Axis  countries  have  271  ra- 

dio stations  and  33,000,000  receiv- 
ing sets,  while  the  United  Nations 

and  neutral  countries  have  2,210 
stations  and  75,000,000  sets,  ac- 

cording to  estimates  released  by  the 
NBC  statistical  research  depart- 

ment. This  makes  a  world  total  of 
108,000,000  sets  of  which  more  than 
half,  56,000,000  are  in  the  United 
States. 

Talent  Manager  Sues 

As  Autry  Enters  Army 
CHARGING  evasion  of  contract, 
Harry  Wurtzel,  Hollywood  talent 
agent,  has  filed  two  suits  for  arbi- tration against  Gene  Autry,  radio 
and  film  cowboy  singer-actor,  with 
American  Federation  of  Radio  Art- 

ists and  the  Screen  Actors  Guild, 
asking  total  damages  of  $50,000. 
Autry  has  volunteered  for  Army 
service  and  reports  for  duty  at 
Boiling  Field,  Washington,  Aug.  1. 
He  has  been  under  managerial 

contract  to  Wurtel  since  1936,  with 
agreement  having  2%  years  more 
to  go,  according  to  complaint.  Deci- sion by  the  Guilds,  it  is  generally 
believed,  will  set  a  precedent  on  va- 

lidity of  an  artist-agent  contract 
when  the  artist  joins  military  serv- 

ice for  the  duration.  Preceding  any 
civil  court  action,  complaints  of  this 
nature  must  be  submitted  to  Guild 
arbitration.  Test  case  is  expected 
to  get  under  way  within  the  week. 

ALTHOUGH  Gene  Autry,  Hollywood 
radio  and  film  cowboy  singer-actor,  has 
been  inducted  into  the  Army  as  tech- 

nical sergeant,  he  wiU  continue  his 
weekly  half-hour  CBS  Melody  Ranch, 
sponsored  by  Wm.  Wrigley  Jr.  Co. 
Sworn  into  the  Army  July  14,  he 
reports  to  Boiling  Field,  Washington, 
Aug.  1  for  active  service.  Upon  return 
to  the  West  Coast  he  will  continue  his 

program. 

Basic  Mutud  Network  Outlet  .EULL  TIME  Mli=K.C^._..,. 

THE  SOOO  WATT 

\feke  4  tin  UirOUes 
ROCK  ISLAND  •  DAVENPORT  •  MOLINE 

JOHNNY  LONG 

records  for 

LANG-WORTH 

DAYTON 

One  of  the  leading  cities  in 

payroll  and  population  in- crease. 

can  become  your  favorite 
Radio  Station  in  producing 
sales 

BECAUSE: 
the  dominant  coverage  of 
WING  is  over  one  of  the 

Nation's    greatest  defense 
areas. 

Represented  by :  Weed  &  Co. 

Baltimore's  Blanket! 

^^^^^grflHjS  l<nocl<  on  over  200,- ■HB^   {SI^B  doors!   And  our \  W  reception  is  city-wide, 
high  and  handsome! 

One  of  the  nation's  most  lucrative 
markets  .  .  .  served  INTACT  to  you! 

Penny  for  penny — coverage  belter 
than  any!  Write  for  plentiful  proof! 

WCBM 

IIALTIIVIOItE,  lUAIIYLAM) Natl.  Rep. — Foreman  Co,,  N.Y.  &  Chi. 

Columbia's  Station  for  the 

SOUTHWEST 

KFH 

WICHITA 
KANSAS 

Call  Any  Edward  Petry  Office 
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Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for   box  address.   Forms  close  one  week   preceding  issue. 

Help  Wanted 

Announcer  Wanted  —  Progressive  5.000 
watt  southern  station  in  major  market. 
Needs  an  experienced  announcer.  Must 
be  capable  of  building  and  producing 
shows.  Must  have  good  personality ; 
draft  exempt.  Station  pays  base  salai'y with  incentive  plan.  When  writing,  give 
e.xperience.  references,  present  connec- 

tions and  salary.  Box  665,  BROADCAST- ING. 

Wanted  At  Once — Topnotch  experienced 
continuity  writer.  Send  full  particulars, 
photo  and  desired  starting  salary  to  sta- 

tion WSNY,   Schenectady,  New  York. 

Engineer — For  RCA  equipped,  Mid-West network  station.  Must  have  transmitter, 
maintenance  and  operating  experience. 
Good  salary  .  .  .  chance  for  advance- 

ment. Submit  full  details  including  ex- 
perience, refei'ences,  draft  status,  pic- ture. Box  661,  BROADCASTING. 

Girl  Operator — Second  class  license.  Also Al  engineer.  Southern  network.  Box 
659.  BROADCASTING. 

Experienced  Announcer — For  5000  watt CBS  station  in  Middle  West.  Prefer 
married  man  who  is  willing  to  settle 
down  in  a  progressive  operation.  State 
age,  nationality,  mai-ital  and  draft  status, salary  expected.  Include  picture,  also 
transcription  if  convenient.  Write  Box 
658,  BROADCASTING. 

Salesman — Excellent  opportunity  for  ad- vancement in  good  market.  Will  consider 
man  with  no  sales  e.xperience  if  he  has 
other  radio  experience  and  willing  to 
learn.  WAML,  Laurel,  Mississippi. 

Chief    Engineer   and    Assistant — 250  watt 
station.  Give  references  and  salary  ex- 

pected. Box  647.  BROADCASTING. 

Texas  Independent  Station — Desires  compe- 
tent announcei".  Tell  all.  Box  651, BROADCASTING. 

ANNOUNCER-ENGINEER— First  class  li- 
cense preferable.  Progressive  small 

Southern  Station.  Good  pay  for  short 
week.  Box  653,  BROADCASTING, 

SPORTS  ANNOUNCER— Must  be  good  on football  and  basketball.  Married  and  draft 
deferred.  WHBU,  Anderson,  Indiana. 

Middle-aged  draft  exempt  broadcast  licensed 
operator — With  5  KW  experience  who  is 
willing  to  go  to  U.  S.  Caribbean  posses- 

sion. S50  and  living  quarters  for  right 
man.  Single  man  preferred.  Box  667, 
BROADCASTING. 

Situations  Wanted 

Staff  Announcer — Experience:  news,  con- tinuity, music,  controls.  Eastern  station 
preferred.  Deferred.  Box  660,  BROAD- CASTING. 

TWO  ENGINEERS  —  Experienced.  Avail- 
able two  weeks'  notice,  singly  or  to- gether. State  salary,  etc.  Box  657, 

BROADCASTING. 

STATION  EXECUTIVE  —  18  years  in  sta- tion and  agency  field.  Formerly  radio 
director  of  major  agency.  Completely 
familiar  with  all  phases  of  station  op- 

eration, programming  and  administra- 
tion. Excellent  agency  contacts.  Out- 

standing references.  Draft  deferred. 
Box   666,  BROADCASTING. 

Announcer-Engineer  —  First  class  license, 
experienced  programmer,  married,  $40 
minimum,  anywhere,  August  1st.  Box 
664,  BROADCASTING. 

Announcer — Seven  years'  experience,  all types  of  studio  announcing.  Draft  ex- 
empt. Available  at  once.  Box  662, BROADCASTING. 
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Situations  Wanted  (cont.) 

DO  YOU  SUFFER  -From  an  irresponsi- ble staff?  Here  is  an  announcer-writer 
who  delights  in  seeing  tough  jobs  through 
and  excells  at  organizational  duties.  Pres- 

ently, program  directing  for  small  town 
local.  Eighteen  months'  experience.  Draft deferred.  Box  645.  BROADCASTING. 

Salesman — Four  years'  successful  experi- ence network  stations.  Draft  exempt. 
Box  646.  BROADCASTING. 

Announcer,  Control  Operator — Desires  posi- tion at  once.  At  present  employed  by 
250-watt  station  cutting  staff.  Two  years' experience.  Transcripion  available.  Ref- erences. Box  648.  BROADCASTING. 

Announcer — Sports,  news,  programing.  Ten 
years'  experience.  Available  immediately. Box   650.  BROADCASTING. 

ANNOUNCER  —  Young.  Now  employed 
Draft  defei'red  for  two  years.  Nearly  two 
years'  e.xperience  announcing  and  writ- ing continuity.  Prefers  job  where  can 
attend  college.  Will  send  transcription. 
This  ad  strictly  confidential.  Box  649, 
BROADCASTING. 

Chief  Engineer — Ten  years  experience  with 
RCA  and  W.E.  equipment,  including  5 
Kw.  network  affiliate,  with  directional  an- 

tenna system.  Comprehensive  experience 
in  design,  construction,  and  maintenance 
of  point  to  point  high  frequency  commun- 

ications systems.  Married,  3-A.  A-1  refer- 
ences. Prefer  East.  Available  in  approxi- 

mately 30  days.  Box  655.  BROADCAST- ING 

Draft  Exempt  Station  Manager — Ten  years 
all  phases  selling,  radio,  local-regional, 
well  known  in  major  Eastern  agencies, 
desires  responsible  job.  Salary  secondary. 
Box  656,  BROADCASTING. 

Sports  Announcer — Five  years'  experience in  play-by-play  of  all  sports.  Married and  draft  exempt.  Go  anywhere  at  once. 
Box  663,  BROADCASTING. 

ENGINEER  —  Twelve  years'  experience  5 and  50  kilowatts.  Consider  chief  5  kw. 
Deferred.  References.  Box  654.  BROAD- CASTING. 

For  Sale 

Four    used    Locke    No.    9888    Insulators — 
Box  652,  BROADCASTING. 

Miscellaneous 

BOOK  MANUSCRIPTS  WANTED  MERI- 
TORIOUS works  of  public  interest  on 

all  subjects.  Write  for  free  booklet. 
MEADOR  PUBLISHING  CO.,  324  New- 

bury Street,  Boston,  Mass 

POSTER  STAMPS 

A  TIMELY  ANSWER 

FOR  AN  EFFECTIVE 
PREMIUM  PROGRAM 

Replaces  plastics  or  metal, 
investigate  this  proven  quick 
action  premium  program.  Ex- 

clusive applications  can  tie-in 
vi^ith  products,  travel  and  re- 

sorts. Interesting  and  appeal- 
ing. Send  for  case  histories 

and  detailed  information  of 
How  You  Can  Use  Poster 
Stamps  Effectively  —  at  Low 
Unit  Cost.  No  obligation. 

Mid- States  Gummed  Paper  Co. 
2515  S.  Damen  Avenue,  Chicago,  ill. 

Fast  Work 
ON  JULY  11  at  6:10  p.m., 
General  Manager  Bill  Cline 
received  a  wire  from  the  FCC 
approving  a  change  in  station 
call  letters  from,  WHIP,  Ham- 

mond -  Chicago,  to  WJWC. 
Five  minutes  later,  at  6:15, 
the  new  call  letters  were  an- 

nounced at  a  station  break 
and  have  been  in  good  work- 

ing order  ever  since. 

Minn.  Tourist  Spots 

MINNESOTA  STATE  Tourist  Bu- 
reau, St.  Paul,  has  placed  a  vary- 

ing schedule  of  one-minute  an- nouncements on  WGN  WMAQ 
WLW  KOIL  KFAB  WHO  KMBC 
WDAF  WIBW  KVOO  WKY  KSD 
KXOK.  Announcements  promote 
the  State  as  vacationland.  Agency 
is  Campbell-Mithun,  Minneapolis. 

War  Pickups  Juggled 

CHANGE  in  time  and  format  has 

been  effected  for  the  BLUE's Weekly  War  Journal.  The  Sunday 
program  conducted  by  Morgan 
Beatty,  military  news  analyst,  has 
been  shifted  from  7  p.m.  to  12  noon. 
In  a  shuffle  of  foreign  pickups, 
Robert  St.  John,  and  the  second 
foreign  pickup,  previously  devoted 
to  news  from  Australia  by  Martin 
Agronsky,  is  now  on  a  flexible 
basis. 

PROFESSIONAL 

DIRECTORY 

Jansky  &  Bailey An  Organization  of 
Qualified  Radio  Engineers 

Dedicated  to  the 
SERVICE  OF  BROADCASTING 

National  Press  Bide.,  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.      Dl.  1205 
Washington,  D.  C. 

JOHN  BARRON 
Consulting  Radio  Engineers 
Specializing  in  Broadcast  and 

Allocation  Engineering 
Eorle  Building,  Washington,  D.  C. 

Telephone  NAtional  7757 

GEORGE  C.  DAVIS 

Consulting  Radio  Engineer 

Munsey  BIdg.  District  8456 
Washington,  D.  C. 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

PAUL  F  GODLEY 

CONSULTING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 

MO  2-7859 

CLIFFORD  YEWDALL 
Empire  State  BIdg. 
NEW  YORK  CITY 

An  Accounting  Servic* 
Particularly  Adapted  to  Radio 

A.  EARL  CULLUM,  JR. 

Consulting  Radio  Engineers 
Highland  Park  Village 

Dallas,  Texas 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. Silver  Spring  Md. 
(Suburb,  Wash..  0.  C.) 

Main  Office:    'I'O  'poom^noH 7134  Main  St.     .^TTN       PNOM  9M» Kansas  City,  Ma 
10  speojssojQ 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAT 
R.C.A.  Communications,  Inc. 
66  Broad  St..  New  York,  N.T. 

RING  8C  CLARK 

Consulting  Radio  Engineers 
WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 

BROADCASTING 

for 

RESULTS! 
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

JULY  11  TO  JULY  17  INCLUSIVE" 

Decisions . 
JULY  14 

KFPL,  Dublin,  Tex.— Canceled  existing 
license  of  station,  deleted  call  letters  and 
closed  records  of  the  Commission  necessi- 

tated by  licensee's  request  because  of  short- age of  operators  and  equipment. 
WSAN,  Allentown,  Pa.— Denied  petition 

insofar  as  it  requests  grant  of  application 
for  modification  of  construction  permit  to 
make  changes  in  equipment  and  directive 
antenna  system  ;  denied  joint  petition  of 
WSAR  and  WHOM,  designating  same  for 
hearing;  and  granted  application  of  WSAN 
for  extension  of  completion  date. 

'  WOV,  New  York — Designated  for  hearing application  for  transfer  of  license  to  Mur- 
I  ray  Mester  and  Meyer  Mester. 

WBOW,   Terre  Haute,   Ind  Designated 
for  hearing  construction  permit  to  install 

I  new  transmitter. 
DESIGNATED  FOR  HEARING— WINK, 

Louisville,  modification  of  CP  for  extension 
of  commencement  and  completion  ;  KROW, 
Oakland,  Cal.,  same ;  WKBH,  LaCrosse, 
Wis.,  same  for  completion  date. 
DENIED  PETITIONS  FOR  GRANT— 

WLAP,  Lexington,  Ky.;  NEW,  J.  C.  Kay- 
nor,  EUenburg,  Wash,  (both  designated  for 
hearing)  ;  NEW  Scandaga  Broadcasting 
Corp,  Gloversville,  N.  Y.;  WLEU,  Erie,  Pa. 
(both  retained  in  hearing  docket)  ;  KSL, 
Salt  Lake  City. 
WTNJ,  Trenton,  N.  J.— Granted  motion 

to  dismiss  petition  against  WTTM  grant. 
WRAL,  Raleigh,  N.  C— Dismissed  peti- tion for  rehearing  directed  against  grant  to 

WJW. 
W69PH,  Philadelphia— Granted  applica- tion for  the  new  FM  station  which  re- 

instates construction  permit. 
WGEO,  Schenectady,  N.  Y.— Granted 

modification  of  license  to  add  frequencies 
7000  and  11847.5  kc,  sharing  time  with 
WGEA  on  both. 
WGEA,  Schenectady — Same. 

JULY  15 
NEW,  Northeastern  Pennsylvania  Broad- 

casters Inc. — Proposed  grant  of  a  construc- 
tion permit  for  a  new  station  on  WBAX's facilities,  100  watts  on  1240  kc.  and  simul- 

taneously denied  rival  applications  of 
Wilkes-Barre  Broadcasting  Corp.;  Central Broadcasting  Co.  and  Key  Broadcasters  Inc. 
WELL,  Battle  Creek,  Mich.— Proposed renewal  of  license. 
KMLB,  Monroe,  La. — Proposed  denial  of 

shift  to  1440  kc.  and  increase  to  1  kw.,  un- limited time  with  directional  antenna  at 
night. 
NEW,  Butler  Broadcasting  Corp.,  Hamil- 

ton, O. — Denied  petition  and  set  for  further hearing. 
GRANTED  PETITIONS  TO  DISMISS 

APPLICATONS— NEW,  The  Evening  xVews 
Press  Inc.,  Port  Angeles,  Wash.;  WOPI, 
Bristol,  Tenn.;  KTBL  Tacoma,  Wash.; 
NEW,  John  D.  Ewing,  New  Orleans ;  NEW, 
Associated  Broadcasters  Inc.,  Indianapolis. 
WROL,  Knoxville — Granted  motion  to continue  hearing  to  Aug.  20. 

JULY  16 
WGRC,  New  Albany,  Ind.— Denied  peti- tion for  grant  of  application  for  CP  for 

790  kc,  1  kw.,  unlimited,  directional  an- tenna and  amended  issues. 
WSAI,  Cincinnati — Granted  modification 

of  construction  permits  for  extensions  of 
completion  dates. 
KGDM,  Stockton,  Cal.— Granted  modifica- 

tion of  construction  permit  for  change  in 
type  of  transmitter. 

Applications . . . 
JULY  11 

WDEL,  Wilmington,  Del.— Modification 
of  construction  permit  as  modified  for  ex- 

tension of  completion  date  to  9-19-42. 
WWVA,  Wheeling,  W.  Va.— Modification 

of  construction  permit  for  extension  of 
completion  date  to  11-4-42. 
KTTS,  Springfield,  Mo.— Acquisition  of 

control  by  J.  H.  G.  Cooper  through  pur- 
chase of  4%  of  stock  from  minority  stock- holder. 

JULY  15 
WCAO,  Baltimore — Modification  of  con- 

struction permit  as  modified  requesting  ex- 
tension of  completion  date  to  9-8-42. 

WINS,  New  York— Modification  cf  con- 
struction permit  as  modified  requesting  ex- 

tension of  completion  date  to  11-3-42. 

WSAY,  Rochester,  N.  Y.— Modification  of 
struction  permit  requesting  change  in 
transmitter  location,  change  in  transmitter 
type  and  directional  antenna. 
W85A,  Schenectady — Modification  of  con- 

struction permit  as  modified  requesting 
change  in  type  of  transmitter  and  extension 
of  commencement  and  completion  dates. 

Tentative  Calendar . . . 
KITE,  Kansas  City,  license  renewal  (July 20). 

WGRC,  Louisville,  CP  for  790  kc,  1  kw. 
night,  5  kw.  day,  directional  antenna  night, 
unlimited  ;  WKPT,  Kingsport,  Tenn.,  CP  for 
790  kc,  1  kw.,  directional  antenna  night, 
unlimited   (consolidated  hearing,  July  22). 
WFAS,  White  Plains,  N.  Y.,  modification 

of  license  to  1230  kc,  250  watts,  unlimited 
(July  23). 

Join  CBS  in  N.  Y. 
HUGH  CONOVER,  Gordon  Eaton 
and  Robert  Stevenson  have  joined 
the  CBS  production  department  as 
staff  announcers.  For  seven  years 
staff  announcer  of  WJSV,  CBS  key 
outlet  in  Washington,  Conover  had 
previously  been  at  WIS,  Columbia, 
S.  C.  Eaton  comes  to  CBS  from 
WET,  Charlotte.  He  started  with 
WJNO,  West  Palm  Beach,  Fla. 
Stevenson  has  been  with  WNBF, 
CBS  affiliate  in  Binghamton,  N.  Y.; 
WHN,  New  York,  and  WGY, 
Schnectady. 

HANDLING  WITH  loving  care 
this  giant  transmitting  tube  of 
KFI,  L/os  Angeles,  are  co-chief  en- 

gineers (1  to  r)  Curt  Mason  and 
H.  L.  Blatterman,  that  station. 
With  the  big  tubes  at  a  premium 
since  the  war's  outbreak,  every  pre- caution is  taken  to  insure  the  hours 
of  efficient  life  in  this  and  similar 
equipment.  Protective  measures  in- 

clude frequent  meter  checks  and 
constant  surveillance  of  every  cir- 

cuit at  the  transmitter. 

Gwaltney  Named 
MILTON  N.  GWATLTNEY.  until 
recently  a  member  of  the  sales  depart- 

ment in  charge  of  Staunton  and 
Waynesboro  territories  for  WPID, 
Petersburg,  Va.,  has  been  named  com- 

mercial manager  of  WPID  by  Man- 
ager B.  Walter  HuiBngton.  Mr.  Gwalt- 
ney left  the  newspaper  field  to  enter 

radio  in  1939. 

Lerch  Leaves  KDKA 

DONALD  C.  LERCH  Jr.,  farm  di- 
rector of  KDKA,  Pittsburgh,  has 

resigned  to  join  the  Dept.  of  Agri- 
culture in  Washington.  Lerch's  new post  is  in  the  marketing  reports 

division  of  the  Agricultural 
Marketing  Administration,  where 
his  duties  will  be  to  coordinate  the 
work  of  the  division  with  stations. 
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For  outstanding  performance  -  strength  to 
meet  severest  wind  conditions  and  low  init- 

ial cost  use  Wincharger  Vertical  Radiators. 
These  superior  radiators  are  already  demon- 

strating their  efficiency  and  economy  in  over 
300  commercial  broadcasting  and  police 
stations  throughout  the  United  States. 

Built  of  uniform  triangular  cross  sections  to 
insure  highly  efficient  radiation  -  designed 
and  built  to  withstand  100  mile  wind  veloc- 

ity -  these  towers  guarantee  you  years  of 
low  cost  service.  Complete  erection  service, 
including  lighting  equipment,  anchors,  base 
and  ground  systems  is  available. 

WRITE  TODAY  FOR  FULL  DETAIIS  AMD  QUOTATIONS 

WINCHARGER  VERTICAL  RADIATO 

ij 

Network  ̂ ccovnts 
All  time  Eastern  Wartime  unless  indicated 

New  Business 
LEVER  BROS.,  Toronto  (Lux)  on  June 
29  started  C'est  ha  Vie  on  CKAC,  Mon- treal, and  CHRC,  Quebec,  Mon.  thru  Fri. 
12:30-12:45  p.m.  Agency:  J.  Walter 
Thompson  Co.,  Toronto. 
BENSON  &  HEDGES,  New  York  (Virginia 
Rounds  cigarettes ) ,  Aug.  17  starts  Paul 
Schubert,  News  Analyst,  on  3  MBS  sta- 

tions (WOR,  WOL,  WHK)  Mon.  thru  Fri., 
10:30-10:45  p.m.,  with  repeat  on  2  MBS. 
stations  (KHJ,  KFRC)  10:15-10:30  p.m. 
(PWT).  Agency:  Duane  Jones,  N.  Y. 

Network  Changes 

ARMSTRONG  CORK  Co.,  Lancaster.  Pa. 
(Quaker  rugs),  on  July  18  increased  the 
network  for  Theatre  of  Today  from  99  j 
116  CBS  stations.  Sat.,  12  noon-12:30 
p.m.  Agency:  BBDO,  N.  Y. 
LADY  ESTHER  CO.,  Chicago  (cosmetics), 
on  July  27  shifts  Musical  Album  of  the 
Week  on  65  CBS  stations  Mon.,  from  10- 
10:30  p.m.  to  9:30-10  p.m.  Agency:  Pedlar 
&  Ryan,  N.  Y. 
CARTER  PRODUCTS  CO.,  New  York, 
(Carter's  Little  Liver  Pills),  on  June  19 shifted  repeat  of  Inner  Sanctum  Mystery 
on  81  BLUE  stations.  Sun.,  8  :30  p.m.  from 
11  p.m.  to  9:30  p.m.  and  on  June  19 
started  repeat  of  Jimmie  Fidler  from  Holly- wood for  Arrid  on  86  BLUE  stations.  Sun., 
9:30-9:45  p.m.  at  11:15  p.m.  Agencies: 
Roche,  Williams  &  Cunnyngham,  New  York 
(Inner  Sanctum);  Small  &  SeifEer,  New 
York  (Jimmie  Fidler). 
ANDY  LOTSHAW  Co.,  Chicago  (Gorjus 
and  Body  Rub),  on  July  13  shifted  Your 
Date  With  Don  Norman  on  2  MBS  sta- 

tions (WOR  WGN)  Mon.  thru  Fri.,  from 
1:45-2  p.m.  to  1:35-1:45  p.m.  Agency: Arthur  Meyerhoff,  Chicago. 
AMERICAN  TOBACCO  CO.,  New  York 
(Lucky  Strike) ,  has  added  8  CBS  stations 
to  Your  Hit  Parade  making  a  total  of  114 
CBS  stations.  Sat.  9-9:45  p.m.  (repeat,  12 
midnight-12 : 45  a.m.).  Agency:  Lord  & 
Thomas,  N.  Y. 
PEPSI-COLA  Co.,  Long  Island  City,  N.  Y. 
(beverage),  on  July  31  discontinues  War 
Savings  Bonds  Jingle  Contest  on  170 
BLUE  stations,  Mon.  thru  Fri.,  9:55-10 
p.m.  Agency:  Newell-Emmett  Co.,  N.  Y. 

Smith  Joins  Air  Force 

CALVIN  J.  SMITH,  general  man- 
ager of  KFAC,  Los  Angeles,  and 

an  NAB  director,  has  been  ordered 
to  report  for  active  duty  in  the 
Army  Air  Force 
as  a  first  lieuten- ant, on  July  28,  at 

Washington  head- 
quarters. He  is 

expected  to  resign 
from  the  NAB 
board,  w  i  t  h  h  i  s successor  to  be 
named  at  the 
board's  next 
meeting,  tenta- 

tively set  for  Sep- 
tember. His  successor  at  KFAC 

head  has  not  been  announced. 

Smith 

WINCHARGER  CORFORATION SIOUX  CITY,  IOWA 

Bert  Lytell  Is  Picked 
For  Corn  Products  Role 
BASIC  TALENT  for  the  Stage 
Door  Canteen  show  to  start  July 
30  on  CBS  under  sponsorship  of 
Corn  Products  Refining  Co.,  New 
York,  will  include  Bert  Lytell  as 
m.c.  and  an  orchestra  specially 
assembled  for  the  show  under  di- 

rection of  Raymond  Paige.  Mr. 
Lytell  is  director  of  the  American 
Theatre  Wing  where  the  canteen 
show  idea  originated,  and  presi- 

dent of  Actor's  Equity. 
Earle  McGill,  CBS  producer,  will 

direct  with  Roger  White  producing 
and  Frank  Wilson  writing  in  col- 

laboration with  other  well-known 
scriptwriters.  Agency  is  C.  L. 
Miller  Co.,  New  York. 
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TAX  LEGISLATION 

AFFECTS  SPONSORS 

IN  ADDITION  to  hitting  stations' 
corporate  setups  with  drastic  net 
income  surtaxes  as  well  as  heavy 
excess  profits  taxes,  the  6,144  mil- 

lion tax  bill  reported  to  the  House 
last  week  by  the  House  Ways  & 
Means  Committee  will  impose  new 
levies  on  products  of  some  of  ra- 

dio's heaviest  advertisers. 
Cigarette  taxes  will  jump  from 

$3.25  to  $3.50  per  1,000;  nickel 
cigars,  the  increase  is  from  $2  to 
$5  per  1,000  and  there  will  be  vary- 

ing increases  on  other  cigar 
grades;  smoking  tobacco  taxes  go 
from  18  to  24  cents  per  pound; 
telephone  and  radio-telephone  toll 
service  the  tax  goes  from  5  cents 
to  20%  of  the  total  charge;  radio 
and  cable  messages  go  from  10  to 
159f  of  the  charge;  leased  wire  ser- 

vices jump  to  15%  of  the  charge, 
previously  10%  and  telephone  ser- 

vice will  be  taxed  10%  of  the  bill. 
Lubricating  oils  g-o  from  41/2  cents 
to  6  cents  per  gallon;  transporta- 

tion, 10 '/c  of  the  amount  paid. 
Wine  and  beer  taxes  have  also 

gone  up  sharply.  Still  wines  will 
pay  8  to  10  cents  per  gallon  while 
on  other  wines  the  tax  will  go  as 
high  as  $1  per  gallon.  Beer  will  be 
taxed  $7  per  barrel. 

ERNEST  TUBE,  cowboy  singer  for 
KGKO  and  Universal  Mills,  Fort 
AYorth.  is  on  leave  of  absence  while 
making  a  Hollywood  movie  with 
Charles  Starrett.  western  star.  Titled. 
"The  Fighting  Buckaroo,"  the  film 
win  feature  Ernest's  composition 
"Walking  the  Floor  Over  You". 

WBIG  is  carrying  com- 
plete stories  on  Civil- 

ian Defense  Workers 
in  this  rich  and  pop- 

ulous area. 

A  Columbia  Bdcating.  1^' System  Affiliate 

EDNEY 
RIDGE 
DIRECTOR 

SPONSOR  MEETS  SPONSORED  as  two  members  of  the  staff  of  WNAX, 
Yankton,  S.  D.,  attended  annual  sales  meeting  of  Crete  Mills,  Crete,  Neb. 
At  the  meeting  were  (1  to  r)  :  Arden  E.  Swisher,  WNAX  merchandising 
manager;  Ben  Johnson,  Crete  Mills;  Wynn  Hubler,  Neighbor  Lady, 
sponsored  by  the  Crete  Mills  daily;  B.  L.  Johnson,  president,  Crete  Mills; 
Rudy  Moritz,  Rudy  Moritz  Agency. 

Petrillo's  Bans  Draw  Protests 
{Continued  from  page  9) 

Chairman  Fly  said  he  was  not  at 
all  clear  that  the  Commission  has 
authority.  He  said  he  deplored  the 
situation  but  would  not  say  defi- 

nitely that  "we  couldn't  do  some- 
thing, either  through  the  Commis- 

sion or  through  the  Board  of  War 
Communications."  He  said  he  had 
no  particular  solution  for  it  at  the 
moment,  but  felt  the  public  inter- 

est "is  so  strong  that  ways  and 
means  must  be  found  to  settle  it  in 
such  a  manner  as  will  enable  the 

public  to  receive  these  programs." Aside  from  the  protests  from 
the  Interlochen  Camp  against  the 
Petrillo  ban,  several  other  organi- 

zations and  individuals  have  regis- 
tered complaints  with  both  the  De- 

partment of  Justice  and  the  FCC. 
United  Youth  for  Victory,  national 
youth  organization,  asked  that  an 
investigation  be  instituted  of  the 
"unwarranted  cancellation"  by 
NBC  of  the  high  school  symphony 
orchestra.  It  was  characterized  as 

"an  attack  on  American  youth". 

Press  Criticism 

Following  publication  of  the  edi- 
torial in  the  New  York  Times  July 

10  [Broadcasting,  July  13],  sharp- 
ly condemning  the  Petrillo  tran- 

scription-record ban,  many  other 
metropolitan  newspapers  editorial- 

ly attacked  the  move.  All  took  the 
overall  view  that  Mr.  Petrillo  was 
asserting  dictatorial  powers  and 
that  his  strategy  wouldn't  work, 
and  condemned  the  legal  immunity 
given  the  unions  by  recent  Supreme 
Court  decisions  which  made  these 
onslaughts  possible. 
Among  leading  newspapers  which 

carried  editorials  were  the  New 
York  Herald-Tribune,  on  July  14; 
the  Washington  Evening  Star,  on 
July  11;  the  Washington  Post,  on 
July  13;  the  Netv  York  Sun  on 
July  13;  Buffalo  News  on  July  15. 

Samuel  R.  Rosenbaum,  president 
of  WFIL,  Philadelphia,  and  chair- 

man of  the  former  Independent  Ra- 
dio Network  Affiliates,  which  de- 

vised the  original  ARM-broadcast- 
ers  agreement  on  employment  of 
staff  orchestras,  on  July  10  wrote 
the  editor  of  the  New  York  Times 
taking  exception  to  certain  aspects 
of  the  Times  editorial. 

Declaring  he  wrote  as  an  antag- 

onist of  Petrillo,  Mr.  Rosenbaum 

said  he  saw  no  advantage  in  "un- derrating or  misunderstanding  the 

merit  in  Petrillo's  position".  Call- 
ing Mr.  Petrillo  "a  picturesque  and 

vitriolic  buccaneer",  Mr.  Rosen- baum said  nevertheless  that  he 
serves  his  craft  well. 

Mr.  Rosenbaum  said  that  with- 
out expressing  any  views  as  to  the 

law,  those  who  use  music  commer- 
cially must  study  the  situation  that 

will  arise  if  substantilaly  all  pro- 
fessional musicians  in  the  country 

decline  to  make  recordings,  "be- 
cause, if  properly  advised,  I  believe 

the  musicians  can  divorce  such  re- 
fusal from  every  element  of  strike 

or  boycott." He  said  he  felt  the  ultimatum  is 
not  merely  another  demand  for 
more  pay  for  the  same  work,  but  is 
"a  sincere  if  possibly  clumsy  effort 
to  find  work  for  unemployed  mem- 

bers who  are  claimed  to  be  compe- 
tent. 

Standby  Idea  Criticized 

-After  pointing  out  there  is  some 
justification  for  Petrillo's  move,  Mr. 
Rosenbaum  said  he  thought  there 
were  blemishes  in  the  union  sys- 

tem and  that  the  stand-by  practice 
is  "morally  repugnant."  Moreover, 
he  said  it  is  unfair  to  saddle  the 
radio  industry  with  a  burden  which 
should  be  charged  to  the  motion  pic- 

ture industry.  He  declared  the  ap- 

Influencing  Sales 

FAR  Beyond  Pontiac 

In  cities  .  .  .  villages  .  .  .  farms 
.  .  .  for  miles  and  miles  around 
Pontiac  .  .  .  the  messages  of  na- 

tional, regional  and  local  adver- 
tisers are  heard  over  WCAR's 1000  streamlined  watts. 

GET  THE 
FACTS FROM WCAR 

PONTIAC,  MICHIGAN 
or  the  Foreman  Co.  •  Chicago  •  Nev/  York 

plication  of  Petrillo's  present  de- mand will  cause  unfair  hardship  on 
many  small  operators  who  are  noi* 

at  fault.  * These  matters  must  be  studied 

calmly  and  cooperatively,  Mr.  Ros- 
enbaum admonished.  Those  who  use 

music  have  a  real  interest  to  pre- 
serve the  supply  of  live  and  com- 
petent musicians,  he  said.  "In  my 

judgment,"  Mr.  Rosenbaum  con- 
cluded, "there  is  an  economic  and 

human  problem  here  which  must  be 

approached  with  tolerance  and  un- 
derstanding, even  though  the  first 

reaction  of  many  employers  is  one 

of  indignation  and  vituperation." 

NBC  Series  to  Explain 

War  Work  of  Engineers 

THE  WORK  of  the  nation's  en- 
gineers in  war-time  is  told  in 

non-technical  language  in  The  En- 
gineer at  War,  a  series  of  11 

broadcasts  presented  on  NBC 
in  cooperation  with  national  en- 

gineering societies  and  the  OCD. 
The  opening  broadcast  July  16, 
"Blackouts",  featured  Samuel  G. 
Hibben,  illumination  expert  of 
Westinghouse  Electric  &  Mfg.  Co., 
Pittsburgh.  Among  the  subjects  to 
be  covered  subsequently  will  be: 
"Resistance  of  Structures,"  "Dry 
Docks  and  Ship  Repair  Bases,' "U.  S.  Engineers  Corps  in  Peace 
and  War,"  and  "Communications 

in  Action." 
Engineering  societies  participat- 

ing in  the  series  are:  Amer.  Soc. 
of  Civil  Engineers;  Amer.  Inst,  of 
Mining  Engineers;  Amer.  Inst,  of 
Electrical  Engineers;  and  Amer. 
Inst,  of  Chemical  Engineers. 

Special  broadcasts  will  be  pre- 
pared for  the  series  by  the  Chrys- 

ler Corp.,  Detroit;  Wright  Aero- nautical Corp.,  Paterson,  N.  J.; 
and  Pan  American  Petroleum  Co., 
New  Orleans,  La.,  covering  tanks 
and  tools,  airplanes  and  petroleum 

production. 

RETAILER  BOND  DRIVE 

Blue's  Breakfast  Club  Joins 

 In  400-City  Stunt  

FOCAL  POINT  of  a  nationwide 
war  bond  sales  drive  on  American 
Heroes  Day,  last  Friday,  was  the 
BLUE  Breakfast  Club,  originating 
from  the  Stevens  Hotel,  Chicago, 
and  broadcast  to  Bond  Breakfasts 
staged  in  400  cities  by  members  of 
the  National  Retail  Merchants 
Assn.  War  heroes,  including  men 
in  combat,  workers  in  war  plants, 
railroad  men,  and  parents  of  heroes 
were  presented  on  the  broadcast, 
along  with  the  full  cast  of  the 
Breakfast  Club,  Gov.  Dwight  Green 
of  Illinois  and  Mayor  Edward  J. 
Kelly  of  Chicago.  Minute  Men  were 
stationed  at  the  entrance  to  the 
breakfasts  to  sell  bonds  and  take 
pledges  for  purchase  of  bonds  of 
every  denomination,  according  to 
the  plan  of  the  Retailers  for  Vic- 

tory committee,  headed  by  J.  Ray 
Shaffer  of  Marshall  Field  &  Co Chicago. 

It 

6tl 

TOVREA  PACKING  Co.,  Phoenix 
(food  products),  in  early  July  for  the 
second  consecutive  year,  renewed  the 
five-weekly  quarter-hour  program 
Love  Story  Titne  on  three  Arizona 
Network  stations  (KOY  KTUC 
KSUN).  Originating  from  KOY,  Phoe- nix, the  series  is  written  by  Orel Arnold. 

WBIC 
CREENy-BORO,  N.C. CEO.P.HOLLINCBERY    CO.,  NAT.  REP. 
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OPA  Consumer  Unit  Speeds 

Commercial  Relations  Project 

Newly-Organized  Branch  Quickly  Set  Up  Program 

For  Soliciting  Advertisers'  Support 
E SPITE  its  recent  organization, 

'the  Commercial  Relations  Division 
of  the  Consumer  Division  of  the 
Office  of  Price  Administration  is 
already  engaged  in  a  double-edged 
program  of  obtaining  support  from 
advertisers  for  CPA's  price  and  ra- 

tion programs  and  assigning  spe- 
cific tasks  to  volunteer  advertising 

and  business  groups. 
In  the  case  of  advertising  sup- 

port, the  Commercial  Relations 
Branch  has  watched  advertising 
copy  to  be  sure  that  it  is  keyed  to 
the  desirable  end  by  proper  means. 
There  have  been  several  instances 
in  which  advertisers  have  over- 
dramatized  the  price  regulation  and 
the  result  was  misleading,  accord- 

ing to  Wroe  Alderson,  chief  of  the 
unit.  In  these  instances,  he  said, 
advertisers  were  instantly  coopera- 

tive in  keying  copy  to  meet  OPA 
specifications. 

Outside  Groups  Assisting 
Since  it  is  difficult  to  work  with 

individuals,  Mr.  Alderson  pointed 
out,  ideas  and  themes  are  being  dis- 

tributed through  centralized  organ- 
izations such  as  the  NAB  and  the 

Advertising  Council. 
Business  groups  and  advertising 

agencies  have  offered  their  serv- 
ices to  the  unit,  and  have  been  as- 

signed to  specific  jobs  wherever 
there  is  such  a  need.  For  example, 
there  is  a  team  in  one  of  larger 
agencies  currently  engaged  in  the 
production  of  a  booklet  for  the  con- 
'sumer-information  program.  Indi- vidual executives  has  been  allowed 
by  their  organizations  to  carry  out 
specific  assignments. 
Under  the  administrative  order 

which  created  the  unit  [Broadcast- 
ing, July  13],  the  Commercial  Rela- 

jtions  Branch  was  charged  with  in- 
Jjforming  the  people  of  the  "purpose, <nature  and  extent  of  the  Federal 
jPrice  control,  rent  control  and  ra- 

tioning programs  and  to  secure  ac- 

curate indication  of  consumers'  re- 
sponses." To  date,  according  to  Mr. 

Alderson,  advertising  groups  and 
business  alike  have  worked  in  close 
collaboration  in  carrying  out  the 
informational  character  of  OPA 

programs. 
Commercial  Branch  Staff 

Assisting  Mr.  Alderson  in  the 
Commercial  Branch  are  Russell 
Ziegler,  formerly  assistant  sales 
manager  of  Cluett-Peabody,  and 
Charles  Cornell,  formerly  a  man- 

agement consultant.  Other  mem- 
bers of  the  staff  are  John  Orr 

Young,  co-founder  of  Young  & 
Rubicam;  Ed  Swann,  formerly  an 
account  executive  of  Lord  & 
Thomas;  and  Harry  Bishop,  for- 

merly with  the  publicity  depart- 
ment of  the  Curtis  Pub.  Co. 

Musical  Ear 

KEEN  hearing  of  Leith  Stev- 
ens, Hollywood  musical  di- 

rector of  the  weekly  NBC 
Remarkable  Miss  Tuttle, 
sponsored  by  Lever  Bros.  Co. 
(Rinso),  may  change  entire 
setup  of  enemy  plane  detec- 

tion in  this  country,  accord- 
ing to  scientific  tests  com- 

pleted in  Los  Angeles  for 
Aircraft  Warning  Service. 
Stevens,  a  volunteer  enemy 
aircraft  spotter,  proved  in  the 
test  to  have  auditory  percep- 

tion 30%  higher  than  the  or- 
dinary person  through  years 

of  listening  to  music.  As  a 
result  musicians  may  be 
called  to  duty  everywhere  as 
watchers.  Test  showed  that 
he  can  detect  a  specific  num- 

ber of  planes  in  the  air,  their 
altitude  and  number  of  mo- 

tors on  each. 

FRANK  FENTON,  for  several  years 
with  the  New  York  office  of  WLW, 
Cinciiiuati,  has  been  ordered  to  report 
to  Camp  Upton,  Long  Island,  July  27 
for  induction  into  the  Army. 

klR  EDITION  of  the  Chicago  Sun  gets  ready  to  roll  under  the  direction 
)f  Clifton  Utley  (center,  seated),  surrounded  by  his  newly  appointed 
itaff.  The  Air  Edition  will  present  18  news  broadcasts  a  day  on  WJWC, 
^Jhicago,  starting  July  20  from  special  studios  at  the  Sun.  Standing  (1  to 
')  are  Arch  Farmer,  newswriter;  Ranelda  Ruck,  secretary;  Joe  From, 
issistant  editor;  Mike  Conner,  announcer;  Bill  Costello,  Rod  Holmgren, 
lewswriters-commentators ;  Dr.  Albert  Parry,  director  of  research. 
3eated  (1  to  r),  Myron  Wallace,  announcer;  Mr.  Utley;  Janet  Chatten, 
lewswriter.  Bill  Croker,  newswriter.  [See  story  on  page  22.] 

Done  In  Wood 

TESTIMONY  that  Canadian 
listeners  are  solidly  behind 
the  conservation  theme  of  the 
war  effort  is  presented  in  one 
listener's  request  for  a  pic- 

ture of  the  Lone  Ranger  be- 
ing offered  by  CJCA,  Edmon- 
ton, Alta.  The  writer,  a  lad 

from  Rat  Lake,  Alta,  stated 
he  wished  "to  save  paper  for 
Johnny  Canuck"  and  accord- ingly carved  his  letter  on  a 
piece  of  birch  bark. 

Little  Is  Appointed 

Manager  of  KTUC 
APPOINTMENTS  of  Lee  Little  as 

general  manager  of  KTUC,  Tuc- 
son, Ariz.,  and  of  Wayne  Sanders 

as  program  director,  plus  adoption 
of  a  new,  aggressive,  localized  pro- 

gram policy  have  been  announced 
by  Ralph  W.  Bilby,  president  of 
the  Tucson  Broadcasting  Co.,  oper- 

ators of  KTUC. 
Mr.  Little  succeeds  John  C.  Me- 

rino, who  resigned  recently  to  enter 
the  Army  Air  Force  and  is  now  at 
Williams  Field,  Chandler,  Ariz.,  for 

training,  preparatory  to  a  commis- 
sion as  a  pilot  instructor. 

Mr.  Little,  a  veteran  broadcaster, 
went  to  Tucson  from  New  York 
where  he  has  been  director  of  the 
CBS  Prof.  Quiz  program  since  it 
started  in  1936.  He  entered  radio 
in  1929  as  an  announcer  on  KVOO, 
Tulsa,  Okla.  Four  years  later  he 
joined  CBS,  handling  announcing 
assignments  in  St.  Louis,  Wash- 

ington and  New  York,  then  joining 
the  CBS  production  department  in 
New  York. 

Mr.  Sanders,  new  program  direc- 
tor, has  been  in  radio  since  1932, 

starting  as  announcer  and  pianist 
at  WSOY,  Decatur,  111.,  moving  to 
WJMS,  Ironwood,  Mich.,  and 
WING,  Dayton.  He  was  for  four 
years  program  director  of  WWVA, 
Wheeling,  W.  Va.,  and  since  1940 
has  been  general  program  coordina- 

tor and  pianist  and  announcer  on 
the  Musical  Steelmakers. 

Other  additions  to  staff  include 
A.  A.  Nichol,  public  relations  and 
promotion  manager,  formerly  for 
several  years  professor  of  botany 
and  research  spcialist  of  U  of  Ari- zona. 

Harold  A.  Safford,  program  di- 
rector of  WLS,  Chicago,  has  re- 

turned to  Chicago  from  Tucson 
where  he  supervised  the  reorgani- 

zation of  KTUC.  Burridge  D.  But- 
ler, president  of  WLS,  is  chairman 

of  the  board  of  KTUC.  Glenn  Sny- 
der, manager  of  WLS,  has  been 

elected  vice-president  of  KTUC, 
while  George  Cook,  treasurer  of 
WLS  and  KOY,  Phoenix,  has  been 
elected  a  KTUC  board  member. 

The  Twin  Port  Cities  of 

DULUTH- SUPERIOR 

BUY  46%  MORE 

GENERAL 

MERCHANDISE 
than 

JERSEY  CITY! 

KDAL 

Duluth,  Minnesota 
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"Spending  Spot" 
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of  one  of  Georgia's 

P 

Richest  Markets 

P 
The  Pioneer  Station  of  Southwest  Georgia 

u ALBANY  GEORGIA 
CBS    250W  1450KC 

/Representee/  by  SPOT  SALES  Inc. 

630    KG.    5000    WATTS    DAY  AND 
NIGHT    if    BLUE  NETWORK 

$34,607,000.00 
Last  year's  sales  of  eggs 

only  in  our  72 -millivolt 
area.  WIBW  dominates 
this  diversified,  steady- 
income  market.  Let  us 

prove  it  to  YOU! 

WIBW  ̂  '^^T O  PeTa 

WHO 
for  Iowa  Plus! 

DES  MOINES— 50,000  WATTS 

Ask  your  Agency  to  ask  the  Colonel!  { 
^FREE  Cf  PETERS.  Inc.,  Nationol  Representotives 
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Among  60  cities,  Denver  is  America's 
best  test  market."  KOA  is  "first  in  Denver" 
in  sales  results.  To  reach  more  people  at 
less  cost . . .  have  your  say  on  KOA! 

365,000  people  make  the 

Youngstown  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

THE  MOST  INTIMATE 

AND  EFFECTIVE  SALES 

APPROACH  TO  AMERI- 

CA'S LARGEST  AAARKET. 

FOR  OFFENSE  •  FOR  DEFENSE 
BUY  U.S.  BONDS  TODAY 
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  P.''^;'' 
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AFM  Suit 

(Continued  from  page  8) 

resentment  among  the  parents  of 
the  several  hundred  students,  who 
are  writing  their  Congressmen  and 
Senators  demanding  Congressional 
action.  He  said  the  broadcasts  did 
not  compete  with  or  replace  profes- 

sional musicians.  The  union  head 
countered  with  the  statement  that 
his  "trouble  is  not  with  amateur 
musicians,  but  with  NBC  executives 
who  ought  to  know  that  under  the 
terms  of  the  AFM  contract  they 
cannot  use  amateur  talent  without 

our  permission." United  Youth  for  Victory  sent 
telegrams  July  12  to  Mr.  Arnold 
and  FCC  Chairman  James  Law- 

rence Fly  protesting  the  action  and 
asking  for  an  investigation.  It 
called  the  cancellation  an  attack 

upon  all  American  youth.  "We  de- mand to  have  not  only  the  reasons 
for  their  cancellation,  but  urge  you 
to  study  the  activities  and  prac- 

tices of  James  C.  Petrillo  and  the 
AFM,"  the  telegram  said. 

Legal  Angle 

There  has  been  considerable  spec- 
ulation in  broadcast  circles  as  to 

whether  AFM  had  any  legal  right 
to  order  NBC  not  to  broadcast  the 
music  camp  concerts.  While  Petrillo 
was  declared  to  be  correct  in  stat- 

ing that  NBC  has  a  closed  shop 
agreement  not  to  employ  non-union 
musicians,  it  was  pointed  out  that 
this  is  not  a  general  agreement 
with  the  national  union,  but  a  se- 

ries of  local  contracts  negotiated 
by  NBC  for  the  stations  operated 
by  the  network  with  the  AFM  lo- 

cals in  cities  in  which  those  stations 
are  located. 

Since  Interlochen  is  not  located 
within  the  jurisdiction  of  any  of 
these  specific  locals,  the  industry 
consensus  is  that  from  a  purely 
legal  standpoint  NBC  might  have 
proceeded  without  any  consent 
from  the  AFM.  In  previous  years, 
however,  NBC  has  made  a  prac- 

tice of  discussing  the  matter  with 
AFM  officials  and  reaching  an 
agreement  before  scheduling  the 
music  camp  broadcasts. 
While  NBC  officials  have  de- 

clined to  discuss  the  controversy,  it 
is  believed  that  failure  to  consult 

the  union  about  this  year's  series 
was  due  to  a  belief  on  the  part  of 
the  program  department  that  Sid- 

ney Strotz,  who  headed  the  depart- 
ment before  his  transfer  to  the  Pa- 

cific Coast  last  spring,  had  reached 
a  continued  understanding  with 
AFM  which  made  further  conver- 

sations on  the  subject  unnecessary. 

CAB  Finds  June  Dip 

NIGHTTIME  listening  for  the 
month  of  June  1942  showed  an  in- 

dex of  23.4  as  compared  to  24.4  a 
year  ago,  according  to  the  monthly 
index  of  the  Cooperative  Analysis 
of  Broadcasting.  The  June  1942 
daytime  index  of  radio  listening 
was  13.6  as  against  14.8  of  a  year 

ago. 

PAPER  SANDWICHES  decorated  the  plate  set  before  Dewey  Drum, 
conductor  of  the  Early  Risers'  Club  of  WSOC,  Charlotte,  by  Sam  Justice (in  robe),  feature  writer  of  the  Charlotte  Observer.  Occasion  was  the 
paying  off  a  wager.  Justice  in  his  column  had  advocated  a  bike  safari 
to  a  resort  200  miles  away  and  Drum  took  issue  with  the  newspaper 
man's  idea  saying  he  would  eat  an  edition  of  the  Observer  if  Drum,  him 
self,  could  pedal  the  trip.  Justice,  in  turn,  said  that  he  would  eat  a 

transcription  if  he  couldn't.  Result:  Dewey  ate  his  own  words,  and  thef^^' 
words  of  the  newspaperman's  column  between  two  slices  of  bread. 
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Picketing  Petrillo 
TO  AROUSE  public  support 
in  their  efforts  to  win  a  revo- 

cation of  the  AFM  ban  on  the 
Interlochen  broadcasts,  a 
score  of  the  young  members 
of  United  Youth  for  Victory 
picketed  the  Waldorf-Astoria, 
New  York,  residence  of  Mr. 
Petrillo,  from  one  to  two  last 
Friday  afternoon.  The  picket- ers  distributed  handbills  to 
passers-by,  urging  them  to 
write  to  Thurman  Arnold  and 
ask  for  an  investigation  of 
the  Musicians  Union  and  its 
leader  or  to  write  to  William 
Green,  AFL  president,  ask- 

ing him  to  order  Mr.  Petrillo 
to  allow  the  student  musi- 

cians at  Interlochen  to  be 
heard  on  the  air. 

low 

Vandenberg  Critical 
MAKING  PUBLIC  a  letter  he  had 
sent  to  FCC  Chairman  James  Law- 

rence Fly,  Sen.  Vandenberg  (R- 
Mich.),  asked  for  an  investigation 
of  the  "intolerable  situation"  cre- 

ated by  James  F.  Petrillo  in  re- 
fusing to  allow  the  National  High 

School  Orchestra  at  Interlochen 

[see  page  9] to  broadcast.  "In  the final  analysis  the  radio  belongs  to 
the  American  people  and  their 

rights  are  primary",  the  Senator said  in  asserting  that  Petrillo  had 
been  quoted  as  saying  that  when 
amateurs  worked  it  meant  less 
work  for  professionals.  Sen.  Van- 

denberg added  that  he  doubted  Pe- 
trillo's  attitude  represented  the 
viewpoint  of  the  average  member 
of  AFM  and  declared  that  the  in- 

cident created  "a  shallenge  which 
the  FCC  should  explore". 
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CALL  for  short  stories  to  be  used 
on  the  News  From  Home  broadcasts 
sent  to  U.  S.  expeditionary  forces  in 
all  parts  of  the  world  has  been  made 
by  Leonard  L.  Levinson.  Request  was 
issued  by  Levinson  upon  accepting 
assignment  to  handle  the  Hollywood 
end  of  the  program.  He  is  working 
under  direction  of  Nat  Wolff,  Holly- 

wood liaison  officer  of  the  Office  of 
War  Information. 

KWKW,  PASADENA, 

TO  START  AUG,  1 
RAPIDLY  nearing  completion  of 
its  construction  despite  difficulties 
from  priorities  and  maximum 
building  expenditures,  the  new 
KWKW,  Pasadena,  Cal.,  announcec 
last  week  that  it  hopes  to  go  onfzrt 
the  air  about  Aug.  1. 

According  to  Marshall  S.  Neal 
president,  the  new  station  will  op 
erate  with  1,000  watts  daytime  on 
1430  kc.  and  will  be  identified  witl^^jj 

all  the  cultural,  civic  and  business'  ' activities  of  Pasadena  as  strictly 
a  local  institution. 

Mr.  Neal  will  manage  the  sta-}™l tion,  and  the  personnel  includes 
Harry  Cooper  and  Lee  Regan,  for|fss 
merly  account  executives  of  KIEV 
Glendale,  Cal.,  as  sales  and  com',Le mercial     managers     respectively^  ijpj, 
Cliff  Snyder  is  account  executive, 
Paul  Spargo,  formerly  of  KWIL 
Albany,  Ore.,  has  been  appointee 

chief  engineer,  with  Earl  Buchanj  i\' an,  formerly  KGFJ,  Los  Angeles, 
technician  as  his  assistant.  Dwigh 
Hauser,  formerly  of  KMPC,  Bever 
ly  Hills,  has  been  appointed  pro 
gram   director   of   KWKW,  witl 
Bob  Garrett,  chief  announcer.  Gar 
rett  was  formerly  program  direc' 
tor  and  chief  announcer  of  WCOVps: 
Montgomery,  Ala.  Burritt  Wheeler 
formerly  of  KUIN,  Grants  Pas: 
Ore.,   is  news   commentator.  AnL 
nouncers  include  LaMont  Johnsonlf™ 
formerly  of  KMPC;  Hodgkin  Bar 
clay  and  Toni  Merrill,  both  new  t 
radio.  Mildred  Ginter  is  bookkeep 
er  and  general  secretary. 

Studios  have  been  set  up  in  th 
Pasadena  Athletic  Club  Bldgi 
where  the  business  offices  have  als' 
been  established,  and  latest  RCi equipment  installed.  i,, 
KWKW  was  granted  Aug.  2S ,] 

1941  to  Southern  California  Broad 
casting  Co.,  headed  by  Mr.  Neal, 
store  owner,  as  44%  stockholde. and  includes  13  other  stockholdei|^ 
[Broadcasting,  Sept.  1]. 
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CALL  letters  of  General  Electric 
commercial  FM  station  at  Schene 
tady  have  been  changed  from  the  e: 
perimental  designation  W2X0Y  1 
WS5A.  Station  began  its  daily  oper: 
tion  earlier  this  month. 

y 
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Post -War  Growth 

s  Seen  by  Hanson 

Petrillo  Asked  by  NAB  to  Reconsider 

In  Best  Interests  of  War  and  AFM 

{apid  Progress  to  Come  Says 
i^ice-President  of  NBC 

ITRINGENT  conditions  imposed 
n  radio  during  wartime  operation 
/ill  result  in  a  post-war  period  of 
ntense  technical  innovation  and 
evelopment,  according  to  O.  B. 
lanson,  NBC  vice-president  and 
hief  engineer,  speaking  informally 
n  what  will  happen  to  the  radio 
ndustry  when  peace  comes. 
Drawing  a  parallel  from  past  ex- 

erience,  Mr.  Hanson  pointed  out 
hat  "we  went  into  the  last  war 
^ith  wireless  telegraphy  and  came 
lUt  with  wireless  telephony — which 
ave  radio  broadcasting  its  start." 

Knowledge  Pooled 

I  Prior  to  Pearl  Harbor,  radio  had 
'lany  little-developed  scientific  proj- 
cts  going  forward  at  normal  peace- 
ime  rates  of  pi-ogress,  the  NBC 

tjjixecutive  declared,  adding  that 
ow  while  we  are  at  war  again  nor- 
lal  working  must  be  scrapped. 
Men  pool  ideas,  experience  and 
iboratories,  searching  every  bit  of 

Jjechnical  knowledge  for  its  possible 
se.  As  long  as  we  are  at  war  all 

will  be  the  exclusive  property 
■f  the  armed  forces;  but  when 
^eace  comes  again  all  the  ingenious 
i,evices,  all  the  wealth  of  intense 
wartime  research  and  most  of  the 

len  now  busy  in  the  nation's  lab- 
Iratories  will  revert  to  civilian 

ife." 
"  Until  then,  Mr.  Hanson  pointed 
'ut,  "the  civilian  will  know  little 
Ijr  nothing  of  the  immense  treas- 
■  res  of  research  and  development 
^eing  piled  up  in  wartime.  But  if 
,liey  are  in  proportion  to  the  vast- 
ess  of  science's  application  to  war 
(1  1942,  the  forward  surge  of  radio, 
mce  the  Nazi  scourge  has  been 
>iped  out,  should  be  almost  beyond 
alculation." 

on  11' 

NBC-Chicago  Changes 
fERSONNEL  changes  of  NBC- 
|lhicago  recently  are:  R.  N.  Neu- 
/auer,  cashier  for  10  years,  has 

^'j"l|lpined  the  local  and  spot  sales  staff ; ■  F.  Fredendall,  audio  facilities 
ngineer  of  NBC-New  York,  has 

QYiransferred  to  Chicago  as  transmis- 
^jJ,„ion  engineer,  succeeding  P.  J. 
,  J.Ioore  on  leave  for  Army  service; 
,T|.Iyron  Golden,  formerly  continuity 
'  1  ditor  of  WWJ,  Detroit,  has  joined 
'[|ie  continuity  department,  succeed- ig  Jack  Mitchell,  on  leave  to  write 
FBC  Tent  Show  Tonight. 

lARY  ASTOR,  Hollywood  m.c.  of 
ae  weekly  CBS  HoUyicood  Shoivcase, 
'jonsored  by  Richard  Hudnut  Inc. cosmetics),  and  a  pilot,  has  taken 
ave  of  absence  from  that  pro- 
ram  to  serve  with  the  Civil  Air  Pa- 
■■ol  in  the  Gulf  of  Mexico  area.  Edna 
est,  film  actress,  is  pinch-hitting  for fiss  Aster. 

AFTER  A  FULL  discussion  of  the 
music  problem  precipitated  by  the 
AFM  edict  banning  production  of 
transcriptions  and  records  for  pub- 

lic performance  purposes,  the  NAB 
Board  of  Directors  last  Wednesday 
issued  the  following  formal  state- 

ment : 

"Mr.  James  C.  Petrillo,  president 
of  the  American  Federation  of  Mu- 

sicians, has  instructed  all  musicians 
who  are  members  of  his  union  to 
stop  making  phonograph  records 
and  other  types  of  recordings  after 

July  31.  Mr.  Petrillo's  order  will affect  all  Americans  who  listen  to 
music,  and  it  will  have  a  very  se- 

rious effect  upon  the  broadcasting 
industry.  The  broadcasting  industry 
does  not  employ  musicians  to  make 
records,  and  the  musicians  it  em- 

ploys are  engaged  on  union  terms. 
Want  the  Best 

"As  the  result  of  a  series  of 
great  inventions,  Americans,  where- 
ever  they  live,  have  become  accus- 

tomed to  the  best  in  entertainment. 
The  radio,  the  moving  picture  and 
the  phonograph  bring  the  great 
artists  to  the  smallest  village  as 
well  as  to  our  large  centers  of 

population.  Mr.  Petrillo's  order amounts  to  a  statement  that  only 
those  people  who  live  in  large  cities, 
and  who  can  afford  to  see  the  great 
artists  in  person,  are  entitled  to 
enjoy  their  performances. 

"Hundreds  of  broadcasting  sta- 
tions are  located  far  from  the  cen- 
ters of  population  at  which  an 

ample  supply  of  the  best  in  musical 
talent  is  available.  Even  if  these 
stations  could  afford  to  hire  more 
mvisicians  than  they  now  do,  the 
limited  amount  of  talent  which 
would  be  available  to  them  could 
not  compete  for  public  favor  with 
the  great  popular  and  classical 
orchestras.  If  Mr.  Petrillo  can 
make  his  order  effective,  hundreds 
of  broadcasting  stations,  which  are 
ncessary  in  the  public  interest  and 
for  the  national  defense,  will  have 
their  usefulness  to  the  public 
greatly  curtailed. 

"Mr.  Petrillo  is  mistaken  if  he 
thinks  that  his  order  will  bring 
more  employment  to  musicians.  All 
that  it  means  is  that  millions  of 
people  will  hear  less  music.  Even 
if  Mr.  Petrillo's  theory  were  cor- 

rect, his  order,  at  this  time,  would 
be  not  only  arbitrary  and  illegal, 
but  unpatriotic. 

"Music  plays  a  vital  part  in  war 
morale.  This  is  no  time  to  destroy 
the  phonograph  record  and  the 
electrical  transcription  which  bring 
the  best  in  music  to  the  people  of 
the  United  States.  This  is  no  time 

to  have  any  part  of  the  nation's 
manpower  engaged  in  the  perform- 

tEtvBOSTIIN-  IISOoaYouTDIAL 
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A  CHECK  for  $3,600,  proceeds 
from  a  novel  salvage  drive  by  WLS, 
Chicago,  is  presented  by  George 
Cook  (center),  WLS  treasurer,  to 
Dan  Carmody  (left),  USO  chair- 

man of  McLean  County,  111.,  while 
Arthur  Page,  station  farm  director, 
looks  on.  Charging  scrap  metal  or 
rubber  as  admission  to  a  recent  Na- 

tional Barn  Dance  program  which 
originated  for  the  occasion  at 
Bloomington,  111.,  the  station  col- 

lected 53,000  pounds  of  rubber  and 
605,000  pounds  of  metal. 

Experienced 
NO  REHEARSALS  were 
needed  when  WWVA,  Wheel- 

ing, W.  Va.,  recreated  an American  court  scene  for  its 
Ohio  Valley  at  Work  pro- 

gram. Judge  William  B. 
Casey,  judge  of  the  inter- 

mediate court;  Charles  Ihlen- 
feld,  Ohio  County  prosecutor; 
Arbie  Creighton,  assistant 
clerk  of  courts;  and  Joe  Nie- 
hous,  court  deputy,  all  played 
their  own  parts.  Program  was 
produced  by  George  Skinner 
and  contrasted  American  and 
Nazi  court  procedures. 

Women  Needed  by  Army 
LT.  COL.  ALBERT  T.  WILSON, 
training  director  at  Scott  Field,  Army 
Air  Corps  central  radio  post,  declared 
last  week  that  men  and  women  were 
needed  immediately  as  instructors  at 
Scott  Field  and  other  Army  bases. 
Women  are  being  requested  for  the 
first  time  for  positions  paying  from 
$1,600  to  $2,600  per  year^ 

No  Raise  in  Postal  Rates 

DISCOURAGED  by  a  report  of  Post- master General  Frank  C.  Walker  that 
he  could  not  prepare  revised  rates  for 
second  and  third  class  mailing  privi- 

leges before  January,  the  House  Ways 
&  Means  Committee  last  week  voted 
to  eliminate  a  provision  in  the  new 
tax  bill  to  make  such  mailing  self-sup- 

porting. The  proposal  on  third  class 
mailing  would  have  directly  affected 
stations  and  advertisers  since  it  ap- 

plies to  circulars  and  advertising 
matter. 

ance  of  artificially-created  tasks. 
This  is  no  time  to  try  to  abolish  one 
of  the  world's  great  inventions. 
"Radio  employs  thousands  of 

musicians.  Millions  of  dollars  are 
paid  annually  to  musicians  to  make 
recordings.  We  call  upon  the  mem- 

bers of  Mr.  Petrillo's  union  and  on 
Mr.  Petrillo  himself,  in  the  inter- 

ests of  the  war  effort  and  in  the 
best  interests  of  the  American  Fed- 

eration of  Musicians,  to  reconsid- 
er the  course  of  action  which  has 

been  proposed." 

HAMMOND  HEADS 

MANPOWER  NEWS 

COMING  from  New  York  head- 
quarters of  the  Office  of  War  In- 

formation, where  he  was  Army 
service  section  chief  in  charge  of 
shortwave  broadcasts  for  armed 
forces  overseas,  Lawrence  Ham- 

mond, 10-year-man  in  radio,  has 
been  placed  in  charge  of  radio 
for  the  information  division  of  the 
War  Manpower  Commission.  In 
his  new  position  Mr.  Hammond  will 
direct  WMC  information  for  re- 

lease through  radio  as  well  as  di- 
rect radio  policies  of  the  commis- 
sion, it  is  understood. 

Mr.  Hammond  before  entering 
Government  work  was  producer  of 
a  number  of  network  shows,  includ- 

ing out-of-town  pickups  for  the 
CBS  We  the  People  and  NBC  De- 

fense for  America  series,  and 
worked  through  BBDO  and  Ruth- 
rauff  &  Ryan  in  producing  Phillips 
Lord  shows.  A  graduate  of  Cincin- 

nati and  Stanford  U,  Mr.  Ham- 
mond also  did  post  graduate  work 

in  Geneva. 

Raymond  Rubicam  of  Young  & 
Rubicam,  New  York,  is  special  as- sistant to  Paul  V.  McNutt,  WMC 
chief,  in  charge  of  public  relations. 
Frederick  William  Wile  Jr.,  of 
Y&R,  is  assistant  director  under 
Mr.  Rubicam. 

TO  MEMBERS  of  its  personnel  now 
in  the  armed  services,  or  holding  gov- 

ernment jobs,  J.  Walter  Thompson 
Co.,  New  York,  is  sending  a  mimeo- 

graphed monthly  news  letter,  contain- ing personal  items  and  stories  of  the 
agency's  activities.  The  first  issue  ap- 

peared in  June. 
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Justice  Dept.  Ruling  Clarifies 

Grant  of  Gratuitous  License 

the  popularcomedian 

KSTP 

50,000  WATTS 

CLEAR  CHANNEL 

Ex3lusive  NBC  Outlet 

MINNEAPOLIS    •    SAINT  PAUL 
Represented   Nationally  by  Edw.  Petry  Co. 
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FINIS  was  written  to  the  ASCAP- 
BMI  controversy  over  gratuitous 
performance  rights  licenses  to  sta- 

tions by  ASCAP  writers,  at  least 
for  the  present,  with  the  release 
last  week  of  a  letter  from  Assistant 
Attorney  General  Thurman  Arnold 

which  appeared  to  uphold  ASCAP's contentions. 
The  letter,  sent  to  Milton  Dia- 

mond, recently  retained  by  ASCAP 
as  its  counsel,  followed  conferences 
with  Mr.  Arnold  and  Holmes  Bald- 
ridge,  chief  of  the  Anti-Trust 
Division's  litigation  section.  BMI 
and  NAB  had  protested  ASCAP's 
refusal  to  allow  its  members  to  li- 

cense gratuitously  through  BMI,  on 
the  ground  that  it  violated  the 
ASCAP  consent  decree. 

No  Third  Party 

Mr.  Arnold  advised  ASCAP's  at- 
torney that  the  decree  permits  a 

member  of  ASCAP  to  issue  a  gra- 
tuitous license  to  a  user,  but  added 

that  the  arrangement  must  be 
made  between  the  member  and 
user  "without  aid  or  inducement 
from  any  third  party".  ASCAP 
had  alleged  that  BMI  encouraged 
the  gratuitous  licensing  in  ques- 
tion. 

Robert  L.  Murray,  director  of 
public  relations  of  ASCAP,  cir- 

culated the  Arnold  letter  along 
with  a  covering  release  stating: 
"It  is  the  determined  policy  of  the 
Society  to  carry  out  the  spirit  as 
well  as  the  letter  of  the  consent  de- 

cree as  defined  from  time  to  time 

by  the  Dept.  of  Justice." Following  is  the  full  text  of  Mr. 
Arnold's  letter  to  Mr.  Diamond,  as 
released  by  ASCAP: 

"This  acknowledges  receipt  of 
your  letter  of  July  2,  1942,  with 
reference  to  difficulties  existing  be- 

tween ASCAP  and  certain  of  its 

members  in  connection  with  'gra- 
tuitous' licensing. 

"The  Dept.'s  position  in  this 
matter  was  set  out  fully  in  letters 
to  Mr.  John  G.  Paine,  general  man- 

ager of  ASCAP,  dated  May  16  and 
June  22,  and  to  Mr.  Herman  Fin- 
kelstein,  counsel,  dated  June  22. 
Your  letter  indicates  that  you  are 
familiar  wtih  the  contents  of  these 
prior  communications  and  agree 
with  the  Government's  construc- 

tion of  'gratuitous'  licensing  by 
members,  therein  discussed. 

"The  decree  permits  a  member  of 
ASCAP  to  issue  a  'gratuitous'  li- 

cense to  a  user.  However,  such  ar- 
rangement must  be  made  between 

the  member  and  user  without  aid 
or  inducement  from  any  third  party. 
Any  attempt  by  BMI  to  induce  an 
ASCAP  member  to  issue  such  a  li- 

cense, by  whatever  means,  woul,d 
violate  the  express  terms  of  the 
decree. 

"It  was  not  the  purpose  of  the  de- 
cree to  enlarge  the  BMI  catalog  at 

the  expense  of  ASCAP.  The  pur- 
pose was  to  foster  competition  be- 

tween the  two  organizations  for 

the  benefit  of  users." 

1942  Davis  Entries 

ANNOUNCEMENT  has  been  made 
of  the  1942  H.  P.  Davis  National 
Memorial  Announcers  Awards  com- 

petition for  the  best  announcer  on 
NBC  as  well  as  for  the  four  best 
local  announcers  on  NBC  affiliate 
stations,  entries  to  be  submitted 
to  Marjorie  Stewart,  director  of  the 
Microphone  Playhouse,  Pittsburgh, 
by  Oct.  1.  The  contest  was  estab- 

lished in  1933  by  Mrs.  Davis  in 
memory  of  her  husband,  Westing- 
house  official  and  pioneer  radio 
man.  The  national  winner  receives 
a  gold  medal  and  $300,  while  the 
sectional  winners  are  awarded  en- 

graved signet  rings.  Last  year's national  winner  was  Durward 
Kirby  of  WENR,  NBC  Chicago 
affiliate  [Broadcasting,  Dec.  1, 1941]. 

RCA  Aids  Record  Drive 

WITH  RCA-VICTOR  Records'  pledge of  support,  received  last  week  by 
Records  for  Our  Fighting  Men  Inc., 
the  organization  now  has  the  coopera- 

tion of  two  major  record  companies 
in  its  drive  to  provide  American  forces 
with  a  continuous  flow  of  newly- 
released  recordings.  Columbia  Records 
has  also  pledged  cooperation  in  the 
campaign,  which  got  under  way  July 
17  with  the  opening  of  a  canvass  for 
old  phonogi'aph  records,  which  are  to 
be  sold  for  scrap  —  proceeds  going 
towards  the  purchase  of  discs  for  ser- 

vice men  throughout  the  world. 

COSMETIC  OUTPUT 

IS  CUT  SLIGHTLY 

MILD  curtailments  in  the  produc- 
tion of  cosmetic  and  toilet  prepara- 

tions are  the  result  of  a  War  Pro- 
duction Board  order  issued  July 

16,  which  is  regarded  as  a  green 
light  to  advertising  plans  in  that industry. 

The  new  order  reveals  that  from 
75%  to  80%  of  normal  cosmetic 
and  toilet  production  will  be  al- 

lowed to  continue.  Until  now,  due 
to  uncertainty  over  restrictions, 
manufacturers  have  hesitated  to 
pursue  advertising  plans  on  any 
major  scale. 

It  is  further  revealed  that  the 
curtailment  imposed  is  not  so  much 
attributed  to  lack  of  chemicals 
which  go  into  cosmetics  and  toilet- 

ries, but  rather  to  packaging  and 
canning  problems.  In  the  latter  re- 

spect, it  is  disclosed  that  sufficient 
containers  are  available  for  at  least 
a  year's  supply. 

XBC  Hollywood  studio  building  has 
l)een  renovated  and  redecorated,  the 
interior  as  well  as  exterior  receiving 
new  paint. 

O'Dea  Manages  WOV 

RICHARD  E.  O'DEA,  part  owner 
with  Arde  Bulova,  of  WOV,  New 
York,  has  temporarily  taken  over 
active  supervision  of  the  station's 
operations,  assisted  by  Connie 
Porreca,  office  and  traffic  manager 
of  WOV.  No  manager  will  be  ap- 

pointed until  fall  to  replace  Harry 
D.  Henshel,  who  has  been  commis- 

sioned a  major  in  the  Army  Air 
Force. 

WEVD  to  Appeal 

Copyright  Ruling 
Court  Finds  That  Sustainer  Is 

'Performance  for  Profit' 
SETTING  a  legal  precedent  cover- 

ing the  broadcast  of  music  without 
permission  of  the  copyright  owner, 
Judge  Alfred  C.  Coxe,  of  the  U.  S. 
District  Court,  Southern  District  of 
New  York,  last  week  ruled  that 
such  use  of  copyright  music  by  a 
station  constitutes  an  infringement 

of  the  owner's  rights  and  is  a  "pub- 
lic performance  for  profit"  even though  the  music  may  be  presented 

on  a  sustaining  basis. 
Judge  Coxe  granted  a  summary 

judgment  to  Associated  Music  Pub- 
lishers, which  in  the  fall  of  1941 

had  sued  the  Debs  Memorial  Radio 
Fund,  operator  of  WEVD,  New 
York,  and  Harry  Greenfield,  man- 

ager of  the  station.  The  suit  was 
based  on  WEVD's  broadcast  on  a 
sustaining  program  of  a  Columbia 
phonograph  recording  of  a  Spanish 
symphony. 

No  Difference 

The  defendants,  in  contesting  the 
suit,  claimed  that  WEVD  is  oper- 

ated on  a  non-profit  basis,  that  the 
composition  was  presented  on  a 
sustaining  rather  than  a  commer- 

cial program,  and  that  it  was  a 
recording,  therefore  not  requiring 
the  permission  from  the  copyright 
owner.  In  his  ruling,  Judge  Coxe 
stated  "there  is  no  contention  that 
the  (Debs)  corporation  is  a  public, 
or  charitable  institution.  Sustain-! 
ing  programs  are  necessary  in  the, 
business  of  broadcasting.  Even) 

though  they  bring  in  no  direct 
revenue,  they  help  to  build  up  lis- 

tener appeal,  and  in  that  way  pro- 
vide an  inducement  to  advertisers 

I  do  not  think,  therefore,  that  sus- 
taining programs  can  be  separated 

from  commercial  programs  in  de 
termining  whether  a  broadcast  is 
for  profit. 

"The  station  (WEVD)  is  oper-|( 
ated  in  much  the  same  way  as  a 

commercial  station,"  he  continued, 
"and  I  can  see  no  good  reason  why 
it  should  be  shielded  from  copy 

right  infringement  insofar  as  sus- 

taining programs  are  concerned." The  judge  also  ruled  the  sta 
tion's  contention  that  it  was  free  t 
use  the  composition  because  it  wat 
taken  from  a  phonograph  recor< 
was  "untenable",  the  Copyright 
Act  "affording  protection  against 

such  use." 
According  to  A.  Walter  Socolow 

attorney  for  WEVD,  the  judges 

ruling  is  "inconsistent",  and  the  de 
fendants  will  appeal  the  judgmeni 
in  the  circuit  court  of  appeals  imj 

mediately,  taking  it  to  the  highes 
courts,  if  necessary.  The  unfavor 
able  decision  for  his  client,  Mi 

Socolow  stated,  is  "welcome",  how ever,  as  it  offers  an  opportunit 
through  the  appeal,  to  clear  the  la 
in  connection  with  the  broadcastin: 

of  copyrighted  music  by  non-profi 
stations,  which  number  about  30  i 
the  United  States. 

the 
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WPB  Seeks  Shellac  for  Broadcasting 

^Further  Curtailment  of 

Supply  Believed 
In  Offing 

ALTHOUGH  further  restrictions 
DP-  shellac  seem  in  the  offing,  War 
Production  Board  officials  are  try- 

ing to  work  out  ways  to  provide 
minimum  requirements  of  the 
broadcasting  industry,  among 
others,  for  direct  recording  discs, 
transcriptions  and  phonograph  rec- 
ords. 

At  present,  direct  recording  discs 
(are  available  in  sufficient  quantity 
to  care  for  the  essential  needs  of 
Ithe  industry.  In  the  future,  it  was 
^learned,  the  WPB  will  likely  be 
inclined  to  grant  priority  assist- 

ance to  manufacturers  if  necessary. 

s  Rating  Procedure 

Under  the  plans  now  being  con- 
''sidered,  recording  studios  would 
not  have  to  file  separate  priority 
applications.  Instead,  distributors 
will  file  PD  IX  forms.  Based  upon 
these  applications,  distributors  may 

'abtain  ratings  which  in  turn  they 
will  be  able  to  extend  to  manufac- 
Lurers.  In  this  way  it  is  hoped  the 
manufacturer  may  replenish  his  re- 
quirements. 

To  a  large  degree,  the  transcrip- 
;ion  recod  industry  will  continue  to 
^operate  through  reclamation  of  old 
and  discarded  materials.  Without 
Veclamation  the  future  would  not 
oe  at  all  bright,  WPB  advices  in- 

dicate. Furthermore,  WPB  officials 
say  that  permission  has  been 

'^ranted  to  companies  to  make  use 
of  "home"  scrap  copper  and  copper 
matrices,  and  in  some  cases  such 
Substitutes  as  iron  may  be  used  to 

'replace  copper  entirely.  However, bhe  use  of  virgin  copper  is  still 

WRVA 

RICHMOND,  VA. 

and  other  stations,  large 
and  small,  coast  to  coast 

Available  also  to  agencies  and 
advertisers.  For  full  details,  write 

George  £.  Halley 
TEXAS   RANGERS  LIBRARY 
HOTEL  PICKWICK    •    KANSAS  CITY.  MO. 

Register  &  Tribune  Syndicate. 

"We  Use  This  Instead  of  the  Applause 

Sign!" 
dependent  upon  WPB  permission. 

In  the  case  of  shellac,  there  is 
no  doubt  that  top  grades  will  soon 
be  sharply  diminished,  informed 
sources  indicate.  Originally,  the 
WPB  [Broadcasting,  April  20], 
ordered  a  reduction  of  70%  of 
the  1941  supply  figure  and  froze 
50%  of  all  inventories  of  shellac 
of  10,000  pounds  or  more  and  50% 
of  all  future  imports. 

However,  the  supply  of  seedlac, 
a  cheaper  type  of  shellac,  will  not 
be  cut  sharply,  it  is  said.  At  pres- 

ent, it  seems  likely  that  its  supply 
will  be  eased  off  and  still  allowing 
for  a  sufficient  amount  to  care  for 
record  needs. 

Superficially,  the  expected  reduc- 
tion in  shellac  might  be  a  cause  for 

great  concern  but  WPB  officials 
claim  that  this  shortage  can  now 
be  minimized  because  substitutes 
are  being  used  to  some  extent  and 
"extenders"  are  being  used  to  a 
greater  extent  to  stretch  the  avail- 

able quantity  of  shellac. 

Phonograph  Field 
There  is  a  distinction  that  the 

WPB  has  made  among  phonograph 
records  which  will  likely  mean  a 
further  decrease  in  the  popular 
phonograph  field.  Under  the  ma- 

chinery which  results  from  Order 
M  154  issued  June  27  by  the  WPB, 
phonograph  records  for  educational 
use  have  been  favored  as  a  Class 
II  use,  whereas  phonograph  records 
of  the  popular  and  home  recording 
type  are  considered  a  Class  III 
use. 

In  the  main,  M  154  affects  these 
two  record  types  in  their  access  to 
the  use  of  coating  substances  such 
as  ethyl  cellulose,  cellulose  nitrate 
and  cellulose  acetate,  as  possible 
replacements  for  shellac.  At  pres- 

ent, it  is  said,  the  distinction  is 
not  great  but  it  was  admittedly 
possible  this  could  reduce  popular 
record  production  to  a  great  extent. 

EDWARD  L.  ROBINSON,  formerly 
in  the  Schenectady  publicity  office  of 
the  General  Electric  Co.,  has  been 
transferred  to  the  company's  New  York office  where  he  will  handle  publicity 
for  the  radio  and  television  end  of 
GE's  electronics  division. 

VITAL  POSITIONS 

/IV  RADIO  DEFINED 

THE  BOARD  of  War  Communi- 
cations July  17  transmitted  to  the 

War  Manpower  Commission,  Se- lective Service  System  and  the 
U.  S.  Employment  Service  lists  of 
critical  occupations  in  communica- tions and  broadcasting  for  those 
agencies  to  define  and  determine 
their  suitability  for  draft  defer- ment and  to  remedy  shortages  of 
such  skilled  and  technical  person- 

nel [see  manpower  story  on  page 
12]. 

The  lists  had  been  compiled  for 
the  BWC  by  its  numbered  industry 
technical  committees,  including  Do- 

mestic Broadcasting  IV.  The  BWC 
in  its  transmittal  of  the  ilsts,  how- 

ever, said  it  had  made  no  determ- ination as  to  which  occupations 
should  be  subject  to  draft  defer- 

ment nor  had  it  been  able  to  define 
the  duties  of  all  these  occupations. 

The  BWC  authorized  the  joint 
subcommittee  of  its  industry  and 
labor  advisory  committees,  which 
have  been  studying  the  manpower 
situation,  to  deal  direct  with  the 
WMC,  SSS,  and  USES  in  assist- 

ing the  latter  agencies  in  their  de- cisions. FCC  attorney  Sidney  Spear 
was  named  liaison  between  the 
BWC  and  the  three  agencies. 

William  C.  Neel  Named 

WMAL   News  Director 
WILLIAM  C.  NEEL  has  been  ap- 

pointed manager  of  news  and  spe- cial features  of  WMAL,  BLUE 
affiliate  in  Washington,  working 
under  direction  of  G.  W.  Johnstone, 
director  of  news  and  special  fea- 

tures of  the  BLUE,  it  was  an- 
nounced last  week  by  Kenneth 

Berkeley,  manager  of  WMAL  and 
Washington  representative  of  the BLUE. 

Neel  joined  NBC  in  1935  after 
several  years  in  New  York  news- 

paper work  and  has  been  with  the 
network  since,  except  for  a  leave 
of  absence  in  1936  to  work  with 
the  Democratic  national  committee, 
serving  NBC  in  various  capacities 
in  its  New  York  publicity  depart- 

ment. About  a  year-an-a-half  ago 
he  was  appointed  NBC  news  and 
special  events  chief  in  Washington 
and  has  functioned  in  that  capacity 
for  both  NBC  and  the  BLUE  since 
their  separation  early  this  year. 

Corwin  Series  Titled 
TITLE  of  the  series  to  be  presented 
by  Norman  Corwin,  radio  play- 

wright and  producer,  on  CBS  from 
London  in  cooperation  with  BBC 
will  be  An  American  in  England 
[Broadcasting,  July  13,  1942].  Se- 

ries, which  starts  July  27,  is  sched- 
uled for  seven  programs,  written 

and  directed  by  Corwin. 

FORT  INDUSTRY  Co..  licensee  of 
WSPD,  Toledo,  celebrated  the  15th 
anniversary  of  the  station  July  11 
at  a  staff  luncheon  at  the  Toledo 
Club.  Host  was  .1.  Harold  Ryan,  vice- 
president  and  general  manager,  who 
returned  from  Washington  where  he 
is  assistant  director  of  censorshii)  in 
charge  of  radio. 

NBC  Hollywood  feminine  employes,  as 
a  patriotic  duty  and  to  cut  budgets, 
are  going  stockingless.  Money  thus 
saved  is  being  used  to  buy  war  stamps. 

One  of  New  England's 
best  mail  pulling  sta- 

tions —  per  inquiry  cost 
far  below  national  av- erage. 

,Nat. Reps.:  JOSEPH  HEUSHtY  MtQILLVUi 
Boston  Rep.:  8tlLTKA  BANNAN  i 

WDRC 

CONNECTICUT'S  PIONEER  BROADCASTER , 

5,000 

^^580  CBJ 

&Hil„.ed  with  MUTUAL  BROADCASTING  SYSTEM  
i 

National  Representatives: 

SPOT  SALES,  Inc.  ^ 
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Network  Billings  Reveal  Gains 

Despite  Wartime  Restrictions 

All  Four  National  Chains  Up  for  Six  Months; 

Outlook  for  Autumn  Is  Still  Uncertain 

CONTRARY  to  a  fairly  general 
opinion  in  the  radio  industry  that 
the  four  major  networks  have  been 
hard  hit  by  wartime  restrictions 
and  consequent  cancellations  of  na- 

tional business,  billings  for  the  first 
six  months  of  1942  on  all  national 
networks  show  a  percentage  in- 

crease, with  Mutual  reporting  an 
increase  as  high  as  80%  over  the 
first  six-month  period  of  1941. 

Gains  for  All 

The  BLUE,  which  started  opera- 
tions as  a  separate  entity  the  first 

of  this  year  under  the  difficult  situ- 
ation which  faced  all  advertising 

after  Pearl  Harbor,  is  understood  to 
show  a  20%  increase  in  billings, 
while  NBC  is  about  10%  ahead  of 
its  last  year  figures  for  the  same 
period. 

CBS  also  shows  an  increase  in 
billings  of  about  5%.  None  of  the 
latter  three  networks  is  releasing 
its  billings  figures  on  a  regular 
basis,  and  these  percentage  in- 

creases must  necessarily  be  esti- 
mated according  to  the  overall  pic- 

ture from  January  to  June,  includ- 
ing advertisers'  cancellations  as 

well  as  placements  of  new  business. 
As  reported  in  the  May  15 

Broadcasting,  most  of  the  variety 
programs  already  on  the  networks 
in  the  spring  were  slated  either  to 
stay  on  the  air  through  the  sum- 

mer or  to  take  short  summer  vaca- 
tions with  substitute  shows  in  their 

places  until  early  fall. 
Some  advertisers  affected  by  the 

war,  whether  from  canning  or  pack- 
aging restrictions,  or  from  trans- 

portation and  manufacturing  diffi- 
culties, had  already  cancelled  their 

network  shows  at  that  time,  and 
there  have  been  few  such  cancella- 

tions during  June  and  July. 
Other  sponsors,  as  in  peacetime, 

discontinued  their  programs  at  the 
end  of  contracts  in  most  cases,  with 
full  assurance  of  returning  to  the 
air  this  fall.  And  to  counteract  the 
loss  of  business,  each  network  can 
list  a  group  of  new  advertisers  who 
are  using  radio  for  a  specific  prod- 

uct unaffected  by  the  war  or  on  an 
institutional  basis. 

Outlook  for  Fall 

The  fall  outlook  is  more  or  less 
unpredictable,  according  to  network 
spokesmen,  although  several  na- 

tional advertisers  have  already 
lined  up  time  on  various  networks. 
Lever  Bros.  Co.  has  contracted  with 
CBS  for  the  Wednesday  evening 
9-10  p.m.  period,  as  has  Campbell 
Soup  Co.  for  the  Sunday  evening 
9-9:30  p.m.  spot.  Several  other 
sponsors  have  indicated  they  plan 
fall  shows,  including  Lady  Esther 
Co.,  Chicago,  and  Colgate-Palm- 
olive-Peet  Co.,  Jersey  City. 

In  the  spot  line,  Luden's  has  al- 
ready lined  up  its  fall  campaign 

for  cough  drops,  while  Vick  Chemi- 
cal Co.  is  considering  a  network 

show  in  addition  to  spot  for  Vapo- 
Rub  and  Vatro-Nol.  Lever  Bros.  Co. 
for  Swan  Soap  recently  started  a 
spot  campaign  which  it  plans  to 
continue  through  December  and  the 
larger  baking  companies  such  as 
Continental  Baking  Co.  and  Ward 
Baking  are  continuing  their  spot 
contracts  through  the  summer,  con- 

trary to  custom. 

War  Copy  Sent  by  FTC 

For   Censorship  Check 
ALL  ADVERTISING  and  editorial 
content  on  the  air  and  in  period- 

icals, if  questionable,  is  now  being 
sent  to  the  Office  of  Censorship  by 
the  Radio  &  Periodical  Division  of 
the  Federal  Trade  Commission. 

The  division  continues  to  check 
all  copy  relating  to  price  rises,  ra- 

tioning, priorities  and  substitution 
of  materials  to  the  Office  of  Price 
Administration.  Routine  checking  is 
also  done  on  advertising  copy  for 
false  and  misleading  representa- 

tions and  a  check  is  made  to  de- 
termine compliance  with  WPB 

orders  relating  to  use  and  distribu- 
tion of  critical  metals.  The  Eco- 

nomics Division  of  FTC,  indirectly 
concerned  with  advertising,  con- 

ducts surveys  on  which  OP  A  can 
base  price  actions. 

NBC  Not  Planning  Rate  Changes  Soon; 

MBS  Revising  Volume  Discount  Plan 

NBC  HAS  notified  its  clients  and 
their  advertising  agencies  that  the 
network  is  not  contemplating  any 
general  rate  increase  this  year. 
Letter,  written  by  Roy  C.  Witmer, 
vice-president  in  charge  of  Red 
Network  sales,  states  that  NBC  is 

trying,  however,  "to  work  out  a 
plan  whereby  all  of  our  advertis- 

ers may,  at  comparatively  small 
cost,  broadcast  their  programs  over 

every  available  NBC  station." Such  a  plan,  if  developed,  would 
put  NBC  in  line  with  the  Blue  Net- 

work, which  recently  announced  a 
special  package  price  to  daytime 
advertisers  taking  the  full  network 
[Broadcasting,  May  25],  and  CBS, 
which  on  July  15  began  allowing 
a  new  15%  discount  to  advertisers 
using  all  115  CBS  stations  [Broad- 

casting, June  15]. 
New  MBS  Card 

MBS  last  week  was  also  putting 
the  finishing  touches  on  a  new  rate 
card  embodying  a  revision  of  the 
volume  discount  plan  it  introduced 
several  years  ago.  New  discount 
system,  offering  advertisers  addi- 

tional reductions  if  more  than  100 

stations  are  used,  is  expected  to  be 
announced  this  week,  provided  the 

plan  is  approved  by  the  network's affiliates,  to  whom  it  was  submitted 
following  the  MBS  board  meeting 
in  Chicago  July  2.  If,  as  undoubt- 

edly will  be  the  case,  the  MBS  plan 
receives  the  endorsement  of  its  af- 

filiates, it  will  go  into  effect  Aug.  1. 
Meanwhile,  on  July  15,  when  CBS 

put  into  effect  its  15%  discount  for 
advertisers  using  its  complete  net- 

work, it  reported  that  up  to  that 
time  181  1/6  station  hours  had  been 
added  to  the  CBS  commercial  sched- 

ule, to  the  benefit  of  74  individual 
stations. 
Two  CBS  affiliates,  WMBS, 

Uniontown,  Pa.,  and  WBAB,  At- 
lantic City,  have  gained  7  hours 

and  10  minutes  weekly  of  network 
commercials;  10  stations  have  add- 

ed 4  or  more  hours  a  week;  44  af- 
filiates have  gained  5  or  more  new 

program  periods  weekly. 
Seven  CBS  advertisers,  sponsor- 

ing 11  programs,  have  increased 
their  station  lists  to  full  network 
strength  since  the  announcement 
of  the  plan,  in  addition  to  Lever 
Brothers  Co.  and  General  Motors 

Corp.,  whose  programs  both  started 
with  full  networks. 

Complete  list  of  the  CBS  full- network  sponsors  and  programs 
follows:  American  Tobacco  Co. 

(Lucky  Strikes) ,  You7'  Hit  Parade; 
Armstrong  Cork  Co.  (rugs),  The- 

atre of  Today;  Coca-Cola  Co. 
(beverage),  Pause  That  Refreshes 
on  the  Air;  General  Motors  Corp. 
(institutional).  Cheers  From  the 
Camps;  Lever  Brothers  Co.  (Swan 
soap).  Tommy  Riggs  &  Betty  Lou; 
Liggett  &  Myers  Tobacco  Co. 
(Chesterfields),  Glenn  Miller  & 
His  Orchestra;  Philip  Morris  &  Co. 
(cigarettes),  Crime  Doctor,  Philip 
Morris  Playhouse;  R.  J.  Reynolds 

Tobacco  Co.  (Camels) ,  Camel  Cara- 
van, Vaughn  Monroe's  Orchestra; William  Wrigley  Jr.  Co.  (gum), 

Melody  Ranch,  First  Line,  Ben 
Bernie. 

Witmer  Letter 

The  Witmer  letter  follows  in  full 
text: 

"Recently  we  have  been  asked  by 
some  of  our  customers  if  we  expect 
to  raise  our  facilities  rates  in  the 
near  future,  so  I  am  taking  this 
opportunity  to  tell  you  that  aside 
from  some  minor  adjustments  on 
individual  stations  NBC  does  not 

contemplate  any  general  rate  in- crease during  1942. 
"You  may  also  be  interested  to 

know  that  because  of  the  increas- 
ing importance  of  providing  war- 
time radio  service  to  the  more  iso- 

lated and  remote  sections  of  the 
country  we  are  trying  to  work  out 

a  plan  whereby  all  of  our  adver- 
tisers may,  at  comparatively  small 

cost,  broadcast  their  programs  over 
every  available  NBC  station,  and 
with  no  penalty  to  those  who  do  not 
wish  to  use  the  full  service. 

To  Reach  More  Homes 

"Of  course,  many  of  our  advertis- 
ers are  already  sending  their  fine 

programs  to  these  smaller  com- 
munities, but  we  now  hope  to  de- 

vise an  equitable  means  of  making 
it  possible  for  virtually  every 
American  radio  home,  regardless 
of  its  location,  to  hear  and  be  served 
by  many  more  of  these  programs. 
When  we  are  able  to  work  out  the 
details  of  this  plan  in  a  manner 
that  seems  satisfactory  to  all  con- 

cerned, we  will  advise  you  immedi- 
ately. 

"Because  of  its  possible  effect  on 
your  fall  and  winter  plans  we 
thought  it  advisable  to  let  you  have 
this  information  without  further 

delay." 
Raleigh  Back  In  U.  S. 

JOHN  RALEIGH,  CBS  foreign 
correspondent  formerly  in  Batavia 
Dutch  East  Indies,  last  week  landed 
in  San  Francisco  from  Australia 
after  three  years  absence  from  this 
country  and  arrived  in  New  York 
July  16. 

"He's  Boss  of  the  Musicians  Union  .  . 

of  Him!' 

Drawn  for  Broadcasting  by  Sid  Hix 

Even  the  Government's  Scared 

WMC  to  Boost  Power 
WMC,  NBC  affiliate  in  Memphis,  on 
Aug.  1  plans  to  increase  its  night 
power  from  1,000  to  5,000  watts.  It 
will  continue  to  operate  on  790  kc 
with  5,00  watts  daytime  power. 
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Says  CARROLL  L.  WILSON, 
Direclor  of  the  Bureau  of  Foreign  &  Domestic  Commerce, 
U.  S.  DEPARTMENT  OF  COMMERCE. 

"The  present  situation  requires  that  personal  selling  effort, 
and  advertising,  be  continued. 

"Advertising,  indeed,  faces  a  great  opportunity. 

"It  can  and  it  should  be  used  to  convey  to  the  public  infor- 
mation which  will  dispel  confusion  among  merchants  and 

consumers. 

"This  confusion  is  inseparable  from  the  War  effort  —  but 
for  the  sake  of  maximum  War  effort  it  should  be,  insofar 

as  possible,  prevented.  In  this,  advertising  can  be  of 
invaluable  assistance. 

^  To  those  whose  fortitude  in  total  war  adds  another  shout  of  defiance  to  the  enemies  of  free 
American  enterprise  and  democracy  .  .  .  this  space  is  dedicated  by  The  Nation's  Station. 

"Nor  should  brand  names  be  eliminated  during  the  War. 
We  in  the  Department  of  Commerce  are  opposed  to  that. 

"The  American  people  have  come  to  rely  on  the  brand 
name  as  a  standard  of  the  quality  it  demands  in  a  given 

product.  We  all  know  that  a  basic  part  of  our  whole 

economy  and  of  our  American  standard  of  living,  is  the 

good-will  of  the  consumer  for  the  product.  The  brand  name 

is  the  sign  and  the  symbol  of  that  good-will.  In  many 

instances  the  brand  name  represents  an  investment  of  mil- 

lions of  dollars  —  not  only  in  advertising,  but  in  research 

and  in  manufacturing  and  marketing  methods." 

THE     NATION'S     MOST     MERCHANDISE- ABLE  STATION 



COOLER  TUBES    LAST  LONGER 

No.  4  of  a  series  devoted  to  extending  transmitting  tube  life 

These  are  days  when  extreme  care  in  extending  the  life  of  trans- 
mitting tubes  now  in  service  pays  big  dividends.  This  care — 

far  beyond  any  which  might  be  considered  advisable  in  normal 
times  — can  aid  in  guarding  against  failure  and,  perhaps,  costly 
interruptions  to  your  service. 
One  way  of  making  an  easier 

schedule  for  tubes  is  to  keep  them 
cooler.  This  can  be  done  by  re- 

ducing plate  voltage  and  dissipa- 
tion to  the  lowest  permissible 

limits.  Another,  and  often  more 
feasible,  method  is  to  use  forced- 
air  cooling — even  on  tubes  where 
it  is  not  specified  or,  in  other  cases, 
to  a  greater  extent  than  may  be 
specified  for  normal  use. 

Where  tubes  are  already  being  operated  conservatively,  ad- 
ditional air  cooling  may  not  be  of  any  great  benefit,  y  et  i  s  desirable 

as  long  as  specified  operating  temperature  limits  are  observed. 
In  other  cases,  worthwhile  savings  in  tube  life  may  be  obtained; 

 .   A  few  cautions  should  be  ob- 
I  served  in  using  air-cooling:  Place 

fans  so  that  their  air  blast  is  well 
distributed  over  the  entire  tube, 
not  concentrated  on  one  side. 
Screen  fans  with  a  fine  mesh  wire 
to  avoid  blowing  dirt  on  tubes  and 
clean  the  tubes  regularly  to  remove 
any  dust  that  may  collect.  Be  care- 

ful not  to  over-cool  mercury-vapor 
tubes.  Hold  all  tube  operation  to 
specified  temperature  limits. 

ROTATE  YOUR  SPARES! 

Vacuum  tubes  are  like  tires  in  that 
theyshottldnot  stand  unused  Jor  long 
periods.  Thus,  an  important  factor 
in  obtainingoptimum  life  is  to  rotate 
tube  spares— just  as  you  rotate  spare 
tires  to  assure  every  bit  of  service  of 
which  they  are  capable. 

TRANSMITTING  TUBES 

RCA  Manufacturing  Company,  Inc.,  Camden,  N.  J. 



3  reasons  why  WOR  is  the  greatest  buy 

in  New  York  radio  today 

1 

2 

WOR's  total  audience  is  approximately  10% 

greater  than  before  the  war.  Yet,  WOR's  rates 
remain  the  same.  Ergo:  Sponsors  pay  less  for 
more  on  WOR  than  ever  before. 

More  people  are  hstening  to  local  comedy, 

sports,  women's,  qiiiz,  juvenile,  news,  partici- 
pating and  half -hour  evening  shows  on  WOR 

than  to  similar  local  shows  on  any  other 

New  York  station. 

3 
Because  of  WOR's  audience  leadership 
and  dominating  coverage  of  such  boom 

war-industry  centers  as — New  York, 

Trenton,  Reading,  Philadelphia,  Newark, 

Jersey  City,  Hartford,  Paterson,  New 

Haven,  Bridgeport,  Ehzabeth,  Wilming- 
ton and  Camden,  WOR  offers  advertisers 

the  most  economical  single  means  of 

reaching  the  greatest  concentration  of 

war  workers  in  America  today. 

*  Perhaps  in  the  United  States 

NOTE:  WOR  earnestly  advises  every  advertiser,  or  his 

agent,  to  contact  the  station  today  for  choice,  low-cost 

time  and  programs.  It  is  a  sincere  and  practical  suggestion. 

at  IJ^j^O  Broadway  in  New  York 



For  the  first  six  months  of  1942,  42  percent  of 

the  mall  received  by  WAAMN,  Fairmont,  W.  Va., 

contained  proofs  of  purchase;  29  percent  of  all 

mail  contained  cash  for  merchandise.  During  this 

period,  150,876  pieces  of  incoming  mail  were 

tallied  up  by  WMMN. 

WMMN  has  made  that  old  mail  box  look 

strangely  like  a  cash  register.  Sound  programming, 

plus  a  wide-awake  merchandising  department, 

has  turned  the  trick.  Further  proof-of-the-pudding 

details  on  request. 

Ask  the  John  Blair  Man 

FAIRMONT  J  W.  VA.-CBS 



Tllli:  SAME  LOW  KATE 

FOR ALL! 

It  has  been  WDRC's 
policy  for  more  than  10  years  to 

have  one  low  uniform  rate  for  all 

advertisers. 

As  a  national  advertiser,  your  rate 

is  no  higher  than  that  paid  by  the 

many  local  accounts  who  use  this 

station  consistently  and  profitably. 

In  revealing  figures,  here's  what 
this  means  to  you:  You  can  reach 

more  than  a  million  people  in 

WDRCs  Primary  Area— at  a  local 

merchant's  cost. 

Take  advantage  of  this  rate  struc- 

ture, and  do  a  big  job  in  this  im- 
portant market.  Write  Wm.  Malo, 

Commercial  Manager,  for  further 

information. 

BASIC  CBS  HAJtTFORP 

WDRC 

CONNECTICUT'S  PIONEER  BROADCASTER 

ubliahed  every  Monday,  53rd  issue  (Year  Book  Number)  published  in  February  by  Broadcasting  Publications,  Inc.,  870  National  Press  Building,  Washington,  D.  C.  Entered  as 
second  class  matter  March  14,  1933,  at  the  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 



^^Vl  ̂?       Gfeen  vegetable.  Hardy  affair  that  takesjo  Nebrask climes  like  money  to  a  farmer's  pocket.  Grown  in  lai quantities  ̂ the  cabbages),  and  sold  for  large  pric 

CARROTS 
Garden  vegetable,  good  f      complexions.  Good  for 
farm  income,  too.  Not  a  i      or  Nebraska  crop»  like 
corn  and  wheat.  But  illustrated  to  remind  you  that 

matter  what  Nebraska  farmers  erow,  there's  a  profitable  market  deman*.]. 

CAULIFLOWER 
Another  vegetable.  Public  opinion  is divided  as  to  whether  Cauliflower  is 
delicious.  But  the  vote  is  unanimous 

that  it's  wonderful  as  a  source  of  substantial  cash. 

CLAMS 

Slang  expression  meaning  lettuce, 
which  is  a  colloquialism  mean- 

ing money.  Nebraska  farmers 
^re  burdened  now  with  money 

(clams,  to  you).  And  they're  ready 
to  spend  it  for  the  things  you  offer. 
Make  sure  they  do  spend  it  with 
you, by  telling  them  all  about  your 

goods  over  KFAB.  That's  "their" station.  You  need  KFAB,  to  do 
a  complete  selling  job  in  the  farm 
markets  throughout  Nebraska 
and   her    neighboring  states. 

DON  SEARLE,  GENERAL  MANAGER 

ED  PETRy      CO.,   INC.,  NAT'L  REP'R 

BROADmSTING 

^roadcast  Advertisingr 

VOL.  23  •  NO.  4 
JULY  27,  1942 

CONTENTS 

Petrillo  Faces  Court  on  Record  Ban   7 

Hubbard  Labels  Petrillo  as  'Fuehrer'   8 
Fly  Instigates  Petrillo  Probe   9 
BWC  Sends  Lists  To  Manpower  Groups   10 

Care  In  Foreign  Language  Hiring  Urged   10 

NBC-BLUE  Washington  Operations  Split  Aug.  1  12 
Drama  Series  on  BLUE  for  Chewing  Tobacco   12 

BLUE  Prospects  Bright,  Says  Woods   14 
General  Motors  Starts  Second  Series   14 

The  Night  Is  Long — and  Cheerful   16 
Four  FM  Permits  Cancelled  By  FCC   18 
WPB  Seeks  Plan  For  Tube  Conservation   22 

Announcer  Held  On  Alien  Charge   22 

Scrap  Placements  Irk  Congressmen   25 
New  Disc  Hookup  Formed  By  Blake   29 

Rate  Card  Adopted  By  Atlantic  Network   38 
Census  Of  Radio  Homes:  Texas   40 

'Reader's  Digest'  Critical  of  Commercials   51 
First  Term  Sponsorship  Signed  For  BLUE   55 

British-American  Tour  to  Study  Radio   55 
MBS  Revises  Rate  Formula   58 

DEPARTMENTS 

Agencies   36 
Agency  Appointments   49 
Behind  the  Mike   34 
Buyers  of  Time   44 
Classified  Advertisements  57 
Control  Room   46 
Editorials    32 
FCC  Actions   56 
Guestitorial   32 
Meet  the  Ladies   34 

Merchandising   28 
Network  Accounts   56 

Other  Fellow's  Viewpoint  50 
Personal  Notes    33 
Purely  Programs   24 
Radio  Advertisers   39 
Station  Accounts   38 
Studio  Notes   48 

We  Pay  Respects   33 
Hix  Cartoon   58 

Subscription  $5.00  a  Year    9    Canadian  and  Foreign,  $6.00 
Published  every  Monday,  53rd  issue  (Yearbook  Number)  Published  in  February 

*  SPORTS 
^  MUSIC 

WOL*WASHINGTON 
AND  WASHINGTON  IS  FIRST  IN  j 

EFFECTIVE  BUYING  POWER  I 
Gel  fh«  Facts  from  WOL  -  Washinclon,  0.  C.  -  Affiliated  with  IVIUTUm  BROADCASTING  SYSTEM SPOT  SaiES.  INC.  Representative 
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Whether  for  a  test  run  or  as  part  of  a  general  campaign,  WSIX — now  5,000 

watts,  day  and  night,  on  980  kc — ofFers  an  outstanding  "buy".  Rates  are  still  un- 
changed. Time  on  the  new  power  and  frequency  can  be  bought  for  the  present  at 

the  station's  old  (250  watt  1 240  kc)  rate. 

NATIONAL  REPRESENTATIVES— SPOT  SALES,  INC. 



ONE    OF    A    SERIES    PRESENTING    THE    MEN    WHO    MAKE    FREE    &    PETERS  STATIONS 

(].  W.  Myers 

PRESIDENT  OF  ROII,  TREASURER  OF  RILE,  PORTLAND 

7  years.  Advertising  Dept.,  Clinton  (Iowa)  Herald 
25  years.  Advertising  and  Business  Manager  of 

various   newspapers    in   Michigan,  then 
Iowa,  then  Oregon 

1925 — Organized   KOIN,    Inc. — built  Station 
KOIN,  rortland 

1931— KOIN  affiliated  with  CBS 
1931 —  Served  lirst  often  terms  as  Director  of  NAB 
1932 —  Organized  KALE,  Inc.,  to  take  over  Station KALE 
1934 — Served  first  of  two  terms  as  Second  Vice- 

President,  NAB 
1936—  First  Vice-President,  NAB 
1937—  President,  NAB 
1937 — KALE  affiliated  with  MBS 

ACK  in  the  raucous  young  days  of  broad- 
casting, when  radio  had  about  as  much 

dignity  as  a  street  carnival,  C.  W.  Myers 

was  one  of  the  industry's  few  sound  and 
stabiHzing  influences,  and  one  of  the  few 
prophets  of  the  times  that  have  now  arrived. 
From  the  day  he  entered  this  business. 
Chuck  Myers  has  contributed  endlessly  to 
the  future  of  radio.  Simultaneously  he  was 
building  two  of  the  most  successful  stations 
in  the  country.  Today  the  entire  industry 
thrives  on  the  standards  and  policies  that 
Chuck  Myers  helped  to  build. 

Here  at  F&P,  too,  we  are  privileged  to  make 
some  contributions,  however  small,  to  the 

future  of  radio.    No,  not  by  helping  to 

formulate  policy,  but  by  helping  to  make 

radio  a  profitable  venture  for  advertisers  and 
hence  a  stable  and  desirable  business  for 
all  the  rest  of  us.  .  .  .  Sometimes  these 

contributions  take  the  form  of  devoting  an 
entirely  unreasonable  amount  of  time  to 

some  logical  account  which  isn't  yet  sold  on 
radio.  Sometimes  our  contribution  may  be 

deliberately  to  unsell  some  over-hopeful 
prospect  who  wants  to  plunge  too  hard.  .  .  . 

Yes,  selling  time  is  our  business.  But  even  so, 

we  knowthat  successful  advertisers  are  radio's 
best  insurance.  And  we  make  our  contribu- 

tions to  the  future  by  trying  to  help  make 
advertisers  successful,  here  in  this  pioneer 

group  of  radio-station  representatives. 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WKBW  BUFFALO 
WCKY  CINCINNATI 
KDAL  DULUTH 
WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO  .KALAMAZOO-SRAND  RAPIDS 
KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN     .    .  MINNEAPOLIS-ST.  PAUL 
WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBL  SYRACUSE 

.  .  .  IOWA  .  .  . 
WHO   DES  MOINES 
woe  DAVENPORT 
KMA  SHENANDOAH 

.  .  .  SOUTHEAST  .  .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  .  .  . 
KOB  ALBUQUERQUE 
KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  .  . 
KARM   FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX,  Inc. 

Free  &  Peters,  inc. 

Pioneer  Radio  Station  Representatives Since  May,  1932 

CHICAGO:  18 

1  Franklin 
0  N.  Michigan 
6373 

NEW  YORK:  247  Park  Ave. 
Plaza  5-4131 

SAN  FRANCISCO:  in  Suiter            HOLLYWOOD:  1512  N.  Gordon 
Sutter  4353                                     Gladstone  3949 

ATLANTA:  ^22  Palmer  Bids- 

Main  5667 
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Petrillo  to  Face  Courts  for  Record  Ban 

Government's  Suit  to  Be  Filed  Before 

Aug.  1;  Delay  by  AFM  Possible 
CAUGHT  IN  a  Government  pincers  instigated  by  an  aroused 

public,  President  James  Caesar  Petrillo  of  the  American  Fed- 
eration of  Musicians  this  week  must  answer  to  the  courts  for 

his  ban  against  recording  for  public  performance  and  his 
stifling  of  amateur  musicians. 

The  AFM  president,  who  has  wielded  fabulous  powers  with- 
out Government  restraint,  could  not  be  reached  last  Thurs- 
day, or  Friday,  following  announcement  by  Attorney  General 

Francis  Biddle  that  an  injunction 
suit  under  the  anti-trust  laws  will 
be  filed.  There  was  no  comment 
from  other  AFM  officials  either  on 
the  Dept.  of  Justice  or  the  FCC 
action  to  investigate  the  Petrillo 
onslaughts. 

With  AFM's  140,000  members  on 
notice  that  they  shall  not  record 
for  radio,  juke  boxes  or  other  non- 
private  works  effective  Aug.  1,  the 
Anti-Trust  Division  will  file  suit 
this  week — prior  to  the  Aug.  1 
deadline.  The  case  will  be  taken 
either  to  Chicago,  where  Petrillo 
heads  the  local  AFM  union,  or  to 
New  York,  where  AFM  headquar- 

ters are  located.  Petrillo  has  never 
relinquished  his  presidency  of  the 
Chicago  local. 

'Chance  of  Deferment 

While  reports  were  current  that 
AFM  might  postpone  the  July  31 
recording  ban  in  view  of  the  Gov- 

ernment moves,  there  was  no  con- 
firmation of  this  from  Petrillo's 

headquarters.  Because  of  the  lam- 
basting the  union  has  been  taking, 

not  only  from  the  public  and  in 
newspaper  editorial  columns,  but 
from  its  own  members,  those  close 
to  Petrillo  thought  he  might  use 
the  Government  intercession  as  a 
vehicle  to  defer  the  transcription 
deadline  as  well  as  other  projected 
bans. 

As  things  stand  now,  there  is 
still  the  threat  of  a  national  strike 
of  AFM  musicians  growing  out  of 
the  inability  of  KSTP,  St.  Paul,  to 
evolve  a  new  contract  with  the 
Twin  Cities  musicians  local.  While 
the  station  capitulated  to  most  of 
the  union's  demands  for  increased 
personnel  and  pay,  it  has  not  been 
able  to  complete  a  settlement  [see 
page  8]. 
Whether  in  the  light  of  last 

week's  developments  Petrillo  will 
carry  through  his  threat  of  at- 

tempting to  force  NBC  to  discon- 
tinue service  to  the  Twin  Cities 

outlet,  under  pain  of  a  national  mu- 
sicians strike,  was  problematical. 

It  was  clear,  however,  that  NBC, 
CBS  and  the  BLUE  Network  do 
not  propose  to  yield  to  AFM  pres- 

sure of  that  sort  and  summarily 
drop  affiliates  who  cannot  come  to 
terms  with  AFM  locals. 

The  position  of  MBS,  which  sev- 
eral months  ago  dropped  one  of  its 

affiliates  —  WSIX,  Nashville  —  be- 
cause of  a  local  union  dispute  and 

at  the  request  of  Petrillo,  has  not 
been  made  clear.  At  NAB  head- 

quarters it  was  reported  that  Fred 
Weber,  MBS  general  manager, 
took  the  position  that  stations 
would  not  be  cut  off  arbitrarily  if 
"public  policy"  is  involved,  but  that 
if  the  negotiations  of  an  affiliate 
with  a  local  were  stymied  because 
of  what  it  might  regard  as  a  trivial 
dollar  issue,  it  would  not  be  dis- 

posed to  risk  a  musicians  strike  for 
its  entire  network. 

As  forecast  by  Broadcasting 
[July  20],  Attorney  General  Biddle 
approved  the  recommendations  of 
Assistant  Attorney  General  Arnold 
and  formally  announced  injunction 
proceedings  against  Petrillo  and 
AFM.  The  suit  will  be  based  on  the 

"banning  of  its  members  in  the 
making  of  transcriptions  and  re- 

cordings for  radio  and  other  non- 
private  use,"  the  Attorney  Gen- 

eral's announcement  said. 
Last  Tuesday,  the  FCC  directed 

its  law  department  to  inquire  into 
the  whole  matter  of  procedure  for 

a  broader  study  of  Petrillo's  tac- 
tics. FCC  Chairman  James  Law- 

rence Fly  wrote  Petrillo  and  Presi- 
dent Niles  Trammell  of  NBC,  ask- 

ing for  a  "full  statement  of  the 
facts"  relating  to  the  cancellation 
by  NBC  of  the  national  high  school 
orchestra  broadcasts  from  Inter- 
lochen,  Mich.,  after  Petrillo  had  de- manded this  action  on  grounds  of 
interference  with  employment  of 
union  musicians. 

Power  of  FCC 

The  FCC,  it  is  expected,  will 
launch  a  legislative  inquiry  into  the 
entire  Petrillo  situation  and  prob- 

ably subpoena  the  AFM  president. 
General  Counsel  Telford  Taylor 
was  asked  to  advise  the  Commission 
on  procedural  aspects,  particularly 
with  respect  to  discontinuance  of 
transcription  recording.  The  pro- 

ceeding is  based  on  the  view  that 
the  Petrillo  actions  will  seriously 
interfere  with  the  ability  of  sta- 

tions to  continue  operation. 
While  some  question  logically  was 

raised  about  the  FCC's  authority  to 
act  under  such  circumstances,  since 
AFM  members  are  by  no  stretch 
subject  to  FCC  licensing  authority, 

Text  of  Dept.  of  Justice  Statement  on  Petrillo  Action  .  .  . 

Follotving  is  the  full  text  of  the 
release  issued  July  23  hy  the 
Dept.  of  Justice  announcing  its 
plans  to  institute  litigation  against 
James  C.  Petrillo  and  the  AFM: 

Attorney  General  Francis  Biddle 
finuounced  today  that  he  has  author- 

ized the  filing  of  an  injunction  under 
the  antitrust  laws  to  prevent  the 
American  Federation  of  Musicians 
and  its  president,  .James  G.  Petrillo, 
from  banning  employment  of  its  mem- 

bers in  the  making  of  transcriptions 
and  recordings  for  radio  and  other 
non-private  use. 

On  June  25,  1942,  President  Petrillo 
notified  manufacturers  of  transcrip- 

tions and  phonograph  records  that 
their  licenses  from  the  American  Fed- 

eration of  Musicians  for  employment 
of  union  members  in  the  making  of 
musical  recordings  will  expire  on  July 
31.  1942,  and  that  thereafter  members 
of  the  AFM  will  not  be  permitted  to 
play  or  contract  for  recordings,  tran- 

scriptions, or  any  other  form  of  me- chanical reproduction  of  music.  This 
prohibition,  however,  does  not  apply 
to  phonograph  records  manufactured 
and  sold  for  use  in  private  homes. 

Declared  'Unjust' 
The  objective  of  the  AFM  is  to 

create  more  work  for  its  members  in 
an  industry  where  mechanical  im- provements have  made  the  hiring  of 
"live"  talent  partially  unnecessary. 

It  is  the  department's  contention 
that  such  a  "made  work"  program places  an  unjust  economic  burden 
upon  those  making  use  of  mechanical 
improvements  and  that  it  has  two 
marked  advantages  in  promoting  the 
selfish  interest  of  the  union — (1)  in 
times  of  unemployment,  it  forces  em- 

ployers and  the  consuming  public  to 
pay  for  a  private  system  of  unem- 

ployment relief,  and  (2)  in  times  of 
rising  employment,  it  relieves  members 
of  the  union  from  the  competitive 
necessity  of  learning  how  to  do  a 
different  kind  of  job. 

In  the  opinion  of  the  department, 
such  a  i)olic.v  is  unjust  both  to  labor 
and  the  public  since,  by  keeping  costs 
high,  demand  is  limited,  and  since  it 
places  a  severe  burden  on  the  public 
through  unnecessarily  increased  costs. 

It  is  the  department's  position  that the  ruling  of  the  AFM.  if  carried  into 
effect,  will  adversely  affect  the  follow- 

ing classes  of  business : 
(1)  The  small  radio  station  with no  network  affiliation.  Such  stations 

will  be  forced  out  of  business,  since 
many  of  them  are  located  in  towns 
too  small  to  provide  an  adequate  sup- 

ply of  musical  talent  even  if  they  could 
hire  all  the  musicians  needed  to  pro- 

vide the  normal  proportion  of  music 
on  the  station  schedule,  which  none 
are  able  to  do. 

(2)  Restaurants,  hotels  and  small 
dance  halls  which  depend  upon  radio 
records  used  in  so-called  "juke  boxes" 

for  music  and  which  are  unable  to  hire 
live  talent. 

Agencies  Named 

(3)  Advertising  agencies  using 
musical  transcriptions  for  their  clients. 

(4)  Musical  motion  pictures  which 
are  in  essence  "mechanical  reproduc- 

tion of  music". (5)  Electrical  transcription  manu- facturers. The  same  rate  is  paid  musi- 
cians for  work  on  commercial  tran- 

scriptions as  for  work  by  live  musi- 
cians on  commercial  network  pro- 

grams. 
(6)  The  radio  networks  and  large 

radio  stations  which  depend  upon 
electrical  transcriptions  for  a  sub- 

stantial portion  of  both  commercial 
and  sustaining  network  programs. 

The  department  contends  that  small 
radio  stations  serving  small  towns  and 
rural  areas  depend  upon  local  adver- 

tising serviced  by  means  of  electrical 
transcriptions  and  that  if  this  source 
of  music  is  eliminated,  such  stations 
will  be  unable  to  handle  various  sus- 
tainius:  war  programs  essential  to 
maintenance  of  civilian  morale.  Such 
programs  are  broadcast  without 
charge.  The  department  further  con- tends that  the  AFM  policy  would  place 
under  control  of  a  single  union  ofBcial 
determination  of  what  music  may  be 
played  at  patriotic  gatherings  where 
such  programs  are  put  on  the  air. 
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it  was  understood  the  Commission 
would  rely  on  the  court  decision 
last  January  in  the  newspaper  di- 

vorcement proceedings,  which  up- 
held its  authority  to  subpoena  wit- 

nesses in  legislative  inquiries. 
The  decision,  by  the  U.  S.  Court 

of  Appeals  for  the  District  of  Co- 
lumbia, came  in  the  case  of  James 

G.  Stahlman,  publisher  of  the  Nash- 
ville Banner  and  former  president 

of  the  American  Newspaper  Pub- 
lishers Assn.,  who  on  advice  of 

counsel  refused  to  appear  before 
the  FCC.  The  court  held  the  Com- 

mission had  the  authority  to  obtain 
information  necessary  to  discharge 
its  proper  functions.  In  a  legisla- 

tive inquiry  such  as  is  indicated, 
presumably  the  Commission  can 
subpoena  any  witnesses  whose  testi- 

mony is  deemed  essential. 
Assistant  Attorney  General  Ar- 

nold, long  a  critic  of  labor  unions 
on  the  "made  work"  issue,  had  been 
studying  the  Petrillo  actions  since 
the  AFM  convention  in  Dallas  early 
last  month,  at  which  time  Petrillo 
announced  his  proposed  ban  on  re- 

cordings. Then,  with  the  develop- 
ment of  the  Interlochen  incident,  as 

well  as  the  KSTP  situation,  the 
office  was  besieged  with  complaints. 
It  is  understood  that  several  hun- 

dred telegrams,  letters  and  calls  de- 
manded action  to  curb  Petrillo's 

rampages  to  deprive  the  public  of 
music  it  wants. 

Holmes  Baldridge,  chief  of  the 
Anti-Trust  Division's  litigation  sec- 

tion, is  working  on  the  bill  of  com- 
plaint. It  is  presumed  that  Victor 

O.  Waters,  special  assistant  to  the 
Attorney  General  who  handled  the 
ASCAP  and  BMI  consent  decrees, 
will  take  part  in  the  proceedings. 
Since  last  April  Mr.  Waters  has 
been  in  charge  of  the  Southern 
States  Office  of  the  Anti-Trust  Di- 

vision, but  has  retained  his  super- 
vision of  radio-music  matters,  un- 

der the  direction  of  Messrs.  Arnold 
and  Baldridge. 

Court  Procedure 

The  Department  will  seek  a  per- 
manent injunction  against  AFM  in 

civil  proceedings.  If  the  Federal 
District  Court  grants  the  injunc- 

tion, considered  likely,  it  will  re- 
main in  force  until  adjudicated  in 

the  higher  courts,  perhaps  the  Su- 
preme Court.  Other  recent  cases 

involving  the  "made  work"  issue 
which  have  been  carried  to  the  Su- 

preme Court,  have  gone  against  the 
Government.  But  in  the  most  im- 

portant case,  the  Government  never 
had  the  opportunity  to  argue  the 
issue  or  present  briefs. 

With  the  broadcasting  industry 
united  for  the  first  time  in  many 
months  on  the  Petrillo  issue,  praise 
came  from  all  quarters  on  the  Pe- 

trillo announcement.  NAB  Presi- 
dent Neville  Miller  said  every  music 

lover  in  America  should  "congratu- 
late Attorney  General  Biddle  for 

his  far  sighted  action." 
"Every  musician,  as  well,  should 

congratulate  Mr.  Biddle  because 
musicians,  professional  and  ama- 

teur alike,  would  suffer  by  the  Pe- 
trillo's edict." 

Promising  wholehearted  coopera- 
tion of  the  radio  industry,  Mr.  Mil- 

Hubbard  Labels  Petrillo  as  'Fuehrer^ 

Of  Musicians^  Seeking  to  Wreck  Radio 

LOOSING  a  tirade  against  "Pe- 
trilloism,"  and  labeling  the  head 
of  the  American  Federation  of  Mu- 

sicians as  "the  fuehrer  of  140,000 
musicians  in  this  country,"  Stan- 

ley E.  Hubbard,  president  and  gen- 
eral manager  of  KSTP,  St.  Paul, 

last  week  charged  that  the  union 
head  was  seeking  to  "wreck  an  en- 

tire industry." Differences  with  James  C.  Pe- 
trillo, Mr.  Hubbard  contended, 

have  resulted  in  the  stalemate  in 
negotiations  for  a  new  KSTP  con- 

tract with  the  Twin  Cities  mu- 
sicians local  on  employment  of 

musicians.  This  is  one  phase  of  the 
multi-phased  Petrillo-agitated  situ- 

ation which  threatens  a  nationwide 
strike  of  musicians.  The  other  pri- 

mary phases  are  the  Petrillo  edict 
banning  the  making  of  transcrip- 

tions or  recordings  by  AFM  mem- 
bers as  of  July  31. 

Millions  Sufifer 

The  Petrillo  action  which  has 
aroused  most  public  indignation, 
however,  has  been  the  summary 
edict  that  the  high  school  orchestra 
concerts  from  the  National  Music 
Camp  at  Interlochen,  Mich.,  be  can- 

celled over  NBC  on  purported 
grounds  of  unfair  competition  with 
union  musicians. 

Mr.  Hubbard's  statement  fol- 
lows in  full  text: 

"Millions  of  radio  listeners  have 
had  favorite  bands  forbidden  to 
broadcast  with  the  excuse  given 
that  their  music  was  beir>g  fed  by 
NBC  to  KSTP  and  that  the  mu- 

sicians' union  is  having  a  labor  dis- 
pute with  that  station.  This  is  only 

an  excuse. 
"The  relations  of  KSTP  and  its 

musicians  are  most  happy.  We  have 
met  every  demand  of  the  union  ex- 

cept that  we  freeze  our  musical 
situation  by  agreeing  that  after  a 
musician  has  played  four  weeks  he 
cannot  be  released.  We  are  willing 
to  guarantee  its  members  $24,200 
per  year,  regardless  of  our  own 
needs,  but  insist  on  the  right  to 
keep  up  quality  in  musical  pro- 

grams. "The  fact  is  this  order  is  the 
work  of  one  man — James  Petrillo. 

"During  a  time  when  the  entire 
civilized  world  is  engaged  in  a 
battle  against  the  worst  form  of 

tyranny  ever  known — Hitlerism — the  radio  industry,  which  is  giving 
its  time,  ingenuity  and  men  to 
America's  tremendous  war  effort, 
is  beset  by  a  form  of  tyranny 
which  in  its  own  selfish,  domineer- 

ing, the-public-be-damned  way  is  as 
cruel  and  brutal  as  Hitlerism  itself. 

"I  speak  of  Petrilloism.  James 
Caesar  Petrillo  has  become  the 
Fuehrer  of  140,000  musicians  in 
this  country.  He  has  grown  power- 

ful and  rich  by  the  exercise  of  an 
iron  hand,  by  which  he  now  at- 

tempts to  wreck  an  entire  industry. 
"This  is  his  first  step  in  a  pro- 

gram of  subjugation  of  radio.  His 
next  step  will  be  whatever  ha 
thinks  will  accomplish  his  dicta- 

torial purposes.  By  pressing  a  buz- 
zer on  his  desk,  he  can  deprive  80 

million  Americans  of  radio  enter- 
tainment and  throw  140,000  mu- 

sicians out  of  employment  even 
though  they  may  be  completely 
satisfied  with  their  present  jobs. 

"It  is  not  radio  stations  alone 
who  suffer  from  his  domination. 

"Ten  days  ago  he  forbade  the 
broadcast  of  the  national  high 
school  orchestra  from  the  National 
Music  Camp  at  Interlochen,  Mich., 
in  which  160  teen-age  boys  and 
girls  from  40  States  hoped  to  play 
for  their  folks  at  home. 

Fanfare  Barred 

"He  stopped  eight  Chinese  boy 
scouts  from  blowing  a  fanfare  in 
Chicago  unless  eight  union  mu- 

sicians were  hired  to  stand  by  while 
the  scouts  tooted.  Effective  Aug.  1, 
no  musician  can  play  for  phono- 

graph records  to  be  played  in  your 
neighborhood  place  of  entertain- 

ment. Popular  music  is  to  be 
limited  to  those  who  can  afford  to 

pay  for  cover  charges  and  expen- 
sive surroundings.  Fine  for  the 

soldiers  on  $50  a  month,  isn't  it? 
"That  is  the  kind  of  power 

Fuehrer  Petrillo  wields  today — a 
power  that  pays  him  some  $46,000 
every  year.  That  is  the  power  and 
that  is  the  man  and  that  is  the 
kind  of  outrageous  tyranny  which 
we  and  the  other  radio  stations  in 
this  country,  who  wish  to  see  that 
democracy  and  freedom  are  not 
stifled  at  home  while  our  armed 
forces  are  battling  for  them  abroad, 

are  fighting." 
ler  said  that  radio  spends  between 
$10,000,000  and  $15,000,000  a  year 
for  the  services  of  rnembers  of 
AFM.  He  added  radio  wants  to  pre- 

sent the  best  musical  programs  at 
its  command  to  the  listening  public 
and  that  it  cannot  do  this  without 

the  use  of  "some  recorded  music." 
Radio  and  recording  company  of- 

ficials in  New  York  applauded  the 
action  and  hoped  for  speedy  settle- 

ment. Hazzard  E.  Reeves,  president 
of  the  Assn.  of  Recording  Studios, 
said  it  was  high  time  the  issue  is 
clarified.  "The  uncertainty  it  not 
only  bad  for  recording,  but  it  is 
worse  for  the  musicians  them- 

selves," he  added.  While  Mr.  Pe- trillo was  not  available  for  com 

ment,  Henry  A.  Friedman,  attorney 
for  AFM,  said  that  he  could  not 
comment  on  the  legal  aspects  until 
the  Government  actually  filed  suit. 

Fly's  Letters 

At  the  FCC's  direction.  Chair- 
man Fly  wrote  Messrs.  Trammell 

and  Petrillo  identical  letters  stat- ing: 

"We  have  received  a  letter  from 
Senator  Arthur  H.  Vandenberg  of 

Michigan  suggesting  that  the  Com- 
mission obtain  information  concern- 

ing the  recent  cancellation  by  the 
National  Broadcasting  Company  of 
a  broadcast  by  the  National  High 
School  Orchestra  from  Interlochen. 

"The  Commission  would  appreci- 

ate it  if  you  would,  at  your  earliest 
convenience,  send  us  a  full  state- 

ment of  the  facts  relating  to  the 

cancellation  of  the  program." 
A.  L.  Ashby,  NBC  vice-president 

and  general  counsel,  said  last 
Thursday  that  NBC  was  preparing 
a  report  on  the  Petrillo  cancellation 
of  the  Interlochen  concerts,  as  re- 

quested. This  is  the  second  effort  of  the 
Anti-Trust  Division  to  stop  Pe- 

trillo. On  Feb.  28,  1941,  the  De- 
partment issued  an  announcement 

that  it  would  institute  grand  jury 

proceedings  to  investigate  com- 
plaints against  Petrillo.  The  grand 

jury,  however,  was  never  convened 
and  no  further  announcement  came 
from  the  Department.  It  was  an 
open  secret  that  pressure  brought 
by  Petrillo  halted  follow-up  action. 

Department's  Stand 
Along  with  the  Biddle  announce- 

ment of  the  impending  injunction 
suit,  the  Department  released 
"background"  information  on  AFM 
[see  full  text  on  page  7].  The  De- 

partment stated  the  AFM  objec- 
tive was  to  create  "more  work  for 

its  mem.bers"  but  held  that  the  re- 
cording ban,  if  carried  into  effect, 

would  adversely  affect  six  classes 
of  business.  These  were  enumerated 
as  the  small  station  with  no  net- 

work affiliation,  dependent  upon  re- 
cordings to  maintain  schedules; 

juke  box  outlets;  advertising  agen- 
cies using  transcriptions  for 

clients;  musical  motion  pictures; 
electrical  transcription  manufac- 

turers; and  the  networks  and  large 
stations  which  depend  upon  tran- 

scriptions for  "a  substantial  por- 
tion of  both  commercial  and  sus- 

taining network  programs." 
Emphasis  was  given  the  plight  of 

small  stations,  dependent  upon  re- 
cordings for  local  advertising  ac- 

counts, which  would  be  impeded  in 
handling  sustaining  war  programs 
essential  to  "maintenance  of  ci- 

vilian morale".  The  Department 
said  that  the  AFM  policy  would 
place  under  control  of  a  single 
union  official  "determination  of 
what  music  may  be  played  at  patri- 

otic gatherings  where  such  pro- 

grams are  put  on  the  air." 
Press  Attacks 

AFM  continued  to  take  a  beating 
in  editorials  published  throughout 
the  country.  The  Philadelphia  In- 

quirer on  July  23  attacked  Petrillo 
in  barring  service  and  school  bands 
and  pleaded  for  Government  inter- 

cession. An  editorial  cartoon  com- 
plementing the  editorial  depicted 

the  finger  of  a  band,  labelled 
"Union  Bossism"  muting  the  trum- 

pet of  an  Army  show  musician  as 
he  attempted  to  play  the  Star  Span- 

gled Banner.  The  cartoon  was 
labelled:  "Them  Notes  Ain't  On 

the  Union  Scale!" Indications  that  all  was  not  well 
within  AFM  also  came  from  sev- 

eral union  locals.  Talk  of  creation 
of  a  CIO  union,  to  compete  with 
AFM,  an  affiliate  of  the  AFL,  be- 

came more  widespread.  It  was  re- 
(Continued  on  page  52) 
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Denial  of  Catledge 

In  NAB  Post  Issued 

Not  Slated  for  Presidency, 
According  to  the  Board 

PUBLISHED  reports  that  Turner 
Catledge,  acting  editor  of  the 
Chicago  Sun,  and  one  of  the  coun- 

try's top-flight  newsmen,  would 
soon  become  head  of  the  NAB,  pre- 

sumably as  the  successor  to  Presi- 
dent Neville  Miller,  were  denied 

on  behalf  of  the  trade  association's 
board  last  week. 

Don  S.  Elias,  managing  director 
of  WWNC,  Asheville,  and  chair- 

man of  the  NAB's  streamlining 
committee  named  last  March  by  the 
board,  told  Broadcasting  last 
Thursday  he  could  not  understand 
how  the  Catledge  report  had  de- 

veloped. He  said  there  had  been  no 
negotiations  with  the  editor  on  the 
NAB  presidency. 

Some  months  ago,  it  was  learned, 
several  prominent  newsmen,  among 
them  Mr.  Catledge,  recently  Wash- 

ington chief  correspondent  of  the 
New  York  Times,  had  been  dis- 

cussed for  the  post  of  public  rela- 
tions director  of  NAB.  But  there 

had  been  no  formal  negotiations  to 
that  end. 

Mr.  Miller  was  given  a  vote  of 
confidence  by  the  NAB  board  at  its 
meeting  in  Chicago  July  14-15,  in 
the  face  of  reports  of  controversy 
within  the  organization.  Dissatis- 

faction with  the  NAB  admittedly 
exists,  largely  because  of  the  atti- 

tude of  FCC  Chairman  James  Law- 
rence Fly  toward  the  direction  of 

the  association. 
The  board  plans  another  meeting 

in  the  early  fall.  The  whole  ques- 
tion of  streamlining  and  reorgani- 

zation again  will  be  discussed.  The 
streamlining  committee,  however, 
resigned  [Broadcasting,  July  20] 
after  reporting  it  had  been  unable 

'  to  find  a  suitable  man  for  public 
relations  post. 

CofEee  Drive  to  Mathes 

J.  M.  MATHES  Inc.,  New  York, 
has  been  appointed  by  the  Pan 
American  Coffee  Bureau,  effective 
Aug.  25,  to  handle  an  institutional 
campaign  for  coffee  now  being 
planned  by  the  bureau  in  conjunc- 

tion with  the  National  Coffee  Assn. 
Radio  will  probably  be  included 
among  media  for  the  fall  campaign 
now  under  consideration.  A  joint 
committee  working  on  the  plans  is 
headed  by  George  C.  Thierbach,  of 
Jones,  Thierbach  &  Co.,  San  Fran- 

cisco, president  of  the  association. 

Corn  Products  Debut 

TALENT  on  the  inaugural  broad- 
cast July  30  of  the  CBS  Stage  Door 

Canteen  show,  sponsored  by  Corn 
Products  Refining  Co.,  New  York, 
will  include  Helen  Hayes,  Burns  & 
Allen  and  Barry  Wood  as  guests, 
together  with  Bert  Lytell,  perma- 

nent m.c.  of  "officer  of  the  day", 
and  Raymond  Paige's  orchestra. 
Agency  is  C.  L.  Miller  Co.,  New 
York. 

Fly  Instigates  Probe  by  FCC 

Into  Petrillo's  Music  Edicts 
Authority  of  FCC  Not  Determined;  Legislators 

Protest  Arbitrary  Act  in  Interlochen  Case 

THOUGH  some  doubt  exists  as  to 
what  the  FCC  can  do  under  the 
Communications  Act  banning  cen- 

sorship of  programs,  FCC-BWC 
Chairman  James  Lawrence  Fly  last 
Monday  told  a  press  conference 
that  he  has  urged  an  overall  study 
by  the  Commission  of  the  whole 
controversy  cropping  from  the  ar- 

bitrary and  summary  edicts  of 
AFM  President  James  C.  Petrillo. 

~The  FCC  last  Tuesday  author- ized its  law  department  to  survey 
the  whole  matter  and  report  on 
possible  legal  action. 

Petitioned  by  Senator  Vanden- 
berg  (R-Mich.)  and  Rep.  Bradley 
(R-Mich.)  to  take  action  because 
of  the  ban  on  the  high  school  or- 

chestra broadcasts  from  Inter- 
lochen, Mich.,  Chairman  Fly  said 

he  expected  the  FCC  to  approve^  "a 
factual  and  legal  inquiry".  The FCC  also  received  a  strongly 
worded  complaint  from  Dr.  Joseph 
E.  Maddy,  head  of  the  U  of  Michi- 

gan music  faculty  and  president 
of  the  National  Music  Camp  at  In- 

terlochen, demanding  action  to  curb 
Petrillo. 

Called  'Challenge' 
Senator  Vandenberg  contended 

that  Petrillo's  actions  crossed  the 
line  of  tolerance,  and  posed  to 
Chairman  Fly  the  question  of 
"whether  this  problem  does  not 
rise  to  the  dignity  of  a  challenge 
which  the  FCC  should  explore  in 
behalf  of  free  American  culture". 

Rep.  Bradley,  in  an  address  to 
the  House  July  18,  alluded  to  Pe- 

trillo as  the  musicians'  "union 
czar"  and  as  the  "owner  of  a  bullet- 

proof car  and  a  bodyguard".  He said  it  had  become  a  fact  that 

"while  our  boys  fight  agression 
abroad,  insolent  aggression  has  ap- 

peared at  Interlochen".  He  said 
that  the  people  of  the  nation  are 
"justly  aroused"  and  that  it  is  about 
time  "for  dictator  Petrillo  to  climb 
down  from  his  high-horse". 
Answering  questions  of  news- 

men, Chairman  Fly  said  that  he 
viewed  the  whole  Petrillo  matter 

with  very  serious  concern.  "Any 
time  that  these  significant  public 
service  programs  are  barred  from 
the  air,  we  have  to  that  extent  a 
breakdown  in  the  very  service 
which  stations  are  licensed  to 
render  to  the  public,  and  naturally 
we  are  gravely  concerned  with  any 
situation  or  any  activity  which  will 
preclude  these  stations  from  dis- 

charging their  duties  to  the  public", he  said. 

Aside  from  Interlochen,  Chair- 
man Fly  said  there  is  a  much 

broader  phase  to  the  situation 
which,  if  carried  to  its  logical  ex- 

tremity, would  result  in  "a  great 
impairment  to  radio  broadcasting 

throughout  the  country".  He  men- 
tioned the  possibility  that  produc- 

tion of  transcriptions  and  record- 

TWO  MEN  IN  CIVVIES,  no  more, 

perform  in  the  General  Motor's sponsored  Cheers  From  the  Camps, 
all  Army  talent  CBS  series  de- 

veloped in  collaboration  with  the 
War  Dept.  Merle  T.  Kendrick 
(left),  musical  director,  and  Ted 
Husing,  m.c.  (right),  are  the  ci- 

vilians, talking  it  over  with  Joe  H. 
Neebe,  vice-president  of  Campbell- 
Ewald  Co.,  supervisor  of  the  show, 
at  Fort  Riley,  Kan. 

ings  would  be  eliminated  or  im- 

peded. "Such  action  would  gravely  bur- 
den the  entire  broadcasting  indus- 
try and  make  it  well-nigh  impos- 

sible for  the  great  majority  of  the 
small  and  independent  stations  to 
operate.  I  think  that  the  indepen- 

dent stations  use  transcriptions 
and  recordings  over,  roughly, 
about  60%  of  the  broadcast  day. 
This  they  must  do  because  of  two 
very  obvious  limiting  factors:  (1) 
the  absence  of  adequate  local  tal- 

ent; (2)  economic  limitations." 
Mr.  Fly  explained  that  most 

small  stations  cannot  hire  live  tal- 
ent throughout  the  day  and  any 

such  requirement  would  "simply drive  them  out  of  business.  He 
said  it  was  also  true  that  even  the 
stations  affiliated  with  networks  use 
transcriptions  and  recordings  a 
substantial  percentage  of  the  time, 
though  not  nearly  as  much  as  is 
thus  consumed  by  independent  sta- 
tions. 

Negro  Problem 
Chairman  Fly  mentioned  a  third 

type  of  complaint  received  by  the 

Commission,  dealing  with  "some  re- strictions on  or  elimination  of  the 

work  of  colored  musicians".  De- 
claring he  had  no  detailed  facts, 

he  said  this  in  itself  would  create 

"a  pretty  serious  question  as  to 
whether  any  broad  class  of  Ameri- 

can people  should  be  forbidden  em- 
ployment in  the  broadcasting  busi- 

ness". He  said  the  information  he 
had  emanated  from  Government 
sources,  but  that  he  had  no  details 
whatever. 
What  will  be  done  about  the 

whole  situation,  Mr.  Fly  said,  could 
not  be  answered  off-hand.  That  it 
is  grave  goes  without  further  ar- 

gument, he  asserted. 
"However,  he  said,  "I  shall  rec- 

ommend to  the  Commission  that 

we  come  to  a  factual  study  of  the 
broad  situation  and  have  an  exam- 
nation  of  the  legal  problems  as  a 
basis  for  determination  of  what 
the  Commission  may  do  and  should 

do  about  it." Chairman  Fly  added  that  the 

whole  matter  was  in  "the  explora- 
tory stage",  that  the  FCC  was 

studying  it  now,  and  that  he  had 
no  doubt  that  the  Commission  "will 
authorize  an  inquiry  into  it  fac- 

tually and  legally".  He  said  he 
could  not  conjecture  what  the  con- 

clusions would  be  on  the  facts  and 
on  the  merits  of  different  issues, 
or  as  to  what  will  be  done. 

A  Vital  Issue 

Dr.  Maddy  wired  Chairman  Fly 
July  18  that  the  Camp  and  its  stu- 

dent body  appreciated  the  "moral 
support"  the  chairman  had  given it  in  the  Petrillo  controversy. 

"Mr.  Petrillo  would  like  to  treat 
this  as  an  issue  between  the  union 

and  NBC",  Dr.  Maddy  said.  "Of course  it  is  not.  It  is  an  issue 
which  vitally  affects  the  interests 
not  only  of  all  educators  and  edu- 

cational institutions,  but  also  20 
millions  of  school  children  and 
many  millions  of  fathers  and 
mothers. 

"It  affects  the  use  of  radio.  It 
will  have  a  part  in  shaping  the 
decision  as  to  whether  this  boon  to 
civilized  mankind  is  to  be  made  an 
asset  to  the  American  people  in 
this  country  and  utilized  for  their 
advancement  or  is  to  be  made  pri- 

marily a  revenue-producing  instru- 
ment for  and  controlled  by  the 

unions.  Incidentally,  it  should  be 
stated  that  the  National  Broadcast- 

ing Co.  has  paid  a  standby  orches- 
tra while  the  national  high  school 

orchestra  was  broadcasting.  It 
seems  to  me  the  ultimate  decision 
can  only  be  in  favor  of  the  Ameri- 

can people  who  have  always  been 
loyal  to  labor  and  unions. 

"The  banning  of  the  national 
high  school  orchestra  from  the  air 
makes  this  organization  merely  the 

spearhead  of  a  far  larger  contro- 
versy. When  millions  of  our  boys 

are  risking  their  lives  to  preserve 
democracy,  I  believe  those  in  au- 

thority in  building  the  war  effort 
here  at  home  should  also  be  watch- 

ful in  guarding  the  fruits  of  de- 
mocracy so  our  boys  will  inherit 

these  fruits  when  they  return.  On 
Thursday  night  the  members  of  the 
orchestra,  averaging  15  years  in 
age,  held  a  mass  meeting  and 
framed  and  sent  at  their  own  ex- 

pense a  telegram  to  President 
Roosevelt  asking  for  his  aid. 
"Inspiration  is  essential  to 

growth  and  I  find  its  most  fertile 
soil  in  youth.  Adult  wisdom  must 
nurture  it.  Your  press  comment  of 
a  few  days  ago  indicates  that  you 
are  in  full  accord  with  these  senti- 

ments. May  I  ask  for  your  active 
support  in  any  way  in  which  you 
may  be  helpful.  I  am  certain  the 
issue  will  not  down  until  it  is  de- 

cided in  the  public  interest,  rather 
than  in  that  of  any  group.  It  will 
gather  momentum  rather  than  sub- 

side. Mr.  Petrillo  has  made  an 

error  in  judgment." 
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BWC  Sends  Radio  Labor  List  ...Jl^^^"^"^ 

To  Federal  Manpower  Groups 

Officials  of  WMC,  Selective  Service  &  Employment 

Service  Study  Needs  of  Broadcast  Industry 

SPURRING  the  drive  to  have  the 
position  of  radio  and  communica- 

tions employes  clearly  defined  in 
the  nation's  manpower  survey,  the 
Board  of  War  Communications  last 
Monday  announced  that  lists  of 
critical  occupations  in  the  industry 
had  been  forwarded  to  the  War 
Manpower  Commission,  Selective 
Service  and  the  U.  S.  Employment 
Service. 

Officials  of  the  three  agencies 
who  will  direct  study  of  the  broad- 

casting-communications labor  prob- 
lems are  Maj.  Richard  P.  Davidson, 

administrative  aide  to  Maj.  Gen. 
Lewis  B.  Hershey,  for  Selective 
Service;  Arthur  J.  Altemeyer,  ex- 

ecutive director  of  the  WMC  and 
Chairman  of  the  Social  Security 
Board,  for  the  War  Manpower  Com- 

mission; and  John  J.  Corson,  chief 
of  the  Bureau  of  Employment  Se- 

curity, for  the  U.  S.  Employment 
Service. 

Nine  Radio  Classes 

Lists  were  drawn  up  by  the 
BWC's  numbered  committees  which 
have  been  studying  the  personnel 
problems  in  the  various  sections  of 
the  communications  field.  Separate 
lists  for  each  of  the  different  types 
of  communications  were  submitted. 

In  broadcasting,  six  classes  of 
technical  workers  and  three  classes 
of  skilled  personnel  in  program  de- 

partments were  forwarded  to  the 
three  manpower  agencies  by  BWC. 
In  addition,  23  classes  for  cable 
companies,  45  for  telegraph,  51  for 
telephone,  48  in  various  subdi- 

visions of  commercial  radio-com- 
munications services,  and  15  in  in- 

ternational shortwave  broadcasting 
■were  submitted  "for  such  use  as 
the  agencies  may  find." 

It  was  noted  that  the  BWC  had 
made  no  recommendations  of  its 
own  in  submitting  the  lists  and  it 
was  indicated  that  in  some  cases 
the  lists  had  been  submitted  hastily 
to  speed  consideration  by  the  man- 

power agencies.  At  the  BWC  it  was 
said  that  in  some  cases  only  out- 

lines of  certain  employe  functions 
had  been  submitted  but  it  was  ex- 

pected that  in  conferences  with  rep- 
resentatives of  the  manpower  agen- 

cies fuller  details  would  be  given. 
This  was  made  known  to  the  agen- 

cies to  offset  any  hasty  judgments. 

No  Specific  Titles 
As  was  expected,  the  BWC  did 

not  reveal  specific  titles  of  employe 
groups  who  wil  receive  attention  of 
the  WMC,  USES  and  SS.  This  was 
in  accordance  with  previously 
stated  policy  of  both  the  industry 
groups  and  BWC  that  such  details 
would  not  be  revealed  in  order  to 
prevent  outside  pressure  as  well  as 
to  facilitate  "careful  approach  to 
the  problem". 

In  addition  the  agencies  were 
told  "the  BWC  does  not  feel  that 

it  is  in  a  position  to  consolidate 
these  lists  for  the  entire  communi- 

cations industry  due  to  the  fact  that 
the  nomenclature  of  positions  and 
the  principles  applied  in  the  inclu- 

sion or  exclusion  or  positions  have 
been  different  in  the  various 

branches  of  the  industry." 
"It  was  suggested,"  the  BWC  re- 

port continued,  "that  the  industry 
and  labor  representatives  on  the 
Board's  Joint  Labor-Industry  Sub- 

committee should  consult  directly 
with  the  Government  agencies  in 
supplying  detailed  information  on 
the  functions  performed  by  per- 

sons in  the  listed  positions." 
Labor  Committee 

Members  of  the  labor  committee 

are :  Robert  J.  Watt,  AFL  Interna- 
tional representative,  for  radio 

workers;  Paul  E.  Griffith,  National 
Federation  of  Telephone  Workers, 
for  telephone  workers;  and  Joseph 
P.  Selley  of  the  American  Communi- 

cations Association,  for  telegraph 
workers  Industry  representatives 
are  Dr.  C.  B.  Jolliffe  of  RCA,  for 
radio,  Keith  S.  McHugh,  AT&T,  for 
telephone;  Ellery  W.  Stone,  Postal 
Telegraph,  for  telegraph. 

Sidney  D.  Spear,  chief  of  the 
FCC  Special  Studies  Section,  War 
Problems  Division,  will  assist  the 
committee  on  the  manpower  prob- 

lems as  well  as  perform  liaison 
work  for  the  BWC. 

It  is  not  felt  that  the  manpower 
agencies  will  undertake  any  action 
on  the  BWC  lists  until  the  latter 
part  of  the  week.  It  was  indicated 
consultations  will  then  be  held  with 
representatives  of  the  agencies  to 
determine  procedure  in  handling 
of  the  lists  as  well  as  final  de- 

termination of  those  who  will  be 

retained  for  the  agencies'  master lists. 

BIRTHDAY  WORDS  from  Sen. 
Arthur  Capper  (R-Kan.)  were  car- 

ried July  14  by  WIBW,  Topeka, 
as  he  celebrated  his  77th  birthday. 
The  station  furnished  entertain- 

ment for  the  day  and  originated 
several  broadcasts  from  the  picnic 
site.  With  the  Senator  is  Maudie 
Shreffler,  WIBW  music  director. 

MAX  WYLIE,  radio  director  of 
Blackett  -  Sample  -  Hummert,  Chi- 

cago, for  the  last  year  and  a  half, 
has  resigned  effective  Aug.  15.  The 
agency  will  not 
appoint  a  suc- cessor, it  was  an- 

nounced, but  a  re- 
organization of 

the  radio  depart- ment will  take 

place  with 
Wylie's  duties  be- 

ing apportioned 
among  the  radio 
staff.  As  part  of 
the  reorganiza- 

tion, Charles  Hotchkiss  has  been 
named  to  head  a  department  of  pro- 

gram development  and  talent  con- 
tact. Mr.  Hotchkiss  has  been  super- 

vising radio  on  the  Palstaff  Brew- ing account. 

Mr.  Wylie 

Andrews  to  Head  Radio 

At  Lennen  &  Mitchell 
S.  JAMES  ANDREWS,  program 
director  of  Ruthrauff  &  Ryan,  New 
York,  for  the  CBS  Vox  Pop  pro- 

gram, sponsored  by  Emerson  Drug 
Co.,  Baltimore,  on  July  28  will  re- 

sign to  become  radio  director  of 
Lennen  &  Mitchell,  New  York.  That 
position  has  not  been  officially  filled 
since  the  resignation  two  months 
ago  of  William  N.  Robson,  now  a 
program  director  at  CBS. 

In  his  place  as  program  director 
of  the  Vox  Pop  program  will  be 
John  Gully  Cole,  who  has  been 
serving  as  advance  man  on  the 
show,  lining  up  the  broadcasts  as 
they  shift  origination  points,  as 
well  as  handling  the  opening  and 
closing  announcements. 

Entire  Carter  Account 

Goes  to  Ted  Bates  Inc. 
CARTER  PRODUCTS,  New  York, 
has  appointed  Ted  Bates  Inc.,  New 
York,  to  handle  all  advertising  for 
its  Little  Liver  Pills,  effective  Aug. 
1.  This  shift  in  agencies  is  the  sec- 

ond within  a  month  for  Carter,  fol- 
lowing the  opening  of  a  New  York 

office  July  1  by  Roche,  Williams  & 
Cunnyngham  to  handle  the  Carter 
account  and  Lewis-Howe  Medicine 
Co.,  St.  Louis,  both  formerly  han- 

dled by  Stack-Goble  Adv.  Agency, 
New  York  [Broadcasting,  July  6]. 

In  addition  to  an  extensive  spot 
campaign.  Carter  Products  also 
S'-'onsors  Inner  Sanctum  Mystery  on 
69  BLUE  stations,  Sundays  8:30-9 
p.m.  According  to  Ted  Bates,  no 
new  plans  for  the  account  have 
been  lined  up  as  yet  as  the  shift 
does  not  become  effective  until 
Aug.  1. 

Salvage  Firm  to  Radio 
NATIONAL  SALVAGE  Co.,  New 
York,  newly-formed  organization  to 
salvage  for  the  war  effort  such 
scrap  as  old  phonograph  records, 
has  appointed  Frank  Kiernan  & 
Co.,  New  York,  as  its  agency.  A 
radio  program  is  being  planned,  but 
no  details  are  available  as  yet. 

Resinol  Test 

RESINOL  CHEMICAL  Co.,  Balti- 
more, on  Sept.  1  plans  to  start  a 

spot  test  of  30  announcements 
weekly  for  its  ointment  and  soap  in 
two  markets,  Baltimore  and  Wash- 

ington. Stations  have  not  yet  been 
selected,  according  to  Biow  Co., 
New  York. 

Simon  Urges  Care 

In  Station  Hiring 

'Undesirables'  to  Be  Checked 

By  Foreign-Tongue  Gullets 
AS  A  PRECAUTION  for  foreign- 
language  stations  against  re-hiring 
"undesirable"  employes  who  have 
lost  their  positions  with  other  for- 

eign-language stations,  Arthur 
Simon,  WPEN,  Philadelphia,  chair- man of  the  executive  committee  of 

the  Foreign  Language  Broadcast- 
ers Wartime  Control,  last  week  sent 

out  a  letter  to  all  foreign-language 
stations,  urging  them  to  contact 
Lee  Palk,  radio  head  of  the  foreign- 
language  division  of  the  OWI,  be- 

fore hiring  new  personnel. 
Mr.  Simon  has  also  called  a  meet- 

ing of  the  entire  executive  commit- 
tee of  the  FLBWC  for  early  Sep- 

tember in  either  Washington  or 
New  York. 

Care  in  Hiring 

The  letter  signed  by  Mr.  Simon 
on  the  personnel  question  follows: 
"It  is  vitally  important  at  this  time 
and  in  compliance  with  our  code 
that  we  are  particularly  careful  in 
the  hiring  of  any  new  employes  on 
those  stations  which  carry  foreign- 
language  programs.  Many  stations 
are  removing  from  their  foreign- 
language  programs  persons  who 
are  undesirable  from  the  viewpoint 
of  the  war  effort. 

"For  our  own  protection  it  is 
extremely  important  that  such  per- 

sons are  not  hired  by  other  stations. 
We  have  asked  Lee  Falk  of  the 
OWI  if  his  office  would  be  willing  to 
help  us  in  this  matter.  He  has 
agreed  to  give  us  whatever  advice 
he  has  available.  Therefore,  we  re- 

spectfully suggest  that  you  contact 
Lee  Falk,  chief  of  radio  of  the  for- 

eign-language division  of  the  OWI 
in  Washington,  before  engaging 
anyone  connected  with  the  prepa- 

ration or  presentation  of  foreign- 
language  programs. 
"He  will  give  you  a  prompt 

answer  aS  to  whether  the  person 
or  persons  you  have  in  mind  for 
employment  have  a  clean  bill  of 
health  as  far  as  his  information 
can  determine.  I  think  we  will  all 
feel  much  safer  if  we  follow  this 
procedure  and  we  of  the  industry 
recommend  this  procedure  for  your 

use  and  protection." 

I 

Foreign  Tongue  Code 
EIGHTY  PERCENT  of  the  radio 
stations  in  the  country  using  for- 

eign-language broadcasts,  204  in 
all,  have  signed  the  voluntary  code 
of  wartime  practices  [Broadcast- 

ing, June  15],  it  was  announced  by 
Arthur  Simon,  general  manager  of 
WPEN,  Philadelphia,  and  chair- 

man of  the  Foreign  Language  Ra- 
dio Wartime  Control  Committee. 

It  is  expected  that  most  of  the 
remaining  stations  will  sign  the 
code  shortly,  providing  for  checks 
on  all  foreign  language  scripts, 
monitoring  all  such  programs  and 
assuming  responsibility  for  the  for- 

eign language  broadcasts  over  the station. 
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CHARLIE 

BERGEN: 

CHARLIE: 

BERGEN: 

CHARLIE: 

BERGEN: 

CHARLIE: 

Hey,  Bergen — lookee — lookee — my  pitcher  in  the  paper — and 

yours,  too! 

Yes,  Charlie,  that's  one  of  those  WBAL  promotional  full  pages 
in  the  Baltimore  News-Post. 

Pretty  smart  of  WBAL — putting  my  pitcher  in  all  their  ads — 
ha-ha-ha! 

No,  Charlie,  WBAL  doesnH  put  your  picture  in  all  their 

ads — all  the  WBAL  programs — daytime  as  well  as  night — are 

promoted. 

What — you  mean  all  those  other  punks  like  Jack  Benny  and 

Henry  Aldrich  and  Red  Skelton  and  Bob  Hope  and  Fibber 

McGee  get  as  much  publicity  as  I  do? 

They  sure  do. 

Well,  ril  MOW  'EM  DOWN! 

Represented  Nationally  by 
EDWARD  PETRY  &  CO.,  INC. 



Capital  Operations 

Of  NBC  and  Blue 

To  Be  Split  Aug,  1 
Carleton  Smith  and  Berkeley 
Pick  Stations'  Personnel 
SEPARATION  of  the  Washington 
operations  of  the  NBC  and  the 
BLUE  networks  will  be  completed 
by  Aug.  1,  each  with  its  own  in- 

dependently operated  key  station 
and  each  with  its  own  staff.  Both 
will  occupy  the  Trans-Lux  Bldg.  in 
downtown  Washington,  but  they 
will  be  on  separate  floors. 

Prank  M.  (Scoop)  Russell  will 
continue  to  represent  NBC  as 
Washington  vice-president,  and 
Kenneth  H.  Berkeley,  who  has 
been  manager  of  both  WRC  and 
WMAL,  becomes  the  BLUE  rep- 

resentative in  the  capital  in  addi- 
tion to  taking  over  the  manager- 
ship of  WMAL,  licensed  to  the 

Washington  Star  but  previously 
leased  to  NBC  [Broadcasting, 
May  18]. 

Mr.  Berkeley  has  completed  mus- 
tering his  WMAL  staff,  which  also 

will  be  available  for  BLUE  origi- 
nations. Carleton  Smith,  former 

presidential  announcer,  recently 
named  WRC  manager,  has  similar- 

ly practically  completed  his  staff. 
For  the  most  part  the  members 
were  formerly  on  the  NBC  pay- 

roll, working  with  both  WRC  and 
WMAL,  but  some  new  staffmen 
have  been  engaged. 

Other  Personnel 

Under  Mr.  Berkeley  for  WMAL 
and  the  BLUE  will  be  the  follow- 

ing: Ben  Baylor,  commercial  man- 
ager; Sam  Booth,  recently  with 

Ryan  Adv.  Agency,  Washington, 
and  WJEJ,  Hagerstown,  Md.,  and 
Sam  Digges,  recently  with  the 
Washington  Daily  News,  sales- 

men; John  Edmunds,  formerly 
with  NBC  and  CBS  in  New  York 
and  WLW,  Cincinnati,  program- 
production  manager;  William  Neel, 
news  chief;  Bryson  Rash,  night 
supervisor;  H.  A.  Wadsworth, 
chief  engineer;  Mrs.  Fritz  Balzer, 
music  clearance;  Freda  Schmedt, 
traffic  manager;  Ray  Michael,  Jack 
Roney,  Ed  Rogers,  Stuart  Jameson 
and  James  Gibson,  announcers. 

The  WRC  staff  under  Mr.  Smith 
will  comprise:  Fred  Shawn,  as- 

sistant manager;  John  H.  Dodge, 
commercial  manager;  George 
Wheeler,  production  manager; 
Stanley  Bell  and  James  Sweet, 
salesmen;  Don  Fisher,  Kenneth 
Baughart,  Steve  Douglas,  Kennedy 
Lundlam  and  Hollis  Wright,  an- 

nouncers; Fritz  Balzer,  music 
clearance;  Bess  Prince,  traffic 
manager;  R.  G.  Coldenstroth,  audi- 

tor; Mary  Mason,  women's  activi- 
ties. In  addition,  Bill  Herson,  from 

WBAL,  Baltimore,  has  been  en- 
gaged to  conduct  the  morning 

Timekeeper  program,  replacing 
Maj.  Gordon  Hittenmark,  now 
with  the  Army  Air  Force. 

NBC's  chief  engineer  in  Wash- 
ington, who  will  supervise  WRC's 

technical  operation,  continues  to 
by  A.  E.  Johnson. 

Signing  the  Contract  for  Tobacco  Program 

Mail  Pouch  to  Start  Spy  Drama  Series 

On  Blue  Network  for  Chewing  Tobacco 
ENTERING  network  radio  for  the 
first  time.  Mail  Pouch  Tobacco  Co.,^ 
Wheeling  (chewing  tobacco),  on 
Sept.  28  will  sponsor  the  BLUE 
program  Coiinter-Spy,  series  which 
dramatizes  the  activities  of  United 
Nations  secret  agents,  on  59  sta- 

tions, Mondays,  9-9:30  p.m.  Series 
will  promote  Melo  Crown  and  Mail 
Pouch  products. 

One  of  the  oldest  tobacco  distrib- 
utors in  the  country.  Mail  Pouch 

has  used  spot  radio  and  outdoor  ad- 
vertising extensively,  but  has  de- 

cided on  network  radio  as  the  best 
means  of  overcoming  such  handi- 

caps as  the  gasoline-tire  shortage 
and  the  loss  of  manv  of  its  sales- 

men to  the  armed  forces.  Agency  is 
Walker  &  Downing,  Pittsburgh. 
With  the  signing  of  the  Mail 

Pouch  contract  for  59  stations,  the 

BLUE  is  planning  to  offer  the  half- 
hour  Counter-Spy  program  to  a  se- 

lected list  of  stations  for  local  spon- sorship. 

A  large  number  of  these  stations 
are  now  carrying  the  Gangbusters 
program  for  local  advertisers,  but 
that  BLUE  show  will  no  longer  be 
available  to  them  after  Sept.  18 
when  Dr.  Earl  S.  Sloan  resumes 
sponsorship  of  the  crime  series  for 
Sloan's  liniment.  The  Counter-Spy 
program  has  been  heard  on  the 
BLUE  on  a  sustaining  basis  since 
May  18  while  the  Gangbusters  pro- 

gram is  now  heard  for  50  local 

sponsors. 
Watching  W.  J.  Frankston,  vice- 

president  of  Mail  Pouch,  as  he 
signs  the  contract,  are  (1  to  r)  Fred 
Thrower,  general  sales  manager  of 
the  BLUE  (seated)  ;  R.  C.  Wood- 

ruff, radio  director  of  Walker  & 
Downing,  Pittsburgh,  agency  in 
charge;  William  S.  Walker,  presi- 

dent of  the  agency,  and  Jack  Dono- 
hue  of  the  BLUE  sales  staff  in 
Detroit. 

HOME-MADE  MOTOR  SCOOTER 
is  the  handy  possession  of  Harcld 
Jackson,  engineer  of  NBC-Chicago, 
who  demonstrates  his  way  of  beat- 

ing rationing.  The  new  Jackson  ve- 
hicle makes  better  than  95  miles  to 

the  gallon,  runs  up  to  35  m.p.h., 
powered  by  a  one  h.p.  gasoline  mo- 

tor originally  intended  for  a  wash- 
ing machine.  Wheels  are  standard 

industrial  wheelbarrow  wheels,  not 
on  the  tire  rationing  list.  Other  ma- 

terial came  from  the  Jackson 
"junk"  box.  Not  included  in  the 
equipment,  however,  are  the  shapely 
gams  of  Ada  Peaker  of  the  NBC 
Carnation  Contented  program. 

Leif  Eid  Is  Appointed 

As  WRC's  News  Chief 
LEIF  EID,  for  the  last  six  years 
on  the  NBC  press  staff,  specializing 
in  television,  on  Aug.  1  will  report 
to  Carleton  Smith,  manager  of 
WRC,  Washington,  as  chief  of  the 
WRC-NBC  news  staff  in  the  capital. 
He  succeeds  William  Neel,  newly- 
appointed  WMAL  -  BLUE  news 
chief  [Broadcasting,  July  20]. 

Mr.  Eid  is  a  gradu.^.te  of  the 
Pulitzer  School  of  Journalism, 
Columbia  U,  where  he  held  a  Pulit- 

zer scholarship.  He  formerly  was 
a  reporter  with  the  New  York 
Times  and  New  York  Herald- 
Tribune.  His  news  staff  will  in- 

clude Pete  Cousins,  Ralph  Peter- 
son and  Leonard  Schleider. 

Fawcetl  Test 
F  A  W  C  E  T  T  PUBLICATIONS, 
New  York,  on  Aug.  26  will  start  a 
test  campaign  for  True  Magazine 
(detective  cases)  in  a  group  of 
markets  throughout  the  country  se- 

lected from  the  standpoint  of  the 
magazine's  circulation.  The  drive 
will  last  for  a  three-month  period 
and  will  consist  of  a  total  of  70  spot 

announcements  plugging  the  month- 
ly issues  as  they  are  published.  This total  will  be  divided  up  to  run  the 

last  half  of  August,  September  and 
October  and  the  first  few  days  of 
the  same  months.  Agency  in  charge 
is  Joseph  Katz  Co.,  with  Herschel 
Deutsch,  radio  director,  handling 
the  account. 

Air  Series  Started 

By  Gotham  Hosiery 
Contest  to  Mark  Campaign  in 
New  York  for  Rayon  Hose 
USING  radio  for  the  first  time  as 
as  basis  for  a  13-week  contest, 
Gotham  Hosiery  Co.,  New  York, 
on  Aug.  3  will  start  promotion  of 
a  contest  and  its  Gold  Stripe 
Futuray  rayon  stockings  on  Pegeen 
Fitzgerald's  Pegeen  Prefers  pro- 

gram on  WOR,  New  York,  Mon- 
day, Wednesday  and  Friday,  9- 9:25  a.m. 

Designed  to  promote  a  closer  re- 
lationship between  the  stocking 

customer  and  the  salesgirl  who  as- 
sists her  in  stores  in  the  WOR 

area,  the  contest  will  offer  $5  in 
cash  or  war  stamps  to  the  custo- 

mer sending  in  the  best  letter  nom- 
inating a  particular  salesgirl  for 

her  sales  efficiency. 

Salesmen,  Too 

An  equal  amount  goes  to  the  | 

girl  behind  the  counter  who  in- 
spired the  winning  letter.  The  next 

best  49  letters  win  for  the  custo- 
mers a  credit  certificate  of  $1  to  be 

applied  to  their  next  purchase  of 
rayon  stockings,  while  the  sales- 

girls nominated  in  those  letters  win 
$1  in  cash  or  war  stamps. 

Highlights  of  the  first  broad- 
cast are  being  sent  to  store  heads 

and  buyers  in  1,000  department 
stores  and  specialty  shops  carrying 
Gotham  hose,  which  will  be 
wrapped  in  special  packages  with 
the  rules  of  the  "Girl  Behind  the 
Counter"  contest. 

Although  the  contest  itself  will 
run  for  only  13  weeks,  the  contract 
signed  by  Roy  E.  Tilles,  president 
of  Gotham  Hosiery,  is  for  52-week 

sponsorship  of  Pegeen  Trefers.  Ac- count is  handled  direct. 

Compton  for  Conti 
WALTER  COMPTON,  in  addition 
to  his  new  five-weekly  sustaining 

news  period  on  MBS  [Broadcast- ing, June  29],  has  started  a 
Sunday  morning  quarter-hour newscast  on  Mutual  for  Conti 
Products,  New  York,  for  its  soap 
and  shampoo  products.  He  also 
serves  as  m.c.  for  the  weekly  MBS 
quiz  show,  Double  or  Nothing,  for 
Pharmaco,  Newark,  N.  J.,  makers 
of  Feenamint.  Agency  for  Conti  is 
Bermingham,  Castleman  &  Pierce, New  York. 
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Charlotte  headlines,  these  days,  high- 

light what  we've  always  said  about  the 

WBT  market... Charlotte— the  home  of 

50,000  watt  WBT- is  the  focal  point  of 

economic  activity  in  the  Carolinas. 

"charlotte  selected  as  site  for 

BIG  naval  ordnance  plant",  says  one 

banner  head,  "odt  to  put  truck 

appeal  board  in  charlotte— unit  to 

cover  5-state  area  in  southeast", 

says  another,  "charlotte  wpb  head- 

quarters will  have  three  district 

offices  in  two  states  under  it".  .  . 

"new  $100,000  WAR  INDUSTRY  TO  BE 

ORGANIZED  IN  CHARLOTTE",  read  Others. 

The  list  is  too  long  to  be  given  item  by 

item,  but  it  all  points  to  one  conclusion. 

During  these  vital  times,  new  factories, 

new  funds,  new  administrative  units 

flow  naturally  into  the  Charlotte  area  — 

just  as  does  the  purchasing  power  of  so 

much  of  the  Carolinas  at  all  times. 

We'd  like  to  tell  you  how  WBT- at 

the  very  heart  of  this  important  indus- 

trial -agricultural  market  —  influences 

the  buying  habits  of  its  273,000  radio 

families.  Just  get  in  touch  with  us  or 

any  Radio  Sales  office. 

WBT 

THE  STATION  AN  AUDIENCE  BUILT  •  CHARLOTTE  —  SCOOO  WATTS 

Owned  and  operated  by  the  Columbia  Broadcasting  System.  Represented  nationally  cbs 

by  Radio  Sales  with  offices  in  New  York,  Chicago,  Los  Angeles,  St.  Louis,  San  Francisco  (J 



Woods  Sees  Bright  Prospects 

For  Radio  and  Blue  This  Fall 

Network  Shows  Profit  Each  of  First  Six  Months 

This  Year,  Hopes  to  Beat  1941  by  20% 

AN  OPTIMISTIC  view  of  the  out- 
look for  radio  in  general  and  the 

BLUE  Network  for  the  remainder 
of  1942  was  expressed  last  week 
by  Mark  Woods,  president  of  the 
BLUE,  which  on  July  31  will  com- 

plete its  first  six  months  of  opera- 
tion as  an  independent  network, 

following  its  divorcement  from 
NBC  and  establishment  Feb.  1, 
1942,  as  a  separate  RCA  subsi- 

diary company. 
Recalling  his  prophecy  that  the 

BLUE  would  break  even  for  its 
first  year  of  independent  operation, 
Mr.  Woods  said  that  through  June 
the  network  had  shown  an  operat- 

ing profit  each  month,  with  billings 
running  some  19%  ahead  of  those 
for  the  like  period  of  1941. 

Admitting  the  summer  quarter 
would  probably  bring  some  red  ink 
into  the  monthly  figures,  he  said 
that  on  the  basis  of  past  perform- 

ance and  future  outlook  he  was  now 
willing  to  predict  that  the  BLUE 
would  end  the  year  with  net  profits 
more  than  20%  ahead  of  those  it 
earned  during  its  last  year  as  part 
of  NBC. 

New  Types  of  Clients 

The  changed  conditions  of  busi- 
ness and  industry  created  by  the 

war  afford  to  radio  an  opportunity 
to  obtain  business  from  advertisers 
who  have  heretofore  made  little  or 
no  use  of  this  type  of  advertising, 
Mr.  Woods  stated. 

He  does  not  agree  at  all,  he  said, 
with  broadcasters  who  believe  that 
since  advertising  volume  has  de- 

clined in  other  media  as  a  result  of 
the  war  radio's  volume  is  destined 
to  follow  suit.  On  the  contrary,  he 
expressed  a  strong  belief  that  if  ra- 

dio follows  through  it  should  in 
these  times  secure  a  larger  per- 

centage of  the  total  American  ad- 
vertising dollar  than  ever  before. 

Unhampered  by  tradition  or 
precedent,  he  said,  the  BLUE  sales 
force  is  going  after  business  from 
advertisers  who  have  been  on  the 
dormant  lists  of  other  networks  for 
years,  marked  as  not  worth  wast- 

ing time  on. 
Citing  the  teamed  sponsorship 

plan  recently  evolved  by  the  BLUE 
for  advertisers  who  wish  to  keep 
their  names  alive  in  the  public  mind 
although  at  present  their  factories 
are  engaged  entirely  in  war  work, 
with  no  merchandise  for  sale  to  the 
general  population,  Mr.  Woods  said 
the  Minneapolis-Honeywell  Regu- 

lator Co.  has  just  become  the  first 
advertiser  to  sign  up  for  this  plan 
and  on  Aug.  3  will  assume  spon- 

sorship every  fourth  week  of  Alias 
John  Freedom,  a  wartime  dramatic 
serial  which  has  been  on  the  BLUE 
for  several  months  as  a  sustaining 
feature. 

Another  BLUE  sustainer,  also 
with  a  war  theme,  Counter-Spy, 
has  been  sold  to  Mail  Pouch  To- 

bacco Co.  for  fall  sponsorship, 

marking  this  advertiser's  first  use 
of  network  radio.  Both  of  these 
programs  will  be  broadcast  on 
Monday  evenings,  Counter-Spy  at 
9-9:30  on  59  stations  and  Alias 
John  Freedom  on  the  full  BLUE 
network,  as  required  under  the 
teamed  sponsorship  plan,  at  10:15- 
10:30,  which  period  in  the  fall  will 
immediately  follow  the  commen- 

taries of  Raymond  Gram  Swing, 
who  will  be  sponsored  by  Socony- 
Vacuum  Oil  Co.  four  nights  weekly 
on  126  BLUE  and  14  NBC  sta- 

tions, beginning  Sept.  28. 
Ford  Series 

The  Ford  Motor  Co.  is  another 
new  BLUE  sponsor,  using  107  sta- 

tions for  a  quarter-hour  newscast 
by  Earl  Godwin,  veteran  Washing- 

ton commentator,  broadcast  seven 
days  a  week  since  July  12.  This  is 
also  a  wartime  series,  with  its 
commercials  devoted  chiefly  toward 
developing  service  business  for 
Ford  dealers. 

A  better  example  of  the  unusual 
radio  client  mentioned  by  Mr. 
Woods  is  the  Electric  Boat  Co., 
which  last  Wednesday  afternoon 
used  the  entire  127  stations  of  the 
BLUE  to  broadcast  the  celebration 
of  the  laying  of  the  keel  of  the  first 
submarine  to  be  manufactured  at 
its  Victory  Plant  at  Groton,  Conn. 

The  new  nighttime  audience  of 
war  workers,  who  listen  in  during 
the  early  morning  hours  after  fin- 

ishing their  shift  at  midnight,  was 
suggested  by  Mr.  Woods  as  another 
opportunity  for  broadcasters  and 

Curtis  Net  Plans 

CURTIS  PUBLISHING  Co.,  Phila- 
delphia, which  has  been  conducting 

a  spot  announcement  campaign  on 
a  week-to-week  basis  promoting 
special  articles  for  the  Saturday 
Evening  Post,  is  planning  a  net- 

work show  this  fall,  probably  fea- 
turing an  orchestra,  dramatic 

sketches  and  a  commentator.  No 
network  has  been  decided  upon  nor 
have  details  been  settled,  according 
to  BBDO,  New  York,  agency  in 
charge. 

Big  Roma  Series 
ROMA  WINE  Co.,  Lodi,  Cal.  (Cel- 
larete  and  Boheme  wines),  in  one 
of  the  largest  network  deals  to  be 
signed  in  San  Francisco  during  the 
past  three  years,  on  July  27  starts 
for  52  weeks,  sponsoring  a  five- 
weekly  quarter-hour  newscast  on  16 
Don  Lee  California  stations,  Mon- 

day through  Friday,  6:15-6:80 
p.m.  (PWT).  Featured  will  be  Phil 
Stearns  as  newscaster,  with  Mel 
V  e  n  t  o  r  handling  commercials. 
Agency  is  McCann-Erickson,  San Francisco. 

advertisers  which  as  yet  has  only 
begun  to  be  exploited. 

Figures  on  the  number  of  such 
workers  are  not  available,  he  said, 
but  an  offer  of  a  first  aid  booklet 
broadcast  on  the  Esso  Reporter 
program  at  2  a.m.  pulled  20%  as 
many  inquiries  as  the  same  offer 
on  the  same  program  at  6  p.m., 
indicating  that  this  post-midnight 
audience  is  well  worth  going  after. 

During  the  past  six  months  the 
BLUE  has  made  great  strides  in 
gaining  the  confidence  of  its  affili- 

ate stations,  he  declared,  saying 
that  at  the  offset  the  stations  took 
the  BLUE  pretty  much  on  faith, 
but  that  now  they  are  solidly  and 
enthusiastically  cooperative  with 
the  BLUE  management  in  its  ven- 

tures from  the  beaten  path  of  net- 
work radio  operations. 

NAVY  HAS  THE  FLOOR  as  the  BLUE  coverage  map  for  Meet  Your 
Navy,  to  be  sponsored  by  Hall  Bros.,  Kansas  City  (greeting  cards),  on 
93  BLUE  stations,  Fridays,  10-10:30  p.m.  starting  Aug.  21,  is  discussed. 
Executives  concerned  with  arrangements  for  the  program,  which  origi- 

nates at  the  Great  Lakes  Naval  Training  Station,  are  (1  to  r)  :  H.  E. 
Christiansen,  vice-president  of  Henri-Hurst  &  McDonald,  Chicago;  C.  C. 
Gulp,  advertising  manager  of  Hall  Bros.;  Al  Boyd,  WLS,  Chicago,  pro- 

ducer; R.  V.  Hamilton,  BLUE  salesman;  Lt.  Paul  Holman  Faust,  radio 
public  relations  officer  of  the  Ninth  Naval  District;  E.  J.  Huber,  promo- 

tion manager  of  the  BLUE,  Chicago. 

Dramatic  Program 

Spurs   GM  Series 
Victory  Efforts  Form  Theme 
Of  Drive  in  40  Cities 
AS  AN  ADDED  contribution  to  the 
war  effort.  General  Motors  Corp., 
Detroit,  which  recently  started  the 
institutional  program  Cheers  From 
the  Camps  on  CBS,  has  planned  a 
series  of  quarter-hour  programs 
titled  Victory  Is  Their  Business,  to 
dramatize  the  work  being  done  by 
the  men  and  women  in  the  G-M 
plants,  now  wholly  converted  to 
the  war  industry. 

The  program  will  start  the  first 
week  in  August  in  about  40  cities 
where  General  Motors  plants  are 
located,  with  more  than  one  station 
scheduled  in  several  cities.  Vary- 

ing according  to  areas,  the  series 
will  generally  be  heard  on  either 
Thursday  or  Friday  in  the  7-7:15 

p.m.  period. Live  and  Recorded 

Each  show  will  be  divided  into 
two  parts,  a  transcribed  section, 
recorded  by  World  Broadcasting 
System  and  produced  in  the  New 
York  studios  of  Transamerican 
Broadcasting  &  Television  Corp., 
and  the  other  a  live  show,  featur- 

ing General  Motors  war  workers  in 
person  and  originating  in  the  local 
studios  of  each  city  where  the  ser- 

ies has  been  placed. 
The  transcribed  version  will  be 

directed  by  Walter  Craig,  program 
director  of  WMCA,  New  York,  one 
of  the  two  stations  in  that  city  to 
carry  the  series,  the  other  being 
WOR.  Robert  Nolan  will  assist  Mr. 
Craig  and  an  orchestra  will  supply 

background  music  for  the  dramati- zations of  incidents  happening  in 
war  production  plants. 

There  will  be  no  commercials 
running  with  the  programs,  the 
only  mention  of  General  Motors  as 
a  corporation  being  in  connection 
with  the  employes  working  in  par- 

ticular G-M  plants,  according  to 
Campbell-Ewald  Co.  of  New  York and  Detroit. 

Philip  Morris  Renews 
Shows   For   26  Weeks 
PHILIP  MORRIS  Co.,  New  York 
(cigarettes),  has  renewed  Ray 
Block  for  six  months  on  all  three 
Philip  Morris  programs,  Crime 
Doctor,  CBS  Sundays;  Philip  Mor- ris Playhouse,  CBS  Fridays;  and 
Johnny  Presents,  NBC  Tuesdays. 
On  the  last  named  program.  Block 
conducts  The  Swing  Fourteen,  in 
addition  to  the  dance  orchestra. 

Recent  changes  in  personnel  at 
the  Blow  Co.  led  to  varying  rumors 
on  Block's  status.  Since  the  26-week 
renewal  there  is  no  further  doubt. 
Under  his  contract  he  is  reported 
to  be  the  sole  orchestra  leader  with 
three  different  coast-to-coast  com- 

mercial airings  each  week. 

JANET  JENKINS,  womeu's  com- mentator and  shopping  expert,  known 
fis  Nancy  Dixon  to  listeners  of  KYW, 
Philadelphia,  was  the  first  woman  in 
Philadelphia  radio  to  be  accepted  as 
an  oiBcer  candidate  in  the  Women's Army  Auxiliary  Corps,  and  left  last 
week  for  training  at  Des  Moines. 
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.  • .  in  the  Nation's  3rd  Market 

"PhiJadelphia  Market"  is  a  vast  diagonal  area  reaching  southeast  b
y 

northwest,  from  the  soldier-filled  hotels  of  Atlantic  City  to  th
e  steel  mills 

of  Birdsboro  and  beyond.  Its  Bethlehem,  Bendix,  Lukens,  Sun 
 Ship,  Cramp's, 

Baldwin's  and  others  make  it  the  No.  1  war  producer  of  the  land,
  the 

No.  3  market  of  the  nation. 

KYW's  coverage  is  laid  across  this  diagonal  sector  like  a  pattern  o
ver 

the  market  you  want  to  sell.  KYW  is  more  than  a  station  
of  maxi- 

mum power  on  a  favorable  frequency.  It  is  the  one  station  with  a 

directed  coverage -a  voice  concentrated  and  intensified  entir
ely 

in  the  greater  Philadelphia  market. 

Throughout  this  No.  1  war  production  area,  KYW  is  the  strong- 

V      est,  most  dependable  Philadelphia  station.  Bring  your  keenest 

\     copy  to  KYW,  the  powerful,  ever-popular  NBC  
Red  station. 
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Is  Long— And  Cheerful The  Night 

War  Brings  Audience 

To  Late  Programs y 

WOR  Finds 

By  JERRY  LAWRENCE 
Producer-Conductor 
WOR,  New  York 

THE  MOST  neglected  audience  in 
radio,  not  so  very  long  ago,  was 
the  all-night  audience.  Before  our 
national  war  effort  got  under  way, 
the  1  to  6  a.m.  programs  revolved 
around  dance  music,  most  of  which 
was  hot  jazz.  There  was  a  certain 
hilarity  about  them,  which  came 
from  the  it-makes-no-difference-no- 
one-is-listening-anyway  attitude. 

There  was  even  the  opinion  ex- 
pressed in  radio  circles  that  the 

listeners  at  that  late  hour  were  the 
last  stragglers  in  beer  halls  and 
taverns,  with  a  sprinkling  of  taxi 
drivers  and  night  watchmen  thrown 
in  for  good  measure. 

To  Higher  Things 

Even  before  the  war,  however, 
there  was  a  huge  "Owl"  audience 
whose  tastes  ran  to  higher  things 
than  a  constant  playing  of  swing 
music.  There  were  many  people 
who  wanted  to  hear  the  latest  news, 
or  special  events;  people  who  en- 

joyed listening  to  classical  music, 
and  those  who  wanted  a  program 
with  a  personal  touch. 

The  whole  thought  was  expressed 
by  a  letter  I  received  from  a  lonely 
woman  who  spent  countless  sleep- 

less nights — one  of  the  great  army 
of  insomniacs.  "It  is  such  a  com- 

fort," she  said,  "to  turn  on  the  ra- 
dio in  the  early  morning  he.urs  and 

find  a  kind,  almost  comforting,  hu- 
man voice." 

When  the  war  began,  the  daily 
habits  of  a  great  part  of  our  coun- 

try's workers  changed.  Factories 
and  plants  began  to  cooperate  24 
hours  a  day,  seven  days  a  week — 
the  early-morning  shift  became  a 
part  of  the  routine  of  gearing  our 
nation  for  the  huge  task  it  faced. 
Naturally,  the  all-night  audience 
showed  a  large  increase,  but  even 
more  important  than  that,  these 
were  the  people  who  were  contribut- 

ing so  much  to  our  war  effort — 
they  deserved  to  hear  what  was 
happening  in  their  country,  the 
latest  war  news.  In  the  field  of  en- 

tertainment surely  they  were  en- 
titled to  hear  the  kind  of  music 

they  liked;  the  important  sporting 
events  of  the  day,  the  various  war 
"shows"  that  were  broadcast  at 
times  when  they  were  either  work- 

ing or  asleep.  And  commercially 
speaking,  these,  too,  were  the  peo- 

ple who  buy  hats,  and  wear  shoes, 
and  use  soap. 

WOR  began  to  program  Moon- 
light Saving  Time  with  an  eye  to 

variety,  trying  to  incorporate  as 
many  interesting  features  as  pos- 

sible, but  keeping  the  news  of  the 
world  as  the  first  consideration. 
Every  hour  and  half-hour  we  now 
broadcast  the  latest  bulletins,  alter- 
natin.o^  between  UP  and  AP  and  on 

Sundays  repeating  Raymond  Gram 
Swing's  analysis  of  the  news. 
Along  the  same  lines,  and  for 

the  benefit  of  those  who  have  been 
working  and  are  unable  to  hear  the 
original  broadcasts,  we  repeat  the 
outstanding  shows  that  are  directly 
tied  in  with  the  war  effort,  or  im- 

portant sporting  events  that  have 
wide  appeal.  Now  we  rebroadcast, 
America  Preferred  and  The  First 
American  Oi^era  Festival,  both  con- 

ducted by  Alfred  Wallenstein  and 
presented  in  cooperation  with  the 
Treasury  Dept.;  This  Is  Our 
Enemy,  a  dramatic  show  done  with 
the  WPB;  This  Is  Fort  Dix,  pre- 

senting soldiers  directly  from 
camp;  all  important  prize  fights 
the  same  nights  they  are  heard  over 
WOR-Mutual;  and  a  five-minute 
review  of  baseball  scores  and  sport- 
highlights  every  morning. 

I  believe  we  have  also  improved 
the  use  of  records  and  made  their 
presentation  more  important  to  the 
listening  audience.  Every  Saturday 
night  we  present  Wax  Museum,  a 
quarter-hour  feature  of  records  of 
the  past  which  have  great  nostal- 

gic interest.  We  play  a  different 
collector's  item  each  morning  a 
week;  this  is  an  unusual  bit  of  wax 
which  we  recommend  to  record  col- 

lectors. We  also  maintain  a  service 
to  listeners,  answering  questions 
concerning  new  and  old  records. 

Classics  are  treated  in  two  ways. 
At  4:30  a.m.  three  days  a  week. 

AT  THE  end  of  its  first  wartime 
six  months  period  on  June  30,  1942, 
WOR,  New  York,  reports  that  201 
accounts  have  bought  time  on  the 
station  during  this  period,  an  in- 

crease of  24%  over  the  same  six 
months  last  year.  Of  these  accounts, 
47,  or  23.3%,  used  WOR  for  the 
first  time. 

After  Dec.  7,  1941,  when  the  first 
wartime  cancellation  occurred  at 
the  station,  the  sales  department 
began  looking  for  substitutions,  for 
new  products,  or  for  established 
products  that  had  undergone  some 
change  due  to  priorities  or  short- 

ages. Among  the  first  things  to  be 
undertaken  was  an  intensive  solici- 

tation of  accounts  not  so  badly  af- 
fected by  war  economy,  and  the 

preparation  of  a  guide  for  sponsors, 
present  and  future. 

What  to  Expect 

A  report  was  prepared  contain- 
ing the  following  seven  points  which 

radio  advertisers  might  look  for  in 
the  months  to  come:  (1)  Contin- 

ued shifts  in  listening  habits  due 
to  changed  working  hours  and 
modes  of  living.  (2)  Increased  pur- 

chasing by  the  lower-income  classes, 
brought  about  by  higher  salaries. 

(3)  Increased  desire  on  the  part 
of  the  radio  audience  for  program 
material  containing,  or  consisting 
of,  nostalgic  music  and  memory- 

Laivrence  and  Pal 

we  present  Rhapsody  in  Wax,  play- 
ing albums  and  using  both  well- 

known  and  obscure  composers.  This 
alternates  with  Nocturne,  a  mood 
piece  employing  soft  music  and 
poetry,  patterned  after  a  network 
feature  I  used  to  do  called  Vaga- 

bond's Trail. 
Recently  we  have  tied  in  even 

further  with  the  war  effort,  and 
have  created  a  bright  musical  fea- 

ture. Music  to  Work  By.  The  Na- 
tional Assn.  of  Manufacturers  has 

arranged  to  have  700  plants  in  the 
WOR  coverage  area  listen  to  it  for 
a  half-hour  each  night,  from  4  to 
4:30  a.m.  This  music,  which  is  gay 
and  rhythmical,  has  an  important 
psychological  effect,  and  is  designed 

provoking  incidents,  "behind  the 
scenes"  news  or  commentaries  on 
the  war  here  and  abroad,  light 
comedy,  variety  entertainment,  and 
shows  dealing  with  the  Army,  Navy 
and  other  armed  forces.  (4)  Strip- 
show  sponsors  will  have  to  re- 

examine the  idea  that  Monday 
through  Friday  makes  a  week  and 
pay  increased  attention  to  Satur- 

day and  Sunday  listening  due  to 
changes  in  working  schedules. 

(5)  War  tension  and  advanced 
working  hours  will  needle  interest 
in  all  types  of  sports  broadcasts. 
(6)  The  radio  advertiser  will  have 
to  pay  less  attention  to  program 
ratings  as  quantities  rather  than 
qualities.  "How  many  listeners  have 
I?"  won't  be  half  as  important  as 
"What  kind  of  listeners  are  they?" 
(7)  Generally,  station  choice  will 
be  made  more  and  more  on  each 
station's  "universal"  appeal,  or 
what  specialized  audience  has  a 
station  built  up  through  the  years 
through  specific  type  programs. 

For  the  Ladies 

WOR's  program  and  sales  de- 
partment, in  meeting  the  problems 

these  questions  raised,  changed 
programming  and  selling  tech- 

niques radically,  abolishing  routine 
selling  completely,  and  substitut- 

ing creative  or  "idea-selling". 
Such  programs  as  Pegeen  Pre- 

to  reduce  the  worker's  "lag"  period, 
thereby  actually  increasing  their 
output.  Three  nights  a  week  we 
dedicate  "Music  to  Work  By"  to 
individual  plants  and  their  work- 
ers. 

Change  of  Pace 

In  order  to  give  our  listeners  a 
change  of  pace,  we  try  to  present 
as  much  live  talent  as  possible.  Six 
nights  a  week  at  3:30  a.m.  we 

move  to  our  "Pent  House  Studios", 
where  a  gent,  considered  the  top 
among  arrangers  and  composers, 
entertains  at  the  piano — Cy  Wal- 

ter. His  Music  for  Moderns  is  a 
popular  15  minutes.  We  also  have 
such  specialized  features  as  Gee 
Whiz — Another  Quiz,  a  live  quiz 
show  during  which  well-known 
guests  are  interviewed,  and  Celeb- 

rities Corner,  another  interview 
spot  of  famous  entertainers.  Sheila 
Barrett,  Carol  Bruce,  Peter  Arno, 
Tommy  Dorsey  and  Guy  Lombardo 
are  among  those  who  have  ap- 

peared. 
Proof  that  Moonlight  Saving 

Time  has  great  selling  appeal  has 
been  made  quite  apparent  by  tests 
that  have  been  conducted  by  Rum 
&  Maple  Tobacco,  Marlin  Blades 
and  Carter's  Little  Liver  Pills.  The 
WOR  news  maps  which  were  given 
away  gave  further  evidence  of  the 
vast  size  of  our  audience.  Requests 
came  from  a  wide  area. 

Our  entire  first  hour,  2  to  3  a.m., 
is  now  sponsored  for  a  year  by  I. 
J.  Fox  Furs,  and  we  call  the  period 
Music  Strictly  on  the  Sentimental 
Side. 

fers  and  Claire  Wilson  Reports 
made  their  appearance  on  WOR 
early  in  1942.  Both  started  as  aids 
to  women's  problems  brought  about 
by  the  national  emergency.  Their 
success  is  evident  by  the  fact  that 
since  Dec.  7,  1941,  the  number  of 
homes  tuned  to  women's  shows  is 
107%  greater  than  before  the  war, 
according  to  the  WOR  Continuing 

Study  of  Radio  Listening  in  Great- er New  York. 
Three  of  the  participating  spon- 

sors now  using  the  Pegeen  Prefers 
show,  for  example,  have  never  used 
radio  before,  and  in  each  case  their 
products  have  been  affected  by  the 
war  situation.  They  are  Gotham 
Hosiery  for  Gold  Stripe  rayon 
stockings,  Press-On  Mending  Tape, 
and  Mary  Barron  slips. 

As  a  result  of  the  WOR  sales  de- 
partment's lookout  for  new  prod- 

ucts and  new  contacts,  the  station 
as  of  June  30,  has  twice  as  much 
advertising  from  the  amusement 
field  and  more  vacation  advertis- 

ing than  ever  before.  There  has 
been  a  large  increase  in  tobacco, 
magazine  and  New  York  hotel  ad- 

vertising. To  give  an  impressive 
illustration  of  the  success  that  the 
sales  department  enjoyed,  it  was 
decided  to  concentrate  on  prospects 

that  had  not  been  covered  inten- 
sively before.  Over  a  three-week 

period  recently,  WOR  salesmen 
made  87  calls  on  prospective  cli- 

ents, and  15  sales  resulted — a  ratio 
of  about  one  to  six,  which  speaks 
well  for  the  station's  new  methods of  salesmanship. 

WOK  Wartime  Search  for  New  Clients 

Gets  201  New  Accounts  in  Six  Months 
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ow-and  one  year  after  Victory 

The  advertising  dollar  you  invest  with  WCSC 

gives  double  value.  You  make  sales  today  through- 

out a  thriving  boom  market.  And  you  build  brand 

preference  in  a  market  that  v^^ill  continue  to  boom 

long  after  Victory. 

Because  the  Charleston  "boom" different.  It's 

no  flash-in-the-pan  based  purely  on  a  war  economy.  /70.  ̂  

On.  ^f^s  ■ 

What  has  taken  place  is  the  industrial  rebirth  of        '  ^  ̂ ^Ch^^,  ^^^es,- 

an  entire  area.  New  methods,  new  super-power  ^^^'Jdj^j      ̂   ̂̂ arj     ̂^^^  ̂/?/Vx 

^  ^ 

facilities  and  new  plants  have  transformed  of       '"Phy  ,  "^^Cjo, 

Charleston  into  a  big,  aggressive,  growmg  ^^^^^tjj  o  ^^^e 

market.The  conclusion  is  obvious:  Charles-  ^Of/.'^^^^^^t^  ̂ ^'^^^  Toi^ 

ton— a  major  market  today— is  a  "must"  ^    ̂  ̂°^es     ̂'^^  Q> 

market  for  the  future.  ""^^o.,  ""^ustr-  ̂ ^^'t/n. 

WCSC 

C  H  ARLE  STON,  S.  C. 

The  CBS  Station  for  the  Coastal  Carolinas.  Represented  Nationally  by  Free  &  Peters,  Inc. 



Four  FM  Permits 

Cancelletl  by  FCC 

Wartime  Equipment  Shortage 
Offered  as  Explanation 

COMMERCIAL  FM  was  again  be- 
set by  wai'time  difficulties  as  the 

FCC  July  21  ordered  the  cancella- 
tion of  four  outstanding  construc- 
tion permits  for  high-frequency 

facilities.  According  to  reports  re- 
ceived by  the  FCC,  construction 

permitees  in  this  field  have  found 
it  unfeasible  to  pursue  their  per- 

mits due  to  wartime  shortages, 
especially  with  regard  to  equip- 
ment. 

The  construction  permits  deleted 
were:  W63C,  National  Broadcast- 

ing Co.,  Chicago;  W59BM,  The  Bal- 
timore Radio  Show  Inc.  (WFBR), 

Baltimore;  W73D,  King-Trendle 
Broadcasting  Co.  (WXYZ),  De- 

troit; W69GR,  King  -  Trendle 
Broadcasting  Co.,  Grand  Rapids. 

Hearing  on  MGM 

Hearing  has  been  designated  on 
the  application  of  K61LA,  Los  An- 

geles, construction  permit  of  Metro- 
Golwyn-Mayer  Studios  Inc.,  which 
is  seeking  additional  time  to  com- 

plete the  building  of  the  station. 
The  Commission  also  continued 

its  wholesale  dismissals  of  cases 

"involving  the  use  of  materials  to 
construct  new  or  change  facilities 
of  existing  standard  broadcast  sta- 

tions, inasmuch  as  petitions  have 
not  been  filed  under  provisions  of 
the  Memorandum  Opinion  of  April 

27,"  by  dropping  nine  more  appli- cations. 

The  new  stations  applications  af- 
fected are  Jayhawker  Broadcast- 

ing Co.  Inc.,  Topeka,  Kan.;  The 
Gazette  Co.,  Cedar  Rapids,  la.; 
Fred  Jones  Broadcasting  Co., 
Tulsa,  Okla. 

The  applications  for  changed  fa- 
cilities dismissed  are  KROW,  Oak- 

land, Cal.;  KRBC,  Abilene,  Tex.; 
WJPR,  Greenville,  Miss.;  KRE, 
Berkeley,  Cal.;  KFDX,  Nampa, 
Idaho;  KRNR,  Roseburg,  Ore. 
Two  construction  permitees — 

KTRN,  Tacoma,  Wash.,  and 
KTOM,  Brainerd,  Minn.  —  were 
denied  petitions  to  extend  time  for 
completion  of  station  construction. 
KTOM  principals  had  indicated 
previously  that  wartime  shortages 
of  equipment  would  force  them  to 
delay  all  plans  for  the  duration 
[Broadcasting,  May  12].  The  pe- 

tition had  sought  to  keep  the  con- 
struction permit  alive. 

On  the  television  side,  WNBW, 
Washington,  and  W3XPP,  Phila- 

delphia, both  construction  permits 
of  NBC,  were  ordered  cancelled  and 
deleted  from  the  FCC's  records. 

Merging  of  OWI  Pulse-Feeling  Units 

Is  Effected;  Foreign  Service  Planned 

Mr.  Kane 

SET  UP  to  "feel  the  public  pulse" 
by  means  of  surveys,  public  opin- 

ion tests  etc.,  the  Intelligence  Serv- 
ice of  the  Office  of  War  Information 

has  absorbed  the 
similarly  named 
service  of  the  old 
Office  of  Facts  & 
Figures  and  in 
addition  has 
taken  over  the 
former  Office  of 
Government  Re- 

ports' press  intel- ligence division 
and  some  of 
OCR's  field  staff. 
It  will  also  shortly  establish  a  for- 

eign intelligence  division,  covering 
world  population  centers,  but  the 
director  of  the  division  has  not  yet 
been  chosen. 

Intelligence  Service,  which  re- 
ports to  Archibald  MacLeish  as  as- 

sistant OWI  director  for  policy  de- 
velopment, is  headed  by  R.  Keith 

Kane,  an  attorney  who  also  headed 
it  at  OFF  and  who  formerly  was 
a  special  assistant  to  the  Attorney 
General  working  on  propaganda 
and  subversive  organizations.  As- 

sistant chief  under  Mr.  Kane  is 
Cornelius  DuBois,  formerly  with 
Time  Inc. 

Other  Divisions 
Besides  the  foreign  intelligence 

division,  as  yet  without  a  head,  the 
Intelligence  Service  took  over  from 
OFF  the  following  divisions: 

1.  Domestic  Sources,  headed  by 
Dr.  George  Pettee,  formerly  of  the 
Harvard  faculty,  recently  with  the 
War  Production  Board.  This  divis- 

ion checks  speeches  by  Government 
officials,  public  statements,  etc.  to 
determine  whether  they  conform  to 
policy. 

2.  Media    Division,    headed  by 

Ralph  Nafziger,  formerly  of  the  U 
of  Minnesota  journalism  faculty. 
This  division  analyzes  newspapers, 
radio,  films  etc.,  and  it  has  taken 
over  the  former  press  intelligence 
section  of  OGR  which  continues  to 

be  headed  by  Miss  Charlotte  Hat- 
ton. 

3.  Special  Services  Division, 
headed  by  Eugene  Katz,  formerly 
radio  director  of  The  Katz  Co.,  New 
York  newspaper  and  radio  repre- 

sentatives. This  division  works  on 
audience  measurements  in  the  ra- 

dio, film  and  other  fields,  and  ana- 
lyzes pressure  groups  and  their  in- 

fluence on  public  opinion.  It  has 
taken  over  part  of  the  field  organi- 

zation of  the  old  OGR. 
4.  Intensive  Surveys  Division, 

headed  by  Rensis  Likart,  formerly 
with  the  Dept.  of  Agriculture.  This 
division  conducts  field  interviews 
much  along  the  lines  of  those  con- 

ducted by  the  Dept.  of  Agriculture. 
5.  Extensive  Surveys  Division, 

headed  by  Elmo  Wilson,  formerly 
of  the  U  of  Minnesota  faculty  and 
the  George  Gallup  and  Elmo  Roper 
surveys.  This  division  has  charge 
of  all  surveys  conducted  in  collabo- 

ration with  private  agencies. 
Working  with  the  latter  three  di- 

visions are  Elmo  Roper,  Fortune 
public  opinion  analyst,  and  Dr. 
Frank  Stanton,  research  chief  of 
CBS,  both  of  whom  serve  parttime 
without  compensation.  It  is  planned 
later  to  combine  the  Intensive  Sur- 

veys and  the  Extensive  Surveys  di- 
visions. 

New  KXKX,  Kansas  City 

Takes  KITE  Operation 
KXKX,  Kansas  City,  formerly  op- 

erating as  KITE  on  1590  kc.  with 
1,000  watts,  officially  went  on  the 
air  July  19  with  its  new  call  letters 
from  new  studios  in  Hotel  Conti- 

nental. The  station,  is  under  the 
direction  of  Richard  K.  Phelps, 

president. 
Sims  Guckenheimer,  secretary  of 

Transradio  Press,  New  York,  has 
been  appointed  KXKX  manager. 
B.  M.  Grotkop,  formerly  of  KOMA, 
Oklahoma  City,  is  commercial  man- 

ager, and  W.  S.  Lukenbill,  former- 
ly production  manager  of  WGRC, 

Louisville,  has  been  appointed  pro- 
gram director. 

Operating  on  unlimited  time, 
KXKX  will  carry  MBS  night  time 

programs  after  sign-off  at,  sun- down of  the  regular  MBS  outlet, 
WHB.  Under  the  direction  of  S.  A. 
Cisler  Jr.,  general  manager  of 
WGRC,  Louisville,  who  has  recent- 

ly acquired  a  minority  interest  in 
the  station,  a  program  policy  has 
been  set  up  which  includes  continu- 

ous variety  music  with  several  pe- 
riods daily  of  classical  music,  and 

news  every  hour  on  the  half  hour. 
Howard  H.  Wilson  Co.  has  been 

appointed  exclusive  national  rep- 
resentative. Associated  Music  Pub- 

lishers and  C.  P.  MacGregor  tran- 
scription libraries  have  been  in- stalled. 

CONRAD  BINYON,  Hollywood  actor 
who  portrays  the  youngster  Hank  in 
NBC's  One  Man's  Family,  sponsored 
by  Standard  Brands  Inc.  (Tenderlp.if 
tea,  has  been  signed  for  a  part  in  the 
Tim  Holt  Western  films  released 
through  RKO. 

Wellington  Returns 
LINDSAY  WELLINGTON,  direc- 

tor of  the  New  York  offices  of  the 
BBC,  who  has  been  conferring  with 
BBC  executives  in  London  for  the 
past  month,  has  returned  to  this 
country  accompanied  by  Maurice 
Gorhani,  in  charge  of  the  North 
American  service  of  the  BBC  in 
London.  Because  of  the  increased 
use  by  American  stations  of  the 
BBC  shortwave  service,  Mr.  Gor- 
ham  will  remain  in  New  York  for 
a  time  to  meet  with  American  net- 

work and  independent  station  exec- 
utives and  discuss  how  BBC  sched- 

ules can  fill  U.  S.  program  needs. 

Kittinger  to  WPB 
L.  T.  KITTINGER,  vice-president 
in  charge  of  marketing  east  of  the 
Rockies  for  Shell  Oil  Co.,  New 
York,  has  been  granted  a  leave  of 
absence  to  serve  as  a  special  as- 

sistant to  A.  I.  Henderson,  chief  of 
the  materials  division  of  WPB.  P. 
E.  Lakin,  resident  vice-president  in 
charge  of  Shell's  Chicago  office,  has 
been  appointed  to  succeed  Kittinger. 

COMMITTEE  OF  RADIO  WING  of  American  Flying 
Services  Foundation,  an  organization  founded  by 
aviators  of  World  War  I  to  provide  medical,  dental, 
educational  and  other  aids  to  men  aspiring  to  be  flyers 
in  the  armed  forces,  met  recently  in  New  York. 

Comprising  members  of  the  radio  departments  of 
leading  agencies,  representatives  of  networks,  station 
representatives  and  radio  production  organizations, 
they  are  (1  to  r  around  the  table):  Stanley  Young, 
chairman;  Lillian  Selb,  Foreman  Co.;  Walter  Koessler 
(a  guest),  general  manager  of  WROK,  Rockford,  111.; 
Paula  Nicholl,  MBS;  Willard  Butler,  Erwin,  Wasey  & 

Co.;  Linnea  Nelson,  J.  Walter  Thompson  Co.;  Frankie 
Basch,  Basch  Radio  Productions ;  John  Hymes,  Lord  & 
Thomas;  Ted  Fisher,  Ruthrauff  &  Ryan;  Frank 
Coulter,  Young  &  Rubicam;  Ches  Slaybaugh,  BBDO. 

Other  members  of  the  Radio  Committee  not  in  the 
picture  are:  Thomas  Lynch,  of  William  Esty  &  Co.  and 
president  of  the  Radio  Executives  Club  of  N.  Y.; 
Morton  Bassett,  Morse-International;  N.  F.  McEvoy, 
Newell-Emmett;  Helen  Thomas,  Spot  Broadcasting; 
Allen  A.  Funt,  Funt  Radio  Productions;  Peggy  Stone, 
Spot  Sales;  Beverly  Middleton,  WABC,  New  York; 
Hugh  Feltis,  BLUE;  Robert  Sommerville,  CBS. 
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]  BERRY  CROP 

OKLAHOMA 

"Sam"  Schneider,  KVOO  Farm  Editor,  whose  "Rural  Route  1170"  broad- 
cast, 6:^5  to  7:00  a.m.  Mondays  thru  Saturdays,  has  become  the  No.  1  pro- 

gram for  farmers  in  the  Tulsa  Magic  Empire  Market. 

They  Say— The  success  that  we  had  would  not  have  been  possible  without  the  assistance  of  KVOO.  .  .  . 
It  was  the  quickest  way  I  have  ever  used  to  get  information  to  the  farmers. 

— Titus  A.  Manasco,  Adair  County  Agent 

This  is  the  especially  interesting  feature  of  the  entire  procedure.  .  .  .  Pickers  and  growers 
were  advised  to  listen  each  morning  to  KVOO  for  instructions.  .  .  . 

— Kansas  City  Star 

We  would  like  to  express  our  appreciation  for  your  assistance  in  making  It  possible  to  save 
the  strawberry  crop  In  Eastern  Oklahoma. 

— W.  B.  Renfro,  State  Dept.  of  Agriculture,  Okla- 
homa City,  Okla. 

This  was  a  new  and  spectacular  use  of  radio.  .  .  . 
— Editorial,  Tulsa   (Okla.)  Tribune 

V/e  want  to  thank  you  for  the  splendid  assistance  during  our  strawberry  harvesting  season. 
Large  numbers  of  Indian  pickers'  and  producers'  ears  were  glued  to  the  radio  every  morning  at 
your  hour. 

— Herbert  C.  Kinnard,  United  States  Indian  Service 

Some  of  the  success  for  a  smooth  running  strawberry  processing  program  here  in  Stilwell 
should  go  to  "Sam"  the  Farm  Editor  of  Radio  Station  KVOO.  .  .  . 

— Stilv^ell  (Okla.)  Gleaner 

I  will  say  that  the  KVOO  cooperation  meant  the  difference  between  success  and  disaster 
for  this  year's  crop  of  strawberries. 

— Perry  Etheridge,  Reese  &  Etheridge  Produce  Co. 

I  speak  the  sentiment  of  the  Oklahoma  Agricultural  Extension  Service  in  saying  that  we  do 
appreciate  KVOO's  contribution,  and  we  know  that  the  farmers  In  Adair  County  feel  the  same  way. 

— H.  A.  Graham,  Extension  Editor,  Stillwater,  Okla. 

Appreciation  of  your  early  morning  broadcast  to  us  berry  growers  In  Adair  County  calls 
for  deep  gratitude  to  KVOO. 

— Calvin  Hembree,  Box  31,  Stilwell,  Okla. 

Farmers  Listen 

To  KVOO  For 

Vital  Information 

When  sugar  rationing  knocked  the  bottom  out  of  the 
Adair  County  strawberry  market,  the  Government  took  the 

crop  for  lend-lease  shipment,  to  be  preserved  in  barrels. 

But  process  plants  couldn't  handle  the  perishable  cherries 
unless  they  had  barrels — shipments  of  which  were  unpre- 

dictable, due  to  the  war. 

Growers  and  pickers  had  to  be  advised  on  procedure 

each  morning.  KVOO  was  called  upon  because  of  its  domi- 
nant coverage.  Arrangements  were  made  to  broadcast  an- 

nouncements on  KVOO's  "Rural  Route  1170"  program, 
telling  pickers  where  to  report  whenever  barrels  were  re- 

ceived by  the  processing  plant. 

Pickers  were  thus  shifted  from  field  to  field — the  crop 

was  saved — growers  and  pickers  got  their  money — be- 
cause farmers  listen  to  KVOO. 

TULSA  MAGIC  EMPIRE  FARMERS  SPEND 

OVER  $17,000,000  ANNUALLY 
The  1940  U.  S.  Census  shows  that  farmers  in  the 

Tulsa  Magic  Empire  Market  spent  in  1939  a  total  of 
$17,566,608  for  cash  wages,  feeds,  machinery,  fuel  for 
machines,  building  materials,  and  fertilizers.  This 
figure  does  not  include  their  expenditures  for  rent, 
payments  on  homes  or  land,  food,  household  goods, 
and  sundries.  This  vast  market  is  best  covered  by 
KVOO — because  farmers  depend  on  KVOO. 
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War  Fund  Campaign  of  USO 

Impelled  by  184,945  Messages 

Radio's  Extensive  Part  in  Nationwide  Drive  to  Aid 
Servicemen  Draws  Official  Praise  for  Industry 

FAIRS  OF  THE  AIR 

WLS  Provides  Substitute  for 

 Cancelled  Fetes  

"NO  PERSON  in  America  with  ac- 
cess to  a  radio  set  was  out  of  reach 

of  USO's  war  fund  message,  which 
was  mentioned  at  least  184,945 
times,  consuming  a  total  of  4,673 
hours,  equivalent  to  195  continuous 
days  and  nights,"  declares  the  USO 
report  on  radio's  part  in  its  1942 
war  fund  campaign,  which  ran 
from  May  11  to  July  4. 

Breakdown  of  the  total  mentions 
shows  that  the  USO  was  mentioned 
25,137  times  on  network  broadcasts 
relayed  by  local  stations,  1,376 
times  on  transcribed  talks,  5,852 
times  on  transcribed  announce- 

ments, 89,782  on  live  local  spot  an- 
nouncements, 847  on  "floating"  spot 

announcements,  1,694  on  local  musi- 
cal salutes,  18,634  on  local  station 

break  announcements,  16,940  on 
time-signal  announcements  and 
10,164  on  time-signal  "flashes", 
3,290  on  local  announcements  for 
Veterans  Visiting  Day,  8,304  three- 
minute  local  commentaries,  595 
local  roundtable  broadcasts  and 
2,380  local  broadcasts  of  speeches 
and  interviews. 

Network  Time 

"A  known  total  of  441  network 
broadcasts,  commercial  and  sustain- 

ing, carried  USO  announcements, 
wove  in  USO  campaign  themes,  or 
gave  all  or  a  dominant  portion  of 
the  program  to  USO,"  the  report 
states,  adding  that  the  hookups 
ranged  from  25  to  more  than  100 
stations,  with  an  average  coast-to- 
coast  link  of  57  stations. 

Of  the  total,  at  least  24  were 
dominantly  devoted  to  USO  and 
the  remaining  417  network  pro- 

grams carried  USO  announcements 
averaging  1.7  minutes  in  length, 
according  to  a  monitoring  survey 
made  by  the  Office  of  Facts  &  Fig- 

ures over  a  typical  two-week  period. 
Computing  the  time  donated  by 

the  four  major  networks  and  their 
sponsors,  the  report  figures  that 
USO  announcements,  averaging  1.7 
minutes  on  417  programs  on  57  sta- 

tions, provided  a  combined  air-time 
of  673  hours.  The  24  feature  USO 
broadcasts,  from  3  to  30  minutes 
long  and  varying  in  size  of  net- 

work, equalled  687  hours.  Total  net- 
work contribution  was  1,360  hours 

of  station  time. 
On  the  spot  broadcasting  side, 

four  recorded  five-minute  USO 
talks  totalled  115  station  hours  and 
a  series  of  one-minute  announce- 

ments accounted  for  95  hours,  mak- 
ing a  210-hour  total  for  USO  discs. 

From  scripts  supplied  to  all  sta- 
tions, the  USO  received  424  hours 

of  musical  salutes,  144  hours  of 
roundtable  talks,  396  hours  of  talks 
and  904  hours  of  various  types  of 
live  announcements. 

An  indirect  result  of  the  broad- 
casts in  making  the  nation  "USO 

conscious"  may  have  been  the  de- 
velopment   of    the  organization's 

new  role  in  network  entertainment. 
In  three  new  series.  General  Mo- 

tors' Cheers  From  the  Camps  on 
CBS,  Oilman  Oil's  At  Your  Serv- 

ice, Men,  on  a  Pacific  Coast  CBS 
hook-up,  and  the  MBS  sustainer, 
USO  of  the  USA,  the  USO  plays 
an  important  part. 

Radio  Cooperation 

"The  story  of  radio's  part  in  the 
campaign  is  one  of  whole-hearted 
cooperation  on  the  part  of  the 
Government,  represented  by  the 
Office  of  Facts  &  Figures,  and  on 
the  part  of  broadcasting  compan- 

ies and  local  station  and  their  per- 
sonnel, of  program  sponsors,  of 

advertising  agencies  and  their 
stafl!'s,  of  actors,  writers  and  special 
guests  who  volunteered  their  ser- 

vices, and  of  the  USO  department 
of  radio  and  local  USO  representa- 

tives," the  report  states. 
The  USO  radio  department, 

headed  by  Jesse  Butcher,  served  as 
a  focal  point  for  the  campaign, 
maintaining  contact  with  all  groups 
and  individuals  comprising  the 
total  organization. 

The  USO  radio  advertising  com- 
mittee, with  Joseph  R.  Busk,  Ruth- 

rauff^  &  Ryan,  as  chairman,  worked 
closely  with  the  radio  department 
in  deciding  what  type  of  USO  ap- 

peal should  be  used  on  a  particular 
program,  whether  it  should  be 
worked  into  the  script  or  handled 
as  a  straight  announcement  and  if 
the  latter  whether  it  should  be 
read  by  an  announcer  or  by  one  of 
the  cast,  as  well  as  in  securing  copy 

contributions  from  agency  staff' writers. 

The  radio  advertising  coinmittee 
members  also  followed  up  the  pro- 

gram to  pass  along  the  USO  sug- 

STA'TE  FAIRS  of  Indiana  and 
Illinois,  cancelled  because  of  war- 

time problems,  will  be  replaced  this 
summer  by  WLS,  Chicago,  with  a 
State  Fair  of  the  Air  for  each  State 
during  their  traditional  weeks. 
Bringing  in  livestock  and  machin- 

ery experts  from  each  State,  rep- 
resentatives of  4-H  clubs,  Future 

Farmers,  leaders  in  women's  farm organizations  and  others  usually 
represented  in  the  annual  farm  ex- 

positions, Art  Page,  farm  program 
director  of  WLS,  will  present  all 
aspects  of  the  fairs  on  special  pro- 

grams and  the  Dinnerbell  Time, 
noonday  program. 

A  baking  contest  to  be  limited  to 
a  dozen  classes  of  cookies  will  be 
one  of  the  main  events  of  each  fair 
and  122  prizes  are  offered.  Cook- 

ies entered  will  be  judged  by  bak- 
ers from  the  commissary  depart- 

ments of  the  Navy  and  Army, 
professional  bakers  and  home  econ- 

omists, and  will  later  be  turned 

over  to  the  Chicago  Servicemen's Center.  In  addition,  WLS  will 
broadcast  daily  direct  from  the 
Wisconsin  State  Fair  late  in  Au- 

gust. 
gestions  to  the  producer  and  assist 
him  in  carrying  them  out. 

The  national  USO  radio  com- 
mittee, under  the  chairmanship  of 

NAB  President  Neville  Miller  and 
including  the  presidents  of  the  four 
nationwide  networks  among  its  19 

broadcaster  members,  was  "instru- 
mental in  obtaining  the  most  ef- 

fective and  widest  participation  of 
networks  and  local  stations  in  pre- 

senting USO's  message  by  radio," 
according  to  the  report. 

The  OFF,  through  W.  B.  Lewis, 
its  radio  director,  and  Seymour 
Morris,  liaison  officer,  cooperated 
in  granting  the  USO  an  A  A  pri- 

ority rating  during  the  campaign 
period  and  in  allocating  the  USO 

programs. 

TIMKEN  BEARING'S  PROMOTION 
Industrial  Firm  Uses  Canton  Station  to 

 Boost  Visit  of  Army  Show  

EDITOR,  Broadcasting: 

The  Timken  Roller  Bearing  Co. 
recently  undertook  to  assist  in  the 
promotion  of  the  Army  War  Show 
which  was  held  in  Akron.  We  be- 

lieved that  it  was  a  splendid  oppor- 
tunity for  our  workers  to  see  much 

of  the  equipment  which  they  are 
helping  to  build,  with  two  15-min- 
ute  programs  daily  for  this  pur- 

pose. The  one  program  went  on  the 
air  at  12:30  p.m.  to  reach  workers 
on  the  late  shifts,  and  the  second 
program  went  on  the  air  at  6:45. 
These  programs  were  all  produced 
in  the  studios  of  WHBC  under  my 
supervision,  with  the  very  exten- 

sive help  of  Pvt.  Robert  Waldrop, 
former  NBC  announcer,  who  is  now 
in  the  Army. 

I  think  when  you  read  the  scripts, 
*  *  *  you  will  realize  that  Pvt. 

Waldrop  did  a  very  outstanding 
job  here  of  writing  and  producing. 
If  for  any  reason  you  or  your  read- 

ers would  like  to  hear  transcrip- 
tions of  these  programs,  I  should  be 

glad  to  loan  you  a  set.  I  think  this 
job  might  well  be  done  by  some  cor- 

poration or  group  of  interested  peo- 
ple wherever  the  Army  War  Show 

goes. 
S.  S.  Huffman, 
Advertising  Dept., 
Timken  Roller  Bearing  Co., 
Canton,  0. 

July  22 

AIR  THEME  MARKS 

BLUE  CO-OP  DRAMA 
SECOND  dramatic  program  to  be 
offered  for  local  sponsorship  by 
BLUE  will  be  Scramble,  aviation 
news  and  adventure  series  which 
started  on  a  sustaining  basis  July 
10  in  cooperation  with  the  National 
Aeronautic  Assn.  and  the  Aero- 

nautical Chamber  of  Commerce  of 
America. 

Participations  will  be  limited  to 
manufacturers  of  aircraft  or  re- 

lated products  and  will  be  avail- 
able beginning  Aug.  31.  Aired  Fri- 
day, 7-7:30  p.m.,  the  program  aims 

to  encourage  membership  in  the 
Junior  Air  Reserve  in  addition  to 
stimulating  flying,  model-building, 
and  air-mindedness  in  general. 

Other  BLUE  dramatic  program 
available  to  local  sponsors  is  Gang 
Busters.  Four  news  commentators 
are  also  broadcasting  on  this  basis. 

New  York  Bell  Starts 

11-Station   Spot  Series 
IN  LINE  with  the  nationwide 
drive  by  telephone  companies  to 
instruct  the  public  on  the  effect  of 
war  on  equipment  and  communi- cations [Broadcasting,  July  20], 

the  New  York  Telephone  Co.  start- 
ed its  State  campaign  last  week  on 

11  stations.  Using  one-minute  tran- 
scriptions and  stationbreak  an- nouncements in  most  cases  twice 

daily,  the  company  started  July  22 
in  New  York  City  on  WOR,  WEAF, 
WJZ  and  WABC,  and  on  July  24 
in  upstate  New  York.  Stations  are 
WGY,  Schenectady;  WHCU,  Itha- 

ca; WGNY,  Newburgh;  and 
WBEN,  WGR,  WKBW  and  WEBR, 
Buffalo.  Agency  in  charge  is 
BBDO,  New  York. 

Religious  Disc  Series 
Is  Placed  on  9  Outlets 
AS  A  TEST  in  selected  rural  areas, 
a  group  known  as  the  Agency  For 
Practical  Christianity  last  week 
started  five-minute  and  quarter- 
hour  transcriptions  on  nine  stations 
in  a  campaign  to  promote  the  John 
C.  Winston  publication,  The  Com- 

plete Sayings  of  Jesus.  Listeners 
are  urged  to  write  in  for  the  book 
for  a  98-cent  chai'ge,  although  the 
agency  itself  is  a  non-profit  organi- 

zation, turning  over  all  profits  to 
expenses. 

Stations  carrying  quarter-hour 
religious  transcriptions  are  WNAX, 
Yankton;  KRNT,  Des  Moines,  and 
WMT,  Cedar  Rapids.  Spot  an- nouncements are  heard  three  to  six 
times  weekly  on  KM  J,  Fresno; 
WWVA,  Wheeling;  WBT,  Char- lotte; KFBK,  Sacramento;  XENT, 
Nuevo  Laredo,  Mexico.  Agency  is 
Huber  Hoge  &  Sons,  New  York. 

EDITOR'S  NOTE :  Station  execu- 
tives interested  in  the  Timken  innova- 

tion should  write  Mr.  Huffman  direct. 

Kyser  Rehearsals 
AMERICAN  TOBACCO  Co.,  New 
York  (Lucky  Strike  cigarettes), 

starting  Aug.  3  will  start  a  Mon- 
day night  studio  audience  preview 

of  the  NBC  College  of  Musical 
Knowledge  with  Kay  Kyser.  Dress 
rehearsal  is  to  try  out  contestants 
for  broadcasts  on  Wednesday,  10- 
11  p.m.  (EWT).  Quality  of  those 
drawn  haphazardly  from  past  au- 

diences just  before  broadcast  time 
has  proven  unsatisfactory  and 
tends  to  slow  down  tempo  of  the 
show,  it  was  said.  With  the  preview 
several   types   can   be   tried  out. 
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Check  over  these  good  KGO  NEWS  buys! 

The  new  KGO  now  offers  you  the  best  news  availabilities.  By  all  means 

compare  KGO  news  programs  with  all  others  .  .  .  compare  personali- 
ties like  H.  R.  Baukhage,  Hilman  &  Lindley  .  .  .  compare  times  like 

10:00  A.M.,  1:15  P.M.,  9 :00  P.M. ...  and  compare  costs.  You'll  quickly 
recognize  the  best  news  buys  are  on  the  new  KGO.  Look  them  over! 

10:00  A.  M. 

Monday  thru  Friday 

COMMENTATOR:  Noted  news  analyst  H.  R. 
Baukhage  speaks  from  Washington.  Fol- 

lows "Breakfast  at  Sardi's"  .  .  .  one  of  the 

Coast's  most  popular  morning  commercial 
shows.  Here's  something  hot !  Ask  your 
Blue  Spot  representative. 

1:15  P.M. 
Monday  thru  Friday 

NEWS  PERIOD:  Late  noon  news  round-up. 
This  popular  KGO  newscast  has  built  up  a 
good  audience  rating.  Competition  is  slight, 
with  no  other  news  opposite  it.  Figuring 

cost  per  thousand  listeners,  you'll  find  this established  news  program  a  big  value. 

9:00  P.  M. 

Monday  thru  Friday 
2:00  P.  M. Sundays  only 

COMMENTATORS:  Hilman  &  Lmdley  re- 
port and  analyze  the  news  of  the  day  from 

■Washington.  These  well-known  Blue  Net- work commentators  are  now  offered  for 

local  KGO  sponsorship.  Presented  on  the , 
hour  at  a  popular  evening  news  time. 

NEWS  PERIOD:  A  favorite  Sunday  after- 
noon news  program  which,  in  April,  had 

built  up  a  2,2  Hooper  rating,  and  is  still 
building.  You  can  pick  up  this  15  minute 
program  for  the  cost  of  a  few  announce- 

ments! It's  a  proven  good  buy! 

mo 

SANFfMNCISCO-OAKUND 

810  KCnS  •  7500  WATTS 

KGO  IS  THE  LOCAL 

ADVERTISERS'  FAVORITE 

STATION! 

The  new  KGO  has  sold  more  local  V2  hour 
live-talent  shows  this  year  than  any  other  San 
Francisco  station.  This  should  indicate  to  you 
the  enthusiasm,  the  high-regard  of  local  ad- 

vertisers for  the  new  KGO.  Look  at  this  line- 
up of  local  KGO  programs. 

Foreman  &  Clark 

National  Funding 
7:00  A.M.  News- Clothiers 
8:15  A.M.  News 
Company 

1 1 :00  P.M.    News— P.  Lorillard  Company 

9:30  P.M.  (Monday)  V2  hour  locally  pro- 
duced variety  show  sponsored  by  Meyen- berg  Milk  Company 

8:00  P.M.  (Friday)  1/2  hour  locally  pro- 
duced sports  quiz  sponsored  by  Roos 

Bros,  clothiers. 
8:30P.M.  (Friday)  1/2  hour  locally  pro- duced community  sing  sponsored  by 

Remar  Baking  Company 

9:00  P.M.  (Friday)  1/2  hour  locally  pro- 
duced dramatic  show  sponsored  by  Re- 

tail Grocers  Association 

The  new  KGO  is  moving  ahead  fast  in  the 
San  Francisco-Oakland  market.  Let  your  Blue 
Spot  representative  bring  you  up  to  date  on 
the  new  KGO. 

Represented  Nationally  by  Blue  Spot  Sales  Offices 

NEW  YORK  •  CHICAGO  •  DETROIT  •  HOLLYWOOD  •  SAN  FRANCISCO 



WPB  Seeks  Continuing  Plan 

In  Tube  Conservation  Drive 

New  'Task'  Committee  Formed  to  Report  on 
Tube  Simplification  and  Substitution 

SEEKING  relief  from  the  critical 
tube  shortage  in  the  broadcasting 
industry,  members  of  the  War  Pro- 

duction Board's  Radio  Branch  last 
Tuesday  met  with  the  industry  ad- 

visory Radio  Transmitter  Vacuum 
Tube  Committee  to  consider  tube 
needs  of  all  radio. 

As  in  all  meetings  of  this  nature, 
the  principal  object  was  to  find  a 
plan  of  operation  that  would  con- 

tinue under  its  own  power  when 
once  put  into  effect,  it  was  said. 

Highlight  of  the  meeting  was  the 
formation  of  a  "task"  committee 
which  will  determine  production  of 
transmitting  tubes  through  1939 
and  1940.  This  committee,  it  was 
said,  was  asked  to  recommend  sub- 

stitutions and  simplifications  of 
tubes  that  are  rarely  used  as  well 
as  those  determined  to  be  obso- 

lescent. Members  of  the  committee 
are:  Dr.  W.  G.  R.  Baker  of  Gen- 

eral Electric;  H.  D.  Wilson,  West- 
ern Electric;  S.  Norris,  sales  man- 

ager of  the  Amperex  Electronics 
Inc.,  Brooklyn;  W.  W.  Eitel,  man- 

ager, Eitel-McCullough,  San  Bruno, 
Cal. 

Asks  for  Old  Tubes 
The  committee  was  also  asked 

to  submit  a  report  on  the  basic 
materials  going  into  transmitting 
tubes ;  methods  of  conservation  and 
repair  potentialities,  as  well  as 
recommendations  on  conservation 
or  substitution. 

Frank  H.  Mcintosh,  chief  of  the 
WPB  Radio  Section,  speaking  for 
Leighton  Peebles,  chief  of  the  Com- 

munications Branch,  also  said  the 
industry  will  receive  an  earnest 
plea  from  the  WPB  asking  all  tube 
users  to  send  back  old  or  broken 
tubes,  with  a  power  output  of  5 
watts  or  more,  to  manufacturers. 
The  tubes  would  be  sent  to  manu- 

facturers making  the  particular 
tubes.  This  would  help  materially, 
Mr.  Mcintosh  said,  in  getting  an 
overall  picture  regarding  tube 
needs  for  the  future.  It  was  said 
tube  users  will  be  asked  to  return 

their  tubes  on  a  "patriotic"  basis 
and  there  will  be  no  compensation 
for  those  sent  to  manufacturers. 

The  stock  received  from  tube  re- 
turns would  then  provide  a  basis 

for  a  substitution  and  salvage  pro- 
gram, it  was  said,  as  well  as  pro- 

vide materials  for  a  repairs  and 
replacement  program.  Hope  was 
expressed  that  the  plan  would  be- 

gin to  work  immediately. 
It  was  explained  that  salvaged 

parts  would  for  the  most  part  be 
used  for  manufacture  of  new  tubes 
since  it  was  thought  a  wide  pro- 

gram of  tube  repairing  might  re- 
quire many  more  man  hours  than 

manufacturing  new  tubes.  An  ex- 
ception to  this,  it  was  said,  would 

concern  the  larger  tubes  which 
would  be  repaired  whenever  pos- 
sible. 

A  study  on  conservation  and 
salvage  of  tubes  is  now  under  way, 
the  WPB  said,  which  will  take  on 
more  definite  form  when  informa- 

tion requested  of  the  "task"  com- 
mittee is  returned.  This  informa- 

tion is  expected  to  show  exact 
needs  of  the  industry  and  it  was 
said  a  program  will  then  be  ini- 

tiated to  provide  for  services  in 
accordance  with  recognized  and 

proven  aims  in  the  war  efl'ort.  The 
program  also  will  include  a  study 
aimed  to  balance  the  load  on  the 
tube  manufacturing  industry  for 
all  the  justified  radio  services,  it 
was  said. 

Cites  BWC-FCC  Cooperation 

It  was  stated  that  in  the  "task" 
committee's  efforts  use  will  be  made 
of  all  work  done  along  the  same 
lines  by  other  agencies  such  as  the 
Radio  Manufacturers  Assn.,  the 
American  Standards  Assn.,  Amer- 

ican Radio  Electrical  Engineers 
and  the  Institute  of  Radio  Engi- 

neers. At  the  same  time  it  was 

emphasized  that  the  WPB  "is 
greatly  appreciative"  of  the  efforts 
of  the  Board  of  War  Communica- 

tions and  the  FCC  for  their  co- 
operation in  the  broadcasting  con- 
servation moves. 

Aside  from  members  of  the 
"task"  committee,  members  of  the 
Radio  Transmitter  Vacuum  Tube 
committee  who  met  with  Mr. 
Peebles  and  Mr.  Macintosh  of  the 
WPB  were:  Rex  L.  Munger,  man- 

ager, Taylor  Tubes  Inc.,  Chicago; 
S.  George  Lafitte,  vice-president. 
Federal  Teleq-raph  Co.,  Newark; 
George  K.  Throckmorton,  presi- 

dent, RCA  Mfg.  Co.  (represented 
by  Harry  C.  Bonfig)  ;  Rav  Bur- 
lew,  president,  Ken-Rad  Tube  & 
Lamp  Co.,  Owensboro,  N.  Y. 

WSNY.  the  new  local  in  Schenectady. 
N.  Y..  has  announced  the  appointment 
of  Otho  F.  Humphreys  .Jr.  as  its  na- 

tional repre.sentative.  effective  immedi- ately. 

MR.  WENTWORTH 

WEmWORTH  GETS 

WPB  RADIO  POST 
APPOINTMENT  was  announced 
last  week  by  the  War  Production 
Board  of  Ralph  C.  Wentworth, 
former  president  of  Lang-Worth 
Features  Programs,  as  administra- 

tive assistant  to  Frank  H.  Mcin- 
tosh, chief  of  the  Radio  Section, 

Communications  Branch. 
Mr.  Wentworth,  who  was  also  a 

partner  in  the  Lang-Worth  com- 
pany and  its  affiliated  corporations, 

resigned  from  the  oi-ganization  last March  and  sold  his  stock  interest 
to  Emile  Cote,  well-known  musical 
director  [Broadcasting,  March  16]. 
At  that  time  he  expressed  a  de- 

sire to  have  some  part  in  the  war 
effort. 

Mr.  Wentworth,  it  was  said,  will 
work  on  appeals  and  priorities  mat- 

ters affecting  broadcasters,  effec- 
tive July  27. 

Wiley  Wenger,  chief  engineer  of 
WCAR,  Pontiac,  has  joined  the 
Radio  Division  of  the  WPB  Com- 

munications Branch  and  will  han- 
dle applications  for  broadcasting 

materials  as  well  as  assist  with 
studies  of  broadcast  engineering 

problems. 
EARNINGS  of  General  Electric  Co., 
$20,681,43.3  for  the  first  half  of  this 
year,  were  21%  below  those  for  the 
same  six  months  of  1941  despite  a 
37%  increase  in  net  sales,  according 
to  the  company's  semi-annual  state- ment. 

Announcer  Is  Held 

On  Alien  Charge 

FBI  Picks  Up  Man  Fired  by 
Station  in  Frederick,  Md. 

PICKED  UP  by  FBI  agents  in 
Frederick,  Md.,  where  he  had  for- 

merly worked  as  an  announcer  for 
WFMD,  Brandon  Roberts  is  being 
held  in  $10,000  bail  by  Federal  au- 

thorities in  Hagerstown  for  failing 
to  register  as  an  enemy  alien  and 
for  representing  himself  as  an 
American  citizen.  His  real  name 
was  revealed  as  Heinzdieter  Baron 
von  Schoenermarck.  He  will  be  held 

pending  grand  jury  action  in  Bal- timore. 

According  to  WFMD  spokesman, 
"Roberts"  represented  himself  as 

a  graduate  of  Pat  Kelly's  NBC  an- nouncers' school  and  as  a  former 
announcer  for  WRUL,  Boston 
shortwave  station.  He  was  hired 
last  September,  and  released  July 
5.  He  was  picked  up  by  the  G-men 
in  Frederick  July  16. 

Trips  to  New  York 
Claiming  he  was  a  Harvard 

graduate,  he  sought  employment  as 
a  news  commentator,  but  failed  to 
make  the  grade  and  was  kept  on  as 
an  announcer  at  $20  a  week.  Sta- 

tion personnel  never  suspected  his 
alien  origin,  though  noting  that  he 
spoke  German  and  French  fluently. 
There  never  was  any  evidence  of 
subversive  activity,  it  was  stated, 
but  he  traveled  frequently  to  New 
York  ostensibly  to  visit  his  mother. 

In  discussions  of  the  war  after 

Pearl  Harbor,  "Roberts"  always 
appeared  to  be  wholeheartedly  on 
the  side  of  the  Allies.  Staff  asso- 

ciates called  him  "Junior" — he  is 
about  25 — and  said  he  could  best  be 
described  as  "a  smart  aleck  kid" 
because  of  his  arrogant  demeanor. 
Whether  he  engaged  in  espionage 
activities  in  connection  with  war 
plants  in  Maryland  is  presumably 
under  investigation. 

Wade  to  Signal  Corps 

WARREN  WADE,  executive  pro- 
gram director  of  NBC's  television 

division,  has  been  commissioned  a 
captain  in  the  Army  Signal  Corps, 
and  has  reported  for  active  duty  at 
the  Training  Film  Production 
Labs.,  Long  Island.  Previously  with 
WTAM,  Cleveland,  Mr.  Wade 
joined  NBC  in  1930,  entered  the 
television  dept.  in  1938  and  became 
chief  of  production  in  1940.  He 
served  as  a  sergeant  in  Headquar- 

ters Troop,  95th  Division,  during 
World  War  I. 

RADIO  BOND  SELLERS  in  Hartford  more  than  doubled  their  quota  with 
a  total  of  $3,600,000  when  all  four  of  the  local  stations  combined  in  a 
two-week  drive  for  war  savings  in  cooperation  with  the  city's  two  news- 

papers. Certificates  of  merit  at  the  completion  of  the  drive  were  given 
by  Thomas  S.  Smith  (right),  Connecticut  Internal  Revenue  Collector  to 
Franklin  M.  Doolittle  (center),  general  manager  of  WDRC  who  was 
chairman  of  drive,  and  Publisher  Henry  H.  Conland,  Hartford  Courant. 

Jersey  Beach  Spots 
TO  REASSURE  bathers  that 
beaches  and  other  pleasure  spots  in 
New  Jersey  have  not  been  spoiled 
by  war  conditions,  the  New  Jersey 
Council,  Trenton,  on  July  22  began 
a  fourweek  series  of  one-minute 
spot  announcements  six  times  week- 

ly on  WJZ,  New  York.  Copy  empha- 
sizes that  the  "heavy  hand  of  war 

has  fallen  lightly  on  the  cities  of 
our  coast"  and  that  "there  is  no 
blackout  of  the  healthful  advan- 

tages of  sea,  air  and  sunshine." Account  is  handled  direct. 
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WANT  ONE  FOR  YOUR  RADIO...? 

This  handy  little  gadget  is  a  "Radio  Muzzle." 
Invented  by  the  Nazis  .  .  .  and  yours,  ab- 

solutely free,  if  you  own  a  radio  and  live 
under  the  Third  Reich.  Here's  how  it  works: 

You  simply  attach  it,  by  means  of  a  con- 
venient slotted  hole,  to  the  tuning  dial  of 

your  radio  (you'd  better— or  else!).  There- 
after, whenever  you  care  to  listen  to  broad- 
casts, you  are  greeted  with  a  pleasant  re- 

minder of  your  duty  according  to  Hitler. 

"THINK  IT  OVER,"  says  this  cheery 
little  message.  "Receiving  foreign  broad- 

casts is  a  crime  against  the  German  State. 
By  order  of  the  Fuehrer,  it  will  be  severely 

punished . . ." 
So  you  think  it  over  —  remembering,  per- 

haps, certain  muffled  screams  and  cries  you 
once  heard  coming  from  Gestapo  headquar- 

ters. And  perhaps,  like  a  sensible  Nazi  sub- 
ject, you  take  its  warning  to  heart. 

And  maybe  you  don't.  Maybe  there's  a 
hunger  for  truth  in  you,  that  no  threats  can 
suppress.  Maybe  you  still  retain  some  sense 
of  the  inalienable  rights  of  a  decent  human being. 

Maybe  you  tune  to  far-off  America:  to 
RCA-NBC  International  Shortwave  Stations 
WRCA  and  WNBI,  hearing  truths  that  are 
flashes  of  light  in  a  world  of  darkness  and 
despair. 

Thousands  of  men  and  women  in  Europe 
do  listen,  as  you  would  listen,  to  these  broad- 

casts hurled  by  RCA-NBC  shortwave  sta- 
tions across  the  sea  .  . . 

*  *  -Si- There  are  no  muzzles  for  American  radios. 
You  are  free  to  listen  to  whatever  you 
choose.  You  are  free  to  listen  even  to  Goeb- 

bels'  propaganda,  if  you  want  a  hearty  laugh. 
That  freedom  is  one  of  the  things  we're 
fighting  for.  It's  one  of  the  reasons  why  we 
are  proud  of  the  RCA  equipment  at  WRCA 
and  WNBI  —  equipment  that  is  not  only working  to  shorten  the  war,  but  ,,,,,,,,,, 

is  helping  to  prepare  men  of 
good  will  everywhere  (yes,  even 
in  Germany!)  for  the  just  and 
enduring  peace  that  must,  at 

long  last,  come. 

BUY 
U.S.  WAR 
BONDS 

BROADCAST  EQUIPMENT 

RCA  MANUFACTURING  CO.,  INC.,  CAMDEN,  N.  J. 



Us.  FIGHTING  ai
ms  will  be 

discussed  by  prominent 
0  Americans  from  the  point 

of  view  of  great  Ameri- 
cans of  the  past,  such  as  George 

Washington  and  Daniel  Webster, 
in  a  weekly  series  starting  on  CBS 
Aug.  3.  Titled  Giants  of  Freedom, 
the  series  will  be  presented  by  Free- 

dom House,  anti-Axis  organization, 
and  the  Treasury  Dept. 

The  program  will  be  heard  Mon- 
day, 4:30-4:45  p.m.,  the  time  now 

occupied  by  Spotlight  on  Asia,  to 
be  temporarily  suspended.  Wendell 
Willkie,  former  presidential  candi- 

date, opens  the  series,  and  will  be 
followed  by  Carl  Van,  writer ;  Fan- 

nie Hurst,  novelist,  and  others.  The 
talks  are  to  be  compiled  in  book 
form  by  Farrar  &  Rinehart,  New 
York  publishers,  under  the  title 
There  Were  Giants  in  the  Land. 

PROGRAMS 

Civilian  Defense 
AS  A  PUBLIC  SERVICE  for  air 
raid  wardens,  auxiliary  police  and 
fire  watchers,  a  weekly  quarter- 
hour  program  titled  Civilian  De- 

fense, has  been  started  on  KFI, 
Los  Angeles,  under  auspices  of  the 
City  Defense  Council. 

*      *  * 

Songs  of  Yesterday 

TUNES  of  the  past  are  featured  in 
the  Remember  This  One?  program 
of  WSB,  Atlanta. 

the  appointment  as  our 

national  representative  of 

Spot  Sales,  I
nc. 

LOREN  WATSON 

PEGGY  STONE 

New  York  '  ̂   Chicago  ̂   ̂   San  Francisco 

WCBM 

BALTIMORE 

THE  BLUE  NETWORK 

John  Elmer 
President 

George  H.  Roeder 
General  Manager 

Blue  Format 
TIMELY  NEW  format  of  the 
BLUE  Breakfast  Club,  sponsored 
by  Swift  &  Co.  (meat  products), 
Chicago,  Thursday,  Friday  and  Sat- 

urday on  93  stations,  9:30-9:45 
a.m.,  has  for  its  goal  consumer  co- 

operation. Each  Thursday  human 
interest  stories  behind  Swift  &  Co. 

personalities  who  have  made  im- 
portant contributions  to  the  meat 

industry  will  be  heard.  On  Fridays 
wartime  service  problems  of  retail- 

ors— price  ceilings,  curtailed  home 
deliveries,  personnel  shortages — 
will  be  explained  from  the  dealer's viewpoint.  Helpful  hints  on  meal 
planning,  buying,  preparation  and 
serving  will  be  given  on  Saturdays 
by  Martha  Logan,  Swift  &  Co. 
home  economist. 

'Petticoat  Pioneers' 
WITH  the  young  women  of  Canada 
donning  Army,  Air  Force,  Navy 
and  Red  Cross  uniforms,  the  Ca- 

nadian Broadcasting  Corp.  has 
started  a  series  of  programs  of 
women  of  another  age  who  helped 
Canada  when  the  country  was 
young.  Petticoat  Pioneers  is  a 
series  on  the  women  who  helped 
settle  Canada.  First  broadcast 
July  20  told  the  story  of  Betsy 
Quinton,  mother  of  the  first  white 
child  to  be  born  in  what  is  now  St. 
John,  New  Brunswick. 

H=  ^  -i^ 
Ask  the  Eagles 

AVIATION  questions  are  fired  at 
flying  cadets  by  Lt.  Marshall  B. 
Shantz,  instructor  at  the  advanced 
twin-engine  school  of  the  Army  at 
Lubbock,  Tex.,  on  the  KFYO 
Cadets  In  Formation  quiz  show. 
Lt.  Shantz,  who  was  an  announcer 
in  New  York  before  entering  the 
service,  selects  a  panel  of  four 
aviation  cadets  for  each  program. 

*  * 
Ladders  To  Success 

SIDELIGHTS  on  the  development 
of  name  bands  are  presented  by 
Roger  Foster,  m.c.  of  WNEW,  New 
York,  in  a  weekly  half-hour  show 
on  that  station.  Recordings  are 
used  to  illustrate  Foster's  com- ments on  changes  in  composition 
of  bands  and  their  style  of  playing 
during  past  years. 

'A  W- YEARS 

5000  WATTS 

AT  570  KC. 

The  Perfect  Combination 

All  About  the  Yanks 
TO  GIVE  English  listeners  simple 
factual  information  about  the 
United  States,  WRUL,  Boston 
shortwave  station,  is  presenting 
a  weekly  Information  Booth  pro- 

gram, conducted  by  Dwight  Cooke. 
For  the  first  several  weeks  of  the 
Wednesday  afternoon  series,  Mr. 
Cooke  is  interviewing  English, 
Australian  and  other  foreign  visi- 

tors or  members  of  the  armed  forces 
in  this  country,  and  later  plans  to 
answer  questions  sent  to  the  sta- 

tion by  English  listeners.  Queries 
cover  such  facts  as  "Do  American 
women  all  use  fingernail  polish?" 
"What  are  jukeboxes?"  etc. 

War  Service 
WORTHY  SERVICES  performed 
by  governmental  and  private  agen- 

cies are  highlighted  in  United  We 
Stand,  five-weekly  series  onWWRL, 
New  York.  Each  day  is  devoted  to 
telling  the  story  of  a  different  or- 

ganization, and  to  airing  their  ap- 
peals. The  Treasury  Dept.,  Red 

Cross,  AWVS,  and  USO  each  have 
a  designated  broadcast  day  during 
the  week.  One  period  is  rotated 
among  different  agencies.  Program 
also  serves  as  a  clearing  house  for 
miscellaneous  public  service  news 
and  appeals. 

More  Conservation 
A  SERIES  of  ten-minute  talks  on 
Wear  and  Care  of  such  commodi- 

ties as  linens,  cottons,  rubber 

goods,  jewelry,  gloves,  electrical  ap- pliances, has  been  started  on  CFCF, 
Montreal,  by  the  Better  Business 
Bureau  of  Montreal  in  conjunction 
with  the  Consumers  Branch  of  the 
Wartime  Prices  &  Trade  Board. 
Printed  copies  of  the  talks  are  dis- 

tributed by  the  Better  Business Bureau. 

Volunteer  Bands 
DANCE  ORCHESTRAS  which 
have  volunteered  to  entertain  ser- 

vice men  stationed  at  a  Coast 
Guard  training  base  near  New 
York,  are  heard  on  MBS  in  a  se- 

ries of  Sunday  broadcasts. 

Coming  Attractions 

PREVIEWS  of  the  coming  week's 
programs  are  given  each  Friday 

on  the  quarter-hour  Sponsor's  Cor- ner of  KIRO,  Seattle.  Show  deals 
with  the  guest  actors,  comedians, 
musical  selections,  conductors,  etc. 

Tempus  Fugit 
ANNOUNCEMENTS  are  being 
featured  by  WTAG,  Worcester, 
which  warns  war  workers  that 
precious  minutes  are  ticking  away, 

using  a  background  of  a  clock  tick- 
tocking. 

KC 

"That  Explaint 

the  Coverage" 
Afiiate  Station  WIS  Chicago 
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Scrap  Placements 

Irk  Congressman 

Rep.  Mundt  Criticizes  Spot 
Selections  in  U.  S.  Drive 

SHARPLY  criticizing  direction  of 
the  Government-supervised  adver- 

tising campaign  for  vital  materials 
salvage,  now  in  effect,  Rep.  Mundt 
(R-S.  D.)  declared  in  the  House 
July  17  that  "by  some  strange  rea- 

soning, and  an  eenie,  meenie,  mynie, 
moe  process,  certain  radio  stations 
were  being  'included  in'  and  other 
stations  were  being  'included  out'." 
The  salvage  advertising  is 

handled  by  McCann-Erickson,  New 
York,  under  Government  direction 
and  financed  by  the  American  Iron 
&  Steel  Institute. 

Political  Charges 

Rep.  Mundt  expressed  regret 
there  "should  be  any  discrimination 
of  any  kind  against  particular  ra- 

dio stations  in  a  national  advertis- 
ing campaign  in  which  Government 

agencies  are  involved  either  directly 
or  indirectly"  and  went  on  to  read 
a  letter  from  a  "South  Dakota  ra- 

dio station". 
Intimation  of  political  influence 

being  exerted  in  the  advertising 
campaign  was  seen  in  the  letter, 
which  stated :  "An  advertising  cam- 

paign on  a  nationwide  basis  has 
been  set  up  in  connection  with  the 
nationwide  salvage  drive.  Daily 
newspapers,  weeklies,  national 
magazines  are  being  used.  It  is 
rather  unusual  set-up  where  Donald 
Nelson  as  War  Production  Board 
chairman  and  Lessing  J.  Rosen- 
wald,  as  Chief  of  the  Bureau  '^f 
Industrial  Conservation,  work  with 
Robert  W.  Wolcott,  president  of 
Luken's  Steel  Co.  and  chairman  of 
the  American  Iron  &  Steel  Insti- 

tute which  has  underwritten  the 
salvage  advertising  drive  to  the 
extent  of  $1,500,000  with  a  prob- 

ably additional  $500,000  forthcom- 
ing. We  have  been  informed  by  our 

advertising  representatives  in  New 
York  and  Chicago  that  in  connec- 

tion with  this  unusual  setup  the 
proper  approach  in  order  to  get  our 
station  (or  any  other  station) 
added  to  the  list  of  stations  is 

through  political  channels." 
Rep.  Mundt  said  he  had  taken 

the  matter  up  with  Messrs.  Nelson 
and  Rosenwald,  who  assured  him, 
he  said,  they  would  look  into  the 
situation.  The  legislator  then  sub- 

1  mitted  a  plea  that  other  members 
of  Congress  join  with  him  in  pro- 

'  testing  against  Government-spon- 
sored or  directed  advertising  pro- 

:  grams  "which  in  the  first  place  are 
unfair  to  the  small  newspapers  and 
radio  stations  and  which  in  the 
second  place  are  likely  to  jeopardize 

!  the  success  of  the  entire  salvaging 
campaign." 

WMAN  Hearing  July  27 
HEARINGS  on  the  renewal  applica- 

tion of  WMAN.  Mansfield,  O.,  are  to 
be  held  July  27  in  the  Richland  County 
Courthouse  in  Mansfield.  According  to 
the  F'CG,  one  of  the  issues  to  be  de- termined is  whether  the  control  of  the 
licensee  has  been  transferred  in  vio- 
liition  of  Rule  3.10  of  the  FCC. 

is  edited AM 

for  FARMERS 

Playboys! 

0  What  do  we  mean,  "KMA  is  'edited' 

for  farmers"?  Simply  this:  70%  of  the 

19^  hours  we're  on  the  air  each  day 
are  devoted  to  serving  local  needs  and 

wants — with  farm  news,  market  reports, 

information  on  soil  and  growing  condi- 

tions, household  helps,  gardening  hints, 

and  major  seasonal  farm  problems. 

Why?  Because  two-thirds  of  the  nearly 

3,000,000  people  in  our  primary  area 

are  farm  or  small-town  people.  And  they 

like  KMA  programming  so  much  that 

they  give  us  the  highest  mail-pull  on 

record  for  a  5,000-watt  station! 

For  a  complete  picture  of  KMA's  tre- 
mendous market  and  record-breaking 

mail  response,  send  for  a  copy  of  our 

latest  market  data  brochure. 

The  No.  1  Farm  Station  in  The  No,  1  Farm  Market — 

150  Counties  Around  Shenandoah,  Iowa 

FREE  &  PETERS,  INC.,  Exclusive  National  Representatives 
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CARRIES 

OF  rO  TOP-RATED 

DAYTIME  programs; 

In  Denver,  all  iO  of  the  10  highest-rated  day- 

time 5-a-week  programs  are  carried  by  KOA! 

And  every  one  has  a  rating  (December  through 

April  Denver  Hooper  Survey )  of  10.0  or 

better  .  .  .  ranging  from  10.0  to  15.8! 

In  contrast — not  a  single  daytime  strip  on  any  of 
the  jour  other  Denver  stations  has  a  local  rating 

as  high  as  any  one  of  the  top  ten  on  KOA!  And, 

comparing  the  Denver  Hooper  with  national 

CAB  and  Hooper  reports  for  the  same  5 -month 

period-not  a  single  daytime  serial  has  2.  national 

rating  equal  to  any  one  of  KOA's  top  ten! 

Amazing?  Certainly.  But  any  NBC  representa- 
tive can  show  you  proo]  of  these  facts.  Call  your 

nearest  NBC  Spot  Sales  Office,  or  write  us  direct. 

Ame^UxA.  BEST 

TEST  MARKET 

Denver  is  Amer- 
ica's No.  1  Test 

Market!*  KOA 

is  "best  for  tests" 
in  the  rich  Rocky  Moun- 

tain region  .  .  .  reaching 
more  people  at  less  cost.  If  i 

you're  planning  a  test  cam-  ̂  
paign  it  will  pay  to  have 
your  say  on  KOA! m 

'^Source:  Eastern  newspaper. 

REPRESENTED  NATIONALLY  BY SPOT  SALES  OFFICES 

For  Comfort 
SHORTS  and  no  more  is  the 
sartorial  order  for  announc- 

ers and  engineers  of  WIBG, 
Philadelphia,  vi^ho  handle 
broadcasts  of  the  Phils  games 
from  Shibe  Park.  Broadcast 
booth  is  right  under  the 
stadium  roof  and-mighty  hot. 
The  boys  are  reasonably  safe 
from  prying  eyes  but  they 
can  be  spotted  by  field  glasses 
from  the  bleachers. 

CHEESE  SPONSORS 

PUSH  CONSUMPTION 

TO  ADJUST  cheese  consumption 
in  the  United  States  to  dairy  pro- 

duction during  the  summer  while 
some  of  the  Allied  Nations  are 
producing  enough  cheese  <f  or  their 
summer  needs,  cheese  manufactur- ers will  substitute  copy  urging 
general  consumption  of  cheese  on 
their  regularly  scheduled  radio 
programs  during  August. 

The  campaign  is  part  of  a  $200,- 
000  eight-week  nationwide  project 
under  direction  of  the  National 
Cheese  Institute,  American  Dairy 
Assn.,  Wisconsin  Dept.  of  Agri- 

culture and  Wisconsin  Dairy  Indus- 
tries Assn.  Radio  advertisers  par- 

ticipating in  the  drive  by  substi- 
tuting general  copy  and  omitting 

their  product  and  firm  names  are 
Swift  &  Co.,  Chicago,  The  Break- 

fast Club,  on  93  BLUE  stations, 
Thursday,  Friday  and  Saturday, 
9:30-9:45  a.m.;  Land  O'Lakes 
Creameries,  Minneapolis,  sponsor- 

ing Boake  Carter  on  22  MBS  sta- tions, Monday,  Wednesday,  Friday, 
12  noon;  and  Kraft  Cheese  Co., 
Chicago,  Kraft  Music  Hall,  on  87 
NBC  stations  Thursday,  9-10  p.m. 

Newspaper  space  has  been  placed 
in  61  papers  in  49  cities  and  dealer 
display  account  for  the  balance  of 
the  appropriation.  J.  Walter 
Thompson  Co.,  Chicago,  is  agency. 
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Popularity  Rating 

Shifts  in  Summer 

Half  -  Hour  Programs  Reveal 
Many  CAB  Variations 
A  NEW  GROUP  of  half-hour  net- 

work programs  since  the  switch  to 
summer  broadcasting  has  attained 
popularity,  according  to  the  Co- 

operative Analysis  of  Broadcasting 
in  its  first  warm  weather  program 
report. 

The  current  leading  hour  shows, 
however,  are  the  same  as  those  of 
the  winter  season,  except  for  the 
programs  that  have  been  discon- 

tinued in  the  warm  weather,  the 
report  states. 

The  leading  half-hour  shows  this 
summer,  all  close  runners-up  to 
the  wintertime  favorites  and  four 
of  them  listed  by  the  CAB  among 
the  10  leading  half-hours  at  the 
end  of  the  winter  season,  include 
Mr.  District  Attorney,  Lucky 
Strike  Hit  Parade  (45  minutes). 

Post  Toasties  Time,  One  Man's 
Family,  Fitch  Bandwagon  and 
Take  It  or  Leave  H. 

The  shift  to  summer  radio,  com- 
pleted in  the  last  weeks  of  June, 

found  28  nighttime  programs,  in- 
cluding the  top-ranking  half-hour 

shows,  off  the  air,  the  CAB  report 
continues.  Ten  summer  replace- 

ments were  started  as  well  as  two 
new  hour  shows,  Cheers  From  the 
Camps  and  Camel  Caravan.  Lead- 

er of  the  60-minute  shows  is  Lux 
Radio  Theatre  followed  by  Kraft 
Music  Hall  and  Kay  Kyser,  all 
three  at  the  top  of  the  list  during 
the  winter  season.  Only  other  hour 
show,  besides  the  two  new  ones 
this  summer,  is  The  Good-Will 
Hour. 

News  Broadcasts 

News  programs  continued  much 
as  they  were  in  the  winter,  except 
that  the  ratings  of  the  leaders, 
Walter  Winchell  and  Lowell 
Thomas,  have  dipped  in  accordance 
with  the  seasonal  trend.  Both 
newscasters  are  about  four  points 
below  their  respective  CAB  ratings 
of  21.4  and  20.4  in  April  when  the 
winter  season  traditionally  ends. 

The  CAB  last  week  also  issued  a 
report  on  ratings  for  audiences 
hearing  the  broadcasts  July  6  and 
7  of  the  All-Star  baseball  games, 
both  heard  on  MBS.  The  game  be- 

tween the  American  and  National 
League  teams  in  New  York  July  6 
had  a  rating  of  16.1,  while  the 
American  League  and  Service  team 
game  played  in  Cleveland  rated 
15.2. 
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Hope  Leading  Programs 

In  Hooper  Coast  Survey 
BOB  HOPE  heads  the  C.  E. 
Hooper  list  of  June  Pacific  program 
ratings,  based  on  a  survey  of 
listening  in  homes  west  of 
the  Rockies.  Following  Bob  Hope, 

who  scores  30.7  in  the  list  of  "Top 
Ten,"  is  Fibber  McGee  &  Molly, 
with  a  rating  of  29.8  and  Aldrich 
Family  with  21.8.  Walter  Winchell 
is  next  on  the  list,  followed  by 
Burns  &  Allen,  Fanny  Brice  & 
Frank  Morgan,  Radio  Theatre,  Kay 
Kyser,  Take  It  or  Leave  It,  and 
Adventures  of  the  Thin  Man. 

Bob  Hope  also  led  in  the  June 
30  Hooper  National  Evening  Rat- 

ings Report  with  29.5,  but  in  the 
balance  of  the  list,  there  are  differ- 

ences in  both  audience  size  and 
ranlc  order,  according  to  Hooper. 
Among  the  contributing  factors  are 
different  time  of  reception  and 
local  competition  of  Pacific  Coast 

programs. 



New  KYA  Owners 

Assume  Operation 

KYA,  San  Francisco,  formerly  op- 
erated by  Hearst  Radio  Inc.,  which 

on  July  12  became  the  property  of 
Palo  Alto  Radio  Station  Inc.,  will 
continue  to  be  located  in  the  Hearst 

Bldg.,  with  trans- 
mitter on  Candle- 

stick Point  at  the 
southern  end  of 
San  Fran  c  i  s  c  o  , 
though  the  new- ownership  gro  u  p 
was  originally  or- 

ganized to  build 
and  operate  a  sta- 

tion at  Palo  Alto, 
Cal. 

Mr.  Davis  Wilfred  L.  Da- 
vis, long  identified  with  major  mu- 

sical interests  on  the  Pacific  Coast 
and  in  New  York,  is  president  of  the 
new  corporation  as  well  as  station 
manager.  E.  E.  Rountree,  formerly 
head  of  the  INS  Bureau,  Seattle, 
is  assistant  manager.  Don  J.  Fed- 
derson,  formerly  of  the  San  Fran- 

cisco News  advertising  department, 
has  been  made  station  sales  man- 

ager. Dean  Stewart,  who  was  act- 
ing manager  during  the  change  in 

ownership,  has  resumed  his  former 
post  as  program  director.  Alfred 
Frankenstein,  San  Francisco 
Chronicle  music  critic,  has  been  ap- 

pointed music  consultant.  Jack 
Temple,  formerly  of  KDB,  Santa 
Barbara,  Cal.,  and  brother  of  Shir- 

ley Temple,  young  film  actress,  has 
been  added  to  the  staff  as  an- 
nouncer-producer. 

Partly  because  of  priorities,  there 
are  no  present  plans  for  relocation 
of  either  the  transmitter  or  studios, 
Mr.  Davis  said.  He  informed 
Broadcasting  that  certain  miscon- 

ceptions as  to  the  new  operation 
would  be  cleared  up  completely 
with  establishment  of  definite  sta- 

tion policies.  Although  several 
stockholders  and  directors  of  the 
corporation  have  Stanford  U  back- 

grounds, Mr.  Davis  declared  that 
this  fact  did  not  indicate  nor  imply 
that  KYA  was  embarking  on  a 
heavy  educational  policy  or  going 
out  to  do  a  crusading  job. 

Directors  of  the  new  corporation 
include  0.  H.  Blackman  of  Palo 
Alto,  former  president  of  Black- 
man  Co.,  New  York  advertising 
agency;  Dr.  Frederick  E.  Terman, 
Stanford  U  professor  of  engineer- 

ing and  president  of  the  Institute 
of  Radio  Engineers,  now  engaged 
in  Government  research;  John  M. 
Kaar,  of  Menlo  Park,  Cal.,  presi- 

dent of  Kaar  Engineering  Co., 
radio  equipment  manufacturers; 
Dr.  Harry  B.  Reynolds,  of  Palo 
Alto,  organizer  of  the  Stanford 
(U.)  Associates.  Stockholders  in- 

clude Prof.  Eliot  Mears,  Dr.  Ralph 
Howe,  Dr.  Blake  Wilbur,  Prof. 
Eliot  Blackwelder,  George  Gamble, 
0.  K.  Hink,  Edward  H.  Heller, 
Leon  Sloss,  Mrs.  Marie  De  Forest 
Emory. 

Planters  in  Chicago 
PLANTERS  NUT  &  CHOCO- 

LATE Co.,  Wilkes-Barre,  Pa.,  has 
started  sponsorship  on  WBBM, 
Chicago,  of  Dr.  Gerhard  Schacher, 
news  analyst  and  former  European 
correspondent,  for  a  quarter-hour 
Sundays,  and  Donald  McGibney  & 
the  News,  quarter-hour  Tuesdays 
and  Thursdays.  Agency  is  Good- 
kind,  Joice  &  Morgan,  Chicago. 

WOW-LAND  IS  NOW  THE 

MARKET 

You  have  long  known  WOW-LAND  —  that  terri- 
tory in  Iowa,  Nebraska,  So.  Dakota,  Kansas, 

Missouri  and  Minnesota  that  lies  within  150  miles 
of  Omaha  —  as  an  agricultural  market,  immensely 
wealthy  when  crops  were  good  and  farm  prices 
high.  In  a  large  part  of  it  crop  failures  are  un- 

known. It  has  been  a  good  market  at  any  time, 
because  of  the  diversity  of  its  crops. 

Now  to  this  basic  and  substantial  source  of  spend- 
able income  the  War  has  added  the  balancing 

factor  of  industry.  Plants  for  the  manufacturing 
of  war  materials  have  sprung  up  all  over  the 

The  Only  NBC  Station  in  Nebrasica 

territory.  And  this  is  the  significant  thing:  Many 
of  these  plants  are  here  to  stay,  converted  after 
victory  to  the  manufacture  of  new  consumer  goods 
from  farm  products.  Henceforth  industry  and 
agriculture  promise  a  stabilized  economy  for 
WOW-LAND  —  the  perfect  balance  that  makes  it 
doubly  worthwhile  to  invest  advertising  dollars 
here  NOW! 

nAPfO  STAT f ON 

S90  /^//oc
yc/es 

John  J.  Gillin,  Jr.,  Gen'l  Manager  *  Owned  and  Operated  by  the  Woodmen  of  the  World  Life  Insurance  Society 
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XJ^FREE  &  PETERS.  INC.  National  Representatives 

Film  Tunes — Autographs  With  Bonds — Free  Tickets 
Mimic  Contest — Pegeen  Facts 

PARAMOUNT  Pict
ures,  New York,  is  conducting  an  inten- sive two-week  campaign  for 

its  picture  "Holiday  Inn"  fea- turing tunes  by  Irving  Berlin, 

composer  of  the  film's  music,  in connection  with  the  world  premiere 
in  New  York,  Aug.  4.  In  addition 
to  two  special  broadcasts  [Broad- 

casting, June  29,  1942],  Para- 
mount has  arranged  with  12  net- 

work shows  to  present  the  12  Ber- lin melodies  from  the  movie  on  a 
mutually  cooperative  basis. 

Campaign,  which  started  July  22, 
includes  spot  announcements,  3,  5 
and  15-minute  programs  on  a  group 
of  six  New  York  stations,  using  ex- 

cerpts from  the  film's  music.  A series  of  13  brief  recordings  of 
excerpts  have  been  prepared  for 
use  by  stations  in  connection  with 
the  movie's  national  release.  Bu- 

chanan &  Co.,  New  York,  handles 
the  account. 
CBS  programs  to  introduce  the 

tunes  are:  Texaco  Star  Theater; 
Take  It  or  Leave  It;  Saturday 
Night  Serenade;  American  Melody 
Hour.  NBC  shows  to  be  used  are 
Cities  Service;  Kay  Kyser;  Man- 

hattan Merry -Go-Round;  American 
Album  of  Familiar  Music;  Johnny 
Presents;  Kraft  Music  Hall  and 
Waltz  Time.  The  Quiz  Kids  on 
BLUE  will  also  be  used. 

Bond  Sellers 
TO  PROMOTE  War  Bond  and 
Stamp  sales,  guest  stars  sell  stamps 
and  bonds  directly  and  distribute 
their  own  autographed  pictures  to 
bond  purchasers  in  the  audience  of 
Victory  Matinee,  daily  variety  pro- 

gram on  WBBM,  Chicago.  In  order 
to  admit  large  numbers  of  spec- 

tators to  the  broadcast,  WBBM  has 
started  an  "open  door"  policy,  re- 

quiring no  ticket  for  admission,  and 
allowing  the  audience  to  enter  and 
leave  during  the  broadcast  from 
2:30  to  4:00  p.m.  Ben  Bernie  was 
the  first  radio  personality  to  act 
as  bond  salesman  on  the  program 
and  other  CBS-Chicago  star  talent 
and  visiting  celebrities  are  to  fol- low. 

*      *  * 

4,000  Free  Tickets 
IN  A  TIE-IN  with  Paramount 
Theater,  New  York,  where  the  film 
"Priorities  on  Parade"  is  showing, 
WJZ,  New  York,  will  stage  a  per- 

formance by  its  entertainers  July 
24,  distributing  free  tickets  for  the 
performance  and  movie  to  4,000 
plant  workers  in  the  station's  prim- 

ary area.  Basis  for  the  tie-in  was 
the  similarity  between  the  action 
of  the  movie,  and  WJZ's  special 
non-broadcast  shows  for  night 
workers  at  war  industry  plants. 
Blow-up  prints  of  WJZ  entertain- 

ers, and  WJZ  banners  decorated 
the  theatre. 

WFBL's  Trophy 

WFBL,  Syracuse,  is  awarding  a 
large  bronze  statuette  in  the  sea- 

sonal competition  of  youngsters  on 
the  E.  W.  Edwards  Original  Juve- nile Hour.  Winner  will  receive  a 
$100  music  scholarship  and  the  run- 
nerup  will  be  given  the  trophy. 

Movie  Contest 

IN  CONNECTION  with  the  re- 
lease of  "Bashful  Bachelor"  latest 

motion  picture  of  Lum  and  Abner, 
BLUE  network  stars,  WREN, 
Lawrence,  Kan.,  and  the  local  Com- 

monwealth Theaters  promoted  the 
movie  with  a  contest  to  find  two 
local  imitators  of  the  pair.  Win- 

ners appeared  in  a  stage  skit  at 
the  premiere.  Trailers,  newspaper 
ads,  plugs  and  announcements  were used  to  advertise  the  contest  as 
well  as  broadcasts  of  the  elimina- 

tion contests  by  WREN. *      *  * 

Button  and  Ducat 

TO  PROMOTE  interest  in  the  daily 
broadcast  of  Pete  Roberts'  What Makes  the  News  program  on  WIBG, 
Philadelphia,  six  names  are  read  on 
the  air  each  day,  culled  from  Phila- 

delphia's street  lists.  If  the  person whose  name  is  called  writes  to  the 
station  advising  that  he  is  a  Loyal 
Phils'  Rooter,  he  receives  a  button 
as  proof  of  membership  and  a  pass 
to  a  Phils'  ball  game.  The  program 
is  sponsored  by  Jim  Brady  Shoe 
Stores. 

*  * 
Plug  for  Pegeen 

FACTS  on  Pegeen  Prefers,  wom- 
en's interest  program  which  tells 

listeners  of  WOR,  New  York,  how 
to  live  better  on  less,  are  contained 
in  a  booklet  bearing  the  name  of 
the  program,  and  just  released  by 
the  station's  promotion  department. 

"Big  Sales  in  Small  Packages," another  booklet  prepared  by  the 
WOR  promotion  department,  pre- 

sents the  success  stories  of  adver- 
tisers using  short  time  periods  on 

the  station. 
*  * 

Lifebuoy  Signs 

KLZ,  Denver,  to  promote  the  cur- rent heavy  schedule  of  Lever  Bros. 
Lifebuoy  spots,  is  supplying  large 
two-color  posters  to  500  grocery 
outlets  in  Denver,  Colorado  Springs 
and  Pueblo,  plus  weatherproof 
signs  for  all  Lever  Bros,  trucks  and 
cars  serving  the  Denver  area.  Post- 

ers and  signs  promote  the  product 
as  well  as  station. 

^EVD
 

NEW  YORK'S  STATION  OF 
DISTINCTIVE  FEATURES 

NOW 
5000 

WATTS 

The  nnique  position  of  WEVD  with  a  large 
Mection  of  Metropolitan  New  York's  radio audience  is  evidenced  by— 

(1).  The  feature  boxes  of  newspaper radio  program  pages 

(2.)  The  large  number  of  famous  adver- tisers on  the  station  continuously 
year  after  year. 

Ask   for   *'Who*»    Who   On    WEVD"   .   .  , tent  on  request. 
WEVD 

117-119  West  46th  St.,  New  York,  N.  Y. 
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New  Disc  Hookup 

Formed  by  Blake 
Daytime  Repeats  of  Big  Net 
Broadcasts  Are  Proposed 
UNITED  Broadcasting  System,  a 
new  transcription  network  whose 
purpose  is  "to  rebroadcast  the  lead- 

ing nighttime  network  shows  by 
transcription  during  the  daytime," 
is  being  organized  by  Howard 
Blake,  formerly  in  charge  of  radio 
productions  for  Franklin  Bruck 
Adv.  Corp.,  New  York.  Headquar- 

ters are  at  480  Lexington  Ave.,  in 
the  offices  of  Empire  Broadcasting 
Corp.,  which  will  record  the  pro- 

grams used  by  UBS. 
In  a  letter  inviting  stations  to 

join  his  proposed  network,  Mr. 
Blake  states  that  daytime  rebroad- 
casts  of  the  most  popular  network 
evening  shows  will  "give  the  adver- 

tisers and  the  stations  large  new 
audiences  that  neither  reaches  at 
present. 

Plans  for  Test  Period 

He  proposes  that  for  a  39-week 
test  period,  from  Oct.  1,  1942,  to 
June  30,  1943,  transcriptions  of 
top-ranking  network  programs,  up 
to  a  maximum  of  10  hours  a  week, 
be  sent  to  one  station  in  each  area 
for  daytimje  rebroadcast.  The  spon- 

sors will  supply  the  records;  the 
stations  will  supply  the  time,  both 
without  charge. 

Stating  that  the  plan  has  been 
approved  by  advertising  agencies 
placing  the  highest  rated  programs 
and  that  it  will  be  officially  accept- 

ed as  soon  as  he  can  present  a  sta- 
tion list  to  them,  Mr  Blake  told 

Broadcasting  that  24  stations  had 
signed  up  within  a  week  after  his 
letter  went  out  and  many  others 
had  expressed  interest  in  the  plan. 

A  major  objection,  he  said,  was 
the  length  of  the  test  period.  Ad- 

mitting that  39  weeks  seemed  a 
long  time  for  a  test,  he  explained 
that  the  first  13  weeks  was  neces- 

sary to  "stabilize  audience  reac- 
tion." The  second  13  weeks  will  be 

used  for  "one  of  the  most  extensive 
and  expensive  independent  surveys 
ever  made",  checking  the  audiences 
of  a  dozen  or  more  shows  on  100  or 
more  stations  from  coast  to  coast. 
The  final  13  weeks  will  be  devoted 
to  presenting  the  results  of  the  sur- 

vey to  advertisers,  soliciting  busi- 
ness for  UBS  on  a  commercial 

basis,  with  network  rates  set  in  ac- 
cordance with  the  results  of  the 

survey. 

Not  a  'Chisel' 
"Some  stations  we  have  heard 

from  think  that  this  plan  is  spon- 
sored by  advertisers  in  an  attempt 

to  chisel  free  time,"  Mr.  Blake  de- 
clared, "whereas  actually  the  idea 

started  with  broadcasters  who  indi- 
vidually offered  free  rebroadcasts 

just  to  get  the  outstanding  pro- 
grams on  their  stations.  The  adver- 
tisers who  will  test  this  plan  are 

paying  admission  fees  of  about 
$1,000,000  a  week,  including  the 
payments  of  minimum  AFRA  and 
AFM  scale  to  artists  and  the  cost 

Donated  to  Army 
TO  AID  the  war  effort, 
WFLA,  Tampa,  has  con- 

tributed one  of  its  shortwave 
-units,  WGBH,  to  the  Army. 
It  is  understood  the  Army 
has  taken  over  the  entire  as- 

sembly and  has  shipped  the 
40-watt  transmitter  to  its 
Dayton  base.  WGBH  had 
been  used  by  WFLA  in  con- 

nection with  its  mobile  unit 
ioY  talk  back  purposes. 

ties  and  of  greater  value  to  their 

advertisers." Stations  solicited  by  UBS  are 
chiefly  secondary  stations  in  major 
and  secondary  markets,  Mr.  Blake 
stated,  either  independent  stations 
or  affiliates  of  the  BLUE  or  MBS. 
There  is  no  competition,  he  said, 
between  UBS  and  the  Keystone 
Broadcasting  System,  as  they  are 
completely  different  in  conception, 
though  both  are  transcription  net- works. 

of  the  recordings,  or  $39,000  for 
the  test  period. 

"One  thing  we  hope  to  deter- 
mine," he  continued,  "is  what  rat- 

ing an  evening  show  must  have  be- 
fore it  is  worthwhile  repeating  it 

in  the  daytime.  Meanwhile,  the  sta- 
tions joining  UBS  will  be  getting 

programs  of  proved  audience  value, 
which  should  make  these  stations  of 
greater  service  to  their  communi- 

Co-op  Group  Fund 
COOPERATIVE  League  of  the 
U.  S.  A.,  which  represents  19  re- 

gional consumer  cooperative  groups 
with  headquarters  in  New  York, 
will  end  its  eight-month  ^  drive  on 
Aug.  1  to  raise  $50,000  through  vol- 

untary contributions  and  plans  a 
nationwide  campaign  to  start  about 
Oct.  1.  According  to  the  league,  it 
is  not  settled  whether  the  drive  will 
be  a  live  dramatic  network  show  or 
a  transcribed  series  placed  region- 

ally. Plans  will  be  announced  soon. 

FCC  Statute  Changes 

Proposed  in  Legislation 
COMPANION  to  the  House  bill 
(HR-7370)  introduced  July  13,  a 
Senate  bill  (S-2661)  was  intro- 

duced last  Monday  amending  the 
Communications  Act  to  remove  ob- 

stacles to  effective  prosecution  of 
the  war.  The  Senate  bill  was  in- 

troduced by  Sen.  Clark  (D-Idaho) 
and  followed  recomendations  of 
BWC-FCC  Chairman  James  Law- 

rence Fly.  The  House  bill  was  in- 
troduced by  Chairman  Lea  (D-Cal.) [Broadcasting,  July  20]. 

Virtually  all  requested  amend- 
ments to  the  act  deal  with  com- 

munications on  the  emergency 
powers  vested  in  the  President  but 
which  were  turned  over  to  the 
BWG  by  Executive  Order. 

The  Senate  bill,  turned  over  to 
the  Committee  on  Interstate  Com- 

merce, is  expected  to  meet  with  no 
opposition,  committee  spokesmen 
stated.  However,  further  action  on 
the  bill  is  not  expected  until  the 
latter  part  of  the  week  due  to  other 
pressing  committee  matters. 

EXCLUSIVE  OUTLET  for  NBC  in  ST.  LOUIS  AREA 

"The  Network  Most  Persons  Listen  to  Most" 

The  Station  which  carries  the  greatest  num- 

ber of  most  listened-to  network  programs 
is  the  station  on  which  an  advertiser  is  sure 

of  finding  the  greatest  acceptance  for  his 

programs.    KSD  is  that  station  in  St.  Louis. 

It  Is  225  Miles  from  KSD  to  the  Nearest  NBC  Station 

A  Distinguished  Broadcasting  Station 

Station  KSD — The  St.  Louis  Post- Dispatch POST-DISPATCH  BUILDING,  ST.  LOUIS,  MO. 

FREE  &  PETERS,  INC.,  NATIONAL  ADVERTISING  REPRESENTATIVES 

NEW  YORK  CHICAGO  ATLANTA  $AN  FRANCISCO  HOLLYWOOD 

BROADCASTING  •  Broadcast  Advertising July  27,  1942  •  Page  29 







iI^©AIO)€ASTDINI€ 
anxL 

Broadcast  Advertising- MARTIN  CODEL,  Publisher 

SOL  TAISHOFF,  Editor 

Published  Weekly  by 

BROADCASTING 

PUBLICATIONS,  Inc. 

Executive,  Editorial 
And  Advertising  Offices 

National  Press  Bldg.   •   Washington,  D. 
Telephone — MEtropolitan  1022 

Circulation  Manager NORMAN  R.  GOLDMAN,  Business  Manager  *   BERNARD  PLATT 
J.  FRANK  BEATTY,  Managing  Editor 

NEW  YORK  OFFICE:  250  Park  Ave.,  Telephone  -  PLaza  5-8355 
BRUCE  ROBERTSON,  Associate  Editor   «   MAURY  LONG,  Advertising  Manager 

CHICAGO  OFFICE:  360  N.  Michigan  Ave.,  Telephone  -  CENtral  4115   •   S.  J.  PAUL 
HOLLYWOOD  OFFICE:  1509  N.  Vine  Street,  Telephone  -  GLadstone  7353   «  DAVID  H.  GLICKMAN 

WEST  COAST  ADVERTISING  REPRESENTATIVES:  DUNCAN  A.  SCOTT  &  CO. 
San  Francisco,  Mills  Building   *   Los  Angeles,  Western  Pacific  Building 

Subscription  Price:  $5.00  per  year — 15c  a  copy   «   Copyright,  1942,  by  Broadcasting  Publications,  Inc. 

Morale  Exchange 
IRONICAL  isn't  it,  that  the  Jack  Benny  and 
Bob  Hope  programs,  particularly  the  latter, 
transcribed  by  NBC  without  commercials  and 
being  broadcast  regularly  over  the  British 
Broadcasting  Corp.,  should  turn  out  to  be  such 
important  morale  builders  among  the  wartime 

British  audience?  That's  what  William  B.  B. 
Fergusson,  managing  director  of  Lord  & 
Thomas  Ltd.,  London,  now  in  New  York,  re- 

ported the  other  day  [Broadcasting,  July  13] 
— and  there  is  much  that  the  information 
chiefs  of  this  country  and  Britain  can  learn 
from  his  report. 

The  Bob  Hope  show,  for  example,  originating 
as  it  does  from  Army  camps,  with  soldiers 
cheering  in  the  audience,  has  proved  to  be 

"one  of  the  clearest  ways  of  picturing  the  tre- 
mendous scope  of  the  American  training  pro- 

gram" to  the  war-bound  British  Isles,  accord- 
ing to  Mr.  Fergusson.  England's  curtailed 

newspapers  evidently  can't  do  the'  job  properly, 
and  apparently  there  is  much  still  lacking  on 
the  British  radio  so  far  as  informing  the  peo- 

ple about  the  American  war  effort  is  concerned. 

It's  a  great  tribute  to  American  radio,  to  be 
sure,  but  the  morale  builders  here  and  the 
British  Ministry  of  Information,  which  re- 

cently sent  the  Hon.  Harold  Butler  to  Wash- 
ington to  improve  the  exchange-of -information 

arrangement,  should  know  now  better  than 
ever  that  radio  is  one  of  the  most  important 
implements  at  hand  for  the  task  of  winning 
the  war. 

Caesar's  Dilemma 
ANY  DAY  NOW,  Musicdom's  horn-tooting 
James  Caesar  Petrillo  is  going  to  find  himself 

in  court.  That's  because  The  Little  Caesar,  in 
his  latest  union  thrusts,  has  misjudged  his  ad- 

versaries. He's  battling  an  indignant  public 
now,  aside  from  several  industries  that  have 
been  so  much  putty  in  past  set-tos  with  the 
AFM  czar,  and  who  have  yielded  on  the  "made 
work"  issue  even  though  they  knew  the  claim 
of  unemployment  in  musician's  ranks  was  a 
hoax. 
Jimmy  has  misfired  on  every  front.  His  ban 

on  recordings  for  public  performance  as  of 
July  31,  if  it  sticks,  can  wreck  his  union  and 
everything  his  venerated  predecessor,  Joseph 
Weber,  built  up  over  nearly  a  half-century. 
The  better  musicians,  and  the  name  bands, 

who  record  and  get  royalties,  aren't  likely  to 

stick  to  Jimmy  when  those  revenues  evaporate. 

CIO,  long  anxious  to  break  into  AFM's  charmed 
circle,  already  is  working  on  its  own  national 
musicians'  union. 

All  Jimmy  wanted  was  more  money  from 
radio,  perhaps  a  percentage  of  station  receipts. 
Instead,  he  has  collided  with  the  people  and 

with  the  Government.  Broadcasters  haven't 
been  in  to  see  him  to  negotiate.  And  he  finds 
the  industry  united.  Even  the  Broadcasters 
Victory  Council,  for  the  first  time  since  its  or- 

ganization, is  solidly  behind  the  position  taken 
by  the  NAB. 

Jimmy's  colossal  blunder  was  his  muddle- 
headed  command  to  NBC  that  it  throw  oif  the 
high  school  band  concerts  from  the  summer 
camp  at  Interlochen,  Mich.,  after  a  12-year 
sustaining  run.  The  wrath  of  the  youth  of 
America,  and  its  parenthood,  came  down  on 

Jimmy's  head.  His  action  provoked  sharp  criti- 
cism in  Congress.  It  brought  FCC  Chairman 

James  Lawrence  Fly  into  the  affray  because  of 
the  threat  to  smaller  stations  attempting  to  do 
a  real  war  job.  As  Mr.  Fly  said,  without  tran- 

scriptions and  records  these  stations  can't  sur- 
vive, and  continue  to  maintain  full  schedules. 

What's  to  be  done  about  this  labor  czar  who 
has  thus  run  amuck  while  the  country  wages 
its  fight  for  life?  Assistant  Attorney  General 
Thurman  Arnold  now  will  enter  suit.  He  has 
been  deluged  with  complaints  from  the  people, 
from  the  beleagured  industries  and  even  from 
interested  Government  agencies.  Past  efforts 
in  the  courts  to  curb  labor  incursions  on  the 

made-work  issue  have  proved  futile.  But  never 
before  has  this  precise  issue  been  adjudicated. 

Aside  from  the  aspect  of  maintenance  of 
public  morale  in  a  national  emergency,  Petril- 
lo's  actions  strike  at  the  very  fundamentals  of 
freedom  of  expression.  Here  is  a  situation 
where  one  man  commands  140,000  musicians 
to  quit  a  particular  kind  of  work  for  reasons 
not  yet  clear.  He  orders  a  network  to  cease 
carrying  a  sustaining  program  because  it 
might  deprive  some  union  musicians  some- 

where of  some  work.  He  threatens  a  national 
strike  of  musicians  on  the  air  because  one  sta- 

tion in  the  Midwest  couldn't  come  to  terms 
with  its  local — terms  dictated  by  Petrillo  him- 

self, and  allegedly  changed  whenever  an  agree- 
ment appeared  imminent. 

Jimmy  knows  probably  better  than  anyone 

that  his  whole  plan  has  collapsed.  But  he's  on 
record.  He  has  face  to  save,  aside  from  a 
$46,000-a-year-job.  What  will  Jimmy  do  when 

Uncle   Sam  formally  moves  in?  We'll  ven- 

EAR-WITNESS 

Here  is  one  of  the  great  stories  of  radio — in  the 
words  of  a  man  loho  was  there  ivhen  it  happened. 
It  is  a  graphic  account  of  the  fundamental  part 
radio  played  in  preparing  the  peaceful  British 
people  for  the  war.  It  teas  radio,  modern  miracle 
of  mass  communication,  that  geared  every  man, 
woman  and  child  in  England  for  the  part  he  must 
play  ivhen  "Hitler's  black  vultures"  swooped  from 
the  skies.  "Wireless"  in  England — "Radio"  in America — tivo  loords  loith  the  same  significance — a 
puhlic  service  lohich  has  won  the  confidence  of  free 
people  everyivheere.  Mr.  Masius'  account  is  reprint- ed from  a  hrochure  hy  NBC. 

By  L.  M.  MASIUS 
Executive  Vice-President,  Lord  &  Thomas 

I  HAVE  heard  two  fateful  pronouncements  by 
radio  .  .  .  one,  on  Dec.  8,  1941,  when  the  Presi- 

dent declared  that  a  state  of  war  existed  be- 
tween this  country  and  Japan  .  .  .  and  the 

other,  long  centuries  ago,  on  Sept.  3,  1939.  .  .  . 
It  was  in  an  old-world  cottage  in  Sussex, 

England.  It  was  my  cottage,  and  the  time  was 
10:15  on  a  Sunday  morning.  .  .  .  Events  had 
piled  up  over  the  weekend,  and  the  loud  speaker 
in  every  home  was  the  one  point  of  contact 
with  what  was  happening.  I  shall  never  for- 

get the  chill  of  the  close  presence  of  Destiny 
when  I  heard  a  voice  say,  over  the  air,  "No 
answer  has  yet  been  given  to  the  ultimatum 
sent  to  Berlin  by  His  Majesty's  Goyernment. 
.  .  .  The  Prime  Minister  will  address  the  Na- 

tion at  11  o'clock." I  snapped  off  the  radio — it  could  tell  me  no 
more — and  went  outside  into  the  bright  sun- 

light. Forty-five  minutes  to  go.  Forty-five  min- 
utes of  peace  left  to  the  world.  In  three-quar- 
ters of  an  hour  this  green  countryside,  this 

bright  sunlight,  would  never  again  seem  the same. 

It  is  one  of  the  ironies  of  our  civilization, 
and  one  of  the  things  most  significant  of  what 
we  are  up  against,  that  our  enemies  chose,  for 
making  war,  the  one  day  of  the  week  devoted 
to  the  Lord  and  all  that  He  stands  for. 

That  45  minutes  passed  as  relentlessly  as 
any  I  have  ever  lived  through.  And  then,  Ne- 

ville Chamberlain  was  speaking.  And  when  he 
had  finished,  44  million  people  in  the  United 
Kingdom  were  launched  into  an  all-out  effort, 
launched  as  one  soul. 

That  was  the  first  important  contribution 
of  radio  to  this  war.  Other  equally  important 

{Continued  on  page  37) 

ture  a  guess,  but  first  let's  look  at  the  record. 
Jimmy  can't  drop  his  July  31  transcription- 

record  ban  simply  because  of  the  heat  it  has 

engendered.  He  can't  reinstate  the  Interlochen 
concerts  under  the  sort  of  strafing  he's  get- 

ting in  Congress,  at  the  FCC  and  in  the  na- 
tion's editorial  columns.  And  he  can't  let  AFM 

disintegrate. 

Our  guess  is  that  when  the  Anti-Trust  Di- 
vision enters  suit,  one  Petrillo  will  announce 

to  his  waiting  world  that  his  stewardship  has 
been  challenged.  He  will  say  that  until  his 
name  is  cleared,  all  bets  are  off.  In  grandiose 
fashion,  he  will  display  his  magnanimity  by 

proclaiming  that  the  status  quo  will  be  re- 
tained pendente  lite  (pending  litigation).  There 

won't  be  any  July  31  recording  deadline,  nor 
any  national  walkout  of  musicians — and  even 
the  Interlochen  concerts  will  be  restored. 

But,  if  all  this  happens,  where  will  Jimmy 
be  when  the  AFM  holds  its  national  convention 
next  summer?  Maybe,  with  a  wave  of  his 

czarist  wand,  there  won't  be  any  convention — in  the  war  interest. 
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HAROLD  EVERETT  FELLOWS 

HAROLD  FELLOWS  b
ecome 

an  executive  when  he  was 

16.    And    he's    still  going 
strong  as  general  manager 

of  WE  EI,  Boston,  CBS  key  for 
New  England. 

Mr.  Fellows  began  his  career  as 
a  copywriter  for  a  local  shoe  store 
when  he  was  a  high  school  student 
in  Haverhill,  Mass.  After  school 
and  on  Saturdays,  he  sold  mer- 

chandise in  the  store.  When  the 
owner  decided  to  expand  by  open- 

ing a  store  in  Amesbury,  Mass.,  the 
youngster  was  assigned  to  manage 
the  new  outlet. 

While  he  appreciated  the  fact 
that  he  had  a  job  beyond  his  years, 
young  Fellows  realized  that  he  had 
a  lot  to  learn.  He  then  did  what 
few  people  would  have  the  courage 
to  do.  He  quit  a  good  job  and  went 
to  New  York  to  enroll  in  a  business 
administration  course  at  NYU. 
Luck  stayed  with  him.  Before  long, 
he  was  a  district  sales  manager  for 
the  New  York  Tribune,  arranging 
his  college  schedule  to  permit  his 
attending  night  courses  and  work- 

ing during  the  day.  He  was  17  at 
the  time.  But  going  to  school  at 
night  and  working  hard  during  the 
day  was  more  than  one  man  could 
handle.  So  he  resigned  from  the 
Tribune  and  returned  to  Haverhill, 
where  he  entered  the  beef  business. 

Things  then  went  along  smooth- 
ly. He  married  Janet  Edgerly  June 

10,  1919  and  was  all  set  to  settle 
down.  But  he  was  not  content  to 
sit  at  a  desk  all  day  and  do  nothing 
else.  He  also  had  community  spirit. 
He  put  the  two  to  good  use  by  pro- 

ducing shows  for  the  town  and 
staging  informal  gettogethers.  And 
most  important  of  all,  he  and  two 
friends  formed  a  singing  trio. 

The  trio  was  so  well  liked  in 
Haverhill  that  its  reputation  soon 
spread  throughout  New  England. 
Eventually,  singing  changed  from 
an  avocation  to  a  vocation  for  the 
trio.  They  played  vaudeville  all 
over  New  England.  After  a  success- 

full  turn  at  this.  Fellows  set  out 
on  his  own  as  an  m.c.  and  after- 
dinner  speaker. 

He  decided  that  if  he  could  find 
a  job  that  paid  $75  a  week  he 
would  give  up  vaudeville,  which 
frequently  netted  him  that  much 
for  a  single  appearance.  He  found 
that  job — selling  bonds. 

One  evening  Mr.  and  Mrs.  Fel- 
lows were  dinner  guests  of  friends 

who  had  been  urging  him  to  try 
radio.  He  had  not  given  much 
thought  to  it  because  he  had  always 
been  too  busy  with  his  stage  work. 

After  dinner  his  hostess  produced 
a  clipping  from  a  Boston  paper 
which  read:  "Opportunity  for  a 
Broadcasting  Career  —  Call  at 
WEEI  Wednesday,  3:30  p.m." 

Mr.  Fellows  followed  up  the  ad- 
vertisement, got  himself  inter- 

viewed, had  an  audition  before  a 
group  of  advertisers  and  was  told 
he  had  the  job.  He  was  to  be  m.c. 

for  a  local  paint  manufacturer's 
broadcasts  and  was  to  receive  $15 

per  show. He  secured  a  list  of  the  people 
who  were  to  be  on  the  show  and 
some  information  about  the  spon- 

sor's product.  Then  he  wrote  his 
first  radio  script. 

The  clients  must  have  like  his 
first  show  because  the  following 
Tuesday  morning  he  became  Bos- 

ton's first  radio  director  when  he 
joined  the  Harry  M.  Frost  agency. 
That  was  in  1928. 

Fellows  remained  head  of  radio 
for  Frost  until  1931  when  he 
switched  to  the  Greenleaf  Adv. 
Agency,  Boston,  in  charge  of  copy 
plans*-and  contact.  In  1932,  he  be- 

came assistant  general  manager 
and  commercial  manager  of  WEEI. 
He  held  this  position  for  five  years. 
When  CBS  leased  the  station  from 
the  Boston  Edison  Company  in 
1936,  he  was  appointed  general 
manager. 

HaroM' Fellows  is  active  in  many 
Boston  ,  civic  organizations.  He  is 
chairman  of  the  radio  division  of 
the  Committee  on  National  Defense 

NOTES 

CAPT.  WAYNE  RICHARDS,  former 
assistant  promotion  director  of  KSL, 
Salt  Lake  City,  has  been  appointed 
post  adjutant  at  Mather  Field,  Cal. 
F.  K.  MITCHELL,  formerly  salesman 
of  KMC,  Tacoma.  Wash.,  has  joined 
the  sales  staff  of  KIRO,  Seattle. 

CHARLES  GODWIN,  manager  of 
W71NY,  FM  station  of  WOR,  New 
YorK,  became  the  father  of  a  baby 
boy  July  17. 
AL  GAGE,  NBC  Hollywood  revenue, 
accountant,  is  the  father  of  a  boy 
born  July  17. 
ARTHUR  E.  McDonald,  formerly 
sales  manager  of  the  now  non-existent 
KEHE,  Los  Angeles,  has  joined 
KSFO,  San  Francisco,  as  account 
executive. 
BEVERLY  HERBERT,  son  of  Guy 
F.  Herbert,  manager  of  the  Toronto 
otiice  of  All-Canada  Radio  Facilities, 
has  joined  the  Royal  Canadian  Air 
Force. 
WALT  DENNIS,  sales  promotion 
manager  of  KVOO,  Tulsa,  has  been 
named  Tulsa  chairman  for  the  Victory 
Salvage  drive. 
EVANS  PLUMMER  has  resigned  as 
West  Coast  editor  of  Movie  &  Radio 
Guide. 
RAY  BBTSINGER,  formerly  of  the 
WPB,  Washington,  and  prior  to  that 
vice-president  in  charge  of  sales,  ad- 

vertising and  merchandising  of  Athe,y 
Truss  Wheel  Co.,  Chicago,  has  joined 
the  sales  staff  of  WLS,  Chicago. 

ALEXANDER  JOHN  McDONALD, 
formerly  supervisor  of  recorded  pro- 

grams at  the  Toronto  studios  of  the 
Canadian  Broadcasting  Corp.,  has  ar- 

rived in  Britain  to  join  the  CBC  Over- seas Unit. 

HAP  POLITE,  former  assistant  com- 
mercial manager  of  KPRO,  Riverside, 

Cal.,  has  been  named  commercial  man- 
ager. 
HOMER  J.  BLISS,  director  of  edu- 

cation at  WHAM,  Rochester,  on  .July 
18  married  Avis  Brooks,  also  from 
Rochester.  Mr.  Bliss  is  on  the  reserve 
list  and  expects  to  enter  the  Signal 
Corps  in  .January. 

DONALD  M.  LAWTON,  sales  pro- 
motion manager  of  KPO,  San  Fran- 

cisco, on  Aug.  1  joins  A.  E.  Nelson 
Co.,  headed  by  AI  Nelson. 

MAURICE  A.  VROMAN,  commercial 
manager  of  KFXM,  San  Bernardino, 
Cal.,  has  been  appointed  general  man- 

ager. He  succeeds  George  A.  Burns, 
who  resigned  to  join  the  Army  and  is 
now  in  officers  training.  Burns  had 
been  with  the  station  since  1934. 

of  the  Advertising  Club  of  Boston, 
chairman  of  the  public  relations 
division  of  the  City  of  Boston'^ 
Committee  on  Public  Safety,  mem- 

ber of  the  committee  on  meetings 
and  member  Luncheons  of  the  Bos- 

ton Chamber  of  Commerce,  member 
of  the  communications  section  of 
the  Massachusetts  Committee  on 
Public  Safety,  member  of  the 
blackout  committee,  member  of  the 
advisory  board  of  Burdett  College, 
member  of  the  board  of  directors 
of  the  Ad  Club. 

The  Fellows'  have  two  daughters 
— Jeanne,  18,  and  Barbara,  21 
(Mrs.  Walton  W.  Blunt  Jr.).  They 
live  in  Swampscott,  Mass. 

J"  J 

Mr.  Gentling 

GREGORY  P.  GENTLING,  52, 
president  and  owner  of  KROC, 
Rochester,  Minn.,  died  July  17 
following  a  protracted  illness. 

Prominent  in 
industry  affairs 
as  a  local  station 
operator,  Mr. Gentling  s  e  r  ved 
as  a  director  of 
the  NAB.  He  was 
also  identified 
with  activities  of 
National  I  n  d  e- 

pendent  Broad- casters in  its 
earlier  stages. 
Gregory  Phillip  Gentling  was born  at  Mankato,  Minn.,  May  3, 

1890.  He  was  educated  at  Roches- 
ter High  School  and  Tulane  U.  He 

purchased  an  interest  in  the 
Rochester  Daily  Bulletin,  which  he 
sold  to  enter  Tulane  to  study  medi- 

cine. He  left  college  to  serve  in  the 
Navy  during  World  War  I.  In 
1931  he  founded  the  Olmsted 
County  Journal  published  in 
Rochester. 

In  1935  Mr.  Gentling  entered 
radio  as  president  and  general 
manager  of  KROC.  He  was  com- 

mander of  the  local  (William  T. 
McCoy)  post  of  the  American  Le- 

gion in  1926  and  1927. 
Mr.  Gentling  is  survived  by  a 

wife  and  four  sons — David,  in  the 
Navy  Air  Corps;  Phillip,  dental 
student  at  Northwestern  U;  Allen, 
who  was  graduated  from  Tulane 
this  year.  The  fourth  son,  Gordon, 
is  10  years  old. 

Rita  Murray 

RITA  MURRAY,  42,  Hollywood 
commentator,  known  in  West  Coast 
radio  as  the  Voice  of  Friendship, 
died  in  Methodist  hospital,  Los 
Angeles,  July  17,  following  a  three- week   illness.    Entering   radio  in 
1929  Miss  Murray  was  the  invest- 

ment counsellor  of  the  air  on  CBS 
West  Coast  stations  for  several 
years.  More  recently  she  was  com- 

mentator on  the  twice-weekly  quar- 
ter-hour Voice  of  Friendship,  spon- 

sored by  Breakfast  Club  Coffee  Inc. 
on  3  CBS  California  stations.  In 
1930  she  was  given  the  award  of 
the  International  Education  Con- 

vention in  Geneva,  Switzerland,  for 
the  best  feminine  radio  voice.  Sur- 

viving is  her  mother,  Mrs.  Caroline 
Murray  of  Visalia,  Cal. 

Mrs.  Leola  A.  Brown 

MRS.  LEOLA  A.  BROWN,  48,  re- 
ceptionist of  WSB,  Atlanta,  died 

at  her  home  June  20  after  a  linger- 
ing illness.  At  WSB  since  1930 

Mrs.  Brown  was  widely  known  in 
radio  and  at  one  time  was  night 
manager  of  the  station.  For  many 
years  she  wrote  WSB's  nightly signoff  messages  during  her  spare 
time.  Surviving  are  a  son.  Jack, 
of  the  WSB  promotion  department, 
and  two  sisters. 

Sgt. 

James  Godbehere 
SGT.  JAMES  GODBEHERE, 
RCAF  observer,  formerlv  an  as- 

sistant in  the  commercial  depart- 
ment of  CFCF,  Montreal,  was 

killed  in  air  operations  over  Ger- 
many May  31.  Previously  he  had 

been  reported  missing  following 

operations. 
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HELEN  PAYNE,  of  the  CBS  produc- 
tion staff,  is  pinch-hitting  as  producer 

for  Valiant  Lady,  the  General  Mills 
show  on  CBS,  while  Ken  Fickett  takes 
his  vacation.  Miss  Payne  will  substi- 

tute for  other  CBS  iiroducers  on  vaca- tion. 

ILKA  CHASE,  commentator  on  the 
weekl.v  NBC  Luncheon  Date  With  Ilka 
Chase,  after  several  weeks  in  Holly- 

wood on  a  film  assignment,  has  re- 
turned to  New  York  and  goes  into 

rehearsal  for  "Susan  &  God",  stage production.  Miss  Chase  resumes  her 
program  Sept.  5  after  a  six-week  lay- off. 

C.  J.  MARSHALL,  for  13  years  credit 
manager  of  KHJ,  Hollywood,  has 
.joined  the  Army  as  private.  He  served 
in  the  last  World  War. 

IAN  SMITH,  former  Canadian  Broad- 
casting Corp.  Toronto  producer,  has , 

made  four  transatlantic  flights  in  ad- 
dition to  several  other  special  flights 

since  he  left  the  CBC  last  January. 
He  is  a  navigation  officer  in  the  Royal 
Air  Force  Ferry  Command,  his  pres- 

ent job  being  navigator  for  famed 
America  flyer  Capt.  Clyde  Pangborn. 

TED  ARCHER,  new  member  of  the 
announcing  staff  of  CBL  and  CBY, 
Toronto,  is  a  veteran  of  the  Second 
World  AVar.  He  returned  to  Canada 
in  April,  honorably  discharged  follow- 

ing an  accident  which  incapacitated 
him  for  further  active  service. 

HOWARD  RAY,  formerly  in  the  com- 
mercial department  of  KPRO,  River- 

side, Cal.,  has  been  named  program 
manager. 
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HAL  GRAVES,  announcer  of  WWRL, 
New  York,  has  joined  the  Enlisted  Re- 

serve of  the  Signal  Corps  and  is  study- 
ing aeronautical  radio  communications 

at  the  Melville  Radio  School.  Graves, 
who  holds  an  amateur  radio  license, 
will  continue  announcing  at  WWRL 
until  called  into  service. 

WILLIAM  LITTLEDALE,  guide  of 
NBC  Chicago,  has  joined  the  Navy  as 
a  first  class  radio  technician. 
CLEVE  CONWAY,  announcer  of 
NBC  Chicago,  is  the  father  of  a  girl 
born  July  14. 
BILL  CONRAD,  producer  of  KMPC, 
Beverly  Hills,  Cal.,  on  the  weekly 
quarter-hour  Hermit's  Cave,  sponsored 
by  Simoniz  Co.,  has  joined  the  Army 
Air  Forces  and  is  stationed  at  Santa 
Ana,  Cal.  George  Sales,  news  rewrite 
man,  has  joined  the  Office  of  War  In- formation in  San  Francisco. 

BRUCE  WENDELL,  formerly  an- nouncer of  WNEW  and  WHN,  New 
York,  and  Mark  Gregory,  recently  of 
the  Yankee  Network,  have  joined  the 
announcing  staff  of  WOV,  New  York. 

MARIE  HOULAHAN.  publicity  di- 
rector of  CBS,  San  Francisco,  has 

been  given  the  added  duties  of  director 
of  special  events  at  KQW,  CBS  afiili- 
ate. 
HAL  McINTYRE,  announcer  of 
KYA,  San  Francisco,  resigned  to  join 
the  technical  staff  of  KSFO,  San 
Francisco. 
DAVE  ORMONT  has  joined  KGFJ, 
Los  Angeles,  as  announcer.  He  suc- ceeds Joe  Tomes,  who  resigned  to  join 
KSFO,  San  Francisco. 
BOB  GARRED,  CBS  Hollywood 
newscaster,  portrays  a  football  an- 

nouncer in  the  Columbia  film,  "Spirit 

of  Stanford". WILLIS  VAN.  CBS  Hollywood  sales 
promotion  statistician,  has  resigned  to 
join  the  Navy. 
JACKSON  PARKER,  formerly  of 
NBC  Hollywood  artist  service,  and 
now  a  lieutenant  in  the  Army,  has 
been  appointed  post  theatre  officer  at 
Keesler  Field,  Miss. 
AUDREY  MAYS,  formerly  writer  and 
commentator  on  the  twice-weekly  quar- 

ter-hour program,  Sally  Madison  Shop- 
pint/  for  You,  on  WWL,  New  Orleans, 
has  joined  Weed  &  Co.,  Hollywood,  as 
office  manager  and  secretary  to  Haan 
J.  Tyler,  West  Coast  manager. 

OTIS  MORSE,  formerly  chief  an- 
nouncer of  WORK.  York,  Pa.,  has 

been  named  program  director  of 
WSBA,  York,  new  1,000  watt  daytime 
regional  scheduled  to  begin  operation 
late  in  the  summer. 

MANTON  MARRS  has  joined  the 
news  bureau  staff  of  KVOO,  Tulsa. 

DONALD  BROOKS,  news  editor  and 
commentator  of  WORL,  Boston,  re- 

ported July  18  for  active  duty  as  a 
first  lieutenant  in  the  Army.  He  is  to 
be  stationed  at  Camp  Upton,  N.  Y. 

LUELLA  RUTH  CANNAM 

NINE  YEARS  on  the  sta
ff  of 

WOW,  Omaha,  is  the  record of  Luella  Ruth  Cannam.  She 
entered  radio  as  a  pianist 

and  instrumental  ensemble  direc- 
tor. Her  aim  was  to  present  musi- 
cal programs  that  were  unusual 

and  different,  and  as  a  result  her 
Singing  Violins,  Nightingale  and 
Serenaders  and  The  Merrymakers 
all  clicked. 

Later  Luella  expanded  her  activ- ities into  the  commercial  field  and 
now,  in  addition  to  her  musical 
work,  she  is  a  star  advertising 
salesman  for  the  station. 

One  of  Luella's  hobbies  is  her 
musical  library  in  which  she  has 
collected  over  1,000  compositions 
for  string  ensemble,  300  of  them 
being  her  own  arrangements. 

ELEANOR  HANSON,  women's  ac- tivities director  of  WHK-WCLE, 
Cleveland,  has  been  appointed  chair- man of  women's  radio  activities  of  the 
War  Savings  Staff  of  Ohio. 

GORDON  CARTER,  director  of  the 
Little  Theater  of  St.  Louis  and  pro- ducer-director of  the  Civic  Theater, 
has  joined  the  production  stafE  of 
KMOX,  St.  Louis. 

ERNIE  HARWELL,  sports  announc- 
er of  WSB,  Atlanta,  has  enlisted  in  the 

Marine  Corps.  He  is  succeeded  by  Add 
Penfield,  who  has  been  with  WDNC, 
Durham,  and  WPTF,  Raleigh. 

CLETE  LEE,  Arthur  LeTourneau  and 
Vern  More,  announcers  of  KIDO, 
Boise,  Ida.,  are  now  in  military  serv- 
ice. 

o%ni€L  •  •  • A  big, 

concentrated selling  job 

at  surprisingly 

low  rates 

Affiliated  in  management  with  WJR,  Detroit,  WGAR,  Cleveland. 
NATIONAL    REPRESENTATIVE:    PAUL    H.    RAYMER  CO. 
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HUBERT  K.  GAGOS,  UP  Pacific 
division  radio  editor,  headquartered 
in  Los  Angeles,  Las  joined  the  Army 
Air  Force  as  first  lieutenant  assigned 
to  public  relations  and  is  stationed  at 
Santa  Ana,  Gal. 
GENE  ENGLISH,  in  charge  of  KNX, 
Hollywood,  auditions,  has  resigned  to 
take  a  Government  post. 
GEORGE  ROOSEN,  producer  of 
WBBM.  Chicago,  became  the  father 
of  his  third  daughter  on  July  19. 
BOB  DILLER,  announcer  of  WIND, 
Chicago-Gary,  recently  married  Helen 
Knell  of  Aurora,  111. 
JACK  KINZEL,  chief  announcer  of 
KIRO.  Seattle,  has  been  called  to  ac- 

tive Navy  duty  as  an  ensign.  Bob 
Spence  is  handling  his  duties. 
CHARLES  CORRELL,  who  portrays 
Andy  in  the  five-weekly  CBS  Amos 
'n'  Andy  program,  is  the  father  of  a 
girl,  Barbara  Jo,  born  July  21. 
S.  KEITH  JAMESON,  formerly  news 
editor  and  announcer  at  WKBN. 
Toungstown,  O.,  has  joined  the  an- 

nouncing staff  of  WMAL,  Washington. 
JAT  VICTOR,  formerly  with  WBAF, 
New  York,  and  a  writer  for  Bob  Hope, 
has  joined  WCAU,  Philadelphia. 
MEL  RUICK,  formerly  announcer  of 
the  CBS  Radio  Theater,  is  now  a 
captain  in  the  aviation  branch  of  the 
armed  forces  and  last  week  spoke  in 
behalf  of  his  branch  of  the  service  on 
Soldiers  Wiih  Wings,  new  CBS  series. 
WILLIAM  A.  HOLMES,  formerly 
KPAS.  Pasadena,  writer-announcer, 
has  been  inducted  into  the  Army. 

LT.  JACK  HUGHES,  former  news- 
caster of  CKPR,  Fort  William,  Ont.. 

is  now  stationed  with  the  coastal  pa- 
trol of  the  Royal  Canadian  Navy  at 

an  Eastern  Canadian  port. 
JIM  GARRETT,  formerly  of  KGGM. 
Albuquerque,  N.  M.,  and  WFBM, 
Indianapolis,  has  been  appointed 
chief  announcer  of  WLOK,  Lima,  O. 
AL  SIMON,  publicity  director  of 
WHN,  New  York,  who  has  been  on 
leave  since  May  to  handle  radio  ac- 

tivities in  conjunction  with  the 
Greater  New  York  War  Bond  Pledge 
Campaign,  has  been  named  radio  di- 

rector of  the  New  York  branch  of  the 
Treasury  Dept.'s  war  savings  staff. No  successor  has  been  named  by  the 
station,  which  has  granted  Simon  an 
extended  leave.  Vivian  Brown  is 
temporarily  taking  over  publicity 
duties  at  WH-N. 
JOE  COOK,  formerly  of  WSOO, 
Sault  Ste.  Marie,  Mich.,  has  joined  the 
announcing  stafE  of  WWVA,  Wheeling, 
W.  Va. 

TED  KNIGHTLINGER,  program  di- 
rector of  KMO,  Tacoma,  Wash.,  has 

been  recalled  to  active  duty  with  the 
Army  as  a  lieutenant.  Verne  Sawyer, 
chief  announcer,  takes  up  program 
work  and  promotion.  Ray  MacKenzie 
is  taking  over  all  continuity  and  copy 
details. 
DON  ALLEN,  Hollywood  production 
manager  of  Standard  Radio  Inc.,  is 
recuperating  from  a  serious  illness 
which  hospitalized  him  for  four  weeks. 

630    KG.    5000    WATTS    DAY  AND 
HIGHT    ir:    BLUE  NETWORK 

BILL  GILCHRIST,  former  Canadian 
Broadcasting  Corp:  regional  press  rep- 

resentative in  the  Maritimes ;  Bill 
O'Reilly,  formerly  assistant  Maritime 
regional  program  supervisor ;  and 
Barry  McDonald,  former  announcer  at 
CBA,  Sackville,  N.  B.,  have  aU  reached 
Britain  on  active  service  with  the  Ca- 

nadian Army  and  Royal  Canadian  Air Force. 

MRS.  RUTH  BJORK  McKENZIE, 
traffic  manager  of  KOIN,  Portland. 
Ore.,  has  been  installed  as  president  of 
the  Altrusa  Club,  Portland  chapter. 
TOM  SHANAHAN,  formerly  of 
WEMP,  Milwaukee,  has  joined  tiae  an- 

nouncing staff  of  WHBL,  Sheboygan, 
Wis.  Bob  Fling,  from  Chicago,  has 
joined  WHBL  and  is  in  charge  of  the 
Ten  Percent  Clul). 

LaVELL  (Walt)  WALTMAN,  for- 
mer program  director  and  special 

events  announcer  of  KROC,  Roches- 
ter, Minn.,  has  joined  the  announcing 

staff  of  WAVE,  Louisville. 

WES  BATTERSEA,  former  freelance 
announcer  of  KLZ,  Colorado  Springs, 
has  been  appointed  a  full-fledged  staff member. 

R.  K.  Huntington 

ROBERT  K.  HUNTINGTON,  son 
of  Mrs.  Ruth  Arnold,  Pacific  coast 
manager  of  C.  E.  Hooper  Inc.,  Los 
Angeles,  is  listed  among  those 
killed  in  action  during  the  battle 
of  Midway.  Huntington  was  one  of 
30  who  volunteered  for  the  15  tor- 

pedo plane  squadron  flight  which 
launched  attack  on  the  Japanese 
invasion  fleet.  Only  one  of  the  30 
survived. 

GLENN  RIGGS.  BLUE  announcer 
of  special  events,  has  been  designated 
announcer  for  the  NBC  Radio-Record- 

ing Division. 
Z.  V.  GWYNN.  formerly  of  WSVA, 
Harrisonburg,  Va.,  and  WFTC,  Fay- 
etteville,  N.  C,  has  joined  the  an- nouncing staff  of  WGAC,  Augusta,  Ga. 
MARY  GRATTAN,  assistant  to  BUI 
jNIiller  in  the  NBC  press  department's 
magazine  section,  has  joined  the  special 
reports  division  of  the  OWI's  Overseas Bureau.  She  is  succeeded  at  NBC  by 
Margaret  Wyvill,  formerly  of  the  sales 
department. 

SYLVIA  KALIEL,  former  assistant 
to  the  promotion  manager  of  CBS  in 
Detroit  and  previously  of  WWJ,  De- 

troit, has  joined  Atlantic  Coast  Net- work as  traffic  manager. 
NORMA  JEAN  ROSS,  actress  of 
NBC-Chicago,  is  to  be  married  to 
Wayne  Van  Dyne,  formerly  singer  of 
NBC-Chicago,  before  Aug.  1. 
JAMES  HARVEY,  announcer  of 
KYW,  Philadelphia,  has  enlisted  in 
the  Army  Air  Force  Reserve  and  has 
been  placed  on  active  duty  for  glider training. 

BOB  INGHAM,  former  sports  an- 
nouncer of  WTOL,  Toledo,  has  joined 

KLO,  Ogden,  Utah,  and  the  Intor- mountain  Network. 
JOHN  STINSON,  formerly  with 
WIOD,  Miami,  has  joined  WLW,  Cin- 

cinnati, as  the  newscaster  for  Esso 
news  programs.  Bob  Caffey,  formerly 
chief  announcer  of  WJHP.  Jackson- 

ville, Fla.,  has  joined  the  announcing 
staff  of  WIOD. 
ROGER  THOMAS,  formerly  of  the 
NBC  guest  relations  staff,  has  been  ap- 

pointed a  draftsman  and  artist  in  the 
BLUE  research  department. 

'£ve¥  a"C
oinl)ine"? 

Here's  the  doggondest  farm  machine  you 
ever  saw.  In  one,  single  operation,  it  replaces 
a  whole  flock  of  back-breaking  harvesting 
jobs — cutting,  binding,  shocking,  pitching 
and  threshing. 

In  the  advertising  field,  WIBW  is  the  com- 

bine's counterpart — an  integral  cog  in  the 
daily  life   of   678,400   farm  homes.  With 

*  From  USDA  June  1st  report. 

WIBW,  you  can  do  a  one-operation  job  of 
distribution,  selling,  establishment  of  brand 
preference  and  repeat  business  in  five  states. 

Within  our  daytime  primary  area,  farmers 
are  now  turning  a  ̂ 237,603,000.00  wheat 
crop  *  into  CASH.  In  an  already-rich  area, 
this  is  EXTRA,  SPENDABLE  INCOME. 

Harvest  your  share  with  the  WIBW  "com- 

bine." 
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(Personalities  that  sell 

Even  youthful  personalities  can  do  a  fine 
selling  job  on  the  air.  as  the  Rath  Kiddies 
Revue  has  proved.  Pictured  at  the  mike 
is  Jackie  Lee  Alton,  of  Cedar  Rapids,  a 
"personality"  younger  than  the  program itself. 

Rath  Renews 

Kiddies  Review 

on  WMMRNT 

One  of  America's  large  meat- 
packers,  the  Rath  Packing  Com- 

pany of  Waterloo,  Iowa,  measures 
its  nation-wide  business  in  mil- 
lions. 

Also,  Rath  wisely  cultivates  its 

home  market.  Already  a  long- 
time advertiser  on  WMT  (Water- 

loo-Cedar Rapids),  Rath  began 
sponsorship  of  the  WMT  Kiddies 
Revue  five  years  ago. 

Last  year,  results  led  to  a 

Cowles-station  hook-up,  including 
KRNT  in  Des  Moines.  Again  re- 

sults proved  the  effectiveness  of 

the  stations  and  the  program, 

which  continued  gaining  in  popu- 
larity to  attain  a  peak  daytime- 

rating. 

So,  this  month,  another  Rath 
renewal  becomes  effective  on 

KRNT  and  WMT— adding  an- 

other year's  group  to  this  five- 
year  parade  of  future  stars. 

KS
O»
 

KR
NT
 

BASIC  BLUE 
AND  MUTUAL 
5000  WATTS 

BASIC 
columbia 
5000  watts! 

The  Cowles  Stations  in 

DES  MOINES 

Affiliated  with  the  Des  Moines 
Register  and  Tribune 

Represented  by  The  Kcfz  Agency 

ALLEN  M.  WHITLOCK,  account 
executive  of  Marschalk  &  Pratt,  New 
York,  a  lieutenant  in  flie  Army  Air 
Force  Reserve,  lias  been  assigned  to 
active  duty  as  a  public  relations  officer 
at  the  West  Coast  Air  Force  Training 
Center,  Santa  Ana,  Cal.  Edward  J. 
Whitehead,  formerly  of  the  radio  de- 

partment, has  received  an  appointment 
to  the  Infantry  Officers  Training 
School,  Fort  Benning,  Ga. 
S.  A.  BANJTISTER,  formerly  research 
specialist  of  Shields  &  Co.,  and  Charles 
H.  Jones  «&  Co.,  New  York  invest- 

ment firms,  has  joined  Anderson,  Davis 
&  Platte,  New  York,  as  a  special  as- 

sistant to  T.  H.  Anderson  Jr.,  presi- 
dent, on  research  and  statistical  prob- lems. 

JAMES  W.  CHRISTOPHER,  for- 
merly advertising  manager  of  Colonial 

Finance  Co.,  and  well  known  in  St. 
Louis  advertising,  has  joined  Dan  B. 
Miner  Co.,  Los  Angeles,  as  chief  copy 
writer  and  account  executive. 

WILLIAM  T.  PICKERING,  presi- 
dent of  Heintz,  Pickering  &  Co.,  Los 

Angeles  agency,  has  joined  the  Coast 
Guard  as  lieutenant  (j.g.).  He  re- 

signed as  president  of  the  Los  An- 
geles Adv.  Club,  the  post  being  taken 

over  by  Fred  J.  Tabery. 
TED  H.  FACTOR,  head  of  the  Los 
Angeles  agency  bearing  his  name,  has 
joined  the  Army  Air  Force.  Aileen  Le- 
Bell  has  taken  over  agency  manage- 

ment for  the  duration. 
WALT  GREEN,  formerly  of  J.  M. 
Korn  Agency,  Philadelphia,  and  before 
that  with  Emil  Mogul  Co.,  New  York, 
has  joined  the  radio  department  of 
Philip  Klein  Adv.  Agency,  Philadel- 

l)hia. 

Morrell  Elected  V-P 
NORMAN  MORRELL,  Hollywood 
radio  division  manager  of  Lord  & 
Thomas  for  approximately  18 
months,  has  been  elected  a  vice- 
president.  Mr.  Morrell  joined  the 
firm's  New  York  staff  in  1929,  tak- 

ing over  the  Hollywood  manager- 
ship in  January  1941.  Robert  Free- 

man, art  director  of  the  agency's Los  Angeles  office  since  1927,  has 
also  been  elected  a  vice-president. 
Both  will  continue  in  their  present 
posts.  Appointments  were  an- 

nounced jointly  by  Albert  D.  Las- 
ker,  Chicago,  chairman  of  the 
board,  and  Don  Belding,  executive 
vice-president  in  Los  Angeles. 

LEONARD  M.  MASIUS,  executive 
vice-president  and  manager  of  Lord  & 
Thomas,  New  York,  has  left  for  ac- 

tive service  in  the  Army,  having  ob- 
tained a  major's  commission.  Emerson 

Foote,  vice-president,  has  assumed 
Masius'  post  as  executive  vice-president in  charge  of  New  York  operations. 
GAIL  RAPHAEL,  for  eight  years  a 
member  of  the  copy  stalf  of  Lord  & 
Thomas,  New  York,  has  resigned  to 
accept  a  commission  in  the  Navy. 
GUY  RICHARDS,  director  of  media, 
and  spacebuyer  of  Compton  Adv.,  New 
York,  has  been  elected  a  vice-president. 
Richards  joined  Compton  in  1935. 
LESTER  HARRISON  Assn.,  New 
York,  on  Aug.  1  will  move  from  14 
W.  40th  St.,  to  341  Madison  Ave. 

CHARLES  A.  WHITE  Jr.,  vice  presi- 
dent of  Earle  A.  Buckley  Organization, 

Philadelphia  agency,  has  left  to  join the  Army. 

EDMUND  T.  LUCAS,  contact  man 
and  copywriter  of  Aitkin-Kynett, 
Philadelphia,  has  been  commissioned  a 
lieutenant  (j.g.)  in  the  Navy. 
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HARRY  T.  MITCHELL,  formerly 
vice-president  and  director  of  J.  Stirl- 

ing Getchell,  Detroit,  and  prior  to  tha 
a  ijartner  in  Frederick  &  Mitchell,  Chi- 

cago, has  joined  J.  Walter  Thompson 
Co.,  Chicago,  as  account  executive. 
NATE  TUFTS,  of  the  production 
staff  of  Ruthrauff  &  Ryan,  will  be 
transferred  this  week  from  the  New 
York  office  to  Hollywood,  where  he 
will  serve  as  director  of  that  branch 
of  the  radio  department. 

GEORGE  KERN,  timebuyer  of  Ben- ton &  Bowles,  New  York,  has  received 
a  commission  as  a  captain  in  the  Army 
and  reports  at  Princeton  U  for  train- 

ing Aug.  2. 
CHESTER  T.  BIRCH,  formerly  an 
account  executive  of  Sherman  K.  Ellis 
&  Co.,  New  York,  has  joined  Pedlar 
&  Ryan,  New  York. 
LAWRENCE  MILLIGAN  has  re- 

signed as  account  executive  of  Sher- man &  Marquette,  Chicago. 

HENRY  LOUCHHEIM,  account  ex- 
ecutive of  Al  Paul  Lefton  Co.,  Phila- 
delphia and  New  York,  has  received  a 

commission  in  the  armed  forces. 

GEORGE  LAVENSON,  formerly  ac- 
count executive  of  the  Lavenson  Bu- 
reau, Philadelphia  agency,  has  com- 
pleted officers'  training  school  at  Fort Benning,  Ga. 

GEORGE  DURAM,  media  director  of 
H.  W.  Kastor  &  Sons  Adv.  Co.,  Chi- 

cago, is  the  father  of  a  baby  girl  born 
July  22. 
G.  MUNRO  HUBBARD,  president 
and  director  of  Doremus  &  Co.,  New 
York,  has  retired  from  the  firm  to  set 
up  an  independent  consulting  busi- 

ness in  the  advertising  and  public  re- 
lations fields.  He  headquarters  in  the 

New  York  office  of  Doremus.  William 
H.  Long  Jr..  Doremus  chairman,  con- tinues as  chief  executive  officer. 

Opens  Radio  Dept. 
BLUMBERG  &  CLARICH,  New 
York,  has  opened  a  radio  depart- ment under  the  direction  of  Cy 

Newman,  formerly  of  WITH,  Balti- 
more, and  WWRL,  New  York.  New- 

man has  handled  radio  sales,  pro- 
duction and  script  writing  for  Al- fred Dixon  Speech  Systems,  New 

York,  and  has  also  served  with  Leon 
S.  Golnick  &  Ass.,  Baltimore.  He  is 
currently  writing  scripts  for  Mel 
Allen's  snorts  show  on  WMCA, 
New  York.  Newman  July  17  be- 

came the  father  of  a  baby  girl,  his 
sixth  child. 

CARLTON  E.  MORSE,  Hollywood 

writer-producer  of  NBC  One  Man's Family,  sponsored  by  Standard  Brands (Tenderleaf  tea),  has  written  a  war 
theme  play  "The  American  Scene"  for presentation  at  the  Bohemian  Grove 
encampment  near  Santa  Rosa,  Cal. 
Original  music  is  by  Paul  Carson, 
organist  of  the  program. 

MRS.  ETHEL  BUTLER  YOUNG, 
52,  wife  of  John  Orr  Young,  co-founder 
and  former  president  of  Young  &  Rubi- 
cam.  New  York,  died  July  17  at  her 
home  in  Westport.  Conn. 

"Every  time  I  hear  those  recruit- 
ing spots  on  WFDF  Flint  Mich., 

1  feel  all  at  sea." 
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WDGTs  FULLTIME 

RECALLED  BY  FCC 

ACTING  on  its  own  motion,  the 
FCC  last  Tuesday  reconsidered  and 
set  aside  a  grant  to  WDGY,  Min- 

neapolis, authorizing  the  station 
ito  operate  fulltime  on  1130  kc,  and 
restored  the  station  to  limited  time 
operation  on  that  frequency  with 
5,000  watts. 
On  July  7,  the  FCC  had  au- 

thorized WDGY  to  operate  full- 
time,  using  5,000  watts  until  local 
sunset  and  250  watts  at  night. 
The  station  originally  had  sought 
an  authorization  to  operate  with 
500  watts  after  sunset  during  the 
summer  and  250  watts  during  win- 

ter months. 
No  reason  was  given  by  the 

Commission  for  its  action,  which 
summarily  terminated  its  fulltime 
authorization.  The  1130  kc.  chan- 

nel on  which  it  operates  is  regu- 
larly assigned  to  KOB,  Albuquer- 

que, which  station  WDGY  was  to 
protect  during  its  nighttime  oper- ation. 

Ear- Witness 
{Continued  from  page  32) 

contributions  followed  thick  and 
fast.  Gasoline  rationing  was  an- 

nounced. Evacuation  instructions 
were  issued.  Tighter  black-out  re- 

strictions were  given.  No  other 
medium  could  have  accomplished  so 
quickly,  and  so  completely,  the  gird- 

ing of  the  entire  British  Nation  for 
war. 

But  days  before,  in  the  prepara- 
tion for  what  was  inevitably  to 

happen,  radio  had  played  an  equal- 
ly vital  role.  The  words  have  es- 

caped my  memory,  but  the  feeling 
of  ominousness  which  they  evoked 
will  long  stay  with  me.  Strange  an- 

nouncements had  come  over  the 
loudspeaker;  announcements  in 
code,  announcements  that  said 
something  is  happening. 

Suddenly  a  voice  would  say,  "All 
ships  approaching  X  lighthouse  at 
the  mouth  of  Y  river,  please  regard 
Zones  7,  8  and  9."  It  could  mean 
but  one  thing — mines  were  being 
sown,  and  that  in  itself  could  mean 
but  one  thing — swiftly  and  threat- 

eningly WAR  was  approaching. 
On  the  peaceful  Thursday  before 

war  was  declared,  all  day  long, 
ceaselessly  over  the  air,  instruc- 

tions were  given  for  the  evacua- 
tion of  school  children  in  the  large 

metropolitan  centers  of  England, 
Wales  and  Scotland.  Where  they 
were  to  go.  How  they  were  to  be 
moved.  The  time  of  their  departure. 
What  they  were  to  wear.  The  pro- 

'  visions  and  equipment  they  were  to 
carry  with  them.  A  new  "slaughter 
of  the  innocents"  was  to  be  averted 
— and  was  BEING  averted — 
through  the  magic  of  radio. 

The  evacuation  was  to  take  place 
the  following  day,  and  when  Fri- 

day morning  dawned,  there  wasn't 
a  parent  in  the  whole  of  the  coun- 

try who  did  not  know,  to  the  min- 
utest detail,  exactly  what  to  do  in 

the  greatest  movement  of  child 
population  which  the  world  had  ever 
witnessed.  And  when  Friday  eve- 

ning came  and  those  precious  bits 
of  British  family  life  were  in  places 

'Youngest' 

'TEEN  youngsters  are  as- 
serting themselves  these 

days.  Last  week  Broadcast- 
ing reported  the  claim  of  a 

Sacramento  youngster  who 
presents  himself  as  the 
youngest  announcer.  This 
week  word  comes  from  Bob 
Corley,  18,  of  WGAA,  Cedar- 
town,  Ga.,  that  he  believes 
himself  to  be  the  youngest 
program  director. 

of  safety  and  were  well-sheltered 
and  taken  care  of,  one  could  only 
look  back  with  awe  upon  this  latest 
miracle  wrought  by  radio. 

Hitler  might  come  now.  If  his 
black  vultures  had  appeared  just 
24  hours  earlier,  one  shudders  to 
think  what  might  have  happened. 
In  but  a  brief  space  of  time,  radio 
had  arranged  to  put  these  potential 
victims  beyond  his  vile  grasp. 

Not  quite  30  years  have  passed 

since  a  flash  from  the  Titanic 
opened  up  the  longest  vista  which 
civilization  had  yet  to  view — the 
era  of  radio  communications.  And 
ever  since,  radio  has  proved  again 
and  again  its  power  against  dis- 

aster, against  fire  and  flood,  and  all 
the  other  evils  which  beset  mankind. 

They  come  at  all  times  and  in  all 
countries,  but  never  will  the  bul- 

wark of  warning  which  radio  sets 
against  them  be  better  understood 
or  appreciated  than  it  was  by 
those  of  us  who  lived  through  Sep- 

tember of  1939,  when  the  world  had 
reached  the  brink  and  was  about  to 

topple  over  it. 

STANDARD  RADIO  has  announced 
the  following  new  and  renewal  sub- 

scribers to  its  program  library  service : 
KSEI,  Poeatello;  KDTH.  Dubuque; 
WTMA,  Charleston,  S.  C. ;  KFBI, 
Wichita;  WMAL,  Washington ; 
WKAR,  East  Lansing  ;  WMMN,  Fair- 

mont, W.  Va.,  and  KBBA,  Lufkin, Tex. 

Co-Op  Series  of  Discs 
Is  Provided  by  Schlitz 
JOSEPH  SCHLITZ  BREWING 
Co.,  Milwaukee  (Schlitz  beer),  is 
furnishing  wholesale  distributors 
with  five-minute  musical  announce- 

ments produced  by  McJunkin  Adv. 
Co.,  Chicago,  and  transcribed  by 
World  Broadcasting  System  for 
placement  locally  by  dealers. 

In  addition,  the  campaign  is  spon- 
soring- two  half-hour  quiz  programs 

wecrvly,  one  in  Spanish  and  one  in 
English,  on  WKAQ  and  WNEL, 
San  Juan,  Puerto  Rico,  and  HP5G, 
Panama  City.  The  HP5G  programs, 
wired  to  all  U.  S.  Army  camps  in 
Panama,  consist  of  quiz  teams  of 
servicemen,  war  workers,  nurses, 
etc.,  before  studio  audiences  of  500 
to  600.  Daily  five-minute  transcrip- 

tions by  Peter  Cavallo's  orchestra, transcribed  by  WBS,  have  been 
placed  on  KFAR,  Fairbanks,  and 
KINY,  Juneau,  Alaska,  for  Schlitz 
brer.  Export  Adv.  Agency,  Chicago, 
handles  export  advertising  of 
SchiHz  Co. 

THE  PRETTIEST  PICTI|KE  ̂ .<t\v 

IN  CHICAGO 

Spot  business  among 

Chicago's  50,000 
watt  stations. 

WGN  CARRIES  49.5%  OF  THE  TOTAL  NATIONAL 

AND  LOCAL  SPOT  BUSINESS  ON  THE  FIVE  50,000 

WATT  STATIONS  IN  CHICAGO. 

A  Clear  Channel  Station 

50,000  WaHs 

MUTUAL 

720  Kilocycles 

BROADCASTING  SYSTEM 

BASTBRN  SAUS  OFHCE:  220  f.  42nd  Street,  New  York,  N.  Y,        PAUL  H.  RAYMER  CO.,  Los  Angeles,  Cat.,  Son  Frtmch<o,  Cat. 
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THE  Siu6inQ.6.±  OF 

BROADCASTING 

STATION  ACCOUNTS 

sp — studio  programs 
ne — news  programs 
t — transcriptiont 

sor—tpot  onitouncemenfs 
to — transcription  announcvmwts 

KQW,  San  Francisco 
Kellogg  Co.,  Battle  Creek  (Rice  Krispies), 

10  fa  weekly,  thru  J.  Walter  Thompson 
Co.,  Chicago. 

Curtis    Pub.    Co.,    Philadelphia  (Saturday 
Evening  Post),  8  sa  weekly,  thru  BBDO, 
N.  Y. 

Rosefield  Packing  Corp.,  Alameda,  Cal. 
(Skippy  Peanut  Butter),  weekly  t,  thru 
Sidney  Garfinkel  Adv..  San  Francisco. 

New  Century  Beverage  Co.,  San  Fran- 
cisco (Belfast  Sparkling  water),  5  sp 

weekly,  thru  M.  E.  Harlan  Adv.,  San 
Francisco. 

American  Cigar  &  Cigarette  Co.,  New 
York  (Pall  Mall),  34  ta  weekly,  thru 
RuthraufE  &  Ryan,  N.  Y. 

Langendorf  United  Bakeries,  San  Fran- cisco (Hollywood  Bread),  6  sa  weekly, 
thru  Ruthrauff  &  Ryan,  San  Francisco. 

Langendorf  United  Bakeries,  San  Fran- 
cisco (American  Meal  Bread),  7  ta 

weekly,  thru  Erwin,  Wasey  &  Co.,  San 
Francisco. 

Johnson  &  Johnson,  New  Brunswick,  N.  J. 
(Bandaid),  3  to  weekly,  thru  Young  & 
Rubicam,  N.  Y. 

Acme  Breweries,  San  Francisco,  4  sa 
weekly,  thru  Brisacher,  Davis  &  Staff, San  Francisco. 

Chemicals  Inc..  Oakland,  Cal.  (Vano),  5 
sa  weekly,  thru  Botsford,  Constantine 
&  Gardner,  San  Francisco. 

Lever  Bros.  Co.,  Cambridge,  Mass.  (Life- 
buoy soap),  18  ta  weekly,  thru  Ruth- rauff &  Ryan,  N.  Y. 

WEAF,  New  York 
Lever  Bros.,  Cambridge.  Mass.  (Lifebuoy), 

16  ta  weekly,  thru  Ruthrauff  &  Ryan, 
N.  Y. 

Manhattan  Soap  Co.,  New  York  (Sweet- 
heart Soap),  5  sa  weekly,  10  weeks, 

thru  Franklin  Bruck  Adv.,  N.  Y. 
Dif  Corp.,  Garwood,  N.  J.  (household 

cleanser) ,  5  sa  weekly,  39  weeks,  thru 
Grey  Adv.,  N.  Y. 

J.  L.  Prescott,  Passaic,  N.  J.  (Bulldog 
Blue  polish),  35  weeks,  5  sa  weekly, 
thru  Monroe  F.  Dreher,  Newark. 

Firestone  Tire  &  Rubber  Co.,  Akron  (in- 
stitutional), sa  weekly,  thru  Sweeney  & 

&  James  Co.,  Cleveland. 
F  &  M  Schaefer  Brewing  Co.,  Brooklyn 

(Schaefer  beer),  weekly  sp,  thru  BBDO, 
N.  Y. 

KIDO,  Boise,  Ida. 
Kellogg   Sales   Co.,   Seattle,   260   ta,  thru 

J.  Walter  Thompson  Co.,  Chicago. 
Wenatchee    Rex    Spray    Co..  Wenatchee, 

Wash.    (Flytox),    27    ta,   thru  Western 
Agency  Inc.,  Seattle. 

P.  Lorillard  Co.,  New  York  (Sensation).  6 
ne    weekly,    thru    Lennen    &  Mitchell, N.  Y. 

Luden's  Inc.,  Reading,  Pa.  (cough  drops), 4  sa  weekly,  thru  J.  M.  Mathes  Inc., N.  Y. 
Utah  Oil  Refining  Co.,  Salt  Lake  City,  sa 

series,  thru  Gillham  Adv.  Agency,  Salt 
Lake  City. 

WOWO-WGL,  Fort  Wayne 
Roman  Cleanser  Co.,  Detroit,  221  sa,  thru 

Gleason  Adv.  Agencv.,  Detroit. 
Rit  Products  Corp.,  Chicago  (Rit  Soap). 

70  fa,  thru  Earle  Ludgin  Inc.,  Chicago. 
Holland  Furnace  Co.,  Holland,  Mich.,  13 

sa,  direct. 
Fruehauf  Trailer  Co.,  Detroit.  10  sa,  direct. 
Cities  Service  Oil  Co.,  Fort  Wayne,  30  ne, direct. 
Marlin  Firearms  Co.,  New  Haven  (razor 

blades),  52  ta,  thru  Craven  &  Hedrick. N.  Y. 

KHJ,  Los  Angeles 
California-Grown  Sugar  Group,  San  Fran- cisco (beet  sugar).  2  sp  weekly,  thru 

McCann-Erickson,  San  Francisco. 

WWRL,  New  York 
Hull  Brewing  Co.,  New  Haven  (beer), 

weekly  sp,  direct. 
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WHO,  Des  Moines 
Consolidated    Products    Co.,    Danville,  111. 

(Semi-solid    buttermilk),    39    sp,  thru 
Mace  Adv.  Agency,  Peoria. 

Johnson    &    Johnson,    New    York  (Band 
Aid),   132  ta,  thru  Young  &  Rubicam, N.  Y. 

Sunway  Vitamin  Co.,  Chicago,  3  t  weekly, 
thru  Sorenson  &  Co.,  Chicago. 

Funk    Bros.    Seed    Co.,    Bloomington,  III. 
(seed  corn),  22  sp,  thru  E.  H.  Brown 
Adv.  Agency,  Chicago. 

J.  A.  Folger  &  Co.,  Omaha   (coffee),  260 
f,  thru  Lord  &  Thomas,  Chicago. 

Curtiss  Candy  Co.,  Chicago   (fruit  juice), 
195  sa,  thru  C.  I.  Miller  Inc.,  N.  Y. 

Allied  Mills  Inc.,  Fort  Wayne,  Ind.  (feed), 
2  t  weekly,  78  times,  thru  Louis  E.  Wade, 
Fort  Wayne. 

Crow's  Hybrid  Corn  Co.  (seed  corn),  3  sa weekly,  52  times,  thru  Critchfield  &  Co., Chicago. 
Northwestern  Bell  Telephone  Co.,  Des 

Moines,  7  sa  weekly,  30  times,  direct. 
Washington  Apricot  (irowers  Assn.,  Seat- 

tle, 6  sa,  thru  Izzard  Co.,  Seattle. 
Paul  F.  Beich  Co.,  Bloomington,  111. 

(Whiz),  4  sa  weekly  52  times,  direct. 
Carey  Salt  Co.,  Hutchinson,  Kan.,  1  sp 

weekly,  10  times,  thru  McJunkin  Adv. 
Co.,  Chicago. 

WOL,  Washington 
Continental    Oil    Co.,    Ponca    City,  Okla. 

(gas  &  oil),  5  ta  weekly,  52  times,  thru 
Tracy-Locke-Dawson,  N.  Y. 

Clicquot    Club    Ginger    Ale    Co.,  Maiden, 
Mass.,    6    ta    weekly,    13    weeks,  thru 
N.  W.  Ayer  &  Son,  N.  Y. 

Kellogg  Co.,  Battle  Creek  (Rice  Krispies), 
10  ta  weekly,  20  weeks,  thru  J.  Walter 
Thompson  Co.,  N.  Y. 

Curtis    Pub.    Co.,    Philadelphia  (Sateve- 
post),  17  sa,  thru  BBDO,  N.  Y. 

CFCH,  North  Bay,  Ont. 
Ontario    Fruit   Growers   Assn.,  Hamilton, 

16    sa,    thru    Rusell    T.    Kelley  Ltd., 
Hamilton.  ' Henry   K.    Wampole   &   Co.,    Perth,  Ont. 
(proprietary),  63  fa,  thru  J.  J.  Gibbons 
Ltd.,  Montreal. 

WABC,  New  York 
Marlin  Firearms  Co.,  New  Haven  (Marlin 

Razor  Blades),  3  so  weekly,  thru  Craven 
&  Hedrick,  N.  Y. 

New  York  Telephone  Co.,  New  York  (serv- ice, conservation),  5  fa  weekly,  4  weeks, 
thru  BBDO,  N.  Y. 

WPTF,  Raleigh,  N.  C. 

California  Fruit  Grower's  Exchange,  Los Angeles,  75  fa,  thru  Lord  &  Thomas, N.  Y. 
WREC,  Memphis 

Penick  &  Ford,  New  York  (starch  brand), 
10  sa  weekly,  thru  J.  Walter  Thompson 
Co.,  N.  Y 

WINS,  New  York 
I.  J.  Fox  Inc.,  New  York  (furs),  70  fa 

weekly,  6  weeks,  thru  Louis  Kashuk, 
N.  Y. 

WHN,  New  York 
National  Bowling  Recreation  Arena,  New 

York,  7  sp  weekly,  35  weeks,  direct. 
Tourneau  Watch  Co.,  New  York,  weekly  sa 

13  weeks,  thru  Mervin  J.  Chasen,  N.  Y. 
I.    J.   Fox,    New   York    (furriers),    7  sa 

weekly,  28  weeks,  thru  Lew  Kashuk,  N  Y. 
Paramount  Pictures,  New  York  (current 

movies),    5    sp    weekly,    2    weeks,  thru Buchanan  &  Co.,  N.  Y. 
Barricini    Candy    Co.,    Long    Island  City 

(candies)    4  sp  weekly,   14  weeks,  thru 
King  Adv.  Agency,  N.  Y. 

Acme  Beer  Adds 

ACME  BREWING  Co.,  San  Fran- 
cisco, has  augmented  its  seasonal 

campaign  with  a  heavy  midsummer 
schedule,  using  home  economics 
participations,  novelty  programs, 
news  and  transcribed  spots.  Two 
quarter  -  hour  participations  are 
used  weekly  on  the  Breakfast  Club 
on  KPMC  KHSL  KXO  KIEM  KHJ 
KMYC  KYOS  KDON  KVCV 
KFXM  KGB  KFRC  KVEC  KVOE 
KDB  KTKC.  The  transcribed  spots 
are  Ubcd  on  KIEM  KMJ  KYOS 
KHSL  KVCV  KFBK  KVEC  KGO 
KQW  KSFO  KJBS.  A  special  pro- 

gram. Music  for  a  Nickle  is  heard 
on  KPO.  Home  economics  partici- 

pations are  used  six-weekly  on  KGO 
KQW  KSFO  KJBS.  Three  news- 

casts weekly  are  presented  on 
KFRC.  Account  is  handled  by 
Brisacher,  Davis  &  Staff,  San  Fran- cisco. 

Lever  on  WEAF 
LEVER  BROS.,  Cambridge,  Mass., 
continuing  its  spot  announcement 
campaign  for  Lifebuoy,  set  up  on 
a  national  basis  in  the  early  part  of 
the  year,  has  signed  for  participa- 

tions on  three  package  variety 
shows  on  WEAF,  New  York: 
Studio  X,  six-weekly  half -hour; 
Rhymin'  Time,  five-weekly  quarter- 
hour;  and  Funny  Money  Man,  six- 
weekly  quarter-hour.  Lever  is  using 
transcribed  announcements  July  20 
to  Sept.  12.  Ruthraulf  &  Ryan,  New 
York,  handles  the  account. 

FONTANA  FOOD  PRODUCTS  Co., 
South  San  Francisco  (noodles,  maca- 

roni and  spaghetti),  is  conducting  a 
spot  campaign  on  KGO  and  KFRC, 
that  cit,v.  Agency  is  Long  Adv.  Serv- ice, San  Francisco. 

AFFILIATES With  the  Z_  NET,  it's  a  TRIPLE  FEATURE  at  a single  rate. 

Adv. 

Rate  Card  Adopted 

ByAtlanticHookup 
North  and  South  Units  Are 

Offered;  Discount  Scale 

FIRST  rate  card  of  the  newest  re- 

gional network,  Atlantic  Coast  Net- 
work, completed  last  week  by  Ed- 

ward Codel,  ACN  general  manager, 
offers  advertisers  a  choice  of  the 

complete  eight-station  hookup  or  a 
North  Unit  and  a  South  Unit,  each 

keyed  by  WNEW,  New  York. The  North  Unit  also  includes 
WCOP,  Boston;  WFCI,  Providence; 
WNBC,  New  Britain,  and  WELI, 
New  Haven.  The  South  Unit,  in  ad- 

dition to  WNEW,  is  made  up  of 

WPEN,  Philadelphia;  WFBR,  Bal- 
timore, and  WWDC,  Washington. 

Base  rates  for  an  hour  of  Class 
A  time  (6-11  p.m.,  weekdays;  1-11 

p.m.,  Sundays)  are:  Basic  Net- work, $1,775;  North  Unit,  $1,175; 
South  Unit,  $1,245.  Class  B  time 
(8  a.m. -6  p.m.,  weekdays;  8  a.m.-l 
p.m.,  Sundays;  11  p.m.-12  mid- 

night, all  days)  hourly  rates  are: 
Basic  Network,  $1,025;  North  Unit, 
$665;  South  Unit,  $735. 

Scale  of  Discounts 

Basic  ACN  network  rates  are 
subject  to  discounts  scaling  from 
25%  for  a  13-time  contract  to  50% 
for  a  260-time  contract.  For  the 
North  or  South  units,  the  discounts 
run  from  15%  for  13  times  to  40% 
for  260  times.  WBOC,  Salisbury, 
Md.,  and  WJEJ,  Hagerstown,  Md., 
are  available  with  either  the  full 
network  or  the  Southern  unit,  fed 
from  WFBR.  Permanent  Class  A 
lines  connect  the  ACN  stations. 

In  releasing  the  new  rate  card, 
Mr.  Codel  also  announced  a  sched- 

ule of  network  features  to  originate 
from  WWDC  as  soon  as  the  round- 
robin  hookup  between  New  York 
and  Washington,  permitting  in- 

stantaneous switchover  from  one 

point  of  origin  to  the  other,  is  com- 
pleted, probably  about  Aug.  1. 

These  new  ACN  programs,  now 
in  the  process  of  preparation  by 
Bennett  Larson,  manager  of 
WWDC  and  program  supervisor  for 
the  network,  include  a  news  com- 

mentator, a  news  roundtable  of 
leading  Washington  correspondents, 
a  series  of  symphonic  concerts, 
music  from  service  bands,  Govern- 

ment programs  and  an  outstanding 
feminine  commentator.  ACN  is  cur- 

rently broadcasting  two  series  of 
news  programs  from  London, 
through  the  cooperation  of  the BBC. 

Scout  Salvage  Spots 

BOY  SCOUTS  of  America  last 
week  mailed  announcements  in 
script  form  to  every  station  for  use 
in  promoting  all  salvage  drives. 
With  authorization  of  the  salvage 
section  of  the  WPB  materials  di- 

vision, local  Boy  Scout  services  are 
offered  in  collecting  scrap.  A  quar- 

ter-hour script  promoting  the  sal- 
vage drive  is  being  prepared  for 

early  distribution  to  300  stations. 
Scouts  will  be  enlisted  as  actors  in 
local  presentations. 
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LOMAX  &  MOLGAARD,  San  Fran- 
cisco (Dr.  Hamilton's  dog  food),  using 

■radio  for  the  first  time,  started  a  cam- 
paign in  five  California  markets  re- 

cently, using  participations  on  home 
economics  and  news  programs,  as  well 
as  spot  announcements.  The  stations 
fire  KSBO  KJBS  KROY  KFRE 
KGDM.  As  distribution  of  the  product 
increases  additional  radio  will  be  used 
in  new  markets,  according  to  the  Fred- 

erick Seid  Adv.  Agency,  San  Fran- 
cisco, which  handles  the  account. 

-,  ROOS  BROS.,  San  Francisco  (cloth- 
,].  ing  store  chain),  on  July  17  shifted  its 

Speaking  of  Sports  program  conducted 
by  Ernie  Smith  to  KFRC,  where  it 
■is  heard  weekly.  Agency  is  Lord  & Thomas,  San  Francisco. 

■NEW  CENTURY  BEVERAGE  Co., 
|San  Francisco  (Belfast  sparkling 
water),  has  renewed  for  26  weeks  its 
five  quarter-hour  newscasts  weekly  on 
KQW,  San  Francisco.  Agency  is  M. 
iE.  Harlan  Adv.,  San  Francisco. 
ITALIAN  VINEYARD  WINE  Co., 
•Guasti,  Cal.  (I.  V.  C.  wines),  in  a 
;13-week  campaign  which  started  July 
13,  is  using  more  than  500  transcribed 
spot  announcements  on  four  stations 
in  the  Los  Angeles  area.  List  includes 
KHJ  KIEV  KRKD  KFWB.  Agency 
is  Dan  B.  Miner  Co.,  Los  Angeles. 
.HUDSON  SALES  Corp.,  Los  Angeles, 
in  a  four-week  test  campaign  directed 
to  1942  auto  priority  holders,  on  July 
22  started  using  more  than  300  tran- 

scribed minute  announcements  on  six 
Southern  California  stations,  KFAC 
KMPC  KFVD  KIEV  KFOX  KFXM. 
Participation  in  the  late  afternoon  Sat- 
,urday  newscast  on  KHJ,  Hollywood, 
^is  also  utilized.  Agency  is  the  Mayers 
Co.,  Los  Angeles. 

jPABST  SALES  Co.,  Chicago,  is  ex- 
panding activities  in  the  New  York 

■Jewish  market  by  sponsoring  a  new 15  minute  program  on  WEVD  titled 
Jewish  Festivals  and  Other  Jolly Functions.  Program  is  produced  and directed  by  the  Joseph  Jacobs  Jewish 
Market  Organization.  Lord  &  Thomas, •Chicago,  handles  the  account. 
'GOODYEAR  SERVICE  Stores,  Los •Angeles  (Southern  California  chain), to  promote  its  service  departments,  in a  four-week  campaign  which  started July  11  is  sponsoring  a  weekly  quar- 

ter-hour newscast  on  KECA,  that  city. ,In  addition  two  spot  announcements per  week   are   being  used  on  KFI .with  placement  direct. 
.GILSON  MFG.   Co.,   Guelph,  Ont., (furnaces)  on  Sept.  2  starts  weekly 
•quarter-hour  Qiieer  Quirks  on  CFRB 
iToronto.  Account  was  placed  by  R.  c' Smith  &  Son,  Toronto. 

WAR  WORKERS 
LIKE  MY  STUFF 

AP  news  every  daylight  hour. Five  talent  shows  from  Army camps.  Best  In  music,  etc.  That's why  I  can  sell  your  goods  in  8 counties  in  Maine;  10  in  New Hampshire;  4  in  Mass. 

^at.Reps.:  JOSEPH  HtR-SHEY  MtGILLVHAj 
Boston  Rep.:  BLR.THA  8ANNAN  J 

P  &  G  Elevates  Ramsey 
WILLIAM  M.  RAMSEY  has  been 
appointed  director  of  radio  for 
Procter  &  Gamble,  Cincinnati,  ac- 

cording to  an  announcement  by  Wil- 
liam G.  Werner,  manager  of  the 

advertising  division.  Mr.  Ramsey 
has  handled  P  &  G's  radio  adver- 

tising for  a  number  of  years. 

F  &  M  SCHAEFER  BREWING  Co., 
Brooklyn,  which  shifted  The  Schaefer 
Revue  from  a  weekly  half-hour  show 
on  WEAF  to  a  twice-weekly  quarter- 
hour  program,  in  the  spring  will  add 
another  quarter-hour  starting  Aug. 
28,  making  it  thrice-weekly  at  7 :30 
p.  m.  Agency  is  BBDO,  New  York. 

ALBERS  Super  Markets,  Cincinnati, 
has  contracted  with  WKRC,  Cincin- 

nati, for  sponsorship  of  Your  Friendly 
Philosopher,  Mondays  thru  Fridays, 
6 :30-6 :45  p.m.  The  program  features 
Karl  Zomar  as  the  Friendly  Philoso- 

pher, and  the  Anton  Bilotti  Quintette, 
composed  of  members  of  the  Cincin- nati Symijhony. 

METRO  -  GOLDWYN  -  MAYER  Stu- 
dios, Culver  City,  Cal.,  seeking  talent 

for  a  permanent  dancing  chorus  of  26 
girls,  in  a  five-day  campaign  which 
started  July  17  used  facilities  of  six 
stations  in  that  area,  with  dail,y  an- 

nouncements on  KFWB  KMTR 
KFAC  KMPC  KRKD  KGFJ.  Agency 
is  J.  Howard  Johnson  Adv.,  Holly- wood. 

FEDERAL  SAVINGS  &  Loan  In- 
stitute, Los  Angeles  (investments),  in 

a  13-week  campaign  which  starts  Aug. 
16  will  sponsor  the  weekly  quarter- 
hour  UP  feature.  We  Cover  the  Battle- 
front,  on  KFI,  that  city.  Firm  con- 

templates heavy  use  of  Southern  Cali- 
fornia radio  in  fall.  Blwood  J.  Robin- 

son Adv.,  Los  Angeles,  has  the  ac- count. 

•  ̂ ^^^ 

When  you  think  of 

SPOTS... 

think  of  lohn  Blair! 

JOHIfblifftll 

&  COMPANY 
NATIONAL  STATION 
REPRESENTATIVES 

MtCAOO  •  NfW  TOIH  .  eniOlT  •  (T  lOUIl  •  UN  MANQtCO  .  let  ANOIIII 

Sales  Management 

Magazine  estimated 

Memphis'  increase  in 
retail  sales  for  the  12 

months  ending  Febru- 

ary 28,  1942,  led  every 
other  big  city  in  the 

country,  with  an  esti- 
mated 57  per  cent  in- 

crease! 

Get  your  share  of  this 

^86,900,000  increase 
.  .  .  increase,  mind  you 

...  by  putting  WMC 

on  your  schedule  now. 

\ 

Memphis  Tennessee 
5,000  WATTS  DAY 
1,000  WATTS  NIGHT 

NBC  RED  NETWORK 

OWNED  AND  OPERATED  BY 

The  Commercial  Appeal 

REPRESENTED  NATIONALLY 

BY 

THE  BRANHAM  CO. 

Member  of 
South  Central  Quality  Network 

WMC  Memphis  WJDX  Jackson,  Miss. KWKH-KTBS  Shreveport 
WSMB  New  Orleans 
KARK — Little  Rock 
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XLIIL  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  TEXAS 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

All  Units Urban  Units Rural-Nonfarm  Units Rural-Farm  Units 

% Radio % Radio % Radio % Radio Units Radio Units Units Radio Units Units Radio Units Units 
Radio Units 

9,643 53 6 5,176 3,536 73 3 
2,591 1 ,726 61 2 1  057 

4,381 
34 9 

1  528 352 
76 

1 

'268 

241 79 7 

'192 

'ill 

68 2 76 
8,525 

59 
6 5,091 2!  803 73 9 2!  071 2,643 60 3 

1,593 3,079 
46 3 

1,427 960 
59 

7 572 108 46 7 50 687 

64 

3 
442 

165 48 7 80 
1 ,967 74 1 1 ,459 1 ,390 77 8 

1 ,081 
577 

65 

5 378 
699 83 

6 585 261 

83 

7 
219 

438 

83 

5 366 
4,104 

41 
0 1,683 1,800 

49 

0 881 2,304 34 8 

802 

4,772 42 9 
2,047 1,749 

59 

5 
1,040 3,023 

33 3 
1 ,007 1 , 592 65 4 1,042 

504 
68 4 

345 1,088 
64 1 

697 

l!212 
59 

4 720 470 

61 

8 291 
742 

57 

9 429 

5,512 
42 

5 2  341 969 61 6 597 1,672 54 7 
914 

2  871 28 9 830 
2^025 67 9 l!375 952 

76 4 727 

'130 

62 

6 

81 

943 

60 

1 567 
3,971 

56 
6 2,246 1,746 65 1 1,136 

790 
60 

9 481 
1,435 

43 

8 629 
12, 145 66 6 8  ,081 5  304 

77 

1 
4 ,087 

1 ,673 

67 

8 
1 , 134 5,168 

55 3 

2 ,860 
84^692 76 1 64^431 67^579 77 4 52 ! 293 121393 78 4 

9^711 4^720 
51 4 

2  [427 
1,159 64 7 750 362 76 6 

277 797 
59 3 473 

'344 

63 2 217 43 61 5 26 301 63 4 191 
4,297 67 3 2,894 1,780 74 8 

1,331 2,517 

62 

1 1 .563 
13,432 58 2 

7,829 5 , 041 75 6 31783 2,125 

55 

6 1 ,182 6,266 

45 

7 

2,864 
6  507 63 2 

4 '.  112 
1  350 90 0 

1,216 2,811 68 0 1  [912 
2,346 

-  41 

9 984 

7,198 55 3 3  978 3,456 
69 5 

2,400 
1  001 68 7 

687 

2,741 
32 5 891 1.626 53 6 

'869 

'977 

61 8 

'604 

'369 

37 7 139 280 45 0 126 
1,066 

66 
1 704 465 

74 

8 348 601 59 2 356 
1 ,343 34 9 469 828 39 8 

330 
515 

27 

0 

139 
7^288 71 1 5,183 3 ,920 79 i 3!  loi 774 65 3 505 

2,594 
60 8 

1,577 
4,679 35 9 

1,681 
1  583 54 3 859 

3,096 

26 

6 822 
2,880 

62 
9 l!811 l!l74 

68 2 801 
1,706 

59 2 
1,010 6,012 53 1 3,190 2!  665 

67 3 
1,793 

980 68 4 671 

2,367 

30 7 726 
1,509 52 8 798 969 58 1 

563 
540 43 6 235 3 ',  140 63 9 2 , 009 1 ,391 73 7 

1,026 1,749 
56 2 983 

19 ,721 48 9 9,644 11  071 53 7 5  949 3  550 

42 

8 1  521 
5,100 

42 6 
2,174 2  [665 

49 
3 1^313 

'882 

57 9 

'511 

'l47 

61 3 

90 

1,636 

43 

5 

'712 

1,757 
87 

5 1,537 1,242 88 4 
1,097 

515 

85 

4 440 
8,153 45 1 3,683 2 ,980 

58 8 
1 , 751 5,173 

37 4 1 ,932 1 ',  134 75 9 861 358 78 3 280 776 74 8 581 

2 ,097 65 2 1 ,367 1,580 

68 

0 
1,074 

517 56 7 293 
10! 603 50 2 5^337 

2  [968 
69 

3 
2,015 1,869 

51 3 959 
5,826 

40 

6 2,363 
3,321 72 5 2,407 1,877 

77 8 1,461 228 71 2 162 
1,216 

64 5 784 
3,403 64 4 2,193 1 , 557 

67 5 
1,051 1,846 

61 9 
1,142 886 63 1 560 

406 
63 

5 258 480 62 9 

'302 

1 ,235 58 9 728 
402 

60 

5 
243 

833 58 2 485 
5^457 67 9 3,704 1,668 74 2 1^238 1,052 

67 

0 704 

2,737 

64 4 
1,762 12,698 71 0 9,017 2,533 

77 8 
1 ,971 2,139 

72 3 
1,547 8,026 

68 

5 
5,499 

2  722 
67 

0 1 .824 914 69 5 
635 

236 70 6 167 
1,572 

65 0 1 ,022 4 ',  716 45 1 2  128 
2,423 

56 8 1 ,376 
2  [293 

32 8 

'752 

3  305 65 1 2. 149 1  966 73 5 
1 ,445 

365 58 5 214 974 50 3 

490 5^282 66 2 3^494 

'960 

72 

2 693 
1,135 

70 2 797 
3,187 

62 

9 
2,004 1,571 65 9 1,036 

684 
63 7 436 887 

67 

6 600 
6 , 376 

74 
7 4  763 2  725 79 2 

2!  158 
534 

74 

2 396 
3,117 

70 9 
2 ,209 

5 ',  121 61 2 
3 ',  134 

957 74 2 

'710 

876 64 7 567 

3^288 

56 5 
1^857 1  900 

66 
2 1  258 787 74 0 582 52 58 8 31 

1 , 061 
60 8 

645 

'806 

81 7 

'657 

764 

82 

3 629 

42 

67 6 

28 

719 63 2 4,54 
581 

60 2 350 138 75 6 

104 

2  654 72 2 1 , 915 1 , 112 71 9 
799 1 , 542 

72 3 
1  116 

'  447 

53 8 240 377 53 4 
201 

70 55 9 39 

1 , 732 78 2 1  354 1  184 

83 

6 
989 

179 68 3 122 369 65 7 243 
113^020 

85 
0 96! 130 92^054 87 8 80 , 822 15,031 76 9 11,561 

5,935 
63 1 

3,747 3,990 68 4 2,730 1,634 
70 5 

1,151 
284 

56 

9 162 
2,072 

68 4 
1,417 1 , 600 81 5 1 ,304 738 

86 7 640 128 70 8 91 
734 

78 0 

573 
3*347 69 

1 2  311 738 

80 

2 592 573 59 8 343 2  036 

67 

6 
1  376 

9  243 74 2 6  856 
3 ,279 

86 3 2,831 1 ,940 

68 

3 1  326 4  024 

67 

1 2  699 
6!490 

50 
3 3!  265 2!  133 

62 7 
1,337 l!064 

56 4 
600 

3!  293 

40 

3 
l!328 2,020 67 4 1,363 833 75 3 627 

1,187 

62 0 736 
1  909 37 9 726 

1 ,252 
34 8 435 657 44 3 291 

1  996 75 7 1  511 983 77 1 758 
1  013 

74 3 753 

4  718 
50 

0 2  360 1  244 54 0 672 2  000 71 4 1  428 1  474 17 7 260 
8,372 68 0 5^693 3!  867 

75 

8 
2,931 1^860 

69 2 
1^287 

2^645 

55 8 

1,475 4,445 
80 

3 3,568 2,875 
81 5 2,343 1,516 

78 8 
1,194 

54 56 6 31 
779 63 5 494 361 

66 

3 239 
418 

61 1 

255 

12  918 64 1 8  288 4  628 75 5 3  492 
2 , 421 

67 

4 1  631 

y  5 , 869 

53 9 3  165 

31  604 73 1 23  088 24  831 77 5 19  244 4  643 58 2 2  703 2  130 53 6 1  141 5 ',830 
62 2 3!  622 2^232 79 1 

l!766 

'490 

53 1 

'26O 

3!  108 
51 3 l!596 

8 , 8.57 47 
5 4,203 1,815 

62 4 
1,132 2,015 

49 3 993 
5,027 

41 3 
2,078 

1 1  007 68 9 7  581 1  939 82 5 1  599 2,772 

66 

7 1  850 6  296 65 6 
4  132 

7  555 42 5 3  209 772 69 5 

'  536 

1  812 

59 

3 

1 '  074 

4  971 32 2 1  599 

3  265 64 3 2  099 1  272 

66 

8 850 1  993 

62 

7 1  249 
2^814 76 6 2^156 

'809 

78 

6 636 

'456 

72 7 332 
1^549 

76 

7 l!l88 1,386 65 
4 908 641 66 1 425 

745 
64 8 

483 

7  709 
43 

5 3  355 989 

66 

3 
656 

2  398 64 5 1  548 4  322 

26 

6 1  151 
2  255 61 3 1  383 

'  709 

66 

8 473 1  546 

58 

8 910 
5  440 

42 
6 2  324 950 

70 

1 666 1  186 58 3 
691 

3  304 29 3 967 
2!  138 39 2 

'840 

785 37 6 
295 

'451 

43 3 
195 

'902 

38 8 350 
2,243 69 9 1  570 973 78 2 761 768 70 5 

541 502 
53 5 268 

22,150 82 9 18,363 18,079 
84 

8 15,325 3,053 
76 8 

2,344 1,018 
68 2 694 

1.522 73 7 1,122 694 78 2 543 828 70 0 579 

2,813 57 8 1,624 1,030 
69 

7 
718 288 

54 5 157 

1,495 

50 1 749 323 81 2 263 144 87 2 126 179 

76 

4 

137 
2,087 37 8 789 674 

52 

0 
351 

1,413 
31 0 438 

6,266 46 
.7 

2,930 1,171 61 9 

'725 

1,253 
57 3 718 

3,842 
38 7 

1,487 6,763 86 
.0 

5,816 3,810 
87 

8 
3,345 2,239 

86 3 1,933 714 75 4 538 

19,497 
76 

.2 14,851 9,813 82 6 
8,106 3,497 

71 3 2,495 6,187 
68 7 

4,250- 

16,287 
69 

.8 11,368 7,466 
75 

5 
5,640 

7,311 

70 0 
5,118 1,510 

40 4 

610 

5,599 38 .8 2,174 1,694 
54 

4 922 823 55 8 459 
3,082 

25 7 

793 

6,240 50 .1 3.127 1,896 
65 

.1 
1,234 865 

61 

1 528 
3,479 

39 2 
1,365 5,056 78 .8 3,982 2,361 84 

.0 
1,984 797 

75 1 
599 1,898 

73 7 
1,399 

Cities  of  25,000  Or  More  Population 

City 

Units 

%  Radio 
Radio  Units 

Abilene  

7,450 

87 0 6 

479 
Amarillo  

14,479 

91 

9 13 

305 Austin  
22,519 

78 9 

17 

775 

Beaumont.  .  . 
16,199 

77 6 

12 

568 
Corpus 

Christi .... 
15,608 

72 6 11 

335 Dallas  
84,091 

87 1 73 

218 
El  Paso 

24,831 
77 5 19 

244 
Fort  Worth .  . 51,620 85 5 44 

111 
Galveston. .  .  . 

16 , 474 
84 8 13 

968 
Houston  

107,530 
85 7 92 

165 Laredo  

8,523 

45 9 3 

912 Lubbock  

8,674 

84 

9 7 

364 
Port  Arthur. . 

12,401 
84 3 

10 

450 San  Angelo.  . 

7,233 

79 

8 5 

775 San  Antonio. 
65,745 

76 8 50 

505 
Tyler  

8,037 

82 1 6 

597 Waco  
15,870 

78 5 12 465 

Wichita  Falls. 

13,057 

84 

6 11 

048 

(Continued  on  page  42) 
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The  GIGANTIC  State 

in  SIZE  •  in  WEALTH  •  in  COUNTIES 

in  LISTENER  LOYALTY  •  in  RADIO  HOMES 

and 

SALES  OPPORTUNITY 

Cover  TEXAS! 

Sell  TEXASI 

VIA  THE  r~— r 

4-STATION PLAN 

WRITE  FOR  DETAILS 

KGNC  KFYO  KTSA  KRGV 

AMARILLO LUBBOCK  SAN  ANTONIO 

Central  Sales  Office  805-6  Tower  Petroleum  BIdg.,  Dallas,  Texas 

WESLACO 

BROADCASTING  •  Broadcast  Advertising July  27,  1942  •  Page  41 



CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  TEXAS 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

(Continued  from  page  UO) 

All  Units 

Milam  
Mills  
Mitchell  
Montague  
Montgomery.  .  . 

Urban  Units 

% Radio % Radio % 
Radio 

% Radio 
Units Radio Units Units Radio Units Units Radio Units Units 

Radio 
Units 

3 208 
63 

8 2,049 1,127 
69 6 785 

702 
59 .8 420 

1,379 
61 .2 

844 

3 705 64 1 2,372 837 81 7 683 
735 

61 0 
448 

2, 133 58 2 1 ,241 737 80 2 591 
420 

82 

.8 

348 

'317 

76 

.8 

'243 

3 008 
72 

0 2,165 1^053 
77 

6 

'817 

720 73 7 
531 

1,235 
66 2 

817 
4 228 56 8 2,397 735 66 6 

490 

2,108 
60 8 

1,281 1,385 
45 2 626 

146 403 82 4 120,628 115,028 85 9 98,791 23,666 

73 

1 
17,289 7,709 

59 0 
4,548 12 727 45 3 5  754 5  173 68 1 3  520 

1 ,903 
51 7 983 5  651 22 1 1  251 478 82 

3 

'394 

68 98 5 67 

'l51 

87 8 
133 

'259 

75 

0 

'194 

3 962 
67 

1 2.659 
862 

65 4 
564 795 

68 

1 
542 

2,305 

67 

4 
1,553 3 710 55 5 

2,057 
1,601 66 2 1,060 610 58 9 359 

1,499 
42 5 

638 1 137 72 6 825 
715 

77 5 554 
422 

64 2 271 
8 069 53 2 4  296 1  386 72 2 1  666 2,027 

61 

2 1 ,241 4,656 
44 1 

2  055 23 782 44 4 10^554 11! 543 48 0 

5 ',545 

4,263 

36 

4 
1,552 7,976 

43 3 

3!  457 
10 317 

62 
9 

6,489 2,291 

71 
1 

1,629 2,681 
66 0 

1,769 5,345 
57 8 

3,091 3 179 72 6 2,308 834 74 5 621 398 

69 

6 277 
1,947 

72 

4 
1,410 1 803 56 5 

1,020 
607 67 9 412 1,196 50 8 608 

8 002 
63 

6 5  087 1  [973 74 4 1  468 1,032 

63 

6 656 
4,997 

59 3 

2,963 
7 733 37 6 2!  905 

1,'359 59 

3 

'806 

l!066 56 6 603 
5^308 

28 2 

l!496 

5 440 78 7 
4,280 3,413 

80 6 2,751 

962 
78 3 

753 

1,065 
72 9 776 815 43 6 355 

430 
55 4 238 385 

30 

4 

117 13 314 74 1 9,862 5,484 82 3 
4,512 2,032 71 6 

1,455 
5,798 

67 2 

3,895 
5 289 88 0 4  655 2,892 83 6 

2,417 
1 ,859 93 8 1  743 538 92 0 

495 
562 63 

2 

'355 

363 
59 2 

'215 

199 

70 

6 

140 
2 758 

60 
4 1,664 1,364 

72 

5 989 
1,394 

48 4 

675 
2 846 55 2 1,571 

'779 

66 8 
52i 

698 60 3 421 
1,369 

46 0 629 
4 351 45 4 2,021 949 61 6 

584 

1,465 
47 3 693 

1,937 
38 4 744 

580 
48 

1 279 419 46 0 
193 

161 53 5 86 
39 163 80 0 31,338 28^666 80 5 23,624 8,788 80 4 

7,064 
1,775 

70 4 

1,250 

1 216 47 9 583 
959 

53 9 
517 

257 

25 

5 

66 

4 735 50 3 2,383 1,946 62 2 i,2ii 868 47 0 408 
1,921 

39 8 764 
8 623 70 6 6,082 3,208 

78 

8 
2,527 

1,931 71 8 
1,386 3,484 

62 3 

2,169 

6 179 69 0 4  271 1  325 78 4 1  038 2,013 

70 

1 

1 ,411 
2,841 

64 1 
1  822 4 240 42 

1 l!788 

'756 

58 1 

'439 

'979 

52 

1 

'510 

21505 

33 5 839 
9 200 58 9 5,416 868 3,002 70 7 

2,123 2,027 

54 

6 
1,107 4,171 

52 4 

2,186 
1 507 57 6 665 60 5 

402 

842 
55 

3 466 

134 24 6 33 50 

30 

2 15 84 21 7 

18 

874 57 9 505 306 

63 

9 195 568 54 6 

310 
3 135 

71 
8 2,252 1^546 

79 9 i;236 

641 
68 9 

441 954 

60 

9 581 
1 368 

65 
2 893 686 65 2 

447 
682 65 3 446 267 80 

1 214 

98 

79 6 

78 

169 80 4 136 
897 47 9 430 606 45 3 

275 
95 

46 

2 44 196 56 6 

111 
3 227 61 9 1 ,999 2,035 66 9 1,362 539 

57 

5 310 
653 

50 0 

327 
2 560 

63 
9 1^635 1,191 69 4 826 

1,369 

59 1 809 
13 048 61 5 8,027 51250 75 3 

3^952 1,932 
59 5 

1,149 
5,866 

49 9 

2,926 
4 567 70 2 3,206 1.044 

68 

3 713 888 72 2 641 
2,635 

70 3 
1,852 2 673 67 8 1,812 1,041 68 5 713 461 

60 

1 308 
1,171 

67 6 

791 
1 898 30 1 570 864 32 1 277 

444 
27 3 121 

590 

29 

2 172 
6 612 43 1 2,862 

794 
74 1 588 

1,574 
59 2 

932 

4,244 
31 6 

1,342 

3 048 39 5 1,205 973 61 1 
594 

2,075 

29 5 611 
4 457 36 0 1,602 1,276 59 1 754 

3,181 
26 7 848 

6 405 
52 

4 
3,365 

904 73 1 661 
3,356 

57 6 
1,934 

2,145 
35 

9 

770 
8 866 52 

1 4  622 1  884 

64 

3 1 ,211 
2,175 

61 5 1  338 4  807 43 1 
2  073 1 002 

80 
4 

'805 

'517 

82 2 

'425 

'485 

78 

5 

380 

2 256 51 8 1,169 
870 

66 1 575 

1,386 

42 8 594 
1 695 67 9 1,152 767 

68 

2 

'523 

208 58 0 121 720 70 5 

508 

86 
84 

0 
72 

72 82 6 59 14 91 7 

13 

13 819 
82 

1 11  345 9  697 84 2 8  165 1  287 77 6 
998 

2  835 

77 

0 

2,182 

3 085 57 0 
2, '221 

l!l58 
71 5 

828 1^927 
72 3 

1,'393 

3 498 68 0 2,380 

1,'412 

75 3 1^063 
618 60 1 371 

1,468 
64 4 946 

27 326 
71 

2 19,443 16,689 78 0 13,014 
4,606 

68 

9 
3,174 6,031 

54 

0 

3,255 364 54 4 198 146 

54 

1 79 

218 

54 6 119 
3 050 

32 
5 991 1  004 46 1 463 2  046 

25 

8 528 
2 843 34 7 982 

'8i2 

55 4 

'456 

'332 

45 5 151 
1^699 

22 4 381 
1 370 63 0 863 373 71 4 266 

997 

59 

9 

597 
1 514 

69 
3 1,050 

726 
66 4 

482 
788 72 0 

568 5 302 50 2 2,665 1,881 

63 
6 

1,195 1,611 
53 2 857 

1,810 
33 8 613 

2 171 41 6 903 
1  ,  OoO 

41 4 573 
374 

42 3 
158 

412 41 8 

172 
3 872 51 5 1,995 1,822 

52 6 
958 2,050 

50 

6 

1,037 
1 225 67 0 821 711 63 7 453 

514 
71 7 

368 

3 323 74 2 2,467 2^715 77 
5 2463 105 

65 

7 

69 

503 
58 7 

295 8 272 48 5 4,024 1,415 
62 7 887 

1,858 

59 

6 
1,107 4,999 

40 6 

2,030 

2 150 62 0 1  333 657 67 6 
444 

1  493 59 6 889 
3 332 66 9 2^226 

1 ',  466 

70 2 

1 ',  029 

440 

69 

8 307 
l!426 

62 4 890 
5 433 64 9 3,528 1,779 

81 9 
1,458 1,121 

67 3 755 
2,533 

51 9 

1,315 

g 009 50 0 3,006 1,343 
64 

3 864 
2,165 

54 0 
1,169 2,501 

38 9 

973 1 204 
89 

9 1.083 
1,078 

89 2 962 126 95 8 121 
2 426 41 5 1  Oil 869 

55 

1 479 
1  557 

34 

2 
1 325 65 1 

'863 

644 

64 

2 413 

'681 

66 1 450 
8 829 49 7 4,419 2^51 

75 

7 
2,332 

49 3 
1,150 4,346 

37 

7 

1,640 
13 502 58 7 7,924 4,490 

73 0 
3,279 2,823 

61 

2 
1,728 

6,189 

47 1 

2,917 3 254 36 1 1,177 1,544 
50 6 

781 

1,710 

23 

0 

396 
4 644 75 2 3,487 2i8ii 

77 

5 
2!  179 677 

72 1 
488 1,156 

71 

0 820 
23 993 65 7 15,753 17,147 70 4 12 , 076 3,591 

60 8 

2,185 3,255 
45 8 

1,492 

1 136 85 8 974 
688 

87 4 601 448 83 3 373 
353 90 3 318 229 91 4 209 124 88 1 109 

4 598 65 7 3,022 2,060 
70 3 

1,448 1,316 
58 0 764 

1,222 
66 3 810 

5 116 
74 

8 3,814 1,862 

89 
1 1,660 1,808 

66 5 
1,203 1,446 

65 8 951 
5 357 

38 
7 2,078 1,418 

56 9 
807 

3,939 
32 3 1,271 5 612 62 6 3,510 l!788 

77 4 l!384 1,009 
58 2 

587 2,815 
54 7 

1,539 1 504 
78 

1 1,175 542 77 3 419 962 78 6 756 
2 029 65 6 1,332 786 64 5 507 

754 

78 

5 592 489 47 6 

233 
5 163 47 1 2,432 

2,878 
58 4 

1,680 
2,285 32. 

9 752 
15 047 91 5 13,773 13 986 

898 

9i 
7 12^826 733 88 5 

649 328 
90 8 

298 
2 187 37 4 816 

54 
7 491 892 27 1 242 

397 

20. 
9 

83 

1 800 53 9 970 469 56 8 
266 

1.331 52. 9 704 

Rural-Nonfarm  Units Rural-Farm  Units 
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CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  TEXAS 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and.  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

{Continued  from  page 

County 

Randall  
Reagan  
Real  
Red  River  
Reeves  

Refugio  
Roberts  
Robertson  
Rockwall  
Runnels  
Rusk  
Sabine  
San  Augustine. .  . San  Jacinto  
San  Patricio  
San  Saba  
Schleicher  
Scurry  Shackelford  
Shelby  
Sherman  
Smith  
Somervell  
Starr  
Stephens  
Sterling  
Stonewall  
Sutton  
Swisher  
Tarrant  

Taylor  
Terrell  
Terry  
Throckmorton.  .  . 
Titus  
Tom  Green  
Travis  
Trinity  
Tyler  
Upshur  
Upiton  
Uvalde  
Val  Verde  
Van  Zandt  
Victoria  
Walker  
Waller  
Ward  
Washington  
Webb  
Wharton  
Wheeler  
Wichita  
Wilbarger  
Willacy  
Williamson  
Wilson  
Winkler  
Wise  
Wood  
Yoakum  
Young  
Zapata  
Zavala  

State  Total .  .  . 

All  Units Urban  Units Rural-Nonfarm  Units Rural -Farm  Units 

% Radio % Radio % Radio % Radio Units Radio Units Units Radio Units Units Radio Units Units Radio Units 
2 Oil 87 6 1 763 

1,273 
91 9 1 

169 

73 

87 1 64 665 79 8 530 
568 87 2 496 

482 
87 0 420 86 88 1 76 

660 50 8 335 
321 

46 

8 
150 

339 
54 6 185 

7 491 50 5 3 778 1,191 67 9 808 1 ,489 

53 

2 
792 

4,811 

45 

3 

2,178 
2 049 60 2 1 232 

1 ,265 
66 3 839 423 56 6 239 361 42 6 154 

2 617 64 1 1 674 
1,057 

67 
3 

711 

896 
75 8 679 

664 
42 8 284 

360 83 2 300 200 

86 

5 173 160 79 4 127 
6 291 41 0 2 578 963 65 2 

628 
1 ,646 

52 

8 
869 

3  682 29 4 
1,081 1 953 

60 
1 1 177 871 

72 

8 634 l!082 

50 

2 

543 

4 922 
70 

7 3 483 
1 , 188 

72 4 860 1 ,266 

72 

7 
921 

2,468 

69 

0 1,702 
12 971 57 2 7 406 1,969 68 4 1 

346 5,918 
71 5 

4,230 
5  084 36 0 

1,830 
2 736 39 3 1 080 

1 ,015 
52 0 528 1  721 32 1 552 

2 926 32 3 939 708 

53 

1 376 2  218 25 4 563 
2 296 

21 
0 483 663 30 4 202 1^633 17 2 

281 
7 129 58 7 4 192 

2 , 673 
66 0 1 

763 

2,098 

62 

8 1,317 2,358 

47 

2 
1,112 

2 883 62 9 1 813 817 68 5 
559 

597 

53 

1 317 1  469 63 8 937 
845 62 0 523 453 

62 

1 281 

'  392 

61 9 242 
3 090 68 3 2 109 1^118 

73 

5 82  i 
347 

66 

2 230 1  62.5 65 1 
1,058 1 701 77 1 1 312 1,173 

77 

9 
914 

528 75 5 398 
7 395 44 0 3 253 897 69 9 

627 1,521 48 6 
739 

4,977 37 9 
1,887 540 81 

6 441 292 85 8 249 248 77 2 192 
18 089 64 2 

11 
613 8,037 

82 

1 6 
597 

3 , 623 68 0 
2,465 

6  429 39 7 

2,551 
834 52 4 436 

353 
63 2 

223 
481 44 3 

213 
2 555 25 7 658 

1,670 
35 2 587 885 8 1 71 

3 568 72 
5 2 591 

1,111 
78 6 1 396 940 70 5 663 851 

62 

5 

,532 

399 73 7 295 250 75 1 188 149 71 5 107 
1 367 60 1 821 438 

69 

1 303 
929 

55 8 

518 
1 022 56 1 573 632 58 6 370 

74 

33 

8 25 316 36 3 

178 
1 768 81 9 1 446 

856 
87 9 752 912 76 1 694 

64 512 83 2 53 708 52! 815 85 5 

45 

156 6,964 74 9 5,214 
4,733 

70 

5 3,338 
11 757 80 3 9 444 

7,450 
87 0 6 479 

2,117 
74 1 

1,569 2  190 63 8 
1,396 753 52 3 395 579 51 4 

298 

'  174 

55 6 

97 

2 863 70 0 2 004 
lill2 

74 4 
827 

196 

77 

2 
151 

1  555 

66 

0 
1,026 1 134 66 7 756 489 67 5 

330 
645 66 1 426 

5 085 
55 

4 2 819 1^314 66 8 878 1,152 76 3 755 

2,619 

45 3 
1,186 

10 503 75 6 7 936 7,233 79 8 5 
775 1,614 

62 5 
1,009 1  656 69 6 

1,152 28 070 73 5 
20 

627 22 , 519 78 9 17 
775 1 ,864 

60 

5 
1 , 128 

3 '  687 

46 8 
1 , 724 3 358 43 8 1 468 1,584 

52 1 825 

1 '  774 

36 2 643 
2 942 48 0 1 412 1,208 58 0 701 

1^734 
41 0 711 

6 484 52 8 3 427 934 67 3 629 1,502 63 2 949 
4,048 

45 7 1,849 
1 263 

81 
4 1 028 

781 
80 6 

629 
397 84 1 

334 
85 76 2 

65 

3 356 54 
2 1 819 1 ,641 

52 

4 
859 

819 53 1 
435 

896 58 6 525 
3 664 52 7 1 931 3,084 52 9 1 632 

173 
46 

2 80 407 53 8 

219 
7 996 

'  63 
4 5 072 

2,723 

74 

5 
2.029 5,273 

57 7 
3,043 6 189 62 2 3 847 3^294 

72 

7 2 396 943 

54 

9 518 1,952 47 8 933 
4 562 44 8 2 039 1,000 81 0 810 

1,389 
47 0 653 

2  173 
26 5 576 

2 739 
36 

6 999 
1 , 105 

51 

6 570 1  634 26 2 429 
2 612 70 5 1 842 l!i39 77 8 

886 1,133 
74 3 841 

'  340 

33 9 115 
6 624 35 6 2 367 1 ,912 65 7 1 256 628 39 4 248 

4,084 

21 

1 863 
10 025 44 5 4 465 

8,523 
45 

9 3 912 
642 

62 

3 400 860 17 8 

153 

9 314 51 4 4 790 2 , 468 
72 5 1 789 

2 , 249 

59 

9 
1 , 347 

4  597 36 0 
1 , 654 3 232 70 4 2 276 895 80 2 

718 
904 74 4 673 

1 '  433 

61 

8 885 
19 954 82 2 16 407 15,423 

84 

3 13 
009 3,081 

75 2 2,317 l!450 

74 

6 
1,081 5 478 

75 
7 4 146 

2,663 
77 8 2 

073 

858 
85 7 735 

1,957 

68 

4 
1,338 3 106 44 0 1 369 1,008 

52 

3 527 
615 

44 

4 273 1,483 
38 3 569 

10 962 59 8 6 558 3,3.26 72 9 2 
425 2,252 

63 0 
1,419 5,384 

50 

4 

2,714 
3 872 39 0 1 512 

1,384 
51 9 719 

2,488 

31 

9 793 
1 763 77 7 1 370 750 75 6 

567 
969 80 0 775 44 62 8 28 

5 140 62 5 3 220 
758 

78 6 596 
1 , 575 

65 4 1,030 2,807 56 8 
1,594 6 274 58 2 3 651 

933 

68 

9 643 1,606 66 6 
1,070 3,735 

51 9 1,938 
1 494 

68 
1 1 017 

1,232 
70 7 871 262 55 7 146 

5 179 
72 

5 3 753 2!  473 83 4 2 
062 

972 67 0 651 
1,734 

60 

0 
1,040 859 20 0 171 613 25 6 157 246 5 8 14 

2 439 
31 

1 760 1^327 32 0 424 268 39 7 

.  107 

844 27 1 

229 1,678,396 66 9  1, 122 , 042 802,601 78 6 630,911 359,745 65 7 236,144 516,050 49 4 254,987 

HERE  ARE  SOME  FIGURES 

THE  CENSUS  DOESN'T  SHOW 

'WOAI's  predominaiiit  position  in  the  Cen- 
ttral  and  South  Texas  market  is  convincing- 

!ly  revealed  by  this  table.  Use  WOAI — 

"The  Powerful  Advertising  Influence  of  the 
'Southwest. 

3CLEAR  CHANNEL 

550,000  WATTS 

^'Represented  Nationally  by 
feEDWARD  RETRY 6- CO., Inc. 

OAI 

HOOPER  STATION  LISTENING  INDEX 

CITY:  San  Antonio  MONTHS:  April-May.  1942 

MORNING  INDEX 

Mon.  thru  Fri. 
8:00—12:00  A.  M. 

WOAI Station 
"B" 

Station "C" 
Station 
"D" 

Station 

"E" 

Others 

57.5 16.9 

7.9 

9.0 8.7 

0.0 

AFTERNOON  INDEX 

Mon.  thru  Fri. 
12:00—6:00  P.  M. 

WOAI 
Station "B" Station "C" Station 

"D" 

Station 

"E" 

Others 

66.1 
8.3 

7.7 

9.4 8.3 0.2 

EVENING  INDEX 

Sun.  thru  Sat. 
6:00—10:30  P.  M. 

WOAI Station 

"B" 

Station 

"C" 

Station 

••D" 

Station "E" Others 

59.9 25.5 

9.0 

2.9 2.1 0.6 

TOTAL  INDEX 

8:00  A.  M.— 10:30  P.  M. 

WOAI 
Station "B" Station "C" Station "D" Station "E" 

Others 

61.0 18.7 
8.7 6.4 4.8 0.4 



Salt  Lake  City 

-in  population 

-in  business 

activity 

-in  listener 

preference 

for . . . 

D 

*
 
 V

 POPULAR 

So//  loir  C,li  ^_ 

JOHN  BLAIR/i 
&  COMPANY  '.' 

^  STATION  ^ 

STATE  RADIO  CENSUS  TABLES 

Previously  Released  by  U.  S.  Census  Bureau 
With  Dates  of  Publication  in  Broadcasting 

New  Hampshire — March  16 
Vermont — -March  16 
Nevada — March  16 
Wyoming — April  13 
Montana — May  11 
Idaho — May  11 
Maine — May  25 
Arizona — June  1 
Delaware — June  1 
North  Dakota — June  8 
Utah — June  8 
New  Mexico — June  15 
Nebraska — June  15 
Oklahoma — June  15 
Mississippi — June  22 
Colorado — June  29 
Tennessee — June  29 
Iowa — June  29 
Rhode  Island — June  29 
South  Dakota — June  29 
Oregon — July  6 

North  Carolina — July  6 
Louisiana — July  6 
Maryland — July  6 
West  Virginia — July  6 
Minnesota — July  6 
Georgia — July  6 
Kansas — July  6 
Arkansas — July  6 
Connecticut — July  6 
Massachusetts — July  13 
Missouri — July  13 
District  of  Columbia — July  13 
Alabama— July  13 
Kentucky — July  13 
Florida— July  13 
South  Carolina — July  20 
Indiana — July  20 
New  Jersey — July  20 
Wisconsin — July  20 
Virginia — July  20 
Washington — July  20 

NOTE:  Number  of  Occupied  Dwelling  Units  as  reported  by  Census  Bureau 
in  advance  releases.  Percent  radio-equipped  calculated  by  NAB  Research  Dept. 
from  Series  H-7  Bulletin  following  the  Census  Bureau  practice.  Number  of 
radio  units,  or  radio  homes,  estimated  by  applying  percent  ownership  to  those 
units  not  answering  radio  question  and  adding  such  to  those  reporting  radio. 

Beatty  War  News  Analyses 

Starts  New  Time  July  27 
QUARTER-HOUR  Military  Analy- 

sis of  the  News  by  Morgan 
Beatty,  currently  heard  at  10:30 
p.m.  five  times  weekly  on  the 
BLUE,  will  be  shifted  July  27  to 
10  p.m.  Monday  through  Thursday, 
continuing  through  Sept.  3  when 
the  series  ends.  On  Sept.  7  News 
Here  &  Abroad  with  William  Hill- 
man  and  Ernest  K.  Lindley,  cur- 

rently heard  on  the  BLUE  on  a 
cooperative  basis  at  10:45  p.m., 
will  shift  to  10  p.m.  Monday 
through  Thursday. 

The  same  period  will  be  taken 
over  by  Raymond  Gram  Swing 
Sept.  27  when  that  commentator 
starts  his  four-nights-a-week  news 
series  for  Socony-Vacuum  Oil  Co., 
New  York,  on  140  BLUE  stations. 
Agency  is  J.  Stirling  Getchell,  New 
York. 

Sub  Fete  Sponsored 
ELECTRIC  BOAT  Co.,  New  York, 
took  a  quarter-hour  on  the  full 
127-station  BLUE  Network  last 
Wednesday  afternoon  to  broadcast 
the  ceremonies  concurrent  with  the 
laying  of  the  keel  of  the  first  sub- 

marine to  be  constructed  at  the 

company's  "Victory  Plant"  at Groton,  Conn.  Broadcast  from  3  to 
3:15  p.m.,  the  program  featured 
talks  by  Rear  Admiral  Thomas 
Withers,  commander  of  submarines 
of  the  Pacific  Fleet,  L.  Y.  Spear, 
president  of  the  company,  and  Dr. 
Katherine  Blount,  president  of  the 
Connecticut  College  for  Women. 
Program  was  placed  by  Peck  Adv. 
Agency,  New  York. 

Mennen  News 

MENNEN  Co.,  Newark  (shave 
products),  will  sponsor  Bob  Gar  red 
Reporting,  quarter-hour  news  pro- 

gram on  CBS  Pacific  network  on 
Tuesdays,  Thursdays  and  Satur- 

days at  7:30-7:45  a.m.  (PWT), 
starting  Aug.  13.  Program  origi- nates at  KNX  and  will  be  fed  to 
KROW,  Oakland;  KQW,  San  Jose- 
San  Francisco;  KARM,  Fresno; 
KROY,  Sacramento;  and  KOIN, 
Portland.  Agency  is  Russel  M. 
Seeds  Co.,  Chicago. 

Pabst  In  New  York 
PABST  SALES  Co.,  Chicago 
(Pabst  Beer),  is  entering  the  New 
York  Jewish  radio  market  with  a 
weekly  quarter-hour  program  on 
WEVD,  New  York,  titled  'Jewish Festival  and  Other  Jolly  Functions. 
Jewish  holidays  and  celebrations 
are  feted  in  words  and  music,  with 
Seymour  Rechtceit  as  narrator. 
Pabst  is  also  using  Jewish  news- 

papers. Program  is  produced  and 
directed  by  Joseph  Jacobs  Jewish 
Market  Organization.  Lord  & 
Thomas,  Chicago,  handles  the  ac- count. 

Columbia's  Station  for  the 
SOUTHWEST 

KFH 

WICHITA 

KANSAS 

Call  Any  Edward  Petry  ODice 

Correction 
IN  THE  CENSUS  tabulation  of  radio 
homes  in  the  State  of  Montana,  pub- 

lished in  the  May  11  Broadcasting. 
under  the  heading  "All  Units"  sub- 

heading "Radio  Units"  in  Wibaux 
County,  the  figure  should  be  491  not 419. 

JACK  NORTH 

JACK  NORTH,  media  d
irector 

and  timebuyer  of  Aubrey, 
Moore  &  Wallace,  Ghicago, 

is  literally  the  agency  his- 
torian of  Chicago  radio.  For  the 

last  20  years  Jack  has  viewed  the 

passing  parade  of  Chicago  radio — but  not  from  the  sidelines. 
Before  World  War  I,  Jack  served 

his  business  apprenticeship  as 

secretary  to  one  of  the  nation's business  leaders — P.  D.  Armour  III, 
former  president  of  Armour  &  Co. 
He  was  with  the  company  for  nine 
years  in  various  administrative  and 
sales  capacities.  After  a  brief  so- 

journ in  the  Pacific  Northwest, 
where  he  was  divisional  produce 
manager  for  Armour,  he  returned 
to  Chicago  in  1924  and  opened  an 
agency  with  L.  O.  Duncan.  The  fol- 

lowing year  he  joined  Aubrey, 
Moore  &  Wallace,  then  Aubrey  & Moore. 

In  his  17  years  with  the  agency. 
Jack  has  seen  the  development  of 
the  broadcasting  industry.  But 
most  amazing  of  all,  he  says,  has 
been  the  tremendous  growth  of  spot 
radio.  "Spot  radio  was  practically 
non  existent  a  decade  ago,  and  yet 

so  well  did  it  fit  an  advertiser's needs  that  today  it  is  a  major 

source  of  broadcasting  income,"  he 
says.  His  major  criticism  of  sta- 

tions is  floating  rate  structures 
tailored  to  meet  the  bargaining 
power  of  the  buyer.  Although  a 
great  deal  of  progress  has  been 
made  by  a  large  number  of  sta- 

ILLINOISl 

For  a  big  chunk 

of  it,  use  the 

DECATUR  station, 

250  W.  1340.  Full  lime. 
Sears  &  Ayer,  Reps. 
How  can  we  help  you? 

SOY 
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Agencies  Surveyed  for  Data  on  Series 

Slated  To  Be  Run  During  Aug,  3  Week 

tions,  Jack  avers  many  stations  still 
use  rates  as  a  starting  point  of 
negotiation. 

Almost  three  years  ago  Jack  de- 
parted from  the  bachelor  brigade 

and  married  Betty  Gundersen  of 
Cleveland.  For  the  information  of 

Jack's  cronies  of  bachelor  days,  he 
now  spends  most  of  his  spare  time 
in  conference  with  his  year-and-a- 
half  old  son.  He  also  follows  the 
fates  of  the  White  Sox  and  Cubs, 
such  as  they  are. 

Jack  directs  placement  of  both 
network  and  spot  time  as  well  as 
space  for  Campana  Sales  Co.  (toil- 

etries) ;  Williamson  Candy  Co.  (0 
Henry  bars) ;  McKenzie  Milling  Co. 
(pancake  flour) ;  Orange  Crush 
Co.;  Mcllhenny  Co.  (tobasco 
sauce)  ;  Wayne  Knitting  Mills 
(Belle  Sharmer  hosiery)  ;  Interna- 

tional Harvester  Co.;  Chicago  Mo- 
tor Club;  Old  Colony  Beverages, 

and  the  production  of  dealer  tran- 
scriptions for  Julian  &  Kokenge 

Co.  (Foot  Saver  shoes)  and  Lock- 
wedge  Shoe  Corp.  (Dr.  M.  W. 
Locke  shoes). 

Old  Gold  Sales 

ANOTHER  indication  of  the  sales 
jump  made  by  Old  Gold  cigarettes 
since  the  article  on  cigarettes  in  the 
July  issue  of  Reader's  Digest 
giving  Old  Golds  a  two-point 
superiority  over  other  tested 
brands,  and  the  resultant  P.  Loril- 
lard  Co.  campaign  is  the  announce- 

ment from  WHN,  New  York,  that 
large  numbers  have  written  for  the 
baseball  booklet  offered  as  part  of 
Old  Gold's  exclusive  coverage  of 
the  Brooklyn  Dodger  games  on 
WHN.  To  obtain  the  booklet,  listen- 

j  ers  had  to  send  in  wrappers  from 
two  packs  of  Old  Golds  plus  25c  in 
cash,  which  represents  a  direct  sale 
of  over  5,000,000  cigarettes  and  a 
cash  outlay  of  $32,800.  In  the  July 

.  20  issue.  Broadcasting  erroneously 
reported  the  Old  Gold  baseball 
broadcasts  as  heard  on  WOR. 
Agency  is  J.  Walter  Thompson  Co., 

'  New  York. 

Available  also  to  agencies  and 
advertisers.  For  full  details,  write 

■ 
George  E. 

 Halley TEXAS  RANGER
S  

LIBRARY
 

HOTEL  PICKWICK   
 
•    KANSAS  CITY.  MO. 

DESCRIBED  as  "an  attempt  on 
our  part  to  do  a  more  orderly  job 
of  using  messages  on  sponsored 
programs",  the  Office  of  War  In- 

formation has  sent  out  a  question- 
naire to  all  advertising  agencies  re- 

garding national  spot  business  for 
the  week  of  Aug.  3. 

A  compilation  will  then  be  made, 
it  was  said,  of  national  spot  adver- 

tisers which  will  be  used  to  direct 
a  new  allocation  plan  for  placing 
Government  messages  on  national 
spot  broadcasts.  This  will  follow 
two  other  Government  plans  for 
placing  messages  on  network  shows 
and  sponsored  baseball  broadcasts. 

For  One  Week  Only 

It  was  emphasized  the  Govern- 
ment is  interested  "only  in  spot  ad- 

vertisers whose  programs  will  be  on 

the  air  the  week  of  Aug.  3."  Upon 
receiving  the  requested  information 
from  the  agencies,  the  OWI  said 
formal  proposals  regarding  the  spot 
broadcasts  will  be  sent  to  each  ad- vertiser. 

Definition  by  the  OWI  of  "na- 
tional spot  advertisers"  was  given 

as  those  having  programs  which: 
(1)  Can  be  either  live  or  tran- 

scribed; (2)  must  be  5  minutes  in 
length  or  longer;  (3)  must  be 
broadcast  in  five  cities  or  more  (if 
it  is  broadcast  in  4  cities  or  less, 
we  consider  the  advertiser  a  local 
advertiser — and  a  separate  alloca- 

tion plan  for  local  advertisers  will 
be  announced  a  few  weeks  hence)  ; 

(4)  can  be  a  regional  network  pro- 
gram, a  transcribed  series,  or  a 

number  of  totally  unrelated  pro- 
grams in  five  or  more  cities,  adver- 

tising the  same  product. 

Andrews  Seeking  Control 

Of  KICD,  Spencer,  la. 
ACQUISITION  of  the  control  of 
KICD,  Spencer,  la.,  is  sought  in 
an  application  to  the  FCC  in  which 
Lawrence  W.  Andrews,  vice-presi- 

dent of  the  station,  seeks  to  pur- 
chase 100  shares  of  common  stock 

and  200  preferred  from  Fred  A. 
Gefke.  KICD  holds  the  distinction 
of  being  the  first  wartime  grant  of 
World  War  II,  having  been  granted 
Dec.  16,  1941,  for  100  watts  full- time  on  1240  kc.  to  Iowa  Great 
Lakes  Broadcasting  Co. 

Mr.  Andrews,  who  already  holds 
145  shares  or  30.2%  of  the  KICD 
common  stock,  would  have  approxi- 

mately 53%  under  the  deal.  The 
block  he  intends  to  take  over  from 
Mr.  Gefke  was  that  stock  which 
Mr.  Gefke  has  subscribed  to  buy 
when  the  license  company  was 
formed.  No  sale  price  is  reported. 

VIDEO  &  SOUND  Enterprises, 
Omaha,  has  moved  to  new  quarters  at 
202  Barker  Bldg.,  efEeetive  Aug.  1. 

kfyr  ■ 
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5000  u4tts 
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CREATING 

Amicizia 

Freindshajt 

Przyjazn 
Amistad 

Freundschaft 

FRIENDSHIP  is  spelled  differently  in  every 
language  but  5,000,000'"  listeners  in 
griiater  New  York  have  learned  to  identi- 

fy WBNX  as  the  FRIENDLY  VOICE  of 
their  own  tongue.  All  of  which  adds  up 
to  proven  sales  satisfaction  for  na- 

tional and  regional  advertisers  in  the 

world's  richest  market.  For  effective  yet 
economical  coverage  of  metropolitan  New 
York,  WBNX  is  an  outstanding  value. 

Over  70%  of  New  York's  popu- 
lation is  foreign  born  or  of  for- 

eign parentage. 

Winner  of  the  PEABODY 
CITATION  for  Public  Ser- 

vice to  Foreign  Language 
Groups. 

J 

WBNX 

5000  Watts 

yi/0wyoi/^  cap' 

FOR  miH%i^  MS-,  ̂iiH 
FOR  DEFENSE  iWj^^j;^ 
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WILLIAM  M.  BOLAND  has  been 
named  Western  regional  sales  manager 
of  the  receiver  division  of  the  General 
Electric  Radio,  Television  and  Elec- tronics department,  it  was  announced 
by  A.  A.  Brandt,  sales  manager  of  the 
division.  Mr.  Boland  will  replace 
Henry  A.  Crossland  who  has  been 
transferred  east  to  do  special  war  pro- duction work  for  GE. 

RAYMOND  E.  LAFFERTY,  chief 
engineer,  and  Alex  W.  Levey,  engi- 

neer, are  leaving  WSLB,  Ogdensburg, 
N.  Y.,  to  join  the  New  York  State 
!"'ignal  Corps  School  at  Paul  Smiths, N.  Y.  Shirley  Walsh,  new  to  radio, 
has  joined  WSLB. 

ROBERT  K.  NELSON,  transmitter 
engineer  of  KGO,  BLUE  affiliate  in 
San  Francisco,  has  resigned  to  join 
the  merchant  marine. 

K.  G.  SPRADLIN,  formerly  a  local 
movie  projectionist,  has  joined  the  en- 

gineering staff  of  WGAC,  Augusta, 
Ga.,  replacing  Bill  Strauss  who  has 
enlisted  in  the  Navy. 

B.  F.  FREDENDALL,  NBC  engi- 
neer in  New  York,  has  been  trans- 

ferred to  the  Chicago  division  as  trans- 
mission engineer,  succeeding  P.  J. 

Moore,  now  in  the  Army. 

CHRIS  MARQUARDT,  new  to  radio, 
has  joined  the  engineering  staff  of 
WHBL,  Sheboygan,  Wis.  Jack  Krause, 
transmitter  engineer  of  WHBL,  has 
resigned  for  war  work. 

PAUL  H.  LEE,  formerly  chief  engi- 
neer of  WWNY,  Watertown,  N.  Y., 

on  .July  24  married  Beatrice  Genevieve 
Burke,  an  employe  of  Western  Elec- tric. 

REGINALD  MacWILLIAMS,  for- 
merly a  control  engineer  of  CFCF. 

Montreal,  now  a  wireless  operator  with 
the  Ferry  Command  of  the  RCx\.F, 
sustained  a  fractured  thigh  recently  in 
an  airplane  accident. 

.JOSEPH  LOAGAR.  of  the  trans- 
mitter engineering  staff  of  WWRL, 

New  York,  has  resigned  to  join  the 
FCC  as  a  monitor  operator. 

EDGAR  GARREAU,  operator  of 
CKPR,  Fort  William,  Ont.,  has 
joined  the  Royal  Canadian  Navy. 

HAROLD  LUBIN,  formerly  of  New 
York,  has  joined  the  engineering  staff 
of  WIBG,  Philadelphia. 
AL  FITZPATRICK,  studio  control 
engineer  of  WCFL,  Chicago,  has  en- 

tered the  Army. 

The  Twin  Port  Cities  of 

DULUTH- 

SUPERIOR 

Account  for 

MORE 

RETAIL  SALES 
than 

SCRANTON! 

KDAL 

Duluth,  Minnesota 

Engineer  Doubles 

BECAUSE  Lew  Clawson,  an- 
nouncer, had  to  fight  his  way- 

through  lines  of  civilian  de- 
fense patrolmen  in  the  recent 

blackout  coverage  of  WWVA, 
Wheeling,  Glenn  Boundy, 
chief  engineer,  suddenly 
found  himself  an  announcer 
and  commentator.  When  the 
cue  to  go  on  the  air  was 
given  to  the  WWVA  mobile 
unit,  Glenn  saw  Lew  would 
never  reach  the  unit  in  time. 
He  grabbed  a  microphone  and 
gave  a  "vivid  description"  of the  blackout,  a  report  states. 

LOUIS  FRANKLIN  HEERTEN. 
formerly  assistant  chief  engineer  of 
WSKB,  McComb,  Miss.,  has  joined 
W!"  GN,  Birmingham. 
CLARENCE  S  E  A  M  A  N  S,  KFI- 
KECA,  Los  Angeles,  technician,  is  the 
father  of  a  girl  born  July  13. 
J.  W.  PRIESTER,  control  operator 
of  KTUC,  Tucson,  is  teaching  radio 
tlieor.y  in  the  civilian  communications 
training  course  sponsored  by  the  Tuc- son Elks  club. 

HAL  LEE,  recording  engineer  of 
KPAS,  Pasadena,  Cal.,  has  announced 
his  engagement  to  Geraldine  Hughes, of  that  city. 

DICK  HAYSEL,  formerly  of  KNX, 
Hollywood  engineering  department,  and 
a  lieurenant  in  the  infantry,  has  been 
promoted  to  captain. 
GEORGE  BEALE,  technician  of 
KGFJ,  Los  Angeles,  has  joined  the 
Navy  as  warrant  officer.  Replacing 
him  is  John  Vincent. 
ALDEN  C.  PACKARD,  formerly 
CBS,  KNX,  Hollywood,  engineer,  com- missioned a  lieutenant  in  the  Navy 
less  than  a  year  ago,  has  been  ad- 

vanced to  rank  of,  lieutenant  com- mander. 

HERBERT  T.  WILEY^  engineer  of 
KWFT,  Wichita  Mils,  Tex.,  has  been 
made  a  chief  engineer  aicte  in  the.  Sig- 

nal Corps.,  Aircraft  Radio  Laboratory, 
Wright  Field,  Dayton,  O. 

HUGH  LaCROSSE  and  Jack  H-'- man,  former  atnateurs,  have  joined  the 
engineering  staff  of  WKRC,  Cincin- 

nati. They  replace  James  Ringland  and Forrest  Rose. 

SCHOOL  USE  of  radio  in  Chicago  is 
reported  in  a  rccentl.y  completed 
Radio  Council  survey.  Results  of  the 
study  show  351  public  schools  witn 
radios  and  28  without,  nine  with  FM 
receivers,  21  with  standard  central 
sound,  and  1G3.260  children  listen- 

ing to  educational  programs  by  both 
the  Radio  Councjl  and  other  agencies. 

Right  to  Shift  Shortwave 

Frequencies  Given  Jett 
SPECIAL  wartime  powers  with  re- 

gard to  shortwave  stations  were 
conferred  last  week  on  FCC  Chief 
Engineer  Jett,  when  the  Commis- 

sion July  22  announced  that  it  had 
provided  its  chief  engineer  with 
authority  to  grant  temporary  fre- 

quency shifts  when  interference 
problems  threaten  the  efficiency  of 
broadcasts. 

The  action,  Administrative  Order 
2-E,  which  is  on  the  recommenda- 

tion of  the  Board  of  War  Com- 
munications, authorizes  the  chief 

engineer  to  act  on  any  request  of 
an  international  station  licensee  to 
substitute  temporarily  another  fre- 

quency for  a  frequency  specified  in 
the  station's  regular  license.  It  is 
further  provided,  however,  that 
wherever  feasible  the  substitution 
be  made  in  the  same  megacycle 
band  as  the  frequency  specified  in 
the  regular  license. 

The  effect  of  the  order  is  to  per- 
mit international  stations  to  shift  a 

few  kilocycles  in  either  direction  so 
as  to  evade  interference  frequently 
caused  by  other  communications 
activities.  The  BWC  recommended 

the  step  as  an  "effort  to  insure  the best  and  most  continuous  reception 
of  United  States  international 
broadcast  programs  in  foreign 

countries." Hotel  Sponsor  in  N.  Y. 

FIRST  SPONSOR  to  sign  for  musi- 
cal jingles  on  Say  It  With  Music, 

all-night,  all-music  show  on  WJZ, 
New  York,  is  Hotel  St.  George,  Brook- 

lyn, which  will  use  seven-weekly 
jingles  on  behalf  of  its  hotel  accomo- dations and  swimming  pool,  starting 
Aug.  1.  E.  T.  Howard,  New  York, 
placed  the  account.  Time  signals,  sta- 

tion breaks,  war  messages  and  com- 
mercials ai-e  interspersed  throughout 

the  recorded  program  in  the  form  of 
musical  jingles  produced  by  Alan  Kent 
and  Ginger  Johnson,  composers  of 
musical  commercials.  Esso  Marketei'S 
currently  sponsors  hourly  news  peri- 

ods, only  spoken  portion  of  the  show. 

KDKA  Pair  in  Government 

.JOINING  the  radio  section  of  the 
Agricultural  Marketing  Administra- tion in  Washington  along  with  Don 
Lerch,  former  farm  director  of  KDKA 
[Broadcasting,  July  20],  Beulah 
Rodgers,  also  from  KDKA,  will  work 
in  connection  with  the  Victory  Food 
Special  and  Federal  Food  Reporter 
programs  of  the  Government.  Lerch 
succeeded  .Jack  Towers,  formerly  of 
KFDY,  Brookings,  S.  D.,  who  is  now 
a  second  lieutenant  of  engineers. 

PAUL   H    RAVtwIER  CO, 
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FCC  File  Dusting 

Considered  by  Fly 
No  Action  Taken  on  Report 
Of  Decade-Old  Actions 

'preliminary  consideration  to 
what  has  been  characterized  as  the 

"skeleton  rattling"  inquiry  of  the 
FCC,  going  into  activities  of  more 
than  a  decade  ago  relating  to  sta- 

tion grants  by  the  former  Federal 
Radio  Commission,  developed  last 
Monday  at  the  call  of  FCC  Chair- 

man James  Lawrence  Fly.  No  ac- 
tion was  taken,  however,  with 

further  consideration  to  be  given 
the  report  of  John  D.  Farnham, 

;  special  counsel  of  the  FCC  retained 
for  this  purpose,  some  two  weeks 
hence. 

'     Details  of  the  inquiry,  in  prog- 
'  ress   since  last  February,   are  a 
closely  guarded  secret.  A  private 

I  hearing  was  held  in  Chicago  be- 
,  ginning  June  17,  presided  over  by 
Commissioner   Ray   C.  Wakefield. 

;  Several    broadcasters    or  former 
I  broadcasters  and  one  former  mem- 
'  ber  of  the  Radio  Commission  testi- 

fied in  these  proceedings,  it  was  re- 

I  ported. 
Basis  of  Probe 

Station  transactions  in  Chicago, 
Minneapolis  and  Philadelphia,  as 
well  as  certain  network  develop- 

mental factors,  were  covered  in  the 
report,  it  is  understood.  Mr.  Farn- 

ham, a  former  Chicago  and  St. 
Paul  attorney,  was  retained  last 
February  as  special  counsel  of  the 
FCC  to  conduct  the  investigation. 
While  no  comment  was  forth- 

coming from  the  Commission,  pre- 
sumably it  was  felt  that  the  report 

was  not  sufficiently  conclusive  to 
warrant  action.  The  investigation, 
it  is  understood,  was  based  on  com- 

plaints or  affidavits  filed  by  a  num- 
ber of  broadcasters  or  former 

broadcasters. 

WOWO,  WKBV  Renewed 
CANCELLATION  of  the  scheduled 
hearings  on  the  renewal  applica- 

tions of  WOWO,  Fort  Wayne,  and 
WKBV,  Richmond,  Ind.,  was  or- 

dered last  week  by  the  FCC,  which 
simultaneously  granted  the  re- 

newals to  the  two  stations  on  a 
regular  basis.  Originally  hearings 
had  been  set  after  WIRE,  Indiana- 

polis, on  Dec.  3,  1941  had  asked  for 
the  facilities  of  WOWO,  requesting 
that  WOWO  either  be  deleted  or 
assigned  to  another  frequency. 
However,  the  way  was  cleared  for 
renewing  of  WOWO  and  WKBV 
when  the  Commission  on  June  23 
dismissed  the  WIRE  case  without 
prejudice. 

Commissioned  by  Navy 
BRAD  ANSLEY,  news  editor  of 
WIOD,  Miami,  and  Charles  Dudley, 
member  of  the  program  depart- 

ment, have  been  commissioned  en- 
signs in  the  USNR.  Mr.  Ansley  for- 

merly was  with  the  Press  Assn., 
AP  subsidiary,  New  York,  and  Mr. 
Dudley  was  formerly  with  WIOD, 
Jacksonville.  Both  men  were  or- 

dered to  report  to  Dartmouth  Col- 
lege for  a  two-month  training 

course  before  being  assigned  to 
their  posts. 

ON  THE  COB  is  barnyard  lingo 
for  "on  the  beam"  amongst  the 
guests  who  appear  daSy  on  Every- 

body's Farm  broadcast  by  WLW, 
Cincinnati.  This  special  mike  was 
made  from  a  mould  produced  from 
an  ear  of  hybrid  corn  grown  on 
the  station's  farm  last  year.  Doro- 

thy VcVitty,  soloist  on  the  noon- 
day program,  is  shown  interviewing 

a  guest. 

Eveready  in  Canada 
CANADIAN  NATIONAL  CAR- 

BON Co.,  Toronto  (Eveready 
Battei-ies),  has  started  Here  Comes 
the  Sun,  early  morning  half-hour 
transcribed  musical  program  with 
advice  on  battery  care,  on  CFGP, 
Grande  Prairie,  Alta.;  CJCA,  Ed- 

monton; CFAC,  Calgary;  CJOC, 
Lethbridge,  Alta.;  and  will  expand 
during  August  on  CHWK,  Chilli- 
wack,  B.  C;  CKOV,  Kelowna,  B.  C; 
CJAT,  Trail,  B.  C;  CFJC,  Kam- 
loops,  B.  C;  CHAB,  Moose  Jaw, 
Sask.;  CKBI,  Prince  Albert,  Sask.; 
CJRM,  Regina;  CFQC,  Saskatoon; 
CJGX,  Yorkton,  Sask.;  CKX,  Bran- 

don, Man.;  CKY,  Winnipeg;  CBA, 
Sackville,  N.  B.;  CFCO,  Chatham, 
Ont.;  CKWS,  Kingston,  Ont.; 
CJKL,  Kirkland  Lake  Ont.;  CKCO, 
Ottawa;  CHOV,  Pembroke,  Ont.; 
CKSO,  Sudbury,  Ont.;  CKNX, 
Wingham,  Ont.;  CBJ,  Chicoutimi, 
Que.;  CBF,  Montreal;  CHNC,  New 
Carlisle,  Que.;  CBV,  Quebec; 
CJBR,  Rimouski,  Que.;  CKRN, 
Rouyn,  Que.;  CHGB,  Ste.  Anne 
Pocatiere,  Que.  Account  was  placed 
by  Locke,  Johnson  &  Co.  Ltd., 
Toronto. 

'Vox  Pod'  Subs 
PARKS  JOHNSON,  co-interviewer 
with  Warren  Hull,  on  Vox  Pop.  CBS 
audience  participation  show,  will  take 
a  three-weeks  vacation  in  August  and 
will  be  replaced  by  Carole  Landis, 
movie  star,  on  two  programs.  Another 
picture  star — a  man — will  probably 
pinch-hit  for  Parks  on  the  third  show. 
Emerson  Drug  Co.,  Baltimore,  spon- 

sors the  series  for  Bromo-Seltzer. 
Ruthrauff  &  Ryan  handles  the  account. 

Money 

Ta  I  ks 

It^s  one  thing  to  TALK  productive 
markets.  It's  quite  another  to  MAKE 
GOOD.  A  trial  campaign  on  WAIR 
will  prove  to  you  that  Winston-Salem 
has  the  dough  and  WAIR  knows  how 
to  get  it  for  you. 

WAIR 

Winston-Salem,  North  Carolina 

WHEN  YOU  SEE 

^t/^  ~^£s^  YOU'LL  SEE  A 

LOWER  COST  THAN  WTAM'S 

000073  FAMILY 

War  economy  demands  full  value,  efficient  time  buy- 

ing, too.  Before  you  buy,  compare  costs.  Compare 

WTAM  on  the  cost  per  family  basis.  Here's  how. 
Divide  the  15  minute  daytime  rate  of  each  Cleveland 

Station  by  the  number  of  families  each  claims  in  its 

Primary  Area.  But  don't  stop  there.  Go  a  step  far- 
ther. Compare  WTAM  on  the  actual  cost  per  listener 

basis.  Take  any  survey  and  look  at  the  number  of 

actual  listeners  each  station  has  .  .  all  day  .  .  all  night. . 

all  week.  WTAM  actually  does  reach  more  listeners 

than  any  station  or  combination  of  stations  in  the  area. 

50,000  WATTS 

NBC  RED  NETWORK 

OWNED  AND  OPERATED  BY  NBC 

REPRESEHTED  MATIONALIY BY  SPOT  SALES  OFFICES 
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WJPA,  Washington,  Pa.,  has  opened 
a  remote  studio  and  business  office  in 
Charleroi,  Pa.,  where  it  will  serve  lis- 

teners of  Charleroi,  Monongahela, 
Donora,  Monesson  and  surrounding 
towns.  At  present  programs  are  broad- 

cast daily  from  11  to  11 :45  a.m.  fea- 
turing local  news  and  a  telephone  quiz. 

Station  representative  at  the  new  stu- dio is  Bill  Betler. 

CKCO,  Ottawa,  adding  to  its  com- 
munity service  programs  is  now  pre- 
senting the  thrice-weekly  variety  pro- 

gram. The  Man  Behind  The  Gun.  Pro- 
gram brings  attention  to  work  on  the 

home  front  in  war  and  allied  indus- 
tries as  well  as  providing  special  en- tertainment for  workers.  The  Town 

Crier  is  also  being  presented  by  CKCO 
giving  announcements  of  community 
activities  and  coming  events.  Delivery 
of  town  criers  of  old  days  is  retained. 
BROADWAY  personalities  will  be 
guest  stars,  and  TDan  Healy,  New  York 
cafe  m.e.  known  as  "The  Mayor  of 
Broadway",  will  act  as  m.c.  in  a  week- ly series  starting  on  WMCA,  New 
York,  Aug.  10,  in  a  late  night  period. 

KTUC,  Tucson,  has  started  an  ex- 
change of  talent  plan  for  station  talent 

to  present  shows  at  nearby  camps  and 
in  return  to  transport  soldier  talent 
to  KTUC  studios  to  broadcast.  The 
station  also  originates  four  Army  camp 
programs  for  the  Arizona  Network. 

AS  STATION  goodwill  and  to  pro- 
mote the  War  Bond  10%  Club  cam- 

paign in  that  area,  KVFD,  Fort 
Dodge,  la.,  on  July  9  under  the  direc- 

tion of  L.  A.  Gifford,  program  manager, 
staged  a  three-hour  jubilee  show  in 
the  high  school  stadium  with  General 
Charles  Stahl,  head  of  Iowa  Selective 
Service,  and  Bob  Burlingame,  WHO, 
Des  Moines,  news  commentator,  as 
speakers. 

WGL,  Fort  Wayne,  Ind.,  is  now 
carrying  Hale  America,  physical  fit- 

ness program  which  is  jointly  spon- 
sored by  four  of  the  city's  major  war industries.  Promotion  is  being  carried 

on  by  the  sponsors  via  house  organs 
and  exercise  charts  are  being  dis- 

tributed to  listeners  and  industry  em- 
ployes. Program  is  conducted  by  Harry 

Grabner,  physical  culturist. 

ANTI-AXIS  ditty  lampooning  Hitler 
and  entitled  "Uncle  Sam  Will 
Schackle  Schicklegruber"  has  been 
written  by  Verl  Bratton,  general  man- 

ager of  WREN,  Lawrence,  Kan.,  and 
is  being  offered  free  to  all  stations 
through  the  Broadcasters  Victory 
Council. 

WHAT  ORDINARY  folks  at  home 
are  doing  to  further  the  war  drive 
will  be  dramatized  on  The  Home  Front, 
new  half-hour  program  of  WLS,  Chi- 

cago, to  be  conducted  by  Dr.  Preston 
Bradley,  well  known  Chicago  radio 
preacher. 
WFBL,  Syracuse,  following  in  the 
vein  that  is  sweeping  the  nation,  is 
organizing  10%  clubs  for  the  promo- 

tion of  war  savings  as  part  of  its  Ten 
Percent  For  Freedom  sustaining  series. 

WCKY,  Cincinnati,  has  launched  a 
search  for  the  Miss  Greater  Cincinnati 
to  represent  the  metropolitan  area  in 
the  "Miss  America  Health,  Beauty  and 
Talent  Pageant"  to  be  staged  the  week 
of  Sept.  7  in  Atlantic  City.  Cin- 

cinnati winner  will  be  selected  Aug.  17 
at  the  local  Albee  Theater. 

WBML,  Macon,  Ga.,  through  remote 
and  studio  "facilities  is  now  broadcast- 

ing 12  programs  per  week  from  Coch- 
rane Field.  Camp  Wheeler  and  Wells- 

ton  Air  Depot,  Ga.  Programs  consist 
of  pop  music,  band  concerts  and  Army 
news.  On  July  12  Army  Air  Corps 
cadets  and  RAF  cadets  in  training  at 
Cochrane  Field  assembled  in  WBML 
to  present  /  Hear  America  Singing 
carried  over  the  full  MBS  network. 

FOR 

in  the 

DETROIT  AREA 

YOU  CAN'T 

MISS  WITH 

CKLW 

5,000  Watts  Day  and  Night 
MUTUAL  BROADCASTING  SYSTEM 

SIDEWALK  NEWSROOM  tended  by  a  blonde  model  and  decorated  with 
modernistic  murals  by  Otis  Shepard,  art  director  of.  the  Wm.  Wrigley  Jr. 
Co.,  Chicago,  has  been  set  up  by  WBBM,  Chicago,  between  the  two 
'sections  of  the  building  and  facing  busy  Michigan  Avenue.  Latest  news 
bulletins  are  placed  on  the  glass  windows  and  inside  behind  the  teletype 
machine  are  pictures  of  a  dozen  CBS  and  WBBM  news  commentators. 

STAFF  MEMBERS  of  KMO,  Ta- 
coma.  Wash.,  in  addition  to  starting  a 
payroll  allotment  plan  for  War  Bond 
purchases  some  time  ago  has  also 
started  a  salary  deduction  plan  to  be 
saved  for  income  tax  payments  in 
anticipation  of  next  year's  taxes. 
WOWO-WGL,  Fort  Wayne,  Ind.,  has 
started  a  new  series,  Music  by  Rose- 

mary, featuring  transcriptions  and 
heard  Monday  through  Friday  at  6  :45 
p.m.  (CWT).  Commentaries  are  by 
Rosemary  Stanger  who  also  prepares 
the  scripts. 

TWO  fifty-word  spot  announcements 
by  KGHL.  Billings,  Mont.,  to  the  ef- fect that  the  local  Fox  Theater  was 
staging  a  "rubber  matinee"  on  July  10 with  admission  to  be  an  old  tire  or 
tube  or  two  pounds  of  scrap,  resulted 
in  a  take  of  approximately  two  and 
one-half  tons  of  scrap  rubber. 

WWRL,  New  York,  has  added  a  45- minute  Lithuanian  program,  making 
a  total  of  eight  different  foreign  lan- 

guage shows  on  the  station. 

WSNY,  Schenectady,  new  250-watt 
station  owned  and  operated  by  West- 

ern Gateway  Broadcasting  Corp.,  is  a 
new  subscriber  to  the  24-hour  special 
radio  news  wire  from  Press  Assn., 
radio  subsidiary  of  Associated  Press. 
BRIG.  GEN.  ARNOLD  KROGSTAD 
of  the  Army  Air  Force  has  been  as- 

signed command  of  the  new  aviation 
radio  school  now  being  set  up  in  Chi- 

cago. The  school  will  occupy  the 
Stevens  and  Congress  hotels  with 
training  capacity  for  1.5,000  soldiers 
for  14-week  courses.  The  first  group 
of  students  will  enter  the  school 
Sept.  3. 

Another 

ANSWERING  the  claim  of 
Jack  Merriman,  17-year-old 
announcer  and  control  oper- 

ator of  KROY,  Sacramento, 
as  the  youngest  of  his  craft 
in  the  business  [Broadcast- 

ing, July  20],  WDRC-W65H, Hartford,  states  that  one  of 
its  control  operators,  Jack 
Lennhoif  is  16  and  will  be  17 

November  5.  Hartford's  Jack 
says  he  is  ready  to  open  a 
letter-writing  friendship  with 
Sacramento's  Jack  and  any 
other  equally  youthful  radio 
men. 

WSBA  Adding  Personnel 
ADDITIONAL  staff  appointments 
for  the  new  WSBA,  York,  Pa.,  re- 

gional which  plans  to  go  on  the  air 
late  in  August,  have  been  an- 

nounced. They  include  Willis 
Weaver,  formerly  of  WORK,  York, 
and  the  monitoring  division  of  the 
FCC,  as  chief  engineer;  Woodrow 
G.  Eberhart,  previously  assistant 
technical  supervisor  of  the  West 
Virginia  Network  and  chief  engi- neer of  WCHS,  Charleston,  W.  Va., 
director  of  engineering;  Saralee 
Deane,  from  KMBC  and  WHB, 

Kansas  City,  in  charge  of  women's news. 

British  Firm  Tests 
BOB  MARTIN  Ltd.,  Southport, 
England  (dog  medicines),  on  Sept. 
22  starts  a  spot  announcement 
campaign  on  CKWX,  Vancouver, 
and  CFRB,  Toronto.  The  account 
is  new  to  radio  and  the  test  cam- 

paign may  be  expanded.  Agency  is 

A.  McKim  Ltd.,  T'^v.^nto. 

CBS-50  KV
/ 

Tbe  Sellin
g  P'^^^'- intheBuy
mg 
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AMERICA'S  LEADING  FOREIGN  LANGUAGE  STATION 
AGEICY 

CARTER  PRODUCTS  Inc.,  New  York 
(Carter's  Little  Liver  Pills),  to  Ted  Bates, effective  Aug.  1,  handling  all  media. 
QUAKER  MAID  MILLS,  Philadelphia  (Rip- 

ple Twist  Rugs),  to  Moss  Associates,  New 
York. 
MUTUAL  SYSTEM  LOANS  Inc.,  New 
York,  to  J.  R.  Kupsick  Adv.  Agency,  New 
York. 
R.  M.  HOLLINGSHEAD  Corp.,  Camden, 
i\f.  J.,  to  James  G.  Lamb  Co.,  Philadel- 

phia, to  handle  the  advertising  for  its  in- 
dustrial, automotive  and  household  di- visions. 

SNELLENBURG'S,  Philadelphia  (depart- ment store),  to  Solis  S.  Cantor  Agency. 
Philadelphia,  to  handle  the  radio  adver- 

tising of  its  optical  department.  Spot  an- nouncements will  be  used. 
MARY  JANE  SHOES.  Philadelphia 
(chain  shoe  stores),  to  Solis  C.  Cantor 
Agency,  Philadelphia.  Radio  will  be  used 
extensively. 
RUSSELL-MILLER  MILLING  Co.,  Min- 

neapolis (Occident  Flour),  to  Campbell- 
Mithun,  Minneapolis.  Plans  said  to  include 
radio  will  be  set  sometime  next  month. 
CROYDON  LABS.,  Philadelphia  (Lan-0- 
Derm),  to  S.  Duane  Lyon  Inc.,  N.  Y. 

Mr.  Bogert 

I2ih  CBS  PROGRAM 

ON  FULL  NETWORK 

TWELFTH  CBS  program  to  ex- 
pand to  the  full  network  of  114 

stations  will  be  Take  It  or  Leave  It, 
quiz  show  sponsored  by  Eversharp 
Inc.,  Chicago,  for  its  pens  and 
pencils.  With  the  addition  of  this 
program  Sept.  20,  the  station  hours 
added  to  the  CBS  commercial  sched- 

ule as  a  result  of  the  new  15% 
discount  plan  will  total  198  2/3. 
Agency  is  Biow  Co.,  New  York. 

With  the  start  of  the  second  week 
of  the  15%  discount  plan,  which 
became  effective  July  15,  CBS  re- 

ported that  7  hours  and  40  minutes 
have  been  added  to  the  weekly  com- 

mercial schedule  of  2  of  the  74 
CBS  affiliates  which  benefit  by  the 
plan.  Sixteen  CBS  affiliates  have 
added  4  hours  or  more  and  46 
CBS  stations  have  added  5  or  more 
new  program  periods  weekly  as  a 
result  of  the  plan  [Broadcasting, 
July  20]. 

BOGERT  APPOINTED 

TO  CAB  COMMITTEE 

JOHN  L.  BOGERT,  vice-president 
in  charge  of  research  and  product 
development  of  Standard  Brands, 
New  York,  has  been  appointed 

member  of  the 

governing  c  o  m- mittee  of  the  Co- 
operative Analy- 

sis of  Broadcast- 
ing, according  to 

an  announcement 
by  D.  P.  Smelser, 
chairman  of  the 
committee,  and 
manager  of  the 
market  research 
department  of 

Procter  &  Gamble  Co.,  Cincinnati. 
Mr.  Bogert  was  appointed  to  the 

position  by  the  Assn.  of  National 
Advertisers  to  fill  the  vacancy  cre- 

ated when  A.  Wells  Wilbor  of  Gen- 
eral Mills,  Minneapolis,  became  a 

lieutenant  in  the  Navy. 
Other  members  of  the  governing 

committee,  which  operates  the 
CAB  "in  behalf  of  advertisers  and 
agencies  for  the  continuous  deter- 

mination of  the  relative  popularity 

of  sponsored  network  programs", are:  R.  B.  Brown,  Bristol-Myers 
Co.,  and  Mr.  Smelser,  appointed  by 
the  ANA,  and  George  H.  Gallup, 
Young  &  Rubicam;  L.  D.  H.  Weld, 
McCann-Erickson;  F.  B.  Ryan  Jr., 
Ruthrauff  &  Ryan,  all  appointed  by 
the  American  Assn.  of  Advertising 
Agencies.  Manager  is  A.  W.  Leh- man. 

Gen.  Foods  Earnings 
NET  EARNINGS  of  General 
Foods  Corp.,  New  York,  for  the 
first  six  months  of  1942  amounted 
to  $5,329,535,  after  provision  of 
$337,500  for  preferred  dividend. 
This  compares  with  $7,181,578  for 
the  corresponding  1941  period.  In 
the  second  quarter  net  earnings  on 
common  were  $2,760,804,  compared 
with  $2,847,400,  or  54.2  cents  a 
share  one  year  ago.  G-F  sales  for 
the  first  six  months  of  1942  were 
$110,098,929,  compared  with  $89,- 
506,676  a  year  ago.  Second  quarter 
sales  were  $54,252,558,  compared 
with  $44,257,180  a  year  ago. 

STOP 

LOOK 

LISTEN 

and  consider  that  we  cover  a  Polish 

Population  greater  than  96%  of  the 
Communities  in  the  United  States. 

550,000*  in  all  .  .  . 

into  the  fact  that  $250,000,000  is 

spent  yearly  for  daily  necessities,  by 

these  Polish  Families  in  the  Metropoli- 
tan Area. 

to  the  success  story  of  14  advertisers 
using  our  Polish  hours  for  a  total  of 
73**  years.  Interested?  Let  us  help 

you  get  a  share  of  this  business. 

*  U.  S.  191,0  Census  Figures 

1480  Kilocycles 

*  *  Details  on  Request 

Full  Time  Operation 

WHOM 

JOSEPH  LANG,  Gen.  Mgr. 

Tel.— PLaza  3-4204  29  West  57th  Street,  N.Y.C. 

>|4HAVf 

WHAMIand  ADDS  UP  TO  A  BETTER  BUY 

With  WHAM  you  reach  not  just  Rochester's  radio  homes  .  ,  .  but  900,000  radio  homes.  In 
WHAM'S  primary  area  are  140,518  prosperous  farm  homes  .  .  .  5305  factories,  many  on 
24-hour  schedules.  There  are  437,775  residence  telephones  .  .  .  1422  corner  drugstores. 
And  in  Rochester,  in  Monroe  County  and  in  all  of  the  43  counties  of  WHAMIand  ,  .  .  they 
listen  to  WHAM  ...  for  its  50,000  watts,  clear  channel  signal  brings  them  the  programs 
they've  picked  as  first  choice. 
Figures  prove  WHAMIand  a  bigger  buy  than  Rochester  alone  .  .  .  bigger  than  Monroe 
County  ...  the  best  buy  of  the  lot.  Through  WHAM,  it's  yours  for  approximately  one- third  the  cost  of  localized  coverage  of  the  same  area. 

WHAM 

ROCHESTER,  N.  Y. 

National  Representatives: 
GEORGE  P.  HOLLINGBERY  CO. 

50,000  Watfs  .  .  .  Clear  Channel  .  .  .  Full 
Time  .  .  .  Affiliated  with  the  Red  Network 
of  the  N.B.C.  and  The  Blue  Network,  Inc. 

•GdAho^  Sicilian' 
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365,000  people  make  the 

Yoimgstown  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley.Reed  Co. 
National  Representatives 

The  Other  Fellow's 
Viewpoint 

WHO 

( ALONE ! ) 

IOWA  PLUS.' 

DES  MOINES-50,000  WATTS, 

CLEAR  CHANNEL 

NEW  ORLEANS 

50,000  WATTS 

The  Greatest  Selling  POWER 

in  the  South's  Greatest  City 
CBS  Affiliate 

Nol'l  Rep.  -  The  Kah  Agency  Inc. 

The    Northwest's  Best 
Broadcasting  Buy 

WTCN 

BLUE  NETWORK 
MINNEAPOLIS  ST.  PAUL 

Owned  and  Operated  by 
ST.    PAUL   DISPATCH  PIO- 

NEER PRESS,  MINNEAPOLIS 
DAILY  TIMES. 

PREE    &    PETERS,    INC.  —  Natl.  Rep 

Listener's  Stake 
EDITOR,  Broadcasting: 

We  were  much  interested  in  Dor- 

othy Lewis'  story  "The  Listener's 
Stake  in  American  Radio",  which 
appeared  in  the  July  13  issue.  Par- 

ticularly in  her  remarks  about  the 
radio  council  plan  which  she  indi- 

cated has  now  spread  to  some  120 
cities  in  the  United  States  and  Can- 

ada. It's  gratifying  to  know  that  a 
plan  which  had  its  beginning  with 
station  WMT  in  Cedar  Rapids  has 
caught  hold  to  that  extent. 

This  was  the  "modest  beginning" to  which  Mrs.  Lewis  refers: 
Two  years  ago,  when  Mrs.  Lewis 

was  covering  the  country  on  her 
original  survey  trip,  she  appealed 
to  a  very  able  local  woman,  Mrs. 
R.  K.  Stoddard,  to  line  up  a  repre- 

sentative group  in  Cedar  Rapids. 
Mrs.  Stoddard  called  together  about 
40  women  from  a  couple  of  dozen 
local  women's  clubs.  She  invited 
Douglas  Grant,  WMT  program  di- 

rector, to  share  the  platform  with 
Mrs.  Lewis. 

After  Mrs.  Lewis  had  spoken,  the 
women  present  were  enthusiastic 
about  some  of  the  ideas  she  brought 
to  them.  They  looked  for  a  concrete 
plan  to  put  their  enthusiasm  to 
work.  On  the  spur  of  the  moment, 
Mr.  Grant  outlined  in  general  terms 
a  radio  council  to  correlate  the 
individual  demands  for  station  time 
made  by  the  various  organizations 
represented  to  provide  assistance 
in  program  preparation,  produc- 

tion, and  to  experiment  for  more 
effective  methods  of  getting  across 

the  messages  which  each  oi'ganiza- 
tion  wanted  to  deliver. 

The  idea  appealed  to  those  pres- 
ent, committees  were  set  up,  the 

council  was  organized  and  has  con- 
tinued to  function  eiRciently  ever 

since,  under  the  guidance  of  WMT 
Public  Relations  Director  L.  Von 
Linder. 

Until  Mrs.  Lewis'  story,  we  had 
not  realized  the  extent  to  which 

the  plan  has  been  adopted  else- 
where. She  is  to  be  congratulated 

too  for  having  been  the  motivating 
factor  in  a  movement  which  had  its 
small  beginning  with  WMT  in  Ce- 

dar Rapids,  and  has  since  spread 
to  120  other  communities. 

Don  E.  Inman, 
Promotion  Manager, 
WMT,  Cedar  Rapids 

July  15,  1942. 

All-Canada  Meeting 
ANNUAL  meeting  of  All-Canada  Ra- 

dio Facilities  stations  was  held  re- 
cently at  Calgary  to  discuss  mutual 

proljlems.  Attending  wei-e  H.  R.  Car- son, H.  E.  Pearson,  J.  M.  Taylor  of 
Taylor-Pearson  &  Carson,  Calgary ; 
Frank  Squires,  CKWX.  Vancouver ; 
A.  H.  NiehoU,  CJAT,  Trail,  B.  C. ; 
Gordon  Henry.  C JCA,  Edmonton ; 
Bert  Cairns,  CFAC,  Calgary ;  Frank 
Elphicke,  CJRC,  Winnipeg;  Gerry 
Gaetz,  CKCK,  Regina ;  Guy  F.  Her- 

bert and  Reg.  Beattie,  All-Canada. 
Toronto  ;  Cy  Langlois,  of  Langlois  & 
Wentworth,  New  York ;  Sam  Ross, 
I'ress  News,  Toronto. 

OMAR'S  V  GIRL  was  selected  in  a  competition  which  included  beauties 
from  six  States  and  conducted  through  WOW,  Omaha.  Here  the  winner  is 
presented  pictured  with  (1  to  r) :  John  J.  Gillin  Jr.,  general  manager  of 
WOW;  Evelyn  Stark,  radio  director  of  McFarland  Aveyard  Co.,  Chicago; 
W.  J.  Coad  Jr.,  vice-president  and  treasurer  of  Omar  Inc.  (flour)  ; 
Theowne  Petty,  the  winner,  of  Colorado  Springs,  Col.;  Ken  Arrington, 
advertising  manager  of  Omar  Inc.  She  is  Artist  Petty's  niece. 

DEFENSE  LEVELS  OFF  PEAKS 

Factory  Shifts  Tend  to  Expand  Audience  After 

 1 1  at  Night,  Before  7  in  Morning  

EDITOR,  Broadcasting: 

Your  July  issue  of  BROADCASTING, 
cn  page  54,  carries  a  small  item  un- 

der the  heading  "CAB  Finds  June 
Dip".  Without  assuming  to  question 
facts  as  given,  I  am  wondering  if 
explanatory  data  might  not  present 
a  more  optimistic  picture  for  radio 
than  this  statistical  statement. 

We  are  finding,  during  a  conduct 
of  a  survey  of  working  hours,  that 
there  is  a  tendency  to  level  off  what 
we  have  in  the  past  considered 
peaks  of  listening  and  a  much 
larger  listening  audience  before 
7  in  the  morning  and  after  11  at 
night. 

I  have  at  hand  a  number  of  work 
schedules  of  defense  plants  showing 

present  shifts;  the  minimum  num- 
ber of  shifts  listed  is  3  and  the 

maximum  is  11.  The  widespread 
movement  to  use  machinery  24 
hours  a  day  virtually  dictates  that 
audiences  between  9  a.m.  and  11 
p.m..  must  be  smaller,  but  by  the 
same  token  there  is  a  sharp  in- 

KXL,  Denver? 

LISTENERS  of  KXL,  Port- 
land, Ore.,  were  greatly  sur- 

prised recently  to  hear  the 
announcement,  following  a 
Schubert  Concerto  period, 
that  they  were  tuned  to 
"KXL,  Denver."  Numerous 
telephone  calls  to  the  studios 
followed  which  were  an- 

swered by  Hal  Wilson,  new 
KXL  general  manager.  Hal 
had  filled  in  for  an  announcer 

and  had  given  the  "Denver" signal.  He  explained  the 
rhythm  of  KXL's  call  letters subconsciously  suggested  he 
mention  Denver.  He  was  in 
radio  work  in  Denver  for  12 

years. 

^^<FFIUATE  OF  »OCIt  ISLAMP,  lllllOIS  ARSOS^ 

crease  in  "owl  listening"  and  also 
by  workers  who  start  to  work  be- tween 7  and  8  a.m.  In  one 
large,  local  defense  plant,  7  of  the 
11  shifts  start  by  or  before  8  a.m. 
All  of  these  eliminate  what  is  re- 

ferred to  in  the  CAB  report  as 

"daytime  listening."  The  other  four 
shifts  start  between  1:30  p.m.  and 
5:30  p.m.,  and  finish  between  10 

p.m.  and  4  a.m. 
Let  me  repeat  that  I  take  no 

issue  with  your  facts,  but  think 

that  comparison  with  last  year's  lis- tening habits  is  unfair  to  radio  as 
a  whole. 

T.  S.  Marshall,  President 
WOLF,  Syracuse 

July  20. 

Religious  Meeting 

RELIGIOUS  recordings  will  be  ex- 
hibited Aug.  3-5  at  the  conference- 

clinic  on  religious  and  other  insti- 
tutional broadcasting  to  be  con- 

ducted at  Denver  U  by  Frank  Ho- 
bart  Nelson,  of  Pasadena.  Among 
speakers  will  be  Dr.  A.  G.  Crane, 
recent  president  of  U  of  Wyoming 
and  candidate  for  the  U.  S.  Senate; 
Dr.  John  F.  B.  Carruthers,  head 
of  the  California  State  Commission 
on  Morale;  Dr.  Harry  T.  Morris, 
president,  IlifF  School  of  Theology, 
and  others.  Arrangements  are  being 
made  by  Dr.  Elwood  Murray,  of 
Denver  U,  and  the  Rev.  Harold  F. 
Gilmore,  executive  secretary  of  the 
Colorado  Council  of  Churches. 

MANCHESTER  LAUNDRY  Co.. 
Philadelphia,  definitely  tracing  1,085 
prospective  customers  during  the  year 
to  radio,  has  renewed  its  three  15- minute  broadcasts  each  week  at  12  :45 
p.m.  on  WIP,  Philadelphia,  for  an- other 52  weeks.  Account  is  handled  by 
Cox  &  Tanz,  Philadelphia.  The  pro- 

gram, Mystery  Melodies,  offers  30  sets of  movie  tickets  each  week  to  one  of 
the  downtown  Warner  Bros,  theatres 
to  those  sending  in  the  titles  to  the 
five  recorded  tunes  played  during  each 
broadcast  by  Howard  Jones. 

Basic  Mutual  Network  Outlet 
FULL  TIIME  1270  K  C 

THE  5000  WATT 

IfeUee^ihe  hi  CiHes 

ROCK  ISLAND  •  DAVENPORT  •  MOLINE 
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Magazine  Article 

Critical  of  Tlugs' 
Reader's  Digest  Sponsor  of 
Plug  Shrinkers  Club 

READERS  of  Reader's  Digest  are 
urged  in  its  August  issue  to  sign 
a  coupon  entitling  them  to  member- 

ship in  Plug  Shrinkers,  522  Fifth 
Ave.,  New  York. 

Lead  article  in  the  issue,  titled 
"Radio's  Plug  Uglies",  takes  com- 

mercials to  task.  Robert  Littell, 
Digest  investigator,  reaches  the 
conclusion  that  radio  advertising 
has  become  more  rather  than  less 
irritating  since  Dec.  7.  He  attempts 
to  back  up  the  statement  by  saying 
that  people  are  listening  anxiously 
for  war  news  and  that  many  spon- 

sors are  tying-in  their  product  with 
the  war  effort. 

Cited  among  examples  are  com- 
mercials for  Lifebuoy,  Carter's 

Pills,  Palmolive,  Colgate's  Dan- 
derine,  Hopper  cosmetics,  Del 
Monte,  BC. 

The  Digest  criticizes  insinuation 
of  plugs  for  unappetizing  remedies 
upon  the  audience.  Even  when 
they're  appetizing,  it  is  stated,  the 
way  of  plugging  them  is  enough  to 
give  the  listener  a  jumpy  stomach. 

Appeal  for  Members 

Leading  to  the  appeal  for  mem- 
bership in  Plug  Shrinkers,  the 

Digest  article  says:  "A  group  of 
people  who  had  been  listening  to 
radio's  plug  ugliness  with  growing 
disgust  decided  to  do  something 
about  it.  As  a  first  step  they  ques- 

tioned at  I'andom  over  a  hundred 
fellow  citizens,  from  cooks  to  engi- 

neers. Result:  85%  said  they  found 
most  commercials  completely  ob- 

noxious. The  other  15%  felt  neu- 
tral. Not  one  had  a  genuinely  good 

word  to  say  for  broadcast  adver- 

tising." The  article  fails  to  state  how  or 
what  question  was  submitted  to 
those  interrogated.  Membership 
coupon  asks  Plug  Shrinkers  to  tell 
blank  sponsor  that  his  commercials 
meet  any  of  these  descriptions:  In 
bad  taste,  hokum,  tiresome,  repeti- 

tious, repulsive,  long-winded,  too 
intimate,  too  anatomical,  silly, 
syrupy,  poor  sales  policy. 

BROADCASTS  from  Vatican  City, 
heard  Sundays  and  Thursdays  at  9  :30 
p.m.  (EWT),  will  he  heamed  toward 
the  United  States  hereafter  on  15.12 
mc,  according  to  the  National  Catholic 
Welfare  Conference,  Washington. 

CHNS 

Halifax,  N,  S. 

The  best  buy 
in  the 

Maritimes 

Ask  JOE  WEED 

Firestone  Shortwave 
JOINING  the  NBC  programs 
shortwaved  to  armed  forces  is  The 
Voice  of  Firestone,  Monday  evening 
musical  program  sponsored  by  Fire- 

stone Tire  &  Rubber  Co.,  Akron. 
The  shoi'twave  version  is  trans- 

mitted Tuesday  mornings  at  11 
on  NBC's  international  stations 
WRCA  and  WNBI,  and  Westing- 
house  station,  WBOS,  Boston. 
Agency  is  Sweeney  &  James  Co., 
Cleveland. 

SATEVEPOST  TELLS 

OF  KGEVS  'BOMBS' STARTED  as  part  of  the  General 
Electric  exhibit  at  the  San  Fran- 

cisco Fair  in  1939,  KGEI  has  be- 
come an  impotant  shortwave  voice 

of  the  United  Nations,  as  de- 
scribed in  a  current  article,  "He 

Bombs  Tokyo  Every  Day"  by Frank  J.  Taylor  in  the  July  25 
Saturday  Evening  Post. 

Chief  of  operations  is  E.  T.  Buck 
Harris,  originally  hired  in  1939  as 
a  GE  publicity  man  after  a  dozen 
years  as  a  newspaperman.  Shortly 
before  the  Fair's  opening  he  dis- covered that  the  station  lacked  any 
programming  personnel  and  he  was 
assigned  to  the  task,  with  instruc- 

tions to  beam  four  hours  a  day  to 
Asia  and  three  hours  a  day  to 
Latin  America. 

Since  then  he  has  developed  an 
extensive  program  schedule  to  the 
East  and  South  bringing  the  con- 

quered peoples  the  complete  truth 
on  the  world  situation. 

United  Press  Expands 
Its  Offices  in  New  York 

TO  ACCOMMODATE  its  expand- 
ing service,  increased  personnel 

and  enlarged  facilities,  the  United 
Press  radio  news  department  last 
week  moved  into  new  quarters  in 
the  New  York  Daily  News  Bldg., 
220  E.  42d  St.,  the  fourth  major 
enlargement  of  the  department 
since  it  was  inaugurated  seven 
years  ago.  Of  the  610  stations  in 
the  Western  Hemisphere  served  by 
UP,  more  than  510  are  served  by 
the  domestic,  transcontinental  ra- 

dio wire  stemming  from  the  New 
York  office. 

In  addition  UP  announced  three 
new  extensions  of  State  and  re- 

gional service  in  the  Minneapolis 
and  Indianapolis  bureaus  as  well 
as  an  extension  of  the  East  Texas 
circuit  to  Tyler  and  Longview. 

Program  Theme 
RUTH  LYONS,  conductor  of 
the  Petticoat  Party  Line  of 
WSAI,  Cincinnati,  is  using 
the  engagement  of  two  mem- bers of  the  staff  as  a  basis 

for  the  broadcast's  commer- cials. Engagement  of  the 
couple  was  unexpectedly  an- 

nounced by  Miss  Lyons  re- 
cently. They  are  Jay  Fix, 

announc  er,  and  Beverly 

Barnes,  women's  commenta- tor and  writer.  Daily  chats 
of  the  couple,  since  the  an- 

nouncement, have  centered  on 
things  they  will  need  to  set 
up  housekeeping. 

KWSC  Plans  to  Repeat 

Latin   American  Series 
PLANS  are  under  way  at  KWSC, 
Pullman,  Washington,  to  rebroad- 
cast  the  English  programs  cur- 

rently offered  on  shortwave  by 
Latin  American  countries  in  an  at- 

tempt to  promote  hemisphere  soli- 
darity vidthin  its  listening  area.  To 

obtain  the  best  programs  avail- 
able the  Washington  State  College 

station  appealed  directly  to  the  of- 
fice of  the  Coordinator  of  Inter- 

American  Affairs. 
Since  the  station  is  reported  to 

be  the  only  college  unit  capable  of 
picking  up  shortwave  programs  for 
rebroadcast,  it  will  likely  be  the 
first  to  offer  this  type  of  program- 

ming to  its  listeners.  In  correspond- 
ence with  the  radio  division  of 

CIA  a  list  of  suitable  programs, 
currently  broadcast,  was  obtained 
but  the  college  group  has  not  yet 
announced  its  program  list. 

FLOSSY  ARMY  STUDIO 

Camp  Crowder  Quite  Proud  of 
 Radio  Facilities  

CLAIMED  AS  the  only  Army  post 
in  the  country  having  full  broad- 

casting service  including  transcrip- 
tion facilities.  Camp  Crowder,  Mis- 

souri, broadcasts  nine  programs 
weekly  by  direct  line  to  WMBH, 
Joplin.  Programs  include  Camp 
Crowder  Presents,  Nation  at  War, 
The  Army  Cook  and  others. 

Studio  and  control  room  of  the 
camp  station  are  located  in  the 
Service  Club  with  all  staff  members 
being  enlisted  men,  former  profes- 

sionals in  civilian  life.  A  report 
from  the  camp  states  that  Cheers 
From  the  Camps,  General  Motors 
show  on  CBS,  will  originate  there 
Aus:.  11.  It  was  also  said  that 
KTTS,  Springfield,  Mo.;  KOAM, 
Pittsburg,  Kan.;  KUOA,  Siloam 
Springs,  Ark.,  will  soon  be  broad- 

casting from  the  Army  post  by  di- 
rect line.  Other  stations  are  con- 

templating a  series  of  transcrip- 
tions from  the  camp  in  the  near 

future,  it  was  said. 

Buford's  Twins 
PAT  BUFORD.  president  of  KHBG, 
Okmulgee.  Okla.,  and  his  wife, 
KHBG  general  manager,  recently  be- 

came the  parents  of  twin  boys,  Ger- 
ald and  Geoffrey. 

WILLIAM  G.  CHAMBERLAIN,  re- 
cently appointed  sales  promotion  man- ager, is  in  charge  of  advertising  for 

Pennzoil  Co.,  Los  Angeles. 

CONSISTENTLY 

REACHES  & 

INFLUENCES 

the    cream  of 

your  sales 

potentials 
• 

600  KC 

CBS  BASIC 

Paul  H.  Raymer  Co. 

Nat' I  Sales  Representatives 
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"Certainly  glad  I  stop  at  rec- 
ognized hotels  on  my  many 

business  trips.  Once,  serious 

illness  developed  suddenly  at 

home.  Though  I'd  left  no  for- 
warding address  I  was  easily 

traced  to  my  hotel  by  phone." 
D.  B.,  Rochester,  New  York. 

AMERICAN 

HOTEL 

ASSOCIATION 

FOR  A  FRESH  START 

STOPATA||QT£|_ 

Petrillo 

(Continued  from  page  8) 

ported  that  many  musicians,  both 
union  and  non-union,  had  volun- 

teered their  service  to  networks, 
stations  and  transcription  compan- 

ies, irrespective  of  the  Petrillo 
edicts. 
A  number  of  leaders  of  name 

bands  indicated  they  would  not  be 
disposed  to  comply  with  the  record  - 

ing ban.  Negro  musicians  in  Phila- 
delphia, affiliated  with  AFM,  served 

notice  they  would  protest  the  b-m 
against  recorded  music  in  public 
places  and  on  the  air,  claiming  a 
half-million  dollars  in  income  was 
involved  for  them  in  the  Philadel- 

phia area  alone. 
A  plea  for  opening  of  negotia- 

tions with  AFM  on  the  recording 
ban  came  indirectly  from  union 
officials  in  Philadelphia.  Drafting 
of  Samuel  R.  Rosenbaum,  president 
of  WFIL,  Philadelphia,  to  negoti- 

ate on  behalf  of  the  broadcasting 
industry  was  suggested.  Mr.  Ros- 

enbaum, former  chairman  of  In- 
dependent Radio  Network  Affiliates 

now  dissolved,  was  largely  instru- 
mental in  working  out  the  original 

agreement  with  AFM  in  1937  for 
the  employment  of  staff  orchestras 
by  stations. 

These  unnamed  union  officials 

suggested  "an  open  door"  in  such 
negotiations  and  referred  to  Mr. 
Rosenbaum's  recent  statement 
[Broadcasting,  July  20],  published 
as  a  letter  to  the  editor  in  the  Neiv 

York  Times,  calling  for  "tolerance 
and  understanding"  in  the  handling 
of  the  whole  matter,  even  though 
"the  first  reaction  of  many  employ- 

ers is  one  of  indignation  and  vitup- 
eration. These  union  spokesmen, 

represented  as  close  to  Petrillo, 
said  the  AFM  chief  would  be 
"most  receptive  to  any  suggestion 
from  the  industry  that  would  in- 

clude Mr.  Rosenbaum  for  the  set- 
tlement of  the  controversy. 

The  industry,  however,  has  taken 

the  position  that  it  is  still  Petrillo's 
next  move — now  in  the  courts. 
There  is  no  disposition  to  enter 
formal  negotiations.  The  industry 
has  not  even  named  a  formal  com- 

mittee on  the  matter,  though  there 
have  been  informal  conversations 
on  industry  procedure  if  the  bans 
become  effective  as  scheduled. 

Recording  Rush 

Prior  to  the  Attorney  General's 
announcement,  the  most  overt  ac- 

tivity on  the  musical  front  last 
week  took  place  at  the  transcrip- 

tion companies,  whose  recording 
studios  were  busy  from  early  morn- 

ing until  after  midnight  as  adver- 
tisers   and    transcription  library 

WJM 

THOSE  INTERLOCHEN 

BLUES 
{With  apologies  to  Gilbert  and  Sullivan) 

On  a  tree  by  a  river 
A  little  torn  tit 
Sang  "Willow,  tit  willow,  tit  willow." 
But  he  couldn't  record  it — 
Though  hearers  adored  it — 
Petrillo,  Petrillo,  Petrillo, 
"Is  it  a  weakness  of  intellect,  Birdie," I  cried, 

"That  makes  you  put  up  with  this 
Hitlerian  guide? 

Why  don't  you  get  rid  of  this  .lekyll and  Hyde? 

Petrillo,  Petrillo,  Petrillo." 
— Chicago  Sun 

Negroes  Protest  Ban 
NEGRO  Musicians  Union  in  Phila- 

delphia, affiliated  with  the  AFM, 
led  by  a  unit  of  orchestra  leaders, 
has  served  notice  that  it  will  pro- 

test the  ban  against  use  of  record- 
ed music  in  public  places  and  on 

the  air,  imposed  by  James  C.  Pe- 
trillo, union  president.  The  mu- 
sicians are  expected  to  be  joined  by 

the  Negro  Chamber  of  Commerce 
and  other  units  representing  small 
business  groups  which  depend 
largely  upon  the  use  of  juke  boxes 
for  the  entertainment  of  their  clien- 

tele. In  Philadelphia,  business  lead- 
ers representing  community  and 

sectional  organizations  comprised 
of  small  entertainment  places,  have 
estimated  that  Petrillo's  order 
would  deprive  Negro  organizations 
and  places  of  amusement  in  this 
area  of  $500,000  a  year. 

services  endeavored  to  squeeze  sev- 
eral months'  recording  into  the  last 

two  weeks  of  July. 
Nor  was  there  any  news  of  the 

recording  situation  from  the  union. 
Early  in  the  week  Mr.  Petrillo  con- 

ferred with  NBC  President  Tram- 
mell  and  Mark  Woods,  president 
of  the  BLUE,  but  their  conversa- 

tion was  repoi'ted  as  dealing  solely 
with  the  controversy  between 
KSTP,  NBC  outlet  in  St.  Paul- 
Minneapolis,  and  the  AFM  local 
in  that  city,  because  of  which  the 
AFM  had  cancelled  NBC's  remote 
dance  band  pickups  the  week  before 
[Broadcasting,  July  20]. 

Engineer's  Goodbye 
BROADCAST  lines  were  re- 

versed at  KOMA,  Oklahoma 
City,  recently  so  John  Strai- 
ton,  engineer,  could  sign  him- self and  the  station  off  the 
air.  The  unusual  procedure 
was  arranged  by  Paul  Wil- 

liamson, announcer,  so  that 
Mr.  Straiten  could  say  good- 

bye to  friends  and  listeners 
before  leaving  for  Fort  Mon- mouth to  enter  Signal  Corps 
Officer's  Training  School. 

\  *^AiTHERE'S  MORE  FOR  YOUR  MONEY  AT y  I  \  ̂ ^^ir=>iiii.nL  ij  muni,  run  luun  inunti 
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NAB  Hits  Petrillo, 

Plans  N.  Y.  Office 

Violations  of  State  Laws  in 
Recording  Ban  Claimed 
IN  ITS  FIRST  report  to  the  in- 

dustry on  the  AFM  recording  ban, 
NAB,  last  Friday  characterized 
the  action  of  James  C.  Petrillo, 

union  president,  as  a  "boycott" rather  than  a  strike. 

NAB  stated  that  Petrillo's  pur- 
pose is  not  to  have  musicians  stay 

indefinitely  out  of  the  recording 
business,  but  to  bring  pressure  on 
recording  and  transcription  com- 

panies to  discriminate  against 
stations  and  other  commercial 
users  of  recorded  music  who  do 
not  employ  what  AFM  deems  to 
be  a  satisfactory  number  of  mu- 

sicians. The  recording  ban  was 
called  "a  threat  to  all  broadcast- 

ing stations,  already  struggling 

vmder  wartime  burdens." After  outlining  steps  taken  by 
the  NAB  in  conferences  with  vari- 

ous segments  of  the  industry,  in- 
cluding advertisers  and  transcrip- 

tions companies  and  with  the  Dept. 
of  Justice,  NAB  stated  that  all 
parties  interested  who  have  been 

subjected  to  Petrillo's  activities should  be  kept  currently  informed. 
It  is  contemplated,  the  bulletin 

said,  that  the  NAB  will  establish 
a  New  York  office  "for  this  and 
other  purposes  in  connection  with 

the  Petrillo  ruling." 
Studying  Legal  Aspects 

A  complete  survey  of  the  legal 
position  of  transcription  companies 
and  broadcasters  is  being  made, 
including  an  investigation  of  the 
law  of  a  number  of  States.  The 

belief  was  expressed  that  Petrillo's action  is  illegal  under  some  State 
laws  and  that  the  NAB  is  pre- 

pared to  cooperate  with  litigants 
at  the  appropriate  time  after  the 
order  becomes  effective  and  after 
Petrillo's  action  has  progressed  to 
the  point  beyond  the  mere  issuance 
of  an  order. 

To  procure  full  information  on 
the  relationship  between  the  indus- 

try and  union  musicians,  it  was 
announced  a  questionnaire  is  being 
sent  all  stations. 

Get  Same  Pay 

Contention  that  the  recording 
ban  is  intended  to  increase  legiti- 

mate employment  for  union  mu- sicians was  refuted.  It  was  pointed 
out  that  advertisers  using  tailor- 
made  transcriptions  pay  musicians 
exactly  the  same  rate  paid  for  net- 

work broadcasts.  It  was  charged 

that  Petrillo  was  trying  to  "de- 
stroy an  invention  which  brings 

the  best  musical  talent  to  all  of 

the  citizens  of  the  United  States." 
Stations  were  advised  to  stand 

by  their  transcription  companies 
even  though  there  may  be  a  dim- 

inution of  service.  NAB  stated  it 
would  be  unwise  for  broadcasters 
"to  take  technical  advantage  of 
transcription  companies  during  a 

common  fight." 
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Talent  Fee  Survey 

By  NAB  Planned 
A  NATIONWIDE  survey  of  the 
talent  fee  situation  in  broadcasting 
will  be  undertaken  by  the  NAB, 
Washington  headquarters  stated 
last  week  as  a  result  of  the  recent 
ruling  by  the  Wage  &  Hour  Divi- 

sion, Labor  Department.  The  divi- 
sion held  that  announcers  were  en- 

titled to  talent  fees,  when  requested 
for  specific  programs,  and  that  tal- ent fees  would  be  considered  as 
regular  compensation  in  computa- 

tion of  overtime  rates. 
The  ruling  was  handed  down  by 

Charles  H.  Livengood  Jr.,  chief  of 
the  Wage  &  Hour  Section,  Solici- 

tor's Office,  Labor  Department,  in consideration  of  staff  announcers 
coming  under  the  codes  and  con- 

tracts of  the  American  Federation 
of  Radio  Artists. 

Miller  Comments 

Commenting  on  the  Livengood 
opinion,  Joseph  L.  Miller,  NAB 
Labor  Relations  Director,  said  that 
some  of  the  Wage  &  Hour  Divi- 

sion's contentions  as  to  the  calcu- 
lation of  overtime  payment  when 

talent  fees  are  involved  are  open 
to  question.  He  said  that  at  the  re- 

quest of  L.  Metcalfe  Walling,  Wage 
&  Hour  Administrator,  the  NAB  is 
making  a  study  of  the  whole  talent 
fee  situation  in  the  industry  with 
a  view  to  clarification  and  possible 
modification  of  the  Wage  &  Hour 
Division's  position. 

Because  of  the  Livengood  ruling, 
Mr.  Miller  asserted  that  C.  T.  Lucy, 
general  manager  of  WRVA,  Rich- 

mond, and  chairman  of  the  NAB 
Labor  Committee,  will  be  in  Wash- 

ington Monday  to  work  with  him 
in  expediting  the  survey. 

In  a  conversation  last  Thursday 
with  Mr.  Livengood,  Mr.  Miller  re- 

ported, the  Labor  Dept.  official  said 
he  would  welcome  the  cooperation 

I  of  the  NAB  in  attempting  to  adjust 
any  discrepancies  or  difficulties.  Be- 

,  cause  the  wage  and  hour  overtime 
provisions  go  back  to  the  statute's 

,  enactment  in  1938,  the  whole  ques- 
tion is  of  considerable  overall  im- 

portance to  the  industry. 

PLAYS  FOR  AMERICANS,  NBC 
series  of  morale  broadcasts  by  Arch 
Oboler,  Hollywood  writer-producer,  are 
being  edited  for  book  form  publication 
by  the  Assn.  for  Education  by  Radio. 

THE  27th  annual  convention  of  the 
Financial  Advertisers  Assn.  sche-i- 
uled  for  Chicago  Oct.  26  has  been  can- 

celled by  action  of  the  executive  com- 
mittee at  a  recent  meeting. 

Jolson  for  Colgate? 
NBC  is  currently  reported  to  be 
negotiating  with  Colgate  -  Palm- 
olive-Peet  Co.  (tooth  powder)  for 
sponsorship  of  a  Saturday  night 
half-hour  featuring  Al  Jolson.  Al- 

though the  Music  Corp.  of  America 
is  reported  to  be  representing  Jol- 

son in  the  negotiations,  MCA  offi- 
cials refused  to  comment.  Nor  was 

any  word  available  at  Sherman  & 
Marquette,  Chicago,  agency  repre- 

senting Colgate. 

Disc  Rebroadcast  Plan 

Is  Condemned  by  NAB 
PROPOSAL  of  Howard  Blake, 
United  Broadcasting  System,  New 
York  [see  story  on  page  29],  that 
stations  accept  without  charge  pro- 

posed transcriptions  of  network 
shows,  is  described  by  the  NAB  as 
"a  flagrant  example  of  a  'for  free'." The  NAB  wrote  Mr.  Blake  a  letter 
explaining  that  "NAB  member  sta- tions are  not  in  the  business  of 
handling  commercial  business  of 
any  nature  on  a  free  basis." The  NAB  letter  explained  that 
acceptance  of  the  plan  by  stations 
would  violate  a  resolution  adopted 
at  the  May  NAB  convention.  The 
firm  was  invited  to  use  radio  "upon 
the  basis  of  a  station's  quoted  card 

rates." 
BWCRadiotelephoneBan 

Exempts  Broadcast  Cues 
ADDRESSED  radio  program  ser- 

vice, or  cue  channels,  along  with 
press  agencies  approved  by  the  cen- 

sor, are  the  lone  exceptions  to  the 
Board  of  War  Communications' 
Order  No.  15  announced  last  Fri- 

day, which  terminates  international 
radiotelephone  communication.  The 
first  of  two  parts  set  forth  in  the 
order  states  that  no  non-govern- 

mental business  or  personal  radio- 
telephone call  shall  be  made  to  or 

from  any  foreign  point  outside  of 
the  western  hemisphere,  except 
England,_  unless  the  call  is  in  the 
national  interest  and  an  agency  of 
the  U.  S.  Government  sponsors  such 
call  and  obtains  prior  approval 
from  the  chief  cable  and  radio 
censor. 

The  second  part  orders  all  non- 
governmental point-to-point  radio- 

telephone circuits  between  the  U.  S. 
and  Australia  designated  for  clo- 

sure, with  the  action  to  be  effected 
midnight  Aug.  31.  Nothing  in 
Order  15  shall  apply  to  communi- 

cations between  the  U.  S.  and 
points  in  the  western  hemisphere, 
the  BWC  stated. 

WJB 

ST 

Not  New! 

WHEN  HITLER  ma"rched into  Austria  nearly  four 

years  ago  the  event  was  an- 
nounced with  "headline  in 

front  of  newscast"  style  by 
WRBL,  Columbus,  Ga.,  ac- 

cording to  Jack  B.  Gibney, 
station's  news  editor,  who 
disputes  claim  of  the  North- 

ern Broadcasting  Co.,  opera- 
tor of  six  stations  in  Ontario 

and  Quebec,  that  this  style 
was  originated  there  [Broad- 

casting, July  13].  The  style 
was  discontinued  by  WRBL 
Dec.  8,  1941,  upon  request  of 
the  Government,  Bill  says. 

Lux  on  Full  CBS  Net 
JOINING  the  group  of  12  CBS 
programs  which  have  expanded  to 
the  full  network  of  114  stations  un- 

der the  new  15%  discount  plan, 
will  be  the  Lux  Radio  Theatre, 
when  it  starts  its  fall  season  Sept. 
14.  Sponsored  by  Lever  Bros.  Co., 
Cambridge,  for  Lux  toilet  soap,  the 
series  is  heard  Monday  evening 
9-10,  and  is  shortwaved  abroad  by 
CBS  on  Thursday  mornings  7-8 
a.m.  Agency  is  J.  Walter  Thomp- 

son Co.,  New  York. 

DE  SEVERSKY  OPENS 

NBC  SERIES  AUG,  1 

MAJ.  ALEXANDER  P.  de  SEVER- 
SKY, airplane  designer,  manufac- turer and  pilot,  has  been  signed  by 

NBC  for  a  weekly  analysis  and 
resume  of  air  warfare  under  the 
title  War  in  the  Air — de  Seversky, 
starting  Aug.  1,  7:45-8  p.m. 

Author  of  Victory  Through  Air 
Power,  de  Seversky  believes  that 
the  final  victory  of  the  United  Na- 

tions will  come  tnrough  air  power 
and  that  public  opinion  especially 
in  the  United  States,  can  play  a 
large  part  in  hastening  the  arrival 
of  that  hour. 

Born  in  Russia  48  years  ago,  de 
Seversky  fought  in  the  First 
World  War  and  received  high  deco- 

rations from  the  Russian  govern- 
ment for  daring  air  feats.  He  came 

to  this  country  in  1918  on  a  gov- 
ernmental mission  and  remained 

here  permanently,  inventing  hun- 
dreds of  airplane  devices  pur- 
chased by  the  U.  S.  Government, 

and  founding  the  de  Seversky 
Aircraft  Corp.,  Farmingdale,  N.  Y. 

BY  POPULAR  request,  They  Live 
Forever,  CBS  series  which  completed 
a  four-month  run  .June  7,  returns  to 
the  air  Sunday,  July  26.  on  a  regular 
weekly  schedule,  10  :30-ll  p.m.  Charles 
Vanda  continues  as  producer  and  How- 

ard Teiehman  as  script  writer. 

KGDM  to  Join  CBS 
KGDM,  Stockton,  Cal.,  will  join 
CBS  as  a  bonus  station,  available 
to  advertisers  using  the  CBS 
Pacific  group,  about  Sept.  1.  Sta- 

tion currently  operates  with  1,000 
watts  on  1130  kc,  daytime  only, 
but  will  have  completed  its  new 
transmitter  and  will  be  operating 
with  5,000  watts  fulltime  on  the 
same  frequency  before  it  becomes 
a  CBS  outlet. 
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Edwin  A.  Kraft  Applies 
For  FaciUties  of  KGBU 
APPLICATION  for  a  new  station 
license  in  Ketchikan,  Alaska,  using 
1,000  watts  fulltime  on  930  kc,  the 
facilities  of  KGBU,  that  city,  has 
been  filed  with  the  FCC  by  Edwin 
A.  Kraft.  Mr.  Kraft  is  owner  of 
KINY,  Juneau,  as  well  as  North- 

west Radio  Advertising  Co.,  Se- 
attle. 
KGBU  has  been  silent  for  some 

time  under  an  authorization  of  the 
Commission  last  March.  Its  owner, 
James  A.  Britton,  has  left  Ketchi- 

kan, and  it  is  to  clear  certain  in- 
debtedness that  creditors  of  KGBU 

are  seeking  to  sell  the  physical 
properties  of  the  station  to  Mr. 
Kraft.  According  to  the  FCC,  the 
license  of  KGBU  is  to  expire  Aug. 
1  and  to  date  no  renewal  applica- 

tion has  been  filed. 

SESAC  Bond  Campaign 
Extends  to  50  Stations 
FOLLOWING  its  designation  as  a 
liaison  between  the  Treasury  and 
the  broadcasting  industry,  SESAC 
reports  that  its  station  relations 
staff  has  already  contacted  50  sta- 

tions in  16  cities,  sending  in  de- 
tailed information  on  the  work 

done  for  the  Treasury  by  the  broad- 
casters in  various  areas. 

With  these  reports  are  included 
suggestions  by  broadcasters  on 
ways  of  improving  the  war  savings 
material.  Some  of  these,  now  under 
consideration  by  Treasury  execu- 

tives, are:  Providing  shorter  an- 
nouncements as  well  as  some  in  for- 

eign languages;  stressing  the  in- 
vestment value  of  war  bonds;  en- 

abling stations  to  sell  bonds  direct 
or  through  phone  pledges;  requir- 

ing war  stamps  as  admission  to 
studio  broadcasts;  more  Treasury 
Star  Parade  transcriptions. 

....  ...... 
Engineers  and  station 
manag*ri  are  overly* 
pleased  with  the  ex- 

ceptional high  effi- 
ciency and  low  main- tenance cost  of  Lingo 

Radiators.  One  station 
writes;  "The  signal locally  with  only  100 
watts  power,  compares 
favorably  with  .  a  500 
watts  power  station  in 
the  same  city!" 

One  of  the  tallest 
radiators  of  this 
tnjpe  in  the  world  i 
/,45  ft.  Lingo  Ra- diator at  Station 
WIBW.  Topeka, 
Kansas. 

New  Songs  Sought 
MEREDITH  WILLSON,  band 
leader  on  the  NBC  summer  replace- 

ment for  Fibber  McGee  &  Molly, 
realizing  that  of  the  10  most  loved 
melodies  of  the  world,  not  one  was 
American,  has  commissioned  10 
leading  American  composers  to 
write  ten  different  kind  of  melo- 

dies. Peter  De  Rose,  composer  of 
"Deep  Purple",  has  completed  the 
first  composition,  "The  American 
Waltz",  aired  recently  on  the  Will- 
son-Nesbitt  show.  Other  assign- 

ments will  be  heard  on  the  pro- 
gram, as  soon  as  they  are  com- 
pleted. Series  is  spoasored  by  S.  C. 

Johnson  &  Son,  Racine,  Wis. 

Women's  Radio  Group 
Plans  Nationwide  Drive 
"TO  COORDINATE  all  phases  of 
women's  volunteer  war  activities, 
eliminate  duplication  and  waste  ef- 

fort, and  uncover  new  sources  of 
womanpower  to  bolster  the  national 
drive  to  victory,"  the  Women's  Na- tional Radio  Committee  is  giving 
a  luncheon  July  29  at  the  Hotel  St. 
Regis,  New  York,  to  launch  its  Na- 

tional Information  Bureau  on  Wom- 
en's War  Activities. 

The  new  bureau  will  differ  from 
other  organizations  now  in  the 
field,  according  to  Mme.  Yolanda 
Mero-Irion,  chairman  of  the  WNRC 
as  well  as  pro  tempore  of  the  Bu- 

reau, as  it  will  serve  as  a  liaison 
office  between  all  women's  volun- 

teer organizations  and  the  support- 
ing public.  Radio  will  be  used  ex- tensively. 

Jones  Opens  Office 
WILLIAM  E.  JONES,  radio  pro- 

ducer of  Wade  Adv.  Co.,  Chicago 
for  eight  years  and  producer  of  the 
National  Barn  Dance  for  nine 
years,  has  resigned  from  the  agen- 

cy to  open  his  own  freelance  pro- 
duction agency  at  360  N.  Michigan, 

Chicago,  starting  Aug.  1.  He  will 
be  succeeded  by  Edward  Simmons, 
producer  of  The  Quiz  Kids. 

Songwriters  to  Meet 
A  PROGRAM  for  creating  war  songs 
to  arouse  the  nation's  armed  forces 
will  be  discussed  by  American  song- 

writers and  morale  and  propaganda 
spokesmen  for  the  armed  forces  at  the 
Park  Central  Hotel,  New  York,  Tues- 

day, .July  28,  at  a  meeting  held  by 
the  Song  Writers'  Protective  Assn. under  the  chairmanship  of  Sigmund 
Romberg,  jjresident. 

m  mm  of  accuracy, 

SPEED  AND  INDEPENDENCE  IN 

WORLD  WIDE  NEWS  COVERAGE 

UNITED  PRESS 

BOSSIE  DOOD  IT  on  the  BLUE 

as  part  of  the  network's  This  Na- tion At  War.  Genuine  barnyard 
noises  were  heard  on  the  program 
throue-h  KMA,  Shenandoah,  la.,  as 
Ralph  Lund,  engineer,  catches  the 
actual  milking  sound  produced  with 
the  aid  of  a  cooperative  farm-hand. 

Cleveland  Takes  Lead 

[n   Drive    for  Records 

IN  THE  LEAD  for  the  first  day 
of  the  drive  conducted  by  Records 
For  Our  Fighting  Men  Inc.,  was 
Cleveland,  with  a  total  of  375,000 
records  collected  for  re-sale  as 
scrap,  to  finance  a  steady  stream 
of  new  discs  to  American  troops 
throughout  the  world.  Goal  is  37,- 
500,000  records. 
Opening  of  the  drive  Friday, 

July  17  brought  a  telegram  of  pro- 
test to  Joseph  E.  Davies,  chairman 

of  the  President's  Committee  on 
War  Relief  Agencies,  from  a  group 
of  eight  small  record  manufactur- 

ing companies,  charging  "undemo- 
cratic procedure"  in  running  the 

drive  and  announcing  their  with- 
drawal from  the  campaign. 

Tom  Fizdale,  Inc.,  New  York, 
publicity  agency  for  the  drive, 
points  out  that  allottments  were 
made  to  each  company  on  the  basis 
of  the  percentage  of  national  pro- 

duction which  each  represented. 

Coca-Cola  Beamed 
COCA-COLA  Co.,  Atlanta,  will 
shortwave  Pause  That  Refreshes  on 
the  Air,  beginning  Thursday,  July 
30,  7:30-8  p.m.,  making  a  total  of 
16  CBS  programs  to  be  transmitted 
to  American  troops  abroad.  Agency 
is  D'Arcy  Adv.  Co.,  St.  Louis. 

Vandercook  in  Film 
JOHN  W.  VANDERCOOK,  NBC 
commentator  on  Neios  of  the  World, 
who  substituted  for  H.  V.  Kaltenborn 
in  the  Embassy  Theatre  Newsreels 
last  week,  while  the  latter  was  on  va- 

cation, will  be  presented  to  a  national 
movie  audience  July  30,  in  a  Pathe 
newsreel  of  questions  and  answers  on 
national  and  international  affairs,  to 
be  exhibited  in  some  500  theatres. 

WWDC,  Washington,  originated  its 
first  Atlantic  Coast  Network  program 
July  23,  broadcasting  the  speech  of 
Secretary  of  State  Cordell  Hull. 
Broadcast  came  direct  from  Secretary 
Hull's  office  and  was  fed  to  all  other stations  of  the  network. 

AIR  SCHOOL  NAMES 

CONSULTING  BOARD 
FIFTEEN  educators  have  been 
named  to  the  National  Board  of 
Consultants  of  the  CBS  School  of 
the  Air  of  the  Americas,  according 
to  Lyman  Bryson,  CBS  education 
director,  and  chairman  of  the  net- 

work's Adult  Education  Board. 
Members  of  the  consultant's  board 
took  part  in  planning  the  air 
school's  1942-43  schedule  [Broad- 

casting, July  13],  and  are  to  meet 
next  fall  to  map  out  the  1943-44 

programs. William  C.  Bagley,  professor 
emeritus  at  Teacher's  College,  Co- 

lumbia U,  secretary  of  the  Society 
for  the  Advancement  of  Science, 
and  editor  of  School  &  Society,  con- 

tinues as  chairman  of  the  consult- 
ants board.  The  other  board  mem- 
bers are: 

Dr.  Roy  Chapman  Andrews,  hon- 
orary director  of  the  American  Mu- seum of  Natural  History ;  Katy  V. 

Anthony,  Richmond,  president  of  the 
Department  of  Classroom  Teachers  of 
the  National  Education  Assn. ;  Re- 
gina  C.  M.  Burke,  associate  superin- 

tendent of  schools.  New  York ;  Doro- 
thy Cadwallader,  of  Trenton,  presi- 
dent of  the  Ass'n  for  Arts  in  Child- hood ;  William  J.  Oarr,  Washington, 

secretary  of  the  Educational  Policies 
Commission ;  Paul  E.  Elicker,  Wash- 

ington, executive  secretary  of  the  Na- 
tional Ass'n  of  Secondary-School Principals,  NBA;  Belmont  Farley, 

Washington,  director  of  public  rela- tions and  radio  coordinator,  NEA ; 
Florence  Hale,  Darien,  Conn.,  editor 
of  The  Grade  Teacher;  Maj.  Harold 
W.  Kent  of  the  radio  branch  of  the 
United  States  Army's  Bureau  of  Pub- lic Relations,  director  of  the  radio 
council  of  the  Chicago  Board  of  Edu- 

cation and  president  of  the  Ass'n  for Education  by  Radio ;  Charles  H.  Lake, 
Cleveland  superintendent  of  schools ; 
Morris  Meister,  president  of  the  Amer- 

ican Science  Teachers  Ass'n  and  prin- cipal of  the  New  York  City  High 
School  of  Science  ;  Jane  E.  Monahan, 
chairman  of  the-  Radio  Committee  of 
the  Department  of  Elementary  School 
Principals,  NEA;  Lilla  Belle  Pitts, 
professor  of  music  education  at  Teach- 

ers College,  Columbia  U ;  John  W. 
Studebaker,  U.  S.  Commissioner  of 
Education. 

Tasker  Joins  Gilfilan 
HOMER  TASKER,  assistant  head  of 
the  sound  department  of  Paramount, 
has  resigned  to  join  Gilfilan  Co.,  Los 
Angeles  radio  equipment  manufactur- ers, as  technical  engineer.  Tasker,  in 
his  new  capacity,  is  expediting  pro- 

duction of  technical  products.  Recog- 
nized as  a  foremost  sound  engineer,  he 

was  assistant  to  Loren  Ryder,  head  of 
Paramount  sound  department  for  sev- 

eral years. 

GEORGE  IRWIN,  account  executive: 
of  Smith  &  Bull  Adv.,  Los  Angeles,  isi 
commentator  on  the  five-weekly  quar-| 
ter-hour  newscast  sponsored  by  Sea- 

board Finance  Co.  on  KFI,  that  city 

ALAN  MAGEE  SCAIFE,  director  of| 
Gulf   Oil   Corp.,    Pittsburgh,    and  a 
member  of  its  finance  committee,  has 
been  elected  a  vice-president  of  the company. 

woe for  Tri-Cities 
BASIC  BLUE  •  CP  5000  WATTS 

DAVENPORT  •  ROCK  ISLAND  •  MOLINE 
Ask  your  Agency  to  ask  the  Colonel! 

^FREE       PETERS,  Inc.,  National  Representatives 
'3^*^*nRADIAT0RS JOHN  E.  LINGO  &  SON,  INC.,  CAMDEN,  N.  1. 

Page  54  •  July  27,  1942 BROADCASTING  •  Broadcast  Advertising  \ 



Joint  Tour  Studies 

'War  Radio  Setup 
I  British,  American  Officers 

1  Making  12-Day  Inspection 

!  TO  BRING  about  closer  coordina- 
tion and  standardization  of  British 

and  U.  S.  war  communications,  a 
'  delegation  of  high-ranking  British 
'and  American  communications  of- 
j  ficers  last  Saturday  began  a  12-day 
[inspection  of  U.  S.  military  and 
aviation  communications  facilities. 
Production  and  operation  of  com- 
.munications  equipment  and  facil- 
;ities  will  be  studied,  including  con- 

sideration of  broadcasting  facilities 
in  relation  to  wartime  communica- 
tions. 

Heading  the  British  delegation 
are  Air  Commodore  0.  G.  W.  G. 
Lywood,  director  of  signals,  RAF; 
Brigadier  R.  F.  H.  Nalder,  deputy 
director  of  signals.  Army;  Capt.  F. 
J.  Wylie,  deputy  director  of  signals, 
HM  Navy;  and  Group  Capt.  A.  F. 
Lang,  deputy  director  of  signals, 
RAF,  now  stationed  in  Washington. 

The    American    delegation  is 
headed  by  Maj.  Gen.  Dawson  01m- 
stead,  chief  signal  officer,  U.  S. 
Army,  and  Col.  A.  W.  Marriner, 
director  of  communications.  Army 
Air  Forces.  Others  in  the  American 
group  include  Comdr.  E.  B.  Patter- 

son, Navy  Communications  Divi- 
"sion;  Maj.  P.  E.  Ketterer,  Army 
s  Signal  Corps,  and  Capt.  J.  Elroy 
» McCaw,   Army   Air   Forces,  and 
■'  owner  of  KELA,  Centralia,  Wash. 
'     The  group  will  travel  by  plane  to 
;  15  points,  including  Wright  Field, 
Boston,  Schenectady,  Detroit,  Cam- 

den, Fort  Benning,  New  York  City, 

':  West  Palm  Beach,  Miami,  and  the i(  maneuver  area  in  North  Carolina. 

i  Vanda  and  Pearl  Join 

Army    Special  Service 
CHARLES  VANDA,  CBS  western 
director  of  programs  who  has  been 
in  New  York  for  the  last  several 

1  months    producing    and  directing 
I  war  programs,  has  been  commis- 
;  sioned  a  captain  in  the  Army  to 
'  serve    in    the    Special  Services 
'  Branch.  The  CBS  program  Sus- 
\  pense,  formerly  produced  by  Mr. 
■'  Vanda,  will  be  handled  by  William Spier,  while  the  series  They  Live 
Forever,    also    produced    by  Mr. 
Vanda,  will  be  under  the  direction 
of  William  Robson. 

Leslie  S.  Pearl,  vice-president  in 
charge  of  copy  of  BBDO,  New 
York,  has  been  commissioned  a 
major  in  the  Army  and  has  also 
been  assigned  to  duty  in  the  office 
of  the  Chief  of  Special  Services. 
Carlton  L.  Spier  and  Charles  H. 
Brower,  who  have  worked  with  Mr. 
Pearl  on  copy,  will  absorb  his 
duties. 

Curtiss  Takes  Full  Net 

CURTISS  CANDY  Co.,  Chicago,  on 
July  25  joined  the  group  of  CBS 
sponsors  who  have  expanded  their 
programs  to  the  full  CBS  network 
under  its  15%  discount  plan.  The 
company  sponsors  News  with  Jack- 

son Wheeler,  Saturdays  and  Sun- 
3  days,  11-11:05  a.m.  Agency  is  C.  L. 
I  Miller  Co.,  New  York.  Fifteen  CBS 
j  programs  are  now  heard  on  the  114- 
I  station  network. 

Minneapolis  -  Honeywell  First  to  Sign 

For  Blue  Teamed  Sponsorship  Series 
FIRST  ADVERTISER  to  sign  with 
the  BLUE  under  that  network's 
"teamed  sponsorship"  plan  is  Min- 

neapolis-Honeywell Regulator  Co., 
Minneapolis,  which  on  Aug.  3  will 
take  over  the  Alias  John  Freedom 
spy  series,  which  has  been  heard 
sustaining  on  the  BLUE  Sunday 
afternoons  for  the  last  several 
months. 

The  "teamed  sponsorship"  plan, 
offered  by  the  BLUE  as  market  in- 

surance during  war  time  for  ad- 
vertisers who  have  been  forced  out 

of  the  consumer  sales  picture  and 
whose  efforts  are  wholly  devoted 
to  war  production,  gives  four  ad- 

vertisers the  opportunity  to  spon- 
sor one  program,  with  each  one  the 

featured  sponsor  once  every  fourth 
week,  and  all  four  receiving  men- 

tions each  week. 

Full  Net  Used 

For  the  present,  with  Minne- 
apolis-Honeywell as  the  sponsor 

once  every  fourth  week,  BLUE  sta- 
tions will  carry  the  three  inter- 

vening broadcasts  as  sustaining 
programs.  The  program  will  be 
heard  on  the  full  BLUE  network  of 
125  stations,  a  requirement  for  all 
teamed  sponsors.  On  July  27,  the 
series  will  be  shifted  from  Sunday 
to  Monday  10:15-10:45  p.m.  to  re- 

main in  that  spot  under  Minne- 
apolis-Honeywell's sponsorship.  Ad- 

dison Lewis  &  Associates,  Minne- 
apolis, is  the  agency,  and  Carl 

Byoir  &  Associates,  New  York,  has 
been  appointed  to  handle  national 
publicity  for  the  company. 

One  of  the  first  commercial  radio 
advertisers,  Minneapolis  -  Honey- 

well has  considerably  expanded  its 
1942  advertising  apropriation,  de- 

voting a  large  portion  to  radio  pro- 
motion. Manufacturing  automatic 

controls  for  heating,  ventilating, 
air  conditioning  and  industrial 
processes  for  some  50  years,  the 
company  sponsored  a  half-hour 
symphony  program  in  1930  on  22 
CBS  stations,  and  a  half -hour 
Wonder  Hour  on  17  CBS  stations 
in  1932.  The  company  is  now  wholly 
converted  to  the  war  effort  in  the 
manufacture  of  intricate  military 
instruments. 

Suggested  Continuity 
A  sample  commercial  suggested 

to  stations  for  imsold  broadcasts  of 
Alias  John  Freedom  under  the 
teamed  sponsorship  plan,  follows: 

"Industry,  which  is  made  up  in 
peacetime  of  a  vast  number  of 
competing  companies,  has  become 
almost  overnight  another  great 
team,  striving  toward  the  same  goal 
— Victory!  Many  of  these  com- 

panies are  converted  100%  to  the 
war  effort,  and  they  are  working 

side  by  side,  shoulder  to  shoulder, 
as  one  great  team — the  V-team,  for 
Victory.  For  example,  the  Minne- 

apolis-Honeywell Heat  Regulator 
Co.  They  are  no  longer  making  the 
peacetime  products  which  bear  their 
name.  But  while  they  are  giving 
all  their  efforts  to  war  production, 
they  don't  want  you  to  forget  them. 
And  so  every  fovtrth  week,  M-H 
sponsors  this  program,  cooperating 
with  us  to  bring  it  to  you.  This 
week  "Alias  John  Freedom"  is 
sponsored  by  this  station  and  the 
Blue  Network.  We're  all  in  the 
team,  doing  our  part  to  bring  you 
programs  like  this  which  help  to 
understand  what  we  are  fighting 
for  and  what  we  are  fighting 

against." LUX  DRAMAS  HEAD 

HOOPER  REPORTS 
FIRST  PLACE  in  the  July  15  C. 
E.  Hooper  "first  15"  national  pro- 

gram rating  is  held  by  the  Lux 
Radio  Theatre  with  a  rating  of 
19.7,  as  based  on  the  coincidental 
method  of  measuring  the  audience 
during  the  broadcast,  Walter  Wir- 
chell  is  second  with  16.3;  Mr.  Dis- 

trict Attorney,  third  with  15.9; 
Kay  Kyser,  fourth  with  15.4. 

The  next  11  in  the  following 
order  are:  Post  Toasties  Time, 
Rudy  Vallee,  Kraft  Music  Hall, 
Your  Hit  Parade,  Take  It  Or  Leave 
It,  Information  Please,  Texaco  Star 
Theatre,  Treasure  Chest,  Gay  Nine- 

ties Revue,  One  Man's  Family, 
Lady  Esther  Serenade. 

The  "continuous  radio  use  index" 
stands  at  22.2,  down  3.0  from  the 
June  30  report,  but  up  3.2  from  the 
corresponding  Hooper  report  of 
last  year.  The  "network  program 
audience  index"  is  7.6,  down  1.1 
from  15  days  ago,  but  up  1.5  from 
last  year.  Since  the  June  30  report, 
54  programs  show  losses  of  audi- 

ence, 27  show  gains  and  three  re- main unchanged. 

Gen.  Mills  Juggles 

GENERAL  MILLS,  Minneapolis 
(Cheerioats)  on  July  27  replaced 
Harvey  &  Dell  on  31  CBS  stations, 
Monday,  Tuesday  and  Wednesday, 
9:45-10  a.m.,  with  Joe  Emerson's 
Hymns  of  All  Churches.  The  re- 

placement marks  the  return  of  Mr. 
Emerson  to  CBS  after  17  weeks 
absence  during  the  Harvey  &  Dell 
series.  Hymns  of  All  Churches,  now 
on  28  NBC  stations  for  Softasilk 
Cake  Flour,  Monday  through 
Thursday,  2:45-3  p.m.,  will  also 
continue  in  that  spot.  Agency  is 
Blackett  -  Sample  -  Hummert,  Chi- cago. 

ROBERT  J.  DAVIS,  Los  Angeles 
vice-president  and  manager  of  Bris- 
achre,  Davis  &  Staff,  is  currently  in 
Chicago  to  contact  clients  on  fall  ra- dio plans. 

AUDIENCE  . 

more  and  more  advertisers 
are  spending  more  and  more 
money  on  W  C  0  P! 
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Actions  of  the 

FEDERAL   COMMUNICATIONS  COMMISSION 

 JULY  18  TO  JULY  24  INCLUSIVE  

Decisions  .  .  . 

JULY  21 

KLRA.  Little  Rock  Ark.— Granted  ex- tension of  special  service  authorization. 
KGNC,  Amarillo,  Tex. — Denied  special service  authorization  to  operate  on  860 

kc,  500  watts  night,  5  kw.  local  sunset,  un- limited time. 
WJLS.  Beckley,  W.  Va.— Designated  for hearing  application  to  change  to  560  kc. 

with  100  watts  night,  250  local  sunset. 
KSOO,  Sioux  Falls,  S.  D.— Designated 

for  hearing  construction  permit  to  increase 
to  10  kw.,  increase  hours  to  unlimited,  in- 

stall new  transmitter  and  directional  an- 
tenna for  night  use  and  move  transmitter 

locally. 
KTRN,  Tacoma,  Wash. — Denied  petition 

requesting  time  for  completion  of  station 
construction. 
KTOM,  Brainerd,  Minn. — Same. 
WOWO,  Fort  Wayne,  Ind.— Cancelled hearing  and  renewed  license. 
WKBV,  Richmond,  Ind.— Same. 
WGL,  Fort  Wayne,  Ind.— Cancelled  hear- ing on  renewal  application  and  dismissed 

said  application. 
WTEL,  Philadelphia— Denied  petition  for grant  and  set  for  hearing. 
NEW,  Hawaiian  Broadcasting  System 

Ltd.,  Honolulu,  T.  H.— Same. 
NEW,  Air-Waves  Inc.,  Baton  Rouge,  La. 

— Same. 
NEW,  Louisiana  Communications  Inc., 

Baton  Rouge — Same. 
NEW,  Newark  Broadcasting  Corp., 

Newark — Same. 
WPRP,  Ponce,  P.  R.— Denied  petition 

insofar  as  it  requests  reconsideration  and 
grant  of  application  and  modification  of 
construction  permit  for  construction  per- 

mit and  amended  issues  of  hearing. 
APPLICATIONS  ORDERED  DIS- 

MISSED —  Jayhawker  Broadcasting  Co., 
Topeka,  Kan.:  The  Gazette  Co.,  Cedar 
Rapids,  la.  ;  Fred  Jones  Broadcasting  Co., 
Tulsa  (all  the  aforenamed  are  new  sta- 

tion applications);  KROW,  Oakland,  Cal.; 
KRBC,  Abilene,  Tex.;  WJPR,  Greenville, 
Miss.  ;  KRE,  Berkeley.  Cal. ;  KFXD, 
Nampa,  Ida.  ;  KRNR,  Roseburg,  Ore.  (ap- 

plications of  stations  for  changes  in  fa- cilities ) . 
WNBW,  Washington,  D.  C— Cancelled 

outstanding  construction  permit  for  tele- vision station. 
W3XPP,  Philadelphia— Same. W63C,  Chicago;  W59BM,  Baltimore; 

W73D,  Detroit;  W69GR,  Grand  Rapids- 
Cancelled  outstanding  construction  permits for  new  FM  stations. 
K61LA,  Los  Angeles — Designated  for hearing  application  for  modification  of 

construction  permit  requesting  time  to 
complete  construction  of  station. 
WDGY,  Minneapolis — Reconsidered  and 

set  aside  action  of  July  7  and  placed  ap- 
plication in  original  status. 

JULY  22 

WJAX,  Jacksonville,  Fla. — Granted  peti- 
tion to  dismiss  application  for  construc- 
tion permit. 

NEW,  Camden  Broadcasting  Co.,  Cam- 
den, N-  J. — Granted  petition  to  dismiss  ap- plication for  construction  permit  for  new station, 

WFAS,  White  Plains,  N.  Y.— Granted 
continuance  of  hearing  to  8-24-42. 
WKPT,  Kingsport,  Tcnn.— Denied  peti- 

tion for  continuance  of  hearing. 

JULY  23 

WJW,  Akron,  O. — Granted  modification of  construction  permit  as  modified  for 
change  in  type  of  transmitter  and  ex- 

tension of  commencement  and  completion 
dates  to  30  days  after  grant  and  60  days 
thereafter  respectively. 
KITE,  Kansas  City,  Mo.— Granted  peti- 

tion to  continue  hearing  on  application 
for  renewal  to  9-3-42. 
KGLO,  Mason  City,  la. — Granted  modi- fication of  construction  permit  for  change 

in  type  of  transmitter. 
KTRB,  Modesto,  Cal. — Granted  modifica- tion of  construction  permit  for  extension 

of  completion  date  to  11-30-42. 
WDEL,  Wilmington,  Del. — Granted  mod- 

ification of  construction  permit  as  modified 
for  extension  of  completion  date  to  9-19-42. 
WWVA,  Wheeling,  W.  Va.— Granted modification  of  construction  permit  as 

modified  for  extension  of  completion  date 
to  11-4-42. 
KOB,  Albuquerque,  N.  M. — Granted  rnod- ification  of  construction  permit  as  modified 

for  changes  in  equipment  and  extension  of 
commencement  and  completion  dates  to  30 
days  after  grant  and  90  days  thereafter, 
respectively. 

Applications  .  .  . 
JULY  18 

WFLA,  Tampa,  Fla. — Amended  appli- cation for  construction  permit  re  further 
changes  in  directional  antenna. 
KICD,  Spencer,  la. — Acquisition  of  con- 

trol of  permitee  corporation  by  L.  W. 
Andrews  through  purchase  from  Fred  A. Gefke. 

JULY  21 
W59NY,  New  York — Modification  of  con- 

struction permit  requesting  extension  of 
completion  date  to  2-17-43. 
KFAC,  Los  Angeles — Amended  construct 

application  for  construction  permit  re 
changes  in  directional  antenna. 

JULY  24 
WLAC,  Nashville — Modification  of  con- 

struction permit  as  modified  requesting  ex- 
tension of  completion  date  to  9-1-42. 

WTOC,  Savannah,  Ga.— Modification  of 
construction  permit  as  '.nodified  requesting 
extension  of  completion  date  to  10-15-42. 
WFTM,  Fort  Myers,  Fla. — Transfer  of control  to  Ronald  B.  Woodyard. 
KSCJ,  Sioux  City,  la.— Modification  of  li- cense to  change  corporate  name  to  Perkins Bros.  Co. 
KHSL.  Chico,  al. — Modification  of  con- struction permit  requesting  extension  of 

completion  date  to  9-16-42. 
KMPC,  Beverly  Hills,  Cal.— Modification 

of  construction  permit  as  modified  request- 
ing extension  of  completion  date  to  9-2-42. 

NEW,  Edwin  A.  Kraft,  Ketchikan,  Alas- ka— License  for  new  standard  station  on 
930  kc.  1  kw.,  unlimited  time  (facilities  of KGBU). 

Tentative  Calendar  .  .  . 
WMAN,  Mansfield,  C,  license  renewal 

(Richland  County  Courthouse,  Mansfield, July  27). 
NEW,  Herman  Radner,  Dearborn,  Mich., 

CP  for  new  station  on  680  kc,  250  watts, 
daytime   (July  28). 

Copper  Priority  Proposal 
THE  Communications  Branch  of 
the  War  Production  Board  has  pro- 

posed an  amendment  in  the  copper 
priority  rating  given  to  the  radio 
and  communications  industries  un- 

der P-129  from  the  present  A-3 
rating  to  A-IK  or  better.  At  pres- 

ent the  proposal  is  under  considera- 
tion and  action  is  likely  in  the  near 

future. 

New  Ruling  Is  Adopted 

On  Equipment  Damage 
RADIO  station  owners  may  begin 
restoration  of  damaged  or  de- 

stroyed property  if  immediate  resto- 
ration is  "necessary  for  the  prose- 
cution of  the  war  or  to  protect  pub- 

lic health  or  safety",  under  an amendment  to  Conservation  Order 
L-41  issued  by  the  War  Production 
Board  July  23,  effective  immedi- 
ately. 

Plans  may  be  drawn  immediately, 
the  WPB  must  be  notified  within 
two  weeks  and  an  application  for 
authorization  for  reconstruction 
must  be  filed  on  the  usual  form, 
PD-200.  However,  the  WPB  cau- 

tioned that  the  amendment  is  not  a 
guarantee  priority  assistance  will 
be  granted.  Furthermore,  the  WPB 
may  at  any  time  halt  production. 

FCC  Draws  Criticism 

For   Telegraph  Service 
THE  FCC  was  characterized  as 

possibly  "falling  down  on  its  job" in  its  function  of  seeing  that  tele- 
graph service  is  adequate  and  effi- 

cient by  Chairman  Bulwinkle 
(D-N.  C.)  of  the  House  Subcom- 

mittee on  Interstate  Commerce, 
handling  the  so-called  telegraph 
merger  bill  after  American  Com- 

munications Assn.  President  Joseph 
P.  Selly  had  charged  the  telegraph 
companies  with  many  defects  and 
delays  in  service  in  recent  years.  , 

The  remark  of  Rep.  Bulwinkle 
came  at  the  closing  session  last 
Thursday  of  a  three-day  hearing 
on  the  Senate-passed  bill  which 
would  permit  the  merger  of  West- 

ern Union  and  Postal  Telegraph. 
FCC  Chairman  James  Lawrence 
Fly,  together  with  the  chief  execu- 

tives of  the  domestic  and  interna- 
tional telegraph  companies,  during 

the  sessions,  had  urged  speedy 
enactment  of  the  measure  by  Con- 

gress. The  FCC  early  this  month 
ordered  an  investigation  into  tele- 

graph service. 
FOOTBALL  GAMES  at  Fordham 
will  be  broadcast  exclusively  by  W.JZ, 
New  York,  under  a  contract  which 
covers  the  coming  football  season. 

Network  r\.ccomh 
All  time  Eastern  Wartime  unless  indicated 

New  Business 
FISHER  FLOURING  MILLS  Co.,  Seattle 
(waffle  flour),  on  Aug.  6  starts  for  52 
weeks  participation  in  Breakfast  At  Sardi's on  13  BLUE  Pacific  Coast  stations.  Thurs- 

day, 9:30-10  p.m.  (PWT).  Agency:  Pa- 
cific National  Adv.,  Seattle. 

MENKEN  Co.,  Newark  (shave  products) 
on  Aug.  13  starts  Bob  Garred  Reporting 
on  6  CBS  network  stations,  Tues.,  Thurs., 
and  Sat.  at  7:30-7:45  a.m.  (PWT).  Agency: 
Russel  M.  Seeds  Co.,  Chicago. 
CONTI  PRODUCTS,  Brooklyn  (soap  and 
shampoo),  on  July  26  started  newscasts 
by  Walter  Compton  on  7  MBS  stations. 
Sun.,  10 :45-ll  a.m.,  with  broadcast  on  2 
MBS  stations  at  varying  times.  Agency: 
Bermingham,  Castleman  &  Pierce,  N.  Y. 
ROMA  WINE  Co.,  Lodi,  Cal.  (Cellarete 
and  La  Boheme  wines),  on  July  27  starts 
for  52  weeks,  Phil  Stearns,  newscaster,  on 
16  Don  Lee-California  stations,  Mon.  thru 
Fri.,  6:15-6:30  p.m.  (PWT).  Agency: 
McCann-Erickson,  San  Francisco. 
STERLING  PRODUCTS,  Wheeling  (Dr. 
Lyons  toothpaste,  Bayer  aspirin),  on  Aug. 
3  starts  Second  Husband  on  41  CBS  sta- 

tions, Mon.  thru  Fri.,  11:15-11:30  a.m. 
Agency:  Blackett-Sample-Hummert,  N.  Y. 
STERLING  PRODUCTS,  Wheeling  (Dr. 
Lyons  toothpowder)  on  Aug.  3  starts 
Amanda  of  Honeymoon  Hill  on  41  CBS 
stations,  Mon.  thru  Fri.,  10:30-10:45  a.m. 
Agency:  Blackett-Sample-Hummert,  N.  Y. 

Renewal  Accounts 
SPERRY  FLOUR  Co.,  San  Francisco 
(flour),  and  General  Mills  Inc.,  Minneapo- 

lis (Wheaties),  on  Aug.  10  renew  for  52 
weeks  Sam  Hayes  News,  Mon.  thru  Sat.  on 
6  NBC  Pacific  Coast  stations  (KFI  KPO 
KGW  KOMO  KHQ  KMJ),  7:45-8  a.m. 
(PWT).  Agencies:  Westco  Adv.  Co.,  San 
Francisco,  and  Knox-Reeves  Adv.,  Min- neapolis. 
RICHFIELD  OIL  Co.,  Los  Angeles,  on 
Aug  9  renews  for  52  weeks  Richfield  Re- 

porter, Sun,  thru  Fri.,  on  NBC  Pacific 
Coast  stations  (KFI  KPO  KGW  KOMO 
KHQ  KMJ),  10-10:15  p.m.  (PWT),  and  4 NBC  Ariz,  stations  (KYUM  KTAR  KGLU 
KVOA),  10:30-10:45  p.m.  (MWT).  Agen- 

cy: Hixson-O'Donnell  Adv.,  Los  Angeles. 
Network  Changes 

PROCTER  &  GAMBLE  Co.,  Cincinnati 
(Ivory  Snow,  Dreft) ,  on  Aug.  26  discon- tinues Shirley  Temple  in  Junior  Miss  on 
70  CBS  stations.  Wed.,  9-9:30  p.m.  Agen- cies :  Benton  &  Bowles  on  Ivory  Snow,  and 
Blackett-Sample-Hummert  for  Dreft,  both N.  Y. 

ANACIN  Co.,  Jersey  City  (headache  rem- 
edy), on  July  31  discontinues  Just  Plain BiU  on  119  BLUE  stations,  Mon.,  thru 

Fri.,  11:45  a.m.-12  noon  (repeat,  2-2:15 
p.m..).  Agency:  Blackett-Sample-Hummert, 
N.  Y. 
AFFILIATED  PRODUCTS,  Jersey  City 
(Edna  Wallace  Hopper  cosmetics),  July 
31  discontinues  John's  Other  Wife  on  119 BLUE  stations,  Mon.  thru  Wed.,  11:30- 
11:45  a.m.  (repeat,  1:45-2  p.m.).  Agency: 
Blackett-Sample-Hummert,  N.  Y. 
WYETH  CHEMICAL  Co.,  Jersey  City 
(Hill's  cold  tablets),  on  July  31  discon- 

tinues John's  Other  Wife  on  119  BLUE 
stations,  Thurs.  and  Fri.,  11:30-11:45  a.m. 
(repeat,  1:45-2  p.m.).  Agency:  Blackett- Sample-Hummert,  N.  Y. 
E.  I.  DU  PONT  DE  NEMOURS  Co., 
Wilmington,  Del.  (institutional),  on  July 
27  shifts  rebroadcast  of  Cavalcade  of America  for  Mountain  and  Pacific  Coast 
areas  from  10:30-11  p.m.  to  11:30-12  a.m. 
Agency:  BBDO,  N.  Y. 
LADY  ESTHER  Co.,  Evanston,  111.  (cos- 

metics), on  July  27  shifted  Lady  Esther Serenade  on  65  CBS  stations  from  Mon. 
10-10:30  to  9:30-10  p.m.  Agency:  Pedlar 
&  Ryan  Inc.,  N.  Y. 
GENERAL  MILLS,  Minneapolis  (Cheeri- 
oats),  on  July  27  replaced  Harvey  &  Dell 
on  31  CBS  stations  Mon.,  Tues.,  and  Wed., 
9 :45-10  a.m.,  with  Hymns  of  all  Churches. 
Agency :  Blackett-Sample-Hummert,  Chi- cago. 

NAT  WOLFF,  Hollywood  liaison  of- ficer radio  division  of  the  OWI,  is 
currently  in  Washington  for  confer- 

ences with  William  B.  Lewis,  head  of 
that  division.  He  will  also  supervise 
two  Victory  Parade  broadcasts  from 
New  York  before  returning  to  his 
West  Coast  headquarters. 

WANTED
  AT  ONCE

 

WORN-OUT  G-E  TRANSMITTING  TUBES 

BECAUSE  there  is  a  shortage  of 
strategic  metals  used  in  transmit- 
ting tubes  for  civilian  uses,  and  because 

mihtary  needs  are  great.  General  Elec- 
tric is  now  salvaging  these  metals  from 

worn-out  tubes  of  250-watt  plate 
dissipation  or  over.  Such  metals  will 
be  reclaimed  for  new  tubes,  and  in  this 
way  it  is  hoped  to  make  more  tubes 
available  for  broadcasting  and  other 
nonmilitary  uses.  Of  course,  military 
needs  come  first. 

Will  You  Help?  Send  us — via  express 
collect — your  retired  transmitting  tubes 
of  250-watt  plate  dissipation  and 
larger.  If  you  do  not  have  proper  car- 

tons, let  us  know  the  types  of  tubes  and 

the  quantity,  and  we'll  send  the  cartons 
to  you. 
Credit  —  Because  of  the  high  cost  of 
salvaging  materials  and  the  added  cost 
of  shipping,  it  is  impossible  to  give 
credit  on  all  tubes  returned.  Regular 
credit  will  be  granted  on  those  tubes 
that  ordinarily  have  a  return  credit 
value.  These  include  GL-862  and  GL- 
898,  and  the  radiator  credit  on  GL- 
891 R,  GL-892R,  GL-893R,  and  GL- 
8002R. 

How  to  Ship  —  Mark  the  cartons  and 
shipping  papers  "Defective  apparatus 
for  salvaging,"  and  ship  by  express, 
collect,  to  General  Electric  Company, 
Radio,  Television,  and  Electronics  De- 

partment, Schenectady,  N.  Y. 

GENERAL  im  ELECTRIC 
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Siiuuiions  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.   Forms  close  one  week   preceding  issue. 

Help  Wanted 

Progressive  NBC  affiliate — Has  opening  for 
experienced  announcer  capable  of  han- 

dling turn  tables  and  studio  controls. 
Prefer  southern  voice.  Send  voice  record- 

I  ing  and  complete  letter  immediately. 
WSAV,  Savannah,  Ga. 

AS  A  RESULT  OF  SELECTIVE  SERVICE 
I  WE  NOW  NEED  THE  FOLLOWING 

MEN:  ANNOUNCER— Commercial-news- 
sports.  One  who  in  addition  to  regular 

1  commercials  can  give  news  and  play-by- 
play sports,  particularly  backetball  and 

football,  as  we  carry  heavy  schedules  on 
these  two  sports.  ENGINEER — With  first 
class  license.  Ideal  working  conditions. 
SALESMAN— With  thorough  knowledge 
of  radio  and  how  to  intelligently  present 
it  to  a  large  clientele.  Must  have  a  car. 
Will  be  given  number  of  basic  accounts 
to  start  with.  Drawing  account  against 
commissions.  WE  NEED  THE  ABOVE 
THREE  MEN  IMMEDIATELY.  Please 
write  in  full,  giving  complete  details, 
age,  experience,  draft  status  and  salary 
desired.  Jack  Falvey,  Manager  Radio 
Station  KBIZ,  Ottumwa,  Iowa. 

Complete  Station  Personnel — For  America's newest  station  .  .  .  Mutual  affiliate  .  .  . 
Address  inquiries  to  T.  W.  Aydlett.  Gen- 

eral Manager,  Portsmouth  Radio  Corpo- 
ration, Portsmouth,  Virginia. 

Advertising  salesman — New  England  radio 
station  needs  aggressive  salesman  to  take 
over  established  list  of  accounts,  mostly 
one-minute  spots.  Permanent  employ- 

ment, large  market.  State  age,  draft 
status  and  salary  expected.  Good  voice 
would  increase  earning  power,  excep- 

tional opportunity  for  right  man.  Box 
685,  BROADCASTING. 

Combination    Salesman    and    Announcer — 
Must  be  good  at  both.  Give  full  particu- 

lars and  salary  expected  first  letter. 
Blue  Network  AflMiation.  Write  KMLB, 
Monroe,  Louisiana. 

CONTINUITY,  YOUNG  LADY  —  Experi- enced writer  able  to  handle  commercial 
continuity  and  spots,  regional  station. 
Mike  voice  desirable  but  not  essential. 
Box  686,  BROADCASTING. 

ANNOUNCER— Must  have  network  ex- 
perience. Send  transcription,  photo,  ref- 

erences, and  draft  status  to  Program  Di- 
rector, WOL,  Washington,  D.  C. 

Staff  Announcer — For  local  Virginia  sta- 
tion. Write  Box  689,  BROADCASTING. 

Western  5-Kw  station — Has  opening  and 
permanent  job  for  salesman  with  Mutual 
network  station  experience  who  can 
create  and  sell.  Give  experience  and 
salary  expected  in  answer.  Box  678, 
BROADCASTING. 

ANNOUNCER-ENGINEER— First  class  li- 
cense preferable.  Progressive  small 

Southern  Station.  Good  pay  for  short 
week.  Box  683,  BROADCASTING. 

Engineer  —  For  RCA  equipped,  Mid-West 
network  station.  Must  have  transmitter, 
maintenance  and  operating  experience. 
Good  salai-y  .  .  .  chance  for  advance- 

ment. Submit  full  details  including  ex- 
perience, reference,  draft  status,  pic- 

ture. Box  681,  BROADCASTING. 

Girl  Operator — Second  class  license.  Also Al  engineer.  Southern  network.  Box 
682,  BROADCASTING. 

Transmitter  Engineer — Endorsed  permit  or 
better.  Salary  depends  on  experience. 
WISR,  Butler,  Pa. 

RECORDING  ENGINEER  —  For  well 
equipped  independent  recording  studio. 
Must  know  everything  about  recording. 
Permanent  position  immediately.  United 
Broadcasting  Co.  201  N.  Wells  St., Chicago. 

ENGINEERS — If  you  are  experienced  in 
studio,  remote  and  portable  recording 
work,  have  low  draft  classification,  and 
would  like  to  be  associated  with  KMBC, 
write  A.  K.  Krahl,  KMBC,  Kansas  City, 
Mo.,  detailing  training  and  experience. 
State  starting  salary  required. 

Situations  Wanted 

Operator — Experienced  in  operation  of  5 
kw.  Have  well  trained  voice.  Box  675, BROADCASTING.  

ANNOUNCER  —  Sports  preferred.  Five 
years  all  'round  experience.  Now  em- ployed at  network  station.  Desires  change. 
Best  of  references.  Box  684,  BROAD- CASTING.  

$3500  per  year — And  a  two  year  contract will  obtain  the  services  of  .a  college 
trained  broadcast  technician  with  ten 
years  of  broad  experience.  Box  67^, BROADCASTING.  

Experienced  and  well  qualified — Chief  en- 
gineer, general  manager  or  combina- tion engineer  manager,  draft  exempt 

and  experienced  in  short  wave  as 
well  as  broadcast  operations,  desires 
responsible,  well  paying  position  with 
successful  regional  or  clear  channel  sta- 
tion.  Box  677.  BROADCASTING.  

Announcer — Eight  years'  experience.  Deep, 
well  trained  voice.  Twenty-six.  Draft  ex- 
empt.  Box  674.  BROADCASTING. 

Engineer — Experienced.  Prefer  responsible 
job  small  station.  Married.  Draft  De- ferred. First  class  license.  Box  6S0, BROADCASTING.  

FIRST  CLASS  OPERATOR— Young,  ex- 
perienced, draft  exempt.  Desires  posi- tion in  a  progressive  station  with  chances 

for  advancement.  Box  690,  BROAD- CASTING.  

PRODUCER — Experienced  as  program  di- 
rector, writer,  adapter.  Specialize  in 

dramatic  and  variety  shows.  Six  years  in 
radio.  Employed.  Draft  exempt.  Box 
671.  BROADCASTING.  

Continuity  Director — Three  years  major 
station  Continuity  Director,  plus  three 
years  copywriter  4A  aeencv.  Draft  class 
3-A.  Box  670,  BROADCASTING.  

Chief  Engineer — Desires  change.  Ex- perienced, responsible.  Prefer  Midwest  or 
West.    Box    691.  BROADCASTING. 

High  type — Young  station  executive  wants 
better  opportunity.  Now  managing  small 
local.  Experienced  all  phases  of  industry. 
College  graduate.  Draft  status  secure. 
Box  692.  BROADCASTING.  

AT    LIBERTY— PROGRAM  DIRECTOR— 
Well  rounded  backgroimd.  Twelve  years' experience.  Two  networks.  Draft  exempt. 
Prefer  New  England  or  Southeast.  Will 
go  anywhere.  Name  salary  in  first.  All 
queries  answered.  Box  693,  BROAD- CASTING. 

Wanted  to  Buy 

Used  Portable  Recorder — State  price,  make, 
model  and  condition.  Box  688,  BROAD- CASTING.  

One  RCA  B  or  BX  type  microphone  and 
two  828  type  tubes.  WSBA,  York,  Penn- 
sylvania. 

5  kw  or  1  kw — Modern  used  transmitter. 
Must  be  bargain  for  quick  sale  and 
cash.  Box  672,  BROADCASTING. 

For  Sale 

Latest    type    5KW    Collins  Transmitter — 
Complete  with  extra  tubes  and  control 
console.  Available  September  first. 
KPAS,  Pasadena,  California. 

Miscellaneous 

ANY  person  or  firm  interested  and  able  to 
sell  a  sure-fire  "air-tested"  children's  show 
— a  good  deal  awaits.  Write  Box  694, BROADCASTING.  

FOR  RENT— Field  intensity  meters  and 
r-f  bridges.  VICTOR  J.  ANDREW  COM- 

PANY, 363  E.  75th  STREET,  CHICAGO, ILL.  

BOOK  MANUSCRIPTS  WANTED— MERI- 
TORIOUS works  of  public  interest  on 

all  subjects.  Write  for  free  booklet. 
MEADOR  PUBLISHING  CO.,  324  New- 

bury Street,  Boston,  Mass. 
Wanted  to  Rent — Field  strength  meter. 
Box  687,  BROADCASTING. 

KIT  FOR  BOND  SALES 

Advertising  Council  Sending 

 Sponsorship  Tieups  
SAMPLE  RADIO  announcements 
supporting  the  War  Bond  Payroll 
Plan  are  included  in  the  promotion 
kit  now  being  sent  by  the  Adver- 

tising Council  to  advertisers,  their 
agencies  and  the  various  media  as 
the  first  material  in  a  continuing 
promotional  campaign  conducted  by 
the  council  for  the  Treasury  Dept. 

The  suggested  radio  tieups  con- 
tain blanks  which  can  be  filled  by 

the  sponsor  to  call  attention  to 
local  posters  and  billboards. 

The  kit  was  prepared  by  mem- 
bers of  the  council  and  Advertis- 

ing Federation  of  America  in  co- 
operation with  the  Treasury's  pro- motional staff. 

NBC  Script  Published 
COMPLETE  SCRIPT  for  last  week's broadcast  of  Dear  Adolf  on  NBC  was 
published  in  Life  magazine,  which  ap- 

peared on  the  stands  two  days  before 
the  program.  The  letter  "from  a soldier"  was  published  so  that  listeners 
might  follow  the  broadcast  word  by 
word.  Mail  requests  for  copies  of 
previous  programs  have  come  from  all 
parts  of  the  country.  Private  William 
Holden,  former  movie  star,  read  the letter  on  NBC. 

DR.  E.  C.  WILLIAMS,  vice-president and  director  of  research  of  General 
Mills  Inc.,  has  resigned  to  become 
vice-president  and  chemical  director  of 
General  AniUne  &  Film  Corp. 

PROFESSIONAL 

DIRECTORY 

Jansky  &.  Bailey An  Organization  of 
Qualified  Radio  Engineers 

Dedicated  to  the 
SERVICE  OF  BROADCASTING 

National  Press  Bldg..  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.      Dl.  1205 
Washington,  D.  C. 

JOHN  BARRON 
Consulting  Radio  Engineers 
Specializing  in  Broadcast  and 

Allocation  Engineering 
Earle  Building,  Washington,  D.  C. 

Telephone  NAtional  7757 

GEORGE  C.  DAVIS 

Consulting  Radio  Engineer 

Munsey  BIdg.  District  8456 
Washington,  D.  C. 

HECTOR  R.  SKin^ER Consulting  Radio  Engineer 
FIELD      INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

PAUL  F  GODLEY 

COA/SUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 

MO  2-7859 

CLIFFORD  YEWDALL 
Empire  State  Bld^. 
NEW  YORK  CITY 

An  Accounting  Service 
Particularly  Adapted  to  Radio 

A.  EARL  CULLUM,  JR. 

Consulting  Radio  Engineers 
Highland  Park  Village 

Dallas,  Texas 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
Silver  Spring  Md. 

(Suburb,  Wash.,  D.  C.) 

Main  Office:    '("O  'poom^noH 7134  Main  St.    /'^^T^      P^OM  em 
Kansas  City,  Me.  (     jf     1    !•  «peoJS!OJO 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Communications,  Inc. 
66  Broad  St,  New  York,  N.Y, 

RING  &  CLARK 

Consulting  Radio  Engineers 
WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 

BROADCASTING 
for 

RESULTS! 
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Simplified  Format 

Adopted  by  MBS 

For  Rate  Revision 

Use  of  all  204  Stations  on 
Network  Is  Basis  of  Plan 

A  NEW  SYSTEM  of  frequency 
and  volume  discounts  designed  to 
"make  it  irresistible  for  advertisers 
to  use  all  204  MBS  stations"  is  pre- 

sented by  MBS  Rate  Card  No.  10, 
dated  Aug.  1,  which  was  explained 
to  the  advertising  press  at  a 
luncheon  given  by  the  network  at 
the  Hotel  Astor,  New  York,  last 
Thursday. 
Revamping  its  previous  volume 

discount  plan,  MBS  now  offers  to 
advertisers  using  56  or  more  sta- 

tions, instead  of  the  80-station 
minimum  formerly  required,  fre- 

quency discounts  ranging  from 
20%  for  13  times  to  50%  for  260 
times,  and  in  addition  offers  further 
discounts  for  networks  of  more 
than  100  stations,  enabling  adver- 

tisers to  earn  maximum  discounts 
of  50%  for  stations  in  its  basic 
"A"  markets,  60%  for  supple- 

mentary stations  in  "B"  markets, 
of  30,000  population  or  more,  and 
75%  for  supplementary  stations  in 
"G"  markets,  of  less  than  30,000 
population. 

Large  Hookup 

Explaining  why,  with  MBS  bill- 
ings for  the  first  half  of  this  year 

79%  ahead  of  1941,  the  network's 
previous  peak  year,  it  should  in- 

crease its  discounts,  Robert  A. 
Schmid,  MBS  sales  promotion  di- 

rector, said  that  the  largest  com- 
mercial MBS  hookup  included  only 

128  of  the  total  204  stations  and 
that  this  new  plan  was  conceived 
to  encourage  advertisers  to  use  all 
MBS  outlets  on  a  "the  more  you 
buy  the  more  you  save"  basis. 

Pointing  out  that  only  42  "A" 
market  stations  are  required  for 
users  of  the  volume  plan  and  that 
the  other  stations  may  be  selected 
individually  and  not  in  pre-set  re- 

gional groups,  Mr.  Schmid  said 
that  for  the  first  time  advertisers 

buying  stations  in  "B"  and  "C" markets  can  earn  extra  discounts 
not  merely  on  these  stations  but  on 
the  major  market  stations  as  well, 
the  larger  stations  contributing  to 
encourage  the  inclusion  of  the 
smaller  ones  by  Mutual  advertisers. 

Stations  allowing  discounts  of 
75%  still  receive  payment  com- 

parable with  that  of  affiliates  of 
other  networks  offering  much 
smaller  discounts  to  clients,  he 
said,  because  of  the  MBS  method  of 
non-profit  operation  which  turns 
the  full  advertising  income  over  to 
the  stations,  with  only  actual  ex- 

penses deducted. 

Simplified  Format 

Set  in  a  new,  simplified  format, 
the  rate  card  lists  the  MBS  sta- 

tions in  three  columns  by  "A,"  "B" 
and  "C"  markets.  Only  the  base 
rate  for  an  evening  hour,  one  time, 
is  shown,  but  an  accompanying 
table  gives  the  percentages  of  this 
base  rate  for  other  periods,  from 

Campbell  Soup  Starting 
CAMPBELL  SOUP  Co.,  Camden, 
N.  J.,  is  lining  up  a  half-hour  pro- 

gram, details  of  which  are  unavail- 
able, to  promote  its  new  concen- 

trated soups  in  the  9-9:30  period 
Sundays  on  CBS.  This  spot  is  the 
first  half -hour  of  the  Fred  Allen 
Show,  which  has  been  cut  to  a  half- 
hour  for  the  summer  replacement 
and  which  will  continue  in  the  9 :30- 
10  p.m.  period  this  fall  when  Allen 
returns  to  CBS  Oct.  4  for  Texas  Co. 
The  Campbell  agency  is  Ward 
Wheelock  Co.,  Philadelphia.  Bu- 

chanan &  Co.,  New  York,  handles 
the  Texas  account.  All  canned 
soups  are  now  prepared  under  new 
concentration  formulas  by  WPB 
order. 

20%  for  five  minutes  to  80%  for 
45  minutes. 

These  full  evening  rates  apply 
from  6  to  10:30  p.m.  Periods  be- 

tween 10:30  and  11  p.m.  and  from 
noon  to  6  p.m.  on  Sunday  are  priced 
at  %  the  base  rate;  8  a.m.  to  6 
p.m.  daily  and  8  a.m.  to  noon  Sun- 

day and  %  the  evening  rate,  and 
11  p.m.  to  8  a.m.  Vs  the  evening 
rate. 

In  addition  to  the  discounts  un- 
der the  volume  plan,  the  card  also 

lists  standard  discounts  for  adver- 
tisers using  from  two  to  55  sta- 
tions. These  discounts  range  from 

5%  for  13  times  to  25%  for  260 
times.  Both  frequency  discount 
tables  have  26-time  rates,  an  ex- 

clusive MBS  feature,  Mr.  Schmid 
stated.  All  discounts  include  2 
points  which  are  earmarked  as  cash 
discounts  and  which  are  dependent 
on  full  payment  of  bills  by  the  12th 
of  the  month  following. 

With  the  BLUE  and  CBS  al- 
ready offering  special  package 

prices  for  full  network  users  and 
with  NBC  expecting  to  have  a 
similar  plan  ready  for  presenta- 

tion this  week,  network  advertisers 
are  now  assured  that  their  costs 
for  time  will  not  be  increased  this 
year,  at  least. 

HEAT  TURNED  ON 

FOR  NURSE  DRIVE 

TO  AID  in  recruiting  the  nation's 
70,000  registered  graduate  nurses 
for  Army  and  Navy  duty,  the 
American  Red  Cross  is  calling  upon 
all  stations  for  their  cooperation  in 
a  two-week  drive  beginning  July 
27.  To  bolster  the  Red  Cross  request 
for  station  cooperation  the  Office 
of  War  Information  has  given  the 
campaign  the  top  AA  rating. 

Since  Pearl  Harbor,  combined 
need  of  the  Army  and  Navy  has 
been  1,500  per  month.  Now  with 
likelihood  of  a  second  front  and  the 
increased  size  of  their  forces,  the 
need  has  doubled.  The  Red  Cross 
is  leading  this  campaign  as  official 
recruiting  agency  for  nurses. 

The  Red  Cross  explained  it  is 
necessary  to  maintain  a  backlog  to 
meet  nursing  demands.  At  present 
it  is  able  to  meet  these  demands 
but  the  increased  program  requires 
an  enlarged  reserve  list. 

Until  now,  the  Red  Cross  has  ap- 
proached radio  stations  on  a  volun- 

tary basis — use  if  you  can.  This 
new  program,  through  OWI  aid, 
has  become  a  virtual  "must". In  the  current  issue  of  the  NAB 
Bulletin,  a  letter  from  Paul  V.  Mc- 
Nutt,  chairman  of  the  Federal  Se- 

curity Agency,  is  reproduced 
praising  the  radio  industry  for  its 
recruiting  of  student  nurses. 

New  Blue  Division 
A  LITERARY  RIGHTS  division 
has  been  set  up  by  BLUE,  with 
Edmund  Stevens  taking  charge  in 
addition  to  his  regular  duties  as 
chief  of  the  BLUE  script  division. 
Stevens  is  an  actor  and  director  of 
15  years'  standing  on  the  English and  American  stage,  screen  and 
radio. 

CANADIAN  Government's  Dept.  of War  Services,  Ottawa,  for  its  salvage 
committee,  has  started  an  intensive 
drive  for  scrap  iron  and  scrap  steel 
addressed  to  the  Western  Canadian 
farmer,  and  is  using  three  live  paid 
spot  announcements  daily  on  30  west- ern Canadian  stations.  Account  was 
placed  by  R.  C.  Smith  &  Son,  Toronto. 

Army  Investigates 

Tinney's  Comment 
MBS  Commentator  on  Carpet 
For  Post  Exchange  Crack 
ACCUSATIONS  that  Army  offi- 

cers received  profits  of  Army  post 
exchanges,  made  by  Cal  Tinney 
in  his  broadcast  of  July  17,  brought 
sharp  criticism  from  the  War  Dept. 
and  a  possibility  of  further  inves- 

tigation of  the  commentator  heard 
on  MBS  for  the  Bayuk  Cigars, 
Philadelphia  (Phillies  Cigars). 

In  his  broadcast  Tinney  alleged- 

ly, declared  that  "these  exchanges 
are  run  by  the  Army  and  the  prof- 

its from  them  is  spent  by  the 

Army  officers  on  themselves."  He 
went  on  to  declare  that,  when- 

ever "the  soldier  boy  spent  a  dol- 
lar at  the  post  exchange  in  April, 

he  got  87  cents  worth  of  goods  and 
put  13  cents  in  which  you  might 
call  the  'Officer's  Kitty'."  Tinney 
further  asserted  that  money  from 
the  exchanges  was  spent  on  offi- 

cers' parties  —  "maybe  a  beer 

party." 

Apologies  Ofifered 

At  the  press  conference  of  Sec- 
retary of  War  Stimson  last  Fri- 

day, it  was  stated  by  Maj.  Gen. 
Alexander  D.  Surles,  Army  direc- 

tor of  public  relations,  that  Tinney, 

accompanied  "by  his  sponsor's  ad- vertising manager  and  officials  of 
the  network,"  had  appeared  in  his  j 
office  Thursday.  Apologies  were  I 
made  for  the  broadcast.  Gen. 
Surles  said,  and  Tinney  admitted 
a  "grave  error."  Gen.  Surles,  how- 

ever, stated  that  the  matter  was 

not  at  an  end  and  that  a  "thor- 
ough" investigation  of  the  matter would  be  made. 

It  is  understood  Neal  D.  Ivey, 
president  of  Ivey  &  Ellington, 

agency  handling  the  Phillies  ac- 
count, appeared  with  Tinney  in 

Gen.  Surles  office,  along  with  Fred 
Weber,  MBS  general  manager.  It 
is  also  reported  that  Alfred  J. 
McCosker,  MBS  chairman  of  the 
board,  conferred  with  Army  offi- 

cials last  Friday  on  the  matter. 
Previous  to  Tinney's  appearance 

in  Gen.  Surles  office,  it  was  indi- 
cated the  commentator  might  face 

prosecution  for  his  broadcast. 

618  STATIONS  SELL 

BONDS  AS  AGENTS 

ALREADY  618  stations  have  ac- 
cepted the  Treasury  Dept.  call  for 

stations  to  become  issuing  agents 
for  war  bonds,  according  to  the 
Treasury.  Secretary  Morgenthau 
and  Vincent  Callahan,  director  of 
radio  and  press  for  the  war  savings 
staff  are  still  receiving  telegrams 
from  other  stations  agreeing  to  sell 
War  Bonds  direct  to  listeners. 

This  sales  program  was  formally 
opened  July  23  with  a  special  pro- 

gram by  stations  throughout  the 
country,  already  authorized  as 
agents.  The  program  included  a 
special  ten-minute  transcribed  ad- 

dress by  Secretary  Morgenthau.  He 
congratulated  the  industry  on  its 
cooperation  in  the  past.  He  also 
lauded  acceptance  of  the  new  as- 
signment. 
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This  round  is  on  us  .  .  .  for  frankly,  we're  intoxicated  with  the  knowledge  that  we  lead  all 

other  Kansas  City  stations  by  all  nine  standard  measures  of  broadcasting  superiority.  For 

example,  we  are  first  in  Kansas  City  listening  audience  more  often  than  any  other  station  .  ,  . 

we  carry  the  full  basic  schedule  of  CBS— by  impartial  surveys,  Kansas  City's  favorite  network 
...  we  are  first  in  volume  of  national  spot  business  .  .  .  first  in  production,  promotion  and 

public  service.  So  it  goes.  As  a  connoisseur  of  broadcasting  as  well  as  beverages,  you'll  be 
convinced  by  your  first  taste  of  KMBC  that  this  is  the  prime 

vintage  advertising  medium  of  the  Midwest.  A  toast,  gen- 

tlemen, to  your  success  on  the  "9  Ways  the  Winner"  station! 
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FREE  &  PETERS,  INC.    CBS  BASIC  NETWORK 



TO  THE  STACK 

WKY  has 

MORE  LISTENERS 

than  ALL  THREE  other 

Oklahoma  City  stations 

put  together! 

•  WKY's  decisive  leadership 
among  Oklahoma  City  stations 
is  confirmed  by  such  a  mass 
of  authoritative  evidence  that 
there  can  be  no  question,  not  a 
shadow  of  doubt,  concerning  its 
predominance  as  an  advertising 
medium  in  this  area. 

To  the  results  of  the  con- 
tinuing measurements  of  listen- 

ing by  C.  E.  Hoooer,  Inc.,  to 
the  findings  of  Ross-Federal, 
the  C.  A.  B.,  and  scores  of 
other  organizations,  advertis- 

ers, agencies  and  individuals 
concurring  unanimously,  now 
can  be  added  the  unsolicited 
evidence  reproduced  here  sub- 

mitted by  Nelson  Chesman  Co. 
In  Oklahoma  City  it's  WKY 

decisively!  It's  "WKY  3  to  1 
over  the  second  station!  It's 
WKY  over  all  three  other  sta- 

tions combined! 
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''LOOK!  THAT  COMPANY  DOWNSTAiRS 

IS  ADVCRTISiNG  ON  WLS  AGAIN!" 

THERE  is  no  ceiling  on  Midwest  America  sales  for  WLS  advertis- 

ers. They  just  keep  going  up  and  up  and  up!  WLS  can  and  does 

send  listeners  to  stores  to  buy  WLS-advertised  products.  Here's  one 
example— andf  in  Chicago:  Each  of  the  past  six  years,  a  Chicago  gro- 

cer has  conducted  weekend  promotions  tieing  in  with  the  WLS 

"Feature  Foods"  program.  Sales  of  one  product  having  an  average 
weekend  sale  of  180  packages  jumped  to  573  packages  during  the 

WLS  promotions— a  319%  increase  above  normal  sales!  Another 

product  jumped  446%  .  .  .  and  still  another  201%— all  in  a  single 

weekend!  It  proves  again  that  WLS  Sells  Goods— and  in  Chicago, 

too— that  listeners  act  promptly  on  WLS  suggestions. 

MANAGEMENT  AFFILIATED  WITH  KOY,  PHOENIX,  AND  THE  ARIZONA  NETWORK  —  KOY  PHOENIX    *    KTUC  TUCSON   *    KSUN  BISBEE  -  LOWELL 
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THE  STANDARD  UBRARY: 

Ask  a  Standard  subscriber  what  he  likes  most  about  the  Stand- 

ard Program  Library,  and  he's  pretty  apt  to  say: 

me  se      me ! 

After  all,  isn't  that  the  most  important  attribute  a  Program 

Library  can  offer?  We  call  it  "the  commercial  touch  " — and  we 

make  sure  it's  present  in  every  Sfandord  recording. 

The  secret?  Showmanship  .  .  .  that  intangible  something  that 

holds  the  interest  of  the  greatest  number  of  listeners. 

In  addition  to  the  innumerable  shows  which  program  directors 

can  create  from  the  vast  musical  resources  of  the  Library, 

Standard's  continuity  service  provides  64  ready-built  programs 
per  week  .  .  .  sparkling,  sponsorable,  and  complete  to  original 

opening  and  closing  themes! 

Ask  us  for  the  impressive  facts  regarding  Standard's  "commercial 

360  N.  MICHIGAN  AVENUE 

CHICAGO,  ILLINOIS 
6404  HOLLYWOOD  BOULEVARD 

HOLLYWOOD,  CAL 

(Year  Book  Number)  published  in  February  by  Broadcasting  Publications,  Inc.,  870  National  Press  Building,  Washington,  D.  C.  Entered  a? 
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Sales  for  you  right  here  •  •  • 

WWL  Daytime  Coverage 
PRIMARY  and  SECONDARY 

You  get  both  with: 

NEW  ORLEANS 

50,000  watts  -  -  clear  channel 

When  Waltham,  Mass.,  isn't  turning  out  watch  dials  it 
turns  to  radio  dials.  Every  so  often  some  timester  tunes 
in  on — and  writes  to — WWL,  New  Orleans.  Our  files 

fatten  with  mail  from  fans  at  every  point  of  the  com- 

pass. 

But  the  mainspring  of  WWL  popularity  with  result- 
wise  advertisers  is  our  Deep  South  leadership.  Here  in 
the  New  Orleans  market  area,  the  power  and  prestige 
of  WWL  makes  it  unquestionably: 

The  greatest  selling  POWER 

in  the  South's  greatest  city 

CBS  Affiliate — Nat'l.  Representatives,  The  Katz  Agency,  Inc. 
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It's  much  easier  to  buy  KFAB.  Get 
booming  sales  drives  off  the  first  tee. 
Score  birdies  in  all  the  rich  farm 
markets.  KFAB  keeps  you  out  of  the 

rough,  and  on  the  "folding"  green. 
You  need  KFAB,  to  get  around  Neb- 

raska and  her  neighboring  states  in 
par.  We're  not  rationing  time  . . .  but 
you'd  better  holler  "Fore"  now,  to 
get  the  best  availabilities. 

DON  SEARLE— Gen'l  Mgr 

Ed  Petry  &  Co.,  Nat'l  Rep 
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are  built 

blueprints 

Back  of  today's  decisive  war  triumphs  are  years  of  planning  and  testing. 
The  successes  of  whole  campaigns,  of  crucial  actions  by  tanks  or  sea  or 

air  fleets,  spring  from  painstaking  preparations  in  the  staff  room  and 

drafting  room,  in  the  laboratory,  the  wind  tunnel  and  on  the  proving 

ground.  Victories  are  built  from  blueprints. 

But  not  only  military  victories — 

United  Press  was  first  by  24.  hours  with  the  long-awaited  stories  of 
internees  from  Japan.  These  gave  America  its  first  detailed  account 

of  U.  S.  bombing  raids  on  Japanese  Industrial  centers,  of  maltreatment  of 

American  and  British  internees,  of  how  Japan's  army  keeps  the  people 
in  the  dark  about  Jopanese  reverses. 

United  Press  correspondents  Robert  T.  Bellaire  and  Richord  C.  Wilson  filed 

their  dispatches  from  lourenco  Marques.  They  reached  New  York^ttieod 

of  ail  others  because,  even  before  the  exchange  ship  had  left  YoTtohama, 

United  Press  blueprinted  its  campaign  for  a  series  of  beats  by  establishing 

an  air-tight  communications  channel  from  remote  Portuguese  East  Africa  and 

by  keeping  it  open  for  the  prompt  movement  of  the  big  news. 

News  beats—victories  In  news  coverage— like  victories  on  the  fighting 
fronts,  are  built  from  blueprints. 

UNITED  PRESS 

The  World^s  Best  Coverage 

ayiyiiiiidiyiiiiiyiiiii 
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how  to  get  more  out 

of  mdio 

at  20%  to  40%  less  cost! 
i  .  ■  •; 

"BIG  SALES  IN  SMALL  PACKAGES" 

brings  you  such  vital 

information  as: 

TIME  SELECTION —how  this  one  step  should 

be  taken  to  make  the  short-time  period 
most  effective. 

COMMERCIAL  SLANTING— actual  cases  on 

how  sponsors  cleverly  aimed  their  com- 
mercials toward  specific  audiences. 

"TYPING"  A  PROGRAM  —  describes  the 

simple,  but  necessary,  act  of  program 

spotting  for  "listener  types." 

ARTIST  IDENTITY— the  obvious  but  impor- 
tant trick  of  identifying  the  artist  with 

the  product  or  service  on  the  short-time 

period. 

Write,  Wire  or  Phone  NOW 

for  your  copy  of 

"BIG  SALES  IN  SMALL  PACKAGES" 

Perhaps  you're  an  advertiser  who  has  never  used 

radio  before.  Perhaps  you're  a  timebuyer  who 
must  maintain  strong  market  coverage  for  one 

or  more  accounts  in  the  face  of  war-curtailed 

budgets.  Or,  you  may  be  an  agencyman  with  a 

unique  new  program  idea  which  has  been 

approved  by  a  client,  but  which  must  be  pre- 
sented much  more  economically  than  you  had 

originally  planned. 

If  any  of  these  problems  are  yours,  WOR  urges 

you  to  send  today  for  a  free  copy  of  "BIG 

SALES  IN  SMALL  PACKAGES." 

"BIG  SALES  IN  SMALL  PACKAGES"  is  a 

30-page  booklet  packed  with  sound,  authoritative 

facts  on  the  short-time  period.  It  is  deliberately 
slanted  to  meet  the  needs  of  a  nation  at  war. 

In  these  30  pages  WOR  tells  you  candidly, 

clearly  and  briefly  how  economically-produced 

5  and  10-minute  programs  have  obtained  amaz- 

ing results  for  a  variety  of  sponsors. 

WOR 

at  1440  Broadway,  in  New  York    PE  6-8600 



ONE    OF    A    SERIES    PRESENTING    THE    MEN    WHO    MAKE    FREE   &    PETERS  STATION 

RiOHiRD  H.  Mason 

MAHGER,  WPTF,  RALEIGH 

1926- 
1926- 
1927- 

1927- 
1928- 
1931- 
1934- 1934 
1941- 

-Gradualed,  Raleigh  High  School 
-Norlh  Carolina  Srate  Coliege 
-Clerk,  Cashier's  Dept.,  Equitable  Life Assurance  Society 
-Part-time  announcer,  WPTF 
-Full-time  announcer,  WPTF 
-Program  Director,  WPTF 
-General  Manager,  WPTF 
-WPTF  raised  from  1,000  to  5,000  watts 
-WPTF  raised  from  5,000  to  50,000  watts 

H ANDSOME  is  as  handsome  does — and  in 

either  case,  Dick  Mason  is  doing  very 
handsomely  indeed.  Starting  with  WPTF 

as  part-time  announcer  when  he  was  only 
twenty-one  (and  when  WPTF  was  a  1000- 
watter)  Dick  was  successively  a  full-time 
announcer,  then  production  manager,  then 

program  director — and,  today,  is  Manager 
of  this  50,000-watt  outlet.  Just  as  important, 
Dick  is  still  the  same  easy,  quiet-spoken 
chap  who  started  in  at  the  bottom  of  the 
radio  ladder,  fourteen  years  ago. 

Far  be  it  from  any  of  us  here  at  F&F  to 
make  any  claims  about  personal  appearances, 

but  so  help  us — one  thing  of  which  we're 
really  proud  is  that  we've  worked  like 

liiili^Billll^HS 

1 

horses,  and  have  done  pretty  well  for  both 
our  advertisers  and  our  stations.  Starting 

in  1932,  our  first  year's  billing  was  such  that 
most  of  our  friends  proclaimed  we  d  done 

the  "impossible".  Last  year,  in  1941,  we 
billed  2495%  more  than  in  1932 — or  almost 
as  much  as  in  all  our  first  five  years 
combined! 

Please  don't  misunderstand  about  that. 

We're  not  boasting.  What  we're  saying  is 
that  every  year,  F&P  must  have  given  more 
help,  more  service,  more  value  to  advertisers 

and  agencies,  or  else  we  couldn't  have  grown 
as  we  have.  And  that's  the  way  we  shall 
continue  to  grow,  here  in  this  pioneer  group 

of  radio-station  representatives. 

4MI 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WKBW  BUFFALO 
WCKY  CINCINNATI 
KDAL  DULUTH 
WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO  .KALAMAZOO-GRAND  RAPIDS 
KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN      .    .  MINNEAPOLIS-ST.  PAUL 
WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBL  SYRACUSE 

.  .  .  COWA  .  .  . 
WHO  DES  MOINES 
woe  DAVENPORT 
KMA  SHENANDOAH 

.  .  .  SOUTHEAST  .  .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  .  .  . 
KOB  ALBUgUERpUE 
KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

,  .  .  PACIFIC  COAST  .  .  . 
KARM   FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROV/  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX,  Inc. 

Free  &  Peters,  ih. 

Pioneer  Radio  Station  Representatives Since  May,  1932 

CHlC^GO^.  180  N.  Michigan  HEW  YORK:  247  Park  Aie.  SAN  FRANCISCO:  :i/ S«//fr  HOLLYWOOD:  ,  ̂ ,2  N.  Gordon  ATLANTA:  ^22  Palmer  Bldg. Franklin  6373  Plaza  5-4131  Sutter  4353  Gladstone  3949  Main  5667 
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Census  Shows  82.8%  Radio  Homes  in  1940 

Receivers  Doubled 

Within  Decade, 

Data  Reveal 

THOUGH  the  county-by-county  re- 
ports on  five  major  States  remain 

to  be  released,  the  U.  S.  Bureau  of 
the  Census  last  week  issued  a  na- 

tional recapitulation  of  the  first 
official  census  of  American  radio 
homes  to  be  made  available  in  a 
decade.  The  report,  long  awaited  by 
the  broadcasting  industry,  by  time- 
buyers  and  by  market  analysts, 
shows  that  82.8%  of  all  occupied 
dwelling  units  in  the  United  States 
were  equipped  with  radios  when 
the  1940  population  census  was 
taken. 

[The  projected  county-by- 
county  reports  covering  New 
York,  Ohio,  Illinois,  Penn- 

sylvania and  California  will  be 
published    by  BROADCAST- 

ING, as  have  all  other  State 
reports  thus  far  released,  as 
soon  as  they  are  made  avail- 

able by  the  Census  Bureau. 
Later,  perhaps  in  early  Sep- 
t  ember,  BROADCASTING 
will  issue  a  supplement  con- 

taining the  county  reports  on 
all  States  and  the  District  of 
Columbia.] 

Doubled  in  Decade 

The  national  recapitulation  re- 
veals that  the  number  of  homes  in 

the  United  States  with  radios  more 
than  doubled  between  1930  and 
1940,  with  radios  reported  in  28,- 
052,160  of  the  occupied  dwelling 
units  counted  in  the  1940  census  of 
housing.  Actually,  however,  a  pro- 

jection of  the  official  census  figures, 
using  accepted  statistical  methods 
and  taking  into  account  the  num- 

ber of  occupied  dwellings  (960,163) 
which  did  not  answer  the  radio 

question,  shows  that  there  were  at 
least  800,000  more  radio  homes 
that  should  be  added,  making  a 
grand  total  of  28,839,154  [see  table 
on  page  10]. 

The  official  census  count  does  not 
include  second  and  third  (or  more) 
sets  in  the  home,  nor  does  it  in- 

clude any  count  of  auto  radios, 
office  radios,  portables,  etc.  The 
homes  dwellers,  during  the  1940 
census,  were  simply  asked  to  an- 

swer the  quest-ion  whether  their 
homes  were  radio  equipped,  and  it 
is  an  accepted  fact  that  many 
failed  to  reply  for  fear  of  the  then 
much-talked-about  tax  on  radio sets. 

That  the  figures  carried  in  the 
projection  on  page  10  are  the  irre- 

ducible minimum  of  radio  homes 
in  the  United  States,  is  further 

borne  out  by  the  fact  that  the  cen- 
sus was  taken  more  than  two  years 

ago  and  that  the  last  several  years 

have  been  among  the  heaviest  in 
radio  set  production  and  sales  in 
this  country.  The  estimates  pub- 

lished herewith  were  made  by  the 
NAB  research  department,  headed 
by  Paul  F.  Peter,  using  the  Census 
Bureau's  reports  as  the  base. 

Highest  in  Cities 
The  proportion  of  homes  with 

radios  in  1940  is  shown  to  be  high- 
est in  the  urban  areas,  in  which 

91.9%  of  the  reporting  units  had 
radios  as  compared  with  79%  in 
the  rural -nonf  arm  areas  and  60.2% 
in  the  rural-farm  areas.  In  the 
North  and  West  the  proportions 
having  radios  were  91.9%  and 

88.9%,  respectively.  The  corre- 
sponding figure  for  the  South  was 62.1%. 

In  25  States  and  the  District  of 
Columbia  more  than  85%  of  the 
homes  had  one  or  more  radios. 
These   States  form  a  continuous 

HOME  RADIOS  IN  THE  UNITED  STATES,  BY  STATES:  1940 
BASED    ON    DATA    FROM    THE    CENSUS    OF  HOUSING 

OCCUPIED  DWELLING  UNITS 
WITH  RADIO,  AS  PERCENT 
OF  TOTAL  REPORTING 

95.0  AND  OVER 
900  -  94.9 
85.0  -  89.9 
75.0-  84.9 

[■<y:-\\         60.0-  74.9 
I         I         LESS  THAN  60.0 
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RADIO  HOMES  IN  THE  UNITED  STATES,  1940 
Estimated  by  NAB  Research  Dept.  from  1940  U.  S.  Census  of  Housing  data.    Number  of  occupied  dwelling  units  and  percent  radio-equipped  as  reported 

by  U.  S.  Census,  and  number  of  dwellings  having  radio  estimated  from  census  data  by  projecting  percent  ownership  to  the  number  of  units  not  answering 
the  radio  question,  applied  separately  to  Urban,  Rural-Nonfarm  and  Rural-Farm  units  for  each  county. 

ALL  UNITS URBAN UNITS RURAL-NONFARM UNITS RURAL-FARM UNITS 
Radio Radio % Radio 

Radio Units Radio Units Units Radio Units Units 
Radio 

Units 
Units 

Radio Units 
NEW  ENGLAND 

Maine  . 218,968 
86 

5 189,300 88 , 406 

93 

2 
82 , 384 

90 
186 

84 

0 75 756 40,376 77 2 31,160 
New  Hampshire  132,936 90 0 119,664 75,355 93 3 70  288 

41 

550 86 9 36 087 16,031 82 9 
13,289 Vermont .  ... 92,435 88 6 81,905 32,465 95 5 31,022 35 

164 
87 6 

30 

806 
24,806 

80 9 
20,077 Rhode  Island  187,706 

95 
7 179,652 171,236 96 1 164,515 13 860 92 6 

12 

835 2,610 

88 

2 
2,302 Massachusetts  1,120,694 

96 
2 1 077,642 1 , 002 , 433 96 6 968,046 94 541 93 5 88 406 23 , 720 89 3 21,190 448 , 682 95 7 429,260 304! 364 96 4 293! 316 120 205 95 3 114 605 24,113 88 5 21,339 

MIDDLE  ATLANTIC 
New  York  3,662,113 95 5 3 

498,737* 
3,055,529 96 7 

2,953,877* 423 279 
92 4 391 

207* 

183,305 

83 

8 

153,653* 

New  Jersey  1.100,260 95 5 1 050,612 899 , 637 96 2 865,508 167 675 93 2 156 

229 
32,948 87 6 28,875 Pennsylvania  2,515,524 92 4 2 

323,918* 
1,711,133 95 5 

1 , 634 , 404* 

595 341 

88 

7 

527 

940* 

209,050 77 3 

161,574* 

EAST  NORTH  CENTRAL 
Ohio  1,897,796 91 1 

739,953* 
1,291,248 95 

-1 

X 

1 ,227,352* 

338 164 88 0 297 

474* 

268 , 384 80 2 

215,127* 

961,498 88 2 848,325 541 ,073 93 5 505,704 
208 

010 

85 

6 177 944 212,415 

77 

5 164,677 2,192,724 
92 

3 2 
024,233* 

1,633,017 95 3 

1,555,836* 310 
446 86 3 

267 

874* 

249,261 80 4 

200 , 523* 

Michigan  
1    QQfi  014 1  ,  OV\J  ,  oil 

93 
4 

,  QUI ,  i.'iy 
QOA  Q1Q 96 4 QQ1  Cfti oyi , DDI 252 211 90 9 229 

348 

918  890 

83 

7 
183,140 Wisconsin  827,207 91 7 758,449 463,231 

96 

5 446,813 161 089 

88 

9 143 154 202,887 83 0 168,482 

728,359 91 2 664,296 383,336 95 8 367,149 135 689 87 4 

118 

641 209,334 85 3 178,506 
701,824 

90 

2  . 
633 , 168 312,393 93 7 292 , 724 

161 
077 

87 

6 

141 

059 228,354 

87 

3 199,385 Missouri  1,068,642 79 9 853,299 573,347 90 8 520,489 

204 
507 

76 

8 

156 

926 

290,788 60 5 175,884 North  Dakota   . 152,043 88 4 134,437 34 , 069 94 6 32 , 245 47 024 85 7 40 

295 
70,950 

87 

2 61,897 165,428 
84 

6 139,854 43 , 558 92 5 40 ,291 49 548 

81 

8 40 495 72,322 81 7 59 , 068 Nebraska  360,744 
84 

7 305,681 146,259 

92 

7 135,628 89 
390 

82 9 74 068 125,095 76 7 95,985 
511,109 83 0 424,457 224,314 90 4 202,770 128 

059 
82 4 105 

543 

158,736 

73 

2 116,144 
SOUTH  ATLANTIC 
Delaware  70,541 87 0 61,380 37 , 070 92 3 34,215 21 830 86 5 18 

890 

11 , 641 
71 1 

8,275 
Maryland  465,683 88 1 410, 164 286,505 93 4 267,652 124 

112 

84 

4 

104 

655 55,066 68 

.7 

37,857 District  of  Columbia  173,445 93 7 162,446 173! 445 93 7 1621446 Virginia  627,532 67 1 421,078 244,105 84 0 205,124 174 219 67 6 117 

801 

209,208 46 9 
98,153 M^est  Virginia 444,815 75 1 334 , 239 140,556 89 7 126,098 192 

771 
75 4 

145 

265 
111,488 

56 4 
62 , 876 North  Carolina.  789,659 61 8 487,353 239,917 77 7 186,386 

217 
703 

67 

6 

147 

035 332,039 46 4 153,932 
South  Carolina  434,968 

49 
6 215,636 123,503 67 1 82 , 831 126 

119 
60 0 75 509 185,346 30 9 57,296 Georgia  752,241 

52 
5 394,755 288,818 

68 

2 196,864 170 595 57 6 98 

273 
292 , 828 

34 0 99,618 Florida  519,887 64 8 336,803 294! 410 

76 

1 224^020 152 395 55 1 83 994 73 , 082 39 4 
28,789 EAST  SOUTH  CENTRAL 

Kentucky .  ... 698,538 65 3 456,633 238,283 84 0 200,161 179 890 65 7 

118 

144 280,365 49 3 
138,328 Tennessee 714,894 62 5 446 , 943 276 , 056 

77 

7 214,362 152 197 65 1 99 046 286,641 46 6 
133,535 Alabama  673,815 

49 
4 332,776 227,309 

69 

7 158,305 157 226 54 5 85 651 289,280 30 8 88,820 
Mississippi 534,956 39 9 213,312 120,360 61 5 74,048 

95 

920 50 9 48 834 318,676 

28 

4 
90,430 

WEST  SOUTH  CENTRAL 
Arkansas    495,825 50 9 252,148 123, 528 72 4 89,442 

111 
636 53 7 59 891 260,661 

39 

5 102,815 
Louisiana  '.  592 , 528 53 3 315,261 262^927 72 6 190 ! 789 136 

615 
52 5 71 689 192,986 

27 

3 52,783 610,481 68 8 420,182 254,779 83 5 2121531 139 605 64 6 90 161 216,097 54 4 117,490 
Texas 1,678,396 

66 
9 1 122,042 802 ! 601 

78 

6 630^911 

359 
745 

65 

7 236 144 516,050 49 4 254,987 
MOUNTAIN 
Montana  159,963 86 2 137,900 64,148 91 3 58 , 536 49 737 84 4 41 998 

46,078 
81 1 

37,366 141,727 
86 

4 122,471 50,774 91 3 46,353 41 235 84 1 34 

689 
49,718 

83 3 
41,429 69,374 

84 
4 58,531 27,332 

91 

5 25,003 22 
842 

83 2 19 Oil 19,200 75 7 
14,517 316,000 

84 
5 267,295 174,759 91 5 159,932 77 

956 
78 1 60 877 

63,285 

73 

5 
46,486 129,475 

53 
2 69,053 46,713 72 5 33,951 43 097 47 6 20 554 39,665 

36 

7 
14,548 Arizona  131,133 69 0 90,394 48,924 

82 

4 40,328 55 813 69 3 

38 

646 26,396 

43 

3 
11,420 Utah  139,487 92 4 128,923 81,758 95 0 

77,679 
37 115 90 2 

33 

465 
20,614 

86 

3 
17,779 38,291 81 4 27,119 13,284 

89 

2 11,859 15 795 77. 4 12 

227 4,212 

72 

0 

3,033 
PACIFIC 
Washington  537,337 90 6 486 , 684 302,208 

92 

7 280,136 
141 

673 
89 2 126 339 

93 , 456 
85 8 

80,209 337,492 88 7 299,226 172,560 93 1 160,599 

92 

667 
86 1 79 

811 

72,265 
81 4 58,816 California  2,138,343 

92 
9 1 

,987,416* 
1 , 568 , 552 95 1 

1,491,056* 

393 950 88 5 348 

498* 

175,841 84 1 

147,862* 

UNITED  STATES  34,854,532 82 8 28 839,154 20,596,500 91 9 18,923,639 
7,151 

473 

79. 

0 

5,643 

789 
7,106,559 

60 2 
4,271,726 

*  Preliminary  estimates  calculated  from  U.  S.  Census  advance  release,  "Home  Radios:  1940",  Series  H-13,  No.  1,  which  presents  urban,  rural-nonfarm,  rural-farm,  and  total  figures  for  each State.    NAB  will  issue  final  estimates  when  the  U.  S.  Census  Bureau  releases  State  figures  by  counties. 

band  reaching  from  the  North  At- 
lantic Coast,  along  the  Canadian 

border  and  down  the  Pacific  Coast. 

Upward  Trend 

The  radio  question  included  in 
the  1940  census,  as  in  1930,  has 
produced  the  only  official  figures 
on  radio  homes  available  to  the 
broadcast  industry  in  complete  de- 

tail, although  annual  estimates 
have  been  made  in  the  past  and 
some  efforts  have  been  made  to 
break  down  State  totals  to  show 
urban  and  rural  figures. 

Up  to  now,  in  only  two  instances 

have  eff'orts  been  made  to  produce 
figures  by  counties,  both  having 
been  made  by  the  Joint  Committee 
on  Radio  Research,  comprising 
representatives  of  the  Assn.  of  Na- 

tional Advertisers,  the  American 
Assn.  of  Advertising  Agencies  and 
the  NAB.  The  first  of  these  was 
dated  Jan.  1,  1936  and  the  second 
Jan.  1,  1938.  Both  were  conducted 

under  the  supervision  of  Mr.  Peter, 
then  secretary  of  the  Joint  Com- 
mittee. 

The  new  census  figure  of  28,839,- 
154  falls  in  good  alignment  with 
the  trend  established  by  the  Joint 
Committee's  estimates.  Actually, 
the  Joint  Committee's  figure  for 
Jan.  1,  1936  was  22,869,000;  for 
Jan.  1,  1938,  it  was  26,666,500. 
Since  then  the  dealers'  trade  jour- 

nal Radio  Retailing  &  Radio  To- 
day has  estimated  that  as  of  Jan.  1, 

1942  the  number  of  radio  homes  in 
the  United  States  was  30,300,000. 

Because  of  the  enormous  cost  in- 
volved in  preparing  county  esti- 

mates, it  is  doubtful  whether  any 
new  projections  of  the  now  official 
1940  figures  will  be  undertaken  on 
behalf  of  the  industry  within  the 
next  three  years.  Absence  of  such 
estimates  will  necessitate  the  use 
of  the  1940  figures  for  several 
years,  in  the  opinion  of  the  NAB 
research  committee  which  consists 

of  Roger  Clipp,  WFIL,  Philadel- 
phia, chairman ;  C.  Grover  Delaney, 

WTHT,  Hartford;  Ed  Evans, 
BLUE  Network;  John  McCormack, 
KWKH,  Shreveport;  Barry  T. 
Rumple,  NBC;  Dr.  Frank  N.  Stan- 

ton, CBS. 
The  newly  released  census  fig- 

ures are  based  on  answers  to  the 
radio  question  for  33,894,369  dwell- 

ing units  of  the  total  of  34,854,- 
532  occupied  units.  There  were 
960,163  occupied  dwelling  units 
which  did  not  answer  the  radio 
question.  Based  on  the  experience 
obtained  when  the  radio  question 
was  asked,  82.8%  of  those  not 
answering  the  radio  question 
would  indicate  that  almost  800,- 
000  additional  radio  homes  should 

properly  be  added. 
The  NAB  Research  Committee 

has  approved  the  method  of  pro- 
jecting total  radio  ovvTiership  fig- 

ures which  has  been  applied  by  the 
NAB   Research   Department.  Ac- 

cording to  Mr.  Peter,  the  method 
has  been  checked  with  members  of 
the  statf  of  the  Census  Bureau, 
and  it  is  apparent  that  the  figures 
thus  produced  are  reliable  within 
acceptable  limits.  The  method  em- 

ployed is  simple.  The  percent  own- 
ership is  applied  to  the  count  of 

those  dwellings  for  which  the  radio 
question  was  not  answered,  and 
the  result  added  to  those  reporting 
radio  ownership.  The  effectiveness 
of  the  method  results  in  its  appli- 

cation to  the  lowest  subdivision  of 
the  data  released.  The  method  is 

applied  separately  to  urban,  rural- nonfarm  and  rural-farm  within each  county. 

Release  of  Figures 
The  Jan.  1,  1938  estimate  of  the 

Joint  Committee  on  Radio  Research 
has  been  widely  used  through  the 
industry  since  it  was  released.  That 
estimate  of  radio  ownereship  by 
county  was  based  on  two  surveys: 
one  among  rural  population  con- 
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ducted  by  the  Joint  Committee,  and 
the  other  a  survey  among  urban 
population  made  available  to  the 
Committee  by  CBS.  The  effort  of 
the  Joint  Committee  actually  in- 

volved two  estimates.  It  was  neces- 
sary to  have  a  base  on  which  radio 

ownership  percentages  could  be  ap- 
plied. Therefore,  the  figure  of  the 

number  of  homes  (or  families)  had 
to  be  calculated. 

The  comparison  of  State  totals 
of  homes,  percent  ownership  and 
number  of  radio  homes  as  pre- 

sented in  the  1930  census,  the  Joint 
Committee  Jan.  1,  1938  estimate 
and  the  1940  census,  with  NAB 
projected  radio  home  totals,  ap- 

pears in  the  table  on  this  page. 

"The  radio  industry,"  Mr. 
Peter  stated,  "is  indebted  to  the 
Census  Bureau  for  the  work  it  has 
done  in  issuing  advance  releases 
of  radio  figures.  The  normal  sched- 

ule of  the  census  releases  of  radio 
data  called  for  the  inclusion  of  such 
information  in  the  Second  Series 
Housing  Eeports.  These  reports 
present  general  characteristics  of 
housing  in  28  tables  of  diversified 
information  concerning  dwelling 
units.  The  arduous  task  of  putting 
out  these  second  series  bulletins 
would  have  made  complete  radio 
ownership  data  unavailable  until 
sometime  in  1943. 

"J.  C.  Capt,  director  of  the  Cen- 
sus; Vergil  D.  Reed,  assistant  di- 

rector of  the  Census  and  president 
of  the  American  Marketing  Assn.; 
Dr.  Leon  E.  Truesdell,  chief  sta- 

tistician for  population;  and  How- 
ard G.  Brunsman,  chief  of  housing 

statistics,  were  all  most  receptive  to 
the  pleas  of  the  industry  for  early 
release  of  the  information.  Their 
cooperation  resulted  in  the  estab- 

lishment of  the  H-7  Series,  con- 
taining advance  data  on  home 

radios.  This  service  to  the  broad- 
casting industry  renders  the  most 

basic  of  market  data  available  to 
the  radio  industry  at  this  fearly date. 

"The  need  for  1940  census  in- 
formation on  radio  ownership  has 

been  apparent  to  NAB  for  some 
years  through  the  many  letters  re- 

ceived from  radio  stations  asking 
such  information.  The  value  of 
these  data  has  increased  at  this 
time,  since  NAB  is  currently  work- 

ing on  a  recommendation  on  meth- 
ods for  calculating  and  presenting 

station  coverage.  The  counts  of 
homes  and  radio  homes  are  funda- 

mental in  a  market  interpretation 
of  station  coverage." 

SUMMARY  OF  GROWTH  OF  RADIO  FAMILIES 

By  States  and  Geographic  Areas 

state  and  Area 
NEW  ENGLAND 
Connecticut  Maine  
Massachusetts  
New  Hampshire  Rhode  Island  
Vermont  
Total  

MIDDLE  ATLANTIC 
New  Jersey  
New  York  
Pennsylvania  
Total  

EAST  NORTH  CENTRAL 
Illinois  
Indiana  
Michigan  
Ohio  
Wisconsin  
Total  

WEST  NORTH  CENTRAL 
Iowa  
Kansas.  .  
Minnesota  
Missouri  
Nebraska  
North  Dakota  
South  Dakota  
Total  

SOUTH  ATLANTIC 
Delaware  
District  of  Columbia  
Florida  
Georgia  
Maryland  North  Carolina  
South  Carolina  
Virginia  
West  Virginia  
Total  

EAST  SOUTH  CENTRAL 
Alabama  
Kentucky  
Mississippi  
Tennessee  
Total  

WEST  SOUTH  CENTRAL 
Arkansas  
Louisiana  
Oklahoma  
Texas  
Total  

MOUNTAIN 
Arizona  
Colorado  
Idaho  
Montana  
New  Mexico  
Nevada  
Utah  
Wyoming  
Total  

PACIFIC 
California  
Oregon  
Washington  
Total  

TOTAL  UNITED  STATES. 

APRIL,  1930 JANUARY  1. 1938 APRIL,  1940 
Total % Radio 

Total 
% Radio 

Total 
% Radio Families Radio Families Families Radio Families Families Radio Families 

388,645 54 7 212,779 437,000 92 0 402,100 448,682 95 .7 429,260 
197,826 39 2 77,618 221,000 

91 

0 201 , 100 
218,968 

86 

.5 189,300 
1,021,160 

57 

6 588,552 1,104,000 92 3 

1,019  ,'200 

1,120,694 96 2 
1,077,642 119,337 

44 

4 
53 , 022 136,000 91 

.5 

124,400 132,936 

90 

0 119,664 165,343 

57 

1 94,480 169,000 92 0 
155 ',  500 

187,706 95 7 179,652 
89 , 188 44 6 QQ  IQQ fin  AAA yy , oou 89 .5 88 ! 600 92,435 88 6 81 ,905 

1,981,499 

53 

8 1,066,234 2,166,000 91 

.9 

1,990,900 2,201,421 94 4 2,077,423 

985,636 63 4 624 , 865 1,098,000 93 1 1  022  500 1,100,260 95 5 
1,050,612 3,153,124 57 9 1,825,723 3,372,000 92 9 3!l32!300 3,662,113 95 5 
3,498,737 2,235,620 48 1 1,075,127 2,452,000 

90 

0 2  206  400 2,515,524 92 4 
2,323,918 6,374,380 

55 

3 3,525,715 6,922,000 91 9 6  361 , 200 
7,277,897 

94 4 
6,873,267 

1,929,396 55 6 1,072,995 2,063,000 90 0 1  857,100 2,192,724 

92 

3 
2,024,233 843 , 066 41 6 351,090 934,000 87 5 

'816i800 

961,498 88 2 848,325 
1,180,554 50 6 597,629 1,220,000 92 0 1,122,200 1,396,014 93 4 

1,304,149 1,697,918 47 7 809,142 1,777,000 92 4 1,641,500 1,897,796 91 7 

1,739,953 
711,889 51 0 363,265 735,000 83 4 612 , 700 827,207 

91 

7 758,449 
6,362,823 50 2 3,194,121 6,729,000 

89 

9 6 , 050 , 300 7,275,239 
91 7 

6,675,157 635 , 704 

48 

308,448 680,000 QK OO 0 577,800 701 , 824 90 2 
633,168 487,188 38 9 189,398 501,000 

73 

4 367 ! 800 511,109 

83 

0 424,457 606,496 47 3 286,886 652,000 85 4 556  i 900 728 , 359 91 2 
664,296 yoy ,1(0 37 4 1    n'70  AAA 76 8 822' 800 

1     A^Q  CA^ 

79 

9 
iSoo ,  zyy 342,999 

47 

9 164,159 352,000 80 7 284, 100 360,744 

84 

7 
305,681 145,005 40 9 59,246 156,000 

76 

7 
119  ,'600 

152,043 88 4 
134,437 161,013 44 2 71,245 167,000 79 6 132,900 165,428 84 6 
139,854 

3,317,881 

43 

^ 1,430,680 3,580,000 
Q 2,861,900 

3 , 688 , 149 
oO 6 

3,155,192 

45 

9 27  114 D  I  ,  UUU 

86 

1 57,600 70 , 541 
87 0 

61  380 125,554 53 9 
67',  640 

168,000 

91 

0 152,900 173,445 93 7 
162 ! 446 376,499 15 4 58,128 443,000 67 2 297^900 

519,887 
64 8 

336,803 
652,793 9 9 64 , 543 716,000 51 7 370,800 752,241 52 5 

394,755 
385,179 

42 

9 165,149 410,000 86 6 355,100 465,683 

88 

1 
410,164 644,033 2 72,059 736,000 55 5 408  600 789,659 

61 

Q 0 
487,353 365,680 7 6 27,889 407,000 50 9 207 ',300 434,968 

49 6 
215,636 529,089 18 2 96,307 613,000 65 3 400,200 627,532 67 1 
421,078 

23 3 1 T  Ann 83 5 348^300 444 , 815 

75 

1 
004 , ^oy 3,511,860 19 0 665,871 

3,977,000 

65 

3 2,598,700 4,278,771 
66 0 

2,823,854 591,625 9 5 56,235 670,000 56 0 375 ,200 
673,815 

49 4 
332 , 776 609,405 

18 

3 111,217 708,000 69 9 494^900 
698,538 

65 3 
456,633 471,704 5 4 25,357 494,000 41 9 

207,000 534,956 
39 9 

213,312 600,625 14 3 85,962 689 , 000 66 7 459,900 
714,894 

62 5 

446,943 2,273,359 12 3 278,771 
2,561,000 

60 

0 1 , 537,000 
2,622,203 

55 3 

1,449,664 438,639 9 1 40,096 501,000 50 8 254  800 495,825 

50 

9 
252 , 148 

485,363 11 2 54,135 510,000 
58 3 2971400 592,528 

53 3 
315,261 

564,164 21 6 121, im 619,000 73 4 454,300 
610,481 

68 8 
420,182 1,380,096 

18 

6 256,804 1,516,000 68 2 1,033,500 1,678,396 
66 9 

1 , 122 , 042 
2,868,262 16 5 472,737 3,146,000 64 8 2,040,000 

3,377,230 
62 5 

2,109,633 1  ACT  ono 100  ,  \fyz 

18 

1 19 , 167 104 , 000 76 5 79,600 131,133 
69 0 A  A    QQ  ̂  

yo , oy4 
267,324 37 8 100,959 288,000 81 0 233 , 500 316,000 

84 

5 
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Kerr  Glass  Extends 
KERR  GLASS  MFG.  Corp.,  Los 
Angeles  (Mason  jars),  in  an  eight- 
week  campaign  which  starts  Aug. 
10,  will  use  thrice  weekly  partici- 

pation in  Breakfast  at  Sardi's  on 
13  BLUE  Pacific  Coast  stations, 
Monday,  Wednesday,  Friday,  9:30- 
10  a.m.  (PWT).  With  expiration 
of  current  contracts,  firm  has  ex- 

tended its  five-weekly  spot  an- 
nouncement campaign  four  and  five 

weeks,  on  seven  stations  nationally. 
List  includes  KFNF  WLS  WJR 
WCCO  WHAM  WCHS  WSAZ. 
Agency  is  Raymond  R.  Morgan  Co., 
Hollywood. 

IN  THE  TABLES  ABOVE,  three  sets  of  radio  figures 
are  presented  for  comparison.  In  the  first  column,  the 
U.  S.  Census  of  1930  figures  of  total  families,  per- 

cent of  radio  ownership  and  radio  families  are  given. 
In  the  second  column,  the  Joint  Committee  on  Radio 
Research  estimates  of  Jan.  1,  1938  are  presented  in  the 
same  detail.  The  third  set  of  figures  is  the  U.  S. 
Census  of  1940  total  occupied  dwelling  units,  labelled 
here  for  convenience  as  total  families,  percent  radio 
ownership  and  the  NAB  projection  of  radio  families. 
Comparison  of  the  1940  figures  with  those  of  1930 
refiect  the  tremendous  growth  of  radio  ownership  in 
the  U.  S.  in  the  ten-year  period. 

Comparison  of  the  Joint  Committee  estimate  with 
the  1940  census  data  tests  the  accuracy  of  the  Joint 
Committee  estimate.  It  must  be  borne  in  mind  that 
the  Joint  Committee  of  necessity  estimated  both  total 
families  and  the  percent  of  radio  ownership.  The 

figure  of  radio  families  was  thus  produced.  In  pre- 
senting the  1938  estimate,  the  Joint  Committee  rec- 
ognized that  accuracy  could  be  hoped  for  only  for 

large  areas.  It  believed  that  the  figure  for  the  United 
States  was  accurate  within  a  very  small  percentage 
of  error.  It  realized  that  the  State  totals  would  have 
a  large  percentage  of  error  and  that  greatest  error 
would  be  found  in  individual  county  figures.  Com- 

parison with  the  1940  census  data  discloses  that 
that  situation  exists. 

The  total  for  the  United  States  is  amazingly  close 
in  view  of  the  number  of  sets  sold  since  Jan.  1,  1938. 
The  previous  industry  estimate  of  28,700,000  radio 
families  at  Jan.  1,  1940  agrees  closely  with  the  census 
figure  of  28,839,154. 

The  difference  between  percentage  findings  and  ac- 
tual figure  findings  is  accounted  for  by  deviation  in 

the  estimate  of  total  families  by  State. 

BROADCASTING  •  Broadcast  Advertising August  3,  1942  •  Page  11 



AFTER  YOU,  UNCLE  SAM! 

Your  copy  of  BROADCASTING  is  mailed  in  time  to  arrive 
on  schedule  every  week.  If  it  is  a  little  late  in  coming, 

please  remember  that  our  armed  forces  have  first  call 
on  all  transportation  facilities. 

ELMER  DAVIS  TO  PETRILLO 

Copper  Expedited 

By  WPB's  Ruling 
Improved  Prospects  Foreseen 
In  Materials  for  Industry 

PROSPECTS  for  improved  supply 
of  raw  materials  necessary  to  the 
broadcast  industry  received  another 
boost  July  28  when  the  War  Pro- 

duction Board  granted  radio  and 
communications  a  higher  copper 
priority  rating  to  enable  them  to 
obtain  a  sufficient  supply  to  care 
for  operating,  construction,  main- 

tenance and  repair  purposes. 
This  latest  ruling,  which  amends 

P-129,  improves  the  copper  priority 
rating  of  the  broadcast  industry  as 
well  as  that  of  the  communications 
field.  As  a  result,  the  previous  rat- 

ing of  A-3  now  becomes  A-1  J. 
An  earlier  order,  M-9,  restricted 

deliveries  of  copper  to  A-l-K  or 
higher  and  the  new  order  enables 
radio  to  obtain  materials  in  con- 

formity with  that  order. 

Brighter  Outlook 

Through  this  amendment,  broad- 
casters need  not  file  PD  lA  appli- 
cations any  longer  for  each  piece 

of  equipment  which  requires  no 
higher  than  an  A-1  J  rating.  Since 
a  goodly  proportion  of  broadcast- 

ing equipment  is  affected  by  this 
order  it  is  likely  to  be  of  consider- 

able aid,  especially  in  the  matter 
of  replacement.  However,  informed 
sources  indicate  there  is  a  possi- 

bility of  an  even  more  far-reaching 
copper  order.  WPB  sources  have 
refused  to  confirm  or  deny  this  re- 
port. 

Coupling  the  copper  order  with 
the  recent  order  allowing  broad- 

casters to  obtain  sufficient  quartz 
crystals  to  care  for  maintenance 
and  replacement,  the  outlook  is 
bright  for  maintenance  of  existing 
operations  insofar  as  raw  ma- 

terials go.  In  addition,  WPB  offi- 
cials are  genuinely  satisfied  with 

industry  cooperation  in  the  matter 
of  conservation.  The  willingness  of 
the  industry  to  reduce  itself  to  es- 

sential and  economic  operation  is 
credited  in  part  for  the  success  of 
radio  and  communications  in  ob- 

taining needed  priority  ratings  and 
critical  materials. 

Another  industry  advisory  com- 
mittee, concerned  with  radio  receiv- 

ing tubes  is  scheduled  to  meet  in 
Washington  Aug.  5.  One  of  its  big- 

gest tasks  will  be  the  problem  of 
standardization  of  tube  types.  In 
general,  it  will  study  the  needs  of 
the  industry,  sources  of  supply  and 
likelihood  of  continued  supply  for 
both  military  and  civilian  purposes, 
methods  of  substitution  in  manu- 

facture, reclamation  and  conserva- 
tion [Broadcasting,  July  6,  13,  20, 

27]. 
In  addition,  the  BWC  is  compil- 

ing returns  of  its  all-inclusive  tube 
survey  [Broadcasting,  July  13], 
and  the  results  will  likely  be  an- 

nounced some  time  this  week.  Sta- 
tions have  been  submitting  complete 

data  of  tubes  on  hand,  in  use,  life 
expectancy  and  comparable  perti- 

nent data. 

LETTER  sent  July  28  by  Elmer 
Davis,  director.  Office  of  War  In- 

formation, to  James  C.  Petrillo, 
president  of  the  American  Federa- 

tion of  Musicians,  follows  in  full 
text: 

On  Dec.  27,  1941,  you  wrote  an 
open  letter  to  the  President  and 
the  People  of  the  United  States.  In 
that  letter  you  said: 
Each  and  every  member  of  the 

Federation  and  its  officers  pledge  them- 
selves on  this  occasion  to  do  every- 

thing possible  to  aid  in  the  fight  for 
freedom  ...  to  fight  with  every 
vi'eapon  at  their  command. 

In  this  fight  we  realize  that  morale 
plays  a  most  impoi-tant  part.  And  in the  building  of  morale  the  Federation 
and  its  members  can  and  will  do  its 
share.  For  music  has  always  been  and 
is  today  one  of  the  finest  media  for 
maintaining  high  public  morale  and 
the  business,  the  profession,  the  very 
life  work  of  the  Federation  and  its 
members  is  music. 

To  this  new  slogan,  this  new  theme 
for  the  new  year,  then,  the  Federa- tion dedicates  itself:  MUSIC  FOR 
MORALE. 

Music  Czar  Lambasted 

In  Editorials  and 

Columns 

A  STORM  of  public  resentment 
from  all  corners  of  the  nation 

against  the  Petrillo  ban  on  record- 
ing was  reflected  in  bitter  editorial 

comment  denouncing  the  czar  of 
the  American  Federation  of  Mu- 
sicians. 

Petrillo's  career  from  his  early 
days  in  Chicago  to  his  present  na- 

tionwide activities  was  raked  thor- 
oughly by  editorial  writers  and 

commentators.  The  feeling  seemed 
to  be  that  this  time  the  mighty 
man  of  music  had  gone  too  far  and 
the  press  was  almost  unanimous 
in  urging  Government  officials  to 
act  quickly. 

A  Higher  Law 
"Is  it  possible  there  is  a  higher 

law  even  than  Mr.  Petrillo's  slight- 
est word?"  asked  the  New  York 

Herald-Tribune  in  its  July  26 
issue.  "The  Government  thinks 
there  might  be,  and  has  had  the 
temerity  to  move  against  him  from 
two  different  directions."  The 
Herald-Tribune  went  on : 

"To  force  the  employment  of  a 
'stand-in'  orchestra,  which  must 
be  paid  even  though  it  is  not  used, 
is,  according  to  the  explicit  dec- 

laration of  the  Supreme  Court, 
quite  all  right  according  to  the 
law. 

Despite  this  public  and  published 
pledge  you  sent  a  communication 
on  June  25,  1942,  to  all  companies 
engaged  in  the  making  of  phono- 

graph records,  electrical  transcrip- 
tions, and  other  forms  of  mechan- 

ical recording  of  music  advising 
them  as  follows: 
From  and  after  Aug.  1,  1942,  the 

members  of  the  American  Federation 
of  Musicians  will  not  play  or  contract 
for  recordings,  transcriptions,  or  other 
forms  of  mechanical  reproductions  of 
music. 

I  am  informed  that  if  you  en- 
force this  edict  three  direct  conse- 

quences will  be  the  elimination  of 
new  electrical  transcriptions  for 
the  use  of  radio  stations,  the  elimi- 

nation of  new  popular  records  for 
so-called  "juke  boxes,"  and  the 
elimination  of  new  popular  and 
classical  records  for  home  con- 

sumption. I  am  further  informed 
that  this  move  in  all  probability 

"Even  for  'union'  hoodlums  to 
lie  in  wait  for  trucks  crossing  a 
State  line,  force  their  way  onto 
them  by  beating  the  drivers,  and 

force  the  payment  of  'wages'  to them  though  they  do  not  offer  to 
render  any  services,  is,  according 
to  the  Supreme  Coui't,  certainly 
not  in  violation  of  the  Federal 
Anti-Racketeering  Act. 

"As  long  as  a  spineless  Congress 
permits  this  disgraceful  state  of 
the  law  we  will  have  not  only  Pe- 
trillos  but  union  leaders  who  do  far 
more  harm  than  the  Petrillos.  In- 

dignation at  the  edicts  of  Mr. 
Petrillo,  unaccompanied  by  any 
suggestion  or  move  to  change  the 
state  of  law  which  permits  him 
and  others  successfully  to  issue 
such  edicts,  is  either  hypocritical 

or  hopelessly  stupid." The  same  paper  in  an  editorial 
July  30  questioned  action  of  Elmer 
Davis  in  injecting  himself  into  the 
music  crisis,  suggesting  he  might 
have  left  the  Government  end  of 
the  fight  to  the  FCC  and  Justice 

Dept.  It  found  "humiliation"  in  the 
fact  that  "a  high  Government  of- 

ficial should  find  it  necessary  to  ap- 

peal to  his  (Petrillo's)  patriotism." 
Even  the  Courts 

The  Washington  Post  took  the 
position  that  Petrillo  had  gone  too 
far  in  his  action.  "Well,  just  as  we 
said,  our  little  tyrant  of  music, 
Mr.  Jimmy  Petrillo,  has  at  last 
invoked  against  himself  what  in 

will  lead  to  court  fights,  possible 

strikes,  and  definitely  curtailed  mu- 
sical service  to  the  public  in  the 

critical  months  ahead  —  months 
which  may  well  decide  the  fate  of 
this  country's  war  effort. 

Since  several  hundred  small,  in- 
dependent stations  which  are  co- 

operating wholeheartedly  with  the 
Government  in  the  war  effort  de- 

pend for  their  major  sustinence  on 
electrical  transcriptions,  your  or- 

der may  well  force  them  out  of 
business  and  thus  seriously  inter- 

fere with  the  communication  of 
war  information  and  messages 
vital  to  the  public  security. 

Since,  as  you  say  yourself,  "mu- sic is  today  one  of  the  finest  media 
for  maintaining  high  public 
morale,"  the  elimination  of  records 
for  home  use,  for  use  in  restau- 

rants, canteens  and  soda  parlors 
where  members  of  the  armed  forces 
go  for  recreation,  and  for  use  in 
factories  where  war  workers  use 

juke  boxes  for  organized  relaxa- 
tion, can  scarcely  fail  to  have  a 

negative  effect  on  morale. 
Therefore,  on  behalf  of  the  peo- 

ple of  the  United  States  and  on  be- 
half of  the  War  Dept.,  the  Navy 

Dept.,  the  Marine  Corps,  the  Coast 
Guard,  the  Treasury  Dept.,  the 
Office  of  Civilian  Defense,  and  the 
Office  of  War  Information,  I  sin- 

cerely urge  that  you  consider  it 
your  patriotic  duty  to  stand  by 
your  pledge  of  Dec.  27,  1941,  and 
withdraw  your  ultimatum  of  June 

25,  1942. 

the  good  old  days  (when  we 
thought  such  things  mattered)  we 
used  to  call  a  storm  of  public  in- 

dignation," said  the  Post. 
"Doubtless  Mr.  Petrillo,  who  is, 

after  all,  not  without  experience 
in  these  affairs,  believes  that  ail 
one  need  do  about  a  storm  is  to 
let  it  go  ahead  and  exhaust  itself. 
Some  newspapers,  evidently,  think 
so,  too,  and  that  despite  any 
amount  of  thunder  and  lightning 
Jimmy  will  go  on  getting  his  own 
sweet  way  about  everything  until 
and  unless  Congress  chooses  to  act. 
The  Greeks,  however,  had  still  an- 

other of  their  well-known  words 
for  this  kind  of  monkey  business. 
They  would  have  said  that  Jimmy 
was  just  begging  for  it,  and  would 
have  given  him  up  long  ago  as  a 

doomed  man." "The  venerable  Walter  Damrosch, 
the  best  known  and  most  beloved 
personality  in  American  music,  has 
written  to  Vice-President  Wallace 

(whom  he  evidently  considers  al- 
most as  important  and  influential 

as  Mr.  Petrillo  himself)  to  lend 
his  prestige  and  power  to  this 
fight  'to  end  dictatorship  and  one- 
man  rule'  both  at  home  and  abroad. 

"Finally,  there  are  other  labor 
leaders  who  have  been  shaken  out 
of  their  usual  administrative  and 
jurisdictional  preoccupations  by 
the  tempest  and  are,  quite  properly, 
beginning  to  take  fright.  For  it  is 

(Continued  on  page  52) 

Press  Harshly  Critical  of  Petrillo  Ban 
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Federal  Suit  Filed  as  Petrillo  Stands  Pat 

AFM  President  Goes  Ahead  With  Strike; 

Justice  Dept.  Asks  Injunction 

UNFAIR  trade  practices  were  formally  charged  by  the  Dept. 
of  Justice  against  the  American  Federation  of  Musicians  as 
James  C.  Petrillo,  union  head,  stood  pat  on  his  announced 

strike  against  recording  for  phonograph  records  used  com- 
mercially as  well  as  transcriptions  for  broadcasting. 

The  Justice  Dept.  late  Friday  mailed  to  Chicago  its  bill  of 
of  complaint  asking  a  temporary  injunction  to  restrain  Petrillo 
and  the  AFM  from  enforcing  the  Aug.  1  ban  against  recording. 
The  bill  was  to  be  filed  Saturday 
or  Monday  with  the  U.  S.  District 
Court  for  the  Northern  District  of 
Illinois,  Eastern  Division. 

Covered  in  the  injunction  re- 
quest are  the  bans  against  records 

and  transcriptions,  the  pulling  of 
network  band  remotes,  the  Inter- 
lochen  action  of  the  AFM  and  the 

whole  "made  work"  program. 
Signing  the  bill  of  complaint 

were  Attorney  General  Biddle;  As- 
sistant Attorney  General  Thurman 

Arnold;  Holmes  Baldridge,  chief 
of  the  Anti-Trust  Division's  liti- 

gation section;  Victor  0.  Waters, 
special  assistant  to  the  Attorney 
General. 

At  a  7  p.m.  press  conference  last 
Friday  Mr.  Petrillo  distributed 
copies  of  a  letter  notifying  Elmer 
Davis,  director  of  the  Office  of  War 
Information,  that  "I  cannot  grant 
your  request  to  cancel  the  notice 
that  the  AFM  members  will  not 

play  for  transcriptions  or  records." 
The  letter  states  however,  that 

electrical  transcriptions  for  the 
armed  services  or  otherwise  to  be 
used  in  connection  with  the  na- 

tional war  effort  would  be  per- 
mitted and  Mr.  Petrillo  said  that 

recording  companies  would  be  al- 
lowed to  make  records  upon  appli- 
cation to  the  union  if  they  would 

guarantee  these  discs  were  to  be 
for  home  use  only. 

Pointed  against  Petrillo  were 
steps  involving  three  Federal 
agencies : 

First,  the  Justice  Dept.  had  pre- 
pared its  bill  of  complaint  to  be  filed 

perhaps  Saturday  or  Monday,  in 
Federal  court  in  Chicago. 

Second,  Elmer  Davis,  director  of 
the  Office  of  War  Information,  had 
appealed  to  Petrillo's  patriotism, 
reminding  him  of  a  "music-for- 
morale"  pledge  he  had  made  last 
December  [see  text  of  letter  on 
page  12].  This  Petrillo  denied. 

Third,  the  FCC  apparently  was 
convinced  that  it  had  adequate 
power  to  investigate  Petrillo  and 
his  union,  though  no  formal  an- 

nouncement of  an  investigation  had 
come  as  the  weekend  arrived. 

Pointing  out  that  the  AFM  has 
given  permission  for  its  name  or- 

chestras to  play  gratis  for  the 
armed  forces  for  Bond  Sale  cam- 

paigns, for  recorded  programs  to 
be  sent  to  Latin  America  by  the 
Office  of  the  Coordinator  of  Inter- 
American  Affairs,  and  for  other  pa- 

triotic activities,  Mr.  Petrillo  spe- 

cifically informed  Mr.  Davis  that 
the  union's  ban  on  recordings 
"does  not  apply  to  the  armed 
forces  of  the  nation  or  for  the 
President  of  the  United  States. 
"AFM  musicians  will  continue  to 

cooperate  with  the  different  gov- 
ernmental departments  as  hereto- 

fore with  respect  to  free  music." The  letter  states  that  World 
Broadcasting  System  was  recently 
given  permission  to  make  tran- 

scriptions for  a  period  of  26  weeks 
for  General  Motors  employes  work- 

ing in  defense  industries. 

Mr.  Petrillo  stated  that,  "elec- 
trical transcriptions  for  radio  use 

intended — once  only — are  not  detri- 
mental to  the  AFM  if  destroyed 

after  such  use."  But  he  continued 
that  members  of  the  union  "will 
not  play  for  the  making  of  rec- 

ords for  juke  boxes."  He  continued. 

"I  can  tell  by  your  letter  that  you 
have  been  absolutely  misinformed 
throughout.  You  say  that  the  AFM 
action  will  stop  popular  and  clas- 

sical records  for  home  consump- 
tion. This  is  not  so." 

Questioned  on  this  point,  Mr. 
Petrillo  said  that  recording  com- 

panies may  be  allowed  to  use  AFM 

members  by  applying  to  the  unon's international  executive  board  which 
would  grant  such  permission  if  the 
recording  companies  guarantee 
that  the  records  be  made  for  home 
use  only. 

When  it  was  pointed  out  that  no 
legal  means  had  been  found  by 
which  either  the  recording  com- 

panies or  the  performing  artists 
can  control  or  restrict  the  sale 
and  use  of  recordings,  the  union 
leader  shrugged  his  shoulders  and 
said  that  was  up  to  the  recording 

companies  and  "if  they  can't  find 
a  legal  way  we  just  won't  make 

any  more  records." Resentful 

Apparently  resentful  because 
the  recording  industry  has  made 
no  effort  to  contact  the  union  since 
the  prohibition  of  recordings  was 
announced  some  weeks  ago,  Mr. 
Petrillo  said,  "We  can't  get  any 
place  without  somebody  coming  in 
to  talk  things  over  and  no  one  has 
tried  to  see  us  yet.  If  the  Govern- 

ment hadn't  stepped  in  at  the  be- 
ginning the  recording  companies 

would  have  been  in  already,"  he added  bitterly. 
Declaring  that  he  was  tired  out 

and  was  going  home  to  get  some 
rest,  Mr.  Petrillo  refused  to  an- 

swer questions  about  the  details 
of  the  union  edict,  but  after  his 
departure  union  executives  said 
that  delayed  broadcasts  of  net- 

work programs  by  transcription 
would  still  be  permitted  under 
former  regulations,  that  is  that  the 
station  carrying  the  program  by 
transcription  be  a  network  affiliate 
unable  to  take  it  at  the  time  of 
the  network  broadcast  and  that  the 
rebroadcast  be  made  within  a  week 
of  the  original.  It  is  understood 
this  also  applies  to  recordings  of 
network  programs  made  for  short- 
waving  to  troops  abroad. 
NAB  President  Miller  replied  to 

Petrillo  later  Friday  evening  after 
the  AFM  head  had  declared  that 

the  strike  would  go  on  that  mid- 
night (see  page  57). 

Broadcasters  and  recording  com- 
pany executives  in  New  York  de- clined to  talk  for  quotation  on  a 

Petrillo  letter  to  Chairman  Fly. 
Off  the  record,  however,  they  ques- 

tioned the  complete  accuracy  of  his 
statistics  and  especially  of  the  im- 

plied meaning  of  these  data.  While 
it  may  be  true  that  90%  of  the 
members  of  some  AFM  locals  are 
unemployed  as  musicians,  they 
pointed  out,  it  is  just  as  true  that (Continued  on  page  5U) 

Petrillo  States  His  Position  in  Letter  to  Chairman  Fly 

POSITION  of  James  C.  Petrillo, 
president  of  the  American  Federa- 

tion of  Musicians,  on  the  recording 
ban  affecting  commercial  users,  was 
explained  in  a  letter  to  Chairman 
Fly  of  the  FCC,  under  July  30  date. 
Full  text  of  his  letter  follows : 

In  answer  to  your  inquiry  of  July 
22  as  to  onr  objection  to  the  broad- 

cast of  the  National  High  School  Or- chestra at  Interloclien,  Mich.,  and 
also  in  answer  to  many  press  releases 
reportedly  coming  from  you  in  the 
matter  of  canned  music,  I  will  give 
you  the  entire  picture. 

It's  Commercial 
First  of  all,  the  AFM  welcomes  a 

fair  and  impartial  investigation  of 
any  of  its  past  actions  and  whatever 
actions  it  may  take  in  the  future. 

It  has  been  stated  in  the  press  that 
I  personally  am  the  "czar"  and  that 
these  actions  are  charged  to  me  per- 

sonally. This  is  not  so.  The  AFM  has 
a  convention  every  year,  and  this  has 
tdlcn  place  CGnsecutivehj  for  the  past 
//?'  years.  The  Federation  action  on canned  music  was  taken  by  its  con- vention in  1941  at  Seattle.  Wash.,  by 
unanimous  vote  of  518  delegates,  rep- 

resenting locals  of  the  United  States 
and  C'anada.  It  was  referred  to  our International  Executive  Board  to  be 
put  into  effect,  and  the  subsequent 
acts  were  directed  by  that  Executive 
Board.  I  did  only  what  the  convention 
and  the  Executive  Board  directed. 

There  are  thousands,  not  hundreds, 
of  school  bauds  and  orchestras,  and 
these  school  bands  and  orchestras  in 
'.H)'/n  of  the  cases  receive  instruction 
from  members  of  the  AFM.  In  Inter- 
lochen  the  conductors  are  also  members 
of  the  AFM.  The  fact  that  the  Inter- 
lochen  band  was  on  the  air  for  some 

12  years  shows  plainl.v  that  we  were 
not  opposed  to  these  boys  and  girls 
being  on  the  air.  However.  Interlochen 
is  not  in  as  good  a  position  as  other 
school  bands  and  orchestras,  because 
Interlochen  is  a  commercial  jiroposi- 
tion  while  in  public  schools  through- 

out the  country  the  children  i-eceive their  tuition  free.  That  is  not  the  case 
at  Interlochen  where  these  children 
pay  .$275  for  a  period  of  eight  weeks, 
plus  additional  fees  for  private  lessons 
and  other  items. 

The  fees  paid  by  some  of  the  pupils 
exceed  .$400  "er  season  of  eight  weeks. 
This,  in  my  opinion,  puts  the  school 
squarely  on  a  commercial  basis.  Radio 
advertisers  pay  the  musicians  and  all 
other  participants  a  commercial  price 
for  advertising  their  commodities,  and 
the  same  rule  should  apply  to  this 
school. That  is  not  the  sole  reason  for  the 
Federation's  protest ;  it  is  also  neces- 

sary for  the  self-protection  of  the  pro- fessional musician.  Since  the  outbrealc 
of  the  War,  Army  and  Navy  bands 
are  on  the  air  auy  number  of  times 
each  day.  This  of  course  you  can  easily 
understand  has  taken  up  much  music 
time  nn  the  air,  so  much  so  that  the 
American  Federation  of  Musicians  was 
beginning  to  wonder  whether  there  was 
going  to  be  any  work  left  for  the  pro- fessional musician. 

Unemployment 
It  is  easy  to  understand  that  the 

more  free  music  the  radio  stations  re- 
ceive, the  less  need  for  the  professional. 

That  was  the  primary  reason  for  op- 
nosing  the  broadcasting  of  the  concerts 
from  Interlochen.  It  will  be  a  sorry 
day  for  the  professional  musicians  if 
two-thirds  of  the  air  time  is  taken  up 
by  non-jirofessionals. 

You  must  remember  that  this  al- 
ready is  an  over  burdened  profession. 

In  some  of  our  locals  unemployment 
reaches  60%  ;  in  some  75%  ;  and  in 
other  locals  as  high  as  90%.  If  this 
continues,  there  will  be  no  incentive 
for  our  children  to  become  professional 
musicians,  because  after  having  studied 
for  many  years  they  will  find  them- selves in  a  starving  profession.  These 
same  children  in  Interlochen  may  be- 

come professionals  ten  years  from  now, 
when  they  and  their  familites  will  re- sent other  children  taking  away  their 
bread  and  butter,  under  the-  guise  of 
educational  purposes. 

The  originating  programs  emanate 
from  New  York,  Chicago  and  Los  An- 

geles. Each  of  these  three  locals  has 
closed  shop  conditions  with  the  broad- 

casting networks,  in  spite  of  which  the 
AFM  in  many  cases  has  not  objected 
to  school  bands  and  orchestras  going 
over  the  air  occassionally. 
Many  of  the  school  boys  and  girls 

studying  music,  and  many  of  them  at 
Interlochen,  are  sons  and  daughters 
of  members  of  the  AFM,  and  if  the 
fathers  of  these  children  are  not  able 
to  make  a  living,  then  the  children 
could  not  get  an  education  because 
there  would  be  no  money  to  pay  for same. 

Incentive  Needed 

It  has  been  said  that  if  they  do  not 
go  over  the  air  there  would  be  no  in- centive to  study  music.  What  incentive 
did  the  good  old  time  musicians  have 
when  they  studied  music  in  years  gone 
by  when  there  was  no  radio?  In  my 
opinion,  that  is  not  a  good  argument. 
I  understand  that  these  children  in 
Interlochen  rehearse  all  week  for  one 
program,  but  again  I  say,  the  broad- cast is  intended  to  commercialize  the 
Interlochen  Camp. 

Let  us  see  what  the  AFM  has  done 
{Continued  on  -page  62) 
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Complete  Allocation  Control 

For  Shellac  Exempts  Seedlac 

FCC  Files  Briefs 

Opposing  Network 

Monopoly  Actions 
Mullen  Issues  Supplemental 
Statement  on  NBC  Stand 
IN  ANSWER  to  the  network  mo- 

nopoly case  instituted  by  NBC  and 
CBS  Oct.  30,  1941,  and  now  pend- 

ing before  the  U.  S.  District  Court 
for  the  Southern  District  of  New 
York,  the  FCC,  through  its  General 
Counsel  Telford  Taylor,  and  Sam- 

uel Brodsky,  special  assistant  to 
the  Attorney  General,  last  Friday 
filed  briefs  for  the  court's  consid- 

eration when  proceedings  are  re- 
sumed Oct  8. 

Jurisdiction  Decided 

Question  of  jurisdiction  of  the 
case  had  been  decided  June  1  when 
the  Supreme  Court  reversed  the 
decision  of  the  special  three-man 
court  which  had  held  itself  with- 

out jurisdiction  to  review  the  Com- 
mission's projected  regulations 

[Broadcasting,  June  8].  Follow- 
ing the  highest  tribunal's  decision, 

principals  in  the  case  sought  to 
expedite  it  and  asked  a  hearing 
before  the  three-man  court  on  June 
30  on  the  preliminary  question  of 

the  FCC's  motion  for  sunnri»ry 
judgment.  However,  the  court  by 
a  2-to-l  vote  decided  to  put  the  pro- 

ceedings over  until  Oct.  8  when 
the  court  reconvenes. 

In  its  brief,  which  bears  the 
signatures  of  Charles  R.  Denny, 
Harry  M.  Plotkin,  Seymour  Krieg- 
er,  Daniel  W.  Meyer  and  Max 
Goldman,  all  of  the  FCC  legal  staff, 
in  addition  to  Messrs.  Brodsky  and 
Taylor,  the  FCC  drew  heavily  upon 
past  litigation  involving  radio  sta- 

tions and  made  constant  references 
to  the  Communications  Act  and 
Congressional  comment  preceding 
the  Act's  inception  in  denying  that 
the  Commission's  eight  network 
regulations  were  capricious  or  ar- 

bitrary, as  alleged  by  the  networks. 
Summarizing,  the  Commission 

contended  that  the  Communications 
Act  authorizes  the  FCC  to  adopt 
the  regulations  in  question;  the 
principles  of  licensee  repponsibility, 
maximum  use  of  facilities,  preser- 

vation of  competition  and  preven- 
tion of  concentrated  control  estab- 

lish the  FCC's  right  to  enforce 
the  regulations;  and  findiiigi  by 
the  Commission  establish  thut  cer- 

tain chain  broadcasting  practices 
are  contrary  to  the  public  interest. 
On  the  question  of  the  regula- 

tions being  arbitrary  or  capricious 
the  FCC  asked,  as  previously,  that 
the  court  should  determine  the 
question  upon  the  motions  and  the 
Commission's  administrative  rec- 

ord without  taking  testimony.  CBS 
and  NBC,  however,  are  seeking  a 
hearing  de  novo,  which  would  en- 

tail the  taking  of  testimony. 

In  anticipation  of  the  FCC's 
brief,  Frank  E.  Mullen,  NBC  vice- 
pi  esident  and  general  manager, 
presented  a  supplemental  state- 

ment to  his  opinions  on  network 
licenses  given  before  the  House 
Interstate  &  Foreign  Commerce 
Committee  May  5  during  hearings 

ALTHOUGH  shellac  for  use  by 
phonograph  record  makers  was 
placed  under  complete  allocation 
control  as  a  result  of  an  amend- 

ment to  Order  M106  issued  July 
31  by  the  War  Production  Board, 
seedlac  was  excluded  from  this  re- 

striction. Until  now,  disc  makers 
have  been  operating  under  the 
order  which  reduced  their  supply 
to  30  percent  of  the  amount  they 
formerly  used  [BROADCASTING, 
April  20]. 
Under  the  amendment,  record 

manufacturers  no  longer  will  be 
able  to  obtain  any  specific  amounts 
of  shellac;  instead  they  must  apply 
to  WPB  for  any  shipments  on 
Form  PD-167.  Although  this  ap- 

pears again  to  decrease  phono- 
graph record  production,  WPB  offi- 

cials would  not  confirm  this  since 
they  pointed  out  that  the  exclusion 
of  seedlac,  a  cheap  grade  of  shellac, 
from  allocation  control  offered  one 
big  source  of  supply. 

Extenders  Used 

Furthermore,  they  maintain  the 
industry  has  been  economizing  on 
use  of  shellac  to  a  greater  degree 
than  ever  before.  Manufacturers 
have  also  been  employing  extenders 
[Broadcasting,  July  20],  which 
permit  wider  use  of  less  shellac 
without  impairing  quality  of  the 
recording  to  any  marked  degree. 

Drastic  control  of  pure  shellac 
may  mean  some  reduction,  the 
WPB  admitted,  but  claimed  it  was 
impossible  to  venture  a  preduction 

on  the  Sanders  Bill  (HR-5497)  to 
amend  the  Communications  Act. 
Attacking  the  network  regulations, 
he  declared  they  would  impinge 
upon  free  speech;  the  rule  on  op- 

tion time  "will  create  a  monopoly" 
and  the  "rich  station  will  get  richer 
and  the  poor  station  will  get 
poorer";  and  the  non-exclusive  op- 

tion rule  will  make  the  "strong 
station  dizzy-headed  with  its  choice 
of  network  commercial  programs". 

In  answer  to  charges  of  the  FCC 
that  networks  dominated  affiliates, 
Mr.  Mullen  pointed  out  that  not 
one  licensee  appeared  before  the 
House  Committee  to  support  the 
charges.  Mr.  Mullen  then  asked 
for  suspension  of  the  rules  for  the 
duration. 

Network  reply  briefs  are  to  be 
filed  Aug.  31. 

Bragdon  Joins  NBC 
EVERETT  L.  BRAGDON,  radio 
editor  of  the  New  York  Sun  for 
the  past  19  years,  on  Aug  3  joins 
NBC  as  trade  news  editor  in  the 
press  department,  succeeding  Leif 
Eid,  who  has  been  transferred  to 
Washington  as  chief  of  the  WRC- 
NBC  news  staff  [Broadcasting, 
July  27].  Mr.  Bragdon  is  an  au- 

thoritative writer  on  technical  wire- 
less, broadcasting  and  television, 

and  has  reported  on  popular  aspects 
of  broadcasting  in  the  Sun,  as  well 
as  contributed  articles  to  publica- 

tions, many  under  the  pseudonym 
of  "K.  W.  Strong." 

of  the  extent.  In  general,  WPB 
minimized  the  importance  of  the  al- 

location control  in  view  of  the 
availability  of  seedlac.  In  addition, 
it  pointed  out  that  success  of  rec- 

ord salvage  will  also  be  an  im- 
portant factor  in  finally  determin- 

ing the  actual  reduction,  if  any,  in 

production. The  original  order  issued  in 
April,  reduced  the  supply  of  shellac 
to  30%  of  the  1941  figure.  This 
order  defined  shellac  as  lac  of  all 
grades  including  seedlac  but  did 
not  include  lac  which  has  been 
bleached,  cut  or  incorporated  into 
protective  or  technical  coating. 
The  basic  difference,  as  it  affects 
record  makers  is  the  exemption  of 
seedlac  and  the  allocation  control 
of  all  other  grades  of  shellac. 
Under  the  amendment,  civilian 

use  of  shellac  for  other  than  rec- 
ords is  practically  halted  except 

for  such  special  uses  as  munitions 
coatings,  navigational,  aeronau- 

tical and  scientific  instruments, 
among  others.  The  order  also  pro- 

vides that  "all  exceptions  and  spe- 
cial authorizations  granted  on  ap- 

peals prior  to  June  24,  1942,  are 
revoked.  Those  granted  since  that 

date  continue  in  effect." 
Despite  some  claims  of  a  sub- 

stitute for  shellac,  WPB  officials 
denied  a  knowledge  of  such,  if  any 
exists.  They  maintain  that  the 
phonograph  record  industry  has 
not  reported  any  satisfactory  sub- 

stitute although  considerable  re- 
search is  under  way. 

Bob  Allen  Gets  Post 
ROBERT  S.  ALLEN,  half  of  the 
BLUE  Merry-Go-Round  team  who  re- 

cently was  commissioned  a  major  in 
the  Army,  has  been  aj^pointed  assistant 
public  relations  officer  of  the  Third 
Army,  it  was  announced  in  San Antonio  last  week. 

COMELY  GOLF  CHAMP  is  Wilma 
Lee,  star  of  Lyrics  By  Lee  over 
KLO,  Ogden,  Utah,  and  the  Inter- mountain  Network,  happily  holding 
the  trophy  emblematic  of  the  Ogden 
City  Golf  Championship.  Although 
a  newcomer  to  the  game,  she  is  al- 

ready shooting  in  the  low  80's.  She was  formerly  associated  with 
Southern  and  Midwestern  stations. 

Trammell  Recites 

NBC's  NAB  Stand 

Voices  Concern  Over  Lack  of 
Unity  in  Industry  Group 

EXPRESSING  concern  over  "the 
lack  of  unity"  existing  in  the  NAB, 
Niles  Trammell,  NBC  president, 
has  addressed  a  letter  to  Neville 
Miller,  NAB  president,  stating  the 
position  of  his  company  in  applying 
for  network  membership  in  the 
NAB. 

Mr.  Trammell  asserts  that  his 
statement  at  the  Cleveland  conven- 

tion— that  NBC  sees  no  need  for 
this  type  of  membership;  that  NBC 
is  opposed  to  mandatory  represen- 

tation on  the  NAB  board;  that  the 
network  regards  its  dues  for  such 
membership  as  excessive — remains unchanged. 

Text  of  Letter 
The  text  of  his  letter  follows: 
I  am  transmitting  to  you  with  this 

letter  a  signed  application  for  network 
membership  for  the  National  Broad- 

casting Company  in  the  National  Asso- ciation of  Broadcasters. 
At  the  recent  convention  of  the  as- sociation in  Cleveland  I  stated  the 

position  of  our  company  relative  to 
network  membership  as  being,  first, 
that  we  saw  no  particular  need  for  this 
type  of  membership  ;  second,  that  we 
were  opposed  to  mandatory  placement 
of  a  netwoi-k  representative  of  our 
company  on  the  board  of  directors  of 
the  association ;  and  third,  that  we 
considered  the  dues  for  such  member- 

ship to  be  unduly  excessive. 
I  wish  to  state  that  our  views  rela- tive to  the  foregoing  are  unchanged. 
The  Cleveland  convention,  however, 

through  its  democratic  processes  voted 
against  the  position  I  took  and  in 
ajjplying  for  membership  now  I  am 
doing  so  because  I  feel  it  advisable  to 
abide  by  the  decision  of  the  associa- 
tion. 

As  I  have  stated  many  times  it  is 
our  sincere  wish  to  do  everything  in 
our  power  to  contribute  to  harmony  in 
the  ranks  of  the  broadcasters.  We  are 
subordinating  our  own  views  to  those 
evidenced  by  the  large  majority  of 
NAB  members  and  are  accepting  their 
desire  that  we  become  network  mem- 

bers with  the  hope  that  we  can  thus 
make  a  contribution  to  industry  peace 
and  cooperation. 

I  still  feel  very  strongly  that  the 
network  companies,  and  NBC  in  par- 

ticular, are  paying  too  high  a  propor- tion of  the  total  dues  which  support 
the  NAB.  I  trust  that  this  situation 
can  be  rectified.  I  also  think  it  would 
be  more  desirable  to  have  network 
membership  on  the  board  of  directors 
only  if  such  representative  is  elected 
by  the  association  through  normal 
procedures. I  would  be  less  than  frank  if  I  did 
not  acquaint  you  with  my  concern 
over  the  lack  of  unity  existing  in  the 
association  today.  I  feel  that  imme- 

diate steps  should  be  taken  to  create, 
develop  and  maintain  a  strong,  co- 

hesive association  in  the  broadcast- 
ing industry,  to  adequately  gather  to- gether and  represent  all  of  the  group 

interests.  The  present  differences  in  the 
ranks  of  the  broadcasters,  with  many 
voices  speaking  in  Washington  for 
them,  has  led  to  confusion  and  in- 

effectiveness for  the  entire  industi'y, and  this  situation  demands  prompt 
correction.  It  is  our  desire  to  cooper- 

ate fully  to  achieve  industry  objectives. 

TITLE  of  Gonti  Products'  Sunday news  periods  on  MBS  by  Walter 
Compton,  newscaster,  is  Background 
for  News.  Bermingham,  Castleman 
and  Pierce,  New  York,  handles  the  ac- count, a  soap  and  shampoo  concern. 
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«NO.  THE  EYES  ARE 

WHAT  X  NOTICE."' 

9  Much  as  Iowa  people  may  disagree  on  some 

subjects,  there  is  one  matter  on  which  the  entire 

State  is  in  almost  complete  agreement.  By  actual 

personal  interviews  covering  nearly  10,000  homes, 

the  1942  Iowa  Radio  Audience  Survey  shows  that 

Station  WHO  is  "listened-to-most"  by  55.7%  of 

all  daytime  listeners  in  the  State,  whereas  the  next- 

most-popular  station  gets  only  8.1%. 

Many  Important  Disclosures 

But  the  1942  Iowa  Radio  Audience  Survey  is  by 

no  means  confined  to  an  analysis  of  station  prefer- 

ences. Within  its  two  covers  any  advertising,  sales 

or  management  man  will  find  the  answers  to  ques- 

tions he  has  been  asking  for  years.  For  instance, 

an  analysis  showing  what  percentage  of  Iowa  listen- 

ers write  to  radio  stations — by  age-groups,  by  sexes, 

and  by  educational  and  economic  backgrounds. 

And  also  an  analysis  showing  why  they  write,  and 

in  what  volume. 

This  one  study,  alone,  would  fully  justify  the  time 

and  effort  involved  in  making  the  1942  Survey — 

would  entirely  justify  your  time  in  reading  it.  .  .  . 

But  even  this  important  point  is  only  one  of 

many.  .  .  . 

Write  for  your  copy  today.  Ten  to  one  you'll  say 
it  is  the  most  enlightening  and  valuable  radio  study 

you  have  ever  encountered.  No  cost,  and  no  obli- 

gation. Address: 

WHO 

^fir  IOWA  PLUS !  + 

DES  MOINES  .  .  .  50,000  WATTS 

B.  J.  PALMER,  PRESIDENT 
J.  O.  M ALAND,  MANAGER 

FREE  8i  PETERS,  INC.  .  .  .  National  Reprasentatives 
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Senators  Critical  of  Commentators 

Object   to  Unfavorable 
Statements  About 

Congress 
PENT-UP  RESENTMENT  of  cer- 

tain members  of  Congress  against 
radio  as  well  as  newspaper  com- 

mentators led  to  a  four-hour  de- 
bate in  the  Senate  last  Monday 

during  which  Senators  roundly  de- 
nounced both  radio  commentators 

and  newspaper  columnists  who 
have  criticized  Congressional  func- 

tions in  the  war  effort. 
The  discussion  was  highlighted 

by  a  suggestion  by  Senator  Lucas 
(D-Ill.)  that  Elmer  Davis,  former 
CBS  news  analyst,  who  is  now  head 
of  the  Office  of  War  Information, 
go  on  the  air  once  or  twice  weekly 
to  aid,  as  he  put  it,  "the  best  in- 

terests of  radio  and  communica- 
tions services." 

The  cue  for  the  Senatorial  out- 
burst was  provided  by  a  recent 

broadcast  of  Raymond  Gram  Swing- 
over  MBS  and  an  article  by  T.  H. 
Thomas,  military  historian,  in  the 
July  26  Washington  Star.  Both  the 
radio  commentator  and  the  news- 

paper v^Titer  were  sharply  critical 
of  their  own  colleagues'  observa- 

tions on  Congressional  activities, 
and  they  were  extensively  quoted 
by  Senator  O'Mahoney  (D-Wyo.), 
who  instigated  and  led  the  Senate 
discussion. 

Unlikely  to  Do  Routine 

That  it  is  unlikely  Mr.  Davis 
will  go  on  the  air  on  regular  rou- 

tine for  the  Government,  was  the 
consensus  in  Washington  following 
the  debate.  For  one  thing,  it  was 
observed  that  public  opinion  would 
probably  oppose  discussion  of  pub- 

lic affairs  by  a  Government  em- 
loye,  which  would  be  construed  as 
strictly  propagandistic.  For  an- 

other, Mr.  Davis  might  be  regarded 
as  a  competitor  of  independent 
commentators,  and  there  is  at  pres- 

ent no  disposition  on  the  part  of 
the  Washington  authorities  to 
curb  either  freedom  of  speech  or 
freedom  of  the  press  so  long  as  the 
war  effort  is  not  impeded. 

Moreover,  Mr.  Davis  would  find 
himself  in  the  position  of  "com- 

peting," in  view  of  his  great  popu- 
larity as  a  news  analyst,  with  other 

important  Government  spokesmen 
who  speak  more  or  less  regularly 
over  the  air,  possibly  even  with  the 
President  himself. 

Yet  it  was  learned  by  Broad- 
casting that  there  are  plans  to 

have  Mr.  Davis  go  on  the  air  now 
and  then  on  special  shows  designed 
to  further  the  war  effort. 
When  Senator  Lucas  made  the 

suggestion  that  Mr.  Davis  return 
to  the  air,  he  declared  it  was  "most 
unfortunate"  that  Mr.  Davis  has 
been  off  the  radio  since  his  OWI 
appointment  and  suggested  that  he 
be  allowed  to  broadcast  for  one 
or  two  15-minute  periods  weekly. 
He  said,  "If  Mr.  Davis  will  take to  the  air  twice  a  week  with  the 
facts  which  he  has  before  him  and 

give  to  the  American  people  the 
saine  honest  type  of  broadcast 
which  he  gave  before  he  was  ap- 

pointed to  his  new  position,  not 
allowing  his  Governmental  position 
to  interfere  with  an  honest  analysis 
of  what  he  sees  before  him,  be- 

cause of  the  confidence  which  the 
people  have  in  him,  in  my  opinion, 
he  can  do  more  good  toward  na- 

tional unity  than  any  other  single 

commentator." 
Washington  radio  commentators' reactions  to  the  Senate  attack 

against  them  and  their  newspaper 
colleagues  was  that  the  criticism 
was  largely  unjustifiable  and  based 
on  insufficient  knowledge  of  the 
facts.  They  took  the  position  that 
the  discussion  did  more  to  further 
disunity  in  the  war  effort  than 
could  be  done  through  newscasts, 
even  though  some  might  be  er- 
roneous. 

Commentator's  Reply 
Fulton  Lewis  jr.,  MBS,  called 

the  Senatorial  attack  "a  blanket  in- 
dictment on  the  basis  of  the  actions 

of  a  few."  Ernest  K.  Lindley,  who 
is  both  a  BLUE  commentator  and 
newspaper  columnist,  took  issue 
with  the  remarks  that  commenta- 

tors' observations  were  undermin- 
ing democracy.  He  declared  that 

"cause"  was  being  confused  with 
the  "effect."  Eric  Severeid,  CBS 
Washington  news  bureau  chief 
and  newscaster,  said  he  did  not  feel 
th3  attack  was  directed  at  those 

who  are  "not  trying  to  make  de- 
cisions but  doing  a  good  job  of 

reporting." Senator  Lucas  had  suggested  that 
Mr.  Davis  be  given  power  to  call 
upon  radio  stations  for  transcripts 
of  commentators'  broadcasts  un- 

der Section  303  of  the  Communi- 
cations Act,  which  gives  the  FCC 

authority  to  make  general  rules  on 
stations'  records  of  programs.  The 

suggestion  was  made  that  Mr. 
Davis,  along  with  the  Commission, 
be  allowed  to  call  in  commentators 
and  sponsors  for  discussions  on 

programs. Senator  O'Mahoney,  in  swinging 
into  the  attack  against  radio  and 
newspaper  correspondents,  called 
attention  to  Raymond  Gram 

Swing's  criticism  of  fellow  com- 
mentators. "If  we  are  not  con- 

stantly reminding  ourselves  that 
we  really  know  very  little,  we  will 
fall  into  the  habit  of  reaching  firm 
conclusions  just  as  though  we 

knew  a  great  deal,"  the  Senator 
quoted  from  Mr.  Swing's  broad- 

cast, "and  more  and  more  we  are 
filling  our  minds  with  meaningless 
words. 

"If  we  were  to  look  into  the 
records  of  radio  commentators'  in- 

comes and  study  the  increased  com- 
pensation which  they  are  receiving 

for  their  castigation  of  the  Gov- 
ernment of  the  United  States,  we 

might  reach  some  interesting  con- 
clusions," the  Senator  said.  He 

then  declared  that  some  commenta- 
tors' incomes  had  trebled  and  quad- 

rupled "because  night  after  night 
they  indulge  themselves  in  the  dis- 

semination of  what  Raymond  Gram 

Swing  called  meaningless  words." He  concluded  that  commentators 

were  "armchair  strategists." 
Chandler's  Indignation 

Upton  Close,  West  Coast  com- 
mentator, one  of  the  few  specific- 

ally named  in  the  Senate  discus- 
sion was  criticized  by  Senator 

Chandler  (D-Ky.)  for  an  alleged 
broadcast  attacking  the  Senator 
for  a  reported  request  from  the 
Senate  for  funds  for  a  trip  to 
Alaska  to  survey  Army  outposts. 
Senator  Chandler  retorted  that  he 
had  made  no  request  for  such  funds 
and  declared  it  was  a  "pity  that 

{Continued  on  page  51) 

Tinney  Retracts 

Army  Accusation 
But  War  Department  Indicates 
Investigation  May  Go  On 

AN  APOLOGY  in  which  he  admit- 
ted that  he  was  "100%  wrong", 

was  made  by  Cal  Tinney  in  his 
July  24  broadcast  after  his  accusa- 

tion over  the  air  July  17  that  Army 
officers  received  profits  of  Army 
post  exchanges  and  spent  the 
money  on  parties. 
The  MBS  commentator,  heard 

for  the  Bayuk  Cigars,  Philadelphia 
(Phillies  Cigars),  declared  he  had 
received  a  great  number  of  letters 
from  enlisted  men  declaring  him 
to  be  entirely  erroneous  in  his 
opinion  that  their  officers  were 
benefiting  from  their  post  exchange 
purchases.  Tinney  complimented 
the  officers  in  having  their  men 
"WOVc  behind  them". 

Meanwhile  the  War  Department 

indicated  that,  despite  Tinney's 
apologies,  both  on  the  air  and  in 
the  offices  of  Maj.  Gen.  Alexander 
D.  Surles,  Army  director  of  public 
relations,  further  investigation  of 
the  commentator  would  be  made. 
Tinney  had  appeared  before  Gen. 
Surles  accompanied  by  Neal  D. 
Ivey,  president  of  Ivey  &  Ellington, 
agency  handling  the  Phillies  ac- 

count, and  Fred  Weber,  MBS  gen- 
eral manager  [Broadcasting,  July 

27].  The  War  Department  did  not 
indicate  what  form  "further  in- 

vestigation" of  Tinney  would  take. 
Previous  indications  from  the  War 
Department  were  that  Tinney 
might  face  prosecution  for  his 
broadcast. 

Blue's  July  Spot  Sales 
Far  Above  1941  Figure 
INCOME  from  national  spot  sales 
on  BLUE  m  &  o  stations  during 
July  are  far  ahead  of  last  year  for 
the  same  period,  according  to  Mur- 

ray B.  Grabhorn,  national  spot 
sales  manager  of  the  BLUE.  Spot 
sales  income  for  WJZ,  New  York, 
is  up  65%;  for  WENR,  Chicago, 
91%,  and  for  KGO,  San  Francisco, 
up  90%  over  July  1941,  not  includ- 

ing purely  local  Isusiness.  For  both 
WJZ  and  WENR,  national  spot  in- 

come is  the  largest  for  July  in  the 
history  of  both  stations. 

Mr.  Grabhorn  also  reported  that 
advertisers  are  planning  fall  cam- 

paigns earlier  than  ever  this  year, 
with  P.  W.  Minor  &  Sons,  Batavia, 
N.  Y.,  for  example,  already  an- 

nouncing it  will  return  to  WJZ  in 
the  fall  for  a  second  20-week  cam- 

paign for  Treadeasy  shoes.  Agency 
is  Stewart,  Hanford  &  Casler, 
Rochester. 

FBMS  Name  Changed 
ANXIOUS  to  be  more  precise,  the 
FCC  last  week  changed  the  name 
of  its  Foreign  Broadcast  Monitor- 

ing Service  to  the  Foreign  Broad- 
cast Intelligence  Service.  The 

change  was  made,  according  to  the 
FCC,  since  the  former  name  did 
not  describe  the  unit's  activities 
accurately.  In  addition  to  monitor- 

ing foreign  broadcasts  they  also 
are  engaged  in  editorial  analysis 
of  such  material  and  preparing  the 
material  for  its  intelligence  value. 

FIRST  IN  THE  WEST  to  be  given  such  assignments,  these  three 
specially  trained  young  women  (1  to  r)  Ruth  Maxwell,  Harriet  Ginn  and 
Barbara  McGee,  recently  were  added  to  the  CBS  Hollywood  news  bureau 
as  editors.  Handling  AP  teletype  and  direct  wire  reports  for  complete 
network  newscasts,  uniformed  trio  are  currently  working  from  a  specially 
installed  news  room  in  the  window  of  Bullock's  Inc.,  Los  Angeles  store. 
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^  131,000  WHN  listeners 
 bought 

262,000 
packs  of  Old  Golds  smoked 

1^  5,240
,000 

cigarettes, ///and  even  sent  in 

^32,750 

in  quarters  besides  ̂ ^1^^  just  to 

get  a  copy  of  Red  Barber's  Baseball 

Record  Booklet. 

WHN 

Man,  that's  getting  direct  dollars -and -cents  results!  That's 

the  kind  of  selling  you  want  your  advertising  to  do  now 

when  every  dollar  must  do  the  work  of  two.  America's 

most  powerful  independent  station  — plus  America's 

biggest  buying  market  is  the  combination  that  pays  off. 

Be  sure  that  WHN  is  at  the  top  of  your  station  list  for  Fall. 

50,000  WATTS  •  1050  CLEAR  CHANNEL 
CHICAGO  OFFICE:  360  NORTH  MICHIGAN  AVENUE 

AMERICA'S    MOST    POWERFUL    INDEPENDENT  STATION 
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VARYING  FROM  USUAL  soldier-variety  and  quiz  broadcasts  in  that  it 
promotes  such  war  efforts  as  the  sale  of  war  bonds,  the  Army  Emergency 
Relief  or  Soldier  Mail,  is  Fort  Monmouth  Re-ports,  weekly  transcribed 
series  presented  on  six  New  York  and  New  Jersey  stations.  With  cast 
entirely  of  Army  personnel,  the  series  is  recorded  in  the  Post  Public 
Address  Station,  and  produced  by  the  public  relations  office  at  Fort  Mon- 

mouth, N.  J.  Lt.  S.  M.  Allen  (right),  assistant  public  relations  officer 
and  former  MBS  announcer-producer,  annotmces  the  programs,  while 
Sgt.  Tom  De  Huff,  formerly  with  NBC  promotion,  writes  the  scripts. 

Mills,  Assuming  Post  at  SPA, 

Seeks  Rights  for  Songwriters 

Guild  Shop,  Worldwide  Organization  Are  Among 

Plans  of  Former  ASCAP  Directing  Head 

Talent  Fee  Resume 

Projected  by  NAB 
Association's  Position  to  Be 
Reviewed,  Asserts  Miller 
FOLLOWING  decision  of  the  NAB 
to  undertake  a  nationwide  survey 
of  the  talent  fee  situation  in  broad- 

casting [Broadcasting,  July  27], 
Joseph  L.  Miller,  NAB  Labor  Re- 

lations Director,  stated  the  associa- 
tion would  soon  file  a  bulletin  ad- 

vising members  of  the  situation 
and  position  of  the  NAB.  Mr.  Miller 
conferred  last  Wednesday  with  C. 
T.  Lucy,  general  manager  of 
WRVA,  Richmond,  chairman  of  the 
NAB  Wage  &  Hour  Committee. 

Action  of  the  NAB  followed  an 
opinion  of  the  Wage  &  Hour  Divi- 

sion, Labor  Department,  that  an- 
nouncers coming  under  codes  and 

contracts  of  the  American  Federa- 
tion of  Radio  Artists,  were  entitled 

to  special  talent  fees  when  request- 
ed for  specific  programs  and  the 

fees  should  be  considered  as  regular 
compensation  in  computation  of 
overtime  rates. 

Not  General  Rule 

Meanwhile  in  New  York,  new 
home  of  the  Wage  &  Hour  Division 
since  it  was  moved  from  Washing- 

ton recently,  Charles  H.  Livengood 
Jr.,  chief  of  the  section,  further 
outlined  opinion  of  his  office  on  the 
annoixncers'  talent  fee  situation. 

Explaining  that  the  opinions  re- 
leased by  his  department  are  based 

on  specific  situations  and  are  not 
to  be  taken  as  general  rules,  re- 

gardless of  the  facts,  Mr.  Liven- 
good  said  that  if  an  announcer  re- 

ceives $60  a  week  from  a  station 
as  salary  and  in  addition  gets  $10 
for  announcing  a  commercial  pro- 

gram during  his  regular  hours  of 
employment,  then  in  calculating- 
overtime  payments  his  base  pay 
would  be  figured  as  $70  a  week. 

But,  he  added,  if  the  extra  pay- 
ment were  made  directly  to  the  an- 

nouncer by  the  advertiser,  so  that 
the  announcer  for  that  program 
-would  be  an  employe  of  the  ad- 

vertiser and  not  of  the  station,  or 
if  the  commercial  program  were 
broadcast  in  times  outside  of  the 

announcer's  regular  hours  and  the 
compensation  set  with  that  factor 
taken  into  consideration,  then  the 
extra  earnings  should  not  be  added 
to  the  regular  salary  for  the  pur- 

pose of  computing  overtime  pay- 
ments. "It  is  a  question  of  the  facts 

of  the  case,"  Mr.  Livengood  stated. Executives  of  the  AFRA  said 
their  standard  contract  with  sta- 

tions provides  for  overtime  to  be 
calculated  on  the  basis  of  staff 
salary  only,  one-fortieth  of  the 
weekly  wage  constituting  the  hour- 

ly rate  and  one  and  one-half  times 
that  the  hourly  overtime  rate.  If 
the  announcer  is  paid  a  special  com- 

mercial fee  for  announcing  a  pro- 
gram outside  of  his  regular  work 

day,  that  fee  is  paid  in  lieu  of 
overtime.  It  was  stated  that  the  re- 

cently raised  overtime  issue  was 
not  brought  about  by  AFRA, 
which  has  no  disputes  with  sta- 

tions concerning  overtime. 

Page  18  •  August  3,  1942 

E.  CLAUDE  MILLS,  who  retired 

from  the  chairmanship  of  ASCAP's administrative  committee  July  1, 

has  been  appointed  general  man- 
ager of  the  Songwriters'  Protec- 

tive Assn.,  a  newly-created  post. 
Appointment  was  announced  by 
Sigmund  Romberg,  SPA  president, 
last  Tuesday  evening  at  a  dinner 
meeting  of  the  organization  at  the 
Hotel  Park  Central  in  New  York. 

Session  was  addressed  by  repre- 
sentatives of  Congress,  the  Office 

of  War  Information  and  the  na- 
tion's armed  services,  who  stressed 

the  importance  of  the  songwriters' contribution  to  national  morale. 

New  Revenue  Sources 

In  announcing  the  Mills  appoint- 
ment, Mr.  Romberg  briefly  re- 

viewed the  accomplishments  of 
SPA  during  its  first  10  years,  cit- 

ing particularly  the  standard  con- 
tract and  improvements  in  work- 

ing conditions.  He  continued : 
"The  time  has  come  for  the  next 

great  step  forward.  When  Mills  re- 
cently resigned  from  ASCAP,  I  re- 

garded it  as  an  exceptional  oppor- 
tunity to  persuade  him  to  put  his 

unusual  talents  at  our  service.  For 
a  quarter  of  a  century  he  has  been 
the  premier  tactician  and  stra- 

tegist, first  for  the  publishers  and 
later  for  the  publishers  and  writ- 

ers jointly,  in  numberless  cam- 
paigns for  the  betterment  of  the 

art  and  industry  of  music. 
"His  reputation  as  an  organizer, 

negotiator,  copyright  authority 
and  business  executive  is  interna- 

tional. He  is  known  to  be  a  fair  and 
just  man.  Publishers,  no  less  than 
writers,  have  been  the  recipients 
of  millions  of  dollars  in  royalties 

from  sources  which  were  non-pro- 
ductive of  revenue  until  Mills 

showed  us  how  to  get  the  money." 
In  his  speech  of  acceptance,  Mr. 

Mills  stated  that  the  open  meet- 
ing was  not  the  place  for  a  dis- 

cussion of  plans,  but  that  he  would 
go  into  them  at  the  next  SPA 
meeting,  scheduled  for  Aug.  11.  He 
did  state  however  that  in  their 

dealings  with  music  publishers  "we 
songwriters  will  accept  in  the 
future  no  less  than  is  our  fair  due 
and  will  demand  no  more  than  is 

coming  to  us." "A  lot  of  the  rules  are  going  to 
change,"  he  stated.  "The  old  order, 
the  control-and-compel  policy  of 
capital,  will  inevitably  yield  to  a 
new  rule  of  fairer  and  more  gener- 

ous rewards  to  the  actual  producers 

and  creators  of  the  world's  prod- 
ucts, both  material  and  intellectual. 

I  propose  that  the  songwriters,  as 
one  very  important  segment  of  the 
producing  and  creating  class,  shall 
under  the  new  order  come  into  their 
own. 

Plans  for  Guild  Shop 

"Improvement  in  contractual  re- 
lationships between  writers  and 

publishers,  certain  amendments  of 
the  Copyright  Law,  establishing  a 
close  affiliation  with  other  protec- 

tive groups  of  creative  workers, 
organizing  the  songwriters  into  a 
world-wide  group,  establishing  the 
United  States  after  this  war  as  the 
new  center  of  world  culture  in 
music  are  just  a  few  of  the  objec- 

tives toward  which  I  hope  the  SPA 
can  successfully  lead  the  American 
songwriters  in  the  near  future." 
SPA  plans  to  establish  a  Guild 

shop,  in  which  Mr.  Mills  will  pre- 

sumably play  an  active  part,  were 
not  discussed  at  the  meeting.  His 
salary  arrangement  with  SPA  has 
not  been  disclosed,  but  it  is  under- 

stood it  will  be  a  nominal  sum  for 
the  first  year,  during  which  he  is 
receiving  his  regular  ASCAP 
salary  of  $35,000,  a  severance  ar- 

rangement voted  by  the  ASCAP 
board  at  the  time  of  his  retire- 

ment [Broadcasting,  July  13]. 
Keynote  of  the  meeting  was 

struck  by  a  telegram  of  greeting 
from  President  Roosevelt,  which 

stressed  the  nation's  need  for  "the 
sustaining  power  of  song  as  an  in- 

spiration to  our  fighting  forces  and 
to  strengthen  the  hearts  and  hopes 
and  aspirations  of  those  who  carry 

on  at  home." Lewis  Asks  for  Marches 

A  plea  to  the  songwriters  to 
"give  the  Army  music  that  it  can 
sing  as  it  marches"  and  to  "give 
our  people  at  home  music  which 
will  strengthen  their  spirits  and 

keep  firm  their  determination," was  made  by  William  B.  Lewis, 
chief  of  the  Radio  Bureau,  OWI, 
in  an  address  which  made  such  an 
impression  that  Mr.  Romberg  said 
he  would  have  it  mimeographed  and 
sent  to  all  SPA  members. 

Capt.  Charles  E.  Clapp  Jr.,  the 
Army  Air  Force,  stressed  the  need 
for  music  which  will  inspire  the 
man  on  the  assembly  line  to  do  his 
job  better,  so  that  the  fighting 
forces  can  do  their  jobs  better.  Lt. 
Com.  Charles  B.  Cranford,  USN, 
asked  for  songs  that  will  make  the 
men  realize  what  they  are  fighting 
for  and  so  more  anxious  to  get  the 
war  won  and  to  come  back  to  sit 
under  the  apple  tree  and  other 
peacetime  joys. 

Congressmen  Sol  Bloom  of  New 
York  and  Charles  Kramer  of  Cali- 

fornia spoke  of  the  need  for  better 
copyright  protection  for  the  writers 
and  composers  and  intimated  that 

new  copyright  legislation  is  al- 
ready being  planned  to  accom- 

plish that  purpose. 

Action  on  Sanders  Bill 

In  Near  Future  Unlikely 

FURTHER  ACTION  on  the  Sand- 
ers Bill  (HR-5497)  to  amend  the 

Communications  Act  of  1934  can- 
not be  expected  before  the  middle 

of  September,  Chairman  Lea  (D- 
Cal.)  of  the  House  Interstate 
&  Foreign  Commerce  Committee, 
considering  the  bill,  told  Broad- 

casting last  week.  Vacation-taking 
by  Congress  in  lieu  of  adjournment 
as  well  as  war  exigencies  and  poli- 

tical elections  this  fall  would  pre- 
vent any  continuous  action  on  the 

bill. 
Chairman  Lea  stated  a  subcom- 

mittee, which  he  previously  told 
Broadcasting  (July  6)  would  be 
appointed  to  consider  a  redraft  of 
the  bill,  would  not  be  formed  until 
September.  Committee  hearings  on 
the  bill  were  completed  July  2  high- 

lighted by  the  testimony  of  FCC 
Chairman  James  Lawrence  Fly. 

C.  G.  GOING,  news  editor  and  an- 
Bouneer  for  General  Electric's  short- wave stations  WGBA  and  WGEO, 
Schenectady,  is  the  author  of  an  article 
on  Lowell  Thomas,  BLUE  commenta- tor, in  the  current  issue  of  Golfing. 
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We're  On  Tke  Air . . . 

'WASTE-FREE"! 

Quietly,  witkout  fan-fare,  comes 
a  new  radio  network  . . .  young  . . . 

energetic  .  .  .  powerful . .  .  servicing 

America's  richest  market,  tke 

populous  Eastern  SeakoarJ  from 

Wiaskington  to  Boston  ...  a  market 

impossible  to  reack,  until  now, 

witkout  a  top  -  keavy  advertising 

appropriation. 

Here  live  6,500,000  radio  families 

wko  spend  over  $10,000,000,000 

eack   year — one-fourtk  of  tke 

nation's  buying  power — to  make 
tkis  tke  most  concentrated  area 

in  tke  country. 

This  is  tke  market  tkat  tke  Atlan- 

tic Coast  Network  delivers  "waste- 
free"...  witkout  tke  low  concentra- 

tion areas  tkat  usually  go  witk 

network  radio . . .  all  at  the  cost  of 

a  major  New  York  City  outlet. 

It's  tke  only  "waste-free"  network 
in  radio! 

IN  PREPARATION  — complete  coverage  brochures  of  the  Atlantic  Coast 
Network.  Write  us  immediately  so  that  we  may  reserve  your  copy. 

BASIC  NETWORK 

Here,  linked  by 

Class  "A"  lines 
throughout,  are 
the  ten  stations 
of  the  Atlantic 
Coast  Network: 

WATTS 

WNEW-New  York  .  .  .  10,000 
WPEN-Philadelphia  .  .  5,000 
W  F  B  R-Baltimore  ....  5,000 
WNBC-Hartford  ....  5,000 
W  F  C  l-Pawtucket,  Providence  1,000 

W  E  L  l-New  Haven  .  (Day) 
(Night) 

WCOP-Boston  .  .  .  . 
WWDC-Washington  .    .  . 

(TOO  watt  booster) 

SUPPLEMENTARY  NETWORK 

WBOC-Salisbury,  Md.  .    .    .    250      WJEJ-Hagerstown,  Md. 

WATTS 

1,000 

500 500 
250 

250 

ATLANTIC  COAST 

NETWORK  *  INC. 

501  MADISON  AVENUE  •  NEW  YORK  CITY 



Group  Ownership  in  Canada  Opposed 

New  General  Manager 
Also  Recommended 

By  Probe  Group 
SUBSTITUTION  of  a  new  gen- 

eral manager  for  Maj.  Gladstone 
Murray  of  the  Canadian  Broad- 

casting Corp.,  the  elimination  of 
group-owned  private  radio  sta- 

tions, and  the  discontinuance  of 
private  station  outlets  of  U.  S. 
networks  were  recommended  in  a 
sensational  report  of  the  Parlia- 

mentary Committee  on  Radio 
Broadcasting  tabled  July  25  at 
Ottawa. 

The  committee  recommended  that 
the  CBC  board  of  governors  con- 

sider whether  the  services  of  Mur- 

ray "could  be  used  by  the  corpo- 
ration in  another  capacity  than 

that  of  general  manager  or  execu- 
tive head  of  the  corporation," 

since  the  board  of  governors  had 
lost  confidence  "in  his  ability  in 
financial  matters  and  his  attitude 

to  his  own  expenses."  The  report. 
Chairman  Dr.  J.  J.  McCann  stated, 
was  not  unanimous. 

Groups  Opposed 

The  committee  expressed  strong 
opposition  to  control  of  groups  of 
private  stations  by  one  individual 
or  interest  and  recommended  that 

"except  in  most  unusual  circum- 
stances" no  person  should  hold 

more  than  one  license.  It  had  re- 
ceived evidence,  the  committee  re- 
ported, which  showed  that  at  pres- 

ent eight  stations  are  owned  or 
controlled  by  one  interest  and  six 
by  another.  (This  refers  to  sta- 

tions of  the  Taylor-Pearson  & 
Carson  group  in  Western  Canada 
and  the  Northern  Broadcasting  & 
Publishing  group  in  Northern  On- 

tario and  Northern  Quebec.)  To 
prevent  "dangerous  concentrations 
of  broadcasting  stations  in  private 
hands,"  the  committee  recom- 

mended changes  in  this  practice. 
These  recommendations  were : 
1.  Neither  the  ownership  nor 

shares  evidencing  ownership  of  a 
station  shall  be  transferred  with- 

out the  authority  of  the  minister. 
2.  A  station  shall  be  owned  and 

operated  by  the  holder  of  the  li- 
cense. 

3.  Except  in  the  most  unusual 
circumstances  no  one  shall  hold 
more  than  one  license; 

4.  The  responsible  minister  and 
the  corporation  shall  have  the  pow- 

er to  obtain  all  information  neces- 
sary to  carry  out  these  provisions 

and  to  ensure  that  private  stations 
are  operated  for  the  benefit  of  the 
nation  and  of  the  communities  in 
which  they  are  located; 

5.  If  necessary  the  revenue,  prof- 
its and  expenditures  of  privately- 

owned  broadcasting  stations  should 
be  ascertained  in  order  to  see 
whether  the  license  fees  payable  by 
them  to  the  government  are  ade- 

quate and  if  the  public  services 
rendered  by  them  is  commensurate 
with  the  direct  and  indirect  prof- 

its and  advantages  enjoyed  by  them 
from  the  right  to  use  a  broadcast- 

ing channel. 
The  committee  found  that  pri- 

vate stations  are  performing  a  use- 
ful function  and  are  making  a 

valuable  contribution  to  the  war 
effort  through  the  contribution  of 
free  time.  Good  relations  were 
found  to  exist  between  the  private 
stations  and  the  CBC. 

Wartime  Function 

"But  the  financial  position  of 
privately-owned  broadcasting  sta- 

tions has  improved  substantially 
during  the  last  few  years  and  the 
corporation  should  consider  if  the 
private  stations  are  increasing 
their  service  to  the  public  corre- 

spondingly," the  report  continued. 
"Your  committee  recommends  that 
the  corporation  endeavor  to  work 
out  in  co-operation  with  the  private 
stations  means  to  increase  the  serv- 

ices of  private  stations  to  the  na- 
tional cause  as  well  as  their  local 

communities  in  providing  and  dis- 
tributing programs  and  developing 

and  making  use  of  local  talent." Other  recommendations  included : 
Planned  programs  to  counteract 

enemy  propaganda; 
Co-ordination  of  government 

broadcasts ; 
Closer  relationship  between 

French  and  English  -  language 
broadcasts ; 

Extension  of  a  previously  de- 
clared policy  of  providing  national 

coverage,  if  necessary,  by  acquir- 
ing private  stations; 

Organization  of  regional  hon- 
orary advisory  committees; 

Introduction  of  a  pension  scheme 
for  CBC  employees; 

Allotment  of  a  larger  percentage 
of  license  revenues  to  programs; 

Application  of  the  election  broad- 
cast policy  to  provincial  elections; 

Consideration  whether  private 
station  outlets  for  U.  S.  chains 
should  be  continued. 

Provision  of  alternate  programs 
wherever  possible  to  provide  a 
choice  for  the  radio  audience. 
Annual  review  of  radio  affairs 

by  a  parliamentary  committee. 

Merit  Awards 
JOHN  BALLARD,  general 
manager  of  KGNC,  Amarillo, 
Tex.,  is  now  giving  merit 
awards,  on  behalf  of  the  sta- 

tion, to  men  and  women  of 
all  ages  who  have  performed 
some  act  or  service  of  an  out- 

standing nature.  One  award 
has  already  gone  to  Lieut. 
Jimmy  Daley  of  Amarillo, 
now  serving  in  the  RAF  and 
recently  decorated  by  the 
British  Government.  Another 
has  gone  to  Laura  V.  Ham- 
ner,  Texas,  author  of  several books. 

The  committee's  report  reviewed 
changes  in  the  CBC  set-up  effected 
by  the  board  of  governors  since 
1939.  Up  to  November  of  that 
year,  it  said,  Mr.  Murray  as  gen- 

eral manager  was  responsible  for 
CBC  administration,  subject  to  the 
direction  of  the  board  of  governors. 

Then,  on  Nov.  26,  1939,  the  board 
passed  a  resolution  transferring 
to  financial,  engineering  and  com- 

mercial matters,  and  all  operations 
primary  responsibility  with  regard 
to  Quebec  province,  to  Dr.  Augus- 
tin  Frigon,  assistant  general  man- 

ager. Executive  Committee 

"This  division  of  responsibility 
was  apparently  considered  to  be  not 
enough,"  the  committee  said.  March 
24,  1941,  the  board  made  a  series 
of  amendments,  which  "further 
limited  the  general  manager's  pow- 

ers in  three  very  important  ways." 
They  provided  for  appointment 

of  an  executive  committee  to  man- 
age the  affairs  of  CBC,  control  its 

finances,  supervise  operations  gen- 
erally, and  define  the  functions, 

duties  and  responsibilities  of  offi- cers and  employes. 

"By  the  wording  of  this  by-law 
the  board  appeared  to  give  to  the 
executive  committee  the  powers  of 
management  previously  exercised 

by  the  general  manager,"  the  re- 
port said. The  second  limitation  provided 

that  the  assistant  general  manager 
was  to  have  charge  of  technical  or 

commercial  operations  and  "be  re- 
sponsible for  the  internal  manage- 

ment of  the  affairs  of  the  corpora- 

tion." 

The  third  change  provided  for 

appointment  of  a  controller  of  fi- nance. 

"These  changes  were  rendered 
necessary  on  account  of  lack  of 
confidence  of  the  board  of  gover- 

nors in  Major  Murray's  ability  in 
financial  matters,"  the  radio  com- 

mittee reported. 
The  office  of  general  manager 

should  be  filled  by  "one  fitted  to 
discharge  all  the  duties  of  the  chief 
executive  officer  of  the  corpora- 

tion,"   the    committee  suggested. 
"He  should  be,  preferably,  a  Ca- 

nadian of  character  and  integrity 
to  receive  the  confidence  of  the 
public  and  the  loyal  support  of  his 

staff,"  the  tabled  report  said.  "He should  have  organizing  ability  and 
administrative  and  executive  ex- 

perience although  not  necessarily 

in  the  field  of  business." Mr.  Murray  has  been  general 

manager  of  the  Canadian  Broad- 
casting Corp.  since  it  came  into 

being  Nov.  2,  1936. 

CANADIAN  OUTLETS 

CLASSED  AS  VITAL 
CANADIAN  broadcasting  stations 
are  now  listed  under  the  National 

War  Services  Regulations  "as  a 
servicing  activity  deemed  to  be  es- 

sential to  the  successful  prosecu- 
tion of  the  war,"  states  a  commu- nication from  J.  T.  Thorson, 

Minister  of  National  War  Services, 
Ottawa,  to  Glen  Bannerman,  presi- 

dent and  general  manager  of  the 
Canadian  Assn.  of  Broadcasters. 
Under  the  broadcasting  listing, 
stations  receive  the  same  classifi- cation as  newspapers. 

"While  the  ruling  of  the  Minister 
does  not  make  deferment  or  post- 

ponement (of  station  employes) 
automatic,"  Bannerman  explained 
in  a  letter  of  July  27  to  CAB  sta- 

tions, "it  does  place  the  industry 
before  the  (National  War  Service) 
Boards  as  essential  to  the  success- 

ful prosecution  of  the  war.  This 
should  help  to  alleviate  a  situation 
which  is  becoming  desperate  for  a 
number  of  the  private  stations. 

The  Minister's  ruling  does  not 
mean  automatic  postponement  for 
the  persons  engaged  in  broadcast- 

ing, but  each  case  will  be  dealt 
with  by  one  of  "che  13  regional boards  on  its  merits  and  in  the 
light  of  the  facts  surrounding  the 
application  for  postponement.  This 
includes  the  supply  of  labor  avail- 

able and  the  importance  of  the 

particular  applicant's  occupation  to the  national  economy. 

Colgate's  Big  Show 
COLGATE  -  PALMOLIVE  -  PEET 
Co.,  Jersey  City,  on  Oct.  3  will 
start  a  half-hour  variety  program 
on  NBC  featuring  Al  Jolson,  Hilde- 
garde,  Eve  Arden,  Harry  Einstein 

(Parkyakarkus) ,  and  Ray  Block's orchestra.  The  program,  to  be  pro- 
duced by  Carlo  De  Angelo,  will  be 

heard  Saturday  evenings  at  9:30- 
10  p.m.,  originating  in  TTew  York. Product  and  number  of  stations 
have  not  yet  been  announced.  Sher- man &  Marquette,  Chicago,  is 
agency. 

EIGHT  CANDLES  on  the  birthday  cake  marked  an  anniversary  for 
Your  Neighbor  Program,  sponsored  by  Wieboldt  Stores,  Chicago  (depart- 

ment store  chain),  on  WMAQ,  Chicago,  six  mornings  weekly.  Partici- 
pating in  the  birthday  cake  festivities  on  the  program  followins:  a  special 

breakfast  were  (1  to  r)  Harry  C.  Kopf,  vice-president  of  NBC-Chicago; 
Melvin  Brorby,  vice-president  of  Needham,  Louis  &  Brorby,  Chicago, 
agency  handling  the  account;  June  Marlowe,  m.c.  of  the  program;  War- 

ner Wieboldt,  chairman  of  the  board  of  the  company;  Paul  McCluer, 
sales  manager  of  NBC-Chicago;  William  Wieboldt,  manager  of  the  Oak 
Park  branch  of  the  stores;  William  White,  company  sales  manager. 
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On  August  20,  WWJ  will  be  22  years  old, 

once  again  leading  American  broadcasting 
stations  to  the  celebration  of  an  additional 

birthday. 

Anniversaries  are  usually  hilarious  occa- 

sions. In  former  years  WWJ  has  commem- 
orated the  passing  of  its  annual  milestones 

with  gala  programs,  festive  parties  and 

much  to-do. 

But  in  this  war  year  of  1942  everyone  at 

WWJ  is  much  too  busy  with  procuring 

manpower  for  the  armed  forces,  selling  war 

bonds,  developing  civilian  defense,  and  all 

the  other  manifold  ramifications  of  the  war 

effort,  to  even  think  of  celebrations.  And, 

to  whatever  degree  possible,  the  station  still 

carries  on  with  commercial  broadcasting. 

In  a  business  as  young  as  broadcasting, 

22  is  a  venerable  age.  But  age  and  youth 

alike  are  generating  greater  speed  and  pro- 
ductivity than  ever  before  in  Detroit,  the 

Arsenal  of  Democracy.  And  WWJ,  now 

turning  into  its  23d  year  of  existence  is 

envisioning  broader  horizons,  more  useful- 

ness, bigger  and  better  broadcasting  than  at 
any  time  in  its  history. 

NaUonal  Kepratenlalivet 

George  P.  Hollingbery  Company 

■s^  New  York    -:-    Chicago    -:-  Atlanta 
San  Francisco    -:-    Los  Angeles Associate  Station 

W4SD—FM 

OicTUid  and  Operated  by 
The  Detroit  News 
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Local  Station  a  Community  Necessity 

By  CHARLES  L.  ALLEN 
Assistant   Dean  and   Director  of 

Research 
Medill  School  of  Journalism, 
Northwestern  University 

THE  LOCAL  radio  station  has  at- 
tained an  indispensable  place  in  the 

social  structure  of  the  American 
community.  It  is  regarded  as  an 
essential  institution,  comparable  in 
usefulness  and  importance  with  the 
schools,  the  churches,  and  the  press. 
Among  men  and  women  of  the 
cities  and  the  farms  served  by  the 
small  radio  station,  its  services  to 

the  community  and  its  intense  de- 
votion to  all  socially  significant 

enterprises  have  made  it  of  su- 
preme value  to  its  listeners. 

These  facts,  and  a  host  of  others, 
are  apparent  from  the  results  of  a 
research  study  in  radio  listener- 
ship  just  completed  by  the  Medill 
School  of  Journalism  of  North- 

western University.  The  study  be- 
gan almost  a  year  ago  with  an 

analysis  of  the  available  statistical 
data  about  radio  station  WAIM, 

Anderson,  S.  C,  a  250-watt  CBS 
outlet  owned  by  Wilton  E.  Hall, 
who  is  also  publisher  of  two  daily 

newspapers,  the  Anderson  Inde- 
pendent and  Daily  Mail. 

Anderson  is  a  typical  Southern 

city  of  about  35,000  population  (in- 
cluding the  textile  manufacturing 

area).  It  is  situated  in  the  geo- 
graphic center  of  Anderson  County 

(population  88,712)  which  has  an 
almost  even  balance  of  agriculture 
and  industry.  Recently  published 
figures  show  an  annual  textile  pay- 

roll of  slightly  more  than  $14,000,- 
000  and  the  value  of  manufactured 
goods  exceeding  $45,000,000  yearly, 
while  the  6,430  farms,  each  aver- 

aging 63.9  acres  in  size,  yield  $10,- 
000,000  in  marketable  products 
each  year. 

Interview  Technique 

Last  January  a  field  crew  of  20 

persons  working  under  the  direc- 
tion of  Fay  Day,  graduate  student 

at  Medill,  and  supervised  in  Ander- 
son by  this  writer,  interviewed  per- 

sonally about  900  housewives, 
farmers,  businessmen,  professional 
men,  and  skilled  and  unskilled 
workers  in  the  primary  area  of 
WAIM.  The  interview  data  were 
recorded  on  a  questionnaire — check 
card  classified  for  purposes  of  later 
tabulation.  During  the  last  six 
months  these  data  have  been  as- 

sembled, tabulated  and  interpreted 
in  the  laboratories  of  the  Medill 
School  of  Journalism.  Recently  a 
24-page  booklet  was  published  con- 

taining some  of  the  primary  find- 
ings of  the  study,  and  these  may  be 

obtained  from  the  Anderson  sta- 
tion. 

Information  received  by  inter- 
victw  was  checked  by  coincidental 
telephone  calls,  and  by  call-backs 
during  the  week  of  field  operations. 
In  several  instances  the  accuracy 
of  the  field  workers  was  tested  by 
submitting  the  marked  question- 

naire-check chart  to  the  interviewee 
several     days     later.  Irregular 

Vital  Role  of  Broadcaster  Shown  in  Study 

Conducted  hy  Journalism  School 

answers  and  defective  charts  were 
rejected.  In  short,  every  reasonable 
precaution  was  taken  to  secure  a 
scientifically  correct  sampling  of 
public  opinion  regarding  WAIM. 
A  listenership  potentiality  of 

more  than  90%  was  found  to  exist 
in  the  primary  listening  area  of 
WAIM.  Previous  estimates  had  set 
the  number  of  radio  sets  in  Ander- 

son county  homes  at  from  40%  to 
80  % ;  yet  the  house-to-house  survey 
showed  that  91.4%  of  the  homes 
visited  had  one  or  more  radio  sets — 
leaving  only  8.6%  vdthout  at  least 
one  receiver.  In  short,  nine  out  of 
ten  homes  in  the  primary  listening 
area  of  this  station  are  potential 
listeners. 

Several  Sets 

Furthermore,  the  potentiality  of 
listenership  is  materially  increased 
by  the  fact  that  most  homes  in  the 
Anderson  area  are  equipped  with 
more  than  one  radio  set.  We  found 

that  in 'the  city  of  Anderson  the 
average  home  had  1%  radios,  an 
average  that  was  almost  sustained 
fpr  the  entire  listening  area.  The 
number  of  sets  was  somewhat 
smaller  in  the  rural  areas  than  in 
town. 

In  the  last  analysis,  the  effective- 
ness of  a  radio  station  is  its  abil- 

ity to  keep  the  dials  of  its  area  con- 
sistently tuned  to  that  station. 

WAIM  succeeds  remarkably  well, 
for  in  the  city  of  Anderson  the 
average  radio  listener  is  tuned  to 
WAIM  for  about  three  hours  of 
every  day.  On  Sundays  the  average 
for  the  city  listener  jumps  to  3.17 
hours. 

A  corresponding  increase  in 
listening  time  is  recorded  on  Sun- 

days for  the  suburban  and  rural 
listeners,  who  give  the  station 
somewhat  less  of  their  time  on 
weekdays  than  their  city  cousins 
do.  Nevertheless,  the  average  listen- 

ing time  for  the  entire  area,  on 
weekdays,  is  2.56  hours,  and  on 
Sundays  2.81  hours.  This  increase 

WARTIME  EFFECT  at  KSAL, 
Salina,  Kan.,  is  the  presence  of 
Pauline  Barnes  in  the  control  room 
as  a  transmitter  engineer.  Miss 
Barnes  was  trained  at  the  NYA 
Radio  School,  Topeka,  and  formerly 
worked  at  KAZZ,  Kansas  State 
Highway  Commission  shortwave 
transmitter.  She  replaced  Charlie 
Pinckham,  now  in  the  Army. 

in  listenership  on  Sundays  un- 
doubtedly is  significant. 

Since  the  ability  of  a  radio  sta- 
tion to  deliver  an  advertiser's 

message  depends  upon  the  number 
of  persons  who  hear  the  program, 
the  potential  listenership  must 
also  be  measured  by  the  number  of 
persons  in  the  average  listening 
family.  For  WAIM  this  figure  was 
found  to  be  four  persons.  That  is  to 
say,  in  the  average  home  that 
WAIM  reaches  there  are  four  per- 

sons who  listen  to  radio. 
Every  listener  inteirviewed  was 

asked  to  rank  the  five  stations  he  or 
she  considered  most  important.  In 
this  test  of  value  to  listeners 
WAIM  scored  high  —  getting 
70.19%  of  the  women  vote.  Its 
nearest  competitor  polled  8.65% 
In  the  "all-city"  (men  and  women) 
ranking  of  stations  it  was  much  the 
same  story,  with  WAIM  capturing 
a  cumulative  total  vote  of  92.47%. 
Rural  listeners  gave  94.24%. 

It  requires  a  certain  degree  of 

DR.  ALLEN:  LOCAL  STATION  PROTAGONIST 

SINCE  1940,  Dr.  Charles  L.  Allen  has  been  assistant  dean  and  director 
of  research  of  the  Medill  School  of  Journalism  as  well  as  editor  of 
National  Publisher  magazine.  Being  essentially  interested  in  printed 
journalism,  his  radio  findings  in  the  special  survey  in  Anderson,  S.  C. 
(pop.  35,000)  are  all  the  more  significant.  From  1937 
to  1940  he  was  manager  of  the  New  Jersey  Press  Assn. 
and  director  of  the  Department  of  Journalism  at 
Rutgers.  He  is  past  president  of  the  American  Assn. 
of  Teachers  of  Journalism,  a  member  of  the  Council  on 
Research  of  the  American  Assn.  of  Schools  and  Depart- 

ments of  Journalism  and  formerly  a  publisher  of  small 
newspapers  in  North  Dakota  and  Illinois.  A  1934 
graduate  of  the  University  of  North  Dakota,  he  has 
done  graduate  work  at  Minnesota,  Illinois  and  Colum- 

bia. He  has  written  several  books  on  journalism  and 
has  conducted  readership  studies  of  newspapers.  His 
previous  radio  contacts  were  in  1936  and  1937  when  he 
studied  radio  in  New  York  and  Chicago  and  did  some  newscasting  over 
Chicago  stations. 

Dr.  Allen 

courage  to  ask  potential  listeners 
"What  radio  station  do  you  like 
best?"  and  yet  that  is  exactly  what 
we  did  in  our  attempt  to  test  the 
acceptance  of  WAIM  among  its 
people.  They  replied  overwelmingly 
in  favor  of  the  local  station.  In 
fact,  53.39%  of  them  said  they 
liked  this  station  better  than  any 
other,  and  the  next  most  popular 
station  drew  only  10.58%  of  the 
votes.  Among  Anderson  women  the 
percentage  went  up  in  favor  of 
WAIM,  for  56.7%  of  the  women 
liked  the  local  station  best. 
WAIM  is  also  the  favorite  CBS 

outlet  of  listeners  in  the  entire 
Anderson  area.  This  fact  was  es- 

tablished by  analyzing  all  the  re- 
plies to  the  question  stated  above, 

and  extracting  the  answers  of  those 
persons  only  who  gave  a  CBS  out- 

let as  their  favorite  station.  If 
WAIM's  score  in  this  tabulation 
were  set  as  100%,  the  nearest  sta- 

tion to  it  in  popularity  would  have 
a  comparable  score  of  only  15.82%. 

Listeners  in  the  Anderson  area 
do  not  get  their  chief  programs 
from  some  of  the  national  radio 
stations.  The  survey  to  find  the  ten 
most  popular  programs  shows  these 
results:  Among  the  women,  6  of 
the  10  most  popular  programs  are 
heard  exclusively  in  the  Anderson 
area  over  WAIM;  and  among  the 
men,  5  of  the  10  most  popular  pro- 

grams are  exclusive  with  the  local 
station.  Football  broadcasts  rank 
high  among  all  listeners. 
WAIM  has  studios  at  Anderson 

College  and  Clemson  College,  and 
carries  all  Clemson  games, 

wherever  played,  as  a  regular  fea- 
ture, in  addition  to  all  high  school 

games  and  other  local  events  in  the 
field  of  sports.  It  is  the  only  South 
Carolina  station  carrying  the  Clem- 

son College  Extension  Service 
broadcasts,  a  program  of  tre- 

mendous importance  to  farmers  of 
the  area.  A  full  half -hour  of  popu- 

lar music  is  provided  daily  for  the 
2,200  Clemson  cadets  and  amplified 
through  loud  speakers  in  the  mess 
hall  during  lunch  hour.  This  and 
similar  local  programs  are  very 

popular. 
News  Leads  All 

Of  peculiar  significance  is  the 
fact  that  news — news  of  all  kinds 
from  all  stations — ^led  the  list  of 
most  popular  programs  with  all 
listeners  of  the  area.  Furthermore, 
among  the  10  top  programs  is  one 
labeled  News — WAIM  which  in- 

cludes the  reports  of  those  listeners 
who  specified  that  news  heard  over 
the  local  stations  was  highly  in- 

teresting to  them.  There  is  no 
doubt  that  many  of  those  who  did 

not  specify  WAIM  as  their  news- 
giving  station  may  have  been  regu- lar listeners  to  news  programs  on 
WAIM.  The  Anderson  station 
broadcasts  news  frequently  from  its 
24-hour  news  wire  in  addition  to 
the  CBS  world  coverage. 

A  local  radio  station  cannot  tell 
how  much  usefulness  it  has  in  its 
community  until  it  checks  up  on 
the  way  its  people  rely  upon  it  for 
radio  service.  And  since  Mr.  Hall, 
the  owner  of  WAIM,  also  is  the 

(Continued  on  page  50) 
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In  the  State  of  Jennessee.  where  almost  90  percent 

of  all  the  electricity  customers  are  served  from  the  TVA 

system,  there  are  today  some  40,000  electrified  farms. 

This  represents  an  increase  of  well  over  300  per  cent 

since  1932.  During  1941,  more  than  8,000  miles  of  rural 

lines  were  added. 

It  is  a  bright  picture  of  prosperity  in  the  great  Ten- 

nessee Valley. 

1^ 

J.  T.  WARD,  OWNER  •  F.  C.  SOWELL,  MANAGER 
PAUL  H.  RAYMER  CO.,  NATIONAL  REPRESENTATIVES 

'^^^^^lA'S  OUTLET  J'C^ 

ashvillejen
n- 

THE  STATION  OF  THE  GREAT  TENNESSEE  VALLEY! 
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Manpower  Group 

To  Issue  List  of 

Vital  Radio  Jobs 

To  Be  Used  by  Draft  Boards 
As  Guide  in  Selection 

ANNOUNCEMENT  of  specific 
titles  of  essential  occupations  in 
various  industries,  including  those 
of  broadcasting-  and  communica- 

tions, can  be  expected  this  week, 
spokesmen  of  the  War  Manpower 
Commission  declared  last  Tuesday. 
This  was  further  confirmed  by  the 
Bureau  of  Employment  Security, 
U.  S.  Employment  Service. 

More  than  2,000  occupations  will 
be  listed,  it  was  said,  and  these 
will  be  sent  to  Selective  Service 
local  boards  for  guidance  in  selec- 

tion of  military  manpower  or  de- 
ferment for  war  production  or  es- 

sential civilian  production. 
Not  Blanket  Deferment 

It  was  reemphasized  by  officials 
that  the  list  of  critical  occupations 
would  in  no  way  constitute  blanket 
deferment  for  these  employment 
categories.  Rather,  the  list  is  to  be 
used  by  Selective  Service  local 
boards  to  prevent  any  unnecessary 
shortages  in  essential  industries 
but  is  no  way  considered  an  "open 
door"  to  deferment. 

This  was  further  borne  out  by 
the  ultimatum  issued  by  Selective 
Service  headquarters  in  Washing- 

ton last,  week  that  local  boards  in 
all  cases  must  fill  their  military 
manpower  quotas.  Selective  Service 
indicated  that  many  local  boards 
had  taken  the  July  14  memorandum 
on  family  relationship  categories 
too  literally  and  were  allowing 
their  quotas  to  sufi'er  as  a  con- 

sequence. Selective  Service  empha- 
sized that  the  fundamental  purpose 

of  the  1940  Selective  Training  & 
Service  Act  was  to  secure  sufficient 
men  for  the  ai-med  forces  and 
maintenance  of  production  essen- 

tial to  win  the  war. 
Expected  in  the  extensive  list  of 

essential  occupations  are  six  tech- 
nical classes  in  broadcasting  as 

well  as  three  classes  of  skilled  per- 
sonnel in  program  departments. 

These  were  sent  to  WMC  by  the 
Board  of  War  Communications 
July  20  [Broadcasting,  July  27], 
following  studies  by  the  board's 
numbered  committees  of  personnel 
problems  in  the  communications 
field.  In  addition,  15  classes  in 
shortwave  broadcasting  were  sub- 

mitted; 23  for  cable  companies;  45 
for  telegraph,  51  for  telephone  and 
48  in  various  subdivisions  of  com- 

mercial radio-communications  ser- 
vices. 

At  the  WMC  it  was  said  no 
further  discussions  between  indus- 

try groups  and  representatives  of 
the  manpower  agencies  are  ex- 

pected until  its  new  list  is  released. 
It  was  said  extensive  revamping 
of  the  list  may  then  follow. 

As  previously  indicated,  time  re- 
quired for  training  of  employe 

groups  will  be  the  prime  consid- 
eration for  inclusion  in  the  WMC 

list.  It  was  declared  that  no  groups 

DOWN  ON  THE  FARM  in  the  old-fashioned  way 
went  New  York  and  Chicago  sales  representatives  of 
WLW  who  attended  the  station's  semi-annual  sales 
conference  at  Cincinnati  last  week.  One  of  the  enter- 

tainment features  was  a  trip  to  the  station's  "Every- 
body's Farm"  to  see  an  actual  broadcast  from  an  oats 

field.  After  the  broadcast,  the  group  was  taken  on  a 
tour  of  the  farm  in  this  wagon.  Members  are  (1  to  r) : 
Warren  Jennings,  manager  of  the  New  York  office; 
Dewey  Long,  manager  of  the  Chicago  office;  Eldon 

Park,  New  York;  Bernard  Musnik,  New  York;  Earl 
Neal,  operator  of  the  farm;  George  Comtois,  New 
York;  Harry  Mason  Smith,  sales  manager,  Cincinnati; 
Bill  Robinson,  special  sales  representative,  Cincinnati; 
Ed  Mason,  farm  program  director;  Madison  Hartman, 
New  York;  Dick  Garner,  Chicago;  Herbert  Flaig,  as- 

sistant sales  manager,  Cincinnati;  Walter  Callahan, 
assistant  to  the  vice-president;  William  Murray, 
Special  Sales  Inc.,  Cincinnati.  Here  the  enthusiastic 
sales  folk  shout  a  greeting  from  a  wagon. 

Actual  Store  Inventories  Are  Adopted 

By  WLW  for  Studies  of  Commodities 
MEMBERS  of  the  New  York  and 
Chicago  sales  offices  of  WLW,  at 
their  semi-annual  meeting  at  Cin- 

cinnati, heard  Robert  E.  Dunville, 
vice-president  of  the  Crosley  Corp. 
and  general  sales  manager  of  the 
broadcasting  division,  discuss  the 
new  commodity  study  plan  just 
developed  by  WLW.  Under  this 
plan,  the  recall  method  is  being  re- 

placed by  actual  store  inventories. 
One  store  will  be  used  for  each 

18,000  population  throughout  the 
WLW  territory,  divided  geographi- 

cally and  by  income  areas.  A  total 
of  142  stores  will  be  used,  which 
Mr.  Dunville  stated  are  consider- 

ably more  than  previous  commod- 
ity tests  indicated  would  be  re- 

quired to  make  the  studies  statis- 
tically sound. 

Quarterly  Studies 
The  studies  will  be  on  22  basic 

commodities  and  will  be  published 
four  times  yearly.  However,  Mr. 
Dunville  pointed  out,  the  continual 
flow  of  information  to  the  station 
will  indicate  obvious  weaknesses 
and  strong  points  of  the  merchan- 

dise of  WLW  clients,  as  well  as  re- 
veal any  weaknesses  in  WLW's  own 

merchandising  campaigns  and  the 
sales  efforts  of  clients. 

The  new  commodity  study  plan, 
Dunville  said,  will  continue  to  be 
the  guidepost  for  directing  sales 
and  merchandising  efforts  of  the 
station. 

Other  features  include  a  con- 
sumer pantry  study,  in  which 

WLW  field  representatives  will 
visit  homes  throughout  the  WLW 
area,  and  an  accurate  advertising 

which  can  be  adequately  trained  in 
less  than  six  months  will  be  con- 

sidered essential.  Also  considered, 
of  course,  will  be  the  place  of  the 
particular  industry  in  the  total  war 

picture. 

index  on  all  radio,  magazines  and 
newspapers. 

Adoption  of  the  new  AAAA  spot 
radio  contract,  recently  approved 
by  both  the  AAAA  and  NAB,  was 
announced  by  Mr.  Dunville.  A  plan 
was  outlined  for  a  drive  on  selling 
time  from  1  a.m.  to  5  a.m.,  but 
further  tests  will  be  made  before 
action  is  taken.  Mr.  Dunville 

pointed  out  that  the  potential  num- 
ber of  listeners  in  the  inverted 

market,  due  to  defense  work,  com- 
pares favorably  with  the  7  a.m.  to 

8  a.m.  time. 

George  Ziemer,  WLW's  expert  on 
European  affairs,  announced  he 
had  signed  a  new  agreement 
with  the  management  of  WLW. 
Ruth  Lyons,  new  conductor  of 
the  WLW  Consumers'  Founda- 

tion, discussed  the  new  format  for 
her  weekday  participating  program 
in  which  1,000  housewives  through- 

out the  Midwest  test  in  their  own 
kitchens  the  merchandise  of  various 
manufacturers. 

IV.  Y.  BANK  GROUP 

OPENS  SPOT  DRIVE 
SAVINGS  BANKS  ASSN.  of  the 
State  of  New  York,  which  has  used 
spot  radio  in  the  past,  last  week 
started  a  campaign  of  three  to  five- 
weekly  participations  on  10  wom- 

en's programs  on  as  many  stations in  New  York  state.  The  campaign 
will  promote  to  women  the  advisa- 

bility of  savings  accounts,  as  a  war 
economy  and  anti-inflation  measure. 

Programs  and  stations  are:  Ade- 
laide Hawley's  Woman's  Page  of the  Air  on  WABC;  Bessie  Beatty, 

WOR;  Louise  Benay,  WOKO;  Mar- 
tha Brooks'  Market  Basket,  WGY; 

Hazel  Cowles'  Women  Only, 
WHAM;  Esther  Huff's  Women's 
Matinee,  WGR;  Ruth  Chilton's Matinee,  WSYR;  Elizabeth 
Odames'  Household  Chats,  WIBX; 
Betty  Barton,  WWNY,  and  Doro- 

thy Baker's  Good  Morning  Neigh- 
bor, WNBF.  Agency  is  Ruthrauff 

&  Ryan,  New  York. 

I MAIN
  ST.  EDI

TOR 

Unusual  Headline  Writer 

 Starts  Radio  Series  

THE  editor  of  a  small-town  news- 
paper, who  gained  national  promi- nence last  year  by  summing  up  one 

day's  events  with  the  very  appro- 
priate headline "World  In  An 

Awful  Mess,"  on Aug.  1  began  a 

weekly  news  com- mentary  on 

KDKA,  Pitts- burgh. 
Under  the  title, 

A  Main  Street 
Editor  Looks  at 

the    News,  Wil- liam J.  Thomas,      Mr.  Thomas 

editor    of  the 
Clearfield  (Pa.)  Progress,  will 
analyze  current  news  from  the 
standpoint  of  an  experienced  news- man in  a  small  town.  Clearfield  has 
a  population  of  9,221. 

Mr.  Thomas  rose  to  prominence 
after  his  famed  headline  brought 
nationwide  attention  to  the  unusual 
procedures  he  used  in  running  his 
newspaper.  As  a  result,  the  Prog- ress was  selected  as  one  of  the  19 
newspapers  for  special  study  by 
the  School  of  Journalism  of  the  U 
of  Wisconsin. 

Raleigh,  Baker  to  WCCO 
WITH  Newscaster  Elmer  W.  Peter- 

son accepting  a  post  as  director 
of  the  Scandinavian  division  of  the 
Office  of  War  Information  in 
Washington,  CBS  has  assigned 
John  Raleigh,  who  has  just  re- 

turned from  more  than  a  year's service  with  its  Far  Eastern  news 
staff,  latterly  in  Australia,  to  as- sume duties  as  news  analyst  of 
WCCO,  Minneapolis.  Mr.  Raleigh 
took  over  on  Aug.  1.  WCCO  also 
has  announced  appointment  of  C. 
Alden  Baker  as  assistant  sales 
manager.  Mr.  Baker  until  recently 
was  sales  manager  of  WINX, 
Washington,  and  formerly  was  na- tional sales  director  of  WKBN, 
Youngstown. 

SINCE  Pearl  Harbor,  248  employes 
of  MBS  affiliates  have  joined  the armed  forces. 
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LIKE  IT. 

Higgins'  "Voice  of  Agriculture" 

50,000 

WATTS 

CLEAR  CHANREL  BASIC  BLUE 

STUDIOS  IN  WATERLOO  AND  CEDAR  FALLS 

JOSH  HIGGINS  BROADCASTING  CO.  TuamNo"  WATERLOO,  IOWA 

REPRESENTED     by     JOHN     BLAIR     &  COMPANY 
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JUST  TEN  MONTHS  after  the  ground-breaking  ceremonies  on  Aug.  8, 
1941,  this  photograph  was  taken  of  the  main  building  of  the  new  RCA 
Laboratories  now  under  construction  to  provide  quarters  and  facilities 
for  radio  research.  Measuring  488  ft.  long,  three  stories  high  and  encom- 

passing 112,000  sq.  ft.,  the  main  building  will  probably  be  completed  by 
the  end  of  this  summer,  housing  RCA  research  laboratories,  fully 
equippeed  to  undertake  "the  application  of  radio  and  electronics  to  na- 

tional defense."  As  additional  units  are  constructed,  they  will  be  occu- 
pied by  the  company's  industry  service  section,  the  patent  department 

and  communications  research.  Otto  S.  Schairer,  vice-president  in  charge 
of  the  new  RCA  Laboratories,  will  direct  all  activities,  while  general 
direction  of  all  research  and  original  developments  will  be  handled  by 
R.  R.  Beal,  research  director. 

Transmitter  Needs  During  War  Period 

Studied  at  Advisory  Group^s  Meeting 

Red  Barber  Wins 

Baseball  Trophy 
Paul  Douglas  Also  Honored 

In  'Sporting  News'  Awards 
WALTER  (Red)  BARBER,  of 
WOR,  New  York,  was  voted  the 
No.  1  play-by-play  baseball  an- 

nouncer of  the  major  leagues  in 
the  annual  competition  conducted 
by  Sporting  News,  weekly  baseball 
newspaper  published  in  St.  Louis. 
Selected  simultaneously  as  the  out- 

standing baseball  commentator  was 
Paul  Douglas,  of  NBC.  Both  will 
receive  trophies  from  Sporting 
News. 

Best  minor  league  announcer  se- 
lected was  Woody  Wolf,  of  WRAK, 

Williamsport,  Pa.,  who  was  named 
as  tops  in  all  Class  A  baseball  as 
well  as  the  Eastern  League.  In 
addition  to  a  trophy.  Wolf  will  be 
given  an  all-expense  trip  to  the 
first  two  games  of  this  year's  World 
Series.  Hal  Berger,  of  KMPC,  Bev- 

erly Hills,  Cal.,  receives  a  like  trip 
in  recognition  of  the  high  vote  he 
polled. 

Other  Winners 

Other  minor  league  winners, 
each  in  competition  within  his  own 
league,  were  Don  Hill,  WAVE, 
Louisville  (American  Assn.)  ;  Earl 
Harper,  WAAT,  Jersey  City  (In- 

ternational League)  ;  Mike  Franko- 
vich,  KFAC,  Los  Angeles  (Pacific 
Coast  League)  ;  Lowell  Blanchard, 
WNOX,  Knoxville  (Southern 
Assn.) ;  Dave  Young,  KABC,  San 
Antonio  (Texas  League). 

Clint  Faris,  sportscaster  of 
WGTM,  Wilson,  N.  C,  was  voted 
the  outstanding  baseball  announcer 
for  all  Class  B,  C  and  D  baseball 
circuits.  [For  past  years  winners 
see  Broadcasting  Yearbook,  page 
424]. 

Conoco' s  Space  Theme 
ONE  -  MINUTE  spot  announce- 

ments, which  started  in  April  and 
are  heard  this  summer  on  193  sta- 

tions for  Continental  Oil  Co., 
Ponca  City,  Okla.  [Broadcasting, 
June  8],  are  the  basis  of  the  com- 

pany's summer  newspaper  and magazine  advertising.  Copy  in  the 
latter  two  media  consists  of  the 
announcements  set  in  dialog  style 
verbatim  as  they  are  heard  on  the 
air,  while  the  closing  commercial  is 
printed  as  an  insert  in  each  ad 
signed  by  the  Conoco  "Mileage  Mer- 

chant." Agency  for  Conoco  is 
Tracy-Locke-Dawson,  New  York. 

San  Francisco  Silenced 

RADIO  SILENCE  in  the  San 
Francisco  Bay  area  which  lasted 
21  minutes  was  ordered  by  the 
Fourth  Fighter  Command  July  24 
because  of  an  "unidentified  target 
later  identified  as  friendly."  Sta- tions were  ordered  off  the  air  at 
10:16  p.m.  and  with  the  "all  clear" 
signal  resumed  broadcasting  at 
10:37  p.m.  (PWT). 

A:MERICAN  Federation  of  Radio 
Artists  has  published  a  68-page, 
pockc't-size  handboolv  with  the  union's national  nilfs.  refculations,  minimum 
fees  and  working  conditions  for  guid- aiK(  of  its  members. 

TO  DETERMINE  the  needs  of 
various  users  during  the  war  pe- 

riod, the  Radio  Transmitter  Manu- 
facturers' Advisory  Committee 

met  in  Washington  July  27  with 
Frank  H.  Mcintosh,  chief  of  the 
radio  section,  Communications 
Branch,  as  presiding  Goverjjainent 
officer  and  other  WPB  officios. 

As  in  the  case  of  other  commit- 
tees already  organized,  the/repre- 

sentatives  of  industry  were  divided 
into  task  committees  for  flexibility 
— one  to  study  the  military  needs 
and  supply  and  a  second  civilian 
needs  and  supply. 

In  general,  these  groups  will  at- 
tempt to  determine  the  replacement 

requirements  necessary  for  the 
maintenance  of  transmitters  al- 

ready in  operation,  recommend 
standards  of  police  and  other 
equipment,  study  possibilities  of 
conservation,  repair  and  re-use  of 
defective  parts.  They  will  also 
give  careful  attention  to  the  pos- 

sibility of  using  military  rejects 
for  civilian  purposes. 

Decibel  Reduction 
The  civilian  task  committee  is 

not  only  concerned  with  the  needs 
■  and  problems  of  broadcasters  but 
also  with  those  of  police  and  other 
emergency  services,  aircraft,  point- 
to-point  communications,  foreign 
and  international  communications. 

At  the  same  time,  the  committee 
confirmed  WPB  thinking  that  a  re- 

duction of  decibels  among  domes- 
tic broadcast  stations  would  do 

much  to  increase  the  life  of  com- 
ponent parts,  according  to  Mr.  Mc- 
intosh. This  has  already  been  sug- 

gested to  the  BWC  but  no  action 
has  been  reported. 

In  discussing  the  problem  of 
conservation  of  components,  Mr. 
Mcintosh  said  the  WPB  recognizes 
the  necessity  of  maintaining  key 
stations  on  a  24-hour  basis.  How- 

ever, he  pointed  out  that  a  station 
could  be  ready  to  go  on  the  air  at 

all  times  with  an  available  skele- 
ton staff  to  handle  such  emergen- 
cies. Through  such  a  plan  a  sta- 
tion need  not  broadcast  24  hours 

a  day  but  it  must  be  prepared  to 
broadcast  at  any  hour  of  the  day  or 
night.  In  this  manner,  he  feels  con- 

servation could  be  realized  and  the 
communications  necessity  would 
never  be  impaired. 

Monthly  Meetings  Planned 
At  its  first  meeting,  committee 

members  decided  to  meet  again 
Sept.  7  and  the  first  Wednesday  of 
each  month  thereafter. 
Members  of  the  industry  ad- 

visory group  are:  H.  N.  Willets, 
Western  Electric  Co.;  Walter 
Evans,  Westinghouse  Co.,  Balti- 

more; E.  C.  Wilson,  General  Elec- 
tric Co.;  Sosthenes  Behn,  Interna- 

tional Telephone  &  Telegraph 
Corp.;  Fred  M.  Linke,  Fred  Linke 
Co.;  A.  A.  Collins,  Collins  Radio 
Corp.,  Cedar  Rapids,  la.;  A.  Lloyd 
and  Oscar  Hammerlund,  Hammer- 
lund  Co.;  George  K.  Throckmor- 

ton, RCA  Mfg.  Co.;  Charles  M. 
Srebroff,  Radio  Engineering  Labs.; 
M.  H.  Willis,  Spokane  Radio  Co.; 
Preston  Dooley,  Radio  Specialties 
Inc.;  Paul  V.  Galvin,  Galvin  Mfg. 
Co. 
Membership  of  the  civilian  task 

committee  comprises  H.  N.  Willets; 
K.  C.  Bonfig,  RCA  Mfg.  Co.;  F.  M. 
Link;  Charles  M.  Srebroff;  M.  H. 
Willis.  The  military  task  commit- 

tee consists  of  E.  G.  Little,  West- 
inghouse Co.;  K.  C.  Bonfig,  RCA 

Mfg.  Co.;  St.  George  Lafitte,  In- 
ternational Telephone  &  Telegraph 

Co.;  E.  M.  Hall,  Western  Electric; 
W.  R.  G.  Baker,  General  Electric; 
L.  A.  Hyland,  Bendix  Radio. 

ULTRA-HIGH  frequene.y  reference 
material  is  listed  in  a  booklet  com- 

piled by  Elizabeth  Kelse.v.  engineer- 
ing correlator  of  Zenith  Radio  Corp., 

Chicago.  The  bibliography  with  an 
introductory  article  by  Miss  Kelsey, 

is  available  to  engineers. 

TWO  FREQUENCIES 
ASSIGNED  TO  KLRA 

FACING  interference  from  the 
Carr  Collins  station  on  the  Mexi- 

can border  —  XEAW,  Reynosa  — 
KLRA,  Little  Rock,  no.w  operating 
with  5,000  watts  on  1420  kc,  but 
constructing  a  new.  transmitter  to 
operate  with  5,000  watts  night  and 
10,000  day  on  1010  kc,  has  been 
granted  special  authorization  by 
the  FCC  to  utilize  both  frequencies if  necessary. 

It  is  the  first  time  on  record  the 
Commission  has  granted  two  wave- 

lengths to  one  station.  XEAW  is 
reported  to  have  moved  to  a  new 
site  recently,  using  unspecified  but 
high  power  not  only  on  its  old 
frequency  of  1570  kc.  but  also  1010 
kc.  Mr.  Collins  is  understood  to 
have  been  in  Washington  recently 
seeking  .authority  for  a  new  outlet 
on  this  side  of  the  border,  but  the 
request  was  rejected. 
KLRA  is  installing  a  new  plant, 

which  will  have  directional  an- 
tennas for  night  operation  on  1010 

kc.  However,  if  XEAW  continues 
on  the  1010  kc.  frequency,  KLRA's use  of  that  channel  will  be  cir- 

cumscribed. Hence  the  Commis- 
sion's determination  to  permit  the Little  Rock  station  to  utilize  both 

1010  and  its  old  1420  kc.  channel 
and  plant  until  the  situation  is cleared  up. 

Hawaii  Rules  Eased 

TO  alleviate  the  difficulty  of  cer- 
tain Hawaiian  police  departments 

in  obtaining  licensed  radio  opera- 
tors for  their  communications  sys- 
tem, the  FCC  last  week  ordered  the 

waiving  of  Section  318  of  the  Com- 
munications Act  of  1934.  Action  i 

permits  American  nationals  em- 
ployed bv  the  police  and  who  meet  I 

all  requirements  for  a  restricted 
radioteler)hone  operator  permit, 
except  that  of  U.  S.  citizenship, 
to  operate  such  equipment  in 
Hawaii  to  the  extent  permitted 
holders  of  restricted  radiotelephone 
operators  permits. 

Hirestra  Test 

HIRESTRA  LABS.,  New  York,  is 
the  first  to  sign  with  WQXR,  New 

York,  for  Other  People's  Business a  five-weekly  show  sponsored  on  a 
participating  basis,  featuring  odd 
bits  of  information  on  a  variety 
of  subiects  excludinsr  war  and  pol- 

itics. Hirestra  Co.  will  use  the  pro- 
gram in  a  test  for  Endocrene  skin 

cream.  Van  Dolen.  Givandan  & 
Masseckj  New  York,  handles  the 
account. 

Arrid  Remains 

CARTER  PRODUCTS  Inc.,  New 
York,  which  has  been  sponsoring 
since  March  the  Jimmie  Fidler 
From  Hollywood  Sunday  program 
on  the  BLUE  for  Arrid  deodorant, 
plans  to  continue  the  network  pro- 

gram as  well  as  its  spot  announce- 
ments through  December.  Spots  are 

now  heard  on  150  stations  in  this 
country  and  35  in  Canada,  accord- 

ing to  Small  &  Seiffer,  New  York, 
agency  in  charge. 

ZERO  MOSTEL,  comedy  star  of  the 
BLUE  program  Chamher  Music  So- ciety of  Lower  Basin  Street,  has 
signed  a  three-year  contract  with 
Metro-Goldwyn-Mayer  to  make  two 
pictures  a  year.  The  program  will 
originate  in  Hollywood  for  five  weeks, 
twice  a  year. 
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NBC 

ANNOUNCES  A 10% 

FULL-NETWORK 

DISCOUNT 

Moving  to  extend  the  distribution  of  the 

nation's  top-ranking  radio  programs  to 

smaller  stations  in  smaller  communities, 

the  National  Broadcasting  Company  an- 

nounces a  plan  which  will  permit  adver- 

tisers to  use  the  entire  NBC  network  of 

125  stations  at  a  substantial  saving  over 

current  card  rates. 

Effective  August  1 ,1942,  a  flat  10%  discount 

will  be  allowed  to  advertisers  who  con- 

tract for  the  full  NBC  network  of  125 

stations  for  13  weeks  or  more.  This  is  an 

over-riding  discount,  and  applies  after  all 

other  discounts  and  rebates. 

The  new  plan  involves  no  rate-increase,  nor 

does  it  penalize  advertisers  who  do  not  wish 

to  use  the  full  network.  It  is  simple  in  concept 

and  operation  and  is  being  adopted  at  con- 

siderable cost  to  NBC  in  the  earnest  inten- 

tion of  bringing  the  informative  and 

morale-stimulating  benefits  of  outstanding 

commercial  radio  programs  to  the  less  pop- 

ulous sections  of  the  country.  The  plan  will 

enable  many  advertisers  to  expand  their 

coverage  to  new  markets 

at  a  lower  cost-per-thou- 

sand  listeners. 

National  Broadcasting  Company 

A  Radio  Corporation  of  America  Service 

THE  NETWORK  MOJr  PEOPLE 
LISTEN  TO  MOST 



Extra  Over-All  10%  Discount  Adopted 

By  NBC  for  Sponsors  Using  Full  Net 

LEARNING  HOW  to  unravel  "that 
thing"  (backlash),  is  Bob  Burns, 
the  Arkansas  Traveller,  currently 
vacationing  at  Gull  Lake,  Minn. 
Bob's  fishing  tutor  is  Rollie  John- 

son, sportscaster  of  WCCO,  Min- 
neapolis, who  came  along  to  in- 

struct the  Bazooka  Man  in  the  intri- 
cacies of  flycasting. 

NBC  sponsors  using  the  full  125- 
station  network  for  their  programs 
are  entitled  to  an  extra  over-all 
10%  discount,  it  was  announced 
last  week  by  Niles  Trammell,  NBC 
president. 

Plan,  effective  Aug.  1,  puts  NBC 
in  line  with  the  other  nationwide 
networks  which  have  all  within  the 
past  few  months  instituted  dis- 

count revisions  designed  to  "ex- 
tend the  distribution  of  the  nation's 

top  ranking  programs  of  entertain- 
ment, news  and  commentaries  to 

smaller  radio  stations  in  the  less 

populous  areas  of  the  country,"  in the  words  of  Mr.  Trammell. 

The  new  NBC  discount,  comput- 
able after  other  discounts  or  re- 

bates, brings  up  to  32%%  the 
maximum  discount  earnable  by 
NBC  clients,  %%  better  than  the 
maximum  of  32%  now  offered  by 
CBS.  BLUE  advertisers  can  earn 

maximum  discounts  of  45%,  while 
MBS  is  offering  its  full  network 
clients  discounts  ranging  from  50% 
in  its  basic  "A"  markets  to  75% 
in  the  small  city  "C"  markets. 

No  Rate  Increase 

Mr.  Trammell  stated  that  the 
step  was  taken  with  a  view  toward 
increasing  the  network's  service 
in  war  time.  "The  informative  and 
morale-stimulating  qualities  o  f 
broadcasting  are  well  recognized," 
he  said,  "and  the  owners  of  the 
56,000,000  sets  in  the  United  States 
constitute  one  of  our  strongest 
forces  for  united  war  effort. 

"Many  of  our  leading  advertisers 
are  now  using  from  80  to  100  sta- 

tions," he  continued,  "and  it  is  our 
hope  that  the  fine  shows  sponsored 
by  these  and  other  advertisers  will 
now  be  available  to  the  remainder 
of  the  NBC  network  of  125  sta- 

tions. The  discount  plan  is  being 
introduced  to  encourage  full  use  of 
the  network  by  companies  having 
national  distribution.  Nevertheless, 
advertisers  who  use  a  smaller  num- 

ber of  stations  because  of  limited 
distribution  will  not  be  penalized 

by  an  increase  in  present  rates." 
Coincident  with  Mr.  Trammell's announcement,  a  letter,  signed  by 

Roy  C.  Witmer,  NBC  vice-president 
in  charge  of  sales,  states  that  "in- asmuch as  many  NBC  advertisers 
are  already  using  close  to  the 
maximum  number  of  stations,  the 
purchase  of  a  few  additional 
markets  in  the  more  isolated  and 
remote  sections  of  the  country  will, 
under  this  plan,  automatically  re- 

duce their  overall  cost  per  thousand 
listeners. 
Other  NBC  advertisers  now 

using  a  somewhat  smaller  number 
of  stations  are  provided  with  a 
similar  opportunity  in  that  by  the 
addition  of  a  few  larger  markets, 
together  with  the  remote  sections, 
they  too  may  obtain  a  substantial 
decrease  in  their  cost  per  thousand 

listeners." 
ALBANY  FOR  VICTORY 

Merchants  Use  KWIL  Spots 
■  For  Bond  Drive  

OVER  75%  of  the  retail  mer- 
chants of  Albany,  Ore.,  cooperat- 

ed with  the  local  KWIL  in  a  Vic- 
tory Girl  celebration,  July  24-25, 

for  the  sale  of  War  Bonds. 

Event  was  staged  in  Albany's Victory  Center  in  the  heart  of  the 
business  district.  Five  candidates 
for  the  title  of  Victory  Girl  were 
selected  by  a  committee  of  mer- 

chants for  appearance  in  a  pub- 
lic talent  competition. 

To  promote  the  idea,  KWIL  of- 
fered "Victory  Girl  Spots"  at  just 

$2,  with  a  limit  of  one  to  a  store. 
Purpose  was  to  attract  outside 
buyers  to  the  city  for  the  cele- 

bration. Half  of  the  money  re- 
ceived by  KWIL  was  turned  over 

to  the  Victory  Committee  of  the 
Retail  Merchants  Assn. 

CLEARS  DESCRIBED 

AS  HITLER  ENEMY 

TO  EXPLAIN  the  importance  of 
clear-channel  operations  the  Clear 
Channel  Broadcasting  Service, 
trade  group  representing  the  25 
member  stations,  has  prepared  a 

pamphlet,  "The  25  American 
Radio  Stations  Hitler  Likes  Least," which  is  being  distributed  through 
member  stations. 

"These  25  stations,"  the  pamph- 
let claims,  "smash  one  of  Hitler's 

pet  strategies."  Although  Axis strategy  calls  for  instigation  of 
hate,  discord  and  disunity,  the 
clear  broadcasters  maintain  they 

represent  a  part  of  the  unity  "in 
the  common  cause  for  victory." 
Through  radio,  distance  is  over- 

come, and  all  Americans  are  thus 
drawn  "into  the  very  heart  of  our 

battle." 

BOB  GARRBD,  CBS  West  Coast 
sportcaster,  plays  the  role  of  football 
announcer  in  the  new  Columbia  pic- 

ture, "Spirit  of  Stanford".  Garred l)roadcast  Stanford  U  games  for  two 

years. 

— ^That's  the  WSIX  formula  that  captures  listener  preference  in 
Nashville.  And  now  we  add  (at  no  additional  cost  for  the  time 

being)  GREATER  POWER  AND  BETTER  FREQUENCY— 

5,000  WATTS,  DAY  AND  NIGHT 

ON  980  KILOCYCLES 

Get  in  squarely  on  the  rich  Nashville  market 
through  this  one  proven  medium 

SPOT  SALES,  INC.,  NATIONAL  REPRESENTATIVES 

5000 

WATTS 
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IS  SCHEDULED  FOR  EARLY  RELEASE 

The  Music  Is  Available  Now 

^^^^^  ^t^' 

PAUL  WHITEMAN 
You  have  at  least  two  or 
three  important  songs  in 
the  score.  While  I  don't 
want  to  pick  the  songs 
that  might  be  the  biggest 
hits,  I  do  feel  that  Love 
Is  A  Song,  Let's  Sing A  Little  Spring  Song, 
and  T\\  ITTERHATED  .   ,  . 
should  break  through  in 
big  order  for  top  sellers. 

SAMMY  KAYE 
Though  I  like  all  the 
music  from  "Bambi",my 
personal  preference  is 
for  LOVE  IS  A  SONG. 
In  it  I  feel  that  Morey 
and  Churchill  have 
caught  the  tenderness 
and  charm  of  the  picture. 

DINAH  SHORE         TEDDY  POWELL 
I  think  LOVE  IS  A  I  am  delighted  to  intro- 
SONG  is  a  "natural,"  duce  the  charming  LOVE 
and  I   like  the   others  IS    A    SONG  through 
too.  Wish  you  success.  Bluebird  Records. 

"Never  before  has  music  meant  so  much 

in  a  film."- — 
W.  Ward  Marsh,  Cleveland  Plain  Dealer. 

LANNY  ROSS 
I  have  just  Iboked  over 
LOVE  IS  A  SONG  from 
the  new  Walt  Disney 

picture,  "Bambi."  I  think 
it  is  a  big  song;  more- 

over, it  is  one  that  a 
singer  will  like  to  sing 
through  the  years. 

FREDDY  MARTIN 
I  just  went  over  the 
songs  from  Walt  Dis- 

ney's picture  "Bambi" and  would  like  to  con- 
gratulate you  on  the  en- tire score.  I  have  selected 

LOVE  IS  A  SONG  and 
TWITTERPATED  as 

my  favorites,  but  I  think the  other  songs  will  also 
be  well  received. 

Love  is  A  Song  •  Tv/itterpated  •  Little  April  Shower 

Let's  Sing  A  Gay  Little  Spring  Song  •  Thumper  Song 

Free  copies  for  ffie  profession 

may  be  obtained  from 

roadcasf  Music,  Inc. 

580  Fifth  Avenue  •  New  York  City 
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WLAW 
Lawrence,  Mass 
5000  Watts 
680  KC. 
C.B.S. 

WLAW 
THE 

CAPITAL 
OF 
NEW 

.,  ENGLAND'S ''P''S     7TH  STATE 
Nat.  Rep.,  The  Katz  Agency 

Mr.  Amplistafs  Dawn 

^^hefte  Sale^TlkUipLf 

J  THIS  STATION 

V2  Million  People  in 

I^H  Northeastern  Wiscon- 
sin  Listen  Nearly  60% 

of  the  Time — The  Only 
Big  Station  in  This  Rich 
Area.  No  Other  CBS 
Station  can  be  Heard 

Regularly. 

GREEN  BAY,  WISCONSIN 

We  sell  your  product  as 

you'd  sell  it  yourself  .  .  . 
person-to-person  .  .  . 
sincerely  recommending 
it  as  one  neighbor  to 
another.  And  it  gets  re- 
sults! 

■  By  MAURICE  CONDON- 

Editor's  Note:  Hell  hath  no  fury  like  the  wrath  of  K.  W. 
Amplistat  when  confronted  by  radio  cliches.  His  crusade  to 
exterminate  hackneyed  phrases  from  broadcasting  continues  as 
he  calls  to  the  witness  stand  a  grave  offender,  the  early  morn- 

ing or  sign-on  announcer. 

Q.  You  are  the  gentleman  who 
signs  on  the  broadcasting  station? 

A.  Where  d'ya  think  I  got  these 
bags  under  my  eyes? 

Q.  I  assume  that  is  an  affirma- 
tive reply.  What  are  your  duties? 

A.  I  spin  the  platters  and  give 
out  with  light  and  joy. 

Q.  That  is  very  laudable. 
A.  I  give  'em  the  time,  too. 

"Let's  take  a  look  at  the  ol'  studio 
clock,"  I  say.  Then  I  ring  the  cow- bell and  tell  them  the  time. 

Q.  You  ring  a  cowbell? 
A.  Not  all  the  time.  Sometimes 

I  let  olf  an  alarm  clock,  or  blow  a 
whistle,  or  put  on  a  rooster  crow- 

ing— y'know,  something  different. 
Q.  Ingenious.  Of  course,  you 

have  no  rooster  on  the  premises? 
A.  Sound  effect  records.  I  use 

'em  all  the  time.  Trains,  boats, 
cows,  dogs,  lions,  thunder  storms, 
auto  races. 

Q.  Just  what  do  they  convey? 
A.  They  don't  mean  a  thing,  see? 

That's  where  the  gag  comes  in. 
Q.  The  radio  listeners  must  find 

your  program  unusual. 
A.  It's  dynamite.  I  got  a  terriffic 

following.  When  we  had  an  offer 
last  year  for  Bide-a-Wee  Bird 
Baths,  the  mail  poured  in. 

Q.  A  considerable  reaction.  What 
is  your  microphone  manner  with 

your  public? 
A.  Cozy — ^v-e-r-v  cozy.  I  talk 

soft  and  gentle.  I  kiss  the  mike. 
Q.  Do  you  speak  to  different 

members  of  the  family? 
A.  Do  I?  "Roll  outa  that  hav, 

Dad,"  I  sav.  "Hit  the  deck!  Come 
out  from  under  the  covers!  You've 
had  enouerh  of  that  shuteve!"  Then 
I  blow  mv  whistle  or  knock  over  a 
chair.  Get's  'em  up  smiling. 

Q.  I  can  imagine.  What  about 
the  mothers? 

A.  "Scrape  that  toast.  Mother." 
I  sav.  "Time  for  the  kiddies  to  be 
s-ettinsr  "ff  to  school."  Then  mavbe 
I  sav,  "Here's  a  little  ol'  ,r»OPm  for 
all  vou  mothers."  and  I  read  'em 
something  sentimental.  Course  I 
put  in  a  lot  of  hmmmmms.  .  .  . 

0.  /  rlnn't  auite  net  that. 
A.  Hmmmmm.  Like  this.  "How 

are  you  feeling,  mother,  hmmmmm? 
How's  .Tunior.  Hmmmmm?  Dqd  off 
to  work  yet,  hmmmmm?  Cot  the 
bacon  sizzline.  hmmmm?"  Y'see.  a 
lot  of  hmmmmms  get  across  that 
personal  stuff. 

Q.  Very  interestina.  What  type 
of  mus^c  do  yon  vlav? 

A.  Strictlv  bris-ht  and  snarkling. 
"Here's  something  to  sween  those 
cobwebs  outa  your  brain."  I  sav. 
"Tyet's  g'ive  this  one  a  whirl  and  see 

what  hannens." 
0.  Thn.t  is  vour  method  of  in- 

troducing recordinns? 
A.  Or  like  this.  "Here's  mv  old 

friend  Joev  LaGroove  and  his  Jive 

Five  comin'  atcha.  Let's  put  this  ol' 

record  on  the  turntable,  roll  up  the 

rugs  and  call  in  the  neighbors." 
Q.  Whimsy,  of  course.  You  men- tioned Joseph  LaGroove  as  your 

old  friend.  Do  you  have  a  wide  ac- 
quaintanceship among  the  orches- 

tra leaders? 
A.  Well,  listen  K.W.,  off  the  rec- 

ord— haha,  didja  get  that? — off  the 
record,  no.  But  it  gives  me  a  build- 

up to  let  'em  think  I  do.  So  when  I 
have  a  Kay  Kyser  platter,  I  say, 

"Well,  doggone  chillun  if  it  ain't 
my  ol'  pal  Kay  Kyser."  Only  I 
say  it  with  a  Southern  accent,  see? 

Q.  Yes. A.  And  when  the  record's  on, 
often  as  not  I'll  put  on  my  mike 
and  sing  right  along  with  'em.  I sing  with  Bing  Crosby  and  Kate 
Smith — all  of  'em. 

Q.  Is  that  the  extent  of  your 
personal  participation? 

A.  I  give  'em  the  homey  touch — 
tell  'em  about  my  personal  life 
"Went  out  playing  golf  yesterday 
afternoon,"  I  say,  "and  what  a 
time  I  had !  I  struck  oil  on  the  first 
tee!"  Ha-ha-ha.  A  little  humor 
starts  the  day  right  for  folks. 

Q.  It  certainly  does.  How  about 
your  commercials? 

A.  The  personal  touch.  Like  this. 
"I  was  over  to  see  Joe  Ferstaris 
yesterday  over  there  at  1520  Main 
Street  and  Joe  showed  me  the  best 
lookin'  lot  of  shirts  I've  ever  laid 
eyes  on.  'What  are  you  going  to 
do  with  these  shirts,  Joe?'  I  asked 
him.  'Sell  'em,  Happy,'  he  says  to 
me.  'Ninety-eight  cents,  each.' 
'Ninety-eight  cents?'  I  yelled. 
'Joe,  you're  outa  your  mind!  You 
can't  afford  to  do  it!  You'll  end  up 
in  the  poorhouse  giving  things 
away!'  'That's  what  they  go  for,' 
savs  Joe.  Then  I  thousrht  of  all  you 
folks.  'Joe,'  I  said,  'I  want  your 

promise.  Joe,  promise  me  you  won't sell  one  of  these  shirts  until  I  can 
tell  all  our  friends  on  the  air  about 

SPONSOR  TALKS  BACK  as  Jessie 
Adler  (1),  president,  Adler  Shoes, 
New  York,  makes  a  guest  appear- 

ance on  Here's  Morgan,  featuring 
Henry  Morgan  who  ad-libs  his  way 
through  a  tri-weekly  sponsored  by 
the  Adler  Co.  Mr.  Morgan  appears 
muffled  momentarily  [see  "success" story  Broadcasting,  Nov.  24 ,1941]. 
Consolidated  Adv.,  New  York,  han- 

dles the  account. 

it.  They  got  a  right  for  first  call, 
Joe,  all  our  loyal  friends.  Promise 
me,  Joe,'  that's  what  I  said.  And 
folks — ol'  Joe  Ferstaris  agreed. 
Yes-siree — and  the  buying  jubilee 

of  the  year  is  yours."  Course,  I  go 
on  and  on  like  that  but  there's  the 
idea.  Cozy  stuff. 

Q.  Yes  it  is.  You  seem  to  have 
the  personal  approach. 

A.  I  cuddle  right  up  with  the 
folks. 

Q.  Do  they  reciprocate  this  re- 

gard? 

A.  All  the  time?  Day  in,  day  out 
it's  cookies  and  cakes  and  dough- 

nuts and  cigarettes. 

Q.  Unsolicited? 
A.  Absolutely.  Oh,  maybe  I  hap- 

pen to  remark  that  I  miss  the  old 
home  cooking  and  maybe  I  mention 
the  cakes  that  mother  used  to  make. 
That  always  gets  results. 

Q.  Are  you  the  only  person  in 
the  station  at  this  early  hour? 

A.  Oh  no,  there's  the  engineer, 
"Skinny."  I  call  him  that  because, 

as  I  tell  the  folks,  "He  wouldn't weigh  a  hundred  pounds  sopping 

wet  and  his  pockets  full  of  sand." 
Q.  You  frequently  make  refer- 

ence to  his  presence  at  the  studios? 

A.  I  rib  him  all  the  time.  He's 
got  a  little  hair  but  I  tell  the  folks 
he's  all  bald.  When  I  flub  the  copy 
I  say,  "You'll  have  to  pardon  me, 
folks,  but  I  just  got  blinded  from 
the  reflection  off  of  Skinny's  bald 
noggin.  But  he's  a  nice  boy,"  I  say; 
"we're  gonna  start  feeding  him 

next  week." 
Q.  There  must  be  a  great  deal 

of  fun  during  your  program. 
A.  "Laugh  and  the  world  laughs 

with  you,"  I  tell  the  folks. 
Q.  How  do  you  inject  humor 

into  the  sei'ioi^s  aspects  of  the  pro- 
gram —  such  as  informing  the 

audience  of  the  station's  identity 
and  other  technical  information 
throughout  the  show? 

A.  Here's  a  sample,  K.W.  "It's 
still  WWWW,  folks,  on  our  ol' ravelength  of  1560  motorcycles  and 
we're  playing  epileptical  transcrip- 

tions." 

Q.  Astutely  managed.  The  vital 
information  is  there — 

A.  But  we  got  'em  laughing. 
Q.  Indubitably.  At  the  conclusion 

of  your  time  you  say — A.  "We'd  like  to  stay  longer, 

folks,  but  the  hands  on  the  ol'  clock 
are  pushing  us  out  of  the  studio." 
Then  I  give  'em  a  laugh  when  I 
plug  the  next  announcer  coming 
up. 

Q.  How  is  that? 
A.  "Keep  tuned  in,"  I  suggest. 

"Next  on  the  bill  is  good  ol'  Jerry 
Groffus,  one  of  the  better  an- 

nouncers in  the  low  price  field."  It 

slays  'em. Q.  Beyond  any  doubt.  Then? 

A.  1  get  to  work  on  tomorrow's show — cook  up  gags  and  things. 
Y 'gotta  work  to  keep  the  show 
clicking,  needs  new  material  all the  time. 

Q.  I'm  sure  it  does.  You  have  a 
great  responsibility. 

A.  Y'betcha.  Keep  'em  laughing, 
I  say. 

Q.  By  all  means,  keep  'em laughing. 
WIBW  ̂''^^T O  PeTa 
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What's  your  story?  .  .  . 

Tell  it  to  the  Midwestern  Millions'  at  lower  cost  per  family  over— 

•  Now,  more  than  ever,  you  have  to  pro- 

tect your  market;  keep  your  trade  name 

alive;  more  definitely  establish  the  trade 

position  of  your  product. 

Whatever  your  problem  —  whatever  your 

message— tell  your  story  to  the  12,000,000 

people  who  live  in  WENR's  primary  station 

area.  It's  a  responsive  audience  that  can  be 

reached  with  WENR  at  lower  cost  per  thou- 

sand families.  Get  the  details  now.  They're 

really  eye-opening. 

OWNED  AND  OPERATED  BY  THE  BLUE  NETWORK  COMPANY 

REPRESENTED  NATIONALLY  BY  BLUE  SPOT  SALES 

NEW  YORK    .    CHICAGO    •    DETROIT    •    SAN  FRANCISCO    •  HOLLYWOOD 

CHICAGO'S  BASIC  BLUE  NETWORK  STATION 

50,000  WATTS  ON  A  CLEAR   C  H  A  N  N  E  L  —  8  9  0  k .  c . 

*A  name  given  to  WENR's  primary  station  area  ivhich  includes 
most  of  Illinois  and  Wisconsin,  and  half  of  Indiana  and  Michigan. 

WENR 

50,000  WATTS 

CHICAGO 



Program  Facts — P&G  Contests — Bouquet  Tributes 

Weekly  Barrage — Kid  Winners 

TO  ASSIST  the  7
4  CBS  sta- tions which  benefit  by  the 

network's  159c  discount  plan 
by  increasing  their  weekly 

commercial  schedules,  the  publicity 

department  of  CBS  last  week  sent out  an  all-inclusive  package  of 
promotion  material  on  talent  and 
special  information  about  the  CBS 
programs  now  heard  on  the  full network  of  114  stations. 

Included  in  the  package  was  a 
"File  on  Fax"  about  each  of  the  13 
programs  now  using  the  discount 
plan,  together  with  sample  re- leases on  the  shows  and  pictures 
of  featured  talent.  Idea  for  the 
publicity  package  was  worked  out 
by  George  Crandall,  CBS  assistant 
publicity  director,  and  Mike  Boscia, 
CBS  staff  writer. ;^  ^  ^ 

Soap  Contests 

PROCTER  &  GAMBLE  Co.,  Cin- 
cinnati, from  Aug.  17  through  Sept. 

18  is  planning  25  daily  sentence- 
ending  contests  for  listeners  to  the 
serial  programs  Ma  Perkins  on 
NBC  and  Woman  in  White  on 
CBS,  for  Oxydol,  and  to  Pepper 
Young's  Family  on  both  NBC  and CBS  for  Camay. 

Contestants  must  send  in  one 
Oxydol  boxtop  and  one  Camay 
%vrapper  with  every  entry  complet- 

ing the  sentence  "Oxydol  and  Ca- 
may are  favorites  in  my  family 

because  .  .  .  ".  Of  the  total  $50,000 
to  be  awarded,  half  -wall  go  to  the individual  winners  of  the  ten  $100 
daily  prizes,  and  half  to  the  U.S.O. 
Agency  is  Blackett-Sample-Hum- 
mert,  Chicago,  and  Camay  agency 
is  Pedlar  &  Ryan,  New  York. 

^      ̂   ^ 
Carnations 

AS  A  TRIBUTE  to  the  women  of 
Canada  and  the  United  States  who 
are  quietly  and  without  thought 
of  reward  meeting  new  and  diffi- 

cult conditions,  the  Carnation  Co. 
(condensed  milk),  Toronto,  has 
started  sending  a  bouquet  of  white 
and  red  carnations  and  an  honor 
scroll  to  two  women  weekly,  as 
announced  on  the  twice-weekly 
Carnation  Bouquet  transcribed  pro- 

gram used  on  a  large  number  of 
Canadian  stations.  Account  is 
placed  by  Baker  Adv.  Agency, 
Toronto. 

Mail  Analysis 

WLS,  Chicago,  has  issued  a  cover- 
age map  in  an  illustrated  folder 

based  on  an  analysis  of  its  listener 
mail  in  1941,  of  over  a  million  let- 

ters. Each  county  in  the  WLS  pri- 
mary listening  area  is  shown  with 

the  number  of  its  radio  homes  and 
number  of  its  letters  to  the  station 
last  year.  Comparison  between  mail 
received  from  Cook  County,  111., 
where  WLS  is  located,  and  other 
counties  is  shown  by  use  of  color. 

Direct  Mail 

WKBN,  Youngsto's^Ti,  has  opened 
its  mid-year  direct  mail  effort  and 
has  prepared  a  series  of  12  mail- 

ings to  be  released  at  the  rate  of 
one  TDer  week.  Each  piece  "presents 
one  fact  about  the  service,  listener- 
interest  and  market  coverage  of  the 
station. 

Car-Sharing  Drive 

USING  transcribed  announce- 
ments, live  spots,  car  cards  and 

official  stickers,  KYW,  Philadel- 
phia, is  participating  in  the  car- 

sluiring  program  conducted  by  the 
Philadelphia  Metropolitan  District 
Council  of  Defense.  Based  on  the 
KYW  plan,  schools  are  being 
opened  and  manned  by  volunteers 
to  register  drivers  for  car  sharing. 
Almost  the  entire  publicity  and 
promotion  efforts  so  far  have  been 
condi^'Cted  by  the  station.  One  of 
the  outstanding  features  of  the 
campaign  was  the  printing  of 
100,000  automobile  stickers  for  all 
participating  in  the  car-sharing 
plan.  In  addition,  nearly  1,000  lines 
of  newspaper  advertising  has  been 
phinned  by  the  station. 

Linked  at  Night 

WITH  LISTENER  response  com- 
ing in  from  23  States  and  Can- 
ada, expressing  enthusiasm  for  the 

all-night,  all-music  show  Say  It 
With  Music,  on  WJZ,  New  York, 
the  station  has  released  a  sales 
presentation  pointing  out  vital  sta- 

tistics on  the  all-night  market  the 
program  is  aimed  to  interest.  The 
most  important  segment  of  the 
WJZ  market,  the  presentation 
states,  is  the  night-shift  war  pro- 

duction workers  in  the  20%  of 
American  industry  situated  with- 

in the  station's  primary  area. 

War  Winners 

SELECTION  of  the  boy  or  girl 
doing  the  most  to  help  win  the 
war  at  home,  as  judged  hy  the  cast 
of  The  Quiz  Kids,  sponsored  by 
Miles  Labs.,  Elkhart,  Ind.  (Alka 
Seltzer),  on  68  BLUE  stations, 
Sundays,  8-8:30  p.m.  will  be  an- 

nounced each  month  on  the  pro- 
gram and  their  pictures  and  story 

of  their  achievements  will  be  the 
subject  of  a  regular  monthly  fea- 

ture in  Liberty  Magazine.  Agen- 
cy is  Wade  Adv.  Agency,  Chicago. 

BROCHURES 

KXX.  Hollywood — Eight-page,  8%  x 
•5%-inch  booklet.  illustrfitPi'l  with  two- 
color  spot  drawings,  highlighting  Cross- 
ley  statistics  on  percentage  of  at  home 
listeners  in  that  area  during  summer 
months. 

KTUL-KOMA.  Tulsa-Oklahoma  City 
— Promoting  twin  service  provided  by 
the  two  stations. 

WHX.  New  York — Brochure  on  Capt. 
Tim  Healy's  stamp  club,  including background  and  personality  matter, 
statistics  on  stamp  collecting,  etc. 
KGW-KEX.  Portland — Folder  re- 

producing some  of  the  14  newspaper 
ads  in  the  Oregonian  on  the  weeklv 
KGW-KEX  Radio  Party. 

WAOV,  Yincinnes,  Ind. — File  folder 
booklet  giving  the  WAOV  coverage 
story  and  statistics  on  its  market. 

WCAU.  Philadelphia — First  of  13 
promotion  pieces  to  be  distributed  tell- 

ing the  station's  sales  story. 
WWL,  Xew  Orleans — "Cooks  the  Axis 
Goose.  Creole  Style",  in  compilation of  Xew  Orleans  war  work,  population 
statistics  and  money  being  spent  in  the 
Mardi  Gras  State. 

MINUTE  MAIDS 

Organized  in  Boise,  Now 

-Sponsor  KIDO  Program— 

Maids  Peddle  Bonds 
THE  MINUTE  MAIDS,  counter- 

part of  the  War  Bond  selling  Min- ute Men,  organized  in  Boise,  Ida., 
sponsor  the  Seven-Thirty  Theatre on  KIDO,  that  city.  The  program, 

previously  called  Six-Thirty  The- 
atre, was  a  sustainer;  entertain- 
ment being  furnished  by  local  tal- 

ent. Following  reorganization  of  the 
show  this  summer  by  Phil  Allen, 
dramatic  director-newsman,  the 
Minute  Maids  decided  to  sponsor 
the  show  to  promote  the  good  neigh- 

bor policy  as  well  as  encourage 
War  Bond  and  Stamp  selling.  Main- 

ly the  Minute  Maids  pass  out  stamp 
books — with  the  logical  assumption 
that  if  everyone  has  such  a  book 
they  will  buy  more  stamps  and 
bonds.  Organization  has  been  en- 

dorsed by  the  Treasury  who  has  re- 
quested that  it  become  national. 

WBIC 
CREENyBORO,  N.C. 
CEO.P.HOLLINCBERr  •  CO.,  NAT. REP. 
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Sorry,  Chester 

Old  Boy... 

Th, [HIS  IS  CHESTER  FREEBLE—he  has  what 

he  thinks  is  a  WONDERFUL  idea.  He  has 

been  listening  to  the  Don  Lee  Network  for  a 

long  while  and  he  has  noticed  that  all  of  his 

friends  also  listen  to  Don  Lee  a  good  part  of 

every  day.  Now  Chester,  who  is  quick  that  way, 

knows  that  there  is  always  room  for  competi- 

tion so  he  figures  that  if  he  could  get  some 

capital  he  could  start  another  network  and 

make  himself  a  lot  of  money.  In  fact,  he  just 

can't  understand  why  no  one  out  here  ever 
thought  of  starting  another  one.  Not  that  he^ 

personally,  isn't  happy  with  Don  Lee. 

Well  now,  Chester  old  boy  ...  we  hate  to 

disillusion  you  but  not  only  is  there  another 

network,  there  are  3  of  them.  You  can't  hear 
them  on  your  radio  because  you  live  in  one  of 

the  many  areas  on  the  Pacific  Coast  that  can't 
be  covered  by  long  distance  broadcasting  on 

account  of  the  topography.  The  reason  you  can 

hear  only  Don  Lee  is  simple  .  .  .  Don  Lee  has 

33  stations,  one  in  each  of  the  33  important 

Pacific  Coast  markets.  Why  with  this  setup, 

more  than  9  out  of  every  10  Pacific  Coast 

families  live  within  25  miles  of  a  Don  Lee 

station.  The  people  who  advertise  on  the  Don 

Lee  Network  cover  completely  not  only  the  5 

major  markets,  but  a  bonus  market  of 

1,000,000  families  as  well.  (That's  a  heck  of 

a  big  bonus,  isn't  it?  It's  like  having  Indiana 
or  Iowa  tossed  in  free.) 

DON  LEE 

THOMAS  S.  LEE,  PRES.,  LEWIS  ALLEN  WEISS,  VICE-PRES.  GEN.  MGR.  •  5515  MELROSE  AVE,  HOLLYWOOD,  CAUF. 



"General,  is  it  true  what  WPDf 
Flint  Michigan  says  about  pro- 

motions in  the  Army?" 

The  Twin  Port  Cities  of 

DULUTH- 

SUPERIOR 

BUY  38.7% 

MORE  CLOTHES 

than  the  whole  State  of 

NEW  MEXICO! 

KDAL 

Duluth,  Minnesota 

THE  MOST  INTIMATE 

AND  EFFECTIVE  SALES 

APPROACH  TO  AMERI- 

CA'S LARGEST  MARKET. 

FOR  OFFENSE  •  FOR  DEFENSE 

WFIL'S  RADIO  CODE  SCHOOL 
Station  Staff  Serves  as  Faculty  to  Teach 

 Course  for  Navy  Radiomen  

STUDENTS  RECEIA'ING  code  messages  through  earphones  and  tran- 
scribing them  on  the  typewriters  at  the  Radio  Code  School  for  Naval  Ap- 
plicants sponsored  by  WFIL,  Philadelphia.  At  the  desk  in  background  are 

members  of  the  school  faculty,  all  station  employes  volunteering  their 
services,  and  including  (seated,  1  to  r)  :  Verna  Stair,  typing  instructress; 
Louis  Littlejohn,  director  of  the  school,  and  Bill  Neill,  code  instructor. 
Standing  (1  to  r)  are  Mark  Feder;  Chief  Petty  Officer  Anderson  of  the 
Navy  Recruiting  Services;  W.  C.  Galleher,  WFIL  educational  director, 
and  Lieut.  K.  B.  Emmons,  officer  in  charge.  Navy  recruiting  station, 
Philadelphia  district. 

Mr.  Clipp 

By  ROGER  W.  CLIPP 
Vice-President,  General  Manager, 

WFIL,  Philadelphia 
WHEN  the  WFIL.  Radio  Code 
School  for  Navy  Applicants  was 
inaugurated  in  Philadelphia  in 
July,  a  program  of  cooperation  be- 

tween radio  and 
Navy  authorities 
was  launched 
which  can  result, 
if  taken  up  by  the 
radio  industry  at 
lai-ge,  in  making 
available  within  a 

year  100,000 
trained  Navy  ra- diomen.  The 

school  in  Phila- 
delphia was  con- ceived and  executed  with  Lt.  K.  B. 

Emmons,  officer  in  charge  of  the 
Navy  recruiting  station  of  the 
Philadelphia  District. 

I  feel  confident  other  stations 
will  want  to  start  similar  schools. 
At  WFIL,  the  Radio  School  is  lo- 

cated in  a  large  room  adjacent  to 
the  FM  studio.  The  room  is 

equipped  with  sending  and  receiv- 
ing apparatus  and  typewriters,  ac- 

commodating a  class  of  24.  It  has 
already  outgrown  its  boundaries 
and  we  expect  to  expand  shortly. 

Must  Qualify 

Applicants  must  be  18  to  27  and 
must  have  passed  the  regulation 
Navy  physical  examination.  All 
must  be  willing  to  enlist  in  the 
Navy  when  they  have  completed 
their  courses.  They  are  given  pref- 

erential consideration  for  the 
Navy's  V-3  rating. 
WFIL  employes  donate  their 

time  and  services.  Five  of  the  sta- 
tion's engineers  form  the  faculty 

under  the  direction  of  Louis  Little- 
john, station  engineer,  who  heads 

the  school.  Classes  are  held  from 
7  until  10,  five  evenings  a  week. 

The  school  is  absolutely  free  to 

students  who  are  accepted,  all  costs 
being  borne  either  by  WFIL  or 
the  Navy.  Candidates  must  be 
United  States  citizens  and  have 
parental  consent  for  enlistment  if 
under  21,  or  a  wife's  permission 
if  married.  Young  men  who  are 
about  to  be  drafted  may  enlist  in 
the  Navy,  and  will  be  assigned  to 
"detached  duty"  at  the  Radio 
School  while  completing  the  course. 

Pay  If  Accepted 
If  the  student  who  has  finished 

the  course  is  accepted  for  the  V-3 
(radio)  rating,  he  will  receive  $78 
per  month  as  radioman,  third  class, 
instead  of  the  regular  apprentice 
seaman's  pay  of  $50.  Fred  Moore, 
one  of  our  engineers  and  instruc- 

tor in  the  new  school,  a  radio  op- 
erator during  the  last  war,  pointed 

out  that  most  of  the  students  prob- 
ably could  make  a  chief's  rating 

within  two  years,  thus  doubling 
their  pay.  Students  stress  the  fact 
that,  in  addition  to  a  good  start 

in  the  Navy,  the  radio  training- 
gives  them  a  dependable  vocation 
when  the  war  is  over. 

In  every  respect  the  course  con- 
forms to  Navy  standards.  When 

the  students  have  finished  their 
training  here,  they  will  receive 
more  advanced  training  at  the 
Navy  Radio  School  at  Newport, 
R.  I.  The  training  attracts  men  of 
many  various  occupations,  judging 
from  the  group  of  those  currently 
enrolled  at  WFIL,  including  a 
stenographer,  a  photographer,  a 
drill  press  operator,  a  pressman, 
an  office  manager  and  a  shipyard 
worker.  WFIL  has  received  many 
letters  of  application  from  men 
over  the  age  limit,  or  physically 
ineligible,  eager  to  take  advantage 
of  this  opportunity  for  specialized 
service  training,  thus  showing  how 
widespread  is  the  interest  in  the 
school. 

The  Navy  sincerely  hopes  that 

enough  radio  stations  will  establish 
similar  schools  all  over  the  country 
to  fill  the  need  for  operators.  In 
this  respect,  if  the  radio  stations 
of  America  will  carry  on  the  work 
started  here,  we  can,  and  we  will 
meet  the  Navy's  need  for  technical men  in  this  field.  I  will  gladly  place 
at  the  disposal  of  any  interested 
station  any  and  all  necessary  in- 

formation as  to  organization  and 
maintenance  of  a  Navy  code  school. 

SWEENEY  TELLS  IT 

And  Iowa  U  Students  Will 

 Find  Out  How  

THE  VOICE  of  Warren  Sweeney, 
CBS  announcer,  has  been  selected 
by  Earl  McGill,  CBS  casting  direc- 

tor, to  be  recorded  for  study  and 
analysis  by  students  of  speech  at 
Iowa  U.  McGill  chose  Sweeney's voice  in  response  to  a  request  to 
CBS  from  a  university  professor 
for  a  node!  announcing  voice. 

Sweeney's  voice  was  chosen  be- 
cause "it  has  clarity  without  get- 

ting m  your  hair,  and  wins  confi- 
dence." The  announcer  is  heard 

on  CBS  on  Saturday  Night  Sere- nade for  Pet  Milk  Sales  Corp., 
and  on  Edward  R.  Murrow's  news 
program  from  London  for  Inter- 

national Silver  Co.  Sweeney  also 
announces  New  York  Philharmonic 
concerts  on  CBS. 

Blue  Welcomes  KXEL 

EDGAR  KOBAK,  executive  vice- 
president  of  the  BLUE;  FCC 
Chairman  James  L.  Fly;  and  Sena- 

tor Clyde  L.  Herring  of  Iowa  were 
featured  speakers  on  a  special 
BLUE  program  presented  July  30 
to  welcome  KXEL,  Waterloo,  la., 
to  the  BLUE.  The  new  affiliate 
also  was  saluted  last  week  on 
various  sustaining  BLUE  shows 
from  New  York  and  Chicago. 

Chicago  Fur  Spots 

ASSOCIATED  FUR  INDUS- 
TRIES of  Chicago  has  placed  a 

total  of  150  station  break  announce- 
ments a  week  during  August  on 

six  Chicago  stations:  WBBM 
WCFL  WJJD  WAIT  WAAF 
WGES.  The  campaign,  a  coopera- 

tive project  of  the  Chicago  fur  re- 
tailers, is  built  around  the  theme 

"if  you  don't  know  furs,  know  your 
furrier."  Robert  Kahn  &  Assoc.. 
Chicago,  is  agency. 

More  than  50,000  Navy 

Yard  workers  in  my  pri- 

mary. They  listen  to 
me  .  .  . 

U3t.Reps.:  JOSEPH  HBHSHEY  MtBILLVRA! 
j     Boston  Rep.:  BERJHA  BANNAN  '  yii 

CRYSTALS  by 

The  Hipower  Crystal  Company,  one  of 
America's  oldest  and  largest  manufac- turers of  precision  crystal  units,  is  able 
to  offer  the  broadcaster  and  manufac- 

turer attractive  prices  because  of  their 
large  production  and  the  exclusive 
Hipower  grinding  process.  Whatever 
your  crystal  need  may  be,  Hipower 
can  supply  it.  Write  today  for  full information. 

HIPOWER  CRYSTAL  CO. 
Sales  Division— 205  W.  Wacker  Drive,  Chicago 
Factory— 2035  Charleston  Street,  Chicago,  III. 
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o  ne  night  I  dreamt  of  war  and  the  weapons  of  war. 

Before  my  startled  eyes  they  swept  in  terrible  wonder  ...  the  screaming 

bombers,  the  ponderous  tanks,  the  belching  cannon. 

Here,  I  thought,  are  the  mightiest  weapons  on  earth.  These  are  the 

weapons  we  build  and  the  weapons  our  enemies  build.  Whoever  builds 

strongest  and  fastest  wins. 

The  next  morning,  in  the  sunlight,  I  knew  there  was  more  to  it  than  that. 

For  I  remembered  the  mightiest  weapon  of  all ...  the  weapon  that  urges 

men  to  build  stronger,  think  better,  fight  harder,  smile  longer. 

This  is  the  weap4»n  we  use.  The  weapon  the  enemy  scorns. 

TRUTH  leads  to  VI€T€>RY. 
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Plugs  That  Are  Ugly 
NOT  SO  MANY  years  ago,  the  advertiser  who 
ventured  a  fling  at  radio  was  inclined  to  turn 
on  high  pressure  commercial  plugs.  After  all, 
the  selling  power  of  the  microphone  voice  was 
then  an  unknown  quantity. 

But  times  have  changed,  and  so  have  plugs 
— most  of  them,  at  least.  The  indirect  sales 
message,  the  deft  quip,  even  kidding  the  spon- 

sor and  his  product — all  these  have  proved  to 
be  potent  radio  sales  technique.  High  pressure 

isn't  necessary;  bad  taste  never  was. 
Yet  there  remain  on  the  air,  despite  codes 

and  ethical  standards  and  plain  horse  sense,  a 
few  offensive  accounts  and  a  few  offensive 
commercials.  Some  broadcasters  are  still  blink- 

ing at  distasteful  and  over-long  commercials. 
Thus  the  industry  finds  itself  vulnerable 

when  one  of  the  world's  most  widely  circulated 
periodicals.  Reader's  Digest,  which  is  not  sup- 

ported by  advertising  and  thus  grinds  no  com- 
petitive ax,  devotes  the  lead  article  of  its  Aug- 

ust issue  to  what  it  titles  "Radio's  Plug  Ug- 
lies".  Taken  harshly  to  task  and  placed  under 
a  pitilessly  glaring  spotlight,  all  broadcasters 
find  themselves  suffering  for  the  sins  of  a  few. 

Though  the  Digest  has  always  been  friendly 
to  the  broadcast  medium  and  itself  has  been  a 
frequent  user  of  spot,  the  writer  of  its  article, 
Robert  Littell,  who  also  handled  its  famed 
cigarette  survey,  placed  the  industry  as  a 
whole  in  an  unfair  position  by  making  broad 

and  harsh  statements  that  aren't  adequately 
borne  out  by  the  facts  presented.  That  no  ill 
will  motivates  him,  is  manifest  from  the  kudos 
he  gives  the  American  radio  system.  But  he 
does  stretch  his  points. 

For  example,  he  makes  the  curious  state- 
ment that  radio  advertising  has  become  more 

rather  than  less  irritating  since  Pearl  Harbor. 
Yet  the  only  semblance  of  support  for  this 
statement  is  the  suggestion  that  people  are 
listening  anxiously  for  war  news  and  that 
many  sponsors  are  tying  in  their  product  with 
the  war  effort. 

Such  a  statement  falls  far  below  the  usual 
standards  of  this  great  periodical,  with  its 
wide  following  and  general  acceptance.  Ap- 

parently much  of  the  material  is  based  on  a 

random  "survey"  of  "over  a  hundred  fellow 
citizens,  from  cooks  to  engineers."  Who  really 
were  this  hundred?  The  article  fails  to  men- 

tion the  vital  factors  in  all  surveys :  What 
questions  were  asked?  How  were  they  submit- 

ted? Was  the  consensus  really  so  bitter  about 
radio  as  a  whole? 
While  the  Digest  unfortunately  has  been 

guilty  of  sloppy  investigating  and  incomplete 
reporting,  the  fact  remains  that  radio — or 
some  segments  of  it — has  left  itself  wide  open 
to  generalized  criticism  by  countenancing  a 
few  undesirable  accounts  and  unnecessarily 
distasteful  plugs  that  admittedly  do  annoy  lis- 

teners. Radio  is  too  vital  and  important  a 
medium  for  most  advertisers  not  to  listen  to 

reason  when  it  comes  to  technique  of  presenta- 
tion; some  of  the  offensive  commercials  Mr. 

Littell  mentions,  we  firmly  believe,  could  do  just 
as  good  a  selling  job  with  more  intelligent 
scriptwriting. 

It  hurts  to  get  hit  below  the  belt,  but  that's 
one  of  the  penalties  of  vulnerability. 

Check  Your  Personnel 

THERE'S  A  LESSON  to  be  learned  by  all  sta- 
tion managers  from  the  experience  of  the  local 

station  in  Maryland  [Broadcasting,  July  27] 
which  found,  shortly  after  it  had  dismissed  an 
utterly  unsuspected  announcer  who  had  been 
employed  on  its  staff  for  some  ten  months,  that 
FBI  agents  had  picked  him  up  as  an  enemy 
alien.  Using  a  nom  de  plume,  he  turned  out 
to  be  a  German  baron.  All  the  station  knew 
about  him  was  that  he  had  come  well  recom- 

mended from  an  announcing  school,  that  he 
was  a  reasonably  good  announcer  and  that 
he  was  a  cocky  young  man  who  claimed  a 
Harvard  education  and  spoke  English,  French 
and  German  fluently. 

Whether  the  chap  was  a  German  spy,  only 
the  FBI  knows.  He  was  hired  well  before  Pearl 

Harbor,  so  the  station's  management  can  hard- 
ly be  blamed  for  harboring  him.  But  in  today's 

station  operations,  difficult  as  it  is  for  all  em- 
ployers to  get  replacement  personnel  for  the 

men  called  into  the  armed  services,  there  is  no 
excuse  whatsoever  for  failure  to  get  the  pedi- 

gree and  history  of  all  new  persons  hired.  A 
good  idea  might  be  to  demand  not  only  refer- 

ences, which  should  be  thoroughly  investi- 
gated, but  a  birth  certificate. 

In  that  connection,  the  Foreign  Language 
Wartime  Broadcast  Control,  committee  headed 

by  Arthur  Simon,  manager  of  W^PEN,  Phila- 
delphia, is  advising  all  foreign-language  sta- 

tions to  exercise  particular  care  in  hiring  new 
personnel,  especially  those  coming  from  other 

stations.  Mr.  Simon's  committee  has  arranged 
with  Lee  Falk,  foreign-language  division  chief 

The  RADIO 

BOOK  SHELF 

THE  1942  Yearbook  of  the  Institute  of  Radio- 
Engineers,  containing  a  full  list  of  its  mem- 

bership in  all  classes,  was  released  to  members- 
last  week.  It  is  not  for  sale  or  for  non-member 
circulation.  The  Yearbook  also  contains 
full  data  on  officers  and  directors,  committees, 
sections  etc.,  along  with  reports,  constitution 
and  information  on  the  history  and  services  of 
the  IRE. 

BOOK  written  by  Upton  Close,  NBC  Holly- 
wood commentator,  and  published  in  1933  un- 

der title.  Behind  the  Face  of  Japan,  is  being 

re-issued  by  D.  Appleton-Century  Co.  in  early^ 
fall.  Volume  is  a  study  of  various  Japanese 
high  officials.  It  contained  the  conclusion  that 
war  with  Japan  was  inevitable  and  predictions- 
on  how  it  would  start.  Only  changes  in  the- 
book  are  reversing  past  tenses  to  present. 

of  the  Office  of  War  Information,  to  advise 

any  foreign-language  station  manager  on  per- 
sons under  consideration  for  employment  and 

Mr.  Falk  has  agreed  to  reply  promptly  to  all 
inquiries.  This  is  a  precaution  whose  import- 

ance cannot  be  too  much  emphasized. 

No  Use  Griping 

THE  RADIO  stations,  mostly  little  fellows, 
left  out  of  the  paid  advertising  schedule  for 
the  scrap  salvage  drive  are  up  in  arms,  quite 

properly  resenting  the  fact  that  the  news- 
papers got  the  bulk  of  the  appropriation  and 

larger  stations  some  driblets  of  it,  while  they 

are  called  upon  by  Uncle  Sam's  war  publicity 
agencies  to  continue  to  give  of  their  substance 
to  this  as  to  other  wartime  campaigns.  They 
have  even  enlisted  Congressional  support  for 
their  plaints. 

While  the  Washington  authorities  sympa- 
thize with  them,  the  fact  is  that  both  the  scrap 

iron  and  fat  advertising  campaigns  are  being 

conducted  by  private  interests  as  a  contribu- 
tion to  the  war  conservation  effort.  Washington 

and  the  advertising  industry's  Advertising 
Council  approved  the  campaign  and  okeyed 
the  copy,  but  had  not  a  whit  of  authority 

over  media  and  placements.  It  isn't  Govern- 
ment money  that  is  being  spent;  if  it  were,  we 

venture  the  opinion,  based  on  the  heightening 
esteem  the  advertising  weapon  enjoys  among 

Federal  war  authorities,  that  radio  would  cer- 
tainly get  its  just  share. 

It  looks  as  though  the  newspapers  did  a  bet- 
ter selling  job  of  their  medium  to  the  associa- 

tions placing  the  campaigns.  It  seems  as  though, 

the  deed  having  been  done,  radio's  present 
mood  should  not  be  one  of  crying  out  against 
discrimination  but  rather  of  alertness  toward 

future  opportunities  in  similar  fields.  Running" 
to  Congressmen  won't  help;  even  a  Congress- 

man cannot  tell  any  sponsor  where  and  how 
to  spend  his  money. 

There  will  be  more  such  campaigns,  we  ex- 
pect, and  radio's  salesmen  should  be  in  there 

pitching  for  the  business.  Meanwhile,  no  sta- 
tion, large  or  small,  should  drop  its  cooperation, 

with  any  of  the  war  drives,  paid  for  or  not. 
The  larger  national  interest  transcends  pri- 

vate gain. 
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KENNETH  HOMER  BERKELEY 

KEN  BERKELEY,  
who  on 

Aug.  1  took  over  as  the  new 
general  manager  of  the 

Washington  Star's  WMAL 
and  as  Washington  manager  of  the 
BLUE  Network,  is  a  chap  who 
turned  an  early  hobby  into  a 
lifework. 

Back  in  1912  he  was  bitten  by 
the  radio  bug  and  the  infection  has 
never  been  cured.  By  the  time  he 
was  attending  the  old  Business 
High  School  in  Washington,  he  had 
a  first-class  commercial  operator's 
license  and  a  5-watt  "ham"  set. 
Not  content  to  chat  back  and  forth 
with  the  few  fellow  "hams"  of 
those  pioneer  days,  he  used  to  run 
off  phonograph  recordings,  just  for 
variety's  sake. He  admits  now  that  the  time  he 

spent  with  his  tubes  and  dials  didn't 
do  much  to  make  book  learning  any 
easier,  but  the  knowledge  he  gained 
in  the  fundamentals  of  transmit- 

ting sound  through  the  air  have 
paid  him  a  hundredfold. 

Soon  after  he  was  graduated 
from  high  school,  the  first  World 
War  broke  out.  Before  the  first 
draft,  when  the  Army  sought  civil- 

ian volunteers  for  duty  in  France, 
he  was  one  of  first  in  line.  Once 
in  France,  the  Army  wanted  to 
know  what  he  could  do.  The  an- 

swer was  quick.  "I've  got  a  radio 
operator's  license."  Before  he  had  a 
chance  to  say  anything  else,  he  was 
assigned  to  the  Army  Air  Corps 
communications  section  at  Tours. 
His  job  was  to  install  radio  sets  in 
planes  and  test  them. 

He  spent  18  months  in  France 
and  it  was  during  this  time  that  he 
participated  in  an  early  radio 
"first."  And  perhaps  it  was  this 
incident  that  helps  him  keep  his 
calm  when  the  hurry  and  bustle  of 
present  day  special  events  begin 
to  break  around  his  head. 

Back  from  France  he  joined  the 
U.  S.  Shipping  Board  in  Washing- 

ton. But  the  radio  bug  was  still 
working.  He  continued  with  his 
"ham"  set,  and  then  gave  up  his 

Government  job  in  1923  to  go  to 
work  for  RCA  which  had  just 
opened  WRC.  Those  were  the  days 
when  radio  manufacturing  com- 

panies built  radio  stations  so  the 
folks  who  bought  their  sets  would 
have  something  to  listen  to. 
When  he  joined  WRC,  it  was 

located — studios,  offices  and  trans- 
mitter— in  a  bank  building  far  from 

the  capital's  business  district.  It 
was  a  far  cry  from  the  modernistic 
studios  and  offices  WMAL  and  the 
BLUE  occupy  now  in  the  heart  of 
the  business  district,  only  two 
blocks  from  the  White  House.  WRC 
used  to  be  on  the  air  two  hours 
every  other  afternoon  and  two 
hours  nightly.  There  was  a  staff  of 
five,  including  executives,  clerks, 
engineers  and  announcers. 
Programming  in  those  days  was 

simple.  Anybody  who  even  claimed 
to  have  a  voice  got  a  chance  to  try 
out  his  talents  on  the  few  persons 
who  ovwied  sets.  When  some  de- 

linquent "soprano"  failed  to  make 
an  appearance  Berkeley  or  one  of 
the  announcers  would  go  before  the 
mike  and  read  what  was  euphemis- 

tically called  "filler."  This  con- 
sisted of  sheet  after  sheet  of  "cur- 
rent events,"  grandaddy  of  the 

present  streamlined  news  broad- 
cast. They  just  read  the  "filler" 

until  the  "soprano"  put  in  an  ap- 
pearance. If  she  didn't,  they  read 

until  the  next  program  was  sched- 
uled to  start.  Commercials  were  un- 

heard of;  in  fact  they  were  so  ob- 
scure that  Berkeley  can't  even  re- 

member when  they  put  the  first 
one  on  the  air. 

What  the  station  lacked  in  studio 
talent,  it  made  up  in  announcing. 
Members  of  the  announcing  staff 
at  one  time  or  other  included  Ted 
Husing,  Norman  Brokenshire,  John 
Gannon,  the  late  John  B.  Daniel 
and  George  Hicks. 

Back  in  1924  and  '25,  Berkeley 
recalls,  "network"  broadcasting  was 
attempted.  Postal  Telegraph  lines 
were  leased  between  New  York  and 
Washington    linking    WJZ  and 

N  OTE  S 

.JOHN  C.  WOODEN,  former  district 
manager  for  ASCAP  with  headquar- 

ters in  Des  Moines,  has  been  named 
sunervisor  for  the  midwestern  dis- 

trict of  ASCAP,  succeeding  R.  W. 
Rome,  a  lieutenant  (j.g.)  in  the 
Navy  now  training  at  Northwestern 
U.  Wooden's  nost  in  Des  Moines 
will  be  filled  by  Martin  Meltzer,  for- 

merly of  ASCAP's  New  York  staff. 
JACK  R.  HOWARD,  president  of 
Scripps-Howard  Radio  and  assistant 
executive  of  the  'New  York  World- Telegram,  and  Mrs.  Howard  are  the 
parents  of  a  son,  Michael  Balfe,  born 
at  French  Hospital,  New  York,  July 
26.  Mr.  Howard  is  the  son  of  Roy  W. 
Howard,  head  of  the  Scripps-Howard 
newspapers. 
L.  W.  BROCKINGTON,  K.  C,  form- 

erly chairman  of  the  board  of  gover- 
I'l  rs  of  the  Canadian  Broadcasting 
Corp.,  is  now  in  Britain  where  he  is 
p.'^sociated  with  the  Department  of  In- 

formation. He  started  weekly  broad- 
cast talks  to  North  America  on  Aug.  2. 

LEWIS  ALLEN  WEISS,  executive 
vice-president  and  member  of  the  MBS 
board  of  directors,  has  been  elected 
commander  of  the  Southern  California 
Chapter  of  the  Military  Order  of  the 
World  War.  Weiss  served  as  a  captain 
of  cavalry  in  World  War  I. 

HUB  JACKSON,  until  July  1  man- 
ager of  KTHS,  Hot  Springs,  Ark.,  has 

been  appointed  sales  manager  of 
WGAC,  Augusta,  Ga. 
BIRNEY  IMES  Jr.,  owner  of  WCBI. 
Columbus.  Miss.,  has  been  promoted 
from  first  lieutenant  to  captain  in  the 
Air  Force. 

HARRY  MAIZLISH,  general  man- 
ager of  KFWB.  Hollywood,  has  re- turned to  his  desk  after  New  York 

agency  conferences. 
CLARENCE  TALBOT  has  been 
named  late  night  operations  manager 
of  KOIN,  Portland,  Ore. 
PATTL  BARLETT,  manager  of 
KFRE.  Fresno,  is  the  father  of  a  boy 
born  July  18. 

WRC.  This  was  considered  a  great 
achievement,  but  Berkeley  points 
out  that  anything  more  than  a 
normal  breeze  would  throw  the 
lines  out  and  there  would  be  a  gen- 

eral rush  for  the  "filler"  file.  No 
one  was  ever  quite  sure,  when  a 
program  started  from  New  York, 
just  how  long  it  would  be  on  the 
air,  nor  was  there  any  advance 
warning  when  New  York  would 
stai't  feeding  a  program.  It  just 
happened.  When  the  station  was  off 
the  air  the  whole  staff  participated 
in  a  democratic  game  of  blackjack, 
just  to  pass  the  time. 

In  1926  RCA  formed  the  Na- 
tional Broadcasting  Co.,  and  three 

years  later  Berkeley  was  named 
manager  of  the  station,  succeeding 
the  late  Ralph  Edmunds.  Then,  in 
1933,  NBC  leased  WMAL  and 
Berkeley  was  named  general  man- 

ager of  both  outlets. 
No  remote  control  executive, 

Berkeley  has  his  finger  in  every 
department.  He  knows  the  status 
of  every  spot  contract,  the  engi- 

neering overtime,  the  latest  news 
bulletin  and  the  profit  figures  to 
the  minute. 

Of  medium   height,   he's   of  a 

JACK  STAFFORD,  former  man- 
ager of  the  record  departmnt  of  the 

Eastern  Co.,  Boston,  has  joined  the 
sales  staff  of  Columbia  Recording 
Corp.,  New  York,  replacing  Fred 
Cook,  who  has  resigned  to  join  the 
OP.^.  Stafford  is  district  manager  for 
the  New  England  territory  and  con- tinues to  live  in  Boston. 
C.  J.  MARSHALL  and  Herbert 
Smith,  credit  manager  and  purchasing 
agent,  respectively,  of  KH.I.  Holly- 

wood, have  joined  the  Army.  Leon  M. 
Ashley  has  taken  over  Marshall's former  duties. 

DUDLEY  E.  WILLIAMSON,  form- 
erly on  the  sales  staff  of  Pacific  North- west stations,  has  joined  KQW,  San 

Jose,  as  account  executive. 
MITCHELL  A.  CURTIS,  assistant 
radio  news  editor  of  Press  Assn.,  New 
York,  AP  radio  subsidiary,  is  the 
father  of  a  girl  born  July  22. 

JOHN  J.  GAINES,  formerly  adver- 
tising manager  of  the  Athol  (Mass.) 

Daily  News  has  joined  the  local  sales 
staff  of  WFEA,  Manchester,  N.  H. 

HAROLD  A.  SAFFORD,  program  di- 
rector of  WLS,  Chicago,  has  been 

elected  to  the  board  of  trustees  of  the 
Farm  Foundation,  organization  started 
by  the  late  Alexander  Leggs,  president 
of  International  Harvester  Co.,  for 
agricultural  research  and  development. 
Mr.  Safford  succeeds  Frank  E.  Mullen, 
vice-president  and  general  manager  of NBC. 

BURRIDGE  D.  BUTLER,  president, 
and  Glenn  Snyder,  vice-president  and 
manager  of  WLS,  Chicago,  are  on  a 
combined  business  and  pleasure  trip  to 
Arizona  and  the  West  Coast.  Mr. 
Snyder  will  be  gone  about  two  weeks 
and  Mr.  Butler  several  months. 

THOMAS  SCHEER.  formerly  of 
Printers  Ink  and  Lambert  Fox  &  Co., 
has  joined  WHO,  Des  Moines,  as  a 
sales  promotion  manager,  replacing 
Maurice  McMurray,  now  in  the  Army. 

EDDIE  LEONARD,  of  the  commer- cial staff  of  WFBL,  Syracuse,  joined 
the  Army  recently. 

JON  ROBERT  McKINLEY,  sales 
manager  of  WFDF,  Flint,  Mich.,  re- cently married  Jean  Brandes  of  Flint. 

ED  WILKERSON,  commercial  man- 
ager of  WSLI,  Jackson,  Miss.,  at- 

tended the  Lion's  International  Con- 
vention in  Toronto  as  Jackson  dele- 

gate. 
wiry  build  with  receding  browii 
curly  hair.  Taciturn  almost  to  the 
point  of  being  retiring,  he  is  none- 

theless personable  and  gets  things 
done  unobtrusively  yet  with  a  speed 
that  leaves  most  of  his  employees, 
dizzy. 

A  native  Washingtonian,  Ken- 
Berkeley  was  born  in  1898  and  was 
married  to  the  former  Thecla 
Huelshoff,  of  Dubuque,  la.,  in  192.5. 
They  have  one  daughter,  Betty,  16. 
With  her  there's  a  constant  point 
of  dissension  in  the  Berkeley  house- 

hold. Betty  likes  swing.  Daddy- 
likes  sweet  music.  And  if  Daddy's station  doesn't  have  svsdng,  Betty 
inakes  no  bones  about  tuning  in 
another  with  swing,  even  if  it  is. 
a  hot  competitor. 

Just  to  be  sure  he  doesn't  miss 
anything  on  the  air,  Berkeley  has 
eight  sets  in  his  home,  including- five  table  or  cabinet  models  and 

three  portables.  There's  even  a  set in  the  bathroom,  which  incidentally 
also  boasts  a  telephone. 

No  lover  of  organized  sports,  he 
does  like  his  exercise.  He  goes  for 
table  tennis,  badminton  and  golf. 
He  is  a  whiz  at  table  tennis,  fair  at 
badminton  and  terrible  at  golf. 
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PHIL  EVANS 
Director, 

Farm  Service 

He  supervises 
nearly  30  solid  hours  of 
farm  service  programs 
presented  by  KMBC 

each  week.  Nationally- 
known  livestock  execu- 

tive, he's  the  former 
Goodyear  Farm  Com- 

mentator on  NBC. 

BOB  RILEY 
KMBC 

Markefcasfer 

For  the  4th  year, 
KMBC  is  the  only 

station  authorized  to 
broadcast  market  reports 

direct  from  the  K.  C. 
Livestock  Exchange. 
Bob  Riley  is  heard  on 
KMBC  exclusively. 

THESE  ARE  THE  TWO 

MOST  POPULAR  FARM 

RADIO  PERSONALITIES 

IN  THIS  VAST  AGRI- 

CULTURAL AREA.  THE 

MOST  POPULAR  FARM 

SERVICE  STATION, 

OF  COURSE,  IS 

OF  KANSAS  CITY 

Free  &  Peters,  Inc.      CBS  Basic  Network 

BEtt
IND 

DAN  O'BRIEN,  Alton  Kastner  and 
Oliver  Vaughn  of  NBC's  press  de- partment, left  last  weekend  for  duty 
with  armed  services.  Kastner  and 
Vaughn  on  Aug.  8  will  start  prelimi- 

nary training  for  officers  commissions 
in  the  Navy,  while  O'Brien  has  ac- cepted a  commission  in  the  Marine Corps. 

CHARLOTTE  MOORE  LEWIS, 
dau?luer  of  Mr.  and  Mrs.  Edwin  Con- 

stant Lewis,  of  White  Plains,  N. 
Y.,  was  to  be  married  Aug.  2  to 
Thomas  Asa  Gage,  of  Kinderhook, 
N.  Y.  Her  mother,  Mrs.  Dorothy 
Lewis,  is  coordinator  of  listener  ac- 

tivities of  the  NAB. 

LILLIAN  WINTER  REILLY,  wif., 
of  Jack  Reilly,  KOY,  Phoenix,  man- 

ager, has  joined  the  Woman's  Army Auxiliary  Corps  and  is  taking  the 
officer  training  course  at  Fort  Des Moines. 

JOHN  E.  MURPHY,  staff  writer  of 
the  Cincinnati  Post  for  11  years,  has 
been  named  publicity  director  of 
WCKY,  Cincinnati,  according  to  L.  B. 
Wilson,  president  and  general  man- 

ager. Elmer  H.  Dressman,  continuity 
writer  and  former  publicity  director, 
will  devote  his  full  time  to  continuity. 

BETTE  JEAN  MINER  has  been  ap- 
pointed traffic  manager  of  KFRE, 

Fresno,  Cal.,  succeeding  Mrs.  Eve- 
lyn Vail,  resigned. 

KENNETH  AITKEN,  announcer- 
technician  of  KFRE,  Fresno,  Cal.,  re- 

cently became  the  father  of  a  girl. 
MIKE  FRANKOVITCH,  formerly 
KFAC,  Los  Angeles,  sports  an- 

nouncer and  a  first  lieutenant  in  the 
Air  Corps  Reserves,  has  reported  to 
officers  training  school  at  Miami 
Beach. 

CLYDE  CADWELL,  formerly  of 
NBC  Hollywood  guest  relations  staff 
has  joined  KIEV,  Glendale,  Cal.,  as 
announcer.  He  replaces  L.  E.  Patrick 
who  resigned  to  join  the  Navy. 

DICK  TERRY,  announcer  of  KMTR, 
Hollvwood,  has  been  inducted  into  the 
Army.  He  recently  married  June 
Preisser,  film  actress. 

JIMMY  HAYES,  former  KOY, 
Phoenix,  announcer,  and  now  a  Naval 
Reserve  cadet,  is  taking  pre-flight 
training  at  St.  Mary's  College  near Oakland,  Cal. 

AL  CHANCE,  producer  of  WBBM, 
Chicago,  is  the  father  of  a  boy,  William 
Forrest,  born  July  22. 

WHEB's  'Youngest' 
KEITH  BOSS,  staff  an- 

nouncer at  WHEB,  Ports- 
mouth, N.  H.,  began  his  an- 

nouncing duties  with  the 
station  just  after  his  13th 
birthday.  He  has  been  with 
the  station  almost  four  years. 
A-lthough  going  on  17  Keith 
is  already  6  feet  4! 

RALPH  KISH,  formerly  of  the  adver- tising and  sales  promotion  department 
of  Gotham  Gold  Stripe  Co.,  New  York, 
has  joined  the  announcing  staff  of 
WWRL,  New  York,  replacing  Hal 
Graves,  who  has  joined  WGBB,  Free- 
port,  N.  Y. 
BILL  HOWARD,  former  CBS  page, 
recently  assigned  to  the  statistical  di- vision of  the  CBS  copyright  division, 
is  directing  Curtain  at  9,  half-hour dramatic  show  heard  Sundays  on 
WBYN,  Brooklyn. 

ZACK  HILL,  formerly  of  WJBK, 
Detroit,  has  joined  WWJ,  Detroit. 
Myron  Golden,  WWJ  continuity  writ- er, is  now  with  NBC  Chicago.  Janet 
Jenkins,  former  secretary  to  Ty  Tyson, 
WWJ  sportscaster,  in  now  in  officers 
training  school  with  the  WAAC  in  Des Moines. 

JAMES  CIPRIANO,  announcer  of 
WBRY,  Waterbury,  has  joined  the 
Army  Signal  Corps. 
MURIEL  DARVILLE  has  been 
added  to  the  continuity  staff,  Stewart 
Cameron  to  special  features,  and 
Larry  Roller  to  production  at  WJNO, 
West  Palm  Beach,  Fla. 

DON  ALBERT,  musical  director  and 
orchestra  leader  of  WHN,  New  York, 
has  been  appointed  conductor  of  the 
New  Jersey  WPA  Philharmonic  Or- chestra, broadcasts  weekly  over  WHN. 

Younger  Still 
LATEST  claimant  to  the 

title  of  radio's  youngest  is 
Charles  Grady,  announcer- 
operator  of  WLOK,  Lima,  O. 
The  station  in  answer  to 
claim  of  Jack  Merriman, 
KROY,  Sacramento  [Broad- casting, July  20],  says  that 
Grady  joined  the  station  on 
May  1,  just  19  weeks  after his  16th  birtday.  Last  week 
WDRC-W65H,  Hartford,  bet- 

tered the  record  by  entering 
its  16-year-old  control  oper- 

ator, Jack  Lennoff.  However, 
this  newest  entry  of  WLOK 
is  younger  by  34  days. 

CHAT 
T  A  N O  O  G  A 

TEN 

representative:    PftUL   H    RAVMEH  CO- 

ED  HARVEY,  news  writer  of 
WBBM,  Chicago,  has  been  commis- sioned an  ensign  in  the  Navy,  as- 

signed temporarily  to  Great  Lakes, 
111.  He  is  succeeded  by  Earl  Horrigan, 
formerly  editor  of  the  house  organ  of 
Hibbard,  Spencer  &  Bartlett,  Chicago. 
JOHN  LINDSAY,  formerly  program 
director  of  WEIM,  Fitchburg,  Mass., 
and  Al  Gerard,  previously  chief  an- nouncer of  WGKV,  Charleston,  W. 
Va.,  have  joined  WTRY,  Troy,  N.  Y. 
ROBERT  SANFORD  of  New  York 
has  been  named  head  of  the  public 
relations  department  of  WORL,  Bos- 
ton. 

BOB  GENTRY,  formerly  program  di- 
rector and  continuity  editor  of  KOMO- 

KJR,  Seattle,  has  joined  the  Army 
Air  Forces.  John  Pearson  succeeds him. 

JOHN  BURTON  has  replaced  Wil- liam Parker  as  commentator  on  the 
six  -  weekly  quarter  -  hour  program. 
Inside  the  News,  sponsored  by  Thrifty 
Drug  Co.,  Los  Angeles  (chain),  on KFI,  that  city. 

JERRY  ORNSTEIN  has  joined  the 
announcing  staff  of  WPEN,  Phila- 

delphia, succeeding  Jerry  Piven. 
ROSELYND  LARGMAN,  continuity 
writer  of  W53PH,  adjunct  of  WFIL. 
Philadelphia,  has  taken  over  the  post  of 
continuity  writer  for  WFIL,  succeed- 

ing Frieda  Bloom,  who  resigned  to  be married. 

C.  CABANNE  LINK,  publicity  direc- 
tor of  KMOX,  St.  Louis,  has  been 

called  into  the  Army  and  is  stationed 
at  Jefferson  Barracks,  Mo.  His  secre- 

tary. MiTP-nerite  Moorman,  is  assum- 
ing his  duties  temporarily. 

ERNIE  SANDERS,  formerly  an  an- nouncer of  WHO,  Des  Moines,  has 
been  promoted  to  the  rank  of  major. 
Maj.  Sanders  is  currently  in  a  vet- erans hospital  at  Muskogee,  Okla., 
while  a  fractured  arm  mends. 

LEWIS  W.  SHOLLENBERGER, 
formerly  of  the  United  Press  Washing- 

ton staff,  has  joined  the  newsroom  of 
WJSV,  Washington. 
ROLAND  TRENCHARD,  long  in 
radio,  and  recently  head  of  the 
O'Mealie  Outdoor  Adv.  Co.  promotion 
department,  is  now  public  relations  di- rector of  WAAT,  Jersey  City. 

SHERWOOD  DURKIN,  announcer 
of  KMBC,  Kansas  City,  known  as 
Harry  Douglas,  has  joined  the  Army, 
and  is  temporarily  stationed  at  Fort 
Leavenworth.  Pvt.  Myron  Curry,  for- 

merly an  announcer  of  KMBC,  is  at 
the  radio  school,  Scott  Field,  111. 
ROBERT  MADDOCK,  formerly  night 
bureau  manager  of  UP  in  Milwaukee 
and  staff  writer  of  UP,  Chicago,  has 
joined  the  newsroom  of  WGN,  Chicago. 
JOHN  LAIR,  music  director  of  WLS, 
Chicago,  six  years  ago,  has  returned 
to  WLS  to  assist  in  planning,  writ- 

ing and  production  of  the  'National Barn  Dance.  He  will  work  two  days 
weekly  in  Chicago  and  commute  from 
his  home  in  Renfro  Valley,  Mt.  Ver- non, Ky. 

HOWARD  BLACK,  former  announc- er of  WMMN,  Fairmount,  W.  Va. 
has  returned  to  WLS,  Chicago  as  m.  c. 
of  Smile  A  While,  early  morning 
participating  program  six  days  weekly. 

GEORGE  OSWALD,  guide  of  NBC- Chicago,  has  entered  the  Army. 
JUNE  MERRILL,  formerly  conductor 
of  a  women's  program  on  WIOD, 
Miami,  has  joined  WLS,  Chicago,  suc- 

ceeding Jane  Tucker  on  a  similar 
program  heard  six  quarter-hours weekly.  Miss  Tucker  recently  resigned 
to  be  married  to  C.  O.  Swayzee,  of Washington. 

JOHNNY  WILCOX,  announcer  of 
WHBF,  Rock  Island,  111.,  has  become the  father  of  a  baby  girl. 

RAY  VALLEN,  formerly  salesman  of 
WIOD,  Miami,  is  now  a  private  at Ft.  Bragg,  N.  C. 
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WAYNE  GRIFFIN,  formerly  pro- 
gram director  of  KFTR,  Bismarck, 

N.  D.,  is  now  an  announcer  with 
BLUE  Cliicago.  Bob  MacLeod,  an- nouncer of  KFYR,  has  succeeded 
Griffin.  Cal  Culver,  formerly  of  KFIZ, 
Fond  du  Lac,  Wis.,  has  joined  KFYR 
as  an  announcer. 

ROY  VERRBT,  formerly  of  WHJB, 
Greensburg,  Pa.;  KQV,  Pittsburgh; 
and  WKAT,  Miami  Beach,  has  joined 
the  program  department  of  WIOD, 
Miami. 

RALPH  LANGLEY,  formerly  of 
KTUC,  Tucson,  Ariz.;  Ronald  Rule, 
from  KFPY,  Spokane;  Herb  Smith, 
from  KOH,  Reno  ;  and  Charles  Jack- 

son, of  Portland,  have  joined  the  an- 
nouncing staff  of  KOIN,  Portland. 

JOHN  WREDEN,  Hollywood  writer, 
has  been  signed  for  the  weekly  NB(j 
Great  Oildersleeve,  sponsored  by 
Kraft  Cheese  Co.  when  the  series  re- 

sumes in  the  fall.  He  succeeds  Leonard 
Levinson,  who  resigned  to  join  the 
radio  division  of  the  OWL 

JOHN  B.  HUGHElS,  Hollywood  com- 
mentator of  Mutual-Don  Lee  Net- 

work, has  been  signed  for  a  series  of 
weekly  lectures  titled  'Bombs  Over 
America,'  to  be  given  at  the  College of  Life.  Los  Angeles. 
BILL  SABRANSKY,  NBC  Holly- 

wood organist,  has  joined  the  Army 
Air  Force  and  is  stationed  at  Santa 
Ana,  Cal. 
HUGH  BRENNEMAN,  formerly  of 
WTCM,  Traverse  City,  Mich.,  has 
joined  the  announcing  staff  of  WFDF, 
Flint,  Mich. 
LARRY  ROTHMAN,  formerly  pro- 

gram director  of  WALB,  Albany,  Ga., 
is  now  an  officer  candidate  at  Camp 
Davis,  N.  C. 
FRED  HAYES,  formerly  of  WBLK, 
Clarksburg,  W.  Va.,  has  joined  the 
announcing  staff  of  WSAZ,  Hunting- 

ton, W  .Va.  James  Martin,  news  edi- 
tor, and  continuity  director  of  WSAZ, 

recently  became  the  father  of  a  baby 
girl. 
RALF  BRENT  has  been  appointed 
program  director  of  W47NY,  New 
York. 

NEAL  MOYLAN,  special  events  di- 
rector of  WFBL,  Syracuse,  has  been 

accepted  for  the  Army  Air  Forces. 
He  remains  at  WFBL  subject  to  call. 
Harmony  House  on  WWDC,  Wash- 

ington. The  program  consists  of  inter- 
views, comments  on  Washington 

women,  and  recorded  music. 

MARY  DORR,  formerly  in  radio 
at  Oakland,  Cal.,  is  now  conducting 
JAMES  G.  MACDONALD,  BLUE 
news  commentator,  has  resigned  from 
the  New  York  City  Board  of  Edu- 

cation to  devote  full  time  to  his  news 
broadcasts,  which  are  scheduled  five 
times  weekly  2  :30-2  :45  p.m.,  and  Sat- 

urday evenings  at  9 :45. 

KATHRYN  CRAVENS,  womens 
news  commentator  who  has  conducted 
News  Through  a  Woman's  Eyes,  five weekly  program  on  WNEW,  New 
l^ork,  has  resigned.  She  will  continue as  a  radio  commentator,  but  has  not 
yet  announced  further  details  as  to 
her  plans.  No  replacement  has  been 
announced  at  WNEW. 

KYA  Staff  Shifts 

A  NUMBER  of  personnel  changes 
have  been  made  at  KYA,  San 
Francisco,  recently  purchased  from 
the  Hearst  Radio  Inc.  by  the  Palo 
Alto  Broadcasting  Ltd.,  whose 
president  is  Wilfred  Davis.  Pro- 

gram and  assistant  manager  is  Edd 
Rountree,  succeeding  Deane  Stew- 

art, now  with  KQW,  San  Jose.  Don 
Fedderson  has  been  named  sales 
manager.  No  longer  connected  with 
the  station  are  Lilian  Holmes  for- 

merly sales  coordinator;  Ruth  Kea- 
tor,  publicity  director  and  director 
of  home  economics  programs; 
George  Taylor,  account  executive, 
now  program  director  of  KSAN, 
San  Francisco ;  Hal  Mclntyre,  chief 
announcer,  now  a  technician  with 
KSFO;  Connie  Duprey,  reception- 

ist; and  Darrell  Donnell,  newscast- 
er, who  has  been  commissioned  a 

lieutenant  in  the  Navy.  Clarence 
Leisure  has  been  named  chief  an- 

nouncer and  Paul  Schulz  remains 
as  chief  engineer  as  well  as  being- named  to  the  executive  staff  of  the 
station's  policy  -  making  board. 
Janet  Kistemann,  traffic  manager, 
remains. 

IRVING  STROUSE,  program  man- 
ager of  WINS,  New  York,  has  re- 

signed. His  duties  will  be  absorbed 
temporarily  by  Bill  Harding,  chief 
announcer,  Ed  Oates  of  the  engi- 

neering staff,  and  Mrs.  Hazel  Bower, 
who  handles  programming. 
JOHN  HARPER,  CBS  staff  an- 

nouncer, has  left  the  network  to  pro- 
duce technical  films  for  the  Army  Air 

Force  at  Wright  Field  in  Dayton. 
BARL  MULLIN,  BLUE  publicity 
manager,  on  July  31  gave  a  talk  on 
"Radio's  Coverage  of  the  War"  be- 

fore the  senior  class  of  Scarsdale  High 
School,  Scarsdale,  N.  Y. 
IDELLA  GRINDLAY,  office  man- 

ager of  the  NBC  production  division, 
has  received  a  military  leave  of  ab- 

sence to  serve  as  administrative  as- 
sistant to  Capt.  Howard  L.  Nuss- 

baum,  chief  of  radio,  public  relations 
division,  Army  Air  Force.  Her  hus- 

band is  Edgar  P.  Kempr,  former  NBC 
supervisor  of  master  control,  now  on 
active  duty  with  the  Navy. 
CARTER  REYNOLDS,  formerly  of 
WMT,  Cedar  Rapids,  la.,  is  now  an- 

nouncing for  KSO-KRNT,  Des  Moines, 
pending  his  Army  induction. 
JAMBS  A.  COCHRAN,  in  a  person- 

nel shift  at  WSPD,  Toledo,  has  been 
appointed  acting  production  manager ; 
Bob  Evans,  sports  announcer,  is  han- 

dling special  events ;  and  Glenn  Jack- son has  been  named  chief  announcer. 

630    KC.    5000    WATTS    DAY  AND 
NIGHT  BLUE  NETWORK 

^EVD
 

NEW  YORK'S  STATION  OF 
DISTINCTIVE  FEATURES 

NOW 5000 WATTS 

The  nnique  position  of  WEVD  with  a  large 
flection  of  Metropolitan  New  York's  radio 
audience  is  evidenced  by— 

(1).  The  feature  boxes  of  newspaper 
radio  prograni  pa^^es 

(2.)  The  laree  number  of  famous  adver- 
tisers on  the  station  continuously 

year  after  year. 
Ask   for   "Who'B    Who   On    WEVD**   .   .  . ^     jenC  on  request* 

WEVD 
117-119  West  46th   St.,   New  York,   N.  K. 

( already  on  60  stations  with  an 
amazing  history  of  success) 

4  Years  Coast-to-Coast  Mutual  Network! 

U.  S.  OLYMPIC  GAMES  STAR! 

Said  TIME  Magazine:  "Enormously  popular  with  sports  ad- 
dicts, he  has  been  a  big  help  in  boosting  the  sale  of  Phillies, 

claimed  to  be  over  half  a  billion  cigars  a  year,  in  keeping 
Bayuk  Cigars,  Inc.  in  the  black.  ...  A  one-time  high  school 
teacher  from  U.C.L.A.,  Baiter  wrote  action  stories  for  the 
pulps,  treated  scripts  for  Universal  ...  he  squeezes  the  last 
drop  of  melodrama  out  of  horse  racing,  ball  games,  fights, 
wrestling  bouts."  390  5-minute  stories  titled  "ONE  for  the 
BOOK — by  Sam  Baiter"  .  .  .  exciting,  dramatic,  tense  moments 
in  sports.  Transcribed! 

r   ■  ^ WRtTE  OR  WIRE  FOR  RATES  AND  AVAILABILITIES 

FREDERIC  W.  2 1  y  INCORPORATED 
•  2436    READING    ROAD,   CINCINNATI,  OHIO 

•  4  8  5    MADISON    AVENUE,    NEW    YORK  CITY 
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HUTH  HUTCHINSON,  formerly  of 
WLOG,  Logan,  W.  Va.,  is  now  wom- 

en's program  director  of  WBRW, Welch,  W.  Va.  Sid  Tear,  formerly  of 
WSJS,  Winston-Salem,  is  now  an- 

nouncer-engineer at  WBRW. 

GLADYS  HEEN,  actress  of  NBC- 
Chicago,  on  July  2G  was  married  to 
William  T.  Ragsdale  Jr.,  of  Chi- 
cago. 

DEANE  STEWART,  formerly  pro- 
gram director  of  KYA,  San  Fran- 
cisco, has  joined  KQW,  San  Fran- cisco. 

LEITH  STEVENS,  Hollywood  musi- 
■cal  director  of  the  weekly  NBC  Re- 
markahle  Miss  Tuttle,  is  recovering 
from  injuries  received  when  thrown 
from  a  horse. 

GENE  ENGLISH,  formerly  in  charge 
■of  auditions  at  KNX,  Hollywood,  is 
the  father  of  a  girl  born  July  25. 
English  recently  resigned  to  take  a 
Government  war  po;:t. 

LT.  STARR  SMITH.  Army  Air 
Forces,  formerly  special  events  an- 

nouncer of  KALB,  Alexandria.  Ln., 
on  July  15  married  Virginia  Seifert. 
FRANK  WISE,  former  night  coordi- 

nator of  KSL,  Salt  Lake  City,  has 
joined  the  Army  Signal  Corps  at  Fort 
iVIonmouth,  N.  J. 
BILL  McCRORY,  formerly  of  KTHS, 
Hot  Springs,  Ark.,  has  joined  the 
announcing  staff  of  KSO-KRNT,  Des Moines,  la. 
JOHN  KLOPMAN,  assistant  to  Bill 
Webb,  NBC  director  of  institutional 
promotion,  reports  for  Army  duty  at 
Camp  Dix  July  30.  He  is  replaced  by 
Brendan  Griswold,  recently  engaged  in 
NBC's  personnel  survey. 
ISABELLA  KING  BEACH,  who 
gives  recipes  during  commercial  an- 

nouncements on  NBC  Vic  &  8ade, 
sponsored  by  Procter  &  Gamble  Co., 
is  writing  a  book  on  cooking  and  home 
making  for  the  New  York  Herald- Trihune. 

^*NO  REFtECTION  ON  OTHERS-  BUT  WOAY, 

AT  FARGO.  IS  THE  OHU  STATION  COVERING 

THE  WHOLE  RED  RIVER  VALLEY  AND  ITS 

$626,OOQOOO  EFFECTIVE  SVYIHG  IHCOtAE!" 

WDAY  FARGO,  N.  O.  5000  W ATTS^NBC 

'%     AFFILIATED  WITH  THE  FARGO  FORUM 
FREE  &  PETERS,  NAT'l.  REPRESf  NTATIVES 

LADIESL 

SALLY  MARTIN 

IT  TAKES  personality  an
d plenty  of  it  to  get  movie  stars, 

major  league  baseball  players 
and  orchestra  leaders  out  of 

bed  before  noon.  Sally  Martin  does 
it  practically  every  day  for  WDBO, 
Orlando,  Fla.,  on  her  Voice  of  the 
Sun  Empire  program.  From  11:15- 
11:30  a.m.,  Sally  chats  with  celebri- 

ties about  books,  food,  movies, 
clothes  in  an  informal  and  casually 
humorous  way. 

But  Sally's  interest  in  human 
nature  goes  further  than  celebri- 

ties. Her  featured  guest  may  be  a 
little  four-year-old  with  a  doll  in 
her  arms,  or  a  grandfather  inter- 

ested in  old-time  recipes. 
Ambidextrous  was  the  word  for 

Sally  when  she  started  in  radio  fol- 
lowing a  background  of  newspaper 

columning,  kindergarten  instruct- 
ing, college  dramatics  and  writing 

of  music  and  poetry.  In  addition  to 
stenographic  duties  she  filled  in  on 
the  studio  organ  and  piano.  She  still 
writes  music;  her  latest  song, 
"Pennies  in  a  Tea  Cup",  was  pub- 

lished by  BMI  and  a  vocal  compo- 
sition, "Curfew",  recently  was 

awarded  a  second  prize  by  the 
Florida  Poetry  Society.  Other  ex- 

tra-curricular activity  includes  en- 
tertaining boys  in  khaki  at  service 

clubs  and  organist  in  a  church. 
Sally's  real  name,  by  the  way,  is 

Myrtle  Louise  Garry. 

JACK  SHERMAN  of  the  production 
staff  of  WHBF,  Rock  Island,  111.,  has 
been  appointed  production  director. 

Scripts  Offered  Gratis 

By  Writers'  War  Board 
WRITERS'  War  Board,  New 
York,  in  cooperation  with  the  Assn. 
for  Education  by  Radio,  is  sending 
each  month  to  schools  and  colleges 
active  in  local  educational  broad- 

casting a  "War  Script  of  the 
Month."  The  contribution,  royalty 
free  for  local  non-commercial  use, 
is  aimed  to  help  schools  participate 
in  the  war  effort. 

Erik  Barnouw,  Columbia  U,  is 
chairman  of  the  committee  for  se- 

lection of  scripts,  appointed  jointly 
by  the  WWB  and  AER.  Other 
members  are  Joseph  Brechner  and 
Glenn  Wheaton,  War  Dept.;  Wil- 

son Bower  and  Elizabeth  Gunning- 
ham,  Los  Angeles  County  Schools; 
Norman  Corwin;  John  Garlile,  U 
of  Alabama;  Arch  Obeler;  Jean 
Simpson,  Chicago  Radio  Council; 
Carlton  D.  Morse;  Luella  Hoskins, 
New  York  U;  Clara  Nelson. 

First  script  sent  out  during  July 

was  Stephen  Vincent  Benet's  half- hour  play  They  Burned  The  Books. 
Future  scripts  will  vary  in  length. 

WOR  Changes 

RECENT  personnel  changes  in 
the  engineering  division  of  WOR, 
New  York,  include  the  transfer  of 
Gerre  Barton  from  public  address 
to  regular  broadcast  operations. 
Joseph  Brovm  replaces  Harry 
Brown  as  non-technical  building 
maintenance  technician  of  the 

Carteret,  N.  J.,  transmitter.  Tem- 
porary replacements  to  fill  vacan- cies created  by  those  leaving  to 

enter  military  service  include : 
Bernard  Boyle,  acting  senior  super- 

visor, for  Paul  Reveal;  Howard 
Donniez,  acting  assistant  super- 

visor, for  Cyrus  Samuelson;  Lewis 
Tower  and  William  Boher,  acting 
assistant  junior  supervisors,  for 
Donniez  and  Boyle. 

Gunnison  Safe 

ROYAL  ARCH  GUNNISON,  for- 
mer MBS  correspondent  in  Manila, 

who  with  his  wife  was  reported 
interned  in  that  city  by  the  Japa- 

nese, has  been  reported  safe  in  the 
official  list  of  war  prisoners  re- 

leased by  the  American  Red  Cross, 
according  to  word  received  last 
week  by  his  mother,  Mrs.  Helena 
Gunnison,  of  Seattle. 

RCA-VICTOR,  New  York,  has  added 
a  weekly  series  titled  Our  Musical 
Chain  to  its  list  of  27  musical  features 
now  being  shortwaved  to  Latin  Ameri- ca, via  NBC. 
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PIONEER  SHEPARD 
Veteran  Celebrates  20  Years 

 In  Broadcasting  
EEPUTED  to  be  the  first  broad- 

caster to  conceive  and  execute  the 
idea  of  network  broadcasting  when 
his  Boston  station  WNAC  on  Jan.  4, 
1923  was  hooked 
up  for  3%  hours 
with   the   then  ,  > 
AT&T's  New 
York  station 
WEAP,  John 
Shepard  3d  on 
July  31  cele- 

brated 20  years 
in  the  broadcast- 

ing industry.  The 
date  was  also  the 

annive  r  s  a  r  y  of  ̂ r.  Shepard 
the  opening  of  WNAC. 

For  the  veteran  Mr.  Shepard 
many  "firsts"  are  claimed — 

First  to  recognize  the  value  of 
sports  events  as  radio  entertain- 
anent;  first  to  popularize  FM;  first 
to  broadcast  a  complete  opera, 
.first  to  give  radio  complete  weather 
;service;  first  to  set  up  an  inde- 

pendent news  gathering  service; 
^rst  to  use  the  halfwave  vertical 
antenna;  first  to  use  live  and  dead- 

end studios;  first  to  construct 
studios  expressly  for  FM;  the  first 
to  conduct  a  listener  survey. 

He  started  broadcasting  July  31, 
1922  when  the  assets  of  WNAC 
consisted  of  two  announcers,  a  con- 

trol room,  a  clothesline  antenna 
and  his  own  belief  in  the  future  of 

radio.  He  was  then  in  his  family's department  store  business. 
Today,  in  addition  to  heading 

the  Yankee  Network,  he  is  past 
president  of  FM  Broadcasters  Inc., 
president  of  American  Network, 
the  coast-to-coast  FM  chain;  chair- 

man of  the  Broadcasters  Victory 
Council;  past  president  of  the  Na- 

tional Assn.  of  Regional  Broadcast 
Stations;  one  of  the  founders  of 
Broadcast  Music  Inc.;  and  a  mem- 

ber of  the  board  of  MBS. 

Japs  Ban  Manufacture, 

Seize  Equipment  in  P.  I. 

STEPS  to  stop  "illegal  wireless 
communication  and  broadcasts"  in 
the  Philippines  are  being  taken  by 
the  Japanese,  according  to  broad- 

casts by  the  Japanese-controlled 
radio  at  Manila  received  by  the 
FCC. 
The  order.  Military  Ordinance 

No.  16,  stated  that  the  manufacture 
or  the  acquisition  of  wireless  tele- 

graph or  telephone  apparatus  or 
equipment  was  prohibited  and  all 
such  materials  vrill  be  purchased 
by  the  Japanese  forces.  The  ordi- 

nance warned  that  all  violators 
would  be  severely  punished  accord- 

ing to  military  law.  Repairs  of 
radio  receiving  sets  and  sales  of 
parts  required  for  such  repairs 
were  exempted  from  the  order. 

WILLIAM  L.  MARTIN,  tradhig  as 
the  Waterbury  Pen  Co.  and  Radio  Ad- 

vertising Service,  Chicago,  has  en- 
tered a  stipulation  with  the  Federal 

Trade  Commission  in  which  he  agreed 
to  discontinue  using  the  name  Water- 
bury  in  connection  with  or  as  part  ol' the  trade  name  for  his  fountain  pens  ; 
representing  that  the  pens  are  manu- 

factured by  a  nationally  known  manu- 
facturer or  that  he  manufactures  the 

pens  or  actually  owns  or  controls  the 
factory  in  which  they  are  manu- factured. 

Western  Writers  Convene 

WRITERS'  Conference  of  the  West 
has  been  scheduled  Aug.  28-30  in 
Oakland,  Cal.,  according  to  an  an- 

nouncement by  Eva  Louise  Blum, 
publicity  chairman.  The  Confer- 

ence is  sponsored  by  the  California 
Writers  Club  and  will  have  a  radio 
section  under  the  direction  of  Eliza- 

beth Pennell,  formerly  of  CBS  and 
KROW,  Oakland,  and  now  man- 

ager of  Ewing  C.  Kelly  Advertis- 
ing, San  Francisco.  Also  featured 

will  be  a  radio  script  contest. 

Film  Rights  Sold 
COLUMBIA  PICTURES  has  con- 

tracted for  exclusive  screen  rights  to 
thf  radio  series  on  CBS  titled  The 
Crime  Doctor,  which  is  sponsored  by 
I'hilip  Morris  &  Co.,  New  York,  for 
its  cigarettes.  Warner  Baxter  will 
be  the  star  of  the  screen  series,  two 
of  which  will  be  produced  annually, 
the  first  to  go  into  production  in 
November.  Graham  Baker  of  Holly- 

wood will  write  the  screen  version, 
and  Rali)h  A.  Cohn  will  be  producer. 
A';enoy  for  the  radio  series  is  Blow 
Co..  Npw  Yo'-Jc. 

YEN  TO  CLOWN  is  Dave  Murphy's 
obsession  (r),  announcer  of  WGY, 
Schenectady,  and  garbed  in  the 
robes  of  the  ancient  profession  he 
interviews  a  Ringling  Brothers 
clown.  In  fact  he  performed  with 
the  troupe  during  its  local  perform- 

ance. For  the  past  two  years,  Mur- 
phy has  spent  his  annual  vacation 

working  as  a  novice  clown  with  the 
Rins-ling  Bros.  Circus. 

Radio  Service  Problem 

Is  Forecast  by  Manson 
POINTING  OUT  that  because  of 

gas  rationing  and  the  tire  short- 
age, pick-ups  and  deliveries  of 

radios  for  repair  may  soon  disap- 
pear entirely,  Stanley  H.  Manson, 

service  manager  of  the  Stromberg- 
Carlson  Tel.  Mfg.  Co.,  recently 

told  a  convention  of  his  company's salesmen  in  Rochester  that  Amer- 
ica's radio  service  men  may  soon 

be  seen  only  by  appointment. 
Mr.  Manson  declared,  however, 

the  new  condition  will  work  to  the 
customer's  advantage,  asserting 
that  most  repair  jobs  are  being 
done  expertly  since  radio  repair 
store  proprietors  themselves  are 
doing  the  work  because  of  assist- 

ants being  drafted.  He  also  said 
that  with  large  manufacturers  de- 

voting more  emphasis  than  ever  to 
radio  repair  work  he  saw  no  rea- 

son to  expect  a  great  drop  in  the 
number  of  radios  now  functioning. 

The  convention  was  attended  by 
sales  members  of  the  radio,  sound, 
and  telephone  systems  of  Strom- 
berg-Carlson. 
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PAMPHLET  ANSWERS 

WAR  ADS  QUERIES 
FOR  THOSE  debating  the  question 
of  continuing  advertising  in  war- 

time, Reiss  Advex'tising,  New  York, 
is  distributing  a  pamphlet  which 
it  claims  will  answer  all  queries 
on  the  need  for  such  advertising. 

The  pamphlet  covers  the  study 
titled:  "How  70  advertisers  an- 

swered: 'How  shall  we  advertise 
during  the  war?' "  and  examines themes  developed  in  recent  months 
by  advertisers  of  all  sizes  and  in 
all  industries.  The  study,  the 
agency  declares,  reveals  the  "ap- 

parent" fact  that  both  manufac- turers and  agencies  have  been  too 
busy  to  work  out  soundly,  domestic 
wartime  advertising  campaigns  on 
a  par  with  their  peacetime  efforts. 

Copies  may  be  obtained  free  from 
the  agency's  office,  221  W.  57th  St., New  York  City. 

NEWS  SELLS  HEARING  AIDS 

Commercials  Aimed  at  Hay  Fever  Victims  Also 

— "Highly  Successful",  Says  Drug  Chain  Head — 

TO  FACILITATE  early  morning 
programming,  Standard  Radio  is  send- 

ing its  subscribers,  along  with  its 
monthly  continuity  releases,  a  lineup 
of  balanced  selections  for  complete 
musical  clock  programs. 

DR.   DWIGHT   H.  STOUGHTON 
Stoughton  Drug  Stores  Hartford 

FIVE  YEARS  ago,  the  four 
Stoughton  Drug  Stores  in  Greater 
Hartford  began  sponsorship  of  a 
Sunday  noon  15-minute  news  pe- 

riod over  Station  WDRC. 
In  those  days,  and  even  today, 

radio  sponsorship  by  a  drug  store 
is  rare,  and  so  our  move  into  radio 
advertising  was  somewhat  of  a 

pioneer  step  and  an  experiment.  It's 
been  highly  successful.  We  haven't missed  a  Sunday  news  program 
since  the  first  day  the  Stoughton 
Stores  went  on  the  air.  We  can  tell 
that  radio  is  doing  a  good  job  for 

us,  and  here's  how  we  know. 
The  Stoughton  Stores  are  one  of 

the  two  outlets  in  Connecticut  for 
the  Western  Electric  Audiphone, 

HARE   TO   BEAT   A  TORTOISE! 

980  KC      5000  WATTS 

RED   NETWORK  OF  NATIONAL  BROADCASTING  CO. 
Represented  Nationally  by  NBC  Spot  Sales  Officet  in  Washington  —  New 
York— Chicago— San  Franeiseo—Botton— Cleveland— Denver  and  Hollywood 

•  Apologies  to  Famous  First  Facts 

a  hearing  device.  It  is  an  expensive 
item,  highly-specialized,  and  the 
only  advertising  we  do  on  it  is 
over  WDRC  on  our  news  program. 

The  response  on  this  hearing  de- 
vice— and  remember,  the  commer- 

cials are  directed  only  at  a  small 
segment  of  the  population  —  has 
been  excellent.  The  leads  on  this 
device  thus  can  definitely  be  traced 
to  our  radio  advertising,  because 
from  where  else,  except  by  word 
of  mouth,  could  the  prospective  cus- 

tomer hear  about  it? 
WDRC  Gets  Credit 

There's  no  question  in  my  mind 
but  that  WDRC  can  be  credited 
with  the  success  of  this  item.  Peo- 

ple who  purchase  the  hearing  de- 
vice come  back  for  batteries  and 

accessories.  They  come,  not  only 
from  the  Hartford  area,  but  from 
several  counties  around,  indicating 
the  coverage  we  get  in  using  radio. 
I'm  perfectly  satisfied  with  our 
program,  and  I  can't  think  of  any- 

thing better  for  us  at  the  moment. 
Virtually  all  of  our  commercials 

have  concentrated  on  the  hearing 
device.  During  the  hay  fever  sea- 

son, however,  we  mention  our  nasal 
filter,  and  this  item  usually  has  a 

good  sale. We  use  no  other  station  but 
WDRC,  and  our  newspaper  adver- 

tising is  sporadic.  We've  been  in business  since  1875  when  my  father 
founded  the  first  Stoughton  Store. 
Now,  we  have  four  stores  in  the 
Hartford  area,  and  a  surgical  sup- 

ply department. Ever  since  we  went  on  the  air 

five  years  ago,  I've  discovered  that 
one  we've  put  on  has  been  just 
a  steady,  regular  program  like  the 
the  thing  for  us,  from  an  institu- 

tional standpoint. 
People  get  used  to  hearing  our 

program  of  news  each  Sunday  at 
the  same  hour.  When  we  first  went 
on,  there  were  no  news  periods  in 
Hartford  anywhere  near  the  noon 
hour.  Now,  similar  programs  have 
sprung  up  on  other  stations,  but 
we're  keeping  right  on  with  ours. 

WSPN 

Synonymous  .  .  .  and  with  5,000  watts 
day  on  its  superb  frequency,  WSGN 
offers  its  top  form  programs  to  more 
farmers  than  ever  before. 

610 
BIRMINGHAM 

Heodley-Rud  Company,  Repi. 

BLUE  NETWORK  end  Mutual 

WMAZ's  Unique  Directional 

WMAZ  COMPLETES 

FIVE-TOWER  ARRAY 

AFTER  three  months  of  installa- 
tion work,  WMAZ's  five-tower  di- rectional antenna  at  Macon,  Ga., 

has  gone  into  operation,  placing  the 
station  on  5,000  watts  day  and 
night,  on  940  kc,  with  night  shad- 

ows protecting  Montreal  and  Mex- 
ico City.  Semi-directional  with  two 

towers  will  be  used  until  sunset, 
while  at  night  the  beam  will  be  to 
the  South. 

Tuning  the  difficult  array  was 
final  job  for  the  duration  for 
Walter  J.  Holey,  Atlanta  consult- 

ant, who  reported  Aug.  1  to  Bendix 
Corp.,  Baltimore.  Installation  was 
accomplished  jointly  by  Holey  and 
George  P.  Rankin  Jr.,  vice-presi- 

dent and  chief  engineer  of  WMAZ. 
The  complicated  directional  con- 

sists of  five  250-foot  Truscon  radia- 
tors spaced  250  feet  apart  on  a 

straight  line  at  right  angles  to  line 
connecting  Montreal  and  Mexico 
City.  It  was  necessary  to  purchase 
a  new  transmitter  location  seven 
miles  northwest  of  the  city  so  that 
full  power  of  directed  signal  would 
most  effectively  cover  Macon  and 
its  trade  territory. 

Pattern  is  in  shape  of  figure  8, 
with  lower  bulge  much  larger  than 
upper.  Directional  was  designed  by 
Page  &  Davis,  and  tuning  units built  bv  Collins  Radio  Co. 
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CONTROL 

i  ROOM 

ROBERT  BAIRD,  Jay  Ferree  and 
Carl  Schultz,  engineers  of  WGN,  Chi- 

cago, are  instructing  Navy  recruits 
in  training  at  Nortliwestern  U,  Evans- 
ton,  111.,  in  operation  of  receivers  and 
transmitters  used  aboard  ship. 
BETTY  BOYER,  Minneapolis  grad- 

uate of  Radcliffe  College,  has  joined 
the  control  room  staff  of  WCCO,  Min- 
neapolis. 
WILLIAM  T.  GILBERT,  of  the  con- 

trol room  staff  of  WKZO,  Kalamazoo, 
went  into  the  armed  forces  last  -week. 
FRANK  EGIDI,  assistant  record- 

ing engineer  of  Compton  Adv.,  New 
York,  has  enlisted  in  the  U.  S.  Coast 
Guard. 

ROBERT  .1.  SINNETT,  chief  engi- 
neer of  WHBF,  Rock  Island,  111.,  re- 

cently became  the  father  of  a  girl. 
HAROLD  SPARKS,  formerly  of 
KSEI.  Pocatello,  Ida.,  has  joined 
KTKC,  Visalia,  Cal.,  as  announcer- 
operator. 
ALFRED  WILSON  and  Joe  Kirk- 
land,  new  to  radio,  have  joined  WIOD, 
Miami,  as  engineers. 

EUGENE  G.  PACK,  chief  engineer  of 
KSL,  Salt  Lake  City,  is  recovering 
from  an  accident  sustained  at  his 
home.  Joe  Shaw,  KSL  control  oper- 

ator, on  Aug.  3  was  to  have  married 
Gwenn  Lee,  former  member  of  the 
KSL  Players. 

HAROLD  STRICK,  formerly  of 
WSYB,  Rutland.  Vt..  has  joined  the 
engineering  staff  of  WTRY,  Troy, N.  Y. 

GUY  BEARD,  transmitter  operator 
of  WPTF,  Raleigh,  is  the  father  of  a 
seven-pound  girl  born  July  17,  his second  child. 

HOWARD  G.  NEWBAUER.  gradu- 
ate of  RCA  Institute,  Chicago,  has 

joined  NBC-Chicago  as  a  maintenance 
engineer. 

SINGER  TO  REPORT 

TO  SIGNAL  CORPS 

CHARLES  SINGER,  transmitter 
chief  of  WOR,  New  York,  has  been 
named  director  of  the  maintenance 
unit  of  the  Optional  Research 
Group  of  the 
Army  Signal 
Corps  and,  fol- 

lowing a  short  va- 
cation, will  report 

for  duty  at  the 
new  War  Depart- 

ment building  at 
Arlington,  Va.  He 
will  do  war  work 
in  a  civilian  ca- 
pacitv  under 
Prof.  William  L.  Mr.  Singer 
Everitt  of  Ohio  State  U.  In  the 
same  group  is  Lynne  C.  Smeby, 
former  NAB  engineering  director, 
who  resigned  recently  to  enter  the 
Government  service. 

Mr.  Singer  recently  has  been  ac- 
tive on  research  designed  to  make 

vital  radio  equipment  last  longer, 
and  at  the  Carteret  plant  of  WOR 
he  worked  out  a  method  for  increas- 

ing the  life  expectancy  of  trans- 
mitter tubes  [Broadcasting,  March 

30].  He  started  in  radio  with  the 
old  WRNY,  New  York,  joined  WOR 
in  1927.  An  old  ship  "sparks"  oper- 

ator, he  was  cited  for  bravery  after 
the  Clyde  liner  Comanche  caught 
fire  and  sank,  having  remained  at 
his  post  until  the  vessel  went  down 
and  being  rescued  at  the  last  min- ute. 

Philco  Moving  Video 
WPTZ.  Philco's  television  station  in 
Philadelphia,  went  off  the  air  tem- 

porarily on  Aug.  1  until  about  the  end 
of  September  to  move  its  main  trans- 

mitter from  the  Philco  plant  in  the 
city  proper  to  a  suburban  site  at 
Wyndmoor,  Pa.  At  Wyndmoor.  the 
transmitter  antenna  will  have  greater elevation. 

Engineering  Session 
SOCIETY  of  Motion  Picture  En- 

gineers has  announced  its  52d 
semi-annual  meeting  will  be  held 
in  New  York  at  the  Hotel  Pennsyl- 

vania, Oct.  27-30,  with  eight  tech- 
nical sessions  scheduled  and  pres- 

entation of  the  Progress  Medal 
and  the  Society's  Journal  Award. 
William  C.  Kunzmann  of  Cleveland, 
convention  vice-president,  will  be 
in  charge  of  the  meeting,  which 
is  subject  to  cancellation. 

ACTING  on  the  unqualified  recom- 
mendation of  an  FCC  inspector  that 

the  present  equipment  of  KGHI.  Lit- 
tle Rock,  Ark.,  is  obsolete  and  that  a 

new  transmitter  is  already  on  hand, 
the  Commission  on  July  28  granted  a 
construction  permit  to  KGHI  to  in- 

stall the  new  transmitter. 
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If  your  station  makes  instantaneous  sound  recordings 

you  will  want  to  have  these  facts: 

Glass  base  recording  discs  are  still  available  for  imme- 
diate delivery.  There  is  no  present  scarcity  of  the  ma- 

terials used  for  making  these  discs  and  the  materials 
have  no  apparent  military  value.  We  are  still  recoating 
used  discs. 

★  ★  ★ 

New  recording  equipment  cannot  be  purchased  by 

broadcasting  stations  or  other  civilian  users.  Conse- 
quently, only  about  10%  of  our  plant  capacity  is  now 

devoted  to  making  recording  equipment,  and  this  for 
government  departments.  The  other  90%  of  our  plant  is 
used  to  manufacture  radio  transmitters  and  receivers, 

amplifiers  and  other  special  communication  equipment 
for  war  uses. 

★  ★  ★ 

We  are  in  the  process  of  doubling  the  size  of  our  plant 
to  aid  our  engineering  department  in  making  more 
efficient  use  of  our  shop  facilities  and  thus  increase  our 
output  of  urgently  needed  military  equipment. 

We  are  still  able  to  furnish  replacement  parts  such  as 
idler  wheels,  turntable  tires,  cutting  heads,  pickups  and 
feedscrews  and  to  recondition  Presto  equipment  for 

stations  entitled  to  use  the  A- 3  preference  rating  for 
maintenance. 

★        ★  ★ 

If  you  have  any  new  and  inexperienced  operators  who 
have  questions  about  the  handling  or  upkeep  of  your 

Presto  equipment,  ask  them  to  write  us.  We'd  like  to 
help  them  if  we  can. 

PRESTO 
In  Other  Ofiei,  Phono  . . .  ATLANTA,  Jock.  4372  •  BOSTON,  Bel.  4S10 
CHICAGO,  Har.  4240  •  CLEVELAND,  Me.  1565  «  DALLAS,  37093  •  OBgVBt, 
Ch.4277  .  DETROIT,  Univ.  1-01  BO  •  HOLLYWOOD,  HII.  91 33  •  KANSAS 
CITY,  Vic,4631  •  MINNEAPOLIS,  Allonlic  4216  •  MONTREAL,  WeL 4218 
PHILADELPHIA,  Penny.  0542  •  ROCHESTER,  Cut.  S54B  •  SAN  FRANCIS- 

CO, Yu.  0231    •   SEATTU,  Sen.  2560   •   WASHINGTON,  D.  C,  Stiep.  4003 
RECORDING  CORP. 
242  WEST  55111  ST.  N.Y. 
World's  Largtti  Manufacturari  of  Inslanfoneovt  Sound  Recording  Bquipm»nf  and  Dh<t 
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XLIV.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  MICHIGAN 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

Rural-Farm  Units 

% Radio Units Radio Units 892 
82  2 733 

586 73  5 431 

6,175 
84^7 

5,232 1,474 66.1 974 1  401 68  1 954 
1  536 

69  2 1  063 
885 76  9 680 

3,412 

84*2 

2.872 3,654 
83.3 

3,045 978 
74  6 

730 
6  985 85  1 5  945 
3  386 86  4 2  924 
4^251 

87^4 

3^714 2.925 
83.4 

2.439 
1  195 71  Y 857 
1  234 

64  5 
796 

1  527 72  3 1  104 

1^224 72^8 
892 

3.752 
89.8 

3,368 

122 
62  0 76 

1  562 76  1 1  189 
626 

84  9 
531 

4,102 
88^6 

3,634 1,279 62.5 800 
6  239 

91  9 
5  734 

1  624 
79  1 

1  284 
951 79  8 759 

1,768 75^2 
1,329 4.202 83.0 
3,488 4  216 

82  5 
3  477 

1  727 
79  4 1  370 4  743 82  4 

3  908 

3 ',908 

90.7 
3^544 3,593 

86.3 

3,100 
854 71  3 609 
901 

79  3 
714 

3  417 82  4 2  814 
4441 88^4 

3^661 3.641 
89.0 

3,240 

752 
68  8 

517 
6  338 

88  2 
5  590 

79 

68  4 54 
739 62,9 465 

3.953 88.5 
3,499 1  303 66  2 

863 

5  228 88  0 4  600 

2 '  695 

89  5 

2 '  413 

'231 

67]  8 

'157 

530 
67.6 

359 
4  352 96  0 

4  179 

1  506 
71  9 

1  083 1  070 76  3 816 

2!  103 79  !o 1.660 
2,457 

79.1 
1.944 2  381 ft 1  901 

2  398 80  3 
1  926 1  345 69  5 

935 4!  675 90!3 
4,222 4,333 

80.9 
3,507 531 fift  ̂  DO  .  0 

362 2  591 87  6 2  269 
3  356 75  6 

2  536 
4!  897 

92^7 
4^540 2,444 73.6 

1,799 
1  217 70 . 1 853 
1  258 

1 0  .  0 
988 

2  090 

'7  A  ft 

1 1 ,  0 
1  564 

'287 

65.5 

'188 

588 63.4 373 
4 , 770 90 . 1 4  300 

1,180 66.2 782 
255 72.7 

185 
6,243 85.5 

5,337 4,929 90  4 4  458 
2!  768 81 !  7 

2!  262 
5,358 

85.2 

4,565 423 75.8 

321 3,943 
88.6 

3,492 5,577 
80.8 

4,505 5,323 82.7 

4,401 3,856 93.0 

3,588 4,023 
94.1 

3,785 
1,427 68.9 

983 
218,890 83.7 183,140 

County 

Alcona. 
Alger.  .  . 
Allegan . 
Alpena. 
Antrim . 
Arenac . 
Baraga . 
Barry.  . 
Bay  
Benzie . 
Berrien .  .  .  . 
Branch .  .  .  . 
Calhoun .  .  . 
Cass  
Charlevoix . 

Cheboygan. 
Chippewa.  . Clare  
Clinton .  .  .  . 
Crawford .  . 
Delta.  .  .  . 
Dickinson. 
Eaton  .  .  .  . 
Emmet .  .  . 
Genessee. . 
Gladwin  
Gogebic  
Grand  Traverse. 
Gratiot  
Hillsdale  

Houghton. 
Huron .  .  .  . 
Ingham.  . 
Ionia  
Iosco  
Iron  
Isabella. .  .  . 
Jackson ... 
Kalamazoo. 
Kalkaska.  . 
Kent  
Keweenaw . 
Lake  
Lapeer.  .  .  . 
Leelanau .  . 
Lenawee.  .  . 
Livingston . 
Luce  
Mackinac . 
Macomb.  . 
Manistee.  .  . 
Marquette. 
Mason  
Mecosta.  .  . 
Menominee . 
Midland  
Missaukee.  .  .  . 
Monroe  
Montcalm .  .  .  . 
Montmorency . 
Muskegon . 
Newaygo.  . 
Oakland .  . 
Oceana.  .  . 
Ogemaw .  . 
Ontonagon . 
Osceola.  .  .  . 
Oscoda. . . . 
Otsego .... 
Ottawa .  .  .  . 

Presque  Isle. 
Roscommon . 
Saginaw.  .  .  . 
St.  Clair  
St.  Joseph.  . 
Sanilac.  .  .  . 
Schoolcraft. 
Shiawassee . 
Tuscola.  .  . 
Van  Buren. 

AH  Units 

Units 
% Radio 

Radio 
Units 

Washtenaw . 
Wayne  
Wexford .  .  . 

State  Total. 

1,412 
2,486 11,676 
5,217 2,958 
2,358 
2,389 
6,592 

19,325 
2,208 

25,332 
7,713 26,817 
6,508 
3,513 
3,441 
6,725 
2,451 
7,255 947 

8,724 
7,506 
9,982 
4,209 

60,380 
2,397 
8,091 
5,842 
8,831 
8,576 
12,554 
8,069 

36,894 
9,535 
2,347 
5,237 
6,693 25,148 

27 , 564 
1,363 

69,220 
1,070 1,454 
7,402 
2,145 
14,835 
5,710 
I,  488 
2,362 27,509 
5,230 

12,077 
5,441 4,631 
6,373 
6,930 
1,997 15,122 
8,352 972 

25,774 
5,366 66 , 587 
4,128 
2,267 
2,939 
3,574 

667 
1,375 16,075 

2,759 
1,102 

34 , 542 
20,691 9,501 
7,999 
2,366 II,  353 
9,302 

10,573 

22,198 522,414 
4,877 

83.0 
77.8 88.3 
82.6 
73,7 
74.0 
81.2 88.3 
92.8 
82.5 
91.4 
89.8 
94.1 
86.4 
80.3 
76.2 
84.8 
80.4 
91.2 
79.6 
86.0 
90.4 
91.2 
77.2 95.5 

81.8 89.8 
85.6 
86.7 87.1 
90.6 
86.7 
95.7 
90.0 83.3 

85.3 
86.2 94.3 
95.0 
71.1 

91.7 
92.0 
74.5 
75.9 
95.8 
86.1 
89.7 
86.4 
82.8 87.5 

88.4 
72.0 92.6 
85.4 
69.6 
94.4 
80.0 
96.7 
79.0 72.7 
83.4 
79.4 
72.9 
71.2 94.8 

75.2 
77.2 
93.1 
94.0 
89.8 
87.1 
83.0 92.3 
84.9 
87.4 
96.1 
97.0 84.0 

1,171 1,932 
10,305 
4,307 
2,180 
1,744 1,938 
5,824 17,930 
1,822 

23,150 
6,928 25,227 
5,627 
2,821 

Urban  Units 

%  Radio Units      Radio  Units 

625 
,699 
,973 
,615 754 

7,509 
6,782 9,103 3,252 

57,660 
1,961 
7,263 5,002 
7,662 
7,475 

11,377 
6,994 

35,306 8,583 
1,952 

4,466 
5,769 23,707 

26,175 
969 

65,723 
873 
915 

6,699 1,553 
13,608 
5,251 
1,103 
1,793 

26,357 

4,504 10,833 
4,695 
3,835 5,583 

6,129 
1,440 14,003 
7,133 676 

24,324 
4,295 

64,389 
3,262 
1,649 
2,452 
2,836 486 

979 
15,240 

2,076 851 
32,143 
19,456 
8,532 
6,968 
1,963 

10,484 
7,892 
9,237 

21,332 
506,958 

4,100 
1,396,014       93.4  1,304.149 

1  071 89 Q 
953 

2:843 93! 9 2,199 3,359 91. 2 3,065 

659 91 4 602 
1 , 662 95 . 7 1 , 590 12,787 95 g 12 ',  246 

11 , 800 95 0 11  206 
2^257 

94! 
7 2!  138 16 ,893 

95. 
5 16 , 129 

1 '.  542 
94. 

5 1  ̂457 800 88 0 704 

1,477 85. 9 
1,269 3,811 94 3 3  594 

1  311 93 5 1  226 

5,240 

92 
6 4,852 5  478 92 5 5  070 

3  831 94 1 3 604 
1  [  648 91 4 

1 , 506 41 ! 568 

96 
4 40! 056 

5,479 93 4 5^117 
3,456 91 g 3  174 
2^825 93 5 

2 ',641 

1,987 94 2 1,871 
3,716 

94 8 3,523 696 96 0 668 
25  069 97 0 24 , 311 3 138 94 3 

2 ',  960 

1,932 88 1 1,703 
2,301 

92 

7 
2 , 134 14 ] 416 96 0 13! 842 14867 96 0 14 ',  278 

48,821 95 9 
46,840 

1  139 96 2 1 , 095 

5,065 95 8 4,853 1  130 96 X 1  086 672 
90 

7 

'  610 

679 83 6 
568 12 , 523 96 7 12,110 

2,591 94 4 
2,446 

8,290 
94 4 

7,824 2,558 93 4 
2,390 1,448 89 1 
1,290 2,791 

96 

.1 2,682 
2,696 

96 

.7 
2,606 

4^759 
93 

.7 

4^457 1  603 93 5 1  499 

17  496 96 3 16  844 

'747 

95 

.0 

'710 

37  377 
97 

7 36 , 510 

7!  425 97 

.7 
7^253 

735 91 

.3 
671 

22! 386 
95 

.4 21!  366 
11,157 96 .0 10,713 
4,165 95 

.0 
3,955 

1^362 89 

]6 
1^226 4,887 95 .3 4,656 947 93 

.3 

883 
1,464 96 

.9 
1,418 12 , 749 503 , 093 

2,739 

97.2  12,398 
97.1  488,490 
92,4  2,530 

Rural-Nonfarm  Units 

924,913 96.4  891,661 

% Radio 
Units Radio Units 520 84. 

3 

438~ 

829 

66 

548 
3,158 

91 Q 2,874 384 
69 . 

9 268 

1,557 

78 ' 

1 ,226 822 82. 
9 

681 
845 

77 

g 656 
1,518 

89 . 
7 1.362 

2,884 

91 ' 

5 
2,639 1 ,230 

88.' 

3 
1,092 

6 , 547 

91. 
6 5,999 

2,070 
90 

2 1 ,866 
5,673 

94 . 9 
5,384 2,041 

84 g 1,731 
]  ,518 

83'
 

Q 
1 ,260 

730 
76. 

7 560 
1 ,387 72 2 

1,001 1,227 

88 . 
X 

1,081 
2,192 

92 " 

2 
2,021 825 

82"
 

2 
678 1 .922 76. 4 

1 ,468 1 ,402 
84 2 1 . 181 

2,049 
91 Q 

1 ,865 1,282 

73 

g 946 

12,573 
94 4 11 ,870 

773 87 5 677 

1 ,661 
83 5 

1 ,387 
618 

80 

g 
499 1,804 85 Q 

1,533 
2,373 

89 

g 
2, 127 

7,111 
91 2 

6,484 2,630 

91 

9 
2 ,418 

7,917 
94 

7,451 
2,804 

90 Q 
2,523 

1,493 
90 Q 

1 ,343 

2 ,404 

85 

2 
2,049 975 84 2 821 

6  591 94 ^ 
6,204 9,056 

95 Q 
8,657 611 73 9 452 

14,061 
94 5 13,293 991 82 

819 715 63 Q 450 
2,310 

91 
2,105 

842 
81 9 

690 
4,542 

91 

5 
4,155 1 ,885 

93 Q 
1,752 585 57 5 336 

1,153 75 866 
10,634 94 10,068 
1,133 86 1 975 

2,717 
80 

2,193 
780 

82 645 
726 82 g 601 

1,201 

83 

2 1 ,000 
1 ,836 87 0 

1 , 597 
652 

77 505 
5,688 

93 g 
5,324 2,416 

88 Q 2,127 441 71 
314 

5,687 
91 6 

5,211 1,263 

00 

X 
1 ,049 24,313 

ifO 

Q 23  339 
1,684 

00 

9 1,463 
1,050 

75 Q 0 
796 

1,681 

87 

1 
1,464 1,484 00 7 1,272 380 78 4 

298 

787 
77 0 606 

3,880 

95 

0 
3,687 844 73 9 

623 

847 78 .6 666 
5 , 913 

92 

.0 
5 , 440 4,605 

93 

.1 

4,285 
2,568 

90 

.1 
2,315 

2,641 

91 

.0 
2,403 

581 
72 

.6 422 
2,523 

92 

.6 2,336 
2,778 

0 .1 
2,504 

3,786 
90 

.3 

3,418 
5,593 

95 

.6 

5,346 15,298 96 

.0 

14,683 711 

82 

.5 

587 
252,211 90 

.9 

229,348 

Cities  of  25,000  Or  More  Population 

City 

Units % 
Radio 

Radio 
Units 

Ann  Arbor.  .  . 924 913 

96 

4 891,661 Battle  Creek. 

12 

874 95 6 12,313 Bay  City  

12 

787 95 8 12,246 Dearborn .... 

16 

061 

98 3 15,782 Detroit  425 547 97 0 412,747 
Flint  40 567 96 4 

39,097 Grand  Rapids 

47 

523 

95 8 
45,549 Hamtramck  . 

11 

546 

96 5 11,147 
Highland Park  

14 

221 

97 

9 
13,917 Jackson  14 416 96 0 13 , 842 

Kalamazoo. .  . 14 867 96 0 
14,278 

Lansing  22 

481 

96 9 21,782 
Muskegon .  .  . 

13 271 96 5 
12,807 Pontiac  17 252 

96 

5 
16,652 Port  Huron .  . 9 138 95 7 

8,745 Royal  Oak .  .  . 
6 612 

98 

9 

6,539 
Saginaw  

22 

386 

95 4 
21,366 

Wyandotte. .  . 
7 

649 

97 7 

7,474 



Blue  Refutes  Charges 
In  Winchell  Libel  Suit 
BLUE  NETWORK  answered  a 
$400,000  defamation  suit  brought 
against  it,  along  with  Walter  Win- 

chell, and  the  Andrew  Jergens  Co. 
(Jergens  Lotion),  in  U.  S.  District 
Court,  District  of  Columbia,  last 
week  with  a  petition  that  remarks 
Winchell  made  about  the  Washing- 

ton Times-Herald  were  "expres- 
sions of  opinion,  fair  comments 

made  in  good  faith  as  honest  opin- 
ion, without  malice,  concerning 

matters  of  public  interest." 
Attorney  John  J.  Sirica  con- 

tended for  Blue  Network  that  Win- 
chell's  March  15  broadcast  had  not 
intended  to  convey  innuendos  as- 

serted by  Mrs.  Eleanor  Patterson, 
Times-Herald  publishei',  who  is 
asking  $100,000  from  each  of  the 
three  defendants  and  an  additional 
$100,000  punitive  damages  from 
Winchell. 

KOVC's  Substitute  Tower 
PERMISSION  for  KOVC,  Valley 
City,  N.  D.,  to  use  a  65-foot  an- 

tenna in  lieu  of  its  150-foot  tower 
which  was  partially  destroyed  by 
storm  was  granted  July  28  by  the 
FCC  which  granted  a  modification 
of  license  for  the  change.  Action 
was  taken  after  KOVC  stated  that 
an  application  for  a  more  appro- 

priate antenna  in  compliance  with 
he  FCC's  rules  would  be  filed 
whenever  materials  to  construct 
were  again  available. 

Autry  Series  Revamped 
FORjiAT  and  title  of  CBS  Melodi/ 
Ranch  featuring  Gene  Aiitry,  spon- 

sored by  William  Wrigley  .Jr.,  Co., 
Chicago  (chewing  gum),  has  been 
changed  to  Sergeant  Gene  Autry  and 
will  feature  hero  stories  of  Army  Air 
Force  personnel.  Agency  is  J.  Walter 
Thompson  Co..  Chicago. 

STATE  RADIO  CENSUS  TABLES 

Previously  Released  by  U.  S.  Census  Bureau 
With  Dates  of  Publication  in  Broadcasting 

New  Hampshire — March  16 
Vermont — March  16 
Nevada — March  16 
Wyoming — April  13 
Montana — May  11 
Idaho— May  11 
Maine — May  25 
Arizona — June  1 
Delaware — June  1 
North  Dakota — June  8 
Utah— June  8 
New  Mexico — June  15 
Nebraska — June  15 
Oklahoma — June  15 
Mississippi — June  22 
Colorado — June  29 
Tennessee — June  29 
Iowa — June  29 
Rhode  Island — June  29 
South  Dakota — June  29 
Oregon — July  6 

North  Carolina — July  6 
Louisiana — July  6 
Maryland — July  6 
West  Virginia — July  6 
Minnesota — July  6 
Georgia — July  6 
Kansas — July  6 
Arkansas — July  6 
Connecticut — July  6 
Massachusetts — July  13 
Missouri — July  13 
District  of  Columbia — July  13 
Alabama — July  13 
Kentucky — July  13 
Florida— July  13 
South  Carolina — July  20 
Indiana — July  20 
New  Jersey — July  20 
Wisconsin — July  20 
Virginia — July  20 
Washington — July  20 
Texas— July  27 

NOTE:  Number  of  Occupied  Dwelling  Units  as  reported  by  Census  Bureau 
in  advance  releases.  Percent  radio-equipped  calculated  by  NAJ3  Research  Dept. 
from  Series  H-7  Bulletin  following  the  Census  Bureau  practice.  Number  of 
radio  units,  or  radio  homes,  estimated  by  applying  percent  ownership  to  those 
units  not  answering  radio  question  and  adding  such  to  those  reporting  radio. 

Canadian  Recorder 
ROYAL  CANADIAN  Air  Force 
has  obtained  a  new  K-8  recording 
outfit  and  shipped  it  by  bomber  to 
Britain  where  it  will  be  used  to  get 
local  broadcasts  for  overseas  serv- 

ice. The  equipment  will  be  used  on 
stations  where  several  men  from 
one  Canadian  district  can  gather 
and  tell  their  stories  to  the  folks 
back  home.  The  recording  will  then 
be  shipped  to  Canada  by  airplane 
for  distribution  according  to  Pilot 
Officer  A.  A.  McDermott,  radio 
liaison  officer  for  the  RCAF.  He 
was  formerly  Montreal  manager 
for  the  radio  station  representative 
firm  of  Stovin  &  Wright. 

Canadian  'Blue  Book' 
A  NEW  1942  edition  of  the  Blue  Book 
of  the  Assn.  of  Canadian  Advertisers  is 
to  be  issued  shortly  in  time  for  winter 
campaign  planning.  Among  changes 
in  this  book  on  media  circulation  is  a 
careful  revision  of  radio  information, 
a  better  breakdown  of  the  Quebec 
market  linto  Frerich  and  English 
households,  and  a  change  in  format. 
The  1942  Blue  Book  is  the  seventh  to 
be  issued  by  the  ACA,  the  book  hav- 

ing been  published  bi-anuually  for  the 
last  13  years.  In  conjunction  with  it. 
the  Internal  Trade  Branch  of  the 
Dominion  Bureau  of  Statistics,  De- 

partment of  Trade  &  Commerce.  Ot- 
tawa, is  issuing  a  new  edition  of  the 

Consumer  Market  Handbook  with  lat- 
est merchandising  figures. 

SHOW  RECORDINGS 

WILL  BE  TESTED 

TO  DISCOVER  the  public's  re- action to  record  albums  containing 
transcribed  versions  of  favorite 
radio  shows,  Charles  Michelson, 
head  of  his  own  transcription  firm, 
is  serving  as  coordinator  in  an  ar- 

rangement between  Ruthrauff  & 
Ryan,  .New  .,Yj3ri:,  -^nd- Street  & 
Smith,  New  York  '  publishers, 
whereby  the  latter  firm  would  dis- 

tribute through  the  American  News 
Co.  disc  albums  of  The  Shadow. 
That  dramatic  series,  which 

Michelson  handles  in  transcribed 
form  for  local  sponsors,  will  return 
to  MBS  late  in  September  for  its 
sixth  year  on  the  air  under  spon- 

sorship of  Delaware,  Lackawanna 
&  Hudson  Coal  Co.,  New  York,  for 
Blue  Coal. 

Transcriptions  for  the  albums 
will  probably  be  produced  by  WOR 
Recording  Division,  with  the  orig- inal cast  of  the  Mutual  series  and 
Bill  Tuttle  as  producer.  The  rec- 

ords will  be  10-inch  size  with  each 
side  carrying  three-minute  epi- 

sodes, and  three  discs  to  an  album. 
They  will  be  available  on  news- 

stands by  September,  Mr.  Michel- son stated,  although  the  price  has 
not  yet  been  determined.  No  com- mercials will  be  included,  but  the 
albums  will  be  used  by  local  spon- 

sors and  Blue  Coal  as  premium 
offers  and  as  special  promotion  ma- 

terial for  the  series. 

UNITED  DIATHERMY  Inc.,  New 
York,  engaged  in  sale  and  distribution 
of  an  electrical  device  called  "United 
Short  Wave  Diathermy"  has  been  or- 

dered by  the  Federal  Trade  Commis- sion to  cease  and  desist  from  certain 
alleged  misrepresentations.  In  Decem- ber. 1940,  upon  application  of  the 
FTC.  the  comijany  was  restrained  by 
the  U.  S.  District  Court  for  the  South- 

ern District  of  New  York  from  using 
certain  advertisements  pending  Com- mission iirocedure. 

wnz 

r/V/  delirer
* 

LION'S  SHARE 

of  Detroit  at 

LOWEST  COST 

klU-TBE^HE  BROiBCiSTIkr.  FOItP.  •  DKTR9IT.  WlCff. 
National  Representatives:  Paul  H.  Raymeir  Company 
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WATT 

RADIO  MAP 

Blanketing 

11  Eastern 

Seaboard  States 

227,000  Sq.  Miles 

Over  12,000,000 

people 

BASIC  COLUMBIA 

NETWORK  STATION 

r^««4  PROGRAMS 

UNITED  to  sell  war  bon
ds  and stamps,  26  Michigan  radio 

stations  create  their  own 
network  each  week  to  air  a 

special  State  Bond  Wagon  program 
each  Saturday  from  7-7:30  p.m. 
Begun  June  13,  the  series  is  al- 

ternatively produced  by  four  De- 
troit stations  —  WJR,  CKLW, 

WWJ,  and  WXYZ.  Ivan  Frankel, 
radio  director  of  the  State's  war bond  staff  as  well  as  radio  director 
of  Simons-Michelson  Adv.  Co.,  De- 

troit, supervises  the  production. 
Participating  stations  in  this  pro- 

gram are:  WELL  WBCM  WHDF 
WJBK  WJLB  WJR  WWJ  WXYZ 
CKLW  WDBC  WLAV  WOOD- 
WASH  WJMS  WIBM  WKZO 
WJIM  WDMJ  ¥/KBZ  WCAR 
WHLS  WEXL  WSAM  WSOO 
WTCM. 

Platter  Preference 

VISITING  record  departments  of 
leading  Chicago  music  stores  to  se- 

lect favorite  arrangements  of  pop- 
ular recordings,  Ruth  Stone,  Chi- 
cago radio  actress  and  m.c,  builds 

the  program  Music  With  a  Lift, 
quarter-hour  five-day  weekly  spon- 

sored by  A.  Stein  &  Co.,  Chicago 
(Paris  garters,  coats),  on  WIND, 
Chicago-Gary.  On  each  program 
Miss  Stone  tells  about  the  tune  and 
orchestra  plaving  it.  Agency  is 
Vanderbie  &  Rubens,  Chicago. 

^ 
Near  Famous 

DEDICATED  to  the  millions  of 
unsung  heroes  whose  names  may 
never  appear  upon  an  honor  role 
nor  in  the  hall  of  fame.  Almost 
a  Hero  bowed  on  KYA,  San  Fran- 

cisco, recently.  Producer  Bob  Em- 
erick  invites  the  radio  audience  to 
send  in  their  "almost  a  hero"  ex- 

perience or  that  of  someone  they 
know.  The  best  of  these  is  chosen 
for  each  week's  dramatization. 

The  Reconstruction  Period 

MAJOR  post-war  problems  will  be 
the  basis  of  The  World  Tomorrow, 
weekly  half-hour  of  WHAM,  Ro- 

chester, N.  Y.,  produced  by  the 
War  Information  Center  of  the  U 
of  Rochester.  Personages  familiar 
with  such  issues  will  appear  on  the 
forums,  which  will  start  Sept.  1 
under  the  chairmanship  of  Alan 
Valentine,  president  of  the  univer- sity. 

Letters  from  Gobs 
LETTERS  of  sailors  stationed  in 
the  Chicago  area  to  their  sweet- 

hearts, wives  or  parents  are  read 
by  the  "gobs"  themselves  on  Blue- 

jackets Calling,  quarter-hour  Mon- dav  through  Friday  on  WAIT, 
Chicago.  Preceding  each  program, 
WAIT  notifies  the  families  of  the 
boys  so  that  they  can  tune  in.  Eacn 
sfcilor  is  introduced  and  described 
to  the  audience  in  a  brief  biogranh- 
ical  sketch  by  m.c.  Chief  J.  L.  Sul- 

livan, radio  director  of  the  Navy 
recruiting  division  in  Chicago.  The 
sailor's  favorite  song  is  tied  in  with 
his  letter  for  musical  background. 

Coast  Tests 

SHOWCASING  new  programs 
from  its  San  Francisco  studios, 
NBC  on  July  18  started  a  weekly 
half-hour  variety  show  titled 
Smarty  Party.  Written  and  pro- 

duced by  Ray  Buffum,  program  fea- 
tures Archie  Presby  as  m.c.  with 

talent  including  Barbara  Lee  and 
Bob  Gary,  vocalists;  Tony  Free- 

man, comedian,  and  Carl  Kalash's 
orchestra.  The  Infamous  Actor's Guild  presents  a  weekly  comedy skit. 

^  ^  ^ 
Down  East  Sketch 

THE  STORY  of  two  grumpy  but 
likable  old  men  in  New  England, 
who  stage  a  comeback  with  their 
livery  stables,  because  of  the  1942 
restrictions  on  automobile  travel, 
is  told  in  a  weekly  serial  on  BLUE 
titled  Gibbs  and  Finney,  General 
Livery.  Problems  of  adjustment 
now  facing  the  average  American 
will  be  reflected  in  the  lives  of  the 
New  Englanders. 

FBI  Dramas 
FBI  activities  in  rounding  up  spies 
and  saboteurs  are  dramatized  in  a 
new  series  on  KFRC,  San  Fran- 

cisco. Introductory  remarks  are 
made  by  Nat  Pieper,  special  agent 
in  charge  of  the  San  Francisco  Dis- trict of  the  FBI. 

Buy  at  Home 
CO-SPONSORED  by  20  leading 
firms,  WCBI,  Columbus,  Miss.,  pre- 

sents Buy  At  Home,  a  program 
dedicated  to  local  buying  in  the 
interests  of  gas  and  tire  conserva- tion. 

'^TOR  A  STRONG  PULL 

CENTPAU  OHIO' OKlL-V    C  &  S OUTLHT 

Asi^AhJy  BLA/R  M^N  OR  us / 

War  Job  Agency 

WEEKLY  10-minute  review  of 
jobs  calling  for  men  and  women  in 
war  production  industries  in  that 
area,  has  been  started  by  Eddie 
Albright,  commentator  on  KHJ, 
Hollywood.  Titled  War  Jobs,  the 
new  type  of  service  program  pro- 

vides direct  contact  for  job  seek- 
ers, with  employment  divisions  of 

various  war  industries  cooperat- 
ing in  preparation  of  each  broad- cast. 

Writers'  Review 
TO  HELP  the  amateur  writer  up 
the  ladder  of  success,  WWRL,  New 
York,  presents  a  weekly  series 
titled  Write  That  Story,  conducted 
by  Frank  Gogel,  writer  of  fiction. 
Tips  on  how  to  develop  story  plots 
are  included,  in  addition  to  advice 
on  non-fiction  writing,  poetry,  song- 
writing  and  script  writing.  Series 
features  interviews  with  estab- 

lished writers  and  editors. 

/^ot/a  Scot/a  Has 

Bxcellent  Tide-Water 

Indus  trial  Sites 

NOVA  SCOTIA  occupies  a  strategic position  for  the  establishment  of 
manufacturing  industries  for  world 
export.  Our  situation  athwart  the  ocean 
highway  nearest  to  the  leading  world 
markets,  enables  the  assembling  of 
row  materials  at  the  lowest  rates,  there- 

by reducing  manufacturing  costs. 

Moreover,  there  are  many  sheltered 
harbours,  open  the  year  round,  which 
provide  greater  facilities  for  external 
trade  than  those  enjoyed  by  her  north- 

ern sister  provinces,  most  of  whose 
ports  are  closed  during  the  winter 
months. 

In  addition  to  transportation,  manufac- 
turers are  afforded  abundant  coal  for 

power  purposes,  as  well  as  ample  elec- 
tric energy.  Intelligent  labour  and  con- 

genial   living    conditions.  Investigatel 

NOVA  SCOTIA 

Radio  Broadcasting  Station 

C  H  N  S 
HALIFAX,  NOVA  SCOTIA, 

CANADA 

USA  Rep.  •  Jos.  Weed  &  Co.  •  New  York  City 

Mi 
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for  Regional 

50O0  Watts 
by  Day 

1Q00  Watts 
Directionally 

Intensified 

by  Night 

BASIC  MUTUAL 

NETWORK  STATION 

NOT  CHURCHILL  but  a  distin- 
guished man  in  his  own  right,  Dud- 

ley Field  Malone,  author  and  pub- 
licist. Here  he  is  being  interviewed 

by  John  K.  Chapel,  newscaster- 
commentator  of  KROW,  Oakland. 

Neighborhood  Giveaways 
A  GIVEAWAY  in  reverse  is  the 
format  for  a  new  daily  series  of 
programs,  called  Lucky  Money, 
started  on  WFIL,  Philadelphia,  by 
the  Philadelphia  Assn.  of  Retail 
Druggists.  Ordinarily,  the  man  on 
the  program  calls  somebody's  home, 
and  if  they  answer  correctly,  are 
eligible  for  a  prize.  In  Lucky  Money 
the  opposite  is  the  case.  Various 
sections  of  the  city  are  selected 
at  random  from  a  large  map  and 
anyone  living  on  the  street  in  the 
neighborhood  mentioned  on  the  par- 

ticular program,  may  call  the  sta- 
tion and  be  eligible  for  a  prize.  As 

part  of  the  promotion  for  the  pro- 
gram, WFIL  has  scheduled  adver- 

tisements in  the  local  newspapers, 
car  cards  and  posters.  The  PARD 
has  prepared  1,500  display  cards 
calling  attention  to  the  program 
for  distribution  in  Philadelphia 
drug  stores. 

Baroness  Travelogs 
AS  PART  of  its  efforts  to  cement 
friendly  relations  between  this 
country  and  Latin  American  coun- 

tries, W47NY,  New  York  FM  sta- 
tion owned  by  Muzak  Inc.,  is  pre- 

senting a  series  of  weekly  Know 
Thy  Neighbor-  programs  featuring informal  talks  by  Baroness  de 
Polenske,  an  American  by  birth. 
Having  just  finished  a  series  about 
South  America,  the  baroness  on 
Aug.  4  will  start  six  "travelogs" 
on  Mexico,  the  most  recent  coun- 

try to  join  the  cause  of  the  United 
Nations  by  declaring  war  on  the 
Axis. 

Remote  Guest 

ALTHOUGH  he  was  in  his 
homeland  some  7,000  miles 
away,  Dimitri  Shostakovich, 
Russian  composer,  was  hon- 

ored at  a  cocktail  party  given 
in  Hollywood  Julv  19  by  Sid- 

ney N.  Strotz,  NBC  western 
division  vice-president.  Occa- 

sion was  Western  Hemisphere 
premiere  of  the  composer's Seventh  Symphony,  written 
under  fire  in  Leningrad  and 
presented  over  NBC  from 
New  York  by  Arturo  Tos- 
canini  and  the  symphony  or- 

chestra. Guests  included  Leo- 
pold Stokowski,  Albert  Coates 

and  Alexander  Skroukov,  as 
well  as  local  musicians  and 
critics. 

Molly  Pitchers 
STARTING  its  series  with  a  dra- 
r-iatic  narration  of  the  story  of 
Molly  Pitcher,  heroine  of  the  Revo- 

lutionary War,  KNOX,  Knoxville, 
presents  its  weekly  Modeyn  Molly 
Pitcher's.  Program  promotes  the 
sale  of  war  savings  and  subsequent 
broadcasts  will  originate  from  local 
stores  that  are  high  in  war  savings 
sales  for  the  preceding  week. 

Glider  Gleanings 

LATEST  news  about  the  Army  Air 
Forces  glider  school  in  Amarillo 
and  interviews  of  officers  and  stu- 

dents there  comprise  Soarin' Around  the  Glider  School  of 
KGNC,  that  city. 

Our  Foes 

DIFFERENT  phases  of  dictatorial 
philosophy  are  dramatized  each 
week  on  the  new  series.  Call  To 
Arms,  presented  by  WSB,  Atlanta. 
Show  is  written  by  Pvt.  Elmo  Ellis 
Israel,  former  WSB  writer,  with 
the  cooperation  of  officials  at  Fort 
McPherson,  Ga. 

Navy  Deeds 

DEPICTING  heroic  feats  of  fight- 
ing Navy  men,  the  Navy  recruiting 

Bureau  has  started  a  new  weekly 
quarter-hour  dramatic  series  on 
KHJ,  Los  Angeles.  Titled,  Man 
Your  Battle  Stations,  each  pro- 

gram is  devoted  to  a  different 
branch  of  the  Navy. 

TIPS  FROM  CRANEY 

Montanan  Suggests  Stamps 
 Instead  of  Coins  

HERE'S  A  TIP  on  wartime  tip- 
ping! Ed  Craney,  general  manager 

of  KGIR  and  the  Z-Bar  Net,  has 
printed  cards  carrying  the  legend 
"A  Tip  for  Victory  —  Buy  War 
Savings  Stamps.  Thanks  for  the 
service."  Then  it  carries  his  signa- 

ture. In  the  upper  right-hand  cor- 
ner is  space  for  a  savings  stamp, 

25c  or  lUc  denomination. 
Mr.  Craney  reports  that  use  of 

the  novel  tipping  system  results  in 
better  service  and  at  the  same  time 
serves  Uncle  Sam. 

World  Makers 
KWTO,  Springfield,  Mo.,  is  now 
broadcasting  It  Takes  All  Kinds, 
an  Army  show  based  on  the  old 
saying,  "It  takes  all  kinds  of  peo- 

ple to  make  a  world".  Program  is written  and  produced  by  Bill  Ring 
of  KWTO  and  is  heard  each  Thurs- 

day evening  at  7:30.  A  soldier  is 
interviewed  on  each  broadcast  and 
music  is  furnished  by  the  KWTO staff. 

Priorities  and  the  Farmer 
AS  A  SERVICE  to  farmers  in  that 
area,  Arizona  Network  in  early 
July  inaugurated  a  weekly  quarter- 
hour  feature.  How  Priorities  Affect 
the  Fa7-mer.  Originating  from 
KOY,  Phoenix,  the  program  is  pre- 

pared and  announced  by  Don  Hitch 
of  the  U  of  Arizona. 

563,000  people  who  spend  $130,- 
754,000  annually  in  retail  stores. 
Three  thriving  cities,  29  prosperous  urban  communi- 

ties— 11,000,000  acres  of  the  richest  farm  land 
in  the  world. 

42.3%  of  the  composite  listening 
audience  from  7  A.M.  to  10  P.M. 

— that's  the  showing  of  WTAD  in  a  recent  survey in  this  area   (8,244  interviews)  I  The  other  9  sta- 
tions   reported,    ranged    from    16.6%    down  to 1  %. 

Charles    L.    Weems,    President  of 
Dick  Bros.   Brewing   Co.,  Quincy: 
"The  fact  that  we  are  using  ten  spots  a  day,  and 
a  weekly  half-hour  quiz  show,  "Auction  of  Wits", is  best  evidence  as  to  what  we  think  of  WTAD  as 

a  result  getter." 
SEE  How  Your  SALES  Increase 

Because  RADIOS  Keep  Tuned  To 

New  $350,000  Transmitter  Plant 
BUFFALO 

BROADCASTING  CORPORATION 
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WEEI,  Boston 

California  Fruit  Growers  Exchange  (Sun- 
kist    Lemons    &    Oranges),    weekly  sa, 
thru  Lord  &  Thomas,  Los  Angeles. 

Quaker  Oats  Co.,  Chicago,  sn  weekly,  thru 
Sherman  K.  Ellis  &  Co.,  Chicago. 

R.    B.    Davis    Co.,    Hoboken,    N.    J.,  sa 
weekly,  thru  Murray-Breese  Assoc.,  N.  Y, 

Kellogg  Co.,  Battle  Creek  (Rice  Krispies), 
weekly    sii,    thru    J.    Walter  Thompson 
Co.,  Chicago. 

Gruen    Watch    Co.,    Cincinnati,    ne,  thru 
McCann-Erickson,  N.  Y. 

Borden   Co.,   New   York,   sa   weekly,  thru 
Young  &  Rubicam.  N.  Y. 

Curtis    Pub.    Co..    Philadelphia  (Sateve- 
post),  sa  weekly,  thru  BBDO.  N.  Y. 

New  England  Telephone  &  Telegraph  Co., 
Boston,    100    sa,    thru    Doremus    &  Co., Boston. 

Procter  &  Gamble  Co.,  Cincinnati  (Oxy- 
dol),  sa  weekly,  thru  Blackett-Sample- 
Hummert,  Chicago. 

KGO,  San  Francisco 

Acme  Brewing  Co.,  San  Francisco  (Acme 
beer  and  ale) ,  9  sa  weekly,  thru  Bris- 
acher,  Davis  &  Staff,  San  Francisco. 

Sonoma  Marin  Milk  Co.,  San  Francisco 
(dairy  products)  sa  series,  direct. 

Foreman  &  Clark,  Los  Angeles  (chain 
clothiers),  6  sp  weekly,  thru  Botsford, 
Constantine  &  Gardner,   San  Francisco. 

Sommer  &  Kaufman,  San  Francisco  (shoes* 
sa  series,  thru  W.  J.  Wilkin  Adv.,  San Francisco. 

Meyenberg  Milk  Products  Co.,  San  Jose, 
Cal.  (dairy  products),  weekly  sp,  thru 
M.  E.  Harlan,  San  Francisco. 

Ex-Lax  Inc.,  New  York  (.Ex-Lax),  4  sa 
weekly,  thru  Jos.  Katz  Co.,  N.  Y. 

P.  Lorillard  &  Co.,  New  York  (Sensation 
Cigarettes)  6  sv  weekly,  thru  Lennen 
&  Mitchell.  N.  Y. 

WNBH,  New  Bedford,  Mass. 

American    Chicle   Co.,    New   Yoi-k,  (Den- tyne),  195  ta,  thru  Badger,  Browning  & 
Hersey,  N.  Y. 

Moxie   Co.,    New    York,    6    ta    weekly,  13 
weeks,  thru  Alloy  &  Richards  Co.,  Boston. 

H.  P.  Hood  &  Sons.  Boston  (ice  cream)  ,  9 
ta,  thru  Harold  Cabot  &  Co.,  Boston. 

New    England    Telephone    and  Telegraph, 
Boston,    34    sa,    thru    Doremus    &  Co., Boston. 

WKZO,  Kalamazoo-Grand  Rapids 
Clark  Gardner,  Osage,  la.,  3  t  weekly,  4 
weeks,  thru  Northwest  Radio  Adv., Seattle. 

American  Industries  Salvage  Committee, 
New  York,  65  ta,  2  weeks,  thru  McCann- 
Erickson,  N.  Y. 

Michigan  Bell  Telephone  Co.,  Detroit.  18 
sa,  4  weeks,  thru  N.  W.  Ayer  &  Son, Detroit. 

WMAL,  Washington 
American  Industries  Salvage  Committee 

(scrap  material),  52  sa,  thru  McCann- 
Erickson,  N.  Y. 

C  &  P  Telephone  Co.,  Washington,  26  sa, 
thru  Henry  Kaufman,  Washington. 

WMAQ,  Chicago 

Illi  nois  Bell  Telephone  Co.,  Chicago,  60  sa, 
thru  N.  W.  Ayer  &  Son.,  N.  Y. 

Marlin  Firearms  Co.,  New  Haven  (Marlin 
Blades) ,  39  ta,  thru  Craven  &  Hedrick N.  Y. 

WABC,  New  York 

Paramount  Pictures,  New  York  ("Holi- 
day Inn"),  6  sa  weekly.  2  weeks,  thru Buchanan  &  Co.,  N.  Y. 

WJZ,  New  York 

N.  Y.  Telephone  Co.,  New  York  (educa- 
tional), 5  ta  weekly,  4  weeks,  thru BBDO,  N.  Y. 

WPFT,  Raleigh 

Foster     Milburn     Co.,     Buffalo  (Doan's Pills),  3  ta  weekly,  52  weeks,  thru  Spot 
Broadcasting,  N.  Y. 

General   Foods  Corp.,   New  York  (Post's Raisin  Bran),  15  ta  weekly,  thru  Benton 
&  Bowles,  N.  Y. 

Grove  Labs.,  St.  Louis  (Chill  Tonic),  5  sp 
weekly,  16  weeks,  thru  H.  W.  Kastor  & 
Sons,  Chicago. 

Kasco  Mills.  Waverly,  N.  Y.,  22  sp,  thru 
Campbell-Sanford  Adv.  Co..  Cleveland. 

Kellogg  Co.,  Battle  Creek    (Corn  Flakes), 
10  ta  weekly,  26  weeks,  thru  J.  Walter 
Thompson  Co.,  Chicago. 

Olson  Rug  Co.,  Salisbury,  N.  C.  (Headache 
Powders),  6  ta  weekly,  52  weeks,  thru 
J.  Carson  Brantley  Adv.  Agency,  Salis- 

bury, N.  C. 
Plough  Inc.,  Memphis   (Heat  Powder),  92 

ta,  thru  Lake-Spiro-Shurman,  Memphis. 

WEIL,  Philadelphia 
Nevins  Drug  Co.,  Philadelphia  (drug 

chain),  18  sa  weeklj'.  for  26  weeks,  thru 
Philip  Klein,  Philadelphia. 

Breyer  Ice  Cream  Co.,  Philadelphia  (ice 
cream ) ,  3  sa  weekly,  thru  McKee  & 
Albright,  Philadelphia. 

Philadelphia  Assn.  of  Retail  Druggists. 
Philadelphia  (drug  stores),  5  sp  week- 

ly, for  52  weeks,  thru  Joseph  Lowenthal, Philadelphia. 
Yager  Liniment  Co.,  Baltimore,  6  sa 

weekl.v,  for  3  weeks,  thru  Harvey-Mas- sengale  Co.,  Durham,  N.  C. 

WRC,  Washington 
C  &  P  Telephone  Co.,  Washington,  26  sa, 

thru  Henry  Kaufman,  Washington. 
Larus  &  Bros.  Co.,  Richmond  (Edgeworth 

&    Domino),    39    sa,    thru    Warwick  & 
Legler,  N.  Y. 

MacFadden  Pubs.,  New  York  (True  Story), 
16  sa,   thru  Arthur  Kudner,  N.  Y. 

Metro-Goldwyn-Mayer  Co.,  New  York  (Mrs. 
Miniver),    7   sa,    thru   Donahue   &  Co., 
N.  Y. 

Procter  &  Gamble  Co.,  Cincinnati,  17  sa, 
thru  Blackett-Sample-Hummert,  Chicago. 

KFI,  Los  Angeles 
Pep  Boys  of  California,  Los  Angeles 

(auto  accessries),  5  «e  weekly,  thru 
Milton  Weinberg  Adv.  Co.,  Los  Angeles. 

California-Grown  Sugar  Group,  San  Fran- 
cisco (beet  sugar),  3  sp  weekly,  thru 

McCann-Erickson,  San  Francisco. 

BLUE  RIDGE  COAL  Co.  Inc.,  Bal- 
timore, with  coal  yards  in  Washington 

D.  C.  and  Baltimore  has  been  charged 
b.v  the  Federal  Trade  Commission 
with  misrepresentation  in  the  sale  of 
its  coal. 

PRICE  GILBERT  Jr.,  vice-president 
in  charge  of  advertising  of  Coca  Cola 
Co.,  Atlanta  (soft  drink),  has  been 
granted  a  leave  of  absence  by  the 
company  to  ,ioin  the  office  of  the  Co- 

ordinator of  Inter-American  Affairs. 

SENSATION  SIGNS  for  six  week- 
ly newscasts  by  John  Galbraith, 

(at  mike),  KGO,  San  Francisco, 
newscaster.  Principals  at  the  ini- 

tial broadcast  were  (1  to  r)  R.  C. 
Tonkin,  Western  Division  adver- 

tising manager,  P.  Lorillard  Co. 
(Sensation  cigarettes)  ;  George 
Fuerst,  BLUE  sales  representative. 

Bakers'  Co-op  Utilizing 

Spots  in  Annual  Drive 
SERIES  of  spot  announcements  by 
the  Quality  Bakers'  of  America 
Co-op  Inc.,  New  York,  are  being 
used  by  member  bakeries  through- 

out the  country  in  its  18th  annual 
campaign.  Theme  of  the  drive  is 
"Flavor-Range  Baked"  and  will  be 
emphasized  on  the  transcriptions. 

The  40-second  discs  are  composed 
of  jingles  to  the  tunes  of  the 
Tastyeast  Jesters,  comedy  by 
Jeanne  Roy  and  Jackson  Beck  and 
commercials  by  Warren  Sweeney. 
The  entire  series  is  being  cut  by 
Empire  Broadcasting  Corp.,  New 
York. 

CBS  Rate  Card  Issued 
CBS  has  issued  Rate  Card  29,  dated 
Jul.y  1.5,  1942,  and  embodying  the  re- cently announced  revision  in  CBS 
network  discounts  [Broadc.xstiiv'g, .Tune  L5].  New  card  has  a  new  format, 
being  printed  as  a  booklet  with  pages 
SV2  X  7  inches,  bound  at  a  narrow 
end,  instead  of  the  usual  single  folded 
sheet. 

New  York  Prefers 

15  -  Minute  News 
LISTENING  audience  in  and 
around  New  York  City  prefers 
quarter-hour  news  programs  to 
those  of  5  or  10-minute  length  by 
approximately  2  to  1,  according  to 
a  survey  by  Crossley  Inc.,  based  on 
12,000  personal  interviews  in  vari- 

ous homes  in  the  New  York  metro- 

politan area. On  two  successive  months,  6,000 
persons  were  asked  their  preference 
between  the  two  type  news  shows, 
with  64%  favoring  the  quarter- 
hour  and  36%  voting  for  the 
shorter  programs.  To  avoid  possible 
bias  through  mention  of  the  long- 

er period  first,  the  question  was 
reversed  for  the  second  month  of 
interviewing.  The  results  showed 
66%  in  favor  of  the  quarter-hour 
and  34%  preferring  the  5  and  10- 
minute  spots.  This  survey  was  re- 

leased by  WOR,  New  York,  in 
connection  with  its  "Continuing 
Study  of  Radio  Listening." The  study  also  revealed  that 
leading  women's  talk  programs  of 
the  participating  sponsorship  va- 

riety have  more  than  doubled  their 
audiences  in  recent  months  over 
r>re-war  levels. 

An  index  composed  of  the  eight 
top  shows  of  this  type,  heard  on 
four  major  New  York  stations, 
showed  that  107%  more  homes 
were  tuning  to  these  programs  in 

April  and  May  of  1942  as  com- 
pared with  the  last  two  months  of 

1941.  The  average  rating  for  this 
type  show  is  now  2.4%  of  the  total 
nopulation,  while  six  months  ago 
it  was  1.1%. 

Royal  Desserts  Account 
Placed  With  Ted  Bates 
SETTLING  to  some  extent  the 
confusion  of  the  last  few  weeks 
surrounding  the  Royal  Desserts 
portion  of  the  Standard  Brands account  [BROADCASTING,  July  20], 
the  company  last  week  announced 
appointment  of  Ted  Bates  Inc., 
New  York,  as  agency  for  Royal 
Gelatins  and  Puddings,  Royal  Ba.k- 
ing  Powder,  Fleischmann's  Gin, and  Preferred  and  Bond  Whiskies, 
effective  Sept.  1. 

Royal  Desserts  and  Baking  Pow- der advertising  was  placed  by 
Sherman  K.  Ellis  &  Co.,  New  York, 
until  two  weeks  ago  when  Stand- 

ard Brands  assigned  the  former 
product  to  J.  Walter  Thompson 
Co.,  New  York,  for  promotion 
"temporarily"  on  that  agency's 
One  Man's  Family  program  on 
NBC,  heretofore  heard  for  Ten- der Leaf  Tea,  another  Standard 
Brands  account. 
The  newly  -  appointed  agency 

would  make  no  announcement  as  to 
promotion  for  the  Royal  products, 
stating  merely  that  plans  were 
"under  consideration"  and  no  de- 

tails would  be  revealed  before 

Sept.  1. 
WJWC  Names  F.  &  P. 

EREE  &  PETERS  has  been  appointed 
exclusive  national  representatives  of 
the  new  AVJWC,  Hammond-Chicago, 
formerly  WHIP. 

H.  ARTHUR  ENGLEMAN  has  been 
•elected  director,  sales  manager,  and 
vice-president  of  Henry  Tetlow,  Lon- 

don, England  and  Philadelphia  (cos- 
metics) . 
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BURGER  BREWING  Co.,  thiousii 
Midlaiul  Agency,  has  sillied  with 
"WKRC,  Cineimiiiti.  fur  sponsorshii) of  15  ininute.'<  of  turf  chatter  from 
River  Downs  Race  Track,  Monday 
through  Saturday,  1 :15  p.m.  Also  car- 

ried is  an  eyewitness  account  of  the 
running  of  the  eighth  race  daily.  Andy 
Gunningliam  is  at  the  microphone. 
The  new  80  minutes  six  days  weekly 
is  in  afldition  to  co-sponsorship  of 
play-liy-play  broadcasts  of  all  Reds 
baseball  games.  Gunningham  is  well- 
known  turf  authority  formerly  of 
WGAR.  Glevcland. 

ROBERT  KEXXY  for  Attorney  Gen- 
eral, Los  Angeles  (political),  in  a 

six-day  windup  election  campaign  end- 
ing Ang.  24  will  use  more  than  102 

spot  announcements  on  10  California 
stations.  List  includes  Kil.T  KERN 
KRSl)  KFBK  KWG  KFI  KNX 
KFRC  K.IBS  KQW.  Time  has  also 
been  contracted  for  a  (piarter  hour 
talk  Aug.  2H  on  H  Xl'.C  California stations  (KFI  KM.T  KPO),  Sunday. 
12-12 :1.">  p.m.  (I'WT).  Agency  is 
Raymond  R.  :Morgan  Co.,  Hollywood. 

Rf)XY  TLIEATRE.  Xew  York,  used 
live  spot  announcements  on  10  sta- tions in  Xew  York  and  Xew  .Tersey 
last  week  in  connection  with  the  world 
premiere  of  the  Columbia  Picture 
"They  All  Kissed  the  P>ride"  on  July 2J).  Announcements  ran  July  20-31  on 
■\VAAT  and  WHOM.  Jersey  City,  and 
on  WWRL  WP.XX  WOV  WIXS  ajid 
for  an  additional  two  davs  on  W(JXR 
WMCA  WXEW.  Kayton-Spi.no,  Xew 
York,  handles  the  Roxy  Theatre  ac- count. 

ALL 

ABOUT 

SPOTS 

COMPANY 
NATIONAL  RADIO  STATION  REPRESENTATIVES 

Stanton  Promoted 
CARL  M.  STANTON,  in  charge 
of  radio  for  Lucky  Strikes  for  three 
years  at  Lord  &  Thomas,  New 
York,  has  been  appointed  account 
executive  to  handle  all  phases  of 
the  American  Tobacco  Co.  account. 
Karl  W.  Schullinger,  formerly  su- 

pervisor of  radio  production  for 
Luckies,  has  taken  over  Stanton's post  as  head  of  radio  advertising 
for  American  Tobacco. 

AXGELICA  LT  THERAX  CHTTRCH. 
Los  Angeles,  is  sponsoring  a  weekly 
half-hour  transcribed  program.  Pacific 
Lutheran  Ho  in-  on  4  Arizona  Net- 

work .stations  (  KTAR  KVOA  KYUM 
KGLU).  KFWB  KYA.  Featured  is 
Rev.  Rudolph  C.  Burke  and  a  male 
quartet.  Other  stations  will  be  added 
in  early  fall.  Transcribed  series  is  be- 

ing cut  by  International  Artists  Inc., 
Hollywood  recording  studios.  Tom 
Westwood  Adv.  Agency,  Los  Angeles, 
has  the  account. 
AS  A  TEST  for  a  contemplated  weekly 
series.  Western  Conference  of  Team- 

sters, Los  Angeles  (union),  on  .July 
27  only,  sponsored  a  half-hour  drama- 

tic program.  Curtain  America,  on  38 
Don  Lee  West  Coast  stations.  Monday, 
6:.30-7  p.m.  (  PWT  ) .  Eddie  Robinson 
produced  the  program  with  Earle  Hall 
as  script  writer.  A  $100  prize  was  an- 

nounced for  a  permanent  name  for 
the  proposed  series.  Clarence  P>. 
.Juneau  xVgencies.  Los  Angeles,  has  the 
account. 
PEP  BOYS  OF  CALIFORXIA,  Los 
Angeles  (auto  accessories),  in  addi- 

tion to  its  five-weekly  quarter-hour 
newscasts  on  KECA.  on  .July  24 
started  for  52  weeks  a  similar  nightly 
schedule  on  IvFI.  Firm  also  sponsors 
nightly  quarter-hour  newscasts  on 
KFXM  KFSD  KFOX.  Milton  Wein- 

berg Adv.  Co.,  Ijos  Angeles,  has  the 
account. 

RED-EE  FOODS  Inc..  Los  Angeles 
(Cinch  waffle,  pancake  mix),  has 
started  sponsoring  tbrice-weeklv  par- 

ticipation in  I'olh/  Patierson'.i  Panirji 
on  KI'^AC.  that  city.  Contract  is  for  13 
weeks,  having  started  .July  27.  Agency 
is  Elwood  J.  Robinson  Adv..  T_jOs  An- 

geles. FOREMAX  &  CLARK.  Los  Angeles 
(men's  clothing  chain)  recently  started 
for  52  weeks  a  .six-weekly  quarter-hour news  period  on  KGO,  San  Francisco. 
Agency  is  Botsford,  Constantine  & 
Gardner,  San  Francisco. 
MEYENBERG  MILK  Products  Co.. 
San  .Jose,  Cal.  (milk  products)  on 
.July  t>  renewed  for  2(5  weeks  Lei  There 
Be  Music,  weekly  half-hour  on  KGO. 
San  Francisco.  Agency  is  M.  E.  Llar- 
lan.  San  Francisco. 
KAY'S  JEWELRY  Co..  Denver,  has 
increased  its  schedule  of  KOA,  Den- 

ver, from  three  to  six  15-minute  pi'o- 
grams  weekly.  Agency  handling  the  ac- count is  Raymond  Keane  Adv.  Agency, 
Denver.  Dr.  A.  Reed  Cushion  Shoe  Co., 
Denver,  has  renewed  its  schedule  of 
announcements  on  KOA  for  another 
six  months.  Business  is  x>laced  direct. 
WELLaiAX  PECK  Co..  San  Fran- 

cisco (wholesale  grocers),  recentl.v 
started  a  52-week  spot  announcement 
campaign  on  five  California  stations 
(KFBK  KMJ  KIEM  KFSD  KFRC). 
Agency  is  Botsford,  Constantine  & 
Gardner.  San  Francisco. 
AMERICAN  POULTRY  Co.,  San 
Francisco  (Ameri-po  brand  jioultry), 
recently  added  radio  to  its  advertising 
Imdget  and  is  using  a  weekly  partici- 

pation in  Ruth  Thompson's  home  eco- nomics program  on  K.JBS,  Agency  is 
Frederick  Seid  Adv.,  San  Francisco. 
CLOSSON  Co.,  Cincinnati,  through 
Allen  Heaton  &  McDonald  has  con- 

tracted with  WKRC.  Cincinnati,  to 
sponsor  the  five  weekly  15-minute  se- 

ries At  Home,  featuring  Maree  Col- 
gan,  world  traveller  and  decorator. 
Programs  will  feature  tips  on  home 
furnishings  in  addition  to  news  inter- 
pretation. 

CASH  INCOME  and  GOV'T  PAYMENTS (/AT  millions) 

NORTH  CAROtlNA 

AVERAGE  OF 
NINE  OTHER 

SOUTHERN  STATES 

1 

Source:    —    Department   of   Agriculture,  I9AO 
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Radio  Excise  Taxes  Top 
All  Previous  Collections 
FEDERAL  radio  excise  taxes 
totaled  $19,144,408  for  the  fiscal 
year  ended  June  30,  1942,  breaking 
all  collection  total  records,  accord- 

ing to  the  Treasury.  Contributing 
factors  to  this  figure  are  heavily  in- 

creased sales,  the  radio  tax  rate  in- 
crease from  5V2%  to  10%  effective 

October  1,  1941,  and  the  inclusion 
at  the  higher  rate  of  automobile 
radio  sales. 

Radio  taxes  collected  during  the 
six  month  period,  Jan.  to  June 
1942,  totaled  $13,052,325,  more  than 
double  the  collections  in  the  July- 
December  1941  period,  despite  the 
general  suspension  April  22  of  ci- 

vilian radio  production. 

Local  Station  Community  Necessity 
{Continued  from  page  22) 

publisher  of  Anderson's  two  daily 
nevi^spapers,  he  was  particularly 
interested  in  knowing  whether  his 
radio  station  was  performing  a 
service  in  its  field  equal  or  sur- 

passing the  service  of  his  news- 
papers. Apparently,  it  is. 

WAIM  is  giving  Anderson  area 
folks  a  brand  of  radio  service  as 
good  as  the  journalistic  service  of 
the  Anderson  newspapers.  At  least 
more  than  80%  of  the  people  said 
so,  (The  National  Editorial  Assn. 
award,  a  silver  plaque  given  by  the 

Plenty  of  ways  to  solve  the  problem  of  keeping  cool 

on  a  hot  summer  day!  But  only  one  way  to  solve  the 

problem  of  reaching  all  of  the  117,000  radio  homes  in 

the  rich  Roanoke-Southwest  Virginia  territory!  That's 
with  WDBJ — the  only  station  that  can  be  heard  satis- 

factorily at  all  times  throughout  the  entire  area.  Let  us 

show  you  what  that  means  in  results  for  advertisers! 

ROANOKE VIRGINIA 

CBS  AffiKate  .  .  960  K.C.  W  IT  IT  W  SOOO  Watts  Full  Time 

Owned  and  Operated  by  the  TIMES-WORLD  CORPORATION 

(■"SIP- 
Free  &  Peters,  lAc. 
Exduiive  national  RtprcMtutatiyu 

University  of  Missouri  School  of 
Journalism,  was  presented  to  the 
Anderson  newspapers  for  perform- 

ing the  greatest  community  service 
in  the  United  States  in  1940). 
WAIM  contributed  $40,632.00 

worth  of  time  (figured  at  local  ad- 
vertising rate)  in  1941  to  help  com- 

munity organizations  and  institu- 
tions and  to  carry  the  patriotic  ap- 
peals of  the  United  States  Govern- 
ment. This  policy  of  liberal  and  en- 

thusiastic community  service  on 
the  part  of  the  Anderson  station 
has  greatly  enhanced  its  value  as 
a  community  asset. 

Reception  Good 

Reception — that  oldtime  bugbear 
of  the  small  station — was  found  to 
be  quite  satisfactory  in  the  case  of 
WAIM.  When  the  station  was  es- 

tablished in  1935,  new  Western 
Electric  equipment  was  installed 
throughout.  Six  years  later  when  a 
power  increase  was  granted,  WAIM 
was  completely  rebuilt,  a  Blaw- 
Knox  vertical  radiator  and  new 
Western  Electric  transmitter  put 
into  operation  and  the  efficiency  of 
the  plant  improved  by  the  best  en- 

gineering and  technical  skill  avail- able. 
Of  chief  interest  to  advertisers 

is  the  tact  that  almost  8u%  of  the 
persons  interviewed  said  that  they 
ao  patronize  the  advertisers  who 
sponsor  WAIM  programs.  No  at- 

tempt was  made  to  solicit  actual 
buying  figures,  nor  to  determine 
the  regularity  with  which  pur- 
cnases  were  made.  These  things 
are  suitable  subjects  for  a  further siuoy. 

WAIM  ranks  high  in  the  hearts 
and  minds  of  its  listeners.  They  be- 

lieve tnat  its  programs  have  im- 
proved every  year,  and  most  of 

tliem  commented  favorably  on  the 

present  quality  of  its  ofi:'erings.  Al- most 10u%  of  them  stated  that 
WAIM  is  generous  and  public- 
spirited  in  its  donations  of  time  for 
tne  promotion  of  all  community 
enterprises  and  institutions.  All  of 
wnicn  IS  gratifying  to  tne  owner  of 
the  Station,  who  has  given  un- 
simtealy  of  the  station's  time  and 
his  own  to  help  boost  Anderson. 

We  asked  listeners:  "If  you  had 
to  be  restricted  to  one  radio  station 

only,  would  you  cnoose  WAlM?" I  nis  would  be  the  acid  test  of  any 
radio  station.  And  WAIM  came 
through  it  handsomely,  with  76% 
of  all  the  listeners  in  the  Anderson 
area  saying  yes  to  that  question. 
The  farm  listeners  are  WaIM's 
strongest  boosters,  for  90%  of  them 
'would  rather  get  along  without  all 
other  stations  than  to  lose  WAIM. 
Moreover,  the  city  listeners  gave 
this  local  station  almost  an  80% 
vote  on  its  rating  against  all  other 
stations  in  the  country. 

These  statistics  will  give  you  a 

fairly  good  idea  of  the  kind  of  so- 
cially significant  job  a  250-watt 

station  can  do. 

ANSWERED  BY  KIDS 

Alka-Seltzer's  Tiny  Savants 

 Have  Busy  Time  
A  SURVEY  of  the  two-year  period 
during  which  the  Quiz  Kids  have 
been  heard  on  the  BLUE  under 
sponsorship  of  Miles  Labs.,  Elk- 

hart, Ind.,  reveals  they  have  been 
asked  1,311  questions,  of  which 
they  have  missed  170.  A  total  of 
1,013,302  letters  have  been  mailed 
to  them  by  listeners  between  June 
24,  1940,  and  July  1,  1942,  with 
an  average  of  seven  queries  per 
letter. 

Of  the  110  kids  appearing  on  the 
show,  53  were  boys  and  57  girls, 
while  60  guest  observers  have  made 
short  talks  on  the  series.  Richard 
Williams  is  the  "top"  Quiz  Kid 
with  70  appearances,  with  Jack 
Lucal  and  Gerard  Darrow  close 
behind.  The  kids  have  made  six 
movie  shorts,  30  personal  appear- 

ances as  a  group,  and  have  been 
written  up  by  18  national  maga- 

zines. Each  one  receives  a  $100 
war  bond  for  every  program  on 
which  he  appears,  making  a  total 
to  date  of  552  bonds  presented  to 
them  by  their  sponsors.  Agency  is 
Wade  Adv.  Agency,  Chicago. 

FULL  TUITION  scholarship  wil^  be 
awarded  the  student  in  NBC-North- western U  Summer  Radio  Institute 
who  in  the  opinion  of  the  faculty  has 
done  the  most  outstanding  work  in 
the  school  now  in  session,  acrordiii;; 
to  announcement  last  week  by  Harry 
C.  Kopf,  vice-president  of  NBC- Chicago. 

KFDM'S 
IMMEDIATE  MARKET 

I  25%  increase  in  population  in  JeHerson 
County  since  1940. 

1  200%  increase  in  Orange  County 
3  28,000  engaged  in  wai  industries  in  Jef- ferson and  Orange  Counties. 
4,  Industrial  paytoll  is  $4,215,000.00  per month,  in  both  counties. 
5  Total  population  Jeiierson  and  Orange Counties  is  220,900. 
6  In  a  20-mile  radius  of  Beaumont  are 

four  shipyards  and  five  refineries. 
7  62,800  families  in  both  Jefferson  and 

Orange  Counties  (estimate  based  on 1940  census). 

KFDM 

BEAUMONT 
REPAESENTEO  8V   THE  MOWAAo  WILSON  COMPAHV 

Page  50  •  August  3,  1942 BROADCASTING  •  Broadcast  Advertising 



NOT  UNCLE  SAM— really— but  a 
reasonably  exact  facsimile.  The 
bearded  gentleman  in  the  above 
photograph  is  George  W.  Smith, 
managing  director  of  WWVA, 
Wheeling,  W.  Va.,  who  recently 
portrayed  Uncle  Sam  in  the  patri- 

otic show,  "By  the  Dawn's  Early 
Light,"  held  at  Oglebay  park  in 
Wheeling. 

Commentators 

(Continued  from  page  16) 

we  are  subject  to  'smearing'  by 
commentators  who  go  on  the  air 
every  night  to  advertise  a  soap,  a 
perfume,  or  some  other  such  ar- 

ticle .  .  ." 
Commentators  and  newspaper- 

men were  then  castigated  f-  rther 

by  Senators  O'Mahoney,  Lucas, 
Willis  and  White  for  "distortion  of 
facts"  in  their  efforts  to  make 
broadcast  times  and  deadlines. 

The  implication  was  that  news- 
papers are  being  influenced  by 

their  advertisers  —  advertising  of 
steel  companies  that  factory  output 
was  rapidly  increasing  receiving 
particular  attention  because  of  War 
Production  figures  being  in  dis- 

agreement with  the  steel  companies 
— and  that  radio  was  influenced  by 
advertising  agencies. 

Senator  O'Mahoney  said  "let  it 
remembered  that  practically  every 
comment  which  comes  over  the 
ether  each  night  is  paid  for  by 
some  advertising  agency."  He  con- 

tinued that  manufacturers  of  ad- 
vertised articles  are  the  ones  who 

"use  the  'punch'  adjectives"  and 
who  "take  communiques  and  fill 
them  in." 

Senator  Lucas,  at  conclusion  of 
the  discussion,  said  "one  of  the 
troubles  with  many  radio  broad- 

casters is  that  they  are  not  respon- 
sible to  anyone,  so  to  speak.  One 

sponsor  has  them  for  one  week  or 

six  weeks,  and  another  sponsor  has 
them  for  another  six  weeks.  They 
are  in  a  category  wholly  different 
from  that  of  a  newspaper,  as  I 
view  it,  and  certainly  we  ought  to 
have  all  the  information  we  pos- 

sibly can  obtain  in  regard  to  the 
sponsor,  the  advertisement  and  the 
individual  who  is  commenting  for 
one  minute  upon  a  particular  ar- 

ticle and  during  the  other  14  min- 
utes is  telling  us  what  is  wrong 

with  the  world." 
Called  Unjustified 

In  a  roundup  by  Broadcasting 
of  radio  commentators'  observa- 

tions on  the  Senatorial  attack  it 
was  found  that  none  were  apolo- 

getic and  the  consensus  was  that 
the  Senate  had  made  an  unjustifi- 

able attack  based  on  insufficient 
knowledge  of  the  facts. 

Fulton  Lewis  jr..  Mutual  com- 
mentator, who  received  passing  ref- 

erence in  the  Senate  discussion 
when  it  was  declared  by  Senator 
O'Mahoney  that'  Mr.  Lewis  was 
probably  the  only  commentator 
who  was  asking  why  the  country 
did  not  have  rubber,  took  issue 
particularly  with  remarks  of  Sen- 

ator Lucas.  He  said,  "My  reaction 
is  that  Senator  Lucas  is  guilty  of 
precisely  the  same  thing  he  was 
accusing  broadcasters  of  when  he 
made  a  blanket  indictment  on  the 

basis  of  the  actions  of  a  few." 
He  added  that  "Senator  Lucas 

unjustifiably  attempted  to  tear 
down  the  basic  function  of  the 
democratic  system  and  did  a  great 
disservice  to  the  broadcasting  in- 

dustry when  he  made  this  attack." 
"I  challenge  and  resent  Senator 

Lucas'  statements  and  charges  in- 
sofar as  they  apply  to  me,"  he  de- 

clared, "and,  inasmuch  as  they 
were  blanket,  without  specifically 
excluding  me,  I  must  consider  my- 

self included." 
A  Bit  Confused 

Mr.  Lindley,  syndicated  column- 
ist, Newsweek  departmental  editor 

and  commenator  who  with  William 
Hillman  conducts  a  commentary 
series  over  the  BLUE,  conceded 
that  too  much  optimism  concerning 
the  war  may  be  reflected  by  some 
commentators  but  took  issue  with 

the  Senate's  complaint  that  Con- 
gress is  being  unfairly  criticized. 

He  stated: 

"With  at  least  one  point  made  by 
Senator  O'Mahoney,  I  agree: 
There  has  been  too  much  optimism 
concerning  the  war,  both  in  the 
press  and  on  the  radio.  But  the 
burden  of  his  complaint,  and  that 
of  Senator  Taft,  seems  to  be  that 
Congress  is  being  unfairly  criti- 

cized. Senator  O'Mahoney  says  in 
effect  that  this  criticism  is  under- 

KMA 
The  Earl  May  Station 

The  Mail  Station 

WKBN  Joins  Navy 

IN  PLACE  of  its  own  bugler, 
the  Naval  Training  Station 
at  Grove  City  College,  Pa.,  is 
making  the  most  of  the  tran- scribed bugler  of  WKBN, 
Youngstown.  Since  the  sta- tion lacked  one  of  its  own, 
several  officers  suggested  the 
use  of  a  transcribed  bugle 
call  which  is  daily  used  to 
open  the  station  at  6  a.m. 
Since  then,  the  Naval  station 
hooks  up  a  loudspeaker  every 
morning  tuned  to  WKBN  and 
the  Navy's  rookies  are  awa- 

kened as  effectively.  In  addi- 
tion, the  station  carries  five 

minutes  of  news  immediately 
after  sign-on  and  the  gobs 
get  their  news  before  break- 

fast each  day.  The  station's service  has  gone  over  so  well 
with  Lt.  Comdr.  Grogan, 
commanding  officer  of  the 
Naval  post,  that  he  asked  the 
station  to  broadcast  an  as- 

sembly call  bugle  at  6:25  a.m. 

mining  democracy.  He  confuses  the 
cause  with  the  effect. 

"Most  of  the  criticism  I  have 
heard  and  read  comes  from  men 
too  deeply  attached  to  the  Ameri- 

can form  of  democracy  not  to  feel 
gravely  alarmed  by  the  failure  of 
many  members  of  the  present  Con- 

gress to  rise  to  the  demands  of  the 
war,  and  especially  by  their  quest 
for  votes  based  on  the  supposition 
— which  I  believe  to  be  erroneous — 
that  the  American  people  are  soft 
and  must  be  coddled. 

Should  Be  Applauded 

"Senators  and  Representatives 
who  are  aware  of  the  gravity  of 
the  situation,  should  applaud  the 
commentators  who  criticize  Con- 

gress for  its  poor  record  in  recent 
months — and,  to  judge  from  my 

own  experience,  they  do." Mr.  Severeid  said  he  felt  that 
men  in  his  particular  field  had 
not  been  attacked  by  the  Senate. 

He  said,  "Since  I  am  a  news  corre- 
spondent and  not  a  news  commen- 

tator, I  don't  feel  the  attack  was 
directed  at  me  or  those  in  my  office 
doing  this  specific  type  of  work. 
We  here  are  not  trying  to  make  de- 

cisions on  the  air  but  do  a  good 

job  of  reporting  the  news." 
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Welch's  New  Show 
WELCH  GRAPE  JUICE  Co., 
Westfield,  N.  Y.  (grape,  tomato 
juices),  will  wind  up  Dear  John  on 
Aug.  7  and  on  Aug  16  will  replace 
the  quarter-hour  dramatic  serial 
with  a  radio  adaptation  of  the 
Clemence  Dane  screen  and  stage 
play,  A  Bill  of  Divorcement.  Simul- 

taneously, the  program  will  shift 
time  on  64  CBS  stations  from  Fri- 

days at  7:15-7:30  p.m.  to  Sundays 
at  6:15-6:30.  The  title  role  will  be 
played  by  Irene  Rich  who  last  week 
in  Chicago  completed  contractual 
arrangements  for  another  year  on 
the  program — her  tenth  year  with 
the  same  agency,  H.  W.  Kastor  & 
Sons  Adv.  Co.  Louis  Scofield,  Chi- 

cago script  writer,  will  adapt  the 
play  for  radio  while  Gordon  Hughes 
will  direct  the  program  which  will 
continue  to  come  out  of  Hollywood. 

Press  Critical  of  Petrillo 
(Continued  from  page  12) 

Kraemer  Joins  WSAV 

EUGENE  H.  KRAEMER,  for- 
merly Red  Network  representative 

of  NBC  in  New  York,  has  taken 
over  the  sales  management  of 
WSAV,  Savannah,  according  to  an 
announcement  by  Harben  Daniel, 
general  manager.  Mr.  Kreamer  at 
one  time  was  advertising  manager 
of  Scientific  American  Magazine  in 
New  York  City,  and  prior  to  that 
was  associated  with  newspapers  in 
the  Middle  West. 

no  secret  that  various  groups  (some 
of  them  almost  as  tightly  organized 
as  Mr.  Petrillo's  own  American 
Federation  of  Musicians)  are 
watching  with  great  interest  for 
the  moment  when  a  general  move- 

ment to  curb  the  power  of  the 
unions  can  be  launched. 

"When  a  popular  howl  is  loud 
enough  it  has  been  known  to  reach 
even  the  ears  of  courts.  Meantime, 
our  urgent  and  well-intentioned  ad- 

vice to  members  of  all  labor  unions, 

including  Mr.  Petrillo's  own  union, 
is  to  reflect  carefully  upon  just 
whither  such  senseless  abuses  of 
the  power  they  have  so  cheerfully 
and  confidently  delegated  will  lead 

them  in  the  end." 
A  Matter  of  Freedom 

Writing  in  the  New  York  Sun, 
George  E.  Sokolsky,  under  the 
heading  "These  Days,"  commented 
on  the  czaristic  powers  of  the  AFM 
head.  Sokolsky  said: 
"The  real  issue  between  the 

American  people  and  James  Pe- 
trillo is  whether  we  may  continue 

to  function  in  a  cultural  sphere  as 
free  men  or  whether  the  whole 
135,000,000  of  us  must  accept  his 
dictation.    Suppose,  tomorrow, 

COVERS  NORFOLK 

AND  RICHMOND 

IN  VIRGINIA! 

50,000 WATTS  DAY 

AND  NIGHT  CBS 

PAUL  H.  RAYMER  CO..  NATIONAL  REPRESENTATIVE 

Jimmy  Petrillo  orders  Beethoven, 
Mozart,  Wagner,  Brahms  and 
Sibelius  off  the  air  and  out  of  the 
symphony  halls,  are  we  to  be  forced 
to  abide  his  will?  Suppose  he  in- 

structs his  musical  slaves  to  play 
only  jazz  or  swing,  are  we  to  suffer in  silence? 
"Meanwhile  the  central  issue 

would  be  obscured.  That  central 
issue  in  the  event  of  such  a  strike 
would  be  that  one  man,  James  Pe- 

trillo, boss  of  a  private  dues-col- 
lecting union,  may  wreck  the  busi- 

ness of  broadcasters  in  order  that 
American  boys  and  girls  of  high 
school  age  should  be  kept  off  the 

air." 

Pegler  Bitter 

Going  into  the  background  of 
Petrillo's  power  and  union  affairs, 
Westbrook  Pegler,  writer  of  the 
syndicated  "Fair "Enough"  column, 
denounced  Petrillo's  actions  and 
pointed  to  flaws  in  the  AFM  con- 

stitution which  permit  exercise 
of  such  power. 

"There  seems  to  be  a  good  deal 
of  excitement  over  Jimmy  Petrillo's 
decision  that  amateur  musical  tal- 

ent must  get  off  the  air  and  his 
verboten  against  the  further  manu- 

facture of  canned  or  recorded  music 
for  use  by  radio  stations  and  in 
saloons  and  restaurants.  James  L. 
Fly,  the  chairman  of  the  FCC 
wants  an  inquiry  into  the  facts  and 
the  laws  applying  and  says  the 
situation  is  grave,  as,  of  course, 
it  is  and  has  been  for  some  years. 

"But,  apparently,  no  law  does 
apply,  because  Petrillo's  union  is 
one  of  those  privileged  organiza- 

tions which  have  been  fostered  by 
the  labor  policy  of  the  New  Deal 
and  his  union  in  particular  last 
winter  received  special  encourage- 

ment from  Mrs.  Roosevelt  in  the 
operation  of  a  picket  line  which 
was  a  plain  racket. 

"To  call  Petrillo  a  czar  or  a  dic- 
tator is  not  to  exaggerate  or  mis- 

use a  term  which  has  lost  meaning 
with  overuse.  The  constitution  of 
his  union  says  that  he,  the  presi- 
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dent,  may  suspend  or  revoke  any 
portion  of  it  at  will  and  substitute 
therefore  any  order  that  he  deems 
necessary  which  shall  become  the 
law  of  the  union.  Judge  Ferdinand 
Pecora,  coming  on  this  provision 
in  a  perusal  of  the  constitution  in 
a  court  proceeding,  jerked  his  head 
up  in  startlement  and  exclaimed, 
'Do  you  call  this  a  constitution?' 

"But  they  do  and  it  is  their  con- 
stitution and  anything  that  Jimmy 

says  goes  within  the  union  and 
there  appears  to  be  no  law  of  the 
United  States  which  would  restrain 

him  in  any  action  which  the  Su- 
preme Court,  in  its  extremely  gen- 
erous view  of  things,  regards  as 

'ordinary  union  activity.'  The  com- 
pulsory use  of  standby  performers 

or  workers  by  employers  has  been 

recognized  as  'ordinary  union  ac- 
tivity' and  that  is  the  principle 

that  underlies  Jimmy's  orders  from 
the  throne  in  the  present  cases." 

Union  Man's  Views 
That  union  members  do  not  sup- 

port the  Petrillo  ban  was  claimed 
by  Sol  0.  Maltz,  writing  as  a  mem- 

ber of  Local  802,  New  York,  to  the 
Herald-Tribune.  Mr.  Maltz  said 
that  rank  and  file  members  of  the 

union  oppose  the  edict  and  he  de- 
scribed it  as  "merely  the  perfect 

fruit  of  that  dictatorial  power  and 
immunity  authorized  by  the  same 
by-laws  which  permit  him  to  set 

the  same  aside." "Not  only  do  we  believe  that  his 
edict  will  not  alleviate  the  unem- 

ployment problem,  but  it  is  our  be- 
lief that  his  defense  of  his  high- 

handed action  is  fantastic,  because 
the  ban  on  recordings,  instead  of 
creating  more  work  for  the  musi- 

cians, will  cause  much  unemploy- 
ment for  those  members  who  spe- 

cialize in  that  type  of  work. 
"Possibly,  will  Petrillo  demand 

a  stand-by  payment  as  a  concession 
for  the  use  of  the  records?  If  so, 
it  is  doubtful  that  the  rank  and  file 
member  will  benefit.  Such  payments 
may  enable  Petrillo  to  outdo  his 
recent  expenditure  of  $150,000  for 

legal  expenses  covering  a  three- 
year  period  or  increase  his  salary, 

of  146,000  a  year,  plus  extras.    .  ' ' "Finally,  the  so-called  unemploy- 
ment problem  resulting  from  the 

use  of  recordings  antedated  our 
present  emergency,  and  it  strikes 
me  as  rather  indelicate  for  a  labor 
'leader'  to  try  to  resolve  the  prob- 

lem at  this  time,  especially  when  it 
is  recalled  that  the  economic  rea- 

soning employed  is  questionable  if 

not  fantastic." 

Mahoney  Subs 
WITH  Earl  Godwin  devoting  his 
full  time  to  the  nightly  Ford 
Motor  Co.  news  commentaries  on 
the  BLUE,  Claude  A.  Mahoney, 
Navy  reporter  for  the  Washington 
Star  and  former  White  House  re- 

porter for  the  Wall  Street  Jour- 
nal, on  Aug.  3  takes  over  the  six- 

weekly  morning  news  program  on 
WMAL,  Washington,  7:45-8  a.m. 
spot,  sponsored  by  the  local  Thomp- son Dairy.  Godwin  was  released 
from  his  commitment  to  Thomp- 

son Dairy  through  a  special  ar- 
rangement with  Lewis  Edwin 

Ryan,  the  agency. 
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N.  Y.  Radio  Men 

Study  Bond  Sales 
V.  F.  Callahan,  Treasury  Radio 
Chief,  Holds  Informal  Meeting 

PROBLEMS  confronting  stations 
which  have  agreed  to  sell  as  well 
as  advertise  War  Savings  Bonds 
and  Stamps  were  discussed  infor- 

mally last  Wednesday  afternoon 
by  a  group  of  broadcasters  and 
station  representatives  from  the 
New  York  metropolitan  area, 
meeting  at  the  Hotel  Roosevelt  at 
the  call  of  Vincent  F.  Callahan,  di- 

rector of  press  and  radio  for  the 
War  Savings  Staff  of  the  Treasury 
Dept.,  who  presided.  This  was  the 
first  of  50  such  meetings  to  be  held 
throughout  the  country  during  the 
next  two  weeks. 

Stating  that  636  of  the  868  sta- 
tions invited  by  the  Treasury  Dept. 

to  act  as  agents  for  bonds  have 
already  accepted,  Mr.  Callahan  re- 

iterated Secretary  Morgenthau's 
faith  in  radio's  ability  to  do  the  job 
[Broadcasting,  July  27]. 

Promotion  Aids 

The  use  of  station  personalities 
in  selling  bonds,  suggested  by  sev- 

eral broadcasters,  is  counted  on 
heavily  by  the  Treasury,  Mr.  Calla- 

han said.  Emphasizing  radio's  sales- 
manship, he  said  many  listeners 

will  go  to  a  post  office  and  buy 
money  orders  to  mail  to  the  sta- 

tions, when  they  could  buy  their 
bonds  right  at  the  post  office  and 
save  the  cost  of  the  money  orders, 
just  for  the  satisfaction  of  getting 
their  bonds  from  their  favorite  an- 

nouncer or  actor  or  singer. 
In  response  to  requests  for  sug- 

gested methods  of  operation,  Mr. 
Callahan  said  his  staff  was  at  a 
loss  for  an  answer  but  as  soon  as 
stations  develop  successful  plans 
he  would  send  weekly  mailing  to  all 
stations  describing  these  proven 
methods. 

Ralph  E.  Burgess,  of  the  New 
York  Federal  Reserve  Bank,  ex- 

plained the  mechanics  of  becoming 
certified  agents  for  bonds,  securing 
application  blanks,  bonds  and  other 
needed  equipment  and  turning  over 
money  from  bond  sales  to  the  Fed- 

eral Reserve  Bank.  In  addition  to 
supplying  franked  envelopes  and 
reimbursing  broadcasters  for  the 
cost  of  registered  mail  which  the 
Government  insists  on  for  the  de- 

livery of  bonds  by  mail,  broadcast- 
ers who  wish  to  have  special  appli- 

Serving  Georgia's  /| 
Richest  Market  1 

WITHOUT 

WASTE! 

AFRO  -  AMERICAN  Newspapers, 
Baltimore  publishing  house  which 
circulates  several  newspapers  in 
the  Negro  field,  has  undertaken 
paid  sponsorship  of  remaining 
games  of  the  Washington  Grays, 
Negro  Baseball  League  champions, 
over  WWDC,  Washington,  under 
supervision  of  Henry  J.  Kaufman 
Adv.  Agency  and  with  Ray  Carlson 
at  the  microphone.  Conferring  last 
week  on  the  arrangements  were 
(1  to  r)  :  M.  Belmont  VerStanding, 
WWDC;  Ray  Carlson;  J.  B.  La- 
Cour,  advertising  manager  of  the 
newspapers;  Henry  J.  Kaufman; 
Ralph  Matthews,  managing  editor. 

Mexican  Net  Additions 
FOURTEEN  Mexican  affiliated 
stations  have  been  added  to  the 
NBC  Pan-American  Network,  mak- 

ing a  total  of  139  stations  in  North, 
Central  and  South  America.  The 
recent  additions,  all  associated  with 
the  43-station  network  headed  by 
XEW,  Mexico  City,  are  XEKJ, 
Acapulco;  XEBJ,  Ciudad  Victoria; 
XEJT,  Celaya;  XESA,  Culiacan; 
XEBO,  Irapuate;  XEDW,  Minatit- 
lan;  XEGL,  Navojoa;  XETQ, 
Orizaba;  XEMU,  Piedras  Negras; 
XETL,  Tuxpam;  XERK,  Tepic; 
XEUF,  Uruanan;  XEU,  Vera 
Cruz;  XEGC,  Zamora. 

cation  forms  made  up  to  conform 
to  the  needs  of  their  special  audi- 

ences will  find  the  Government  will- 
ing to  cooperate  by  supplying  those 

as  well,  he  said. 
Leonard  Callahan  of  SESAC, 

volunteer  liaison  group  between  the 
Treasury  Dept.  and  the  broadcast- 

ers for  bond  sales,  opened  the  meet- 
ing. Tom  Lane  and  Russ  Barrett 

of  the  Treasury  Dept.  were  also 

present. 

AUDIENCE  OF 

WFBL 

SYRACUSE,  NEW  YORK 
FREE  &  PHERS,  NATIONAL  REPRESENTATIVES 

WEBR's  New  Setup 
IN  THE  reorganization  of  WEBR, 
Buffalo,  entailed  by  its  recent 
transfer  of  ownership  from  the 
Buffalo  Evening  News  to  the 
Buffalo  Courier-Express  and  Paul 
E.  Fitzpatrick  [Broadcasting,  July 
6],  C.  Robert  Thompson  is  retained 
as  station  manager  and  William 
Doerr  Jr.  as  commercial  manager. 
Other  executives  are:  Cy  King, 
news  bureau  manager;  Anthony 
Kay,  assistant  news  bureau  man- 

ager; Peter  Krug,  production  man- 
ager; Edward  Wegman,  chief  an- 

nouncer; Robert  Kliment,  sports- 
caster;  Helen  King,  publicity  di- 

rector. No  change  in  personnel  has 
been  made  and  none  is  contem- 

plated, according  to  Mr.  Fitzpat- 
rick, who  is  president  of  the  licen- 

see corporation.  Lt.  Comdr.  W.  J. 
Conners  Jr.,  of  the  Courier-Ex- 

press, has  been  chosen  chairman  of 
the  board;  John  J.  Meegan,  secre- 

tary; Frank  J.  Clancy,  treasurer. 

WWL  Promotes  Hoerner 
ED  HOERNER  has  been  promoted 
from  production  manager  to  pro- 

gram director  of  WWL,  New  Or- 
leans, to  succeed 

Henry  Dupre,who 
recently  joined 
the  U.  S.  Marine 
Corps,  General 
Manager   W.  H. 
Summerville  an- nounces. Hoerner, 
with  a  record  of 

successful  produc- t  i  0  n  s,  currently 

has  been  conduct- 
ing   the    Sunday      Mr.  Hoerner 

evening  Elmer's  Jamhoree  quiz. 

WHY  AMERICA  FIGHTS 

Classic  'Squibb'  Editorial 
 Arouses  Interest  

CONSIDERED  the  very  essence  of 
what  America  is  and  what  it  fights 
for,  the  "editorial"  read  by  David 
Ross  on  the  July  3  broadcast  of 

E.  R.  Squibbs  &  Sons'  Keep  Work- ing, Keep  Singing,  America  series 
on  CBS  has  been  read  into  the  Con- 

gressional Record  by  Samuel  A. 
Weiss  (R-Pa.) .  Following  the 
broadcast  a  wave  of  requests  from 
all  over  the  country  came  in  to 
Squibb,  which  ordered  special  re- 

prints of  the  passage.  It  reads: 
"There  was  a  dream  .  .  .  that  men 

could  one  day  speak  the  thoughts 
of  their  own  choosing.  There  was  a 
hope  .  .  .  that  men  could  one  day 
stroll  through  streets  at  evening, 
unafraid.  There  was  a  prayer  .  .  . 
that  each  could  speak  to  his  own 
God  in  his  own  church.  That 
dream,  that  hope,  that  prayer  be- came America !  Great  strength, 
youthful  heart,  vast  enterprise, 
hard  work  made  it  so.  Now  that 
same  America  is  the  dream  .  .  . 
the  hope  .  .  .  the  prayer  of  our 
world.  Our  freedom,  its  dream.  Our 
strength,  its  hope.  Our  swift  race 
against  time,  its  prayer!  We  must not  fail  the  world  now.  We  must 
not  fail  to  share  our  freedom  with 
it  afterwards  .  .  .  Keep  singing. 
Keep  Working  and  Fight  for 

America !" FOUR  STATIONS  to  sign  for  UP 
news  recently  are :  WMAL,  Washing- 

ton ;  KUTA,  Salt  Lake  City  ;  WMBS, 
Uniontown,  Pa. ;  KVAK,  Atchison, 
Kan. 

Sharon  Lee  George  of 

Wichita,  Kansas,  isn't  old enough    to  understand 
this  "Boom  Baby"  busi- ness. But  her  dad  knows. 
He  works  jor  the  Cole- man Lamp  and  Stove  Co., 

a  large  Wichita  concern,  heavi- 
ly  engaged  in  war  contracts. 

Says  Mr.  George,  '*This  whole area  is  booming  and  we  think 
it's  going  to  stay  that  way." 
That's  why  Sharon  is  a  "Boom Baby"  with  a  future! 

Wichita  enjoys  the  perfect 
combination:  a  growing  indus- trial and  aircraft  center,  backed  up 

with  basic  wealth  in  agriculture  and  oil. 
To  sell  this  booming  profit  area,  in- 

clude KFH  on  your  schedule.  Radio  Sta- tion KFH  dominates  the  market !  In 
fact,  it's  the  only  full-time,  5000-watter in  the  State  of  Kansas. 

That  Selling  Station  In 

Kansas'  Biggest,  Richest  Market 

KFH 

WICHITA 

CBS  -  5000  Watts  Day  and  Night 

CALL    ANY    EDWARD    RETRY  OFFICE 

WATL 
ATLANTA 

MBS  250  W  -  1400  K.  C  ■ 
Rcprcscnfed  by  SPOT  SALES.  Inc 
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Radio'd  Erie 
THREE  FLIERS,  in  an  un- 

controllable bombing  plane 
over  Kansas  City,  radioed 
Erie  Smith,  news  editor  of 
KMBC,  Kansas  City,  they 
would  notify  him  of  their  po- 

sitions if  they  landed  safely. 
They  bailed  out  and  two,  V. 
D.  Gibson,  chief  pilot,  and 
Dan  Norton,  flight  engineer, 
called  Smith  to  have  rescuers 
pick  them  up.  Third  member 
of  the  crew,  L.  E.  Lloyd,  co- 

pilot, suffered  an  injured 
ankle  and  was  unable  to  reach 
a  telephone.  He  was  rescued, 
however. 

365,000  people  make  the 

Yoiingstown  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

Petrillo  Ban 
(Continued  from  jmge  13) 

in  some  war  plant  areas  there  are 
no  musicians  available  because  they 
are  all  working  on  other  jobs. 

In  many  smaller  cities  and  towns 
playing  a  musical  instrument  is 
even  in  normal  times  only  a  spora- 

dic occupation  and  most  AFM 
members  in  such  localities  derive 
most  of  their  livelihood  from  other 
work.  Yet  they  are  listed  as  un- 

employed musicians  on  the  AFM 
records,  which  therefore,  it  was 
stated,  do  not  give  a  true  picture 
of  the  situation. 

Resentment  was  expressed  that 
Mr.  Petrillo  should  blame  his 
troubles  on  the  broadcasters,  who  a 
few  years  back  agreed  to  increase 
their  employment  of  musicians  in 
an  effort  to  cooperate  with  the 
union  in  solving  its  unemployment 
problem  at  that  time. 

Recorders  Busy 

When  the  broadcasters  did  this, 
it  was  with  the  understanding  that 
the  union  on  its  part  would  not 
interfere  with  the  use  of  records 
of  transcriptions  by  the  broadcast- 

ers, many  of  whom  could  not  con- 
tinue in  operation  without  recourse 

to  recorded  music.  In  prohibiting 
AFM  members  from  making  rec- 

ords, Mr.  Petrillo  is  definitely  vio- 
lating this  understanding,  many 

broadcasters  feel. 
Earlier  last  week,  following  an- 

nouncement of  the  proposed  Gov- 
ernment suit  and  the  request  of 

HUBBARD'S  STATEMENT  ON  AFM 

DAYTON  HAS  CHANGED  IN 

EVERY  WAY  BUT  ONE!  ̂  

r 

1 

%S!
>S^

O  
POWE

R 

. . .  but  STILL  as  LOYAL  as  ever^ 

to  its  FAVORITE  STATION 

WHIO 

IS  THE 

DAYTON  MARKET 

BASIC  CBS     •     SOOO  WATTS, 
G.  P.  HOLLINGBERY  CO..  Representative 

THE  STATEMENT  by  Stanley  E. 
Hubbard,  president  and  general 
manager  of  KSTP,  St.  Paul,  fol- 

lows in  full  text: 
"KSTP  has  today  signed  a  con- 

tract with  the  St.  Paul  musicians 
union  for  a  period  of  two  years 
from  March  15,  1942.  This  contract 
has  been  under  negotiations  for 
some  time.  We  conceded  to  a  num- 

ber of  demands  of  the  union,  which 
we  have  been  ready  to  meet  at  all 
times  during  the  negotiations.  On 
the  other  hand,  the  union  finally 
agreed  to  the  justice  of  our  claim 
that  our  orchestra  should  not  be 
frozen  by  requiring  that  we  retain 
a  man  for  a  whole  year  after  he 
worked  four  weeks,  regardless  of 
how  he  fitted  into  our  musical  or- 

ganization. "This  was  the  sole  matter  in  dis- 
pute between  ourselves  and  the 

union,  and  our  musicians  have  been 
working  during  all  the  time  these 
negotiations  have  been  in  progress. 
In  fact,  our  own  musicians  had  no 
interest  in  the  negotiations  what- sover. 

"The  signing  of  this  contract  set- 
tles the  local  situation  and  Fuehrer 

Petrillo  no  longer  has  any  excuse 
for  banning  the  broadcasts  of  name 
bands  on  the  flimsy  pretext  that 

their  music  might  be  carried  by 
KSTP.  It  does  not  settle  the  larger 
question  which  is  whether  one  man 
shall  have  the  right  in  this  country 
not  only  to  dictate  to  140,000  mu- 

sicians, but  to  determine  what 
music  shall  be  heard  by  the  80,000,- 
000  radio  listeners  in  this  country. 
It  certainly  does  not  settle  the 
question  as  to  whether  he  shall  have 
the  right  to  deprive  the  American 
public  of  the  music  which  they  now 
receive  by  means  of  phonograph 
records. 

"KSTP,  one  of  the  largest  radio 
stations  in  the  country,  makes  no 
use  whatever  of  phonograph  rec- 

ords, but  we  do  feel  that  the  hun- 
dreds of  small  stations  in  the 

country  who  serve  the  people  of 
the  smaller  towns  and  rural  com- 

munities should  not  be  the  victims 
of  Petrilloism  and  be  put  out  of 
business  by  this  one  man.  It  is  for 
this  reason  we  are  so  interested 

in  this  fight  to  preserve  the  Ameri- 
can system  of  broadcasting  and  the 

rights  of  the  public  —  a  fight  in 
which  not  only  the  Dept.  of  Justice 
already  has  interested  itself,  but 
one  which  also  should  interest 
every  man,  woman  and  child  radio 
listener  who  believes  in  his  funda- 

mental rights  as  a  free  American." 

Mr.  Davis,  which  seemed  to  offer 
the  union  leader  a  chance  to  retire 
gracefully  and  without  losing  face 
with  his  138,000  members,  tension 
had  noticeably  lessened  in  New 
York  radio  and  recording  circles. 
Publication  of  Mr.  Petrillo's  letter 
to  Chairman  Fly,  however,  com- 

bined with  the  failure  of  the  Dept. 
of  Justice  to  file  its  suit,  caused 
a  return  of  the  general  feeling  the 
walkout  might  occur  on  Saturday 
after  all. 

Meanwhile,  the  recording  studios 
through  the  week  had  operated  at 
fever  pitch  as  advertisers  and 
transcription  library  services,  tak- 

ing no  chances,  put  on  the  pressure 
to  get  as  many  programs  as  possi- 

ble stored  up  against  the  threat- 
ened shut-down  in  their  future 

supply.  Some  of  this  was  new  busi- 
ness for  the  studios,  such  as  re- 

cordings of  opening  and  closing 

RADIO 

STATION 

REPRESENTATIVES 
oflFlces 

MONTREAL  •  WINNIPEG 
TORONTO 

theme  music  for  daytime  serials 
which  in  case  of  a  musician's  strike 
could  be  sent  to  the  stations  as 
dialogue  only,  with  the  recorded 
music  to  be  added  locally. 

The  musician's  union  head  sent  a 
lengthy  letter  [see  page  13]  to 
Chairman  Fly  in  which  he  ex- 

plained that  he  was  not  a  "czar" but  merely  an  officer  of  the  AFM 
carrying  out  instructions  of  its 
membership.  His  letter  dealt  at 
length  with  the  history  of  canned 
music  and  the  unemployment  cre- 

ated by  phonograph  recordings  and 
transcriptions. 

Petrillo  charged  that  the  Gov- 
ernment is  protecting  radio  sta- 

tions and  makers  of  recordings.  His 
letter  to  Chairman  Fly  did  not 
answer  the  allegations  of  Mr. 
Davis,  however. 
As  the  Dept.  of  Justice  indi- 

cated a  bill  of  complaint  was  ready 
for  filing  any  moment,  perhaps  Sat- 

urday in  a  Chicago  Federal  court, 
it  was  believed  the  bill  would  be 
sufficiently  broad  to  cover  any  in- 

terim actions  Petrillo  might  take. 
The  Government  would  ask  the 
court  for  an  injunction  restraining 
operation  of  the  AFM  ban. 

Public  indignation  and  sharp 

press  rebukes  against  Petrillo  con- 
tinued to  pile  up  during  the  past 

week.  Frequent  references  were 
made  to  the  arbitrary  action  of 
the  union  head  at  a  time  when  the 
nation  is  facing  a  grave  crisis  and 
to  the  morale-building  activities  of 
the  broadcasting  industry. 

First  step  tending  to  ease  the 
situation  was  an  agreement  by 
KSTP,  St.  Paul,  with  the  AFM 
local  over  a  new  contract  [see  page 
54].  The  union  finally  agreed  to 

(Continued  on  page  56) 
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MINNEAPOLIS  -  ST.  PAUL 

•  •  •  not  only  the  Northwest's  most  popular 

radio  station 

BUT 

ALSO 

a  substantial  contributor  to 

^^unemployment"  relief 

KSTP  has  just  signed 

a  new  contract  with 

Petrillo^s  American 

Federation  of  Musicians 
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KFQD 

Anchorage 

Alaska 

Located  Geographic 
Center  of  Alaska 

• 

Headquarters  Alaska 
Defense  Command 

• 

Alaska's  Oldest  Station 
Direct  Representation 

YOUR 

bestMI 

BET  ..^5 

FOR  COMPLETE  I 

INEXPENSIVE  I 
COVERAGE 

OF  BALTIMORE 

WCBM 
BLUE  NETWORK  ] 

National  Reps.:  Spot  Sales,  IncJ 

Influencing  Sales 

FAR  Beyond  Pontiac 

In  cities  .  .  .  villages  .  .  .  farms 
.  .  .  for  miles  and  miles  around 
Ponfiac  -  .  .  the  messages  of  na- 

tional, regional  and  local  adver- 
tisers are  heard  over  WCAR's 1000  streamlined  watts. 

GET  THE 
FACTS 
FROM WCAR 

PONTIAC,  MICHIGAN 
or  the  Foreman  Co.  o  Chicago  •  New  York 

KSTP 

50,000  WATTS 

CLEAR  CHANNEL 

Exclusive  NBC  Outlet 

MINNEAPOLIS     •     SAINT  PAUL 
Represented   Nationally  by   Edw.   Pefry  Co. 

(Continued  from  page  54) 
remove  a  clause  providing  that 
KSTP  would  be  required  to  em- 

ploy for  one  year  any  musicians 
who  had  performed  four  weeks  at 
the  station. 

Petrillo's  Defense 
Petrillo  offered  a  vigorous  de- 

fense of  his  ban  on  recordings  in 
his  letter  to  FCC  Chairman  Fly, 
made  public  Thursday  night  at 
AFM  headquarters  in  New  York. 
At  that  time  he  stated  that  the 
order  forbidding  any  AFM  mem- 

ber from  making  recordings  for 
use  on  the  air  or  in  juke  boxes 
after  July  31  (the  next  day)  was 
still  in  effect. 
'  Questioned  as  to  the  letter  from 
Elmer  Davis,  OWI  head,  which 
asked  Mr.  Petrillo  to  rescind  his 

ban  on  records  "as  a  patriotic 
duty,"  he  said  that  he  had  not  yet 
answered  the  letter  but  would  do 
so  at  the  first  possible  moment. 

Declaring  there  are  500,000  juke 
boxes  in  the  United  States  and 
Canada  which  "alone  have  taken 
the  jobs  of  approximately  8,000 
live  musicians"  and  that  "there  are 
approximately  500  radio  stations 
which  do  not  employ  a  single  live 
musician,"  the  Petrillo  letter  con- 

tinued that:  "It  may  be  surprising 
to  the  public  to  know  that  95%  of 
the  music  in  the  United  States  and 
Canada  heard  today  is  canned 

music." 
He  repeated  his  previous  argu- 

ments that  AFM  members  get 
about  $3,000,000  a  year  from  re- 

cordings and  lose  about  $100,000,- 
000  worth  of  jobs  for  live  musicians 
as  a  result.  In  some  AFM  locals 
unemployment  is  as  high  as  60%, 
75%'  or  even  90%,  he  declared. 

Evades  the  Issue 

The  NAB  through  President 

Miller,  said  Friday  that  "Petrillo's 
reply  to  Chairman  Fly  of  the  FCC 
evades  the  basic  issue  which  he 
himself  has  raised  through  his  ban 
on  the  making  of  phonograph  rec- 

ords and  other  types  of  musical 
recordings. 

"In  stopping  all  recordings,  Mr. 
Petrillo  is  depriving  the  entire 
American  public  of  recorded  music 
in  order  to  get  at  the  few  estab- 

lishments which  he  believes  should 
employ  union  musicians  even 
though  there  is  no  need  for  them, 
even  though  the  establishments 
may  be  unable  to  afford  them,  and 
even  though  musicians  suited  to 
their  purpose  are  not  locally  avail- 
able. 

"The  basic  issue  is  the  right  of 
the  American  people  to  enjoy  the 
fruits  of  invention.  Mr.  Petrillo's 
ban  has  the  effect  of  depriving  a 
large  proportion  of  our  citizens  of 
the  inspiration  and  enjoyment  of 
hearing  music  performed  by  their 
favorites.  However  much  Mr. 
Petrillo  protests  that  his  edict  is 
aimed  at  'commercial'  use  of  rec- 

ords, he  knows  that  his  order  pre- 
vents the  making  of  all  records, 

whether  for  private  or  commercial 
use,  whether  popular,  classical  or 
patriotic,  and  whether  used  in  the 
home,  in  rural  areas,  for  the  enter- 

tainment of  the  armed  forces  and 

So.  Cal.  Stations  Laud 

Fly  for  Petrillo  Probe 
LAUDING  FCC  Chairman  James 
L.  Fly  for  his  defense  of  the  radio 
industry  against  the  music  edicts 
of  AFM  President  James  C.  Pet- 

rillo, the  Southern  California 
Broadcasters  Assn.,  Los  Angeles, 
meeting  in  executive  sesion  in  late 
July,  commended  the  chairman  for 
his  stand  and  support  and  tele- 

graphed him  to  that  effect.  Under 
signature  of  Richard  F.  Connor, 
radio  coordinator  of  the  SCA,  tele- 

gram to  Chairman  Fly  read  as follows : 
"The  Southern  California  Broad- 

casters' Assn.  in  formal  meeting 
today  passed  a  resolution  express- 

ing its  sincere  appreciation  of  your 
valiant  stand  in  defending  our  in- 

dustry against  the  abusive  and  ar- 
bitrary impositions  of  the  Musi- 

cians' Union  under  the  leadership 
of  James  Petrillo.  We  broadcasters 
feel  heartily  encouraged  by  having 
you  champion  the  cause  of  our  in- 

dustry in  this  vital  issue." 

defense  workers,  or  otherwise." 
One  aspect  of  radio's  AFM 

troubles  was  cleared  up  Wednes- 
day, when,  a  two-year  contract  was 

signed  between  KSTP,  St.  Paul- 
Minneapolis,  and  the  St.  Paul  local 
of  the  union.  Station  had  already 
agreed  to  a  10%  wage  increase  and 
to  an  increase  in  the  size  of  its 
staff  orchestra  and  the  sole  re- 

maining stumbling  block,  that  any 
musician  employed  for  four  weeks 
or  more  could  not  be  dismissed 
within  a  year,  which  KSTP  had 
refused  to  accept,  was  withdrawn 

by  the  union. 
In  its  stead,  the  final  contract 

contains  a  provision  that  any  musi- 
cian found  unsatisfactory  by  the 

station  may  be  discharged  upon 
four  weeks  prior  notice,  with  the 
stipulation  that  the  KSTP  staff 
orchestra  shall  be  kept  up  to  the 
specified  minimum  number  of 
musicians  at  all  times. 

Since  the  station  maintains 
studios  in  Minneapolis  as  well  as 
St.  Paul,  it  also  has  a  contract  with 
the  Minneapolis  AFM  local,  but 
that  does  not  affect  the  station's 
agreement  with  the  St.  Paul  union, 
as  it  has  still  a  year  to  run. 

Settlement  of  the  KSTP  difficulty 

with  the  AFM  removes  the  union's 
bar  against  the  network's  broad- casts of  dance  bands  from  remote 
pickup  locations,  but  late  last  week 
NBC  had  not  restored  the  only  two 
programs  of  that  type  which  it 
had  formerly  regularly  scheduled. 
The  NBC  Saturday  evening  broad- 

casts of  the  AFM  concerts  in  Grant 

Park,  Chicago,  which  had  been  can- 
celled July  25  by  the  union  to  pre- 

vent the  program  from  going  to 
KSTP,  were  also  cancelled  for 
Aug.  1,  NBC  stated.  It  was  ex- 

pected, however,  that  they  would 
again  be  heard  in  the  9:30-10  p.m. 

spot  on  NBC,  beginning  this  com- 
ing Saturday. 

Before  the  agreement  was 
reached  in  St.  Paul,  however,  the 
AFM  had  ordered  all  remote  dance 
band  pickups  from  MBS  as  a  re- 

sult of  controversies  between 
KFRC,  San  Francisco,  and  WARM, 
Scranton,  and  the  AFM  locals  in 
those  cities.  The  San  Francisco 
local  had  reportedly  asked  that  the 
minimum  hours  of  employment  be 
increased  from  6  to  12  a  week  and 
that  the  hourly  scale  also  be  in- 

creased. > 
A  wage  increase  demand  by  the 

Scranton  local  was  said  to  be  the 
cause  of  the  trouble  in  that  city. 
Dale  Robertson,  commercial  man- 

ager of  WARM,  conferred  with 
Mr.  Petrillo  on  Thursday  after- 

noon, but  no  agreement  was 
reached,  the  union  reported. 

Fred  Weber,  general  manager  of 
MBS,  was  in  Florida  when  the  re- 

mote pickups  of  that  network  were 
cancelled,  but  Mutual's  New  York 
headquarters  issued  the  following 
statement  in  his  name: 

"With  reference  to  the  bannings 
of  remote  dance  bands  feeding  to 
the  Mutual  Network  by  our  vari- 

ous originating  stations,  the  net- 
work office  was  not  notified  di- 
rectly by  Mr.  Petrillo,  president 

of  the  AFM,  of  this  action.  In- 
stead, this  ban  has  been  put  into 

effect  through  the  local  musicians 
unions  in  each  affected  area.  Locals 
in  turn  notified  the  stations.  The 
trouble  has  arisen  as  a  result  of 
union  disputes  at  KFRC  and 
WARM,  both  Mutual  affiliates. 

"Mutual  has  tried  unsuccessfully 
all  day  to  reach  Mr.  Petrillo.  In 
the  meantime  we  are  doing  our 
utmost  to  present  substitute  service 
of  a  high  quality  to  our  affiliates 

from  coast  to  coast." First  MBS  remotes  to  be  pulled 
from  the  network  were  those  on 

WOR,  New  York,  on  Monday  eve- 
ning, but  by  Tuesday  night  they 

had  been  cancelled  at  WGN,  Chi- 
cago; KHJ,  Los  Angeles,  WKRC; 

Cincinnati,  and  WCAE,  Pittsburgh. 
Stations  were  allowed  to  pick  up 
the  bands  for  local  broadcasts  as 
long  as  they  did  not  feed  them  to 
the  network. 

Trammel!  Letter 

Niles  Trammell,  president  of 
NBC,  in  a  letter  sent  July  28  to 
FCC  Chairman  Fly,  explained 
NBC's  position  in  the  Interlochen, 
Mich.,  affair. 

Outlining  history  of  the  camp, 
Mr.  Trammell  said  he  understood 
it  was  incorporated  in  the  fall  of 
1927  as  a  non-profit  educational 
institution.  Later  it  was  affiliated 
with  the  U  of  Michigan  School  of 
Music  and  Department  of  Speech. 

Since  1931,  said  Mr  Trammell, 
the  camp  orchestra  has  broadcast 

PROFIT 
Money  invested  on  WCOP 
has  the  HAPPY  HABIT  of 
returning  a  profit! 

RIPRESENTED  BY  HEADLEY-REED  CO. 
N-  IISOonYoiLrDIAL 
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over  NBC  on  a  sustaining  basis. 
He  explained  negotiations  between 
NBC  and  AFM  on  the  broadcast, 
leading  up  to  Petrillo's  demand that  the  broadcast  be  cancelled 

1 '  this  year. 
"No  doubt  you  will  be  interested 

to  know  that  NBC  does  not  now 
have  an  agreement  with  the  AFM 
granting  to  the  federation  a  na- 

tional closed  shop",  wrote  Mr. 
Trammell.  "Our  agreements  with 
reference  to  the  hiring  of  musicians 
for  broadcast  purposes  are  made 
with  the  various  AFM  local  unions 
which  have  jurisdiction  over  the 
various  territories  in  which  we 
maintain  studios". 

Not  a  Closed  Shop 

After  listing  these  pickup  points, 
Mr.  Trammell  said,  "I  make  a 
point  of  this  because  the  AFM  has 
claimed  in  press  statements  that 
we  have  a  national  closed  shop 
agreement  with  it". 
Had  NBC  broadcast  the  Inter- 

lochen  orchestra,  Mr.  Trammell 
said,  it  would  not  have  deprived 
members  of  the  AFM  of  employ- 

ment. He  recited  agreements  with 
locals  for  payment  of  staff  orches- 

tras and  mentioned  that  NBC  on 
July  11  put  on  a  staff  orchestra 
of  56  from  the  New  York  studios. 
These  men  were  already  being  paid 
for  this  time  under  the  NBC  agree- 

ment with  the  New  York  local. 

"At  the  same  time",  said  Mr. 
Trammell,  "we  had  available  any 
number  of  other  musical  programs 
which  we  could  have  put  on  the 
air  without  additional  cost  to  NBC 
or  additional  income  for  AFM 
members  who  were  already  being 
paid  pursuant  to  agreement  with 
AFM  locals". 

In  a  statement  Friday  night  on 
behalf  of  the  broadcasting  industry 
and  some  transcription  companies 
which  are  associate  members  of  the 
NAB,  Neville  Miller,  NAB  presi- 

dent, stated,  "Mr.  Petrillo's  ban  on 
recordings  strikes  at  the  ability  of 
hundreds  of  radio  stations  fully  and 
effectively  to  serve  the  public.  We 
cannot  approve  his  attempt  to  set 
back  the  hands  of  the  clock  by 
abolishing  one  of  Thomas  Edison's 
great  inventions  which  brings  edu- 

cation and  entertainment  to  all 
our  citizens  wherever  located." 

Pointing  out  the  excellent  labor 
relations  of  the  broadcasting  in- 

dustry and  the  fact  that  radio  has 
not  put  a  single  union  musician 
out  of  work,  Mr.  Miller  stated  that 
a  survey  made  only  last  year  un- 

der Mr.  Petrillo's  own  auspices, 
characterized  the  transcription  in- 

dustry as  "a  vital  necessity  to  the 
small  stations." 

Mr.   Miller   continued,   "It  ap- 
pears that  Mr.  Petrillo  would  like 

to  have  the  transcription  companies 
prevent  their  records  from  coming 
into  the  hands  of  stations  which 
do  not  employ  what  he  considers 

!  an  adequate  number  of  union  mu- 
I  sicians.  As  Mr.  Petrillo  knows  only 
too  well,  the  courts  have  held  that 
any  attempt  by  the  transcription 
companies  to  do  this  would  make 

!  them  a  party  to  an  illegal  con- 
spiracy and   subject  to  criminal 

i  prosecution  by  the  Federal  Govern- 

OWI  SETS  VP  PLAN 

FOR  SPOT  MESSAGES 

ESTABLISHING  a  new  system  of 
allocating  Government  messages 
on  national  spot  programs  [Broad- 

casting, July  27],  the  Radio  Bu- 
reau of  the  Office  of  War  Informa- 

tion last  week  announced  it  had  set 
up  a  plan  to  put  advertisers  in 
groups  so  that  no  two  groups  would 
broadcast  the  messages  in  the  same 
week.  One  or  more  Government 
messages  will  then  be  carried  by 
one  group  of  advertisers  each  week. 

Advertisers  whose  programs  are 
broadcast  once  a  week  are  asked  to 
carry  one  Government  message  per 
month,  according  to  the  plan,  while 
those  broadcasting  more  than  once 
a  week  will  be  asked  to  carry  two 
Government  messages  per  month. 
The  OWI  will  send  out  fact 

sheets  for  the  advertiser  to  pre- 
pare the  Government  announcement 

and  it  was  noted  that  messages  will 
be  sent  out  approximately  2% 
weeks  in  advance  of  broadcast  date. 

Meanwhile,  it  was  disclosed  that 
of  905  advertising  agencies  con- 

tacted by  the  OWI  for  information 
on  national  spot  programs,  more 
than  33%  had  replied  by  July  28, 
naming  54  sponsors  willing  to  co- 
operate. 
ment  under  the  Anti-trust  Laws. 
"In  refusing  the  request  of 

Elmer  Davis,  director  of  war  in- 
formation, that  he  rescind  his  ban, 

Mr.  Petrillo  insists  he  is  not  bar- 
ring records  for  home  use.  Mr. 

Petrillo,  however,  will  not  permit 
his  musicians  to  perform  unless 
the  record  companies  guarantee 
that  their  records  will  not  come 
into  the  hands  of  commercial  users. 
Phonograph  records  are  sold  at 
every  music  store  in  the  country. 
Mr.  Petrillo  knows  that  the  record 
companies  cannot  as  a  practical 
matter  police  all  the  record  stores 
of  the  country  and  he  also  knows 
that  as  a  legal  matter  they  cannot 
impose  restrictions  on  the  users  of 
the  record  which  are  in  any  way 
binding  on  the  purchaser.  By  every 
realistic  standard,  therefore,  Mr. 
Petrillo's  ban  is  all-inclusive." 

BILL  GOODWIN,  Hollywood  an- 
nouncer on  the  weekly  CBS  Tommy 

Riggs  (&  Betty  Lou,  has  a  major  role 
in  the  film,  "Henry  Aldrich  Gets 
Glamour"  being  produced  by  Para- mount. Isabel  Randolph  who  portrays 
Mrs.  Uppington  in  the  weekly  NBC 
FHier  McGee  &  Molly  Shotv,  has  a 
comedy  role. 

Porter  Aids  Godwin 

ROY  PORTER,  recently  added  to 
the  BLUE  commentator  staff  after 
his  return  from  the  European  war 
zone  where  he  was  an  AP  corre- 

spondent, has  been  appointed  al- ternate for  Earl  Godwin  on  the 
daily  nev/scasts  sponsored  by  Ford 
Motor  Co.,  Detroit,  on  the  BLUE. 
Porter  will  substitute  for  Godwin 
two  nights  weekly  on  the  Ford 
broadcasts,  heard  daily  at  8-8:15 
p.m  and  repeated  at  11  pm.  (EWT) 
for  the  West  Coast. 

T.  D.  Christian  to  Rio 

T.  D.  CHRISTIAN,  NBS  engineer 
for  the  last  seven  years,  has  left  the 
network  to  become  plant  supervisor 
of  the  Brazilian  Telephone  Co.,  Rio 
de  Janeiro.  He  leaves  in  mid-Aug- 

ust by  plane  with  his  wife  and  two 
children.  Previously  with  the  Inter- 

national Telephone  Co.  in  Central 
and  South  America  and  with  West- 

ern Electric  Co.  in  plant  construc- 
tion and  installation,  Mr.  Christian 

has  been  a  member  of  NBC's  de- 
velopment and  television  groups 

for  the  past  five  years. 

Lever  Switch 

LEVER  BROS.  Co.,  Cambridge,  on 
Aug  3  is  switching  both  products 
and  agencies  for  its  CBS  Bright 
Horizon  program,  heard  five  times 
weekly,  11:30-11:45  a.m.  Formerly 
promoting  Swan  Soap  through 
Young  &  Rubicam,  New  York,  the 
series  is  now  heard  in  the  interest 
of  Silver  Dust  through  BBDO,  New 
York.  Effective  the  same  date,  the 
company  also  discontinued  the  MADISON  AVE.  AT  45th  ST.,  NEW  YORK 
afternoon  rebroadcast  of  the  SGI'IgS  BERNAM  G.  HINES,  Managing  Director 
on  CBS  at  2:15  p.m.  ■ 

FOR  SALE 

5  KW.  WESTERN  ELECTRIC  USED  TRANS- 

MITTER—355B— LOW  LEVEL  GRID  MODU- 

LATION—1  %  OVER  ALL  DISTORTION- 

CERAMIC  WATER  SYSTEM— NO  RUBBER- 

DC  FILAMENTS  AND  SPARE  AVAILABLE. 

ALL  COMPLETE— MANY  EXTRAS.  FULL  IN- 

STALLATION AND  MAINTENANCE  DATA 

READY  TO  MAIL  YOU. 

Sacrifice  Price — Less  Than  Half  Original  Cost 

WIRE  OR  WRITE— 

BOX  NO.  Z-10 

BROADCASTING 

250  PARK  AVENUE 

NEW  YORK,  N.  Y. 

MR.  RADIO  EXECUTIVE: 

Your  time  is  valuable 

while  you're  in  New 
York.  That's  why  we 
want  you  to  stay  with 
us  at  the  Roosevelt. 
You'll  be  only  a  few 

steps  from  your  repre- 
sentative, your  network 

and  the  radio  agencies. 
Our  private  passageway 
from  Grand  Central 
Station  leads  right  to 
the  lobby  where  you 

can  register  for  a  com- 
fortable room  and  bath 

from  $4.50. 

Our  Men' s  Bar  is 
radio-famous  and  the 
meals  are  delicious 
whether  you  eat  in  the 
Grill,  the  Colonial 
Room  or  the  Coffee 
Shop.  There  is  dancing 
in  the  Grill  every 
evening  except  Sunday. 

HOTEL 
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Actions  of  the 

FEDERAL   COMMUNICATIONS  COMMISSION 

 JULY  25  TO  JULY  31  INCLUSIVE  

Decisions  .  .  . 
JULY  28 

KGHI,  Little  Rock,  Ark.— Granted  con- 
struction pei'mit  to  install  new  transmitter. 

KOVC,  Valley  City,  N.  D.— Granted  con- struction permit  to  make  changes  in 
antenna. 
WAKR,  Akron,  O. — Granted  modifica- 

tion of  license  to  operate  with  5  kw.,  non- 
directional  daytime. 
NEW,  A.  M.  Burton,  Nashville — Upon 

petition  of  applicant  dismissed  without 
prejudice  application  for  new  station. 
WAPO,  Chattanooga,  Tenn. — Denied  pe- tition for  grant  of  application  and  set 

forth  issues  upon  which  application  will 
be  heard. 
KRKO,  Everett,  Wash.-— Granted  modi- fication of  license  authorizing  unlimited 

time  operation  and  cancelled  special  service 
authorization. 
WBYN,  Brooklyn — Designated  for  hear- ing application  for  move  of  main  studios. 
KGEI,  San  Francisco — Granted  modi- 

fication of  license  to  add  frequencies  7250, 9550  and  15210  kc. 
K51L,  St.  Louis — Designated  for  hear- 

ing application  for  extension  of  time  to 
complete  station  construction. 
W65H,  Hartford  —  Granted  request  to 

waive  requirements  of  Section  3.261  so  as 
to  continue  operating  only  from  6  p.m. 
until  midnight. 
WKZO,  Kalamazoo,  Mich.  —  Granted 

modification  of  construction  permit  for 
extension  of  completion  date  to  10-25-42. 

JULY  29 
NEW,  Hugh  Francis  McKee,  Portland, 

Ore. — Granted  petition  to  dismiss  new  sta- 
tion application. 

NEW,  Capital  City  Broadcasting  Co., 
Topeka,  Kan. — Same. 
NEW,  New  Haven  Broadcasters,  New 

Haven — Same. 
NEW,  Sacandaga  Broadcasting  Corp., 

Gloversville,  N.  Y. — Same. 
KSD,  St.  Louis — Granted  petition  to  dis- 

miss application  for  construction  permit. 
WFCL   Pawtucket,   R.   I.— Same. 

JULY  30 
WWNY,  Watertown,  N.  Y.— Granted 

modification  of  construction  permit  for  ex- 
tension of  completion  date  to  10-16-42. 

KMPC,  Beverly  Hills,  Cal.— Granted 
modification  of  construction  permit  for  ex- 

tension of  completion  date  to  9-2-42. 
WCAO,  Baltimore — Granted  modification 

of  construction  permit  for  extension  of 
completion  date  to  9-8-42. 
WLAC,  Nashville — Granted  modification 

of  construction  permit  for  extension  of 
completion  date  to  9-1-42. 
W85A,  Schenectady,  N.  Y.— Granted modification  of  construction  permit  for 

change  in  type  of  transmitter  and  exten- 
sion of  commencement  and  completion 

dates  to  10  days  after  grant  and  30  days 
thereafter,  respectively. 

Applications  .  •  • 
JULY  25 

WKZO,  Kalamazoo,  Mich. — Modification 
of  construction  permit  for  extension  of 
completion  date  to  10-25-42. 
WAKR,  Akron,  O. — Modification  of  con- struction permit  as  modified  for  extension 

of  completion  date  to  11-1-42. 
KFEQ,  St.  Joseph,  Mo. — Modification  of 

construction  permit  as  modified  for  exten- 
sion of  completion  date  to  9-30-42. 

KOY,  Phoenix,  Ariz. — Modification  of 
construction  permit  for  extension  of  com- 

pletion date  indefinitely. 
JULY  29 

W47NY,  New  York  —  Modification  of 
construction  permit  for  extension  of  com- 

pletion date  to  2-4-43. 
WFMJ,  Youngstown — Voluntary  assign- 

ment of  license  to  WFMJ  Broadcasting  Co. 

Tentative  Calendar  .  •  . 
WMAW,  Worcester,  Mass.,  modification 

Df  construction  permit  for  extension  of 
completion  date  (Aug.  4). 
WIBC,  Indianapolis,  construction  permit 

for  1070  kc,  5  kw.  night,  10  kw.  day  ;  un- 
limited; directional  antenna  night  (Aug.  C 

PROTECTION  against  saboteurs 
are  these  German  shepherd  watch- 

dogs, recently  added  to  other  safe- 
guards at  the  antenna  towers  of 

radio  stations  WHK-WCLE,  Cleve- 
land. Their  names?  Vic  and  Sade! 

They're  six  months  old,  and  al- 
ready yap  at  strangers.  This  is 

really  two  shots  taken  by  Milt 
Hill,  publicity  director  of  the  sta- 

tions, with  the  dogs  superimposed 
on  the  antenna. 

Capt.  Harold  Smith 
CAPT.  HAROLD  SMITH,  Army 
Air  Forces,  and  former  FCC  tele- 

phone rates  examiner,  was  killed 
July  24  in  an  airplane  crash  near 
Lynchburg,  Va.  Graduate  of  Penn- 

sylvania State  College  and  George 
Washington  Law  School,  Washing- 

ton, Capt.  Smith  was  admitted  to 
the  D.  C.  bar  in  1939.  Formerly 
with  the  Justice  Dept.  he  joined  the 
FCC  in  1938,  serving  until  Sep- 

tember, 1941. 

DREXEL  INSTITUTE  of  Technol- 
ogy, Philadelphia,  has  started  a  12- week  course  in  radio  communication. 

The  work,  all  on  college  level,  is  di- 
rected by  Prof.  E.  O.  Lange,  of  the 

Drexel  faculty. 

Rubber  Substitute 

Developed  By  RCA 
Plastic  Replaces  Critical  Item 
In  Making  Radio  Tubes 

DEVELOPMENT  of  "resistoflex", 
a  semi-plastic  material  made  from 
alcohol,  now  permits  the  release  of 
large  quantities  of  rubber  pre- 

viously required  to  operate  intric- 
ate machines  used  in  the  produc- 
tion of  RCA  radio  tubes.  The  com- 

pany's research  men  have  been  at work  on  this  substance  for  several 
months  and  last  week  its  prac- 

tical success  was  announced. 
When  indications  of  the  rubber 

shortage  first  appeared,  the  com- 
pany realized  the  necessity  of  de- 

veloping a  substitute  product  for 
use  in  the  various  steps  in  tube 
manufacture.  In  the  past,  rubber 
tubing  was  standard  equipment  to 
feed  fire  from  fixed  sources  to 
moving  burners;  rubber  was  also 
used  for  connectors  between  valves, 

traps,  pumps  and  gauges  in  evac- 
uating lines. 

According  to  an  RCA  announce- 
ment, this  new  material  was  found 

to  be  highly  resistant  to  the  many 
solvents  which  depreciated  rubber 
and  eliminated  the  other  plastics. 

Although  it  lacked  rubber's  flex- 
ibility at  first,  RCA  scientists  over- 

came this. 

RCA  tests  with  new  rubber-less 
hoses  have  shown  that  under  ac- 

tual operating  conditions  they 
stand  up  under  hard  use  even 
though  saturated  with  hot  oil  and 
subjected  to  continuous  flexing  at 
the  rate  of  600  times  an  hour.  In 

one  particular  test  the  new  sub- 
stance has  lasted  on  one  machine 

for  a  year  with  no  signs  of  de- 
preciation, although  the  rubber 

tubing,  formerly  used,  had  to  be 
replaced  about  five  times  an- nually. 

Wet  work  r\.ccounb 
All  time  Eastern  Wartime  unless  indicated 

New  Business 
HALL  BROS.,  Kansas  City  (Hallmark 
greeting  cards)  on  Aug.  21  starts  Meet 
Your  Navy  on  113  BLUE  stations  in- stead of  93  as  originally  announced,  Fri., 
10-10:30  p.m.  Agency:  Henri,  Hurst  & MacDonald,  Chicago. 
COLGATE-PALMOLIVE-PEET  Co.,  Jer- 

sey City,  on  Oct.  3  starts  a  variety  show 
with  Al  Jolson  on  NBC,  Sat.,  9:30-10 
p.m.  Agency:  Sherman  &  Marquette,  Chi- cago. 

MENNEN  Co.,  Newark  (toiletries),  on 
Aug.  13  starts  for  52  weeks.  Boh  Garred 
News  on  6  CBS  West  Coast  stations 
(KNX  KQW  KARM  KROY  KIRO 
KOIN),  Tues.,  Thurs.,  Sat.,  7:30-7:45 a.m.  (PWT).  Agency:  Russel  M.  Seeds 
Co.,  Chicago. 
UNDERWOOD  -  ELLIOTT  -  FISHER,  To- 

ronto (business  machines)  on  Oct.  11  starts 
Ernest  Seitz  Musicale  on  CFCF,  Montreal; 
CBO,  Ottawa;  CBL,  Toronto;  Sun.,  1:30- 1:55  p.m.  Agency:  J.  J.  Gibbons  Ltd., Toronto. 

PARAMOUNT  PICTURES  Inc.,  New  York, 
("Holiday  Inn")  on  Aug.  4  only,  sponsors 
Parade  of  Bands  on  89  BLUE  stations, 
9:30-10  p.m.  Agency:  Buchanan  &  Co., 
N.  Y. 

Renewal  Accounts 
GENERAL  FOODS  Corp.,  New  York 
(Postum),  on  Aug.  13  resumes  The 
Aldrich  Family  on  91  NBC  stations, 
Thurs.,  8:30-9  p.m.  Agency:  Young  & Rubicam,  N.  Y. 

DR.  JOHN  MATTHEWS,  Los  Angeles  (re- 
ligious) on  July  18  renewed  for  26  weeks. 

Shepherd  of  the  Air,  on  8  Don  Lee  Cali- fornia stations  (KHJ  KDB  KVEC  KVOE 
KFXM  KGB  KXO  KPMC),  Sat.,  4-4:30 
p.m.  (PWT).  Agency:  Tom  Westwood 
Adv.,  Los  Angeles. 
PRUDENTIAL  INSURANCE  Co.  of  Amer- 

ica, Newark,  N.  J.,  on  Aug.  30  renews 
Family  Hour,  and  adds  22  CBS  stations, making  a  total  of  82  CBS  stations,  Sun., 
5-5:45  p.m.  Agency:  Benton  &  Bowles, N.  Y. 

Network  Changes 

FIRESTONE  TIRE  &  RUBBER  Co., 
Akron,  has  added  2  NBC  stations  to 
Voice  of  Firestone,  Monday,  8 :30-9  p.m., 
making  a  total  of  65  NBC  stations. 
Agency:  Sweeney  &  James  Co.,  Cleveland. 
CALIFORNIA  FRUIT  GROWERS  EX- CHANGE, Los  Angeles  (Sunkist  oranges, 
lemons),  on  Aug.  3  adds  7  CBS  sta- 

tions to  Hedda  Hopper's  Hollywood,  mak- ing a  total  46  CBS  stations,  Mon.,  Wed., 
Fri.,  6:15-6:30  p.m.  Agency:  Lord  & Thomas,  Los  Angeles. 
MANHATTAN  SOAP  Co.,  New  York 
(Sweetheart  soap),  on  Aug.  11  shifts  Bob 
Garred  Reporting  on  6  CBS  Pacific  Coast 
stations  (KNX  KQW  KARM  KTOY  KOIN 
KIRO),  from  Tues.,  Thurs..  Sat.,  7:30- 7:45  a.m.,  to  Mon.,  Wed.,  Fri.  Agency: 
Franklin  Bruck  Adv.  Corp.,  N.  Y. 
WELCH  GRAPE  JUICE  Co.,  Westfield, 
N.  Y.  (grape  and  tomato  juices),  on  Aug. 
16  will  replace  Dear  John  with  A  Bill  of 
Divorcement,  and  will  shift  on  64  CBS  sta- 

tions from  Fri.,  7:15-7:30  p.m.  to  Sun- 
days, 6:15-6:30  p.m.  Agency:  H.  W.  Kas- tor  &  Sons  Adv.  Co.,  Chicago. 

Blue  Coal  Starts  Early 

STARTING  its  annual  radio  cam- 
paign several  weeks  earlier  this 

year,  Delaware,  Lackawanna  & 
Western  Coal  Co.,  New  York,  will 
again  sponsor  the  mystery  thriller 
The  Shadow  on  MBS  as  part  of  a 
special  cooperative  dealer  drive  to 
advocate  conversion  of  oil-burning 
heaters  to  the  use  of  coal.  Promot- 

ing Blue  Coal,  the  campaign  will 
extend  for  a  period  of  12  weeks 
throughout  the  anthracite-burning 
territory  as  far  west  as  Chicago.  It 
will  include,  besides  radio,  the  use 
of  newspapers,  poster,  counter 
cards,  window  displays  and  direct 
mail.  Date  for  the  start  of  the 
weekly  Mutual  program  has  not  yet 
been  announced,  according  to  Ruth- 
rauff  &  Ryan,  New  York 

More  than  2  i  ,000  Lapp  Porcelain  Compres- 
sion cones  have  gone  into  service.  They 

range  from  tiny  3"  cones  for  pipe  masts  to 
the  large  units  shown  above  and  recently 
installed  in  the  new  WABC  transmitter.  In 
the  history  of  these  insulators,  covering 
more  than  20  years,  we  have  never  heard  of  a 
tower  failure  due  to  failure  of  a  Lapp  por- 

celain part.  Reason  enough  to  specify 
x"Lapp"  for  tower  footing  insulators. 
'  Lapp  Insulator  Co.,  Inc.,  LeRoy,  N.  Y. 

This  giant  base  insulator 
supports  one  corner  of 
the  new  WABC  tower. 

FOR  SECURITY  IN 

ANTENNA  STRUCTURE  INSULATORS 
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,  RETURNING  to  WINS,  New  York, 
after  a  half-year's  absence,  Welcome 
to  Wheeler,  transcribed  quarter-hour 
weekly  series  produced  by  the  public 
relations  office  of  Camp  Wheeler, 
Ga.,  brings  greetings  from  soldiers 
from  New  York  City  to  their  families, 
as  well  as  band  music,  with  Sgt.  Har- 

ry Blake,  former  New  York  news- 
paperman serving  as  announcer  and 

produced  under  the  supervision  of  Lt. 
Chauncey  Brooks  Jr.,  public  relations 
officer,  formerly  of  WBAL,  Baltimore. 
First  series  was  launched  by  Capt. 
Edwin  P.  Curtin,  formerly  publicity 
director  of  BBDO,  New  York. 

WCCO,  Minneapolis,  held  its  third 
dinner  party  at  the  Hotel  Nicollet 
recently  for  members  of  the  Minne- 

apolis Aquatennial  Committee  and 
275  Minnesota  mayors  and  their 
wives.  Welcoming  addresses  were  giv- 

en by  Gov.  Stassen,  Mayor  Kline  of 
Minneapolis,  William  E.  Forbes,  gen- 

eral manager  of  WCCO,  Al  Sheehan, 
program  director. 

WTCM,  Traverse  City,  Mich.,  co- 
operated with  the  cherry  growers  and 

the  U.  S.  Employment  office  by  run- 
ning spots  for  laborers  to  pick  the 

fruit,  whenever  a  report  on  a  worker 
shortage  came  in  from  a  certain  dis- 

trict. Due  to  WTCM's  recruiting, crops  tliat  might  have  rotted  were 
saved. 

WORL,  Boston,  is  opening  a  branch 
office  in  Chicago  to  serve  timebuyers 
in  the  midwest  and  Chicago  agencies. 
Dana  Baird,  with  WORL  three  years 
as  salesman,  will  be  manager. 

PLAN  for  the  air  fleet  of  super  cargo 
planes  was  first  advanced  by  Henry 
J.  Kaiser,  West  Coast  shipbuilder, 
during  a  July  19  broadcast  of  KEX, 
Portland,  from  the  Oregon  Shipbuild- 

ing Corp.,  Portland,  according  to  that station. 

MODERN  and  ancient  music  of  the 
Allied  countries  is  heard  in  a  series 
of  concert  recordings,  titled  Music  of 
the  United  Nations  on  WQXR,  New York. 

WPAT,  Paterson,  N.  J.,  to  promote 
the  sale  of  war  bonds  and  stamps  in 
Northern  New  Jersey  communities  has 
started  a  "Bond  Wagon,"  which  travels to  the  various  cities  with  talent  shows 
to  acquire  war  savings  pledges. 
KFH,  Wichita,  in  cooperation  with  the 
call  for  nurses  from  Washington  has 
staged  a  number  of  special  half-hour 
broadcasts  promoting  student  nurse 
applications  as  well  as  taking  the  Ark 
Valley  Boys  out  on  the  street  for  dem- 

onstrations during  downtown  noon 
rush  hours  in  the  interest  of  recruit- 

ing student  nurses. 

TO  HONOR  15  former  employees 
now  in  the  services,  KOA  recently 
dedicated  a  service  flag  in  a  special 
half -hour  broadcast.  Yeoman  Starr 
Yelland  (left)  former  KOA  an- 

nouncer at  the  mike  mc'd  the  pro- 
gram. Lt.  Com.  Lloyd  E.  Yoder, 

Navi'  public  relations  officer  for 
Colorado,  stands  ready  to  read  the 
Navy  Roll  of  Honor. 

KLZ,  Denver,  in  cooperation  with 
the  Office  of  Price  Administration  on 
July  22  broadcast  from  what  was 
claimed  the  first  Model  Price  Ceiling 
Posting  Store  in  the  country.  Maida 
Severn,  KLZ  director  of  women's  pro- grams made  a  tour  through  the  store 
advising  listeners  how  prices  should 
be  shown  in  all  types  of  stores. 
WMT.  Cedar  Rapids,  has  received  the 
first  1Q%  flag  issued  in  Cedar  Rapids. 
WMT  has  reported  100%  enrollment 
in  the  payroll  savings  plan  for  war bonds. 

WIND,  Gary,  Ind.,  thrice  weekly  pre- 
sents Treasury  Corner  from  the  cor- 

ner of  Broadway  &  Fifth  and  features 
visiting  entertainers  of  stage,  radio 
and  screen. 

IN  a  recruiting  drive  for  125  men, 
the  complement  of  a  destroyer,  from 
the  Tulsa  area,  KVOO  devoted  two 
half-hours,  two  quarter-hours  and  nu- 

merous spot  announcements  on  July  18 
with  the  result  that  129  men  enlisted. 

IN  A  three-way  tieup  between  WHN, 
New  York,  Parade  Magazine  and  the 
Hotel  Astor,  New  York,  a  variety 
program  titled  Parade's  Weekly  Re- vue is  presented  Thursday  evenings 
on  WHiST  from  the  Coral  Room  of  the 
Astor,  on  a  sustaining  basis.  Tickets 
are  distributed  weekly  to  members  of 
the  armed  forces  through  Father 
Duffy's  mobile  canteen  unit,  and  a 
special  feature  is  the  presentation  by 
R.  A.  Lasley.  editor  of  Parade,  of  a 
"silver  baton"  to  the  outstanding  per- 

son in  the  week's  news. 
TALENT  of  NBC-Chicago  is  donat- 

ing services  in  five  USO-American  Le- 
gion sidewalk  booths  to  raise  funds. 

William  Ray,  publicity  director  of 
NBC-Chicago  and  member  of  the  USO 
local  publicity  committee  is  in  charge 
of  the  talent  appearances  at  the 
booths. 

BOOST 

YOUR 

SALES  
, 

AdvertiseoverCentral  America's  i  , 
most  modern  stations  ̂  

/90»000 

AMCRICANS 

OF  THE  CANAL  ZONE 

BUr  AMERICAN 

Rep.-  Meichor  Guzman  Co.  Inc. 
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Keystone  Disc  Hookup 
Now   Has   188  Outlets 
WITH  development  of  intensified 
war  activity  in  Alaska,  Keystone 
Broadcasting  System  last  v^^eek  an- 

nounced from  its  New  York  head- 
quarters that  it  had  added  KFQD, 

Anchorage,  to  its  affiliates.  Receni; 
additions  to  the  wax  network, 
bringing  the  total  number  of  affili- ates to  188  stations,  include: 
WTMC,  Ocala,  Fla.;  WGAA, 
Gainesville,  Ga.;  WRLC,  Toccoa, 
Ga.;  WJPF,  Herrin,  111.;  WKMO, 
Kokomo,  Ind.;  WAOV,  Vincennes; 
WFMD,  Frederick,  Md.;  KRFJ, 
Miles  City,  Mont;  WALL,  Middle- 
ton,  N.  Y.;  WSLB,  Ogdensburg, 
N.  Y.;  WFAS,  White  Plains,  N.  Y.; 
WMRF,  Leviistown,  Pa.;  KEYS, 
Corpus  Christi,  Tex.;  WWSR,  St. 
Albans,  Vt.;  WDEV,  Waterbury, 
Va.;  WJMA,  Covington,  Va.; 
WING,  Winchester,  Va. 

A  semi-annual  report  of  the  ac- 
tivities and  sales  progress  of  KBS 

is  being  out  to  affiliates  this  week, 
covering  the  results  of  recent  tests 
and  nation-wide  surveys.  The  report 
also  includes  a  listing  of  the  net- 

work shows  for  which  the  tran- 
scription network  is  now  negotiat- 

ing, and  covers  the  detailed  activi- 
ties of  the  KBS  sales  departments 

in  New  York,  Chicago  and  Holly- 
wood and  their  work  to  date  in  de- 

veloping the  secondary  market  field. 

Wing  Heads  KROC 
JERRY  WING,  vice-president, 
studio  director  and  assistant  to 
the  late  Gregory  Gentling  in  the 
management  of  KROC,  Rochester, 
has  been  appointed  by  the  stock- holders and  directors  of  the  station 
as  general  manager,  filling  the  va- 

cancy caused  by  the  death  of  Mr. 
Gentling  [Broadcasting,  July  27]. 
Mr.  Wing  has  been  associated  with 
KROC  since  its  inception. 

\v  TM.J,  Minwaukee,  and  its  FM 

adjunct  W5.5M,  collided  with  "double trouble"  July  26  when  they  were  off  the air  an  hour  and  a  half  due  to  power 
failure  that  affected  seven  counties. 

v\1 

VARIETY  -  Vra),  JULY  8, 1942 

The    INTRODUCTION    is  IMPORTANT! 

the 

First  impressions  make  a  difference!  Why  not  take  advantage 
of  the  unique  spot  WMBD  holds  in  the  hearts  of  the  "home 
folks"  in  PEORIAREA?  Public  service,  community  endeavor, 
bhe  finest  entertainment — these  policies  place  WMBD 

position  of  trusted  and  valued  friend. 
And — WMBD  gets  results  no  "outsider" can. 

FOLKS  Listen  TO  WMBD 

Here's  one  medium  that  covers  all  of  the 
thriving  PEORIAREA  market — and  con- 

tinues to  cover  it  day  and  night.  Just  ask 
us  for  facts — they'll  be  eye-openers!  The 
chart  at  right — a  C.  C.  Chappelle  survey, 
for  example.  And  there  are 
many  more! 

PEORIA,  ILL. 

YOU'RE  IN  EXCELLENT  COMPANY  ON  WMBD 

National  advertisers  use  WMBD  to  intro- 
duce and  keep  selling  their  products  in 

PEORIAREA.  Many  of  them  have  based 
national  campaigns  on  tests  run  here.  Our 
Merchandising  Department  is  alert,  aggres- 

sive, eager  to  help. 

WMBD  is  a  Member  of  CBS  Network 

FREE& 
PETERS,  ISC. 
Ex^tumt  National 

Repraentativa 
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Think  of  quality  transcrip- 
tion processing  and  you 

think  of  CLARK.  That's  na- 

tural as  ABC.  Since  radio's 
pioneer  days  CLARK  has 

been  the  symbol  for  pride  of 

workmanship  and  depend- 

ability of  performance.  All 
over  America  electrical 

transcriptions  bear  the 

stamp  of  CLARK  experi- 

ence. Today  nearly  every 

sizable  transcription  pro- 
ducer is  a  CLARK  client. 

How  about  you? 

\cmiL 

Phonograph  Record  Co. 

216  High  St.  Humboldt  2-0880 

221  N.LaSalle$t.  Central  5275 

WALTER  A.  TIBBALS,  formerly 
radio  timebuyer  of  Biow  Co.,  New 
York,  on  Aug.  3  joins  BBDO,  New 
York,  as  a  director  in  the  radio  de- 

partment. While  at  Biow,  Mr.  Tibbals 
handled  several  accounts  using  spot 
radio  as  well  as  assisting  on  the 
Philip  Morris  network  shows  and  the 
Eversharp  Take  It  or  Leave  It  show 
on  CBS.  He  was  previously  with 
WNEW,  New  York. 
WALTER  GREEN  has  been  pro- 

moted to  radio  director  of  Philip  Klein 
Adv.  Agency,  Philadelphia,  succeed- 

ing Henry  Klein,  who  transfers  to  the 
agency's  publicity  department. 
H.  ARTHUR  ENGLEMAN,  who  for- 

merly headed  his  own  advertising 
agency  in  Philadelphia,  has  become 
vice-president  and  general  manager  of 
Henry  Tetlow  Co.,  cosmetic  manufac- 

turers of  Philadelphia  and  London, 
England. 
JAMES  THOMPSON,  account  execu- 

tive of  N.  W.  Ayer  &  Son,  Philadel- 
phia, has  entered  the  Army. 

HOWARD  K.  MOLL,  formerly  in  the 
production  department  of  the  George 
Moll  Agency.  Philadelphia,  is  now  a 
sergeant  in  the  Army. 
JANE  BENNETT,  copywriter  of 
Gray  &  Rogers,  Philadelphia,  is  the 
first  woman  in  the  local  advertising 
agency  field  to  join  the  WAAO  anid 
has  left  for  Fort  Des  Moines. 
GEORGE  KERN,  of  Benton  &  Bowles 
Inc.,  has  been  commissioned  a  captain 
in  the  Ordnance  Division  of  the  Army 
and  leaves  Aug.  2  to  begin  a  four- 
week  training  course  at  Princeton, 
N.  J. 

W.  DOTY  EDOUARDE.  formerly 
timebuyer  of  Compton  Adv.,  New 
York,  has  joined  Badger,  Browning  & 
Hei-sey,  New  York,  as  assistant  to 
H.  W.  Mallinson  Jr.,  director  of  sta- 

tion relations.  Jack  Wilcher,  form- 
erly freelance  producer,  has  joined  the 

production  department  in  an  executive 
capacity. 
MICHAEL  E.  CARLOCK.  formerly 
of  BBDO  and  on  the  staffs  of  En- 

cyclopedia Britannica  and  Fawcett 
Publications,  has  joined  Benton  & 
Bowles,  New  York,  and  will  work  on 
the  Prudential  Insurance  Co.  of 
America  account. 
LLOYD  SEIDMAN,  account  execu- 

tive of  Donahue  &  Coe.  New  York,  has 
been  named  a  vice-president. 
KAY  BARB,  formerly  with  the  pub- 

licity staff  of  KPO,  San  Francisco, 
has  joined  the  A.  E.  Nelson  Co.,  new 
San  Francisco  advertising  agency 
headed  by  Al  Nelson,  former  assistant 
vice-president  of  NBC  and  manager 
of  KPO-KGO.  Barr  heads  the  press 
relations  division. 

WDRC 

Garfield  Doubles 

SIDNEY  GARFIELD,  presi- 
dent of  Hirshon-Garfield, 

New  York  advertising  firm, 
made  his  bow  as  a  radio 
entertainer  July  20,  in  a 
five-weekly  series  on  WJZ, 

New  York,  titled  The  Man's 
Corner  of  the  Air.  Garfield's five-minute  program  at  6:05 
p.m.  is  being  devoted  to  ob- servations on  male  foibles. 
Before  establishing  his  agen- 

cy, Garfield  was  associated 
with  Fairchild  Publications. 
A  concert  violinist  while  still 
in  his  teens,  he  became  an 
editor  of  Pearson's  Magazine 
at  19. 

CHARLES  BROWN,  formerly  pro- motional secretary  of  Drury  College, 
Springfield,  Mo.,  and  before  that  with 
Ralston  Purina  Co.,  St.  Louis,  on 
Sept.  1  will  join  Gardner  Adv.  Co.,  St. 
Louis,  as  producer  and  writer  of 
Checkerboard  Time  sponsored  by 
Ralston  Purina  Co. 

ROBERT  H.  KNOLLIN  has  been  ap- 
pointed Los  Angeles  manager  of 

Knollin  Adv.  Agency,  having  been 
transferred  from  the  firm's  San  Fran- cisco office.  He  succeeds  Herbert  O. 
Nelson,  who  resigned  to  join  the  pub- 

lic relations  department  of  Vultee  Air- 
ci-aft. 

DAN  LYMAN,  account  executive  of 
Lord  &  Thomas,  Los  Angeles,  recently 
joined  the  Navy  as  lieutenant.  Charles 
Melvin,  head  of  the  agency's  research department  in  that  city,  has  also  joined 
the  Navy  as  lieutenant  (j.g.) 
ROBERT  E.  LEE,  formerly  on  the 
New  York  production  staff  of  Young 
&  Rubicam,  has  joined  the  War  De- 

partment in  Washington  as  special  ra- dio consultant,  functioning  in  the 
Special  Service  branch  under  Maj. 
Tom  Lewis. 

MORRIS  UNGER.  for  17  years  mer- chandising manager  of  Joseph  Jacobs 
.Jewish  Market  Organization.  New 
York,  has  been  appointed  general manager. 

NATE  TUFTS,  formerly  New  York 
producer  and  contact  of  Ruthrauff 
&  Ryan,  has  been  appointed  the  agen- 

cy's West  Coast  radio  director  with 
headquarters  in  Hollywood.  He  will 
supervise  all  agency  produced  shows 
originating  from  the  West  Coast. 
WALTER  L.  RUBENS,  of  Vander- 
bie  &  Rubens,  Chicago,  left  for  the 
Army  Air  Forces  recently.  Vanderbie 
will  carry  on  the  agency. 

JOHN  B.  MEAKIN.  of  NBC's  pro- duction staff  in  New  York,  has  joined 
the  radio  department  of  William  Esty 
Co.,  New  York,  to  produce  Iloio'm  I Doin,  and  the  Story  of  Bess  Johnson for  the  agency. 

JOHN  MACDONELL,  director  of  the 
E.  R.  Squibh  &  Sons  program  starring 
Frank  Parker  on  CBS,  and  Helen 
Phillips  of  the  radio  department  of 
Wm.  Esty  &  Co.,  New  York,  were 
married  two  weeks  ago  in  Princeton, 
N.  J. 

HARRY  WISMER,  of  the  Detroit 
oflice  of  Maxon  Inc.,  has  been  signed 
by  the  BLUE  as  football  announcer 
for  games  by  the  network  this  fall. 
Mr.  Wismer  has  handled  play-by-play 
descriptions  in  the  past  of  games 
broadcast  on  the  Michigan  network 
and  on  local  Detroit  stations. 

WILLIAM  E.  BERCHTOLD,  vice- 
president  of  J.  Stirling  Getchell, 
New  York,  has  been  elected  to  the 
agency's  board  of  directors,  it  has been  announced  by  J.  V.  Tarleton, 
president  of  the  company.  With  Get- 

chell for  the  past  eight  years,  Mr. 
Berchtold  was  director  of  publicity  for 
Plymouth  and  DeSota  when  he  first 
joined  the  agency,  and  served  as  De- 

Sota account  executive  for  three  years 
in  Detroit  prior  to  returning  to  New 
York  in  1938  to  manage  the  research 
and  media  departments  and  assist  in 
creative  planning  as  a  member  of 
the  agency's  plan  board. 
ED  MARSHALL,  former  CBS  pro- 

ducer, has  joined  BBDO,  New  York, 
as  a  staff  director  to  assist  Kenneth 
Webb  on  the  Armstrong  Cork  Co. 
Theatre  of  Today  series  on  CBS. 

MARY  DUFFY,  publicity  director  of 
Sherman  &  Marquette,  Chicago,  was 
married  recently  to  Eirwin  McCarty  of Chicago. 

Jennings  in  Service; 
Aleshire  Successor 

ROBERT  G.  JENNINGS,  radio  di- 
rector of  H.  W.  Kastor  &  Sons,  Chi- 
cago, resigned  last  week  to  en- 

ter the  armed  forces.  Mr.  Jen- 

nings was  form- 
erly vice  -  presi- 
dent of  WLW- 

WSAI,  Cincin- 
nati, before  join- 

ing Kastor's  in 1938.  He  will  re- main  in  New 
York  with  his 

wife,  Betty  Wink- ler, radio  actress, 
while  awaiting 

reporting  orders 
Washington.    Ed  Aleshire, 

Mr.  Jennings 

from 
agency  account  executive,  has  been 
appointed  radio  director  succeed- ing Mr.  Jennings.  Benjamin  J. 
Green,  production  director,  has 
been  advanced  to  assistant  radio 
director. 

C.  T.  Southwick 

CLARENCY  TALBOT  SOUTH- 
WICK, 70,  newspaper  correspond- ent and  New  York  advertising 

agency  man,  died  July  24  at  the 
Presbyterian  Hospital,  New  York. 
Starting  out  as  newspaper  man, 
Southwick  entered  advertising  with 
Frank  Presbrey  Agency,  and  later 
became  a  partner  in  Street  &  Fin- 

ney, New  York.  He  joined  McCann- Erickson,  as  director  of  plans  and 
research  in  1915,  remaining  with 
the  firm  until  1929  when  he  opened 
his  own  agency,  now  dissolved.  He 
leaves  a  wife  and  two  sons. 

Thomas  Irvine  Luckett 
THOMAS  IRVINE  LUCKETT,  65, 
for  20  years  a  research  expert  for 
Lord  &  Thomas  in  Washington,  died 
at  his  home  in  that  city  last  week. 
He  was  Avith  National  Adv.  Corp. 
when  the  late  Thomas  F.  Logan 
was  president,  and  remained  with  the 
firm  when  its  name  was  changed  to 
Lord  &  Thomas.  Surviving  are  his 
wife,  two  married  daughters  and  a 
granddaughter. 

JOCKO  MxiXWELL,  sports  direc- tor of  WWRL,  New  York,  will  write 
a  column  for  Baseball  Digest,  na- 

tional sports  monthly  published  in Chicago. 

DliiBF 
AFFILIATE  OF  ROCK  ISLAND,  ILLINOIS  ARSOS^ 

Basic  Mutua^l  Network  Cutlet FULL  TIME  1270  K  C 

THE  SOOO  WATT 

\leiw  4  ike  tfu-eaus ROCK  ISLAND  •  DAVENPORT  •  MOLINE 
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Camp  Shows  Using 

Industry  Personnel 
Radio  Men  Now  in  Service  on 

Coast  Head  New  Programs 
DRAMATIZING  high  spots  in  the 
lives  of  aviation  cadets,  a  new 
weekly  wartime  program  titled 
Uncle  Sam  Presents  was  inaugu- 

rated July  28  on  NBC  Pacific 
Coast  and  Rocky  Mountain  stations, 
Tuesday,  9:30-10  p.m.  (PWT), 
with  Dave  Elton  as  network  pro- 

duction supervisor. 
Originating  from  West  Coast  Air 

,  Force  Training  Center  at  Santa 
Ana,  Cal.,  the  entire  production, 
including  writing,  announcing  and 
technician  operation,  is  being  han- 

dled by  men  formerly  employed  in 
the  radio  industry. 

The  new  series  augments  the  re- 
;  cently  launched  weekly  transconti- 

nental CBS  Soldiers  With  Wings, 

'  Saturday,  8-8:30  p.m.  (PWT),  and Mutual-Don  Lee  Pacific  Coast 
broadcast.  Wings  Over  the  West 
Coast,  Sunday,  7:15-7:30  p.m. 
(PWT),  which  also  originate  from 
the  training  center. 

Cast  of  the  new  program  is  con- 
fined to  camp  talent,  while  that  of 

the  latter  two  shows  include  top 
guest  names.  Featured  on  all  pro- 

grams is  a  35-piece  band  composed 
of  men  formerly  associated  with 
name  radio  and  film  studio  orches- 

tras. Capt.  Eddie  Dunstedter,  for- 
merly organist-pianist  of  CBS, 

Hollywood,  is  director. 
Erstwhile  radio  men  assigned  to 

the  various  programs  are  Corp. 
Tom  D'Andrea,  formerly  writer  on the  Olsen  &  Johnson  Show  when 
sponsored  by  Richfield  Oil  Co.  on 
NBC  West  Coast  stations;  Pvt. 
George  Hope,  gag-writer  brother  of 
Bob  Hope;  Capt.  Arthur  V.  Jones 
and  Pvt.  Bill  Erwin,  formerly 
writers  on  the  NBC  Chase  &  San- 

born Show,  sponsored  by  Standard 
Brands;  Capt.  Melville  Ruick,  for- 

merly announcer  on  the  CBS  Lux 
Radio  Theatre,  sponsored  by  Lever 
Bros.  Co.;  Pvt.  Ben  Gage,  formerly 
announcer  on  the  NBC  Bob  Hope 
Show,  sponsored  by  Pepsodent  Co.; 
Pvt.  Hal  Gibney,  formerly  an- 

nouncer on  the  BLUE  Jimmy  Fid- 
ler  commentary,  sponsored  by 

i  Carter  Products;  Lt.  Robert  J. 
McAndrews,  formerly  sales  promo- 

tion manager  of  NBC  Western  Di- 
vision. 

JACK  JOHNSTONE,  copy  writer  of 
Lord  &  Thomas.  New  York,  has  joined 
the  New  York  office  of  Blackett- 
Samnle-Hummert  as  vice-president  in 
charge  of  the  copy  department. 

WALTER  MEAD 

AN  ELEVATOR  gave  Walte
r Mead  a  lift  just  when  he 

needed  it.  Coming  to  New 
York,  after  graduation  from 

Washington  U,  St.  Louis  in  1939, 
he  obtained  a  job  running  an  ele- 

vator in  a  popular  hotel  until  he 
could  land  something  in  the  adver- 

tising field. 
After  several  months  he  deserted 

the  defined  rut  of  his  elevator  shaft 
for  a  position  as  a  radio  copy 
writer  with  Lord  &  Thomas.  When 
he  learned  the  ropes  of  commercials 
he  graduated  to  the  rank  of  script 
writer  with  Ruthrauff  &  Ryan. 

With  an  ample  radio  background 
he  came  to  H.  E.  Hudgins  Co., 

Baltimore,  as  rad-'o  director  and timebuyer,  where  he  currently 
handles  such  accounts  as  Gunther 
Brewing  Co.,  Baltimore,  and  Bal- 

timore Pure  Rye. 
A  native  of  St.  Louis,  where  he 

was  born  in  1916,  Mr.  Mead  at- 
tended high  school  and  college  in 

his  home  town.  Already  married, 
he  has  a  seven-month-old  son  who 
is  trying  hard  to  say,  "Pop".  When 
not  busy  playing  with  his  son,  he 
plays  a  trombone  or  goes  deep  sea fishing. 

5000  WATTS 

AT  570  KC. 

The  Perfecf  Combination 

NBC  Greens 

SEVERAL  SHADES  of 
green  paint  produced  by 
Sherwin-Williams  Co.,  Cleve- 

land, and  used  in  redecorat- 
ing NBC's  Radio  City,  in 

Hollywood,  have  been  named 
after  NBC.  Official  trade  des- 

ignation of  the  colors  will  be 
"NBC  Green  No.  1,"  "NBC 
Green  No.  2,"  and  "NBC 
Dado  Green."  Sherwin-Wil- 

liams Co.  sponsors  NBC's Metropolitan  Auditions  of  the Air. 

Liebmann  Football 

LIE  B  MANN  BREWERIES, 
Brooklyn,  executive  user  of  spot 
radio  for  its  Rheingold  beer,  is 
planning  to  sponsor  from  seven  to 
nine  of  the  Fordham  football 
games,  exclusive  broadcasting 
rights  to  which  have  been  signed  by 
the  BLUE,  Liebmann,  starting  the 
last  week  in  September,  plans  to 
carry  "lay-by-play  descriptions  of 
the  games  on  WJZ,  BLUE  outlet 
in  New  York,  and  WTIC,  Hartford 
affiliate  of  the  BLUE.  Further  de- 

tails will  be  announced  later. 
Agency  is  Young  &  Rubicam,  New 
York. 

AGEICY 

EDELBRAU  BREWERY,  Brooklyn,  t., Roy  S.  Durstine  Inc.,  New  York.  Will 
continue  schedule  of  sports,  variety  and 
music  programs  on  three  New  York  sta- 

tions. No  new  radio  plans  at  present. 
GARTH-WEST  Inc.,  Boston  (Ultra-tan), 
to  Chambers  &  Wisell,  Boston,  using  radio 
and  newspapers. 
SMITHFIELD  HAM  &  PRODUCTS  Co., 
Smithfield,  Va.  (Amber  and  James  River 
brand  hams),  to  Carter-Tomson  Co., Philadelphia. 
PHILADELPHIA  EAGLES,  Philadelphia 
(major  league  football  team),  to  Seber- 
hagen  Inc.,  Philadelphia. 
LUTHERAN  LAYMAN'S  LEAGUE,  St. Louis,  reappoints  Kelly,  Zahrndt  &  Kelly 
Inc.,  St.  Louis.  New  series  starts  in  Octo- 

ber using  an  increased  number  of  stations. 
ALTON  BOX  BOARD  Co.,  Alton,  111., 
to  Olian  Adv.  Co.,  St.  Louis,  using  spots. 
SAFE-T-SEAL  Mfg.  Co.,  Washington 
(puncture-sealing  compound),  to  Henry 
J.  Kaufman  Agency,  Washington.  Radio 
is  being  used. 
VADSCO  SALES  Corp.,  L.  I.  City,  N.  Y. 
(Mavis,  Djer-Kiss  and  Deletrez  toiletries), 
to  Woltman,  Barton  &  Gold,  New  York. 
Media  plans  not  yet  announced. 
SOCIEDADE  IMOBILIARIA  JAGUARE 
LTDA..  industrial  real  estate  proj-^ct  in 
Sao  Paulo.  Brazil,  to  J.  Walter  Thompson 
Co.,  Sao  Paulo,  for  all  a.lvertising- 

SOUND  TRACK  of  the  film  "Holi- 
day Inn",  is  being  used  by  Paramount 

Pictures,  New  York,  in  a  series  of 
five-minute  shows  on  WJZ,  New  York, 
five-times  weekly,  as  part  of  a  promo- 

tion campaign  for  the  picture  [Broad- casting, .July  27]. 

JWT  Loses  7  in  Battle 
SEVEN  members  of  the  London  office 
of  .1.  Walter  Thompson  Co.  have  been 
killed  in  action  since  the  outbreak  of 
the  war,  according  to  Samuel  W. 
Meek,  vice-president  in  charge  of  inter- national operations.  That  office  still  is 
staffed  by  140  fulltime  and  200  part- 
lime  employes,  despite  the  fact  that  97 
men  and  11  women  of  the  London 
office  are  in  the  various  armed  services. 

1.  street  car 
cards 2.  Neon  Signs 

3.  Display  Cards 4.  Newspaper  Ads 
5.  Taxicab  Cavers 
6.  Downtawn  Windo Displays 

7.  Hause-orgon *"Meet    the  Sponsor 

tains  constant  personal  contact  with  the  men 
who  handle  your  product,  is  an  active  member 

of  dealer  associations.  Our  WSA  'I  Opener', mailed  monthly  to  your  dealers,  keeps  them 
informed  of  your  program  —  encourages  them 
to  give  your  product  preferred merchandising. 

"It's  another  phase  of  WSAI's  test- 
ed technique  for  building  listener 

demand  and  dealer  preference 

for  your  WSAIdentified  product." 
IT  SELLS   FASTER  IF  IT'S 
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HATS  WERE  OFFERED,  but  war  stamps  preferred  as  prizes  for  the 
employe  contest  sponsored  by  WEAF,  New  York,  for  the  six  best  ideas 
for  the  station's  20th  Anniversary  program,  Sunday,  Aug.  16  [Broad- 

casting, July  20,  1942].  Sherman  Gregory,  manager,  presents  savings 
stamps  to  the  winners  (1  to  r)  :  Alton  Kastner,  press  department;  Rivera 
Ingle,  information  division;  W.  G.  Martin,  manager,  guest  relations; 
R.  Gordon  Webber,  radio  recording  division;  George  M.  Nelson,  super- 

visor, mail  and  messenger  service.  Sixth  winner,  not  in  picture,  was  Wil- 
liam E.  Webb,  manager,  institutional  promotion. 

Petrillo  States  His  Position 

(Continued  from  page  13) 

GEN.  MILLS  BOOKS 

THIRD  BLUE  SERIES 

GENERAL  MILLS,  Minneapolis, 
will  launch  Jack  Armstrong-All 
American  Boy  on  the  BLUE  Aug. 
31  instead  of  Sept.  14,  as  previous- 

ly announced.  Promoting  Wheaties, 
the  Monday  through  Friday  series 
will  be  heard  on  91  stations  at  5:30 
p.m.,  local  time  in  each  time  zone. 
Agency  is  Knox-Reeves  Adv.,  Min- 
neapolis. 

The  Jack  Armstrong  series  will 
be  the  third  program  to  be  spon- 

sored on  the  BLUE  by  General 
Mills,  which  since  May  4  has  been 
sponsoring  for  Kix  the  adventure 
series  Lo7ie  Ranger  on  the  basic 
BLUE  and  Southwest  group  and 
Lightning  Jim  on  the  Pacific  Coast, 
both  thrice-weekly  quarter-hour 
programs.  Agency  for  Kix  is  Black- 
ett-Sample-Hummert,  Chicago. 

Another  program  in  the  juvenile 
class  slated  to  go  on  the  BLtJE  in 
September,  although  no  details  have 
been  announced,  is  Don  Winslow  of 
the  Navy,  to  be  sponsored  on  a 
five-weekly  basis  by  General  Foods 
Corp.,  New  York,  for  Post  Toasties. 
Agency  is  Benton  &  Bowles,  New 
York. 

Cowles  on  Forum 

GARDNER  COWLES  Jr.,  newly  ap- 
pointed assistant  director  for  domes- 

tic operation.s  of  OWI,  and  publisher 
of  the  Des  Moines  Register  &  Trih- 
■une,  will  be  among  the  speakers  on 
America's  Toion  Meeting  of  the  Air 
on  BLUE  Thursday,  Aug.  6,  on  the 
subject  "The  Role  of  the  Press  in 
Wartime".  Also  on  the  panel  will  be 
Palmer  Hoyt,  publisher  of  the  Port- 

land Oregonian  which  operates  K6W- 
KEX. 

for  the  happiness  of  the  home  in  sup- 
plying good  music.  Today,  as  in  the 

past,  its  symphony  orchestras  are  per- 
mitted to  go  over  the  air  without  any 

charge  to  the  broadcasting  companies. 
Its  name  bands  are  also  permitted  to 
go  over  the  air  without  any  extra 
charge  to  the  broadcasting  companies. 
The  final  result  is  that  the  public  gets 
the  benefit.  I  can  truthfully  say  that 
for  every  dollar  the  broadcasting  com- 

panies pay  for  musicians,  they  receive 
$4  worth  of  music  gratis.  Keep  in 
mind  now  that  I  am  speaking  of  the 
professional  musicians,  members  of  the 
AFM.  Is  this  not  a  contribution  to 
our  great  country  and  musical  culture? 

It  has  been  said  in  the  press  that  I 
am  a  "czar"  and  "dictator",  and  that 
the  only  music  that  goes  over  the  air 
is  the  kind  of  music  permitted  by  me. 
This  I  say  is  not  true.  You  must  be 
aware  of  the  fact  that  some  18  months 
ago  the  broadcasting  companies  told 
the  public  that  they  would  not  hear 
ASCAP  music,  and  therefore  the  pub- lie  did  not  hear  ASCAP  music  for nine  months. 

Chicago  Career 
In  this  case,  the  finest  writers  and 

the  finest  music  were  taken  off  the  air 
because  the  broadcasting  companies 
said  "no".  Because  of  the  ASCAP- 
radio  fight,  some  of  our  conductors 
who  have  music  libraries  worth  as 
much  as  $100,000,  were  prevented 
from  playing  their  music  over  the  air. 
AVas  this  fair  to  the  public? 

I  personally  received  my  musical 
education  in  the  Hall  House  School 
in  Chicago,  which  in  those  days  was 
conducted  by  Miss  Jane  Addams.  I 
was  one  of  the  members  of  the  school 
band.  From  there  I  went  to  the  Chi- 

cago Daily  Neios  band ;  so  I  came 
from  the  amateur  school,  like  many 
other  professional  musicians  of  today, 
and  we  did  not  play  over  the  radio.  In 
those  days  we  were  not  used  under  the 
guise  of  education  to  commercialize 
someone's  institution. 

I  was  very  much  surprised  to  read 
in  the  press  release  your  reference  to 
the  colored  question.  The  white  and 
colored  members  of  the  AFM  have 

worked  together  since  its  inception. 
As  far  as  I  know  there  has  never  been 
any  discrimination  against  our  colored 
members.  However,  I  welcome  in- vestigation of  this  matter  by  anyone. 

I  also  read  in  a  press  release,  sup- 
posedly coming  from  you,  that  if  we 

stopped  the 'making  of  recordings  and 
transcriptions,  500  radio  stations  and 
many  taverns  and  cafes  which  cannot 
employ  musicians,  will  be  put  out  of business.  There  are  some  500,000  juke 
boxes  in  the  United  States  and  Canada. 
These  juke  boxes  alone  have  taken  the 
jobs  of  approximately  8,000  live musicians. 

There  are  approximately  500  radio 
stations  which  do  not  employ  a  single 
live  musician.  These  radio  stations  are 
all  classified  as  big  business.  They  say 
they  need  the  services  of  the  AFM, 
but  only  in  the  canned  kind  of  music. 
This  part  of  our  business  takes  away 
several  thousands  more  musicians  who 
would  be  employed  if  we  did  not  make 
the  canned  music,  to  say  nothing  about 
the  taverns  and  cafes  using  Muzak, 
recordings,  etc.,  etc. 

Members  of  the  AFM  received  $3,- 
000,000  annually  for  making  canned 
music.  This  $3,000,000  worth  of  canned 
music,  when  distributed  around  the 
United  States  and  Canada,  takes  the 

place  of  live  musicians  who  would  re- ceive for  their  work  approximately 

$100,000,000.  Certainly  no  one  can say  this  is  a  healthy  condition. 
It  is  said  that  without  our  assistance 

these  places  would  go  out  of  business. 
The  question  is,  who  shall  go  out  of 
business  first?  It  is  not  our  intent  to 

put  anyone  out  of  business.  Why  can't we  all  live?  Why  should  all  big  reve- 
nues go  into  the  pockets  of  these  radio 

stations,  officials  and  others,  without 
paying  one  dollar  to  the  musicians? The  act-ion  of  the  convention  of  the 
AFM  in  stopping  recordings  was  not 
taken  on  the  impulse  of  the  moment. 
It  was  taken  after  some  15  years  of 
deliberation,  when  the  patience  of  the 
entire  138,000  members  of  the  AFM 
was  exhausted.  Again  I  repeat,  this 
was  not  the  action  of  the  president  of 
the  AFM ;  it  was  the  action  of  the 
entire  membership  of  the  federation. 

Not  a  Czar 
It  may  be  surprising  to  the  public 

to  know  that  95%  of  the  music  in  the 
United  States  and  Canada  heard  to- day is  canned  music.  Only  5%  is  left 
for  the  poor  profesional  musician  who studied  all  his  life  so  that  he  might 
make  a  living  for  his  family.  This  is 

not  a  question  of  being  a  "czar"  or  a "dictator".  It  is  a  question  of  a  large 
group  of  men  fighting  for  their  very GXist6IlCG. 

Insofar  as  I  personally  am  con- 
cerned, and  as  long  as  I  am  the  presi- dent of  the  AFM,  I  shall  encourage 

such  action  on  the  canned  music  situa- tion until  such  time  as  these  people 
who  are  getting  rich  on  our  services while  our  people  get  no  money,  see 
fit  to  employ  members  of  the  AFM. 

I  will  cite  one  case  pending  at  this 
very  monent.  A  strike  was  called  on  the 
Ringling  Brothers  Circus  last  June  1, 
for  a  mere  increase  of  $2.50  per  man 
per  week.  The  show  included  14  colored 
musicians  and  26  white  musicians. 
These  men  have  been  out  of  a  job  ever 
since  June  1,  because  the  circus  bought 
records  made  hy  our  members.  These 
records  are  now  playing  the  show.  In 
other  words,  our  own  men  are  scabbing 
on  our  men.  Would  anyone  say  this  is 
a  healthy  condition? 

If  we  had  not  made  these  records, 
these  40  men  would  not  be  walking  the 
streets  without  jobs.  I  would  like  to 
have  someone  point  out  to  the  federa- tion any  worker  in  any  other  line  of 
business  who  makes  the  instrument 
which  puts  himself  out  of  business. 
Incidentally,  the  circus  offered  to 
settle  this  strike  by  taking  back  the 
white  musicians,  and  eliminating  the 
colored  musicians ;  but  we  said  the 
white  as  well  as  the  colored  men  went 
out  together,  and  it  was  only  fair 
that  they  go  back  together. 

The  ice  man  was  put  out  of  busi- 
ness because  the  frigidaire  was  in- stalled in  the  home ;  but  the  ice  man 

—  and  12  million  bucks 

ain't  hay,  mister ! 
You'll  agree,  MR.  TIME  BUYER,  THAT  kind  of  money 
is  ALWAYS  welcome. 

The  government  has  just  granted  a  shell  loading 
plant  to  Charlotte  at  a  cost  of  $10,000,000.00, 

which  means  a  million  dollars  a  month  added  pay- 

roll. That's  a  nice  PLUS  you  get  when  you  buy WSOC. 

WSOC  is  the  most  economical  way  to  reach  the 
millions  of  spendable  income  in  the  Charlotte 

market.  WHY?  BECAUSE  WE  KEEP  'EM  LISTENING! 

WSOC 

Charlotte,  North  Caroh'na 
NBC    •  RED 

Notional  Representative 

HEADLEY-REED  COMPANY 

New  York  •  Detroit  •  Chicago  •  Atlanta  •  San  Francisco 
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i  had  nothing  to  do  with  the  making  of 
the  frigidaire.  Many  many  other  labor 
saving  devices  have  been  created 
where  the  displaced  worker  had 
nothing  to  do  with  the  making  of  same. 

I  In  our  case,  it  is  entirely  different. 
f  We  make  the  instrument  which  puts 
us  out  of  business.  To  continue  this 

:  policy  means  suicide  for  the  musicians 
of  the  United  States  and  Canada. 

Not  one  recording  or  transcription 
company  has  approached  the  AFM 
with  any  suggestion  to  overcome  this 
problem. 

They  sit  back  and  say  "we  will  all 
combine — the  radio  stations,  record- 

ing companies,  advertising  agencies — 
and  we  will  bring  pressure  on  Wash- 

ington to  fight  our  battles  for  us." 
That  is  just  what  has  been  done. 

While  the  Government  is  spending  its  ̂ 
good  time  and  money  protecting  all 
those   interests   who   have  combined 
against  the  AFM,  irrespective  of  any 
action  taken,  the  AFM  must  protect 
itself  with  its  own  resources.  This  is 

[  very  unfair.  Am  I  to  assume  that  these 
I  com-^anies  are  lily  white,  and  are  not 1  to  be  investigated  in  the  same  manner 
as  the  AFM  in  this  controversy? 

No  agency,  not  even  the  agencies  of 
the  Government  have  asked  the  AFM 

I  to  explain  the  situation.  All  we  have 
been  getting  are  threats  through  the 
press  that  unless  we  do  this,  that  or 
the  other  thing,  we  are  going  to  have 
'this  or  that  done  to  us.  The  AFM ■  resents  any  thought  in  the  minds  of 
any  one  questioning  the  patriotism  of 
that  organization  or  its  members. 
No  organization  has  bought  more 

War  Bonds  pro  rata  than  have  the 
members  of  the  AFM.  Until  now,  the 
AFM  has  O  K'd  millions  of  dollars. 
I  repeat,  millions  of  dollars'  worth  of 
;  music  to  be  played  free  for  the  armed 
forces  of  the  United  States  and  its 
Allies,  and  will  continue  to  do  so. 

Insofar  as  breaking  down  the  morale 
'of  our  fighting  men  is  concerned  if  we do  not  make  records,  I  repeat  now 
what  I  said  at  our  convention  last 
June  8,  that  we  will  make  recordings 
and  transcriptions  for  the  armed 
forces  of  the  United  Nations,  and  we 
will  make  any  records  requested  by  the 
President  of  the  United  States. 

But  we  cannot  make  canned  music 
for  commercial  industries  which  are 
getting  rich  while  the  musicians  walk 
the  streets  without  jobs.  We  will  not 
permit  any  industry  to  hide  behind  the 
nation's  flag,  and  place  our  members on  relief  rolls,  while  they  continue  to 
use  the  product  made  by  us  to  de- 

prive our  members  of  the  American 
way  of  living,  and  to  raise  their 
families  in  the  democratic  American 
way. 

Mr.  Fly,  I  hope  that  the  above  is  the 
information  that  you  desire.  I  am  ready 
land  willing  at  all  times  to  be  helpful 
to  you  and  the  Commission  whenever 
you  request.  I  will  be  very  happy  to 
furnish  you  with  any  further  informa- 

tion desired. 

Buttons  Left 

LATEST  reports  are  that  a 
small  supply  of  the  "In  the Service  of  Home  and  Na- 

tion" lapel  buttons,  distrib- uted by  WGAR,  Cleveland, 
at  the  last  NAB  convention, 
is  still  available.  Already 
several  thousand  are  worn 
throughout  the  industry  and 
others  may  be  ordered 
through  Broadcasting  for 
60  cents  to  cover  costs. 

PRIVATE  JOHN  J.  DILLON  JR., 
who  for  seven  years  was  assistant  to 
NBC  Sportscaster  Bill  Stern,  returns 
as  soldier-announcer  on  the  General 
Motors  Cheers  From  the  Gamps  from 
Fort  Meade,  Md.,  Aug.  4. 

"Carol  Blake... 

she'll  be 
a  star 

>on  enuff...V 

adio  Daily 
MON.,  JULY  6, 1942 

SHORTWAVE  GROUP 

TO  EXPAND  SERVICE 
TO  PREPARE  the  way  for  the 
more  efScient  use  of  existing  Amer- 

ican international  shortwave  sta- 
tions, and  the  possible  expansion  of 

service  to  other  countries,  an  in- 
terdepartmental committee  has 

been  organized  under  the  aegis  of 
the  Board  of  War  Communications 
and  Com.  T.  A.  M.  Craven,  member 
of  the  FCC,  has  been  designated  as 
FCC  and  BWC  representative. 

Only  one  meeting  of  the  commit- 
tee has  thus  far  been  held,  attended 

by  Com.  Craven;  Robert  Sherwood, 
administrative  director  of  the  Of- 

fice of  War  Information  in  charge 
of  overseas  operation,  and  W.  K. 
Harrison,  deputy  coordinator  of 
the  Office  of  the  Coordinator  of 
Inter-American  Affairs.  Also  act- 

ing for  the  latter,  better  known  as 
the  Rockefeller  Committee,  is 
Dudley  Bonsai,  attorney. 

All  present  licensees  of  interna- 
tional broadcasting  stations,  it  is 

understood,  have  been  asked  to 
furnish  data  on  cost  of  operation. 
It  is  planned  to  lease  time  from 
them  for  programs  to  be  prepared 
by  the  Government  agencies  for 
transmission  abroad.  With  Ger- 

many's shortwavers  already  usurp- 
ing some  of  the  amateur  radio 

bands,  it  is  likely  the  U.  S.  services 
will  be  expanded  into  new  bands  in 
order  to  have  more  frequencies 
available. 

Storer  Forms  Firm 
DOUGLAS  F.  STORER,  who  for- 

merly operated  his  own  program  pro- 
ducing firm  under  his  own  name  and 

is  now  a  producer-director  of  the 
BLUE,  has  incornorated  his  activ- 

ities outside  the  BLUB  as  Broadcast 
Features  Inc.,  New  York.  John  Cur- 
tiss,  who  has  worked  with  Mr.  Storer 
previously,  is  a  director  with  Storer  of 
the  new  firm  which  may  start  active 
operation  in  the  fall  as  a  production 
company  for  packaged  programs. 

REX  DAVIS 

THREE  TIMES  DAILY 

Bert  Silen  Found 

Safe    as  Prisoner 

Interned  by  Japs  in  Manila; 

Slaying  of  Bell  Confirmed 
BERT  SILEN,  NBC's  Manila  cor- 

respondent, who  has  been  missing 
since  the  fall  of  the  Philippine  capi- 

tal, is  safe  and  interned  by  the 
Japanese,  according  to  word  re- ceived last  Thursday  by  A.  A. 

Schechter,  director  of  NBC's  news 
and  special  events  division.  The 
communication  to  Schechter  from  a 
high-ranking  U.  S.  Army  official 
confirmed  earlier  reports  that  Don 
Bel],  with  whom  Silen  made  the 
memorable  Dec.  9  eye-witness 
broadcast  of  the  bombing  of  Manila, 
had  been  killed  and  mutiliated  by 
the  Japs. 

According  to  word  received  by 
Sfhechter,  Silen  is  interned  with 
other  American  correspondents 
captured  in  Manila  at  Santo 
Thomas  College  in  that  city. 

Received  Honors 

Silen  and  Bell,  along  with  Ted 
Wallace,  who  worked  with  them  in 
the  Manila  broadcast,  recently 
were  honored  by  the  National 
Headliners  Club  at  Atlantic  City 

for  bringing  listeners  a  vivid  ac- 
count of  the  Japanese  attack 

against  a  background  of  gunfire. 
Reports  of  Bell's  fate  had  earlier 

been  sent  to  this  country  by  Mel- 
ville Jacoby,  former  NBC  and  Time 

and  Life  correspondent,  who  was 

WIS,  Columbia,  S.  C. 
Goes  to  5  kw.  Fulltime 
DAY  AND  NIGHT  operation  on 
5,000  watts  has  been  announced  for 
WIS,  Columbia,  S.  C,  by  G.  Rich- 

ard Shafto,  manager.  The  station 
had  operated  at  5,000  watts  in  day- 

time and  1,000  at  night  since  1935. 
A  substantial  portion  of  the  new 
night-time  output  is  directed  to- 

ward the  Eastern  section  of  the 

State. Completion  of  its  new  three-ele- 
ment array  antenna  system  after 

five  months  of  work  provides  not 
only  additional  power  but  limits 
mutual  interference  among  stations 
on  560  kc.  The  Civil  Aeronautics 
Authority  has  designated  the  WIS 
antenna  system  as  an  aerial  navi- 

gation facility  to  assist  aircraft  in 
determining  their  position  when 
flying  in  this  section  of  the  State. 

The  three  towers — two  360  feet 
high,  the  other  308 — are  432  feet 
apart  and  an  inter-tower  telephone 
line  has  been  installed  to  enable 
the  engineers  to  communicate  with 
each  other.  Scott  Helt,  chief  engi- 

neer, supervised  the  installation. 

later  killed  in  an  airplane  crasn. 
Silen  was  born  in  Marietta,  0., 

and  later  moved  to  San  Francisco, 
and  then  Boise,  Ida.  He  was  gradu- 

ated from  Stanford  in  1923.  In 
1928  he  went  to  the  Philippines  to 
become  manager  of  KZRM  and  for 
several  years  was  secretary  of  the 
Philippine  Government  Broadcast 
Committee.  In  1939  he  organized 
and  built  KZRH,  of  which  he  was 
manager  when  the  Japanese  struck. 

Elmer  Diddlers  Doings. 

Don't 
overlook  ^  ̂   ̂   cc 

that  farm  audiencBf  Elmer 

For  almost  17  years  WGY's  been  originating 
farm  programs  designed  especially  for  this 

region.  We're  the  station  with  a  message  for  the 
farmers — and  with  the  power  to  carry  it  to 

them.  If  you  pass  up  WGY,  Elmer,  you're  pass- 
ing up  the  only  station  that  can  weld  all  these 

prosperous  farmlands  and  a  half-dozen  outstand- 
ing urban  markets  into  one  mighty  important 

buying  unit.  We  say  only  station  because  WGY — 

GENERAL  0  ELECTftlC 

WGY 

5  0,000  WATTS 
SCHENECTADY,  N.  Y. 

^  is  the  area's  sole  50,000-watt station 

has  the  area's  lowest  frequency 

^  is  the  area's  only  NBC  Red outlet 

^  is    the   area's    only  20-year veteran  wgy-6o 
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RADIO  INTRODUCES  NEW  LINE 

Pep  Boys  Using  Night  Program  to  Promote 

 Addition  of  Work  Clothes  

EAST  MEETS  WEST  as  Ralph  R. 
Brunton,  president  of  KQW,  CBS 
San  Francisco  affiliate,  manifested 
a  fatherly  interest  in  little  Peggy 
Woo,  singer  in  the  St.  Mary's  Cath- 

olic Chinese  Choir,  at  a  recent  com- 
memoratory  program  on  China's entrance  into  the  war. 

HAVING  built  up  an  audience  of 
war  workers  during  the  early 
morning  hours  with  its  all-night 
radio  programs,  Pep  Boys,  auto 
accessory  chain  stores  in  Philadel- 

phia, is  setting  aside  for  the  dura- 
tion a  business  policy  adhered  to 

consistently  for  21  years  since  in- 
ception of  the  business.  For  the 

first  time.  Pep  Boys  are  extending 
their  line  of  merchandise  beyond 
the  auto  accessory  field  to  include 
the  sale  of  work  clothes. 

President  Explains 

Maurice  L.  Strauss,  president  of 
the  Pep  Boys,  whose  firm  uses 
radio  extensively  in  Philadelphia, 
New  York,  Washington  and  on  the 
West  Coast,  announced  that  its 
radio  program.  Dawn  Patrol,  on 
WIP,   Philadelphia,  will  be  used 

first  to  exploit  the  new  line  of merchandise. 

"With  the  revival  of  industry 
that  came  with  the  war  rumblings 
and  drums  beating  in  Europe,  Pep 
Boys  were  the  first  commercial  or- 

ganization to  sponsor  a  full  all- 
night  radio  broadcast  so  that  night 
workers  in  our  busy  'preparedness' industry  might  be  assured  of  radio 
entertainment   around   the  clock. 

Help  Wanted 
SALESMAN — Straight  commission  with 

small  drawing  account,  excellent  op- 
portunity for  advancement  in  good  mar- ket. Will  consider  man  with  no  sales 

experience  and  willing  to  learn.  Box 
707,  BROADCASTING. 

ANNOUNCER-ENGINEER— First  class  li- 
cense preferable.  Progressive  small 

Southern  Station.  Good  pay  for  short 
week.  Box  705,  BROADCASTING. 

Experienced  local  salesman— For  eastern 
network  affiliate  single  station  city  55,- 
000.  Real  opportunity  for  good  man; 
$40  weekly  draw  against  15%  commis- sions; first  class  account  list.  Send  past 
performance  details,  draft  status,  pic- 

ture first  letter.  Box  704,  BROADCAST- ING. 

Local  Station  in  Virginia— Has  opening 
for  chief  engineer  and  operator.  Sub- 

mit qualifications  and  salary  expected 
first  letter,  with  date  available.  Box 
703,  BROADCASTING. 

COMBINATION — Announcer,  engineer  for 
South  Georgia  Station.  $35  per  week. 
Box  711,  BROADCASTING. 

ENGINEERS  —  Southern  Station,  Draft 
exempt,  first  class  license.  Box  702, 
BROADCASTING. 

Combination    Salesman    and  Announcer — 
Must  be  good  at  both.  Give  full  particu- 

lars and  salary  expected  first  letter. 
Blue  network  Affiliation.  Write  KMLB, 
Monroe,  Louisiana. 

CONTINUITY,  YOUNG  LADY  —  Experi- 
enced writer  able  to  handle  commer- 

cial continuity  and  spots,  regional  sta- 
tion. Mike  voice  desirable  but  not  essen- 
tial.   Box   709,  BROADCASTING. 

ENGINEER  WANTED— For  RCA  equipped 
Mid-West  network  station.  Good  salary 
.  .  .  chance  for  advancement.  Submit 
full  details  including  experience,  refer- 

ences, draft  status,  picture.  Box  706, BROADCASTING. 

Chief  Engineer — Local  Eastern  Major  Net- 
work Station.  Must  have  transmitter, 

maintenance  and  operating  experience. 
Permanent.  Submit  full  details  including 
draft  status,  references,  desired  salary. 
Box  715,  BROADCASTING. 

Situations  Wanted 

CHIEF  ENGINEER— Ten  years'  experi- ence 250  watt  station.  Married.  State  sal- 
ary, hours,  etc.  Box  700,  BROADCAST- ING. 

RADIO  OPERATOR— Five  years'  experi- ence. First  class  license.  Desires  perma- 
nent control  room  position  in  Mid-West 

or  West.  Present  salary  $40.00  weekly. 
Available  on  one  week's  notice.  Box 
701,  BROADCASTING. 

Continuity  and  Production — College  girl. 
Experienced  writer  able  to  handle  com- 

mercial continuity  and  spots,  air  work, 
and  production.  Prefer  Eastern  station. 
Box  714,  BROADCASTING. 

The  Pep  Boys  Dawn  Patrol  is  now 
in  its  fourth  year  of  consecutive 
broadcasting  and  has  accumulated 
more  than  7,000  hours  of  'public 
service  to  defense  workers.' "Since  the  audience  of  the  Dawn 
Patrol  has  now  been  swelled  with 
thousands  and  thousands  of  night- 
shift  war  workers,  it  is  fitting  that 
they  too  should  be  serviced  not  only 
with  entertainment  and  education, 
but  with  a  line  of  merchandising 

that  they  demand." Not  only  does  the  Dawn  Patrol 
bring  music  and  chatter  to  war 
workers  during  the  early  morning 
hours,  but  it  also  rebroadcasts  im- 

portant radio  events  that  occur 
during  the  daytime  hours. 

Situations  Wanted  (Cont'd) 
A  PAUSE  FOR  PERSONAL  IDENTIFl- 
CATON — Manager  of  production  and  con- 

tinuity, with  distinctive  designs  on  the 
broadcasting  profession,  desires  position 
with  more  progressive  station,  or  agen- 

cy. Local,  net  and  agency  experience. 
College  graduate.  Draft  class  3-A.  Refer- ences A-1.   Box  713,  BROADCASTING. 

Experienced  and  well  qualified — Chief  en- gineer, general  manager  or  combination 
engineer  manager,  draft  exempt  and 
experienced  in  short  wave  as  well  as 
broadcast  operations,  desires  responsible, 
well  paying  position  with  successful  re- gional or  clear  channel  station.  Box  708, 
BROADCASTING. 

WAR  CASUALTY— Business  going  .  .  . 
so  am  I.  Four  years  of  experience  in 
commercials ;  news;  m.c  work,  including 
personality  shows;  narration;  special 
events ;  studio  control  operation.  Three- A  because  of  wife  and  boy  .  .  .  because 
of  same  need  pretty  fair  salary  and  good 
opportunities.  Now  employed  network  af- filiate. Box  695,  BROADCASTING. 

Chief  engineer — Experienced.  3-A,  Mar- ried. $55  minimum.  Good  engineer  for 
right  management.  Prefer  personal  in- terview. Box  696,  BROADCASTING. 

ATTENTION— Owners  of  Radio  Stations. 
I  will  accept  sales  management  of  your 
radio  station,  desire  no  salary,  will  work 
on  commission  basis.  Seventeen  years 
experience.  Can  prove  ability  in  five 
minutes.  Box  697,  BROADCASTING. 

MAN-WIFE — Program  director,  studio  pi- 
anist, produce  kiddie  shows,  do  song- piano  act.  Also  sales  ability.  Several 

years  radio,  vaudeville.  Box  698,  BROAD- CASTING. 

PROGRAM  DIRECTOR— Wide  experience. Outstanding  background.  Knows  music. 
Box  710,  BROADCASTING. 

ENGINEER  —  Experienced,  first  class. 
Draft  exempt.  N,  Y.  Metropolitan  area 
only.  Box  699,  BROADCASTING. 

Does  your   "Musical-Clock"   need  winding up? — Good  "Emsee"  possessing  smooth 
delivery  and  exceptional  ability  at  "ad- libbing"  commercials  and  capable  of selling  equally  well  on  street  or  on  air, 
will  be  available  after  August  8th.  Pres- 

ently employed  but  seeks  same  job  on more  progressive  station.  Christian,  34, 
family.  Livewire.  Box  716,  BROADCAST- ING. 

Wanted  to  Buy 

Wanted  to  Buy — Lease  or  operate  on management  contract,  station  in  good 
market.  Responsible  parties,  all  inquiries 
held  strictly  confidential.  Box  712, 
BROADCASTING. 

For  Sale 

Latest    type    5KW    Collins  Transmitter — Complete  with  extra  tubes  and  control 
console.  Available  September  first. 
KPAS,   Pasadena,  California. 

PROFESSIONAL 

DIRECTORY 

Jansky  &  Bailey 
An  Organization  of 

Qualified  Radio  Engineers 
Dedicated  to  tlie 

SERVICE  OF  BROADCASTING 
National  Press  Bldg.,  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.      Dl.  1205 
Washington,  D.  C. 

JOHN  BARRON 
Consulting  Radio  Engineers 
Specializing  in  Broadcast  and 

Allocation  Engineering 
Earle  Building,  Washington,  D.  C. 

Telephone  NAtional  7757 

GEORGE  C.  DAVIS 

Consulting  Radio  Engineer 

Munsey  BIdg.  District  8456 

Washington,  D.  C. 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

PAUL  F  GODLEY 

COA/SUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 
MO  2-7859 

CLIFFORD  YEWDALL 
Empire  Stat*  BIdg. 
NEW  YORK  CITY 

An  Accounting  Service 
Particalarly  Adapted  to  Radio 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR^ANY  DAY 

R.C  JL  Comnuinications,  Inc. 
66  Broad  St.,  New  York.  N.Y. 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co 
silver  Sprlni  Md. 

(Suburb,  Wuh.,  0.  C.) 
Main  Ofllct: 

7134  Main  St. 
Kantai  City.  M> 

Croisroadi  et 
th«  World 

Hollywood,  Cal. 

RING  a:  CLARK 

Consulting  Radio  Engineers 
WASHINGTON,  D.  C. 

Muniey  BIdg.  •  Republic  2347 

BROADCASTING 
FOR 

RESULTS! 

CLA7S§IFIED 

Situations  Wanted,  10c  per  word.  Help  Wonted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.   Forms  close  one  week   preceding  issue. 
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Gas  Ration  Found      Don  Ameche  Returns 

To  Boost  Listening 
Survey  Shows  Auto  -  Owning 
Families  Tune-In  More 
THAT  GASOLINE  rationing  tends 
to  increase  home  radio  listening,  is 
indicated  in  a  survey  released  by 
The  Pulse  of  New  York  Inc.,  com- 

paring June  and  July  listening  in 
a  selected  lower  portion  of  the  mid- 

dle class. 

While  the  sui'vey  reveals  a  de- 
crease in  sets  in  use  from  June  to 

July,  there  is  only  a  negligible  2% 
decline  in  telephone  homes  where 
automobile  ownership  is  compara- 

tively high.  In  non-telephone  homes, 
where  there  are  fewer  automobiles, 
there  is  a  12%  decrease  in  listen- 
ing. 

More,  Not  Less 
At  the  economic  level  studied, 

it  is  estimated  that  44%  of  the 
telephone  families  own  cars,  while 
only  21%  of  the  non-telephone  fam- 

ilies do.  "This  strongly  suggests," 
says  the  survey,  "that  the  gasoline 
rationing  is  an  agent  that  makes 
for  more,  rather  than  less  home 
radio  listening." 

In  addition,  auto-owning  families 
did  more  radio  listening  than  non- 
auto  homes  in  July,  according  to 
the  survey,  which  reports  that  47% 
of  the  sets  were  in  use  in  automo- 

bile homes,  with  42%;  tuned  in  in 
earless  homes. 

Fun  Festival  to  Mark 

CBS  August  Workshop 
FESTIVAL  of  four  comedy  pro- 

grams, with  each  intended  as  a 
sample  for  a  possible  series,  will  be 
presented  during  August  on  CBS 
as  part  of  the  Monday  evening  Co- 

lumbia Workshop  program.  The 
first,  on  Aug.  10,  will  be  a  vaude- 

ville stanza,  title  of  which  is  not 
yet  set,  and  the  cast  under  consid- 

eration including  Gully  Richards, 
Jack  Guilford,  King  Jacks  and  Ed- 

die Green. 
Aug.  17,  CBS  will  present  Damon 

Runyon's  "Hold  'Em  Yale,"  and  the 
Aug.  24  presentation  will  be  "Black- 

outs &  Sketches."  The  final  pro- 
gram on  Aug.  31  has  not  yet  been 

selected.  Producing  Columbia  Work- 
shop is  William  Spier,  assisted  by 

Larry  Burns. 

WJWC,  Chicago,  formerly  WHIP: 
WAPO,  Chattanooga,  and  KXEL,  new 
station  in  Waterloo,  la.,  have  ae- 
(|uired  the  24-hour  special  AP  radio 
news  wire  from  Press  Assn.,  New 
York,  AP  radio  subsidiary. 

DON  AMECHE,  film  and  radio 
star  who  served  as  m.c.  of  Charlie 
McCarthy's  show  on  NBC  from 
May,  1937  to  December,  1939,  will 
resume  the  post  when  the  Chase  & 
Sanborn  program  returns  to  the 
air  Sept.  6  after  a  summer  hiatus. 
Only  change  in  the  show  from  its 
format  when  it  was  temporarily 
discussed  June  28,  will  be  the 
absence  of  Abbott  and  Costello, 
comedians  who  will  be  starred  on 
their  own  show  for  Camel  cigar- 

ettes. Sponsor  is  Standard  Brands, 
New  York,  and  agency  is  J.  Walter 
Thompson  Co.  Summer  replace- 

ment is  Star  Spangled  Vaudeville, 
for  Fleishman's  Yeast,  a  Standard Brands  Product. 

SHADES  OF  SEVASTOPOL 

Fort  Wayne  Announcer  Beset 

 By  Tongue  Twisters  

Biddle  Asked  to  Probe 

Fr.  Coughlin  and  Smith 
ATTORNEY  GENERAL  BIDDLE 
was  called  upon  last  Thursday  by 
the  Detroit  Civil  Rights  Federation 
to  investigate  Rev.  Charles  E. 
Coughlin  and  Gerald  L.  K.  Smith, 
the  latter  chairman  of  "The  Com- 

mittee of  1,000"  and  candidate  for 
the  Republican  nomination  for  Sen- 

ator from  Michigan.  Both  were  for- 
merly prominent  on  the  radio. 

John  F.  Shepard,  president  of  the 
Federation,  stated  in  a  letter  to 
Biddle  that  Smith  published  a 
monthly.  The  Cross  and  the  Flag, 
and  that  a  periodical  of  that  name 
was  listed  in  the  July  23  Federal 
indictment  charging  38  men  and 
women  with  seditious  activities.  It 
was  also  pointed  out  that  Fr. 
Coughlin's  Social  Justice  had  been barred  from  the  mails. 

White  Collar  Workers 

Benefit  by  WHN  Pact 
WHITE-COLLAR  workers  em- 

ployed by  WHN,  New  York,  which 
is  owned  by  Loew's  Inc.,  are  in- cluded in  the  contracts  signed  by 
four  major  movie  companies  July 
28  following  negotiations  with  the 
Screen  Office  &  Professional  Em- 

ployes Guild,  Local  109,  UOPWA, 
CIO.  The  pacts  provide  union  se- 

curity, 10%  wage  increases,  stand- 
ard union  shop  clauses.  Local  109 

will  probably  start  campaigns  by 
fall  to  enlist  white  collar  employees 
in  other  New  York  stations. 

Jurisdiction  over  radio  publicists 
in  the  New  York  area  is  held  by 
the  recently-chartered  Local  114  of 
the  UOPWA,  CIO,  which  was 
formed  from  the  Screen  Publicists 
Guild,  an  independent  union  prior 
to  affiliation  in  June  with  UOPWA. 

A..ilU.ed  with  MUTUAL  BROAOCAStm
C  SYSTEM 

National  RepresenUlivcs:  ^ZyM SPOT  S&ltS,  Inc.  -^^F 

NO  COMMENTATOR  on  the 
Russian  front  would  have  a  tougher 
time  than  Hilliard  Gates,  sports- 
caster  of  WOWO-WGL,  Fort 
Wayne,  when  he  announces  games 
of  the  Toledo  soft  ball  club. 

In  a  recent  game  between  that 
team  and  the  Ft.  Wayne  Zollner 
Pistons,  Hilliard  had  to  contend 
with  the  following  potpourri  of 
consonants  and  vowels  in  the  line- 

up: Tony  Smolinski,  Mike  Murzyn- 
ski,  Stan  Kazmarek,  Orv  Swantek, 
Dick  Strugarek,  Walt  Smolinski, 
Ed  Komisarek,  Tom  Sczenderski, 
Gene  Oleksiak — and  Bill  Ryan. 

Blue  Coast  Pickups 

BUILT  around  interviews  with 
motion  picture  celebrities  and 

housewives.  Breakfast  at  Sardi's, BLUE  Pacific  Coast  program,  will 
be  presented  coast-to-coast  on 
BLUE  starting  Aug.  3.  The  show, 
which  already  has  two  participat- 

ing sponsors  as  a  West  Coast  pro- 
gram, will  also  be  available  for 

participations  as  a  network  series. 
Two  performances  of  the  program 
will  be  aired;  one  for  the  national 
audience,  Mon.  thru  Fri.,  11-11:30 
a.m.  (EWT)  with  the  Pacific  Coast 
program  maintaining  its  present 
time,  9:30-10  a.m.  (PWT)  on  those 
days.  Participating  sponsors  for 
the  latter  show  are :  Photo-Develop- 

ing, Los  Angeles  and  Skinner  & 
Eddy  Corp.,  Seattle  (Minute  Man soup) . 

Pre-Primary  Accounts 

Run  Light  in  New  York 
AFFILIATED  Young  Democrats 
of  New  York  Inc.  has  bought  six 
12-minute  periods  and  two  quarter- 
hours  on  WMCA,  New  York,  for 
broadcasts  in  connection  with  the 
New  York  State  primaries,  sched- 

uled Aug.  11.  Harold  J.  McLaugh- 
lin, municipal  court  justice  of 

Brooklyn  and  candidate  for  county 
judge,  is  the  featured  speaker  on 
the  programs,  which  started  July 
28  and  run  thru  Aug.  11. 

With  no  primary  contests  in  the 
local  Republican  unit,  and  the  Com- munist and  Socialist  parties  groups 
not  taking  part  in  the  primaries, 
the  Democrats  are  the  only  possible 
timebuyers  for  pre-primary  broad- casts in  the  New  York  area. 

State  committees,  prohibited  by 
the  N.  Y.  State  Election  Law  from 
using  funds  for  primary  contests, 
have  not  yet  announced  broadcast- 

ing plans  for  the  elections  in  the 
fall.  However  the  N.  Y.  State  Com- 

mittee of  the  Communist  Party  has 
already  signed  for  a  quarter-hour 
on  WQXR,  New  York,  Aug.  16,  for 
a  broadcast  by  Israel  Amter,  candi- 

date for  governor.  He  will  discuss 
results  of  the  primaries. 

WSBA  About  Ready 
WSBA,  new  station  in  York,  Pa.,  oc- 

cupied its  new  building  July  27,  lo- 
cated north  of  the  city  on  the  Susque- 
hanna Trail.  Robert  L.  Kauffman,  gen- 

eral manager  of  the  new  station,  an- 
nounced the  appointment  of  Otis 

Morse  formerly  chief  announcer  of 
WORK  here,  as  program  director ; 
McClellan  Heights  chief  engineer  ;  Neil 
Robinson,  production  staff.  The  station 
will  go  on  the  air  late  in  the  summer, 
using  1,000  watts  daytime  on  900  kc. 
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Charges  of  Political  Pressure 

In  Salvage  Placements  Denied 

Advertising  Council  and  Agency  Officials  Say 

Normal  Methods  Are  Followed  in  Campaigns 
POINTING  OUT  that  the  adver- 

tising campaigns  for  vital  material 
salvage  are  paid  for  by  industry 
organizations  and  are  directed  by 
these  organizations  and  the  adver- 

tising agencies  they  have  appointed, 
executives  of  the  Advertising  Coun- 

cil and  the  agency  handling  the 
scrap  salvage  campaign  last  week 
emphatically  denied  charges  of  po- 

litical pressure  in  the  selection  of 
meilia. 

Heard  in  Congress 

Such  charges,  raised  by  some 
broadcasters  after  scrap  salvage 
ads  had  been  placed  with  every 
English-language  daily  and  most 
weekly  newspapers  in  the  country, 
while  radio  announcements  had 
been  alloted  to  only  218  of  the 
more  than  900  stations  in  the 
United  States,  have  even  reached 
the  floors  of  Congress. 

Rep.  Mundt  (R-S.  D.)  on  July 
17  criticized  the  "strange  reason- 

ing" behind  the  selection  of  sta- 
tions and  urged  that  Congress  pro- 

test against  Government-sponsored 
advertising  which  he  termed  unfair 
to  small  newspapers  and  stations 
[Broadcasting,  July  27]. 

Stating  these  complaints  must  be 
based  on  a  misunderstanding  of 
the  method  in  which  such  cam- 

paigns as  the  scrap  metal  drive 
are  conceived  and  prepared,  Ralph 
AUum,  assistant  to  the  executive 
director  of  the  Advertising  Coun- 

cil, explained  the  process. 
First,  he  said,  a  Government 

agency — in  this  case  the  Conserva- 
tion Division  of  the  WPB — is  con- 

fronted with  a  certain  job,  the 
salvaging  of  waste  material,  espe- 

cially metal,  which  is  needed  for  the 
war  effort.  The  WPB  acquainted 
leaders  in  the  metal  and  steel  in- 

dustry with  the  nature  of  the  job 
to  be  done  and  with  the  salvage 
collection  system  the  Government 
was  preparing  to  establish. 

At  the  same  time,  Mr.  Allum 
went  on,  the  WPB  also  asked  the 
Advertising  Council,  as  the  liaison 
agency  between  the  Government 
and  the  advertising  industry,  to 
prepare  plans  showing  how  adver- 

tising could  help  in  the  salvage 
drive.  The  Council  assigned  the 
problem  to  Leo  Burnett,  Chicago 
agency  head  and  a  Council  mem- 

ber, who  assembled  a  group  of 
agency  executives  from  that  city 
to  work  out  a  proposed  national 
advertising  campaign. 
When  this  sample  campaign  was 

completed,  the  Council  showed  it 
to  the  WPB  and  also  to  leading 
members  of  the  iron  and  steel  in- 

dustry, who  were  so  enthusiastic 
that  they  took  steps  to  raise  money 
to  sponsor  a  paid  advertising  cam- 

paign to  aid  in  the  Government 
program  for  the  collection  of  scrap. 
When  the  money,  approximately 
$1,500,000,   had   been   raised,  the 

American  Iron  &  Steel  Institute 
appointed  an  advertising  agency, 
McCann-Erickson,  and  turned  over 
to  it  the  tentative  plans  prepared 
by  the  Council,  which  the  agency 
then  revised  in  accordance  with 
its  own  judgment  and  with  the 
amount  of  money  it  had  to  spend. 

Council  in  Liaison 

At  this  stage,  Mr.  Allum  stated, 

the  Advertising  Council's  part  was 
finished,  except  that  it  continues 
to  act  as  liaison  between  the  Gov- 

ernment and  the  Institute,  but  only 
in  a  general  way.  Neither  the  Coun- 

cil nor  the  Government  takes  any 
part  in  the  preparation  or  place- 

ment of  the  actual  advertising 
copy,  he  emphasized,  as  that,  like 
any  other  advertising  campaign,  is 
something  to  be  decided  by  the 
client  and  agency. 

"Neither  the  Council  nor  the 
Government  solicits  funds  for  ad- 

vertising", he  summed  up.  "The 
Government  has  a  job  to  be  done. 
The  Council  shows  Government  how 
advertising  can  help;  if  Govern- 

ment approves,  the  Council  shows 
industry  how  it  can  help  by  putting 
on  such  a  campaign.  It  then  is  up 
to  the  industry  whether  it  goes 
ahead  or  not,  and  the  manner  in 
which  it  proceeds  is  not  guided 
by  either  Government  or  the  Coun- 

cil". 
The  final  form  of  the  scrap 

salvage  advertising  campaign,  as 
prepared  by  McCann-Erickson  and 
approved  by  the  American  Indus- 

tries Salvage  Committee,  made  up 
of  three  representatives  of  the  iron 
and  steel  industries  and  two  from 
other  industries,  was  outlined  by 
E.  D.  Madden,  vice-president  of 
the  agency,  at  a  meeting  held  in 
New  York  July  1  [Broadcasting, 
July  6].  Since  lengthy  copy  is  re- 

quired, the  major  part  of  the  ap- 
propriation   went    for  full-page 

Hi-Yo  Silver! 

WHEN  Bill  Aldrich,  of  WGL, 
Fort  Wayne,  set  out  to  get  a 
26-week  renewal  contract 
from  the  West  Swinney 
Amusement  Park,  he  was  mo- 

mentarily stumped  when  he 
fbund  the  park  manager  op- 

erating a  merry-go-round  due 
to  a  personnel  shortage.  How- 

ever, not  to  be  denied,  Al- 
drich swung  aboard  one  of 

the  horses  and  after  an  hour 
of  hard  riding  emerged  with 
the  signed  contract. 

newspaper  ads,  to  run  over  a  pe- 
riod of  several  months,  he  said. 

Radio's  allotment  of  about  $225,- 
000,  roughly  15%  of  the  total  bud- 

get, is  devoted  to  a  series  of  tran- scribed one-minute  spots  of  varying 

types,  concentrated  at  the  begin- 
ning of  the  campaign,  when  they 

are  to  be  broadcast  five  a  day  for  13 
days  on  218  stations.  Three  na- 

tional magazines,  14  business  pa- 
pers, 44  farm  papers  and  65  indus- 
trial papers  are  also  included  in 

the  media  for  the  campaign. 

Since  the  placement  of  the  radio 
schedule,  numerous  letters  have 
been  received  from  broadcasters, 
according  to  0.  M.  Schloss,  time- 
buyer  for  the  agency.  Most  of  them, 
he  said,  point  out  that  they  have 
given  freely  of  their  time  for  a 
wide  variety  of  Government  war- 

time messages  and  that  therefore 
it  is  unfair  for  them  to  be  left  off 
the  list  of  the  first  wartime  cam- 

paign to  be  placed  on  a  commercial basis. 
No  Politics 

"A  few  stations,"  he  stated,  "ap- 
parently believe  that  the  lists  were 

prepared  under  Government  super- 
vision and  were  influenced  by  po- 
litical considerations.  This  is  defi- 
nitely not  true.  Once  we  had  been 

given  the  account  we  handled  it 
as  we  would  any  advertising  cam- 

paign for  any  other  client,  prepar- 
ing copy  and  selecting  media  with 

the  sole  goal  of  accomplishing  the 
most  effective  job  that  could  be 

done  with  the  money  we  had  to 

spend". 

Mr.  Schloss  pointed  out  that 
when  this  scrap  salvage  advertis- 

ing is  compared  with  other  adver- 
tising campaigns  it  is  exceptional 

for  using  so  many  rather  than  so 
few  stations.  "There  are  not  many 
advertisers  using  more  than  200 

stations  for  spot  campaigns",  he 
stated,  "and  if  the  broadcasters 
would  consider  this  in  its  true  light, 
as  an  individual  advertising  drive 
sponsored  by  an  individual  client 
with  a  limited  budget  and  not  as 
a  Government  project,  they  would 
not  complain  about  radio  getting 
the  run-around  because  of  political 
discrimination. 

"For  good  and  logical  advertis- 

ing reason,"  he  concluded,  "news- 
papers got  the  major  share  of  this 

campaign.  The  next  one  may  well 
have  a  message  which  can  best  be 
put  over  by  radio,  or  by  outdoor 
advertising,  in  which  case  radio,  or 
outdoor,  will  be  chosen  as  the 

major  medium." 

Fat -Saving  Drive 
Gets  Under  Way 

COMMITTEE  of  Glycerine  &  As- sociated Industries  to  Save  Waste 
Fat  Inc.,  including  the  major  soap 
companies  and  other  leading  pro- 

ducers of  glycerine  which  the  Gov- ernment needs  for  munitions,  last 
week  launched  the  advertising 
campaign  which  it  has  underwrit- 

ten to  aid  in  educating  the  Ameri- 
can housewife  in  the  necessity  for 

saving  and  turning  over  to  her 
butcher  grease  and  fat  scraps  she 
would  normally  throw  away. 

Backbone  of  the  drive  is  a  six- 
week  newspaper  campaign,  using 
insertions  of  from  550  to  1,000 
lines  twice  weekly  in  423  papers 
in  200  cities,  according  to  Glenn 
Wiggins,  account  executive  of 
Kenyon  &  Eckhardt,  New  York, 
agency  in  charge.  None  of  the  ap- 

propriation will  be  spent  for  other 
media,  he  said,  but  added  that  the 
Radio  Bureau  of  the  Office  of  War 
Information  (successor  to  the 
OFF's  radio  department)  has  re- 

quested the  networks  and  their  ad- 
vertisers to  promote  the  fat  salvage 

program  with  announcements  wher- 
ever possible. 

Advertising  -will  start  on  differ- 
ent dates  in  different  cities,  Mr. 

Wiggins  said,  in  accordance  with 
the  individual  plans  of  the  various 
local  WPB  salvage  committees 
which  have  charge  of  the  drives  in 
each  locality.  He  declined  to  speci- 

fy the  amount  of  the  budget ,  for 
the  advertising,  except  to  say  that 
it  is  "limited."  It  has  been  re- 

ported as  totaling  approximately 
$500,000,  however. 

Drawn  for  Broadcasting  by  Sid  Hix 

"Due  to  Circumstances  Beyond  Our  Control,  the  Program  Originally 
Scheduled  for  This  Period  Has  Been  Cancelled!" 

Curtiss  Beverages 
CURTISS  CANDY  Co.,  Chicago,  is 
using  radio  to  introduce  a  grocery 
line  of  fruit  beverages  which  in- 

clude grape  drink,  tomato  cocktail, 
orange  drink,  and  prune  juice  un- 

der the  label  of  Carelton  Fruit  Bev- 
erages. Station  break  and  100-word 

announcements  have  been  placed 
on  the  following  stations  15-28 
times  weekly:  KSTP  WDAF  KSD 
WFAA  -  WBAP  KPRC  WOAI 
WOSH  WHO  KMA  KVOO  KOMA 
KFBI  woe  KARK  WMT.  Agency 
is  C.  L.  Miller  Inc.,  Chicago. 
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HERE'S  HOW  you  can  easily  remove  many 

of  the  causes  of  premature  tube  failure 

1  Don't  overload  the  tubes.  Use  adequate  protective 
devices  such  as  a  fuse  or  relay.  Heavy  overloads  are  apt 
to  evaporate  the  thorium  surface  from  the  filament,  and 
permanently  damage  the  tube. 

2  Normal  operating  temperature  for  thoriated-tungsten- 
filament  tubes  is  obtained  by  operating  them  at  the  rated 
filament  voltage.  Care  should  be  taken  to  operate  them 
at  this  voltage  (except  for  standby s  and  when  reactivating). 
Occasionally,  under  or  over  voltage  will  give  longer  life, 
but  such  operation  should  only  be  carried  out  after  first 
consulting  the  tube  manufacturer. 

3  Tubes  that  have  been  momentarily  overloaded,  or  run 
at  subnormal  filament  temperature,  can  quite  frequently 
be  reactivated  by  following  this  simple  procedure:  Operate 
the  filament  at  the  rated  voltage  for  ten  minutes  or  more 
with  no  voltage  on  the  plate  or  grid.  This  process  can  be 
accelerated  by  increasing  the  filament  voltage  to  20  per 
cent  above  the  rated  value  for  a  few  minutes. 

4  Increase  the  filament  voltage  progressively  (only  a 
small  percentage  at  a  time)  when  a  tube  no  longer  responds 
to  reactivation.  New  filament  transformers  may  be  neces- 

sary for  such  operation. 

5  For  tubes  of  250-watt  plate  dissipation  or  higher, 
when  the  load  on  the  tube  is  intermittent,  keep  the  filament 
at  80  per  cent  of  normal  voltage  during  standby  periods 
of  less  than  two  hours.  This  helps  keep  the  cathode  surface 
replenished,  and  makes  it  more  quickly  available  when 
raised  to  normal  filament  voltage.  If  the  standby  period  is 
more  than  two  hours,  the  filament  current  should  be  shut 
off. 

TEACHING  A  RADIO  CLASS?  Ask  for  These  G-E  Aids 
FM  Primer 
Cathode  Design 
Experimental  Electronics  (Theory) 
Experimental  Electronics  (Applications) 
Electronics  and  Electron  Tubes 
G-E  Motion  Pictures 

Fill  in  the  coupon  for  your  sample 
package    of    these  publications. 

6  For  tubes  of  less  than  250-watt  plate  dissipation, 
filament  voltage  should  be  removed  for  standbys  of  more 
than  15  minutes. 

7  For  all  types  of  thoriated-tungsten-filament  tubes  if 
the  off  period  is  less  than  five  minutes,  operate  the  filament 
at  full  voltage  continuously,  as  excessive  heating  and 
cooling  cycles  tend  to  distort  this  type  of  filament. 

8  Keep  tubes  well  ventilated- — with  fans  or  blowers,  if necessary. 

9  Run  at  lowest  possible  anode  current  and  voltage. 

10  Minimize  plate  dissipation  by  careful  tuning  of  the 
transmitter. 

Ihc  Navy  "£",  for  Excellence,  has been  owortJed  lo  92,780  Generol 
Eleclfic  employees  pn  live  plonis 
nianufaclunng    navot  equrpnteni 

These  Suggestions  Apply  to  Such  Tubes  As 
These  G-E  Thoriated-tungsten  filament  types: 
G1.-I46 
GL-I52 
GL-159 
GL-169 
GL-203A 
GL-204A 
GL-21I 
GL-2I7C 
G1.-242C 

GL-276A 
GL-800 
GL-801 

GL-803 
GL-80S 
GL-806 
GI.-809 G1-8I0 

GL-8II 

GI.-8I2 
G1.-8I3 
GI.-8I4 GL-833A 
GL.834 GL-835 
GL.838 
GL-84S 

GL-849 
GL.851 
GL-860 
GL-861 GL-865 
GL.)623 
GI.-?628 
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STANDOUT 

•  KLZ  is  serving  the  armed  forces  in  many  ways  in  the  Denver 
area.  Its  versatile  mobile  unit,  without  counterpart  in  this  region, 
has  performed  noteworthy  service  on  many  occasions;  its  PA 
system  during  practice  field  drills,  at  military  demonstrations  and 
ceremonies;  its  shortwave  equipment  for  special  broadcast  pickups. 

Both  Fort  Logan  and  Lowry  Field  are  presenting  programs 
currently  featuring  their  own  wealth  of  talent,  in  addition  to 
which  KLZ  has  originated  scores  of  regular  and  special  programs 
direct  from  these  and  other  nearby  military  establishments. 

Continuous,  unrestricted,  conscientious  service  in  every  field 
has  been  responsible  for  making  KLZ  a  standout  in  the  esteem 
and  preference  of  Rocky  Mountain  listeners. 



Tne  wee 

STI 

PRICE  15  CENTS 

Newsmdgdzlne  of  Radib 

vertisingr 

sponsors  prefer 

"PEGEEN 

PREFERS" Starring  smarl,  war- wise 

Pegeen  Fitzgerald 

BECAUSE  .  . . 

"Pegeen  Prefers"  is  geared  to  the  times. 

It's  a  show  deliberately  planned  to  help 
women  adapt  their  homes  and  habits  to 

changing  economic  conditions. 

"Pegeen  Prefers"  gets  results  fast.  One 
announcement,  for  instance,  just  pulled 

1547  replies  at  a  cost-per-inquiry  of  i.Sf. 

This  is  lower  than  the  lowest  cost-per- 

inquiry  credited  to  any  other  media 

used  by  the  sponsor. 

"Pegeen  Prefers"  is  on  WOR  at  one  of 

the  best  women-listening  spots  in  the 

WOR  schedule;  when  the  total  audi- 

ence in  New  York,  in  fact,  is  60%  women! 

"Pegeen  Prefers"  is  described  in  brief, 
but  helpfully  informative  detail  in  a 

booklet  just  prepared  by  WOR.  Send 

for  your  FREE  copy  today. 

WOR 

at  1440  Broadway,  in  New  York 



To  TEST  the  popularity  of  a  KOY  program  and  find  out  whether 

KOY's  listeners,  like  WLS',  would  write,  we  ran  a  contest.  And  in 
one  week  44,227  listeners  wrote  us  letters!  Thus,  in  that  week,  someone 

wrote  us  a  letter  every  13  seconds,  day  and  night,  for  seven  days.  And  that 

isn't  all — the  contest  was  broadcast  from  6  to  7  o'clock  in  the  morning! 
Nothing  quite  proves  listening  like  letters  from  listeners.  Then  you 

know  they  listen — and  respond.  KOY  has  that  kind  of  audience — respon- 

sive. Of  course,  it  should;  it's  been  "brought  up"  by  the  WLS  folks,  who 
have  quite  a  record  for  building  a  loyal  and  responsive  audience.  And 

KOY  gets  the  same  kind  of  results  —  sales!  Ask  any  John  Blair  man. 

lOOO  Watts  on 

CBS  Affiliate 

^PHVTfiaf  Explains  the  Coverage" 

PHOENIX,  ARIZONA 

TO  SELL 

ARIZONA'S 

PRINCIPAL  MARKETS 

THE 

ARIZONA  NETWORK! 

KOY  in  Ph  oenix 

KTUC  in  Tucson 

KSUN  for  Blsbee- 
Lowell 

The  most  economical  way 

to  effectively  reach  and 

SELL  over  90%  of  all 

Arizona's  buying  power! 

MANAGEMENT   AFFILIATED    WITH    WLS,   THE    PRAIRIE    FARMER    STATION,   CHICAGO    •    REPRESENTED    BY    JOHN    BLAIR    &  COMPANY 



The  Yankee  Network  gives 

SALES  IMPACT
 

MARKETS  / 

\  MORE  THAN  ONE
 

\^  STA
TfON 

THE  Yankee  Network  has  built  dominant 

■  listenership  in  New  England  by  years  of  serv- 
ice, not  to  one  market,  but  to  ALL  important 

buying  centers. 

The  various  communities  themselves  have 

taken  a  vital  part  in  this  cooperative,  good 

neighbor  policy,  which  has  created  such  a  deep 

and  enduring  friendship  for  Yankee  Network 

hometown  stations. 

New  Englanders'  loyalty  to  people,  products 
or  services  that  have  proved  themselves  worthy 
is  traditional. 

That's  why  The  Yankee  Network  delivers  to 
you  today  the  coverage,  audience,  the  good- 

will and  friendship  that  it  did  last  year,  the  year 

before,  and  for  a  long  period  preceding. 

These  are  significant,  dollar-wise  reasons  why 

you  should  insure  maximum  results  from  your 

radio  investment  in  this  sound,  substantial  mar- 

ket. They're  all  included  in  "New  England's 

Own"  network  of  20  stations. 

WNAC  —  Boston 

Key  Station  of  New  England's  Own 
Yankee  Network,  observed  its 

20th  Anniversary  on  July  31st 

fOUNV
A 

THE  YANKEE  NETWORK,  inc. 

Member  of  the  Mutual  Broadcasting  System 

21   BROOKLINE  AVENUE,  BOSTON,  MASS.  EDWARD  RETRY  &  CO.,  INC.,  exch^iye  Nof.ono/  So/e.  ReprejemoMye 
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65,000  MllES  OF
 morale 

This  is  the  first  anniversary  of  the  Camel  Caravan.  Since  July  31,  1941, 
it  has  rolled  over  65,000  miles,  playing  six  shows  a  week  in  army  camps, 
flying  fields,  naval  bases,  hospitals,  and  Marine  barracks  in  26  states, 
Panama,  the  Canal  Zone  and  Guatemala. 

The  only  show  of  its  type  .  .  .  tailored  exclusively  for  the  men  and  women 
in  imiform,  the  Camel  Caravan  is  A-1  entertaiimient  for  1-A  men  .  .  .  and 

it's  gone  over  with  a  morale  bang  that  will  be  heard  in  Berlin  and  Tokyo. 
The  Grand  'Ole  Opry  Unit,  forerunner  of  the  four  Caravans  playing  today 
is  a  part  of  WSM's  talent  staff  ...  a  staff  capable  of  building  morale,  selling 
soap  or  performing  any  public  relations  job  the  changing  conditions  of 
today  require. 

HARRY  L.  STONE,  Gen'l.  Mgt, 
NASHVILLE,  TENNESSEE 

OWNED  AND  OPERATED  BY 

THE   NATIONAL    LIFE    AND    ACCIDENT    INSURANCE   COMPANY,  INC. 
NATIONAL  REPRESENTATIVES,  EDWARD  PETRY  &  CO.,  INC. 
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ONE  OF  A  SERIES  PRESENTING  THE  MEN   WHO  MAKE  FREE  &  PETERS  SERVICE 

and  tbis, 

Sirs,  is- 

Lym  B.  Ukml 

Every  time  we  of  F&P  lure  another  good 
man  from  the  cloistered  luxury  of  a  big 
advertising  agency,  we  of  course  get  a 
tremendous  bang.  So  you  can  imagine  how 
we  felt  when  Lynn  B.  Clarke  recently 
decided  to  throw  his  hat  into  our  ring.  A 
studious  and  analytical  account  executive 
for  many  of  the  biggest  names  in  advertising 
during  the  past  twenty-two  years,  Lynn  is 
in  every  sense  a  qualified  advertising  expert. 
As  such,  we  know  he  will  be  able  to  offer 

you  really  constructive  help  with  any  of 
your  spot-radio  problems. 

Yes,  spot  radio,  as  every  advertiser  and 
agency-man  knows,  does  have  its  problems. 
And  not  the  least  of  these  is  the  mere  detail 

of  selecting  stations,  amid  the  confusing 

welter  of  coverage  data  as  affected  by  power, 
network  affiliations,  frequency  assignments, 
etc.,  etc.,  etc.  In  such  a  situation  a  far- 

sighted  representative  is  worth  his  weight 
in  advertising  results.  But  it  takes  a  good 
man  to  be  always  of  constructive  service, 
and  never  a  mere  opportunist. 

Here  at  F&P,  the  proof  of  our  wish  to  give 
constructive  service  is  the  type  and  calibre 
of  the  fellows  who  comprise  our  organiza- 

tion. We  sincerely  beheve  we  have  the 
best  men  in  the  industry,  equipped  with 

the  greatest  knowledge  of  their  "product", 
and  respect  for  their  profession.  And  that 
is  the  way  we  will  remain  constructive, 
here  in  this  pioneer  group  of  radio-station 

representatives. 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WKBW  BUFFALO 
WCKY  CINCINNATI 
KDAL  DULUTH 
WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO  .KALAMAZOO-GRAND  RAPIDS 
KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN      .    .  MINNEAPOLIS-ST.  PAUL WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBL  SYRACUSE 

.  .  .  IOWA  .  .  . 
WHO  DES  MOINES 
woe  DAVENPORT 
KMA  SHENANDOAH 

.  .  .  SOUTHEAST  .  .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  .  .  . 
KOB  ALBUQUERQUE 
KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  .  . 
KARM   FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX.  Inc. 

Free  &  Peters,  is 

Pioneer  Radio  Station  Representatives Since  May,  1032 

*'"'"!°VnM75'""*'*''"            **^'^''^J'*'\TJr'"^'''-            SAN  FRANCISCO:  ;„5„//..  HOLLYWOOD:.  ,5..  N.  G»r^»„  ATLANTA:       P. WBW^. Franklin  6373  P'""  S-'^'Sl  Sutter  4353  Gladstone  3949  Main  5667 
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Industry  and  U.  S.  Gird  to  Battle  Petrillo 

AFM  Gets  Angry; 

Arnold  to  Try 

Case 

JAMES  CAESAR  PETRILLO 
and  the  American  Federation 
of  Musicians  are  finding  they 
have  a  fight  on  their  hands  as 
the  result  of  their  Aug.  1  ban 
on  phonograph  records  and 
transcriptions.  Events  moved 
fast  last  week  after  Petrillo 
pulled  his  musicians  off  most 
recording  jobs.  The  events : 

1.  The  Dept.  of  Justice  ob- 
tained postponement  to  Sept. 

16  of  hearing  on  its  bill  of 
complaint  asking  a  temporary 
injunction  to  halt  the  AFM 
record  strike. 

2.  The  Department  mus- 
tered legal  talent  and  evidence 

for  the  Sept.  16  hearing,  indi- 
cating confidence  that  it  has  a  hot 

case  against  the  AFM  and  its  czar, 
as  well  as  a  good  new  test  case  on 
the  whole  "made  work"  issue. 

3.  Petrillo  interpreted  his  strike 
to  pei'mit  recording  of  commercial 
transcriptions  to  be  played  one 
time  only,  then  destroyed. 

4.  Production  of  commercial 
transcriptions  continued  on  a 
limited  basis. 

5.  Production  of  phonograph 
records  practically  ceased,  though 
some  record  manufacturers  indi- 

cated they  had  several  months 
supply  available. 

6.  AFM,  through  its  counsel, 
charged  that  the  Government  suit 

must  be  "extremely  questionable" 
because  the  U.  S.  showed  "no  desire 
to  press  their  motion". 

One-Time  Shots 

While  legal  jockeying  was 
punctuated  by  AFM  name-calling, 
the  broadcasting  and  related  in- 

dustries went  ahead  as  nearly  as 
possible  on  a  business-as-usual 
basis.  Transcription  companies  and 
advertising  agencies  producing 
transcribed  programs  operated 
actively,  especially  after  getting  an 
interpretation  from  Petrillo  of  his 
use-only-once  disc  statement  in  a 
July  31  letter  to  Elmer  Davis,  Di- 

rector of  War  Information,  deny- 
ing Davis'  request  that  he  lift  the 

disc  ban  [Broadcasting,  Aug.  3]. 

This  modification  removed  a  good 
deal  of  confusion  all  through  the 
industry  but  it  did  not  help  those 
involved  in  musical  spot  announce- 

ments, which  still  appear  to  come 
under  the  ban.  This  situation  was 
not  critical,  however,  because  an- 

nouncements for  autumn  campaigns 
will  not  be  transcribed  for  a  num- 

ber of  weeks. 

Spots  May  Eschew  Music 
Many  agencies  which  have  used 

announcements  heavily  in  the  past 
feel  they  can  create  the  same  sell- 

ing effectiveness  in  spot  announce- 
ments without  the  use  of  music.  As 

one  executive  of  a  Chicago  agency 
producing  many  announcements 
explained: 
"When  an  agency  is  forced  to  do 

without  an  effect  such  as  music  in 
spot  announcements,  through  in- 

genuity and  imagination  it  will  de- 
velop other  devices  which  will  be 

as  effective,  if  not  more  so,  than 
music. 

"Then  when  the  music  is  again 

Full  text  of  the  Department 
of  Justice's  bill  of  complaint 
against  AFM,  filed  in  Federal 
district  court  in  Chicago,  will 
be  found  on  page  20. 

made  available,  it  will  be  discov- 
ered that  music  can  be  dispensed 

with  on  announcements.  The  use  of 
Sonovox  is  an  example  of  what  can 
be  done  in  this  regard,  and  there 
are  many  other  effective  devices 

which  can  be  employed." 
Many  industry  figures  believe  the 

ban  thus  will  have  an  effect  op- 
posite to  that  intended  by  Mr. 

Petrillo. 
Laid  in  Supplies 

Throughout  the  industry  it  is 
generally  known  that  transcription 
companies  and  agencies  producing 
transcribed  series  went  into  high 
gear  during  July  in  advance  of  the 
recording  ban.  Some  phonograph 
recorders,  it  was  indicated,  in  many 
cases  have  recorded  advance  popu- 

FTC  Issues  Complaints  Against 

Claims  of  Tobacco  Companies 

Charges  Against  R.  J.  Reynolds  and  Philip  Morris 

Cover  Radio  Along  With  Other  Media 

CHARGING  misrepresentation, 
falsity  and  deception  in  broadcast 
commercials,  as  well  as  in  adver- 

tising in  other  media,  the  Federal 
Trade  Commission  last  Saturday 
announced  it  had  issued  complaints 

against  two  of  radio's  largest  cig- 
arette and  smoking  tobacco  adver- 

tisers— Philip  Morris  &  Co.  Ltd., 
New  York,  and  R.  J.  Reynolds  To- 

bacco Co.,  Winston-Salem. 
Products  of  Philip  Morris  &  Co. 

involved  in  the  FTC  complaint  are 
Philip  Morris  cigarettes,  Dunhill 
cigarettes  and  Revelation  pipe  to- 

bacco. Complaint  against  R.  J. 
Reynolds  Tobacco  Co.  is  for  claims 
made  in  advertising  of  Camel  cig- 

arettes and  Prince  Albert  tobacco. 
Going  into  great  detail  in  the 

summation  of  its  complaints,  the 
FTC  cited  practically  every  adver- 

tised claim  of  both  companies  as 
"misrepresentation  and  false  ad- 

vertising". 
Particularly  affecting  broadcast- 

ing, the  FTC  complaint  alleges 

that  the  "personal  appearance"  de- vice used  on  the  Camel  programs, 
in  which  a  voice  gives  endorsement 
of  the  cigarettes,  is  misleading. 
The  complaint  charges  that  on 
Camels  broadcasts  the  Reynolds 

Company  has  represented  that  cer- 
tain voices  used  in  them  "are  those 

persons  named  by  it  and  by  its 
representatives  when  in  fact  such 
voices  are  not  those  of  the  persons 
so  represented  by  it  and  such  per- 

sons were  not  present  at  the  broad- 

cast." 

The  FTC  also  emphasizes  its 
complaint  against  the  use  by  Philip 
Morris  of  its  familiar  claim  that 

"superiority  of  Philip  Morris  cig- 
arettes is  recognized  by  eminent 

medical  authorities." The  FTC  alleges  that  claimed 
surveys  and  findings  of  medical 
authorities  for  Philip  Morris  "were 
not  based  upon  scientific  tests  and 
were  not  those  of  a  group  of  dis- 

(Continiied  on  page  50) 

lar  music  in  excess  of  a  normal  six- month  supply. 

Transcription  libraries  are  un- 
derstood to  be  well  stocked  for  the 

time  being  but  library  officials  were 
uncertain  about  how  they  would 
meet  the  situation  if  the  ban  con- 

tinues in  effect  over  a  long  period. 
Many  commercial  spot  transcrip- 

tions were  changed  on  short  notice 
last  week  to  remove  musical  back- 

grounds from  opening  and  closing 
messages. 

The  legal  campaign  against  AFM 
got  under  way  Aug.  3  when  the 
Dept.  of  Justice  formally  filed  its 
bill  of  complaint  in  the  U.  S.  Dis- 

trict Court  for  the  Northern  Dis- 
trict of  Illinois,  Eastern  Division 

[Broadcasting,  Aug.  3].  Date  for 
hearing  on  the  injunction  plea 
against  the  AFM  recording  ban 
was  at  first  set  for  Friday,  Aug.  7, 
at  10  a.m. 

Last  Thursday,  however,  Daniel 
Britt,  special  assistant  to  Attorney 
General  Biddle,  asked  for  and  ob- 

tained postponement  of  the  hearing 
to  Sept.  16.  Judge  Michael  L.  Igoe 
issued  an  amended  order  setting 
for  that  date  arguments  on  the 
temporary  injunction.  Hearing  the 
case  will  be  Judge  John  P.  Barnes, 
who  also  is  slated  to  hear  the 
anti-trust  actions  involving  the 
major  networks,  as  well  as  the 
MBS  10-million-dollar  triple  dam- 

age suit  against  RCA-NBC. 
Padway  Moves  Dismissal 

Counsel  for  the  AFM  are  Joseph 
Padway,  of  Washington,  general 
counsel  of  the  AFL;  Henry  A. 
Friedman,  counsel  for  the  AFM  in 
New  York,  and  David  Katz,  per- 

sonal attorney  for  Petrillo  and 
counsel  for  the  Chicago  Federation 
of  Musicians. 

This  Government  action  brought 

from  Mr.  Padway  on  Friday  a  mo- 
tion asking  immediate  dismissal  of 

the  bill  of  complaint.  The  petition 
he  filed  with  the  court  said  the 
injunction  suit  alleged  no  violation 
of  the  Sherman  anti-trust  act. 
"There  is  no  allegation,"  the  pe- 

tition said,  "that  the  defendants 
engaged  in  a  business  enterprise 
or  are  competing  commercially  in 

the  sale  of  products." "The  AFM  went  to  great  expense 
to  come  to  Chicago  to  argue  this 
case  but  without  notice  to  us  the 
Government  appeared  and  obtained 

{Continued  on  page  iS) 
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Schechter  Resigns 

As  NBC  News  Chief 

Leaves  Aug.  15  to  Join  Cowles 
In  OWI  in  Washington 
A.  A.  SCHECHTER,  NBC  direc- 

tor of  news  and  special  events,  re- 
signed last  week,  effective  Aug. 

15,  to  accept  a  post  with  the  of- 
fice of  War  In- 

formation  in 
Washington.  He 
will  report  t  o 
Gardner  Cowles 
Jr.,  assistant  di- 

rector for  Do- 
m  e  s  t  i  c  opera- 

tions. His  succes- 
sor has  not  yet 

been  named. 
A  pioneer  in  Mr.  Schechter 

the  development 
of  radio  as  a  news  reporting  me- 

dium, Mr.  Schechter,  a  former 
newspaperman,  has  been  with 
NBC  since  1932,  having  joined  't 
as  a  writer.  He  was  promoted  to 
news  editor  in  1935  and  added  the 
duties  of  director  of  special  events 
in  1938.  Recently  he  did  special 
consultative  work  for  the  War  De- 

partment Bureau  of  Public  Rela- 
tions. 

In  making  contacts  with  public 
officials  and  other  celebrities 
throughout  the  world  for  news  and 
public  service  programs,  Mr. 
Schechter  himself  became  one  of 
the  best-known  figures  in  radio 
journalism.  Several  years  ago  he 
was  assigned  by  the  network  to 
visit  in  Egypt  and  Palestine, 
whence  he  arranged  several  note- 

worthy broadcasts  which  are  de- 
scribed in  his  book,  7  Live  On 

Air,  written  last  year  in  collabo- 
ration with  Edward  Anthony.  He 

is  also  author  of  Go  Ahead,  Gar- 
rison, a  juvenile  fiction  book  pub- 
lished in  1940. 

The  retiring  NBC  executive  is 
a  native  of  Rhode  Island  and  at- 

tended Boston  U,  1924-28.  For 
three  years  he  was  a  reporter  with 
the  Providence  Journal,  then  suc- 

cessively with  the  Newark  Star- 
Eagle  and  New  York  World,  and 
in  1931  he  was  city  editor  of  the 
International  News  Service  in 
New  York.  He  was  with  the  As- 

sociated Press  from  1931-32,  and 
left  that  organization  to  join  NBC. 

HANDS  IN  FRIENDSHIP  and  farewell  were  extended  C.  Howard  Lane, 
formerly  business  manager  of  McClatchy  Broadcasting  Co.,  Sacramento, 
Cal.,  at  a  banquet  staged  in  his  honor  by  the  Sacramento  Ad  Club  of 
which  he  was  a  director,  on  July  24.  Event  was  attended  by  radio  and 
business  executives  from  all  parts  of  Central  California.  Mr.  Lane 
resigned  his  West  Coast  post  to  become  central  division  field  manager  of 
the  CBS  stations  relations  department,  headquartering  in  Chicago.  Well- 
wishers  are  (1  to  r) :  George  Ross,  manager  of  KWG,  Stockton;  Gordon 
Daniels,  executive  of  California  Western  States  Life  Ins.  Co.;  Arthur 
Dudley,  secretary-manager,  Sacramento  Chamber  of  Commerce;  Joe 
Brannon,  manager  of  Sears,  Roebuck  &  Co.,  that  city;  Mr.  Lane;  Will 
Thompson  Jr.,  manager  of  KROY,  and  Leo  Ricketts,  manager  of  KFBK. 

Wide  Response  to  'Plug  Uglies^  Drive 

Is  Received  From  Readers  of  'Digesf 
company  all  such  surveys."  One letter,  differing  from  the  others  to 

some  extent,  pointed  out  that  "we have  to  have  bad  commercial  plugs 
like  that  along  with  the  good,  be- 

cause if  there  wasn't  that  mixture, 
radio  wouldn't  be  what  it  is  today 
— a  free  industry  without  strict 

Government  supervision." Mr.  Riis  also  reported  that  many 
of  the  letters  contained  very  favor- 

able comments  on  radio  commer- 
cials, and  that  "as  many  as  100 

specific  programs"  have  been  men- tioned in  the  answers  the  publicity 
agents  have  already  tabulated. 
There  had  been  no  replies  so  far, 
he  concluded,  from  radio  adver- 

tisers themselves  or  their  agencies. 

CBS  GROSS  RISES 

BUT  NET  IS  DOWN 

ALTHOUGH  gross  income  of  CBS 
for  the  26  weeks  ending  July  4, 
1942,  reached  a  total  of  $30,901,661, 
an  increase  of  nearly  $750,000  over 
the  same  half-year  period  of  1941, 
the  network's  net  profit  for  the 
period  after  taxes  amounted  to  only 
$1,647,738  as  compared  to  $2,435,- 
197.  Thus  despite  higher  gross,  the 
CBS  net  went  down  by  more  than 
$881,000  for  the  first  half  of  the 
current  calendar  year. 

Earnings  per  share  on  the  1,716,- 
277  shares  of  $2.50  par  value  stock 
outstanding  amounted  to  96  cents 
as  compared  to  $1.42  for  the  first 
half  of  1941.  The  CBS  board  on 
Aug.  5  declared  a  cash  dividend  of 
30  cents  per  share  on  Class  A  and 
B  stocks,  payable  next  Sept.  4. 

Operating  expenses,  selling  and 
administrative  costs  and  deprecia- 

tion and  amortization  rose  to  $18,- 
342,447  for  the  first  half  of  1942 
as  compared  to  $16,104,415  for  the 
same  period  last  year.  Provision  for 
income  and  excess  profits  taxes, 
calculated  under  the  1941  Revenue 
Act,  was  $2,316,238  as  against 
$2,435,197,  but  a  supplemental  pro- 

vision of  $668,500  is  added  for  esti- 
mated additional  Federal  income 

and  excess  profits  taxes  calculated 
under  the  pending  Revenue  Bill  of 1942. 

11  Applications  Dropped 
PETITIONS  of  11  applicants- 
six  for  new  stations  and  five  for 
new  facilities  by  operating  stations 
— seeking  dismissal  of  their  appli- 

cations were  granted  last  week  by 
the  FCC.  The  new  station  appli- 

cations dropped  were:  J.  Marion 
West,  Wesley  W.  West  and  P.  M. 
Stevenson,  Houston,  Tex.;  Peter 
Q.  Nyce,  Alexandria,  Va.;  Lexing- 

ton Broadcasting  Co.,  Lexington, 
N.  C;  Louisiana  Communications 
Inc.,  New  Orleans;  Fort  Smith 
Newspaper  Publishing  Co.,  Fort 
Smith,  Ark.;  Dorman  Schaeffer, 
Klamath  Falls,  Ore.  The  others 
dropped  were  applications  from 
KCMO,  Kansas  City;  KOAM, 
Pittsburg,  Kan.;  WMBR,  Jack- 

sonville, Fla.;  WRLC,  Toccoa,  Ga.; 
WHEB,  Portsmouth,  N.  H. 

Pr~-  8  "  Avrust  10,  1942 

OF  THE  MANY  surveys  conducted 

by  Reader's  Digest  for  which  Roger 
W.  Riis  &  Associates,  New  York, 
has  served  as  publicity  headquar- 

ters and  public  relations  advisor, 
the  largest  response  ever  recorded 
has  been  received  for  the  lead  ar- 

ticle in  the  August  issue,  titled 
"Radio's  Plug  Uglies"  [Broadcast- 

ing, July  27,  Aug.  3]. 
This  statement  was  made  last 

week  by  Mr.  Riis,  who  reported 
that  his  organization  had  already 
counted  about  10,000  replies  from 
readers  of  the  article,  but  this  total 
v/as  merely  "an  estimate  as  of 

Aug.  5". May  Publish  Results 

"There  are  many,  many  more 
untouched  and  untabulated  replies," 
Mr.  Riis  said,  adding  that  the  total 
response  would  probably  run  into 
"many  thousands".  The  magazine 
will  probably  publish  an  article  on 
the  results  as  soon  as  the  maiority 
of  replies  have  been  tabulated,  Mr. 
Riis  declared,  and  it  is  also  "likelv" 
that  the  results  may  be  put  in  book- 

let form  for  use  by  interested  broad- 
casters, agencies  or  organizations. 

Readers  of  the  article  were  asked 
by  Author  Robert  Littell  to  sign 
and  send  in  an  accompanying  cou- 

pon entitling  them  to  membership 
in  Plug  Shrinkers,  522  Fifth  Ave., 
New  York,  Mr.  Riis'  office. 
Answers  have  come  from  all 

over  the  United  States  and  Canada, 
he  reported,  about  50%  of  those 
tabulated  to  date  enclosing  the  cou- 

pon from  Reader's  Digest.  The 
other  50%  consist  of  full-page  let- 

ters, often  lengthy,  with  several 
actually  containing  cash  donations 
to  Plug  Shrinkers.  These  have  been 
returned  to  the  senders,  Mr.  Riss 
explained. 
Only  three  anonymous  replies 

have  come  in,  the  "usual  crackpot 
ones",  Mr.  Riis  said,  "which  ac- 

Weil  Manager  of  WOV 
RALPH  N.  WEIL,  for  four  years 
Midwest  manager  of  International 
Radio  Sales,  Chicago,  and  prior  to 
that  manager  of  WISN,  Milwaukee, 
on  Aug.  4  was  ap- 

pointed manager 
of  WOV,  New 
York.  A  gradu- ate of  the  U  of 
Pennsylvania  and 
the  Wharton 
School  of  Finance 
and  Commerce, 
Mr.  Weil  entered 
the  advertising 
field  in  1928.  His 

radio  experience  Mr.  Weil dates  back  to  1930  when  he  joined 
WISN  as  local  time  salesman.  He 
became  its  manager  in  1936. 

Matthews  to  Centaur 
BASIL  W.  MATTHEWS,  account 
executive  of  Pedlar  &  Ryan,  with 
whom  he  has  been  associated  for 
the  last  ten  years,  on  Sept.  14  will join  the  Centaur  Co.,  Rahway, 
N.  J.,  Sterling  Products  subsidiarv, 
as  advertising  manager.  He  will 
handle  advertising  of  Fletcher's Castoria,  Z.B.T.  Baby  Powder  and 
Molle  Brushless  Shaving  Cream. 

RCA  Nets  $3,024,121 

For  First  Half  of  Year 
N/ET  PROFIT  for  RCA  and  sub- 

sidiaries for  the  first  six  months 
of  1942,  announced  in  a  state- 

ment by  President  David  Sarnoff 
Aug.  5,  amounted  to  $3,024,121  as 
compared  with  $4,101,905  dur- 

ing the  same  period  last  year.  To- 
tal gross  income  of  RCA  from 

all  sources  amounted  to  $90,095,- 
593  in  the  six  months,  compared 
with  $68,891,379. 

The  report  did  not  break  down 
income  from  subsidiaries,  so  that 
the  operations  of  NBC  and  the 
BLUE  Network  are  consolidated  in 
the  total. 

The  net  profit  figure  was  est 
imated  after  all  charges  and taxes. 

Provisions  for  Federal  income 
taxes  (on  the  basis  of  45%  normal 
and  90%  excess  profits  tax)  totaled 
$11,907,800  for  the  1942  period, 
compared  with  $5,657,700  in  the 
same  period  a  year  ago.  The 
1942  profit  figure  was  equal,  after 
dividend  charges,  to  10c  a  share 
on  13,881,016  common  shares,  and 
compares  with  18c  a  common  share 
in  the  first  six  months  of  1941. 

MBS  Billings  Up 

MBS  BILLINGS  for  the  first  seven 
months  of  1942  amounted  to 
$5,866,408,  an  increase  of  68%  over 
the  corresponding  period  in  1941 
when  the  figure  was  $3,492,624. 
Billings  for  July,  1942  showed  an 
increase  of  3.62%  over  the  same 
month  last  year.  Figure  for  this 
past  July  was  $531,305,  as  com- 

pared to  $512,743  for  July,  1941. 
New  MBS  Rate  Card 

TUCKED  in  a  green  and  grey  folder 
titled  "Your  Passport  to  Profit,"  is  the 
MBS  Rate  Card  No.  10  [Broadoast- 
IGG,  July  20].  Brochure  bears  a  repro- duction of  a  passport  on  the  cover, 
and  outlines  advertising  features  of  the 
network  "dedicated  to  even  more  profit- 

able broadcast  advertising"  than  pre- vious years. 
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Wave  of  Criticism  Stirred  by  Disc  Ban 

Press  Is  Unanimous  in 

Castigating  Czar  of 
Musicians 

GOVERNMENT,  broadcasting  and 
advertising  interests  were  amazed 
at  the  widespread  public  indigna- 

tion that  burst  forth  prior  to  and 
coincident  with  filing  of  the  anti- 

trust action  against  James  Caesar 
Petrillo  and  the  American  Federa- 

tion of  Musicians. 

At  the  NAB  nearly  3,000  news- 
paper clippings  had  been  received 

three  days  after  the  suit  was  filed 
in  the  U.  S.  District  Court,  North- 

ern District  of  Illinois,  Eastern  Di- 
vision. 

Civic  Bodies  Aroused 

Civic  groups  were  joining  in  the 
outcry  against  Petrillo's  edict  pull- 

ing musicians  out  of  the  recording 
studios  and  they  supported  the 
Dept.  of  Justice  in  filing  its  civil 
suit. 

Of  the  clippings  received, 
scarcely  a  scintilla  of  support  for 
the  music  czar  was  evident.  Con- 

viction was  unanimous  that  the 
union  head  man  trangressed  the 
public  interest  at  a  time  when  such 
apple-cart  upsetting  is  contrary  to 
the  nation's  welfare. 

The  Dept.  of  Justice  was  widely 
heralded  for  its  courage  in  going 
after  Petrillo  and  his  powerful  un- 

ion. Many  newspapers  attributed 
Petrillo's  power  to  recent  court 
rulings  and  to  legislation  spon- 

sored by  the  New  Deal. 
First  civic  group  to  condemn  the 

ban  on  transcriptions  and  other 
recordings  was  the  National  Music 
Council,  New  York,  with  an  indi- 

vidual membership  of  over  600,- 
000.  The  council  described  Petril- 

lo's ban  as  a  "blow  to  our  demo- 
cratic way  of  life"  and  called  on 

William  Green,  AFL  president,  to 
take  leadership  in  bringing  about 
a  reasonable  settlement  of  the  con- 
troversy. 

The  council,  in  its  letter  to  Mr. 
Green,  said: 

"The  invention  of  the  phono- 
graph marked  one  of  the  greatest 

forward  steps  in  the  popular  en- 
joyment of  music.  If  the  record- 

ings of  new  music  is  to  be  inter- 
fered with,  if  the  performances  of 

great  concert  artists  cannot  be  re- 
corded for  the  many  who  cannot 

hear  them  in  person,  if  the  educa- 
tional advantages  of  the  recording 

of  music  are  to  be  curtailed,  this 
will  be  a  calamity  for  music  in 
general.  Any  interference  with  a 
free  flow  of  new  renditions  of  the 
great  music  of  the  past  and  with 
the  popularization  of  the  music  of 
today  affects  all  the  millions  of 
music  lovers  in  our  country. 

Interlochen  Ban 

"The  banning  from  the  air  of 
the  high-school  orchestra  of  the 
National  Music  Camp  is  a  direct 
blow  to  popular  education.  The 
statement    that    this  non-profit 

school  is  a  'commercial  organiza- 
tion' would  apply  equally  to  State 

colleges  and  universities  and  to 
other  non-profit  educational  insti- 

tutions outside  the  public  school 

systems. 
'Losing  Fight' 

"The  matter  goes  still  further, 
since  we  are  now  a  nation  at 
war.  It  is  essential  for  the  main- 

tenance and  strengthening  of  war- 
time morale  and  the  spirit  of  vic- 
tory that  there  shall  be,  not  dim- 

inution, but  increase  in  the  use 
of  patriotic  and  inspirational 
music.  It  is  not  enough  that  this 
music  should  be  available  only  on 
recordings  already  made,  and  to 
persons  who  have  immediate  ac- 

cess to  military  and  other  bands. 

"It  is  important  that  the  spirit 
of  our  people  be  expressed  in  mili- 

tant and  aggressive  music,  and 
that  no  obstacle  be  laid  in  the 
way  of  the  fullest  dissemination 
and  popularization  of  that  music. 
The  listeners  to  the  smaller  radio 
stations  and  the  residents  of  the 

most  distant  villages  are  as  en- 
titled to  hear  good  muic,  performed 

by  the  most  popular  artists,  as  are 
the  wealthy,  located  in  the  great 
cities,  who  can  afford  to  hear  these 

artists  in  person." 
Among    bitter    castigations  of 

Petrillo  was  that  printed  in  the 
editorial  columns  of  the  Chicago 

Daily  News.  Titled  "Jimmy's  Los- 
ing Fight,"  the  editorial  said  that 

"the  inflated  little  nonentity  who 
strong-armed  himself  into  dicta- 

torial power  through  the  exercise 
of  the  technique  of  the  gangster 
and  the  machine  politician  has 
become  the  center  of  one  of  the 
most  dramatic  struggles.  The  bat- 

tle of  the  professional  musician  for 
survival,  in  which  Little  Jimmy 

plays  a  leading  role,  is  merely  an- 
other chapter  in  the  prolonged  bat- 

tle of  vested  interests  against  tech- 
nological progress. 

"The  musicians  cannot  be  ex- 
pected to  view  the  battle  objective- 

ly, because  their  bread  and  butter 
is  involved.  The  general  public 
cannot  be  expected  to  view  it  ob- 

jectively, because  Little  Jimmy,  in 
his  role  of  protector  of  the  special 
interests  of  his  union  musicians, 
is  in  the  position  of  denying, 
through  force  and  through  anti- 

social devices,  social  benefits  to 
which  the  public  justly  feels  it  is 
entitled. 

"Reduced  to  his  historical  per- 
spective. Little  Jimmy  is  the  re- 

incarnation of  the  shortsighted 
men  who  battled  the  introduction 
of  the  spinning  jenny  that  made 
possible   the   production   of  good 

Meddling  With  Our  Communications  System? 

fabrics  faster  and  cheaper,  but 
threw  thousands  of  hand  weavers 
our  of  employment. 

"The  spinning  jenny  meant  that 
thousands  of  weavers  suffered  tem- 

porarily, and  had  to  find  other 
jobs.  Eventually,  they  found  them. 
It  was  hard  on  the  special  inter- 

ests of  the  weavers;  but  the  net 
result  was  a  tremendous  gain  for 

the  greatest  interests  of  the  great- 
er number.  So  it  has  been  with 

every  technological  advance  that 
the  world  has  known. 

"It  seems  extremely  unlikely 
that  the  masses  are  going  to  per- 

mit Mr.  Petrilly  to  deny  them  the 
musical  benefits  that  modern  tech- 

nology has  made  possible.  Unless 
all  signs  fail,  the  public  is  pretty 

well  fed  up  with  Little  Jimmy." 
Up  to  Congress 

In  the  Scripps-Howard  papers, 
an  editorial  titled  "The  Congress, 
Petrillo,  and  Labor  Abuses"  called 
on  Congress  to  act  in  a  situation 
for  which  it  was  declared  respon- 

sible. The  editorial  said  that  al- 

though the  Justice  Dept.  "even 
now  is  trying  to  block  the  over- 
swollen  Petrillo  in  his  stand-by- 
and  -  be  -  paid  -  for  -  doing  -  noth- 

ing ukase.  Congress  is  mum  and 
minus.  It  had  a  chance  to  func- 

tion on  that  when  Thurman  Ar- 
nold asked  for  it  many  months 

ago.  Remember  the  list  of  abuses 
on  which  he  supported  restrictive 
legislation — the  hiring  of  useless 
and  unnecessary  help;  graft  and 
extortion  by  union  bosses;  illegal- 

ly fixed  prices;  prevention  by  un- 
ion pressure  of  the  use  of  cheaper 

materials,  improved  equipment  and 
more  efficient  methods;  jurisdic- 

tional efforts  to  destroy  an  estab- 
lished system  of  collective  bargain- 

ing? All  those  are  abuses  that  he 
who  runs  may  read — clear  as  the 
Beatitudes.  The  Monroney  and 
Walter  bills  were  prepared  and 
presented.  But  did  Congress  act? 
It  did  not. 
"And  so  we  now  have  a  privi- 

leged class  which,  in  many  of  its 
aspects,  makes  Jay  Gould  and  Boss 
Tweed  look  like  pikers.  We  have 
a  cancer  that  endangers  not  only 

our  society  in  general  but  the  legi- 
timate organized  labor  movement 

in  particular;  a  cancer  which  in 
wartime  may  only  be  controlled  by 
an  over-all  draft-labor  law  which 
may  finish  up  with  the  end  of  or- 

ganized labor  itself. 
"And  where  is  Congress — with 

its  authority  and  its  responsibility 
— the  Congress  that  giveth  and  the 
Congress  that  can  take  away?  We 
hope  it's  not  dead,  but  just  sleep- 

ing." 

'Slender  Reed' 
The  Washington  Evening  Star 

took  the  position  that  the  Justice 

Department  is  "leaning  on  a  slen- 
der reed"  in  using  the  Sherman 

Act  to  deal  with  Mr.  Petrillo.  The 
Star  said  this  results  from  the  fact 
that  the  Supreme  Court  has  vir- 

tually immunized  labor  unions 
against  the  anti-trust  laws.  In 
seeking  to  enjoin  some  of  the  char- 

acteristic Petrillo  activities,  how- 
(Continued  on  page  57) 

Summers  in  Buffalo  News 
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WEAF's  20TH  BIRTHDAY  PLANS 

Station  Was  First  To  Sell  Commercials, 

 Participated  In  Pioneer  Network  

Miller  Discounts 

Industry  Discord 
Calls  it  'More  Vocal  than  Real' 
In  Letter  to  Trammel 

STATING  that  the  "lack  of  unity" 
within  the  industry  is  more  vocal 
than  real,  and  that  the  member- 

ship of  the  NAB  on  the  whole  has 
been  loyal,  Neville  Miller,  presi- 

dent of  the  NAB,  last  week  replied 
to  the  letter  of  Niles  Trammell, 
NBC  president,  in  which  the  lat- 

ter, while  applying  for  member- 
ship in  the  NAB,  had  expressed 

concern  over  discord  in  the  asso- 
ciation [Broadcasting,  Aug.  3]. 

The  NAB  president,  acknow- 
ledging receipt  of  the  network's 

application,  also  stated  that  the 
by-laws  of  the  association  had  been 
altered  twice  during  the  past  years 
with  regard  to  network  represen- 

tation on  the  board.  The  member- 
ship, he  said  further,  would  glad- 

ly consider  any  amendments  on 
this  subject  that  Mr.  Trammell 
might  care  to  propose. 

Text  of  Miller  Reply 
The  text  of  his  letter  follows: 
I  am  obliged  to  acknowledge  re- 

ceipt of  your  recent  letter  enclosing 
application  of  NBC  for  membership 
in  the  NAB.  I  shall  present  this  to 
our  Board  at  its  next  meeting  at  which 
time  I  also  shall  call  the  Board's  at- 

tention to  your  views  as  expressed  in 
your  letter. 

The  dues  schedule  for  networks  is 
based  on  volume  of  business  similar 
to  the  dues  schedule  for  stations.  Last 
fall  when  we  discussed  the  various 
methods  for  determining  network  dues, 
we  all  agreed  that  this  was  the  proper 
method  and  I  was  under  the  impres- 

sion that  the  schedule  as  adopted  met 
with  your  approval. 

Regarding  network  representation 
on  the  Board,  the  by-laws  covering 
this  subject  have  been  changed  twice 
during  the  past  few  years,  and  if  you 
desire  to  propose  an  amendment  in  ac- 

cordance with  the  views  expressed  in 
your  letter,  I  know  the  membership 
will  gladly  consider  it. 

The  lack  of  unity  in  the  industry  to 
\yhich  you  refer  has  existed,  but  I  be- 

lieve it  has  in  many  cases  been  more 
vocal  than  real.  The  membership  of  the 
NAB  on  the  whole  has  been  loyal  and 
there  have  been  but  few  resignations. 
There  have  been  some  differences  of 
opinion  as  to  policies,  but  all  policies 
of  the  NAB  have  been  decided  bv  the 
board  only  after  full  discussion.  Many 
who  rightfully  claim  under  our  demo- 

cratic process  the  right  to  express  their 
views  seem  to  fail  to  recognize  any 
obligation  to  abide  by  the  decision  of 
the-  majority. 

Therefore,  I  especially  appreciate  the 
spirit  behind  your  action  as  evidenced 
by  your  statement  that. though  your 
views  remain  unchanged  you  feel  it 
advisable  to  abide  by  the  decision  of 
the  Association.  I  am  sure  this  action 
on  your  part  will  contribute  to  in- 

dustry peace  and  cooperation,  and  I 
hope  others  who  have  disagreed  witii 
NAB  policies  will  follow  your  exam- 

ple. Certainly  at  a  time  such  as  this, 
we  need  to  devote  all  our  energies  to 
winning  the  war. 

You  may  rest  assured  that  I  shall 
do  all  within  my  power  to  promote 
a  strong  Association  truly  representa- 

tive of  all  interests.  I  am  delighted 
that  we  shall  have  the  support  and 
cooperation  of  your  organization. 

KATE  SMITH,  CBS  songstress,  will 
be  featured  in  a  Columbia  picture  to 
be  relea.sed  shortly  under  the  title 
"America  Sings  with  Kate  Smith." Proceeds  of  the  film  will  go  to  the 
i:so. 

CELEBRATION  of  the  20th  birth- 
day of  WEAF,  New  York,  Sunday, 

Aug.  16  with  special  local  and  net- 
work programs  (NBC,  Aug.  15, 

11:15-12  Midnight;  WEAF,  Aug. 
16,  4:30-5  p.m.)  will  be  a  far  cry 
from  the  station's  first  broadcast, 
Aug.  16,  1922. 

Broadcast  through  a  transmitter 
at  463  West  St.,  the  program  drew 
its  talent  from  employes  of  the 
AT&T  Co.  who  interrupted  their 
v.ork  at  the  switch-board  to  serve 

as  microphone  "guinea  pigs." WEAF  studios  were  first  located 
on  the  24th  floor  of  the  AT&T 
building,  24  Walker  St.,  later  mov- 

ing to  another  Telephone  Company 
building  at  195  Broadway. 
When  only  12  days  old,  WEAF 

solved  the  problem  of  revenue  that 
had  plagued  radio  operators  for 
years — by  selling  the  first  commer- 

'TEENIES  POUR  IN 

'Youngest'  Claims  Made  by 
Many  Stations 

'TEEN  AGE  employes  in  radio 
stations  throughout  the  country 
continue  to  vie  for  the  accolades  of 
youngest  this  and  youngest  that. 
Several  weeks  ago,  a  young  man  of 
17  wrote  to  BROADCASTING  to  claim 
the  title  of  youngest  control  oner- 
ator  and  announcer.  Word  from 
WGAA,  Cedartown,  Ga.,  advised 
that  an  18-year-old  urogram  direc- 

tor resided  there.  Then  came  a  16- 
year-old  control  operator  at  WDRC- 
W65H.  Hartford. 

At  WHFB,  Portsmouth,  N.  H., 
a  17-year-old  announcer  is  a  four- 
year  veteran.  Another  announcer- 
operator  from  WLOK,  Lima,  0., 
16,  also  put  in  his  claim  pointing 
out  that  he  was  several  weeks 
younger  than  another  operator. 

New  in  the  race  is  Rob  Rov  Rat- 
liff,  16,  news-editor  of  WMBII, 
Joplin,  Mo.  This  contender  has  al- 

ready worked  for  several  papers  as 
a  reporter  and  will  also  edit  his 
high  school  newspaper.  In  addition 
he  has  worked  on  special  assign- 

ment for  the  Associated  Press  and 
is  now  a  special  UP  correspondent 
at  Joplin.  Since  his  birthday  falls 
in  January,  his  17th  birthday  is 

a  good  way  ofi'. Ted  Devlin,  16,  KROS,  Clinton, 
la.,  started  off  as  an  announcer 
six  months  ago  as  well  as  handling 
regular  remote  schedule.  He  will 
be  17  in  September.  Charlie  Payne, 
now  18  and  program  director  of 
KAND,  Corsicana,  Tex.,  writes  to 
say  that  he  has  been  at  it  since 
turninq-  16.  On  the  business  side, 
WATW,  Ashland,  Wis.,  claims  the 
youngest  fulltime  salesman  in 
Leonard  Goldman,  17.  In  addition 
its  announcing  staff  of  five  aver- 

ages 18. 

PAT  BISHOP,  announcer  of  KFI- KECA,  Los  Angeles,  has  been  signed 
as  narrator  for  a  series  of  official 
Navy  recruiting  film  shorts.  Bishop 
is  currently  completing  a  similar  as- signment on  a  government  short  film, 
"Victory  Through  Air  Power,"  pro- 

duced by  Walt  Disney  Studios. 

cial  sponsorship  of  a  broadcast  to 
Queensborough  Corp.,  Jackson 
Heights,  New  York,  in  the  interests 
of  Hay^d;horne  Court,  a  real  estate 

development  at  $100  for  each  ten- 
minute  talk.  By  September  21, 
1922,  the  station  had  two  additional 
commercials  on  the  air:  Tidewater 
Oil  and  American  Express.  Gimbel 
Brothers  also  became  one  of  the 
station's  chief  advertisers. 

In  1922-23,  WEAF  advanced  the 
principle  now  used  in  network 
broadcasting  with  telephone  hook- 

ups between  New  York,  and  Chi- 
cago, and  later  with  Boston.  The 

history  of  modern  network  broad- 
casting began  Jan.  4,  1923  with  the 

hookup  between  WEAF  and 
WNAC,  Boston,  also  20  years  old 
this  summer  [Broadcasting,  Aug. 

3,  1942]. 

Army  Stage  Show 

May   Go    on  Air 
POSSIBILITY  looms  that  the  Irv- 

ing Berlin-Army  stage  hit  "This  is 
the  Army"  will  become  a  sponsored 
network  program,  with  both  the 
War  Dept.  and  the  Irving  Berlin 
office  understood  to  be  listening  to 
offers  from  sponsors  though  not 
taking  the  initiative  in  the  matter. 

Conditions  governing  the  launch- 
ing of  a  commercial  radio  version 

of  the  Broadway  hit  would  undoubt- 
edly include  a  sponsor  whose  prod- 
uct was  suitable  for  association 

with  the  War  Dept.  That  the  spon- 
sor's weekly  check  go  to  some 

charity,  such  as  the  Army  Emer- 
gency Relief,  is  a  factor  in  deter- 

mining whether  or  not  the  Army 
would  endorse  the  idea  of  airing 
the  show. 

American  Tobacco  Co.  and  Good- 
year Rubber  are  both  reported  to 

be  interested  sponsors.  An  earlier 
offer  from  Pabst,  beer  company, 
was  allegedly  rejected  on  the 
grounds  that  the  product  was  not 
suitable. 

A    MEXICAN    SENORITA,  now 
giving  twice-weekly  talks  in  Span- 

ish on  NBC's  shortwave  facilities, 
is  Maria  Luisa  Sierra.  American 
women  are  the  subjects  of  her  pro- 

grams, directed  at  Mexican  women 
and  rebroadcast  over  the  Mexican 
network,  headed  by  XEW,  NBC 
Pan  American  Network  affiliate. 

Coast  Co-Op  Program 

Opens    Chicago  Office THE  HIGHLY  successful  House- 
wives Protective  League,  a  partici- 
pating type  of  program,  with  major 

appeal  to  women,  was  scheduled  to 

open  a  Chicago  "branch"  this month.  Paul  Gibson,  who  has  been 
conducting  the  league  programs  in 
San  Francisco,  has  been  trans- ferred to  Chicago. 

Galen  Drake,  now  in  Los  Ange- 
les, working  with  Fletcher  Wiley, 

originator  of  the  League  idea,  is 
heard  in  San  Francisco  17  times 
weekly  on  KQW.  The  San  Fran- 

cisco Housewives'  League  programs 
are  done  by  transcription,  with  the 
discs  specially  cut  to  local  demands 
and  for  local  sponsors. 

Pratt  Gets  K]\X  Post 

MEREDITH  R.  PRATT,  account 
executive,  has  been  made  sales  serv- 

ice and  merchandising  manager  of 

KNX,  Hollywood  and  the  CBS  Pa- 

cific^^  
_n  e  t  w^  o  r  k.  

^^^^^^^^^ 

division  manager 

of  station  rela-  Pratt tions.  Andy  Kelly,  formerly  of  the 
Assn.  of  Motion  Picture  Producers 
(Will  Hays  office),  has  returned  to 
the  KNX  publicity  staff.  Peter 
O'Crotty  of  that  department,  in  ad- dition to  other  publicity  duties,  has 
been  placed  in  charge  of  trade  pub- 

lication relations.  George  Harsh- 
barger,  who  formerly  handled  trade 
news,  has  assumed  other  sales  pro- motion duties. 

Mexican  Visitor 
ALFONSO  SORDO  NORIEGA, 
noted  Mexican  radio  commentator, 
has  been  in  Washington  for  the 
last  few  weeks,  and  expects  to  re- 

main at  least  one  more  week,  on 
an  informal  mission  of  goodwill. 
During  his  visit  he  has  been  in 
informal  consultation  with  Gov- 

ernment radio  officials  and  has  vis- 
ited various  radio  executives.  He 

is  known  as  the  Lowell  Thomas 
of  Mexico. 

Don  Clark  to  R  &  R 

DON  CLARK,  Hollywood  producer, 
has  joined  Ruthrauff  &  Ryan  Inc., 
that  city,  and  will  be  assigned  to 
the  weekly  CBS  Bob  Burns  Show, 
sponsored  by  Lever  Bros.  Co.  (Life- 

buoy). Although  no  definite  state- 
ment has  been  issued,  it  is  under- 
stood that  fall  resumption  of  the 

weekly  CBS  Big  Town  with  Edward 
G.  Robinson,  under  sponsorship  of 
Lever  Bros.  Co.,  is  still  uncertain. 

Owens  Now  Timebuyer 

FRANKLIN  OWENS,  of  the  radio 
timebuying  staff  of  Benton  & 
Bowles,  New  York,  has  been  ap- 
pointed  timebuyer,  succeeding 
George  Kern,  now  in  the  Army. 
Prior  to  joining  Benton  &  Bowles 
in  1941,  Owens  was  with  NBC  and 
previously  with  BBDO,  New  York. 
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PHILADELPHIA  HOSPITALITY  is  extended  visiting  June  Rollinson, 
of  Russell  M.  Seeds  Co.,  Chicago  agency,  by  B.  A.  McDonald  (left)  and 
Leslie  W.  Joy,  sales  manager  and  general  manager,  respectively,  of 
KYW,  Philadelphia.  Miss  Rollinson  visited  the  city  in  behalf  of  the 
agency's  Grove  and  Pinex  accounts. 

NBC  Announces  Novel  Local  Promotions 

For    'Fall    Parade    of    Stars^  Discs 

17  CBS  Sponsors 

Earn  Discount  by 

Using  Full  Hookup 
IN  A  RECAPITULATION  last 

w^eek  of  advertisers  using  the  full 
CBS  network  in  order  to  earn  the 

network's  discount  rate  of  159!:, 
it  was  disclosed  that  a  total  of  17 
programs  sponsored  by  13  adver- 

tisers will  be  heard  on  the  114- 
station  hookup  as  of  Sept.  18  when 
the  Kate  Smith  Hour  returns  to 
the  air  for  General  Foods  Corp., 
New  York,  after  a  summer  hiatus. 

The  network's  survey  of  its  pro- 
grams since  Lever  Bros.  Co.,  Cam- 

bridge, Mass.,  first  signed  for  the 
full  number  of  affiliates  July  7 
[Broadcasting,  June  29],  shows 
that  85  stations  have  benefited  by 
the  plan,  which  has  added  272 
hours  and  55  minutes  to  the  CBS 
commercial  schedule. 

As  an  example  of  the  advantages 
to  stations,  the  CBS  affiliates, 
WBAB,  Atlantic  City,  and  WMBS, 
Uniontown,  Pa.,  have  added  nine 
hours  and  45  minutes,  representing 
22  new  program  periods,  to  their 
schedules.  Ten  affiliates  have  added 
seven  hours  and  15  minutes  or 
more  weekly;  24  have  added  five 
hours;  54  have  added  five  or  more 
program  periods  weekly. 

Shows  Listed 

The  complete  list  of  CBS  shows 
with  their  sponsors  now  heard  on 
the  full  network  follows : 

General  Motors  Corp.,  Cheers 
From  the  Camps;  Lever  Bros.  Co., 
Tommy  Riggs  and  Betty  Lou,  Lux 
Radio  Theatre  (returning  Sept. 
14) ;  R.  J.  Reynolds  Tobacco  Co., 
Camel  Caravan,  Vaughn  Monroe's 
Orchestra;  Philip  Morris  &  Co., 
Crime  Doctor,  Philip  Morris  Play- 

house; Liggett  &  Myers  Tobacco 
Co.,  Glenn  Miller's  Orchestra; 
Coca  Cola  Co.,  Pause  That  Re- 

freshes on  the  Air;  Armstrong 
Cork  Co.,  Theatre  of  Today; 
American  Tobacco  Co.,  Your  Hit 
Parade;  Wm  Wrigley  Jr.  Co., 
Sergeant  Gene  Autry,  The  First 
Line,  and  Ben  Bernie;  Eversharp 
Inc.,  Take  It  or  Leave  H;  Curtiss 
Candy  Co.,  Jackson  Wheeler — 
News;  General  Foods  Corp.,  Kale 
Smith  Hour. 

Two  national  programs  have  al- 
ready contracted  with  NBC  for  its 

over-all  10%  discount,  recently  an- 
nounced by  Niles  Trammell,  presi- 

dent of  NBC  [Broadcasting,  Aug. 
3],  and  are  now  using  the  full  NBC 
network  of  125  stations.  Those  pro- 

grams are  The  Voice  of  Firestone, 
to  which  Firestone  Tire  &  Rubber 
Co.  added  63  NBC  stations  with 
the  Aug.  3  broadcast,  and  the 
Philip  Morris  &  Co.  Johnnie  Pre- 

sents program,  which  on  Aug.  4 
increased  its  network  from  82  to 
125  stations. 

It  is  understood  that  at  least 
three  other  NBC  sponsors  have  in- 

dicated their  desire  to  take  ad- 
vantage of  the  10%  discount,  but 

NBC  had  made  no  further  an- 
nouncement as  Broadcasting  went 

to  press. 

USING  special  recordings  of  top- 
ranking  artists  of  commercial  net- 

work features  as  the  nucleus  of  its 
plan,  NBC  in  early  September  will 
launch  a  novel  campaign  to  pro- 

mote locally  through  affiliated  sta- 
tions a  fall  "Parade  of  NBC 

Stars."  The  campaign  will  be  ac- 
companied by  an  intensive  exploi- 

tation program  to  tie  up  the  tran- 
scription series  with  high-geared 

newspaper  cooperation,  window 
displays,  community  stunts  and  all 
other  effective  promotion  means 
that  may  be  at  the  disposal  of  the 
individual  outlets. 
According  to  Frank  Mullen, 

NBC  vice-president  and  general 
manager,  more  than  two-thirds  of 
the  affiliated  stations  have  already 
expressed  definite  intentions  to 
utilize  the  unusual  exploitation 
scheme,  with  more  enthusiastic  ac- 

ceptances arriving  daily.  Similar 
approval  has  been  registered  by  ad- 

vertising agencies  and  advertisers 
who  have  had  a  chance  to  study  the 
previews. 

Six-Pointed  Plan 

The  "Fall  Parade"  plan,  accord- 
ing to  Mr.  Mullen  is  six-pointed.  It 

aims  (1)  to  create  interest  in  ap- 
proaching fall  features  and  build 

up  listening  audiences  for  them; 
(2)  strengthen  goodwill  ties  be- 

tween   advertisers    and  stations; 
(3)  strengthen  ties  between  ad- 

vertising  agencies   and  stations; 
(4)  build  prestige  for  stations  by 
identifying  each  outlet  with  the 
network's  most  popular  program 
features  and  their  stars;  (5) 
build  up  an  inventory  of  human 
interest  material  from  which  pop- 

ular local  programs  may  be  con- 
structed; (6)  create  newspaper 

goodwill  by  supplying  topical, 
newsworthy  stories,  photos  and 
mats  of  celebrated  radio  person- 
alities. 

As  finally  developed,  users  of  the 
"Fall  Parade  of  Stars"  will  re- 

ceive an  attractive  leather  portfo- 
lio containing  at  least  ten  record- 

ings of  featured  network  person- 
alities supplemented  with  matched 

scripts  for  the  use  of  masters  of 

ceremony  or  narrators.  Records 
and  scripts  can  be  combined  in 
numerous  ways  to  build  programs 
of  five,  15  or  30-minute  lengths. 

Big  Portfolio 
The  merchandising  package  will 

also  contain  suggested  spot  an- 
nouncements, a  collection  of  20 

photographs  and  an  equal  number 
of  mats  of  the  featured  stars,  sam- 

ples of  newspaper  advertisements, 
a  complete  page  layout  of  pictures 
and  captions  for  presentation  as  a 
newspaper  feature  and  a  series  of 
press  stories  for  newspapers, 
newscasts  or  house-organs.  A  scrap- 
book  for  clippings,  reports  and 
comments,  which  is  to  be  returned 
to  NBC  at  the  conclusion  of  the 

campaign,  completes  the  portfo- lio's contents. 
Although  the  campaign  has  been 

evolved  to  serve  all  interested  sta- 
tions, it  has  been  made  extremely 

flexible  in  operation  to  meet  the 
individual  needs  of  local  affiliates. 
Scripts,  for  instance,  have  been 
prepared  to  permit  the  insertion  of 
as  few  or  as  many  of  the  record- 

ings as  the  station  decides  to  use 
with  the  text.  While  photographs 
or  mats  and  the  array  of  printed 
matter  have  been  arranged  for 
adaptation  to  meet  a  similar  va- 

riety of  conditions,  the  text 
throughout  will  emphasize  the  im- 

portant role  that  featured  pro- 
grams and  their  popular  top-rank- 

ing stars  will  pay  during  the  com- 
ing fall  and  winter  months  in 

maintaining  public  morale. 
Instructions  accompanying  the 

portfolio  explain  innumerable 
ways  in  which  local  program  direc- 

tors may  alter  the  scripts  to  suit 
their  own  special  requirements  or 
to  complement  local  tie-ups.  Num- 

erous stunts  including  the  use  of 
matchbook  covers,  milk-bottle  ring- 

ers, counter  and  car  cards,  street 
banners,  street  parades  and  other 
publicity  methods  are  likewise  sug- 

gested in  the  packet. 
NBC  announced  that  it  is  now 

arranging  with  advertising  agen- 
cies for  the  production  of  the  re- 

cordings, each  of  which  will  run 

GM's  Disc  Series 

Contacts  Employes 

House  Program  Offered  at 

Varying   Times   for  Staff 
PRESENTING  true-life  experi- 

ences of  General  Motors  men  and 
women  engaged  on  the  fighting  and 
production  fronts,  the  new  G-M 
institutional  show  Victory  Is  Our 
Business  [BROADCASTING,  July  27, 

1942]  was  aired  for  the  first  time 
last  week  in  more  than  20  cities 
throughout  the  country,  where 
company  plants  are  located. 

To  enable  workers  on  all  shifts 

to  hear  the  program,  the  combina- 
tion live  and  transcribed  quarter- 

hour  show  is  to  be  aired  twice- 
daily  each  week  cn  one  or  more  sta- 

tions in  most  cities.  However,  rn 
larger  G-M  production  centers,  it 
will  be  broadcast  as  many  as  four 
times  in  a  single  day. 

Wide  Following 

Altho  designed  for  employes  and 
their  families,  connected  with  the 
90  or  more  G-M  production  plants 

in  the  country,  the  program  is  ex- 
pected to  attract  a  wide  general 

audience.  Behind-the-scenes  and 
human-interest  happenings  to  the 
workers  are  being  gathered  for  the 
show  by  special  reporters  assigned 
to  the  company's  plants. 

Agency  is  Campbell-Ewald  Co., New  York  and  Detroit. 

New  Canteen  Opened 
FIRST  CHECK  received  by  the 
American  Theatre  Wing  from  its 
Stage  Door  Canteen  sponsors.  Corn 
Products  Refining  Co.,  New  York, 

went  towards  opening  another  can- 
teen in  Washington  last  week.  Sim- 
ilar servicemen's  centers  will  be 

set  ap  in  Boston  and  Hollywood 
shortly.  American  Theatre  Wing 
receives  a  weekly  check  for  $2,500 

for  putting  on  the  CBS  canteen show.  Gotham  Adv.,  New  York, 
handles  the  account. 

Dentyne  Spots 
AMERICAN  CHICLE  Co.,  Long 

Island  City,  N.  Y.,  is  running  tran- 
scribed station-break  announce- ments on  numerous  stations 

throughout  the  country  for  Dentyne 
chewing  gum.  No  further  details were  available  from  Badger, 
Browning  &  Hersey,  New  York, 
agency  in  charge. 

from  two  to  three  minutes  as  cut 
on  12-inch  discs  running  at  78 

r.p.m. 
One  important  phase  of  NBC's exploitation  plan  for  the  Fall  Pa- 

rade of  Stars"  calls  for  close  tie- 
ups  with  local  newspapers  in  which 
each  media  will  mention  the  part 

played  by  the  other  in  bringing 
recognition  of  the  .entertainment 

value  of  the  series  to  the  station's listeners. 
In  announcing  the  exploitation 

plans,  NBC  officials  emphasized 
that  the  program  material  sup- 

plied in  scripts  and  on  recordings 
will  be  free  of  all  out-and-out  men- 

tions of  sponsor's  products. 

BROADCASTING  •  Broadcast  Advertising August  10,  1942  •  Page  11 



War  Record  Silences  Advertising  Critics 

Antis  in  Government  Yield  to  Notable 

Sales  Achievements  of  Industry 

WIDESPREAD  recognition  in 
Washington  of  the  fact  that  ad- 

vertising can  be  used  to  promote 
important  phases  of  the  war  effort 
has  silenced  certain  old-line  Gov- 

ernment agencies,  until  recently 
regarded  as  anti-advertising. 
Although  the  Government  has 

not  bought  advertising  time  or 
space,  except  in  rare  instances, 
prominent  Government  war  agen- 

cies have  not  hesitated  to  rush  to 
advertising  when  they  wanted  to 
accomplish  a  smash  selling  job  in  a 
short  space  of  time. 
Among  examples  are:  (1)  con- 

servation and  salvage  of  strategic 
raw  materials;  (2)  sales  of  War 
Bonds  and  Stamps;  (3)  National 
Nutrition  Program;  (4)  production 
and  factory  morale;  (5)  civilian 
defense,  anti-sabotage  and  related 
activities;  (6)  military  and  techni- 

cal recruiting. 

Getting  Along  Better 

As  a  result,  the  relationship  be- 
tween advertising  and  Government 

has  been  improving  steadily  since 
Pearl  Harbor,  and  today  that  rela- 

tionship is  better  than  it  has  been 
for  years.  From  the  standpoint  of 
the  advertising  industry,  the  only 
question  is  whether  this  represents 
a  complete  conversion  or  merely  a 
marriage  of  convenience. 

The  bond  of  mutual  confidence 
between  advertising  and  Govern- 

ment has  been  strengthened  by  the 
influx  of  business  and  advertising 
men  into  important  spots  in  war 
agencies.  In  the  war  crisis,  they 
have  submerged  the  old-line  Gov- 

ernment officials  and  bureaus  who 
were  anti-advertising  in  the  pre- 

war era.  Whether  the  latter  will 
again  emerge  after  the  peace,  is  an 
important  question;  the  fact  re- 

mains they  are  still  with  the  Gov- 
ernment and  they  have  given  no 

public  asurances  that  their  view- 
points have  changed. 

A  little  over  11  months  ago 
Broadcasting  (August  18,  1941) 
published  a  survey  of  the  activities 
of  Congress  and  a  number  of  Fed- 

eral agencies  which  indicated  cer- 
tain elements  in  Washington  were 

opposed  to  advertising  as  an  in- 
stitution. This  was  followed  by  a 

campaign,  conducted  by  leading 
trade  associations  in  the  advertis- 

ing field,  designed  to  define  the 
Government's  real  position  on  ad- 
vertising. 

Leon  Henderson,  Office  of  Price 
Administration  head,  climaxed  this 
campaign  in  an  address  before  an 
advertising  industry  war  council 
last  November.  He  quieted  leaders 
of  the  advertising  industry  by 
promising  that  those  who  were 
running  the  war  program  would 
not  take  time  to  experiment  with 
social  or  economic  innovations.  So 
far  as  OPA  is  concerned,  Mr.  Hen- 

derson has  kept  his  word,  but  has 
frequently  had  ̂ rouble  keeping 
some  of  his  subordinates  under  con- 
trol. 

Following  is  a  summary  of  the 
way  in  which  war  agencies  have 

welcomed  advertising  as  an  aid  to 
winning  the  war: 

1.  SALVAGE  CAMPAIGNS: 
Large  amounts  of  time  and  space, 
paid  for  by  private  companies, 
were  combined  with  free  radio  and 
newspaper  promotion  to  help  put 
over  the  rubber  salvage  campaign. 
This  is  being  done  to  promote  the 
current  fats  and  oils  salvage  pro- 

gram, and  that  industry  has  raised 
$500,000  for  paid  advertising. 

Use  of  advertising  in  these  two 
campaigns,  however,  has  been  on 
an  informal  basis.  A  third  and  more 
formal  program,  which  started 
July  20,  is  designed  to  stimulate 
the  flow  of  scrap  metals  into  the 
war  program.  Details  of  this  cam- 

paign, which  includes  radio,  news- 
papers, magazines,  and  trade  pap- 

ers, were  approved  by  Leasing  .T. 

ALREADY  the  biggest  user  of  all 
publicity  and  advertising  media  in 
history.  Uncle  Sam's  war  informa- 

tion machine  last  week  was  ex- 
panded to  include 

a  Bureau  of  Cam- 
paigns under  the 

direction  of  Ken- 
neth R.  Dyke, 

former  NBC  di- 
rector of  adver- 
tising and  pro- 
motion and  for- 

mer advertising 

director   of  Col- 
Mr.  Dyke         gate  -  Palmolive  - Peet. 

The  new  bureau,  which  will  come 
under  Gardner  Cowles  Jr.,  assis- 

tant director  for  domestic  opera- 
tions of  the  Office  of  War  Informa- 
tion, will  act  as  intermediary  be- 
tween manufacturers,  their  adver- 
tising agencies,  all  media  and  the 

Government  departments,  agencies 
and  bureaus. 

Dudley  Is  Assistant 

The  bureau  parallels  the  six 
others — News,  Radio,  Publications 
&  Graphics,  Motion  Picture,  Pub- 

lic Inquiries,  Special  Operations — 
which  were  placed  under  Mr. 
Cowles  when  OWI's  setup  was  an- 

nounced [Broadcasting,  July  20], 
and  represents  a  recognition  of 
the  necessity  of  coordinating  pol- 

icy, interpretation  and  timing  of 
all  special  Government  programs 
and  campaigns  of  information  con- 

nected with  the  war  effort. 

Mr.  Dyke's  deputy  chief  will  be 
H.   Andrew  Dudley,  formerly  in 

Rosenwald,  chief  of  WPB's  Con- servation Division. 

He  approved  a  $2,000,000  cam- 
paign paid  for  and  prepared  by 

the  American  Industries  Salvage 
Committee.  First  newspaper  copy 
for  the  campaign  featured  pictures 
and  a  message  from  Donald  Nel- 

son. In  approving  the  campaign, 
Mr.  Rosenwald  gave  this  testi- 

monial to  advertising  and  to  U.  S. industry : 

"This  campaign  was  undertaken 

by  a  group  of  the  nation's  leading industries,  at  the  request  of  the 
Conservation  Division  of  WPB, 
and  is  closely  integrated  with  the 
WPB's  new  National  Salvage  Pro- 

gram. The  committee  includes  mem- 
ber companies  of  the  American  Iron 

&  Steel  Institute,  which  is  con- 
cerned with  assuring  a  continual 

the  advertising  department  of  the 
Wm.  K.  Wrigley  Co.,  recently  cam- 

paign manager  for  the  Office  for 
Emergency  Management. 
The  establishment  of  the  Bu- 

reau of  Campaigns  eliminates  the 
former  advertising  division  which 
Mr.  Dyke  left  NBC  to  head  and 
which  had  been  placed,  in  the 
original  OWI  setup,  under  the 
Bureau  of  Special  Operations 
headed  by  Philip  Hamblet.  It  was 
the  first  major  move  made  by  Mr. 
Cowles,  publisher  of  the  Des 
Moines  Register  &  Tribune  and  of 
Look  Magazine  and  president  of 
Iowa  Broadcasting  Co.,  since  he 
assumed  one  of  the  five  key  offices 
in  OWI  under  Elmer  Davis,  di- 

rector. Mr.  Cowles,  it  was  learned 
by  Broadcasting,  forsook  his  plans 
to  go  into  the  Army  Air  Force 
when  personally  asked  by  Presi- 

dent Roosevelt  to  join  Mr.  Davis. 
Last  week  he  named  as  his  per- 

sonal aide  Robert  Blakeley,  a  for- 
mer editorial  writer  with  the  Des 

Moines  Register  &  Tribune. 
Coordinating  rather  than  super- 

seding any  of  the  other  six  bureaus 
under  Mr.  Cowles,  the  new  bureau 
under  Mr.  Dyke  cuts  across  all 
media  and  in  effect  recognizes — as 
did  the  previous  appointments  of 
Robert  Horton  to  head  the  News 
Bureau,  William  B.  Lewis  the  Ra- 

dio Bureau,  John  R.  Fleming  the 
Bureau  of  Publications  &  Graphics 
and  Lowell  Mellett  the  Motion  Pic- 

ture Bureau — the  importance  of  all 
other  advertising  media. 

"Its  objective,"  it  was  officially 
(Continued  on  page  S8) 

flow  of  scrap  metal  into  its  plants, 

put  is  also  using  its  ads  to  stimu- 
late the  flow  of  other  needed  ma- 

terials. The  immediate  response  of 
industry  in  setting  up  machinery 
for  the  campaign  was  particularly 
gratifying,  in  so  far  as  it  helped 
us  clear  the  tracks  for  an  all-out 

drive  to  bring  in  the  scrap." 
War  Financing 

2.  WAR  STAMPS  AND 
BONDS:  Use  of  advertising,  along 

with  every  other  conceivable  pro- 
motion method,  to  plug  the  sales  of 

War  Stamps  and  Bonds  is  an  old 
story  to  anyone  who  reads  or  listens 
to  the  radio.  There  is  no  question 
but  what  Secretary  of  the  Treasury 

Morgenthau  knows  what  advertis- 
ing has  done  to  promote  the  sale 

of  war  bonds  and  stamps.  In  fact, 

this  is  being  regarded  as  responsi- 
ble for  the  more  favorable  attitude 

toward  advertising  shown  recently 

by  the  Treasury,  its  Bureau  of  In- ternal Revenue  and  Secretary 
Morgenthau.  A  concrete  example  of 

this  is  the  Treasury's  views  on  ad- 
vertising as  expressed  during  re- 

cent House  Ways  &  Means  Com- mittee tax  hearings. 

Here  is  an  example  of  how  ad- 
vertising has  been  used  to  sell 

Stamps  and  Bonds.  During  May,  ail 
segments  of  the  drug  industry 
combined  their  advertising  re- 

sources to  sell  Stamps  over  the 
retail  drug  counter.  As  a  result, 
more  than  $5,000,000  worth  of 
stamps  was  sold. 3.  NATIONAL  NUTRITION 
PROGRAM:  In  May,  1941,  the 
Federal  Security  Agency  under- 

took to  promote  better  nutrition  as 
part  of  the  defense  program.  At 
first  the  program  hinged  on 

speeches  by  Government  officials and  nutritionists,  press  releases  by 
Government  agencies  and  similar 
routine.  The  program  got  nowhere fast. 

After  six  months  of  floundering, 
FSA  Administrator  McNutt  real- 

ized the  only  way  to  sell  the  nutri- 
tion program  to  the  mass  of  con- 

sumers was  to  develop  some  form- 
ula whereby  the  food  industry 

could  tie  its  commercial  advertising 
into  the  program.  He  hired  Harry 
Houghton  from  the  advertising 
industry  to  do  the  job.  A  program 
was  worked  out  whereby  food  ad- 

vertisers could  use  a  national  nutri- 
tion seal  in  their  printed  advertise- 

ments and  a  set  of  national  nutri- tion food  rules  in  radio  copy. 

Production  Theme 

Permission  to  use  a  Government 
seal  in  food  advertising  represented 
a  major  victory  for  the  industry 
and  advertising  over  elements  in 
the  Government  who  always  have 

fought  any  plan  which  would  in- dicate Government  approval  for 
food  advertising.  Mr.  McNutt  even 
went  one  better — he  permitted  the 
use  of  his  picture  in  certain  com- mercial nutrition  copy. 

4.  MISCELLANEOUS  ACTIV- 
ITY: There  has  been  no  formal 

{Continued  on  page  UU^ 

Dyke  Is  Appointed  to  Direct 

Federal  Advertising  Bureau 

Will  Handle  Clearance  of  Advertising  as  Well  As 

Promotion  Campaigns  for  U.  S.  Agencies 
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EW  contracts  show  what  national  as  well  as  local  advertisers  think  of  the 

new  WSIX  power  and  frequency^  and  our  potency  in  producing  sales. 

%  Meantime,  the  rich  Nashville  market  is  getting  richer  daily.  Crops  are  coming 

defense  industries  booming  .  .  .  men  pouring  into  army  camps  by  tens  of 
thousands. 

YOU  CAN  BLANKET  THIS  WHOLE  NASHVILLE  AREA  now  over  WSIX 

— Old  250-watt  rate  card  still  in  effect  for  the  time  being — But  hurry! 

NATIONAL  REPRESENTATIVES  — SPOT  SALES,  INC. 
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NASHVILLE,  TENN. 
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Stack  -  Goble  Goes  Receiver  Tube  Advisory  Board  of  WPB 

Out    of    Business  Weighs  Civilian^  Military  Needs,  Output 
STACK-GOBLE  Adv.  Agency,  Chi- 

cago, one  of  America's  oldest  ad- 
vertising agencies,  was  liquidated 

last  week  by  the  personal  attorneys 
for  the  E.  R.  Goble  estate.  Mr. 
Goble  died  May  6.  Since  that  time 
the  New  York  office  of  the  agency 
has  been  dissolved,  with  Richard  A. 
Porter  and  Harold  Kemp  resigning 
to  set  up  the  New  York  office  of 
Roche,  Williams  &  Cunnyngham 
[Broadcasting,  July  6]. 
The  agency  was  organized  in 

1894  by  J.  L.  Stack  who  withdrew 
from  the  business  in  1921  when  the 
late  Mr.  Goble,  who  had  come  from 
the  Chicago  Tribune  in  1910,  be- 

came president.  The  agency  was 
the  first  to  place  advertising  for 
Wm.  Wrigley  Jr.  Co.  in  the  90's and  the  Atchinson,  Topeka  &  Santa 
Fe  Railroad,  which  has  not  an- 

nounced the  appointment  of  a  new 
agency,  had  been  with  Stack-Goble 
since  its  inception  48  years  ago. 

Herbert  Hulsebus,  vice-president, 
J.  M.  Willem,  account  executive, 
and  Frank  Pettee,  copy  chief,  have 
not  announced  their  future  plans. 

War  Board  Renamed 

EMBRACING  a  wider  field  in  plan- 
ning of  Army  and  Navy  communi- 

cations in  wartime,  the  Washington 
Communications  Board  has  been  re- 

named the  Combined  Communica- 
tions Board.  It  is  the  supporting 

communications  agency  of  the  Com- 
bined Chief  of  Staff  Commission  of 

the  United  Nations  in  Washington. 
U.  S.  membership  of  the  newly- 
named  board  is  Maj.  Gen.  Dawson 
Olmstead,  Chief  Signal  Officer  of 
the  Army;  Brig.  Gen.  H.  M.  McClel- 

land, Director  of  Technical  Serv- 
ices of  the  Army  Air  Forces;  Capt. 

Joseph  R.  Redman,  Director  of 
Naval  Communications;  Capt.  Carl 
Holden,  on  the  staff  of  Adm.  Ernest 
J.  King,  in  charge  of  communica- 

tions; Lt.  Col.  Frank  W.  Wozen- 
craft.  Army  Signal  Corps,  board 
secretary  for  the  Army;  Com.  Gil- 

bert B.  Meyers,  Navy  secretary  of 
the  board. 

Pillsbury  Buys  Champion 
PILLSBURY  FLOUR  MILLS  Co., 
Minneapolis,  with  the  acquisition  of 
Champion  Milling  and  Grain  Co., 
Clinton,  la.,  has  started  distribu- 

tion of  livestock  and  poultry  feed 
under  the  trademark  Pillsbury's Best.  Dealer  promotion  in  trade 
journals  has  been  placed  by  the 
agency,  McCann-Erickson,  Chicago, 
and  contemplated  consumer  adver- 

tising is  said  to  include  radio.  Ad- 
dition of  the  Clinton  plant  brings 

the  total  of  Pillsbury  feed  mills  to 
eight. 

Azcarraga  Visits  N.  Y. 
EMILIO  AZCARRAGA,  manager 
of  the  43-station  Mexican  Network 
which  is  affiliated  with  the  NBC 
Pan-American  Network,  is  current- 

ly in  New  York  to  confer  with 
broadcasting  officials  on  the  serious 
shortage  of  replacement  parts  and 
tubes  for  Latin-American  transmit- 

ters, which  in  six  months  or  so 
threatens  to  take  those  stations  off 
the  air.  Mr.  Azcarraga  was  greeted 
in  New  York  by  Niles  Trammell, 
president  of  NBC,  and  John  F. 
Royal,  vice-president  in  charge  of 
international  relations  for  NBC. 

CONCENTRATION  as  a  practi- 
cal method  of  production  was  con- 

sidered at  length  Aug.  5  when 
members  of  the  War  Production 
Board's  Radio  Receiving  Tube  In- 

dustry Advisory  Committee  met 
with  Frank  H.  Mcintosh,  chief  of 
the  radio  section  of  the  communi- 

cations branch  and  the  presiding 
Government  officer,  by  authority  of 
Leighton  H.  Peebles,  chief  of  the 
communications  branch. 

At  px'esent,  WPB  indicates  there 
is  an  ample  existing  supply  of  re- 

ceiving tubes  to  cover  civilian 
needs  for  at  least  six  months  and 
possibly  for  a  year,  with  a  few 
exceptions.  Increasing  military  de- 

mands make  it  necessary,  it  was 
pointed  out,  to  plan  the  most  ef- 

ficient production  method.  In  line 
with  this  aim,  concentration  of 
production  could  allow  delegation 
of  civilian  production  to  one  group 
of  producers  with  the  rest  devoted 
completely  to  military  needs. 

Military  Rejects 

However,  there  is  an  obstacle 
to  such  a  plan  in  the  matter  of 
price  ceilings.  Producers  current- 

ly maintain  that  the  rising  costs 
of  production  make  it  unprofitable 
to  devote  their  entire  energies  to 
civilian  production  at  current 
prices.  Thus,  before  any  practical 
plan  of  concentration  may  be 
evolved  price  obstacles  must  be 
removed. 

The  committee  also  considered 
the  practicability  of  using  mili- 

tary rejects  for  civilian  purposes. 
Committee  members  voluntarily 
offered  to  obtain  production  inven- 

tories to  aid  the  WPB  in  obtain- 
ing the  larger  picture.  Although 

there  has  been  some  suggestion 
that  distributors  might  attempt  to 
create  a  stockpile  of  tubes,  Mr. 
Mcintosh  denied  this  and  ex- 

plained that  PD  IX  applications 
may  not  obtain  more  than  a  two- 
month  supply  of  tubes,  at  one 
time.  This  eliminates  the  possibil- 

ity of  a  stockpile  and  from  pres- 
ent indications  assures  the  con- 

tinued flow  of  tubes  into  the  hands 
of  distributors. 

Simplification  was  another  prob- 
lem considered  by  the  advisory 

group.  It  was  suggested  at  the 
meeting  that  the  current  number 
of  receiver  tube  types,  for  both 
military  and  civilian  needs,  make 
production  unwieldly.  Obviously, 
the  greater  the  number  of  types 
the  more  difficult  becomes  the  prob- 

lem of  supplying  armed  forces 
throughout  the  world.  Simplifica- 

tion of  the  number  of  civilian 
tube  types  would  permit  greater 
concentration  on  military  needs 
and  increase  the  efficiency  of  civil- 

ian renair  and  maintenance  at  the 
same  time. 

Tube  Standardization 

To  illustrate  the  extent  of  civil- 
ian tube  tvpes  currently  in  pro- 

duction, WPB  estimates  put  the 
figure  about  350.  Of  these,  approxi- 

mately 95%  of  the  tubes  produced 

fall  within  35  types,  according  to 
the  WPB. 
As  part  of  the  simplification 

study,  committee  members  will 
give  careful  attention  to  Victory 
tube  models,  which  will  emphasize 
simplicity  in  range  as  well  as  use 
of  as  little  critical  material  as 
necessary.  Division  of  production 
among  factories  by  tube  types  vdll 
also  be  studied  by  the  commit- 
tee. 

Another  optimistic  sign  in  the 
tube  supply  picture  is  the  current 
stock  of  tubes  originally  intended 
for  use  in  automobile  radios.  Since 
the  gasoline  rationing  program 
and  rubber  conservation  emphasis, 
WPB  claims  that  the  normal  wear 
on  tubes  has  been  reduced.  Al- 

though gasoline  rationing  only  af- 
fects a  portion  of  the  country  at 

present  national  emphasis  on  rub- ber conservation  has  reduced  car 
use.  A  reduced  demand  for  auto 
radio  tubes  allows  for  a  diversion 
of  raw  materials  to  other  tube 
manufacture. 
Members  of  the  committee  at- 

tending were:  M.  F.  Balcolm,  Hy- 
grade-Sylvania  Corp.;  Harry  C. 
Bonfig,  RCA  Mfg.  Co.;  Ray  Bur- 
lew,  Ken-Rad  Tube  &  Lamp  Co.; 
Raymond  .  E.  Carlson,  Tung  Sol 
Lamp  Works;  L.  H.  Coffin,  Hytron 
Corp.;  Lawrence  K.  Marshall, 
Raytheon  Products  Corp. 

Ohio  Oil  Resumes 

OHIO  OIL  Co.,  Cincinnati  (Mara- 
thon gasoline,  motor  oils),  on  Sept. 

6  will  resume  Views  on  the  News 
by  Gregor  Ziemer,  Carroll  Alcott, 
William  Hessler  and  J.  Sims  from 
WLW,  Cincinnati,  and  six  other 
NBC  Midwestern  stations  (WMAQ 
WSPD  WOOL  WBOW  WGBF 
WOWO),  Sundays,  3:30-4  p.m. 
(CWT).  Agency  is  Stockton,  West, 
Burkhart,  Cincinnati. 

Rit  in  Chicago 

RIT  PRODUCTS  Corp.  (Rit  tints, 
dyes),  on  Sept.  8  will  start  50  spot 
announcements  weekly  for  52  weeks 
on  major  and  secondary  Chicago 
stations.  Station  list  has  not  been 
completed.  Agency  is  Earle  Lud- 
gin,  Chicago. 

i' rom  Click 

'We  have  just  received  permission 
to  announce  that  it 

rained  yesterday.' 

ZACHARY  HEADS  OWl 

RADIO  PRODUCTION 
GEORGE  ZACHARY,  former  CBS 
producer  now  handling  the  Coca 
Cola  Pause  That  Refreshes  on  that 
network  for  D'Arcy  Adv.,  St.  Louis, 
this  week  joins  the  Radio  Bureau 
of  the  Office  of  War  Information  as 
head  of  its  newly-created  produc- 

tion division.  He  will  supervise  all 
programs  produced  by  the  Radio 
Bureau,  which  under  the  recent  re- 

organization absorbed  the  former 
radio  division  of  the  Office  of  Emer- 

gency Management,  and  he  will  act 
as  advisor  to  all  Government  de- 

partments and  bureaus  on  pro- 
grams designed  to  aid  the  war effort. 

Mr.  Zachary  reports  for  duty 
Aug.  11  and  will  serve  directly  un- 

der William  B.  Lewis,  chief  of  the 
Radio  Bureau,  who  in  turn  reports 
to  Gardner  Cowles  Jr.,  assistant 
OWI  director  of  domestic  opera- 

tions. He  is  the  organizer  and  di- 
rector of  the  Ellery  Queen  series 

and  formerly  directed  the  Camp- 
bell Playhouse  and  Goodrich  Rub- 

ber's 100  Men  and  a  Girl  programs. 
Mr.  Lewis  last  week  announced 

that  Nat  Wolff,  who  has  been  act- 
ing as  OWI  liaison  in  Hollywood, 

has  been  promoted  to  deputy  chief 
of  the  Radio  Bureau  coordinating 
and  supervising  all  West  Coast  ac- 

tivities. Mr.  Wolff  has  relinquished 
his  talent  bureau  business  and  now 
devotes  all  of  his  time  to  OWI  with 
offices  in  the  Taft  Bldg.,  Hollywood. 

Lewis  Calls  Newscasts 

Major  Radio  War  Job 
STATING  that  "news  is  the  most 
important  commodity  that  wartime 
radio  handles,"  William  B.  Lewis, 
chief  of  the  Radio  Bureau,  Office 
of  War  Information,  told  a  radio 
workshop  session  at  Northwestern 
U  of  radio's  role  in  the  post-war world. 

Mr.  Lewis  stressed  the  force  of 

radio  as  a  public  morale  builder  in- forming the  people  of  why  they 
fight,  what  they're  fighting  against 
and  the  things  they  must  do  to  in- 

sure victory.  At  length  he  described 
the  coordinating  function  of  his 
unit  in  war  information. 

New  OWI  Material 

TWO  MORE  background  brochures 
covering  the  United  Nations  theme 
and  salvage  have  been  issued  by 
the  Radio  Bureau,  Office  of  War 
Information,  according  to  an  an- 

nouncement Aug.  10.  Material  is 
prepared  for  the  use  of  radio  writ- ers and  producers  throughout  the 
country.  Other  material  to  be  re- leased shortly  covers  wartime  jobs 
for  women,  anti-inflation  steps,  and 
the  conservation  of  gasoline  and rubber. 

Johnson  Expands  List 
JOHNSON  &  JOHNSON,  New 
Brunswick,  N.  J.,  which  started  a 
spot  campaign  June  29  for  its  Red 
Cross  surgical  dressings  on  63  sta- 

tions, has  expanded  the  list  to  74 
stations,  carrying  six  to  10  an- 

nouncements weekly.  The  drive,  di- 
rected to  men  and  women  studying 

first  aid  for  home  defense  as  well 
as  to  workers  in  defense  industries 
subject  to  minor  cuts  and  abrasions, 
is  in  addition  to  the  weekly  CBS 
show  The  Voice  of  Broadway  with 
Dorothy  Kilgallen.  Agency  is 
Young  &  Rubicam,  New  York. 
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BASHFUL  GERTIES  mailed  their  girdles  to  WLW,  Cincinnati,  after 
"Col.  Cumquatt"  advised  this  course  to  those  who  were  too  embarrassed 
to  drop  them  off  at  filling  stations.  Holding  sample  (1  to  r)  are:  George 
Biggar,  program  director;  Frank  Allen,  agricultural  department;  Jimmy 
Leonard,  WSAI  program  manager;  Chick  Allison,  promotion  manager; 
Van  Woodward,  director  of  WLW-WSAI  continuity  department;  and  Kit 
Fox,  coordinator  of  defense  broadcasts  for  WLW  who  originated  the  idea 
and  helped  "Col.  Cumquatt"  in  his  roundup  program.  Actually,  the 
colonel  is  Ken  Peters,  WLW  announcer-actor. 

Manpower  Group 

On  Aug.  11  Will 

Study  Radio  Jobs 
Lists  Now  Being  Circulated 
In  Government  For  Study 

AN  EXTENSIVE  list  of  critical 
occupations,  including  those  in  the 
broadcasting  and  the  communica- 

tions fields,  has  been  drawn  up  by 
the  U.  S.  Employment  Service  for 
use  of  the  War  Manpower  Com- 

mission and  is  now  in  the  hands 
of  the  various  Government  agen- 

cies affected,  it  was  learned  last 
week.  The  list,  release  of  which  is 
expected  shortly,  is  being  studied 
by  various  agencies  such  as  the 
Board  of  War  Communications, 
and  will  be  returned  to  the  War 
Manpower  Commission  for  final  re- 

vision and  release. 
It  was  also  learned  from  a  WMC 

spokesman  that  formal  review  of 
the  list  will  be  undertaken  by 
that  Commission  Aug.  11.  How- 

ever, it  was  said  that  about  one- 
third  of  the  list  of  more  than  2,000 
occupations  had  already  been  given 
careful  review,  and  the  session 
Aug.  11  will  be  concerned  with 
suggestions  and  advice  of  other 
Government  agencies  for  final  de- 

termination of  the  list  in  its  first 
published  form. 

Types  of  Listings 

It  was  assured  that  a  lengthy 
"master"  list  of  these  occupations 
will  be  released.  In  addition,  how- 

ever, it  was  suggested  that  two 
other  types  of  listing  may  be  made 
— one  more  compact  for  use  of  Se- 

lective Service  m  drafting  men  for 
the  military,  the  other  by  grouping 
the  occupations  under  general 
classifications  for  use  of  Govern- 

mental agencies  other  than  the 
Manpower  bureaus.  In  the  latter 
listing,  it  is  expected  that  broad- 

casting will  be  included  along  with 
other  communications  categories 
plus  newspaper  and  periodical  oc- 
cupations. 

All  lists  are  expected  to  go  into 
great  detail  regarding  the  particu- 

lar duties  of  each  occupation, 
length  of  time  for  training  of  re- 

placements and  other  pertinent 
data. 

Manpower  Allocation 

The  WMC  will  use  the  lists  for 
replacement  and  allocation  of  man- 

power among  the  various  industries. 
Selective  Service  will  utilize  them 
for  the  military  needs.  This  is  being 
done  to  prevent  inroads  on  person- 

nel in  the  occupational  fields  consid- 
ered as  essential.  In  line  with  this 

the  President  on  Aug.  4  trans- 
ferred from  the  War  Production 

Board  to  the  WMC  the  Committee 
on  Fair  Employment  Practices 
which  was  set  up  to  prevent  "pi- 

rating" among  employers  for  scarce 
skilled  workers.  Among  members 
of  this  committee  are  David  Sar- 
noff,  president  of  RCA  and  Mark 
Ethridge,  former  NAB  president 
and  general  manager  of  the  Louis- 

ville Courier  Journal  and  Times, 
operating  WHAS,  Louisville. 

It  was  again  emphasized  by  the 
WMC  that  the  lists  are  not  to  be 
considered  final.  From  time  to  time 
additions  or  subtractions  may  be 
made,  it  was  said,  and  Govern- 

ment agencies  as  well  as  industry 
groups  will  be  called  upon  for  ad- 

ditional information  on  occupations 
whenever  shortages  appear  or  evi- 

dence is  shown  that  an  imnortant 
industry  will  suffer  unless  there  is 
curtailment  in  drain  on  its  person- 
nel. 

Justice  Dept.  May  File 

Against  RCA  and  Others 
INDICATION  was  given  last  Fri- 

day bv  Thurman  Arnold,  chief  of 
the  Justice  Department's  Anti- 
Trust  Division,  that  the  Govern- 

ment again  would  file  anti-trust 
suits  against  RCA  and  other  radio 
companies. 

It  is  understood  Mr.  Arnold  has 
asked  Federal  Judge  Albert  B. 
Maris  of  Wilmington  to  vacate  a 
decree  entered  in  the  Federal  Dis- 

trict Court  of  Delaware  in  1932 
against  RCA  and  other  radio  cor- 

porations which  was  taken  as  a 
settlement  of  an  anti-trust  suit 
filed  against  them  by  the  then  At- 

torney General  W'lliam  D.  Mitchell. 
Mr.  Arnold  told  the  court  that 

"the  course  of  events  since  then 
indicates  that  the  decree  has  not  re- 

moved the  unlawful  restraints  of 
trade  and  prohibited  monopolies." 
He  added  that  the  original  14  de- 

fendants with  "new  parties  are 
now  engaged  in  a  new  monopoly 
covering  the  whole  radio  field,  in- 

cluding television  and  frequency 
modulation."  The  1932  decree  was 
not  decided  against  all  defendants. 
The  Government  dropped  suits 
against  manv  of  the  corporations, 
including  General  Electric  and 
Westinghouse,  when  consent  agree- 

ments were  made  to  dispose  of  cer- 
tain stockholdings  as  well  as  make 

other  concessions.  A  ruling  from 
Judge  Maris  will  be  made  later 
with  no  indication  as  to  the  date. 

EDMUND  F.  .JOHNSTONE,  presi- 
dent of  Retlfield-.Tohnstone.  Inc..  New 

York  jiKeney.  hiis  tiiken  a  lenve  of 
absence  to  join  the  Army  Air  Force. 

FOUR  MORE  OUTLETS 

JOIN  MUTUAL  ISET 
WGOV,  Valdosta,  Ga.,  operated  by 
E.  D.  Rivers,  on  Sept.  1  will  join 
MBS,  and  two  other  stations  will 
become  Mutual  affiliates  sometime 
in  September— WCNC,  Elizabeth 
City,  N.  C,  and  WSAP,  new  sta- tion in  Portsmouth,  Va.  These  two 
will  join  the  network  on  the  date 
WSAP  starts  operations,  bringing 
the  total  number  of  Mutual  affili- 

ates to  208. 
WGOV  operates  on  1450  kc,  250 

watts  fulltime,  while  WCNC, 
operated  by  the  Durham  Radio 
Corp.,  operates  on  1400  kc,  250 
watts  unlimited.  WSAP,  which  will 
replace  WGH,  Newport  News,  Va., 
as  the  Mutual  affiliate  in  that  area, 
will  operate  on  1490  kc,  250  un- limited. 

CKCL,  Toronto,  1,000-watt  sta- 
tion on  580  kc,  will  become  a  MBS 

affiliate  Sept.  1,  the  second  Cana- 
dian station  to  join  Mutual,  the 

other  being  CKLW,  Detroit-Wind- sor. 

New  Turns  Quiz 

LEWIS-HOWE  Medicine  Co.,  St. 
Louis,  on  Oct.  3  will  start  a  new 
quiz  show,  as  yet  untitled,  on  about 
50  CBS  stations  in  the  Saturday 
8-8:30  p.m.  period.  Format  of  the 
new  series,  which  will  promote 
Tums,  has  not  yet  been  decided,  ac- 

cording to  Roche,  Williams  &  Cun- 
nyngham.  New  York,  agency  han- 

dling the  account. 

Film  Rights  Sold 

MONOGRAM  PICTURES,  Holly- 
wood, in  its  first  package  deal  has  ac- 
quired film  rights  to  the  CBS  Pacific 

Coast  detective  series,  Adventures  of 
Cosmo  Jones.  Agreement  permits  Mon- 

ogram to  make  two  pictures  with  op- 
tion for  more.  Cohunbia  Pictures 

Corp.  has  contracted  with  Max  Marciii 
for  screen  rights  to  the  weekly  CBS 
Crime  Doctor. 

RADIO  SCRIPT,  "This  Precious 
Freedom,"  written  by  Arch  Oboler, 
NBC  producer-director,  and  voted  the 
best  radio  play  of  1941,  is  the  basis 
of  a  special  motion  picture  now  under 
j)roduction  by  General  Motors  Corp., 
Detroit.  The  picture  will  be  shown 
free  during  September  and  October  to 
GM  employes  and  their  families  in 
theatres  in  their  home  towns. 

HEAT  WAVE  BRINGS 

GAIN  IN  LISTENING 

AMERICAN  radio  listeners  ap- 
parently turned  to  music  for  relief 

from  the  recent  heat  wave,  accord- 
ing to  the  program  report  for  the 

last  two  weeks  in  July  by  the  Co- 
operative Analysis  of  Broadcast- 

ing, which  showed  that  four  of  the 
10  highest  shows  in  audience  popu- 

larity were  musical  productions. 
Leading  the  CAB  list  of  network 

shows  was  the  45-minute  Hit  Pa- 
rade, while  other  musicals  in  the 

top  10  included  Kay  Kyser,  the 
Fitch  Bandwagon,  and  Saturday 
Night  Serenade,  which  ranked 
third,  eighth  and  ninth.  Newcom- 

ers to  the  networks  with  high  rat- 
ings were  The  Remarkable  Miss 

Tuttle,  seventh  on  the  CAB  list, 
and  Star  Spangled  Vaudeville, 
tenth  in  line.  Other  leaders  were 
Mr.  District  Attorney,  second; 
Post  Toasties  Time,  fourth;  In- 

formation  Please,  fifth;  One  Man's Family,  sixth. 
The  same  CAB  report  included  a 

special  rating  for  the  speech 
broadcast  July  23  by  Secretary  of 
State  Cordell  Hull  on  "The  Seri- 

ousness of  the  War".  Mr.  Hull's rating  was  34,  the  highest  CAB 
count  ever  credited  any  member  of 
President  Roosevelt's  cabinet. 

Radio  Boosts  Interest  in 

Opera,   Survey  Reveals WITH  A  desire  to  reach  the  many 
opera  lovers  in  this  country,  includ- 

ing the  vast  radio  audience  which 
hears  the  Saturday  afternoon  Met- 

ropolitan Opera  broadcasts  on  the 
BLUE,  and  the  Sunday  Metropoli- tan Auditions  of  the  Air  on  NBC, 
the  Metropolitan  Opera  Assn.  last 
week  issued  the  first  comprehen- 

sive summary  of-  operations  ever 
published  and  made  available  to  the 
press  and  public  in  its  59-year  his- 

tory. 

'The  "Statement  on  Operations" 
contains  a  general  report  on  the 
outlook  for  next  season  by  Cor- 

nelius N.  Bliss,  chairman  of  the 
board,  during  which  he  mentions 
that  the  operas  will  be  broadcast 
again  this  year  (BLUE,  sponsored 
by  the  Texas  Co.,  New  York). 

That  the  association  is  "more than  ever  before  concerned  with 
radio  broadcasting"  is  attested  by Edward  Johnson,  general  manager, 

in  his  report  which  states,  "The regular  Saturday  afternoon  series 
is  identifying  the  Metropolitan 
more  directly  with  the  musical  life 
of  the  entire  nation,  is  awakening 
and  fostering  a  national  love  of 
opera,  while  at  the  same  time  wid- 

ening the  scope  of  our  appeal." 

Van  Camps  Series 
VAN  CAMPS  Inc.,  Indianapolis, 
which  for  the  last  six  months  has 
been  conducting  a  spot  campaign 
for  Tenderoni,  new  macaroni  prod- 

uct, is  now  using  75  stations  in  125- 
130  markets.  Spot  announcements 
average  three  to  five  times  weekly, 
according  to  Calkins  &  Holden,  New 
York,  agency  in  charge. 

HISTORY  of  radio  in  Canada,  from 
the  financing  by  Canada  of  Marconi's first  experiments  on  this  side  of  the 
Atlantic,  to  toda.v's  wartime  use  of radio,  is  featured  in  a  film  The  Voice 
of  Action  of  the  Canadian  Govern- 

ment's National  Film  Board  released 
at  end  of  July  in  the  monthly  Cowoda 
Carries  On  series  distributed  to 
theatres  throughout  the  hemisphere. 
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OWI  Shifts  Pair 

To  Post  at  London 

J.  B.  Reston  Goes  This  Week; 
Hottelot  To  Follow  Soon 

WITH  Archibald  MacLeish  and 
Murry  Brophy  back  from  London, 
where  they  helped  organize  a 
branch  office  of  the  Office  of  War 
Information  [BROADCASTING,  July 
20],  Robert  Sherwood,  assistant 
OWI  director  for  overseas  opera- 

tion, announced  last  week  that 
James  B.  Reston  had  been  assigned 
to  London.  Mr.  Reston,  until  last 
year  a  member  of  the  New  York 
Times  London  staff  and  recently 

with  that  newspaper's  Washington 
bureau,  will  handle  information  de- 

signed for  the  British  people  relat- 
ing to  the  American  war  effort, 

transmitted  primarily  via  radio. 
Also  assigned  to  London  is 

Richard  Hottelot,  former  United 
Press  foreign  correspondent.  Mr. 
Reston  leaves  this  week,  Mr.  Hotte- 

lot shortly  afterward.  Already  in 
London  for  Mr.  Sherwood's  branch, 
also  on  a  news  mission,  is  Richard 
Hollander,  former  managing  edi- 

tor of  the  Washington  News,  re- 
cently assistant  chief  of  the  Dono- 

van Committee's  newsroom  which 
under  the  recent  informational  re- 

organization was  absorbed  by  OWI 
and  placed  under  Robert  Horton. 

Pflaum  Coming  Back 

Returning  shortly  from  London, 
where  he  was  assigned  by  the  old 
Donovan  Committee  on  a  special 
mission,  is  Irving  Pflaum,  also  a 
former  UP  foreign  correspondent, 
who  recently  was  chief  of  the  Don- 

ovan newsroom,  largely  engaged  in 
preparing  news  for  shortwave 
broadcasting  from  this  country. 
Mr.  Pflaum's  new  assignment  has not  been  determined. 

James  Warburg,  Mr.  Sherwood's 
chief  aide,  who  went  to  London 
with  MacLeish  and  Brophy,  is  re- 

maining there  to  organize  the  office. 
Chief  of  the  London  office  has  not 
yet  been  selected.  Brophy,  former 
CBS  official  on  the  West  Coast, 
resumes  his  duties  as  chief  of  the 
Communications  Facilities  Bureau 
of  OWI,  concerned  largely  with 
shortwave  technical  operation.  Mr. 
MacLeish,  one  of  the  five  deputy 
directors  of  OWI  under  Elmer 
Davis,  continues  as  assistant  di- 

rector for  policy  development. 

OWI  Charter  Material 
IN  CONNECTION  with  the  first 
anniversary  of  the  signing  of  the 
Atlantic  Charter  on  Aug.  14,  1941 
when  President  Roosevelt  and 
Prime  Minister  Churchill  met  at 
sea,  the  Office  of  War  Information 
has  issued  a  summary  of  speeches 
on  our  peace  aims  and  the  post- 

war world  to  be  used  on  programs 
in  celebration  of  the  event.  The 
OWI  suggests  that  the  material 
can  be  used  by  commentators,  for- 

ums and  round-table  discussions, 
dramatizations,  tributes,  general 
entertainment  programs  and  for 
special  events  shows. 

SIGNING  CONTRACT  that  puts  Counter  Spy  on  59  BLUE  stations 
beginning  Sept.  28,  W.  J.  Frankston,  vice-president  of  Mail  Pouch 
Tobacco  Co.,  Wheeling,  completes  arrangements  with  radio  officials.  At 
left  is  Fred  M.  Thrower,  general  sales  manager  of  BLUE,  and  standing 
are  (1  to  r)  R.  C.  Woodruff,  radio  director  of  Walker  &  Downing,  Pitts- 

burgh, the  agency;  William  S.  Walker,  agency  president;  and  Jack 
Donohue,  BLUE  sales  staff. 

Lance  on  Blue 
LANCE  PACKING  Co.,  Charlotte, 
which  last  year  sponsored  the 
thrice-weekly  quarter-hour  Toast- 
chee  Time  program  on  the  BLUE, 
on  Aug.  9  started  a  Sunday  half- hour  musical  show  on  the  BLUE 
for  its  Toastchee  peanut  butter- 
cheese  cracker  sandwiches,  featur- 

ing Edward  MacHugh,  sino-pv. 
Paul  Lavalle's  Orchestra  and  Will 
Donaldson's  quartet.  Representing 
the  largest  radio  expenditure  in 
the  comany's  history,  the  series is  heard  on  65  BLUE  stations, 
concentrated  in  the  South  where 
the  distribution  of  Tonstchees  cen- 

ters. Agency  is  Morse  International, 
New  York. 

MacPHERSON  NAMED 

MANAGER  OF  KOA 
APPOINTMENT  of  James  R. 
MacPherson  as  al'cting  manager  of 
KOA,  Denver,  for  the  duration, 
has  been  announced  by  Sherman 

D.  Gregory,  man- 
ager of  the  NBC- operated  stations 

depar  t  m  e  n  t  in New  York.  Mr. 

MacPherson  re- 
placed Lt.  Comm. Llovd  E.  Yoder, 

USNR,  who  re- 
cently was  or- dered to  active 

duty  in  the  Navy 

as    public  rela- 
Mr.  MacPherson 

Philip  Morris  Series 
PHILIP  MORRIS  &  Co.,  New 
York,  on  Sept.  8  will  start  an 
"entirely  new"  show  starring 
Ginny  Simms,  songstress,  and 
David  Rose's  Orchestra  from  Holly- 

wood, in  the  Tuesday  8-8:30  p.m. 
snot  on  NBC,  currently  filled  with 
Johnny  Presents  and  Ray  ̂ l^^-h's Orchestra.  Ginny  Simms  will  dou- 

ble as  singer  and  mistress  of  cere- 
monies, but  no  details  on  the  for- 

mat of  the  show  itself  have  been 
given  out  by  Blow  Co.,  New  York. 

"Vox  Pop'  Renews 
A  PIONEER  SPONSOR  on  CBS, 
Emerson  Drug  Co.,  Baltimore,  has 
renewed  Vox  Pop  for  the  second 
consecutive  year  on  that  netwoi'k 
for  Bromo-Seltzer.  The  company 
started  using  CBS  facilities  Sept. 
18,  1927,  the  second  day  of  the 
existence  of  the  network,  when  it 
presented  The  Emerson  Hour  with 
the  Howard  Barlow  orchestra  and 
other  stars  of  the  time.  Vox  Pop, 
which  started  on  KTRH,  Houston, 
as  the  first  man-in-the-street  quiz 
in  November  1932,  has  been  aired 
more  than  790  times.  More  than 
250,000  questions  have  been  asked 
on  the  broadcasts.  Ruthrauff  & 
Ryan,  New  York,  handles  the  ac- count. 

tions  officer  for  the  State  of 
Colorado. 
MacPherson  joined  KOA  in 

May,  1934,  as  sales  account  execu- 
tive and  head  of  the  sales  promo- 
tion department.  He  had  previous- 

ily  served  as  merchandising  di- 
rector and  sales  manager  of  the 

old  WIBO,  Chicago.  In  October, 
1939,  he  was  appointed  national 
snot  and  local  sales  manager  of 
KOA.  a  post  that  he  will  continue 
to  hold  in  addition  to  his  man- 

agerial post. 
Lt.  Comm.  Yoder,  who  has  been 

granted  a  leave  of  absence  from 
the  station,  completed  15  years 
service  with  NBC  on  Aug.  1.  Prior 
to  his  affiliation  with  KOA  in  1939, 
he  was  NBC  Western  Division 
press  head  and  manaeer  of  KPO 
and  KGO,  San  Francisco. 

Welch  Holds  Serial 
WELCH  GRAPE  JUICE  Co., 
Westfield  (erape,  tomato  juice), 
will  retain  Dear  John  on  64  CBS 
stations  instead  of  substituting 
that  program  with  Bill  of  Divorce- 

ment as  renorted  in  Broadcasting 
Aug.  3.  Program,  however,  on 
Aug.  16  will  change  time  from  Fri- 

days 7:15-7:30  p.m.  to  Sundays 
6:15-6:30  p.m.  Irene  Rich  will  con- 

tinue in  the  title  role.  H.  W.  Kastor 
&  Sons,  Chicago,  is  agency. 

WAR  AD  PROGRAM 

OUTLINED  BY  AT&T 

USE  OF  ADVERTISING,  includ- 
ing radio,  by  AT&T,  to  impress  the 

public  with  the  need  for  curtailed 
use  of  telephones  in  wartime  was 
described  in  a  letter  sent  July  22  to 
BWC-FCC  Chairman  James  Law- 

rence Fly  by  Keith  S.  McHugh, 
AT&T  vice-president. 

Mr.  McHugh's  letter  followed  a 
telegram  sent  to  Mr.  Fly  on  June 
29  by  Walter  S.  Gifford,  in  which 
the  AT&T  president  promised  full 
cooperation  in  a  BWC  request  that 
telephone  companies  in  their  ad- 

vertising point  out  the  need  for 
eliminating  unnecessary  telephone 
calls. 

Mr.  McHugh  revealed  that  20,000 
spot  announcements  on  600  sta- 

tions have  been  used  in  the  AT&T 
campaign  since  its  advertising  de- 

partment conferred  on  the  matter 
July  3  [BROADCASTiNe,  July  20]. 
The  spot  announcements  were  in 
addition  to  four  brief  talks  on  NBC 
carried  by  97  stations.  The  letter 
remarks  that  "the  number  of  lis- 

teners reached  by  the  radio  effort 
will  be  many  million,  but  accurate 

figures  are  not  obtainable." AT&T  also  used  16,900  large  ads 
in  5,800  newspapers  with  a  total 
circulation  of  185,000,000;  110  large 
ads  in  100  magazines  with  a  total 
circulation  of  55,000,000;  12,000,- 
000  bill  inserts  reaching  all  tele- 

phone subscribers;  150,000  card  ads 
in  pay  station  booths;  special  work 
with  large  toll-using  business  sub- 

scribers; and  11,500  posters  and 
window  displays  in  company  busi- ness offices. 

Mr.  McHugh  stated  the  campaign 
will  be  adjusted  from  month  to 
month  "as  experience  warrants" 
and  in  general  "national  advertis- ing will  be  undertaken  as  to  the 
parts  of  the  program  which  are 
common  to  the  nation  as  a  whole 
but  most  of  the  effort  must  be  de- 

voted where  it  is  needed  to  the  situ- 
ation existing  in  individual  locali- 

ties or  areas." 

Local  Phone  Spots 

SOUTHERN  CALIFORNIA 
Telephone  Co.,  Los  Angeles,  col- 

laborating in  the  nationwide  drive 
to  instruct  the  public  how  to  use 
communication  equipment  during 
wartime,  in  a  five-week  test,  on 
July  30  started  utilizing  weekly 
one-minute  spot  announcements  on 
19  Southern  California  stations 
[Broadcasting,  July  20].  List  in- cludes KECA  KFI  KNX  KHJ 
KFAC  KFVD  KFWB  KGFJ 
KMPC  KMTR  KRKD  KVOE  KGB 
KFSD  KFMB  KPRO  KIEV  KPAS 
KXO. 

Keyne-Gordon  on  MBS 
PHILIP  KEYNE-GORDON,  news- 

paperman formerly  associated  with 
UP,  Scripps-Howard  Newspapers, 
and  midwestern  publications,  has 
started  a  series  of  daily  news  com- mentaries on  MBS  in  the  period 
formerly  occupied  by  B.  S.  Berco- 
vici,  news  analyst.  Broadcasts  ori- 

ginate at  WJW,  Akron,  and  are 
locally  sponsored.  British  -  born 
Keyne-Gordon,  was  educated  at  Ox-  ; 
ford,  served  in  World  War  I,  and  j 
won  distinction  for  his  coverage  . 
of  the  Harding  Presidential  cam- 

paign, the  Teapot  Dome  scandal, 
and  the  Washington  disarmament 
conference.  i 
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I'-wt  CMC  cfr  5o,ooo  Jic^eku-'i,, 

"I'm  just  a  paper  match,  bom  to  die  in  twenty  seconds.  Here  I  am,  in  the  big  stadium,  where 
the  Army  War  Show  is  packing  them  in.  Tanks  and  jeeps  maneuver  in  sham  battle,  as  planes  overhead 

try  to  s\ip  through  stabbing  \ances  of  light.  The  noise  is  overpowering,  as  a  U.  S.  Army  task  force  re-enacts 
the  real  thing. 

"A  single  little  match  doesn't  set  the  world  afire-,  but  multiply  me  by  50,000  and  you've 
got  something! 

"At  a  given  signal,  all  lights  go  out.  A  voice  tells  the  crowd  to  strike  a  match,  to  show  its 
power  in  a  blackout,  a  beacon  for  bombardiers!  50,000  of  us  matches  glow  as  one.  In  the  Cimmerian 

blackness,  the  effect  is  eerie,  indescribable. 

"People  go  home  talking  about  the  Army  War  Show  and  its  multifarious  thrills.  They  never 

fail  to  mention  the  Aurora  of  the  Matches  and  its  strange  fascination." 

Yes,  Little  Match,  your  brilliant  performance  made  conversation  at  the  Army  War  Show  in 

Ph//adeJphi'a  and  later  in  Pittsburgh.  Insiders  are  also  talking  about  the  job  done  by  KYW  and  KDKA  in 
turn  to  promote  this  patriotic  spectacle.  The  sustained  effort  of  these  two  50,000-watt  Westinghouse 

stations  unquestionably  set  a  pattern  for  delivering  50,000-peop/e-a-m'ght  clear  across  the  nation. 

It  was  the  Army's  party,  of  course.  Other  media  cooperated,  and  there  was  much  word-of-mouth  promotion. 
But  it  is  likewise  true  that  the  double-teaming  of  Westinghouse  stations  marked  a  new  high  in  showmanship. 

WESTINGHOUSE  RADIO  STATIONS  Inc 

WOWO    •   WGL    •   WBZ    •   WBZA    •    KYW    •  KDKA 
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WHO  Stafif  Given 

Cash,  Bond  Bonus 
Plan  Not  Inflationary,  Eases 
Price  Pinch,  Says  Palmer 

AN  UNUSUAL  bonus,  part  cash 
and  part  War  Savings  Bonds,  will 
be  paid  Aug.  15  to  staff  employes 
of  Central  Broadcasting  Co.,  li- 

censee of  WHO,  Des  Moines. 

Cash  payment  will  be  a  percent- 
age of  salary  for  first  six  months 

of  1942  according  to  the  following 
scale:  10%  to  employes  with  five 
years  or  more  service;  9%  to  those 
with  four  years  service;  8%  to 
those  with  three  years;  6%  to 
those  with  two  years;  5%  to  those 
with  one  year. 

Bonds  at  Discount 

In  addition  to  the  cash  bonus, 
employes  may  receive  a  further 
bonus  compensation  by  acquisition 
of  a  $100  War  Savings  Bond  for 
each  year  of  service  with  the  com- 

pany, employes  paying  a  small  per- 
centage of  the  cost,  the  company 

paying  the  remainder.  Those  whose 
salary  is  $1,500  per  year  or  less 
will  pay  only  8%  of  the  cost  of 
their  bonds.  Those  with  salaries 
$1,501  to  $2,000  per  year  will  pay 
10%;  salaries  of  $2,001  to  $3,000 
will  pay  12%;  $3,001  to  $3,500  pay 
15%  ;  $3,501  to  $4,000  pay  18%; 
$4,001  to  $4,500  pay  20% ;  salaries 
of  over  $4,500  per  year  will  pay 
30%. 

Said  B.  J.  Palmer,  president  of 
Central  Broadcasting  Co.:  "There 
were  two  major  considerations  in 
the  minds  of  our  board  of  directors 
as  we  worked  out  this  unique  bonus 
plan  for  members  of  the  staff  of 
WHO:  (1)  We  feel  it  our  duty  to 
encourage  our  people  to  prepare 
for  economic  adjustments  which 
must  of  necessity  follow  a  world 
catastrophe;  (2)  we  had  constantly 
in  mind  that  any  plan  for  ad- 

justed compensation  must  be  highly 
deflationary  in  character  and  an 
aid  to  our  Government's  war  ef- 

fort. We  believe  this  plan  achieves 
both  objectives." 

Rexall  Sale 

UNITED  DRUG  Co.,  Boston  (Rex- 
tall  products),  for  its  semi-annual 
/fall  one-cent  sale  in  September, 
/will  utilize  a  new  series  of  four 
/  transcribed  quarter-hour  programs, 
/  Rexall  Parade  of  Stars,  on  more 
/  than  200  stations  nationally.  NBC 
/   Hollywood  Radio-Recording  Divis- 
/    ion  cut  the  series  in  late  July,  with 

talent    including     Ken  Murray, 
comedian  as  mc;   Kenny  Baker, 
tenor;   Meredith  Willson's  orches- tra;   Harlow   Wilcox,  announcer. 
Walter    Craig,    program  director 
of  WMCA,  New  York,  under  spe- 

cial arrangement,  was  in  charge 
of  production  for  Street  &  Finney, 
New  York  agency  servicing  the  ac- 

count. Sam  E.  Hartford,  sales  pro- 
motion and  advertising  director  of 

United  Drug  Co.  was  also  in  Holly- 
wood during  cutting  of  the  series. 

MILWAUKEE'S  RADIO  CITY,  the  new  home  of  WTMJ  and  its  FM 
adjunct,  W55M,  as  well  as  the  future  television  station  of  the  Journal 
Co.,  WMTJ,  is  soon  to  be  officially  dedicated.  The  new  structure,  repre- 

senting an  investment  of  one  million  dollars,  is  situated  on  the  banks  of 
the  Milwaukee  River  four  miles  north  of  the  downtown  district.  Above, 
one  of  the  four  sgraffito  murals  painted  by  Jefferson  Greer  in  the  lobby, 
symbolizes  the  flow  of  radio  service.  All  of  the  murals  depict  broadcast- 

ing. Below,  the  entire  of  Radio  City  as  it  is  in  Estabrook.  In  the  back- 
ground is  the  tower  that  will  be  used  for  television  when  WMJT  is  con- 

structed in  the  future  when  building  materials  are  available. 

STATE  RADIO  CENSUS  TABLES 

Previously  Released  by  U.  S.  Census  Bureau 
With  Dates  of  Publication  in  Broadcasting 

New  Hampshire — March  16 
Vermont — March  16 
Nevada — March  16 
Wyoming — April  13 
Montana — May  11 
Idaho — May  11 
Maine — May  25 
Arizona — June  1 
Delaware — June  1 
North  Dakota — June  8 
Utah — June  8 
New  Mexico — June  15 
Nebraska — June  15 
Oklahoma — June  15 
Mississippi — June  22 
Colorado — June  29 
Tennessee — June  29 
Iowa — June  29 
Rhode  Island — June  29 
South  Dakota — June  29 
Oregon — July  6 
North  Carolina — July  6 
NOTE:  Number  of  Occupied 

Louisiana — July  6 
Maryland — July  6 
West  Virginia — July  6 
Minnesota — July  6 
Georgia — July  6 
Kansas — July  6 
Arkansas — July  6 
Connecticut — July  6 
Massachusetts — July  13 
Missouri — July  13 
District  of  Columbia — July  13 
Alabama — July  13 
Kentucky — July  13 
Florida — July  13 
South  Carolina — July  20 
Indiana — July  20 
New  Jersey — July  20 
Wisconsin — July  20 
Virginia — July  20 
Washington — July  20 
Texas — July  27 
Michigan — Aug.  3 

Dwelling  Units  as  reported  by  Census  Bureau 
in  advance  releases.  Percent  radio-equipped  calculated  by  NAB  Research  Dept. 
from  Series  H-7  Bulletin  following  the  Census  Bureau  practice.  Number  of 
radio  units,  or  radio  homes,  estimated  by  applying  percent  ownership  to  those 
units  not  answering  radio  question  and  adding  saoh  to  those  reporting  radio. 

Journal  Co.  Sets 

Radio  City  Debut 
OFFICIAL  DEDICATION  of  The 
Milwaukee  Journal's  new  Radio 
City,  situated  on  the  bank  of  the 
Milwaukee  River  adjacent  to  Esta- 

brook Park,  four  miles  north  of  the 
downtown  business  area,  takes 
place  Sunday,  Aug.  23  The  new 
$1,000,000  project,  housing  all 
WTMJ-W55M  activities,  with  pro- 

visions for  future  television  sta- 
tion WMJT,  and  including  sales, 

programming  and  executive  offices, 
was  occupied  Aug.  5  without  fan- fare. 

Preview  tours  of  Radio  City  are 
to  be  conducted  Aug.  13  and  14  for 
the  benefit  of  Journal  employes  and 
their  families,  followed  by  a  special 
preview  for  State,  county  and  city 
officials,  building  contractors  and 
suppliers  Aug.  20.  Local  advertis- ers and  agency  men  are  to  have 
their  inning  the  following  day,  with 
an  afternoon  building  inspection 
tour. 

OflTicial  opening  day  for  the  pub- 
lic, August  23,  will  witness  a 

steady  parade  of  WTMJ-W55M 
programs  and  talent.  Unique  in  the 

respect  that  no  outside  "big  name" talent  is  to  be  imported  for  a  single 
"dedicatory  program,"  station 
executives,  in  recognition  of  the 
tremendous  interest  in  Radio  City 
as  a  building,  have  scheduled  a 
continuous  series  of  local  programs 
to  accommodate  the  greatest  possi- 

ble number  of  persons,  with  admit- 
tance by  ticket  only.  Thirty-minute 

programs  are  to  be  broadcast  from 
the  spacious  auditorium  studio 
every  hour  on  the  hour,  from  10 
a.m.  to  9  p.m.,  seating  380  persons 

per  broadcast. 

Lever  Bros.  Considers 

Changes  in  NBC  Serial 
BECAUSE  of  illness,  Edna  May 
Oliver,  aged  film  and  radio  actress, 
has  withdrawn  from  the  weekly 
half-hour  NBC  Remarkable  Miss 
Tuttle,  sponsored  by  Lever  Bros. 
Co.  (Rinso).  Miss  Oliver,  current- 

ly in  the  hospital,  will  be  forced 
to  forego  radio  and  picture  work 
for  some  time,  it  was  said.  She 
has  been  written  out  of  the  script. 
Don  Stauffer,  radio  manager  of 
Ruthrauff  &  Ryan,  agency  servic- 

ing the  account,  was  in  Cambridge, 
Mass.,  to  confer  with  sponsor  exec- utives on  continuing  the  program 
with  film  actress  Mary  Boland,  or 
replacing  it  with  a  new  dramatic 
series.  Mayor  of  the  Town,  starr- 

ing Lionel  Barrymore. 
Martin  Gosch  and  Howard  Har- 

ris, writers  of  the  Remarkable 
Miss  Tuttle,  continue  in  that  ca- 

pacity until  end  of  the  present  13 
week  contract  and  will  be  retained 
for  possible  new  series.  Leith  Stev- 

ens is  musical  director  vdth  Mur- 
ray Bolen  agency  producer.  Har- low Wilcox  announces. 

WLAV,  Grand  Rapids,  :sri(h.,  has 
appointed  .Joseph  Hershey  McGillvra 
as  exclusive  national  representative. 

For  Ohio  census  report,  see  page  24;  reports  on  California,  Illinois, 
Pennsylvania  and  New  York,  concluding  the  series,  will  be  published 

in  subsequent  issues. 

Lynn  Food  Plans 
LYNN  FOOD  PRODUCTS  Co., 

Chicago,  formerly  makers  of  Metal- 
craft  Kitchenware,  has  entered  the 
dehydrated  soup  field  with  Mary 

Lynn  soups,  product  in  which  vita- 
min capsules  are  inserted  in  proc- 

essing. Distribution  has  started  in 
the  East,  Midwest  and  Midsouth. 
Current  promotion  consists  of  space 
in  dealer  publications,  but  consum- er advertising  to  include  radio  is 
contemplated.  Agency  is  Bozell  & Jacobs,  Chicago. 
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EVEN  AT  THE  MOVIES . . .  Denver-ites  are  kept  KOA-conscious. 

Screen  trailers  in  12  Denver  Fox  Intermountain  Theatres  reach 

the  eyes  and  ears  of  over  180,000  movie-goers*  weekly, 

approximately  ten  m\\\oY\  annually,  promoting  KOA  programs. 

^owx  show  on  KOA  receives  "reel"  cooperation  as  an  extra 
merchandising  service  . . .  just  one  of  many  reasons  why  this 

powerful  50,000- watt  NBC  station  dominates  in  Denver. 

For  xza\  sales  results  in  the  great  Rocky  Mountain  and  Plai 

States  region,  it  pays  to  have  your  say  on  KOA 

"X^VaiA  box  o\{\ct  figures 

IN  COMPETITION  WITH  FOUR  OTHER  STATIONS, 

here's  how  KOA  rates  in  the  latest  Denver  Hooper 
survey: 

•  The  10  top-rated  daytime  serial  S-a-week  strips-the 

50  shows  with  the  highest  Der]oer  Hooper  ratings -are 
all  on  KOA/ 

•  The  10  top-rated  evening  programs -the  shows  with 

the  highest  Denver  Hooper  ratings-also  are  all  on  KOA! 

•  Morning,  noon,  and  night . . .  KOA  has  more  listeners 

in  Denver  than  the  second  and  third  ranking  stations 

combined! 

m 

From  Every  Vantage  Point 

R  E  P  R  E  S  E  NTED   NATI  0  N  AL  L     B  Y 

KOA 

is  FIRST 
in  DENVER! I 

SPOT  SALES  OFFICES 



TEXT  OF  GOVERNMENT  BILL  OF  COMPLAINT  AGAINST  AFM 

FULL  TEXT  of  the  bill  of  com- 
plaint filed  Aug.  3  by  the  Dept.  of 

Justice  in  the  U.  S.  District  Court 
for  the  Northern  District  of  Illinois, 
Eastern  Division,  against  the 
American  Federation  of  Musicians 
and  nine  of  its  officers  follows: 

COMPLAINT 
The  United  States  of  America,  by  J. 

Albert  Well,  its  attorney  for  the  North- 
ern District  of  Illinois,  Thurmau 

Arnold,  Assistant  Attorney  General, 
Holmes  Baldridge  and  Victor  O. 
Waters,  Special  Assistants  to  the  At- 

torney General,  acting  under  the  di- 
rection of  the  Attorney  Geenral,  files 

this  complaint  against  the  following 
named  defendants  and  complains  and 
alleges  upon  information  and  belief : 

I 
DESCRIPTION  OF  DEFENDANTS 

1.  That  the  American  Federation  of 
Musicians,  hereinafter  referred  to  as 
AFM,  an  unincorporated  association, 
with  principal  offices  at  1450  Broad- 

way, New  York,  is  made  a  defendant 
herein  ;  that  it  was  organized  in  1896, 
for  the  purpose  of  uniting  all  local 
unions  of  musicians  in  the  United 
States  and  Canada,  and  the  individual 
musicians  forming  such  local  unions, 
into  one  organization  to  protect  and 
advance  their  interests  ;  that  its  mem- 

bership includes  both  employers  and 
employees  in  the  sense  that  leaders  of 
so-called  "name"  bands  or  orchestras 
make  contracts  for  and  employ  band 
members  who  also  are  members  of  local 
unions  affiliated  with  the  AFM ;  that 
its  membership  totals  approximately 
140,000  musicians  at  the  present  time, 
of  whom  not  more  than  50%  are  de- 

pendent solely  upon  music  for  a  liveli- 
hood ;  that  this  membership  includes 

virtually  all  musicians  in  the  nation 
who  perform  music  for  compensation  ; 
that  the  AFM  is  affiliated  with  the 
American  Federation  of  Labor ; 

2.  That  the  following  individuals, 
officers,  or  directors  of  the  defendant 
AFM  are  named  as  defendants  here- 

in ;  that  they  are  actively  engaged  in 
the  management,  direction,  and  control 
of  the  affairs  and  policies  of  the  AFM, 
and  in  particular,  those  affairs  and 
policies  covered  by  this  complaint,  and 
have  authorized,  ordered,  and  done  the 
acts  constituting  the  offenses  herein- 

after charged : 
James  C.  Petrillo,  president,  with  offices 

at  1450  Broadway,  New  York,  and  at  175 
West  W^ashington  St.,  Chicago;  C.  L.  Bag- 
ley,  vice-president,  with  offices  at  900  Con- 

tinental Bldg.,  Los  Angeles;  Fred  W.  Birn- 
bach,  secretary,  with  an  office  at  39  Di- 

vision St.,  Newark  N,.  J. ;  Harry  E.  Bren- 
ton,  financial  secretary-treasurer,  whose 
residence  address  is  Box  B,  Astor  Station, 
Boston;  Chauncey  A.  Weaver,  a  member  of 
the  executive  committee,  with  an  office  at 
325  Insurance  Exchange,  Des  Moines;  J. 
W.  Parks,  a  member  of  the  executive  com- 

mittee, with  an  office  at  1105  Allen  Bldg., 
Dallas;  Oscar  F.  Hild,  a  member  of  the 
executive  committee,  with  an  office  at  206 
Atlas  Bank  Bldg.,  Cincinnati;  A.  Rex  Ric- 
cardi,  a  member  of  the  executive  commit- 

tee, with  an  office  at  120  N.  18th  St., 
Philadelphia  ;  Walter  M.  Murdoch,  a  mem- 

ber of  the  executive  committee,  wliose  resi- 
dence is  22  Royal  York  Road,  North  To- 
ronto, Canada. 

n 
JURISDICTION  AND  VENUE 
3.  That  this  petition  is  filed  and 

these  proceedings  are  instituted  under 
Section  4  of  the  Act  of  Congress  of 
July  2,  1800,  entitled  "An  Act  to  Pro- tect Trade  and  Commerce  Against  Un- 

lawful Restraints  and  Monopolies," said  act  being  known  as  the  Sherman 
Antitrust  Act,  against  the  above  named 
defendants  in  order  to  prevent  viola- 

tion by  them,  jointly  and  severally,  as 
hereinafter  alleged,  of  Section  1  of 
said  Act ; 

4.  That  the  alleged  unlawful  acts 
and  violations  hereinafter  described, 
including   the   combination   and  con- 

spiracy to  restrain  trade  and  commerce 
among  the  several  States  of  the  United 
States,  have  been  and  are  conceived, 
carried  out  and  made  effective,  in  part, 
within  the  Northern  District  of  Illi- 

nois, Eastern  Division,  and  many  of 
the  unlawful  acts  done  in  pursuance 
thereof  have  been  performed  by  the  de- 

fendants and  their  representatives  in 
said  District ;  that  the  interstate  trade 
and  commerce  involved  in  phonograph 
records,  electrical  transcriptions  and 
radio  broadcasting  as  hereinafter  de- 

scribed, is  carried  on,  in  part,  within 
said  District ;  that  the  defendants  have 
usual  places  of  business  in  said  Dis- trict and  there  transact  business  and 
are  within  the  jurisdiction  of  this 
Court  for  the  purpose  of  service ; 

III 
DESCRIPTION  OF  THE  INTER- 

STATE TRADE  AND  COM- MERCE INVOLVED 
A. 

7»  Phonograph  Records  and  Electrical 
Transcriptions 

5.  That  the  term  "phonograph  rec- 
ord" is  used  herein  to  designate  a  me- 

chanical disc  upon  which  musical  com- 
positions are  recorded  or  mechanically 

reproduced ;  that  approximately  99% 
of  the  phonograph  records  manufac- tured and  sold  in  the  United  States 
are  manufactured  by  three  concerns, 
namely,  the  Columbia  Recording  Corp., 
of  New  York,  RCA  Mfg.  Co.,  of  Dela- 

ware, and  Decca  Records,  of  New 
York ;  that  the  total  sales  of  phono- 

graph records  by  these  three  manufac- 
turers approximate  100,000,000  phono- 
graph records  per  year ;  that  approxi- 
mately 40,000,000  of  these  records  are 

manufactured  by  Decca  Records  Inc., 
approximately  35,000,000  are  manufac- 

tured by  RCA  and  approximately  25,- 
000,000  are  manufactured  by  Colum- bia Recording  Corp  ; 

Record  Distribution 

6.  That  RCA  Mfg.  Co.,  and  Colum- 
bia Recording  Corp.,  sell  phonograph 

records  through  jobbers,  who  in  turn 
sell  to  dealers,  who  sell  to  users,  such 
as  radio  broadcasting  companies,  juke 
box  operators,  and  the  general  public ; 

that  Decca  Records  sell  its  records 
through  35  company-owned  branches 
operated  by  Decca  Distributing  Corp., 
of  New  York,  a  wholly  owned  subsidi- 

ary, which  in  turn  sell  direct  to  deal- 
ers, who  sell  to  users,  such  as  radio 

l;roadcasting  stations,  juke  box  opera- 
tors, and  the  general  public ;  that  of 

the  total  number  of  phonograph  rec- 
ords manufactured  and  sold,  approxi- 

mately 80%  are  sold  for  use  in  the 
home,  approximately  19%  for  use  in 
juke  boxes,  located  in  hotels,  restau- 

rants, and  dance  halls,  and  approxi- 
mately 1%  for  use  by  radio  stations ; 

that  these  phonograph  records  are 
manufactured  in  the  States  of  New 
York,  New  Jersey,  and  Connecticut, 
and  shipped  throughout  the  United States ; 

7.  That  electrical  transcriptions  are 
mechanical  devices  upon  which  musi- 

cal programs  are  recorded  or  mechani- cally reproduced  for  the  exclusive  use 
of  radio  broadcasting  stations ;  that 
more  than  50%  of  the  electrical  tran- 

scriptions produced  in  the  United 
States  are  manufactured  in  the  States 
of  New  York  and  California  and  are 
shipped  to  approximately  900  radio 
broadcasting  stations  located  through- out the  United  States ; 

8.  That  virtually  all  of  the  phono- 
graph records  and  electrical  transcrip- 
tions manufactured  and  sold  through- 

out the  United  States  for  any  and  all 
purposes  are  mechanical  recordings  of 
musical  performances  by  members  of 
the  AFM ;  that  such  recordings  are 
made  by  manufacturers  of  phonograph 
records  and  electrical  transcriptions 
under  licenses  issued  to  them  by  the 
AFM ;  that  under  these  licenses  the 
manufacturers  contract  with  various 
bands  or  orchestras  and  artists,  mem- 

bers of  the  A.  F.  of  M.,  who  make  re- 
cordings on  a  so-called  "master  disc" 

from  which,  in  turn,  thousands  of  re- productions are  made  ; 
9.  That  thousands  of  hotels,  restau- 

rants, and  small  dance  halls  through- 
out the  country  are  dependent  for 

music  on  phonograph  records  played  in 
so-called  "juke  boxes"  to  satisfy  their 
musical  requirements ;  that  they  are 
either  financially  unable  to  hire  live 

musicians  Or  such  musicians  are  not available ; 
10.  That  millions  of  American  homes 

are  dependent  upon  a  steady  flow  of 
phonograph  records  as  a  means  of  en- tertainment ; 

B. 
In  Radio  Broadcasting 

11.  That  approximately  900  radio 
stations  are  licensed  to  operate  under 
authority  of  the  FCC,  pursuant  to  the 

Act  of  Congress  known  as  the  "Com- munications Act  of  1934"  ;  that  these 
stations  are  engaged  in  interstate  com- 

merce, since  each  is  an  instrumentality 
through  which  entertainment  and  ideas 
are  transmitted  across  state  lines  to 
listeners ;  that  each  station  is  required 
to  broadcast  a  minimum  regular  oper- 

ating schedule  of  two-thirds  of  the 
hours  authorized  under  its  license ; 
that  the  continued  existence,  success, 
and  prosperity  of  a  radio  broadcasting 
station  depends  entirely  upon  the  en- 

tertainment offered  by  it  to  the  listen- 
ing public  within  the  range  of  the  sta- 

tion's power ;  that  music  is  the  prin- 
cipal form  of  entertaiument  demanded 

by  the  radio  listening  public  and  must 
be  offered  by  stations  in  order  to  re- 

tain continued  interest  and  patron- 
age of  the  radio  listening  public;  that 

approximately  550  of  these  stations  are 
not  affiliated  with  any  of  the  four  na- 

tional networks ;  that  a  substantial 
number  of  these  stations  are  not  finan- 

cially able  to  employ  live  musicians 
for  musical  broadcasts ;  that  in  certain 
localities  such  live  talent  is  not  avail- 

able even  if  it  could  be  afforded ;  that 
such  stations  depend  primarily  upon 
the  playing  of  phonograph  records  and 
electrical  transcriptions  to  satisfy  their 
musical  requirements ;  that  approxi- 

mately 75%  of  their  time  on  the  air 
is  devoted  to  the  playing  of  phono- 

graph records  and  electrical  transcrip- 
tions ; 

12.  That  there  has  developed  in  the 
radio  industry  a  practice  which  is 
commonly  called  "network  broadcast- 

ing" ;  that  by  this  method  of  operation several  radio  broadcasting  stations  are 
connected  in  a  chain  or  network  by 
means  of  leased  telephone  wires  for 
the  purpose  of  broadcasting  simultane- ously radio  programs  originating  at 
one  of  the  stations  in  the  network ; 
that  this  method  is  generally  inaugu- 

rated and  controlled  by  what  is  known 
as  a  "network  company" ;  that  the 
principal  national  network  companies 
presently  operating  in  this  country  are 
the  National  Broadcasting  Co.,  the 
Blue  Network  Co.,  the  Columbia 
Broadcasting  Sy.>'tem,  and  the  Mutual 
Broadcasting  System;  lh:it  approxi- 

mately 350  radio  stations  located  iu 
the  United  States  are  affiliated  with 
and  engaged  in  such  network  broad- 

casting ;  that  only  those  network  sta- 
tions which  originate  network  pro- 
grams have  control  over  the  selection 

of  the  contents  of  the  programs  which 
are  broadcast  simultaneously  by  all 
of  the  stations  in  the  network ;  that 
approximately  45%  of  the  total  time 
devoted  to  network  broadcasting  in 
this  country  is  devoted  to  the  broad- 

casting of  musical  compositions  per- 
formed either  by  live  talent  or  through 

electrical  transcriptions  and  phono- 
graph records ; 

IV 

OFFENSES  CHARGED 

13.  That  the  defendants  named  here- 
in, each  well  knowing  that  the  matters 

and  things  hereinbefore  alleged,  have 
been  and  are  now  engaged  in  the 
United  States,  nnd  witliin  the  North- 

ern District  of  Illinois.  Eastern  Divi- 
sion, in  a  wrongful  and  unlawful  com- bination and  conspiracy  in  restraint 

of  the  aforesaid  interstate  trade  and 
commerce  in  phonograph  records,  elec- 

trical and  radio  broadcasting,  in  viola- 
tion of  Section  1  of  the  Act  of  Con- 

gress of  July  2.  1890,  entitled  "An Act  to  Protect  Trade  and  Commerce 
Against  Unlawful  Restraints  and  Mo- 

PETRILLO  AS  A  CASE  STUDY 
From  the  Aug.  5  Neio  York  Times 

THE  OVERWHELMING  majority  of  citizens  rightly  consider  it  an 
outrage  that  a  private  individual  can  and  does  order  a  school  band  off 
the  air,  and  that  he  can  and  has  ordered  the  country's  musicians  not  to 
make  records  to  be  played  over  the  radio  or  in  public  places.  So  strong 
is  this  opinion  that  the  Department  of  Justice  has  proceeded  to  prose- 

cute Mr.  Petrillo  for  violation  of  the  Sherman  anti-trust  act. 
But  there  is  still  a  great  deal  of  confusion  of  thought  about  the 

matter.  The  Administration  and  Congress  seem  to  be  angry  at  Mr. 
Petrillo  for  making  use  of  the  extraordinary  powers  that  their  own  policy 
has  put  into  his  hands. 

A  few  persons  even  now  seem  to  think  that  his  policy  is  justified 
economically.  Most  of  the  anger  that  has  been  aroused  is  directly  against 
Mr.  Petrillo  personally.  But  we  cannot  see  this  case  clearly  unless  we  see 
it  as  the  perfectly  logical  outcome  of  some  of  the  economic  and  labor 
notions  and  policies  that  have  dominated  the  Administration  in  recent 

years. Mr.  Petrillo's  edicts  can  be  most  profitably  considered  as  a  single  but 
particularly  illuminating  illustration  of  a  much  wider  situation. 

It  should  hardly  be  necessary  to  point  out  that  Mr.  Petrillo's  high- 
handed actions  are  indefensible  from  the  economic  standpoint.  He  is 

grossly  mistaken,  for  example,  when  he  assumes  that  if  he  forbids  radio 
stations  and  restaurants  to  use  records  they  will  have  to  use  orchestras 
and  bands. 

The  net  result  will  be  simply  that  the  public  will  hear  less  music.  The 
.small  radio  stations  and  restaurants  will  not  be  able  to  afford  it.  To  the 
extent  that  the  public  is  forced  to  spend  money  to  make  such  arbitrarily 
created  jobs  for  musicians,  moreover,  it  will  have  just  that  much  less 
to  spend  in  ways  that  create  other  kinds  of  jobs. 

The  Department  of  Justice  has  correctly  described  certain  effects 
{Continued  on  page  27) 
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we  know  we're  in  a  war! 

There's  plenty  of  war  consciousness  in  Cleveland.  It  has 
been  sowed,  nourished,  cultivated  in  many  ways.  And  a 

radio  show  called  Cleveland  At  War  has  helped  bring  it  into 
full  bloom. 

Produced  by  WGAR  and  aired  every  Sunday  afternoon, 

this  program  presents  a  close-up  of  the  local  war  scene  at  a 
time  when  nearly  all  can  listen.  During  the  week.  Director 

Sidney  Andorn  and  his  mobile  recording  crew  cover  the 

town,  transcribing  the  stories  of  things  our  people  are  doing 

to  help  win  the  victory.  It  may  be  a  thrilling  tale  by  a  local 

boy  who  served  on  the  Lexington,  or  an  interview  with  our 

first  "wAAc",  or  the  presentation  of  an  Army-Navy  Award 
to  some  local  plant.  Together  with  commentary  and  music, 
the  actual  voices  of  Clevelanders  in  the  news  are  molded 

into  a  30-minute  program  to  keep  Clevelanders  posted  and 

pepped  on  the  war  effort. 

Home  folks  have  worked  harder  since  hearing  the  local 

machinist  who  lost  a  son  at  Wake.  They  have  bought  more 

bonds  since  tuning  in  the  neighborhood  kid  who  went  from 

beating  tracks  across  their  lawns  to  beating  down  Japs  over 

Midway.  They  have  been  more  generous  with  U.  S.O.  and 

Red  Cross  since  lending  ear  to  a  simple  but  sincere  radio 

program,  one  that  truly  voices  Cleveland's  determination  .  .  . 
know we  re  in  a  wan 

BASIC     STATION.  ..COLUMBIA     BROADCASTING  SYSTEM 

G.  A.   Richards,   President.  ..John   F.   Patt,  Vice   President  and   General  Manager 
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iK)l)olies''  (15  U.S.C.A.  1),  and  havo 
C'oiispired  to  do  all  the  acts  and  thinss, 
and  to  nso  all  means  necessary  and 
ai)i)roi)riate  to  make  said  restraints 
effective,  inchidinf;;  the  means,  acts 
and  thin;;s  hereinafter  more  particu- 

larly alleged  ; 
Alleged  Restraints 

14.  That  for  the  jmrpose  of  restrain- 
ing and  destroying  all  interstate  com- 

merce in  iihonograph  records  and  elc  - 
trical  transcriiitions ;  of  procuring, 
monopolizing  and  controlling  all  per- 

formances of  musical  entertainment ;  of 
eliminating  competition  entirel.y  be- 

tween so-called  "transcrihed"  or 
"canned"  music  and  music  produced through  live  musicians,  the  defendants 
have  arranged  and  agreed  among  them- 

selves to  do  the  following  things: 
(a)  to  prevent  the  manufacture 

and  sale  of  all  phonograph  records 
and  electrical  transcriptions  ; 

(b)  to  eliminate  from  the  mar- 
ket all  manufacturers,  distribu- 

tors, jobbers  and  retailers  of 
idionograph  records  and  electrical 
transcriptions ; 

(e)  to  prevent  radio  broadcast- 
ing stations  from  broadcasting 

musical  compositions  recorded  on 
phonograph  records  and  electrical 
transcriptions ; 

(d)  to    prevent    the    use  of 

phonograph  records  in  so-called 
•'.iuke  boxes"'  located  in  hotels, restaurants  and  dance  halls  ; 

(e)  to  prevent  the  use  of  phono- grai)h  records  in  the  home  ; 
(f)  to  prevent  the  sale  of 

phonograph  records  to  radio  broad- 
casting stations  and  ",iuke  box" 

operators  liy  requiring  manufac- turers to  boycott  all  distributors, 
.iobbers,  and  retailers  who  sell  such 
records  to  radio  broadcasting  sta- 

tions and  ".iuke  Ixix"  operators; 
(g)  to  eliminate  all  musical 

performances  over  the  radio  ex- 
cept those  performed  by  members of  the  AFM  ; 

(h)  to  reipiire  radio  broadcast- ing stations  to  hire  unnecessary 
"stand-by"  musicians,  members  of 
the  AFM,  whose  services  are 
neither  necessar.y  nor  desired,  b.y 
re(iuiring  radio  networks  to  boy- 

cott affiliated  stations  which  re- 
fuse to  meet  defendants'  demands 

for  the  hiring  of  "stand-by"  mu- sicians ; 

Notice  to  Disc  Firms 

15.  That  for  the  purpose  of  forming 
and  effectuating  the  aforesaid  con- 

spiracy, the  defendants  by  agreement 
and  concert  of  action  have  done  the 
things  which,  as  hereinbefore  alleged. 

NAB's  N.  Y.  Office 

TO  HANDLE  the  broadcasting 
industry's  fight  against  the  AFM 
ban  on  recordings,  the  NAB  is 
establishing  New  York  offices  at 
535  Fifth  Ave.,  under  the  direction 
of  Sydney  Kaye,  executive  vice- president  of  Broadcast  Music  Inc., 
and  Carl  Haverlin,  BMI  vice- 
president  in  charge  of  station  re- lations. The  NAB  has  appointed  the 
public  relations  firm  of  Baldwin 
&  Mermey  to  handle  all  publicity 
in  connection  with  the  new  office. 

they  conspired  to  do,  and  more  par- ticularly have  done,  among  others,  the 
following  acts  and  things  : 

(a)  On  .Tune  25.  1942.  the  de- fendant, James  C  Petrillo,  noti- 
fied Decca  Records  Inc..  Colum- 
bia Recording  Corporation,  and 

RCA  Mfg.  Co.,  that  their  licenses 
from  the  AFM  for  employment  of 
its  members  iu  the  making  of 
musical  recordings  would  expire 
July  31,  1942,  and  would  not  be 
renewed  ;  that  from  and  after  Aug. 
1.  1942.  the  members  of  the  AFM 
would  not  play  or  contract  for  re- cordings,  transcriptions,   or  any 

EXCLUSIVE  OUTLET  for  NBC  in  ST.  LOUIS  AREA 

If  Is  225  Miles  from  K  SD  fo  the  Nearest  NBC  Sfafion 

FOR  POWERFUL  SALES  STIMULATION 

NBC  Programs  on  K  S  D  Have  Been  Leading  In  "FIRSTS" 
Since  1935  in  All  Nation-WIde  Sfar-Program  Populari+y  Polls 

A  Distinguished  Broadcasting  Station 

Station  KSD— The  St.  Louis  Post- Dispatch POST-DISPATCH  BUILDING,  ST.  LOUIS,  MO,  t 
FREE  &  PETERS,  INC.,  NATIONAL  ADVERTISING  REPRESENTATIVES 

NEW  YORK! CHICAGO ATLANTA SAN  FRANCISCO HOLLYWOOD 

other  form  of  mechanical  repro- duction of  music ; 

(b)  On  July  16,  1942,  the  de- fendant, James  C.  Petrillo,  noti- fied the  NBC  that  it  must  cancel 
the  Saturday  afternoon  symphonic 
broadcasts  of  the  high  school  or- chestras from  the  National  Music 
Camp  at  Interlochen,  Michigan, 
and  such  demand  was  met.  These 
concerts  have  been  broadcast  every 
summer  for  twelve  years  as  a  part 
of  a  national  musical  educational 
program  for  young  musicians ; 

(c)  On  July  27,  1942,  the  de- fendant, AFM,  acting  through  its 
local  union,  ordered  all  AFM 
bands  to  boycott  all  radio  stations 
in  Southern  California  affiliated 
with  the  Don  Lee  Broadcasting 
System  for  the  iiurpose  of  forcing 
Radio  Station  KFRC  of  San 
Francisco,  an  affiliate  of  the  Don 
Lee  Broadcasting  System,  to  hire 
a  larger  and  more  expensive  or- chestra, although  no  dispute  of 
any  kind  existed  between  the 
AFM  locals  and  any  radio  station 
affiliated  with  Don  Lee  Broadcast- 

ing System  except  Radio  Station 
KFRC ; 

16.  That  the  combination  and  con- 
spiracy herein  charged  does  not  in- 

volve or  grow  out  of  any  dispute  con- 
cerning terms  or  conditions  of  employ- 

ment;  that  a  iiuri)ose  of  the  conspiracy 
is  to  eliminate  from  the  market  the 
manufacture,  sale  and  use  of  musical 
compositions  mechanically  recorded  on 
ph(niograiih  records  and  electrical 
transcriptions  unless  the  persons  en- 

gaged in  such  businesses  enter  into 
agreements  with  the  defendant  union 
to  hire  such  useless  and  unnecessary 
labor  as  the  defendant  union  may  de- 

mand ;  that  a  further  purpose  of  said 
conspiracy  is  to  exclude  from  the  mar- ket the  competition  of  anyone  who 
does  not  exclusively  employ  members 
of  the  defendant  union ; 

EFFECT  OF  THE  CONSPIRACY 

17.  That  the  defendants  have  adopt- 
ed the  means  and  engaged  in  the  ac- 

tivities aforesaid,  with  the  intent,  pur- 
pose and  effect  of  unlawfully  destroy- 

ing all  manufacture  and  sale  in  inter- state commerce  of  phonograph  records 
and  electrical  transcriptions  ;  of  elimi- 

nating all  competition  between  music 
produced  by  mechanical  means  and 
music  i^roduced  by  live  musicians  ;  of 
dei)riving  the  public  of  an  inexpensive 
means  of  entertainment  over  the  air, 
in  restaurants,  hotels  and  dance  halls, 
and  in  the  home. 

VI 
PRAYER 

Wherefore,  the  complainant  prays : 
1.  That  summons  issue  to  each  of 

the  defendants  demanding  them  to  ap- 
pear herein  and  to  answer  the  allega- tions contained  in  this  complaint  and 

to  abide  by  and  perform  such  oi-dei-s and  decrees  as  the  Court  may  make  in the  premises  ; 

2.  That  upon  final  hearing  of  this 
cause  the  Court  order,  adjudge  and  de- 

cree that  the  conspiracy  herein  de- 
scribed exists  and  constitutes  an  un- 

reasonable restraint  of  trade  and  com- 
.merce  among  the  States  in  violation  of 
jSection  1  of  the  Sherman  Act  (Act 
of  July  2.  1890.  entitled  "An  Act  to ,''rotect  Trade  and  Commerce  Against 
; 'Unlawful  Restraints  and  Monoiw- ;  ies.-  15  U.S.C.A.  1)  ; 

-''^    8.  That  the  court  grant  a  prelimi- /  ary  and  a  final  injunction  against 
;j    e  defendant,  2\.FM.  and  each  of  the 

'fendant  officers  and  directors  and  all 
vents,    employes,    members,    and  all arsons  acting  or  claiming  to  act  by 
■  on  behalf  of  the  defendants,  or  any 

them,   enjoining  each   and   all  of 
em.  and  their  successors  from  enter- 
g  into  any  agreement,  conspiracy, 
ntract,  combination,  or  otherwise  to 
the  following  acts  and  things: 

(a)  To  prevent  the  manufac- ture and  sale  of  phonograph  rec- ords and  electrical  transcriptions  ; 
(111  To  eliminate  from  the  mar- 
(Continued  on  page  37) 
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THANKS  FOR  THE  LAUGH,  DOCTOR  GOEBBELS! 

Last  night,  Herr  Doktor  Goebbels,  we  tuned  in  on  one  of 
your  broadcasts.  We  thought  we  really  owed  you  that 
much  .  .  .  since  so  many  of  your  countrymen,  these  days, 
are  listening  to  RCA  International  Stations  WNBI  and 
WRCA. 

We  heard  your  Nazi  stooges  objecting  to  the  "decadent 
soft  democracy"  of  America.  We  heard  them  criticising 
our  "materialism"  —  the  things  that  Americans  have 
gained  through  faith  and  courage  and  sweat.  Our  radios. 
Our  cars.  The  life-insurance  that  will  send  our  kids  through 
college.  The  higher  standards  of  living  which  have  always 
been  the  American  dream. 

To  judge  by  what  your  Nazis  say,  you  don't  care  much 
for  our  American  ways  of  life. 

Well,  that  is  a  laugh,  Dr.  Goebbels! 

For  to  judge  by  what  your  Nazis  do,  you  care  a  great 
deal  for  these  things.  You  envy  these  things.  You  started 
a  war  in  order  to  take  them  away  from  us. 

You  will  take  them  away,  if  you  win. 

If  you  win  .  .  . 

Well,  there's  the  rub,  Herr  Doktor!  You  won't  win. 
For  these  material  blessings  (the  radios  that  RCA  used 
to  make,  for  instance)  symbolize  a  way  of  living  that  we 

value  very  highly.  So  highly  that  we're  willing  to  do 
without  them  . .  .until  the  job  of  endingyour  kind  is  over. 

Yes,  you're  very  funny.  Dr.  Goebbels.  Perhaps  very 
clever.  But  there  isn't  a  man  or  woman  at  RCA  who 
couldn't  open  your  eyes  to  the  truth. 

Ask  them  if  we're  "soft  slaves  of  decadence."  Ask 
them  if  we've  forgotten  how  to  be  tough! 

Ask  the  88%  of  RCA's  workers  who  have  pledged  10% 
or  more  of  their  incomes  for  War  Bonds  if  they  feel  like 
"slaves." 

And  ask  the  sweating  night-shifts  on  our  produc- 
tion-lines how  "soft"  they  are! 

BUY  U.  S.  WAR  BONDS  EVERY  PAYDAYI 

BROADCAST  EQUIPMENT 



XLV.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  OHIO 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

County 

Adams.  .  . 
Allen  
Ashland.  . 
Ashtabula. 
Athens. . . 

Auglaize . 
Belmont . 
Brown.  . 
Butler.  .  . 
Carroll .  . 

Champaign. . Clark  
Clermont .  .  . 
Clinton  
Columbiana . 
Coshocton . 
Crawford.  . 
Cuyahoga. . Darke.  .  .  . 
Defiance .  . 
Delaware . 
Erie  
Fairfield .  . 
Fayette.  . Franklin . 
Fulton .  .  . 
Gallia  
Geauga .  .  , 
Greene.  .  . 
Guernsey . 
Hamilton . 
Hancock.  , 
Hardin .  .  . 
Harrison . 
Henry.  .  . 
Highland. 
Hocking.  . 
Holmes .  . 
Huron .  .  . 
Jacksor. .  . 
Jefferson .  . 
Knox.  .  .  . 
Lake  
Lawrence . 
Licking .  . . 
Logan .... Lorain .  .  .  . 
Lucas .... 
Madison .  . 
Mahoning. 
Marion . 
Medina. 
Meigs.  . 
Mercer . 
Miami .  . 
Monroe  
Montgomery . 
Morgan  
Morrow  
Muskinghara . 
Noble  
Ottawa .  . . 
Paulding. . 
Perry  .  .  .  . 
Pickaway . 
Pike  
Portage .  . 
Preble . . . 
Putnam .  . 
Richland . 
Ross  
Sandusky .  .  . 
Scioto  
Seneca  
Shelby  
SUrk  
Summit .  .  .  . 
Trumbull .  .  . 
Tuscarawas . 
Union  
Van  Wert.  . 
Vinton  
Warren  
Washington . 
Wayne  
Williams. .  .  . 
Wood  
Wyandot .  .  . 

SUte  ToUl .  , 

All  Units Urban  Units 
% Radio % Radio 

Units Radio Units Units Radio 
Units 

5.883 68.2 4,013 20,255 93.7 18,991 13! 667 96. 0 i3ai6 
8,673 90.2 7,826 3,855 

96. 1 
3,705 19.573 91 .2 17,852 10,095 95. 6 9  , 655 12 ,251 81.8 10 , 042 4,909 

92. 
5 

4,539 
7,931 90.8 7,200 3,214 

93. 
8 

3,014 25,046 85.6 21,436 12,335 91. 
6 11,304 

6,256 75,1 4.694 32,496 92.3 29 ,979 23,400 93. 5 21 ,875 
4,726 83.1 

3,928 1,208 
94. 9 

1,146 
7,263 88.4 6,422 2,415 

92. 
9 

2,244 26.653 93.0 24 , 780 20,093 93. 6 18,814 9,732 83.4 8,114 
6,824 86.8 

5,924 1 ,877 

95! 
1 

1 ,786 24,435 90.4 22,082 15,204 94. 
5 14,371 

8,720 84.6 
7,381 3,459 

94. 1 
3,255 10,386 91.9 

9,548 6,965 
94. 9 6,611 336,519 96.2 323,878 328 , 004 
96. 3 315,713 

11,145 86.7 9,663 2,416 
94. 0 

2,270 6,860 88.9 6,101 3,617 94. 
9 

3,432 7,586 87.9 6,665 
2,739 

92. 8 2,542 12.042 93.3 11,239 
7,146 

96. 0 
6,857 13,274 88.2 11,712 

6,243 
94 2 5,879 6,066 82.6 5,013 2,733 

86 

9 
2 , 375 105,742 95. 1 100,569 90,418 

95 

6 86,441 
6,801 88.0 

5,983 979 
93 7 

917 6  051 68.3 4.144 
1,617 

87 

5 
1,415 5,193 83.2 4,318 9,661 87.8 8,481 3,610 

89 2 3,221 11 ,055 82.6 9,156 4,368 
92 6 

4,045 
181 ,342 93.7 169,927 161,094 94 0 151,357 11 ,950 92.5 11,057 6,746 

95 7 
6,458 7,966 86.7 6,906 2,349 

92 8 179 
5 , 545 81.7 

4,533 843 90 7 764 
6,320 88.9 

5,621 1,477 95 5 
1,411 

8,014 82.0 
6,572 2,742 

90 5 
2,481 5,729 

78.3 
4,486 1 ,827 

92 8 1,696 4,532 67.5 3,063 9,920 91 .4 
9,069 4,696 95 8 4,500 7,079 78.6 5,562 3,410 

87 8 
2,994 

24,565 88.5 21,742 12,693 93 0 11,806 9  153 88  3 
8,087 3  084 96 0 

2,960 13,774 95.9 13,217 
6,528 

96 6 
6,308 11,430 76.1 8,699 4,253 

90 7 
3  ,859 18,346 89.5 16,420 9,460 93 5 
8,845 

8,767 88.8 7,785 2,936 
96 

3 
2,828 30,228 94  3 28,497 21 ,478 

95 

5 20,517 
96,079 95.9 92,162 80,557 

96 

4 77,692 5.451 81.0 4,414 1,363 88 7 
1,209 59,065 92.7 54,759 48,041 

93 

0 44,679 
12,761 92.2 11,769 

8,744 
94 3 

8,247 9  307 92.3 8  597 3  233 96 8 
3.129 6!708 74.9 

5,019 2!  041 
86 9 

1,774 6,658 89.0 
5,927 1,408 

95 5 1 .344 15,047 94.0 14,148 
8,468 

96 8 
8,197 4,915 67.8 3,333 82  139 95  1 78,076 63^626 95 4 

60^7i2 3,973 76.0 3,020 4,571 83.7 3,824 
19 ,845 89.0 17,656 10,962 

92 

5 10,143 
4,017 68.7 2,760 6  886 91  0 6  264 

1 ,357 
96 8 

1^313 4^384 84.9 3,723 8,357 82.4 
6,884 1,951 94 8 

1 ,849 6,960 
80.8 

5,622 2,346 
87 

'9 

2,063 
3,919 62.2 2,437 12  798 90  2 11 ,545 4  ,872 95 9 

4,674 6^764 86.6 5!  858 l!l93 90 g 
1,080 6,493 88.9 5,775 20  050 92.6 18,570 12 ',  707 95 9 12 188 

13,095 80.2 10,516 5,755 
93 .0 5,355 

11 ^691 92  3 10,791 6^176 95 3 5  885 
21 ! 590 83.4 18 , 029 12! 325 90 7 11! 184 13,205 91.2 

12,047 7,756 
95 .1 7,373 7 , 009 

91  3 6  400 2  ,867 
96 .0 

2 , 753 
62,183 93.6 58,199 45,419 94 

.7 
43,022 91 ,561 95.9 87,816 79,377 96 .3 76 , 478 33 , 752 92.2 31,127 19,646 95 

.1 
18,690 18,925 88.4 16,7.33 10,750 93 .7 10,071 

5 , 757 87.8 5 , 056 1,248 
95 .7 1 , 194 

7,667 90.7 6,956 3,569 
95 

.6 
3,412 2.9.56 66.0 1,952 

8,205 87.6 7,192 2!  470 94 !i 
2,324 12,116 77.9 9,443 4,372 90 

.8 
3,972 13,497 86.3 11,639 5,479 95 

.6 
5,236 

7,662 90.9 6.969 2,884 
96 .7 

2,790 14,581 91.0 13,268 4,029 94 

.6 
3,812 5.439 87.3 4,747 2,055 

94 

.7 

1,946 
,897,796 91.7 1 , 739 , 399 1,291,248 

95 

.1 1,227,295 

Rural-Nonfarm  Units Rural-Farm  Units 
% Radio % Radio 

Units Radio Units Units Radio Units 

2,707 

76. 
9 

2,083 
3,176 

60 . Q 0 
1,930 3  499 

92. 1 
3  222 

3,089 
85. 9 

2,653 2^161 

88. 
8 

1^919 2,657 

82. 9 

2,202 4,554 
92. 0 

4,189 
4,924 

81. 4 

4 , 008 
4  695 76. 3 

3,582 2,647 

72. 
6 

1,921 2  084 
89. 

8 
1 ,871 2,633 

87 . 
9 

2,315 8  973 
82. 

2 
7!  372 

3,738 

73. 8 

2,760 2^820 

80. 
7 

2,276 3,436 

70. 4 

2,418 
5,757 

89. 
7 

5,163 3,339 

88. 
1 

2,941 1 ,391 

82. 
2 

1 , 144 2,127 

77. 0 

1,638 2.289 

85. 

9 
1,966 

2,559 86 . 

0 

2,212 3,752 

91. 
4 

3,428 2,808 

90. 4 

2,538 
6!  004 

86. 
3 

5,181 3,728 
78. 7 

2,933 2,417 

84. 
3 

2,037 2,530 
83. 1 

2 , 101 5,071 
86 4 

4,384 
4,160 

80. 
0 

3,327 
2,351 

82 6 
1 ,942 2,910 

75 . 
0 

2,184 
1  028 

84 7 871 
2,393 

86. 
3 

2,066 6,688 

96 

4 
6,446 

1,827 
94. 1 

1,719 
3,532 

88 1 
3,113 5,197 

82 4 
4,280 655 86 5 566 

2,588 

81 3 

2,103 1,685 

85 

5 
1 ,440 3,162 

84 Q 

2,683 
3  005 89 7 

2,696 1 ,891 
89. 2 

1,686 3^539 
84 7 

2,998 
3,492 

81 2 

2,835 

993 

75 

1 746 

2,340 

80 8 
1 ,892 11 ,360 

92 

4 
10,492 3,964 

91 7 

3,636 
2,607 

90 6 

2,362 3,215 

84. 
1 

2,704 1,399 
66 9 936 

3,035 

59 1 

1,793 

2, '438 

89 6 
2,183 

2,755 

77 5 

2,135 3,338 
88 1 

2,942 2,713 
85 4 

2,318 3,679 

80 

3 
2,954 

3,008 

71 7 

2,157 16,727 

92 

4 15,459 
3,521 

88 4 

3,111 1 , 768 

89 

5 
1,582 3,436 

87 8 

3,017 2!  696 
85 4 

2.303 2,921 

83 0 

2,424 2,769 

85 

2 
2,360 1,933 

72 

9 

1,409 1 ,822 
90 1 1 ,641 

3,021 

85 1 

2,569 1 ,908 

76 

9 
1,468 

3,364 

78 

0 

2,623 2  060 

77 

0 1  586 
1,842 

65 4 

1,204 l!991 

83 

8 
1,668 

2,541 
54 

9 
1,395 

2,271 
89 6 

2,034 
2,953 

85 8 

2 , 535 1 ,905 
71 9 

1,370 1,764 
67 9 

1,198 9,593 
86 4 

8,285 
2,279 

72 5 1  651 
2  971 

88 6 
2^632 3!  098 

80 5 

2,495 5!  268 
96 5 

5,084 1,978 
92 3 

1,825 3,749 
72 2 

2,705 
3,428 

62 3 

2,135 4,480 
88 1 

3,946 
4,406 

82 4 

3,629 
3,018 

87 5 
2,640 2,813 

82 

4 

2,317 

4 '876 

92 8 4  524 
3,874 

89 

2 3  456 
12^597 

94 

3 
ll!884 2^925 

88 

4 
2,586 1,764 

83 

7 
1 ,477 

2,324 
74 4 

1,728 8,115 
93 2 

7,562 2  ,909 

86 6 

2 , 518 
1,644 

89 5 
1 ,471 2 ,373 

86 4 

2,051 
2  505 

91 2 
2  286 3  569 89 2 3  182 

l!846 
75 4 

l!391 2^821 
65 7 

1,854 2,163 
90 4 

1,956 
3,087 

85 1 

2,627 3,366 

91 

4 

3,075 
3 ,213 

89 

5 

2,876 2,021 74 2 
1 , 500 

2,894 

63 3 
1,833 13] 765 95 2 

13, 109 4^748 
89 6 

4,255 l!695 
83 9 

1,422 2^278 
70 

1 

1,598 2,039 

86 

.2 
1,757 2,532 

81 6 

2,067 5,088 
88 .4 

4 ,499 3 ,795 
79 4 

3,014 1 ,660 
75 

.3 

1 ,250 2,357 
64 1 

1 ,510 3  371 92 

.0 
3^102 

2^158 

85 

.7 

1  849 
2^314 

86 

.6 

2,005 

2 ',070 

83 0 

l!718 3,990 
81 

.9 
3,266 2,416 

73 2 

1,769 
1  859 76 

.3 

1 ,418 2,755 
77 

.7 

2  141 
1 .820 66 .4 

1 ,209 2  099 58 .5 
1 ,228 

3^977 

89 

.2 
3  [547 

3 '.  949 

84 2 
3  324 

2,523 
88 .5 

2!  233 
3!  048 

83 5 

2!  545 3,259 
90 

.5 

2,950 3,234 
87 3 

2,825 4,077 

89 .7 
3,658 

3  266 83 

.4 

2  724 

3,356 
74 

.8 
2,509 3,984 

66 6 2  652 
2 ',  557 

92 .  1 
2^356 

2  958 86 2 

2 '  550 

5!  594 

77 

.8 
4!  351 3i671 

67 9 
2!  494 

2,120 
87 .1 

1,847 3,329 
84 9 

2,827 
1  598 87 .3 1  395 2  544 88 5 2  252 

11,548 

93 

.4 10,788 5,216 
84 

.1 

4,389 9,073 
93 .7 

8,498 3,111 
91 3 

2,840 9,684 
89 

.7 

8,686 4,422 
84 8 

3,751 5,079 
86 .3 4,385 3,096 

73 

.6 

2,277 1,813 85 

.5 
1,551 2,696 

85 

.7 

2,311 1,281 

88 

.0 
1,128 2,817 

85 8 

2,416 
1,466 70 0 

1,027 1,490 
62 1 925 

2,754 85 

.8 

2,364 2,981 
84 0 

2,504 3,640 
78 .9 

2,871 
4,104 

63 4 

2,600 
3,945 

85 .6 
3,378 4,073 

74 3 

3,025 1,862 

91 

2 
1,698 2,916 

85 1 

2,481 5,885 

91 

2 

5,367 
4,667 

87 6 
4,089 1,108 

84 1 932 2,276 82 1 
1,869 338,164 

87 

.8 296,949 268,384 80 2 215,155 

Cities  of  25,000  Or  More  Population 

City 

Units 
% Radio Radio Units 

66,501 

96 

3 64,064 29,466 95 1 
28,021 Cincinnati.  .  . 135,809 93 2 126,592 Cleveland. .  .  . 242 , 267 95 3 230,980 

Cleveland 
Heights. .  . . 15,190 99 5 

15,115 
Columbus. .  .  . 83 , 597 95 3 

79 , 670 59,740 
95 2 

56,887 
East 

Cleveland. . 12,131 99 2 12,033 Elyria  
7,192 

96 7 

6,955 

Hamilton .... 14,165 92 9 
13,158 Lakewood. .  .  . 

20,842 

98 

5 
20,536 Lima  12,828 96 0 
12,311 

Lorain  11,325 94 8 
10,733 Mansfield. .  .  . 10,755 95 8 10,302 Marion  

8,744 

94 3 

8,247 Massillon .... 

7,319 

92 

8 

6,789 

Middletown . . 

8,340 

94 

1 

7,847 9,460 

93 

5 

8,845 

Norwood.  .  .  . 
9,946 

98 

8 

9,830 

Portsmouth .  . 
10,865 

91 2 

9,909 Springfield.  .  . 20,093 93 6 
18,814 Steubenville. . 

9,619 

93 4 

8,988 
Toledo  79 , 341 96 5 76 , 529 

11,249 

96 

3 
10,835 Youngstown. . 41,197 93 6 
38,562 ZanesviUe. .  .  . 

10,962 
92 5 10,143 

YOUNGSTOWN.  OHIO 

•  Figures  supplied  by  PRINTER'S  INK  &  U.  S.  Bureau  of  Census 

3rd  market  in  Ohio* 
35th  market  of  the  U.  S.* 

Your  advertising  campaign  is  not 

complete  without  Youngstown  and  WFMJ 



BASIC 

MUTUAL  NET 

wjw 

BILL  O'NEIL,  president 

5000  WATTS 

850  KC 

OHIO'S  ONLY  24-HOUR  STATION 
0.5  MV/NV 

Lorain 

COVERAGE  AREAS 

WJW--    AKRON,  OHIO 

5,000  WATTS  -  -  8  50  KC 

AKRON'S  BEST  RADIO  BUY 

•  Greatest  coverage 
•  Lowest  rates 

•  Most  experienced  staff 

•  Most  complete  merchandising  service 

•  Two  news  services  (INS  and  UP) 

•  Only  station  with  local  news  reporter 

•  Only  station  originating  network  news  commentator 

•  Akron's  widest  sports  coverage 

For  complete  information  regarding  WJW  and  the  Akron-Cleveland  market, 

contact  any  Headley-Reed  office  or  write  Radio  Station  WJW  direct. 

BROADCASTING  •  Broadcast  Advertising August  10,  1942  •  Page  25 



is  A
e 

VALUE  of  MANUFACTURED  PRODUCTS 

NORTH  CAROtfNA 

AVERAGE  OF 

SOUTHERN  STATES 

( MiLLiOAfS  ) 

1 

Source:   —   Census   of  Manufactures,  1939 

Sims 

«uH  5
0.00

  OJI
a«' 

N  B  C 6  SO  K
.C. 

FREE  &  PETERS.  INC.  National  Repres  entatives 
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&  Ptomotion 

Notarized  Summaries — Trade  Characters — Citrus  Vitamins 

Ash  Trays — Star  Maps 

CERTIFIED  Promotion 
 report of  KDAL,  Duluth,  Minn., 

its  125th,  was  sent  out  last 
week  by  the  station.  The 

unusual  method  of  reports  lists 
promotional  activities  on  KDAL 
programs  along  with  samples  of 
the  publicity  being  given  various 
accounts.  The  title  page  of  each 
report  is  followed  by  a  certifica- 

tion page,  complete  with  blue  rib- bons and  a  notary  public  seal  and 
signature. 

Elephant  and  Lamb 
PROCTER  &  GAMBLE  Co.,  Cin- 

cinnati, in  its  current  campaign 
for  Chipso  is  basing  copy  on  two 
new  trade  characters,  an  elephant 

Tuffy,  repi-esenting  C  h  i  p  s  o  '  s 
"husky  washing  powder,"  and  a 
lamb  Fluffy  for  Chipso's  "flake- 
soap  safety."  In  addition  to  news- 

paper promotion,  the  figures  rep- 
resenting Chipso's  qualities  appear 

in  commercials  on  Pepper  Young's Family,  five  times  weekly  serial 
heard  on  NBC  and  CBS.  Agency 
is  Pedlar  &  Ryan,  New  York. 

*  * 
Contest  Extended 

WAR  SONG  CONTEST  sponsored 
jointly  by  WOR,  New  York,  and 
Warner  Brothers  in  a  promotional 
tie-in  for  the  film  "Yankee  Doodle 
Dandee,"  [Broadcasting,  July  6] 
has  been  extended  thru  mid-Au- 

gust, due  to  the  continued  influx  of 
entries.  Since  the  contest  began, 

247  songs  have  been  received  from' 56  cities  and  communities  from  as 
far  away  as  Seattle. 

*  ❖  * 
Persian  Limes 

WARM  weather  gesture  of 
WQAM,  Miami,  Fla.,  is  the  dis- 

tribution of  cartons  of  large  Per- 
sian limes  to  agency  executives.  In 

an  accompanying  letter  terming 
the  limes  as  "Vitamin  PL,"  Nor- 

man MacKay  states  that  the  vita- 
mins in  iced  tea  or  mixed  drinks 

should  help  to  sustain  the  recipi- ent's morale. 

Ash  Trays 

CERAMIC  ASH  TRAY  imprinted 
with  call  letters,  frequency  and 
wattage  of  WSBA,  York,  Pa.,  is 
an  introductory  promotion  piece 
being  used  by  the  new  station. 

Street  Maps 

A  MAP  of  New  York  and  New 
Jersey  streets  bearing  names  simi- 

lar to  those  of  movie  stars  is  being 
prepared  by  Bill  Berns,  Hollywood 
news  commentator,  thru  the  help 
of  listeners  to  his  daily  show  on 
WNEW,  New  York,  The  Movie 
Camera  Turns.  A  copy  of  the  com- 

pleted map  will  go  to  each  star 
whose  name  anpears,  and  to  each 
listener  who  helped  compile  the list. 

BROCHURES 

BLUE — large  white  broadside  "Egad, 
I'm  on  the  BLUE  !"  containing  illus- 

trations and  sample  comics  to  pro- 
mote the  weekly  Major  Hoople  series 

on.  the  network. 

KIRO,  Seattle — Six-page  brochure  on 
its  five-weekly  quarter-hour  House- ivives  Inc. 

ROCKHILL  Radio  Productions,  New 
York — Folder  describing  Sons  of  Free- 

dom series  now  on  WRC,  Washington. 

RADIO  Sales — "Nine  Ways  to  Make 
Money  .  .  ."  telling  the  story  of  local 
programs  on  eight  stations  and  a  re- gional network,  operated  by  CBS  and 
represented  by  Radio  Sales,  to  show 
advertisers  the  advantages  of  live- talent  spot  programs. 

KDKA,  Pittsburgh — Using  rationing 
for  trends  in  giving  facts  on  KDKA coverage. 

WINN,  Louisville — Folder  promoting 
BLUE  series,  This  Nation  At  War. 
It  describes  the  station's  methods  of 
increasing  the  listener  audience. 

KNX,  Los  Angeles — A  10-page  book- let that  kicks  a  few  kinks  into  the 
theory  that  "nobody  listens  in  the 
summer — they're  away  on  vacation." 
STANDARD  RADIO— Two-fold  mail 
piece  titled  "How  to  Win  Audiences." 

'Steelmakers'  Scrub  Team 
WHEN  Musical  Steelmakers  is  re- 

sumed by  Wheeling  Steel  Corp.,  as  a 
regular  Sunday  series  on  BLUB  in 
the  fall,  the  show  will  have  an  auxili- ary orchestra  from  which  replacements 
will  be  drawn  to  fill  vacancies  in  the 
regular  band  created  by  the  draft  and 
enlistments.  The  reserve  band  known 
as  "The  Bush  League  Steelmakers,"  is 
made  up  of  yougsters  below  the  draft 
age,  who  are  employes,  or  members  of 
employe  families  of  the  show's  spon- sor. 

DETROirS  LEADING  INDEPENDENT  STATION 

\ 

250    WATTS . . . 24    HOURS    A  DAY 
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TEXAS  NET  GAINS  contract  with 
Burrus  Mills  for  a  series  of  15- 
minute  newscasts  featuring  Norton 
McGiffin  keyed  thru  WBAP,  Fort 
Worth.  Rowland  Broiles,  Fort 
Worth  agency  head,  signs  the  con- 

tract as  Roy  Bacus  (left  seated), 
commercial  manager  of  the  station 
looks  on.  Standing  (1  to  r)  are 
George  Cranston,  WBAP  manager, 
and  Mr.  McGiffin.  Program  will  be 
heard  at  12:15  p.m.  Monday  thru 
Friday  over  WBAP,  WOAI,  San 
Antonio;  KPRC,  Houston,  and 
WFAA,  Dallas. 

TWEISTY-YEAR  CLUB 

BOOKLETS  PLAmED 

IN  CONNECTION  with  the 
Twenty  Year  Club,  H.  V.  Kalten- 
born,  NBC  news  analyst,  who  or- 

ganized the  group  for  persons  as- 
sociated with  radio  for  20  years  or 

longer,  is  planning  to  issue  a  book- 
let containing  the  names  and  biog- 

raphies of  the  47  charter  members 
of  the  club.  All  received  certificates 
of  membership  and  silver  emblems 
at  a  banquet  by  NBC  this  spring  in 
honor  of  Mr.  Kaltenborn's  20th 
year. 

Those  who  have  already  quali- 
fied for  membership  in  the  club 

are: 
Campbell  Arnoux,  WTAR,  Norfolk  ; 

A.  L.  Ashby,  NBC ;  Charles  R.  Bicker- 
ton,  KDKA,  Pittsburgh ;  Quiney  A. 
Brackett,  WSPR,  Springfield,  Mass.; 
E.  L.  Bragdon,  NBC;  Bertha  Brain- 
ard,  NBC ;  George  M.  Burbach,  KSD, 
St.  Louis;  Phillips  Carlin,  BLUE; 
Milton  J.  Cross,  NBC  and  BLUE; 
A.  Dinsdale,  WATN,  Watertown, 
N.  T. ;  Dr.  Franklin  Dunham,  former- 

ly NBC;  Walter  C.  Evans,  Westing- 
house  Radio  Stations ;  Leo  J.  Fitzpat- 
rick,  WJB,  Detroit;  Gerald  Gray, 
NBC;  Helen  Guy,  BLUE;  Raymond 
Guy,  NBC ;  Kolin  Hager,  WGY,  Sche- 

nectady ;  George  D.  Hay,  WSM,  Nash- 
viUe;  William  S.  Hedges,  NBC;  Dr. 
Charles  Hodges,  WOR,  New  York; 
George  H.  Jaspert,  WPAT,  Paterson, 
N.  J. ;  Henry  Ladner,  NBC ;  Edward 
B.  Landon,  KDKA. 

Alfred  J.  McCosker,  MBS  ;  George 
McElrath,  NBC;  W.  T.  Meenam, 
WGY ;  Lester  F.  MUes,  BLUE ;  A.  H. 
Morton,  National  Concert  and  Artists 
Corp.;  Dwight  A.  Myer,  KDKA;  J. 
R.  Poppele,  WOR;  W.  J.  Purcell, 
WGY ;  Joe  Rines,  BLUE ;  Samuel  L. 
Ross,  NCAC;  David  Sarnoff,  RCA; 
John  G.  Slade,  Fort  Hamilton  Broad- 

casting Co.,  Hamilton,  Ohio ;  Daniel 
N.  Stair,  BLUE  ;  George  F.  E.  Story, 
WTAG,  Worcester;  Raymond  J. 
Swanecamp,  NBC ;  Monique  Thomas, 
Seattle  ;  Neal  Tomy,  WJR  ;  Norman 
Tyson,  NBC ;  C.  D.  Wagoner,  General 
Electric ;  John  H.  Winheimer,  New 
England  Tel.  &  Tel.  Co.;  Wilson  J. 
Wetherbee,  Capitol  Bcstg.  Corp. ;  Ed- 

mund Whittaker,  NBC  ;  Mark  Woods, 
BLUE. 

Petrillo :  Case  Study 
{Continued  from  page  20) 

of  Mr.  Petrillo's  policy  as  follows: 
"(1)  in  times  of  unemployment  it 
forces  employers  and  the  consum- 

ing public  to  pay  for  a  private  sys- 
tem of  unemployment  relief,  and 

(2)  in  times  of  rising  employment 
it  relieves  members  of  the  union 
from  the  competitive  necessity  of 
learning  how  to  do  a  different  kind 

of  job." 
The  department  might  have  gone 

farther,  and  pointed  out  that  it 
reduces  the  income  of  the  ablest 
and  most  talented  musicians  (by 
preventing  them  from  making  or 
getting  the  full  use  of  recordings), 
in  the  hope  of  forcing  the  employ- 

ment of  less  talented  or  inferior 
musicians.  It  would  also  lower  the 
average  quality  as  well  as  quan- 

tity of  music  heard  by  the  Ameri- 
can public. 

In  prosecuting  Mr.  Petrillo  under 

the  Sherman  anti-trust  act,  the  De- 
partment of  Justice  starts  with  two 

strikes  agains  it.  Almost  the  whole 
previous  strength  of  the  executive, 
legislative  and  judicial  arms  of  the 
Government  has  been  on  the  side  of 
Mr.  Petrillo.  The  Supreme  Court 
has  decided  that  labor  unions  enjoy 

sweeping  immunities  from  anti- 
trust acts  and  from  the  Federal 

Anti-Racketeering  Act.  It  has  vali- 
dated previous  conspiracies  in  re- 

straint of  trade  when  committed  by 
unions.  Congress  has  lacked  the 
courage  to  change  the  law,  and  the 
Administration  has  stood  in  the 
way  even  of  such  changes  as  the 
House  wished  to  make. 

Indignation  against  Mr.  Petrillo 
will  be  stupid  or  hypocritical  unless 
it  recognizes  the  need  for  changing 
the  state  of  law  that  makes  possible 
the  kind  of  irresponsible  private 
dictatorship  that  he  represents. 
The  special  immunity  of  labor  un- 

ions from  the  anti-trust  laws  and 
the  anti-racketeering  laws  must  be 
removed.  Labor  unions  which  re- 

ceive compulsory  recognition  under 
the  Wagner  act  must  be  forced  to 
conduct  their  affairs  democratically 
and  responsibly. 
They  must  be  prohibited  from 

making  arbitrary  exclusions  from 
membership,  or  from  charging  ex- 

cessive initiation  fees  and  dues. 

They  must  have  regular  and  unin- 
timidated  elections  of  officers.  They 
must  make  their  finances  public 
and  be  subject  to  audit.  They  must 

not  be  permitted  to  force  the  "em- 
ployment" of  men,  such  as  "stand- 

by" orchestras,  who  are  not  needed 
and  who  do  not  work. 

Only  when  such  changes  have 
been  made  in  the  law  will  the  Gov- 

ernment be  able  to  restrain  union 
bosses  of  the  Petrillo  type.  If  the 
Administration  is  powerless  to  stop 
Mr.  Petrillo,  it  is  only  because  it 
has  made  itself  powerless. 

Classification 

lA 

First  call  comes  to  those  best  fitted  for  service.  Whether 

the  pursuit  be  military  or  commercial,  preference  is  the 
result  of  selective  processes. 

WOAI  —  operating  with  50,000  watts  on  a  clear  channel 
and  able  to  deliver  service  over  an  extended  area  —  is  the 
only  station  in  Central  and  South  Texas  officially  classified 
in  1  A  by  the  Federal  Communications  Commission! 

This  1  A  rating,  plus  an  unbeatable  array  of  national, 

regional  and  local  programs,  give  WOAI's  advertisers 
more  than  double  the  listeners  per  dollar  spent  over  the 
second  station  in  this  prime  market. 

50,000  WATTS 
CLEAR  CHANNEL 

AFFI  LIATE  NBC 

MEMBER  TQN 

OAI 

Represented  Nationally  by  EDWARD  PETRY  <S-  CO. 
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fi^  PROCiRAM
S 

R.LPR.ESE.MTED    or:  y 

IrES  of  German  propaganda  are exposed  in  Our  Secret  Weap- 
Jon,  CBS  weekly  series,  whose 

title  represents  truth  —  "se- cret weapon  of  all  peoples  fighting 
for  the  democratic  way  of  life." 
Nazi  propaganda  directed  at  this 
country  is  analyzed  by  the  CBS 
shortwave  listening  post,  with  Rex 
Stout,  author,  chairman  of  the 
Writers'  War  Board  and  Freedom 
House  representative,  serving  as 
"lie  detective."  Bob  Trout,  CBS 
correspondent  in  London,  reveals 
contradictory  utterances  released  to 
the  German  people.  Our  Secret 
Weapon  is  directed  by  John  Dietz 
and  produced  by  Paul  White,  CBS 
director  of  news  broadcasts. 

Home  News 
BECAUSE  OF  DIFFICULTY  in 
getting  proper  distribution  for  its 
consumer  publication,  British  Co- 

lumbia Electric  Railway  Co.  Ltd., 
Vancouver,  has  started  on  alter- 

nate days  on  CJOR  and  CKWX, 
Vancouver,  a  morning  Home  Serv- 

ice News  featuring  conservation 
of  electric  and  gas  appliances,  nu- 

trition value  in  wartime,  news 
about  women's  patriotic  organiza- 

tions, war  savings,  and  similar 
items.  Account  was  placed  by 
Gourlay  Adv.  Agency,  Vancouver. 

Bible  Readings 

TO  MEET  the  religious  needs  of  a 
war-torn  world,  MBS  on  Aug.  10 
starts  a  five-weekly  series  of  read- 

ings from  Scripture,  titled 
Bill  Hay  Reads  the  Bible.  Known 
to  radio  listeners  as  the  announc- 

er of  Amos  'n  Andy  on  CBS  for  the 
past  12  years,  Billy  Hay  started 
reading  Bible  excerpts  on  the  air  to 
carry  on  the  program  while  the 
two  comedians  took  their  first  vaca- 

tion. Originating  at  KHJ,  Los  An- 
geles, the  MBS  series  is  available 

for  local  sponsorship. 

Our  New  Citizens 
SCHENECTADY  war  workers 
born  in  various  of  the  United  Na- 

tions discuss  their  ideals  as  Ameri- 
can citizens  in  a  new  war-service 

program  Workers  of  The  United 
Nations  on  WGY,  Schenectady, 
Fridays  at  5:45  p.m.  The  first 
speaker  was  a  native  of  Poland 
and  recently  the  past  president  of 
the  Norwegian  Technical  Society 
took  part. 

Singing  in  the  Park 
WEEKLY  community  sings  in 
Seattle  Parks  are  being  sponsored 
and  broadcast  each  Sunday,  4  to 
4:.30  p.m.,  by  KIRO,  Seattle.  Co- 

operating jointly  in  the  project  are 
the  Seattle  Park  Dept.,  Musicians' 
Assn.  of  Seattle  and  neighborhood 
newspapers. 

*      *  * 

How  To  Fight 

CAR  POOLING,  salvage,  war  sav- 
ings and  any  phase  dealing  with 

the  war  effort  is  the  format  of 
Ya  Wanta  Fight? — Here's  How, 
quarter-hour  of  WSB,  Atlanta, 
conducted  by  Beth  Barnes. 

Hollywood  Bowl  Concerts 

CURRENT  Hollywood  Bowl  sym- 
phonic concerts,  through  coopera- 

tion of  Southern  California  Sym- 
phony Assn.,  and  Los  Angeles  Musi- 
cians' Protective  Assn.,  are  being 

transcribed  nightly  by  engineers 
of  CBS,  Hollywood,  for  shortwav- 
ing  to  American  expeditionary 
forces.  Recordings  are  sent  to  San 
Francisco  for  re-broadcast  to  the 
Pacific  area  and  then  flown  to  New 
York  and,  through  cooperation  of 
the  Office  of  War  Information, 
shortwaved  to  South  America.  They 
are  later  sent  by  bomber  to  Lon- don for  release  via  shortwave  to Europe. 

Hello,  Philly 

PERSONAL  MESSAGES  of  sol- 
diers at  Fort  Knox,  Ky.,  whose 

homes  are  in  the  metropolitan 
Philadelphia  area,  are  transcribed 
on  the  spot  by  WIP,  Philadelphia, 
to  provide  material  for  a  new  se- 

ries of  army  shows,  titled  Hello. 
Back  Home.  Started  Aug.  6  and 
continuing  each  week,  the  program 
brings  to  the  folks  back  home  an 
intimate  glimpse  of  Army  camp 
life  and  personal  messages. 

'■i;         -1=  ❖ 
War  Jobs 

HELP  WANTED  advertising  for 
war  plants  has  been  started  bv 
CFRB,  Toronto,  for  the  National 
Steel  Car  Co.  Ltd.,  aircraft  divi- 

sion. The  copy  lists  men  and  wom- 
en specialists  needed  and  working 

conditions  at  the  plant,  as  well  as 
address  and  phone  number  of  the 
Toronto  Aircraft  Employment  Bu- 

reau. Account  was  placed  by  Ron- 
alds Adv.  Agency  Ltd.,  Toronto. 

❖  :;: Consolidated  Facts 

FACTS  released  by  all  the  gov- 
ernment agencies  dealing  with  the 

war  eff'ort  and  present  conditions 
are  consolidated  into  the  morning 
Som.ething  To  Go  By  program  of 
KTFI,  Twin  Falls,  Ida. 

Cheers  and  Jeers 
PLAUDITS  and  gripes  alike  of 
listeners  are  read  on  weekly  Post- 

man's Whittle  of  KSAL,  Salina 
Kan.  Fans  are  invited  to  send  all 
criticism,  whether  good  or  bad. 

SELFRIDGE  SALUTE,  weekly 
militarv  show  of  WJR,  Detroit, 
emanating  from  Selfridge  Field, 
Mich.,  is  ready  to  go  on  the  air. 
Left  to  right,  are  Sgt.  Donn  Chown, 
former  WJR  announcer  and  "air 
base  reported"  on  the  show;  Larry 
Pavne,  director  of  military  pro- 

grams for  the  station  and  producer 
of  the  show,  and  Pvt.  1st  class 
Richard  Locke,  formerly  with 
Russel  M.  Seeds  Adv.,  Chicago,  co- 
producer  of  the  show.  A  large  num- 

ber of  talented  performers  have 
been  uncovered  in  production  of 
the  show. *  *  * 

Rackets 

WASHINGTON  housewives  are 
warned  of  rackets  currently  being 
worked  in  the  crowded  national 
capital,  and  advised  how  best  to  co- 

operate with  the  Office  of  Price  Ad- ministration and  other  agencies 
protecting  their  interests,  by  a  new 
series,  Better  Watch  Out,  on 
WWDC,  Washington.  Mrs.  Sally 
Muchmore  of  the  Washington  Bet- 

ter Business  Bureau  conducts  the 

program. 
*  *  * 

War  Worker  Items 
WAR  PLANT  workers  are  the  sub- 

ject of  Salute  to  Industry,  thrice- 
weekly  half-hour  program  on 
WIND,  Chicago-Gary,  as  a  regular 
feature  of  its  all-night  Nite  Watch 
broadcasts.  News  of  workers  in  a 
specific  plant  in  the  Chicago  area, 
activities  of  the  plant  not  subject 
to  censorship  and  music  chosen  by 
the  workers  in  the  plant  being  hon- 

ored make  up  each  program. 

For  Farmers'  Swaps 
A  SWAP  program.  The  Trading 
Post  of  the  Air,  has  started  by 
WJTN,  Jamestovm,  N.  Y.,  spon- 

sored weekly  by  a  local  milling 

company.  Program  is  slanted  to- 
ward farmers  and  among  trans- 

actions completed  thus  iav  was  the 
sale  of  a  farm. 

WIAC 

580  Kc.    •    5000  Watts 

"First  on  all  Puerto  Rico  Dials" 

Box  4504 

San  Juan,  P.  R. 
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It  Happened 

TEN  YEARS  AGO  THIS  MONTH 
From  the  1932  files  of  Broadcasting 

A  TENTATIVE  budget  of  $300,000— 
two-thirds  to  be  allocated  for  net- 

work broadcasting  and  one-third  for 
the  purchase  of  spot  time  over  inde- 

pendent stations — has  been  set  aside 
by  the  Republicans  for  the  radio 
phases  of  the  1932  national  Presiden- tial campaign.  Democrats  have  not  yet 
fixed  their  radio  budget,  but  pre- 

liminary to  laying  radio  plans  have 
appointed  Herbert  L.  Pettey,  a  native 
of  Kansas  City,  who  has  been  with  the 
RCA  Victor  Co.  in  its  photophone 
division  for  the  last  three  years,  as 
their  radio  director. 

• 
LEFT  WITH  no  alternative,  the 
broadcasting  industry  has  accepted 
"under  protest"  the  percentage  formula 
of  ASCAP,  fixing  the  payment  of 
royalties  for  the  right  to  perform  the 
copyrighted  music  it  controls.  Drastic 
revisions  upward  of  the  present  scale 
become  effective  Sept.  1  for  all  stations 
with  more  than  500  watts  power  and 
Oct.  1  for  all  others. 

• 
PREDICTION  that  international 
broadcasting  would  become  a  regular 
commercial  service  shortly,  was  made 
by  RCA  Communications  Inc.,  with 
the  announcement  that  it  had  com- 

pleted setting  up  facilities  for  handling 
programs  between  the  United  States 
and  countries  in  the  four  corners  of  the 
globe. 

• 
PINCHED  BY  the  economy  wave. 
President  Hoover  has  appointed  a 
small  delegation  to  represent  the 
United  States  at  the  International 
Radio  Conference  at  Madrid  Sept.  3, 
at  which  the  battle  for  opening  up  the 
long  waves  for  broadcasting  wiU  be 
fought.  Acting  Chairman  E.  O.  Sykes 
of  the  Radio  Commission  was  named 
chairman  of  the  delegation.  Dr.  C.  B. 
Jolliffe,  Commission  chief  engineer 
Walter  Lichtenstein,  executive  secre- 

tary of  the  First  National  Bank  of 
Chicago,  and  Dr.  Irvin  Stewart,  radio 
expert  of  the  State  Department,  were 
iippointed  delegates. 

• 
RCA  VICTOR  Co.,  has  announced 
production  of  the  "velocity  micro- 

phone", a  radical  new  pick-up  system 
which  discards  diaphragm  and  pos- 

sesses marked  directional  and  fidelity 
characteristics. 

• 
KSL,  Salt  Lake  City,  on  Sept.  1  will 
relinquish  its  NBC  affiliation  to  .ioin 
the  CBS  network,  it  is  announced  by 
CBS  President  Paley.  S.  S.  Fox  and 
Philip  G.  Lasky,  owner  and  manager, 
respectively,  of  KDYL,  were  in  San 
Fr;.i;  Cisco  in  mid-August  to  arrange for  the  shift  of  that  station  from 
CBS  to  NBC. 

• 
IDENTICAL  applications  of  four 
regional  stations  on  940  kc.  for  hori- 

zontal increases  in  power  from  1,000 
to  5,000  watts,  were  denied  Aug.  12  by 
the  Radio  Commission,  Commissioner 
Lafount  dissenting.  The  stations  are 
WCSH,  Portland,  Me.;  KOIN,  Port- 

land, Ore. ;  WDAT,  Fargo,  N.  D.,  and 
WFIW,  Hopkinsville,  Ky. 

• 
THE  NUMISMATIC  Co.,  Fort 
Worth,  plans  to  use  radio  along  with 
other  media  in  a  campaign  to  stimu- 

late interest  in  coin  collections. 
Guenther-Bradford  &  Co.,  Chicago hjrdles  the  account. 

• 
LAWRENCE  W.  LOWMAN,  CBS 
vice-president,  was  married  Aug.  20 
to  Mrs.  Kathleen  Vanderbilt  Cushhi^. 
daughter  of  the  late  Reginald  C. 
Vanderbilt  and  divorced  wife  of  Harry 
C.  Cushing,  New  York  broker.  On  tlic 
.same  day  they  sailed  for  Europe  on  the 
lie  de  France  on  their  honeymoon. 

HAROLD  JACKSON,  NBC  engineer, 
and  Edna  Cunningham,  of  the  Chi- 
cagoettes  radio  team,  have  announced 
their  marriage. 

• 
WILLARD  EGOLF,  formerly  with 
the  Rogers-Gano  Agency,  Tulsa,  has 
been  named  commercial  manager  of 
KVOO,  Tulsa. 

• 

HOWARD  C.  LUTTGENS,  NBC  Chi- 
cago division  engineer,  this  month  was 

host  to  Tetsuro  Yoshido  of  the 
Japanese  Department  of  Communica- 

tions and  Yoshikiko  Tokata,  chief  en- 
gineer for  the  Broadcasting  Corp.  of 

Japan. • 

LLOYD  E.  YODER,  NBC  press  rela- 
tions manager  in  San  Francisco,  and 

onetime  Carnegie  Tech  AU-American 
football  star,  has  been  elected  secre- 

tary of  the  Pacific  Coast  Association 
of  Football  Officials. 

THE  ENGAGEMENT  of  Stanley  E. 
Hubbard,  manager  of  KSTP,  St.  Paul, 
and  Miss  Didrikke  Stub,  daughter  of 
the  Rev.  H.  G.  Stub,  of  the  Central 
Lutheran  Church,  Minneapolis,  was 
announced  by  Miss  Stub's  father  Aug. 14.  The  wedding  will  take  place  Sept. 15. 

• 
KOLIN  HAGBR  and  David  Buttolph, 
manager  and  musical  director  respec- 

tively of  WGY,  Schenectady,  have  col- laborated in  the  composition  of 
"Theme  Song  Blues",  a  comedy  presen- tation of  radio  theme  songs  familiar  to 
all  listeners. • 
CALL  letters  of  KFJF,  Oklahoma 
City,  have  been  changed  to  KOMA,  by 
authority  of  the  Federal  Radio  Com- mission. 

WNEW  Band  Poll 
THE  13th  Semi-Anniial  Orchestra 
Popularitv  Poll  conducted  by  iMartin 
Block,  m.c.  of  WNEW,  New  York, 
drew  289,027  votes — the  largest  num- 

ber to  be  cast  in  the  seven-year  history 
of  the  contest.  Winner  of  the  poll,  con- 

ducted on  'Malce-Believe  Ballroom, Block's  recorded  music  show,  was 
Harry  James,  followed  by  Glenn  Mil- 

ler, Tommy  Dorsey,  .Timmy  Dorsey  and others. 

Bond  Plugs  In  German 
In  New  York  Criticized 
GERMAN  language  broadcasts 
from  New  York  City  stations  are 
interfering  with  War  Bond  sales 
and  similar  projects,  and  giving 

comfort  to  "The  Nazi  Enemy",  ac- cording to  an  organization  called 
"Loyal  Americans  of  German  De- 

scent", in  a  letter  to  FCC  Chair- man Fly. 

The  group,  headed  by  Dr.  George 
N.  Shuster,  president  of  Hunter 
College,  claims  that  these  German 
language  broadcasts  follow  War 
Bond  plugs  with  suggestions  that 
money  might  be  more  wisely  spent 
on  furniture  and  jewelry,  or  with 
German  tunes,  the  text  of  which 
advise  the  German  listener  to  Take It  Easy. 

AV ALTER  WHITE  Jr..  whose  weekly 
social  service  series.  Nobody's  Chil- dren, is  now  in  its  fourth  year  on 
MBS.  takes  the  part  of  an  American 
farmer  in  "This  Precious  Freedom," radio  play  by  Arch  Oboler,  playwright, 
now  being  adapted  into  a  movie  by 
General  Motors  Co.,  Detroit. 

IN  ONE  WEEK 

{July  20-26th),  WGN  pre- sented six  of  the  outstanding 

sports  figures  in  America: 

CONNIE  MACK 

Manager  of  the  Philadelphia 
Athletics 

TED  WILLIAMS 

Batting  Champ  of  the  Amer- ican League 

EDDIE  ARCARO 

America's  No.  I  Jockey 

BYRON  NELSON 

Winner  of  Tom  o'  Shonter 

Open 
MARVIN  (BUD)  WARD 

Accepted  Amateur  Cham- 

pion, 1942 
PAT  ABBOTT 
Western  Amateur  Golf Champ 

THIS  IS  ANOTHER  REASON  WHY  RADIO  LISTEN- 

ERS IN  CHICAGO  AND  THRUOUT  THE  MIDDLE 

WEST  TURN  FIRST  TO  WGN. 

A  Clear  Channel  Station 

50,000  Watts 

MUTUAL 

720  Kilocycles 

BROADCASTING  SYSTEM 

EASTERN  SALES  OFFICE:  220  E,  42nd  Street,  New  York,  N.  Y,        PAUL  H.  RAYMER  CO.,  Los  Artgeles,  Cal.,  San  Francisco,  Cal. 
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Radio's  War  Aims 
RADIO'S  OWN  war  aims  can  be  stated  quite 
simply : 

1.  To  exert  every  human  effort  and  every 
physical  facility  toward  victory  over  the  com- 

mon enemy. 
2.  To  maintain  and  heighten  the  morale  of 

both  our  fighting  forces  and  the  home  front — 
to  keep  'em  smiling,  even  laughing,  while  yet 
impressing  upon  them  the  grim  purposes  and 
the  vital  realities  of  this  war. 

3.  To  operate  plant,  maintain  personnel  and 
conduct  business  in  the  best  interests  of  coun- 

try, of  audience  and  of  the  American  broad- 
casting system's  social  and  economic  integrity. 

Today,  nothing  else  matters. 

Time  For  a  Showdo\m 

SO  CAESAR  decides  to  call  out  his  legions? 
So  what? 

Suppose  the  estimable  James  Caesar  Pe- 
trillo  did  call  a  strike  against  the  networks 
if  they  persisted  in  piping  music  to  affiliates 
unable  to  come  to  agreements  with  particular 
AFM  locals.  Suppose  then  the  networks  told 
Petrillo  to  go  to.  Suppose  they  used  non-card- 
holding  bandsmen,  amateur  orchestras  and  in- 

strumentalists— and  even  phonograph  records 
and  transcriptions.  What  then? 

It  is  our  guess  that — the  temper  of  the  pub- 
lic being  what  it  is,  not  to  mention  that  of  the 

Government  officials  concerned,  the  radio  in- 
dustry and  the  press,  all  aroused  over  Pe- 

trillo's  latest  rampage — it  would  be  only  a 
matter  of  a  short  time  before  AFM  would 
suffer  the  fate  of  ASCAP.  In  fact,  there  are 

some  who  believe  that  radio's  cards  are  now 
better  stacked  against  Petrillo's  one-man  show 
than  they  were  against  ASCAP  a  few  years 
ago.  His  life-and-death  grip  over  the  broad- 

casting industry,  his  "made  work"  require- 
ments, his  percentage-of-gross  demands  upon 

radio  finance,  his  insistence  upon  the  right  to 
audit  radio's  books — all  could  be  broken  at  one 
fell  swoop. 

For  it  is  a  well-known  fact  that  many  of  his 
own  membership  don't  like  his  dictatorial 
methods,  let  alone  the  "constitutional"  setup 
of  AFM  which  makes  him  its  supreme  arbiter 
subject  only  to  his  own  will  or  whim.  And  it  is 
an  even  more  obvious  fact  that  the  public, 
which  we  believe  has  been  better  informed  by 
an  outraged  press  on  the  current  situation  than 

by  radio  itself,  is  entirely  on  radio's  side. 
His  argument,  for  example,  for  pulling  the 

plug  on  Dr.  Maddy's  Interlochen  Camp  broad- 
cast, as  employing  "paying"  amateurs,  is  but 

a  sample  of  the  vapidity  and  futility  of  his 
case.  Not  only  the  parents  of  the  kids  but  the 
whole  country  recognizes  it  clearly;  he  might 
as  well  call  a  YMCA  or  a  Boy  Scout  camp 

"professional"  or  a  displacement  of  profes- 
sionals, as  indeed  he  once  did  when  Boy  Scout 

buglers  were  prohibited  from  playing  a  fan- 
fare at  a  Chinese  relief  affair  in  Chicago. 

The  time  has  come  for  a  showdown  with 
Petrillo — on  a  second  front,  if  you  please,  in 
which  salient  sectors  are  the  present  Dept. 
of  Justice  proceeding,  the  indignation  of  public 
and  press,  the  wholehearted  support  of  key 
Government  officials  like  FCC-BWC  Chairman 
James  Lawrence  Fly,  OWI  Director  Elmer 
Davis,  Assistant  Attorney  General  Thurman 
Arnold. 

It  is  inconceivable  that  AFL  leaders  are 

really  sympathetic  with  these  latest  and  most 
untimely  of  Petrillo's  onslaughts  which,  if 
nothing  else,  are  certainly  out  of  harmony 

with  today's  wartime  mood  of  the  American 

people. Even  radio's  advertisers,  we  think,  would 
stand  by  the  industry  in  such  a  fight,  using 

Theme  Song  .  .  . 

FROM  THE  INSIDE  LOOKING  OUT 

By    Billy    L.  Bennett WKBZ,  Muskegon,  Mich. 

MR.  LITTELL'S  article  in  Reader's  Digest 
on  radio  advertising  contained  considerable 
truth;  but  one  would  hardly  expect  to  accept 
his  statements  wholeheartedly — based,  as  they 
are,  on  his  own  convictions  and  on  what  a 
scant  100  nameless  people  seem  to  think.  It 
must  be  pointed  out,  too,  that,  in  any  quiz 
— official  or  private,  nationwide  or  limited  to 
a  narrow  group — the  way  a  question  is  put 
makes  a  world  of  difference  in  the  way  it  is 
answered. 

Aside  from  the  fact  that  Reader's  Digest 
gave  the  results  of  that  indefinite  survey  far 

{Continued  on  page  4-2) 

discs  and  what  non-affiliated  and  dissident 
musical  talent  that  can  be  made  avilable. 
There  are  plenty  of  musicians  who  would 
desert  Petrillo  at  the  first  instant,  many  more 
if  they  saw  that  radio  really  meant  to  fight 

it  through.  And  the  networks'  self-imposed 
prohibition  against  recordings  and  transcrip- 

tions, under  the  circumstance,  could  readily  be 
set  aside  for  the  duration  of  this  music  war. 

It  takes  guts,  but  so  do  a  lot  of  more  im- 
portant things  in  today's  embattled  world. 

Talburt  in  Scripps  Howard  Newspapers 

Gone  Too  Far! 

IT'S  ABOUT  time  broadcasters  take  seriously 
some  of  the  cracks  that  are  poked  at  them  in 
fun — fun  with  a  motive. 

Overworked,  perhaps  deliberately,  are  the 
jibes  about  the  announcer  who  allegedly  tips 

off  the  platter  with  "And  now  here  is  Kay 
Kyser  about  to  drop  his  baton  as  he  smilingly 
gets  his  handsome  crew  of  saxophoners  on  edge 

for  his  rendition  of  Jingle  Jangles." 
Typical  of  the  stuff  fed  to  the  public  by 

some  periodicals  is  a  cartoon  in  a  recent  Satur- 
day Evening  Post,  showing  a  frantic  announcer 

rushing  toward  a  turntable.  The  caption  says, 
" — and  now  Bing  Crosby  is  coming  into  the 
studio — coming  into  the  studio — coming  into 

the  studio — coming  into  the  studio — ". 
Anti-radio  jibes  have  been  going  on  since 

the  beginning  of  broadcasting.  Unquestionably 
those  early  days  were  marked  by  frequent 

stretching  of  the  truth.  But  few  serious  ob- 
servers would  assert  today  that  broadcast  sta- 

tions deliberately  try  to  mislead  the  audience 
into  believing  that  a  big-name  act  is  actually 
in  the  studio  when  the  rendition  comes  from  a 

platter. The  harrassed  announcer,  trying  to  brighten 
his  program  of  recordings,  may  add  personal 
touches  about  the  performers.  And  he  may 
overdo  it  a  bit.  But  nobody  will  make  the 
direct  charge  that  broadcast  stations  fail  to 
announce  frequently  and  clearly  that  record- 

ings are  recordings,  as  required  by  regula- 
tions. After  all,  the  FCC  rules  are  quite  clear 

on  the  subject  and  stations  realize  that  any 
transgressions  would  quickly  reach  the  stern 
hand  of  that  regulatory  body.  There  have  been 
no  penalties  and  no  citations  by  the  authorities 
on  that  score  for  years. 

While  the  industry  is  showing  aggressiveness 
in  the  anti-Petrillo  fight,  it  might  exert  a 
modicum  of  its  energies  to  a  campaign  to 
squelch  propaganda  campaigns  aginst  radio. 

Page  32  •  August  10,  1942 BROADCASTING  •  Broadcast  Advertising 



IRWIN  ALOIS  OLIAN 

ON  THE  14th  floor  of  the  Am
- 

bassador Building  in  St. 
Louis,  are  spacious  offices 
of  the  Olian  Advertising 

Company  which  had  their  origin  in 
a  hobby.  Early  in  life,  Irwin  A. 
Olian  developed  the  habit  of  analy- 

tical reading — and  has  made  it  pay 
dividends. 

That's  the  secret  of  his  subse- 
quent success — analysis.  Through 

formative  years  which  took  him  to 
the  U  of  Michigan  in  1923,  Olian 
experimented  with  words,  senten- 

ces, paragraphs,  pages  and  dur- 
ing his  college  career  developed 

the  hobby  which  persists  to  this 
day:  classifying  ideas  as  he  reads 
them;  making  his  mind  an  idea  and 
phrase  index. 

This  fondness  for  words  and  their 
uses  led  him  to  the  School  of  Jour- 

nalism in  Ann  Arbor.  Then  20,  he 
had  decided  upon  a  career  in  either 
this  field  or  advertising.  As  it 
turned  out,  he  has  enjoyed  success 
in  both. 

Now,  this  accent  on  study  smacks 
of  the  bookworm.  Quite  on  the  con- 

trary, Irwin  Olian  found  plenty  of 
time  to  be  a  "regular" — won  the 
captaincy  of  the  University  tennis 
team,  a  row  of  cups,  assorted  block 
letters  and  other  coveted  campus 
honors. 

Born  in  St.  Louis  Dec.  19,  1906, 
he  attended  schools  there  and  re- 

ceived his  degree  from  Michigan  in 
1927.  Upon  graduation,  he  received 
an  offer  from  Ldberty  magazine. 
This  post  engaged  his  attention  for 
the  next  four  years.  Then  convales- 

cence from  an  operation  in  St. 
Louis  brought  about  a  decision  to 
remain  in  that  city.  He  became  as- 

sistant manager  of  promotional  ad- 
vertising for  Famous-Barr,  one  of 

the  city's  great  department  stores, 
for  three  more  resultful  years.  Next 
his  name  was  found  on  the  sta- 

tionery of  the  Gardner  Advertising 
Co.  for  another  three-year  period. 
The  next  upward  rung  in  the  lad- 

der was  a  return  engagement  in 
1939  with  Famous-Barr — this  time 

as  boss  of  institutional  advertising. 
Irwin  Olian's  story,  as  you  have 

noticed,  has  as  its  main  theme  con- 
centration upon  words  and  thoughts 

and  their  useful  classification.  And 

what  is  his  pet  topic?  "Genius  in 
advertising".  He  delights  in  de- 

bunking it! 
"Advertising  ideas  are  made,  not 

born,"  he  declares.  "No  need  for 
rumpled  hair,  hangover,  and  wait- 

ing for  the  lightning  to  strike.  Ad- 
vertising ideas  can  be  manufac- 

tured. Yes,  I  said  'manufactured' 
by  cold  analytical  processes."  Let 
his  company's  accounts  bear  out 
this  observation — National  Waste 
Paper  Conservation  Campaign,  Co- 

lumbia Brewing  Co.  (Alpen  Bran 
Beer),  General  Grocer  Co.  (Ameri- 

can Lady  and  Topmost  foods),  Al- 
ton Box  Board  Co.,  Edison  Bros. 

Shoe  Co.,  Dixcel  Gasoline,  Glen 
Echo  Wine,  Union-May-Stern. 

Get  bachelor  Irwin  Olian  talk- 
ing about  effective  use  of  abbrevia- 

tions in  a  publicity  campaign;  get 
him  discussing  the  transition  of 
visual  advertising  to  broadcast 
technique.  He'll  talk  straight  from 
the  shoulder!  And  get  him  seated 
at  the  Steinway — he  knows  how  to 
mix  those  88  notes  just  as  he  does 
those  scores  of  classified  ideas 
which  serve  his  clients  so  well. 

Howard  P.  Dimon 
HOWARD  P.  DIMON,  for  15  years 
theatrical  and  radio  editor  of  the  At- 

lantic Citn/  Press  Union,  died  suddenly 
of  a  heart  attack  while  enroute  to 
a  Boardwalk  theatre  last  Tuesday.  Mr. 
Dimon  was  65,  and  previously  had 
been  a  clerk  at  Traymore  Hotel  for  .5 
years,  ran  the  Old  Colony  Club  for  10 
years,  and  owned  a  Boardwalk  book- 

shop for  five. 

KBON  Names  Executives 

PAUL  R.  FRY  has  been  named  busi- 
ness manager  of  KBON,  Omaha. 

Marie  Maher  will  be  station  direc- 
tor. Mr.  Fry,  former  promotion  man- 

ager, formerly  was  with  KOWH, 
Omaha  and  the  Omaha  World-Herald 
in  sales  and  promotional  work.  Mrs. 
Maher  has  been  in  radio  and  news- 

paper work  for  the  past  ten  years. 

NOTES 

ALLEN  J.  DeGASTRO,  sales  man- 
ager of  the  CBS  Latin  American  net- 

work, has  resigned,  the  reason  given 
by  the  network  being  that  the  sale  of 
time  to  advertisers  wishing  to  promote 
their  products  in  the  Latin  American 
markets  has  been  "suspended  for 
policy  reasons  and  indefinitely  post- 

poned". The  Latin  American  network 
will  continue  to  operate  on  a  noncom- 

mercial basis,  CBS  stated. 

ADRIEL  FRIED,  formerly  sales  pro- 
motion manager  of  KROW,  Oakland, 

Cal.,  has  been  appointed  general  man- 
ager of  KLX,  that  city,  owned  by  the 

Oakland  Tribune.  Charles  Lloyd,  pro- 
gram director,  has  been  acting  man- ager since  Preston  Allen  was  called  to 

active  service  as  lieutenant-commander 
in  the  Naval  Reserve  last  year.  As  an- 

nouncer, producer  and  account  execu- 
tive, Fried  has  been  associated  with 

various  California  stations,  including 
KYOS  KSAN  KDON.  Before  enter- 

ing radio  he  was  account  executive  of 
San  Francisco  advertising  agencies 
and  for  a  time  wrote  for  national  pub- lications. 
CLIFF  RAMSDELL,  associate  editor 
of  Tide,  has  taken  over  radio  news, 
previously  handled  by  Reginald  Clough, 
now  editor-in-chief. 
LOREN  STONE,  assistant  manager 
of  KIRO,  Seattle,  has  assumed  the 
additional  duties  of  commercial  man- 

ager, replacing  J.  A.  Morton,  who 
left  to  do  national  sales  work  at 
CBS-KNX,  Los  Angeles. 
WALTER  G.  TOLLESON,  account 
executive  of  the  NBC-KPO,  San  Fran- 

cisco, has  joined  the  A.  E.  Nelson  ad- 
vertising firm  in  that  city. 

W.  (DOC)  LINDSEY  has  left 
C.JKL,  Kirkland,  Ont.,  to  become 
manager  of  CKWS,  Kingston,  Ont., 
the  Northern  Broadcasting  Company's new  station. 

.JOHN  MARTIN,  advertising  man- 
ager of  Massey-Harris  Co.,  Toronto 

(farm  implements),  has  been  ap- 
pointed coordinator  of  all  government 

advertising.  He  will  be  located  at 
Ottawa  as  executive  secretary  of  the 
Interdepartmental  Publicity  Com- mittee. 

MARK  CRANDALL,  on  leave  from 
sales  staff  of  KFEL,  Denver,  for  the 
duration,  is  chief  of  the  OWI  Den- ver office. 

DOROTHY  BROWN,  of  the  Chicago 
office  of  Howard  H.  Wilson  &  Co., 
station  representatives,  on  July  20 
married  John  Murphy  of  Chicago. 
BILL  SCHROEDER,  sales  manager 
of  WCAE,  Pittsburgh,  has  made  his 
first  solo  plane  flight. 
READ  H.  WIGHT,  for  the  past  eight 
years  manager  of  the  Chicago  ofiices 
of  World  Broadcasting  System,  has 
been  elected  vice-president  and  mem- ber of  the  board  of  WBS. 

AL  LEARY,  manager  of  CKCL,  To- 
ronto, has  been  promoted  to  captain 

in  the  Royal  Canadian  Army  Signal 
Corps,  Reserve  Force. 
C.  WILLIAM  CLBWORTH,  former 
vice-president  of  Electrical  Publica- 

tions Inc.,  and  previously  assistant 
manager  of  McGraw-Hill  electrical  and 
radio  publications,  has  joined  Sutton 
Publishing  Co.  as  district  manager  in 
New  York  and  New  England  for 
Electrical  Equipment. 
KEN  GIVEN,  formerly  with  WTAR, 
Norfolk.  Va.,  has  been  named  presi- dent and  general  manager  of  WLBJ, 
Bowling  Green,  Ky.,  in  a  reorgani- zation effected  Aug.  1.  Jake  Causey, 
recently  with  WBIG,  Greensboro, 
N.  C,  has  been  named  advertising 
and  sales  manager. 

Mr.  Baker 

SHOVSE  REALIG^S 

DIVISIONS  AT  WLW 

CREATION  of  a  new  public  rela- 
tions division  at  WLW,  Cincinnati, 

combining  the  power  of  three  de- 
partments, was  announced  last 

week  by  James  D. 
Shouse,  vice-pres- ident of  Crosley 
Corp.  in  charge  of broadcasting. 
Chief  of  the 

new  division  is 
Roger  Baker, 
baseball  announc- er of  WSAI  and 

WLW,  and  form- er tobacco  trade 
extension  repre- sentative. In  the  new  division  will 
be  the  publicity  department,  headed 
by  Bill  Barlow;  the  special  events 
department,  under  Jim  Cassidy; 
and  the  talent  booking  department, 
directed  by  Bill  McCluskey. 

By  the  new  arrangement,  activi- 
ties of  these  departments  will  be 

coordinated  in  one  division,  acting 
as  a  master  unit  in  matters  and 
entertainment  in  which  the  public 
is  contacted  directly. 
Announcing  the  change,  Mr. 

Shouse  said  "I  believe  that,  bear- 
ing in  mind  the  particular  abilities 

of  the  men  involved  in  this  reas- 
signment, we  can  expect  to  materi- 

ally strengthen  the  public  relations. 
It  is  an  important  part  of  radio, 
and  I  do  not  believe  that  any  sta- 

tion in  the  country — not  even  ex- 
cepting the  networks — can  show 

as  strong  an  alignment  of  abilities 
in  this  field  as  can  be  found  in  this 

group. 
Patrick  to  Navy 

DUKE  M.  PATRICK,  partner  in 
the  Washington  law  firm  of  Hogan 
&  Hartson  handling  radio  cases,  on 
Aug.  1  reported 
for  duty  in  the 

Navy  Department as  a  lieutenant 
commander.  He 
was  assigned  to 

Naval  Communi- 
cations. Mr.  Pat- rick was  former 

general  counsel  of the  old  Radio 
Commission.  Karl 
A.    Smith  will 
handle  the  firm's  radio  matters. 

Mr.  Patrick 

Walter  D.  Humphrey 

WALTER  D.  HUMPHREY,  66,  a 
principal  attorney  of  the  FCC,  died 
Aug.  1  in  Tulsa,  Okla.,  after  a 
lingering  illness.  A  pioneer  Okla- 

homa lawyer,  Mr.  Humphrey  was 
a  member  of  the  Oklahoma  Corpo- 

ration Commission  for  eight  years, 
was  one  of  the  organizers  of  the 
Oklahoma  Tax  Commission,  and  a 
member  of  the  1907  Oklahoma 
Constitutional  Convention.  He  had 
been  with  the  FCC  since  Feb.  25, 
1935.  Surviving  are  his  widow,  two 
daughters  in  Tulsa  and  a  sister. 

Charles  W.  CorkhiU 

CHARLES  WILLIAM  CORK- 
HILL,  58,  former  manager  of 
KSCJ,  Sioux  City,  la.,  died  July 
25  of  a  heart  attack.  Formerly  in 
the  organ  and  piano  business,  Mr. 
Corkhill  managed  KSCJ  until  two 
vears  ago  when  he  formed  a  radio 
advertising  firm  under  his  name. 
In  addition  to  his  widow  he  is  sur- 

vived by  four  sons  and  three 
daughters. 

BROADCASTING  •  Broadcast  Advertising August  10,  1942  •  Page  33 



XORMAN  I'AGE,  aunouucer  of 
WEBC.  Diiluth,  has  joined  the  Navy. 
Katherine  Cooke,  continuity  staif,  has 
resigned  to  join  the  advertising  office 
of  a  Twin  City  wholesale  grocery 
firm.  Eleanor  Barne.v.  a  recent  gradu- ate of  tlie  TJ  of  Minnesota  has  been 
appointed  promotion  dii'ector  to  suc- 

ceed John  W.  Miller,  resigned. 
JEAN  LAFOREST  aud  Armande 
Lobruu  of  CKCH,  Hull,  Que.,  were 
married  recently. 

Commission  for  Ray 

WILLIAM  T.  RAY,  young 
Negro  businessman  of  Cleve- 

land, and  former  narrator  on 
the  Sunday  morning  Negro 
Business  Hour  on  WHK, 
Cleveland,  is  shortly  to  be 
commissioned  a  second  lieu- 

tenant in  the  Army's  Chem- ical Warfare  Service.  Mr.  Ray 
won  three  scholarships  as  an 
undergraduate  at  Oberlin  Col- 

lege and,  while  a  narrator 
for  WHK,  was  sales  manager 
for  a  furniture  and  appliance 
business  in  Cleveland. 

FOR  BRAND  NEW 

C.  G.  RENIER,  program  manager 
of  KMOX,  St.  Louis,  and  Robert 
Louis  Shayon,  producer-director  of 
MBS,  have  joined  CBS  as  producer- 
directors  under  the  direction  of  Doug- 

las Coulter,  CBS  assistant  director 
of  broadcasts. 
PAUL  FOGARTY,  producer  and 
writer  of  WGN,  Chicago,  and  author 
of  the  newspaper  comic  strip 
"Draftie",  on  Aug.  1  married  Eliza- beth Saclcley  Davis  of  Chicago. 

NEVA  PATTERSON,  formerly  sing- 
er of  Cee  Davidson's  orchestra,  has 

joined  WBBM,  Chicago  as  regular 
vocalist  on  Yictory  Matinee,  weekday 
hour  and  a  quarter  variety  program. 
WARREN  GERARD,  formerly  of 
WLEU,  Erie,  Pa.,  has  joined  the  an- 

nouncing staff  of  WCAE,  Pittsburgh. 

BETTY  BAKER  has  joined  the  pro- 
gram staff  of  WCAE,  Pittsburgh,  re- 

placing Kay  Conners  who  is  marrying 
Phil  Davis,  continuity  chief  of  WCAE. 
FRED  OHL,  program  director  of 
KWKH,  Shreveport,  La.,  is  the  father 
of  twins,  born  last  month. 
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FRANK  ENDERSBE,  sports  an- nouncer of  KYSM,  Mankato,  Minn., 
has  joined  the  armed  forces,  being 
replaced  by  Bob  Redeen. 
HARLAND  TUCKER,  former  stage, 
screen  and  network  actor,  has  joined 
KGW-KEX,  Portland,  Ore. 
TOMMY  BUILTA,  formerly  an- 

nouncer on  CBS  Scattergood  Baines 
has  joined  the  announcing  staff  of 
W67C,  FM  adjunct  of  WBBM,  Chi- cago. 

RODERICK  G.  O'CONNOR,  form- erly announcer  of  WJJD,  Chicago, 
has  joined  the  announcing  staff  of 
WGN,  Chicago. 
RAY  McGUIRE,  announcer,  formerly 
of  WNOE,  New  Orleans,  has  joined 
KSFO,  San  Francisco. 
HENRY  LUNDQUIST,  formerly  in 
charge  of  deliense  programs  of  WEEI, 
Boston  is  now  with  Navy  public  rela- tions in  Boston  as  lieutenant  (j.g.). 
EVERETT  HOWARD  and  Morton 
Cohn.  announcers  of  WCHS,  Charles- 

ton, W.  Va.,  have  been  inducted  into 
the  Army  and  are  stationed  at  Ft. Knox,  Ky. 

BRANDON  SHAFER  has  been  ap- 
pointed news  editor  of  WLOL.  Minne- 
apolis, succeeding  Benedict  Hardman 

who  resigned  due  to  illness. 
TOM  LITTLE,  formerly  business 
manager  of  the  Macon  Peaches  base- ball team,  is  a  new  announcer  at 
WBML,  Macon. 
EDDIE  ALBRIGHT,  Hollywood 
commentator,  has  been  appointed  a 
civilian  defense  counsellor  and  during 
his  five-weekly  quarter-hour  program 
on  KHJ,  that  city,  gives  information 
supplied  by  the  Civilian  Defense 
Council. 
ED  HELWICK,  Hollywood  writer  of 
J.  Walter  Thompson  Co.,  on  the  NBC 
Kraft  Music  Hall,  has  been  inducted into  the  Army. 

WALLY  REEF,  former  night  editor, 
is  now  news  manager  of  KFEL, 
Denver,  replacing  Bill  Walsh.  Bill 
Foulis  transfers  from  announcing  to 
the  KFEL  news  room. 
J.  HOWARD  ACKLEY,  former 
traffic  manager  and  chief  announcer, 
is  now  industrial  relations  representa- 

tive of  WOWO-WGL,  Ft.  Wayne. 
DAVE  WISNER,  announcer  of 
WIBW,  Topeka,  reported  Aug.  1  at 
Ft.  Leavenworth,  Kan.,  as  a  volun- 

teer officer  candidate.  Al  Franklin, 
of  Topeka  will  replace  Wisner. 
JACK  LAURENCE,  announcer  of 
WELI,  New  Haven,  has  enlisted  in 
the  Marine  Corps. 

JACK  KINZEL,  chief  announcer  of 
KIRO,  Seattle,  has  been  called  to 
active  duty  as  an  ensign  in  the  Naval 
Reserve.  Carroll  Foster,  another  form- 

er KIRO  announcer,  recently  was 
awarded  a  senior  lieutenant  rating. 

BILL  MALONE  of  the  promotion 
department  of  WOWO-WGL,  Fort 
Wayne,  has  been  named  on  the  mer- chandising committee  of  the  Fort 
Wayne  Drug  Club. 
DON  DOUGLAS  has  left  the  an- nouncing staff  of  WTTM,  Trenton, 
N.  J.,  to  do  FM  work.  John  Leslie 
Scott,  formerly  of  WAKR,  Akron,  has 
joined  the  WTTM  announcing  staff. 
JIMMY  WILSON,  formerly  with 
WRC-WMAL,  Washington,  and  be- fore that  program  manager  of  WWL, 
New  Orleans,  has  joined  the  an- 

nouncing staff  of  WWDC,  Washing- 
ton. 
ROD  BELCHER  has  been  named 
news  editor  and  Elwood  Thompson 
has  become  an  announcer  of  KGVO, 
Missoula,  Mont.  Margaret  Leppert 
Peterson  is  women's  program  director, 
replacing  Dorothy  Burgess,  resigned. 
PAUL  LONG,  announcer  of  KWKH, 
Shreveport,  La.,  has  left  for  Arm.y  air 
training.  Jack  Pulwers,  has  joined  the 
announcing  staff. 

STAN  BROWN,  news  editor  and 
special  events  director  of  KOA,  Den- ver, entered  the  Army  last  week  in  the 
volunteer  officers'  training  corps.  He will  be  succeeded  by  Bill  Day. 
WILLIAM  A.  WILLIAMS,  formerly 
in  the  CBS  music  copyright  depart- 

ment, has  been  made  assistant  to  Jan 
Schimek,  CBS  commercial  editor  and 
director  of  the  copyright  division. 
Rupert  Graves  will  take  over  Mr. 
Williams'  duties. 
DAVID  N.  SIMMONS,  promotion 
director  of  KDYL,  Salt  Lake  City,  is 
publicity  director  of  Salt  Lake  War 
Bond  sales. 
CLIFFORD  EVANS,  columnist  of 
the  Brooklyn  Eagle,  is  conducting  a 
thrice  weekly  political  news  commen- 

tary, on  WLIB,  Brooklyn. 
SAM  ETTINGER,  news  editor  of 
WIP,  Philadelphia,  is  the  father  of 
a  son,  born  July  30. 
ROY  LaPLANTE  has  resigned  from 
the  announcing  staff  of  WFIL,  Phila- 

delphia, to  join  WOL,  Washington. 
WALLY  SHELDON,  announcer  of 
WCAU,  Philadelphia,  has  left  for  the 
Army. 

BILL  BAILEY,  announcer  of  KYW, 
Philadelphia,  leaves  to  join  the  Navy 
as  a  lieutenant  in  the  public  rela- 
tions. 
EL  JONES  has  left  CJKL,  Kirkland 
Lake,  Ont.,  to  become  a  salesman  for 
CHEX,  Peterborough,  Ont.  Alex  Gas- son  replaces  Jones. 
DUKE  McLEOD  has  been  appointed 
program  director  and  assistant  man- ager of  CJKL,  Kirkland  Lake,  Ont. 
Billie  McLeod  has  been  named  traf- fic manager. 
EMILY  TREVILIAN,  receptionist 
of  WRVA,  Richmond,  on  Aug.  24  will 
re])ort  at  Fort  Des  Moines  for  officer 
training  in  the  WAAC. 

m 
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ARCH  KEPNER,  chief  announcer, 
and  Alan  Taulbee,  announcer  of 
WQXR,  New  York,  have  been  sworn 
in  to  the  U.  S.  Navy  for  aviation 
cadet  training.  Taulbee  has  ah-eady 
left,  and  Kepner  is  awaiting  his  call 
to  active  duty.  Sergeant  William  D. 
Strauss,  former  chief  announcer,  now 
with  the  Army  at  Fort  .Jackson,  S.  C. 
has  qualified  for  an  officers'  training course  leading  to  a  commission  on  the 
Adjutant  General's  staff.  He  leaves shortly  for  Washington. 
TUiVl  MOORE,  announcer  of  WIBG, 
Glenside,  Pa.,  and  now  an  aviation 
cadet,  has  announced  his  engagement 
to  Dolores  Yvonne  Mellberg.  daugh- 

ter of  Capt.  Carl  C.  E.  Mellberg, 
chaplain  of  the  34th  Bombardier 
Group,  the  outfit  to  which  he  is  at- tached. 

JIM  MOORE,  formerly  assistant  pro- 
gram manager  of  ICSFO,  San  Fran- 
cisco, has  joined  the  Army. 

RAY  McGUIRB,  formerly  of  WNOE, 
New  Orleans,  has  joined  KSFO,  San 
Francisco,  as  announcer. 
BOB  BRYAR,  formerly  announcer  of 
WJWC,  Chicago-Gary,  has  joined  the 
announcing  staff  of  WAIT,  Chicago. 
EDDIE  THAYER  and  Pat  Ebert, 
graduates  of  Beck  School  of  Radio, 
Minneapolis,  are  new  announcers  at 
KOBH,  Rapid  City.  S.  D..  and 
WIBU,  Poynette,  Wis.,  respectively. 
WHITMEL  FORBES  LATHROP 
and  Elwood  Stutz  are  new  announc- 

ers of  WRVA,  Richmond.  Virginia 
McDonald  has  joined  the  reception 
department. 
MAURICE  GORHAM,  director  of 
North  American  transmissions  of  the 
British  Broadcasting  Corp.,  was  in Toronto  recently  as  part  of  his  tour  of 
Canadian  and  American  centers  to 
cheek  up  on  BBC  programs  heard here. 

MARTHA  ROSS  BIGGERSTAFF 
has  been  named  regular  announcer  at WNOX,  Knoxville. 
GORDON  TUELL,  music  librarian 
of  KIRO,  Seattle,  was  recently  the 
father  of  a  girl,  his  second  child. 

TED  ARNOLD,  publicity  director  of 
WSAZ.  Huntington,  W.  Va.,  recently joined  the  Army. 

ROLAND  TRENCHARD,  formerly 
director  of  promotion  of  O'Meali'a Outdoor  Adv.,  has  been  appointed  pub- 

lic relations  director  of  WAAT, 
Newark,  succeeding  Walter  Patrick 
Kelly,  now  in  the  Army. 

BRUCE  MATTHEWS,  formerly  an- 
nouncer of  WAPO  and  WOV",  has joined  the  announcing  staff  of  WPAT, 

Paterson,  N.  J.  Matthews  also  works 
a  full  shift  at  the  Wright  Aeronau- 

tical Corp. 

KEITH  GUNTHER,  assistant  man- 
ager of  WHN,  New  York,  has  re- 

ported for  active  duty  as  ensign  in 
the  Naval  Reserve. 

BOB  WALTER,  formerly  of  WWNY, 
Watertown,  N.  Y.,  has  joined  the  an- 

nouncing staff  of  WJTN,  Jamestown, N.  Y. 

ART  BOULDEN  and  Fen  Job,  an- 
nouncers of  CKCL,  Toronto,  have 

joined  the  Royal  Canadian  Air  Force. 

CAPT.  GORDON  McCLAIN,  form- 
erly announcer  and  operator  of 

CKPR,  Fort  William,  Ont.,  CKCL, 
Toronto,  and  CKTB,  St.  Catherines, 
Ont..  is  now  with  the  signal  section 
of  the  Canadian  Tank  Corps  sta- 

tioned at  Brockville,  Ont.,  as  an  in- 
structor at  the  officer's  training  camp. 

ROSS  GIBSON,  formerly  of  KUOA, 
Siloam  Springs,  Ark.,  has  enlisted  in 
the  communications  division  of  the 
Navy. 

MARGARET  SPESSARD,  program 
director  of  KWBW.  Hutchinson,  Kan., 
on  Aug.  10  will  be  married  to  Bob 
McCreery  of  KIUL,  Garden  City, Kan. 

LES  MITCHEL,  producer  of  CBS- 
Chicago,  has  succeeded  Blair  Walliser 
as  director  of  the  CBS  daytime  serial 
Helen  Trent.  Mr.  Walliser  is  now  a 
lieutenant  in  the  Coast  Guard.  His  suc- 

cessors as  producers  of  other  network 
programs  are  Lou  Jacobson  on  MBS 
Citizens  of  Tomorroio  and  NBC  Back- 

stage Wife ;  Ruth  AValliser,  his  sister, 
on  MSB  Gveat  Artists. 
MARION  STEVENS,  for  four  years 
radio  and  literary  editor  of  the  Miami 
Herald,  has  joined  the  magazine  divi- 

sion of  the  CBS  publicity  department. 
Helen  Pa.yne,  of  CBS  television,  and 
Betty  Todd  of  the  continuity  depart- 

ment of  WBT,  Charlotte,  have  joined 
the  CBS  production  dei)artment. 
IRVIN  S.  R.  CARLIN,  freelance  ra- 

dio and  short  story  writer,  has  joined 
the  continuity  department  of  WMCA, 
New  York. 
HARRY  CANFIELD.  guide  of  NBC- 
Chicago,  has  entered  the  Army.  New 
guides  are  Gerald  Ravenscroft  and 
John  Condit. 
JANE  TRENT  has  joined  WSBA, 
York.  Pa.,  as  news  announcer-opera- 

tor. He  comes  from  WCHS,  Charles- 
ton, W.  Va. 

EDMUND  DAWES  becomes  director 
of  education  of  WFIL,  Philadelphia, 
succeeding  William  C.  Galleher.  who 
goes  to  Westinghouse.  Joe  Novenson, 
WFIL  announcer,  has  joined  the  Army 
Air  Force,  stationed  at  Kelly  Field, Tex. 

JACK  STEWART,  announcer  of 
CFAC,  Calgary,  has  joined  CKCL, 
Toronto. 
A.  MIKE  VOGEL,  formerly  chairman 
of  manager's  round  table  department of  Motion  Picture  Herald  and  at  one 
time  with  Loew's  Theatres,  New  York, has  been  named  director  of  publicity 
and  special  promotion  of  AVHN,  New 
York.  He  replaces  Al  Simon,  now 
radio  director  of  the  New  York 
branch  of  the  U.  S.  Treasury  Dept. 
war  savings  staff. 
GILBERT  FIELD,  sales  promotion 
director  of  WCHS,  Charleston,  W. 
Va.,  has  enlisted  in  the  Army. 
BURLEIGH  SMITH,  formerly  an- 

nouncer of  KRBC,  Abilene.  Tex.,  has 
joined  the  announcing  staff  of  KOB, 
Albuquerque,  N.  M. 
VIVIAN  KELLY,  of  the  CBS  edu- 

cation department,  on  July  26  was 
married  to  Lt.  Marvin  Peters  in 
New  York. 
HENRY  EAST,  chief  announcer  of 
WRBL,  Columbus,  Ga.,  has  been 
transferred  as  temporary  manager  of 
WGPC,  Albany. 
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MAURY  HOLLAND,  Hollywood  pro- 
ducer of  J.  Walter  Thompson  Co., 

has  been  transferred  to  the  agency's 
>iew  York  staff,  forcing  him  to  re- 

linquish his  post  on  the  War  Dept. 
recorded  shortwaved  program.  Com- 

mand Performance.  Cal  Knhl,  pro- 
ducer of  the  weelily  NBC  Kraft  Music 

Hall,  has  taken  over  the  assignment. 
BERNICE  NEWMARK,  formerly 
advertising  manager  of  Nehring 
Brothers,  New  York  real  estate  firm, 
has  joined  the  copy  staff  of  Director 
&  Lane,  New  York,  while  Irving  R. 
Rill,  formerly  of  the  Halpern  Adv. 
Agency,  New  York,  has  joined  the 
agency  as  an  account  executive. 
JACK  PETRICK,  recently  resigned 
vice-president  of  John  Falkner  Arndt 
Co.,  Philadelphia  agency,  has  opened 
his  own  agency  in  Philadelphia  in 
the  Lincoln-Liberty  Bldg.,  with  the 
accounts  of  M.  A.  Bruder  Co.,  paints 
and  varnishes,  and  Browning-King 
Co.,  retailers  of  men's  clothing,  both of  Philadelphia. 
JOHN  COHAN,  account  executive 
of  Smith  &  Bull  Adv.,  Los  Angeles, 
has  been  appointed  publicity  director 
of  the  War  Savings  staff  of  the  photo- 

graphic committee,  Treasury  Dept. 

JANE  FORCE,  for  six  years  con- 
tinuity writer  and  producer  of  the 

Russel  M.  Seeds  Co.,  Chicago,  has 
resigned  to  join  the  production  staff 
of  WIBA,  Madison,  Wis.,  where  she 
will  be  with  her  husband  Norman  W. 
Rice,  instructor  in  the  Army  Air 
Force  training  school  at  Madison. 

THOMAS  MAGUIRE,  formerly  ra- 
dio timebuyer  of  Blackett-Sample- 

Hummert,  New  York,  on  Aug.  10 
joined  the  CBS  sales  service  staff. 

Campbell  to  Army 

C.  LAWTON  CAMPBELL,  for- 
mer vice-president  and  radio  di- 

rector of  Ruthrauff  &  Ryan,  New 
York,  has  been  commissioned  a 
major  in  the  Quartermaster  Corps 
of  the  Aimy.  Recently  appointed 
director  of  the  agency's  radio  de- 

partment is  Donald  M.  Stauffer, 
formerly  of  the  A.  &  S.  Lyons 
talent  agency. 

JOHN  W.  POWER,  previously  ac- count executive  of  Sherman  K.  Ellis 
&  Co.,  New  York,  has  been  appointed 
director  of  research,  replacing  John 
Waite,  now  economist  with  the  food 
division  of  OPA  in  Washington. 
Power  served  as  industrial  special- 

ist for  Moody's  Investors  Service  for six  years.  He  was  secretary  of  the 
National  Transportation  Committee 
under  the  chairmanship  of  ex-Presi- 

dent Coolidge,  and  special  assistant 
to  the  late  General  Hugh  S.  John- son in  the  NRA. 

PHILIP  BERNSTEIN,  account  ex- ecutive of  Bozell  &  Jacobs,  Chicago, 
has  been  elected  vice-president  of  the 
Chicago  office  of  the  agency. 

E.  V.  HAMMOND,  manager  of  Stan- 
field  &  Blaikie,  Toronto  office,  now 
closed,  has  joined  Tandy  Adv.  Agency, 
Toronto. 

HELEN  ARSTEIN,  formerly  copy 
writer  of  Mandel  Bros.,  New  York 
(department  store),  has  joined  Glas- 
ser-Gailey  &  Co.,  Los  Angeles  agency 
in  a  similar  capacity. 

NEIL  G.  ROURKE,  former  account 
executive  of  Irwin  Vladimar  &  Co., 
New  York,  has  been  named  a  vice- 
president  of  the  agency. 

Look  at 

WALTER  C.  KRAUSE,  who  resigned 
recently  as  vice-president  of  Lord  & 
Thomas,  and  as  RCA  account  ex- 

ecutive, to  join  the  Office  of  Coordi- 
nator of  Inter-American  Affairs  in 

Washington,  has  received  his  official 
appointment  as  an  assistant  director 
of  the  radio  division. 

DON  COPE,  New  York  producer  of 
Benton  &  Bowles,  is  in  Hollywood 
producing  the  weekly  Post  Toasties 
Time,  sponsored  by  General  Foods 
Corp.,  during  vacation  of  Mann  Holi- 
ner.  West  Coast  manager-producer. 
Bsty  Stowell,  New  York  business  man- 

ager of  Benton  &  Bowles,  is  in  Holly- 
wood for  his  semi-annual  checkup. 

OTIS  ALLEN  KENYON  has  been 
elected  chairman  of  the  board  of 
Kenyon  &  Eckhardt,  according  to 
Thomas  D'A.  Brophy,  president. 
Other  ofiBcers  are  Dwight  M.  Mills 
and  Edwin  Cox,  directors,  and  Charles 
H.  Vasoll,  treasurer. 

LAURA  B.  MANG,  assistant  man- 
ager of  space,  Moser  &  Cotins,  Utica, 

N.  Y.,  has  been  appointed  media  man- 

ager. LARRY  WHERRY,  formerly  sales 
promotion  manager  of  Ralston  Purina 
Co.,  St.  Louis,  on  Aug.  1  joined  Sher- 

man &  Marquette,  Chicago,  as  execu- 
tive in  charge  of  Quaker  Oats  (Ful- 

0-Pep)  account. 
CONSOLIDATED  ADV.,  New  York, 
has  moved  from  505  Fifth  Ave.  to  new 
and  larger  quarters  at  541  Madison 
Ave.,  telephone  Murray  Hill  3-1267. 

Lord  &  Thomas  Changes 
EMERSON  D.  FOOTE,  executive 
vice-president  in  charge  of  opera- tions of  the  New  York  office  of  Lord 
&  Thomas,  last  week  announced  that 
the  media  and  marketing  operations 
of  the  media,  research  and  time-buy- 

ing department  have  been  consolidat- ed under  the  direction  of  Samuel  E. 
Gill,  former  research  director  of  the 
agency,  and  now  director  of  market- 

ing and  media.  Working  under  Mr. 
Gill,  each  with  equal  rank  and  posi- tion with  the  others,  are  J.  S.  Spiegel, 
formerly  assistant  media  director  as 
manager  of  printed  media  purchases ; 
John  D.  Hymes,  with  Lord  &  Thomas 
eight  years,  most  recently  as  radio 
timebuyer,  who  will  be  manager  of 
radio  purchases,  including  purchase 
of  both  time  and  radio  talent ;  and 
Miss  Catherine  C.  McCarthy,  former 
assistant  to  Mr.  Gill,  who  has  been 
named  manager  of  the  research  de- 
partment. 

KFEb  REUIS  HOUR 

9:30-10:30  Nightly 

^  MOST  VITAL  ^ 
^  HOUR  IN  RADIO  ̂  

FULTON  LEWISjR-MBS PHILLIPS  66  NEWS  REPORTER 
Associated  Press  Transradio 

Exclusive  Foreign  Service  of 
The  Chicago  Daily  News  i 
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Wurtzel,  Autry  Settle 
Contract  Controversy; 

Show    Has    New  Title 

CONTRACTUAL  controversy  be- 
tween Harry  Wurtzel,  Hollywood 

talent  agent,  and  Gene  Autry,  ra- 
dio and  film  cowboy  singer-actor, 

was  settled  in  late  July  prior  to 
the  latter's  reporting  to  Washing- 

ton as  an  Army  Air  Force  tech- 
nical sergeant.  [Broadcasting, 

July  20].  Wurtzel  charged  evasion 
of  contract  and  outside  settlement 
eliminated  case  being  brought  be- 

fore representatives  of  American 
Federation  of  Radio  Artists,  Ar- 

tists Managers  and  Screen  Actors 
Guild  for  arbitration.  Under  the 
agreement,  Wurtzel  received  all 
monies  claimed  as  due  for  man- 

agerial services  rendered  Autry  on 
picture  and  radio  deals  since  Jan- 

uary, 1941.  In  turn  his  manager- 
ial contract  with  Autry,  which  had 

2%  years  more  to  go,  was  can- 
celled. Agreement  relieves  the  ac- 

tor of  further  obligations  while  in 
service. 

Continuing  under  sponsorship  of 
Wm.  Wrigley  Co.,  the  weekly  half 
hour  CBS  proerram  featuring  Au- 

try, with  the  broadcast  of  Aug.  2 
changed  title  from  Melody  Ranch 
to  Sergeant  Gene  Autry  and  dram- 

atizes exploits  of  Army  Air  Force 
heroes.  Similar  arrangements  were 
made  for  Ezra  Stone,  who  during 
the  season  is  permitted  time  out 
from  Army  duties  to  do  his  week- 

ly NBC  Aldrich  Family,  sponsored 
by  General  Foods  Corp.  Capt.  Hal 
Rorke  of  the  Army  Air  Force  and 
formerly  CBS  New  York  assistant 
publicity  director,  has  been  as- 

signed to  duty  at  the  network's Hollvwood  studios  as  Army  repre- 
sentative on  the  Autry  series. 

Luigi  Romanelli 
LUIGI  ROMANELLI,  Toronto  band 
leader,  who  has  been  on  Canadian 
radio  stations  practically  since  the  in- 

ception of  broadcasting  in  the  Domin- ion, died  on  July  29  at  Murray  Bay, 
Que.,  of  a  heart  attack  while  vaca- tioning. He  was  59  years  old.  His 
most  recent  appearances  before  the  in- ternational microphone  were  with  the 
Ontario  Show  early  this  summer  on 
the  BLUE  from  Toronto.  He  was 
born  at  Belleville,  Ont.  studied  vio- 

lin in  England  and  Belgium. 

Lt.   Barron  Chandler 
LT.  BARRON  CHANDLER,  USNR, 
formerly  of  NBC's  page  staff,  has  been 
killed  in  action  while  serving  as  com- 

mander of  a  motor  torpedo  boat,  some- 
where in  the  South  Pacific.  Chandler 

is  the  fourth  NBC  man  to  be  of- 
ficially reported  killed  in  action. 

GREY  ADV.  AGENCY,  New  York, 
last  Friday  celebrated  its  25th  an- 

niversary in  business,  having  been  or- 
ganized in  1917  during  World  War  I. 

Lawrence  Valenstein,  the  original 
president,  still  holds  that  position. 

GENE  O  FALLON Manager 

REPRESENTED     BY  BLAIR 

WFBG 

ALTaONA,  PA. 
•  NBC  RED 
•  BLUE  NETWORK 
•  250  WATTS 
•  FULL  TIME  OPERATION 
•  RAILROAD  SHOPS  ON 

FULL    TIME  SCHEDULE 

WFBG  provides  the  only  full  cov- 
erage of  the  Altoona  trading  area. 
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GEORGE  GAGE 

AS  PROFESSIONAL  magician he  used  to  pull  rabbits  out 
of  hats,  but  now  George 
Gage,  director  of  media  and 

market  research  of  Lord  &  Thomas, 
San  Francisco,  works  "magic"  with 
facts  and  figures — and  does  it 
mightily  successfully  too.  Combin- 

ing an  analytical  turn  of  mind  with 
a  thorough  knowledge  of  station 
power  and  coverage,  plus  audience 
listening  habits  and  other  major 
points  which  go  to  successfully  sell 

a  sponsor's  product,  George  buys 
time  for  many  a  choice  account 
serviced  by  that  agency. 
Among  these  are  Southern  Pacific 

Co.  (transport) ;  Roos  Bros,  (men 
and  women's  furnishings) ;  Safe- 

way Inc.  (institutional)  ;  Tide- 
water-Associated Oil  Co.  (pe- 

troleum products) ;  Sunnyvale 
Packing  Co.  (Rancho  soup) ;  Al- 
bers  Milling  Co.  (flour). 

Despite  his  knowledge  of  magic, 

George  Gage's  entry  into  advertis- 
ing was  not  via  the  stage  door.  He 

confined  that  profession  to  school 
vacations.  Born  in  Ottawa  County, 
Kan.,  in  March  1901,  he  attended 
public  schools  in  that  district,  grad- 

uating from  the  State  university  in 
1922  a  Phi  Beta  Kappa. 

Then  he  bought  a  country  weekly 
newspaper,  The  Messenger,  in  his 
home  county  and  operated  it  suc- 

cessfully as  publisher  and  editor  for 
a  year.  Selling  the  publication  in 
early  1923  he  moved  to  California 
to  become  executive  secretary  of 
the  Calexico  Chamber  of  Com- 
merce. 

Twelve  months  later  George  re- 
signed that  position  to  complete  a 

year's  post  graduate  study  at 
Stanford  U  in  economics  and  politi- 

cal science.  Following  that  brief 
academic  interlude,  he  joined  the 
San  Francisco  staff  of  McCann- 
Erickson  (then  H.  K.  McCann  Co.) 
where  for  nine  years  he  rounded 
out  his  agency  experience  as  copy- 

writer, account  executive  and  head 
researcher  in  that  agency's  three Pacific  Coast  offices. 

Facts  and  figures  chronicle  his 

AFA  Convention  Report 
HIGHLIGHTS  of  Advertising  Fed- 

eration of  America's  1942  conven- 
tion June  21-24  are  available  in  a 

32-page  booklet  that  contains  sum- 
maries of  guest  speeches,  awards, 

the  president's  annual  report,  con- 
vention resolutions  and  press  re- 
actions. Conies  may  be  obtained 

from  Earle  Pearson,  general  man- 
ager, 330  W.  42d  St.,  New  York. 

Sabotage  Rewards 
KWBW,  Hutchinson,  Kan., 
offers  $50  War  Bonds  to  any 
listener  who  furnishes  infor- 

mation leading  to  arrest  and 
conviction  of  enemies  of  the 
United  States.  An  announce- 

ment running  daily  urges  citi- 
zens to  report  persons  they 

suspect  to  local  police. 

marriage  to  Hazel  Carlson  South- 
ard of  San  Francisco  in  1929.  He 

is  now  the  father  of  a  boy.  In 
1934  he  resigned  his  agency  post  to 
join  Sun  Maid  Raisin  Growers 
Assn.  as  advertising  and  sales  pro- 

motion manager,  remaining  with 
that  cooperative  organization  until 
1940.  Then  he  accepted  his  present 

position. 
Demonstrating  his  ability  as 

"mathemagician",  George  had  made 
scores  of  sales  and  distribution 
studies  for  national  concerns.  He 
has  also  contributed  articles  on 
sales  promotion,  advertising  and 
research  to  trade  and  technical 

journals.  Under  the  title,  "The  Edi- 
tor and  His  People",  he  compiled 

a  selection  of  editorials  by  William 
Allen  White  with  H.  0.  Mahin  as 
collaborator. 

Mr.  Gage  is  also  author  of  "Serv- 
ing Pacific  Coast  Markets  From 

the  Center",  an  industrial  promo- 
tion book  covering  the  West  Coast, 

as  well  as  a  currently  completed 

manuscript.  The  latter,  "Creative 
Writing",  deals  with  the  craft  of fiction. 

No.  I  Market 

FIRST  /N- 
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Text  of  Complaint 
{Continued  from  page  22) 

ket  manufacturers,  distributors, 
jobbers  and  retailors  of  phono- 
graijh  records  and  electrical  tran- scriptions ; 

(c)  To  prevent  radio  broad- casting stations  from  broadcasting 
musical  compositions  recorded  on 
phonograph  records  and  electrical transcriptions  ; 

(d)  To  prevent  the  use  of 
phonograph  records  in  so-called "juke  boxes"  located  in  hotels, 
restaurants  and  dance  halls  ; 

(e)  To  prevent  the  use  of 
phonograph  records  in  the  home ; 

(f)  To  prevent  the  sale  of 
phonograph  records  to  radio  broad- 
easting  stations  and  "juke  box" operators  through  the  device  of  re- quiring manufacturers  to  boycott 
all  distributors,  jobbers  and  re- 

tailers who  sell  such  records  to  ra- 
dio broadcasting  stations  and 

"juke  box"  operators ; 

(g)  To  eliminate  musical  per- formances over  the  radio  by  media 
other  than  performances  by  mem- bers of  the  AFM  ; 

(h)  To  require  radio  broadcast- ing stations  to  hire  unnecessary 
"stand-by"  musicians,  members  of 
the  AFM,  when  such  services  are 
neither  necessary  nor  desired, 
through  the  device  of  requiring 
networks  to  boycott  affiliated  sta- 

tions which  refuse  to  meet  de- 
fendants' demands  for  the  hiring 

of  "stand-by"  musicians ; 
4.  That  the  complainant  recover  the 

costs  or  disbursements  of  this  suit ; 
5.  That  the  complainant  shall  have 

such  other  and  further  relief  as  the 
court  shall  deem  just  and  proper. 

AGENCY 

NATIONAL  DiOHYDRATOKd  Assn.,  New 
York  (dehydrated  foods),  to  J.  Walter 
Thompson  Co.,  New  York.  Agency  will concentrate  mainly  on  publicity  for  the 
newly-formed  association  during  the  war 
with  an  eye  to  consumer  acceptance  of 
such  products  for  the  post-war  period. 
Majority  of  distribution  is  now  centered 
in  supplying  the  armed  forces. 
VADSCO  SALES  Corp..  L.  I.  City,  N.  Y. 
(Mavis,  Djer-Kiss  and  Delettrez  toiletries), to  Wortman,  Barton  &  Gold,  New  York. 
Media  plans  not  yet  announced. 
LIMA  BEAN  Assn.,  Oxnard,  Cal.,  (co- 

operative), to  J.  Walter  Thompson  Co., 
Los  Angeles. 
NORTHROP  AIRCRAFT  Inc.,  Hawthorn, 
Cal.,  to  J.  Walter  Thompson  Co.,  Los 
Angeles. 
QUAKER  MAID  MILLS.  Philadelphia 
(Ripple  Twist  rugs),  to  Moss  Associates, New  York.  A  fall  campaign  is  being 

planned. 

Hecker  Names  Kudner 
HECKER  PRODUCTS  Corp.,  New 
York,  has  appointed  Arthur  Kudner 
Inc.,  New  York,  to  handle  advertis- 

ing for  its  flour  and  cereal  division. 
Account  includes  H-0  Oats,  Heck- 
ers  Cream  Enriched  Farina,  Presto 
Cake  Flour,  Force,  and  three 
brands  of  flour,  Heckers,  Ceresota 
and  Aristos.  The  company  is  cur- 

rently presenting  the  Moylan  Sis- 
ters, weekly  quarter-hour  show  on 

17  BLUE  stations  for  H-0  Oats, 
as  well  as  a  six  times  weekly  news 
period  on  WHN,  New  York,  for 
Force.  No  new  radio  plans  have 
been  announced. 

The  trade  is  still  talking  about  the  way  WMCA  is  changing  the  entire 
New  York  radio  scene,  with  programming  that  keeps  winning  na- 

tional awards  against  top  competition*  .  .  .  lifting  itself  right  into  the 
national  spotlight  by  doing  so. 

Offering  advertisers  their  first  chance  to  buy  quality  coverage  of 
the  New  York  market  at  a  very  low  cost. 

*such  OS  "Labor  Arbitration" ,  conducted  by  Samuel  R.  Zack  (national 
awards  for  both  1941  and  1942  by  Ohio  State  University)  and  "Ameri- 

cana Quiz"  (1941)  and  "Friendship  Bridge"  (1942)  by  Women's  Na- tional Radio  Committee  .  .  .  not  to  mention  New  York  Times  news 
bulletins  every  hour  on  the  hour .  .  .  Johannes  Steel  and  Sydney  Mose- 

ley,  two  of  America's  greatest  news  analysts  .  .  .  a  succession  of 
public  service  programs  that  few  independents  would  care  to  tackle. 

AMERICA'S  LEADING  INDEPENDENT  STATION 

NATIONAL  REPRESENTATIVE 
WEED  4  COMPANY Western  Rep.:  Virsril  ReUer  &  Co.:  Chicago w  m  c  a 
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Dyke's  New  Post 
{Continued  from  page  12) 

stated,  "will  be  to  insure  proper 
coordination  of  policy,  interpreta- 

tion and  timing  of  all  special  Gov- 
ernment programs  and  campaigns 

of  information  connected  with  the 
war  effort,  and  to  make  certain 
that  such  war-connected  programs 
and  campaigns  are  efficiently 
planned,  effectively  executed,  and 
that  there  is  proper  synchronized 
use  of  all  media  channels." 

The  Bureau  of  Campaign  Ad- 
ministration will  act  as  central  con- 

trol and  clearance  on  all  special 
war-connected  programs,  plans, 
projects  or  campaigns  of  an  in- 

formational character  conducted 
by  any  Government  department, 
bureau  or  agency.  In  the  case  of  in- 

dividual Government  campaigns, 
the  Government  department,  bu- 

reau or  agency  concerned  will  dele- 
gate one  individual  as  its  "cam- 
paign manager"  who  will  act  as 

liaison  with  Mr.  Dyke's  bureau. 
Liaison  with  Council 

Mr.  Dyke's  bureau  will  also  act 
as  liaison  control  with  the  Adver- 

tising Council,  recently  established 
by  the  advertising  industry  to 
woi'k  with  the  Government  on  all 
war  advertising  projects  and 
headed  by  Dr.  Miller  McClintock, 
and  with  other  organizations  serv- 

ing the  Government  on  plans,  dis- 
tribution or  creative  work  in  con- 

nection with  special  programs  or 
campMigns. 

"While  the  Bureau  of  Campaign 

Administration  will  exercise  co- 
ordination supervision  over  cam- 

paigns initiated  by  other  depart- 
ments and  agencies,"  it  was  stated, 

"It  will  do  so  on  an  advisory  basis, 
varying  in  the  extent  of  its  direc- 

tion and  supervision  according  to 
the  advisability  of  talent  in  the 
particular  agencies  involved  to  lay 
out  and  execute  successfully  their 
own  plans.  The  objective  is  to  in- 

sure adherence  to  sound  policies 
and  consistency  with  other  opera- 
tions. 

"The  Bureau  of  Campaign  Ad- 
ministration and  the  campaign 

managers  will  discuss  with  each 
OWI  media  bureau  (news,  radio, 

publications  and  graphics  and  mo- 
tion pictures)  the  proper  and 

practical  use  of  that  medium  in 
connection  with  each  campaign  or 
program,  and  will  obtain  from  the 
chief  of  each  media  bureau  advice 
and  approval  of  such  media  plans. 

"The  Bureau  of  Campaign  Ad- 
ministration will  be  responsible  for 

seeing  that  all  programs  or  cam- 
paigns are  executed  in  accordance 

with  overall  OWI  policies  and  regu- 

lations." In  general,  since  advertising  is 
recognized  as  an  important  in- 

formation medium,  the  Bureau  of 
Campaign  Administration  will  ad- 

vise as  well  as  act  as  central  con- 
trol and  clearance,  on  the  use  of 

advertising  by  all  Government  de- 
partments and  agencies  and  on  the 

use  of  war  subjects,  illustrations 
and  the  like  by  manufacturers  in 
their  own  advertising. 

Make  Yours  Radio! 

The  radio  industry  is  in  a  position  today  to  perform 

an  outstanding  service  to  the  advertiser.  .  .  . 

Even  if  your  product  is  off  the  market,  you  can't 
afford  to  let  it  be  forgotten.  Radio  will  keep  your 

name  alive  .  .  .  the  entertainment  it  provides  in 

your  name  will  build  up  for  you  a  reservoir  of  good 
will  

Mr.  and  Mrs.  Public  will  show  their  gratitude  for 

the  enjoyment  you've  brought  them.  .  .  . 

When  the  time  comes,  they'll  remember — and  buy 
— your  product. 

CFRB 

TO  R  O  NTO 

860  KILOCYCLES 

LADIES 

4  ̂  
MARIAN  YOUNG 

TAKING  OVER  the  fi
ve  times weekly  Martha  Deane  pro- 

gram on  WOR,  New  York, 
less  than  a  year  ago,  Marian 

Young  started  out  with  no  sponsors 
and  now  has  three — Miles  Labora- 

tories (One-A-Day  Vitamins), 
Calco  Chemical  Co.  (Bleachette) , 
and  International  Salt  Co.  And  the 
sales  histories  of  two  of  her  for- 

mer sponsors,  O'Cedar  Corp.  (No- Rubbing  Cream  Polish),  and  S.  A. 
Schonbrunn  &  Co.  (Savarin 
Coffee),  speak  for  her  success  as 
a  woman's  commentator  with  prod- uct distribution  increases  of  200% 
and  50%,  respectively. 
No  stranger  to  newspaper  and 

magazine  readers  in  this  country 
and  Canada,  Miss  Young,  before 
joining  WOR  in  August,  1941,  was 
an  editorial  staff  writer  and  later 
women's  editor  for  NEA,  Scripps- 
Howard  syndicate.  In  1935-36  she 
was  sent  to  Germany  .to  write 
stories  about  German  women — and 
succeeded  in  getting  the  first  and 
only  interview  with  Magda  Goeb- 
bels,  wife  of  the  Minister  of  Propa- 

ganda. 
In  1938,  Miss  Young  was 

awarded  first  prize  in  the  New 
York  NewspE^per  Women's  Club 
national  competition  for  "the  con- 

sistently best  column  in  a  special- 
ized women's  field."  The  prize  was 

presented  by  Mrs.  Roosevelt  and 
was  for  her  beauty  column  in  NEA 
papers,  written  under  the  name  of 
Alicia  Hart.  She  has  interviewed 
every  motion  picture  and  stage  star 
of  importance,  and  a  year  ago  last 

DAVIS  BROADCASTS 

OiV  OWI  PROGRAM 
NOT  TO  BE  construed  as  part 

of  any  plan  to  place  Director  El- mer Davis  of  the  Office  of  War 
Information  back  on  the  air  on  a 
regular  basis,  as  demanded  in  the 
Senate  recently  [Broadcasting, 
Aug.  3],  was  the  scheduled  appear- ance of  Mr.  Davis  on  CBS  Sunday, 
Aug.  9,  as  master  of  ceremonies 
of  a  special  OWI  production  titled 
The  Production  Crisis.  There  are 
no  present  plans  afoot  to  bring 
Mr.  Davis,  former  CBS  news  an- 

alyst, back  on  the  radio  on  any 
regular  basis. 

The  program  was  to  mark  the 
first  radio  appearance  of  Mr. 
Davis  since  he  assumed  the  dic- 

tatorship of  OWI;  also  the  first 
radio  talks  since  they  assumed 
their  new  posts  of  Admiral  Wil- 

liam D.  Leahy,  President  Roose- 
velt's chief  of  staff;  Lieut.  Gen. 

Dwight  D.  Eisenhower,  comman- der of  the  American  forces  in 
Europe,  and  Admiral  Chester  Ni- 
mitz,  commander-in-chief  of  the 
Pacific  Fleet.  Gen.  Eisenhower  was 
to  speak  from  London,  Admiral 
Nimitz  from  "somewhere  in  the 

Pacific." 

Included  on  the  program,  during 
which  the  first  awards  of  the 
Army-Navy  Production  Awards 
were  to  be  announced,  were  to  be 
WPB  Chairman  Donald  Nelson; 
Undersecretary  of  War  Robert 
Patterson ;  Undersecretary  of 
Navy  James  V.  Foi-restal;  Wil- liam Green,  president  of  the  AFL; 
Philip  Murray,  president  of  the 
CIO. 

PVT.  JEFF  HURLEY,  formerly 
.script  writer  of  CKY  and  CJRC, 
Winnipeg,  had  his  play  Reveille  Pass 
performed  by  the  CBS  Workshop. 
He  is  now  in  the  Royal  Canadian 
Dental  Corps  and  wrote  his  play  while 
at  Camp  Borden,  Ont. 

March  wrote  a  series  of  feature 
articles  about  the  Duke  and  Duch- 

ess of  Windsor  based  on  personal 
interviews  with  the  famous  couple. 

On  the  personal  side,  the  new 
"Martha  Deane"  was  born  at  Star 
Lake,  N.  Y.,  south  of  the  St. 
Lawrence  River,  attended  St.  Law- 

rence U  and  is  married  to  William 

Boiling  Taylor,  an  advertising  ex- 
ecutive now,  an  Army  man  soon. 

Fond  of  gardening,  music,  the 
theatre  and  motion  picture.  Miss 
Young  says  her  pet  hate  is  to  hear 
"Well,  it's  2:30  now,  Martha  .  .  ." 
signal  for  her  program  to  go  off 
WOR  for  the  day. 
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IN  A  RESOLUTION  of  gratitude  to 
NBC  for  Ca-iholic  Hour,  12-year  old 
religious  feature,  the  executive  com- 

mittee of  the  National  Council  of 
Catholic  Men  praised  the  network  for 
"making  possible  this  great  apostolic 
■work,"  at  the  same  time  revealing  that listeners  have  sent  in  requests  for 
242,000  copies  of  pamphlets  contain- 

ing talks  given  on  the  program  during 
the  past  12  months. 
EMPLOYES  of  WGAR,  Cleveland, 
now  in  the  armed  forces  and  civilian 
government  service  are  honored  by  a 
plaque  incorporating  the  radio  shield 
"in  service  of  home  and  nation" 
which  hangs  in  the  foyer  of  the  sta- tion. 

WAVRL,  New  York,  has  received  a 
certificate  of  achievement  from  the 
New  York  City  USO  Joint  War  Ap- 

peal for  "excellence  of  performance" 
in  its  1942  fund-raising  effort  for  the armed  forces. 

WLS,  Chicago,  in  its  War  Bond  drive 
as  an  issuing  agent  has  divided  the 
talent  of  the  station  into  two  teams, 
one  called  Pat  Buttram  Bond  Bomb- 

ers and  the  other  Arkie's  Anti-Axis 
Assn.  Listeners  address  their  pur- chases to  either  team  and  names  of 
purchasers  are  read  on  the  National Barn  Dance. 

WINX,  Washington,  signs  off  nightly with  a  recording  of  President  Roose- 
velt's prayer  for  victory  for  the United  Nations.  The  excerpt  from  the 

Flag  Day  address  replaces  "God  Bless 
America". 
CHRC,  Quebec,  has  announced  that 
its  rates  will  be  increased  on  Oct.  1, following  boost  to  1,000  watts. 

FOUR  golfing  members  of  KDYL, Salt  Lake  City  staff  won  a  challenge match  from  Marines  of  the  local  re- 
cruiting station  4-2.  George  Provol, program  director;  Ed  Letson,  special events  chief;  Dave  Simmons,  promo- 

tion director;  and  Tom  Cafferty,  chief announcer,  represented  KDYL! 

AS  A  MEANS  of  replacing  drafted 
male  personnel,  C.TOR,  Vancouver,  in- 

stituted an  operation  training  course for  staff  girls.  Connie  Kemper,  Pat Browne  and  Irene  Murray  have  com- 
pleted the  course  and  now  are  full- 

fledged  control  room  and  remote  opera- tors. 

WLW,  Cincinnati,  recently  sent  Jim 
Cassidy,  special  events  director,  to 
broadcast  from  an  Army  Air  Force 
high-altitude  test  chamber  in  one  of 
a  series  of  programs  from  Wright 
Field,  Dayton,  designed  to  show  how 
improved  Army  equipment  facilitates 
experiments.  Together  with  Sgt. 
Thomas  Green,  Cassidv  ascended  to 
a  theoretical  25,000  feet. 

EMPLOYES  of  WJHL,  Johnson  City, 
were  given  an  extra  two  week's  pay when  the  station  closed  its  financial 
year  recently.  W.  H.  Lancaster,  presi- 

dent and  general  manager,  announced 
the  bonus  at  a  staff  dinner  at  the 
Johnson  City  Country  Club. 
ANNOUNCERS  Charlie  Buck  and 
Tom  Cafferty  of  KDYL,  Salt  Lake 
City,  covering  Utah's  annual  "Cov- 

ered Wagon  Days"  rodeo  dressed  in western  garb  for  the  occasion  were 
invited  to  ride  stock  in  the  grand  en- 

trance parade.  Leo  Cramer,  rodeo 
chief,  introduced  them  to  the  5,000 
spectators  and  complimented  KDYL's 
coverage  of  the  event. 

WMBD,  Peoria,  is  distributing  an 
old  fashioned  round  roliin  letter  to 
staff  members  in  the  armed  forces 
which  include  letters  received  at  the 
station,  notes,  and  snapshots. 
KXX.  Hollywood,  h  as  started  a 
inoiitlily  news  letter  fur  more  than  .")0 
foi'iiier  <'Di])l()ycs  now  in  the  armed forces. 

AWARDS  of  the  Sporting  News,  St. 
Louis  baseball  periodical,  to  top  1941 
baseball  announcers  on  the  Pacific 
Coast  as  decided  by  the  paper's  an- nual poll,  were  made  July  29  by  Pub- 

lisher Taylor  Spink.  Mr.  Spink  flew 
to  the  Coast  to  present  the  trophies 
to  Hal  Berger  of  KMPC,  Beverly 
Hills,  Cal.,  and  to  Mike  Frankovich, 
KFAC,  Los  Angeles.  Binnie  Barnes, 
screen  actress,  accepted  the  award  on 
behalf  of  her  husband,  Frankovich, 
who  is  now  away  in  the  Army. 

WNAX,  Sioux  City,  la.,  entered  the 
publication  field  in  July  with  its  first 
monthly  issue  of  WN AX-tra.  Publi- 

cation features  pictures  and  story  ma- 
terial on  grocers,  product  displays,  ter- 

ritory representatives  and  WNAX 
schedules.  It  is  distributed  to  2,500 
retailers  and  wholesalers  in  the  sta- 

tion's territory. 

WDNC,  Durham,  N.  C,  now  awards 
War  Stamps  to  listeners  for  most 
constructive  criticism  received  in  an- 

swer to  the  question.  What  do  you 
think  of  WDNC?  Transcribed  excerpts 
from  the  station's  most  popular  pro- 

grams are  presented  on  each  broadcast 
which  is  a  daily  feature  for  the  at- 

tention of  the  housewife. 

KSTP,  Minneapolis,  distributes  Ye 
Little  Newse  Sheete,  a  weekly  multi- 
graphed  bulletin,  to  former  employes 
in  the  armed  forces.  The  four-page 
letter  of  station  gossip  is  edited  by 
Corrine  Jordan. 

KUOA,  Siloam  Springs,  Ark.,  is  now 
presenting  The  Osarks  at  War  under 
the  direction  of  Storm  Whaley,  sta- 

tion manager.  Program  covers  all 
phases  of  the  war  effort  and  puts 
local  interpretation  on  many  pleas 
being  made  in  connection  with  civilian 
support. 
KLZ,  Denver,  had  requests  for  56,- 
000  strip  tickets  for  its  recent  seventh 
annual  free  picnic  at  Lakeside  amuse- 

ment park.  Built  for  a  week  with 
spot  announcements,  and  street  car 
signs,  the  affair  offered  free  show  of 
KLZ  talent,  dancing,  reduced  rates 
on  rides. 
CHICAGO  servicemen  stationed  at 
Camp  Wolters,  Tex.,  are  interviewed 
on  Camp  Wolters  Calling,  weekly 
quarter-hour  program  transcribed  at 
the  camp  by  the  public  relations  otEce 
broadcast  on  WGN,  Chicago,  for  par- 

ents and  friends  of  the  men  at  home. 
Music  for  the  program  is  furni.shed 
by  the  reception  center  orchestra  of the  camp. 

IN  KEEPING  with  the  recently  estab- 
lished policy  to  roadshow  sustainers 

for  sponsor  consideration,  NBC  on 
Aug.  1  shifts  its  weekly  half-hour 
Hollywood  audience  participation  pro- 

gram, Noah  Webster  Says,  to  Chicago, 
with  New  York  origination  scheduled 
for  Aug.  8.  Program  features  contest- 

ants in  defining  words.  Haven  Mac- 
Quarrie  acts  as  word  master.  Prof. 
Charles  Frederick  Lindsley  is  .iudge 
with  Webster's  dictionary  as  final  au- thority. 

WCED,  DuBois,  Pa.,  is  presenting 
WCED — Avenue  Theatre  Bonderee,  a 
variety  show  from  the  stage  of  a 
local  theatre  urging  the  purchase  of war  savings. 

WGN,  Chicago,  during  August  is  using 
a  special  station  break,  "This  is  WGN, 
Fly  for  Navy,"  as  part  of  the  sta- tion's recruiting  efforts  for  Navy 
Aviation  Cadets. 

EVENING  HOUR  network  station 
rate  for  WSGN,  Birmingham,  BLUE 
affiliate,  will  be  increased  from  $140 
to  .$160,  effective  Sept.  1.  Current  ad- 

vertisers will  receive  the  usual  pro- 
tection. 

Picture  of  a  radio  sponsor  getting  ideas 

Printers'  Ink  stimulates  the  thinking  of  advertisers  and 
agencies  with  new  ideas. 

"Tuning  in"  this  inspirational  "show"  are  the  advertising, 

management  and  sales  executives  who  control  the  nation's 
largest  advertising  budgets.  Some  turn  to  Printers'  Ink  for 
new  methods  of  merchandising  radio  programs  to  dealers. 
Others  want  ideas  to  make  commercials  more  productive. 
Others  want  new  radio  testing  technicjues.  Over  all  is  their 
general  interest  in  all  new  merchandising  and  advertising  ideas. 

Your  ideas  on  your  market  and  station  can  be  advanced  with 
more  force  and  effectivenes  when  they  have  the  advantage  of 

an  introduction  by  Printers'  Ink.  The  broadcasters  listed 
here  are  using  it.  Yovi  can,  too,  for  as  little  as  $40.  per  one- 

sixth  page  on  a  1 3-time  schedule. 

PRINTERS'  Ink 
The  Weekly  Magazine  of  Advertising,  Management  and  Sales 

185    MADISON    AVENUE  •         NEW    YORK,   N.  Y. 

Radio  networks  and  stations  using 

Printers'  lnl(  during  the  first 
seven  months  of  1942 

BLUE  NETWORK  CO.,  INC. 
BUFFALO  BROADCASTING  CO. 
COLUMBIA  BROADCASTING  SYSTEM 
COLUMBIA  PACIFIC  NETWORK 
COWLES  STATIONS 
DON  LEE  BROADCASTING  SYSTEM 
MUTUAL  BROADCASTING  CO. 
NATIONAL  BROADCASTING  CO. 
N.B.C.  SPOT  AND  LOCAL  SALES 
WESTINGHOUSE  RADIO  STATIONS 
YANKEE  NETWORK 
KDKA,  PITTSBURGH 
KMOX,  ST.  LOUIS 
KNX,  LOS  ANGELES 
KRNT,  DES  MOINES 
KSO,  DES  MOINES 
KYW,  PHILADELPHIA 
WABC,  NEW  YORK 
WBT,  CHARLOTTE WBZ-WBZA,  BOSTON 
WCAE.  PITTSBURGH 
WCCO,  MINNEAPOLIS 
WCOP,  BOSTON 
WDRC,  HARTFORD 
WEAF,  NEW  YORK 
WEEI,  BOSTON 
WEVD,  NEW  YORK 
WFIL,  PHILADELPHIA 
WGAR,  CLEVELAND 
WGL,  FORT  WAYNE 
WGN,  CHICAGO WGR,  BUFFALO  . 
WGY,  SCHENECTADY 
WHEC,  ROCHESTER 
WHK,  CLEVELAND 
WHO,  DES  MOINES 
WJR,  DETROIT 
WJSV,  WASHINGTON 
WJZ,  NEW  YORK WKBW,  BUFFALO 
WLIB,  NEW  YORK 
WLS,  CHICAGO w'MC,  MEMPHIS 

WMT,  CEDAR  RAPIDS- WATERLOO 
WNAX,  SIOUX  CITY- YANKTON 
WOR,  NEW  YORK 
WORL,  BOSTON 
WOW, OMAHA 
WOWO,  FORT  WAYNE 
WRNL,  RICHMOND 
WSGN,  BIRMINGHAM 
WSM,  NASHVILLE 
WTAM,  CLEVELAND 
WTAR,  NORFOLK 
WWL,  NEW  ORLEANS 
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STATION  ACCOUNTS 

sp — studio  programs 
ne — news  programs 
t — transcriptions 

sa — spot  announcements 
ta — transcription  announcements 

WINS,  New  York 
Baltimore  Gospel  Tabernacle,  Baltimore, 

weekly  sp,  52  weeks,  thru  Fred  Wellman 
Adv.,  Chicago. 

Lament  Forbes  Co.,  Jersey  City  (La 
Cumba  Cordial  and  Cocktail) ,  12  so 
weekly,  13  weeks,  thru  Nachman  &  Co., 
N.  Y. 

Martin  J.  Pollak  Inc.    (Soldiers'  Souvenir Handbook),    12   ta   weekly,   indef.,  thru 
Emil  Mogul  Co.,  N.  Y. 

Chamberlain  Technical  School,  New  York 
(trade  school),  12  sp  weekly,  13  weeks, 
thru  Reiss  Adv.,  N.  Y. 

Ironized    Yeast    Co.,    New    York,    12  ta 
weekly,    11    weeks,    thru    Ruthrauif  & 
Ryan,  N.  Y. 

Luxor  Hotel  &  Baths,  New  York,  weekly 
sp,    13    weeks,    thru   Arthur  Rosenberg 
Co.,  N.  Y. 

Old  Country  Trotting  Ass'n,  Mineola,  N.  Y. (races),    6   sa   weekly,   12   weeks,  thru 
M.  H.  Hackett,  N.  Y. 

Queens  Midtown  Tunnel,  New  York,  6  sa 
weekly,  7  weeks,  thru  Grey  Adv.,  N.  Y. 

Rum  &  Maple  Tobacco  Corp.,  New  York 
R   &  M,   Three  Squires),  6  sa  weekly, 
1    week,    thru    Raymond    Spector  Co., N.  Y. 

Stanback  Co.,  Salisbury,  N.  C.  (proprie- 
tary), 40  so  weekly  52  weeks,  thru 

Klinger  Adv.,  N.  Y. 
Superior  Agencies,  New  York,  3  sp  weekly, 

13  weeks,  thru  Klinger  Adv.,  N.  Y. 
Goshen  Mile  Track  Assn.,  Goshen,  N.  Y. 

(races),  18  so  weekly,  2  weeks,  direct. 
Christian  Radio  Home  &  Gospel  Church, 
Jersey  City,  7  sp  weekly,  13  weeks, direct. 

Brookdale  Baptist  Church,  Jersey  City, 
weekly  sp,  52  weeks,  direct. 

KPO,  San  Francisco 
California  Grown  Sugar  Group,  San 

Francisco  (beet  sugar),  2  so  weekly, 
thru   McCann   Erickson.   San  Francisco. 

Acme  Breweries,  San  Francisco,  5  sp 
weekly,  thru  Brisacher,  Davis  &  Staff. 
San  Francisco. 

Mentholatum  Co.,  Wilmington,  Del.,  4  so 
weekly,  thru  Dillard  Jacobs  Agency, 
Atlanta. 

•  Curtis  Pub.  Co.,  Philadelphia  (Satevepost) 3  sa  weekly,  thru  BBDO,  N.  Y. 
Langendorf  United  Bakeries,  San  Fran- 

cisco, 176  so,  thru  Ruthrauff  &  Ryan, 
San  Francisco. 

Kellogg  Co.,  Battle  Creek  (Rice  Krispies), 
6  so  weekly,  thru  J.  Walter  Thompson 
Co.,  Chicago. 

Johnson  &  Johnson,  Brunswick,  N.  J. 
(first  aid  kits)  3  so  weekly,  thru  Young 
&  Rubicam,  N.  Y. 

Metro  Goldwyn  Mayer,  New  York  (motion 
pictures),  4  sa  thru  Donahue  &  Coe, N.  Y. 

WIND,  Chicago-Gary 
Empire  Diamond  Co.,  Jefferson,  la.,  6  8P 

weekly,  thru  Lessing  Adv.  Agency,  Des Moines. 
Illinois  Bell  Telephone  Co.,  Chicago,  15  ta 

weekly,  4  weeks,  thru  N.  W.  Ayer  &  Son, N.  Y. 
Fred  Kohler,  Chicago  (wrestling  promo- 

tion), 6  sa  weekly,  8  weeks,  placed  di- rect. 
Metro-Goldwyn-Mayer,  New  York  (Mrs. 

Miniver),  8  sa,  thru  Donahue  &  Co., N.  Y. 
Herald  American,  Chicago  ( newspaper) , 

6  sa,  thru  Rozell  &  Jacobs,  Chicago. 
Daily  News,  Chicago  (newspaper),  6  so, direct. 

KFEL,  Denver 
National  Biscuit  Co.,  New  York 

(Shreddies),  10  ta  weekly,  13  weeks, 
thru  Federal   Adv.  Agency,  N.  Y. 

Beneficial  Casualty  Co.,  Los  Angeles,  7  me 
weekly,  thru  Stodel  Adv.  Agency,  Los Angeles. 

THE  Huiineil  OF 

BROADCASTING 

WGY,  Schenectady,  N.  Y. 
Procter  &  Gamble  Co.,  Cincinnati  (Duz), 

ta  weekly,  26  weeks,  thru  Compton  Adv. 
Agency,  N.  Y. 

Firestone  Tire  &  Rubber  Co.,  Akron,  so 
weekly,    13    weeks,    thru    Sweeney  & 
James,  Cleveland. 

Olson   Rug    Co.,    Chicago,    so   weekly,  52 
weeks,  thru  Presba,   Fellers  &  Presba, Chicago. 

Kellogg   Co.,    Battle   Creek,    Mich.  (Corn 
Flakes),   ta  weekly,   13   weeks,  thru  J. 
Walter  Thompson  Co.,  Chicago. 

Allis-Chalmers    Mfg.    Co.,    Milwaukee,  so 
weekly,    10    weeks,    thru    Bert  Gittins, Milwaukee. 

Readers  Digest  Assoc.,  Pleasantville,  N.  Y., 
so  weekly,  13  weeks,  thru  BBDO,  N.  Y. 

Johnson  &  Johnson,  New  Brunswick,  N.  J. 
(first  aid   kits),   so   weekly,   16  weeks, 
thru  Young  &  Rubicam,  N.  Y. 

American    Chicle   Co.,    New   York  (Den- 
tyne) ,  sp  weekly  and  to,  16  weeks,  thru 
Badger  &  Browning,  N.  Y. 

Lever    Bros.,     Cambridge     (Vimms),  so 
weekly,  16  weeks,  thru  BBDO,  N.  Y. 

Lever  Bros.,  Cambridge   (Swan  Soap),  so 
weekly,  13  weeks,  thru  Young  &  Rubi- cam, N.  Y. 

Lever    Bros.,    Cambridge    (Lifebuoy),  ta 
weekly,    21    weeks,    thru    Ruthrauff  & 
Ryan,  N.  Y. 

Marlin     Firearms,     New     Haven  (razor 
blades),    so    weekly,     13    weeks,  thru Craven  &  Hedrick,  N.  Y. 

N.    Y.    Telephone    Co.,    New    York,  la weekly,  4  weeks,  thru  BBDO.  N.  Y. 
Great  Atlantic  &  Pacific  Tea  Co.,  Albany, 

N.    Y.    (fresh    peaches),    so   weekly,  4 weeks,  thru  Paris  &  Peart,  N.  Y. 

KHJ,  Hollywood 
Bohemian  Distributing  Co.,  Los  Angeles 
(Acme  beer),  12  ta  weekly,  thru 
Brisacher,  Davis  &  Staff,  Los  Angeles. 

Scudder  Food  Products  Inc.,  Monterey 
Park,  Cal.  (potato  chips,  peanut  but- 

ter). 5  so  weekly,  thru  Brisacher,  Davis &  Staff,  Los  Angeles. 
American  Cigarette  &  Cigar  Co.,  New 
York  (Pall  Mall),  235  ta,  thru  Ruthrauff &  Ryan.  N.  Y. 

Lomax  &  Malgaard  Co.,  San  Francisco 
(Dr.  Hamilton's  dog  food),  5  sp,  4  so weekly,  thru  Frederick  Seid  Adv. 
Agency,   San  Francisco. 

Lyon  Van  &  Storage  Co.,  Los  Angeles 
(moving,  storage) ,,  5  aa  weekly,  thru BBDO,  Hollywood. 

WJJD,  Chicago 
Evans  Fur  Co.,  Chicago    (retail  furs),  1 

sp   weekly,    13   weeks,   thru   State  Adv. 
Agency,  Chicago. 

Illinois  Bell  Telephone  Co.,  Chicago,  15  sa 
weekly,  4  weeks,   N.   W.  Ayer  &  Son, N.  Y. 

Pollack  &  Neelson,  Chicago  (clothing),  6 
so  weekly,  52  weeks,  thru  Irving  Rocklin 
&  Assoc.,  Chicago. 

Herald  American,  Chicago  (newspaper), 
6  so,  thru  Bozell  &  Jacobs,  Chicago. 

CHEX,  Peterborough,  Ont. 
Wonder  Bakeries,  Toronto,  52  so,  thru 

J.  J.  Gibbons,  Toronto. 

WBBM,  Chicago 
Miles  Labs.,  Elkhart,  Ind.  (Alka  Seltzer), 

6  so  weekly,  52  weeks,  thru  Wade  Adv. 
Agency,  Chicago. Great  Atlantic  &  Pacific  Tea  Co.,  Chicago, 
6  so  weekly,  2  weeks,  thru  Paris  & Peart,  N.  Y. 

National  Biscuit  Co.,  New  York  (Shredded 
Wheat) ,  8  sa,  thru  Federal  Adv.  Agen- 

cy, N.  Y. Grove  Labs.,  St.  Louis  (quinine,  vitamins), 
6  sp  weekly,  22  weeks,  thru  Russel  M. Seeds  Co.,  Chicago. 

WHN,  New  York 
United  Inst,  of  Aeronautics  (technical 
trade  school),  3  ne  weekly,  6  weeks, 
thru  J.  R.  Kupsick  Adv.,  N.  Y. 

Carter  Products,  New  York  (Arrid),  so, 
17  weeks,  thru  Small  &  Seiffer,  N.  Y. 

Ironized  Yeast  Co.,  New  York,  so,  3  weeks, 
thru  Ruthrauff  &  Ryan,  N.  Y. 

WJZ,  New  York 
Consolidated  Edison  Co.,  New  York  (dim- 
out  rules),  7  so  weekly,  thru  BBDO, N.  Y. 

American  Chicle  Co.,  Long  Island  City, 
N.  Y.  (Dentyne  Gum),  4  ta  weekly,  13 
weeks,  thru  Badger,  Browning  &  Hersey, 
N.  Y. 

WABC,  New  York 
Penn     Tobacco     Co.,     Wilkes-Barre,  Pa. 

(Julep    cigarettes,   Willoughby  Smoking 
Tobacco),    3    sp    weekly,    thru    H.  M. Kiesewetter  Adv.  Agency,  N.  Y. 

New    York    State    Savings    Bank  Assn., 
New  York,  3  so  weekly,  thru  Ruthrauff 
&  Ryan,  N.  Y. 

WWRL,  New  York 
Roxy  Theater,  New  York  ("They  All 

Kissed  the  Bride"),  19  so,  3  days,  thru Kayton-Spiero,  N.  Y. 

WNEW,  New  York 
Marlin  Firearms  Co.,  New  York  (Marlin 

razor  blades),  3  t  weekly,  thru  Craven &  Hedrick,  N.  Y. 
I.  J.  Fox,  New  York  (furs),  32  so  weekly, 

6  weeks,  plus  12  t  weekly,  direct. 

WMAQ,  Chicago 
Marlin  Firearms,  New  York  (Marlin 

razor  blades),  39  to,  13  weeks,  thru Craven  &  Hedrick,  N.  Y. 

Aircraft  Prospect 

CHESTER  J.  LAROCHE,  New 
York  boarci  chairman  of  Young  & 
Rubicam,  is  currently  on  the  West 
Coast  for  conferences  with  Tom 
Girdler,  head  of  Consolidated  Air- 

craft, San  Diego,  on  a  national 
advertising  campaign.  It  is  un- 
dcTstood  radio  will  be  included. 

AFFILIATES You'll  find  our  TRIPLE  POWER  everywhere in  Montana.  7,  NET. 

Food  Forum  Goes 

To  WOR  in  Shift 

Quarter-Hour  Program  on 
WHN  Plugs  15  Food  Products 
AMERICAN  INSTITUTE  of 
Food  Products,  New  York,  broker 
for  food  manufacturers  and  deal- 

ers, will  shift  The  Food  Forum 
from  WHN  to  WOR,  New  York, 
effective  Sept.  28.  The  program 
currently  is  aired  on  WHN  for  15 
food  products  produced  by  Insti- 

tute member  advertisers.  Line-up 
of  sponsors  for  the  show  when  it 
moves  to  WOR  has  not  been  an- 

nounced. It  will  be  presented  Mon. 
thru  Fri.,  4:30-5  p.m. 
Heard  on  WHN  for  the  past 

three  years,  and  previously  on 
WMCA,  the  show  will  retain  its 
regular  format,  featuring  informa- 

tion on  food  and  nutrition.  Pro- 
gram is  conducted  by  Dr.  Walter 

H.  Eddy,  Institute  president,  and 
now  expert  consultant  in  the  Office 
of  the  Quartermaster  General, 
U.  S.  Army,  and  by  Miss  Ella  Ma- 

son, economics  director  of  the  In- stitute. 

Receive  Door  Prizes 

At  each  broadcast  members  of 
the  studio  audience  receive 
"Wealth  of  Health"  baskets  and 
"door  prizes"  consisting  of  samples 

of  the  sponsors'  products.  Audi- ence is  invited  to  taste  the  products 
and  give  their  reactions. 
Current  WHN  sponsors  and 

their  products  are:  Albert  Ehlers, 
Inc.,  Brooklyn  (coffee  &  tea) ;  Best 

Foods,  New  York  (Hellman's  Real 
Mayonnaise,  Wholesome  New 
Nucoa) ;  I.  J.  Grass  Noodle  Co. 
(Mrs.  Grass  Noodle  Soup  Mix- 

ture) ;  Major  Vitamins,  New  York 
(Major  B  Brand  Vitamin  B  Com- 

plex Tablets) ;  Philadelphia  Dairy 
Products  Co.,  Phila.  (Aristocrat, 
Darlene  Ice  Cream) ;  Rose  Mill, 
Milford,  Conn.  (Rose  Mill  Pate)  ; 
Dif  Corp.,  Garwood,  N.  J.  (hand 
cleaner,  washing  powder) ;  Mother 
Hubbard  Products,  New  York 
(Golden  Center  Toasted  Wheat 
Germ) ;  B.  Meier  &  Co.,  New  York, 
Dist.  (Broadcast  Redi-Meat) ; 
Treat  Co.,  Brooklyn  (potato 
chips) ;  and  Sodus  Creamery  Corp., 
Long  Island  City  (creamed  cottage cheese) . 

Adv. 

WOR's  Best  July 

TOTAL  SALES  volume  for  July 
on  WOR,  New  York,  represented 

the  best  July  in  the  station's  his- 
tory, with  33  new  accounts  ac- 

counting for  40%  of  the  sales  vol- 
ume, or  two  and  a  half  times  bet- 

ter than  the  station's  new  business record  for  the  same  month  last 
year.  This  report  by  WOR  follows 
the  announcement  [Broadcasting, 
July  27]  that  201  acounts  had 
bought  time  on  the  station  during 
the  first  six  months  of  1942.  In 
view  of  the  increase,  five  WOR 
salesmen  are  receiving  bonuses  for 
surpassing  their  own  quotas  for 
the  past  quarter.  They  are  Otis  P. 
Williams,  Robert  Wood,  Victor 
Bennett,  John  Nell  and  John Shelton. 
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INTERSTATE  BAKERIES  Corp., 
Kansas  City  (Butternut  bi-ead),  on 
Sept.  22  starts  sponsorship  of  Todd 
Hunter  &  the  Netvs,  twice-weeldy 
quarter-hour  on  WBBM,  Chicago. 
This  is  in  addition  to  present  thrice- 
weekly  sponsorship  of  Donald  Mc- 
Oihney  d  the  Netvs  on  WBBM. 
Agency  is  Potts,  Calkins  &  Holden, 
Kansas  City. 

QUAKER  CHEMICAL  PRODUCTS 
Corp.  for  Hygenized  Process  becomes 
the  fourth  account  to  sponsor  Pegeen 
Prefers,  thrice-weekly  series  heard 
over  WOR  beginning  Sept.  9.  Agency 
is  Alvin  Gardner  Co. 

BECKMAN  FUR  STORE,  Los  An- 
geles (retail),  in  pre-fall  campaign 

which  started  July  30,  is  sponsoring 
a  weekly  quarter-hour  of  Latin- 
American  music  on  KNX,  Hollywood. 
Firm  also  sponsors  a  weekly  five- 
minute  newscast  by  Knox  Manning 
on  that  station.  Agency  is  Glasser- 
Gailey  &  Co.,  Los  Angeles. 

PET  MILK  SALES  Corp.,  St.  T.ouis 
(Evaporated  milk),  in  a  52-week  cam- 

paign starting  Aug.  11  will  sponsor 
the  quarter-hour  transcribed  program, 
Mary  Lee  Taylor,  twice-weekly  on 
KFI,  Los  Angeles.  Agency  is  Gard- 

ner Adv.  Co.,  St.  Louis. 

CENTRAL  WINERY  Inc.,  Fresno, 
Cal.  (Lango  wine),  in  a  13-week  cam- 

paign which  started  July  22  is  using 
15  spot  announcements  weekly  on 
KFWB,  Hollywood.  Gerald  F.  Thomas 
Adv.  Corp.,  Fresno,  has  the  account. 

ALL 

ABOUT 

SPOTS 

SEND  FOR 

FREE  COPY 

SALES 

LOMAX  &  MALGAARD  Co.,  San 
Francisco  (Dr.  Hamilton's  dog  food), 
in  a  campaign  which  started  Aug.  3 
is  using  four  spot  announcements  per 
week  on  KHJ,  Hollywood,  and  in  ad- 

dition participation  two  and  three 
times  weekly  in  the  Eddie  Albright 
program  and  Norma  Young's  Happy Homes  on  that  station.  Contracts  an,- 
for  52  weeks.  Firm  also  sponsors 
participation  in  home  economic  and 
news  programs  and  utilizes  spot  an- 

nouncements on  KSRO  KJBS  KROY 
KFRE  KGDM.  Frederick  Seid  Adv. 
Agency,  San  Francisco,  has  the  ac- count. 

PUREX  Corp.,  Los  Angeles  (bleach- 
ing solution),  in  a  brief  San  Francisco 

campaign  which  started  Aug.  3  is  cur- 
rently using  from  two  to  five  spot 

announcements  per  week  on  KFRC 
KPO  KGO.  Agency  is  Lord  & 
Thomas,  Los  Angeles. 

UNITED  INSTITUTE  of  Aeronau- 
tics, Hoboken,  N.  J.  (technical  trade 

school),  currently  sponsoring  News- 
reel  Theatre  of  the  Air  thrice-weekly 
on  WHN,  New  York,  has  signed  a  six- 
week  contract  for  George  Hamilton 
Combs  Jr.,  news  commentator,  for 
three  evening  periods  weekly  on  the 
same  station.  Agency  is  J.  R.  Kup- sick.  New  York. 

NORRIS  STAMPING  &  MFG.  Co., 
Vernon,  Cal.,  in  cooperation  with  the 
Treasury,  sponsors  a  Sunday  after- 

noon half-hour  program.  United  We 
Sing,  on  KNX,  Hollywood,  beginning 
Aug.  9.  Plugging  War  Bonds  and 
Stamps,  the  community  sing  includes 
three  persons  from  the  audience  who 
guess  tunes  played  by  the  orchestra. 
Art  Baker  is  m.c.  and  Lud  Gluskin 
conducts  the  orchestra.  Sterling  Tracy 
is  producer.  Agency  is  Heintz  Picker- 

ing &  Co.,  Los  Angeles. 
ATLAS  BREWING  Corp.,  Chicago 
(beer),  has  started  participating  spon- 

sorship of  Clem  McCarthy's  Sport  of Kings  on  WAIT,  Chicago,  with  a 
quarter-hour  of  race  summaries  and 
description  of  daily  feature  race  six 
days  a  week.  Arthur  Meyerhoff  &  Co., 
Chicago,  is  agency. 

DR.  HESSAND  CLARK,  through 
N.  W.  Ayer  Agency,  Chicago,  has 
contracted  for  156  five-minute  pro- 

grams on  KLZ,  Denver  on  behalf  of 
livestock  and  poultry  remedies.  Pre- 

sented three  mornings  weekly,  the  pro- 
grams feature  Smilin'  Ed  McConnell. 

SOUTHWESTERN  GAS  &  ELEC- 
TRIC Co.  has  renewed  for  third  year 

through  June  30,  1943  Reddy  Kilo- 
watt ten-minute  news  program  thrice 

weekly  over  KWKH,  Shreveport. 

CHATTANOOGA  ELECTRIC  Pow- 
er Board  will  sponsor  Flying  for 

Freedom,  NBC  Radio-Recording  Divi- 
sion transcribed  series,  on  WDOD. 

Chattanooga,  Tenn.  In  line  with  the 
tendency  of  local  stores  to  use  re- 

corded series,  Betty  and  Boh  has  been 
renewed  for  the  second  13  weeks  by 
WROL,  Knoxville,  Tenn.  and  WCHS, 
Charleston,  W.  Va.,  in  behalf  of  gro- 

cery stores  for  65  programs.  Foley 
Department  Store  will  sponsor  156 
programs  of  Let's  Take  a  Look  in Your  Mirror  on  KPRC,  Houston,  Tex. 
KOBH,  Rapid  City,  S.  D.  has  signed 
for  13  transcriptions  by  Ted  Steele 
and   Grace  Albert. 

McKESSON  &  ROBBINS,  Bridge- 
port, Conn.,  will  sponsor  Arthur  Van 

Horn's  Transradio  News  period  on 
WOR,  New  York,  twice  weekly,  for 
Calox  Tooth  Powder  starting  Sept. 
15.  J.  D.  Tarcher  &  Co.,  New  York, 
handles  the  account. 

JORDAN  MARCH  Co.,  Boston  de- 
partment store,  has  placed  a  series  of 

15  minute  programs  with  WORL, 
Boston,  to  be  heard  twice  weekly  on 
Bob  Perry's  .920  Cluh.  Music,  short 
talks  and  fashion  hints  are  featured. 
John  C.  Dowd,  Boston,  is  agency. 
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WAGA,  The  Blue  Ribbon  Station  of  the news 
news South, 

is  doing  a  job  for  the  news- 
news 

news 

hungry 

in  Atlanta.  In  addition  to  full- news 

news leased  radio  wire  service  from  United news 

news Press,  WAGA  carries  Associated  Press news 

news 
dispatches  originated  by  The  Blue  Net- 

news 

news work. 
Morgan  Beatty,  Earl  Godwin, news 

news 
Hillman  &  Lindley  and  other  distin- 

news 

news 
guished  names  in  newscasting  are  in- 

news 

news troduced  to  Atlantans  by  The  Blue news 

news news Ribbon  Station. news 
news 

news news news news 
news 

news 

news news news news news news news news 

news news news news news news news news news news 

news news news news news news    news    news    news  news news news news news 

news news news news news news    news    news    news  news news news news news 

news news news news news news    news    news    news  news news 
news news news 

news news news news news news    news    news    news  news news news news news 

"THE  BLUE  RIBBON  STATION  OF  THE  SOUTH" 

NBC  Blue. ..Blair  Represents  Us  National! 
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V  IS  FOR  VICTORY,  or  if  you're 
riding  the  elevators  of  the  Roose- 

velt Hotel,  New  Orleans,  it  means 
the  studios  of  WWL.  The  station 
personnel  has  acquired  the  habit  of 
giving  the  two-fingered  victory  sign 
instead  of  calling  for  the  second 
floor  of  WWL.  The  elevator  opera- 

tors, recently  hired  and  all  over  65, 
don't  take  passengers  to  the  wrong 
floor  when  the  sign  language  is 
used. 

TOTAL  of  130  XBC  staff  member.s. 
excluding  members  of  affiliate  sta- 

tions, joined  the  armed  forces  in  .July, 
raising  the  total  of  NBC  men  in  serv- 

ice to  332. 

Guestitorial 

(Continued  from  page  32) 

too  much  emphasis,  I  can  agree 
with  many  of  the  contentions  with- 

in the  article.  Much  of  the  adver- 
tising on  the  air  is  repetitious, 

boresome,  and  juvenile.  That  was 
my  belief  before  I  started  writing 
for  radio;  and  it  has  not  changed 
to  date.  But  I  cannot  join  with  Mr. 
Littell  in  passing  a  blanket  judg- 

ment on  the  radio  field  as  a  whole, 
merely  on  the  basis  of  what  a  so- 
called  survey  seems  to  bring  to 
light.  Nor  would  I  say  that  erratic 
advertising  is  limited  to  the  radio 
field  alone. 

But  passing  by  Mr.  Littell  and 
the  Reader's  Digest,  with  their 
over-presumptuous  survey,  examine 
the  state  of  affairs  for  a  moment 
which,  no  doubt,  are  likely  responsi- 

ble for  the  violent  assertions  made. 
Like  Mr.  Littell,  I  am  but  one  per- 

son, responsible  only  for  my  own 
views  .  .  . 

I  am  not  bothered  as  much  be  the 
quality  of  radio  commercials  as  by 
their  length  and  wordiness.  There 
is  far,  far  too  much  repetition  in 
advertising  copy.  Radio  writers 
neglect  to  give  their  listeners 
credit  for  an  average  quota  of 
intelligence.  Once  a  point  is 
made,  simply  and  honestly,  it 
need  not  be  gone  over  again  and 
again  for  effect.  In  fact,  any  force 
a  statement  has  at  first  utterance 
is  lost  in  aimless  repetion.  The  best 
example  of  the  error  of  repetition 
can  be  found  in  those  five  minute 

commercial  transcriptions  used  on 
the  air,  spots  that  could  be  made 
just  as  effective,  probably  more  so, 
if  cut  down  to  one  minute,  prefer- 

ably less.  And  not  content  with  the 
going-over  given  the  copy  by  the 
transcribed  voice,  the  client  or 
agency  sends  along  a  paragraph  or 
two  for  the  station  announcer  to 

tack  on,  repeating  what  has  al- 
ready been  dulled  by  an  over-ambi- 
tious gift  of  gab.  That,  definite- 

ly, is  not  smart  salesmanship. 
Then,  too,  in  live  commercials, 

some  of  the  less  important  adver- 
tisers, working  with  limited  bud- 

gets, seem  to  assume  that  they 
have  to  realize  as  much  for  their 

money  as  possible;  but  they  con- 
sider only  the  length  of  the  copy, 

not  its  quality.  And  their  vision  is 
just  about  as  limited  as  their  bud- 

get. They  fail  to  observe  that  a 
forceful  100-worder  is  worth  infi- 

nitely more  to  them  than  a  spot 
that  rambles  on  and  on,  evading 
the  point  rather  than  stating  it  in 
a  business-like  manner.  Advertis- 

ers, in  a  way  of  speaking,  are  ac- 
tually calling  on  people  in  their 

homes.  They  should  learn  the  cour- 
tesy of  stating  their  business  and 

going  on  their  way  in  the  short- 
est time  possible. 

Big  Shows,  Too! 
But  let  this  point  be  made  clear. 

Bad  copy  is,  by  no  means,  limited 
to  small  stations.  In  fact,  I  have 
heard  commercial  copy  on  the  big 
network  shows  that  almost  made 
me  feel  ashamed  of  and  for  ra- 

dio. I  have  read  agency  copy  that 
would  make  a  conscientious  high 
school  boy  shudder,  some  of  it 
with  a  75-word  opening  sentence, 
much  of  it  relying  upon  trumped- 
up  assertions  for  effect,  all  of  it 
taking  far  too  much  time  to  get 
to  the  point. 

I  believe  the  unique  attraction 
of  the  music  spot  has  been  blight- 

ed by  overuse.  Advertisers  are  rid- 
ing the  medium  to  death.  There 

seems  to  be  too  much  "keeping  up 
with  the  Joneses"  in  radio.  More 
effort  should  be  made  not  only  to 
keep  up  with  the  Joneses — but  to 
surpass  them.  In  short,  instead  of 
copying  threadbare  ideas  and  ap- 

propriating tawdry  attention-get- 
ting stunts,  advertisers  should  try 

to  exercise  a  little  originality  and 
freshness.    Surely,   in   a   field  as 

That  Certain 

Something 

Experienced  advertisers  know  that 
some  stations  have  the  ability  to  do 
an  unbelievable  selling  job,  while 
other  stations  never  make  the  grade. 
WAIR  is  one  of  the  outstanding 
money-making    stations    of  America. 

WAIR 

Winston-Salem,  North  Carolina 

Buzz  in  WIND 

APIOLOGY  was  one  subject 
engineers  in  the  transmitter 
of  WIND,  Chicago-Gary, 
were  wishing  they  had  stud- ied when  a  swarm  of  bees 
took  over  one  of  the  tuning 
houses  recently.  After  four 
days  of  tenancy,  the  bees 
were  dislodged  by  a  bee  ex- 

pert. 

vast  and  young  as  radio,  there 
can  be  found  enough  material  so 
that  outmoded  ideas  don't  have  to 
be  rehashed  and  warmed  over. 
Surely,  in  such  a  field,  there  can 
be  found  enough  men  with  fresh 
ideas  of  their  own. 

Brief,  Forceful  Copy 

If  I  were  an  advertiser,  spon- 
soring, for  example,  one  of  the 

daytime  serials,  I'd  ask  that  copy 
be  limited  to  brief,  forceful  spots 
of  perhaps  40  seconds  each,  before 

and  after  the  program  proper.  I'd 
have  no  such  sickening  cooked-up 
conversations  as  are  carried  on 
now  between  two  drooling  house- 

wives. They  tell  me  it  sells  the 

product;  but,  even  so,  it's  just  a new  way  of  selling  a  bill  of  goods 
in  a  manner  reminiscent  of  the 
old  medicine  show  days.  And  from 
what  I  observe,  it  appears  that  lis- 

teners are  weary  of  being  fed 
exorbitant  claims  for  advertised 

products.  They'd  be  much  more  re- 
ceptive if  the  sponsor  would  take 

his  product  down  from  its  magic 
pedestal  and  introduce  it  as  a  sim- 

ple, handy,  worthwhile  aid  to 
everyday  comfort  and  convenience. 
Obviously,  certain  radio  writers 
have  assumed  that  they  were  to 
write  an  actual  drama  around 

their  product,  being  told  to  dram- atize their  wares. 

Very  often,  too,  in  all  forms  of 
sales  copy — not  limited  to  radio 
alone — the  patriotic  motive  for 
buying  is  distorted,  stretched, 
hamstrung,  exaggerated,  and 
otherwise  used  as  a  commercial 
tool.  I  was  never  one  to  demon- 

strate my  patriotism  in  a  loud  and 
blatant  manner;  but  it  does  dis- 

gust me  to  find  advertisers  preying 
upon  the  natural  upsweep  of  pat- 

riotism in  wartime. 
Economy  of  Wordage 

I  believe  that  all-around  econ- 
omy produces  more  good  radio  copy 

than  any  other  factor.  Economy  of 
wordage,  economy  of  claims  and 
assertions,  economy  of  time.  De- 

cide on  the  point  to  be  made — the 
one  and  only  point — and  make  it. 
Clip  those  words  off  with  a  sure, 
clean  stroke.  The  listener — the 
average  listener — doesn't  have  to be  walloped  with  a  verbal  sledge 
hammer  or  frightened  into  his 
second  childhood  by  siren-sharp 
caterwauling.  An  advertiser  who, 
in  his  own  mind,  has  faith  in  his 
product,  should  have  faith  as  well, 
in  the  ability  of  his  prospective 
customer  to  recognize  its  worth. 

That,  God  and  Mr.  Littell  will- 
ing, should  make  way  for  better 

radio  listening  and  better  sales results. 

Hooper  Station  Listening  Index  •  May-June,  1942 
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INS  Breaks  Story 

On  Spy  Sentence 
NEWS  EDITORS  faced  a  knotty 
problem  last  Friday  morning  when 
INS  put  on  the  wire  at  8:13  an 
exclusive  story  announcing  that  the 
President  had  affirmed  the  findings 
of  the  military  commission  that 
tried  eight  alleged  Nazi  saboteurs. 
The  story  stated  that  six  of  the 
eight  would  die  by  sundown  and 
was  carried  by  INS  station  as  well 
as  newspaper  clients. 

The  story  was  cleared  through 
both  the  press  and  radio  branches 
of  the  Office  of  Censorship.  This 
clearance,  of  course,  merely  rules 
that  the  story  is  not  "censorable". 

About  9:50  that  morning,  AP 
and  UP  carried  stories  from  the 
White  House  that  the  President 
had  not  yet  finished  studying  the 
evidence.  At  his  10:30  press  con- 

ference the  President,  in  reply  to 
inquiries,  said  he  had  not  yet  ren- 

dered his  decision,  which  Washing- 
ton correspondents  had  been  await- 
ing eagerly  for  days. 

CBS  put  on  the  flash  at  8:14 
a.m.,  just  as  received  from  INS. 
NBC  carried  it  at  8 : 35  after  check- 

ing it  with  the  Office  of  Censorship 
and  with  the  NBC  Washington 
news  bureau.  It  also  was  announced 
by  NBC  between  9  and  10  a.m.  on 
WEAF  and  network  news  pro- 

grams. The  BLUE  put  on  the 
bulletin  at  8:53  via  bulletin  on 
WJZ  and  on  the  network  as  part 
of  a  news  program  originating 
in  Chicago  but  not  heard  on  WJZ. 
MBS  said  Friday  that  it  had  not 

carried  the  story  as  it  does  not 
get  INS  service  and  understood 
that  "news  editors  should  hold  it 
up  for  release  by  the  White 
House." 

Heiney  Promoted 
JOHN  HEINEY,  former  promo- 

tion manager  of  WJSV,  Washing- 
ton, has  been  promoted  to  acting 

program  director  as  a  replacement 
for  Richard  Lindkroum,  now  in  the 
Navy.  Heiney  is  the  originator  and 
part  owner  of  Professor  Quiz.  Be- 

fore joining  the  station,  he  was  in 
the  Washington  Post  promotion 
department  for  five  years.  Earlier, 
he  was  with  the  U.  S.  Chamber  of 
Commerce. 

Petrillo  and  Justice 
{Continued  from  page  7) 

a    postponement,"    Mr.  Padway 
said. 

"We  seriously  object  to  the  Gov- 
ernment's obtaining  this  order 

without  notice  and  also  object  se- 
riously to  any  extensive  delay. 

Evidently,  the  Government  suit 
must  be  extremely  questionable 
when  they  show  no  desire  to  press 
their  motion. 

"In  fact,  we  think  the  suit  was 
brought  by  Arnold  to  test  out  some 
of  his  pet  economic  theories  which 
have  been  repeatedly  repudiated  by 
the  Supreme  Court. 

"All  the  musicians  union  of  140,- 
000  members  is  endeavoring  to  do 

is  to  jirevent  unemployment." 
Capital  vs.  Labor! 

Mr.  Padway  charged  that  while 
the  AFM  had  to  fight  to  keep  its 

members  ofi"  relief,  "the  record 
manufacturers  are  becoming  fabu- 

lously rich  without  sharing  a  just 
portion  of  their  profits  with  the 
hard-working  musicians." 

Though  some  rumors  were  afloat 
that  the  Dept.  of  Justice  never  in- 

tended to  prosecute  the  AFM  case, 
these  were  quickly  proved  false  as 
the  Department  invited  industry 
elements  to  a  Saturday  morning 
meeting.  Material  for  affidavits  was 
presented  at  this  session  and 
groundwork  was  laid  for  the  Sept. 
16  hearing  in  Chicago. 

Arnold  Handling  Personally 

Further  shattering  these  rumors 
was  indication  by  the  Justice  De- 

partment that  Thurman  Arnold, 
Assistant  Attorney  General  and 
head  of  the  Anti-Trust  Division, 
would  appear  personally  at  the 
Sept.  16  hearing  in  Chicago.  Sup- 

porting him  will  be  Holmes  Bald- 
ridge,  chief  of  the  Anti-Trust  Divi- 

sion's litigation  section,  and  Victor 
0.  Waters,  Special  Assistant  to 
the  Attorney  General,  who  handled 
the  ASCAP  and  BMI  consent  de- 

crees, as  well  as  Mr.  Britt.  Mr. 
Waters  was  detained  in  the  De- 

partment in  Washington  last  week 
to  work  on  the  AFM  case  despite 
the  pressure  of  business  at  the  de- 

partment's New  Orleans  office 
where  he  is  in  charge. 
Among  those  slated  to  attend  the 

Saturday  morning  conference, 
along  with  other  industry  repre- 

sentatives, were  Neville  Miller, 
NAB  president,  and  Sidney  Kaye, 
special  copyright  counsel  for  the 
NAB.  Representing  National  In- 

dependent Broadcasters  were  Ed- 
win M.  Spence,  NIB  managing  di- 

rector and  secretary-treasurer,  and 
Andrew  W.  Bennett,  general  coun- sel. 

'Made  Work'  Precedents 

While  the  Department  faces 

legal  obstacles  on  the  "made  work" 
issue  because  of  Supreme  Court 
rulings  in  the  hod  carriers  and 
truck  drivers  cases,  it  is  under- 

stood to  have  developed  an  impres- 
sive case  for  presentation  at  the 

Sept.  16  hearing. 
A  recent  ruling  by  Judge  God- 

dard  in  the  U.  S.  District  Court  for 
the  Southern  District  of  New  York, 

is  believed  to  support  the  Depart- 
ment's claim  that  the  AFM  has 

been  guilty  under  the  Sherman 
Act.  Judge  Goddard's  ruling  July 
23,  in  a  case  where  a  union  tried  to 

prevail  upon  a  motion  picture  dis- tributor not  to  distribute  films  to 
theaters  using  non-union  help,  held 

the  union  was  perpetrating  a  "re- 
verse secondary  boycott". 

The  department  is  understood 
to  see  definite  hope  of  clearing 

legal  confusion  over  the  "made work"  issue  by  means  of  the  AFM 
recording  ban.  Though  many  anti- 

trust suits  have  been  filed  under 
criminal  provisions  of  the  Sher- 

man Act,  filing  of  a  civil  suit 
offers  opportunity  to  get  the  case 
before  the  U.  S.  Supreme  Court. 
Moreover,  the  AFM  case  is  said  to 
involve  an  eflFort  to  destroy  an  en- 

tire industry  whereas  the  cases  on 
which  the  Supreme  Court  has  ruled 
in  the  past  involved  merely  efforts 
to  get  concessions  for  labor. 

One-Time  Only 

As  the  Aug.  1  AFM  disc  ban 
went  into  effect,  both  advertisers 
and  agencies  expressed  confusion 
over  Petrillo's  statement  in  his  let- 

ter to  Elmer  Davis  indicating  AFM 
sanction  for  music  transcribed  for 
transcriptions  played  only  once. 

In  a  leter  to  the  American  Assn. 
of  Advertising  Agencies,  Petrillo, 
answering  an  inquiry,  stated: 

"The  Federation  at  this  time  has 
no  objections  to  the  making  of 
transcriptions  as  outlined  in  your 
letter.  However,  in  order  to  avoid 
any  confusion  in  the  future,  it  is 
necessary  that  you  submit  a  re- 

quest for  permission  to  this  office 
each  time  a  transcribed  musical 

program  is  to  be  made." Ou  Aug.  5  the  national  office  of 
the  AFM  in  New  York  told  George 
S.  McMillan,  secretary  of  the  Assn. 
of  National  Advertisers,  that: 

"The  AFM  would  at  its  discre- 
tion permit  its  members  to  make 

transcriptions  for  commercial 
broadcasts  providing  such  record- 

ings are  played  but  once  and  then 
destroyed. 

"Each  individual  i-equest  should 
come  through  the  recording  com- 

panies and  the  master  disc  filed 
with  AFM  headquarters  in  New 
York  at  1540  Broadway,  or  Chicago 
at  175  W.  Washington  St.,  or  as- 

surance given  that  it  (the  disc) 

will  be  destroyed." 
The  AAAA  and  ANA  were  un- 

{Continued  on  page  Jf6) 
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ESSO  TO  PROMOTE 

'CARE  SAVES  WEAR' 
FACED  with  the  gasoline  prob- 

lem and  the  resultant  decrease  in 
service  to  motorists,  Esso  dealsrs 
in  the  eastern  territory  covered  by 
Standard  Oil  Co.  of  New  Jersey 
on  Aug.  15  will  start  receiving 
special  promotional  material  for 
the  Esso  "Care  Saves  Wear"  cam- 

paign to  be  promoted  on  the  Esso 
Reporter  newscasts  and  in  news- 
papers. 

The  copy  will  stress  Esso's  new- est dealer  service  to  motorists  in- 
terested in  getting  extra  miles 

from  their  tires — a  tire  tread  depth 
gauge  which  measures  the  maxi- 

mum number  of  miles  still  obtain- 
able with  a  set  of  tires,  if  properly 

serviced. 
Esso  Marketers  has  renewed  for 

13  weeks  its  newscasts  heard  every 
hour  on  the  all-night  all-music 
show  Say  It  With  Music  on  WJZ, 
New  York.  The  news  programs,' 
are  the  only  spoken  word  on  the 
show,  presented  seven  -  times 
weekly,  1-7  a.m.  Renewal  was  ef- 

fective Aug.  3.  Agency  in  charge 
of  the  Esso  Reporter  programs  is 
Marschalk  &  Pratt,  New  York. 

KSTP  AND  FT.  SNELLING  shared  honors  with  a  spectacular  military 
float  that  led  the  recent  Minneapolis  Aquatennial  parades.  Later  the 
coronation  ceremonies  of  the  annual  summer  sports  and  fun  festival 
were  transcribed  by  the  KSTP  engineering  staff  for  reprocessing  and 
distribution  by  the  War  Dept.,  at  the  cost  of  the  Aquatennial,  to  all 
camps  where  Minneapolis  soldiers  are  stationed.  Float  also  called  atten- 

tion to  the  A7-7ny  Hour  carried  by  KSTP. 

War  Silences  Advertising  Critics 
(Continued  from  page  12) 

Utility  Dimout  Series 
DIMOUT  regulations  are  stressed 
in  seven  -  weekly  anouncements 
placed  on  WJZ,  New  York  by  Con- 

solidated Edison  Co.,  New  York. 
Edison  asks  New  Yorkers  to  "keep 
light  where  it  belongs  as  an  aid 
to  your  eyes,  instead  of  to  the 
enemy".  BBDO  handles  the  account. 

advertising  program  to  build  up 
production  speed,  factory  morale, 
or  to  support  civilian  defense,  anti- 
sabotage  and  other  similar  activ- 

ities, but  agencies  working  in  these 
fields  have  welcomed  all  the  free 
institutional  advertising  copy  they 
could  get.  In  fact,  WPB  set  up  a 
special  promotion  unit  to  handle  a 
program  designed  to  increase  war 
production,  and  many  advertisers 
have  worked  this  theme  into  their 
copy. 

While  advertising  is  getting  its 
first  real  break  in  years  from  the 
Government,  it  has  less  and  less  of 
the  things  it  normally  sells. 
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From  the  priorities  standpoint, 
media  which  sell  advertising  time 
and  space  have  not  yet  experienced 
the  dire  conditions  predicted  at 
the  beginning  of  the  war.  Although 
some  of  their  raw  materials  have 
been  curtailed,  the  curtailment  has 
not  approached  that  in  other  indus- tries. 

Were  it  inclined,  OPA  could  cut 
advertising  revenues  by  manipulat- 

ing price  control  regulations  and 
schedules.  Thus  far  OPA  has  fol- 

lowed the  assurances  given  by  Mr. 
Henderson,  but  there  has  been  no 
specific  test  on  the  question  whether 
advertising  expenditures  would  be 
squeezed  in  an  effort  to  keep  prices 
down  in  a  specific  instance. 

Bread,  which  supports  a  healthy 
chunk  of  national  and  local  adver- 

tising, is  a  good  example  of  this 
situation.  Prices  bakers  can  charge 
for  bread  have  been  frozen  at 
March  levels,  but  the  prices  they 
must  pay  for  their  raw  materials 
and  labor  are  free  to  go  skyward. 
Eventually  the  squeeze  will  force 
bakers  to  petition  OPA  for  relief. 
Then  the  question  will  be  whether 
OPA  will  provide  relief  or  tell  them 
to  eliminate  advertising  as  one  way 
to  ease  the  squeeze. 

In  addition,  OPA  still  has  on  its 
staff  some  who  would  like  to 
standardize  consumer  goods  and 
label  them  with  Government  grades 
— two  activities  widely  regarded  as 

5000  WATTS 

AT  570  KC. 

The  Perfect  Combination 

inimical  to  the  best  interests  of 
advertising.  In  fact,  a  recent  price 
control  schedule  for  meats  includes 
a  provision  requiring  packers  to 
put  Government  grade  labels  on  all 
the  meats  they  sell. 

Consumer  Experts 

OPA's  Consumers  Division, 
which  always  has  been  considered 
the  hot-bed  of  anti-advertising  in- 

fluences in  the  war  effort,  also  has 
turned  to  advertising  in  an  effort  to 
tell  consumers  what  the  war  is 
about.  The  division,  has  established 
a  Commercial  Relations  Bureau, 

staffed  with  men  like  Wroe  Alder- 
son,  of  Curtis  Publishing  Co., 
Victor  M.  Ratner,  formerly  vnth 
CBS  and  latterly  with  Lord  & 
Thomas,  and  William  H.  Wells, 
formerly  with  a  book  publishing firm. 

Another  agency,  which  will  make 
extensive  use  of  the  advertising 
industry's  facilities,  is  the  Office 
of  War  Information.  Its  Bureau  of 
Campaigns  which  this  week 
takes  over  former  NBC  Advertis- 

ing Chief  Ken  Dyke's  advertising unit  of  the  old  Office  of  Facts  & 
Figures  [Broadcasting,  July  20], 
and  is  specifically  charged  to  work 
with  all  existing  advertising  media 

[see  page  12]. 
A  survey  of  Washington  adver- 

tising trends  is  not  complete  with- 
out reference  to  the  reassuring 

message  recently  sent  by  President 
Roosevelt  to  the  Advertising  Fed- 

eration of  America  convention  or 
the  recent  statements  made  by  the 
Commerce  Dept.  shovdng  what  it 
has  done  to  promote  good  relations 
between  Government  and  advertis- 

ing. 

The  former  is  regarded  as  being 

in  line  with  the  President's  effort  to 
promote  unity  while  winning  the 
war  is  the  major  task  before  the 
country,  while  the  latter  is  nothing 
more  than  a  reiteration  of  an  at- 

titude that  always  has  prevailed  at 
the  Commerce  Department.  How- 

ever, in  normal  times,  Commerce 
has  never  exerted  much  influence 
against  efforts  of  more  vigorous 
agencies  to  institute  reform  cam- 

paigns. 
KRIC  Loses  Four 

KRIC,  Beaumont,  lost  four  men  to 
the  Army  in  four  days:  Joe  Trum, 
program  director  to  Army  Air 
Forces;  Hoyt  Wertz  and  Craig 
Lawson,  announcers,  to  Army  Air 
Forces,  and  Jesse  Trail,  engineer, 
to  Signal  Corps. 

"It  took  those  eggs  at  WFDF 
Flint  Mich,  to  hatch  this  ideaT 

Page  44  •  August  10,  1942 BROADCASTING  •  Broadcast  Advertising 



The  Other  Fellow's 

Viewpoint 

BuUseye ! 
EDITOR,  Broadcasting: 

I  was  greatly  interested  in  your 
census  total  for  radio  homes  as  of 
1940,  published  in  your  current  is- 

sue, Aug  3,  though  a  little  behind 
the  facts. 

In  our  January  issue  of  1940,  we 
estimated  radio  homes  to  be  28,700,- 
000  as  of  Jan.  1,  1940.  I  also  sup- 

plied this  figure  to  your  Yearbook 
compilation. 

The  figure  published  by  us  and 
by  you  in  19^0,  was  actually  within 
one-half  of  one  per  cent  of  the 
official  Census  total  reached  with 
All  the  elaborate  machinery  of  the 
Census  Bureau,  2%  years  after- 

wards ! 
0.  H.  Caldwell 
Radio  Retailing 
New  York,  Aug.  4 

Agency  Man  Agrees 
EDITOR,  Broadcasting: 

Your  editorial  "Plugs  That  Are 
Ugly"  should  open  the  way  for 
serious  thinking  and  acting  by 
radio  advertisers  and  their  agen- 
cies. 

I  am  inclined  to  agree  with  the 
Reader's  Digest  stand  in  accusing 
a  considerable  portion  of  radio  ad- 

vertisers of  tying  in  their  products 
with  the  war  effort.  Personally,  I 
believe  this  crime  applies  more  to 
local  advertisers  than  national. 
We  hear  a  great  deal  over  local 

stations  these  days  about  helping 
Victory  by  purchasing  So  and  So's 
clothing — or  helping  to  win  the 
war  by  purchasing  So  and  So's furniture  or  shoes. 

Local  agencies  have  a  problem 
in  explaining  to  their  clients  the 
unpatriotism  of  such  commercials 
and  their  bad  effect  upon  the  lis- 
teners. 

Dan  Rivkin,  Advertising 
Philadelphia,  Aug.  3. 

A  Veteran  Speaks 
EDITOR,  Broadcasting: 

Last  Thursday  I  wrote  James 
Caesar  Petrillo  and  told  him  how 
unjust  his  rulings  were  on  records 
and  remote-control  hotel  sustain- 

ing dance  and  concert  programs — 
most  of  them  around  midnight! 

Little  does  he  know  how  much 
small  advertisers  and  small  radio 
stations  have  improved  their  12  to 
24  hour  a  day  programs  through 
the  use  of  recorded  music  and  hotel 
orchestras  and  bands — without  in 
any  way  competing  with  the  pay 
of  musicians — for  the  benefit  and 
entertainment  of  our  radio  audi- 

ences. If  each  home  paid  only  10 
cents  to  hear  such  programs,  then 
the  musicians  might  be  entitled  to 
their  share,  but  radio  stations  and 
advertisers  pay  for  their  time  and 
the  cost  of  such  recorded  programs 
and  they  are  free  to  listeners.  That 
is  the  American  way. 
When  advertising  agencies  start- 
ed commercial  radio  20  years  ago, 

there  were  many  men  like  James 
Caesar  Petrillo,  who  did  not  be- 

lieve there  was  a  place  in  the  busi- 
ness of  advertising  for  commercial 

radio.  They  used  propaganda  to 

kill  it,  but  the  newspapers  and  the 
trade  press  came  to  the  aid  of  the 
advertising  agencies.  With  their 
help,  the  battle  of  free  radio  was 
won.  That  was  about  1924-5  and 
orchestras  were  paid  from  $250  to 
$500  an  hour.  The  first,  Joseph 
Knecht's  Goodrich  Silvertown  Or- 

chestra, was  paid  $10  per  man  for 
an  hour's  program,  $50  for  Jos- 

eph Knecht.  Two  years  later,  when 
the  NBC  chain  was  formed,  we 
paid  them  as  high  as  $2,000  an 
hour.  After  two  years  on  the  air 
they  made  two  transcontinental 
tours,  playing  to  packed  houses  at 
$2500  a  week.  Dozens  of  adver- 

tisers and  orchestras  followed 

Goodrich's  example  and  the  re- 
sult is  that  every  musician  on  the 

air  is  paid  today  from  5  to  20 
times  per  hour  or  per  program 
compared  with  1924-5  .  .  . 

Let's  all  get  behind  Thurman 
Arnold  and  this  anti-trust  suit  to 
stop  Petrillo. 

In  the  meantime,   I  think  the 
best  we  can  do  now  is  to  stop 
Petrillo  by  insisting  that  all  rules 
and  regulations  in  radio  in  effect 
in  favor  of  musicians  revert  back 
to  the  pre-Dec.  7  status  for  the 
duration  of  the  war,  and  give  the 
small  radio  stations  and  small  ra- 

dio advertisers  a  breathing  spell. 
William  H.  Rankin, 
Wm.  H.  Rankin  Co.,  Adv., 
New  York,  Aug.  5. 

New  Quebec  Network 
NORTHERN  QUEBEC  Broadcast- 

ing System  goes  into  operation 
about  Sept.  1,  with  a  permanent 
16-hour  daily  network  of  CKRN, 
Rouyn,  Que.;  CKVD,  Val  d'Or, Que.;  CHAD,  Amos,  Que.  The 
three  250  watt  stations  become  one 
unit  connected  by  leased  lines,  the 
first  of  its  kind  in  Canada,  and  will 
be  fed  from  Montreal  and  Quebec 
by  French  and  English  network 
shows  of  the  Canadian  Broadcast- 

ing Corp.  Local  or  national  spot 
and  transcribed  shows  will  origi- 

nate at  the  key  station  CKRN. 
General  manager  of  the  Northern 
Quebec  Broadcasting  System  is 
Jack  Cooke,  who  holds  the 
same  post  with  Northern  Broad- 

casting &  Publishing  Co.,  Tim- 
mins,  Ont.  Jean  Legault  is  man- 

ager of  the  system,  with  Dan 
Carr  as  commercial  manager  and 
George  Pope  as  chief  engineer. 

Air  Force  Lady 

LIEUT.  GEN.  H.  H.  (Hap) 

ARNOLD  has  "drafted"  a woman  to  work  alongside  fly- 
ing officers  in  a  key  spot  in 

the  Army  Air  Forces.  She  is 
Idella  Grindlay,  office  man- 

ager of  NBC  production  de- 
partment, who  grew  up  with 

the  network  after  going  to 
work  March  4,  1929,  the  day 
Herbert  Hoover  was  inaugu- 

rated. Miss  Grindlay  will 
work  under  former  NBC  As- 

sistant Production  Manager 
Howard  Nussbaum  as  Ad- 

ministrative Assistant  to  the 
Chief  of  Radio,  Army  Air Force. 

National  Spot  and  Local 
Show  Increase  at  WJZ 
LOCAL  AND  NATIONAL  spot 
business  of  WJZ,  New  York,  shows 
an  increase  of  75%  for  July  over 
the  same  month  last  year,  and  the 
previous  four  months  of  operation 
show  an  increase  of  33V^%  over 
the  same  period  in  1941,  according 
to  John  H.  McNeil,  manager  of  the 
blue's  key  station. 

Sugeested  as  factors  in  this  sub- stantial climb  in  business  are: 
streamlining  of  WJZ  when  it  be- 

gan operating  under  BLUE  on  an 
independent  basis;  adjustment  of 
rates  to  fit  existing  war-time  con- 

ditions: and  favorable  re-distribu- 
tion of  listener  audience  due  to 

night  shifts  operations  of  war  in- dustries. 

WBNX  is  THE  FOREIGN  LANGUAGE  STATION  of 
GREATER  NEW  YORK. 

No  wonder,  then,  that  WBNX  with  its  5,000  watts, 
directional,  plays  the  dominant  role  in  selling  the 
5,000,000*  foreign-language-speaking-audience  of 
the  world's  greatest  market. 
To  cash  in  on  the  opportunities  of  this  super-market, 
advertise  your  national  products  over  WBNX,  the 
Winner  of  the  Peabody  Citation  for  Public  Service  to 
Foreign  Language  Groups. 

*Over  70^c  "/  metropolitan  Neic   Yorlt's   population  is foreign  born  or  of  foreign  parentatie. 

Your  Best  National  Spot  Buy  .  .  . 

FOR  OFFENSE 
FOR  DEFENSE 

2V       VohM  7o<t^* 
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Representatives 

J.  P.  McKinney  &  Son 

at  Des  Moines 

is  "Heard  Regularly" 
all  over  IOWA -with 

50,000  WATTS 

from  the  center 

of  the  State 

;.  O.  MALAND,  Manager 
FREE  &  PETERS,  Inc. 

National  RepreMantativea 

NEW  ORLEANS 

50,000  WATTS 

The  Greatest  Selling  POWER 

in  the  South's  Greatest  City 

CBS  Affiliate 

Not'l  R«p.  -  The  Kafz  Agency  Inc. 

Here's  why  WIBW  gets 
such  amazing  results. 
Our  5,000  watts  on  580 
kc  lays  down  a  signal 
equal  to  a  100,000  watt 
station  on  1,000  kc. 

Petrillo  and  Justice 
(Continued  from  page  i3) 

derstood  to  feel  the  AFM  had  re- 
moved confusion  in  the  statement 

contained  in  Petrillo's  letter  to 
Elmer  Davis.  But  there  was  no 
clarification  of  many  other  angles 
which  bothered  transcribers,  spon- 

sors and  agencies.  One  agency 
placing  a  large  amount  of  spot 
business  observed  that  one  disc, 
for  example,  was  often  used  as 
many  as  100  times  in  a  single 
week  on  one  station.  Each  agency 
differs  to  some  degree  in  the  way 
it  handles  transcription  campaigns. 
Networks,  of  course,  only  use  tran- 

scribed commercials  before  certain 
hours  in  the  morning  and  after 
certain  hours  in  the  evening.  At 
the  weekend  they  had  not  deter- 

mined how  to  handle  transcribed 
musical  commercials.  The  commer- 

cial field  seemed  to  be  cleared  inso- 
far as  off-the-line  recordings  of 

network  broadcasts  are  concerned, 
as  well  as  the  making  of  master 
discs  by  recording  firms  for  com- 

mercial broadcasts  to  be  played 
one  time  only. 

NAB  Active  in  New  York 

The  NAB  established  New  York 
headquarters  last  week  at  535  Fifth 
Avenue  and  retained  the  public 
relations  firm  of  Baldwin  &  Mer- 
mey  to  help  in  "articulating  the 
industry's  position  and  activating 
the  public."  Results  of  a  question- 

naire survey  of  621  American  com- 
munities in  which  broadcast  sta- 

tions are  located  were  being 
studied  by  the  NAB.  More  than 
500  filled-in  questionnaires  had 
been  received  by  the  weekend  and 
more  were  expected.  Data  derived 
from  preliminary  analysis  were 
said  to  have  revealed  information 
helpful  in  meeting  the  AFM  strike. 

In  a  statement  issued  Aug.  4 
by  the  NAB  following  filing  of  the 
suit  in  Chicago,  it  was  stated  that 
"broadcasters,  in  common  with  all 
other  citizens,  in  the  United  States 
who  are  interested  in  bringing 
music  to  all  the  people  welcome 
the  institution  of  injunction  pro- 

ceedings by  the  Anti-Trust  Division 
of  the  Dept.  of  Justice  against 
James  Caesar  Petrillo  in  Chicago. 

"It  is  to  be  hoped  that  the 
Court  will  grant  prompt  relief 
against  the  arbitary  interference 
with  education,  entertainment  and 
communications  which  has  aroused 
indignation  on  the  part  of  all  per- 

sons, including  the  friends  of  labor. 

Right  of  Education 

"It  is  significant  that  the  Dept. 
of  Justice  features  in  its  complaint 
the  fact  that  Mr.  Petrillo's  ban 
will  prevent  the  manufacture  of 
records  for  home  use.  Thus  it  sees 

through  Mr.  Petrillo's  effort  to  cre- 
ate the  impression  that  his  attack 

against  the  manufacture  of  elec- 
trical transcriptions  and  other  mu- 

sical recordings  will  not  affect  the 
ability  of  private  citizens  to  buy 
records  for  home  use. 

In  an  effort  to  get  William 
Green,  president  of  the  AFL,  to 
intercede  against  Petrillo,  the  Na- 

Oh,  Say  Can  We  Sing? 
As  mournful  as  a  weeping  wil- 

low, 

I  ask  you,  Mr.  J.  Petrillo, 
If  you'd  consider  letting  me 
Just  hum,  "Sweet  Land  of  Lib- 

erty?" 

MARGARET  FISHBACK 
New  York  Herald-Trihune 

tional  Music  Council  (see  separate 

story)  contacted  Mr.  Green  in  Chi- 
cago where  he  was  attending  a  10- 

day  meeting  of  the  AFL  executive 
committee.  Mr.  Green  through  a 
spokesman  stated  he  would  not 
make  any  comment  on  the  Petrillo 
situation  while  the  matter  was  be- 

fore the  courts. 
The  Assn.  for  Education  by  Ra- 

dio, in  a  letter  Aug.  1  to  NAB 
President  Miller,  said  that  "a  very 
vital  and  inherent  right  of  public 

education  has  been  challenged." 
Referring  to  the  Interlochen  ban, 
the  letter  said  the  Association 
"promises  to  assist  in  every  pos- 

sible way  so  that  the  public  may 
not  be  denied  the  right  to  hear 
music  produced  by  the  many  ex- 

cellent organizations  in  our  edu- 
cational institutions  .  .  .  .Here  is  an 

issue  of  restriction  of  the  freedom 
of  expression  as  guaranteed  in  the 
Constitution  as  well  as  an  issue  of 

general  public  welfare." 
Wallerstein's  Comment 

When  the  ban  went  into  effect, 
Edward  Wallerstein,  president  of 
Columbia  Recording  Corp.,  de- 

clared the  order  springs  from  "no 
labor  dispute."  Mr.  Wallerstein 
said  that  "union  musicians  are 
well  paid;  they  receive  $10  to  $21 
per  hour  for  their  recording  serv- 

ices; no  demand  has  been  made  for 
an  increase  in  this  ample  compen- 

sation; and  there  has  been  no  con- 
troversy with  the  men  on  employ- 

ment conditions.  Employment 
spreads  through  the  year  and  is 
national  in  scope."  Mr.  Wallerstein continued : 

"We  believe  the  order  was  made 
because  the  records  we  manufac- 

ture are  purchased  through  or- 
dinary trade  channels  by  broad- 
casters who  use  them  on  radio  sta- 

tions for  public  entertainment  and 
by  owners  of  coin  machines  for 
use  in  'juke  boxes'.  We  receive  no 
fees  or  royalties  from  these  uses; 
we  are  not  permitted  by  law  to 
control  the  uses  of  records  after 
they  are  sold ;  the  courts  have  so 
ruled,  and  Mr.  Petrillo  knows  this 
is  true.  If  the  prevention  of  such 
uses  in  Mr.  Petrillo's  aim  he  has 
taken  a  means  to  accomplish  it 
which  is  unreasonable,  unfair  and 

lawless." 
As  the  Government  began  its 

legal  battle  against  Petrillo  and 
the  AFM,  moving  into  its  first  offi- 

cial stages  last  Monday  in  Chicago, 

Daniel  B.  Britt,  special  assistant 
to  the  Attorney  General  in  charge 

of  Chicago  regional  Anti- Trust  Di- 
vision office,  moved  to  secure  an  im- 

mediate temporary  injunction  by 
the  end  of  the  week  against  the 
AFM  order.  Appearing  before 
Federal  Judge  Michael  L.  Igoe,  Mr. 
Britt  requested  and  secured  an 
order  "requiring  the  defendants 
to  appear  in  court  by  Friday  to 
show  cause  why  a  temporary  in- 

junction should  not  be  granted 
pending  the  final  hearing  of  the 

case." 

The  Government  suit  named 
James  C.  Petrillo,  president  of  the 
union,  and  the  following  officers, 
C.  L.  Bagley,  vice-president,  Los 
Angeles;  Fred  W.  Birnbach,  sec- 

retary, Newark;  Harry  E.  Bren- 
ton,  financial  secretary-treasurer, 
Boston;  and  executive  committee 
members:  Chauncey  A.  Weaver, 
Des  Moines;  J.  W.  Parks,  Dallas; 
Oscar  F.  Hild,  Cincinnati;  R.  Rex 
Riccardi,  Philadelphia;  Walter  M. 
Murdoch,  North  Toronto,  Ont. 

Specific  Charges 

Under  the  Sherman  Anti-Trust 
Act,  the  complaint  specifically 

charges  Petrillo  and  his  co-defend- ants with  combination  in  restraint 

of  trade  (1)  to  prevent  the  manu- facture and  sale  of  all  phonograph 
records  and  electrical  transcrip- 

tions; (2)  to  eliminate  from  the 
market  all  manufacturers,  distribu- 

tors, jobbers  and  retailers  of  pho- 
nograph records  and  electrical 

transcriptions;  (3)  to  prevent  ra- 
dio stations  from  broadcasting 

musical  compositions  recorded  on 
phonograph  records  and  electrical 
transcriptions;  (4)  to  prevent  the 
use  of  phonograph  records  in  so 
called  "juke  boxes"  located  in 
hotels,  restaurants  and  dance 
halls;  (5)  to  prevent  the  use  of 
phonograph  records  in  the  home; 
(6)  to  prevent  the  sale  of  phono- 

graph records  to  radio  stations 
and  "juke  box"  operators  by  re- 

quiring manufacturers  to  boycott 
all  distributors,  jobbers,  and  re- 

tailers who  sell  such  records  to  ra- 

dio stations  and  "juke  box"  oper- 
ators; (7)  to  eliminate  all  musical 

performances  over  the  radio  ex- 
cept those  performed  by  members 

of  the  AFM;  (8)  to  require  radio 
stations  to  hire  unnecessary 
"stand-by"  musicians,  members  of 
the  AFM,  whose  services  are 
neither  necessary  nor  desired,  by 
requiring  radio  networks  to  boycott 
affiliated  stations  which  refuse  to 
meet  defendants'  demands  for  the 
hiring  of  "stand-by"  musicians. 

Recorded  Programs 

Countering  Mr.  Petrillo's  claim that  90%  of  all  music  broadcast  is 
recorded,  the  complaint  states  that 
approximately  75%  of  station  time 

VALUE 

Dollar  for  dollar,  audience 

for  audience,  here's  the best  value  in  Boston! 

RIPMSENTED  BY  HEADLE Y- REED  CO. 
N-  IISOonYoarOIAL WIBW  ̂'^^T O PE^K  A 
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is  devoted  to  playing  of  recordings. 
Of  the  550  non-network  affiliated 
stations,  the  complaint  says  that 
"a  substantial  number  of  these  sta- 

tions are  not  financially  able  to 
employ  live  musicians  for  musical 
broadcasts;  that  in  certain  local- 

ities such  live  talent  is  not  avail- 
able even  if  it  could  be  afforded; 

that  these  stations  depend  primar- 
ily upon  the  playing  of  phono- 

graph records  and  electrical  tran- 
scriptions to  satisfy  their  musical 

requirements."  Of  the  140,000 
AFM  musicians  the  complaint 
states  that  not  more  than  50%  are 
dependent  solely  upon  music  for  a 
livelihood. 

Of  the  100,000,000  recordings 
produced  last  year  by  Columbia 
Recording  Corp.,  New  York,  RCA 
Mfg.  Co.,  Camden,  and  Decca  Rec- 

ords, New  York,  the  combined  total 
of  which  represents  99%  of  all  the 
records  manufactured  and  sold  in 
the  United  States,  80%  are  sold 
for  use  in  the  home,  19%  for  use 
in  juke  boxes,  while  1%  are  used 
by  radio  stations,  says  the  com- 

plaint. At  the  same  time  the  com- 
plaint mentions  that  electrical 

transcriptions  are  produced  solely 
for  the  broadcasting  industry. 
The  Government,  in  charging 

Petrillo  and  his  cohorts  -with,  "un- 
lawful combination  in  restraint  of 

trade,  specifically  mentions  the  fol- 
lowing acts  of  conspiracy:  (1) 

notification  to  the  recording  com- 
panies that  their  AFM  licenses 

would  expire  July  31,  1942,  and 
would  not  be  renewed.  (2)  cancel- 

lation of  the  Interlochen  broad- 
casts on  NBC,  concerts  that  had 

been  broadcast  for  12  years  as  part 
of  a  national  music  educational 
program;  (3)  ordering  of  all  union 
bands  to  boycott  stations  in  South- 

ern California  affiliated  with  Don 
Lee  Network  in  order  to  force 
KFRC,  San  Francisco,  Don  Lee 

affiliate,  "to  hire  a  larger  and  more 
expensive  orchestra"  although  no 
dispute  of  any  kind  existed  between 
the  AFM  locals  and  any  stations 
affiliated  with  Don  Lee  except 
KFRC." 
'  KFRC  Accord 

One  phase  of  the  AFM  situation 
was  eased  last  week  when  the  AFM 
ban  on  remote  dance  band  pickups 
from  MBS  was  removed  following 
a  settlement  of  the  controversy  be- 

tween KFRC,  San  Francisco,  Mu- 
tual affiliate,  and  Local  6  of  the 

AFM  in  that  city. 
Local  6  had  asked  for  an  increase 

in  the  hourly  scale  of  wages  paid 

Abuses  in  German  Language  Programs 

Are  Termed  'Generalities^  at  Meeting 

Columbia's  Station  for  the 
SOUTHWEST 

KFH 

WICHITA 

KANSAS 

Call  Any  Edward  Petry  Office 

FOLLOWING  conferences  last 
week  by  representatives  of  the 
Foreign  Language  Radio  Wartime 
Control  Committee  with  the  Loyal 
Americans  of  German  Descent  So- 

ciety in  New  York,  Arthur  Simon, 
manager  of  WPEN,  Philadelphia, 
and  Joseph  Lang,  general  manager 
of  WHOM,  Jersey  City,  members 
of  the  FLRWCC  met  Friday  with 
FCC  Chairman  James  Lawrence 

Fly  to  report  on  the  New  York  so- 
ciety's complaints  on  questionable 

foreign-language  radio  practices. 
There  is  nothing  concrete  in  the 

reports  of  the  German  Descent  So- 
ciety, Simon  and  Lang  told  Chair- 

man Fly.  Reports  of  the  society, 
headed  by  Dr.  G.  P.  Bronish,  were 
termed  "generalities"  and  it  was 
indicated  that  the  society's  reports 
had  been  based  on  station  activ- 

ities prior  to  this  country's  entry 
in  the  war.  The  society  had  written 

musicians  on  KFRC  as  well  as  an 
increase  in  the  minimum  hours  of 
employment  from  6  to  12  a  week. 
The  station  has  agreed  to  these 
terms  in  the  renewal  contract,  re- 

troactive to  the  expiration  of  the 
old  contract. 

The  15  musicians  and  band  leader 

at  KFRC,  which  had  been  receiv- 
ing $40  per  week  for  one  hour's 

work,  six  days  a  week,  will  now  re- 
ceive $56  weekly  for  two  hours  a 

day,  six  days  a  week.  According  to 
Mutual,  KFRC  had  offered  to  raise 
the  musicians'  salaries  Sept.  16  to 
$46  a  week  for  one  hour  on  a  six- 
day-a-week  basis. 

Still  unsettled  was  the  dispute 
between  WARM,  Mutual  outlet  in 
Scranton,  Pa.,  and  the  AFM  local, 
which  is  demanding  a  wage  in- 

crease for  its  musicians  at  that  sta- 
tion. However,  WARM  last  week 

indicated  that  it  would  not  schedule 
any  remote  bands  from  the  Mutual 
line,  but  would  fill  in  such  time  with 
its  own  programs  until  it  had  set- 

tled the  renewal  contract  with  the 
AFM  local.  Difference  is  said  to  be 

>7,000  held  in  arrears  as  feala- 
to    the    musician    staff  of 

over 
ries 
WARM. 

WDRC 

CONNECTICUT'S  PIONEER  BROADCASTER 

you  GE
T  THE 

LOCAL  
RATE 

CBS  for  Conne
cticut. 

a  letter  to  Mr.  Fly  urging  him  to 
consider  personnel  engaged  in 
broadcasting  German  language 
programs  in  the  New  York  vicinity. 

85%  Signed  Up 

Meanwhile,  the  foreign  language 
committee  reports  that  85%  of  the 
foreign  language  stations  have  re- 

turned signed  codes  on  practices 
which  had  been  mailed  by  the  com- 

mittee. It  was  also  reported  that 
requests  for  fingerprints  of  per- 

sonnel were  coming  in  by  the  "hun- 
dreds". These  reports  have  brought 

about  a  general  feeling  of  satisfac- 
tion of  the  work  of  the  committee 

at  the  FCC,  it  was  said. 
Messrs.  Simon  and  Lang  also 

met  with  Lee  Falk  and  Allen 

Cranston,  who  handle  foreign-lan- 
guage programs  for  the  Office  of 

War  Information,  where  work  of 
the  foreign  language  committee 
was  gone  over  and  where  it  was 
decided  that  pro-democratic  tran- 

scriptions v/ould  be  soon  sent  to 
stations  for  their  use.  Meanwhile  it 
has  been  decided  by  the  committee 
and    OWI    that    henceforth  all 

foreign  language  ti  inscriptions 
circulated  among  stations,  includ- 

ing those  of  the  Government,  must 
be  accompanied  by  an  English 
translation. 

Elmer  Davis  Apprised 

Elmer  Davis,  OWI  head,  was 
also  brought  up  to  date  on  work  of 
the  committee  in  a  meeting  last 
Friday.  Attention  of  Mr.  Davis  and 
his  staff  was  called  to  several  sta- 

tions which  the  committee  reported 

to  be  consistently  "stepping  out  of 
line",  following  which  an  arrange- ment was  worked  out  whereby  any 

further  complaints  on  foreign  lan- 
guage broadcasts  sent  to  Govern- ment agencies  will  be  relayed  to  the 

FLRWCC. 

Mr.  Simon  declared  that  the  com- 
mittee is  being  greatly  assisted  in 

its  work  by  program  writers  and 
directors  of  most  foreign-language 
stations.  It  was  brought  out  that 
on  questionnaires  sent  to  stations 
asking  for  specific  information  on 
time  given  by  stations  to  Govern- 

ment announcements  and  pro- 
grams, results  to  date  have  by 

"conservative  estimate"  shown 
these  stations  have  contributed 
more  than  $500,000  if  translated  to 
time  sales. 

Stephens 

One  of  Rochester's  L 

Renews  Program 

ON  WHEC 

Straight  Year 

Started  with  WHEC  in  depth  of  the  depression.  Exclusive 

WHEC  client  ever  since.  The  program's  commercials  are 
"item  and  price" — we  have  to  produce  the  next  day,  4l6  con- 

secutive weeks  and  new  contract  proves  . 
we  do.  That's  why  20  other  WHEC  s\  c/ii 
customers  also  have  renewed  without  ' 

a  break  for  the  past  5  years  or  more!  * 

•RcsuM* 

is  «he 

Reason 

WHEC 

ROCHESTER,  Nil: BASIC  CBS       McKinney  &  Son,  Representative 
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The  Twin  Port  Cities  of 

DULUTH- 

SUPERIOR 

BUY  41.2  % 

MORE  FOOD 

than 

TULSA! 

KDAL 

Duluth,  Minnesota 

l^^lgj^     BRITISH  COLUMBIA 
LAND  OF  OPPORTUNITY 

1 

VANCOUVER,  CANADA 
J.  H.  McGILLVRA  (U.S.) 
,H  N.  STOVIN.  (CANADA) 

lOWMo/iirmEmy 

'CXTAA 

A'
 

5,000 

Ojn  580CBI 

The    Northwest's  Best 
Broadcasting  Buy 

WTCN 

BLUE  NETWORK 
MINNEAPOLIS  ST.  PAUL 

Owned  and  Operated  by 
ST.    PAUL    DISPATCH  PIO- 

NEER PRESS,  MINNEAPOLIS 
DAILY  TIMES. 

PREE    &    PETERS,    INC.  —  Natl.  Rep. 

Wage-Hour  Group 
Asks  Belo  Review 

DECLARING  the  Supreme  Court 
was  "erroneous"  in  its  June  8  de- 

cision that  the  Belo  Corp.,  owner 
of  WFAA,  Dallas,  and  publisher  of 
the  Dallas  News  could  maintain 
its  present  employe  wage  contracts 
[Broadcasting,  June  15],  the 
Wage  and  Hour  Division,  Labor 
Department,  under  L.  Metcalfe 
Walling,  administrator,  last  week 
asked  the  highest  tribunal  for  a 
rehearing  of  the  case. 

In  its  petition,  presented  to  the 
court  by  Solicitor  General  Charles 
Fahy,  and  signed  by  Warner  W. 
Gardner,  solicitor  of  the  Labor 
I'epartment,  Wage  &  Hour  cen- 

tered its  argument  for  rehearing 
on  the  fact  that  the  Supreme 
Court,  on  the  same  day  it  decided 
the  Belo  case,  handed  down  a  de- 

cision, which  it  was  claimed,  con- 
tradicted the  Belo  decision. 

In  the  case  of  Overnight  Motor 
Transportation  Co.  Inc.  vs.  Missel, 
case  alluded  to  by  the  W&H  Di- 

vision, it  was  claimed  the  Supreme 
Court  ruled  against  a  weekly  wage 
contract  being  allowed  to  include 
overtime  pay  whereas  the  court 
allowed  such  a  contract  in  the 
Belo  case. 

The  petition  contended  that  the 
W&H  Division  had  always  divid- 

ed a  weekly  salary  into  the  hours 
worked  to  get  an  hourly  rate  of 

earnings  and  that  a  base  week's 
pay  should  be  computed  on  the 
maximum  number  of  hours  allowed 
before  overtime  rates  begin,  not  a 
weekly  wage  which  would  include 
both  regular  hourly  rate  and  over- 

time rate.  The  petition  further  de- 
clared that  overtime  requirements 

of  the  Fair  Labor  Standards  Act 
were  not  satisfied  by  a  weekly  sal- 

ary sufficient  to  yield  the  mini- 
mum wage  and  time  and  a  half 

the  minimum  rate  for  overtime. 
Wider  Attitude  Fought 

The  petition  argued  that  the 
court's  decision  would  give  "wider 
latitude"  in  wage  contracts  "than 
that  which  Congress  granted"  in  the Fair  Labor  Standards  Act.  On  this 
point  the  petition  said  section  7(a) 
of  the  act  (on  wage  contracts) 
could  be  relaxed  by  section 
7(b)  "in  return  for  a  uniform 
wage  upon  an  annual  basis"  but that  Congress  had  declared  this 
could  follow  only  an  agreement 
'  made  as  a  result  of  collective  bar- 

gaining by  representatives  of  em- 
ployes certified  as  bona  fide  by  the 

National  Labor  Relations  Board." 
The  petition  declared  that  "seri- 

ous confusion"  has  been  intro- 
duced into  administration  of  the 

Wage  &  Hour  Act,  "by  the  ap- 
parent inconsistencies  between  the 

Belo  and  Missel  decisions  which 
will  produce  unnecessary  litiga- 

tion" and  added  that  the  Belo  de- 
cision "off'ers  strong  support  to 

schemes  contrived  to  evade  the 

requirements  of  the  Act." 
At  the  Supreme  Court  it  was 

said  no  action  on  the  petition  can 
be  expected  before  the  middle  of 
October  when  the  court  will  re- 

convene for  the  fall  term. 

'THE  WOMAN  BEHIND  THE  MAN  . . 
Mrs.  Ben  Hawthorne  Rejoins  WTIC,  Hartford,  To  Sub 

 For  Husband  Who  Volunteered  for  Army  

By  JAMES  F.  CLANCY 
Sales  Promotion  Manager 

WTIC,  Hartford 
WE'LL  CALL  this  one:  "The 
woman  behind  the  man  behind  the 

It's  a  story  of  a  radio  station,  a 
valuable  piece  of  broadcast  prop- 

erty and  a  personality. 
The  station  is  WTIC,  Hartford, 

the  sponsor  G.  Fox  &  Co.,  one  of 
New  England's  largest  department 
stores,  and  the  personality  Ben 
Hawthorne. 

For  over  eight  years,  Hawthorne 
has  put  the  Fox  Morning  Watch  on 
the  air  every  weekday  morning  be- 

tween 7  and  8. 
Genial,  quick-witted  and  happily 

commercial-minded,  Hawthorne  had 
become  the  very  voice  of  the  Fox 
organization.  In  fact,  the  two 
names,  Hawthorne  and  G.  Fox  & 
Co.,  have  become  almost  synony- 

mous to  New  England  listeners. 
Well,  Ben  has  left  WTIC.  He 

volunteered  for  Army  service.  We 
can't  replace  Hawthorne.  Our  lis- 

teners are  going  to  miss  him.  We 
knew  that  and  so  did  his  sponsor. 

Now,  G.  Fox  &  Co.  is  as  fine  and 
as  cooperative  as  any  sponsor  who 
ever  invested  in  watts.  When  its 
executives  received  the  news  that 
Ben  was  going  into  the  Army,  they 
didn't  "blow  up"  and  yell  that  their 
Morning  Watch  was  ruined.  Rather, 
they  asked  Paul  Morency,  WTIC 
general  manager,  whom  he  would 
suggest  to  take  Hawthorne's  place. 
It  wasn't  an  easy  job.  There  was 
much  worrying,  much  discussion 
and  many,  many  conferences. 

Then  bang!  It  came  like  a  bolt 
out  of  the  blue.  Mrs.  Ben  Haw- 

thorne ! 
So,  she  carries  on.  She  made  her 

bow  to  her  husband's  listeners  last 
Thursday,  Aug.  6,  and  they  liked 
her.  There  was  no  "sob  stufl"'  about 

hubby  joining  the  colors.  She  used 
the  same  format  which  Ben  had 

been  offering,  including  "Bessie 
Bessie",  Ben's  mythical  cow. 

Mrs.  Hawthorne  is  no  stranger 
to  radio.  Several  years  a?o  she  ap- 

peared on  WTIC's  The  Women's Radio  Bazaar.  One  of  her  best  as- 
sets— she  can  write — and  countless 

plays  have  come  from  her  radio- 
wise  pen.  In  fact,  there  is  authentic 
writing  abilty  in  the  Hawthornes. 
Ben  himself  is  a  great  grandson  of 
Nathaniel  Hawthorne. 

The  Hawthornes  have  given  up 
their  home  in  Wethersfield,  Conn. 
They  themselves  designed  and  built 
a  small  house  on  the  nearby  estate 
of  Dr.  C.  C.  Hoffman,  roentgenolo- 

gist in  the  medical  department  of 
the  Travelers  Insurance  Co.  The 
house  is  but  15  feet  square,  con- 

tains two  rooms,  has  a  spacious 

lavim,  and  will  be  known  as  "The 
Little  House."  Because  of  its  di- 

minutive size,  the  town  of  Wethers- 
field has  assigned  it  a  number, 

350 1^  Main  Street.  It  will  be  here 
that  Mrs.  Hawthorne  will  live  and 

plan  "The  Morning  Watch" — just another  in  that  fast-growing  army 
of  American  women  who  are  carry- 

ing on. 

REVIVALS  of  plays  by  Norman  Cor- win,  radio  playwright,  heard  on 
WNYC,  New  York  under  the  title  The 
Oortcin  Cycle  are  being  continued 
through  August.  Joel  O'Brien,  for- 

merly Corwin's  assistant  during  the CBS  series  26  by  Corivin,  directs. 

wcsc 

Serving 

Coastal  Carolina 

1000-500  Watts  •  CBS 
CHARLESTON,  S.  C. 

Ask  your  Agency  to  ask  the  Colonel! 
FREE  O-  PETERS,  Inc.,  National  Representatives 
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Department  Storeys  One-Year  Test 
Buffalo  Retailer  Now 

An  Active  User 

Of  Radio 
AFTER  a  radio  test  of  one  year, 
contract  negotiations  with  J.  N. 
Adam  &  Co.  and  the  Buffalo  Broad- 

casting Corp.  stations  WGR- 
WKBW,  have  again  been  renewed 
with  greater  vigor  and  a  more 
comprehensive  program  structure. 

J.  N.  Adam  &  Co.,  following  their 
first  year's  experience  in  broad- 

casting, have  evolved  one  of  the 
most  impressive,  completely  serv- 

iceable, general  radio  programs  of 
any  department  store  in  the 
country. 

Production  Programs  Stressed 

During  the  course  of  the  coming 
year  an  outstanding  feature  will  be 
a  series  of  26  dramatized  night-time 
production  programs,  dealing  with 
selected  themes  on  present  trends. 
And  each  morning,  Monday  through 
Saturday,  over  WGR  from  10:00  to 
10:15  a.m.,  J.  N.  Adam's  present  a 
Jean  Ames  program  composed  of 
music  and  interviews  with  local 
and  national  celebrities,  as  well  as 
entertainment  and  information  di- 

rected particularly  at  housewives. 
Topics  covered  include  Red  Cross, 
Civilian  Defense,  sugar  rationing, 
charity  work  and  general  war  ac- 
tivity. 

Commercial  portions  of  the  pro- 
gram are  invariably  at  the  con- 

clusion. For  example,  on  a  recent 
program  Connie  Boswell,  who  was 
appearing  in  town  was  interviewed. 
By  previous  arrangement  the  last 
question  asked  concerned  her  pref- 

erence in  dresses  most  suited  for 
travel.  She  recommended  cotton  as 
very  serviceable  and  practical. 

The  commercial  to  follow  dealt 
with  the  complete  displays  of  cot- 

ton dresses  at  J.  N.  Adam's.  On 
another  instance,  when  Jean  Ames 
was  interviewing  Mrs.  Burdette  S. 
Wright,  wife  of  the  general  man- 

ager of  the  Curtiss-Wright  air- 
plane factory  and  in  charge  of  day 

nursery  work  with  defense  work- 
ers, she  talked  of  denim  clothing 

for  the  "small  fry"  and  the  J.  N. 
Adam  commercial  was  tied-in  with 
their  suggestion  in  denim.  These 
daily  periods  are  brief  and  direct. 

During  the  afternoon,  Jean  Ames 
again  returns  to  the  air  over 
WKBW  from  4:00  to  4:05  p.m., 
Monday  through  Friday,  for  a  list- 

eners questions  period. 

Complete  Spot  Schedule 

In  addition  to  these  regular  pro- 
grams, a  complete  spot  announce- 

ment schedule,  strategically  placed, 
rounds  out  the  entire  effort. 

Walter  E.  Anderson,  director  of 
publicity  for  J.  N.  Adam  &  Co.  is 
in  direct  charge  of  planning  and 
selection  of  the  program  topics, 
while  John  L.  Kimberly,  of  the 
J.  N.  Adam  advertising  staff,  han- 

dles the  mechanic  of  the  entire 
schedule. 

During  May,  on  the  new  J.  N. 

MUSICAL  CUES  and  individual  parts  are  discussed  for  America  Ahead, 
new  show  of  the  J.  N.  Adam  &  Co.,  Buffalo  department  store,  to  appear 
on  WGR-WKBW,  Buffalo  Broadcasting  Co.  stations.  In  the  discussion 
are:  (left,  seated)  Herbert  C.  Rice,  Buffalo  Broadcasting  Co.  director  of 
production  and  Carl  Janis,  staff  composer  and  arranger.  Standing:  John 
L.  Kimberly  of  J.  N.  Adam  &  Co.  advertising  staff  and  Walter  E.  Ander- 

son, J.  N.  Adam's  director  of  publicity. 

complete  cast  and  sound  effects  are 
used,  resulting  in  a  production  that 
rivals  many  "big  time"  network shows. 

One  of  the  great  successes  of  the 
J.  N.  Adam  radio  program  has  been 
in  exploiting  and  tieing-in  inner 
and  exterior  store  displays,  news- 

paper advertising  and  the  radio 
features,  using  one  to  capitalize  on 
the  other  for  results.  In  several 
instances,  they  have  devoted  as 
much  as  six  full  columns  of  space 
to  publicize  a  particular  evening 
program,  and  regularly  carry  a 
full-column  ad  in  the  radio  section 

of  the  Buffalo  Sunday  Courier- 
Express  to  publicize  their  weekly 
programs.  In  addition,  a  number 
of  their  spot  announcements  are 
used  to  build-up  special  programs. 
The  stations  cooperate  through 
their  own  promotional  facilities, 
bus  and  car  cards  and  courtesy  an- 
nouncements. 
According  to  Mr.  Anderson, 

J.  N.  Adam's  aim  in  radio  at  the 
present  time  is  to  build  recogni- 

tion and  goodwill  for  the  store. 
Long  range  results  rather  than 
immediate  return  are  considered 
far  more  important,  although  J.  N. 
Adam's  get  both  from  the  use  of 
radio,  he  said. 

Adam  special  drama  series,  four 
new  presentations  were  aired.  Each 
script  used  on  these  evening  pro- 

grams is  original,  written  by  Her- 
bert C.  Rice,  director  of  production 

for  the  Buffalo  Broadcasting  Corp. 
in  collaboration  with  Mr.  Ander- 

son. The  accompanying  musical 
score  is  composed  especially  for 
each  broadcast.    Full  orchestra,  a 

Show  To  Be  Filmed 
SPECIAL  FILM  short  based  on  the 
MBS  Army  camp  program  This  Is 
Fort  Dix,  will  be  produced  by  Ted 
Lloyd  for  release  by  Paramount  Pic- 

tures, with  all  profits  going  to  the 
Army  Emergency  Relief.  The  film  will 
show  a  typical  broadcast  with  Tom 
Slater  as  m.c. 
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DISNEY'S 
TECHNICOLOR  FSATURE 

LOVE  IS  A  SONG 

TWITTERPATED    •    THUMPER  SONG 

LET'S  SING  A  GAY  LITTLE  SPRING  SONG 

LITTLE  APRIL  SHOWER 

Free  copies  for  the  profession 

may  be  obtained  from Broadcast  Music,  Inc. 580  Fifth  Avenue  •  New  York  City 
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KOBAK  DESCRIBES 

PROGRESS  OF  BLUE 

ADVERTISERS,  their  agencies, 
and  prospective  sponsors  of  the 
BLUE,  last  week  received  a  spe- 

cial four-page  letter  from  Edgar 
Kobak,  executive  vice-president  of 
the  BLUE,  summarizing  the  prog- 

ress made  by  the  network  in  its 
first  six  months  of  operation  as  an 
independent  network. 

In  addition  to  a  discussion  of 
BLUE  programs,  publicity,  promo- 

tion and  sales  policies,  the  letter 
states  that  18  stations  have  joined 
the  BLUE  since  its  separation  from 
NBC,  while  52  extra  stations  are 
also  available  to  advertisers  for 
special  coverage  requirements  other 
than  that  provided  by  the  network's 125  affiliates. 

The  letter  also  lists  by  adver- 
tiser, title  of  program  and  number 

of  stations  the  network's  25  active 
accounts,  and  its  future  bookings 
totaling  11. 

WGTC  Shifts  Staff 

SIX  staff  members  of  KGTC, 
Greenville,  N.  C,  are  affected  by 
recent  shifts.  Jimmy  Simpson, 
former  music  director  and  an- 

nouncer, becomes  program  director 
to  replace  Margaret  J.  Laughing- 
house,  who  turns  to  fulltime  man- 

agerial work.  Other  changes:  Carl 
J.  McKinney,  chief  announcer; 
Hank  Tribley,  chief  engineer; 
Frances  Simpson,  first  fulltime 
woman  announcer;  and  Hoy  Whit- 

low, continuity. 
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A  WAAC  IS  SALUTED  by  Erie  Smith,  news  editor  of  KMBC,  Kansas 
City,  and  June  Martin,  the  station's  Food  Scout  commentator.  The  candi- 

date for  the  Women's  Army  Auxiliary  Corps  is  Doris  Leeds  (right), 
secretary  in  the  KMBC  publicity  and  promotion  department,  who  was 
among  some  500  chosen  throughout  the  nation  for  an  officer's  rating. 

Complaints  Hit  Tobacco  Advertisers 
{Continued  from  page  7) 

tinguished  doctors  for  the  sole  ben- 
efit of  their  own  profession,  nor 

were  they  made  merely  to  find  out 
if  Philip  Morris  cigarettes  were 

any  different". 
Medical  Tests  Criticized 

The  FTC  charges  Philip  Morris 
paid  for  tests  made  and  that  these 
were  undertaken  by  "persons  with- 

out training  and  experience  suffi- 
cient to  make  them  accurate  and 

scientific."  The  charge  adds  that 
publication  of  the  findings  in  medi- 

cal journals  does  not  constitute 
proof  of  the  superiority  of  Philip 
Morris  cigarettes  over  other 
brands. 

Further  allegation  is  made  that 
claimed  "hygroscopic"  agents 
(moisture  removers)  used  in  the 
cigarettes  have  never  been  proved 
to  lessen  irritation  to  the  smoker's 
throat  and  that  proffered  reprints 
by  Philip  Morris  of  papers  on  in- 

fluence of  these  agents  on  cigar- 
ette smoke  have  never  been  sent 

to   those  requesting  reprints. 
In  addition  the  FTC  states  that 

Philip  Morris  "has  falsely  repre- 
sented and  advertised"  in  claim- 

ing (1)  that  its  cigarettes  cause 
no  throat  or  nose  irritation;  (2) 
that  when  smokers  have  changed  to 
Philip  Morris  every  case  of  nose 
and  throat  irritation  due  to  smok- 

ing has  cleared  completely  or  has 
definitely  improved;  (3)  that  the 

cigarettes  may  be  consumed  "with- 
out smoking  penalties." 

Other  alleged  claims  of  Philip 
Morris  are  cited  in  the  complaint, 
such  as :  That  the  effect  of  smoking 
Philip  Morris  is  "strikingly  con- 

trasted" with  that  of  four  other 
leading  brands;  that  competing 
brands  are  three  times  as  irritat- 

ing for  inhalers  and  irritation 
caused  by  them  lasts  five  times  as 
long  as  that  caused  by  Philip  Mor- 

ris; that  eminent  doctors  have 
found  that  inhaling  is  a  condition 
for  which  Philip  Morris  cigarettes 
are  beneficial  and  exceptional. 
With  regard  to  its  subsidiary, 

Dunhill  cigarettes,  Philip  Morris 
is    charged    with    misleading  the 

public  to  believe  these  cigarettes 
are  manufactured  in  England  and 
imported  into  this  country.  The 
complaint  points  out  that  in  ra- 

dio, newspaper  and  periodical  ad- 
vertising of  Dunhills,  Philip  Mor- 

ris claims  "this  new  superior  cig- 
arette is  blended  to  the  private 

formula  of  Alfred  Dunhill  Ltd." 
A  company  of  this  name  manufac- 

tures and  distributes  cigarettes, 
tobaccos  and  pipes  from  London 
and  is  said  to  be  essentially  an 
English  company.  Philip  Morris 
manufactures  cigarettes  under  the 
Dunhill  name  for  distribution  in 
this  country. 

Camel  and  Dunhill 

In  support  of  its  claim  that  the 
Dunhill  advertisements  are  mis- 

leading, the  FTC  states  the  only 
indication  of  domestic  origin  of 
the  cigarettes  is  to  be  found  in  the 
required  factory  notice  and  a 
"Made  in  U.S.A."  in  small  type. 

Advertising  for  Revelation 
smokii.j  tobacco,  another  Philip 
Morris  subsidiary,  was  also  sub- 

jected to  FTC  complaint  on  the 
basis  of  alleged  claims  that  the  to- 

bacco held  outstanding  superiority 
over  other  pipe  tobaccos;  it  was 
free  from  bite;  that  measurably 
better  action  on  the  mouth  and 
throat  had  been  established  and 
proved  for  Revelation;  difference 
between  Revelation  and  competi- 

tive tobacco  is  "fundamental"; 
and  that  properties  and  qualities 
claimed  for  Philip  Morris  cigar- 

ettes are  also  true  of  Revelation. 

R.  J.  Reynolds  Tobacco  Co.  was 
attacked  for  its  advertising  of 
Camels,  claims  being  interpreted 

Baseball  Bangtails 

PSYCHIC  appeal  of  two 

horses  named  "Shortstop" and  "At  Bat"  was  too  much 
for  Byrum  Saam,  baseball 
reporter  of  WIBG,  Philadel- phia when  he  recently  visited 
the  Garden  State  Park  tracks 
in  Camden.  He  played  the 
horses  for  the  daily  double 
with  a  $2  bet  and  left  the 

park  $134  ahead. 

by  the  FTC  that  these  cigarettes 
were  good  for  the  digestion;  that 

they  gave  a  "lift"  in  energy  and restored  bodily  strength  and  vigor; 
the  quickest  way  to  relieve  fatigue 
is  by  Camels.  Emphasis  was  placed 
by  the  FTC  on  Camels  advertis- 

ing aimed  at  athletes.  The  com- mission said  Camels  were  said  to 
be  helpful  where  a  sport  demands 
unfailing  energy  and  that  smok- 

ing the  cigarettes  gives  increased 
energy.  The  FTC  concluded  that 
Camels  advertising  claimed  that  to 
keep  in  athletic  condition  one 
should  smoke  as  many  Camels  as 
he  likes  and  that  sports  stars  had 
found  the  cigarettes  either  helps 
them  keep  in  condition  or  does  not 
damage  good  athletic  condition.  In 
line  with  this  the  FTC  added  that 
the  cigarettes  were  said  not  to 
"get  your  wind",  are  always  gentle 
to  the  throat,  soothing  to  the 
nerves  and  protect  against  nerve 
strain  and  tension. 

Also  Camels  are  not  cigarettes 
made  of  costlier  tobacco,  the  FTC 
said,  in  answer  to  purported 
claims;  almost  all  tobacco  planters 
do  not  prefer  or  smoke  Camels; 
they  do  not  burn  25%  slower  and 
a  pack  of  20  Camels  are  conse- 

quently not  equal  to  25  cigarettes 
of  other  brands. 

Prince  Albert  tobacco,  manufac- 
tured by  Reynolds,  is  declared  in 

the  complaint  to  claim  86  degrees 
cooler  smoking  than  most  other 
brands  otf  pipe  tobacco  as  well  as 
being  coolest  of  any  of  them.  This 
was  also  disputed  by  the  FTC. 

Kools  Quits  Claims 

Meanwhile  the  FTC  also  an- 
nounced last  Saturday  that  the 

BroviTi  &  Williamson  Tobacco 
Corp.,  Louisville,  has  agreed  to 
cease  certain  representations  in 
the  sale  of  Kool  cigarettes.  The 
FTC  said  these  representations  in- 

cluded claims  that  smoking  Kools 
during  cold  months  will  keep  the 
head  clear;  that  these  cigarettes 
constitute  a  remedy  for  colds  or 
by  changing  to  them  a  person  may 
expect  curative  results;  and  that 

TESTINGl 

Reach  a  big  chunk 
of  ILLINOIS  ...  do 

your  testing  thru  the 
DECATUR  station 

250  W.  1340.  Full  Time. 
Sears  &  Ayer,  Reps. 
How  can  we  help  you? 

SOY 
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smoke  from  the  cigarettes  is  eas- 
ier on  the  throat  than  other 

brands. 
In  the  usual  FTC  procedure,  20 

days  are  allowed  respondents  for 
answering  complaints.  However,  it 
was  explained  that  in  involved 
complaints,  such  as  this  concern- 

ing the  tobacco  companies,  contin- 
uances usually  are  asked  for  time 

to  prepare  replies.  It  was  said  that 
if  the  companies  do  not  agree  to 
cease  the  representations  com- 

plained against  by  the  FTC  a  hear- 
ing will  probably  be  conducted  in 

the  FTC's  New  York  offices  since 
both  companies  have  offices  in  that 
area. 

No  Company  Comment 

If  the  companies  continue  their 
advertising  in  the  present  form  it 
was  said  a  "cease  and  desist"  or- 

der will  be  served.  The  companies 
then  have  the  right  of  appeal  to 
the  Federal  courts. 

No  statements  were  forthcoming 
last  week  from  either  the  tobacco 
companies  or  the  agencies  handling 
their  accounts.  There  had  not  been 
sufficient  time  for  a  careful  study 
of  the  companies,  it  was  said.  It 
is  not  expected  that  information 
for  publication  on  procedure  of 
the  companies  will  be  released  un- 

til shortly  before  the  close  of  the 
20-day  limit  for  replies.  In  view 
of  the  fact  that  continuances  are 
reasonably  easy  to  secure  from  the 
FTC  some  time  may  elapse  before 
any  direct  action  will  be  taken. 

Reynolds^  Philip  Morris  Heavy  Users 

Of  Time  on  Both  CBS  and  NBC  Hookups 

School  Teachers  Study 
Radio  at  WGY  Studios 
WGY,  Schenectady,  in  cooperation 
with  public  school  authorities,  has 
opened  a  Radio  Workshop  to  train 
elementary  and  secondary  school 
teachers  in  the  use  of  radio  in 
classrooms,  script  writing  and  pro- 
duction. 

The  workshop,  directed  by  Max 
U.  Bildersee,  supervisor  of  the 
Bureau  of  Radio  &  Visual  Aids  of 
the  State  Education  Dept.,  will 
give  20  teachers  a  three-week 
course  with  plenty  of  homework  to 
supplement  morning  and  afternoon 
lectures  and  discussions.  Victor 
Campbell  is  WGY's  representative on  the  Workshop  staff. 

*    Air  School  Advance 
TO  GIVE  parents  and  other  adults 
unable  to  listen  to  the  CBS  School 
of  the  Air  of  the  Americas  during 
daytime  hours,  an  idea  of  the  se- 

ries, CBS  has  scheduled  three  pro- 
grams typical  of  the  School  for 

broadcast  at  8:30  p.m.  Aug.  14,  21 
and  28.  As  arranged  by  Lyman 
Bryson,  CBS  educational  director 
and  chairman  of  the  CBS  Adult 
Education  Board,  and  Leon  Levine, 
producer  of  the  School  series,  the 
three  special  programs  will  empha- 

size "promotion  of  the  war  effort 
among  the  school  youngsters,"  the 
aim  of  the  1942-43  series.  Titles 
of  the  three  programs  will  be 
"Science  at  Work,"  "Pan  American 
Pageant,"  and  "Role  of  Youth  in 
War." 

CITED  in  Federal  Trade  Commis- 
sion complaints  last  Saturday  for 

"misrepresentation  and  false  ad- 
vertising" R.  J.  Reynolds  Tobacco 

Co.,  Winston-Salem,  and  Philip 
Morris  &  Co.,  New  York,  are  two 
of  the  heaviest  timebuyers  on  NBC 
and  CBS. 

R.  J.  Reynolds,  through  its  agen- 
cy, Wm.  Esty  &  Co.,  New  York, 

promotes  Camel  cigarettes  on  114 
CBS  stations,  Mondays,  7:30-8 
p.m.  with  Vaughn  Monroe's  Orches- tra; on  Camel  Caravan,  114  CBS 
stations,  Fridays,  10-11  p.m.;  and 
How'm  I  Doin'  on  50  NBC  stations, 
Thursdays,  7:30-8  p.m.  Prince  Al- 

bert tobacco,  also  named  in  the 
FTC  complaints,  a  product  of  R.  J. 
Reynolds,  is  promoted  on  The 
Grand  Ole  Opry  on  59  NBC  outlets, 
Saturdays,  10:30-11  p.m. 

Philip  Morris  is  currently  pre- 
senting two  shows  over  CBS,  Philip 

Morris  Playhouse,  Fridays,  9-9:30 
p.m.  on  114  stations;  Crime  Doctor, 
114  stations,  Sundays,  8:30-8:55 
p.m.  On  NBC  the  tobacco  com- 

pany's program  is  Johnny  Presents 
on  125  stations,  Tuesdays,  8-8:30 
p.m.  Meanwhile  Philip  Morris  is 
scheduled  to  start  a  weekly  half- 
hour  show  Sept.  8  on  103  NBC  sta- 

tions, Tuesdays,  8-8:30  p.m.  with 
Pacific  repeat,  8:30-9  p.m.  (PWT). 
The  program,  scheduled  to  re- 

place Johnny  Presents,  will  be  built 
around  Ginny  Simms  as  m.c.  and  vo- 

calist. Featured  also  will  be  David 
Rose's   orchestra   with   the  Bom- 

Hyatt  Heads  WJHO 
F.  MARION  HYATT,  chief  engi- 

neer of  WJHO,  Opelika,  Ala.,  has 
taken  over  the  additional  duties  of 
general  manager  succeeding  John 
Herbert  Orr,  it  was  announced  last 
week.  Other  WJHO  changes  are 
the  promotion  of  James  T.  Ownby 
to  commercial  manasrer  and  the 
naming  of  Jacquelyn  Melton  as  wo- 

men's editor  and  traffic  director. 

Lance  Show  Also  Sustaining 
MUSICAL  PROGRAM,  titled  Sunday 
Toast chee  Time,  launched  ou  G5  BLUE 
stations  Aug.  9  under  sponsorship  of 
Lance  Inc.,  New  York,  for  Toastchee 
Crackers,  is  offered  to  remaining 
BLUE  affiliates  as  a  sustaining  show 
under  the  title  Easy  Listening.  War 
messages  replace  commercials  on  the 
sustainings.  Featured  on  the  show  are 
Edward  MacHugh,  singer  of  religious 
songs ;  Paul  Lavalle,  band  leader,  and 
a  quartet.  Morse  International  Inc. 
handles  the  account. 

bardiers,  male  vocal  quartet.  Vick 
Knight,  recently  appointed  West 
Coast  producer  and  manager  of  the 
Blow  Agency,  handling  Philip  Mor- 

ris accounts,  will  be  in  charge  of 

production. 

Squibb  Doubles  Budget 
Of  Latin  American  Time 
E.  R.  SQUIBB  &  Sons,  New  York, 
has  doubled  its  advertising  budget 
for  South  America  and  the  Carib- 

bean area  for  the  fiscal  year  July 
1,  1942-43,  according  to  an  an- nouncement last  week  by  A.  F. 
Connolly,  vice-president  of  Dorland 
International  Inc.,  agency  in  charge 
of  Squibbs  foreign  advertising. 

Prompted  by  faith  in  the  future 
of  Latin  America,  the  increase  for 
the  coming  year  calls  for  a  sub- 

stantial institutional  campaign,  as 
well  as  promotion  of  Squibbs  Den- 

tal Cream.  All  types  of  radio  will 
be  used  along  with  newspapers  and 
magazines  and  will  range  from  30- 
second  spot  announcements  to  half- 
hour  programs. 

ABLER  TO  EXTEND 

RADIO  PROMOTION 
ADLER  SHOES,  New  York,  will 
increase  its  radio  advertising 
Sept.  1,  with  participations  on 
WJZ,  New  York,  and  will  probably 
augment  its  spot  announcement 
schedule  by  adding  a  substantial 
number  of  independent  New  York 
stations  in  the  fall.  Amusing  and 
entertaining  shows  will  be  used  in 
preference  to  news  or  other  serious 
material. 

In  line  with  its  policy  to  use  pro- 
grams of  interest  to  women,  Adlers, 

which  specializes  in  Elevator  shoes 
to  make  men  look  taller,  has  signed 
for  participations  thrice-weekly 
on  WJZ's  variety  show  Ed  East  in Breakfast  in  Bedlam.  A  sponsor  of 
Here's  Morgan  on  WOR,  New 
York,  the  shoe  firm  has  renewed  a 
contract  with  WQXR,  New  York 
for  14  announcements  weekly,  using 
a  new  type  commercial. 

To  denote  the  effect  produced  by 
wearing  Adler  Elevator  shoes, 
chimes  are  played  at  two  different 
pitches.  Success  of  this  musical 
symbol  is  said  to  be  the  main  rea- 

son for  expansion  to  other  stations, 
so  that  a  similar  technique  may  be 
widely  used.  Consolidated  Adv., 
New  York,  handles  the  account. 

New  Candy  Spots 

SCHUTTER  CANDY  Co.,  Chi- 
cago, has  appointed  Roche,  Wil- liams &  Cunnyngham,  Chicago,  to 

make  a  three-market  test  for  Bit- 
O-Honey  candy  bars.  One-minute 
announcements  have  been  placed 
15  times  a  week  on  WJR,  Detroit; 
KMOX,  St.  Louis,  and  KDKA, 
Pittsburgh. 

Test  for  Sparkies 
QUAKER  OATS  Co.,  Chicago, 
through  Ruthrauff  &  Ryan,  Chi- 

cago, is  conducting  a  test  for 
Sparkies  with  transcribed  station 
break  announcements  19  times  a 
week  on  KSD,  eight  times  a  week 
on  KMOX,  St.  Louis,  and  19  times 
a  week  on  WMBD,  Peoria.  Con- 

tracts are  for  13  weeks. 

5000  WATTS
 

KTKC,  Visalia.  CaL,  which  recently 
increased  to  5,000  watts,  has  acquired 
Press  Assn.,  AP  radio  subsidiary. 

630    KC.    5000    WATTS   DAY  AND 
NIGHT    ̂     BLUE  NETWORK 

r  WPVD  with  a  large
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More  American  Music 

Played  by  Symphonies 
AN  INCREASE  in  performances 
of  works  by  American-born  com- 

posers is  revealed  in  the  National 
Music  Council's  third  annual  sur- 

vey of  compositions  played  by  the 
16  major  symphony  orchestras  at 
regular  subscription  concerts  in 
their  home  cities. 

Orchestras  presented  121  such 
performances  during  the  1941-42 
season,  as  against  92  during  1940- 
41.  This  represents  an  increase 
from  6.5%  to  8.9%  of  the  total 
number  of  works  of  all  categories 
played  each  season.  Number  of  com- 

positions heard  during  the  past  sea- 
son was  1,356,  as  against  1,413  for 

the  previous  year,  and  1,391  for 
1939-40 

Decrease  in  presentation  of  works 
by  foreign-born  composers  from  the 
past  to  previous  season  was  from 
1,207  to  1,124.  Combined  works  of 
naturalized  American  and  foreign- 
born  composers  declined  from  114 
to  111. 

SPOOKY  JUKE  BOX 

Spieling  Shortwave  Alarms 
— Guests  In  N.  J.  Tavern — 

WEST  ORANGE,  N.  J.  had  a  24- 
hour  spy  scare  of  its  own  last 
week,  because  of  a  barroom  juke 
box  with  a  defective  tube. 

Guests  at  a  local  tavern  sensed 
a  fifth  column  and  summoned  the 
FBI  when  an  innocent-looking  juke 
interrupted  its  routine  renditions 
of  such  favorites  as  "Tangerine", 
and  began  to  spread  alarming  avi- 

ation messages  like  "Plane  77  is 
ordered  from  Trenton  to  Wash- 

ington." 
An  FCC  agent  broke  the  case 

by  discovering  the  defective  tube. 
Ordinarily,  the  music  originated  in 
a  nearby  dining  room,  and  was 
transmitted  by  longwave  to  the 
tavern.  The  defect  had  converted 
the  receiving  set  on  the  loudspeaker 
to  shortwave,  and  made  it  tap  the 
airline  channel. 

PROFESSIONAL 

DIRECTORY 

Jansky  &.  Bailey 
An   Organization  of 

Qualified  Radio  Engineers 
Dedicated  to  the 

SERVICE  OF  BROADCASTING 
National  Press  Bide.  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.      Dl.  1  705 

Washington,  D.  C. 

JOHN  BARRON 
Consulting  Radio  Engineers 
Specializing  in  Broadcast  and 

Allocation  Engineering 
Eorle  Building,  V/oshington,  D.  C. 

Telephone  NAtionol  7757 

GEORGE  C. DAVIS 

Consulting  Radio Engineer 
Munsey  BIdg. District  8456 

Washington, D.  C. 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD      INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

PAUL  F  GODLEY 

COA/SUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 
MO  2-7859 

CLIFFORD  YEWDALL 
Empire  State  Bids- 
NEW  YORK  CITY 

An  Accounting  Servic* 
Particularly  Adapted  to  Radio 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Communications,  Inc. 
66  Broad  St.,  New  York.  N.Y. 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial   Radio  Equip.  Co. 
silver  Spring  Md. 

(Suburb.  Wash.,  D.  C.) 
Main  Office :  Croisroadi  of 

7134  Main  St.  V~\         tlie  World Kansas  City,  M>  [     X     \     Hollywood,  Cal. 

RING  a:  CLARK 

Consulting   Radio  Engineer! 
WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 

BROADCASTING 
FOR 

RESULTS! 

James  to  Air  Force 
E.  P.  H.  JAMES,  former  director 
of  promotion  and  publicity  for  the 
BLUE,  on  Aug.  8  reported  for  ac- 

tive duty  at  Miami  Beach  as  a  first 
lieutenant  in  the 
Army  Air  Force. 
A  veteran  in  the 
radio  promotion 
field  and  a  native 
of  England,  Mr. 
James  joined 
NBC  some  15 
years  ago,  and 
was  head  of  its 
sales  promotion 
department  until 
the  first  of  this 
year  w^hen  the  BLUE  separated from  NBC.  No  successor  had  been 
named  by  the  BLUE  last  vi^eek  to 
fill  Mr.  James'  position. 

Mr.  James 

CBS  MONITOR  UNIT 

OPERATED  BY  FCC 

AFTER  receiving  information  that 
CBS  was  to  abandon  operation  of 
its  San  Francisco  shortwave  moni- 

toring station  on  July  31,  the  FCC 
on  Aug.  1  took  over  operation  and 
maintenance  of  the  unit  with  super- 

vision resting  with  the  Commis- 
sion's Foreign  Broadcast  Intelli- 

gence Service. The  post,  recently  operated  by 
CBS  for  the  Office  of  War  Infor- 

mation's coverage  of  the  Pacific 
area,  is  intended  to  widen  opera- 

tion of  the  FBIS  and  all  informa- 
tion picked  up  by  the  post  will 

continue  to  be  utilized  by  the  OWI 
and  other  affected  Government 

agencies. 

Siluarions  V^onted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  ctiorge  $1.00.  Payable  in  advance.  Count  three 
words    for    box    address.    Forms   close   one   week    preceding  issue. 

Help  Wanted 
Need  Two  Combination  Announcer-Trans- 

mitter Engineers — State  salary  and  ex- 
perience in  first  letter.  WMOG,  Bruns- 

wick, Georgia. 

Experienced  Announcer — Permanent  posi- 
tion for  aggressive  man.  Draft  exempt. 

State  qualifications.  Send  voice  record  to 
WRAK,  Williamsport,  Penna. 

WANTED:  SALES  MANAGER  —  Experi- 
enced, low  pressure,  high  percentage 

c'oser.  Excellent  opportunity.  Box  719, BROADCASTING. 

Experienced  Commercial  Continuity  Writer 
— To  head  department  of  four  people. 
Also  experienced  woman  writer  for  de- 

partment stores.  Send  complete  informa- 
tion first  letter.  WMBD,  Peoria,  111. 

Program  Director- Announcer — Capable  of 
assisting  management  small  local  South- 

ern station.  Give  full  details.  Box  720, BROADCASTING. 

Sales   Promotion   and  Publicity  Man — For 
Washington  station.  Give  experience, 
references  and  sa'ary  in  first  letter.  Box 
721,  BROADCASTING. 

Transmitter  Engineer  —  First  or  Second 
Class.  No  experience  necessary.  Good 
salary.  WJTN,  Jamestown,  New  York. 

ANNOUNCERS— Need  two  capable,  experi- 
enced general  announcers  for  regular 

shifts.  Good  wages ;  ideal  living  condi- 
tions in  Florida's  most  prominent,  wealthy market.  Give  full  details  of  experience  in 

first  letter.  Be  prepared  to  send  tran- 
scriptions on  request.  Box  726,  BROAD- CASTING. 

Local  Station  in  Virginia — Has  opening 
for  chief  engineer  and  operator.  Sub- 

mit qualifications  and  salary  expected 
fii-st  letter,  with  date  available.  Box 
724,  BROADCASTING. 

Transmitter  Operator — First  class  license. 
Experience  desirable.  5  kw  network  sta- 

tion, directional  antenna.  Contact  KSCJ, Sioux  City,  Iowa. 

ANNOUNCER-ENGINEER— First  class  li- 
cense preferable.  Progressive  small 

Southern  Station.  Good  pay  for  short 
week.  Box  725,  BROADCASTING. 

Wanted — Experienced,  draft-exempt,  ener- 
getic, young,  radio  advertising  salesman 

with  references.  KWBW,  Hutchinson, Kansas. 

Situations  Wanted 

COMMERCIAL  MANAGER— Twelve  years 
major  experience.  Background  showman- 

ship and  merchandising.  Highest  refer- 
ences. No  floater  or  boozer.  Can  still  push 

sponsors'  doorbells.  Forty-four — three  de- pendents. Now  employed.  Available  Au- 
gust first.  Box  717,  BROADCASTING. 

Situations  Wanted  (Cont'd) 
Program  Director  —  General  announcing, 

sports.  Go  anywhere.  Available  now.  12 
years'  experience,  married,  family,  draft 3-A.  Box  735,  BROADCASTING. 

Money  Secondary  to  Experienced  Announcer 
— Can  write  continuity.  Go  anywhere. 
Box  733,  BROADCASTING. 

Two  Capable  Young  Men — Schooled  in  ra-  ■ dio  technique.  Experienced :  writing  ;  an- 
nouncing ;   informal  show ;  program  di- 

recting. Box  734,  BROADCASTING. 

STATION  MANAGER— Excellent  admin- 
istrator and  detail  man.  Thoroughly  re- 

sponsible. Decade  of  radio.  Draft  exempt. 
Network  affiliate  only.  Box  731,  BROAD- CASTING. 

NEED  AN  ASSISTANT?— Godsend  to  busy 
executive  or  one  often  away.  Much  ex- 

perience. Draft  improbable.  Box  729, 
BROADCASTING. 

PRODUCER,     PROGRAM  MANAGER— 
Seeks  permanent  position  with  oppor- tunities with  network  station  or  agency. 
12  years'  experience  as  announcer,  writer, 
producer,  engineer.  Experienced  with 
clear  channel  station  and  major  net- work. Excellent  recommendations  and 
references.  Draft  exempt.  Family.  Young. 
Box  732,  BROADCASTING. 

Small-station  Man — Successful  in  manage- 
ment, selling,  programmine:,  seeks  sound 

proposition  with  responsib'e  company. Fair  salary  with  commission.  Mature, 
married,  draft  exempt.  Box  722,  BROAD- 
CASTING. 

PROGRAM  DIRECTOR— Ten  years  major  | 
station  background  writing  and  produc- tion. Unusual  sales  ability.  National 
credits.  Forty  three — three  dependents. Available  August  tenth.  Box  718, 
BROADCASTING. 

Here's  a  Man — With  ten  years'  experience 
as  station  manager,  4A  agency  writer, 
producer,  and  sound  knowledge  of  pro- 

grams, traffic,  personnel  and  administra- tive work.  Draft  status  secure.  Sober, 
reliable,  loyal.  Excellent  credit.  A-1  ref- erences. Seeking  permanent  position  with 50  kw  or  dominant  regional ;  agency ; 
network.  Now  employed.  Box  730, 
BROADCASTING. 

ANNOUNCING-PRODUCTION  —  Experi- enced. College.  Deferred.  Box  727, 
BROADCASTING. 

SALESMAN — Four  years'  experience  net- work stations.  Excellent  references.  BoX| 
723,  BROADCASTING. 

Wanted  to  Buy 

Two  RCA  70-C  Turntables— New  or  used. 
Box  728,  BROADCASTING. 
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R  AD  A  R  Specialist 

States  Navy . . 

Be  a 

with  the 

Here  is  your  opportunity  to  serve  your 
country  and  advance  yourself  at  the  same 
time.  The  U.  S.  Navy  needs  5,000  picked 
men  to  install,  operate,  maintain  and  re- 

pair RADAR  equipment — the  secret  ultra 
high  frequency  apparatus  used  to  locate 
airplanes.  If  you  are  an  Amateur,  Service- 

man or  Engineer  YOU  may  be  eligible. 

You  go  into  the  Navy  as  a  Petty  Officer 
with  food,  quarters,  uniforms,  medical 
and  dental  care  supplied  plus  pay  of  from 
$60.00  to  $106.00  monthly.  After  the 

successful  completion  of  eight  months 
technical  training  you  are  eligible  to  im- 

mediate promotion  to  the  rank  of  Chief 
Radioman  with  pay  up  to  $175.00  monthly 
the  first  year  and  up  to  $200.00  per  month 
thereafter — with  opportunities  to  remain 
in  the  service  permanently. 

Go  to  your  nearest  Navy  Recruiting  Sta- 
tion TODAY  (generally  in  your  local  post 

office)  and  find  out  how  YOU  can  take 
advantage  of  your  technical  knowledge. 
THE  NAVY  NEEDS  YOU! 

I 

UNITED  STATES 

/JdA  at  l/ou/i  Jlocal  PoU 

N  A  VV 
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Actions  of  the 

FEDERAL   COMMUNICATIONS  COMMISSION 

 AUGUST  1  TO  AUGUST  7  INCLUSIVE  

Decisions  .  .  . 
AUGUST  3 

WINS,  New  York  City— Granted  modi- 
fication of  construction  permit  as  modified 

for  extension  of  completion  date  to  11-3-42. 
WMAW,  Worcester,  Mass. — Granted  con- 

tinuance of  hearing  to  8-17-42. 
KFEQ,  St.  .Joseph,  Mo.  —  Granted  modifi- 

cation of  construction  permit  as  modified 
to  extend  completion  date  to  9-30-42. 

AUGUST  4 
WMRO,  Aurora,  111. — Designated  of  hear- 

ing application  for  modification  of  license. 
WHAT,  Philadelphia— San-e. 
KWID,  San  Francisco — Granted  modifi- 

cation of  construction  permit  to  add  7230 
kc.  with  unlimited  time  and  extend  com- 

pletion date  180  days  after  grant. 
GRANTED  PKTTTTONS  FOR  DISMIS- 

SAL OF  APPLICATIONS— (for  new  sta- 
tion construction  permits)  J.  Marion  West, 

Wesley  W.  West  and  P.  M.  Stevenson,  Hous- 
ton ;  Peter  Q.  Nyce,  Alexandria,  Va.  ;  Lex- 

ington Broadcasting  Co.,  Lexington,  N.  C. ; 
Louisiana  Communications  Inc.,  Baton 
Rouge ;  Fort  Smith,  Newspaper  Publishing 
Co.,  Fort  Smith,  Ark.  ;  Dorman  Schaeffer, 
Klamath  Falls,  Ore.  ;  (for  new  facilities) 
KCMO,  Kansa  City;  KOAM,  Pittsburg, 
Kan.  ;  WMBR.  Jacksonville,  Fla.  ;  WRLC, 
Toccoa,  Ga.  :  WHEB.  Portsmouth,  N.  H. 
WALB,  Albany,  Ga.  —  Designated  for 

applications  for  renewal  of  license,  change 
of  frequency  and  voluntary  assignment  of 
license. 

AUGUST  5 
WPRA,  Mayaguez,  P.  R. — Proposed  to renew  license. 
NEW,  Puerto  Rico  Adv.  Co.  Inc.,  Arecibo 

and  San  Juan,  P.  R. — Proposed  denial  of 
new  station  applications  in  both  cities. 

Applications 
AUGUST  3 

WWSW,  Pittsburgh— Modification  of  li- 
cense to  change  corporate  name  to  WWSW 

Inc. 
WDAE,  Tampa,  Fla. — Special  service  au- thorization to  operate  on  770  kc.  with  5  kw. 

unlimited  time,  employing  directional  an- tenna for  night  use. 
WPDQ,  Jacksonville,  Fla. — Modification 

of  construction  permit  as  modified  request- 
ing change  in  type  of  transmitter,  change 

in  frequency  monitor  and  extension  of  com- 
mencement and  completion  date  of  con- struction. 

AUGUST  4 
WCBX,  New  York— Modification  of  li- cense to  add  9480  kc,  sharing  time  with 

WCDA  and  WCRC. 
WCDA.  New  York — Same,  sharing  time 

with  WCBX  and  WCRC. 
WCRC,  New  York — Same,  sharing  time with  WCBX  and  WCDA. 
WFMJ,  Youngstown,  O. — Voluntary  as- 

signment of  license  to  the  WFMJ  Broad- casting Co. 

Tentative  Calendar  .  .  . 
NEW,  Hennessy  Broadcasting  Co.,  Butte, 

Mont.,  construction  permit  for  1490  kc, 
250  watts  unlimited  ;  NEW,  Barclay  Craig- 

head, Butte,  same  (further  consolidated 
hearing,  Aug.  10). 

Bailey  Joins  Navy 
WILLIAM  BAILEY,  of  KYW, 
Philadelphia,  formerly  an  NBC  an- 
nouiTCT  and  president  of  Voices 
Inc.,  New  York  talent  agency,  was 
commissioned  a  lieutenant  July  28 
and  was  assigned  to  the  Radio  Sec- 

tion, Navy  Bureau  of  Public  Re- 
lations, the  following  day.  It  was 

stated  that  Lieut.  Bailey's  assign- ment was  in  line  with  Naval  policy 
to  take  on  older  men  for  public 
relations  tasks  in  order  to  release 
younger  officers  for  active  sea 
duty. 

Johnny  Johnstone  on  Tour 
G.  W.  JOHNSTONE,  director  of  news 
and  special  features  of  BLUE,  left 
New  York  by  plane  Auk-  10  for  a  tour 
of  BLUE  stations.  He  will  confer  with 
managers  and  examine  local  news  and 
special  features  setups.  He  returns 
Aug.  22. 

WINNER  of  Kansas  State  Teacher 

College  speech  department's  an- nual auditions,  Marjorie  Anderson, 
20-year-old  student  of  Americus, 
Kan.,  is  now  a  combination  opera- 

tor and  announcer  at  KTSW,  Em- 
poria. Miss  Anderson  announces 

and  operates  the  studio  console 
from  6  to  9  a.m.  when  she  handles 
First  Edition  News,  an  informal 

music  and  chatter  program  Top  o' the  Morning,  and  the  transcribed 
Musical  Clock. 

WKRC  SUBSTITUTES 

For  Newspaper  When  Its 

—  Printers  Go  On  Str'.ke  — 

WHEN  the  newspaper  pressman's 
union  called  a  strike  which  affect- 

ed three  Cincinnati  dailv  news- 
papers and  prohibited  publication 

Aug.  5,  WKRC,  as  public  service 
feature,  stepped  in  and  brought 
Cincinnatians  a  news  program 
titled  "Times-Star  of  Air."  Tom 
McCarthy,  WKRC's  news  chief,  as- sisted by  Tim  Elliott,  newsmen 
and  announcers,  worked  on  regular 
schedules  to  bring  listeners  most 
important  features  in  the  news- 

paper. Such  significant  reading  as 

George  Sokolsky's  column;  "The 
Once  Over"  bv  H.  I.  Phillips: 
"News  Behind  the  News"  by  Paul 
Mallon;  editorials;  Nixson  Den- 

ton's popular  "Second  Thoughts"; 
Frances  Raine's  "Radiopinions"; 
advice  by  Dorothy  Dix;  daily  in- 

stallment of  serial  story;  and  new? 
of  general  interest  were  carried. 
Even  comic  strips  were  portrayed. 

WHOM  Votes  for  ACA 
TECHNICIANS  of  WHOM,  Jersey 
City,  by  a  two-vote  margin,  last  week 
voted  to  maintain  the  American  Com- 

munications Assn.  (CIO)  as  their  col- 
lective bargaining  union  in  preference 

to  the  AFL'.s  International  Brother- 
hood of  Electrical  Workers.  The  elec- 

tion was  ordered  last  month  [Broad- 
casting, .Inly  61,  by  the  National 

Labor  Relations  B^ard,  details  to  be 
handled  by  the  NLRB  regional  office 
in  cooneration  with  the  interested  par- ties. The  renewal  contract  shows  no 
changes  from  the  old  pact  and  con- tains standard  union  terms. 

WDAE,  Tampa,  Fla.,  has  applied  to 
the  FCC  for  a  special  service  author- ization to  operate  on  770  kc.  with  its 
present  .5.000  watts  in  lieu  of  its  li- 

censed 12.50  kc.  WJZ,  New  York,  is 
the  dominant  station  on  the  clear 
channel  770  kc.  with  KOB,  Albu- 

querque, also  utilizing  that  frequency 
under  a  special  service  authoriza- 
tion. 

Nygren  Joins  Navy 
ARNOLD  NYGREN,  chief  engi- 

neer of  WFIL,  Philadelphia,  the 
seventh  member  of  the  staff  to 
leave  for  the  service,  has  been  com- 

missioned lieutenant  senior  grade 
in  the  Naval  Reserve  for  active 
duty  in  the  Radio  Division  of  the 
Bureau  of  Aeronautics.  Reporting 
for  active  duty  Aug.  15,  he  expects 
to  be  assigned  to  the  naval  aircraft 
factory  in  Philadelphia.  Before 
joining  WFIL  in  1935,  Mr.  Nvgren 
vi^as  chief  engineer  of  WOCL, 
Jamestown,  N.  Y.,  and  later  a 
member  of  the  engineering  depart- 

ment of  NBC.  Louis  Littlejohn, 
technical  supervisor  of  WFIL,  was 
named  acting  chief  engineer.  He  is 
vice-president  of  the  American 
Communications  Assn.  and  on  the 
Domestic  Broadcasting  Committee 
of  the  War  Communications  Board. 

CONTROI 

ROOM 

ROBERT  SNIDER,  engineer  of 
WOWO-WGL,  Fort  Wayne,  has 
joined  KTUL,  Tulsa.  He  is  succeeded 
by  Stanley  P,  Guth,  formerly  of 
KOVC,  Valley  City,  N.  D. 
J.  B.  EAVES,  chief  engineer  of 
KGNF,  North  Platte,  Neb.,  is  the 
father  of  a  boy  born  July  26. 

RUSSELL  H.  PRAY,  formerly  en- 
gineer of  KYA,  San  Francisco,  and 

for  the  past  two  years  president  of 
Local  B-202,  IBEW,  that  city,  has 
been  appointed  international  repre- 

sentative of  the  organization,  concen- 
trating on  broadcasting  division. 

WEBSTER  JONES  becomes  engi- 
neer at  the  transmitter  of  KFEL, 

Denver,  to  replace  Dan  Sjodin  who 
has  joined  the  Army. 

JIM  SCHULTZ.  chief  engineer  of 
WCAE,  Pittsburgh,  and  Alex  Mester, 
staff  engineer,  were  each  fathers  of 
baby  boys  born  recently. 

BOB  BITNER  has  left  the  engineer 
staff  of  WCAE,  Pittsburgh,  to  attend 
Navy  engineering  school. 
LEE  DODSON,  former  engineer  of 
KUOA.  Siloam  Springs,  Ark.,  has 
joined  the  ensmeering  staff  of  KBIX, 
Muskogee,  Okla. 

SOTTADRON  LEADER  LEN 
PARKS,  former  transmitter  operator 
of  CKCL,  Toronto,  is  now  in  charge 
of  the  Royal  Canadian  Air  Force  wire- less school  at  Guelph,  Ont. 

JAMES  GRANT,  operator  of  CKCL, 
Toronto,  and  Ernie  Wilson,  transmit- 

ter operator  of  CKCL.  have  joined  the 
Royal  Canadian  Air  Force. 
LBN  READ  and  Buster  Crawley, 
operators  of  CKCL.  Toronto,  are 
awaiting  their  Canadian  Army  call. 
MARDIS  ANDERSON  of  WRBL, 
Columbus,  Ga.,  engineering  stfiff,  has 
been  transferred  as  acting  chief  engi- 

neer of  WGPC,  Albany. 
LLOYD  BECKWORTH,  formerly  of 
WLAG.  La  Grange.  Ga.,  is  now  on 
the  engineering  staff  of  WRBL,  Co- lumbus, Ga. 
GEORGE  KEICH,  chief  engineer  of 
WICC.  Bridgeport.  Conn.,  on  .July  18 
married  .Jeanne  Poli,  conductor  of  the 
station's  Commuter's  Club  program. 
RAY  FANCY,  control  operator  of 
WCFL,  Chicago,  is  on  leave  as  an 
instructor  in  radio  engineering  in  Sig- 

nal Corps  training  in  Chicago. 
AUDREY  MITCHELL  has  joined 
the  operating  staff  of  CFCH,  North 
Bay,  Ont. 

He/mrA  iKccovnts 
All  time  Eastern  Warbim&  unless  indicated 

New  Business 

LANCE  Inc.,  Charlotte,  N.  C.  (Toastchee 
Crackers),  on  Aug.  9  started  musical 
program  featuring  Edward  MacHugh, 
singer,  and  Paul  Lavalle's  orchestra  on 65  BLUE  stations.  Sun.,  4:30-5  p.m. 
Agency  is  Morse  International,  N.  Y. 

Renewal  Accounts 

EMERSON  DRUG  Co.,  Baltimore  (Bromo- Seltzer),  on  Aug.  3  renewed  Vox  Pop  on 
69  CBS  stations,  Hon.,  8-8 :30  p.m.  Agen- cy :  Ruthrauffi  &  Ryan. 

OHIO  OIL  Co.,  Cincinnati  (Marathon 
gasoline,  motor  oils),  on  Sept.  6  will  re- 

sume Views  on  the  News  on  7  NBC  sta- tions (WLW  WOWO  WSPD  WMAQ 
WCOL  WGBF  WBOW)  Sun.,  3:30-4  p.m. 
(CWT).  Agency:  Stockton,  West,  Burk- 
hart,  Cincinnati. 

Network  Changes 

PHILIP  MORRIS  &  Co.,  New  York  (ciga- 
rettes and  tobacco ) ,  on  Sept.  8'  replaces Johnny  Presents  with  Ginny  Simms  and 

David  Rose's  Orchestra  on  82  NBC  sta- tions, Tues.,  8-8:30  p.m.  (repeat,  21 
NBC-Pacific  stations,  11 :30  p.m.-mid- 
night).  Agency:  Biow  Co.,  N.  Y. 
WELCH  GRAPE  JUICE  Co.,  Westfield, 
N.  Y.  (grape  and  tomato  juices),  on  Aug. 
16  shifts  Dear  John  on  60  CBS  stations 
from  Fri.,  7:15-7:30  p.m.  (repeat  11:15 
p.m.)  to  Sun.,  6:15-6:30  p.m.  Agency: H.  W.  Kastor  &  Sons,  Chicago. 

GENERAL  MILLS,  Minneapolis  (Soft- 
asilk  cake  flour) ,  on  Aug.  7  and  14  pre- 

sents Hymns  of  All  Churches  instead  of Betty  Crocker  on  28  NBC  stations,  in 
addition  to  its  usual  schedule  Mon.  thru 
Thurs.,  2:45-3  p.m.  Agency:  Blackett- Sample-Hummert,  Chicago. 

AFRA,  WABC  Seeking 

Accord  Over  Two  Points 

TO  SETTLE  the  two  points  of  dif- 
ference still  remaining  in  the  con- 

tract with  the  American  Federation 
of  Radio  Artists  covering  staff  an- 

nouncers and  producers  at  WABC, 
CBS  key  outlet  in  New  York,  rep- 

resentatives of  the  union  and  the 
station  will  meet  Sept.  1  in  New 
York  offices  of  Mrs.  Lillian  Poses, 
regional  attorney  for  the  Social 
Security  Board.  The  points  in  ques- 

tion cover  the  length  of  the  new 
contract  and  the  wage  increases. 

Official  count  of  the  referendum 
ballots  from  AFRA  members  to 
amend  the  organization's  by-laws, 
eliminating  this  year's  convention, 
had  not  been  released  last  week,  the 
plan  being  to  read  the  results  at 
the  AFRA  board  of  directors'  meet- 

ing on  Aug.  13.  The  referendum 
was  held  through  July  31  in  defer- 

ence to  the  request  of  the  Office  of 
Defense  Transportation  that  con- 

ventions be  curtailed  this  year  to 
free  the  nation's  transportation  fa- cilities for  the  war  effort. 

Dr.  Valdemar  Poulsen 

VALDEMAR  POULSEN,  63,  Dan- 
ish co-inventor  of  wireless  tele- 

phony and  discoverer  of  the  Poul- sen arcs  and  waves  upon  which  his 
method  of  radiotelegraphy  is  based, 
died  recently,  according  to  the  Na- tional American  Denmark  Assn. 
which  received  word  from  Free 
Denmark,  a  London  newspaper. 
With  the  late  Prof.  Reginald  Aub- 

rey Fessenden,  American  physicist 
and  engineer.  Dr.  Poulsen  is  credit- 

ed with  being  the  inventor  of  the 
wireless  telephone.  However,  world- wide notice  came  to  him  when  he 
invented  the  telegraphone,  in  1899. 
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PRECAUTION,  explains  Ramsey 
Williams,  announcer  of  WFEA, 
Manchester,  N.  H.,  who  claims  his 
special  mike  enables  him  to  hear 
his  own  voice,  thus  eliminating 
danger  that  the  Czar  of  Music  will 
find  a  way  to  curtail  audition  tran- 

scriptions, too.  Ramsey  sees  one 
trouble  with  his  invention  ...  it  has 
ao  dial. 

Watt  Bites  Man 

DURING  a  recent  tune-up, 
the  new  50  kw.  transmitter 
of  WWVA,  Wheeling,  un- 

gratefully bit  the  man  who 
brought  it  into  being.  Chief 
Engineer  Glenn  Boundy  was 
making  adjustments  in  a 
maze  of  equipment  when  an 
assistant  cut  some  directional 
towers  and  grounded  some 
condensers.  Boundy  now  has 
a  bandaged  hand  to  show  for 
15,000  volts  that  arched  his 
fingers  after  an  inconsider- 

ate relay  condenser  stuck  as 
he  touched  the  condenser. 

AFM  Notice  in  Philadelphia 
PHILADELPHIA  Musicians  Union, 
Local  77,  AFM,  has  sent  notice  to 
the  independent  radio  stations  that 
present  agreements  covering  the  stu- 

dio orchestras  are  soon  expiring.  The 
communications  asked  for  a  meeting 
'at  which  time  the  resident  officers 
Will  attend  for  the  preliminary  meet- 

ings. Contracts  expire  this  fall  with 
WDAS  and  WPEN.  Negotiations 
are  expected  to  be  opened  for  the 
first  time  with  WIBG,  which  will 
soon  go  fulltime  with  10,000  watts. 

Montana  IBEW  Pacts 

AFTER  several  weeks  of  negotiation, 
iour  Montana  stations — KGEZ  KGIR 
jKRBM  KPFA — have  signed  contracts 
with  IBEW.  They  provide  improved 
working  conditions,  including  vaca- 

tion with  pay,  double  time  for  holi- 
"days,  sick  leave,  senior  preference,  and a  military  clause  guaranteeing  rein- 

statement upon  return  from  service. 

PHILCO  Corp.  has  been  awarded  the 
new  Army-Navy  pennant  for  achieve- 

ment in  production  of  war  equipment, 
James  T.  Buckley,  president,  an- 

nounced. Now  converted  100%  to  war 
work,  the  company  is  making  com- 

munications equipment  for  tanks,  air- 
planes, shell  fuses,  and  heavy  duty 

storage  batteries. 

FCC  Announces  Lenient  FM  Policy^ 

Battling  Wartime  Material  Shortage 

SEEKING  to  counteract  the  war- 
time shortage  of  materials,  equip- 
ment and  skilled  personnel  neces- 
sary to  the  maintenance  of  a 

broadcasting  station,  the  FCC 
Aug.  4  announced  a  new  and  more 
lenient  policy  for  licensing  FM 
and  ST  (studio-transmitter  links) 
stations. 

The  new  ruling  states  that  all 
holders  of  construction  permits 
will  be  allowed  to  operate  present 
existing  facilities,  provided  con- 

struction has  reached  a  point 
where  the  transmitter  is  capable 
of  being  operated  to  render  a  sub- 

stantial service.  FM  broadcasters 
obtaining  such  licenses  must  show 
the  FCC  that  additional  construc- 

tion is  not  possible  at  this  time 
and  must  assure  the  Commission 
that  construction  will  be  completed 
according  to  the  standards  of  the 
FCC  as  soon  as  the  required  ma- 

terials and  engineering  personnel 
are  available. 

Serious  inroads  on  the  progress 
of  FM  already  have  been  made  by 
wartime  shortages  with  many 
holders  of  construetion  permits  for 
high-frequency  facilities  voicing 
their  intention  of  quitting  or  have 
actually  turned  in  their  construc- 

tion permits.  Failure  to  obtain 
equipment  was  the  cause  in  prac- 

tically all  cases. 
28  Authorizations 

According  to  FCC  records,  there 
are  now  five  FM  stations  in  oper- 

ation with  23  stations  operating 
under  special  temporary  authoriza- 

tions pending  the  completion  of 
their  construction  in  accordance 
with  their  CPs.  Upon  appropriate 
application  the  authorizations  may 
be  replaced  by  licenses.  An  addi- 

tional seven  stations  are  now  on 
program  tests  and  have  asked  for 
licenses.  The  FCC  states  that  two 
other  construction  permitees  will 
be  affected  by  the  order. 

Six  permitees  building  ST  links, 
which  connect  studios  and  trans- 

mitters, will  come  under  the  policy. 
Applicants  for  further  new  fa- 

cilities, however,  are  barred  ex- 
cept under  special  circumstances 

by  an  earlier  freeze  policy  an- 
nounced in  the  FCC's  memoran- 

dum policy  of  April  27  which 
banned  new  FM  grants,  among 
others,  in  the  interest  of  material 
conservation. 
The  Commission  observed  that 

the  Communications  Act  does  not 
contemplate  extensions  of  time 
within  which  to  complete  construc- 

tion unless  it  appears  that  such 
construction  can  be  accomplished 
within  a  reasonable  length  of  time. 
It  was  further  said  that  special 
temporary  authorizations  on  a 
short  time  basis  were  undesirable. 
However,  the  FCC  stated,  it 
was  desirable  to  encourage  such 
service  as  is  possible  to  listen- 

ers having  FM  receivers.  Accord- 
ingly, the  decision  was  reached 

that  licenses  should  be  allowed, 
whenever  possible,  to  cover  partial 
construction  or  in  cases  where  con- 

struction is  completed  but  person- nel is  lacking. 

Applications  for  such  licenses 
must  show  (1)  diligence  in  con- 

struction and  reasons  for  failure 
to  complete  it;  (2)  the  actual 
status  which  the  applicant  believes 
sufficient  to  provide  acceptable  FM 
service;  (3)  materials  and  tech- 

nical personnel  for  construction 
and  proof  of  performance  (Sec- 

tion 6,  Form  320)  ;  (4)  determi- 
nation to  proceed  with  final  con- 

struction when  conditions  again 
warrant. 

Wage-Hour  Group  Rules 
On  Auto  Driving  Time 
AFFECTING  broadcasting  sales- 

men and  other  station  employes 
whose  duties  require  them  to  drive 
automobiles,  the  Wage  &  Hour  Di- 

vision of  the  Dept.  of  Labor  ruled 
Aug.  3  that  time  spent  in  auto- mobile travel  on  business  for  an 
employer  must  be  considered  time 
worked  under  the  Fair  Labor 
Standards  Act.  However,  the  Di- 

vision's opinion  included  that  time 
spent  driving  back  and  forth  from 
work  is  excluded  from  the  decision. 

The  Division  declared  that  "since 
an  employe  who  drives  an  auto- 

mobile is  required  to  expend  con- 
tinuous effort  and  energy  and  has 

no  opportunity  to  relax,  sleep,  eat 
or  otherwise  pursue  his  own  inter- 

ests, all  the  time  which  an  em- 
ploye spends  in  driving  an  auto- 

mobile on  the  business  of  his  em- 
ployer is  time  woi-ked  under  the Fair  Labor  Standards  Act.  If, 

however,  an  emplove  works  regu- 
larly at  a  fixed  place  of  employ- 
ment, the  time  he  spends  driving 

to  and  from  work  is  not  ordinarily 
to  be  considered  time  spent  on  the 
business  of  his  employer  and  need 
not  be  treated  as  hours  worked." 

WBYN  Music  Pact 

STAFF  musicians  of  WBYN, 
Brooklyn,  who  have  been  on  strike 
since  June  6,  will  return  to  work 
at  the  station  Aug.  24  under  a  new 
contract  signed  last  week  by  the 
station  with  Local  802  of  the  Amer- 

ican Federation  of  Musicians.  The 
strike  was  called  by  802  as  a  re- 

sult of  a  deadlock  on  certain  terms 
in  WBYN's  renewal  contract  with 
the  local.  The  station  wanted  to  re- 

duce the  musician  staff  to  three  for 
the  summer  months,  but  the  union 
insisted  on  a  full  musician  quota 
of  six  on  a  year-round  basis.  New 
pact  stipulates  a  crew  of  six  at  $50 

per  week. 
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SPORTS  REPORTER featuring 
TONY  WAKEMAN 

weekdays  from   1   to  5  P.  M. 

IS*4%  of  listeners* *  C.  E,  Hooper,  Dec.  "41  -  April  M2. 

W  i  N  X 

Washington's  Own  Station 
Washington,  D.  C. 

Representatives E.  Foreman  Co.,  New  York,  Chicago 

THE  MARK 

OF  ACCURACY, 

SPEED   AND  ^ 

INDEPENDENCE^ 
IN  WORLD  wide! 

NEWS  COVERAGE 

United  Press 

» 

CBS-50 

in  ibe  Buyi
ng 

Market 

>^THERE'S  MORE  FOR  YOUR  MONEY  AT ^^^^yrz^iiiLRL  d  muni,  i  uii  luuii  itiviili 

F  R  E  D  E  R  I  C  T  O  N  — N.B. 

^^1000  WATTS— BASIC  C. B.C.  OUTLET 

'i^r WEED  and  CO.-U.S.  Representatives 

BROADCASTING  •  Broadcast  Advertising August  10,  1942  •  Page  55 



BAHAMAS  U.S.  PACT 

PROTECTS  640  KC 
AGREEMENT  for  the  mutual  pro- 

tection of  the  640  kc.  clear  chan- 
nel between  the  United  States  and 

the  government  of  the  Bahamas 
has  been  announced  by  the  FCC. 

The  agreement  stipulates  that  if 
the  Bahamas'  only  station,  ZNS, 
Nassau,  which  operates  on  640  kc, 
should  ever  increase  above  its  pres- 

ent 5,000  watts  that  it  will  erect 
a  directional  antenna  to  limit  radi- 

ation toward  the  U.  S.  to  392  mv/m, 
inverse  distance  field  intensity  at 
one  mile. 

It  was  further  agreed  that  ex- 
cept in  case  of  emergency  affecting 

the  safety  of  life  and  property, 
ZNS  shall  not  operate  between  11 
p.m.  mean  astronomical  time  for 
the  longitude  75  degrees  west  of 
Greenwich  and  one  hour  prior  to 
Nassau  sunrise. 

The  United  States  had  agreed 
that  the  secondary  service  of  ZNS 
would  be  afforded  protection  from 
future  assignments  on  640  kc.  as 
a  Class  I-B  station  in  accordance 
with  NARBA.  Lone  exception  is 
that  the  U.  S.  reserves  the  right 
to  maximum  use  of  the  frequency 
on  the  Pacific  Coast. 

The  50,000-watt  KFI,  Los  An- 
geles, is  the  dominant  I-A  station 

on  the  channel.  Other  stations  on 
the  frequency,  all  of  which  are 
limited  time  to  KFI,  are  WOI, 
Ames,  la.,  with  5,000  watts  day- 

time; the  1,000-watt  daytime 
WNAD,  Norman,  Okla.;  and 
WHKC,  Columbus,  O.,  500  watts 
limited  to  KFI  at  night. 

Applications  are  pending  with 
the  FCC  seeking  shifts  to  the  640 
kc.  channel.  They  are:  WCKY, 
Cincinnati;  WBIG,  Greensboro, 
N.  C;  WCLE,  Cleveland;  WKRC, 
Cincinnati;  WOKO,  Albany,  N.  Y.; 
and  WHCU,  Ithaca,  N.  Y.  The 
first  four  are  for  use  v/ith  50,000 
watts  and  the  last  two  with  5,000 
watts. 

Commentator  in  Marines 

PAUL  W.  DOUGLAS,  50-year-oId 
economics  professor  and  University  of 
Chicago  Round  Table  commentator, 
who  volunteered  as  a  private  in  the 
Marine  Corps,  is  lecturing  to  recruits 
at  Parris  Island,  S.  C.  Though  Doug- 

las has  completed  the  recruit  training 
program  and  has  won  pistol  and  bay- 

onet medals,  Col.  W.  L.  Smith,  Parris 
Island  commandant  said  he  will  be 
used  "to  make  all  recruits  aware  of what  this  war  means  to  them  and  to 
the  nation." 

SIXTY  BROADCASTERS  representing  all  stations 
in  the  metropolitan  New  York-New  Jersey-Connecti- 

cut area  met  at  the  Hotel  Roosevelt  in  New  York 
last  week  to  discuss  with  Vincent  F.  Callahan,  chief 
of  the  Treasury's  War  Bond  and  Stamp  radio  and 
press  division  (extreme  left),  details  of  the  plan  for 
direct  sales  of  bonds  by  their  stations.  They  unani- 

mously endorsed  the  plan  and  pledged  cooperation  in 
a  telegram  to  Secretary  of  Treasury  Morgenthau. 
Among  those  present:  S.  R.  Dean,  WABC;  W.  C. 
Alcorn  and  William  Moore,  WBNX;  Griffith  Thomp- 

son, WBYN;  Sherman  Gregory,  WEAF;  Adolph 
Opfinger,  WOR;  Henry  Greenfield,  WEVD;  Frank 
Rohrenback,  WHN;  Maj.  E.  M.  Stoer,  Harold  Burke 
and  Bernard  Estes,  Hearst  Radio;  Bud  Barry  and 

Jules  Alberti,  WJZ;  Hugh  Feltis,  BLUE;  L.  W.  Berne, 
WLIB;  Henry  D.  Henshel,  WOV;  Elliot  Sanger, 
WQXR;  Joe  Lang,  WHOM;  Edith  Dick,  WWRL;  Don 
Shaw,  WMCA;  A.  B.  Schillin,  WAAT;  Steve  Rintoul, 
WSRR;  Clair  McCollough,  Mason-Dixon  Group; 
George  Jaspert,  WPAT;  Frank  Carman,  WGBB; 
Frank  Seitz,  WFAS;  Adam  Young,  McGillvra  Co., 
Fred  C.  Brokaw,  Paul  H.  Raymer  Co.;  George  Boiling, 
John  Blair  &  Co.;  F.  E.  Spencer,  Hollingbery  Co.;  H. 
Preston  Peters,  Free  &  Peters;  Eugene  Katz,  The 
Katz  Agency;  Cy  Langlois,  Lang- Worth;  Claude 
Barrere,  NBC  Thesaurus;  Ralph  Burgess,  Federal 
Reserve  Board;  Leonard  D.  Callahan,  Kurt  A.  Jadas- 

sohn and  Claude  C.  J.  Culmer,  SESAC.  This  was  the 
first  of  more  than  50  meetings  throughout  the  country. 

Radio  Industry  Mobilized  by  Treasury^ 

Bond  Sellers  Are  Organized  by  Cities 

PAUL  H.  RAVMER  CO.,  NATIONAL  tttPHSiNlAJIVt 

AS  PART  of  the  Treasury  Dept.'s 
current  drive  to  coordinate  ra- 

dio's promotion  and  sale  of  War 
Bonds  &  Stamps,  meetings  are 
being  held  in  various  cities 
throughout  the  country  to  spur 
individual  and  cooperative  sales 
effort.  Some  meetings  are  arranged 

by  members  of  the  Treasury's staff  while  others  are  conducted 
by  SESAC,  voluntary  liaison  body 
between  the  Treasury  and  the 
broadcasting  industry  in  the  cam- 

paign. At  a  meeting  in  New  Orleans 
on  July  31,  the  five  local  stations 
participating  in  the  direct  sales 
campaign  met  with  a  Treasury 
representative  to  map  the  cam- 

paign carefully.  Station  managers 
present  at  the  luncheon  arranged 
for  the  purpose  were:  P.  K. 
Ewing,  WDSU;  C.  C.  Carlson, 
WJBW;  James  Gordon,  WNOE; 
Harold  Wheelahan,  WSMB,  and 
Howard  Summerville,  WWL. 
Others  also  attending  were  Gerald 
P.  Flood,  representing  the  Treas- 

ury; Joseph  M.  Rault,  chairman 
of  the  Orleans  Parish  War  Sav- 

ings staff;  Mark  Bartlett,  deputy 
administrator  for  Louisiana,  and 
Joe  L.  Kileen,  chairman  of  pub- licity. 

New  Orleans  Plans 

Plans  were  drawn  for  a  coop- 
erative kick-off  by  the  five  sta- 

tions featured  by  an  hour  program 
utilizing  local  musical  talent  and 
an  outside  m.c.  Planned  for  the 
municipal  auditorium,  the  program 
will  also  feature  an  announcer  of 
each  of  the  five  stations  cut  in  to 
address  their  respective  stations. 
Specific  sales  plans  will  be  devel- 

oped by  the  stations  individually. 
In  addition  the  stations  have  re- 

ceived assurances  of  full  coopera- 

tion from  the  New  Orleans  Fed- 
eral Reserve  Bank  through  Earl 

Paris,  managing  director  of  the 
bank. 

Southeastern  states  are  being 
supervised  by  C.  Knox  Massey, 
radio  director  of  Harvey-Massen- 
gale  Co.,  Durham,  N.  C;  Edward 
D.  Parent,  executive  vice-president 
of  John  C.  Dowd,  Boston,  is  in 
charge  of  the  New  England  area 
and  Charles  Alsup  of  the  Treas- 

ury staff  is  covering  the  South- western states. 

Already  several  stations  have 
onened  extensive  camnaiens  to  go 
along  with  the  straight  promotion 
of  war  bonds.  WBTM,  Danville, 
Va.,  has  developed  a  Victory  Auc- 

tion at  which  certain  articles  are 
offered  to  the  man  willing  to  buv 
the  highest  bond  and  stamp  total. 
When  the  bidding  ceases  each  item 
is  awarded  to  the  highest  bond  bid- der. 

WBAL,  Baltimore,  used  a  full- 
page  in  the  Baltimore  News-Post 
to  describe  the  individual  purchase 
of  a  Navy  recruit  who  entered  the 
offices  of  the  station  and  purchased 
$8,232.50  in  war  bonds  just  prior 
to  his  departure  for  duty.  In  mak- 

ing the  purchase  he  explained  that 
it  represented  the  sum  total  of  his 
wealth  and  that  he  wanted  his 
monev  to  be  fisrhting  while  he  was 
also  busy  fighting. 

WJSV,  Washington,  has  enlist- 
ed the  aid  of  its  veteran  announc- 
er, Arthur  Godfrey,  to  promote 

its  bond  campaign.  Godfrey  will 
conduct  a  Roll  Call  program  urg- 

ing listeners  to  invest  10%  a  week 
in  his  club.  When  they  have  enough 
to  purchase  a  bond  they  are  re- 

quested to  visit  him  at  the  studios 
and  receive  their  bond.  He  is  also 
having  a  button  prepared  which 

will  be  issued  to  each  club  member. 
Weekly  he  plans  to  read  the  roll 
of  buyers  and  tabulate  the  bond 
totals. 

At  first,  some  stations  were  puz- 
zled on  a  method  of  handling  the 

actual  sales  transactions  involved. 
From  the  reports  which  have  al- 

ready reached  the  Treasury  it 
would  seem  that  a  tie-up  with  a 
local  bank  provides  the  most  prac- 

tical solution,  especially  for  small- 
er stations.  For  example,  WMBD, 

Peoria,  has  arranged  such  a  tieup 
and  thereby  eliminates  the  neces- 

sity of  bookkeeping. 

EARL  GODWIN,  newscaster  heard  on 
Watch  the  World  Go  By,  BLUE  series 
sponsored  by  Ford  Motor  Co.,  De- 

troit, is  celebrating  his  30th  anni- 
versary as  a  White  House  correspon- 

dent, his  eighth  as  news  commentator. 

CREOLE   MANAGERS   unite  to 
promote  U.  S.  War  Bond  in  New 
Orleans  via  radio  as  officials  of  five 
stations    determined   to   "go  the 
limit  in  pushing  sales  by  joint  co- 

operation   as   well   as  individual 
effort."  Seated  (1  to  r)  are:  James  i 
Gordon,    WNOE,    and    Harold  I Wheelahan,    WSMB;  standing, 
Howard  Summerville,  WWL;  Ger- 

ald   P.    Flood,    Treasury;    P.  K.I 
Ewing,    WDSU.    C.    C.    Carlson,  i 
WJBW,  was  not  present  in  photo. ; 
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WHKY  TO  ASSUME 

REGIONAL  STATUS 
COMPLETE  installation  of  new 
equipment,  preparatory  to  WHKY, 
Hickory,  N.  C,  shifting  to  1290 
kc.  and  boosting  its  power  to 
5,000  watts  day  and  1,000  night 
with  a  four-tower  directional  ar- 
I'ay  at  night,  has  been  announced 
by  Manager  W.  T.  Hix.  Equip- 

ment tests  will  be  completed  some- 
time this  month  with  Sept.  1  as  tho 

approximate  date  for  assumption 
of  the  new  facilities.  WHKY  cur- 

rently is  operating  on  1400  kc.  with 
250  watts. 

The  new  brick  transmitter  build- 
ing has  been  built  on  a  21-acre 

tract  about  two  miles  southeast  of 
Hickory.  A  Collins  transmitter  and 
Johnson  phasing  unit  have  been 
installed  under  the  supervision  of 
E.  S.  Long,  chief  engineer  of  the 
station.  Antenna  will  be  for  205- 
foot  Wincharger  towers. 
WHKY  received  its  construction 

permit  for  the  change  and  increase 
last  Jan.  6,  but  due  to  difficulty  in 
obtaining  materials  the  starting 
date  has  been  postponed  until  this 
time.  Station  is  a  member  of  the 
BLUE  Southeastern  Network. 

Chicago  Group  Unites 

To  Aid  Air  Recruiting 
PLANS  to  assist  in  Navy  and 
Army  Aviation  cadet  recruiting  ac- 

tivities were  discussed  after  elec- 
tion of  officers  recently  by  the 

newly  formed  Chicago  Radio  Man- 
agement Club,  composed  of  radio 

directors  of  20  leading  Chicago 
agencies  [Broadcasting,  July  20]. 

Earl  Thomas,  McCann-Erickson, 
who  organized  the  club  to  give 
group  assistance  to  Government 
war  agencies  in  Chicago,  was 
elected  president;  Buckingham 
Gunn,  J.  Walter  Thompson  Co., 
vice-president;  Lee  Strahorn,  Lord 
&  Thomas,  secretary;  Lewis  Good- 
kind,  Goodkind,  Joice  &  Morgan, 
treasurer.  Trustees  appointed  to 
serve  for  three  months  are:  Ward 
Dorrell,  Henri,  Hurst  &  McDonald; 
John  Gordon,  Needham,  Louis  & 
Brorby;  Lt.  Holman  Faust,  Mitch- 

ell-Faust Adv.  Co.;  Fred  Marshall, Bozell  &  Jacobs. 
I  Speakers  at  the  meeting  were 
Paul  McCluer,  sales  manager, 
NBC-Chicago,  and  Lt.  J.  Smith 
Ferebee  of  the  Navy  aviation  cadet 
recruiting  service. 

FORD  MOTOR  Co.,  Detroit,  which 
last  week  introduced  Roy  Porter  as 
alternate  for  Earl  Godwin,  news  conri- 
mentator,  on  BLUE's  Wa,tch  the 
World  Go  By  [Broadcasting,  Aug. 

has  inaugurated  a  policy  of  guest 
interviews  on  the  program.  First  guest 
wa.s  John  Leigh,  gas  station  attendant, 
who  refused  to  sell  gas  to  Leon  Hen- 

derson, OPA  Administrator.  Agency  is 
Maxon  Inc.,  Detroit. 

DR.  JAMES  ROWLAND  ANGELL, 
imblic  service  counselor  of  NBC,  and 
president  emeritus  of  Yale,  has  ac- 

cepted a  six-year  membership  in  the 
National  Council  of  Education  of  the 
National  P^ducation  Assn.  Dr.  Angell 
was  elected  at  a  recent  council  meet- 

ing in  Denver. 

FROM  PARKING  LOT  to  pasture 
may  soon  be  the  cry  of  parking 
attendants.  Here  Georgia  Mae, 
western  singing  star  of  WBZ,  Bos- 

ton, shows  how  she  escapes  gaso- 
line rationing.  She  rides  the  horse 

from  her  home  to  the  studios. 

Disc  Ban  Hit 

(Continued  from  page  9) 

ever,  such  as  the  recent  order  for- 
bidding union  members  to  make 

phonograph  records  and  the  ban 
on  a  broadcast  by  a  high  school 
orchestra,  Assistant  Attorney  Gen- 

eral Thurman  Arnold  is  at  least 
making  the  public  conscious  once 
more  of  the  sort  of  abuses  that  are 
fostered  in  the  name  of  union- 

"The  principle  obstacle  that 
stands  in  the  way  of  the  Govern- 

ment suit  is  the  Hutcheson  case  de- 
cision in  which  the  Supreme  Court 

interpreted  the  Clayton  and  Nor- 
ris-La  Guardia  Acts  so  broadly  as 
virtually  to  foreclose  any  chance 
of  successful  anti-trust  action 
against  labor  unions. 

"The  Justice  Dept.  now  contends 
however,  that  the  offenses  alleged 
in  the  present  proceeding  are  out- 

side the  scope  of  the  Hutcheson 
decision,  as  the  actions  complained 
of  have  no  bearing  on  'terms  or 
conditions  of  employment'  and therefore  are  not  entitled  to  the 
protection  intended  for  labor  by 
the  Clayton  and  Norris-La  Guar- 

dia Acts. 

"It  is  to  be  expected  that  the 
Petrillo  case  ultimately  will  reach 
the  Supreme  Court.  The  outcome 
will  be  awaited  with  interest." 

'J.    Caesar  Dixit' 
"J.  Caesar  Dixit"  is  the  title 

of  an  editorial  in  the  Washington 
Post,  which  makes  the  point  that 
Mr.  Petrillo  knows  perfectly  well 
it  is  mathematically  impossible  to 
make  new  records  "for  home  con- 

sumption" provided  the  recording 
companies  guarantee  that  none  of 
them  ever  get  into  a  juke  box  or 

AFFILIATE  OF  lOCX  iSLAIID,  ILIIIIOIS  IRfiOS^ 
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IfoUei^the  hi-CiUes 
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any   commercial   radio  stations. 
The  Post  said  that  "Jimmy  has 

allowed  himself  to  be  maneuvered 
into  a  logically,  morally  and  per- 

haps legally  indefensible  position 
— although  we  dare  say  that  causes 
him  no  serious  loss  of  sleep.  His 
union  has  gone  on  record  as  de- 

claring music  to  be  indispensable 
to  morale,  and  very  probably  it  is. 
It  has  also  been  pretty  generally 
agreed  that  morale  is  one  of  the 
indispensable  ingredients  of  vic- 

tory, and  very  likely  it  is. 
"Very  well:  Jimmy  has  decided 

that  if  America  needs  music  to 
win  a  war  it  will  get  it  on  his 
terms  or  not  at  all.  Thus  Jimmy 
is  in  solitary  control  of  an  abso- 

lutely essential  war  industry.  If 
that  doesn't  suffice  to  bring  Jimmy 
and  his  union  under  the  jurisdic- 

tion of  the  War  Labor  Board,  in- 
stead of  the  sadly  ineffectual  Labor 

Relations  Board,  we  shall  abandon 
our  last  faint  hope  of  ever  again 

living  in  a  rational  universe." If  James  Caesar  Petrillo  gets 
away  with  his  two  recent  man- 

dates, it  will  be  because  important 
interests  are  ready  for  the  sake  of 
peace  to  submit  to  as  dictatorial 
a  system  as  Hitler  ever  dreamed 
of,"  according  to  the  Norfolk 
Daily  News.  The  News  says  that 
"what  will  arouse  the  public  is 
the  realization  that  what  may  be 
heard  over  the  radio  is  to  be  de- 

termined by  the  unrestricted  au- 
thority of  one  man  and  that  ama- 

teur musical  organizations  are  to 
be  barred  from  the  air,  at  least 
from  chain  programs. 

"That  is  a  tremendous  power 
over  the  cultural  life  of  the  coun- 

try to  be  exercised  by  one  man, 
who  needed  nine  years  to  pass 

through  four  grades  of  the  Chi- 

cago public  schools." 
Pegler  Amused 

Westbrook  Pegler,  syndicated 
columnist  frequently  critical  of  or- 

ganized labor  operations,  found  it 
"amusing  that  all  the  indignation 
over  the  forbiddance  on  the  further 
manufacture  of  canned  music  for 
use  on  the  radio  and  in  the  jukes 
is  directed  at  Jimmy  Petrillo,  the 

dictator  of  the  so-called  Musicians' 
Union,  when  Mr.  Jimmy  is  merely 
exercising  powers  which  were 
placed  in  his  hands  by  the  New 
Deal,  confirmed  by  decisions  of  the 

Store's  Ninth 
ALMS  &  DOEPKE,  Cincin- 

nati department  store,  has 

renewed  Rita  Hackett's Views  on  Vogue  &  Value  on 
WSAI,  Cincinnati,  for  its 
ninth  13-week  period.  Aimed 
at  women,  but  enjoying  a  sub- 

stantial masculine  audience, 
the  program  has  had  longer 
consecutive  sponsorship  than 
any  other  department  store 
series  in  Cincinnati  history. 

New  Deal's  Supreme  Court  and 
protected  against  legislative  im- 

pairment by  the.  New  Deal's  po- litical agents  in  Congress  and  spe- 
cifically in  the  Labor  Committee 

of  the  Senate. 
"He  is  erroneously  reported  to 

get  $46,000  a  year  when  the  fact 
is  that,  what  with  expense  allow- 

ances and  other  valuable  consider- 
ations, his  income  is  nigh  onto 

$80,000.  He  is  not  a  thief  and  he 
is  pretty  much  of  a  loner  in  the 
union  racket,  having  little  truck 
with  the  bosses  of  the  other  big 
combinations.  Under  the  terms  of 
his  union's  constitution  he  can 
maintain  himself  in  office  until  he 

dies,  for  he  has  the  right  to  sus- 
pend any  part  or  all  of  the  con- stitution at  will  and  this  means 

he  can  call  off  elections  and  fire 
out  of  the  union  any  rival  officer 

who  gets  ambitious." Petrillo's  "arrogant  order  reeks 
with  restraint  of  trade,"  says  the 
New  York  Herald-Tribune. 
"The  end,  however  worthy, 

hardly  justifies  his  means,  which 
are  both  intolerably  ruthless  and 

unutterably  stupid.  It  is  unneces- 
sary to  elaborate  the  point  that  be- 

cause some  persons  want  work  is 
no  excuse  for  victimizing  the  pub- 

lic. And  as  for  the  small  radio 
stations,  the  bars,  restaurants  and 
soda  fountains  that  he  would  de- 

prive of  canned  music,  how  many 
does  he  think  can  or  will  sub- 

stitute live  musicians?  Almost 
none.  If  his  order  holds,  many 
of  the  radio  stations  will  close,  de- 

priving other  labor  of  jobs;  silence 
will  succeed  the  juke  box,  and  new 
records  for  the  home  will  be  want- 

ing." 

[For  text  of  editorial  "Petrillo 
As  a  Case  Study"  in  the  New York  Times  Aug.  5,  see  page  20.] 

otnia.  .  •  • A  big, 

concentrated selling  job 

at  surprisingly 

low  rates 
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LOS  ANGELES  ★  710  KC 

Affiliated  in  management  with  WJR,  Detroit,  WGAR,  Qeveland. 
NATIONAL    REPRESENTATIVE:    PAUL    H.    RAYMER  CO. 
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IndependentsForm 

Record  Association 

Reeves  Heads  Group  Designed 

To    Foster    Trade's  Interest 

"TO  FOSTER  the  interests  of 
those  having  a  common  trade,  busi- 

ness, financial  or  professional  in- 
terest" in  the  recording  industry, 

13  independent  recording  studios 
were  formed  last  week  into  a  trade 
association  titled  Assn.  of  Record- 

ing Studios. 
Incorporated  in  New  York  State 

with  directors  listed  as  Hazard  E. 
Reeves  of  the  Reeves  Sound  Re- 

cording Studios,-  and  E.  V. 
Brinckerhoff  of  Brinckerhoff 
Studios  Productions,  the  new  or- 

ganization has  as  temporary 
officers,  Mr.  Reeves,  president;  Ray 
S.  Lyon,  manager  of  the  WOR 
Electrical  Transcription  and  Re- 

cording Service,  treasurer,  and 
Maurier  Wolsky  of  Advertisers 
Recording  Service,  secretary. 

According  to  Mr.  Reeves,  the  idea 
for  the  organization  was  developed 

,  well  before  the  ban  on  recordings 
for  radio  and  juke  boxes  by  James 
C.  Petrillo,  president  of  the  Ameri- 

can Federation  of  Musicians,  but 
the  unification  of  the  13  independ- 

ent recording  studios  will  be  a  dis- 
tinct advantage  in  the  current  bat- 

tle with  the  AFM.  First  meeting 
of  the  group  took  place  last  Fri- 

day in  New  York,  at  which  time 
the  AFM  ban  was  discussed,  in  ad- 

dition to  Mr.  Reeves'  report  on  his 
recent  conferences  with  the  WPB, 
during  which  he  has  set  forth  a 
presentation  with  statistics  and  ac- 

counts of  the  services  performed 
by  the  recording  industry.  In  this 
way,  the  group  hopes  to  identify 
itself  more  with  the  radio  industry 
than  the  record  business  for  pur- 

poses of  better  priority  ratings. 
The  association,  which  plans  to 

meet  monthly  and  elect  perma- 
nent officers  in  September,  is  open 

for  membership  to  "any  person, 
firm  or  corporation  in  the  vicinity 
of  New  York  City  .  .  .  provided 
only  that  such  person,  firm  or  cor- 

poration own,  lease  or  operate  pro- 
fessional recording  or  transcription 

machinery." 
Membership,  to  date,  includes 

Associated  Music  Publisher  Re- 
cording Studios,  WOR  Recording 

Service,  Brinckerhoff  Studios,  Ad- 
vertisers Recording  Service,  G. 

Schirmer  Recording  Studios,  Bost 
Record  Co.,  Frankay  and  Jackson 
Recording  Studios,  Carnegie  Hall 
Recording  Co.,  Reeves  Sound 
Studios,  Carl  Fischer  Inc.,  Audio- 
scriptions  Inc.,  Rockhill  Radio  Inc., 
and  Tone-Art  Recording  Co. 

Redbow  Plans 

GRAHAM  Co.,  New  York,  packer 
of  Redbow  dried  grocery  products, 
through  its  newly  appointed  aeen- 
cy,  Blaine-Thompson  Co,  New 
York,  will  use  spot  radio  on  a  test 
basis  starting  Sept.  21.  A  former 
user  of  foreign-language  stations, 
Graham  has  signed  for  a  six  week- 

ly quarter-hour  period  on  WOV, 
New  York,  but  will  not  be  confined 
to  foreign-language  radio  in  its 
fall  promotion. 

AFTER  YOU,  UNCLE  SAM! 

Your  copy  of  BROADCASTING  is  mailed  in  time  to  arrive 

on  schedule  every  v/eek.  If  it  is  a  little  late  in  coming, 

please  remember  that  our  armed  forces  have  first  call 

on  all  transportation  facilities. 

Haggerty  Repeats  Plea  for  Radio  Tax 

In  Hearings  Before  Senate  Committee 
STILL  DETERMINED  to  hang 
a  discriminatory  tax  on  radio  net 
time  sales,  John  B.  Haggerty, 
president  of  the  International  Al- 

lied Printing  Trade  Assns.,  last 
Monday  appeared  before  the  Sen- 

ate Finance  Committee  with  a  re- 
quest that  the  committee  recom- 

mend a  levy  of  $25,000,000  yearly 
on  the  net  time  sales  of  what  he 

termed  "the  highly  profitable  ra- 
dio networks  and  commercial 

broadcast  stations." 
Somewhat  varying  the  technique 

he  used  in  proposing  the  same  tax 
before  the  House  Ways  &  Means 
Committee  April  14  [Broadcast- 

ing, April  20],  Mr.  Haggerty  went 
into  detail  in  quoting  alleged 
profits  of  some  stations  and  net- 

works, 700%  being  the  figure 
quoted  in  one  instance. 

Job  Displacement 
Mr.  Haggerty  lit  upon  the  al- 

leged high  income  of  CBS.  NBC 
and  stations  WOR  and  WHN  of 

New  York  to  secure  his  point  "that 
those  who  secure  these  enormous 
profits  should  be  called  upon  to 
pay  their  proper  share  of  our  win- 

ning of  the  war."  In  his  testi- 
mony before  the  House  committee, 

Mr.  Haggerty  had  not  mentioned 
the  war — he  had  declared,  how- 

ever, that  "these  unusual  profits 
are  derived  through  the  displace- 

ment of  the  jobs  of  some  25,000 
skilled  printing  trades  workers 
through  the  diversion  of  advertis- 

ing from  the  printed  page  to  radio 

broadcasting." 
This  latter  'statement  was  dis- 

puted by  the  International  Broth- erhood of  Electrical  Workers 

(AFL)  in  a  statement  by  its  in- 
ternational president,  Ed  J. 

Brown,  who  contended  that  "the 
printer's  organizations  have  made 
their  most  substantial  gains  in 
membership  simultaneously  with 
the  expansion  of  radio  broadcast- 

ing." 

CBS  was  said  by  Mr.  Haggerty 
to  have  advertised  its  1942  first 
quarter  dividend  to  be  680%  on 
its  invested  capital,  other  than  on 
the  stock  issued  as  stock  dividends, 
despite  the  proposed  40%  normal 
tax  and  other  taxes  and  the  pro- 

posed 94%  excess-profits  tax  in 
the  new  tax  bill. 

He  then  added  that  NBC,  CBS, 

WOR  and  WHN,  "which  radio  sta- 
tions and  networks  secure  less 

than  50%  of  the  net  yearly  income 
of  the  radio-broadcasting  indus- 

try, paid  into  the  Treasury  last 
year  some  $7,800,000  in  taxes,  or 
some  20%  more  than  reportedly  is 
to  be  paid  by  the  whole  broadcast- 

ing industry  this  year." 
Dividend  Payments 

These  companies,  after  the  pay- 
ment of  the  taxes,  Mr.  Haggerty 

said,  were  able  to  pay  dividends 
of  $4,500,000  in  the  case  of  NBC; 
CBS  paid  $3,500,000;  WOR  had 
a  net  income  of  more  than  $500,000 
and  WHN's  net  income  was  $600,- 
000.  Further  concerning  WHN  he 
declared  the  station,  with  a  capi- 

tal and  paid-in  surplus  of  $11,000 

had  a  net  income  for  the  last  two 
years  in  excess  of  $400,000. 

Quoting  other  figures,  Mr.  Hag- 
gerty said  CBS,  with  a  capital, 

other  than  that  represented  by 
stock  dividends  of  less  than  $500,- 
000,  had  a  net  income  of  $10,000,- 
000  after  allowing  $1,400,000  for 
depreciation  and  after  payment  of 
taxes;  WOR,  with  a  capital  of 
$275,000  had  an  income  of  $1,- 
000,000. 
With  regard  to  the  objections 

raised  by  the  IBEW,  which  had 
denounced  the  Haggerty  tax  before 
the  Senate  Committee  last  year  as 
well  as  before  the  House  commit- 

tee this  year,  Mr.  Haggerty  de- 
clared the  union  to  be  in  error  in 

calling  his  proposal  "a  punitive 
tax".  However  Mr.  Haggerty  im- 

plied the  tax  might  be  punitive 
and  discriminitory  when  he  said 
"millions  of  tradesmen  and  small 
businessmen"  will  not  call  "taxes 
which  will  leave  the  privileged  few 
radio  networks  and  commercial 
radio  stations  with  yearly  net 

profits,  as  in  the  case  of  the  net- 
work of  some  700%,  and,  others 

with  well  over  100%,  on  their  in- 
vestments, after  the  payment  of 

all  taxes,  either  punitive  or  dis- 

criminatory." Some  Exemptions 

Mr.  Haggerty  also  said  that 
"stress  is  always  laid  upon  the  al- 

leged injury"  which  such  taxes would  inflict  on  the  small  station 
owners.  He  claimed  that  small  sta- 

tions receive  only  between  18% 
and  37%  of  the  advertising  dollar 
"which  is  paid  to  broadcast  over 

these  stations." "Surely",  Mr.  Haggerty  said, 
"there  is  plenty  of  room  from 
which  to  collect  excise,  or  fran- chise taxes  from  those  who  pay 

such  unusual  commissions,  dis- 
counts, and  rebates  in  order  to  se- 

cure advertising  from  the  adver- 
tising agencies  and  radio  net- 

works." 

Concluding  his  testimony,  Mr. 
Haggerty  suggested  that  stations 
operated  by  educational,  farm,  re- 

ligious or  labor  organizations,  on 
a  nonprofit  basis,  be  exempt  from 
his  proposed  taxes. 

The  NAB  as  yet  has  filed  no 
answer  to  Mr.  Haggerty's  proposal 
but  assured  Broadcasting  that  a 
statement  would  be  filed  with  the 
Senate  committee  within  a  short 
time.  The  same  assurance  was  re- 

ceived from  the  IBEW.  Both  or- 
ganizations quickly  followed  up 

Mr.  Haggerty's  proposals  to  the House  committee  last  April. 

"We  Pause  for  a  Moment,  Folks,  to  Contribute  to  the  Rubber  Salvage 

Drive!" 

James  Church  Resigns 
JAMES  CHURCH  has  resigned  as 
director  of  the  CBS  Second  Hus- 

band program,  which  he  directed 
for  Air  Features,  subsidiary  of 
Blackett  -  Sample  -  Hummert,  New 
York,  agency  handling  the  show  for 
Sterling  Products.  Martha  Atwell 
has  taken  over  the  program  in  ad- 

dition to  directing  Mr.  Keene  on 
BLUE  and  Young  Widder  Brown 
on  NBC,  both  handled  by  B-S-H. Carroll  Case  has  resigned  as  script 
editor  of  Air  Features.  His  duties 

will  be  absorbed  by  the  agency's other  script  editors. 
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"ADVERTISING  IS  AN 

ESSENT  m^mnmsssT 

OF  A  FREE  SO.i,MlE  - 

says  JESSE  JONES,  Secretary  of 
Commerce  of  the  UNITED  STATES. 

American  advertisers  have  done,  are  doing  and  we  are  sure  will  continue  to  do 

a  highly  effective  job  of  proving  the  many  values  of  advertising  to  a  free  nation 

fighting  for  its  freedom. 

"If  there  were  no  other  reasons  why  the  Department  of  Commerce  believes  in  ad- 
vertising, the  contributions  to  speeding  war  work,  which  the  press  and  the  radio  of 

the  country  are  making,  would  be  sufficient  explanation  of  our  faith  in  advertising 

as  an  essential  ingredient  of  a  free  society."  (from  a  letter  to  the  n.  i.  a.  a.,  June  29, 1942) 

*To  those  whose  iorlitude  in  total  war  adds  another  shout  of  defiance  to  the  enemies  of  free 

American  enterprise  and  democracy  .  .  .  this  space  is  dedicated  by  The  Nation's  Station.  ̂  

THE     NATION'S     MOST     MERCHANDISE-ABLE  STATION 
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THAN  ALL  THREE  OTHER 

OKLAHOMA  CITY  STATIONS 

PUT  TOGETHER 

•  This  is  leadership!  Not  by  an  eyelash!  Not  by  a 
head!  But  positively  and  decisively  out  in  front  by 
several  lengths! 

Morning,  afternoon  and  evening,  more  persons 
listen  to  WKY  than  to  all  three  other  Oklahoma  City 
stations  combined  .  .  .  28.3%  more  as  measured  by 
C.  E.  Hooper,  Inc.,  from  December,  1941,  through 
April,  1942. 

Such  audience  leadership  gives  WKY  unques- 
tioned leadership  in  SELLING  POWER  in  the  Okla- 
homa City  market.  This  is  why  WKY  is  .  .  .  MUST 

be  .  .  .  the  choice  of  advertisers  who  conscientiously 
try  to  get  the  maximum  for  every  advertising  dollar. 
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WLS  National  Barn  Dance  •  Meet  Your  Navy  • 

•  Dinnerbell  •  Feature  Foods  •  School  Time  • 

anc/  now  *' 

THE  HOME  FR
ONT" 

DR.  PRESTON  BRADLEY 
Dr.  Bradley,  lamed  radio  speaker,  closes 
each  broadcast  oi  "The  Home  Front"  with an  inspirational  message. 

PROGRAMS  originated  and  produced  for  the  family 

audience  —  whether  for  inspiration,  education  or  enter- 

tainment —  have  made  WLS  a  great  radio  station.  •  To 
its  long  list  of  program  achievements,  WLS  now  ̂ dds  another: 

"The  Home  Front,"  featuring  famed  Dr.  Preston  Bradley,  with 
full  orchestra  and  dramatic  cast.  Honored  guests  on  each  pro- 

gram are  ordinary  civilians  making  extraordinary  contribu- 

tions to  the  nation's  war  effort.  For  example,  a  housewife  who 
cooks  six  meals  a  day  for  her  family  of  split-shift  war  workers 
and  still  finds  time  to  operate  a  filling  station;  girl  farmers;  the 

founder  of  the  Farm  Commandos  —  each  guest  a  symbol  of  a 

true  and  determined  democracy.  •  "The  Home  Front"  is  part 
of  our  contribution  to  maintaining  civilian  morale  in  these  war 

times.  But  it  is  more;  it  is  designed  to  let  the  men  in  service 

know  that  the  folks  at  home  are  working  for  them.  •  Such 

programs,  the  editorial  columns  of  radio,  predicate  listener 
interest  .  .  .  and  listener  interest  means  station  influence. 

8  90  KILOCYCLES 

50,000  WATTS 
BLUE  NETWORK 

represented  by 

John  Blair  &  Company 

CHICAGO 

PRAIRIE 

FARMER 

STATION 

BcRRiDCE  D.  Butler 
President 

Glenn  Snyder Manager 

AFFILIATED  WITH  KOY,  PHOENIX,  AND  THE  ARIZONA  NETWORK  — KOY  PHOENIX   *    KTUC  TUCSON   *    KSUN  BISBEE-LOWELL 
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Smiles  and  Figures 

—for  Pleasure  or  Profit — They  Win 

HE  ONLY  REASON  under  the  sun  we  show 

the  bits  of  fen^inine  charm  at  your  right  is  to  stop 

roving  eyes. 

And  why  do  they  stop?  It's  Smiles  and  Figures! 

And  that  suggests  this  "commercial": 
At  WWVA  we  ever  strive  to  start  a  smile  at  the 

business  end  of  our  microphones  and  load  it  with 

sincerity  so  that  it  will  travel  through  space  into  the 

homes  of  our  listeners  without  losing  its  friendly 

touch  on  the  way. 

As  for  figures: 

Our  business  this  year  is  20%  ahead  of  last  year. 
Our  mail  for  this  year  is  15%  ahead  of  last  year. 
Of  this  total  89%  represents  Proof  of  Purchase  Mail. 

All  of  which  must  have  had  a  powerful  influence 

in  inspiring  this  comment  from  a  ranking  advertis- 

ing agency: 

"You've  done  a  swell  job  and  our  client  is 

pleased  beyond  words." 

We  can  please  you,  too — perhaps  even  to  the 

point  of  beyond  words — with  our  Smile  and  Figure 
Service  to  Eastern  Ohio,  Western  Pennsylvania  and 

Northern  West  Virginia— THE  STEEL  AND  COAL 
BELT  OF  THE  NATION. 

WHEELING,  WEST  VA. 



A  COMMON  DENOMINATOR 

D ESPITE  the  sophistication  and 

mechanism  of  Today,  America  still 

has  a  heart  of  homespun.  This  same 

homespun  heart  has  fought  its  battles 

and  brought  about  its  accomplish- 

ments for  generations.  These  fight- 

ing Yanks,  are  still  Hot  Stove  Diplo- 

mats, people  who  like  apple  pie  and 

baseball  games,  peanuts  and  cir- 

cuses, hot  dogs  and  soda  pop  . . .  it's 
all  irrevocably  interwoven  among 

the  stars  and  stripes  of  liberty,  jus- 

tice, and  equality. 

And  none  the  least  of  the  things  that 

Americans  like  is  folk  music  . . .  bal- 

lads that  tell  of  the  struggle  and 

growth  of  our  great  nation.  Realistic, 

earthy,  pine  smelling 

songs  that  stretch 

through  the  years  to  the 

earliest  settlers  of  Amer- 

ica. Music  deep  rooted 

in  American  soil,  wat- 

ered with  American 

tears,  and  nourished 

HARRY  L.  STONE,  Gen'l.  Mgi 

with  American  Blood  ....  the  red 

and  white  calico  and  blue  Jeans  of 

America. 

And  so  firmly  and  unequivocally  is 

it  a  part  of  America  that  one  program 

each  Saturday  night  in  the  past 

twelve  months  has  played  to  a  paid 

visual  audience  of  136,880  ....  add 

millions  of  listeners  and  you  have  a 

large  portion  of  America.  This  is  the 

16-year-old  Grand  Ole  Opry  of  WSM 

....  a  four-hour  presentation  of  the 

down-to-earth,  clear  headed,  clean 

minded  America  that  will  triumph 

because  it  is  America. 

It's  an  All-America  pro- 

gram, that  sells  products, 

builds  good  will,  and 

while  so  doing  is  making 

a  worth  while  contribu- 

tion to  Morale,  a  contri- 
bution that  will  be  heard 

in  Berlin  and  Tokyo. 

NASHVILLE,  TENNESSEE 

OWNED  AND  OPERATED  BY 

THE   NflTIONAL   LIFE   AND   ACCIDENT    INSURANCE   COMPANY,  INC 
NATIONAL  REPRESENTATIVES,  EDWARD  PETRY  &  CO.,  INC. 

Published  every  Monday  53rd  issue  (Year  Book  Number)  published  in  February  by  Broadcasting  Publications,  Inc..  870  National  Press  Building,  Washington,  D.  C.  Entered  as second  class  matter  March  14,  1933,  at  the  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 
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SHOULDER  to  shoulder  witli  the  fighting  men  on  the 

war  fronts  of  the  world  go  the  correspondents  of  the 

American  press. 

You  will  find  them  peering  down  from  the  bellies  of 

bombers  over  New  Guinea  or  Hamburg,  scanning  the 

swirling  actions  in  Egypt  from  the  scant  cover  of  foxholes 

or  from  within  baking,  bruising  tanks.  You  will  find  them 

on  the  bridges  and  sky-controls  of  cruisers  and  carriers 

off  Midway  and  Wake  and  Malta  as  the  enemy  torpedo 

planes  swoop.  You  will  find  them  plodding  through  the 

steaming  tangle  of  Burmese  jungles,  or  sharing  a  look- 

out's watch  aboard  a  convoy  ship  heading  blindly  through 
the  Arctic  dark  for  Murmansk. 

With  the  troops  and  crews  and  squadrons  the  correspon- 

dents face  every  hazard  of  war:  gun-fire  and  capture  and 

pestilence,  hardship  and  tension  and  tedium.  They  face 

these  things  at  the  risk — and  sometimes  at  the  sacrifice — 

of  their  lives  and  their  freedom.  They  face  them  stead- 

fastly, undramatically,  like  soldiers — like  the  soldiers 
that  they  are. 
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the  Press 

For  while  they  must  remain  wholly  aloof  from  any  mili- 

tary part  at  the  front,  they  are  none  the  less  fighters  for 

the  principles  and  for  the  needs  of  their  country.  They 

are  chancing  all  they  have  and  doing  all  they  can  to 

report  to  their  country  the  truth.  For  its  people  to  know 

'the  truth  is  a  birthright  implicit  in  the  nation's  democratic 

'ideal,  a  birthright  which  today  is  a  necessity.  With  all  the 

'world  tumult  and  confusion,  we  here  must  know  the 

'truth — clearly,  completely,  quickly — in  order  to  plan  and 

'to  act  effectively  for  victory. 

Pictured  on  these  pages  are  a  representative  few  of  that 

unarmed  army  of  men  whose  dispatches  bring  us  the 

truth.  To  them  and  their  legion  of  associates  in  their  own 

and  kindred  world-news  services,  to  the  soldiers  of  the 

press,  the  American  war  correspondents,  this  advertise- 
ment is  a  salute. 

UNITED  PRESS 
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Sales  for  you  right  here  •  •  • 

You  get  both  with: 

50,000  watts  -  -  clear  channel 

When  Waltham,  Mass.,  isn't  turning  out  watch  dials  it 
turns  to  radio  dials.  Every  so  often  some  timester  tunes 

in  on — and  writes  to — WWL,  New  Orleans.  Our  files 

fatten  with  mail  from  fans  at  every  point  of  the  com- 

pass. 
But  the  mainspring  of  WWL  popularity  with  result- 
wise  advertisers  is  our  Deep  South  leadership.  Here  in 
the  New  Orleans  market  area,  the  power  and  prestige 
of  WWL  makes  it  unquestionably: 

The  greatest  selling  POWER 

in  the  South's  greatest  city 
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If  you  must  reduce  your  advertising  budget .  .  . 

then  the  first  place  to  reduce  it  is  at  the  waste-line. 

And  that's  a  job  the  BLUE  can  do  for  you. 

Indeed,  whether  or  not  you  are  faced  with  a  bud- 

get cut,  your  advertising  may  need  "reshaping" 

to  reduce  waste  caused  by  today's  fast -changing 
conditions.  And  for  this  job,  too,  the  efficient  BLUE 

provides  the  proper  waste -reducing  treatment. 

The  BLUE  carries  your  message  coast-to-coast — 

but  without  costly  excess  coverage,  and  with  a 

minimum  of  overlapping  between  stations.  The 

BLUE  enables  you  to  concentrate  on  the  561 

counties  that  do  80%  of  the  nation's  retail  buy- 

ing— yet  gives  you  plenty  of  plus  coverage  besides. 

That's  half  the  story.  The  other  half  is  the  new 
BLUE  program  policy. 

The  BLUE  backs  its  sponsored  programs  with 

original  audience  promotion  that  has  proved  its 

effectiveness  in  the  past  six  months.  Moreover, 

the  BLUE  surrounds  these  sponsored  shows  with 

sustaining  programs  that  utilize  the  competitive 

showmanship  of  leading  independent  producers. 

Combine  the  two  halves,  and  here's  the  result. 

More  new  advertisers  have  come  to  the  BLUE 

this  year  than  to  any  other  network.  Because  to- 

day, more  than  ever,  the  Blue  Network  delivers 

the  most  listeners  per  dollar. 

Why  not  let  our  sales  representatives  give  you  the 

facts — in  BLUE  and  white.  You'll  find  it's  easy 
(and  thrifty)  to  do  business  with  the  BLUE. 

Blue  Network  Company,  A  Radio  Corporation  of  America  Service 

WELCOME  TO  THE  BLUE! 

New  advertisers  on  the  air  or  signed  for  Fall 

Cream  of  Wheat       Electric  Boat  Co.       Ford  Motor  Co. 
General  Foods       General  Mills       Hall  Brothers 

Mail  Pouch       Minit-Rub  Minneapolis-Honeywell 
Paramount  Pictures       Dr.  Earl  S.  Sloan 

Socony -Vacuum  Texaco 
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TELEPHONE  ANTHONV  6282 

200  PARAMOUNT  BLOG.,  FORT  WAYNE.  INDIANA 

June  23,  1942 

Mr.  James  L.  Free,  President 
Wright-Sonovox,  Inc. 
180  N.  Michigan  Avenue 
Chicago,  Illinois 

Dear  Mr.  Free: 

I  believe  you  will  be  interested  in  an  award  which  recently came  our  way  -  but  which  should  rightfully  be  shared  bv 
your  organization.  " 

The  Allied  Mills  spot  announcements  using  Scnovox  wen  Hirh- est  Award  for  Radio  Spot  Announcements  in  a  nationwide  com- petition sponsored  by  our  National  Advertising  Agency  Network, the  nation's  largest  network  of  advertising  agencies! 

But  more  important  than  the  award  itself  were  the  results produced  by  the  announcements.     They  were  an  outstanding 
feature  of  a  spring  promotion  that  helped  to  brinr  huee'in- creases  in  feed  tonnage  to  Allied  Mills,  Inc.    Deflerf  and salesmen  reported  many  unusual  reactions  to  the  "talking 
animals",   including  such  remarks  as,   "Every  time  I  hear  a rooster  crowing  it  seems  to  say  -It  Pays  to  Feed  Wayne"'. 
We  are  naturally  highly  pleased  to  pass  on  a  goodly  share of  our  good  fortune  to  Sonovox. 

CorjJdally  yours. 

£'om  lit 

Louis  E.  Wade, 
President 

sen LEW:dh 

Thank  you,  Louis  E.  Wade,  for  your  generous  tribute 

to  Sonovox.  We  are  only  too  happy  that  Sonovox 

could  share  with  you  in  both  the  honors  of  the 

Award,  and  in  the  "promotion  that  helped  bring 
hu^e  increases  in  feed  tonnage  to  Alhed  Mills, 

Inc."  .  .  .  Also,  Mr.  Wade — please  don't  forget  that 

our  big-time  production  departments  in  New  York, 
Chicago  and  Hollywood  are  ready,  wilHng  and  eager 

to  work  with  you  agencies  in  developing  further 

new,  compelling  Talking  and  Singing  Sounds — and 

further  "huge  increases"  not  only  in  your  clients' 
businesses,  but  also  in  your  own  radio  billings. 

WRIGHT-SONOVOX.  INC 

"Talking  and  Singing  Sound" 

CHICAGO  NEW  YORK  ....  HOLLYWOOD 

FREE  &  PETERS,  INC.,  Exclusive  National  Representatives 

CHICAGO:  zSoN.M/Vto            NEW  YORK:  247  P^rJk  Ave.            SAN  FRANCISCO:       S««.r            HOLLYWOOD:  1512  N.  G<,r^„„            ATLANTA:  p^fWWB/^^. 
Franklin  6373  Plaza  5-4131  Sutter  4353  Gladstone  3949  ^^^^ 
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Equipment  Saving,  Hour  Cuts  Are  Seen 

Fly  Cracks  Critics 

For  Instability 

Rumors 

CONCRETE  plans  for  the 
conservation  of  broadcast 

equipment,  covering  probable 
signing  off  of  all  stations  at 
midnight  for  regular  program 
service,  reduction  of  decibel 

output,  and  voluntary  suspen- 
sion without  loss  of  licenses  of 

unprofitable  stations  in  sec- 
ondary areas,  are  being 

levolved  jointly  by  the  Board 
iof  War  Communications,  War 
Production  Board  and  the 
FCC. 

Further  consideration  of  this 
plan — a  refinement  of  the  project 
originally  outlined  by  the  Radio 
Section  of  WPB — was  given  last 
week  in  these  Government  quar- 

ters. Involved  would  be  modifica- 
tion of  FCC  regulations  and  engi- 

neering standards  to  allow  these 
altered  operating  practices  with 
the  intention  of  prolonging  life  of 
tubes  and  equipment. 

The  project  will  be  the  crystalli- 
zation of  the  original  BWC-FCC- 

industry  plan  for  an  equipment 
pool,  which  now  apparently  has 
been  superseded. 

The  program  now  under  consid- 
eration : 

1.  A  possible  sign-off  of  all 
stations  at  midnight,  except 
key  stations  which  would  be 
maintained  on  a  stand-by  basis. 

2.  Revision  of  FCC  regula- 
tions to  allow  stations  to  divide 

time. 
3.  FCC  authorization  to  en- 

I force  the  red
uction  of  out

put 

by  I'/z  DB  (compromise 
 may 

produce  a  1  DB  reduction). 
4.  FCC  amendment  of  the 

engineering  standards  to  allow 
relaxation  of  distortion  and 
performance  standards  for  the 
duration. 

5.  FCC  amendment  of  regul- 
lations  to  allow  stations  to  sus- 

pend service  for  the  duration, 
without  loss  of  license. 

6.  Coordination  of  police  ra- 
dio systems. 

A  universal  sign-off  of  all  sta- 

tions at  midnight  would  require 
FCC  sanction.  Tn  addition  the  FCC 
would  have  to  amend  its  current 
regulations  which  enforce  24-hour 
service  by  key  stations  [Broad- 

casting, Aug.  3].  Under  cur- 
rent proposals,  key  stations  would 

maintain  a  stand-by  crew  to  meet 
emergency  needs  and  thereby  con- 

serve equipment  by  reduced  hours 
of  continued  operation. 

Night  Audience 

At  the  same  time,  WPB  recog- 
nizes the  necessity  of  broadcasting 

after  midnight  in  some  sections 
of  the  country  in  order  to  satisfy 
the  radio  tastes  of  defense  workers 
who  have  turned  night  into  day. 
In  such  cases  it  is  desired  that  one 
or  more  stations  might  remain  off 
the  air  during  certain  daytime 
hours  allowing  other  stations  in 
the  same  community  or  area  to 
service  the  daytime  audience. 
As  an  alternative,  it  was  sug- 

gested stations  might  cooperate  to 
work  out   a  staggered  broadcast 

schedule  to  service  all  listeners.  In 
this  fashion,  radio  service  would 
not  be  reduced  but  the  vital  con- 

servation of  equipment  and  tubes 
would  be  effected.  In  addition  to 
dividing  time,  stations  in  the  same 
area  might  also  stagger  use  of 
transformers  to  conserve  tube  life. 

To  aid  further  in  the  conserva- 
tion of  equipment,  efforts  are  being 

made  to  have  the  FCC  reduce  the 
output  of  stations  by  1%  DB.  This 
measure  is  urged  since  the  effect 
could  not  be  discerned  by  the  lis- 

tener. Furthermore  it  would  be  an 
important  contribution  to  the  over- 

all conservation  scheme. 

Relaxed  Standards 

By  relaxing  its  Engineering 
Standards  the  FCC  would  permit 
certain  technical  operations  im- 

possible in  normal  times.  Essen- 
tially this  is  strongly  urged  for  the 

desirable  effect  it  would  have  in 
prolonging  the  life  of  tubes. 

Change  in  FCC  rules  to  allow 
stations  to  suspend  operations  for 

the  duration  without  loss  of  licenses 
is  sought  primarily  to  conserve  use 
of  vital  parts.  As  a  secondary  meas- 

ure it  has  been  pointed  out  that 
some  200  stations  operated  at  a 
loss  last  year. 

Since  the  reduced  civilian  econ- 
omy is  likely  to  be  more  stringent 

as  time  goes  on,  WPB  assumes 
commercial  sponsorship  may  be 

further  reduced  on  secondary  sta- 

tions. By  stabilizing  stations  eco- 
nomically and  not  enforcing  con- 

tinued operation,  the  station  bene- 
fits greatly,  it  is  suggested.  Since 

many  small  stations  operate  in 
areas  well-covered  by  larger  sta- 

tions the  listeners  would  not  lack 
for  service.  Of  prime  import  is  the 

valuable  saving  of  equipment  ef- fected by  such  a  program. 

Throughout  the  country  there  are 

more  than  13,000  police  radio  sys- 
tems in  operation.  By  eliminating 

duplication  and  coordinating  the 
efforts  of  others,  much  needed 

equipment  would  be  conserved. 
Although  the  BWC  has  not  yet 

been  able  to  compile  the  results  of 
its  tube  survey  [BROADCASTING, 

July  6,  13,  20],  BWC-FCC  Chair- man James  Lawrence  Fly  is  not 

ignoring  radio's  equipment  prob- lems. At  his  press  conference  Aug. 

10,  Chairman  Fly  expressed  his 
"concern"  over  various  stories  be- 

ing circulated  in  advertising  cir- cles that  the  radio  industry  lacks 
stability  and  many  stations  may 
have  to  go  off  the  air. 

A  Big  War  Job 

"Now  that's  a  lot  of  eyewash," 

Chairman  Fly  declared,  maintain- 
ing that  the  radio  industry  is  not 

unlike  any  other  industry  in  war- 
time facing  comparable  problems. 

But  he  pointed  out  that  he  has 
talked  "this  matter  over  with 

WPB  representatives  and  others 
concerned  with  it  and  I  find  no  rea- 

sonable justification  for  any  such 
rumors.  We  not  only  plan  to  have 

the  broadcasting  industry  continue 

to  do  its  job  but  it  is  quite  essential 
from  the  standpoint  of  general 
morale,  war  information  and  other 

essential  purposes." He  emphasized  this  when  he  said 

every  effort  would  be  made  "to 
keep  broadcasting  going",  but 
claimed  to  see  "no  basis"  for  sug- 

gestions leading  to  reduced  service. 
He  said  it  was  unfortunate  that 
"adverse  interests"  were  inspiring 

(Continued  on  page  58) 

Treasury,  FCC  Refute  Claims 

By  Haggerty  on  Radio  Levy 

Union  Official's  Statements  Draw  Reproofs  as 
Charges  at  Senate  Hearing  Are  Discounted 

SHARP  criticism  and  rebuttal  of 
contentions  for  a  yearly  tax  of  25' to 
30  millions  on  radio  net  time  sales, 
proposed  by  John  B.  Haggerty, 
president  of  the  International 
Printing  Trades  Assns.,  before  the 
Senate  Finance  Committee  Aug.  3 
[Broadcasting,  Aug.  10],  came  last 
week  from  the  FCC,  the  Treasury, 
industry  sources  and  labor  unions. 

First  blast  against  the  proposed 
discriminatory  tax  came  from 
FCC-BWC  Chairman  James  Law- 

rence Fly  who  declared  at  his  press 
conference  last  Monday  that 
"everybody  is  trying  to  jump  on  the 
broadcasting  industry  these  days." 
Not  mentioning  Haggerty  specifi- 

cally Mr.  Fly  said  that  "from  ad- 
verse competitive  sources"  a  de- 

mand had  been  made  that  "a  heavy 
tax  be  laid  upon  the  industry." 

Called  Extravagant 

The  FCC  Chairman  called  the 

demand  "extravagant"  and  said,  "I 
think  it  is  obvious  to  everybody 
that  a  tax  of  25  to  20  million  dol- 

lars on  the  industry,  as  has  been 
suggested  from  some  quarters, 
would  not  merely  be  unfortunate 
but  it  would  be  tragic  from  the 

standpoint  of  the  industry." 
He  expressed  doubt  that  "serious consideration  would  be  given  to 

those  extravagant  demands  but  its 
just  as  well  if  we  all  stand  up  be 

counted  on  that  question." The  Treasury  followed  with  a 
refutation  of  an  implication  by 
Mr.  Haggerty,  in  a  letter  sent  to 
members  of  his  union,  that  the 
Treasury  had  drawn  up  a  plan  this 
year  to  tax  radio  net  time  sales.  A 
Treasury  spokesman  said  that  as- 

surance, "with  certainty",  could  be 
given  broadcasters  that  a  discrim- 

inating tax  of  this  nature  had  not 
been  considered  by  that  agency. 

The  inference  drawn  from  Mr 

Haggerty's  letter  was  based  on  his 
quotation  from  a  letter  from  Ran- 

dolph Paul,  assistant  to  the  Secre- 
tary of  the  Treasury,  which  ac- 

knowledeged  a  letter  sent  to  the 
(Continued  on  page  67) 
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Radio  Joins  Uncle  Sam's  War  Machine 
Southern  California  Broadcasters  Set 

Up  Model  Cooperation  Plan 

Editor's  Note :  With  the  war's  outbreak,  broadcasting  promptly 
was  mustered  in  as  a  sort  of  second-line  combatant.  Things 
happened  almost  overnight  on  the  West  Coast.  In  Southern 
California,  all  29  stations  and  the  networks  set  up  an  alert 
system  in  collaboration  with  the  Fourth  Fighter  Command.  In 
addition  to  technical  aspects,  it  now  covers  war  program  co- 

ordination and  clearance.  Because  of  its  success.  Government 
agencies  regard  it  as  a  model.  Herewith  is  the  first  official 
description  of  the  project.  The  article  has  been  approved  by 
the  executive  committee  of  the  Southern  California  Broad- 

casters Assn.,  the  Fourth  Fighter  Command,  Oakland,  the 
headquarters  Army  Editorial  Review  Board,  and  Military  In- 

telligence. The  author,  SCBA  radio  coordinator,  is  a  former 
West  Coast  station  manager  and  newscaster. 

By  RICHARD  F.  CONNOR 
Radio  Coordinator 

Southern  California  Broadcasters  Assn. 

ON  DEC.  7,  Southern  California 
radio  was  jarred  out  of  its  com- 

placent, slow-motion,  defense-time 
tempo.  The  news  of  Pearl  Harbor 
had  poised  a  trench  helmet  on  its 
head;  had  jammed  a  rifle  in  its 
fist;  and  had  placed  the  lives  of 
millions  in  its  custody.  And  there 
was  a  job  to  do. 

Overnight,  Southern  California 
discovered  itself  a  battlefront — a 
section  of  the  country  fraught  with 
ever-increasing  rumors — actively- 
shelling  Jap  submarines  —  re- 

ported "unidentified  airplanes" — a 
first-class  military  target  with  its 
oil  wells;  airplane  factories;  ship- 

ping and  shipbuilding  activities;  in 
addition  to  harboring  the  greatest 
population  of  Japanese  in  the 
United  States. 

A  Combat  Zone 

When  this  country  entered  the 
war,  the  objective  of  the  Southern 
California  Broadcasters'  Assn.  was 
to  set  up  a  plan  whereby  all  the 
activities  of  its  member  stations 
could  be  coordinated  for  greater 
efficiency  in  the  war  effort.  South- 

ern California — indeed,  the  entire 
West  Coast — was  classified  as  a 
theatre  of  war  and  a  combat  zone. 
We  realized  that  our  radio  sta- 

tions— independent  stations  and 
the  outlets  of  four  transcontinental 
networks — must  be  welded  at  once 
into  a  single  integrated  chain,  in- 

stantly responsive  to  the  com- 
mands and  instructions  of  the  mili- 

tary, and,  at  the  same  time,  or- 
ganized so  flexibly  and  simply  that 

in  time  of  crisis,  orders,  instruc- 
tions and  information  could  be 

broadcast  regionally,  locally,  or  by 
any  desired  grouping  of  stations. 

This  objective  was  achieved  in  a 
remarkably  brief  period  of  time. 
Naturally,  due  to  the  demands  of 
military  discretion,  many  features 
of  the  plan  cannot  be  revealed  in 
detail.  Much  material  bearing  upon 
the  operation  of  the  plan  is  in  the 
hands  of  those  in  authority,  and  is 
obtainable  from  them  by  those  with 
proper  credentials.  Substantially, 
this  is  the  picture. 

The  problems  confronting  broad- 
casters in  this  area  were  multitu- 
dinous. Swinging  into  Dec.  8,  and 

from  thence  onward,  tons  of 
printed  matter  and  verbal  requests 
swamped  radio  stations.  Military 
units  wanted  to  utilize  our  facilities 
for  all  manner  of  demands;  relief 
societies  and  synthetic  aid  promo- 

tions littered  the  executive  desks. 

Achieving  Silence 

The  industry  experienced  the 
biggest  headache  of  its  career  try- 

ing to  winnow  the  wheat  from  the 
chaff  and  found  it  ever-increasingly 
difficult  to  do  so.  Uncorrelated  de- 

fense units,  public  servants  in- 
spired with  national  defense  as  a 

political  adjunct,  fathered  defense 
organizations,  all  of  which  created 
a  bottleneck,  demanding  that  some- 

thing be  done  to  remedy  the  situa- 
tion. 

Also,  the  great  technical  prob- 
lem of  handling  Radio  Silences  and 

directives  effectively  and  efficiently 

MR,  CONNOR 

had  to  be  worked  out.  Originally, 
it  took  anywhere  from  5  to  15 
minutes  to  produce  a  complete  Ra- 

dio Silence. 
In  case  of  active  attack,  it  was 

pointed  out  by  the  IVth  Fighter 
Command  that  it  would  prove  sui- 

cidal to  allow  stations  to  remain  on 
the  air  for  that  long  a  period  after 
the  warning  had  been  received. 

An  enemy  plane  can  ride  in  on  a 
radio  beam — locate  strategic  ob- 

jectives— drop  its  load  of  death 
and  destruction — and  be  on  its  way 
again — all  in  the  space  of  a  very 
few  minutes.  Thus,  the  technical 
means  of  coordinating  the  station 
activities  of  this  area,  so  that  an 
order  for  "Radio  Silence"  would  be 

SETUP  FOR  RADIO  CENTRAL  SYSTEM 
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instantly  complied  with,  had  to  be 

planned. 
In  a  brief  summary,  here  are 

the  problems  which  confronted 
member  stations  at  the  outbreak 
of  war: 

1.  To  make  radio  facilities  instantly 
available  to  the  armed  forces,  and  co- 

ordinate "Radio  Silences." 2.  To  establish  contact  with  Army 
and  Navy  units  who  would  approve 
or  disapprove  requests  made  upon  ra- 

dio by  civilians  and  newly-created  de- 
fense organizations  in  order  to  autlieti- 

cate,  clear  and  evaluate  requests  for 
publicity,  spot  announcements  and 
sustaining  time. 

3.  To  avoid :  a,  the  use  of  coded 
messages ;  b,  the  release  of  mis-infor- 

mation ;  c,  conflicting  statements. 
4.  To  conform  to  the  Code  of  War- 

time Practices  For  American  Broad- 
casters as  set  up  by  the  Office  of  Cen- 
sorship, Washington. 

5.  To  weld  our  facilities  into  an 
efficient  system  poised  for  instant 
emergency  use,  complete  in  every  re- 

spect so  that  there  would  never  be  need 
for  any  outside  agency  to  assume  di- rection and  control. 
We  believe  that  unusual  fore- 

sight on  the  part  of  the  SCBA  pro- 
vided the  cornerstone  for  our  suc- 

cessful set-up  today.  As  its  name 
implies,  our  organization  was 
formed  about  twelve  years  ago  to 
promote  the  mutual  interests  of 
broadcasters  in  Southern  Califor- nia. 

Prior  to  Pearl  Harbor,  our  as- 
sociation had  operated  a  panel  in 

downtown  Los  Angeles,  permitting 
certain  programs,  when  desired,  to 
be  patched  into  various  independent 
stations,  as  well  as  the  four  coast- 
to-coast  networks.  This  invaluable 
Master  Control  was  originally  es- 

tablished by  Lawrence  W.  Mc- 
Dowell,- manager  of  KFOX,  Long 

Beach,  and  now  chairman  of  the 
executive  committee  of  the  SCBA. 

Quickly  Organized 
If  our  Radio  Central  in  Los  An- 

geles proved  a  great  boon  before 
the  war — which  it  did — it  proved 
of  priceless  value  in  setting  up 
our  present  plan  of  operation.  On 
Dec.  15,  one  week  after  Pearl 
Harbor,  these  facilities  became  the 
foundation  of  our  present  radio 
alert  plan. 
Our  organization  appointed  an 

executive  committee  to  formulate 
a  drastic  and  comprehensive  plan 
of  action.  This  committee  includes 
in  addition  to  Mr.  McDowell, 
Donald  W.  Thornburgh,  CBS  vice- 
president;  Harry  Maizlish,  KFWB, 
Hollywood;  Van  C.  Newkirk,  MBS; 
and  Harry  W.  Witt,  KNX,  Holly- 

wood, president  of  the  SCBA.  The 
committee  has  been  actively  as- 

sisted in  its  work  by  Harrison 
Holliway,  KFI-KECA,  and  Lewis 
Allen  Weiss,  of  the  Mutual-Don 
Lee  network.  Subsequently,  the 
Office  of  Director  of  Radio  Coordi- 

nation was  created. 

Following  the  declaration  of  war, 
KFI,  KNX,  KHJ,  and  KFAC  were 
designated  key  stations  by  the 
Army.  The  FCC  issued  instructions 
that  all  stations  in  this  area  would 
be  obliged  to  monitor  one  of  the 

{Continued  on  page  62) 
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«BUT  I  iUST  CAN^T 

MARRY  you  ALt/" 

9  Maybe  you've  never  stopped  to  think  about  it, 
but  one  of  the  big  diflFerences  between  radio  in  big 

cities,  and  in  Iowa,  is  this: 

In  your  big  city,  the  audieMce  usually  isn't  "mar- 

ried" to  any  one  favorite  station,  because  it's  easy 

to  get  perfect  reception  from  any  one  of  three  or 

four  big  50,000-watters  in  the  immediate  vicinity. 

But  here  in  Iowa,  on  the  other  hand,  almost  every- 

body has  one  big  favorite  station — because  there's 

only  one  big  station  in  the  State! 

This  fact  is  again  irrefutably  proven  in  the  1942 

Iowa  Radio  Audience  Survey.  Nearly  10,000  Iowa 

families,  interviewed  along  approved  "sampling" 
lines,  voted  as  follows  for  the  station  to  which  they 

"listen  most"  (daytime) : 

WHO  55.7% 

NEXT  8.1% 

NEXT  7.7% 

But  that's  only  a  very  small  fraction  of  the  really 
important  disclosures  made  in  the  1942  Survey.  It 

reveals,  for  example,  what  percentage  of  the  audi- 

ence writes  to  radio  stations — and  why.  It  proves  a 

dozen  facts  that  you've  heretofore  had  to  argue 
about.  .  .  . 

Write  for  your  copy  of  this  truly  enlightening 

study — today!  Take  our  word — you'll  be  glad  you 
did.  And  there  is  no  obligation,  of  course. 

WHO 

^for  IOWA  PLUS!  + 

DES  MOINES  .  .  .  50,000  WATTS 

B.  J.  PALMER,  PRESIDENT 
J.  O.  MALAND,  MANAGER 

FREE  8C  PETERS,  INC.  .  .  .  National  Representatives 
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Petrillo  Gives  Newspaper  Cartoonists  a  Field  Day 

=  •  New  York  Journal-American 

The  Music  Comes  Out  Here 

Boston  Herald 

You  Are  Wanted,  Petrillo! 

Chicago  Daily  News 

Making  a  Monkey  of  the  Wrong  Fellow 

Local  Bakery  Campaign 

Recorded  by  Long  Co. 
W.  E.  LONG  Co.,  Chicago,  has 
transcribed  a  series  of  one-minute 
announcements  in  Hollywood  using 
Don  Wilson,  Ken  Carpenter,  Tru- 

man Bradley,  Harlow  Wilcox  and 
Bill  Goodwin. 
Announcements  will  be  placed 

locally  by  these  W.  E.  Long  clients: 
Peterson  Bakeries,  Omaha;  Cotton 
Bros.,  Alexandria,  La.;  Fuch's 
Baking  Co.,  Miami;  Braun  Bak- 

ing Co.,  Pittsburgh;  Schmidt 
Baking  Co.,  Baltimore;  Fisher 
Baking  Co.,  Newark,  and  Pioneer 
Baking  Co.,  Sacramento.  An- 

nouncements were  recorded  by  C. 
P.  MacGregor,  Hollywood,  under 
the  direction  of  Al  Sperry,  radio 
director  of  the  W.  E.  Long  Co., 
who  recently  spent  four  weeks  on 
the  Coast.  The  company  has  also 
recorded  two  series  of  one-minute 
spots  featuring  the  King's  Jest- 

ers. One  of  these  series,  cut  by 
Columbia  Recording  Corp.,  Chica- 

go, will  be  released  for  local  pro- 
motion by  laundries. 

Atlantic  Refining  Discontinues 

Annual  Grid  Broadcast  Series 

Other  Oil  Companies  Remain  on  Air,  However, 

As  Gas  Shortage  Complicates  Marketing 
England  to  Florida  on  the  Atlan- 

Capt.  Sproul  Dead 
COMMISSIONED  three  months 
ago,  Derby  Sproul,  formerly  pro- 

duction manager  of  KLZ,  Den- 
ver, has  been  killed  in  action  some- 

where in  Africa. 
At  the  time  of 
his  death  he  was 
serving  as  a  cap- 

tain in  the  Army 
Air  Forces,  as- 

signed to  sup- 
plies. As  yet,  no 

details  have  been 
received  as  to  the 
exact  cause  of 
his  death.  Be- 

fore joining  KLZ 
Mr.  Sproul  was 
with  KOA  and  KDKA,  as  program 
manager.  He  is  survived  by  his 
mother,  a  wife  and  three  children, 
and  a  brother. 

Capt.  Sproul 

ATLANTIC  REFINING  Co., 
Philadelphia,  which  for  the  last 
six  years  has  been  the  main  spon- 

sor of  broadcasts  of  Eastern  Foot- 
ball games,  last  week  announced 

that  it  is  compelled  to  forego  these 
annual  broadcasts  because  of  the 
gas  shortage  in  the  Eastern  area. 
Other  gas  and  oil  companies,  how- 

ever, have  not  curtailed  or  can- 
celled their  current  radio  sched- 

ules, despite  the  gas  situation,  ex- 
cept for  Shell  Oil  Co.,  which  dis- 

continued its  spot  campaign  in 
the  Eastern  area  this  spring. 

Used  83  Stations 

Gas  and  oil  companies  current- 
ly using  radio  in  the  East  include 

Sun  Oil  Co.,  Lowell  Thomas,  NBC; 
Richfield  Oil  Corp.,  Confidentially 
Yours,  MBS;  Pure  Oil  Co.,  H.  V. 
Kaltenborn,  NBC;  Esso  Market- 

ers, Esso  Reporter,  on  34  Eastern 
stations,  and  plans  to  broadcast 
the  Army-Navy  game  this  fall 
from  Philadelphia;  Texas  Co., 
Texas  Star  Theatre,  summer  re- 

placement for  Fred  Allen  who  re- 
turns this  fall  to  CBS,  and  Met- 

ropolitan Opera  Broadcasts  this 
season  on  the  BLUE;  Cities  Serv- 

ice Co.,  Cities  Service  Concert, 
NBC;  Gulf  Oil  Corp.,  We,  The 
People,  CBS,  and  Sinclair  Refin- 

ing Co.,  Sinclair  Melodies,  through 
local  dealers. 

Last  year  Atlantic  Refining 
placed  its  schedule  of  gridiron 
games  on  83  stations  in  the  com- 

pany's marketing  area  from  New 

tic  Seaboard  and  as  far  West  as 
Ohio.  Games  included  those  of 
leading  colleges,  high  schools  and 
professional  teams,  and  was  the 
largest  schedule  ever  placed  by 
Atlantic. 

With  the  cancellation  of  its  fall 
football,  the  company  has  relin- 

quished its  rights  to  the  Dick  Dun- 
kel  Football  Forecast,  which  for 
the  first  time  in  eight  years,  will 
be  available  to  Eastern  stations 
and  local  sponsors  through  Ra- 

dio Events  Inc.,  New  York,  dis- 
tributing agent  for  the  forecast. 

In  past  years,  Atlantic  Refining 
held  an  option  for  the  forecast  as 
used  on  Eastern  stations  only,  pro- 

moting it  during  play-by-play  de- 
scriptions of  various  games  and 

advising  listeners  that  copies 
could  be  obtained  through  Atlan- 

tic dealers.  West  of  Ohio,  the  fore- 
casts have  been,  and  are  again  this 

year,  available  to  stations  for  local 
sponsorship. 

WRC  Signs 

According  to  Joseph  Koehler, 
general  maanger  of  Radio  Events, 
WRC,  Washington,  has  signed  the 
first  Eastern  station  contract  for 
the  Dunkel  forecast,  while  34  other 
stations  have  requested  tentative 
options  on  the  football  service. 

In  notifying  Mr.  Dunkel  of  the 
option  lapse  on  his  forecast,  Wal- 

lace Orr,  account  executive  of  N. 
W.  Ayer  &  Son,  Philadelphia,  At- 

lantic's agency,  stated,  "Naturally 

the  Dunkel  forecast  has  been  an 
important  factor  in  the  success  of 
the  Atlantic  football  broadcasting 
plan.  It  proved  itself  the  best  traf- 

fic puller  Atlantic  has  ever  used. 
Due  to  the  present  emergency,  we 
are  forced  to  discontinue  the  use 
of  the  system  for  this  fall.  It  is 
our  earnest  hope  that  we  will  be 
able  to  resume  its  use  after  the 

present  emergency." The  action  comes  as  a  blow  to 
colleges,  especially  the  smaller 
schools  that  depended  heavily  on 
the  radio  money  to  make  up  deficits. 
Atlantic  Refining  had  paid  each 
school  from  $5,000  to  $30,000  for 
radio  rights  each  season. 

The  colleges  are  anxious  to  re- 
main on  the  air,  regardless  of  spon- 

sorship, and  in  Philadelphia  the 
U  of  Pennsylvania,  Temple  and 
Villanova,  all  carried  last  year  by 
Atlantic,  are  negotiating  with  local 
stations.  The  Philadelphia  Eagles, 
professional  team  also  carried  by 
Atlantic  Refining,  has  been  assured 
play-by-play  broadcasts  on  WFIL 
for  Pabst  Beer.  Jack  Surreck,  sales 
manager  of  WFIL,  closed  the  deal 
in  Chicago  last  week  with  Pabst 
Brewing  Co.,  Milwaukee,  through 
Lord  &  Thomas  Agency,  Chicago. 

Pabst  Beer  will  sponsor  the  12 
game  schedule  of  the  Eagles,  both 
home  and  away,  starting  Sept.  13 
and  ending  Nov.  29.  WFIL  will 
make  its  own  pick-up  for  the  away 
games,  sponsor  bearing  the  line 
charges  from  the  distant  points  in- 

cluding Chicago,  Cleveland,  Buffalo, 

New  York,  Brooklyn  and  Wash- 
ington. Byrum  Saam  will  announce. 

WIND  has  set  up  a  24-hour-a-day War  Bond  booth  in  the  Gary  bus 
terminal,  operated  by  mothers  of  ser- vicemen and  members  of  the  staff. 
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FCC  and  NAB  Aiding  Federal  AFM  Suit 

May  Intervene  in 

Hearing  Set 

Sept.  16 
PROSPECTS  of  intervention  both 
by  the  FCC  and  the  broadcasting 
industry  in  the  anti-trust  suit  filed 
by  the  Dept.  of  Justice  against 
James  C.  Petrillo  and  the  Ameri- 

can Federation  of  Musicians  de- 
veloped last  week  as  both  the  FCC 

and  the  NAB  initiated  moves  to 
gather  evidence  for  the  Sept.  16 
injunction  hearing. 
'  The  FCC  last  Tuesday  announced 
it  had  authorized  a  questionnaire 
to  all  stations  to  learn  the  extent 
to  which  recordings  and  electrical 
transcriptions  are  used  by  the  in- 

dustry. It  also  proposes  to  go  into 
related  music  matters,  such  as  the 
Petrillo-ordered  cancellation  of  the 
Interlochen  High  School  orchestra 
broadcasts. 

Power  of  FCC 

While  some  question  naturally 
has  arisen  as  to  the  FCC's  juris- 

diction over  programs,  it  neverthe- 
less has  been  definitely  established 

■that  the  Commission  can  seek  in- 
!  formation  on  virtually  any  subject 
related  to  radio.  It  is  presumed  the 
questionnaire  results  will  give  the 

[  FCC  a  basis  for  testimony  in  the 
,  anti-trust  suit.  Assistant  Attorney 
General  Thurman  Arnold,  who  per- 

sonally  will    direct   the  Govern- 
,  ment's  case,  it  is  understood,  asked 
the  Commission  to  procure  such 
material. 

Meanwhile,  last  weekend  NAB 
1  President  Neville  Miller  announced 
the  trade  association  would  ask 
leave  of  the  Federal  court  to  file  a 
brief  amicus  curiae  (friend  of  the 
court)  in  the  anti-trust  suit.  "The 
:NAB,"  Mr.  Miller  said,  "under- 

stands the  Dept.  of  Justice  would 
'welcome  the  filing  of  a  brief  by 
ithe  NAB  in  connection  with  the 
I  motion    to    dismiss    the  Govern- 
I  ment's  complaint  which  was  made 
I  by  Joseph  Padway,  counsel  for  Mr. 
Petrillo." 

Renewed  efforts  last  Thursday  of 
AFM  for  dismissal  of  the  anti-trust 

■  and  it  comes  out  here.' 

Detroit  News 

THE  AFM  COMES  FIRST 

$500  Fine  Slapped  on  Singer 
 Of  National  Anthem  

BECAUSE  he  sang  the  National 
Anthem  during  a  Fourth  of  July 
concert  in  a  public  park  without 
the  permission  of  the  AFM  local, 
Don  Mario  Providence  band  leader, 
was  fined  $500. 
A  United  Press  report  from 

Providence  on  Aug.  12  recited  that 
Mario  stood  with  20,000  others  and 
sang  the  Anthem  at  a  Roger  Wil- 

liams Park  concert.  A  native  of 
South  America,  Mario  said  he 
would  appeal  the  fine  to  union 
headquarters  in  New  York.  "The 
fine  was  imposed,"  says  the  dis- 

patch, "because  he  did  not  get  the 
union's  permission  to  appear  in 

the  park." 
suit  fizzled.  In  preliminary  argu- 

ments before  the  Federal  District 
Court  in  Chicago  on  the  AFM  mo- 

tion to  procure  a  hearing  on  its 
dismissal  plea  on  Aug.  24,  the  court 
instead  granted  the  Government 
motion  for  postponement  of  this 
argument  until  Sept.  16,  when  the 
Government's  plea  for  an  injunc- tion will  be  heard. 
Over  the  objections  of  AFM 

counsel  Joseph  A.  Padway,  Federal 
Judge  William  J.  Campbell  granted 
the  order  after  hearing  Daniel  B. 

ACTING  WITH  dispatch  to  enable 
it  to  amass  as  much  information 
as  possible  prior  to  the  Sept.  16 
court  arguments  in  Chicago  on  the 
Government's  plea  to  enjoin  the 
American  Federation  of  Musicians, 
the  FCC  last  week-end  sent  to  all 
stations  a  detailed  questionnaire  on 
the  use  of  phonograph  records, 
transcriptions  and  musicians  by 
the  industry. 

Authorized  by  the  Commission 
last  Tuesday  to  undertake  the  sur- 

vey, following  FCC  Chairman 
James  Lawrence  Fly's  condemna- tion of  the  Petrillo  bans  and  their 
possible  effect  upon  ability  of  the 
industry  to  render  peak  service 
during  the  war  emergency,  the 
Law  Department  undertook  draft- 

ing of  the  comprehensive  question- 
naire, in  the  hope  of  getting  it  to 

all  stations  by  early  this  week. 
Stations  are  requested  to  return 

the  questionnaire  "within  five 
days".  Presumably  the  hope  is  to 
get  the  bulk  of  returns  by  Friday 
(Aug.  21)  so  that  analysis  and 
preparation  of  conclusions  can  be 
undertaken  over  the  week-end. 

General  Counsel  Telford  Taylor 
has  delegated  direction  of  the  study 
to  Charles  R.  Denny  Jr.,  assistant 
general  counsel  in  charge  of  litiga- 

tion and  administration.  He  is  as- 
sisted by  Harry  Plotkin,  Marcus 

Cohn,  and  Daniel  Meyer,  attorneys. 
Stations  are  asked  to  supply  data 

Britt,  special  assistant  to  the  At- 
torney General  in  Chicago,  ex- 

plain that  Assistant  Attorney  Gen- 
eral Arnold  could  not  appear  before 

Sept.  16.  As  things  stand  now,  both 
the  AFM  dismissal  plea  and  the 
Government  injunction  motion  will 
be  heard  Sept.  16  before  Judge 
John  P.  Barnes. 

Although  it  was  regarded  as  a 
foregone  conclusion  that  the  Gov- 

ernment request  for  extension  of 
date  for  hearing  the  AFM  dismissal 
motion  would  be  set  to  coincide  with 

the  Sept.  16  hearing  date,  Mr.  Pad- 
way  nevertheless  opposed  the  ex- 

tension, delivering  an  oration  in 
which  he  continued  his  running  at- 

tack against  Mr.  Arnold. 

'Tried  in  Newspapers' 

He  charged  the  case  was  being 
tried  in  the  newspapers  and  that 
Mr.  Arnold  in  the  press  had  threat- 

ened an  indictment  against  AFM. 
Judge  Campbell,  in  granting  the 
Government's  motion  to  consolidate 
the  hearings  Sept.  16,  said,  "It  is 
regrettable  that  a  great  deal  of  the 
information  relative  to  this  case 
has  been  released  prematurely  to 
the  press.  However,  it  is  hoped  that 
the  press  is  equally  open  to  both 

sides." 

In  his  attack  Mr.  Padway,  who 
is  also  general  counsel  of  the  Amer- 

ican Federation  of  Labor,  recited 

on  use  of  music  in  programming 
operations,  covering  every  phase  of 
rendition.  The  analysis  is  designed 
to  show  the  precise  percentage  of 
station  time  devoted  to  transcrip- 

tions, phonograph  records,  live  pro- 
fessional musicians,  so-called  ama- 

teur or  non-commercial  talent,  mu- 
sical talent,  and  the  proportions 

devoted  to  network  or  non-network 
operation  and  to  sustaining  and 
commercial  programs.  It  is  by  all 
odds  the  most  complete  and  exhaus- 

tive study  of  the  subject  ever 
undertaken. 

Along  with  the  10-page  question- 
naire, the  FCC  dispatched  a  cover- 

ing letter  and  a  suggested  form  of 
worksheet  for  compilation  of  the 
information.  In  addition  to  por- 

tions of  the  questionnaire  covering 
use  of  music  in  its  various  forms, 
the  FCC  also  asks  for  any  infor- 

mation relating  to  instances  com- 
parable to  the  recent  cancellation 

of  the  high  school  orchestra  broad- 
casts from  Interlochen  over  NBC 

at  the  direction  of  Petrillo.  Infor- 

mation on  employment  of  "stand- 
by" orchestras  by  stations,  likewise 

is  requested. 
Data  on  use  of  music  is  re- 

quested for  the  week  of  April  5- 
11,  selected  as  a  typical  broadcast 
week.  The  questionnaire  must  be 
sworn  to  by  a  station  official. 

Aside  from  questions  pertaining 
{Continued  on  page  55) 

"THE  SUPER  JUKE  BOX' 

Chicago  Times 

that  despite  Mr.  Arnold's  state- 
ments, no  indictment  against  PM 

has  been  brought.  He  alluded  to  the 
postponement  of  trial  on  the  in- 

junction suit  from  Aug.  7  to  Sept. 
16,  which  he  said  was  accomplished 
"without  the  courtesy  of  consulting 

us". 

"We  don't  know  why  the  Govern- 

ment wanted  to  postpone  this  case," 
he  said,  "but  we  have  some  ideas — 
they  want  the  musicians  to  yield  to 

pressure  brought  by  the  broadcast- 
ing and  recording  companies — they 

want  the  union  to  yield  before  the 
case  comes  to  trial. 

First  in  District  Court 

"I  have  appeared  in  dozens  of 
these  cases  against  Mr.  Arnold.  Al- 

though Mr.  Arnold  has  appeared  in 
the  Circuit  Court  of  Appeals  and 
the  Supreme  Court,  this  is  the  first 
time  he  has  ever  appeared  in  a 
Federal  District  Court  in  a  labor 
anti-trust  case.  And  if  this  case  is 
so  important  that  Mr.  Arnold  must 
appear  then  it  should  be  speedily 
brought  to  trial. 
"We  are  anxious  to  remove  the 

stigma  placed  upon  the  AFM  by 
the  public  through  distorted  and 
scurrilous  press  releases  by  the 
Dept.  of  Justice.  We  are  ready  to 

go  before  any  judge  to  clear  our- 
selves of  the  ignominous  and  dis- 

graceful charges  hurled  against  us 

by  the  Assistant  Attorney  General." Mr.  Britt  had  told  the  court  the 
questions  involved  in  the  motion  to 
dismiss  and  the  motion  for  an  in- 

junction were  of  a  similar  nature. 
He  related  that  Mr.  Arnold  person- 

ally desired  to  argue  the  case  but 
could  not  appear  before  Sept.  16. 

In  addition  to  Mr.  Britt,  assist- 
ing Mr.  Arnold  in  preparation  for 

the  trial  are  Holmes  Baldridge, 
chief  of  the  Litigation  Section  of 
the  Anti-Trust  Division,  and  Vic- 

tor O.  Waters,  special  assistant  to 
the  Attorney  General  now  in  charge 
of  the  New  Orleans  office  of  the 
Anti-Trust  Division. 
Mr.  Waters,  who  successfully 

handled  the  ASCAP  and  BMI  con- 
sent decrees  and  is  regarded  as 

the  Government's  expert  on  radio 
music  matters,  is  handling  certain 

aspects  of  the  case  from  New  Or- 
leans. He  was  in  Washington  dur- 

{Continued  on  page  59) 

FCC  Station  Questionnaire  Is  Aimed 

At  Data  to  Be  Used  in  Petrillo  Case 
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Rynd 

Rynd  Is  Appointed 

Treasurer  of  Blue 

Replaces  Yantlell,  on  Leave  to 
Assume  Wartime  Position 
CHARLES  E.  RYND,  sales  service 
manager  of  the  BLUE  since  its 
separation  from  NBC  the  first  of 
this  year,  has  been  appointed  treas- 

urer of  the  BLUE,  succeeding 
Lunsford  P.  Yan- 
dell,  who  has 
been  granted  a 
special  leave  of 
absence  by  the 
network  to  take 

charge  of  Ameri- 
can Red  Cross 

Services  in  Great 
Britain,  at  the  re- 

quest of  Norman 
H.  Davis,  ARC 

chairman.  Mr.  Yandell,  who  con- 
tinues as  vice-president  of  the 

BLUE  and  as  a  member  of  the 

company's  board  of  directors,  is  in 
London  now  and  will  be  in  charge 
of  establishing  facilities  for  Red 
Cross  services  to  U.  S.  armed  forces 
stationed  in  England. 

In  addition  to  his  duties  as  treas- 
urer, Mr.  Rynd  will  continue  to 

supervise  activities  of  the  sales 
service  department,  although  Lud- 
wig  Simmel  of  that  division  will 
take  over  active  management. 
Further  realignment  of  executive 
positions  at  the  BLUE  were  also 
announced  by  the  board  of  direc- 

tors following  Mr.  Yandell's  resig- 
nation. , 

It  was  also  announced  last  week 
that  Frank  T.  Zinn,  RCA  resident 
counsel,  has  been  elected  a  director 
of  Radio-Keith-Orpheum  Corp., 
succeeding  Mr.  Yandell. 

Other  Changes 

Anthony  B.  Hennig,  formerly  in 
the  treasurer's  office,  has  been 
officially  designated  assistant  treas- 

urer. Alexander  D.  Nichol  was  ap- 
pointed comptroller  of  the  BLUE 

and  will  continue  to  act  as  auditor 
and  signing  officer.  Robert  D. 
Swezey,  legal  counsel,  continues  in 
that  capacity  and  has  been  ap- 

pointed assistant  secretary  of  the 
BLUE. 

Mr.  Rynd,  an  engineer  by  train- 
ing, studied  at  Hamilton  College 

and  MIT.  After  several  years  ex- 
perience in  sales  and  sales  service, 

he  joined  NBC  in  1935.  He  served 
as  assistant  sales  traffic  manager 
until  January  1942,  when  he  was 
named  manager  of  the  BLUE  sales 
service  department. 

Gipneral  Baking  Tests 
GENERAL  BAKING  Co.,  New 
York,  which  this  spring  ran  a  test 
campaign  in  the  Philadelphia  area 
for  Bond  Bread,  from  Aug.  10  to 
Sept.  5  is  placing  another  cam- 

paign of  spot  announcements  and 
chainbreaks  in  Pennsylvania  and 
Maryland  through  Ivey  &  Elling- 

ton, Philadelphia,  and  in  New 
York  and  New  England  through 
Newell-Emmett  Co.,  New  York. 
Frequency  of  announcements  vary 
according  to  stations,  and  a  total 
of  30  have  been  placed  by  Newell- 
Emmett  Co. 

'Time'  and  WQXR  Make  Arrangements 

For  Experiments  in  Radio  Programming 
COMPLETION  of  an  arrangement 
whereby  WQXR,  New  York,  and 
Time  Inc.,  publisher  of  Time,  Life 
and  Fortune,  will  collaborate  in 
"experiments  in  radio  program- 

ming and  broadcasting"  was  an- 
nounced last  week  by  John  V.  L. 

Hogan,  president  of  Interstate 
Broadcasting  Co.,  operator  of  the 
station. 

Frank  Norris,  managing  editor 
of  the  March  of  Time  broadcasts, 
assisted  by  Joel  Sayre  and  Finis 
Farr,  formerly  with  the  editorial 
staff  of  the  March  of  Time,  will 
work  with  Elliott  M.  Sanger,  gen- 

eral manager  of  WQXR,  and  his 
staff  in  the  project. 

Terms  of  Purchase 

Terms  of  the  agreement,  which 
is  subject  to  ratification  by  IBC 
stockholders,  include  the  acquisi- 

tion by  Time  of  1,000  shares  of  pre- 
ferred stock  in  the  broadcasting 

company  and  the  inclusion  of  two 
Time  representatives  on  the  IBC 
board  of  directors,  David  Brum- 

baugh, secretary  of  Time,  and  Mr. 
Norris.  There  is  no  change  in 
ownership  of  common  stock  or  in 
the  management  of  IBC,  the  an- 

nouncement stated. 

Mr.  Hogan  said  the  deal  will  not 
change  the  program  policy  of 
WQXR.  "The  station  will  continue 
to  emphasize  good  music  and  the 
addition  of  Time's  facilities  will 
now  make  it  possible  to  supply 
authoritative  news  of  a  quality  as 

high  as  our  musical  standards." 
Questioned  as  to  plans,  Mr. 

Norris  said  he  could  make  no  defi- 
nite statement  at  this  time,  "not 

that  there's  any  attempt  to  cancel 
what  we're  doing,  but  right  now 
both  we  and  the  station  people  have 
submitted  dozens  of  ideas  for  con- 

sideration. It's  a  wide,  wide  field." Time  will  soon  begin  supplying 
WQXR  with  news  on  a  regular 
basis,  he  stated,  "both  across  the 
board  and  up  and  down"  the  sta- 

tion's schedule,  augmenting  its 
present  news  coverage. 

WWL  Names  Simpson 
JACK  SIMPSON,  veteran  radio 
director,  has  been  appointed  pro- 

duction manager  of  WWL,  New 
Orleans.  Mr.  Simpson  succeeds  Ed 

Hoerner,  recently 
named  program 
director  [BROAD- CASTING, Aug.  3]. 
A  resident  of 
New  Orleans 
since  1932,  Mr. 
Simpson  joined 
Stone  -  Stevens  - 
Howcott  -  Halsey 
Inc.,  agency  of 
that  city,  in  No- vember 1937  as 

radio  director.  On  the  West  Coast 
recently,  he  worked  with  Ralph 
Bellamy,  directed  Hanley  Stafford 
("Daddy"  of  Baby  Snooks)  and 
joined  in  developing  a  show  for 
Erie  Stanley  Gardner,  Perry  Mason 
mystery  author. 

Mr.  Simpson 

Campbell  Is  Appointed 
As  KMOX  Sales  Chief 
J.  SOULARD  JOHNSON,  local 
sales  manager  of  KMOX,  St.  Louis, 
left  last  week  for  service  as  a 
second  lieutenant  in  the  Army  Air 

Forces,  Officer's Training  Camp, 
Miami  Beach,  and 
Wendell  B.  Camp- 

bell, now  western 
sales  manager  of 
Radio  Sales,  Chi- 

cago, has  been 
named  to  replace 
him.  Mr.  Johnson, 
formerly  director 
of  promotion  for 
KMOX,  has  been 

NBC  Appoints  Wright 
Production  Head  in  East 

WYNN  WRIGHT,  production  man- 
ager of  NBC's  central  division  in 

Chicago,  has  been  appointed  NBC 
eastern  division  production  man- 

a  g  e  r  replacing 
Ray  Nelson,  who has  been  assigned 

special  program- ming duties  with 
W  E  A  F,  NBC 
New  York  outlet, 
according  to  C. 
L.  Menser,  NBC 
vice-president  in 
charge  of  pro- 

grams. 
Charles  Urqu- 

hart,  assistant  production  manager 
of  the  NBC  central  division,  will 
take  over  Mr.  Wright's  duties  in 
Chicago,  effective  Aug.  17. 

Ray  Nelson,  who  has  been  con- 
ducting several  programs  on  NBC, 

in  his  new  position  with  WEAF 
will  return  to  active  work  at  the 
mike  as  well  as  develop  new  pro- 

gram ideas. 

Mr.  Wright 

Mr.  Johnson 
sales  manager  for  nine  months. 

Mr.  Campbell,  whose  appoint- 
ment as  sales  manager  becomes  ef- 

fective Sept.  1,  has  been  with  Ra- 
dio Sales,  Chicago,  since  Aug.  1, 

1938,  and  has  been  western  sales 
manager  since  May,  1942.  At 
KMOX  he  will  have  complete 
charge  of  sales,  sales  service,  sales 
promotion,  sales  merchandising  and 
will  spend  considerable  time  in 
Chicago  and  New  York. 

Aircraft  Radio  Account 
CHAMBERLAIN  AIRCRAFT 
Corp.,  Philadelphia  (defense  in- 

dustries school),  has  set  up  a  ra- 
dio communications  division  with 

the  approval  of  Chief  Signal  Of- 
ficer of  the  Army.  Rado  and  news- 

papers will  be  used  to  exploit  the 
new  school  training  program  to 
acquaint  draft-eligible  men  with 
the  opportunity  offered  by  this  new 
course.  Garry  Bub  of  Stewart-Jor- 

dan Co.,  Philadelphia,  handles  the account. 

Pall  Malls  Spot 

AMERICAN  CIGARETTE  & 
Cigar  Co.  on  Aug.  17  starts  a  six- 
week  campaign  for  Pall  Malls  on 
WJZ,  New  York,  vdth  seven-weekly 
transcribed  announcements  on  Ed 
East  in  Breakfast  in  Bedlam,  par- 

ticipation .  show.  Agency  is  Ruth- 
rauff  &  Ryan,  New  York. 

WHITE  MOTOR  BUYS 

BLUE   AWARD  TIME 

THIRD  COMPANY  to  buy  time 
on  WJZ  or  BLUE  to  broadcast 
ceremonies  in  connection  with  the 
"E"  award  for  excellence  in  pro- 

duction is  White  Motor  Co.,  Cleve- 
land, which  has  signed  for  a  half- 

hour  on  all  BLUE  stations  Aug. 
12.  Under  Secretary  of  War  Rob- 

ert P.  Patterson,  will  present  the 
Army-Navy  "E"  award.  Others 
taking  part  in  the  broadcast  will 
be:  Robert  F.  Black,  president. 
White  Motor  Co.;  Edward  F. 
Stubbs,  president.  United  Auto- 

mobile Workers,  CIO,  Local  32,  and 
Cleveland's  Mayor  Frank  J. 
Lausche.  Fulton  Lewis  jr.,  com- 

mentator, will  m.c.  Agency  for 
White  Motor  Co.  is  D'Arcy  Adv. 
Co.,  Cleveland. 
Lukens  Steel  Co.,  Coatesville, 

Pa.,  Navy  "E"  winner,  broadcast award  ceremonies  on  WJZ,  WFIL 
and  two  other  outlets  in  an  hour 
program  March  27.  Bethlehem 
Steel  Co.,  Bethlehem,  Pa.,  another 
winner,  used  a  half-hour  on  WJZ 
May  9  for  the  same  purpose. 

Shouse  Goes  to  Capital 

To  Pinch  -  Hit  at  BVC 

AFFAIRS  of  the  Broadcasters 
Victory  Council,  broadcasting 
trade  group  coalition,  are  being 
directed  temporarily  by  James  D. 

Shouse,  vice- 
president  and 
general  manager of  the  Crosley 
stations,  and 
member  of  the 

Council  as  repre- sentative of  the 
Clear  Channel 

Broadcast- 
ing  Service. Mr.  Shouse  is 
pinch-hitting  for John  Shepard, 

3d,  BVC  chairman,  who  is  in  Bos- 
ton looking  after  Yankee  Network 

affairs,  and  O.  L.  (Ted)  Taylor, 
BVC  executive  secretary,  now  in 
Amarillo,  directing  the  Taylor- 
Howe-Snowden  stations,  which  he 
heads.  The  WLW-WSAI-WLWO 
manager  arrived  in  Washington 
Aug.  10,  and  under  present  plans, 
will  serve  through  Aug.  22. 

Mr.  Shouse 

Campana's  Fall  Plans CAMPANA  SALES  Co.,  Batavia, 
111.  (Campana's  Balm,  Dreskin, 
hand  creams),  in  addition  to  re- 

suming The  First  Nighter,  half- 
hour  dramatic  program,  the  first 
week  in  October,  will  start  a  week- 

ly quarter-hour  network  program, 
format  of  which  is  undecided. 
Time  and  network  for  both  pro- 

grams will  be  selected  within  the 
next  few  weeks,  according  to  Au- 

brey, Moore  &  Wallace,  Chicago. 

Cranberry  Plans 

AMERICAN  CRANBERRY  Ex- 
change, New  York,  is  lining  up  its 

annual  fall  campaign  for  Eatmor 
cranberries  with  an  increased  pro- 

motional appropriation.  Details  of 
the  usual  spot  announcement  sched- ule used  in  the  campaign  have  not 
been  announced.  Agency  is  BBDO, 
New  York. 

WGEO,  General  Electric  shortwave station  in  Schenectady,  is  now  using  a 
new  100,000-watt  transmitter. 
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the 

NVER  REGION 

•  These  are  the  "voices"  of  KLZ — as  familiar 
and  friendly  to  the  listeners  of  the  Denver- 
Rocky  Mountain  region  as  their  nextdoor 
neighbors.  Only  one  of  the  seven  has  served 
less  than  18  months.  One  has  been  trade- 
marking  KLZ  programs  for  10  years. 

These  old,  familiar  voices  have  a  standout 
advantage  when  it  comes  to  talking  business 
— YOUR  business — to  the  listeners  of  this 
area.  Let  them  speak  for  you  and  yobr 
product  or  service  in  the  Denver  -  Rocky Mountain  region. 

■ 

4 

KLZ  Denver 

5,000  WATTS— 560  Kc. 
Affiliated  in  Management  With  The  Oklahoma  Publishing  Co. 
AND  WKY,  Oklahoma  City  -K  Represented  by  The  Katz  Agency,  Inc. 
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Station's  Part  in  War  Effort 

May  Affect  Employe  Drafting 
MEETING  twice  last  week  to  con- 

sider occupations  for  inclusion  in 
its  "essential"  list,  the  Inter- 
Agency  Committee  of  the  War 
Manpower  Commission  has  covered 
"a  great  many"  jobs,  it  was  said, 
but  indications  were  given  that  the 
complete  list  would  not  be  issued 
for  at  least  another  two  weeks. 
The  committee  is  made  up  of  rep- 

resentatives of  most  Government 
agencies. 

Broadcasting  and  communica- 
tions, it  was  said,  were  considered 

only  parenthetically  at  the  meet- 
ings, the  major  portion  of  the  time 

being  devoted  to  what  are  consid- 
ered the  most  vital  occupations 

such  as  agriculture  and  food  proc- 
essing. This  was  in  line,  it  was 

added,  with  the  policy  of  WMC 
to  give  first  attention  to  industries 
in  which  production  must  be 
stepped  up  for  the  war  effort  and 
"vital"  occupations  in  which  there 
are  acute  shortages. 

Following  this,  the  BWC  on 
Aug.  13  approved  a  questionnaire 
to  be  sent  to  stations  and  com- 

munications companies  which  asks 
for  detailed  information  on  critical 
occupations  in  these  fields.  Results 
from  the  questionnaires  will  be  in- 

corporated in  later  reports  to  the 
WMC,  it  was  said. 

Separate  Lists 
Meanwhile  the  WMC  last  week 

returned  to  the  Board  of  War  Com- 
munications the  list  of  broadcast- 

ing and  communications  occupa- 
tions the  BWC  had  sent  to  WMC 

for  consideration  on  July  20 
[Broadcasting,  July  27].  It  was 
said  the  list  had  been  returned  so 

the  BWC's  industry  committees 
could  submit  any  further  informa- 

tion on  the  occupations. 
On  the  matter  of  listing  occu- 

pations, a  WMC  spokesman  said 
there  would  be  separate  lists  is- 

sued as  the  work  of  the  inter-agen- 
cy committee  progresses,  each  list 

including  employes  under  a  broad 
category.  In  such  an  event  it  was 
expected  broadcasting  employes 
would  be  included  under  the  gen- 

eral classification  of  "communica- 
tions". 

In  a  discussion  on  how  the  draft 
status  of  broadcasting  employes — 
those  included  in  the  list — would 
be  handled  by  Selective  Service 
local  boards,  a  WMC  representa- 

tive said  that  under  the  broad  dis- 

cretionary power  given  these 
boards  it  was  difficult  to  anticipate 
what  moves  would  be  made. 

He  went  on  to  point  out  that  in 
some  "essential  activities"  there 
was  duplication  of  effort — drawing 
an  analogy  from  four  milk  wagons 
covering  a  route  that  could  be 
served  by  one — and  said  that  in 
the  case  of  radio  some  boards 
might  go  so  far  as  to  attempt  to 
determine  which  station,  in  locali- 

ties where  there  are  more  than  one, 
is  most  essential  for  the  war  ef- 
fort. 

Amount  of  Aid 

Following  this,  it  was  hinted, 
the  boards  might  draft  employes  of 
one  station  while  deferring  those 
of  another.  The  board's  determina- 

tion, it  was  said,  might  rest  on  the 
question  of  which  station  is  giving 
the  most  time  to  the  war  effort. 

It  was  added  that  WMC  will  in 
no  case  attempt  to  discriminate  be- 

tween companies  engaged  in  the 
same  activitiy  as  to  which  is  con- 

tributing most  to  the  war  effort. 
However,  this  might  be  done  by 
local  draft  boards  as  the  needs  for 
military  manpower  become  increas- 

ingly acute,  it  was  said. 

Brig.  Gen.  Colton  Elevated 
ELEVATED  to  the  rank  of  major 
general  last  week  by  President 
Roosevelt  was  Brig.  Gen.  Roger  B. 
Colton,  Signal  Supply  Service  head 
in  the  Office  of  Maj.  Gen.  Dawson 
Olmstead,  Chief  Signal  Officer. 
Gen.  Colton  is  in  charge  of  direct- 

ing the  6  billion  dollar  communica- 
tions equipment  procurement  pro- 
gram for  the  Signal  Corps.  Con- 

firmation of  the  nomination  is  ex- 
pected from  the  Senate  Military 

Affairs  Committee  this  week. 

Noon  Prayer 

WWJ,  Detroit,  has  cleared 
a  one-minute  spot  at  noon 
every  day  but  Sunday  for  an 
indefinite  period  to  present 
a  prayer  by  representatives 
of  the  Protestant,  Catholic 
and  Jewish  faiths.  The  De- 

troit Council  of  Churches  is 
supplying  speakers  for  Mon- 

days, Wednesdays,  and  Fri- 
days; the  Most  Rev.  Edward 

Mooney,  archbishop  of  De- 
troit, supervises  Tuesday  and 

Thursday  periods,  and  alter- 
nates on  Saturdays  with 

Rabbi  Leon  Fram  who  is  in 
charge  of  the  Jewish  ob- servance. 

Sherman  to  Air  Force 

COMMISSIONED  a  first  lieuten- 
ant in  the  Army  Air  Force,  John 

M.  Sherman,  since  1936  technical 
director  of  WTCN,  Minneapolis, 
has  been  ordered 
to  training  at  Mi- 

ami Beach,  re- 
porting soon  after 

Aug.  18.  He  was 
sworn  in  last 
week  in  the  office 
of  Swanee  Hag- 
man,  general 
manager  of 
WTCN,  and 
granted  an  indefi- 

nite leave  of  ab- 
sence. Formerly  a  district  FCC  in- 

spector with  headquarters  in  St. 
Paul,  Mr.  Sherman  has  also  been 
technical  supervisor  of  the  North 
Central  Broadcasting  System  since 
its  inception  in  1939  as  regional 
network. 

Lt.  Sherman 

CAPT.  LOVETTE 

Capt.  Lovette  to  Direct 
Public  Relations  of  Navy 
NAMED  to  succeed  Adm.  A.  J. 
Hepburn,  new  chairman  of  the 
Navy's  General  Board,  Capt.  Le- 
land  P.  Lovette  on  Aug.  11  be- 

came director  of  the  Navy's  Of- fice of  Public  Relations.  He  has 
been  assistant  director  since  early 
this  year,  and  is  remembered  by 
broadcasters  for  his  address  on  ra- 

dio censorship  before  the  NAB  con- 
vention in  Cleveland  May  11.  This 

is  his  second  hitch  in  the  Public 
Relations  Office,  having  served  as 
office  in  charge  of  press  relations 
in  early  1937. 

In  December,  1937,  he  became 
chief  of  the  public  relations  branch 
and  was  detached  for  sea  duty  in 
May,  1940.  A  well-known  writer 
on  naval  subjects,  he  was  com- 

mander of  a  destroyer  division  of 
the  U.  S.  Fleet  in  the  Pacific  at 
the  time  of  the  Pearl  Harbor  at- 

tack. Chief  of  the  Radio  Section  of 
the  public  relations  office  is  J.  Har- 

rison Hartley,  former  NBC  special events  man. 

Citation  to  Olmstead 
THE  Poor  Richard  Citation  of 
Merit,  annual  award  of  the  Poor 
Richard  Club,  Philadelphia  adver- 

tising organization,  is  scheduled  to 
be  awarded  to  Maj.  Gen.  Dawson 
Olmstead,  Chief  Signal  Officer  of 
the  Army  at  a  luncheon  in  Phila- 

delphia Aug.  18.  Gen.  Olmstead 
will  be  the  fifth  recipient  of  the 
award.  Presentation  will  be  broad- 

cast over  a  national  NBC  hookup. 
Col.  David  Sarnoff,  RCA  president, 
and  now  with  the  Signal  Corps, 
will  speak.  Other  addresses  will  be 
made  by  Clarence  L.  Jordan,  presi- 

dent of  N.  W.  Ayer  &  Son,  and  Col. 
A.  A.  Farmer,  commandant  of  the 
Philadelphia  Signal  Corps  Depot 
and  Procurement  District, 

OWI  LONDON  POST 

IS  GIVEN  CARROLL 
WALLACE  CARROLL,  veteran 
foreign  correspondent  of  the  United 
Press  and  former  chief  of  its  Lon- 

don bureau,  has  been  appointed  di- rector of  the  London  office  of  the 
Office  of  War  Information,  taking 
charge  of  all  informational  activ- 

ities of  OWI  in  England  and  the 
relaying  of  U.  S.  information 
through  British  facilities,  includ- 

ing radio,  to  the  European  Conti- nent. 
Mr.  Carroll  proceeds  to  London 

within  the  next  month  and  will  re- 
place James  P.  Warburg,  deputy 

administrative  director  for  over- 
seas operations,  who  went  there 

last  month  with  Archibald  Mac- 
Leish  to  establish  the  office.  Work- 

ing with  him  will  be  James  B. 
Reston,  former  New  York  Times staffman  in  London,  engaged  by 
OWI  this  month  along  with  Richard 
Hottelot,  former  UP  foreign  cor- 

respondent, to  work  in  that  office [Broadcasting,  Aug.  10]. 
Mr.  Carroll,  35,  is  a  native  of 

Milwaukee  and  a  graduate  of  Mar- 
quette U.  After  working  for  UP  in 

Chicago,  London  and  Paris,  he  was 
appointed  head  of  its  Geneva  bu- reau in  1934.  In  1938,  following  a 
tour  of  the  Spanish  battlefronts, 
he  wrote  a  series  of  articles  on  that^ 
conflict,  then  was  transferred  to 
London.  His  articles  on  the  war 
in  Russia  won  an  award  of  the  Na- 

tional Headliners  Club.  He  has  just 
completed  a  book  on  the  Russian 
fighting — which  he  covered  after 
traveling  through  the  Arctic  with 
the  first  convoy  of  American- 
British  material — titled  We're  in This  With  Russia,  to  be  published 
in  September. 

Smith  and  Bryson  Join 

OWI  Sta£e  Under  Cowles 
ADDITION  of  Lt.  Com.  Paul  C. 
Smith,  press  officer  of  the  Navy 
Dept.  in  Washington,  and  Lyman 
Bryson,  chairman  of  the  CBS  adult 
education  board,  to  the  staff  of  the 
Office  of  War  Information  were  an- 

nounced last  week  by  Gardner 
Cowles  Jr.,  assistant  director  for 
domestic  operation.  Lt.  Com. 
Smith,  former  editor  and  general 
manager  of  the  San  Francisco 
Chronicle,  has  been  assigned  to 
duty  with  OWI  as  an  assistant  to Mr.  Cowles. 

Mr.  Bryson  will  serve  as  a  part- 
time  assistant  without  compensa- 

tion, assisting  in  a  better  flow  of 
war  information  to  the  public 
schools  through  radio  and  other 
channels.  He  will  also  aid  in  the 
organization  of  an  adult  education 
branch  to  stimulate  discussions  of 
the  war  and  aims  of  the  United 
Nations  among  organized  groups 
throughout  the  country. 

CAMP  PAPERS  published  in  major 
U.  S.  service  camps  here  and  abroad 
are  to  receive  special  NBC  news,  fea- tures and  mats.  First  issue  of  this 
material,  dated  Aug.  13,  includes  a 
story  by  H.  V.  Kaltenborn,  NBC  com- 

mentator, and  Bob  Hawk's  reactions 
to  soldier  quizes  of  his  How'm  I  Doin? 

Gordon  to  OWI 

MATTHEW  GORDON,  news  edi- 
tor of  CBS,  will  join  the  Office  of 

War  Information  in  Washington 
shortly.  He  will  be  assigned  to  a 
special  project  involving  the  study 
of  enemy  news  methods.  Gordon 
joined  CBS  in  January,  1939  and 
successively  became  news  writer, 
day  news  editor  and  news  editor  of 
the  network.  Previously,  he  was 
news  editor  of  Press-Radio  Bureau, 
associate  editor  of  Pathfinder,  and 
a  reporter  on  several  New  York 
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Production  line  on  PennsYlvania  Avenue 

r 

^  Where — except  in  Washington,  D.  C— would  you  find 

an  "industry"  whose  7,000  workers  are  all  bookkeepers? 

Here  in  the  nation's  Capital... in  a  metropolitan  community  crowded 

with  smoke- stack- less  "factories". . .  is  the  United  States  Government's 

General  Accounting  Office  with  its  7,229  employees. 

The  General  Accounting  Office  is  "Bookkeeper"  for  scores  of  Uncle 

Sam's  peace-time  and  war-time  operations.  The  June  payroll  was  in  excess 

of  one  and  one-quarter  millions  of  dollars,  putting  this  "Washington 

"industry"  in  a  class  with  those  that  turn  out  planes  and  cannon. 

These  seven  thousand  men  and  women  and  their  $1,250,000  monthly 

income  are  only  a  small  fraction  of  the  substantial,  steady  Washington 

Market.  Here,  per  capita  income  and  per  capita  expenditure  at  retail  are 

the  greatest  of  all  metropolitan  markets. 

Significantly,  Columbia's WJS Vis  this  market's  standout  advertising 

medium . . .  carrying  far  more  quarter-hours  of  non-network  business  than 

any  other  station.  In  Washington  buy  WJSV's  50,000  watt  sales-voice. 

WJSV 
WASHINGTON'S  50,000  WATT  STATION 

Owned  and  operated  by  the  Columbia  Broadcasting  System.  Represented  by 

Radio  Sales:  New  York,  Chicago,  Los  Angeles,  St.  Louis,  San  Francisco,  Charlotte 



How  Much  to  Spend  on  War  Ad  Budgets 

Wide  Variance  Is  Shown 

In  Amounts  Spent 

By  Advertisers 

By  CORRIE  CLOYES* Business  Specialist 
U.  S.  Dept.  of  Commerce 

BECAUSE  "business  as  usual"  is 
out  for  the  duration,  questions  of 
all  types  confront  company  heads. 
The  trend,  unfortunately,  is  to 
doubt  the  necessity  of  many  regu- 

lar procedures.  Advertising  is  one 
of  them. 

But  once  a  company  agrees  that 
it  should  advertise  in  wartime,  the 

"how  much  shall  we  spend"  ques- 
tion comes  up.  What  better  place 

to  look  first  for  a  cue  than  in  its 
own  past  records  and  those  of 
other  concerns?  Later  problems  of 
today  can  be  judged  in  the  light  of 
tomorrow's  needs. 

The  Federal  Trade  Commission's 
Industrial  Report  gives  the  answer 
to  what  was  spent  in  1939.  Here 
we  find  average  advertising  ex- 

penditures of  various  industries  in 
relation  to  net  sales  volume  for 
that  pre-war  year.  That  these  var- 

ied widely  is  seen  in  the  list  on 
this  page. 

Average  Expenditures 

Notice  that  advertising  expen- 
ditures in  this  list  differed  in  each 

case.  And  remember,  each  is  an 
average  percentage.  Various  com- 

panies in  the  same  classification 
differed  as  the  size  of  their  com- 

panies and  their  methods  of  doing 
business  differed.  For  instance,  the 
Bureau  of  Advertising,  American 
Newspaper  Publishers  Assn.,  re- 

ported in  1940  that  one  well-known 
low-priced  automobile  was  adver- 
tis<^d  on  the  basis  of  1%  of  the 
cost  of  the  car.  And  less  than  1/50 
of  a  cent  a  glass  was  spent  to  ad- 

vertise a  nationally  popular  soft 
drink. 

Still  another  view  of  the  "how 
much  to  spend"  question  is  given 
below.  This  table  gives  the  per- 

centage of  gross  sales  spent  for  ad- 
vertising and  is  arranged  by  size 

of  company.  It  appears  in  Na- 
tional Survey  of  Industrial  Adver- 
tising Budgets  for  1941,  published 

by  the  National  Industrial  Adver- 
tising Association,  Inc. 

1940  % 

Annual  sales  volume     Companies  for  Adv. 

Less  than  $200,000 12 4.34 
$200,000  to  $500,000 19 2.51 
$500,000  to  $1,000,000 23 2.57 
$1,000,000  to  $2,000,000 53 2.26 
$2,000,000  to  $5,000,000 54 1.87 
$5,000,000  to  $10,000,000 37 2.12 
$10,000,000  to  $50,000,000 45 1.12 
Over  $50,000,000 6 1.24 

Here  we  find  the smallest 

com- panies  spending  largest  percen- 
tages for  advertising.  But  again 

we  deal  in  averages. 
As  an  example,  just  consider  an 

industry  doing  a  total  sales  volume 
of  a  half  billion  dollars.  One  com- 

pany captures  40%  of  this  total; 
one  takes  30%;  another  takes 
10%  of  those  sales.  What  of  the 
remaining  20%?  This  sizable  sum 
—$100,000,000— is  split  up  among 
25  smaller  concerns. 

They  all  spend  money  on  adver- 
tising. It  stands  to  reason  that  the 

individual  percentages  differ.  The 
largest  company,  with  its  40%  of 
the  entire  industry's  business  can 
spend  a  cool  million  on  advertis- 

ing and  still  show  the  smallest  per- 
centage in  relation  to  sales.  By 

the  same  reasoning,  one  of  the 
smallest  companies  may  set  aside 
only  $50,000.  Yet,  its  lower  sales 
volume  will  push  up  its  adver- 

tising percentage. 

No  Single  Yardstick 

Moreover,  the  number  of  pos- 
sible prospects  may  be  so  few  that 

there  is  no  justification  for  the 
largest  company  to  spend  even  a 
million  dollars.  If  not,  then  the 
largest  company  reduces  still  more 
its  small  percentage  of  sales  cost 
that  goes  into  advertising. 

Meanwhile,  the  smaller  company 
may  have  to  continue  its  high  per- 

centage advertising  cost  in  order 
to  get  adequate  coverage.  All  of 
this  illustrates  the  fact  that  there 
is  no  single  standard  of  advertis- 

ing cost  within  an  industry,  just 
as  there  is  no  single  yardstick 
among  industries. 

How  much  each  company  should 
spend  to  advertise  its  product  is  a 
matter  of  individual  decision. 

Averages  show  trends  but  can't 
answer  all  the  questions.  Much 
may  depend  on  the  age  of  the  in- 

dustry. Take  aircraft  companies. 
In  1939,  they  averaged  only  0.25% 

of  sales  spent  for  advertising.  But 
to  keep  their  huge  new  factories 
busy  in  peace,  they  need  to  spend 
much  more  to  develop  their  post- 

war market. 

The  big  question  is — What  do 
you  want  advertising  to  do  for 
you?  History  shows  that  compan- 

ies with  vision  and  courage  have 
taken  the  long  view.  Set  aside 
what  seemed  at  first  like  pretty 
stiff  budgets.  And  they  captured 
the  markets  they  sought. 

But  far  more  important  than 
how  much  to  spend  at  this  critical 
time  is  why  you  should  spend  ad- 

vertising dollars. 
We're  at  war.  We've  got  to  win 

this  war.  We've  got  to  win  it  or there  will  be  no  business  as  we 
know  it.  There  will  be  no  need  to 
advertise. 

Advertisers'  Part 
Advertisers  can  help  win  the 

war.  Help  by  spurring  the  people 
on  the  home  front  to  help.  Help 
by  informing  them  of  what  they 
can  do,  what  they  must  not  do, 
how  to  prolong  the  life  of  articles, 
how  to  save.  Help  by  continually 
reminding  the  public  of  what  we 
are  fighting  for,  why  we  must 
win. 

And  at  the  very  same  time,  ad- 
vertisers can  continue  to  build 

good  will;  keep  their  brand  names 
before  the  public.  Whether  they 
have  any  products  to  sell  or  not, 
they  can  be  stimulating  a  demand 
for  them  right  now.  And  a  stim- 

ulated demand  will  be  the  current 
that  will  set  the  productive  wheels 
whirring  on  consumer  goods  when 
the  need  for  war  goods  is  over. 

Yes,  business  must  have  custo- 

mers. Not  just  a  few  of  the  big 
fellows  but  all  the  medium-sized 
and  small-sized  companies  that  go 
to  make  up  our  free  enterprise  sys- 

tem. All  must  share  in  a  post-war 
era  of  consumer  demand  such  as 
this  country  has  never  seen.  An  era 
that,  if  properly  nurtured,  will 
spell  prosperous  business  for  the 
good  of  all  the  people. 
And  if  all  types  of  business 

prosper,  the  people  will  prosper. 
There  will  be  jobs  for  all  who  want 
to  work.  There  will  be  a  flow  of 
consumer  dollars  that  will  be  spent 
for  the  countless  things  people 
have  done  without.  There  will  be 
customers  for  the  new  products 
that  are  bound  to  appear  on  the 
market  when  American  skill  and 

ingenuity  are  let  loose  on  peace- 
time production. 

Think  of  Tomorrow 

It  is  none  too  soon  to  begin 

thinking  of  these  customers  of  to- 
morrow. Customers  made  up  of  your 

employes  and  the  employes  of  other 
companies.  It  is  none  too  soon  to 
set  them  thinking  of  your  com- 

pany, your  brand  name. The  reasonable  way — in  fact,  the 
only  logical  way — to  do  this  is  to advertise.  Advertise  as  much  and 
as  often  as  you  judge  is  necessary 
to  do  your  share  in  winning  the 
war  and  in  winning  the  place  you 
deserve  in  peacetime.  Advertise  all 
through  the  war  and  on  into  the 

peace. 
Prouty  Enters  Navy 

NORMAN  R.  Pi-outy,  for  two  years with  the  New  York  Oflace  of  Edward 
Petry  &  Co.,  and  previously  asso- 

ciated with  .Joseph  Hershey  McGill- vra,  has  received  his  appointment  as 
a  lieutenant  (J.G.)  in  the  Naval 
Aviation  Volunteer  Service  and  re- 

ports for  duty  at  the  camp  at  Quonset 
Point.  R.  I.,  Auk.  17. 

AVERAGE  ADVERTISING  EXPENDITURES  BY  INDUSTRY  GROUPS,  1939 

"From  Domestic  Commerce,  published  by 
XJ.  3.  Dept.  of  Commerce. 

Product  Companies    Average  % 
Group  Reporting        for  1939 

FOODS 
Beet  sugar  refining  _      5  0.09 
Biscuit,  cracker  mfg.      4  3.45 
Bread,    bakery  prod- 

ucts mfg.                      7  3.03 
Cane  sugar  refining..      7  0.21 
Cereal  preparations 

mfg.                                8  10.25 
Confectionery  mfg           11  6.28 
Corn  products  mfg           5  2.54 
Food  specialty  mfg           4  8.97 
Fruit,  vegetable  can- 

ning                             10  5.41 
Milk    products  and 

milk                               8  0.75 
BEVERAGES  AND  TOBACCO 

Beverage  (non-alco- holic)   mfg.                    6  9.81 
Malt  beverage  brewing    21  6.06 
Cigarette,  tobacco 

products  mfg.               6  4.96 
SOAP  PRODUCTS  AND  TOILETRIES 

Soap,  cottonseed  prod- ucts    and  cooking 
fats  mfg.                      10  12.31 

Perfume,  cosmetic 
mfg.                                 8  20.65 

CLOTHING  AND  TEXTILES 
Cotton  textile  mfg           33  0.44 
Knit  goods  mfg               17  1.92 
Leather     boot,  shoe 

mfg.                              16  1.83 
Men's,     youths'  and 

boys'  clothing  mfg.    10  4.94 Rayon,  allied  products 
mfg.                                 7  0.97 

Woolen,  worsted  mfg.    22  0.25 
HOUSEHOLD  EQUIPMENT 

Domestic  laundry 
equipment  mfg.             8  3.08 

Glass    and  glassware 
mfg.                               6  1.27 

Product  Companies    Average  % 
Group  Reporting       for  1939 

HOUSEHOLD  (Continued) 
Heating  and  cooking 
apparatus    8  2.17 

Radio  and  phono- 
graph mfg.   7  3.30 

Refrigeration  equip- 
ment and  air  condi- 

tioning unit  mfg   5  3.36 Silverware  and  plated 
wear  mfg.   8  5.28 Wool  carpet  and  rug 
mfg.    7  1.69 

HARDWARE  AND  BUILDING  SUPPLIES 
Gypsum  and  asbestos 

products    and  roof 
coating  mfg.    10  2.12 

Hardware  mfg.   14  1.08 Paint    and  varnish 
mfg.    9  2.99 

Saw,    file    and  hand 
tool  mfg.   6  1.67 
AUTOMOTIVE    AND  PETROLEUM 

Automobile  and  ac- 
cessories mfg.    17  0.98 

Motor  vehicle  mfg.._  8  2.33 Petroleum  producing 
and    refining    mfg.  8  1.41 METALS 

Chemicals    (  i  n  d  u  s  - 
trial)    mfg.    13  0.75 Coke    oven  products 
mfg.    4  0.89 

Copper  producing  and 
mfg    6  0.19 

Engine,  turbine,  water 
wheel  and  windmill 
mfg.    7  1.18 

Gray  iron  and  malle- able   iron  castings 
mfg.    4  0.47 

Product  Companies    Average  % 
Group  Reporting       for  1939 

METALS  (Continued) 
Lead  and  zinc  pro- 

ducing and  mfg.   6  0.67 
Machine  tool  mfg   6  0.8'7 Machine  tool  accessory 

and  machinists' precision  tool  mfg.  6  0.73 Pump,  pumping 
equipment  and  air 
compressor  mfg.   4  1.01 

Railroad  equipment—  9  0,17 
Steel  castings  mfg.   6  0.13 
Steel  work  and  rolling 

mill  products  mfg.  10  0.10 
Tin  can  and  tinware 
mfg.    4  0.56 

MACHINERY 
Agriculture  machinery 

and  tractor  mfg   7  1.50 Electrical  machinery 
and  apparatus  mfg.  19  1.96 

Machinery    ( not  else- where  classified) 
mfg.    11  0.87 

MISCELLANEOUS 
Aircraft  mfg.    7  0.25 
Book    and  magazine 
publishing    9  2.96 Business  machines 
and  typewriters 
mfg.    8  2.54 

Clay  products  manu- facturing other 
than   pottery    6  0.27 Fertilizer  mfg.   6  0.66 

Firearms  and  ammu- 
nition mfg.   4  2.41 

Match  mfg.    7  0.13 
Paper  and  pulp  mfg.  13  0.94 
Rubber  products  mfg.  5  3.12 
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Radio  Information 

As  War  Service 

Is  Highly  Praised 
U.  S.  Official  Cites  Industry 
Contributions  at  Length 
RADIO  IS  GIVEN  first  mention 
in  a  discussion  on  contributions  of 
America's  communications  facilities 
and  advertisers  in  the  war  effort 
by  John  H.  Morse,  chief  of  the 
Division  of  Commercial  and  Eco- 

nomic Information  in  the  Bureau 
of  Foreign  &  Domestic  Commerce, 
Department  of  Commerce,  appear- 

ing in  the  current  Domestic  Com- 
merce, monthly  publication  of  the 

department. 
Mr.  Morse,  prior  to  his  appoint- 

ment Jan.  27  to  the  Commerce  De- 
partment, was  senior  vice-president 

of  the  Buchen  Co.,  Chicago  indus- 
trial advertising  agency,  and  held 

associate  professorships  at  Hills- 
dale College,  Michigan,  and  the  U 

of  Nevada. 

Information  Conversion 

Opening  his  article,  "America's 
Information  Industry  Goes  Into 
High  Gear  For  Winning  The  War" 
Mr.  Morse  declares  that  "Ameri- 

ca's great  information  industry 
has  converted  much  of  its  facili- 

ties" to  war  work  but  that  "unlike 
other  essential  industries  it  has 
done  this  without  direct  cost  to 
Government." 

This  is  a  "contribution  by  man- 
ufacturing industries,  the  subcon- 

tractors (advertising  agencies)  to 
whom  they  delegate  certain  essen- 

tial functions,  with  the  coopera- 
tion of  communication  sources 

which  they  largely  sustain  (news- 
papers, magazines,  and  radio  sta- 

tions)", he  added. 
History  of  the  "unregimented 

press  and  radio  of  the  nation"  is 
then  discussed  by  Mr.  Morse  who 
said  "this  has  been  accomplished 
by  the  willingness  of  commerce  to 
pay  most  of  the  cost  of  maintain- 

ing these  means  of  communication 
without  having  a  dominant  voice 
in  determining  what  shall  be  said 
in  the  space  of  time  not  specifi- 

cally allotted  to  its  messages." 
"Let  us  consider  radio  first,"  he 

said.  "Like  all  other  industries  in 
the  nation,  pioneers  contributed 
much  capital,  time  and  effort  to 
initiate  and  develop  the  radio  in- 

dustry. One  of  the  great  advan- 
tages of  the  American  system  is 

this  opportunity  to  gamble  on  the 
possibilities  of  profit  from  devel- 

oping new  ideas,  products,  and 
processes. 

Radio's  Import 

"As  radio  developed,  it  was  fi- 
nanced by  advertisers  who  found 

it  could  be  used  as  an  economical 
road  to  many  markets,  or  in  a 
minor  degree  by  individuals  or 
organizations  who  discovered  that 
it  was  an  effective  means  of  pro- 

moting their  ideas  or  programs." 
The  theory  that  sustaining  pro- 

grams are  "free  time"  on  the  air 
is  emphatically  denied  by  Mr. 
Morse.  "Actually,"  he  says,  "the 
existence  of  radio  stations  depends 

UNITED  BUSINESS  AUGUST  FORECAST 
This  map,  reproduced  by  courtesy  of  United  Business  Service,  Boston, 

shows  business  conditions  in  all  parts  of  the  U.  S.  and  Canada 
as  indicated  in  its  surveys. 

ABOVE 
AVCRACC 
AVERAGE 

m 
BEUOW AVERAGE 

on  'sponsored'  programs,  either  na- 
tional or  local.  If  this  is  not  so, 

then  someone  is  subsidizing  the 
station.  'Sustaining'  programs  are 
used  to  maintain  or  increase  the 
listening  audience  of  a  station,  as 
well  as  to  fill  up  its  allotted  time 

on  the  air." "The  cost  of  such  sustaining 
programs,"  he  adds,  "must  be taken  from  the  amounts  paid  by 
the  sponsors  of  paid  programs, 
or  the  station  must  expand  its 

capital  funds."  He  concludes  that 
"few  stations  can  afford  to  expend 

their  capital." Mr.  Morse  then  points  out  that 
radio  time  given  to  the  war  effort, 
for  civic  enterprises  and  charitable 
work  falls  back  on  sponsors  who 
in  the  end  bear  the  burden  of  this 

time.  "So  when  anyone  mentions 
the  'free  time'  given  away  by  a 
radio  station  to  any  cause,  organi- 

zation, or  individual,"  he  says,  "it 
is  only  fair  to  recognize  that  it  is 
only  available  because  commercial 
sponsors  pay  considerably  more 
than  the  cost  of  the  time  they 

use." 

Radio's  Salvage  Efforts 

"The  excess,"  he  said,  "enables 
radio  stations  to  'give'  away  time. 
It  is  time  that,  on  rare  occasions, 
when  the  stations  cancel  paid  pro- 

grams to  permit  an  'Annie  Oakley' 
on  the  air,  they  are  out  of  pocket." 

Although  m.ost  "free"  war  pro- 
grams simply  substitute  for  a  sta- 

tion's sustaining  programs,  as  Mr. 
Morse  assumes,  "many  of  the  cur- 

rent 'free'  Government  programs 
cost  the  stations  or  networks  much 

more  than  simple  'sustainees' 
would.  These  costs,"  he  says,  "are 
part  of  radio's  donation  to  Gov- 

ernment." Mr.  Morse  then  gives  recogni- 
tion to  the  war  work  of  newspapers 

and  magazines.  He  gives  back- 
ground on  the  establishment  of  the 

Advertising  Council,  with  Wash- 
ington and  New  York  offices,  which 

includes  radio  advertisers  in  addi- 
tion to  those  of  printed  media, 

which  he  says  was  set  up  follow- 
ing recognition  of  "the  need  for  an 

orderly  professional  approach  to 
the  need  of  government  to  tell  mil- 

lions of  people  quickly,  forcefully 

Common  Cause 
GENERAL  ELECTRICS 
station  WGY,  an  NBC  outlet 
at  Schenectady,  advised  its 
listeners  to  tune  to  the  CBS 
program.  The  Production 
Crisis,  featuring  OWI  Direc- tor Elmer  Davis  introducing 
war  leaders,  Sunday,  Aug.  9 
[Broadcasting,  Aug.  10]. 
WGY  carried  special  an- 

nouncements Friday,  Satur- 
day and  Sunday  describing 

the  program  as  "of  national importance  concerning  war 

production  efforts"  and  stat- ing that  the  program  would 
be  carried  locally  by  WOKO, Albany. 

and  repeatedly,  what  they  must  do 

to  win  the  war." The  recent  salvage  campaign, 
undertaken  by  the  Government,  is 
pointed  out  by  Mr.  Morse  as  the 
first  example  of  work  undertaken 
by  the  Council  which  utilized  ad- 

vertisements in  most  newspapers 
and  magazines  as  well  as  programs 
and  spot  announcements  carried  on 
more  than  213  stations  as  well  as 
networks. 

"Before  the  war  is  won,"  Mr. 
Morse  says  in  conclusion,  dona- 

tions from  these  sources  to  "keep 
the  people  informed  of  matters 
which  the  Government  believes  the 
people  should  know  are  likely  to 
reach  fantastic  totals.  Dollars  do- 

nated will  achieve  maximum  re- 
sults because  they  are  handled  by 

professional  talent  according  to 

proved  formulas." 
OWI  Radio  Script 

INCLUDING  a  skeleton  radio 
script  on  production,  timed  for  ten 
minutes,  the  Office  of  War  Infor- 

mation has  published  a  speakers' handbook  on  war  production  titled 
War  Facts.  The  script  is  included 
for  adaptation  in  local  broadcasts 
of  round-table  discussions  which 
the  OWI  said  will  help  speakers  ex- 

plain the  scope,  nature  and  effect 
of  the  war  production  program. 
Copies  are  available  from  the 
Bureau  of  Public  Inquiries,  0WI, 
1400  Pennsylvania  Ave.,  N.W., 
Washington. 

Coca  Cola  Series 

To  Start  on  Blue 

Six-Weekly  Band  Programs  to 
Feature  Request  Music 

COCA  COLA  Co.,  Atlanta  (bev- 
erage), which  last  fall  and  win- 

ter sponsored  on  Mutual  the  26- 
week  series  Spotlight  Bands,  will 
resume  the  program  on  the  BLUE 
after  Sept.  15. 

Heard  last  year  on  a  quarter- 
hour  six-weekly  basis,  the  show 
this  year  will  consist  of  popular 
music  by  leading  dance  bands  and 
orchestras  25  minutes  Monday 
through  Saturday  at  9:30  p.m., 
with  the  orchestra  voted  the  most 
popular  of  the  week  featured  on Saturday. 

Request  Music 
Over  134  stations  will  be  used, 

and  the  series  will  specialize  in 
musical  requests  from  members  of 
the  armed  forces  and  war  workers, 
as  well  as  civilians. 
Further  details  and  actual 

starting  date  are  now  being 

worked  out,  according  to  D'Arcy Adv.  Co.,  New  York,  agency  on 
the  account.  Coca  Cola  also  spon- 

sors the  CBS  Sunday  afternoon 

program  The  Pause  That  Re- freshes on  the  Air,  as  well  as  the 
Singing'  Sam  and  Minute  Set  to Music  transcription  campaigns  on 
a  large  list  of  stations. 

Spire  in  New  Post 
WILLIAM  SPIRE,  former  radio 
director  of  McCann-Erickson,  re- 

cently assistant  to  Bernard  Scho- 
enfeld  in  the  former  radio  divi- 

sion of  the  Of- 
fice for  Emergen- 
cy Management, 

has  been  appoint- ed coordinator  of 
campaigns  of  the Radio  Bureau  of 
the  Office  of  War 

Information.  Re- 

porting to  Doug- las Meservey,  as- sistant radio 

chief  under  Wil- liam B.  Lewis, 

Mr.  Spire  will  assume  a  newly-cre- 
ated post.  He  will  act  as  liaison  be- tween the  Radio  Bureau  and  the 

newly-established  Bureau  of  Cam- 
paigns under  Ken  Dyke  [Broad- 

casting, Aug.  10]  as  well  as  have 
supervisory  duties  over  the  Ra- 

dio Bureau's  own  productions. 

Mr.  Spire 

Spots  for  Rinso LEVER  BROS.  Co.,  Cambridge, 
at  varying  times  this  month  has 
started  a  transcription  campaign 
for  Rinso  in  all  major  markets, 
using  the  theme  "Bob,  Bob  White, 
Rinso  White",  with  a  whistling 
bird-call.  Spots  will  run  about  six 
weeks  and  average  as  many  as 
ten  times  weekly  on  some  stations. 
Agency  is  Ruthrauff  &  Ryan,  New York. 

CHAMBERLAIN  SALES  Corp.,  and 
L.  H.  Chamberlain,  company  presi- 

dent, Des  Moines,  selling  a  hand  lo- 
tion, Chamberlain's  Lotion,  have  stip- 

ulated with  the  Federal  Trade  Com- 
mission to  cease  certain  representa- tions in  sale  of  the  product. 
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WHN  GETS  RESULTS  FOR  UNCLE  SAM,  TOO 

^100,000  in  War  Savings  Bonds  sold  in  two-hour  broadcast 

VVe'  VE  boasted  a  great  deal  about 

WHN's  ability  to  get  results  —  to 

sell  things  like  cigarettes,  razor 

blades,  soap  and  breakfast  cereal. 

On  Wednesday,  August  5th,  we 

accepted  Uncle  Sam's  challenge  to 

put  WHN's  selling  power  to  work 

in  the  direct  sale  of  War  Savings 

Bonds. 

For  exactly  two  hours  and  five 

minutes  on  that  date,  during  our 

exclusive  broadcast  ot  the  Dodgers- 

Giants  twilight  baseball  game,  Red 

Barber  told  listeners  to  telephone 

in  their  pledges  to  buy  War  Bonds 

and  to  send  their  checks  to  WHN. 

No  previous  or  outside  publicity  was 

given  to  the  sale. 

By  the  end  of  the  broadcast, 

pledges  totaling  $58,000  had  man- 

aged their  way  through  a  jammed 

switchboard. 

Persevering  listeners  continued  to 

call  all  night  and  the  next  day  to 

swell  the  total  sales  to  over  $100,000 

in  War  Bonds. 

It's  all  yours,  Uncle  Sam,  to  help 

buy  the  things  we  need  for  Victory. 

We're  humbly  proud  to  include  you 

among  our  clients  for  whom  we 

get  results. 

WHN 

NEW  YORK 

America's  Most  Powerful  Independent  Station 
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Canadian  Stations 

May  Be  Rationed 
Broadcasting   Activities  Face 
Curbs  to  Conserve  Equipment 
THAT  PLANS  to  limit  broadcast- 

ing activities  of  Canadian  stations 
are  now  under  consideration  was 
revealed  at  Ottawa  by  Donald 
Manson,  executive  assistant  to 
Maj.  Gladstone  Murray,  Canadian 
Broadcasting  Corp.  general  man- 

ager. Conferences  are  at  present 
being  held  by  the  CBC  and  the  Ca- 

nadian Assn.  of  Broadcasters  rep- 
resenting the  private  stations. 

"Rationing"  of  radio  broadcast- 
ing time  is  a  distinct  possibility 

■within  the  next  few  months,  Mr. 
Manson  indicated  in  an  interview. 
Rationing  would  prolong  the  life 
of  existing  transmitter  equipment 
which  is  hard  to  replace  because 
of  war  priorities. 

Heavy  Demand 

"The  CBC  has  been  operating 
an  equipment  pool  for  some  time 
and  private  stations  have  consid- 

ered adopting  a  similar  measure," said  Mr.  Manson. 

"The  demand  for  equipment  is 
terrific.  At  present  we  are  using 
more  tubes  than  we  are  going  to  be 
able  to  replace  under  existing  con- 

ditions. It  is  practically  impossible 
to  replace  them  because  all  avail- 

able equipment  is  being  used  by 
the  armed  forces." 

He  said  the  only  solution  seemed 
to  be  ad'option  of  shorter  broad- 

casting schedules  by  all  Canadian 
stations. 

Audience  ListeninQ  Returns  to  Normal 

Canadian  Disc  Series 

Relates     Heroic  Tales 

CANADIAN  ARMY  is  releasing 
shortly  a  series  of  13  quarter-hour 
recorded  programs  dramatizing 
the  stories  of  certain  Canadian 
regiments  and  such  decorations  as 
the  V.C.  and  D.S.O.  The  series 
entitled  Badge  of  Honor  may  be 
used  as  sustaining  or  sponsored 
program,  after  the  Canadian  Ar- 

my and  the  Canadian  Assn.  of 
Broadcasters  have  approved  the 
commercial  and  the  sponsor.  In  an- 

nouncing the  series,  the  Army  Pub- 
lic Relations  Office  suggested  that 

"a  good  many  stations  would  pre- 
fer to  use  war  effort  announce- 

ments in  the  time  left  for  the  com- 
mercial. Such  things  as  recruiting, 

local  cigarette  funds  for  overseas 
etc.,  could  be  tied  in  nicely  with 
the  series." 

The  Badge  of  Honor  discs  will 
not  have  a  note  of  music,  save  for 
the  themes,  sung  by  a  male  chorus 
without  accompaniment.  This  gets 
over  the  difficulty  with  musical 
transcriptions,  the  circular  points 
out.  As  there  will  not  be  sufficient 
discs  to  enable  all  stations  to  have 
a  set,  they  will  be  moved  from  sta- 

tion to  station,  and  only  cost  to 
stations  will  be  that  of  shipping 
between  stations,  with  the  army 
looking  after  the  shipping  adminis- 
tration. 

EDDIE  AXDERSON,  who  portrays 
"Rochester"  on  the  weekly  NBC  Jack Benny  f<hoir.  sponsored  by  General 
Foods  Corp..  has  been  signed  for  the 
lead  in  an  all-Xegro  musical  film  to  be 
released  through  MGM. 

In  Second  Quarter^  CAB  Figures  Show 
E.  Hooper  Inc.  that  listening  in 
areas  where  gasoline  is  rationed 
has  been  greater  than  in  non-ra- 

tioned   areas,    the    CAB  states: 

RADIO  listening  returned  to  nor- 
mal in  the  second  quarter  of  1942 

in  contrast  to  the  peak  audiences 
of  the  first  three  months  of  this 
year,  the  Cooperative  Analysis  of 
Broadcasting  reported  last  week  in 
a  review  of  the  April-June  period. 
Average  program  ratings  and  total 
volume  of  listening  were  just  about 
the  same  for  the  quarter  this  year 
as  last,  according  to  CAB  figures. 

Up  in  May,  June 

Average  CAB  ratings  of  night- 
time network  programs  broadcast 

both  years  dropped  from  13.6  in 
April  1941  to  13.0  in  April  1942, 
rose  in  May  from  11.9  last  year 
to  12.6  this  year,  and  was  also  up 
slightly  in  June  from  10.2  a  year 
ago  to  10.5  this  year.  Similarly, 
daytime  serials  had  average  rat- 

ings for  April  of  6.0  in  1941  and 
5.9  in  1942,  for  May  of  5.6  both 
years,  and  for  June  of  5.6  in  1941 
and  5.2  in  1942.  Number  of  eve- 

ning network  programs  increased 
about  6%  during  the  year  and 
there  were  11%  more  daytime 
shows  this  spring  than  last. 

Interest  in  newscasts  during  the 
second  quarter  was  greater  than 
in  the  corresponding  period  of  last 
year,  but  by  a  much  smaller  mar- 

gin than  the  increase  shown  during 
the  first  three  months.  A  tabula- 

tion of  Wednesday  evening  listen- 
ing to  news  broadcasts  shows: 

In  contrast  to  the  reports  of  C. 

"Expectations  that  gasoline  ra- 
tioning would  stimulate  radio  lis- 

tening was  not  fulfilled,  at  least 
during  the  first  six  weeks  of  ration- 

ing in  eastern  cities.  Compari- 
son of  listening  before  and  after 

rationing  in  rationed  and  unra- 
tioned  cities  reveals  little,  if  any, 
difference  in  the  seasonal  down- 

ward trend  in  listening." 
A  comparison  of  the  amount  of 

radio  listening,  based  on  an  aver- 
age of  the  percentage  of  sets  in 

use  during  all  quarter-hours  from 
7  a.m.  to  midnight,  local  time,  ac- 

tually shows  less  listening  in  ra- 
tioned than  in  unrationed  areas, 

according  to  the  CAB  figures: 

Prior  to Rationing 
Week  of 

May  6-12 
Unrationed  Cities   17.8 
Rationed  Cities   16.G 

Rochester,  Pittsburgh,  Buffa- 
lo, Cleveland,  Detroit,  Cincinnati, 

Chicago,  St.  Louis,  Des  Moines, 
Kansas  City,  Minneapolis,  St. 
Paul,  Omaha,  Louisville,  Memphis, 
New  Orleans,  Dallas,  Houston,  Ok- 

lahoma City,  S.  Francisco,  Los  An- 
geles, Portland,  Seattle,  Spokane. 

Winchell  Tops  Survey 

TOPPING  the  July  30  ratings  of 
the  "First  15"  National  Programs 
by  C.  E.  Hooper  Inc.,  New  York, 
is  Walter  Winchell,  with  19.8.  Mr. 
District  Attorney  ranks  second 
with  13.7,  followed  by  Frank  Mor- 

gan with  13.5  and  Kay  Kyser  hold- 
ing fourth  place  with  a  12.9  rating. 

The  remaining  programs  in  order 
of  rating  are:  Information  Please; 
Your  Hit  Parade;  Star  Spangled 
Vaudeville;  Music  Hall;  Major 
Bowes;  Take  It  or  Leave  It;  One 
Man's  Family;  Gabriel  Heatter; 
Adventures  of  the  Thin  Man;  Sat- 

urday Nite  Serenade;  Serenade (Monday). 

After  rationing 

Week  of  Week  of  Week  of 
May  19-26  June  3-9       June  17-28 18.2  17.3  15.7 
17.2  15.6  15.0 

IV2  Months  After  Rationing 
Prior  to  Rationing  {Weeks  of  May  19-26; 
(Week  of  May  6-12)  June  3-9;  June  17-23) Unrationed  Cities   17.8  17.1 

Rationed  Cities   16.6  15.9 

Rationed  cities  studied  by  the 
CAB  were:  Boston,  Providence, 
Hartford,  New  York,  Philadelphia, 
Baltimore,  Washington,  Atlanta, 
Syracuse.  Unrationed  cities  were: 

Set-Owners  Hearing  One  or  More  Newscasts 5-7  p.m. 7-9  p.m. 9-12  p.m. 

Jan.-March 

April-June 

1941 1942 1941 1942 1941 
1942 26.8 

32.2 
11.2 

16.2 18.4 
21.6 

22.8 
25.1 

9.6 
12.2 16.9 

17.1 

ANOTHER  RIDE  SWAPPER  re- 
ceives a  windshield  emblem  from 

Irwin  Johnson,  conductor  of  the 
Early  Worm  morning  program  of 
WBNS,  Columbus,  0.,  who  has 
fostered  a  large  ride-sharing  club 
amongst  his  listeners  and  the  many 
war  workers  in  the  area.  Receiving 
a  sticker  for  her  car  is  Ruby  Bates 
of  the  Curtiss-Wright  Corp. 

WALTER  O'KEEFE,  m.c.  of  NBC's ktar  spangled  Vaudeville,  sponsored 
by  Standard  Brands,  New  York,  and 
Battle  of  the  Sexes,  sponsored  by 
Cummer  Products  Co.,  Bedford,  will 
be  guest  of  honor  Aug.  30  at  a  din- ner arranged  by  the  Notre  Dame  Culb 
of  New  York.  O'Keefe  is  a  graduate of  Notre  Dame,  1921. 

DOMINION  STARTS 

TWO  NET  SERIES 

TWO  MORE  paid  network  shows 
have  been  started  by  the  Canadian 
Government.  The  first  is  French 
language  show,  Le  Courier  de  Jour 
for  the  Wartime  Prices  &  Trade 
Board  and  goes  to  eight  Quebec 
stations  as  quarter-hour  morning 
show  Mondays  to  Fridays.  The 
program  started  Aug.  3. 
The  second  Government  cam- 

paign is  for  the  Dept.  of  Finance 
for  war  bonds  and  war  savings 
certificates.  Titled  They  Tell  Me, 
it  will  consist  of  stories  about 
women  who  are  doing  major  war- 

time jobs,  about  women's  wartime 
problems,  fashions,  foods,  decora- 

tion. It  will  be  an  informal  ques- 
tion-and-answer  program  featur- 

ing Claire  Wallace  and  Tod  Rus- 
sell, Toronto  commentators.  The 

program  starts  as  a  midday  net- 
work show  Mondays  through  Fri- 
days, on  69  Canadian  stations  on 

Aug.  17,  having  had  a  tryout  as 
an  early  evening  show  a  week 
earlier  on  CFRB,  Toronto.  It  will 
be  recorded  for  delayed  broadcast- 

ing by  a  number  of  stations,  es- 
pecially in  cities  with  more  than 

one  station,  where  the  program  will 
be  on  the  air  at  different  times  dur- 

ing the  day. 

Mr.  Schafifer 
his    new  post 

Baker  Is  Named  by  NBC 

To  San  Francisco  Sales 
APPOINTMENT  of  Ray  Baker, 
former  account  executive  of  KFRC, 
San  Francisco,  as  network  sales 
representative  for  NBC  in  that  city 
was  announced 
last  week  coinci- dent with  the 
naming  of  Henry 

Schaffer,  previ- 
ously commercial manager  of 

KVOA,  Tucson, 
Ariz.,  as  sales 

promotion  man- ager of  KPO, 
NBC's  San  Fran- 

cisco station. 
Schaffer  assumes 
Aug.  17. 

In  another  change  at  KPO,  Don 
Staley,  formerly  of  KFRC  and 
KLX,  Oakland,  Cal.,  has  been  ap- 

pointed local  sales  representative. 

Studebaker  Renewal 
STUDEBAKER  Corp.,  South 
Bend,  Ind.,  has  renewed  Eric 
Sevareid  and  the  News  as  an  in- 

stitutional show  on  WABC,  New 
York,  following  completion  of  a 
26-week  run.  Commercials  empha- 

size that  Studebaker  is  building 

war  equipment  instead  of  automo- biles these  days,  but  that  1942 
models  are  available  to  those  whose 
work  is  considered  vital  to  the 
war  effort.  Listeners  are  referred 
to  their  local  dealers  for  informa- tion as  to  their  eligibility.  Agency 
is  Roche,  Williams  &  Cunnyngham, Chicago. 

PEPSODENT  Co..  Chicago  (tooth- 
paste), through  Lord  &  Thomas, 

Hollywood,  has  signed  Barbara  Jo 
Allen,  film  and  radio  comedienne  to 
portray  her  Vera  Vague  characteriza- tion on  the  weekly  NBC  Boh  Hope 
Show,  resuming  Sept.  22,  Tuesdays, 10-10:30  p.m.  (EWT). 
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THERE'S  lOT  MOTHER  LIKE  IT! 

The  San  Francisco-Oakland  Bridge  was  once  described  as  "nothing  but  a  lot  of 
little  bridges  strung  together,"  yet  those  "little  bridges"  make  it  the  longest  struc- ture of  its  kind  in  the  world. 

The  unexcelled  ability  of  WTIC  to  bring  results  in  the  Southern  New  England 
market  is  due  also  to  a  number  of  factors.  For  example,  within  this  area  the  per 

family  effective  buying  income  tops  the  ratio  for  all  the  rest  of  the  United  States.* 
Add  to  that  the  power,  authority  and  efficient  service  of  WTIC  and  you  have  the 

finest  sales  medium  in  the  country's  most  lucrative  market. 

During  the  past  seventeen  years,  the  friendly,  persuasive  voice  of  WTIC  has  car- 
ried conviction  into  thousands  of  homes.  This  same  voice  can  gain  acceptance  for 

your  product  in  a  manner  to  make  you  say 

THERE'S  NOT  ANOTHER  LIKE  IT! 

*Sales  Management,  April  10,  1942. 

DIRECT  ROUTE  TO  AMERICA'S  NO.  1  MARKET 

7fie  Trave/ers  ?>roo6Qo%\\n^  Service  Corporation 

Member  of  NBC  Red  Network  and  Yankee  Network 

Representatives:  V^EED  &  COMPANY,  New  York,  Chicago,  Detroit,  Sen  Fronclsco 
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BMI  Reaches  AU-Time  High 

Of  804  StatioBT^et  Licenses 

Haverlin  Cites  Growth  of  Music  Copyright  Group  as 

Evidence  of  Radio's  Ability  to  Unite 

FM  License  Rule 

To  Aitl  ill  29  Cases 

FCC  Records  Show  Building 
Advanced  in  Many  Cases 

STATUS  of  the  commercial  FM 
field  as  revealed  by  a  study  of  the 
FCC's  records  show  that  of  the  52 
outstanding  new  station  construc- 

tion permits  not  yet  covered  by  li- 
cense, 29  companies  have  advanced 

construction  to  a  stage  where  they 
can  capitalize  on  the  FCC's  re- 

laxation of  licensing  requirements 
[Broadcasting,  Aug.  10].  At  that 
time  it  was  announced  that  all  per- 

mittees who  had  built  to  a  stage 
where  they  could  render  a  reason- 

ably good  local  service  or  who  were 
operating  under  special  service  au- 

thorizations would  be  licensed  as 
such  for  the  duration. 

Special  service  authorizations 
are  held  by  22  and  seven  others 
are  under  program  tests,  all  of 
whom  will  probably  be  in  a  po- 

sition to  ask  for  the  duration  li- 
censes. The  position  of  the  other 

23  construction  permits  is  un- 
known although  some  may  have 

progressed  far  enough  into  con- 
struction. 

Breakdown  of  FM 

Those  operating  under  special 
service  authorizations  are: 
K45LA,  Los  Angeles  ;  WefiH,  Hart- 

ford ;  W59C.  Chit-ago;  W67C,  Chi- 
cago; W75C.  Chicaso;  W49FW,  Fort 

Wayne;  W43B,  Boston;  WG7B,  Bos- 
ton; W49D.  Detroit;  K49KC.  Kan- 

.sas  City ;  W47XY.  New  Yorli  ; 
W63NY.  Xew  Yoric  ;  WtHNY,  New 
York;  W71NY.  New  York;  W47A, 
Schenectady;  W41MM,  Winston- 
Salem  ;  W4.'5CM.  Cohimbus,  O. ; 
W49PH.  Philadeli)hia  ;  W.-37PH  Phil- 
a  d  e  1  p  h  i  a  ;  W69PH,  Philadelphia  ; 
AV73PH,  Philadelphia;  W75P,  Pitts- 
burgh. 

The  stations  on  program  tests 
are: 

AV53H.  Hartford;  W4.oBR.  Baton 
Rouge;  W4.~>D,  Detroit;  AY39B,  Mt. Wa.shington,  N.  H.  ;  W8.5A,  Schenec- 

tady ;  Wr;3PH,  Philadelphia;  AY.")5M, ^lilwaukee. 
Construction  permits  only  are 

held  by: 
K31LA,  Los  Angeles;  K37LA,  Los 

Angeles;  K61LA,  Los  Angeles.  AV47C, 
Chicago;  W79C.  Chicago;  W83C, 
Chicago;  W71RF,  Rockford,  III.; 
W71SB.  South  Bend.  Ind.  ;  W71L 
Indianai)o]is  ;  W77XL,  L  a  n  s  i  n  g, 
Mich.;  K.'.IL,  St.  Louis;  K.")9L.  St. 
Louis;  W91N.I.  .Ter.sev  (,'itv  ;  W9.5NJ, 
Jersey  City;  W31NY,  Alpine.  N.  J.; 
W39NY.  New  York;  W5.5NY.  New 
York  ;  W.")9NY.  New  York  ;  W7rjNY, New  York  ;  W49BN.  Binghamton.  N. 
T. ;  WC^PH,  Philadelphia;  K.51AM, 
Amarillo,  Tex.;  K47SL,  Salt  Lake 
City. 

Five  other  FM  stations  are  now 
operating  with  full  commercial  li- 

censes. They  are  W51C,  Chicago; 
W45V,  Evansville,  Ind.;  W51R, 
Rochester,  N.  Y.;  W47P,  Pitts- 

burgh;  W47NV,  Nashville. 

THESAT'RUS  subscribers  have  re- 
ceived two  extra  programs  of  the 

transcribed  series  Freedom'n  Fii/hiint/ 
Men  produced  by  the  NBC3  Radio- 
Recording  Division,  making  a  total 
of  five  of  the  series'  shows  to  be  re- 

leased as  special  dividends  for  broad- 
cast as  a  public  service  feature. 

A  TOTAL  of  804  radio  licenses 
have  now  been  issued  by  BMI, 
Carl  Haverlin,  vice-president  in 
charge  of  station  relations,  an- 

nounced last  week.  This  all-time 
figure  for  the  industry-owned  mu- 

sic licensing  organization  includes 
16  networks — all  the  national  and 
Class  A  regional  networks — and 
788  stations.  Of  the  latter,  771  have 
taken  out  blanket  licenses  from 
BMI,  Mr.  Haverlin  said,  with  only 
17  stations  getting  BMI  music  on 
the  per  program  basis. 

96%  Dollar  Volume 

BMI's  licensees  account  for  96% 
of  the  dollar  volume  of  the  broad- 

casting industry,  Mr.  Haverlin  ex- 
plained, including  94%  of  all  net- 

work affiliates,  75%  of  all  non- 
network  stations  and  90%  of  all 
stations  in  the  country.  He  added 
that  428  publishers  now  have  agree- 

ments with  BMI  giving  this 
organization  exclusive  licensing 
rights  to  their  music. 

Contrasting  the  current  status 
of  BMI  with  its  position  in  August 
1940,  when  it  reported  336  licen- 

sees to  the  NAB  convention  in  San 

NEBRASKA'S  NEXT  Senator  may 
be  Fo-ster  May,  versatile  news  and 

special  events  announcer  of  W^OW, Omaha,  who  last  week  won  the 
Democratic  nomination  for  the  seat 
now  held  by  Senator  George  W. 
Norris,  who  did  not  run.  Early  in 
the  primaries,  the  veteran  Rep. 
Harry  B.  Coffee,  conceded  Mr. 
May's  nomination.  May  will  run 
against  Kenneth  S.  Wherry,  Repub- 

lican nominee  and  state  chairman. 
Nebraska  already  has  one  radio 
announcer  in  Congress — Rep.  Karl 
Stefan,  Republican,  commentator 
on  WJAG,  Norfolk.  From  Idaho  it 
was  reported  last  Tuesday  that 
Glen  Taylor,  Pocatello  guitar- 
strumming  radio  entertainer,  led  a 
field  of  five  for  the  Democratic 
Senatorial  nomination. 

Francisco,  and  in  August  1941, 
when  678  stations  had  BMI  licenses, 

Mr.  Haverlin  cited  BMI's  present 
position  as  proof  of  a  united  indus- 

try's ability  to  overcome  any  prob- 
lems it  may  face.  The  $1,300,000 

which  radio  will  pay  to  BMI  this 
year,  plus  the  $2,600,000  that 
ASCAP  would  receive  if  every  sta- 

tion were  to  have  a  blanket  AS- 
CAP license,  total  more  than  a 

million  dollars  less  than  the  pay- 
ments of  the  broadcasters  to  AS- 

CAP alone  in  1940,  he  said. 
BMI  Value 

This  saving  is  greatly  increased 
when  the  growth  of  broadcasting's income  during  the  last  two  years 
is  taken  into  consideration  he  con- 

tinued. If  the  cost  of  music  for 
radio  today,  he  said,  is  compared 
with  the  approximate  yearly  total 
of  $9,000,000  demanded  by  AS- 

CAP before  the  formation  of  BMI, 
the  value  of  BMI  to  the  broadcast- 

ers is  enhanced  tremendously. 
"Nor  is  the  victory  entirely  or 

even  primarily  financial,"  Mr.  Hav- 
erlin pointed  out.  "From  the  re- sults of  its  united  front  on  the 

copyright  question,  the  broadcast- 
ing industry  has  gained  a  knowl- 

edge of  its  own  power  and  an  ap- 
preciation of  its  ability  to  forget 

its  intra-industry  disputes  and  to 
combine  against  a  common  foe 
with  telling  effect.  The  outcome  of 
the  ASCAP  affair  forms  an  im- 

pressive precedent  to  hearten  the 
industry  in  its  present  problems 
with  the  musicians'  union,  which 
are  of  no  greater  magnitude  than 
the  copyright  problems  were  two 

years  ago." A  40-page  booklet,  "We  Are 
BMI,"  is  now  being  mailed  to  sta- 

tions, advertising  agencies  and 
some  national  advertisers.  Book 
lists  the  BMI  stations,  networks 
and  affiliated  publishers. 

S.  C.  Schuler  Joins  GE 

As    Patrick's  Assistant 
STANLEY  C.  SCHULER,  former 
associate  editor  of  House  Beauti- 

ful Magazine,  and  previously  with the  McGraw-Hill  Co.,  in  San Francisco,  has  joined  General 
Electric  Co.  as  assistant  to  K.  G. 
Patrick,  manager  of  the  New  York 
public  relations  section  of  the 
company.  Mr.  Schuler  succeeds Lt.  William  H.  Dinsmore,  now  in active  service  in  the  Navy. 

Also  associated  with  the  GE 
public  relations  division  in  New 
York  is  Edward  L.  Robinson,  re- 

cently appointed  New  York  pub- licity representative  of  the  GE 
radio,  television  and  electronics 
department,  to  be  responsible  for 
that  department's  contacts  with newspapers  and  magazines.  Mr. Robinson  was  previously  in  the 
publicity  dept.  of  GE  in  Sche- nectady. 

MRS.  RINES  SEEKS 

TO  ACQUIRE  WLBZ 
ACQUISITION  of  WLBZ,  Bangor, 
Me.,  by  Adeline  B.  Rines,  operator 
of  several  New  England  stations,  is 
sought  in  an  application  to  the  FCC 
seeking  involuntary  transfer  of 
control  from  Thomas  L.  Guernsey  i 
to  Eastland  Broadcasting  Co.,  a: 
corporation  98%  owned  by  Mrs. 
Rines.  Mrs.  Rines  owns  WRDO, 

Augusta,  Me.,  and  WFEA,  Man-^ Chester,  N.  H.,  and  as  executrix  of 
the  estate  of  the  late  Henry  P. 
Rines  controls  the  Congress  Sauarel 
Hotel  Co.,  licensee  of  WCSH,  Port- 

land, Me.  ! 
A  note  of  $175,000  is  outstanding! 

against  Mr.  Guernsey  and  original-: 
ly  the  courts  had  ordered  the  sta- 

tion to  be  sold  at  auction  to  satisfy 
the  debt,  according  to  FCC  records. 
However,  Mr.  Guernsey  asked  the 
courts  to  allow  Eastland  to  take 
over  WLBZ  for  $150,000  in  lieu  of 
the  auction.  The  deal,  of  course,  is 
subject  to  FCC  approval  as  well  as 
the  courts.  , 

Congress  Square  Hotel  Co.  had 
tried  to  acquire  WLBZ  several! 
years  ago  but  the  FCC  later  dis- 

missed the  application  citing  fail- 
ure of  Mr.  Guernsey  to  prosecute 

the  application.  The  dismissal  was 
appealed  to  the  U.  S.  Court  of  Ap- 

peals for  the  District  of  Columbia 
by  Congress  Square  which  charged 
the  FCC  with  illegal,  arbitrary,  ca- 

pricious and  discriminatory  action 
and  asked  for  a  court  order  to  re- 

verse the  decision  and  allow  a  fur- 
ther hearing  [Broadcasting,  July, 

15,  1940].  The  decision,  however,' was  upheld.  , 
WLBZ  is  on  620  kc.  with  l,000j 

watts  day  and  500  night.  A  con-l 
struction  permit  for  5,000  watts: 
fulltime  is  held  and,  according  tO; 
the  Eastland  Broadcasting  Co.,  it 
is  understood  that  all  construction 
is  completed  except  for  some  an- 

tenna insulation  and  installation  of: 

a  phase  monitor.  ' 

Cooper  Acquires  KTTS; 
KWBW  Licensee  Shifts 
PERMISSION  for  J.  H.  G.  Cooper, 
50%  owner  of  KTTS,  Springfield, 
Mo.,  to  acquire  control  of  the  sta- 

tion through  the  purchase  of  an 
additional  20  shares  of  common 
stock  or  4%  was  granted  Aug.  11 
by  the  FCC.  Selling  is  O.  E.  Jen- 

nings, an  electrical  engineer,  who 
receives  $1,000  or  par  value  of  the stock. 

KTTS  was  granted  as  a  new  sta- 
tion less  than  a  year  ago  and  went  i 

into  operation  this  spring  with  250 
watts  on  1400  kc.  General  manager 
is    G.    Pearson    Ward,    a    radio  i 
pioneer  since  1922  and  holder  of  an  i 
18%  interest  in  the  station.  i 

The  FCC  also  granted  consent  to  j 
the   assignment   of  license  of' 
KWBW,  Hutchinson,  Kan.,  from 
the  Nation's  Center  Broadcasting 

Co.  to  a  partnership  of  William  ' 
Wyse  and  Stanley  Marsh.  Actio-  i merely  revises  a  corporation  50 ,  I 
owned  by  Mr.  Marsh  and  49.9%  | 
owned  by  Mr.  Wyse  with  a  Weslf 
E.    Brown   holding    a  qualifying 
share,  into  a  partnership.  Wyse  and 
Marsh   purchased  the  station  in June,  1941.  | 

LEE  BARKER,  head  of  the  New 
York  office  of  Houghton  Mifflin  Co., 
book  publishers,  has  been  named  chair- 

man of  the  radio  division  of  the  Coun- cil on  Books  in  Wartime. 
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Philadelphia  •  WCAU  Building,  1622  Chestnut  Street 
New  York  City  •  CBS  BIdg.,  485  Madison  Avenue 
Chicago,  III.  •  Virgil  Reiter,  400  North  Michigan 
Avenue  Boston,  Mass.  •  Bertha  Bannan,  538  Little 
BIdg.    Pacific  Coast   •    Paul  H.  Raymer  Company. 

•  Daily,  WCAU  speaks  to  hundreds 

and  hundreds  of  thousands  of  women 

.  .  .  women  who  are  able-to-buy .  .  . 

women  who  areeager-to-buy.  And  upon 

these  women  WCAU  exerts  a  tremen- 

dous influence.  Advertising  on  WCAU 

produces  sales  which  are  directly  check- 

able on  the  cash  register.  This  means 

that  WCAU  is  a  SELLING  MEDIUM! 

If  you  are  seeking  increased  sales  in 

the  boom  Philadelphia  market,  we  sug- 

gest you  broadcast  your  advertising 

messages  over  powerful  WCAU. 

ujcnu 

50,000  WATTS  IN  ALL  DIRECTIONS 

WCAU's  ever-popular  "For  Women  Only"  program  covers  every  phase  oj 
feminine  interest  from  fashions  to  foods  .  .  .  from  beauty  to  budget.  If  you 

want  to  use  "rifle  shot"  advertising,  "For  Women  Only"  offers  an  oppor- 
tunity to  reach  the  largest  woman  s  audience  in  the  Philadelphia  tnarket. 
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INS  Makes  a  New  Ri 

On  Friday  INS  threw  a  bombshell  into  its  wires: 

"Six  Saboteurs  To  Die  In  Chair,  Two  Get  Prison." 
A  new  record  in  Journalism  is  made. 
INTERNATIONAL  NEWS  SERVICE  scored 

a  beat  of  29  hours  1 1  minutes  on  President 

Roosevelt's  sentence  of  the  eight  German  saboteurs. 
For  days  the  country  had  been  waiting.  For 

days  every  radio  station,  every  news  service,  every 

newspaper,  had  been  poised  for  that  headline 

"Saboteurs  Sentenced  to  

Every  reporter,  every  bureau  manager  was 

watching.  Every  man  and  every  woman  in  every 
home  was  anxious  to  know  the  final  outcome  of 

this  momentous  case. 

All  morning  additional  news  came  over  the  INS 

wires.  All  morning  INS  alone  gave  the  full  story. 

Radio  Stations  using  INS  service  were  jubilant. 

A  history-making  scoop  —  the  biggest  of  the  war. 
INS  stations  went  the  limit.  They  used  the  story 

on  every  newscast.  They  cashed  in  on  it  all  day. 

They  beat  all  opposition. 

When  other  services  hedged  and  compromised, 

INS  poured  every  exciting  detail  of  the  stunning 

story  on  its  wires.  Star  reporters  Bill  Hutchinson, 

Jack  Vincent  and  George  Durno  had  the  story 

First  and  Right.  The  censor  had  cleared  the  story. 

Stations  using  INS  had  the  biggest  scoop  in  years. 

INS  stations  had  the  story  alone.  They  knew 

INS  enterprise,  INS  accuracy,  INS  quality,  INS 

speed. More  than  29  hours  later  came  the  official  an- 

nouncement, confirming  every  fact  of  the  INS  story. 
More  than  29  hours  later  non-INS  stations 

broadcast  one  of  the  most  important  stories  in 
American  history. 

Then  came  the  applause.  Telegrams  came  pour- 

ing in  from  every  part  of  the  country. 

"This  makes  me  feel  young  again"  wired  one 
famous  editor  who  remembered  the  days  when 

scoops  were  the  life  blood  of  a  true  reporter. 

This  great  beat  is  only  one  of  a  long  record  of  INS 
exclusives  and  firsts. 

Most  editors  still  remember  the  INS  scoop  on  the  arrest 
of  Richard  Hauptmann,  kidnaper  of  the  Lindbergh  baby. 
Thcjy  remember  the  spectacular  beat  on  the  assassination 

of  Austrian  Chancellor  Dollfuss;  on  the  famous  "Gold 

Clause"  decision  by  the  U.  S.  Supreme  Court;  on  the  abdi- 
cation of  King  Edward  for  "The  Woman  I  Love";  on 

Douglas  Corrigan's  "wrong  way"  flight  to  Ireland;  on  the 
death  of  Pope  Pius  XI  and  the  election  of  Pope  Pius  XII. 

Since  the  beginning  of  the  war  INS  has  a  most  remark- 
able record  for  beats  and  exclusives.  Wherever  there  is 

big  news  the  INS  star  reporter  is  on  the  scene. 
Bill  Chaplin  narrowly  escaped  death  in  the  thick  of  the 

Bombay  riots  a  few  days  ago.  George  Lait  sent  the  first  eye- 
witness repottt  of  U.S.  tank  crews  in  the  battle  of  Egypt. 

John  Henry  was  the  only  newspaperman  with  the  first 
American  contingent  convoyed  to  Britain.  William  Wade 

was  first  to  report  the  bombing  of  Iceland.  Richard  Tregaskis 
sent  the  first  complete  story  of  the  Midway  Battle. 

Bill  Hutchinson,  Jack  Vincent  and  George  Durno  of  the 

INS  Washington  staflF  were  responsible  for  Friday's  scoop. 
The  stars  of  INS  are  Inez  Robb,  Lee  Carson,  Betty 

Graham  and  Kingsbury  Smith,  Bob  Considine,  Louella 
Parsons,  Ed  Cochrane,  Lawton  Carver,  Damon  Runyon, 

Jack  Mahon,  Bill  Neal,  James  L.  Kilgallen,  Bugs  Baer 

and  Walter  Kiernan  —  and  there  are  hundreds  more,  cov 

ering  every  important  spot  on  earth  and  every  field. 
INS  reporters  are  by-line  reporters,  picked  for  their  rep- 

utation as  the  best,  for  their  reliability,  their  speed,  their 
enterprise,  their  accuracy. 

To  every  INS  staff  member  —  from  the  editor-in-chief 

to  the  youngest  copy  boy  —  a  brilliant  scoop  is  a  matter  or 
personal  pride  and  of  a  record  to  maintain  and  to  break. 

And  to  every  radio  station  INS  means  the  very  best  and 

most  complete  news  service  obtainable. 

I To  be  sure  that  you  will  have  the  next  big  scoop  when  it  breaks  Tl 

and  to  get  the  fastest,  most  reliable  news  report,  get  INS  now!  JJ 

INTERNATIONAL  Nfi 



ord  in  Newscasting 

fhey  Got  It  First  and  They  Got  it  Right:  Jack  Vmcenc  (left)  and  Bill  Hutchinson 
f  INS  talking  to  a  guard  at  the  District  of  Columbia  jail,  where  the  Nazi  saboteurs  were  executed. 

WS  SERVICE 

"Congratulations    on    your    Nazi  spy 
beat."        —WILLIAM  DOWDELL 

Stations   WLW—WSAI,  Cincinnati 

"Jack    Vincent's    saboteur    story  has 
proved   that   reportorial  enterprise  is 
not  dead."         —DON  GODDARD 

Station  WEAF,  New  York 

"Congratulations   on  a   great  job  of 

reporting."     —LEO  FITZPATRICK Station  WJR,  Detroit 

"It  was  a  great  feat,  a  remarkable  job 

that  stood  up  all  the  way." —TODD  HUNTER 
Station  WBBM,  Chicago 

"Your  scoop  of  29  hours  and  11  min- 
utes climaxed  a  long  series  of  INS 

beats."  — R.  B.  WALLACE 
Station  KOIL,  Omaha 

"You  scored  clean-cut  beats  over  all 
opposition  and  we  received  numerous 
phone  calls  complimenting  us  on  again 

being  first  with  the  latest." —P.  K.  EWING 

Station  WDSU,  New  Orleans 

"What  a  honey  of  a  scoop.  INS  is  a 

great  service."  —BILL  DAY Station  KOA,  Denver 

"Local  papers  went  out  of  their  way 
to  minimize  INS  story  but  we  held 
on  and  reaped  the  reward  when  official 

flash  came  more  than  a  day  later." 
—JACK  SHELLEY 

Station  WHO,  Des  Moines 

"WSAM  wishes  to  join  in  congratu- 
lating International  News  Service  on 

a  real  scoop." —MILTON  L.  GREENEBAUM 
Station  WSAM,  Saginaw,  Mich. 

"We  scooped  the  town  on  saboteur 
story."  —BOB  ALBURTY 

Station  WHBQ,  Memphis,  Tenn. 

"Never  before  in  radio  history,  feo  far 
as  we  khow,  has  a  story  of  such  con- 

sequence been  held  exclusive  for  so 
long  by  one  press  service.  We  are 

proud  of  our  INS  service." — W.  M.  O'NEIL 
Station  WJW,  Akrony  Ohio 



Rockefeller  Forms  Field  Staff 

ij)For  Pan-American  Programs 
Don  Francisco  Cites  Handicaps  in  Present  Setup; 

Reports  Success  Thus  Far  in  Activities 

TO  "DECENTRALIZE"  its  radio 
operations  and  to  provide  a  more 
localized  program  service  for  Latin 
American  audiences,  the  Office  of 
the  Coordinator  of  Inter-Ameri- 

can Affairs  (Rockefeller  Commit- 
tee) has  begun  organization  of  a 

field  force  to  visit  broadcasters  in 
key  cities  throughout  the  southern 
half  of  our  hemisphere,  Don  Fran- 

cisco, director,  of  the  OCIAA's radio  division,  stated  at  a  press 
conference  last  week. 

Within  four  months  eight  field 
men,  selected  for  their  knowledge 
of  Spanish,  advertising,  promotion 
as  well  as  radio  programming  and 
production,  will  have  completed 
training  at  the  OCIAA  headquar- 

ters in  New  York  and  will  go  to 
Central  and  South  America,  Mr. 
Francisco  said. 

First  of  these,  Herbert  Cerwin, 
former  advertising  and  promotion 
manager  of  Del  Monte  food  prod- 

ucts, has  already  completed  six 
weeks  of  intensive  study  of  the  ra- 

dio division's  activities  in  the 
other  Americas  and  is  expected  ro 
leave  for  his  South  Amercan  post 
within  the  month. 

Six  Program  Types 

At  present,  Mr.  Francisco  ex- 
plained, the  OCIAA  has  six  ways 

of  getting  to  Latin  America  listen- 
ers its  programs,  designed  to  build 

and  foster  pro-United  States  and 
pro-United  Nations  sentiment. 
These  are:  shortwave  broadcasts, 
rebroadcasts  of  shortwave  pro- 

grams by  local  stations,  local  re- 
broadcasts  of  programs  sent  point- 
to-point,  transcriptions,  programs 
sponsored  by  United  States  adver- 

tisers who  cooperate  with  the 
OCIAA  concerning  questions  of 
program  content  and  presentation, 
and  local  programs. 

In  all  but  the  last  class,  pro- 
grams are  prepared  and  put  on  in 

the  United  States,  he  said.  This 
means  that  the  programs  must 
avoid  the  various  local  differ- 

ences of  language  and  custom,  us- 
ing a  "neutral"  Spanish  that  will 

be  generally  understood  in  all 
Latin  American  countries  and  be 
acceptable  to  peoples  of  such  wide- 

ly varying  cultures  as  those  of 
Cuba  and  Argentine,  for  example. 

Local  Programs  Preferred 

Despite  the  handicaps  of  such 
restrictions,  the  OCIAA  programs 
are  meeting  with  considerable  suc- 

cess, Mr.  Francisco  stated,  but  he 
expressed  the  feeling  that  pro- 

grams produced  locally,  with  ac- 
tors speaking  the  local  dialect,  can 

greatly  augment  the  work  of  his 
division,  and  this  will  be  the  main 
objective  of  the  field  men.  They 
will  take  with  them  a  number  of 
scripts  suitable  for  local  produc- 

tion and  will  work  with  local 
broadcasters   in   presenting  these 

OCIAA  programs.  They  will  also 
attempt  to  secure  wider  use  by 
broadcasters  of  Latin  America  of 
OCIAA  transcribed  programs. 

In  addition,  the  field  men  will 
check  on  reception  of  shortwave 
broadcasts  from  the  United  States 
and  on  reaction  of  the  local  lis- 

teners, sending  headquarters  com- 
ments and  suggestions  for  improv- 

ing the  service  to  each  locality 
visited.  They  will  also  ascertain 
operating  equipment  needs  of 
Latin  American  broadcasters. 

One  of  the  OCIAA's  major  prob- 
lems, Mr.  Francisco  said,  is  in 

getting  tubes  and  other  broadcast- 
ing apparatus  to  the  Latin  Amer- 
ican stations,  many  of  which  will 

be  forced  off  the  air  in  the  near 
future  unless  replacement  parts 
are  forthcoming.  In  addition  to 
scarcity  of  these  parts,  also  affect- 

ing broadcasters  in  this  country, 
the  plight  of  broadcasters  in  Cen- 

tral and  South  America  is  in- 
creased by  current  difficulties  in 

shipping  goods  from  the  United 
States  to  the  south. 

U.  S.  Shortwave  Lags 

Commenting  on  United  States 
shortwave  activities,  Mr.  Fran- 

cisco said  as  far  as  South  and 
Central  America  are  concerned  we 
are  far  behind  the  European  coun- 

tries. England,  for  example,  has 
100  shortwave  transmitters  com- 

pared to  14  in  this  country.  Fur- 
ther, since  in  the  United  States 

BANK'S  BOND  SERIES 
50  Minutes  Weekly  Bought  to 

 Spur  War  Savings  ' 
WAR  BOND  Sales  are  promoted  by 
radio  in  Louisville  on  a  series  War 
Bond  Brigade,  sponsored  by  the 
First  National  Bank  of  that  city 
on  WAVE,  Louisville,  five  times 
weekly  5:45-5:55  p.m.,  according  to 
Walter  Distelhorst. 

Featuring  military  music,  each 
program  begins  with  the  chorus 
We're  All  Americans  and  contains 
a  dramatic  story  from  a  war  front. 
Ralph  C.  Gifford,  president  of  the 
bank,  has  insisted  that  emphasis  be 
entirelv  cn  selling  brnds,  so  no  com- 

mercials are  used,  and  only  brief 
mention  is  made  of  the  bank  at  the 
beginning  and  end  of  the  broad- cast. 
Announcements  are  devoted  to 

explaining  classes  of  war  bonds, 
and  to  urging  listeners  to  "shoulder arms,  to  wipe  the  Axis  from  the 

face  of  the  earth." 

the  international  stations  are  pri- 
vately operated  by  individual  com- 

panies in  the  interest  of  patriot- 
ism, publicity  or  prestige,  each  sta- 
tion uses  a  beam  wide  enough  to 

cover  the  complete  South  Ameri- 
can continent  and  so  weakens  its 

signal.  Also,  the  Latin  American 
public  generally  prefers  to  listen 
to  local  stations.  For  these  rea- 

sons, he  stated,  the  OCIAA  is  plac- 
ing the  greater  part  of  its  effort 

on  programs  originated  or  re- 
broadcast  by  local  stations 
throughout  the  southern  continent. 

Although  the  names  of  the  other 
field  men,  in  addition  to  Mr.  Cer- 

win were  not  announced,  Mr.  Fran- 
cisco said  that  they  would  be 

brought  to  New  York  and  Wash- 
ington to  receive  their  training 

within  the  next  few  weeks. 

Hillpot  Follows  Weaver 
As  N.  Y.  Radio  Head  of 

Rockefeller  Committee 

WILLIAM  HILLPOT,  former  pro- 
gram manager  of  the  radio  divi- sion of  the  Office  of  Coordinator  of 

Inter-American  Affairs  (Rocke- 
feller Committee),  has  been  ap- 

pointed director  of  its  New  York 
radio    department,    according  to 

Mr.  Roberts  Mr.  Hillpot 

Don  Francisco,  director  of  the  ra- 
dio division.  He  succeeds  Sylvester 

L.   (Pat)   Weaver,  who  will  join 
the  Navy  early  this  fall  with  a 
commission.  i 

Mr.   Hillpot,  previously  BLUE  I 
program  manager,  will  assume  ex- 

ecutive  duties   immediately  inas- 
much as  Mr.  Weaver,  former  ad- 

vertising director  of  American  To-  ' bacco  Co.,  will  handle  special  radio 
assignments   on  the   West  Coast 
for  the  Rockefeller  Committee  be- 

fore going  into  service,  according 
to  the  announcement. 

Roberts  Moves  Up 

Wilfred  Roberts,  of  the  radio 
division,  former  production  man- 

ager of  NBC,  becomes  Mr.  Hill- 
pot's  assistant  in  the  realignment, 
and  special  duties  under  Mr.  Hill- 
pot  will  be  handled  by  Cyrus  H. 
Nathan,  former  assistant  to  Paul 
R.  Kruming,  head  of  Latin  Amer- 

ican activities  in  the  radio  division. 

John  Jensen  is  Mr.  Kumming's  new 
assistant;  Jack  White,  former  as- 
sistant  production  manager,  takes  j, 

over    Hillpot's    duties;    Frederick  ̂  
A.  (Ted)  Long  continues  as  assis- tant to  the  director  of  the  New  K 
York  office  in  charge  of  adminis-  L, 
trative,  legal  and  business  actiyi-  L 
ties.  L 

Belgian  Spots  P 

BELGIAN  INFORMATION  Cen-  [ 
ter,  New  York,  at  the  conclusion 

of  a  13-week  campaign  of  thrice-   . ' weekly  news  periods  on  WQXR,  j 

New  York,  starts  a  quarter-hour  of   '  | recorded  concert  music  on  that  sta- 
tion, Sept.  13-Dec.  10.  A  series  of 

spot  announcements  has  also  been 
purchased.    Sponsor    launched  a 
weekly  quarter-hour   of  informa-  ' tion  on  Belgian  colonies,  their  re- 

sources and  history  on  the  seven 
FM  stations  of  the  American  Net-  j work    April    16    [BROADCASTING  , 
April  13].  Agency  is  Gotham  Ad\ N.  Y.  , 

Beechnut  Fall  Series 

BEECHNUT  PACKING  Co.,  Can- 
ojoharie,  N.  Y.,  on  Sept.  15  will 
resume  a  spot  campaign  on  a  large 
list  of  stations  similar  to  that  use^^ 
this  spring  for  Beechies.  The  can. 
paign  will  run  about  15  weeks  ara 
spots  have  been  placed  on  a  vai  y- 
ing  basis  per  week,  according  ' Newell-Emmett  Co.,  New  Yo  .  , 
agency  in  charge. 

STATE  RADIO  CENSUS  TABLES 
Previously  Released  by  U.  S.  Census  Bureau 

With  Dates  of  Publication  in  Broadcasting 

New  Hampshire — March  16 
Vermont — March  16 
Nevada — March  16 
Wyoming — April  13 
Montana — May  11 
Idaho — May  11 
Maine — May  25 
Arizona — June  1 
Delaware— June  1 
North  Dakota — June  8 
Utah — June  8 
New  Mexico — June  15 
Nebraska — June  15 
Oklahoma — June  15  « 
Mississippi — June  22 
Colorado — June  29 
Tennessee — June  29 
Iowa — June  29 
Rhode  Island — June  29 
South  Dakota — June  29 
Oregon — July  6 
North  Carolina — July  6 

Maryla^nd — July  6 
West  Virginia — July  6 
Minnesota — July  6 
Georgia — July  6 
Kansas — July  6 
Arkansas — July  6 
Connecticut — July  6 
Massachusetts — July  13 
Missouri — Julv  13 
District  of  Columbia — July  13 
Alabama — July  13 
Kentucky — July  13 
Florida— July  13 
South  Carolina — July  20 
Indiana — July  20 
New  Jersey — -July  20 
Wisconsin — July  20 
Virginia — July  20 
Washington — July  20 
Texas— July  27 
Michigan — Aug.  3 
Ohio— Aug.  10 

Louisiana — July  6 
NOTE:  Number  of  Occupied  Dwelling  Units  as  reported  by  Census  Bureau 
in  advance  releases.  Percent  radio-equipped  calculated  by  NAB  Research  Dept. 
from  Series  H-7  Bulletin  following  the  Census  Bureau  practice.  Number  of 
radio  units,  or  radio  homes,  estimated  by  applying  percent  ownership  to  those 
units  not  answering  radio  question  and  adding  such  to  those  reporting  radio. 

For   Illinois   census   report,   see   page   36.    Reports   on  California, 
Pennsylvania  and  New  York,  concluding  the  series,  will  be  published 

in  subsequent  issues.  See  also  ad  on  page  51. 
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FOR  TIMELY  PROGRAMS 

...Look  to  NBC's  Radio -Recording  Service! 

Today's  audiences  want  up-to-the-minute 
programs  .  .  .  and  stations  and  advertisers 
must  keep  pace  with  their  interests. 

'NCG  Radio-Recording  Services  do  keep 
ipace— in  both  NBC  THESAURUS  and 
NBC  Recorded  Programs.  We  keep  our 
ifingers  on  the  pulse  of  change  .  .  .  the 
•changing  tastes  of  audiences,  the  changing 
problems  of  advertisers. 

iFor  today  is  no  time  to  be  behind  the  times! 

J  "FLYING  FOR  FREEDOM,"  for  in- 
'stance — NBC  Recorded  Program — tells 
the  authentic  story  of  the  Royal  Canadian 
Air  Force,  in  thrilling  dramatic  episodes 
that  take  the  listener  from  first  training 
flight  to  actual  combat  over  enemy  terri- 

tory. The  story  revolves  about  four  young 

('  representatives  of  the  United  Nations  in the  RCAF — an  American,  a  Canadian,  an 
Englishman  and  an  Australian. 

NBC  THESAURUS— "The  Treasure 
House  of  Recorded  Programs" — too,  is 
kept  up-to-the-minute.  Recent  releases 

include  the  "Bombardier  Song"  sung  by 

Thomas  L.  Thomas  accompanied  by  Allen 
Roth  and  his  orchestra — music  from 
"Bambi"  played  by  Sammy  Kaye  and 
Dick  Jurgens  .  .  .  complete  timely  musical 

programs  like  "America  Marches,"  featur- ing the  world-famous  Goldman  Band  .  .  . 
and  many  other  equally  up-to-the-minute 
features. 

Noteworthy  are  the  recent  Thesaurus  spe- 
cial Feature  "Dividends"  which  have  pro- 

vided subscribers  with  a  series  of  programs 

titled  "Freedom's  Fighting  Men" — inter- 
views with  war  heroes  visiting  in  the  U.  S. 

after  daring  exploits  on  various  fronts — 
RAF  flyers  from  Libya — an  Eagle  Squad- 

ron pilot — British  Army  and  Naval  heroes 
of  the  Commando  raids  on  Vaagso.  Nor- 

way and  St.  Nazaire,  France,  and  others. 

Write  for  complete  information  on  NBC 
Radio-Recording's  timely  programs! 

*    *  * 

THE  NAME  YOU  WILL  REMEMBER 

— NBC's  newest  recorded  program — biog- 
raphies of  the  world  s  famous  people  of 

today,  keyed  to  the  times. 

NBC  Radio-Recording  Division 
NATIONAL  BROADCASTING  COMPANY 

A  Radio  Corporation  of  America  Service 
RCA  Building,  Radio  City,  New  York  Merchandise  Mart,  Chicago 
Trans-Lux  Building,  Washington,  D.  C.  Sunset  and  Vine,  Hollywood 

Dr.  Edwin  Franko  Goldman  and  the  Goldman  Band 
record  marches  and  patriotic  music.  Thomas  L. 

Thomas,  baritone,  sings  the  stirring  "  Song  of  Steel." 

Hit  tunes  from  "BAMBI," 
Walt  Disney's  newest  pro- duction as  played  by 

Sammy  Kaye's  Orchestra, 
Dick  Jurgens'  Orchestra, and  Richard  Leibert,  Organ- 

ist, were  recently  released  to 
THESAURUS  Subscribers. 
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Mr.  A  Beats  an  Ickie 

■By   MAURICE  CONDON- 

The  spotlight  of  jmblicity  shining  at  the  moment  on  the  musi- 
cians, the  redoubtable  Mr.  K.  W.  Amplistat,  question-putter 

extraordinary,  zealously  atte^npts  to  isolate  some  of  the  cliches 
of  this  profession  as  he  interviews  the  band  leader. 

Q.  Never  over  women? 
A.  Sometimes  if  its  a  chick  with 

chips. 
Q.  That  means  a  young  lady  of 

Q.  You  are  the  leader  of  this  or- 
chestra? 

A.  Right,  K.  W. 
Q.  How  would  you  describe  your 

viusical  organization? 
A.  They're  pretty  solid,  very 

legit.  Not  a  moaner  and  groaner  in 
the  bunch. 

Q.  A  moaner  and  groaner  refers 

to— 

A.  A  blatty  tone,  a  sick  horn. 
Puny  tone,  no  punch. 

Q.  How's  your  pianist? 
A.  Very  soprana — no  left  hand. 
Q.  How  is  such  a  condition  de- 

scribed by  musicians? 
A.  Get  a  load  of  that  bum's  left 

wing  on  the  box. 
Q.  Perhaps  we  had  better  review 

the  entire  orchestra.  Your  clarinet- 

ist plays — A.  A  licorice  stick. 
Q.  The  instrument  in  the  hands 

of  your  trombonist  you  call — A.  A  slush  pump. 

Q.  The  accordionist  handles — 
A.  A  mop  squeezer. 
Q.  The  bass  fiddle  is — 
A.  The  dog  house. 
Q.  What  about  your  percussion 

artist? 
A.  He  beats  the  skins. 
Q.  Very  illuminating.  What  do 

you  mean  when  you  say  a  job  is 
strictly  US? 

A.  Under  scale,  K.  W. 
Q.  A  bad  chorus  evokes  ivhat  re- 

mark from  you? 
A.  He  brings  me  down. 
Q.  How  do  you  reprove  your  men 

when  everything  seems  to  go  ivfong 
in  a  chorus? 

A.  Awright  fellows,  who's  got the  ball. 

Q.  If  you  wish  an  extra  finish- 
ing note  added  to  an  arrangement, 

you  say — A.  Put  a  button  on  it. 
Q.  Very  graphic.  Suppose  you 

have  a  schedule  of  one  night 
stands? 

A.  We're  going  on  a  panic. 
Q.  From  which  you  return — A.  Whacked  out. 

Q.  A  job  that  calls  for  long  sus- 
tained periods  of  music — 

A.  That's  park  plan. 
Q.  How  do  you  dismiss  your 

men  for  intermission? 
A.  Get  lost  for  15! 
Q.  Do  your  men  drink? 
A.  Occasionally  they'll  have  a 

blast  or  a  plaster. 
Q.  How  do  you  address  one  of 

your  men  undergoing  a  hangover? 
A.  Whatsa  matter?  Did  you  get 

a  bad  can  of  Sterno? 
Q.  Naturally  you  do  not  approve 

of  this. 
A.  I  tell  'em  they  got  rocks  in 

their  head. 

Q.  Are  there  ever  arguments 
among  your  men? 

A.  Only  about  perfect  pitch,  66, 
hearts,  gin  rummy  and  poker. 

A.  Scratch.  Moolah. 
Q.  When  your  men  complain,  you 

call  it — A.  A  gripe  session.  They're  beat- ing their  gums. 
Q.  What  instrument  do  you 

play? 
A.  The  fiddle.  I  lead  with  it. 

Q.  What  is  your  method  of  be- 
ginning a  selection? 

A.  Two  beats  is  the  kickoff. 

Q.  Do  you  have  some  remark  en- 
couraging unanimity  of  perform- 

ance ? 

A.  This  time  fellows,  let's  fin- 
ish together. 

Q.  It  must  be  a  considerable 
strain. 

A.  Murr-durr!  My  stomach's 
ruined.  Everything  I  eat  turns  to 
ulcers. 

Q.  That  is  most  unfortunate. 
What  about  your  band  Leader 

friends  ? 
A.  Jerks,  everyone  of  'em.  Their hearts  are  full  of  larceny. 
Q.  For  example? 
A.  Not  to  mention  any  names, 

but  how  about  Jerry  Groink. 
Q.  Hoiv  about  him? 
A.  A  glamour  boy — he  thinks! 

RED  BARBER  RANG  UP  results 
to  the  tune  of  $100,000  on  a  single 
broadcast  Aug.  5  of  the  Dodgers- 
Giants  game  on  WHN,  New  York, 
when  the  ace  sportscaster  offered  to 
air  names  of  listeners  calling  the 
station  to  buy  War  Bonds.  Here  he 
is,  calling  out  the  names  at  inter- 

vals as  Alan  Hale  (right),  his  as- 
sistant, checks  the  figures  as  they 

come  in  via  direct  wire  from  the 
station.  More  than  90%  of  WHN 

listeners  who  answered  Red's  invi- tation have  consummated  their 
bond  orders,  the  station  reports. 
Congratulations  to  WHN  and 
thanks  to  Red  and  the  sponsor  of 
the  games,  P.  L.orillard  Co.,  New 
York  (Old  Golds),  were  wired  to 
Herbert  L.  Pettey.  WHN  director, 
by  Henry  Morgei  thau  Jr.,  Secre- 

tary of  the  TreasL-ry. 

A. 

Q. 

A. 

-a 

Q. 

Who's  he  think  that  rug  is  fool- 
ing? 

Q.  He  wears  a  rug? 
I  guarantee  it! 
Toga  style? 
Y'don't  get  it,  K.  W.  A  rug 

toop!  On  the  head! 
A  toupe,  of  course. 

A.  And  the  garments  he  wears — super-zoot. 

Q.  Extreme  in  cut,  you  nieayi? 
A.  How's  he  get  those  pants  on? 

And  that  jacket — to  the  knees! 

Q.  Indeed. 
A.  And  what  a  stupe!  He  don't 

even  talk  English.  He's  doing  a 
panic  and  the  band's  in  a  bus  on 
the  way  to  Graffis  Point.  It's  hot 
so  he  says,  "Open  the  windows  fel- 

lows! Y'wanna  get  sophisticated!" 
Q.  A  regrettable  error. 
A.  And  believe  me,  K.  W.,  he 

hasn't  got  an  arrangement  to  his 
name.  Strictly  a  chorus  band. 
Three  stock  choruses  and  the  pi- 

ano noodles  it  into  the  finish.  Off 
the  elbow  all  the  way.  That  Groink 
— a  very  knocked-out  guy. 

Q.  You  do  not  approve  of  his 
musical  ability? 

A.  Corn — from  hunger. 
Q.  Your  band  avoids  such  corn? 
A.  So  we  use  a  little — just  to 

be  commercial. 
Q.  Well,  sir,  thank  you  for  this 

interview.  Very  interesting. 

A.  Okay,  K.  W.  Sorry  l"  couldn't give  you  any  of  those  cliches  like 
y 'write  about.  The  only  guys  that 
talk  like  that  are  the  B  flat  ickies. 
Us  long  hairs  are  too  conserva- tive. 

Q.  Commendable  it  is,  Mr.  Lead- 
er, and  thank  you  again. 

NEW  WGEO  BEAMS 

TO  TROOPS  ABROAD 

FOLLOWING  the  discovery  that 
the  powerful  signal  of  WGEO, 
Schenectady,  GE  shortwave  sta- 

tion, was  "blacking  out"  talks  by Yankee  servicemen  in  Australia,  to 
their  parents  at  home,  the  station 
is  beaming  its  daily  broadcasts  to 
the  Australia-New  Zealand  area  on 

a  new  frequency— 9650  kc.  WGEO's present  frequency  of  9530  kc.  will 
be  maintained  for  broadcasts  to 
South  America  and  Europe. 

The  atmospheric  traffic  jam  was 
discovered  several  days  after 
WGEO  started  its  seven-weekly 
two-hour  broadcasts  to  U.  S.  armed 
forces  in  Australia  and  New  Zea- 

land, June  20.  Program  has  been 
described  by  Australian  authori- 

ties as  a  "forceful  counter"  to  the 
"previous  preponderance  of  enemy 
propaganda"  [Broadcasting,  July 
13,  1942]. 

Nola  Luxford,  commentator  and 
correspondent,  will  write,  produce 
and  m.c.  one  of  the  programs  trans- mitter under  the  title  Anzac  Hour. 
Series  features  international  fig- 

ures, and  Anzac  flyers  speaking  to 
their  families  "Down  Under,"  while on  leave  in  New  York. 

TWO  more  European  languages  have 
been  added  to  the  CBS  shortwave  news 
department  schedule  with  Ladislav  H. 
Vydra.  editor  of  the  Czech  newspaper 
Neio-Yorske  Listy,  as  director  of  twice- 
daily  Czech  broadcasts,  and  twice- 
weekly  broadcasts  in  Slovenian  now 
scheduled  as  part  of  CBS'  Serbo- f'roatian  programs. 
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Clear  the  Lines  for  the  War 

Before  you  make  a  Long  Distance  telephone  call 

today,  ask  yourself  these  questions: 

1.  Is  it  necessary? 

2.  Will  it  interfere  with  war  calls? 

The  weight  of  war  on  the  telephone  lines  is 

heavier  every  day.  We  can't  build  the  new 
lines  to  carry  it  because  sufficient  materials 

aren't  available.  We've  got  to  make  the  most 
of  the  service  we  now  have. 

Please  give  a  clear  track  to  the  war  effort  by 

confining  your  Long  Distance  calls  to  those  that 

are  really  necessary. 

WAR  CALLS 

COME  FIRST 

BEI.L   TELEPHONE  SYSTE3i 
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Good  Music  for  Utility  Programs 

Concerts  Are  Found 

Fine  Builders 

Of  Goodwill 

By  RICHARD  ODDIE 
McCa 

Radio  Timebuyer 
i-Erickson,  San  Francisco 

THE  Evening  Concert,  a  two-hour 

program  of  the  world's  finest  re- corded music,  sponsored  by  the 
Pacific  Gas  &  Electric  Co.,  San 

Francisco,  one  of 
the  West's  larg- 

est public  utility 
companies,  has 
just  celebrated  its 
second  annivers- 

ary on  the  air.  It 
is  broadcast  every 
night  on  KYA. 

The  growth  in 
public  acceptance 

Mr.  Burke  of  this  rather 
serious  program 

has  been  rapid.  In  October,  1939, 
when  the  program  went  on  the  air 
for  the  first  time,  the  Pacific  Gas 
&  Electric  had  5,000  printed  pro- 

grams prepared.  It  was  announced 
on  the  air  that  they  could  be  ob- 

tained free  of  charge  by  listeners 
who  called  at  any  of  the  PG&E 
offices  in  the  San  Francisco  Bay 
Area.  The  response  was  so  gratify- 

ing that  mojre  wej-e  printed  the 
next  month — and  so,  by  the  end  of 
the  second  year  of  broadcasting  the 
monthly  print  order  has  steadily 
grown  to  16,000  copies  a  month — 
and  is  still  continuing  to  increase. 

Good  Music 

The  programs  are  printed  in  an 
eight-page  4x9%  inch  pamphlet 
and  the  four  or  five  principal  selec- 

tions to  be  played  each  night  are 
listed,  together  with  the  name  of 
the  composer,  the  orchestra  or  ar- 

tist and  the  conductor. 

The  policy  of  the  sponsor  and  the 
agency,  McCann-Erickson,  has  been 
consistently  to  feature  the  best  re-^ 
cordings  and  transcriptions  that 
can  be  obtained,  and  to  give  the 
radio  audience  two  hours  of  the 

world's  finest  orchestral,  instru- 
mental, vocal  and  choral  music 

every  night  in  the  year. 
Without  adhering  to  any  rigid 

formula,  an  attempt  is  made  to  in- 
clude a  symphony,  a  vocal  or  in- 

strumental recital,  an  overture,  a 
tone  poem  and  several  lighter  or- 

chestral works  on  every  program. 
Several  shorter  selections  are 

generally  included  to  fill  out  the 
two-hour  period.  Whenever  possi- 

ble the  program  is  tied  in  with  the 
local  musical  performances  and 
other  civic  celebrations.  During  the 
recent  San  Francisco  Opera  Sea- 

son, selections  from  each  opera 
were  featured  on  the  night  it  was 
presented  at  the  Civic  Opera 
House.  When  the  San  Francisco 
Symphony  Orchestra,  under  the  di- 

rection of  Pierre  Monteaux  opens 
its  winter  season  in  December,  its 

major  selections  will  be  presented 
on  the  Evening  Concert  whenever 

possible. The  Evening  Concert  has  pre- 
sented nearly  5,000  selections  taken 

from  the  recorded  libraries  of  the 

world's  finest  music.  The  average 
symphony  orchestra  cannot  hope  to 
offer  more  than  a  hundred  selec- 

tions in  a  full  season. 

Wide  Appeal 

In  the  selection  of  these  pro- 
grams, it  is  the  aim  of  the  sponsor 

to  offer  music  that  will  appeal  to 
the  largest  possible  group  of  listen- 

ers. To  that  end,  McCann-Erickson 
makes  a  continuing  study  of  the 
suggestions  received  from  the  many 
listeners  who  write  to  express  their 
musical  preference  each  month. 
Thirty  or  thirty-one  programs  each 
month  provide  ample  opportunity 

to  cater  to  almost  every  taste  and 
to  fill  almost  every  request. 

It  is  interesting  to  note  that  the 
requests  received  in  1941  reflect  a 
considerably  higher  level  of  musical 
taste  than  those  received  during 
the  early  years  of  the  program. 
A  recent  survey  of  the  record 

buying  habits  in  San  Francisco 
indic^ktes  that  local  musical  taste 
is  definitely  on  the  upgrade,  in 
quantity  as  well  as  quality.  Last 
year  Californians  were  not  only  the 

greatest  per  capita  buyers  of  rec- 
ords, but  they  also  were  hard  on 

the  heels  of  New  Yorkers  as  far  as 
dollar  volume  of  purchases  were 
concerned. 

The  Evening  Concert  is  certainly 
one  of  the  forces  that  is  directly 
responsible  for  this  awakened  in- 
terest. 

The    success    of    the  program 

ANALYZING  RADIO  IN  GERMANY 

Ferrand  Heads  Group  Studying  Propaganda  of 

 •■  Nazi  Broadcasting  Stations  

A  RECURRENT  theme  in  recent 
German  shortwave  propaganda  is 
the  complaint  that  the  Allies  are 
acting  in  an  undemocratic  fashion 
in  withholding  vital  information 
from  the  public,  according  to  the 
latest  bulletin  to  be  released  by  the 
German  American  Congress  for 
Democracy. 

From  material  gathered  by  its 
24-hour  listening  post,  tuned  in  on 
German  propaganda,  the  Congress 
issues  a  weekly  analysis  prepared 
by  Jacques  Ferrand,  head  of  the 
radio  division,  and  distributed  to 
the  Government  information  di- 

vision, newspapers  and  commenta- 
tors throughout  the  country,  in  an 

effort  to  keep  them  informed  of  the 
current  tendencies  of  enehiy  war- 

fare on  the  airways. 

Radio  Activity 

Propaganda  analysis  is  only  one 
of  the  functions  of  the  Congress, 
which  was  formed  two  years  ago 
to  spread  American  ideals  of  democ- 

racy among  Americans  of  German 
birth.  Other  radio  activities  include 
cooperation  with  the  International 
Division  of  NBC  in  shortwave  pro- 

grams directed  abroad,  and  tran- 
scribed programs  for  German- 

Americans  [Broadcasting,  July 13]. 

Radio  Zeesen,  official  German 
shortwave  station,  is  the  chief 
source  of  material  for  the  Congress 
bulletins,  the  most  recent  of  which 
shows  how  and  why  the  Nazis  are 
stressing  Allied  secrecy  as  undemo- 

cratic, the  reason  being  that  they 
are  "fishing  for  concrete  figures  by 
Allied  sources  (on  sinkings)"  and 
are  irked  by  their  inability  to  ob- 

tain military  information. 

Emphasized  thruout  Mr.  Fer- 
rand's  analyses  is  the  German's  ex- 

tensive use  of  any  pessimistic  mate- 
rial, or  critical  comments  appearing 

in  the  Anglo-American  press  and 

radio.  It  is  pointed  out  that  often 
the  Nazi  radio  only  becomes  aware 
of  the  importance  of  an  Allied  set- 

back from  the  excitement  and  dis- 
couragement revealed  in  American 

news  channels. 

Listening  Ears 

"Unfortunately,"  he  writes  in 
his  June  29  release,  "the  pessimistic 
news  reports  and  comments  pre- 

sented to  them  free  of  charge  by 
the  Allied  press  and  radio,  offer 

them  always  fresh  courage."  He 
goes  on  to  add,  "Some  allied  com- 

mentators and  journalists  are  still 
announcing  to  the  world  their  ex- 

pert or  not  expert  opinions  without 
caring  for  the  basic  principle  of  the 
war  time  propaganda :  'The  Enemy 

Listens.'  " 
Founder  and  chief  of  the  listen- 

ing post  of  the  French  Ministry's foreign  affairs  division  in  1933,  Mr. 
Ferrand,  an  Alsatian  by  birth,  held 
this  position  until  the  fall  of 
France,  when  he  came  to  this  coun- 

try. During  a  visit  to  the  United 
States  in  1938  on  a  special  mission 
with  CBS  from  the  French  govern- 

ment, Ferrand  proposed  to  the 
State  Dept.  the  idea  of  maintaining 
listening  posts  in  this  country. 

The  Congress'  independent  listen- 
ing post  and  propaganda  analyses 

in  no  way  duplicate  the  work  of  the 
established  official  Government  lis- 

tening posts,  says  Mr.  Ferrand. 
Acting  as  editor  and  analyst,  Fer- 

rand aims  to  select  and  point  out 
only  the  most  significant  tendencies, 
from  the  mass  of  enemy  propa- 

ganda material  which  must  be  of- 
ficially monitored  for  the  valuable 

information  it  contains.  He  is  pri- 
marily interested  in  conveying  an 

understanding  of  the  current  Nazi 
mentality  to  those  who  are  con- 

cerned in  one  way  or  another  with 
combating  it. 

policy  of  this  particular  produc- 
tion may  be  measured  by  the  re- 

markable showing  that  the  Evening 
Concert  makes  in  its  nightly  com- 

petition with  the  San  Francisco 

metropolitan  area's  four  network 
and  seven  independent  stations. 

A  check  of  San  Francisco-Oak- 
land station  audiences  indicates 

that  in  terms  of  multiple  cover- 
age the  "Evening  Concert"  reaches an  exceedingly  large  segment  of 

the  San  Francisco  radio  audience 
each  week. 

Short  Commercials 

One  reason  for  the  consistent  pop- 
ularity of  the  concert  is  that  com- 

mercials are  kept  to  a  minimum, 

with  only  three  45-second  commer- cial announcements  during  each 
two-hour  period.  Coupled  with  this 
is  the  fact  that  in  a  nationwide 

contest  among  public  utility  com- 
panies using  radio,  the  Pacific  Gas 

&  Electric  Co.  carried  away  first 
prize  in  the  Radio  Division  of  the 
Public  Utilities  Advertising  Assn. 

Said  the  judges,  in  awarding  the 
blue  ribbon  for  commercial  copy: 

"From-  all  evidence,  they  chose  a 
method  and  a  program  and  then 
bent  every  effort  toward  unifying 
the  idea  and  they  seem  to  have  suc- 

ceeded. The  regular  program  that 
the  Pacific  Gas  &  Electric  Co.  has 
built  up  for  those  listeners  who 
prefer  and  who  are  being  educated 
to  prefer  the  more  permanent  artis- 

tic qualities,  is  a  credit  to  the  com- 

pany." 

According  to  Walter  A.  Burke, 
director  of  radio.  Pacific  Coast  Di- 

vision, McCann-Erickson : "Whatever  success  the  Evening 

Concert  has  enjoyed  may  be  di- 
rectly attributed  to  the  fine  spirit 

of  cooperation  that  exists  between 
the  client  and  the  agency.  Every 
effort  has  been  directed  towards 
presenting  a  program  that  will  be 
acceptable  to  the  radio  audience  and 
if  we  have  reached  this  goal  it  is 
because  the  Pacific  Gas  &  Electric 
Co.,  through  Paul  M.  Downing, 
vice-president  and  general  man- 

agers, have  never  restricted  the 
agency  in  any  way — ^we  have  never 
been  pressed  to  play  the  musical 
brainchild  of  a  stockholder,  or  to 

find  a  place  on  the  Evening  Con- 
cert for  the  daughter  of  a  vice- 

president  with  aspirations  towards 

a  radio  career." Although  institutional  copy  for 
their  electric  and  gas  utilities  is 
used  by  Pacific  Gas  &  Electric  on 
commercials  to  a  great  extent,  the 

sponsor  frequently  calls  direct  at- 
tention to  some  of  its  products — 

electric  light  bulbs,  lamps,  heaters, 
etc.  PG&E  has  found  its  radio  pro- 

gram tremendously  successful 
both  in  the  promotion  of  goodwill, 
its  chief  aim,  and  in  direct  sales. 

UP  Donates  Discs 
AS  A  GIFT  of  United  Press,  tran- 

scriptions made  at  the  UP  listenins 
post  at  Moraga,  Cal.  of  all  English- 
Linguage  broadcasts  made  from  Ra- dio Tokyo  since  Dec.  15,  1941,  have 
been  donated  to  the  Hoover  Library 
on  War,  Revolution  and  Peace.  The 
in-esentation  was  made  to  Dr.  Ray 
Lyman  Wilbur,  chancellor,  Stanford 
U,  by  Dan  Bowerman  of  the  UP  San 
Francisco  bureau. 
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AT  THE  AGE  OF  TWEXTY 

to  perform  a  public  service  whenever  the  need 

occurs  or  the  opportunity  nf fords. 

to  ttir  the  news  truthfully  und  frequently  us 

soon  us  it  huppens. 

to  offer  duily  the  finest  in  all  renlms  of  rndio 
entertuinment. 

to  druw  on  its  fucilities  und  the  intuyinution 

of  its  people  in  every  way  thut  miyht  contrib- 

Mite  to  Americu^s  wur  effort  und  the  Victory. 

As  it  enters  it's  twenty -first  year, 

these  continue  to  be  WEAF's  guides 
for  action.  Today  WEAF  thanks  its 

advertisers  for  their  support  of  these 

aims  in  the  past  and  looks  forward 
to  working  with  them  in  maintaining 

the  highest  standards  in  broadcasting. 

AUGUST  16,  1922 
660  KC 

AUGUST  16,  1942 

50,000  WATTS 

OWNED  AND  OPERATED  BY  THE  NATIONAL  BROADCASTING  COMPANY 



XLVL  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  ILLINOIS 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm:  1940 

County 

Adams.  .  . 
Alexander. 
Bond  
Boone .... 
Brown .  .  .  . 
Bureau ... 
Calhoun .  .  . 
Carroll .... 
Cass  
Champaign. 
Christian . 
Clark  
Clay  
Clinton .  . 
Coles  
Cook  
Crawford.  .  . 
Cumberland. 
DeKalb  
DeWitt  

Douglas.  . 
DuPage.  .  . 
Edgar.  .  .  . Edwards . . 
Effingham. 
Fayette. . Ford .  .  .  . 
Franklin . 
Fulton .  . 
Gallatin . 
Greene.  .  . 
Grundy.  . Hamilton . 
Hancock.  . 
Hardin .  .  . 
Henderson . 
Henry.  ... 
Iroquois.  .  . 
Jackson . .  . 
Jasper  
Jefferson.  .  . 
Jersey  Jo  Daviess. 
Johnson . . . 
Kane  
Kankakee. 
KendaU .  .  . 
Knox.  ... 
Lake  
LaSaUe. .  . 
Lawrence.  .  . 
Lee  
Livingston .  . 
Logan  
McDonough. 
McHenry . 
McLean.  . 
Macon .  .  . 
Macoupin. 
Madison .  . 
Marion  .  .  , 
Marshall. . 
Mason .  .  . 
Massac .  .  . 
Menard .  . 
Mercer  
Monroe  
Montgomery. 
Morgan  Moultrie  

Ogle.  . Peoria . 
Perry . 
Piatt .  . 
Pike.  . 

Pope  
Pulaski .  .  . 
Putnam .  . 
Randolph . 
Richland. . 
Rock  Island. 
St.  Clair..  .  . 
Saline  
Sangamon. .  . 
Schuyler.  .  .  . 
Scott  
Shelby  
Stark  
Stephenson. 
Tazewell .  . . 
Union  
Vermilion .  .  . 
Wabash .  .  .  . 
Warren  
Washington . 
Wayne.  .  .  . White  
Whiteside.  . 
Will  
Williamson. 
Winnebago. 
Woodford .  . 

All  Units Urban  Units 

Radio Units Radio Units 

18.694 85.9 16,058 
7,230 59.5 4.311 
4.325 74.0 3,203 4.375 94.6 

4,138 2,463 75.2 1 ,851 
10.793 92.0 9,929 2,152 73.3 1,578 
5.289 90.0 4.760 
4.744 83.9 3.981 

19,443 94.0 18,271 

11,060 86.9 9,607 5 . 553 77.5 4,304 5,421 81 .2 4,400 5 . 913 79.3 4.690 
11 ,225 88.6 

9,945 
.125.468 96.3 1 , 083 , 788 6,267 79.6 4.991 

3,291 81.9 2,696 9,871 94.8 9,358 
5.246 88.5 

4,642 
5,073 87.4 

4,432 27,538 97.1 
26 , 745 7,292 86.3 6,298 2,724 76.5 2,083 

5,844 82.1 4.797 
7,811 78.2 6,103 
4,380 93.2 4,081 

15,462 79.5 12,295 
13,248 86.6 11 ,475 
3,123 70.9 2,213 

5,763 77.8 4,484 
5,115 93.1 4,760 3.782 69.7 2,635 
8,090 82.2 6,652 
2.024 67.4 1,364 
2.595 81.4 2,111 12 , 733 92.2 11,739 
9.182 90.5 8,311 

10,543 78.3 8,261 
3,812 77.1 2,938 

9,857 80.1 7,899 
3,802 73.3 2,782 5,760 86.0 4,952 
2,930 66.4 1 ,947 34,617 96.2 33 , 289 

13,899 93.8 .  13,045 
3,053 92.9 2,837 15.495 90.5 14,026 

30,214 95.9 28.987 
26 , 389 93.5 24,673 
5.781 78.4 4,534 8,517 94.4 

8,036 10,004 92.1 9,217 
7,144 90.4 6,457 
8,172 88.3 7,207 

10.330 94.9 9,806 
20,967 92.9 19 , 482 
24.349 92.9 22 , 627 
13,896 83. 1 11,554 
40 , 882 88.9 36,840 
13.808 80.7 11,147 
3 . 794 88.8 

3,370 4.603 83.4 3,839 
4.246 70.3 2,985 
3,085 83.7 2,582 

5,156 88.0 4,540 
3,489 74.2 2,588 

10.155 83.1 8,438 
9.251 85.7 7.932 
3,827 83.0 3.177 
8,722 91.8 8,010 43,105 93.2 40,198 
6,536 77.7 5 . 075 
4,147 89.6 3,717 
7,424 77.0 5,720 

2,229 65.6 1,466 
4,273 60.0 2,563 
1.518 84.2 1,278 
8,260 78.9 6,528 
4,971 81.1 4.034 

31,725 94.8 30 , 074 
46,985 88.0 41,356 
10,850 80.0 8,682 33,207 91.5 30,404 
3,275 80.3 2,629 
2,390 

77.3 
1,847 

7,737 83.3 6.446 
2,563 87.7 2.248 

11,669 92.8 10,823 
16,260 92.4 15,026 

5,105 73.7 3,750 
24,576 88.8 21 ,819 
3,936 83.9 3 , 305 
6,252 89.7 

5,609 4,491 71.7 3,225 

6,107 73.9 4,512 5,691 77.7 4,423 
12,314 92.3 11,363 
29 , 045 93.9 27,285 
14,858 81.1 12,063 
34,818 95.3 33.194 
5,256 89.9 4.724 

Units  Radio 
Radio 
Units 

State  Total ..  .    2,192,724       92.3  2,023,969 

11 .974 
90 2 10,806 

4,403 
65 3 

2,877 
1,115 91 

2 
1,017 

2,500 

97 
3 2,432 

3,083 
93 4 2,880 

1,413 

93 

4 1  ̂319 
1,970 

89 0 
1,753 

11,355 
96 1 10,913 

4,261 
90 5 3,857 

1 ,668 

87 

3 1 ,457 
1  606 90 3 1 ,450 935 

91 

0 851 

7, 158 

92 

0 
6,589 

1,100,838 
96 4  1 060,805 

1  ,  QlQ 93 Q 1  221 

4,935 96 4 4^755 
1,859 

91 7 
1,705 882 

92 

0 811 
19,852 98 5 19,554 
2,893 

90 3 2.612 

1^753 
9i 4 

1^603 

1,599 
91 4 

1,462 962 

96 

2 
925 

8.046 
87 0 

7,000 
3,531 

93 5 3,302 

1,694  85,0 
1,758  95,9 800  90,6 
852  89.4 

6.422  95.4 
8 , 530  94 . 8 
1,156  92.0 

14,732  91.1 
2.098  89.0 
2.747  91.7 

1.441 
1.687 725 762 

7.014 
93 

.6 
6.567 

1.153 93 

.5 
1,078 

5  194 84 2 4,375 

4,445 
87 

.7 
3,896 

1,470 
85 .7 1,259 

1,332 
84 .  5 1.126 

27^145 96 ^9 26^303 

7,247 

95 

.9 
6,948 

9^734 94 

'2 

9 , 170 
21,162 96 

.8 
20,486 

17,704 95 

.1 
16,830 

1,669 
89 8 1,499 3,172 95 5 3,028 

2,098 
93 8 1,969 

2,818 

92 

1 2,596 
3,678 91 

4 3,363 
3,812 97 6 

3,719 11,549 94 8 10,944 
17,298 94 5 16,352 
6,004 

89 

9 
5,400 29,269 91 0 26 , 630 

6,698 
85 9 5,757 

1^251 86 1 1^077 1.867 79 7 1.488 784 85 7 672 
825 91 1 752 

i.iii 

9i 
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7  KEEP  HEARING  WBBIiH  .  .  . 

IT  MUST  BE  IN  THEIR  SYSTEM" 

Midwestern  buyers,  for  nearly  a  generation,  have  grown 

up  liking  and  believing  wBBm  advertising  .  .  .  because 
rigid  policy  demands  that  it  be  reliable  advertising. 
Because  it  is  all  reliable  advertising,  all  of  it  gets  more 

response  .  .  .  which  is  why  v/BBm  has  carried  more 

commercial  programs  than  any  other  big  Chicago  sta- 
tion for  17  straight  years.  Let  us  show  you  the  facts. 

wBBm  is  the  midwcstern  key  station  (or  the  Columbia  Broadcasiing  System  and  is  represented 
nationally  by  Radio  Sales:  New  York,  Chicago,  St.  Louis,  Charlotte,  Los  Angeles,  San  Francisco 

wBBm 
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50,000  WATTS 



a  regular  audieni 

other  stations  hea 

whose  advei 

newspaper  prom 

Sunday. 

Ni 

EDWARD i>Mclt£l 
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isers  have  the  advantage  of 

on,  morning,  evening  and 

WORCESTER,  MASS. 

B.  C.   BASIC    RED  NETWORK 

>ETRY  &  CO.      NATIONAL  REPRESENTATIVE 

nd  0»«>rafftrf  hv  fh^  Worcester  Telearam-Gazette  
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Good  Radio  . . .  and  Navy 

"IF  IT  ISN'T  good  radio,  it  isn't  good  Navy." 
That's  the  all-inclusive  guidepost  to  the 

Navy's  public  relations  men  throughout  the 
country,  emanating  from  Radio  Branch  head- 

quarters in  Washington. 

It's  rather  significant  that  the  Navy  has 
been  a  judicious  user  of  radio  time.  It  hasn't 
tended  to  overworlc  the  medium,  either  on  net- 

works or  via  independent  stations.  When 

there's  a  job  to  be  done,  and  radio  can  do  it, 
its  compact  and  efficient  organization  ticks  it 
off,  ship-shape. 

Who's  responsible  for  the  slogan,  we  don't 
know.  Capt.  Leland  P.  Lovette,  whose  well 
merited  promotion  to  the  directorship  of  the 
Public  Relations  Dept.  was  announced  last 
week,  long  has  been  recognized  as  a  foresighted 
and  radio-conscious  officer.  Frank  E.  Mason, 
NBC  vice  president  on  leave,  is  special  public 
relations  advisor  to  the  Secretary  of  the  Navy, 
and  brought  to  the  Navy  an  appreciation  of 
the  medium.  J.  Harrison  Hartley,  former  NBC 
special  events  man,  heads  the  Radio  Section. 
He  brought  to  it  a  practical  working  knowl- 

edge of  programming,  policy  and  "good  radio". 
Radio  hasn't  complained  about  Government 

time  demands,  notably  those  related  to  the  war 
effort.  But  we  think  all  branches  of  the  Gov- 

ernment, civil  along  with  the  military,  might 

well  paraphrase  the  Navy's  slogan:  "If  it  isn't 
good  radio,  it  isn't  good  Government." 

Freedom  and  Radio 

EXCEPT  FOR  A  FEW  gadflies  like  the  in- 
effable Mr.  Haggerty  of  the  printing  trades 

union,  who  would  like  to  tax  radio  to  the  death 
despite  repudiation  of  his  theories  in  Congress 
and  by  his  own  parent  AFL,  and  except  per- 

haps for  a  few  of  the  starry-eyed  reform  boys, 
who  appear  to  be  under  wraps  for  the  duration 
while  practical  men  take  over  but  who  may  be 
expected  to  emerge  from  their  seclusion  at  the 
slightest  provocation,  it  cannot  be  said  that 
the  integrity  of  the  American  system  of  radio 
is  in  any  graver  danger  at  the  moment  than 
any  of  the  other  free  American  institutions  we 
are  fighting  for. 

The  great  war  job  cut  out  for  radio — not 
only  its  use  by  our  Government  as  a  news  and 
morale  liaison  with  both  home  and  foreign 
fronts,  but  also  its  tremendous  use  as  a  publici- 

ty and  advertising  medium  in  the  various  war 
drives — trp.nscends  all  the  petty  ills  which  may, 

justly  or  unjustly,  be  ascribed  to  the  industry. 
That  is  why,  we  are  confident,  the  regulatory 
authorities  really  mean  it  when  they  tell  us 

they  will  do  their  utmost  to  see  that  the  struc- 
ture is  kept  intact  in  the  face  of  wartime  pri- 

orities and  shortages  of  critical  materials  and 
labor. 

It  is  also  reassuring  to  read  the  appraisal  of 
radio,  among  other  media  of  intelligence,  given 

in  the  Office  of  War  Information's  newly  re- 
leased pamphlet,  Four  Freedoms — the  Rights 

of  All  Men  Everywhere.  We  commend  a  thor- 
ough reading  of  this  little  document  by  every- 

one in  radio,  especially  those  who  guide  its 
policies  and  those  who  use  its  microphones. 
For  it  is,  as  OWI  Director  Elmer  Davis  puts 
it,  "an  attempt  to  translate  into  simple  details 
these  basic  principles  for  which  the  American 
people  and  the  rest  of  the  United  Nations  are 

fighting." Quoting  President  Roosevelt's  message  to 
Congress  of  Jan.  6,  1941  defining  the  four 
freedoms — freedom  of  speech  and  religion, 
freedom  from  want  and  fear — the  pamphlet 
notes  that  the  Bill  of  Rights  specifically  men- 

tioned the  press,  but  that  today  the  press  is 

only  one  of  many  modern  forms  of  utterance — 
there  are  also  books,  magazines,  schools,  radio 
and  the  movies.  A  condition  necessary  for  free 

speech,  it  is  pointed  out,  is  that  "the  people 
have  access  to  the  means  of  uttering  it — to 
newspapers,  the  radio,  the  public  forum  .  .  . 
There  is  no  freedom,  either,  unless  facts  are 
within  reach,  unless  information  is  made  avail- 

able." 

So  far  as  broadcasting  is  concerned,  this  can 
mean  but  one  thing — preservation  of  the 
American  system. 

While  the  framers  of  the  Bill  of  Rights 
could  not  possibly  have  envisaged  the  miracle 
of  mass  communication  that  is  radio,  there  is 
no  question  now  about  its  inclusion  among  the 

precious  possessions  for  which  we  fight.  "The 
first  two  freedoms — freedom  of  speech  and 
freedom  of  religion — are  cultural,"  says  the 
OWI  pamphlet.  "They  are  the  prerogatives  of 
the  thinking  man,  of  the  creative  and  civilized 
human  being.  Sometimes,  as  in  the  United 
States,  they  are  guaranteed  by  organic  law. 
They  are  rather  clearly  understood,  and  the 
laws  protecting  them  are  continually  being 
revised  and  adjusted  to  preserve  their  basic 

meaning." Our  observation  is  that  these  precepts  repre- 
sent the  very  essence  of  the  functioning  thus 

far  of  the  OWI,  a  war-born  agency  which  for- 

TELEVISION  today  is  nothing  more  seriovis 
than  a  hopeful  industry  of  the  future  since 
television  equipment  manufacturers  are  now 
engaged  in  war  production.  Lee  de  Forest  could 
not  foresee  this  when  he  was  at  work  on  Tele- 

vision— Today  &  Tomorrow  [Dial  Press,  New 
York].  As  a  result  he  has  prepared  a  patient 
story  of  television — explaining  the  scientific 
system  necessary  to  an  understanding,  its 
history,  its  professional  possibilities  and  its 
probable  effect  and  future.  Written  in  simple, 
direct  language  it  offers  the  layman  a  chance  to 
study  the  future  of  an  industry  soberly  before 
it  assumes  the  hysterical  proportions  of  an  in- 

fant rushing  forward  to  meet  its  maturation. 

tunately  has  been  placed  for  the  most  part  in 
the  hands  of  thoroughly  competent  press,  radio 
and  advertising  men,  most  of  them  called  into 
war  duty  with  it  by  their  Government.  Even 
among  the  Government  career  men,  we  discern 
a  new  attitude  toward  the  broadcaster  and  a 
more  wholesome  respect  for  the  American  sys- 

tem of  radio — less  inclination,  for  example,  to 
treat  them  as  wayward  children  and  to  hector 
and  badger  the  system  because  of  its  youthful 
vagaries  and  because  of  the  enormous  poten- 

tial powers  the  Federal  authorities  hold  over  it 
under  an  obsolescent  law. 

Inspector  Rampage 
SOME  STATIONS,  justifiably  we  think,  are 

nettled  over  the  performances  of  the  FCC's 
wartime  crop  of  radio  inspectors.  We  get  re- 

ports that  these  "Johnny-Come-Lately"  inspec- 
tors, armed  with  authority  equivalent  to  that 

of  a  new  cop  on  the  beat,  are  going  to  extremes 
in  reporting  the  most  picayunish  of  purported 
violations. 

Most  of  these  "violations",  according  to  our 
station  informants,  deal  with  purely  non-tech- 

nical aspects,  such  as  maintenance  of  logs, 
failure  to  list  commercial  sponsors,  and  other 
prosaic  routines.  Failure  of  an  operator  to  post 

his  license  conspicuously  has  resulted  in  a  "dis- 

crepancy report". With  a  war  on,  and  the  personnel  turnover 
so  heavy,  notably  in  the  technical  end,  it  is 
obvious  that  up-to-snuff  operation  does  not  ob- 

tain everywhere.  Moreover,  the  FCC,  com- 
mendably  taking  cognizance  of  the  plight  of 
many  stations,  has  seen  fit  to  relax  its  require- 

ments on  qualification  of  operators  at  trans- 
mitters. 

According  to  most  recent  FCC  hearing 

notices,  it  apparently  is  disposed  to  call  sta- 
tions to  the  carpet  on  the  basis  of  these  dis- 

crepancy reports.  The  Commission  has  shown 

leniency  till  now,  and  there's  no  reason  to  be- 
lieve that  summary  action  will  be  taken  on 

renewals,  in  the  light  of  hardships  imposed  by 
the  war. 

Nevertheless,  something  should  be  done  to 
curb  such  tactics.  These  discrepancy  reports 

become  part  of  the  service  records  of  the  sta- 
tions. After  the  war,  all  such  charges  might 

be  used  as  a  basis  for  punitive  action. 
We  don't  contend  that  the  field  force  should 

shut  its  eyes  to  all  infractions.  Far  from  that. 
But  we  feel  that  fair  play  and  the  tempo  of  the 
times  call  for  relaxed  rather  than  stiffened 

requirements. 
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WILLIAM  ALEXANDER  WILSON 

UNIQUE  in  that  it  f
igurative- 

ly has  its  antenna  in  both 
Tennessee  and  Virginia, 

WOPI,  Bristol,  has  an  equal- 
ly unique  owner  who  graduated 

from  telegrapher  to  station  owner- 
ship with  a  way  stop  as  retail  radio 

store  owner. 
When  William  Alexander  Wilson 

sold  his  radio  shop  in  1929  he  went 
looking  for  scrap  iron — but  just 
long  enough  to  get  material  to 
build  his  station  which  he  now 
owns  on  a  50-50  basis  with  C.  J. 
Harkrader,  local  publisher. 

Mr.  Wilson's  principal  hobby  is 
aiding  worthy  projects  and  with 
his  station  he  recently  raised  more 
than  $8,500  for  the  local  Red  Cross 
and  helped  another  chapter  reach 
its  quota  of  $4,500.  Homeless  and 
hungry  victims  of  the  last  Ohio 
flood  have  good  reason  to  remember 
Mr.  Wilson  for  he  raised  $25,000 
in  the  Bristol  area  and  assisted  in 
getting  13  carloads  of  canned 
goods,  clothing  and  household  goods 
to  the  flooded  area  as  well  as  dis- 

patching two  planes  loaded  with 
serums,  bread  and  rubber  boots. 
These  endeavors  manifest  his 

spirit  in  community  efforts  and  his 
attitude  toward  the  war  effort  is 
typified  in  his  message  to  employes 
that  "every  man  in  this  organiza- tion who  becomes  a  member  of  the 
armed  forces  of  the  United  States 
during  this  emergency  will  find  his 
job  waiting  for  him  when  he  gets 
back". 

Born  in  Caney  Branch,  Tenn., 
Aug.  9,  1892,  M.  A.  Wilson  left 
school  when  14  years  old.  He  was 
first  a  delivery  boy,  then  started  as 
a  telegraph  operator  with  a  rail- 

road company  in  Morristown,  Tenn. 
When  lightning  struck  his  head- 

phones one  night  he  left  in  a  hurry, 
coming  to  a  stop  in  Washington 
where  he  started  work  in  the  gen- 

eral manager's  office  of  the  South- ern Railroad. 
Other  jobs  followed  in  Cleveland, 

Tenn.,  Bristol,  Knoxville  and 
Greenville,  S.  C.  After  a  term  as 

Government  telegraph  monitor  in 
Norfolk,  Mr.  Wilson  returned  to 
Bristol  as  chief  operator  with  West- 

ern Union. 
Scenting  expansion  of  the  radio 

field  he  resigned  his  telegrapher's 
post  in  1925  to  devote  full  time  to 
a  retail  radio  business  he  had 
started  in  1922.  In  1929  he  built  his 
station  which  is  now  an  NBC  af- 

filiate. Though  he  does  not  own 
controlling  interest  in  WOPI,  Mr. 
Wilson  guides  its  operation  since 
his  partner's  interest  is  taken  up 
with  his  newspaper,  the  Bristol 
Herald  Courier  &  News  Bulletin. 

Three  sons  followed  Mr.  Wilson's 
marriage  to  Etta  Selma  Holder  of 
Newport,  Tenn.,  in  1915.  William 
A.  Jr.  is  in  the  theatre  business, 
Edwin  H.  is  with  a  local  wheel  and 
foundry  company  and  Jimmy  C.  is 
attending  college  where  he  is  com- 

pleting a  radio  technician's  course 
and  handling  all  remote  broadcasts 
for  WOPI. 

Mr.  Wilson's  "joining"  includes 
membership  in  the  Public  Affairs 
Committee  of  the  Kiwanis  Club, 
director  of  the  local  Red  Cross 
Chapter,  director  of  the  Disaster 
&  Preparedness  Committee  of  the 
chapter,  chairman  of  the  Sullivan 
County  chapter  of  the  National 
Foundation  for  Infantile  Paraly- 

sis, a  member  of  the  Chamber  of 
Commerce,  member  of  Salvation 
Army  board  of  directors,  president 
of  the  Fellowship  Club  in  his 
church  and  secretary-treasurer  of 
his  Sunday  school  class. 

Renier  Leaves  KMOX 
CHESTER  G.  (Tiny)  RENIER, 
program  director  of  KMOX,  St. 
Louis,  has  been  transferred  to  the 
CBS  New  York  staff  as  executive 
producer.  Mr.  Renier  entered  radio 
as  a  vocalist  on  WDAF,  Kansas 
City,  Nov.  1,  1925.  He  went  to 
KMOX  Sept.  1,  1934,  as  production 
man,  and  became  program  director 
in  1936.  In  New  York,  he  will  be 
producer  of  Mother  &  Dad,  a  new 
CBS  daily  radio  serial. 

N  OTE  S 

OSWALD  C.  BUCHAXAX.  former 
assistant  controller  of  International 
Telephone  &  Telegraph  Corp..  who 
from  193.!)  to  1937  was  controller  of 
the  Rumanian  Telephone  Co..  has 
been  elected  treasurer  of  IT&T. 
Charles  D.  Hilles  Jr.,  IT&T  assis- 

tant general  attorney,  who  formerly 
was  with  the  law  firm  of  Root.  Clark. 
Buckner  &  Ballantine,  has  been  elect- ed secretary  of  the  corporation. 

GORDON  LLOYD,  of  the  sales  staff 
(if  WJZ.  New  York,  has  enlisted  in 

the  Army,  reporting  to  ("amp  I'pton Aug.  20.  He  was  guest  of  honor  at  a 
cocktail  party  Aug.  13.  given  by  .John 
H.  McNeil,  manager  of  WJZ. 

ALLEN  J.  DeCASTRO.  who  recent- 
ly resigned  as  sales  manager  of  the 

CBS  Latin-American  Network,  will 
join  the  sales  staff  of  BLUE  Aug.  17. 
according  to  an  announcement  last 
week  by  George  Benson,  Eastern 
sales  manager  of  BLUE.  DeCastro 
was  previously  engaged  in  sales  and 
advertising  work  in  Latin-America. 
BENJAMIN  F.  FEINER  Jr.,  who 

instituted  the  "Reward  for  Listening'' campaign  two  years  ago  as  a  means 
of  stimulating  interest  in  programs, 
and  who  also  helped  organize  Radio 
Sales  Agency.  Furman,  Feiner  & 
Co.,  New  York,  has  joined  the  CBS 
shortwave  division  as  head  of  the 
script  department  and  program  cen- sor. Feiner  was,  until  recently,  part 
owner  and  general  manager  of 
WKNY,  Kingston,  N.  Y. 
T.  B.  ELLSWORTH,  director  of 
advertising  and  sales  promotion  of 
Ross  Federal  Research  Corp.,  New 
York,  has  resigned  to  become  sales 
liromotion  manager  of  W.JZ.  New 
York.  He  replaces  .John  V.  Sullivan, 
who  on  Aug.  24  will  become  promotion 
manager  of  WNEW.  New  York,  suc- 

ceeding Alvan  Summerfield,  resigned 
some  months  ago. 

MAX  JORDAN,  of  NBC's  public service  department,  on  Aug.  10  ad- 
dressed a  meeting  of  the  World  Fed- 

eration of  Education  Assns.  in  Wash- 
ington on  "The  Interpretation  of  the 

I'se  of  Radio  in  the  Development  of 
Inter-American  Friendship." 

LT.  PAUL  CHAPMAN',  who  in January  left  the  sales  staff  of  WFBC, 
Greenville,  S.  C  for  Army  Service, 
has  won  his  wings.  He  is  now  a 
navigator  in  the  Ferrying  Command. 
The  officer  is  the  son  of  .Judson  W. 
Chapman,  vice-president  of  the  Green- 

ville Neics-Piedmont,  which  owns WFBC. 

FRAXK  E.  FELIZ.  press  and  pub- 
licity director  of  KGO.  Sau  Fran- cisco, and  the  BLUE  in  Northern 

California,  has  resigned  to  join  the 
Office  of  War  Information  in  San I-'rancisco. 

ROGER  W.  CLIPP,  vice-president 
and  general  manager  of  WFIL.  Phil- 

adelphia, has  been  named  to  the  lun- 
cheon and  publicity  committees  of  the 

Poor  Richard  Club.  Philadelphia  ad- vertising fraternity. 

CHARLES  B.  BROAVN,  New  York 
sales  promotion  manager  of  NBC.  has 
returned  after  two  weeks  on  the  West 
Coast  for  conferences  with  network 
executives. 

GEORGE  :McELHINEY  has  resigned 
from  the  sales  staff  of  KMOX,  St. 
liouis.  because  of  ill  health. 

MARCEL  STEWART  ^  has  been 
named  sales  manager  of  KOAM,  Pitts- 
liurg.  Kan.  Edna  Cuter  has  joined 
the  KOAM  sales  staff. 

XELSOX  POYNTER.  owner  of 
WTSP,  St.  Petersburg,  and  editor  of 
the  St.  Petershurg  Times,  now  serving 
as  consultant  to  Hollywood  studios  on 
Washington  war  policies,  on  Aug.  8 
married  Henrietta  Malkiel,  former 
X'ew  York  and  Hollywood  literary 
agent  recently  with  tiie  New  York 
oliioc  of  the  overseas  operations  bi-.-im-h 
of  the  Office  of  War  Infornintion.  Mr-. 
I'oynter.  formerly  with  that  l)raii<li 
under  Robert  Sherwood,  is  attache<l 
to  OWI's  Motion  Picture  Bureau under  Lowell  Mellett. 

HARRY  KELLER,  formerly  pub- 
licity director  of  Colgate-Palmolive- 

Peet  Co..  .Jersey  City,  has  become  co- 
ordinator of  jiublic  ri'lations  for  Dogs 

for  Defense,  New  York,  official  Army 
recruiting  and  training  center  for 
dogs  for  sentry  and  guard  service. 
JOHN  SHEPARD  3d,  president  of 
the  Yankee  Network,  received  an  offi- 

cial citation  from  the  Commonwealth 
of  Massachusetts  July  '.U  on  tlie  oc- casion of  the  20th  anniversary  of 
WNAC,  Boston. 
PIARRY  G.  BRIGHT  has  taken  over 
as  general  manager  of  WGBR.  Golds- boro,  N.  C. 
FRANK  BALDWIN,  former  local 
.sales  chief,  is  now  commercial  man- 

ager of  WJPR,  Greenville.  Miss. 
GEORGE  TAYLOR.  Jr.,  formerly 
account  executive  of  KYA,  San  Fran- 

cisco has  been  appointed  program 
director  of  KSAX,  San  Francisco. 
TED  MORROW  has  been  appointed 
manager  of  CKGB,  Timmins,  Out., 
replacing  Murray  Morrison,  who  has 
joined  the  Canadian  Army. 

KGFW  Trio  Serving 

THREE  more  members  of  KGFW, 
Kearney,  Neb.,  have  joined  the 
armed  forces.  Les  Cox,  program 
director,  and  Dave  Roberts,  sales- 

man, have  joined  the  Coast  Guard 
and  are  stationed  in  California. 
Art  Kennedy,  night  announcer,  is 
in  the  Army.  Additions  to  the  staff 
are :  Dick  Behrends,  night  an- 

nouncer; Doug  Smith,  newscaster 
and  sports  announcer.  Leonard  R. 
Brown,  adds  program  directorship 
to  his  work  as  farm  editor.  Harold 
Clark  handles  publicity  and  con- 

tinuity besides  news  announcing. 

TuUy  Joins  Navy 

FRANCIS  W.  TULLY  Jr.,  Wash- 
ington correspondent  of  Yankee 

Network,  on  Aug.  18  reports  to  the 
Naval  air  station  at  Quonset  Pt., 
R.  I.,  as  a  lieutenant  in  the  Naval 
Reserve,  aviation  volunteer  spe- 

cialist. Tully  is  secretary  of  the 
Radio  Correspondents  Assn.  and 
was  the  first  out-of-town  corre- 

spondent in  the  radio  galleries  of 
Congress,  assuming  his  Washing- 

ton post  in  1939. 

Weiss  in  Signal  Corps 

PHILIP  WEISS,  president  of 
Philip  Weiss  Music  Co.,  operators 
of  WSYB,  Rutland,  Vt.,  has  en- 

listed as  a  private  in  the  Army  Sig- 
nal Corps,  it  was  announced  last 

week  by  the  station.  WSYB  reports 
that  within  the  last  three  months 
four  engineers  and  three  announc- 

ers have  gone  into  the  service. 

FLYIXG  OFFICER  L.  R.  BROWX. 
advertising  m,Tna,;;i'r  of  Canadian  Xa- 
tional  Carbon  (_'o.  Ltd.  (  Eveready  bat- 

teries), has  lieen  posred  as  a  naviga- tion instructor  at  the  Royal  Canadian 
Air  Force  station  at  Lochine.  Qne. 
D.  S.  Ross  has  been  appointed  acting 
advertising  manager. 
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(/"       NANCY  GOODE,  Director. KM BC  Happy  Kitchen 

mum  UP 

Many  a  big-time  advertiser 
is  still  smacking  his  lips 
over  the  platters  of  profits 
cooked  up  for  him  in  years 
past  by  the  KMBC  Happy 
Kitchen. 

And  toda^i  with  meal-plan- 
ning, food  preparation  and 

home-making  claiming 
more  and  more  attention 
from  more  and  more 

women —  this  show  is  more 
than  ever  a  GREAT  buy 
for  food  advertisers. 

The  KMBC  Happy  Kitchen 

.  is  Kansas  City's  all-time 
Number  1  participating  pro- 

gram... by  far  the  most  pop- 
ular with  listeners  —  most 

often  used  by  advertisers. 

You'll  be  surprised  at  how 
little  it  costs.  Ask  us  or  any 
Free  &.  Peters  man  for  details. 

KMBC 
■  m  OF  KANSAS  CITYm  JF 

Free  ft  Peters,  Inc.   CBS  Basic  Network 

MILLARD  IRELAND,  news  editor  otj 
WREN,  Lawrence.  Kan.,  is  adjutantl 
of  the  Civil  Air  Patrol's  loealj 
squadron. 
SALLY  KELNER,  graduate  of  Mis- 

sissippi State  College  for  Women,  is 
new  announcer  on  W.TPR.  Greenville,' Miss.  I 
CARLYLP^  STEVENS,  formerly  con- 

tinuity writer  of  KTUL,  Tulsa,  and! 
Don  Brinkley,  formerly  writer  ofl 
WIND,  Chicago-Gary,  have  joined  the 
continuity  staff  of  WGN,  Chicago.  | 

•JOEL  O'BRIEN,  formerly  assistant' 
to  the  radio  playwright  and  ])rodueer, ' Norman  Corwin,  and  now  directing 
Cortvin  Cycle  on  WNYC,  New  York, 
and  Phoebe  Ann  Murray,  who  acted 
as  his  assistant  on  a  series  on  WMCA, 
New  York,  were  married  .July  28  at 
Provincetown,  Mass. 
DON  PRYOR.  of  the  CBS  news  staff 
in  San  Francisco,  has  been  appointed 
director  of  news  and  special  events 
for  CBS  in  that  city. 
PHIL  WOODYAT,  formerly  of  CBS 
news  staff,  San  Francisco,  has  joined 
the  Office  of  War  Information  in  that city. 

.TIM  MOORE,  assistant  program  di- 
rector of  KSFO,  San  Francisco,  re- 
cently joined  the  Army. 

MAURICE  BURCHELL,  announcer 
of  CKY,  Winnipeg,  recently  became 
the  father  of  a  baby  daughter,  .Tudith 
Ann. 
JANE  TRENT,  formerly  of  WCHS. 
Charleston,  W.  Va.,  has  joined 
WSBA,  York,  Pa.,  as  operator  and 
news  announcer. 
CARTER  REYNOLDS,  announcer  of 
KSO-KRNT,  Des  Moines,  has  joined 
the  Army.  Tom  Dyer  of  the  station's 
promotion  dei^artment  expects  to  fol- low Sept.  1. 
ED  HINKLE,  formerly  of  WFDF, 
Flint,  has  joined  the  announcing  staff 
of  WW.I,  Detroit. 
BILL  STEVENS,  formerly  of  WTOL, 
Toledo,  and  WIBC,  Indianapolis,  is 
now  special  events  announcer  of 
WCAR,  Pontiac.  Calhoun  Cartwright 
is  the  station's  news  chief ;  Connie Gilbert,  formerly  of  WBDO,  Orlando, 
and  WKMO,  ,  Kokomo,  Ind.,  is  in 
charge  of  women's  programs  ;  and  Dal- 
ton  Hille  has  joined  WCAR  as  an- 
nouncer-singer. 
HUGH  BRUNDAGE,  Hollywood  an- 

nouncer of  the  weekly  CBS  ■Junior 
Miss  program,  married  Patricia  Etone 
at  Santa  Barbara,  Cal.,  Aug.  8. 

WSpN 

Synonymous  .  .  .  with  667,000 
families  within  its  .1  Mv  m  (d) 

line;  Birmingham  station  "B," 
511,000  families;  "C,"  361,000. 

610 

BIRMINGHAM 
Hcodley-Rccd  Company,  Reps. 

BLUE  NETWORK  and  tAutuai 

''.OB  ARTHUR,  new  to  radio,  has 
Jioined  the  announcing  staff  of  KOAM, 
[Pittsburg,  Kan.  E.  Allen  Hall,  former- lly  of  a  Muskogee,  Okla.,  agency,  has 
jioined  the  continuity  staff.  Dudley IMorris,  KOAM  announcer,  on  Aug.  7 
jmarried  Mary  Margaret  Leighton. 
BERT  CRAIG  and  Bill  Shackleford 
jwill  leave  WCBI,  Columbus,  Miss., 
jabont  Sept.  1  to  resume  studies  at 
|Millsai)s  College.  Sid  Clawson,  Missis- 
Jsiiipi  State  student,  will  replace 
jShaekleford  and  .Tohn  Brinn,  newscast- 

er, will  absorb  Craig's  duties. 
[RONALD  DAWSON,  production  man 
formerly  of  W.ISV,  WOL,  Washing- 
Iton,  West  Virginia  Network,  and 
iWHBF,  Rock  Island,  111.,  has  joined 
the  Army  Air  Force. 

IffiGEORGE  ROBERTSON,  announcei 
iirof   CKY,   Winnipeg,   has  joined  the 
iP  Royal    Canadian    Air    Force.  Gerry ;*J,  Broadbent,   announcer  of  CKY,  has 

joined  the  Royal  Canadian  Navy,  and 
f  Norm    Mieklewright,    announcer  of 
CKX,  Brandon,  Man.,  has  been  trans- i;  ferred  to  the  same  position  at  CKY. 
FRED  HAYWARD,  announcer  of 
CFRB,  Toronto,  joined  the  Royal  Ca- nadian Corps  of  Signals  recently. 

ALLAN  H.  MILLER,  formerly  pro- 
gram director  of  WTOL,  Toledo,  and 

more  recently  of  the  WTOL  sales  staff, 
has  been  named  program  director  of 
WCAR,  Pontiac,  Mich. 
DICK  TRIPP,  of  WHB,  Kansas 
City,  and  .Johnny  Ryan,  of  KTHS, 
Hot  Springs,  Ark.,  have  joined  an- nouncing staff  of  KYOO,  Tulsa. 
TED  BUBWELL.  has  become  pro- 

gram director  of  WGBR.  Goldsboro. 
N.  C.  Bob  Nelson,  formerly  of  WOV, 
WNYC  and  WBYN,  New  York,  has 
joined  the  announcing  staff.  Don  Britt, 
U  of  North  Carolina  student,  is  sum- mer relief  anouncer. 
FRED  TEMPLE,  formerly  of  WFIL, 
Philadelphia,  has  ioined  the  announc- 

ing staff  of  WSUN,  St.  Petersburg, 
Fla.  Howard  Donahoe,  program  di- 

rector of  WSUN,  has  resigned. 
.TOHN  BARTLETT.  formerly  of 
WGRM,  Greenwood,  Miss.,  and 
WDSU,  New  Orleans,  has  joined  the 
announcing  staff  of  WINX,  Washing- ton. Barton  Fellowes,  formerly  of 
WITH,  Baltimore,  and  WABC,  New 
York,  is  also  a  new  WINX  announcer. 
HAL  SAWYER,  announcer  of  KNX, 
Hollywood,  has  resigned  to  join  the 
OWI  radio  division  and  is  stationed 
in  San  Francisco. 

MAC  C.  MATHBSON,  formerly  traf- 
fic manager  of  KOY,  Phoenix,  and  the 

Arizona  Network,  is  taking  technical 
radio  training  at  Scott  Field  Army 
School. 
RUTH  MARY  MORTON,  continuity 
editor  of  WBOW,  Terre  Haute,  Ind., 
has  joined  the  WAAC's  at  Fort  Des Moines,  la. 
WALLY  SANDACK,  newscaster- 
announcer  of  KSL,  Salt  Lake  City,  is 
the  father  of  a  baby  girl.  Mrs.  San- 
dac'k  Is  the  former  Jerry  Lane, 
woman's  commentator. 

WOODIE  HATTIC,  agriculture  di- 
rector of  WWL  New  Orleans,  has 

been  named  Sporfstime  reporter  on  the 
Falstaff  Brewing  Corp.  1.5-minute 
daily  sport  show  on  that  station. 
BOB  KAUFMAN,  chief  announcer  of 
WISR,  Butler,  Pa.,  has  enlisted  in 
the  Army  Air  Forces.  Another  an- nouncer, Dick  Koch,  will  soon  leave 
for  the  Army.  Everett  H.  Neill,  WISR 
program  director,  has  been  named 
musical  director  of  the  Butler  Fair. 

CHARLIE  BUCK,  announcer  of 
KDYL,  Salt  Lake  City,  is  the  father 
of  a  baby  boy  born  recently. 

ED  HIGGINS,  announcer  of  WDNC, 
Durham.  N.  C,  has  enlisted  in  the 
Army  Air  Forces. 

JOE  CRYSDALE,  former  announcer 
of  CKOC,  Hamilton.  Ont.,  has  joined 
the  announcing  staff  of  CKCL,  To- ronto. 

Mr.  Anderson 

Andy  Anderson  Leaves 
KTAR  To  Join  Air  Force 

ANDY  ANDERSON,  chief  tech- 
nician and  chief  announcer  of 

KTAR,  Phoenix,  recently  enlisted 
in  the  Army  Air  Force  and  is  cur- rently on  duty  at 

Mather  Field,  Cal. 
Well  -  known  in Arizona  radio, 
Mr.  Anderson 

built  the  state's first  commercial 
station  KFAD, 
now  KTAR. 

With  15  years 

as  a  sportsman- 
pilot  he  will  like- ly serve  as  a  fly- ing instructor.  Harold  Haughawout, 

plant  superintendent,  will  replace 
him  for  the  duration.  With  Ander- 

son's enlistment  the  station  now 
has  four  men  in  the  service:  Mar- 

vin Lan,  commercial  department,  is 
in  California  training  to  be  a  glider 
instructor;  Myron  Drake,  news- 

caster, is  stationed  at  Williams 
Field,  Ariz.,  a  member  of  the  per- 

sonnel staff;  Paul  Giroux,  musical 
director,  is  in  the  recruiting  service 
at  Phoenix. 

GRACE  KINZEL,  formerly  in  BLUE 
public  service,  has  replaced  Alice 
Lovejoy  as  a  reader  in  the  script 
division  and  assistant  to  Edmond 
Stevens.  Miss  Lovejoy,  a  licensed  solo 
flyer,  resigned  to  join  Piper  Aircraft 
as  a  clearance  officer  on  the  flying 
field. 
FORD  BOND,  NBC  staff  announcer 
since  1929,  has  resigned.  He  will  con- 

tinue his  cpmmercial  network  pro- 
grams as  a  free-lance.  For  several 

years.  Bond,  one  of  radio's  best- known  announcers,  teamed  with  the 
late  Graham  McNamee  in  sports  an- nouncing. 

JOHN  FRAZEB,  announcer  of  NBC 
Hollywood,  is  the  father  of  a  girl, 
Barbara  Blanche,  born  Aug.  9. 
BARONESS  de  POLBNZSKE, 
known  as  Helena,  woman's  news  com- 

mentator who  has  recently  been  con- 
ducting Women  in  the  News  of  the 

War,  on  WBNY,  Brooklyn,  has  re- 
signed from  the  station.  She  will  con- tinue as  a  commentator  but  has  not 

announced  future  plans. 

WARREN  H.  AUGUSTINE,  for- 
merly a  display  man  of  Cleveland, 

has  joined  the  announcing  staff  of 
WIBm,  Jackson,  Mich. 
BILL  ANSON,  announcer  of  WGN, 
Chicago,  on  July  18  married  Gerald- ine  Manus,  Chicago  dancer. 

HUGH  CHAMBERS,  from  Tennes- see, has  joined  the  announcing  staff 
of  WIP,  Philadelphia,  succeeding 
Bill  Campbell. 
CARLTON  BECK,  staff  announcer 
of  KOMA,  Oklahoma  City,  is  to  join 
WKBW,  Buffalo. 
RUSSELL  HORGAN  and  Janet 
Strugnell  have  resigned  from  the  ac- counting department  of  KYA,  San Francisco. 

r 
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BETTY  ROBERTS 

BETTY  ROBERTS  start
ed  her 

seventh  year  recently  as  staff 
lecturer  of  WJBK,  Detroit, 
with  her  schedule  book  al- 

most solid  up  to  April,  1943.  She 
appears  before  school,  civic  and 
service  groups,  w^omen's  organiza- 

tions and  businessmen's  luncheon clubs  within  a  radius  of  100  miles 
of  Detroit.  Besides  campaigning 
against  racial  and  religious  intoler- 

ance, she  describes  the  contribu- 
tions of  various  foreign-language 

groups  to  American  civilization, 
and  promotes  the  work  which  is  be- 

ing done  among  these  groups  to 
speed  their  assimilation  into  the 
American  social  structure. 

Since  September,  1941,  when  re- 
quests for  lectures  of  this  type  be- 

gan to  make  heavy  demands  upon 
Miss  Roberts'  time,  she  has  deliv- 

ered 134  of  them,  according  to 
James  F.  Hopkins,  WJBK  manager. 

Man  Bites  Bear 

RALPH  MARVEN,  farm 
commentator  of  Canadian 
Broadcasting  Corp.,  Halifax, 
killed  a  bear  recently  while 
berry-picking  near  Nichols- 
ville,  N.  B.  Marven,  con- 

valescing from  a  sprained 
ankle,  was  carrying  a  crutch 
when  the  bear  came  through 
the  bushes.  Marven  rammed 
his  crutch  into  the  bear's 
mouth,  puncturing  its  wind- 
pipe. 

Newsrooms  Divided 
SEPARATE  newsrooms  have  been 
set  up  by  WRC  and  WMAL,  Wash- 

ington, with  division  of  NBC  and 
BLUE  quarters  in  the  capital's  Ra- 

dio Center.  William  R.  P.  Neel, 
WMAL  news  editor,  has  appointed 
Pete  Cousins  as  assistant  news 
editor.  The  station  is  using  full 
AP  and  UP  services.  Peter  J. 
Hawkins  has  joined  the  WRC  news 
staff  under  Leif  Eid,  news  editor. 
He  comes  from  WWDC,  Washing- 

ton, and  before  that  was  with 
WBTM,  Danville,  Va.  WRC  is  us- 

ing AP,  UP  and  INS  news. 

A  RUG  CLEANING  JOB  BY  RADIO 

Philadelphia  Storage  Firm  Credits  Success 

 Of  Department  to  Air  Promotion  
SATISFIED  that  radio  has  proven 
itself  by  far  the  best  medium  of 
advertising — radio  producing  defi- 

nite traceable  results  for  his  com- 
pany— George  H.  Hendricks,  man- 

ager of  the  rug  cleaning  depart- 
ment of  Miller  North  Broad  Stor- 

age Co.,  Philadelphia,  recently  an- 
nounced the  renewal  of  a  daily 

quarter-hour  at  5:45  p.m.  on  WIP, 
Philadelphia.  The  account  is  han- 

dled by  Cox  &  Tanz,  Philadelphia. 
"Miller  North  Broad  is  now  go- 

ing into  their  third  consecutive 
year  on  WIP,  and  this  media  has 
proved  itself  by  far  the  best  in  re- 

sults over  all  other  types  our  com- 
pany has  used  since  the  inception 

of  our  rug  cleaning  department  in 
1933,"  said  Mr.  Hendricks. 

The  company,  founded  in  1894 

by  George  M.  Miller  Sr.,  and  now 
operated  by  his  son,  Buell  G.  Mil- 

ler, has  grown  into  one  of  the  most 
modern  and  lai'gest  companies  of 
its  kind  in  Pennsylvania.  Rug  clean- 

ing is  the  newest  addition  to  Miller 
North  Broad's  various  departments, 
and  the  radio  program  is  used  ex- 

clusively for  that  phase  of  the 
firm's  activities. 

Quite  unpretentious  when  this 
department  was  started  back  in 
1933,  radio  has  played  a  major  role 
in  its  expansion.  The  company  has 
enlarged  it  each  succeeding  year 
after  it  installed  its  first  electric 

rotary  brush,  a  wringer,  and  a  21- 
pole  conveyor  drying  room.  When 
Miller  North  Broad  decided  to  add 
radio  to  their  other  media,  it  was 
confronted  with  the  problem  of  ac- 

quainting the  public  with  the  open- 
ing of  its  rebuilt  North  Broad 

Street  plant.  Delay  in  completion 
of  renovation  of  this  rebuilt  ware- 

house made  it  impossible  to  pre- 
pare copy  for  direct  mail,  car  cards, 

newspaper  and  other  types  of  media 
formerly  used.  It  consulted  the  Cox 
&  Tanz  advertising  agency,  who  in- 

terested the  firm  in  radio  and  cre- 
ated Down  Memory  Lane,  a  musi- 

cal feature  combining  the  old  re- 
frains and  modern  rhythm  compo- 

sitions. 
The  results  have  been  gratifying 

from  the  start,  said  Buell  G.  Miller, 

president  of  the  firm,  "so  much  so, 
that  now  we  are  practically  depend- 

ing on  this  medium  of  advertising, 
and  only  use  the  telephone  direc- 

tory and  some  direct  mail  as  sup- 

plementary media." 
JOHN  GUEDEL,  radio  director  of 
Dan  B.  Miner  Co.,  Los  Angeles,  has 
sold  an  original  screenplay,  titled 
"Tornado",  to  Pine-Thomas  Produc- tions. 

HAT'S  what  it  takes,  and  that's  what  WSIX  delivers  over  the 
Nashville  area. 

You  cover  the  rich  Nashville  market  forcefully,  clearly  and  ade- 
quately over  a  station  which  has  long  enjoyed  a  unique  spot  in 

local  listener  preference. 

With  rates  still  unchanged  from  the  old  250-watt  rate  card,  this 

is  a  "buy"  that  will  greatly  lower  your  advertising  cost  ratio. 
SPOT  SALES,  INC.,  NATIONAL  REPRESENTATIVES 

5000 

WATTS 

JOAN  BISHOP,  music  expert  of 
The  Quiz  Kids  and  singer  of  operatic 
arias,  recently  composed  an  unpult- 
lishfd  cowboy  song  titled  "Montana 
Anna". 

980 
KILOCYCLES 

NASHVILLE.  TENN. 
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MR.  RADIO  EXECUTIVE: 

Your  time  is  valuable 

while  you're  in  New 
York.  That's  why  we 
want  you  to  stay  with 
us  at  the  Roosevelt. 

You'll  be  only  a  few 
steps  from  your  repre- 

sentative, your  network 
and  the  radio  agencies. 
Our  private  passageway 
from  Grand  Central 
Station  leads  right  to 
the  lobby  where  you 
can  register  for  a  com- 

fortable room  and  bath 
from  14.50. 

Our  Men ' s  Bar  is 
radio-famous  and  the 
meals  are  delicious 
whether  you  eat  in  the 
Grill,  the  Colonial 
Room  or  the  Coffee 

Shop.  There  is  dancing 
in  the  Grill  every 
evening  except  Sunday. 

HOTEL 

MADISON  AVE.  AT  45th  ST.,  NEW  YORK 
BERNAM  G.  HINES,  Monogmg  Director 

JACK  WILCHER,  appointed  last 
siiring  as  radio  executive  of  Badger, 
Browning  &  Hersliey,  New  Yorlv,  now 
liandles  writing  and  directing  for  the 
lirni's  radio  accounts.  Previously  a freelance  director,  Wilclier  directed 
XBC  shows,  including  Fahlcs  for  Fun. 
lie  started  off  liis  radio  career  as 
singer-announcer  of  WHB,  Kansas 
City,  and  KMOX,  St.  Louis. 

WILLIAM  HARTMAN,  assistant  di- rector of  research  of  Wm.  Esty  &  Co., 
New  York,  has  joined  the  Army  as  a 
volunteer  officer  candidate. 

T.  L.  ANDERSON,  managing  direc- 
tor of  Cockfield  Brown  &  Co.,  Toronto, 

lias  been  named  chairman  of  the  radio 
section  of  the  Adv.  Agencies  of  Can- 

ada, an  organization  of  all  Canadian 
agencies  handling  Government  wartime 
advertising  and  publicity  campaigns. 
He  succeeds  E.  W.  Reynolds,  of  E.  W. 
Reynolds  &  Co.,  Ltd.,  Toronto,  chair- man of  the  Advertising  Agencies  of 
Canada  and  president  of  the  Canadian 
Assn.  of  Adv.  Agencies. 

PAUL  RICKENBACHER,  Holly- 
wood talent  buyer  of  J.  Walter  Thomp- 

son Co.,  has  resigned  and  will  an- nounce a  new  affiliation  soon. 

LAWRENCE  RAYMOND,  owner  of 
L.  Raymond  Co.,  Los  Angeles  agen- 

cy, has  discontinued  his  firm  for  the 
duration  and  in  mid-August  reported 
for  Navy  duty  as  a  lieutenant  senior 

grade. 
HELEN  F.  BOND,  former  space  buy- 

er of  Cowan  &  Dengler,  New  York 
agency,  has  been  appointed  account 
executive  to  succeed  H.  Hawley  My- 

ers who  has  been  commissioned  a  sec- 
ond lieutenant  in  the  Army  Air  Force. 

She  will  also  direct  the  media  de- 
partment. 

Charlotte's  Own  Station 

— bringing  you  Tommy  Dorsey  tonight  at  10:30 — 

That's  a  station-break — 

W  H  A  T  ? 

Oh — Just  another  WSOC  showmanship  service — 

and  that  goes  on  all  day — every  break — to  build 

more  listeners  for  every  show! — Just  another  way 

WSOC  keeps  'em  listening! 

NATIONAL  REPRESENTATIVES 

HEADLEY-REED  CO. 

NEW  YORK  —  CHICAGO 
DETROIT  —  ATLANTA 

SAN  FRANCISCO 

1240KC—  WSOC-^BC  Red 

AVERAGE  MAN'S  life  in  war- 
time Gotham  is  described  by  Sid- 
ney Garfield,  of  Hirshon-Garfield 

Inc.,  New  York,  in  a  five-weekly 
series  on  WJZ,  New  York,  that  has 
aroused  keen  interest  among  per- 

sons eager  for  a  new  slant  on  life 
in  the  metropolis. 

LAWTON  CAMPBELL,  formerly 
New  York  radio  director  of  Ruth- 
rauff  &  Ryan,  has  been  commissioned 
a  major  in  the  Army  Quartermaster Corps. 

WALTER  S.  HAYNES.  account  ex- 
ecutive of  Kenyon  &  Eckhardt,  New 

York,  has  resigned  to  join  the  Navy 
as  a  lieutenant. 

RUBIN  &  LESSER,  New  York,  have 
moved  to  larger  quarters  at  341  Madi- son Ave.  Telephone  is  Murray  Hill 3-1267. 

ALBERT  WOODLBY.  vice-president 
of  Caples  Co.,  New  York,  has  been 
elected  executive  vice-president  of  the 
agency. 
LIOWARD  F.  BAKER,  vice-president 
of  Baker  Adv.  Agency,  Toronto,  has 
been  appointed  deputy  administrator 
of  wholesale  trade  in  the  Wartime 
Prices  &  Trade  Board,  Ottawa.  R.  C. 
Baker,  director  and  account  executive 
of  the  same  agency,  has  joined  the 
Royal  Canadian  Artillery. 
WILLIAM  JENKINS,  president  of 
William  .Jenkins  Adv.  Agency,  Phil- 

adelphia, has  been  assigned  to  Army 
Air  Force  Intelligence.  He  reported 
for  duty  last  week,  commissioned  a 
captain,  at  Miami  Beach. 
ISABEL  COSS,  formerly  manager 
(if  advertising  production  of  the  Unit- ed States  Lines  and  Panama  Pacific 
Line  in  New  York  has  joined  A.  E. 
Nelson  Co.,  San  Francisco. 
ROBERT  LONGENECKER,  Holly- 

wood radio  director  of  Myron  Selz- 
nick  Ltd.,  talent  service,  and  Ruth 
Ilussey.  film  actress,  were  married 
Aug.  9  at  Pala,  Cal.  He  is  being  in- ducted into  the  Army  next  week. 

ROBERT  McKBAN,  production  man- 
ager, and  Hubert  F.  Townsend, 

vice-president  in  charge  of  the  art 
department  of  Sherman  K.  Ellis  & 
Co.,  New  York,  are  leaving  the  firm  to 
enter  Government  Service.  Succeeding 
McKean  will  be  Kennedy  Crumrine, 
assisted  by  Joseph  Cushio. 
LESTER  SCHROEDER  has  re- 

signed as  radio  time  buyer  of  Comp- 
ton  Adv.,  New  York,  to  join  the  time 
buying  staff  of  the  Chicago  office  of 
Blackett-Sample-LIummert.  Schroeder 
has  previously  worked  in  the  New 
York  oflice  of  B-S-H. 

Bates  Staff  Is  Enlarged 

To  Handle  New  Business 

FOLLOWING  the  recent  an- 
nouncement that  Ted  Bates  Inc., 

New  York,  on  Sept.  1  would  han- dle advertising  for  Royal  Desserts, 

Baking  Powder,  Fleischmann's gin  and  whiskies,  all  portions  of 
the  Standard  Brands  account,  the 
agency  has  announced  additions  to 
its  personnel. 
William  Kearns,  former  vice- 

president  of  H.  W.  Kastor  &  Sons, 
New  York,  will  be  vice-president at  Ted  Bates  for  contact  work  on 

Royal  products;  Leo  E.  Kirby,  for- merly of  L.  H.  Hartman  Co.,  New 
York,  will  handle  contact  work  on 
Fleischmann  products,  and  George 
Roche,  of  Benton  &  Bowles,  will 
be  in  the  art  department.  Also 
joining  Ted  Bates  last  week  as  a 
space  buyer  was  William  Dekker, 
formerly  with  the  New  York  Her- 

ald-Tribune and  previously  in  the 
media  department  of  Procter  & 
Gamble  Co.,  Cincinnati. 

Agriculture  Ad  Agency 

Buys    Ithaca  Building 
AGRICULTURAL  Advertising  & 
Research  Inc.,  Ithaca,  N.  Y.,  will 
move  into  new  quarters  about  Oct. 

1,  Roy  H.  Park,  president,  an- nounced in  disclosing  purchase  of 
the  three-story  White  Studio  Bldg., 
at  306-08  State  St.  The  building- 
will  also  provide  office  for  the  Agri- cultural News  Service  and  for  the 
Cooperative  Digest,  a  monthly  mag- 

azine now  published  in  Ithaca,  for- 
merly published  in  Raleigh. 

Listed  among  the  clients  of  the 
agency  is  the  Cooperative  G.  L.  F. 
Exchange  of  Ithaca.  Other  clients 
are  located  from  New  England  to 
North  Carolina.  Also,  the  agency 
provides  a  nationwide  syndicated 
advertising  service  for  agricultural 
accounts.  Production  manager  of 
the  agency  is  Ralph  W.  Seymour, 
former  owner  of  the  Houde-Sey- 
mour  Art  Agency,  Syracuse,  who 
joined  the  company  in  May. 

Trautman  Named 

H.  B.  (Bud)  TRAUTMAN  suc- 
ceeds Virginia  Bothwell  as  radio 

director  of  W.  Earl  Bothwell,  Pitts- 
burgh agency.  Miss  Bothwell  has 

been  transferred  to  consumer  re- 
search. Formerly  continuity  direc- 

tor of  WWSW,  Pittsburgh,  and 
writer-producer  of  the  Horace 
Heidt  Treasure  Chest,  Mr.  Traut- 

man joined  the  agency  several 
months  ago  as  copy  writer  and  pub- 

licity director.  The  Bothwell  agen- 
cy has  also  appointed  Jean  Al- 

bright assistant  art  director,  to 
replace  George  Platacz  who  enlisted 
in  the  Marine  Corps. 

Swann  Named  V.-P. 
EDWIN  D.  SWANN,  for  several 
years  in  charge  of  the  Schenley  Dis- tillers account  for  Lord  &  Thomas, 
New  York,  has  been  appointed  a  vice- 

president. 

WIS 

5000  Watts  Day  ■ 
560  KC 

COLUMBIA,  S.  C. 

-  5000  Watts  Night »  NBC  Red 

Ask  your  Agency  to  ask  the  Colonel! 
^FREE  6-  PETERS,  Inc.,  Nationol  Representatives 
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Clevenger  Named 

FCC    Press  Chief 

Former    BMI    Official  Gets 

Gillingham's  Position 
SELECTING  a  man  with  practi- 

cal newspaper,  advertising-agency, 
public  relations  and  radio  experi- 

ence, the  FCC  last  Tuesday  an- 
nounced the  appointment  of  Rus- 

sell R.  Clevenger,  New'  York,  as director  of  information  to  fill  the 
vacancy  created  by  the  call  to  ac- 

tive duty  in  the  Chemical  Warfare 
Service  of  Capt.  George  O.  Gilling- 
ham.  He  will  serve  during  Capt. 
Gillingham's  absence,  which  is 
presumably  for  the  duration. 

Well  known  in  the  broadcasting 
industry  because  of  his  service  as 
public  relations  director  of  BMI 
from  1940  until  last  March,  Mr. 
Clevenger,  is  now  on  leave  of 
absence  from  Albert  Frank- 
Guenther  Law,  New  York  Adver- 

tising Agency,  of  which  he  is  vice- 
president.  Since  last  March  he  has 
been  a  consulting  expert  to  the 
Secretary  of  the  Treasury,  but  has 
fulfilled  that  mission. 

Wide  Experience 

Since  Capt.  Gillingham's  call  to 
active  service  last  April,  Edgar 
Jones,  former  Washington  news- 

paperman, has  been  acting  head  of 
the  Information  Dept.  He  becomes 
assistant  to  Mr.  Clevenger. 

Mr.  Clevenger  was  a  member  of 
the  New  York  Times'  staff  for  five 
years,  and  served  in  Europe  for  the 
newspaper.  He  received  his  B.A. 
degree  and  B.Litt.,  from  Columbia 
U.  He  was  born  in  1899  in  Wil- 

mington, O. 
Among  the  firms  Mr.  Clevenger 

has  advised  during  the  last  few 
years  in  public  relations  are  War- 

ner Bros.;  Texas  Corp.;  Crucible 
Steel;  Dow  Chemical;  New  Jersey 
Central;  Baltimore  &  Ohio;  Con- 

solidated Edison;  National  Power 
&  Light;  Virginia  Public  Service; 
Columbia  Gas  &  Electric;  Chase 
National  Bank;  Marine  Midland 
Trust  Co.;  New  York  Curb  Ex- 

change and  the  Automatic  Phono- 
graph Mfrs.  Assn. 

When  BMI  was  organized  for  its 
all-out  fight  with  ASCAP,  three 
years  ago,  Mr.  Clevenger  was  re- 

tained as  its  public  relations  direc- 
tor, and  established  offices  in  New 

York.  He  directed  its  operations 
until  last  March,  after  peace  had 
been  made  with  ASCAP  on  radio's 
terms. 

Wickett  Promoted 

MARTIN  DEANE  WICKETT, 
formerly  in  charge  of  radio  pro- 

duction for  Erwin,  Wasey  &  Co., 
New  York,  has  been  appointed 
assistant  radio  director  of  that 
agency  by  E.  J.  Fitzgerald,  vice- 
president  in  charge  of  radio.  Mr. 
Wickett  in  his  new  post  will  as- 

sume responsibility  for  operation 
of  the  radio  department. 

"STA]MP  JIAN."  an  anonymous  per- sonality on  KVOO.  Tnlsa,  was  award- 
c'l  (1h!  Oklahoma  I'liilatclic  Society's 
"T<i  j,'ion  of  Honor"  medal,  given  an- nually to  the  person  who  contributes 
most  Id  the  hobby. 

COMBINING  FORCES  to  recruit  20,000  Army  Aviation  Cadets  in  the 
Chicago  area  before  1943,  Chicago  advertising  men  on  the  Air  Force 
Sponsors,  a  civilian  committee,  ai'e  helping  to  lay  out  the  campaign  in 
which  radio  will  play  a  large  part.  Present  at  this  confab  are  (1  to  r): 
Sterling  E.  Peacock,  N.  W.  Ayer  &  Son;  J.  H.  Kelly,  Roche,  Williams  & 
Cunnyngham;  John' J.  Louis  of  Needham,  Louis  &  Brorby,  chairman  of the  advertising  committee;  Frank  L.  Rand,  business  manager  of  Air 
Force  Sponsors;  Capt.  Thomas  W.  DeMint,  Army;  Horace  0.  Wetmore, 
First  National  i?ank,  treasurer;  A.  H.  Gunn,  of  J.  Walter  Thompson  Co. 

Radio  Is  Declared  Aid 

In  Delinquency  Problem 
RADIO  PROGRAMS  were  cited  by 
Justice  Juvenal  Marchisio  as  a 
means  of  combating  juvenile  delin- 

quency, in  a  judgment  on  a  recent 
case  brought  before  hlra  in  New 
York  City's  Domestic  Relations 
Court.  The  Goldbergs,  CBS  serial 
sponsored  by  Procter  &  Gamble, 
was  given  as  an  example  of  the 
type  of  program  to  which  child 
offenders  should  be  encouraged  to 
listen  "because  it  has  consistently 
in  a  very  entertaining  and  attrac- 

tive program,  included  lessons  of 
kindness,  courtesy,  and  helpfulness 

to  one's  neighbors." Pointing  out  that  most  juvenile 
court  judges  recommend  books  for 
reading  during  probation  and  re- 

habilitation periods,  he  stated  "so 
it  would  be  well  if  they  would  rec- 

ommend those  radio  programs  that 
would  convey  to  the  child,  albeit  he 
may  be  unconscious  of  the  fact, 
lessons  of  morality  and  good  con- 

duct." 

m 

|[d)  EGINNING  as  Arizona's  FIRST  licensed  broadcasting  station  KTAR's  leadership 

^J^jhas  been  continuous  since  June  21,  1922.  Too  numerous  to  mention  are  the  FIRSTS 

that  have  been  scored  by  this  pioneer  producer  of  the  best  in  radio.  By  every  comparison 

it  pays  to  prefer  the  listeners'  choice  in  Arizona  —  KTAR,  Phoenix. 

wUgana.  BROADCASTING  CO.Sne. Represented  Nationally  by 

New  Yor^ 
Chicago 

Detroit San  Francisco Los  Angele& 

with  the 
PHOiNIX 

mpuBuc 
GAKTTt 
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THE  VOICE  OF-)&dsSISSIPPI 

MISSISSIPPI  MAKES 

TWO-WAY  GAIN  ! 

Business  activity  throughout  Mis- 
sissippi is  approximately  20% 

ahead  of  1941. 

Farm  income  average  gain  is 
nearly  100%  ahead  of  1941. 

Invest  your  ad  ertising  dollars 
with  WJDX — dominant  radio  sta- 

tion in  the  growing  Mississippi 
market. 

Member  of  Southcentrai 
Quality  Network 

WJDX    -    ■WTVIC    -    WSMB    -  KAHh WMC  - 
KWKn 

WSMB 
KTBS 

Fulton  Lewis  Guests 

GOVERNMENT  officials  are 
pinch-hitting  for  Fulton  Lewis 
jr.,  MBS  news  analyst,  while  he 
takes  a  short  vacation  starting 
Aug.  17.  Scheduled  for  the  first 
week  in  the  7  p.m.  MBS  period 
are:  Paul  V.  McNutt,  Federal  Se- 

curity Administrator,  and  Chair- 
man, War  Manpower  Commission; 

Claude  Wickard,  Secretary  of  Ag- 
riculture; Leon  Henderson,  Fed- 

eral Price  Administrator;  Sol 
Bloom,  New  York  Congressman; 
and  Adm.  Emory  Land,  head  of 
the  U  .S.  Maritime  Commission. 
Others  to  be  heard  the  following 
week  are:  Senator  Alben  W.  Bark- 
ley  (D.),  Kentucky;  and  Donald 
Nelson,  WPB  Chairman.  Actress 
Helen  Hayes  will  also  appear  in 
the  series.  No  dates  have  been  set 
for  the  second  week's  guests. 

WCAE  Staff  Members 

Active  in  Defense  Roles 
STAFF  MEMBERS  of  WCAE, 
Pittsburgh,  are  devoting  spare  time 
to  a  wide  variety  of  defense  activi- 

ties, including  study  of  skilled 
trades,  and  of  aviation. 

Three  men  are  neophite  pilots. 
They  are  Clif  Daniel,  program  di- 

rector; Bill  Schroeder,  sales  man- 
ager, and  Tom  Tomb,  salesman.  In 

addition,  Clif  Daniel  and  Bob  Don- 
ley, announcer,  are  studying  celes- 
tial navigation  at  Buhl  Plane- 

tarium, and  Daniel  is  taking  a 
course  in  aerodynamics  at  Pitt  U. 

Those  studying  skilled  trades  are 
Jim  Schultz,  chief  engineer,  taking 
electronics  at  Pitt;  Tom  Tomb,  tak- 

ing Pitt's  radio  course;  Bill 
Schroeder,  machine  shop  training 
at  Allegheny  High  School;  Ray 
Spencer,  announcer,  arc  welding  at 
Connelly  Trade  School. 

Bill  'Thieman,  continuity  writer, 
is  a  member  of  the  Pennsylvania 
Reserve  Defense  Corps. 

Any  Bonds  Today? 
DESIGNATED  as  an  official 
sales  agency  for  war  bonds 
and  stamps,  WMCA,  New 
York,  is  not  only  using  plugs 
on  daily  news  and  commen- 

taries and  sportscasts,  but 
has  also  designated  Art 
Green,  of  the  staff  as  official 
bond  salesman.  All  programs 
on  the  schedule  will  be  inter- 

rupted from  time  to  time  for 
Green's  sales  messages. 

REX  DAVIS 

THREE  TIMES  DAILY 

JOHN  F.  HIGGINS 

BUFFALO'S  "fighting-e
st"  ad- 

vocate of  radio  is  John  F. 
Higgins.  If  anyone  expresses 
even  a  suspicion  of  doubt  as 

to  the  power  of  radio  advertising, 
Jack  explodes  into  action  with  a 
barrage  of  facts  and  figures  which 
leaves  the  doubter  speechless. 
As  a  result,  the  intensity  of 

Jack's  convictions  and  the  sincerity 
with  which  he  gives  voice  to  them 
have  made  radio  converts  of  more 
than  one  dyed-in-the-wool  news- 

paper advertiser  —  much  to  their 
profit  and  delight. 

For  the  last  two  years,  Jack  has 
been  devoting  his  energies  to  the 
job  of  radio  director  and  timebuyer 
of  Baldwin  &  Strachan  Inc.,  one  of 
Buffalo's  principal  advertising 
agencies — so  much  so,  in  fact,  that 
many  of  the  more  important  radio 
accounts  in  Western  New  York,  in- 

cluding the  largest  radio  advertiser 
in  that  area,  are  now  on  the  Bald- win &  Strachan  roster. 

Partly  because  of  previous  de- 
partment store  experience,  and 

partly  because  he  has  originated 
several  new  methods  of  radio  adver- 

tising treatment.  Jack  has  attract- 
ed special  attention  in  the  depart- 

ment store  field.  He  recently  at- 
tended the  NAB  convention  in 

Cleveland  and  was  the  center  of 
much  interrogation  by  a  number  of 
men  interested  in  this  phase  of  ra- 

dio advertising.  Along  with  this  de- 
partment store  activity,  national 

spot  radio  is  also  being  given  seri- ous attention. 
Before  joining  Baldwin  & 

Strachan,  Jack  was  commercial 
representative  for  several  years  of 
WEBR,  Buffalo,  having  "gradu- 

ated" into  radio  from  a  sales  pro- 
motion position  with  the  B.  F. 

Goodrich  Tire  &  Rubber  Co.,  Buf- falo. 

Born  in  Ottawa,  Canada,  Oct.  7, 
1911,  he  has  resided  in  Buffalo  most 
of  his  life.  He  attended  the  U  of 
Buffalo  but  did  not  wait  for  a  de- 

gree, leaving  school  in  1932 — his 
junior  year.  On  Sept.  17,  1938,  he 

UPTON  CLOSE  HITS 

CHANDLER  ATTACK 

NOTING  a  report  in  Broadcast- 
ing (Aug.  3)  of  a  speech  by  Sena- 
tor Chandler  (D-Ky)  attacking 

him  for  a  recent  broadcast,  Upton 
Close,  NBC  West  Coast  commen- 

tator, in  a  letter  last  week  took 
exception  to  Chandler's  statement 
that  "it  was  a  pity  that  we  are 
subject  to  'smearing'  by  commen- tators who  go  on  the  air  nightly 
to  advertise  a  soap,  a  perfume,  or 

some  other  such  article  .  .  ." Mr.  Close  explained  that  his  own 
statement  that  Chandler  asked 
$50,000  for  an  Alaskan  inspection 
trip  was  based  on  national  news 
wire  reports.  "It  is  the  universal 
custom  of  editors  and  radio  news- 

men to  accept  such  wire  service  re- 
ports at  their  face  value,"  he  wrote. "It  would  seem  to  me  your  report, 

being  made  on  grounds  of  accuracy 
of  this  report,  rather  than  the  com- 

ment made  about  it,  should  be  tak- 

en up  with  the  wire  services." Mr.  Close  added  "I  have  every 
wish  to  be  fair,  and  I  have  the  high- 

est respect  for  the  Congress  of  the 
United  States  ...  I  do  believe  and 
maintain  that  the  proposals  of  a 
public  official  are  subject  always 
to  comment  and  criticism.  I  can 
hardly  believe  that  a  public  servant 
of  your  experience  would  differ  with 

this  thought." ARRL  Code  Textbook 

BOOKLET  titled  Learning  the  Ra- 
diotelegraph Code  has  been  pub- 

lished by  American  Radio  Relay 
League,  national  association  of 
amateur  radio  operators  to  guide 
students  of  radiotelegraphy  train- 

ing for  war  jobs.  Written  by  John 
Huntoon,  acting  communications 
manager  of  ARRL,  the  publication 
treats  code  as  a  language  with  pe- 

culiar pronunciation  and  syllables. 
Text  advises  aural  approach  to  the 
code,  also  contains  material  on 
sending,  high  speed  operation, 
copying  on  typewriter. 

ANNOUNCEMENTS  urging  listen- 
ers to  lower  the  volume  of  their  ra- 

dios so  defense  workers  may  rest  are 
made  on  a  series  inaugurated  by 
WCAE,  Pittsburgh. 

married  Eleanor  Kathleen  Norton, 
of  Middletown  Springs,  Vt.  They 
have  one  child,  a  daughter  nearly 
one,  named  Patricia  Kathleen. 

His  hobbies  are  badminton  and 
writing,  both  of  which,  he  says,  he 
does  none  too  well. 

Owned  and  Operated  By 

LAMAR 
LIFE  INSURANCE 

COMPANY 
JACKSON,  MISSISSIPPI 
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Union  Technicians 

Quit  WCOV  Posts 
Station  Continues  Operating, 
Calls  Demands  Exorbitant 

TECHNICIANS  of  WCOV,  Mont- 
gomery, Ala.,  who  are  members  of 

the  Radio  Broadcast  Technicians' 
Local  1299  of  the  International 
Brotherhood  of  Electrical  Workers 

withdrew  from  the  station's  opera- 
tion Aug.  7,  the  IBEW  announced 

last  week.  The  union  claimed  the 
withdrav/al  followed  failure  to 
reach  an  agreement  with  the  sta- 

tion's management  after  more  than 
two  months  negotiations. 

Clifford  I.  Shelkofsky,  business 
manager  for  the  local  union,  said 
a  proposed  agreement  had  been 
submitted  to  G.  W.  Covington  Jr., 
business  manager  of  WCOV,  last 
June  and  negotiations  have  con- 

tinued intermittently  since  that 

time.  The  station's  original  agree- ment with  the  union  was  claimed 
to  have  expired  July  1  but  by  mu- 

tual agreement  the  contract  was 
extended  to  permit  negotiations. 

Points  cf  Controversy 

Main  points  in  the  issue,  accord- 
ing to  the  union,  are  wages  and 

working  conditions.  The  union  also 

claimed  that  the  station's  manage- ment refused  to  use  services  of 
technicians  on  remote  control 
broadcasts.  Final  conferences  were 
attended  by  Lawson  Wimberly  and 
John  A.  Thompson,  IBEW  interna- 

tional representatives. 
Meanwhile,  in  a  statement  to 

Broadcasting,  Mr.  Covington  de- 
clared the  technicians  went  on 

strike  without  giving  notice  of  their 
intention.  The  station,  however,  has 
been  operating  a  regular  schedule, 
he  said.  The  union  said  it  had  tech- 

nicians available  to  operate  the  sta- 
tion in  the  event  of  any  civilian  de- 

fense emergency. 
Mr.  Covington  said  the  station 

considers  some  of  the  union's  de- 
mands as  unreasonable,  citing  an 

alleged  demand  by  the  union  that 
WCOV  carry  no  programs  of  sta- 

tions involved  in  difficulty  with  the 
IBEW.  He  declared:  "I  do  not  be- 

lieve any  group  should  have  the 
power  to  dictate  what  programs 
should  be  broadcast  by  any  station 
or  to  interfere  with  a  station's 
operation  because  of  difficulty  aris- 

ing at  other  stations  over  which 
they  have  no  control."  He  added 
that  he  had  contacted  Joseph  E. 
Miller,  NAB  director  of  labor  rela- 

tions, in  an  effort  to  negotiate  a 
reasonable  agreement. 

CONTEST  among  enlisted  Navy  men 
for  a  name  for  the  MBS  Navy  variety 
show  featuring  .limmy  Dorsey's  band, yielded  Navi/  Bulletin  Board  as  the 
winning  title.  Winner  Martin  Gersh, 
first  class  seaman,  was  awarded  a  $100 
war  bond. 

ARTISTS  BUREAU  of  WOR,  New 
York,  supplies  an  evening's  entertain- ment each  week  to  service  men  at  the 
American  Theatre  Wing's  Stage  Door Canteen.  Five  different  shows,  using 
talent  from  radio,  vaudeville  and  night 
clubs  are  presented  during  the  night. 
The  entertainment  is  not  broadcast. 
TWO  LITERARY  HONORS  go  to 
BLUE's  Inner  Sanctum  Mystery  this 
year.  Sanctum  plays  are  included  in 
JO  Best  Dramatic  Shoins  of  the  Year, 
published  by  Harper  &  Bros..  New 
York,  and  in  Max  Wylie's  anthology 
of  the  year's  outstanding  radio  dramas. 
ENDORSED  in  a  governor's  procla- mation, KOB,  Albuquerque,  N.  M.,  on 
Aug.  .3  began  broadcasting  as  a  daily 
feature  the  Retreat  ceremonies  at  the 
Albuquerque  Air  Base. 
WPTF,  Raleigh,  by  transcription 
covered  the  invasion  maneuvers  re- 

cently staged  on  the  North  Carolina 
coast  by  the  Marines.  Ten  miles  of 
line  were  laid  by  the  Marine  Signal 
Corps  for  the  occasion.  Airing  of  the 
discs  was  delayed  a  week  by  a  last- 
minute  censorship  order  from  Wash- 
ington. 
WKRC,  Cincinnati,  reports  that  a 
comparison  of  the  three-month  period, 
April  through  .Tune,  of  this  year  with 
the  same  period  last  year  shows  an  in- 

crease of  42.1%  in  combined  local  and 
national  spot  business. 
WREN,  Lawrence,  Kan.,  broadcasts 
Ft.  Leavenworth  Salutes,  a  weekly 
program  of  the  post's  activities  and 
history,  slanted  for  parents  and  rela- 

tives. Maj.  James  A.  Elliott  and  John 
Bondeson  of  WREN  arrange  the 
shows,  featuring  servicemen,  mostly 
ex-professionals. 
CHICAGO  AFRA  members  and  the 
Authors  Guild  War  Committee,  radio 
writers'  group,  have  volunteered  talent for  Monday  broadcasts  of  Victory 
Matinee,  full  hour  and  iive-minute 
afternoon  variety  program  Monday 
through  Friday  on  WBBM.  Chicago, 
on  which  War  Bonds  and  Stamps  are 
sold  directly  to  studio  audiences. 
ALL  CHICAGO  stations  are  partici- 

pating in  "Fly  For  Navy  Month",  re- 
cruiting drive  in  Chicago  during  Au- 

gust for  aviation  cadets.  Daily  spot 
announcements  are  broadcast  on  each 
station  and  WGN  and  AVBBM  have 
started  programs  from  officer  procure- ment and  training  centers. 
CITY-WIDE  blackout  was  described 
on  the  air  recently  by  WHIO,  Dayton, 
whose  announcers,  Kirby  Brooks  and 
Lou  Emm,  broadcast  from  the  tallest 
building  in  town.  Transcribed  and  pre- 

sented after  the  all-clear,  the  program 
included  interviews  with  State  and 
local  defense  officials  concerning  the 
blackout's  effectiveness. 
INFORMiVL  interviews  with  men  of 
the  armed  services  will  be  featured 
in  a  new  half-hour  series.  Camp 
Crossroads,  on  WSB,  Atlanta.  Di- 

rected by  Marcus  Bartlett,  WSB  pro- 
duction manager,  the  program  will 

consist  of  six  four-minute  recorded 
interviews,  made  at  the  Service  Men's Center  of  the  Atlanta  War  Recreation 
Committee,  telling  personal  experi- 

ences and  reactions,  WSB  plans  to 
notify  parents  of  men  on  the  show, 
WHEB.  Portsmouth.  N.  H.,  broad- 

cast the  ceremonies  at  which  Ralph 
A.  Bard,  Assistant  Secretary  of  the 
Navy,  presented  the  Portsmouth  Navy 
Yarfl  a  Navy  "E".  Winslow  Beeetin- 
son,  program  director  was  m.c. 

>FFIIIITE  OF  ltd  ItUU,  tUIIOM  UCIt, 

Basic  Mutual  Network  Cutlet 
FULL  .TIME  u;0.  K  C  ,  , 

THE  StMW  WATT 

IfoUeoiaie  Mmes 

ROCK  ISLAND  •  DAVENPORT  •  MOLINE 

TO  HELP  REPLACE  announcers 
who  are  enlisting  for  war  service  the 
Ontario  Agricultural  College,  Guelph, 
Ont.,  in  cooperation  with  the  Canadian 
Assn.  of  Broadcasters,  has  arranged  a 
short  course  to  teach  the  fundamentals 
of  microphone  technique.  For  the  last 
three  years  the  English  Department  of 
the  college  has  given  training  in  radio 
broadcasting  as  a  ])art  of  the  regular 
course  in  public  speaking. 

WGY,  Schenectady,  and  all  other  GE 
transmitters  were  off  the  air  48  min- 

utes .July  29  after  an  electric  storm 
severed  a  power  line.  The  interrup- 

tion was  the  longest  in  station  his- 
tory, dwarfing  only  53  seconds  lost last  year. 

jMARTIAL  airs  on  records  provide  the 
bulk  of  material  used  for  On  the  Home 
Front  broadcast  by  KGFW,  Kearney, 
Neb.  News  items  about  men  in  serv- 

ice and  army  jokes  are  interspersed. 
In  addition  Government  announce- 

ments on  salvage,  price  control  and 
comparable  campaigns  are  used. 
WFAS,  White  Plains,  N.  Y.,  marked 
its  tenth  anniversary  Aug.  11.  The  sta- 

tion was  founded  in  1932  by  the  late 
Selma  Seitz  of  Yonkers,  who  originally 
acquired  WCOH,  Yonkers,  in  1930  and 
two  years  later  changed  it  over  to 
White  Plains. 

WBBM,  Chicago,  originated  a  re- 
mote broadcast  also  carried  by  26 

other  Illinois  stations  at  the  conclu- 
sion of  a  recent  four-day  "Salvage 

Harvest"  in  Dalavan,  111.,  Aug.  8. 
Prizes  were  awarded  on  the  pro- 

gram to  contributors  who  brought  in 
quantities  of  salvage  material  from 
the  greatest  distances  and  to  the  con- 

tributor, of  the  greatest  amount.  Far- 
mers in  the  area  who  contributed  a 

total  of  500  tons  of  salvage  material 
were  interviewed  on  the  program  on 
which  the  Lt.  Gov.  Hugh  Cross,  and 
Ben  Regan,  state  director  of  the 
WI'B,  also  appeared. 

Ever  Feel  the  Pull  of  WDZ's 

"DIRECTIONAL 

PROGRAMMING 

m 

9» 

Aimed  EXCLUSIVELY  \  "^/^J^lr 
at  the  70%  who  /nttpoMtivt , 

work  with  their  Hands 

Look!  1 ,609  five  dol- 
lar orders  from  50 

quarter-hour  programs 
.  .  .  1,360  $1  orders 
from  5  min.  daily,  13 
weeks  .  .  .  many  more, 
ask  about  them. 

mz 
TUSCOLA ILLINOIS 

1 000  WATTS 

Why?  Because  every  WDZ  program  car- 

ries the  "magic  touch"  appeal — directed 
only  to  the  "salt  of  the  earth  folks".  For 
21  years,  they've  listened,  lived,  learned with  WDZ. 

Try  It  Now  .  .  .  See  Things  Happen! 
Scores  of  advertisers  have  tried,  marvelled 

at    WDZ's     pure    "DIRECTIONAL  PRO- 
GRAMMING".   Why    not   feel    this  pull 

yourself,  at  the  low  WDZ  rotes? 
JUST  ASK 
HOWARD  H.  WILSON  CO.  -  Representatives 
New  York,  Chicago,  Kansas  City,  San  Francisco 
m 

206,154  Listener  Letters  During  1941!! 

5,000  WATTS 

Where  It  Means  a  Lot! 

RIGHT  SMACK  in  the  rich  "Heart  of 

the  Piedmont"  of  busy  industrial 
North  Carolina!  The  NBC  station  for 

WINSTON-SALEM  and  GREENSBORO 

and  HIGH  POINT! 

Going  to  5,000  watts  next  month  .  .  . 

but  we're  still  accepting  orders  at  the 
old  250  watt  rate! 

P.  S.  WE'RE  AT  600  ON  THE  DIAL. 

WSJS in  U/in^ton  -  talent 

Represented  by  Headley-Reed  Company 
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THE  /suiineii  of 

BROADCASTING 

STATION  ACCOUNTS 

sp — studio  programs 
ne — news  programs 
t — transcriptions 

sa — spot  announcements 
ta — transcription  announcements 

WICC,  Bridgeport 
Wilson  Co.,  Chicago  (Mor),  39  so,  thru 

U.  S.  Adv.,  Chicago. 
Roxy  Clothes,  New  York,  104  sa,  thru  Peck 

Adv.,  N.  Y. 
Clicquot  Club,  New  York  (ginger  ale), 

170  ta,  thru  N.  W.  Ayer  &  Son,  N.  Y. 
Foster  Milburn,  New  York  (Doan's  Pills), sa,  weekly,  52  weeks,  thru  Street  &  Fin- 

ney, N.  Y. 
Marlin     Blades,     New     Haven  (Marlin 

Blades),    3   sa   weekly,    13    weeks,  thru 
Craven  &  Hedrick,  N.  Y. 

New  England  Telephone  Co.,  New  Haven, 
50  sa,  thru  BBDO,  N.  Y. 

John  E.  Cain,  Boston  (mayonnaise),  65  sa, 
thru  Chamber  &  Wiswell,  Boston. 

KFI,   Los  Angeles 
Lyon  Van  &  Storage  Co.,  Los  Angeles 

(transportation),  2  sa  weekly,  thru 
BBDO,  Hollywood. 

Manhattan  Soap  Co.,  New  York,  tSweet- 
heart  soap ) ,  3  sp  weekly,  thru  Frank- 

lin Bruck  Adv.  Corp.,  N.  Y. 
Southern  California  Telephone  Co.,  Los  An- 

geles, 5  sa,  thru  the  Mayers  Co.,  Los  An- 
geles. 

Loma  Linda  Food  Co.,  Arlington,  Cal. 
(Ruskets),  weekly  sp,  thru  Gerth  Pacific 
Adv.,  Los  Angeles. 

WFIL,  Philadelphia 
National  Biscuit  Co.,  New  York  (Milk 

Bone) ,  2  sp  weekly,  for  26  weeks,  thru 
McCann-Erickson,  N.  Y. 

Cocilani  Inc.,  New  York  (cough  drops),  4 
sa,  for  52  weeks,  thru  Al  Paul  Lefton 
Co.,  Philadelphia. 

Ridge  Auto  Sales,  Philadelphia,  6  sa  weekly, 
for  4  weeks,  thru  Joseph  Lowenthal, 
Philadelphia. 

Studebaker  Corp.,  South  Bend,  3  sp  week- 
ly, for  4  weeks,  thru  Roche,  Williams  & 

C!unnyngham,  Chicago. 
KECA,  Los  Angeles 

Johnson,  Cai-vell  &  Murphy,  Los  Angeles 
(Kellogg's  ant  paste),  89  ta,  thru  Elwood J.  Robinson  Adv.,  Los  Angeles. 

Southern  California  Telephone  Co.,  Los  An- 
geles, 5  sa,  thru  Mayers  Co.,  Los  An- 

geles. 
Sealy  Mattress  Co.,  Los  Angeles,  2  sp  week- 

ly, thru  Alvin  Wilder  Adv.,  Los  Angeles. 
WINS,  New  York 

Stanback  Co.,  Salisbury,  N.  C.  (proprie- 
tary), 40  ta  weekly,  52  weeks,  thru 

Klinger  Adv.,  N.  Y. 

WCAO,  Baltimore 
Hauswald  Bakery,  Baltimore,  6  sa  weekly, 

52  weeks,  thru  Paul  Brown  Adv.,  Balti- more. 
Loew's  Inc.,  New  York,  7  sa,  thru  Donahue 6  Coe,  N.  Y. 
Globe  Brev/ing  Co.,  Baltimore,  27  ne  week- 

ly, 52  weeks,  thru  Joseph  Katz  Agency, Baltimore. 
Nehi  Corp.,  Baltimore  (Royal  Crown  Cola), 

7  sa  weekly,  52  weeks,  thru  BBDO,  N.  Y. 
Baltimore    Transit    Co.,    Baltimore,    7  sa 

weekly,  13  weeks,  thru  Van  Sant,  Dug- 
dale  &  Co.,  Baltimore. 

Chesapeake  &  Potomac  Telephone  Co.,  Bal- 
timore, 6  sa  weekly,  52  weeks,  direct. 

American  Industrial  Salvage  Co.,  New 
York,  35  sa,  thru  McCann-Ericksoii, N.  Y. 

WJZ,  New  York 
Beechnut  Packing  Co.,  Canajoharie,  N.  Y. 

(Gum  products),  5  so  weekly,  15  weeks 
thru  Newell-Emmett  Co.,  N.  Y. 

N.  Y.  Telephone  Co.,  New  York  (service, 
conservation),  5  ta  weekly,  4  weeks,  thru 
BBD®,   N.  Y. 

Lever   Bros.,    Cambridge    (Rinso),    10  to 
weekly,  6  weeks,  thru  RuthraufT  &  Ryan, 
N.  Y. 

Adler  Shoes,  New  York  (men's  shoes)  3  sa weekly,  13  weeks,  thru  Consolidated  Adv., 
N.  Y. 

WKZO,  Grand  Rapids-Kalamazoo 
Blue  Ribbon  Books,  New  York,  12  t  week- 

ly, thru  Northwest  Radio  Adv.,  Seattle. 
Confections  Inc.,  Chicago  (Old  Style  Pop- 

corn), 40  ta,  thru  Raymond  C.  Hudson, 
Chicago. 

WINX,  Washington 

Chesapeake  &  Potomac  Telephone  Co., 
Washington,  156  sa  thru  Henry  Kaufman 
Adv.,  Washington. 

Marlin  Firearms  Co.  New  Haven,  156  so, 
thru  Craven  &  Hedrick,  N.  Y. 

WLIB,  Brooklyn 

I.  J.  Fox  (furs)  New  York,  42  so  3  sp, 
6  weeks,  thru  Louis  Kashak,  N.  Y. 

Roosevelt  Raceway,  New  York  (trotting 
races),  90  so,  13  weeks,  direct. 

WMAQ,  Chicago 

Lever  Bros.,  Cambridge  (Rinso),  60  sa, 
thru  RuthrauflE  &  Ryan,  N.  Y. 

Chicago  Sun,  Chicago  (newspaper),  39  sa, 
thru  Wade  Adv.  Agency,  Chicago. 

WJHL,  Johnson  City,  Tenn. 
Armour  &  Co.,  Chicago  (Vegetole),  6  to 

weekly,  thru  Lord  &  Thomas,  Chicago. 
Faultless  Starch  Co.,  Kansas  City,  12  sa 

weekly,  300  times,  thru  Ferry-Hanly  Co., Kansas  City. 

WOR,  New  York 
General  Motors  Corp.,  Detroit  (institu- 

tional), weekly  f  and  sp,  13  weeks,  thru 
Campbell-Ewald  Co.,  Detroit. 

P.  W.  Minor  &  Son,  Batavia,  N.  Y.  (Tread- 
easy  Shoes),  4  to  weekly,  11  weeks,  thru 
Stewart,  Hanford  &  Casler,  Rochester, 
N.  Y. 

Ludens  Inc.,  Reading,  Pa.  (Cough  Drops), 
5  so  weekly,  26  weeks,  thru  J.  M.  Mathes, 
N.  Y. 

Bond  Stores,  New  York    (men's  clothes), 
3  sp  weekly,  52  weeks,  thru  Neff-Rogow 
Inc.,  N.  Y. Jos.  Martinson  &  Co.,  New  York  (coffee), 
weekly  ne,  52  weeks,  thru  NefE-Rogow, N.  Y. 

Wilbert  Products  Co.,  New  York  (floor 
wax,  shoe  cleaner),  weekly  so,  39  weeks, 
thru  W.  I.  Tracy  &  Co.,  N.  Y. 

John  Opitz  Inc.,  New  York  (J-O  Insecti- cide), weekly  so,  13  weeks,  thru  W.  I. Tracy  &  Co.,  N.  Y. 
McKesson  &  Robbins,  Bridgeport,  Conn. 

(Calox  Tooth  Powder),  2  ne  weekly,  thru 
J.  D.  Tarcher  &  Co.,  N.  Y. 

Quaker  Chemical  Products  Corp.,  New 
York  (Hygienized  Process),  3  so  weekly, 
thru  Alvin  Gardner  Co.,  N.  Y. 

KQW,   San  Francisco 
Procter  &  Gamble  Co.,  Cincinnati  (Duz) 
weekly  to,  thru  Compton  Adv.,  New York. 

Peterson  Tractor  &  Equipment  Co.,  Hay- 
ward,  Cal.  (Caterpillar  Tractors)  5  sp 
weekly,  direct. 

United  States  Enterprises,  Los  Angeles 
(first  aid  kit)  5  f  weekly,  thru  Charles 
H.  Mayne,  Los  Angeles. 

Golden  State  Products  Co.,  San  Francisco 
(Golden  V  Vitamin  milk)  6  so  weekly, 
thru  Ruthrauff  &  Ryan,  San  Francisco. 

Marlin  Firearms  Co.,  New  Haven  (razor 
blades)  3  to  weekly,  thru  Craven  &  Hed- 

rick, N.  Y. 
Kellogg  Co.,  Battle  Creek  (All-Bran)  3  to weekly,  thru  Kenyon  &  Eckhardt,  N.  Y. 
Acme  Brewing  Co.,  San  Francisco  6  to 

weekly,  thru  Brisacher,  Davis  &  Staff, 
San  Francisco. 

Sunlite  Bakery  (bread)  3  f  weekly,  thru 
W.  E.  Long  Adv.,  Chicago. 

Standard  Beverages,  San  Francisco,  (Par- 
t-Pak)   weekly  sp,  thru  Brisacher,  IDavis 
6  Staff,  San  Francisco. 

WQXR,  New  York General    Baking    Co.,    New    York  (Bond 
Bread),    20    so   weekly,    4    weeks,  thru 
Newell-Emmett  Co.,  N.  Y. 

Brett,  Wyckoff,  Potter,  Hamilton  Inc.,  New 
York    (real  estate),   4  sp  weekly,  thru 
Huber  Hoge  &  Sons,  N.  Y. 

N.   Y.   Society  for  Ethical  Culture,   2  sp 
weekly,  32  weeks,  direct. 

Belgian  Information  Center,  New  York,  so 
and   weekly   t,   12   weeks,  thru  Gotham 
Adv.  Co.,  N.  Y. Perkiomen   School,   Pennsburg,   Pa.,  so,  4 
weeks,  direct. 

WBRY,  Waterbury 
Southern  New  England  Telephone  Co.,  New 
Haven,  13  t,  50  so,  thru  BBDO,  N.  Y. 

WPB  Asks  Radio 

To   Help  Salvage 
Stations  Can  Do  Great  Service 

By  Cooperating,  Nelson  Says 
IMPORTANCE  of  radio  coopera- 

tion in  the  Junk  Salvage  Campaign 

under  auspices  of  the  War  Produc- 
tion Board  is  emphasized  in  a  let- 

ter from  Donald  M.  Nelson,  WPB 
chairman,  to  William  B.  Lewis, 
chief  of  the  Radio  Bureau  of  the 
Office  of  War  Information.  Mr. 
Lewis  in  turn  is  asking  all  broad- 

casters to  extend  every  facility  to 
make  the  drive  a  great  success  in 
the  interests  of  the  war  effort. 

"I  cannot  impress  upon  you  too 

strongly,"  wrote  Mr.  Nelson,  "the importance  of  the  Junk  Salvage 
campaign  which  your  office  has 
scheduled  on  the  Network  Alloca- 

tion Plan  between  Aug.  24  and 

Sept.  6. Materials  Needed 

"The  whole  war  production  pro- 
gram is  at  a  critical  stage.  As  our 

production  facilities  have  expanded, 
our  need  for  raw  materials  to  keep 

these  plants  going  has  been  con- stantly stepped  up. 

"Today  it  is  imperative  that 
every  ounce  of  scrap  iron,  copper, 

brass,  zinc,  aluminum,  lead,  rub- 
ber, rags,  Manila  rope  and  burlap 

bags  be  recovered,  so  that  those 
plants  can  be  kept  going  at  ca- 

pacity. "The  radio  sponsors  cooperating 

with  you  can  do  a  tremendous  ser- vice to  the  Government  by  urging 

their  listeners  to  make  a  conscien- 
tious effort  to  search  their  homes 

from  cellar  to  attic  for  every  con- 
ceivable kind  of  junk  which  might 

have  some  value.  I  am  sure  you 
will  pass  along  to  them  our 
thoughts  on  the  importance  of  this 

drive." 

FEDERAL  Trade  Commission  has  or- dered its  case  of  complaint  closed 
against  Erwin,  Wasey  &  Co.,  San 
Francisco,  for  alleged  dissemination  of 
false  representations  in  advertising  for 
the  Staynor  Corp.,  San  Francisco, 
manufacturers  of  Minra,  a  health 
tonic.  A  stipulation  was  entered  into 
hy  the  advertising  company  to  cease 
the  representations  and  the  case  was ordered  closed  without  prejudice  by 
the  FTC. 

Page  48  •  August  17,  1942 BROADCASTING  •  Broadcast  Advertising 



I  PARAMOUNT    PICTURES,  Holly- 
I  wood,  to  exploit  the  film,  "Holiday 
Inn",  opening  at  the  Paramount  the- I  atres  in  that  city  and  Los  Angeles,  in 
a  two-week  campaign  starting  Aug.  19 will  use  a  total  of  67  transcribed  one 
and  five-minute  announcements  on  11 
stations  in  that  area.  List  includes 

I  KECA   KFI    KHJ    KRKD  KMPC 
I  KMTR  KGF.J  KGER  KFAC  KFVD 
KFOX.  Agency  is  Buchanan  &  Co., 
Los  Angeles. 
AUSTIN  STUDIOS,  Los  Angeles 
(portrait  photographers),  formerly 
seasonal  users  of  West  Coast  spot  ra- 

dio, on  Aug.  13  started  sponsoring  a 
weekly  five-minute  program.  Hero  of 
the  Week,  with  Knox  Manning  as  nar- 

rator, on  seven  BLUE  California  sta- 
tions (KECA  KGO  KTKC  KFSD 

KERN  KWG  KTMS),  Thursday, 
6:55-7  p.m.  (PWT).  Contract  is  for 
13  weeks.  Agency  is  Glasser-Gailey  & 
Co.,  Los  Angeles.  Mariane  Graham  is 
account  executive. 
FOLEY  &  Co.,  Chicago  (proprietary), 
has  purchased  Good  Will  Family  Hill- 
hilly  Troop,  early  morning  quarter- 
hour  five  time  weekly  on  KWTO, 
Springfield,  Mo.,  for  the  promotion  of 
Foley  proprietary  products  Honey  and 
Tar  Cough  Remedy,  Vita-Bilds,  vita- 

min tablets,  headache  powders  and 
kidney  pills.  Agency  is  Lauesen  &  Sal- 

mon, Chicago. 
HENRY  K.  WAMPOLE  &  Co.,  Perth. 
Ont.  (medicinal),  starts  in  November 
dramatized  spot  announcements  three 
times  weekly  on  29  Canadian  stations. 
Account  was  placed  by  J.  J.  Gibbons 
Ltd.,  Montreal. 

ALL 

ABOUT 

SPOTS 

SIGNING  CONTRACT  for  600 
half-hour  programs  on  KRLD,  Dal- 

las, E.  W.  Hendrix,  vice-president 
of  the  Skillern  Drug  Co.  completes 
what  is  said  to  be  the  largest  time 
sale  between  a  chain  drug  store  and 
a  radio  station.  Looking  on  (left) 
are  R.  C.  Marvin,  manager  of 
Grant  Adv.,  Dallas  agency,  and 
William  Roberts,  assistant  com- 

mercial manager  of  KRLD. 

BC  REMEDY  Co.,  Durham,  N.  C. 
(BC  headache  powders),  has  started 
sponsorship  three  days  weekly  of  First 
Edition  Neivs,  five-minute  early  morn- 

ing newscast  on  WBBM,  Chicago,  for 
52  weeks  through  Harvey-Massengale, 
Durham,  N.  C.  Lever  Bros.,  Cam- 

bridge (Rinso),  has  started  sponsor- ship of  the  program  on  Saturdays. 
Agency  for  Rinso  is  Ruthrauffi  & 
Ryan,"  New  York. 
ADAM  SCHEIDT  BREWING  Co., 
Norristown,  Pa.,  started  a  new  ra- dio campaign  in  Philadelphia  for  its 
Valley  Iforge  beer  on  Aug.  3  on 
KYW.  Marking  the  largest  air  con- tract for  the  sponsor  over  a  single 
station,  the  program  calls  for  a  re- 

corded program  of  popular  music 
nightly.  Account  was  placed  through 
Carter-Thomson  Co.,  Philadelphia. 

Consumer  Survey 
A  GREAT  market  for  consumer 
goods  after  the  war  is  predicted 
by  the  Chamber  of  Commerce  of 
the  United  States  in  first  reports 
of  a  survey  now  underway  to  de- 

termine facts  on  consumer  needs, 
purchasing  power,  and  tastes.  The 
test  survey  disclosed  that  the  pub- 

lic is  acutely  conscious  of  things  it 
would  like  to  buy  within  six  months 
of  the  war's  end;  that  most  people 
are  not  counting  on  paying  cash; 
that  homes,  autos,  and  conveni- 

ences are  urgently  wanted.  Cham- ber President  Eric  A.  Johnston 
considers  the  survey  part  of  the 
organization's  share  in  the  war 
effort.  "While  the  first  job  of  busi- 

ness is  to  win  the  war,"  he  said, 
"we  must  not  overlook  the  fact 
that  when  peace  comes,  we  shall 
have  to  turn  to  the  everyday  task 

of  supplying  the  nation's  accumu- 
lated wants." 

CHIUCO 
NEW  <im SI.  lOUIS 
m  raANcisco 

COMPANY 
NATIONAL  RADiO  STATION  REPRESENTATIVES 

Vimms  Spots 
SUBSTANTIALLY  increasing  its 
current  spot  campaign  for  Vimms, 
vitamin  mineral  tablet,  Lever  Bros. 
Co..  Cambridge,  early  in  September 
will  launch  a  special  campaign 
offering  a  regular  size  package  of 
Vimms  to  each  purchaser  of  the 
large-size  package.  Radio  will  be 
the  major  medium  used  and  prelim- 

inary estimates  show  that  some 
2,500  messages  a  week  will  be  used. 
The  station  list  is  not  yet  com- 

plete, although  it  will  be  nation- 
wide. Agency  is  BBDO,  New  York. 

FOR  MacARTHUR  SHIFT 

Defense  Workers  Hear  2-Hour 

 Variety  at  Benches  

AN  UNUSUAL,  two-hour  spon- 
sored show  was  unfolded  begin- 

ning at  midnight,  Saturday,  Aug. 
8,  when  the  Cincinnati  Ball  Crank 
Co.  presented,  via  WSAI,  a  musi- 

cal Salute  to  Victory,  interspersed 
with  headlines  and  sportscasts. 

Arrangements  were  made  to  pipe 
the  program  into  the  defense 
plant  so  "the  MacArthur  Shift" could  hear  this  presentation,  which 
concluded  at  2  a.m.  with  the  re- 

corded theme,  "Arms  For  The 
Love  of  America". 

This  radio  presentation  is  sched- 
uled for  regular  Saturday  night 

midnight  broadcast  via  WSAI  for 
an  indefinite  period. 

The  entire  production  is  under 
the  supervision  of  Perry-Brown 
Inc.,  Cincinnati  agency,  handling 
the  account. 

P  &  G-Michelson  Deal 

PROCTER  &  GAMBLE  Co.,  Cin- 
cinnati, currently  airing  the  serial 

Painted  Dreams  on  two  Chicago 
outlets  for  American  Family  Soap, 
has  granted  Charles  Michelson, 
New  York  transcription  firm,  per- 

mission to  transcribe  the  series  and 
sell  it  for  local  sponsorship  in  non- 
competing  territory.  This  is  be- lieved to  be  the  first  time  that 
P  &  G  has  allowed  such  an  arrange- 

ment for  one  of  its  programs. 

«tlKE  THIS  HERE  CONTRAPTION,  YOU  WON'T  GIT 

NOWHERE  TRyiN'  TO  COVER  THE  RED  RIVER  VALLEY 

WITH  'OUTSIDE'  STATIONS!    WDAY,  AT  FARGO,  IS 

THE  ONLY  STATION  THAT  DOES  A  /OBf" 

WDAY  FARGO,  N.  O.  5000  WATTS  -  NBC 
AFFILIATED  WITH  THE  FARGO  FORUM 

FREE  &  PETERS.  INC.  NATIONAL  REPRESENTATIVES 
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PROGI^AMS 

AN  IDEA  that  can  be  emulated 
1^  by  other  stations  during  the 
Am  coming  football  season  is 

Pressbox  Quarterback,  to  be 
sponsored  on  KTSM,  El  Paso,  by 
Eastern  Silk  Mills.  On  each  weekly 
program  the  star  player  of  the  pre- 

ceding week-end's  high  school  and 
college  games  appears  as  "The 
Player  of  the  Week".  Merchandis- 

ing tie-in  is  a  voting  contest  for 
"The  Player  of  the  Year"  with listeners  being  invited  to  cast  their 
votes  at  the  sponsor's  store.  Ten votes  are  allowed  for  each  fifty 
cent  purchase  and  a  $25  merchan- 

dise order  will  be  given  the  winning 
player. *      *  ❖ 

Soldier  Sports  Quiz 

SPORTS  QUIZ  for  soldiers  is  con- 
ducted in  nearby  Army  camps  by 

Jack  Starr,  sports  editor  of  KXOK, 
St.  Louis.  Griesedieck  Brothers 
Brewery,  sponsor  of  the  program, 
awards  a  trophy  to  the  soldier-con- 

testant making  the  highest  score. 
KXOK  is  now  completing  arrange- 

ments to  furnish  running  scores 
and  sports  results  to  the  USO  Cen- 

ter at  the  Municipal  Auditorium 
by  means  of  a  scoreboard  erected 
in  the  "Sports  Den"  of  the  Center. 

Feminine  Appeal 

SOLID  hour  and  a  half  block  of 
programs  on  WSBA,  York,  Pa., 
has  been  entitled  Don't  Listen  Men 
and  is  to  be  dedicated  strictly  to 
women  broadcasts.  They  include  a 
feminine  news  commentary,  a 
shopping  program,  a  physical  fit- 

ness broadcast,  Hollywood  column, 
nutrition  aid  program,  a  quiz  and 
music  with  a  feminine  appeal. 

Navy  Air  Cadets 
NAVY  AIR  Cadet  recruiting  in 
Chicago  is  the  subject  of  a  twice- 
weekly  quarter-hour  from  Naval Officer  Procurement  offices  over 
WBBM,  Chicago,  presenting  inter- 

views of  applicants  and  officers  and 
a  Cadet's  activities  during  exami- nation and  induction.  Navy  of  the 
Sky,  weekly  half-hour  on  WGN 
from  the  Glenview,  111.,  Air  Base, 
consists  of  dramatized  true  stories 
of  the  experiences  of  Navy  Air 
Cadets,  and  interviews  of  the  Ca- 

dets and  instructors. 
*      *  * 

Pic  and  Pat  Back 
A  COMEDY  SHOW,  built  around 
timely  topics  of  the  day,  such  as 
"Cooking  Advice  for  Husbands  of 
Defense  Workers",  makes  its  de- 

but on  BLUE  this  week.  Pic  Ma- 
lone  and  Pat  Padgett,  comedians, 
are  featured  in  the  show,  which 

bears  the  title  Molasses  'n'  Jan- uary, Advisors  to  the  Home  Front. 
It's  a  five-minute,  five-weekly  se- ries. 

Peterborough  Tourists 
AMERICAN  TOURISTS  chosen 
at  random  on  the  street  are  being 
invited  to  come  to  the  studios  of 
CHEX,  Peterborough,  Ont.,  and 
take  part  in  the  new  interview 
program  Hands  Across  the  Border. 

Word  Quiz 

WORDS  appearing  in  the  daily 
press  and  magazine  and  heard  on 
the  radio  are  submitted  by  listen- 

ers to  Woi'ds  in  the  News  of 
KOMA,  Oklahoma  City.  The  words 
are  then  submitted  to  a  studio  au- 

dience for  definition  with  prizes 
being  awarded  both  the  sender  of 
the  word  and  those  participating 
in  the  quiz. 

*  *  * 

Servicemen's  Mothers 
INTERVIEWS  with  mothers  of 
servicemen  are  featured  on  Moth- 

ers of  America,  new  program  on 
WHEB,  Portsmouth,  N.  H.  Con- 

ducted by  Lee  Spencer,  home  eco- 
nomist, the  broadcasts  take  place 

in  USO  studios  downtown. 
*  *  * 

Roll  of  Honor 
KLZ,  Denver,  reads  names  of  local 
men  who  enlisted  in  various  armed 
services  the  previous  day  on  Call 
to  the  Colors  a  daily  feature  de- 

signed as  a  morale  builder.  Patrio- 
tic marches  accompany  the  roll  call. 

The  Other  Fellow's 
Viewpoint 

Disc  to  Kodiak 

EDITOR,  Broadcasting: 
In  response  to  your  plea  in 

Broadcasting  in  behalf  of  Station 

KODK,  Kodiak,  Alaska,  we  dedi- 
cated one  of  our  half-hour  com- 

mercial shows  to  KODK  and  made 
a  transcription  which  we  have 
shipped  to  Major  Adams. 

In  the  middle  of  the  transcrip- 
tion, Mr.  Edward  Atkinson,  adver- 
tising manager  of  the  O.  J.  Morri- son Department  Store,  sponsors  of 

The  Hymn  Time  program,  pre- 
sented a  message  in  which  he  ex- 
tended greetings  to  the  folks  up  in Alaska. 
Howard  L.  Chernoff 
Managing  Director 
West  Virginia  Network 

Aug.  7,  1942 

Transradio  Asks  Study 

A  MOTION  for  a  study  of  the 
Press-Private  Line  Teletypewriter 
Service  of  AT&T  was  made  at 
hearings  Aug.  5-6  to  be  based  on 
investigation  of  the  service  which 
has  been  going  on  for  some  time. 
Motion  was  made  by  Transradio 
Press  Service,  furnishing  a  great 
many  stations  with  its  newscast 
material,  through  its  counsel,  W. 
Theodore  Pierson,  Washington  at- 

torney. The  motion  was  denied  by 
FCC  examiner,  Robert  Irwin. 
Transradio  Press  has  contested 
AT&T  rates  for  its  service,  claim- 

ing them  in  excess  of  those  paid 
by  the  various  wire  press  associa- tions. 

ANDREW  J.  STEIGER,  assistant 
news  editor  of  the  CBS  shortwave  lis- 

tening post,  and  authority  on  Russia, 
is  co-author  with  Raymond  A.  Davies, 
Canadian  correspondent,  of  a  book  to 
be  published  shortly  under  the  title Sioviet  Asia. 
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PRELIMINARIES  precede  the 
main  event  as  these  officials  confer 
on  last-minute  details  of  the  weekly 
half-hour  broadcast  of  inter-air- 

craft plants  amateur  boxing  bouts, 
sponsored  by  Blatz  Brewing  Co. 
(beer),  on  KFWB,  Hollywood. 
Ring-siders  are,  Lou  Sterling,  man- 

ager and  account  executive  of  Lou 
Sterling  &  Associates,  North 
Hollywood  agency  servicing  the 
beer  account  (left)  and  Neil 
Reagan,  KFWB  fights  announcer. 

THE  ACT  WENT  ON 

Amateur  Nonplussed  When  His 
 Audience  Runs  Out  

IN  THE  MIDST  of  the  Turner 
Field  Melody  Mainliner,  weekly 
half -hour  variety  program  broad- 

cast by  WALB,  Albany,  Ga.,  an 
alert  was  sounded.  Since  the  pro- 

gram is  broadcast  from  the  Army 
reservation,  before  an  audience  of 
soldiers,  the  situation  called  for 
immediate  action. 

Lt.  Starr  Smith,  post  public  re- 
lations officer,  and  producer  of  the 

program,  quickly  consulted  Pvt. 
Matthew  Huttner,  m.c,  and  the 
latter  informed  the  soldier  audi- 

ence so  that  they  might  assume 
their  special  duty  assignments. 
Only  the  few  civilians  in  the  audi- 

ence remained. 
Chief  sufferer  from  the  unex- 

pected blackout  was  Pvt.  Fred  Gut- 
willing  who  was  scheduled  to  make 
his  radio  debut  in  a  brief  comedy 
spot.  As  it  was  his  turn  to  take 
the  mike  most  of  the  audience  were 
leaving,  but  he  went  through  his 
share  of  the  script  without  fiuff. 

DIRECT  RADIO  telegraph  service  be- 
tween the  U.  S.  and  Bermuda  was 

started  last  week  by  RCA  Communi- 
cations. In  the  past,  telegraph  serv- ice with  Bermuda  was  operated  by 

wire  and  cable  via  Canada. 

WEVD 

5000  WATtS
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RADIO  TRAINING 

AT  CAMP  CROWDER 
COURSES  to  qualify  servicemen 
as  radio  operators,  radio  repair- 

men, telephone  installers,  linemen 
and  maintenance  men  will  be  given 
at  the  Midwestern  Signal  Corps 
School  at  Camp  Crowder,  Missouri, 
formal  dedication  of  which  was  ob- 

served last  Tuesday. 
Until  recently  the  only  school  for 

advanced  training  in  Signal  Corps 
communications  methods  was  that 
of  the  Signal  Corps  Center  at  Fort 
Monmouth,  N.  J.  This  school  was 
renamed  the  Eastern  Signal  Corps 
School  coincident  with  the  opening 
of  the  Midwestern  school. 

The  Army  announced  that  in  ad- 
dition to  a  nucleus  of  commissioned 

and  non-commissioned  officers  on 
the  faculty  of  the  new  school,  civil- 

ian teachers  of  radio  and  electrical 
fundamentals  as  well  as  communi- 

cations specialists  will  act  as  in- 
structors. This  is  in  line  with  the 

Army's  policy  of  releasing,  wher- 
ever possible,  military  personnel 

for  service  in  maintaining  the 
Army's  communications  and  warn- 

ing systems  in  the  field. 

WOES  OF  AN  ENGINEER 

WSYB's  New  Transmitter 
WSYB,  Mutual  and  Yankee  outlet 
at  Rutland,  Vt.,  is  now  operating 
on  its  new  power  and  frequency, 
after  installing  Collins  transmitter 
equipment  and  two  Wincharger 
towers.  Formerly  with  250  watts 
power,  the  station  was  authorized 
by  the  FCC  to  use  1,000  watts  on 
1380  kc.  A  dedicatory  program  is 
planned,  with  state  and  local  offi- 

cials participating. 

HERE'S  A  PICTURE  STORY  that 
is  seldom  told  in  print.  The  whole 
thing  centers  around  what  an  an- 

tenna engineer  would  say  to  him- 
self during  the  adjustment  of  a 

directional  antenna  for  a  broadcast 
station.  First,  we  introduce  the 
subject — Frank  T.  Mitchell  Jr.,  a 
native  Washingtonian  and  one  of 
Jansky  &  Bailey's  engineers.  The 
pictures  were  taken  on  the  job  by 
George  M.  Lohnes,  another  Jansky 
&  Bailey  engineer,  and  they  tell  the 
story  of  what  Frank  is  saying  to 
himself. 

On  the  left,  Frank  is  sitting  on 

HOW  TO  MAKE 

FRIENDS  . 

So  yours  is  a  war  industry  now! 

But  what  about  your  peacetime  product?  Must  it 
be  forgotten  and  friendless? 

On  the  contrary — now  is  your  chance  to  make  new 
friends  for  your  product  as  well  as  keeping  the 
old  ones. 

Radio  is  the  answer.  Radio  brings  relaxation — in- 
formation— entertainment  to  millions  of  people. 

As  sponsor,  you  are  doing  them  a  service. 

Be  their  friend  now  .  .  .  they  will  be  your  friends 
later! 

the  back  of  a  chair  in  front  of  the 
cabinet  housing  the  power-dividing 
and  phase-shifting  networks  and 
cogitating  something  like  this: 
"Let's  see  now,  the  center  tower  is 
leading  too  much  in  phase,  so,  if  I 
make  the  center  tower  lag  a  little 
bit  that  will  make  the  south  tower 
lead  more  and  the  north  one  lag 

less.  Just  what  I  want!  OK,  I'll  add 
a  little  inductance,  etc.  etc." 

He  Dood  It 

Well,  Frank  does  it.  The  center 
picture  shows  him  at  the  phase 
monitor,  amazed  at  what  he  just 
did.  Frank  is  muttering  to  himself: 
"I  made  the  center  tower  lag  a 

little  bit  more.  Or,  that's  what  I 
tried  to  do  but  the  phase  went  the 
wrong  way.  Now  the  ratios  are 

wrong!  What  the  hell!  I  don't 

get  it!" 

The  last  picture  shows  what 
more  than  one  engineer  has  done 
under  similar  conditions.  Frank 
turns  to  a  receiver  in  the  station 

rack  and  says :  "Aw,  to  hell  with  it, 
let's  get  some  music." 

If  anyone  ever  writes  a  book  on 
how  to  adjust  a  directional  antenna, 
something  like  this  should  be  in- 

cluded in  the  text.  At  least  a  chap- 
ter should  be  narrated  on  what  to 

do  under  certain  conditions  and 
then  what  to  do  next  to  correct 
what  was  just  done! 

IBEW  in  Los  Angeles 

Seeks  Boost  in  Wages 

SEEKING  a  wage  scale  for  tech- 
nicians equivalent  to  that  of  jour- 
neymen electricians,  Broadcast  Di- 

vision of  IBEW,  Los  Angeles  Local 
40,  on  Aug.  7  unanimously  voted  to 
take  strike  action  if  necessary  to 
force  KFWB,  Hollywood,  and 
other  Southern  California  stations 
whose  agreements  are  up  for  re- 

newal, to  meet  union  demand. 
With  pay  increases  varying  from 

10  to  25%,  Don  Lee  Broadcasting 

System,  Hollywood,  in  early  Au- 
gust signed  a  IBEW  renewal  con- 
tract covering  engineers  and  tech- nicians of  KHJ  KFRC  KGB  KDB. 

Retroactive  to  June  1,  no  changes 
were  made  in  other  terms  of  the 
contract.  It  already  provides  for 
working  conditions  agreeable  to  all 
concerned,  according  to  W.  A.  Kel- 

ly, IBEW  representative. 

Radio  Receiver  Exports 

To  South  America  Rise 
RADIO  receiving  sets  are  being 
exported  to  South  America  at  a 
rate  which  should  bring  such  ship- 

ments up  to  more  than  300,000 
units  this  year,  it  was  indicated 
last  week  by  the  Office  of  the  Co- 

ordinator of  Inter-American  Af- 
fairs (Rockefeller  Committee). 

This  number  of  sets  would  be  ap- 
proximately 10%  of  those  manu- factured since  January  of  this  year 

and  up  to  April  22,  date  on  which the  WPB  conversion  order  on  set 
manufacturing  became  effective, 
with  some  exceptions. 

The  CIA  A  previously  pointed  out 
need  for  providing  the  Latin 
American  countries  with  sufficient 
shortwave  sets  to  receive  goodwill 
programs  from  the  United  States 
in  addition  to  longwave  sets  to  re- 

ceive rebroadcast  programs  over 
South  American  outlets.  Approxi- 

mately 395,000  sets  were  shipped 
to  South  America  in  1941,  rep- 

resenting about  3%  of  U.  S.  out- 

put. 

Crosley  Earnings 
NET  PROFIT  of  Crosley  Corp. 
and  subsidiaries,  including  WLW- 
WSAI  and  all  other  broadcast  oper- 

ations, amounted  to  $381,081  for 
the  first  six  months  of  1942,  the 
company  announced  in  Cincinnati 
last  week.  This  was  equal  to  70 
cents  a  share  after  provisions  for 
all  charges  and  taxes.  Net  profit 
for  the  same  period  of  1941  was 

?,634,  equal  to  $1,46  per  share. 

CFRB 

TORONTO 

860  KILOCYCLES 
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Hanson  Is  Killed 

In  Airplane  Crash 
COM.  MALCOLM  F.  HANSON, 
47,  noted  radio  engineer,  who  head- 

ed the  communications  staff  of  the 
Byrd  South  Pole  expedition  in 
1928-30,  was  killed  last  week  in 
an  airplane  accident,  presumably 
in  Alaska,  the  Navy  Dept.  has 
notified  his  family  in  Washington. 
Details  of  the  crash  were  not  given. 

Com.  Hanson  from  1930  to  1937 
was  in  charge  of  the  radio  test 
laboratory  at  the  Naval  Air  Sta- 

tion in  Anacostia,  adjoining  Wash- 
ington. In  1939  he  was  connected 

with  the  Washington  Institute  of 
Technology  studying  instrument 
landing,  and  before  being  sent 
abroad  he  served  in  the  Navy  Bu- 

reau of  Aeronautics. 
Widely  known  among  the  radio 

engineering  fraternity,  who  award- 
ed him  the  gold  medal  of  the  Vet- 

eran Wireless  Operators  Assn.  for 
his  services  with  Byrd,  Hanson 
was  born  of  American  parents  in 
Berlin,  Germany,  Oct.  19,  1894.  He 
left  the  U  of  Wisconsin  in  1917  to 
join  the  merchant  marine.  After 
two  years  on  ships,  he  returned  to 
the  university  and  built  its  broad- 

casting station,  WHA.  He  is  sur- 
vived bv  his  wife  and  five  children. 

Barron  Staff  Changes 

JOHN  BARRON,  Washington  con- 
sulting radio  engineer,  last  week 

announced  that  Lloyd  Maxwell 
Bond,  one  of  his  associates,  has 
been  commissioned  an  ensign  in  the 
Naval  Reserve  and  is  now  in  train- 

ing at  Dartmouth  College.  Stanley 
Ray,  of  Alliance,  0.,  has  joined  Mr. 
Barron's  staff,  which  was  further 
depleted  by  the  resignation  of 
John  W.  Miller,  engineer,  who  has 
joined  the  Navy  Dept.  in  a  civilian 
capacity.  Mrs.  Betty  B.  Gilland, 
formerly  of  KOA,  Denver,  and  the 
Red  Levy  Adv.  Agency,  Denver,  is 
now  Mr.  Barron's  secretary. 

Columbia  U  Radio  Course 
TO  TRAIN  persons  who  have  a  back- 

ground in  radio  and  circuit  fundamen- 
tals in  the  theory  dealing  with  latest 

techniques  used  in  ultra-high-fre- 
quency practice,  Columbia  U  is  offer- 

ing two  intensive  tuition-free  courses 
starting  in  mid- August,  "subject  to  the 
approval  of  the  U.  S.  Office  of  Educa- 

tion." College  seniors  majoring  in  elec- 
trical engineering  or  physics  and  any- 

one with  an  electrical  engineering  de- 
gree or  equivalent  is  eligible. 

All  10  of  the  10  top- 
rated  daytime  serial 

programs  in  Denver*- 
on  KOA!  More  listeners 
cost  less  on  KOA. 

K
B
 

'Source:  Hooper  Survry 

IN  DENVER 

CONTROl 

REX  BETTIS.  transmitter  engineer 
of  KFI-KECA,  Los  Angeles,  has 
joined  the  Army  Signal  Corps.  Bettis. 
with  Raymond  M.  Moore  and  John 
Hidy,  also  engineers  of  those  stations, 
recently  invented  a  frequency-oper- ated device  for  blacliing  out  street 
lights  during  emergencies  [Broadcast- ing, May  11]. 

GIL  DOUD,  sound  eifects  engineer 
of  KHJ,  Hollywood,  has  resigned  to 
become  a  welder  in  an  airplane  nro- duction  unit.  Bill  Parmalee,  head  of 
the  station's  script  department,  has 
taken  over  Doud's  former  duties. 
CLIFF  MILLER,  formerly  of  KTUC, 
Tucson,  has  joined  the  technical  staff 
of  KOMO-KJR,  Seattle. 
DAN  TRUEBLOOD  is  now  chief  en- 

gineer on  WGBR.  Goklsboro,  N.  C. 
RALPH  MOODY,  studio  engineer  of 
WREN,  Lawrence.  Kan.,  has  joined 
the  Army  Air  Force.  Corp.  Harry 
Fincher,  former  WREN  transmitter 
engineer,  is  radio  instructor  in  the 
Army  Signal  Corps  stationed  at  Camp 
Crowder,  Mo. 
F.  H.  WADSWORTH.  engineer  of 
CBC,  Montreal,  has  arrived  back  in 
Canada  after  18  months  in  Great 
Bi-itain  with  the  CBC  Overseas  Unit. 
His  place  in  Britain  was  taken  by 
Alec  MacDonald  of  the  CBC  Toronto 
engineering  stalf. 
JOHN  MALAN  POWELL,  control 
operator  of  KSL,  Salt  Lake  City,  has 
joined  the  Army  Signal  Corps. 

WILLIAM  GOULD,  sound  effects  en- 
gineer of  CBS,  Hollywood,  is  the 

father  of  a  girl,  born  Aug.  5. 

DONALD  CROSS  has  joined  the  con- 
trol room  staff  of  KOAM,  Pittsburg, 

Kan. 

RAY  FAUST,  former  Mississippi 
State  student,  and  Vernon  Robertson 
of  Columbus,  Miss.,  have  joined  the 
emergency  engineering  staff  of  WCBI, 
Columbus. 
PETER  BURGESS  has  joined  the 
operating  staff  of  CKY.  Winnipeg, 
coming  from  the  technical  department 
of  the  Manitoba  Telephone  System, 
which  owns  and  operates  the  station. 
BILL  WHITE,  operator  of  CFRB, 
Toronto,  has  joined  the  Royal  Canad- ian Air  Force  as  an  air  crew  trainee. 
Jim  Cooper,  formerly  operator  of 
CFRB,  is  now  a  pilot  officer  in  the 
RCAF. 
GORDON  ERASER,  engineer  of 
CFRB,  Toronto,  has  joined  the  engi- 

neering staff  of  the  National  Film 
Board,  Ottawa. 

RICHARD  PORTER,  Jr.,  has  joined 
the  engineering  staff  of  WOR,  New 
York,  replacing  Gene  Posey,  who  re- 

signed to  enter  military  service. 
JOHN  HEAKE,  engineer  of  WIP, 
Philadelphia,  has  left  to  join  the  Army 
Signal  Corps. 
EDWIN  LAKER,  formerly  CBS  en- 

gineer, has  joined  the  Army  Air 
Force  as  a  first  lieutenant. 

FM  Bibliography 

BIBLIOGRAPHY  covering  593  ar- 
ticles on  ultra-high  frequency  and 

associate  subjects  as  found  in  the 
leading  physics,  engineering  and 
electronic  publications,  has  been 
compiled  by  Elizabeth  Kelsey,  en- 

gineering correlator  of  Zenith 
Radio  Corp.,  Chicago.  Included  al- 

so is  a  comprehensive  list  of  for- 
eign publications.  Copies  may  be 

procured  on  request  to  Miss  Kel- 
sey at  Zenith,  360  No.  Michigan Ave. 

Gray 

EtECTRIC  COMPANY 

Tlie  American  broadcasting  industry  contributes  to 

America's  strength  by  keeping  the  people  informed, 
by  increasing  public  morale,  by  promoting  national 

unity.  It  is  a  heartwarming  fact  to  every  member  of 

the  Blaw-Knox  organization  that  more  than  70%  of 

the  towers  in  the  nation  are  Blaw-Knox  built. 

BLAW-KNOX  DIVISION  of  Blaw-Knox  Co. 

BLAW-KNOX 

RADIATORS 

FM  AND  TELEVISION  TOWERS 
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DEUV 

"^^T^W  FASTER 

Title  Contest — Druggist  Bulletin — ^Annual  Outing — 
Dealer  Booklet — Shell  Game 

A; 

•  Costly  telegraph  de- 
lays are  out!  Postal 

"Automatic"  is  in! 
Amazing  machines  —  only  re- 

cently perfected  by  POSTAL 
Telegraph  engineers  —  now 
flash  messages  to  any  part  of  the 
country  at  record-breaking 
speed  —  and  with  incredible 
accuracy.  These  "Automatic" 
machines  are  Postal's  — exc/«- 
sively.  Messages  sent  ""Auto- 

matic" cost  you  not  one  penny 
more.  So— 

Try  ih'is  NEW  SUPERrSPEED SERVICE  today! 

Tostal 

Telegraph 
For  vour  convenience,  charges 
for  telegrams  telephoned  -  in 
appear  on  your  telephone  bill 

*For  descriptive  folder  —  address  Postal Telegraph,  157  Chambers  St.,  New  York or  ask  local  branch  manager. 

TITLE  contest  will  be  con- 
ducted for  a  six-weekly  NBC 

.show  starting  Aug.  17,  star- 
ring Garry  Moore,  comedian- m.c.  of  Club  Matinee  and  Fitch 

Bandwagon.  Each  station  is  to 
conduct  its  own  title  contest.  Win- 

ning names  for  the  show  will  be 
forwarded  to  New  York,  where 
the  grand  prize  winner  will  be 
chosen,  and  will  receive  a  $500  War 
Bond.  The  program  has  been  se- 

lected as  the  ideal  early  morning 
program  for  the  busy  housewife, 
and  offers  orchestra  and  vocal  mu- 

sic, with  Howard  Petrie  as  an- 
nouncer. 

Dealer  Bulletins 
TO  ESTABLISH  closer  relations 
with  dealers,  WOWO,  Fort  Wayne, 
is  mailing  Drug  Hi-Lites,  a  weekly 
bulletin,  to  80  Fort  Wayne  drug- 

gists. Containing  short  items 
clipped  from  trade  magazines,  the 
paper  is  edited  by  Bill  Malone, 
station  merchandising  dept. 

*      *  * 

Studio  Plugs 
TO  FURTHER  PROMOTE  its 
Oakland  studios,  KQW,  San  Fran- 

cisco, is  presenting  the  Tabor  News- 
reel  every  Friday  night;  a  broad- 

cast by  Noyes  McKay,  Sky  Views; 
and  trailers  in  22  Fox  West  Coast 
Theatres  in  the  bay  area. 

HOW  TO  GET  THE  MOST 

OUT  OF  YOUR  RADIO  DOLLAR 

IN  CENTRAL  NEW  YORK 

Use  the  station  that  consistently 

produces  for  the  most  advertisers. 

WFBL  carries  35.6%  more  spon- 

sored time  than  any  other  Syra- 

cuse station.  Join  the  more  than 

100  advertisers  who  know  how  to 

get  the  most  out  of  their  Central 

New  York  radio  dollar.  Use  .... 

WFBL 
SYRACUSE,    N.  Y. 

MEMBER  OF  BASIC  NETWORK  COLUMBIA  BROADCASTING  SYSTEM 

FREE  &  PETERS,  Inc.  Exctushe  National  Representatives 

Popularity  Bonds 
AN  ALL-STAR  half-hour  broad- 

cast, featuring  topnotcher's  of the  WLW  personnel,  opened  the 
two-week  Votes  for  Victory  radio 
war  bond  sales  drive  in  Cincin- 

nati. Feeling  that  each  radio  per- 
sonality has  an  individual  follow- 

ing, the  management  of  WLW  has 
divided  the  talent  staff  into  six 
teams,  and  will  have  members  ap- 

peal individually  for  listeners  to 
buy  bonds.  Listeners  will  then  vote 
for  their  favorite  star  by  mailing 
orders  for  bonds  to  the  station, 
and  mentioning  the  WLW  staff 
member  who  should  be  credited 
vdth  the  sale. 

Band-aid  Stickers 
TO  draw  immediate  attention  to 
its  brophure  on  a  spot  campaign  for 
Johnson  &  Johnson  first  aid  prod- 

ucts, KSTP,  Minneapolis-St.  Paul, 
sealed  the  folding  mailing  piece 
with  a  "band-aid"  instead  of  the 
usual  sticker  or  pre-cancelled 
stamp.  The  brochure,  which  was 
mailed  to  all  druggists  in  the 
Northwest,  called  attention  to 
KSTP's  coverage  and  urged  re- 

tailers to  give  prominent  display 
to  Johnson  &  Johnson  products. 

Promoted  Locally 

KWK,  St.  Louis,  is  promoting  local- 
ly, exploiting  talent  through  a  se- ries of  colorful  newspaper  ads. 

"Come  on  friends  and  join  us," reads  one  advertisement  built 
around  May  Kennedy  McCord,  new 
KWK  personality.  On  black  back- 

ground, the  copy  presents  intimate 
and  historic  insets  typical  of  the 
material  she  features  on  her  pro- 

grams. 
*      *  * 

Kiddie  Picnic 

AT  ITS  annual  Kiddie  Hour  pic- 
nic in  Myrick  Park,  WKBH,  La- 

Crosse,  Wis.,  reported  an  attend- ance of  1800  children  from  La 
Crosse  and  15  surrounding  towns. 
The  picnic  as  well  as  the  daily  chil- 

dren's amateur  hour  is  sponsored 
by  Erickson  Bakery  of  LaCrosse, 
user  of  WKBH  for  the  past  15 

years. 

WDRC 

CONNECTICUT'S  PIONEER  BROADCASTER 

GENUINE  prairie  schooner  of 
KTUC,  Tucson,  serves  as  a  War 
Bond  wagon  from  which  an  aver- 

age of  $1,000  a  day  in  bonds  and 
stamps  is  sold.  Ralph  Bilby,  presi- 

dent of  KTUC  is  the  salesman  as 
the  Little  Colonel,  Glenn  deS. 
Snyder,  manager  of  WLS,  Chicago, 
and  vice-president  of  KTUC  ex- 

changes cash  for  a  bond. 

Shadow  Plugs 

TO  PROMOTE  The  Shadow,  tran- 
scribed series  placed  on  WQAM, 

Miami,  by  Bell  Bread  Co.,  local 
baker,  for  one  year,  the  sponsor 
has  launched  an  extensive  cam- 

paign which  includes  bumper  strips 
on  taxicabs;  posters  on  Bell  de- 

livery trucks,  65  newsstands  and 
15  news  trucks;  and  15  chapters 

of  the  motion  picture  serial  "The 
Shadow"  in  eight  local  theatres. 
Newspaper  advertisements  are  be- 

ing used,  as  well  as  five-daily  spot 
announcements  on  WQAM  featur- 

ing the  famous  "Shadow"  laugh. 

Coast  Listener  Figures 

SUPPLEMENTING  its  program 
Bob  Garred  Reporting  on  six  CBS 
Pacific  stations,  Mennen  Co.,  New- 

ark (shaving  cream)  is  distribut- 
ing a  dealer  promotion  booklet  giv- 
ing the  number  of  radio  listeners  in 

West  Coast  areas  and  their  drug 
buying  habits.  The  book  is  pub- 

lished by  Russel  M.  Seeds  Co.,  Chi- 
cago agency. 

Tulsa's  Shell  Game 

UNIQUE  mailing  piece  of  KVOO, 
Tulsa,  uses  the  old  shell  game  to 

pose  the  question  "Where  is  Okla- homa's No.  1  market?".  Printed  on 
paper  flaps  are  the  three  walnut 
shells  with  the  answers  "bad 

guess",  "try  again"  and  "Tulsa' (the  correct  answer)  under  each 
shell. 
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CBS  Latin  Service 
LINKING  the  CBS  Network  of 
the  Americas  in  20  Latin  Ameri- 

can republics  with  its  domestic 
hookup,  CBS  will  present  special 
variety  programs  featuring  musi- cians of  southern  countries  Aug.  21 
and  Sept.  4.  Programs  will  be 
shortwaved  via  WCBX,  WCRC  and 
WCDA,  with  announcements  in 
Spanish  on  the  first  broadcast,  in 
Portuguese  on  the  second,  and 
English  cut-ins  on  both. 
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TALKING  SHOP  between  rehearsals  of  the  weekly  NBC  Uncle  Sam 
Presents,  Government  endorsed  program  originating  from  West  Coast 
Air  Force  Training  Center,  Santa  Ana  (Cal.),  are  Dave  Elton,  Hollywood 
producer  of  NBC  and  three  erstwhile  associates.  Mike  veterans  in 
khaki  on  the  half  hour  camp  talent  show  are  (1  to  r)  :  Corp.  Ben  Gage, 
formerly  announcer  on  the  NBC  Bob  Hope  Show,  sponsored  by  Pepso- 
dent  Co.,  Capt.  Melville  Ruick,  formerly  announcer  on  the  CBS  Lux 
Theatre,  sponsored  by  Lever  Bros.  Co.  (Lux  soap) ;  Pvt.  Hal  Gibney,  for- 

mer announcer  of  BLUE  Jimmy  Fidler,  sponsored  by  Carter  Products. 

PEABODY  ADVISORS 

TO  MEET  AUG.  20 

RESENTMENT  last  year  over  the 
Peabody  Radio  Awards  which  saw 
most  of  the  citations  going  to  net- 

,  works,  is  hoped  to  be  offset  by  a 
I  meeting  Aug.  20  of  NAB  represen- 
'  tatives  and  Peabody  Advisory  Com- 

mittee members.  Attending  will  be 
i   Edward  Weeks,  editor  of  the  At- 

lantic   Monthly,    and    John  E. 
I   Drewry,  Dean  of  the  Henry  W. 

Grady   School   of   Journalism  of 
:    Georgia  U,  for  the  Peabody  com- 
,  mittee;  Neville  Miller,  C.  E.  Arney 

Jr.  and  Joseph  L.  Miller  for  the 
NAB. 

The  conference  is  hoped  to  result 
in  a  satisfactory  basis  for  making 
the  awards,  it  was  said,  and  some 
additional  appointments  to  the  Pea- 

body committee  will  be  considered. 
I  The  resentment  last  year  arose 

when  the  Peabody  Advisory  Com- 
mittee made  awards  on  the  basis 

of  program  merit  rather  than  on 
merits  of  "public  service  of  sta- 

tions" which  was  declared  the  orig- 
inal intent  of  the  awards.  This 

aroused  ire  of  both  the  NAB  and 
stations  which  had  submitted  ma- 

terial on  station  activity  for  con- 
sideration by  the  Peabody  Com- 

mittee. 

Laemmar  In  Navy 
ANNOUNCEMENT  that  Jack 
Laemmar,  timebuyer  of  Lord  & 
Thomas,  Chicago,  has  joined  the 
Navy  as  a  lieutenant  (j.  g.),  was 

made  last  week. 
Lt.  Laemmar 
starts  training 

Aug.  17  at  Quon- set  Pt.,  R.  I.  His 
duties  during  his 
absence  will  be 
handled  by  Ger- t  r  u  d  e  Lampert, 
assistant  t  i  m  e- 
buyer  at  Lord  & 
Thomas.  Mr. 
Laemmar  has 

been  prominent  in  the  agency  field 
for  many  years. 

Lt.  Laemmar 

Pabst  Pro  Grid  Plans 
PABST  SALES  Co.,  Chicago 
(Pabst  Beers)  is  completing  nego- 

tiations for  sponsorship  this  fall 
of  football  games  of  seven  teams 
of  the  National  Professional  Foot- 

ball League)  in  Brooklyn  on  WOR, 
Washington  on  WOL,  and  Pitts- 

burgh, Philadelphia,  Cleveland,  De- 
troit and  Chicago.  Station  sched- 

ules are  to  be  completed  Aug.  19 
when  all  contracts  will  be  turned 
in,  according  to  the  Pabst  Company. 
Agency  is  Lord  &  Thomas,  Chicago. 

Pierce's  Plans 
PI  E  RC  E  '  S  PROPRIETARIES, 
Buffalo,  a  consistent  advertiser  for 

.    almost    75    years,    through  its 
'    newly-appointed     agency,  Duane ,    Jones  Inc.,  New  York,  will  launch 

an   extensive   radio   schedule  for 
'    Dr.  Pierce's  Golden  Medical  Rem- 

edy and  Dr.  Pierce's  Favorite  Pre- 
scription. Firm  has  used  spot  an- 

nouncements nationally  for  several 
years.  Details  of  the  new  plans 
have  not  yet  been  announced  by 
Duane  Jones,  whose  appointment 
is  effective  Oct.  1. 

Helen  Bond's  New  Duties 
HELEN  F.  BOND,  space,  time  and 
talent  buyer,  and  radio  director  of 
Cowan  &  Dengler,  New  York,  has  been 
appointed  to  handle  new  business  in 
addition  to  her  other  duties,  succeeding 
H.  Hawley  Myers,  who  has  joined  the 
Army  Air  Corps  as  a  second  lieutenant. 

DISC  BAN  WAIVER 

VP  TO  PETRILLO 
JAMES  C.  PETRILLO,  AFM 
president  has  been  in  Chicago  dur- 

ing the  past  week  conferring  with 
counsels  Joseph  A.  Padway  and 
David  Katz.  Petrillo  has  kept  him- 

self incommunicado. 
Broadcasting  submitted  to  Mr. 

Petrillo  a  list  of  written  questions 
on  actual  operations  under  the 
AFM  ban.  These  questions  he  re- 

fused to  answer  with  the  com- 
ment "they  were  too  controver- 

sial". 
Mr.  Katz,  personal  attorney  for 

Mr.  Petrillo,  stated  that  each  ap- 
plication for  clearance  by  tran- 

scription companies  was  being  con- 
sidered individually  and  that  the 

companies  should  not  go  to  the 
locals  but  should  submit  their  ap- 

plications in  writing  directly  to 
the  organization  in  New  York. 

(Questionnaire 
{Continued  from  page  15) 

to  programming  operations  involv- 
ing music,  the  station  is  asked  to 

supply  certain  financial  data  cover- 
ing the  year  1941.  This  deals 

with  net  time  sales,  plus  other 
broadcast  revenue,  expenses  for  the 
year,  net  broadcast  income  before 
payment  of  taxes  and  net  income 
or  loss  after  taxes. 

Stations  are  asked  to  specify  the 
number  of  hours  devoted  to  net- 

work commercial  and  non-network 
commercial  programs  for  the  April 
week  surveyed.  Also  covered  are 
network  sustaining  and  non-net- 

work sustaining  for  the  same 
period  along  with  the  total  num- ber of  hours  which  the  station  was 
on  the  air  during  the  week. 

In  infinite  detail,  the  question- 
naire covers  hours  during  the  typi- 

cal week  devoted  to  commercial 

programs,  both  network  and  non- 
network,  in  which  transcriptions 
formed  the  entire  xp-ogram,  an  in- 

tegral part  of  the  program  or  an 
incidental  part  of  the  program. 
Similar  data  is  requested  for  sus- 

taining programs  over  the  same 

period. Then  the  questionnaire  seeks  in- 
formation on  hours  devoted  both 

to  commercial  and  sustaining  pro- 
grams, network  and  non-network, 

in  which  electrical  transcriptions 
were  used.  It  requests  a  breakdown 
on  the  degree  to  which  such  re- 

corded music  was  used.  Similar 
information  is  sought  on  use  of 
music  recorded  on  phonograph  rec- 

ords or  on  transcriptions. 

Asking  data  relating  to  electric- 
ally transcribed  spot  announce- 

ments, the  questionnaire  seeks  the 
number  broadcast  during  the  typ- 

ical week  and  the  total  revenue 
received.  Stations  are  asked  to 
estimate  what  percentage  of  the 
station's  total  broadcast  revenue 
for  1941  was  derived  from  com- 

mercial programs  in  which  music 
was  recorded  on  phonograph  rec- 

ords or  on  electrical  transcriptions. 
This  is  broken  down  into  programs 
where  music  constituted  the  en- 

tire rendition,  where  it  was  an 
integral  part  of  the  program  and 
finally,  where  it  constituted  an  in- 

cidental part. 
Data  on  the  number  of  transcrip- 

tion library  services  to  which  the 
station  snbscribes,  and  the  amounts 
spent  for  phonograph  records  and 
for  transcriptions,  including  library 
services  during  1941,  is  solicited. 

Live  Music  Data 

In  its  questions  dealing  with  pro- 
fessional musicians,  the  Commis- 

sion asks  how  many  hours  during 
the  typical  week  were  devoted  to 
commercial  programs,  both  net- 

work and  non-network,  in  which 
professionals  participated.  A  break- 

down on  the  degree  of  participation 
is  sought.  The  same  questions  are 
propounded  covering  sustaining 
programs  and  the  combination  of 
commercial  and  sustaining  pro- 

grams. The  number  of  full-time  staff  mu- 
sicians   and   part-time  musicians 

Network  iKccovnts 
Ail  time  Eastern  Wartime  unless  indicated 

New  Business 
WHITE  MOTOR  Co.,  Cleveland  (institu- tional), on  Aug.  12  only  broadcasts  Navy "E"  award  on  110  BLUE  stations.  Wed., 
11:30  a.m. -12  noon,  thru  D'Arcy  Adv. 
Co.,  Cleveland. LEWIS-HOWE  MEDICINE  Co.,  St.  Louis 
(Turns),  on  Oct.  3  starts  Frank  Crumit  & Julia  Sanderson  on  50  CBS  stations.  Sat., 
8-8:30  p.m.  Agency:  Roche,  Williams  & 
Cunnyngham,  N.  Y. 

Renewal  Accounts 

SKINNER  &  EDDY  Corp.,  Seattle  (Min- 
ute Man  soup),  on  Aug.  31  renews  for  26 

weeks,  participation  in  Breakfast  at  Sar- 
di's  on  13  BLUE  Pacific  Coast  stations, 
Mon.  thru  Fri.,  9:30-10  a.m.  (PWT). 
Agency :  J.  William  Sheets,  Seattle. 
KRAFT  CHEESE  Co.,  Chicago  (Parkay 
Margarine),  on  Aug.  30  resumes  The 
Great  Gildersleeve  on  over  68  NBC  sta- 

tions. Sun.,  6:30-7  p.m.  (repeat,  11-11:30 
p.m.).  Agency:  Needham,  Louis  &  Bror- 
by,  Chicago. Network  Changes 
KOLYNOS  Co.,  New  Haven  (toothpaste), 
on  Oct.  28  shifts  Mr.  Keen,  Tracer  of 
Lost  Persons,  from  71  BLUE  stations, 
Tues..  Wed.,  Thurs.,  7:15-7:30  p.m.,  to about  50  CBS  stations.  Wed..  Thurs., 
Fri..  7:45-8  p.m  Agency:  Blackett-Sam- ple-Hummert,  N.  Y. 

employed  by  each  station  is  re- 
quested, along  with  the  total  pay- 

roll for  last  year  and  for  the  typ- 
ical week,  also,  the  number  of 

hours  during  the  typical  week  dur- 
ing which  staff  musicians  broad- 
cast in  commercial  and  sustaining 

programs.  Also  sought  is  the  num- ber of  hours  during  the  typical 
week  which  the  station  broadcast 

musical  programs  by  remote  pick- 

ups. Seeking  information  on  employ- ment of  Negroes  as  musicians,  the 
questionnaire  asks  whether  the 
station  has  any  Negro  staff  musi- 

cians, how  many,  and  whether  they 
have  been  employed  at  any  time 
during  the  last  five  years.  Further 
detail  is  requested  on  this  subject. 

Apropos  non-professional  musi- 
cians, the  FCC  explains  that  these 

include  amateurs  and  such  organi- 
zations as  the  United  States  Army 

Band  and  other  Government  units. 

For  the  typical  week,  it  elicits  in- 
formation on  hours  devoted  to  com- 

mercial programs,  both  network 
and  non-network,  in  which  music 

played  by  non-professionals  formed the  entire  program,  an  integral 

part  of  the  program,  or  in  an  inci- 
dental part.  The  same  data  is  re- 

quested on  sustaining  programs 
alone  and  on  a  combination  of  the 
two. 

To  get  a  sum  total  of  musical 
performances,  the  questionnaire 
asks  for  the  total  hours  during 
the  typical  week  devoted  to  both 
commercial  and  sustaining  pro- 

grams, network  and  non-network, 
in  which  such  music  was  recorded 

on  phonograph  records,  or  tran- 
scriptions, or  played  by  profes- 

sional or  non-professional  musi- cians. 

Finally,  the  FCC  inquires 
whether  the  station  has  ever  been 
denied  a  network  program  for  rea- 

sons believed  to  have  been  con- 
nected with  a  labor  dispute  involv- 

ing musicians.  A  brief  statement 
of  the  facts,  if  any,  is  requested. 
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Bannerman  Calls  on  Private  Stations 

To  Increase  Public  Service  in  Canada 

now  covers 

THAT  the  Canadian  Government 
is  turning  more  and  more  to 
broadcasting  as  a  medium  of  in- 

forming the  public,  and  that  Do- 
minion's private  stations  must  im- 

prove their  service  to  the  commun- 
ity, are  highlight  features  in  the 

letter  Glen  Bannerman,  president 
and  general  manager  of  the  Ca- 

nadian Assn.  of  Broadcasters, 
sent  to  member  stations  Aug.  11. 

"Important  and  difficult  days  are 
ahead  for  the  broadcasting  indus- 

try in  Canada,"  he  wrote.  "Im- 
portant in  that  the  Government 

appears  to  be  turning  more  and 
more  to  the  use  of  the  broadcast- 

ing medium  as  a  means  of  inform- 
ing the  public  of  steps  that  must 

be  taken  in  waging  war,  difficult 
in  that  the  report  of  the  Parlia- 

mentary Committee  [Broadcast- 
ing, Aug.  3],  can  hardly  be  de- 

scribed as  other  than  unfriendly 
to  the  privately  owned  broadcast- 

ing stations. 
Service  to  Public  First 

"The  time  has  arrived  when  the 
most  careful,  sane  and  sound 
thinking  of  which  we  are  capable 
must  be  given  to  the  policy  of  the 
CAB  for  the  future.  It  would  seem 
that  whatever  the  various  interests 
of  member  stations  may  be  it 
would  appear  advisable  to  place 
the  interests  of  private  broad- 

casting and  its  service  to  the  pub- 
lic ahead  of  any  particular  interest, 

est. 
"Good  as  has  been  our  service 

to  our  communities,  it  is  vitally 
important  to  make  each  station  so 
much  a  part  of  its  community  that 
the  people  will  resist  any  interfer- 

ence with  its  functioning  to  the 
best  of  its  ability  .  .  .  The  mak- 

ing of  a  profit  at  all  costs  cannot 
be  the  fundamental  and  only  guid- 

ing principle.  Good  programming 
and  service  to  the  public  must 
ever  be  the  objective  of  the  station 
that  is  going  to  survive. 

"There  is  much  in  today's  oper- 
ations that  can  be  subject  to  criti- 
cism. For  example,  it  should  be 

possible  to  study  and  improve  the 
technique  of  presenting  the  story 
of  patent  medicine  products  and 

365,000  people  make  the 

Youngstown  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

the  story  of  local  sponsors.  We 
will  have  to  do  more 'than  educa- tional work  with  advertisers  and 
agencies  to  ensure  the  best  possible 
programming,  along  with  a  reason- 

able presentation  of  the  story  of 
products  and  services  for  the  use 
and  comfort  of  the  people  in  each community. 

Cannot  Please  Everyone 

"While  no  station  can  hope  to 
satisfy  all  the  people  in  its  com- 

munity, so  long  as  we  strive  to 
improve  its  service  to  the  people 
in  that  community  and  find  ways 
of  meeting  the  wishes  of  the  ma- 

jority of  the  people;  so  long  as  our 
advertising  standards  and  broad- 

casting practices  are  steadily  im- 
proved, just  so  long  will  there  al- 

ways be  a  place  and  a  good  living 
for  the  people  concerned  with  pri- 

vately owned  broadcasting  sta- tions. 

"It  seems  to  me  that  along  with 
all  the  improvements  possible  in 
the  art  of  broadcasting,  we  must 
be  eternally  vigilant  to  see  that 
everyone  in  each  community  un- 

derstands the  importance  of  each 
broadcasting  station  to  them.  We 
must  ever  be  on  the  alert  to  see 
that  our  side  of  the  picture  is 
clearly  and  forcibly  presented  to 
all  who  might  be  interested  or 
wish  to  eliminate  private  broad- 

casting from  the  life  of  Canada. 
Future  at  Stake 

"The  future  of  privately  owned 
broadcasting  rests  in  the  hands  of 
private  broadcasters.  We  must 
think  and  work  our  way  to  a  posi- 

tion in  each  community  that  can- 
not be  fairly  challenged.  We  must 

also  remember  that  the  industry  is 
only  as  strong  as  its  weakest  sta- 

tion. What  each  station  does  to 
enhance  private  broadcasting  helps 

the  entire  industry." 
Discussing  the  outlook  for  com- 

mercial broadcasting,  Mr.  Banner- 
man  reported  to  his  members  that 
"so  far  as  can  be  learned,  busi- 

ness from  commercial  sponsors  is 
holding  up  reasonably  well  and 
prospects  for  the  balance  of  the 
year  look  better  than  might  have 
been  expected.  In  addition,  there 
are  a  number  of  government  plans 
under  discussion  with  government 
departments  which  show  a  likeli- 

hood of  producing  more  paid-for 
programs  during  the  balance  of 

the  year." 
Agency  Recognition 

POLICY  Committee  of  the  Cana- 
dian Assn.  of  Broadcasters  has 

issued  a  list  of  33  advertising 
agencies  to  which  it  has  extended 
franchise  recognition.  The  list  in- cludes branches  of  six  American 
agencies  now  operating  in  Can- 

ada— Lord  &  Thomas  of  Canada, 
Toronto  and  Montreal;  J.  Walter 
Thompson  Co.,  Montreal  and  To- 

ronto; Young  &  Rubicam,  Mon- 
treal and  Toronto;  Atherton  & 

Currier,  Toronto;  Hutchins  Adv. 
Co.  of  Canada,  Toronto;  Ruth- 
rauff  &  Ryan,  Toronto. 

SERVICEMEN  DISCS,  cut  at  the 
expense  of  the  Gem  Safety  Razor 
Corp.,  are  being  made  at  Army, 
Navy,  Marine  and  Coast  Guara 
bases.  At  the  San  Diego  Naval 
Training  Base,  Bob  Perry  (at 
mike),  former  announcer  of  KDB, 
Santa  Barbara,  and  announcer  for 
MBS  broadcasts  from  that  Navy 
base,  helps  Dick  Nelson,  the  Gem 
Blade  Reporter,  in  making  record- 

ings for  the  enlisted  personnel  sta- tioned there. 

STORY  BEHIND  INS 

SPY  SCOOP  TOLD 
WHEN  the  INS  scoop  on  the  fate 
of  the  eight  saboteurs  first  ap- 

peared, byline  credit  belonged  to 
Jack  Vincent  [Broadcasting,  Aug. 
10].  Last  week  it  was  learned 
at  INS  that  credit  for  the  story  is 
shared  by  William  K.  Hutchinson, 
chief  of  the  INS  Washington  bu- 

reau, and  George  Durno,  INS 
White  House  reporter,  in  addition 
to  Vincent. 
Durno  is  credited  with  the 

original  tips,  Hutchinson  gathered 
the  details  of  how  six  men  were 
to  be  electrocuted  and  two  would 
receive  prison  sentences.  Vincent 
rounded  up  the  story.  After  it  had 
been  checked  and  written  it  was 
submitted  to  Byron  Price,  chief  of 
the  Oflnce  of  Censorship,  according 
to  INS.  When  clearance  was  ob- 

tained the  INS  wire  carried  the 
story  at  8:14  a.m. 

Subsequently,  inquiry  by  other 
press  associations  at  the  White 
House  produced  the  announcement 
that  the  President  had  not  finished 
reading  the  testimony.  Meanwhile 
INS  had  learned  from  its  original 
source  that  the  executions,  which 
had  been  planned  to  take  place  be- 

fore announcement  of  the  sabo- 
teurs' fate  was  made  public,  were 

delayed  24  hours  since  the  Presi- dent was  reconsidering  the  case  of 

the  youngest  saboteur,  an  Ameri- can citizen. 
Finally.  29  hours  and  11  minutes 

after  INS  broke  the  story,  it  was 
announced  by  Stephen  Early, 
Presidential  Secretary,  that  six 
men  were  electrocuted  and  two 
sentenced  to  prison  terms. 

Sinclair  Football 
SINCLAIR  REFINING  Co.,  New 
York,  will  sponsor  broadcasts  of 
eight  Notre  Dame  football  games 
this  fall  on  WJJD,  Chicago.  Jack 
Fitzpatrick,  formerly  sportscaster 
in  Denver,  will  describe  the  games. 
Agency  is  Hixson-O'Donnell  Adv., New  York. 

HOLLISTER  CRYSTAL   Co.,  pre-" eision   quartz  oscillators,   has  moved 
its  offices  and  plant  from  Wichita  to 
Boulder,  Col. 

area  with 

5000 

WATTS  ON 

UJU 

KILOCYCLES 

INCREASE  IN  RATES 

JOS.  HERSHEY 

nicGILLVIIfl 

National  Represenfafives 

NEW  YORK  •  LOS  ANGELES 
CHICAGO  •  SAN  FRANCISCO 

Page  56  •  August  17,  1942 BROADCASTING  •  Broadcast  Advertising 



Export  Interests 

Form  Association 

TO  THE  END  that  export  adver- 
tising in  Latin  America  con- 
tribute to  the  war  effort,  in  ad- 
dition to  selling  and  keeping 

foreign  markets,  the  Assn.  of  Ex- 
port Adv.  Agencies  was  formed  at 

the  end  of  July  by  a  group  of  seven 
agencies.  Slogan  is  "Export  Ad- 

vertising Will  Help  Win  the  War". 
Thomas  M.  Quinn,  executive  vice- 

president,  Borland  International, 
is  president;  Irwin  A.  Vladimir, 
president,  Irwin  A.  Vladimir  &  Co., 
is  vice-president  and  handles  pub- 

licity; and  Arthur  A.  Kron,  secre- 
tary-treasurer, Gotham  Adv.  Co. 

is  secretary-treasurer  of  the  or- 
ganization. 

Work  Under  Way 

In  addition  to  the  officers'  re- 
spective firms,  other  charter  mem- 

bers, all  with  headquarters  in  New 
York,  are:  G.  M.  Basford  Co.;  Ex- 

port Adv.  Agency;  Foreign  Adv.  & 
Service  Bureau,  and  National  Ex- 

port Adv.  Service.  Other  agencies 
meeting  the  association's  qualifica- 

tions will  be  invited  to  join.  Condi- 
tions governing  membership  in- 

clude the  handling  of  at  least  three 
foreign  accounts. 

Material  designed  to  promote 
inter-American  unity  and  hemi- 

spheric defense  is  already  being 
prepared  for  inclusion  in  export 
advertising  copy. 
A  booklet.  The  Secret  Weapon 

of  American  Business,  outlining 
aims  of  the  association,  will  be  re- 

leased probably  sometime  next  week 
for  distribution  to  U.  S.  manufac- 

turers interested  in  export  adver- 
tising. Stress  is  laid  on  the  im- 

portance of  the  Latin  American 
market  now,  in  view  of  the  in- 

crease in  export  business  antici- 
pated after  the  war. 

Booklet  urges  that  all  campaigns 
be  directed  from  the  U.  S.  rather 

than  from  local  sources,  "so  that 
the  publishers  and  radio  stations 
will  know  whence  their  income  and 

material  support  are  coming."  At- 
tention is  called  to  a  recently  com- 
pleted survey  which  shows  that 

publishers  and  operators  of  radio 
stations  in  Latin  America  "depend 
for  their  existence  on  revenue  de- 

rived from  U.  S.  advertising,  with 

rare  exceptions." 

Xre  you  using  the 

ASCAP  Radio 

Program  Service? 

•  New  series  available 

now, without  charge,to  any 
ASCAP  Licensed  Station. 

Write  or  wire  today. 

ASCAP 

Radio  Program  Service 
30  Rockefeller  Plaza     •    New  York 

WARTIME  EFFORT  and  institu- 
tional advertising  were  topics  dis- 

cussed by  (1  to  r)  Donald  W. 
Thornburgh,  CBS  Pacific  Coast 
vice-president  and  E.  0.  Schreve, 
vice-president  in  charge  of  ap- 

paratus sales  of  General  Electric, 
when  the  latter  was  in  Hollywood 
during  early  August.  General  Elec- 

tric sponsors  the  thrice-weekly 
quarter  -  hour  commentary  by 
Frazier  Hunt  on  51  CBS  stations. 

Got  the  Stamps 

WBOW,  Terre  Haute,  em- 
ployes gave  Merle  Ann  Dil- 

worth,  newly-born  daughter 
of  Chief  Announcer  Scott  Dil- 
worth,  a  little  send-off  in  this 
troubled  world.  Employes 
have  been  ante-ing  a  quarter 
for  War  Stamps  and  drawing 
names  from  a  hat  during 
weekly  meetings — person 
whose  name  is  drawn  taking 
the  pot.  Last  week  Merle 
Ann's  name  appeared  on  all 
slips  in  the  hat. 

NBC  Affiliates  Conduct 

Spanish    Song  Contest 
TO  FOSTER  interest  in  Spanish, 
and  in  the  customs  of  Latin  Ameri- 

can countries,  a  nationwide  contest 
will  be  conducted  by  NBC  affiliates 
for  the  best  rendition  of  any  one  of 
the  songs  heard  on  NBC's  Pan American  Holiday.  Competition  is 
open  to  American-born  amateur 
singers  who  are  students  of  Span- 

ish. Four  regional  winners  will  be 
selected  from  local  auditions  on  the 
basis  of  recordings.  Grand  prize  is 
an  all-expense  round  trip  to  Mexico 
City.  Mrs.  Irene  Kuhn,  NBC  co- 

ordinator of  program  promotion,  is 
in  charge  of  the  contest,  a  three- month  affair. 

Chester's  New  Aide 
ROBERTO  UNANUE,  Latin 
American  news  editor  for  CBS,  has 
been  appointed  assistant  director 
of  Latin  American  relations  for  the 
network,  replacing  Dr.  Antonio  C. 
Gonzalez  as  aide  to  Edmund  A. 
Chester,  director  of  shortwave 
broadcasting  and  Latin  American 
relations.  Dr.  Gonzalez  has  re- 

signed. In  his  new  duties,  in  addi- 
tion to  continuing  as  Latin  Ameri- 
can news  editor,  Mr.  Unanue  will 

have  the  cooperation  of  Carlos 
Garcia  Palacios,  Chilean  diplomat 
and  news  analyst,  who  is  his  as- 

sistant in  charge  of  public  rela- 
tion for  Latin  America. 

PAUL  SCHUBERT,  who  starts  a 
five-weekly  news  period  on  five  MBS 
stations  Aug.  17  for  Benson  & 
HedRes,  New  York  (Virginia  Rounds) 
[Broadcasting,  July  6]  is  available 
to  remaining  network  affiliates  with 
commercial  credits  deleted.  Agency  is 
Maxon,  Inc.,  New  York. 

$100  in  Fan  Mail 
FAN  LETTER  to  Elton 
Britt,  cowboy  yodeler  of 
WNEW,  New  York,  con- 

tained a  $100-bill  from  a 
listener  who  wished  to  "re- 

pay" him  for  the  many  hours 
of  enjoyment  he  had  given 
her.  Elton  contributed  the 
gift  to  the  USO. 

Stanley  Holt  in  Army 

W.  STANLEY  HOLT,  account  ex- 
ecutive of  William  Esty  &  Co.,  New 

York,  has  joined  the  Army  as  ma- 
jor of  ordnance.  He  is  temporarily 

stationed  in  the  Office  of  the  Chief 
of  Ordnance,  Washington.  Holt  has 
been  handling  new  business  at  Esty 
for  the  last  year.  His  duties  will  be 
absorbed  by  other  executives. 

The  Public 

be  Da 

SCOOP! 

PRESSURE  EASED  BY 

FULTON  LEWIS,  Jr. 

SCOOP.' 

PRODUCTION  SPEED  DEMANDED  BY 

FULTON  LEWIS,  Jr. 

scoop; 

FOR  NAVY  OBTAINED  BY 

FULTON  LEWIS,  Jr. 

'the  man  who  makes  the  news 

AVAILABLE  FOR  SPONSORSHIP 

ON  YOUR  OWN  STATION 

AT  YOUR  OWN  RATES 

Millions  of  listeners  from  coast  to  coast  can  tell  you  of  the 

startling  disclosures  and  "back-of-the-scenes"  news  scoops  made 
by  Fulton  Lewis,  Jr.,  in  connection  ^v\lh  the  sugar  and  rubber 
problems.  The  Navy  Avill  tell  you  how  Fulton  Lewis,  Jr.,  suc- 

ceeded in  having  his  audience  contribute  600  pairs  of  rare 
l)inoculars  after  the  Navy's  own  efforts  failed.  And  59  advertisers from  coast-to-coasi  will  tell  you  of  the  amazing  sales  this 
"Knight  of  the  Microphone  "  is  creating  for  them.  Fulton  Lewis, 
Jr.,  is  available  for  sponsorship  in  your  citv— af  your  one  time, 
quarter  liour  rale  per  lueek!  Get  busv  now  and  SELL— wire, 
phone  or  write  WM.  B.  DOLPH,  WOL,  WASHINGTON,  D.  C. 

ORIGINATING  FROM  WQL  WASHINGTON.  D.  0. 

Affiliated  with  the  MUTUAL  BROADCASTING  SYSTEM 
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KFQD 

ANCHORAGE 

Alaska 

LOCATION 

"The  Nerve  Center" 
Hub  of  Alaska  Activities 

Low  Rates  -  Real  Results 

Representatives 
ROMIG  FULLER 
1411  Fourth  Ave. 

Seattle,  Wash. 

2,000,000 

JUST  LIKE  [flRi 

are  waiting 

for  YOUR  MESSAGE 

[mm 

BALTIMORE 

BLUE  NETWORK 
National  Reps.:  Spot  Sales,  Inc. 

Influencing  Sales 

FAR  Beyond  Pontiac 

In  cities  .  .  .  villages  .  .  .  farms 
.  .  .  for  miles  and  miles  around 
Pontiac  ■  .  .  the  messages  of  na- 

tional, regional  and  local  adver- 
tisers are  heard  over  WCAR's 1000  streamlined  watts. 

GET  THE 
FACTS 
FROM WCAR 

PONTIAC,  MICHIGAN 
or  the  Foreman  Co.  •  Chicago  •  New  York 

WIBW  ̂  '^^T  O  PeTa 
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Equipment  Plans 
(Continued  on  page  11) 

such  groundless  stories  at  this 
time. 

"The  broadcasting  industry  is 

doing  a  big  job  in  the  war  effort," 
Chairman  Fly  pointed  out,  refer- 

ring to  its  expansive  program  of 
public  service  and  wsx  cooperation. 
"When  it  (the  industry)  is  mov- 

ing along  successfully  w^ith  this burden  it  should  not  be  bothered 
v^ith  this  bunch  of  pups  snipping  at 

its  heels  all  the  way." 
Specific  cause  for  hope  on  the 

equipment  front  resulted  from  the 
second  meeting  of  the  Radio  Re- 

placement Parts  Industry  advisory 
committee  meeting  Aug.  13  in 
Washington.  Meeting  vnth  Frank 
H.  Mcintosh,  chief  of  the  radio 
section  of  WPB  and  presiding  Gov- 

ernment officer,  industry  represen- 
tatives reported  their  proposal  for 

effective  conservation  of  critical 
materials  through  stringent  stand- 

ardization and  substitution. 
Commenting  on  the  results  of  the 

meeting,  Mr.  Mcintosh  said  that 
the  extent  of  industry  cooperation 
far  exceeded  anything  he  antici- 

pated. Furthermore,  he  emphasized 
the  voluntary  spirit  on  the  part  of 
each  representative. 

Concretely,  suggestions  included 
the  reduction  of  transformer  types 
from  157  types  to  12,  saving  mate- 

rial and  obviating  the  need  of  ex- 
cessive inventories.  Condenser  types 

could  be  reduced,  it  was  said,  from 
more  than  200  to  a  very  basic  few 
and  volume  controls  from  over  200 
types  to  40.  Loudspeakers  have  lit- 

tle room  for  reduction  in  types,  it 
was  reported,  but  repair  and  exist- 

ing stocks  were  considered  ade- 
quate to  cover  needs  for  some  time 

to  come.  Resistors  were  also  con- 
sidered and  recommendations  made 

for  conservation  of  materials  in 
their  production. 

Reduction  of  Types 

Along  with  the  reduction  of 
types,  conservation  measures  were 
proposed  which  would  eliminate  the 
need  for  sharp  reduction  of  stra- 

tegic materials  in  the  aggregate. 
The  value  of  returning  parts — old 
for  new — was  considered  important 
enough  to  justify  universal  opera- 

tion. However,  this  scheme  was 
turned  over  to  WPB  for  serious study. 

As  a  result  of  the  survey  con- 
ducted by  this  industry  advisory 

group,  Mr.  Mcintosh  feels  that 
WPB  has  been  aided  considerably 
with  much  useful  information  to 
guide  them  in  allocation  and  dis- 

tribution of  critical  materials  es- 
sential to  producing  radio  parts. 

Domestic  equipment  problems  are 
not  the  only  concern  of  the  WPB. 
Critical  shortages  have  been  re- 

ported from  Mexico  and  many 
South  American  sources.  In  an 
effort  to  solve  the  Mexican  prob- 

lem, Emilio  Azcarraga,  owner  and 
operator  of  XEW  and  XEQ  and 
president  of  the  Mexican  Assn.  of 
Broadcasters,  visited  Washington 
last  week  to  consult  with  WPB 
officials.  As  the  leading  industry 
figure  in  Mexico,  Mr.  Azcarraga 

13  IS  LUCKY  thinks  Frank  Scott,  Nashville  shoe  dealer,  who  has  just 
arranged  for  his  13th  year  of  broadcasting  on  WLAC.  Sponsor  of 
WLAC's  daily  Sports  Review  for  a  dozen  years,  Mr.  Scott,  the  station's oldest  account,  credits  radio  for  the  growth  of  his  business.  Flanking 
Mr.  Scott  in  front  of  shelves  of  shoes  are  (left)  Albert  Noble,  WLAC 
salesman,  and  (right)  F.  C.  Sowell,  WLAC  general  manager. 

KOA's  First  WAAC 
FIRST  feminine  employe  of  KOA, 
Denver,  to  go  into  military  service 
is  Jeanne  Carter,  receptionist,  who 
has  been  sworn  in  as  a  member  of 
the  WAAC.  She  will  remain  at  the 
station  until  called  for  active  duty 
in  late  October  or  early  November. 
KOA  has  already  given  up  17  male 
staff  members  to  the  armed  forces, 
eight  of  them  to  the  Navy. 

Scholle  Joins  Atlantic 
ROBERT  SCHOLLE.  for  four  years 
sales  manager  of  WQXR,  New  York, 
has  joined  the  New  York  sales  staff  of 
Atlantic  Coast  Network,  new  regional 
network  extending  along  the  north- 

eastern seaboard  from  Boston  to  Wash- 
ington. 

was  able  to  present  the  total  pic- 
ture of  his  country's  needs.  After 

careful  consideration  WPB  hopes 
to  be  able  to  satisfy  the  equip- 

ment needs  of  our  southern  neigh- 
bor. South  American  needs  are 

under  consideration  but  action 
awaits  complete  detail  of  needs. 

WPB  RADIO  SECTION 

MOVED  UNDER  ELLIS 
TRANSFER  of  the  Radio  Section 
of  the  War  Production  Board  from 
its  Communications  Branch  to  the 
Radio  &  Radar  Branch,  but  with 
no  change  in  personnel  or  function, 
was  announced  last  Thursday  by 
WPB.  Frank  H.  Mcintosh,  chief  of 
the  Radio  Section,  asserted  that 
activities  of  his  organization  would 
continue  as  in  the  past. 
Head  of  the  Radio  &  Radar 

Branch  is  Ray  Ellis,  to  whom  Mr. 
Mcintosh  will  report.  Virtually 
since  the  organization  of  WPB,  the 
unit  dealing  with  all  phases  of 
broadcast  equipment  procurement 
has  been  under  Leighton  H.  Peeb- 

les, chief  of  the  Communications 
Branch.  Mr.  Peebles  retains  all 
other  communications  in  his  branch. 

Headquarters  of  the  Radio  Sec- 
tion in  Washington  have  been  trans- ferred from  the  New  Postoffice 

Bldg.  (where  the  FCC  is  located) 
to  the  Social  Security  Bldg.,  4th  & 
Independence  Ave.  The  Radio  & 
Radar  Branch  reports  direct  to 
Amory  Houghton,  director  general 
of  Industry  Operations. 

Mr.  Ellis,  who  formerly  headed 
the  radio  receiving  set  functions  of 
WPB  when  it  was  part  of  the  Dura- 

ble Goods  Branch,  is  former  man- 
ager of  the  radio  department  of 

General  Motors.  Mr.  Mcintosh  is 
technical  supervisor  of  the  Fort  In- 

dustry Co.  stations,  on  indefinite leave. 

THE  MOST  INTIMATE 

AND  EFFECTIVE  SALES 

APPROACH  TO  AMERI- 

CA'S LARGEST  MARKET. 

FOR  OFFENSE  •  FOR  DEFENSE 
BUY  as.  BONDS  TODAY 

Horton  to  OPA 
ROBERT  W.  HORTON,  chief  of 
the  news  bureau  of  the  Office  of 
War  Information,  will  take  charge 
of  information  and  educational 
programs  for  the  OflUce  of  Price Administration.  Mr.  Horton  is  to 
take  up  his  new  assignment  Sept. 
1.  Robert  Ware  Straus,  Mr.  Hor- 
ton's  assistant  at  OWI,  will  go 
with  him  to  OPA.  Leigh  S.  Plum- 
mer,  now  in  charge  of  OPA  press 
relations,  will  continue  in  that  po- 

sition, Mr.  Horton  said. sition,  mr.  norton  saia. 
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FCC,  NAB  Aid  Federal  Suit 
(Continued  from  page  15) 

ing  the  week  of  Aug.  3  in  con- 
nection with  the  suit. 

In  announcing  NAB's  intention 
to  intervene  in  the  anti-trust  pro- 

ceedings, Mr.  Miller  explained  that 
the  broadcasting  industry  has  evi- 

denced deep  concern  over  the  crisis 
precipitated  by  Petrillo.  He  de- 

scribed as  "unprecedented"  the  vol- 
ume and  character  of  newspaper 

comment  upon  the  Petrillo  ban  on 
the  making  of  recordings  by  AFM 
members.  To  date,  he  said,  even  a 
sales  press  clipping  service  has 
given  NAB  more  than  5,500  clip- 

pings, of  which  500  are  editorials. 

"It  is  difficult  to  recall",  he  said, 
"any  issue  which  has  evoked 
greater  unanimity  of  editorial 
opinion,  and  the  editorial  attention 
given  to  the  issue  is  second  only 
to  that  given  to  direct  phases  of 
the  war.  This  reflects  the  public 
resentment  to  the  Petrillo  ban  on 
phonograph  records  and  electrical 
transcriptions  as  well  as  Petrillo's 
other  recent  edicts. 

"Evidence  that  the  broadcasting 
industry's  interests  are  concerned 
with  the  problem  is  that  over  75% 
of  the  broadcasting  stations  in  the 
country  have  already  returned  a 
questionnaire  sent  out  only  about 
10  days  ago  by  the  NAB,  question- 

ing broadcasters  with  respect  to 
the  musicians  union  situation.  The 
material  so  obtained  is  being  as- 

sembled and  will  prove  useful  in 
connection  with  the  Government's 
suit  against  Mr.  Petrillo  as  well 
as  informative  to  the  public." 

^        New  England  Incidents 

Although  they  were  not  indi- 
vidually identified,  it  is  presumed 

that  in  his  reference  to  "Petrillo's 
other  recent  edicts",  Mr.  Miller  re- 

ferred to  the  reported  AFM  threat 
to  boycott  the  Springfield  (Mass.) 
Municipal  Auditorium  if  the  Bos- 

ton Symphony  Orchestra,  a  non- 
union organization,  is  permitted  to 

fulfill   its    scheduled  engagement 

featuring 

TONY  WAKEMAN 
weekdays  1  to  5  p.m. 

earliest  authentic 
★     The     largest      SPORTS  FLASHES 
listening  audience  popular of    any    partici-  MUSIC pating  sports 
show    in    Wash-  NEWS 
ington.  every  hour  on 

the  hour 
authority  C.   E  Hooper 

June-July  1942 

WINX 

Washington's  Own  Station. 
Representatives 

E.  FOREMAN  CO. 
New  York        -  Chicago 

there,  and  the  $500  fine  levied  by 
the  AFM  local  in  Providence 
against  Don  Mario,  an  orchestra 
leader,  for  an  "unauthorized  ap- 

pearance" at  a  civic  Fourth  of 
July  celebration  meeting,  an  ap- 

pearance described  by  Mr.  Mario 
as  singing  the  national  anthem 
with  the  rest  of  the  audience.  Ac- 

cording to  an  AP  report  from 
Providence,  the  band  leader  and  his 
band  had  been  denied  permission 
to  perform  at  the  meeting  and  Mr. 
Mario  had  attended  the  gathering 

as  a  member  of  the  Mayor's  com- mittee. 
In  New  York  last  week  there  was 

little  activity  on  the  AFM  front. 
Mr.  Petrillo  was  reported  as  "out 
of  town  for  several  weeks"  at  AFM 
national  headquarters,  where  other 
union  officials  refused  to  discuss 
the  recording  situation,  stating 
that  "it  is  being  handled  personally 
by  Mr.  Petrillo  and  any  comments 
will  have  to  come  from  him." 

A  number  of  transcription  com- 
pany executives  were  likewise  out 

of  town  last  week,  taking  ad- 
vantage of  the  lull  in  the  making  of 

musical  transcriptions  that  fol- 
lowed the  mad  rush  during  the  lat- 

ter part  of  July,  when  advertisers 
and  recording  library  services 
alike  worked  the  recording  studios 
day  and  night  in  an  attempt  to 
store  up  discs. 

It  is  understood  a  few  requests 
for  recording  privileges  have  been 
made  to  the  AFM  by  transcription 
companies  on  behalf  of  sponsors 
under  the  special  dispensation  of- 

fered by  Mr.  Petrillo  for  "electri- 
cal transcriptions  for  radio  used 

as  intended — once  and  then  de- 
stroyed." Attempts  to  identify  the 

clients  were  unsuccessful,  however, 
nor  could  it  be  learned  whether  or 
not  the  union  had  granted  permis- 

sion for  these  recordings. 
Extent  of  Responsibility 

One  prominent  transcription 
company  executive  expressed  seri- 

ous doubts  as  to  the  propriety  of  a 
recording  company  making  such  a 
request  of  the  AFM.  "When  we  cut 
a  series  of  transcriptions  for  an 
advertiser,"  he  explained,  "the 
agency  employs  the  talent  includ- 

ing the  musicians,  and  also  con- 
tracts for  time  with  the  stations. 

Our  job  is  to  record  the  programs 
properly  and  to  ship  them  to  the 
stations  in  accordance  with  the 
agency's  instructions.  We  do  not 
exercise  any  control  over  the  use  of 
the  transcriptions  after  they  have 
reached  the  stations.  Therefore,  if 
we  undertake  to  guarantee  to  the 
AFM  that  each  transcription  will 
be  used  only  once,  we  are  taking  a 
responsibility  for  something  we 
cannot  legally  enforce,  which  ap- 

pears to  us  an  extremely  risky 
business  practice.  Since  we  are  not 
the  employers  of  the  musicians  it 
would  seem  more  equitable  for  the 
request  to  go  to  the  union  not  from 
us,  but  from  the  advertising  agen- 

cies who  are  the  actual  employers 
of  the  musicians  and  who  deter- 

mine the  use  of  the  recordings 

made  by  those  musicians  on  the 

air." 

The  recently  formed  Assn.  of 
Recording  Studios  [Broadcasting, 
Aug.  10]  went  on  record  with  an 
official  statement  that:  "the  asso- 

ciation is  not  in  sympathy  with 
Mr.  Petrilo's  actions  which  are  un- 

timely and  damaging  to  the  record- 
ing studios  and  the  association  ex- 

presses the  hope  that  the  United 
States  Government  will  take  imme- 

diate action  to  settle  this  situation." 
In  answer  to  queries  regarding 

the  reinstatement  of  the  NBC 
weekly  broadcasts  of  the  AFM 
concerts  from  Grant  Park  in  Chi- 

cago, which  the  union  had  can- 
celled during  the  dispute  with 

KSTP,  NBC  affiliate  station  in  St. 
Paul-Minneapolis,  and  the  AFM 
St.  Paul  local  union,  NBC  stated 
the  broadcasts  would  not  be  re- 

sumed this  year.  Remote  dance 
band  pickups  of  the  network,  dis- 

continued at  the  same  time,  have 
not  yet  been  resumed,  but  some 
programs  of  this  type  may  be 
scheduled  later  on,  NBC  reported. 

Conference  Held 

In  its  preliminary  moves,  to  ac- 
quire evidence  from  the  industries 

affected  to  substantiate  its  charges 
against  AFM,  the  Anti-Trust  Divi- 

sion met  Aug.  8  with  a  dozen  rep- 
resentatives and  attorneys  of  the 

broadcasting  industry,  networks 
transcription  companies  and  record 
manufacturers.  Meeting  at  the  in- 

vitation of  Assistant  Attorney  Gen- 
eral Arnold  and  Messrs.  Baldridge 

and  Waters,  the  scope  of  affidavits 
to  be  supplied  by  the  entities  af- 

fected by  the  bans  was  covered. 

Means  of  curbing  AFM's  on- slaughts, both  via  litigation  and 
possibly  through  legislation,  were 
discussed.  The  conference  was  in- 

formal and  no  announcement  w, 
made  in  official  quarters. 

From  the  start  it  has  been  evi- 
dent that  the  Anti-Trust  Division 

is  interested  in  tackling  AFM  on 
the  "made  work"  issue.  Defeated 
in  the  Supreme  Court  in  two  other 
cases  involving  this  issue,  Mr. 
Arnold  evidently  feels  that  the 
AFM  situation  is  more  affected 
with  the  public  interest  than  either 
the  so-called  hod  carriers  or  truck 
driver  cases,  involving  stand-by 
issues,  and  in  which  the  unions 
heretofore  have  been  upheld. 

Among  those  attending  the  Aug. 
8  session,  in  addition  to  the  Gov- 

ernment attorneys,  were  Neville 
Miller,  president,  Sydney  M.  Kaye, 
special  counsel,  and  Russell  Place, 
counsel,  for  NAB;  Joseph  H.  Ream, 
secretary  of  CBS,  and  Kenneth 

Raine,  attorney  of  Columbia  Re- 
cording Corp.,  for  CBS;  Louis  G. 

Caldwell,  for  MBS;  C.  O.  Langlois, 
president  of  Langlois  &  Wentworth, 
transcription  producers ;  Jack  Kapp 
and  Milton  Diamond,  his  attorney, 
for  Decca  Record;  Frank  B. 
Walker,  vice-president  of  RCA 
Mfg.  Co.,  Record  Division,  and  his 
attorney;  M.  S.  Sillerman,  presi- 

dent of  Keystone  Broadcasting  Sys- 
tem, transcription  network. 

AMERICA'S  LEADING  FOREIGN  LANGUAGE  STATION 

DO 

MUST 

you  know  that  approximately  $250,- 
000,000  is  spent  yearly  for  daily 
necessities  in  the  Metropolitan  Area  by 

550,000*  Poles? 

let  anybody  tell  you  that  there  is  a 
more  thorough  or  efficient  way  to 
reach  this  market  than  by  our  Polish 
hours. 

you  have  more  definite  proof  than  the 
fact  that  14  of  our  advertisers  have 

used  these  hours  for  73**  years. 

*  U.  S.  19i0  Census  Figures 
*  *  Details  on  Request 

1480  Kilocycles  Full  Time  Operation 

WHOM 

JOSEPH  LANG,  Gen.  Mgr. 
Tel. — PLaza  3-4204  29  West  57th  Street,  N.Y.C. 

BROADCASTING  •  Broadcast  Advertising August  17,  1942  •  Page  59 



BLUE 

IS  YOUR  BEST  BUY 

IN  KANSAS  CITY 

John  Pearson,  Representative 

Basic  Blue  Network 

5000  WATTS 

AT  570  KC. 

The  Perfect  Combination 

J  THIS  STATION 

V%  Million  People  in 

Northeastern  Wiscon- 
sin  Listen  Nearly  60% 

of  the  Time — ^The  Only 
Big  Station  in  This  Rich 
Area.  No  Other  CBS 
Station  can  be  Heard 

^^^L  Regularly. 

GREEN  BAY,  WISCONSIN 

50,000  WATTS 

CLEAR  CHANNEL 

Exclusive  NBC  Outlet 

MINNEAPOLIS    •    SAINT  PAUL 
Represented   Nationally  by   Edw.   Petry  Co. 

Marked  Air  Medium  Changes 

In  Post- War  Period  Foreseen 

Commercial  Basis  in  Britain  Seen  by  Fergusson; 

Canada  Called  Test-Tube  of  Democracies 

THE  WAR  is  definitely  affecting 
radio  listening  as  well  as  pro- 

grams in  England,  Canada  and 
America,  and  the  post-war  period 
should  effect  definite  changes  in 
its  status  both  as  an  entertain- 

ment and  advertising  medium.  This 
was  the  consensus  of  three  ex- 

perts in  the  radio  field  speaking 
last  week  on  "How  War  Has  Af- 

fected Radio  Listening."  The  dis- 
cussion took  place  at  the  Hotel 

Bedford,  New  York,  before  a  group 
of  American  Marketing  Assn. 
members  interested  in  radio  lis- 

tening habits. 
British  Listening 

Speaking  for  Britain  was  W.  B. 
B.  Fergusson,  managing  director 
of  Lord  &  Thomas  Ltd.,  Lon- 

don, currently  in  New  York  to 
study  advertising  under  wartime 
conditions  [Broadcasting,  July 
13].  Reiterating  his  opinion  that 
England  will  probably  turn  to  com- 

mercial radio  after  the  war,  Mr. 
Fergusson  summarized  the  way  in 
which  the  BBC  handles  radio  in 
Great  Britain  and  how  the  war 
has  already  changed  its  methods. 
The  BBC  personnel  has  in- 

creased from  some  4,000  persons 
to  8,000,  while  overseas  broad- 

casts are  now  presented  in  40  dif- 
ferent languages  as  compared  to 

seven  before  the  war. 

With  this  great  increase  in  inter- 
national broadcasts  has  come  a  de- 
crease in  domestic  broadcasts. 

Whereas  the  English  radio  listen- 
er formei'ly  could  choose  pro- 

grams on  11  stations,  seven  in 
England,  three  on  the  Continent, 
and  one  in  Ireland,  he  now  can 
tune  to  only  two.  On  these  the 
BBC  is  presenting  frequent  news 
broadcasts,  interest  in  which  has 
increased  from  23%  to  26%,  with 
each  per  cent  representing  some 
330,000  adult  listeners,  Mr.  Fer- 

gusson said.  Two  standard  pro- 
grams are  the  Home  Service  "more 

highbrow"  type,  and  the  Forces 
program,  originally  planned  to  of- 

fer light  entertainment  to  British 
troops  in  France  prior  to  Dunkirk. 

Interest  in  America  through  ra- 
dio is  fostered  by  the  rebroadcasts 

of  such  comedy  programs  as  the 
Jack  Benny  and  Bob  Hope  shows; 
the  shortwave  series  Command 

Performance;  Let's  Get  Acquaint- 
ed, featuring  prominent  Americans 

now  in  England,  and  broadcasts  of 
interesting  events  in  America  pre- 

sented through  the  BBC's  "Home 
and  Empire"  services. 

"Just  as  the  American  films  have 
set  the  pace  for  the  British  film  in- 

dustry, and  have  had  a  marked 
influence  on  the  standard  of  living 
in  general,"  Mr.  Fergusson  re- 

marked, "all  American  radio  pro- 
grams being  listened  to  on  the 

BBC    will   influence    British  life 

and  thought."  He  added  that  if 
postwar  sponsored  programs  do 
come  about  in  England  "they  will 
probably  be  run  along  similar  lines 
to  that  of  Canada's  system — a 
BBC-controlled  network  broadcast- 

ing programs  vdthout  commer- 
cials, plus  a  number  of  indepen- 

dent stations  financed  by  advertis- 

ing." 

On  the  subject  of  radio  listen- 
er research,  Mr.  Fergusson  stated 

the  BBC  has  maintained  an  "elab- 
orate checking  system  among  lis- 

teners" through  its  research  de- 
partment interviewing  some  1,000 

persons  per  day,  "to  ascertain  the amount  of  listening  to  respective 
programs,  and  the  extent  to  which 
each  program  is  appreciated  or 

liked." 

"Results  of  these  surveys  are 
then  turned  over  to  program  plan- 

ners," he  said,  to  serve  as  "barom- 
eters", the  former  large  scale  lis- 
tener surveys,  covering  25,000- 

30,000  persons,  being  no  longer 
possible  under  war  conditions. 

Canada  a  Test-Tube 

Commenting  that  "Canada  is  the 
test-tube  of  the  democracies",  the 
next  speaker,  Walter  Elliott,  pres- 

ident of  Elliott-Haynes,  Toronto, 
Canadian  research  organization, 
built  his  talk  around  the  tremen- 

dous rise  in  Canada  of  families 
owning  radio  sets,  as  well  as  actual 
sets-in-use.  A  survey  taken  by  El- 

liott-Haynes in  June,  1939,  for 
example,  showed  that  10%  of  the 
sets  purchased  by  those  radio  fam- 

ilies interviewed  had  been  bought 
during  the  previous  12-month  peri- 

od, while  a  similar  survey  in  June 
1940,  six  months  after  England  and 
Canada  were  at  war  with  the  Axis, 
22%  of  the  sets  owned  by  fami- 

lies interviewed  had  been  acquired 
in  the  previous  12-month  period. 
War  news  has  been  the  chief 

factor  in  this  rise  in  sets  owned 
and  in  use,  Mr.  Elliott  declared, 
and  surveys  show  the  average  set 
is  tuned  in  mainly  to  catch  news, 
presented  by  American  radio  sta- tions as  well  as  the  CBC.  The 

war  has  been  "the  making  of  Ca- 
nadian radio,"  he  added,  offering 

as  one  proof  the  increased  use  of 
radio  for  institutional  and  gov- 

ernmental campaigns. 

Budget  Grants 

"Radio  received  only  8%  of  the 
appropriations  granted  for  15  typ- 

ical institutional  campaigns  of  the 
Red  Cross  and  similar  service 

groups  prior  to  the  war",  Mr.  El- liott said,  contrasting  this  with  the 
allotment  of  about  50%  of  the 
budgets  of  such  current  campaigns 
to  radio. 

"Radio's  ability  to  put  over  a 
message  to  the  whole  population 
immediately  and  to  evoke  an  imme- 

diate response  makes  it  a  natural 

medium  to  be  used  for  wartime's 
urgent  appeals,  he  stated,  adding 
that  the  radio's  success  in  put- 

ting over  these  wartime  drives  has 
awakened  many  advertisers  to  the 
potency  of  radio  and  will  undoubt- 

edly result  in  increased  business 
for  Canadian  broadcasters. 

Program  Trends 
The  increased  interest  in  news, 

together  with  gas-rationing  and 
the  change  in  listening  habits  of 
such  groups  as  war  workers,  has 
definitely  affected  Canadian  pro- 

grams, Mr.  Elliott  pointed  out. 
Propaganda  shows  must  contain 

a  high  proportion  of  entertainment 
to  be  popular,  programs  popular 
before  the  war  still  have  high  rat- 

ings, and  "spook"  shows  or  "es- 
cape" series  on  the  order  of  The 

Shadow  or  Inner  Sanctum  Mys- 
teries have  come  into  favor  with 

listeners  since  the  war  started,  as 
have  sports  events  presented  by 
the  CBC.  The  finals  of  the  Nation- 

al Hockey  League,  for  example, 
Mr.  Elliott  said,  had  achieved  the 
highest  listener  rating  ever  record- 

ed in  Canada. 
Radio  as  a  medium  to  reach  the 

people  has,  therefore,  attained  a 
high  point  in  Canada  due  to  the 
war,  Mr.  Elliott  concluded,  predict- 

ing that  America,  as  it  continues 
to  fight  in  World  War  II  will  note 
thf  same  increase  in  sets-in-use 
and  in  radio  listening  as  has  Can- 

ada in  the  past  three  years  of  war. 
Summarizing  the  effect  of  the 

war  to  date  on  radio  listening  in 
the  United  States,  A.  W.  Lehman, 
manager  of  the  Cooperative  Bu- 

reau of  Analysis,  stated  the  high 
peak  in  American  listening  was 
reached  in  the  three  months  after 
Pearl  Harbor,  Dec.  7,  1941. 

After  the  War 

Predicting  that  post-war  techni- 
cal developments  will  create  a 

great  demand  for  more  and  better 
radio  receivers  and  that  wartime 
savings  will  enable  the  public  to 
buy  new  sets  then,  Mr.  Lehman 
pointed  out  that  better  reception 
by  itself  is  meaningless.  What  the 
public  listens  to  is  programs,  he 

declared,  stating  that  radio's greatest  need  is  for  new  programs 
and  new  program  ideas. 

For  the  immediate  future  he 

warned  against  getting  "too  much 
war"  on  the  air,  pointing  out  that 
while  radio  has  done  and  can  do 
a  magnificent  job  in  putting  across 
the  government's  war  messages  it 
is  primarily  and  essentially  an  en- 

tertainment medium." 

630   KC.   5000   WATTS   DAY  AND 
NIGHT    -k    BLUE  NETWORK 
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WINNING  SOFTBALL  TEAM  represents  WTAG,  Worchester,  Mass.,  in 
games  with  defense  plants  and  department  stores.  Currently  boasting 
3  out  of  5  wins,  the  "Microphones"  have  recently  acquired  new  blue  caps 
and  jackets,  with  cream  colored  breeches.  Kneeling  (1  to  r):  Oscar  Silver- 

man, Phil  Brook,  John  Dowell,  Chic  Morse;  standing.  Bill  Cavanagh, 
program  director  and  team  manager;  Bon  Rissling;  Herb  Krueger,  com- 

mercial manager;  Dick  Locke;  Bob  Martin;  Phil  Jasen;  Barry  Barents. 

Radio  Performers  Are  Limited 

By  Army  in  Professional  Work 

Sgt.  Ezra  Stone  Taken  Off  Regular  Appearances  In 

Aldrich  Family  Cast  as  Rule  Is  Enforced 

RADIO  PERFORMERS,  once  they 
are  inducted  after  determination 
under  Selective  Services  regula- 

tions and  thereby  pegged  as  not 
indispensable  in  the  war  effort, 
will  be  precluded  from  renewing 
their  private  radio  contracts  and 
called  upon  to  devote  their  time  to 
"soldiering". 

That  is  the  policy  enforced  last 
week  by  the  War  Dept.  in  the  case 
of  Staff  Sgt.  Ezra  Stone,  "Henry 
Aldrich",  sponsored  by  General 
Foods  (Postum)  on  NBC.  Dispen- 

sation was  allowed  Sgt.  Stone  to 
appear  Aug.  13,  8:30  p.m.,  in  his 
final  performance,  after  which  he 
will  be  denied  appearance  under 
contract  on  any  regularly  sched- 

uled program. 
At  Radio  Branch  headquarters 

in  Washington,  it  was  explained 
the  action  does  not  establish  a 
precedent,  but  simply  constitutes 
enforcement  of  the  regulation 
against  soldiers  carrying  on  civil- 

ian activities  oh  a  continuing 
basis. 

This  policy,  it  was  stated,  per- 
mits occasional  and  incidental  ap- 

pearances by  soldiers  on  certain 
types  of  programs  related  to  pub- 

lic morale  and  on  specified  pro- 
grams under  Army  sponsorship. 

These,  however,  are  in  the  nature 
of  assignments  to  personnel  and 
are  not  subject  in  any  fashion  to 
outside  contractual  commitments. 

Represents  Policy 

Uniform  policy  will  be  followed, 
it  was  explained.  Once  a  perform- 

er is  inducted,  after  determina- 
tion by  his  local  draft  board  that 

his  civilian  services  are  not  indis- 
pensable he  will  not  be  permitted 

to  continue  outside  civilian  activi- 

ties. In  the  past,  the  general  prac- 
tice has  been  to  permit  radio  per- 

formers to  fulfill  previous  commit- 
ments but  not  to  renew  contracts. 

In  radio  circles  the  case  of  Ed- 
gar Bergen  was  cited  as  one  caus- 
ing concern.  Reportedly  classified 

as  1-A,  Mr.  Bergen  has  not  yet 
been  inducted.  Should  his  local 
draft  board  decide,  as  was  the 
case  of  Sgt.  Stone,  that  he  is  not 
indispensable  to  the  war  effort  in 
his  regular  work,  he  would  not 
be  permitted  to  renew  commercial 
radio  commitments  thereafter,  as- 

suming he  qualified  otherwise  as 
a  selectee.  The  same  uniform  pol- 

icy would  be  applied  all  down  the line. 

It  was  reported  that  a  number 
of  radio  entertainers  have  sought 
concessions  to  permit  them  to  con- 

tinue radio  appearances  under 
commercial  sponsorship  once  in 
the  service.  The  Army  policy,  it 
was  stated,  is  founded  on  the  con- 
clvision  that  once  a  man  is  induct- 

ed, irrespective  of  his  private  sta- 
tus, it  is  the  Army's  duty  to  make 

him  a  soldier. 

WHN  Bond  Committee 

A  L  L  -  W  H  N  Personalities  War 
Bonds  Committee,  comprising 
headliners  of  that  New  York  sta- 

tion headed  by  Herbert  L.  Pettey, 
has  been  organized  to  sponsor  a 
continuing  series  of  War  Bond  ap- 

peals on  leading  shows  of  the  sta- 
tion starting  Aug.  17.  Special 

prizes  will  be  distributed  to  listen- 
ers who  purchase  bonds  through 

the  station. 

Berned  Up 

BILL  BERNS,  Hollywood 
news  commentator  of 
WNEW,  New  York,  is  m.c. 
of  a  series  of  contests  in  a  na- 

tional competition  to  select 
the  "Sweater  Girl  of  1942". Berns  has  also  been  chosen  by 
the  eight  Drake  Business 
Schools  as  having  the  "Ideal 
Newscast  Speed",  on  his 
daily  program  The  Movie Camera  Turns.  Stenography 
students  are  asked  to  take 
down  the  broadcasts  for  their 
final  shorthand  tests. 

Sherer  Firm  Permitted 

To  Drop  Worcester  CP 
ANOTHER  casualty  to  wartime 
conditions  which  had  made  new 
station  construction  unfeasible,  C. 
T.  Shearer  Co.,  holder  of  a  con- 

struction permit  for  WMAW,  Wor- 
cester, Mass.,  had  indicated  it  has 

given  up  the  ghost.  The  FCC  Aug. 
12  granted  a  petition  of  Sherer 
Co.,  to  dismiss  its  application  for 
extension  of  construction  permit's completion  time. 
WMAW  was  granted  Oct.  15, 

1940  to  the  Sherer  Company,  which 
is  100%  owned  by  the  R.  C.  Tay- 

lor Trust.  Station  was  assigned  to 
250  watts  on  1200  kc,  later  1230 
kc.  under  NARBA. 

SAM  PARK  WANTED  GUESTS 

And  As  Manager  of  Bishop's  Cafeteria  He  Got 
 Them  Through  Use  of  Radio  

NOTHING  pleases  Sam  Park  more 
than  having  guests  for  dinner, 
hundreds  of  guests.  He  likes  to 
have  them  come  in  for  their  6 
o'clock  meal,  and  he  likes  to  have 
them  come  back  for  breakfast  and 
lunch.  You  see,  Sam  Park  manages 
Bishop  Cafeteria,  Des  Moines. 

Featured  in  Duncan  Hines'  "Ad- 
ventures in  Eating"  as  one  of  Des 

Moines  outstanding  food  houses. 
Bishop's  has  the  food  and  service 
to  make  guests  want  to  come  back. 
But  to  acquaint  new  customers 
with  the  cafeteria,  as  well  as  main- 

tain contact  with  old  ones,  Sam 
Park  has  resorted  to  an  extensive 
advertising  campaign. 

Bishop's  had  used  radio  for 
special  holiday  promotion  for 
many  years.  In  September,  1941, 
it  went  on  the  air  regularly,  re- 

minding listeners  day  in  and  out 
every  week  of  the  month  of  the 
modern  restaurant,  considered  one 
of  the  finest  in  the  Midwest.  Using 

KRNT,  Des  Moines,  Bishop's  par- 
ticipate in  Betty  Wells'  Women's Club  program  daily  at  10:45  a.m. 

I  The  ^  c  ) 

I  RANGERS 

\ Transcribed  Library 
^        is  on 

rWROL 

KNOXVILLE,  TENN. 

and  other  stations,  large 
and  small,  coast  to  coast 

Available  also  to  agencies  and 
advertisers.  For  full  details,  write 

George  E.  Halley 
TEXAS   RANGERS  LIBRARY 
HOTEL  PICKWICK    •    KANSAS  CITY.  MO. 

Sam  Park  considers  a  restau- 
rant fundamentally  a  place  "for  a 

fellow  without  a  stove" — for  folks 
visiting  in  town.  But  he  also  sees 
a  good  source  of  business  in  peo- 

ple living  right  in  town  "who  eat 
out  regularly  or  occasionally." 

Bishop's  radio  advertising  aims 
directly  at  this  market.  Since  gas 

rationing  Bishop's  have  reminded 
these  people  that  they  can  save 
fuel  by  making  a  trip  downtown 
serve  a  double  purpose — shopping 
and  eating  out. 

That's  how  Sam  Park  uses  ra- 

dio to  bring  himself  a  "houseful" of  dinner  guests. 
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PLAY
ING 
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ND 
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 • 
•  „  vdtb  Tinker 

«  ̂""'".jCpe  of  doing  big 

.LtvbeLouj^^;^^^,  effective alone,  bas  ̂ ^"^  (^^^  ̂be  rest  of 
buying  i"^*''^^  „ed,  it's  pretty 
Kentucky  ̂ ^ombme^'^^^^^li^Ue 
obvious  tb^t  Y'^'^g^  concentrate 

in  sales  res^l^^  - *  ̂   ^^^^^e 
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1^ WARTIME  COOPERATION  by  the  Southern  California  Broad- 
casters' Assn.  is  handled  by  the  executive  committee.  Members 

are  (1  to  r)  Harry  Witt,  KNX,  SCBA  president;  Harry  Maiz- 
lish,  KFWB,  Hollywood;  Donald  W.  Thornburgh,  CBS  vice-presi- 

dent; Lawrence  W.  McDowell,  KFOX,  Long  IBeach  (executive 
committee  chairman);  Van  C.  Newkirk,  MBS-Don  Lee. 

Radio  Central 
(Continued  from  page  12) 

afore-mentioned,  in  order  to  receive 
silence  instructions.  The  foregoing, 
of  course,  is  the  primary  method  of 
air-link  used  by  authorities. 

As  a  secondary  and  supplemen- 
tary service,  lines  installed  from 

Master  Control  at  Radio  Central 
simultaneously  notify  all  member 
stations  of  the  directive  issued. 

In  a  Minute 

Whereas  it  had  originally  taken 
from  5  to  15  minutes  to  complete 
a  Radio  Silence  in  this  area,  we 
are  now  able  to  comply  with  the 
order  in  a  space  of  60  seconds,  bear- 
in  mind  that  the  sign-off  announce- 

ment consumes  30  seconds  of  that 
time. 

The  cardinal  principle  behind 
this  plan  of  instant  communication 
and  immediate  enforcement  of 
"Radio  Silence"  in  case  of  attack 
is  simplicity  and  the  completely  dis- 

ciplined channelling  of  every  order 
issued  and  every  announcement 
made  on  the  air. 

We  have  been  reliably  informed 
by  the  Army  that,  due  to  the  proven 
success  of  immediate  compliance 
with  orders  for  Radio  Silence,  sta- 

tions in  this  sector  have,  in  most 
instances,  been  permitted  to  remain 
on  the  air  up  to  and  including  the 
last  possible  moment.  This  fact 
alone  should  be  of  supreme  interest 
to  the  broadcasting  fraternity. 

Although  the  term  Radio  Central 
is  employed  in  referring  to  our 
point  of  operations  this  plan  is  not 
dependent  upon  any  single  location 
for  Radio  Central.  Other  locales 
and  transmission  points  have  been 
prepared  to  function  at  a  moment's 
notice. 

For  instance,  if  downtown  Los 
Angeles  and  Radio  Central  were 
destroyed  in  a  bombing  attack  or 
by  sabotage,  the  SCBA  has  other 
strategically  located  Centrals 
equipped  to  take  over  the  functions 
of  the  original  Radio  Central  im- 
mediately. 

This  wartime  integration  of  ra- 
dio facilities  in  Southern  California 

has  realized  a  number  of  important 
objectives.  The  mechanism  now 
functioning  has  eliminated  the  need 
for  numerous  officers  of  varying 
ranks  formerly  involved  in  some 
phase  of  radio  communication. 
Every  communication,  order,  spot 
announcement  or  program  is  now 
routed  through  a  minimum  number 
of  properly  designated  authorities. 

Serves  as  Buffer 

Our  association,  comprising  29 
stations  and  4  networks,  we  feel, 
also  has  become  a  valuable  clearing 
house  as  well  as  buffer  for  the 
armed  forces,  the  industry  and  the 
public.  Requests  of  every  kind  des- 

tined for  the  airwaves,  whether 
arising  from  a  variety  of  military 
departments  or  from  innumerable 
wartime  civilian  organizations  are 
at  once  acknowledged,  routed  to  the 
proper  authornty  for  approval  or 
rejection  for  broadcasting. 
Minor  conflicts  of  authority, 

confusion  and  red  tape  have  been 
eliminated.  An  impressive  total  of 
orders,  bulletins  and  spot  announce- 

ments have  been  cleared  for  quali- 
fied local  groups.  About  800  re- 

quests for  spot  announcements  on 
the  air  have  been  turned  down  since 
our  plan  of  operation  was  installed. 

A  detailed  report  on  the  time  ele- 
ments involved  in  each  Radio 

Silence  for  every  radio  outlet  in  the 
designated  area  is  forwarded  by 
our  office  to  Headquarters  of  the 
IVth  Fighter  Command  and  the 
FCC. 

Urgent  and  important  spot  an- 
nouncements are  co-stamped,  sent 

to  designated  station  managers, 
and  always  contain  the  Authority 
for  Release. 
Member  stations  of  our  associa- 

tion may  broadcast,  of  course,  any 
and  all  copy  brought  to  their  atten- 

tion. Our  office  does  not  assume  the 
role  of  censor.  However,  by  mutual 
consent  these  stations  refer  all 
radio  requests  dealing  with  war 
activities  to  our  office  for  the 
proper  channels  of  release. 

No  Time  Lost 

We  have  established  an  almost 
instantaneous  system  of  communi- 

cation with  the  entire  industry  on 

WINS  Bolt 

WHEN  A  FREAK  bolt  of 
lightning  jumped  the  gap 
between  the  four  transmit- 

ter towers  of  WINS,  New 
York,  during  one  of  the  vio- 

lent storms  in  that  area,  the 
station  was  silenced  2  hours 
and  21  minutes.  The  damage 
to  the  transmitters,  located 
at  Lynhurst,  N.  J.,  threw  the 
station  off  the  air  from  1:44 
p.m.  to  4:07  p.m. 

the  Pacific  Coast,  which  has  re- 
sulted in  the  IVth  Fighter  Com- 
mand expressing  a  desire  for  a 

comprehensive  and  detailed  techni- 
cal plan  to  be  made  operative  local- 
ly, sectionally,  and  regionally  for 

the  Army.  The  modus  operandi  has 
been  worked  out  and  made  avail- 

able to  the  authorities  through  the 
combined  ingenuity  and  work  of 
Fox  Case,  CBS;  Van  C.  Newkirk, 
MBS,  and  John  Swallow,  NBC. 

The  development  of  the  system 
employed  by  the  SCBA  in  handling 
its  local  problems  has  been  made 
possible  with  the  cooperation  of 
Brig.  Gen.  William  E.  Kepner, 
Commanding  General  of  the  IVth 
Fighter  Command,  Col.  Ernest 
Moon,  his  Executive  Officer,  and 
Maj.  Charles  Quick. 

Facilitating  our  investigating 

problems,  have  been  Majors  Rich- 
ard E.  Rudisill,  R.  E.  Riordan,  and 

Capt.  Alfred  E.  Guy,  of  the  Office 
of  Assistant  Chief  of  Staff,  G-2, 
Los  Angeles  branch  Western  De- 

fense Command  and  Fourth  Army. 
Matters  pertaining  to  the  11th 
Naval  District  have  been  handled 
by  the  Assistant  District  Public 
Relations  Officer,  Lt.  Com.  A.  J. 
Bolton,  and  his  staff. 

Ready  to  Serve 

Working  closely  with  Social 
Service  agencies  and  State,  city, 
county  and  national  defense  bodies, 
who  channel  all  material  through 
the  association  office,  in  addition  to 
fulfilling  requests  of  the  Federal 
Bureau  of  Investigation  for  scripts 
and  information,  we  have  succeeded 
in  placing  at  the  disposal  of  all 

branches  of  the  Government  the  en- 
tire personnel  and  facilities  of  the 

radio  industrj'  in  the  Southern  Cali- 
fornia sector. 

It  is  interesting  to  note  that 
members  of  the  SCBA  pay  the  en- 

tire costs  of  the  local  radio  alert 
plan,  with  the  exception  of  a  few 
direct  phone  lines  operated  by  the 
Army.  Member  stations  are  billed 
on  a  pro-rata,  pro-wattage  basis, 
and  the  cost  per  station  is  exceed- 

ingly small. Participating  in  the  radio  alert 
plan  in  the  Southern  California 
area  are: 
KFI,    Los    Angeles    KPMC,  Bakersfield 
KNX,  Los  Angeles      KFSD,  San  Diego 
KECA,  Los  Angeles  KFMB,  San  Diego 
KHJ,  Los  Angeles      KFXM,   San  Bernar- KMTR,  Los  Angeles  dino 

vV^r'  T^°'  ̂ ngeles  j^DB,  Santa  Barbara  ' 
^FAC,  Los  Angeles  ̂ TMS.  Santa  Barbara KRKD    Los  Angeles  kfVD,   Culver  City KGFJ,  Los  Angeles    KIEV,  Glendale KFSG,  Los  Angeles  KVOE,  Santa  Ana 

S'Lo'^rBea^cr'™ 

KMPC,  Beverly  Hills  ""'^Po 
KPAS,  Pasadena        KXO,  El  Centro 
KPPC,  Pasadena        KGB,  San  Diego 
KPRO,  Riverside        CBS,  Mutual-Don  Lee, KERN,  Bakersfield        NBC,  BLUE 

The  Southern  California  radio 
alert  plan  has  satisfied  all  officers, 
officials  and  agencies  responsible 
for  its  creation.  It  provides  instant 
response  by  any  and  all  stations  in 
any  given  area  to  orders  of  the 
IVth  Fighter  Command.  It  has 
enormously  simplified  the  broad- 

casting of  all  manner  of  bulletins, 
spot  announcements,  instructions 
and  programs  dealing  with  the  war 
emergency.  And  it  does  all  this 
with  a  minimum  amount  of  disturb- 

ance to  normal  operations. 
We  hope  our  plan  and  the  result 

it  has  achieved  will  be  of  interest 
to  other  radio  areas  throughout  the 
nation  who  are  studying  the  vital 
role  radio  must  play  in  the  war 
effort. 

Higley  Joins  OPA 
PHILO  HIGLEY,  recent  contract 
writer  with  Columbia  Pictures,  has 
joined  the  consumer  division  of  the 
Office  of  Price  Administration  as 
chief  of  the  film  and  radio  section. 
His  function  will  be  to  supply  OPA 
ideas  to  film  and  radio  workers  to 
be  worked  into  scripts.  He  formerly 
was  with  Warner  Bros.,  Twentieth 
Century-Fox,  Erwin  Wasey  &  Co., 
Arthur  Kudner  and  Young  &  Rubi- 
cam. 
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New  York  City  Radio  Central 

Operated  by  Over  20  Stations 

Cooperative  Setup  Provides  Army  With  Channel 

To  Feed  Official  Messages  to  All  Outlets  , 
TO  PROVIDE  a  channel  for  imme- 

diate communication  in  time  of  an 
enemy  air  attack  between  Army 
information  authorities,  sole  source 
of  news  at  such  a  time,  and  radio 
stations  in  the  New  York  metro- 

politan area,  a  group  of  some  20 
broadcasters  have  established  a 
Radio  Central  which  is  prepared  to 
go  into  action  whenever  necessary. 

No  Scoops 

Organized  with  the  full  approval 
and  support  of  the  First  Army  and 
the  Eastern  Defense  Command,  the 
Radio  Central  is  connected  by  both 
radio  and  private  telephone  lines 
with  the  Army  information  head- 

quarters at  one  end  and  the  sta- 
tions at  the  other. 

Since  in  an  emergency  the  only 
news  that  may  be  broadcast  or 
printed  concerning  the  raid  is  that 
issued  by  the  Army,  there  is  no 
chance  for  individual  scoops  and 
the  problem  is  one  of  getting  the 
desired  information  to  the  stations 
— and  through  them  to  the  public 
— as  rapidly  as  possible. 

Phone  service  during  such  times 
will  be  available  only  for  essential 
use  by  military  and  civil  defense 
organizations  and  even  if  this  were 
not  the  case  individual  Army- 
station  communications  would  be 
both  expensive  and  time-consum- 
ing. 

The  cooperative  set-up  is  com- 
paratively inexpensive,  costing  ap- 

proximately $25  a  month  for  large 
stations  and  less  for  low-powered 
stations,  and  it  makes  available  to 
the  Army  a  channel  whereby 
official  communiques  may  be  issued 
to  all  subscribing  stations  simul- 

taneously. If  Gen.  Hugh  A.  Drum, 
head  of  the  First  Army,  or  one  of 
his  staff  should  want  to  speak  to 
the  public  in  person,  the  radio 
central  could  put  him  on  the  air 
almost  immediately  over  all  sub- 

scribing stations. 
Although  the  central  will  be  used 

only  in  case  of  raid,  it  is  manned 
on  a  full  24-hour-a-day  basis  by  a 
four-man  staff.  The  two  day  men 
are  supplied  by  the  Army;  the 
broadcasters  furnish  the  night 
men.  If  an  Army  spokesman  wants 
a  message  put  on  the  air,  he  will 
inform  the  man  on  duty  at  Radio 
Central,  who  will  then  give  the 
stations  warning  that  the  message 
is  coming  and  at  what  time,  so 
they  can  arrange  to  interrupt  their 
program  schedules. 

Won't  Be  Beacons 

Radio  Central  is  completely  in- 
dependent of  the  organization  set 

up  by  the  Army  Interceptor  Com- 
mand for  ordering  stations  off  the 

air  in  time  of  an  impending  raid, 
so  they  may  not  be  used  as  bea- 

cons by  approaching  enemy  air- 
craft. That  system  of  key  stations 

which  are  monitored  by  other  sta- 
tions in  the  area  which  sign  off 

upon  hearing  a  signal  broadcast 
by  the  key  they  are  tuned  to  is 
continuing  as  before  and  has  no 
connection  with  Radio  Central. 

In  organizing  the  radio  central, 
the  broadcasters  hope  they  have 
set  up  an  adequate  safeguard 
against  any  duplication  in  New 
York  of  the  broadcast  in  Tokio  at 
the  time  of  the  American  raid  on 
that  city,  when  an  excited 
Japanese  announcer  broadcast  an 
hysterical  description  of  the  dam- 

age done  by  the  bombs,  giving 
valuable  information  to  the  Ameri- 

can flyers  and  also  creating  a 
panic  among  the  populace. 

Executive  Committee 

Executive  committee  of  radio 
central  is  headed  by  A.  A. 
Schechter,  NBC  news  and  special 
events  chief,  representing  the  net- 

works. Leon  Goldstein,  public  re- 
lations and  news  director  of 

WMCA,  and  Herbert  L.  Pettey, 
general  manager,  WHN,  represent 
the  independent  stations  and  Mr. 
Pettey  is  also  treasurer  of  the  or- 

ganization. Morris  Novik,  head  of 
WNYC,  municipal  station,  acts  as 
liaison  between  the  broadcasters 
and  the  local  civil  defense  author- 

ities headed  by  Mayor  LaGuardia. 

With  Mr.  Schechter's  resigna- 
tion from  NBC  to  join  the  Office  of 

War  Information  in  Washington 
[Broadcasting,  Aug.  10],  a  new 
network  representative  will  be 
named  by  the  executive  committee 
at  its  next  meeting,  which  will 
probably  be  held  within  the  week. 

Brer  Rabbit  Places 

PENICK  &  FORD,  New  York,  on 
Aug.  17  starts  a  campaign  of  spot 
announcements  on  a  daily  basis, 
using  stations  in  Mississippi  and 
the  Texas  State  Network  to  pro- 

mote Brer  Rabbit  Syrup.  Agency 
is  J.  Walter  Thompson  Co.,  New 
York. 

NEWS  RENEWAL  at  KGO,  San 
Francisco,  where  Foreman  &  Clark, 
California  clothier,  has  renewed 
George  Applegate  with  News  of 
the  Day  for  another  year.  Smiling 
signer  is  Hassel  Smith,  account 
executive  of  Botsford,  Constantlne 
&  Gardner,  agency  handling  the 
account.  Looking  on  (left)  is  Wal- 

ter Davison,  KGO  sales  manager 
and  George  Applegate  is  happy 
about  the  whole  thing,  too. 

Ban  Excepts  Broadcasts 
BROADCAST  program  transmis- 

sion and  service  to  England  and 
the  Western  Hemisphere  was  ex- 

cepted in  the  complete  ban  by  the 
Board  of  War  Communications  on 
Aug.  13  of  all  non-governmental 
use  of  overseas  telephone  service. 
The  ban  was  a  further  strengther- 
ing  of  the  BWC's  July  24  order  on International  radiotelephone  calls. 
The  Aug.  13  order  also  relaxed  the 
prohibition  on  use  of  radiotelephcnf 
circuit  to  Australia  to  permit  use 
of  the  link  for  program  broadcast 
transmission. 

Ice  Show  Spots 

ANDREW  J.  CREVOLIN,  Los  An- 
geles, to  promote  the  Ice  Revels  of 

1943,  currently  being  staged  at 
Westwood  Ice  Gardens  in  West- 
wood  Village,  Cal.,  in  a  13-day  cam- 

paign ending  Aug.  19  is  using  a 
total  of  288  transcribed  and  live 
one-minute  announcements  on  10 
stations  in  that  area — KECA  KFI 
KNX  KHJ  KFWB  KFAC  KGFJ 
KFVD  KIEV  KMPC.  Agency  is 
Milton  Weinberg  Adv.  Co.,  Los  An- 
geles.   

IRENE  RICH,  Hollywood  star  of  the 
weekly  CBS  Dear  John  program,  spon- 

sored by  Welch  Grape  .luice  Co.,  has 
been  promoted  to  sergeant  in  charge 
of  public  rehitions  of  the  Women's Ambulance  Defense  Corps  in  the  Los 
Angeles  area. 

•  $60^000,000.00  victory  project^  comes  to 

WJHUs  primary  coverage  area.  16,000  new 

workers  plus  their  families  are  booming  this 

area^s  retail  sales.  WJHL  is  the  only  single 
medium  that  can  reach  this  new  market. 

*  IN  ADDITION  TO  TWO  $25,000,000  TVA  DAMS  NOW  UNDER  CONSTRUCTION. 

1000  WATT  •  910  KG  •  NBC  BLUE 

SPOT  SALES,  Inc. 
Representatives 

WJHL Johnson  City,  Tenn. 
W.  Hanes  Lancaster 

Manager 

Popular THE  telephone  voice  conduct- 
ing a  Western  Michigan  ra- 
dio poll  recently  suffered 

slight  shock  upon  the  reply 
to  her  two  most  pertinent 
questions:  Voice:  What  is 
your  favorite  radio  program? 
Answer:  Well,  the  only  pro- 

gram I  really  bother  about  is 
Harry  Caray's  Sports  Extra on  WKZO.  Voice:  Thank 
you  very  much.  Your  name 
please?  Answer:  Harry  Ca- 

ray. 

Lindsay  in  Navy 

A  MAJOR  shake-up  in  administra- 
tive personnel  of  WSOY,  Decatur, 

111.,  has  occurred  following  the  de- 
parture of  Merrill  Lindsay,  gen- 

eral manager  for  three  years,  to 
serve  as  a  lieutenant  (jg)  in  Navy 
Radar,  Division  of  Communica- 

tions. Lindsay's  appointment  came 
on  short  notice,  and  he  was  or- 

dered immediately  to  Noroton 
Heights,  Conn.,  for  basic  training. 
New  WSOY  officials  are:  Easter 

Straker,  who  moves  from  women's director  to  program  director;  Ed 
Deffenbaugh  of  WJPF,  Herrin,  111., 
becomes  production  manager;  and 
Edward  Lindsay,  editor  of  the 
Herald-Review,  acting  station  man- 
ager.   

ROYAL  CANADIAN  Air  Force  plans 
to  place  a  series  of  paid-for  recruiting announcements  over  Canadian  stations, 
according  to  Flying  Officer  A.  A. 
McDermott,  radio  liaison  officer  for  the 
RCAF. 

7A^mGIC  CIBCZB. 
WBIG  carrying  the 
finest  programs  of  the 
Columbia  Broadcast- 

ing System,  together with  AP  news  and 
Transradio,  is  doing  a BIG  job. 

Columbia  Broadcast-  1^  ' ing    System    Affiliate  I 

EDNEY 
RIDGE DIRECTOR 

WBIC 
CPEENySORO,  N.C. 
CEO.P.HOLLINCBERY  ■  CO.,  NAT.RER 
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610  for  Henry 

HENRY  P.  JOHNSON,  man- 
ager of  WSGN,  Birmingham, 

A^a.,  is  ready  to  adopt  610 
as  his  lucky  number.  Here's 
why:  WSGN's  frequency  is 610,  and  the  figure  is  included 
in  both  his  auto  license  and 
in  his  mother's.  Four  or  five 
times  a  week  Bus  No.  610 
takes  him  to  the  studio,  and 
on  a  recent  trip  to  Miami 
Beach,  Fla.,  he  traveled  on  a 
bus  bearing  the  same  num- 

ber. While  in  Miami,  he  took 
several  trips  about  the  town 
— in  City  Bus  610  each  time. 

Kate  Smith  in  SEP 

KATE  SMITH  "Radio's  First  Lady 
of  Song"  is  the  subject  of  "Philoso- 

pher At  Work",  article  by  Jack 
Alexander  in  the  Saturday  Eve- 

ning Post  for  Aug.  15.  Tracing 
Miss  Smith's  career  from  musical 
comedy  performer  to  radio  star- 

dom, Alexander  estimates  she  now 
has  75,000,000  listeners  a  week. 
The  article  also  describes  the  work 
of  her  manager,  Ted  Collins,  in  de- 

veloping Miss  Smith's  talent,  and shows  readers  how  she  prepares 
her  noon  and  Friday  evening  broad- 
casts. 

STAN  LOMAX,  sportscaster  of 
WOR,  New  York,  who  has  been  cov- 

ering the  races  at  Old  Westbury, 
L.  I.  for  the  past  two  years,  had 
the  most  important  pacing  race  of  the 
season  named  in  his  honor  recently,  the 
"Stan  Lomax  Special". 

"Oh,  dear!  That  announcer  on 
WFDF  Flint  Michigan  was  right 
when  he  said  we  have  a  strong 

army." 

RADIO  PLAYS  VITAL  NEWS  ROLE 

Lee  A  White,  'Detroit  News'  Executive,  Recognizes 
 Place  of  Broadcast  Medium  

ALTHOUGH  the  radio  industry 

was  once  regarded  as  a  "headache" 
by  the  advertising  managers  of  the 
press,  according  to  Lee  A  White, 
public  relations  director  of  the 
Detroit  News,  he  admits  in  an 
article  for  the  Detroit  Adcrafte? 
'For  Further  Details  See  Your 
Newspaper'  that  radio  has  now  be- 

come an  important,  independent  aid 
to  the  press. 

Citing  Pearl  Harbor,  Mr.  White 
shows  how  the  prohibitive  costs  and 
intricate  production  prevented  De- 

troit's three  newspapers  from  pro- 
ducing papers  earlier  than  5  or  6 

p.m.  on  the  afternoon  of  Dec.  7. 
From  the  moment  that  word  of  at- 

tack became  known  radio  was  in  ac- 
tion serving  the  public  interest  with 

all  the  information  available.  This 
eliminated  the  need  for  newspaper 
extras. 

"Here  was  a  well  nigh  perfect  ex- 
ample," Mr.  White  feels,  "of  how,  in 

a  new  era,  the  newspaper  may  on 
occasion  sensibly  delegate  to  a  new 
agency  one  of  its  traditional  and 
hitherto  vital  functions".  Elaborat- 

ing on  this  he  shows  that  the  mat- 
ters of  gathering  and  disseminating 

news,  by  press  or  by  microphone, 
remain  peculiarly  within  the  prov- 

ince of  the  journalist. 

Radio's  Flexibility 
He  also  makes  the  obvious  com- 

parison that  radio  is  a  seven  day 
service  offered  on  an  average  of  18 
hours  per  day  and  therefore  better 
able  to  handle  newsbreaks  such  as 

Pearl  Harbor  without  the  "burden- 
some production  expenses"  which 

newspapers  must  face.  Press  asso- 
ciations furnish  radio  stations  with 

their  news  and  little  editing  has  to 
be  performed.  News  need  only  be 
read  to  listening  audiences. 

Mr.  White  further  recognizes  the 
regularity  with  which  radio  beats 
the  press  with  spot  news.  He  then 
comes  back  quickly  to  stress  the 
audio  appeal  of  radio  as  against  the 
eye  appeal  of  the  newspaper.  He 
makes  a  good  point  when  he  says 
that  radio,  at  present,  cannot  in- 

form or  entertain  through  the  use 
of  photographs,  maps,  cartoons, 
strips  and  similar  tabular  arrange- 

WISH 

MILWAUKEE 

5,00
0E- 
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ments.  Furthermore,  he  stresses  the 
time  problem  in  handling  news  on 

the  air,  maintaining  that,  "sched- 
ules are  tighter  even  than  those 

that  prevail  in  composing  and  press 

rooms." 

Except  for  flashes  during  com- 
mercial programs  or  breaks  in  sus- 
taining shows,  contracts  operate 

against  lengthy  newscasts  at  hours 
other  than  regularly  scheduled 
newscasts,  Mr.  White  feels.  The 
matter  of  scoops,  he  minimizes  too, 
since  he  maintains  that  the  news 
comes  to  newspapers  and  radio  sta- 

tions simultaneously  but  publication 
times  of  radio  enable  frequent scoops. 

Radio  Scoops 

In  doing  this  he  overlooks  such 
"spot  news"  broadcasts  as  the  sink- 

ing of  the  Graf  Spee  which  called 
for  no  thanks  to  any  press  associa- 

tion; instead  it  was  the  flexibility 
of  the  radio  medium  which  produced 
an  historic  on-the-spot  broadcast 
of  an  important  news-event. 

By  minimizing  the  importance  of 
radio  because  of  its  time  limitations 
in  programming  Mr.  White  sounds 
victorious.  Yet  in  stressing  this  he 
overlooks  the  monotonous  agree- 

ment of  newspaper  readership 
studies  which  indicate  an  average 
reading  time  of  15-20  minutes  by 
the  average  person. 

With  justice  Mr.  White  says  that 
most  radio  time  is  devoted  to  news 
presentation  and  little  to  news  in- 

terpretation. Radio  in  wartime,  at 
least,  has  had  men  interpreting 
news  at  home  and  abroad  until  the 
air  is  constantly  charged  with  inter- 

pretation from  all  directions — 
Washington,  London,  Melbourne, 
Singapore,  Sevastopol,  Ankara  and 
other  scenes  of  United  Nations' 
effort. 

It  is  true  that  newspapers  permit 
readers  to  select  that  which  they 
wish  to  read  whereas  in  radio  news 
is  presented  and  the  listener  likes  it 
or  switches  the  dial.  Newspapers 
can  and  do  furnish  readers  with 
balanced  reading  diets. 

In  conclusion,  Mr.  White  observes 
that  there  is  a  place  for  radio  and 
a  place  for  the  press.  There  can  be 
no  quibbling  on  this  score.  Each 
performs  a  needed  function  and 
competition,  in  the  real  sense,  does 
not  therefore  exist,  Mr.  White  feels. 

MICROWAVE  technique  training  for 
radio  and  electronics  engineers  under 
the  Army  Signal  Corps  is  being  taught 
in  three-month  courses  set  up  at  Illi- 

nois Institute  of  Technology,  Chicago, 
in  addition  to  regular  courses  in  ele- 

mentary radio  engineering. 

ARMY  CITATION  to  WHN,  New 
York,  was  made  on  a  recent  You 
Tell  'Em  Soldier  broadcast  from 
Ft.  Hancock,  N.  Y.  The  plaque  was 
presented  by  Brig.  Gen.  P.  S.  Gage 
to  Herbert  L.  Pettey,  director  of 

WHN,  with  inscription,  "This plaque,  in  grateful  recognition  of the  meritorious  efforts  of  its  staff 
to  provide  entertainment  and  to 
promote  morale  with  its  weekly 
series  of  broadcasts  which  have 
provided  a  constant  source  of  di- 

version and  inspiration  for  the 
ofl!icers  and  men  of  Ft.  Hancock." 

I I  Ovei 

RCA  VICTORY  SPIRIT 
Over  20,000  Employes  Sign 

Production  Pledge  

GENUINE  evidence  of  RCA's  vic- 
tory spirit  was  apparent  to  Wil- 
liam L.  Batt,  vice  chairman  of  the 

War  Production  Board,  last  week 
when  Robert  Shannon,  president 
of  the  RCA  Mfg.  Co.,  presented 
him  with  a  book  containing  the 
names  of  more  than  20,000  em- 

ployes who  have  pledged  themselves 
to  "beat  the  promise"  on  output. 

Others  attending  the  presenta- 
tion were  F.  R.  Deakins,  RCA  vice- 

president;  George  Brounig,  sugges- 
tion supervisor,  and  Ann  Stankus, 

RCA  employe,  who  was  recently 
given  the  award  for  individual  pro- 

duction merit  by  the  labor-manage- 
ment committee  of  the  Harrison, 

N.  J.  plant. 
Miss  Stankus'  suggestion  was 

to  change  a  plate  in  small  radio 
tubes,  reducing  shrinkage  to  the 
extent  that  less  skilled  operators 
are  now  able  to  produce  better 
tubes.  Her  suggestion,  according  to 
the  company,  has  resulted  in  in- 

creased output  and  improved  qual- 
ity of  tubes  for  war  use.  For  this 

suggestion  she  received  a  $100 
cash  prize  and  a  furlough  vacation 
trip ;  unable  to  accept  the  furlough, 
she  received  its  cash  value  instead. 

The  Katz  Agency,  Inc.  _  Representatives 

Praise  for  Toscanini 
ARTURO  TOSCANINI,  conductor, 
has  received  a  tribute  from  Samuel 
Samosud,  head  conductor  and  artistic 
director  of  the  Bolshoi  Theater,  Mos- 

cow, for  his  direction  of  the  NBC  Sym- 
phony orchestra  in  the  Western  Hemis- 

phere premier  of  Shostakovich's  Seventh 
Symphony,  July  19,  on  NBC.  Samo- sud conducted  the  world  premiere  of 
the  same  work  March  5  in  Kuibyshev. 

PREFERRED  TIME 

Every  hour  of  music  and 
news  deliberately  designed 
for  preferred  advertising time! 

REPRISENTED  BY  HEADLEY-REED  CO. 
Y  PLA^/I^  P^d^^fi:vpD^T^JN-  IISOaaYourUIAL 
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Yelland  an  Ensign 
STARK  YELLAND,  on  leave  as  an- 

nouncer at  KOA,  Denver,  has  been 
commissioned  an  ensign  in  the  Navy 
after  nine  months  as  yeoman.  Oath 
was  administered  by  Lt.  Com.  Lloyd 
E.  Yoder,  on  leave  as  KOA  manager. 
Lt.  Com.  Yoder  is  Yelland's  superior in  the  Navy  and  was  his  superior  at 
KOA. 

Nine  More  Applications 
Withdrawn    From  FCC 

PETITIONS  and  motions  of  two 
new  station  applicants  and  seven 
stations  for  improved  facilities 
from  the  FCC  asking  dismissal 
of  their  applications  were  grant- 

CLvV'SSIFIED 

Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, t5c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.   Forms  elofe  one  week   preceding  Issue. 

Help  Wanted 

ANNOUNCER-ENGINEER— First  class  li- 
cense preferable.  Progressive  small 

Southern  Station.  Good  pay  for  short 
week.  Box  734,  BROADCASTING. 

CONTROL  ENGINEER— Excellent  open- 
ing for  alert  experienced  man  in  a 

busy  control  room.  Box  733,  BROAD- CASTING. 

Salesman — We  have  the  opportunity,  if 
you  have  the  ability  to  produce.  Doing 
a  larger  volume  of  business  than  any 
250  Watt  station  in  the  country.  A 
chance  to  make  money — and  we  don't mean  peanuts.  Give  complete  informa- 

tion in  replying.  A.  H.  Croghan,  Sta- 
tion  WJBK,    Detroit,  Michigan. 

Engineer  wanted— 1st  class  license.  East- 
ern station.  Submit  details  including 

experience,  references,  draft  status,  pic- 
ture.  Box  735,  BROADCASTING. 

Chief  Engineer — Immediate  opening  for draft  deferred  qualified  man  with  5 KW  experience.  Permanent  $50  weekly for  40  hour  week  IBEW  contract.  Must own  car.  Full  details  in  first  air  mail letter.    Box    725,  BROADCASTING. 
Promotion  Assistant— Sales  Promotion  and Merchandising  Director  for  chain  outlet in  midwest  city  over  150,000  wants  cap- able, draft-exempt  assistant  with  some experience  in  advertising  copy  and  pro- duction. Send  photo  with  letter  of  ap- plication, also  give  references  and  com- plete business  background.  Our  own 

^^o^^'Sf^^''  ̂ "  ̂ ^""^  of  this  ad.  Box 718,  BROADCASTING. 
Need  Two  Combination  Announcer-Trans- mitter Engineers— State  salary  and  ex- perience in  first  letter.  WMOG,  Bruns- wick, Georgia. 

Engineer— First  or  Second  Class.  No  ex- perience necessary.  Good  salary.  WJTN Jamestown,    New  York. 
First  or  Second  Class  Operator— Or  third 

WMi.A'"'*i!r  ̂ endorsement.  NBC  outlet. WMVA,    Martinsville,  Viriginia. 

^^""nn^^"*"'"^  Operator-Announcer— &,U00  watt  network  station.  Good  work- ing conditions.  West  Coast  Union  Sta- tion  Box   722,  BROADCASTING 
SALES  MANAGER-Capable  of  becoming station  manager.  Midwest  locale,  net- work affiliate,  town  of  25,000.  Write fully,  first  letter-age,  draft  status! experience,  references,  picture.  ExceN 
slon  State  salary,  commis- 
broadcastTn^''*""^'"^"*"  ^21, 

Southern  Network  Station-Has  immediate opening  for  experienced  announcer.  Send voice  transcription,  draft  status,  and  ex- 
ING  "^^l-  BROADCAST- 

ANNOUNCER-PRODUCER  -  Mature  and versatile,  specializing  in  ad  lib  special events  with  quality  production.  Good future,  pleasant  working  conditions.  Give complete  information,  audition  recording if  possible.  New  York  State  network affiliate.  Box  738,  BROADCASTING. 
Situations  Wanted 

Operator — First  class  license,  eight  years' experience  including  work  on  5  KW. Also  have  deep,  well  trained  announcing voice.  Box  740,  BROADCASTING. 

Situations  Wanted  (Cont'd) 
Salesman — Well  qualified,  good  experience 

3rd   registration,   dependents,  car.  Good 
reason  for  desiring  change.  Box  739, 
BROADCASTING. 

Do  you  need — A  good  morning  man  and football  announcer.  Can  do  staff  and 
news.  Draft  deferred,  excellent  refer- 

ences. Now  employed.  Box  736,  BROAD- CASTING. 

Program  Director — Desires  position  as 
program  director  or  assistant  to  present 
director,  with  opportunity  for  advance- 

ment. Sound  ideas,  married,  3A.  Ref- 
erences. Box  724,  BROADCASTING. 

PROGRAM  DIRECTOR— Wide  experience. 
Outstanding  background.  Knows  music. 
Box    737,  BROADCASTING. 

Program  Director — Aggressive  outlet,  or 
one  needing  new  blood.  Want  real  op- 

portunity to  build  programs  and  sales. 
10  years  excellent  record  doing  things 
top  regional  network  production,  special 
events,  sales,  traffic,  executive.  Income 
secondary  to  genuine  opportunity.  Box 
732,  BROADCASTING. 

Ambitious  Announcer — Wants  immediate 
change  to  progressive  network  affiliate. 
Versatile.  Draft  3-A.  Age  23.  Full  de- 

tails upon  request.  Box  729,  BROAD- CASTING. 

Program  Director — Radio  and  dramatic  ex- 
perience. Can  manage  personnel,  sta- 

tion promotion,  merchandising  and  write 
spots  that  sell.  3-A.  References  A-1. Box  720,  BROADCASTING. 

Experienced  Radio  Engineer — 7  years  as 
Chief  Engineer,  operator  and  announc- er. Experience  on  5  KW  to  250  W. 
Good  worker,  not  afraid  of  long  hours; 
good  at  construction  and  maintenance ; 
draft  3A  ;  good  references.  Recording  on 
request.  First  phone  license.  Want  posi- tion as  chief  engineer.  340  per  week. 
Prefer  South,  middlewest  or  west.  Box 
727,  BROADCASTING. 

Combination — Experienced  Announcer,  Li- censed Operator.  Married.  Family.  South 
Preferred.  Box  731,  BROADCASTING. 

ATTENTION  EXECUTIVES  —  Married 
man,  8  years  radio  executive,  local  and 
network.  Tops  on  program,  news,  sports, 
sales.  Draft  exempt.  Sober.  Prefer 
South.  Available  now.  Box  730,  BROAD- CASTING. 

ANNOUNCER— With  good  experience, 
actor,  writer,  draft  exempt,  wants  an- 

nouncing position  with  progressive  sta- 
tion.   Box   728,  BROADCASTING. 

12  YEARS  EXPERIENCE— In  announc- 
ing,  copy,  programming,  selling.  Net- 

work affiliate  preferred.  Excellent  ref- 
erences. Draft  3A.  Box  726,  BROAD- 

CASTING. 
Young  Woman — Now  employed,  schooled 

in  producing  volume  output  of  effective 
copy,  seeks  connection  with  eastern  or 
southeastern  station.  Attractive  voice 
and  appearance.  Box  717,  BROADCAST- ING^  

ANNOUNCER — A  good  news,  program, and  commercial  man  is  available  with 
copy  writing  experience.  Prefers  San 
Francisco  area.  Draft  exempt.  Box  723, 
BROADCASTING. 

Wanted  to  Buy 

50,000  feet— No.  12  bare,  medium  hard- 
drawn  copper  wire.  Box  719,  BROAD- 
CASTING. 

ed  without  prejudice  by  the  FCC 
last  Wednesday. 

Dropped  are  the  new  station  ap- 
plications of  the  LaCrosse  Trib- 

une Co.,  LaCrosse,  Wis.,  and  the 
Herald  Publishing  Co.,  Klamath 
Falls,  Ore. 
The  others  withdrawing  their 

applications  are: 
KWK,  St.  Louis,  construction  per- 

mit for  approval  of  a  directional  an- tenna for  day  and  night  use  ;  KMLB, 
for  a  construction  permit  for  1410 
kc,  1,000  watts  unlimited  time,  with 
directional  antenna  at  night ;  WTEL, 
Philadelphia,  construction  permit  for 
1340  kc,  2.50  watts,  sharing  time 
with  WHAT;  KSL,  Salt  Lake  City, 
construction  permit  for  1160  kc,  550 
watts,  unlimited  time  ;  WMAW,  Wor- 

cester, Mass.,  for  modification  of  con- 
struction permit  for  extension  of  com- 

pletion date  to  Aug.  17  ;  WSAR.  Fall 
River,  Mass.,  construction  permit  for 
1470  kc,  1.000  watts  unlimited  time, 
with  directional  antenna  day  and 
night ;  WHOM,  Jersey  City,  applica- 

tion construction  permit  for  1480  kc, 
5,000  watts  unlimited  with  directional 
antenna  day  and  night. 

Super  Service  Station. 

'Reach  In  and  Turn  off  the  Radio. 

Battery's  Low." 
THE  London  News  Chronicle  is  print- 

ing much  of  the  script  of  the  Norman 
Corwin  series.  An  American  in  Eng- 

land, as  broadcast  over  CBS. 

PROFESSIONAL 

DIRECTORY 

Jansky  &  Bailey An  Organization  of 
Qualified  Radio  Engineers 

Dedicated  to  tlie 
SERVICE  OF  BROADCASTING 

National  Press  Bldg.,  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.      Dl.  1205 
Washington,  D.  C. 

JOHN  BARRON 
Consulting  Radio  Engineers 
Specializing  in  Broadcast  and 

Allocation  Engineering 
Earle  Building,  Washington,  D.  C. 

Telephone  NAtional  7757 

GEORGE  C. DAVIS 

Consulting  Radio 
Engineer Munsey  BIdg. District  8456 

Washington, D.  C. 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD      INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

PAUL  F  GODLEY 

CONSULTING  RADIO  ENGINEERS 

MONTCLAIR.N.J. 

MO  2-7859 

CLIFFORD  YEWDALL 
Empire  State  BIdg. 
NEW  YORK  CITY 

An  Accoanting  Seryic* 
Particularly  Adapted  to  Radio 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Commnnications,  Inc. 
66  Broad  St,  New  York,  N.Y. 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
silver  Spring  Md. 

(Suburb,  Wash.,  0.  C.) 
Croisroadi  of 
the  World Hollywood,  Cal. 

Main  Office: 7134  Main  St Kansas  City,  Mt 

RING  &:  CLARK 

Consulting  Radio  Engineers 
WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 

BROADCASTING FOR 
RESULTS! 
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Actions  of  the 

FEDERAL   COMMUNICATIONS  COMMISSION 

 AUGUST  8  TO  AUGUST  14  INCLUSIVE  

Hammond  System  of  Phase  Modulation 

Prevents  Jamming  by  Hostile  Poivers 

Decisions  .  .  . 
AUGUST  10 

KTRH,  Houston — Granted  modification 
of  construction  permit  as  modified  for 
changes   in   transmitting  equipment. 

AUGUST  H 
KTTS.  Springfield,  Mo.— Granted  con- 

sent to  acquisition  of  control  by  J.  H.  G. 
Cooper  over  the  Independent  Broadcast- 

ing Co.  through  purchase  of  20  shares 
of  common  stock  from  O.  E.  Jennings 
for  $1,000  or  par  value. 
KWBW,  Hutchinson,  Kan. — Granted  con- 

sent to  assignment  of  license  from  the 
Nation's  Center  Broadcasting  Co.  to  Wil- liam Wyse  and  Stanley  Marsh,  as  a  part- 

nership  with  the  same  name. 
KPAC,  Port  Arthur,  Tex.— Denied  pe- 

tition to  grant  application  for  modification 
of  license  without  hearing  and  ordered  is- 

sues amended. 
WAAT,  Jersey  City — Denied  petition 

field  pursuant  to  April  27  memorandum 
opinion,  to  prosecute  application  and  desig- 

nated said   application   for  hearing. 
DESIGNATED  FOR  HEARING — NEW, 

Raymond  C.  Hammett,  Talladega,  Ala., 
construction  permit  on  1230  kc,  250  watts, 
unlimited  time;  NEW,  John  W.  Choate, 
Leonore  V.  Choate,  E.  P.  Nicholson  Jr. 
and  John  Wallbrecht,  Middleboro,  Ky., same. 
GRANTED  PETITIONS  TO  DISMISS 

APPLICCATIONS— (for  new  stations) 
LaCrosse  Tribune  Co.,  Larosse,  Wis. ; 
Herald  Publishing  Co.,  Klamath  Falls, 
Ore.;  (for  new  facilities)  KWK,  St. 
Louis;  KMLB,  Monroe,  La.;  WTEL,  Phil- 

adelphia; KSL,  Salt  Lake  City;  WMAW, 
Worcester,  Mass.;  WSAR,  Fall  River, 
Mass.;  WHOM,  Jerey  City. 
WLW,  Cincinnati — Granted  motion  for 

leave  to  amend  application;  amendment  to 
be  filed  within  15  days;  dismissed  request 
for  removal  from  hearing  docket;  con- 

tinued  hearing  from   8-18-42   to  10-19-42. 
KHQ,  Spokane,  Wash. — Granted  of  con- 

tinuance hearing  to  9-28-42. 
NEW,  J.  C.  Kaynor,  Ellenburg,  Wash.— 

Granted  continuance  of  hearing  to  9-29-42. 

Applications  .  .  . 
AUGUST  10 

WHKY,  Hickory,  N.  C— Modification  of 
construction  permit  for  extension  of  com- 

pletion date  from  9-6-42  to  11-5-42. 
KICD,  Spencer,  la. — Modification  of  con- 

struction permit  as  modified  for  extension 
of  completion  date  from  8-16-42  to  11-16-42. 

AUGUST  11 
WLBZ,  Bangor,  Me. — Involuntary  trans- 

fer of  control  of  licensee  corporation  from 
Thompson  L.  Guernsey  to  Eastland  Broad- 

casting Co. 

Tentative  Calendar  .  .  . 
WLW,  Cincinnati,  construction  permit 

for  700  kc,  650  w.,  unlimited,  directional 
antenna  night   (Aug.  18). 
WORL,  Knoxvillc,  modificaton  of  li- 

cense for  620  kc,  1  kw.,  unlimited,  di- rectional antenna  night  (Aug.  20). 
KHQ,  Spokane,  construction  permit  for 

590  kc,  5  kw.  night,  10  kw  day,  unlimited 
(Aug.  21). 

Sylvania  Changes  Name 
HYGRADE  SYLVANIA  Corp. 
became  Sylvania  Electric  Products 
Inc.  by  vote  of  stockholders  at  a 
special  meeting  July  30,  in  a  move 
which  Walter  E.  Poor,  executive 
vice-president,  said  would  help 
prepare  the  company  for  an  even 
larger  part  in  the  post-war  elec- 

tronics and  lighting  industry. 
Previously  the  third  largest  man- 

ufacturer of  incandescent  lamps, 
second  largest  manufacturer  of  ra- 

dio tubes,  and  a  major  fluorescent 
light  producer,  the  company  has 
expanded  rapidly,  and  explains 
that  the  name  change  will  simplify 
its  relationship  with  the  trade,  en- 

abling it  eventually  to  issue  all 
products  under  "Sylvania"  brand. 

ENGINEER  SHORTAGE  was 
solved  at  WKAT,  Miami  Beach  by 
hiring  Mrs.  Esther  Fischer,  first 
woman  engineer  to  be  employed  in 
Florida.  Mrs.  Fischer  went  to 
WKAT  just  one  week  after  she 
completed  her  engineering  course, 
and  became  a  licensed  operator. 

WWJ  Not  to  Celebrate 

22d  Birthday  Aug.  20 
WWJ,  Detroit,  will  not  celebrate 
its  22d  birthday  Aug.  20  when  it 
completes  22  years  of  broadcasting 
on  a  definite  schedule,  a  fact  on 
which  it  bases  its  claim  of  being 
the  first  station  in  the  United 
States. 

"In  this  year  of  1942  everyone 
at  WWJ  is  much  too  busy  with 
procuring  manpower  for  the  armed 
forces,  selling  war  bonds,  develop- 

ing civilian  defense,  and  all  the 
other  manifold  ramifications  of  the 

war  eff'ort,  to  think  of  celebra- 
tions," the  station  declared  in  an- 

nouncing its  birthday  policy. 

A  NEW  system  of  secret  radio 
communication  that  cannot  be 
jammed  by  a  carrier  wave  of 
identically  the  same  frequency, 
which  might  be  put  out  by  hostile 
persons  for  that  purpose,  has  been 
invented  by  John  Hays  Hammond 
Jr.,  of  Gloucester,  Mass.,  member 
of  the  boards  of  RCA  and  the  Blue 

Network  and  noted  pioneer  inven- 
tor of  remote  radio  control  devices 

for  vehicles,  airplanes,  ships  and 
submarines.  Mr.  Hammond  has  been 
awarded  patent  2,272,839  on  this 
device. 

The  jam-free  character  of  the 
system  is  obtained  by  a  new  type 

of  modulation  called  "phase  modu- 
lation", which  is  entirely  different 

from  either  amplitude  or  frequency 
modulation,  according  to  Science 
Service.  In  other  words,  to  the 
familiar  AM  and  FM  we  must 
now  add  PM. 

In  AM,  as  is  well-known,  the  am- 
plitude, or  what  might  be  called 

the  height  of  the  radio  waves,  is 
modified  in  accordance  with  the 
ups  and  downs  of  the  voice.  In  FM, 
the  frequency  is  modified  in  the same  way. 

Keeping  in  Step 
In  phase  modulation,  PM,  two 

carrier  waves  of  the  same  frequen- 
cy and  amplitude  are  required  be- 

cause a  phase  shift  or  a  phase 
difference  means  that  one  wave 
starts  a  little  ahead  of  or  behind 
the  ether.  If  the  two  waves  start 
together,  they  are  in  step  or  iir 
phase;  there  is  no  phase  difference. 
If  both  are  picked  up  by  the  same 
receiver,  the  effect  is  double  that 
of  either  alone. 

If  one  wave  is  shifted  a  half 
wave  length  with  respect  to  the 
other,  then  the  crest  of  one  cor- 

responds with  the  trough  of  the 

WANTED
  AT  ONCE

 

WORN-OUT  G-E  TRANSMITTING  TUBES 

BECAUSE  there  is  a  shortage  of 
strategic  metals  used  in  transmit- 
ting tubes  for  civilian  uses,  and  because 

mihtary  needs  are  great,  General  Elec- 
tric is  now  salvaging  these  metals  from 

worn-out  tubes  of  250-watt  plate 
dissipation  or  over.  Such  metals  will 
be  reclaimed  for  new  tubes,  and  in  this 
way  it  is  hoped  to  make  more  tubes 
available  for  broadcasting  and  other 
nonmilitary  uses.  Of  course,  military 
needs  come  first. 

Will  You  Help?  Send  us — via  express 
collect — your  retired  transmitting  tubes 
of  250-watt  plate  dissipation  and 
larger.  If  you  do  not  have  proper  car- 

tons, let  us  know  the  types  of  tubes  and 

the  quantity,  and  we'll  send  the  cartons 
to  you. 
Credit — Because  of  the  high  cost  of 
salvaging  materials  and  the  added  cost 
of  shipping,  it  is  impossible  to  give 
credit  on  all  tubes  returned.  Regular 
credit  will  be  granted  on  those  tubes 
that  ordinarily  have  a  return  credit 
value.  These  include  GL-862  and  GL- 
898,  and  the  radiator  credit  on  GL- 
891 R,  GL-892R,  GL-893R,  and  GL- 
8002R. 

How  to  Ship — Mark  the  cartons  and 
shipping  papers  "Defective  apparatus 
for  salvaging,"  and  ship  by  express, 
collect,  to  General  Electric  Company, 
Radio,  Television,  and  Electronics  De- 

partment, Schenectady,  N.  Y. 

GENERAL  {%)  ELECTRIC 

other  and  the  effect  on  the  receiver 
is  nil.  There  are  of  course  all  stages 
of  phase  difference  between  and 
beyond  these  two,  with  all  degrees 
of  loudness  in  the  receiver  from 
maximum  to  zero. 

Any  radio  receiver,  tuned  to  the 
frequency  employed,  could  pick  up 
these  waves  and  experience  of  vari- 

ation in  loudness  due  to  phase  shift 
that  has  been  described. 

Secrecy  and  freedom  from  inter- 
ference are  obtained  by  Mr.  Ham- 

mond by  polarizing  the  two  waves, 
which  his  transmitter  sends  out, 
in  planes  at  right  angles. 

To  use  the  analogue  of  mechan- 
ical vibrations,  one  set  of  waves 

might  be  vibrating  up  and  down 
while  the  other  is  vibrating  hori- 

zontally from  side  to  side. 
These  two  waves,  superposed, 

never  completely  annul  each  other, 
whatever  their  phase  relations.  If 
they  start  in  step,  the  resultant 
is  a  vibration  in  a  direction  in- 

clined at  an  angle  of  45  degrees  to 
the  vibration  directions  of  each  of 

the  component  waves — halfway  be- 
tween them,  so  to  speak. 

In  the  simplest  form  of  Mr. 
Hammond's  invention,  the  receiv- 

ing antenna  is  a  rod  that  can  be 
inclined  at  various  angles.  Under 
the  conditions  just  described,  the 
maximum  effect  would  be  received 
when  the  rod  is  inclined  at  45  de- 

grees. Nothing  would  be  received 
at  right  angles  to  this  position. 
If  a  third  wave  of  the  same  fre- 

quency were  put  out  by  some  hostile 
person  with  the  intention  of  inter- 

fering, the  only  effect  would  be  to 
shift  the  angle  at  which  maximum 
reception  occurs.  The  operator 
could  soon  find  the  new  position. 

In  a  more  complicated  form  of 
the  invention,  which  makes  for  com- 

plete secrecy,  the  same  two  waves, 
plane  polarized  in  directions  at 
right  angles  to  each  other,  are^ 

put  out,  but  one  is  shifted  a  quar- 
ter of  a  wavelength  (phase  differ- 

ence) with  respect  to  the  other. 
Reverting  to  the  mechanical 

analogue,  the  resultant  wave  is 
then  no  longer  one  that  is  vibrating 
in  a  diagonal  plane,  but  one  whose 
particles  describe  circles  in  the 
right-handed  or  clockwise  direction. 
If  the  phase  is  now  shifted  another 
half  wavelength  (three-fourths  of 
a  wavelength  in  all),  the  motion 
is  in  left-handed  circles.  These  are 
called  circularly  polarized  waves. 

The  receiver  is  arranged  to  dis- 
tinguish between  these  two  waves, 

circularly  polarized  in  opposite  di- 
rections. This,  no  ordinary  receiver 

can  do.  A  telegraph  key  is  ar- 
ranged merely  to  shift  the  phase 

difference  back  and  forth  a  half 
wavelength. 

One  position  may  represent  a 
dash,  the  other  a  dot,  both  being 
of  equal  duration.  If  any  unauthor- 

ized receiver  did  pick  up  some  re- 
sponse, there  would  be  no  differ- ence in  sound  for  either  position 

of  the  sending  key — just  a  continu- 
ous, meaningless  succession  of  dah, 

dah,  dah,  dah. 
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CAPITAL  AND  LABOR  unite  for  the  Red  Cross  as  David  Sarnoff,  RCA 
president,  (right),  made  good  his  promise  to  donate  to  the  blood  bank 
through  the  American  Communication's  Assn.,  radio  workers  CIO  union. 
On  the  adjoining  table  is  Joseph  P.  Selly,  ACA  president.  Besides  Mr. 
Sarnoff,  nearly  1000  ACA  members  have  contributed  their  blood. 

Haggerty  Claims  Reported 
(Continued  from  page  11) 

Treasury  by  Haggerty  asking  for 
the  radio  tax.  Quoting  two  para- 

graphs from  the  letter,  Haggerty 
then  went  on  with  another  para- 

graph— without  quotes  but  set  in 
the  same  boldface  type  and  os- 

tensibly part  of  the  letter — in  which 
he  said:  "We  understand  that  in 
accordance  with  the  request  of 
your  committee  a  plan  of  taxation 
has  been  proposed  which  was  pre- 

pared by  the  Treasury  Dept.  and 
the  FCC."  This  statement  was  em- 

phatically disclaimed  by  the  Treas- 
ury as  coming  from  any  of  its 

officers. 

In  addition  the  Treasury  de- 
clared that  a  radio  tax  proposal 

which  emanated  from  the  House 
Ways  &  Means  Committee  last  year 
was  not  proposed  by  the  Treasury 
but  had  come  from  members  of  that 
committee.  This  proposal  had  been 
attributed  to  the  Treasury  by  Hag- 
gerty. 

Labor  Attacks 

Two  labor  groups  also  assailed 
Haggerty's  proposal.  W.  C.  Hush- 

ing, chairman  of  the  National  Leg- 
islative Committee  of  the  AFL, 

submitted  testimony  last  Wednes- 
day contesting  Haggerty's  claims to  the  Senate  committee  followed 

the  next  day  by  a  statement  from 
J.ohn  J.  McCurry,  legislative  rep- 

resentative   of    the  International 

^^^^^ 

CHNS 

Halifax,  N.  S. 

Is  located  in  the  centre  of  the 
Radio  Audience  of  the 

Province 

Ask  JOE  WEED 

Brotherhood  of  Electrical  Work- 
ers (AFL). 

Mr.  Hushing's  testimony,  sub- 
mitted for  the  record,  reviewed  last 

year's  proposal  by  Haggerty  and 
declared  the  AFL  would  repeat  the 
stand  it  took  then — that  "while 
labor  believes  that  the  United 
States  Government  should  levy  ex- 

tra taxes  on  the  people  to  pay  for 
defense  work  we  do  not  believe  in 

punitive  or  discriminatory  taxa- 
tion as  a  special  levy  on  radio  ad- 

vertising broadcasts." 
Mr.  Hushing  contended  "this  tax 

is  designed  to  cause  the  transfer 
of  work  now  done  by  radio  sta- 

tions to  newspapers.  It  is  contended 
by  the  advocates  of  the  tax,  that 
unless  this  is  done  their  members 

will  be  unemployed." 
"This  last  contention  is  untrue," 

Mr.  Hushing  declared.  He  stated 
that  "since  radio  stations  have 
come  into  existence  during  the  last 
10  years  these  organizations  who 
advocate  the  tax  have  increased 
their  membership  on  an  average 
approximately  10%  to  approxi- 

mately 46%."  This  latter  conten- 
tion was  also  made  in  testimony  of 

the  IBEW  representative.  The  Hag- 
gerty tax,  Mr.  Hushing  said,  arose 

from  a  fear  of  an  "old  industry" 
that  a  "new  industry"  will  take 
away  its  employment. 

Mr.  Hushing  then  went  on  to 

refute  Haggerty's  statement  that 
the  AFL  Executive  Council,  in  con- 

demning the  tax  last  year,  had 
been  "misled".  Mr.  Hushing  con- 

tended that  the  Executive  Council 
included  a  member  of  the  Allied 

Printing  Trades  "so  the  council 
did  know  all  the  facts  when  it  took 

action." He  concluded  that  "if,  as  Mr. 
Haggerty  contends,  the  income  of 
radio  stations,  is  outrageous  and 
excessive,  it  seems  to  us  that  the 
proper  method  of  approaching  the 
subject  would  be  through  the  excess 

profits  tax." Using  stronger  language,  Mr. 
McCurry,   in  his  testimony,  said 

the  tax  is  "a  punitive  tax,  unrea- 
sonable, discriminatory  and  par- 

taking of  the  character  of  class 
legislation,  violative  of  the  funda- 

mental democratic  principle  of 

equality  under  law." Mr.  McCurry  said  his  union  did 
not  object  to  "any  fair  and  equita- 

ble tax,  applied  to  all  alike."  Fur- 
ther, the  statement  declared  "we realize  that  the  need  for  revenue  is 

serious  and  it  is  not  our  intention 
to  oppose  the  levying  of  a  tax  on 
radio  broadcasting  merely  on  the 
grounds  that  someone  else  should 
assume  the  burden — we  only  seek 
to  have  the  necessary  taxation  ap- 

plied equitably  and  without  dis- 

crimination." Declared  Unjust 

It  was  pointed  out  to  the  Senate 
committee  that  "a  radio  station 
like  a  newspaper  or  magazine  de- 

rives its  principal  income,  with 
which  its  employes  are  paid,  from 
advertising  time  sales.  In  the  ad- 

vertising field,  while  utilizing  an 
entirely  different  type  or  form  of 
sales  appeal,  radio  must  compete 
with  other  advertising  mediums." 

It  was  added  that  "to  tax  one 
medium  of  advertising  without  tax- 

ing all  others  would  certainly  be 
discriminatory  and  unjust,  both  to 
the  employer  and  the  employe  in 

the  particular  field  taxed." 
"Therefore,"  it  was  concluded, 

"if  a  tax  is  to  be  applied  on  adver- 
tising there  can  be  no  justifiable 

reason  for  taxing  radio  broadcast 
advertising  unless  there  is  an  equal 
rate  of  taxation  on  all  other  forms 

of  advertising." Meanwhile  the  NAB,  through  its 
counsel,  Ellsworth  C.  Alvord,  also 
announced  that  it  would  submit 
testimony  to  the  Senate  committee 

against  Haggerty's  proposal.  This 
testimony  was  in  rough  draft  form 
when  Broadcasting  went  to  press 
and  it  was  said  the  NAB  will  sub- 

mit it  sometime  this  week. 

Three  Church  Sponsors 

Expand  MBS  Hookups 

THREE  religious  groups  sponsor- 
ing Sunday  broadcasts  on  MBS 

have  increased  their  station  lists  to 
include  202  Mutual  outlets,  the  com- 

plete network  with  the  excention  of 
WOR,  New  York,  and  WON,  Chi- 

cago. Gospel  Broadcasting  Assn., 
Los  Angeles,  on  Aug.  23  will  add 
24  stations  to  its  current  line-up 
of  178  for  Old  Fashioned  Revival 
Hour,  broadcast  from  9  to  10  Sun- 

day evening.  R.  H.  Alber  Co.,  Los 
Angeles,  is  the  agency. 

Young  People's  Church  of  the Air,  Stroudsburg,  Pa.,  on  Aug.  80 
adds  97  stations  to  the  MBS  out- 

lets now  being  used  for  its  pro- 
gram of  the  same  name,  broadcast 

4:30-5  p.m.,  Sunday,  and  placed 
through  Ivey  &  Ellington,  Phila- 
delphia. 

Lutheran  Laymen's  League,  St. 
Louis,  on  Oct.  25  will  return  to 
MBS  after  its  summer  recess,  at 

that  time  increasing  its  last  year's MBS  network  of  1-4  stations  to 
202.  Program,  The  Lutheran  Hour, 
will  be  broadcast  1:30-2  p.m.,  Sun- 

day. Agency  is  Kelly,  Zahrndt  & 
Kelly,  St.  Louis. 

The  Twin  Port  Cities  of 
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Kaltenborn  in  England 

After    Surprise  Flight 
LEAVING  New  York  after  lunch 
Saturday  Aug.  8  and  broadcasting 
from  "somewhere  in  England"  on 
Sunday  noon  Aug.  9,  was  the  ac- 

complishment of  H.  V.  Kaltenborn, 
NBC  news  analyst,  who  reached  the 
British  Isles  on  a  U.  S.  Army 
Transport  Command  plane.  All  last 
week  Kaltenborn  gave  his  regular 
7 :45  p.m.  programs  on  NBC  for 
Pure  Oil  Co.  from  London. 

Except  for  the  commentator's own  statement  on  Aug.  7  that  he 
expected  to  be  "out  of  town"  until 
the  early  part  of  the  week,  his 
destination  was  a  secret  to  even  his 
close  associates  until  his  Sunday 
broadcast. 

Dept.  of  Agriculture  Finds  Broadcasts 

Effective  in  Promoting  Extension  Work 

Three  Outlets  in  Texas 

Bring  Blue  Total  to  131 
THREE  TEXAS  stations,  on  Aug. 
16  are  joining  the  BLUE  as  mem- 

bers of  the  network's  Southwestern 
group,  it  was  announced  last  week, 
and  with  the  addition  of  WWPG, 
Lake  Worth,  Fla.,  on  Oct.  1,  the 
BLUE  will  have  a  total  of  131  af- 

filiates, including  its  two  Canadian 
stations. 

The  Texas  stations  are  KABC, 
San  Antonio,  operated  by  Alamo 
Broadcasting  Corp.  on  1450  kc, 
250  watts;  WACO,  Waco,  owned 
by  the  Frontier  Broadcasting  Co., 
and  operating  on  1450  kc,  250 
watts,  and  KNOW,  Austin,  owned 
by  the  same  company,  and  operat- 

ing on  1490  kc,  250  watts.  WWPG, 
owned  by  the  Lake  Worth  Broad- 

casting Corp.,  operates  on  1340  kc, 
250  watts. 

•Covering  PORTLAND  and 
Maine's  Major  Markets  —  a 
consumer  market  which  has 
mushroomed  in  size  overnight. 

•  Dominant  listener  appeal 
through  Columbia  network  and 
able  local  program  features. 

•  Clear  signal  —  5000  watts 
560  kilocycles — night  and  day 
operation. 

HOW  BROADCASTING  has  been 
utilized  by  the  Dept.  of  Agricul- 

ture is  described  in  three  articles 
appearing  in  the  current  issue  of 
the  Extension  Service  Review,  pub- 

lished monthly  by  the  department. 
Particular  emphasis  has  been 

placed  on  radio's  support  of  the war  effort  on  the  farm  front. 
Ruth  Crawford,  home  demon- 

stration agent  for  Josephine  Coun- 
ty, Ore.,  describes  how  radio 

was  used  to  organize  forest-fire 
fighting  units  and  canteen  service 
for  the  volunteer  organizations. 
Josephine  County  is  in  the  heart 
of  the  mountain  section  of  South- 

ern Oregon  where  it  is  feared 
great  forest  fires  could  be  started 
by  either  incendiary  bombs  or 
ground  saboteurs. 

Gets  Them  at  Home 
In  organizing  the  units  Miss 

Crawford,  who  has  conducted  a 
15-minute  broadcast  over  KUIN, 
Grants  Pass,  Ore.,  for  some  time, 
arranged  with  the  station  for  a 
remote  control  extension  in  her 
office  so  she  could  broadcast  thrice- 
weekly,  following  public  request. 
The  time  element  and  travel  in- 

volved in  going  from  office  to  stu- 
dio would  have  made  the  project 

impossible,  she  said,  without  the 
remote  outlet.  She  then  describes 
how  the  programs  have  been  used 
to  bring  attention  to  civil  projects 
and  for  broadcasts  of  interest  to 
homemakers. 

Miss  Crawford  declares  that  "as 
tire  shortage  and  other  transporta- 

tion as  well  as  the  necessity  for 
farm  families  to  work  longer 
hours,  have  cut  down  attendance 

of  meetings  (4-H  clubs,  women's 
clubs  and  other  civic  organiza- 

tions) we  find  this  radio  arrange- 
ment a  particularly  valuable 

means  of  reaching  people  right  in 

their  homes." Further  describing  increased 
value  of  radio  because  of  tire  and 
gasoline  shortages,  Charles  E. 
Eshbach,  an  agent  of  the  Agricul- 

tural Marketing  Administration  of 
the  Labor  Department  outlines  use 
of  broadcasting  since  1927  by  Al- 
lister  F.  MacDougall,  agricultural 

New  ASCAP 
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now  available,  wilhoul 

charge,  to  all  ASCAP 
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or  wire  today. 
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Radio  Program  Service 
30  Rockefeller  Plaza 

New  York 

agent  of  Middlesex  County,  Mass. 
Attention  is  given  to  the  New 

England  Agricultural  program  and 
the  New  England  Farm  Hour  car- 

ried over  a  New  England  regional 
network.  The  programs,  which  are 
closely  tied  to  the  New  England 
Radio  News  Service,  a  cooperative 
State-Federal  agency  organized  in 
1928  to  present  agricultural  pro- 

grams, are  closely  related  to  the 
extension  service  maintained  by 
the  Agriculture  Dept.  All  subjects 
of  interest  to  rural  families  are 
discussed  on  the  programs,  Mr. 
Eshbach  declares,  and  he  says  the 

response  has  been  "exceptional." 
"An  Essential  Medium" 

Using  the  words  of  Mr.  Mac- 
Dougall, radio  is  then  described  as 

"an  essential  medium  of  teaching 
which  we,  as  extension  workers 
must  take  advantage  of  if  we  are 
to  do  our  job  as  effectively  as  pos- 

sible." Mr.  MacDougall  further  de- 
clares that  radio  is  another  meth- 

od of  reaching  extension  workers 
and  says  it  builds  up  a  "good 
neighbor  policy."  He  relates  how 
response  to  the  agricultural  pro- 

grams has  come  not  only  from 
rural  districts  but  from  city  folk 

as  well  and  says  that  "one  of  the 
things  we  enjoy  most  in  our  broad- 

casting program  is  the  response 
which  comes  from  people  far  and 

wide,  just  letting  us  know  what  in- formation is  of  interest  to  them 
and  we  are  being  of  service  not 
only  to  our  own  people  but  to 
many  others  as  well. 

Group  Education 

"Radio  broadcasting  gives  us 
contact  directly  into  the  homes  of 

all  classes  of  people."  Mr.  Mac- 
Dougall then  describes  radio  as 

"one  of  the  most  valuable  means 
of  education"  and  adds  that  the 
statement  "is  based  on  experience 
in  broadcasting  almost  from  the 
very  first  development  of  the  medi- 

um. It  is  a  statement  based  on  re- 

sults we  have  obtained." 
In  an  article.  Delivered  F.O.B. 

Your  Loudspeaker,  Ed  Alton,  as- 
sistant 4-H  leader  in  charge  of 

Rural  Youth,  Minnesota,  describes 
how  programs  on  WCCO,  Minne- 

apolis, were  used  for  group  educa- 
tion. These  programs  were  utilized 

instead  of  holding  regional  and 
state  meetings  of  Rural  Youth 
groups  and  were  said  to  have 
"stepped  out  to  reach  a  vast,  new 
audience  with  pertinent,  timely  in- 

formation." County  agents,  it  was  said, 
worked  out  a  publicity  program 
and  when  the  broadcasts  were 
made  it  was  estimated  a  special 
audience  of  40,000  was  reached.  It 
was  added  that  the  series  was  con- 

sidered successful  enough  by 

WCCO  to  make  it  the  station's  fea- ture exhibit  at  the  recent  NAB 
convention.  When  fall  schedules 
of  the  Rural  Youth  groups  are  set 
up  Mr.  Alton  said  the  radio  plan 
will  again  be  used. 

War  Developments 

Aid  Police  Radio 

Communications  to  Capitalize 
On  Electronic  Innovations 
VAST  developments  being  made 
in  the  radio  industry  as  a  whole  as 
a  result  of  radio's  tremendous  task 
in  equipping  Allied  armed  forces 
with  radio  equipment  "better  than 
the  enemy's"  will  make  available 
many  new  electronic  products  for 
police  communication  in  the  post- 

war period. 
This  was  explained  recently  by 

Herbert  DuVal  Jr.,  General  Elec- 
tric radio  engineer,  before  the 

Ninth  Annual  Conference  of  the 
Associated  Police  Communication 
Officers. 
Among  such  developments  is  a 

circular-type  antenna  which  gives 
a  higher  field  strength  for  a  given 
transmitter  power,  both  for  station 
and  mobile  use,  he  said. 

Vibrator  Replacement 

Another  development  is  a  re- 
sonant inverter  to  replace  dyna- 

motors  and  vibrators.  "Present  vi- 
brators have  to  break  the  full-load 

current  of  the  apparatus  whereas 
the  new  resonant  inverter  has  elec- 

trical and  mechanical  resonant  cir- 
cuits such  that  vibrator  contacts 

break  only  during  periods  when  the 
current  through  the  contacts  is 
zero,"  Mr.  DuVal  stated.  "Such  a 
unit  requires  very  little  mainte- 

nance and  should  give  service  long- 
er than  dynamotors  or  present  vi- 

brators, the  latter  being  unsatis- 
factory for  high-current  interrup- 

tion." 

Mr.  DuVal  pointed  out  that  now 
is  the  time  for  police  communica- 

tion officers  to  help  the  radio  in- 
dustry and  the  FCC  by  formulating 

plans  to  use  super-high  frequencies 
in  the  post-war  period  to  relieve 
congestion  now  existing  on  police 
radio  and  other  frequencies. 

It  was  explained  how  GE  engi- 
neers, using  alternate  materials 

and  new  designs,  produced  a  better 
product  when  war  requirements 
compelled  reduction  in  the  use  of 
metals  and  other  vital  materials. 
Aluminum  in  two-way  radio  equip- 

ment was  reduced  57%,  and  similar 
reductions  were  made  in  steatite, 

copper,  rubber,  and  other  strategic 
materials.  Use  of  the  other  materi- 

als and  new  designs  actually  im- 
proved the  performance  of  this 

apparatus,  he  said. 

'^'^^^  PORTLAND 

Get  Ihe  fads  Irom  muL- »i»->n.""'  
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I  Chain  Finds  Radio 

IBeats  White  Space 

WITH  radio  advertising  outpull- 
'ing   newspapers   by   50%    for  a 
group  of  four  chain  clothes  stores, 
jSpot  announcement  schedules  have 
;  increased  25%  over  last  year,  ac- 
;  cording  to  Frank  B.  Sawdon  Co., 
,  New   York   agency   handling  the 
store    accounts.    A    gradual  and 

.  steady  increase  in  radio  is  dis- 
closed, several  of  the  stores  having 

used  broadcasting  for  as  long  as 
eight  or  nine  years.  Advertisers 
are  Case  Colthes,  Lewis  Apparel, 

.  Western    Clothes,    and  Worth 
,  Clothes,  all  headquartered  in  New 
.  York,  and  units  operating  through- 

out the  country. 
One-minute  transcriptions  are 

1  used  on  50  to  60  stations  in  cities 
having  local  branches,  the  number 
of  stations  varying  for  each  com- 

pany, with  Worth  Clothes  current- 
ly using  two  Detroit  outlets, 

CKLW  and  WJBK.  Announce- 
ments are  usually  run  at  intervals 

for  a  period  of  six  weeks,  as  often 
as  10  to  15  times  a  day,  with  live 
spots  inserted  by  the  local  mer- 
chant. 

Discs  are  cut  by  Empire  Broad- 
casting System.  Warren  Sweeney, 

announcer,   recently  completed  a 
'  series    of    40    transcriptions  for 
Case  Clothes. 

BLUE  NET  EXPANDS 

WAR  CONTRIBUTION 

.  STEADY  INCREASE  in  the 
amount  of  broadcasting  time  given 
to  the  war  effort  during  the  period 
Oct.  1,  1941  to  July  31,  1942,  is 
reported  by  BLUE  with  the  an- 

,  nouncement  that  a  total  of  511 
[  hours  and  54  minutes  have  been 
devoted  to  that  cause  during  this 
time. 

Whereas    Government  depart- 
ments,   including    the  Treasury, 

used  10  hours  and  55  minutes  in 
October,  28  hours  and  45  minutes 

'  were  used  in  July.  Sustaining  time 
,'.  which   occupies  the   largest  por- 
^  tion  of  BLUE  time  relating  to  the 
national    effort,    consisted    of  15 

•  hours  and  30  minutes  in  October, 
as  against  24  hours  and  15  min- 

,  utes  in  July. 
'  A  total  of  105  hours  was  de- 

voted to  the  war  effort  on  WJZ 
and  BLUE  in  July. 

Quiz  Kid? 
BOB  DONLEY,  announcer  at 
WCAE,  Pittsburgh,  Toast 
Time  Tunes,  a  telephone  quiz 
show,  asked  a  listener  his 
sponsor's  slogan  during  a  re- cent broadcast. 

"Pardon  me",  the  lady  said, 
"I  have  to  change  the  baby. 
Will  you  wait?" 
Time  ticked  away,  and 

Donley  filled  in  by  expressing 
hope  on  the  air  that  the  tot 
knew  the  answer.  Evidently, 
he  did,  for  mama  returned 
with  the  slogan  .  .  .  and  col- 

lected $104. 

A  FEMININE  STAR  is  added  to  the  service  flag  of  KYW,  Philadelphia, 
by  Col.  Frederick  Schoenfield  for  Janet  Jenkins  (nearest  flag)  who  has 
joined  the  WAAC.  Known  as  Nancy  Dixon  on  her  shopping  program  for 
Cluett-Peabody's  Sanforized  Products,  she  is  being  succeeded  in  name 
and  position  by  Helen  Kiley  (on  her  right).  Leslie  W.  Joy,  KYW  general 
manager,  watches  ceremonies  which  highlighted  a  luncheon  attended  by 
Philadelphia  department  store  executives. 

LOOK  WHAT  GROCERS  OVERLOOK! 

Study  of  Traffic  in  Food  Markets  Shows  Value 

 Of  Saturday  Tips  for  Shoppers  
NATIONAL  grocery  product  ad- 

vertisers are  overlooking  an  excel- 
lent opportunity  for  getting  their 

messages  to  the  nation's  housewives 
just  before  they  do  their  market- 

ing, according  to  the  Sherman  K. 
Ellis  Report  on  Super  Market 
Traffic,  just  issued  by  this  advertis- 

ing agency. 
Study,  analyzing  the  shopper 

traffic  in  these  markets  each  morn- 
ing and  afternoon  throughout  the 

week,  points  out  that  in  the  14 
stores  studied,  "26.2%  of  the  whole 
week's  traffic  entered  the  stores 
between  noon  and  closing  time  on 

Saturday." The  study  continues  to  cite  a 
Hooper  audience  survey  for  March 
which  shows  that  while  the  Satur- 

day morning  audience  averaged 
16.3%  of  sets  in  use  as  against  a 
15.9%  average  Monday-through- 
Friday,  of  the  16  morning  quarter- 
hour  network  programs  that  month, 
all  were  broadcast  Mondays 
through  Fridays  and  not  one  used 
Saturday  morning  time.  Neither 
do  the  three-a-week  or  twice-a-week 
programs  utilize  Saturdays,  the  re- 

port states,  the  only  Saturday 
morning  network  commercials  be- 

ing once-a-week  half-hour  shows. 
The  Ellis  study  concludes  that: 

"Some  place  back  in  the  infancy  of 
network  broadcasting  the  conven- 

tional practice  of  Monday  through 
Friday  was  established  for  five-a- 
week,  15-minute  radio,  and  that 

convention  still  keeps  morning  net- 
work grocery  product  advertisers 

from  a  last-minute  effort  to  get  on 
the  shopping  lists  of  26%  of  the 
week's  shoppers  who  visit  these 
super  markets  between  noon  and 
closing  time  on  Saturday. 

"Perhaps  it  would  be  profitable 
to  shake  off  the  inertia  of  this  con- 

ventional morning  radio  practice. 
Monday — noon  to  closing — carried 
only  9.5%  of  the  week's  traffic  in 
contrast  with  26.2%  Saturday — 
noon  to  closing.  Those  five-a-week 
advertisers  who  can't  add  a  sixth 
morning  might  well  trade  Monday 
for  Saturday.  The  three-a-week 
advertisers  could  profitably  change 
their  conventional  Monday-Wed- 

nesday-Friday practice  to  Tuesday- 
Thursday-Saturday." 

Townsend's  Big  Day 
SAMUEL  W.  TOWNSEND,  owner- 
president  of  WKST,  New  Castle, 
Pa.,  now  on  duty  with  the  Navv, 
jumped  from  lieutenant  command- 

er to  commander  recently  on  the 
same  day  his  baby  son  was  born. 
Commander  Townsend  is  in  charge 
of  communications  for  the  Fourth 
Naval  District,  and  the  Philadel- 

phia Navy  Yard. 

AGENCY 

Tn'ppointnieiitf 

SALVAGE  SALES  Co.,  New  York  (old 
clothing  salvage),  to  S.  Duane  Lyon  Inc., 
New  York.  Radio  may  be  used  in  addi- 

tion to  newspaper  and  magazines,  altho 
plans   not  set. 

SWIFT  &  Co.,  Chicago  (Swift's  ice  cream), to  Needham,  Louis  &  Brorby,  Chicago. 
Plans  for  next  year  include  spot  radio. 
BARBIZON  STUDIO  of  Fashion  Modeling, 
New  York  (modeling  courses),  to  Morsan 
&  Co.,  N.  Y.  Radio  may  be  usel. 
DERBY  FOODS  Inc.,  Chicago  (Peter  Pan 
peanut  butter  and  packaged  meats),  to 
Needham,  Louis  &  Brorby,  Chicago. 

THE  NATIONAL  SALVAGE  Co.  of  New 
York,  to  Frank  Kiernan  &  Co.,  that  city. 
Moderate  radio  drive  contemplated  in  ad- 

dition to  its  present  plans  for  newspapers 
only. 

LYNN  FOOD  PRODUCTS  Co.,  Chicago 
(dehydrated  and  vitamized  soup  mixes), 
to  Bozell  &  Jacobs  Inc.,  that  city. 

CHICAGO  &  SOUTHERN  AIR  LINES, 
Memphis,  to  Lake-Spiro-Shurman,  Mem- 

phis. Using  newspapers  and  outdoor  ad- vertising. 

GRAHAM  Co..  New  York  (Redbow  Food 
Products)   to  Blaine-Thompson  Co.,  N.  Y. 
IRONITED  VITAMIN  Co.,  Chicago  (pro- 

prietary), to  Jones  Frankel  Co.,  Chicago. Will  use  spot  radio. 

W65H,  Hartford,  FM  station,  is  now 
operating  on  a  new  evening  schedule, 
6  p.m.  to  12  midnight,  replacing  the 
previous  3-10  p.m.  schedule.  Feature 
program  of  the  evening  is  Symphony 
Hall,  9-10. 

VOTI/E/tflOST 

KFDM 

BEAUMONT 
REPRESENTtD  BY  THE  HOWARP  WILSOMCOMPamV 

Columbia's  Station  for  the 

SOUTHWEST 

KFH 

WICHITA 

KANSAS 

Call  Any  Edward  Petry  Office 
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Army  Regulates  Programs  for  Troops 

Shortwave  Commercials 

Restricted  Under 

New  Ruling 
STANDARDS  FOR  commercial 
programs  beamed  to  American 
troops  overseas  were  issued  last 
Wednesday  by  Lt.  Col.  E.  M.  Kir- 
by,  chief  of  the  Army  Radio 
Branch,  in  a  communication  sent 
to  all  radio  sponsors. 

Expressing  appreciation  for  the 
contribution  by  sponsors  in  making 
their  programs  available  to  sol- 

diers overseas,  Col.  Kirby  pointed 
out  that  it  was  advisable  to  have 
sponsors  conform  to  certain  pre- 

requisites in  their  commercial  copy 
as  a  means  of  making  these  pro- 

grams most  effective. 
Inquiry  has  revealed,  he  stated, 

that  certain  aspects  of  commercial- 
ly sponsored  programs  popular 

with  troops  prior  to  embarkation 
"can  produce  negative  results 
when  heard  by  the  same  troops 
on  the  fighting  fronts". 

Rules  for  Plugs 

It  was  emphasized  that  the  War 
Dept.  has  no  objection  to  commer- 

cial sponsors  or  commercial  iden- 
tification programs  addressed  to 

overseas  troops  by  shortwave,  pro- 
vided such  messages  released  in- 

ternationally "are  edited  or  modi- 
fied in  a  realistic  and  sympathetic 

consideration"  of  certain  pre- scribed factors. 
For  clearance  and  review  of 

such  programs,  the  Overseas 
Forces  division  of  the  Overseas 
Branch  of  the  Office  of  War  In- 

formation is  designated  as  the  au- 
thority, Col.  Kirby  said.  Chief  of 

the  division  is  Louis  G.  Cowan,  of 
the  War  Dept.,  who  is  radio  liai- 

son with  the  OWI.  Mr.  Cowan  is  a 

civilian  consultant  on  Col.  Kirby's 
staff  and  is  the  owner  of  Quiz 
Kids. 

The  text  of  Col.  Kirby's  mem- 
orandum to  radio  sponsors  follows: 

1.  The  War  Dept.  is  most  appre- 
ciative of  the  contribution  by  com- 

mercial radio  sponsors  in  making 
their  radio  programs  available  to 
our  soldiers  overseas. 

2.  In  order  that  it  might  help 
make  this  contribution  more  ef- 

fective, it  desires  to  point  out  the 
results  of  a  recent  inquiry  into  the 
matter  of  sponsored  programs  in- 

tended for  troops  reception  abroad. 
a.  The  majority  of  radio  entertain- 

ment programs  which  were  popular 
with  American  soldiers  before  their 
induction  into  the  Army,  and  before 
their  embarkation  to  the  various 
fronts,  remain  popular  with  the  men. 
They  are  quite  desirable  and  suitable 
links  between  the  fightins  front  and 
the  home  front,  whether  shortwaved 
or  transcribed  and  transported  abroad 
for  playback. 

Through  the  Special  Services  Divi- 
sion. Radio  Section,  under  Maj.  T. 

A.  H.  Lewis,  arrangements  have  been 
made  for  the  processing  and  trans- 

porting of  acceptable  commercial  ijro- 
grams  by  transcription  to  overseas 
troops.  Inquiries  for  this  service  should 
be  directed  to  him.  care  of  Radio 
Section,  Special  Services  Division, 
War  Department,  Washington.  I).  C. 

b.  Inquiry  reveals  that  certain  as- 

pects of  commercially  sponsored  radio 
programs  popular  with  troops  prior  to 
embarkation  can  produce  negative  re- sults when  heard  by  the  same  troops 
on  the  fighting  fronts. 

c.  The  text  of  all  commercial  copy 
of  programs  to  be  shortwaved  to  troops 
should  be  written  to  conform  with  the 
following  requirements.  These  sugges- 

tions will  serve  as  a  guide  for  all  ad- 
vertisers affected. 

Shortwave  Standards 

Three  things  must  be  borne  in 
mind  in  connection  with  the  broad- 

casting of  sponsored  programs  to 
American  troops  overseas: 

1.  Their  living  conditions  and 
their  surrounding  environment, 
while  good,  have  been  changed, 
and  subject  to  the  temporary  for- 

tunes of  war,  may  be  changed  more 
drastically  at  any  moment. 

2.  American  soldiers,  wherever 
they  are,  desire  to  hear,  as  often 
as  possible,  their  radio  favorites 
provided  by  American  radio  adver- 

tisers, networks  or  stations. 
3.  Any  program  which  is  in- 

tended for  the  ears  of  American 
troops  in  Europe,  Asia,  Africa, 
Australia,  the  Far  East,  the  Arc- 

tic Zones,  or  South  America  also 
reach  the  ears  of  friends  and  foe 

alike,  regardless  of  audience  tar- 

get. 
The  War  Dept.  has  no  objec- 

tion to  commercial  sponsorship  or 
commercial  identification  of  pro- 

grams addressed  to  overseas  troops 
by  shortwave,  provided  that  any 
such  messages  released  interna- 

tionally are  edited  or  modified  in 
a  realistic  and  sympathtic  consid- 

eration of  the  three  factors  out- 
lined above.  (For  example,  a  lush 

description  of  a  food  product  may 
perform  an  acceptable  econornic 
mission  among  the  home  American 
audience,  but  it  could  effect  the 
morale  of  troops  who  may  find  the 
particular  product  described  un- 

available for  reasons  of  transport 
delay  or  war  conditions;  who,  may 
find,  indeed,  because  of  enemy  ac- 

tion, they  are  on  rations  and  face 
the  prospect  of  limited  rations. 

Procedure  Outlined 

In  consideration  of  these  fac- 
tors as  well  as  those  of  military 

security,  general  problems  of  mor- 
ale and  the  over-all  pattern  of  psy- 

chological welfare,  procedure 
should  be  as  follows: 

1.  It  is  expected  that  the  agen- 
cies and  sponsors  will  make  every 

effort  to  see  that  their  programs 
conform  to  shortwave  policy. 

2.  Because  of  their  constant  and 
complete  activity  on  the  shortwave 
field,  the  International  Division  of 
the  networks  or  the  shortwave  sta- 

tions over  which  the  programs  are 
carried  should  be  contacted  for  re- 

view or  suggestions. 
3.  The  Overseas  Forces  Division 

of  the  Overseas  Branch  of  the  Of- 
fice of  War  Information  is  desig- 

nated as  authority  for  clearance 
and  review.  Chief  of  this  division 
is  Louis  G.  Cowan,  War  Dept., 
Radio  Liaison  with  the  Office  of 
War  Information. 

In  planning  the  use  of  short- 
wave facilities  for  beaming  pro- 

grams to  our  troops  overseas,  the 
War  Department  desires  the  fol- 

lowing factors  to  be  given  consid- 
eration. 

a.  Their  transmission  should  not  oc- 
cupy time  on  the  limited  shortwave 

facilities  needed  by  authorized  gov- 
ernment agencies  for  the  broadcast- 

ing of  official  radio  war  missions 
throughout  the  world. 

b.  They  should  be  broadcast  at  such 
times  when  they  may  be  heard  con- 

veniently by  troops  for  which  they  are 
intended.  (A  list  of  available  recep- 

tion and  leisure  times  of  troops  abroad is  attached.) 
c.  They  should  designate  which 

troops  are  being  beamed  the  program, 
and  announce  they  are  to  be  heard  "By 
our  troops  around  the  world"  only when  they  have  earned  the  right  to 
such  a  statement. 

4.  Those  who  derive  public  good 
will  in  announcing  that  their  pro- 

grams   are   being  heard   by  our 

troops  overseas  must  determine 
their  right  by  performance  ren- 

dered. Such  performance  in  live  or 
delayed  broadcasts  is  a  distinction 
in  a  field  not  to  be  exploited  but 
reserved  for  sincere  advertisers, 
performers  and  shortwave  stations 
doing  a  patriotic  job. 

Messages  From  Soldiers To  Be  Curtailed  by  Army  \ 

PERSONAL  MESSAGES  betweenj 
troops  abroad  and  relatives  or 
friends  in  the  U.  S.  by  shortwave 
broadcast  or  transportation  of  discs 
will  be  discontinued,  the  War  Dept. 
announced  last  week.  In  explana- 

tion it  was  said  that  this  form  of 

communication  is  "dangerous  to  na- 
tional security".  It  was  added  that the  ban  did  not  affect  shortwave 

broadcasts  sponsored  or  approved 
by  the  War  Dept. 

The  text  of  the  order,  by  Gen- 
eral G.  C.  Marshall,  chief  of  staff, 

follows : 

1.  The  transmission  of  personal  mes- 
sages between  troops  at  oversea  stations and  relatives  or  friends  in  the  United 

States,  whether  by  shortwave  broadcast  or 
transport  of  discs,  has  been  found  dan- gerous to  the  national  security,  and  is  an 
unsatisfactory  means  of  personal  communi- cation since  there  is  no  assurance  that 
messages  so  recorded  will  reach  persons  for 
whom  they  are  intended.  This  practice  will be  discontinued. 

2.  The  provisions  of  paragraph  1  apply 
to  the  making  outside  the  continental 
United  States  of  electrical  transcriptions 
or  recordings  intended  for  broadcast  with- in the  continental  United  States  or  in  areas 
other  than  those  in  which  they  originate. 

3.  a.  These  instructions  will  not  be  con- 
strued as  forbidding — 

(1)  Occasional  and  unannounced  partici- pation of  troops  on  shortwave  broadcasts 
as  part  of  War  Dept.  sponsored  programs. 

(2)  Shortwave  interview  or  entertain- ment programs  general  in  character  which have  been  approved  by  the  War  Dept. 
b.  Officers  charged  with  public  rela- tions duties  will  consider  only  those  requests 

for  participation  of  military  personnel  on shortwave  broadcasts  which  have  been 
cleared  through  and  transmitted  by  the 
War  Dept.  Bureau  of  Public  Relations. 

650  KW.  HEARING 

OF  WLW  DEFERRED 

ON  MOTION  of  WLW,  a  hear- 
ing scheduled  for  Aug.  18  on  the 

Cincinnati  station's  application  for 
increase  in  regular  operating  pow- 

er from  50,000  to  650,000  watts  on 
its  700  kc.  clear  channel,  has  been 
postponed  to  Oct.  19,  pending amendment  of  the  application. 

Commissioner  Paul  A.  Walker, 
presiding  over  the  Motions  Docket, 
last  Thursday  granted  the  motion 
for  leave  to  amend  the  applica- tion to  eliminate  the  need  for  any 
new  construction  by  reducing  the 
power  requested  and  eliminating  a directional  antenna  at  night.  The 
Amendment,  presumably  for  500,- 000  watts,  must  be  filed  vidthin  15 days. 
The  FCC  had  designated  the 

WLW  application  for  hearing  to 
determine  whether  a  grant  would 

be  consistent  with  the  FCC's "freeze  order  opinion"  of  April  27 
under  which  no  new  construction 
of  any  character  will  be  authorized 
except  in  specified  instances  relat- ed to  the  war  effort. 

Murine  Test 

MURINE  Co.,  Chicago  (eye  dress- 
ing), is  testing  varied  schedules  of one-minute  announcements  in  12 

markets.  Contracts  are  for  13 
weeks.  Agency  is  BBDO,  Chicago. 
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^NORTHWESTERN 

UNIVERSITY  STUDY 

If  Listeners  in  this  South  Carolina 

Area  could  have  only  ONE  station— 

76% 

Would  pick  WAIM! 

We  have  and  hold  listeners  because  our  whole 

pattern  of  broadcasting  is  comparable  to  the  per- 

formance of  alert  community  newspapers  ...  it  is 

a  localized  community  service  that  cannot  be  dupli- 

cated! Our  listeners  believe  in  WAIM  and  patronize 
its  advertisers  I 

Brief  Summary  of 

Dr.  Charles  L.  Allen's 

FINDINGS 

— More  than  9  ouf  of  10  homes  in  the 
WAIM  area  have  radios! 

—70.19%  of  the  women  put  WAIM  first! 

-The  people  of  this  area  depend  primarily 
on  WAIM  for  radio  service! 

-About  90%  of  our  listeners  say  programs 
have  been  consistently  improved! 

— 80%  of  rural  and  75%  of  city  listeners 
say  they  patronize  WAIM  advertisers! 

— And  nearly  100%  of  all  listeners  are 
pleased    with  WAIM  civic  service  ! 
($40,632  In  time  contributed  in  1941!) 

■Oik  jjot  A/ottkureitatn  Univaulti^  ̂ tockute 

79,195  p*opl«  tiv«  within  15  minutes  of  WAIM's  antsnna,  and  250,000  reside  in.one-hoor's  dri> 

the  heart  of  the  great  agricultural  and  textile  belt  of  Dixie  — midway  bctw^/-)"«  '*».r<''"'f'  <7V  r-" 
loraett  ooDulation  gain  (1930-40)  of  any  South  Carolina  city. 

|h«id  th« 



So  much-So  quickly... 
BY  RADIO! 

Radio  is  the  voice  and  ear  of  modern  war. 

Radio  follows  the  flag  and  the  fleet  — locates  the 

enemy— flashes  urgent  orders— safeguards  the  con- 

voy—guides the  bomber  —  directs  the  artillery  — 
manoeuvers  the  tank. 

From  submarine  to  flying  fortress,  from  jeep  to 

anti-aircraft  gun,  radio  is  on  watch,  always 

ready  to  speak  and  to  listen  — to  give  warning 
and  to  guide. 

Radio  brings  information  and  relaxation  to  the  free 

—courage  and  understanding  to  the  oppressed. 

Radio  fights  on  every  front! 

Radio  Corporation  off  A
merica 

PIONEER  IN  RADIO,  ELECTRONICS,  TELEVISION  RCA  BUILDING,  NEW  YORK,  N.  Y. 

The  Services  of  RCA:  RCA  Manufacturing  Co.,  Inc.  •  R.  C.  A.  Com
munications,  Inc. 

Radiomarine  Corporation  of  America  •  RCA  Laboratories  •  Blue  Ne
twork  Co.,  Inc. 

National  Broadcasting  Co.,  Inc.  •  RCA  Institutes,  Inc. 
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PRICE  15  CENTS 

STING 

cast  Advertlslngr 

why,  Mr.  Hatteras!  Dear  Sir!  Please! 

Where  in  the  name  of  all  that's  native  did  you  get  the 

idea  that  WOR  lays  sound  down  only  on  New  York? 

1 
•  Haven't  we  charted,  mapped  out,  pointed,  em- 

phasized the  exquisite  fact  that  we  cover  all  of  one 

great  state  and  the  most  densely  populated  portions 
of  an  additional  six?  And  63  counties  in  those  states? 

With  radio  homes— 4,500,000  of  them— in  those  coun- 
ties, and  states?  And  14  cities  with  100,000  people  each? 

2, 

!•  Haven't  we  told  you  that  altogether  the  swell- 
est  combination  of  good  newspapers  in  the  nation— 

218  of  them-list  WOR's  programs  DAILY?  And 
that  these  papers  are  read  by  11,873,414  people?  And 

that  the  benign  editors  of  those  papers  in  19  states, 

including  Canada,  wouldn't  list  WOR's  programs  if 
their  readers  couldn't  hear  them? 

3 
Why,  Mr.  Hatteras,  when  you  buy  WOR  to- 

day, you  buy  Bridgeport  and  Lancaster  and  Newark, 

Philadelphia,  Wilmington,  New  London,  and  .  .  .  Oh, 

477  other  cities  and  places,  for  the  price  of  ONE 
station! 

M  ATC— SPOTBUYERS  .  .  .  WOR 
^  *      is  now  doing  one  of  the 

nation's  most  intensely  concentrated 
and  effective  jobs  of  group  war  market 
coverage  this  side  of  the  Mississippi. 
It's  something  to  remember  when 
making  war  market  selections. WOR 

at  ILUO  Broadway,  in  New  York 



WE'VE  Grown  Up  with  our  Folks, 

THAT'S  WHY 

WcAc  One  el  Ike  ̂amili^ 

in  Jtlidmst  dmeika!" 

1 "We  sincerely  appreciate  this  fine  cooperation  which  Sta- 

tion WLS  has  given  us  for  many  years." — W.  F.  Graham, 
INDIANA  Agricultural  Conference. 

Yes,  "for  many  years"  WLS  has  worked  hand- 
in-hand  with  every  worthwhile  farm  event  in 

Midwest  America.  Carried  on-the-spot  broad- 

casts to  thousands  of  eagerly  listening  Mid- 

western families.  Given  them  valuable, 

authoritative  information  on  farm  problems. 

This  explains  why  the  people  in  this  rich 

farming  territory  place  full  confidence  in  WLS 

—  as  in  a  respected  member  of  their  families. 

Obviously  that's  why 

mS  Gets  Results! 

8  9  0  KILOCYCLES 

50,000  WATTS BLUE  NETWORK 

represented  by 

John  Blair  &  Company 

CHICAGO 

PRAIRIE 

FARMER 

STATION 

Ulkridgk  D.  Butlkk 
Vresidont 

Glknn  Snvdi-;r Manager 

MANAGEMENT  AFFILIATED  WITH  KOY,  PHOENIX,  AND  THE  ARIZONA  NETWORK  —  KOY  PHOENIX   *  ,  KTUC  TUCSON    *    KSUN  BISBEE-LOWELL 



Don't  sell  yourself  shorten  a  schedule 
for  your  spots,  when  you  can  reach 

more  than  a  million  people  in  WDRC's 
PrimaryArea— at  a /ocfl/  Hartford  rate. 

For  more  than  10  years,  this  has  been 

WDRC's  policy:  to  have  one  rate  for 
all  advertisers,  whether  national, 

regional  or  local. 

As  a  national  advertiser,  your  cost  is 

no  higher  than  that  of  the  many  local 

accounts  who  use  this  station  consist- 

ently and  profitably.  And  the  advan- 
tage is  yours,  when  along  with  this 

rate  structure,  you  have  the  out- 
standing coverage  and  programs  of 

Connecticut's  Basic  CBS  Station. 

You  get  all  three  — on  WDRC. 

BASIC  CBS  HARTFORD 

WDRC 

CONNECTICUT'S  PIONEER  BROADCASTER 

■•ublished  every  Monday,  53rd  IsSue  (Tear  Book  Number)  published  fn  February  by  Broadcasting  Publications,  Inc.,  870  National  Press  Building.  Washinsrton,  D.  C.  Entered  as second  class  matter  March  14,  1933,  at  the  Post  Office  at  Washington,  D.  C.,  under  act  of  March  3,  1879. 



BiLUAKD  BALL: 

Ivory  sphere,  exceeditigly  'smooth 
. . .  Great  resemblance  on  surface 

between  it  and  Nebraska  fields, 
which  have  just  been  denuded  by 

farmers  harvesting  their  immi-nso 
summer  crops  for  market. 

■ 

■ 
■ 

CLOCK: 

Timepiece,  the  hours  being  indi- 
ated  by  the  position  of  its  hands 
pon  the  dial  plate  (says  Webster). 
The  hour  is  at  hand  for  you  to  ad- 

vertise on  KFAB,  because  right  now 
the  farmers  are  holding  cash  from 
the  sale  of  their  crops. 

MAP: 

Representation  of  surface 
of  the  earth,  or  of  part  of 
it.  KFAB  covers  a  substan- 

tial part  of  it  in  the  middle- 
west,  reaching  farm  cust- 

omers for  you  throughout 
Nebraska,  her  neighbor- 
states,  and  many  points 

beyond. 

MONEY: 
Silver  discs  and  paper  rectangles, 
which  furnish  the  incentive  for 

.you  to  make,  distribute,  and  sell 
your  products.  KFAB  can  help 
you  garner  more  money,  by  help- 

ing you  increase  your  distribu- 
tion and  sales.  In  fact,  you  need 

KFAB,  to  do  a  complete  selling 
job  in  the  important  markets  in 
this  area! 

■ 
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WRITE? 

RIGHT! 

24,000  PIECES  OF  FAN  MAIL 

IN  FIRST  13  WEEKS  OF  1942 

WOL 

WASHINGTON,  O.  -Cg 

That's  a  lot  of  mail,  even  in  Washington. All  actual  fan  mail  to  WOL  local  radio 
personalities,  from  listeners  in  Washing- ton. Maryland  and  Virginia.  In  back  of 
every  letter  is  a  listener  who  would  like 
your  WOL  program,  too! 

Affiliated  with  MUTUAL  BROADCASTING  SYSTEM 

SPOT  SALES,  Inc.,  Natl.  Rep.,  New  York,  Chicago,  San  Francisco 
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The  lustiest  two-year  old  in  Boston 

IVIaybe  it's  that  nourishing  diet  of  5000  watts  on  590  kilocycles.  Or  the  richness 

of  our  nineteen  primary  daytime  counties.  Anyway,  WEEI's  Food  Fair  program 

has  outstripped  everything  of  its  kind  in  Boston  — and  it's  only  two  years  old. 

Here's  the  record*  at  the  end  of  the  Food  Fair's  second  year: 

33%  more  audience  than  the  nearest  ranking  participating  food  program 

in  Boston— a  seventeen-year-old. 

300%  more  audience  than  the  second  ranking  participating  food  pro- 

gram—a fifteen-year-old. 

On 

4  -p 

■is 

Co Ok 

A  record  of  winning  7  times  the  audience  of  a  competitive  food 

program  which  started  out  at  approximately  the  same  time 

as  WEEFs  FOOD  FAIR. 

Built  around  three  experts  in  cooking,  marketing  and  enter- 

taining —  expertly  merchandised  —  carefully  produced  —  the 

Food  Fair  works  sixresultful  days  a  week  (10:45-11:00  a.m.) 

for  advertisers.  For  the  complete  story  about  this  healthy 

young  giant,  get  in  touch  with  WEEI  or  Radio  Sales. 

'^From  C.  E.  Hooper  study  December  1941-April  1942. 

WEEI  Columbia's  Friendly  Voice  in  Boston 

Operated  by  the  Columbia  Broadcasting  System.  Represented  by  Radio  IBS 

Sales:  New  York,  Chicago,  Los  Angeles,  St.  Louis,  San  Francisco,  Charlotte 

V 

'41 

Of 

'Ooci 

"1(1 



ALL  THOSE  IN  FAVOR 

. . .  Ongoing  full  network"at  the  very  outset  of 

the  new  CBS  discount  plan 

And  up  went  ten  of  the  smartest  and  oldest  hands  in  advertising 

. . .  Lever  Brothers  . . .  General  Motors  . . .  Chesterfields  .  .  .  Arm- 

strong Cork  . . .  Luckies  Wrigley. . .  Philip  Morris . . .  Eversharp 

. . .  Coca-Cola  . . .  Camels. 

With  14  different  programs ...  20  different  time  periods  .  .  . 

more  than  9  hours  of  broadcasting  on  every  station  of  the  CBS 

network,  these  astute  advertisers  signal  a  new  trend  in  radio— 

a  trend  that  seems  inevitable— "total  coverage"  of  the  vast  CBS 

nationwide  audience  through  the  use  of  every  CBS  station. 

The  new  CBS  15%  net  discount  to  advertisers  using  the  full 

network  has  added  from  7  to  47  extra  stations  on  each  of  14 

programs  at  a  fraction  of  the  rate  card  costs. 

More  important  still— to  advertisers,  to  us,  and  to  listeners— 

by  making  better  programs  available  to  more  people. .  .by  extend- 

ing equality  of  listening  opportunity  to  all... full  network  broad- 

casting is  increasing  listening,  increasing  audiences,  and  thereby 

increasing  the  nationwide  value  of  radio  as  America's  No.  i 

medium  of  information  and  entertainment. 

COLUMBIA  BROADCASTING  SYSTEM 

3  MORE  HANDS  GO  UP! 
—and  Lever  Brothers  adds 

three  new  programs  as 
this  advertisement  goes  to 

press.  The  new  hands: 
General  Foods  Corp., 

Curtiss  Candy  Co.  and 
The  Texas  Company 





ONE    OF    A   SERIES    PRESENTING    THE    MEN    WHO    MAKE    FREE   &    PETERS  STATIONS 

HlROLD  J.  QUiLLlAM 

VICE  PRESIDGIT  MD  UUm  MANAGER,  KIRO,  SEATTLE 

1924 — Various  promotion  jobs  while  attending 
University  of  Washington 

1926 —  Graduated  University  of  Washington 
1927 —  Made  first  radio-lislener  survey  in  North- 

west, for  Station  KOMO 
1928 —  Appointed  Commercial  Manager,  KOMO 
1932 — Commercial  Manager,  KOMO  and  KJR 
1935— Manager,  Station  KIRO  (250  watts) 
1935 — KIRO  power  increased  from  250  to 

500  walls 
1936_KIRO  power  increased  from  500  to 

1000  watts 
1937— KIRO  affiliated  with  CBS 
1941 — KIRO  power  increased  from  1000  to 

50,000  watis 

w, HEN  Harold  J.  (Tubby)  Quilliam  was  a 

school-boy,  he  distinguished  himself  (and 
nearly  e;ctinguished  his  professors)  with  a 

diabolical  talent  for  organizing  "secret 
societies"  and  practical  jokes  which  to  this 
day  are  remembered  with  joy  throughout 
the  Northwest.  He  got/ura  out  of  everything. 
Today,  Tubby  is  still  organizing  things,  and 
still  having  fun.  And  that,  no  doubt,  is  why 

his  KIRO  is  known  as'  The  Friendly  Station", 
and  has  grown  spectacularly  to  become  one 
of  the  great  radio  outlets  in  the  Nation. 

This  sort  of  thing,  to  our  mind,  is  one  of 

the  really  gratifying  sides  of  radio — the  fact 
that  brains  and  vitality  and  imagination  are 
the  factors  of  success,  rather  than  ancient 

privilege  and  sheer  weight.  Take  spot  radio, 
for  instance.  Using  spot  radio,  any  smart 

agency  or  advertiser  with  a  good  little 

product  can  out-perform  and  out-smart  his 
behemoth  competition  in  one  or  two  mar- 

kets— then  four  or  five  more — and  maybe, 

pretty  soon,  have  another  behemoth  in  its 
own  right!  And  radio,  we  submit,  is  the  only 
medium  in  which  that  kind  of  success  is 

being  constantly  registered,  today. 

Here  at  F&P  we  have  been  privileged  to  help 

many  new  radio  advertisers  do  a  bang-up 
job  with  national  spot.  How  about  letting  us 

dope  out  some  plans  for  you?  That's  our 
favorite  pastime,  here  in  this  pioneer  group 

of  radio-station  representatives. 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WKBW  BUFFALO 
WCKY  CINCINNATI 
KDAL  DULUTH 
WDAY  FARSO 
WISH  INDIANAPOLIS 
V/KZO  .KALAMAZOO-GRAND  RAPIDS 
KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN     .   .  MINNEAPOLIS-ST.  PAUL WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBL  SYRACUSE 

.  .  .  IOWA  .  .  . 
WHO  DES  MOINES 
woe  DAVENPORT 
KMA    ......  SHENANDOAH 

.  .  .  SOUTHEAST  .  .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  .  .  . 
KOB  ALBUQUERQUE 
KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  .  . 
KARM   FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX.  Inc. 

Free  &  Peters,  inc. 

Pioneer  Radio  Station  Representatives Since  May,  iq^2 

CHICAGO:  i8o  N.  Michigan  HEW  YORK:  247  Park  Ate.  SAN  FRANCISCO:  m  5////fr  HOLLYWOOD:.  1312  N.  Gordon  ATLAHT A:  j 22  Palmer  Bltig. 
Franklin  6373  Plaza  5-4131  Sutter  4353  Gladstone  3949  Main  5667 
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Networks  Point  to  All  -Time  Sales  Records 

Autumn  Contracts 

Indicate  Good 

Windup 

NETWORK  business  is  going 
to  be  good  this  fall.  The  first 
half  of  the  year  brought  new 
highs  in  advertising  revenue 
to  all  four  of  the  nationwide 

networks  and  unless  present 
indications  are  completely 
wrong,  billings  for  the  final 
half  of  the  year  will  make 
1942  a  new  record-breaker  as 
far  as  network  business  is 
concerned. 

As  always,  in  war,  a  lot  of 

things  may  happen  to  upset 

that  prediction.  Already  pri- 
orities, scarcities  and  military 

demands  have  transformed  many  of 
the  nation's  leading  manufacturers 
from  producers  of  goods  for  civil- 

ian consumption  to  producers  of 
armaments  for  military  use. 

It's  Good  So  Far 
Naturally,  this  has  affected  ad- 

vertising— and  advertising  by  ra- 
dio, as  well  as  other  media — for 

these  manufacturers  include  some 

of  the  country's  largest  users  of 
advertising. 

But  so  far  at  least,  business  is 
good  for  broadcasters,  and  all  signs 
point  to  its  continuing  that  way. 
Roy  C.  Witmer,  NBC  vice-presi- 

dent in  charge  of  sales,  has  this  to 
say  about  the  outlook  for  his  net- 

work: "NBC's  gross  billings  for 
the  first  six  months  of  1942  topped 
those  for  the  same  period  in  1941 
by  10%  to  11%.  This  gain  should 
be  reflected  in  the  coming  season.  I 
feel  certain  that  NBC's  commercial 
business  will  be  considerably  heav- 

ier than  last  year." 
Edward  W.  Wood,  MBS  sales 

manager,  reports  that:  "The  first 
major  revisions  in  the  two-year- 
old  Mutual  volume  discount  plan, 
as  presented  to  advertisers  Aug.  1, 
1942,  show  indications  of  bringing 
another  swing  of  business  to  Mu- 

tual as  was  experienced  in  1940. 

"It  is  conceivable  that  manu- 
facturers who  heretofore  have  been 

unable  to  profitably  avail  them- 

selves of  transcontinental  broad- 
casting will  take  advantage  of  this 

lowest  cost  advertising  in  network 
history.  The  improvements  in  Mu- 
tual's  station  facilities  in  the  lead- 

ing markets  of  the  country,  as 
well  as  in  secondary  areas,  have 
been  enthusistically  received  by 

old  and  new  advertisers." 
Speaking  for  the  BLUE,  F.  M. 

Thrower,  general  sales  manager, 
states:  "To  date  the  BLUE  Net- 

work has  signed  25  new  clients  dur- 
ing 1942.  Among  them  are  Socony- 

Vacuum  four  nights  a  week.  Coca 
Cola  six  nights  a  week  and  the 
first  seven-day-a-week  commercial 
series  in  network  broadcasting  pur- 

chased by  Ford  Motor  Co.  New 
and  unusual  sales  policies  have 
been  established  to  meet  advertis- 

ers' problems  during  wartime.  Cer- 
tainly, if  the  trend  established  dur- 

ing the  first  eight  months  of  the 
blue's  independent  existence  is  a 

BLUE 

♦GENERAL  MILLS,  Minneapolis  (Wheat- 
ies),  on  Aug.  31  starts  Jack  Armstrong 
on  91  stations,  Mon.  thru  Fri.,  5:30- 
5 :45  p.m.  Agency :  Knox-Reeves,  Min- neapolis. 

TRIMOUNT  CLOTHING  Co.,  New  York 
(Clippercraft  clothes),  on  Sept.  20 
starts  Dorothy  Thompson  on  67  stations. 
Sun.,  9:45-10  p.m.  Agency:  Emil  Mogul 
Co.,  N.  Y. 

*C0CA  COLA  Co.,  Atlanta  (beverage),  on 
Sept.  21  starts  Spotlight  Bands,  altho 
title  may  be  changed,  on  134  stations, 
Mon.  thru  Sat.,  9:30-9:55  p.m.  Agency: 
D'Arcy  Adv.  Co.,  N.  Y. 

*SOCONY-VACUUM  OIL  Co.,  New  York, 
on  Sept.  28  starts  Raymond  Gram 
Swing  on  140  stations,  Mon.  thru  Thurs., 
10-10:15  p.m.  Agency:  J.  Stirling 
Getchell,  N.  Y. 

*MAIL  POUCH  TOBACCO  Co.,  Wheeling, 
W.  Va.  (tobacco  products),  on  Sept.  28 
starts  Counter  Spy  on  59  stations,  Mon., 
9-9:30  p.m.  Agency:  Walker  &  Down- 

ing, Pittsburgh. 
CREAM  OF  WHEAT  Co.,  Chicago  (hot 

cereal),  on  Oct.  2  starts  Breakfast  Club 
on  75  stations,  Fri.  and  Sat.,  9:45-10 
p.m.  Agency:  BBDO,  Chicago. 

WHEELING  STEEL  C5rp.,  Wheeling,  W. 
Va.,  on  Oct.  4  resumes  Wheeling  Steel- 

makers on  75  stations.  Sun.,  5:30-6  p.m. 
Agency :  Critchfield  &  Co.,  Chicago. 

♦GENERAL  FOODS  Corp.,  New  York 
(Post  Toasties)  on  Oct.  5  starts  Don 
Winslow  of  the  Navy  on  141  stations, 
Mon.  thru  Fri.,  6-6:15  p.m.  Agency: 
Benton  &  Bowles,  N.  Y. 

*BRISTOL-MYERS  Co.,  New  York  (Minit- 
Rub),  on  Oct.  6  starts  Duffy's  Tavern on  124  stations,  Tues.,  8:30-9  p.m. 
Agency:  Young  &  Rubicam,  N.  Y. 

TEXAS  Co.,  New  York  City  (gas  and 
oil),  on  Nov.  28  resumes  Metropolitan 
Operas  on  174  stations.  Sat.,  2-5  p.m. 
Agency:   Buchanan  &  Co.,  N.  Y. 

reliable  indication,  the  broadcast- 
ing industry  should  be  pleased  with 

its  prospects  for  the  coming  sea- 

son." 

CBS  Looks  Good 

In  the  absence  of  W.  C.  Git- 
tinger,  CBS  vice-president  in 
charge  of  sales,  no  official  state- 

ment regarding  the  outlook  for 
this  network  could  be  obtained  last 
week.  The  facts  indicate,  however, 
that  the  prospects  for  CBS  are  as 
optimistic  as  for  the  other  major 
networks. 

Appended  to  this  brief  resume  of 
advertisers  is  a  list  of  those 
already  signed  for  programs  this 
fall.  This  list  speaks  for  itself.  In 
addition,  the  network  advertisers 
who  have  remained  on  the  air 
throughout  the  summer  months 
form  an  equally  impressive  testi- 

monial to  the  good  state  of  net- 
work business.  There  is  also  a  third 

CBS 

♦CAMPBELL  SOUP  Co.,  Camden,  N.  J. 
(concentrated  soups),  on  Sept.  13  starts 
an  untitled  dramatic  program  on  unde- 

cided number  of  stations,  Sun.,  9-9:30 
p.m.  Agency:  Ward  Wheelock  Co.,  Phil- adelphia. 

LEVER  BROS.  Co.,  Cambridge  (Lux), 
on  Sept.  14  resumes  Lux  Radio  Theatre 
on  114  CBS  stations,  Mon.,  9-9:30  p.m. 
Agency :  J.  Walter  Thompson  Co.,  N.  Y. 

GENERAL  FOODS  Corp,,  New  York 
(Jell-O),  on  Sept.  18  resumes  Kate 
Smith  Hour  on  114  stations,  Fri.,  8-8  :55 
p.m.  Agency:  Young  &  Rubicam,  N.  Y. 

♦CONTINENTAL  BAKING  Co.,  New 
York  (Wonder  Bread),  on  Sept.  28 
starts  daytime  serial,  as  yet  untitled, 
on  undetermined  number  of  stations, 
Mon.  thru  Fri.,  10:45-11  a.m.  Agency: Ted  Bates  Inc.,  N.  Y. 

R.  J.  REYNOLDS  TOBACCO  Co.,  Wins- 
ton-Salem, N.  C.  (Camels),  on  Sept. 

28  resumes  Blondie  on  79  CBS  stations, 
Mon.,  7:30-8  p.m.  Agency:  Wm.  Esty 
&  Co.,  N.  Y. 

CAMPANA  SALES  Co.,  Batavia.  111. 
(toilet  goods),  on  Oct.  2  is  expected  to 
resume  First  Nighter  on  54  stations, 
Fri.,  9:30-9:55  p.m.  Agency:  Aubrey, 
Moore  &  Wallace,  Chicago. 

♦COLGATE-PALMOLIVE-PEET  Co.,  Jer- 
sey City  (dental  cream),  on  Oct.  3 

starts  undetermined  show  on  undecided 
number  of  stations,  Sat.,  8:30-8:55  p.m. 
Agency:  Ted  Bates  Inc.,  N.  Y. 

♦LEWIS-HOWE  MEDICINE  Co.,  St. 
Louis  (Turns),  on  Oct.  3  starts  Frank 
Criimit  and  Julia  Sanderson  on  50  sta- 

tions. Sat.,  8-8:30  p.m.  Agency:  Roche, Williams   &   Cunnyngham,   N.  Y. 
TEXAS  Co.,  New  York  (gas  and  oil),  on 

Oct.  4  resumes  Fred  Allen  on  114  sta- 
tions. Sun.,  9:30-10  p.m.  Agency:  Buch- anan &  Co.,  N.  Y. 

LEVER  BROS.  Co.,  Cambridge  (Swan 
soap),  on  Oct.  6  resumes  Burns  &  Allen 

list  which  might  be  called  an  "if" list,  including  the  business  that  has 
not  yet  been  placed  but  is  sup- 

posed to  be  in  the  offing. 
For  example:  Tommy  Riggs  & 

Betty  Lou  has  done  so  well  as  the 
summer  replacement  for  Burns  & 
Allen  that  their  sponsor.  General 

Foods,  is  reported  to  be  consider- 
ing keeping  them  on  into  the  vdnter 

for  another  product  in  a  new  spot. 
Lever  Bros,  may  similarly  con- 

tinue The  Remarkable  Miss  Cran- 
dall,  starring  Mary  Boland,  which 
has  spent  the  summer  in  the  Sun- 

day night  period  occupied  during 
the  rest  of  the  year  by  Jack  Benny's Jello  program. 

Autumn  Prospects 

There  is  talk  of  a  sponsored  ser- 
ies  starring   Ed  Wynn,   an  out- 

standing network  favorite  not  so 

many  years  ago.  Young  &  Rubi- (Continued  on  page  52) 

On  114  stations,  Tues.,  S-9:30  p.m.  Agen- 
cy: Young  &  Rubicam,  N.  Y. 

♦LEVER  BROS.  Co.,  Cambridge  (Life- 
buoy), on  Oct.  7  starts  program  prob- 

ably starring  Bob  Burns  on  undeter- mined number  of  stations.  Wed.,  9-9:30 
p.m.  Agency:  RuthraufT  &  Ryan,  N.  Y. 

♦LEVER  BROS.  Co.,  Cambridge  (Rinso), 
on  Oct.  7  starts  a  program  which  may 
be  titled  The  Mayor  of  Our  Town  on  an undertemined  number  of  stations.  Wed., 
9:30-10  p.m.  Agency:  Ruthrauif  & 
Ryan,  N.  Y. ♦R.  J.  REYNOLDS  TOBACCO  Co.,  Wins- 

ton-Salem, N.  C.  (Camels),  on  Oct.  10 
starts  Abbott  &  Costello,  time  and  num- 

ber of  stations,  not  having  been  an- nounced. Agency :  Wm.  Esty  &  Co., 

N.  Y. ♦KOLYNOS  Co.,  New  Haven  (toothpaste), 
on  Oct.  28  starts  Mr.  Keen,  Tracer  of 
Lost  Persons,  on  50  stations.  Wed., 
Thurs.,  Fri.,  7:45-8  p.m.  Agency: 
Blackett-Sample-Hummert,  N.  Y. 

♦ANACIN  Co.,  Jersey  City  (headache 
remedy),  on  Oct.  8  starts  Easy  Aces 
on  50  stations.  Wed.,  Thurs.,  Fri.,  7:30- 
7:45  p.m.  Agency:  Blackett-Sample- Hummert,  N.  Y. 

MBS 

DELAWARE,  LACKAWANNA  &  WEST- 
ERN COAL  Co.,  New  York  (Blue  coal), 

on  Sept.  20  resumes  The  Shadow  on  20 
stations  (locally  sponsored  on  other 
MBS  stations).  Sun.,  5:30-6  p.m.  Agen- 

cy: RuthraufE  &  Ryan,  N.  Y. 
♦GENERAL  CIGAR  Co.,  New  York  (White 

Owl  cigars)  ,  on  Sept.  24  starts  Ray- 
mond Clapper  on  84  stations,  Mon.  and 

Thurs.,  10-10:15  p.m.  Agency:  J. 
Waiter  Thompson  Co.,  N.  Y. 

GILLETTE  SAFETY  RAZOR  Co.,  Boston, 
again  sponsors  the  World  Series  start- 

(Continiied  on  page  10) 

New  Programs,  Programs  Returning  After  Vacations 
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(Continued  from  page  9) 
ing  first  week  in  October  on  300  sta- 

tions. Agency:  Maxon  Inc.,  N.  Y. 
LUTHERAN  LAYMEN'S  LEAGUE,  St. Louis  (religious),  on  Oct.  25  resumes 
The  Lutheran  Hour  on  202  stations. 
Sun.,  1:30-2  p.m.  Agency:  Kelly, 
Zahmdt  &  Kelly,  St.  Louis. 

NBC 
KRAFT  CHEESE  Co.,  Chicago  (Parkay 

Margarine),  on  Aug.  30  resumes  The 
Great  Gildersleeve  on  68  stations.  Sun., 
6:30-7  p.m.  Agency:  Needham,  Louis  & 
Brorby,  Chicago. 

♦GENERAL  FOODS  Corp.,  New  York (Post  Toasties),  on  Aug.  31  starts 
Young  Dr.  Malone  on  14  stations,  Mon. 
thru  Fri.,  10:45-11  a.m.  Agency:  Ben- 

ton &  Bowles,  N.  Y. 
GENERAL  FOODS  Corp.,  New  York 

(Maxwell  House  coffee),  on  Sept.  3  re- 
sumes Maxwell  House  Coffee  Time  on 

81  stations.  Thurs.,  8-8  :30  p.m.  Agency : 
Benton  &  Bowles.  N.  Y. 

STANDARD  BRANDS,  New  York  (Chase 
^  Sanborn  coffee),  on  Sept.  6  resumes 
Chase  &  Sanborn  Hour  on  92  stations. 
Sun.,  8-8:30  p.m.  Agency:  J.  Walter 
Thompson  Co.,  N.  Y. 

♦PHILIP  MORRIS  &  Co.,  New  York  (ciga- rettes), on  Sept.  8  replaces  Johnnie 
Presents  with  Ginny  Simms  and  Dave 
Rose's  Orchestra  on  125  stations,  Tues.. 8-8:30  p.m.  Agency:   Blow  Co.,  N.  Y. 

PROCTER  &  GAMBLE  Co.,  Cincinnati 
(Ivory  soap),  on  Sept.  12  resumes 
Truth  Or  Consequences  on  125  stations. 
Sat.,  8:30-9  p.m.  Agency:  Compton Adv.,  N.  Y. 

PROCTER  &  GAMBLE  Co.,  Cincinnati 
(Drene  &  Teel),  on  Sept.  12  resumes 
Abie's  Irish  Rose  on  125  stations.  Sat., 8-8:30  p.m.  Agency:  H.  W.  Kastor  & Sons,  Chicago. 

*F.  G.  VOGT  &  SONS.  Philadelphia (Thrivo  dog  food),  on  Sept.  13  starts 
Olivio  Santoro  on  10  stations.  Sun., 
11:45  a.m. -12  noon.  Agency:  Clements Co.,  Philadelphia. 

♦AMERICAN  HOME  PRODUCTS.  Jersey City  (product  undecided),  on  Sept.  14 
starts  daytime  serial  as  yet  unnamed 
on  undecided  number  of  stations,  Mon. 
thru  Fri..  5:30-6  p.m.  Agency:  Black- 
ett-Sample-Hummert,  N.  Y. 

BROWN  &  WILLIAMSON  TOBACCO 
Co.,  Louisville  (Raleigh  cigarettes),  on Sept.  15  is  expected  to  resume  Red 
SHelton  on  127  stations,  Tues.,  10:30-11 
p.m.  Agency:  Russel  M.  Seeds  Co.,  Chi- cago. 

PEPSODENT  Co.,  Chicago  (toothpaste), 
on  Sept.  22  resumes  Bob  Hope  on  69 
stations,  Tues.,  10-10:30  p.m.  Agency: Lord  &  Thomas,  Chicago. 

STANDARD  OIL  CO.  OF  CALIFORNIA, 
San  Francisco,  on  Sept.  27  resumes 
Standard  Symphony  on  6  Pacific  Coast 
stations.  Sun.,  12  midnight-12 :45  a.m. 
(EWT).  Agency:  BBDO,  San  Fran- cisco. 

S.  C.  JOHNSON  &  SONS,  Racine,  Wis. 
(Johnson's  wax),  on  Sept.  29  resumes Fibber  McGee  &  Molly  on  83  stations, 
Tues.,  9:30-10  p.m.  Agency:  Needham, 
Louis  &  Brorby,  Chicago. 

♦COLGATE-PALMOLIVE-PEET  Co.,  Jer- sey City  (product  undecided),  on  Oct. 
3  starts  Al  Jolson  on  undetermined 
number  of  stations.  Sat.,  9 :30-10  p.m. 
Agency :  Sherman  &  Marquette,  Chi- cago. 

GENERAL  FOODS  Corp.,  New  York 
'Grape  Nut  Flakes),  on  Oct.  4  re- 

sumes Jack  Benny  on  about  101  sta- 
tions. Sun.,  7-7:30  p.m.  Agency:  Young &  Rubicam,  N.  Y. 

EMERSON  DRUG  Co.,  Baltimore  (Bromo- 
Seltzer),  on  Oct.  10  resumes  The  Ad- 

ventures of  Ellery  Queen  on  about  25 
stations.  Sat.,  7:30-8  p.m.  Agency: Ruthrauff  &  Ryan,  N.  Y.. 

STANDARD  OIL  CO.  OF  CALIFORNIA, 
San  Francisco,  on  Oct.  15  starts  Stand- 

ard School  of  the  Air  on  6  Pacific 
Coast  stations  and  4  Arizona  network 
stations,  Thurs.,  1-1:30  p.m.  (EWT). 
Agency:  BBDO,  San  Francisco. 

KRAFT  CHEESE  Co.,  Chicago  (cheese 
products),  in  October  expects  to  re- 

sume Bing  Crosby  on  Kraft  Music  Hall, 
stations  undecided,  Thurs.,  9-10  p,m. 
Agency:  J.  Walter  Thompson  Co.,  Chi- cago. 

Seasonal  Dip  in  Spot 
NATIONAL  Radio  Records'  sum- 

mary of  national  spot  activity  for 
.Tune  and  July  shows  only  a  .slight 
seasonal  decline,  with  22S  active  spot 
accounts  in  .June  and  217  in  .July.  In- 

active accounts  reported  totaled  282 
for  .June  and  297  for  July.  NRR  .sum- 

maries are  based  on  reports  from  106 
advertising  agency  offices  iu  June  and 
405  agency  offices  in  July, 

NBC  Stations  Form  Regional 

For  Coverage  of  New  England 

WEAF  or  WJZ  to  Be  Available  in  New  York  Under 

New  Project;  Weed  Is  Appointed  as  Rep 

FORMATION  of  the  New  Eng- 
land Regional  Network,  embracing 

the  area's  only  two  50,000-watt 
stations  along  with  six  other  out- 

lets, was  announced  last  Thursday 
by  Paul  W.  Morency,  general  man- 

ager of  WTIC,  Hartford,  and 
chairman  of  the  operating  group. 

Stations  comprising  the  network 
are,  in  addition  to  WTIC:  WBZ, 
Boston,  also  a  50,000-watter ; 
WJAR,  Providence;  WCSH,  Port- 

land, Me.;  WLBZ,  Bangor.  Supple- 
mentary outlets  will  be  WFEA, 

Manchester,  N.  H.,  and  WDRO, 
Augusta,  Me.,  now  on  the  Yankee 
Network  but  to  be  available  on  both 
networks 

New  York  Outlet 

Also  available  to  the  network  for 
New  York  coverage  will  be  WEAF, 
NBC  key  station,  or  WJZ,  Blue 
key  outlet.  All  of  the  stations  are 
NBC  outlets  and  it  is  presumed 
WEAF  will  be  the  primary  New 
York  outlet,  when  used. 

The  network  became  immediate- 
ly available  to  advertisers.  The 

base  rates  are  $1,340  per  Class  A 
hour  for  the  basic  network  and 
$1,500  an  hour  for  all  seven  sta- 

tions, excluding  New  York. 
It  was  announced  that  all  of  the 

basic  stations  will  be  exclusive  out- 
lets for  the  regional  network,  with 

the  exception  of  WCSH  and  WLBZ, 
which  are  also  available  to  the 
Yankee  Network. 

Headed  by  Morency 

Operations  will  be  administered 
by  the  group  headed  by  Mr.  Mor- 

ency. It  includes  also  Lee  Wailes, 
manager  of  broadcasting  of  West- 
inghouse,  which  operates  WBZ; 
John  J.  Boyle,  manager  of  WJAR ; 
William  H.  Rines,  who  heads 
WCSH;  Thompson  Guernsey,  di- 

rector of  WLBZ,  Main  offices  are 
located  in  Hartford. 

Production  facilities,  without  ex- 
tra charge,  are  available  in  Hart- 

ford, New  York  and  Boston.  Weed 
&  Co.  has  been  named  national  rep- 

resentative and  will  open  an  office 
in  Boston  to  facilitate  handling  of 
New  England  business. 

September  Dsdicition 

While  the  new  network  immedi- 
ately became  available  to  adver- 
tisers, there  will  be  a  formal  dedi- 

cation in  early  September,  Mr. 
Morency  said.  A  meeting  of  the 
operating  committee,  to  devise 
plans,  will  be  held  this  Thursday  in 
New  York. 

The  stations  will  function  as  a 
cooperative  association  rather  than 
as  a  corporate  entity.  The  rate 
structure  is  a  combination  of  the 
rates  of  the  stations  used,  with 
line  costs  and  other  overhead  ab- 

sorbed by  the  association.  Studio 
facilities  will  be  made  available  at 
NBC  in  New  York  for  the  network, 

whether  or  not  a  New  York  outlet 
is  used,  at  no  cost  to  the  account. 
This  will  permit  agencies  to  pro- 

duce in  New  York  and  feed  to  the 
network  through  WTIC. 

Because  of  New  England's  high- 
ly concentrated  population  in  a  rela- 

tively small  geographical  area,  the 
group  feels  the  network  will  be 
used  for  new  program  tests  and  for 
introduction  of  new  products.  Since 
all  of  the  stations  are  NBC  out- 

lets (save  WJZ  when  it  may  be 
used)  no  serious  problems  of  time 
clearance  are  foreseen. 

May  Light  Towers 
OBSTACLE  MARKER  lights  on 
radio  station  towers  are  an  aid  to 
aerial  navigation  and  do  not  come 
under  the  current  West  Coast  dim- 
out  ban  ruling,  according  to  Col. 
Ernest  S.  Moon,  executive  officer 
of  the  Fourth  Fighter  Command. 
In  a  communication  to  Richard  F. 
Connor,  radio  coordinator  of  the 
Southern  California  Broadcasters 
Assn.,  Col.  Moon  stated  that  tower 
lights  will  remain  on  until  ordered 
out  by  the  Army  Regional  Com- 

mand. Blinking  and  stationary 
lights  come  under  the  same  ruling. 
Neon  call-letters  and  other  lights 
on  towers  must  be  turned  out  to 
meet  dimout  regulations. 

WNBF.  Binghamton,  N.  Y..  Mutual 
affiliate  previously  operating  with  2.50 
watts  on  1490  kc,  on  Aug.  23  in 
creased  its  power  to  .3,000  watts  on 129!)  l;c. 

Gardner  Cowles  Jr. 

On   Willkie  Tour 

WITH  Gardner  Cowles  Jr.  sched- 
uled to  accompany  Wendell  Willkie 

to  Russia  and  the  Near  East,  to  be 
gone  until  about  Oct.  15,  his  duties 
as  assistant  director  for  domestic 

operations  of  the  Office  of  War  In- 
formation have  been  temporarily 

assumed  in  large  part  by  Lt.  Com. 
Paul  C.  Smith,  recently  detached 
as  press  officer  of  the  Navy  [Broad- 

casting, Aug.  17]  to  join  OWI  as 
chief  of  its  News  Bureau.  Com. 
Smith  succeeded  Robert  Horton, 
who  has  gone  to  the  Office  of  Price 
Administration. 

Mr.  Willkie,  following  his  lunch- 
eon with  President  Roosevelt  Aug. 

20,  announced  his  plan  to  go  to 
Russia  and  the  Near  East  and  said 
he  would  be  accompanied  by  Mr. 
Cowles  and  Joseph  Barnes,  the  lat- 

ter chief  of  the  International  Press 
&  Radio  Bureau  of  OWI  with  head- 

quarters in  New  York.  Mr.  Willkie 
said  they  were  going  along  "at  my 
request".  The  Willkie  trip  will  have 
official  status. 

Mr.  Barnes  formerly  was  a  for- 
eign correspondent  of  the  New 

York  Herald-Tribune. 
Com.  Smith,  formerly  editorial 

manager  of  the  San  Francisco 
Chronicle,  is  actually  a  deputy  to 
Mr.  Cowles,  who  is  one  of  the  five 
associate  directors  of  OWI  under 
Director  Elmer  Davis.  He  and  Mil- 

ton Eisenhower,  second  in  com- 
mand at  OWI,  will  divide  Mr. 

Cowles  functions  while  the  Des 
Moines  publisher  and  radio  station 
operator  is  away. 

Also  one  of  Mr.  Cowles'  deputies 
is  A.  A.  Schechter,  who  recently 
resigned  as  news  and  special  events 
director  of  NBC  [Broadcasting, 
Aug.  10]. 

Private  Questionnaire  on  Equipment 

Not  Mandatory^  According  to  Mcintosh 
IN  ANSWER  to  inquiries  received 
from  stations  regarding  a  question- 

naire seeking  detailed  data  on 
broadcast  equipment  related  to  the 
projected  conservation  program, 
WPB  officials  said  last  Friday  the 
questionnaire  sent  out  by  an  equip- 

ment manufacturer  was  not  au- 
thorized but  they  had  no  objections 

to  stations  answering  it. 

Frank  H.  Mcintosh,  chief  of  ci- 
vilian radio  of  the  WPB's  Radio 

&  Radar  Branch,  asserted  that  sta- 
tions, if  they  like,  could  answer  the 

questionnaire  on  a  purely  volun- 
tary basis.  He  said  there  was 

nothing  mandatory  about  it.  WPB, 
he  explained,  had  asked  an  indus- 

try committee  representing  manu- 
facturers to  supply  it  with  data  on 

civilian  radio  transmitters,  but  had 
not  authorized  or  cleared  the  ques- 

tionnaire, which  went  out  on  the 
letterhead  of  the  private  company. 

The  covering  letter  asked  sta- 
tions for  detailed  information  on 

availability  of  equipment  and 
spares  and  on  proposed  reduction 
of  decibel  output  as  a  means  of 

reducing  wear  and  tear  on  tubes 
and  equipment, 

Mr.  Mcintosh  made  it  clear  that 
WPB  had  no  objection  to  stations 

answering  any  or  all  of  the  ques- 
tions propounded,  if  they  desired 

to  do  so  voluntarily,  but  he  pointed 
out  that  there  was  no  direct  au- 

thorization and  there  was  nothing 

compulsory  about  it  from  the  Gov- ernment end. 

Alexander  H.  Rogers 

ALEXANDER  H,  ROGERS, 
founder  of  WLAW,  Lawrence, 

Mass.,  and  publisher  of  the  Law- 
revce  Eagle  and  Tribune,  died  last 
Thursday  at  his  summer  home  in 
Seabrock,  N.  H.  Although  in  ill 
health  for  some  time,  Mr.  Rogers  : 
had  taken  an  active  part  in  man- 

agement of  his  enterprises.  He  was 
a  leading  figure  in  civic,  fraternal 
and  charitable  life.  Surviving  are 
his  wife  and  his  son,  Irving  E. 
Rogers,  general  manager  of 
WLAW,  and  three  grandsons. 
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FCC  to  Study  Lifting  of  Freeze  Plan  ̂ ^;/JVerierS;" 
Special  Committee  Will 

File  Report  After 

Labor  Day 

REAPPRAISAL  of  the  FCC  policy 
established  last  April,  which  rigidly 
freezes  all  broadcast  asignments 
except  where  the  heads  of  the  mili- 

tary establishment  may  certify 
need  exists  in  the  war  interest, 
was  authorized  last  Tuesday  by 
the  FCC.  Commissioner  T.  A.  M. 
Craven  heads  the  special  committee, 
which  includes  Commissioners  C. 
J.  Durr  and  George  H.  Payne. 

Under  existing  policy,  established 
in  a  memorandum  opinion  issued 
last  April  27,  retention  of  the 
status  quo  on  new  or  changed  fa- 

cilities is  required.  Commissioner 
Craven,  who  fostered  the  survey, 
has  maintained  that  broadcast  and 
other  services  might  be  improved 

without  impinging  upon  the  "cri- 
tical materials"  requirements  of  the 

armed  services.  With  the  FCC  in 
quasi-recess  until  Labor  Day,  it  is 
expected  the  committee  will  con- 

duct its  study  and  report  in  the 
early  fall. 

The  formal  minute  adopted  by 
the  FCC  on  the  committee's  func- 

tions, reads: 
The  Commission  appointed  a 

committee  comprised  of  Commis- 
sioners Craven,  Payne  and  Durr, 

to  make  a  study  of  pending  appli- 
cations and  the  problems  arising 

thereunder,  having  to  do  with  the 
use  of  materials  for  the  construc- 

tion or  change  of  broadcasting  fa- 
cilities, and  to  submit  to  the  Com- 
mission their  conclusions  as  to  what 

changes,  if  any,  in  the  memor- 
andum opinion  of  April  27,  1942, 

the  Commission  should  recommend 
to  the  Boad  of  War  Communica- 

tions and  the  War  Production 
Board." 

Automatic  Denial 
The  present  licensing  policy  pre- 

scribes virtually  automatic  denial 
of  applications  involving  installa- 

tion of  new  equipment  (whether 
or  not  it  may  be  on  hand  or  in 
inventory).  New  station  assign- 

ments are  frozen  tight,  unless  the 
Secretary  of  War  or  Navy,  or  the 
head  of  the  War  Production  Board, 
prescribes  that  the  installation  is 
essential  in  the  war  interest.  Since 
promulgation  of  the  April  27  order 
many  applicants  for  new  or  im- 

proved facilities  have  dropped  their 
applications  because  of  the  rigid 
nature  of  the  "freeze". 
Commissioner  Craven  consist- 

ently has  held  that  transmitters 
now  in  the  hands  of  stations  or  in 
manufacturers'  inventories  are  not 
adapted  for  Army-Navy  require- 

ments, and  that  their  use  commer- 
cially would  in  no  way  be  adverse 

to  the  war  interest.  He  has  main- 
tained, on  the  other  hand,  that  use 

of  such  equipment  would  make  pos- 
sible better  service  in  the  war  in- 

terest, and  in  radio's  effort  to  build 
public  morale. 

Even  the  licensing  of  new  sta- 
tions in  those  few  areas  now  re- 

garded as  underserved,  or  where 
only  one  service  exists,  in  Commis- 

sioner Craven's  judgment,  should 
not  be  foreclosed  if  the  equipment 
is  available. 

It  is  understood  the  Board  of 
War  Communications  already  has 
ascertained  that  the  Army  and 
Navy  are  not  interested  in  com- 

mandeering transmitters  or  other 
broadcast  equipment  built  to  com- 

mercial specifications.  The  military 
services,  and  WPB,  are  interested 
in  conserving  the  raw  materials, 
prior  to  fabrication,  for  allocation 
for  military  needs. 
The  committee,  according  to 

Com.  Craven,  will  seek  to  ascertain 
the  amount  of  equipment  available 
for  broadcast  and  other  purposes. 
Data  which  can  be  gleaned  from 
the  FCC's  engineering  records,  and 
from  studies  made  by  the  Radio 
Section  of  WPB,  will  be  employed. 
There  is  no  plan  to  conduct  an 
industry-wide  questionnaire  survey. 

Applications  for  new  stations  or 
for  modifications  of  facilities  of 
existing  stations,  directed  toward 
improved  service,  probably  will  be 
reviewed.  These  will  be  analyzed 
in  the  light  of  available  fabricated 
equipment  deemed  as  of  no  value 
to  the  military  services. 

Seek  Fair  Treatment 

Those  applications  for  improved 
facilities  which  have  been  dis- 

missed voluntarily  and  without 
prejudice  by  the  applicants,  because 
of  the  "freeze"  mandates,  may  be 
studied,  with  a  view  toward 
evolving  a  modified  policy.  Com- 

missioner Craven's  idea  is  that  no 
favoritism  should  be  shown,  and 
that  applicants  who  in  good  faith 
may  have  withdrawn  their  applica- 

tions should  not  be  penalized  if  a 
change  in  policy  is  decided  upon 
by  the  Commission. 

If  the  results  of  the  Committee's 
work  bear  out  the  Craven  view 
that  equipment  in  inventory  can 

be  used  to  improve  service  without 
interfering  with  the  requirements 
of  the  military  services,  it  is  logic- 

ally assumed  the  FCC  will  modify 

its  April  27  "freeze"  order. Commissioner  Craven  made  it 

clear  that  the  committee's  work 
does  not  envisage  a  full-scale  re- 

instatement of  the  pre-war  licens- 
ing policy.  Only  in  cases  where  all 

material  is  on  hand  or  available, 
and  where  no  additional  critical 
items  are  needed,  would  new  grants 
or  changed  facilities  be  authorized. 

Moreover,  he  pointed  out,  the 
element  of  fair  play  would  have  to 
be  taken  into  account,  and  it  might 
develop  that  authorizations  could 
be  allowed  only  where  there  are 
largely  non-competitive  applica- 

tions, and  where  the  other  equip- 
ment prerequisites  would  be  met. 

Commissioner  Craven  takes  the 

position  "there  is  no  sense  in 
wasting  fabricated  equipment  and 
materials  not  needed  in  the  war 
effort,  and  which  could  be  used  in 
improving  broadcast  service  in  the 
war  interest".  Such  materials,  he 
said,  "are  not  doing  anybody  any 
good"  and  might  be  obsolete  in 
radio's  post  war  rehabilitation.  "I believe  that  everybody  should  get 

a  square  deal,"  he  added. 
Waste  of  Equipment 

The  project  has  no  immediate 
bearing  upon  pending  plans  for 
voluntary  conservation  of  equip- 

ment by  the  industry.  In  no  event 
would  it  cover  wholesale  licensing 
of  new  stations,  even  if  the  equip- 

ment and  materials  were  available, 
because  that  would  increase  the 

industry's  load  on  maintenance,  re- 
pair and  replacement  of  transmit- 

ter parts  and  tubes. 
At  best,  it  is  believed,  should  the 

committee  find  that  materials  are 
available  and  should  the  Commis- 

sion approve  its  recommendations, 
authorizations  would  be  made  in 
meritorious  cases  for  improved  fa- 

cilities and,  in  isolated  instances, 
for  new  stations  where  service  is 
needed  most. 

300-StationHookup 

Games  to  Be  Shortwaved  to 
4merican  Forces  Abroad 

GILLETTE  SAFETY  RAZOR  Co., 
Boston,  announced  last  week  its 
fourth  successive  year  of  exclusive 
sponsorship  of  the  World  Series 
baseball  games  on  MBS,  to  start 
the  first  week  of  October. 

A  special  broadcast  announcing 
the  event  was  presented  Aug.  20 
on  Mutual  at  7:45  p.m.,  following 
the  signing  of  the  contract  by  J.  P. 
Spang  Jr.,  president  of  Gillette, Commissioner  of  Baseball  Judge 
Kenesaw  Mountain  Landis  and 
Mutual. 

Around  the  World 

The  series  will  be  broadcast  over 
nearly  300  stations  in  this  country 
and  Canada,  and  special  plans  are 

now  under  way  by  Mutual  to  short- 
wave the  games  around  the  world 

for  U.  S.  armed  forces,  as  well  to 
South  America  in  Spanish  for  our 
Latin  American  neighbors.  Details 
on  when  the  World  Series  will  start 
and  where  they  will  be  played  will 
be  announced  later.  Mutual  stated. 
No  announcement  of  the  sum 

paid  for  the  exclusive  broadcasting 
rights  was  made,  although  it  was 

pointed  out  that  the  1940-41  broad- casts added  $100,000  each  to  the 

post  season  receipts.  The  contract 
also  gives  Mutual  and  Gillette  an 

option  on  the  1943  series  broadcast 
rights. 

Bob  Elson,  sportcaster  of  WGN, 
Mutual  affiliate  in  Chicago,  who  has 

handled  the  Mutual  World  Series 
broadcasts  for  the  past  three  years, 

will  probably  be  selected  as  this 
year's  announcer,  but  this  was  not 
definite  last  week,  nor  were  the 

names  of  the  assistant  announcers. 

Agency  in  charge  is  Maxon  Inc., New  York. 

American  soldiers  throughout  the 

world  will  also  hear  half-hour 
dramatizations  of  the  World  Series 

games,  according  to  plans  an- nounced by  the  English  section  of 
NBC's  international  division.  The 

dramatizations  are  to  be  heard  on 
the  American  and  English  hours 
to  assure  complete  coverage  of  the 
forces  in  Latin  America,  Australia, 

Europe  and  the  Middle  East.  The 

series  will  be  transmitted  on  NBC's international  stations  WRCA  and 

WNBI,  and  Westinghouse's  WBOS. 

PRINCIPALS  of  Can  You  Top  This?  on  WOR,  New  York,  as  they  ap- 
peared at  the  "Beer  and  Bustle"  Picnic  staged  recently  by  WOR  in 

nostalgic  tribute  to  the  good  old  jokes  of  the  gay  nineties  [Broadcasting, 
July  20].  Trio  standing  in  back  row  (1  to  r)  are:  Jerry  Straka,  general 
manager,  Kirkman  &  Sons,  Brooklyn,  sponsor  of  the  show;  Nick  Keesely, 
advertising  executive  of  N.  W.  Ayer  &  Son,  agency  on  the  account;  and 
Roger  Bower,  program  producer,  and  host  for  the  party.  In  the  front 
row  (left  to  right)  :  Peter  Donald,  m.c,  Harry  Hershfield,  Joe  Laurie 
jr.,  and  "Senator"  Ford,  comedians  heard  on  the  joke  show. 

Maca  Yeast  Renews 

NORTHWESTERN  YEAST  Co., 

Chicago  (Maca  yeast),  on  Sept.  14 will  renew  for  15  weeks  Songs  Of 

a  Dreamer,  transcribed  quarter- 
hour  featuring  Gene  Baker,  vocal- 

ist, Doris  Moore,  home  economist, 
and  Irma  Glen,  organist,  on  present 
list  of  15  stations  and  will  expand 
from  two  to  three  days  weekly.  Sta- 

tions are  WJR  WIBA  WMBD 
WCCO  WMT  KWTO  WNAX 
KMMJ  KFEQ  WIBW  KHQ  KOMO 
WFAA  WKY  KOIN.  Agency  is 
MacFarland-Aveyard  &  Co.,  Chi- 
cago. 
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Strike  Threat  Seen:  AFM  Ranks  Upset 

Union  Board  Holds 

Stormy  Session 

In  Chicaofo 

WHILE  THERE  was  surface 
calm  last  week  in  the  music  con- 

troversy precipitated  by  James  C. 

Petrillo's  ban  on  production  of  new 
transcriptions  and  records,  under- 
surface  activity  aplenty  developed, 
with  at  least  one  threat  of  a  strike 
against  radio. 

The  AFM  board,  with  Czar  Pe- 
trillo  reported  in  an  ugly  mood, 
met  nearly  all  last  week  in  Chi- 

cago but  nothing  emanated  from 
its  closed  sessions  at  the  Drake 
Hotel.  Executives  of  MBS  met,  too, 
last  Wednesday  and  Thursday  as 
new  strike  talk  developed  because 
of  the  status  of  negotiations  of  the 
Pittsburgh  AFM  local  with  WCAE, 
MBS  outlet  in  that  city. 

While  there  have  been  some  re- 
ports that  AFM  will  seek  a  post- 

ponement of  the  Sept.  16  argu- 
ments, no  formal  postponement 

plea  had  been  entered  by  the  union 
up  to  last  Friday.  In  Washington, 
however,  it  was  learned  that  Jo- 

seph A.  Padway,  chief  counsel  for 
AFM,  and  general  counsel  of  the 
parent  AF  of  L,  had  left  by  plane 
for  London  with  Daniel  Tobin,  AF 
of  L  official,  to  attend  a  British 
labor  conference.  It  was  not 
thought  he  would  return  by  Sept. 
16.  Whether,  in  the  light  of  his 
absence,  a  postponement  plea  will 
be  made,  was  problematical.  It  was 
also  questionable  whether  the  court 
would  be  disposed  to  grant  a  post- 

ponement at  this  late  date,  par- 
ticularly since  the  Government  has 

stated  that  it  will  be  ready  to  ap- 
pear as  scheduled  on  Sept.  16. 

The  strike  talk  was  somewhat  al- 

layed last  Friday,  however,  but  por- 
tents of  a  crisis  of  some  kind  were 

seen  prior  to  argument  on  Sept. 
16  before  the  Federal  District 
Court  in  Chicago  on  the  move  of 
the  Dept.  of  Justice  to  enjoin  AFM, 
Petrillo  and  his  international  ex- 

ecutive committee.  Assistant  At- 
torney General  Arnold,  who  per- 

sonally will  direct  the  Government's 
case,  was  gathering  evidence  for 
the  presentation. 

That  all  is  not  tranquil  in  mu- 
sician ranks  was  evident  as  the 

Petrillo  ban  entered  its  fourth  week. 
The  Chicago  board  sessions,  it  was 
reported,  were  stormy.  Moreover, 
name  band  leaders  were  beginning 
to  complain  about  lack  of  custo- 

mary radio  recognition.  It  was  re- 
ported, particularly  from  the  Mid- 

west, that  numerous  stations,  act- 
ing independently,  have  demon- 

strated their  indignation  over  the 
Petrillo  tactics  by  performing  rec- 

ords and  transcriptions  without 
identifying  the  bands. 

AFM  Board  Meeting 

This  appeared  to  be  a  revival  of 
moves  taken  by  many  stations  sev- 

eral years  ago  when  the  National 
Assn.  of  Performing  Artists,  made 
up  of  band  leaders  and  other  per- 

formers, attempted  to  exact  addi- 
tional royalties  from  stations  but 

lost  out  in  the  courts.  The  band 
leaders  soon  found,  as  a  result  of 
non-recognition  of  their  records  on 
the  air,  that  phonograph  record 
and  music  sales  dropped  off  consid- 

erably and  their  box-office  popu- 
larity also  waned. 

The  AFM  board  met  Tuesday 
through  Thursday.  In  addition  to 
President  Petrillo,  there  were  pres- 

ent C.  L.  Bagley,  vice-president, 
Los  Angeles;  Harry  E.  Brenton, 
financial  secretary-treasurer,  Bos- 

ton ;  and  executive  committee  mem- 
bers Chauncey  A.  Weaver,  A.  Rex 

Riccardi,  Philadelphia;  Walter  M. 
Murdoch,  Toronto,  all  officers  of 
the  organization  who  have  been 
named  defendants  in  the  Govern- 

ment anti-trust  suit  against  the 
union. 

On  the  preceding  Sunday,  the 
union  ran  full  page  ads  in  the 
Chicago  Sun  and  Chicago  Tribune 
and  on  Aug.  17  in  the  Chicago 
Daily  News.  The  advertisements 
were  titled  "Explanation  of  the 
American  Federation  of  Musicians' 
position  in  the  recording  and  tran- 

scription fight."  Displayed  were  the texts  of  letters  to  Petrillo  from 
FCC  Chairman  James  Lawrence 
Fly  dated  July  22,  and  from  Elmer 

Davis  dated  July  28,  and  Petrillo's 
replies  to  them  [Broadcasting, 
Aug.  3,  10]. 

While  the  Pittsburgh  situation 
was  not  finally  settled  last  week- 

end, it  nevertheless  was  felt  a 
strike  crisis  had  been  averted.  It  is 
understood  Leonard  Kapner,  man- 

ager of  WCAE,  Hearst-owned  out- 
let, has  agreed  with  the  local  to 

rehire  his  house  orchestra  on  Sept. 
1,  but  without  a  contract.  The  sta- 

tion has  taken  the  position  that  it 
cannot  contract  for  a  staff  orches- 

tra until  the  national  union's  tran- 
scription and  record  issue  is  cleared. 

Free   Flow   of  Music 

In  one  other  city  it  was  reported 
negotiations  with  the  local  had 
been  stymied  because  of  a  provi- 

sion in  the  station's  contract  guar- 
anteeing what  amounts  to  "free 

flow  of  music".  The  station  insisted 
that  the  Petrillo  ban  violated  that 
provision  and  therefore  it  was  not 

{Continued  on  page  i8) 

Latham 

LATHAM  JOINS  MBS 

IN  SALES  POSITION 
JOHN  R.  LATHAM,  formerly 
executive  vice-president  of  the 
American  Network,  representing 
FM  stations,  joins  MBS  Aug. 
24  as  assistant  sales  manager, 
W.  E.  Macfarlane,  Mutual  presi- 

dent, announced  last  Thursday  fol- 
lowing an  execu- tive meeting  held 

at  the  Hotel  Am- bassador, New 

York.  Mr.  Mac- 
farlane also  an- 

nounced imme- diate plans  to 
enlarge  the 
network's  New York  office  at 
1440  Broadway. 
Mr.  Latham, 

well-known  in  eastern  radio,  was 
for  several  years  in  charge  of  time- 
buying  for  Young  &  Rubicam,  New 
York,  and  later  served  as  presi- 

dent of  the  American  Cigar  & 
Cigarette  Co. 
Engaged  by  the  American  Net- work to  survey  the  potentialities 

for  an  FM  network,  Mr.  Latham 
upon  completion  of  that  task  was 
appointed  executive  vice-president 
of  the  organization  in  charge  of  the 
New  York  offices,  which  were  serv- 

ing FM  broadcasters  as  sales  rep- 
resentatives pending  the  time  when 

the  proposed  network  would  be 
ready  to  begin  operations.  The 
entry  of  America  into  the  war  has 
made  an  FM  network  definitely  a 
post-war  proposition,  freeing  Mr. 
Latham  to  make  the  affiliation  with 
MBS-  He  will  serve  under  Edward 
W.  Wood,  MBS  sales  manager. 

Draft  of  Married  Men 

By  Christmas  Is  Seen 
IN  DECLARING  that  married 
men  with  working  wives  and  single 
men  with  dependents  could  expect 
to  be  called  before  Christmas  for 
miltary  service,  Maj.  Gen.  Lewis 
B.  Hershey,  Selective  Service  chief, 
speaking  in  Evanston,  111.,  last 

Friday,  warned  that  in  every  "pos- sible" case  women  and  old  men 
would  replace  able-bodied  men  of 
draft  age  even  in  vital  lines. 

This  portends  that  the  manpower 
situation  in  broadcasting  may  not 
be  alleviated  despite  the  fact  that 
the  industry  has  been  declared  es- 

sential by  Selective  Service.  Also 
it  was  indicated  by  Gen.  Hershey 
that  many  industries  now  deemed 
essential  may  not  be  in  that  classi- 

fication within  a  short  time  [see 
Selective  Service  and  War  Man- 

power story  on  page  51]. 

Fresno    (Cal.)  Bee Americus    (Ga. )  Times-Recorder 
Muted 

Petrillo  Will  Get  You  If  You  Don't  Watch  Out 

Trimount  Blue  Program 

For  Dorothy  Thompson 
TRIMOUNT  CLOTHING  Co.,  New 
York,  will  begin  its  third  series  on 
BLUE  when  it  resumes  com- mentaries by  Dorothy  Thompson, 
analyst  and  columnist  Sept.  20. 
Miss  Thompson  broadcast  on  BLUE 
for  Trimount,  makers  of  Clipper 
Craft  Clothes  from  March  19  to 
June  11  this  year  under  a  13-week 
contract,  occupying  the  8:45-9  p.m. 
spot  on  Thursday.  She  will  be  heard 
Sunday  9:45-10  p.m.  under  her 
new  contract,  also  for  13  weeks. 
Trimount  sponsored  William 

Hillman  and  Raymond  Clapper, 
columnists  and  commentators  on 
the  BLUE  last  fall.  Agency  is 
Emil  Mogul  Co.,  New  York. 

Page  12  •  August  24,  1942 BROADCASTING  •  Broadcast  Advertising 



Radio  Tax  Plan  ̂ Submitted'  to  Senate 

TREASURY  PLAN  TO  TAX  RADIO 
Full  text  from  Soiate  Finunce  Committee  recnrda 

THE  REVENUE  BILL  of  1941,  when  it  passed  the  House,  contained  a 
tax  on  the  gross  receipts  of  radio  broadcasting  stations  of  networks. 
This  tax  was  eliminated  by  the  Senate  Finance  Committee  and  was  not 
in  the  act  as  passed.  The  Senate  Finance  Committee,  at  the  time  it  was 
considering  the  matter,  requested  the  Treasury  to  explore  the  possibilities 
of  such  a  tax.  In  accordance  with  that  request  the  following  plan  for  the 
taxation  of  radio  broadcasting  was  prepared  jointly  by  the  staffs  of  the 
Treasury  Dept.  and  the  FCC. 

(A)  Radio  broadcasting  stations,  both  independent  and  network-owned, 
would  be  subjected  to  the  higher  of  two  levies :  (a)  A  graduated  tax  based 
upon  the  transmission  power  of  the  radio  station,  or  (h)  a  graduated  tax 
based  upon  net  time  sales.  The  first  of  these  is  a  nominal  tax  in  the 
nature  of  a  registration  fee. 

(B)  The  network  operations  of  networks  would  be  subjected  to  a  tax 
on  net  time  sales. 

1.  Radio  broadcasting  stations. — Independent  and  network-owned 
broadcasting  stations  would  compute  their  tax  liability  under  each  of 
two  methods  and  pay  the  higher  amount. 

(a)  Tax  based  on  transmission  power. — In  the  case  of  radio  stations 
operating  on  unlimited  time  schedules,  the  tax  on  transmission  power 
would  be  imposed  at  the  following  rates: 

Power  Power 
100  W  $100        7,500  W   $  750 
250  W   250       10,000  W   800 
500  W    250        25.000  W   900 
1.000  W    350        50,000   W   1,000 
5,000  W   500 

Part-time  radio  stations  would  be  subject  to  rates  equivalent  to  60% 
of  those  applicable  to  stations  operating  without  any  time  restrictions. 

(6)  Tax  based  on  net  time  sales. — The  tax  based  upon  net  time  sales 
would  be  imposed  on  each  independent  and  each  network-owned  station  at 
rates  graduated  with  the  amount  of  net  time  sales  in  excess  of  a  $100,000 
exemption,  as  follows:  First  $50,000  of  taxable  net  time  sales;  next  $350,- 
000  of  taxable  net  time  sales;  balance  of  taxable  net  time  sales. 

"Net  time  sales"  would  be  defined  as  gross  time  sales  (excluding  sales 
of  talent)  less  commissions  and  outpayments  to  other  stations  and  net- 

works, plus  the  published  card  rate  value  of  all  radio  time  given  in 
exchange  for  services,  commodities,  or  other  valuable  consideration. 

2.  Network  operations. — Networks,  on  their  network  operations,  would 
be  taxed  on  their  net  time  sales  at  a  flat  rate  of  8%,  applied  after  an 
exemption  of  $100,000.  The  definition  of  "net  time  sales"  for  network 
operations  would  be  the  same  as  for  broadcasting  stations. 

Text  of  Hearings 

Reveal  Secret 

Project 

A  PLAN  to  tax  radio,  prepared 
jointly  by  the  Treasury  and  the 
FCC,  but  not  recommended  for 
adoption  by  either  agency,  has 
been  submitted  to  the  Senate  Fi- 

nance Committee,  it  was  revealed 
last  week  through  publication  of 
a  section  of  committee  hearings  on 
the  nearly  seven  billion  dollar  tax 
bill  recently  passed  by  the  House. 

The  plan,  submitted  it  was  said, 
only  because  the  Senate  Finance 
Committee  had  made  a  request  last 
year  for  a  project  after  that  com- 

mittee had  thrown  out  a  proposal 
to  tax  receipts  of  networks  and 
stations,  to  the  tune  of  $12,500,000 
would  levy  on  radio  either  through 
a  graduated  tax  based  upon  sta- 

tions' transmission  power  or  a 
graduated  tax  based  on  net  time 
sales.  The  higher  of  the  two  levies 
would  be  paid  by  the  stations.  A 
table  on  taxes  which  begins  at  100 
watts  would  find  a  station  with 
that  size  transmitter  being  taxed 
$100  and  graduates  to  $1,000  for 
50,000  watts. 

Based  on  Net  Sales 

The  tax  based  on  net  time  sales 
would  be  imposed  on  independent 
and  network-owned  stations  at 
rates  graduating  after  a  $100,000 
exemption.  The  rates,  after  the 
exemption,  were  not  recommended 
or  submitted  with  the  plan.  Obvi- 

ously this  had  been  left  to  the  Sen- 
ate committee's  discretion.  Part- 

time  stations  would  be  subject  to 
rates  equal  to  60%  of  those  ap- 

plicable to  full-time  stations.  Net- 
work net  time  sales  would  be  taxed 

at  8%,  applied  after  an  exemption 
of  $100,000.  [See  full  text  of  plan 
and  tax  tables  on  this  page]. 
A  great  deal  of  conjecture  has 

been  expressed  in  Government  and 
industry  circles  for  some  time  on 
the  possibility  of  a  radio  tax.  It  had 
also  been  reported  that  the  Treas- 

ury and  FCC  had  jointly  drawn  up 
a  tax  plan.  However  neither  agency 
had  released  any  information  on 
the  plan  because,  as  it  was  declared 
in  submission  of  the  proposal  to 
the  Senate,  no  recommendations 
for  adoption  had  been  made.  It  was 
indicated  that  officials  of  both 
agencies  did  not  think  the  plan 
feasible  and  that  they  also  felt  it 
to  be  discriminatory. 

Plan  To  Senate 

The  plan  was  therefore  submitted 
to  the  Senate  committee  in  execu- 

tive session — behind  closed  doors. 
Discussions  at  the.«e  hearings  are 
not  made  available  for  publication. 
The  plan  then  was  published  in 
the  committee's  record,  it  was  said, 
because  of  the  insistence  of  some 
committee  members  as  well  as  out- 

side interests.  It  was  included 
along  with  a  letter  submitted  to 

the  committee  Aug.  13  by  Randolph 
Paul,  Treasury  general  counsel. 

Also,  the  Treasury  as  recent  as 
a  fortnight  ago  [Broadcasting, 
Aug.  17]  emphatically  declared  it 
had  not  "recommended"  a  radio 
tax  but  the  distinction  between 

"recommending"  and  "submitting" 
a  plan  was  not  brought  out,  osten- 

sibly because  of  the  confidential 
nature  of  the  plan. 

'Explanatory'  Proposal 
Mr.  Paul,  in  his  letter,  referred 

to  the  Treasury  plan  of  last  year, 
also  unrecommended  by  that 
agency,  which  dealt  primarily  with 
a  tax  on  network  and  station  gross 
receipts.  He  brought  out  that  the 
1941  plan  was  prepared  at  the  re- 

quest of  the  House  Ways  &  Means 
Committee,  eventually  to  be 
dropped  in  the  Senate.  A  summary 
of  this  plan,  he  said,  was  being 
submitted  to  the  committee  at  the 
"request  of  Mr.  John  B.  Haggerty, 
International  Allied  Printing 
Trades  Associations,  that  a  Treas- 

ury memorandum  on  the  taxation 
of  radio  broadcasting  be  included 
with  his  testimony  before  your 

committee." He  pointed  out  that  the  Senate 
Committee  last  year,  after  drop- 

ping the  gross  receipts  tax  on 
radio,  had  requested  the  Treasury 
"to  explore"  the  possibilities  of  a 
radio  tax  and  indicated  that  the 
plan  he  submitted  last  week  was 
merely  in  accord  with  that  request. 

Meanwhile,  Ellsworth  C.  Alvord, 
NAB  tax  counsel,  vigorously  pro- 

tested against  the  "25  to  30  mil- 
lions" tax  on  net  time  sales  pro- 

posed by  Mr.  Haggerty  to  the  Sen- 
ate committee  Aug.  3  [Broadcast- 
ing Aug.  10]  in  a  letter  to  the 

committee  Aug.  17. 

Mr.  Alvord  declared  Haggerty's 
proposed  tax  "would  seriously 
jeopardize  the  extraordinary  and 
commendable  contribution  to  the 
nation's  war  effort  which  radio  is 
now  making."  He  also  said  "there 
is  no  justification  for  the  imposi- 

tion of  a  discriminatory  tax  of 
this  nature  upon  any  industry  and 
most  certainly  not  an  industry  en- 

gaged in  the  dissemination  of  facts 

and  information." NAB  Stand 

The  NAB  counsel  confirmed  that 

"the  Treasury  has  not  recom- 
mended and  is  not  recommending 

(jointly  with  the  FCC,  or  other- 
wise) the  adoption  of  a  special  tax 

upon  the  radio  industry"  and  sug- 

gested a  review  of  the  letter  to  the 
committee  from  Mr.  Paul. 

The  new  tax  plan  of  the  Treas- 
ury and  FCC  was  parenthetically 

referred  to  by  Mr.  Alvord.  "We 
trust,"  Mr.  Alvord  said,  "that  your 
committee  will  again  reject  any 

proposal  to  impose  a  special  tax 
upon  the  radio  industry,  and  we 
are  confident  that  your  committee 
will  afford  the  industry  and  others 
interested  an  adequate  opportunity 
to  be  heard  in  the  event  that  any 
plan  (such  as  the  plan  prepared 

jointly  by  the  FCC  and  the  Treas- 
ury Dept.  and  which  was  submitted 

without  recommendation  as  to  its 
adoption  in  the  letter  from  Mr. 
Paul,  dated  Aug.  13,  1942,  above  re- 

ferred to)  is  under  consideration 

by  your  committee." Not   Seriously  Considered 

Consensus  in  Government,  indus- 
try and  labor  circles  was  that  no 

serious  consideration  would  be  giv- 
en to  a  discriminatory  tax  pro- 

posal for  radio.  The  Aug.  10  lash- 
ing of  the  Haggerty  proposal  by 

FCC-BWC  Chairman  James  Law- 
rence Fly  who  declared  the  print- 

ing union  official's  demands  "ex- 
travagant" and  said  that  such  a 

tax  would  be  "tragic"  and  "unfortu- 
nate" from  the  standpoint  of  the 

industry,  was  taken  to  be  indicative 
of  the  Government's  attitude  to- 

ward such  a  tax.  Opposition  of  la- 
bor groups  against  the  adoption  of 

such  a  tax  was  also  taken  as  a 
sign  that  in  almost  all  circles  the 
tax  was  looked  upon  as  discrimina- 

tory and  without  basis.  Representa- 
tives of  both  the  parent  AFL  and 

subordinate  IBEW  submitted  state- 
ments to  the  Sentae  committee  ask- 

ing that  the  Haggerty  proposal  be 
dropped  [Broadcasting  Aug.  17]. 

Coleson  Named  to  Head 

Army  Coast  Radio  Setup 
ESTABLISHMENT  of  a  West 
Coast  office  was  announced  last 
Thursday  by  Lt.  Col.  E.  M.  Kirby, 
chief  of  the  Radio  Branch  of  the 
Bureau  of  Public  Relations  of  the 
War  Dept.  Col.  Kirby  also  an- nounced that  the  new  office  will  be 
headed  by  Robert  Coleson,  former 
administrative  executive  of  Radio 
Branch  headquarters  in  Washing- 

ton and  more  lately  head  of  the  re- 
cently opened  New  York  office.  The West  Coast  office  will  be  located  in 

Hollywood  at  an  address  to  be  an- nounced later. 
Col.  Kirby  stated  that  Glenn 

Wheaton  has  been  named  director 
of  Command  Performance,  weekly 
shortwave  show  produced  by  the 
Radio  Branch  and  broadcast  to  the 
United  States  armed  forces  all 
over  the  world.  Mr.  Wheaton  has 
been  virriter  and  co-produeer  of 
Command  Performance  since  it 
started  six  months  ago. 

POW-A-TAN  MEDICINB  Co.,  Hunt- 
ington, W.  Va.,  user  of  radio,  engaged 

in  selling  a  medicinal  preparation, 
Powatan  Herb  Tonic,  has  been  charged 
by  the  Federal  Trade  Commission 
with  misrepresentation  in  its  adver- tising. 
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Is  the  Wartime  Audience  Up  or  Down? 

MR.  LEWIS  POSES  THE  QUESTION 

Dear  Mr.  Hooper:  * 
I  am  approaching  you  to  request  your  best  and  most  complete  ex- 

planation of  how  these  two  statements  appearing  in  the  press  during 
the  same  week  can  both  be  right.  The  first  says  listening  is  down  4% ; 
the  second  says  listening  is  up  17%. 

"Broadcasters  who  have  been  hoping  that  gas  and  tire  rationing 
would  keep  people  at  home — with  an  ear  glued  to  the  radio — and  who 
have  introduced  this  hope  into  their  sales  arguments,  will  find  no  sup- 

port in  the  Cooperative  Analysis  of  Broadcasting's  index  of  radio 
listening.  CAE's  index  of  nighttime  listening  stands  at  23.4  for  June 
of  this  year,  a  drop-off  from  24.4  for  June  of  last  year." — Business 
Week,  June  25,  1942. 

"The  continuous  evening  radio  use  index  published  by  Hooper  Radio 
Reports  stands  at  22.2,  up  3.2  from  19.0  in  the  corresponding  report  of 
last  year."— Radio  Daily,  July  27,  1942. 

Because  we  are  interested  in  reaching  the  largest  possible  radio 
audiences  with  vital  war  information — and  in  doing  everything  possible 
to  help  maintain  those  audiences,  these  contradictory  measurements 
are  of  vital  concern  to  the  Office  of  War  Information.  We  would  like  an 
explanation,  if  there  is  one,  of  why  two  such  diametrically  opposite  con- 

clusions are  reached  by  two  organizations,  the  work  of  both  of  which 
is  measurement  of  the  same  thing,  namely,  radio  audiences. 

William  B.  Lewis, 
Chief,  Radio  Bureau, 
Office  of  War  Information, 
Washington,  Aug.  18. 

*  An  identical  letter  was  also  sent  under  same  date  to  A.  W.  Lehman,  Cooperative 
Analysis  of  Broadcasting. 

Refuting  CAB,  Hooper 

Replies  to  Lewis: 

7t  Is  Up' Dear  Mr.  Lewis : 

Our  staff's  concentration  on  the 
factors  inherent  in  accurate  radio 
audience  measurement  has  created 
convictions  of  what  is  right  and 
wrong  about  methods  of  measur- 

ing radio  audiences.  Individuals  and 
department  heads  in  various  organ- 

izations on  our  extensive  client  list 
have  sought  our  point  of  view  but 
yours  is  the  first  "official"  request 
for  clarification  of  the  most  need- 

lessly confusing  condition  existing 
in  all  advertising.  How  can  there 
be  two  measurements  of  the  same 
thing  which  are  so  far  from  being 
equal  to  each  other? 

All  Are  Up 

Two  weeks  ago,  when  relatively 
meager  information  had  been  re- 

leased to  show  the  degree  to  which 
the  CAB  records  and  ours  were  at 
variance,  a  large  circulation  maga- 

zine approached  me  for  a  state- 
ment on  the  subject.  What  I  gave 

out  included  the  following: 
"A  detailed  analysis  of  our  rec- 

ords revealed  nothing  but  confirm- 
ing evidence  of  consistently  higher 

listening  since  May  15  compared 
with  the  same  period  a  year  ago. 
In  addition  to  the  "Radio  Use  In- 

dex" being  up,  we  find  that: 
1.  The  "Available  Audience  In- 

dex", which  reports  by  individual 
time  periods  and  in  terms  of  broad 
averages  the  size  of  the  group  at 
home  and  awake,  is  and  has  been 
up. 

2.  The  "Average  Network  Pro- 
gram Rating",  issued  twice  month- 

ly to  show  the  audience  size  to  net- 
work programs  compared  with  all 

broadcasts,  is  currently  up  and  has 
been  constantly  higher  since  May 
15th  compared  with  a  year  ago. 

3.  The  "Recruiting  Efficiency  In- 
dex", (i.e.  our  continuing  measure- 
ment of  the  percent  of  those  at 

home  and  awake  who  are  listen- 
ing to  the  radio)  is  and  has  been 

consistently  up. 
"Whereas  the  audiences  have  ac- 

tually increased  the  apparent  de- 
cline reported  by  CAB  is  explain- 

able in  terms  of  simple  arithmetic, 
no  mystery  to  any  eighth  grader. 

"Each  organization  rates  a  pro- 
gram by  dividing  total  interviews 

into  .  program  listeners.  We  use 
'total  homes  called'  (including  'not 
at  home').  CAB  uses  only  com- 

pleted calls  in  its  divisor.  A  simple 
example  will  show  how  the  CAB 
index  of  nighttime  listening  can  de- 

cline even  when  listening  goes  up 
if  some  change  like  rationing 
causes  a  larger  proportion  of  the 
people  to  stay  home.  (Our  records 
of  'not  at  home'  show  decreases 
each  month  since  May  15,  whereas 
the  seasonal  trend  based  on  pre- 

vious years'  record  calls  for  in- 
creases.) 

Example    I:    100    homes  were 

called  in  1941.  20  were  found  'lis- 
tening', 20  were  'not  at  home'. 

Hooper  'Sets-in-Use  Index'  would 
have  been  20.0;  CAB  would  have 
been  25.0  (20  80  =  25.0%).  In 
1942  let  those  at  home  increase 

from  80  to  85  per  100,  let  'listen- 
ers per  100  homes'  increase  to  21. 

Hooper  'Sets-in-Use  Index'  in- creases to  21.0;  CAB  drops  to  24.7 

(21  ̂   85  =  24.7%)." 
Comparative  Audience 

Your  letter  and  the  prominence 
given  more  recently  to  the  detailed 
second  quarter  review  releasd  by 

CAB,  by  both  the  trade  and  gen- 
eral press  calls  for  a  more  com- 
plete response.  A  simple  chart  will help. 

The  subject  matter  for  the  chart 

is  our  1941-1942  "Sets-in-Use  In- 
dex" of  evening  listening  which,  I 

should  add,  is  radio's  longest  com- 
parative record  of  audience  size. 

This  index  is  and  has  been  con- 

tinuously based  on  "Total  Homes 
Called"  in  basic  network  area  cit- 

ies in  which  we  have  uniformly 

asked  the  question  "Were  you  lis- 
tening to  the  radio  just  now?"  con- tinuously since  November,  1934. 

The  question  and  the  statistical 
treatment  we  give  its  answers,  is 
credited  [Column  3,  page  13,  Stan- 

ton: Hotv  Radio  Measures  Its  Au- 
dience, 1941]  with  supplying  to  ra- 

dio an  "absolute"  measurement  of 
comparative  audience  size. 

Because  of  the  seriousness  of  the 
current  controversy,  it  is  construc- 

tive to  point  out  that  CAB  has  no 

such  direct  record  of  "Sets-in-Use" 
[Column  1,  page  14:  Stanton: 
How  Radio  Measures  Its  Audience, 
1941].  Its  index  is  a  composite  of 
adjusted  program  ratings,  which 
are  themselves   subject  to  many 

variables,  the  best  known  of  which 
is  stated  in  CAE's  definition  of  its 
own  rating,  the  memory  variable. 
Furthermore,  method  changes  in 
October,  1935,  and  again  in  Octo- 

ber, 1940,  destroyed  long  time 
comparability  in  all  CAB  records. 

Our  first  view  of  the  increase  in 

listening  recorded  in  our  January 
1942  Index  compared  with  the  five 
preceding  Januarys  seemed  to  us 
to  reveal  perfectly  normal  radio  be- 

havior on  the  part  of  a  nation  at 
war.  The  subsequent  narrowing  of 
the  spread  between  1942  and  1941 
in  February  and  the  drop  in  March, 
1942  was  explainable  in  terms  of 
the  decline  in  the  dramatic  quality 
of  war  news  from  both  the  Pacific 
and  from  Europe.  Also  in  March 
and  later  in  April,  when  the  sub- 

stantial drop  took  place  in  1942, 
we  were  privately  calling  the  at- 

tention of  the  industry  to  a  prob- 
able listening  surfeit  due  to  omni- 

present radio-borne  war  announce- ments. 

This  resulted  from  the  unre- 
strained competition  by  Govern- 

ment departments  and  war  agen- 
cies for  free  radio  time.  Out  of 

this  competitive  situation  came  the 
Advertising  Council  with  the  resul- 

tant War  Information  Network  Al- 
location Plan  which  brought  first  a 

stop  to  the  deluge  of  releases  and, 
more  recently,  order  out  of  chaos. 

As  Expected 

By  early  May  (before  gas  ration- 
ing and  before  tire  conservation 

had  become  a  reality)  our  index 
was  again  up  as  compared  with 
1941.  This  we  interpreted,  in  our 
release  to  the  industry,  to  be  the 
expected  constructive  influence  of 
the  elimination  in  1942  of  the  pre- 

viously traditional  May  1  confu- 
sion traceable  to  Daylight  Saving 

program  time  schedule  changes. 
As  can  be  seen  at  a  glance  in  the 

chart,  May  "Sets-in-Use"  was  up 
2.8  over  May,  1941.  (The  drop  from 

(Continued  on  page  50) 
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Making  the  Cash  Registers 

JINGLE,  JANGLE,  JINGLE 

'VVyOT"^'^ — now  5,000  watts  (day  and  night)  on  980  kilocycles — is  giving  multiplied 
^^X-Z  ̂   coverage  of  the  rich  Nashville  market. 

#  Advertisers  report  healthy  sales  increases  directly  traceable  to  our  new  power  and  frequency. 

Such  gains  are  further  enhanced  by  the  boom-time  prosperity  of  this  entire  trading  area. 

Though  serving  a  much  larger  territory  than  before,  and  serving  it  with  a  much  clearer  signal, 

WSIX  nevertheless  has  made — as  yet — no  increase  in  rates.  Old  250-watt  rate  card  still  in  effect. 

It's  a  BUY! 

SPOT  SALES,  INC.— NATIONAL  REPRESENTATIVES 

5000 

WATTS 0^ 
wfm  nr.  JnoAM 

If 

980 

KILOCYCLES 

NASHVILLE,  TENN. 
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Walker  FCC  Acting  Chairman 

As  Fly  Makes  Extensive  Tour 

Campaigns  Placed 

By  Cold  Remedies 
Leading  Firms  Now  Preparing 
Cold  Weather  Schedules 

FORESHADOWING  extensive  ra- 
dio advertising  during  the  fall  and 

winter  for  cough  and  cold  remedies, 
a  number  of  companies  have  al- 

ready started  placing  campaigns 
to  start  in  late  September  or  early 
October. 
Maryland  Pharmaceutical  Co., 

Baltimore,  has  signed  for  partici- 
pations on  a  new  five-weekly  show 

on  WABC,  New  York,  titled  Per- 
sonally, It's  Off  the  Record  start- 

ing Sept.  27,  and  is  understood  to 
be  lining  up  a  schedule  of  spot 
announcements  for  Rem  and  Rel, 
cough  medicines,  on  a  similar  scale 
to  that  used  last  year.  Firm  at  that 
time  ran  spots  thrice-weekly  na- 

tionally Sept.  30  through  March. 
Agency  is  Joseph  Katz  Co.,  Bal- 
timore. 

Other  Campaigns 

Although  no  details  are  avail- 
able at  present  on  specific  plans, 

other  companies  that  have  started 
placing  their  advertising  are: 
Musterole  Co.,  Cleveland;  Vick 
Chemical  Co.,  New  York  (cough 
drops) ;  and  Smith  Bros.,  Pough- 
keepsie  (cough  drops). 

Seeck  &  Kade,  New  York,  will 
use  a  five-minute  transcribed  pro- 

gram Singin'  Neighbor  thrice- 
weekly  on  a  national  basis  for  Per- 

tussin cough  syrup,  for  26  weeks, 
starting  Oct.  15,  but  station  line-up 
has  not  been  announced.  Firm  used 
similar  transcriptions  last  year  on 
a  13-week  basis.  Agency  is  Erwin, 
Wasey  &  Co.,  New  York. 

Stock  Remedy  Campagn 
Placed   on   16  Statons 

DR.  HESS  &  CLARK,  Ashland,  0. 
(stock  and  poultry  remedies), 
started  a  nationwide  campaign,  us- 

ing five-minute  transcriptions  fea- 
turing Smilin'  Ed  McConnell,  phil- 

osopher-hymn singer,  the  first  week 
in  August.  Transcriptions  are 
aired  thrice  weekly  for  a  52-week 
period  on  16  stations:  WLS  WLW 
KGKO  KLZ  WHO  WJR  KPRC 
WCCO  WKY  KDKA  KEX  KFEQ 
KMOX  WIBW  KFH  WNAX. 

Last  year's  campaign  lasted  for 
only  20  weeks  and  included  tran- 

scriptions on  farm  topics  on  12 
stations,  with  live  announcements 
on  five  outlets.  Agency  is  N.  W. 
Ayer  &  Son,  New  York. 

Dorrance's  New  Post 
DICK  DORRANCE,  formerly  gen- 

eral manager  of  FM  Broadcasters 
Inc.,  recently  with  the  Office  of 
Facts  &  Figures,  has  been  appoint- 

ed assistant  chief  of  Government 
liaison  in  the  Radio  Bureau  of  the 
Office  of  War  Information.  He  will 
serve  under  Philip  Cohen,  chief  of 
the  division.  Function  of  the  divi- 

sion is  to  maintain  contacts  with  all 
Government  agencies  on  their  radio 
plans.  Mr.  Dorrance,  a  well-known 
fiction  writer,  started  in  radio  at 
WOR,  New  York.  Recently  he  has 
been  editing  the  news  letter  of  the 
Broadcasters  Victory  Council. 

WITH  FCC-BWC  Chairman  James 
Lawrence  Fly  away  on  leave  for 
several  weeks,  Commsisioner  Paul 
A.  Walker  last  Tuesday  was  desig- 

nated acting  chairman  of  the  Com- 
mission. Mr.  Fly,  it  is  understood, 

has  gone  to  the  West  Coast  and 
plans  to  inspect  FCC  field  opera- 

tions there,  including  Radio  In- 
telligence Dept.  and  Federal  Broad- 

cast Intelligence  Service  units.  His 
itinerary  has  not  been  announced. 

While  Commissioner  Walker  was 
named  acting  chairman,  he  is  pre- 

siding intermittently  over  telephone 
rate  hearings  being  held  in  Chicago. 
During  his  absence  from  Washing- 

ton, Commissioner  C.  J.  Durr,  new- 

Handles  Coca  Cola  Show 

PAUL  DUDLEY 

Coca  Cola  Plans 

PAUL  DUDLEY,  writer-producer 
who  has  handled  such  shows  as  the 

Treasury  Hour,  the  Tums  Pot  O' Gold  series,  and  Treasure  Chest, 
has  been  named  coordinator  of  the 
Coca  Cola  Co.'s  Spotlight  Bands  six 
times  weekly  program,  when  it 
starts  on  the  BLUE  Sept.  21.  In 
cooperation  with  Phillips  Carlin, 
Mr.  Dudley  is  establishing  a  writ- 

ing-direction staff  in  New  York, 
Chicago  and  Hollywood,  as  well  as 
engineering-production  staffs  at 
various  BLUE  affiliates  to  facili- 

tate technical  operations.  The  pro- 
gram will  present  leading  bands 

from  whatever  point  in  the  nation 
they  are  playing.  Agency  is  D'Arcy Adv.  Co.,  New  York. 

Greyhound  Bus  Renews 
PACIFIC  Greyhound  Lines,  San 
Francisco  (bus  transportation)  has 
renewed  for  52  weeks  its  weekly 
quarter-hour  program,  Romance  of 
the  Highways  on  28  Mutual-Don 
Lee  stations  in  the  Western  States. 
This  marks  the  beginning  of  the 
seventh  consecutive  year  for  the 
sponsor  on  this  network.  Pursuing 
the  theme  "Serve  America  Now — 
See  America  Later,"  the  program is  dedicated  to  its  listeners  as  a 
goodwill  and  service  feature.  Com- mander A.  W.  Scott  conducts  the 
program  in  the  role  of  narrator. 
Agency  is  Beaumont  &  Hohman, 
San  Francisco. 

est  appointee,  will  serve  as  acting 
chairman.  The  Board  of  War  Com- 

munications, also  headed  by  Chair- 
man Fly,  will  be  presided  over  dur- 

ing his  absence  by  Maj.  Gen.  Daw- 
son Olmstead,  Army  Chief  Signal 

Officer.  Mr.  Fly's  alternate  on  the 
board,  to  sit  during  his  absence  as 
a  member,  is  Lt.  E.  K.  Jett,  FCC 
chief  engineer  and  chairman  of  the 
BWC  Coordinating  Committee. 
BWC  did  not  hold  its  regular  week- 

ly meeting  last  Thursday  but  will 
meet  Aug.  27. 

At  the  FCC,  it  was  said  Chair- 
man Fly  would  be  gone  about  three 

weeks,  returning  probably  about 
Sept.  8. 

Third  of  Families 

Listen  in  Evening 

CAB  Finds  Monday  Is  Best 
Of  the  Weekday  Evenings 

ONE-THIRD  of  the  radio  families 
in  the  United  States  tune  in  their 
sets  to  some  broadcast  during  an 
average  half-hour  between  7  and 
11  p.m.  of  any  weekday  night  in 
the  winter  season,  according  to  the 
annual  report  of  the  Cooperative 
Analysis  of  Broadcasting  covering 
the  use  of  radio  sets  in  the  period 
May  1,  1941,  to  April  30,  1942. 
Monday  was  the  weekday  last 

winter  with  the  highest  average 
nighttime  listening,  according  to 
the  CAB,  the  analysis  showing  that 
35%  of  the  sets  were  in  use  in  the 
average  half -hour.  This  record  was 
credited  to  two  of  President  Roose- 

velt's broadcasts  on  that  evening — 
the  Bill  of  Rights  program  and  the 
President's  report  on  "The  Prog- 

ress of  the  Nation",  which  scored 
respective  CAB  ratings  of  63.3  and 
83%  of  the  radio  setowners. 

Sunday  High  Spot 

Sets  in  use  in  the  average  half- 
hour  of  a  Sunday  night  range  up 
to  40%,  according  to  the  report, 
while  nighttime  listening  is  at  its 
low  point  on  Saturday  when  one- 
fourth  to  one-third  of  the  radio 
families  have  their  sets  in  opera- 

tion. The  daytime  average  of  sets 
in  use  is  about  one-half  of  the 
nighttime  percentage. 

Average  listening  was  less  on  the 
other  days,  except  Sunday.  The  per- 

centage of  sets  tuned  on  Tuesday 
was  33.8 ;  Wednesday,  31.9 ;  Thurs- 

day, 34.2;  and  Friday,  29.7.  The 
Sunday  average  climbed  to  38.6%, 
while  Saturday's  was  27.3%. 

The  CAB  analysis,  which  also  re- 
ported the  use  of  sets  by  geographic 

sections  and  income  groups,  is 
based  upon  approximately  700,000 
completed  interviews  in  33  radio 
network  cities. 

Ben  Stanley 

BEN  STANLEY,  market  reporter 
for  WFBL,  Syracuse,  died  sudden- 

ly at  Cazenovia,  N.  Y.,  Aug.  15. 
Mr.  Stanley  was  stricken  with  a 
heart  attack  shortly  after  his 
morning  broadcast. 

HOBLER,  GOSHORN 

ELEVATED  BY  B&B 
ELECTIONS  of  the  board  of  di- 

rectors of  Benton  &  Bowles  in  New 
York  Aug.  19  resulted  in  the  eleva- 

tion of  Atherton  W.  Hobler,  presi- 
dent of  the  agency  since  1932,  to 

the  post  of  chairman  of  the  board. 
Chester  Bowles,  currently  on  leave 
as  OPA  administrator  for  Connec- 

Mr.  Goshorn         Mr.  Hobler 

ticut  assumes  the  newly  created 
office  of  vice-chairman  of  the  board 
and  Clarence  B.  Goshorn  was  elect- 

ed president. 
William  R.  Baker  Jr.,  a  vice- 

president,  was  elected  vice-presi- dent and  secretary,  and  James  G. 
Rogers  Jr.,  a  vice-president,  was 
elected  vice-president  and  treas- 

urer. All  other  officers  were  re- elected. 

Mr.  Goshorn  joined  Benton  & 
Bowles  in  1937  and  has  been  a  vice- 
president  and  board  member  for 
several  years.  Previously  he  was  an 
account  executive  at  Arthur  Kud- 
ner.  New  York  and  earlier,  in  a 
similar  capacity  at  Erwin  Wasey 
&  Co. ;  his  advertising  career  began 
in  1919  with  the  Curtis  Pub.  Co. 
where  he  spent  12  years  as  a  mem- 

ber of  the  advertising  and  circula- 
tion departments. 

A  graduate  of  the  U  of  Michigan, 
'15,  Mr.  Goshorn  first  taught  at  the 
university  for  three  years  before 
entering  the  Army.  He  is  married 
and  the  father  of  two  boys. 

Louis  Kastor,  80,  Dies; 

Started  Chicago  Agency 

LOUIS  KASTOR,  80,  president  of 
H.  W.  Kastor  &  Sons  Adv.  Co., 
Chicago,  died  on  Aug.  18  in  Chicago 
after  an  illness  of  nearly  five  years. 
A  pioneer  of  the  agency  field,  Mr. 
Kastor  with  his  father  H.  W.  Kas- 

tor, founded  the  firm  in  St.  Louis 

in  1895,  and  upon  his  father's death  Louis  Kastor  became  the  sec- 
ond president,  title  which  he  had 

retained  during  his  past  five  years 
of  ill  health. 

During  his  active  years  he  man- 
aged the  company's  finances  and saw  the  agency  expand  from  St. 

Louis  to  Chicago,  New  York  and 
Los  Angeles.  He  was  one  of  seven 
sons,  all  active  in  the  company,  and 
is  survived  by  his  widow,  Babette 
B.  Kastor,  his  sister,  Gertrude 
Krone,  and  three  brothers,  Richard 
H.,  William  B.  and  Arthur  G. 

Sheaffer  Pen  on  NBC 
W.  A.  SHEAFFER  PEN  Co.,  Ft. 
Madison,  la.  (Sheaffer  Pens,  pen- 

cils, Skrip),  starting  Sept.  20  will 
sponsor  a  quarter-hour  weekly 
news  period  on  full  NBC  network 
of  125  stations.  Program  titled 
World  News  Parade  features  Up- 

ton Close,  Sundays  3:15-3:30  p.m. with  occasional  switches  to  foreign 
originations  where  the  news  has 
been  highlighted  during  the  week. 
Russel  M.  Seeds  Co.,  Chicago,  is 
agency. 
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'  The  Chinese  say  one  picture  equals  10,000  words. 

Picinre  the  lush  KFYR  -ea  this  war  year: 

Crops  bringing  highest  returns  in  a  generation: 

Rich  acres  giving  the  highest  yield  . . .  attested  by  these  photographs— taken 

within  twenty  miles  of  Bismarck.  The  picture  is  the  same  in  all  the  prosperous 
Northwest. 

Cash  in  on  this  added  BUYING  power.  Sell  your  story  on  KFYB,  IVorthwest's 
DOMINANT  station.  Since  its  birth  KFYB  has  been  a  friend  of  farmers.  Naturally 

they  turn  now  to  KFYB-advertised  products  ...  to  spend  their  extra  wealth. 
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$500,000  Is  Price 

In  Sale  of  WEEI 

Boston  Outlet  Formerly  Held 
By  Lease  Bought  by  CBS 
ACQUISITION  of  WEEI,  Boston, 
by  CBS  for  approximately  $500,000, 
ending  a  six-year  lease  of  the  sta- 

tion by  the  network  from  Boston 
Edison  Co.,  was  announced  last 
week.  The  transaction,  while  dis- 

cussed with  the  FCC,  is  not  subject 
to  approval  of  that  agency  since 
CBS  as  lessee  has  been  licensee 
of  the  station. 
CBS  announced  that  the  pur- 

chase, effective  Aug.  31,  will  in 
no  way  involve  change  in  policy, 
personnel  or  program  structure 
and  that  WEEI  will  continue  as 
its  key  station  in  Boston.  The  FCC 
policy  against  network  leases  of 
stations,  it  is  understood  reliably, 
was  largely  responsible  for  the 
purchase  transaction.  CBS  has 
been  paying  approximately  $250,- 
000  a  year  for  lease  of  the  facilities 
of  WEEI. 

Fellows  Remains 

Discovery  of  a  so-called  "rever- 
sionary clause"  in  the  CBS  lease 

of  the  station  led  to  conversations 
with  the  FCC  regarding  acquisi- 

tion. WEEI  was  the  only  one  of 
eight  stations  operated  by  CBS 
which  it  did  not  own  outright.  It 
is  the  first  acquisition  by  a  major 
network  of  a  station  since  CBS 
purchased  KNX,  Los  Angeles,  in 
1936  for  approximately  $1,300,000. 

Harold  E.  Fellows,  general  man- 
ager of  WEEI  since  CBS  leased 

the  station  in  1936  and  prior  to 
that  commercial  manager  under  the 
Edison  operation  since  1932,  will 
continue  in  his  post.  Studios  and 
offices  will  remain  in  the  Edison 
Bldg.  but  additional  space  will  be 
added  to  the  premises  occupied  by 
the  station  which  will  give  it  three 
full  floors,  CBS  announced.  WEEI 
operates  with  5,000  wats  fulltime 
on  590  kc.  The  transmitter  is  lo- 

cated on  the  Mystic  Valley  Park- 
way in  Medford,  Mass. 

Li 
NBC  DROPS  'RED' 1 5-Year-Old  Identification 

Called  Unnecessary  

CHOV  in  Operation 
CHOV,  Pembroke,  Ont.,  went  on 
the  air  for  the  first  time  Aug.  18, 
located  northwest  of  Ottawa,  clos- 

er to  a  large  Army  training  camp 
than  any  other  station.  The  station 
is  ovraed  by  the  Ottawa  Valley 
Broadcasting  Co.,  and  equipped 
with  RCA  250-watt  transmitter.  It 
is  owned  by  D.  A.  Jones  and  E.  G. 
Archibald,  manager,  and  is  repre- 

sented by  Stovin  &  Wright,  To- 
ronto. 

Fiberglas  Series 
HOME  CLEANLINESS  and  top 
furnace  efficiency  will  be  the  key- 

note of  a  consumer  advertising 
campaign  to  be  started  in  Septem- 

ber by  Owens-Corning  Fiberglas 
Corp.,  Toledo,  for  Fiberglas  Dust- 
Stop  Filters.  In  addition  to  news- 

paper copy,  dealers  and  distribu- 
tors will  be  offered  scripts  of  spot 

announcements  for  placement  on 
local  stations.  Young  &  Rubicam, 
New  York,  handles  the  account. 

FAMILIAR  for  more  than  15  years 
to  radio  listeners  and  to  those  in 
contact  with  the  broadcasting  busi- 

ness, the  term  "The  Red  Network" will  be  dropped  completely  by  NBC 
after  the  end  of  this  month.  Roy  C. 
Witmer,  NBC  vice-president  in 
charge  of  sales,  last  week  wrote  the 
network's  clients  and  their  agencies as  follows: 

"Since  the  complete  separation  of 
the  Red  and  Blue  networks  some 
months  ago,  we  have  been  discontinu- 

ing the  use  of  the  term  "Red  Network" in  our  advertising  and  promotion.  The 
process  has  been  a  gradual  one,  in 
order  to  give  time  for  all  concerned  to 
become  accustomed  to  the  change. 
"We  feel  that,  from  now  on,  use  of 

the  term  Red  Network  is  no  longer 
necessary  to  designate  the  network 
operated  by  the  National  Broadcast- 

ing Company,  so,  effective  Sept.  1, 
1942,  we  shaU  drop  it  entirely  and 
thereafter  use  only  The  National 
Broadcasting  Company  or  NBC." 

Lavin  Heads  WD  AY 
APPOINTMENT  of  Barney  J. 
Lavin,  sales  manager  of  WDAY, 
Fargo,  for  the  last  six  years,  as 
manager,  was  announced  last  week 

by  Earl  C.  Rein- 
eke,  president  of the  station.  Mr. 
Reineke  hereto- 

fore has  served 

as  general  man- 
ager of  the  sta- tion which  he 

^.g  -wttM    founded.  Mr.  Lav- m^L         iVH    in   has  been  as- 

%  ■HI    slstant  manager 
in  a  d  d  i  t  i-o  n  to 
sales  manager.  In 
his  new  capacity 

he  will  continue  to  direct  sales. 

Mr.  Lavin 

Paramount  Buys  Time 

To  Plug  'Holiday  Inn' PARAMOUNT  PICTURES  Inc., 
New  York,  in  line  with  its  exten- 

sive radio  promotion  of  "Holiday 
Inn,"  has  purchased  time  on  CBS 
for  a  musical  prevue,  Aug.  26,  9 :30- 
10  p.m.  Featured  in  the  broadcast 
will  be  Irving  Berlin's  tunes  from 
the  film,  with  Fred  Astaire,  singer- 
dancer;  Bing  Crosby,  crooner;  and 
Betty  Jane  Rhodes,  radio  and 
movie  actress,  taking  part. 
Paramount  has  recently  used 

two  single-time  BLUE  broadcasts 
for  the  show,  and  in  addition  has 
started  transcribed  announcements 
on  11  West  Coast  stations,  with 
further  spots  to  be  placed  on  local 
stations  thruout  the  country  in  con- 

nection with  the  film's  national  re- 
lease Sept.  5.  Buchanan  &  Co. 

New  York,  is  agency. 

New  CBS  Theatre 
CBS  last  week  announced  that  it 
had  leased  a  third  theatre  in  the 
Broadway  district  for  origination 
of  its  programs.  The  new  theatre 
is  the  New  Yorker  at  252  W.  54th 
St.,  and  will  be  ready  for  broadcast 
purposes  after  Sept.  15.  The  Camel 
Caravan,  sponsored  by  R.  J.  Rey- 

nolds Tobacco  Co.,  Winston-Salem, 
N.  C,  is  the  first  show  set  to  origi- 

nate in  the  new  theatre. 

OLD  HANDS  MEET  as  Paul 
White,  CBS  director  of  public  af- 

fairs, (1)  greets  A.  A.  Schechter. 
former  NBC  director  of  news  and 
special  events,  now  with  the  OWI, 
at  the  recent  INS  dinner  given  at 
the  Waldorf-Astoria,  New  York,  in 
honor  of  the  three  INS  reporters 
responsible  for  the  spy  scoop. 

Proposed  Transfer 
Of  WOV  Dropped 
Bulova  Withdraws  Petition  at 
Governmental  Suggestion 
CANCELLATION  of  the  proposed 
sale  of  WOV,  New  York,  by  Arde 
Bulova  to  Mester  Bros.,  Brooklyn 
food  and  chemical  manufacturers, 
for  $300,000,  was  approved  by  the 
FCC  last  Wednesday.  Commissioner 
Paul  A.  Walker,  sitting  on  the 
motions  docket,  granted  the  motion 
of  the  present  owners  to  dismiss 
the  application  without  prejudice. 

The  transaction,  originally  filed 
with  the  FCC  last  April,  was 
evolved  in  keeping  with  the  FCC 
edict  against  multiple  ownership 
in  the  same  city.  Mr.  Bulova,  watch 
manufacturer  and  station  owner, 
also  is  principal  owner  of  WNEW, 
New  York. 

Change  Opposed 

Subsequent  to  the  arrangement 
with  Mester  Bros.,  it  was  learned 
authoritatively  that  Government 
agencies  identified  with  the  war 
effort  concluded  it  would  be  indis- 

creet to  venture  a  change  in  own- 
ership or  personnel  on  a  station 

specializing  largely  in  foreign  lan- 
guage programs.  Since  these  agen- 

cies were  entirely  satisfied  with 
WOV  foreign  language  operations 
under  its  present  ownership,  Mr. 
Bulova  was  prevailed  upon  to  with- 

draw the  transfer  application. 
Mr.  Bulova  and  his  brother-in- 

law,  Harry  Henschel,  own  prac- 
tically all  of  the  station's  stock. Mr.  Henschel  recently  resigned 

management  of  the  station  to  enter 
the  Army.  Ralph  N.  Weil  has  been 
named  his  successor. 

Gramling's  New  Book 
OLIVER  GRAMLING,  editor  of 
PA  Inc.,  radio  subsidiary  of  the 
Associated  Press,  has  written  an- 

other book,  to  be  titled  Free  Men 
Are  Fighting  which  Farrar  &  Rine- 
hart,  New  York,  will  publish  in  Oc- 

tober. It  will  be  a  history  and  eye- 
witness account  of  the  present  war 

as  told  through  dispatches  from  AP 
correspondents.  Mr.  Gramling  in 
1940  wrote  A.P.:  The  Story  of  the 
News,  which  was  a  best  seller. 

More  Firms  Take 

Full  NBC  Hookup 

Several  Sponsors  Earn  10% 

For  125-Station  Network 

NBC  advertisers  taking  advantage 

of  the  network's  10%  discount  plan 
by  using  at  least  125  NBC  stations 
now  total  seven,  according  to  the 
network  last  week.  In  addition  to 
The  Voice  of  Firestone,  sponsored 
by  Firestone  Tire  &  Rubber  Co., 

and  the  Philip  Morris  &  Co.  John- 
nie Presents  show,  announced  in 

Broadcasting  Aug.  10,  the  follow- 
ing companies  have  joined  the  list: 

American  Tobacco  Co.,  New 
York,  has  added  24  NBC  stations 

to  Kay  Kyser's  College  of  Musical Knowledge  for  Luckies,  bringing  its 
total  to  125;  Brown  &  Williamson 
Tobacco  Co.,  Louisville,  which  added 
seven  stations  to  Tommy  Dorsey, 

summer  replacement  for  Red  Skel- 
ton,  bringing  its  list  to  127  stations 
for  Raleigh  tobacco  and  cigarettes; 
and  F.  W.  Fitch  Co.,  Des  Moines 

(shampoo),  adding  eight  stations to  the  Fitch  Bandwagon,  raising 
its  total  to  139  NBC  stations. 

P&G  Shows  Return 

On  Sept.  12  when  Procter  & 
Gamble  Co.,  Cincinnati,  returns  two 
of  its  shows  to  NBC,  each  will 
carry  the  full  network  of  125  sta- 

tions, namely  Abie's  Irish  Rose  for 
Drene  and  Teel,  and  Truth  Or  Con- 

sequences for  Ivory.  Last  year 
those  shows  were  on  48  and  63  NBC 
stations,  respectively. 

Agencies  for  the  shows  are  Lord 
&  Thomas,  New  York,  for  Ameri- 

can Tobacco;  Russel  M.  Seeds  Co., 

Chicago,  for  Raleighs;  L.  W.  Ram- 
sey Co.,  Davenport,  la.,  for  Fitch; 

H.  W.  Kastor  &  Sons,  Chicago,  for 
Drene  and  Teel  and  for  Ivory, 

Compton  Adv.,  New  York. 

SOUP,  SOAP  PLANS 
TESTED  BY  HEINZ 

H.  J.  HEINZ  Co.,  Pittsburgh,  has 
not  completed  its  media  plans  for 
the  introduction  on  Oct.  1  of  a  com- 

plete line  of  condensed  soups,  ac- 
cording to  the  agency,  Maxon  Inc., 

Detroit.  All  soup  companies  are 
converting  their  packaging  to  con- 

densed soup  in  compliance  with  the 
War  Production  Board  order  of 
July  31  prohibiting  the  canning  of 
non-condensed  soups.  If  radio  is 
used  the  company  will  go  into  spot 
radio,  it  was  stated. 

Meanwhile  Heinz  has  been  con- 
ducting tests  for  Swerl,  granulated 

soap  product,  which  it  is  distrib- uting. One-minute  announcements 
two  to  five  times  a  day  have  been 
running  on  WIBX,  Utica,  WJIM, 
Lansing,  and  WJTN,  Jamestown, 
N.  Y. 

The  soap  product  is  manufac- 
tured by  National  Aniline  Co.,  Buf- 

falo, and  national  distribution  will 
not  be  completed  for  several 
months.  The  product,  which  is  in 
the  same  price  range  as  Dreft 
manufactured  by  Procter  &  Gam- 

ble Co.,  Cincinnati,  is  at  present 
distributed  by  seven  out  of  the  60 
wholesale  Heinz  branches.  Maxon 
Inc.,  Detroit,  is  agency. 
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THE  WGAR  SUMMER  SCENE 

CAMERA  eRABITOlNS  OF  SELDROUS  AMD  H06BULAR  eiMS 

BECAUSE  OFTHE  TIRE  SHORTAGE^  SPECIAL- E\/ENTvS  S|DMEY 
ANJOORN  MAS  BEEN  USING-  TESSIBEL,  A  RETIRED  /VRMy  AADLE, 
TO  CARRY  THE  MOBILfe  INIIT.  HE  IS  SHOWN  ABOVE  HAVING  A 
LITTLE  TROUBLE  KEEPING  Up  WITH  A  PARADE. 

A  CLOSE  -  UP  OF  THE  BOLT      A  MEW  OF  THE  CONTROL  BOARD  WHICH 
AND  NUT  WHICH  THE  W.P.6.     PIERCE  i  WlNSARP  SHOWED  To  THE IN  WASHINGTON  GAVE  KAORKJE  W-RB.  TO  PROVE  THAT  THE  BOLT  WAS 
PIERCE  PERWISSIOM  TO  BUY,  NEtOED.  

MCDONALD  HCHJSE  19  SOLO  OOT     uaS  BEEN  FIXED  AND  THINGS 
TO  THE  W6AR  ANNOL/NCINC     LIKE  THE  ABOVE  DOfsJ'T  HAPPEN 

^TAFF  ANY  MOHJB 
COMIC  RELIEF  contained  in  the  fortnightly  bulletin  sent  by  WGAR, 
Cleveland,  to  its  men  in  the  services.  To  break  the  wordage,  its  editors 
feel  that  a  cartoon  is  a  challenge  they  must  accept  in  preparing  each  issue. 
The  latest  challenge  was  accepted  by  Henry  Pildner,  staff  pianist,  who 
contributed  the  above.  Otherwise,  the  bulletins  contain  information  which 
fills  the  boys  in  on  the  latest  doings  in  and  around  the  studios. 

Litigation  Unlikely 

On  Consent  Decree 

Government  Doesn't  Intend 
To  Reopen  RCA  Litigation 
THE  DEPARTMENT  of  Justice 
does  not  have  in  mind  reopening 
of  litigation  against  RCA  and  other 
companies  engaged  in  manufacture 
of  radio  apparatus  in  its  effort  to 
have  vacated  the  1932  consent  de- 

cree which  resulted  in  establish- 
ment of  RCA  as  an  independent 

radio  manufacturing  and  operat- 
ing company. 

This  was  learned  on  good  au- 
thority last  week  coincident  with 

the  filing  by  the  Department  of  a 
memorandum  in  support  of  its  mo- 

tion for  vacating  the  decree,  argued 
Aug.  7  in  Philadelphia.  The  Gov- 

ernment did  not  state,  in  its  memo- 
randum, precisely  why  it  wanted 

the  decree  vacated,  but  it  was 
learned  that  it  does  not  propose 
new  anti-trust  litigation  involving 
radio  per  se. 

Arnold's  Contention 
Assistant  Attorney  General 

Thurman  Arnold,  in  the  memorand- 
um, contended  that  the  companies 

which  were  parties  to  the  original 
decree  have  no  basis  upon  which 
to  oppose  its  termination.  In  the 
arguments,  counsel  for  RCA,  Gen- 

eral Electric  and  Westinghouse  ob- 
jected to  such  a  procedure  and 

claimed  it  deprived  them  of  their 
legal  rights.  The  original  decree, 
entered  in  1932  by  the  Federal  Dis- 

trict Court  at  Wilmington,  Del., 
provided  that  Westinghouse  and 
GE  divest  themselves  of  their 
stockholdings  and  membership  on 
the  board  of  RCA,  which  resulted 
in  independent  operation  of  the 
radio  company  in  various  radio 
fields.  The  original  complaint  also 
involved  AT&T,  Western  Electric 
and  General  Motors,  but  these  com- 

plaints were  dismissed  coincident 
with  the  decree. 
While  there  was  considerable 

speculation  regarding  the  reason 
for  the  Attorney  General's  move, 
it  was  thought  that  the  Department 
had  in  mind  moving  against  cer- 

tain patent  procedures  involving 
fields  other  than  radio.  The  decree, 
it  was  believed,  hampers  the  De- 

partment in  its  effort  to  procure 
full  prosecution.  Some  mention  was 
made  in  informed  quarters  of 
aspects  having  to  do  with  glass 
m!anufacture.  Mr.  Arnold,  in  his 
memorandum,  supporting  his  mo- 

tion, said  that  court  action  vacat- 
ing the  consent  decree  would  im- 
pose no  additional  burdens  on  any 

of  the  parties.  He  held  that  if  the 
motion  is  granted,  no  legal  interest 
of  the  defendants  will  be  impaired 
in  any  way. 

"Though  it  is  our  view  that  it  is 
unnecessary  for  the  court  to  take 
any  formal  action  to  protect  the 
defendants'  rights  in  this  respect," 
Mr.  Arnold  concluded,  "we  would 
have  no  objection  to  an  order  that 
vacated  the  decree  without  preju- 

dice to  any  rights  the  defendants 
might  have  (1)  because  of  the  en- 

try of  the  decree;  and  (2)  because 

of  its  existence  from  the  date  of  its 

entry  to  the  date  it  was  vacated." 
Respondents  are  expected  to  file 

their  memoranduins  in  opposition 
to  the  Government  motion  this 
week.  Federal  Judge  Albert  B. 
Maris,  of  Wilmington,  who  pre- 

sided at  the  arguments  in  Phila- 
delphia, said  he  would  hand  down 

his  opinion  from  Wilmington  after 
perusal  of  the  memoranda. 

Kraft  Gets  Ketchikan 
EDWIN  A.  KRAFT,  operator  of 
KINY,  Juneau,  Alaska,  on  Aug. 
18  was  authorized  by  the  FCC  to 
operate  a  new  station  at  Ketchi- 

kan, Alaska,  using  1,000  watts  full- 
time  on  930  kc.  Mr.  Kraft,  also 
owner  of  Northwest  Radio  Adv., 
Seattle,  takes  over  the  facilities  of 
the  former  KGBU  in  Ketchikan 
whose  license,  held  by  James  A.  and 
R.  W.  Britton,  expired  and  was 
not  renewed.  Mr.  Kraft  has  re- 

named the  station  KTKN. 

640  kc.  PETITIONS 

ACTED  ON  BY  FCC 

A  SERIES  of  applications  seeking 
assignment  on  the  640  kc.  clear 
channel  occupied  by  KFI,  Los  An- 

geles, as  the  dominant  outlet,  were 
either  dismissed  or  designated  for 
hearing  by  the  FCC  at  its  meeting 
last  Tuesday.  In  view  of  the  freeze 
order  on  allocations,  stemming 
from  the  shortage  of  critical  ma- 

terials, there  is  little  likelihood  of 
favorable  action  on  any  of  these 
applications  during  the  war. 

Dismissed  without  prejudice  were 
the  applications  of  WCKY  and 
WKRC,  Cincinnati,  for  assignment 
on  640  kc.  with  50,000  watts. 

The  FCC  simultaneously  denied 
petitions  and  designated  for  hear- 

ing the  applications  of  WHKC,  Co- 
lumbus; WCLE,  Cleveland;  WBIG, 

Greensboro;  WOKO,  Albany,  and 
WHCU,  Ithaca,  all  related  to  the 
so-called  640  kc.  case. 

Rockefeller  Offers 

War  Trade  Effort 

Appeals  to  About  500  Firms 
Interested  in  S.  A.  Field 

TO  MAINTAIN  goodwill  and  con- 
tinue trade  practices  throughout 

the  war  Nelson  A.  Rockefeller,  Co- 
ordinator of  Inter-American  Af- 

fairs, has  announced  a  project  to 
enlist  cooperation  of  U.  S.  business- 

men in  maintaining  advertising  in 
the  other  Americas.  Requests  for 
cooperation  have  gone  out  to  ap- 

proximately 500  manufacturers  and 
business  firms  interested  in  foreign 
trade,  it  was  said. 

Ad  Program  Suggested 

A  planned  and  coordinated  ad- 
vertising program  has  been  sug- 

gested by  Mr.  Rockefeller  aimed  to 
explain  to  our  neighbor  countries 
the  reasons  for  U.  S.  shortages  in 
certain  products  because  of  conver- 

sion to  war  work.  Other  Govern- 
ment agencies  joining  in  the  proj- 

ect include  the  Depts.  of  State, 
Commerce  and  Treasury. 

Arrangements  have  been  made 
for  Department  of  Commerce  rep- 

resentatives to  call  on  manufactur- 
ers to  explain  details  of  the  pro- 

gram. These  representatives  will 
also  explain  how  advertising  ex- 

penses in  the  project  may  be 
charged  against  income  taxes. 

Mr.  Rockefeller  praised  the  co- 
operation of  South  American  re- 

publics in  our  war  effort  and  de- 
clared this  "same  spirit  of  coopera- 

tion is  manifest  in  the  fields  of 
news,  radio  and  other  publicity 

media". 
RCA-NBC  Brief  Moved 

RCA-NBC  have  been  granted  a 
30-day  extension  or  until  Sept.  21, 
to  file  a  brief  in  answer  to  the 
MBS  10-million  dollar  triple  dam- 

age suit.  The  stipulation  of  exten- sion was  entered  by  Judge  William 
J.  Campbell  of  the  Federal  District 
Court  of  Chicago.  The  case  has 
been  assigned  to  Judge  John  P. 
Barnes.  The  suit  was  filed  on  the 
heels  of  the  Government  anti-trust 
suit  against  RCA-NBC  last  Janu- ary. A  request  filed  April  29  by 
RCA-NBC  for  a  bill  of  particulars 
from  MBS  was  denied  June  22  and 
the  defendants  given  60  days  to  re- 

ply, or  until  Aug.  21  [Broadcast- ing, June  29]. 

WESXinMarblehead 

LOCATED  in  Salem,  Mass..  WESX 
on  Aug.  18  was  authorized  by  the 
FCC  to  move  its  main  studio  to 
Marblehead,  Mass.,  and  the  Com- mission also  waived  Rule  3.30  so 

as  to  permit  continuing  announce- 
ment of  the  station's  location  at Salem.  WESX  was  established  in 

November,  1939  with  100  watts  on 
1200  kc,  licensed  to  a  company 

headed  by  Charles  W.  Phelan,  for- 
merly with  the  Yankee  Network. 

BILL  BACHER.  producer  of  the  CBS 
Camel  Caravan  Hour,  is  compiling  in 
book  form  the  Treasury/  Star  Parade 
transcribed  series  issued  by  the  Treas- 

ury. Book  will  bear  the  same  title  as 
the  programs  and  is  schedulefl  for  Oc- tober release  by  Farrar  &  Rinehart, 
New  York. 
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How  Effective  Is  Radio 

Advertising  Officials 

Are  Surveyed 

By  WOR 

RADIO  STATIONS  spend  sums 
of  money  for  promotion  without 
l^nowing  how  effective  it  is,  judging- 
iby  the  results  of  a  survey  just  re- 

leased by  the  promotion  department 
of  WOR,  New  York,  and  conducted 
by  Paul  Stewart  &  Associates. 

To  determine  the  interest  and 
needs  of  advertising  excutives  in 
radio  promotion  and  research,  the 
survey  organization,  following  the 
plan  developed  by  Joseph  Creamer, 
WOR  promotion  and  research  di- 

rector, arranged  an  independent  re- 
search among  advertising  leaders 

to  obtain  their  impressions  of  pro- 
motion and  research  activity. 

The  group  interviewed,  consist- 
ing of  35  selected  agency  execu- 

tives and  prominent  advertising 
managers,  were  almost  unanimous 
in  decrying  the  absence  of  sufRcieni, 
factual  data.  Furthermore,  they 
maintained  that  it  was  hopeless  to 
wade  through  a  mass  of  promo- 

tional material  in  hopes  of  finding 
a  fragment  of  fact. 

What  They  Want 

They  recognized  the  value  of 
good  promotion  but  contended  they 
want  material  which  is  factual, 
local  in  color,  dated,  file-sized  if  the 
material  is  to  be  kept — and  above 
all,  concise.  Most  of  the  men  inter- 

viewed were  fed  up  with  trick  ad- 
vertising; they  criticized  the  costly 

material  prepared  by  most  stations 
and  said  they  were  wearied  by  the 
regularity  of  promotional  boasts 
minus  the  data  to  back  the  boast. 
In  addition,  they  objected  to  the 
subtle  knocking  of  competing  sta- 
tions. 

In  compiling  the  survey,  the 
Stewart  organization  selected  one 
interviewer  who  questioned  in  per- 

son each  of  the  men  interviewed. 
Each  interviewee  responded  to 
questions  arranged  in  questionnaire 
style.  The  general  purpose  of  the 
study  was  to  obtain  the  impres- 

sions of  leading  advertising  execu- 
tives in  regard  to  radio  station  ad- 

vertising, promotion  and  research. 
To  obtain  these  impressions  the 

questionnaire  was  divided  into 
three  parts  with  particular  em- 

phasis on  the  first  two — promotion 
and  research.  The  third  question 
sought  suggestions  on  station 
activity  in  wartime.  The  first  ques- 

tion asked,  "In  view  of  present 
conditions,  what  type  of  advertis- 

ing and  promotion  do  you  feel  a 
radio  station  should  conduct  in 
order  to  be  of  the  greatest  benefit 
to  you?"  To  aid  the  respondent, 
this  question  was  broken  down  into 
sub-questions  touching  upon  the 
various  uses  of  promotion  such  as 
radio  in  the  war  effort,  benefit  to 
be  obtained  from  use  of  the  station 
during  the  war,  tips  on  timebuying, 
success  stories  of  radio  advertis- 

ers and  the  like. 
In  the  same  fashion,  research 

was  handled  starting  with  the 

broad  question,  "What  type  of  re- 
search do  you  feel  a  radio  station 

should  conduct  for  the  duration  to 

be  of  greatest  benefit  to  you?" 
Again  this  broad  question  was 
broken  down  to  cover  circulation, 
listening  trends,  sales  effectiveness 
studies,  trends  in  national  spot 
billings  and  cost-per-thousand  cir- 

culation figures  for  each  radio  pro- 
gram comparable  with  similar  cost 

figures  for  newspapers  and  maga- 
zines. In  the  third  question  general 

comments  and  suggestions  were 
sought  as  to  station  activity  which 
could  be  indulged  in  during  the 
war. 

Their  Interests 

The  war  effort  of  radio  stations 
was  of  little  or  no  interest  to  the 
men  interviewed.  But  they  were  all 
vitally  concerned  with  obtaining 
authentic  information  concerning 
the  shifting  of  audiences  due  to 
listeners'  war  efforts.  They  were 
also  particularly  interested  in  any 
change  in  listening  habits  causing 
a  shift  of  audiences  during  the 
early  morning,  daytime  and  night- 
time. 
Of  the  total  interviewed,  32 

were  exceedingly  anxious  to  obtain 
any  promotional  material  elaborat- 

ing on  specific  time  availabilities. 
Some  of  these  men  said  that  little 
of  this  had  been  done  in  the  past 
and  others  felt  this  would  help 
circumvent  the  current  favoritism 
shown  by  salesmen  for  their  pet 
clients. 

It  was  also  suggested  that 
this  type  of  information  could  be 
useful  in  two  ways — in  aiding  a 
client  snap  up  new  opportunities 
to  keep  his  name  before  the  public, 
or  in  improving  his  position  and  in 
revealing  possibilities  for  new  ac- 

counts interested  in  the  station. 

A  definite  majority  of  those  in- 
terviewed favored  information  on 

the  competitive  position  of  a  sta- 
tion in  the  matter  of  signal  power. 

Myron  Kirk Director  of  Radio 
Arthur  Kudner,  Inc. 

Horton  Mallison 
Director  of  Station  Relations 
Badger,  Browning  &  Hersey 

George  MacGregor 
Advertising  Manager 
Colgate-Pal  molive-Peet 

J  M.  Allen 
Radio  Director,  Asst.  to  Lee  Bristol 
Bristol-Myers  Co. 

Alfred  Lippmann 
In  Charge  of  Radio 
E.  T.  Howard 

Joseph  Lowes 
Advertising  Director 
Fairchild  Aeronautical  Inc. 

Cynthia  Drew Asst.  Radio  Director 
Kenyou  &  Eckhardt,  Inc. 

Linnea  Nelson 
Radio  Timebuyer 
J.  Walter  Thompson  Co. 

Promotion! 

Lichty  in  Chicago  Times. 

"My  leashing  ain't  as  white  as  it might  he  but  that  poor  girl  in  the 
radio  soap  serial  has  enough  trouble 
without  me  complaining  about  the 

soap!" 

Although  some  of  these  who  an- 
swered in  the  affirmative  felt  this 

was  an  obvious  necessity,  others 
felt  that  it  was  a  major  factor  to 
clients  in  station  selection. 
This  comment  was  tempered 

with  the  thought  that  the  extent  of 
power  was  not  always  the  vital 
factor  in  the  decision  since  it  de- 

pends on  the  job  to  be  done  and  the 
size  of  the  area  to  be  covered.  In 
general  these  men  concluded  that 
it  is  a  necessary  consideration  in 
selecting  stations  and  the  facts 
should  be  within  easy  access  of  the 
prospect.  A  minority  felt  this  in- 

formation was  not  important. 
Most  of  those  interviewed  said 

that  it  was  not  necessary  for  sta- 
tions to  attempt  to  compare  costs- 

per-thousand  for  radio  with  simi- 
lar costs  figures  for  magazines  and 

newspapers.  Their  objection  is 
based  upon  the  fact  that  there 
never  has  been — and  some  even 
thought  there  never  would  be — an 

J.  McSweeney 
Space  &  Timebuyer Paris  &  Peart 

Morgan  Ryan 
Aect.  Exec.  &  Timebuyer 
H.  M.  Kiesewetter 

F.  W.  Coste 
Director  of  Radio 
D'Arey  Advertising 

Blane  Butcher 
Asst.  Radio  Director 
Lennen  &  Mitchell 

J.  S.  Davidson 
Head  of  Radio  Dept. 
Federal  Adv.  Agency 

Carlos  Franco 
Director  of  Station  Relations 
Young  &  Rubieam 

John  E.  McMillin 
Vice-President  &  Radio  Director 
Compton  Adv.  Co.  Inc. 

Glen  Jocelyn 
Vice-President 
Sherman  K.  Ellis  &  Co. 

acceptable  yardstick  conceived  for 
comparison. 

Nonetheless  they  indicated  a 
deep  interest  in  the  competitivo 
standing  of  a  station  in  audience 
circulation.  Of  the  men  inter- 

viewed, 33  wanted  the  informatioii 
through  promotion  channels.  Each 
was  careful  to  emphasize  the  neces- 

sity for  accurate  information.  As 
long  as  the  authority  for  the  state- 

ment was  competent  and  recog- 
nized they  were  definitely  inter- 
ested. A  few  emphasized  the  value 

of  Hooper  or  CAB  studies  but  the 
majority  of  the  men  merely  de- sired a  competent  authority. 

Questioned  on  the  value  of 
trends,  the  respondents  were 
agreed  they  wanted  all  available 
information  possible.  Some  said 
this  would  help  to  use  radio  more 
intelligently  and  judge  coverage 
better.  One  man  expressed  a  de- 

cided interest  in  circulation  trends 
and  another  thought  a  breakdown 
of  circulation  was  highly  desirable. 
On  the  negative  side  one  man  said 
he  didn't  know  how  stations  could 
study  several  trends  but  suggested 
more  concrete  evidence  regarding 
audiences. 

The  Other  Fellow 

A  majority  of  those  questioned 
also  were  interested  in  knowing 
how  other  advertisers  had  used 
radio  successfully.  On  this  last 
point,  one  respondent  maintained 
that  stations  have  forgotten  this 
basic  sales  principle. 

In  the  section  devoted  to  re- 
search, the  survey  attempted  to 

learn  whether  advertising  men  de- 
sire the  circulation  of  each  pro- 

gram for  which  sponsorship  is  pro- 
vided. The  bulk  of  those  who  an- 

swered in  the  affirmative  felt  the 
information  would  be  useful,  em- 

phasizing the  particular  value  of 
this  type  of  information  on  local 
programs.  All  stressed  the  need  for 
greater  factual  basis  than  is  cur- 

rently furnished.  One  man  thought 
so  highly  of  this  type  of  service  he 
said  that  such  information,  if  ac- 

curate, would  make  any  other  type 
of  selling  unnecessary. 

As  to  specific  type  of  circulation 
information,  the  respondents  ex- 

pressed a  preference  for  a  rating 
in  homes  of  all  incomes,  in  terms  of 
men,  women  and  children.  A  few 
suggested  circulation  in  terms  of 
thousands  of  homes  and  two  were 
in  favor  of  a  rating  in  telephone 
homes  only. 

Listening  trends  obtained 
through  research  are  very  much 
wanted,  the  results  show.  The  in- 

terviewees considered  listening 
habits  most  important  In  detail, 
they  desire  information  broken 
down  by  time  of  day  and  season. 
The  effect  of  gas  rationing  and 
the  interest  in  news  as  a  result  of 
the  war  are  two  audience  influ- 

ences on  which  the  respondents  are 
desirous  of  more  information. 
Other  information  desired  is  sets 
in  use  over  a  24-hour  period  and 

type  of  programs.  War's  effect  on such  programs  as  the  quiz  show 
provide  another  sphere  of  query. 

Most  of  those  questioned  thought 
that  a  listening  area  map  based  on 

{Continued  on  page  Uh) 

Representative  List  of 

ADVERTISING  EXECUTIVES  INTERVIEWED 

In  WOR  Survey 
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Yes,  WENR  is  stepping  right  along  with  the 
Blue— sharing  its  progress,  and  doing  a  big  job 
of  its  own.  New  ideas,  new  programs,  and  new 

accounts— it's  no  wonder  that  WENR'S  listening 
audience  is  increasing  by  leaps  and  bounds. 
You  get  a  big  plus  with  WENR.  On  cost  alone, 

it's  the  best  buy  in  Chicago.  As  for  performance, 
just  ask  any  WENR  advertiser.  Time  buyers  are 
recognizing  the  value.  The  proof— national  spot 

income  for  July  was  up  91%— largest  in  WENR'S 
history.  Why  not  investigate  this  opportunity? 

CHICAGO'S  BASIC  BLUE  NETWORK  STATION- 50,000  WATTS 

WENR  IS  OWNED  AND  OPERATED  BY  THE  BLUE  NETWORK  COMPANY 

REPRESENTED  NATIONALLY  BY  BLUE  SPOT  SALES 

NEW  YORK CHICAGO SAN  FRANCISCO HOLLYWOOD DETROIT 



Joe  Miller  Holds  Labor  Ruling 

Applicable  to  Individual  Cases 

Contests  Wage  &  Hour  Division  Ruling,  Posing 

Series  of  Questions  for  Their  Consideration 

OPINIONS  of  the  Wage  &  Hour 
Division  of  the  Dept.  of  Labor  on 
computation  of  overtime  payments 
for  announcers  are  answered  in  a 
letter  from  Joseph  L.  Miller,  NAB 
Labor  Relations  Director,  now  be- 

ing circulated  among  member  sta- 
tions. 

Recently  the  Wage  &  Hour  Di- 
vision, in  an  opinion  handed  down 

by  Charles  H.  Livengood  Jr.,  di- 
vision chief,  decided  that  announc- 

ers coming  under  codes  and  con- 
tracts of  the  American  Federation 

of  Radio  Artists,  were  entitled  to 
special  talent  fees  when  requested 
for  specific  programs  and  the  fees 
should  be  considered  as  regular 
compensation  in  computation  of 
overtime  rates  [Broadcasting, 
July  27,  Aug.  3] . 

Ruling  Challenged 
This  gross  earnings  basis  for 

calculating  overtime  is  contested 
by  Mr.  Miller  who  indicates  it  can 
be  applied  only  in  individual  cases. 
He  points  out  that  "an  announcer, 
while  working  on  a  commercial 
program  is  often,  in  fact  the  em- 

ploye of  the  sponsor.  Hence  when 
the  announcer  is  the  employe  of 

the  sponsor  his  talent  fee  should 
not  be  added  to  his  station  salary 

in  determining  his  overtime  rate." 
Mr.  Miller  explains  that  the 

Wage  &  Hour  Division  has  not 
taken  an  inflexible  attitude  but 

"have  advised  us  that  they  are 
willing  to  modify  their  opinion  if 
we  can  convince  them  that  they 

have  erred." 
Meanwhile,  he  advises  "it  would be  well  for  all  stations  to  look  at 

the  facts  in  their  own  cases,  to  see 
whether  their  announcers'  overtime 
should  be  based  on  station  salary  or 

gross  earnings." The  whole  problem  disappears  he 

says  "if  (1)  the  announcers  in- 
volved are  limited  to  a  40-hour 

week,  or  (2)  the  announcers  can  be 
classified  as  professional  employes. 
In  neither  case  need  any  overtime 

be  paid,  as  far  as  the  law  goes." 
He  warns,  however,  of  the  grow- 

ing shortage  of  manpower  and  de- 
clares a  40-hour  week  for  "all"  an- 

nouncers is  impractical.  He  also 

points  out  that  "not  nearly  all  an- 
nouncers are  professional  employ- 

es" which  would  bring  some  of 
them  outside  the  wage  and  hour 

OLDEST  ACTIVE  SALESMAN  in 
radio  is  the  title  claimed  by  75- 
year-old  Ben  Wolff  (right)  of 
WE  MP,  Milwaukee,  who  was  re- 

cently feted  with  a  birthday  party 
by  the  staff  and  presented  with  75 
silver  dollars  by  C.  J.  Lanphier 
(left),  manager. 

provisions  for  professionals. 
Mr.  Miller  contends  the  Wage  & 

Hour  Division's  "  'gross  earnings' 
theory  grows  out  of  the  extremely 
broad  definition  of  the  words  'to 
employ'  in  the  Wage  &  Hour  Act" 
and  that  there  has  been  no  "com- 

prehensive judicial  interpretation 
of  that  definition."  Because  of  this, 
he  continues,  "we  must  turn  to 
what  might  be  called  the  common 
standards  for  establishing  the  em- 

ployer-employe relationship." 
Who  Does  the  Hiring? 

He  asks  what  he  terms  the  basic 
questions  "who  in  fact  hires  and 
fires  the  man?  Who  pays  him? 
Where  does  he  work?  Who  pays  his 
social  security  taxes?  Who  is  re- 

sponsible for  him  under  workmen's 
compensation  laws?"  He  adds  that 
"in  the  complicated  talent  fee  struc- 

ture now  existing  in  the  broadcast- 
ing industry"  there  are  many  other 

questions  to  be  answered  such  as — 
"Even  if  the  station  actually 

pays  the  talent,  isn't  the  station 
just  acting  as  paying  agent  for  the 
sponsor?  Is  the  station  paying  the 
announcer  his  salary  while  he  is 
working  for  a  sponsor,  or  does  he 
'mark  out'  that  period?" 

Some  examples  are  then  cited  in 
explanation.  In  the  case  of  a  high- 

ly paid  staff  announcer  of  a  large 
network  station,  approached  by  an 
advertiser  to  handle  a  network  com- 

mercial out  of  his  regular  hours  for 
the  station,  Mr.  Miller  contends  the 
advertiser  is  "clearly"  the  employ- 

er because  "he  hires  and  fires  di- 
rectly, directs  and  controls  the  an- 

nouncers' work,  pays  his  social  se- 
curity tax — all  without  even  the 

assent  of  the  network." 
In  this  case,  Mr.  Miller  asserts, 

any  overtime  the  announcer  put  in 
on  his  staff  job  would  be  based  on 
his  staff  salary  and  not  on  his  gross 
earnings  "because  the  network  was 
not  the  employer  of  this  announcer 
while  he  was  woi-king  on  the  com- 

mercial program." On  the  other  hand,  Mr.  Miller 
cites  the  case  of  an  announcer  do- 

ing a  sustaining  newscast  for  a 
small  station,  the  newscast  then 
gains  a  sponsor  and  the  advertiser 

is  billed  for  time  and  a  talent  fee. 
The  talent  fee  would  be  turned  over 
to  the  announcer,  it  is  explained, 
but  the  station  would  retain  com- 

plete control  over  the  announcer's work. 

In  this  case,  Mr.  Miller  declares, 
the  "station  appears  clearly  to  be 

the  employer  and  the  announcer's overtime  rate  must  be  based  on  his 

staff  salary  plus  his  fee."  Between these  extremes  cited,  he  says,  there 
are  hundreds  of  variations  and  asks 
that  stations  notify  the  NAB  of 
any  of  these  cases  for  an  opin- ion. 

Mr.  Miller  adds  that  the  NAB  is 

in  accord  with  the  AFRA's  conten- tion that  AFRA  contracts  should 

be  accepted  as  legal.  Mr.  Miller  de- 
clares the  AFRA  contracts  provide 

that  overtime  should  be  based  on 

staff  salary  and  not  on  gross  earn- 
ings. Also,  hours  spent  on  fee  jobs 

are  marked  out  of  working  hours, 
in  recognition  of  the  principle  that 
the  announcer  is  not  working  for 
station  when  he  is  handling  a  com- 

mercial program  for  a  sponsor.  The 
AFRA  intends  to  join  the  NAB 
in  discussing  this  matter  with  the 
Wage  &  Hour  representative,  Mr. Miller  says. 

Mr.  Miller  concludes  with  the 

admonition  that  "if  in  doubt"  on 
the  announcer's  overtime  problem, 
"write  the  NAB." 

DELANEY FEARS 

NEWS  BLACKMAIL 
THE  BLACKJACK  of  blackmail 
hangs  over  commentators,  news- 

papers and  magazines  "if  they  do not  express  views  or  opinions  in 
consonance  with  the  viewpoint  of 
their  listeners  and  readers",  Rep. 
Delaney  (D-N.Y.)  told  the  House last  Monday. 

Rep.  Delaney's  remarks  arose from  an  advertisement  in  the  Aug. 
16  issue  of  the  Washington  Times- 
Herald,  published  by  Mrs.  Eleanor 
Patterson,  which  offered  $1,000  re- 

ward for  the  identity  of  a  person 
or  persons  who  allegedly  had  writ- 

ten to  one  of  the  newspaper's  ad- vertisers requesting  withdrawal  of advertising. 

The  letter,  as  printed  in  the 
Times-Herald,  declared  the  news- 

paper, along  with  the  Chicago 
Daily  Tribune  and  the  New  York 
Daily  News,  printed  editorials 
which  paralleled  "official  Axis 
propaganda  emanating  from  Ber- 

lin and  Tokyo." 
Radiomen,  newspapermen,  "their 

families,  their  sponsors  and  adver- tisers or  all  will  be  subjected  to 
anonymous  attacks  and  letters  such 
as  the  one  referred  to  above,"  Rep. 
Delaney  declared,  unless  they  con- 

form to  opinions  of  listeners  and 
readers.  Rep.  Delaney  then  rec- 

ommended that  the  matter  be  re- 
ferred to  the  Postmaster  General. 

Canada  S.  A.  Drive 
SALVATION  ARMY,  Toronto,  on 

Sept.  14  starts  a  two-week  cam- 
paign of  dramatized  transcribed 

spot  announcements  in  communi- ties not  having  a  Community 
Fund  drive  this  year.  Spot  an- 

nouncements will  be  used  on  40  Ca- 
nadian stations  from  coast  to  coast. 

Account  is  placed  by  A.  McKim 
Ltd.,  Toronto. 

SOOOWATTS 

DAY-N-' NIGHT  910  KC 

EDWARD  PETRY&COJNC.NATIONAL  REPRESENTATIVES 
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It  is  the  hour  before  midnight.  Time  for  another  of  those 
special  late  evening  shows  prepared  and  produced  nightly 
by  the  expert  staff  of  WJR.  Peaceful  Valley,  perhaps,  with 

those  melodies  Grandma  used  to  hum.  Or  Maestro' s  Night, 
with  the  romance  of  that  first  evening  at  the  concert  hall. 

Or  America's  Music,  with  tunes  that  Uncle  Sam  whistles 
while  he  works. 

These  brighter  stars  in  the  late  evening  sky  are  for  all 
Americans.  Especially,  they  are  for  those  who  are  sacrificing 
most  to  keep  the  America  we  know.  They  are  for  the  boy  in 
uniform,  spending  his  last  evening  with  her .  .  .  for  the 

family  keeping  late  vigil  for  news  from  some  distant  out- 

post .  .  .  for  that  other  army,  laboring  through  the  night  to 

produce  the  weapons  for  victory. 

Wherever  the  powerful  voice  of  WJR  reaches  out,  there  is 
big  time  entertainment  in  the  air  all  evening  ...  to  lift  the 

spirits,  to  speed  the  hands,  to  relax  the  minds  of  an  America 
carrying  out  its  biggest  job. 

BASIC  STATION. 
G.    A.    Richards,     President  . 

COLUMBIA  BROADCASTING  SYSTEM 

Leo    J.    Fifzpatrick,    Vice    President    and     General  Manager 

Edward    Petry  &   Company,  InCi 
National  Representative 



XLVII.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  CALIFORNIA 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm :  1940 

County 

Alameda.  . 
Alpine. .  .  . 
Amador.  . 
Butte.  .  .  . 
Calaveras . 
Colusa  
Contra  Costa. 
Del  Norte  
El  Dorado.  .  . 
Fresno  
Glenn.  .  .  . 
Humboldt. 
Imperial .  . 
Inyo  Kern  

Kings  Lake  
Lassen  
Los  Angeles. 
Madera.  .  .  . 
Marin  
Mariposa.  . 
Mendocino. 
Merced .  .  .  . 
Modoc.  .  .  . 
Mono.  .  .  . 
Monterey . 
Napa.  .  .  . Nevada.  . 
Orange.  .  . 
Placer  
Plumas  
Riverside.  .  . 
Sacramento . 
San  Benito. . 
San  Bernardino. . 
San  Diego  San  Francisco.  .  . 
San  Joaquin  
San  Luis  Obispo, 
San  Mateo. .  .  . 
Santa  Barbara. 
Santa  Clara. .  . 
Santa  Cruz.  .  .  . 
Shasta  
Sierra.  .  .  . 
Siskiyou.  . Solano.  .  .  . 
Sonama.  .  . 
Stanislaus. 
Sutter .... 
Tehama.  . 
Trinity.  .  . 
Tulare .  .  .  . 
Tuolumne. 
Ventura . 
Yolo  
Yuba .  .  . 

State  Total. 

All  Units Urban  Units 
% Radio % Radio % Radio % Radio Units Radio Units Units Radio Units Units Radio 

Units 
Units Radio Units 

165 201 
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5,132 

Q  ̂  00 1 4^398 
Q 256 QQ Oo 

7 o Oo  1 1 206 92 2 
1,113 

593 
QA 04 8 503 

1,457 

87 

2 
1,271 47 666 89 8 42 798 28 

877 
91 

1 ZD , ol7 lo , boo 

86 

2 _ 
11 . 750 

f;  1  tCQ 
0  ,  loo 

91 

8 
4 ,  7oi 90 179 

93 
5 84 343 74 917 94 8 nc\  QQQ /u ,  yyo 

9 . 237 
88 

5 
8 , 175 

6 , 025 

85 

9 
5 , 175 206 Oil 94 4 194 

442 
206 

Oil 94 4 1  Q ^     A  AO 194 , 44z ■ ' 
oo 569 oO 7 19 412 92 2 17,895 8^501 

Q7 O  ( 7 7^453 

8 ',  656 

QO OZ 1 

7 ',  ioi 

1  f\ lU 231 
00 

1 Q 0 111. 3 786 93 2 3.529 3.923 

82 

0 
3,216 2,522 

80 

3 
2,026 33 516 96 5 32 333 24 474 97 2 zo , /yo 8 , 07o 95 3 7 , 70z 

QdA yD4 86 5 QQQ Ooo 
21 239 

91 
6 

19 
463 14 

781 
93 6 13 , 833 

4,214 
89 1 3 , 757 

2 , 244 

83 

5 1 , 873 51 916 94 0 
48 

829 33 
883 

95 6 32 , 407 10 . 803 91 4 
9 , 874 7 , 230 

90 6 

6 , 548 
14 968 90 9 13 607 8 783 92 6 8,131 3,987 

90 5 
3,609 2,198 

84 9 

1,867 
8 985 78 7 7 071 2 

486 
91 0 2,261 4,954 

75 

0 
3,716 1,545 

70 

8 
1 ,094 

1 082 78 8 853 981 79 7 782 101 

70 

1 71 
8 737 84 6 7 390 185 

85 

1 
6,113 1,552 

82 

3 
1,277 14 559 92 

5 13 466 6 
014 

96 
0 

5,774 6,057 
95 1 

5,759 2,488 
77 7 1,933 21 641 91 

9 19 882 7 865 94 7 7,445 
5,660 

89 

9 
5,086 8,116 

90 6 
7,351 21 883 89 5 19 596 7 439 92 8 6,906 6,761 85 8 5,802 

2,683 
89 7 

6,888 5 539 
83 

0 4 599 1 
594 

91 8 1,464 1,554 

74 

5 
1,157 2,391 

82 

7 
1.978 4 476 84 9 3 798 1 215 86 4 

1,050 1,218 

86 

6 
1,055 

2,043 

82 

9 
1,693 

1 438 70 9 1 019 
1,045 

70 5 737 393 

71 

8 282 
29 638 83 6 24 775 10 963 

88 

.5 
9;465 7,784 74 0 5,760 11,161 85 6 

9,550 3 598 82 
4 2 965 

3,038 
83 5 

2,535 

560 76 8 430 
19 051 91 5 

17 
425 9 873 91 3 9,015 5,568 

91 2 
5,075 3,610 

92 4 
3,335 7 776 85 6 6 652 2 003 94 2 1,887 3,514 

81 .5 
2,865 2,259 

84 1 
1,900 

5 001 79 4 3 975 1 
912 

88 6 1,695 2,321 

71 

7 
1,664 

768 80 2 616 
2,138,343 

92 
9  1 987,204 1,568 

552 
95 1 1.490,991 393,950 88 .5 348,375 175,841 84 1 147,838 

Rural-Nonfarm  Units Rural-Farm  Units 

Cities  of  25,000  Or  More  Population 
City 

Units % Radio Radio 
Units 

11,648 97 9 11,402 Alhambra. .  .  . 
12,759 

97 

9 12,491 Bakersfield. .  . 
8,529 94 7 

8,080 
Belvedere*.  .  . 

8,927 
91 8 

8,199 

Berkeley  
28,210 97 9 27,627 

Beverly  Hills. 

8,420 

99 1 
8,348 

10,638 

98 

0 10,423 Fresno  
17,469 92 7 

16,198 26,250 98 4 25,834 Huntington 
Park  

9,576 

97 1 
9,296 Inglewood .  .  . 9  436 98 5 9  293 

Long  Beach.. 
58  ,'385 

96 

7 56! 456 Los  Angeles. . 493,087 

95 

3 469,836 Oakland  99,325 96 1 95,441 Pasadena.  .  .  . 
27,361 96 4 

26,387 Riverside .... 
10,422 94 3 

9,833 
Sacramento.  . 

32,178 
93 9 30,227 

San  Bernar- dino   
13,482 90 8 

12,248 San  Diego.  .  . 
63,962 

94 9 
60,687 San  Francisco 206,011 94 4 194,442 

San  Jose  21,634 95 4 20,647 Santa  Ana .  .  . 10,422 94 7 
9,875 Santa 

Barbara .  .  . 
11,428 

93 7 10,705 Santa  Monica 18,025 96 5 
17,399 South  Gate .  . 

8,199 

98 0 
8,036 14,848 92 1 13,680 

Urban  under  special  rule. 

That's  what  the  grocers,  and  druggists,  and  the  other 
men-behind-the-counters  say  in  Southern  California. 

And  it's  why,  when  advertisers  ask  their  local  repre- 
sentatives what  to  use  to  sell  this  billion-dollar  mar- 

ket, there  is  a  swelling  chorus  of  "Put  it  on  KNX!" 
Surveys  show  that  Southern  California  dealers 

prefer  radio  to  all  other  national  media,  and  prefer 
KNX  to  all  other  radio. 

That's  dealer  acceptance.  It's  a  direct  result  of  a 
consumer  acceptance  that  has  been  built  up  by  years 

of  KNX  programs,  leadership  and  public  service.  And 
a  direct  result  of  both  has  been  a  steadily  increasing 

value  for  KNX  advertisers,  year  after  year. 

KNX  •  50,000  WATTS  •  LOS  ANGELES 

Owned  and  operated  by  the  Columbia  Broadcasting  System  •  Represented  by  Radio  Sales :  New  York,  Chicago,  St.  Louis,  Charlotte  and  San  Francisco 



OWERED  TO  SELL 

Sugar  ration  applications  tell  a  sweet  story  for 

Pacific  Coast  advertisers. 

They  indicate  that  in  the  Coast's  metropolitan 
districts  population  has  increased  12%  since  the 

1940  census.  Studies  based  on  U.  S.  Department 

of  Commerce  figures  show  retail  sales  in  these 

populous  markets  leaping  26%  in  the  same  period. 

So  the  Golden  West  is  richer  than  ever  before 

.  .  .  and  it  is  also  vastly  different.  Its  gold  now  is 

industrial,  with  increasing  thousands  in  well-paid 

jobs.  And  efficient  advertisers  are  concentrating 

where  the  bulk  of  the  sales  will  be  made  —  in  the 

bonanza  metropolitan  districts. 

Network  radio  is  the  effective  way  to  concen- 

trate that  advertising.  For  network  radio's  power 
is  most  intense  within  these  metropolitan  districts. 

It  reaches  the  newcomers  quickly,  before  their 

living  and  buying  habits  are  set,  while  it  con- 
tinues to  cover  the  well-established  and  settled. 

At  no  additional  cost  network  radio  blankets  the 

families  in  faraway  communities,  too,  as  no  other 

single  medium  can. 

Columbia  -  Pacific  is  the  efficient  way  to  sell  the 

West  Coast.  Every  one  of  the  Coast's  metropolitan 
districts  is  within  the  intensive  primary  coverage 

area  of  a  Columbia-Pacific  station.  The  concen- 

tration of  power  goes  where  the  concentration  of 

sales  will  be  found. 

Ask  the  nearest  Radio  Sales  office  for  informa- 

tion about  the  new  Columbia-Pacific  station  setup. 

More  than  ever,  it's  the  way  to  cover  the  golden 

empire  of  the  West. 

A  DIVISION  OF  THE  COLUMBIA  BROADCASTING  S  TS  TE  M  .  Palace  Hotel,  San  Francisco; 

Columbia  Square,  Los  Angeles  •  Represented  nationally  by  Radio  Sales:  New  York,  Chicago,  St.  Louis,  Charlotte 



XLVIII.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  PENNSYLVANIA 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural-farm :  1940 

All  Units Urban Units Rural -Nonfarm  Units Rural-Farm Units 
County 0 Radio % Radio 9 ) Radio Radio Units Radio Units Units Radio Units 

Units Radio Units Units 
Radio 

UnitH 
10 194 84 0 8 561 1 656 94 8 1 570 5 116 86 0 4 

.399 3,422 
75 7 

2,592 360 094 95 2 342 860 307 009 

95 

6 
293 

400 48 481 

93 

7 45 
.435 4,604 

87 4 
4,025 Armstrong  20 098 

86 
8 

17 447 6 
249 

95 

2 5 951 9 
938 

86 

2 8 571 
3,911 

74 

8 
2,925 Beaver  38 

832 91 9 

35 

681 25 915 93 2 24 154 

10 
049 

91 

5 9 198 
2,868 

81 

2 

2,329 
Bedford.  ....... 10 188 75 9 7 738 920 94 6 870 5 814 76 2 4 433 

3,454 

70 

5 

2,435 
Cities  of  25,000  Or  More  Population 

Berks  
63 

692 93 5 59 579 
39 

365 96 2 

37 

882 17 
752 

92 3 

16 
381 6.575 

80 9 
5,316 Blair  

36 284 
92 

7 33 624 26 
707 

95 3 25 
456 

7 352 

87 

2 6 414 
2,225 

78 8 

1,754 

V Radio 13 936 84 3 
11 

741 4 441 93 5 4 152 4 
324 

82 8 3 580 

5,171 
77 

5 

4,009 

City 

Units Radio 
Units Bucks  28 112 94 

88 
1 

26 
447 8 

241 
96 9 7 984 13 805 94 

88 
8 

00  w
 

088 
6,066 

88 6 
5,375 Butler  22 225 6 

19 
696 6 464 96 3 6 222 10 

117 
4 946 

5,644 

80 

2 

4,528 
x^iii^ui^^a .... 6  195 

89 

5 

5,543 

73 
2,295 

Allentown" .  .  . 25^320 97 0 
24,560 48 512 

89 
5 

43 
438 

27 
538 92 9 

25 
589 

17 

829 87 2 

15 

554 

3,145 

0 
21,361 

95 4 
20,380 Cameron  1 872 89 5 1 676 1 

116 
91 3 1 019 

608 
87 

6 
533 

148 83 8 

124 
B6thlehem . 

14,898 

96 

5 14  377 
Carbon  14 780 

94 
1 13 903 9 246 

96 
8 8 955 4 781 91 1 4 

356 
753 78 7 592 

14! 834 
94 1 

13^956 
Centre  

13 
271 87 1 

11 
564 4 

386 
96 5 4 232 6 

516 
83 8 5 

463 

2,369 

78 9 

1,869 
Chester  33 046 

90 
4 29 885 

13 
797 

94 

1 12 989 

12 
099 

89 9 

10 
874 7,150 

84 2 
6,022 East  on  

9,383 

95 9 

8,999 
2,965 

71 
2,121 

Erie  
30,721 

95 9 

29,460 
9 730 81 3 7 906 1 023 

96 

1 983 5 742 83 6 4 802 5 Harrisburg.  .  . 
23 , 764 

96 

9 

23,030 
Clearfield  

22 657 85 2 
19 299 6 548 94 0 6 155 

11 

881 83 5 9 
918 4,228 

76 

3 

3,226 
Haverfordi .  .  . 

7,405 

99 0 
7,331 

Clinton  8 904 88 0 7 835 3 890 93 7 3 643 4 
074 

85 7 3 492 940 

74 

5 700 H^zleton 

8,879 

95 7 

8,495 

Columbia  13 565 
88 

1 
11 

944 6 
349 

93 8 5 954 4 702 86 9 4 087 
2,514 

75 7 
1,903 19 966 87 

8 17 530 7 912 94 1 7 
443 

5 786 

90 

5 5 238 
6,268 

77 4 
4,849 

Johnstown .  .  . 
16,305 

93 

0 

15,170 ■Cumberland  78 

2,438 

Lancaster.  .  .  . 
16,955 

94 3 

15,984 20 
419 90 4 

18 
439 10 820 94 4 

10 
211 

6 
499 

89 1 5 790 
3,100 

6 Lebanon  

7 ,384 

94 7 

6 ,993 

46 572 
94 

4 43 978 
32 

959 96 3 

31 

739 

11 
100 

92 

6 

10 

275 
2,513 

78 2 

1,964 

Lower Delaware  80 057 97 
2 

77 
840 

60 
505 

97 

6 

59 

047 18 
125 

96 3 

17 

456 
1,427 

93 7 
1,337 Atari  on  1 .  .  . 

9,714 

98 6 
9  ,580 

Elk  8 066 90 5 7 302 4 534 96 0 4 
354 

2 
702 

86 1 2 326 830 75 0 622 
McKeesport. . 

14^271 

94 8 

13 , 530 
Erie  48 010 93 4 44 849 

35 
721 

95 
4 

34 

064 7 
251 

93 

1 6 753 5,038 

oU 

0 4,032 

4,035 
75 

3,053 
New  Castle .  . 

12,722 
93 6 

11,912 47 
902 86 4 

41 407 
12 

957 
92 4 

11 

976 
Qn 

oU 
910 

85 3 26 378 7 
Norristown. .  . 

8,421 

96 

8 

8,148 

Forest  1 558 79 2 1 234 1 151 83 6 
962 

407 

66 

9 272 Philadelphia. . 506,980 96 2 487,635 Franklin  17 766 84 2 
14 

972 8 029 94 1 7 
554 

5 
392 

79 8 4 303 
4,345 

71 

7 

3,115 
Pittsburgh . 175,163 

95 

2 
166,761 

2 614 77 0 2 013 
942 

82 

0 773 
1,672 

74 

1 
1  240 

29! 798 

95 

8 

28,534 

Greene  10 944 80 8 8 846 1 447 94 3 1 
364 

6 
174 

83 2 5 136 
3!  323 

70 6 
2!  346 

Reading 

69 
1,393 

Scranton  
35,631 

95 

1 

33 , 895 
Huntingdon  10 405 Q Q O 460 3 303 92 4 q UDl 5 106 

"70 

(  O 7 4 016 
1,996 

g 
Sharon  

6,561 

97 4 

6,389 

19 221 
84 

8 
16 298 4 

853 
95 6 4 641 9 923 84 3 8 

369 
4,445 

74 0 

3,288 Upper  Darbyi 16 ,093 

99 

0 
15,930 13 571 85 5 

11 

603 5 
399 

92 

8 5 008 5 141 

83 

0 4 
267 

3,031 

76 

8 
2,328 

"W^ashington 

6 1993 94 3 

6,593 

3 979 75 8 3 016 2 
357 

80 

0 1 885 1  aoo 69 8 

1,131 
TVilkes-Barre . 20,361 

94 9 

19 , 330 
Lackawanna  72 374 93 5 67 682 65 437 94 0 

61 

5i2 5 
049 

90 

6 4 575 
1,888 

84 

5 

1,595 007 
745 

9,926 

DO 
6,570 

Wilkinsburg  . 

8,705 

98 6 

8,580 

Lancaster  55 376 86 7 
26 

250 
94 

3 24 19 
200 

86 9 16 692 Williamsport . 
12,434 

93 8 
11,668 Lawrence  24 797 92 1 22 847 

15 
488 

94 

2 

14 

588 6 
573 

91 4 6 
008 2,736 

82 3 

2,251 
York 15 , 833 

95 

2 
15,070 

19 
028 91 

2 
17 

350 9 664 

95 

0 9 178 6 
795 

90 3 6 135 
2,569 

79 

3 
4 

2,037 
Lehigh  
Luzerne  

45 
102 

563 
117 95 

93 

1 
6 

43 

95 
317 546 

34 
78 

495 
208 97 

94 

1 
9 

33 
74 

493 
235 

8 

20 

439 
918 91 

90 
4 
9 

7 

19 

711 
017 

2 , 629 2,991 

80 
76 7 

2,113 
2,294 

1  Townships Urban  by 

Special 

Hule. 

25 704 90 
2 181 17 344 

94 

2 

16 
341 

5 
292 

85 4 4 520 
3,068 

D 

2,320 
15 212 91 

4 
13 

914 6 671 94 8 6 326 6 
910 

90 

8 6 
275 1,631 

80 

5 
1,313 Mercer  25 771 91 

6 3 612 

15 
229 

95 
7 

14 

568 5 875 

90 

3 5 306 
4,667 

80 

1 
3,738 Mifflin  10 

908 
84 

6 9 234 4 
457 

93 3 4 
159 

5 
135 

83 5 4 
289 1 , 316 

59 

7 

786 

8 079 89 1 7 194 3 562 95 3 3 396 2 
911 

86 

7 2 524 

1,606 

79 3 
1,274 Montgomery .... 71 142 96 4 

68 
553 46 610 

97 

4 

45 

416 

20 
335 

95 

5 19 416 

4,197 
88 

7 
3,721 3 468 84 

9 2 950 2 018 

92 

3 1 863 
667 

79 4 530 
783 

71 

1 557 
Northampton. .  .  . 43 312 94 

8 
41 

060 
31 

382 
96 

3 

30 

219 8 
709 

92 7 8 
071 

3,221 

86 

0 
2,770 Northumberland . 31 632 90 8 

28 
732 

18 
325 

94 

4 17 292 

11 

074 88 2 9 772 
2 , 233 

74 

7 
1,668 

6 208 82 
0 5 093 3 

999 
86 

8 3 470 

2,209 73 

5 
1,623 Philadelphia  506 980 96 2 487 635 506 

980 
96 2 487 635 

Pike  2 314 84 5 1 955 1 
732 

87 

3 1 5li 582 76 2 

'444 

Potter  5 068 
79 

7 4 038 
895 

92 6 828 2 
438 

79 

9 1 947 
1,735 

72 8 1,263 Schuylkill  53 621 90 
6 48 604 

31 
304 

93 7 

29 

332 

19 
625 

88 4 

17 

348 

2 , 692 

71 5 
1,924 Snyder  5 348 79 

8 4 269 865 95 0 821 2 593 82 6 2 
143 

1,890 

69 

1 

1,305 Somerset  
20 

423 82 1 
16 

761 4 
429 

93 4 4 136 

11 

648 81 2 9 462 A  ̂ AG 72 8 
3,163 Sullivan  1 927 76 1 1 467 1 

168 
77 

5 906 
759 

73 

9 561 
Susquehanna .... 9 025 82 9 7 480 1 828 93 3 1 

705 
3 

574 
86 

0 3 
072 

3,623 

74 

6 
2  703 Tioga  9 671 83 5 8 072 1 124 

94 

8 1 
066 

5 103 83 7 4 271 
3,444 

79 4 

2^735 
4 909 87 4 4 292 1 129 94 8 1 071 2 631 87 2 2 294 

1,149 
80 7 927 

16 277 88 0 14 335 8 456 

93 

8 7 935 5 
087 

86 9 4 420 
2,734 

72 

4 
1,980 Warren  

11 
105 86 6 9 628 4 

295 
95 

6 4 105 4 556 86 4 3 
937 2,254 

70 

4 
1,586 52 333 89 

7 
46 

949 
22 

756 
94 2 

21 

436 

24 

662 

88 

1 

21 

737 
4,915 

76 8 
3.776 Wayne  7 ,785 85 

3 6 642 1 
720 

95 1 1 
635 

2 895 

87 

0 2 517 
3,170 

78 

6 

2,490 
Westmoreland.  .  . 74 215 90 0 67 467 37 581 94 6 35 566 

30 

984 88 4 

27 
379 5,650 

80 

0 
4,522 Wyoming  4 538 81 9 3 714 2 710 

84 

8 2 299 
1,828 

77 4 
1,415 York  48 252 90 8 43 789 

23 
332 95 3 22 240 16 

515 
90 5 

14 

948 

8,405 
78 5 

6,601 State  Total .  .  . 2,515 524 92 4  2 323 980 1,711 
133 

95 
5 1,634 

454 
595 341 

88 

7 527 953 209,050 77 3 161,573 

For  effective  yet  economical 

coverage  o£  Greater  Philadelphia 

WPEN 

with  5000  watts  on 

950  kc.  is  your  out0 

staediiig  advertising  value 

Member  of  the  Atlantic  Coast  Net 

Page  28  •  August  24,  1942 BROADCASTING  •  Broadcast  Advertising 



STATE  RADIO  CENSUS  TABLES 
Previously  Released  by  U.  S.  Census  Bureau 

With  Dates  of  Publication  in  Broadcasting 

New  Hampshire — March  16 
Vermont — March  16 
Nevada — March  16 
Wyoming — April  13 
Montana — May  11 
Idaho — May  11 
Maine — May  25 
Arizona — June  1 
Delaware — June  1 
North  Dakota — June  8 
Utah — June  8 
New  Mexico — June  15 
Nebraska — June  15 
Oklahoma — June  15 
Mississippi — June  22 
Colorado — June  29 
Tennessee — June  29 
Iowa — June  29 
Rhode  Island — June  29 
South  Dakota — June  29 
Oregon — July  6 
North  Carolina — July  6 
Louisiana- — July  6 

Maryland — July  6 
West  Virginia — July  6 
Minnesota — July  6 
Georgia — July  6 
Kansas — July  6 
Arkansas — July  6 
Connecticut — July  6 
Massachusetts — July  13 
Missouri — July  13 
District  of  Columbia — July  13 
Alabama — July  13 
Kentucky — July  13 
Florida— July  13 
South  Carolina — July  20 
Indiana — July  20 
New  Jersey — July  20 
Wisconsin — July  20 
Virginia — July  20 
Washington — July  20 
Texas— July  27 
Michigan — Aug.  3 
Ohio — Aug.  10 
Illinois,  Aug.  17 

NOTE:  Number  of  Occupied  Dwelling  Units  as  rep-Tted  l).v  fVnsiis  Itiin'.-in 
in  adTance  releases.  Percent  radio-equipped  calculated  by  NAH  Rfsearoh  Mcpi. 
from  Series  H-7  Bulletin  following  the  Census  Bureau  practice.  N'umlitT  "f radio  units,  or  radio  homes,  estimated  by  applying  percent  ownership  t<>  ih'»i" 
units  not  answering  radio  question  and  adding  such  fo  those  reixirtiiig  radiM. 

For  Pennsylvania  census  report,  see  page  28;  ("aliforni-i,  pigs  26. Report  on  New  York,  concluding  the  series,  will  be  published  nex. 
week.  See  also  ad  on  page  45. 

Ontario  Station  Moves 
CFLC,  Prescott,  Ont.,  is  moving  its 
entire  transmitter  plant  and  studios  to 
IJrockville,  Ont.,  15  miles  west  of  Pres- 

cott on  Lake  Ontario.  The  station,  off 
the  air  for  a  few  weeks,  is  expected  to 
be  on  the  air  again  at  its  new  loca- 

tion before  Sept.  1. 

WILLIAM  C.  Whittemore  Jr..  for- 
merly with  Lehn  &  Fink  Pioduc.s  Co., 

New  York,  and  previously  with  How- 
ard H.  Wilson  Co.,  station  represen- 

tative, has  joined  Headley-Reed  Co., 
station  representative,  as  senior  solici- 

tor in  the  New  York  office. 

AMERICA'S  LEADING  FOREIGN  LANGUAGE  STATION 

DO 

MUST 

you  know  that  approximately  $250,- 
000,000  is  spent  yearly  for  daily 
necessities  in  the  Metropolitan  Area  by 

550,000*  Poles? 

let  anybody  tell  you  that  there  is  a 
more  thorough  or  efficient  way  to 
reach  this  market  than  by  our  Polish 
hours. 

you  have  more  definite  proof  than  the 
fact  that  14  of  our  advertisers  have 

used  these  hours  for  73**  years. 

*  U.  S.  1940  Census  Figures *  *  Delnils  0"  Request 

Radio  Sells ! 
MANAGER  Harben  Daniel 
of  WSAV,  Savannah,  has  al- 

ways believed  in  the  pulling 
power  of  radio  advertising, 
but  he  no  longer  feels  the 
slightest  doubt.  After  WSAV 
aired  a  series  of  plugs  re- 

cruiting manpower  for  Gov- 
ernment agencies,  his  secre- 

tary took  a  job  with  the 
Navy;  Announcer  Ray  Muller 
joined  the  Civil  Air  Patrol; 
Announcer  Ganus  Scar- 
b -rough  went  with  the  Of- 

fice of  War  Infnrm-ition. 
WSAV  had  already  given 
eiiht  men  to  the  armed  scvv- 

NBC  ill  Australia 
MARKING  the  first  time  that 
NBC  shows  will  be  broadcast  lo- 

cally over  stations  operated  by  the 
Australian  Radio  Commission,  ar- 

rangements have  been  completed 
which  will  allow  the  Commission 
to  air  NBC's  leading  sustaining 
shows  from  scripts  supplied  by  the 
network.  First  shipment  of  scripts 

included  selections  from  Let's Fight,  We  Believe  and  Hot  Copy, 
all  chosen  with  the  entertainment 
needs  of  American  troops  in  view. 
Grcundwork  for  the  plan  was  laid 
during  a  trip  to  Australia  in  1940 
by  C.  L.  Menser,  NBC  vice-presi- 

dent in  charge  of  programs.  A 
number  of  NBC's  commercial  pro- 

grams are  shortwaved  to  Austra- lia regularly. 

of  PITTSBURGH  STORES 

RESTAURANTS  and  SHOPS 
S2%  , 

A  new  daytime  survey  of  DRUGGISTS  .  .  ; 
GROCERS  . .  .  TOBACCONISTS . . .  BARBERS 

and  RESTAURATEURS  (Metropolitan 

Pittsburgh)  shows  WCAE  tuned  in  more  than 

all  4  other  Pittsburgh  stations  combined! 

WCAE  .  . 
STATION  B 

STATION  C 

STATION  D 

STATION  E 

52% 
21% 

12% 

11% 

4% 

If  you  need  that  extra  "push"  at  the  Point  of 
Sale,  tell  it  to  the  Trade — and  the  customer — 

on  their  favorite  station. 

*Survey  details  on  request 
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5000  WATTS 
1250  K.  C. 

THE  KATZ  AGENCY 

NEW  YORK— CHICAGO— DETROIT— ATLANTA 
KANSAS  CITY  — DALLAS  — SAN  FRANCISCO 

MUTUAL    BROADCASTING  SYSTEM 

1480  Kilocycles  Full  Time  Operation 

WHOM 

JOSEPH  LANG,  Gen.  Mgr. 

Tel.— PLaza  3-4204  29  West  57th  Street,  N.Y*C. 
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A DOLLAR  BET  has
  been 

placed  on  the  outcome  of  a 
shortwave  NBC  show  for 

America's  fighting  forces, 
featuring  oldtime  popular  novelty 
records,  such  as  "Music  Goes  Round 
and  Round"  and  "Where  Do  You 
Work-a  John".  Titled  Cobweb  Spe- 

cials, the  show  is  the  brainchild  of 
Frank  Nesbitt,  chief  of  the  Inter- 

national Division's  English  section, who  insists  it  will  be  a  hit,  while 
other  NBC  staff  members  claim 

that  "nobody  wants  to  listen  to  that 
stuff."  Soldier-listeners  will  be 
asked  to  express  their  opinions,  to 
determine  the  fate  of  the  show,  to 
be  aired  weekly,  starting  Sept.  2. 

Woman's  Affair 
WITH  THE  THEME  "war  is  a 
woman's  affair,"  a  program  empha- 

sizing women's  work  in  the  war  ef- fort is  aired  on  WSBA,  York,  Pa., 
under  the  title,  Don't  Listen,  Men. 
Show  includes  women's  news  com- 

mentary by  Saralee  Deane,  a  shop- 
per's column,  Hollywood  news,  food 

and  diet  tips,  "music  to  scrub  by", 
health  hints  and  a  "victory  quiz." 

Defense  Tales 
WITH  a  real  Texas  Ranger,  W. 
E.  Naylor,  acting  as  narrator  and 
m.c,  WFAA,  Dallas,  and  the  Texas 
Quality  Network  present  a  weekly 
series  Texans  On  the  Alert,  stories 
about  the  activities  of  civilian  de- 

fense groups.  Each  script  tells  dra- 
matic episodes  in  the  work  of  a 

particular  service:  aircraft  warn- 
ing, wardens,  fire  fighting  and 

others. 

Dawn  at  Camp 
FOR  THE  early  risers  at  Army 
camps,  WABC,  New  York,  has 
started  a  six-weekly  program  of 
recorded  music  titled  Reveille 
Sweetheart,  with  Miss  Lois  Janu- 

ary, stage  star,  as  m.c.  Miss  Jan- 
uary, who  is  heard  5:30-6:30  a.m., 

will  also  visit  camps  to  entertain 
the  soldiers. 

College  News 
FOR  COLLEGE  MEN  in  the  armed 
forces,  NBC  will  shortwave  a  week- 

ly roundup  of  campus  news  in  co- 
operation with  leading  American 

institutions  of  higher  learning.  Ti- 
tled Campus  Comments,  the  pro- 

gram will  be  aired  over  WRCA, 
WNBI,  NBC  shortwave  stations, 
and  WBOS,  Boston  -  Springfield 
shortwave  station,  at  two  different 
times  each  Wednesday,  starting 

Sept.  2. ^      ̂   ^ 
Hit  Show  Repeats 

REPEATS  of  evening  programs 
such  as  Treasury  Star  Parade,  and 
You  Can't  Do  Business  With  Hit- 

ler, are  broadcast  on  World  News 
For  Workers,  afternoon  pi'ogram. 
on  WSBA,  York,  Pa.  The  show  is 
designed  for  convenience  of  work- 

ers on  twilight  and  night  shifts. 

For  News  of  the  World 

Chicago  Listeners  Tune  to  WGN 

"W/iaf  Chicago  station  do  you  most  frequently  listen 

to  for  news?" 

In  answer  to  this  question  men  and  women  in  Chicago 

gave  WGN  more  first  choices  than  any  two  other 

Chicago  stations  combined.  Not  only  in  Chicago,  but 

thruout  the  middlewest,  WGN's  news  broadcasts  are 
considered  outstanding. 

The  regular  WGN  news  broadcasts  are  at  8:00  am, 

1 1 :30  am,  2:00  pm,  6:30  pm,  8:15  pm,  and  1 0:30  pm. 

The  only  news  broadcasts  now  available  to  sponsors 

are  on  Monday,  Wednesday,  Friday  and  Sunday  at 
10:30  pm. 

A  Clear  Channel  Station 

Looking  Upward 

ENDORSED  by  the  Fourth  Fight- 
er Command,  and  dramatizing  true 

adventures  of  civilian  observers  of 
the  West  Coast  Aircraft  Warning 
Service,  a  weekly  half-hour  pro- 

gram titled  Eyes  Aloft  was 
launched  Aug.  17  on  NBC  Pacific 
Coast  stations,  Monday,  6-6:30  p.m. 
(PWT).  Gayne  Whitman  is  narra- 

tor, with  Gordon  Jenkins,  musi- cal director.  Robert  L.  Redd  is 
writer  of  the  series.  Each  week 
during  the  broadcast,  ten  volun- 

teers are  awarded  a  500-hour  Cita- 
tion Medal  by  Army  officers.  NBC, 

as  a  special  feature,  also  presents 
an  Eyes  Aloft  gold  trophy  to  an  ob- 

servation post  or  filter  center  for 
outstanding  service  performed. 
With  announcements  of  the  award, 
trophy  is  rushed  by  special  mes- 

senger and  plane  to  that  post. 

The  Feminine  Front 
A  NUMBER  OF  WOMEN  from 
the  province  of  Quebec  who  are  do- 

ing exceptional  jobs  on  the  factory 
and  institutional  front  are  being  in- 

terviewed at  the  Canadian  Broad- 
casting Corp.  studios  at  Montreal 

in  the  new  weekly  program  Wom- 
en On  the  Job.  Elise  Bercovitch 

asks  the  questions  and  some  of  her 
guests  are  parachute  packers,  an 
employe  at  Air  Force  House  in 
Montreal,  a  packer  of  Red  Cross 
parcels  destined  for  prisoners  of 
war,  an  overhead  crane  worker. 

Anti-Boredom 

IN  THE  BELIEF  that  the  boys  in 
the  service  are  in  constant  need  of 
recreation,  Announcer  Bill  Bald- 

win of  KGO,  San  Francisco,  con- 
ducted a  "Bundles  for  Boredom" 

drive  on  the  air  during  Platter  Par- 
ty. Thousands  of  games,  puzzles, 

books,  magazines  and  phonograph 
records  poured  into  the  station. 
The  Red  Cross  officially  thanked 
him.  Pictured  here  are  (1  to  r)  : 
Lorraine  Nelson;  Baldwm;  Mrs. 
William  A.  Roth,  San  Francisco 
regional  director  of  the  Red  Cross; 
Mrs.  John  Le  Seine;  Mrs.  An- drew Simpson. 

*      *  * 
France,  Poland  Honored 

FRANCE  and  Poland  before  the 
invasion  are  recalled  in  a  program 
aired  on  WBNX,  New  York,  in 
behalf  of  the  War  Bond  and  Stamp 
campaign  under  the  title  /  Know 
a  Pleasant  Land.  Series  is  pre- 

sented twice  weekly,  once  in  French 
and  once  in  Polish,  and  is  directed 
primarily  at  the  station's  large French  audience. 

BRITISH  COLUMBIA 
AND  OF  OPPORTUNITY 

50,000  Wans 720  Kilocycles 

MUTUAL BROADCASTING  SYSTEM 

eASTBUN  SAieS  OmCS:  220  e.  42nd  StrMti,  New  York,  N.Y.       PAUL  H.  HAYMeU  CO.,  Los  Angoht,  Co/.,  Son  Frcmeisco,  Cat. 
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Women's  Roundtable 
GIGANTIC  ROUNDTABLE  with 
more  than  100  women  giving  their 
ideas  on  home  management  and 
favorite  recipes  will  be  held  on  Pan- 

try Patter,  daily  half-hour  program 
on  WAIT,  Chicago,  to  be  resumed 
in  September  after  a  summer  lay- 

off. The  program  originates  in  var- 
ious meeting  halls  of  women's  or- 

ganizations while  the  groups  meet 
at  cooperative  dinners  given  by 
Harry  Folkerth,  food  authority,  to 
advertise  food  products  served.  Ra- 

dio sponsorship  is  cooperative  and 
not  necessarily  connected  with 
manufacturers  cooperating  in  giv- 

ing the  dinners. '-^  * 

Back  Home 
CIVILIAN  side  of  war  is  the  sub- 

ject of  On  the  Homefront,  four- 
weekly  half-hour  feature  of  WFAS, 
White  Plains,  N.  Y.  Offering  mes- 

sages pertaining  to  the  war  effort, 
including  salvage.  Red  Cross,  War 
Bond,  and  conservation  messages 
interspersed  with  music.  On  the 
Homefront  is  the  civilian  counter- 

part of  WFAS's  Marching  With 
America,  which  is  devoted  to  an- 

nouncements on  behalf  of  the  armed 
forces. 

Genius 
NEW  QUIZ  show,  You  Are  a  Gen- 

ius, on  KGO,  San  Francisco,  Cal., 
features  four  contests,  the  fourth 
runoff  among  the  winners  of  the 
previous  three.  Conducted  by  Art 
Linkletter,  famous  in  San  Fran- 

cisco for  "Man  in  The  Street" 
broadcasts,  the  show  is  heard 
weekly  on  Friday,  8:30  p.m.  Prizes 
include  cash,  and  tickets  to  dances 
at  the  Claremont  Hotel.  The  pro- 

gram is  sponsored  by  Remar  Bak- 
ing Co.,  Oakland,  thru  Sidney  Gar- 

finkel  Agency,  and  includes  a  week- 
ly chat  on  foods  by  Kathleen  Jen- 

sen, Remar  hostess. 

Books  for  Kiddies 
UNCLE  DON,  who  conducts  a 
children's  program  on  WOR,  New 
York,  has  inaugurated  reviews  of 
children's  books  as  a  feature  of  one 
of  the  series'  outstanding  sustain- 

ing broadcasts  each  week.  Feature 
became  a  permanent  part  of  the 
program  following  enthusiastic  re- 

sponse to  a  review  of  Victory 
March  authored  by  Walt  Disney, 
movie  cartoonist. 

Service  Talent 
SERVICEMEN  stationed  in  Atlan- 

tic City  include  many  professionals 
and  experienced  entertainers,  so 
WBAB,  Atlantic  City,  has  started 
a  weekly  series  of  variety  shows 
titled  Service  Men's  Revue.  An  all- 
soldier  show  on  Thursday  evenings, 
the  program  is  broadcast  before 
visual  audience  from  the  Hippo- 

drome Theatre  of  Hamid's  Million Dollar  Pier. 
*  * 

Stamp  for  the  Boy 
ALMA  KITCHELL,  who  conducts 
Meet  Your  Neighbor  thrice-weekly 
on  BLUE,  will  launch  a  drive  to 
enlist  the  mothers  of  service  men 
in  the  sale  of  War  Savings  stamps 
on  her  program,  starting  Sept.  2. 
"A  stamp  a  day  for  the  son  who's 
away,"  is  the  slogan  for  the  cam- 

paign, the  idea  originating  with 
Miss  Kitchell  herself,  who  has  a 
son  in  service.  Mrs.  Henry  Morgen- 
thau  Jr.,  wife  of  the  secretary  of 
the  Treasury,  will  take  part  in  the 
initial  broadcast. 

is  "edited 
AM 

for  FARMERS 

the  "liorsy"  set! 

^  In  many  ways,  people  out  here  in  the 
KMA  area  are  just  about  the  same  as 
their  city  cousins. 

But  when  it  comes  to  radio,  KMA  lis- 
teners have  decidedly  different  needs 

and  wants.  Yes,  they  like  a  lot  of  the 

good  network  shows — and  get  the  best 
of  the  Blue.  But  they  also  want  plenty 
of  farm  news,  market  reports,  household 
helps,   information   on   seasonal  farm 

problems,  etc. 

That's  why  KMA  devotes  IS^/y  hours 

daily  to  local  programming.  And  that's 
why  the  1,939,062  farm  and  small-town 
people  in  our  primary  area  are  so  loyal, 

so  responsive  (532,120  pieces  of  com- 
mercial mail  last  year ! ) . 

The  whole,  amazing  story  is  in  our  latest 
market  data  brochure.  Send  for  your 

copy  today! 

The  ISo.  1  Farm  Station  in  The  No,  1  Farm  Market — 

150  Counties  Around  Shenandoah,  Iowa 

FREE  &  PETERS,  INC.,  Exclusive  National  Representatives 
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Keep  'Em  Spouting 
ALL  SORTS  of  wild-eyed  stories  have  been 
going  the  rounds  as  to  what  is  going  to  hap- 

pen to  broadcasting  because  of  the  tube  and 
equipment  shortage.  The  more  ridiculous 
rumors,  such  as  arbitrary  silencing  of  all  sta- 

tions except  clear  channel  outlets,  have  fallen 
of  their  own  weight.  There  is  reason  for  con- 

cern over  the  more  plausible  "inside"  about  im- 
pending sharp  reductions  of  power  and  early 

curfews — stories  that  have  been  distorted  and 
confused,  and  which  peg  radio  as  a  soil  of 
homeless  war-waif. 

The  facts  are  plain  to  broadcasters.  There  is 
no  doubt  about  the  shortage  of  critical  mater- 

ials, but  that  isn't  peculiar  to  radio.  It's  just 
as  tough  to  get  a  rubber  roller  or  a  counting 
meter  for  a  printing  press  as  it  is  a  tube  or 
condenser  for  a  transmitter.  But  as  yet  we 

haven't  heard  of  any  newspapers  or  stations 
that  have  been  forced  to  quit  because  they 

couldn't  get  the  necessary  equipment. 
Plans  are  being  evolved  jointly  by  the  War 

Production  Board  and  the  Board  of  War  Com- 
munications to  develop  an  overall  industry 

"conservation"  project.  It  calls  for  voluntary 
belt-tightening,  to  make  existing  equipment  and 
stocks  last  as  long  as  possible.  But  it  doesn't 
cover  any  such  far-fetched  idea  as  to  take 
tubes  or  equipment  away  from  existing  outlets 
and  divert  them  to  others  which  may  be  re- 

garded as  more  "necessary"  in  the  war  effort. 
As  far  as  we  are  aware,  there  hasn't  been 

any  thought  in  responsible  quarters  to  en- 
forced silencing  of  any  stations,  large  or  small, 

to  conserve  equipment.  It  is  recognized  that  a 
250-watt  independent  in  an  area  not  receiving 
primary  service  from  outside  stations  is  more 
important  in  the  war  effort  than  a  50,000-wat- 
ter  in  a  metropolitan  area  that  now  receives  a 
multiplicity  of  signals.  The  suggestion  is  made 

by  one  independent  that  it  would  "pay  the  Gov- 
ernment to  subsidize,  if  necessary"  the  small- 

er outlets  so  situated,  and  sentiment  here  is 
disposed  to  favor  that. 

There  is  the  suggestion,  however,  that  sta- 
tions in  remote,  outlying  areas,  which  feel  they 

can't  stand  the  gaff  and  which  do  not  provide 
the  only  signal,  be  permitted  voluntarily  to 
suspend  operation,  without  prejudice  to  their 
return  when  the  readjustment  is  possible.  More- 

over, there  is  the  thought  that  stations  dupli- 
cating service  in  the  same  area  be  permitted 

to  share  the  broadcast  day,  on  their  own  respec- 
tive frequencies,  so  there  will  be  continuous 

service  with  minimum  expenditure  of  man- 
power and  overhead. 

The  most  persistent  report,  used  to  put 
radio  on  the  hot  seat,  is  that  the  Government 
may  decree  that  all  stations  quit  operation  at 
a  given  hour,  to  conserve  everything — inferring 
that  time  will  be  "rationed".  The  fact  is  the 
suggestion  has  been  advanced  that  stations 
sign  off,  maybe  at  midnight,  except  for  those 
keys  designated  for  national  defense  purposes, 
which  would  maintain  only  stand-bys.  A  ma- 

jority of  the  stations  sign  off  at  midnight  any- 
way. In  the  major  markets,  there  are  24-hour 

stations,  and  there  is  demand  for  such  round- 
the-clock  operation  in  heavily  populated  de- 

fense factory  areas. 
The  effort  is  to  have  every  station  get  the 

most  out  of  every  piece  of  equipment.  It  is 
analogous  to  the  tire  situation.  Once  the  in- 

dustry shows  it  has  cooperated  all  down  the 
line,  the  job  of  getting  from  WPB  allotments 
of  materials  to  replenish  stocks  will  be  much 
simplified.  Nothing  yet  suggested  would  deprive 
the  public  of  any  essential  overall  service  or 
forcibly  result  in  impairment  of  industry  oper- 
ations. 

BWC-FCC  Chairman  James  Lawrence  Fly 
has  gone  out  of  his  way  to  dispel  these 
horrendous  stories  about  the  broadcasting 
structure  folding  up  overnight.  He  has  com- 

mended the  industry  for  the  "big  job"  it  is 
doing  in  the  war  effort.  He  has  worked  closely 

with  Frank  H.  Mcintosh,  WPB's  chief  of 
civilian  radio,  who  brought  to  the  Government 
a  practical  industry  viewpoint  on  station  oper- 

ations, acquired  from  his  years  as  an  engi- 
neering executive. 

Soon  now  a  tangible,  definite  plan  will  be 
outlined  for  industry  conservation.  Its  key- 

stone will  be  voluntary  cooperation.  Stockpiles 
are  at  rock  bottom.  If  this  plan,  or  some  quickly 

contrived  modification  of  it  doesn't  work,  those 
tall,  irresponsible  stories  of  dire  things  may 
become  more  than  mere  rumor. 

Hush-Hush 

DOROTHY  THOMPSON,  who  plumps  for  an 
Office  of  Psychological  Warfare  in  her  syndi- 

cated column  of  Aug.  17,  evidently  isn't  aware 
that  Bill  Donovan's  Office  of  the  Coordinator 
of  Information  no  longer  exists,  having  been 
absorbed  early  in  July,  partly  into  the  Army 
and  largely  into  the  Office  of  War  Informa- 
tion. 

But  she  does  make  a  cogent  point  when  she 
complains  of  the  hush-hush  policy  originally 
instituted  by  Col.  Donovan  and  his  shortwave 
chief,  Robert  Sherwood,  the  playwright,  the 
latter  now  heading  the  overseas  operations  of 

THE  STATE  of  the  Nazi  home  front  as  a 
result  of  reverses  in  Russia  is  the  theme  of 
Last  Train  From  Berlin,  book  by  Howard  K. 
Smith,  former  UP  correspondent  in  Berlin 
and  representative  of  CBS  in  that  city  and 
in  Berne,  Switzerland.  The  book  will  be  pub- 

lished Sept.  8  by  Alfred  A.  Knopf  ($2.75). 
Mr.  Smith,  who  served  as  assistant  to  CBS 
Correspondent  in  Berlin  Harry  W.  Flan- 
nery,  was  transferred  to  the  Berne  post.  He 
crossed  the  border  into  Switzerland  Dec. 
7,  1941,  the  last  American  correspondent  to 
leave  Germany  a  free  man. 

HARRY  L.  FLANNERY  was  news  analyst  at 
KMOX,  St.  Louis,  in  the  fall  of  1940  and  then 
suddenly  he  found  himself  on  his  way  to  Ber- 

lin to  replace  William  L.  Shirer  as  the  CBS 
representative  there.  In  Assignment  to  Berlin 
[Alfred  A.  Knopf,  New  York,  $3],  he  tells  the 
story  of  his  year  in  the  Nazi  war  capital,  de- 

scribing in  considerable  detail  the  things  that 
made  up  his  life,  from  his  interviews  with  P. 
G.  Wodehouse  and  Max  Schmeling  to  his  strug- 

gles to  get  a  good  cup  of  coffee  for  breakfast. 

SELECTIONS  from  over  a  million  questions 
submitted  during  the  past  eight  months  by 
newsreel  theater-goers  and  answered  by  H.  V. 
Kaltenborn,  NBC  commentator,  in  his  weekly 
Embassy  Theatres  newsreel,  will  be  published 
in  book  form  Sept.  21  by  E.  P.  Dutton  Co., 
New  York.  The  book  will  be  titled  Kaltenborn 
Edits  the  War  News  and  will  include  war  maps 

prepared  by  the  commentator.  The  first  edition 
of  25,000  copies  is  already  sold,  according  to 
the  publishers.  The  volume  will  be  available 
in  cloth  at  $1  and  in  a  paper  cover  at  25  cents. 

OWI,  including  the  shortwaves.  Every  news- 
paperman attempting  to  report  on  the  short- 

wave operations  will  attest  to  her  plaint:  "What 
are  we  telling  our  enemies?  What  are  we  of- 

fering our  allies?  What  line  are  we  taking? 
What  purpose  do  we  hope  to  accomplish? 
What  evidence  is  there  of  any  success  ? " 
"We  know,"  she  continues,  remarking  that 

she  herself  broadcasts  every  week  via  the 
shortwaves  without  any  visible  evidence  of  re- 

sults, "that  hundreds  of  scripts  are  being  writ- 
ten, day  in  and  day  out.  By  whom?  Do  you 

know?  Does  anyone  know?  Does  the  President know? 

"Now  here  is  one  branch  of  warfare  that 
can  be  a  military  secret  only  to  us.  It  is,  by 
its  nature,  no  secret  to  our  enemies.  A  large 

part  of  it  is  directly  designed  for  their  con- 
sumption. The  rest  they  can  get  from  their  lis- 

tening posts  ..." We  do  know  that  the  output  of  our  eagerly 
cooperating  shortwave  stations  is  enormous. 
Whether  it  is  properly  coordinated,  reaches  the 
right  places  at  the  right  hours,  carries  the  sort 
of  stuff  our  allies,  our  boys  in  the  trenches  and 
our  enemies  should  hear — this  we  do  not  know. 
The  whole  shortwave  setup  needs  an  overhaul- 

ing, perhaps  of  personnel,  perhaps  of  material. 
One  of  the  finest  pieces  of  constructive  criti- 

cism— putting  to  shame  the  hush-hush  policy — 
was  carried  in  the  May  18  BROADCASTING,  an 
article  by  Wells  (Ted)  Church,  written  when 
he  was  in  London  as  a  consultant  to  the  BBC. 
We  hope  to  publish  more  such  material,  in  the 
interests  of  the  psychological  war  effort,  in 
the  near  future. 
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IF  YOU  WERE  to  ask  "Ch
ip" 

Robertson  if  there  is  anything 
unusual  about  his  career  as  an 
agency  radio  director,  he  would 

probably  reply:  "Oh,  I'm  just  about 
average,  I  guess.  I'm  39,  married 
and  have  two  kids.  I'm  a  Sunday 
golfer.  I  like  to  take  color  pictures, 
and  I  like  to  hunt.  I  fly  when  I 
travel.  The  radio  shows  I  handle 
have  been  on  the  air  for  several 

years,  so  they're  doing  all  right." 
But  if  you  examine  the  record, 

you  soon  will  see  that  Chip  Rob- 
ertson is  anything  but  average. 

You  should  go  back  to  his  collegiate 
days,  when  he  organized  the  first 
dramatic  group  at  Miami  U,  Ohio, 
producing  musical  and  variety 
shows,  and  you  ought  to  go  back 
to  1914,.  too,  when  he  built  one  of 
the  first  wireless  sets  in  Cincinnati. 

From  there  it  isn't  hard  to  put 
two  and  two  together,  and  picture 
Chip  in  radio,  which  is  exactly 
where  he  landed,  in  charge  of  ra- 

dio production  for  the  Ralph  H. 
Jones  Co.,  Cincinnati  and  New  York 
agency,  in  1930.  Now  after  12 
years  with  Jones,  Chip  Robertson 
is  the  biggest  year-round  spot  ra- 

dio timebuyer  in  the  United  States. 
From  the  moment  he  joined  the 

Jones  company,  Chip's  life  as  an 
agency  radio  director  has  been 
jam-packed  with  radio  names  and 
shows  that  make  any  seasoned  vet- 

eran of  the  art  conjure  up  visions 
of  the  Good  Old  Days. 

Back  in  1930,  for  example,  he 
produced  what  was  probably  the 
first  variety  musical  and  dramatic 
show  which  used  people  who  even- 

tually became  radio  "greats".  There 
were  Jane  Froman,  the  Mills 
Brothers,  Ramona,  Norman  Cordon, 
Casper  Reardon,  Gene  Paul  King, 
Bob  Brown,  and  the  show — the 
Heatrola  Town  Gang  on  WLW. 

Then,  of  course,  there  was  the 
House  Warmer's  Quartet  in  1931, 
one  of  the  early  recorded  shows.  In 
those  days  the  majority  of  stations 
had  no  facilities  for  playing  33  Vs 
platters,  so  for  them  the  show  was 

recorded  on  three  five-minute  rec- 
ords at  78  rpm.  House  Warmers 

was  a  26-station  feature,  which 
was  a  big  spot  schedule  in  those 
days,  too. 

Chip's  entry  into  the  list  of  really 
big  time  radio  users  came  with  the 
advent  into  radio  of  the  Kroger 
Grocery  &  Baking  Co.,  as  one  of 
the  most  successful  users  of  spot 
radio.  Kroger  went  on  the  air  in 
1935  with  a  show  called  Hot  Dates 
in  History  for  Kroger  Hot  Dated 
Cofi'ee.  It  was  a  recorded  show 
heard  on  12  stations,  and  was  the 
forerunner  to  such  historical  shows 
as  Cavalcade  of  America  and  the 
scores  of  other  programs  that  since 
have  dramatized  every  phase  of 
history. 

Then  there  was  another  first  for 
Chip  in  1935  when  he  produced 
House  of  a  Thousand  Eyes,  a  half- 
hour  musical  variety  show  that 
was  one  of  the  first  recorded  series 
to  use  well-known  radio  personali- 

ties— names  like  Rudy  Vallee, 
Lanny  Ross,  Dick  Powell,  Frances 
Langford,  Bob  Burns  and  many 
others. 

One  of  the  outstanding  charac- 
teristics of  the  shows  Chip  Rob- 

ertson produces  is  their  tremendous 

staying  power.  Linda's  First  Love, 
for  example,  first  went  on  the  air 
for  Kroger  in  February,  1937.  Cur- 

rently, episode  No.  1,426  is  being 
broadcast  over  27  stations.  It 
started  on  15  stations. 
Having  had  a  taste  of  success 

with  daily  daytime  serials.  Chip 
Robertson  added  another  show  for 
Kroger  in  February,  1938 — Mary 
Foster,  The  Editor's  Daughter. 
Episode  No.  1,156  is  currently  on 
the  air  over  a  total  of  26  stations. 

Latest  Kroger  show  to  hit  the 

airwaves  shows  again  the  Robei't- 
son  touch  in  getting  a  new  twist 
to  a  familiar  technique.  This  show 
is  Hearts  in  Harmony  which  started 
in  March,  1941  and  is  now  in  its 
341st  episode  on  23  stations. 

And  the  final  answer — so  far  as 

NOTES 

CHESTER  E.  HARING,  formerly 
director  of  research  of  Hooper-Holmes 
Inc.,  New  York,  has  joined  the  George 
S.  Armstrong  Co.,  New  York,  indus- 

trial engineer.?  and  management  con- 
sultant.s.  Mr.  Haring  will  be  in  charge 
of  market  research. 

HOWARD  FREEMAN,  formerly  San 
Francisco  and  Los  Angeles  newspaper- 

man, has  been  appointed  head  ot  the 
Southern  California-Arizona  news  and 
radio  division  of  the  Office  of  War 
Information.  Freeman  has  been  acting 
in  that  capacity  since  OWI  was  cre- 
ated. 
SIDNEY  N.  STROTZ,  NBC  western 
division  vice-president,  is  currently  in 
New  York  for  conferences  with  Niles 
Trammell,  network  president. 
JESS  JONES,  account  executive  has 
l)een  elevated  to  sales  manager  of 
KTMS,  Santa  Barbara,  Cal. 
SLOCUM  CHAPIN,  formerl.v  of  the 
New  York  sales  office  of  Howard  H. 
Wilson  Co.,  station  representative,  has 
replaced  Gordon  Lloyd  in  the  sales  de- 

partment of  WJZ,  New  York. 
DICK  ELPERS,  network  salesman  of 
CBS-Chicago  and  staff  member  of 
WBBM  for  the  past  12  years,  has  been 
inducted  into  the  Army. 

Kroger  is  concerned — on  their  three 
highly  successful  shows,  is  the  fact 
that  in  audience  rating  they  are 
safely  ahead  of  75%  of  all  daytime 
shows  on  the  air. 

Chip  doesn't  try  to  kid  himself 
about  the  reasons  for  the  success 

of  the  Kroger  shows.  "We  believe 
in  realism  in  all  our  programs," 
he  says.  "I  am  pretty  sure  that  we 
were  one  of  the  first  daytime  seri- 

al users  to  inject  the  war  theme 
i"to  our  scripts.  The  networks  at 
that  time  were  not  accepting  war 
themes,  on  the  basis  that  the  day- 

time serials  should  furnish  'escape' from  constant  talk  of  war.  It 
seemed  to  me,  on  the  contrary,  that 
circumvention  of  the  war  not  only 
made  it  appear  our  writers  and  our 
company  didn't  know  what  was 
going  on  in  the  world,  but  also 
made  it  appear  we  were  unwilling 
to  accept  a  serious  obligation  to 
make  our  programs  perform  a  use- 

ful function  so  far  as  cooperation 
with  the  war  efi'ort  is  concerned. 

"Consequently  we  started  talking 
about  the  war  many  months  ago, 
and  the  reaction  on  the  part  of  lis- 

teners indicates  that  they're  not 
so  interested  in  'escape'  program- 

ming as  we  might  think.  We  hon- 
estly believe  that  in  listening  to 

our  programs  our  audience  is  given 
a  measure  of  consolation  for  its 
own  broken  homes,  absent  sweet- 

hearts, and  all  the  attendant  wor- 

ries of  total  war." In  still  another  respect  Chip 

Robertson's  work  in  agency  radio 
is  far  from  average.  He  not  only 
knows  how  to  sell  groceries,  but 
he  can  double  for  the  coal  man, 
too.  One  of  his  most  successful 

shows  is  Hermit's  Cave,  a  half- 
hour  weekly  whodunit?  for  Carter 
Coal.  Hermit's  Cave  back  on,  first 

JAMES  W.  BEACH,  for  12  years 
with  the  Chicago  Herald  American  ad- vertising department,  and  Roy  Miller, 
advertising  salesman  of  Popular 
Science  and  before  that  salesman  of 
the  Chicago  Elevated  Adv.  Co.,  have 
joined  the  sales  staff  of  WJJD,  Chi- 
cago. 
EI)  CUNNINGHAM,  local  sales  traf- 

fic manager  of  NBC-Chicago,  is  the 
father  of  a  son. 
J.  H.  JOHNSTON,  formerly  assistant 
advertising  manager  of  the  Minneapo- 

lis Morning  Tribune,  has  joined  the 
sales  staff  of  AVLOL,  Minneapolis. 
LOU  SIMON,  account  executive  of 
KYA,  San  Francisco,  has  resigned  to 
join  the  San  Francisco  office  of  Allied 
Adv.  Agencies. 
HARRY  MURDOCK,  formerly  of  the 
Evening  Public  Ledger,  has  joined  the 
staff  of  WCAU,  Philadelphia,  as  as- 

sistant director  of  publicity  and  sta- 
tion promotion. 

PAUL  E.  CROWLEY,  West  Coast 
general  manager  of  Columbia  Record- 

ing Corp.,  has  resigned  his  Hollywood 
post  to  assume  a  defense  industry  posi- 

tion in  San  Francisco. 
EDWIN  BUCKALEW,  Pacific  Coast 
stations  relations  director  of  CBS,  is 
on  a  three-week  tour  of  Northwest  af- filiates. 
ALLEN  T.  RISELY  has  been  named 
purchasing  agent  and  payroll  master 
of  KHJ,  Hollywood.  He  succeeds  Her- 

bert Smith,  recentl.v  inducted  into  the 
Army. 

ROGER  GREIG,  commercial  depart- ment of  Canadian  Broadcasting  Corp., 
Toronto,  has  joined  the  Royal  Ca- 

nadian Navy  with  rank  of  ship's writer. 

heard  on  the  air  Sept.  12,  1937,  has 
now  run  a  total  of  338  episodes  on 
18  stations.  To  dip  back  into  his 
story  again  for  a  moment,  Chip 
also  has  to  his  credit  a  show  called 
Hello,  Peggy.  After  a  successful 
test  run.  Hello,  Peggy  went  on  a 
network  for  Drano  and  Windex. 

Chip  Robertson's  use  of  spot  ra- 
dio hasn't  been  confined  to  pro- 

grams alone.  He  has  exploited  one 
minute  recorded  spots  with  singu- 

lar success.  For  example,  through- 
out the  East  and  Middle  West  lis- 

teners who  hear  "Yipee,  Yipo,  It's 
Ten-B-Low"  are  hearing  his  spots 
— spots  that,  in  their  second  year, 
are  selling  the  product  faster  than 
the  manufacturer  can  deliver  it  to 
retailers,  despite  a  size  increase 
and  price  rise. 
Other  spot  announcement  suc- 

cesses range  from  Nu-Maid  Mar- 
gerine  to  Alexander  Hamilton  cor- 

respondence courses. 
Soft  spoken  and  mild  of  manner, 

Chip  Robertson  might  well  be  de- 
scribed physically  as  a  former  Big 

Ten  football  player.  His  apparently 
deliberate  and  leisurely  method  of 
doing  things  is  deceptive.  He  has 
a  way  of  quietly  going  about  the 
job  in  an  unobtrusive  manner — be- cause of  this,  his  popularity  is 

genuine. At  home.  Chip  rates  far  above 
average,  too.  His  wife  was  charm- 

ing Mary  Alice  Kimmel  of  Green- 
ville, 0.,  whom  he  met  in  college. 

Their  children  are  Mary  Alice,  9, 

and  Ann,  7.  He  "takes  it  big"  as 
a  father,  and  devotes  all  the  time 
he  can  to  doing  things  with  his 
children.  If  there  is  a  circus  in 
town,  and  a  job  he  ought  to  do  the 
same  day,  it  doesn't  take  a  second 
guess  to  know  which  gets  the  nod, 
for  he's  such  a  human  guy. 
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HOLLISTER  NOBLE,  CBS  West 
Coast  publicity  director,  has  resigned 
effective  Sept.  22  to  join  the  Marines 
as  a  commissioned  officer.  Bob  Laning 
has  also  resigned  from  the  network's Hollywood  publicity  staff  to  join  the 
Coast  Guard  as  yeoman,  third  class. 
Jean  Meredith,  new  to  radio,  has  taken 
over  Laning's  former  duties. 
JOHNNY  JOHNSTONE,  New  York 
BLUE  director  of  news  and  special 
events,  was  in  Hollywood  during  mid- 
August  for  conferences  with  Clete  Rob- 

erts, western  head  of  that  department. 
PRANCES  WHITE,  new  to  radio,  is 
conducting  Four  Star  Bazaar,  women's 
participation  program  on  KOY,  Phoe- nix. 

NELSON  CASE,  announcer  of  NBC's Johnny  Presents,  has  been  promoted 
to  the  post  of  flight  commander.  Ci- vilian Air  Patrol. 
BOB  HANSON  has  resigned  as  staff 
announcer  of  WTMJ,  Milwaukee,  to 
become  research  engineer  at  Globe 
Union. 
GROVER  COBB,  of  KSAL,  Salina, 
Kan.,  expects  to  become  a  flying  cadet 
in  the  Naval  Air  Corps,  about  Sept.  1. 
DORIS  WATTS,  known  for  seven 
years  to  listeners  in  Western  Ontario 
as  "A  Lady  Called  Anne",  has  joined 
the  staff  of  CFPL,  London,  as  an  an- 

nouncer and  continuity  writer. 
LEE  SMITH  formerly  of  WSUI, 
Iowa  City,  and  WSRR,  Stamford, 
Conn.,  has  joined  the  announcing  staff 
of  WFAS,  White  Plains,  N.  Y.  Ray 
Simnis,  formerly  of  WFAS,  has  joined 
WOV,  New  York. 
EDGAR  C.  DEFFENBAUGH,  pro- 

duction manager  of  WJPF,  Herrin, 
111.,  will  join  WSOY,  Decatur,  111., 
Sept.  1. 
IIAL  TOZIER,  announcer  of  WTMJ- 
W55M,  Milwaukee,  is  the  father  of  a 
baby  boy. 
BOB  GARRED,  newscaster  of  CBS, 
Hollywood,  has  enlisted  in  the  Navy 
as  lieutenant  (j.g.),  and  is  awaiting 
orders. 

RUSH  HUGHES,  son  of  novelist 
Rupert  Hughes,  has  inaugurated  a 
new  program  of  popular  recorded  music 
and  backstage  gossip  on  KWK,  St. Louis. 

MARILOU  NEUMAYER,  actress  of 
AVGN,  Chicago,  plays  the  leading  role 
in  "Registered  Nurse",  movie  being 
filmed  by  the  American  College  of  Sur- 

geons to  urge  enlistments  in  the  nurse 
corps  of  the  Army. 

JOSEPHINE  CIOCHETTO  has  been 
appointed  traffic  manager  of  CKGB, 
Timmins,  Ont.,  replacing  Wanda  Wok. 
Bruce  Tremeer,  musical  director  of 
CKGB,  and  Roy  Hofstetter,  salesman 
of  CKGB,  have  been  transferred  to 
CKWS,  Kingston,  Ont.,  which  is  to 
open  early  in  September. 
HERBERT  O.  MORRISON,  former- 

ly of  WCAE,  Pittsburgh,  and  winner 
of  the  1937  Radio  Guide  medal  for 
outstanding  work  in  recording  an  eye- 

witness description  of  the  Hindenburg 
disaster,  is  now  a  first  lieutenant  in 
the  Army,  stationed  at  Oklahoma  City. 
KEN  MURRAY,  recording  librarian 
of  the  Canadian  Broadcasting  Corp., 
Toronto,  has  joined  the  Royal  Ca- nadian Air  Force. 
JAMES  BORMANN,  acting  Chicago 
bureau  chief  of  PA  Inc.,  is  the  father 
of  a  girl. 

BILL  HAMILTON,  actually  a  new- 
comer to  radio  named  Elmer  McEl- 

reath,  has  joined  the  announcing  staff 
of  KMBC,  Kansas  City. 
WARD  QUAAL,  announcer  of  WGN, 
Chicago,  has  reported  for  Navy  Mid- 

shipman training  at  Notre  Dame  U. 
JOE  KELLY  Jr.,  son  of  Joe  Kelly, 
m.c.  of  the  BLUE  Quiz  Kids,  has 
joined  the  guide  staff  of  NBC-Chicago. 
AL  HINCKLEY  of  the  junior  an- 

nouncing staff  of  WKZO,  Kalamazoo, 
Mich.,  has  enlisted  in  the  Army  and 
has  been  replaced  by  Joe  Hooker  of 
WTCM,  Traverse  City,  Mich. 

HARRY  WOLLIN,  announcer  of 
KTMS,  Santa  Barbara,  Cal.,  has 
joined  the  Marine  Corps. 
KEN  PETERS,  program  director  of 
KTMS,  Santa  Barbara,  Cal.,  recently 
became  the  father  of  a  girl. 
BILL  KELSO,  known  to  West  Coast 
listeners  for  his  Hank,  the  Night 
Watchman,  all-night  program  on 
KFVD,  Los  Angeles,  has  been  signed 
by  WNEW,  New  York,  to  assist  Jack 
Lescoulie  on  that  station's  all-night 
record  show.  Milkman's  Matinee. 
ED  ABBOTT,  formerly  producer  of 
WBBM,  Chicago,  has  joined  the  ra- 

dio section  of  the  public  relations  staff 
of  the  Army  Air  Force  school  in  Enid, 
Okla. 

DAVID  CONNOR,  formerly  on  the 
announcing  staff  of  WEED,  Rocky 
Mount,  N.  C,  is  now  announcer  of  the 
All-Nite  Shoto  of  WITH,  Baltimore. 

MAY  KENNEDY  McCORD,  news- 
paper columnist  and  authority  on  bal- 

lads and  customs  of  Missouri's  Ozark mountains,  is  a  new  personality  heard 
five  times  weekly  on  KWK,  St.  Louis. 

DON  C.  HARVEY,  formerly  farm 
service  director  of  KSOO-KELO, 
Sioux  Falls,  S.  D.,  and  more  recently 
farm  editor  of  KOAM,  Pittsburgh, 
Kan.,  has  joined  the  Plant  Protection 
Unit  of  the  Kansas  Ordnance  Plant, 
Parsons,  Kan.,  for  the  duration. 

For  COMPLETE  COVERAGE  in 

%e  ALABAMA  TRIO 
Today  smart  advertisers  who  want  complete  coverage 
of  Alabama's  vast  war  production  market — where 
payrolls  are  at  their  highest  peak — are  specifying 
the  ALABAMA  TRIO.  Its  power  blankets  the  entire 
state  .  .  .  and  you  get  a  10%  reduction,  too! 
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KATE  EGAN 

KATE  EGAN,  the  fir
st  woman 

to  become  a  regular  an- 
nouncer on  a  Louisville  sta- 

tion, will  never  forget  her 
first  day.  It  was  July  1,  1942,  and 
she  had  settled  back  comfortably 

on  a  chair  in  Radio  Center's  studio 
C,  expecting  to  be  an  observer  of 
the  mechanics  of  announcing.  But 
she  hadn't  reckoned  with  George 
Patterson,  WAVE  program  direc- 

tor, who  turned  to  her  suddenly  and 

said,  "Take  it.  Miss  Egan." 
She's  had  it  since:  News  casts, 

remote  shows,  hillbilly  shows,  and 
what  have  you  on  the  log.  Like 
any  other  staff  announcer.  Miss 
Egan  works  regular  shifts,  and 
that  includes  "sign  on"  at  5:58 
a.m. 

In  addition  to  regular  announc- 
ing duties,  Miss  Egan  writes  and 

announces  her  own  fifteen  minute 
show.  Uncle  Sam  Calling,  addressed 
to  women  listeners.  The  twice-a- 
week  show  contains  information 

about  women's  part  in  War — food conservation.  Red  Cross  classes  and 
other  home  front  activities. 

Available  also  to  agencies  and 
advertisers.  For  full  details,  write 

REPRESENTED     BY    HEADLEY-REED  CO. I 

George  £.  Halley 
TEXAS  RANGERS  LIBRARY 
HOTEL  PICKWICK    •    KANSAS  CITY,  MO 
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ALVIN  G.  FLAXAGAX.  formerly  as- 
siistant  director  of  WRl'F.  State  and University  radio  station  iu  Gainesville. 
Fla..  has  joined  the  itrodiietion  stafc  of 
WOR.  New  Yorli.  replacing  Jtobert 
Lewis  Shayon.  now  with  CBS.  Frances 
Miller  replaces  Theodora  Morgan  in 
the  supply  department,  iliss  Morgan 
has  joined  WGAC,  Augusta,  Ga. 
DON  GODDARI).  XBC  newscaster, 
is  pinchhitting  for  XBC  commentator 
.John  Yandercook.  now  vacationing  in 
Vermont. 

STEVE  ELLIS,  .special  events  an- nouncer of  WPAT.  Paterson.  X.  .J., 
has  taken  over  the  sports  department, 
previously  handled  by  Ralph  S.  Silver. 
.Jr..  who  also  served  as  publicity  and 
promotion  director,  prior  to  induction 
into  the  army,  Aug.  21. 
BILL  DEMEY,  announcer  of  WLOK. 
Lima,  O..  will  join  AVCSC.  Charleston. 
S.  C,  effective  Sept.  1. 
CHICK  THOMPSOX.  formerly  with 
WKBX',  Youngstown.  has  joined  the 
announcing  staff  of  "WIBG.  Glenside. Pa. 
.JOHX  R.  NEWHOUSE.  announcer 
of  WEXY,  Xew  York,  has  joined 
WFIL.  Philadelphia,  succeeding  LeRoy 
Plante,  who  went  to  WOL,  "Washing- ton. 
CAROL-JEAX  SHEPARD.  formerly 
with  the  library  of  RCA-Victor.  Cam- 

den, has  joined  WIP.  Philadelphia,  as 
record  and  transcribed  music  librarian. 
HARRY  T.  MURDOCK,  movie  and 
dramatic  critic  of  the  Philadelphia 
Piihlic  Ledger  until  the  newspaper's demise  last  .January  5,  has  joined 
"WCAU,  Philadelphia,  as  assistant  di- 

rector of  publicity  and  station  promo- tion. 
ARTHUR  J.  METZLER.  formerly 
in  the  Mail  Room  of  WOR.  Xew 
York,  has  joined  WEEU,  Reading.  Pa., 
as  announcer. 

GORDOX  AXDERSOX.  announcer- 
salesman  of  WBIG.  Greensboro.  X.  C, 
was  married  Aug.  11  and  Ted  Austin. 
WBIG  sportscaster  and  newscaster, 
was  to  be  married  August  21. 

THEODORE  MORGAX.  of  the  sup- 
ply department  of  WOR.  Xew  York, 

has  joined  the  staff  of  WGAC,  Au- gusta, Ga. 
SAM  WOODALL  Jr..  of  WRDW.  Au- 

gusta. Ga..  has  joined  the  announcing 
staff  of  WTAR,  X'orfolk.  Va. 
CLETE  ROBERTS,  newscaster  and 
special  events  man  for  West  Coast 
stations  and  director  of  news  and  spe- 

cial events  of  BLUE's  Hollywood headquarters,  has  been  assigned  to 
cover  the  Pacific  war  theatre  on  the 
network's  Sunday  Weekbj  War  Jour- nal. 
SUE  FOSTER,  assistant  to  Idella 
Grindley,  office  manager  of  XBC  east- 

ern production  division,  has  taken  over 
Miss  Grindlay's  duties,  while  the  lat- ter is  on  leave  as  administrative  as- 

sistant to  the  Army  Air  Forces'  Chief of  Radio.  Public  Relations. 

The  SONG  HITS 

from 
Walt  Disney's  Feature  Picture 

Bambi 

ir  Love  Is  a  Song 
ir  Twitterpated 

"k  Thumper  Song 
ir  Let's  Sing  a  Gay 

Little  Spring  Song 
Little  April  Shower 

Broadcast  Music,  Inc. 
580  Fifth  Avenue   
New  York  City 

ROGER  PATRICK,  formerly  of 
WCBS.  Springfield.  111.,  and  WCLS. 
.Joliet,  111.,  has  joined  the  announcing 
staff  of  KROS,  Clinton,  la. 

CHUCK  THOMPSOX.  formerly  an 
announcer  with  WEEU.  Reading,  Pa., 
and  WKBX.  Youngstown,  O..  has 
joined  WIBG,  Philadelphia,  Pa. 

FRAXK  POXCE,  head  of  the  Latin- 
American  division  of  C.  P.  MacGregor 
Co.,  Hollywood,  has  joined  the  Army 
Air  Force. 

XORMAX  H.  WAREMBUD,  pro- 
gram manager  of  WBYX,  Brooklyn, 

is  the  father  of  a  baby  girl. 

JIM  X'EAL  has  been  advanced  to chief  newscaster  of  KOME.  Tulsa. 
Okla. 

GEORGE  CASE,  formerly  producer 
of  WGX.  Chicago,  and  before  that  pro- 

gram manager  of  WCFL,  Chicago,  has 
joined  the  production  staff  of  WBBM, 
Chicago. 

VIXCEXT  HARDIXG.  announcer  of 
KWTO  and  KGBX,  Springfield.  Mo., 
will  become  a  Xaval  aviation  cadet 
Sept.  7. 

ALAX'  McFEE.  announcer  of  Ca- nadian Broadcasting  Corp..  Toronto, 
has  joined  the  Royal  Canadian  Ord- nance Corps. 

Holies  Heads  CBS  News 
EVERETT  R.  HOLLES,  former 
cable  editor  of  United  Press  in 
New  York,  has  been  named  news 
editor  of  CBS,  replacing  Matthew 
Gordon,  who  has  joined  the  OWI 
in  Washington.  Mr  Holies  has  also 
covered  world  news  abroad  and  in 
1940  accompanied  Undersecretary 
of  State  Sumner  Welles  on  his  mis- 

sion to  Europe  as  well  as  to  the 
Inter-American  Conference  in  Rio 
de  Janeiro  in  January  of  this  year. 
Lee  Otis,  formerly  news  editor  of 
WHK-WCLE,  Cleveland,  has  joined 
the  New  York  CBS  news  staff.  Ray 
McCoy,  former  assistant,  succeeds 
Mr.  Otis  and  Anthony  J.  Francis, 
Columbia  U  Journalism  School 
graduate,  has  joined  WHK-WCLE 
to  fill  the  vacancy. 

ARTHUR  MURRAY,  announcer  of 
Caimdian  Broadcasting  Corp..  Toronto 
and  Ottawa,  has  joined  the  Royal  Ca- nadian Air  Force. 
SAXDY  CAMPBELL,  cashier  of  the 
Canadian  Broadcasting  Corp..  Toront 
has  joined  the  Canadian  Armv. 

RAY  SIMMS,  formerly  announcer  of 
WCHV.  Charlottesville.  Va.  and  of 
WFAS.  White  Plains,  X.  Y..  and  Wil- liam Fariss,  recently  with  WCOP, 
Boston,  and  WSM.  Xashville.  have 
joined  the  announcing  staff  of  WOV. 
Xew  York. 
THEODORA  MORGAX,  formerly  of 
the  engineering  department  of  WOR. 
Xew  York,  has  joined  WGAC.  Au- 

gusta, Ga.,  to  conduct  a  woman's  and a  children's  program  in  addition  to doing  copywriting.  ^Nliss  Morgan  has 
conducted  a  woman's  program  on AVJHP,  Jacksonville.  She  is  studying 
for  a  commercial  operator's  license. 
SYDXEY  EIGES,  assistant  manager 
of  the  press  department  of  XBC,  on 
Aug.  1.3  became  the  father  of  a  babv 

girl. 

JACK  EPPLER.  guide  of  XBC-Chi- 
cago.  has  entered  the  X'avy  Air  Corps 
and  Robert  Oswald  and  Harry  Can- 
field  have  entered  the  Army.  Xew  mem- 

bers of  the  guide  staff  are  Peter 
Thompson,  Kenneth  Bichl  and  Edward Killeen. 

BRUCE  GRAXT  has  joined  the  an- nouncing staff  of  WHB.  Kansas  Citv. 
Mo. 
GEORGE  BOUCK,  new  to  radio,  has 
joined  the  announcing  staff  of  CHML, Hamilton,  Ont. 

EXCLUSIVE  OUTLET  for  NBC  in  ST.  LOUIS  AREA 

It  Is  225  Miles  from  KSD  to  the  Nearest  NBC  Station 

Since  »<'35  Lou.s 

,,af.ons  m          '  polls. 

\  wide  progra(TnpoPJ^^^^______J   
I    \     \  \ 

A  Distinguished  Broadcasting  Station 

Station  KSD    The  St.  Louis  Post- Dispatch POST-DISPATCH  BUILDING,  ST.  LOUIS,  MO. 

FREE  &  PETERS,  INC.,  NATIONAL  ADVERTISING  REPRESENTATIVES 

NEW  YORK                CHICAGO                ATLANTA               SAN  FRANCISCO  HOLLYWOOD 

BROADCASTING  •  Broadcast  Advertising August  24,  1942  •  Page  37 



RAY  OVINGTON,  formerly  aiinouuc- 
er  of  KOIN,  Portland,  has  joined 
KPAS,  Pasadena,  Cal. 

RUSS  JOHNSTON,  West  Coast  pro- 
gram director  of  CBS,  Hollywood,  re- 

turned to  his  desk  following  a  month's duty  with  the  Civilian  Air  Patrol. 
KILL  ARRINGTON  resigned  as  pro- 

gram director  and  chief  announcer  of 
WGBR,  Goldsboro,  N.  C,  to  join  the 
Army. 

JERRY  PIVEN  has  rejoined  the  an- 
nouncing staff  of  WDRC,  Hartford, 

Conn.,  from  WPEN,  Philadelphia. 
MEL  BURKA,  chief  announcer  and 
publicity  director,  and  Mort  Burgh, 
announcer  of  WBLK,  Clarksburg, 
W.  Va.,  have  enlisted  in  the  Army  Air 
Force  as  radio  specialists. 
JIM  RANDOLPH,  continuity  editor 
of  KVOO,  Tulsa,  is  the  father  of  a 
son.  Robert  Baum,  bookkeeper  at 
KVOO,  recently  became  father  of  a 
daughter. 
TOMMY  RUSSELL  rejoins  the  an- 

nouncing staff  of  WTAG,  Worcester, 
Mass.,  after  working  at  WKNE, 
Keene,  N.  H.,  and  WBRK,  Pittstield. 
Mass.  Tony  Randall,  former  WTAG 
announcer,  is  understudying  the  male 
lead  in  Ethel  Barrymore's  The  Corn Is  Green. 

DEL  KING,  Hollywood  network  an- 
nouncer and  formerly  casting  director 

of  Russel  M.  Seeds  Co.,  Chicago,  went 
to  Chicago  for  induction  in  the  Army. 
JOE  PARKER,  formerly  producer  of 
NBC,  Hollywood,  has  been  made  head 
of  the  new  radio  department  of  Cali- 

fornia Shipbuilding  Corp.,  Los  Angeles. 
BOB  LEMOND,  Hollywood  announc- 

er, has  been  assigned  to  the  five- 
weekly  quarter-hour  CBS  Second  Mrs. 
Burton,  sponsored  by  General  Foods 
Corp.  (Post  Bran  Flakes).  Post  was 
vacated  by  Hal  Sawyer  who  recently 
joined  the  Office  of  War  Information 
in  San  Francisco. 
NORMA  RUDE  has  been  added  to  the 
audience  mail  department  of  KGO, 
San  Francisco. 

JOHN  LAURENCE,  baritone,  for- 
merly of  KGO,  San  Francisco,  has 

joined  the  Navy. 
WINTHROP  MARTIN,  public  rela- 

tions counsellor,  San  Francisco,  has 
been  engaged  to  handle  all  public  re- 

lations and  publicity  for  KYA,  that city. 

GENE  DALY,  formerly  publicity  di- 
rector for  the  State  of  Indiana  and 

before  that  of  the  UP  in  Indianapolis 
and  Chicago,  has  joined  the  news  staff 
of  WBBM,  Chicago. 

I  BBC  RECORDS  AWARD 

I  Amarilla    Boy's   Big  Moment '  Sent  Over  Via  Disc  

INTERVIEW  with  Jimmie  Daley, 
22-year-old  Amarillo,  Tex.,  mem- 

ber of  the  RAF  Eagle  Squadron, 
was  broadcast  by  KGNC,  Amarillo, 
shortly  after  the  local  boy  had  been 
decorated  with  the  Distinguished 
Service  Cross.  Through  cooperation 
of  BBC,  the  program  had  been 
transcribed  in  England,  and  the 
record  sent  to  America. 

After  the  broadcast,  KGNC  pre- 
sented the  record  to  the  pilot's mother.  The  interview  told  of 

Daley's  flights  over  Germany.  He 
has  made  72  trips,  has  three  con- 

firmed victories,  two  probable.  Now 
an  RAF  Flight  Commander,  the 
Amarillo  lad  had  been  rejected  by 
the  U.  S.  Army  Air  Force  because 
of  color  blindness. 

KQV,  Pittsburgh,  and  WHJB,  Greens- 
burg,  Pa.,  both  owned  by  H.  J.  Bren- nen,  have  aijpointed  Spot  Sales  Inc., 
as  exclusive  national  sales  represen- tative. 

Cooper  Quits  at  KDKA 
For  News  Post  at  NBC 

JOHN  M.  COOPER,  publicity  di- 
rector of  KDKA,  Pittsburgh,  has 

resigned  to  join  the  news  and  spec- 
ial events  departments  of  NBC  in 

New  York,  and  John  F.  Murray, 
formerly  of  WCAE,  Pittsburgh,  has 
been  appointed  to  replace  him.  Mr. 
Cooper  had  been  with  the  Westing- 
house  Pittsburgh  station  two  vears, 
after  serving  as  news  editor  of 
WBZ,  Boston.  The  new  publicity  di- 

rector has  held  similar  positions  on 
WJAS  and  WCAE,  Pittsburgh.  Be- 

sides handling  publicity,  he  will  as- 
sist in  sales  promotion. 

WRVA's  Honor  Roll 
TWO  more  members  of  the  WRVA, 
Richmond,  Va.,  staff  took  the 
oath  as  members  of  the  armed 
services,  bringing  to  15  the  num- ber from  this  station  serving  in 

the  war.  Claiming  another  "first", WRVA's  Emily  Trevillian,  of  the 
reception  department,  was  sworn 
in  as  an  officer  candidate  in  the 
WAAC,  with  Lt.  W.  H.  Hendrix 
doing  the  honors,  while  Lt.  Chas. 
L.  Kessler  administered  the  oath 
as  a  lieutenant  of  the  Navy  to 
Public  Relations  Director  Walter 
R.  Bishop.  Auxiliary  Trevillian  re- 

ports to  Des  Moines  Aug.  24  and 
Lt.  Bishop  is  due  in  uniform  Sept. 
9. 

Bartlett  Promoted 
PROMOTION  of  Maj.  Theodore  L. 
Bartlett  to  rank  of  Lieutenant  Col- 

onel in  the  Army  Air  Force  was 
announced  in  orders  issued  this 
month.  Col.  Bartlett  took  indefinite 
leave  from  his  post  as  principal 
legal  administrator  of  the  FCC 
last  January  and  was  commissioned 
a  major  in  the  communications 
branch  of  the  Air  Force. 

Dickson  Joins  Marines 
JOHN  PAUL  DICKSON,  formerly 
MBS  correspondent  in  Berlin,  who 
returned  to  this  country  recently  on 
the  Drottingholm  after  six  months 
internment  in  Germany,  has  joined 
the  Marines.  He  is  now  awaiting 
his  lieutenant's  commission. 

IN  HONOR  of  Wynn  Wright,  re- 
cently appointed  NBC  eastern  divi- sion production  manager,  NBC  gave 

a  dinner  at  the  "21"  Club  in  New 
York  last  Thursday  for  members  of 
the  press.  Host  was  C.  L.  Menser, 
NBC  vice-president  in  charge  of  pro- 

grams. 

SHOES 

""""ERr  BEER 

RlfHfiAfFrs 

1 1^1941  *'®ners 

Fnc    IV  T 

,,,,  "^'-OROS 

v.«i,.r"°  I  marka"l»"x>  -Kusic  '..11°°  [ 

10.000     WATTS,     NIGHT     AND  DAY 

y»r    HIGH    FIOILITY  STATION NEW  VOX 

No  Penny 

Pinehers 

Winston-Salem  wage  earners  are  well 
paid,  are  sure  of  their  jobs  and 
spend  freely.  A  campaign  on  WAIR 
will  convince  you  that  these  good 
people  like  the  good  programming 
of  this  good  station. 

WAIR 

Winston-Saletn,  North  Carolina 
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WimHELL  AT  TOP 

IN  HOOPER  RATING 

AGAIN  in  the  lead  on  the  Aug.  15 
list  of  Hooper  "First  15"  national 
program  ratings  is  Walter  Winchell 
with  a  rating  of  17.5,  followed  by 
Kay  Kyser  with  13.2,  Mr.  District 
Attorney  with  12.3,  and  Frank 
Morgan  in  fourth  place  with  11.7. 
The  other  11  top  evening  program.*, 
in  the  following  order  are  Informa- 

tion Please,  Rudv  Vallee,  Star 
Spangled  Vaudeville,  Take  It  or 
Leave  It,  Music  Hall,  Your  Hit  Pa- 

rade, How'm  I  Doin'?,  Saturday Nite  Serenade,  Adventures  of  the 
Thin  Man,  Major  Bowes  and  One 
Man's  Family. 

Hooper  program  ratings  on  the 
Pacific  Coast  for  the  month  of  July, 
covering  coincidental  measurement 
of  audiences  west  of  the  Rockies 

show  the  following  "Top  10"  shows: Walter  Winchell,  Frank  Morgan, 
Kay  Kyser,  Take  It  or  Leave  It, 
One  Man's  Family,  Adventures  of 
the  Thin  Man,  Mr.  District  Attor- 

ney, Major  Bowes,  Richfield  Re- 
porter and  Poiyit  Sublime.  Absent 

on  vacation  are  these  shows,  which 
ranked  among  the  "Top  10"  in  the 
June  Hooper  Pacific  program  rat- 

ings: Bob  Hope,  Fibber  McGee,  The 
Aldrich  Family,  Burns  &  Allen  and 
Radio  Theatre. 

With  the  August  15  national  and 
July  Pacific  ratings.  Hooper  also 
announced  that  the  "Continuous 
Radio  Use  Index"  stands  at  20.3, 
up  0.3  from  the  July  30th  report, 
and  up  3.1  from  the  corresponding 
report  of  last  year.  The  "Network 
Program  Audience  Index"  is  6.5, down  0.2  from  fifteen  days  ago,  but 
up  1.3  from  last  year.  55  programs 
showed  losses  of  audience  since  the 
July  30th  report,  3.9  showed  gains, 
where  7  were  unchanged. 

Western  Canada  Group 

Effects   Manager  Shifts 
F.  H.  (Tiny)  ELPHICKE,  of 
CJRC,  Winnipeg,  Frank  Squires,  of 
CKWX,  Vancouver,  and  Gerry 
Gaetz,  of  CKCK,  Regina,  are 
changing  places  as  managers  of 
these  Western  Canada  stations  ef- 

fective Sept.  1.  Elphicke  goes  to 
CKWX,  Vancouver;  Squires  re- 

turns to  CJCS,  Stratford,  Ont.,  and 
Gaetz  goes  to  CJRC.  No  successor 
to  Gaetz  at  CKCK  has  been  .in- 
nounced  as  yet. 

Elphicke's  move  to  Vancouver 
marks  his  return  to  his  first  home- 

town in  Canada  where  he  came  in 
1920  from  England  with  his  par- 

ents. In  radio  since  1931,  he  has 
been  a  station  manager  since  1933 
at  CFAC,  Calgary,  going  from 
there  in  1936  to  the  Taylor,  Pear- 

son &  Carson  organization  to  CJCA, 
Edmonton,  and  in  September,  1940, 
moving  to  CJRC,  Winnipeg,  as 
manager. 
Frank  Squires,  manager  of 

CKWX,  since  January,  1941,  had 
previously  been  manager  of  CJCS, 
Stratford,  of  which  he  is  part  own- 

er. Gerry  Gaetz  was  manager  of 
CJOC,  Lethbridge,  Alta.,  before  go- 

ing to  CKCK,  Regina. 

'Town  Meeting'  Shifted 
WITH  the  start  of  the  Coca  Cola 
program  Spotlight  Bands  on  the 
BLUE  Sept.  21  in  the  Monday 
through  Saturday  9  :30  p.m.  spot,  the 
BLUE  will  .shift  the  Thursday  eve- 

ning broadcasts  of  America's  Town 
Meeting  of  the  Air  from  9-9 :55  p.m. 
to  8:30-9  p.m.,  effective  Sept.  24. 

Where  the  Roar  of 

Riveting  Hammers 

Merges  With  the 

Whir  of  Harvesters 

"Something  new  has  been  added"  — 
HUGE  INDUSTRIAL  PAYROLLS— to 
the  WOW-Land  Market. 

NowWOW-Land  is  an  embryonic  Pitts- 
burgh—  plus  The  Breadbasket  of  the 

World  —  all  in  one  chunk. 

Your  WOW-Land  customers  now  in- 

clude both  the  Iowa  farmer  who's  raising 
$14.00  hogs,  and  the  Omaha  workman 

who's  building  bombers  for  $14.00  a  day 
in  wages. 

Huge  multi-million-dollar  plants  have 
sprung  up  in  WOW-Land.  These  are  ex- 

actly what  WOW-Land  has  needed  to 

The  Only  NBC  Station  in  Nebrasica 

BALANCE  the  Great  Plains  market.  In 
happier  years  to  come  these  huge  plants 
will  convert  raw  materials  from  WOW- 
Land  farms  to  consumer  goods.  The  goal 
of  Farm  Chemurgy  is  in  sight! 

Now  is  the  time  to  invest  advertising 
dollars  in  WOW-Land — both  for  the  im- 

mediate return — and  with  an  eye  to  the 

future.  You'll  reap  a  rich  harvest  in  the 
276  counties  covered  by  WOW  alone  at 
a  cost  less  than  any  combination  of 
stations. 

JOHN  BLAIR  CO.,  Representatives 

John  J.  Gillin,  Jr.,  Gen'I  Manager  -k  Owned  and  Operated  by  the  Woodmen  of  the  World  Life  Insurance  Society 
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NORMAN  BLACKBURN,  Hollywood 
publicity  director  of  J.  Walter  Thomp- 

son Co.,  has  been  appointed  assistant 
talent  buyer  and  aide  to  Daniel  Dank- 

er, Southern  California  vice-president 
in  charge  of  radio.  Post  was  vacated 
on  resignation  of  Paul  Richenbacher, 
who  reportedly  will  join  MGM  in  an 
executive  capacity.  Harry  Kerr,  writ- 

er on  the  weekly  CBS  Lux  Radio 
Theatre,  has  taken  over  Blackburn's duties. 

LESTER  SCHROEDER,  formerly 
timebuyer  of  Compton  Adv.,  New 
York,  and  before  that  of  Blaekett- 
Sample-Hummert,  New  York,  on  Aug. 
10  joined  B-S-H,  Chicago,  as  assis- 

tant to  James  J.  Neale,  timebuyer. 

.JOHN  GUEDEL,  writer-producer  of 
NBC  People  Are  Funny,  sponsored  by 
Brown  &  Williamson  Tobacco  Corp., 
Louisville,  and  formerly  writer  of  the 
Hal  Roach  Studios,  has  been  appointed 
manager  of  the  Hollywood  office  of 
Russel  M.  Seeds  Co. 

WILBUR  C.  JEFFRIES,  head  of  W. 
C.  .leffries  Co.,  Los  Angeles  agency,  has 
returned  to  his  desk  after  conferring 
with  clients  in  Chicago  and  Toronto. 

PLUMMER  WHIPPLE,  formerly 
with  N.  W.  Ayer  &  Son,  Philadelphia, 
has  joined  the  staff  of  Earle  A.  Buck- 

ley Org.,  Philadelphia  agency. 

WALTER  J.  WEIR,  vice-president 
and  copy  chief  of  Lord  &  Thomas. 
New  York,  has  resigned  and  will  not 
announce  his  future  plans  until  after 
he  has  taken  a  vacation  trip. 

RICHARD  BARRETT.  formerly 
partner  in  Sherman  K.  Ellis  &  Co., 
New  York,  has  joined  A.  &  S.  Lyons 
Inc..  talent  agency,  to  handle  the 
firm's  radio  program  and  talent  divi- sion in  Los  Angeles. 

J!^  Look  at 

the  RE 

C.  G.  Younggreen 

CHARLES  G.  YOUNGGREEN, 
51,  executive  vice-president  of 
Reincke-Ellis-Younggreen  &  Finn, 
Chicago  agency,  died  of  a  heart  ail- 

ment Aug.  19  in  St.  Luke's  Hos- 
pital, Chicago.  Formerly  he  was 

publisher  of  the  Kansas  Farmer. 
During  World  War  I  he  was  an 
aviator  with  both  the  Royal  Flying 
Corps  and  the  U.  S.  Army  Air Corps. 

TOM  HARRINGTON,  New  York 
vice-president  and  radio  director  of 
Young  &  Rubicam,  has  returned  to 
his  desk  after  Hollywood  conferences 
on  Fall  plans  for  the  weekly  NBC 
Jack  Benny  Show,  resuming  Oct.  4 
under  sponsorship  of  General  Foods Corp. 

DOUGLAS  S.  CLARK,  former  assis- 
tant media  director  of  Campbell-Ewald 

Co.  of  New  York,  has  been  named  as- 
sistant advertising  director  of  Sea- 

gram-Distillers Corp.,  New  York. 
BILL  LAWRENCE,  Hollywood  ra- dio director  of  Pedlar  &  Ryan  Inc., 
has  returned  to  his  desk  following 
New  York  conferences  with  agency 
executives  on  West  Coast  originating 
shows. 
HERCHEL  WILLIAMS,  former 
vice-president  and  director  of  daytime 
radio  programs  of  RuthrafE  &  Ryan, 
New  York,  has  been  appointed  a  cajj- tain  in  the  Army. 

Printed  Questionnaires 

Bring   FTC  Complaint 
THE  Federal  Trade  Commission 
has  issued  complaints  against  a 
group  of  individuals  who  alleged- 

ly are  sending  out  questionnaires 
which,  on  the  face,  appear  to  come 
from  the  Government.  The  FTC 
complaints  allege  information 
sought  from  the  questionnaires  are 
for  use  of  credit  houses  in  trac- 

ing down  debtors  and  that  many 
employers  return  information 
sought  only  because  they  consider 
it  a  Government  request. 

Respondents  named  in  the  com- 
plaints are  Michel  Lipman  and 

Jack  Silverman,  trading  as  Chief 
Statistician  and  as  J.  Silverman  & 
Associates,  San  Francisco,  and  Leo 
Greenberg,  trading  as  Bureau  of 
Research,  Reclassification  Depart- 

ment, Los  Angeles.  William  E. 
Spicer,  Bond  Bldg.,  Washington  is 
named  respondent  in  each  com- 

plaint. Cards  sent  out  by  this  group 

gave  the  return  address  of  "Chief Statistician,  Bond  Bldg.,  Washing- 
ton". The  group  has  no  association 

with  the  Government,  it  was  said 
in  the  FTC  complaints. 

nno  Gompfinv 
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Maloney  Is  Merged 

In  Newell -Emmett 
Entries  Into  Service  Lead 

To  Agency  Consolidation 
T.  J.  MALONEY  Inc.,  and  Newell- 
Emmett  Co.,  both  of  New  York, 
last  week  announced  consolidation 
under  the  name  of  Newell-Emmett, 
with  that  agency's  headquarters 
serving  as  offices. 

Merger,  which  took  place  Aug.  1, 
had  been  under  consideration  for 
several  months  in  view  of  the  deci- 

sion of  T.  J.  Maloney,  president,  to 
join  the  Navy.  The  change  had 
been  delayed  by  a  serious  automo- 

bile accident  from  which  Mr.  Ma- 
loney has  now  virtually  recovered. 
Personnel  Moved  In 

It  is  expected  that  Mr.  Ma- 
lonely  will  become  a  partner  of 
Newell-Emmett  on  his  return  from 
service  and  that  Frank  Gilday, 
treasurer  and  account  executive  of 
T.  J.  Maloney  Inc.,  already  with 
the  armed  forces,  will  also  join 
the  merged  firm  on  his  return. 

Personnel  from  the  Maloney 
agency  continues  to  service  the 
Maloney  accounts  at  Newell-Em- 

mett, which  include:  Sherwin  Wil- liams Co.,  Cleveland  (paints)  ; 
Walter  Kidde  &  Co.,  Bloomfield, 
N.  J.  (fire  extinguishers) ;  Rohm 
&  Haas  Co.,  Philadelphia  (plas- 

tics) ;  Resinous  Products  &  Chemi- 
cal Co.,  Philadelphia  (chemicals)  ; 

Wabash  Photolamp  Corp.,  Brook- 
lyn (photolamps) ;  Thiokol  Corp., 

Yardville,  N.  J.  (synthetic  rub- 
ber) ;  Resistoflex  Corp.,  Belleville, 

N.  J.  (gloves,  tubing,  hose,  ap-  • 
rons) ;  and  Barclay  Mfg.  Co.,  New York. 

Stan  Shaw  to  WINS 

STAN  SHAW,  formerly  m.c.  of 
Milkman's  Matinee  on  WNEW, 
New  York,  has  joined  WINS,  New 
York,  where  he  will  conduct  his 
first  daytime  program  in  conjunc- 

tion with  Don  Dunphy,  sports  an- 
nouncer. The  pair  will  be  heard 

daily  in  a  four-hour  show  given 
over  to  the  sale  of  War  Bonds  and 
Stamps  for  the  Treasury.  Shaw 
will  serve  as  m.c,  and  recorded 
music  will  be  used,  with  Dunphy 

covering  sports  and  other  assign- ments. 

WATSON  HUMPHREY,  radio  di- 
rector of  Russel  M.  Seeds  Co.,  Chi- 

cago, has  taken  over  direction  of  NBC RereiUe  Roundup,  sponsored  by  Grove 
Labs.  He  succeeds  Jane  Force,  who 
joined  WIBA,  Madison,  Wis. 

"Doggone!  I  forgot  to  include 

WFDF  Flint  Michigan  on  my 

list." 
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GERTRUDE  M.  NYMAN 

SINCE  she  generally  signs 
 her 

correspondence  as  G.  M.  Ny- 
man,  it  is  not  unusual  for 
Gertrude  M.  Nyman,  space 

and  radio  timebuyer  of  Pacific  Na- 
tional Advertising  Agency,  Seattle, 

to  receive  letters  addressed  to  "My 
dear  Mr.  Nyman".  But  she  laughs off  the  resultant  confusion. 

No  newcomer  to  the  radio  adver- 
tising field  is  Miss  Nyman.  As  early 

as  1928,  she  was  buying  radio  time 
and  one  of  the  first  programs  on 
NBC  Pacific  Coast  network,  the 
Contented  Hour,  sponsored  by  Car- 

nation Co.,  Milwaukee,  was  placed 
by  her  for  that  firm.  Before  radio 
entered  the  advertising  picture  she 
was  an  experienced  buyer  of  news- 

paper and  magazine  space  and  is 
thoroughly  familiar  with  all  media. 

Miss  Nyman  joined  the  Izzard 
Co.  (now  Pacific  National  Adv. 
Agency)  some  22  years  ago.  Work- 

ing as  office  girl,  traffic  manager 
and  in  various  other  capacities,  she 
has  to  her  credit  the  longest  period 
of  continuous  service  of  any  mem- 

ber on  that  agency's  staff,  and  a background  of  experience  that  well 
qualifies  for  responsibilities  should- 

ered today. 
Following  a  policy  of  visiting 

principal  stations  across  the  conti- 
nent, Miss  Nyman  has  acquainted 

herself  personally  with  their  facili- 
ties and  commercial  departments, 

thus  establishing  a  reputation  of 
being  one  of  the  best  informed  time- 
buyers  in  the  West.  She  has  suc- 

cessfully bought  time  for  such  well 
known  national  and  regional  ac- 

counts as  Fisher  Flouring  Mills 
Inc.,  Washington  Cooperative  Egg 
&  Poultry  Assn.,  Oregon-Washing- 

ton-California Pear  Bureau,  North- 
west Cherry  Bureau,  Kirsten  Pipe 

Co.,  Carnation  Co.,  National  Groc- 
ery Co.,  Seattle  First  National 

Bank,  Hansen  Baking  Co. 
Her  recreation  is  gardening,  but 

once  a  year  she  scrapes  trowel  and 
spade  clean  to  vacation,  and  travels 
across  country  on  a  proverbial  "ra- 

dioman's holiday"  widening  ac- quaintance in  the  media  field. 

Rexall  Spots  In  November 

UNITED  DRUG  Co.,  Boston  (Rex- 
all products)  will  start  its  au- 

tumn Rexall  Parade  of  Stars  on 
behalf  of  its  semi-annual  one-cent 
sale  on  Nov.  1,  following  with  other 
discs  Nov.  3,  5  and  7,  according  to 
Spot  Broadcasting,  placing  for 
Street  &  Finney,  New  York.  It  was 
incorrectly  stated  in  the  Aug.  10 
Broadcasting  that  the  spots  would 
be  carried  in  September. 

Tells  AFM  Side 
RADIO  was  utilized  by  J.  K. 
(Spike)  Wallace,  president  of  Los 
Angeles  Musicians  Mutual  Protec- 

tive Assn.,  Local  47,  to  give  the 
AFM  side  of  the  current  recording- 
transcription  ban,  over  KPAS, 
Pasadena,  Cal.,  on  Aug.  10  during 
the  program.  Our  Daily  Bread, 
sponsored  by  the  CIO.  Defense 
argumients,  according  to  general 
opiinon,  were  as  propagandistic  as 
those  which  union  supporters  con- 

tend have  been  given  by  radio  and 
recording  interests. 

TWO  'E'  FIRMS  AIR 

CEREMONY  OiV  BLUE 

TWO  MORE  war  plants  to  buy 
time  on  BLUE  to  broadcast  cere- 

monies in  connection  with  the  re- 

ceipt of  the  Army-Navy  "E"  for excellence  in  production  are: 
Jenkins  Bros.,  Bridgeport,  Conn., 
valve  manufacturers,  and  Gilbert- 
Barker  Mfg.  Co.,  West  Springfield, 
Mass. 

Jenkins  Bros,  aired  a  half-hour 
on  45  BLUE  stations  Aug.  19  in 
a  program  featuring  addresses  by 
navy,  state,  city  and  company  offi- cials. Agency  for  the  company  is 
Horton-Noyes,  Providence. 
The  entire  network  was  used 

Aug.  21  by  Gilbert-Barker  for  a 
half-hour  program  of  a  similar 
nature.  Agency  is  McCann-Erick- 
son.  New  York. 

These  are  the  fourth  and  fifth 
companies  to  purchase  single-time broadcasts  on  BLUE  for  award 
ceremonies  [Broadcasting,  Aug. 
17,  1942]. 

AGEICY 

jn'pp&ifittnefCh 

MUZAK  CORP.,  New  York,  wired  music 
company  supplying  hotels,  restaurants, 
apartment  houses,  factories  and  war  plants, 
to  Erwin,  Wasey  &  Co.,  N.  Y. 
GARRETT  Corp.,  Inglewood,  Cal..  thru 
J.  Walter  Thompson  Co.,  Los  Angeles. 
I.  V.  C.  WINERIES,  Guasti,  Cal.  (wine) 
thru  Dan  B.  Miner  Co.,  Los  Angeles. 
John  C.  Morse,  account  executive. 
PIERCE'S  PROPRIETARIES.  Buffalo  (Dr. 
Pierce's  Golden  Medical  Discovery,  Dr. 
Pierce's  Favorite  Prescription)  to  Duane 
Jones  Co.,  New  York.  Extensive  radio 
campaign  starting  Oct.  1. 
BAYOU  STATE  OIL  Corp.,  Shreveport. 
La.,  to  Joe  H.  Langhammer  &  Assoc., 
Shreveport. 

Correction 
IT  WAS  incorrectly  stated  in  the 
Auk.  17  Broadcasting  that  the  ageu- 
e.v  handling  the  Benson  &  Hedges  ac- count on  BLUE  was  Maxon  Inc.,  New 
York.  The  agency  is  Duane  .Jones  Co. New  York. 

92.6^  of  all  homes  in  this  area 

are  equipped  with  radios  to  re- 

ceive WSPD's  18-hr.  daily  service 

of  listenable  local  and  NBC  programs. 

19  21  .  .  .  tHE 

Represented    Nationally    by  KATZ 
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WHEN  YOU  SEE 

YOU'LL  SEE  A 

LOWER  COST  THAN  WTAM'S 

J. 000073  FAMILY 

Compare  WTAM  for^'cosf  per  listener".  Divide  the  15 

Minute  Daytime  Rate  of  each  Cleveland  Station  by 

the  number  of  families  each  claims  in  its  Primary 

Area.  Then,  go  a  step  further.  Study  the  Surveys. 

Look  at  the  number  of  aciual  listeners  each  Station 

has,  all  day,  all  night,  all  week.  WTAM  "adds  up". 

The  ""/owesf-cosf-per-ear"  Station  in  Cleveland.  The 

first  choice  of  smart  network,  spot  and  local  time 

buyers  .  .  .  coast  to  coast. 

50,000  WATTS 

NBC  RED  NETWORK 

OWNED  AND  OPERATED  BY  NBC CLEVE 

CONTROL.^ 

i  ROOM 

RAYMOND  E.  FULEIHAN,  former- 
ly a  consulting  radio  engineer  in  New 

Yorlv  City,  has  joined  the  staff  of 
John  Barron,  Washington  consulting 
engineer. 
GEORGE  HANNA,  formerly  engineer 
of  WHBF,  Rock  Island,  111.,  has  been 
commissioned  a  second  lieutenant  in 
the  Army  Signal  Corps  at  Camp 
Shelby,  Miss. 

HOWARD  W.  COURTNEY  and  Ad- 
rian B.  Cros.sley  are  recent  additions 

to  the  control  room  staff  of  WKZO, 
Kalamazoo,  Mich. 

BOB  MONTGOMERY,  local  resident, 
has  joined  the  control  staff  of  WBIG, 
Greensboro,  N.  C.  Harold  Smith  is 
now  chief  control  oiierator. 

MATTHEW  J.  HOFFMAN,  formerly 
with  WMAM.  Marinette,  Wis.,  and 
WMI.  Lorain,  O.,  has  become  control 
operator  of  WSBA,  York,  Pa. 

HERVEY  FRITCH  has  joined  the 
transmitter  engineering  staff  of  KGO, 
San  Francisco,  replacing  Richard 
Parks  .Jr.,  now  a  flight  lieutenant  in 
the  Army  Air  Force. 

MRS.  C.  E.  ANTHONY,  formerly  of 
WGTC,  Greenville.  N.  C,  has  joined 
WTAR,  Norfolk,  Va.,  as  control  oper- 

ator and  secretar.y  to  J.  L.  Grether, 
station  technical  director. 

CLARK  CASEY,  sound  effects  tech- 
nician of  KNX,  Hollywood,  has  joined 

the  Army  and  is  stationed  at  Santa 
Ana,  Cal. 

-TIM  ZIMMERMAN,  apprentice  oper- 
ator of  WIBW,  Topeka,  is  engaged 

to  Louise  Pogson  of  the  WIBW  sec- 
retarial staff. 

ANN  PACZKOWSKI.  now  control 
operator  of  CHML.  Hamilton,  Ont., 
IS  the  first  girl  technician  to  be  em- 

ployed by  the  station. 
LOUIS  TULCHIN.  chief  engineer  of 
WBRW.  Welch,  W.  Va..  has  joined 
the  Army  Signal  Corps. 
SAM  COOK  and  .Joe  Roeder.  both  new 
to  radio,  have  joined  KOY,  Phoenix, as  relief  engineers. 

W.  .JOSEPH  AUSTEN,  engineer  of 
WELI,  New  Haven,  has  been  commis- 

sioned a  second  lieutenant  in  the  Army 
Air  Force,  to  be  stationed  at  Max- well Field,  Alabama. 

WELLS  CHAPIN,  engineer  of  KWK. 
St.  Louis,  has  been  appointed  chair- 

man and  radio  aide  of  the  War  Emer- 
gency Radio  Service  Committee  of  Ci- 
vilian Defense  for  the  St.  Louis  area. 

ARTHUR  SEATON  engineer  of 
KSAL,  Salina,  Kan.,  is  now  employed 
by  a  construction  company  erecting 
an  air  base  near  Salina. 

Capt.  Page  to  London 
CAPT.  E.  C.  PAGE,  former  part- 

ner in  the  consulting  engineering 
firm  of  Page  &  Davis,  has  been 
transferred  to  London  and  is  as- 

signed to  headquarters  of  the  Com- 
manding General  of  United  States 

Forces  in  Europe.  Also  at  head- 
quarters is  Lt.  Com.  Harry  C. 

Butcher,  former  CBS  vice-presi- 
dent in  Washington,  who  is  aide 

to  the  Commanding  General,  Lt. 
Gen.  Dwight  Eisenhower. 

REPRfSIHTED  MATIOHAllY  W/7  BY  SPOT  SALES  OFFICES 

NELSON  ROCKEFELLER,  Coordi- 
nator of  Inter-American  Aifairs,  on 

Aug.  23  was  intermission  speaker  on 
the  Columbia  Broadcasting  Symphony 
concert  program  3-4  :30  p.m.  His  topic 
was  "Latin  America  and  the  United 

Nations". 

TRYING  OUT  Army  equipment 

before  entering  officer's  training- 
school  of  Women's  Army  Auxili- 

ary Corps  at  Fort  Des  Moines 
seems  to  be  fun  for  Reva  Startzer, 
who  resigned  as  secretary  to  Man- 

ager Hugh  B.  Terry  of  KLZ,  Den- 
ver, to  accept  her  appointment.  Ob- 

liging chauffeur  is  Pvt.  Jack  New- 
berry, of  Lowry  Field,  Denver. 

Boundy  Commissioned 
GLENN  BOUNDY,  chief  engi- 

neer of  the  West  Virginia  Broad- 
casting Co.,  who  has  been  direct- 

ing construction  of  the  new  50,- 
000-watt  transmitter  of  WWVA, 
Wheeling,  was  commissioned  a  first 
lieutenant  in  the  Army  Signal 

Corps.,  stationed  at  Fort  Mon- mouth, N.  J.  Mr.  Boundy  is  the 
eleventh  member  of  the  WWVA 
staff  to  enter  the  armed  forces. 

KDKA-AFRA  Dicker 
AMERICAN  Federation  of  Radio  Ar- 

tists and  the  management  of  KDKA, 
Pittsburgh,  are  negotiating  a  con- 

tract for  the  station's  staff  announc- 
ers following  certification  by  the  Na- tional Labor  Relations  Board  of 

AFRA  as  collective  bargaining  agent 
for  the  group.  NLRB  issued  its  order 
after  a  payroll  check  had  shown  all 
eight  KDKA  staff  announcers  to  be 
AFRA  members. 

OK 

TO 

LINGO 

FOR  AM-FM 
Lingo  AM  and  FM radiators  are  creating 

new  performance 
records  throughout  the 

broadcasting  field.  Im- 
proved designs  and 

exclusive  features  are 
responsible  for  their 
high  efficiency,  unex- celled stability  and 
low  maintenance  cost. 

LOOK  TO  LINGO— for  proven,  factual 
information  on  mod- ern antenna  aystems. 

S5*^^nRADIAT0RS 

JOHN  E.  LINGO  &  SON,  INC.,  CAMDEN,  N.  J. 
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M^'cckandt^tn^  &  J^tomotlon 
How  Advertising  Works — Saved  the  Crop — With  Books — 

Bundles  of  Beauty — Fair  Enough 

TO  ASCERTAIN  the  effec
t  of 

its  trade  paper  advertising  in 
advertising  circles  as  well  as 
get  a  name  for  its  trade  char- 

acter, a  fat  lady,  WNAX,  Yankton, 
N.  D.,  recently  offered  $300  in  War 
Bond  prizes  for  the  best  name  sub- mitted for  the  character. 

The  contest  advertising  carried 
no  call  letters  so  contestants  had 
to  know  where  to  send  their  entries 
— the  fat  lady  being  their  only 

I clue.  Proof  that  previous  ads  had been  seen  and  remembered  was 
found  in  the  thousand  and  more 
names  received,  the  station  reports. 

The  fat  lady  is  now  "Big  Aggie" 
— name  submitted  by  Walt  Ras- 
chick  of  Knox  Reeves  Advertising 
Inc.,  Minneapolis.  Walt  received 
$150  in  War  Bonds  as  first  prize. 
Second  prize  of  $100  in  War  Bonds 
went  to  Edwin  R.  Veleber  of  Fuller 
&  Smith  &  Ross,  New  York.  J.  E. 
Spurrier,  advertising  manager  of 
the  Columbus  Dental  Mfg.  Co., 
Columbus,  0.,  took  the  $50  War 
Bond  third  prize. 
"Big  Aggie"  will  continue  in 

WNAX  advertising  prepared  by 
Allen  &  Reynolds  Inc.,  Omaha. 

Signs  at  Nedicks 

VERSATILE  s  i  x  -  c  o  1  o  r,  silk- 
screened  display  calling  attention  to 
Today's  Baseball  broadcasts  on 
WHN,  New  York,  has  been  placed 
in  each  of  the  120  refreshment 
stores  of  Nedick's,  sponsor  of  the 
show.  It  is  estimated  that  the  ex- 

hibits will  be  seen  by  over  a  half- 
millTon  patrons  each  day.  Made  of 
heavy  cardboard,  the  display  has  a 
removable  slide  panel,  and  as  the 
sponsor  turns  from  baseball  to 
other  types  of  programs  during  the 
winter,  copy  on  the  insertion  can 
be  changed  accordingly. 

*      *  * 

How  Crop  Was  Saved 

KVOO,  Tulsa,  is  mailing  a  letter 
to  timebuyers,  agency  executives, 
and  station  representatives  enclos- 

ing the  Oklahoma  A  &  M  Exten- 
sion News,  describing  in  detail  how 

the  station  was  instrumental  in 
saving  a  $100,000  strawberry  crop 
the  Government  had  purchased  for 
lend-lease  shipment.  Previously  ad- 

vertised in  Broadcasting,  July  27, 
KVOO  has  directed  movements  of 
pickers  through  announcements  on 
Rural  Route  1170,  a  regular  sta- 

tion feature. 

Bookstore  Displays 

COINCIDENT  with  the  drive  by 
Grosset  &  Dunlap,  publishers  of 
Kitty  Foyle,  KQW,  San  Francisco, 
has  arranged  with  several  local 
book  stores  to  display  counter  cards 
promoting  the  book,  by  calling  at- 

tention to  Stories  America  Loves, 
General  Mills'  program,  which  is 
currently  serializing  Christopher 
Morley's  Kitty  Foyle. 

Photo  Contest 
TO  MARK  fulltime  membership  as 
an  MBS  affiliate,  effective  Sept.  15, 
WHK,  Cleveland,  is  conducting  an 
amateur  photographic  contest  for 
employes  of  Mutual  stations.  Sub- 

ject matter  is  limited  to  broad- 
casting. First  prize  is  a  $50  War 

Bond. 

Fight  Series  Stunt 
CHML,  Hamilton,  Ont.,  uses  tran- 

scriptions of  previous  fights  to  pub- 
licize the  Gillette  Cavalcade  of 

Sports  blow-by-blow  boxing  series. 
The  control  department  records  the 
last  round  of  every  fight  and  the 
records  are  played  as  plugs  for 
the  next  fight  broadcast. 

WCKY  Contest 
CONTEST  sponsored  by  WCKY, 
Cincinnati,  to  pick  "Miss  Greater 
Cincinnati",  on  a  basis  of  health, 
beauty,  and  talent,  shattered  house 
records  in  the  large  downtown 
theater  where  finalist  judging  oc- 

curred. Winner  was  Miss  Barbara 
Patterson,  18-year-old  model  and 
dancer.  With  promotion  tied  closely 
with  the  war  effort,  the  100  girls 
who  took  r>»rt  acted  as  hostesses 

for  service  men  at  a  "Cincinnati 
Canteen  Night",  participated  in  a 
tableau  for  "Smokes  for  Service 
Men"  show  which  attracted  6,500 
persons,  and  assisted  in  the  sale of  War  Stamps. 

From  the  Fair 
WLS,  Chicago,  is  taking  part  in 
the  Wisconsin  State  Fair  in  Mil- 

waukee, Aug.  22-28,  broadcasting 
farm  and  news  programs  from  the 
WLS  -  Prairie  Farmer  Magazine 
tent  on  the  fairgrounds.  Check 
room  and  picnic  tables  are  fur- nished for  fair  visitors  in  the  WLS 
tent  where  morning  and  afternoon 
stage  shows  are  presented  by  the 
Prairie  Ramblers  and  a  girl's  duo from  the  cast  of  the  National  Barn 
Dance.  Opening  night  attraction  of 
the  fair  was  the  broadcast  from 
the  fairgrounds  of  the  National 
Barn  Dance. 

Lady's  Year 
CELEBRATING  one  year  on  the 
air.  Your  Neighbor  Lady  on 
WNAX,  Sioux  City,  ̂ a.,  has  offered listeners  a  booklet  of  letters,  hints 
and  recipes  entitled  "A  Year  With 
Your  Neisrhbor  Ladv". 

^EVD
 

NEW  YORK'S  STATION  OF 
DISTINCTIVE  FEATURES 

NOW  5000  WATTS 

The  unique  position  of  WEVD  ^ith  a  large 
section  of  Metropolitan  New  York^s  radio audience  is  evidenced  by— 

( 1 ) .  The  feature  boxes  of  newspaper 
radio  program  pages 

(2.)  The  large  number  of  famous  adver- 
tisers on  the  station  continuously 

year  after  year. 
A»k    for    '*Who'a    Who    On    WEVD"    .   •  . ■enC  on  request, 

WEVD 
117-H9  West  46th  St.,   New  York,   N.  Y. 

it  MEMPHIS 

FOR  COMPLETE  COVERAGE 

0  The  Memphis  Market  is  first  in  the  South  in  total  retail  sales  .  .  .  led 
every  other  big  city  in  the  country  in  increase  in  retail  volume  for  the  12 
months  ending  February  28,  1942 — and  is  still  going  strong! 

W  R  E  C 

is  first  in  coverage  of  the  South's  biggest  and  best  trade  area  . 
listener  acceptance  .  .  .  first  in  results. 

On  your  Fall  and  Winter  schedules  include 

MEMPHIS  for  Sales— Choose  WREC  for  RESULTS 

.  first  in 

^V^OA0CA5TING5T/ir/oyv 

C.  B.  S.— 600  Kilocycles— 5000  Watts— C.  B.  S. 

Represented    nationally     by     THE     K  AT  Z  AGENCY 
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KGFW  Servicemen 
THREE  MORE  STARS  have  been 
added  to  the  "Men-in-Service"  Flag 
of  KGFW,  Kearney,  Neb.  Les  Cox, 
program  director,  and  Dave  Rob- 

erts, salesman,  are  with  the  Coast 
Guard  somewhere  in  California, 
and  Art  Kennedy,  announcer,  is  in 
the  Army.  New  additions  are:  Dick 
Behrends,  announcer,  and  Douglas 
Smith,  newscaster  and  sports  an- 

nouncer. Leonard  R.  Brown,  farm 
editor,  has  assumed  the  duties  of 
program  director,  and  Harold 
Clark,  news  announcer,  is  taking 
over  publicity  and  continuity. 

W39NY,  the  FM  station  authorized  to 
the  City  of  New  York,  was  granted 
an  extension  Aug.  18  by  the  FCC,  giv- 

ing it  until  next  Nov.  14  for  completion 
of  construction. 

Morale  Booster 

WITH  defense  workers  put- 
ting in  12  and  more  hours  a 

day  in  their  Springfield,  Vt., 
plant,  the  Fellows  Gear 
Shaper  Co.  has  set  up  a 
"Human  Relations  Division" 
under  Billy  B.  Van  to  main- 

tain morale.  A  special  build- 
ing is  being  remodeled  for 

the  department,  and  the  plant 
will  be  wired  for  day  and 
night  up-to-the-minute  news- 

casts and  "broadcasts"  fea- 
turing talent  selected  from 

plant  executives  and  person- 
nel, and  a  75-piece  employe 

band. 

Radio  Promotion 
(Continued  from  page  22) 

the  active  listening  audience  in  all 
counties  within  a  station's  signal 
area  should  be  of  great  use.  Many 
who  favored  such  a  map  felt  it  was 
the  best  type  of  map  assuming 
honesty  which  could  be  prepared. 
In  addition,  it  was  suggested  such 
a  map  could  apply  against  a  com- 

pany's specific  sales  territory. 
Census  Data 

Respondents  thought  an  inten- 
sive breakdown  of  U.  S.  Census 

data  for  the  local  area  would  be 
exceedingly  valuable  but  stations 
were  warned  against  unnecessary 
reliance  on  census  information  in 
sections  where  migration  has  ren- 

dered the  material  useless. 
Another  admitted  possibility  was 

the  monthly  indicator  of  the  trend 
in  national  spot  billings.  They 
generally  felt  that  some  of  the  in- 

formation is  already  available  but 
a  larger  picture  is  always  valu- 

able. The  interest  in  this  type  of 
research  was  not  as  great  as  in 
those  already  discussed. 

Only  three  men  had  any  specific 
recommendations  for  radio  station 
activity  during  the  war.  One  man 
reported  that  his  company  had  not 
found  that  local  shows  occasion 
deep  local  interest,  as  a  rule.  It 
was  his  contention  that  local  sta- 

tions are  seldom  as  local  as  a  news- 
paper. To  overcome  the  general 

ineptness  he  suggested  the  use  of 
more  local  activities  to  build  a 
larger  local  audience. 

Another  respondent  cited  the  ex- 
cellent response  to  a  popular  local 

program  broadcast  by  a  New  York 
station.  He  felt  that  similar  pro- 

grams could  develop  equal  interest 
in  other  cities.  The  only  other  gen- 

eral comment  forthcoming  was  a 
suggestion  that  all  broadcasters 
would  do  well  to  apply  a  lighter 
touch  to  most  presentations  since 
there  is  an  ample  abundance  of 
heavy  news  these  days. 

HOMER  GRIFFITH  Co..  Hollywood, 
.station  representatives.  ;xfter  a  lapse 
of  nine  months,  has  been  reappointed 
Pacific  Coast  representative  of  K.IBS, 
San  Francisco. 

9,218  FAMILIES 

TELL  ALL  ABOUT 

LISTENING  HABITS 

Get  latest  survey — no  cost! 
Here*s  how  to  get  next  to  the  billion- dollar  Iowa  market !  New,  impartial,  all- 
inclusive  **Summers-Whan"  Iowa  Radio 
Survey  covers  all  99  counties,  discloses 
5-year  trends  in  listening  habits  and 
preferences  as  to  stations  and  programs. 
Maps  and  facts  on  Iowa  listeners  in 
various  age  groups  and  educational 
levels— city,  small-town  and  farm.  You 
need  it  to  do  a  good  job  in  I  (»wa.  Get 
it  today!  No  cost,  no  obligation. 

Central  Broadcasting  Co., 
912   Walnut   St.,   Des   Moines,  Iowa 

DIETARY  PROGRAM 

Receives  Free  Promotion  From 

 Red  Cross  Classes  

Peggy  Cave   (left)  and  Mrs. 
Shrader 

A  SPECIAL  program,  Nutrition 
and  Your  Health  over  KSD,  St. 
Louis,  claims  one  of  the  largest 
honorary  faculties  for  that  type 
of  program.  For  100  Red  Cross 
nutrition  classes  being  conducted 
in  the  St.  Louis  area,  along  with 
the  teachers  of  the  course,  are  reg- 

ular listeners  and  offer  program 
ideas.  And  even  this  faculty  is 
supplemented  by  interested  dieti- 

cians and  nutritionists  from  near- 
by Illinois  and  Missouri. 

Each  Thursday  for  two  months. 
Let's  Talk  It  Over,  the  regular 
KSD  women's  feature,  has  brought 
Mrs.  Eugenia  Shrader,  director 
of  the  nutrition  division  of  the 
St.  Louis  Red  Cross,  to  the  micro- 

phone to  discuss  America's  aim of  keeping  healthy,  under  the  title 
Nutrition  and  Your  Health.  Sched- 

uled at  5  to  5:15  p.m.,  (CWT)  with 

an  eye  to  the  housewives'  week-end shopping,  the  program  is  carried 
out  informally,  and  features  ideas 
contributed  by  nutrition  students 
along  with  the  nutritionists  and 
dieticians  of  Missouri  and  Illinois, 
who  serve  as  unofficial  advisers. 

Although  informal,  the  program 
follows  the  general  outline  of  the 
standard  Red  Cross  nutrition 
course,  and  inquiries  of  listeners 
on  nutrition  problems  are  answered 
on  the  air  or  through  personal  let- 

ter by  Mrs.  Shrader  and  Miss  Cave. 
Spot  announcements  over  KSD  her- 

alded the  program  during  its  first 
weeks  on  the  air.  The  Red  Cross 
has  given  two-way  aid  by  featuring 
announcements  of  the  program  be- 

fore its  nutrition  classes,  and  run- 
ning notices  in  the  St.  Louis  chap- 
ter paper  and  in  the  Missouri 

dieticians  journal. 

'Shadow'  Rights  Acquired 

DRAMATIC  RIGHTS  to  The  Shad- 
ou%  which  I'eturns  to  MBS  this  fall  as a  live  show,  have  been  acquired  from 
Street  &  Smith,  publishers,  by  Lew 
Cantor  and  Hugh  Skelley,  producers. 
Series,  which  is  currently  aired  on  var- ious stations  in  transcriptions  issued 
by  Charles  Michelson  Inc.,  New  York, 
will  be  adapted  into  a  stage  play 
by  the  producers. 

Georgia's  Most 

POTENT 

''Spot  Market''  DV
O WATL  WRBL 

ATLANTA  COLUMBUS 
MBS  250W  CBS  250W  \ 

Represented  by  SPOT  SALES  Inc. 

You 

Should  Buy 

WAR  BONDS 

O  By  investing  in  War  Bonds  you  help  provide 

the  planes,  the  tanks,  the  guns  and  the  ships  we 

must  have  to  survive  and  conquer. 

^  You  prov6  that  you  are  a  patriotic  American. 

^  You  aid  the  morale  of  our  fighting  men,  by  show- 
ing them  that  the  entire  Nation  is  behind  them. 

O  You;  prove  to  our  enemies  that  we  are  a 
United  People. 

0  You  protect  your  own  financial  future,  as  every 
$18.75  you  invest  in  a  War  Bond  brings  you  back 

$25  in  10  years.  You  make  the  world's  safest  invest- 

ment,.by  buying  a  share  in  the  world's  most  power* 
ful  country. 

BLUE  NETWORK  MINNEAPOLIS  ST.  PAUL 
Free  and  Peters,  Inc. — National  Representatives 

New  York,  Chicago,  Detroit,  Atlanta,  Los  Angeles,  San  Francisco 
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THE  Ru6inQ.6.6.  OF 

BROADCASTING 

STATION  ACCOUNTS 

8p — studio  programs 
tie — news  programs 
t — transcriptions 

sa — spot  announcements 
ta — transcription  announcements 

KFRC,  San  Francisco 
Roma  Wine  Co.,  Fresno,  6  sp  weekly,  thru 

McCann-Eriekson,  San  Francisco. 
Roos  Bros.,  San  Francisco  (chain), 

weekly  ap,  thru  Lord  &  Thomas,  San 
Francisco. 

Acme  Breweries,  San  Francisco,  6  & 
I  sp  weekly,  thru  Brisacher,  Davis  & 
Staff,  San  Francisco. 

Kilpatrick  Bakery,  San  Francisco  (bread) , 
II  sa  weekly,  thru  Emil  Reinhardt  Adv., 
Oakland. 

Marlin  Firearms  Co.,  New  York  (Marlin 
blades)  3  sa  weekly,  thru  Craven  & 
Hedrick,  N.  Y. 

Shasta  Water  Co.,  San  Francisco 
(sparkling  water)  3  so  weekly,  thru 
Brisacher,  Davis  &  Staff,  San  Francisco. 

American  Cigarette  &  Cigar  Co.,  New 
York  (Pall  Mall)  30  sa  weekly,  thru 
Ruthrauff  &  Ryan,  N.  Y. 

KHJ,  Los  Angeles 

Lyon  Van  &  Storage,  Los  Angeles  (mov- 
ing, storage) ,  5  so  weekly,  thru  BBDO, N.  Y. 

McKesson  &  Robbins,  Bridgeport,  Conn., 
(Soretone)  4  ta  weekly,  thru  J.  D. 
Tarcher  &  Co.,  N.  Y. 

Colonial  Dames  Corp.,  Los  Angeles  (cos- 
metics), 30  so,  thru  Glasser-Gailey  & 

Co.,  Los  Angeles. 
Lomax  &  Molgaard  Co.,  San  Francisco  (Dr. 

Hamilton's  dog  food),  4  sa  weekly,  thru Frederick  Seid  Adv.  Agency,  San  Fran- cisco. 
Carter  Products  Inc.,  New  York  (liver 

pills),  5  ta  weekly,  thru  Ted  Bates  Adv. 
N.  Y. 

WMAQ,  Chicago 
McKesson  &  Robbins,  Bridgeport  (Bexel 

vitamin  pills),  3  sj}  weekly,  13  weeks, 
thru  J.  D.  Tarcher  &  Co.,  N.  Y. 

Manhattan  Soap  Co.,  New  York  (Sweet- 
heart soap),  3  sp  weekly,  26  weeks,  thru 

Franklin  Bruck  Adv.  Corp.,  N.  Y. 
American  Cigarette  &  Cigar  Co.,  New  York 

(Pall  Mall).  120  to,  thru  Ruthrauff  & 
Ryan,  N.  Y. 

Vick  Chemical  Co.,  New  York  (cough 
drops),  78  ta,  thru  Morse  International, 
N.  Y. 

WNEW,  New  York 
American  Tobacco  Co.,  New  York, 

(Liickies)  12  f,  13  weeks,  thru  Lord  & 
Thomas,  N.  Y. 

General  IJaking  Co.,  New  York  (Bond 
Bread ) ,  6  so  weekly,  thru  Newell-Em- mett,  N.  Y. 

United  Institute  of  Aeronautics,  Hoboken, 
N.  J.  (trade  courses),  4  t  and  5  sp 
weekly,  thru  J.  R.  Kupsick,  N.  Y. 

KDKA,  Pittsburgh 
Ward  Baking  Co.,  New  York  (Tip  Top 

bread),  5  sa  weekly,  21  weeks,  thru  J. 
Walter  Thompson  Co.,  N.  Y. 

Braun  Baking  Co.,  Pittsburgh  (bakery 
goods) ,  5  sp  weekly,  13  weeks,  thru  W.  E. 
Long  Co.,  Chicago  . 

California  Fruit  Growers  Assn.,  Los  An- 
geles, 6  sa,  thru  Lord  &  Thomas,  N.  Y. 

Readers  Digest,  PleasantviUe,  N.  Y.,  39  ta, 
thru  BBDO,  N.  Y. 

National  Record  Mart,  Pittsburgh  (record- 
ings), 4  sa  weekly,  52  weeks,  thru  Wilt- man  &  Pratt,  Pittsburgh. 

Pittsburgh  Sun-Telegraph,  Pittsburgh,  24 
sa,  direct. Curtis  Pub.  Co.,  Philadelphia  (Satevepost) , 
67  so,  thru  BBDO,  N.  Y. 

Planters  Nut  &  Chocolate  Co.,  Wilkes- 
Barre,  sp  weekly,  52  weeks,  thru  Ray- mond R.  Morgan  Co.,  Hollywood. 

Firestone  &  Rubber  Co.,  Akron  (tires  and 
tubes),  8  so,  thru  Sweeney  &  James  Co., 
Cleveland. 

Bucknell  University,  Lewisburg,  Pa.  (sum- 
mer war  courses ) ,  1  sp,  thru  Ed.  L. 

Wertheim,  N.  Y. 
Lever  Bros.,  Cambridge  (Lifebuoy),  18  ta, 

thru  Ruthrauff  &  Ryan,  N.  Y. 
American  Cigarette  &  Cigar  Co.,  New  York 

(Pall  Mall),  36  so,  thru  Ruthrauff  & 
Ryan,  N.  Y. MOM  Studios,  Los  Angeles  (Mrs.  Miniver) , 
8  to,  thru  Donahue  &  Coe,  N.  Y. 

Kasco  Mills  Inc.,  Toledo  (dog  food),  3  so 
weekly,  13  weeks,  thru  Sanford  Adv.  Co., 
Cleveland. 

Bell  Telephone  Co.  of  Pennsylvania,  Pitts- 
burgh (service),  22  sa  weekly,  4  weeks, direct. 

Ringling  Bros.  &  Barnum  &  Bailey  Com- bined Shows,  New  York,  sa,  direct. 
Schutter  Candy  Co.,  Chicago,  18  to  weekly, 

13  weeks,  thru  Roche,  Williams  &  Cunn- 
yngham,  Chicago. 

American  Industries  Salvage  Committee,  5 
to,  2  weeks,  thru  McCann-Erickson,  N.  Y. Marlin  Firearms  Co.,  New  Haven  (razor 
blades),  4  ta  weekly,  8  weeks,  thru 
Craven  &  Hedrick,  N.  Y. 

McKesson  &  Robbins  Inc.,  Bridgeport 
(Bexel  Vitamin  B),  3  ne  weekly,  13 
weeks,  thru  J.  D.  Tarcher  &  Co.,  N.  Y. 

Ranger  Joe,  Chester  (Honey  Wheat 
Cereals),  1  sp  weekly,  26  weeks,  thru 
Clements  Co.,  Philadelphia. 

Procter  &  Gamble  Co.,  Cincinnati  (Duz),  2 
so  weekly,  22  weeks,  thru  Compton  Adv., 
N.  Y. 

Simoniz  Co.,  Chicago,  13  ta,  thru  George 
H.  Hartman,  Chicago. 

Lever  Bros,  Cambridge  (Rinso) ,  to  6  weeks, 
thru  Ruthrauff  &  Ryan,  N.  Y. 

Sears   Roebuck   &    Co.,    Pittsburgh,    2  sa 
weekly,  13  weeks,  thru  Wiltman  &  Pratt, 
Pittsburgh. 

Vick    Chemical   Co.,    New    York  (Cough 
drops),    3    to    weekly,    26    weeks,  thru 
Morse  International,  N.  Y. 

Kerr  Glass  Corp.,  Los  Angeles,  5  so  weekly, 
2  weeks,  thru  Raymond  R.  Morgan  Co., 
Hollywood. 

Rumford  Chemical  Corp.,  Rumford,  R.  I. 
(baking  powder),  2  sa  weekly,  direct. 

KFI,  Los  Angeles 
Golden  State  Co.,  San  Francisco  (milk),  32 

ta,  thru  Ruthrauff  &  Ryan,  San  Francisco. 

WHO,  Des  Moines 
Studebaker  Corp.,  South  Bend  (sales  & 

service) ,  3  sp  weekly,  13  weeks,  thru 
Roche,  WiUiams  &  Cunnyngham,  Chicago. 

Johnson  &  Johnson,  New  York  (Band-aid), 
5  sa  weekly,  104  times,  thru  Ferry- Hanly  &  Co.,  N.  Y. 

Griffin  Mfg.  Co.,  New  York  (shoe  polish) , 
6  to  weekly,  52  weeks,  thru  Berming- 
ham,  Castleman  &  Pierce,  N.  Y. 

Vick  Chemical  Co.,  Greensboro,  N.  C. 
(Vapo-Rub),  3  so  weekly,  26  weeks, Morse  International,  N.  Y. 

WJZ,  New  York 
Johnson  &  Johnson,  New  Brunswick  (Red 

Cross  bandages),  10  so  weekly,  17  weeks, 
thru  Young  &  Rubicam,  N.  Y. 

Phillips  Packing  Co.,  Cambridge,  Md. 
(soups),  3  so  weekly,  26  weeks,  thru 
Aitkin-Kynett  Co.,  Philadelphia. 

WROK,  Rockford,  111. 
Manhattan  Soap  Co.,  New  York,  (Sweet- 

heart Soap),  5  sp  weekly,  26  weeks,  thru Franklin  Bruck  Adv.  Corp.,  N.  Y. 
American  Chicle  Co.,  New  York  (Dentyne) 

15  ta  weekly,  13  weeks,  thru  Badger  & 
Browning,  Boston. 

KECA,  Los  Angeles 
Chlorine  Solutions  Inc.,  Los  Angeles  (Hy- 

pro) ,  3  sp  weekly,  thru  Barton  A.  Steb- bins  Adv.,  Los  Angeles. 
Golden  State  Co.,   San  Francisco  (milk), 

28    to,    thru    Ruthrauff    &   Ryan,  San Francisco. 
WCFL,  Chicago 

Studebaker  Sales  Co.,  Chicago  (used  cars), 
5  sp  weekly,  13  weeks,  thru  Schwimmer 6  Scott,  Chicago. 

General  Motors  Corp.,  Detroit,  1  t  week- 
ly,  thru   Campbell-Ewald,  Detroit. 

WIND,  Gary,  Ind. 
Ironized  Yeast  Co.,   Atlanta,   42   so,  thru 

Ruthrauff  &  Ryan,  N.  Y. 
Givel   Furniture  Co.,   East  Chicago,   6  sa 

weekly,  13  weeks,  placed  direct. 

Aid  New  York  Banks 

NEW  YORK  City  stations  last 
week  made  special  announcements 
to  assist  nine  local  savings  banks 
in  their  periodic  search  for  owners 
of  unclaimed  deposits,  list  of  which 
was  published  in  leading  New  York 
newspapers.  According  to  Harry  D. 
Adair,  president  of  Metropolitan 
Adv.  Co.,  New  York  agency  han- 

dling the  bank's  advertising,  the 
stations  cooperated  in  the  drive  by 
inserting  announcements  in  regu- 

lar news  broadcasts  at  varying 
times  on  Aug.  18. 

ARMY  SHOW  MUSIC 

AVAILABLE  TO  ALL 

ALTHOUGH  ASCAP  has  an- 
nounced that  the  music  from  "This 

Is  the  Army"  will  be  available 
for  broadcasting  by  any  radio  sta- 

tion, v/hether  or  not  it  has  an 
ASCAP  license,  the  Society  has 
not  issued  a  blanket  license  cov- 

ering these  tunes  nor  has  it  with- 
drawn  its  requirement  that  any 
non-licensee  wishing  to  use  the 
music  make  written  application  to 
ASCAP  for  the  privilege.  Stations 
without  ASCAP  licenses  in  addi- 

tion are  restricted  to  use  the  music 
from  the  Army  show  only  on  sus- 

taining programs. 
Explaining  that  the  patriotic 

nature  of  the  music,  written  and 
published  by  Irving  Berlin  who  has 
turned  over  his  recording  royalties 
to  the  Army  Emergency  Relief 
Fund,  is  such  that  ASCAP  is  en- 

couraging its  widest  possible  use, 
regardless  of  licenses,  a  Society 
spokesman  said  the  individual  re- 

quests for  non-licensed  use  were 
required  to  protect  the  broadcaster 
who  has  taken  out  an  ASCAP  li- 

cense against  unfair  competition 
and  to  afford  ASCAP  a  means  of 
checking  to  make  sure  that  the 
music  is  used  on  non-commercial 
programs  only  by  stations  to  whom 
this  special  permission  is  given. 

Shoe  Chain  Plans 
NATIONAL  SHOE  STORES,  New 
York,  chain  comprising  more  than 
70  retail  stores,  has  launched  its 
fall  promotion  in  New  York,  with 
the  renewal  of  three  programs  used 
last  year  and  the  addition  of  par- 

ticipations on  Bessie  Beatty  on 
WOR,  New  York.  Company  con- 

tinues a  weekly  quarter-hour  of recorded  music  on  WNEW,  New 

York,  using  Martin  Block's  Make Believe  Ball  Room,  and  also  re- 
news three  quarter-hours  weekly  on 

Alan  Courtney's  recorded  show  on 
WOV,  as  well  as  daily  participa- 

tions on  Uncle  Don's  Show  on WOR.  Agency  is  Emil  Mogul  Co., 
New  York. 

New  WABC  Disc  Policy 
BREAKING  its  policy  not  to  air 
recordings  after  9  a.m.,  WABC, 

New  York,  has  started  a  five-week- 
ly show  of  music  and  commentar- 

ies titled  Personally  It's  Off  the Record.  Each  recorded  musical 
number  will  be  introduced  by  a 
brief  sketch  about  the  tune  and  its 
composer,  with  John  Reed  King 
serving  as  narrator. 
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BARNEY'S  CLOTHES,  New  York, 
(men's  clothing),  for  the  tenth  con- 

secutive year,  has  signed  a  52-week contract  with  WNEW,  New  York. 
Schedule  under  the  new  contract  start- 

ing in  September  calls  for  49  spot  an- 
nouncements and  seven  ten-minute 

musical  programs  weekly,  with  Zeke 
Manners  as  m.c.  Barney's,  whose  ra- 

dio slogan  is  "Calling  All  Men,"  start- ed on  WNEW  when  the  station  began 
operation  and  Emil  Mogul  Co.,  New 
York,  has  handled  the  account  through- out that  time. 

STANDARD  BEVERAGES,  San 
Francisco  (Par-T-Pak)  has  renewed 
for  13  weeks  its  program  »S'j/7r/  ̂ ^'\ih Your  Favorite  Band  conducted  by  Don 
Morton  on  KQW,  San  Francisco. 
Agency  is  Brisacher,  Davis  &  Staff, 
San  Francisco. 

GENERAL  BAKING  Co..  New  York, 
Midwest  div.  (Bond  bread),  has  start- 

ed daily  spot  and  chainbreak  announce- 
ments on  WBNS,  Columbus,  O.  Sched- 

ule of  stations  to  be  added  in  the 
Southwest  and  Midwest  in  the  next 
few  weeks  has  not  been  announced. 
Agency  is  Mitchell-Faust,  Chicago. 
HARRY  SCHOOLER  Enterprises, 
Los  Angeles,  to  promote  the  weekly 
defense  workers  Stcing  Shift  dance  at 
Long  Beach  Civic  Auditorium,  on  Aug. 
10  started  sponsoring  daily  participa- 

tion in  Al  .Jarvis'  Make-Believe-Ball- 
room  on  KFWB,  Hollywood.  A  total 
of  67  spot  announcements  per  week 
are  also  being  used  on  KFVD  KFOX 
KIEV  KGFJ  KGER.  Charles  Davis 
Adv.,  Los  Angeles,  has  the  account. 

CONNECTICUT  BUS  Co.,  Hartford, 
is  running  one-minute  transcriptions 
asking  for  the  public's  cooperation  in its  wartime  transportation  problems  on 
WELI  WSRR  WDRC  WNLC.  An- 

nouncements are  musical  and  feature 
Irene  Beasley,  songstress.  Wilson  & 
Haight,  Hartford,  placed  the  account. 
DAIRY  BELLE  CREAMERY,  San 
Francisco,  has  renewed  for  26  weeks 
Hospitality  House  on  KSFO  and  re- 

cently started  five-weekly  participa- 
tions in  Woman's  Page  of  the  Air  on the  station.  Agency  is  Brisacher,  Davis 

&  Staff,  San  Francisco. 
LOCAL  LOAN  Co.,  Chicago  ( personal 
loans),  has  started  sponsorship  of  a 
quarter-hour  six  days  weekly  of  Rec- 

ord Reveille,  early  morning  program 
on  WGN,  Chicago.  Company  also  spon- sors three  broadcasts  weekly  of  Bob 
Elson's  Sports  Review,  quarter-hour program  six  days  weekly  on  WGN. 
Agency  is  George  H.  Hartman  Co., 
Chicago. 

CARSON  PIRIE  SCOTT  &  Co.,  Chi- 
cago (department  store),  has  renewed 

Wishing  Well,  quarter-hour  program 
five  days  weekly  on  WBBM,  Chicago, 
for  13  weeks,  starting  the  second  year 
of  the  i>rogram.  Wade  Adv.  Agency, 
Chicago  is  the  agency. 

WEST  COAST  SOAP  Co.,  Oakland, 
(Powow  and  White  Navy  Soap)  re- 

cently renewed  for  13  weeks  its  week- 
ly Dial-a-Winner  half-hour  program 

on  K.JBS,  San  Francisco,  and  has 
started  participations  five-weekly  in 
Woman's  Page  of  the  Air  on  KSFO. San  Francisco.  Agency  is  Brisacher, 
Davis  &  Staff,  San  Francisco. 
JOHNSON,  CARVELL  &  MURPHY, 
Los  Angeles  (Kellogg's  ant  paste),  in a  3()-day  campaign  ending  Aug.  31  is 
using  a  total  of  321  transcribed  an- 

nouncements on  five  Pacific  Coast  sta- 
tions. Account  is  jointly  handled  by 

Elwood  J.  Robinson  Adv.  and  W.  C. 
JefCries  Co.,  Los  Angeles. 

DOWNTOWN  BUSINESS  MEN'S 
Assn.,  Los  Angeles,  to  promote  "Back 
to  School  Week"  sales,  in  a  ten- day  campaign  ending  Aug.  28  is  using 
a  total  of  50  transcribed  dramatized 
station  break  announcements  on  five 
local  stations,  KNX  KFI  KECA 
KFWB  KMPC.  Roderick  Mays  Adv., 
Los  Angeles,  has  the  account. 
DELONEY  SLEDGE,  of  the  adver- 

tising department  of  Coca  Cola  Co., 
Atlanta,  in  a  supervisory  capacity,  has 
taken  over  the  duties  of  advertising 
manager  of  the  company  while  Price 
Gilbert  Jr.  is  on  leave  with  the  Co- 

ordinator of  Inter-American  Affairs. 

Finance  Discs  for  40 

PERSONAL  FINANCE  Co.,  New- 
ark (finance),  in  a  fall  campaign 

starting  in  late  August  will  uti- 
lize a  new  series  of  12  transcribed 

50  second  announcements  featur- 
ing Ken  Carpenter,  Hollywood  an- 

nouncer, on  a  list  of  more  than  40 
stations  nationally.  With  local  of- 

fice tie-in,  the  series  on  a  varied 
schedule,  is  on  9  West  Coast  sta- 

tions, KTRB  KERN  KORE  KOVO 
KTUC  KFIO  KVAN  KMC  KSLM. 
Transcriptions  were  cut  and  pro- 

duced by  NBC  Hollywood-Radio- 
Recording  Division  under  joint  su- 

pervision of  Robert  P.  Scott,  West 
Coast  promotion  director  of  the 
sponsoring  firm  and  Dorothy  Stew- 

art, Hollywood  manager  of  Al  Paul 
Lefton  Co.,  agency  servicing  the  ac- 
count. 

MINNESOTA  Radio  Network,  keyed 
from  KSTP,  St.  Paul,  and  including 
KROC,  Rochester;  KYSM,  Mnnkato; 
KFAM,  St.  Cloud,  has  issued  Rate 
Card  No.  5,  effective  Sept.  1. 

AO, 

Ths  Lubbock  County  Cotton  IVill  Bring . . . 

^f95.00  PER  ACRE! 

THERE'S  nothing  unusual  about  this  cotton  field  photograph— ifs  a  typical  scene  this 

year  in  the  cash-rich  KFYO  market!  The  remarkable  fact  is  that  cotton  farmers  in  the 

KFYO  area  can't  miss.  Cotton  is  pegged  at  $94.25  per  bale  cash;  and  a  bale  or  more 

to  the  acre  is  assured— the  best  crop  since  1 937.  Lubbock  County  is  Texas'  number 

one  cotton  producer.  Then  there's  money,  and  lots  of  it,  from  oil,  from  cattle,  from 
a  second  AV2  million  dollar  war  project  (one  is  already 

in  operation)  and  from  several  smaller  ones.  It's  an  ex- 
ceedingly prosperous  market,  even  for  war  times,  of 

189,979  people  with  30,426  radios  tuned  in  on  the 

area's  only  station— 

THE 

GROUP  . 

taLAiR 

y  KFYO 

CHICItO NEW  TORR 
ST.  IQUIS U>  flUCISCI 
US  MtlliS 

COMPANY 
NATIONAL  RADIO  STATION  REPRESENTATIVES 

KTSA  / 

Kg: 

SERVING FASTEST-GROWING  MARKET 

'''VJI      CENTRAL  SALES  OFFICE:  805-6  Tower  Petroleum  BIdg.,  Dallas,  Texas. Ken  I.  Sibson,  General  Sales  Mngr. 
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FEWER  PROGRAMS 

FROM  SA?iTA  ANA 

FOLLOWING  a  War  Dept.  in- 
vestigation, it  is  expected  that 

there  will  be  an  appreciable  de- 
crease in  the  number  of  radio 

shows  originating  from  the  West 
Coast  Air  Force  Training  Center 
at  Santa  Ana,  Cal.  Overemphasis 
has  been  placed  on  radio  at  that 
base,  it  was  said,  and  Army  officials 
are  reported  to  have  taken  full 
cognizance  of  the  large  number 
of  network  shows  originating 
from  Santa  Ana.  Col.  Arthur  I. 
Ennis,  public  relations  officer  of 
the  Army  Air  Force,  Washington, 
visited  the  WCAFTC  in  mid- 
August  on  a  reported  check-up. 

First  move  in  an  attempt  to 
spread  programming  over  other 
West  Coast  Army  camps  was  shift 
of  the  weekly  CBS  Sgt.  Gene 
Autry  Show  to  March  Field, 
Riverside,  Cal.  for  the  Aug.  9 
broadcast  and  to  the  network's 
Hollywood  studios  on  the  follow- 

ing Sunday.  Move  was  made  de- 
spite the  fact  that  Sgt.  Autry  is 

stationed  at  Santa  Ana.  Further 
action  may  include  transfer  of 
several  commissioned  officers 
identified  with  radio  activities  at 
that  air  base  to  other  camps,  it 
is  generally  believed. 

Eddie  Cantor's  Prevue 
EDDIE  CANTOR,  comedian,  will 
be  on  the  air  Aug.  28  under  unusual 
circumstances — a  radio  prevue  of 
a  film  which  has  not  been  made, 
featuring  his  life  story.  Script  of 
a  movie  to  be  released  by  Warner 
Bros.,  and  written  by  14  persons 
associated  with  Cantor  during  the 
course  of  his  life,  will  be  adapted 
for  radio  and  aired  on  the  CBS 
Philip  Morris  Playhouse,  with 
Cantor  playing  himself.  Blow  Co., 
New  York,  is  the  Philip  Morris 
agency. 

New  CBS  Shortwavers 

TWO  RECENT  appointments  in 
the  shortwave  division  of  CBS  are 
Russ  Johns,  production  chief,  and 
Tony  Kraber,  general  assistant  in 
program  operations.  Johns,  who 
joined  CBS  shortwave  as  announc- 

er and  producer  in  1941,  entered 
radio  in  1938  as  announcer-writer- 
producer  for  WNYC,  New  York, 
after  a  varied  theatrical  career. 
Kraber  also  came  from  the  stage. 
Before  joining  the  CBS  shortwave 
division,  he  served  as  announcer, 
narrator  and  m.c.  on  the  network's 
television  programs. 

365,000  people  make  the 

Youngstown  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

PLENTY  OF  CAKE  and  refreshments  were  on  hand  when  KFAC,  Los 
Angeles  observed  the  first  birthday  of  Lucky  Lager  Uimbe  Time,  two- 
hour  recorded  program  broadcast  nightly  from  10  to  12.  Mrs.  Ralph 
Blake,  wife  of  the  Lucky  Lager  sales  manager,  is  sampling,  with  Don 
Otis,  announcer  on  her  right,  Mr.  Blake,  her  left,  and  Burt  C.  Granicher, 
account  executive  of  McCann-Erickson,  San  Francisco  agency.  Three 
smaller  cakes  went  to  soldier,  sailor  and  marine,  attending  the  studio 
dance,  whose  birthdays  were  closest  to  the  program's  anniversary.  That 
beer  bottle  on  top  of  the  cake  is  a  phoney — merely  more  pastry. 

Strike  Threat  Seen,  AFM  Upset 
(Continued  from  page  12) 

obligated  to  rehire  its  staff  or- chestra. 

The  "free  flow"  provision  was 
understod  to  be  present  in  con- 

tracts of  a  number  of  stations, 
notably  those  on  CBS.  It  was 
viewed  generally  as  an  iron-clad 
guarantee  and  one  that  the  union 
would  have  difficulty  in  combatting 
unless  the  Petrillo  ban  is  lifted. 
Such  a  provision,  it  was  pointed 
out,  has  the  effect  of  nullifying  the 
contract  if  the  union  does  anything 

to  shut  off  the  station's  supply  of 
music,  whether  live  or  by  tran- 

scription or  record. 
Whether  an  ultimatum  has  been 

served  on  MBS  to  withdraw  ser- 
vice from  stations  which  have 

broken  relations  with  their  locals, 
as  done  several  months  ago  in  the 
case  of  WSIX,  Nashville,  could 
not  be  ascertained.  The  subject 
has  been  a  live  one  since  the  Pe- 

trillo ban  became  effective  and  it 
developed  at  least  to  some  extent 
in  the  earlier  stages  of  the  WCAE 
negotiations. 

Present  at  the  two-day  MBS 
executive  committee  meeting  in 
New  York  were  W.  E.  Macfarlane, 
WGN,  president;  Theodore  C. 
Streibert,  WOR,  executive  vice- 
president;  Lewis  Allen  Weiss,  Don 
Lee,  West  Coast  executive  vice- 
president;  H.  K.  Carpenter,  WHK- 
WCLE,  and  John  Shepard  3d, 
Yankee  Network,  all  board  mem- 

bers; Fred  Weber,  general  man- 
ager; Edward  W.  Wood  Jr.,  sales 

manager. 
Should  such  a  strike  contingency 

develop,  with  a  network  called 
upon  by  the  union  to  drop  service 
to  stations,  separate  court  action 
may  be  taken. 

Attorneys  have  pointed  to  the 
recent  decision  of  the  Federal  Dis- 

trict Court  for  the  Southern  Dis- 

trict of  New  York  in  the  Loew's 
motion  picture  case,  which  they 
regard  as  a  perfect  precedent.  In 

this  controversy,  Loew's  Inc.  was 
negotiating  a  new  contract  with 
the  motion  picture  machine  opera- 

tors Local  306  covering  the  projec- 
tionists employed  in  Loew's  theatres 

in  New  York.  The  union  asked 
Loew's  not  to  book  their  pictures 
in  any  theatre  which  did  not  em- 

ploy members  of  306. 

Loew's  Case  Cited 

Loew's  refused  and  went  into 
court  seeking  a  declaratory  judg- 

ment. Federal  Judge  Henry  W. 
Goddard  (one  of  the  three  judges 
sitting  on  the  NBC-CBS  chain- 
monopoly  case)  in  handing  down 
the  opinion  July  23,  ruled  that  if 
Loew's  acted  as  requested  by  the 
union,  it  would  constitute  a  viola- 

tion of  the  Sherman  anti-trust  law 
and  a  conspiracy  in  restraint  of 
trade.  He  held  the  dispute  was  not 
a  labor  controversy  but  a  secondary 
boycott  in  reverse. 

According  to  competent  legal  ob- 
servers, the  facts  and  the  law  in 

the  motion  picture  cases  are  prac- 
tically identical.  Thus,  if  AFM 

wants  a  network  not  to  serve  a 
station,  it  is  doing  the  same  thing 
the  motion  picture  union  attempted 

to  foist  upon  Loew's. 
Meanwhile,  pursuant  to  sugges- 

tions from  the  Dept.  of  Justice, 
both  Government  and  industry 
groups  were  moving  forward  with 
preparation  of  evidence  and  affi- 

davits for  the  Sept.  16  hearings. 
The  FCC  last  week-end  was  an- 

alyzing the  results  of  the  compre- 
hensive questionnaire  sent  to  all 

broadcast  stations  seeking  data  on 
the  overall  music  situation  [Beoad- CASTING,  Aug.  17]. 
NAB  President  Neville  Miller 

and  Sydney  M.  Kaye,  NAB  and 
Broadcasters  Victory  Council  at- 

torney in  the  AFM  proceedings, 
were  preparing  data  for  use  in 
the  suit.  NAB  already  has  an- 

nounced its  intention  of  interven- 
ing as  a  friend  of  the  court  in  the 

Chicago  proceedings. 
Bennett  Assisting 

Also  gathering  data  for  the  case 
was  Andrew  W.  Bennett,  former 
special  assistant  to  the  Attorney 
General,  who  handled  the  Govern- 

ment case  in  the  original  ASCAP 

proceedings,  now  serving  in  his  ca- 
pacity as  general  counsel  for  Na- 
tional Independent  Broadcasters. 

One  of  those  who  attended  the 
Aug.  8  conference  with  Assistant 
Attorney  General  Arnold,  and 
other  Anti-Trust  Division  attor- 

neys, Mr.  Bennett,  because  of  his 
familiarity  with  the  whole  field  of 
anti-trust  law,  was  working  on  sta- 

tion case  history  aspects  of  deal- 
ings with  AFM  during  the  last 

several  years. 
The  Government,  it  is  reported, 

will  definitely  be  ready  at  that 
time.  Assisting  Mr.  Arnold,  in  ad- 

dition to  Daniel  B.  Britt,  special 
assistant  to  the  Attorney  General  in 
Chicago,  will  be  Holmes  Baldridge, 
chief  of  the  Litigation  Section  of 
the  Anti-Trust  Division,  and  Victor 
O.  Waters,  special  assistant  to  the 
Attorney  General  in  charge  of  the 
Anti-Trust  Division's  New  Orleans 
office  and  an  expert  in  radio  and  - 
music  matters. 

First  reported  loss  of  station 
business  due  to  the  AFM  ban  on 
recordings  is  the  withdrawal  of  the 
Procter  &  Gamble  Co.  serial. 
Against  the  Storm,  from  the  10 
stations  which  were  receiving  it 
by  transcription.  Compton  Adv. 
agency,  in  charge  of  the  account, 
reports  it  tried  to  comply  when 
Petrillo  announced  AFM  musicians 
would  be  allowed  to  work  on  tran- 

scribed programs  if  guarantees 
were  received  by  the  union  the  re- 

cordings would  be  played  only  once 
and  then  destroyed.  A  request  for 
such  permission  was  immediately 
made  to  AFM,  but  no  answer  had 

5.000 
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been  received.  When  the  two-week 
supply  of  transcribed  serial  install- 

ments was  exhausted  Aug.  14,  there 
was  no  choice  but  to  stop  the  re- 

corded broadcasts. 
It  was  explained  most  P  &  G 

transcribed  programs  have  the  mu- 
sical theme  on  one  record  and  the 

dialog  on  another  and  so  can  be 
continued,  but  in  Against  the 
Storm  the  musical  and  speaking 
portions  of  the  program  are  so 
combined  as  to  make  their  separa- 

tion practically  impossible.  Pro- 
gram, advertising  Ivory  Soap,  con- 
tinues as  a  network  broadcast  on 

81  stations,  Monday  through  Fri- 
day, 11:30-11:45  a.m. 

Failure  of  AFM  to  grant  per- 
mission for  continued  recording  of 

Against  the  Storm,  while  giving  it 
to  other  programs,  was  considered 
as  odd  since  this  program  is  un- 

usually war-minded,  with  its  char- 
acters involved  in  the  war  and  its 

patriotic  theme.  Furthermore,  Pe- 
trillo  has  repeatedly  declared  the 
AFM  will  do  all  in  its  power  to 
assist  in  promoting  patriotism  and 
morale. 
The  union  has  given  World 

Broadcasting  System  permission  to 
record  General  Motors'  Victory  Is 
Our  Business  series,  broadcast  pri- 

marily for  the  company's  wartime 
employes.  It  has  also  approved  a 
number  of  non-commercial  patriotic 
transcribed  programs  including  the 
patriotic  signoff  written  by  Donald 
Flamm  for  Freedom  House,  which 
has  been  recorded  by  Columbia 
Recording  Corp.  against  a  back- 

ground of  "Battle  Hymn  of  the 
Republic"  and  "The  Star-Spangled 
Banner." 

Some  Records  Sanctioned 

Freedom  House  is  offering  these 
records  to  any  station  wishing  to 
use  them  at  $1.25  each,  the  exact 
cost  of  making  the  disc.  Several 
years  ago,  when  Mr.  Flamm,  who 
is  now  associated  with  the  Office 
of  War  Information,  was  owner 
and  operator  of  WMCA,  New 
York,  he  wrote  a  similar  patriotic 
sign-off  for  that  station  which 
evoked  such  a  favorable  response 
that  WMCA  is  still  using  it. 
With  the  headquarters  execu- 

tives of  the  AFM  in  Chicago  last 
week,  there  was  little  activity  on 
the  recording  situation  in  New 
York.  Transcription  company 
executives  reported  their  studios 
busy  with  non-musical  recording 
and  with  such  musical  discs  as  the 
union  has  allowed  its  members  to 
record.  These  companies  and  the 
networks  also  reported  that  the 
affidavits  requested  by  Mr.  Arnold 
for  his  use  in  connection  with  the 
hearing  on  Sept.  16  had  either  been 
sent  to  Mr.  Arnold  or  were  in  the 
final  stages  of  preparation. 
NBC  announced  it  has  resumed 

its  after-midnight  pickups  of  Joe 
Marshala  and  his  band  from  Log 
Cabin  Farms,  Armonk,  N.  Y.,  four 
times  a  week,  12:30-12:55  a.m. 
This  band  was  one  of  the  two  re- 

mote pickups  ordered  off  NBC  last 
month  by  Petrillo  in  an  attempt 
to  speed  the  settlement  of  a  dis- 

pute between  KSTP,  NBC  outlet 
in  St.  Paul-Minneapolis,  and  the 
St.   Paul   local   of  AFM. 

REVIVING  THE  CAMERA  BUSINESS 

Station  Becomes  Salesman  and  Purchasing  Agent 

 In  Developing  Unique  Merchandising  Plan  

Mr.  Dennis 

By  WALT  DENNIS 
KVOO,  TuJsa 

HE  BLAMED  Hitler  &  Co.  for  it 

all,  but  that  didn't  much  help  R.  N. 
Masoner,  manager  of  the  Tulsa 
Camera  Record  Co.,  local  photo- 

graphic  retail 
outlet  for  the 

world's  oil  capi- 
tal city,  when 

he  suffered  vol- 
ume losses  of 

thousands  of  dol- 
lars— $25,000  an- 

nually from  one 
customer  alone — 
because  of  war 
shortages. 

That's  where 
KVOO  stepped  in  through  Program 
Director  Edward  C.  Coontz  with 
stage  counsel  and  help. 

For  KVOO,  in  its  advertising 
for  Tulsa  Camera  Record  Co., 
worked  out  a  scheme  whereby  the 
station  not  only  acts  as  a  sales- 

man for  Masoner,  but  turns  right 
around  in  the  same  spot  announce- 

ment and  acts  as  an  assistant  pur- 
chasing agent  to  get  stock  in  for 

Masoner  to  sell. 

From  Loss  to  Profit 

Translating  this  remarkable  in- 
formation another  way,  KVOO, 

working  with  Masoner,  developed  a 
unique  buying  and  selling  business 
in  used  equipment  in  a  few  weeks 
which  Masoner  says : 

"Not  only  wiped  out  our  volume 
losses,  but  has  actually  enabled 
us  to  show  an  increase  this  year 
to  such  an  extent  that  we're  add- 

ing another  balcony  to  our  floor 

space  to  handle  the  stock." 
That's  not  the  whole  story  be- 

hind this  unusual  merchandising 
plan.  It  goes  back  some  two  years 
when  Masoner,  who  was  sold  on 
radio  advertising,  tried  several 
types  of  programs  on  other  sta- 

tions which  produced  results  which 
"were  not  quite  what  we  desired." 
"We  felt  we  had  not  found  the 

right  channel  for  our  radio  adver- 
tising," Masoner  said,  "until  we 

came  to  KVOO.  Through  the  medi- 
um of  an  informal,  entertaining 

breakfast  show  on  which  we  began 
advertising  with  spot  announce- 

ments which  Coontz  worked  out 
with  us  our  success  was  immedi- 

ately noticeable  and  continuous." 
Business  got  so  good  that  Mason- 
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er  began  adding  what  he  terms 
"balconies"  to  give  additional  floor 
space  which  the  store's  18-foot  ceil- 

ing allowed  him  to  do. 
Imbued  with  the  Oklahoma  pi- 

oneer spirit,  Coontz  and  Masoner 
began  plugging  photostats  and 
blueprints  to  the  listening  audience 
which  items  seldom,  if  ever,  had 
been  advertised  generally  before. 
As  a  consequence,  notably  since 
Pearl  Harbor,  Tulsa  Camera  Rec- 

ord Co.  has  built  up  a  huge  vol- 
ume of  public  business  in  photo- 

stating old  letters,  birth  certifi- 
cates, family  Bibles,  wills,  etc. 

It  was  in  the  spirit  of  mutual 
benefit  that  Masoner  some  weeks 
after  Pearl  Harbor  told  Coontz 
that  "we  are  getting  to  the  point 
where  we  have  little  to  sell,  but  we 
want  to  stay  on  the  air.  What  can 

we  do?" 

Having  built  the  business  from 
a  one-man  organization  in  1920  to 
an  outlet  now  employing  22  per- 

sons, the  company  executives,  to- 
gether with  Coontz,  utilized  native 

American  business  ingenuity  and 
found  the  solution  in  the  whole- 

sale-retail business  mentioned 
above. 

Coontz  asked  the  listening  audi- 
ence to  bring  in  any  type  of  cam- 

era equipment,  photo  supplies,  and 
in  some  cases,  supplementary  office 
appliances  and  equipment  such  as 
desk  lamps.  A  fair  price  is  quot- 

ed. The  author  of  this  article  tested 
it  by  selling  Masoner  a  camera. 

The  company  puts  these  articles 
through  a  reconditioning  depart- 

ment and  then  they  are  placed  on 

display  for  re-sale. The  last  word : 
"We've  maintained  a  steady  and 

lucrative  volume  on  used  material. 
I  am  particularly  pleased  with  the 
type  of  advertising  we  have  on 
KVOO,  because  it  is  informal  and 
personalized,  just  like  the  hobby 
and,  of  course,  business  we  cater 
to.  We  have  considerable  comment 
on  the  broadcasts  and  our  results 
via  radio  far  outstrip  all  news- 

paper advertising  we  place,"  Ma- soner says. 
Got  an  old  camera  to  sell? 

there's  a  far 

simpler  way 

With  programs  like  It's  The 
Navy,  Five  Star  Final,  Goodwill 

Hour,  Americana  Quiz  I  to  men  - 

tion  a  fewh..with  news  analysts 

like  Sydney  Moseley  and 

Johannes  Steel  .  .  .  with  regular 

news  periods  like  New  York 

Times  bulletins  every  hour  on 

the  hour. ..WMCA  is  now  mak- 

ing a  powerful  impression  on 

New  York  radio  listeners. 

Offering  advertisers  their  first 

opportunity  to  buy,  at  very  low 

cost,  a  New  York  station  schedul- 

ing impressive,  quality  programs. 

AMERICA'S  LEADING  INDEPENDENT  STATION 

wmca 

Western  Rep.:  Virgil  Reiter  A  Co.,  Chicago 
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April,  1942,  was  but  0.5.  The  aver- 
age drop  during  the  preceding  five 

years  had  been  5.8  from  April  to 
May) .  Our  Index  in  the  second 
May  evening  report  actually  ad- 

vanced as  compared  w^ith  early  May 
in  the  face  of  an  expected  seasonal 
decline.  Our  first  June  Index  stood 
at  26.2,  up  1.4  points  from  June 
of  1941. 

It  could  be  reasonably  anticipat- 
ed that  the  effect  of  May  1  Day- 

light Saving  Time  elimination, 
while  important  to  listening  in 
May,  should  have  lost  some  of  its 
potency  by  August,  however,  where- 

as our  June  index  revealed  listen- 
ing to  be  up  5.2%  over  19^1  (1.3 

points  above  1941's  24.9),  July  was 
up  16.8%  (3.2  points  above  the  pre- 

vious year's  19.0)  and  the  first  Au- 
gust index  is  up  18.0%  (3.1  points 

above  last  August's  17.2). 
This  indicates  that  if  the  cause 

is  not  the  decried  gas  rationing, 
some  other  increasingly  construc- 

tive force  is  at  work  building  ra- 
dio audiences  and  working  hard. 

Actually  our  firm's  interest  in 
the  subject  does  not  extend  to  the 
determination  of  the  cause  for  the 
incrase.  Furthermore,  you  request- 

ed no  interpretation  of  cause.  If 
you  accept  the  above  as  convincing 
evidence  of  an  increase,  my  reply 

Fac
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n 
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VERTICAL 

RADIATORS 

will  not  be  complete  without  an 
explanation  of  the  reason  behind 
the  alleged  decline  recorded  in  the 
CAB  Index.  I  will,  therefore,  set 
forth  the  procedure  by  which  a 
statistical  process  may  produce 
trends  which  can,  if  taken  serious- 

ly, mislead  a  great  industry. 
Common  sense  dictates  that  a 

larger  proportion  of  the  population 
will  stay  home  when  gas  is  rationed 
and  that  some  of  this  increment 
will  listen,  thereby  swelling  the  ra- 

dio audience.  Does  it  apepal  to  you 
that  the  group  forced  to  stay  home 
by  tire  conservation,  gas  rationing, 
dimouts  or  some  other  cause  may 

contain  fewer  radio  "fans"  than 
those  formerly  "at  home"  habitu- 
ally? 

More  Arithmetic 

Would  you  not  expect,  therefore, 

that  the  total  of  the  new  "at  home" 
group  would  increase  at  a  greater 
rate  than  the  segment  of  it  that 
"listens"?  If  your  answer  is  "yes" 
your  are  on  the  track  of  the  ex- 

planation. Recourse  to  simple  eighth 
grade  arithmetic  will  again  disclose 
how  the  CAB  Index  can  go  down 
faster  in  gas  rationed  cities  than 
in  non-rationed  cities  (even  if  lis- 

tening in  gas  rationed  cities  were 
climbing  faster). 

Example  II:  (a)  100  homes  are 
called  in  none-rationed  cities  since 

May  15.  15  are  found  "not  at 
home",  21  are  found  listening. 
Hooper  "Sets-in-Use"  Index  would 
be  21  (21  ̂ -  100  =  21.0%)  ;  CAE's 
would  be  24.7  (21      100  =  24.7%). 

(b)  Now  call  100  homes  in  gas 
rationed  cities  since  May  15.  Only 

10  found  "not  at  home",  22  were 
found  listening.  Hooper  "Sets-in- 
Use"  Index  would  be  22.0  (22 
100  =  22.%)  :  CAE's  index  would 
be  24.4  (22      90  =  24.4%  ). 

Examples  I  and  II  show  how 
CAE's  index  can  go  from  25.0  to 

24.7  to  24.4  when  actually  radio 
listening  per  100  homes  is  advanc- 
nig  from  20%  to  21%  to  22%. 

The  manner  in  which  the  shift- 
ing "not  at  home"  factor  would 

make  the  divergence  in  the  CAB 
and  Hooper  Indexes  inevitable  was 
clearly  set  forth  in  our  publication. 
Variables  Causing  Inconsistencies 
Betewen  Day-Part  Recall  and  Co- 

incidental Radio  Program  Audience 
Ratings.  [Published  by  C.  E.  Hoop- 

er, Inc.,  1942;  M.  N.  Chappell, 
PhD.,  Author].  Anyone  aware  of 
changing  living  habits  who  had 
also  read  this  report  with  care 
could  have,  therefore,  predicted  this 
action  between  1941  and  1942. 

Currently  the  operation  of  "not at  home"  and  other  factors  on  the 
CAE  base  (which  at  all  times  de- 

stroy the  comparability  of  CAE 
program  ratings  with  each  other 
from  hour  to  hour,  from  day  to 
day,  from  one  season  of  the  year  to 
the  next  and  between  geographic 
areas)  have  injected  themselves  in 
such  a  manner  as  to  destroy  the 
comparability  of  CAE  results  from 
one  year  to  the  next. 

C.  E.  Hooper 
C.  E.  Hooper  Inc. 
New  York,  Aug.  19 

Vallee  in  Coast  Guard 

RUDY  VALLEE,  radio  and  film 
singer-actor,  has  joined  the  U.  S. 
Coast  Guard  as  chief  petty  officer, 
and  is  assigned  to  the  Wilming- 

ton, Cal.  operating  base  as  band- master. Vallee  was  a  lieutenant  in 
the  California  State  Guard  until 
his  enlistment.  He  will  continue 
for  the  time  being,  his  weekly  NBC 
Rudy  Vallee  Show,  sponsored  by 
Seal  test  Inc.  (dairy  products),  ac- 

cording to  Lt.  J.  H.  Snydow  of 
the  Coast  Guard.  Salary  as  chief 
petty  officer  will  be  turned  over  to 
the  Coast  Guard  Welfare  Fund. 
This  is  the  second  time  Vallee  has 
entered  the  country's  armed  forces. He  enlisted  in  the  Navy  at  the 
age  of  15,  just  before  World  War  I, 
and  spent  three  months  in  the 
service  before  his  age  was  discov- ered. He  was  then  sent  home. 

NBC 
STATION LEHIGH  STRUCTURAL  STEEL  CO. 

17  BATTERY  PUCE,  NEW  YORK,  N,  Y. 560  KC  -  N  BC  Network  -5,000  WATTS 

^In^  FREE  &PETEKS,  Inc.,  National  Representatives 
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RECORDS  FOR  "Fighting  Men"  being  collected  by  the  mobile  bandstand 
touring  the  Philadelphia  neighborhoods  under  sponsorship  of  WCAU, 
Philadelphia,  cooperating  with  the  American  Legion's  scrap  record  drive. 
All  the  ballyhoo  of  an  old-time  minstrel  parade  attends  the  station's 
mobile  bandstand,  with  studio  talent  presenting  a  concert  to  help  attract 
a  record-bearing  crowd.  The  station  has  been  collecting  up  to  10,000 
scrap  records  nightly  in  this  manner  since  the  campaign's  start. 

Elimination  of  1-B  From  Draft  Ranking 

To  Affect  Industry  Personnel  Problem 
IN  A  MOVE  last  Thursday  which 
undoubtedly  will  have  marked  ef- 

fect on  the  manpower  situation  in 
broadcasting  as  well  as  in  most 
other  industries,  vdth  the  possible 
exception  of  war  plants,  Selective 
Service  headquarters  announced 
that  I-B  classifications  for  those 
with  minor  physical  disabilities  will 
be  eliminated. 

Reclassification  from  I-B  to  I-A 
started  last  Thursday  and  Selec- 

tive Service  announced  it  expected 
the  work  to  be  completed  by  Jan. 

1.  Men  with  "obviously  disqualify- 
ing defects"  will  be  placed  in  IV-F 

— classification  for  those  considered 
unsuited  for  any  military  service. 

Limited  Service 

Action  of  Selective  Service 
closely  followed  the  recent  decision 
of  the  Army  to  induct  men  with 
minor  physical  defects.  It  was 
pointed  out,  however,  that  inducted 
men  will  be  assigned  by  the  Army 
to  general  or  limited  military  ser- 

vice according  to  their  physical 
qualifications. 

Selective  Service,  in  the  same 
announcement,  cautioned  local 
boards  that  despite  the  elimination 
of  Class  I-B  "full  consideration" 
must  be  given  headquarters  poli- 

cies governing  deferments  for  de- 

pendency, family  relationship  and 
occupation. 

Meanwhile,  at  the  War  Man- 
power Commission  last  week  a 

spokesman  said  its  "essential"  oc- 
cupations list  was  being  given 

careful  and  intensive  attention  but 
that  the  many  factors  entering  into 
classifying  an  occupation  as  essen- 

tial were  necesarily  holding  up 
release  of  the  list.  It  is  not  ex- 

pected to  appear  before  the  middle 
of  September. 

At  the  Board  of  War  Communi- 
cations it  was  said  its  question- 

naire asking  stations  for  detailed 
information  on  their  manpower 
problems  would  reach  most  sta- 

tions this  week.  The  information 
received  will  then  be  studied  by  the 
BWC  and  recommendations  are 
then  expected  to  be  sent  to  WMC 

for  the  latter  agency's  final  con- 
sideration of  broadcasting  occupa- 

tions for  its  list  of  essential  com- 
munications occupations. 

At  the  same  time  at  WMC  it 
was  said  revision  of  its  list  of 
essential  activiites  —  an  activity 
being  defined  by  WMC  as  a  busi- 

ness or  service  encompassing  one 
or  more  occupations — can  be  ex- 

pected each  quarter  year.  Broad- 
casting was  included  in  this  list 

J7n  SouiAetn  ̂ a/i(  otn£a  •  •  • 
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low  rates 

AflUi»ted  in  minagocaent  with  WJR,  Detroit,  WGAR,  aerdmnd. 
NATIONAL    RBPXBSBNTATIVE:    PAUL    H.    KAYMER  CO. 

released  by  Selective  Service  July 
14  [Broadcasting,  July  20].  It  was 
suggested  each  revision  might 
eliminate  activities  and  it  was 

warned  that  if  "things  get  tight" 
broadcasting  might  be  eliminated 
from  the  list.  However,  it  was 
added  that  as  the  war  progresses 
any  civilian  activity,  outside  the 
most  vital  war  production  fields, 
might  have  limitations  on  drafting 
of  its  manpower  withdrawn. 

WOR  POLICE  PUPPY 

In  Training  To  Guard 
 Station's  Transmitter 

SHEBLAH  CARTER,  sister  of  Boake 
Carter,  MBS  commentator,  starts  a 
five-weekly  series  of  news  commentar- 

ies on  MBS  Sept.  28  from  WHK, 
Cleveland.  Miss  Carter  has  been  heard 
on  Mutual  pinch-hitting  for  her 
brother. 

WHEN  Lorraine  Sherwood  on  a 
recent  Going  Places  program  on 
WOR,  New  York,  offered  to  give 
away  four  police  puppies  free,  she 
didn't  know  one  would  become  an 
integral  part  of  our  defense  against 
saboteurs. 

One  of  the  more  than  100  phone 
calls  that  poured  in  after  the 
broadcast  came  from  the  WOR 
transmitter  in  Carteret,  N.  J.,  re- 

questing a  pup.  It  will  be  trained 
as  a  watch  dog  and  turned  loose 
nights  on  the  transmitter  grounds 
to  give  the  alarm  if  a  saboteur 
should  try  to  damage  vital  and  ir- 

replaceable equipment. 
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Network  Sales 

{Continued  from  page  9) 

cam  is  supposed  to  be  working  on  a 
network  series  for  Consolidated 
Aircraft  Corp.  and  BBDO  is  said 
to  be  preparing  a  network  program 
for  the  Saturday  Evening  Post. 
The  Cooperative  League  of  Amer- 

ica may  likewise  make  its  debut 
as  a  network  sponsor  this  fall. 

Other  advertisers  reported  to  be 
lining  up  network  programs  in- 

clude: Colgate-Palmolive-Peet  (Su- 
persuds) ;  Standard  Brands  (Royal 

products  and  Fleischmann's Yeast)  ;  Lady  Esther  Co.;  Campana 
Sales  Co.;  Wander  Co.  (Ovaltine)  ; 
Brown  &  Williamson  (Bugler  to- 

bacco). American  Tobacco  Co.  and 
Goodyear  Rubber  Co.  are  both  said 
to  be  interested  in  a  radio  version 
of  This  Is  the  Army,  current  Broad- 

way success  with  Irving  Berlin 
music  and  an  all-Army  cast. 

While  those  are  the  cream  of  the 
rumor  crop,  they  are  as  yet  not  to 
be  counted  as  definite  network  ac- 

counts, but  for  those  that  don't 
materialize  there  will  undoubtedly 
be  other  network  shows,  as  yet  un- 

heard of,  that  will  be  on  the  air  this 
winter. 

The  new  discount  plans  adopted 
by  all  four  networks  that  offer 
extra  inducements  for  use  of  full- 
network  schedules,  will  also  swell 
billings  for  the  networks  and  for 
their  individual  affiliates,  especial- 

ly the  smaller  stations  in  smaller 
markets,  which  this  year  will  share 
much  more  than  ever  before  in  net- 

work revenue  . 

The  Darker  Side 

On  the  dark  side  are  the  possi- 
bilities of  further  priority  restric- 

tions which  may  remove  some  spon- 
sors from  the  network  lists,  but 

offsetting  that  is  the  increasing 
interest  in  institutional  or  service 
programs  put  on  by  advertisers 
with  nothing  to  sell  at  the  moment 
but  who  want  to  keep  their  names 
alive  until  after  the  war  when  they 
will  return  to  the  manufacture  of 
consumer  goods.  There  is  also  the 
possibility  that  the  musicians  un- 

ion restrictions  on  the  manufacture 
of  recordings  might  lead  to  a  na- 

tionwide strike  of  network  musi- 
cians, but  that  is  not  generally 

considered  as  a  likelihood. 
All  in  all,  things  look  good. 

RICHARD  BROOKS,  Hollywood 
writer  and  narrator  of  the  weekly  half- 
hour  BLUE  The  Inevitable  Mr.  Sand, 
is  currently  completing  a  writing  as- 

signment on  the  Columbia  Pictures 
Corp.  film,  "Sin  Town". 
NOW  For,  The 
ice  CRE.AM 
AMP  CAKE// 

I'M  GOiMG 

HOME  AMD 
HSfE^4  To 

CONFUSED  was  Super-Salesman 
Al  Pearce  when  Marine  Sgt.  Toley 
Tolman  turned  the  tables  re- 

cently in  the  studio  of  KGW-KEX, 
Portland,  Ore.,  and  tried  to  sell  the 
entertainer  on  enlisting.  Sgt.  Tol- 

man is  a  former  KGW-KEX  enter- 
tainer-announcer. 

630    KC.    5000   WATTS    DAY  AND 
NIGHT    ic    BLUE  NETWORK 

War  Damage  Rate 

Is  Given  Industry 
Plea  for  Lower  Rating  ]\ot 
Granted  by  Federal  Body 
FOLLOWING  pleas  of  the  NAB 
for  classification  of  broadcasting 
facilities  to  make  them  eligible  for 
war  damage  insurance,  the  War 
Damage  Corp.  last  week  put  broad- 

cast studios,  transmitter  buildings 
and  towers  under  its  Occupancy 
Code  14. 

The  NAB  had  made  a  plea  that 
broadcast  facilities  be  placed  under 
Codes  4  and  5,  which  would  have 
called  for  lower  rates  but  under 

the  War  Damage  Corp.  classifica- 
tion system  this  was  denied.  How- 

ever, it  was  pointed  out  that 
broadcasters  could  receive  credits 
under  Code  14  which  would  bring 
the  rates  down  to  approximately 
the  level  of  Code  5. 

Following  is  the  WDC's  letter: Your  letters  of  the  3rd  of  July  and 
7th  of  August  were  considered  by  the 
Directors  of  the  War  Damage  Cor- 

poration at  a  recent  meeting  and  Oc- 
cupancy Code  Classification  No.  14, 

as  provided  under  Regulations  "A"  of the  War  Damage  Corporation,  was re-affirmed. 
Communication  systems,  as  such, 

have  been  considered  as  military  ob- 
jectives and  consequently  commanding 

the  rates  appropriate  to  such  a  classi- 
fication. May  we  draw  your  attention 

to  modifications  which  have  been  bul- 
letined since  July  1st  as  to  broadcast- 

ing stations  housed  in  office  buildings 
or  hotels,  or  any  other  class  of  busi- ness. The  predominant  occupancy  by 
area  governs  the  classification  of  ten- ants. Consequently,  radio  broadcasting 
equipment  within  a  hotel  or  mercantile 
building  would  enjoy  the  rates  as  pro- vided at  Occupancy  Code  04. 

However,  where  the  predominant 
occupancy  would  be  the  braodcasting 
facility,  the  rates  provided  at  Code  14 
would  apply,  but  in  your  connection 
we  draw  your  attention  to  Memoran- dum No.  6  issued  by  the  War  Damage 
Corp.  to  its  Fiduciary  Agents  on  July 
25th,  1942.  Items  13  modifies  the  ori- 

ginal rates  as  published  in  connection 
with  Occupancy  Code  14  to  give  ef- 

fect to  construction  eligible  for  Con- struction Code  No.  1  classification.  For 
your  reference  I  attach  an  excerpt 
from  the  Memorandum,  quoting  in 
detail  the  revised  ruling. 

Consequently,  it  appears  that  the 
objectives  sought  through  your  letters 
of  the  3rd  of  July  and  7th  of  August 
have  been  achieved  as  outlined  above." 

Power  of  Prayer 

NOT  LETTERS  of  protest 
from  listeners,  but  power  of 
prayer  was  urged  to  raise  the current  AFM  recording  ban 
by  Rev.  Charles  E.  Fuller, 
during  his  Aug.  2  Old-Fash- ioned Revival  Hour  on  250 
MBS  stations.  Conceding  that 
musicians  may  have  just 
cause  in  case  of  juke  boxes, 
he  declared  that  a  religious 
program  with  its  single  pian- 

ist, is  a  morale  builder  and 
should  be  exempted  from  the 
AFM  ruling.  Besides  weekly 
live  MBS  broadcast,  under 
sponsorship  of  Gospel  Broad- 

casting Assn.,  program  is 
also  released  via  transcrip- 

tion on  200  stations  nation- 

ally. 

Many  in  Armed  Services 
EXACTLY  331  employes  of  BLUE 
affiliates  are  in  the  armed  forces,  ac- 

cording to  a  survey  compiled  by  Keith 
Kiggins,  vice-president  in  charge  of 
station  relations.  Results,  based  on  re- 

turns from  74  of  the  129  outlets,  re- 
veal the  following  distribution  of 

BLUE  station  members  in  various 
branches  of  the  U.  S.  service :  Army, 
120;  Navy,  61;  Coast  Guard,  2;  un- 

designated branches,  136.  CFCF,  Mon- 
treal, reports  that  12  employes  have 

entered  the  Canadian  forces. 

ROGER  R.  HUNT,  manager  of  the 
sales  stafE  of  KROY,  Sacramento,  on 
Aug.  17  joined  the  newly-formed 
Golden  West  Network  in  San  Fran- 

cisco. He  is  in  sales  and  special  rela- 
tions. Prior  to  joining  KROY  a  year- 

and-a-half  ago,  Mr.  Hunt  was  for  five 
years  with  KOIN-KALE,  Portland. 

PAGE  -  AND  -  GUIDE  personnel  of 
NBC,  lost  approximately  10%  of  its 
staff  members,  with  the  departure  of 
eight  for  the  armed  forces,  ten  days 
ago.  Four  of  the  group  have  enlisted 
as  Air  Force  Cadets. 

Effie  Palmer 
EFFIE  PALMER,  veteran  of  two 
decades  as  a  radio  dramatic  artist, 
died  at  her  New  York  home  Aug.  19. 
Recently  in  Just  Plain  Bill,  and  The 
Story  of  Mary  Marlin,  the  NBC  ac- tress had  participated  in  more  than 
1,000  broadcasts  since  her  air  debut 
in  1922.  She  was  the  original  Aunt 
Hattie  in  the  old  Soconyland  Sketches, 
an  original  member  of  the  Seth  Parker 
cast,  and  appeared  on  The  Cavalcade 
of  America,  and  The  March  of  Time. 
In  192.5,  Miss  Palmer  married  Ross 
Coram. 

560  KC 
5000  WATTS 

— Portland,  Maine — 
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McVane  Witnesses 

I  Commandos  Raid 

Gives  NBC  and  BLUE  Account 

Of  Dramatic  Dieppe  Attack 
i  ONLY  U.  S.  radio  reporter  to 
cover  the  Commando  raids  over 
Dieppe  Wednesday  Aug.  19  was 
John  M.  McVane,  NBC  corre- 

spondent, according  to  London  re- 
ports received  via  AP.  In  a  seven- 

minute  talk  from  England,  Wed- 
nesday, 12:30-12:37  (NYT)  Mc- 

Vane gave  NBC  listeners  an  eye- 
witness account  of  the  raid,  which 

he  had  viewed  from  a  landing- 
boat,  target  of  a  dive-bomber  dur- 

ing the  attack.  An  additional  re- 
port by  McVane  was  broadcast  on 

BLUE  that  afternoon,  3:24-3:29 
p.m. 

Although  NBC  received  a  cable 
from  London  Aug.  14  that  Mc- 

Vane would  not  be  available  for 
his  regular  broadcasts  for  five 
days,  there  were  no  details  at  that 
time  to  indicate  the  nature  of  the 

reason  for  the  NBC  correspondent's 
absence  from  the  air.  On  learning 
Wednesday  morning  that  McVane 
had  been  with  the  commandos  and 
had  arrived  at  an  undisclosed  port 
in  England,  NBC  set  aside  the 
12:30  period  for  his  broadcast 
which  went  through  without  a 
hitch. 

McVane's  report,  chiefly  an  ac- 
count of  the  pyrotechnical  as- 

pects of  the  raid,  described  the 
allied  air  attack  as  "an  invincible 
canopy  of  planes"  which  the 
enemy  defense  aircraft  could  not 
pierce.  He  gave  a  graphic  account 
of  the  attack  and  repluse  of  a  dive- 
bomber  on  the  landing  boat  on 
which  he  was  stationed. 
CBS  broadcast  its  first  eyewit- 

ness description  of  the  Dieppe  raid 
at  4:01-4:14  p.  m.  Wednesday, 
when  it  picked  up  and  rebroadcast 
a  BBC  shortwave  program,  which 
included  an  eyewitness  report  by 
a  British  correspondent.  Naval 
and  air  aspects  of  the  attack  were 
presented  by  this  correspondent 
and  another  British  reporter. 

Mutual  brought  its  listeners  the 
story  of  the  raid  via  regular  BBC 
news  programs  scheduled  during 
the  day. 

Peabody  Aivard  Is  Revised  to  Include 

Stations  as  Well  as  Clears^  Networks 

COVERS 

RICHMOND 

AND  NORFOLK 

VIRGINIA  WITH 

50,000  WATTS 

DAY  AND  NIGHT 

PLUS  COLUMBIA 

PAUL  H.  RAVMER  CO.,  NATIONAL  KCFRCSiNTATIVi 

RECOGNITION  for  "meritorious" 
public  service  programs  will  this 
year  be  given  individual  stations, 
in  the  George  Poster  Peabody  Ra- 

dio Awards,  under  a  plan  an- 
nounced last  week  following  a  joint 

meeting  of  NAB  officials  and  Pea- 
body Advisory  Committee  members. 

It  was  decided  at  the  meeting, 
held  at  NAB  Washington  head- 

quarters, that  awards  would  be 
made  under  six  categories  with  the 
first  two  categories  solely  confined 
to  regional  and  local  stations  and 
participation  available  to  them  in 
the  other  four.  Networks  and  clear 
channel  stations  will  also  complete 
under  the  other  four  classifica- 
tions. 

Attending  tthe  meeting  were  Ed- 
ward Weeks,  Boston,  editor  of  the 

Atlantic  Monthly;  Neville  Miller, 
NAB  president;  John  E.  Drury, 
dean,  Henry  W.  Grady,  School  of 
Journalism,  U  of  Georgia;  C.  E 
Arney  Jr.  and  Joseph  L.  Miller 
of  the  NAB. 

Last  Year's  Protests 
Strong  protest  over  the  awards 

arose  from  many  quarters  last 
year  when  all  awards  went  to 
network  programs  except  for  gen- 

eral recognition  given  interna- 
tional shortwave  operations.  Cri- 

tics held  that  there  was  a  change 
in  midstream  from  the  original 
purpose  of  the  awards — recogni- 

tion of  all  "meritorious  public 
service  programs" — and  that  indi- vidual stations  had  no  time  to  shift 
and  re-prepare  entries  from  the 
station  service  aspect  to  program- 

ming— the  latter  being  the  basis 
used  in  handing  out  the  awards. 

Closing  date  for  this  year's  en- tries has  been  set  at  Dec.  15  and 
forms  may  be  secured  from  either 
NAB  offices  in  Washington  or 
from  Dean  Drury. 

Recognition  of  error  in  the 
awards  last  year  was  made  in  the 
announcement  that  "the  Peabody 
awards,  as  originally  set  up,  were 
designed  to  recognize  the  most 
disinterested  and  meritorious  pub- 

lic service  rendered  each  year  by 
the  broadcasting  industry,  and  to 
'perpetuate  the  memory  of  George 
Foster  Peabody,  benefactor  and 
life  trustee  of  the  U  of  Georgia, 
and  friend  of  educational  progress 

everywhere'." 
It  was  added  this  purpose  "will 

be  borne  in  mind  in  this  year's 
selections"  but  an  effort  will  be 
made  to  "narrow  the  bases  of 
measurement,  both  in  terms  of 

stations  and  programs." 
Award  Categories 

The  latter  statement  was  de- 
fined as  meaning  that  aspects  of 

stations'  public  service  as  well  as 
programming  would  be  narrowed 
down,  in  the  making  of  the  awards, 
to  specific  categories. 

Following  are  the  six  categories 
under  which  the  awards  will  be 
made: 

1.  That  program   or   series  of 

programs  inaugurated  and  broad- 
cast during  1942  by  a  regional 

station  which  made  an  outstand- 
ing contribution  to  the  walfare 

of  the  community  the  station 
serves. 

2.  That  programs  or  series  of 
programs  inaugurated  and  broad- 

cast during  1942  by  a  local  station 
which  made  an  outstanding  contri- 

bution to  the  welfare  of  the  com- 
munity the  station  serves. 

3.  Outstanding  reporting  of  the news 

4.  Outstanding  entertainment  in 
drama. 

5.  Outstanding  entertainment  in 
music. 

6.  Outstanding  educational  pro- 

gram. 
The  awards  under  reporting, 

drama,  music  and  education  may 
go  to  either  a  station  or  a  net- 

work program. 
At  the  NAB,  it  was  said,  that 

the  four  last  awards  will  also  be 
available  to  clear  channel  stations 
but  the  first  two  will  be  strictly 
confined  to  regional  and  local  sta- tions. 

Flako  Starts  Sept.  1 

FLAKO  PRODUCTS  Corp.,  Mill- 
town,  N.  J.,  will  use  participations, 
on  Dear  Imogene  on  WOR,  New 
York,  in  addition  to  extensive  news- 

paper advertising  in  a  fall  cam- 
paign starting  Sept.  1  for  Flako 

Pie  Crust  and  Flakorn  Corn  Muf- 
fin Mix.  Agency  is  H.  B.  LeQuatte 

Inc.,  New  York. 

Tormey  Named  V.  P. 
JOHN  J.  TORMEY,  account  execu- 

tive of  Lord  &  Thomas,  New  York» 
has  been  appointed  a  vice-president. 
Now  in  his  20th  year  with  the  agency^ 
Tormey  has  handled  such  accounts  as. 
Cities  Service,  RCA  and  Schenley Distilleries. 

Barrett  Joins  Lyons 
RICHARD  BARRETT,  formerly  vice- 
president  of  Sherman  K.  Ellis  &  Co., 
New  York  advertising  agency,  has 
joined  A  &  S  Lyons  Inc..  artists  serv- 

ice, and  is  in  charge  of  the  firm's  Pa- cific Coast  radio  division,  with  head- 
quarters in  Beverly  Hills,  Cal. 

Write,  wire  or  phone 
about  the 

5  minute  NEWS 

periods  for  sale  on 

WINX 

Washington's  Own  Station 
NEWS  every  hour 
ON  THE  HOUR 

cover  America's  greatest market  at  less  cost 

National  Representatives 
E.  FOREAAAN  CO. 

New  York      -  Chicago 

HOOPER  REPORTS 

FOR  THE  FIRST  TIME  ON 

KNOXVILLE,  TENNESSEE 

Total  Coincidental  Calls — This  Period:  6,432 

INDEX WBIR A B C D Others Calls 
8:00  AM-10:00  AM 

Men.  thru  Fri. 25.6 
49.5 24.1 

0.0 0.0 0.8 1275 

10:00    AM-12:00  N 
Mon.  thru  Fri. 22.5 62.5 

15.0 0.0 0.0 0.0 
1263 

8:00  AM- 12:00  N 
Mon.  thru  Fri. 23.7 57.4 18.6 

0.0 0.0 0.3 
2538 

12:00  N-3:00  AM 
Mon.  thru  Fri. 

42.6 45.2 1 1.7 
0.0 0.0 

0.5 956 

3:00   PM-6:00  P.M Mon.  thru  Fri. 
24.3 49.6 

24.9 0.0 0.0 

1.2 

958 

12:00    N-6:00  PM 
Mon.  thru  Fri. 33.9 

47.3 

17.9 0.0 

0.0 

0.9 1914 

6:00    PM-8:00  PM Sun.  thru.  Sot. 
20.7 44.1 

33.8 0.0 

0.0 

1.4 896 

8:00    PM- 10:30  PM 
Sun.  thru  Sot. 

23.0 35.8 
36.4 

3.0 

1.8 

0.0 

1084 

6:00    PM-10:30  PM 
Sun.  thru  Sot. 21.9 

39.7 
35.2 1.9 

1.3 

0.0 1980 

WBIR 

KNOXVILLE'S  2nd  STATION 
OFFERS  THE  BEST  BUY  PER 

THOUSAND  HOMES 
Burn-Smitl'  ^o. Nat:<>-al  Reps. 

ing  T  Afternoon  f%    F^ening   ̂ |  Q 

ige    Z^*/    Average    OJ^T    Average  A  I  .T 
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HOW  THEY  SELL  WAR  BONDS 

Neat  Stunts  Pulled  by  Stations  to  Boost 

 Sale  of  Federal  Indentures  

5O9OOO  WATTS 

The  Greatest  Selling  POWER 

in  the  South's  Greatest  City 
CBS  Affiliate 

Nal'l  Rap.  -  Th*  Kcrtz  Agancy  Inc. 

The  Twin  Port  Cities  of 

DULUTH- 

SUPERIOR 

BUY  MORE 

TOBACCO 

than 

ATLANTA! 

KDAL 

Duluthf  Minnesota 

u  n  I  T  G  D 

PRESS 

Columbia's  Station  for  the 
SOUTHWEST 

KFH 

WICHITA 

KANSAS 

Call  Any  Edward  Petry  Office 

BROADCASTERS  continued  to  re- 
port diverse  activity  in  support  of 

War  Bond  sales  and  other  war-born 
Government  -  inspired  campaigns 
during  the  past  week.  WOR,  New 
York,  announced  through  its  gen- 

eral manager  and  vice-president, 
Theodore  Streiber,  that  it  will  sell 
war  bonds  directly  over  the  air.  Ef- 

fective Aug.  17,  sales  are  being  pro- 
moted through  specific  programs 

and  personalities  in  a  system  of 
weekly  rotation. 

To  promote  its  push  of  bonds, 
WCPO,  Cincinnati,  has  enlisted  200 
local  women  who  have  identified 

themselves  as  "Minute  Maids"  em- 
ploying the  emblem  of  Molly  Pitch- 

er standing  beside  a  cannon  with 
a  ramrod  in  her  hands.  The  joint 
creation  of  the  station  and  the 
local  RKO  theatres,  the  campaign 
calls  for  bond  booths  in  theatres 
throughout  the  city  where  direct 
sales  are  consummated.  To  bolster 
the  drive  WCPO  conducts  a  15- 
minute  program  nightly  and  the 
theatres  are  screening  trailers  reg- ularly 

Anything  Goes 

In  Portland,  Ore.,  at  KGW-KEX, 
they  originated  a  Bond  Wagov 
program  with  a  new  participation 
twist.  Bond  buyers  may  subject 
any  members  of  the  staff  to  their 
entertainment  whims.  A  pianist 
may  be  asked  to  sing,  a  singer  to 
play  and  on  down  the  staff  it  may 
go.  According  to  Arden  X.  Pang- 
born,  managing  director  of  the 
station,  Vincent  F.  Callahan,  radio 

director  of  the  Treasury's  bond 
staff,  has  requested  permission  to 

place  the  program's  format  in  the 
hands  of  every  station  in  the 
country. 

In  St.  Louis  KXOK  and  the 
Fanchon  &  Marco  Amusement  Co., 
have  collaborated  to  collect  scrap 
metal  and  rubber.  Free  admission 

to  any  of  the  company's  31  thea- tres is  granted  to  anyone  bringing 
scrap;  in  addition,  two  Pinto  horses 
will  be  given  to  the  two  children 
bringing  in  the  largest  scrap  quan- 

tities during  the  drive.  Money  from 
the  sale  of  the  scrap  will  go  to  the 
St.   Louis  USO. 

During  the  month  of  July,  WSB, 
Atlanta,  reports  109  programs  for 
various  government  agencies  for  a 
total  of  32  hours  and  289  war  ef- 

fort announcements  or  better  than 
nine  each  day  for  a  month.  The 
Yankee  Network's  push  on  the  bond 
front  is  being  plugged  through 
WNAC,  Boston,  where  personalities 
are  being  used  to  sell.  Personalities 
appear  on  programs  as  well  as  in 
the  bond  booth  in  the  lobby  of  the 

net's  building  and  in  cooperation 
with  the  Treasury  Dept.  at  big  de- 

partment stores  in  Boston. 
WNAX,  Sioux  City-Yankton,  ex- 

tended its  front  to  cover  a  five-state 
territory  matching  city  against 
city  on  a  competitive  basis.  Staff 
members  are  divided  into  two  teams 
and  listeners  are  urged  to  send 
their  orders  to  one  or  the  other. 
The  losing  team  captain  must  pull 
the  winner  in  a  red  wagon  through 
the  main  streets  of  the  city  from 
which  come  the  greatest  per  capita 
sales. 

State  Officials  Help 

Special  events  staff  of  KSL,  Salt 
Lake  City,  transported  a  complete 
section  of  the  Cole  Bros.  Circus  to 
the  reception  center  of  Ft.  Douglas, 
Utah,  for  a  one-hour  program  to 
prom.ote  the  sale  of  bonds  and 
stamps.  Cooperation  of  state  and 
local  officials  aided  the  appeal. 

Kasper  -  Gordon  Inc.,  Boston 
transcription  makers,  have  offered 
to  organize  an  "I  Tip  With  War 
Stamps"  club,  a  non-profit  organ- 

ization operated  by  Charles  H. 
George,  for  use  by  members  of  the 
radio  industry.  Earlier,  BROAD- 

CASTING reported  that  Ed  Craney, 
manager  of  KGIR,  Butte,  Mont., 
had  already  started  such  a  plan. 
WCKY,  Cincinnati,  continues  to 

aid  its  city's  drive  with  regular 
broadcasts  from  the  U.S.S.  Vic- 

tory, model  ship  used  to  attract 
bond  buyers.  In  addition  the  sta- 

tion has  set  up  a  p. a.  system  to  at- 
tract passersby. 

WKZO,  Grand  Rapids-Kalama- 
zoo,  conducts  a  daily  noon-hour 
five-minute  program  from  a  Victory 
booth  in  a  Grand  Rapids  depart- 

ment store.  The  store  is  cooperating 
in  airing  interviews  and  actual 
bond  sales  with  Henry  Bosch  as 
m.c.  KONO,  San  Antonio,  devotes 
Cowboy  Roundup  to  the  bond  drive 
since  its  sponsor  has  gone  off  the 
air  as  a  result  of  priorities.  In- 

stead of  seeking  another  sponsor 
the  program  is  devoted  to  the  in- 

terest of  bonds. 
Staff  Salesmen 

WEW,  St.  Louis  U  station,  has 
appointed  every  staffer  a  salesman. 
Each  member  of  the  staff  make 
personal  appeals  and  listeners  are 
invited  to  visit  the  studios  and  buy 
bonds  from  them  directly. 

A  booth,  patterned  after  the  M-3 
tank,  provides  the  bond  counter 
for  WMBD,  Peoria  and  a  local 
bank  which  is  serving  as  issuing 
agent.  Open  six  days  a  week  the 
booth  will  have  station  personalities 

FOR  THE  ARMY  Capt.  Hal  Rorke, 
formerly  assistant  director  of  CBS 
publicity,  is  now  producing  the  net 
show  starring  Sgt.  Gene  Autry  (r). 
Both  men  are  attached  to  the  Army 
Air  Forces  which  have  taken  over 
the  program  as  a  donation  from 
William  Wrigley  Jr.  Co.,  New  York, 
sponsor.  Agency  is  J.  Walter 
Thompson  Co.,  New  York. 

in  the  Victory  Tank  at  announced 
times. 

KOA,  Denver,  broadcast  Aug.  16 
a  stroke-by-stroke  account  of  a  golf 
match  between  Bing  Crosby  and 
Bob  Hope  who  teamed  respectively 
with  Pros  Lawson  Little  and  Ed 
Dudley.  In  addition,  the  two  radio 
lights  teamed  in  a  special  broad- 

cast to  sell  bonds  which  produced 
a  total  sale  of  $27,500. 

Personality  Appeal 

Highly  personalized  drive  will  be 
conducted  by  WEAF,  New  York, 
assigning  announcers  and  artists  to 
regular  service  periods  at  a  booth 
on  the  mezzanine  fioor  of  the  stu- 

dios, where  bonds  and  stamps  will 
be  sold.  Studio  audiences  will  be 
urged  to  buy  there,  and  at  portable 
booths  located  outside  studio  rooms. 
Listeners  will  be  asked  to  write  or 
phone  their  orders  to  the  specific 
personality  whose  request  they 
heard. 

A  five-point  project  for  bond 
sales  is  in  effect  at  WJZ,  New  York, 
featuring  a  Victory  Bond  buggy  in 

the  city  streets,  from  which  broad- 
casts are  made.  A  penny-postcard 

drive,  a  "telepledge"  campaign  and 
various  special  features  and  stunts 
are  included  in  the  plan,  in  addi- 

tion to  on-the-spot  broadcasts  from 
rallies  organized  in  conjunction 
with  business  assn's.  Station  has 
purchased  ten  thousand  tickets  for 
the  premiere  of  the  third  edition  of 
"Icecapades"  at  Madison  Square 
Garden,  Sept.  4.  WJZ  personalities 
will  sell  bonds  in  nearby  depart- 

ment stores,  and  these  bonds  will 
serve  as  admission  tickets  to  the 

ice  show.  Still  in  the  process  of  or- 
ganization are  the  plans  of  WABC, 

New  York. 

Conover  Pinch-Hits 
HUGH  CONOVER,  who  joined  the 
New  York  announcing  staff  of  CBS 
several  months  ago,  replaced  Arthur 
Godfrey  on  Sun  Dial  on  WABC,  New 
York,  while  the  latter  takes  a  two- 
week  vacation,  starting  Aug.  17.  Pro- 

gram is  cooperatively  sponsored.  God- 
frey's afternoon  program  Victory  Be- 

gins at  Home  thrice-weekly  show  on 
CBS  will  be  conducted  by  staff  an- nouncers during  his  absence. 

WPTF 

NOW 

50,000  WATTS 

RALEIGH,  in  the  Center  of  North  Carolina 

Ask  your  Agency  to  ask  the  Colonel! 
FREE  &■  PETERS,  inc..  National  Representatives 
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Ancient  Copyright  Act  to  Stay 

Because  of  War,  Mills  Predicts 

Foresees  American  Leadership  in  Culture  After 

End  of  Present  Conflict;  Clash  of  Interests 

ALTHOUGH  the  Copyright  Law 
has  long  been  outmoded  and  should 
be  changed,  "there  is  very  little 
chance  for  serious  consideration  by 
Congress  of  any  amendments  to  the 
Copyright  Law  so  long  as  Congress 
is  preoccupied  with  problems  aris- 

ing from  the  war,"  E.  C.  Mills  told 
Broadcasting  last  week,  his  first 
week  of  active  duty  in  his  new  po- 

sition of  general  manager  of  the 
Songwriters'  Protective  Assn. 
"Nor,"  he  added,  "would  we  ask 
for  it  in  such  times." 

Cultural  Leadership 

A  top  executive  of  ASCAP  for 
more  than  20  years,  during  which 
time  he  played  a  major  role  in  the 
Society's  dealings  with  the  bi'oad- 
casting  industry,  Mr.  Mills  severed 
his  connection  with  ASCAP  early 
last  month  and  shortly  afterwards 
agreed  to  join  the  song  writers 
organization  [Broadcasting,  July 
13,  Aug.  3]. 

In  discussing  the  post-war  copy- 
right situation,  in  the  United  States 

— which  he  believes  will  then  be 
the  cultural  leader  of  the  world  and 
lead  in  copyright  reform — he  pre- 

dicted a  possible  clash  of  interest 
between  the  song  writers,  as  crea- 

tors of  music,  and  the  broadcasters, 
as  users  of  music. 

"However,"  he  stated,  "their  in- 
terests are  primarily  the  same. 

The  broadcasters  need  the  music 
which  the  song  writers  supply; 
the  song  writers  need  the  market 
for  their  music  which  the  broad- 

casters offer.  They  have  a  mutual 
interest  in  amendments  to  the 
Copyright  Law  which  may  in- 

crease its  protection  to  both  the 
creators  and  users  of  music." 

There  is  particular  need  for  re- 
vision of  the  section  of  the  law 

dealing  with  mechanical  reproduc- 
tions of  musical  works,  Mr.  Mills 

said,  pointing  out  that  when  the 
law  was  enacted  in  1909,  the  only 
mechanical  reproductions  were 
phonograph  records  and  player 
piano  rolls,  both  used  almost  ex- 

clusively in  homes.  The  vacuum 
tube,  enabling  the  magnification  of 
sound,  had  not  yet  been  invented, 
and  there  were  no  radio  stations 

^^^^^ 

CHNS 

Halifax,  N.  S. 

Located  in  the 
heart  of  the 
Maritimes 

Ask  JOE  WEED 

and  receivers,  no  talking  pictures, 
no  juke  boxes,  no  transcriptions. 

"To  bring  the  law  into  step  with 
modern  conditions,"  he  stated, 
"synchronization  rights  must  be 
clearly  defined.  The  law  should 
differentiate  between  transcrip- 

tions and  phonograph  records,  and 
between  phonograph  records  used 
in  homes  and  those  used  in  juke 

boxes  or  on  the  air." 

NO  DECISION  MADE 

ON  NEW  CBC  HEAD 
NO  DECISION  was  reached  by 
the  Canadian  Broadcasting  Corp. 
Board  of  Governors  at  its  Aug.  17- 
18  meeting  at  Ottawa  regarding 
implementing  the  Parliamentary 
Committee  report  involving  the  ap- 

pointment of  a  new  general  man- 
ager to  replace  Gladstone  Murray. 

The  board  meets  again  on  Aug.  28 
at  Ottawa,  and  it  is  understood 
that  it  will  then  have  a  Govern- 

ment Order-In-Council  necessary 
before  a  new  general  manager  can 
be  appointed. Mentioned  for  the  post  in  Ottawa 
circles  is  a  member  of  the  CBC 
board  of  governors,  Rev.  Dr.  J.  S. 
Thomson,  president  of  the  U  of 
Saskatchewan.  Unofficial  reports 
of  a  real  internal  board  battle  on 
the  question  are  current,  and  in- 

clude rumors  that  Maj.  Murray 
will  be  offered  a  position  as  pro- 

gram manager  with  headquarters 
in  Toronto,  and  that  Dr.  Augustin 
Frigon,  CBC  assistant  general 
manager,  will  retain  this  post  with 
an  increase  in  salary  and  will  also 
be  director  of  French-language 
broadcasts 

.JAIME  DEL  VALLE.  of  the  Holly- 
wood radio  production  staff  of  the 

Office  of  Coordinator  of  Inter-Ameri- 
can Affairs,  lias  ;'oined  the  Army. .Jaime  Garzon.  onetime  .station  man- 
ager at  Bos'ata.  Colombia,  has  taken 

over  del  Valle's  former  duties. 

The  ratings  of  evening  programs 
in  Denver'  show  KOA  leads  in 
listeners  10  times  out  of  10!  .  .  . 

Denver's  greatest  audience  con- 
sistently listens  to  KOA! 

Hooper  Survey 

Piel  Drops  Show 
PIEL  Bros.,  Brooklyn  (beer), 
which  discontinued  Jack  Dempsey's All-Sports  Quiz  on  WOR,  New 
York  for  a  nine-week  period  in  June, 
with  the  possibility  of  a  fall  re- 

newal of  the  show,  will  not  resume 
the  program.  The  company  has 
discontinued  all  radio  advertising 
plans  according  to  Sherman  K. 
Ellis  &  Co.,  New  York,  agency  in 
charge.  The  show  which  continued 
as  a  sustainer  during  the  summer 
went  off  the  air  permanently  after 
the  Aug.  22  broadcast,  as  Lt.  Demp- 

sey's duties  with  the  Coast  Guard 
have  made  it  impossible  for  him 
to  continue. 

New  WPB  Press  Chief 

STEPHEN  E.  FITZGERALD,  act- 
ing head  of  the  WPB  information 

office  since  the  recent  realignment, 
was  appointed  director  of  the  divi- 

sion of  information  of  WPB,  ac- 
cording to  an  announcement  Aug. 

19  by  Donald  M.  Nelson,  WPB 
chief.  Formerly  a  special  writer  of 
the  Baltimore  Evening  Sun,  he  was 
also  a  Nieman  fellow  at  Harvard  U 
in  1939-40.  He  first  joined  the  Gov- 

ernment on  Feb.  1,  1941,  as  chief 
of  the  production  branch  in  the  late 
OEM  division  of  information. 

MEDICATION  BOOK 

BOOSTED  BY  SPOTS 
WILLIAM  WISE  &  SONS,  New 
York,  which  publishes  the  health 
book  titled  "Modern  Home  Physi- 

cian", is  promoting  its  use  in  the 
home  through  five-minute  tran- 

scriptions and  quarter-hour  record- 
ed musical  programs  on  80  stations 

throughout  the  country.  Series 
started  Aug.  17  and  more  stations 
may  be  added  later. 

Theme  of  the  campaign,  accord- 
ing to  Huber  Hoge  &  Sons,  New 

York,  agency  in  charge,  is  the 
utility  of  such  a  book  in  the  home 
in  view  of  the  many  doctors  being 
called  into  the  Army.  Stations  are: 
CKLW WDBO 

WXYZ WELI 

KFBK WDGY 
KFMB 

WFHR KFEL 
WDZ 

KEYS WFMD 
KFRC WFBR KFNF WHBL 
KFPY WHAM RGBS WHOM 
KFWB WHEB 

KHUB WIBG 

KFYR WIBC KICA WISR KGA 
WIND 

KID 
WKST 

KGHL WIP KMMJ WMAM KLZ 
WKAT 

KPDM 
WMMN KMPC WLAC 

KWFT WNBZ KMJ 
WLBZ 

KWJJ WOCB 
KMTR 

WMT KXEL 
WORE KONO WPEN KXKX 
WPIC 

KSFO WPO 
WAJR 

WRAW 
KTSA WRUF WARM 

WRJN 
KVOD 

WTAD 
WCAP 

WSAZ KWTO 
WSRR 

WCAR 
WSNJ 

KXOK WTMV WCBO 

WSVA WAGE 
WWDC WCLO WTCM 

WCAE 
WWSW WCOP 

Buttram  Heads  WHMA 
JOHN  W.  BUTTRAM,  who  was 
general  manager  of  WJBY,  Gad- 
sen,  Ala.  for  seven  years,  has  been 
named  general  manager  of  WHMA, 
Anniston,  Ala.,  owner  Harry  M. 
Ayer  announced.  Mr.  Buttram  has 
been  with  WHMA  for  a  year  in  a 
commercial  post. 

ALASDAIR  MacKENZIE.  merchan- 
dising director  of  CJCA.  Edmonton, 

is  representing  the  Taylor.  Pearson  & 
Carson  stations  on  an  information- 
finding  tour  of  U.  S.  trade  centers,  in- 

cluding Tulsa,  Hartford,  New  Tork, 
Boston.  Chicago,  and  Pittsburgh  where 
radio  has  done  outstanding  department 
store  work. 

Elmer  Diddler's  Doings: 

DOA/'riOOK 

£LM£R 

The  way  that  WGY's  coverage  stretches  out  over  rich 
New  York  State  and  Western  New  England  makes  you 
look  sort  of  silly,  eh  Elmer?  You  wanted  all  that  airea, 

but  you  went  after  it  with  "piecemeal  coverage" — a localized  station  here,  another  there. 
You  may  have  to  use  piecemeal  coverage  elsewhere, 

Elmer,  but  not  in  the  Great  Northeast.  WGY  does  the 
whole  job  there,  for  it: 

Represenfed  nafiona/ly  by 

GENERAL  ^  ELECTRIC 

WGY 

5  0,000  WATTS 
SCHENECTADY,  N.  Y. 

^  is  the  airea's  only  50,000-watt station 

hosthe  airea's  lowest  frequency 

isthe  airea's  sole  outletforthose 
popular  NBC  Red  programs 

has  the  airea's  longest  record of  service  wgy-65 
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Newspaper  Series 
THE  CHICAGO  SUN,  Chicago;  on 
Sept.  7  will  start  Jolly  Joe,  a  quar- 

ter-hour program  of  children's  sto- 
ries by  Joe  Kelly,  m.c.  of  the 

BLUE  Quiz  Kids,  six  days  a  week 
on  WBBM,  Chicago,  for  52  weeks. 
Joe  Kelly  &  the  Comics,  half-hour 
program  Sundays  on  WBBM, 
Wade  Adv.  Agency,  Chicago,  is 
agency. 

NBC,  London  Commentator  Robert 
St.  John  writes  about  "The  Little 
People  of  Britain"  in  Collier's,  Aug. 
29.  Wounded  by  a  Messerschmitt  dur- 

ing the  Greek  Campaign,  St.  .John  now 
helps  fight  the  war  by  working  full- 
time  in  a  British  war  factory  in  addi- 

tion to  his  regular  newscasts. 

5000  WATTS 

AT  570  KC. 

The  Perfecf  Combination 

MANHATTAN  TOUCH  these  days  on  the  weekly  NBC  Post  Toasties 
Time,  sponsored  by  General  Foods  Corp.,  is  due  to  presence  of  a  New 
York  summertime  "sub"  on  the  regular  Hollywood  production  staff,  along 
with  a  checker-upper.  Conferring  over  script  are  (1  to  r)  Jerry  Cady, 
writer,  pinchhitting  for  Phil  Rapp;  Frank  Morgan,  Hollywood  comedian 
featured  on  the  show;  Donald  Cope,  New  York  producer  of  Benton  & 
Bowles  Inc.,  who  has  taken  over  while  Mann  Holiner  vacations;  Esty 
Stowell,  New  York  radio  business  manager  of  that  agency. 

Alexander  Moves 
SIDNEY  G.  ALEXANDER,  former 
vice-president  in  charge  of  radio  and 
media  of  Weiss  &  Geller,  New  York, 
on  Aug.  24  joins  Columbia  Pictures, 
New  York,  as  assistant  to  David  Lips- 

comb, advertising  and  publicity  direc- 
tor. Mr.  Alexander  was  previously 

with  H.  M.  Kiesewetter  Adv.  Agency 
and  Buchanan  &  Co.,  New  York. 

New  PA  Bureaus 
IN  LINE  with  its  policy  of  increasing 
State  and  regional  news  for  radio, 
Press  Assn.  Inc.,  New  York  AP  sub- 

sidiary, has  opened  bureaus  in  Omaha 
and  Baltimore,  according  to  Oliver 
Gramling,  assistant  general  manager. 
The  new  bureaus  handle  state  and  re- 

gional news  exclusively  for  the  AP 
radio  wire. 

YOU  CAN'T  MISS 

WITH  THIS  LINEUP: 

CKLW 

—and  the 

DETROIT  AREA 

^  CKLW  and  it's  5000  watt  clear  channel;  teamed 
with  the  Dynamic  Detroit  Area,  mecca  of  the  na- 

tion's great  industrial  employment,  constitutes  the 

greatest  radio  dollar  buy  ever  offered.  Your  prod- 
uct needs  this  lineup.  Make  plans  early.  Schedule 

it  on  CKLW  this  fall. 

800  kc. 

5,000  Watts  Day  and  Night 
MUTUAL  BROADCASTING  SYSTEM 

G.  H.  PHELPS  JOINS 

MAXON  INC,  AS  V-P 
GEORGE  HARRISON  PHELPS, 
prominent  in  advertising  for  the 
last  25  years,  has  joined  Maxon 
Inc.,  New  York,  as  a  vice-presi- 

dent it  was  announced  last  week  by 
Lou  Maxon,  president  of  the 
agency.  Mr  Phelps,  a  pioneer  in 
the  motor  car  industry  was  one  of 
the  five  original  executives  to  or- 

ganize the  Dodge  Brothers  sales 
department  and  directed  the  com- 

pany's advertising  from  1914  to 1921.  Later  Mr.  Phelps  formed  his 
own  advertising  agency,  George 
Harrison  Phelps  Inc.,  with  head- 

quarters in  Detroit.  Within  10 
years  it  became  one  of  the  five 
largest  agencies  in  the  United 
States.  At  that  time  he  was  also 
director  of  the  National  Outdoor 
Advertising  Bureau  and  vice-presi- dent of  the  NAB. 

Mr.  Phelps'  radio  experience dates  back  to  1923  when  he 
launched  his  own  radio  station, 
WGHP  in  Detroit.  This  station, 
now  known  as  WXYZ,  was  one  of 
the  first  to  become  affiliated  with 
the  CBS  network.  Mr.  Phelps  was 
responsible  for  the  first  multiple 
radio  hookup  in  the  country  when, 
in  cooperation  with  NBC,  he  in- 

troduced the  Dodge  Victory  Hour 
which  linked  New  York,  Detroit, 
Chicago,  Hollywood  and  New Orleans. 

During  the  past  several  years, 
Mr.  Phelps  has  been  engaged  in 
private  practice  as  advertising  con- 

sultant to  a  group  of  American  and 
European  clients. 

BECAUSE  OF  the  continuing  illness 
of  Edna  May  Oliver,  star  of  the  Lever 
Bros.  Co.  .show  The  Remarkahle  Miss 
Tutfle  on  NBC,  Mary  Boland  has  been 
assigned  the  starring  role.  Title  of  the 
series  has  been  changed  to  The  Re- markahle Miss  Crandall.  Agency  is 
Ruthrauff  &  Ryan,  New  York. 

Toscanini  and  Stokowski 

Are  Signed  by  NBC  to 

Lead  Symphonic  Series 
WITH  Arturo  Toscanini  as  con- 

ductor, the  1942-43  season  of  con- 
certs by  the  NBC  Symphony  Or- 

chestra will  be  launched  Nov.  1  on 
NBC,  it  was  announced  last  week 
by  Niles  Trammell,  president  of 
NBC.  Five  additional  concerts  to 
the  summer  symphony  series  will 
also  be  broadcast  on  NBC  Sept.  27 
and  the  four  Sundays  in  October, 
all  concerts  both  summer  and  win- 

ter to  be  heard  on  125  NBC  sta- 
tions Sundays  5-6  p.m. 

Toscanini  will  conduct  a  total  of 

12  concerts  during  the  24-week  sea- 
son, the  remaining  12  winter  pro- 

grams to  be  direct  by  Leopold  Sto- 
kowski, who  will  alternate  with 

Toscanini  for  bracketed  periods  of 
varying  lengths. 

The  start  of  the  new  series  Nov. 
1  marks  the  beginning  of  the  maes- 
tro's  fifth  full  season  with  the  NBC 

Symphony,  and  Stokowski's  second. The  1941-42  season  was  the  only 
period  in  which  Toscanini  was  not 
billed  as  the  orchestra's  featured 
conductor,  the  maestro  having  de- 

cided to  take  a  Sabbatical  year 
from  broadcasting.  However,  he 
did  appear  on  five  special  broad- casts under  the  auspices  of  the 
Treasury  Dept.,  and  on  the  West- 

ern Hemisphere  premiere  on  NBC 
of  the  Shostakovish  Seventh 

Symphony  for  the  benefit  of  Rus- sian War  Relief.  Except  for  this 
premiere,  the  return  of  the  NBC 
Symphony  Orchestra  to  exclusive 
NBC  facilities  occurs  after  a  nine- 
month  absence  during  which  its 
concerts  were  presented  on  the 
BLUE.  The  concerts  continued, 
however,  to  be  shortwaved  around 
the  world  on  NBC's  international 
stations,  WRCA  and  WNBI. 

MBS  to  Carry  Clapper 

For  General  Cigar  Co. 
GENERAL  CIGAR  Co.,  New  York, 
as  a  replacement  for  Raymond 
Swing,  who  gives  his  last  news 
broadcast  on  Mutual  for  White 
Owls  on  Sept.  21,  has  signed  Ray- 

mond Clapper,  Scripps  -  Howard 
syndicated  news  columnist  and 
radio  commentator.  Clapper  will 
start  on  Mutual  Sept.  24  in  the  10- 
10:15  p.m.  period  Mondays  and 
Thursdays  on  the  same  total  of  84 
stations  which  are  currently  carry- 

ing Swing's  news  analyses. An  exclusive  contract  between 
Mr.  Swing  and  NBC  was  signed  in 
July,  and  when  NBC  found  it  had 
no  suitable  evening  hour  available 
for  the  news  program,  it  was  an- 

nounced that  Swing  would  start  on 
the  BLUE  Sept  28  four  times  week- 

ly at  10  p.m.  under  sponsorship  of 
Socony- Vacuum  Oil  Co.,  New  York. 
Agency  for  General  Cigar  is  J. 
Walter  Thompson  Co.,  New  York, 
and  the  Socony  account  is  handled 
by  J.  Stirling  Getchell,  New  York. 

'       *^^THERE'S  MORE  FOR  YOUR  MONEY  AT 

BOSTON  FREDERICTO  N  — N.  B. 
^nA!)1000  WATTS— BASIC  C. B.C.  OUTLET 

WEED  and  CO.- U.S.  Representatives 

,  CFNB 

si 
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Promotion  Activity 

Expanded  at  CBS 
Brochure  Barrage  Projected 
During  Coming  Season 

HELPING  to  build  larger  audi- 
ences for  CBS  programs  has  been 

the  function  of  the  Program  Pro- 
motion Division  of  the  CBS  Sales 

Promotion  Dept.  for  3V2  years  and 
now,  rolling  smoothly  into  its 
fourth  fall  season,  the  division  has 
lined  up  a  campaign  of  more  than 
40  brochures. 

Since  its  organization  in  March 
1939,  the  Program  Promotion  Di- 

vision under  the  direction  of 
Thomas  D.  Connolly,  has  grown 
steadily  until,  in  the  first  six 
months  of  this  year,  the  number 

of  program  promotion  projects  w^as 
three  times  as  great  as  in  the  corre- 

sponding period  last  year. 
Consisting  of  ideas,  suggestions, 

promotional  material  and  summar- 
ies, contained  in  brochures  and 

mailing  pieces,  regular  mailings 
about  the  shows  they  carry  are 
sent  to  the  managers  of  the  116 
CBS  stations.  With  the  beginning 
of  the  CBS  full-network  plan,  a 
special  drive  containing  material 
on  the  shows  expanding  to  the  full 

network  was  put  on  by  Connolly's 
office  with  full  station  cooperation. 
One  station  ran  350  local  announce- 

ments heralding  the  appearance  of 
the  many  CBS  shows  which  ex- 

panded to  full-network;  most  sta- 
tions ran  two-column  newspaper 

ads  and  more  than  a  few  invested 
in  full-page  ads  in  their  local  news- 
papers. 

Classes  of  Material 

CBS  program  promotion  mate- 
rial falls,  roughly,  into  three  classi- 

fications: (1)  Material  on  new 
shows;  (2)  material  on  shows  re- 

turning to  the  network  after  a 
hiatus  period;  (3)  shows  expand- 

ing to  full-network.  Aside  from 
this  special  service,  Connolly's  of- fice sends  a  constant  stream  of 
suggestions  and  ideas  to  the  sta- 

tions for  the  continual  promotion 
of  shows  they  are  already  carry- 

ing. Weekly  comments  and  sugges- 
tions concerning  CBS  shows  are 

also  sent  to  all  the  affiliates. 
A  typical  CBS  program  promo- 

tion project  contains  recorded 
"star"  announcements  (i.e.  Tommy 
Riggs  and  Betty  Lou  on  a  one- 
minute  transcription  about  their 
show) ;  "live"  announcements  to 
originate  at  the  individual  sta- 

tions; ideas  for  newspaper  adver- 
tisements plus  mats;  photographs 

and  mats ;  billboard  ideas,  car-card 

Arnold  Letter  to  Kaye  Serves  to  Clear 

Controversy  Over  Gratuitous  Licenses 
CLARIFICATION  of  the  issuing 
of  gratuitous  licenses  to  broad- 

casters by  ASCAP  members  for 
the  performance  of  their  works, 
long  a  subject  of  controversy  be- 

tween ASCAP  and  BMI,  is  con- 
tained in  a  letter  written  Aug.  18 

by  Assistant  Attorney  General 
Thurman  Arnold  to  Sydney  Kaye, 
executive  vice-president  of  BMI. 

Referring  to  a  letter  sent  by  the 
Dept.  of  Justice  last  month  to 
Milton  Diamond,  special  counsel 
for  ASCAP,  on  this  subject 
[Broadcasting,  July  20],  Mr. 
Arnold  points  out  that  in  writing 
to  ASCAP  members,  John  G. 
Paine  has  interpreted  the  ruling 
too  narrowly. 

Disciplinary  Action 

Mr.  Paine,  says  Mr  Arnold,  has 

construed  a  part  of  his  letter  "to mean  that  ASCAP  has  the  right 
to  institute  disciplinary  action 
against  any  member  who  seeks  to 
discuss  or  advise  with  any  third 
party,  including  BMI,  concerning 
the  issuance  direct  to  users  of  per- 

forming licenses." 
Mr.  Arnold  continues;  "This  is 

too  narrow  an  interpretation  of  the 
language  of  my  letter  of  July  13th. 
Discussions  between  third  parties 
(including  BMI)  and  an  ASCAP 
member  for  the  purpose  of  deter- 
ming  the  free  and  voluntary 
wishes  of  an  ASCAP  member  in 
connection  with  the  issuance  of 
performing  licenses  direct  to  users 
is  not  prohibited  by  the  decree 
provided  such  third  party  offers 
no  secret  inducement." 

In  accordance  with  this  letter, 
which  is  taken  as  a  vindication 

of  BMI's  position  that  ASCAP 
writers  may  issue  gratuitous  li- 

censes for  broadcasters  to  perform 
the  works  published  by  BMI  and 

ideas,  taxicab  card  ideas,  sugges- 
tions for  movie  trailers,  local  dis- 
plays, dealer  tie-ups,  dealer  letters, 

house  organ  material,  contest  ideas 
and  ideas  for  stunts — plus  what 
Connolly  calls  a  "refresher  course," 
designed  to  keep  the  station  man- 

ager abreast  of  the  latest  develop- 
ments and  reviewing  the  CBS 

services. 

its  affiliates,  BMI  has  announced 
that  it  expects  to  publish  the 
works  of  a  number  of  ASCAP 
writer-members  who  have  indi- 

cated their  intention  to  grant 
gratuitous  licenses  directly  to 

broadcasting  stations.  Mr.  Arnold's letter  to  Mr.  Kaye  follows  in  full 
text: 

This  acknowledges  your  letters  of 
July  29  and  Aug.  14,  1942,  in  con- nection with  the  above  styled  cause. 

In  your  letter  of  July  29  you  en- closed a  copy  of  a  letter  written  by 
John  G.  Paine,  general  manager  of 
ASCAP,  to  all  ASCAP  members.  In 
this  letter  Mr.  Paine  construes  that 
portion  of  my  letter  of  July  13,  1942. 
addressed  to  Mr.  Milton  Diamond,  and 
reading  as  follows — "The  decree  per- mits a  member  of  ASCAP  to  issue  a 
'gratuitous'  license  to  a  user.  However, 
such  arrangement  must  be  made  be- tween the  member  and  user  without 
aid  or  inducement  from  any  third 
party.  Any  attempt  by  BMI  to  induce 
an  ASCAP  member  to  issue  such  a 
license,  by  whatever  means,  would 
violate  the  express  terms  of  the  de- 

cree", to  mean  that  ASCAP  has  the 
right  to  institute  disciplinary  action 
against  any  member  who  seeks  to  dis- cuss or  advise  with  any  third  party, 
including  BMI,  concerning  the  issu- 

ance direct  to  users  of  performing  li- censes. 
This  is  too  narrow  an  interpretation 

of  the  language  of  my  letter  of  July 
13.  Discussions  between  fhird  parties 
(including  BMI)  and  an  ASCAP 
member  for  the  purpose  of  determin- 

ing the  free  and  voluntary  wishes  of 
an  ASCAP  member  in  connection  with 
the  issuance  of  performing  licenses  di- 

rect to  users  is  not  prohibited  by  the 
decree  provided  such  third  party  offers 
no  secret  inducement. 

IBEW  Settles  in  L.  A. 
AFTER  SEVERAL  weeks  of  negotia- 

tion, which  included  threat  of  strike, 
KFWB,  Hollywood,  and  Los  Angeles 
Local  40,  IBEW,  in  mid-August reached  an  amicable  settlement  of 
their  salary  dispute  for  technicians. 
Minimum  scale,  under  the  new  agree- 

ment, is  now  $65  per  week,  the  ap- 
proximate prevailing  wage  of  other 

branches  of  the  technical  trades,  it  was 
said.  Agreement  also  calls  for  standard 
terms  and  conditions  of  employment. 
Local  1226,  IBEW,  representing  the 
technical  staff  of  CI3S  Hollywood,  on 
Aug.  12  voted  to  amalgamate  with 
Broadcast  Technicians  Unit  of  Local 
40,  which  represents  technicians  and 
engineers  of  13  stations  in  Los  An- 

geles County. 
KNOX  MANNING,  commentator  of 
CBS,  Hollywood,  is  narrator  on  a  mo- 
trailer,  "Your  American  Tragedy". 

CREATING 

Amicizia 
Freindshaft 

Przyjazn 
Amistad 
Freundschaft 

FRIENDSHIP  is  spelled  differently  in  every 

language  but  5,000,000*  listeners  in 
greater  New  York  have  learned  to  identi- 

fy WBNX  as  the  FRIENDLY  VOICE  of 
their  own  tongue.  All  of  which  odds  up 

to  proven  sales  satisfaction  for  na- 
tional and  regional  advertisers  in  the 

world's  richest  market.  For  effective  yet 
economical  coverage  of  metropolitan  New 
York,  WBNX  is  an  outstanding  value. 

Over  70%  of  New  York's  popu- 
lation is  foreign  born  or  of  for- 

eign parentage. 

Winner  of  the  PEABODY 

CITATION  for  Public  Ser- 
vice to  Foreign  Language 

Groups. 

J 
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WBNX 

5000  Watts 

FOR  OFFENSE>,,y£<.^-,  W*jf 
FOR  DEFENSE  5<'7glp(^>^ 
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Mazda  Program  to  Hollywood 
TO  COMPLETE  an  assignment  in  the 
Universal  film,  "When  Johnny  Comes 
Marching  Home",  Phil  Spitalyn's  all- girl  orchestra,  featured  on  the  weekly 
NBC  Hour  of  Charm,  sponsored  by 
General  Electric  Co.  (Mazda  lamps), 
on  Sept.  13  shifts  to  Hollywood  for 
four  weeks,  Sunday.  10-10 :30  p.m. 
(EWT).  Program  is  to  originate  from 
various  Southern  California  Army 
camps  and  Naval  stations  during  that 
time. 

RADIO  EXECUTIVE 

Former  station  manager, 
network  producer,  desires 
station  or  agency  connec- 

tion. Ten  years  radio  ex- 
perience. Draft  exempt. 

Resigned  station  manage- 
ment to  accept  Govern- 

ment post  in  Washington. 
Mission    now  completed. 

BOX  742,  BROADCASTING 

PABST  COMPLETES 

FOOTBALL  LINEVP 

PABST  SALES  Co.,  Chicago  (Blue 
Ribbon  beer) ,  has  completed  spon- 

sorship plans  for  broadcasts  this 
fall  of  games  of  seven  teams  in 
the  National  Professional  Football 
League.  Teams,  number  of  games 
and  stations  on  the  schedule  are 
are  as  follows : 

Brooklyn    Dodgers,    10,  WOR 
Philadelphia   Eagles,   12,  WFIL 
Washington  Redskins,  12,  WOL 
Pittsburgh  Steelers,  11,  WWSW 
Cleveland  Rams,  11,  WGAR;  De- 

troit Lions,  11,  WXYZ  and  the 
Michigan  State  Network  consisting 
of  WELL,  Battle  Creek;  WIBM, 
Jackson;   WFDF,  Flint;  WOOD, 
Grand   Rapids;   WJIM,  Lansing; 
WBCM,  Bay  City;  Chicago  Bears, 
11,  WENR. 
Remaining  teams  in  the  league 

are  the  Chicago  Cardinals,  New 
York  Giants  and  the  Green  Bay 
Packers.  Lineup  of  sportscasters  to 
handle  the  broadcasts  has  not  been 
completed,  according  to  the  agency. 
Lord  &  Thomas,  Chicago. 

PROFESSIONAL 

DIRECTORY 

Jansky  &  Bailey 
/f  n  Organization  of 

Qualified  Radio  Engineers 
Dedicated  to  the 

SERVICE  OF  BROADCASTING 
Nmtional  Press  BIdg..  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.      01.  1206 
Washington,  D.  C. 

JOHN  BARRON 
Consulting  Radio  Engineers 
Specializing  in  Broadcast  and 

Allocation  Engineering 
Eerie  Building,  Washington,  D.  C. 

Telephone  NAtional  7757 

PAUL  F  GODLEY 

CONSULTING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 
MO  2-7859 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

GEORGE  C.  DAVIS 

Consulting  Radio  Engineer 
Munsey  BIdg.  District  845A 

Washington,  D.  C. 

CLIFFORD  YEWDALL 
EmiHre  StaU  Bids. 
NEW  YORK  cnr 

An  Accoonting  Serric* 
Particularly  Adapted  to  Radio 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANT  HOUR^ANT  DAT 
R.C^  Commnnieatioiui,  Ine. 
66  Broad  St^  New  Tork.  N.T. 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
silver  Sprint  Md. 

(Suburk,  Wuh.,  D.  C.) 
Main  OlBc*:  Croiiroadt  M 
7IM  Main  St  /''TTN Kanui  City.  M*  [    X     1    Hollywood.  Cal. 

RING  &  CLARK 

Consulting  Radio  Engineers 

WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 
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FOR 

RESULTS! 

CLvt^SSIFIED 

Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payoble  in  advance.  Count  three 
words  for   box  address.   Forms  close  one  week   preceding  issue. 

Help  Wanted 

Engineer  —  For  RCA  equipped  Mid-West network  station.  Must  have  transmitter, 
maintenance  and  operating  experience. 
Good  salary  .  .  .  chance  for  advance- ment. Submit  full  details  including  ex- 

perience, reference,  draft  status,  pic- ture. Box  770,  BROADCASTING. 
ANNOUNCER-ENGINEER— First  class  li- 

cense preferable.  Progressive  small 
Southern  Station.  Good  pay  for  short 
week.  Box  771,  BROADCASTING. 

Chief  engineer — Network  station,  non  de- 
fense area.  Also  announcer-newscaster. 

Box  745,  BROADCASTING. 

Successful  local  station — In  fast  gi'owing 
midwestern  city  of  35,000  wants  experi- enced operator.  Salary  $25.00  per  week, 
increase  10%  each  six  months  for  eight- teen  months.  Box  746,  BROADCASTING. 

There's  a  real  future — For  3  experienced 
ab-lib,  draft-exempt  announcers  with  a 
10,000  watt  independent  in  a  major  east- 

ern city.  Send  your  story  to  Box  747, BROADCASTING. 

ANNOUNCERS  IMMEDIATELY— One  ex- 
perienced mail-pull,  one  news  and  general routine.  Airmail  full  details,  expected 

salary.  Have  transcriptions  available. 
KFNF,  Shenandoah,  Iowa. 

Announcer  wanted  —  Southern  station. 
Write  giving  age,  experience,  draft  status 
and  salary  desired.  Box  753,  BROAD- CASTING. 

Male — Radio  script  writer  and  producer 
with  recognized  ability.  State  qualifica- 

tions. No  objection  to  part  time  basis. 
Box  760,  BROADCASTING. 

CONTROL  ENGINEER— Exellent  open- ing for  alert  experienced  man  in  a 
busy  control  room.  Box  766,  BROAD- CASTING. 

Texas  Independent  Station — Desires  compe- tent announcer.  Tell  all.  Box  765, 
BROADCASTING. 

Situations  Wanted 

I  WANT  A  CHANGE— DO  YOU?— Pro- 
gram Manager  now  affiliated  with  50,000 

watt  station.  Extensive  radio  station 
and  advertising  agency  experience.  Draft 
exempt.  Age  38.  Knows  value  of  pulling 
with  staff,  including  Sales  Department. 
Available  for  either  station  or  agency 
operation.  Box  743,  BROADCASTING. 

Competent  chief  engineer — Experienced 
design,  construction,  installation  mainte- nance. Married.  3-A.  Desire  connection 
with  progressive  management.  Also  first 
class  licensed  combination  man.  Box  749, 
BROADCASTING. 

ANNOUNCER  -  PRODUCER  —  Now  em- 
ployed. Station  experience.  Draft  exempt. 

Prefer  Midwest  or  East,  station  or 
agency.    Box    772,  BROADCASTING. 

ATTENTION— Young  man,  unmarried,  in- 
eligible for  draft,  desires  position  as  an- nouncer in  small  station.  Box  773. 

BROADCASTING. 

ANNOUNCER— Desires  change— draft  ex- 
empt. Good  voice-production-copy.  Tran- 

scription on  request,  Box  744,  BROAD- 
CASTING. 

Producer-Announcer-Writer — Over  12  years 
on  major  networks  plus  theatre  and 
music  background.  Knows  entertainment 
values.  Not  in  draft.  Available  Septem- ber   fir?t.    Box    775,  BROADCASTING. 

UHWF 
AFFILIATE  OF  lOCK  ISLAID,  IttllOJS  AKfilt . 

Situations  Wanted  (Cont'd) 

Position  as  Manager  or  Sales  Manager — Married.  Ten  years  radio.  Employed.  Box 
758,  BROADCASTING. 

Are  you  after  the  prize — That  goes  with with  station  leadership  in  your  market? 
Then  contact  the  man  specializing  in  sales 
and  station  promotions  who  has  developed 
the  leadership  and  is  now  winning  the 
prize  in  an  important  Eastern  industrial 
market.  3-A.  Married.  Box  759,  BROAD- CASTING. 

STATION  MANAGER— Now  managing  5 
kw  CBS  Eastern  station.  Good  program 
ideas  plus  a  realistic  approach  to  today's sales  problems,  have  produced  over  163 
local  accounts  within  a  70-mile  radius  of 
present  station.  12  diversified  years  in 
radio.  Draft  exempt.  Present  employer 
knows  of  this  advertisement.  Box  761, BROADCASTING. 

Combination — Experienced  Announcer.  Li- 
censed Operator.  Married.  Family.  South 

Preferred.  Box  768,  BROADCASTING. 
ATTENTION  EXECUTIVES  —  Married 
man,  8  years  radio  executive,  local  and network.  Tops  on  program,  news,  sports, 
sales.  Draft  exempt.  Sober.  Prefer  South. 
Available  now.  Box  767,  BROADCAST- ING. 

Versatile  Announcr — Ten  years  back- 
ground program  director,  news.  Six  years 

one  group.  Young  married,  class  3A.  Ex- cellent  references,    now   employed.  Box 
759,  BROADCASTING. 

Engineer — Fifteen  years'  experience  all types  equipment  and  all  phases  of  station operation.  Draft  exempt.  Prefer  west 
coast.  Available  two  weeks.  Box  752, BROADCASTING. 

Engineer — 12  years'  experience.  Qualified 
for  supervision.  $45  week  minimum.  Per- manent. Box  754,  BROADCASTING. 

Continuity,  Production,  Announcing,  Eight 
years  experience.  Employed  Network  af- filiate. Prefer  New  York,  vicinity.  Box 
757,  BROADCASTING. 

AVAILABLE — Station  Manager — Now  em- 
ployed as  station  executive,  an  aggres- 

sive, young,  family  man  is  seeking  the 
right  opportunity.  Nine  years  of  complete 
broadcasting  experience,  including  ex- 

tremely successful  record  with  indepen- dents bucking  stiff  network  competition. 
Will  consider  either  salary  or  profit-shar- ing and  might  invest  minority  share. 
Box  756,  BROADCASTING. 

STATION  MANAGER-SALES  MANAGER 
— Eight  years  experience  every  phase. Top  references.  Married,  dependents,  age 
early  thirties.  Prefer  South.  Box  755, 
BROADCASTING. 

Wanted  to  Buy 

Two  RCA  70-C  Turntables — New  or  used. 
Box  769,  BROADCASTING. 

1  K.W.  or  5  K.W.  transmitter— Complete with  extra  tubes.  Will  pay  cash  for  used 
recent  model.  Send  full  particulars  to 
Box  744,  BROADCASTING. 

Condensers — New,  or  used  in  good  con- 
dition, mica  transmitting.  Six  to  twelve 

thousand  volt  rating.  Capacities — .002, 
.001,  0005,  and  .00025.  Box  748,  BROAD- CASTING. 

For  Sale 
250  watt  station— Town  of  18,000.  Army 
camp,  town  growing.  Great  prospects. Part  cash,  balance  several  years.  Hurry. 
Box  751,  BROADCASTING. 

Basic  Mutud  Network  Outlet 
FULL  TIME  127(1  K  C 

THE  SOOO  WATT 

ffeiueiihe  Ui^a 

ROCK  ISLAND  •  DAVENPORT  •  MOLINE 
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WTIC,  Hartford,  has  a  new  Sunday 
5-5:30  series  The  United  8fate.i  Coast 
Guard  on  Parade,  featuring;  the  Coast 
Guard  Academy  Band  under  Band- 

master Charles  W.  Messer.  Program 
originates  in  the  Coast  Guard  Arm- 

ory in  New  London,  and  emphasizes 
Coast  Guard  needs  in  men,  and  equip- 

ment and  training  plans,  interspersed 
with  personal  experiences  of  men  on 
Coast  Guard  patrol. 

EMPLOYES  of  NBC,  Hollywood,  held 
their  annual  picnic  and  outing  at  Up- 
lifters  Ranch,  Santa  Monica  (Cal.) 
Canyon,  recently. 

TO  INSURE  uninterrupted  broad- 
casting service,  KF'I,  Los  Angeles,  has a  complete  standby  emergency  trans- 

mitter for  use  if  the  main  50-kw.  equip- 
ment is  off  the  air  for  repairs. 

WHBF,  Rock  Island,  111.,  is  sponsor- 
ing the  Mississippi  Valley  Softball 

tournament,  offering  a  total  of  $500 
cash  prizes  plus  team  and  individual 
trophies.  Meet  opened  Aug.  2.3  in 
charge  of  "Van  Patrick,  sports  direc- tor, and  Ray  Anderson,  sportscaster. 

WKRC,  Cincinnati,  plans  extensive 
coverage  of  the  28th  annual  Pure 
Food  Show,  Aug.  27-Sept.  7,  at  the 
Cincinnati  Zoological  Gardens.  With 
eight  regular  daily  shows  the  station 
will  broadcast  about  three  hours  a  day 
from  the  scene. 

WTRY,  Troy,  N.  Y.,  moved  its  mic- 
rophone 30  miles  to  broadcast  the 

running  of  the  Frank  P.  Fox  Pacing 
Stake,  at  Saratoga  Raceways,  Sara- 

toga Si)rings,  N.  Y.  Roy  Shudt  gave  a 
running  commentary  of  all  three  heats. 

WKZO,  Kalamazoo,  Mich.,  was  on 
the  air  with  three  eyewitness  broad- casts less  than  a  half  hour  after  fire 
engines  reached  the  scene  of  the  local 
$80,000  Sutherland  Paper  Co.  fire. 
Coverage  included  details  of  fire  fight- 

ing and  identification  of  dead  and  in- 
jured. 

KOA,  Denver,  on  Aug.  10  devoted  a 
half-hour  to  ceremonies  attending  pre- 

sentation of  the  First  Army-Navy 
"E"  production  award  in  the  Rocky 
Mountain  region  to  the  Winter-Weiss 
Co.,  Denver.  Clarence  Moore,  KOA 
program  director,  was  m.c.  of  the 
broadcast  which  was  attended  by  more 
than  200  specially-invited  guests,  in- 

cluding high-ranking  Army  and  Navy oflicers. 

TO  FOCUS  attention  on  the  nation- 
wide campaign  of  Records  For  Our 

Fighting  Men  Inc.,  KHJ,  Hollywood, 
is  offering  a  $5  War  Stamp  as  prize  for 
the  oldest  record,  and  a  $25  War  Bond 
for  the  largest  number  of  records  con- 

tributed by  one  person.  R.  A.  Shep- 
herd, station's  music  librarian,  is  judge. 

NICK  KENNY,  radio  editor  of  the 
Daihj  Mirror,  New  York,  has  resumed 
his  juvenile  variety  show^  Children's Parade  on  WMCA,  New  York.  Enter- 

tainment is  furnished  b.v  children  se- 
lected from  studio  auditions,  and  by 

others  discovered  by  Kenny's  talent scouts.  A  well-known  radio  personality 
appears  as  guest  on  each  program. 

WKIP,  Poughkeepsie,  and  KBWD, 
Brownwood,  Tex.,  have  signed  for  the 
24-hour  AP  radio  wire  from  Press 
A.ssn.,  AP  subsidiary. 

FAMILY  MONOPOLY  prevails  at 
KGNC,  Amarillo,  where  Papa  Wes 
Izzard,  staff-member  of  the  Amar- 

illo Globe-News,  also  serves  as  a 
newscaster  and  his  son  Bob,  a 
junior  at  Lubbock  Tech,  is  a  sum- 

mer announcer.  Station  engineers 
are  always  expecting  Bob  to  say, 
"Here's  Pop  with  the  latest  news." 

RADIO'S  LEGS  were  pulled  by  the 
publicity  department  of  WOR,  New 
York,  when  its  turn  came  to  write  and 
stage  one  of  a  series  of  programs  con- ceived and  written  by  station  staff 
members  for  the  WOR  Summer  Thea- 

tre. Publicity  staff's  contribution  last 
week  included  a  skit  called  The  News- 

caster at  Home  and  vignettes  of  well- 
known  radio  types.  Collaborators 
were  Dick  Pack,  Eleanore  Hurley. 
Charles  Oppenheim,  Al  Durante  and 
Bob  Davis. 

WFAS,  White  Plains,  N.  Y.,  pre- sents interviews  with  servicemen 
guests  of  USO  hospitality  parties  at 
Westchester  homes  and  clubs  on  This 
Is  the  USO  Calling,  half-hour  Sun- 

day evening  program.  After  the  boys 
have  dined,  a  group  is  taken  to  the 
WFAS  studio,  where  Blsajean  Geyer. 
USO  "Red.  White  and  Blue  Girl"  con- ducts the  interviews. 

WROK.  Rockford.  111.,  is  recruiting 
men  and  women  for  a  radio  techni- 

cian training  course  the  U  of  Illi- 
nois Extension  Division  plans  to  start 

in  Rockford  Sept.  14.  A  similar  16- 
week  cou^-se  was  offered  last  spring, 
with  Thomas  C.  Cameron  and  Mau- 

rice Nelson,  WROK  engineers,  on  the 
teaching  staff. 

WRR,  Dallas.  Tex.,  owned  and  oper- 
ated by  the  city  of  Dallas  as  a  com- 

mercial station,  has  taken  the  24-hour 
AP  radio  wire  through  Press  Assn. 

OPA  Price  Manual 
DIGESTS  of  the  Office  of  Price  Ad- 

ministration's price  interpretations 
have  been  edited  and  put  under  one 
cover,  Digests  of  Interpretations, 
and  are  now  being  distributed  to 
the  press,  trade  associations  and 
information  services.  The  manual 
contains  material  pertaining  to 
OPA  price  regulations  other  than 
the  General  Price  Regulations  and 
gives  explanatory  data.  Additions, 
it  was  said,  will  be  made  from  time 
to  time. 

ILLINOIS! 

For  a  big  chunk 

of  it,  use  the 

DECATUR  station, 

250  W.  1340.  Full  time. 
Sears  &  Ayer,  Reps. 
How  can  we  help  you? 

SOY 

In  the  Army  Now 

A  ONE-MAN  radio  depart- 
ment turning  out  ten  shows  a 

week — that's  the  job  Pri- 
vate Elmo  Ellis  Israel,  for- 

mer studio  production  mana- 
ger of  WSB,  Atlanta,  is  do- 
ing in  the  public  relations  of- fice of  Ft.  McPherson,  Ga. 

Working  in  line  of  duty  with 
WSB,  and  three  other  At- lanta outlets,  WATL,  WAGA, 
WAST,  Private  Isreal  writes 
140  minutes  of  air  time  each 
week,  announces  eight  pro- 

grams himself.  He  has  a  five- 
weekly  10-minute  show  on 
WSB,  tri-weekly  quarter 
hour  on  WATL,  and  addition- 

al dramatic  and  variety  half- 
hours  on  the  Atlanta  sta- 

tions. He  is  planning  more 
programs  in  his  spare  time! 

Join  Disc  Net 
IN  LESS  THAN  a  month  after  the 
first  letter  was  sent  out,  36  sta- 

tions have  signed  contracts  to  serve 
as  outlets  for  United  Broadcasting 
System,  proposed  transcription  net- work [Broadcasting,  July  27], 
UBS  states  in  a  folder  mailed  out 
last  week.  Folder  cites  a  number 
of  commendatory  letters  from  sta- 

tions and  also  mentions  the  NAB's 
opposition  to  the  plan,  quoting  at 
length  from  the  UBS  reply  to  the 
NAB  explaining  the  advantages  of 
the  plan  to  stations. 

WCAE,  Pittsburgh,  is  urging  listeners 
to  aid  the  war  effort  by  playing  their 
radios  softly  so  resting  defense  work- ers will  not  be  disturbed. 

"Certainly  glad  I  stop  at  rec- 
ognized hotels  on  my  many 

business  trips.  Once,  serious 
illness  developed  suddenly  at 

home.  Though  I'd  left  no  for- 
warding address  I  was  easily 

traced  to  my  hotel  by  phone." 
D.  B.,  Rochester,  New  York. 

AMERICAN 

HOTEL 

ASSOCIATION 

FOR  A  FRESH  START 

STOP  ATA||QJEL 

DEEP  IN  THE  93  HEARTS  OF  WHAMLAND 
The  real  heart  of  WHAMland  is  in  the  93  towns  and  cities  of  2500  or  over,  where 
WHAMland  folks  go  to  town  when  they  buy. 
Rochester  is  the  buying  heart  of  Monroe  County  ...  it  is  a  grade  A  market  .  .  .  but 
down  in  Wyoming  County  it's  Perry  ...  in  Livingston  County  it's  Dansville. 
WHAMland  with  all  its  cities  and  towns,  all  of  its  year  around  buying  power,  its 
higher-than-ever  factory  payrolls,  and  above-average  farm  income,  is  yours  to  sell 
with  wham's  50,000  watts  ckar  channel  signal.  Only  WHAM  brings  dependable  24  hour a  day  reception  to  this  vast  area.  Only  WHAM  covers  all  of  it  at  once  .  .  .  and  at 
appi'oximately  one-third  the  cost  of  localized  coverage  of  the  same  area. 

WHAM 

ROCHESTER,  N.  Y. 

National  Representatives: 
GEORGE  P.  HOLLINGBERY  CO. 

50,000  Watts  .  .  .  Clear  Channel  . Full 
Time  .  .  .  Affiliated  with  the  Nafionoi 
Broadcasting  Co.  &  The  Blue  Network,  Inc. 

1^4 
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

AUGUST  15  TO  AUGUST  21  INCLUSIVE 

Decisions  .  .  . 
AUGUST  18 

NEW,  Edwin  A.  Kraft,  Ketchikan,  Alaska 
— Granted  license  930  kc  1  kw  unl.,  sub- ject to  conditions. 
WQAM,  Miami — Set  for  hearing  modifi- cation CP  change  transmitter  etc. 
WSAV,  Savannah,  Ga.— Denied  grant  CP change  1340  kc  250  w  unl.  to  1370  kc  1  kw 

unl.  directional  N,  and  set  for  hearing. 
KOY,  Phoenix — Set  for  hearing  CP  in- 

definite extension  of  completion  date. 
WPRP,  Ponce,  P.  R.— Denied  authority to  build  antenna. 
NEW,  Tidewater  Broadcasting  Corp., 

Norfolk,  Va. — Dismissed  without  prejudice CP  new  station. 
NEW,  Camden  Radio  Inc.,  Camden,  Ark. 

— Dismissed  without  prejudice  application CP  new  station. 
WHKC-WCLE,  Columbus-Cleveland— De- 

nied petitions  re  applications  CPs  to  change 
facilities  and  set  them  for  hearing. 
WBIG,  Greensboro,  N.  C— Denied  peti- 

tion partial  grant  application  change  fre- 
quency and  set  for  hearing  application 

change  1470  kc  5  kw  unl.  to  640  kc  50  kw. 
WOKO,  Albany,  N.  Y. — Denied  request 

retain  application  in  pending  file  and  set 
for  hearing  application  to  change  facili- ties. 
WHCU,  Ithaca,  N.  Y.~Set  for  hearing CPS  to  change  facilities 
WCKY,  Cincinnati — Dismissed  without 

prejudice  application  CP  change  1530  kc 
50  kw  unl.  to  640  kc  unl. 
WKRC,  Cincinnati — Dismissed  without 

prejudice  application  CP  change  550  kc  1 
kw  N  5  kw  D  unl.  to  640  kc    60  kw  unl. 
NEW,  Granite  District  Radio  Broadcast- 

ing Co.,  Murray,  Utah — Dismissed  without 
prejudice  application  CP  new  station. 
KFSD,  San  Diego — Denied  petition  to  re- 

consider and  grant  without  hearing  modi- 
fication CP  and  denied  petition  filed  pur- 

suant to  memorandum  opinion  of  4-27-42  ; 
and  amended  issues  upon  which  application 
will  be  hoard. 
WESX,  Salem,  Mass.  —  Granted  modifi- 

cation license  move  main  studio  to  Marble- 
head.  Mass. 
W39NY,  New  York — Granted  extension  of 

time  to  complete  station. 
AUGUST  19 

WLEU,  Erie,  Pa. — Granted  motion  to  dis- 
miss without  prejudice  CP  1260  kc  1  kw 

5  kw.  directional  N  unl. 
WFAS,  White  Plains,  N.  Y.— Granted 

continuance  hearing  to  9-24-42,  for  modifi- cation of  license. 
NEW,  Hawaiian  Broadcasting  System, 

Honolulu  —  Granted  continuance  hearing 
to  10-30-42. 
WKBW-WGR.  Buffalo  —  Granted  post- 

ponement hearing  to  10-20-42,  for  license renewals. 
KROW,  Oakland — Granted  dismissal  with- 

out prejudice  application  modification  CP. 
WOV,  New  York — Granted  motion  to 

dismiss  without  prejudice  application  trans- fer control  from  Arde  Bulova  and  Harry 
D.  Henshel  to  Murray  Mester  and  Meyer 
Mester. 
WSAN,  Allentown,  Pa. — Granted  dismis- 

sal without  prejudice  application  to  modify 
CP. 
NEW,  Air  Waves  Inc.,  Baton  Rouge,  La. 

— Granted  withdrawal  without  prejudice 
application  CP  new  station. 

Applications 
AUGUST  17 

WLAN,  Endicott,  N.  Y.— Modification  CP 
new  station,  amended  re  transmitter  site 
and  type  and  to  omit  synchronous  ampli- fier. 
KRLD,  Dallas — License  for  CP  change antenna. 
W4XGG,  Winston-Salem,  N.  C— Modifi- cation CP  new  station  for  extension  of 

date. 
KGLO,  Mason  City,  la.— Modification  CP 

new  transmitter,  increase  power,  change 
transmitter  for  extension  of  date. 
KPAS,  Pasadena,  Cal. — Modification  CP 

5  kw  transmitter,  directional  antenna  for 
extension  of  date. 

AUUST  18 
WMAZ,  Macon,  Ga. — CP  move  auxiliary transmitter,  increase  power,  change  hours. 
WBKB,  Chicago — Modification  CP  new 

television  station  to  change  ESR  from  800 
to  860,  change  antenna,  transmitter,  extend 
date. 
W59NY,  New  York— License  new  FM station. 

AUGUST  19 
KLRA,  Little  Rock,  Ark. — Modification 

CP  as  modified  move  transmitter  etc.,  for 
extension  of  date. 
WLAY,  Muscle  Shoals  City,  Ala.— CP new  transmitter. 

WNOX,  Knoxville— Modification  CP  as 
modified  increase  power  etc.,  for  extension 
of  date. 
KWID,  San  Francisco — License  for  CP 

as  modified  international  station,  amended 
to  add  7230  kc  unl. 

Tentative  Calendar  .  .  . 
WFAS,  White  Plains,  N.  Y.— Modifica- 

tion of  license  for  1230  kc,  250  w,  un- limited (Sept.  24). 
WROL,  Knoxville,  Tenn.,  modification  of 

license  for  620  kc,  1000  w,  unlimited,  DA- 
night  (Aug.  27). 
NEW,  Hawaiian  Broadcasting  System 

Ltd.,  Honolulu,  T.  H.,  construction  permit 
for  1340  kc,  250  w,  unlimited  (Oct.  30). 

Radio  Teachers  Wanted 
TO  SPEED  instruction  of  Air 
Forces'  Radio  personnel  and  re- 

lease men  for  field  duty,  a  cam- 
paign has  opened  to  recruit  5,000 

men  and  women  teachers  for  the 

four  large  "radio  universities,"  lo- cated in  Chicago,  Sioux  Falls,  S. 
D.,  Madison,  Wis.,  and  Scott  Field, 
111.  Salaries  range  from  $1,620  for 
junior  instructors  and  $2,000  for 
those  already  trained.  Applica- 

tions will  be  handled  through  the 
Civil  Service  Commission. 

Zenith  Buys  Space 
ZENITH  RADIO  Corp.,  Chicago,  has 
started  a  12-month  institutional  cam- 

paign in  magazines  built  around  the 
theme  "1917  War  Run  by  Telephone, 
1942  War  Run  by  Radio".  Copy stresses  the  importance  of  radio  to 
the  war  drive  and  the  part  Zenith  is 
playing  in  war  production,  as  well  as 
pointing  out  that  "airplanes  and  radio are  two  of  the  four  great  industries 
destined  to  lead  this  country  back  to 
normalcy  after  ueace."  Space  has  been placed  by  the  agency,  E.  H.  Brown 
Adv.  Agency,  Chicago,  in  25  weeklies 
and  monthlies  in  the  general,  women's and  farm  groups. 

Power  Construction  Halt 
TO  CONSERVE  critical  materials, 
the  War  Production  Board  last  week 
ordered  a  halt  in  further  construction 
of  electric  power  and  light  projects 
previously  permitted  under  authoriza- 

tion affecting  projects  40%  complete 
on  Dec.  5,  1941.  This  amendment  to 
P-46  has  no  effect  upon  war  projects 
which  have  been  or  may  be  authorized 
by  WPB,  it  was  explained.  It  applies 
to  public  and  private  utilities  alike. 

Network  iKccovnh 
All  time  Eastern  Wartime  unless  Indicated 

New  Business 

TRIMOUNT  CLOTHING  Co.,  New  York 
(Clipper  Craft  Clothes),  on  Sept.  20  starts 
Dorothy  Thompson's  Commentaries  on  67 BLUE  stations.  Sun.,  9:45-10  p.m.  Agency: 
Emil  Mogul  Co.,  N.  Y. 
GENERAL  CIGAR  Co.,  New  York  (White 
Owl  cigars),  on  Sept.  24  starts  news  by 
Raymond  Clapper  on  84  MBS  stations, 
Mon.  and  Thurs.,  10-10:15  p.m.  Agency: 
J.  Walter  Thompson  Co.,  N.  Y. 
STANDARD  OIL  Co.  of  California,  San 
Francisco,  on  Sept.  27  starts  Standard 
Symphony  on  6  Pacific  NBC  stations.  Sun., 
12  noon-12:45  a.m.  (EWT).  Agency: 
BBDO,  San  Francisco. 
STANDARD  OIL  Co.  of  California,  San 
Francisco,  on  Oct.  15  starts  Standard 
School  of  the  Air  on  6  NBC  Pacific  Coast 
Stations  and  4  NBC  Arizona  Network  sta- 

tions, Thurs.,  1-1:30  p.m.  (EWT). 
JENKINS  BROS.,  Bridgeport,  Conn,  (in- 

stitutional), on  Wed.,  Aug.  19,  sponsored 
Army-Navy  "E"  award  ceremonies  on  45 
BLUE  stations,  12:15-12:45  p.m.  Agency: 
Horton-Noyes,  Providence. 
GENERAL  FOODS  Corp.,  New  York 
(Post  Bran  Flakes),  on  Aug.  31  starts 
Young  Dr.  Malone  on  14  NBC  stations, 
Mon.  thru  Fri.,  10 :45-ll  a.m.,  continuing 
program  on  85  CBS  stations,  Mon.  thru 
Fri..  2-2:15  p.m.  Agency:  Benton  &  Bowles, 
N.  Y. 
GILBERT-BARKER  Mfg.  Co.,  West 
Springfield,  Mass.  (institutional),  on  Fri., 
Aug.  21,  sponsored  Army-Navy  "E"  award ceremonies  on  129  BLUE  stations,  2:45- 
3:15  p.m.  Agency:  McCann-Erickson, N.  Y. 
PARAMOUNT  PICTURES  Inc.,  New 
York  ("Holiday  Inn"),  on  Wed.,  Aug.  26, 
will  sponsor  single-time  musical  prevue,  on 
59  CBS  stations,  9:30-10  p.m.  Agency: Buchanan  &  Co.,  N.  Y. 
McCOLL  FRONTENAC  OIL  Co.,  Mon- treal, on  Oct.  4  resumes  Fred  Allen  on  13 
Canadian  Broadcasting  Corp.  Alternative 
network  stations.  Sun.  9 :30-10  p.m.  Agen- 

cy :  Ronalds  Adv.  Agency,  Montreal. 
COLGATE-PALMOLIVE-PEET  Co.,  To- 

ronto (Colgate  products)  on  Sept.  1  re- sumes The  Happy  Gang  on  33  Canadian 
Broadcasting  Corp.  stations,  Mon.  thru 
Fri.  1:15-1:45  p.m.  Agency:  Lord  & 
Thomas  of  Canada,  Toronto. 
COLGATE-PALMOLIVE-PEET  Co.,  To- 
ronto  (Palmolive  Soap,  Colgate  Tooth- 

paste, Halo  Shampoo)  on  Sept.  1  resumes 
Les  Joyeux  Troubadours  on  5  Canadian 
Broadcasting  Corp.  French  stations  Mon. 
thru  Fri.  11:30-12  noon.  Agency:  Lord  & 
Thomas  of  Canada,  Toronto. 
GENERAL  FOODS,  Toronto  (Postum),  on 
Aug.  13  resumed  The  Aldrich  Family  on 
28  CBC  stations,  Thurs.,  8:30-9  p.m.  Agen- cy: Baker  Adv.  Agency,  Toronto. 
DEPT.  OF  FINANCE,  Ottawa  (war 
bonds),  on  Aug.  17  started  They  Tell  Me 
on  69  CBC  stations,  Mon.  thru  Fri.,  1:45- 
2  p.m.  Agency:  Adv.  Agencies  of  Canada, 
War  Finance  Adv.  Group,  Toronto. 

BRISTLING  with  "guns"  this  new  mobile  unit  of  WDAY,  Fargo,  N.  D., 
has  been  converted  to  a  "General  Grant"  medium  tank  for  purpose  of 
promoting  the  station's  War  Bond  and  War  Stamp  sales.  Leading  two 
bus  loads  of  WDAY  artists  and  executives,  the  tank  advertises  the  two- 
hour  revue  the  station  has  on  tour.  At  Mayville,  N.  D.,  recently,  the 
unit  sold  $2,000  worth  of  stamps  as  admission  "tickets"  to  a  performance. [See  story  on  war  bonds  campaigns  on  page  254.] 

HUDSON  BAY  Co.,  Winnipeg  (Raw  Furs 
Division)  on  Oct.  31  resumes  Eed  River 
Barn  Dance  on  15  Canadian  Broadcasting 
Corp.  Prairies  and  British  Columbia  sta- 

tions, Sat.  11-11:30  p.m.  Agency:  Cockfield Brown  &  Co.,  Winnipeg. 
STANDARD  BRANDS,  Toronto  (Chase  & 
Sanborn  Coffee)  on  Sept.  6  resumes  Edgar 
Bergen  and  Charlie  McCarthy  on  35  Ca- nadian Broadcasting  Corp.   stations.  Sun. 
8-  8:30  p.m.  Agency:  J.  Walter  Thomp- 

son  Co.,  Toronto. 
LEVER  BROS.,  Toronto  (Lux  soap)  on 
Sept.  14  resumes  Lux  Theater  on  32  Ca- 

nadian Broadcasting  stations,  Mon.  9-10 
p.m.  Agency:  J.  Walter  Thompson  Co.,  To- ronto. 

TUCKETTS  Ltd.,  Hamilton,  Ont.,  (Buck- 
ingham Cigarettes)  on  Sept.  15  resumes 

Blended  Rythm  on  39  Canadian  Broad- 
casting Corp.  stations,  Tues.  8 :30-9  p.m. 

Agency :  McLaren  Adv.  Co.,  Toronto. 
LAMONT  CORLISS  &  Co.,  Toronto 
(Pond's  Cream)  on  Sept.  15  resumes  John and  Judy  on  30  Canadian  Broadcasting 
Corp.  stations,  Tues.  9-9:30  p.m.  Agency: 
J.  Walter  Thompson  Co.,  Toronto. 
S.  C.  JOHNSON  &  Son  Ltd.,  Brantford, 
Ont.  (wax  and  Car-Nu)  on  Sept.  29  re- 

sumes Fibber  McGee  &  Molly  on  33  Canad- ian Broadcasting  Corp.  stations,  Tues. 
9:30-10  p.m.  Agency:  Needham,  Louis  & 
Brorby,  Chicago. 
COLGATE-PALMOLIVE-PEET  Co.,  To- ronto (Cashmere  Bouquet  Soap),  on  Sept. 
4  resumes  Penny's  Diary  on  33  Canadian 
Broadcasting  Corp.  stations,  Fri.  8 :30-9 p.m.  Agency :  Lord  &  Thomas  of  Canada, Toronto. 

COLGATE-PALMOLIVE-PEET  Co.,  To- 
ronto (Cue  and  Palmolive  shave  cream)  on 

Sept.  5  resumes  Share  the  Wealth  on  30 
Canadian  Broadcasting  Corp.  stations.  Sat. 
8:30-9  p.m.  Agency:  Lord  &  Thomas  of 
Canada,  Toronto. 
IMPERIAL  OIL,  Toronto,  on  Nov.  7  re- sumes Imperial  Hockey  Broadcasts  on  40 
Canadian  Broadcasting  Corp.  stations.  Sat. 
9-  10 :30  p.m.  Agency :  MacLaren  Adv.  Co., Toronto. 

WARTIME  PRICES  AND  Trade  Board  Ot- 
tawa (price  ceilings),  on  Aug.  3  started  Le 

Courier  de  Jour  on  8  Quebec  Canadian 
Broadcasting  Corp.  stations.  Mon.  thru  Fri., 
10:15-10:30  p.m.  Agency:  Canadian  Adver- 

tising Agency,  Montreal. 
GENERALf  FOODS  Corp..  New  York 
(Grape  Nuts  Flakes),  on  Oct.  4  resumes 
for  52  weeks  Jack  Benny  on  90  NBC  sta- 

tions. Sun.,  7-7:30  p.m.  (repeat,  13  NBC 
Pacific  stations,  11:30  p.m.-12  midnight). 
Agency:   Young  &  Rubicam,  N.  Y. 
PEPSODENT  Co.,  Chicago  (toothpaste),  on 
Sept.  22  resumes  the  Bob  Hope  Show  and 
adds  59  stations,  making  a  total  of  125 
NBC  stations,  Tuesdays,  10-10:30  p.m., 
replacing  A  Date  With  Judy,  dramatic  pro- 

gram which  substituted  during  the  sum- 
mer.  Agency:    Lord  &  Thomas,  Chicago. 

Network  Changes 

PILLSBURY  FLOUR  MILLS  Co.,  Minne- 
apolis (Pillsbury  flour),  on  Sept.  7  adds 

26  CBS  stations  to  Clara,  Lu  'n'  Em,  mak- ing a  total  of  40  CBS  stations,  Mon., 
Wed.,  Fri.,  11-11:15  a.m.  Agency:  Mc- Cann-Erickson, Minneapolis. 
ANACIN  Co.,  Jersey  City  (headache  pow- 

der) ,  on  Oct.  28  shifts  Easy  Aces  from  70 
BLUE  stations,  Tues.,  Wed.,  Thurs.,  7- 
7:15  p.m.,  to  about  50  CBS  stations.  Wed., 
Thurs.,  Fri.,  7:30-7:45  p.m.  Agency: 
Blackett-Sample-Hummert,  N.  Y. 
LIGGETT  &  MYERS  TOBACCO  Co.,  New 
York  (Chesterfields),  has  added  15  NBC 
stations  to  Fred  Waring  in  Pleasure  Time, 
making  a  total  of  125  NBC  stations,  Mon. 
thru  Fri.,  7-7:15  p.m.  (repeat  11-11:15 
p.m)   Agency:  Newell-Emmett  Co.,  N.  Y. 
GENERAL  FOODS  Corp.,  New  York 
(Maxwell  House  Coffee,  Post  Toasties),  on 
Sept.  3  changes  Post  Toasties  Time  back 
to  Maxwell  Hou^e  Coffee  Time  and  adds 
4  NBC  stations,  making  a  total  of  95  NBC 
stations,  Thurs.,  8-8:30  p.m.  (rebroadcast, 
11:30  p.m. -12  midnight).  Agency:  Benton 
&  Bowles,  N.  Y. 
GOSPEL  BROADCASTING  Assn.,  Los 
Angeles  (religious),  on  Aug.  23  added  24 
Mutual  stations  to  Old  Fashioned  Revival 
Hour,  making  a  total  of  202  Mutual  sta- tions. Sun.,  9-10  p.m.  Agency:  R.  H.  Alber 
Co.,  Los  Angeles. 
CONTINENTAL  BAKING  Co.,  New 
York  (Wonder  Bread,  Hostess  Cake),  on 
Sept.  24  discontinues  Maudie's  Diary  on  46 CBS  stations,  Thurs.,  7 :30-8  p.m.  Agency 
Ted  Bates  Inc.,  N.  Y. 
GENERAL  FOODS  Corp.,  New  York 
(Sanka  Coffee),  on  Aug.  30  adds  26  CBS 
stations  to  William  L.  Shirer,  news  pro- 

gram, making  a  total  of  81  CBS  stations. 
Sun.,  5:45-6  p.m.  Agency:  Young  &  Rubi- 

cam, N.  Y. 
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Kansas  City  Hears 

First   FM  Station 

Commercial  Radio  Equipment 
Puts  K49KC  on  the  Air 

KANSAS  CITY,  heretofore  with- 
out a  commercial  FM  service,  was 

the  most  recent  city  to  dial  for  FM 
when  K49KC  went  on  the  air  Aug. 
16,  owned  and  operated  by  Commer- 

cial Radio  Equipment  Co.,  radio  en- 
gineering consultants.  The  station 

was  permitted  to  begin  broadcast- 
ing despite  critical  wartime  equip- 
ment shortages  under  a  special  tem- 

porary authorization  of  the  FCC. 

The  company's  first  experience 
with  FM  was  in  the  experimental 
operation  of  W9XA,  formerly  a 
high-frequency  broadcasting  station 
employing  AM  which  was  later 
converted  over  to  FM  experimental 
operation  to  conduct  two-way  trans- 

mission tests  on  26.3  mc.  with 

WOR's  W2XJI.  When  the  "go 
ahead"  signal  for  FM  was  given 
by  the  Commission,  Commercial 
Radio  Equipment  Co.  was  among 
those  first  to  apply  for  a  CP  under 
the  new  regulations. 

In  Center  of  City 
K49KC,  as  its  call  indicates, 

will  operate  on  44.9  mc.  Studio  and 
transmitter  are  located  in  the  Por- 

ter Bldg.,  an  office  building  located 
in  almost  the  exact  geographical 
center  of  Greater  Kansas  City, 
chosen  because  of  its  central  lo- 

cation and  elevation. 
K49KC  now  broadcasts  a  daily 

schedule  from  3  to  9  p.m.  Monday 
through  Saturday.  The  station  has 
subscribed  to  the  NBC  Thesaurus 
transcription  library.  Everett  L. 
Dillard  is  general  manager,  with 
Robert  F.  Wolfskill  handling  the 
managerial  duties  of  the  station. 
Betty  Davis,  formerly  of  KXBY 
and  KCMO  and  the  Colorado 
Springs  Chamber  of  Commerce,  is 
in  charge  of  programming.  Jimmie 
Burke,  formerly  with  KVOR,  Den- 

ver and  WHB,  Kansas  City,  is 
chief  announcer.  Milton  W.  Wood- 

ward is  taking  over  as  chief  en- 
gineer in  addition  to  his  engineer- 

ing work  for  Commercial  Radio 
Equipment  Co. 

AFRA  Convention  Off 
AFRA  national  business  and  elec- 

tions are  being  conducted  by  mail 
because  of  cancellation  last  week 
of  the  annual  convention,  in  com- 

pliance with  a  request  of  the  Office 
of  Defense  Transportation  Con- 

vention was  scheduled  for  Aug.  29 
and  30  in  Chicago.  Ballots  listing 
nominees  of  AFRA  locals  were 
mailed  to  members  on  Aug.  14,  to 
be  returned  and  counted  by  Sept. 
1.  Report  on  a  million  hours  of 
members'  time  devoted  to  war  pro- grams since  Dec.  7  is  to  be  com- 

piled at  the  same  time. 

Gray's  Power 
ANOTHER  "first"  was 
chalked  up  last  Tuesday  by 
the  FCC.  It  approved  trans- 

fer of  power  of  attorney  for 
the  aff^airs  of  Gordon  Gray, 
owner  of  WSJS,  Winston- 
Salem,  and  holder  of  an  FM 
authorization,  to  the  Wacho- 

via Bank  &  Trust  Co.,  in 
view  of  the  broadcaster-pub- 

lisher's Army  service  (he  is 
at  an  officer's  candidate  school 
having  enlisted  as  a  buck  pri- 

vate several  months  ago.) 

The  transfer  is  approved  "for 
a  period  not  to  exceed  six 
months  after  cessation  of 
hostilities  or  the  licensee's 
discharge  from  the  armed 
forces,  whichever  is  the  earl- 

ier." Catalog  of  Library 

Revised   by  AMP 

Some  3,500  Titles  Arranged 
In  Loose-Leaf  Binding 
ASSOCIATED  MUSIC  Publishers 
Inc.  has  issued  a  new  catalog  of  its 
library  service,  listing  approxi- 

mately 3,500  titles  arranged  by 
types  of  music,  with  the  artists 
listed  alphabetically  under  each 
type  and  the  selections  similarly 
listed  under  each  artist. 

The  volume  is  loose-leaf  and  will 
be  kept  up-to-date  by  revised  or  ad- 

ditional sheets  which  AMP  will 
supply  as  necessary  to  subscribers, 
who  will  no  longer  have  to  write 
in  additions  or  cross  off  deleted 
compositions  to  keep  their  records 
right,  the  company  states. 

Renewals  Signed 

Catalog  lists  composers  and  pub- 
lishers of  all  numbers,  identifies  the 

source  of  tunes  from  shows  or  pic- 
tures, gives  the  playing  time  of 

each  composition  and  the  copyright 
license  source,  giving  all  informa- 

tion desired  in  a  single  reference 
for  the  convenience  of  program  di- 
rectors. 
AMP  has  recently  signed  two  re- 

newal contracts  with  John  Shep- 
ard  3d,  president  of  Yankee  Net- 

work, for  the  stations  he  owns: 
WNAC,  Boston;  WAAB,  Worces- 

ter; WEAN,  Providence,  and 
WICC,  Bridgeport,  AMP  reports. 
A  five-year  contract  licenses  these 
stations  to  broadcast  music  whose 
performances  rights  are  cleared 
through  AMP  and  the  second  con- 

tract renews  the  AMP  library  serv- 
ice to  these  stations  for  the  coming 

three  years. 

NU-NAP  PROCESS  -and  Bestway 
Shine  Removing  Co.,  New  York,  have 
named  H.  W.  Fairfax  Adv.  Agency, 
New  York.  Radio  may  be  used. 

TESTING 

WCOP  makes  it  possible  to 
use  small  sums  to  test  big 
budgets! 
REPRESENTED  BY  HEADLEY-REED  CO. 

N-  1 1 50  on. YouTD  I AL 

^  vV^^  .^e^ 
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22  New  Shortwave  Outlets  Projected 

Private  Operation  to  Be 
Retained  in  New 

War  Plan 

TWENTY-TWO  new  shortwave 
transmitters,  ranging  in  power 
from  50,000  to  100,000  watts  and 
operated  by  existing  licensees,  will 
be  added  to  this  country's  inter- 

national shortwave  broadcasting 
system  if  plans  now  under  consid- 

eration materialize. 
Scores  of  additional  wavelengths, 

which  must  necessarily  be  taken 
away  from  present  point-to-point, 
coastal,  amateur  and  Governmental 
bands,  would  be  made  available  so 
American  news,  troop  morale  and 
propaganda  programs  can  be 
beamed  around  the  clock  to  every 
corner  of  the  globe. 

Private  Operation 

Admittedly  .lagging  behind  the 
Axis  powers  in  shortwave  opera- 

tions— Germany,  Italy  and  Japan 
are  operating  more  than  100  in- 

ternational shortwave  transmitters 
in  their  ovm  and  occupied  countries 
— the  United  States  is  determined 
to  bring  its  plant  up-to-date  and 
to  carry  its  messages  into  enemy 
territory  as  well  as  to  our  own 
forces  and  those  of  the  other 
United  Nations  abroad. 

The  plan,  which  may  be  acted 
upon  this  week  by  the  Board  of 
War  Communications,  does  not,  as 
erroneously  reported  in  the  press, 
envisage  Government  ownership 
and  operation.  All  of  the  14  exist- 

ing stations  and  the  22  new  ones 
would  be  operated  and  maintained 
by  present  or  new  private  licensees, 
who  would  produce  programs  un- 

der specifications  laid  down  by  the 
Government  agencies  involved  and 
receive  maintenance  and  operating 
costs  under  yardsticks  yet  to  be 
developed. 

The  22  new  stations,  for  the 
most  part,  probably  would  be  li- 

censed to  the  present  shortwave 
operators,  most  of  whom  are  al- 

ready working  in  close  collabora- 
tion with  the  Office  of  War  In- 

formation's overseas  operations 
Branch  and  the  Rockefeller  Com- 

mittee's (Office  of  the  Coordinator 
of  Inter- American  Affairs)  radio 
division.  There  are  seven  licensees 
of  the  existing  14  international 
broadcasting  stations — NBC,  CBS, 
General  Electric  Co.,  Westinghouse 
Co.,  Crosley  Corp.,  World-Wide 
Broadcasting  Co.  and  Associated 
Broadcasters  Inc.,  the  latter  op- 

erating the  recently  installed  100,- 
000-watt  KWID,  San  Francisco. 

They  would  be  allocated  certain 
of  the  new  stations  and  specified 
frequencies,  and  they  would  be 
asked  to  operate  the  new  as  well 
as  their  existing  stations  under 
terms  which  would  involve  ex- 

penditure by  the  Government  of 
5  to  6  million  dollars  per  year  in 
operating  costs  and  6  to  9  million 
dollars  in  new  installations.  Prior- 

ities from  the  War  Production 
Board  for  the  new  equipment,  it  is 

anticipated,  will  be  readily  forth- 
coming, once  the  basic  plan  is  ap- 

proved by  BWC. 
After  the  war,  it  is  proposed,  the 

private  operators  would  be  given 
options  by  the  Government  to  pur- 

chase the  transmitters  built  by  the 
Government. 

Program  Plans 

There  has  been  no  disposition  in 
the  parleys  thus  far  held  to  ask 
the  private  shortwave  operators  to 
bear  the  entire  burden  of  interna- 

tional broadcasting  costs,  which 
most  of  them  now  do.  Nor  is  it  in- 

tended to  dictate  exactly  what  shall 
go  out  over  the  shortwaves.  Rather, 
it  is  proposed  that  Government 
agencies  like  the  Office  of  War  In- 

formation and  the  Rockefeller 
Committee  will  continue  to  fur- 

nish programs  of  news,  entertain- 
ment and  propaganda  with  the  un- 

derstanding that  these  may  be  re- 
jected by  the  operators  if  found 

wanting  in  quality. 

OWI's  Overseas  Operations 
Branch,  headed  by  Robei't  Sher- 

wood, as  successor  to  the  radio  di- 
vision of  the  old  Donovan  Commit- 

tee, is  already  supplying  its  ovra 
programs  to  the  private  shortwave 
stations.  So  is  the  Rockefeller 
Committee's  radio  division.  These 
will  continue,  but  main  reliance 
will  be  placed  on  the  program  tal- 

ent and  experience  of  the  private 
operators,  whose  own  programs 
must  fit  certain  general  specifica- 

tions to  be  laid  down  by  OWL 

Govt..  Industry  are  Partners 

Thus  the  principle  of  private 
operation,  with  its  freedom  from 
direct  program  control,  particular- 

ly of  news  broadcasts,  is  retained; 
the  vast  reservoir  of  the  American 

broadcasting  system's  programming 
capacity  is  utilized,  and  the  Gov- 

ernment in  effect  becomes  a  part- 
ner for  the  duration  only.  There 

is  no  present  intention  that,  after 
the  war,  the  Government  shall  con- 

tinue in  the  shortwave  broadcast- 
ing field. 

The  plan  has  been  under  consid- 
eration for  more  than  a  fortnight, 

or  ever  since  the  FCC  and  BWC 
detailed  Com.  T.  A.  M.  Craven, 
FCC  commissioner,  to  act  for  it 
on  a  planning  board  which  includes 
Mr.  Sherwood  and  Don  Francisco, 
the  latter  associate  director  of  the 
Rockefeller  Committee  in  charge 
of  radio,  along  with  some  of  their 
subordinates. 

ALARMED  OVER  the  heavy  in- 
roads on  both  radio  and  motion  pic- 
ture name  talent  under  existing 

Selective  Service  procedure,  a  com- 
mittee of  executives  representing 

radio  was  to  confer  Saturday  (Aug. 
22)  with  Government,  military  and 
manpower  officials  in  Washington. 

The  importance  of  entertainment 
in  maintenance  of  public  morale  is 
involved.  Withdrawal  from  the  air 

and  fi'om  other  public  entertain- 
ment fields  of  name  talent,  it  is  em- 

phasized, inevitably  would  result  in 
a  shrinkage  of  radio  and  motion 
picture  audiences. 

In  the  group  were  to  be  Paul  W. 
Kesten,  vice-president  and  general 
manager  of  CBS;  Sidney  N.  Strotz, 
NBC  West  Coast  vice-president; 
Chester  LaRoche,  chairman  of  the 
board  of  Young  &  Rubicam,  repre- 

senting agencies,  and  Kay  Kyser, 
band  leader,  representing  talent. 

Script  Session 
The  group  was  to  confer  with 

Maj.  Gen.  Lewis  B.  Hershey,  direc- 
tor of  Selective  Service;  Maj.  Gen. 

Alexander  D.  Surles,  director  of 
Army  public  relations;  Brig.  Gen. 
Frederick  Osborn,  chief  of  special 

PHOTO  CONTEST 
WHK-WCLE  Offer  Prizes  to 

 Mutual  Workers  

WHEN  WHK-WCLE,  Cleveland, 
become  full-time  Mutual  affiliates 
on  September  26,  the  studios  will 
have  a  special  display  of  amateur 
photographs  submitted  in  a  con- 

test the  stations  have  opened  to 
all  employes  of  the  network.  With 
a  $50  War  Bond  as  first  prize;  a 
new  camera,  second;  and  a  plaque, 
third,  entries  will  be  judged  on 
uniqueness  of  subject  matter, 
cleverness,  and  artistic  appeal. 
Prize-winning  pictures  will  be 
printed  in  Broadcasting. 

services  (morale)  of  the  Army; 
Fowler  Harper,  deputy  director  of 
War  Manpower  Commission;  Lt. 
Col.  E.  M.  Kirby,  chief  of  the  Army 
Radio  Branch ;  W.  B.  Lewis,  chief, 
radio  bureau  of  OWL 

The  conference  followed  recent 
sessions  at  the  War  Dept.  on  han- 

dling of  radio  scripts,  to  avoid  pit- 
falls in  public  appearances  by  ra- 

dio talent  at  military  centers.  Com- 
plaints have  been  voiced  in  the  past 

on  rough  humor  and  double  en- tendres. 

Several  months  ago,  a  number  of 
NBC  stations  served  notice  they 
might  throw  off  certain  comedy 

programs  if  purported  "smut"  were not  eliminated. 
Procedure  was  outlined  at  these 

recent  conferences  for  clearance  of 
scripts  through  Corps  Area  com- 

manders. Appearances  of  soldiers 
and  their  scripts  likewise  must  be 
officially  reviewed  under  the  pro- 
cedure. 

NBC,  CBS  Study  Ways 

To  Improve  Soap  Opera 

TO  DISCOVER  ways  in  which  the 
"soap  opera"  type  of  broadcast 
might  be  impi'oved,  in  view  of  the 
many  criticisms  these  programs 
evoke,  both  NBC  and  CBS  have 
undertaken  extensive  studies  of 
their  particular  daytime  serials  as 
well  as  all  daytime  programs. 
Thomas  Rishworth,  director  of 

NBC's  public  service  division,  is 
handling  the  survey  for  NBC, 
while  Gilbert  Seldes,  television  di- 

rector of  CBS,  will  study  the  day- 
time picture  on  CBS  in  addition  to 

his  other  duties.  No  results  will  be 
announced  until  a  thorough  investi- 

gation has  been  carried  out,  both 
networks  reported,  including  in- 

quiry into  listener  reaction,  reve- nue from  such  shows,  and  general 
format  of  the  programs. 

Omar  Renews 
OMAR  Inc.,  Omaha  (Wonder 
flour),  on  Sept.  13  will  renew  for 
26  weeks  its  weekly  quarter-hour 
and  thrice  weekly  five-minute  tran- 

scribed musical  programs  featur- 
ing Gene  Baker,  vocalist,  on  KMA 

WHO  WMT  KRNT  WNAX  WOW 
KOA  KGKY  WJAG  KVRS.  Agen- 

cy is  MacFarland-Aveyard  &  Co., Chicago. 
Drawn  for  Broadcasting  by  Sid  Hix 

"That's  the  End  of  the  Fifth  Inning,  Folks,  and  the  Game,  Too!  The 

Army  Knows  Why!" 

Inroads  Into  Radio^  Movie  Talent  Ranks 

By  Selective  Service  Are  Considered 
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The  sweetest  melody  out  of  the  Midwest  these  days  is  the  song 

of  sales  that  KMBC  advertisers  are  singing.  The  chorus  concerns 

resu/ts— so  consistent  that  three  out  of  four  accounts  on  KMBC 

are  renewals.  A  three-part  harmony  of  better  programming,  finer 

production  and  stronger  promotion  explains  KMBC's  greater  lis- 

tening audiences,  revealed  by  survey  after  survey.  Briefly,  KMBC 

is  "9  Ways  the  Winner"  in  Kansas  City— setting  a  fast  tempo 

of  leadership  in  all  nine  standard  measures  of  broadcasting 

superiority.  Jot  down  some  cheerful  notes  reminding  you  to  call 

Free  &  Peters  for  more  data  on  KMBC.  It  should  be  music  to 

your  ears. 

„Nia-iai9-i!iiD„ 

SI  0 

,,Aoa  Ania,, aoj 

SI  a 

„3soii  nvDixaw,, 

SI  lAi 

„ONUlJ  W3,  d33>l„ 

SI  M 

S  »  3  M  S  N  V 3 H  J. 

KMBC 

OF  KANSAS  CITY 

FREE  &  PETERS,  INC.  CBS  BASIC  NETWORK 



WKY    i)afnA/^%£dbtU^   THE  PICTURE  IN  OKLAHOMA  CITY 

#  Neck  and  neck  competition  in  some  markets  may  make  station 
choice  a  toss-up.  But  in  Oklahoma  City  there  is  one  station  so 
far  out  in  front  that  it  clearly  and  completely  dominates  the  pic- 

ture, leaves  not  even  a  shadow  of  doubt  concerning  which  station 
reaches  most  listeners  and  does  the  best  possible  selling  job. 

WKY's  dominance  is  that  decisive! 
More  persons  in  Oklahoma  City  listen  to  WKY  morning, 

afternoon  and  evening  than  to  all  three  other  stations  put  to- 

gether. Hooper's  May-June  Listening  Index  for  Oklahoma  City 
rated  the  four  stations  as  follows:  WKY,  56.6;  Station  "B", 
19.6;  Station  "C",  11.3;  and  Station  "D",  11.5. 

Unless  factors  other  than  ultimate  results  are  of  prime  im- 
portance to  you,  WKY  is,  without  an  instant's  hesitation,  your 

first  choice  in  Oklahoma  City. 
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Dr 

PRICE  15  CENTS 

The  Weeklv Newsmagazine  of  Radio 

vertisingr 

«WELL,  you  DID 

GET  s^M^m^ 

#  Despite  her  obvious  beauty  and  other  feminine 

features,  it's  plain  that  Miss  Thompsonville,  above, 

has  a  deep  and  realistic  knowledge  of  Life.  .  .  . 

In  some  contests,  being  second  or  worse  is  almost 

the  same  as  not  being  present! 

Out  here  in  Iowa,  for  instance,  the  authoritative 

1942  Iowa  Radio  Audience  Survey  lists  14  radio 

stations  as  "listened  to  most"  (nighttime).  But 

the  Summers- Whan  Survey  proves  that  no  less 

than  60.4%  of  all  radio  families  "listen  most"  to 

one  station — WHO!  The  remaining  39.6%  divide 

their  listening  time  among  the  other  13  stations! 

And  if  you  think  that's  something  of  an  eye-opener, 

wait  'til  you  see  some  of  the  other  disclosures  in 

the  1942  Survey!  Such  as:  the  effects  of  movie 

attendance  on  radio  listening;  network  program 

preferences;  who  writes  to  radio  stations,  and  why; 

percentages  of  the  audience  listening  at  specific 

hours;  and  so  on  for  80  pages! 

A  copy  of  this  scientific  study,  covering  nearly 

10,000  representative  Iowa  families,  is  yours  for 

the  asking.  Send  for  it  today. 

WHO 

for  IOWA  PLUS !  + 

DES  MOINES  .  .  .  50,000  WATTS 

B.  J.  PALMER,  PRESIDENT 
J.  O.  MALAND,  MANAGER 

FREE  8i  PETERS,  INC.  .  .  .  National  Representative* 



The  merits  of  graphite  and  its  desirability  as  an  anode  material  were 

recognized  by  Amperex  more  than  a  decade  ago. 

Through  the  years  ,  .  .  despite  the  insistence  and  claims  of  other  tube 

manufacturers  in  regard  to  the  superiority  of  various  rare  and  semi-precious 

metals  .  .  .  Amperex  has  consistently  held  to  its  conviction  that  graphite  was 

the  preferred  material  for  anodes  in  high  vacuum  tubes. 

We  have  demonstrated,  during  that  period,  the  superiority  of  our  anodes 

by  developing  almost  100  types  of  transmitting  tubes  that  have  found  favor 

in  commercial  broadcasting,  aviation  and  electro-medical  fields,  as  well  as 

tubes  for  applications  in  the  high  and  hyper-high  frequency  range  for  the 
armed  services  of  the  United  States  and  the  United  Nations. 

With  our  country  in  dire  need  of  the  rare  and  semi-precious  metals 

employed  as  anodes  by  other  manufacturers  .  .  .  and  with  the  demand 

for  "military  purpose"  tubes  climbing  to  staggering  quantities  .  .  .  Amperex 
is  proud  of  the  fact  that  its  perserverence  in  developing  graphite  as  an 

anode  substance  releases  strategically  necessary  metals  for  other  and 

equally  important  War  efforts. 

AMPEREX  ELECTRONIC  PRODUCTS 

79  WASHINGTON  STREET  •  BROOKLYN,  NEW  YORK 



STitNDARD'S  YAAMRED 

Would  you  like  a  Library  Service  that  is  made  to  fit  your  station? 

A  service  smart  in  its  talent  lines,  richly  styled  in  its  variety,  and 

proportioned  to  your  budget? 

A  good  many  stations,  in  addition  to  those  taking  our  full  Library 

Service,  find  that  Standard's  "take-what-you-need  service"  fits 

their  exact  needs  in  both  talent-variety  and  expenditure. 

How  about  you?  May  we  present  a  customized  version  of  the 

Standard  Radio  Program  Library  .  .  .  tailored  just  for  you?  Just 

ask  us,  and  we'll  whip  out  the  old  tape-measure  —  without 
obligation,  of  course! 

KiecP  'cut 

360  N.  MICHIGAN  AVENUE 

CHICAGO,  ILLINOIS 
6404  HOLLYWOOD  BOULEVARD 

HOLLYWOOD,  CAL. 

Published  every  Monday.  53rd  issue  (Year  Book  Number)  published  in  February  by  BROArcASTING  PUBLICATIONS,  INC.,  870  National  Press  Building,  Washington,  D.  C.  Entered  as 
second  class  matter  March  14,  1933,  at  the  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 



^^^atchers  in  Waltham  .  .  . 

Sales  for  you  right  here  •  • 

WWL  Daytime  Coverage 
PRIMARY  and  SECONDARY 

You  get  both  with: 

NEW  ORLEANS 

50,000  watts  -  -  clear  channel 

When  Waltham,  Mass.,  isn't  turning  out  watch  dials  it 
turns  to  radio  dials.  Every  so  often  some  timester  tunes 

in  on — and  writes  to — WWL,  New  Orleans.  Our  files 
fatten  with  mail  from  fans  at  every  point  of  the  com- 

pass. 

But  the  mainspring  of  WWL  popularity  with  result- 
wise  advertisers  is  our  Deep  South  leadership.  Here  in 
the  New  Orleans  market  area,  the  power  and  prestige 
of  WWL  makes  it  unquestionably: 

The  greatest  selling  POWER 

in  the  South's  greatest  city 

CBS    Affiliate  —  Nat'l    Representatives,    The    Katz    Agency,  Inc. 
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A  better  buy  is  KFAB.  This  station  is 
practically  a  fixture  in  farm  radio 
homes  throughout  Nebraska  and  her 
neighboring  states.  People  like  KFAB, 
and  buy  the  things  it  recommends  — which  is  why  there  are  no  growlers  in 
KFAB's  long  list  of  advertisers.  You 
need  KFAB,  to  do  a  thorough  job  in 
this  area.  So  better  call  us  now,  while 
you  have  a  good  choice  of  availabilities. 

DON  SEARLE  — Gen'l  Mgr. 

Ed  Petry  &  Co.,  Nat'l  Rep. 
FAB 
N    C    O   I.  N 
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THE  GRAVEYARD  OF  FORGOTTEN  NAMES 

Four  hundred  years  ago  the  im- 

mortal bard  of  Avon  asked,  "What's 

in  a  name?"  Want  to  find  the  answer? 
Then  visit  the  Graveyard  of  Forgotten 

Names  and  read  the  grim  inscrip- 

tions. Brace  yourself,  you're  in  for  a shock.  See  that  tombstone  over  there? 

"Pearline"  it  reads,  "worth  $8,000,000 
at  one  time.  Stopped  advertising  and 

in  a  few  short  years  company,  plant, 

equipment,  and  all  sold  for  $12,000." 

Can  You  Afford  Not  to  Advertise  ? 

Here's  another.  "The  Segal  Lock  Co. 

Enjoyed  60%  of  America's  padlock 
business,  before  World  War  I.  Find- 

ing government  contracts  lucrative 

they  forgot  the  consumer  and  the  con- 
sumer in  turn  forgot  them.  They  were 

buried  years  ago. 

Can  You  Afford  Not  to 

Advertise  ? 

Now  do  you  know  what's in  a  name?  Are  those 

grave  and  silent  slabs 

enough  to  impress  upon 

you  that  every  dollar 

you've  spent,  every  man  - 

HARRY  L.  STONE,  Gen'l.  Mat 

you've  hired,  every  piece  of  ma- 

chinery you've  bought,  every  man- 
hour  worked  since  you  sold  your  first 

piece  of  merchandise  ...  all  are  in 

your  brand  name?  Let  your  plants 

burn  down  .  .  .  you  can  quickly  re- 
build. Destroy  your  stock  . .  you  can 

make  more.  But  take  your  name 

away  from  the  public's  mind,  and  it 
will  become  an  epitaph  in  the  Grave- 

yard of  Forgotten  Names, 

Rejoice,  then,  that  this  war  is  halting 

only  your  production  and  not  your 
reputation.  For  as  long  as  the  war 

lasts,  you  can  preserve  that  reputa- 

tion by  echoing  your  brand  name 

throughout  55,000,000  radio  homes 

every  hour  or  every  day,  or  every 

week  ...  at  a  very  cheap  cost  com- 
pared to  losing  it. 

WSM,  a  part  of  the  great 

Fifth  Estate,  is  proud  that 

so  many  war  industries 

and  priority  stuck  manu- 
facturers are  using  WSM 

to  keep  their  brand 

names  alive  for  the  dura- 
tion . . .  and  after  it. 

NASHVILLE,  TENNESSEE 

OWNED  AND  OPERATED  BY 

THE   NflTIONilL   LIFE   AND   ACCIDENT    INSURANCE   C  O  M  P  fl  N  Y,  INC 
NATIONAL  REPRESENTATIVES,  EDWARD  PETRY  &  CO.,,  INC. 
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CBS  PLACED  FIRST  AGAfN 



\SY  fOO  LEADING  ADVERTfSERS 

In  1941,  for  the  seventh  straight  year,  CBS  was  first  choice  among  the 

100  leading  advertisers  of  the  United  States. 

...  21  per  cent  more  of  the  100  leading  advertisers  used  CBS  than  the 

next  most  popular  network.* 

.  .  .  CBS  had  73%  more  exclusive  advertisers  than  any  other  network.* 

.  .  .  And  in  1941,  for  the  second  year  in  a  row,  the  100  leading  adver- 

tisers bought  more  "time"  on  CBS  than  on  any  other  network.* 

But  the  trend  is  not  to  CBS  alone— the  trend  is  to  radio. 

Because  for  the  first  time,  the  100  leading  advertisers  bought  more  net- 

work radio  than  any  other  form  of  national  advertising.* 

COiUMBfA  BROADCASTING  SYSTEM 

Based  on  actual  expenditures  for 
1941  as  reported  by:  Bureau  of 

Advertising,  ANPA;  Publishers' 
Information  Bureau;  and  CBS 

Research  Department. 



ONE    OF    A   SERIES    PRESENTING    THE    MEN    WHO    MAKE    FREE   &    PETERS  STATIONS 

C.  T.  Hagmas 

VICE-PIIESIDEM  m  MAMGER,  WTCS,  MIOEAPOLIS-ST.  PAIL 

1923 — Entered  Classified  Advertising  Dept., 
St.  Paul  Dispatch-Pioneer  Press 

1925 — Transferred  to  National  Advertising 
Department 

1929 — Transferred  to  Lociil  Advertising 
Department 

1934_Manager  of  St.  Paid  Office,  Station  WTCN 
1935 — Commercial  Manager,  Station  WTCN 
1937 — Vice-President  and  General  Manager, 

Station  WTCN 

I IKE  Napoleon  and  a  lot  of  other  pretty 

important  people,  C.  T.  (Swanee)  Hagman 

is  "big  stuff  in  a  small  package".  Big  in 
heart  and  big  in  personality,  Swanee  is  also 
big  in  capacity,  as  proven  every  day  by  the 
way  he  manages  WTCN.  .  .  .  Aptly  enough, 
WTCN  itself  is  another  case  of  the  same 

general  sort.  It's  a  regional  station,  in 
competition  with  a  couple  of  50,000-watters 
— but  under  Swanee's  direction,  it  does  a 
really  gigantic  job  for  its  dozens  of  happy 
advertisers.  .  .  . 

Mere  size,  in  other  words,  is  no  index  of 

quality  in  either  a  man  or  a  radio  outlet; 
Here  at  F&P  we  long  ago  learned  what 

every  time-buyer  knows  .  .  .  that  the 

comparative  value  of  stations  cannot  be  deter- 

mined solely  by  power,  frequency,  network' affiliations,  or  costs.  In  radio  as  in  no  other 

medium,  quality  can  only  be  determined 
by  an  accurate  knowledge  of  the  stations 

themselves.  And,  always,  it's  management 
that  makes  the  greatest  difference. 

Perhaps  it  sounds  like  mere  sales-talk,  but 
it's  nevertheless  true  that  every  station  we 

represent  is  a  vieW-managed  station.  They're 
all  the  sort  of  outlets  you  yourself  would 

choose  to  work  with — that  we  are  proud 
to  work  with,  here  in  this  group  of  pioneer 
ladio-station  representatives. 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WKBW  BUFFALO 
WJWC    .    .  CHICAGO-HAMMOND 
WCKY  CINCINNATI 
KDAL  DULUTH 
WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO  .KALAMAZOO-GRAND  RAPIDS KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN     .   .  MINNEAPOLIS-ST.  PAUL WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBL  SYRACUSE 

.  .  .  IOWA  .  .  . 
WHO  DES  MOINES 
woe  DAVENPORT KMA  SHENANDOAH 

.  .  .  SOUTHEAST  .  .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  .  .  . 
KOB  ALBUQUERQUE 
KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  .  . 
KARM   FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX,  Inc. 

Free  &  Peters,  inc. 

Pioneer  Radio  Station  Representatives Since  May,  1932 

CHICAGO:  180  N.  Michigan 
Franklin  6373 

NEW  YORK:  247ParliAve. 
Plaza  5-4131 

SAN  FRANCISCO:  m  Sutler 
Sutter  4353 HOLLYWOOD:  1512  N.  Gordon. 

Gladstone  3949 
ATLANTA:  ^22  Palmer  Bids- 

Main  5667 
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Senate  Probe  Into  Petrillo  Power  Asked 

Clark's  Resolution 

Cites  Abuses 

Of  Czar 

THE  WRATH  of  Congress,  as 

well  as  the  courts,  has  de- 
scended upon  Music  Czar 

James  Caesar  Petrillo  and  his 

American  Federation  of  Mu- 

sicians, and  a  full-scale  inves- 

tigation of  "Petrilloism",  its 
effect  on  public  morale  and  the 
war  effort  is  in  the  immediate 

offing. 

Plainly  disturbed  over  the 
effect  of  the  Petrillo  action 

preventing  the  140,000  AFM 
members  from  recording  for 

transcriptions  or  other  non- 
public uses,  Senatoi"  D.  Worth 

Clark  (D-Idaho),  one  of  the  most 
effective  prosecutors  in  Congress, 
last  Thursday  introduced  an  all- 
inclusive  resolution  (SRes-286) 
for  an  inquiry  into  the  entire  mu- 

sic situation.  It  was  promptly  re- 
ferred to  the  Senate  Interstate 

Commerce  Committee,  and  appoint- 
ment of  a  small  subcommittee — of 

three  to  five  members — is  expected 
this  week. 

Passage  Seen 
Immediate  reaction  in  the  Senate 

was  decidedly  favorable  to  the 
Clark  proposal.  Prominent  members 
on  both  sides  of  the  chamber  pre- 

dicted the  resolution,  with  sufficient 
funds  to  carry  on  the  investigation, 
would  be  voted  overwhelmingly 
after  favorable  action  by  the  Sen- 

ate Interstate  Commerce  Com- 
mittee. 

Senator  Vandenberg  (R.  Mich.), 
one  of  the  minority  stalwarts,' 
vigorously  supported  the  resolu- 

tion on  the  floor  and  cited  the  Inter- 
lochen,  Mich.,  high  school  orchestra 
ban  over  NBC  ordered  by  Petrillo 
as  "the  most  significant  guide  to 
an  intolerant  tyranny  as  I  have 
ever  known  in  my  life." 

After  introduction  of  his  resolu- 
tion. Senator  Clark  told  the  Senate 

he  merely  asked  at  this  time  that 
the  Interstate  Commerce  Committee 
or  a  subcommittee  be  authorized  to 

investigate  "this  whole  nefarious racket  in  the  interest  of  national 

unity,  in  the  interest  of  our  war 
effort,  and  in  the  interest  of  every- 

thing that  is  decent  and  right." He  said  he  intended  within  the 
next  few  days  to  press  for  action, 
with  the  hope  that  it  will  be 
brought  back  to  the  floor. 

In  all  likelihood.  Senator  Clark 
will  be  named  chairman  of  this  sub- 

committee by  Senator  Wheeler  (D- 
Mont.).  The  Idahoan  was  chair- 

man of  the  sub-committee  which 
investigated  purported  movie  pro- 

paganda last  year.  This  inquiry, 
however,  suddenly  was  terminated 
with  the  Pearl  Harbor  incident 
and  the  war's  outbreak. 

Two  Courses 

Procedure  by  the  Interstate  Com- 
merce Committee  could  take  one  of 

two  courses.  The  full  committee 
could  ask  the  subcommittee  to  in- 

quire into  the  need  for  such  an  in- 
vestigation in  the  national  interest. 

In  that  event,  the  subcommittee 
could  proceed  without  further  ac- 

tion and  call  witnesses  to  testify  on 
the  urgency  of  the  situation  pre- 

cipitated by  the  Petrillo  bans,  ac- 
tions and  threats.   On  the  other 

CONFIRMING  by  scientific  poll 
the  overwhelming  public  sentiment 
against  the  rampages  of  James  C. 
Petrillo,  president  of  AFM,  George 
Gallup,  director  of  the  American 
Institute  of  Public  Opinion,  re- 

ported last  Tuesday  in  his  regular 
syndicated  feature  that  there  was  a 
nine-to-one  vote  disapproving  the 
AFM  actions. 

"If  James  C.  Petrillo  hopes  to 
convince  the  public  of  the  justness 
of  his  ban  on  phonograph  record- 

ings for  radio  and  other  non-pri- 
vate use,  he  faces  a  battle  of  ter- 
rific odds,"  Dr.  Gallup  concluded. The  Petrillo  ban  on  broadcasts 

by  amateur  musical  groups  such 
as  the  Interlochen  Hich  School 

Orchestra,  according  to  the  In- 
stitute, "meets  with  disfavor  among 

the  majority  of  voters  interviewed 
in  a  true  cross-section  survey  of 

American  opinion." 
"For  every  person  who  approves 

the  action  of  the  musicians'  union 
chief  on  the  ground  that  union 
musicians  deserve  such  protection, 

nine  disapprove  it  as  'entirely  too 

hand,  the  committee  could  report 
the  resolution  favorably  to  the 
Senate  and  call  for  a  vote.  If  that 
course  were  taken,  a  special  fund 
would  be  made  available  and  a 
staff  retained. 
Under  the  resolution,  the  sub- 

committee would  be  authorized  to 
conduct  its  investigation  anywhere 
in  the  United  States  and  at  any 
time.  Moreover,  it  would  be  au- 

thorized to  employ  "expei'ts",  as 
well  as  clerical,  stenographic  and 
other  help.  This  gave  rise  to  the 
tliought  that  the  committee  would 
be  disposed  to  name  a  special  coun- 

sel to  direct  the  inquiry  under  the 
subcommittee's  supervision. 

While  any  Congressional  commit- 
tee automatically  has  the  power  to 

subpoena,  the  resolution  specifical- 
ly provides  for  authorization  to 

compel  attendance  of  witnesses  and 
production  and  impounding  of  doc- 

uments. The  committee  likewise 
would  be  authorized  to  obtain  such 
facts  as  other  Government  agen- 

cies may  have  and  to  secure  the 
assistance  of  other  Government 
agencies  in  the  Investigation.  Di- 

rectly concerned  would  be  the  anti- 

high  handed'  or  even  as  'outrage- 

ous.' " 

Persons  in  the  survey  who  had 

heard  or  read  about  Petrillo's  ac- 
tions were  asked  to  give  their  views 

in  response  to  the  question  "What 
is  your  opinion  of  Mr.  Petrillo's 
rulings?".  The  division  of  senti- 

ment was  759c  unfavorable,  8% 

favorable,  and  17%  "no  opinion". 
Dr.  Gallup  reported  that  a  ma- 

jority of  those  who  disapproved 
Petrillo's  actions  "feel  strongly, 
even  vehemently,  about  the  sub- 

ject." Typical  of  those  views  were 
such  statements  as  "he's  suffering 
from  a  bad  case  of  overgrown  ego." 
"He's  a  petty  dictator,"  "it's  dis- 

graceful," "he  ought  to  go  over 

and  join  Mussolini." With  an  anti-trust  suit  pending 
against  AFM  and  its  executives, 

the  Gallup  poll  asked  voters  "Do 
you  approve  or  disapprove  of  the 
Government  taking  legal  action  to 
stop  Petrillo?".  Of  the  aggregate, 
73  9f  approved  such  action,  12% 
disapproved  and  15%  were  unde- cided. 

trust  division,  by  virtue  of  the  pre- 
liminary investigation  it  already 

has  made  in  connection  with  its 
anti-trust  suit,  and  the  FCC,  which 

has  gone  deeply  into  the  whole  sub- 

ject. 

While  Senator  Clark  could  not 

discuss  procedure  until  the  sub- 
committee actually  is  named,  it  was 

felt  certain  Petrillo  himself  prob- 
ably would  be  one  of  the  first  wit- 

nesses called.  More  than  likely  the 
committee  will  hear  such  figures 
as  Assistant  Attorney  General 
Thurman  Arnold,  who  personally  is 

handling  the  anti-trust  law  prose- 
cution of  AFM  and  its  executive, 

and  FCC-BWC  Chairman  James 
Lawrence  Fly,  who  likewise  has  in- 

stituted an  inquiry  into  AFM  to 
determine  the  effect  of  the  bans 
upon  broadcast  station  operations, 

particularly  during  the  war  emer- 
gency. Plans  Legislation 

Either  way,  the  inquiry  could 
cover  a  broad  field.  Congressional 
committees  have  practically  auto- 

matic subpoena  powers.  Moreover, 
because  of  the  overwhelming  pub- 

lic reaction  against  Petrillo's 
moves,  it  was  thought  that  probab- 

ly representatives  of  the  indus- tries affected,  as  well  as  many  pub- 
lic and  musical  organizations  which 

have  protested  the  Petrillo  bans, 
would  seek  opportunity  to  appear. 

Senator  Clark  made  it  clear  in 
his  resolution  that  he  proposes  to 
conduct  the  inquiry  for  the  pur- 

pose of  "considering  appropriate 
legislation"  to  foreclose  repetition 
of  the  Petrillo  methods.  His  reso- 

lution covers  every  phase  of  music 
operations.  Even  such  matters  as 
song  plugging  and  payment  of 
"honorariums"  to  musicians  are  in- 

cluded. The  Interlochen  incident, 
wherein  Petrillo  ordered  NBC  to 
cancel  the  high  school  orchestra 
concerts  from  the  Michigan  sum- 

mer school,  also  is  brought  in  spe- cifically. 

Petrillo's  flat  refusal  to  accede  to 

the  appeal  of  Elmer  Davis,  direc- 
tor of  the  Office  of  War  Informa- 

tion, to  withdraw  his  transcription- 
record  ban  was  emphasized  in  the 
resolution.  It  brought  out  that  Pe- 

trillo last  December  had  pledged 
AFM  "to  do  everything  possible  tb 

aid  in  the  fight  for  freedom"  and that  Mr.  Davis,  on  July  28,  had 
I'equested  the  AFM  head  on  behalf 
of  the  Government  and  its  mili- 

Gallup  Poll  Finds  Huge  Majority 

Opposed  to  Petrillo  As  High-Handed 
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tary  services  to  "consider  it  your 
patriotic  duty  to  stand  by  your 
pledge  of  Dec.  27,  1941  and  with- 

draw your  ultimation  of  June  25, 

1942." Chairman  Wheeler  was  away 
from  Washington  when  the  resolu- 

tion was  introduced.  It  is  under- 
stood, however,  that  he  was  famil- 

iar with  its  scope  and  purpose  and 
was  favorably  disposed.  The  com- 

mittee will  get  to  work,  according 
to  Senator  Clark,  as  soon  as  its  per- 

sonnel is  named. 
There  was  some  speculation  as  to 

makeup  of  the  committee.  Senator 
Clark  was  seen  as  the  logical  chair- 

man, as  author  of  the  resolution.  If 
a  three-man  committee  is  named, 
the  second  majority  member  might 
be  a  legislator  of  the  calibre  of 
Senator  Lister  Hill,  of  Alabama, 
who  has  been  active  in  commit- 

tee work,  or  Edwin  C.  Johnson,  of 
Colorado,  another  active  commit- 

tee member. 
The  Republican  normally  would 

be  Wallace  H.  White  Jr.,  of  Maine, 
ranking  minority  member,  the 
Senate's  foremost  authority  on  ra- 

dio matters.  But  he  has  been  pre- 
occupied with  his  election  cam- 

paign. Senator  Chan  Gurney,  of 
South  Dakota,  former  operator  of 
WNAX,  Yankton,  and  well-versed 
in  practical  phases  of  broadcast 
operation,  was  regarded  as  a  logi- 

cal second  choice.  Also  mentioned 
was  Senator  Charles  W.  Tobey,  of 
New  Hampshire,  who  likewise  has 
been  active  in  radio  matters. 

Meanwhile,  there  was  no  change 
in  the  status  of  the  Government's 
anti-trust  suit  against  AFM  and 
its  officers,  scheduled  for  argu- 

ment on  injunctive  proceedings 
Sept.  16  in  Chicago.  There  have 
been  reports,  as  yet  unverified,  that 
AFM  would  seek  a  postponement 
because  of  the  absence  from  the 
country  of  Joseph  A.  Padway,  chief 
counsel  for  AFM,  who  is  reported 
in  London  attending  a  British  labor 
conference. 

Legal  Plans  Moving 

Assistant  Attorney  General 
Arnold  and  Holmes  Baldridge,  chief 
of  the  litigation  section  of  the  anti- 

trust division,  were  working  on 
plans  for  presentation  of  the  case, 
seeking  to  enjoin  AFM  because  of 
its  recording  ban.  Affidavits  sought 
by  the  anti-trust  division  from  vari- 

ous industrial  groups  affected  also 
are  being  drawn  and  will  be  filed  in 
the  case.  NAB's  head  counsel,  Syd- 

ney M.  Kaye,  was  reported  draft- 
ing the  intervention  petition  in  be- 

half of  the  industry,  to  be  filed 
amicus  curiae  (as  a  friend  of  the 
court) . 

At  the  FCC  it  was  stated  that 
replies  to  its  detailed  question- 

naire on  use  of  music  and  musi- 
cians in  the  broadcasting  industry 

had  been  received  in  substantial 
volume  and  that  these  are  being 
tabulated  and  analyzed.  They  will 
be  used  as  the  basis  of  evidence  to 
be  presented  by  the  Government  in 
the  Chicago  proceedings. 

Otherwise,  hardly  a  wheel  turned 
in  the  music  controversy.  Strike 
talk  of  a  fortnight  ago  appeared 

Caesar  Speaks 

to  have  abated  considerably.  It  was 
presumed  that  the  public  reaction 

against  Petrillo's  tactics  reflected 
in  newspaper  editorials  and,  last 
week,  in  the  Gallup  poll  which 
showed  a  9-to-l  vote  against  the 
AFM  position  [see  story  in  this 
issue]  has  tended  to  put  the  quietus 
on  further  AFM  pronunciamentos. 

In  addressing  the  chamber,  Sen- 
ator Clark  said  he  wanted  to  ex- 

plain briefly  what  he  considered  "a 
most  vital  and  a  most  timely  reso- 

lution, which  I  have  every  hope 
will  materialize  shortly  into  an  in- 

vestigation and  remedial  legisla- 
tion." The  Senator  did  not  attack 

organized  labor  as  a  whole  but, 
conversely,  contended  that  it  had 
conducted  itself  during  the  war 
with  commendable  sense.  General- 

ly, he  said,  labor  is  competently 
led. 

'An  Ugly  Note' 
"An  ugly  note  has  reared  its 

head,"  Senator  Clark  contended, 
"which  is  not  only  going  to  cause 
and  is  causing  great  disunity  in 
our  war  effort,  but  is  actually  go- 

ing to  impede  the  effort  itself.  That 
ugly  note  is  a  gentleman  by  the 
name  of  James  Caesar  Petrillo. 
James  Caesar — the  middle  name  is 
strongly  ironic  and  was  unques- 

tionably given  him  by  people  who 

foresaw  his  future." 
Alluding  to  the  recording  ban. 

Senator  Clark  said  that  its  effect 
is  the  first  stop  of  production  of 
every  phonograph  record  and  every 
transcription  in  the  United  States. 
"The  result  of  the  order,  if  it  is 

Reg  Manning  in  Phoenix  Arizona  Republic 

permitted  to  stand,"  he  asserted, 
"will  be,  as  soon  as  the  present 
records  wear  out,  and  in  any  event 
since  no  new  music  of  that  type  can 
be  obtained,  to  destroy  in  homes,  in 
small  business  houses,  in  the  small 
restaurants  and  in  other  places  in 
this  country  every  vestige  of  phono- 

graphic music." Small  Stations 

Referring  to  the  effect  of  the  ban 
on  radio.  Senator  Clark  said  the 
large  networks  will  be  able  to  take 
care  of  themselves.  But  the  small 
stations  which  must  rely  for  the 
most  part  on  recordings  will  be 
seriously  affected.  These  stations 

are  already  "beginning  to  feel  the 
pinch  of  war  as  advertising  falls 
off",  he  said.  The  same  goes  for 
the  smaller  restaurants  and  enter- 

tainment centers  which  are  not  able 
to  hire  orchestras.  Also  deprived  of 
mechanical  performance  of  music 
are  the  recreation  centers  at  Army 
camps,  he  said. 

"And  yet,"  the  Idahoan  asserted, 
"there  steps  upon  the  scene  one 
man  and  by  virtue  of  his  power, 
by  virtue  of  his  gangster  acts,  if 
you  please,  undertakes  to  put  out 
of  business  a  whole  industry  and 

deprive  people  working  in  that  in- 
dustry from  making  a  livelihood." 

He  said  he  was  thinking  of  the 
"tens  of  millions  of  radios  in  the 
homes  of  the  country,  and  of  phono- 

graphs, which  the  children  of  the 
family  and  the  adults  depend  on 

for  their  musical  entertainment." 
In    interrupting    his  colleague, 

Senator  Vandenberg  charged  that 

Petrillo  attacked  "for  purely  blind 
and  selfish  reasons"  the  Interlochen 
broadcasts  over  NBC.  He  contend- 

ed that  the  union  head  was  not  sup- 
ported by  one  out  of  200  of  his 

own  men  in  that  instance  because 
musicians  of  the  country  recognize 
the  fact  that  Interlochen  is  a  great 
inspiration  and  incentive  to  cul- 

tural music. 

Resuming  his  extemporaneous 
comments,  Senator  Clark  said  that 
he  had  introduced  his  resolution 
to  show  the  "terrific  extent  to 
which  this  man's  power  if  left  un- 

checked, will  go,  and  to  show  that 
the  homes  of  the  country  will  be 
without  phonographs,  millions  of 
dollars  worth  of  property  made  in- 

active, and  amateur  talent  all  over 

the  country  destroyed." 
Quiet  on  the  Surface 

While  in  industry  circles  there 
were  hints  of  much  "behind  the 
scenes"  planning  and  preparation 
for  any  and  all  eventualities  by 
broadcasters  and  recording  com- 

panies, all  was  serene  on  the  sur- 
face last  week.  The  consensus  of 

the  industry  seemed  to  be  that  any 
overt  action  before  the  Sept.  16 
hearing  of  the  Government  peti- 

tion for  a  temporary  restraining 
order  against  Petrillo  would  be 

pointless. If  the  court  issues  such  an  order, 

the  reasoning  ran,  the  union  musi- 
cians will  go  back  to  work  while 

the  case  is  fought  through  the 
courts,  up  to  and  including  the 
Supreme  Court  of  the  United 
States,  which  will  provide  for  at 
least  a  year  of  recordings. 

If  the  court  upholds  the  right  of 
the  AFM  president  to  forbid  his 
men  to  work  for  recording  com- 

panies, then  some  action  will  prob- 
ably be  taken,  and  it  is  against 

such  a  contingency  that  present 
planning  is  chiefly  devoted. 

Already  a  couple  of  stations 
have  notified  their  local  AFM 
unions  that  they  consider  the  cur- 

tailment in  the  supply  of  record- 
ings a  violation  of  their  contracts 

with  the  unions  [Broadcasting, 
Aug.  24],  but  industry  leaders  are 
bending  every  effort  to  avoid  any 
controversy  which  might  lead  to  a 
nationwide  musicians  strike 
against  the  broadcasting  industry 
at  this  time. 

Meanwhile,  RCA-Victor  has  in- 
formed the  music  publishers  that 

this  company  wants  the  publishers 
to  continue  to  present  their  new 
tunes  to  its  recording  officials  just 
as  they  have  done  in  the  past. 
Walter  G.  Douglas,  chairman  of 
the  board  of  Music  Publishers 
Protective  Assn.,  reported  that  at 
a  meeting  with  Frank  B.  Walker, 
head  of  RCA's  recording  depart- 

ment, and  Leonard  Joy,  in  charge 
of  Victor  recording,  he  was  told 
that  RCA  does  not  intend  to  stop 
recording  as  a  result  of  the 
Petrillo  edict  and  that  any  pub- 

lishers desiring  to  present  their 

new  numbers  to  RCA  should  con- 
said  Mr.  Joy  in  the  usual  way.  He 
said   that    Mr.    Walker   had  ex- 
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Full  Text  of  Senate  Resolution  to  Probe  Petrillo  .  .  . 

stations  which  are  adversely  affected 
by  the  said  prohibition  are  principal- 

ly the  smaller  stations  which  are  not 
financially  able  to  afford  station  or- chestras and  which  serve  millions  of 
American  citizens,  particularly  in  the 
smaller  communities  and  in  the  rural 
areas  ;  and 
WHEREAS,  The  actions  of  the 

American  Federation  of  Musicians  and 
its  president,  James  C.  Petrillo,  will 
deprive  millions  of  radio  listeners  from 
hearing  musical  recordings,  jeopardize 
the  national  morale  during  a  period  of 
great  emergency,  and  imperil  the  serv- ice and  pxistence  of  hundreds  of  radio 
stations  in  the  United  States;  and 
WHEREAS,  The  American  Federa- 

tion of  Musicians  virtually  controls 
the  freedom  of  action  of  the  majority of  all  musicians  in  the  United  States  ; 
and 
WHEREAS,  The  American  Federa- 

tion of  Musicians,  through  its  presi- 
dent, James  C.  Petrillo.  in  July,  1942. 

prevented  the  broadcasting  by  radio  of 
the  annual  festival  of  high  school  age 
student  musicians  from  Interlochen, 
Mich.,  thus  depriving  American  citi- zens of  their  freedom  to  make  known 
their  musical  talents,  and  impeding  the 
national  musical  educational  program 
for  young  musicians ;  and 
WHEREAS,  the  Government  of  the 

United  States,  through  its  Dept.  of 
Justice  has  recognized  that  the  ac- tions of  the  American  Federation  of 
Musicians  and  its  president,  James  C. 
Petrillo,  hereinbefore  set  forth,  are  of 
such  serious  nature  as  to  warrant  suit 
in  Federal  Court  against  the  said 
American  Federation  of  Musicians  and 
.James  C.  Petrillo,  and  its  other  of- 

ficers, charging  violation  of  the  Sher- 
man anti-trust  law ;  and 

WHEREAS,  The  free  American 
system,  with  which  the  American  peo- 

ple are  vitally  concerned  and  for  the 
preservation  of  which  they  are  now  ex- 

pending their  lives  and  substance  in  a 
great  war.  demands  the  elimination 
of  any  such  abuses  and  controls  which 
are  contrary  to  our  national  interests ; 
THEREFORE  BE  IT  RE- 

SOLVED. That  for  the  purpose  of 
considering  appropriate  legislation  of 
the  subject  matters  hereof,  the  Com- 

SENATOR  CLARK 

mittee  on  Interstate  Commerce,  or  any 
duly  authorized  subcommittee  thereof, 
is  authorized  and  directed  to  make, 
and  to  report  to  the  Senate  the  re- 

sults of  a  thorough  and  complete  in- 
vestigation of  acts,  practices,  methods, 

and  omissions  to  act,  by  persons,  part- 
nerships, associations,  corporations 

and  other  entities  in  interstate  and 
foreign  commerce,  and  of  conditions  in 
interstate  and  foreign  commerce,  which 
may  or  do  interfere  with,  or  obstruct 
the  national  welfare,  the  public  morale, 
or  affect  the  public  good  originating 
from  or  as  a  result  of  the  actions  of 
the  American  Federation  of  Musicians 
and  its  president,  James  C.  Petrillo,  in 
denying  members  of  the  American  Fed- 

eration of  Musicians  the  right  to  per- 
form music  for  recordings  and  tran- 

Several  Agencies  Offering  Programs 

For  Sponsorship  By  Pabst  Brewing  Co, 

FOLLOWING  is  the  full  text  of  the 
resolution  (SRes-286)  to  investi- 

gate James  C.  Petrillo  and  the 
American  Federation  of  Musicians, 
introduced  in  the  Senate  Aug.  27 
by  Senator  Clark  (D-Idaho)  and 
referred  to  the  Senate  Interstate 
Commerce  Committee: 
WHEREAS,  The  American  Feder- 

ation of  Musicians,  through  its  presi- 
dent, James  C.  Petrillo,  on  June  25, 

1942,  forbade  musicians  who  are  mem- bers of  the  American  Federation  of 
Musicians  to  play  or  contract  for  re- 

cordings, transcriptions,  or  any  other 
form  of  mechanical  reproduction  of 
music ;  and 
WHEREAS,  James  C.  Petrillo,  in 

a  letter  written  to  the  President  of 
the  United  States,  on  Dec.  27,  1941, 
recognized  and  acknowledged  that 
"music  always  has  been  and  is  today 
one  of  the  finest  media  for  maintain- 

ing high  public  morale",  and  pledged the  American  Federation  of  Musicians 
"to  do  everything  possible  to  aid  in 
the  fight  for  freedom"  ;  and 
WHEREAS,  on  July  28,  1942,  El- 

mer Davis,  Director  of  the  Office  of 
War  Information,  requested  James  C. 
Petrillo"  ...  on  behalf  of  the  people 
of  the  United  States  and  on  behalf  of 
the  War  Dept.,  the  Navy  Dept.. 
Marine  Corps,  the  Coast  Guard,  the 
Treasury  Dept.,  the  Office  of  Civilian 
Defense,  and  the  Office  of  War  Infor- 

mation" to  "consider  it  your  patriotic 
duty  to  stand  by  your  pledge  of  Dec. 
27,  1941,  and  withdraw  your  ultima- 

tum of  June  25,  1942",  and  said  re- quest was  refused ;  and 
WHEREAS,  The  mechanical  repro- 

duction of  music  is  universally  used  in 
coin  operated  phonographs  located  in 
hotels,  restaurants,  and  amusement 
centers  which  are  widely  patronized 
by  the  general  public,  including  mem- bers of  the  armed  forces  of  the  United 
States,  and  affords  the  principal  means 
of  musical  entertainment  and  recrea- 

tion for  millions  of  civilian  listeners 
and  the  only  regular  musical  entertain- ment, other  than  radio,  available  to 
members  of  the  armed  forces  in  their 
recreation  centers ;  and 
WHEREAS,   The  radio  broadcast 

plained  that  RCA  did  not  intend 
to  take  any  action  which  Petrillo 
could  construe  as  anti-labor  or 
anti-AFM. 

Still  Busy 

Questioned  by  Broadcasting  on 
this  point,  Mr.  Walker  stated  that 
he  has  a  staff  whose  duties  are 
keeping  in  touch  with  the  new 
music  and  that  he  does  not  want 
to  stop  working  because  of  a 
temporary  cessation  in  the  record- 

ing of  instrumental  music. 
Declaring  that  he  has  not  let  a 

single  man  go  because  of  the  AFM 
edict  and  adding  that  he  does  not 
want  the  music  publishers  to  fire 
their  contact  men,  he  pointed  out 
that  RCA  is  still  making  slide 
films  and  commercial  transcrip- 

tions as  permitted  by  the  AFM 
and  that  they  are  still  able  to  re- 

cord vocal  arrangements  of  music 
on  phonograph  records. 

"This  situation  will  not  last  for- 
ever," he  continued,  "and  when  it's 

over  we  want  to  be  ready  to  step 
right  into  business  again.  Mean- 

while we  are  doing  a  lot  of  think- 
ing about  what  can  be  done.  There 

are  a  lot  of  possibilities,  some  I 

WITH  Pabst  Brewing  Co.,  Chicago 
(beer),  as  the  prospective  sponsor, 
battle  of  the  agencies  is  under  way 
to  find  a  Hollywood  originating  net- 

work show  that  will  please  execu- 
tives of  that  firm.  In  a  pitch  for  the 

account,  at  least  a  dozen  New  York 
agency  executives  have  trekked  to 
the  West  Coast  within  the  last  10 
days  seeking  a  show  and  talent  that 
will  fill  the  bill. 

like  and  some  I  don't  like,  but 
we're  going  to  do  whatever  we 
honorably  can  to  stay  in  business." 

Pointing  out  that  RCA  a  few 
years  ago  tried  to  straighten  out 
the  control  of  phonograph  records 
in  the  courts  and  that  the  courts 
had  ruled  that  neither  the  manu- 

facturer of  the  records  nor  the 
artist  performing  on  them  could 
restrict  or  control  their  use  by  any 
purchaser,  Mr.  Walker  added  that 
now  Petrillo  has  taken  matter  into 
his  own  hands  and  again  it  is  up 
to  the  courts  to  decide  what  can  or 
cannot  be  done. 

Following  conferences  with  Mil- 
ton Blow,  head  of  the  agency,  Vick 

Knight,  Hollywood  radio  manager 
of  the  Blow  Co.  built  a  show 

around  Pat  O'Brien,  film  actor, 
which  was  submitted  for  considera- 

tion. Warwick  &  Legler  made  its 
bid  with  an  audition  transcription 
of  Hollywood  Studio  Party  cut  at 
CBS  studios  on  Aug.  24. 

Other  Shows  Offered 

Dick  Mack,  Hollywood  producer 
of  McKee  &  Albright  on  the  NBC 
Rudy  Vallee  Shoiv,  sponsored  by 
Sealtest  Inc.,  supervised  the  pro- 

duction as  a  personal  favor  to 
Groucho  Marx,  who  is  featured  on 
the  proposed  series.  H.  P.  and  J.  R. 
Warwick,  president  and  vice-presi- 

dent respectively  with  Wallace 
Gould,  radio  executive  of  Warwick 
&  Legler  were  in  Hollywood  for 
the  transcription  cutting. 

S.  J.  Andrews,  I'adio  executive  of 
Lennen  &  Mitchell,  was  also  to  au- 

dition a  couple  proposed  programs. 
Lord    &    Thomas,  currently 

scriptions  destined  to  be  played  for  re- 
productions by  radio  stations  and  coin 

operated  phonographs  including  among 

other  thingis — (1)  Restraints  of  trade  by  foreign 
or  domestic  persons,  partnerships,  as- 

sociations, coi-porations,  or  other  en- tities, whether  through  monopolies  or 
otherwise  affecting  the  manufacture 
and  ijroduction  of,  or  i)laying  for,  musi- cal records  and  transcriptions,  and  the 
control  of  music  and  music  produc- tion in  the  United  States. 

(2)  Financial  arrangements  and  de- mands therefor  with  respect  to  profits, 
salaries,  bonuses,  or  other  honorar- iums, which  may  have  been  arranged 
for,  accepted,  or  demanded  by  individ- uals or  organizations  affecting  the 
manufacture  and  production  of,  or 

playing  for,  musical  records  and  tran- scriptions and  the  control  of  music  and 
music  ijroduction  in  the  United  States. 

The  Committee  on  Interstate  Com- 
merce, or  any  duly  authorized  sub- committee thereof,  is  authorized  and 

directed  to  obt^ain  such  facts  as  other 
Government  agencies  may  have,  and 
to  secure  the  assistance  of  other  Gov- 

ernment agencies  in  the  investigation 
hereby  authorized. 

MUELLER  TO  PLACE 

BIGGEST  CAMPAIGIS 
C.  F.  MUELLER  Co.,  Jersey  City 
(macaroni),  will  launch  the  most 
extensive  network  advertising  in  its 
nine  years  in  radio,  as  sponsor  of 
Isabel  Manning  Hewson's  Morning Market  Basket  on  BLUE,  starting 
Sept.  16.  Mueller  will  air  the  show 
on  20  BLUE  stations,  Wednesday 
through  Friday,  10-10:15  a.m. 
Company  is  considering  the  addi- tion of  more  outlets. 

Subjects  of  interest  to  the  home- maker  are  to  be  featured  on  the 

program,  previously  broadcast  on 
WEAF,  New  York.  Miss  Hewson 
presents  stories  of  places  and  peo- 

ple, interviews,  and  advice  on 
menus,  home  economy  and  other 
subjects  of  feminine  interest.  Series 
starts  on  a  sustaining  basis  Sept.  7 
and  will  continue  as  a  sustaining 
program  on  Monday  and  Tuesday 
when  Mueller  takes  over  the  pro- 

gram for  the  remaining  three  days 
of  the  week. 

Company  will  continue  its  thrice- 
weekly  noontime  newscasts  by  Don 
Goddard  on  WEAF,  and  is  plan- 

ning a  campaign  of  transcribed 
spot  announcements  on  a  more  ex- tensive basis  than  last  year  in  the 
Eastern  area.  Agency  is  Duane 
Jones  Co.,  New  York. 

handling  the  account,  sent  Mitchell 
Benson  of  its  Chicago  office  to  the 
West  Coast  for  a  similar  purpose. 
Dick  Marvin,  New  York  radio 
manager  of  Wm.  Esty  &  Co.,  cur- 

rently in  Hollywood  ostensibly  to 
line  up  talent  for  the  new  Abbott 
&  Costello  Show  starting  on  NBC 
in  October  under  sponsorship  of 
R.  J  Reynolds  Tobacco  Co.  (Camel 
cigarettes),  disclaimed  interest  in 
the  beer  account.  Despite  this,  it  is 
generally  believed  that  his  agency 
too  will  propose  a  variety  program. 
Hal  Hackett,  radio  director  of 
Music  Corp.  of  America,  has  a 
package  show  which  features  Jack 
Carson  as  star.  Bernard  Schubert, 
New  York  talent  representative, 
with  Louella  Parsons,  Hearst 
columnist  under  contract,  is  inter- 

ested in  making  a  deal.  Other 
agencies,  whose  names  have  not 
been  revealed,  are  also  reported  as 
working  under  cover. 
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Men  Under  50  Likely  to  Face 

Service  With  Few  Exceptions 
Selective  Service  and  WMC  Indicate 

Realignment  of  Essential  Occupations 

Possible 

A  BARRAGE  of  press  releases, 
strongly  warning  that  few  men  in 
the  country  under  50  can  hope  to 
escape  military  service,  were  issued 
from  both  Selective  Service  Head- 

quarters and  the  War  Manpower 
Commission  last  week — portending 
present  plans  of  these  agencies, 
with  regard  to  esential  activities 
and  occupations  (broadcasting 
and  communications  included), 
may  be  entirely  changed  within  a 
short  time. 

Maj.  Gen.  Lewis  B.  Hershey,  Se- 
lective Service  chief,  sounded  an 

ominous  warning  last  Friday  when 
he  declared  that  "things  are  mov- 

ing so  fast  now"  in  the  mobiliza- 
zation  of  men  "that  we  may  have  to 
operate  ahead  of  the  rules"  and 
added  "continued  deferment  of  men 
on  occupational  grounds  must  be 
considered  in  the  light  of  how  the 
public  will  regard  these  men  com- 

pared to  others  with  dependents 
who  are  called." 

Also  affecting  stations  to  some 
degree  was  the  proncounement  last 
Friday  by  WMC  Chairman  Paul 
V.  McNutt  that  all  male  college 
students  are  destined  for  the  armed 
services.  When  effective  this  w'll 
no  doubt  cut  down  on  students 
available  for  part  and  full  time 
work  at  studios. 

Indications  from  statements  of 
both  asrencies  are  that  actual 
shortages  in  essential  ocupptions 
may  be  the  key  to  future  draft  de- 

ferments and  the  mere  inclusion 
of  a  man's  occupation  as  essential 
will  not  guarantee  him  special  con- 

sideration by  draft  boards.  Under 
the  brofld  discretionary  powers 
given  Selective  Service  boards, 
broadcastins:  and  communications 
emploves.  in  seeking  deferments, 
mav  find  a  comparison  made  by 
the  boards  of  the  shortages  in  their 
particular  area  and  areas  all  over 
the  countrv.  Survevs  made  by  the 
U.  S.  Emplovment  Service  may 
serve  as  the  index  for  these  com- 
parisons. 

Personnel  Swaps  Hinted 
In  such  case,  it  was  hinted,  if  a 

draft  board  finds  that  another 
comparable  area  can  maintain  its 
broadcasting  and  communications 
with  less  manpower  a  levelling  off 
process  will  follow;  the  boards  will 
draft  such  employes  until  its  ratio 
of  these  men  to  the  area  equals 
ratios  in  other  areas. 

Meanwhile,  WMC  continues  with 
its  studies  of  essential  activities 
and  occupations.  Last  week,  it  was 
said,  the  Commission's  Inter- 
Agency  committee  had  covered 
enough  occupations  in  other  fields 
to  forecast  that  broadcasting  and 
communications    jobs    would  be 

reached  in  either  the  Sept.  10  or 
Sept.  15  meeting  of  the  committee. 

Communications  Categorized 
The  USES,  engaged  in  defining 

and  categorizing  communications 
employes  along  with  those  of  all 
other  fields,  last  week  sent  to  the 
Board  of  War  Communications 
lists  of  employes  for  re-study — 
then  to  be  sent  to  the  WMC.  The 
BWC  will  study  the  lists,  check 
titles  and  definitions  for  accuracy 
and  furnish  further  job  descrip- 
tions. 
BWC  last  week  also  sent  out  its 

station  questionnaires  which  call 
for  an  estimate  of  critical  occupa- 

tions shortages  up  to  the  end  of 
this  year.  The  results  from  this 
survey  are  slated  for  quick  ma- 

chine tabulation,  so  they  will  be  in 
the  hands  of  WMC  as  soon  as  pos- sible. 

In  other  sectors,  study  of  the 
broadcasting  personnel  problem 
continues.  NAB,  which  has  closely 
collaborated  with  BWC  and  other 
war  agencies  in  studies  of  the 
broadcasting  manpower  situation, 
has  sent  letters  to  its  member  sta- 

tions asking  for  reports  on  the 
manner  in  which  local  draft  boards 
handle  their  employes.  These  let- 

ters point  out  that  Selective  Serv- 
ice has  classified  broadcasting  as 

essential.  "This  being  the  case," declares  a  letter  from  John  E. 
Fetzer,  owner-operator  of  WKZO, 
Kalamazoo,  Mich,  and  NAB  direc- 

tor for  the  8th  district,  "draft 
boards  have  full  authority  to  place 
key  broadcasting  personnel  who 
are  in  3-A  in  the  3-B  classifica- 

tion." The  letter  then  requests  in- 
formation "if  in  your  experience 

the  draft  boards  have  already  done 
this  and,  if  so,  whether  you  were 
required  to  file  the  conventional 

Form  42-A." 

Fall,  Winter  Campaign 

Planned  by  O' Sullivan O'SULLIVAN  RUBBER  Co.,  Win- 
chester, Va.  (heels),  will  launch 

a  10-week  fall  and  winter  cam- 
paign of  transcribed  announce- ments on  a  national  basis  Nov.  21. 

Firm  will  use  40  stations,  with 
spots  varying  from  three  to  42  to 
stress  the  importance  of  walking, 
in  order  to  conserve  transporta- 

tion facilities,  and  will  emphasize 
that  the  heels  are  made  of  "non- 
vital  materials". Appropriation  and  number  of 
stations  used  is  somewhat  larger 
than  last  spring  or  fall  drives. 
Agency  is  Bermingham,  Castleman 
&  Pierce,  N.  Y. 

'Marjorie  Mills  Hour'  First  Contract 

Signed  by  New  England  Regional  Chain 
THE  Marjorie  Mills  Hour,  cooper- 

atively sponsored  domestic  science 
program  which  has  been  on  the  air 
in  New  England  since  1933,  will 
move  Sept.  29  to  the  newly-organ- 
izezd  New  England  Regional  Net- 

work [Broadcasting,  Aug.  24], 
Paul  T.  Morency,  general  manager 
of  WTIC,  Hartford,  and  chairman 
of  the  NERN  operating  committee, 
announced  last  Thursday  following 
a  meeting  of  the  committee  at  the 
Waldorf-Astoria,  New  York. 

First  commercial  program  to  be 
signed  up  by  the  new  regional,  the 
Marjorie  Mills  Hour  will  be  broad- 

cast from  12:30  to  1  p.m.,  Monday 
through  Friday,  for  52  weeks  on 
the  basic  NERN  hookup,  compris- 

ing WTIC,  Hartford;  WBZ,  Bos- 
ton; WJAR,  Providence;  WCHS, 

Portland,  Me.,  and  WLBZ,  Bangor. 
Contract  signed  with  Broadcast  Ad- 

vertising Inc.,  Boston  agency  in 
charge  of  the  program,  amounts  to 
more  than  $100,000,  Mr.  Morency 
stated. 

Operating  and  promotional  plans 
for  the  network,  which  includes 
WRDO,  Augusta,  Me.,  and  WFEA, 
Manchester,  N.  H.,  as  supplemen- 

tary outlets  in  addition  to  the  five 
basic  stations  were  the  chief  topics 
of  discussion  of  the  meeting.  Four 
members  of  the  operating  commit- 

tee attended :  Mr.  Morency ;  Lee 
Wailes,  manager  of  broadcasting 
of  Westinghouse  Electric  &  Mfg. 
Co.,  operator  of  WBZ;  William  H. 
Rines,  general  manager  of  WCSH; 
John  J.  Boyle,  general  manager  of 
WJAR.  The  fifth  committee  mem- 

ber, Thompson  Guernsey,  director 
of  WLBZ,  did  not  attend.  Also  pres- 

ent were  Walter  Johnson,  commer- 
cial manager,  WTIC,  and  J.  J. 

Weed,  president.  Weed  &  Co.,  na- 
tional representatives  of  the  net- 

work. 

One  of  the  oldest  women's  pro- 

grams, the  Marjorie  Mills  Hour 
has  been  broadcast  consistently 
throughout  New  England  for  near- 

ly 10  years,  first  on  the  old  New 
England  Network  and  when  that 
broke  up  moving  to  the  Yankee  Net- 

work, where  it  has  remained  to  the 
present.  During  its  stay  on  the 
Yankee  Network,  the  program  has 
growTi  from  three  quarter-hours  a 
week  to  five  half-hours  weekly. 
Bought  as  a  unit  by  Broadcast 
Adv.  Inc.,  the  program  has  been 
available  to  advertisers  on  a  par- 

ticipating basis  and  during  1941 
was  used  by  more  than  40  clients, 
chiefly  in  the  food  field. 

Taylor  for  Lewis 
GLENHALL  TAYLOR,  for  the 
last  seven  years  on  the  Hollywood 
staff  of  Young  &  Rubicam,  as  writ- 

er, producer  and  director,  has  been 
appointed  general  manager  of  that 
office.  He  succeeds  Tom  Lewis,  who 
resigned  several  months  ago  to 
join  the  Army  as  major  in  the 
radio  section.  Office  of  Special 
Services,  Washington.  Mr.  Taylor 
was  director  of  the  Silver  Theatre 
series  and  more  recently  produced 
the  Burns  &  Allen  program.  Carroll 
O'Mara  continues  as  business  man- 

ager of  the  agency's  Hollywood 

branch.   

Jewell  Appointed 
JAMES  JEWELL,  formerly  pro- 

duction director  of  the  recently  dis- 
solved Stack-Goble  Adv.  Agency, 

Chicago  [Broadcasting,  Aug.  101, 
on  Aug.  24  joined  MacFarland, 
Aveyard  &  Co.,  Chicago,  as  vice- 
president  in  charge  of  radio.  Eve- 

lyn Stark,  radio  director,  will  con- 
tinue to  direct  talent  and  timebuy- 

ing.   

JOHN  F.  ROYAL,  NBC  vice-piesi- 
(lent  in  charge  of  international  broad- casting, and  Leonora  Corbett,  noted 
English  actress  now  appearing  in 
"Blythe  Spirit",  current  Broadway 
success,  were  married  last  Saturday 
in  New  York  by  Judge  Ferdinand Peeora. 

OPERATING  COMMITTEE  of  the  New  England  Regional  Network  is 
all  smiles  as  its  chairman,  Paul  T.  Morency,  WTIC,  Hartford,  signs  the 
first  commercial  contract  of  the  new  regional  hook-up,  a  52-week  con- 

tract which  will  bring  more  than  $100,000  into  the  NERN  coffers.  Seated 
(1  to  r)  are:  John  J.  Boyle,  WJAR,  Providence;  Mr.  Morency;  Lee  B. 
Wailes,  WBZ,  Boston.  Standing  (same  order):  Walter  Johnson,  WTIC; 
William  H.  Rines,  WCSH,  Portland,  Me.;  J.  J.  Weed,  national  represen- tative of  the  network. 
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Foreign  Policy  and  the  Shortwaves 

INTERNATIONAL  broadcasting 
is  coming  into  its  own  with  a  rush. 
True,  the  growing  pains  are  so 
great  as  to  be  quite  audible,  but  it 
seems  nothing  can  stop  broadcast- 

ers when  they  decide  something  has 
to  be  done. 

Thus,  here  are  a  few  hints  which, 
if  followed,  might  save  many  a 
stubbed  American  toe.  The  prin- 

ciples behind  the  suggestions  are 
well  known  to  every  commercial  ra- 

dio man.  The  application  is  merely 
international,  not  sectional  in  the 
sense  that  we  might  use  the  word 
when  dealing  with  a  national  ac- 
count. 

A  Matter  of  Policy 

Also,  when  these  suggestions  are 
used  in  connection  with  interna- 

tional commei-cial  broadcasting, 
they  must  be  superimposed  upon 
the  normal  commercial  considera- 

tions involved.  If  they  are  not,  it 
is  safe  to  say  that  not  only  will  the 
goods  stay  on  the  shelves,  but 
Uncle  Sam  will  be  asking  questions. 

1.  Make  certain  you  understand 
the  application  of  American  foreign 
policy  to  the  particular  broadcast 
under  consideration. 

Nations  are  usually  accused  of 
having  a  confused  foreign  policy 
because  those  who  make  the  accusa- 

tion are  incapable  of  understanding 
that  policy.  A  nation  may  have  a 
policy  with  which  you  disagree,  but 
it's  not  necessarily  confused.  The 
only  way  for  one  not  thoroughly 
schooled  in  foreign  policy  applica- 

tion to  stay  out  of  hot  water  is  to 
check  each  instance  which  arises 
with  some  responsible  authority. 

Not  all  programs  produced  in  the 
United  States  for  foreign  consump- 

tion involve  foreign  policy,  of 
course,  but  it  is  safe  to  assume  that 
any  program  which  deals  with  any 
action  whatsoever  by  a  national 
government  should  be  checked  for 
policy.  It  would  be  one  thing,  for 
example,  to  publish  an  editorial  in  a 
newspaper  in  the  United  States 
differing  sharply  with  the  present 
attitude  of  the  U.  S.  Government 
toward  Vichy  France,  and  quite  an- 

other to  broadcast  such  a  statement 
by  shortwave  to  Europe. 

Voice  of  Uncle  Sam 

To  listeners  in  Europe,  our  short- 
wave statement  is  the  United 

States.  One  may  think  Chile  very 
shortsighted  in  her  present  policy 
toward  the  Axis  nations,  but  if  we 
put  a  speaker  or  a  drama  on  the 
shortwaves  to  South  America  say- 

ing that — or  coming  anywhere  near 
saying  that — that  is  the  United 
States  Government  speaking  so  far 
as  the  Chilean  listener  is  concerned. 
It  is  not  that  we  may  not  want  to 
say  that  to  Chile.  We  might  as  a 
Government  want  to  say  just  that. 
But  it  is  the  sort  of  point  which 
arises  constantly  in  international 
broadcasting  which  needs,  demands, 
the  attention  of  a  responsible  diplo- 

matic mind.  It  is  courting-  danger 

Careful  Check  of  Broadcasts  Aimed 

At  Other  Nations  Is  Necessary 

By  WELLS  CHURCH 

Now  that  the  American  international  shortwave  broadcast- 
ing system  is  about  to  be  expanded  and  integrated  [BROADCAST- 
ING, Aug.  2^],  the  modus  operandi  becomes  vitally  important  in 

the  war  effort.  Wells  (Ted)  Church,  an  experienced  former  net- 
work program  executive  who  shortly  will  join  the  Rockefeller 

Committee,  recently  returned  from  London  where  he  acted  as 
American  consultant  to  the  BBC.  His  article  in  the  May  18 
Broadcasting,  pointing  out  the  shortcomings  of  our  present  sys- 

tem, created  considerable  stir  and  albeit  critical,  loas  hailed  by  a 
leading  Government  broadcasting  official  concerned  with  the 
problem  as  a  highly  constructive  contribution  to  the  betterment 
of  our  international  radio  operations.  Herewith  another  con- 
structively  critical  article  by  Mr.  Church. 

to  move  without  checking  such  a 
case. 

2.  Make  certain  you  understand 
the  internal  politics  of  the  nation 
you  address. 

Dramatizations  of  life  in  another 
country  offer  the  widest  opportun- 

ities for  trouble  in  international 
broadcasting.  It  is  to  easy  to  vio- 

late national  pride,  or  to  look  ri- 
diculous. (Personally,  I  was  amused 

— some  might  have  been  angry — 
when  I  heard  another  country 

identify  the  "Star  Spangled  Ban- 
ner" as  "one  of  the  many  import- 

ant airs  of  America"  and  describe 
it  as  written  at  "a"  fort  during  "a" 
war  by  "a  patriot"). 

One   of  the  prime   sources  of 

trouble,  too,  is  the  refugee  field  or, 
indeed,  the  putting  on  the  air  of 
any  national  to  speak  to  his  home 
country.  Each  of  these  speakers 
must  be  thoroughly  checked  before 
being  invited  to  speak.  His  or  her 
political  reputation  may  be  any- 

thing but  enviable  in  his  home 
country.  It  is  well  to  remember 
that,  whereas  we  in  America  are 
very  used  to  hearing  the  opposi- 

tion's side  of  things,  this  form  is 
not  generally  the  case  in  other 
countries.  That's  true  no  matter 
how  much  any  country  may  brag 
about  its  free  speech. 

3.  Use  acceptable  accents. 
It  will  be  insisted  there  are  two 

sides  to  this  question,  but  if  you 

Govt,  Ownership^  Operation  Is  Out; 

'Partnership^  Concept  Goes  Forward 
GOVERNMENT  ownership  and 
operation  of  the  international 
shortwave  broadcasting  system  is 
definitely  abandoned  in  principle, 
and  the  plan  for  a  Government 
"partnership"  with  existing  licen- 

sees in  an  expansion  program 
[Broadcasting,  Aug.  24]  took  a 
step  forward  last  Thursday  when 
it  was  presented  to  the  Board  of 
War  Communications. 
The  expansion  project,  calling 

for  22  new  shortwave  stations  of 
50,000  to  100,000  watts  power, 
with  frequencies  to  be  obtained 
from  other  services,  was  laid  be- 

fore BWC,  and  upon  that  body  now 
rests  the  responsibility  for  secur- 

ing priorities  so  that  the  trans- 
mitters can  be  built  in  the  short- 

est possible  time.  No  final  action 
was  taken,  but  it  was  reported  that 
"progress  is  being  made." 

Approval  Needed 

It  is  understood  that  BWC  must 
consult  with  the  military  services 
to  learn  whether  critical  materials 
may  be  obtained  for  the  newly  ex- 

panded American  arm  of  psychol- 
ogical warfare.  Military  chiefs  as 

well  as  the  War  Production  Board 
will  be  consulted  on  the  project 

Appearing    before     BWC  last 

week  was  Com.  T.  A.  M.  Craven, 
FCC  commissioner  designated  to 
represent  that  body  on  a  planning 
committee  including  representa- 

tives of  the  Office  of  War  Infor- 
mation and  the  Office  of  the  Co- 

ordinator of  Inter-American  Af- 
fairs (Rockefeller  Committee).  He 

laid  the  plan  before  the  board, 
flanked  by  Nelson  A.  Rockefeller, 
OCIAA  coordinator;  W.  K.  Har- 

rison, assistant  OCIAA  coordina- 
tor. Don  Francisco,  assistant  in 

charge  of  the  Rockefeller  Radio  Di- 
vision; Robert  Sherwood,  OWI  di- 
rector of  Overseas  Operations; 

Murry  Brophy,  chief  of  Mr.  Sher- 
wood's Communications  Facilities Bureau. 

The  plan  proposes  that  the  Gov- 
ernment shall  erect  and  pay  the 

operating  costs  of  the  22  new  trans- 
mitters, which  would  be  licensed  to 

existing  or  new  licensees;  that 
some  programs  shall  continue  to  be 
controlled  by  private  operators, 
though  many  news,  troop  morale 
and  propaganda  features  will  be 
supplied  by  Government  agencies; 
and  that,  after  the  war,  the  plants 
shall  be  sold  to  the  private  opera- 

tors. It  is  understood  to  have  the 
approval  of  all  Government  inter- 

ests involved  as  well  as  most  of  the 
private  operators.  , 

will  consider  yourself  the  listener, 
the  right  answer  will  come  up.  We 
Americans  all  have  a  feeling  of  re- 

vulsion when  we  hear  perfectly 
good  American  accents  coming  out 
of  Berlin.  British  listeners  shudder 
when  they  hear  a  good  British 
Southern  accent  coming  from  the 
German  capital.  But  those  decisions 

are  easy  to  make.  (I  still  can't understand  how  the  Germans  can 
be  so  thick-headed.)  Anything 
these  spokesmen  say  is  certain  to  be 
taken  as  an  untruth.  On  the  other 

hand,  English  spoken  with  a  Ger- 
man accent  is  more  likely  to  im- 
press an  English-speaking  listener 

than  the  other  type.  This  means 
that  we  should  speak  to  our  enemies 
consistently  with  American-ac- cented tongues. 

But  in  speaking  to  our  friends, 
the  reverse  is  not  necessarily  true. 
The  situation  clears  a  little  when 
you  remember  that  our  shortwave 
signals  represent  the  United  States 
to  foreign  listeners.  Thus  it  should 
carry  the  stamp  of  the  United 
States,  an  American  accent.  That  is 
probably  as  close  to  a  general  rule 
as  one  can  get.  But,  there  will  cer- 

tainly be  many  times  when  it  will 
be  a  compliment  to  another  nation 
to  use  a  national  of  that  country  as 
the  spokesman.  The  type  program 
involved  often  offers  opportunities 
for  individual  solution. 

Explain  U.  S. 

4.  H  is  always  best  to  assume 
that  the  nation  to  which  you  are 
speaking  knows  absolutely  nothing 
about  the  United  States. 

This  is  more  of  a  script  problem 
than  anything  else.  Jokes  based  on 
locations  in  America,  like  Niagara 
Falls,  fall  flat  abroad ;  no  one  knows 
that  Niagara  Falls  is  where  honey- 
mooners  go.  In  this  same  category 
comes  the  problem  of  different 
names  for  things.  For  example,  in 
the  United  States  you  go  to  the 
movies,  in  England  you  go  to  the 
cinema  or  the  flicks,  and  in  South 
Africa  you  go  to  the  bioscope.  It 
behooves  all  program  men  to  be- 

come familiar  with  as  many  of 
these  differences  as  is  possible.  Any 
tough  one  can  be  checked.  It  may 
do  Mr.  Dewey  an  injustice,  but 
there  is  no  meaning  abroad  in  a  sen- 

tence saying  "Thomas  E.  Dewey, 
of  New  York  State,  is  planning  a 

tour  of  South  America."  You  have 
to  explain  who  Dewey  is — or  most 
of  your  audience  will  look  slightly 
blank. 

Probably  this  point  should  be 
carried  to  the  extreme  of  identify- 

ing the  Star  Spangled  Banner  as 
"the  national  anthem  of  the  United 
States  of  America"  instead  of  just 
playing  it.  (Imagine  my  own  feel- 

ings at  the  Labour  Party  Confer- 
ence in  London  when,  after  stand- 

ing at  attention  for  a  song  I  could 
not  identify  but  which  I  thought 
must  be  the  Belgian  national  an- 

(Continued  on  page  48) 
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OPA  Price  Ceiling  To  Allow 

Normal  Advertising  Programs 

Henderson  Says  Promotion  Will  be  Considered 

Component  of  Cost;  Denies  'Squeeze'  Coming 
POSITIVE  and  formal  assurance 
that  the  Office  of  Price  Administra- 

tion will  not  disturb  "normal  ad- 
vertising expenditures"  in  its  in- 

vestigation dealing  with  price  ad- 
justments came  last  week  from 

Director   Leon  Henderson. 

Setting  at  rest  misgivings  re- 
peatedly whispered  in  advertising 

and  trade  circles  that  some 

"squeeze"  would  come  as  the  eco- 
nomic picture  tightened,  Mr. 

Henderson  reaffirmed  his  previous 
statements  that  advertising  would 
not  be  molested.  Mr.  Henderson  had 
told  an  emergency  meeting  of  ad- 

vertisers last  Fall  that  he  would 
not  use  price  control  as  a  device 
in  curtailing  or  eliminating  normal 
advertising  expenditures,  but  since 
the  issuance  of  the  General  Maxi- 

mum Price  Regulations  some  ques- 
tion has  arisen  as  to  whether  OPA 

would  suggest  curtailment  of  ad- 
vertising to  absorb  price  "squeezes 

in  individual  cases." 
Fulmer  Raises  Issue 

The  suggestion  that  advertising 
might  be  squeezed  came  from 
Chairman  Fulmer,  (D-S.C.)  of 
the  House  Agriculture  Committee, 
and  Mr.  Henderson  promptly  de- 

fended normal  expenditures  in  a 
letter  to  the  legislator.  Chairman 
Fulmer  had  written  Mr.  Hender- 

son charging  that  soap  companies 
were  forcing  OPA  to  roll  back 
prices  on  tallow,  fats,  and  greases 
"so  that  they  would  be  able  to 
make  their  usual  large  profits, 
which  would  enable  them  not  only 
in  peacetime  but  during  this  great 
emergency  when  we  are  spending 
billions  in  trying  to  win  this  war, 
to  advertise  in  the  press,  over  the 
radio,  and  by  any  other  method 
whereby  they  might  be  able  to 
increase  their  sales  and  their  cash 

surpluses". 
In  his  reply,  Mr.  Henderson 

pointed  out  that  the  large  soap 
manufacturers  voluntarily  had  re- 

scinded price  increases  announced 
in  February,  but  had  presented 
"data  on  the  impact  of  tallow,  fat 
and  grease  prices  on  the  price  of 
soaps.  He  asserted  this  data  re- 

sulted in  the  OPA  investigation. 
Normal  Layouts  OK 

"In  line  with  our  previously  an- 
nounced policy",  Mr.  Henderson 

advised  the  Congressman,  "normal 
advertising  layouts  were  considered 
as  costs  in  this  investigation.  Any 
other  policy  with  respect  to  ad- 

vertising might  well  result  in  the 
destruction  of  the  entire  advertis- 

ing industry,  an  end  that  is  beyond 
either  the  authority  or  inclination 
of  this  Office.  May  I  point  out, 
however,  that  extra  extraordinary 
layouts  for  promotional  campaigns, 
such  as  the  recent  campaign  ad- 

vertising Swan  soap,  were  not  con- 
sidered as  costs  in  our  margin  in- 

vestigation". 
Mr.  Henderson's  statement  was 

viewed  as  removing  the  last  vestige 
of  doubt  about  government  policy 
on  advertising  expenditures.  Re- 

ports that  the  Internal  Revenue 
Bureau  might  be  disposed  to  rule 
that  advertising  expenditures  could 
not  be  charged  to  overhead  as 
"ordinary  and  necessary"  likewise 
largely  have  been  dispelled. 

The  action  taken  in  the  soap 
price  case  establishes  a  precedent. 
Heretofore,  the  OPA  head  has  an- 

nounced policy,  but  had  never  had 
occasion  to  invoke  it. 

'Time'  in  Collaboration 

With  Cigarette  Newscasts 
BENSON  &  HEDGES,  New  York, 
will  sponsor  the  9  p.m.  news  period 
on  WQXR,  New  York,  five  nights 
weekly,  beginning  Sept.  14  for  Vir- 

ginia Rounds  cigarettes.  Ouarter- 
hour  news  period,  which  will  be  ti- 

tled World  Wide  News  Review,  is 
broadcast  by  Albert  Grobe  and  the 
script  is  prepared  by  the  station's news  staff  in  collaboration  with 
Frank  Norris,  managing  editor  of 
the  March  of  Time  and  his  staff. 

Much  of  the  material  used  on  the 
broadcasts  comes  from  correspond- 

ents and  editors  of  Time,  which  re- 
cently completed  an  arrangement 

with  WQXR  for  experiments  in  ra- 
dio programming  [Broadcasting, 

Aug.  17].  The  nightly  newscasts 
are  said  to  be  the  first  results  of 
this  collaboration.  Sponsorship  was 
arranged  by  Duane  Jones  Co.,  New 
York. 

Goldwyn  Discs 
SAMUEL  GOLDWYN  Inc.,  New 
York,  is  releasing  5  and  15-minute 
trailer  transcriptions  to  approxi- 

mately 100  distributors  in  various 
markets  throughout  the  country  in 
connection  with  the  national  re- 

lease of  the  film  "Pride  of  the 
Yankees".  Discs,  for  placement  on 
local  stations,  were  cut  by  Thomas 
J.  Valentino  Inc.,  New  York.  Firm 
used  spots  of  five  stations  in  con- 

nection with  the  world  premiere  of 
the  show  in  New  York  in  July. 
Agency  is  Donahue  &  Coe,  New 
York. 

General  Foods  Strip 
GENERAL  FOODS  Corp.,  starts 
Young  Dr.  Malone  in  a  morning 
period  on  NBC  for  Post  Bran 
Flakes  on  a  five-weekly  basis,  Aug. 
31.  The  show  continues  as  an  after- 

noon feature  on  CBS  for  Post 
Toasties.  Serial  started  on  NBC- 
BLUE  in  Nov.,  1939,  shifting  to 
CBS  in  April,  1940.  Benton  & 
Bowles,  New  York,  is  agency. 

ALBERTO  MIRANDA,  director  of 
telegraphic  and  radio  communications 
in  the  Republic  of  Bolivia,  was  in  New 
York  last  week  to  discuss  relations  be- 

tween Bolivian  stations  and  NBC  with 
John  F.  Royal,  NBC  vice-president  in 
charge  of  international  relations.  Mr. 
Miranda  is  here  to  obtain  priorities  for 
vital  communications  equipment  needed 
in  Bolivia. 

Knodel  a  V-P 
J.  WILLIAM  KNODEL,  for  five 
years  with  the  Chicago  sales  staff 
of  Free  &  Peters,  station  repre- 

sentatives, has  been  elected  a  vice- 
president  of  the 
company  and 
,^ales  manager  of 
the  Chicago  office 
at  a  recent  meet- 

ing of  the  board 
of  directors.  Well 
known  in  agency 
and  industry 

circles,  Mr.  Kno- del was  on  the 
advertising  staff Mr.  Knodel  of  the  Omaha 

Bee-News  and  before  that  on  the 
Omaha  World  Herald  before  join- 

ing Free  &  Peters  in  January,  1938. 

Mr.  Ward 

WLAC  To  Dedicate 

New  50  kw.  Plant 

Nashville  Station  Formally 
Boosts  Power  Sept.  11 
SUCCESSFULLY  negotiating  an 
endless  maze  of  priorities  and 
other  obstacles  occasioned  by  the 
war,  WLAC,  Nashville,  on  Sept.  11 

will  dedicate  its 

new  50,000-watt transmitter. 
After  a  lapse  of 

nearly  a  year- and-a-half,  dating 

from  the  break- 
ing of  ground, 

J.  Truman  Ward, 
owner  of  WLAC, 
announced  that 
installation  is 

completed.  The 
new  WLAC  transmitter  has  been 
on  50,000-watt  daytime  program 
tests  since  Aug.  10,  and  reports 
reaching  the  station  from  all  direc- 

tions, according  to  Mr.  Ward, 
indicate  greatly  increased  coverage. 
The  new  plant,  Western  Electric 
throughout,  was  installed  at  an 
overall  cost,  including  building  and 
appurtenances,  of  approximately 

$175,000. Gala  Premiere  Planned 

F.  C.  Sowell,  general  manager  of 
WLAC,  has  recruited  big-name  tal- 

ent for  the  inaugural  program.  It 
is  being  exploited  with  spreads  in 
26  county  newspapers  throughout 
the  station's  primary  and  secon- 

dary areas.  Especially  transcribed 

greetings  for  the  station's  premiere have  been  arranged  by  such  CBS 
personalities  as  Cecil  B.  DeMille, 
Guy  Lombardo,  Bill  Perry,  Jessica 
Dragonette,  Edward  G.  Robinson, 
Glenn  Miller,  Bob  Burns,  Penny 
Singleton  and  Arthur  Blake,  Ben 

Bernie,  Gene  Autry,  Amos  'n  Andy and  Ginnie  Simms. 
In  addition  to  a  gala  program, 

the  broadcasts  will  open  and  close 
with  patriotic  renditions  by  the 
130th  Infantry  Band  at  Camp  For- 

rest. WLAC  began  operation  in 
1926  with  1,000  watts  as  a  time- 

sharing station.  In  1930  it  was  op- 
erating fulltime  with  5,000  watts  as 

a  CBS  outlet.  The  station  was  ac- 
quired by  Mr.  Ward  in  1935.  It 

operates  on  1510  kc. 

Licenses  Granted 

For  Defense  Radio 

Akron    and    Lawrence  First 

To  Set  Up  Local  Units 
FIRST  LICENSES  for  the  War 
Emergency  Radio  Service  of  the 
Office  of  Civilian  Defense  were 
granted  last  Monday  by  the  FCC 
to  civilian  defense  units  of  Akron, 
0.,  and  Lawrence,  Mass. 

Creation  of  the  WERS  was  an- 
nounced jointly  by  the  OCD  and 

FCC  June  13  [Broadcasting,  June 
15].  No  new  equipment  is  necessary 
for  the  units,  which  will  utilize 
transmitters  of  ultra-high  frequen- 

cies and  25  watts  limited  power  in 
a  relay  system  which  will  take  over 
when  normal  communications  break 
off.  In  event  of  such  a  communica- 

tions cut-off,  the  FCC  said  last 
week,  the  emergency  radio  setup 
will  be  available  to  coordinate  res- 

cue and  repair  work. 

Use  'Walkie-Talkies' Under  the  licenses  granted  last 
week  Akron  will  have  a  two-way 
low-powered  system  of  16  receiver- 
transmitters.  Some  of  these,  it  was 
said,  will  be  in  fixed  locations  while 
others  will  be  mobile.  A  few 
"walkie-talkies"  will  also  be  used. 
The  city  of  Lawrence  received  a 
license  for  a  system  of  11  two-way 
radio  units. 

The  FCC  announced  that  applica- 
tions of  many  other  cities  are  pend- 
ing before  the  Commission.  Re- 

quests vary  according  to  local  con- 
ditions, it  was  said.  It  was  also 

said  that  some  applications  are  be- 
ing returned  to  communities  be- 

cause the  forms  fail  to  indicate 
what  arrangements  exist  for  liai- 

son with  local  civilian  defense  com- 
manders for  silencing  the  radio 

emergency  units  when  conditions 
dictate.  The  OCD  previously  had 
warned  that  all  cities  asking  for 
permission  to  set  up  such  a  service 
should  furnish  proof  to  the  FCC 
that  all  transmitters  within  the 
area  could  be  instantly  silenced 
upon  receipt  of  a  single  order  from 
the  district  OCD  warning  center 
[Broadcasting,  June  22]. 
Meanwhile  the  American  Radio 

Relay  League,  made  up  of  ama- 
teurs who  for  the  most  part  will 

man  the  WERS  units,  last  week 
announced  the  hams  are  being  suc- 

cessful in  constructing  sets  from 
discarded  parts  of  receivers.  It 
was  said  the  parts,  in  original  form, 
cannot  be  utilized  for  shortwave 
transmitters  and  receivers  but  the 
metal  and  wiring  required  can  be 
obtained  from  these  old  sets. 

Movie  Trailer  Discs 
GOSSIP  of  Hollywood  and  preview 
scenes  from  the  latest  movies  are 
featured  in  a  five-minue  tran- 

scribed series  released  by  Thomas 
J.  Valentino  Inc.,  New  York.  The 
discs  have  been  prepared  for  the 
use  of  stations  seeking  the  spon- 

sorship of  local  exhibitors  of  the 
films  reviewed,  or  may  carry  them 
as  sustainers.  Already  100  stations 
have  signed  for  the  series,  on  a  13- 
week  basis,  according  to  Mr.  Val- entino. 

Page  14  •  August  31,  1942 BROADCASTING  •  Broadcast  Advertising 



NEW 

%  Here's  a  new  broadcasting  philosophy  and 
a  new  radio  operation  in  the  heart  of  a  new 

market  for  Chicago  radio  advertisers. 

It's  WJWC  of  Hammond-Chicago.  A  few 
months  ago  we  were  nothing  more  than  an 

idea  in  the  minds  of  a  few  Chicagoans  who 

knew  that  things  were  changing  in  the  Chicago 

market — that  a  whole  new  class  of  important 

citizens  and  consumers  permanently  had 

entered  Chicago's  economic  pattern — and 
that  these  millions  of  new  people  were  being 

inadequately  served  by  the  existing  radio 

stations. 

We  knew  that  an  honored  place  was  awaiting 

any  new  radio  enterprise  in  the  Chicago  area 

which  could  do  an  honest,  inspired  job  of 

broadcasting — beamed  to  the  minds,  to  the 

hearts,  and  to  the  pocketbooks  of  the  millions 

of  new-wealthy  industrial  workers  whose  skill 

and  sweat  and  muscles  are  making  a  new 

world  in  the  heavy-industry  neighborhoods 
around  Chicago. 

News,  19  times  daily  (on  the  half-hour  every 

hour) — prepared  by  a  special  staff  of  fifteen 

top-flight  correspondents,  writers  and  an- 

nouncers, from  the  reports  of  the  United  Press, 

Press  Association  and  Chicago  Sun  reporters, 

edited  by  the  famed  Clifton  Utley — is 

one  of  the  many  services  we  are  bringing 

to  the  Janes  and  Joes  m  the  "Calumet 

Corner". 
But  space  is  running  short,  and  we  haven't 

told  the  story  as  yet.  We'll  try  to  tell  you 
more  in  this  same  space,  next  week. 

HAMMOND-CHICAGO 

supercharged  Coverage  of  Chicago's  'New  Wealth — the  Workmg  People! 
General  Offices:  165  N,  Micliigan  Avenue,  Chicago  * 

FREE  &  PETERS,  INC. 

Exclusive  National  Representatives 



Drug  Industry  Asked  to  Give 

5%  of  Ad  Budget  to  War  Bonds 

Manufacturers'  Plan  Receives  Treasury  Approval 

"      $4,000,000  May  Be  Realized  From  Drive 
A  PLAN  calling  upon  the  drug, 
cosmetic  and  allied  industries  to 

cooperate  voluntarily  -with  the 
Government  in  the  v/av  effort  by 
agreeing  to  devote  5%  of  its  ad- 

vertising appropriation  to  the  War 
Bond  campaign  has  been  sub- 

mitted to  members  of  those  indus- 
tries by  a  policy  committee  headed 

by  Lee  H.  Bristol,  vice-president 
in  charge  of  advertising,  Bristol- 
Myers  Co. 

Developed  by  the  committee  in 
cooperation  with  the  Advertising 
Council  and  approved  by  Henry 
Morgenthau,  Secretary  of  the 
Treasury,  the  plan  is  presented  in 
a  36-page  book  which  has  been 
sent  to  all  drug  and  cosmetic  ad- 

vertisers. On  the  basis  of  5%  of 
expenditures  of  these  companies 
for  time  and  space,  the  committee 
is  asking  that  they  devote  ap- 

proximately $4,000,000  to  adver- 
tising bonds  instead  of  their  regu- 

lar products. 
Time  or  Cash 

Participation  may  be  either  in 
"kind,"  with  the  advertiser  donat- 

ing time  on  the  air  or  publication 
space  in  accordance  with  "master 
schedules"  worked  out  by  the  com- 

mittee, or  in  cash,  which  the  com- 
mittee will  utilize  to  fill  in  voids  in 

the  master  schedules.  Large  con- 
tributions from  individual  adver- 

tisers will  be  used  for  advertising- 
placed  by  the  advertiser's  own 
agency;  small  contributions  will 
be  lumped  together  and  the  cam- 

paign placed  by  an  agency  selected 
by  the  committee. 

Sample  12-month  master  sched- 
ules for  magazines  and  network 

radio  are  included  in  the  presen- 
tation, which  points  out  that  it 

would  be  impossible  to  work  out 
similar  schedules  for  advertising 
in  newspapers,  spot  radio,  bill- 

boards, car  cards,  etc.  Users  of 
these  media  are  asked  to  donate 
5%  of  their  time  or  space  to  sell- 

ing War  Bonds  and  to  report  de- 
tails to  the  committee. 

Suggested  network  schedule, 
listing  66  programs  presented  by 
31  advertisers,  allocates  two  broad- 

casts a  year  of  each  once-a-week 
program  to  the  bond  drive,  five 
broadcasts  of  the  twice-weekly 
shows,  seven  broadcasts  for  pro- 
gram.s  given  three  times  a  week, 
10  broadcasts  for  the  four-times-a- 
week  programs  and  13  broadcasts 
for  the  five-a-weekers.  Programs 
to  be  devoted  to  the  selling  of  War 
Bonds  are  spaced  as  evenly  as  pos- 

sible throughout  the  year  in  each 
advertiser's  schedule,  with  allot- 

ments staggered  from  schedule  to 
schedule  "so  that  an  even  flow  of 
War  Bond  effort  is  maintained 
and  a  continuing  effect  be  given  to 

this  campaign." 

Four  types  of  radio  participa- 
tion are  suggested:  "1.  Entire 

scripts  built  around  the  War  Bond 
drive  (Suited  to  programs  of  the 
type  of  Easy  Aces).  2.  Full  com- 

mercial time  —  not  just  'hitch- 
hike' announcements  —  devoted  to 

War  Bond  commercials.  Our  drive 

needs  selling  power,  not  only  're- 
minder' announcements  (Suited  to 

programs  of  the  type  of  Mr.  Dis- 
trict Attorney).  3.  Direct  appeal 

by  star  of  show  (Suited  to  pro- 
grams of  the  type  of  Boh  Hope 

Show).  4.  Interviews  with,  or  di- 
rect appeal  by  Government  Officers 

( Suited  to  programs  of  the  type  of 
Walter  Winchell  or  newscasters)." 

Advice  Available 

Book  also  states  that  "a  staff  of 
radio  consultants  who  have  worked 
with  the  Treasury  and  the  Ad- 

vertising Council  and  are 
thoroughly  familiar  with  the  needs 
of  this  War  Bond  Drive  will  be 
available  to  help  participants 
make  the  most  effective  use  of  the 
programs    they    devote    to  this 

THE  PETRILLO  ban  on  recorded 
music,  in  its  first  full  month,  has 
resulted  in  a  virtual  cessation  of 
music  publishing,  Neville  Miller, 
NAB  president,  stated  Sunday.  The 
ban  has  adversely  affected  not 
only  the  recording  industry  and  its 
affiliated  businesses,  but  the  gen- 

eral public  as  well,  he  said. 
Despite  the  quantities  of  music 

recorded  prior  to  Aug.  1,  when  the 
ban  has  adversely  affected  not 
lication  "is  no  longer  keeping 
abreast  of  the  inspiration  of  the 
composer",  Mr.  Miller  declared, 
"the  publishers  are  today  unable 
to  accept  and  properly  exploit  fresh 
works,  even  those  of  a  patriotic 
nature. 

"So  far  as  can  be  ascertained, 
not  a  single  work  completed  after 
the  recording  ban  went  into  effect 
has  been  published,  and  such  works 
as  have  been  accepted  are  being 
held  back  in  the  hope  that  the 
order  will  be  rescinded.  Conse- 

quently, the  composer  has  already 
directly  felt  the  first  impacts  of 
the  ban.  As  for  the  union  musi- 

cians, those  of  them  who  looked  to 
the  making  of  recordings  for  all 
or  a  part  of  their  compensation 
have  during  August  been  deprived 
of  this  source  of  income. 

"The  detrimental  effect  upon  the 
art  of  music  and  upon  radio  will 
be  increasingly  evident.  Moreover, 
if  Mr.  Petrillo  persists  in  his 
avowed  determination  to  prevent 
union  musicians  from  making  pho- 

'M'  Award  Aired 

BABCOCK  &  WILCOX  Co.,  New 
York,  recipient  of  the  Maritime 
Commission's  "M"  award  for  pro- 

duction of  steam  boilers  for  mer- 
chant vessels,  will  use  the  entire 

BLUE  network  for  award  cere- 
monies Sept.  2  at  the  company's plant  in  Barberton,  O.  Company 

which  received  the  Navy  "E"  last 
year,  has  not  previously  used  radio. 

drive."  Agencies  representing  com- 
panies in  the  drug,  cosmetic  and 

allied  industries  will  meet  with  the 
committee  to  learn  of  the  aims  and 
methods  of  the  drive,  each  agency 
to  place  the  advertising  of  its  own 
client. 

Committee  Members 

Committee  members,  in  addition 
to  Chairman  Bristol,  include: 
Robert  B.  Brown,  Bristol-Myers 
Co.,  vice-chairman;  C.  S.  Beards- 
ley,  Miles  Laboratories;  Elmer  H. 
Bobst,  Hoff  man-LaRoche ;  H.  L. 
Brooks,  Coty;  Alvin  Brush,  Ameri- 

can Home  Products;  P.  L.  Frailey, 
Frailey  Products;  James  J.  Hill 
Jr.,  Sterling  Products;  Charles  I. 
Luckman,  Pepsodent  Co.;  Robert 
E.  Lusk,  Colgate-Palmolive-Peet 
Co.;  William  Y.  Preyer,  Vick 
Chemical  Co.;  A.  Craig  Smith,  Gil- 

lette Safety  Razor  Co.;  M.  M. 
Sterling,  E.  Fougera  &  Co.; 
Harold  B.  Thomas,  Centaur  Co.; 
J.  T.  Woodside,  Weco  Products  Co. 

nograph  records  and  other  record- 
ings, whether  for  popular,  patriotic 

or  classical  music,  the  absence  of 
freshly  recorded  music  vnll  impair 
the  ability  of  radio  stations  to  serve 
their  communities.  It  will  also  im- 

pair the  tremendous  investment 
which  the  American  public  has  in 
home  phonographs. 

Big  Coast  Grid  Series 
Planned  by  Associated 
ALL  MAJOR  intercollegiate  foot- 

ball games  as  well  as  a  large  sched- 
ule of  service  games  among  teams 

of  the  armed  forces  on  the  Pacific 
Coast  will  be  broadcast  under  spon- 

sorship of  Tide  Water  Associated 
Oil  Co.,  Associated  Division,  San 
Francisco,  during  the  1942  season. 
The  coast  gridiron  season  will  start 

Sept.  26. Associated  will  advertise  its  gas- 
oline, motor  oils  and  auto  check-up 

service.  Harold  R.  Deal,  general 
promotion  and  advertising  director 
of  Associated,  is  working  out  a 
complete  broadcast  schedule,  lining 
up  sportscasters  and  outlining  a 
promotion  campaign. 

Paley  in  London 
WILLIAM  S.  PALEY,  president  of 
CBS,  arrived  in  London  last  Thurs- 

day by  plane,  according  to  word 
received  in  New  York  Friday.  Net- 

work officials  said  that  the  pur- 
pose of  Mr.  Paley's  visit  to  the 

British  capital,  where  he  is  ex- 
pected to  remain  for  several  weeks, 

is  to  confer  with  British  officials 
and  with  the  London  staff  of  CBS. 

Oil  Firms  Merge 

In  Drive  for  Coal 

Radio   Announcements  Push 

Heater  Unit  Conversion 

NINE  MAJOR  OIL  companies,  all 
radio  advertisers,  have  agreed  to 

cooperate  in  the  Government's  pro- 
gram for  the  conversion  of  East 

Coast  plants  and  home  heating 
tmits  from  fuel  oil  to  coal,  in  what 
appears  at  first  glance  to  be  a 
strange  paradox,  and  at  closer 
view,  sound  public  relations,  and  an 
example  of  unity  of  purpose  in 

solving  the  nation's  -wartime  prob- lems. 
With  few  coal  companies  using 

radio,  the  oil  firms,  who  have  either 
network  shows  or  extensive  spot 
schedules,  have  taken  on  the  un- 

usual assignment  of  urging  the 
public  to  change  over  to  coal. 

Special  Spots 

This  is  being  done  through  in- 
clusion of  special  radio  announce- 

ments, prepared  and  distributed  by 
the  Petroleuin  War  Industry  Coun- 

cil, a  group  of  representatives  of 
the  oil  industry,  and  is  part  of  a 
regular  program  conducted  by  the 
council  in  various  media,  including 
the  use  of  local  distributors  to  cir- 

culate material  on  the  subject  of 
conversion. 

An  insight  into  how  and  why  an 
oil  company  goes  about  promoting 
a  rival  product  is  found  in  spots 
prepared  by  Marschalk  &  Pratt, 
New  York,  agency  for  Standard 
Oil  Co.  of  New  Jersey,  sponsor  of 
Esso  Reporter  on  Eastern  stations. 

While  stressing  the  various  econ- 
omies which  can  be  made  in  the 

home  to  conserve  fuel  oil  consump- 
tion, announcements  include  such 

statements  as  the  following: 
"Some,  who  can  do  so,  are  in- 

stalling grates  in  their  furnaces 
and  ordering  bins  filled  with  coal 
or  coke.  No  petroleum  refiner  en- 

joys losing  .  .  .  even  temporarily 
...  a  large  number  of  valued  cus- 

tomers. However,  as  things  look 
right  now,  these  precautions  may 
well  mean  the  difference  next  vdn- 
ter,  between  comfort  and  lack  of 
it.  And  the  petroleum  industry 
would  be  less  than  candid  were  the 
present  outlook  made  to  appear  less 
serious  than  it  seems  today." 

Other  radio  advertisers  who  have 
agreed  to  use  the  PWIC  material 
are:  Socony  Vacuum  Oil  Co.,  Ray- 

mond Gram  Siving,  BLUE;  Sin- 
clair Oil  Co.,  Sinclair  Melodies, 

transcriptions;  Cities  Service  Co., 
Cities  Service  Concerts,  NBC; 
Richfield  Oil  Co.,  H.  V.  Kaltenborn, 
NBC;  Sun  Oil  Co.,  Lowell  Thomas, 

BLUE ;  Texas  Co.,  Texas  Star  The- 
ater, CBS;  Gulf  Oil  Co.,  We  the 

People,  CBS;  and  Atlantic  Refining 
Co.,  baseball  broadcasts,  55  East- ern stations. 

DON  WILSON.  Hollywood  an- nomicer.  has  been  signed  as  narrator 
of  tlie  Twentieth  Century-Fox  short 
fihn,  "Springtime  in  the  Rockies". Knox  Manning,  CBS  commentator,  has 
been  signed  as  narrator  of  the  Warner 
underseas  short  "The  Mankiller". 

Petrillo^s  Ban  on  Recording  of  Music 

Stalls  Music  Publishers^  Says  Miller 
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Rockefeller  Field  Force  Mustered 

Latin   Radio  Campaign 

Is  Surging  Rapidly 
Toward  Peak 

ITS  FIELD  STAFF  largely  mus- 
tered and  making  ready  to  take 

various  posts  in  Latin  America, 
the  Radio  Division  of  the  Office 
of  the  Coordinator  of  Inter-Ameri- 

can Aifairs  (Rockefeller  Commit- 
tee) during  September  will  swing 

into  peak  distribution  of  Ameri- 
can radio  programs  designed  to 

cement  Good  Neighbor  relationship 
between  the  United  States  and  the 
rest  of  the  Americas. 

Directed  by  Coordinator  Nelson 
A.  Rockefeller  to  tell  the  true  story 
of  the  United  States  and  its  war 
effort  via  radio  to  Latin  America, 
the  Radio  Division,  headed  by  Don 
Francisco,  former  president  of 
Lord  &  Thomas,  has  embarked  on 
an  ambitious  program  of  coordi- 

nating the  facilities  of  all  avail- 
able radio  media,  using  shortwaves, 

point-to-point,  transcriptions,  re- 
broadcasts  and  locally-produced 
programs  in  the  various  Central 
and  South  American  countries. 

Shift  in  Emphasis 

Latterly,  according  to  Mr.  Fran- 
cisco, the  emphasis  has  gradually 

shifted  toward  transcriptions  and 
locally-produced  programs,  al- 

though a  new  agreement  has  just 
been  concluded  with  CBS  for  co- 

operation with  the  Rockefeller 
Committee  looking  to  wider  dis- 

semination via  the  CBS  Latin 
American  Network,  of  agreed-upon 
programs.  NBC's  Latin  American 
network,  also  fed  via  shortwaves, 
for  some  months  has  been  working 
in  close  cooperation  with  the  Radio 
Division.  Between  them  the  two 
major  American  networks  have 
more  than  200  affiliated  stations 
in  Latin  America. 
The  field  force  will  comprise 

nine  men,  headed  by  Paul  Krum- 
ing,  formerly  president  of  Export 
Advertising,  New  York  agency,  who 
has  been  transferred  from  the  New 
York  office  of  the  OCIAA  to  Wash- 

ington to  direct  the  men  who  will 
shortly  be  dispatched  to  Central 
and  South  America.  First  to  leave 
will  be  Francis  McArdle,  recently 
with  the  Brazilian  section  of  the 
Radio  Division  in  New  York  and 
formerly  head  of  the  Brazilian  of- 

fice of  J.  Walter  Thompson  Co. 
He  will  shortly  leave  for  Rio  de 
Janeiro. 

Seven  other  field  men  selected, 
all  of  them  with  Latin  American 
experience,  will  be  sent  to  various 
posts  within  the  next  three  months. 
They  are:  Cy  Nathan,  formerly 
a  radio  supervisor  with  Lord  & 
Thomas,  who  was  raised  in  Mexico; 
Frank  Linder,  formerly  with  the 
radio  department  of  BBDO;  Stuart 
Ayres,  freelance  writer  who  won 
a  Rockefeller  Foundation  scholar- 

ship for  his  study  of  radio  in 
Latin  America;  F.  A.  Rankin,  re- 

cently  with   the   Dept.   of  Agri- 

culture; Herbert  Cerwin,  former 
newspaper  and  public  relations 
counsel  on  the  Pacific  Coast,  re- 

cently representing  the  Del  Monte 
properties;  John  Wiggin,  producer 
and  writer  formerly  with  NBC. 
Two  more  field  men  remain  to 

be  selected,  and  they  will  be  an- 
nounced shortly.  The  task  of  the 

field  men  is  to  contact  broadcast 
officials  and  station  operators  in 
the  various  countries  to  which 
they  are  assigned,  and  to  make 
sure  that  American-produced  tran- 

scriptions are  carried,  that  NBC 
and  CBS  Latin  American  network 
shows  are  rebroadcast,  and  that 
proper  publicity  is  given  these 
shows.  They  will  also  scout  for 
Latin  American  shows  suitable  for 
broadcasting  in  this  country,  and 
they  will  give  aid  to  Latin  Ameri- 

can stations  in  the  production  of 
local  shows. 

Ogilvie  on  Tour 

Preparatory  to  the  full  function- 
ing of  the  field  force,  Mr.  Fran- 

cisco's chief  assistant,  John  W.  G. 
Ogilvie,  left  recently  for  an  ex- 

tended tour  of  South  America.  He 
will  be  gone  another  month.  Syl- 

vester L.  (Pat)  Weaver,  former 
advertising  manager  of  American 
Tobacco  Co.  who  has  been  in  charge 
of  the  Rockefeller  Committee's  New 
York  office  but  who  has  been  called 
up  for  Navy  service,  does  not  have 
to  report  for  military  duty  until 
the  end  of  September.  Meanwhile, 
he  is  in  California  checking  up 
Hollywood  and  San  Francisco  ac- 

tivities. His  place  as  director  of 
the  New  York  radio  office  will  be 
taken  by  William  Hillpot,  former 
program  manager  of  the  BLUE 
[Broadcasting,  Aug.  17]. 
Also  now  en  route  to  South 

America,  having  left  Aug.  26,  are 
Coordinator  Nelson  A.  Rockefeller, 
his  News  Division  Chief,  Francis 
Jamieson,  and  Gen.  Dunham,  chief 
of  health  and  sanitation. 

In  placing  greater  emphasis  on 
on-the-spot  radio  in  the  other 
Americas,  the  Rockefeller  Com- 

mittee is  submitting  scripts,  pre- 
pared in  its  Radio  Division,  as 

well  as  transcriptions  to  the  var- 
ious Latin  American  stations  equip- 
ped to  put  them  into  production. 

The  field  men  will  act  essentially 
as  combination  liaison  men,  time- 
buyers  and  program  scouts.  Each 
man  will  be  assigned  one  or  more 
countries  as  his  territory. 

40  Programs  Per  Week 

Already  the  Radio  Division  is 
interested,  in  a  consultatory  or 
supervisory  capacity,  in  more  than 
40  programs  a  week  broadcast  from 
the  United  States  to  Latin  America. 
This  number  is  rapidly  increasing 
and  the  programs  cover  a  wide 
range  from  dramatics  to  news  com- 

mentaries. Most  of  them  are  in 
Spanish,  some  in  Portuguese,  the 
latter  largely  for  Brazilian  dis- 

tribution. Among  the  more  elabo- 
rate dramatic  programs  are: 

La  Marcha  del  Tiempo  (March 

of  Time),  a  documentary  treat- 
ment of  outstanding  personalities, 

localities  or  service  branches  in 

the  week's  war  news,  shortwaved 
via  NBC  facilities  to  some  36  sta- 

tions in  10  Latin  American 
countries. 
Estamos  En  Guerra  (This  Is 

War),  originally  an  adaptation  of 
the  Norman  Corwin  plays,  now  re- 

vised as  a  weekly  dramatization  of 
war  news  and  carried  over  a 
CBS  Latin  American  network. 
La  Epopeya  del  Nuevo  Mundo, 

a  program  closely  resembling  Cav- 
alcade of  America,  rebroadcast 

over  23  stations  in  Latin  America. 
Teatro  Inter- Americana  ( Inter- 

American  Theatre),  based  on  the 
Arch  Obler  NBC  series,  shortwaved 
and  rebroadcast  by  23  stations. 

In  all  cases,  efforts  are  being 
made  to  build  listening  audiences 
through  adequate  advertising  and 

BASEBALL  TALK  filled  the  room  on  this  busman's  holiday  when  the 
American  Assn.  of  Baseball  Broadcasters  recently  met  in  Kansas  City 
for  their  annual  convention,  Harry  McTigue,  of  WLOL,  Minneapolis 
(seated,  center)  was  elected  president,  succeeding  Walt  Lochman  (right, 
standing)  of  KMBC,  Kansas  City.  Others  seated  are  Bert  Wilson, 
WIBC,  Indianapolis,  and  George  Higgins,  WTCN,  St.  Paul,  standing, 
Roger  Bacon,  WTOL,  Toledo,  and  Joe  Hill,  WOOL,  Columbus. 

publicity.  Among  the  "personality" 
or  interview-types  of  program  are : 
Arsenals  of  Freedom,  a  weekly  visit 
to  important  U.  S.  war  plants  and 
Americana  Todas,  a  five-weekly 
program  in  which  famous  people  of 
all  the  Americas  are  interviewed. 
The  former  is  broadcast  through 
CBS  shortwave  facilities  and  the 
latter  via  NBC.  Others  of  this 

type  include  a  Sports  Review,  tel- 
ling of  American  sports  and 

athletes  from  the  other  American 

nations,  and  Ti-ibute  to  Heroes,  a 
dramatization  of  American  heroes 
in  the  battle  areas. 

News  Comments 
In  the  news  commentary  field, 

the  Radio  Division's  sole  interest, 
according  to  Mr.  Francisco,  is  to 
get  the  widest  distribution  possible 
of  acceptable,  independent  com- 

mentators. Among  these  are  Robert 
Unanue,  who  does  daily  Argentine 
news  broadcasts  via  CBS  and  is 

additionally  transmitted  point-to- 
point  to  a  network  of  14  stations 
in  Argentina,  Uruguay  and  Bo- 

livia; Alejandro  Sux,  whose  thrice- 
weekly  news  commentaries  are 
carried  via  NBC  shortwaves  and 
rebroadcast  over  six  stations;  Dr. 
J.  Barata,  well-known  Brazilian 
radio  and  newspaperman,  heard  on 
the  Brazilian  Hour,  a  Government 
program  carried  on  99  stations  in 
Brazil;  R.  Magalhaes,  correspond- 

ent of  A  Noite  of  Rio  de  Janeiro. 
In  addition  to  these  regularly 

scheduled  programs,  the  Radio  Di- 
vision special  events  supervises 

from  three  to  five  special  programs 
weekly.  Examples  are  reciprocal 
salute  of  Brazilian  fliers  in  Rio  and 
U.  S.  fliers  at  Mitchell  Field, 
which  were  recorded,  broadcast 
over  MBS  and  then  sent  point-to- 
point  to  a  Brazilian  network,  and 
the  ceremonies  attending  Queen 

Wilhelmina's  acceptance  of  this 
country's  gift  of  a  subchaser,  also 
recorded  and  transmitted  point-to- 
point  to  Latin  America. 

Two  new  series  of  transcription 
programs  were  completed  during 
August.  The  first  released  was 
U.  S.  In  Industry,  a  dramatized 

program  depicting  America's  war machine  in  high  gear.  The  second 
was  El  Canto  de  America  (The 
Song  of  America),  a  dramatic 
program  in  which  the  ardently 
democratic  poems  of  Walt  Whit- 

man are  done  against  a  background 
of  modern  North  American  com- 

posers' work  as  played  by  sym- 
phonic orchestras. These  transcribed  shows,  high  in 

entertainment  value,  are  distrib- 
uted by  groups  of  persons  friendly 

to  Pan  American  solidarity.  Each 
group  places  the  programs  with 
specified  stations  in  the  territory  in 
which  it  resides. 

Truth  as  Propaganda 
In  these  programs,  as  in  all 

other  programs  in  which  the  Rocke- feller Committee  is  interested,  the 
main  emphasis  is  on  entertainment 
and  information.  As  stated' by  Mr. 
Rockefeller:  "The  sole  propaganda 
element  is  in  the  truth,  told  as  well 

and  as  forcefully  as  possible." 
The  most  ambitious  of  the  tran- 

(Continued  on  page  Jf6) 
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For  six  consecutive  years  Fred  Jeske  has  been  the  biggest  single  factor  in  building 
ARPEAKO  sales  in  Syracuse.  This  cheerful,  talented  radio  man — Central  New  York's 
best-known,  longest-known  and  most  widely  listened-to  entertainer — started  his 
Timekeeper  Program  way  back  in  August,  1936.  (It's  a  morning  participating 
program  with  non-competitive  sponsors.)  Since  then  both  he  and  the  sales  of 
Arpeako  meat  products  have  gone  steadily  onward  and  upward  against  constant 
lower-priced  competition.  Fred  Jeske  is  typical  of  the  high-grade,  experienced 
cooperation  you  get  from  WSYR — proof  that  our  extra  care  and  extra  effort  will 
sell  your  products  better. 

''The  Perfect  Combination" — 5000  Watts  at  570  kc 

WSYR  SYRACUSE,  N.  Y.  H.  C.  Wilder,  Pres. 

BASIC    NBC    RED    NETWORK  STATION 
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Average  Salaries  in  Industry 

Again  Show  Increase  in  Year 

Weekly  Payroll  of  $1,138,249  Shown  in  FCC  Data 

Covering  1941,  With  23,666  Persons  Employed 

RADIO'S  weekly  payroll  last  year 
averaged  $1,138,249,  an  increase  of 
$121,883  over  1940,  according  to 
the  FCC  in  its  summary  release 
last  week  of  annual  financial  re- 

ports submitted  by  stations  and  net- 
works. Average  salaries  increased 

during  the  year,  the  FCC  found. 
Establishing  the  week  of  Oct.  12, 

1941,  as  a  base  period,  three  na- 
tional networks,  five  regionals  and 

817  standard  broadcast  stations  re- 
ported a  total  of  23,666  fulltime 

employes. 
These  figures  represent  an  in- 

crease of  $121,883  in  the  salary 
total  and  2,020  in  fulltime  em- 

ployes contrasted  with  the  com- 
parable period  in  1940,  the  report 

states. 

Average  Pay  Up 

The  eight  broadcasting  systems 
had  4,009  fulltime  employes  and 
the  remainder  were  employed  by 
individual  stations.  Exclusive  of 
executive  personnel,  the  average 
weekly  wage  paid  by  the  national 
radio  chains  was  $57.41 — a  reduc- 

tion of  14c  compared  with  the  1940 
figures.  Comparable  salaries  with 
the  regional  networks  amounted  to 
$48.39  or  an  increase  of  $6.81  over 
1940  and  average  wages  of  $38.88 
for  individual  station  employes 
representing  an  increase  of  $1.13 
over  the  previous  year. 

The  average  weekly  wage  for  the 
19,567  fulltime  employes  of  the 
817  stations  was  $45.15,  an  in- 

crease of  $1.64  over  1940.  Of  this 
figure,  2,426  were  in  the  executive 
class  earning  an  average  weekly 
wage  of  $89.46,  an  increase  of  $5.04 
over  1940.  The  employe  total  below 
the  rank  of  executive,  was  17,141. 

The  report  shows  that  major 
network  executives  earned  an  aver- 

age weekly  salary  of  $258.83,  con- 
trasted with  $251.68  for  1940.  Re- 

gional network  executives  advanced 
from  an  average  check  of  $91.50  in 
1940  to  $137.57  in  1941. 

Stations  in  the  more  densely 
populated  regions,  the  survey  re- 

veals, employ  more  people  per  sta- 
tion than  those  in  less  densely  pop- 

ulated regions.  In  this  there  is  no 
change  from  1940.  The  report  cites 
the  case  of  18  clear  channel  un- 

limited time  stations  in  the  North- 
east which  employ  1,438  fulltime 

employes  for  an  average  of  about 
80  per  station  whereas  8  such  clear 
channels  in  the  Southeast  employed 
466  people,  or  an  average  of  about 
58  per  station. 
The  same  is  true  of  133  un- 

limited time  stations  in  the  North- 
east which  employ  an  average  of 

35  people  per  station  whereas  162 
unlimited  time  stations  in  the 
Southeast  employ  about  17  per 
station. 

Clear-channel  unlimited  time 
employes  in  the  Northeast  receive 
an  average  check  of  $62.40  while 
the  Southeast's  average  wage  for 

Vichy  Clamps  Down 

DEATH  is  now  the  penalty 
for  persons  caught  operating 
secret  radios  in  Vichy 
France,  and  life  imprison- 

ment at  hard  labor  will  be 
imposed  on  those  possessing 
such  equipment.  Joseph  Bar- 
thelemy.  Justice  minister  in 
the  cabinet  of  Pierre  Laval, 
approved  the  law,  fixing  the 
penalties  for  using  radio 
"contrary  to  the  national  in- 

terest." A  time  limit  has  been 
fixed  to  allow  persons  to  de- 

clare or  turn  in  equipment. 

LARRY  ELLIOTT,  freelance  an- 
nouncer, has  been  signed  by  Universal 

News  as  narrator  on  a  short  film  on 
the  activities  of  the  Canadian  Patrol. 

UNDER  supervision  of  Martin 
Work,  former  radio  consultant  of 
the  National  Catholic  Community 
Service,  agency  of  the  USO,  now 
acting  as  a  special  radio  consultant 
for  the  War  Dept.,  a  number  of 
"wired  radio"  units  have  been 
set  up  in  various  Army  camps 
for  experimental  purposes,  it  was 
learned  last  week 

Equipment  for  a  unit,  it  was 
said,  consists  of  a  low-powered 
transmitter  which  is  hooked  into 
power  lines  of  the  camp.  Radia- tion is  limited  to  within  200  or 
300  yards  and  a  frequency  is  se- 

lected which  will  not  interfere  with 
frequencies  of  stations  in  nearby 
towns.  It  was  said  no  conversion 
of  receivers  is  necessary  under  the 
setup.  The  units  are  now  being 
used  to  deliver  lectures  as  well  as 

this  group  was  $39.38.  Unlimited 
time  stations  in  the  Northeast  pay 
their  employes  an  average  salary 
of  $50.24  compared  to  $37.98  for 
the  same  time  of  station  in  the 
southeast. 

The  1941  tabulations  for  fulltime 
employes  of  unlimited  time  stations 
follow: 

Type  of  Employe       No.  Statioyis 
CLEAR  CHANNEL 

Executives   
Other  than  Executives  

Total — Clear  Channel    59 REGIONAL 
Executives    ^   251 
Other  than  Executives  

Total— Regional    251 LOCAL 
Executives    401 
Other  than  Executives   — 

Total— Local   401 ALL  CLASSES 
Total  for  Executives  711 
Total  for  all  other  than  Executives  

Total— All  stations   711 

JOINING  THE  RANKS  of  talent 
participating  in  the  Fall  Parade  of 
Stars,  promotion  campaign  now 
being  carried  by  a  majority  of  NBC 
stations,  Eddie  Cantor  presents 
Frank  Mullen,  NBC  vice-president 
and  general  manager,  with  special 
recordings  calling  attention  to  com- 

ing fall  shows.  Cantor's  records were  made  through  cooperation  of 
Bristol-Myers  Co.,  sponsor,  and 
Young  and  Rubicam,  agency. 

camp  news  and  other  information. 
In  some  cases  the  units  are  utilized 
for  entertainment. 

Mr.  Work  is  now  in  California, 
Army  officers  said,  where  he  is 
conducting  further  experiments 
with  units  at  camps  there.  Upon 
his  return  to  Washington,  expected 
within  the  next  two  weeks,  it  was 
said  final  determination  may  be 
made  to  install  units  in  all  camps 
throughout  the  country. 

Two  Lever  Shows 

LEVER  BROS.,  Cambridge,  Mass., 
will  use  the  full  CBS  network  for 
the  two  half-hour  shows  scheduled 
to  occupy  the  9-10  p.m.  period 
Wednesday  Oct.  7  [Broadcasting, 
July  13,  Aug.  24].  Firm  will  start 
Bob  Burns  in  The  Arkansas  Trav- 

eler in  the  first  half-hour  for  Life- 
buoy, and  a  show  which  may  be 

titled  The  Mayor  of  Our  Town  from 
9:30-10  p.m.  for  Rinso  on  all  114 
CBS  stations.  Lever  also  signed 
for  the  full  CBS  network  in  resum- 

ing Burns  &  Allen  for  Swan  Soap. 
Agency  is  Ruthrauff  &  Ryan,  New 
York. 

No.  Employes  Compensation Average 
Average  No.  Compensation 

Total    Per  Statioyi      Total         Per  Employe 

4,208 

71 

$240,530 
$  57.16 

965 
4 

$101,070 $104.75 6,948 
28 273,604 39.38 

7,913 
32 

$374,674 $  47.35 865 2 

$  52,568 
$  60.77 4,445 

11 123,346 27.75 

5,310 
13 

$175,914 $  33.13 
2,114 

3 
$193,535 

$  91.55 15,317 

22 

597,583 
39.01 

17,431 

25 

$791,118 $  45.39 

OWI  Disc  Series 

In  Many  Tongues 

Special  Labor  Day  Programs 
Are  Recorded  by  Falk 

FOUR  TRANSCRIPTIONS  in 

Spanish,  Polish,  Italian  and  Ger- man have  been  sent  to  about  175 
foreign  stations  by  the  foreign 
language  department  of  the  Office 
of  War  Information,  under  direc- 

tion of  Lee  Falk,  for  broadcast 
on  Labor  Day. 

Titled  Free  Labor  Will  Win,  the 
15-minute  transcriptions  include 
speeches  by  many  educational,  civic 
and  labor  leaders  and  the  OWI 
has  recommended  that  stations  ar- 

range to  have  local  labor  leaders 
speak  following  the  transcription 
to  round  out  a  half-hour  program. 

Speakers  Selected 
The  Spanish  version  of  Free 

Labor  Will  Win  will  include  the 
following  speakers:  Sen.  Chavis 
(D-N.M.) ;  Maury  Maverick, 
former  Texas  representative,  now 
head  of  the  Bureau  of  Government 
Requirements,  WPB ;  Ernesto 
Galarza,  chief  of  the  Labor  Divi- 

sion, Pan-American  Union ;  and  Dr. 
George  Sanchez,  of  the  U  of  Texas faculty. 

Speaking  in  Polish  will  be:  M. 
S.  Szmczak,  Board  of  Governors, 
Federal  Reserve  Board;  Leo  Kryz- 
cki,  president  of  the  American 
Labor  Congress  and  vice-president 
of  the  Amalgated  Clothing  Workers 
of  America  (CIO) ;  and  Brig.  Gen. 
Joseph  E.  Brazyski,  Quartermaster 
Depot,  Chicago. 

Speaking  in  Italian  will  be: 
Mayor  F.  H.  LaGuardia  of  New 
York;  Luigi  Antonini,  vice-presi- dent of  the  International  Ladies 
Garment  Workers  Union;  Joseph 

Salerno,  chairman  of  the  Massa- 
chusetts State  Industrial  Union 

Council  (CIO)  ;  and  Dr.  Guiseppe 
Borgese,  of  the  U  of  Chicago faculty. 

German  speakers  are:  Ernest  J. 
Kruetgen,  Chicago  postmaster; 
Walter  Reuther,  United  Auto- 

mobile Workers  of  America; 
William  Schoenberg  of  the  Cement, 
Lime  and  Gypsum  Workers 

(AFL)  ;  and  Otto  Sattler,  secre- 
tary of  the  Arbeiter  Kranken-und- 

Sterbe-Kasse,  German-American society. 

Speeches  will  come  under  four 
headings:  (1)  the  Atlantic  Char- 

ter as  applies  to  a  better  standard 
of  living  (2)  free  labor  versus 
Axis  slave  labor  (3)  American 
labor's  stake  in  the  war  (4)  mes- 

sage to  the  working  people  of  all 
United  Nations. 

Speech  Guide W.  CABEL  GREET,  CBS  speech 
consultant  and  professor  at  Bar- 

nard College,  Columbia  U,  has  pre- 
pared a  guide  book  to  pronouncing. 

Recommended  Pronunciations,  Vol. 
L  Volume  containing  more  than 
3,000  words  and  place  names  in  the 
war  news  since  last  February,  has 
been  distributed  to  CBS  announc- 

ers, newscasters  and  analysts. 

ARMY  NOW  USING  'GAS  PIPE'  UNITS 
Experimenting  With  Low  Power  Transmitters 

 Hooked  Up  With  Camps'  Power  Lines  

59 284 

3,924 

5 

66 

$  39,897 
200,633 

$140.48 51.13 
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Sales  Despite  Regulations 

That  radio  can  help  you  main- 

tain your  sales  volume  despite 
drastic  regulation  growing 

out  of  war  needs  is  a  fact  worth 

knowing.  Do  you  have  prob- 
lems arising  from  regulation 

plus  a  sales  quota  to  make 
in  the  New  York  market? 

Call  WEAF  for  a  program 

suggestion  .  .  .  one  that  may 

help  you  meet  that  situation. 
Make  it  WEAF  because  . . . 

50,000  WATTS 

660  KILOCYCLES 

NBC  NETWORK 



Washington  OMce  Is  Opened  by  BBC 

To  Maintain  Liaison  With  Government 

WITH  opening  of  a  new  branch 
office  of  the  British  Broadcasting 
Corp.  in  Washington  last  week, 
Capt.  Sir  Cecil  Graves,  director- 
general  of  the  BBC,  visited  the 
capital  for  five  days  and  conferred 
with  officials  on  international  radio 
problems.  He  granted  no  interviews 
and  made  no  public  speeches,  ask- 

ing to  be  excused  because  of  the 
pressure  of  war  duties,  but  on  Aug. 
28  he  attended  an  off-the-record 
luncheon  of  Overseas  Writers, 
Washington  newspaper  and  radio 
correspondents  who  have  served 
abroad. 

Sir  Cecil  was  accompanied  by 
Lindsay  Wellington,  North  Ameri- 

can director  of  BBC,  who  is  di- 
recting head  of  the  new  Washing- 

ton office,  though  he  maintains 
headquarters  in  New  York.  Resi- 

dent manager  of  the  office,  located 
at  1150  Connecticut  Ave.  NW,  is 
Annette  Ebsen,  for  six  years  with 
the  BBC's  New  York  offices. 

Capital  Liaison 
A  graduate  of  Sandhurst, 

Britain's  West  Point,  Capt.  Graves 
joined  the  Royal  Scots  in  1911  and 
served  with  the  BEF  in  France  at 
the  outbreak  of  World  War  I  in 
1914.  He  was  taken  prisoner  in  an 
early  engagement.  He  served  with 
the  Intelligence  Branch  of  the  War 
Office  from  1919  to  1925  after  which 

he  joined  BBC.  Becoming  its  as- 
sistant director  of  programs  in 

1929,  he  rose  to  director  of  the 
Empire  Service,  founding  and  de- 

veloping BBC's  world-wide  short- 
wave service.  He  was  deputy  di- 
rector general  from  April,  1938, 

until  appointed  joint  director  gen- 
eral last  January. 

The  Washington  office  of  BBC 
will  maintain  liaison  with  Govern- 

ment agencies  dealing  vdth  radio, 
particularly  the  Office  of  War  In- 

formation which  has  just  estab- 
lished a  London  office  dealing 

largely  with  radio  matters.  Con- 
siderable material  is  beamed  daily 

to  England  for  rebroadcast  over 
BBC  and  its  Empire  Service,  most 
of  it  transcribed  on  the  other  end 
for  suitable  timing.  A  large  staff 
is  maintained  in  New  York  under 
Mr.  Wellington. 

BBC  has  lined  up  its  London 
news  commentators  in  a  regular 
six- weekly  series  aired  8-8:15  p.m. 
with  repeat  at  12:15  a.m.  Now 
heard  on  consecutive  days,  start- 

ing Sunday  are:  L.  W.  Brocking- 
ton;  George  Gibson,  former  presi- 

dent, Trades  Union  Council  in 
Great  Britain;  Vernon  Bartlett, 
M.P.  alternating  with  Frederick 
Kuh,  war  correspondent;  William 
Holt,  journalist;  MacDonald  Hast- 

ings, editor,  Picture  Post;  and 
Stanley  Maxted. 

R.EPR.^E>JTED    BY:  y 

PRESENTATION  of  the  Army  & 
Navy  "E"  award  to  the  Eastman 
Kodak  Co.,  Rochester,  was  the  oc- 

casion of  a  special  broadcast  by 
WHAM,  Rochester.  In  addition  to 
formal  presentation  ceremonies,  enter- tainment consisted  of  Eddie  Cantor, 
m.c.  and  a  program  highlighted  by 
Olsen  &  .lohnson  and  Co.,  Helen 
Hayes,  the  Southernaires,  Vincent 
Lopez  and  his  orchestra.  Wynne  Mur- 

ray. .Toe  Beser,  Milton  Charleston  and 
Cantor's  stooge,  "GufEy". 
WWNY,  Waterbury,  N.  Y.,  broad- 

cast Northern  New  York's  Gouver- 
neur-St.Lawrence  County  Fair  carry- 

ing a  variety  of  programs  for  five 
days.  Betty  Barton,  women's  program 
director.  Jack  Case,  sports  commen- 

tator, Fred  Shavor.  announcer,  and 
.Tean  Cos  combined  to  handle  the  pro- 
grams. 
KDAL.  Duluth.  is  now  presenting 
Chief  Petty  Officer  Ben  Brady,  for- 

mer General  Motors  promotion  man, 
in  a  1.5-minute  commentary,  Satur- 

days. Brady  airs  stories,  facts  and 
figures  about  the  Navy  in  promoting 
enlistments.  To  further  assist  the 
Navy.  KDAL  recently  converted  one 
of  its  studios  into  a  recruiting  sta- 

tion and  reports  recruiting  around 
Duluth  has  increased  70%,  attributing 
a  great  part  to  the  Brady  of  the 
Navy  series. 

WRBM.  Chicago,  has  started  a  side- 
walk puppet  show  twice  a  week  for 

noonday  crowds  on  Michigan  Ave, 
to  promote  War  Bond  and  Stamp 
sales,  WBBM  oage  girls  attend  sales 
windows  in  the  station's  sidewalk 
newsroom  and  circulate  through  the 
crowds  watching  the  show,  selling 
corsages  and  boutonnieres  of  War Stamps. 

War  Cuts  Schedule 

AS  A  MEASURE  of  war- 
time power  and  equipment 

conservation,  CHNS,  Halifax, 
N.  S.,  on  Aug.  24  curtailed 
its  daily  operating  schedule 
to  7:45  a.m.-ll:15  p.m.  Maj. 
William  C.  Borrett,  manager, 
took  paid  space  in  the  local 
newspapers  to  announce  the 
change,  and  added  that  only 
on  occasions  of  programs  for 
the  national  war  effort  will 
the  schedule  be  extended. 

INAUGURATING  a  policy  of  in- 
ternational exchange  of  features  of 

the  "NBC  Inter-American  University 
of  the  Air",  CBC  will  produce  a 
program  in  the  Lands  of  the  Free 
series  Aug.  31  under  the  title  Do- 

minion Status.  Heretofore  the  Uni- 
versity of  the  Air  historical  plays 

have  been  produced  in  NBC's  New York  studios.  The  Aug,  31  broadcast 
is  the  first  of  five  to  be  devoted  to 
Canada  rBROADCASTiNG,  July  6, 1942], 

WOWO-WGL,  Fort  Wayne,  Ind„  is 
meeting  the  actor  shortage  by  ti-aining a  class  of  30  in  the  rudiments  of 
radio  drama.  With  Clair  Weidenaar, 
WOWO  production  manager  in  charge, 
classes  are  held  for  an  hour  and  a 
half  each  Wednesday  night,  Mr.  Weid- naar  believes  that  in  two  months, 
WOWO  will  have  a  promising  new 
crop  for  its  stock  company. 

WWNY,  Watertown,  N.  Y.,  broad- 
cast a  round  table  discussion  of  re- 
cent maneuvers  at  Pine  Camp,  N. 

Y.,  where  West  Point  cadets  were 
given  a  rough  field  drill.  Army  of- 

ficials and  newsmen  and  photograph- 
ers covering  the  event  participated. 

WGN.  Chicago,  has  broadcast  since 
Jan.  1  a  total  of  307  programs  and 
767  announcements  devoted  entire- 

ly to  selling  War  Bonds  and  Stamps. 
A  number  of  Bond  Wagon  programs 
have  been  broadcast  on  WGN  from 

booths  in  Chicago's  loop  where  celeb- 
rities appear  to  sell  bonds.  The  sta- 

tion plans  to  start  remote  broadcasts 
from  outlying  shopping  areas  and 
suburbs  where  WGN  talent  will  ap- 

pear on  special  War  Savings  shows. 
WOWO-WGL,  Fort  Wayne,  Ind., 
is  building  new  offices  for  Tom  Wheel- er, farm  director  and  chief  of  the 
promotion  department  and  music  li- 

brary. Work  on  the  station's  FM studios  and  control  rooms  on  the 
third  floor  is  progressing, 

THROUGH  the  efforts  of  WPAT, 
Paterson,  N,  J,,  workers  in  all  five 
plants  of  the  Wright  Aircraft  Corp. 
in  the  Paterson  area  were  able  to 

participate  in  the  Army-Navy  "E" ceremony  last  Tuesday.  The  pro- 
gram, presented  from  the  yard  of Plant  1  in  Paterson,  was  heard  by 

workers  in  the  other  plants  so  that 

they  could  award  the  "E"  pennant simultaneously  at  each  plant,  all  hav- 
ing received  it  for  excellence  of  pro- duction. Steve  Ellis,  WPAT  special 

events  announcer,  was  m.c, 
WJJD,  Chicago,  and  WIND,  Gary, 
have  100%  enrollment  of  their  114  • staff  members  in  the  Ten  Per  Cent 
Club   for   purchase    of   War  Bonds 
through  payroll  allotment, 
WSB,  Atlanta,  Ga„  is  promoting 
Victory  Bank,  a  project  which  urges 
Georgia  farmers  and  landowners  to 
select  and  work  their  most  eroded 
corner  of  land  as  an  asset  dedicated 
to  Victory,  First  suggested  on  Dixie 
Farm  Hour  by  Bill  Prance,  station 
director,  the  project  has  been  warmly 
received,  and  station  officials  believe 
state  civic  organizations,  and  federal 
and  state  soil  conservation  agencies 
will  cooperate, 
WKBH,  La  Crosse,  Wis,,  recently 
staged  an  Army-Navy  night  to  help 
raise  funds  for  the  local  Blackhawk 
Baseball  Team,  Nearby  camps  dis- 

patched equipment  and  bombers  to 
Copeland  Park,  scene  of  the  event. 
Oath  of  allegiance  was  administered 
to  new  service  recruits  during  the 
broadcast. 

CFCF,  Montreal,  reports  that  of  a 
pre-war  male  staff  of  21  persons,  the 
station  is  now  represented  with  six 
members  in  the  Royal  Canadian  Air 
Force,  one  in  the  Royal  Canadian 
Navy,  two  in  the  Army,  and  two 
with  the  Ferry  Command. 
KOA,  Denver,  has  contracted  to  carry 
exclusive  broadcasts  of  all  home 
games  of  the  U  of  Colorado.  Bill 
Welsh  will  announce. 
SHORTAGE  of  radio  technicians  has 
forced  KMED,  Medford,  Ore,,  to  dis- continue live  broadcasts  on  Sundays. 

CONTRACT  SETTING  for  52- 
week  signing  of  the  Regal  Divi- 

dend Club  over  WCKY,  Cincin- 
nati. Signing  is  William  F.  Hol- 
land, president  of  the  Cincinnati 

agency  bearing  his  name,  with  L. 
B.  Wilson  (center),  president  and 
general  manager  of  WCKY,  and 
George  Moore  (1),  station  account 
executive  as  spectators. 
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NASHVILLE,  TENNESSEE 
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S 

COLUMBIA'S  NASHVILLE  OUTLET  *  UP  NEWS 

J.  T.  WARD,  OWNER  ■  -  F.  C.  SOWELL,  MANAGER 

PAUL  H.  RAYMER  CO.,  NATIONAL  REPRESENTATIVES 
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WEAF  SILENCED  TWO  HOURS 

NBC  New  York  Key,  and  WGBB,  Freeport,  L.  I.  Forced 

 Off  The  Air  By  Power  Supply  Failure  

Sigma  Delta  Chi  Opens 

'42  Award  Nominations 
NOMINATIONS  for  1942  Sigma 
Delta  Chi  Awards  are  now  being 
received  for  work  done  by  Ameri- 

cans during  the  period  of  July  1, 
1941  and  June  30,  1942.  Awards 
cover  the  following  fields — Radio 
newswriting,  general  reporting, 
editorial  writing,  editorial  cartoon- 

ing, Washington  correspondence, 
foreign  correspondence,  research  in 
journalism  and  courage  in  journal- 
ism. 

Radio's  award  last  year  went  to 
Cecil  Brown,  CBS  news  commenta- 

tor, who  recently  replaced  Elmer 
Davis  when  the  latter  became  OWI 
chief.  Nominations  close  Sept.  1, 
1942  and  all  nominations  and  ac- 

companying material  must  be  sent 
to  Professional  Awards  Committee, 
Sigma  Delta  Chi,  Suite  1178,  35 
East  Wacker  Drive,  Chicago. 

NAB  last  week  mailed  out  a  folder 
entitled  "Petrillo  and  the  Press",  in- 

cluding reprints  of  29  editorial  com- ments on  the  recent  edicts  of  the  AFM 
president. 

WEAF,  NBC's  key  station  in  New 
York,  was  off  the  air  for  nearly 
two  hours  last  Tuesday  because  of 
a  failure  in  the  Long  Island 

Lighting  Co.'s  power  supply  to  the 
station's  transmitter  at  Port  Wash- 

ington, Long  Island,  a  breakdown 
which  also  deprived  Suffolk  County 
and  most  of  Nassau  County  of 
electricity  from  about  11  a.m.  until 
early  afternoon,  when  service  was 
restored  through  a  switch  to  the 
Far  Rockaway  plant  of  the  Queens- 
borough  Gas  &  Electric  Co. 

Off  Again,  On  Again 

WGBB,  Freeport,  L.  I.,  was  also 
forced  off  the  air  by  the  power 
break,  which  the  electric  company 
attributed  to  trouble  at  its  Glen- 
wood  Landing  plant,  where  work- 

men are  establishing  additional 
circuits.  Radios  and  electric  ap- 

pliances in  homes  throughout  the 
two  counties  stopped  operating  and 
many  factories  in  the  affected  area, 
including  a  number  of  war  manu- 

facturing plants,  were  brought  to 
a  standstill  by  lack  of  power 

First  trouble  at  WEAF  occurred 
at  10:42  a.m.,  when  the  power 
faded  out,  leaving  the  station  silent 
until  10:48.  A  few  minutes  later 
the  incident  was  repeated,  putting 
WEAF  off  the  air  from  10:53  until 
10:58.  The  final  power  failure 
silenced  WEAF  at  11:02,  keeping 
the  station  out  of  service  until 
12:45  p.m.  The  rest  of  the  NBC 
network  was  not  affected. 

Commercial  programs  on  WEAF 
which  were  affected  by  the  inter- 

ruption of  power  included  five  net- 
work serials,  a  local  news  program 

and  a  time  signal.  The  time  signal, 
sponsored  by  Gruen  Watch  Co.  at 
12:30  p.m.,  will  be  replaced,  WEAF 
reported,  and  the  station  will  re- 

bate approximately  $1475  less  dis- 
counts to  the  other  advertisers. 

Programs  affected  include:  The 
last  few  minutes  of  Helpmate, 
sponsored  by  Cudahy  Packing  Co. 
for  Old  Dutch  Cleanser,  10:30- 
10:45  a.m;  four  Procter  &  Gamble 
Co.  shows,  on  the  network  from 
10:45  to  11:45,  as  follows.  Lone 
Journey  for  Dreft,  Road  of  Life 
for  Duz,  Vic  and  Sade  for  Crisco, 
Against  the  Storm  for  Ivory  Soap; 
David  Harum,  sponsored  by  B.  T. 
Babbitt  Inc.  for  Bab-O,  11:45  a.m. 

to  noon,  and  Don  Goddard's  news- 
cast on  WEAF  only,  12-12:15  p.m., 

sponsored  by  C.  F  Mueller  Co. 
Sole  amusing  aspect  of  the 

break,  to  everyone  except  Mr.  God- 
dard,  occurred  when  this  news  an- 

nouncer rushed  into  the  studio 
shortly  before  noon,  grabbed  his 
script  and  did  his  quarter-hour 
to  a  dead  mike,  his  co-workers 
carefully  neglecting  to  inform  him 
of  the  fact  that  the  station  was 
off  the  air  until  he  had  completed 
his  final  commercial  and  signed  off. 

'Gildersleeve'  Returns 
KRAFT  CHEESE  Co.,  Chicago 
( Parkay  Margarine) ,  through 
Needham,  Louis  &  Brorby,  that 
city,  after  an  eight-week  summer 
hiatus,  on  Aug.  30  resumed  The 
Great  Gildersleeve  on  64  NBC  sta- 

tions, Sunday,  6:30-7  p.m.  (EWT), 
with  West  Coast  repeat  8-8:30  p.m. 
(PWT).  Hal  Peary  continues  to  be 
starred  in  the  title  role.  Support- 

ing cast  includes  Lurene  Tuttle, 
Walter  Tetley,  Earle  Ross  and  Lil- 

lian Randolph.  Billy  Mills  is  musi- 
cal director,  with  John  F.  Whedon 

writing  the  show.  Cecil  Underwood 
is  agency  producer. 

ALL-GIRL  ORCHESTRA,  feature  of 
the  Hour  of  Charm  on  NBC  under  the 
direction  of  Phil  Spitalny,  will  take 
part  in  the  filming  of  a  Universal  pic- 

ture titled  "When  Johnny  Comes 
Marching  Home"  and  will  move  from 
New  York  to  Hollywood  for  four  Sep- 

tember broadcasts  during  production  of 
the  movie.  Show  is  sponsored  by  Gen- 

eral Electric  Co.,  Cleveland  for  G-E 
lamps,  and  handled  by  BBDO,  Cleve- land. 

'WAY  OUT  IN 
c 

WOAI  scored  110  "firsts"  out  of  119  quarter  and 
half  hour  programs  surveyed  in  San  Antonio  by 

C.  E.  Hooper,  Inc.  during  the  Winter-Spring  period 

(December,  1941,  through  April,  1942).  That's  mighty 
close  to  100  per  cent  listener  preference  in  a  five- 
station  field! 

Yes.  WOAI  is  "  way  out  in  front"  when  it  comes  to 
reaching  most  of  the  folks  in  Central  and  South  Texas. 

It's  the  station  you  can  depend  on  to  do  your  selling 
down  here  — effectively  and  economically. 

OAI 

FRONT! 

50,000  WATTS 
CLEAR  CHANNEL 

AFFI  LI  ATE  NBC 

MEMBER  TQN 

Represented  Nationally  by  EDWARD  RETRY  6-  CO. 

THE   POWERFUL  ADVERTISING   INFLUENCE   OF  THE  SOUTHWEST 

WSGN 

Synonymous  .  .  .  with  23,000 
retail  stores  within  its  .1 

Mv  m  (d)  line;  Birmingham  sta- 
tion "B,"  17,000;  "C,"  11,000. 

610 

Kc. 

BIRMINGHAM 
Heodlcy-Rccd  Company,  Reps, 

BLUE  NETWORK  an6.M,utua\ 
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Mr.  Kettler 

Kettler  Is  Named 

WMMN  Manager 

Haid    Appointed    to  Direct 
WHIZ,   Kerns   Sales  Chief 

APPOINTMENT  of  Stanton  (Pete) 
Kettler  as  managing  director  of 
WMMN,  Fairmont,  W.  Va.,  was 
announced  last  week  by  George  B. 

Storer,  president 
of  the  Fort  In- 

dustry Co. 
Mr.  Kettler, 

who  has  been 

managing  direc- 
tor  of  WHIZ, 
Zanesville,  O.,  an- 

other Fort  Indus- 
try station,  suc- 

ceeds Jay  Kelch- 
ner,  who  resigned 
to  take  over  man- 

agement of  WIBC,  Indianapolis. 
Mr.  Kettler,  prior  to  his  appoint- 

ment at  WHIZ,  for  three  years  was 
a  member  of  the  commercial  staff 
of  WWVA,  Wheeling,  and  is  fa- 

miliar with  the  West  Virginia 
market. 

Haid  Heads  WHIZ 

Mr.  Storer  also  announced  ap- 
pointment of  Allen  Haid  as  general 

manager  of  the  Zanesville  station 
and  J.  Robert  Kerns  as  commercial 
manager.  Mr.  Haid  was  elevated 
from  program  director  after  three 
years  with  the  station.  Prior  to  that 
he  was  a  member  of  the  WWVA 
production  staff.  Mr.  Kerns  has 
been  on  the  commercial  staff  of 
WHIZ  for  the  last  three  years. 

Fort  Industry  stations  in  addi- 
tion to  WWVA,  WMMN  and  WHIZ 

are  WSPD,  Toledo;  WAGA,  At- 
lanta, and  WLOK,  Lima. 

Tokar  New  'Henry' 
NORMAN  TOKAR,  formerly 
heard  on  the  Aldrich  Family  as 
"Willie"  has  succeeded  Ezra  Stone 
as  "Henry"  on  the  NBC  show  spon- 

sored by  General  Foods  (Postum), 
Stone,  now  an  Army  sergeant,  was 
withdrawn  from  the  show  following 
the  War  Department  ruling  that 
radio  performers  would  have  to 
forego  their  private  radio  contracts 
and  devote  their  time  to  soldiering, 
once  inducted  by  selective  service 
[Broadcasting,  Aug.  17].  Tokar 
was  at  one  time  Stone's  understudy 
in  a  Broadway  production.  Young 
&  Rubicam,  New  York,  is  the  agen- 
cy. 

Sheaffer  News 

W.  A.  SHEAFFER  PEN  Co.,  Fort 
Madison,  la.,  on  Sept.  20  starts 
sponsoring  the  weekly  quarter-hour 
commentary  World  News  Parade, 
with  Upton  Close  on  125  NBC  sta- 

tions, Sunday,  3:15-3:30  p.m. 
(EWT).  Contract  is  for  52  weeks. 
Russel  M.  Seeds,  Chicago,  has  the 
account. 

NEW  FACES  at  CKBI,  Prince 
Albert,  Sask.,  inchide  Margaret  Her- 
ron,  formerly  of  CFAC,  Calgary,  in 
the  traffic  department ;  Earl  Ferguson, 
transferred  from  the  program  depart- 

ment to  continuity;  Wilfred  Smith, 
added  to  the  announcing  staff ;  and 
Martha  Keesey,  formerly  of  CKPR, 
Fort  William,  in  continuity. 

■7^ 

There's^!^/^  Over  the  Prairies  /Hf^/^ 

cm 
 ̂  

There's  smoke  over  the 

prairies,  now---and  it's  not 
from  the  burning  of  buffalo  grass! 

The  rich  farming  lands  of  Western 

Iowa,  Eastern  Nebraska  and  border- 

ing states,  producing  more  "Food  for 
Freedom"  than  ever  before,  are  now 
dotted  with  tremendous  industrial 

plants,  many  of  which  are  here  to stay. 

WOW-LAND  industrial  workers  are 

receiving  unprecedented  high  wages. 

WOW-LAND  farmers  are  now  en- 

joying bumper  crops,  at  ceilingless 
prices.  Here  is  a  market  in  which  to 

invest  advertising  dollars  for  a  quick 
return.  Here  is  a  market  more  than 

ever  worth  breaking  into  and  stay- 
ing in.  You  can  DOMINATE  it, 

using  WOW  ALONE! 

WOW-LAND 
WOW-LAND  is  our  name  for  the 
276  rich  counties  within  a  radius  of 
150  miles  from  Omaha,  covered 
adequately  by  WOW  at  a  cost  less 
than  any  combination  of  stations. 

The  Only  NBC  Station  in  Nebraska 

JOHN  BLAIR  CO.,  Representatives 

John  J.  Gillin,  Jr.,  Gen'I  Manager  ★  Owned  and  Operated  by  the  Woodmen  of  the  World  Life  Insurance  Society 
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f<^  PROGRAMS 

To  INCREASE  under
stand- 

ing between  the  people  of 
China  and  the  United  States, 
NBC  Radio  Recording  Di- 

vision is  transcribing  plays  writ- 
ten by  Pearl  S.  Buck,  author, 

and  translated  into  Chinese,  by  the 
OWI  for  shortwaving  to  China  via 
KGEI,  Belmont,  Cal.,  General  Elec- 

tric station.  Chinese  students  in 
this  country  enact  the  plays,  which 
are  to  be  eight  in  number,  bearing 
the  overall  title  America  Speaks 
to  China. 

Health  Toast 
HEALTH  in  wartime  is  the  subject 
of  A  Toast  to  Your  Health,  new 
public  service  feature  presented  on 
WTAG,  Worcester,  Mass.,  under 
auspices  of  the  Worcester  Health 
Dept.,  with  Dr.  Vlado  A.  Getting, 
city  health  commissioner,  as  m.c. 
Seeking  to  inform  the  public  about 
food,  sanitation  and  dental  hygiene, 
the  program  features  interviews, 
commentary  and  round  table  dis- 

cussions with  health  inspectors, 
home  economists  and  nutritionists. 

Production 

PROBLEMS  of  wartime  produc- 
tion are  treated  in  a  new  Canadian 

Broadcasting  Corp  weekly  series 
Step  It  Up.  Such  topics  as  ab- 

senteeism, women  in  industry, 
nursery  schools,  trade  schools,  labor 
hoarding,  and  other  topics  are 
discussed  in  the  quarter-hour 
broadcasts  by  Tom  W.  Tweed. *  ❖ 

Cadet  Questions 
TO  PROMOTE  interest  in  the 
Army  Air  Forces,  WLAC,  Nash- 

ville, is  currently  presenting 
Stump  the  Cadet,  featuring  air 
cadets  who  participate  in  the  pro- 

gram. With  Army  approval,  broad- 
cast lines  were  established  "some- 

where" on  the  grounds  of  the  camp outside  Nashville. 

Meet  Johnny  Doughboy 

SALUTE  to  individual  employees 
in  the  armed  services  is  broadcast 

by  the  Meek  Lumber  Co.  on  Lum- 
berjacks, tri-weekly  program  on 

KWTO  -  KGBX,  Springfield,  Mo. 
Program  consists  of  minute  biog- 

raphies of  the  men,  descriptions  of 
their  part  in  the  war  effort,  and 
assurances  that  their  jobs  await 
them.  Families  of  men  saluted  are 
notified  in  advance,  and  after  the 

salute,  the  former  employe's  favor- ite tune  is  played. 

Buyers  of  the  Day 

VICTORY  FIRST,  a  nightly  broad- 
cast which  names  local  War  Bond 

purchasers  that  day,  has  been  in- 
augurated on  KOY,  Phoenix. 

Democracy  Teacher 
DESIGNED  for  the  American 
family  in  wartime,  The  Schoolroom 
for  Democracy  makes  its  debut  on 
BLUE  this  week  as  a  regular  part 
of  the  Little  Blue  Playhouse  broad- 

casts for  children.  Principles  of 
democracy  will  be  taught,  as  well 
as  the  usual  classroom  material, 
through  the  original  songs,  to  be 
contributed  by  famous  songwriters. 
Vincent  Price,  Broadway  star,  will 
m.c.  the  shows  as  the  "school 

teacher". 

*      *  * 
Soldier  Salute 

SALUTE  to  an  American  City  is 
featured  on  Fort  Bragg  Cavalcade, 

the  post's  weekly  half-hour  record- ed show  on  WPTF,  Raleigh. 
Produced  by  Corp.  Peter  Witt,  the 
show  uses  talent  from  the  city  sa- luted. Discs  are  aired  by  WPTF, 
and  sent  to  the  leading  radio  sta- 

tion in  the  "guest"  city.  Names  of 
participating  soldiers  are  included 
so  the  local  station  may  inform 
relatives  of  the  scheduled  broad- cast. ^  ^ 

Two  Voices 

A  DOUBLE  VOICED  news  com- 
mentary series  has  been  started  on 

KQW,  San  Francisco,  being  pre- 
sented five  time  weekly  at  11 :45 

a.m.  The  show  is  presented  by  Don 
Pryor,  CBS  special  events  director 
in  San  Francisco  and  Carroll  Han- 

sen, manager  of  the  KQW  news  bu- reau. It  is  an  informal  discussion 
of  the  news  of  the  day  conversa- 

tionally presented. *  * 

Spook  Stuff WEIRD  TALES  of  the  occult  and 

the  supernatural  are  told  in  dra- matic form  in  a  series  on  WOR, 
New  York,  titled  Dark  Destiny. 
Stories  are  based  on  the  premise 
that  "There  are  lives  foredoomed 
from  the  beginning.  There  are 
souls  born  beneath  dark  stars  who 
must  travel  by  strange  and  terri- 

ble roads  to  meet  their  destinies." *     *  * 
Aid  for  Aspirants 

TO  LEND  a  helping  hand  to  the 
aspiring  radio  performer,  NBC  has 
started  Air  Breaks,  twice-weekly 
series  which  presents  two  singers 
selected  from  a  group  of  40  or  50 

applicants  each  week.  It  is  ex- 
pected the  program  will  be  of  in- terest to  producers,  directors, 

agents  and  advertising  executives 
looking  for  new  talent. 

THE  10  TOP-RATED  daytime 
serial  programs  in  Denver  (Hoop- 

er ratings) -all  on  KOA!  Such 
overwhelming  audience  leader- 

ship piooes  it  pays  to  have  your 

WI BW 
     BEN  LUDY,  G..  M,r   

REPRESENTED  BY  CAPPER  PUBLICATIONS,  INC. 
/rjNEW  YORK  DETROIT  CHICA30  KANSAS  CITY  SAN  FRANCISCO 
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First  Nighters 
RETURNING  to  WMCA,  New 
York,  with  their  reviews  of  Broad- 

way first  night  performances,  Ethel 
and  Julius  Colby,  drama  critics, 
have  added  a  new  feature,  consist- 

ing of  additional  programs  devoted 
to  reviews  of  motion  pictures  pre- 
miering  on  Broadway.  Entitled  Mr. 
and  Mrs.  Go  to  the  Theater,  tiie 
broadcasts  will  present  the  Colbys 
each  night  they  have  attended  a 
first  night  performance  in  either 
legitimate  stage  or  movie  theater. 

❖      *  * 

War  Exchange 

TO  AVOID  war  waste  of  usable 
articles,  CHML,  Hamilton,  Ont., 
has  started  Lefs  Swap  twice-week- 

ly. The  program  invites  listeners 
to  send  in  lists  of  articles  they  wish 
to  trade,  the  list  is  reviewed  on 
the  air,  and  interested  listeners 
are  told  where  to  apply  for  swaps. 
One  day  is  reserved  for  urban 
commodities,  another  for  rural  ar- 
ticles. 

Music  for  Children 

MUSIC  especially  for  children  is 
heai'd  on  Music  &  the  Child,  new 
Tuesday  morning  educational  series 
on  WFAS,  White  Plains,  N.  Y. 
Leon  Bloom,  pianist,  and  former 
CBS  conductor  in  Chicago  directs 
the  program  with  the  theory  that 
appreciation  of  wholesome  music 
may  be  inculcated  in  children  at 
an  early  age. 

Streamliner 

UTILIZING  a  train  atmosphere. 
War  Worker's  Streamliner,  is  a 
new  program  of  streamlined  news 
sports,  and  music  especially  de- 

signed for  war-workers,  heard 
four-times  weekly  on  WGL,  Fort 
Wayne,  Ind.  Action  occurs  on  an 
imaginary  railroad  train,  with  ap- 

propriate sound  effects,  and  with 
Mary  Conn  acting  as  conductor. 

LEA'S  REFLECTION 
DECLARED  CERTAIN 

WINNING  both  the  Democratic 
and  Republican  nominations.  Rep. 
Clarence  F.  Lea,  chairman  of  the 
House  Interstate  &  Foreign  Com- 

merce Committee,  charged  with  ra- 
dio legislation,  is  assured  of  re- 

election next  November  as  Con- 
gressman from  the  1st  California 

District.  He  has  served  continu- 
ously since  1919  and  a  dozen  times 

has  been  the  nominee  of  both 
parties,  though  he  is  a  registered 
Democrat. 

With  the  House  in  quasi-recess, 
no  steps  have  been  taken  toward 
appointment  of  a  subcommittee  to 
rewrite  the  Sanders  Bill  (HR- 
5497),  hearings  on  which  were  con- 

cluded July  2.  According  to  House 
attaches,  there  is  little  likelihood 
of  action  prior  to  Sept.  1.5,  when 
the  House  formally  reconvenes. 

It  has  been  indicated  that  a  five- 
man  subcommittee  would  be  named 
to  rewrite  the  measure,  in  the  hope 
of  getting  legislation  through  at 
this  session.  The  bill  would  revamp 
the  FCC,  setting  up  separate  au- 

tonomous divisions,  one  handling- 
broadcasting  and  related  services 
and  the  other  common  carrier  pur- 

suits. It  also  would  limit  FCC  func- 
tions in  certain  fields  and  revise 

appellate  and  other  legal  pro- 
cedures. 

NEWS  MAKES  SALES  HEADLINES 

Chicago  Clothier  Expands  Business  Through 

 Appeal  Slanted  to  War  Workers  

By  MILTON  LEWIS 
President,    William    A.    Lewis    (Nothing  Co.. Chicago 

DUBIOUS  whether  a  store  such 
as  ours,  located  out  of  the  down- 

town Chicago  buying  area  could 
support  a  quarter-hour  broadcast 
five  days  a  week,  we  were  naturally 
skeptical.  Our  only  previous  radio 
promotion  had  been  foreign  lang- 

uage broadcasts  some  years  back. 
Frankly,  we  were  more  than  back- 

ward, a  little  over  two  months 
ago  when  Ed  Gourfain  of  the 
Gourfain-Cobb  Adv.  Agency,  sug- 

gested sponsorship  of  Breaking  The 
News,  a  quarter-hour  news  broad- 

cast every  weekday  at  6-6:15  p.m. 
on  WAIT,  Chicago. 
The  program  is  aggressively 

merchandised  through  labor  union 
channels.  Once  a  week,  a  war 
worker,  selected  by  ballot  in  his 

shop  or  trade  union,  appears  on 
the  program  and  tells  what  his 
company  is  doing  in  war  produc- 

tion, within  the  limits  of  censor- 
ship. Announcement  of  each  guest's 

appearance  is  publicized  in  bulle- 
tins to  the  city's  various  unions. 

Human  Angles 

Louis  (Studs)  Turkel,  a  network 
radio  actor  and  attorney,  writes 
and  announces  the  program.  He 
elaborates  on  the  outstanding  news 
items  of  the  day  in  a  style  punc- 

tuated with  slang  for  color  and 
with  emphasis  on  human  interest 
angles. 
When  we  first  sponsored  the 

program  the  agency  wrote  letters 
to  every  union  in  Chicago  an- 

nouncing the  start  of  a  program 
prepared  specifically  for  working 
people,  keeping  in  mind  their  pre- 

ferences and  interests,  and  present- 

ing outstanding  union  workers. 
Commendatory  letters  poured  in 
from  the  unions  and  their  members. 

Actual  sales  appeal  of  the  pro- 
gram has  been  tested  on  two  occa 

sions.  The  first,  a  sale  of  summer 
dresses  and  zipper  housecoats,  was 
only  advertised  on  the  air  and  on 
but  two  programs  preceding  the 
date  of  the  sale.  In  the  next  three 
evenings  over  2,200  units  of  this 
merchandise  were  sold  in  purchases 
directly  linked  to  the  radio  an- nouncements. The  second  test  was 
a  successful  June  sale  of  fall  coats, 
long  before  regular  August  coat 
sales. 

For  years  we  have  advertised  as 
"the  store  that  brings  Michigan 

Avenue  to  Chicago's  South  Side." But  since  the  program  has  been 
on  the  air  it  seems  that  thousands 
of  Chicago  war  workers  from  all 
over  the  city  have  come  to  us  for 
their  clothing  needs.  Although  the 
program  has  been  on  the  air,  a 
little  more  than  two  months,  we 
have  gained  our  largest  business 
volume  for  any  comparable  period 
in  the  firm's  history. 

ANOTHER  WMMN  RECORD 

WMMN  (MM-More  Mail)  in  Fairmont,  W.  Va.,  is  still  setting 

sales  records,  with  the  able  assistance  of  the  postman.  In  one 

day,  WMMN  sold  51,000  razor  blades,  representing  510 

individual  orders  (cash  in  the  envelope).  And  this  sort  of  thing 

has  been  going  on  for  years.  WMMN's  listeners  are  "repeat" 

customers  because  they've  learned  to  respect  the  advertisers  on 

their  favorite  radio  stations,  and  to  have  faith  in  the  adver- 

tising messages  they  hear. 

"THE  VOICE  OF  THE  MONONGAHELA  VALLEY" 
mmmm 

Member    CBS  .  .  .  Blair    Represents    Us  Nationally 
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RADIO  SELLS  SOME  MEDICINE 

Use  of  Local  Outlet  Brings  Enormous  Sales 

  For  'Old  Judge'  in  Carolina  

LUDEJSS  CAMPAIGN 

ON  116  STATIONS 
LUDENS  Inc.,  Reading,  Pa.,  in  a 
26-week  fall  and  winter  campaign 
for  Ludens  Cough  Drops  scheduled 
to  start  Sept.  15  [Broadcasting, 
June  22]  will  use  spot  announce- 

ments on  the  following  116  sta- 
tions, with  more  to  be  added  short- 

ly. Agency  is  J.  M.  Mathes  Inc., 
New  York.  The  list: 
WOKO  WICC  WTIC  WJAR  WGY 

WTAG  WDEL  WGBI  KGGM  KVSF  KTAR 
KVOA  KYUM  KGLU  KIDO  KTSM  KARM 
PFI  KQW  KPO  KROW  KFBK  KIRO 
KFPY  KDKA  WBKN  WNBF  WBEN 
WHAM  WSYR  WIBX  WJDX  WWL 
KWKH  WTMJ  WRDW  WSB  WAPI  WJAX 
WQAM  WALA  WSFA  WDBO  WTOC 
WDAE  WJNO  WJZ  WOR  WENR  WBBM 
WWNC  WTMA  WBT  WIS  WDNC  WFBC 
WBIG  WPTF  WDBJ  WRVA  WSJS  WHP 
KFYR  WIBW  KFH  KGNC  WFAA  WBAP 
KLRA  WKY  KVOO  KTRH  WOAI  KDAL 
WDAY  WCCO  WNAX  WMT  WOC  WHO 
KMBC  WOW  WCAO  WADC  WLW  WCKY 
WTAM  WBNS  WHIO  WJR  WSPD  WREL 
KLV  WISH  WMBD  KMOX  WRDO  WLBZ 
WEEI  WBZ  WBZA  KGHL  KDYL  KGIR 
WOPI  WCHS  WDOD  WKPT  WNOX 
WHAS  WCAX  WGAN  WBAL  WJSV 
WRC  WSM. 

EDITOR,  BROADCASTING. 
My  radio  experience  has  been  so 

successful  that  it  has  been  sug- 
gested that  I  write  you  concerning 

this  set-up. 
Eighteen  months  ago  I  came  to 

WHKY,  a  little  250-watter  here, 
with  $21  and  enough  merchandise 
to  bring  me  $72  at  retail  prices. 
W.  T.  Hix,  manager  of  WHKY, 
listened  to  an  audition  and  believed 
the  program  would  entertain  and 
sell.  Today  marks  my  541st  daily 
15-minute  spot  on  this  station. 
During  this  time  I  have  sold  50,000 
one-dollar  bottles  of  medicine. 
Now  here  is  the  unusual  part 

of  the  story.  I  personally  manu- 
facture, sell  and  deliver  my  prod- 

ucts to  jobbers  and  retailers  with- 

in this  station's  limited  coverage. 
92%  of  the  retail  stores  in  the 
teri'itory  and  100%  of  the  jobbers 
sell  it.  I  have  no  salesmen  and  they 

have  never  been  "drummed." 
Forty  years  as  a  commercial 

salesman  I  have  heard  the  old  cry, 

create  the  demand  and  we'll  stock 
your  merchandise.  Out  of  these 
sales  I  have  made  32  refunds  of 
one  dollar  each,  because  I  religi- 

ously back  my  guarantee. 
As  the  program,  I  suppose  you 

would  call  it  inspirational,  under 
the  name  of  Through  Peaceful 
Valley  With  the  Old  Judge.  This 
is  homespun  philosophy  and  poems 
of  my  own  composition,  with  tran- 

scribed music  in  the  background. 
Before  Sept.  1,  WHKY  becomes 

a  5,000-watt  station  on  1290  kc. 
I  am  growing  with  the  station,  con- 

tracting for  three  15-minute  spots 
daily  Monday  through  Saturday. 

Frank  Haithcox, 
(The  Old  Judge) 

Mountain  Herb  Products  Inc. 
Hickory,  N.  C,  Aug.  12. 

HOUSEWIFE  LEAGUE 

BEGUN   IN  CHICAGO 

CHICAGO  VERSION  of  the  high- 
ly successful  West  Coast  partici- 

pating program  the  Housewives' Protective  League,  originated  seven 
years  ago  on  KNX,  Hollywood,  by 
Fletcher  Wiley,  owner  of  the  pro- 

gram, started  Aug.  24  on  WBBM, 
Chicago,  on  a  sustaining  basis 
while  a  local  "League"  of  500 housewife-listeners  is  selected  to 
test  products  of  potential  sponsors. 

Paul  Gibson,  who  formerly  con- 
ducted the  program  in  San  Fran- 

cisco, is  m.c.  of  both  morning  and 
afternoon  editions  of  the  program. 
Sunrise  Salute,  6-6:55  a.m.,  Mon- 

day through  Friday  and  9-10  a.m. 
Saturdays,  and  the  Housewives' Protective  League,  half  hour  Mon- 

day through  Friday.  The  early 
morning  program  consists  of  classi- 

cal recordings  and  comments  on 
news  of  interest  to  war  workers, 
and  the  afternoon  program  is  a 
half -hour  of  informal  talk  on  topics 
of  interest  to  homemakers. 

Advertising  will  be  handled  on 
the  same  basis  as  the  original  pro- 

gram, with  ad-lib  commercials  in- corporating sales  copy  suggested 
by  consumers  in  the  testing  panel 

or  "League". 

Union  Buys  Time 

WESTERN  Conference  of  Teams- 
ters, Los  Angeles  (labor  union), 

after  a  one-time  test  broadcast,  on 
Aug.  24  started  for  13  weeks  spon- 

soring a  weekly  half -hour  dramatic 
show  with  the  working  title.  Cur- 

tain America,  on  33  Don  Lee- 
Mutual  and  3  Arizona  network  sta- 

tions (KOY  KTUC  KSUN),  Mon- 
day 6:30-7  p.m.  (PWT).  Series 

was  preceded  by  a  "prologue"  show on  July  27  during  which  $100  War 
Bonds  were  offered  as  prizes  for 
best  names  submitted  for  the  ser- 

ies. Winning  title  and  names  of 
two  persons  receiving  the  awards 
will  be  announced  on  the  Sept.  7 
broadcast.  Program  is  produced  by 
Eddie  Robinson  with  Earle  Hall  as 

script  writer.  Felix  Mills'  orchestra provides  musical  background  for 
the  dramatization.  Clarence  B. 
Juneau  Agencies,  Los  Angeles,  has 
the  account. 

CKWS  Opens  Sept.  1 

CKWS,  new  station  of  the  North- ern Broadcasting  Co.  at  Kingston, 
Ont.,  is  scheduled  to  open  Sept.  1, 
with  Jack  Davidson,  formerly  of 
CHEX,  Peterboro,  Ont.  as  man- 

ager. Harold  Burley  of  CKVD, 
Val  D'Or,  Que.,  Roy  Hoffstetter  of 
CKGB,  Timmins,  Ont.,  and  Hugh 
Gage,  of  CKSO,  Sudbury,  Ont.  are 
salesmen.  Bill  Reid,  of  CKRN, 
Rouyn,  Que.,  Bruce  Tremeer, 
CKGB,  Orville  Stone,  CFCH, 
North  Bay,  Ont.,  Harry  McLay  and 
Charles  Miller,  are  announcers; 
Jerry  Kelly  and  Marvin  Stroh  of 
CKGB,  engineers;  and  Anne  Wlasi 
of  CKGB,  traffic  manager. 

WHEN  WAR  WORKERS  CAN  LISTEN, 

THE  STATION  IS 

TN  the  morning  on  the  way  to  work,  at  lunch  time; 
in  the  evening,  or  during  lunch  on  the  Graveyard 

Shift — these  are  the  times  when  the  thousands  of  war 
workers  in  the  WGY  area  have  an  opportunity  to  turn 
on  their  radios. 

At  these  hours  when  war  workers  can  listen,  they 
tune  to  WGY.  That  is  the  outstanding  fact  uncovered 
by  recent  surveys  made  for  WGY  by  the  General 
Electric  Market  Research  Department. 

WGY 

Between  6:30  and  7  a.m, 
38  per  cent  of  this  area's radio  owners  are  listening 
while  they  eat  breakfast  or 
drive  to  work.  Three  out  of 
four  are  tuned  to  WGY. 

During  the  noon  hour  WGY 
has  more  listeners  in  this 
region  than  all  other  stations combined. 

In  the  evening,  when  the 
big  network  shows  are  com- 

peting (or  attention,  WGY 
broadcasts  those  popular  NBC 
Red  programs.  WGY  is  the 
only  NBC  Red  outlet  within 90  miles  of  Schenectady. 

At  lunch  on  the  Graveyard 
Shift,  sometime  between  mid- 

night and  7  a.m.,  workers  turn 
to  WGY  for  a  few  moments 
of  relaxation.  WGY  is  the 
only  station  in  this  region  to 
offer  all-night  service.  Nighi 
workers  in  32  states  and  the 
District  of  Columbia  have 
written  to  thank  us  for  this 
icrvice. 

TO  REACH  THIS  REGION'S  WAR  WORKERS,  USE  WGY 

^  It's  the  area's  only  50,000-watt  station 

^  It  has  the  area's  lowest  frequency 

It  has  the  area's  longest  record  of  service. 

W  G  y 
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R 
ADIO*.S  OWIV  war  ainiM  oaii  be  »itated  quite  simply: 

1.  To  exert  every  human  effort  and  every  pliysieal  faeiiity  toward  vic- 

tory over  tile  common  enemy. 

2.  To  maintain  and  iieij^iiten  tlie  morale  of  botli  our  f igiitinj^  forces>i  and  the 

home  front — to  lieep  'em  smiling,  even  laughing,  while  yet  impressing 

upon  them  the  grim  purposes  and  the  vital  realities  of  this  war. 

3.  To  operate  plant,  maintain  personnel  and  conduct  business  in  the  best 

interests  of  country,  of  audience  and  of  the  American  broadcasting 

system's  social  and  economic  integrity. 

Today,  nothing  else  matters. 

-An  Editorial  in  BROADCASTHIfO,  Angnst^lO 

BROAUi^  ;ting 

I  ho  WtcH  ii^^^ [4f  »«»rnoyuii(i(.-  ij<  Hail-. 





ITS  LEADERSHIP  BUILT  ON   NEW  IDEAS,  WBBM  NATURALLY 

CHOOSES  THE  ...  IVESTfNGHOUSE  50  HG  TRANSMITTER 

WBBM's  timetable  of  progress  speaks  for  itself. 
Always  alert  to  new  ideas,  and  quick  to  capitalize 

on  them,  this  key  station  has  built  an  ever-grow- 

ing audience  in  one  of  America's  largest  markets. 

This  alertness  to  the  latest  developments  in 

radio  service  and  equipment  naturally  entered 

into  WBBM's  choice  of  a  new  transmitter.  And 

it  is  significant  that  the  choice  was  a  Westing- 
house  50  HG. 

For  this  set  revolutionized  transmitter  design. 

Into  it  went  the  knowledge  acquired  through  20 

years  of  actual  station  operating  experience. 

Result:  savings  in  power,  simplified  operation, 

elimination  of  fuses,  air-cooled  tubes  throughout, 

surge-proof  metal  rectifiers — all  pointing  to  the 

low  operating  cost  and  reduced  maintenance  so 
vital  today.  ^ 

That's  why  you'll  find  Westinghouse  50  HG 
Transmitters  serving  key  stations  from  coast  to 

coast:  WBAL,  Baltimore;  WKBW,  Buffalo;  WBZ, 

Boston;  WPTF,  Raleigh;  KDKA,  Pittsburgh; 

KXEL,  Waterloo  ...  and  now  WBBM. 

Keep  an  eye  on  these  stations,  as  radio  faces 

the  exacting  responsibihties  of  wartime  operation. 

J-08046 

A^stinghouse 
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Henderson's  Ruling 
SINCE  the  war's  onset  advertising  folk  have 
been  jittery.  Despite  verbal  assurances  from 
Government  officials  that  advertising  would 
not  be  molested  in  the  new  wartime  economy, 
advertisers,  agencies  and  media  have  at  times 
been  looking  under  beds. 

Up  to  now  there  hasn't  been  much  in  the  way 
of  tangible  evidence  either  way.  Meanwhile,  ad- 

vertising volume  in  practically  all  media  has 
been  as  good  as  or  better  than  in  the  immedi- 

ate pre-war  period.  As  far  as  the  letup  in 
pressure  upon  advertising  is  concerned,  some 
attribute  it  to  the  influx  of  experienced  adver- 

tising, media  and  business  men  in  responsible 
Government  agencies. 

But  the  advertising  fraternity  still  was  dis- 
posed to  look  at  the  overall  picture  with  no 

little  trepidation.  They  viewed  with  particular 
concern  the  Office  of  Price  Administration  and 
the  Internal  Revenue  Bureau.  OPA  might  cut 
advertising  revenues  by  manipulating  its  regu- 

lations and  schedules.  Internal  Revenue  might 
rule  that  advertising  expenditures  are  not  de- 

ductible in  a  wartime  economy  as  "ordinary 
and  necessary". 

The  other  day  (as  reported  in  this  issue) 
Leon  Henderson,  OPA  chief,  did  something 
really  tangible  and  definite.  He  established  a 
precedent  in  an  actual  price  adjustment  case. 

He  ruled  that  "normal  advertising  expendi- 
tures" will  be  regarded  as  costs  in  all  investi- 

gations dealing  with  price  adjustments.  Mr. 
Henderson  acted  on  all  fours  with  his  promises 
to  industry  in  the  first  test  that  came  up. 
Chairman  Fulmer  (D.-S.C.)  of  the  House 

Agriculture  Committee,  had  written  the  OPA 
chief  alleging  that  soap  companies  were  forc- 

ing OPA  to  roll  back  prices  of  ingredients 

"so  that  they  would  be  able  to  continue  to 
make  their  usual  large  profits,  which  would 
enable  them  not  only  in  peacetime  but  during 
this  great  emergency  *  *  *  to  advertise  in 
the  press,  over  the  radio,  and  by  other  methods 

if  *  » 

Mr.  Henderson  answered,  "In  line  with  our 
previously  announced  policy,  normal  adver- 

tising layouts  were  considered  as  costs  in  this 
investigation.  Any  other  policy  with  respect 
to  advertising  might  well  result  in  the  de- 

struction of  the  entire  advertising  industry, 
an  end  that  is  beyond  either  the  authority  or 
inclination  of  this  Office." 

Mr.  Henderson  did  assert,  however,  that 
extraordinary   expenditures   for  promotional 

campaigns,  such  as  the  recent  campaign  ad- 
vertising Swan  soap,  which  hit  radio,  news- 

papers and  the  magazines  in  one  intensive 
exploitation,  were  not  considered  as  costs  in 
OPA's  investigation. 

Thus,  Mr.  Henderson,  by  action  rather  than 
word,  has  toppled  over  another  bogey-man. 
There  was  no  effort  to  squeeze  advertising 
expenditures  to  keep  the  price  of  soap  down. 
The  precedent  has  been  established.  Advertis- 

ing folk  can  forget  possible  OPA  squeeze- 
plays,  and  now  turn  their  undivided  attention 
and  genuis  toward  an  increasingly  improved 
job  of  whipping  out  powerful  copy  geared  to- 

ward victory. 

The  Business  Picture 

GRATIFYING  though  the  showing  of  national 
network  business  may  be  [Broadcasting,  Aug. 
24],  and  satisfying  as  the  current  national 
spot  picture  looks,  not  to  mention  the 
upswing  in  wartime  audience  assured  in  the 
Hooper  surv>iys,  there  is  small  comfort  to  be 
had  in  the  losses  of  local  business  being  suf- 

fered by  many  stations,  mostly  local  low 
powers,  due  to  wartime  shortages  and  de- 

pleted retail  inventories.  Some  of  them  ac- 
tually face  a  problem  of  economic  survival, 

and  just  about  all  of  them  now  appear  to  be 
scratching,  literally,  for  new  business. 

Radio's  inherent  healthiness  as  an  adver- 
tising medium  is  manifest  from  the  remark- 

able showing  it  is  making  during  these  days 
of  stresses  and  strains.  That  even  the  locals 
can  take  advantage  of  the  basic  soundness 
of  the  medium,  is  being  proved  by  the  in- 

genuity of  sales  and  sales  promotion  depart- 
ments of  many  stations  in  developing  new 

business. 
There  are  the  theatres,  for  example,  many 

of  them  now  substantial  local  advertisers  for 
the  first  time.  There  are  other  entertainment 

enterprises — bowling,  for  example,  now  a 
highly  popular  sport  in  crowded  defense  areas 
and  a  natural  for  radio  promotion.  Radio 
stores  soon  won't  have  much  stock  to  sell,  in- 

asmuch as  deliveries  from  war-converted  fac- 
tories have  all  but  ceased,  but  radio  set  main- 

tenance and  repair  is  proving  to  be  the  same 
backlog  for  surviving  dealers  as  auto  service 
and  repair  for  sales  plants.  These  are  also 
naturals  for  radio.  From  some  cities  we  have 
had  reports  of  successful  time  sales,  often 
one-time  shots  that  lead  to  regular  local  sched- 

ules, to  local  defense  plants  wanting  to  promote 

their  "E"  awards,  their  production  achieve- 
ments (within  military  limitations,  of  course) 

and  their  employe  morale. 

Nationally,  the  picture  looks  reasonablj' 
good,  but  there  can  be  no  doubt  that  the  radio 
industry  as  a  whole  is  living  on  a  day-to-day, 
or  at  least  on  a  13-week,  basis.  But  the 
situation  is  far  from  doleful  for  the  better 
situated  stations.  Brand  name  advertising, 

new  packaging,  foods  and  drugs,  cigarettes — 
all  are  holding  their  own  even  better  than 
the  prophets  of  doom  expected.  Radio  can  be 
justly  proud  of  the  economic  stability  it  has 
shown  thus  far,  but  it  certainly  cannot  be 
smug  about  it. 

Caesar's  Dirge 

JIMMY  PETRILLO  must  now  face  the 

music  in  Congress  as  well  as  in  the  courts. 
He  has  thumbed  his  nose  at  every  appeal  made 
by  the  Government  and  industry  to  call  off 
his  ill-advised  ban  on  the  making  of  record- 

ings for  non-private  use,  but  Congress  now 
pitches  in,  not  only  to  stop  his  rampages  but 
to  find  ways  of  preventing  recurrences  in 
other  fields. 

Outraged  over  Jimmy's  stubborn  disdain  of 
public  reaction  and  the  national  welfare. 
Senator  D.  Worth  Clark,  of  Idaho,  has  in- 

troduced an  all-inclusive  resolution  to  look 
into  the  music  situation.  More  than  likely 
there  will  be  public  hearings  before  a  sub- 

committee of  the  Senate  Interstate  Committee. 
Petrillo  himself,  Assistant  Attorney  General 
Thurman  Arnold,  and  representatives  of  the 
public  and  the  industries  affected  should  be 
called  as  witnesses. 

Senator  Clark,  whose  appreciation  of  the 

problem  motivated  introduction  of  the  reso- 
lution, and  who  so  lucidly  covered  the  issues 

in  his  statement  to  the  Senate  last  week,  would 
make  an  able  chairman  of  the  subcommittee. 
He  should  have  the  assistance  of  competent 
special  counsel,  for  the  issue  is  one  deeply 
affecting  the  public  interest. 

If  proof  of  public  sentiment  were  needed 
after  literally  hundreds  of  newspaper  edi- 

torials and  cartoons  deprecating  Jimmy's  on- 
slaughts, it  certainly  came  in  the  Gallup  Poll 

of  last  week.  This  scientific  appraisal  of  public 
opinion  revealed  that  the  vote  was  9  to  1 
disapproving  the  AFM  actions.  And  it  ran 
about  the  same  in  favor  of  Government  legal 
action  to  stop  him.  Senator  Clark  must  have 
sensed  this,  because  his  resolution  was  Intro, 
duced  almost  coincident  with  the  publication 
of  the  Gallup  findings. 

In  an  editorial  in  our  June  15  issue  dealing 

with  Petrillo 's  announced  intention  of  ban- 
ning recordings  (published  10  days  before  he 

formally  notified  the  affected  industries  and 

the  public  of  it),  we  said:  "It's  clear  now  that 
Mr.  Petrillo  feels  he  can  get  away  with  almost 

anything.  If  his  transcription-record  ban 
sticks,  it's  a  good  bet  that  Congress,  rather 
than  the  anti-trust  division,  will  decide  to 

take  a  hand  in  things." 
Apparently  we  underestimated  the  reaction. 

Both  Congress  and  the  anti-trust  division  are 
now  in  it  for  keeps. 
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KENNETH  DAVID  SOBLE 

AN  AUTOMOBILE  started  Ken 
fjk  Soble  on  a  career  which  has 

brought  him  the  designation 
of  "one  of  the  most  versatile 

men  in  Canadian  radio".  The  auto- 
mobile?— or  yes — Ken,  in  his  teens, 

picked  up  the  director  of  a  group 
of  radio  players  one  day  in  1928 
and  gave  him  a  lift  to  the  studio. 
The  director  needed  an  extra  play- 

er. Ken  got  a  one-line  part  and  has 
been  in  radio  ever  since. 

Today  Ken  Soble's  activities  in 
radio  are  many  and  varied.  He  is 
known  in  Canada's  broadcasting 
world  as  the  "Major  Bowes  of 
Canada",  following  the  Major  by a  few  months  with  a  Canadian 
series  of  amateur  shows  still  aired 
weekly  over  a  Canadian  network. 
He  also  owns  an  advertising  agency 
and  program-producing  organiza- 

tion, Metropolitan  Broadcasting 
Service  Ltd.,  Toronto,  and  Metro- 

politan Broadcasting  Service  Reg'd, 
Montreal.  In  addition,  he  operates 
Ken  Soble's  Artist  Bureau,  Toron- 

to, is  manager  of  CHML,  Ham- 
ilton, Ont.,  and  owns  a  food  factory. 

One  of  the  outstanding  young 
men  in  Canadian  radio.  Ken  Soble 
was  born  June  12,  1911,  in  Toronto. 
At  16  he  had  to  leave  school  to 
support  his  mother  and  sister.  He 
has  hustled  papers,  sold  chemicals 
and  paints,  and  in  the  boom  year, 
1929,  came  into  big  money  as  a 
stock  salesman.  With  the  crash  he 
tackled  a  job  with  a  crew  cleaning 
up  Toronto's  big  Union  Station  dur- ing the  night  hours. 

From  his  first  contact  with  radio 
in  1928,  he  received  some  more 
bit  parts  with  the  actor  group  at 
CKNC,  now  CBY,  Toronto.  He  then 
switched  to  the  former  CFCA, 
owned  by  the  Toronto  Star,  where 
he  was  given  the  job  announcing  a 
participating  program,  with  40  to 
50  commercials  per  hour.  Pay  was 
five  spot  announcements,  which 
he  could  sell. 
One  rainy  day  while  hunting 

business  for  the  spot  announce- 
ments he  met  a  coal  dealer,  sold 

him  a  series  of  spot  announce- 
ments. Needing  cash,  he  asked  for 

a  check,  which  arrived  some  weeks 
later  from  N.  W.  Ayer  &  Son  for 
the  account  of  the  Ford  Motor  Co. 
The  fuel  dealer,  unknown  to  Ken, 

was  the  sole  distributor  in  Toronto 
for  Ford  coke,  product  of  Ford 
Motor  Co.  He  has  held  the  account 
ever  since. 

That  was  his  first  big  break.  On 
the  strength  of  it  he  contracted  in 
1930  with  CKCL,  Toronto,  for  an 
hour  daily  and  all  the  time  signals 
and  weather  reports  for  a  five- 
year  period.  Then  he  went  out  and 
sold  the  time.  He  branched  out  then 
and  did  shows  for  other  Toronto 
stations,  notably  CFRB.  In  1935  he 
built  the  first  audience  participat- 

ing studio  in  Canada.  It  seated  400. 
A  year  later  he  moved  to  a  larger 
studio  seating  1,100.  From  these 
studios  he  put  on  the  air  some  of 
Canada's  leading  shows  of  the  time, and  here  his  amateur  shows 
started. 
Ken  Soble's  amateurs,  starting 

first  as  a  locally  sponsored  pro- 
gram, were  gradually  sponsored  by 

bigger  advertisers  until  Royal 
Canadian  Tobacco  Co.  put  them  on 
a  coast-to-coast  network.  They 
branched  out  to  unit  shows  playing 
at  40  theatres  in  Ontario  and  Que- 

bec, and  were  the  foundation  of 
Ken  Soble's  Artist  Bureau.  The 
amateur  shows  now  go  on  the  air 
Sundays  from  army  camps  and 
larger  cities  in  Ontario  and  Quebec, 
and  Ken  commutes  weekly  from 
Toronto  for  auditions  and  to  m.c. 
the  program. 

Ken's  good  turns  have  paid  well. 
He  once  helped  an  announcer  from 
CHML,  Hamilton,  Ont,  and  when 
some  time  later  that  station  was 
looking  for  a  manager,  the  an- 

nouncer told  the  owners  about  Ken. 
Result:  An  offer  to  manage  the 
station  from  Senator  A.  C.  Hardy, 
who  had  bought  the  station  for  his 
son  Fulford.  Since  1937  Ken  has 
added  Hamilton  to  his  commuting 
and  put  the  station  on  the  black 
side  of  the  ledger. 

Ken  has  little  time  for  anything 
other  than  radio  and  his  family.  In 
addition  to  his  daytime  radio 
ventures  he  is  on  the  air  every 
evening  for  Alka-Seltzer  on  CFRB 
with  a  quiz  program  and  puts  on 
a  number  of  shows  for  the  armed 
services  at  various  camps.  As  often 
as  possible  he  likes  to  go  riding, 
and  if  he  has  any  hobby  besides 
radio,  it  is  his  string  of  race  horses. 

NOTES 

WELLS  (Ted)  CHURCH,  formerly 
with  CBS  in  Washington  and  NBC  in 
New  York,  who  recently  completed  a 
six-month  visit  in  England  as  Ameri- 

can advisor  to  the  British  Broadcast- 
ing Corp.,  will  shortly  join  the  Office 

of  the  Coordinator  of  Inter-American 
Affairs  (Rockefeller  Committee)  in 
Washington.  He  will  handle  special 
events  and  advise  on  programs. 
.TAMES  C.  COLE,  formerly  of  the 
commercial  staff  of  WEBC,  Duluth, 
is  now  in  the  technical  branch  of  the 
Army,  stationed  at  the  Sioux  Falls 
(S.  D.)  training  base  and  learning 
to  be  an  Air  Force  radio  operator. 
ANDREW  .1.  SCHRADE,  head  of 
Radio  Transcription  Co.  of  America 
and  formerly  with  Columbia  Phono- 

graph Co.,  has  been  appointed  manager 
of  the  Hollywood  factory  and  office  of 
Columbia  Recording  Corp.,  it  was  an- 

nounced by  Edward  Wallerstein,  CRC 

president. 
LT.  BARRY  BINGHAM,  publisher 
of  the  Louisville  Courier- Journal,  op- 

erating WHAS,  recently  with  the  old 
Offilce  of  Facts  &  Figures,  has  been  as- 

signed by  the  Navy  to  its  press  rela- tions office  in  London.  Lately  he  has 
been  on  duty  at  the  Navy's  public  rela- tions office  in  Washington. 
HAROLD  E.  COOKE,  new  manager 
of  CHEX.  Peterborough,  Ont.,  was 
married  a  few  days  before  taking 
his  post. 
MORRIS  MUDGE,  formerly  of  the 
sales  staff  of  MBS.  has  been  ap- 

pointed to  the  BLUE  sales  staff  by 
George  Benson,  eastern  sales  manager. 

.JAMES  W.  BEACH,  with  the  Chi- 
cago Herald- American  for  the  last  12 

years,  and  R.  Roy  Miller,  formerly 
of  Chicago  Elevated  Co.,  and  later 
with  Popular  Science  magazine,  have 
joined  the  sales  staff  of  WJ.JD,  Chi- 
cago. 
ROBERT  HURLEIGH.  central  divi- 

sion manager  of  Press  Assn.,  with 
headquarters  in  Chicago,  is  the 
father  of  a  girl,  his  first  child,  born 
Aug.  14. 
.JOHN  W.  ELWOOD.  manager  of 
KPO,  San  Francisco,  has  been  ap- 

pointed chairman  of  the  radio  com- mittee of  the  local  War  Chest  drive. 
DAVE  GILBERT,  of  the  BLUE  sales 
service  department,  is  the  father  of  a 
boy,  his  first  child. 
MARSHALL  HOLLINGUE,  cartog- 

rapher of  the  sales  promotion  depart- 
ment of  NBC-Chicago,  on  Aug.  29 

married  Doris  Bratvold  of  Chicago,  and 
on  Sept.  11  is  to  join  the  aeronautical 
map  drafting  division  of  the  Dept.  of 
Commerce  in  Washington. 
ROBERT  D.  SWEZEY,  legal  counsel 
and  assistant  secretary  of  BLUE,  is 
the  father  of  a  girl,  his  second  child, 
tentatively  named  Maria. 
BRUCE  GEAR,  Hollywood  business 
manager  of  radio  and  film  talent,  has 
joined  the  Army  Air  Force  as  a  pri- vate. 

KEV  SWEENEY.  BLUE  Western  di- 
vision sales  promotion  manager,  is  cur- 
rently in  Chicago  for  spot  sales  con- ferences and  will  have  similar  New 

York  meetings  with  network  executives 
liefore  returning  to  his  Hollywood 
headquarters  in  mid-September. 

GLEN  BANNERMAN,  president  of 
the  Canadian  Assn.,  of  Broadcasters, 
as  president  of  the  Advertising  & 
Sales  Club  of  Toronto,  accepted  from 
the  National  Federation  of  Sales  Ex- 

ecutives on  Aug.  25  the  silver  cup  of 
the  Federation  given  to  the  North 
American  club  which  does  the  most  in 
a  given  calendar  year  for  the  advance- ment of  salesmen. 
.JOHANNES  STEEL,  commentator 
of  WMCA,  New  York,  has  completed 
a  book  titled  Men  of  War,  to  be  pub- 

lished in  September  by  Sheridan 
House,  New  York.  Steel  has  75  lecture 
appearances  booked  for  the  coming 
season. 
RALPH  STUFFLEBAM  of  the  sales 
staff  of  KWTO-KGBX,  Springfield, 
Mo.,  for  the  past  four  years  is  in 
Washington  training  for  service  as 
ii  Red  Cross  field  supervisor. 
GERRY  TONKIN,  formerly  manager 
of  CFAR,  Flin  Flon,  has  joined  the 
national  sales  staff  of  CKBI,  Prince 
Albert,  Sask. 

WERE  Owner  and  Son 

Now   in   Army  Service 
WHEN  Louis  G.  Baltimore,  owner 
of  WBRE,  Wilkes-Barre,  Pa., 
joined  the  Army  Air  Forces  as  a 
radio  engineer  on  Aug.  23  another 
military  father-son  team  was 
formed.  The  younger  Baltimore, 
David,  a  recent  graduate  of  Massa- chusetts Institute  of  Technology, 
is  a  second  lieutenant  in  the  Army 
Signal  Corps,  stationed  at  Camp 
Murphy,  Hobe  Sound,  Fla.  His 
father  has  been  stationed  at 
Miami,  Fla.  and  will  serve  with  the 
air  transport  service  of  the  air 
forces.  During  World  War  1  the 
elder  Baltimore  was  in  officer's 
training  school  at  Madison  Bar- racks when  the  war  ended. 

A  third  Baltimore,  Louis,  nephew 
of  the  Wilkes-Barre  station  owner, 
of  Dallas  has  joined  the  Army  Air 
Forces  Classification  Center,  Nash- 

ville, where  he  is  an  aviation  cadet. 

Western  Canada  Outlets 

Effect  Personnel  Shifts 
IN  STAFF  changes  at  CJRC, 
Winnipeg,  Man.,  F.  H.  (Tiny) 
Elphicke,  manager,  has  been  trans- ferred to  CKWX,  Vancouver,  and 
has  been  replaced  by  Gerry  Gaetz, 
formerly  of  CKCK,  Regina.  Mr. 
Elphicke,  born  in  England,  entered 
radio  at  CFAC,  Calgary,  and  later 
became  manager  of  CJCA,  Edmon- 

ton. Mr.  Gaetz,  in  addition  to  his 
work  at  CKCK  was  onetime  man- 

ager of  CJOC,  Lethbridge. 
Other  changes  at  CJRC  include 

appointment  of  Waldo  Holden, 
formerly  of  the  sales  staff,  to  sales 
manager.  Lyall  Holmes,  formerly 
continuity  chief  is  now  production 
manager  and  Jack  Kemp  has  been 
moved  from  sales  promotion  to 
program  director. 

CHARLES  F.  MAILEY  of  the  Akron 
Beacon  Journal,  has  joined  the  news 
staff  of  KDKA,  Pittsburgh,  to  replace 
Francis  Fitzsimmons.  who  has  entered 
the  armed  forces.  Mailey  was  formerly 
with  the  Neir  York  Journal  American. 

McKeesport  (Pa.)  Daily  'News,  and the  Pittsburgh  SuH-Telegraph. 

Brown  for  Shirer 

CECIL  BROWN,  CBS  foreign  cor- 
respondent and  news  analyst,  has 

taken  over  the  regular  Sunday 
news  program  of  William  L.  Shirer, 
CBS  correspondent  and  commenta- 

tor, while  the  latter  is  on  vaca- 
tion. Brown,  who  started  in  Shir- 

er's  Sunday  period  Aug.  30,  is  also 
heard  on  CBS  in  a  five  weekly  eve- 

ning news  program.  General  Foods. 

New  York,  sponsors  Shirer's  se- ries for  Sanka  Coffee.  Young  & 
Rubicam  is  the  agency. 
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PETER  TEMPLE,  former  announcer 
in  Milwaukee  and  St.  Paul,  is  now 
announcing-  Sons  of  the  Sea  on  KXOK. St.  Louis.  Ron  Gamble,  announcer 
of  the  Fold  Sunday  Evening  Hour 
during  the  past  few  year.s  is  now 
doing  Meet  the  Men  of  Your  Army 
on  KXOK.  Gamble,  an  officers'  can- 

didate, is  stationed  at  Jefferson  Bar- 
racks, Mo. 

WILLIAM  WRIGHT  formerly  of 
KFAB  and  KFOR,  Lincoln,  Neb., 
and  KOIL,  Omaha,  is  now  continuity 
head  of  WMBD.  Peoria,  111. 

:MURRAY  KNIGHT,  of  WHEC, 
Rochester,  and  WDZ,  Tuscola,  111., 
now  heads  women's  activities  of 
WAIBD,  Peoria.  Norman  Kraeft  joins 
the  announcing  staff  of  WMBD. 
from  WDWS,  Champaign,  111.,  and 
WILL,  Urbana,  U  of  Illinois  station. 

ED  JANNEY,  sports  commentator 
of  KOY,  Phoenix,  has  joined  the  Army 
Air  Force  as  second  lieutenant. 

FRED  HAYWOOD,  producer  of 
AVBT.  Charlotte,  N.  C,  has  joined  the 
Army  and  is  stationed  at  the  Field 
Artillery  Replacement  Center,  Fort Bragg. 

SANFORI)  GEORGE  BECKER,  an- 
nouncer of  WBT,  Charlotte,  N.  C.  on 

Aug.  16  married  Ruth  Joyce  Venable. 

EDWARD  HOPPER,  studio  super- 
visor of  AVHN,  New  York,  has  re- 

liorted  for  duty  as  first  lieutenant  in 
the  Army  Air  Transport  at  Officers' Training   School,   Miami  Beach. 

IT'S  A  CINCH! 

J  J 

explains  Suzy  our  Steno.  "To  ride 
away  with  sales  in  the  Cincinnati 

area,  put  your  money  on  the 

favorite  —  WSAI.  WSAI's  unique 
sales  aids  get  your  program  off 

to  a  fast  start  —  and  keep  it  out 
in  front!  WSAI  has  proved  itself 

hundreds  of  times  in  past  per- 

formances. If  you're  playing  to 

WIN     ...     Buy  WSAI!" 

WSAI'S  SALES  AIDS 
1. Street  car  and 5.  Taxicab  Covers 

bus  cards. 6.  Downtown  Win- 
2. t^eon  Signs 

dow  Displays 

7.  House-organ 3. Display  Cards 8.  "Meet  the  Spon- 
4. Newspaper  Ads sor"  Broadcast 

CHUCK  THOMPSON,  formerly  of 
AVEMU,  Reading,  Pa.,  has  joined  the 
announcing  staff  of  WIBG,  Phila- 
delphia. 
ELLIOTT  MILLER,  announcer  of 
WDRC,  Hartford,  has  resigned  to 
join  the  Civil  Air  Patrol. 
RUSSELL  NAUGHTON,  of  New 
Britain,  Conn.,  has  joined  W6oH, 
Hartford  FM  station,  as  announcer. 
JACK  WELSH,  former  sports  editor 
of  WSTV,  Steubenville,  O.,  has  joined 
the  announcing  staff  of  WWVA, 
Wheeling,  W.  Va. 
VIRGINIA  VOGEL,  graduate  of 
Valparaiso  U,  has  joined  KWK,  St. 
Louis,   as   assistant   news  editor. 
BRICE  DISQUE  JR.,  has  resigned 
as  assistant  manager  of  the  NBC 
script  division  to  report  for  duty  as 
captain  in  the  Army  Air  Force  in 
Miami  Sept.  3. 
RALPH  EDWIN  SPEARS  Jr.. 
formerly  editor  and  director  of  the 
farm  hour,  sponsored  by  West  Virginia 
U  and  Olgebay  Institute,  daily  over 
WWVA,  Wheeling,  is  now  in  the 
radio  school  at  the  Naval  Training 
School,  U  of  Wisconsin. 
HENRY  FARBMAN,  formerly  a 
violinist  in  the  symphony  orchestra 
of  WOR,  New  York  has  been  named 
concert  master  of  the  St.  Louis 
Symphony  Orchestra. 
CARLOS  MONTANO,  Spanish  an- 

nouncer of  KOY,  Phoenix,  has  been 
transferred  to  KTUC,  Tuscon,  and 
placed  in  charge  of  Spanish  programs. 
Bill  Lerma,  new  to  radio,  has  taken 
over  Montano's  duties. 
JIM  BANNON,  formerly  announcer 
of  KFI-KECA,  Los  Angeles,  has 
joined   KMBC,   Kansas  City. 

RAY  BUFFUM,  San  Francisco  pro- 
ducer-writer, has  been  assigned  to 

collaborate  with  Don  Thompson  on 
the  weekly  NBC  Hawthorne  House, 
sponsored  by  Wesson  Oil  &  Snowdrift 
Co. 

DAVID  STARLING,  formerly  an- 
nouncer of  KFI-KECA,  Los  Angeles, 

who  joined  the  Army  in  mid-May,  has 
reported  to  Officers'  Training  School. Fort  Benning,  Ga. 

GLAN  HEISCH.  program  director 
of  KFI-KECA,  Los  Angeles,  has  re- 

signed to  join  the  Office  of  War  In- 
formation in  San  Francisco. 

GEORGE  RYAN,  announcer  of 
KLX,  Oakland,  Cal.  was  inducted 
into  the  Army  Sept.  1. 
EVERETT  CLAIBORNE,  world 
traveler,  has  joined  KLX,  Oakland, 
Cal.  as  a  news  commentator. 

HERB  CAEN,  Chronicle  columnist 
and  conductor  of  the  weekly  radio 
commentary  Regal  Amblings  With 
Herb  Caen  for  Regal  Amber  Brewing 
Co..  San  Francisco,  on  KPO.  that  city, 
lias  been  inducted  into  the  Armv. 

DOROTHY  BAKER 

JUST  recently  Miss  Dor
othy 

Baker  joined  KOCA,  Kilgore, 
Tex.,  as  program  director, 
and  she  is  already  proficient  in 

her  duties  arranging  programs, 
clearing  all  music  and  handling  a 
woman's  club  of  the  air.  She  tops 
that  hefty  diet  of  activity  with  a 
four-hour  tour  of  duty  at  the  mike. 

In  true  Texas  manner,  KOCA 
boasts  that  Miss  Baker  is  unrivaled 
among  female  program  directors 
for  a  combination  of  efficiency  and 

glamor. BEN  LAIRD,  formerly  of  WHBY. 
Appleton.  has  joined  WOSH,  Osh- 
kosh.  Wis.,  as  sports  director. 

MARY  .TANE  PORTER  has  been  a].- 
])ointed  assistant  to  the  director  of 
KPO  sales  traffic  at  NBC  San  Fran- cisco. 

MARY  BEDDING  SCRIBNER, 
formerly  associate  editor  of  Netos 
Week  and  manager  of  women's  pro- motion for  American  Air  Lines,  has 
l)een  appointed  news  editor  of  KPO. 
San  Francisco.  She  succeeded  Robert 
Barrington,  who  has  entered  govern- ment service. 

HAL  ATKINSON,  musical  direc- tor of  WTTM,  Trenton,  N.  J.,  has 
been  inducted  into  the  Army. 

JOHN  THOMPSON,  foreign  com- mentator of  the  San  Francisco  News, 
has  joined  KY'^A,  San  Francisco,  as foreign  news  analyst. 

AL  JASPER,  announcer  of  WMUR. 
Manchester,  N.  H.,  has  been  inducted into  the  Army. 

IT  SELLS    FASTER   IF  IT'S 

ulsn  
 - 
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JAMES  CHAPMAN  has  joined  WHO, 
Des  Moines,  as  assistant  farm  news 
editor.  John  B.  Lake,  formerly  pro- 

gram director  of  WCAR,  Pontiac, 
Mich.,  is  now  with  the  WHO  an- 

nouncing staff,  and  Richard  Neher, 
vocalist,  is  doing  additional  announc- 

ing duty. 
BILL  RING,  former  announcer  of 
KWTO-KGBX,  Springfield,  Mo.,  has 
joined  NBC  in  Chicago  as  staff  an- nouncer. 
HOWARD  L.  EMICH,  news  editor 
and  assistant  sports  editor  of  WHBF, 
Rock  Island,  111.,  has  resigned  to  join 
UP  ̂ adio  division  in  Chicago. 
STARR  SMITH,  former  radio  an- 

nouncer and  special  events  man  who 
joined  the  Army  as  an  enlisted  man, 
and  later  was  commissioned  a  second 
lieutenant,  has  been  promoted  to  first 
lieutenant  at  the  Army  Air  Force 
Advanced  Flying  School,  Turner  Field, 
Albany,  Ga. 
JOSEPH  WALTON  LOSEY,  stage 
manager  and  film  producer,  has  joined 
NBC  as  a  production  director,  ac- 

cording to  Wynn  Wright,  NBC 
eastern  division  production  manager. 
In  addition  to  serving  under  leading 
Broadway  producers  for  12  years 
Losey  has  produced  and  directed  films 
for  industrial  and  educational  groups. 

FRANK  BINGHAM,  West  Coast  an- 
nouncer, has  been  selected  from  27  an- 

nouncers who  auditioned  for  the  job, 
to  handle  announcing  on  Ginny  Simms, 
which  replaces  Johnny  Presents  on 
NBC  starting  Sept.  8  for  Philip 
Morris  &  Co.,  New  York.  Nelson 
Case,  present  announcer,  will  remain 
in  New  York. 

FLOYD  MACK,  of  the  news  de- 
partment of  WOR,  New  York,  is  now 

news  editor,  taking  over  duties  of 
Arthur  Van  Horn,  who  is  devoting  all 
his  time  to  newscasting. 

ANNE  LORENTZ,  war-service  co- 
ordinator of  WTAG,  Worcester,  has 

accepted  a  position  with  the  OfiBce  of 
War  Information,  reporting  Aug.  31, 
and  will  work  in  the  New  York 
branch's  program  department. 
PVT.  CHARLES  GARLAND,  for- 

merly commentator  of  KMPC,  Beverly 
HUls,  is  now  stationed  with  the  Army 
Signal  Corps  at  Camp  Clatsop,  Astoria, 
Ore. 
GROVER  COBB,  of  KSAL,  Salina, 
Kan.,  will  join  the  Navy  about  Sept. 
1  as  a  flying  cadet. 
JANE  WESTON  and  Sue  Gibson  of 
WOWO-WGL,  Fort  Wayne,  are  mem- 

bers of  the  Allen  County  Nutrition 
Committee  engaged  in  promoting  bet- 

ter feeding. 

VICTOR  V.  BELL,  of  KSL,  Salt 
Lake  City  is  wing  public  relations 
director  of  the  Civilian  Air  Patrol 
for  Utah. 

VBRL  THOMSON,  formerly  NBC 
announcer  at  Chicago,  and  program 
director  of  KSOO-KELO,  Sioux  Falls. 
S.  D.,  has  returned  to  KSOO-KELO 
as  program  director-announcer. 
BILL  BALLANCE,  announcer  of 
KOA,  Denver,  has  joined  the  Army 
Volunteer  Ofiicer's  Training  Corp.,  and 
Bill  Michaelson,  of  KOA  guest  rela- 

tions staff,  is  a  cadet  officer  in  the 
merchant  marine.  Jeanne  Carter,  recep- 

tionist, is  awaiting  order  to  duty  in 
the  WAAC. 

DAVE  DAVIES,  news  writer  on  the 
staff  of  Earl  Ferris  Assoc.,  Hollywood 
radio  publicity  service,  is  the  father  of 
a  boy  born  Aug.  24. 

KAY  DALY,  of  BLUE  sales  service, 
was  married  recently  to  Lieut.  John  J. 
Emerich,  USNR,  of  New  York.  Miss 
Daly  is  continuing  at  BLUE  and  her 
husband  is  on  active  duty. 

DON  MARTIN,  production  manager 
of  WFIL,  Philadelphia,  will  conduct  a 
course  in  radio  acting  and  announcing 
this  fall  at  the  .Junto,  adult  school  in 
Philadelphia,  which  begins  Oct.  5. 

ANICE  IVES,  conductor  of  Every- 
woman's  Club  of  the  Air  on  WFIL, 
Philadelphia,  for  the  last  10  years, 
will  be  feted  at  a  birthday  party  Sept. 
24  at  Kugler's  Restaurant  by  members 
of  her  "Everywoman's  Club."  The principal  speaker  will  be  Roger  W. 
Clipp,  vice-president  and  general  man- 

ager of  WFIL.  Five  hundred  guests 
are  expected. 

HUGH  FERGUSON,  former  an- 
nouncer of  WCAU,  Philadelphia,  grad- 

uates next  week  from  the  Marine  Corps 
Officers  Training  School  as  a  second 
lieutenant. 

HERB  NEWCOMB,  formerly  of  NBC 
and  CBS  in  New  York,  and  WTHT, 
Hartford,  has  joined  the  announcing 
staff  of  WCAU,  Philadelphia,  replac- 

ing Wally  Sheldon,  who  left  for  the Army. 

ARTHUR  JACOBSON,  network  ra- 
dio, screen  and  stage  actor  for  the  last 

16  years  under  the  name  Henry  Hun- 
ter, has  joined  the  production  depart- 

ment of  NBC-Chicago  as  a  director, 
starting  Sept.  1.  He  will  leave  the  roles 
of  Wolfe  Bennett  in  NBC  Lone  Jour- 

ney and  Ellis  Smith  in  NBC  The  Guid- 
ing Light. 

PVT.  CYRIL  C.  WAGNER,  formerly 
publicity  and  special  events  writer  of 
WGN,  Chicago,  recently  graduated 
from  weather  school  at  Chanute  Field, 
111.,  and  has  been  selected  for  officer 
training  school  in  the  Army  Air  Force, 
Miami. 

ROBERT  McGINNIS,  guide  of  NBC- 
Chicago  until  his  induction  in  the 
Army  in  June,  1941,  on  Aug.  29  was 
commissioned  a  second  lieutenant  in 
the  Army  at  Ft.  Benning,  Ga.,  and  on 
Aug.  23  became  the  father  of  a  girl. 

VERN  BROOKS,  supervisor  of  an- 
nouncers of  WGN,  Chicago,  is  to  re- 

port on  Sept.  10  in  Boston  for  training 
as  an  ensign  in  the  Navy.  He  will  be 
succeeded  by  Milt  Newton,  night  stu- dio manager. 

ALLAN  SCOTT,  formerly  newscaster 
of  WGN,  Chicago,  on  Aug.  31  started 
training  at  Newport,  R.  I.,  as  a  lieu- 

tenant junior  grade  in  the  Navy. 
BILL  KADUSON,  CBS  news  writer, 
is  the  father  of  a  baby  girl. 
WILLIAM  DAWES,  producer,  has 
joined  WCKY,  Cincinnati.  He  taught 
dramatic  art  at  Schuster-Martin 
School  of  Drama. 

ON  THE  FARM  FRONT 

Tips  for  Radio  Advertising 
 Provided  in  Book  

INCLUDED  in  various  uncompli- 
mentary means  of  presenting  the 

farm,  farm  life  and  the  farm 
family  are  the  "nostalgic  and  lyric 
or  old  oaken  bucket,  and  the  Silas 

and  Reuben  appeals  of  radio,"  ac- 
cording to  a  booklet,  Wider  Hori- 

zons, published  by  Wildrick  & 
Miller,  New  York. 

To  get  a  true  perspective  of  farm 
life,  the  booklet  declares,  we  must 

separate  the  "vocational  picture" 
from  the  "home  picture"  on  the farm  front.  Strangely  enough,  it 
continues,  the  farm  family  is  the 
only  group  that  is  richer  in  cul- 

tural attainment  and  social  under- 
standing than  common  visualiza- 

tions indicate  and  here  the  radio 
advertising  aimed  at  the  farmer 
misses  fire.  Booklets  may  be  ob- 

tained from  the  agency  at  630 
Fifth  Ave.,  New  York. 

FREQUENCY 

to  get  the 

listeners 

POWER 

to  get  your 

message  to  them 

Advertisers  today  know  the  prime  importance  of  the  RIGHT 
FREQUENCY  and  the  RIGHT  POWER  in  covering  a  market. 

WSIX  now  offers  the  RIGHT  COMBINATION  of  both— 5,000 

watts  on  980  kilocycles — and  for  the  time  being,  no  advance  in  the 
old  250-watt  rates. 

All  this  and  a  boom  market,  too — the  rich  Nashville  area, 
richer  than  ever  before.  For  full  information,  contact  this  station  or 

SPOT  SALES,  INC.,  NATIONAL  REPRESENTATIVES 

5000 

WATTS 
980 

KILOCYCLES 

NASHVILLE,  TENN, 
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To  PROVIDE  its  salesmen 
with  "food  for  sales  talk," 
BLUE  is  publishing  a  house 
organ  titled  The  Blue  Ele- 

phant, which  includes  news  items 
and  feature  notes  centering  around 
the  network's  wartime  theme  for 
sponsors — that  of  not  letting  the 
public  forget  their  products.  Origi- 

nally intended  only  for  the  BLUE 
sales  staff,  the  bulletin,  a  mimeo- 

graphed sheet,  is  also  being  dis- 
tributed among  BLUE  affiliates. 

Blowups  of  Georgia 

WKRC,  Cincinnati,  to  all  partici- 
pating sponsors  has  distributed 

large  photographic  blow-ups  of 
Georgia  Gray,  director  of  the 
Woman's  Hours  program.  Displays 
are  tied  in  with  sponsors'  window 
advertising.  

New  House  Organ — Junior  Encyclopedias — Discount 
Brochure — Catch-line  Quiz — Mystery  Man  Tickets 

More  Inducements 
INCREASING  its  inducements  to 
listeners  to  send  in  questions  that 
may  "stump  the  experts"  on  Infor- mation Please,  American  Tobacco 
Co.  has  added  a  set  of  the  "Britan- 
nica  Junior"  encyclopedia  to  the 
$25  War  Bond  given  for  each  ques- 

tion used.  If  the  experts  fail  to 
answer,  the  sender  gets  a  $50  bond 
and  sets  of  both  the  full  and  the 
junior  Brittanica.  Program  adver- 

tising Lucky  Strike  cigarettes,  is 
heard  Friday,  8:30-9  p.m.  (EWT) 
on  NBC. 

"TH/NGS  IS  SURE  POPP/N'  OUT  HERE  \H  THE 

RED  RIVER  VALLEY!  ESPECIALLY  FER 

ADVERT/SERS  VSIH'  WVAY-THE  OHLY 

STATION  REACH/N'  THE  WHOLE  V ALLEY!" ^ 

WDAY if.' 

f  ARGO,  N  D.-5000  WATT$-N.  B.  C.  &  BLUE 
AFFILIATED  W/TH  THE  FARGO  FORUM 

Girl  Wanted 

WEAF,  New  York,  through  a  con- 
test launched  on  its  20th  Anniver- 
sary program,  Sunday,  Aug.  16,  is 

seeking  a  girl  born  in  August  1922, 
as  near  as  possible  to  the  station's birthday.  Winner  will  be  known  as 
Miss  WEAF,  and  will  be  given 
publicity  and  promotional  buildups to  help  further  her  radio,  screen  or 
stage  aspirations. 

Miss  WEAF  will  be  selected  for 
beauty,  personality  and  background suitability  to  represent  the  station. 
Photogenic  qualities  and  accom- 

plishments will  also  be  considered. 
Would-be  contestants  are  asked  to submit  biography,  photo  and  birth 
certificate  to  prove  eligibility. 
WEAF's  staff  will  select  semi-final- ists,  and  a  board  of  professionals  in the  entertainment  field  will  select the  winner. 

*  :!■-  * 
Raised  for  15% 

USING  a  raised  hand  to  symbolize 
each  sponsor  joining  the  full  net- 

work under  its  15%  discount  plan, 
CBS  has  released  a  sixteen-page 
large-size  brochure  titled  "All 
Those  in  Favor".  Each  sponsor  is allotted  a  fullpage  snapshot  taken 
during  his  show,  and  enclosed  is 
supplementary  folder  announcing 
latest  adidtions  to  the  list  of  spon- 

sors using  the  plan.  Featured  are 
the  first  ten  firms  to  go  full  net- 
work. *  *  * 

Unusual  Invitation 
NOVEL  promotion  produced  by 
WSM,  Nashville,  is  a  reprint  of  the 
book  cover  of  "Sound  and  Fury", by  Francis  Chase,  containing  the section  of  the  book  pertaining  to 
the  "Grand  01'  Op'ry"  and  its history  on  the  inside.  In  addition, 
two  tickets  of  admission  are  at- 

tached to  the  mailing  piece  with 
an  invitation  to  attend. *  *  * 

Christmas  Shopping 
WJNO,  W.  Palm  Beach,  Fla.,  has 
arranged  with  Palm  Beach  merch- 

ants whereby  spot  announcements 
include  mention  of  buying  Christ- 

mas gifts  now  for  mailing  to  men 
in  the  Armed  Forces.  Plugs  remind 
listeners  that  presents  must  be  sent 
in  September  to  reach  them  in  time. 

War  Map 

BEING  DISPLAYED  in  the 
West  Virgina  Capitol  and  the 
Diamond  Department  Store, 
Charleston,  W.  Va.,  is  a  huge 
map  built  by  Sam  Molen, 
sports  reporter  and  analyst 
of  the  West  Virginia  Net- 

work. The  map,  8x4  feet, 
has  a  push  button  arrange- ment which  lights  up  the 
most  important  war  fronts. 
The  map  will  be  taken  on 
tour  to  be  displayed  in  Par- 
kersburg,  Clarksburg,  and 
Huntington,  W.  Va. 

Like  the  Discs 

RESPONSE  to  NBC's  plan  to  pro- 
mote its  outstanding  artists 

brought  transcriptions  aired  locally 
under  the  title  NBC's  Fall  Parade of  Stars  [Broadcasting,  Aug.  10] 
has  met  approval  by  stations,  spon- 

sors and  advertising  agencies,  ac- 
cording to  the  network. 

Conceived  as  a  new  method  for 
increasing  the  listening  audience 
by  focusing  attention  on  the  en- 

tertainment value  of  forthcoming 
NBC  shows,  the  project  has  al- 

ready been  accepted  by  a  number 
of  NBC  sponsors,  including  Gen- 

eral Foods  Corp.,  New  York  {The 
Aldrich  Family;  When  a  Girl  Mar- 

ries; Jack  Benny,  Fannie  Brice  and 
Frank  Morgan) ;  Procter  &  Gamble, 
Cincinnati  (Truth  or  Consequences, 
Mary  Marlin) ;  Sealtest  Inc.,  New 
York  {Rudy  Vallee  and  Joan 
Davis)  ;  Kraft  Cheese  Co.,  Chicago 
(The  Great  Gildersleeve) ;  Bristol- 
Myers  Co.,  New  York  {Mr.  District 
Attorney,  Eddie  Cantor)  and 
Lewis-Howe  Co.,  St.  Louis  {Horace 
Heidt's  Treasure  Chest). 

Agencies  handling  the  shows  are : 
Young  &  Rubicam,  J.  Walter 
Thompson  Co.,  Benton  &  Bowles, 
Compton  Adv.,  McKee  &  Albright, 
Pedlar  &  Ryan,  Louis  &  Brorby, 
Roche,  Williams  &  Cunnyngham. 

Familiar  Lines 

WEBR,  Buffalo,  is  trying  a  new  con- 
test. Blue  Clues,  to  test  listeners  on 

their  familiarity  with  tag-lines, 
sayings,  catch-lines  used  on  BLUE 
Network  programs  broadcast 
on  the  station.  Helen  King,  on  one 
of  her  daily  talks,  read  a  script 
incorporating  many  of  the  phrases. 
High  score  the  first  trial  was  76  of 
a  possible  80.  Meanwhile  WEBR 
believes  listeners  are  more  alert, 
preparing  for  the  next  contest. 

THE  LEADING  FARM 

STATION  IN  THE  EAST 
And  we  can  prove  it!  Straight,  scientific  farm  shows  by 
the  New  York  State  College  of  Agriculture  for  15  years 
can't  go  wrong.  Plus  $204,000,000  In  annual  retail  soles 
.  .  .  primary  audience  of  408,750  of  which  60,000  fami- lies are  farmers  .  .  .  And  WHCU  is  their  station  .  .  . 
and  they'll  tell  you  so.  Want  proof  of  performance? 
Drop  us  a  note  or  contact  any  McGIIIvra  man.  Don't miss  this  solid  bet. 

WHCU 

FREE  A  PETERS,  NAT'L  REPRESENTATIVES  hit 

ITHACA, 

/1000  WATTS 

NEW  YORK 

CBS         870  KC 
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AIRACOBRA  for  Uncle  Sam's  Ah'  Force  bought  with  money  raised  by the  Commando  Corps  of  WGR,  Buffalo,  Court  of  Honor  program.  Still 
growing,  and  still  raising  money,  the  Commando  Corps  paid  for  this 
Buffalo-built  fighter  with  the  first  $55,000  of  their  sales. 

Mystery  Man 
FREE  theater  tickets  are  given 
away  each  weekday  night  by 
Mystery  Man,  in  ̂ n  unusual  pro- 

motion on  WTTM,  Trenton,  N.  J. 
Listeners  are  advised  during  333 
Club,  popular  record  show,  to  listen 
to  Mystery  Man  program  from 
6:30-6:55  p.m.  The  Mystery  Man 
program  tells  listeners  where 
Mystery  Man  will  be,  and  what 
time  he  will  be  there.  Listeners 
get  the  tickets  when  they  find 
Mystery  Man,  and  repeat  key 
words  spoken  on  the  program. 
Personnel  of  the  station  take  turns 

!  being  Mystery  Man  so  that  he  can- 
not be  easily  identified. 

*  *  * 

NBC  Variety  Promotion 
TO  PROMOTE  its  new  morning 
variety  program  The  Show  With- 

out a  Name,  NBC  has  distributed 
to  network  affiliates  a  comedy  re- 

cording by  Garry  Moore,  m.c.  of 
the  show.  Stations  requested  the 
record  to  promote  interest  in  the 
show  and  title  contest  [Broadcast- 

ing, Aug.  17].  Show  has  been  ex- 
tended from  a  half -hour  to  an  hour 

program  on  Saturdays,  with  the 
remaining  five  broadcasts  limited 
to  a  half-hour  as  originally  sched- 
uled. 

*  *  * 

Backstage 

STAGE,  movie  and  night-life  news 
is  featured  on  a  thrice-weekly  five- 
minute  series,  Backstage  On  the 
Air,  sponsored  by  Sarnoff -Irving 
hats  at  5:55  p.m.  on  WTAG,  Wor- 

cester. It  is  conducted  by  Jimmy 
Lee,  author  of  "Backstage"  col- 

umn in  the  Worcester  Evening  Ga- 
zette, and  it  offers  information 

on  local  and  national  theatrical 
headliners. 

*  *  * 

Convention  Tipoff 

KOA,  Denver,  broadcast  special  an- 
nouncements twice  daily  for  three 

weeks,  calling  attention  to  the  90th 
annual  convention  of  the  American 
Pharmaceutical  Assn.,  held  recent- 

ly in  Denver.  KOA  also  had  a 
display  at  convention  headquarters 
in  the  Shirley-Savoy  Hotel. 

BROCHURES 

KMMJ,  Grand  Island,  Neb.— Bound, 
offset  folder,  "On  Speaking  Terms" 
providing  details  of  coverage,  mar- 

ket data,  sales  facts,  rates  and  tal- ent. 

WTAM,  Cleveland  —  "Get  On  the 
Band  Wagon,"  attractively  colored 
brochure  giving  various  reasons  ad- vertisers should  use  the  station. 

WHAM.  Rochester — Story  of  the  sta- 
tion's role  in  the  war  effort. 

WWDC,  Washington— Red  block  let- 
ter broadside  on  heavy  stock, 

"WWDC  Joins  Atlantic  Network". 
CKOC,  Hamilton,  Ont. — September  on 
CKOC  covers  programs  for  fall  and 
winter  in  word  and  pictures. 
KTSW,  Emporia,  Kan. — Three-page and  letterhead  combination  in  brown 
and  white,  gives  coverage  map  data. 

BLUE— Elephant,  symbol  of  BLUE's 
war-time  theme,  "Keep  'em  Remember- 

ing", featured  in  12-page  brochxire 
titled  "Read  All  About  It"  and  using 
Ford  Motor  Co.'s  seven-weekly  institu- 

tional .show  as  a  selling  point  for  war- 
time advertising. 

MBS — Illustrated  white  folder  com- 
paring the  "best  buy  of  1929",  when a  rare  edition  of  Poe,  bought  for  50c, 

was  sold  for  $25,000,  and  the  "best 
buy  of  1942"'. 

Utility  Dimout  Series 
CONSOLIDATED  EDISON  Co.  of 
New  York,  is  running  live  spot  an- 

nouncements on  five  major  New 
York  stations  daily  for  an  indefinite 
period,  urging  the  public  to  observe 
dimout  rules.  Announcements  are 

aired  at  night  and  at  different 
times  on  each  station  to  avoid 
duplication.  Campaign  started  Aug. 
3.  Stations  are  WABC  WHN  WOR 
WNEW  WJZ.  Company  has  used 
some  spot  advertising  in  the  past, 
mainly  on  WJZ.  BBDO  handles  the 
account. 

Lux  Back  on  147 

LEVER  BROS.,  Cambridge,  Mass. 
(Lux),  after  an  eight-week  summer 
layoff,  on  Sept.  14  resumes  for  the 
ninth  consecutive  season  Lux  Radio 
Theatre  on  115  CBS  and  32  NBC 
stations,  Monday,  9-10  p.m.  (EWT). 
Cecil  B.  DeMille  continues  as  pro- 

ducer and  will  also  handle  commen- 
tary with  Sanford  H.  Barnett  as 

J.  Walter  Thompson  Co.  Hollywood 
producer  of  the  series.  George  Wells 
and  Harry  Kerr  are  to  do  radio 
adaptations  of  current  film  plays 
and  also  write  commercials  for  the 

weekly  program.  Lou  Silvers  has 
been  re-signed  as  musical  director, 
with  John  Kennedy  announcer  of 
the  initial  broadcast.  Charles  For- 

syth continues  in  charge  of  sound 
effects.  Ray  Lithgow  is  the  CBS 
engineer  assigned  to  the  series. 
Opening  program  of  the  season  will have  Tyrone  Power  and  Barbara 
Stanwyck  heading  the  cast  in  a 
dramatization  of  the  20th  Century 

Fox  film,  "This  Above  All"  based 
on  Eric  Knight's  novel  and  cur- 

rently being  exhibited. 
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Right  Mcdiui^^  QuiHCY, 

ILLl
HOtS

 

Area
? 

ROBERT  5 
 tonim 

ASSOCIATES
  — 

v..  waiter  H"^^^"
'''' 

Radio  Statioa  AT®, D3ar  Mr.  BottLSCl^il-"!'  ,^ey 

^ea,  -PO-'^^fJp  of  vour  statxou. fne  oo-3PonaorsbxP  0  ^  as  foUova: 

,  ,  ̂ el^^one  survey  -''^^X^;^^, 

flfty-iDile  raoi  ^elepbone  and 

-  rJtre"d^.e.t  atat.0. 
paraonal-i.—  -"'^^  ^  stations ^''^^  .,ona  received  £or  ̂   ̂f.^aerable 

^  ̂ifterx^re^.  e--^^^rstati;-. 
-  ----- 

rXdVnricateapreiere.=efor  aurvoV 

^reaa  and  procedure,  ao 
 a 

Here's  
the  Ans

wer 

^ecortU
ng  ̂   the 

People  
WWUBu

y 

Your  P
roduct 

Rotert  S.  Oonlaii 

ToHOSi-  entire  oteo, ports  on  this  up-t
o-t^_ 

^,„,e  survey  
are  ova.l 

able  on  requ
est. 

BROADCASTING  •  Broadcast  Advertising August  31,  1942  .  Page  37 



XLIX.  CENSUS  OF  RADIO  HOMES  IN  THE  STATE  OF  NEW  YORK 

Number  of  Occupied  Dwelling  Units,  Percent  Radio  Equipped  and  Number  of  Dwellings  having  Radios  by  Counties  and  Cities  of  25,000  or  More  Population 
Urban,  Rural-Nonfarm  and  Rural- farm:  1940 

County 

Albany  
Allegany. . . , 
Bronx  
Broome.  .  .  .  . 
Cattaraugus. 
Cayuga  
Chautauqua. 
Chemung.  .  . 
Chenango. . . 
Clinton  
Columbia. 
Cortland. . 
Delaware. 
Dutchess. 
Erie  
Essex,  .  . 
Franklin. 
Fulton.  . 
Genesee. 
Greene.  . 
Hamilton . 
Herkimer. 
Jefferson. . 
Kings.  .  .  . 
Lewis.  .  .  . 

Livingston .  .  . 
Madison  
Monroe  
Montgomery. 
Nassau  
New  York. 
Niagara.  .  . 
Oneida. .  . . 
Onondaga. . 
Ontario. . . 
Orange. , 
Orleans . 
Oswego . 
Otsego.  . 
Putnam . 

Queens  
Rensselaer. . . . 
Richmond. .  .  . 
Rockland  
St.  Lawrence.  . 

Saratoga. . . . 
Schenectady. 
Schoharie. . . 
Schuyler.  
Seneca  
Steuben.  .  . 
Suffolk.  .  . 
Sullivan.  . 
Tioga  
Tompkins. 
Ulster  
Warren  
Washington. 
Wayne  
Westchester . 

Wyoming . 
Yates  

All  Units 

Units %  Radio Radio  Units 

State  Total. 

62,616 
11,191 

377,843 43,739 
19.869 
18,057 
35,976 
20,576 
10,387 
11,859 

11,708 
9,689 

11,414 
28,532 

208,868 
8,707 11,186 

14,648 
11,872 
8,201 

1,184 16,412 
23,113 

716,933 5,980 

9,521 11,272 
121,086 16,497 
108 , 051 
548,378 42,018 
52 , 783 
80,630 
14,869 
36 , 975 
7,954 19,554 

13,486 
4,428 

361,689 34,447 
43,076 
16,252 
23,058 
18,271 
35,246 
6,116 
3,780 
6,351 

23,575 
47,626 
10,810 
7,914 12.345 

24 , 761 
10,348 
12,369 
15,023 

147,735 
8,310 
4,949 

95.8 85.6 
97.9 
94.3 
90.0 
91.0 93.1 
93.8 
87.5 
82.7 
89.8 
91.6 
84.0 
92,5 97.1 

85.8 82.6 
92.3 
93.2 
89.8 
82.0 
92.4 
90.1 
97.2 82.0 
90.1 
90.2 
97.2 
94,5 97.6 

94.1 
96.3 
93.7 96.3 
92.8 
93.1 
89.8 
90.8 87.1 
90.9 

98.5 
94.9 97.3 
94.3 86.3 
92.1 
97.0 
83.8 
86.0 
89.9 
88.0 
93.7 88.0 
86.4 
92.1 
90.6 
88.9 
87.5 
90.7 97.4 

89.9 

59,994 
9,585 370,084 

41,249 
17,878 
16,434 
33,487 19,296 
9,082 
9,982 

10,514 
8,879 
9,592 26,386 

202,875 

7,473 
9,235 

13,523 
11,074 
7,363 

971 15,170 
20,834 

696,679 
4,905 
8,577 10,163 

117,687 
16,588 

105,487 
515,992 
40,453 
49,453 
77,634 
13,805 
34,416 
7,147 

17,752 
11,737 
4,023 

356,324 
32,681 41,934 
15,333 
19,904 
16,833 
34,199 5,127 
3,254 
5,706 

20,748 44,651 
9,515 
6,850 11,369 

22,427 
9,199 10,823 13,630 

143,924 

7,471 4,394 

Urban  Units 

Units % 
Radio Radio Units 

3,662,118       95.5  3,498,754 

49,323 
1,703 

377,843 30,152 
8,975 

9,418 22,547 
14,600 
2,588 
4,100 
3,054 
5,581 2,021 15,224 

175,737 

2,272 5,091 10,504 
5,845 1,638 

96.3 
95.7 97.9 
95.9 
94.8 
95.7 95.5 
95.3 

95.8 94.7 
93.6 96.0 
92.5 94.3 
97.5 

93.5 
93.3 95.7 
96.4 
93.6 

361,689 23,953 
43,076 
5,823 9,932 

9,825 
27,711 812 

869 
2,891 

11,297 
9,667 
2,257 3,239 6,009 

10,620 
5,396 4,932 4,176 

124,262 

98.5 
96.3 97.3 
94.3 
94.4 
95.9 97.2 
94.1 
95.2 
93.9 
95.1 
95.7 94.1 
92.7 
96.6 
94.4 

95.7 98.7 
96.3 97.5 

2,418  94.7 
1,692  96.2 

47,505 
1,630 370,084 

28,919 
8,512 
9,013 21,526 
13,916 
2,479 3,882 

2,858 5,358 
1,869 14,358 

171,345 

2,124 
4,749 10,056 
5,637 1,533 

10,876 
95 

9 10,426 
10,464 

94 

0 
9,831 716,933 97 2 696,679 

1,063 92 1 
979 

2,307 
94 0 

2,168 4,118 
95 0 

3,911 100,720 
97 3 98,001 10,792 96 7 10,434 52,736 

98 

0 51,679 

548,378 
94 1 

515,992 32 , 127 97 3 31,269 
37,448 95 1 35,602 
61,932 

97.2 
60,227 6,443 95 6 
6,162 

21,613 
94.7 

20,467 3,112 
94.4 

2,939 
9,418 

95 7 
9,015 4,287 

94 9 
4,067 

356,324 
23,070 
41,934 

5,489 9,381 

9,426 26,925 764 
827 

2,714 
10,741 
9,249 
2,124 3,002 
5,804 

10,025 
5,164 4,621 4,022 121,169 

2,290 
1,628 

3,055,529    96.7  2,953,894 

Rnral-Nonfarm  Units 

Uiuts %  Radio Radio  Units 

10,592 
6,060 
9^859 6.192 

4,342 
7,024 4,152 

4,120 4,555 

5,800 1,975 5,282 
9,899 25,318 

4,740 3,089 
2,748 
2,926 4,447 926 

2,946 8,043 

2,666 
4,355 
4,026 15,074 
3,652 54,141 

5,211 10,340 
12,981 4,621 

11.060 

2,132 4,932 
5,039 
3,743 

7,173 

9 ',739 

6,574 
5,578 
6,466 
2,504 1,395 
1,704 
6,877 34 , 830 
5,425 
2,270 3,759 
9,868 
3,749 
4,219 
5,311 22,481 

2,956 1,393 

. D 10  117 88. 0 

5 ',331 

94: 5 
9]  313 

90. 
0 5,571 

89 g 3  888 

92'. 

9 

6 ',529 

94. 
3 3,917 89. 9 

3,705 nn o\j . q o 
3  659 

89 

5  205 
88 

5 

l!749 
83 6 

4,415 90 7 
8,974 96 9 24,524 

84 6 
4,009 78 1 
2,414 86 6 2,381 90 7 
2,655 

89 

3 3,972 
83 1 

770 

89 

1 
2,624 

89 

6 7,203 
82 i 

2  488 
93 0 

4,048 
90 8 

3,655 

97 

5 14,697 
93 1 

3,399 97 3 52,683 

95 

.3 
4,968 93 0 
9,615 94 

.5 

12,267 92.4 
4,272 

91 

.8 

10,151 88 .3 

1,882 

88 

.5 
4,364 

85 

.9 
4,331 91 

.5 
3,426 

94 ;3 

6',76i 

Rural-Farm  Units 

Units 

% 
Radio 

94.3 
82.7 
89.8 
97.8 
84.8 87.3 

87.7 
93.5 
87.5 86.4 91.1 

88.0 
84.7 
85.4 91.1 

97.1 
92.0 87.1 

9,187 
5,434 
5,012 
6,325 
2,123 
1,218 1,513 
6,033 32,556 

4,745 
1,961 3.423 

8,685 
3,177 3,604 
4,838 21,821 

2,718 1,213 
423,279       92.4  391,218 

2,701 3,428 

3^728 4,702 

4,297 6,405 
1,824 3,679 
3,204 
2,854 
2,133 
4,111 3,409 
7,813 695 

,006 

,396 ,101 

,116 
258 

2,590 4,606 

2,859 
3,128 5,292 2,053 
1,174 

4,680 
4,995 
5,717 
3,805 
4,302 
2,710 
5,204 
4,160 

685 

690 6,552 

2,868 
1,069 
2,800 
1,516 1,756 
5,401 
3,129 3,128 
2,405 
2,577 
4,273 
1,203 
3,218 5,536 992 936 

864 

87.8 
76,5 
86]9 80.7 

82.2 

84.8 80.2 

78.8 76.2 
85.9 

83.1 
80.5 89.6 89.7 

79.1 68.9 

77.8 
89.7 87.8 
78.1 
81.9 

82.5 

82.6 
83.0 94.3 85.5 

95.8 
90.1 

84.8 

88.3 

85.8 84.0 
80.3 
87.2 

95.2 
77.7 

83.5 
88.8 80.0 79.7 84.2 

73.6 
91.0 84.6 78.5 

83.1 
87.0 71.3 

80.7 86.2 
94.2 
83.9 
83.3 

Radio Units 

2,372 

2,624 

3',6i7 

3,795 

3,533 5,432 
1,463 

2,898 
2,441 
2,451 1,772 
3,308 

3,054 7,006 
1,340 
2,072 
1,086 
2,782 
1,858 

201 

2,120 

3,800 
2,251       77.2  1,738 

2,361 
2,597 
4,989 
1,755 1,125 

4,216 4,236 
5,140 
3,371 
3,798 2,326 4,373 

3,339 
597 

3,321       85.8  2,850 
657 

5,089 
2,395 949 

2,240 1,209 1,479 

3,974 2,846 
2,646 
1,887 
2,142 

3,717 

858 

2,598 4,770 934 

2,463 1,553 
183,305 J. 8  153,642 

Cities  of  25,000  Or  More  Population 

City 

Albany  
Amsterdam .  . 
Auburn  
Binghamton. . Buffalo  

%  Radio 
Units     Radio  Units 

Elmira  
Jamestown. .  . 
Kingston .... Mt.  Vernon.  . 
Newburgh.  .  . 
New  Rochelle 
New  York.  .  . Bronx  

Brooklyn.  . 
Manhattan 
Queens .... Richmond 

Niagara  Falls, Poughkeepsie 
Rochester. .  .  . Rome  
Schenectady. . 

Syracuse  Troy  
Utica  
Watertown. . . 
White  Plains. Yonkers  

37,976 
9,040 

9,418 
20,553 151,937 

12,476 
13,235 
8,217 18,228 

9,157 
14,361 

2,047,919 377,843 716,933 
548,378 
361,689 43,076 
20,322 

11,336 
90,039 
7,811 25,306 

57,009 19,672 
26,915 
9,293 10,435 38,516 

96.4 
96.7 

95.7 
95.4 
97,5 95.4 95.3 

94.2 
97.5 94.7 
97.2 96.7 

97.9 97.2 
94.1 98.5 
97.3 
97.4 
93.9 
97.1 

95.4 97.0 
97.3 96.1 

95.0 
94.0 98.2 

97.4 

36,591 
8,742 9,013 19,614 148,105 

11,904 

12,609 
7,738 17,769 
8,670 13,954 

,981,013 370,084 
696,679 515,992 356,324 
41,934 
19,799 
10,646 
87,466 
7,453 24,535 

55,452 

18,906 25,563 
8,734 10,243 

37,522 

w 

G 

1000 
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CLEAR 
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N 
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WGNY  BROADCASTING  CO.,  Inc. 

TELEPHONE  4600 

161  BROADWAY    NEWBURGH,  N.  Y. 

WAR  WORK  AREA 

Newburgh  is  busy  building  a  new  government  airport  costing  21  million 
dollars.  The  famous  Newburgh  shipyards  are  re-opening.  The  many  fac- 

tories are  making  Army  and  Navy  clothing  and  other  items.  Our  residents, 

old  and  new,  are  busy  .  .  .  their  pay  envelopes  are  bulging.  They're  ready 
to  buy  what  you  offer.  With  the  gasoline  shortage  they're  spending  more 
and  more  time  listening  to  the  radio  .  .  .  and  that  means  WGNY  in  the 
Mid-Hudson  valley  area  .  .  .  1000  watts,  clear  channel. 

OVER  500,000  POPULATION 

More  than  a  half-million  people  are  in  WGNY's  primary  area.  You  have 
merchandise  to  sell  to  these  able-to-buy  people.  We'll  make  it  possible  for 
you  to  contact  the  majority  of  them.  Telephone  Newburgh  4600,  and  we'll 
come  running.  We're  our  own  National  Representatives,  just  two  hours 
from  New  York  at  all  times.  When  it  comes  to  "spot"  broadcasting  we  think 
we're  tops  ...  let  us  prove  it  to  you.  Write 
us  for  success  stories,  surveys,  etc.  .  .  . 
or  telephone   collect,   Newburgh  4600. WGNY 



NEW  YORK  MADE  'EM-LOVES  'EM-LISTENS  TO  'EM 

ON  WN  EW 

24  hours  a  day— 

7  days  a  week! 

ANN  PERRY -Song  Stylist 

From  Ann  to  Zeke—They  Hold  the 

Key  to  World's  Richest  Market! 

'T^HESE  artist-salesmen  talk  the  language  of  the  city.  They 

■■■  are  warm  friends  to  New  York's  millions— nursed,  doted 

upon,  accepted  as  very  special  proteges.  No  wonder— when 
these  entertainers  tell  of  your  products  over  WNEW— your 

goods  move  fast  at  lowest  cost  of  any  station  in  the  metro- 

politan trading  area! 

WNEW's  VAST  LISTENING  AUDIENCE 

Independent  surveys  prove  that— /'«  and  around  New  York 
more  people  listen  to  WNEW  than  any  other  independent 

station.  Additional  proof  indeed,  that:  WNEW  is  your  best 

bet  in  the  world's  richest  market! 

ZEKE  MANNERS 
America's  No.  1  Hillbilly 

BOB  CONSIDINE 
"On  The  Line" —  Sports 

1130  on  Your  Dial  WNEW  New  York 

Serving  New  York  and  New  Jersey— Represented  Nationally  by  John  Blair  &  Co. 

KATHRYN 

^  CRAVENS 

10^^"         "News  Thru  A 

Woman's  Eyes" 

FRANK  FROEBA-Pianologist 
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MR.  RADIO  EXECUTIVE: 

Your  time  is  valuable 

while  you're  in  New 
York.  That's  why  we 
want  you  to  stay  with 
us  at  the  Roosevelt. 

You'll  be  only  a  few 
steps  from  your  repre- 

sentative, your  network 
and  the  radio  agencies. 
Our  private  passageway 
from  Grand  Central 

Station  leads  right  to 
the  lobby  where  you 
can  register  for  a  com- 

fortable room  and  bath 
from  $4.50. 

Our  Men's  Bar  is 
radio-famous  and  the 
meals  are  delicious 
whether  you  eat  in  the 
Grill,  the  Colonial 
Room  or  the  Coffee 
Shop.  There  is  dancing 
in  the  Grill  every 
evening  except  Sunday. 

HOTEL 

MADISON  AVE.  AT  45th  ST.,  NEW  YORK 
BERNAM  G.  MINES,  Managing  Director 

WILLIAM  C.  KARBACH,  formerly 
account  executive  of  Lord  &  Thomas, 
and  radio  manager  of  Erwin-Wasey 
&  Co.,  on  the  West  Coast,  and  re- 

cently of  Chicago,  has  been  commis- 
sioned a  captain  in  the  Army  Air 

Force,  to  report  Sept.  2  in  Miami, 
Fla. 

GEORGE  BAYARD,  vice-president 
of  Russel  M.  Seeds  Co.,  Chicago,  on 
Aug.  17  married  Helen  Woodman, 
formerly  of  the  Hollywood  office,  in 
Rawlins,  Wyo. 

SAMUEL  A.  ALTER  formerly  ad- 
vertising and  sales  manager  of  Hor- 

lick's  Malted  Milk  Corp.,  Racine, 
Wis.,  on  Aug.  17  joined  Needham, 
Louis  &  Brorby,  Chicago,  as  an  ac- count executive. 

ALFRED  N.  STEELE,  formerly  as- 
sistant to  Felix  Coste,  vice-president 

in  charge  of  the  New  York  oflBce  of 
D'Ai-cy  Adv.,  New  York,  and  radio 
director  of  the  agency,  will  take  over 
the  duties  of  Coste,  who  will  resign 
to  join  Coca-Cola  Co.,  Atlanta,  Sept. 
1.  Coca-Cola  is  a  D'Arcy  account. 

A.  E.  NELSON  Co.,  founded  by  Al 
Nelson,  former  assistant  vice-president 
of  NBC  and  manager  of  KPO  and 
KGO,  opened  in  San  Francisco  Aug. 
26.  The  agency's  headquarters  are  at 300  Montgomery  St. ;  telephone,  Yukon 
2767. 

HERSCHEL  WILLIAMS,  formerly 
radio  director  of  Ruthrauff  &  Ryan, 
Hollywood,  has  received  his  commis- 

sion as  captain  in  the  Army. 

BERTRAM  REIBEL  Adv.  Agency, 
Chicago,  has  moved  to  30  West  Hub- 

bard  St.,   telephone,   Superior  5192. 

WHBQ 

MEMPHIS 

NEWS 

every  hour 

on  the  hour 

f 

,\acec 

or Note  the  latest 
Hooper  Station 

Listening  Index,  June-July,  1942 

14,894 
Coincidental 

Calls 

STATION 
"A" 

Network 

STATION 
"B" 

Network 

WHBQ 

Independent 

STATION 

"D" Network 
Mon.  thru  Fri. 
8:00-12:00 

Morning 
40.3 31.3 17.1 1  1.0 

Mon.  thru  Fri. 
12:00-6:00 
Afternoon 

50.1 24.2 16.1 
9.6 

Sun.  thru  Sat. 
6:00-10:30 

Night 
40.0 33.6 15.2 10.7 

Maxon  Names  Dean 

LOUIS  DEAN,  who  recently  com- 
pleted a  special  assignment  for  the 

Rockefeller  Committee,  has  been  ap- 
pointed radio  director  of  Maxon,  a 

newly  created, 

post,  effective 
Sept.  1.  Dean  will 
continue  his  asso- ciation with  the 
Committee  in  an 
advisory  capacity. 
Formerly  with 
Arthur  Kudner 
Adv.  and  pre- 
viously  with 
Campbell  -  Ewald as  radio  director. 

Dean  has  served  with  both  NBC 
and  CBS  as  announcer  producer. 
He  entered  radio  serving  under 
Kolin  Hager,  manager  of  WGY,  GE 
station  in  Schenectady. 

Mr.  Dean 

SchuUinger  To  Army 
KARL  SCHULLINGER,  formerly 
director  of  the  radio  department 
of  the  New  York  office  of  Lord  & 
Thomas,  joined  the  Army  Air 
Forces  as  lieutenant  last  week.  Ed 
Cashman,  who  has  been  directing 
the  Kay  Kyser  program  for  Luckies 
for  L&T,  has  taken  over  all  radio 
advertising  for  Luckies,  previously 
handled  by  SchuUinger. 

Agency  Changes  Name 
COINCIDENT  with  a  shift  from 
corporation  to  partnership  opera- 

tion Sept.  1,  Marschalk  &  Pratt, 
New  York,  will  be  known  as  Mar- 

schalk &  Pratt  Co.,  according  to  an 
announcement  by  Harry  C.  Mar- 

schalk, president.  There  will  be  no 
change  in  personnel  or  policies. 

KENNETH  S.  PRATT,  former  ac- count executive  of  Ruthrauff  &  Ryan, 
New  York,  has  been  commissioned 
first  lieutenant  in  the  Army  Air 
Force,  and  has  been  detailed  for  tem- 

porary duty  at  Miami  Beach. 
RICHARD  F.  GIBSON  has  been 
appointed  assistant  to  Nate  Tufts, 
Hollywood  radio  manager  of  Ruth- rauff &  Ryan. 

MEL  WILLIAMSON,  formerly  pro- 
duction manager  of  Russel  M.  Seeds 

Co.,  Hollywood,  has  been  commis- sioned a  captain  in  the  Air  Force, 
stationed  at  Langley  Field,  Va.  He 
was  a  lieutenant  in  the  Army  Air 
Force  during  World  War  I. 

A.  N.  CHANEY,  account  executive 
of  Carson  Brantley  Adv.,  Salisbury, 
N.  C,  is  the  father  of  a  baby  son. 

ROBERT  G.  JENNINGS  has  re- 
signed as  radio  director  of  H.  W. 

Kastor  &  Sons,  Chicago,  to  enter  the 
armed  forces  [Broadcasting,  Aug. 
3],  has  been  commissioned  a  first  lieu- tenant in  the  Army  Air  Force  and  is 
now  stationed  in  Florida. 
HARRY  M.  SAVAGE,  of  Harry  E. 
Foster  Agencies,  Toronto,  has  received 
a  commission  in  the  administrative 
section  of  the  Royal  Canadian  Air Force. 

CRAWFORD  U.  HALL,  radio  direc- 
tor of  Locke,  Johnson  &  Co.,  Toronto, 

has  joined  the  Royal  Canadian  Ar- tillery. 

STANLEY  I.  FISHEL,  secretary- 
treasurer  and  account  executive  of 
Jasper,  Lynch  &  Fishel,  New  York, 
has  taken  a  leave  of  absence  to  serve 
with  the  Coast  Guard.  No  replace- 

ment will  be  made  for  the  time  being. 
DOROTHY  ROBERTS,  in  the  budget 
planning  department  of  Blackett-Sam- 
ple-Hummert,  Chicago,  on  the  Oxydol 
account  for  the  past  year,  on  Aug.  31 
joined  Montgomery  Ward  &  Co.,  Chi- 

cago, as  assistant  to  A.  T.  Scott,  ad- 
vertising director  of  the  retail  section, 

JAMES  S.  MONTGOMERY,  copy- 
writer for  McKee  and  Albright  Inc., 

Philadelphia,  has  been  commissioned  a 
captain  in  the  Army  Air  Force  and 
left  Aug.  27  for  active  duty  in  Miami 
Beach. 
WILLIAM  E.  BETTS,  formerly  De- 

troit executive  of  Ruthrauff  &  Ryan 
Inc.,  has  joined  Kelso  Adv.  Agency, 
Los  Angeles,  as  manager.  Virginia 
Marie  Cooke  continues  as  radio  direc- tor of  the  agency. 
JOE  DONOHUE,  onetime  West  Coast 
manager  of  William  Esty  &  Co.,  has 
been  appointed  Hollywood  radio  direc- tor of  Myron  Selznick  &  Co.,  talent 
service.  Bruce  Powell  is  the  firm's  New York  radio  director. 

Tomlinson's  S.  A.  Tour 
EDWARD  TOMLINSON,  Latin 
American  authority  of  BLUE,  has 
revised  his  traveling  plans  for  his 
tour  of  the  northern  countries  of 
Latin  America  as  a  result  of  Bra- 

zil's entry  into  the  war.  Tomlin- son  will  make  Rio  de  Janiero  the 
first  stop  on  his  itinerary,  which 
will  carry  him  to  Bolivia,  Peru, 
Panama,  Central  America  and 
Mexico.  First  four  foreign  broad- 

casts on  his  regular  twice-weekly 
programs  on  BLUE  will  be  aired 
from  the  Brazilian  capital. 

ACRF  Winnipeg  Office 
ALL-CANADA  Radio  Facilities, 
national  radio  sales  organization, 
has  opened  offices  in  Winnipeg,  it 
was  announced  last  week.  In  charge 
will  be  P.  H.  Gayner,  located  at 
802  Winnipeg  Electric  Railway 
Chambers. 

BOOST 

YOUR 
SALES  ^ 

Advertise  over  Central  America's  | 
most  modern  stations 

/90»000 

AMBRKANS 
OF  THE  CAHAL  ZONE 

BUr  AMERICAN 

Rep.:  Melchor  Guzman  Co.  Inc. 
9  Rockefeller  Plaio,  New  York  City 

HOK-HP5K 
640  Kc.  6,005  Kc. 
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Two  'E'  Factories 

Buy  Time  on  Blue 
Electric  Boat,  Scovill  Air 

'  Ceremonies  for  Awards 

■  WAR  PLANTS  receiving  the 
;  Army-Navy  "E"  award  for  excel- 

lence in  production  continue  to 
sign  for  broadcasts  of  aw^ard  cere- 

monies, with  two  companies,  both 
newcomers  to  commercial  radio, 
using  time  on  BLUE  last  week. 

The  Elco  Naval  Division  of  the 
Electric  Boat  Co.,  New  York,  used 
four  stations  for  %  hour  Aug.  26, 
and  Scovill  Mfg.  Co.,  Waterbury, 
Conn,  broadcast  on  the  entire 
BLUE  network  on  the  same  day 
earlier  in  the  afternoon  for  a  45- 
minute  period. 

Elco's  commercial  broadcast  fol- 
lows two  sustaining  programs  pre- 

sented on  BLUE  last  spring  and 
in  April  of  the  previous  year, 
both  in  connection  with  boat- 
launching  ceremonies.  Electric  Boat 
Co.,  parent  firm,  celebrated  the 
launching  of  a  submarine  with  a 
sponsored  show  July  22  on  127 
BLUE  stations.  Elco's  broadcast 
last  week  also  marked  the  launch- 

ing of  another  of  the  company's 
PT  mosquito  boats.  Agency  is  Paris 
&  Peart,  New  York. 

Lowell  Thomas,  BLUE  commen- 
tator, was  the  announcer  at  the 

Scovill  ceremony  and  George  Hicks, 
another  BLUE  commentator 
handled  announcements  on  the 
Elco  program.  Both  broadcasts 
featured  company  and  local  and 
state  officials.  Agency  for  Scovill 
is  McCann-Erickson,  New  York. 
Firms  are  the  seventh  and  eighth 
to  buy  time  on  BLUE  for  this  pur- 

pose [Broadcasting,  Aug.  24]. 

Musterole  on  105 
MUSTEROLE  Co.,  Cleveland,  will 
use  live  spot  announcements  on 
105  U.  S.  stations  and  about  15 
Canadian  outlets  in  its  fall  and 
winter  campaign  for  Musterole,  a 
cold  remedy.  Campaign  is  similar 
to  last  year's,  lasting  26  weeks  and 
running  largely  in  major  markets. 
Starting  date  will  be  some  time  in 
October,  and  announcements  will 
be  aired  in  general  on  a  five-weekly 
basis.  Agency  is  Erwin  Wasey  & 
Co.,  New  York. 

Are  you  using  the 

ASCAP  Radio 

Program  Service? 

•  New  series  available 

now, without  charge,to  any 
ASCAP  Licensed  Station. 

Write  or  wire  today. 

ASCAP 

Radio  Program  Service 
30  Rockefeller  Plaza     •    New  York 

ARTHUR  SINSHEIMER 

ALTHOUGH  he  has  a  fulltime
 job  as  radio  director  of  Peck 

Adv.  Agency,  New  York, 
Arthur  Sinsheimer  has 

found  time  for  the  past  year  to  de- 
vote a  large  number  of  working 

hours  to  civilian  defense  work.  He 
is  associate  director  of  radio  of 
OCD  for  New  York  City.  Most  re- 

cently, he  served  as  liaison  officer 
for  radio  on  the  New  York  Ad 
Club's  War  Work  Committee,  which 
cooperated  with  Mayor  LaGuardia's 

Committee  For  Mobilization  during 
Civilian  Defense  Week,  June  6-13. 

In  that  capacity,  Mr.  Sinsheimer 
assisted  in  placing  on  commercial 
programs  some  1,800  announce- 

ments to  promote  "I  Am  An  Amer- 
ican Day"  and  the  "New  York  at 

War"  parade.  He  also  works  as  as- 
sistant on  all  radio  program  promo- 

tions for  OCD  under  Morris  Novik, 

director  of  WNYC,  New  York's 
municipal  station,  who  is  Coordi- nator of  Civilian  Defense  for  Radio 
of  New  York. 

A  veteran  in  the  agency  business, 
Mr.  Sinsheimer,  with  Harry  Peck, 
president  of  Peck  Adv.  Agency, 
started  the  agency  22  years  ago. 
After  getting  it  established,  Arthur 
left  the  agency  to  handle  radio  for 
19  of  the  32  publishers  belonging 
to  the  United  Publishers  Corp.,  New 
York,  returning  to  Peck  in  1933  to 
set  up  a  radio  department  to  prop- 

erly handle  the  volume  of  business 
which  had  developed. 
At  various  times  during  his 

career  in  the  agency  field,  Mr.  Sin- 
sheimer has  placed  network  and 

spot  radio  for  such  accounts  as  B. 
T.  Babbitt  Co.,  I.  J.  Fox,  furriers, 
Van  Heusen  Collars,  Beverwyck 
Breweries,  Manhattan  Soap  Co. 
(Sweetheart  Soap),  Old  Dutch 
Coffee,  Roxy  Clothes,  Wise  Shoes, 
Krasne  Bros,  (food  products),  and 
Tastyeast. 

A  native  New  Yorker,  he  attend- 
ed Columbia  U  and  was  appointed 

an  instructor  in  the  advertising  and 
selling  courses  of  the  School  of 
Journalism.  Another  claim  to  fame 
is  the  fact  that  he  was  the  first 
president  to  be  elected  to  office  by 
the  Radio  Executives  Club  of  New 
York  for  the  season  1940-41.  Mar- 

ried and  living  in  Brooklyn,  Arthur 
has  two  daughters. 

ATLANTIC  OFFERS 

SEVERAL  PROGRAMS 
ATLANTIC  COAST  Network  last 
week  launched  a  variety  of  pro- 

grams to  be  offered  to  its  affiliates 
from  WWDC,  Washington  key 
station.  Included  in  the  lineup  of 
shows,  ranging  from  news  and 
politics  to  a  quiz  show  and  band 
music,  are  twice-weekly  reports 
from  Otis  T.  Wingo,  Washington 

commentator,  on  the  President's 
press  conferences.  Title  is  News 
From  the  White  House. 

Other  features  offered  by  the 
network  are  Science  in  the  News, 
weekly  broadcasts  on  the  scientific 
side  of  the  war  as  presented  by 
Science  Service,  popular  science 

institution;  and  Uncle  Sam's  Ques- tion Box,  bringing  official  answers 
to  questions  submitted  most  fre- 

quently to  Government  information centers. 
Congressmen  from  the  Atlantic 

Coast  area  are  featured  in  The 
Voice  of  Capitol  Hill,  weekly  series 
of  talks  on  headline  news.  In 

cooperation  with  the  Ass'n  of American  Railroads,  the  network 
presents  news  of  the  war  efforts  of 
the  nation's  railways  in  another 
weekly  show  Ldnes  Behind  the 
Lines.  A  noted  foreign  correspond- 

ent is  featured  each  week  on  For- 
eigyi  Observer. 

WIBG  Donates  Hall 
WIBG,  Philadelphia,  has  donated  use 
of  its  first  floor  auditorium  in  the 
station's  new  Walnut  St.  building 
to  the  Navy  League  for  the  Phila- delphia district.  The  Navy  League 
will  make  the  building  its  headquar- ters for  the  duration,  moving  in 
about  Sept.  1. 

"All  this" 

IN  CKCL's  PRIMARY  AREA 

Eleven  important  Canadian  Cities 

Thirty-six  thriving  towns 

44.39%  of  Ontario's  Population 
372,725  Radio  Homes 

National  Income     1941  ̂ 1,003,950,000 

Retail  Sales            1940  584,536,450 

Farm  Income         1940  102,000,000 

Salaries  and  Wages  1940  597,850,000 

Figures  compiled  by  Elliott-Haynes 

"And. . .  Now^  MUTUAL  TOO" 

Commencing  September  first  CKCL 

becomes  a  full  time  Mutual  Broad- 

casting System  outlet. 

We  will  also  continue  to  carry 

some  NBC  Commercial  and 

Sustaining  programs. 

HENRY  S.  GOODERHAM,  President 

1000  WATTS 

CKCL 
580  K.C. 

TORONTO,  CANADA 

U.  S.  Representatives  —  Joseph  Hershey  McGillvra        •        Montreal  —  Radio  Representatives 
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STATION  ACCOUNTS 

ap — studio  programs 
ne — news  programs 
t — transcriptions 

so — spot  announcements 
ta — transcription  announcements 

WABC,  New  York 
Musterole  Co.,  Cleveland  (proprietary),  2 

sa  weekly,  thru  Erwin  Wasey  &  Co., 
N.  y. 

Manhattan  Soap  Co.,  New  York  (Sweet- 
heart Soap),  3  so  weekly,  thru  Frank- 

lin  Bruck   Adv.,   N.  Y. 
Maryland  Pharmaceutical  Co.,  Baltimore 

(Rem  and  Rel),  5  sa  weekly,  thru  Joseph 
Katz  Co.,  Baltimore. 

Smith  Bros.,  Poughkeepsie  (cough  drops), 
6  sa  weekly,  thru  J.  D.  Tarcher  &  Co., N.  Y. 

Vick  Chemical  Co.,  New  York  (cough 
drops),  3  t  weekly,  thru  Morse-Inter- national,   N.  Y. 

Quaker  Oats  Co.,  Chicago,  (Aunt  Jemima 
pancake  flour)  6  sp  weekly,  thru  Sher- 

man   K.    Ellis   &   Co.,    N.  Y. 
V.  La  Rosa  &  Sons,  New  York  (Macaroni 

products),  3  sa  weekly,  thru  M.  H. 
Hackett,  N.  Y. 

O'SuUivan  Rubber  Co.,  Winchester,  Va. (rubber  heels),  3  sa  weekly,  thru  Ber- 
mingham,    Castleman    &   Pierce,   N.  Y. 

N.  Y.  State  Bureau  of  Milk  Publicity,  2 
sa  weekly,  thru  J.  M.  Mathes,  N.  Y. 

Maltex  Cereals  Co.,  Burlington,  Vt.  2 
sa  weekly,  thru  Samuel  C.  Croot  Co., N.  Y. 

KSFO,  San  Francisco 
Golden  State  Co.,  San  Francisco  (Golden 
V  Vitamin  milk),  64  ta,  thru  Ruthrauft 
&  Ryan,  San  Francisco. 

Dairy  Belle  Dairies,  San  Francisco  (milk), 
3  sa  weekly  thru  Brisacher,  Davis  & 
Staff,  San  Francisco. 

Weinstein  Co.,  San  Francisco  (department 
store  chain),  18  sa,  thru  Botsford,  Con- 
stantine  &  Gardner,  San  Francisco. 

Union  Sugar  Co.,  San  Francisco  (sugar) 
sp,  thru  Carl  C.  Wakefield,  San  Fran- cisco. 

Farm  Journal  Magazine,    San  Francisco, 
5  sa  weekly,  thru  Clarence  B.  Juneau 
Agencies,  Los  Angeles. 

Pacific   Telephone  &  Telegraph   Co.,  San 
Francisco  (telephone  service),  sa  series, direct. 

Milen's  Jewelry  Co.,  Oakland,  Cal.  42  sa weekly,  thru  Segall  Adv.  Agency,  San Francisco. 
Sunset  Magazine,  San  Francisco,  3  sp 

weekly  thru  Brisacher,  Davis  &  Staff, San  Francisco. 
Latin  American  Center,  San  Francisco 

(gift  shop),  weekly  sp,  direct. 

WKZO,  Kalamazoo 
Michigan  Bell  Telephone  Co.,  Detroit,  10 

so,  4  weeks,  thru  N.  W.  Ayer  &  Son, Detroit. 
Fox  De  Luxe  Brewing,  Chicago,  18  ta  4 
weeks  thru  Schwimmer  &  Scott,  Chi- cago. 

THE  /?uiineii  OF 

BROADCASTING 

WMAQ,  Chicago 
Emmco  Insurance  Co.,  South  Bend,  3  sp 

weekly,  18  weeks,  thru  MacDonald-Cook 
Co.,  South  Bend. 

Rit  Products  Co.,  Chicago   (dyes),  326  to, 
thru    Earle    Ludgin    Inc.,  Chicago. 

Maryland    Pharmaceutical    Co.,  Baltimore 
(Rem   and  Rel),   300  sa,  thru  Joseph 
Katz  Co.,  Baltimore. 

Johnson  &  Johnson,  New  Brunswick,  N.  Y. 
(first  aid  products),  36  so,  thru  Young 
&  Rubicam,  N.  Y. 

O'Sullivan   Rubber   Co.,    Winchester,  Va. (rubber  heels),  20  so,  thru  Bermingham, 
Castleman  &  Pierce,  N.  Y. 

Continental     Baking      Co.,     New  York 
(Wonder  bread.   Hostess  cakes),  20  ta, 
thru  Ted  Bates,  Inc.,  N.  Y. 

KPO,  San  Francisco 
Pet  Milk   Co.,  St.   Louis  Mo.  (condensed 

milk) ,  2   t  weekly,  thru  Gardner  Adv. 
Agency,  St.  Louis. 

American    Industries    Salvage  Committee, 
72  ta,  thru  McCann-Erickson,  N.  Y. 

Golden  State  Co.,  San  Francisco  (Golden 
V    Vitamin    Milk)    5    ta   weekly,  thru 
Ruthrauff  &  Ryan,   San  Francisco. 

Curtis    Pub.    Co.,    Philadelphia  (Sateve- 
post)  2  so  weekly,  thru  BBDO,  N.  Y. 

Acme  Breweries,  San  Francisco,  3  t  weekly, 
thru    Brisacher,    Davis    &    Staff,  San Francisco. 

Purex  Corp.,  Hollywood  (bleach),  3  so 
weekly  thru  Lord  &  Thomas,  Hollywood. 

National  Aeronautics  Council,  New  York, 
6  sp  thru  Huber  Hoge  &  Sons,  N.  Y. 

Pacific  Telephone  &  Telegraph  Co.,  San 
Francisco  5  so,  direct. 

WBBM,  Chicago 
Continental  Baking  Co.,  New  York 

(Wonder  Bread,  Hostess  Cakes),  11  sa 
weekly,  4  weeks,  Ted  Bates  Inc.  N.  Y. 

American  Cigarette  &  Cigar  Co.,  New 
York  (Pall  Mall  cigarettes),  11  ta 
weekly,  6  weeks,  Ruthrauff  &  Ryan, N.  Y. 

Chicago  Sun,  Chicago  (newspaper),  7  sp 
Weekly,  52  weeks,  thru  Wade  Adv. 
Agency,  Chicago. 

WIND,  Gary,  Ind. 
American  Cigarette  &  Cigar  Co.,  New 
York  (Pall  Mall  cigarettes),  42  ta 
weekly,  6  weeks,  thru  Ruthrauff  &  Ryan, N.  Y. 

Cook  County  Distributors,  Chicago  (used 
cars),  12  so  weekly,  till  forbid,  thru 
Bennett  Ades  Adv.  Agency,  Chicago. 

WRC,  Washington 
Chesapeake  &  Potomac  Telephone  Co., 
Washington,  28  sa  weekly,  4  weeks, 
thru    Kaufman    Adv.,  Washington. 

Gunther  Brewing  Co.,  Baltimore.  6  sp 
weekly,  26  weeks,  thru  H.  E.  Hudgins, 
Baltimore 

Lever  Bros.  Co.,  Cambridge  (Rinso),  120 
sa,  thru  Ruthrauff  &  Ryan,  N.  Y. 

KOY,  Phoenix,  Ariz. 
Groves  Labs.,  St.  Louis  (Bromo-Quinine) , 

5  ne  weekly,  thru  Russel  M.  Seeds  Co., Chicago. 

WEAF,  New  York 
American  Cigarette  and  Cigar  Co.,  New 
York  (Pall  Mall  Cigarettes),  ta  weekly, 
thru  Ruthrauff  &  Ryan,  N.  Y. 

Johnson  &  Johnson,  New  Brunswick,  N.  J. 
(surgical  dressings),  6  ta  weekly,  thru 
Young  &  Rubicam,  N.  Y. 

P.  W.  Minor  &  Son,  Batavia,  N.  Y.  (Tread- 
easy  Shoes),  4  to  weekly,  thru  Stewart, Hanford  &  Casler,  Rochester. 

Lever  Bros.,  Cambridge  (Rinso),  12  to 
weekly,  thru  Ruthrauff  &  Ryan,  N.  Y. 

Consolidated  Edison  Co.,  New  York  (in- 
stitutional), 7  so  weekly,  thru  BBDO, 

N.  Y. 
N.  Y.  Telephone  Co.,  New  York  (conserva- 

tion), 2  to  weekly,  thru  BBDO,  N.  Y. 
RKO  Radio  Pictures,  New  York  ("Bam- 

bi"),  4  so  weekly,  thru  Lord  &  Thomas, N.  Y. 
Beechnut  Packing  Co.,  Canajoharie,  N.  Y. 

6  ne  weekly,  thru  Newell-  Emmett  Co., N.  Y. 
Planters  Nut  &  Chocolate  Co.,  Wilkes-Barre, 
Pa.  (Planters  Peanuts),  3  ne  weekly, 
thru  J.  Walter  Thompson  Co.,  N.  Y. 

WOR,  New  York 
O'Cedar  Corp.,  Chicago  (polish),  5  sa weekly,  13  weeks,  thru  Aubrey,  Moore  & Wallace,  Chicago. 
Pure  Food  Co.,  Mamaroneck,  N.  Y.  (Herb- Ox  bouillon  cubes),  5  sa  weekly,  52 

weeks,  thru  J.  M.  Mathes  Inc.,  N.  Y. 
Axton-Fisher  Tobacco  Co.,  Louisville 

(Twenty  Grand  Cigarettes)  weekly  ne, 
13  weeks,  thru  McCann-Erickson,  N.  Y. 

WHN,  New  York 
P.    Lorillard   Co.,    New   York  (Beechnut 

Cigarettes),  5  ne  weekly,  62  weeks,  thru 
Lennen  &  Mitchell,  N.  Y. 

American  Cigar  and  Cigarette  Co.,  New 
York    (Pall   Malls)    so,    6    weeks,  thru Ruthrauff  &  Rran,  N.  Y. 

WWDC,  Washington 
E.  Fougera  &  Co.,  New  York  (Medrex) 

so,  thru  J.  M.  Korn  &  Co.,  Philadelphia. 

Army  Cancels  Guest 
WITHOUT  explanation,  the  War 
Department  cancelled  the  Aug.  27 
guest  appearance  of  Lt.  John  Kim- 
brough,  former  Iowa  football  star,  on 
NBO  Kraft  Music  Hall,  sponsored  by 
Kraft  Cheese  Co.  Lt.  Kimbrough  par- 

ticipated in  the  Army  Relief  Fund 
baseball  game  Aug.  30.  His  appear- 

ance on  the  program  was  to  get  in  a 
plug  for  the  benefit  event.  Despite  be- 

lief to  the  contrary,  Los  Angeles 
spokesmen  for  the  War  Dept.  said 
Kimbrough's  cancellation  cannot  be 
interpreted  as  affecting  all  radio  guest 
appearances  of  men  in  uniform.  It  was 
explained  that  Army  officials  in  Wash- 

ington had  their  own  reasons  for  re- 
moving Kimbrough  from  the  broad- 

cast. General  belief  in  Hollywood  ra- dio is  that  uniformed  men  hereafter 
wOl  be  severely  restricted  in  their  ap- 
pe,"irances  on  transcontinental  commer- 
cials. 

RCA-VICTOR  PLANS 

NATIONAL  SERIES 

RCA-VICTOR  MFG.  Co.,  Camden, 
N.  J.,  will  launch  one  of  the  largest 
institutional  advertising  campaigns 
in  its  history  in  September.  Spot 
announcements  will  be  used  in  con- 

junction with  magazine  ads  to  keep 
the  public  aware  of  the  activities 
of  the  company,  now  converted 
from  the  manufacture  of  phono- 

graphs and  radios  to  war  products. 
The  drive  will  also  promote  the 
Company's  "Beat  the  Promise"  war 
production  campaign,  to  encourage 
more  war  industries  to  adopt  the idea. 

Project  is  scheduled  to  last  one 
year.  No  further  details  are  avail- 

able for  the  present  on  the  radio 
campaign,  which  will  be  on  a  na- 

tional basis.  Company  tapered  oft 
advertising  as  its  factories  were 
converted  to  war  production  during- 
the  early  part  of  the  year,  it  is 
currently  using  a  recorded  music 
show  Music  You  Want,  and  George 
Putnam,  news  commentator,  on 
WEAF,  New  York. 

Lord  &  Thomas,  New  York, 
handles  the  account. 

Charlie  Resumes 

STANDARD  BRANDS  Inc,  New 
York  (coffee),  through  J.  Walter 
Thompson  Co.,  that  city,  after  a 
nine-week  summer  layoff,  on  Sept. 
6  resumes  for  the  14th  consecutive 
season  the  weekly  half-hour  Chase 
&  Sanborn  Show  on  92  NBC  and 
CBC  stations,  Sunday,  8-8:30  p.m. 
(EWT).  Edgar  Bergen  with  his 
Charlie  McCarthy  will  continue  to 
be  featured.  Don  Ameche  is  being- added  to  the  cast  as  m.c.  He  will 
also  be  teamed  in  dramatic  spots 
with  guest  talent.  New  to  the  show 
is  Dale  Evans,  20th  Century  Fox 
film  actress  and  former  vocalist  of 
WBBM,  Chicago.  Ray  Noble  is 
again  musical  director.  There  will 
be  no  regular  announcer,  commer- 

cials being  handled  by  the  cast. 
Anthony  Stanford  is  agency  pro- 

ducer with  Joe  Bigelow  heading  the 
writing  staff. 

Autocar  on  Blue 
AUTOCAR  Co.,  Ardmore,  Pa., 
used  the  entire  BLUE  network 
Aug.  27  for  a  half-hour  broadcast 
of  ceremonies  in  connection  with 

the  award  of  the  Army-Navy  "E" 
for  the  company's  production  rec- ord. Program  was  aired  4:30 
p.m.  Gray  &  Rogers,  Philadelphia, 
handles  the  account. 

Reps. — Joseph  Hershey  McGillvra Adv. 

AFFILI/sCTES 

New  York-Chicago  Reps. — The  Walker  Company 
Go  over  the  top  with  Montana's  Z  net. 

Adv. 
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MABIN  DAIRYMEN'S  Assn.,  San 
Francisco  { Marin-Dell  milk),  has renewed  for  52  weeks  its  Marin  Dell 
Amateur  Hour  conducted  by  Dean 
Maddox,  on  WFRC,  San  Francisco, 
for  the  eighth  consecutive  year.  Pro- 

gram is  heard  one  hour  weekly.  Agen- 
cy is  Richard  Byrne  Adv.,  Sau  Fran- 

cisco. 
MINNESOTA  MILK  Foundation 
will  present  Sunday  Afternoon  News 
on  KSTP,  Minneapolis,  weekly,  and 
the  St.  Paul  Book  &  Stationary  Co., 
has  taken  a  long-term  contract  on 
the  7 :30  a.m.  Saturday  Morning 
Newspaper  of  the  Air.  Meanwhile 
Richman  Bros,  has  renewed  High- 

lights in  ■  Headlines,  tri-weekly  5:45 p.m.  period. 

FRANK  H.  FLEER  Corp.,  Philadel- 
phia (Dubble  Bubble  Gum),  has 

named  J.  D.  Tarcher  &  Co..  New  York, 
as  agency.  Although  company  has  used 
spot  radio  in  the  past,  none  is  contem- 

plated for  this  fall's  campaign. 
LIEBMANN  Breweries,  Brooklyn, 
will  sponsor  broadcasts  of  Fordham  U 
home  football  games  on  WJZ,  New 
York,  and  WTIC,  Hartford,  with  WJZ 
anouncers  Joe  Hasel  and  Paul  Doug- 

las at  the  microphone.  Young  &  Rubi- 
cam.  New  York,  handles  the  account. 
NATIONAL  AERONAUTICS  Coun- 

cil Inc.,  New  York  {Aircraft  Spotters 
Guide)  has  started  a  series  of  news 
digest  programs  on  KPO,  San  Fran- 

cisco. Agency  is  Huber  Hoge  &  Sons. 
New  York. 

You 

keep 

customers 

when  you 

KEEP 

SPOTS 

BEFORE 

THEIR 

EARS! 

•  ASK  A  JOHN  BLAIR  MAN 
ABOUT  SPOT  RADIO 

J.  W.  ROBINSON  Co.,  Los  Ange- 
les (department  store),  for  its  an- 

nual autumn  sale,  in  a  seven-day 
campaign  starting  Sept.  6  will  use 
more  than  50  transcribed  day  and 
night  announcements  on  four  sta- tions in  that  area.  List  includes 
KNX  KFI  KBCA  KFWB.  Agency 
is  the  Mayers  Co.,  Los  Angeles. 
GOLDEN  AGE  Corp.,  Los  Angeles 
(macaroni),  out  of  radio  for  some 
time,  in  a  26-week  campaign  start- 

ing Sept.  13  will  use  28  time  sig- 
nal announcements  weekly  on  KECA, 

that  city.  Other  West  Coast  radio  is 
contemplated.  Agency  is  Brisacher, 
Davis  &  Staff,  Los  Angeles. 
MULLER  BROS.,  Hollywood  (auto 
service),  to  promote  Protegom,  a 
new  rubber  treatment  prolonging  life 
of  tires,  in  a  test  campaign,  started 
Aug  26  is  using  daily  transci'ibed announcements  on  three  Southern 
California  stations:  KNX  KMPC 
KFWB.  If  test  is  successful,  other 
West  Coast  radio  is  contemiilated. 
Agency  is  the  Mayers  Co.,  Los  An- 

geles. TRIANGLE  RESTAURANTS,  Chi- 
cago (chain),  has  started  sponsorship 

of  the  news  by  Guy  Wallace  and  Jim 
Dudley,  quarter-hour  five  days  week- 

ly on  WCFL.  Chicago.  Agency  is  C. 
Wendell  Muench  &  Co.,  Chicago. 

Here  Next? 

NORTHERN  QUEBEC  Milk 
Distributors  presented  a  ser- 

ies of  quarter-hour  interviews 
and  spot  announcements  on 
CKRN,  Rouyn,  Que.,  and 
CKVD,  Val  D'Or,  Que.,  to 
explain  new  regulations  gov- 

erning the  sale  of  milk.  Us- 
ing interviews  between  house- 

holders and  dairy  proprie- 
tors, the  programs  explained 

in  detail  why  consumers  can 
no  longer  buy  milk  on  credit, 
and  publicized  the  urgent 
need  to  return  empty  milk 
bottles. 

THE  Philadelphia  Record,  inaugu- 
rated a  radio  campaign  on  Aug.  28  for 

the  American  Weekly  supplement  of 
its  Sunday  edition.  Front  Page 
Dramas,  transcribed  dramatizations  of 
articles  appearing  in  the  supplement, 
are  scheduled  weekly  on  four  stations 
in  the  territory.  The  transcriptions  are 
carried  on  Fridays  at  2:15  p.m.  by 
WCAM,  Camden,  and  by  three  PhOa- 

delphia  stations  on  Sundays — WIBG, 
12  :15  p.m. ;  WHAT.  4  p.m. ;  WDAS, 
7:45  p.m.  The  schedules  were  ar- 

ranged on  a  time-for-space  swap  with 
the  stations. 
EMMCO  INSURANCE  Co.,  South 
Bend,  has  started  sponsorship  of  a 
quarter-hour  sportscast  three  nights 
weekly  on  WMAQ,  Chicago,  by  Lynn 
Waldorf,  football  coach  of  Northwest- 

ern U,  and  Francis  J.  Powers,  sports 
columnist  of  the  Chicago  Daily  News. 
Agency  is  MacDonald-Cook  Co..  South 
Bend. 
O'KEEFE  &  MERRITT.  Los  Ange- 

les gas  stove  manufacturers,  after  an 
approximate  four-month  lapse,  on  Aug. 
25  resumed  its  thrice-weekly  quarter- 
hour  newscast  on  KFI,  that  city.  Con- 

tract is  for  52  weeks.  Richard  B.  Atch- 
ison Adv.,  Los  Angeles,  has  the  ac- 

count. 

CONSOLIDATED  Drug  Trade  Prod- 
ucts, Chicago  (Kolorbak).  on  Sept.  1 

starts  sponsoring  a  weekly  half-hour 
transcribed  serial.  The  Morgan  Family. 
on  KPAS,  Pasadena.  Cal.,  for  52 
weeks.  Schedule  will  be  increased  to 
one  hour  daily  starting  in  late  Oc- 

tober. Agency  is  Benson  &  Dall  Inc., 
Chicago. 

&  COMPANY 
NATIONAL  RADIO  STATION  REPRESENTATIVES 

WHKY 

announces  the  completion  of  its  new 

transmitter  —  5,000  watts  day  and 

1,000  watts  night  —  on  1290  kilo- 

cycles. This  increased  power  and  our 

new  directional  antennae  system 

makes  WHKY  the  No.  1  buy  for  single 

medium  coverage  of  the  rich  Western 

North  Carolina  market. 

WHKY  BLUE  NETWORK 

HICKORY 

NORTH  CAROLINA 
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WAY  OUT 

IN  FRONT 

FOR  COMPLETE, 

INEXPENSIVE 
[•1; 

BALTIMORE! 

WCBM 
BLUE  NETWORK 

National  Reps.:  Spot  Sales,  Inc. 

365,000  people  make  the 

Yoiingstown  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

HeadleV'Reed  Co. 
National  Representatives 

Columbia's  Station  for  the 
SOUTHWEST 

KFH 

WICHITA 

KANSAS 

Call  Any  Edward  Petry  Office 

Cut  in  Army  Publicity  Force 

Stymies  N.  Y.  Radio  Central 

Warning  System  Rendered  Ineffective  as  Result 

Of  Action,  Pettey  Says  in  Letter  to  Price 

Mr.  Pettey 

AEMY  public  relations  officials  at 
Washington     headquarters  have 
under  advisement  a  complaint  of 
the  Radio   Central  Committee  in 

the    New  York 
metropolitan  area 
—  set  up  to  co- 

ordinate emer- 
gency wartime 

operation  s — 
against    the  re- cent    order  of 
Secretary  of 
War  Stimson  re- 

ducing the  num- 
ber of  public  re- 

lations officers  in 
the  field. 

Herbert  L.  Pettey,  director  of 
WHN,  New  York,  and  chairman 
of  the  committee,  on  Aug.  24  ad- 

vised  Byron   Price,    Director  of 
Censorship,  that  reduction  of  the 
public  relations  staff  in  the  New 
York  command  to  two  officers  and 
four  men  would  not  make  it  pos- 

sible for  the  Army  to  furnish  ade- 
quate  information   to   the  radio 

group  and  would  render  the  coop- 
erative plan  "completely  useless". 

Mr.  Price  said  the  problem  was 
the  Army's  and  that  while  his  office 
was  vitally  interested,  it  had  no 
control  whatever  over  the  public 
relations  organization  of  the 
armed  forces. 

Action  Foreseen 

At  the  War  Dept.,  it  was 
learned  that  Maj.  Gen.  Alexander 
D.  Surles,  director  of  public  rela- 

tions, and  his  chief  deputy,  Col. 
Ernest  R.  Dupuy,  had  the  whole 
matter  under  advisement.  It  was 
predicted  that  remedial  action 
would  be  taken. 

Secretary  Stimson's  order,  cur- 
tailing public  relations  units  in  the 

field  and  centralizing  operations 
under  Gen.  Surles,  came  in  the 

wake  of  the  "phoney  air  marker" 
story  which  had  emanated  from 
the  New  York  public  relations 
office.  Under  this  order,  all  field 
and  corps  public  relations  units 
are  to  be  curtailed,  effective  Oct. 
1.  The  plan  has  not  been  made 
fully  effective,  however,  and  al- 

terations can  be  made,  it  was 

pointed  out. 
The  full  text  of  Mr.  Pettey's 

letter  to  Censorship  Director 
Price,  which  has  been  referred  to 
the  Army  for  action,  follows: 

On  'SLxy  18,  1942.  yoti  made  ii  confi- dential broadcast  to  all  radio  station 
operators,  relative  to  the  Army  De- fense Command.  You  stated  in  this 
broadcast  that  it  was  your  desire  to 
have  all  the  facts  clearly  and  quickly 
given  to  the  radio  stations  by  the  Army 
Defense  Commands  for  the  purpose  of 
dissemination  to  the  listeners. 

On  May  HI,  Lt.  General  Drum  of 
the  U.  S.  Army  and  Ranking  General 
of  the  Eastern  Defense  Command,  gave 

out  a  confidential  regulation  relative 
to  the  dissemination  of  news  to  the 
public,  which  set  up  for  the  Eastern 
Defense  Comnnind  a  formula  under 
which  all  the  radio  stations  in  this 
area  would  operate  in  time  of  an  emer- 
gency. Shortly  after  this,  the  radio  stations 
in  the  Greater  New  York  area  made 
and  formed  an  organization  known  as 
Radio  Central.  The  purpose  of  this 
organization  is  to  cooperate  fully  with 
the  Eastern  Defense  Command  and  its 
Public  Relations  Section  located  at  90 
Church  St.,  New  York  City.  Radio 
Central  acts  as  a  single  disseminating 
unit  for  all  the  various  radio  stations 
located  in  this  area.  In  all,  1.5  stations, 
including  CBS,  NBC,  MBS  and  the 
BLUE  Network,  arc  members  of  Radio 
Central, 

Stations  Tied  In 
Radio  Central  has  set  up,  with  the 

full  approval  and  cooperation  of  the 
Eastern  Defense  Command,  a  broad- 

casting system  with  wires  connecting 
all  the  stations  belonging  to  the  group. 
We  have  hired  personnel  to  cover  this 
Radio  Central  24  hours  a  day,  seven 
days  a  week.  This  personnel  works 
in  cooperation  with  the  Army  person- 

nel of  the  Public  Relations  Section  at 
all  times.  Needless  to  say.  this  has 
been  done  with  great  initial  expense 
and  further  obligations  were  made  nec- 

essary for  telephone  lines,  salaries  and 
other  overhead. 

The  Executive  Committee  of  Radio 
Central  was  informed  last  week  by  the 
Public  Relations  Section  of  the  War 
Dept.  of  Order  AGO20,4,  under  date 
of  8/13/42,  This  order  calls  for  a  de- crease of  two  officers  and  four  men  in 
the  personnel  of  the  Public  Relations 
Section,  and  we  do  not  believe  that 
such  a  reduced  personnel  can  adequate- 

ly furnish  to  Radio  Central  the  infor- 
mation to  be  given  to  the  55  million 

people  who  live  in  the  Eastern  Defense 
Command  area.  This  inability  to  fur- 

nish the  information  i-enders  our  plan 
comijletely  useless. 

'Break  in  Faith' 
I  am  calling  this  to  your  attention 

for  I  believe  this  new  order  consti- 
tutes a  break  in  faith  between  the  War 

Dept.  and  the  Radio  Central  of  the 
Eastern  Defense  Command,  I  might 
add  that  this  new  order  makes  it  im- 
liossible  for  us  to  give  out  information 
quickly  and  clearly  to  the  public  dur- 

ing an  emergency  such  as  you  requested 
us  to  do  in  your  confidential  broadcast 
of  May  13, 

Obviously,  if  the,y  do  not  have  the 
manpower  necessary  to  furnish  us  with 
the  information,  we  will  be  unable  to 
receive  and  broadcast  it.  We  feel  that, 
unless  adequate  personnel  and  facili- 

ties are  maintained  in  the  Public  Re- 
lations Section  of  the  Eastei-n  Defense 

Command,  the  entire  plan  that  you 
proposed  and  that  we  have  set  up  will 
break  down,  and  all  parties  concerned 
may  be  blamed  for  errors  and  charged 
with  lack  of  coojieration,  when  those 
errors  and  that  lack  of  cooperation 
would  be  due  only  to  a  ruling  which 
failed  to  take  into  consideration  either 
the  facts  or  the  problems  faced  by 
news  disseminating  agencies,  most  par- ticularly radio, 

I  would  appreciate  having  from  you 
a  suggestion  on  how  we  might  best 
continue  our  cooperation  with  the  Bu- 

reau of  Public  Relations  of  the  East- 
ern Defense  Commands  under  the  new 

Adjutant  (Jeneral's  office  order  of  Ma,y 
13,  1942,  to  which  I  have  referred. 

GILLETTE  SPONSORS 

ARMY  GRID  SERIES 
GILLETTE  SAFETY  RAZOR  Co., 
Boston,  will  sponsor  broadcasts  of 
the  eight  game  football  series  be- 

tween the  Army  All-Stars  and 
teams  of  the  National  Professional 
Football  League  on  MBS,  it  was 
announced  Friday.  Arrangements 
worked  out  with  Army  officials  re- 

sulted in  Gillette  obtaining  exclu- 
sive broadcasting  rights  to  the 

games  for  $25,000,  which  will  be turned  over  to  the  Army  Emergency 
Relief  Fund. 

Both  the  Eastern  and  Western 
Army  All-Star  Teams  will  partici- 

pate in  the  contests  with  the  pro- 
fessional teams.  The  Western  Army 

team  will  meet  the  Washington 
Redskins  in  Los  Angeles  Aug.  30 
and  the  Chicago  Cardinals  in  Den- 

ver Sept.  6,  these  two  games  being 
broadcast  on  the  West  Coast  only. 
Frank  Bull  and  Braven  Dyre  of 
the  Don  Lee  Network  will  announce. 

Remainder  of  the  series  will  be 
broadcast  on  approximately  150 
MBS  stations,  as  follows:  Western 
Army  Team  vs.  Detroit  Lions  in 
Detroit  on  Sept.  9,  Eastern  Army 
Team  vs.  New  York  Giants  in  New 
York,  Sept.  12,  Western  Army 
Team  vs.  Green  Bay  Packers  in 
Milwaukee  Sept.  13,  Eastern  Army 
Team  vs.  Brooklyn  Dodgers  in  Bal- 

timore Sept.  16,  Western  Army 
Team  vs.  New  York  Giants  in  Syra- 

cuse, Sept.  19,  and  Eastern  Army 
Team  vs.  Chicago  Bears  in  Boston, 
Sept.  20.  Jim  Britt  of  the  Yankee 
Network  will  give  the  play-by-play 
broadcasts  of  these  six  games. 

All  eight  broadcasts  will  be  short- waved  to  the  troops  abroad,  MBS 
stated.  Maxon  Inc.  is  agency. 

Tennelly,  Wills  Back 
AMONG  the  Americans  returning 
home  from  Japan  aboard  the  Grips- 
holm,  which  docked  in  New  York 
last  week,  were  Dick  Tennelly  of 
NBC  and  Walter  R.  Wills  of  CBS, 
both  Tokio  representatives  of  their 
networks.  Tennelly,  who  was  ar- 

rested when  on  his  way  to  do  his 
broadcast  on  Dec.  8  and  who  spent 
177  days  in  solitary  confinement  in 
a  Tokio  jail,  appeared  with  other 
refugee  correspondents  on  H.  V. 
Kaltenborn's  NBC  broadcast  last Wednesday  evening. 

Beatty  Joins  NBC 
MORGAN  BEATTY,  BLUE  mili- 

tary analyst  and  commentator,  will 
join  NBC  in  the  near  future,  ac- 

cording to  the  BLUE,  which  states 
that  his  place  as  editor  of  the 
Sunday  Weekly  War  Journal  has 
been  taken  by  Roy  Porter,  who  is 
alternate  for  Earl  Godwin  on  the 
nightly  Ford  BLUE  newscast. 

Continental's  New  Show 
CONTINENTAL  BAKING  Co., 

New  York,  will  discontinue  Maud- 
ie's  Diary  on  CBS  on  Oct.  1,  at 
the  same  time  launching  on  that 

network  Bachelor's  Children,  cur- 
rently sponsored  on  NBC  by  Col- 

gate-Palmolive-Peet  Co.  for  Palm- 
olive  soap.  Bachelor's  Children  will Ibe  carried  Monday  thru  Friday 
probably  in  the  10:45-11  a.m.  pe- riod for  Wonder  Bread,  product 

now  advertised  on  Maudie's  Diary. 
Agency  for  Continental  Baking  is 
Ted  Bates  Inc.,  New  York.  Ward 
Wheelock  Co.,  New  York,  handles Palmolive. 
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BRAINS,  NOT  BRAWN  was  contribution  of  this  football-minded  eleven 
to  the  Army  Relief  Fund  game  at  the  Los  Angeles  Coliseum,  that 
city.  In  addition  to  special  programs,  broadcasters  represented  made  a 
total  of  158  transcribed  announcements  which  were  used  on  29  Southern 
California  stations.  Gathered  on  the  Camp  Cooke  (Cal.)  Army  training 
field  to  discuss  details  of  the  spot  campaign  are  (1  to  r)  :  Jack  Lyman, 
producer  of  NBC,  Hollywood;  Paul  Langford,  announcer  of  KPAS,  Pasa- 

dena, Cal.;  Cliff  Battles,  backfield  coach;  Major  Wallace  Wade,  head 
coach;  Hank  Weaver,  announcer  of  BLUE,  Hollywood;  Col.  J.  C.  Butner; 
Frank  Bull,  game  publicity  head;  Lt.  Col.  Harold  Browne,  line  coach; 
Roy  Chambers,  trainer;  Doug  Hatton,  KMTR,  announcer. 

HOWARD  CLOTHES 

IN  NEW  CONTRACT 
HOWARD  CLOTHES,  New  York, 
has  just  signed  a  contract  calling 
for  participations  in  a  number  of 
the  most  popular  programs  on 
WNEW,  New  York,  which  will  give 
this  retail  clothing  chain  more  than 
five  hours  a  week  of  sponsorship 
on  the  station  for  26  weeks,  begin- 

ning Sept.  7. 
Deal  is  unusual  in  that  partici- 

pations are  all  in  live  programs, 
rather  than  transcribed  announce- 

ments. Norman  Livingstone,  ac- 
count executive  for  Redfield-John- 

stone,  New  York,  agency  placing 
the  account,  will  assist  the  WNEW 
staff  in  producing  the  Howard  pro- 
grams. 

The  Howard  schedule  on  WNEW 
includes  five  10-minute  periods  a 
week  on  the  early  morning  Hal 
Moore  program,  Start  the  Day 
Right;  five  five-minute  spots  week- 

ly on  the  Zeke  Manners  Hillbilly 
Gang  show,  also  in  the  morning; 
three  quarter-hours  weekly  of 
Martin  Block's  Make-Believe  Ball- 

room; five  10-minute  periods  per 
week  on  the  evening  Dance  Parade 
series;  five  quarter-hour  spots 
weekly  on  the  all-night  program, 
Milkman's  Matinee,  and  sponsor- 

ship of  two  newscasts  a  week  by 
John  B.  Kennedy  plus  this  commen- 

tator's half-hour  Sunday  interview 
program.  Knowing  the  News. 

Programs  will  be  promoted  with 
prominent  window  displays  in  the 
35  metropolitan  outlets  of  the  How- 

ard   chain    of    stores,  featuring 

If  We  Lose 
DRAMATIZING  what  would 
happen  if  the  Nazis  were 
victorious,  staff  members  of 
WFBL,  Syracuse,  portrayed 
themselves  in  a  program  that 
included  "Quislings"  and 
"Fifth  Columnists."  One  of 
the  series.  Of  Thee  We  Sing, 
which  the  station  has  offered 
for  the  past  30  weeks  to 
promote  the  war  effort,  the 
broadcast  was  written  by 
Jack  O'Neil. 

blown-up  photographs  of  the 
WNEW  artists  appearing  for  How- 

ard, and  by  display  signs  within 
the  stores  and  giveaway  cards.  The 
program  talent  will  also  make  oc- 

casional appearances  at  the  stores 
to  aid  the  sale  of  War  Bonds.  How- 

ard's newspaper  advertising  will also  devote  space  to  call  attention 
to  the  broadcasts. 

Previous  radio  advertising  used 
by  the  clothing  chain  has  been 
chiefly  network.  Last  winter  How- 

ard sponsored  Bulldog  Drummond 
on  eight  MBS  stations. 

Hecker  Plans 

HECKER  PRODUCTS  Corp.,  New 
York,  may  resume  sponsorship  of 
Lincoln  Highway  on  NBC  for  Shi- 
nola  shoe  polish,  although  no  con- 

firmation could  be  obtained  from 
Benton  &  Bowles,  New  York,  agen- 

cy in  charge  of  the  account,  which 
had  sponsored  the  program  for  two 
years,  discontinuing  it  June  6  be- 

cause of  packaging  difficulties.  Com- 
pany is  currently  running  a  spot 

campaign  for  Jet  Oil  [Broadcast- 
ing, June  8],  using  one-minute transcribed  announcements  on  35 

stations,  beginning  Aug.  17  and 
continuing  until  Nov.  28. 

'Superman'  on  Don  Lee 
DON  LEE  Network  has  purchased 
the  broadcasting  rights  to  Adven- 

tures of  Superman  for  release  on 
its  31  Pacific  Coast  stations  five 
times  weekly  beginning  Aug.  31. 
Broadcasts  will  be  released  Mon- 

day through  Friday,  5:15  to  5:30 
p.m.  (PWT).  The  series  will  start 
out  on  a  sustaining  basis.  Don  Lee 
has  launched  a  huge  promotion 
campaign  in  connection  with  the 
feature. 

IN  TWO  WARS 

Elmer  Wilrich,  1918  Veteran 
 Drafted  by  Army  

HISTORY  repeated  for  Elmer 
Wilrich,  for  seven  years  sales  man- 

ager of  WTMV,  East  St.  Louis, 
who  was  recently  drafted  into  his 
second  soldiering  job.  Just  24  years 
after  he  was  called  to  fight  the 
Kaiser,  Mr.  Wilrich,  46  pounds 
heavier,  but  still  1-A,  was  induct- el  into  service. 

Mr.  Wilrich  looks  forward  to  a 
more  comfortable  uniform  and  bet- 

ter food  than  he  had  at  Camp 
Bowie,  Tex.  in  1917.  He  leaves  his 
WTMV  post  to  Edward  W.  Paro, 
formerly  of  KSD  and  KMOX.  St. 
Louis,  who  is  well  known  in  local 
and  national  advertising  fields. 

Command  Performance 

SPECIAL  production  of  the  War 
Department,  Bureau  of  Public  Re- 

lations Radio  Branch  show  Com- 
mand Performance  was  held  in  the 

National  Theatre,  Washington,  last 
Sunday  before  a  packed  house  of 
servicemen  and  Washington  offi- 

cials. More  than  a  dozen  stars 
of  stage,  screen  and  radio  were  in 
the  cast,  including  Bing  Crosby, 
Kay  Kyser  and  his  orchestra, 
Dinah  Shore,  Edward  Arnold, 
Greer  Garson,  Charles  Laughton, 
James  Cagney,  Ann  Rutherford, 
Irene  Dunne,  Hedy  LaMarr,  Abbott 
&  Costello,  Larry  Adler  and  Dr. 
Frank  Black.  A  weekly  program 
shortwaved  to  Army  outposts 
throughout  the  world,  Command 
Performance  has  been  on  the  air 
six  months. 

FDR  TO  BE  HEARD 

IN  THREE  SPEECHES 

PRESIDENT  ROOSEVELT  will 
address  the  nation  in  three  broad- 

casts, all  scheduled  to  be  carried 
on  the  four  major  networks  within 
a  period  of  eight  days.  Highlight 
of  the  three  talks  will  be  the  Labor 
Day  broadcast,  Sept.  7,  sometime 
between  10  and  11  p.m.,  when  the 
President  will  give  the  nation  his 
views  on  inflation  and  the  rising 
cost  of  living. 

First  of  the  addresses  will  be 
Aug.  31.  on  the  occasion  of  the 
dedication  of  the  new  Navy  Medi- 

cal Center  in  Bethesda,  Md.  and 
the  one  hundredth  anniversary  of 
the  founding  of  the  Navy's  Bureau of  Medicine  &  Surgery.  Speech 
will  be  heard  at  4:30  p.m.  Arrange- 

ments are  being  made  for  the  talk 
to  be  shortwaved  to  all  Navy  units 
and  hospitals  throughout  the  world 
where  representatives  of  the  bu- 

reau of  Medicine  and  Surgery  are on  duty. 

The  President  will  be  heard 
three  days  later,  Sept.  3  in  a 
broadcast  scheduled  for  12:30  p.m. 
in  an  address  directed  to  the  Inter- 

national Student  Service  As- sembly. 

The  President  broke  all  radio  au- 
dience records  with  his  Dec.  8 

and  Dec.  9  speeches,  as  rated  by 
the  Cooperative  Analyses  of 
Broadcasting.  His  appeal  for 
declaration  of  war,  at  noon  the  day 
after  Pearl  Harbor  attained  a  rat- 

ing of  65.7  %  and  the  all  night-time 
listening  levels  with  a  rating  of 
83  ff. 

AMERICA'S  LEADING  FOREIGN  LANGUAGE  STATION 

WIN 
your  share  of  the  $250,000,000  being 

spent  yearly  for  daily  necessities  by 
550,000  *  Poles  in  the  Metropolitan 
Area. 

LOSE 
no  time — Investigate  the  success  story 
of  1 4  advertisers  using  our  Polish  hours 

for  a  total  of  73  **  years. 

DRAW 
satisfactory  profits  by  reaching  this 
market  efficiently  and  at  an  extremely 

low  cost.  Our  facilities  make  this  pos- 
sible. 

U.  S.  1940  Census  Figures 
*  *  Details  on  Request 

1480  Kilocycles  Full  Time  Operation 

WHOM 

JOSEPH  LANG,  Gen.  Mgr. 

Tel.— PLaza  3-4204  29  West  57th  Street,  N.Y.C 
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CLARK 
c 

synonym  for 

QUALITY 

TRANSCRIPTION 

PROCESSING 

^Think  of  quality  transcrip^" tion  processing  and  you 

think  of  CLARK.  That's  na- 

tural as  ABC.  Since  radio's 
pioneer  days  CLARK  has 

been  the  symbol  for  pride  of 

workmanship  and  depend- 

ability of  performance.  All 
over  America  electrical 

transcriptions  bear  the 

stamp  of  CLARK  experi- 

ence. Today  nearly  every 

sizable  transcription  pro- 
ducer is  a  CLARK  client. 

How  about  you? 

Phonograph  Record  Co. 

216  High  St.  Humboldt  2-0880 

221 N.  LaSalle  St.  Central  5275 

Rockefeller 

{Continued  from  page  18) 
scription  projects  will  be  Great 
Artist  Series,  which  went  into  pro- 

duction late  in  August.  This  will 
be  a  series  of  52  one-hour  pro- 

grams offering  the  greatest  show 
names  in  the  United  States  to 
Latin  American  listeners. 

Featured  will  be  such  artists  as 
Bing  Crosby,  Nelson  Eddy,  Gladys 
Swarthout,  Conrad  Thibault, 
Yehudi  Menuhin,  Kay  Kyser,  Kate 
Smith,  Irving  Berlin,  Xavier  Cugat, 
Deanna  Durbin,  and  dozens  of 
others  who  have  offered  their  talent 
liberally  and  whose  work  is  super- 

vised largely  in  the  OCIAA  Holly- 
wood office  headed  by  Jack  Runyon. 

Plans  are  now  underway  to  obtain 
for  this  series  the  greatest  dis- 

tribution of  any  single  program 
broadcast  in  Latin  America. 

Advertiser  Cooperation 

Another  phase  of  the  Radio  Di- 
vision's activity  which  is  now 

getting  increased  attention  is  ex- 
port advertiser  cooperation.  The 

Division's  objective,  according  to 
Mr.  Francisco,  is  twofold — to  en- 

list the  cooperation  of  advertisers 
now  using  Latin  American  radio 
in  giving  increased  attention  to 
Pan  American  solidarity  in  their 
programs;  and  to  encourage  non- 
advertisers  to  become  active. 

Mr.  Rockefeller  recently  ex- 
tended invitations  to  some  500  ex- 

port advertisers  to  cooperate  in  a 
broad  plan  that  is  to  include  not 
only  radio  but  newspapers,  maza- 
zine,  and  other  media  distributed 
throughout  Latin  America. 

While  the  Radio  Division's  chief 
concern  is  telling  Latin  America 
about  its  Northern  neighbor,  it 
also  is  active  in  disseminating 
news  about  Latin  America  to 
U.  S.  listeners.  In  this  effort,  net- 

works, transcription  companies  and 
wire  syndicate  services  are  cooper- 

ating. A  series  of  programs  titled 
the  South  American  Way,  re- 

leased by  the  OCIAA,  was  recently 
sent  by  Standard  Radio  to  its  list 
of  300  U.  S.  radio  stations.  An- 

other program.  Let's  be  Neighbors, 

^EVD
 

NEW  YORK'S  STATION  OF 
DISTINCTIVE  FEATURES 

NOW 5000 WATTS 

The  nniqne  position  of  WEVD  with  a  large 
Bcction  of  Metropolitan  New  York's  radio audience  is  evidenced  by— 

(1).  The  feature  boxes  of  newspaper 
radio  program  pages 

(2.)  The  large  number  of  famous  adver- tisers on  the  station  continuously 
year  after  year, 

4sk    jor   "Who's    Who   On    WEVD**   .   .  . tent  on  request. 

STAR  STUDENT  of  the  NBC-Northwestern  U  Summer  Radio  Institute 
selected  by  faculty  members  is  Ann  Keith  (second  from  left),  dramatics 
teacher  of  Winnetka,  111.,  high  school.  A  check  for  full  tuition  and  a 
graduation  certificate  elicits  a  smile  from  Miss  Keith  as  Harry  C.  Kopf 
(left),  vice-president  and  general  manager  of  NBC-Chicago,  makes  the 
presentation.  Onlookers  are  Judith  Waller,  public  service  director  of 
NBC-Chicago,  and  Albert  Crews,  director  of  the  Institute  and  chairman 
of  the  radio  department  of  Northwestern  U. 

produced  in  cooperation  with 
Transamerican  and  especially  re- 

corded in  Mexico  City,  is  being  re- 
leased to  720  U.  S.  stations. 

2,000  Programs 

By  the  end  of  this  summer,  the 
OCIAA  Radio  Division  will  have 

arranged  or  released  material  in  co- 
operation with  nearly  2,000  indi- 

vidual commercial  radio  programs 
carried  on  the  four  U.  S.  networks, 
ranging  from  single  announcements 
within  a  program  to  complete  pro- 

grams. "It  can  be  expected  that  the 
activities  of  the  Radio  Division 
will  be  greatly  accejerated  within 
the  next  few  months,"  Mr.  Fran- 

cisco stated  to  Broadcasting.  "The 
scope  and  urgency  of  our  activities 
can  be  gauged  by  the  fact  that  six 
months  ago  our  office  was  concerned 
solely  with  two  news  programs  a 
week.  Today  we  have  an  elaborate 
project  of  dramatic,  musical  and 
documentary  shortwave  broadcasts, 
to  say  nothing  of  our  rapidly  grow- 

ing transcription  activity." 

WEVD 
117-119  West  46th  St.,  New  York,  N.  T. 

NBC  War  Aid  Rises 

AN  INCREASE  in  time  and  facil- 
ities alloted  to  the  war  effort  dur- 

ing the  first  half  of  July  is  re- 
ported by  NBC  with  the  announce- 

ment that  it  devoted  51  sustaining 
shows  for  a  total  of  19  hours  and 

5  minutes  to  the  nation's  war  pro- 
gram July  1-15,  as  compared  to 

45  programs,  totaling  16  hours 
and  22  minutes  of  time  during  the 
last  two  weeks  in  June.  Total  time 
set  aside  for  this  purpose  in  the 
first  two  weeks  in  July,  including 
commercials  and  announcements, 
was  27  hours,  and  27  minutes,  as 
against  25  hours  and  8  minutes  for 
the  preceding  two  weeks 

News  for  Down  Under 
JOHN  B.  HUGHES.  MBS  West 
Coast  commentator,  has  added  a  re- view of  national  news  events  for 
shortwaving  to  the  AEF  in  Austra- 

lia, to  his  schedule  of  four-weekly 
programs  on  MBS.  The  Australian 
newscast  is  recorded  and  flown  to 
San  Francisco,  then  beamed  to  Aus- 

tralia. At  the  other  end,  the  Aus- 
tralian Broadcasting  Co.  transcribes 

and  rebroadcasts  the  program. 

WGEO  Begins  Operating 

New  100-kw  Transmitter 
NEW  100,000-watt  shortwave 
transmitter,  is  now  operating  full 
strength  for  WGEO,  one  of  the 
two  General  Electric  international 
broadcasting  stations  at  Schenec- 

tady, N.  Y.  The  transmitter  re- 
places one  of  equal  power  released 

at  Government  request  last  Decem- 
ber to  KWID,  San  Francisco  to 

increase  California  shortwave  facil- 
ities in  combatting  Japanese  prop- 

aganda in  the  Pacific. 
WGEO  beams  English  language 

programs  to  American  forces  in 
the  Pacific.  In  addition,  it  carries 
English,  Spanish  or  Portugese  pro- 

grams to  South  America,  and  Czech 
and  English  programs  to  Europe. 
Like  its  sister  station  at  Schenec- 

tady, WGEA,  the  new  100,000  watt 
unit  uses  Alexanderson  directional 
antenna  which  increases  power  in 
a  given  direction  10  to  20  times. 

Radio  Construction 
TO  FAMILIARIZE  prospective 
customers  with  the  various  types  of 
construction  performed,  Lockwood 
Greene  Engineers,  New  York,  have 

prepared  a  pictorial  brochure  de- picting the  variety  of  projects 
completed  by  the  company.  In 
radio,  work  has  been  done  for 
WSYR,  Syracuse;  WABC,  New 
York;  WBT,  Charlotte;  WJSV, 

Washington ;  Westinghouse  Elec- tric and  Mfg  Co.;  WEAF,  New 
York;  WJZ,  New  York  and  WRC, 
Washington. 

"Are  you  sure.  Sir,  we  won't  be 
interfering  with  the  reception  of 

WFDF  Flint  Michigan?" 
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CONTRO 

I  ROOM 

HUBERT  BROWN,  formerly  of 
WFBC,  Greenville,  S.  C,  and  Rich- 

ard Adams  from  WLAP,  Lexington, 
have  joined  the  engineering  staff  of 
WKRC,  Cincinnati.  They  replace 
Max  Kimbrel,  now  at  Great  Lakes 
Training-  School,  and  Kenneth  Cox, 
who  joined  WJSV,  Washington. 
CLIFF  MILLER,  transmitter  engi- 

neer of  KOY,  Phoenix,  has  joined 
the  Army  Air  Force  as  second  lieu- 

tenant. Blair  Austin,  formerly  traf- 
fic department  secretary,  has  been 

assigned  to  the  control  room. 
RICHARD  TROMPETER,  former- 

ly studio  engineer  of  KFRU,  Colum- 
bia, Mo.,  is  now  a  transmitter  main- 

tenance man  at  KSD,  St.  Louis. 
ZACK  YATES,  graduate  of  Capitol 
Radio  Engineering  Institute,  Wash- 

ington, is  now  on  the  engineering  staff 
of  WTAR,  Norfolk,  Va.  Robert  Royal, 
another  CREI  graduate,  is  with 
WPTF,  Raleigh,  N.  C. 
JOHN  W.  CHRISTENSEN.  trans- 

mitter operator  of  KSL,  Salt  Lake 
Cit.v,  has  joined  the  research  staff  on 
national  defense  at  Harvard. 

ARTHUR  SEATON,  engineer  of 
KSAL,  Salina,  Kan.,  has  joined  a 
nearby  construction  company  engaged 
in  war  work. 
DICK  KULP  and  Bruce  Carter  have 
been  added  to  the  control  staff  of 
WTTM,  Trenton,  N.  J. 

i  EDWARD  L.  MYERS,  engineer  of 
WHN,  New  York,  is  on  active  duty 
as  first  class  petty  officer  with  the 
Coast  Guard. 
BOB  MORRISON,  chief  engineer 
and  vice-president  of  WMRN,  Mar- 

ion, O.,  was  the  father  of  a  son  born 
August  17. 

FRANK  CASTANIB,  assistant  su- 
pervisor in  the  engineering  depart- ment of  KMOX,  St.  Louis,  has  been 

commissioned  a  first  lieutenant  in  the 
Army  Air  Forces,  Troop  Carrier 
Command,  Miam''  Beach.  He  has  been replaced  at  KMOX  by  Gene  Poteet, 
former  studio  technician  for  the  St. 
Louis  police  radio  department. 
CARL  CAMPBELL,  engineer  of 
CBS,  Hollywood,  has  been  inducted 
into  the  Army. 
CLIFFORD  MacDONALD,  recording 
engineer    of   KHJ,    Hollywood,  and 

I  Iris  Ray  Burle.son  of  Inglewood,  Cal., 
'  were  married  Aug.  14. 
OLIVER  SUMMERLIN,  control  en- 

gineer of  WBT,  Charlotte,  N.  C,  has 
joined  the  Navy's  communication branch. 
FLIGHT  LT.  W.  W.  GRANT  and 
Flying  Officer  A.  G.  Sheffield,  of  the 
operating  staff  of  CBK,  Watrous, 
Sask..  have  joined  the  Royal  Canadian 
Air  Force. 

GORDON  FRASER  and  Leslie  Jack- 
son, studio  operators  of  the  Canadian 

Broadcasting  Corp.,  Winnipeg,  have 
joined  the  Royal  Canadian  Air  Force. 
JOHN  GIBBS,  formerly  engineer  of 
KOY,  Phoenix,  recently  graduated  as 
second  lieutenant  from  the  Officers' 
Training  School  at  Scott  Field,  111. 

PILOT  ENGINEERS 

Of  WJR  Now  Serving  With 
 Civil  Air  Patrol  

TWO  CONTROL  engineers  of 
WJR,  Detroit,  are  up  in  the  air — literally. 

Convinced  of  the  importance  of 
staying  on  their  radio  jobs  but 
still  eager  to  contribute  something 
to  the  war  effort,  William 
Haboush  and  Nel  Nolan,  both  of 
the  WJR  engineering  staff,  are  ac- 

tive in  the  Civil  Air  Patrol,  the 
former  as  a  pilot  and  the  latter  as 
communications  officer.  Haboush 
recently  was  named  commander  of 
Squadron  632-2  with  126  members, 
58  of  whom  are  pilots.  One  of  the 
members  of  Haboush's  squadron  is Gar  Wood,  famed  boat  racer. 

With  a  patrol  base  in  Louisiana, 
the  Michigan  Civil  Air  Patrol  is 
supplying  flyers  and  planes  to 
patrol  the  Gulf  of  Mexico  against 
the  submarine  menace.  The  ships 
patrol  in  pairs  covering  an  area 
extending  about  eighty  miles  from 
the  coast. 

C.  T.  JAMES  of  McNary  and  Wrath- 
all,  radio  engineers,  Washington,  has 
been  commissioned  a  lieutenant  in  the 
Naval  Reserve. 
HUGH  COLLINS,  formerly  of  the 
transcription  department  of  WHK- 
WCLE,  Cleveland,  has  joined  WRRN, 
Warren,  O. 
WALTER  CARRUTHERS,  sound 
technician  of  KHJ,  Hollywood,  has 
joined  the  National  Division  of  Radio 
Research,  San  Diego,  as  an  associate 
engineer. 
GEORGE  LEWIS,  acting  technical 
supervisor  of  WCAU,  Philadelphia, 
became  the  father  of  a  son,  George 
Paul,  born  Aug.  21. 

RMA  Completes  Work 

On  Transmitter  Group 
COMPLETION  of  the  new  Radio 
Manufacturers  Assn.  transmitter 
division  was  announced  and  a  pro- 

gram adopted  to  aid  its  function  at 
a  meeting  of  the  division's  execu- tive committee  in  New  York,  Aug. 
19.  With  G.  W.  Kenyan  presiding 
as  chairman,  the  executive  commit- 

tee selected  Walter  A.  Evans,  West- 
inghouse  Electric  Mfg.  Co.,  to  rep- 

resent the  division  on  the  board  of 
directors,  together  with  W.  P.  Hil- 
liard,  Bendix  Radio. 
A  committee  organization  was 

arranged  for  the  transmitter  divi- 
sion consisting  of:  B.  Ray  Cum- 

mings,  Farnsworth  Television  & 
Radio  Corp.,  Fort  Wayne;  T.  A. 
Smith,  RCA  Mfg.  Co.,  Camden, 
N.  J.;  Charles  M.  Srebroff,  Radio 
Engineering  Lab.,  New  York,  and 
C.  J.  Burnside,  Westinghouse  Elec- 

tric &  Mfg.  Co.,  Baltimore. 

TO  FILL  a  Sunday  television  void 
heretofore  existing  in  the  New  York 
City  area  W2XWV,  the  video  outlet 
of  the  Allen  B.  DuMont  Labs.,  is  now 
broadcasting  more  than  an  hour's  en- tertainment each  Sunday  starting  at 
8:30  p.m. 

TO  SELL  ARIZONA 

19 

PHOENIX 

9  9  W  K  C  BLAIR 

"That  [xplains  the  Coverage"  ^ 

CBS 
 COMPANY Affiliate  Station  WLS  Chicago 

Roy  A.  Weagant 

ROY  A.  WEAGANT,  pioneer  ra- 
dio engineer  and  inventor  and  win- 
ner of  the  Morris-Liebmann  award 

in  1919  for  his  invention  of  a  device 
for  eliminating  static  interference 
with  wireless  messages,  died  Aug. 
23  in  Sherbrooke  Hospital,  New- 

port, Vt.j  at  the  age  of  61.  A 
graduate  of  McGill  U,  Mr. 
Weagant  was  chief  engineer  of 
Marconi  Wireless  Telegraph  Co. 
from  1915-1920  and  consulting  en- 

gineer of  RCA  for  the  next  four 
years.  In  1924  he  became  vice- 
president  and  chief  engineer  of  De 
Forest  Radio  Co.  and  recently  he 
served  as  consultant  and  patent  ex- 

pert of  RCA.  He  is  survived  by  his 
widow,  Isobel  L.  Reichling 
Weagant. 

'Ham'  Ingenuity 

MATERIAL  shortages  offered  con- 
siderable trouble  to  radio  amateurs 

setting  up  the  new  War  Emer- 
gency Radio  Service  for  emergency 

communication  between  air-raid 
wardens,  police,  ambulance  and 
other  strategic  services,  but  native 
ingenuity  came  to  the  rescue.  The 
nation's  accumulation  of  discarded 
broadcast  receivers  is  being  tapped 
for  salvageable  equipment.  Though 
the  parts  they  contain  are  not  use- 

ful for  shortwave  transmitters  and 
receivers,  the  amateurs  are  getting 
metal  and  wire  to  make  parts 
which  cannot  be  bought  over  the 
counter.  Some  things,  like  vacuum 
tubes  and  filter  condensers,  cannot 
be  made  at  home  but  by  concentrat- 

ing on  primary  types  manufact- 
urers can  meet  most  important 

needs. 

DR.  WHEELER  NAMED 

FOR  IRE  PRESIDENCY 

MAIL  BALLOTS  covering  elec- 
tion of  1943  officers  of  the  Institute 

of  Radio  Engineers  were  received 
by  the  membership  last  week,  with 
Dr.  Lynde  P.  Wheeler,  chief  of 

the  FCC  Engineering  Department's technical  information  section  the 
single  nominee  for  president.  The 
ballots  must  be  returned  by  Oct. 
26,  after  which  they  will  be  counted 
and  the  elections  announced. 

Nominated  for  vice-president,  an 
honorary  post  which  annually  goes 
to  a  distinguished  foreigner  promi- 

nent in  radio,  was  Frederick  S. 
Barton,  chief  of  the  British  Air 
Commission's  radio  division  in 
Washington. 

Six  were  nominated  for  directors, 
three  to  be  elected:  Prof.  Wilmer 
L.  Barrow,  Massachusetts  Insti- 

tute of  Technology;  Prof.  Carl  C. 
Chambers,  U  of  Pennsylvania; 
Elmer  W.  Engstrom,  director  of 
RCA  Princeton  Laboratories ; 
Frederick  R.  Lack,  vice-president 
and  manager,  Western  Electric 
radio  division;  Frederick  B. 
Llewellyn,  circuit  research  engi- 

neer, Bell  Laboratories;  Harold  A. 
Wheeler,  Hazeltine  Service  Corp. 

PAT  V.  JAMES,  Laurel,  Miss.,  trad- 
ing as  the  N-A  Co.,  selling  a  medicinal 

preparation  variously  designated  as 
N-A  7,  Vicine,  Nature's  Aid  and  N-A, has  been  ordered  by  the  Federal  Trade 
Commission  to  cease  and  desist  certain 
representations  of  his  product.  The 
FTC,  in  its  order,  finds  that  James, 
through  broadcasting  and  other  media, 
has  made  a  number  of  claims  for  the 
product  which  "are  grossly  exaggerat- 

ed, false  and  misleading.'' 

Tired  of  Boasting? 

Are  you  one  of  the  manufacturers  whose  output  goes 

to  the  war  effort  .  .  .  who  wants  to  preserve  friendly 
relations  with  the  public? 

Do  you  feel  the  public  is  getting  a  little  tired  of  big 

space  advertisements  that  say  "What  a  fine  fellow 

am  I?" 
Then  here's  a  suggestion.  Just  be  a  good  fellow  .  .  . 
entertain  the  public.  Give  them  the  kind  of  radio  shows 

they  want,  over  Ontario's  most  popular  station — and 

sign  your  name  to  it!  They'll  appreciate  it  and  re- member you! 

CFRB 

TO  R  O  NTO 

860  KILOCYCLES 
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Shortwave  Policy 
(Continued  from  page  13) 

them  because  it  was  played  after  a 
speaker  from  Belgium  sat  down,  I 
was  told  in  great  surprise  by  the 
spectator  next  to  me  that  it  was 
the  Internationale!) 

5.  Remember  the  over-the-shoul- 
der  listener. 

This  is  a  rather  obvious  sugges- 
tion, but  it  is  mighty  easy  to  send 

along  a  program  one  night  to  one 
country  complimenting  that  nation 

on  having  the  finest  roads,  we'll 
say,  in  South  America,  and  another 
program  to  another  country  a  night 
or  two  later  saying  the  same  thing 
to  the  second  country.  They  do  not 
need  to  be  next  door  neighbors  to 
hear  both  programs.  (I  sit  in  Wash- 

ington very  often  listening  to 
broadcasts  from  London  intended 
for  South  Africa — .just  to  give  you 
an  idea  of  the  spread  of  even  direc- 
tionalized  signals.) 

6.  Always  say  when  the  next  pro- 
gram in  the  language  in  which  you 

are  speaking  will  he  heard. 
This  is  particularly  important 

for  American  shortwave  stations, 
for  we  are  probably  faced  with  a 
tougher  language  coverage  problem 
than  any  of  the  other  big  broad- 

casting nations.  And,  a  listener  who 
speaks  but  one  language  is  asked 
for  too  much  when  he  is  asked  to 
listen  through  several  broadcasts 
of  a  strange  language  to  be  sure 

MR.  TIME  BUYER- 

This  Fall  and  Winter  WSOC  will  carry 

more  NBC  commercials  than  ever  be- 

fore — 
This  means  more  listeners  to  your  spot 

message. 

Why  not  call  the  nearest  Headley-Reed 

Co.  office  for  availabilities — 

Sincerely, 

WSOC 

CHARLOTTE,  N.  C.         •  NBC 

National  Rep. 

HEADLEY  -  REED  CO. 

NEW  YORK      -      ATLANTA      -      SAN  FRANCISCO      -  CHICAGO 

PIGSKIN  SELLING 

This 

20  page  5  color  Brochure 

ANSWERS 

THE  PROBLEMS 

OF  SELLING 

BY 

FOOTBALL 

your  copy 

(If  you're  a  Station  or  Agency) 
at 

RADIO  EVENTS,  INC. 
535  5th  Ave.,  N.  Y.  C. 

PAID  RADIO  COLUMN  I 

WCAU  Buys  Daily  Section  in  I 

 Local   Newspaper  ' 
A  RADIO  CHATTER  column,  as 
paid  advertising,  was  introduced  as 
a  station  promotion  stunt  in  the 
Philadelphia  Inquirer  by  WCAU, 
Philadelphia.  In  treatment  of  news, 
typography  and  general  format,  it 
has  the  style  and  appearance  of  a 
regular  editorial  radio  column  copy, 
complete  with  title.  This  Is  Radio, 
and  a  by-line,  LeRoy  Hayden,  pen 
name  hiding  the  identity  of  Ken 
Stowman  and  Harry  Murdock,  the 
station  publicists. 

While  items  for  the  most  part 
cover  WCAU  and  CBS,  the  column 
also  draws  from  the  other  networks 
without  mentioning  call  letters.  The 
column  appears  daily  in  the  In- 
quirer  and  utilizes  space  on  a  swap 
arrangement  with  the  newspaper. 
A  slug,  in  small  type,  identifies  the 
column  as  an  "advertisement".  At 
the  present  time,  no  Philadelphia 
newspaper  carries  a  daily  radio 
news  or  chatter  column.  It  is  also 
intended  by  the  station  to  syndi- 

cate the  column  to  newspapers  in 
the  station's  average  area. 

not  to  miss  the  next  one  in  his  own 
language.  Special  program  sequen- 

ces, of  course,  require  special  treat- 
ment. Some  very  excellent  treat- 
ments are  on  the  American  short- 

wave air  today. 

7.  Apply  American  radio  show- 
manship methods  to  all  programs. 

There  are  those  who  believe  that 
a  program  produced  for  foreign 
consumption  should  be  presented  in 
the  format  usually  used  in  that  na- 

tion. Anyone  who  listens  to  foreign 
programs  for  very  long  will  wonder 
how  the  listener  has  stood  for  it  so 
long.  There  can  be  little  doubt  that 
the  extraordinarily  fine  production 
technique  developed  in  the  highly 
competitive  commercial  American 
system  of  radio  will  be  equally  ef- 

fective abroad.  Thei-e  is  no  better 
way  to  demonstrate  our  abilities 
than  in  this  way;  it  shows  us  for 
what  we  are — alive,  vivid  and  on 
the  ball. 

We  Can  Be  Dominant 

If  this  is  done,  we  stand  to  be  in 
the  future  the  dominant  broadcast- 

ing nation  in  the  world,  just  as  we 
are  tops  domestically  now.  The  race 
for  international  radio  associations 
is  on,  and  our  amazing  ability  in 
this  direction  gives  us  an  edge  we 
cannot  toss  aside.  World  lines  and 
associations  and  markets  are  being 
thrown  topsy  turvey  today  by  the 
war  and  our  radio  signal  will  be 
the  first  to  represent  our  interests 
wherever  we  want  them  represented 
as  the  pieces  fall  to  the  floor  and 
begin  to  form  a  peacetime  pattern. 

It's  a  stupendous  job,  well 
started. 

HOLLYWOOD  news  and  music  will 
be  featured  in  an  NBC  shortwave 
series  titled  Highlights  From  Holly- 
ivood  which  will  be  beamed  to  Europe 
each  Saturday,  starting  Sept.  5  and 
to  Latin  America  on  Tuesday,  starting 
Sept.  8. 

Television  and  FM  ' 

Await  War's  End Wakefield  Sees  Two  Arts  ae 

Bright  Spot  in  Future 
TELEVISION  and  FM  broadcast-  1 
ing  appear  as  the  bright  spots  in 
the  post-war  radio  picture.  Com- 

missioner Ray  C.  Wakefield  told 
the  Public  Utility  Section  of  the  i 
American  Bar  Assn.,  meeting  in  ;  I 
annual  convention  in  Detroit  last  \ 
Tuesday.  i 

Mr.  Wakefield  expressed  the  hope  J 
"that  just  as  radio  emerged  from  t 
the  first  World  War  as  an  indus-  I 
try  of  great  national  significance,  | 
the  coming  of  peace  will  find  ra- 

dio an  even  more  advanced  medium  \ 
of  communication."  He  said  that  In 
television  and   FM  present  "dis-  k 
tinct  possibilities"  as  post-war  in-  si 
dustries  "to  take  up  the  inevitable 
slack  in  employment  and  produc- 

tion that  comes  with  the  release  of 
armed  forces  and  the  closing  of  war 

industries." Subversive  Activity 

War  work  of  the  Commission 
was  dealt  with  to  some  extent  by 
Mr.  Wakefield,  particularly  the 

work  of  the  FCC's  Foreign  Broad-  ! 
cast  Intelligence  Service  which  he 
said  was  a  "comprehensive  agen- 

cy for  detecting  subversive  activity 

on  the  air". He  explained  that  the  FBIS  had 
grown  from  a  "small  but  capable 
staff  of  monitors  whose  primary  : 

duty  was  to  'police'  the  air"  to a  unit  now  employing  more  than 
700  persons.  It  was  explained  that 
the  FBIS  does  not  attempt  coun- 

ter-propaganda— it  furnishes  its 
findings  to  other  Government  agen- 

cies set  up  for  that  purpose  such 
as  the  Office  of  War  Information 
and  Coordinator  of  Inter-American Affairs. 

The  major  portion  of  Mr.  Wake- 
field's address  was  devoted  to  the 

regulatory  problems  the  FCC  has  i 
faced  since  Pearl  Harbor.  Partic- 

ular emphasis  was  placed  on  the 
communications  needs  of  the  mili- 

tary, especially  in  the  telephone  ' 
and  telegraph  fields.  This  has  com-  ' 
plicated    the   regular   or  routine 
work  of  the  FCC,  he  said,  in  ad-  i 
dition  to  creating  new  duties. 

WRUL  Names  Cooke 

DWIGHT  COOKE,  producer  of 
Drew  Pearson's  Sunday  evening 
news  broadcasts  on  the  BLUE,  has 
been  appointed  program  director  of 
WRUL,  Boston  international  sta- 

tion. He  succeeds  Douglas  Schnei- 
der, who  has  joined  the  New  York 

staff  of  the  Office  of  War  Informa- 
tion as  assistant  head  of  the  pro- 
gram division,  and  like  Mr.  Schnei- 

der he  will  make  his  headquarters 
in  WRUL's  New  York  offices.  Mr. 
Cooke,  who  will  continue  handling 
Drew  Pearson's  show  for  the  time 
being,  has  been  a  consultant  to 
WRUL  for  the  last  six  months.  As 
a  free-lance  producer  he  assisted  in 
the  start  of  the  Chase  &  Sanborn 
Hour,  was  at  one  time  editor  of  the 
March  of  Time  broadcasts  and  was 
a  member  of  the  CBS  program  de- 

partment. 
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■  NBC  COORDINATOR  of  program  promotion,  Irene  Kuhn,  is  guest  of 
honor  at  a  luncheon  arranged  by  officials  of  WOW,  Omaha,  during  a 
recent  western  speaking  tour.  At  Mrs.  Kuhn's  left  is  De  Emmett  Brad- 

.  shaw,  president  of  Woodmen  of  the  World,  owners  of  WOW. 

LOANS  STIMULATED  BY  RADIO 

Los  Angeles  Bank  Finds  Medium  Sustains 

 Business  Hit  By  War  Curtailments  

"DURING  the  past  several  years, 
radio  advertising  has  been  of  major 
aid  in  increasing  our  installment 
loan  business.  During  recent 
months,  it  has  helped  to  bridge  over 
the  gap  in  volume  due  to  the  cur- 

tailment of  automobile  sales,  re- 
strictions on  installment  purchases, 

etc.  In  the  months  ahead,  we  ex- 
pect it  will  assist  us  in  getting  our 

proper  share  of  installment  loans 
of  the  type  encouraged  under  the 
government's  policy,  such  as  those 
for  essential  home  repairs,  expan- 

sion of  housing  units  in  critical 
war  areas,  medical  and  hospital 
care,  etc." 

This  summary  by  D.  Z.  Albright, 
assistant  vice-president,  in  charge 
of  the  Installment  Loan  Division  of 
the  Security-First  National  Bank 
of  Los  Angeles,  is  based  on  con- 

sistent use  by  his  bank  of  spot  an- 
nouncements on  11  California  radio 

stations  in  recent  years.  List  in- 
cludes KFI,  KNX,  KHJ  and  KFVD, 

Los  Angeles;  KPAS,  Pasadena; 
KTKC,  Visalia;  KVEC,  San  Luis 
Obispo;  KXO,  El  Centro;  KM-J, 
Fresno;  KTMS,  Santa  Barbara; 
KVOE,  Santa  Ana.  Placement  is 
through  Dana  Jones  Co.,  Los  An- 
geles. 

Public  Guidance 

Mr.  Albright  believes  that  radio 
has  been  particularly  valuable  to 
his  organization  during  the  months 
just  past  when  the  public  has 
needed  guidance  with  respect  to  the 
type  of  loans  the  government  was 
encouraging  and  those  being  re- 

stricted. As  result  of  close  coopera- 
tion with  the  Government's  policy, 

the  Security-First  National  Bank's 

volume  of  personal  loan  business 
during  the  early  months  of  this 
year  was  only  3%  below  1941.  Com- 

parable figure  for  the  12th  Federal 
Reserve  District,  in  which  the  bank 
is  located,  was  8%,  and  for  the  en- 

tire United  States,  12%. 
In  serving  a  large  part  of  the 

Southern  California  area,  Mr.  Al- 
bright counts  as  one  of  the  ad- 

vantages of  radio  advertising  the 
ability  to  change  the  commercial 
message  at  low  cost  to  meet  the 
individual  needs  of  the  community 
served.  Repair  loans  may  be  fea- 

tured in  one  area,  crop  production 
loans  in  another,  etc.  in  addition  to 
the  over-all  copy  which  fits  all  of 
the  bank's  115  branches.  In  his  ex- 

perience, Mr.  Albright  has  found 
that  installment  borrowers  fre- 

quently mention  the  announcements 
heard  over  the  air,  and  that 
changes  in  copy  or  policy,  offering 
of  new  services,  etc.,  are  immedi- 

ately reflected  in  comment  across 
the  counter. 

KPQ's  CP  Reduced 
REDUCTION  of  the  construction 
permit  of  KPQ,  Wenatchee,  Wash., 
from  5,000  watts  to  1,000  watts  was 
granted  the  station  last  week.  KPQ 
had  originally  been  issued  a  CP  by 
the  FCC  for  the  5,000  watts  with  a 
change  to  560  kc,  although  they 
had  only  asked  for  an  increase  to 
500  watts  night  and  1,000  day. 
The  station  has  been  operating 
since,  however,  with  a  special  serv- 

ice authorization  on  560  kc.  with 
500  watts  night  and  1,000  day. 
Present  licensed  power  is  250  watts 
on  1490  kc. 

WDBJ for  Southwest  Virginia 

5000  WATTS,  DAY  AND  NIGHT 
ROANOKE  •  CBS 

Pepsodent  Ready 

CONTINUING  its  policy  of  origi- 
nating broadcasts  from  military 

bases  and  camps,  Pepsodent  Co., 
Chicago  (toothpaste,  powder),  fol- 

lowing a  summer  layoff,  on  Sept.  22 
resumes  the  weekly  half-hour  Bob 
Hope  Show  on  128  NBC  stations, 
Tuesday,  10-10:30  p.m.  (EWT). 
Besides  Hope,  the  program  will  con- 

tinue to  feature  Jerry  Colonna.  co- 
median, and  Frances  Langford, 

vocalist.  Barbara  Jo  Allen,  co- 
medienne, in  her  Vera  Vague  char- 

acteristization,  will  also  be  fea- 
tured. Complete  cast  lineup  has  not 

been  announced.  Skinnay  Ennis 
has  been  re-signed  as  musical  di- 

rector. With  Bob  Stephenson  having 
resigned  for  Army  service,  Thomas 
Conrad  Sawyer  will  be  in  charge  of 
production.  Norman  Morrell,  Holly- 

wood vice-president  and  radio  man- 
ager of  Lord  &  Thomas,  agency 

servicing  the  account,  will  direct. 

AFRA,  CBS  Complete 

WABC  Talent  Contract 
CONTRACT  between  American 
Federation  of  Radio  Artists  and 
CBS  covering  staff  announcers  and 

producers  at  WABC,  network's 
New  York  key  station,  was  com- 

pleted last  week  when  the  union 
and  network  agreed  that  this  re- newal should  terminate  Nov.  1, 
1943,  same  date  as  the  AFRA  con- 

tract covering  network  programs, 
and  also  agreed  on  wages  for  the 
interim  period,  said  to  be  the  same 
as  under  the  previous  contract  for 
minor  adjustments. 
When  representatives  of  AFRA 

and  CBS  failed  to  agree  on  these 
two  points  last  spring  it  was  de- 

cided to  put  the  renewal  contract 
into  effect  without  them  on  July  2 
and  to  submit  the  questions  of 
wages  and  term  of  the  contract  to 
the  New  York  State  Mediation 
Board  at  its  meeting  in  August,  the 
ruling  of  the  Board  to  be  retroac- 

tive to  July  2.  Matter  was  settled 
by  the  company  and  union,  how- 

ever, without  having  gone  to  arbi- 
tration, AFRA  reported. 

MILES  BUYS  TIME 

IN  LATIN  AMERICA 

MILES  LABS.,  Elkhart,  Ind. 
(Alka-Seltzer) ,  will  launch  a  12- 
month  campaign  in  Latin  America 
sometime  in  the  fall,  entailing  an 
increase  in  both  newspaper  and  ra- 

dio advertising.  More  stations  will 
be  added  to  the  present  schedule, 
and  announcements  will  include 
slogans  on  the  theme  of  democracy, 
intended  to  further  the  program 
outlined  by  the  Coordinator  of  In- ter-American Affairs  for  a  better 
understanding  between  the  Ameri- 
cas. 

Miles'  expanded  advertising  in 
countries  below  the  Rio  Grande 
parallels  that  announced  by  E.  R. 
Sauibb  Co.  [Broadcasting,  Aug. 
10]  and  bears  out  the  announced 
aims  of  the  newly-formed  Assn.  of 
Export  Adv.  Agencies  [Broad- 

casting, Aug.  17].  Agencies  of 
both  firms  are  members  of  the  As- 

sociation. Dorland  International 
handles  the  Squibb  foreign  ac- 

counts, and  Export  Adv.  Agency 
handles  Miles  Laboratories  adver- 

tising abroad. 
In  addition  to  increasing  its  spot 

announcements,  Miles  is  renewing 
Lum  &  Abner  on  Puerto  Rico,  New- 

foundland and  Panama  stations. 

\Vri(e,  wire  or  phone 
about  the 

5  minute  NEWS 

periods  for  sale  on 

WINX 

Washington's  Own  Station 
NEWS  every  hour 
ON  THE  HOUR 

cover  America's  greatest market  at  less  cost 

National  Representatives 
E.  FOREMAN  CO. 

New  York 

Chicago 

SYRACUSE,  NEW  YORK 
FREE  t  PrrERS,  NATiONU  RffRESENTATIVES 

560  KC 5000  WATTS 

-Portland,  Maine — 

KSTP 

50,000  WATTS 

CLEAR  CHANNEL Exclusive  NBC  Outlet 

MINNEAPOLIS    •    SAINT  PAUL 
Repreiented  Nationally  by  Edw.  Retry  Co. |k  Ask  your  Agency  to  ask  the  Colonel! 

i^FREE       PETERS,  Inc.,  National  Representatives 
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The  Twin  Port  Cities  of 

DULUTH- 

SUPERIOR 

BUY  19. «% 

MORE  FOOD 

NORFOLK! 

Duluth,  Minnesota 
GRABBY  GABBERS  competing  for  the  mike  to  see  who  can  sell  the 
most  War  Bonds  over  WMAQ,  Chicago,  in  the  station's  current  War 
Bond  selling  contest  are  (1  to  r)  Fort  Pearson,  Cleve  Conway,  Louis  Roen 
and  Bob  Brown,  ace  announcers  of  NBC-Chicago.  Each  announcer  takes 
his  turn  as  m.c.  of  Bargains  in  Bonds,  quarter-hour  five  days  a  week  on 
WMAQ  when  he  asks  listeners  to  send  orders  in  care  of  their  announcer, 
and  each  has  charge  once  a  week  of  the  WMAQ  Bond  Booth  in  the  main 
lobby  of  the  Merchandise  Mart  where  radio  artists  round  up  purchasers. 

MORE  ON  WAR  BOND  SELLING 

Stations'  Stunts  Show  Originality 
 As  Well  As  Persistent  Effort  

THE  MOST  INTIMATE 

AND  EFFECTIVE  SALES 

APPROACH  TO  AMERI- 

CA'S LARGEST  MARKET. 

FOR  OFFENSE  '  FOR  DEFENSE 
Bi/y  a  s.  BONDS  TODAY 

EVIDENCE  that  radio's  selling 
power  is  mobilized  100%  behind 
War  Bond  and  Stamp  sales  con- 

tinued to  accumulate  last  week  as 
reports  from  all  over  the  country 
uncovered  new,  effective  techniques 
used  by  stations  to  help  each  com- 

munity reach  its  monthly  sales 

quota. Last  Saturday,  the  BLUE  staged 
two  shows  in  an  effort  to  record  the 

largest  single  day's  sales  of  War 
Bonds  yet  recorded.  From  6-8  p.m. 
(PWT)  the  network  presented  / 
Pledge  America,  from  coast  to 
coast,  directed  by  Orson  Welles, 
and  featuring  stars  of  stage, 
screen  and  radio.  Fighting  men 
picked  from  outposts  of  the  U.  S. 
Armed  Forces  urged  listeners  to 
buy  bonds,  and  BLUE  invited 
them  to  order  from  their  nearest 
station  with  Western  Union  collect 
telegrams.  Western  Union  and  the 
AWVS  war  savings  staff  cooper- 
ated. 
A  second  program.  The  Blue 

Band  Wagon  Jamboree,  went  on 
the  air  at  8:15  p.m.  (PWT)  and 
ran  until  1  a.m.  Leading  name 
bands  were  piped  from  all  over 
the  country,  and  sales  totals  were 
announced  in  the  same  manner  net- 

works ordinarily  handle  election 
returns. 

Baseball  Auctions 

At  Indianapolis  and  Boise,  local 
stations  raised  large  sums  by  auc- 

tioning autographed  baseballs.  Bert 
Wilson,  WIBC  sports  announcer, 
netted  $38,050  for  seven  baseballs 
autographed  by  members  of  the  In- 

dianapolis Indians.  At  Boise,  Col. 
Munyon  raised  $14,786,  half  the 
city's  quota,  for  six  balls  signed  by 
Bing  Crosby  and  Bob  Hope. 
Newspaper  advertising  is  used 

by  WEBR,  Buffalo,  to  buttress 
bond  selling  activities  of  the  sta- 

tion. Spaces  between  sections  of 
program  listings  in  the  press  are 
filled  with  war  slogans  printed  in 

block  letters.  Examples  are  "Help 
U.  S.  Win  by  Saving  Tin",  and 
"Bonds  Today  Keep  Bondage 

Away". 
With  Thomas  L.  Cummings, 

Nashville  mayor,  and  leaders  of 
six  civic  clubs  participating, 

WLAC  opened  a  "Bond  Site"  in one  of  the  front  show  windows  of 

Loveman's,  leading  Nashville  de- 
partment store.  The  station  plans 

to  operate  the  booth  four  weeks, 
with  representatives  of  the  civic 

groups  providing  attendant  per- 
sonnel and  with  a  U.  S.  Navy  and 

Marine  honor  guard  on  hand.  Ac- 
tivities at  the  booth  are  broadcast 

twice  daily.  Sales  in  the  first  week 
topped  $71,000.  Station  officials 
originally  hoped  for  a  $100,000 
total,  but  the  goal  has  been  jumped 

to  $250,000. 
A  street  program  in  the  busiest 

section  of  downtown  Duluth  is  used 
by  WEBC  to  stimulate  sales.  The 
station  orchestra,  directed  by  John 
Klieve,  the  Mellotone  trio,  and  staff 
announcers  broadcast  each  Satur- 

day noon  at  a  booth  established  by 
the  Duluth  War  Bond  committee. 
The  KMBC  Victory  Caravan 

which  carries  the  entertainers  on 
Brush  Creek  Follies  to  Missouri 

and   Kansas  towns  near  Kansas 
City  has  passed  the  $80,000  mark 
on  its  way  to  "A  hundred  grand 
for  Uncle  Sam."  Other  KMBC  bond 
activities  include  entertainer  teams 
competing  for  high  war  bond  sales ; 
genial   Hiram  Mortimer  Highsby 
who  free-lances  as  a  bond  sales- 

man, breaking  in  on  all  programs 
from  early  morning  farm  hours  to  1 

women's    shows;    and    a    special  ' KMBC  offer  of  a  durable  container 
for  Bonds  sent  to  each  purchaser,  i 
with  a  picture  and  autograph  of 
the  personality  who  made  the  sale. 

WWVA  Cooperates 

WWVA,  Wheeling,  W.  Va.,  did 
not  broadcast  Abbott  and  Costello 
when  they  made  an  appearance  lo- 

cally to  promote  War  Bond  and  i 
Stamp  sales.  Instead,  the  station  ; 
urged  listeners  to  attend  in  person, 
and  20,000  persons  attended.  j 

Over  3,000  persons  saw  the  dedi- 
cation of  Dayton's  "Bond  Wagon" 

recently,  with  the  ceremonies  car-  i 
ried  on  WHIO.  Similar  to  old  time 
Circus  band  wagons,  the  Bond  ! 
Wagon  will  have  prominent  enter- 

tainers on  hand  to  autograph 
bonds,  and  will  stand  in  front  of 
the  Court  House  for  the  duration. 

There  is  a  Bond  Wagon  in  Akron, 
too,  where  WAKR  is  the  promoter. 
The  Wagon  drives  to  houses  of 
bond  buyers  in  response  to  tele- 

phone calls.  On  arrival  the  chorus 

sings,  "Any  Bonds  Today". Two  personalities  of  WSAI, 
Cincinnati,  are  opposing  each  other 
in  an  election  for  the  "honorary 

mayorality  of  Cincinnati,"  with War  Bond  sales  totals  to  determine 
the  winner.  Ruth  Lyons  who  con- 

ducts an  hour,  five-weekly,  midday 

participating  show,  and  "Colonel 
Cumquatt",  a  comic  character  with 
wide  local  following  played  by  an- 

nouncer-actor Ken  Peters,  are  the 
candidates.  Regular  campaigns  > 
have  been  organized,  with  slogans, 
literature,  and  torchlight  parades. 

WOV,  New  York,  is  using  metro- 
politan night  clubs  to  boost  its 

bond  sales.  The  station  will  broad- 
cast a  13-week  series  of  shows, 

with  clubs  paying  for  time  through 
the  purchase  of  War  Bonds.  Only 
plugs,  other  than  identification  of 
the  sponsor,  will  be  for  the  War 
Bond  Drive.  Those  ordering  while 
the  show  is  on  the  air  are  to  be 

yoke  (4  tk  lul'CiHes 

Basic  Mutual  Network  Outlet 
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guests  of  the  sponsoring  club  for 
an  evening. 

Cornell  U  station  WHCU,  Ithaca, 
N.  Y.,  has  inaugerated  a  50-  min- 

ute celebrity  show  heard  on  the 
station  Saturday  nights,  immedi- 

ately following  the  6  o'clock  news. Intended  as  a  convenience  for  war 
workers  and  others  unable  to  pur- 

chase during  regular  hours  the 
show  solicits  orders  and  the  station 
delivers  the  bonds. 

KWK  Raises  $10,000 

KWK,  St.  Louis,  opened  a  bond 
booth  in  Sportsman  Park,  home 
of  the  Cardinals.  Manned  by  sports- 
casters  Dizzy  Dean,  Johnnie 

O'Hara,  and  Nick  Stemmler,  the 
booth  sold  $10,000  in  pledges  the 
first  night.  The  station  is  also  spon- 

soring an  all-out  campaign  to  sell 
bonds  by  mail. 
WMCA,  New  York,  has  a  cash 

register  which  is  rung  every  time 
someone  calls  the  station  to  pledge 
a  War  Bond.  Competition  among 
staff  members  is  spurred  by  a 
station  offer  of  a  free  bond  to 
the  announcer  receiving  the  highest 
number  of  pledges. 

Possibly  for  the  first  time  in 
history,  a  sales  talk  was  injected 
in  a  religious  choral  work  when 
C.  R.  Bond  Jr.,  a  squadron  leader 
of  the  Flying  Tigers,  gave  a  Bond 
and  Stamp  plug  during  an  offer- 

ing of  Verdi's  "Requiem".  Mr. Bond  was  interviewed  between 
sections  of  the  Requiem  Mass, 
played  by  the  symphony  orchestra, 
and  sung  by  fifty  voice  choir  of  the 
North  Texas  Teachers  College. 

Bing  Crosby  was  the  headliner 
on  a  Bond  Rally  held  at  Broadmoor 
Golf  Club,  and  broadcast  over 
KVOR,  Colorado  Springs,  Col., 
where  the  audience  bought  more 
than  $25,000  in  War  Bonds  during 
a  45-minute  midday  show.  Mr. 
Crosby  autographed  the  bonds,  and 
dedicated  a  special  song,  which  was 
recorded,  and  presented  to  the 
largest  bond  buyer.  Largest  sale 
was  $5,000.  Studio  audience  bought 
$11,000,  while  listeners  bought 
$14,000  in  bonds. 

Staff  members  of  WDRC,  Hart- 
ford, Conn.,  who  are  drafted,  make 

recordings  before  leaving,  urging 
listeners  to  buy  bonds.  WDRC 
plans  to  use  these  recordings  fre- 

quently throughout  its  schedule. 

A  SHIELD  bearing  stars  and  stripes 
is  now  used  on  NBC  program  sched- 

ules to  designate  war  effort  programs, 
for  the  convenience  of  editors,  Gov- 

ernment officials  and  others. 

cm  NO,  I  JUST  cAMe  m 
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Newspaper  Ownership  Issue 

In  Spotlight  at  Senate  Probe 
June  Hearings  on  Fly  Confirmation  Centered  on 

Acquisition  of  WJWC  by  Field  and  Clarke 

THE  NEWSPAPER  ownership  is- 
sue, still  pending  before  the  FCC, 

and  acquisition  of  the  former 
WHIP  (now  WJWC),  Chicago, 
by  Marshall  Field  and  John  W. 
Clarke,  highlighted  the  hearing  on 
confirmation  of  FCC  Chairman 
James  Lawrence  Fly  before  the 
Senate  Interstate  Commerce  Com- 

mittee June  23,  at  least  insofar 
as  the  public  record,  released  last 
week,  is  concerned. 
The  hearing  was  held  behind 

closed  doors  just  a  week  before  Mr. 
Fly's  term  was  to  have  expired. 
He  was  confirmed  without  opposi- 

tion, however,  and  began  his  new 
term  of  seven  years  July  1.  It 
later  developed  that  the  hearing 
was  to  have  been  open  but  that 
newspapermen  and  the  public  were 
excluded  because  of  the  nature  of 

some  of  Mr.  Fly's  "off-the-record" 
testimony  dealing  with  the  war  in- 

terest or  regarded  as  otherwise 
confidential.  The  record  was  re- 

leased last  week  after  Chairman 
Fly  had  been  permitted  to  delete 
such  off-the-record  testimony. 

Still  Undecided 

Members  of  the  committee,  led 
by  Sen.  Tobey  (R-N.  H.)  and 
Chairman  Wheeler  (D-Mont.) 
delved  deeply  into  the  whole  ques- 

tion of  newspaper  ownership,  but 
they  learned  little  new.  Chairman 
Fly  explained  the  policy  issue  had 
not  yet  been  decided  and  that  the 
Commission  had  not  made  up  its 
mind. 

Questions  apropos  purchase  of 
WJWC  by  the  Clarke-Field  part- 

nership related  to  actual  control  of 
the  station — whether  it  was  in  the 
hands  of  the  Chicago  Sun  publisher 
or  Mr.  Clarke,  investment  banker 
who  directs  the  station.  Mr.  Fly 
said  the  FCC  approved  the  trans- 

fer only  if  it  was  established  that 
Mr.  Clarke  had  acquired  control, 
in  the  light  of  the  newspaper  own- 

ership order. 
He  promised,  however,  to  study 

the  matter  further,  and  asserted 
that  if  the  newspaper  gained  con- 

trol through  the  "buying  of  time" 
for  newscasts,  "that  station  will  be 
treated  like  any  other  newspaper 
station."  Previously  he  had  ex- 

plained that  the  FCC  was  holding 
in  its  "pending  file"  all  newspaper 
applications  until  such  time  as  the 
policy  question  of  newspaper  own- 

ership will  have  been  decided. 

Questions  regarding  the  chain- 
monopoly  regulations,  station  leases 
and  ownership  were  asked  the 
chairman,  but  by  far  the  bulk  of 
the  record,  as  released,  related  to 
newspaper  ownership  and  the  Field 
matter. 

Asked  by  Senator  Tobey  if  the 
Commission  generally  favored  or 
looked  with  disfavor  on  newspaper 
ownership,  Mr.  Fly  said  it  had  not 

adopted  any  conclusion  and  that 
he  could  not  forecast  the  Commis- 

sions' opinion  until  completion  of its  study. 

Asked  point-blank  by  Senator 
Tobey,  "Do  you  believe  it  is  sound 
policy  and  wise  procedure  for  news- 

papers to  control  broadcasting  sta- 
tions?". Chairman  Fly  alluded  to 

the  quasi-judicial  aspect  of  the  pro- 
ceeding. He  did  not  answer  directly 

but  posed  arguments  on  both  sides. 
The  basic  argument  in  favor  of 
newspaper  ovraership  is  that  there 
should  be  no  discrimination  between 
classes  of  citizens  and  that  regard- 

less of  a  man's  occupation,  he 
should  be  entitled  to  anply  for  a 
license  to  operate  a  station. 

Control  of  Opinion 

On  the  other  side,  he  said,  is  the 
argument  that  the  mechanics  for 
the  control  of  public  opinion  are 
rather  limited  in  nature.  They  come 
down  to  a  great  extent  to  ownership 
of  newspapers  and  stations.  To  con- 

centrate the  ownership  of  the  local 
station  in  the  hands  of  the  local 
newspaper  gives  to  one  individual 
"too  much  power  over  the  means 
of  public  expression,  the  mainte- 

nance of  free  speech  and  the  formu- 
lation and  control  of  public 

opinion,"  Chairman  Flv  added.  He 
agreed  with  Chairman  Wheeler  that 
a  complete  monopoly  results  where 
the  newspapers  and  the  radio  sta- 

tions are  owned  by  the  same  inter- 
ests. It  is  less  severe  where  there 

are  more  newspapers  and  more 
radio  stations  competitively  owned, 
Mr.  Fly  asserted. 

Asked  by  Senator  Andrews  (D- 
Fla.)  whether  joint  ownership  re- 

sults in  a  "monopoly  of  advertis- 
ing", Mr.  Fly  said  it  gives  a  con- 

siderable competitive  advantage.  A 
more  forceful  argument,  he  said,  is 

that  it  enables  them  to  say  "what 
person  may  get  to  the  public  and 
who  can  make  representations  and 
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statements  and  speeches  and  write 

articles  for  the  public." 
Committee  members,  in  an  en- 

suing discussion,  agreed  that  a  man 
desiring  to  run  for  office  while  con- 

trolling local  newspapers  and  sta- 
tions cauld  be  elected  "at  will". 
Purchase  of  Securities 

Opening  the  WHIP  ownership 
discussion,  Senator  Tobey  observed 
that  the  Commission  had  approved 
transfer  of  the  station  to  the  new 

owner  (Clarke)  "but  the  real  owner 
of  the  station  is  Marshall  Field  of 
Chicago,  owner  of  the  Chicago 

^Sun."  He  added  that  "if  ever  there 
was  a  cleav  ca~r,  in  r.iy  understand- 

ing, b!ised  upon  your  official  rec- 
ords, of  a  newspaper  owning  a 

station,  you  have  got  it  there,  be- 
cause you  and  I  know  that  titles 

may  run  to  certain  parties  or  cor- 
porations or  interests,  but  what  we 

are  concerned  with  is  who  controls 

the  station." Asserting  that  if  Chairman  Fly 
would  go  over  the  record  he  would 
find  it  a  "clear  case  of  drawing  a 
red  herring  across  the  trail,"  Sen- 

ator Tobey  said  the  Chicago  Sidi 
carries  extensive  daily  newscasts 
on  the  station. 

Mr.  Fly  explained  that  the  for- 
mer WHIP  had  been  in  a  "bad 

way  financially  for  some  years" and  that  Mr.  Clarke  took  an  inter- 
est in  the  station,  particularly  in 

the  common  stock,  while  Mr.  Field 
(Continued  on  page  55) 
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Tax  Rule  Explains  Advertising  Status 

WBT  GREETS  Frazier  Hunt  on  the  occasion  of  the  newscaster's  recent 
broadcasts  from  Charlotte  during  the  Army  War  Maneuvers  in  the  Caro- 
linas.  WBT's  greeters  (1  to  r)  :  Royal  Penny,  WBT  sales  manager;  Mr. 
Hunt;  Bill  Parker,  merchandising;  Jack  B.  London,  GE  Co.,  Charlotte; 
Lee  Kirby,  announcer  and  A.  E.  Joscelyn,  WBT  general  manager. 

Reasonable  Expenditure 

Basis  of  Treasury 
Position 

IF  AN  advertising  expenditure  is 
reasonable  in  view  of  the  condi- 

tions of  the  advertiser's  business 
and  market,  it  will  probably  be  al- 

lowed as  a  deduction  for  Federal 
income  tax  purposes,  according  to 
an  explanation  of  the  attitude  of 
the  Treasury  Dept.  and  the  Bureau 
of  Internal  Revenue  released  last 
week  by  the  Assn.  of  National  Ad- 
vertisers. 

Based  on  a  conference  held  be- 
tween officials  of  the  ANA  and  the 

Government,  the  release  is  in  the 
form  of  a  letter  signed  by  Paul  B. 
West,  ANA  president  and  ad- 

dressed to  the  CommissioneR  of  In- 
ternal Revenue,  whose  office  ap- 
proved the  following  statements : 

General  Policy 

"The  Treasury  Dept.  and  the  Bu- 
reau of  Internal  Revenue  fully  ap- 

preciate the  important  part  adver- 
tising plays  in  our  national  econo- 

my and  there  is  no  intention  to  re- 
sti-ict  reasonable  and  normal  ad- 

vertising by  disallowing  it  as  a 
deductible  expense.  This  was  at- 

tested to  by  Secretary  Morgenthau 
in  testifying  before  the  Joint  Con- 

gressional Committee  on  Taxation 
when  he  said: 

"  'The  test  of  whether  expendi- 
tures for  advertising  are  deducti- 

ble is  whether  they  are  ordinary 
and  necessary  and  bear  a  reason- 

able relation  to  the  business  activi- 
ties in  which  the  enterprise  is  en- 

gaged. This  is  not  intended  to  ex- 
clude institutional  advertising  in 

reasonable  amounts  or  good  will  ad- 
vertising calculated  to  influence 

the  buying  habits  of  the  public' 
"  'If  such  expenditures  are  ex- 

travagant and  out  of  proportion  to 
the  size  of  the  company  or  to  the 
amount  of  its  advertising  budget 
in  the  past,  or  if  they  are  not  di- 

rected to  public  patronage  which 
might  reasonably  be  expected  in 
the  future,  such  payments  will  be 
disallowed.' 

"The  Internal  Revenue  Bureau  is 
charged  with  the  responsibility  of 
collecting  Federal  taxes,  among 
which  are  the  income  tax  and  the 
excess  profits  tax.  It  is  governed 
by  statute  and  expects  full  coopera- 

tion from  the  taxpayer  whereby  the 
Government  receives  its  full  share 
of  taxes.  Thus  it  is  the  duty  of  the 
bureau,  particularly  in  view  of  ex- 

cess profits  tax,  to  prevent  abuses 
and  attempts  to  avoid  the  right 
rate.  The  bureau  has  full  power  to 
disallow  unreasonable  expenses  for 
tax  purposes. 

"The  bureau  recognizes  that  ad- 
vertising costs  have  been  forced  up- 

ward by  reason  of  increased  space 
and  time  rates,  increased  cost  of 
printing,  engraving,  art  work  and 
other  advertising  production  costs. 
In  this  connection,  the  bureau  sug- 

gests that  advertisers  keep  their 
cost  records  as  complete  as  possible. 

"The  bureau  recognizes  that  in 
many  cases  the  rationing  of  gaso- 

line and  tire  restrictions  have  cut 
down  on  the  number  and  frequency 
of  calls  salesmen  can  make  on  deal- 

ers and  that  this  has  thrown  an 
added  burden  on  advertising  since 
expenditures  for  direct  mail  and 
dealer  house  organs  must  be  in- 

creased to  keep  necessary  contact 
with  wholesalers  and  dealers.  This 
also  affects  the  cost  of  displays 
formerly  handled  by  salesmen. 

"Many  advertisers  are  using  a 
large  part  of  their  appropriations 
and,  indeed,  have  increased  them, 
for  the  purpose  of  salvaging  ma- 

terials necessary  for  the  war  effort, 
such  as  fats  and  grease,  iron,  steel, 
non-ferrous  metals,  rubber,  etc. 
The  bureau  recognizes  that  such 
advertising  efforts,  if  they  bear  a 
direct  relation  to  the  business  car- 

ried on  by  the  corporation,  are  es- 
sential to  obtain  raw  materials  and 

are,  therefore,  a  normal  business 
expense.  As  such  they  will  be  de- 

ductible if  made  with  a  reasonable 

expectation  that  the  corporation's 
business  will  be  benefitted  by  an 
increase  in  materials  essential  to 
its  operations.  The  bureau  further 
recognizes  that  such  use  of  adver- 

tising is  normal  under  abnormal 
conditions,  conditions  which  have 
never  before  existed. 

Changing  Trends 

"Priorities,  the  cutting  off  or  cur- 
tailing of  imports,  and  new  re- 

search have  resulted  in  some  manu- 
facturers bringing  out  new  prod- 

ucts. In  other  cases  substitutes  have 
had  to  be  made.  In  these  cases,  the 
manufacturer  must  inform  the  pub- 

lic and  the  trade  through  advertis- 
ing in  justice  to  himself,  his  dealers 

and  the  consumer.  The  bureau  does 
not  question  this  and  will  take  into 
consideration  all  normal  factors  in- 

cident to  launching  a  new  product. 
Such  expenditures  which  are  rea- 

sonable in  amount,  taking  into  con- 
sideration the  facts  in  each  case, 

will  be  allowed  as  deductions  for 
Federal  income  tax  purposes. 

"In  certain  instances,  manufac- 
turers, in  order  to  keep  their  deal- 

ers in  business,  have  been  supply- 
ing them  with  alternate  products. 

For  example,  a  rubber  manufac- 
turer, to  aid  his  dealer  outlets,  has 

added  such  items  as  luggage,  tools, 
sports  equipment,  furniture,  etc.,  to 
replace  tires  no  longer  available. 
The  bureau  recognizes  that  such  a 
manufacturer  must  merchandise 
these  to  the  dealer  and  the  public 
through  advertising.  Expenditures 
for  this  purpose  which  are  reason- 

able in  amount  taking  into  consid- 
eration the  facts  in  each  case  will 

be  allowed  as  deductions  for  Fed- 
eral income  tax  purposes. 

Buying  Habits 
"Some  manufacturers,  because  of 

priorities,  must  attempt  through 
advertising  to  change  buying  hab- 

its. Curtailment  of  the  use  of  metals 
has  meant  the  elimination  of  many 
types  of  containers,  of  small  pack- 

ages, etc.  For  example,  beverage 
manufacturers,  because  of  the 
shortage  of  plate  for  bottle  caps, 
must  try  to  educate  the  public  to 
use  large  instead  of  small  size  bot- 

tles. The  bureau  recognizes  that 
this  calls  for  adveirtising  expendi- 

tures. Such  expenditures,  if  reason- 
able in  amount  taking  into  consider- 

ation the  facts  in  each  case,  will  be 
allowed  as  deductions  for  Federal 
income  tax  purposes. 

"Many  companies  are  using  ad- 
vertising and  advertising  technique 

to  speed  the  war  effort  among  their 
own  employes.  So  far  this  has  been 
directed  at  one  objective — to  con- 

vince the  shop  and  office  worker 
that  he  is  part  of  the  all-out  war 
effort  and  hence  that  carelessness 
and  inefficiency,  unnecessary  ab- 

sences and  accidents  on  the  produc- 
tion front  are  detrimental  to  the 

men  on  the  fighting  front. 

"To  accomplish  this  job,  posters, 
banners,  house  organs,  local  news- 

paper advertising,  direct  mail,  local 
window  displays,  motion  pictures, 
spot  radio,  and  many  other  adver- 

tising devices  have  been  used.  Un- 
doubtedly, many  companies  will 

call  on  advertising  to  do  a  similar 
job  in  furthering  the  sale  of  war 
bonds  through  the  payroll-deduc- 

tion plan.  The  bureau  recognizes 
that  the  expense  incident  thereto  is 

a  justifiable  one  so  long  as  it  is 
reasonable,  whether  that  expense  is 
listed  as  a  production  or  a  selling 
(advertising)  cost. 

New  Companies 

"Since  the  war  began,  certain 
new  companies  have  come  into  be- 

ing and  have  invested  many  thou- 
sands of  dollars  in  plant  equipment 

for  the  production  of  war  material. 
As  long  as  the  war  lasts,  they  will 
have  nothing  at  all  to  sell  the  pub- 

lic. Those  companies  deem  it  but 
good  business  practice  to  advertise 
so  that  when  the  war  ends  and 
they  turn  to  peacetime  production, 
the  public  will  be  familiar  with 
their  names  and  hence  their  plant 
investment  may  be  protected. 

"The  bureau  recognizes  that  ad- 
vertising by  such  companies  is  a 

proper  deductible  expense  so  long 
as  such  expenditures  are  reason- 

able. As  Secretary  Morgenthau  has 
said:  'The  test  of  whether  expendi- 

tures for  advertising  are  deductible 
is  whether  they  .  .  .  bear  a  reason- 

able relation  to  the  business  activi- 
ties in  which  the  enterprise  is  en- 

gaged. ...  If  such  expenditures  are 
extravagant  and  out  of  proportion 
to  the  size  of  the  company  ...  or 
if  they  are  not  directed  to  public 
patronage  which  might  reasonably 
be  expected  in  the  future,  such  pay- 

ments will  be  disallowed.' 
"It  is,  of  course,  impossible  for 

the  bureau  to  lay  down  a  definite 
rule  in  advance  which  will  fit  all 
situations.  In  general  and  as  Secre- 

tary Morgenthau  has  indicated,  the 
bureau  will  be  rational  and  fair, 
recognizing  that  advertising  is  a 
necessary  and  legitimate  expense 
of  doing  business  as  long  as  it  is 
not  carried  to  an  unreasonable  ex- 

tent or  becomes  an  obvious  attempt 
to  avoid  tax  payments.  This  princi- 

ple applies  whether  the  company 
has  no  Government  contracts, 
whether  it  is  selling  both  to  Gov- 

ernment and  to  consumers  or  indus- 
try, whether  it  is  wholly  converted 

to  war  production,  whether  it  is  a 
new  company  selling  only  to  Gov- 

ernment, or  whether  it  is  a  new 
company  selling  to  Government  and industry. 

"The  bureau  has  no  desire  to  be 
arbitrary  but  it  will,  of  course,  up- 

hold the  statutes.  Its  collectors  will, 
in  each  individual  case,  examine 
the  records  and  act  accordingly.  If 
an  advertiser  feels  the  decision  of 
the  collector  is  wrong,  the  burden 
of  proof  of  that  fact  rests  upon  him. 
He  can,  of  course,  appeal  the  deci- 

sion if  he  feels  an  injustice  has  been done. 

For  the  Government 

"Under  Section  23  (o)  of  the 
Code,  an  individual  may  make  a 
gift  to  the  government  and  deduct 
that  from  his  income  tax.  Section 

23  (q),  however,  referring  to  cor- 
porations, omits  this  provision. 

There  is,  therefore,  no  provision  in 
the  law  for  allowing  as  a  deducti- 

ble expense  monies  or  time  or  space 
given  directly  to  the  government 
for  advertisements  solely  by  a  gov- 
ei-nment  bureau  or  department.  If, 
on  the  other  hand,  advertisements 
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featuring  the  sale  of  War  Bonds, 
.conservation,    nutrition    or  other 
government  objectives  are  clearly 
signed  by  a  corporation,  such  as 
'This  space  donated  by  the  John 
IJones  Co.,  manufacturers  of  Jones' 
vitamins',  the  advertisement  will  be considered  as  an  institutional  or 

:  good  will  advertisement  of  the  man- 
ufacturer  and   hence,  deductible, 

'.provided,  of  course,  that  the  ex- 
j  penditure   is   reasonable   and  not 
)made  in  an  attempt  to  avoid  proper 
■  taxation. 

'  "By  'advertising',  the  bureau  in- 
cludes  all    forms   of  advertising 

I  recognized  by  the  industry  of  which 
!  the  individual  company  is  a  part, 
such  as  newspaper,  periodical,  busi- 

i  ness  paper,  radio,  car  cards,  out- 
door, display,  motion  pictures,  house 

organs,  direct  mail,  etc. 

"In  view  of  the  foregoing  mat- 
ter, the  bureau  feels  that  applica- 

1  tions  for  rulings  in  advance  on  ad- 
vertising expenditures  of  specific 

companies  should  be  necessary  only 
in  most  unusual  circumstances.  If 
an  advertiser  will  follow  the  rules 

'  laid  down,  he  should  have  no  dif- 
ficulties in  determining  whether  a 

1  given  advertising  expense  is  justifi- 
able or  not. 

"The  bureau  will  consider  appli- 
cations for  individual  rulings  on 

specific  items  but  the  advertiser 
should  realize  that  no  obligation 
rests  upon  the  bureau  to  render 
such  rulings,  that  the  bureau  is 
busy  with  an  unusual  volume  of 
work,  and  that,  in  general,  it  be- 

lieves such  rulings  will  be  unneces- 
sary in  the  light  of  information  put 

forth  in  this  letter." 

Jewell  SESAC 
FRED  JEWELL  MUSIC  Co.,  large 
band  and  orchestra  publisher 
specializing  in  military  and  parade 
marches,  has  joined  SESAC,  ac- 

cording to  the  August  bulletin  of 
this  music  licensing  organization, 
distributed  last  week  to  broadcast- 

ers and  other  users  of  music.  Bulle- 
tin states  that  a  SESAC  number, 

Karl  L.  King's  march,  "Pageantry", has  been  used  as  the  theme  song  of 
the  training  films  made  by  Walt 
Disney  Studios  for  the  Army. 
SESAC  also  points  with  pride  to 
the  fact  that  "as  of  Aug.  1,  1942, SESAC  had  long  term  license 
agreements  with  840  commercial 
radio  stations  in  the  United  States, 
a  greater  number  than  any  other 
music  licensing  organization  has 
ever  had  in  broadcasting  history." 

Oct  lt,c  facts  from  WOL  -  WASHINGTON,  D.  C. 
Affiliated  with  MUTUAL  BROADCASTING  SYSTEM 
National  Representatives: 
SPOT  SALES,  I 

BOOSTING  THE  V-MAIL  SYSTEM 

Industry  Assigned  Major  Role  in  Familiarizing 

 Public  With  Microfilm  Letters  

f TOi 
Radio  Branch 

All  Broadcasters Bureau  of  Public  Relations 

United  States  of  J\inerica 
|S.nd„.odd,.>.) 

War  Department "tashineton,  D.  C. 
V  J AUj'ust  26.  1942 

(CENSOR'S  STAMP) IDol.l 

Print  tli«  complete  addrait  In  plain  block  IcUcri  In  the  pond  bolew.  «»4  yoof  rcfora  ■ 
provided    Um  typewriter,  4»rk  Ink,  or  pencil.'  Write  plainly.    Very  inall  writins  li  not  lyltabla. 

SUBJECTi    V-MAIL  RADIO  CAMPAIGN 

Here  is  a  campaign  right  down  radio's  alleyj 
V-MAIL  is  tho  new,  modern,  speedy  way  to  write  to  soldiers, 

sailers,  and  mrines  overseas.    V-UAIL  saves  time,   cargo  space,  and  is t.^e  first  almost  certain  guarantee  that  mail  will  be  deliyeredj 

Have  you  heard  of  V-I^AIL--? 
Milliona  of  Americans  haven't.    There's  a  job  for  you  —  for  radio. This  campaign  should  be  shipped  with  less  than  two  weeks  effort. 
The  full  facts  are  in  the  attached  background  sheet,  and  spot 

announconen ts  are  end  osed  for  your  c  onvenience. 
SOLDIERS*  MAIL  —  human  interest: 
V-KAIL  FORfc;S      —  free: 

AVAILABILITY      —  in  all  post  officesl 
THEME  "  how  to  get  mail  to  soldiers  nore  quicklyj 
We  know  that  individual  radio  stations,  networks  er.d  advertising 

agencies  will  went  to  take  advantage  of  this  opportunity  to  inform  the  mothers, 
fathers,  families  and  friends  of  our  armed  forces  the  HOW. .  .W'JA.T. .  .TTHY, .  .of V-MAIL. 

Can  radio  do  this  job  in  two  weeks--?    We  beliew  it  can  do  it  even 
quicker  if  every  broadcaster  cooperates. 

It's  an  important  job.  Radio  - 
r;em©Eiber  -  V-tiAIL  for  Victoryl 

E.  M.  KIRBY 
Lt,  Colonel,  A. U.S. 
Chief,  Radio  Branch. 

V-MAIL 

NEWEST  WRINKLE  in  letter-writing  is  V-Mail,  revolutionary  new 
plan  developed  to  provide  fast,  space-and-weight  mail  service  to  and 
from  members  of  the  American  armed  forces  overseas.  Above  is  an 

actual-size  V-Mail  letter  sent  out  last  week  by  the  Army's  Radio 
Branch  to  U.  S.  broadcasters,  calling  for  their  cooperation  in  an 
intensive  radio  campaign  to  familiarize  the  public  with  the  use  of 
V-Mail.  The  original  letter,  written  on  a  special  8V2  x  11-inch  form, 
is  micro-filmed  and  later  photographically  reproduced  in  the  above 
size.  The  small  rectangle  at  left  represents  the  actual  size  of  the 
16  mm.  micro-film  frame  on  which  the  original  letter  is  photographed. 

radio's  newest  war  job  will  be 
to  take  a  major  role  in  promoting 
the  new  V-Mail  system  of  corre- 

sponding with  members  of  the 
armed  forces  abroad,  it  was  re- 

vealed last  week,  when  Lt.  Col.  E. 
M.  Kirby,  chief  of  the  Radio 
Branch  of  the  War  Department 
Bureau  of  Public  Relations  sent 
sample  V-letters  to  broadcasters, 
network  producers,  news  commen- 

tators and  women's  commentators 
soliciting  their  cooperation  in  pro- 

moting V-Mail. 
A  campaign  of  two  weeks  to 

bring  the  V-Mail  plan  to  public  at- 
tention is  planned,  with  special 

spot  announcements  and  supple- 
mentary material  supplied  by  the 

Radio  Branch.  The  opening  gun 
in  the  V-Mail  radio  campaign  was 
sounded  Aug.  23  on  The  Army 
Hour,  the  oflScial  War  Dept.  radio 
mission,  produced  by  the  Radio 
Branch  and  heard  every  Sunday 

on  NBC,  3:30-4:30  p.m.  (EWT). 
Campaign  will  extend  to  all 

types  of  programs,  sustaining  and 

commercial,  with  the  Radio  Branch 
actively  participating  through  its 
contacts  with  individual  stations, 
news  commentators  and  network 
programs.  The  War  Dept.  also  is 
undertaking  a  supplementary  cam- 

paign in  various  printed  media,  al- 
though radio  will  carry  the  biggest 

share  of  the  undertaking. 
Developed  as  a  large-scale  opera- 

tion to  facilitate  the  handling  of 
the  huge  volume  of  correspondence 
to  and  from  American  soldiers, 
sailors  and  Marines  on  overseas 

duty,  the  V-Mail  technique  is  based 
on  a  process  of  micro-filming  letters 
written  on  special  V-Mail  forms. 
These  special  forms  are  available 
free  of  charge  at  U.  S.  post  offices 
at  present,  although  it  is  planned 
to  permit  their  manufacture,  under 
government  license,  for  sale  at 
retail.  V-Mail  service  is  supervised 
by  the  Army  Postal  Service,  with 
the  Post  Office  Department. 

Where  reproduction  facilities  are 
available  at  overseas  posts,  V-Mail 
letters  are  photographed  on  16mm. 
film  in  this  country,  and  reels  of 
this  film,  containing  thousands  of 
letters  in  a  small  space  and  with 
little  weight,  are  flown  overseas, 
where  photographic  copies  are 
made  for  delivery  to  the  addressee. 

This  idea  also  holds  for  letters 
from  overseas  to  addresses  in  this 

country.  When  reproduction  facil- 
ities are  not  available,  the  V-Mail 

letter,  in  its  original  form,  is  dis- 
patched to  the  overseas  address 

under  the  highest  mail  priority. 

The  SONG  HITS 

from 

Walt  Disney's  Feature  Picture 

Bambi 
•k  Love  is  a  Song 

ii:  Twitterpated 
if:  Thumper  Song 

if:  Let's  Sing  a  Gay Little  Spring  Song 

if  Little  April  Shower 

Broadcast  Music,  Inc. 

^^^^  580  Fifth  Avenue  ^^^^ New  York  City 
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CLASSIFIED 

Situations  Wanted,  10c  per  word.  Help  Wanted  and  ottier  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  week  preceding  issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, Washington,  D.  C. 

Joseph  L.  Miller  Aids 

Army  in  Labor  Problem 
JOSEPH  L.  MILLER,  NAB  Direc- 

tor of  Labor  Relations,  last  week 
was  loaned  to  the  War  Dept.  at 
Government  request,  to  act  as  labor 
consultant  in  connection  with  the 
taking  over  by  the  Army  of  the 
S.  A.  Woods  Machine  Co.  plant  at 
Boston.  The  assignment  may  take 
several  weeks. 
Mr.  Miller,  former  Associated 

Press  labor  correspondent,  joined 
the  NAB  in  1938.  Since  the  out- 

break of  the  war,  he  has  been  serv- 
ing intermittently  as  parttime  aide 

to  the  War  Labor  Board,  while 
carrying  on  his  full  functions  at  the 
NAB. 

FIRST  STATIONS  to  sign  for 
Touchdown  Tips,  weekly  recordings 
of  football  predictions,  game  analyses 
and  color  stories,  issued  by  NBC 
Radio-Recording  Division,  are  KLRA 
WMBR  KFDM  WTRY  KANS 
KTRH  WROL  WDBJ  KGHF 
WAKR  WHLB  WHEB  WLOF.  First 
program  will  be  released   Sept.  11. 

Primary  Area 

LISTENERS  tuned  to 
WIBG,  Philadelphia  had  a 
surprise  recently  when  the 
station  announcer  identified, 
"This  is  WKBN,  Youngs- 
town,  —  er,  —  serving  the 
town,  .  .  .  er,  .  .  .  serving 
the  Philadelphia  area."  The mixup  resulted  when  Chuck 
Thompson,  recent  addition 
to  the  WIBG  staff,  got  his 
old  call  and  his  new  tagline 
twisted  a  trifle. 

Willard  to  Use  100 
WILLARD  TABLET  Co.,  Chicago 
(proprietaries) ,  is  completing  plans 
for  fall  promotion  of  its  vitamin 
products  with  newscasts,  local  live 
programs  and  announcements  on 
over  100  stations.  Schedule  of  sta- 

tions is  to  be  announced  in  about 
ten  days.  Agency  is  First  United 
Broadcasters,  Chicago. 

Help  Wanted 
WSNY — Schenectady's  new,  progressive, successful  radio  station,  has  opening  for 

crackerjack  salesman.  Must  be  U.  S.  citi- 
zen, experienced,  draft-deferred,  not  em- 

ployed in  war  work.  Splendid  opportunity 
for  right  man.  Send  complete  details,  in- 

cluding photo,  first  letter.  WSNY,  P'aza 
Theatre  Building,  Schenectady,  N.  Y. 

ANNOUNCER— Midwestern  Station.  Give 
age,  experience,  draft  status.  Excellent 
opportunity.  Box  777,  BROADCASTING. 

Immediate  opening  for  draft  deferred  an- nouncer— Must  be  able  to  handle  regular 
shift  on  5000  watt  network  station  and 
specialize  on  news.  Excellent  opportunity 
for  man  who  can  qualify.  Reply  giving 
full  details  about  self  and  experience, 
salary  required,  draft  status  and  send 
late  photograph.  Box  785,  BROADCAST- ING. 

ENGINEERS— Several  openings  for  trans- 
mitter and  studio  engineers  with  Mid- western network  station.  Requires  car 

and  license.  Beginning  salary  $47.50  per 
week.  Box  786,  BROADCASTING. 

Excellent  opportunity — For  a  hust'er,  who can  sell  and  announce,  to  manage  and 
operate  Remote  Studio  in  town  of  fifteen 
thousand  people.  Salary  and  percentage; 
Delta  territory;  Business  excellent:  New 
equipment  ready  to  go.  Need  Action. 
Write  or  wire  KFFA,  Helena,  Arkansas. 

ANNOUNCER— Capable  of  putting  on 
peppy  record  show.  Good  newscaster, 
punch  type  commercials,  draft  deferred. 
Permanent.  Mid-Western  5,000  Watt  Net- 

work Station.  State  age,  draft  status, 
salary  expected,  and  enclose  snapshot. 
Box  788,  BROADCASTING. 

TErHNICIANS — A  few  vacancies  exist  in 
Chicago  area  for  skilled  studio  techni- cians. Salaries  are  among  the  highest  in 
the  industry.  Write  Box  791,  BROAD- CASTING. 

Chief  Engineer — Network  station,  non  de- 
fense area.  Also  announcer-newscaster. 

Box  793,  BROADCASTING. 
Ene'ineer  —  For  RCA  enuipped  Mid-West 
network  station.  Must  have  transmitter, 
maintenance  and  operating  experience. 
Good  salary  .  .  .  chance  for  advance- 

ment. Submit  full  details  including  ex- 
perience, reference,  draft  status,  pic- ture. Box  796,  BROADCASTING. 

CONTROL  ENGINEER— Evcellent  open- ing for  alert  experienced  man  in  a 
busy  control  room.  Box  797,  BROAD- 
CASTING. 

Two  Announcers-Salesmen — Submit  full  de- 
tails first  letter ;  draft  exempt ;  New 

York.  Box  800,  BROADCASTING. 

Program  Director-Announcer  —  Draft  ex- 
empt ;  New  York ;  give  experience,  ref- erences, expected  salary.  Box  799, 

BROADCASTING. 

Announcer-Continuity  Position-Midwest  Ex- 
perience preferred.  Send  transcription 

and  letter  to  WFDF,  Flint,  Michigan. 

ENGINEERS  —  If  you  are  experienced  in 
studio,  remote  and  portable  recording 
work,  have  low  draft  classification,  and 
would  like  to  be  associated  with  KMBC, 
write  A.  K.  Krahl,  KMBC,  Kansas  City, 
Mo.,  detailing  training  and  experience. 
State  starting  salary  required. 

Situations  Wanted 

ANNOUNCER-NEWSCASTER  —  14  years' experience  mostly  with  major  network. 
Draft  status  3-A  with  four  dependents. 
Have  executive  ambitions.  Willing  to 
work  but  pay  must  be  adequate.  Box 
789,  BROADCASTING. 

Program  Director — Capable.  Over  five  years 
radio  experience.  Draft  exempt.  Present 
salary  tliirty-seven  fifty.  Minimum  an- nouncing. Box  790,  BROADCASTING. 

Situations  Wanted  (Cont'd) 

Are  you  after  the  prize — that  goes  with 
station  leadership  in  your  market?  Then 
contact  the  man  specializing  in  sales 
and  station  promotions  who  has  developed 
the  leadership  and  is  now  winning  the 
prize  in  an  important  Eastern  industrial 
market.  3-A.  Married.  Box  795,  BROAD- CASTING. 

Two  Experienced  Radio  Technicians — First Class  Radiotelephone,  desire  positions  at 
transmitter,  any  place  except  N.  Y.  C. 
Box  798,  BROADCASTING. 

Young  Woman  —  Writer-announcpr,  four 
years  agency  radio  experience.  College 
graduate.  Prefer  Midwest  station.  Box 
801,  BROADCASTING. 

WRITER-PRODUCER— Of  top  ranking 
network  shows  desires  permanent  posi- 

tion with  station.  Knows  music.  Admin- 
istrative and  agency  background.  Out- 
standing references.  Box  787,  BROAD- CASTING. 

Announcer — Versatile.  Dependable.  Desires 
change  to  progressive  network  affiliate 
anywhere.  Draft  3-A,  age  23.  Box  784, BROADCASTING. 

Technician — Possibly  chief  in  small  town 
gentile-owned  station  in  south  or  west. 
No  announcing  or  Trans-radio.  Age  29. 
Two  years'  experience.  Minimum  salary 
$160  month.  Box  783,  BROADCASTING. 

RADIO  EXECUTIVE— 15  years'  experi- 
ence. Management,  Production,  Pro- 
grams. Continuity  that  sells.  References. 

Salary  is  MAIN  object.  Can  be  avail- 
able on  two  weeks'  notice.  Box  782, BROADCASTING. 

CREATIVE  INTELLIGENCE— For  Hire. 
Experience:  Commercial,  sustaining  con- 

tinuity; production;  traffic,  program- ming ;  publicity ;  announcing;  ad  lib; 
direction;  casting;  acting ;  news-editing; dramatization.  Program  ideas.  Young; 
3-A.  A  B.  Cum  Laude.  Box  781,  BROAD- CASTING. 

ENGINEER — First  class  license,  eight  years' experience  including  work  on  5  KW. 
Wide  satisfactory  experience.  Also  have 
deep,  well  trained  announcing  voice.  Box 
780,  BROADCASTING. 

ACCOUNT-SECRETARY— Male,  draft  de- 
ferred, single,  desiring  position  with  fu- ture with  progressive  station.  Box  778, 

BROADCASTING. 

Promotion-Merchandising  Manager  —  With 
network  affiliate  seeks  good  permanent 
position  middle  west.  Productive  agency, 
selling  experience.  Reference  tops.  Draft 
3-A.  Family.  Box  776,  BROADCASTING. 

PROGRAM  DIRECTOR-SPORTS  AN- 
NOUNCER— 4  years'  experience,  college 

education,  draft  exempt,  traveled,  cul- 
tured, thoi-ough,  sober,  dependable,  age 

26,  minimum  salary  $40  weekly.  Now 
employed,  excellent  references.  Box  802, BROADCASTING. 

YOUNG  WOMAN — 24,  college  graduate, 
with  varied  radio  experience.  Versatile, 
pleasing  personality.  Can  qualify  as  an- 

nouncer, handle  control  board  and  turn- 
tables. Has  sales  experience.  Outstand- 

ing references.  Box  792,  BROADCAST- ING. 

Wanted  to  Buy 

\ntenna  tower— 180  to  200  feet.  Box  779, 
BROADCASTING. 

Condenser — New,  or  used  in  good  con- 
dition, mica  transmitting.  Six  to  twelve 

thousand  volt  rating.  Capacities — .002, 
.001,  .0005,  and  .00025.  Box  794,  BROAD- CASTING. 

PROFESSIONAL 

DIRECTORY 

Jansky  &.  Bailey 
A n  Organization  of 

Qualified  Radio  Engineers 
Dedicated  to  the 

SERVICE  OF  BROADCASTING 
National  Press  Rids..  Wash..  D.  C. 

JOHN  BARRON 
Consulting  Radio  Engineers 
Specializing  in  Broadcast  and 

AUscation  Engineering 
Earle  Building,  Washington,  D.  C. 

Telephone  NAtional  7757 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL.  MINNESOTA 

CLIFFORD  YEWDALL 
Empire  Stata  Bldf. 
NEW  YORK  CITT 

An  Acconntini;  Service 
Particnlarly  Adapted  to  Radio 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
Sllvtr  Sprlni  Md. 

(Suburk.  Wuh..  D.  C.) 
Main  Offlce:  Croiiroids  •! 

7IS4  Main  8t     /^\7\        the  World Kansas  City.  M«  (    j(     J    Hollywood,  Cal. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.      Dl.  1205 
Washington,  D.  C. 

PAUL  F  GODLEY 

CONSULTING  RADIO  ENGINEERS 

MONTCLAIR.  N.J. 
MO  2-7859 

GEORGE  C.  DAVIS 

Consulting  Radio  Engineer 
Munsey  BIdg.  District  8456 

Washington,  D.  C. 

Frequency  Meaeuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Communicatioiis,  Inc. 
Sft  Broad  St..  New  York.  N.Y. 

RING  &  CLARK 

Consulting  Radio  Engineers 
WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 

BROADCASTING  results 

Page  54  •  August  31,  1942 BROADCASTING  •  Broadcast  Advertising 



y^ENCY 

CONTINENTAL  AIR  LINES,  Denver,  to 
Galen  E.  Broyles  Co.,  Denver. 
FAIRCHILD  ENGINE  &  AIRPLANE 
Corp.,  New  York  and  subsidiary  com- 

panies    to     Cecil     &     Presbrey,     N.  Y. 
GERMAIN  SEED  &  PLANT  Co.,  Los 
Angeles,  to  Logan  &  Arnold,  that  city. 
CROWN  PRODUCTS  Corp.,  Philadelphia 
(Crown  Rug  Cushions),  to  J.  M.  Korn, 
Inc.,  Philadelphia. 

McKELVY  PUSHING 

MEN'S  TOILETRIES 
I  WITH  an  increased  advertising 
I  budget  for  the  coming  year,  Al- 
:  fred  D.  McKelvy  Co.,  Minneapolis, 
will  launch  a  fall  and  winter  cam- 

paign for  Seaforth  Toiletries  for 
Men,  using  radio,  newspapers  and 
magazines. 

Drive  will  be  launched  sometime 
before  Christmas,  and  is  directed 
largely  at  holiday  gift  buyers.  Em- 

phasis will  be  placed  on  the  Com- 
mando Kit,  latest  addition  to  the 

Seaforth  line,  and  designed  espe- 
cially for  members  of  the  armed 

forces. 
This  is  the  second  year  in  radio 

for  McKelvy,  and  indications  are 
that  advertising  will  be  consider- 

ably larger  than  that  of  last  year, 
when  the  firm  used  several  spots 
following  Vick  Chemical  Co.'s  News for  Women  on  CBS. 

Firm  will  probably  use  one  and 
five-minute  spots  on  a_  national 
basis,  either  on  individual  stations 

'  or  on  a  network  basis.  McKelvy  has 
increased  its  total  advertising  ap- 

propriation by  12%  over  last  year. 
BBDO,  New  York,  is  the  agency 
for  McKelvy. 

Camel's  Comedians 
R.  J.  REYNOLDS  TOBACCO  Co., 
Winston-Salem,  N.  C.  (Camels), 
reported  in  tht  July  6  Broadcast- 

ing as  sponsor  for  a  new  variety 
series  featuring  Lou  Abbott  and 
Bud  Costello,  comedians,  will  pre- 

sent the  comedy  team  on  NBC  in 
the  spot  now  held  by  Bob  Hawk's 

I  quiz  show,  Thursdays,  7:30-8  p.m., 
I  starting  in  October.  Reynolds  is 
:  sponsor  for  Hawk's  How'm  I  Doin? 
No  plans  have  been  announced  for 
the  latter  show  when  it  cedes  the 
NBC  spot  to  the  new  show.  Agency 
is  William  Esty  &  Co.,  New  York. 

New  ASCAP 

Radio  Series 

now  available,  wilhoul 

charge,  lo  all  ASCAP 

Licensed  Slalions.  Write 

or  wire  loday. 

I  ASCAP 

j  Radio  Program  Service 
1  30  Rockefeller  Plaza 

New  York 

Newspaper  Probe 
{Continued  from  page  51) 

put  $75,000  in  bonds  of  the  station. 
He  said  that  under  this  transaction 
neither  gained  control.  Then  Mr. 
Clarke  asked  that  he  be  allowed 
to  purchase  enough  of  the  stock  to 
give  him  51%,  but  the  Commission 
denied  the  request.  Subsequently, 
Mr.  Clarke  agreed  to  take  $75,000 
further  interest  in  the  station 

and  this  "offset  Field's  interest". 
Mr.  Clarke  has  given  to  the  Com- 

mission "written  assurance"  that 
he  would  not  permit  management 
of  the  station  to  go  out  of  his 
hands  if  he  had  control.  The  trans- 

fer of  stock  to  Mr.  Clarke  was 
then  approved,  Mr.  Fly  asserted. 

Senator  Stewart  (D-Tenn.)  in- 
quired about  the  relationship  be- 
tween Messrs.  Clarke  and  Field, 

and  Mr.  Fly  asserted  the  former 
did  some  "financial  work  of  some 
sort  for  Field".  Senator  Tobey, 
however,  described  Mr.  Clarke  as 
a  broker  and  said  he  is  "about  as 
close  to  Marshall  Field  as  your 

fourth  and  fifth  fingers  crossed." 
Chairman  Fly  asserted  that  the 

fact  that  the  Sun  carries  so  many 
newscasts  on  WHIP  made  the  case 

one  that  "is  not  100%  free  from 
doubt".  He  then  added  if  the  news- 

paper gained  control  through  buy- 
ing of  time  "that  station  be 

treated  like  any  other  newspaper 

station." Transfer  Undecided 

Mr.  Fly,  upon  further  question- 
ing, said  the  Commission  has  defi- 
nite assurances  that  the  $75,000 

will  come  out  of  Clarke's  pockets 
and  out  of  his  own  funds,  and  if 
the  $75,000  does  not  come  from 
him  personally,  as  distinguished 
from  Field,  the  transaction  will  be 
disapproved."  He  concluded  that 
the  matter  had  not  yet  been  given 
a  "clean  bill  of  health". 

Efforts  then  being  taken  by  the 
FCC  to  remedy  the  equipment  and 
personnel  shortage  situation  con- 

fronting broadcasting  was  ex- 
plained by  Chairman  Fly,  who  said 

every  effort  would  be  made  to  keep 
all  of  the  stations  operating  for 
the  duration.  He  pointed  out  the 
Commission  has  tried  to  take  care 
of  the  technician  shortage  by  low- 

ering requirements  and  that  it  was 
seeking  to  "discourage"  big  sta- 

tions from  taking  men  away  from 
the  small  stations. 

Wheeler's  Observation 
When  Chairman  Wheeler  inter- 

posed that  stations  would  have  a 
"bad  time  anyway",  because  of  im- 

minent loss  of  advertising  in  war- 
time, Mr.  Fly  said  the  situation 

"is  not  as  bad  as  might  be  ex- 
pected". He  said  this  was  due  to 

"more  extensive  advertising  of  ma- 
terials that  are  generally  avail- 

able". He  alluded  to  increased  ad- 
vertising such  as  that  of  Chester- 

field and  to  the  increase  in  insti- 
tutional copy. 

BOB  AND  BONNIE  ATCHBR,  of 
the  music  staff  of  WJJD,  Chicago,  are 
in  Hollywood  to  co-star  in  the  Colum- 

bia picture  "Panhandle  Trail." 

Tale  of  the  Woods 
TO  OBTAIN  the  proper 
background  noises  at  a  lum- 

ber camp  for  the  Canadian 
Broadcasting  Corp.  feature 
series  This  Canada,  which 
starts  in  October,  J.  Frank 
Willis,  CBC  supervisor  of 
feature  broadcasts,  Toronto, 
went  to  North  Vancouver. 
Here  lumbermen  were  fell- 

ing huge  Douglas  firs,  and  in 
order  to  get  the  sound  as 
accurate  as  possible,  thev  ar- 

ranged that  a  tree  fall  on 
the  microphone.  The  tree 
came  crashing  down  as 
planned,  hit  the  mike,  drove 
it  and  the  stand  and  wires 
three  feet  into  the  ground. 
When  dug  out  the  mike  was 
undamaged  and  in  addition 
the  recording  was  accurate 
for  the  falling  of  one  of  these 
forest  giants. 

KOMA  WAGE  CASE 

AWAITS  DECISION 
ARBITRATION  proceedings  over 
proposed  wage  adjustments  for  the 
technical  staff  of  KOMA,  Oklahoma 
City,  were  held  last  week  in  Muske- 
gee  before  a  board  composed  of 
KOMA  representatives  and  local 
B-1141  of  the  International  Broth- 

erhood of  Electrical  Workers 
(AFL).  Judge  LeRoy  A.  Rader,  of 
Storm  Lake,  la.,  an  arbitrator  for 
the  U.  S.  Conciliation  Service,  Dept. 
of  Labor,  acted  as  fifth  member  of 
the  arbitration  board  and  will  also 
write  the  decision  expected  about 
Sept.  1. 

The  IBEW  is  seeking  an  increase 
in  wage  scales  for  KOMA  engi- 

neers, contending  present  rates  are 
sub-standard  and  below  wages  paid 
by  stations  similar  in  power  and 
location.  The  union  seeks  $52.50 
per  week  for  the  chief  plant  engi- 

neer; $50  for  transmitter  engi- 
neers; and  $47.50  for  studio  engi- neers. 

According  to  a  union  representa- 
tive J.  T.  Griffin,  principal  owner, 

and  Jack  Howell,  station  manager, 
urged  a  continuation  of  the  1940 
wage  scale.  Union  representatives 
on  the  board  were  Tom  M.  Rushing, 

business  manager  of  the  union's 
local  and  W.  L.  Reed,  IBEW  inter- 

national representative.  Lawson 
Wimberly,  international  represen- tative from  Washington,  presented 
the  union's  case. 

New  NBC  Coast  Card 
NBC  has  just  issued  Rate  Card  No.  1 
for  the  Pacific  Coast  Red  Network. 
Devoted  exclusively  to  the  needs  of 
West  Coast  advertisers,  card  lists 
NBC's  Mountain  Group,  North  Moun- 

tain Group,  South  Mountain  Group 
and  Arizona  Group  as  well  as  the 
Coast  hookup. 

Cosmetic  Hoarding 
COSMETIC  distributors  were  severely 
criticized  last  week  by  C.  A.  Willard, 
chief  of  the  WPB  toiletries  and  cos- 

metics branch,  for  encouraging  custom- ers to  hoard  supplies.  In  writing  to  one 
of  the  distributors  Mr.  Willard  wrote, 
"such  action  on  your  part  is  not  only 
decidedly  unpatriotic,  but  is  contrary 
to  the  best  interest  of  the  war  effort." 

DIRECT  representation  of  labor  on 
the  Board  of  Governors  of  the  Can- 

adian Broadcasting  Corp.  has  been 
urged  by  the  Toronto  District  Trades 
&  Labor  Council. 
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

  AUGUST  22  TO  AUGUST  28  INCLUSIVE   

Decisions  ,  .  . 

AUGUST  25 
KPQ,  Wenatchee,  Wash. — Granted  mod- 

ification of  consti-uction  permit  for  ap- 
proval of  present  transmitter  site,  reduce 

power  from  5  kw.  to  1  kw.  and  make 
changes   in   directional  antenna. 
KICA,  Clevis,  N.  M. — Granted  consent 

to  assignment  of  license  from  Western 
Broadcasters  Inc.  to  Hugh  DeWitt  Landis 
for  S16.000. 
WRDO,  Augusta,  Me. — Designated  for 

hearing  reapplication  for  increase  power 
to  250  watts,  install  new  transmitter  and 
antenna  and  move  transmitter  site  locally. 
LICENSE  RENEWALS  —  Granted  to 

KSCJ  WBYN  WELL. 

AUGUST  27 
KICD,  Spencer,  la. — Granted  modifica- 

tion of  construction  permit  for  extension 
of  completion  date  to  11-16-42. 
KGLO,  Mason  City,  la. — Granted  same 

to  10-27-42. 
WNAX,  Yankton,  .S.  D.— Granted  same 

to  12-7-42. 
WSAV,  Savannah,  Ga. — Withdrew  mo- 

tion   for    dismissal    of  application. 
WKBH,  LaCrosse,  Wis. — Granted  mo- 

tion to  dismiss  application  for  modification 
of    license    to    extend    completion  date. 
NEW,  WOKO  Inc.,  Albany,  N.  Y.— Granted  petition  to  dismiss  application 

for  new  FM  station. 
WBOC,  Salisbury,  Md. — Granted  peti- tion  to   dismiss  application. 
KSOO,  Sioux   Falls,  S.  D.— Same. 
WAPO,    Chattanooga— Same. 

Applications  .  .  . 

AUGUST  25 
woe,  Davenport,  la. — Modification  of 

construction  permit  as  modified  for  exten- 
sion  of  completion   date  to  10-19-42. 

KXYZ,  Houston — Modification  of  con- 
struction permit  as  modified  for  extension 

of  completion  date  to  1-20-43. 

Tentative  Calendar  .  .  , 

NEW,  Newark  Broadcasting  Corp.,  New- 
ark, application  for  CP  new  station  on 

620  kc,  5  kw.,  unlimited,  directional  an- 
tenna nght  and  day.  (further  hearing, Sept  1). 

KITE.  Kansas  City,  license  renewal 
(Sept.  3). 

Treasury  Shifts  Rider 
JOHN  RIDER  has  been  trans- 

ferred to  Southern  California  from 
the  office  of  Vincent  F.  Callahan, 
chief  of  the  press  and  radio  sec- 

tion of  the  Treasury  War  Savings 
Staff.  In  his  present  capacity  he  is 
associated  with  Arthur  Ungar, 
chairman  of  promotion  and  infor- 

mation for  the  Southern  California 
area,  and  is  headquartered  in  Los 
Angeles.  Mr.  Rider  was  formerly 
assistant  producer  of  the  CBS 
Texaco  Star  Theatre,  sponsored  by 
Texas  Co. 

WILLARD  F.  LOCHRIDGE.  Chi- 
cago vice-president  and  vad'w  director 

of  J.  "Walter  Tlionip.sou  Ca..  lias  re- turned to  hi.s  desk  after  IloUywood 
conferences  with  Daniel  Danker. 
Southern  California  vice-president  of 
the  agency,  on  fall  plans  for  the  XBC 
Kraft  Music  HnU.  sponsored  liy  Kraft 
Cheese  Co. 

FOR  THE  FIRST  time  in  its  2(i 
years  of  publication  'J'hcdtrc  Arts.  ;i magazine  devoted  to  llic  lej^irimatc 
theatre,  will  i)rint  a  radio  script.  Sched- 

uled for  the  Se])temli('r  issue  is  "Sam- 
son", written  Ijy  .\orman  ('orwin.  CBS writer-producer. 

TROPHY  FOR  VIGILANCE  is  ad- 
mired by  this  trio  before  its  presen- 
tation on  the  weekly  half -hour  NBC 

Eyes  Aloft,  program  endorsed  by 
the  Fourth  Fighter  Command.  To 
an  outstanding  civilian  ground  ob- 

servation post  or  filter  center,  NBC 
each  week  awards  a  gold  trophy. 
Admirers  (1  to  r)  are  Robert  L. 
Redd,  producer-writer  of  that  pro- 

gram; Capt.  Leonard  Z.  Smith, 
Fourth  Fighter  Command,  and 
Gayne   Whitman,  narrator. 

We f work  tKccovnts 
All  time  Eastern  Wartime  unless  indicated 

New  Business 
BRISTOL-MYERS  Co.,  New  York  (Sal 
Hepatica,  Minit  Rub),  on  Oct.  6  starts 
Duffy's  Tavern  on  126  BLUE  stations, 
Tues.,  8:30-9  p.m.  Agency:  Young  &  Rubi- 
cam,  N.  Y. 
BABCOCK  &  WILCOX  Co.,  New  York 
institutional),  on  Wed.,  Sept.  2,  3:45-4:15 
sponsors  single-time  broadcast,  "M"  award ceremonies,  on  128  BLUE  stations.  Agen- 

cy: O.  S.  Tyson  &  Co.,  N.  Y. 
C  F.  MUELLER  Co.,  Jersey  City,  N.  J. 
(macaroni),  on  Sept.  16  starts  Isabel 
Manning  Hewson's  Morning  Market  Bas- ket on  20  BLUE  stations.  Wed.,  Thurs.  and 
Fri.,  10-10:15  a.m.  Agency:  Duane  Jones 
Co.,  N.  Y. 
JOHNSON  &  JOHNSON,  New  Brunswick, 
N.  J.  (Band-Aid),  on  Sept.  28  starts 
Edwin  C.  Hill's  Human  Side  of  the  News 
on  65  CBS  stations,  Tues.,  6:15-6:30  p.m., 
replacing  Dorothy  Kilgallen's  Voice  of Broadway.  Agency:  Young  &  Rubicam, N.  Y. 

ELCO  NAVAL  DIVISION,  Electric  Boat 
Co.,  New  York,  sponsored  a  single-time 
broadcast  of  "E"  award  ceremonies  on  4 
BLUE  stations,  Aug.  26,  4:15-4:45  p.m. 
Agency :  Paris  &  Peart,  N.  Y. 

SCOVIL  MFG.  Co.,  Waterbury,  Conn,  (in- 
stitutional), sponsored  a  single-time  broad- 

cast of  "E"  award  ceremonies  on  128  BLUE 
stations,  Aug.  26,  2:45-3:30  p.m.  Agency: 
McCann-Erickson,  N.  Y. 
PAR  SOAP  Co.,  Oakland,  Cal.  (granulated 
soap),  on  Aug.  18  started  Galen  Drake, 
commentator,  on  9  CBS  Pacific  Coast  sta- 

tions, Tues.  and  Thurs.,  1-1:45  p.m. 
Agency:    Tomaschke-EUiott,  Oakland,  Cal. 
DEPT.  OF  FINANCE,  Ottawa  (War  Sav- 
ings  Certificates)  on  Aug.  17  started  La 
Metairie  Rancourt  on  11  Canadian  Broad- 

casting Corp.  French  stations,  Mon.  thru 
Fri.  10-10:15  a.m.  Agency:  Canadian  Adv. 
Agency,  Montreal. 
DR.  J.  O.  LAMBERT  Ltd.,  Montreal 
(medicinal)  on  Oct.  8  starts  Memoirs  de Dr.  Lambert  on  CKAC,  Montreal;  CHRC, 
Quebec;  Thurs.  8-8:30  p.m.;  on  Oct.  11  on 
CKAC,  Montreal;  CHLT,  Sherbrooke.  Que. ; 
Sun.  7:45-8  p.m.  Agency:  J.  E.  Huot  Reg., 
Montreal. 

Renewal  Accounts 
STERLING  PRODUCTS  Inc.,  New  York, 
on  Sept.  21  renews  Stella  Dillas  on 
NBC  stations,  Mon.  thru  Fri.,  4:15-4:30 
p.m.,  shifting  advertising  from  Dr.  Lyons 
and  Bayer  to  Phillips  Milk  of  Magnesia, 
and  renews  Backstage  Wife  for  Phillips 
Milk  of  Magnesia,  on  59  NBC  stations, 
Mon.  thru  Fri.,  4-4:15  p.m.  Agency: 
Blackett-Sample-Hummert,  N.  Y. 
STERLING  PRODUCTS  Inc.,  New  York 
(Phillips  Milk  of  Magnesia),  on  Sept.  21 
renews  Young  Widder  Brown  on  52  NBC 
stations,  Mon.  thru  Fri.,  4:45-5  p.m.  Agen- 

cy:  Blackett-Sample-Hummert,  N.  Y. 
STERLING  PRODUCTS  Inc.,  New  York, 
on  Sept.  21  renews  Lorenzo  Jones  on  52 
NBC  stations.  Wed..  Thurs.  and  Fri.,  4:30- 

.  4 :45  p.m.,  for  Phillips  Milk  of  Magnesia, 
and  Mon.  and  Tues.,  for  Danderine,  4 :30- 
4:45  p.m.  Agency:  Blackett-Sample-Hum- 

mert, New  York. 
PETER  PAUL  Inc.,  Naugatuck,  Conn, 
(candy,  gum)  on  Oct.  5  renews  Bob  Garred 
Reporting  on  6  CES  Pacific  Coast  Sta- 

tions, Mon.,  Wed.,  Fri.,  5:45-5:55  p.m. 
Agency :  Brisacher,  Davis  &  Staff,  San Francisco. 

GENERAL  ELECTRIC  Co.,  Cleveland,  O. 
(Mazda  lamps),  on  Aug.  9  renewed  Hour 
of  Charm  on  73  NBC  stations.  Sun.,  10- 
10:30  p.m.  Agencies:  BBDO,  N.  Y. ;  Fos- 

ter &  Davies,  Cleveland. 
BROWN  &  WILLIAMSON  Tobacco  Corp., 
Louisville    (Raleigh   cigarettes),   on  Sept. 
15  resumes  Red  Skelton,  Tuesdays,  10 :30- 
11  p.m.  on  127  NBC  stations,  and  on  Sept. 
16  will  shift  Tommy  Dorsey,  summer  re- 

placement, to  Wed.  8:30-9  p.m.  (EWT) 
with  rebroadcast  8:30-9  p.m.  (PWT),  on 
125  NBC  stations.  Agency :  Russel  M. 
Seeds  Co.,  Chicago. 

J.  A.  FOLGER  &  Co.,  San  Francisco  (cof- 
fee), on  Sept.  11  resumes  America's Home  Front  on  6  CBS  stations,  Fri.,  5:15- 

5:30  p.m.  Agency:  Eaymon  R.  Morgan  Co., Hollywood. 

COLGATE-PALMOLIVE-PEET  Co.,  To- 
ronto (Colgate  products)  on  Oct.  3  re- 
sumed Le  Min  d'Or  on  4  Canadian  Broad- 

casting Corp.  French  stations,  Sat.  8 :30- 
9  p.m.  Agency :  Lord  &  Thomas  of  Canada, Toronto. 

AMERICAN  CHICLE  Co,  Long  Island 
City,  N.  Y.,  in  Sept.  1  renews  for  13  weeks 
By  the  Way,  with  Bill  Henry,  commenta- tor, on  6  NBC  Pacific  stations  (KFI  KPO 
KGW  KOMO  KHQ  KMJ)  and  shifts  from 
Wed.  thru  Sat.,  to  Tues.  thru  Fri.,  5:45-6 
p.m.  (PWT).  Repeat  broadcast  on  4  Ari- zona stations  (KTAR  KYUM  KGLU 
KVOA),  Wed.,  Fri.,  5:45-6  p.m.  (MWT), discontinues  following  broadcast  of  Sept. 
18.  Agency:  Badger  tc  Browning  &  Her- 
sey,  N.  Y. 
LEVER  BROS.  Toronto  (Lux)  on  Sept.  3 
resumed  Radio  Theatre-Lux  on  CKAC,  Mon- 

treal; CHRC,  Quebec;  Thurs.  9-10  p.m. 
Agency:  J.  Walter  Thompson  Co.,  Toronto. 
SHIRRIFF'S  Ltd.,  Toronto  (Marmalades) 
on  Sept.  8  resumed  Fun  Parade  on  CFRB, 
Toronto:  CKCO,  Ottawa;  CFCF,  Montreal; 
Tues.  8:30-9  p.m.  Agency:  Cockfield  Brown 
&  Co.,  Toronto. 

LAMONT  CORLISS  &  Co.,  Toronto  (Pond's 
Cream)  on  Sept.  2  resumes  Ceux  Qu'on Aime  on  CKAC,  Montreal;  CHRC,  Quebec  ; 
Sun.  8-8:30  p.m.  Agency:  J.  Walter 
Thompson  &  Co.,  Toronto. 
EVERSHARP  Inc.,  Chicago  (pens,  pen- 

cils), on  Sept.  20,  renews  Take  It  or  Leave It  and  adds  34  CBS  stations,  making  a 
total  of  114  CBS  stations.  Sun.,  10-10:30 
DR.  EARLE  S.  SLOAN,  Inc.,  New  York, 
(Sloan's  Liniment)  on  Sept.  18  resumes Gang  Busters,  adding  23  BLUE  stations, 
making  a  total  of  96  BLUE,  Fri.  9-9:30 
p.m.  Agency:  Warwick  &  Legler,  N.  Y. 
J.  B.  WILLIAMS  Co.,  Glastonbury,  Conn, 
(shaving  cream),  on  Sept.  14  renews  Trxte 
or  False  on  38  BLUE  stations,  Mon.,  8:30- 
9  p.m.  Agency:  J.  Walter  Thompson 
Co.,  N.  Y. 
GENERAL  FOODS,  Toronto  (Grape  Nut 
Flakes)  on.  Oct.  4  resumes  Jack  Benny 
on  27  Canadian  Broadcasting  Corp.  sta- 

tions. Sun.  7-7 :30  p.m.  Agency :  Baker Adv.  Agency,  Toronto. 

Network  Changes 

R.  J.  REYNOLDS  TOBACCO  Co.,  Win- 
ston-Salem, N.  C.  (Camel  cigarettes)  on 

Oct.  10  replaces  Bob  Hawk's  How'm  I Doin,  quiz  show  on  50  NBC  stations.  Thurs- 
7:30-8  p.m.  (rebroadcast  to  45  NBC  'sta- tions, 10-10:30  p.m.)  with  Abbott  and  Cos- 
tello,  using  same  time,  same  stations. 
Agency:  William  Esty  &  Co.,  N.  Y. 
GENERAL  FOODS  Corp.,  New  York,  on 
Oct.  5  shifts  The  Second  Mrs.  Burton 
from  Post  Bran  Flakes  to  Sanka  Coffee, 
on  6  CBS  Pacific  Coast  stations,  Mon. 
thru  Fri.,  4-4:15  p.m.  Agencies:  Benton  & 
Bowles,  N.  Y.  (Post  Bran  Flakes);  Young 
&  Rubicam,  New  York  (Sanka) . 

PROCTER  &  GAMBLE  Co.,  Cincinnati 
(Ivory  Snow),  on  Aug.  31,  adds  7  NBC 
stations  to  Mary  Marlin,  making  a  total 
of  66  NBC  stations.  Mon.  thru  Fri.,  3- 
3:15  p.m.  Agency:  Benton  &  Bowles, N.  Y. 

BELL  TELEPHONE  SYSTEM,  New  York, 
will  add  30  NBC  stations  to  The  Telephone 
Hour,  making  a  total  of  128  NBC  sta- tions, Mon.,  9-9:30  p.m.  Agency:  N.  W. 
Ayer  &  Son,  N.  Y. 
PROCTER  &  GAMBLE  Co.,  Toronto 
(Chipso)  on  Aug.  31  changes  Vie  de Familie  on  3  Canadian  Broadcasting  Corp. 
French  stations,  Mon.  thru  Fri.  from 
11:45-12  noon  to  10:30-10:45  a.m.  Agency: 
Pedlar  &  Ryan,  N.  Y. 

PILLSBURY  FLOUR  MILLS  Co.,  Min- 
neapolis (flour,  pancake  flour),  on  Sept.  7 

'will  add  26  CBS  stations  to  Clara,  Lu  'n 
'Em,  Mon.,  Wed.,  Fri.,  11-11:15  a.m. 
making  a  total  of  40  CBS  stations.  Agency: McCann-Erickson,  Chicago. 

VICK  CHEMICAL  Co.,  New  York  (Vita- min Plus  capsules),  on  Sept.  14  adds  64 
NBC  stations  to  Dr.  I.  Q.,  making  a  total 
of  125  NBC  stations,  and  starts  show  on 
4  BLUE  stations,  Mon.,  9:30-10  p.m.  Agen- cy :  Grant  Adv.,  Chicago. 
BRISTOL-MYERS  Co.,  New  York  (Ipana, 
Sal  Hepatica).  on  Sept.  30  replaces  T/io.sc 
Wc  Love  with  Eddie  Cantor's  Time  to Smile  on  about  85  NBC  stations.  Wed., 
9-9:30  p.m.  Agency:  Young  &  Rubicam, N.  Y. 

BRISTOL-MYERS  Co.,  New  York  (Mum), 
on  Sept.  25  moves  In  Person,  Dinah  Shore, 
on  110  BLUE  stations,  Fri.,  from  9:30- 
9:45  p.m.  to  8:15-8:30  p.m.  Agency:  Ped- lar &  Ryan,  N.  Y. 

^^^"TTiIa  DESIGNS  ■iv  a;. 
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MPRES
SION More  than  20  years  of  service  records 

prove  that  the  Lapp  curved-side 
compression  cone  of  electrical  por- 

celain meets  every  operating  require- 
ment. It  affords  double  the  strength 

of  an  ordinary  straight-side  cone, 
assuring  the  maximum  in  security  and  permanence.  Finally, 
each  insulator,  before  shipment,  is  tested  by  loading  to  50% 
more  than  maximum  design  load.  Most  radio  engineers  know 
they've  covered  the  insulator  question  adequately  when  they 
say  to  their  tower  manufacturer,  "Use  Lapp  Insulators." Lapp  Insulator  Co.,  Inc.,  LeRoy,  N.  Y. 

FOR  SECURITY  IN 

ANTENNA  STRUCTURE  INSULATORS 
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Book  Publishers  Name 

Group   to   Help  Radio 
TO  PROMOTE  the  books  which  ex- 

I  plain  the  war  or  aid  the  war  effort, 
a  radio  committee  has  been  formed 
as  part  of  the  Council  on  Books  in 
AVartime  Inc.,  organized  some  weeks 
ago  to  coordinate  the  war  efforts 
of  the  book  publishing  industry.  Ra- 

dio committee,  headed  by  Lee 
Barker,  of  Houghton-Miffln  Co.,  is 
pi-epared  to  help  radio  stations,  pro- 

gram directors  and  script  editors  in 
such  matters  as  clearing  contract 
rights,  securing  authors  for  broad- 

'  casts  and  lining  up  radio  adapta- 
tions or  dramatizations  of  books  re- 

lating to  the  national  emergency. 
The  committee,  located  at  347  Fifth 
Ave.,  New  York,  serves  as  a  clear- 

ing house  for  information  about 
books  and  authors,  as  possible 
broadcasting  material,  and  is  cur- 

rently engaged  in  collecting  from 
books  material  which  would  be  ap- 

propriate for  radio. 
Committee  members  are:  Philip 

H.  Minus,  Young  &  Rubicani;  Nel- 
son Hesse,  Hesse  &  McCaffrey; 

Raymond  Bond,  Dodd  Mead  &  Co.; 
Norman  Hood,  Henry  Holt  &  Co.; 
Albert  Leventhal,  Simon  &  Schus- 

ter; Frank  Taylor,  Reynal  &  Hitch- cock. 

Greetings  From  Troops 

AS  A  RESULT  of  the  War  Dept's 
announcement  that  personal  mes- 

sages betwten  troops  abroad  and 
relatives  in  the  United  States  by 
shortwave  broadcast  or  transcrip- 

tions [broadcasting,  Aug.  17]  be 
discontinued  unless  approved  by  the 
department,  MBS  has  revised  its 
Amej'icans  Calling  Home  series. 
Program,  broadcast  for  six  quarter- 
hours  a  week,  brought  greetings 
from  members  of  the  American 
force  in  Australia  to  their  folks  at 
home,  but  under  the  new  arrange- 

ment these  personal  messages  have 
been  replaced  with  interviews  with 
soldiers.  MBS  stated  that  its  other 

I  programs  of  foreign  origin  already 
conformed  to  the  regulation  and 
progTams  of  other  networks  were 
not  affected  by  the  order,  as  far  as 
could  be  ascertained. 

Equipment  Picture 
EQUIPMENT  conservation 
proposals  offered  by  the  War 
Production  Board  have  been 
turned  over  to  Committee  IV 
(Domestic  Broadcasting)  of 
the  Board  of  War  Communi- 

cations Broadcasting  learned 
last  week.  No  definite  action 
is  expected  from  this  group 
until  after  Labor  Day  and 
meanwhile  careful  study  is 
being  made  of  the  BWC  tube 
survey  and  other  pertinent 
data.  Although  detailed  stud- 

ies of  South  American  equip- 
ment problems  are  going  for- 
ward, WPB  had  nothing  defi- 

nite to  report.  Positive  action 
awaits  complete  facts,  it  was 
said. 

A  READY  MADE  AUDIENCE 

Defense  Plants  Provide  Basis  for  Safety 

 Series  Aimed  at  War  Workers  

MANPOWER  CONSERVATION  series  on  WGRC,  New  Albany,  Ind.,  is 
launched  at  this  meeting.  Seated  is  J.  Fred  Miles,  head  of  the  Louisville 
Refining  Co.,  signing  contract  for  the  safety  show.  Standing  (1  to  r)  are 
Howard  J.  Perry,  WGR  Commercial  manager;  F.  W.  Rodenheber,  chair- 

man of  the  Kentucky  National  Committee  for  the  Conservation  of  Man- 
power; and  Edwin  S.  Weldon,  account  executive  of  M.  R.  Kopmeyer  Adv. 

Agency,  handling  the  account. 

TO  ASSIST  the  nationwide  drive 
to  conserve  manpower  in  vital  in- 

dustry through  greater  use  of 
safety  measures,  WGRC,  New  Al- 

bany, Ind.,  in  August  launched  a 
Manpower  series  sponsored  by  the 
Louisville  Refining  Co.,  headed  by 
J.  Fred  Miles  who  is  also  com- 

manding officer  of  the  Kentucky 
Colonels. 

Giving  full  cooperation  to  the 
plan,  originated  by  Howard  J. 
Perry,  WGRC  commercial  man- 

ager, the  industrial  plants  of  the 
station's  area  made  available  a 
ready-made  audience  of  more  than 
30,000  defense  workers  through 
their  public  address  systems.  Where 
these  systems  do  not  exist  radios 
are  installed. 

Lunch  Listening 

First,  in  conjunction  with  the 
Dept.  of  Labor  and  the  Louisville 
Safety  Council,  WGRC  made  a  sur- 

vey of  the  plants  and  discovered 
most  workers  preferred  to  do  their 
radio  listening  during  the  lunch 

period. The  Manpower  proj;,rams  were 
then  scheduled  for  12:15-12:30 
p.m.,  Monday  through  Saturday. 
Although  safety  in  plants  is  the 
theme  of  the  shows,  they  are  de- 

signed to  give  15-minutes  of  enter- 
tainment as  well.  Preceding  the 

program  is  a  15-minute  newscast, 
sponsored  by  the  Superior  Petro- 

leum Co.,  a  subsidiary  of  Louisville 
Refining  Co. 
Through  F.  W.  Rodenheber, 

chairman  of  the  Kentucky  Na- 
tional Committee  for  the  Conserva- 

tion of  Manpower  and  director  of 
the  Louisville  Safety  Council,  in 
cooperation  with  plant  safety  direc- 

tors, the  programs  are  being  em- 
phasized and  workers  who  have 

contributed  safety  measures  are 
brought  before  the  microphone. 

LOUIS  RUPPBL.  publicity  chief  of 
CBS,  and  the  "CBS  Mail  Bag", mimeographed  letter  sent  twice 
monthly  to  all  former  CBS  employes  in 
the  armed  services,  were  praised  in 
BIij  Day,  syndicated  column  written  by 
Mrs.  F.  D.  Roosevelt,  last  Monday. 

C.  L.  Parsons 

C.  L.  (Poss)  PARSONS,  50,  dean 
of  Rocky  Mountain  spoi-ts  authori- ties and  sports  director  of  KOA, 
Denver,  died  of  a  heart  attack  Aug. 
27  at  his  summer  home.  West  Yel- 

lowstone, Mont.  At  the  time  of  his 
death,  he  was  on  vacation.  Previ- 

ous to  his  association  with  the  sta- 
tion, he  had  served  17  years  as 

sports  editor  of  the  Denver  Post. 
He  was  a  member  of  Grantland 
Rice's  Ail-American  Advisory 
Board  for  the  Rocky  Mountain  re- 

gion. He  is  survived  by  his  widow 
and  one  son,  Lt.  C.  L.  Parsons,  Jr. 
stationed  with  the  Army  Air  Forces 
at  Miami.  Mr.  Parsons  was  pre- 

paring to  take  over  the  duties  of 
news  editor  at  KOA  Sept.  10. 

Campbell  Placing 

CAMPBELL  CEREAL  Co.,  Min- 
neapolis (Malt-O-Meal  and  Corn 

Flakes),  on  Oct.  5  will  start  spon- 
sorship of  Crossroads  Store  on 

KGBX,  Springfield,  Mo.  Program 
is  a  live  quarter-hour  dramatic 
show  three  times  a  week  built 
around  the  everyday  events  in  the 
small  general  store.  The  company 
will  also  start  sponsorship  on  Oct. 
5  of  John  Harrington  and  the  News, 
thrice  -  weekly  quarter  -  hour  on 
WBBM,  Chicago.  Agency  is  H.  W. 
Kastor  &  Sons  Adv.  Co.,  Chicago. 

Smart  Programming 

PROGRAM  department  of  WHEN, 
Lawrence,  Kan.,  picked  the  right 

number  when  they  played  It's  All Over  Now  on  the  morning  wake-up 

program.  Timekeeper's  Time,  at 7:30  a.m.  Aug.  26.  During  the  num- 
ber a  bolt  of  lightning  struck  the 

33,000-volt  power  line  which  sup- 
plies juice  to  the  station  transmit- ter near  Tonganoxie,  Kan.  It  was 

All  Over  Now  for  some  time  before 
WREN  resumed  broadcasting. 

Menaugh  Named 

ROBERT  M.  Menaugh,  superinten- 
dent of  the  House  Radio  Gallery, 

has  been  named  permanent  secre- 
tary of  the  Radio  Correspondents' Assn.  Menaugh  will  handle  all  ad- 

ministrative work  for  the  executive 
committee,  which  controls  the  Con- 

gressional Radio  Galleries. 

.JOSEPH  PETRILLO,  son  of  Caesar 
Petrillo,  music  director  of  CBS-Chi- 

cago, was  inducted  into  the  Navy  Air 
Corps  on  CBS  The  First  Line,  weekly 
half-hour  sponsored  by  William  Wrig- 
ley  Jr.  Co.,  Chicago. 

Boston  Business 
Ask  for  lafest  case-history 
.  .  .  capturing  Boston  in 
ten  amazing  weel<s! 

BIPRISENTED  BY  HEADLE Y- REED  CO. 

N-  IIBOonYoxCrDIAL 

IMPRESSIONS 

THAT  STICK 

Ask  AkJV  BLAlR  MAN 

OU  US  ̂  
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WAR  FACTS  GIVEN 

IN  DISC  CAMPAIGN 

TO  INFORM  America  through  ra- 
dio, the  Office  of  War  Information 

announced  Aug.  27,  a  unique  cam- 
paign of  43  transcribed  messages 

by  leading  commentators  to  be- 
gin Sept.  14  supplying  listeners 

with  war  effort  facts  emphasizing 
the  United  Nations.  Radio  stations 
throughout  the  country  were  ap- 

prised of  this  campaign  in  a  tele- 
gram from  William  B.  Lewis,  chief 

of  OWI's  radio  bureau  asking  them 
to  use  the  one-minute  announce- 

ments from  Sept.  14  through  Oct. 
26. 

In  his  memorandum  to  the  sta- 
tions, Mr.  Lewis  stressed  the  need 

of  giving  the  people  "the  true  facts 
about  the  United  Nations."  "It  is 
obvious,"  he  continued,  "that  for 
complete  unity  every  American 
should  be  completely  informed  on 
the  contributions  of  every  member 
of  the  United  Nations". 

To  gain  this  end,  OWI  has  en- 
listed the  aid  of  such  news  com- 

mentators as  H.  V.  Kaltenborn, 
William  Shirer,  Gabriel  Heatter, 
Walter  Winchell,  Raymond  Clap- 

per, John  Gunther,  John  W.  Van- 
dercook.  Earl  Godwin,  Lowell 
Thomas,  Raymond  Gram  Swing 
and  Pearl  Buck. 

Stations  have  been  asked  to  use 
the  announcements  at  the  rate  of 
10  per  day,  seven  days  per  week 
for  six  consecutive  weeks.  OWI 
requested  stations  to  feature  an- 

nouncements in  the  regular  periods 
usually  set  aside  for  transcribed 
one  minute  announcements.  This 
applies  to  sustainers  and  sponsored 
programs  alike. 

However,  in  the  case  of  spon- 
sored programs,  stations  have  been 

asked  not  to  include  the  an- 
nouncements within  the  body  of 

the  program;  instead  OWI, has  sug- 
gested sponsors  be  asked  to  donate 

one  minute  before  or  after  his  pro- 
gram. Permission  has  been  given 

stations  to  announce  that  the 

"sponsor  has  donated  one  minute 
of  his  time  for  an  important  mes- 

sage." 

NAB  Advises  on  Political  Programs; 

Fears  Criticism  Over  'Dramatizations^ 

H,  DeWitt  Landis  Buys 

Clovis  Local  for  $16,000 
SALE  of  KICA,  Clovis,  N.  M.,  to 
Hugh  DeWitt  Landis,  general  man- 

ager of  KFYO,  Lubbock,  Tex.,  was 
approved  last  Tuesday  when  the 
FCC  granted  consent  to  the  as- 

signment of  license  to  Mr.  Landis 
by  Western  Broadcasters  Inc.,  sta- 

tion licensee.  Purchase  price,  ac- 
cording to  the  Commission,  is  $16,- 

000. 
Principals  in  the  Western 

Broadcasters  are  Charles  C.  Al- 
sup  who  with  his  wife,  Florence 
Co.,  held  50  shares;  and  Edmund 
G.  Dillon,  a  public  auditor,  with 
25  shares.  KICA  is  on  1240  kc. 
with  250  watts  fulltime. 

CARTER-THOMf-ON  C<...  Philadel- 
phia advertising  agency,  filed  a  volun- 
tary petition  in  bankruptcy  in  the 

IT.  S.  District  Court  in  Philadelphia 
Aug.  20.  H.  B.  Lewis  was  appointed 
referee. 

WITH  POLITICAL  campaigns  in 
progress  preparatory  to  the  No- 

vember Congressional  and  state 
elections,  the  NAB  last  week  ad- 

vised stations  to  guard  against 
"dramatized"  political  broadcasts 
and  the  criticism  they  might  bring. 
Answering  inquiries  from  sev- 

eral stations  which  had  been  prop- 
ositioned on  such  dramatizations, 

C.  E.  Arney  Jr.,  acting  secretary- 
treasurer  of  the  NAB,  asserted 
that  misunderstanding  exists  as  to 
industry  policy.  In  the  1936  Pres- 

idential campaign,  considerable 
consternation  was  caused  in  party 
ranks  over  a  network  dramatiza- 

tion sponsored  by  one  of  the  na- 
tional committees  and  thereafter 

the  major  networks  declined  to  ac- 
cept such  programs. 

Mr.  Arney  said  there  is  no  spe- 
cific provision  in  the  NAB  code 

covering  political  dramatizations, 
but  the  NAB  board  of  directors  in 
1940  reaffirmed  the  position  pre- 

viously expressed,  which  limits  po- 
litical broadcasts  to  "political 

speeches,  interviews  and  announce- 
ments, and  the  remote  control 

broadcast  of  any  bona  fide  political 

meeting". While  these  dramatized  versions 
are  not  specifically  mentioned, 
"they  are  by  every  reasonable  im- 

plication excluded",  Mr.  Arney  de- 
clared. "The  reasons  underlying 

this  exclusion  wotild  seem  to  be 
quite  apparent. 

"Broadcasters  in  making  their 
facilities  available  for  political 
campaigns  and  to  candidates  for 
public  office  are  instrumentalities 
for  the  dissemination  of  accurate 
information  and  facts  as  an  aid  to 
the  voters  in  determining  policy 
and  selecting  public  officials. 
"Every  precaution  should  be 

taken  to  see  that  this  obligation 
is  fully  and  honestly  discharged. 
Dramatizations  of  any  kind  often 
resort   to   what   may   be  termed 

"dramatic  license".  Frequently  dra- 
matic techniques  do  not  always 

conform  to  fact.  The  NAB  Board 
of  Directors  has  consistently  felt 
that  the  interests  of  the  industry 
as  well  as  of  the  voting  population 
is  best  served  by  elimination  of 
dramatized  announcements  and 

programs. 

GM'S  CBS  SERIES 

TO  STOP  SEPT.  22 
AFTER  a  16-week  run.  Cheers 

'oni  the  Camps,  sponsored  by 
General  Motors  Corp.  over  a  full 
CBS  network,  vidll  be  terminated 
Sept.  22.  GM,  according  to  its 
Washington  vice-president,  R.  H. 
Grant,  has  concluded  that  the  pro- 

gram has  fulfilled  its  mission,  in- 
sofar as  his  company  is  concerned. 

He  expressed  the  hope  that  some 
other  sponsor  would  pick  it  up. 

Mr.  Grant  charaaterized  the  pro- 
gram as  "a  success"  from  the 

standpoint  of  soldier  entertainment 
and  its  contribution  to  Army  mor- 

ale. He  said  it  had  been  sched- 
uled for  only  13  weeks  originally 

and  that  it  broke  new  ground  as  a 
new  war  technique. 

The  program  began  June  9  and 
has  been  broadcast  Tuesdays,  9:30- 
10:30  p.m.,  over  a  114-station  net- 

work. Campbell-Ewald  Co.  was 
agency,  with  Henry  E.  Ewald, 
chairman  of  the  board,  personally 
in  charge.  GM  has  no  immediate 
plans  for  a  replacement  program, 
according  to  Mr.  Grant. 

Blvie  onBWC 

MEMBERSHIP  of  the  Blue  Net- 
work Co.  Inc.,  on  the  Domestic 

Broadcasting  Committee  (Commit- 
tee IV)  of  the  Board  of  War  Com- 

munications, was  approved  by  the 
board  at  its  meeting  in  Washing- 

ton last  Thursday.  It  is  expected 
that  K.  H.  Berkeley,  BLUE  direc- 

tor in  Washington  and  general 
manager  of  WMAL,  will  be  desig- 

nated as  member,  with  another 
BLUE  executive  as  his  alternate. 

.5:    4  J.  yr^ 

1*^ 

Hettinger,  Beirn  Named 

To  OWI  Campaign  Posts 
TWO  FIGURES  prominent  in  the 
radio  advertising  field  last  week 
were  appointed  to  the  newly  creat- 

ed posts  of  campaign  managers  of the  Bureau  of 
Campaigns  of  the 
Office  of  War  In- formation. They 

are  Dr.  Herman 
Hettinger,  asso- 

ciate professor  of 
marketing  of  the 
Wharton  School 
of  Commerce  of 
the  U  of  Penn- sylvania, and Kenneth  Beirn, 

account  executive 
of  Pedlar  &  Ryan,  New  York.  They 
will  join  OWI  Oct.  1  and  will  work 
under  Ken  Dyke,  chief  of  the  Bu- reau of  Campaigns. 

Dr.  Hettinger,  long  prominent 
as  an  economist  in  the  broadcast- 

ing field,  will  resign  from  his  uni- 
versity post  for  the  duration.  Mr; 

Beirn,  who  has  been  working  on 
the  Procter  &  Gamble  account, 
leaves  the  agency  to  assist  Mr. 
Dyke  on  Government  promotional 
campaigns,  which  are  now  being 
planned  and  executed  largely  like 
regular  commercial  advertising 
campaigns.  Both  will  serve  as  con- 

sultants to  Mr.  Dyke's  bureau  un- til Oct.  1. 

Dr.  Hettinger 

Morgan  to  London 
BREWSTER  MORGAN,  CBS  pro- 

ducer, has  been  granted  an  indefi- 
nite leave  of  absence  by  the  net- 

work to  go  to  London  to  take 
charge  of  program  production 
in  the  newly  established  office 
there  of  the  Office  of  War  In- 

formation. He  will  work  under 
Wallace  Carroll,  former  United 
Press  London  bureau  chief  who 
was  recently  named  head  of  the 
OWI  office  in  the  British  capital 
[Broadcasting,  Aug.  17].  Both 
will  fly  to  London  within  the  next few  weeks. 

New  Woodbury  Item 

ANDREW  JERGENS  Co.,  Cincin- 
nati, currently  using  two  net  shows 

far  Woodbury  products,  will  short- 
ly launch  a  test  campaign  for  a  new 

Woodbury  liquid  shaving  cream, 
probably  using  spot  announcements 
and  programs  in  four  different 
markets.  In  addition  to  sponsoring 
The  Thin  Man  on  NBC  for  Wood- 

bury face  cream  and  powder, 
Jergens  Co.  presents  The  Parker 
Family  on  BLUE  for  Woodbury 
soap  and  Walter  Winchell,  also  on 
BLUE,  for  Jergens  Lotion.  Agency 
is  Lennen  &  Mitchell,  New  York. 

Drawn  for  Broadcasting  by  Sid  Hix 
"Oh,  We  Thought  It  Was  'War  Blondes'  You  Were  Talking  About!" 

Paine  to  Hollywood 

JOHN  G.  PAINE,  general  man- 
ager of  ASCAP,  and  the  Society's executive  committee  will  go  to 

Hollywood  next  month  for  the  regu- 
lar meeting  of  the  Pacific  Coast 

members  of  ASCAP.  The  eastern 
delegation  wil  report  on  the  So- 

ciety's activities  and  will  receive from  the  West  Coast  members 
resolutions  to  be  presented  at  the 
Society's  general  membership  meet- 

ing to  be  held  in  New  York  in 
October. 
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"It  goes  without  saying  that  advertising  is  a  funda- 
mental part  of  modern  merchandising.  If,  then, 

advertising  is  an  essential  in  time  of  peace,  it  is 

most  certainly  an  indispensable  ingredient  of  busi- 
ness in  time  of  war.  Neither  can  change  the  under- 

lying values  of  advertising,  though  war,  as  we  have 
seen  in  England,  may  reduce  its  volume  and  alter 
its  use. 

"As  I  see  it,  the  job  of  management  under  present 
conditions,  is  to  make  the  pattern  fit  the  cloth — 
to  use  advertising  as  a  task  force  where,  when, 
and  as  needed. 

"It  would  be  folly  to  say  that  all  companies 

should  spend  as  much  for  advertising  as  in  normal 
times.  Changing  conditions  should  influence  any 
decision  to  keep  present  budgets,  retrench,  or  even 

expand.  It  is  the  province  —  and  the  responsibility 

—  of  management  to  evaluate  these  changing  con- 
ditions and  project  advertising  appropriation  and 

function  to  meet  them. 

"I  cannot  say  how  much  we  will  be  spending  for 
advertising  a  year  from  now.  I  can  say  that  we  will 

keep  our  plans  and  policies  flexible  to  meet  chang- 
ing conditions  brought  about  by  war  in  precisely 

the  same  manner  we  keep  them  fluid  to  meet  chang- 

ing  competitive   conditions   in   time   of  peace." 
To  the  greai  names  in  American  business  whose  continued  advertising  is  a  flaming  symbol  of  faith 

in  America's  future  .  .  .  whose  fortitude  in  total  war  adds  another  shout  of  defiance  to  the  enemies 
of  free  American  enterprise  and  democracy  .  .  .  this  space  is  dedicated  by  The  Nation's  Station. 
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MERCHANDISING  COOPERATION 

KLZ  Denver 

5,000  WATTS — 560  Kc. 
Affiliated  in  Management  With  The  Oklahoma  Publishing  Co. 
AND  WKY,  Oklahoma  City  -H  Represented  by  The  Katz  Agency,  Inc. 



to  the  maker*  of  a 

substitute  product . . . 

WOR  thinks  you  ought  to  know  about  a  man  who 

had  to  market  a  substitute  product  pronto.  It  was 

a  flavoring.  To  be  specific,  like  vanilla.  Said  the 

maker,  "Please  go  out  and  shout  loud  for  me. 

Make  people  look  up,  listen,  go  buy  my  vanilla." 

In  8  weeks  WOR  doubled  the  high  sales-expectancy 

this  harried  maker  had  set  for  himself.  In  8  weeks 

WOR  put  the  product  on  the  shelves  of  50%  more 

dealers.  WOR,  in  fact,  opened  up  grand  new  dis- 

tribution for  this  man  in  the  residential  communities 

of  New  Jersey,  Long  Island,  Connecticut,  Rhode 

Island  and  Pennsylvania. 

Said  he  generously,  ''WOR  did  a  better  job 

than  any  media  I've  used." 

Have  you  maybe  a  substitute 

product  you'd  like  to  sell  quick? 

Get  in  stores?  Turn  maybe  into  a 

grand  after-war  investment? 

*  or  his  agent,  or  advertising  manager 

our  address  is 

WOR 

at  1440  Broadway,  in  Neu:  York 
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From  Gov.  Green  of  Illinois: 

Please  accept  my  most  cor- 
dial wishes  for  the  fullest 

success  in  this  Illinois  State 
Fair  of  the  Air. 
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From  Gov.  Schricker  of  Indiana: 

In  your  Indiana  State  Fair 
of  the  Air  ...  I  confidently 

assure  you  of  Indiana's  en- thusiastic support. 

"WcM  One  el      wtnil^  itt  Midmst  Amt^ical" 

STATE  FAIR  of  the  AIR 

There  will  be  a  week-long 
"State  Fair  of  the  Air"  over 
WLS  for  both  Illinois  and 
Indiana,  radio  expositions 
complete  with  Livestock 
Days,  Governors'  Days, 
Youth  Days,  Victory  Days 
and  Midway  Days.  Livestock 
and  machinery  men,  repre- 

sentatives of  4-H  Clubs  and 
Future  Farmers,  leaders  in 
women's  farm  movements 
will  be  heard.  They  will  be 
presented  on  WLS  "Dinner- 
bell  Time"  program  with 
Ai'thui-  C.  Page  in  charge. 

At  all  events  important  in  the  lives  of  Mid-West  people,  WLS  is  on  the 

job.  Direct-from-the-celebration  broadcasts  provide  "box  seats"  at  these 
events  for  thousands  of  WLS  listeners.  This  year,  with  our  war  effort  neces- 

sitating cancellation  of  Illinois  and  Indiana  State  Fairs,  WLS  will  broadcast 
from  its  studios  typical  State  Fair  programs  as  we  would  have  presented  them 

from  the  Fair  Grounds  direct,  had  there  been  expositions — the  Prairie  Farmer- 

WLS  State  Fairs  of  the  Air!  It's 
another  example  of  the  friendly 

service  that  makes  us  "One  of 
the  Family"  —  and  that  is  why 

WLS  Gets  Results! 

represented  by 

John  Blair  &  Company 

8  9  0  KILOCYCLES 

50,000  WATTS 
BLUE  NETWORK 

CH  ICAGO 

PRAIRIE 

FARMER 

STATION 

ItLltlUDCB  D.  BUTLliR Prcsiflcnt 

IrLKNN  SnYI>KR 
Managpr 

MANAGEMENT  AFFILIATED  WITH  KOY,  PHOENIX,  AND  THE  ARIZONA  NETWORK  —  KOY  PHOENIX   *    KTUC  TUCSON   *    KSUN  BISBEE-LOWELL 
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IN  MEW  ENGIAND  ? 

ATTEMPTING  %  cover  the 

/  \  populous  New  England 
market  with  one  or  two  stations  is 

like  sending  Jack  and  Jill  to  fetch 

a  pail  of  water.  The  result  may  be 

a  tumble,  spilling  the  whole  pail 
of  sales. 

How  much  more  logical,  how 

much  more  resultful  to  use  the 

one  group  of  stations  that  for 

years  has  presented  the  type  of 

programs  that  have  made  it  New 

England's  own  —  that  has  built 
substantial,  loyal,  responsive 

audiences,  not  just  here  and 

there,  or  at  certain  hours,  but  in 

ALL  key  markets  at  all  hours. 

The  Yankee  Network's  20  sta- 

tions are  a  closely-knit  part  of  the 

communities  they  serve.  In  busi- 

ness, social  and  service  relation- 

ships they  have  possessed  for 

years  the  good  will,  friendship 

and  acceptance  that  New  Eng- 

enders give  only  to  those  they 

know  and  in  whom  they  have 

confidence. 

By  and  large  these  are  assets 

which  cannot  be  bought  —  they 

must  be  won  by  consistently 

proven  merit.  Yet,  fore-sighted 

advertisers,  who  are  open  minded 

on  facts,  can  buy  these  advan- 

tages at  no  premium.  Investigate 

before  you  invest  in  New  England 
radio  time. 

THE  Yankee  Network,  mc. 

Member  of  fhe  Mufua/  2»roo6Q.os\\t\Q  System 

'21  BROOKLINE  AVENUE,  BOSTON,  MASS.  EDWARD  RETRY  &  CO.,  INC.,  Exclusive  National  Sales  Representafive 
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PLAT€  GLASS: 

A  substance  of  exceedin 
smoothness.  Greatly  resemble 
in  this  respect  many  middl 
west  farm  fields,  which  ha^ 
been  shorn  of  their  crop 
which  in  turn  have  been  sol  1 
for  much  wealth. 

HOUJtGLASS: 
Instrument  which  measures 
hours  by  the  running  of  sand 
through  a  small  opening.  The 
Sands  of  Time  leave  you  but  few 
hours  to  spare,  if  you  would 
make  a  bid  for  the  wealth  now 
in  the  pockets  of  farm  men 
and  women. 

GLASSES: 
Artificial  contrivance  to  assist 
the  sight.  Needed  by  advertisers, 

if  they  don't  instantly  see  what 
wonderful  markets  they  have 
throughout  Nebraska  and  her 
neighbors,  and  how  KFAB 
cover$  the  area. 

"ICS": 

Glass-like  stones  (diamonds), 
worth  many  units  of  money. 
Worn  by  KFAB  advertisers. 
Purchased  with  money  made 
from  sale  of  KFAB-advertised 
products  in  the  many  active 
markets  of  this  region.  You  can 
do  the  same !  Just  remember, 
when  pushing  your  product  in 
Nebraska  and  her  neighboring 
states,  that  you  need  KFAB  to 
do  a  complete  selling  job. 

DON  SEARLE,  GENERAL  MANAGER 

ED  PETRY  &  CO.,    INC.,  NAT'L  REPR 
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WITH  its  new  5,000  -  watt  power 

(day  and  night)  and  980  kilo^ 

cycle  frequency,  WSIX  assures  inten- 

sive coverage  of  the  rich  Nashville  area. 

Advertisers  have  the  additional  advan- 

tage—  for  the  present — of  still  being  able 

to  buy  time  on  the  more  powerful  WSIX 

at  no  increase  in  cost  over  the  old  250- 

watt  rates. 

SPOT  SALES/INC, 

National  Representatives 

5000 

WATTS 

If 

980 

KILOCYCLES 

NASHVILLE,  TENN. 
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MANUFACTURERS       AND       DISTRIBUTORS       OF       CARBONATED  BEVERAGE 

-ERE  are  the  specific  facts  about  a  test 

radio  campaign  in  which  Sonovo.x  spots  in- 
creased, the  sales  of  a  popular  soft  drink  by 

31% — actually  increased  the  radio  results- 

per-dollar  by  more  than  161%! 

The  test  market  was  Rochester,  Minnesota.  The  sponsor  was 

Velie-Ryan,  Incorporated,  an  aggressive  bottling  plant.  The 

product  was  Nesbitt"s  Orange.  .  .  .  Last  year,  using  a  conven- 

tional radio  promotion  costing  "X"  dollars,  sales  from  this  one 
local  plant  totaled  .5650  units.  .  .  This  year,  using  a  Sonovox 

promotion  called  "Little  Joyce  with  the  Peculiar  Voice''  (and 
spending  less  than  half  as  much  money  as  in  1941)  sales 

jumped  .^1%  over  1941  figures  in  the  first  23  days  of  the 

Sonovox  promotion — at  which  time  the  test  had  to  be 

223  Nonh  Broadway.  ROCHESTER,  MINNESOTA August  17,  19U2 

Mr.  James  L.  Free,  PTeeldent 
Wright-Sonovox,  Inc. 
180  N.  Michigan  Avenue 
Chicago,  Illlnoie 

Dear  Jim: 

In  answer  to  your  request,  I  am  attaching 
to  this  letter  our  sales  charts  for  Nesbltt's  Orange in  the  city  of  Rochester  comparing  July  ISkl  and 
July  194?,     I  am  also  attaching  our  comparative  chart 
for  I9U2  showing  our  three  products,  all  of  which  are 
nationally-advertised  franchised  drinks. 

Now  that  the  program  has  been  completed 
words  fail  me  when  I  attempt  to  express  the  actual 
results  and  the  greatness  that  was  attained  in  adver- 

tising value,  along  with  the  immediate  sales  reaction. 
Frankly,  Jim,  it  is  my  opinion  that  this  promotion and  contest  had  appeal  and  success  never  before 
attained  in  any  merchandising  effort  in  this  market. 
I  heartily  compliment  you  on  Little  Joyce  and  sincerely 
feel  that  this  new  and  startling  personality  will  have 
a  far-reaching  effect  on  radio  in  the  years  to  come. 

Very  best  regards, Sincerely, 

VELIE-RYAN  INCORPORATED 

Richard  Ryan 

RR:Mim 

terminated  because  the  bottling  plant  had  run  out  of  caps! .  .  . 

Time  after  time  during  the  past  year,  agencies  and  advertisers 

with  guts  and  imagination  have  proved  that  Sonovox  enor- 
mously increases  the  pulling  power  of  radio.  This  Rochester 

test  is  unique  only  in  that  it  provides  definite  figures  on  a 

clear-cut  comparison.  We  would  be  happy  to  send  you  a 

detailed  analysis  of  the  whole  promotion — together  with  some 
suggestions  for  further  Sonovox  ideas.  We  think  the  facts  will 

convince  you  f)f  the  power  of  "Talking  and  Singing  Sound." 

WRIGHT-SONOVOX,  INC 

'^Talking  and  Singing  Sound" 

CHICAGO  ....  NEW  YORK  ....  HOLLYWOOD 

FREE  &  PETERS,  INC.,  Exclusive  National  Representatives 

CHICAGO:  180  N.  Michigan  HEW  YORK:  247  Park  Ai^e.  SAN  FRANCISCO:  1 11  Suiter  HOLLYWOOD:  1512  N.  Gor</o«  ATLANTA:  ,22  Palmer  Bldg. 
Franklin  6373  Plaza  5-413X  Sutter  4353  Gladstone  3949  Main  5667 
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Senate  Petrillo  Probe  Called  tor  Sept.  14 

Clark  Chairman  of  Special  Committee; 

Delay  in  Court  Argument  Seen 

ACTING  without  lost  motion,  Senator  D.  Worth  Clark  (D- 

Idaho),  chairman  of  the  newly-created  Petrillo  Probe  Sub- 
committee of  the  Senate  Interstate  Commerce  Committee,  has 

called  preliminary  hearings  to  begin  next  Monday  (Sept.  14) 
on  his  resolution  for  legislation  to  thwart  AFM  rampaging 
construed  as  injurious  to  the  war  effort  and  public  morale. 

Named  last  Friday  by  Chairman  Wheeler  (D-Mont.)  to 
head   the   five-man   subcommittee,     majority  whip,  and  administration 
Senator  Clark  promptly  announced 
his  plans  for  the  exploratory  in- 

quiry. This  precedes  Senate  action 
on  his  resolution  (SRes-286),  call- 

ing for  a  full-scale  investigation 
of  the  American  Federation  of 
Musicians  and  its  executive  heads. 

Committee  Lineup 
While  Senator  Clark  has  not  de- 

cided on  his  slate  of  witnesses,  it 
is  likely  national  figures  identified 
with  the  effort  to  get  James  C.  Pe- 

trillo, AFM  president,  to  call  off 
his  recording  and  other  bans  in  the 
war  interest,  will  appear.  It  is 
probable  that  witnesses  will  in- 

clude such  figures  as  Elmer  Davis, 
director  of  the  Office  of  War  In- 

formation; Thurman  Arnold,  As- 
sistant Attorney  General  in  charge 

of  the  anti-trust  division,  who  has 
launched  litigation  against  the 
union;  James  Lawrence  Fly,  chair- 

man of  the  FCC  and  Board  of  War 
Communications;  Petrillo  himself, 
and  heads  of  organizations  who 
have  felt  the  sting  of  Petrillo's 
arbitrary  bans  and  restrictions. 

■|  New  Petrillo  Move 
The  Congressional  action  came 

coincident  with  a  new  outburst  by 
Petrillo  last  Friday  affecting  ra- 

dio.  In   a   sudden   and  complete 
reversal  of  his  previous  position, 
the   AFM   president  gave  notice 
that  the  union  no  longer  would 
permit  its  members  to  make  spon- 

sored transcriptions  for  one-time 
use.  Telegrams  received  by  tran- 

i  scription  companies  and  advertis- 
'■■  ing  agencies  who  had  either  ap- 
I  plied  for  or  procured  permission 
to  make  and  use  such  commercial 

•  recordings  informed  them  that  the 
'  authorization  was  now  terminated 
(see  story  below). 
Members  of  the  subcommittee 

named  by  Senator  Wheeler,  in  addi- 
tion to  Chairman  Clark,  include 

Senators  Lister  Hill,  of  Alabama, 

stalwart  and  Charles  0.  Andrews, 
of  Florida,  Democrats;  Chan 
Gurney,  South  Dakota,  and  Charles 
W.  Tobey,  New  Hampshire,  Re- 
publicans. 

The  committee  is  regarded  as 
exceptionally  strong.  Senator 
Clark's  reputation  as  a  lawyer  is 
well-established.  Far  from  being 
the  whipcracking  type,  the  Idahoan, 
by  dint  of  intensive  preparation 
and  knowledge  of  his  subject  and 
his  ability  to  question  witnesses 

without  arousing  animosity,  usually 
effectively  ferrets  out  the  facts. 
His  demeanor  is  more  that  of  a 
judge  than  of  a  prosecutor. 

Senator  Gurney,  the  former 
operator  of  WNAX,  Yankton,  S. 
D.,  has  an  appreciation  of  prac- 

tical operating  problems.  More 
worldly-wise  on  radio  than  any 
member  of  the  Senate,  Senator 
Gurney  also  knows  the  American 
Federation  of  Musicians  having 
dealt  with  them  as  a  broadcaster. 

Postponement  Possible  Sept.  16 
The  other  Republican  member 

Senator  Tobey,  is  a  prosecutor  of 

repute.  Agile-minded ,  he  doesn't pull  his  punches  in  interrogating 
witnesses.  He  has  probably  asked 
more  questions  than  all  other  mem- 

bers of  the  committee  combined  in 
recent  hearings  regarding  radio 
matters  and  confirmation  of  mem- 

bers of  the  FCC. 
Meanwhile,  considerable  doubt 

developed  whether  the  hearing  on 
the  anti-trust  division  motion  to 

enjoin  AFM,  sought  by  Assistant 
Attorney  General  Arnold,  would 
be  argued  as  scheduled  on  Sept. 
16  before  the  Federal  District 

Court  in  Chicago.  As  Broadcast- 
ing went  to  press,  indications 

were  there  would  be  a  post- 
ponement, probably  because  of  the 

absence  from  the  country  of  Joseph 
A.  Padway,  general  counsel  of  the 
American  Federation  of  Labor  and 
counsel  for  AFM  in  the  current 
proceedings.  Mr.  Padway  is  in 
London  attending  a  labor  confer- 

ence. His  office  said  that  a  stipu- 
lation on  a  postponement  is  being 

sought. 

No  formal  word  was  forthcom- 
ing from  the  Department  of  Jus- 
tice about  postponement.  It  was 

stated  that  Mr.  Arnold  himself 

personally  will  argue  the  motion 
for  a  preliminary  injunction  and 
that  preparations  for  the  hearing 
are  being  made.  Nevertheless,  it 
was  thought  by  observers  that  in 
view  of  the  absence  of  Mr.  Padway, 

Petrillo  Bans  All  Commercial  Discs 

Reverses   His  Previous 

Plan  of  One-Time 
Permits 

THE  PETRILLO  ban  on  record- 
ings was  made  absolute  and  com- 
plete by  the  AFM  president  last 

Friday  in  a  surprise  reversal  of 
previously  announced  policy  giving 
notice  that  the  union  will  no  longer 
permit  its  members  to  make  com- 

mercial transcriptions  for  one- 
time use  on  the  air. 

Telegrams  received  by  transcrip- 
tion companies  and  advertising 

agencies  who  had  either  applied 
for  or  received  permission  to  make 
and  use  commercially  sponsored 
recordings  said  the  permission  now 
has  been  terminated.  Heretofore, 
the  Petrillo  ban,  which  became  ef- 

fective Aug.  1,  applied  to  making 
of  all  other  types  of  transcriptions 
and  phonograph  records  for  non- 

public use. 
Permits  Granted 

At  the  time  of  the  general  with- 
drawal of  union  musicians  from 

the  making  of  recordings,  Mr.  Pe- 
trillo expressly  exempted  commer- 

cial recordings,  "used  as  they  ought 

to  be — once,  and  once  only",  from 
the  ban.  He  said  that  the  AFM 
executive  board  would  consider  any 
applications  made  by  recording 
companies  to  employ  musicians  on 
sponsored  transcribed  programs  if 
guarantee  were  given  to  the  union 
that  the  discs  would  be  used  once 
and  then  destroyed.  Since  that  time 
a  number  of  such  special  permits 
have  been  given  by  the  union. 

Immediate  reaction  to  this  sud- 
den move  on  the  part  of  the 

musicians'  union  czar  was  that  he 
was  attempting  to  force  a  prompt 
showdown  with  the  broadcasting 
industry,  whose  relations  with 
AFM  are  already  strained  almost 
to  the  breaking  point,  without 
waiting  for  the  Federal  Court  hear- 

ing of  the  Government's  anti-trust 
action  against  Mr.  Petrillo  in  Chi- 

cago tentatively  set  for  next  week. 
Leaders  in  both  the  recording  and 
broadcasting  industries  have  at- 

tempted to  prevent  any  individ- 
ual break  with  the  musicians  prior 

to  the  Sept.  16  hearing,  presumably 
acting  on  the  theory  that  if  the 
court  grants  an  order  restraining 
the  union  from  enforcing  its  ban 
on  recording  pending  trial  the  con- 

dition  desired  by  both  recorders 

and  Broadcasters  will  have  been 
achieved  peaceably  and  without 
need  for  futher  action. 

One  view  expressed  last  Friday 
was  that  the  latest  act  of  aggres- 

sion by  Mr.  Petrillo  provided  the 
Government  with  an  excellent  argu- 

ment for  the  necessity  of  an  in- 
junction preventing  AFM  from  con- 
tinuing its  ban  on  recordings,  be- 

cause of  the  adverse  effects  of  this 
edict  on  the  broadcasting  industry, 
whose  continuance  is  essential  to 
national  morale  in  this  time  of 
war. 

Loss  to  Stations 

It  was  pointed  out  that  while 
the  musicians  are  not  making  any 
new  phonograph  records  or  library 
transcriptions,  which  many  of  the 
smaller  stations  depend  on  for 
much  of  their  musical  program 

material,  the  supply  of  such  re- 
cordings has  not  yet  been  exhausted 

and  that  they  may  be  used  over 
find  over,  so  that  for  a  long  time 
to  come  no  station  is  in  danger  of 
being-  forced  off  the  air  because  of 
a  lack  of  recorded  music. 

This  new  move,  however,  will 
cause  an  immediate  loss  of  tran- {Confinned  on  page  Uk) 
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the  Department  might  be  disposed 
to  agree  to  the  postponement. 

Senator  Clark  told  Broadcast- 
ing that  postponement  of  the 

trial  would  have  no  bearing  on 
his  plans  for  an  exploratory  in- 

quiry. He  pointed  to  the  urgency 
of  action,  lest  serious  injury  be 
done  the  public  and  the  industries 
working  in  the  war  effort  by  vir- 

tue of  the  ban  on  the  making  of 
recordings  and  transcriptions  by 
AFM  members. 

There  is  the  possibility  that  the 
subcommittee  will  not  get  under 
way  next  Monday  as  planned. 
Should  the  Senate  convene  on  that 
day,  to  consider  the  new  revenue 
bill,  it  is  entirely  possible  that  the 
Interstate  Commerce  Committee 
will  report  the  sweeping  Clark 
resolution  to  the  Senate  promptly. 
With  its  passage,  which  is  expected 
in  view  of  the  overwhelming  ap- 

plause it  has  received,  the  com- 
mittee would  not  have  to  undertake 

the  preliminary  inquiry  and  could 
proceed  vdth  specially  provided 
funds  and  with  a  special  staff, 
probably  including  a  prosecutor. 

On  the  other  hand,  if  the  Senate 
does  not  formally  convene  until  the 
following  week,  as  is  now  expected. 
Chairman  Clark  proposes  to  pro- 

ceed with  his  exploratory  investiga- 
tion, calling  a  half-dozen  or  more 

witnesses  in  quick  succession,  to 
show  the  need  for  remedial  action 
and  the  depressing  effect  the  Pe- 
trillo  bans  already  have  had  and 
are  destined  to  have. 

There  appeared  to  be  little,  if 
any,  doubt  about  favorable  action 
on  the  Clark  resolution.  The  fact 
that  the  Senate  has  been  in  quasi- 
recess,  awaiting  the  calling  up  of 
the  revenue  bill,  has  mitigated 
against  action  on  the  resolution. 
The  Senate  leadership  is  not  dis- 

posed to  call  back  the  full  member- 
ship until  the  tax  legislation  is 

ready. 

Congressional  Ire  High 
Indignation  is  high  in  both 

houses  of  Congress  over  the  Pe- 
trillo  actions,  particularly  with  re- 

spect to  the  Interlochen  high  school 
orchestra  ban  over  NBC  and  other 
student  musician  edicts,  which 
have  been  premised  upon  purport- 

ed competition  with  union  musi- 
cians by  Petrillo. 

Unquestionably,  a  number  of  rep- 
resentatives of  music  schools  and 

societies,  including  President  Jos- 
eph E.  Maddy,  of  Interlochen,  will 

either  be  called  upon  or  volunteer 
to  appear  before  the  Petrillo  Probe 
committee.  Such  figures  as  Sergei 
Koussevitsky,  director  of  the  Bos- 

ton Symphony,  who  has  had  re- 
peated difficulties  with  AFM;  Dr. 

Walter  Damrosch,  who  has  been 
outspoken  in  his  criticism  of  Pe- 

trillo tactics,  and  the  National 
Federation  of  Music  Clubs,  which 
likewise  has  resolved  against  the 
Petrillo  prohibitions,  also  are  ex- 

pected to  appear. 
It  is  presumed  the  committee  will 

be  disposed  to  call  Neville  Miller, 
president  of  the  NAB;  John  Shep- 
ard  3d,  chairman  of  Broadcasters 

Royal  Flies  to  England 
For  Radio  Conferences 

JOHN  F.  ROYAL,  NBC  Vice-presi- 
dent in  charge  of  international 

broadcasting  arrived  in  England 
last  Thursday  by  Clipper  for  a  se- 

ries of  conferences  with  high  Brit- 
ish Government  officials.  Two-fold 

purpose  of  the  trip,  according  to 
NBC,  is  to  plan  a  new  series  of 
shortwave  programs  from  Britain 
to  America  and  to  gain  information 
on  the  British  point  of  view  con- 

Royal,  Bride  Say  Goodbye 

cerning  international  broadcasting. 
He  will  confer  with  members  of  the 
British  cabinet,  members  of  Parlia- 

ment, officials  of  the  BBC  and  lead- 
ers in  other  fields  during  his  stay 

abroad. 
He  left  behind  in  New  York  his 

bride  of  just  one  week,  Leonora 
Corbett,  a  star  of  the  Noel  Coward 
play,  "Blithe  Spirit",  whom  he  mar- 

ried Aug.  29.  His  arrival  in  Eng- 
land came  just  one  week  later  than 

that  of  William  S.  Paley,  CBS 
president,  who  is  in  London  on  a 
mission  similar  to  that  of  Mr. 
Royal. 

Victory  Council,  and  probably  exec- 
utives of  individual  stations  which 

have  had  set-tos  with  Petrillo  and 
have  been  forced  to  yield  to  his  de- 

mands under  pain  of  loss  of  net- 
work or  other  service.  Recording 

companies,  and  possibly  even  per- 
forming artists,  may  be  called  to 

ascertain  what  effect  the  ban  is  hav- 
ing on  their  ability  to  meet  public 

demand  for  their  services. 
Senator  Clark,  since  introduction 

of  his  resolution  Aug.  27  [Broad- 
casting, Aug.  31],  has  been  del- 

uged with  favorable  public  reac- 
tion. Other  members  of  the  Senate, 

it  is  understood,  likewise  have  been 
commended  by  their  constituents  on 
the  move  and  have  urged  remedial 
action. 

Music  Club  Resolution 
While  AFM  headquarters  have 

been  relatively  quiet  since  the  storm 
of  protest  and  editorial  condemna- 

tion of  the  bans,  and  more  par- 
ticularly since  the  Aug.  1  effective 

date  of  the  anti-recording  pronun- 
ciamento,  there  nevertheless  have 

cropped  up  other  traces  of  "Pe- 
trilloism"  which  have  brought  rep- 

ercussions. In  Providence  last  week, 
the  National  Federation  of  Music 
Clubs  adopted  a  resolution,  a  copy 
of  which  was  sent  to  President 
Roosevelt,  calling  the  recording  ban 
"detrimental  to  the  morale  of  the 
nation  at  war"  and  "the  most  seri- 

ous blow  thus  far  struck  at  Ameri- 

can musical  culture".  The  organi- 
zation, with  a  membership  of  450,- 

000  men  and  women  of  voting  age, 
pledged  their  efforts  to  have  the 
ban  removed.  The  resolution  fol- 

lows : 
"Be  is  resolved  that  the  board  of  di- 

rectors of  the  National  Federation  of 
Music  Clubs  coademn  the  ban  placed 
by  James  C.  Petrillo,  president  of  the 
American  Federation  of  Musicians,  on 
recordings  and  urge  its  entire  member- 

ship to  express  this  condemnation  and 
disapproval  to  the  local  unions  on  the 
ground  that  such  a  ban  is  detrimental 
to  the  morale  of  the  nation  at  war, 
which  needs  the  comfort  and  pleasure 
given  by  music  in  home  and  wherever 
recorded  music  is  used. 

"And,  be  it  further  resolved,  that 
a  copy  of  this  resolution  be  imme- 

diately transmitted  to  the  president  of 
American  Federation  of  Musicians,  Mr. 
Petrillo,  with  the  information  that  it 
represents  the  viewpoint  of  an  organi- 

zation of  at  least  450,000  citizens  who 
regard  Mr.  Petrillo's  action  as  the  most 
serious  blow  thus  far  struck  at  Ameri- 

can musical  culture." Another  controversy  resulted 
from  a  report  that  the  management 
of  KGEI,  San  Francisco,  interna- 

tional broadcast  station  specializ- 
ing in  programming  for  our  expe- 

ditionary forces  in  the  Pacific,  said 
it  would  ignore  an  order  from  Pe- 

trillo to  stop  transcribing  network 
programs  for  rebroadcast  over  the 
station. 

It  developed  that  conversations 
had  taken  place  between  Eddie  B. 
Love,  secretary  of  the  AFM  local 
in  San  Francisco  and  the  KGEI 
management  over  the  effect  of  the 
recording  ban  on  international 
broadcast  stations. 

GE  Position  Stated 

Robert  S.  Peare,  manager  of  GE 
broadcasting  at  Schenectady  head- 

quarters, asserted  that  the  station 
did  not  intend  to  enter  a  controver- 

sy over  the  making  of  such  record- 
ings. He  said  as  he  understood  the 

ban,  it  had  no  bearing  on  the  pro- 
grams of  KGEI,  operating  at  it 

does  under  the  guidance  of  the 
Office  of  War  Information,  to  the 
armed  forces  in  the  Pacific  and  the 
people  of  Australia  and  the  Orient. 

"The  announcement  of  the  ban 
specifically  exempted  programs  for 
soldiers,  and  we  have  had  the  co- 

operation of  unions  in  New  York, 
St.  Louis  and  other  cities  in  ar- 

ranging several  outstanding  pro- 
grams recently,"  Mr.  Peare  said. 

"Recordings  are  a  necessity  for  the 
overseas  audience,  as  the  time  dif- 

ference between  the  station  and  the 
audience  is  often  as  much  as  eleven 

hours." 

Another  Pacific  Coast  event  deal- 
ing with  Petrillo  orders  developed 

over  the  hiring  of  AFM  members 
who  had  enlisted  in  the  armed 
forces.  A  Petrillo  order  previously 
had  been  issued  that  such  members 
would  not  be  permitted  to  play  en- 

gagements in  competition  with 
members  of  particular  locals.  Mr. 
Love,  as  secretary  of  the  San  Fran- 

cisco local,  wrote  Petrillo  that  his 
jurisdiction  was  beginning  to  face 
a  shortage  of  men  and  that  quite  a 
few  of  its  members  were  in  bases 
around  San  Francisco.  The  union 
is  continually  being  asked  bv  them 
and  by  contractors  and  leaders  if 
they  will  be  permitted  to  accept 

Wilson  Wins 

HOWARD  WILSON,  station 
representative,  had  been 
placing  bets,  even  money,  that 
his  grandchild  would  be  a  boy. 
Last  week,  the  child  was  born, 
and  Howard  collected  $35 
from  various  members  of  the 
Chicago  radio  fraternity,  in- 

cluding the  father,  George 
Wilson,  of  the  Chicago  office. 

BROADCASTEVG  Staff 

Sends  Two  to  the  Army 
LEAVING  the  editorial  staff  of 
Broadcasting  to  join  the  armed 
forces  are  Fred  M.  Fitzgerald  and 
Tom  Healy.  Mr.  Fitzgerald,  with 
Broadcasting  for  the  past  seven 
years,  was  associate  editor  from 
1940-42  of  Broadcasting  Year- 

book in  addition  to  other  edi- 
torial duties.  He  will  report  to 

Camp  Lee,  Va.,  Sept.  8. 
Mr.  Healy,  a  graduate  of  the  U 

of  Notre  Dame  and  former  New 
York  newspaperman,  joined  Broad- 

casting in  1941.  He  will  report  to 
Camp  Upton,  New  York,  Sept.  14. 

musical  engagements,  especially  on 
weekends,  he  stated.  On  the  other 
hand,  members  of  the  union  have 
protested  this  competition  with  the 
general  membership,  but  he  thought 
that  the  problem  of  lack  of  man- 

power would  be  partly  solved  on 
weekends  if  these  men  could  play 
such  engagemeiJLts. 

Mr.  Petrillo,  however,  advised 
Secretary  Love  that  under  instruc- 

tions "published  to  all  Command- 
ing Generals  dated  April  10,  1941, 

neither  your  local  nor  the  Federa- 
tion has  the  right  to  grant  permis- 
sion to  enlisted  musicians  or  bands 

to  render  services." In  a  published  notice  to  its  mem- 
bers, the  San  Francisco  local  said, 

in  the  light  of  Petrillo's  reply,  that 
the  functionings  of  musicians  en- 

listed in  the  armed  forces,  whether 
or  not  they  are  AFM  members,  are 
covered  by  the  Army  and  Navy  reg- 

ulations set  up  by  Congressional  ac- 
tion during  the  last  war.  "It  also should  be  of  interest  to  all  that  the 

man  largely  responsible  for  the  pas- 
sage of  the  legislation  in  1917-18 was  the  then  Assistant  Secretary 

of  the  Navy,  Franklin  D.  Roosevelt, 
who  now  happens  to  be  Command- 

er-in-Chief of  all  of  the  armed 
forces.  He  has  not  as  yet  seen  fit 
to  recommend  its  modification  in 

the  present  emergency  and  war  sit- 

uation." 

The  FCC,  which  sent  to  all  sta- 
tions a  detailed  questionnaire  in- 

vading innermost  phases  of  station 
operation  and  use  of  musicians  and 
musical  talent,  was  busy  last  week 
collating  the  results.  Upwards  of 

800  questionnaires  have  been  re- 
tXirned,  with  the  balance  still  trick- 

ling in.  A  100%  response  is  ex- 
pected. This  voluminous  data, 

along  with  affidavits  supplied  by„ 

other  groups  affected  by  the  Petril-I lo  bans,  will  be  employed  by  the 

Department  of  Justice  in  its  anti- 
trust suit.  It  is  possible  similar  data 

vdll  be  requested  by  the  Petrillo 
Probe  Committee. 
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Fall  CoflFee  Drive 

Uses    29  Stations 

Pan  American  Bureau  Plans 

Institutional  Programs 
PAN  AMERICAN  Coffee  Bureau, 
having  appointed  J.  M.  Mathes 
Inc.,  New  York,  to  handle  an  in- 

stitutional campaign  in  conjunc- 
tion with  the  National  Coffee  Ass'n. 

[Broadcasting,  July  27],  will  start 
the  drive  Sept.  14  on  29  stations 
throughout  the  country.  Home  eco- 

nomics programs  will  be  used,  and 
women  commentators  and  others 
conducting  the  shows  will  incor- 

porate the  Bureau's  announcements 
into  their  scripts,  giving  the  com- 

mercials a  personal  touch  wherever 
possible. 

While  a  prime  function  of  the 
Bureau  is  to  promote  coffee  in  gen- 

eral, the  possibility  of  coffee  ration- 
ing and  shortage  will  necessarily 

be  reflected  in  the  announcements 
which  will  stress  the  true  facts 
about  the  coffee  situation,  rather 
than  urge  more,  or  less  coffee 
drinking. 

Includes  NERN 

In  addition  to  participations  on 
the  Majorie  Mills  Hour  program 
on  the  five  basic  outlets  of  the 
newly  organized  New  England 
Regional  Network,  the  Bureau  will 
use  the  following  stations:  WTAM 
WJR  WLW  WFBM  WLS  KSTP 
KMBC  KMOX  WAPI  WWL  WOR 
KPRC  WOAI  KLV  KNX  WRC 
KDKA  WCAU  WBEN  WHAM 
WGY  KIRO  KSPY. 

The  Bureau  has  just  completed 
an  eight-week  summer  campaign 
for  iced  coffee,  conducted  by  Bu- 

chanan &  Co.,  New  York.  In  ad- 
dition, a  series  of  scripts  on  coffee 

conservation,  and  the  use  of  coffee 
in  various  dishes  were  launched  by 
the  Bureau  itself  in  the  early 
summer  for  use  on  a  sustaining  or 
locally  sponsored  basis  on  about 
80  stations. 

AT  AGE  69  an  inveterate  mountain 
climber  as  well  as  inventor.  Dr. 
Lee  De  Forest  (left)  relates  his 
experiences  to  Les  Bowman,  West- 

ern Division  chief  engineer  of  CBS, 
Hollywood,  following  time  out  to 
celebrate  his  birthday  Aug.  26.  Dr. 
De  Forest  returned  recently  from  a 
week's  jaunt,  during  which  he 
scaled  Mt.  Whitney,  14,496  feet; 
Mt.  Langley,  14,042  feet;  Circque 
Peak,  13,000  feet.  At  his  Los 
Angeles  laboratory  he  is  currently 
building  a  "blackouter",  an  in- 

strument which  automatically  ex- 
tinguishes lights  or  sounds  a  warn- 

ing when  radios  are  silenced  pre- 
paratory to  a  blackout. 

13TH  BIRTHDAY  PARTY  of  KTSM,  El  Paso,  held  recently  had  Karl 
Wyler,  vice-president  and  general  manager,  and  Lewis  Gemoets,  chief 
engineer,  as  guests  of  honor.  Mr.  Wyler  and  Mr.  Gemoets  were  with 
the  station  when  it  went  on  the  air  in  1929.  Pictured  as  Mr.  Wyler  cuts 
the  cake  are  (1  to  r) :  Allen  Hamilton,  commercial  department,  station's 
next  oldest  employe;  Mr.  Gemoets;  Mr.  Wyler;  Willard  Kline,  com- 

mercial manager;  Roy  Chapman,  former  program  director  who  obtained 
leave  from  the  Army  Air  Forces  to  attend. 

Uniformity  Rule  of  Selective  Service 

Likely  to  Slow  Draft  of  Married  Men 
THROUGH  action  of  Selective 
Service  last  week,  in  stressing  need 
for  uniformity  in  inducting  types 
of  registrants,  the  rapid  flow  of  es- 

sential employes  from  broadcasting 
may  be  forestalled  to  some  extent. 
Maj.  Gen.  Lewis  B.  Hershey,  Selec- 

tive Service  head,  urged  that  State 
directors  arrange  calls  on  their 
local  boards  "so  as  to  place  the 
heaviest  load  right  now  on  boards 
having  the  most  single  men,  or  men 
with  collateral  dependents  only." 

Collateral  dependents  were  de- 
fined as  wives  or  children  "with 

whom  the  registrant  does  not  main- 
tain a  bona  fide  family  relationship 

in  his  home,"  parents,  brothers, 
sisters,  grandparents,  grandchil- 

dren, divorced  wives,  persons  under 
18  years  of  age  whose  support  has 
been  assumed  "in  good  faith"  and 
physically  handicapped  persons. 

Must  Be  Authorized 

Registrants  maintaining  a  bona 
fide  home,  married  before  Dec.  8, 
1941  and  having  wives  and  children 
"shall  not  be  placed  in  class  1-A", 
the  memorandum  stated  "until  such 
action  is  authorized  by  the  Selective 

Service  National  Headquarters." 
In  Congress  there  was  much 

agitation  in  both  houses  for  uni- 
formity of  induction  so  that  mar- 

ried men  would  not  be  drafted  in 
one  section  of  the  country  while  in 
others  single  men,  without  de- 

pendents, were  still  draft-free.  Gen. 
Hershey's  memorandum  to  local 
draft  boards  made  it  clear  that 
machinery  for  such  allocation  of 
manpower  was  being  set  up. 

Meanwhile  the  War  Manpower 
Commission  continued  with  its 
classification  of  "essential"  em- 

ployes in  all  industries.  A  spokes- 
man for  WMC  said  broadcasting 

and    communications  occupations 

had  not  yet  been  considered  by  the 
commission  Inter-Agency  commit- 

tee and  definite  conclusions  on  these 
fields  would  not  be  reached  before 
the  middle  of  the  month. 
Answers  to  the  Board  of  War 

Communications  questionnaires  to 
stations  are  coming  in  rapidly 
[Broadcasting,  Aug.  31],  and  these 
will  be  tabulated  as  quickly  as  pos- 

sible, it  was  said,  with  results  to  be 
sent  to  the  WMC,  U.  S.  Employ- 

ment Service  and  Selective  Service 
local  boards. 

Wozencraft  Promoted 
COL.  FRANK  WOZENCRAFT, 
former  RCA  Communications  vice- 
president  and  general  counsel,  has 
been  appointed  executive  officer  of 
the  Joint  United  States  Communi- 

cations Board,  coordinating  and 
planning  communications  agency  of 
the  Army  and  Navy.  Col.  Wozen- 
craft  previously  was  Army  secre- 

tary on  the  board.  He  entered  active 
service  with  the  Army  last  Febru- 

ary and  recently  was  promoted 
from  the  rank  of  lieutenant  colonel. 

McCann's  17th  Year 
FOR  THE  17th  year,  Mc- 
Cann  Labs,  will  air  the 
Pure  Food  Hour  on  WOR, 
New  York,  starting  Sent. 
14.  Nutritional  topics  are  dis- 

cussed on  the  show  by  Alfred 
W.  McCann  Jr.,  assisted  by 
John  Gambling,  commenta- 

tor. The  series  has  been  spon- 
sored in  the  past  by  numer- 

ous food  companies.  Lineup 
for  this  year's  program,  a 
half-hour  show  each  Friday, 
has  not  been  announced.  Mc- 

Cann prepares  his  scripts 
from  research  material 
gathered  by  the  laboratories 
in  investigating  various  food 

products. 

Lever  Sponsoring 

Barrymore  Series 
Show    to    Shift   From  NBG 

To  CBS  Spot  Oct.  7 
AFTER  weeks  of  negotiation  and 
conferences  between  MGM  execu- 

tives and  those  of  Ruthrauff  & 

Ryan,  Agency  servicing  the  ac- count, Lever  Bros.  Co.,  Cambridge, 
Mass.  (Rinso),  on  Sept.  6  started 
for  four  weeks  sponsoring  a  new 
weekly  half  hour  Mayor  of  the 
Town,  with  Lionel  Barrymore,  on 
81  NBC  stations,  Sunday,  7-7:30 

p.m.  (EWT),  with  West  Coast  re- 
peat, 8:30-9  p.m.  (PWT).  With 

broadcast  of  Oct.  7  program  shifts 
to  115  CBS  stations,  Wednesday, 
9:30-10  p.m.  (EWT). 
New  series  replaces  the  weekly 

NBC  Remarkable  Miss  Tuttle 
which  was  beset  with  difficulties 
since  its  inception  on  July  5.  Edna 
May  Oliver,  film  character  actress 
and  star  of  the  latter  program, 
after  two  weeks  was  forced  by  ill- 

ness to  withdraw.  Mary  Boland 
succeeded  her  on  the  show  and 
title  was  changed  to  Remarkable 
Miss  Crandall.  Although  it  clicked 
from  the  start,  agency  executives 
felt  that  with  cast  and  title  change 
original  pattern  was  lost  and 
didn't  fit  Miss  Boland. 

Three-Year  Contract 

Barrymore  radio  contract  is  for 
three  years  with  options,  and  power 
of  cancellation  rests  with  MGM, 
it  was  said.  New  series  is  tied  in 
with  the  Government  war  effort 
through  dramatic  interpolations  of 
various  domestic  phases. 
Jean  Halloway  is  writer  of 

Mayor  of  the  Town.  Collaborating 
on  the  four  initial  broadcasts  are 
Martin  Gosch  and  Howard  Harris 
who  wrote  Remarkable  Miss  Cran- 

dall. Leith  Stevens  is  musical  direc- 
tor with  Murray  Bolen,  agency 

producer. Lever  Bros,  for  Lifebuoy,  on  Oct. 
7  starts  the  Arkansas  Traveler 
with  Bob  Burns  on  115  CBS  sta- 

tions, Wednesday,  9-9:30  p.m. 
(EWT),  thus  utilizing  a  full  hour 
on  the  network  with  its  two  shows 
that  night. 

Sarnoff  Gets  New  Post 

As  Supplies  Supervisor 
CALLED  for  his  second  tour  of 
active  duty  in  recent  months.  Col. 
David  Sarnoff,  Signal  Corps  re- 

servist, president  of  RCA,  and 
Chairman  of  the  NBC  Board,  re- 

ported to  Signal  Corps  headquar- 
ters in  Washington  last  week  for  a 

special  tour  of  duty  as  executive 
assistant  to  Maj.  Gen.  Roger  B. 
Colton,  director  of  Signal  Supply 
Service. 

Col.  Sarnoff  is  expected  to  serve 
two  months  on  the  assignment. 
Last  July,  he  served  a  special  two- 
week  tour,  at  the  call  of  Maj.  Gen. 
Dawson  Olmstead,  Chief  Signal 
Officer,  who  likewise  issued  the  new 
active  duty  call.  Col.  Sarnoff  will 
devote  special  attention  to  the  su- 

pervision, production,  expediting 
and  allocation  of  critical  materials, 
along  with  radio  manufacturing 
plant  expansion. 
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RADIO'S  WAACS  were  feted  recently  by  KSO-KRNT,  Des  Moines, 
which  staged  a  dinner  party  for  those  alumni  of  broadcasting  now  in 
the  Women's  Army  Auxiliary  Corps  at  nearby  Fort  Des  Moines. At  left,  radio  musicians  who  once  charmed  radio  audiences  and  who 
are  now  in  the  WAAC  band  are  (1  to  r)  :  Miriano  Barth,  NBC  New 
York;  Evelyn  Cherry,  WSIX,  Nashville;  Ruth  Steiner,  NBC  New  York; 
Miriam  Stiglitz,  NBC  New  York. 

In  center,  another  group  of  ex-broadcasters  met  Beverly  Hunt,  of 
KSO-KRNT  special  events  who  served  as  a  hostess  on  the  occasion. 

They  are  (1  to  r)  Jeanette  Smith,  WFBL,  Syracuse;  Dorothy  M.  Bourak, 
WCCO,  Minneapolis;  Maxine  Henius,  WHA  and  WIBA,  Madison,  Wis.; 
Leona  B.  Herman,  WGR-WKBW,  Buffalo;  Anna  Cowan,  WJR,  Detroit; 
Charlotte  Morehouse,  WDM  J,  Marquette,  Mich.;  Miss  Berry;  Juanita  V. 
Redman,  KGU,  Honolulu;  Clare  Pirie,  KFWB  and  KHJ,  Los  Angeles. 

At  right,  three  former  continuity  writers  got  together  for  a  chat. 
They  are  (1  to  r)  :  Ruth  Mary  Morton,  WBOW,  Terre  Haute;  Virginia 
Howe,  WNBF,  Binghamton;  Harriet  Ristvedt,  KSO-KRNT,  a  civilian. 
The  radio  charmers  are  ready  for  action,  they  insist. 

NBC  Adds  21  Programs  of  16  Sponsors 

Under  Full  Network  10%  Discount  Plan 

New  England  Chain 

Is  Picked  by  Vick 

Regional  Series  Is  Placed; 

Spot  Campaign  Planned 

VICK  CHEMICAL  Co.,  New  York, 
has  contracted  for  a  26-week  cam- 

paign for  Vati'onol  and  Vaporub 
to  be  broadcast  on  the  recently  or- 

ganized New  England  Regional 
Network.  Program  will  start  Sept. 
14  on  a  Monday-Wednesday-Friday 
basis,  9:45  to  10  a.m.  (EWT).  Se- 

ries will  feature  Gene  and  Glen 
and  will  be  heard  over  the  NERN 
basic  network,  including  stations 
WBZ,  Boston;  WTIC,  Hartford; 
WLBZ,  Bangor;  WCSH,  Portland, 
Me.,  and  WJAR,  Providence. 

Vick's  is  the  second  account  to 
sign  with  the  new  regional  net- 

work, which  on  Aug.  27  announced 
the  Marjorie  Mills  Hour  as  its 
first  piece  of  commercial  business 
[Broadcasting,  Aug.  31].  How- 

ever, the  Gene  and  Glen  program 
will  start  on  NERN  two  weeks 
ahead  of  the  Marjorie  Mills  house- 

hold program  series. 
Vick,  which  was  at  one  time 

considering  the  possibility  of  a  net- 
work show  this  fall  for  Vatronol 

and  Vaporub,  will  definitely  use 
only  spot  broadcasting  on  a  na- 

tional basis,  for  its  fall  and  winter 
campaign.  Company  has  already 
signed  for  Missus  Goes  A-Shopping 
in  a  new  afternoon  period  on 
WABC,  New  York,  on  a  thrice- 
weekly  basis.  Complete  station 
line-up  for  these  products  and  for 
Vick's  cough  drops,  also  to  use 
spot  advertising  nationally,  start- 

ing in  September,  is  not  available. 
Morse  International,  New  York, 

handles  the  account. 

HELEN  HIETT,  who  concluded  her 
daily  news  series  oh  the  BLUE  Sent. 
4,  will  spend  the  next  three  mouths 
ou  a  lecture  tour  throughout  the  South. 

A  REVIEW  of  the  NBC  advertis- 
ers who  have  contracted  to  use 

the  entire  network  under  the  10% 
discount  plan,  shows  that  21  na- 

tional programs,  sponsored  by  16 
different  advertisers,  are  lined  up 
for  NBC's  125  stations.  In  addi- 

tion to  the  seven  sponsors  and 
their  shows  listed  in  Broadcasting, 
Aug.  24,  the  following  companies 
have  joined  in  the  plan: 

Standard  Brands,  New  York, 
added  33  stations  in  resuming 
The  Chase  &  Sanborn  Hour  on  the 
full  network  Sept.  6.  General  Foods 
Corp.,  New  York,  will  increase 
Jack  Benny's  lineup  by  24  stations 
when  that  show  returns  Oct.  4 
and  has  added  the  same  number  to 
The  Aldrich  Family,  and  to  Max- 

well House  Coffee  Hour. 
Bristol-Myers  Co.,  New  York, 

will  use  the  full  network  for  Eddie 

Cantor's  Time  to  Smile,  when  it 
returns  Sept.  30,  adding  40  sta- 

tions to  that  show,  and  to  Mr. 
District  Attorney,  also  included  in 
the  new  nlan. 

Fred  Waring,  previously  aired 
on  100  NBC  outlets  is  now  heard 
on  the  entire  network  ff^r  Lieeett 
&  Myers  Tobacco  Co.,  New  York 
(Chesterfields),  and  the  same  goes 
for  Brown  &  Williamson,  oriei- 
nallv  scheduled  to  resume  Red 
Skelton  on  only  119  stations  for 
Raleigh  Cigarettes  Sept.  15. 

Pepsodent  Co.,  Chicago,  will  re- 
sume Bob  Hope  Sept.  22  on  125 

instead  of  69  stations,  and  Vick 
Chemical  Co.,  New  York,  will  be 
using  64  additional  stations  under 
the  new  plan,  starting  Sept.  14. 
The  Telephone  Hour  gains  30  out- 

lets, making  a  total  of  128  NBC 
stations  to  carry  the  show  for 
Bell  Telephone  Svstem,  New  York, 
and   General   Electric   Co.,  Sche- 

nectady, moves  up  from  73  stations 
to  the  full  network,  for  The  Hour 
of  Charm.  Procter  &  Gamble  Co., 
Cincinnati,  resumes  Truth  or  Con- 

sequences on  the  full  network  Sept. 
12,  having  previously  used  45 
NBC  stations,  and  W.  A.  Sheaffer 
Pen  Co.,  Ft.  Madison,  la.,  launches 
World  News  Parade  with  Upton 
Close,  under  the  new  plan  Sept.  20. 

PARAMOUNT  SELLS 

MOVIES  VIA  RADIO 
PARAMOUNT  PICTURES.  New 
York,  following  a  successful  ex- 

periment in  selling  tickets  bv  ra- 
dio to  the  New  York  premiere  of 

"Holiday  Inn",  early  in  Aueust, 
used  the  same  device  in  connection 

with  the  opening  of  "Wake  Island" in  New  York  Sept.  1.  In  both  cases 
the  premieres  were  benefit  per- 

formances, the  first  for  Navy  Re- 
lief and  the  latter  for  the  Red 

Cross. 
Ap^ourceme^ts  fir<=d  r>n  WMCA 

and  WNEW,  New  York,  for  several 
davs  prior  to  the  "Wake  Island" onening,  offered  tickets  at  $2.20  by 
Western  Union  messenger  service 
with  the  movie  theatre  pavine-  the 
delivery  charges.  Over  a  thousand 
tickets  were  sold  as  a  result  of 

about  a  half-dozen  announcement's, 
f<ired  ̂ ^n  Martin  Bl"c>'«  ̂ 'fake  Be- lieve Ballroom  on  WNEW  and  on 
Art  Green's  recorded  music  show 
on  WMCA. 

Response  to  the  "Holidav  Inn" announcements  aired  on  only  one 
station,  broueht  more  orders  than 
could  be  filled  by  the  tickets  on 
hand.  Agency  for  Paramount  Pic- 

tures is  Buchanan  &  Co.,  New  York. 

AVPTF,  Raleigh,  N.  C,  aided  in  the 
captui'e  of  four  escaped  convicts  re- 

cently. A  listener  who  heard  descrio- tions  of  the  men  on  the  Esso  Reporter 
notified  Franlclin,  N.  C,  police  that 
they  were  in  a  nearby  abandoned 
house. 

SEED  FIRM'S  SUCCESS 
News  Program  Added  After 

 OEM  Disc  Series  

LUNDBERG  SEED  Co.,  Osceola, 
Wis.,  did  a  land  office  business  af- 

ter a  heavy  spot  schedule  and  a 
successful  sponsorship  of  the  OEM 

feature,  You  Can't  Do  Business With  Hitler,  on  WJMC,  Rice  Lake, 
Wis.  Irving  Lundberg,  company 
president,  has  signed  for  Six 
O'clock  News,  15-minute  evening 
newscast,  on  a  year's  contract. "WJMC  has  helped  us  enioy  the 

greatest  year  in  our  history,"  he said.  "Our  product.  Chief  Crost 
Hybrid  Seed  Corn,  is  now  well- 
known  by  most  of  the  farmers  in 
the  rich  country  served  by  WJMC. 

A  large  percentage  of  next  spring's corn  has  already  been  booked,  and 
we  know  that  Six  O'Clock  News. 
will  more  than  sell  the  balance — 
in  addition  to  creating  added  good- 

will." 

Oakite  Fall  Lineup 

OAKITE  PRODUCTS,  New  York, 
will  use  participations  in  three 
women's  programs  in  a  fall  cam- 

paign for  Oakite  Cleanser,  accord- ing to  Calkins  &  Holden.  New  York,| 
agency  for  the  account.  Schedule  in- cludes weeklv  participations  in 
First  National  Food  News  on  a  7- 
station  Yankee  Network  hookup;, 
twice  -weekly  participations  inl 
I  aura  Stuart's  For  Women  Only  ox\ 

WCAU,  Philadelphia,  and  twice-' 
weekly  participations  in  Mildred' Carlson's  Home  Forum  on  WBZ- 
WBZA,  Boston-Springfield. 

NBC  Ratings  Up 

CAB  RATINGS  of  NBC  programs^ 
were  materially  better  for  the  first, 
seven  months  of  this  year  than  dur-i 
ing  the  corresponding  period  ofl 
1941,  NBC  reports,  stating  that 
total  ratings  of  all  NBC  programs j 
are  6.8%  up  frrm  last  year,  while; 
the  average  NBC  program  rating! 
has  gone  up  from  13.7  to  14.9,  a 
gain  of  8.8%. 
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Mr.  Meyer 

Connecticut  Group 

Forms  State  Chain 

New  Network  Includes  Six 
Stations;  Meyer  at  Head 
FORMATION  OF  the  Connecticut 
Broadcasting  System,  comprising 
six  stations,  was  announced  last 
week  by  Harold  Meyer,  general 
manager  of  WSRR,  Stamford,  and 
head  of  the  new  organization. 

Simultaneous- 
ly, announcement 

was  made  that 
two  commercials 
already  have 
been  sold — Sco- 
ville  Mfg.  Co.  of 
Waterbury,  and 
Electric  S  p  e  - 
cialty  Co.  of 
Stamford. 

Stations  in  the 
group,  in  addition  to  WSRR,  are 
WNAB,  Bridgeport,  WNBC,  Hart- 

ford, WELI,  New  Haven,  WNLC, 
New  London,  and  WATR,  Water- 
bury.  All  but  WATR  and  WNLC 
are  BLUE  outlets,  with  the  latter 
affiliates  of  MBS.  The  network, 
according  to  Mr.  Meyer,  was  or- 

ganized first  to  give  Connecticut 
political  candidates  concentrated 
coverage  of  the  state  but  expanded 
to  include  regular  commercial 
broadcasts  after  a  demand  de- 
veloped. 

For  Political  Season 

Lines  were  installed  Aug.  27 
but  plans  do  not  include  maintain- 

ing them  following  the  political 
season  which  ends  with  the  elec- 

tion in  November.  Spot  rate  for 
the  six  stations  is  $300  per  evening 
hour,  $180  per  half-hour,  $120  per 
quarter  hour.  Daytime  rates  are 
one-half  of  the  night  quotations. 
Evening  announcements  are  $55 
and  daytime  announcements  $27.50. 
At  a  organization  meeting  in 

New  Haven  last  week  Mr.  Meyer 
was  named  head  and  James  Milne, 
general  manager  of  WELI,  sec- 

retary-treasurer. The  board  com- 
prises in  addition,  Levon  Thomas, 

WNAB,  Gerald  Morey,  WNLC, 
Richard  Davis,  WNBC,  and  Harold 
Thomas,  WATR. 

Headley  Reed  has  been  named 
national  representative  for  the 
group.  Mr.  Meyer  said  inquiries 
indicate  that  the  network  will  be 
used  for  test  purposes,  due  to  lo- 

cation and  cost.  Mike  Goode  has 
been  appointed  representative  for 
the  state  politicals  and  arrange- 

ments have  been  completed  to  carry 
broadcasts  direct  from  the  state 
party  conventions. 

Stanton  Named  CBS  Vice-President;  COCILANA  EXTEISDS 

Ruppel  Leaves  for  Post  With  Crowell 

RCA's  War  Loan 
TO  FINANCE  war  production  con- 

tracts, RCA  Mfg.  Co.  has  arranged 
for  a  $60,000,000  credit  for  a  term 
of  three  years,  according  to  a  joint 
announcement  made  last  Thursday 
by  G.  K.  Throckmorton  chairman 
of  the  executive  committee,  and 
Robert  Shannon,  president.  Loan 
was  made  with  Bankers  Trust  Co. 
and  34  other  banks  in  New  York, 
Chicago,  Philadelphia,  Indianapolis, 
San  Francisco,  Pittsburgh,  St. 
Louis,  Boston,  Camden,  Cleveland, 
Lancaster  Pa.  and  Harrison  N.  J. 

DR.  FRANK  N.  STANTON,  CBS 
director  of  research,  was  elected  a 
vice-president  of  the  network  by 
the  board  of  directors  according  to 
an  announcement  by  Paul  W.  Kes- 
ten,  CBS  executive  vice-president, 
following  the  board  meeting  Sept. 2. 

"This  involves  no  immediate 
change  in  Dr.  Stanton's  activities," 
the  Kesten  announcement  said, 
"but  looks  toward  the  further  de- 

velopment of  research  as  an  im- 
portant factor  in  many  areas  of 

CBS  operations,  with  a  research 
division  which  will  report  directly 
to  the  executive  offices." 

Dr.  Stanton's  "immediate  activi- 
ties" include  the  supervision  of  all 

CBS  promotion  as  well  as  re- 
search. When  Victor  Ratner,  for- 

mer promotion  director  of  the  net- 
work, resigned  last  year  to  join 

Lord  &  Thomas  [Broadcasting, 
May  12,  1941],  Dr.  Stanton  was 
put  in  active  charge  of  promotion 
until  a  permanent  department  head 
should  be  appointed,  which  has  not 
yet  occurred. 

Dr.  Stanton  is  serving  as  a  con- 
sultant, three  days  a  week,  with  the 

Office  of  War  Information  and  the 
War  Department.  For  several 
months  he  has  been  spending  Fri- 

days, Saturdays  and  Sundays  in 
Washington  on  this  Government 
mission,  and  is  one  of  a  staff  of 
prominent  research  specialists  en- 

gaged in  this  work. 
Holds  Many  Posts 

After  receiving  his  B.A.  from 
Ohio  Wesleyan  U  in  1930,  Dr. 
Stanton  joined  the  faculty  of  the 
psychology  department  of  Ohio 
State  U,  from  which  he  received  his 
M.A.  in  1932  and  his  Ph.D.  in 
1935.  He  was  associate  director  of 
the  Office  of  Radio  Research, 
Princeton  U,  1937-1940,  and  is  now 
a  member  of  the  Advisory  Council, 
Office  of  Radio  Research,  Colum- 

bia U,  and  a  member  of  the  NAB 
research  committee  and  of  the  Com- 

mittee for  National  Morale.  He  is 
also  on  the  editorial  board  of  So- 
ciometry. 

As  director  of  Research  at  CBS, 
Dr.  Stanton  supervises  measure- 

ments of  station  coverage,  records 
of  media  expenditures,  analyses  of 
audience  mail,  audience  surveys  for 
stations  and  programs,  program  ef- 

fectiveness studies  and  other  simi- 
lar psychological  and  statistical  re- 

search. He  has  written  numerous 
articles  on  various  research  topics 
and  with  Dr.  Paul  F.  Lazarsfeld 
developed  the  Lazarsfeld-Stanton 
program  analyzer,  an  instrument 
designed  to  determine  audience  re- 

action to  the  individual  elements  of 
any  radio  program. 

Louis  Ruppel,  for  four  years 
director  of  publicity  of  CBS,  re- 

signed Sept.  1  and  on  Oct.  1  will 
join  Crowell-Collier  Publishing  Co., 

publisher  of  Collier's,  Woman's Home  Campanion  and  The  Ameri- 
can Magazine,  as  executive  assist- 
ant to  Thomas  H.  Beck,  president. 

DR.  STANTON 

George  Crandall,  assistant  direc- 
tor of  publicity  for  CBS,  will  take 

charge  of  the  department  until  a 
successor  to  Mr.  Ruppel  has  been 

appointed. 
A  native  New  Yorker,  Mr.  Rup- 

pel was  a  political  reporter  for 
the  New  York  Daily  News  from 
1929  to  1933,  covering  the  presi- 

dential campaign  of  1932  for  that 
paper.  After  serving  as  U.  S. 
Deputy  Commissioner  of  Narcotics, 
1933-34,  he  re-entered  newspaper 
work  as  managing  editor  of  the 
Chicago  Times  in  1935,  remaining 
with  that  paper  until  joining  CBS in  1938. 

Campana  Adds  Stations 

In   Shifting   to  Mutual 
CAMPANA  SALES  Co.,  Batavia, 
111.  (Campana's  balm,  Dreskin, hand  cream),  on  Oct.  4  will  resume 
The  First  Nighter,  and  will  shift 
to  125  MBS  stations,  Sundays, 
6-6:30  p.m.  from  54  CBS  stations, 
Fridays,  9:30-9:55  p.m.,  period 
occupied  when  it  went  off  the  air 
June  1  for  the  summer.  Starting 
Sept.  6,  the  program  is  being 
broadcast,  on  a  non-commercial 
basis,  carrying  government  mes- 

sages supplied  by  the  OWL  A  half 
hour  dramatic  program,  First 
Nighter  stars  Barbara  Luddy  and 
Les  Tremayne  and  will  continue  to 
be  produced  by  Joseph  Ainley. 

The  Campana  company  also  plans 
to  sponsor  a  weekly  quarter-hour 
network  program,  details  of  which 
are  expected  to  be  set  within  a 
week.  Agency  is  Aubrey,  Moore  & 
Wallace,  Chicago. 

Soap  Test 
STRYKERS  SOAP  Co.,  San  Fran- 

cisco (1-2-3  Cleanser)  has  just 
started  a  test  campaign  in  Fresno, 
Cal.,  using  transcribed  spot  an- nouncements on  KARM  and  KMJ 
as  well  as  home  economics  partici- 

pations on  KMJ.  Agency  is  Bots- 
ford,  Constantine  &  Gardner,  San 
Francisco. 

RADIO  PROMOTIOIS 
COCILANA  Inc.,  Brooklyn, 
through  its  newly-appointed  agen- 

cy, Al  Paul  Lefton  Co.,  New  York, 
will  begin  an  expanded  advertising 
campaign  in  October,  using  spot 
broadcasting  in  the  eastern  area  for 
Cocilana  Cough  Drops,  in  addition 
to  newspapers. 
Firm  will  start  station  breaks 

on  WMAL,  Washington,  on  a 
seven-weekly  basis,  and  30-second 
announcements  on  WFIL,  Philadel- 

phia, four  times  weekly,  beginning 
October  5.  Two  quarter-hour  news 
programs  by  Johannes  Steele  on 
WMCA,  New  York,  will  be  used 
each  week  starting  Oct.  13,  in  ad- 

dition to  twice-weekly  broadcasts  on 
WHN  by  George  Hamilton  Combs 
Jr.  Three  additional  stations  in 
Boston  and  New  York  will  carry 
the  Cocilana  announcements,  the 
majority  of  which  will  be  tran- 

scribed, and  all  placed  on  a  13- week  basis. 
Schedule  represents  an  expan- 

sion over  last  year's  advertising, according  to  the  Lefton  agency. 

Gillette  Fights 

GILLETTE  SAFETY  RAZOR 
Co.,  Boston,  as  part  of  its  regular 
series  of  boxing  bouts  on  Mutual, 
has  scheduled  five  broadcasts  from 
New  York's  Madison  Square  Gar- 

den, Chicago  Stadium  and  the 
Cleveland  Arena  for  the  months  of 
September  and  October.  Gillette 
will  air  "Red"  Cochrane  vs.  Fritzie 
Zivic,  Sept.  10;  Tami  Mauriello  vs. 
Jimmy  Bivins,  Sept.  15;  Tony  Zale 
vs.  Georgie  Abrams,  Sept.  18; 

Chalky  Wright  vs.  Lulu  Costan- 
tino,  Sept.  25;  and  Tami  Mauriello 
vs.  Lee  Savold,  Oct.  30.  Agency  is 
Maxon  Inc.,  New  York. 

Use  Bigger  Hookups 
AN  UPWARD  trend  in  the  num- 

ber of  stations  used  by  BLUE 
sponsors  has  been  reported  by  Ed- 

ward Evans,  research  manager  of 
the  network,  who  said  that  for  the 
month  of  August  the  average  num- 

ber of  stations  for  the  26  BLUE 
evening  commercials  was  82,  this 
figure  including  future  bookings 
and  excluding  Pacific  Coast  pro- 

grams. A  survey  made  last  June 
based  on  February  figures,  showed 
a  rise  in  the  commercial  average 
BLUE  network  from  31  stations  in 
1936  to  70  in  1942. 

New  Zealand  Manpower 
TO  EFFECT  a  saving  in  already 
depleted  manpower,  a  merger  of  the 
New  Zealand  state-operated  com- 

mercial and  non-commercial  broad- 
casting chains  was  announced  by 

the  Government  Sept.  3,  according 
to  a  dispatch  to  the  New  York 
Times.  Furthermore,  the  dispatch 
explained,  this  measure  will  release 
radio  technicians  for  war  work. 

Once  a  Handicap 

CELEBRATING  his  20th  an- 
niversary in  broadcasting 

last  week  in  Chicago,  Ben 
Bernie  recalled  that  in  the 

early  20's  he  was  barred 
from  the  Keith-Albee  vaude- 

ville circuit  by  the  late  E.  F. 
Albee  who  felt  that  radio  les- 

sened the  box  office  attrac- tion of  headline  vaudeville 

performers. 

^BROADCASTING  •  Broadcast  Advertising September  7,  1942  •  Page  11 



Tenderoni  Solves  Priority  Problem 

Van  Campus  Markets 
Boonif  Aided  By 

Radio 

TOUGHER  than  the  most  difficult 
$64  question  ever  tossed  at  a  per- 

spiring contestant  by  a  glib  quiz- 
master are  the  problems  of  short- 

ages, priorities  and  rationing  which 
the  gods  of  war  have  posed  for 
American  manufacturers.  It  is  re- 

markable to  note  the  manner  in 
which  most  sales  and  advertising 
executives  have  demonstrated  the 
traditional  American  aptitude  for 
turning  adversity  into  advantage. 

The  story  of  Van  Camp's  and  its switch  from  an  old  established 
product  to  a  new  one,  almost  with- 

out pause,  is  a  good  example  of  the 
triumph  of  American  ingenuity.  At 
the  beginning  of  the  year  Van 

Camp's  was  sitting  pretty  as  pro- 
ducer of  one  of  the  best-selling 

brands  of  pork  and  beans  in  the 
country.  On  Feb.  12,  an  order  from 
Washington  informed  the  company 
that  tin  was  no  longer  available  for 
cans  for  pork  and  beans. 
Although  the  order  effectively  re- 

moved Van  Camp's  pork  and  beans 
from  general  distribution,  conster- 

nation was  shortlived.  Within  a 

week,  Van  Camp's  had  discovered 
a  new  food  product  and  had  ac- 

quired both  the  product  and  the  fac- 
tory producing  it.  In  less  than  a 

month.  Van  Camp's,  in  close  consul- 
tation with  its  agency,  Calkins  & 

Holden,  New  York,  had  renamed 
the  product  Tenderoni,  designed  a 
new  priority-free  package  and  be- 

gun production  with  careful  plans 
for  extending  its  limited  distribu- 

tion and  promotion. 

It's  Tenderoni 
Tenderoni,  it  should  be  explained, 

is  a  new  kind  of  macaroni  which  re- 
mains fluffy  when  cooked  because 

of  special  egg  white  ingredients 
in  its  thin  walls,  which  do  not  get 
doughy  and  which  cook  more  rap- 

idly and  absorb  the  flavor  of  sauces 
and  other  products  cooked  with  it 
better  than  is  the  case  with  ordi- 

nary spaghetti  or  macaroni,  accord- 
ing to  Van  Camp's. 

By  the  end  of  March,  Warren 
Tingdale,  Van  Camp's  sales  man- 

ager, and  Calkins  &  Holden  were 
presenting  Tenderoni  to  Van 
Camp's  district  managers  and  dis- 

tributors and  outlining  to  them  the 
introductory  advertising  campaign. 
Because  of  limited  production  at 
first,  the  advertising  could  not  be 
national  in  scope,  but  consisted  of 
radio  announcements  and  news- 

paper space,  backed  up  by  point-of- 
sale  displays  and  by  car  cards  in 
some  cities.  Campaigns  were  start- 

ed only  after  distribution  had  been 
at  least  50%  completed  in  each  lo- 

cality and  have  been  extended  to 
new  cities  as  rapidly  as  production 
of  Tenderoni  would  permit.  At 
present  it  has  been  introduced  in 
a,bout  150  cities. 
;  Advertising,  both  newspaper  and 

SALES  AID  is  this  attractive  display  of  75  cases  of  Van  Camp's  Ten- deroni. According  to  the  company,  this  merchandising  aid  was  responsible 
for  the  sale  of  53  cases  in  three  days  at  a  store  in  Oakland  Calif. 

radio,  has  emphasized  the  get-ac- 
quainted offer  of  one  free  package 

of  Tenderoni  with  each  two  pack- 
ages purchased.  Radio  announce- 

ments, broadcast  on  the  average 
about  eight  times  weekly,  are  con- 

centrated at  the  end  of  the  week, 
with  four  or  five  spots  used  on 
Friday.  Newspaper  advertising  has 
similarly  been  run  chiefly  to  catch 
the  attention  of  the  housewife  be- 

fore she  starts  her  weekend  shop- 

ping. 
Marketing  Operations 

Van  Camp's  had  made  wide  use 
of  participating  time  on  household 
programs  for  its  pork  and  beans 
and  whenever  possible  these  par- 

ticipations were  continued  for  Ten- 
deroni. In  other  markets  musical 

programs  were  sponsored  and  fre- 
quently the  artists  made  personal 

appearances  in  stores  for  their 
sponsors.  Stations  used  by  Tender- 

oni for  these  special  programs, 
either  musical  or  household,  in- 

clude: WLS,  Chicago;  WISN,  Mil- 
waukee; KWK,  St.  Louis;  WIRE, 

Indianapolis;  WCLE,  Cleveland; 
KDKA,  Pittsburgh  (2  programs) ; 
KFI,  KMPC,  KHJ,  Los  Angeles; 
KGB,  San  Diego;  KFRC,  KGO, 
San  Francisco.  Announcement  cam- 

paigns have  run  on  more  than  80 
stations,  with  others  being  added 
as  Tenderoni  distribution  takes  in 
new  cities. 

Results  of  the  Tenderoni  cam- 
paign furnish  emphatic  proof  that 

even  in  these  troublous  times  coura- 
geous pioneering  will  pay  out,  ac- 

cording to  Ray  N.  Peterson,  adver. 

tising  manager  of  Van  Camp's. 
Tenderoni  already  has  more  distri- 

bution in  the  cities  it  has  entered 

than  Van  Camp's  pork  and  beans 
ever  had  in  those  same  markets  and 
Tenderoni  sales  in  those  markets 
have  equaled  or  bettered  the  pork 
and  beans  record. 

RADIO  SET  PRICES 

CLARIFIED  BY  OP  A 

PRICE  procedures  for  radio  manu- 
facturers and  pricing  methods  of 

agents  servicing  radio  sets  were 
amended  and  clarified  under  Office 
of  Price  Administration  revisions 
announced  Sept.  2.  As  a  result  of 
Amendment  12,  and  effective  Sept. 
8,  maximum  prices  for  all  radio 
apparatus  covered  by  maximum 
price  regulation  No.  136  are  those 
charged  by  sellers  March  31. 

The  direct  effect  of  the  revision 
simplifies  the  procedures  of  the 
manufacturers  who  formerly  had 
to  operate  under  three  price  ceil- 

ings. By  improving  the  ceiling 
prices,  radio  manufacturers  are 
better  able  to  cover  such  increased 
costs  as  labor  and  material.  How- 

ever, prices  of  all  replacement 
parts  are  still  controlled  by  OP  A 
84  which  put  the  ceiling  at  the 
highest  price  between  July  and 
Oct.  1941. 
Radio  repair  shops  must  file 

statements  with  OPA  by  Sept.  10 
indicating  top  charges  for  repair, 
maintenance  and  rental  of  home 
radios  and  phonographs  as  well  as 
prices  of  all  parts  and  accessories 
sold  in  connection  with  these  serv- 

ices. Shopkeepers  are  warned 
against  exceeding  their  highest 
March  prices  and  ordered  to  dis- 

play a  copy  of  the  statement  on 
ceiling  prices  for  public  inspection. 

Holland  Extends 

HOLLAND  FURNACE  Co.,  Hol- 
land, Mich.,  has  extended  Dealer, 

in  Dreams,  quarter-hour  tran- 
scribed program  three  days  a  week, 

for  four  additional  weeks  through 
September  on  WLW,  Cincinnati; 
WGN,  Chicago;  WJR,  Detroit; 
KMOX,  St.  Louis;  KSYA,  Pitts- 

burgh; and  WTAM,  Cleveland. 
Program  promotes  repair  service 
for  furnaces  and  consists  of  bits  of 
philosophy  and  stories  behind  given 
names  by  Phil  Stewart  with  a 
background  of  music  by  a  male 
a  capella  quartet.  Agency  is  Roche, 
Williams  &  Cunnyngham,  Chicago. 

Oil  Firm  Returns 

Two  Shows  to  NBC 

Changeover  From  Mutual-Don 
Lee  After  Two- Year  Run 
STANDARD  OIL  Co.  of  California, 
one  of  the  pioneer  radio  advertisers 
of  the  West,  will  return  its  Stand- 

ard Symphony  Hour  and  Standard 
School  Broadcast  to  the  NBC  net- 

work on  the  Pacific  Coast,  Sept.  27. 
The  two  programs,  started  on 

NBC  15  years  ago,  for  the  past 
two  years  have  been  broadcast  by 
the  'Mutual-Don  Lee.  The  Sym- 

phony cdSicerts  will  be  heard  Sun- 
days 9  to  9:45  p.m.  (PWT)  and 

the  Standard  School  Broadcast 
will  be  presented  Thursdays  dur- 

ing the  school  year  beginning 
October  15,  10  to  10:30  a.m. 
(PWT). 
The  first  Standard  Symphony 

program  was  broadcast  Oct.  31, 
1926  over  three  NBC  stations. 
Standard  Oil  Co.  then  inaugurated 
a  regular  series  on  Oct.  23,  1927. 

The  Standard  School  Broadcast 
was  instituted  over  NBC  stations 
in  the  West  on  Oct.  18,  1928.  It 
is  a  weekly  feature  in  4,700 
schools,  representing  more  than  a 
half -million  listening  students.  The 
broadcasts  this  year  will  be  ex- 

tended to  stations  in  Utah  and Arizona. 

Agency  is  BBDO,  San  Francisco. 

MARINE  REPORTER 

Former  WJSV  Publicist 

-Writes  From  Solomons- 
NEWSPAPERS  throughout  the 
country  last  week  carried  one  of 
the  first  stories  of  the  Marines' action  at  Guadalcanal  in  the  Solo- 

mon Islands  fray  written  by  Sgt. 
James  W.  Hurlbut,  former  pub- 

licity director  of  WJSV,  Washing- ton. 

Sgt.  Hurlbut  had  previously 
served  in  the  Marine  Corps  from 
1933  to  1936.  On  May  8,  he  en- 

listed as  one  of  the  Marines'  own war  correspondents  and  eight  days 
later  was  already  out  of  the  coun- 

try. He  is  married  and  the  father 
of  two  children. 
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DECISIVE 

DAYTIME 

DOMINANCE 

•  For  180  out  of  200  daytime  periods,  Monday 

through  Friday,  WKY's  audience  is  larger  than  that 
of  any  other  Oklahoma  City  station.  During  150  of 

these  periods,  WKY's  audience  is  larger  than  the combined  audience  of  all  three  other  stations! 

(Source:  C.  E.  Hooper,  Inc.) 

WKY's  dominant  position  both  day  and  night 
in  Oklahoma  City  is  so  firmly  and  positively  estab- 

lished that  there  is  only  one  logical,  economical, 
profitable  choice  for  advertisers  to  whom  results  out- 

weigh everything.  Are  you  putting  everything  you 
can  behind  your  product  in  Oklahoma?  Not  unless 
WKY  is  on  your  schedule! 
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Communications  Post  to  Capt.  Holden 

As  Capt.  Redman  Leaves  for  Sea  Duty 

CAPT.  REDMAN 

BWC  Approves  Revised 

Radio    Silencing  Rules 
REVISED  orders  governing  radio 
silence  in  connection  with  military 
aircraft  operations  were  approved 
by  the  Board  of  War  Communica- 

tions at  its  meeting  last  Thursday 
in  Washington. 

Following  established  custom  of 
the  Board,  the  nature  of  the  orders 
was  not  revealed,  but  will  be  dis- 

patched shortly  to  all  classes  of  ra- 
dio stations,  including  broadcast, 

which  are  affected.  The  Board  an- 
nounced simply  that  it  had  ap- 

proved a  revision  of  FCC  Restrict- 
ed Order  No.  2,  replacing  the  FCC 

Orders  No.  88,  88  (a),  and  Re- 
stricted Order  No.  1,  dealing  with 

the  silencing  of  all  stations  under 
Fighter  Command  control. 

TRANSFER  of  Capt.  R.  Redman, 
Director  of  Naval  Communications 
and  Navy  member  on  the  Board  of 
War  Communications,  to  sea  duty, 
effective  Sept.  15,  and  appointment 
of  Capt.  Carl  F.  Holden  as  his 
successor,  were  announced  last 
week  in  Navy  Dept.  orders. 

Capt.  Redman,  one  of  the  Navy's 
top  communications  experts,  was 
named  Director  of  Naval  Com- 

munications Feb.  14,  succeeding 
Rear  Admiral  Leigh  Noyes.  He  has 
been  most  active  in  work  of  BWC 
and  is  well-versed  in  broadcasting 
matters.  His  assignment  to  sea 
duty  is  consistent  vnth  Naval  prac- 

tice. He  is.  a  senior  Captain  and 
his  elevation  to  Rear  Admiral  is 
expected,  according  to  Naval 
sources. 

Capt.  Holden  Succeeds 

Capt.  Holden,  also  a  communi- 
cations expert,  at  present  is  on  the 

staff  of  Adm.  E.  J.  King,  Com- 
mander-in-Chief of  the  U.  S.  Fleet 

and  Chief  of  Naval  Operations,  as 
Fleet  Communication  Officer.  He 
has  held  that  assignment  since  last 
January,  and  prior  to  that  served 
as  executive  officer  of  the  battle- 

ship Pennsylvania,  flagship  of  the 
Commander-in-Chief. 

As  Director  of  Naval  Communi- 
cations, Capt.  Holden  automatically 

takes  the  place  of  Capt.  Redman 
on  BWC.  He  will  serve  with  Chair- 

man James  Lawrence  Fly,  who  is 
also  chairman  of  the  FCC;  Maj. 
Gen.  Dawson  Olmstead,  Chief 
Signal  Officer;  Breckenridge  Long, 

Assistant  Secretary  of  State;  and 
Herbert  E.  Gaston,  Assistant  Sec- 

retary of  the  Treasury. 
Born  in  Bangor,  Me.,  Capt. 

Holden  was  appointed  to  the  Naval 
Academy  in  1913  and  graduated 
with  the  class  of  1917.  During 
World  War  I,  he  served  with  de- 

stroyers operating  out  of  Queens- 
town,  Ireland,  until  1922. 

Selected  to  specialize  in  com- 
munications, Capt.  Holden  com- 

pleted a  post-e-raduate  course  at 
the  Naval  Academy  and  Harvard, 
with  a  Master's  degree  in  electric 
communication  engineering  from 
Harvard  in  1924.  He  was  com- 

munication officer  of  the  destrover 
souadron  scouting  fleet  from  1924- 1927. 

From  1927-1930,  Capt.  Holden 
was  communication  and  radio  mem- 

ber of  the  U.  S.  Naval  mission  to 
Brazil,  Rio  de  Janeiro.  He  served 
as  communication  officer  of  the 
battleship  Arizona  and  as  com- 

munication and  radio  officer  on  the 
staff  of  the  commander  battleships. 
Pacific  Fleet,  during  1931.  From 
1932-1934,  he  commanded  the  de- 

stroyer Tarbell.  The  following  two 
years  he  was  stationed  in  Honolulu 
as  District  Communication  Officer 
of  the  14th  Naval  District. 

Then  came  duty  as  navigator  of 
the  battleship  Idaho  and  command- 

ing officer  of  the  U.  S.  S.  Ramapo 
during  1936-1938.  He  was  trans- 

ferred to  the  Office  of  Naval  Opera- 
tions at  the  shore  station  desk  in 

Naval  Communications  in  1938  and 
served  until  1940. 

FTC  Explains  Stand  on  Testimonials 

Pall  Malls  and  Luckies 

Are  Cited  for  Claims 

In  Advertising 

WITH  ISSUANCE  of  complaints 
against  two  more  major  tobacco 
companies  last  week  by  the  Federal 
Trade  Commission,  further  obser- 

vation was  made  by  officials  of  the 
agency  on  use  of  simulated  voices 
in  broadcast  testimonials  and  en- 
dorsements. 

Recipients  of  complaints  last 
week,  following  earlier  charges 
made  against  R.  J.  Reynolds 
Tobacco  Co.,  Winston-Salem,  and 
Philip  Morris  &  Co.  Ltd.,  New 
York,  on  Aug.  8  [Broadcasting, 
Aug.  10],  were  American  Cigarette 
&  Cigar  Co.,  Durham,  N.  C,  makers 
of  Pall  Malls,  and  subsidiary  of 
the  American  Tobacco  Co.,  New 
York,  also  cited  for  Lucky  Strikes. 
Both  are  large  users  of  radio  time. 

Misrepresentation  Charged 
Both  companies  were  charged 

with  misrepresentation  in  broad- 
cast and  all  other  advertising 

media — the  charges  taking  a  nega- 
tive view  of  all  claims  made  by  the 

companies  for  their  products. 
Hinting  drastic  curtailment  of 

use  of  broadcast  advertising  de- 

vices was  the  opinion  of  some  FTC 
officials  on  use  of  simulated  voices 
for  commercials.  Upon  questioning 
by  Broadcasting  it  was  revealed 
that  in  some  FTC  quarters  the 
opinion  is  held  that  even  when  per- 

sons have  given  permission  that 
their  voices  may  be  simulated  on 
programs  and  in  testimonials  the 
advertiser  can  still  be  cited  for 
misrepresentation. 

It  was  pointed  out  that  if  it  was 
clearly  indicated  in  the  course  of 
the  program  that  voices  used  were 
simulated  no  misrepresentation 
would  follow.  On  the  other  hand  a 
program  without  such  indication 
would  violate  FTC  policies. 

Test  Case  Awaited 

It  was  emphasized,  however,  this 
was  merely  an  opinion  and  no  fore- 

cast could  be  given  on  action  of  the 
FTC  until  a  "test"  case  would 
come  up  before  the  commission. 
It  was  indicated  that  the  R.  J. 
Reynolds  Tobacco  Co.  hearing 
might  prove  such  a  case  since  that 
company  uses  "voices"  in  its  Camel 
cigarettes  broadcasts. 

In  the  meantime  it  was  stated  at 
the  FTC  that  both  Philip  Morris 
and  R.  J.  Reynolds  have  asked  for 
extension  of  time  to  reply  to  the 
commission's  charges.   Both  com- 

panies were  to  have  replied  by 
Aug.  28;  under  the  extension 
granted  they  must  respond  by 

Sept.  15. 
Last  week's  complaints  against 

the  makers  of  Lucky  Strikes  and 
Pall  Malls  were  lengthy  and  in- 

cluded all  major  advertising  claims 
made  by  both.  Luckies  were  charged 
with  misrepresentation  in  claiming 
that  among  independent  tobacco 
experts,  buyers,  auctioneers  and 
warehousemen,  they  have  more 
than  twice  as  many  exclusive 
smokers  as  have  all  other  cigar- 

ettes combined;  that  Luckies  are 
less  acid  than  other  popular 
brands;  they  are  less  irritating 
to  the  throat  than  are  competing 
brands  because  they  are  toasted; 
that  all  tobacco  used  in  the  cigar- 

ettes is  better  and  higher  priced 
than  those  in  competing  brands; 

and  that  the  "cream  of  the  crop" 
is  bought  from  tobacco  growers 

by  Luckies. 
The  FTC  took  a  negative  view  of 

all  Lucky  Strike  claims  as  well  as 
those  of  Pall  Mall.  Misrepresenta- 

tion by  Pall  Mall's  was  said  to rest  in  claims  that  users  would  find 
they  would  cause  less  finger  stain 
or  none  at  all;  that  Pall  Malls 
protect  throats  of  smokers;  that 
they  filter  the  smoke  in  such  a 

CAPT.  HOLDEN 

Blue  Revamps  Schedule 
In  Commentator  Shifts 

SHIFTS  in  the  news  commenta- 
tor schedule  on  the  BLUE  in- 

clude the  transfer  of  News  Here  & 
Abroad,  with  William  Hillman  and 
Ernest  K.  Lindley,  from  the  10:45 
p.m.  period  to  10  p.m.  until  Sept. 
28,  when  the  latter  spot  will  be 
occupied  by  Raymond  Gram  Swing 
for  Socony-Vacuum  Oil  Co.,  New York. 

In  addition,  William  Hillman, 
has  replaced  Morgan  Beatty  on 
the  Daily  War  Journal,  8  a.m., 
Beatty  having  resigned  to  join 
NBC.  Roy  Porter,  who  now  re- 

places Beatty  as  master  of  cere- 
monies on  the  Sunday  War  Jour- 

nal, will  also  take  over  the  five- 
weekly  quarter-hour  at  10:15  a.m. 
to  be  vacated  by  Today's  News With  Helen  Hiett. 

way  as  to  get  rid  of  throat  irri- tants. Charges  against  Pall  Malls 
are  also  made  that  the  manufact- 

urer falsely  represents,  in  packag- 
ing, that  the  cigarettes  are  of 

English  origin  and  manufacture 
and  that  they  have  received  the 

approval  of  England's  royal 
family. 

Following  FTC  policy,  the  com- 
panies have  20  days  in  which  to 

respond  to  the  chai'ges. 
No  Comments 

No  comment  could  be  secured 
from  officials  of  either  the  Ameri- 

can Tobacco  Co.  or  its  advertising 

agency,  Lord  &  Thomas,  concern- 
ing the  FTC  complaints  or  their 

probable  effect  on  the  advertising 
copy  of  Lucky  Strikes.  There  were, 
however,  no  noticeable  immediate 
changes  in  the  radio  commercials 
for  Luckies. 

The  radio  spots  used  for  Pall 
Malls  are  transcribed  and  there- 

fore could  not  be  immediately 

changed,  even  if  the  company  de- 
sired to  do  so.  At  Ruthrauff  & 

Ryan,  agency  for  this  brand,  it 
was  said  that  it  was  too  early  to 
make  any  statement  regarding  a 
change  in  copy,  that  the  eventual 
decision  would  not  come  until  after 
the  FTC  hearing. 
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Ogden — 

Salt  Lake  City 
O 

5000  Watt  Key 
Station    of  the 

*INTERMOUNTAIN 
NETWORK 

Became  an  Exclusive 
Outlet  for  the 

M  U  T  U  A  L 

Broadcasting  System 

*The  Intermountain 
Network 

KLO — 5000  Watts  full 
time.  Studios  in  Og- 

den and  Salt  Lake 
City,  Utah.  Trans- 

mitter located  be- 
t  w  e  e  n  the  two 
cities  and  direction- 
alized  to  serve  the 
major  population  in 
the  area. 

time.  (Mutual) 
Studios  and  trans- 
mitter,  Provo, 
Utah. 

KEUB  -7"0  Watts  full time.  (Mutual) 
Studios  and  trans- 

mitter. Price,  Utah. 

Complete  Primary 
Coverage 

of  92%  of  Utah's  normal 
$300,000,000  spendable 
income  and  ALL  of 

Utah's  new  multi-million- 
dollar  defense  industries. 

Check  on  the 

New,  Low 

Advertising  Rates  on  the 
Intermountain  Network 
before  buying  radio  for 
Utah. 

Intermountain  Network 
Ben  Lomond  Hotel,  Ogden,  Utah 

Newhouse  Hotel,  Salt  Lake  City,  Utah 

Represented  Nationally  by 
JOSEPH  H.  McGILLVRA 

New  Yo|;k  •  Chicago  •  San 
Franciico  •  Los  Angeles 

Acme  Beer  on  Coast 

ACME  BREWING  Co.,  San  Fran- 
cisco, in  a  four-week  campaign 

which  started  Sept.  4  is  sponsor- 
ing a  weekly  quarter-hour  partici- 

pation in  Jack  Kirkwood's  Break- 
fast Club  on  9  Mutual-Don  Lee 

California  stations  (KFRC  KIEM 
KVEC  KDON  KMYC  KFRE 
KyO.S  KVCV  KHSL),  Friday, 
^■.grlS  a.m.  (PWT).  Agency  is 
Brisacher,  Davis  &  Staff,  Los  An- 

geles. 

Walter  Patterson 

WALTER  PATTERSON,  31,  radio 
actor  who  portrayed  Nick  Lacy  for 
six  years  on  the  weekly  NBC  One 
Man's  Family,  was  found  dead 
Sept.,  2  in  his  parked  automobile  in 
Hollywood.  Investigating  officials 
listed  the  death  as  "apparently  sui- 

cide". Surviving  are  his  widow, 
Helen  Clifford  Patterson,  and  a 
daughter,  Rosemary,  2. 

THREE  CHARMERS  of  WDZ,  Tuscola,  111.,  are  Niki  4,  Martha  (Mrs. 
Clair  B.  Hull),  and  Joy,  8,  conducting  Little  Women,  popular  quarter-hour 
participating  program  five  days  weekly  on  WDZ.  They  are  the  family  of 
Clair  B.  Hull,  manager  of  the  station. 

Cooperative  Analysis  of  Broadcasting 

Gets  Operating  Charter  in  New  Jersey 

McLEMORE  ARTICLE 

Read  on  WJR  as  Challenge 

 To  Detroit  Civilians  
COOPERATIVE  Analysis  of 
Broadcasting  has  been  incorpor- 

ated in  New  Jersey  as  a  non-profit 
membership  corporation,  according 
to  a  letter  sent  to  CAB  subscribers 
last  week  by  A.  W.  Lehman,  gen- 

eral manager  of  the  CAB.  Cor- 
porate papers  were  filed  12  years 

after  the  formation  of  the  CAB 
to  engage  in  continuous  research 
in  the  listening  habits  of  American 
set-owners. 
Outgrowth  of  a  committee  of 

the  Assn.  of  National  Advertisers 
which  in  1929  began  to  survey 
methods  of  measuring  program 
popularity,  the  CAB  was  formed 
the  following  year  by  the  ANA  in 
cooperation  with  the  American 
Assn.  of  Advertising  Agencies. 

Joint  Setup 

This  dual  sponsorship  continues, 
the  by-laws  of  the  new  corpora- 

tion requiring  that  the  board  of 
governors,  which  replaces  the  for- 

mer governing  committee,  contain 
three  advertiser  members  ap- 

pointed by  the  ANA  and  three 
agency  members  named  by  the 
AAAA. 
Members  of  the  new  board  are 

the  same  as  those  of  the  old  gov- 
erning committee,  with  Dr.  D.  P. 

Smelser  of  Procter  &  Gamble  Co., 
sole  remaining  member  of  the  ori- 

ginal CAB  governing  committee, 
as  chairman.  Dr.  Smelser,  Robert 
B.  Brown  of  Bristol-Myers  Co. 
and  John  L.  Bogert  of  Standard 
Brands  make  up  the  advertiser 
section  of  the  board,  with  Dr. 
George  H.  Gallup  of  Young  & 
Rubicam,  F.  B.  Ryan  Jr.  of  Ruth- 
rauff  &  Ryan  and  Dr.  L.  D.  H. 
Weld  of  McCann-Erickson  as 
agency  members. 

The  CAB  conducts  its  listening 
poll  in  33  cities  served  by  the 
nationwide  radio  networks  and  in 
addition  makes  regular  surveys  of 
the  listening  habits  of  rural  audi- 

ences. In  its  12-year  span,  the 
CAB  has  made  over  7,000,000  tele- 

phone interviews  with  set-owners, 
accumulating  the  only  running 
history  of  popularity  of  network 
programs  and  talent  dating  back 
to  1980,  it  reports.  It  publishes  a 
semi-monthly  summary  rating  the 
relative  popularity  of  all  network 
programs  and  issues  monthly, 
quarterly  and  annual  reports  an- 

alyzing audiences  by  income 
groups,  time  of  day,  stations  and_ 
geographical  divisions.  i 

Latest  CAB  report,  covering  the 
month  of  July,  gives  the  nighttime 
index  of  listening  for  that  month 
as  19.9,  an  increase  of  6.4%  over 
the  same  month  of  1941. 

IMPRESSED  by  its  challenge  to 
folks  at  home  who  do  nothing  for 
the  war  effort  while  John  Does  in 
service  give  their  lives,  Leo  J.  Fitz- 
patrick,  manager  of  WJR,  Detroit, 
arranged  a  seven-minute  broadcast 
of  "Killed  In  Action:  John  Doe" 
by  Henry  McLemore,  syndicated 
writer. 

Under  orders  to  give  the  pro- 
gram a  choice  place  on  the  log,  and 

all  the  promotion  possible,  the 
WJR  staff  used  newspaper  adver- 

tisements, spot  announcements,  and 
news  stories  to  build-up  the  broad- 

cast. With  fitting  introduction,  and 
against  a  musical  background.  Bud 
Mitchell,  WJR  chief  announcer, 
read  the  article. 

Budlong  Commissioned 
A.  L.  (Bud)  BUDLONG,  assistant 
secretary  of  the  American  Radio 
Relay  League,  has  been  commis- sioned a  lieutenant  in  the  Coast 
Guard  Reserve  and  has  been  or- 

dered for  active  duty  and  assign- 
ment Sept.  16.  One  of  the  country's best-known  amateurs,  he  has  been 

assistant  secretary  of  ARRL  since 
1925,  specializing  in  legislative  and 
organizational  activity.  He  served 
as  radio  aide  for  the  First  Corps 
Area's  army-amateur  radio  system, 
and  is  a  member  of  the  Communi- 

cations Committee  of  the  Defense 
Board  of  Connecticut  and  a  con- 

sulting member  of  several  commit- 
tees of  the  American  Railway 

Assn.  Lt.  Budlong  was  sworn  in 
Aug.  25.  He  has  been  given  leave 
from  ARRL  for  the  duration. 

FELTMAN  &  CURME  Co.,  Chicagc 
(shoe  stores),  on  Aug.  31  started  spon- sorship for  26  weeks  of  Jimmy  Allen, 
transcribed  serial  five  days  a  week  on 
WBNR,  Chicago.  Agency  is  Russell 
G.  Comer  Adv.  Co.,  Kansas  City. 

PAUL  RICKENBACHER,  formerly 
of  the  talent  department  of  J.  Wal- 

ter Thompson  Co..  New  York,  has 
joined  Young  &  Rubicam,  New  York, in  a  similar  capacity. 

Dealers  Protest 
TO  H;ALT  statements  which 
infer  or  claim  that  receivers 
in  the  hands  of  dealers  and 
distributors  will  be  obsolete 
at  the  close  of  the  war,  the 
radio  trade  has  filed  protests 
with  the  Radio  Mfg.  Assn. 
Dealers  maintain  such  pub- 

licity is  hampering  current 
sales  and  jamming  inven- tories. 

A  BILLION-DOLLAR 

MARKET  SURVEYED 

— vital  facts  disclosed 
Iowa  farmers  this  year  will  reap 
their  biggest  harvest  in  years. 
Do  you  know  how  best  to  reach 
them  via  radio?  The  new  "Sum- mers-Whan"  Iowa  radio  audi- 

ence survey  gives  the  whole 
story — station,  time  and  pro- 
g  r  a  m  preferences,  listening 
trends — all  the  facts  you  need 
to  sell  this  rich  market.  The 
fifth  of  a  continuing  survey, 
the  best  of  them  all! 

WHO 
Write  for  your 

copy — it's  free! 
Address  Dept.  SW      Des  Moines 

50,000  waits 
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Radio  Not  Affected  by  Construction 

Order  Lowering  Permissible  Spending 
REVISION  of  Conservation  Order 
L-41  as  announced  Sept.  2  by 
WPB  reduces  the  ceiling  total  of 
new  broadcast  construction  with- 

out prior  approval  to  $1,000  effec- 
tive Sept.  7.  As  originally  drafted 

in  April,  [Broadcasting,  April  13], 
this  order  established  WPB  as  a 
wartime  licensing  authority  for 
construction  and  disallowed  non- 
war  construction  of  more  than 
$5,000  without  its  approval. 

In  the  original  order,  construc- 
tion was  broken  down  into  resi- 

dential and  non-residential.  The 
new  order  is  more  far-reaching  and 
breaks  construction  down  into 
tighter  classifications  as  well  as 
reducing  cost  limits  in  most  every 
instance.  New  classifications  in- 

clude residential,  multiple  resi- 
dential, agricultural,  industrial, 

certain  types  of  commercial  and 
other  types  of  commercial  (the 
latter  includes  broadcasting). 

How  It  Works 

The  original  order,  as  issued  in , 
April  superseded  the  FCC  "freeze"  i 
since  its  application  was  general  I 
and  applied  to  all  types  of  Con- 

struction whether  or  not  covered 
in  the  FCC  regulation.  As  amended, 
broadcasting    is    not  specifically 
mentioned  but  WPB   officials  in- 

terpreted the  amendment  to  mean 
that   broadcasting   is   covered  in 
Paragraph  7-II,  under  other  types 
of  commercial  construction. 

The  direct  effect  of  this  amend- 
ment reduces  the  permissible  ex- 

penditure for  new  construction. 
Expenditures  for  maintenance  and 
repair  are  not  controlled  by  L-41. 
Since  new  construction  is  prac- 

tically at  a  standstill  for  the  dura- 
tion it  was  pointed  out  that  this 

amendment  would  have  practically 
no  effect.  Maintenance  and  repair 
continue  unlimited.  Much  of  such 
expenditures  must  necessarily  be- 
reviewed  by  WPB  since  priority 
ratings  cut  across  in  procurement 
of  many  materials  essential  to  re- 

pair and  maintenance.  Individual 
merit  based  upon  necessity  will 
continue  to  be  the  final  deter- 

minant in  any  case  and  the  new 
regulation  actually  presents  no  new 
problem. 

As  a  result  of  the  order,  pro- 
spective builders  are  cautioned 

against  making  commitipents  for 
materials  until  permission  to  build 
actually  has  been  granted.  It  was 
pointed  out  that  a  builder  may  have 
all  necessary  materials  on  hand 
and  need  no  priorities  assistance 
and  still  not  expect  permission  to 
use  them  in  construction. 
Another  new  development  at 

WPB  last  week  was  an  experi- 
mental plan.  Contract  Production 

Control,  which  is  being  tried  out 
in  Connection  with  three  Navy  con- 

tracts for  radios.  If  the  program 
is  successful,  WPB  officials  believe 
that  it  will  be  adapted  to  WPB's 
general  program  for  controlling 
the  flow  of  materials. 
The  proposed  program  calls  for 

a  complete  budget  of  materials  and 

parts  required  to  fulfill  a  prime 
war  contract. 

Although  no  positive  work  was 
forthcoming  on  the  equipment- 
conservation  program,  it  appeared 
likely  that  WPB  would  Shortly 
issue  a  new  order  to  replace  P-129 
which  would  cover  broadcasting  as 
well  as  radio  communications 
maintenance  and  repair.  This  is 
necessary  since  P-129  expires  Sept. 
30. 
From  present  indications,  it  ap- 

pears likely  that  the  new  order 
will  replace  the  existing  percent- 

age and  dollar  value  limitations  on 
inventories  and  maintenance  ma- 
terals  with  yardsticks  predicated 
on  need.  It  is  also  designed  to  pre- 

vent any  further  accumulation  of 
spare  parts. 
Another  regulation  expected 

shortly  will  be  an  order  governing 
the  purchase  of  electronic  devices. 

Wins  Voice  Award 

WINNER  of  radio's  "Voice  Per- 
sonality Award",  selected  by  the American  Institute  of  Voice  Teach- 

ers is  Margo,  star  of  the  CBS 
Camel  Caravan  How,  sponsored  by 
R.  J.  Reynolds  Tobacco  Co.,  Win- 

ston-Salem, N.  C.  Vote  was  taken 
at  a  convention  of  the  Institute, 
with  headquarters  at  the  National 
Music  Center,  Chicago.  Margo  was 
chosen  as  the  possessor  of  the 
"most  friendly  and  warming"  voice 
on  the  air.  Agency  for  the  show  is 
William  Esty  &  Co.,  New  York. 

RADIO  SALUTES 

Labor  On  Ws  Day  With 

Gorham's  Loss 
MAURICE  GORHAM,  direc- 

tor of  North  American  Talks 
for  the  British  Broadcasting 
Corp.,  who  has  been  in  this 
country  for  the  past  few 
weeks,  considers  Chicago 
hold-up  men  unusually  effici- 

ent. One  of  them  broke  into 
his  hotel  room  in  Chicago  and 

.  stole  his  wallet — without  even 
awakening  Gorham. 

 Many  Programs  
THIS  YEAR  Labor  Day  took  on 
a  greater  significance  owing  to 
the  importance  of  production  in 
the  war  effort.  To  heighten  the  dra- 

matic appeal  of  the  day  American 
listeners  were  scheduled  to  hear; 
talks  from  President  Roosevelt, 
Secretary  of  Labor .  Perkins,  Paul 
V.  McNutt,  War  Manpower  iieajd 
and  Under-Secretary  of  War  Rob- 

ert P.  Pattersoijt  '''^ To  aid  stations  and  networks  in 
saluting  labor, ,  the  Office  of  Wa;^ 
Information  .nj^i.Ied  a  theme  shee^ 
to  the  broadcast  industry  several- 
weeks  ago  ,  ̂Ug^estin^  approaches 

which  migfht  be  mddS  th'  the  evolu-' tion  of  program  foririats.  Centtal' 
theme  suggested  was  "Free  Labor' 
Will  Win."  ... 

WPID,  Petersbiii-fe,''  Va.,  is  pre^ntiug  ' 
a  weekly  program,  -JJ-wifed  We  "Stand",' tc>  educate  the  pufelic.  ,t&  /the  ,  cpiitl'iP: 
bution  to  the  war  effoW  made  Ib^  the* United  Nations.  Bach  broadcast  will- 
be  devoted  to  one  \of  the  :  nations*.  ̂   ; 

■  ■  I  LIMA,  OH 
II  LUinr 

Lima,  Ohio  is  an  ideal  test  town  for  yobr  t'ddio  cam- 

paign. Lima  is  a  thriving,  multi-industry  city  of  44,711 

progressive  Americans.  Lima's  only  radio  station, 

WLOK,  is  heard  in  126,685  hornes.  Try  it  In  Test  Town 

— and  get  America's  reaction. 

COVERAGE  AT  LOW  COST 

'^IHE  VOICE  THAT  SPEAKS  FROM  THE  HEART  OF  LIMA' 

NBC    Affiliate  .  .  .  Full    Time  Operation 
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GLAMOR  MOTIF  prevailed  in  late  August  as  a  number  of  stations 
scanned  local  pulchritude  crops  for  talent  to  enter  in  the  Atlantic  City 
"Miss  America"  competition  Sept.  7.  Star  on  the  crown  of  Cincinnati's 
entry  intrigued  L.  B.  Wilson,  owner  of  WCKY  (left  photo).  Barbara 
Patterson,  picked  in  the  WCKY  competition  as  Miss  Greater  Cincin- 

nati, supervised  the  reverse  crowning. 
A  radio  actress  was  named  Miss  Michigan  when  WXYZ  quietly 

entered  Patricia  Uline  Hill  (center  photo,  at  left)  in  the  contest.  The 

21-year-old  socialite  was  discovered  by  George  W.  Trendle,  WXYZ 
presiuenc,  who  neard  her  on  tne  WAifZ  Laay  u/  Charm  series  conducted 
by  Edythe  Fern  Melrose  (at  right).  Mr.  Trendle  gave  her  a  part  in  the 
Green  Hornet  drama.  Miss  Hill  was  told  she  was  entered  in  the  con- 

test just  a  few  minutes  before  it  took  place. 
WWDC,  Washington,  conducted  the  Capital  beauty  contest  under  direc- 

tion of  Manager  Ben  Larson  (at  right  in  third  photo).  Miss  Washington  is 
Marilyn  Makin,  18-year-old  War.  Dept.  clerk.  Board  of  judges  was 
headed  by  Brig.  Gen.  Albert  L.  Cox  (left). 

Radio  Evolution  Next  Decade 

To  Be  Sweeping,  Says  Mullen 

NBC  Executive  Reveals  Allies  Far  Outstrip 

Axis  in  Broadcast  Coverage 

Gen.  Brett's  First 
FRED  FLEMING,  news  edi- 

tor of  KLZ,  Denver,  had 
what  is  believed  to  be  the 
first  radio  interview  ever 
given  by  Lt.  Gen.  George  H. 
Brett,  when  plane  carrying 
the  commander  of  the  U.  S. 
Air  Forces  in  the  Far  Pa- 

cific stopped  oS  in  the 
Rocky  Mountain  city  re- 

cently. Despite  the  pessi- 
mism of  the  General's  order- 

ly, Mr.  Fleming  moved  the KLZ  shortwave  mobile  unit 
to  Lowry  Field,  where  for 
the  first  time  Gen.  Brett 
went  on  the  air.  His  inter- 

view was  recorded  and 
played  back  that  morning and  evening. 

New  York  Parties 

Buying  Air  Time 
Heavy  Campaign  Schedules 
For  Candidates  Indicated 
WITH  the  appointment  of  Duane 
Jones  Co.,  New  York,  to  handle 
the  campaign  for  Thomas  Dewey, 
Republican  candidate  for  Gov- 

ernor of  New  York  State,  radio's 
role  in  the  coming  political  tussle 
begins  to  shape  up,  and  indications 
are  that  broadcasting  will  figure 
prominently  in  the  party  budgets. 

Radio  plans  for  the  Dewey  cam- 
paign are  not  yet  completed,  ac- 

cording to  Henry  Turnbull,  ac- 
count executive  of  Duane  Jones, 

who  stated  however,  that  an  exten- 
sive broadcasting  schedule  was  in 

line. 
Peak  Democrat  Schedule 

At  Democratic  State  Committee 
headquarters,  a  spokesman  said 
that  while  specific  plans  were  not 
as  yet  completed,  it  would  be  safe 
to  say  that  every  speech  made  in 
New  York  State  by  Attorney  Gen- 

eral John  J.  Bennett,  Jr.  Demo- 
cratic candidate  for  Governor, 

would  be  broadcast.  He  added  that 
this  would  be  a  peak  year  for 
the  Committee  for  full  use  of  radio 
facilities. 

The  Socialist  Party  will  use  radio 
as  much  as  its  finances  will  allow, 
according  to  a  representative  at 
party  headquarters.  Socialist 
nominations,  filed  last  week,  in- 

clude Professor  Coleman  B.  Cheney, 
a  private  in  the  U.  S,  Army,  for 
Governor,  and  Samuel  H.  Fried- 

man, editor  of  The  Call  for 
Lieutenant-Governor.  A  state  radio 
hookup  may  be  used,  it  was  said. 
Three  or  four  broadcasts  have 
been  used  in  the  past  for  similar 
campaigns. 

Heavy  Ccmmunist  Schedule 
Also  considering  a  state  hookup 

is  the  American  Labor  Party,  pre- 
vious user  of  WEVD  and  WQXR, 

both  New  York  stations.  Dean 
Alfange  is  the  ALP  candidate  for 
Governor,  with  Lt.  Governor 
Charles  Poletti  up  for  re-election 
on  both  the  ALP  and  Democratic 
ticket. 

The  Communist  Party  of  New 

"ELECTRIC  communication  is 

going  places  in  the  next  decade," 
Frank  E.  Mullen,  NBC  vice-presi- 

dent and  general  manager,  told  the 
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Mr.  Mullen  Pointing  out 
that  radio  was 

born  of  the  last  war  and  that  in 

20  years  since  it  has  "made  strides 
that  suprised  even  its  most  ardent 
followers,"  Mr.  Mullen  continued: 

Free  Radio  Cited 

"Its  changes  may  not  be  as  rapid 
nor  as  radical  as  those  of  the 
broadcasting  art  on  the  threshold 
of  new  frequency  domains,  new 
modulation  and  transmission  sys- 

tems, facsimile,  television  and  other 
fundamental  additions,  but  these 
changes  will  be  radical  compared 
with  that  we  have  now.  The  day 
is  coming  when  television  will  bring 
sight  from  any  point  in  the  world 
into  your  own  home,  a  day  when  a 
a  man  can  sit  in  his  living  room 
here  in  Chicago  and  see  what  is 
going  on  in  New  York,  London, 

Bangkok,  Manila." Describing  American  radio,  sup- 
ported by  private  enterprise  and 

free  from  government  subsidy  or 

York  State  launches  a  series  of 
16  quarter-hour  broadcasts  on 
WQXR,  New  York,  Sept.  10  in 
what  is  described  as  "its  most 
ambitious  program  in  six  years  on 
radio".  Titled  Tuesdays  &  Thurs- 

days at  Ten,  the  programs  will 
bring  leading  party  figures  to  the 
microphone,  including  Israel  Am- 
ter,  candidate  for  Governor. 

ovraership,  as  "one  of  our  demo- 
cratic bulwarks,"  Mr.  Mullen  cited 

a  few  statistics  comparing  radio 
broadcasting  in  the  United  States 
and  in  the  Axis  nations,  showing 
that  "the  essence  of  our  progress 
has  been  freedom  of  the  air." 

In  the  entire  world,  he  stated, 
there  are  2,481  radio  stations  and 
more  than  108,000,000  radio  sets. 
In  the  Axis  nations  there  are  271 
stations  and  33,000,000  sets;  in 
the  United  Nations,  2,210  stations 
and  75,000,000  sets;  in  the  United 
States,  924  stations  and  56,000,000 
sets.  The  United  States  has  nearly 
four  times  as  many  radio  stations 
and  nearly  twice  as  many  receivers 
as  in  all  the  Axis  nations  combined, 
Mr.  Mullen  pointed  out. 

Radio's  War  Service 
Continuing  his  statistics,  he  said 

that  the  United  and  neutral  na- 
tions have  47  radio  receivers  per 

1,000  population;  the  Axis  nations 
62  sets  per  1,000;  the  United 
States  425  sets  per  1,000  people. 
The  United  States  has  37%  of  the 
world's  radio  stations,  924  out  of 
2,481,  with  30,600,000  radio  families 
dependent  upon  these  924  stations 
for  entertainment,  education  and 
information. 

Radio's  public  service  is  war 
service  today,  Mr.  Mullen  declared, 
and  radio  is  playing  a  vital  part 
in:  "Telling  the  country  that  'This 
is  war,'  telling  the  nation  of  the 
progress  of  the  war,  improving 
international  relations,  mobilizing 

the  nation's  youth,  gearing  civilian 
life  to  a  war  economy  and  keeping 
the  world  informed  of  United 

States  war  aims  and  elforts." 

WDRC,  Hartford,  Conn.,  has  started 
a  spot  campaign  urging  voters  to  reg- ister so  they  may  vote  in  November. 
New  citizens  brought  to  Connecticut 
by  the  war  boom  are  advised  of  vari- ous periods  when  they  may  register. 

Bonds  Awarded 

LORSTAN  -  THOMAS  STUDIOS, 
Newark,  sponsor  of  Coast-to-Coast on  a  Bus,  on  WJZ,  New  York,  on 
Sept.  6  awarded  $1,200  in  war 
bonds  to  52  winners  of  a  child  per- 

sonality contest  conducted  on  the 
Sunday  morning  program.  More 
than  7,984  children  under  14  had 
their  pictures  taken  without  charge 
in  the  sponsor's  photographic  stu- dios in  New  York,  New  Jersey, 

Pennsylvania,  Delaware  and  Wash- 
ington, D.  C.  to  compete  in  the  con- test. Program  is  placed  through 

United  Adv.  Agency,  Newark. 

John  P.  Myers  Creates 
Own  New  York  Agency 

JOHN  P.  MYERS,  formerly  an  ac- 
count executive  of  Huber,  Hoge  & 

Sons,  New  York,  has  established  an 
advertising  and  sales  promotion 
agency  at  515  Madison  Ave.,  New 
York,  under  his  own  name.  Firm 
started  operations  in  mid-August 
and  is  planning  to  use  radio,  ac- 

cording to  President  Myers. 
Members  of  the  staff  are:  Alan 

Tigner,  formerly  of  the  National 
Advertising  Department  of  the 
New  York  Post,  as  vice-president 
and  account  executive ;  Victor  Doty, 
as  account  executive,  and  Lewis 
Troupp  as  art  director. 

Myers  accounts  include  Overman 
Tire  Co.;  Belt  Oil  &  Chemical 
Corp.;  Mono  Distributors  Co.;  and 
two  real  estate  concerns,  Vogter  & 
Sons,  and  Ed  Gray  Levy,  all  in 
New  York. 
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HERE'S  HOW  you  can  easily  remove  many 

of  the  causes  of  premature  tube  failure 

1  Don't  overload  the  tubes.  Use  adequate  protective 
devices  such  as  a  fuse  or  relay.  Heavy  overloads  are  apt 
to  evaporate  the  thorium  surface  from  the  filament,  and 
permanently  damage  the  tube. 

2  Normal  operating  temperature  for  thoriated-tungsten- 
filament  tubes  is  obtained  by  operating  them  at  the  rated 
filament  voltage.  Care  should  be  taken  to  operate  them 
at  this  voltage  (except  for  standbys  and  when  reactivating). 
Occasionally,  under  or  over  voltage  will  give  longer  life, 
but  such  operation  should  only  be  carried  out  after  first 
consulting  the  tube  manufacturer. 

3  Tubes  that  have  been  momentarily  overloaded,  or  run 
at  subnormal  filament  temperature,  can  quite  frequently 
be  reactivated  by  following  this  simple  procedure:  Operate 
the  filament  at  the  rated  voltage  for  ten  minutes  or  more 
with  no  voltage  on  the  plate  or  grid.  This  process  can  be 
accelerated  by  increasing  the  filament  voltage  to  20  per 
cent  above  the  rated  value  for  a  few  minutes. 

4  Increase  the  filament  voltage  progressively  (only  a 
small  percentage  at  a  time)  when  a  tube  no  longer  responds 
to  reactivation.  New  filament  transformers  may  be  neces- 

sary for  such  operation. 

5  For  tubes  of  250-watt  plate  dissipation  or  higher, 
when  the  load  on  the  tube  is  intermittent,  keep  the  filament 
at  80  per  cent  of  normal  voltage  during  standby  periods 
of  less  than  two  hours.  This  helps  keep  the  cathode  surface 
replenished,  and  makes  it  more  quickly  available  when 
raised  to  normal  filament  voltage.  If  the  standby  period  is 
more  than  two  hours,  the  filament  current  should  be  shut 
off. 

TEACHING  A  RADIO  CLASS?  Ask  for  These  G-E  Aids 
FM  Primer 
Cathode  Design 
Experimental  Electronics  (Theory) 
Experimental  Electronics  (Applications) 
Electronics  and  Electron  Tubes 
G-E  Motion  Pictures 

Fill  in  the  coupon  for  your  sample 
package    of    these  publications. 

6  For  tubes  of  less  than  250-watt  plate  dissipation, 
filament  voltage  should  be  removed  for  standbys  of  more 
than  15  minutes. 

7  For  all  types  of  thoriated-tungsten-filament  tubes  if 
the  off  period  is  less  than  five  minutes,  operate  the  filament 
at  full  voltage  continuously,  as  excessive  heating  and 
cooling  cycles  tend  to  distort  this  type  of  filament. 

8  Keep  tubes  well  ventilated — with  fans  or  blowers,  if necessary. 

9  Run  at  lowest  possible  anode  current  and  voltage. 

10  Minimize  plate  dissipation  by  careful  tuning  of  the 
transmitter. 

The  Nov/  for  Excellence,  has been  awarded  to  92,780  General 
Electric  employees  in  five  plants 
manufacturing    naval  equipment 

These  Suggestions  Apply  to  Such  Tubes  As 
These  G-E  Thoriated-tungsten  filament  types: 
G1.-I46 
Gl-152 
GL-159 
G1.-I69 
GL-203A 
GL-204A 
GL-2II 
GL-2I7C 
61.-242C 

GL-276A 
GL-800 
GL-a01 
GL-803 
GL-805 
GL-806 GL-809 
GL.810 
GL-8II 

Gt.-8I2 
GL.813 
GL-814 GL.833A 
GL-834 GL-835 
GL-838 GL-845 

GL-849 
GL-851 
GL.860 
GL-861 GL-865 
GL-I623 
GL-1628 
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Speaking  of  records  .  .  .  better  check  your 

supplyof  Presto  recording  discs  and  needles. 

Be  ready  for  any  delayed  broadcast  busi- 

ness that  comes  your  way.  Over  500  radio 

stations  will  shortly  be  ordering  discs  for 

the  Fall  season.  We  suggest  that  you  order 

early  and  avoid  the  rush  that  often  delays 

deliveries.  Place  your  order  with  any  branch 

of  the  Graybar  Electric  Co.  or  your  local 

radio  distributor. 

NOTE: 

No  priority  rating  is  necessary  on  disc 

orders.  Presto  replacement  parts  and  ser- 

vice are  still  available  on  your  A- 3  main- 

tenance rating. 

PRESTO 
RECORDING  CORP. 
242  WEST  55th  ST.  H.T. 
World't  LargatI  Manufacturmrt  of  Inttantaiieout  Sound  Kecordiiig  S<fvipm»nt  and  Dhc$ 

In  Other  Ciliei,  Phone  .  . .  ATLANTA,  Jack.  43ri  •  BOSTON,  Bel.  4SI0 
CHICAGO,  Hor.  4240  .  CIEVEIAND,  Ma.  1 565  •  D AOAS,  37093  •  DENVER, 
Ch,42r7  .  DETROIT,  Univ.  1-0180  •  HOUYWOOD,  Mil.  9133  .  KANSAS 
OTV,  Vic.  4631  •  MINNEAPOUS,  Atlantic  4116  •  MONTREAl,  WeL  4318 
PHILADEIPHIA,  Penny.  0S42  •  ROCHESTER,  Cul.  S348  •  SAN  FRANCIS- 

CO, Su.  8854   •   SEATTLE,  Sen.  J560   •    WASHINGTON,  D.  C,  Shep,  4003 

Hooper  Reports 

Gain  in  Listening 

Increases  Found  in  83%  of 
Cities  Covered  by  Survey 

A  CITY-BY-CITY  analysis  of  war- 
time sets-in-use  made  by  C.  E. 

Hooper  Inc.  reveals  the  following 
trend,  a  recent  Hooper  organiza- 

tion report  shows:  Sets-in-use  for 
May,  1942,  increased  over  May, 
1941,  in  52%  of  the  regular  Hooper 
checking  cities. 

June  increases  occurred  in  66% 
of  the  cities  and  by  August  in- 

creases were  reported  for  83%  of 
the  cities,  as  compared  with  1941. 
In  the  basic  network  area,  all  cities 
but  one  were  up  during  July  1942 
over  1941  and  in  August  all  cities 
in  this  area  were  above  their  1941 
levels. 

'Aldrich  Family'  Tops 

Hooper  sets-in-use  index  for  the 
week  of  Aug.  15-21  was  20.1  off 
0.2  from  the  20.3  shown  in  the  first 

August  report,  covering  Aug.  1-7.  A 
drop  in  Friday  rating  from  21.8  in 
early  August  to  18.2  later  in  the 
month  was  the  reason  for  the  slight 
overall  decrease,  which  would 
otherwise  have  advanced.  Hooper 

reports. 
Most  popular  program,  accord- 

ing to  the  Hooper  Aug.  30th  re- 
port, was  Aldrich  Family,  with  a 

rating  of  16.5.  Kay  Kyser  ranked 
second,  with  13.4;  Mr.  District  At- 

torney placed  third,  with  12.5,  and 
Walter  Winchell  was  fourth  with 
11.8.  Other  leaders,  in  order,  were: 
Frank  Morgan,  11.5;  Rudy  Vallee, 
11.0;  Doctor  I.  Q.,  10.8;  Take  It  or 
Leave  It,  10.6;  Kraft  Music  Hall, 
10.3;  Information  Please,  10.1; 
Star-Spangled  Vaudeville,  9.8; 
Your  Hit  Parade,  9.6;  Major 
Bowes,  9.1;  Gabriel  Heatter,  9.0; 
Adventures  of  the  Thin  Man,  9.0. 

Campbell  Stays  On 
CAMPBELL  SOUP  Co.,  Camden, 
has  decided  against  a  layoff  of 

the  five-weekly  CBS  Amos  'n'  Andy Show  this  year.  Plans  for  a  four- 
week  respite  fell  through  after 
sponsor  and  talent  (Freeman  Gos- 
den,  Charles  Correll)  failed  to 
agree  on  type  of  temporary  re- 

placement. Agency  is  Ward  Wheel- 
ock  Co.,  Philadelphia. 

A  NEAT  TRICK  if  you  can  do  it! 
It's  the  WKZO,  Kalamazoo,  version 
of  the  old  Indian  rope  trick  and  you 
do  it  with  printer  paper,  one  of 
the  features  of  a  week  of  sports- 
casts  put  on  by  Continuity  Editor 
Hooper  White  while  Harry  Caray 
relaxed  on  vacation.  Looks  like  a 
pretty  big  story  for  such  a  little 
man —  the  paper  standing  six  feet 
above  the  desk,  a  full  nine  inches 
higher  than  Writer  White.  Try  it 
on  your  newsprinter  some  time! 

Schrade  to  Columbia 
ANDREW  J.  (Andy)  SCHRADE, 
for  more  than  three  years  president 
and  general  manager  of  Radio 
Transcription  Co.  of  America, 
Hollywood,  resigned  in  late  August 
to  become  Pacific  Coast  general 
manager  of  Columbia  Recording 
Corp.,  with  headquarters  in  that 
city.  He  succeeds  Paul  Crowley 
who  recently  resigned  to  join  the 
Office  of  War  Information  in  San 
Francisco.  Mr.  Schrade  was  for 
24  years  associated  with  Columbia 
Phonograph  Co.,  and  the  American 
Record  Corp.  In  early  1939  he  left 
the  latter  organization  to  head 
RTCA.  Grace  Gibson,  represent- 

ing Artransa  and  McQuarrie  Net- 
work, Sydnev,  Australia,  has  suc- ceeded as  RTCA  general  manager. 

HARRY  FRAZEE,  BLUE  production 
manager,  has  been  drafted  by  the 
Treasury  to  produce  the  half-hour  pro- sram  inaugurating  the  motion  picture 
industry's  War  Bond  drive  Aug.  31. 

H  AT  T 
A  N  O 

O  6  ̂  TEN 

REPRESENTATIVE;   PAUL   H,  RAVMER  CO. 
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Alatckandi5in^  &  J^'comotion 
New  Network  Maps — Window  Display — Ticket  Brochure 

Hooper  Statistics — New  Name 

ATLANTIC  COAST  Netw
ork 

has  issued  a  book  of  22  cov- 
erage maps,  with  separate 

daytime  and  nighttime  maps 
for  the  entire  network  and  for 
each  of  the  10  ACN  outlets.  Maps 
show  intense,  regular  and  secon- 

dary county  coverage  based  on  mail 
response  and  also  gives  the  2 
MV/M  and  0.5  MV/M  signal 
strength  lines  for  each  station. 
Mail  response  formula  was 

worked  out  in  accordance  with  rec- 
ommendations of  the  timebuyers 

committee  of  the  AAAA  and  the 
sales  managers  committee  of  the 
NAB,  a  coverage  map  precedent, 
according  to  Edward  Codel,  ACN 
manager.  Using  the  home  county 
of  each  station  as  a  base,  a  ratio  of 
mail  per  1,000  radio  homes  was  de- 

termined. In  counties  with  ratios 
of  50%  or  better  of  the  home 
county  ratio  the  station  was  con- 

sidered to  have  intense  coverage. 
If  ratio  was  25%  to  50%  of  home 
county,  coverage  was  labelled  reg- 

ular, and  if  ratio  was  from  10% 
to  25%  of  home  county  the  cover- 

age was  called  secondary. 
Maps,  prepared  by  Walter  P. 

Burn  &  Associates,  also  contain 
population,  families  and  radio 
homes  data  and  a  retail  sales  break- 

down. Book  is  attractively  bound  in 
a  heavy  cover  showing  an  outline 
map  of  the  area  covered  by  the 
regional  network. 

NBC  News  Boost 

WINDOW  DISPLAY  in  swank 
Saks-Fifth  Avenue,  New  York  de- 

partment store,  recently  featured 
NBC  Reporters  to  the  Nation,  in 
which  was  a  large  scale  model  of 
the  RCA  Building,  a  world  map 
with  red  flasher  buttons  marking 
NBC  pickup  points,  and  pictures  of 
NBC  correspondents  with  a  silhou- 

ette map  of  the  United  States, 
showing  correspondents'  home towns.  The  home  towns  and  for- 

eign posts  of  the  men  are  con- 
nected by  ribbons  passing  through 

the  model  of  Radio  City.  There  is 
also  a  scroll,  "Go  Ahead,  NBC," commemorating  the  historic  report 
of  Bert  Silen  and  Don  Bell  Dec. 
9,  1941,  in  Manila  while  Jap  planes 
were  in  action  over  the  city.  Ar- 

ranged by  Irene  Kuhn,  NBC  pro- 
gram promotion  coordinator,  the 

window  display  is  slated  to  go  to 
department  stores  in  cities  through- 

out the  country. 
*  *  ❖ 

Annie  Oakley 

KVOO,  Tulsa,  is  exploiting  the 
$75,000,000  retail  sales  increase  in 
its  primary  area  in  a  booklet  dis- 

tributed to  advertisers.  Featuring 
on  the  front  cover  an  attached 
ticket  "to  the  KVOO  Sales  Thea- 

ter", described  as  one  of  the  na- 
tion's first  25  war  markets,  it 

adds  that  this  ticket  is  good  only 
when  accompanied  by  a  planned 
campaign  over  KVOO. 

❖  *  * 

Getting  Acquainted 
TO  ACQUAINT  radio  editors  with 
station  personalities  and  activities, 
WOV,  New  York,  is  attaching  a 
lead  sheet  to  its  weekly  program 
schedules  with  two  pieces  of  in- 

formation in  question  form.  Sam- 
ple item  in  the  first  release  states 

that  Hans  Jacob,  WOV's  news 
commentator,  was  the  "Voice  of 
Radio  Strasbourg"  in  Paris,  1936- 
1939,  broadcasting  daily  to  "under- 

ground" Anti-Nazi  listeners. 

Quiz  of  the  Kiddies 
SALES  STORY  of  the  Quiz  Kids, 
broadcast  on  the  BLUE  Network 
for  Alka-Seltzer,  is  entertainingly 
but  emphatically  told  in  a  16-page 
brochure,  "Out  of  the  BLUE  .  .  . 
More  Sales  at  Lower  Costs",  re- cently issued  by  the  BLUE.  Citing 
Hooper  survey  statistics,  the  book- 

let points  out  that  Alka-Seltzer 
sales  were  73%  better  among 
listeners  than  among  non-listeners 
and  further  that  among  listeners 
those  who  listened  three  or  four 
times  out  of  a  four-week  period 
included  nearly  twice  as  many 
Alka-Seltzer  users  as  those  who 
listened  only  once  or  twice  dur- 

ing the  four  weeks.  Or,  as  the 
brochure  reiterates,  "the  more 
they  listen,  the  more  they  buy". 

Diverted  to  War 
WOR,  New  York,  has  changed  the 
name  of  its  Special  Features  & 
News  Division  to  the  WOR  War 
Service  &  News  Division,  at  the 
same  time  adopting  a  modified  pol- 

icy in  regard  to  promotion  stunts 
for  publicity  purposes.  For  the 
duration  of  the  war,  the  newly- 
named  division  will  concentrate  on 
war  efi'ort  projects  rather  than  on 
station  promotion  features. *      *  * 

Program  Title 
CONTEST  to  name  "Club  Roberts" 
program,  mythical  night  club  show 
conducted  nightly  on  WOWO,  Fort 
Wayne,  Ind.,  by  Paul  Roberts,  is 
planned  with  a  Bulova  watch  as 
first  prize.  Listeners  will  be  given 
two  weeks  to  submit  entries. 

MISS  SUBWAYS  in  New  York  for 
September  is  Evelyn  Clark,  secre- 

tary of  the  NBC  personnel  staff. 
John  Robert  Powers,  beauty  ex- 

pert, selects  a  monthly  beauty  to 
be  featured  on  car  cards  for  the 
New  York  subway  system. 

4 

1  i 
V  c 

It  would  take  a  Z  ration  card. , . 

:  .  .  to  follow  Martha  Brooks  on  the  radio 
visits  she  makes  every  day. 

Martha  is  the  gal  who  conducts  WGY's 
"Market  Basket"  participation  program  from 
8:45  to  9  a.m.  every  weekday  morning. 

She  is  a  nosey  gal  who  isn't  content  to  stay 
in  her  own  primary  airea.  She  goes  out  and 
gets  regular  listeners  more  than  200  miles 
from  Schenectady,  throughout  New  York  and 
western  New  England,  from  Rochester  to  the 
outskirts  of  Boston. 

The  map  you  see  here  is  what  came  out 
of  a  ten-day  tussle  recently  between  Martha 
and  4490  letters  and  cards  received  during 
that  time. 

P.S.  It  takes  a  lot  more  space  than  this  to 
tell  the  story  of  Martha.  In  fact  it  takes  at 

least  12  pages.  We'll  be  glad  to  send  you  a 
copy  of  her  story  in  exchange  for  your  name 
on  a  postcard. 

^  the  airea's  only  50,000-watt  station 

^  the  airea's  lowest  frequency 

^  the  airea's  only  outlet  for  those  popular 
NBC  programs 
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RADIO'S  BIGGEST  SALES  JOB 
Industry  Bond  Sales  Climb,  Aided  By 

  Top  Program  Time,  Talent   
RADIO  continued  its  biggest  sell- 

ing job  last  week  with  stations 
from  coast  to  coast  placing  their 
best  program  time  and  talent  at  the 

disposal  of  Uncle  Sam's  War  Bond 
selling  campaign. 
A  seven-hour  Saturday  night 

Bond  Show  on  the  BLUE  Network 

August  29  brought  orders  for  $10,- 
475,685  in  bonds  before  the  evening 
was  over.  BLUE  stations  received 
orders  from  listeners  by  collect 
Western  Union  telegrams,  tele- 

phone and  mail.  Members  of  the 
American  Women's  Volunteer  Ser- 

vice compiled  totals,  and  returns 
were  broadcast  as  the  evening  went 
on,  just  as  networks  handle  election 
returns. 
The  program  ran  into  early 

hours  of  Sunday  morning,  with 
BLUE  personalities  piped  in  from 
all  over  the  country.  Among  those 
taking  part  were  Orson  Welles, 
Amos  'n'  Andy,  Jane  Cowl,  Margo, 
Edward  G.  Robinson,  Frank  Black, 
and  the  Symphony  Orchestra, 
Meredith  Wilson,  Fanny  Brice, 
Bob  Burns,  Dinah  Shore,  Carl 
Sandburg,  along  with  such  name 
bands  as  Vincent  Lopez,  Tommy 
Tucker,  Xavier  Cugat,  Glen  Gray 
and  Paul  Whiteman. 

The  BLUE  programs  was  carried 
by  131  stations.  Of  these,  WREN, 
Lawrence,  Kan.,  had  pledges  for 
$344,535,  approximately  l/28th  of 
the  total. 

WMAL,  Washington,  collected 
$88,000  in  pledges,  including  sale 
of  a  $10,000  bond.  The  station  also 
received  pledges  for  a  $5,000  Bond 
and  23  $1,000  promises. 

KMOX  in  Action 

KMOX,  St.  Louis,  started  a  for- 
the-duration  selling  drive  titled 
KMOX  March  for-  Freedom  with 
all  the  personalities  of  the  station 
conducting  individual  sales  pro- 

grams. The  first  KMOX  customer 
was  invited  to  the  station,  and  in- 

terviewed on  the  air  by  Francis  P. 
Douglas,  station  news  director. 
Rush  Hughes,  KWK  staff  mem- 

ber, and  son  of  novelist  Rupert 
Hughes,  took  in  nearly  $7,000  in 
one  day,  auctioning  baseballs  auto- 

graphed by  members  of  the  St. 
Louis  Cardinals. 
A  third  St.  Louis  station  con- 

tributed $12,000  to  the  war  effort, 
when  Virginia  Davis,  director  of 
women's  programs  for  KXOK,  and 
conductor  of  Food  Scout  program, 
auctioned  300  crates  of  lettuce  to 
raise  funds  to  finance  a  shipment 
of  foods  and  medicine  to  captured 
heroes  of  Bataan.  Lettuce  sold  for 

high  as  $300  a  head  at  Miss  Davis' auction. 
In  Pittsburgh,  the  Bondwagon  of 

KDKA  set  what  is  believed  to  be 

a  per  capita  record,  when  it  col- 
lected $105,000  from  5,000  inhabi- 

tants of  a  nearby  town.  A  show  of 
25  KDKA  staff  members  drew  near- 

ly the  entire  population  of  Somer- 

set, Pa.,  to  a  bond  rally  staged  by 
the  station  in  cooperation  with  a 
local  banker.  Besides  radio  enter- 

tainers, the  rally  offered  free  rides 
in  Army  "Jeeps"  and  souvenir 
Uncle  Sam  hats  to  Bond  buyers. 

Bond  Auction 

A  "Million  Dollar  Band  Wagon" 
revue  of  KSO  and  KRNT,  Des 
Moines,  talent  is  visiting  neighbor- 

ing towns  to  help  bond  sale  prog- 
ress. The  stations  are  donating  the 

services  of  their  stars  to  communi- 
ties staging  rallies.  The  troupe  fea- 

tures a  "Bond  Auction"  with  gifts 
from  celebrities  up  for  sale.  Orig- 

inals of  popular  cartoons,  and  do- 
nations from  Hollywood  and  radio 

stars  are  sold  to  bond  buyers. 
Personal  appearances  of  radio 

stars  is  also  offered  by  WKRC, 
Cincinnati,  to  Bond  Committees  of 
nearby  smaller  cities  and  towns. 
First  test  was  at  Hamilton,  Ohio, 
where  the  local  newspaper  and  in- 

dustrial plants  cooperated  in  or- 
ganizing the  meeting.  Two  local 

industrialists  promised  to  match 
the  total  sales  with  purchases  of 
their  own. 

Whacking  Hitler 
In  the  south,  WSLI  and  WJDX, 

Jackson,  Miss.,  participated  in  an 

early  morning  opening  of  "Bonds 
For  Our  Boys  Day"  recently  with 
a  broadcast  from  a  point  where 
Mississippi  selectees  were  inducted 
at  7:15  a.m.  At  the  same  time  a 

red,  white  and  blue  "Victory  Bus" 
was  presented  to  the  Hinds  County 
War  Savings  Staff. 
Whacking  Hitler  in  effigy  is  the 

privilege  of  purchasers  of  War 
Bonds  and  Stamps  at  the  booth  of 
WMAQ,  Chicago.  As  part  of  its 
current  bond  selling  campaign, 
WMAQ  has  set  up  a  Hitler  dum- 

my, locked  in  a  stockade,  in  the 
lobby  of  Merchandise  Mart,  Chi- 

cago's largest  office  building,  where 
more  than  35,000  workers  pass daily. 

WFIG,  Sumter,  S.  C,  will  broad- 
cast a  big  War  Bond  Rally  from 

the  stage  of  a  local  cinema.  The 
show  will  feature  both  local  talent, 
and  men  from  nearby  Shaw  Field, 

Army  Air  Forces  Training  School. 
An  inter-city  bond  selling  com- 

petition was  staged  by  WHBF, 
Rock  Island,  111.,  and  WOC,  Dav- 

enport, la.,  in  cooperation  with  the 
Junior  Chamber  of  Commerce. 
Half-hour  sales  programs  were 
aired  by  the  chamber,  with  three 
adjoining  cities,  Rock  Island,  Mo- 
line  and  Davenport,  competing  for 
high  sales.  WHBF  is  also  offering 
War  Stamps  as  a  reward  for  the 
best  Bond  promotion  idea  submitted 
by  staff  members. 

Not  all  the  radio  war  effort  is 
devoted  to  bond  sales.  WEBR,  Buf- 

falo, is  compiling  scrapbooks  of 
jokes  and  cartoons  for  hospitals  in 
service  camps.  Because  of  duplica- 

tion of  material,  three  books  are 
in  the  making.  When  completed  the 
volumes  will  be  mailed  to  camps 
where  local  boys  are  stationed. 

Victory  Wagon 

The  nation's  school  children  are 
urged  to  buy  bonds  on  MBS  sta- 

tions by  one  of  their  favorite  comic 

strip  characters,  "Superman".  Ap- 
pearing in  a  live  show  for  the  first 

time,  "the  man  of  the  future" takes  time  out  from  his  prepared 
continuity  to  ask  his  listeners  to 
do  their  part  by  buying  War 
Stamps. 

A  fast  moving  half-hour  variety 
show  is  broadcast  five  times  weekly 
by  WCCO,  Minneapolis,  on  behalf 
of  War  Bonds.  Bond  buyers  in  the 
audience  are  brought  to  the  micro- 

phone between  numbers  and  offered 
an  old  musket  and  the  chance  to 

pop  any  of  the  Three  Horrors  — 
Hitler,  Hirohito,  and  Mussolini — 
whose  faces  decorate  comic  posters 
on  the  studio  wall.  Crack  of  the 
musket  snaps  across  the  airways. 

Six  Victory  Bond  Wagon  pro- 
grams have  helped  WPAT,  Pater- 

son,  N.  J.  sell  $1,027,830  in  War 
Bonds  and  stamps.  Totaling  390 
minutes  of  broadcast  time,  the 
programs  are  aired  from  a  remote 
mike  in  the  streets  of  neighboring 
towns. 

Brooklyn  residents  have  bought 
$449,331  worth  of  bonds  and  stamps 
through  WJZ,  New  York,  the  sta- 

tion reports.  The  drive  was  opened 

by  Borough  President  John  Cash- 
more,  and  included  a  show  of  WJZ 
stars  at  an  Ebbet's  Field  ballgame, 
and  a  broadcast  from  the  steps  of 
the  Brooklyn  Borough  Hall. 

BOND  MUSICAL  SPOT 

[To  the  tune  of "Yankee  Doodle"] 
Permission  to  hroadcast  granted 

Yankee  Doodle  goes  to  town 
Buying  bonds  on  pay  day. 
Now  the  bonds  are  piling  up, 
He  buys  the  ten  per  cent  way. 
Every  pay  day  ten  per  cent 
Goes  to  bonds  he's  buying. 
He's  a  good  American 
Because  he  "Keeps  'Em  Flying". 
Yankee  Doodle's  buying  bonds 
So,  look  out,  Hirohito  ! 
AVe're  going  to  get  you  and  your friends : 
Herr  Hitler  and  Benito. 
Yankee  Doodle  buys  the  bonds Ev'ry  week  on  pay  day. 
America  must  win  the  War, 
So  buy  the  ten  per  cent  way ! Edward  Bkainaed, 

WHYN,  Holyoke,  Mass. 

Red  Skelton  Show  Back 

On  NBC  After  Vacation 

BROWN  &  WILLIAMSON  To- 
bacco Corp.,  Louisville  (Raleigh 

cigarettes.  Sir  Walter  Raleigh 
smoking  tobacco),  through  Russel 
M.  Seeds  Co.,  Chicago,  after  a 
summer  hiatus,  on  Sept.  15  re- 

sumes the  variety  show,  Red  Skel- 
ton &  Co.  on  125  NBC  stations, 

Tuesday,  10:30-11  p.m.  (EWT). 
Featuring  Red  Skelton,  comedian, 
the  cast  continues  to  include 
Harriet  Hilliard,  vocalist;  Won- 

derful Smith,  negro  comedian; 
Truman  Bradley,  announcer;  Ozzie 
Nelson,  musical  director.  John 
Guedel  will  be  agency  producer, 
with  Earl  Ebi  NBC  production  di- rector. 

The  Tommy  Dorsey  Show,  cur- 
rently utilized  as  a  summer  replace- 

ment for  Red  Skelton  &  Co.,  will 
continue  under  sponsorship  of  the 
tobacco  firm,  shifting  on  Sept.  16 
to  Wednesday,  11:30  p.m.-12  mid- 

night (EWT),  on  71  NBC  stations. 
Latter  show,  continuing  its  summer 

format,  replaces  Uncle  Walter's Dog  House  on  that  list  of  stations. 

Howard's  MBS  Series 
HOWARD  CLOTHES,  New  York, 
sponsor  of  five  live  hours  a  week 
on  WNEW,  New  York  [Broadcast- 

ing, Aug.  31]  will  launch  a  weekly 
drama  on  MBS  Sept.  23,  based  on 
stories  from  True  Story  magazine 
and  featuring  Henry  Hull,  actor 
who  played  the  part  of  Jeeter  Les- 

ter in  "Tobacco  Road."  Show  will 
be  sponsored  Wednesdays,  in  the 
8:30-9  p.m.  period,  on  8  MBS  sta- 

tions, and  fed  sustaining  to  the 
remaining  network. 

Guest  actresses  will  co-star  with 
Hull  each  week.  Script  writers  will 
be  Sig  Miller  and  Louis  Vittez. 
Howard  Clothes  previously  used 
Bulldog  Drummond  on  the  same 
number  of  Mutual  stations,  discon- 

tinuing the  show  last  March.  Agen- 
cy is  Redfield-Johnstone,  New  York. 

CHALKING  UP  $10,475,000  in  War  Bond  sales  in  response  to  the 
blue's  Bond  Night,  volunteer  workers  tabulate  the  returns  from 
affiliates  all  over  the  country.  After  seven  hours  of  the  super-Bonds 
sales  show,  above  are  (1  to  r)  :  Grace  Hellerson,  program  dept.;  Walter 
Harvey,  research;  Anthony  Hennig,  assistant  treasurer;  and  Edgar 
Kobak,  executive  vice-president. 

Resinol  Tries  Radio 

RESINOL  Co.,  Baltimore  (oint- 
ment) ,  large  user  of  newspaper 

space  for  many  years  on  a  nation- wide basis,  will  shortly  start  a 
test  campaign  in  Baltimore  on 
WITH.  The  test  may  be  extended. 
Courtland  D.  Ferguson  Inc.,  Wash- 

ington and  Baltimore  agency,  is 
handling  the  test  campaign. 
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TTiat's  Me, 

Brother/ 

Waff  Raschick  of  Knox  Reeves 

Cops  1st  Prize  of  $150  War  Bond 

Talk  about  hitting  the  nail  on  the  head!  Walt  Ras- 
chick  of  Knox  Reeves  Advertising,  Inc.,  Minneapolis, 
really  did  it  vs'hen  he  dreamed  up  "Big  Aggie"  as  a name  for  our  buxom  gal. 

Yes  sir,  like  WNAX  and  its  big  five  state  coverage 
area,  she's  really  "Big".  Big  in  coverage,  pulling  power and  results  .  .  .  commercial  schedules  bulging  with 
year-after-year  clients.  And  "Aggie"  .  .  .  well,  she's 
the  belle  in  a  territory  far  famed  for  its  wealth  of  agri- 
culture.  What  more  could  be  asked! 

So  to  Walt  Raschick  goes  the  $150  War  Bond  top 
prize  in  our  contest.  To  all  entrants — for  every  one  of 
the  thousands  of  names  submitted — our  thanks.  May- 

be you  thought  we  were  "wacky"  in  announcing  a contest  without  including  our  call  letters.  Results 
proved  folks  do  know  our  big  gal  friend  and  identify 
her  with  WNAX.  Here's  an  invitation  to  let  "Big 
Aggie"  and  WNAX  go  to  work  for  you. 

*  ft 
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SIOUX  CITY  *  YANKTON 
Affiliated  With  Columbia  Broadcasting  System 
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KPAB,  Laredo,  Purchase 

Sought  by  San  Antonians 
APPLICATION  for  the  sale  of 
KPAB,  Laredo,  Tex.,  has  been  filed 
with  the  FCC  by  Mervel  M.  Val- 

entine, president  and  owner.  Buy- 
ing is  the  Laredo  Broadcasting 

Co.,  comprising  Howard  W.  Davis, 
San  Antonio  banker,  president  and 
director;  W.  W.  McAllister,  San 
Antonio  broadcaster,  secretary- 
treasurer;  J.  K.  Beretta,  San  An- 

tonio and  Laredo  banker,  vice  presi- 
dent and  director.  Each  controls 

331/3%  of  the  stock. 
Purchase  price  is  reported  to  be 

$14,500  and  the  assumption  of  out- 
standing debts.  Mr.  Davis  and  Mr. 

McAllister  are  partners  in  KMAC, 
San  Antonio.  KPAB  went  on  the 
air  in  May  1938,  and  operates  on 
1490  kc.  with  250  watts  fulltime. 

Jack  Benny  Prepares 
THE  Harry  James  orchestra 
will  be  featured  on  the  NBC 
Jack  Benny  Show  for  two  weeks 
or  more  when  General  Foods  Corp., 
New  York  (Grapenuts),  resumes 
that  program  on  Oct.  4  for  the 
ninth  consecutive  season,  Sunday, 
7-7:30  p.m.  (EWT),  with  tran- 

scribed West  Coast  repeat  on  the 
BLUE,  8:30-9  p.m.  (PWT). 
Initial  broadcast  is  to  originate  in 
New  York  with  routine  built 

around  the  query,  "Where  is  Phil 
Harris?".  He  will  join  the  pro- 

gram later,  although  it  is  reported 
that  Abe  Lyman  may  take  over  the 
musical  assignment  in  event  Harris 
joins  the  Army.  Balance  of  the 
cast  continues  as  last  season. 
Agency  is  Young  &  Rubicam  Inc., 
New  York. 

RADIO  SUBS  FOR  LOCAL  PAPERS 

KVOO  Serving  Four  Towns  With  Rural  News 

 After  Newspapers  Suspend  

WKBN,  Youngstowu,  O.,  broadcast 
complete  ceremonies  when  Brig.  Gen. 
H.  C.  Minton  presented  the  Army- 
Navy  "E"  award  to  the  Aetna-Stand- ard Engineering  Co.,  Ellwood  City, 
Pa. 

WILLMAN  BROADCASTERS,  new 
school  of  radio  instruction,  has  been 
established  at  86681/2  Wilshire  Blvd., 
Beverly  Hills,  Cal.  It  is  headed  by 
William  Cornell,  formerly  KMTR, 
Hollywood  announcer-producer,  and 
James  R.  Oliver,  freelance  writer. 

WHEN  newspapers  in  four  East- 
ern Oklahoma  communities  were 

forced  to  suspend  for  the  duration, 
radio  stepped  in  to  perform  the 
familiar  functions  of  the  rural 

press.  KVOO,  Tulsa,  seized  the  op- 
portunity for  public  service  and 

established  daily  15-minute  news- 
casts directed  at  each  community. 

The  program  delivers  the  news  of 
the  community,  homes,  schools, 
churches,  with  slants  on  hobbies 
and  institutions,  and  the  time  hon- 

ored lists  of  sick  and  the  advent 
of  new-born  babies. 

Developed  by  Ken  Miller,  veteran 
news  editor  of  KVOO,  the  idea 
arose  when  an  undertaker  from  one 
of  the  towns  asked  the  station  to 
broadcast  a  funeral  notice.  Sensing 
the  need  for  news  dissemination 
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THI    HIGH  FIDELIK 

in  these  areas,  Mr.  Miller  estab- 
lished headquarters  in  each  town 

with  part-time  reporters  to  tele- 
phone the  news  in. 

Well  Received 

Airea  News,  as  the  program  is 
called,  is  restricted  to  fairly  large 
towns  without  daily  publications. 
In  the  four  communities  where  ex- 

periments are  now  underway,  the 
program  has  been  warmly  received, 
with  citizens  literally  fixed  to  their 
radios  during  the  morning  news 

period. 
Mr.  Miller  is  modestly  enthusi- 

astic about  his  latest  development 
in  the  special  events  field.  He  con- 

siders the  charm  of  Airea  News 

a  result  of  its  simplicity.  "The 
newscast  is  just  what  they  want  to 
hear  about  the  interesting  inci- 

dents of  the  community.  It  is  brief, 
like  the  personal  column  of  the 
hometown  paper,  given  them  by 
radio",  Mr.  Miller  explains. 
KVOO  finds  that  the  program 

makes  the  station  an  intimate  part 
of  the  community.  W.  B.  Way, 
general  manager  of  the  station, 
points  out  that  the  radio  programs 
are  a  constant  part  of  discussions 
in  the  communities.  By  reporting 

hobbies,  campaigns,  socials  and  so- 
cieties, the  station  has  become  iden- 

tified with  community  projects,  and 
the  mail  response  shows  the  appre- 

ciation of  schools,  churches  and 
individual  listeners. 

WNRC's  New  Publication 
STARTING  with  the  September  issue. 
Radio  Review,  published  by  the  Wom- en's National  Radio  Committee,  will 
appear  in  new  format  as  Radio  Revieio 
and  Women  in  War  Time.  The  publi- cation will  be  issued  monthly  by  the 
National  Information  Bureau  on  Wom- 

en's War  Activities,  formed  recently 
under  sponsorship  of  the  WNRC  to 
coordinate  the  activities  of  women's organizations  engaged  in  voluntary 
war  activity.  Mary  Margaret  McBride, 
women's  commentator  of  WEAF,  New 
York,  will  conduct  a  regular  column 
in  the  Review,  which  will  carry  news 
and  articles  on  the  volunteer  war  ac- 

tivities of  American  women. 

CARL  POST,  associate  of  Davis-Lie- ber.  New  York  publicity  firm,  who 
won  three  scholarships  at  the  French 
Conservatory  of  Music  in  1932,  is 
heard  at  the  piano  in  a  new  live 
feature  of  Midnight  J amhoree,  recorded 
music  show  on  WEVD,  New  York. 
Title  of  Post's  stint  is  Bach  to  Boogie 
Woogie. 

THE  5000  WATT 

Voice  of  the  Tri-Cities 

ROCK  ISLAND  ■  DAVENPORT  ■  MOLINE 

I 

In  this  market  no  "Outside 
Voice"  can  compare  with  the "Inside  Pull"  of  WHBF! 

J 

UJMeF 
Affiliate:  Rock  Island  ARGUS 

Basic  Mutual  Network 

^  1270  KC  FULL  TIME  J 
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PROGRAMS 

HOUSEKEEPERS  in  C
incin- 

nati will  hear  a  new  pro- 
gram The  Regal  Dividend 

Club,  five  days  a  week,  be- 
ginning Sept.  7,  over  WCKY  spon- 

sored for  the  next  52  weeks  by 
Regal  Food  Markets.  Produced  by 
William  F.  Holland,  the  program 
will  feature  music,  patter,  drama 
and  telephone  calls  to  listeners  to 
present  Regal  merchandise  and 
cash  awards. 

The  dividend  aspect  of  the  gro- 
cery company's  program  affords 

many  opportunities  for  merchan- 
dising to  assure  listener  reaction 

and  consumer  interest.  Listeners 
telephoned  will  receive  bags  of 
flour.  In  addition,  those  at  home 
when  the  call  is  made  will  receive 
baskets  of  groceries.  On  top  of 
that,  listeners  who  have  the  "Regal 
Weekly  Special,"  will  receive  a  cash award. 

Cast  members  are  Regal  Hostess 
Shari  Lee,  M.  C.  Gene  Sherman, 
Announcer  Larry  Mason,  "Percival 
Prune,"  "Emma  Ambercomb"  and 
"Mathilda  Hemmingstitch,"  who 
will  offer  household  hints,  cooking 
suggestions  and  advice  on  "hus- 

band training." 

Sky  Adventure 
ANOTHER  program  with  an  avia- 

tion angle,  designed  for  young  peo- 
ple, has  started  on  BLUE  under  the 

title  Hop  Harrigan.  Show  is  based 
on  a  central  character  introduced 
two  years  ago  in  a  monthly  comic 
book,  now  being  syndicated  to  news- 

papers. The  Office  of  the  Adjutant 
General  of  the  Army  has  officially 
endorsed  the  show.  Produced  in  co- 

operation with  the  Air  Training 
Corps  of  America,  the  series  pre- 

sents the  adventures  of  "Hop  Har- 
rigan" who  lends  his  knowledge  of aviation  to  Uncle  Sam  for  the  dura- 
tion. BLUE's  other  air-minded 

show,  Scramble,  dramatizes  the 
war  adventures  of  Army  Air  Forces 
pilots. 

Patriotic  Pickups 
KEYED  to  the  martial  spirit  of 
the  day.  This  is  the  Hour,  weekly 
half-hour  series  combining  music 
and  dramatic  news  vignettes,  was 
inaugurated  Sept.  2  on  Don  Lee- 
Mutual  and  CBC  stations,  Wednes- 

day, 8:30-9  p.m.  (EWT),  with 
West  Coast  repeat  8:30-9  p.m. 
(PWT).  Program  features  three 
RAF  cadets  each  week  as  well  as 
a  different  military  band,  latter  be- 

ing remoted  from  various  bases 
across  the  country.  Prize  will  be 
awarded  upon  completion  of  the 
series  to  the  service  unit  voted 
most  popular  by  listening  audience. 

Rosh  Hashonah 
IN  OBSERVANCE  of  Rosh  Hasho- 

nah, Sept.  11,  which  ushers  in  the 
Jewish  New  Year  5703,  NBC  will 
present  a  special  broadcast  Thurs- 

day, Sept.  10,  in  cooperation  with 
the  Synagogue  Council  of  America. 
Broadcast  will  include  a  direct  pick- 

up from  London,  bringing  a  holi- 
day message  from  Rabbi  Joseph  H. 

Hertz,  Chief  Rabbi  of  Great  Brit- 
ain. Replying  as  a  representative 

of  American  Jewry  will  be  Rabbi 
Israel  Goldstein,  president  of  the 

'  Synagogue  Council. 

Soldiers  Only 
POPULAR  new  weekly  program 
for  soldiers  of  the  Eighth  Service 
Command,  What's  Your  Name,  Sol- dier? on  WOAI,  San  Antonio,  is 
carried  by  the  entire  Texas  Quality 
Network.  Soldiers  attend  studio 
broadcasts,  and  send  in  their  favor- 

ite song  titles  with  reasons  for  their 
choice.  Two  dollars  in  war  savings 
stamps  and  a  chance  to  win  $10 
additional  in  stamps  go  to  each  sol- 

dier whose  selection  is  played.  Sol- 
diers with  the  same  last  name  as 

the  lucky  winners  or  song  identi- 
fiers share  in  prizes.  War  savings 

stamps  totalling  $100  are  given 
away  each  week.  The  program  idea 
comes  from  Lee  Segall,  originator 
of  Dr.  I.  Q.  and  Sing  for  Dough, 
national  network  radio  shows. 

Tributes  to  Our  Neighbors 
SALUTING  South  American  re- 

publics, the  Los  Angeles  County 
band  starting  Sept.  21  will  dedi- 

cate its  bi-monthly  BLUE  Pacific 
Coast  program  to  a  different  coun- 

try. Each  broadcast  will  be  tran- 
scribed and  shipped  to  the  20  re- 

publics under  sponsorship  of  Rocke- 
feller Committee  on  Inter-Ameri- 

can Relations.  Music  clearance  for 
transcribing  is  forthcoming  from 
James  C.  Petrillo,  AFM  president. 

BBC  Youth  Show 
BRITISH  Broadcasting  Corp.  is 
planning  a  Youth  Magazine  of,  by 
and  for  young  people  to  be  broad- 

cast weekly  beginning  the  end  of 
September.  Featured  will  be  Yo^ith 
In  Action,  which  will  present  tran- 

scriptions made  by  one  of  BBC's 
eight  mobile  recording  units  tour- 

ing England.  There  -will  also  be 
forum  discussions,  an  "informa- 

tion please"  section  and  entertain- ment. 
*      *  * 

Old  Time  Revival 
OLDTIME  REVIVALS  are  heard 
on  WBNX,  New  York,  in  a  series 
originating  at  the  Pentecostal 
Faith  Church  in  Harlem  titled  Y021 
cry  for  me  Church  of  the  Air.  A 
woman  Bishop,  known  as  Mother 
Horn,  head  of  Pentecostal  churches 
in  the  East  and  Middle  West,  con- 

ducts the  programs,  aired  twice- weekly. 

On  KOA-al/ 10  of  the  10  top-rated 
daytime  programs-PLUS  all  10 of  the 
10  highest  Hooper-rated  euem'ng 
programs  ...  an  over-all  audience 
greater  than  the  second  and  third- 
ranking  Denver  stations  combined! 

Women  of  Interest 
PERSONALITIES  and  events  of 
general  interest,  as  well  as  features 
designed  particularly  for  women 
listeners,  are  presented  by  Linda 
Porter,  in  a  five-weekly  series  on 
WMCA,  New  York,  titled  Porter 
Patter.  Miss  Porter,  who  previous- 

ly conducted  The  Three  Marketeers 
on  the  same  station,  brings  to  the 
microphone  interviews  with  women 
prominent  in  civilian  defense  work, 
such  as  Sally  Victor,  hat  designer, 
and  Leah  Ching,  girl  bomber  pilot 
of  the  Chinese  Air  Force. 

*      *  * 
Americanization 

LAUNCHED  as  an  experiment  in 
July,  Americanization  School,  con- 

sisting of  radio  lessons  in  Ameri- 
can history,  government  and  nat- 

uralization is  now  heard  on  a  per- 
manent four-weekly  basis,  on 

WHOM,  Jersey  City.  Charles  Bal- 
tin,  director  of  war  activities  and 
special  features  of  WHOM,  is  di- 

rector of  the  classes,  which  are 
conducted  in  English,  German,  Po- 

lish and  Italian  in  four  separate 

programs  by  the  station's  directors and  announcers. 

Wagging  Tongues 
OPENING  a  direct  offensive  on 
whispering  campaigns  and  half- 
told  stories.  Rumor  Buster,  twice 
weekly  quarter-hour  program  fea- 

turing Harrison  Woods,  news  edi- 
tor of  KHJ,  Hollywood,  and  in- 

cluding personal  interviews,  was 
started  Sept.  1  on  33  Don  Lee  Pa- cific   Coast  stations. 

Old-Time  Vaudeville 

DISPENSING  with  the  m.c.'s, 
chorus  lines,  and  other  features  of 
the  modern  version  of  vaudeville, 
WOR,  New  York,  has  launched  a 
series  of  real  old-time  vaudeville 
shows.  Animal  acts,  jugglers  and 
dancers  are  included  in  addition  to 
singing  and  comedy  acts. 

Say  a  few  words  to  the 

great  radio  audience 

reached  through  KFDM. 

Beaumont  ...  A  many- 

million  dollar  market  in 

Texas'  booming  Gulf. 

Coast  Industrial  Area. 

BLUE  NETWORK 

KFDM 
BEAUMONT 
REPRESENTED  BY  HOWARD  H.  WILSON  CO. 

cin 

Ki,j.KSlM  WOBC  WSOC  WKOl.  WJRD  nJHi  KvAn  „ii)iWTAL  wi 

For  outstanding  performance  -  strength  to 
meet  severest  wind  conditions  and  low  init- 

ial cost  use  Wincharger  Vertical  Radiators. 
These  superior  radiators  are  already  demon- 

strating their  efficiency  and  economy  in  over 
300  commercial  broadcasting  and  police 
stations  throughout  the  United  States. 

Built  of  uniform  triangular  cross  sections  to 
insure  highly  efficient  radiation  -  designed 
and  built  to  withstand  100  mile  wind  veloc- 

ity -  these  towers  guarantee  you  years  of 
low  cost  service.  Complete  erection  service, 
including  lighting  equipment,  anchors,  base 
and  ground  systems  is  available. 

WRITE  TODAY  FOR  FULL  DETAIIS  AND  QUOTATIONS 

WINCHARGER  VERTICAL  RADIATOR 
WINCHARGER  CORPORATION  SIOUX  CITY,  IOWA 

i 
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WSAI  KEEPS  SELLING  YOUR 

PRODUCT  FROM  BROADCAST 

^ POINT-OF-SALE 

ON  CINCINNATI'S  2n(l 
BUSIEST  CORNER 

over  15,000  daily  passers- 

by  are  informed  of  WSAI's sponsors  and  products  by 

smart,  window  display  cards. 

WSAI  COUNTER  CARDS 

identify  your  product  with 

your  program,  while  the 
customer  makes  a  selection 

— timely  reminders  that 
make  extra  sales! 

NEWSPAPER  DISPLAY 

ADS,  plugging  WSAI 

sponsors'  programs,  appear 
in  the  Cincinnati  Enquirer. 



NEOH  SIGN}  advertising  sponsors'  program  and 
product,  reaches  73,000  fares  who  daily  pass  through 
the  Dixie  Terminal. 

TAXI  CAB  COVERS  for  WSAi 

PROGRAMS  are  seen  by  thou- 

sands during  their  full  week's 
showing  on  Cincinnati's  large Yellow  Cab  Fleet. 

WSA''l-OPENER"  is 
mailed  monthly  to  4,500 
retailers  and  wholesalers 

in  the  Cincinnati  Trading 
Area. 

DYNAMIC  SALES 

AIDS  which  give  WSAI 

advertisers  the  advan- 

tage of  a  tested,  effect- 

ive merchandising 

program! 

"MEET  THE  SPOHSORp"  a  live-talent  program,  effec- 
tively publicizes  sponsor  and  his  regular  WSAI  broadcasts. 

This  standard  mer- 

chandising, as  well  as 

especially  prepared 

material,  is  available 

consistent  with  your 

WSAI  campaign. 

IT  SELLS   FASTER  IF  IT'S 

CINCINNATI'S    OWN  STATION 
NBC  &  BLUE  NETWORKS  •  5,000  Watfs  Day  and   Night  •  Represented  by  Spot  Sales,  Inc. 
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SOL  TAISHOFF,  Editor 

Published  Weekly  by 

BROADCASTING 

PUBLICATIONS,  Inc. 

Executive,  Editorial 
And  Advertising  Offices 

National  Press  BIdg.   «   Washington,  D.  C. 
Telephone — MEtropolitan  1022 
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HOLLYWOOD  OFFICE:  1509  N.  Vine  Street,  Telephone  -  GLadstone  7353   «  DAVID  H.  GLICKMAN 
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Till  the  Job  Is  Done 
LAST  WEEK  the  war  was  three  years  old. 
American  radio  is  a  grim,  seasoned  veteran, 
because  from  the  very  hour  of  the  Nazi  con- 

quest of  Poland  it  was  on  the  firing  line. 

It  is  only  since  Pearl  Harbor  that  radio  peo- 
ple have  been  actual  combatants.  So  far  as 

the  records  show,  two  radio  men  have  made 

the  supreme  sacrifice  in  action.  And  it's  one 
of  those  strange  quirks  of  fate  that  both  last 
were  employed  at  the  same  station — KLZ, 
Denver. 

What  history  already  records  as  the  most 

despicable  act  of  all  time — Japan's  assault 
upon  Pearl  Harbor  when  it  was  at  peace  with 

the  United  States — brought  radio's  first  fa- 
tality. Ensign  Thomas  A.  McClelland,  USNR, 

on  leave  as  chief  engineer  of  KLZ,  died  at 
Pearl  Harbor. 

The  second  name  on  American  radio's  Honor 
Roll  is  Captain  Derby  Sproul,  last  month  re- 

ported dead  "somewhere  in  Africa"  following 
a  plane  crash.  He  was  supply  officer  with  a 
bombing  squadron.  Capt.  Sproul  only  three 
months  before  had  volunteered  and  was  given 
leave  as  production  manager  of  KLZ  to  ac- 

cept a  commission.  Two  years  before  he  had 
held  the  same  post  with  KDKA,  Pittsburgh, 
and  prior  to  that  was  with  KOA,  Denver. 

Now,  with  the  United  Nations  on  the  offen- 
sive in  the  Pacific,  we're  hearing  more  about 

radio  men  in  action — aside  from  those  who 
man  the  microphones  to  keep  America  the  best 
informed  nation.  When  the  Marines  made 
their  spectacular  landing  in  the  Solomon 
Islands,  one  of  the  invading  force  was  Sergt. 

James  W.  Hurlbut,  a  "fighting  reporter"  in 
this  modern  warfare.  Jimmy  wrote  an  eyewit- 

ness piece,  for  press  and  radio,  released 
through  intelligence  channels.  It  was  a  swell 
yarn.  Until  last  May,  Jimmy  was  publicity  di- 

rector of  WJSV,  Washington.  He  had  been  a 
Leatherneck  from  1933  to  1936.  He  couldn't 
resist  the  urge,  and  reenlisted  May  8.  A  week 

later  he  was  "out  of  the  country". 
There  are  hundreds  of  others  from  Ameri- 

can radio  scattered  throughout  the  services 
and  the  world,  not  to  mention  the  scores  from 
our  neighbor  and  ally,  Canada.  They  will  do 
their  jobs  willingly,  intelligently  and  well.  Ra- 

dio training  is  conducive  to  that. 

We  of  radio  won't  forget  the  McClellands 
and  the  Sprouls.  We'll  pitch  in  wherever  the 
call  and  whatever  the  task,  till  the  job  is  done. 

A  New  Voice 
LOOK  OUT  for  new  trouble  from  the  Federal 
Trade  Commission.  If  current  thinking  by  that 

agency  anent  "simulated  voices"  is  carried  out, 
radio,  along  with  the  screen  and  the  legitimate 
stage,  stands  to  be  cited  for  misrepresenta- 

tion. It  could  be  carried  to  the  ludricous  ex- 

treme where  Raymond  Massey's  rendition  of 
Lincoln's  Gettysberg  address  would  be  re- 

garded as  a  fraud  unless  clear  cut  disclosure 

is  made  that  the  Great  Emancipator's  voice 
was  "simulated". 

The  situation  arises  as  a  result  of  the  recent 
FTC  citation  of  Reynolds  Tobacco  Co.,  which, 
in  its  commercials  for  Camels,  has  used  simu- 

lated voice  testimonials.  "The  respondent",  said 
the  complaint,  "has  represented  in  its  radio 
broadcasts  that  certain  voices  used  in  them  are 

those  of  persons  named  by  it  and  by  its  repre- 
sentatives when  in  fact  such  voices  were  not 

those  of  the  persons  so  represented  by  it  and 
such  persons  were  not  present  at  the  broad- 

casts." 
So  we  instituted  an  "inquiry".  We  had  in 

mind  that  use  of  simulated  voices  is  a  definite, 

well-established  program  pattern.  It's  the 
March  of  Time  format;  CBS  uses  it  most 
effectively  in  They  Live  Forever;  the  National 
Assn.  of  Manufacturers  employs  it  in  its 
weekly  transcribed  series.  Dozens  of  the  war 
programs  rely  on  it. 

To  our  utter  amazement,  we  are  told  by 

FTC  officials,  who  didn't  care  to  be  quoted, 
that  even  when  the  principals  have  given  per- 

mission to  have  their  voices  simulated  on  pro- 
grams or  in  testimonials,  the  program  spon- 

sor can  be  cited  for  "misrepresentation".  But 
if  it  is  "clearly  indicated"  on  the  program  that 
the  voices  were  simulated,  no  citation  would 
follow.  Without  the  clear  cut  announcement,  or 
disclaimer,  FTC  policies  would  be  violated. 

The  FCC  in  recent  months  has  been  most  con- 
siderate and,  unlike  certain  other  government 

agencies,  hasn't  banged  industry  around  with 
abandon.  Radio  advertising  has  fared  particu- 

larly well,  and  while  there  have  been  citations, 
a  willingness  to  cooperate  has  resulted  in  stipu- 

lated settlements,  without  undue  hell-raising. 
But  here,  it  seems  to  us,  things  are  being 

carried  too  far.  Of  course  there  hasn't  been 
any  adjudication,  and  won't  be  until  a  "test 
case"  arises.  Maybe  the  Camel  complaint  will 
become  that.  Three  other  cigarette  companies — 
the  makers  of  Lucky  Strikes,  Pall  Malls  and 
Philip  Morris — also  have  been  cited,  but  only  in 

JUST  PLAIN  NASTY 
By  GEORGE  W.  SMITH 

Managing  Director,  WWVA,  Wheeling 

AN  AMBITIOUS  writer  recently  took  radio 
broadcasting  for  a  bit  of  a  bumpy  ride  in  a 

rig  which  he  labeled  "Radio's  Plug-Uglies". 
And  much  comment  has  that  ride  inspired  or 

provoked — as  you  wish. 

^(  Our  writer  talked  about  "A bass  fiddle  in  pain";  "Sad 
#  I      Sam  the  B.  0.  Man";  "Ooz- 

I^^^fc  ?  ing  aggressiveness  like  syrup 
,  '*  **  ̂   in  a  hurry";  "Gizzards 

<■'  JL^  bounding  right  into  the 

KA«s^|V      '    room";  "Purring  insincerity ■H^lllj^    or  dreadful  long-winded- 

jL  ness";  etc.,  etc.! 
Then  he  wound  up  with  the 

Mr.  Smith       admonition,  "Radio  is  young. We  listeners  can  make  its  ad- 
vertising grow  up — if  we  protest  long  and  loud 

enough."  Good  enough! 
First  of  all,  Mr.  Writer  might  have  billed  his  ̂  

article  as,  "The  Evils  of  Radio".  But  why 
didn't  he?  Well,  that  would  have  been  old  stuff, 
so  he  dragged  in  "Plug-Uglies".  I  like  that  com- 

bination because  it's  an  eye  stopper.  Just  like 
a  crowd  of  folks  dressed  like  you  and  me  pa- 

rading along  any  Main  Street — do  we  attract 
any  attention?  No!  But  let  a  darn  fool  clown 
sway  along  in  a  nut-house  costume  and  every 
neck  gets  a  bit  of  exercise.  And  why?  Dif- ferent ! 

Why  did  the  very  publication  in  which  "Plug 
Uglies"  was  staged  blitzkreig  its  way  into  the 
limelight?  I'd  say  because  a  smart  brain  lifted 
out  of  the  commonplace  fog  and  banged  to- 

gether a  condensation  idea  that  caught  a  run- 
away American  public  with  its  pants  at  half 

mast.  Different?  Sure! 
"Hellzapoppin"?  Did  anybody  ever  have 

the  nerve  to  stand  up  and  champion  its  tre- 
mendous cultural  atmosphere.  You're  ready  for 

the  institution  which  might  well  have  given 
birth  to  its  theme,  if  you  try  that.  But  what 
happened?  A  record  run! 

Why  did  old  P.  T.  break  his  neck  to  collect  a 
lot  of  freaks  to  line  the  tent  that  was  pitched 

in  front  of  his  "Big  Top"?  The  old  boy  was 
an  A-1  showman  and  knew  darn  well  that  the 

herd  craves  something  unusual.  A  two-headed 
man  is  not  the  most  inspiring  human  creation, 
but  he'll  turn  the  stile. 

Yes,  like  the  very  composition  of  our  inspired 
writer,  radio  seems  to  click  when  it  follows 
the  trail  that  has  been  blazed  by  so-called  nutty 

{Continued  on  page  33) 

the  Reynolds  case  is  the  simulated  voice  issue 
raised. 

There  are  dozens  of  programs  using  simu- 
lated voices  (in  most  every  case,  with  permis- 

sion of  the  owner  of  the  voice).  The  theatre 
and  the  motion  picture  industry  also  must  be 

vitally  interested,  for  it's  conceivable  under  a 
literal  application  of  the  policy,  they  would 
have  to  disclose  in  bold-face  type,  those  voices 
which  are  impersonated. 

It  seems  to  us  that,  without  awaiting  a 
"test"  case,  the  FTC  should  make  crystal 
clear  what  it  proposes  to  do  about  it.  We 
think  rigid  application  is  ridiculous,  since  no 
fraud  is  being  perpetrated  upon  anyone.  But 

if  that's  to  be  the  Government  view,  then  let's 
have  it  out  before  any  damage  is  done,  and 
knuckles  are  cracked,  wholesale. 
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CRAIG  ROBERT  LAWRENCE 

WHEN  Craig  
Lawrence  was 

elected  a  vice-president  of 
Iowa  tJroadcasting  Co.  last 
January  in  addition  to  his 

duties  as  commercial  manager, 

several  people — but  perhaps  not 
Craig — knew  he  was  in  for  bigger 
things.  As  early  as  that,  Luther 
L.  Hill,  executive  vice-president  of 
IBC  and  manager  of  KSO-KRNT, 
was  buzzing  around  on  reinstate- 

ment in  the  U.  S.  Army. 

In  latter  April,  Maj.  Hill  re- 
ported for  duty  with  the  Air 

Forces  in  Florida.  Simultaneously, 
Vice-President  and  Sales  Manager 
Lawrence  was  elevated  to  the  post 
of  acting  manager  of  KSO-KRNT 
for  the  war's  duration,  to  replace 
Maj.  Hill. 

One  of  the  top-notch  performers 
in  the  Cowles  radio  organization, 
Craig  Lawrence  now  goes  beyond 
his  old  bailiwick  to  take  a  voice 
in  the  broader  operational  aspects 
of  this  Midwest  broadcast  enter- 

prise— encompassing  four  stations: 
KSO-KRNT,  WMT  and  WNAX, 
Yankton,  S.D.  Other  officers  of  the 
company  are  Gardner  Cowles  Jr., 
president;  John  Cowles,  vice-presi- 

dent; Fred  A.  Little,  secretary; 
Arthur  T.  Gormley,  assistant  treas- 
er  and  assistant  secretary. 

As  if  Maj.  Hill's  absence  for  the 
duration  didn't  leave  a  big  enough 
void,  President  Gardner  Cowles  Jr. 
last  July  accepted  a  call  to  Wash- 

ington as  assistant  director  of 
OWI  in  charge  of  domestic  opera- 

tion. This  imposed  additional  du- 
ties upon  Craig's  broad  shoulders. 

Mr.  Cowles'  functions  as  president 
of  the  Register-Tribune,  the  Minne- 

apolis Star-Journal  and  Look  Mag- 
azine, went  to  newspaper  execu- 

tives of  the  organization,  but  Craig 
got  the  radio  end. 

Appreciative  of  the  task  he  un- 
dertakes in  filling  the  over-sized 

brogans  of  Maj.  Hill,  Acting  Man- 
ager Lawrence  promptly  an- 

nounced the  promotion  of  Robert 

Dillon,  of  the  KSO-KRNT  sales 
staff,  as  local  commercial  manager 
for  the  two  stations.  Ted  Enns,  na- 

tional sales  manager  of  all  four 
stations,  takes  over  charge  of  net- 

work operations  for  the  Des 
Moines  stations,  in  addition  to  his 
national  sales  work. 

Craig  started  his  commercial 
career  when  a  horse  tossed  him 
out  of  school.  As  a  journalism 
student  at  Iowa  State,  during 
ROTC  maneuvers  a  charger  threw 
Lawrence,  breaking  his  arm.  Dur- 

ing his  convelescence  he  joined  the 
Continental  Adv.  Service,  Des 
Moines.  That  was  in  1926.  It  later 
became  the  Pauli  Company  with 
headquarters  in  Des  Moines  and 
New  York  City. 

While  in  the  Des  Moines  office 
he  became  interested  in  radio  and 
fathered  two  accounts,  Sheuerman 
Woolen  Mills  and  F.  Brody  &  Son. 
The  former  sponsored  one  of  the 
first  successful  football  scoreboards 
which  featured  a  contest  angle. 
Mail  responses  gave  Lawrence  the 
idea  that  radio  was  one  of  those 
fields  with  a  future.  Later  he  was 
sent  to  New  York  and  lived  there 
a  year,  but  resigned  when  KSO 
opened  its  studios  in  1932.  He  re- 

turned to  Des  Moines  to  handle 
merchandising  and  selling.  Under 
him  an  outstanding  promotion  and 
merchandising  department  was  cre- 

ated. Timebuyers  soon  found  their 
programs  heralded  on  billboards, 
street  car  cards,  movie  trailers, 
newspapers,  direct  mailing  and  spe- 

cial stunts. 
Lawrence  has  found  that  local 

advertisers  can  be  shifted  from  spot 
announcements,  and  participating 
programs  to  sponsoring  quarter- 
hour,  half-hour  and  hour  shows  of 
their  own.  At  the  moment  he  finds 
news  and  the  musical  clock  type 
of  show  on  the  average  station  finds 
the  readiest  local  markets. 

Since  his  association  with  KSO, 
Iowa  Broadcasting  Co.  has  added 
KRNT,  Des  Moines;  WMT,  Cedar 

LT.  COMDR.  DUKE  M.  PATRICK, 
attached  to  the  War  Plans  Section  of 
the  office  of  the  Director  of  Naval 
Communications,  on  Sept.  1  reported 
to  Cornell  U  for  a  60-day  indoctrina- tion course.  Comdr.  Patrick,  a  Naval 
Reservist,  was  called  to  active  duty 
Aug.  1,  relinquishing  his  radio  law 
practice.  Under  his  temporary  orders, 
Comdr.  Patrick  will  return  to  Wash- 

ington headquarters  Nov.  1. 
JERRY  LYONS,  account  executive  of 
Weed  &  Co.,  station  representatives, 
has  been  commissioned  a  captain  in 
the  Army  Air  Force,  Troop  Transport 
Division,  reporting  for  duty  Sept.  4. 
On  Aug.  28  Capt.  Lyons  gave  a  fare- well luncheon  for  his  agency  contacts 
at  the  Hotel  Roosevelt,  New  York, 
with  about  20  timebuyers  attending. 
GEORGE  WILSON  of  the  Chicago 
office  of  Howard  Wilson  &  Co.,  on  Aug. 
29  became  the  father  of  a  son  Roger, 
his  first  child. 
WORTH  KRAMER,  manager  of 
WGKV.  Charleston.  W.  Va.,  was  men- 

tioned in  Reader's  Digest  recently  for 
his  development  of  Wings  Over  Jor- 

dan, popular  Sunday  morning  pro- 
gram, while  program  director  for 

WGAR,  Cleveland. 
AL  KERR,  for  many  years  in  the 
station  representative  field  and  cur- 

rently associated  with  the  steel  in- 
dustry, is  the  father  of  a  daughter, 

Jacqueline  Edith,  born  Aug.  13. 
EDWARD  GERKEN,  sales  assistant 
of  WGN,  Chicago,  has  enlisted  in  the 
Coast  Guard  as  yeoman  second  class. 
ED  VOYNOW,  partner  of  Edward 
Petry  &  Co.  and  on  leave  as  Chicago 
manager,  who  was  recently  commis- 

sioned a  lieutenant  in  the  Army  Air 
Force,  has  completed  his  training  at 
Miami  Beach  and  has  been  assigned 
to  Wright  Field,  Dayton. 
HARRY  WOODWORTH,  former 
radio  director  of  Minneapolis  branch 
of  Erwin,  Wasey  &  Co.  and  associate 
editor  of  the  Golfer  &  Sportsman,  has 
joined  the  sales  department  of  WCCO, 
Minneapolis. 

WILLIAM  E.  FORBES,  general 
manager  of  WCCO,  Minneapolis,  was 
featured  guest  at  the  Minneapolis 
Advertising  Club  on  Sept.  2. 

Rapids  and  Waterloo;  WNAX, 
Yankton,  and  Sioux  City,  la. 
With  the  founding  of  KRNT 

Craig  was  named  commercial  man- 
ager and  assistant  general  manager 

of  the  Des  Moines  stations  which 
are  Blue  Network,  Mutual  and 
CBS  affiliates. 

The  turnover  in  the  sales  staff 
of  KSO-KRNT  has  not  been  tre- 

mendous, but  those  who  left  have 
done  the  alma  mater  proud.  They 
are  Phil  Hoffman,  vice-president 
and  manager  of  WNAX;  Ron 
Woodyard,  general  manager  of 
WING;  Leo  Fitzgibbons,  commer- 

cial manager  of  WOC;  Carter 
Ringlep,  St.  Louis  representative 
for  radio  sales,  and  Wayne  Var- 
num,  who  is  in  charge  of  promo- 

tion for  popular  records  of  the 
Columbia  Recording. 

For  hobbies  the  new  vice-presi- 
dent chalks  up  swimming  and  sail 

boating,  a  lot  of  theater-going 
while  in  New  York  and  the  collect- 

ing— or  rather  the  accumulating — 
of  pipes.  He  has  given  up  golf; 
it  takes  too  much  time. 

Radio,  Craig  believes,  has  only 

WARD  D.  INGRIM,  commercial 
manager  of  KFRC,  San  Francisco, 
has  been  commissioned  a  second  lieu- 

tenant in  the  Army  Air  Forces.  He 
left  Aug.  31  for  Miami  Beach  for training. 

CARL  SUTPHIN,  formerly  of  Golf- 
ing and  Golfdom,  Chicago,  has  joined 

the  sales  service  department  of  WLS, 
Chicago. 
JACK  DAVIDSON,  manager  of  the 
new  Northern  Broadcasting  Co.  sta- 

tion, CKWS,  Kingston,  Ont.,  left 
CHEX,  Peterboro,  Ont.,  August  24 
to  take  up  his  duties. 
KING  MITCHELL,  formerly  of 
KMO,  Tacoma  and  KWLK,  Long- 
view,  Wash.,  and  Jerry  Crollard,  for- 

merly of  the  Seattle  offices  of  Sunset 
Outdoor  Advertising,  have  joined  the 
sales  staff  of  KIRO,  Seattle. 

RUSSELL  HUDSON,  BLUE  Pacific 
Coast  sales  service  manager,  Holly- 

wood, is  the  father  of  a  girl  born 
Aug.  28. 
DON  OILMAN,  Western  Division 
vice-president  of  BLUE,  currently  in 
New  York  for  conferences  with  net- 

work executives,  returns  to  his  Holly- 
wood headquarters  in  mid-September. 

BILL  FINLEY,  account  executive  of 
KMTR,  Hollywood,  is  the  father  of  a 
girl  born  recently. 

SIDNEY  N.  STROTZ,  Western  Divi- 
sion vice-president  of  NBC,  is  cur- 

rently in  New  York  for  conferences 
with  Niles  Trammell,  president. 

LEONARD  LOUIS  LEVINSON. 
whose  experience  includes  scripting  of 
The  Great  Gildersleeve  and  collabo- 

ration with  Don  Quinn  on  Fiiber 
McGee  and  Molly,  has  been  appointed 
a  consultant  to  the  radio  bureau  of 
the  Office  of  War  Information.  He  will 
assist  Nat  Wolff,  deputy  chief  in 
charge  of  the  Hollywood  office,  in  su- 

pervision of  Government  radio  pro- 
grams from  the  Coast. 

LAW  SON  TAYLOR,  commercial 
manager  of  KTUL,  Tulsa,  Okla.,  is 
now  in  officers'  training  school  at 
Sheppard  Field,  Tex. 
H.  K.  CARPENTER,  vice-president 
of  the  United  Broadcasting  Co.  in 
charge  of  operations  of  WHK  and 
WCLE,  Cleveland,  and  WHKC,  Co- 

lumbus, has  been  appointed  on  the 
youth  committee  of  Rotary  Interna- tional by  Fernando  Carbajal  of  Lima, 
Peru,  president  of  the  organization. 

JIMMY  STANBERRY.  merchandis- 
ing manager  of  KGNC,  Amarillo,  Tex., 

has  joined  the  sales  staff  of  KRGV, 
Weslaco,  Tex. 

scratched  the  surface  of  local  ad- 
vertising. "To  me  it  is  actually  re- 
markable that  business  men  are 

permitted  to  buy  advertising  (and 
fellows  like  me  are  permitted  to  sell 
it)  in  connection  with  an  instru- 

ment of  so  much  public  influence. 
It  could  probably  only  happen  in 
America.  Yet,  that  is  what  has  built 
American  broadcasting  and  that  is 
why  the  American  public  gets  the 
most  complete,  the  most  satis- 

factory and  the  most  expensive 
radio  service  in  the  world  today," he  says. 

Craig  Lawrence  was  boi-n  Nov.  6, 
1904,  in  Oshkosh,  Wis.  He  was 
graduated  from  Escanaba  (Mich.) 
High  School  and  later  attended 
Iowa  State  College  of  Journalism 
at  Ames,  la.  He  married  Stella 
Stewart  from  Lake  Charles,  La., 
whom  he  met  while  she  was  vaca- 

tioning in  Escanaba.  They  have 
two  sons,  Tom  and  Bob. 

Besides  numerous  radio  organiza- 
tions, Lawrence  belongs  to  the 

Theta  Delta  Chi  fraternity,  the 
Hermit  Club,  the  Executive  Assn. 
and  the  Retail  Adv.  Club. 
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"KRNT  tells  'em 

what's  cooking... 

and  in  they  come" 
— reports  vice-president  of 

Iowa's  largest  cafeteria. 

With  over  a  million  people  in 
their  trade-area,  Des  Moines 
stores  regularly  draw  shoppers 
from  towns  50,  60  or  even  80 
miles  away.  Noon  or  evening, 
when  hunger  calls,  many  of 

these  visitors  head  for  Bishop's, 
Iowa's  largest  cafeteria.* 
Sam  Park,  Vice-President  of 

Bishop's  reports  that  "time  and 
again,  guests  tell  us  Bishop  ad- 

vertising on  KRNT  has  stirred 
up  an  appetite  for  our  crisp  sal- 

ads, special  desserts,  or  our  Iowa 
prime  ribs  of  beef.  We  can  seat 
486  guests  at  once.  We  like  to 
have  these  seats  filled.  And 

KRNT  is  doing  a  lot  to  help  fill 

them." 
Each  week-day  since  Septem- 

ber, 1941,  Bishop's  have  used  the 
KRNT  Women's  Club  of  the 
Air,  conducted  by  Betty  Wells. 
Even  more  eloquent  than  Sam 

Park's  comments,  are  three  con- 
secutive 13 -week  renewals  of 

Bishop's  contract  for  this  KRNT 
feature. 

*  Bishop's  also  have  large  cafeterias  in 
Cedar  Rapids,  Davenport,  Peoria,  Rock- 
ford,  Sioux  City  and  Waterloo. 

KSOi 

KRNT 

BASIC  BLUE 
AND  MUTUAL 
5000  WATTS 

BASIC 
COLUMBIA 
5000  WATTS  i 

The  Cowles  Stations  in 

DES  MOINES 

Affiliafed  with  the 
Des  Moines  Register  &  Tribune 

Represented    by    The    Katz  Agency 

J.  ROY  MeLENNEN  has  resigned  as 
assistant  general  manager  and  pro- 

gram director  of  WFMD,  Frederick, 
Md.,  to  serve  as  assistant  field  direc- 

tor of  the  American  Red  Cross,  for 
service  with  armed  forces  overseas. 

CHARLES  HARRIS,  salesman  of 
WSRR,  Stamford.  Conn.,  and  Harold 
Yiulain.  station  news  editor,  were  given 
a  stag  dinner  by  the  staff  before  en- 

tering military  service.  Mr.  Harris  has 
joined  the  Coast  (hiard  reserve,  and 
Mr.  Yudain  leaves  for  Army  Officers 
Training  School. 
FRANK  E.  FLETCHER,  former 
FCC  attorney  and  afterward  in  the 
radio  law  offices  of  Paul  D.  P.  Spear- 

man, has  been  recalled  to  active  duty 
in  the  Army  Ordnance  Corps  as  a  first 
lieutenant.  Originally  called  last  year, 
Lt.  Fletcher  was  discharged  because 
of  physical  disability  following  a  back 
injury.  He  had  joined  the  office  of  the 
Alien  Property  Custodian  as  a  civilian 
attorney,  but  was  recalled  to  active 
service,  for  limited  duty,  following  a 
physical  checkuiJ. 
R.  L.  RUST,  one-time  president  of 
Allied  Adv.  Agencies,  Los  Angeles, 
has  been  appointed  commercial  man- 

ager of  KWKW,  new  Pasadena,  Cal., 
station. 

Sgt.  Lester  Galloway 
SGT.  LESTER  M.  GALLOWAY, 
26,  Avidely  known  in  Southern  Cali- 

fornia as  a  radio  singer,  died  in  an 
Alaskan  military  hospital  of  yellow 
jaundice  on  Aug.  2,  according  to 
word  received  from  the  War  De- 

partment by  his  parents,  Mr.  and 
Mrs.  D.  D.  Galloway,  of  Lawndale, 
Cal.  After  enlisting  in  the  Army 
he  was  sent  to  Fort  Ord,  Cal., 
where  he  volunteered  for  Alaskan 

Women's  Group  Formed 
To  Help  Bundles  Drive 
WOMEN  commentators  and 
writers  in  the  radio  field  have 
formed  a  radio  script  and  produc- 

tion committee  of  Bundles  for 
America,  with  the  purpose  of  con- 

tributing time  and  talent  to  pre- 
paring programs  for  the  war  effort 

on  the  home  front,  according  to 
Mrs.  P.  Wesley  Combs,  national 
radio  director  of  Bundles  for 
America. 

Mrs.  Alois  Havrilla  heads  the 
committee  which  includes  Mary 
Margaret  McBride,  WEAF;  Ade- 

laide Hawley,  WABC;  Kathryn 
Cravens,  WNEW;  Bessie  Beatty, 
WOR;  Diana  Ashley,  AP;  Dorothy 
Sanchez,  J.  Walter  Thompson  Co.; 
Mary  Stuart  Fickett,  formerly  of 
the  New  York  at  War  Committee. 

SPOTTERS  SPIEL  the  story  of  the 
Worcester,  Mass.,  rehearsal  air 
raid  combined  with  a  practice  evac- 

uation over  WTAG  there.  As  they 
reported  their  impressions  of  flour- 
bag  bombs  dropped  by  Civil  Air  Pa- 

trol planes  and  the  mock  blitz  pro- 
ceedings are  (1  to  r)  :  Announcers 

Barry  Barents,  Bob  Dixon,  Phil 
Brook  and  Bob  Martin. 

Rosenthal  Joins  Rockhill 
EVERETT  ROSENTHAL,  previ- 

ously in  the  sales  departments  of 
Universal  Recording  and  Music 
Corporation  of  America,  has  joined 
Rockhill  Radio  Inc.,  New  York, 
recording  and  transcription  firm, 
as  sales  manager.  Firm,  which 
was  established  in  the  fall  of  1941, 
is  headed  by  Joseph  Tenenbaum, 
president,  and  is  located  at  18  East 
50th  St. 

Harvey  Joins  WBAL 
ED  HARVEY,  program  director 
of  KDKA,  Pittsburgh,  has  resigned 
to  accept  a  similar  position  with 
WBAL,  Baltimore,  it  was  an- nounced last  week.  James  Rock, 
station  manager,  will  oversee  the 
program  department  until  the  va- cancy is  filled.  He  will  be  assisted 
by  Bob  Shield,  former  announcer, 
now  in  charge  of  production. 

FRANCE  MUSIC  Inc.,  New  York, 
has  joined  the  list  of  publishers  li- censing music  through  BMI,  giving 
this  industry-owned  licensing  organi- 

zation control  of  the  performance 
rights  of  the  music  of  Jean  Sablon, 
Maurice  Chevalier,  Charles  Tremet 
and  other  leading  French  composers. 
Canadian  station  licensees  of  BMI 
in  Quebec  and  other  French-speaking districts  will  benefit  especially  by 
this  acquisition,  it  was  reported. 

'■  -  StAtlOHS 

BEWI
NO 

WORTHINGTON  MINOR  of  the 
CBS  production  staff  has  taken  over 
direction  of  Report  to  the  Nation,  xoi'e- viously  handled  by  Brewster  Morgan 
who  is  on  leave  of  absence  as  CBS 
executive  producer  to  serve  in  the  Of- 

fice of  War  Information.  Morgan's other  production  assignment.  The 
Commandos,  has  been  assumed  by 
Robert  Louis  Shayon,  CBS  executive 

producer. RENALDA  KRAUS,  new  to  radio, 
has  been  appointed  assistant  to  the 
auditor  of  KWK,  St.  Louis,  handling 
the  sale  of  War  Bonds  in  a  special 
department  recently  set  up  by  the  sta- 
tion. 
MORT  STANLEY,  parttime  announc- er of  WCBI,  Columbus,  Miss.,  has 
become  full-time  announcer  handling 
the  night  shift. 
MARIE  CHAUNCEY,  recently  with 
KWFT,  Wichita  Falls,  Tex.,  has 
joined  the  continuity  department  of 
KGNC,  Amarillo,  Tex.  Bob  Watson, 
KGNC  special  events  and  sports  an- nouncer, left  Sept.  5  for  the  Naval 
Training  School  in  New  Orleans.  Vir- 

ginia Thornton  has  been  appointed  re- 
ceptionist at  KGNC. 

WALLY  SANDACK,  newscaster  of 
KSL,  Salt  Lake  City,  Utah,  was  re- 

cently appointed  state  rationing  officer 
under  the  Office  of  Price  Administra- tion. 

WILLIAM  ZALKEN  wiU  handle  pub- 
licity for  KMOX,  St.  Louis,  replacing 

O.  Cabanne  Link,  now  in  the  armed forces. 

BILL  RING,  former  announcer  of 
KWTO-KGBX.  Springfield,  Mo.,  has 
joined  the  announcing  staff  of  NBC- Chicago. 

LEE  OTIS,  former  news  head  of 
WHK-WCLE,  Cleveland,  has  joined 
the  news  department  of  CBS.  He  will be  succeeded  in  Cleveland  by  Ray 
McCoy,  assistant  news  director. 

BRENT  O.  GUNTS,  formerly  con- tinuity director  of  WFBR,  Baltimore, 
who  volunteered  for  the  Army  a  year- 
and-a-half  ago,  was  recently  advanced 
to  the  rank  of  a  first  lieutenant.  He 
is  stationed  in  the  public  relations  di- vision of  Camp  Pickett,  Va. 

ED  JANNEY,  ace  sportscaster  for 
the  Arizona  Network,  well  known  as  a 
western  radio  personality,  has  been 
commissioned  a  lieutenant  in  the  Army 
Air  Forces  communications  section, 
and  is  training  at  Miami  Beach.  For- mer Standard  Oil  sports  chief  for  New 
Mexico  and  the  Mountain  States,  and 
former  sports  and  special  events  di- rector of  KGGM,  Albuquerque,  Mr. 
Janney  had  been  stationed  for  the 
past  two  years  at  KOY,  Phoenix, 
key  station  of  Arizona  Network. 

I    The    Northwest's    Best  I Broadcasting      Buy  | 
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Mr.  Storer 

Storer  Leaves  Blue 
DOUGLAS  F.  STORER,  head  of 
a  radio  production  organization  in 
New  York,  has  resigned  as  man- 

ager of  the  BLUE's  commercial 
program  depart- ment to  devote 
full  time  to  his 
own  business. 
When  the  BLUE 
was  set  up  as  an 
independent  net- 

work early  this 
year  Mr.  Storer 
was  invited  to  as- 

sist Phillips  Car- 
lin,  BLUE  vice- 
president  in 

charge  of  programs,  in  organizing 
the  commercial  program  depart- 

ment and  now  that  the  assignment 
is  completed  he  will  again  devote 
all  of  his  time  to  producing  pro- 

grams and  representing  talent. 

VERN  HILL,  formerly  with  the  Ca- 
nadian Marconi  Co.,  is  now  on  the 

announcing  staff  of  CHML,  Hamil- 
ton, Ont. 

ROBERT  MABRY  of  the  announcing 
staff  of  WCAR,  Pontiac,  Mich.,  has 
been  promoted  to  chief  announcer. 
Stuart  Sheill  of  WTOL,  Toledo,  O., 
is  a  new  announcer  at  WCAR. 
BILL  MOSHIER  of  KIRO,  Seattle, 
did  his  750th  Farm  Forum  program 
on  August  10,  his  birthdaj-.  Helyn 
Champagne,  of  WTCN  and  WLOL, 
Minneapolis,  and  KWAL,  Wallace, 
Ida.,  is  in  the  KIRO  publicity  dept. 
KEN  NORDINE  has  joined  the  an- 

nouncing staff  of  WJNO,  West  Palm 
Beach,  Fla.  Vernon  Crawford,  WJNO 
program  director,  and  Irene  Fowler, 
station  secretary,  have  resigned. 
MAX  ROBINSON,  formerly  of 
WHO,  Des  Moines,  and  KYSM,  Man- 
kato,  Minn.,  has  joined  the  announcing 
staff  of  WSBA,  York,  Pa.  Mrs.  Mary 
Nell  Kling  will  be  station  home  econo- mist. 

DORIS  TIRRELL,  Boston  organist, 
has  been  made  music  librarian  of 
WEEI,  Boston. 
DICK  TERRY,  announcer  of  KMTR, 
Hollywood,  has  resigned  and  gone  to 
New  York.  Al  Warner,  relief  announc- 

er, has  been  placed  on  fulltime. 
SVILLIAM  RANDOL,  producer  of 
CBS,  Hollywood,  is  the  father  of  a 
boy,  James  Alexander,  born  Aug.  23. 
LYMAN  SMITH,  along  with  other 
station  duties,  has  been  made  pub- 

licity director  of  KMTR,  Hollywood. 
JACK  STAFFORD,  announcer  of 
KMPC,  Beverly  Hills,  Cal.,  has  joined 
the  Army  Air  Forces  and  is  awaiting 
orders.  .John  Dehner,  relief  announc- 

er, has  been  placed  on  fulltime.  Owen 
Babbe,  station  news  editor,  has  re- 
signed. 

LEONARD  LEVINSON,  Hollywood 
consultant  to  the  radio  bureau.  Office 
of  War  Information,  is  the  father  of 
a  girl  born  Aug.  27. 

in  the  Thick  of 

WAR 

Spending 

BOB  STEVENS  and  Dick  Bailey, 
l)oth  new  to  radio,  have  joined  the 
announcing  staff  of  WMUR,  Manches- 

ter, N.  H.  Bill  Hayes  is  chief  an- 
nouncer, succeeding  Art  Amadon.  Ar- 

mand  R.  LaPointe,  formerly  announc- 
er at  WMUR,  will  be  in  charge  of  the 

continuity  department. 
ROBERT  TREE  WEST,  formerly 
with  WHOM,  Jersey  City,  is  on  the 
announcing  staff  of  WTAR,  Norfolk, Va. 
GENE  DACCARDO,  former  news 
chief  at  KTRB,  Modesto,  Cal.,  is  now 
an  Army  aviation  cadet  in  the  Bom- 

bardier Processing  Squadron  at  EI- hngton  Field,  Tex.  Warren  Cato, KiRB  farm  editor  and  announcer  is 
in  Army  Intelligence. 
CHARLIE  WALTERS,  new  announc- 

er of  WBT.  Charlotte,  became  the father  of  a  girl  recently. 
UNCLE  DON  CARNEY,  who  con- 
fl"cts  a  children's  program  on  WOR. iNew  York,  has  resumed  his  matinee appearances  with  the  Hunt  Brothers Circus,  playing  shore  towns  in  New Jersey. 

DEAN  DICKASON.  BLUE  Pacific Coast  commentator,  is  now  heard  on 
the  BLUE'S  Weekly  War  Journal,  in place  of  Martin  Agronsky,  NBC  and -BL,UE  coinmentator,  speaking  from Australia.  Dickason  now  covers  the Pacific  and  the  Far  East  from the  West  Coast. 

JEAN  MacINNIS,  formerly  execu- tive secretary  of  the  Intercollegiate Broadcasting  System,  was  married Aug.  ̂ 8  to  Lawrence  Lader.  previous- ly production  manager  of  IBS  and now  with  the  Army  Signal  Corps.  The former  Miss  Maclnnis  is  with  the  Of- fice of  Radio  Research. 
^"ter  of 

1-lv.JiiOA.  Ijos  Angeles,  has  joined the  Army  Air  Forces. 
RAY  SCHAEFFER,  publicity  direc- 

tor of  WPEN,  Philadelphia,  has  left to  join  the  armed  forces. 
HOWARD  GILBERT,  of  the  public relations  staff  of  the  RCA  Mfg.  Co., Camden,  left  that  company  Sept.  1 
to  join  the  publicity  department  of  the Pennsylvania  Railroad. 
GEOFF  BROOKS,  assistant  to  Mort 
Lawrence,  all-night  announcer  of  the 
Daicn  Patrol  record  show  on  WIP, 
Philadelphia,  has  left  his  post  to  be- 

come a  freelance  radio  script  writer. 
Raymond  Mullen  replaces  him. 
SHELDON  HILLIARD  of  WSAY, 
Rochester,  N.  Y.,  has  joined  WJLS, 
Beckley,  W.  Va..  as  assistant  pro- 

gram director.  Duane  A.  Nelson,  for- 
mer W.JLS  announcer,  is  training  to 

be  a  radioman  in  the  Army  Air Forces. 

JOHN  FORREST,  formerly  an- 
nouncer of  KOMO.  Seattle,  has 

joined  KFI,  Los  Angeles,  in  a  similar 
capacity.  He  replaces  Howard  Flynn 
who  recently  resigned  to  become  a 
civilian  airplane  dispatcher  at  Blythe, 
Cal. 

WDRC 

CONNECTICUT'S  PIONEER  BROADCASTER 

ONE  RA^
^ one  »ow  'S^RC's 

lO-yea'-o  «»  P  OS 

station  PRC,  Hort- 
profitabW-    ̂   Con- 

ford,  Basic  CBS 
neetico*. 

First-Hand 

BECAUSE  Government  reg- 
ulations prohibit  stations 

from  receiving  request  num- 
bers by  telephone  and  tele- 

graph. Jack  Lescoulie,  part- 
time  conductor  of  Milkman' s Matinee  on  WNEW,  New 
York,  visits  defense  plants  on 
his  nights  off,  to  check  on  the 
favorite  music  of  the  night 
shift  workers. 

RICHARD  DRISCOLL,  former  free 
lance  writer  and  now  production  man- 

ager of  WBTA.  Batavia,  N.  Y.,  mar- 
ried Margaret  Bigham  Sept.  5.  Rod- 
ger Stebbins,  former  announcer  with 

WMBO,  Auburn.  N.  Y.,  has  joined 
the  announcing  staff  of  WBTA. 

KEN  HIGGINS,  onetime  announcer 
of  KFI-KECA,  Los  Angeles,  has  re- 

turned to  those  stations.  He  succeeds 
.Tim  Bannon,  who  joined  KMBC,  Kan- 

sas City,  as  announcer. 
HARRY  BALDWIN,  secretary  to 
Jack  Benny  and  also  heckler  on  the 
comedian's  weekly  NBC  program,  has 
joined  the  Navy. 
DON  THOMPSON,  producer  of  NBC, 
San  Francisco,  and  Grace  Cooper,  net- 

work dramatic  actress,  were  married 
in  that  city  on  Aug.  25. 
EDWARD  KEANE.  is  on  the  an- 

nouncing staff  of  WCAP,  Asbury 
Park,  N.  J. 
ERWIN  YEO,  staff  organist  of  KNX, 
Hollywood,  has  joined  the  Coast 
Guard. 
LOU  PLACE,  formerly  of  WWL, 
New  Orleans,  has  joined  KGFJ,  Los 
Angeles,  as  announcer. 

Lots  of  ways  to  get  to  first  base  without  hitting  the  ball! 

But  only  one  way  to  "get  to  first  base"  in  the 

$210,867,000  Roanoke-Southwest  Virginia  league! 

That's  with  WDBJ — the  only  station  satisfactorily  serv- 

ing oH  of  the  area's  117,000  radio  families!  Shall  we 
start  hitting  the  ball  for  you? 

ROANOKE 

CBS  Affiliate  .  .  960  K.C. 

VIRGINIA 

SOOO  Watts  Full  Time 

Owned  and  Operated  by  the  TIMES-WORLD  CORPORATION 

r'*Sf- 

\Repfesented  by  SPOT  SALES  Inc. 

Free  &  Peters,  IE 
Eicluii'tic  National  Rrftrescntaiivci 

BROADCASTING  •  Broadcast  Advertising September  7,  1942  •  Page  31 



Buffalo's 

Most 

Powerful 

Transmitter 

Plant 

Blanketing  11 
Seaboard 

227,000  Square 
Over  12,000,000 

BASIC 

i^OLUMBIA 

1  5  20  K.  C. 

MBS  Program  Session 
Is   Slated  at  Cleveland 
PROGRAM  directors  of  13  key 
MBS  member  and  affiliated  stations 
will  hold  a  two- day  meeting  in 
Cleveland  on  Sept.  9-10,  according 
to  Adolph  Opfinger,  MBS  network 
program  manager.  Session  is  the 
regular  semi-annual  one  for  map- 

ping the  network's  fall  program schedule.  Expected  to  attend  the 
sessions  at  the  Hotel  Cleveland  are : 
Van  C.  Newkirk,  Don  Lee  Net- 

work; John  Tinnea,  KWK,  St. 
Louis;  George  StefFy,  Yankee  Net- 

work; Madeline  Ensign,  WOL, 
Washington ;  Bert  Hanauer, 
WFBR,  Baltimore;  Herbert  Rice, 
WGR,  Buffalo;  Clifton  Daniel, 
WOE  A,  Pittsburgh;  Murrary  Arn- 

old, WIP,  Philadelphia;  Syd  Cor- 
nell, WKRC,  Cincinnati;  Campbell 

Ritchie,  CKLW,  Windsor-Detroit; 
C.  M.  Hunter,  WHK,  Cleveland; 
Frank  Schreiber,  WGN,  Chicago; 
Julius  F.  Seebach,  Dave  Driscoll, 
WOR,  New  York ;  Adolph  Opfinger, 
Lester  Gottlieb,  Tom  Slater  and 
Andrew  Poole  of  the  network  staff. 

DAVE  DAVIDSON,  formerly  of 
sales  promotion  staff  of  CBS,  Holly- 

wood, has  joined  Warner  Bros.-First National  Studios  as  head  of  radio 
publicity  department.  He  replaces 
Ben  Cohn  who  joined  the  Army. 
JAMES  EAKIN,  announcer  of  KHJ, 
Hollywood,  has  joined  the  Office  of 
War  Information  in  San  Francisco, 
heading  its  transcription  department. 
ROBERT  CARMAN,  formerly  with 
the  Milwaukee  Journal's  trade  rela- 

tions department,  is  now  continuity 
writer  of  WTMJ,  Milwaukee,  suc- 

ceeding Wendell  Palmer  who  was  in- ducted into  the  Army. 

Covering  Portland  and  Maine's 
major  markets  ...  a  consumer 
market  which  has  mushroomed 
in  size  and  is  steadily  growing 
.  .  .  where  DOLLARS  are  being 

spent. 
Serving  the  largest  potential 
audience  in  Maine  radio. 

Strong  .  .  .  clear  signal  .  .  . 
day  and  night. 
5000  WATTS— 560  KC 

CBS 

National  Representatives 
PAUL  H.  RAYMER  CO. 

CLIFF  ROBERTS,  announcer  and 
actor  formerly  with  WHA  and 
WIBA,  Madison,  Wis.,  has  become  an 
announcer  of  WTMJ-W55M,  Milwau- kee. 

FRED  FREELAND,  formerly  with 
Studebaker  Corp.,  South  Bend,  and 
announcer  of  WHBC,  Canton,  O., 
has  joined  the  announcing  staff  of 
WOWO-WGL,  Fort  Wayne. 
FRANK  FACENDA,  of  WPID, 
Petersburg,  Va.,  is  scheduled  for  in- 

duction into  the  Army  Sept.  11. 

HAL  ZIMMON  has  joined  the  an- 
nouncing staflf  of  WHEB,  Portsmouth, 

N.  H. 
TOM  LIVEZEY,  formerly  of  WIBG, 
Philadelphia,  and  WEEU,  Reading, 
Pa.,  has  joined  the  announcing  staff 
of  WCAU,  Philadelphia. 

FRANK  BUTLER,  announcer  of 
WCCO,  Minneapolis,  on  Aug.  27 
married  Pauline  Delay  of  St.  Cloud, Minn. 

DICK  FISHELL,  sports  director  of 
WHN,  New  York,  was  sworn  in  last 
week  as  first  lieutenant  in  the  Marine 
Corps  and  reports  for  duty  at  Quan- tico  Sept.  20. 

CHARLES  BERRE,  Hollywood  radio 
actor,  has  joined  the  Navy. 

PETER  O'CROTTY,  of  CBS,  Holly- 
wood, publicity  department,  has  been 

named  West  Coast  director  of  ex- 
ploitation for  the  network.  Continu- ing to  handle  trade  relations,  he  will 

work  under  direct  supervision  of 
George  L.  Moskovics,  West  Coast 
sales  promotion  manager. 

JESS  OPPENHBIM  and  Bob  Weis- 
kopf,  writers  on  the  weekly  NBC 
Rudy  Vallee  Show,  have  resigned  and 
are  awaiting  military  service  call. 

NORMAN  ROSE,  Hollywood  radio 
writer,  has  joined  the  Army  and  re- 

ported for  officer's  training. 
BOB  ANDERSON,  formerly  news- caster of  KSFO,  San  Francisco,  has 
joined  CBS,  Hollywood,  in  a  similar 
capacity  and  is  currently  assigned  to 
the  five  weekly  quarter  hour  news- east,  sponsored  by  Los  Angeles  Soap 
Co.,  on  14  West  Coast  stations  of 
that  network.  Anderson"  replaces  Knox Manning  who  has  joined  the  Army  Air Forces. 

JOHN  POWER,  of  the  NBC  sound 
effects  division,  was  mate,  and  Curtis 
Arnall,  leading  actor  in  NBC's  Pepper 
Young's  Family,  was  skipper,  of  Ar- 
nall's  racing  cutter  "Deepwater,"  win- 

ner of  the  City  Island  Yacht  Club  re- 
gatta Aug.  23.  Arnall  is  vice-comman- der of  the  City  Island  Squadron,  Coast 

Guard  Auxiliary. 

HIMAN  BROWN,  CBS  director,  is 
directing  his  first  sustaining  show  for 
CBS— GVeeti  Valley,  f/.S.A.— after  14 
years  of  handling  commercial  pro- 

grams. 

LADIES 

PATRICIA  BURNS  KIDDER 

A LADIES  program  wi
th  a 

loyal  foUovdng  in  nearby 
Army  camps — and  not  near 
Ft.  Des  Moines — that's  what Patricia  Burns  Kidder  of  KMYR, 

Denver,  claims  for  her  Designed, 
for  the  Ladies,  informal  variety 
participating  program. 

Miss  Kidder  attributes  her  fol- 
lowing to  the  informality  of  her 

program.  No  stage  name,  and  no 
stage  personality  hides  the  lady 
who,  in  addition  to  her  feature 
show,  is  program  director  of 
KMYR.  After  years  as  "Aunt 
Pat"  on  KTRH,  Houston,  and 
"Dorothy  Denton",  and  "Virginia 
Shaw",  Pat  decides  she  would 
have  more  fun  and  more  success 
if  she  was  just  herself.  Now  she 
follows  a  maxim,  "Never  do  a  radio 

program  as  anybody  but  yourself." 
On  Designed  for  the  Ladies,  Pat 

is  herself,  and  for  that  matter, 
Ben  Bezoff,  her  announcer  (and 
KMYR  news  editor)  is  himself. 
They  are  personal  about  the  news, 
about  their  organist  Clarence  Hog- 
land,  about  their  participating 
sponsors.  They  quibble  over  slacks 
— Pat  in  favor,  Ben  opposed — and 
about  children.  Pat,  by  the  way,  is 
married  and  has  a  daughter.  The 

program  avoids  recipes  and  home- 
making,  and  concentrates  on  other 
matters  of  femine  interest. 

/'//  Lend  You  My  Ears 
.  .  .  and  I  Have  Wagged  Them 

by  the  Uncounted  Thousands 

STATION  DIRECTORS  (Attn.,  real  promoters  only):  You  have  looked 
high  and  low  for  a  low-cost  station  feature  that  would  pack  in  the 
local  sponsors.  Mine  has  for  years!  It  has  been  the  top-sponsored 
local  participating  program  in  Chicago.  With  no  original  risk  to 
the  station,  it  has  given  me  a  5-figure  income  and  a  correspond- 

ingly larger  one  to  the  station.  It  produces  mail  by  the  thousands 
of  pieces  weekly.  I  welcome  inquiries  from  far-sighted,  aggressive 
sales-minded  station  directors. 

BOX  817,  BROADCASTING 

New  $350,000  Transmitter  Plant 
BUFFALO 

BROADCASTING  CORPORATION 

^^I^PORTLAND 
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Begins  Operations 
WSBA  Headed  by  Kaufman; 
Dedication  Held  Sept.  1 
WITH  a  staff  of  21  headed  by 
Manager  Robert  L.  Kaufman,  the 
new  WSBA,  York,  Pa.,  went  on 
the  air  Sept.  1  with  an  inaugural 
devoid  of  fanfare  and  keynoted  by 
an  address  of  acting  Mayor  Harvey 
Werner. 

Studios  and  transmitter  are 
housed  in  a  new  brick  structure  of 
Dutch  Colonial  design  on  the  Sus- 

quehanna Trail,  a  few  miles  north 
of  York.  Transmitter  equipment, 
recorders,  turntables  and  speakers 
are  latest  RCA  models.  WSBA  is 
also  using  a  240-foot  Wincharger 
tower. 

Staff  of  WSBA 

Personnel  includes  Lew  Trenner, 
from  WBAL,  Baltimore,  and  Louis 
Lang,  both  on  the  sales  staff;  Otis 
Morse,  previously  of  WORK,  York, 
program  director;  Max  Robinson, 
formerly  of  WHO,  Des  Moines, 
chief  announcer;  Herman  Stebbins 
and  Mary  Nell  King,  new  to  radio, 
farm  editor  and  home  economist, 
respectively;  Saralee  Deane,  from 
KMBC  and  WHB,  Kansas  City, 
news  editor;  Neil  Robinson,  from 
WATN,  Watertown,  N.  Y.,  produc- 

tion and  continuity  writer;  C.  H. 
Markey,  news  reporter;  Lloyd  Fil- 
by,  York  musician,  musical  direc- 

tor; Betty  Bosserman,  receptionist. 
Engineering  staff  headed  by 

Woodrow  Eberhard,  director,  in- 
cludes Willis  Weaver,  Jane  Trent 

and  M.  Hoffman. 
WSBA  was  authorized  Dec.  30, 

1941,  for  1,000  watts  daytime  on 
900  kc.  to  Susquehanna  Broadcast- 

ing Co.  Company  is  100%  owned 
by  Louis  J.  Appell,  head  of  the 
Pafltzgraff  Pottery  Co.  and  the 
York  Poster  Adv.  Co.  and  a  local 
banker. 

Co-op  Plans  Spots 
COOPERATIVE  League  of  the 
U.  S.  A.,  New  York,  has  appointed 
Atherton  &  Currier,  New  York, 
to  handle  a  fall  radio  campaign 
which  will  be  the  first  national 
advertising  ever  undertaken  by 
the  League.  Programs,  which  will 
probably  be  transcribed  and 
spotted  in  cities  where  the  League 
is  active,  will  dramatize  the  story 
of  cooperative  buying  and  selling, 
according  to  Wallace  Campbell, 
executive  secretary  of  the  organi- 
zation. 

ixSATEOKAlL. 

Punch  of  London 

"We  teach  them  the  three  r's — 
reading,  writing  and 

radiolocation. 

Red  Rock  Locals 
RED  ROCK  BOTTLERS  Inc.,  At- 

lanta (Red  Rock  Cola),  thru  its 
newly  appointed  agency,  H.  A. 
Salzman  Inc.,  New  York,  is  using 
transcribed  one-minute  musical  an- 

nouncements, placed  thru  local 
bottlers  on  about  50  stations  thru- 
out  the  country.  Spots  are  aired 
about  15  times  weekly,  and  con- 

tracts, which  started  in  June  are 
for  the  most  part  for  52  weeks. 
About  50  bottlers  are  using  the  an- 

nouncements now,  and  the  firm 
plans  to  increase  advertising  next 
spring,  with  all  of  its  130  bottlers 
running  the  commercials  in  their 
communities. 

Guestitorial 

(Continued  from  page  28) 

ideas.  The  "nuts"  (oh  yea)  who 
spend  millions  to  entertain  us  and 

drop  in  a  "Plug-Ugly"  here  and 
there  in  their  own  behalf,  will  tell 

you  that. Mr.  "Plug-Uglies"  author's  very 
admonition  to  "we  listeners"  that 
"we"  can  make  radio  advertising 
grow  up  if  we  protest  long  and 
loud  enough,  is  mighty  good  advice 
for  every  radio  advertiser. 

To  date,  it  seems  to  me  that  the 
itch  in  our  ears  rather  listens  to 
the  scratch  of  the  unusual.  And 
when  that  scratch  ceases  to  pro- 

duce that  oh-so-good  feeling,  just 

you  watch  "Plug-Uglies"  vanish in  much  the  same  manner  as  a 
snowball  in  the  hot  place. 
And  all  this  most  certainly  not 

to  mean  that  there  are  no  radio 
advertising  noses  that  could  not  go 
for  a  handkerchief  with  excellent 

results — and  that  "Radio's  Plug 
Uglies"  does  not  have  a  few  legiti- 

mate plugs  on  which  to  hang  a  hat. 

Rit  Dyes  Spots 
RIT  PRODUCTS  Corp.,  Chicago 
(dyes),  has  placed  15  to  65  live 
spot  announcements  a  week  to  start 
after  Labor  Day  on  WTMJ,  Mil- 

waukee; WTAQ,  Green  Bay; 
WKBH,  La  Crosse,  Wis.;  WIBA, 
Madison;  WHBF,  Rock  Island,  111.; 
WGN  WMAQ  WLS  WJJD  WIND 
WCFL,  Chicago.  Agency  is  Earle 
Ludgin  Inc.,  Chicago. 

HAVE  YOU  SEEN 

HENRY 

The  Pole  Vaulting  Fish? 

If  not,  visit  beautiful  WAKULLA  SPRINGS,  20 

miles  south  of  Tallahassee,  Florida.  See  enchanting 

underwater  scenes  and  thousands  of  rare  fish 

through  the  glass  bottom  boat.  Enjoy  a  boat  cruise 

through  primeval  Florida  jungles.  See  the  new  home 

of  underwater  photography.  Swim  in  the  crystal 

clear  water  of  the  world's  largest  single  spring,  and 

relax  in  Florida's  healthful  sunshine. 

The  Perfect  Place  to  Spend  Your  Vacation 

MODERN  LODGE 

Write  for  free  booklet  and  rates: 
Wakulla  Springs  Lodgb 
Wakulla,  Florida 

GIVES 

BUFFJ 

[EST 

REGIONAlJnERAGE 

5000  mns  by  day 

1000  DIRECTIONALLY 

IIMSIFIED  BY  NIGHT 

i 

1. 
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CARROLL  O'MEARA.  Hollywood 
business  manager  of  Young  &  Rubi- 
cam,  is  currently  in  New  York  for 
agency  conferences  on  new  programs 
starting  in  fall. 
PAUL  RICKENBACHER.  formerly 
Hollywood  talent  buyer  of  J.  Walter 
Thompson  Co.,  has  joined  Young  & 
Rubicam,  New  York,  as  aide  to  Hub- 
hell  Robinson  Jr.,  chief  talent  buyer. 
BBRGLIETTE  BOE,  formerly  as- 

sistant timebuyer  of  McCann-Eriek- 
son,  Chicago,  on  Aug.  31  joined  H.  W. 
Kastor  &  Sons  Adv.  Co.,  Chicago, 
as  assistant  to  George  Duram,  media director. 

THAYER  CUMMINGS,  copy  writer 
of  BBDO,  New  York,  and  Charlie 
Dalton,  account  executive  of  the  same 
agency,  have  resigned  to  join  the 
armed  forces.  Cummings  has  been  com- 

missioned a  lieutenant  in  the  Navy 
and  Dalton  is  a  first  lieutenant  in 
the  Army. 
ROBERT  KING,  formerly  with  the 
publicity  department  of  J.  M.  Mathes 
Inc.,  New  York,  has  joined  the 
BLUE  publicity  staff. 
MARY  DUNLAVEY  has  resigned 
from  the  radio  program  department  of 
the  OWI's  New  York  office  to  join 
the  timebuying  staff  of  Ruthrauif  & 
Ryan,  New  York.  Miss  Dunlavey  was 
timebuyer  for  Erwin,  Wasey  prior 
to  her  Government  position. 
LESLIE  KATZ,  in  addition  to  work- 

ing in  the  New  York  office  of  his 
father's  agency,  Joseph  Katz  Co..  has 
joined  the  Intercollegiate  Broadcast- 

ing System  on  a  part  time  basis.  His 
job  with  IBS  entails  program  planning 
and  writing. 
JOHN  McCORMICK,  Hollywood 
talent  agent,  is  the  father  of  twin 
girls  born  Aug.  31. 

fn  Nature  it  is  Instinct 

In  Business  it  is  Experience 

Our  experience  is  a  constant  asset  to  our  clients 

Cashman  To  Head  Radio 

For  L&T  In  New  York 

ED  CASHMAN,  for  the  last 
three  years  Hollywood  producer  of 
Lord  &  Thomas  on  the  weekly  NBC 
Kollege  of  Musical  Knowledge  with 

Kay  Kyser,  spon- 
sored by  Ameri- can Tobacco  Co., 

has  been  ap- 
pointed New 

York  radio  direc- 
tor of  that 

agency.  He  suc- ceeds Karl  Schul- 
linger,  who  has 
joined  the  Army 
Air  Forces.  Arn- old MacQuire  has 

Mr.  Cashman 

resigned  as  Hollywood  BLUE  pro- 
ducer to  take  over  Cashman's former  agency  duties. 

In  his  new  capacity,  Cashman 
will  have  complete  supervision  of 
all  agency  shows  originating  from 
New  York.  Bob  Stephenson,  Lord 
&  Thomas  producer  of  the  weekly 
NBC  Bob  Hope  Show,  sponsored 
by  Pepsodent  Co.  (toothpowder, 
paste),  has  also  resigned  to  join 
the  Army  Air  Forces  as  captain 
and  is  currently  stationed  at 
Stockton  Field,  Cal.  Other  major 
changes  in  the  agency's  Holly- 

wood radio  department  are  antici- 

pated. NAN  M.  COLLINS  has  resigned  as 
director  of  public  relations  of  the  Foun- 

dation for  Clinical  &  Surgical  Re- 
search, Philadelphia,  to  rejoin  the  Ro- land G.  B.  Ullman  Agency,  that  city, 

as  account  executive.  Miss  Collins  is  a 
past  president  of  the  Philadelphia Club  of  Advertising  Women. 

BOB  NOVAK,  of  the  production  de- partment of  Young  &  Rubicam,  New 
York,  will  produce  and  direct  New 
York  City's  Constitution  Day  celebra- 

tion, to  be  staged  at  Manhattan  Cen- ter. Sept.  17  for  the  benefit  of  the 
USO  and  the  Save  the  Children  Fed- ei-ation. 

L.  F.  TRIGGS,  formerly  assistant  ac- count executive  on  the  American  Air 
Lines  account  for  Ruthrauff  &  Ryan, 
New  York,  has  been  appointed  copy  di- 

rector of  Cecil  &  Presbrey,  New  York. 

FRANK  McNULTY,  of  the  produc- 
tion department  of  Kayton-Spiero 

Adv.,  New  York,  has  resigned  to  join 
I-Ienry  J.  Kaiser  Co. 

JOHN  WOLCOTT,  production  man 
of  Ive.v  &  Ellington,  Inc.,  Philadelphia, 
has  joined  the  Army.  William  Morris, 
of  the  same  agency,  is  now  in  the 
Navy.  William  Sheehy,  copywriter, 
also  of  Ivey  &  Ellington,  has  been 
commissioned  a  first  lieutenant  in  the Navy. 

JACK  PURVES 

HUSKY  sandy-hair
ed  Jack 

Purves  looks  much  more  like 

an  athlete  than  the  busy  ra- 
dio timebuyer  he  is  at  N.  W. 

Ayer  &  Son  in  New  York.  And,  in 
truth,  his  outside  interests  prior  to 
entering  the  advertising  agency 
business  in  September  1930,  as  well 
as  currently,  have  all  been  tied  up 
with  golf,  baseball  and  basketball. 

The  latter  two  sports  Jack  played 

as  a  professional  back  in  Phila- 
delphia, his  home  town.  Twelve 

years  ago,  after  attending  local 
Philadelphia  schools,  Jack  joined 
Ayer.  There  he  worked  into  the 
space-buying  and  media  depart- 

ments where,  he  says,  he  handled 
"coverage  analyses,  market  studies, 
records  and  contracts,"  supervis- 

ing the  placing  of  a  variety  of  cam- 
paigns in  printed  media. 

In  1940,  he  was  promoted  to  the 
radio  division  of  Ayer,  appointed 

to  the  job  of  assisting  Tom  Mc- 
Dermott  in  buying  time.  Jack  Is 
responsible  for  the  spot  radio  cam- 

paigns of  advertisers  such  as  Dr. 
Hess  &  Clark  (livestock  and  poultry 
remedies)  ;  Kirkman  &  Son  (soap) ; 
J.  B.  Ford  Co.  (Wyandotte 
cleanser) ;  Hills  Bros.  Coffee; 
Illinois  and  Michigan  Bell  Tele- 

phone Cos. ;  Webster-Eisenlohr 
(cigars) ;  Clicquot  Club  Ginger  Ale. 
Jack  is  married  (to  the  former 

Henrietta  Harshaw  of  Philadel- 
phia), lives  in  Jackson  Heights, 

Long  Island,  and  spends  as  much 
time  as  possible  playing  golf. 

otnia  •  •  • A  big, 

concentrated selling  job 

at  surprisingly 

low  rates 

Affiliated  in  management  with  WJR,  Detroit,  WGAR,  Cleveland. 
NATIONAL    REPRESENTATIVE:    PAUL    H.    RAYMBR  CO. 
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OCEAN  FLYING  TOO  ROUTINE 

Ex-CBC  Producer  Found  More  Action  in  Radio  Than 

-In  Ferry  Command- 
lAN  M.  SMITH,  former  Canadian 
Broadcasting  Corp.,  producer  at 
Toronto,  and  at  present  a  naviga- 

tor for  the  Atlantic  Ferry  Com- 
mand, was  in  Toronto  late  in  Aug- 

ust after  bringing  with  Clyde 
Pangborn  as  pilot,  one  of  Britain's 
four-engined  Avro  Lancaster  bomb- 

ers to  Canada.  He  reports  that  he 
saw  more  action  as  a  radio  pro- 

ducer for  the  network  than  he  has 
seen  as  a  navigator  in  the  ferry 
service.  "Things  are  worked  out 
very  fine,"  he  said.  "It  is  almost 
impossible  for  things  to  go  wrong". 

60  Gallon  Margin 
He  cited  a  Montreal  weather 

forecaster,  recognized  as  tops  in 
the  business,  who  can  tell  almost 
within  inches  the  height  of  clouds 
far  out  over  the  Atlantic. 

"We  get  the  weather  from  him 
and  then  we  make  our  'flight  plan'. 
The  'flight  plan'  is  broken  into  12 
zones  or  divisions  and  we  plot  our 
course  from  zone  to  zone.  Know- 

ing weather,  wind,  height  of  clouds 
and  what's  expected,  we  can  figure 
out  if  we  will  have  enough  gaso- 

line to  make  the  trip.  If  we  have  a 
sufficient  margin,  we  make  the 
trip;  if  not,  we  don't"  he  said. 

Here  he  pointed  out  that  "mar- 
gin of  safety"  for  Atlantic-span- 

ning aircraft  starts  where  most 
gasoline  ration  books  leave  off.  "If 

Forest  Service  Thanks 

Radio   for  Cooperation 
LETTERS  expressing  appreciation 
for  cooperation  accorded  the  na- 

tion-wide Wartime  Forest  Fire 
Prevention  campaign  by  broadcast- 

ing stations  were  recently  sent  to 
the  National  Association  of  Broad- 

casters and  the  National  Associa- 
tion of  Independent  Broadcasters 

by  R.  F.  Hammatt,  director  of  the 
campaign. 

Letters  pointed  out  that  of  some 
800  individual  stations  contacted, 
more  than  55%  indicated  their  will- 

ingness to  use  prepared  transcrip- 
tion material  designed  to  muster 

public  cooperation  in  preventing 
fires.  Mr.  Hammatt  thanked  broad- 

casters for  their  "cooperation,  their 
courtesy,  and  their  helpfulness  in 
behalf  of  the  national  welfare." 
The  campaign  was  sponsored  by 
the  Federal  and  State  Forest  Serv- 

ices, and  was  planned  by  The  Ad- 
vertising Council,  Inc. 

John  Hogan  Reports 
LAK(J1ELY  as  a  result  of  the  interest 
shown  in  the  cooperative  arrangement 
between  WQXR,  New  York,  and  Time 
Magazine  fBKOADCASTiXG.  Aur.  17], 
John  V.  L.  Hosan,  the  .station's founder  and  president,  will  deliver  a 
Report  fo  Listeners  Sept.  it.  In  addi- 

tion to  discussing  the  new  techni(|ues 
for  handling  programs  made  possible 
b.v  the  tieup  with  Time.  Hogan  will 
talk  over  station  policies  and  program 
ideas.  Talks  may  be  given  on  a  regu- 

lar basis,  the  station  resuming  its 
policy  of  several  years  ago,  when  simi- 

lar informal  chats  were  presented 
•ach  month. 

there  will  not  be  more  than  60 
gallons  of  gasoline  in  the  tanks 
when  we  arrive  in  England,  we 
don't  leave,"  he  said. 

Part  of  the  intricate  system  of 
plane  delivering  is  the  organiza- 

tion at  the  other  end.  Smith  added. 
"They  know  when  we  are  due 
and  where  we  are  every  minute  of 
the  flight.  Sometimes  a  stray  plane 
might  not  know  we  are  due  and 

will  come  up  to  investigate.  He'll 
give  the  'wink'  signal  and  it's  up 
to  us  to  wink  back.  If  our  wink  is 

wrong,  then  we  are  in  for  trouble." 
The  "winks"  are  covered  in  de- 

tailed secret  orders  and  change 
from  hour  to  hour  as  well  as  day 
to  day. 

WCBI,  Columbus,  Miss.,  will  carry  an 
extensive  radio  campaign  to  promote 
the  Columbus  Fair.  From  12  to  15 
announcements  will  be  run  for  21 
days  and  the  Fair  will  use  an  hour 
a  day  for  the  six  days  of  the  fair.  Bob 
McRaney,  general  manager  of  WCBI, 
was  chosen  by  fair  officials  to  direct 
the  annual  beauty  contest,  a  highlight 
of  the  fair. 

KSTP.  St.  Paul,  following  the  suc- cess of  its  elaborate  farm  promotion 
at  the  Minnesota  State  Fair,  has 
scheduled  a  series  of  personal  appear- 

ances at  county  fairs,  harvest  festivals 
and  communit.v  fetes  in  key  points 
of  the  State.  Appearing  on  the  pro- 

grams are  the  Sunset  Valley  Barn 
Daii-ce  and  other  acts. 

KTUL.  TuLsa,  supplied  the  talent  for 
the  annual  State  convention  of  the 
Independent  Retail  Grocers  Assn.  held 
in  Tulsa  recently.  A  three-act  play, 
variety  show  and  "between-the-acts" entertainment  starred  more  than  25 
station  performers. 

WCCO,  Minneapolis,  recently  broad- 
cast part  of  the  commissioning  cere- monies of  the  new  naval  electrical 

training  school  at  U  of  Minnesota. 
Participating  in  the  ceremonies  were 
Rear  Admiral  John  Downes,  comman- 

dant of  the  Ninth  naval  district.  Great 
Lakes,  111. ;  Capt.  L.  P.  Lovette.  di- 

rector of  Navy  public  relations, 
Lt.  Comdr.  E.  E.  Peabody,  entertain- 

ment officer  at  Great  Lakes,  who  was 
in  charge  of  the  show ;  Rear  Admiral 
Randall  Jacobs,  chief  of  the  Bureau 
of  Naval  Personnel,  Washington ; 
Capt.  E.  A.  Lofquist,  chief  of  staff 
to  Admiral  Downes ;  Gov.  Harold  E. 
Stassen  (Lt.  Comdr.,  USNR)  ;  Mayor 
Marvin  L.  Kline  of  Minneapolis ; 
Mayor  John  J.  McDonough  of  St. 
Paul,  Pres.  Walter  C.  CofCey  of  the university. 

PERFECTION  FOODS  Co.,  Battle 
Creek,  Mich.,  trading  as  the  Standard 
Kennel  Food  Co.,  engaged  in  selling 
dry  dog  food  preparations  has  stipu- 

lated with  the  Federal  Trade  Com- 
mission to  cease  certain  representa- 

tions in  its  advertising.  Stipulation 
was  also  entered  by  Strand  Adv. 
Agency,  Battle  Creek,  representing 
the  account. 

1J 

The  "speaker's  platform 

for  men  with  new  ideas 

The  business  executives  whose  ideas  ha\e  been  expressed 

through  Printers'  Ink  dining  this  year  ̂ voidd  make  four- 
star  "box  office"  names  on  any  con\ention  program.  The\ 
are  men  who  have  distinguished  themselves  in  management, 

advertising  agenc)  counsel,  sales,  radio  research,  merchan- 
dising and  man)  other  phases  of  business. 

AVhen  important  men  regard  Printers'  Ink  as  a  forceful 
magazine  to  ad%ance  their  own  ideas,  no  wonder  so  man\ 

others  of  like  standing  accept  this  publication  as  the  richest 
single  source  of  new  ideas. 

Stellar  attractions,  stellar  audience  ...  a  perfect  setting  for 

vour  station  "{ ommercial.  "  Irv  it. 

PRINTERS'  Ink 
The  Weekly  Magazine  of  Advertising,  Management  and  Sales 
185    MADISON    AVENUE  •         NEW    YORK,   N.  Y. 

Radio  networks  and  stations  using 

Printers'  Ink  during  the  first 

eight  months  of  1942 
BLUE  NETWORK  CO.,  INC. 
BUFFALO  BROADCASTING  CO. 
COLUMBIA  BROADCASTING  SYSTEM 
COLUMBIA  PACIi-IC  NETWORK 
COWLES  STATIONS 
DON  LEE  BROADCASTING  SYSTEM 
MUTUAL  BROADCASTING  CO. 
NATIONAL  BROADCASTING  CO. 
N.B.C.  SPOT  AND  LOCAL  SALES 
WESTINGHOUSE  RADIO  STATIONS 
YANKEE  NETWORK 
KDKA,  Pn  TSDURGH 
KFEL,  DENVER 
KMOX,  ST.  LOUIS 
KNX,  LOS  ANGELES 
KRNT,  DES  MOINES 
KSO,  DES  MOINES 
KYW.  PHILADELPHIA 
W  ABC,  NEVi  YORK 
WBBM,  CHICAGO 
WBT,  CHARLOTTE WBZ-WBZA,  BOSTON 
\N  CAE,  PITTSBURGH 
WCAU,  PHILADELPHIA 
WCCO,  MINNEAPOLIS 
VC  COP,  BOSTON 
ViDRC,  HARTFORD 
WDZ,  TUSCOLA 
WEAF,  NEW  YORK 
WEEI,  BOSTON 
WEVD,  NEW  YORK 
WEIL,  PHILADELPHIA 
Vi  GAR,  CLEVELAND 
\X  GL,  FORT  WAYNE 
Vi  GN,  CHICAGO 
WGR.  BUFFALO 
W  GY,  SCHENECTADY 
WHEC,  ROCHESTER 
WHK,  CLEVELAND 
WHO,  DES  MOINES 
WJR,  DETROIT 
WJSV,  WASHINGTON 
WJZ,  NEW  YORK V(  KBW,  BUFFALO 
\X  LIB,  NEW  YORK 
WLS,  CHICAGO 
WMBD,  PEORIA 
WMC  MEMPHIS 
WMT,  CEDAR  RAPIDS- Vt  ATERLOO 
WNAX,  SIO  JX  CITY- YANKTON 
WOR,  NEW  YORK 
WORE,  BOSTON 
WOW,  OMAHA 
WOWO,  FORT  \X  AYNE 
WRNL,  RICHMOND 
WSGN,  BIRMINGHAM 
WSM,  NASHVILLE 
WTAM,  CLEVELAND 
WTAR,  NORFOLK 
V!  WL,  NEW  ORLE.\NS 
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UNITED  PRESS  OPEISS 

FALL  GRID  SERIES 
UNITED  PRESS  last  week 
launched  its  1942  football  service 
to  its  domestic  radio  clients  by 
sending  them  the  first  of  a  series 
of  13  weekly  programs  titled  Your 
Football  Prophet.  Written  by  Ralph 
Palmer,  head  of  the  UP  radio 
sports  staff,  the  quarter-hour  se- 

ries will  be  made  available  for 
broadcasting  on  Thursday  nights. 

The  first  three  programs  will 
consist  of  pre-season  dope  about 
players  and  coaches  in  the  college, 
professional  and  service  teams. 
During  the  football  season  the  pro- 

gram will  pick  the  winners  of  some 
50  to  60  top  games  each  week. 

Stations  have  reported  consid- 
erable sponsor  interest  in  the  se- 

ries, according  to  UP,  which  stated 
that  several  advertisers  who  shared 
in  the  credit  of  last  year's  Palmer 
record,  naming  the  winners  in  more 
than  78%  of  the  contests  covered, 
have  again  signed  up  the  program 
for  another  season. 
In  addition  to  the  Football 

Prophet  series,  UP  has  announced 
that  it  will  continue  its  regular 
football  coverage  for  radio,  includ- 

ing scores  on  more  than  200  games 
each  week,  period  scores  on  all 
major  contests  and  period  sum- 

maries on  the  10  biggest  games 
each  week,  stories  on  the  results  of 
all  big  games  and  two  Saturday 
evening  football  roundups. 

WLS,  Chicago,  broadcast  the  Natiotiul 
Barn  Dance  on  Aug.  22  from  the  Wis- 

consin State  Fair  before  a  crowd  of 
12,500,  a  record  for  attendance  at  any 
event  of  the  fair. 

WBIG  features 
NEWS.  with  com- 

plete Associated  Press 
and  Transradio  ser- 

vice, augmented  by 
local  and  regional 
reporters. 
A    Columbia    Broad-  ^ 
casting  System  AffiU- 
ate.  ' 

EDNEY 
RIDGE 
DIRECTOR 

It  Happened 

TEN  YEARS  AGO  THIS  MONTH 

From  the  1932  files  of  Broadcasting 

FORMATION  of  the  Amalgamated 
Broadcasting  System  Inc.,  a  "creative 
radio  program  organization"  designed to  produce  programs  in  the  Broadway 
tradition  for  advertising  agencies,  net- 

works and  independent  stations,  was 
announced  Sept.  23.  Ed  Wynn,  cele- 

brated comedian  now  being  featured  in 
the  Texaco  Fire  Chief  programs  over 
NBC,  is  president;  Arthur  Hopkins, 
Broadway  producer,  director  of  pro- 

duction ;  Ota  Gygi  and  T.  W.  Richard- son, directors. • 
WITH  THE  repeal  by  the  Eastern 
Intercollegiate  Football  Assn.  of  the 
ban  it  previously  had  invoked  on  the 
broadcasting  of  major  football  games 
this  season,  viotuaUy  all  colleges  and 
universities  are  now  empowered  to 
make  their  own  decisions  whether 
games  played  on  their  home  gridirons shall  be  broadcast. 

• 
STARTING  with  50,000  watts,  but 
proposing  to  increase  gradually  to 
150,000  watts,  Norman  T.  Baker's new  station  in  Mexico,  which  will  be 
known  as  XENT,  expects  to  go  on  the 
air  early  in  October  at  Nuevo  Laredo, 
Mexico,  operating  on  1115  kc,  or  mid- channel  between  the  clear  channel  of 
1110  kc.  used  by  WRVA,  Richmond, 
and  the  Canadian-shared  channel  of 
1120  kc.  used  by  various  American  and 
Canadian  regional  stations. 

• 
THE  COURT  of  Appeals  for  the  Dis- trict of  Columbia  on  Sept.  16  granted 
the  petitions  of  KOIL,  Council  Bluffs- 
Omaha,  and  of  WAAW  and  WOW, 
Omaha,  for  a  stay  order  restraining 
the  Federal  Radio  Commission  from 
making  effective  its  decision  authoriz- 

ing Station  KICK  to  move  from  Red 
Oak,  la.,  to  Carter  Lake,  la.,  suburb 
of  Omaha.  All  three  stations  pleaded 
that  they  would  be  adversely  affected 
and  that  the  move  violated  the  law  and 
the  Commission's  regulations.  The 
Commission  was  also  granted  a  30-day 
extension  to  Oct.  29  for  filing  its  brief 
in  the  appeal  of  WOQ.  Kansas  City, 
from  an  order  deleting  it. 

• 
DON  LEE  has  purchased  the  remain- 

ing 49%  of  KDB,  Santa  Barbara,  thus 
acquiring  full  control  of  that  station 
along  with  KFRC,  San  Francisco; 
KHJ,  Los  Angeles,  and  KGB,  San 
Diego,  all  units  of  the  Don  Lee-CBS chain. 

• 
MANAGEMENT  of  KOIN,  Portland, 
Ore.,  has  purchased  KTBR,  in  the 
same  city,  and  will  change  its  call  let- ters to  KALE.  The  station  uses  500 
watts  on  1300  kc,  and  will  carry  CBS 
sustaining  features  which  KOIN  can- not handle. 

365,000  people  make  the 

Youngstown  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

EDWARD  KLAUBER,  first  vice- 
president  of  CBS,  who  was  confined  to 
his  bed  last  month  following  a  heart 
attack,  sailed  Sept.  24  from  New  York 
on  the  S.  S.  Saturnia  for  a  Mediter- 

ranean cruise. 
• 

FRED  BATE,  since  1919  associated 
with  the  Reparations  Commission 
which  drafted  the  Young  Plan,  and  for 
the  last  two  years  with  an  American 
banking  house  in  Paris,  has  been  ap- 

pointed European  representative  of 
NBC,  sailing  Sept.  20  for  London, 
where  he  will  set  up  headquarters. 

• 
ROY  S.  DURSTINE,  vice-president 
and  general  manager  of  BBDO,  New 
York,  and  Miss  Virginia  Gardiner, 
singer  frequently  heard  on  NBC.  were 
married  in  New  York  on  Aug.  30  and 
planned  to  sail  for  Europe  on  a  wed- ding trip. 

• 
LESLIE  BOWMAN,  former  assistant 
director  of  CBS  field  operations  in 
New  York,  has  been  appointed  chief 
engineer  of  W.ISV,  Alexandria,  Va., 
the  newly  rebuilt  CBS  station  opposite 
Washington,  which  is  scheduled  to  go 
on  the  air  Oct.  20. 

• 
LAWRENCE  McDOWELL,  chief 
technician  of  KFOX,  Long  Beach, 
Cal.,  for  the  last  eight  years,  has  been 
appointed  assistant  manager. 

• 
PETER  GRANT,  who  obtained  a  law 
degree  and  was  admitted  to  the  Mis- souri Bar  before  he  decided  he  would 
rather  have  a  radio  carppr.  has  joined 
the  announcing  staff  of  WLW,  Cincin- nati. 

• 
WILLIAM  FAY.  general  manager, 
and  Lewis  Stark,  continuity  editor  and 
announcer,  both  of  WHAM,  Rochester, 
recently  became  the  fathers  of  girls, 
Julie  Anne  and  Mary  Althea,  respec- tively. 

• 
BOND  GEDDES.  for  the  last  five 
years  an  official  of  the  Radio  Manufac- 

turers Assn.,  has  been  promoted  to 
executive  vice-president  and  general 
manager  as  part  of  a  general  reorgani- zation. 

• 
LEW  FROST,  production  manager  of 
NBC,  San  Francisco,  has  been  appoint- 

ed   program    manager  succeeding 
Thomas  H.  Hutchinson,  resigned. 

• 
J.  H.  DeWITT  has  been  named  chief 
engineer  of  WSM,  Nashville. 

• 
JAMES  W.  BALDWIN,  secretary  of 
the  Federal  Radio  Commission,  and 
Mrs.  Baldwin  are  parents  of  a  daugh- 

ter, Carol  Ann,  born  Sept.  4. 
• 

RICHARD  C.  PATTERSON,  former 
Commissioner  of  Correction  of  New 
York  City,  has  been  appointed  execu- 

tive vice-president  of  NBC,  succeeding 
George  F.  McClelland,  who  has  been 
designated  assistant  to  M.  H.  Ayles- 
worth,  president  of  both  NBC  and 
RKO.  Mr.  Patterson  assumes  his  new 
duties  Oct.  1. 

• 
MANTLE  LAMP  Co.  of  America, 
Chicago  (Aladdin  Lamps),  is  sponsor- 

ing weekly  programs  featuring  Smilin' Ed  McConnell  on  various  stations. 

BEST  GUESSER  among  Pacific 
Coast  agency  executives  on  the 
total  ticket  requests  received  for 
San  Francisco  origination  of  the 
five  weekly  BLUE  Breakfast  at 
Sardi's  program,  was  given  con 
gratulations  and  an  RCA  person- 

alized radio  by  that  network.  Con- 
gratulators  and  winner  are  (1  to  r) : 
Gene  Grant,  network  account 
executive;  Bruce  Elliott,  executive 
of  Tomaschke-Elliott,  Oakland, 
(Cal.)  agency  and  winner,  whose 
22,500  guess  approximated  the 
20,167  total;  W.  B.  Ryan,  manager 
of  KGO,  San  Francisco.  Program  is 
cooperatively  sponsored  by  six 
firms  on  the  West  Coast. 

The  Other  Fellow's 
Viewpoint 

No  Complaint! 
EDITOR,  Broadcasting: 
KROS  in  Clinton,  la.,  ceased  to 

identify  the  talent  on  records  and 
transcriptions  on  the  day  that  Pe- 
trillo's  order  became  effective,  pre- 

venting the  members  of  the  AFM 
from  making  recordings.  Since  that 
time  only  the  titles  and  featured 
singers  have  been  announced,  pro- 

viding the  singer  is  not  a  member 
of  the  orchestra.  That  the  public 
is  interested  in  the  music  rather 
than  the  artist  is  proved  by  the 
fact  that  there  has  not  been  a 
single  comment  on  the  change. 
KROS  believes  that  if  this  prac- 

tice were  made  general,  and  the  ra- 
dio industry  would  cease  to  give 

to  orchestras,  band  leaders,  and  so- 
loists the  millions  of  dollars  worth 

of  free  complimentary  blurbs  in 
the  introduction  of  recorded  or 
transcribed  numbers,  the  member- 

ship of  AFM  would  see  the  result- 
ing decrease  in  their  earning  ca- 

pacities, and  would  fight  the  Pe- trillo  edict  with  even  more  vigor 
than  the  radio  industry. 

Can't  they  see  that  they  are  kill- 
ing the  goose  that  laid  the  golden 

egg.  They  should  remember  the ASCAP  experience. Morgan  Sexton, 
General  Manager, 
KROS,  Clinton,  la.,  Aug.  28. 

AMERICAN  AIRCRAFT  Institute 
Chicago  (correspondence  school),  has 
started  a  late  evening  quarter-hour newscast  thrice-weekly  on  WBBM, 
Chicago.  M.  A.  Ring  &  Co.,  Chicago, is  agency. 

KOMA 5000  Watts 

OKLAHOMA  CITY'S  CBS  station WBIC 
CREENySORO,  N.C. 
CEO.P.  HOLLINCBERY  ■  CO.,  NAT.  REP. 

k  Ask  your  Agency  to  ask  the  Colonel! 

H'FREE  6-  PETERS.  Inc.,  National  Representatives 
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Lorillard's  Plans 
For  N.  Y.  Football 

Giant  Games,  Home  and  Away, 
Sponsored  for  Old  Golds 
P.  LORILLARD  Co.,  New  York 
(Old  Golds),  will  sponsor  all  the 
home  and  away  games  of  the  pro- 

fessional New  York  Giants  foot- 
ball team,  on  WHN,  New  York, 

starting  with  the  New  York- 
Washington  game  Sept.  27. 

Continuing  at  the  microphone 
as  sportscaster,  will  be  Red  Bar- 

ber, currently  covering  the  Dodgers 
baseball  games  for  the  same  spon- 

sor on  WHN.  Barber  will  travel 
with  the  Giants  for  out-of-town 
games,  airing  the  play-by-play  via 
special  wire  to  the  station. 

Schedule  of  Games 

Schedule  for  the  games  is:  Sept. 
27,  New  York  at  Washington; 
Oct.  4,  New  York  at  Pittsburgh; 
Oct.  11,  Philadelphia  at  New  York; 
Oct.  18,  New  York  at  Chicago; 
Oct.  25,  New  York  at  Brooklyn; 
Nov.  1,  Pittsburgh  at  New  York; 
Nov.  8,  New  York  at  Philadelphia; 
Nov.  15,  Washington  at  New 
York;  Nov.  22,  Green  Bay  at  New 
York;  Nov.  29,  Chicago  at  New 
York;  and  Dec.  6,  Brooklyn  at 
New  York.  J.  Walter  Thompson 
Co.,  New  York,  handles  the  ac- 
count. 
Pabst  Sales  Co.,  Chicago,  is 

sponsoring  all  games  of  the 
Brooklyn  Dodgers  on  WOR,  New 
York,  in  addition  to  the  games 
of  six  other  teams  of  the  National 
Professional  Football  League  on  10 
stations  in  various  parts  of  the 
country  [BROADCASTING,  Aug.  24]. 
Lord  &  Thomas,  Chicago,  is  agency 
for  Pabst. 

Shortwave  Programs 
FOLLOWING  requests  of  overseas 
servicemen  for  more  dance  music, 
Hollywood  and  sports  news  and 
news  of  the  war,  the  English  sec- 

tion of  the  NBC  International  Di- 
vision will  augment  its  shortwave 

schedule  to  include  more  of  this 
type  of  material.  In  addition  to  re- 
broadcasts  of  the  popular  network 
programs,  the  fall  program  will  in- 

clude Service  Serenade  for  troops 
in  the  British  Isles;  Caribbean 
Caravan  for  men  in  the  Caribbean, 
and  Down  Beat  Down  Under  for 
Australia  and  New  Zealand. 

Alexander  Back 
A.  L.  ALEXANDER  returns  to 
WHN,  New  York,  for  his  fourth 
year  as  conductor  of  Mediation 
Board.  Listeners  are  invited  to  ap- 

pear before  the  microphone  and 
present  their  personal  problems  to 
a  board  of  prominent  personages 
Tvho  attempt  to  give  advice  leading 
to  better  adjustments.  The  board 
changes  each  week  and  is  made  up 
of  people  from  various  fields  who 
volunteer  their  services. 

MILES  LABS.,  Elkhart,  Ind.  (Alka- 
Seltzer),  on  Oct.  3  renews  for  the 
tenth  year  The  National  Barn  Dance. 
Program  is  heard  on  68  NBC  stations, 
Saturdays,  9-9:30  p.m.  Wade  Adv. 
.Agency,  Chicago,  is  the  agency. 

LABOR  MEDIATION  merited 
Samuel  R.  Zack  (left),  an  Ohio 
State  U  first  award  for  his  Labor 
Arbitration  series  eaoh  Sunday 
night  on  WMCA,  New  York,  mak- 

ing the  second  time  the  labor  pro- 
gram has  been  so  honored.  Labor 

Arbitration  actually  mediates  on 
labor  disputes  and  its  decisions 
have  been  directly  responsible  in 
the  settlement  of  many  strikes. 
Presenting  the  scroll  to  Zack  is 
Walter  Craig,  program  director  of 
WMCA,  while  General  Manager 
Don  Shaw  looks  on. 

Baseball  Audience 

EVEN  during  weekday  afternoons 
the  audience  for  baseball  broad- 

casts is  predominantly  masculine, 
according  to  a  door-to-door  coinci- 

dental survey  conducted  by  the 
Pulse  of  New  York,  that  organiza- 

tion reports.  Findings  showed  that 
the  weekday  afternoon  listeners 
were  61%  of  the  total,  rising  to 
'63%  on  Saturday  and  64%  on  Sun- 

day afternoons.  In  the  evenings, 
surprisingly  enough,  only  53%  of 
the  baseball  broadcast  listeners 
were  men.  An  age  breakdown 
shows  the  vast  majority  of  listen- 

ers in  the  over-30  group,  possibly 
because  of  the  effect  of  Selective 
Service  on  the  20-to-30-year-olds. 

Swan  Series  on  NBC 

LEVER  BROS.,  Cambridge,  Mass., 
will  definitely  continue  Tommy 
Riggs  &  Betty  Lou  on  the  air,  and 
is  scheduled  to  start  the  show  on 
NBC,  Oct.  9,  in  the  Friday,  7:30-8 
p.m.  period  for  Swan  Soap.  A  line- 

up of  125  stations  will  probably  be 
used.  Series  was  launched  on  CBS 
in  July  as  a  13-week  summer  re- 

placement for  Burns  &  Allen. 
Burns  &  Allen  return  their  show  to 
CBS  Oct.  6  in  their  former  period, 
9-9:30  p.m.,  also  advertising  Swan 
Soap.  Young  &  Rubicam  handles 
the  account. 

THE  VOICE  OF  MISSISSIPPI 

N.B.C. 

RED 

Ovncii  ai\i  Operafed  ty 

LAMAR 
LIFE  INSURANCE 

COMPANY 
JACKSON,  MISSISSIPPI HIMIill 

Farm  Placements 
DE  KALB  AGRICULTURAL 
ASSN.,  De  Kalb,  111.  (hybrid  seed 
corn),  has  started  sponsorship  for 
13  weeks  of  five-minute  early  morn- 

ing farm  news  programs  from 
communities  in  Illinois,  Indiana, 
Wisconsin  and  Michigan,  by  Lloyd 
(Doc)  Burlingham,  five  days  a 
week  on  WLS,  Chicago.  Informa- 

tion on  bettering  crop  production 
and  livestock  raising  methods  is  in- 

cluded on  the  program.  Agency  is 
Western  Adv.  Agency,  Racine,  Wis. 
The  Pure  Milk  Assn.,  Chicago 

(dairy  formers'  association),  has 
started  sponsorship  for  52  weeks 
of  a  similar  program  by  Mr.  Bur- 

lingham three  days  a  week  at  noon 
on  WLS.  Agency  is  Presba,  Fel- 

lers &  Presba,  Chicago. 

Cleaner  Spots 

NACTO  CLEANER  Corp.,  New 
York,  a  newcomer  to  radio,  last 
week  launched  a  campaign  on 
WJZ,  New  York.  Nacto  is  partici- 

pating twice-weekly  in  The  Woman 
of  Tomorrow,  with  Nancy  Booth 
Craig,  for  a  13-week  period.  R.  T. 
O'Connell  Co.,  New  York,  handles 
the  account. 

Petri  Wine  Spots 

PETRI  WINES,  San  Francisco 
wines),  recently  started  a  concen- 

trated Fall  campaign  of  tran- 
scribed spot  announcements  using 

approximately  60  a  week  on  WCFL, 
Chicago,  and  a  total  of  a  hundred 
spots  a  week  on  KFRC  and  KQW, 
San  Francisco.  Agency  is  Erwin, 
Wasey  &  Co.,  San  Francisco. 

I ATIONAL  ADVERTISERS  and  New  York's 
numerous  nationalities  have  one  thing 
in  common.  They  both  agree  that 

WBNX  is  THE  FOREIGN  LANGUAGE  STATION  of 
GREATER  NEW  YORK. 

No  wonder,  then,  that  WBNX  with  its  5,000  watts, 
directional,  plays  the  dominant  role  in  selling  the 

5,000,000*  foreign-language-speaking-audience  of 
the  world's  greatest  market. 
To  cash  in  on  the  opportunities  of  this  super-market, 
advertise  your  national  products  over  WBNX,  the 
Winner  of  the  Peabody  Citation  for  Public  Service  to 
Foreign  Language  Groups. 

*Over  70%  of  metropolitan  New  York's  population  is foreign  born  or  of  foreign  parentage. 

Your  Best  National  Spot  Buy  ... 

Ill  SeMKII  ?^  us  T^ay/ 
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THE  SudinaM  OF 

BROADCASTING 

STATION  ACCOUNTS 

ep — Btudio  programs 
ne — news  ■programs 
t — transcriptions 

sa — spot  announcements 
ta — transcription  announcements 

WFAA-WBAP,  Dallas-Ft.  Worth 
Interstate  Cotton  Oil  Refining  Co.,  Sher- 

man, Texas  (Mrs.  Tucker's  Shortening), 3  sp  weekly,  thru  Cook  Advertising 
Agency,  Dallas. 

Purina  Mills,  St.  Louis,  Mo.  (Purina 
Feeds),  3  sp  weekly,  thru  Gardner  Ad- 

vertising Co.,  St.  Louis. 
Lever  Brothers  Co.,  Cambridge  (Swan 

Soap),  1  sa  weekly,  thru  Young  &  Eubi- cam,  N.  Y. 
Grove  Labs.  Inc.,  St.  Louis  (Bromo  Quin- 

ine) ,  5  sp  weekly,  thru  Russel  M.  Seeds 
Co.,  Chicago. 

Penick  and  Ford  Inc.,  New  York  (syrup), 
thru  J.  Walter  Thompson  Co.,  N.  Y. 

Davis  Hat  Co.,  Dallas  (Davis  Hats).  ?  sp 
weekly,  thru  Grant  Advertising,  Dallas. 

Studebaker  Corp.,  South  Bend  (btudebaker 
Cars  and  Service),  2  sp  weekly,  thru 
Roche,  Williams  and  Cunnyngham  Inc., 
Chicago. 

McKesson  &  Robbins,  Bridgeport  (Bexel), 
5  sp  weekly,  thru  J.  D.  Tarcher  Adv. 
Co.,  N.  Y. 

Beaumont  Labs.,  St.  Louis  (4-Way  Cold 
Tablets),  5  sp  weekly,  thru  H.  W.  Kas- 
tor  &  Sons  Adv.  Co.,  Chicago. 

Mrs.  Baird's  Bakery,  Fort  Worth,  15  sa weekly,  thru  Tracy-Locke-Dawson,  Dal- las. 
Interstate  Lumber  Co.,  Dallas  (Building 

Materials),   6  so  weekly,  direct. 
Interstate  Circuit  Inc.,  Dallas  (Interstate 

Theaters),  2  sp  weekly,  direct. 

WGAR,  Cleveland 
Ohio  Bell  Telephone  Co.,  Cleveland,  6  sa 

weekly,   26  weeks,  direct. 
Marlin   Firearms   Co.,   New   Haven,   6  sa 

weekly,   13  weeks,  thru  Craven  &  Hed- 
rick,  N.  Y. 

Lever    Bros.,    Cambridge    (Rinso),    10  sa 
weekly,  4  weeks,  thru  Ruthrauff  &  Ryan, N.  Y. 

I.  J.  Fox,  New  York  (furs),  7  sa  weekly, 
thru   Foley   Adv.,  Cleveland. 

G.  E.  Conkey  Co.,  Chicago  (Y  O  Dog 
Food),  2  sa  weekly,  52  weeks,  thru 
Rogers  &  Smith,  Chicago. 

Studebaker  Corp.,  South  Bend,  2  sp  week- 
ly, 5  weeks,  thru  Roche,  Williams  & 

Cunnyngham,  Chicago. 
General  Foods,  New  York  (Post  Toast- 

ies ) ,  1  sp  weekly,  8  weeks,  thru  Benton 
6  Bowles,  N.  Y. 

WCBI,  Columbus,  Miss. 
Purina  Mills,  St.  Louis,  3  sp  weekly,  thru 

Gardner  Adv.  Co.,  St.  Lnuis. 
Dr.    Pepper   Bottling   Co.,   Dallas,   30  sa, 
4  weeks,  thru  Tracy-LocKe-Dawson, Dallas. 

WHBF,  Rock  Island,  111. 
Lever   Brothers   Co.,   Cambridge  (Rinso), 

20  ta  weekly,  6  weeks,  tnru  Ruthraurt  & 
Ryan,  N.  Y. 

International     Milling     Co.,  Minneapolis 
(Robin    Hood    flour),    18    ta    weekly,  3 
weeks,  direct. 

Illinois  Bell  Telephone  Co.,  15  sa  weekly, 
4  weeks,  thru  N.  W.  Ayer  &  Son,  N.  Y. 

Rit  Products  Corp.,  Chicago  (dyes),  10  ta 
weekly,  14  weeks,  thru  Earle  Ludgin, 
Chicago. 

Manhattan  Soap  Co.,  New  York  (Sweet- 
heart soap).  6  ta  weekly,  12  weeks,  thru 

Franklin  Bruck.  N.  Y. 
American  Cigarette  &  Cigar  Co.,  New 
York  (Pall  Mall  cigarettes),  33  ta  week- 

ly, 7  weeks,  thru  Ruthrauff  &  Ryan, 
N.  Y. 

Carter  Products,  New  York    (liver  pills), 
5  ta  weekly,  52  weeks,  thru  Ted  Bates, 
N.  Y. 

Carter  Products,  New  York  (Arrid),  3  ta 
weekly,  52  weeks,  thru  Ted  Bates,  N.  Y. 

WOWK-WGL,  Ft.  Wayne 
Indiana  Bell  Telephone  Co.,  Indianapolis, 

28  sa,  direct. 
Manhattan  Soap  Co.,  New  York  (Sweet- 

heart), 78  ne,  thru  Franklin  Bruck, N.  Y. 
Grove  Labs.,  St.  Louis   (Bromo  Quinine), 

66  ne,  thru  Russel  M.  Seeds.  Chicago. 
Kellogg  Co..  Battle  Creek    (All-Bran),  79 

ta,  thru  Kenyon  Eckhardt,  N.  Y. 
Foley  &  Co.,  Chicago  (home  remedies),  65 

sp,  thru  Lauresen  &  Salomon,  Chicago. 
Ringling  Bros.  &  Bamum  &  Bailey  Shows, 
New  York,  15  sa,  direct. 

KFI,  Los  Angeles 
O'Brien  Candy  Co.,  San  Jose,  Cal. (candy),  weekly  sa,  thru  Brisacher, 

Davis  &  Staff,  San  Francisco. 
O'Keefe  &  Merritt  Co.,  Los  Angeles  (gas stoves),  3  ne  weekly,  thru  Richard  B. 

Atchison  Adv.,  Los  Angeles. 
Nassour  Bros.,  Los  Angeles  (42  prod- 

ucts ) ,  2  sp  weekly,  thru  Milton  Wein- 
berg Adv.  Co.,  Los  Angeles. 

KECA,  Los  Angeles 
Golden  Age  Corp.,  Los  Angeles  (maca- 

roni), 28  ta  weekly,  thru  Brisacher, 
Davis  &  Staff,  Los  Angeles. 

Western  Federal  Savings  &  Loan  Assn., 
Los  Angeles  (investments),  weekly  t, 
J.  Elwood  Robinson  Adv.,  Los  Angeles. 

WRC,  Washington 
Chesapeake    &    Potomac    Telephone  Co., 

Washington,     21     sa,     thru  Kaufman, 
Washington. 

General    Baking    Co.,    New    York  (Bond 
Bread),   24   sa,   4   weeks,   thru  Ivey  & 
Ellington,  Philadelphia. 

KHJ,  Hollywood 
Golden  State  Co.,  San  Francisco  (Golden 

V  milk),  50  ta,  thru  Ruthrauff  &  Ryan, 
San  Francisco. 

Sunny  Sally  Vegetable  Growers,  Vernon, 
Cal.  (salad  vegetables),  5  sp  weekly, 
thru  Tyler  T.  Smith  Adv.,  Hollywood. 

KNX,  Hollywood 
Campbell  Cereal  Co.,  Northfield.  Minn. 

(Ma  t-O-Meal) .  2  sp  weekly,  thru  H. 
W.  Kastor  &  Sons,  Chicago. 

Beaumont  Labs.,  St.  LoUis  (4-Way  cold 
tablets),  2  sp  weekly,  thru  H.  W.  Kas- tor &  Sons,  Chicago. 

General  Foods  Corp.,  New  York  (Birds 
Eye  frozen  foods),  6  sp  weekly,  thru 
Young  &  Rubicam,  N.  Y. 

Vick  Chemical  Co.,  Greensboro,  N.  C. 
(Voratone,  Vaporub,  Vatronal),  3  sp 
weekly,  thru  Morse  International,  N.  Y. 

Quaker  Oats  Co.,  Chicago  (pancake  flour). 
6  t  weekly,  thru  Sherman  K.  Ellis  & 
Co.,  Chicago. 

TED  COLLINS  FIRST 

TO  RECEIVE  SCROLL 
TED  COLLINS,  producer  of  Kate 
Smith's  broadcasts  on  CBS,  will 
receive  a  scroll  in  recognition  of 
"his  efforts  through  his  radio  pro- 

gram to  inspire  the  American  pub- 
lic with  the  will  to  win  the  war," from  the  We  Will  Win  the  War 

Committee  of  the  American  War 
Heroes  Foundation,  New  York. 

Collins  will  receive  the  award 
from  Hon.  James  J.  Gerard,  for- 

mer ambassador  to  Germany,  and 
honorary  chairman  of  the  Commit- 

tee, when  the  latter  returns  to  the 
city  at  an  undetermined  date. 

Collins  is  the  first  person  to  be 
honored  by  the  committee,  which 
will  select  each  month  a  person  who 
is  making  a  valuable  contribution 
to  the  war  effort.  The  group  is 
headed  by  George  Fecke,  national 
director,  and  includes  in  its  mem- 

bership the  governors  of  21  States. 
Kate  Smith,  songstress,  is  spon- 

sored on  CBS  Monday  thru  Friday 
by  General  Foods  Corp.,  New  York, 
for  Swansdown  Cake  Flour  and 
Calumet,  and  on  the  same  network 
in  a  Friday  evening  show  previous- 

ly aired  for  Grape  Nuts,  and  re- 
suming Sept.  18  for  Jell-0.  Young 

&  Rubicam,  New  York,  handles  the 
account. 

Seventh  'Charm'  Season 
GENERAL  ELECTRIC  Co.  Sche- 

nectady, entered  its  seventh  season  as 
sponsor  for  the  Hour  of  Charm  on 
NBC  with  the  Sept.  6  program,  which 
also  marked  the  300th  broadcast  of 
the  show.  Agencies  are  BBDO,  New 
York,  and  Foster  &  Davies,  Cleveland. 

NEW  RATING  CHART 

IN  HOOPER  REPORT 

A  CHART  of  "Maximum  Expected 
Statistical  Variations  in  Ratings", 
designed  to  determine  the  amount 
by  which  one  rating  on  a  program 
must  differ  from  another  in  order 
to  indicate  a  definite  change  in 
audience  size,  is  included  in  the 
Aug.  8-14  report  of  national  pro- 

gram ratings  issued  by  C.  E.  Hoop- 
er, Inc. 

The  accompanying  explanation 
points  out  that  in  addition  to 
"popularity"  a  program's  rating 
may  be  affected  by  the  influence  of 
contemporary  events,  weather  con- ditions, changes  in  programming 
preceding  and  following  the  pro- 

gram measured,  seasonal  differ- 
ences in  listener  interest,  variations 

in  number  of  programs  of  the  same 

type  as  the  one  studied  and  "chance variation  inherent  in  every  figure 

produced  by  a  sampling  operation.'^ Chart  shows  the  maximum  plus 
or  minus  variations  for  any  rating 
which  may  be  expected  to  occur 
without  reflecting  any  real  change 

in  the  size  of  the  program's  listen- 
ing audience. 

WAGA  Agrees  With  FTC 

To  Drop  Certain  Claims 
A  STIPULATION  has  been  en- 

tered by  WAGA,  Atlanta,  with 
the  Federal  Trade  Commission  to 
cease  certain  representations  re- 

garding the  station's  transmittal 
facilities  and  power,  the  FTC  an- nounced last  week. 

The  announcement  declared  that 
the  "Liberty  Broadcasting  Corp., 
operating  radio  station  WAGA, 
Atlanta,  engaged  in  selling  the  use 
of  its  radio  transmittal  facilities 
and  power,  stipulated  with  the Federal  Trade  Commission  to  cease 
representing  that  WAGA  has  more 
listeners  in  Atlanta  than  any  other 
radio  station  or  that,  when  op- 

erating as  authorized  in  its  con- 
struction permit,  it  can  be  heard 

without  interference  over  the  en- 
tire State  of  Georgia;  or  misrep- 

resenting through  exaggeration  the 
number  of  prospective  purchasers 
who  listen  to  the  station".  Under 
procedure  of  the  FTC,  any  com- 

plaints entered  by  that  agency  are 

dropped  upon  entrance  of  a  stipu- lation. 

HARRY  M.  DITTMAN,  head  of  Ditt- man  Adv.  Agency,  Philadelphia,  has 
been  appointed  member  of  the  execu- 

tive committee  of  the  Consumer's  Pro- tective Committee,  which  is  part  of  the 
Philadelphia  Council  of  Defense. 

Reps. — Joseph  Hershey  McGillvra — 1000  Watts,  750  Kc.  Adv.      New  York-Chicago  Reps.— The  Walker  Company  Adv. 
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VAL  VITA  FOOD  PRODUCTS  Inc., 
Fullerton,  Cal.  (food  packers),  faced 
with  a  shortage  of  fruit  pickers,  in  a 
three-day  campaign  ending  Ang.  28, 
used  a  series  of  13  spot  announcements 
on  KFWB,  Hollywood,  to  fill  the 
quota. 
CALIFORNIA  AIRCRAFT  INSTI- 

TUTE, Los  Angeles  (technical  school), 
on  Aug.  26  started  sponsoring  a  night- 

ly quarter-hour  sports  program  titled 
8poH  Front  on  KFWB,  Hollywood. 
Contract  is  for  13  weeks,  with  Bruce 
Jordan  as  sportscaster.  Agency  is 
Hillman-Shane-Breyer  Inc.,  Los  An- 
geles. 
CALIFORNIA  GROWN  SUGAR 
Group,  San  Francisco  (beet  sugar), 
in  a  13-week  campaign  which  started 
Aug.  24  is  using  daily  participation  in 
Polly  Patterson's  Pantry  on  KFAC, 
Los  Angeles.  Agency  is  McCann-Erick- 
son  Inc.,  San  Francisco.  Arden  Farms 
Co.,  Los  Angeles  (Arden-ett  ice 
cream),  through  Productive  Adv. 
Agency,  that  city,  is  also  using  a  simi- 

lar schedule  on  that  program.  Latter 
contract  is  for  13  weeks,  having 
started  Aug.  28. 
GOOD  FOODS  Inc.,  Minneapolis 
(Skippy  peanut  butter),  has  started 
Skippy  Hollywood  Theater,  weekly 
transcribed  program  starring  movie 
and  radio  celebrities,  on  WOW,  Oma- 

ha. Agency  is  Campbell-Mithun,  Min- 
neapolis. 
DR.  A.  W.  CHASE  MEDICINE  Co., 
Ltd.,  Oakville,  Ont.  (proprietary),  has 
renewed  spot  announcement  campaign 
on  CHSJ,  St.  .Tohn.  N.  B. ;  CKAC, 
Montreal ;  CKLW.  Windsor,  Ont.  Ac- 

count was  placed  by  Ardiel  Adv.  Agen- 
cy, Oakville,  Ont. 

SEABOARD  FINANCE  Co.,  Los  An- 
geles (finance),  with  local  ofiice  tie-in, 

on  Aug.  31  started  sponsoring  a  thrice- 
weekly  quarter-hour  newscast  on  KPO. 
San  Francisco.  Contract  is  for  52 
weeks.  Agency  is  Smith  &  Bull  Adv., 
Los  Angeles. 
DAITCH  DAIRY  STORES,  New 
York,  will  launch  a  twice-weekly 
news  program  on  WEVD,  New  York, 
featuring  Joshua  S.  Epstein,  com- 

mentator, in  Jewish  news  in  English, 
starting  Sept.  8.  Business  was  placed 
direct. 

BARNEY'S  CLOTHING  STORE, New  York,  will  sponsor  Hans  Jacob, 
news  analyst,  thrice-weekly  on  WOV, 
New  York,  starting  Sept.  14.  Firm  is 
currently  airing  announcements  on 
WAAT,  Jersey  City,  WHN  and 
WINS,  New  York,  and  recently  re- 

newed for  another  52  weeks  with 
WNEW,  New  York,  for  announce- 

ments and  musical  programs.  Agency 
is  Emil  Mogul  Co.,  New  York. 

'Mom,  do  I  have  to  listen  to 
every  soap  opera  on  WFDF  Flint 

Michigan?" 

Carter  Serial 

CARTER  PRODUCTS  Inc.,  New 
York,  will  start  a  spot  radio  cam- 

paign for  Carter's  Little  Liver  Pills 
on  the  Pacific  Coast  on  Oct.  5,  us- 

ing a  five-day-a-week  transcribed 
serial  program,  Judy  &  Jane,  on 
seven  stations  which  are  currently 
being  lined  up  by  Ted  Bates,  New 
York,  agency  in  charge  of  the 
account. 

y\GEICY 

jH'ppaifthneiCh 

NU-NAP  PROCESS  and  Bestway  Shine 
Removing  Co.,  New  York,  to  H.  W.  Fair- 

fax Adv.  Agency,  New  York.  Radio,  news- 
papers and  car  cards  to  be  used. 

SWIFT  &  Co..  Chicago  (ice  cream),  to 
Needham,  Louis  &  Brorby,  Chicago.  Mau- rice H.  Needham.  account  executive. 
Media  not  announced. 
GORDON  FENNELL  Co.  (K.  A.  Soup-er- 
Mix  and  r.ther  dehydrate!  foods).  Cedar 
Rapids,  la.,  to  Irwin  Vladimir  &  Co.,  New 
York,  for  advertising  abroad.  Media  not 
announced. 
URBANA  WINE  Co.,  Urbana,  N.  Y..  and 
Kemp  &  Lane  Inc.,  LeRoy.  N.  Y.,  to 
Hutchins  Advertising  Co.,  Rochester,  Media 
not  announced. 
RED  ROCK  BOTTLERS  Inc.,  Atlanta, 
Ga.  (Red  Rook  Cola),  to  H.  A.  Sal""an Inc.,  N.  Y.  Newspapers,  magazines,  radio. 
ARONSON-CAPLIN  Co..  N.  Y.  (under- 

wear) ,  to  Grey  Adv.,  N.  Y.  Magazine, 
trade  paper,  radio. 
MA.JOR  VITAMINS  Inc.,  N.  Y.  (Vitamin 
products),  to  Grey  Adv.,  N.  Y.  Magazine, 
trade  papers,  radio. 
ADAM  SCHEIDT  BREWING  Co.,  Nor- 
ristown.  Pa.,  to  Lawrence  I.  Everling, 
Philadelphia. 
HEALTH  FOOD  PRODUCTS  Inc.,  New 
York,  to  J.  R.  Kupsick  Adv.  Agency,  N.  Y. 
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When  you  think  of 

SPOTS... 

think  of  John  Blair! 
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Canada  Will  Use  Spots 

In  Insurance  Campaign 
CANADIAN  DEPT.  of  finance 
starts  on  Sept.  7  a  three-week  paid 
spot  announcement  campaign  on 
alternating  stations  to  acquaint 
the  Canadians  on  War  Risk  Insur- 

ance which  goes  into  effect  on  that 
day.  Under  legislation  passed  early 
this  summer  the  Canadian  gov- 

ernment will  pay  war  risk  insur- 
ance on  property  up  to  $3,000  and 

on  chattels  up  to  $1,200.  There 
are  15  one  minute  announcements 
in  the  series  and  they  will  run  once 
daily.  The  account  was  placed  by 
the  Advertising  Agencies  of  Can- 

ada. It  is  the  second  Department 
of  Finance  paid  program  on  the 
air  at  present,  the  other,  for  War 
Saving  Certificates,  being  a  net- 

work daily  show,  They  Tell  Me. 
Another  campaign  for  the  depart- 

ment is  expected  to  start  later  this 
month  for  Victory  Loan  drive. 

In 

Salt  Lake  City 

most  people 

just  naturally 

turn  to  their 

Ample  Hydro 

and  Low-Cost 
Coal  Energy 

THERE  are  forty  light  and  power  dis- tributing companies  in  Nova  Scotia, 
deriving  their  energy  from  the  numer- 

ous power-sites  of  the  Province,  which 
actually  develop  a  total  of  407,426 
H.P.  These  power-sites  which  are  well 
distributed,  are  all  owned  by  the 
Crown  and  are  being  developed  either 
directly  by  the  Nova  Scotia  Power 
Commission  or  by  private  companies 
operating  under  lease. 

As  a  result  of  these  extensive  power 
developments,  electric  light  and  power 
ore  available  in  practically  every  coun- 

try di'trict  at  moderate  rates.  Large 
quantities  of  low-grade  coals  are  also 
accessible,  although  not  now  being 
mined,  for  the  development  of  further 
electrical  energy  when  the  demand arises. 

Facilities  for  prompt  communication 
are  afforded  by  modernly  equipped 
telephone  and  telegraph  systems  ex- 

tending throughout  the  Province.  In- vestigate! 

KOVA  SCOTIA 

Radio  Brcadcasting  Station 

C  H  N  S 
HALIFAX,  NOVA  SCOTIA, 

CANADA 

USA  Rep.  •  Jos.  Weed  &  Co.  •  New  York  City 

u 
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POPULAR 

station, So/I  loir  C/iK 

JOHN  BIAIRA"''«\ 
&  COMPANY CrZm 

NBC STATION 
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50,000  WATTS 

The  Greatest  Selling  POWER 

in  the  South's  Greatest  City 
CBS  Affiliate 

Nat'l  Rep.  -  The  Katz  Agency  Inc. 

U.  S.  Sponsors  Pushing  Latin  Markets 

The  Twin  Port  Cities  of 

DULUTH- 

SUPERIOR 

BUY  79%  MORE 

CLOTHES 

than  the  whole  State  of 

WYOMING! 

KDAL 

Duluth,  Minnesota 

5,000 

Long  Range  Campaigns 

Used  to  Keep  Name 
In  Public  Eye 

AGGRESSIVE  RADIO  campaigns 
in  the  Latin  American  markets  are 
being  carried  on  by  American  ad- 

vertisers, according  to  R.  C.  Le 
Bret,  president  of  Export  Adv. 
Agency,  Chicago.  Although  there 
are  distribution  difficulties  in  get- 

ting transportation,  the  U.  S.  firms 
are  planning  long  range  campaigns 
to  keep  the  names  of  their  products 
before  the  Latin  American  con- 

sumers. In  many  cases  the  copy  has 
been  written  in  cooperation  with 
the  Office  of  Coordinator  of  Inter- 
American  Affairs. 

"Sometimes  a  dealer's  shelves 
may  be  empty  for  four,  five  or  more 
weeks  down  there,  but  the  spon- 

sors continue  with  their  radio  pro- 
grams and  you  see  the  good  results 

when  new  supplies  arrive  in  the 
stores,"  Mr.  Le  Bret  pointed  out. 

Disc  Music  Popular 

Because  long  series  of  spot  an- 
nouncements may  be  scheduled  for 

15  or  20  minutes  at  a  time  instead 
of  between  programs,  the  U.  S.  ad- 

vertisers have  found  complete  pro- 
grams of  good  transcribed  music 

produced  in  the  United  States  win 
the  listeners.  Any  music  but  hot 
jazz  has  their  approval,  Mr.  Le 
Bret  remarked,  but  popular  song 
hits  recorded  by  Latin  orchestras 
in  New  York  are  the  favorites. 

Current  leading  program  in  pop- 
ularity, judging  from  letters  and 

comments  is  a  weekly  quarter-hour 
script  program  of  Hollywood  gos- 

sip written  by  a  South  American 
living  in  Los  Angeles,  Mr.  Le  Bret 
said.  The  program,  sponsored  by 
George  W.  Luft  Co.,  New  York 
(Tangee  cosmetics),  is  handled  by 
local  announcers  on  each  station 
and  copy  is  sent  by  airmail  each 
week. 

It  is  broadcast  in  16  countries,  in 
Colombia  on  HJAN  and  HJAB, 
Barranquilla;  HJCX,  Bogota; 
HJ7ABB,  Bucaramanga;  HJEB 
and  HJED,  Cali;  HJBB  and 
HJBC,  Cucuta;  HJDK  and  HJDE, 
Medellin;  HJAH,  Pasto;  HJFA, 
Pereira;  Radio  Colonial,  Popayan. 
In  Argentina  on  LRI,  Buenos  Aires. 
In  Chile  on  CB57,  Santiago,  and 
CB90,  Valparaiso.  In  Costa  Rica  on 
TIGPH,  San  Jose. 

In  Cuba  on  RHC-Cadena  Azul, 
Havana.  In  the  Dominican  Repub- 

lic, HIZ,  Ciudad  Trujillo;  in  Ecua- 
dor,   HC2AJ-HC2AK,  Guayaquil, 

HCJB  and  HCQR,  Quito;  in  Gua- 
temala, TGW,  Guatemala  City;  in 

Honduras,  RHN,  Tegucigalpa;  in 
Mexico,  XEW,  Mexico  City;  in 
Panama  on  HP5A-H0C,  Panama 
City;  in  Peru,  0AX4A  and  0AX4Z, 
Lima;  in  Puerto  Rico,  WKAQ,  San 
Juan;  in  Uruguay,  Radio  Femenina, 
Montevideo;  in  Venezuela,  YV5RA- 
YV5RN,  YV5RL,  YV5RW  and 
YVIRA,  Caracas. 

Campbell  Soup  Drive 
Another  U.  S.  company  which 

has  recently  expanded  their  adver- 
tising schedules  in  South  America 

through  the  Export  Adv.  Agency 
is  Campbell  Soup  Co.,  Camden 
(condensed  soups),  sponsoring 
quarter-hour  twice  weekly  tran- 

scribed music  and  talks  on  nutri- 
tion on  RHC,  Havana,  and  WPAB, 

Ponce,  and  WIAC,  San  Juan,  Puer- 
to Rico. 

Wintersmith  Chemical  Co.,  Louis- 
ville (malaria  cure),  advertises  on 

five-minute  and  quarter-hour  tran- 
scribed musical  programs  four  or 

five  times  weekly  in  Colombia  on 
HJFH-HJFM,  Armenia;  HJAB- 
HJAN,  Barranquilla;  HJDC-HJCB, 
Bogota;  GAB-GAK,  Bucaramanga; 
HJGB-HJED,  Cali;  HJDE-HJDK, 
Medellin;  HJFA,  Pereira;  in  Mex- 

ico on  XEDR,  Guaymas;  HEBH- 
HEBR,  Hermosillo;  XEDS,  Mazat- 
lan;  XEB,  Mexico  City;  XEFC, 
Merida,  XET,  Monterrey;  XEAX, 
Oaxaca;  XEFW,  Tampico;  XETB, 
Torreon;  XEHV,  Veracruz;  in 
Panama  on  HP5G-H0A,  Panama City. 

Miles  Labs.,  Elkhart,  has  started 
to  test  Nervina  on  RHC,  Havana, 
with  thrice  weekly  programs  of 
transcribed  music.  The  company 
has  recently  expanded  radio  pro- 

motion of  Alka-Seltzer,  with  tran- 
scribed musical  programs  on  18 

Colombian  stations,  HJFH  and 
HJFM,  Armenia;  HJAN  and 
HJAB,  Barranquilla;  HJCX  and 
HJDC,  Bogota;  HJ7-ABB,  Buca- 

ramanga; HJEB  and  HJED,  Cali; 
HJAE  and  HJAF,  Cartegena; 
HJBB  and  HJBC,  Cucuta;  HJFX, 

Manizales;  HJDK  and  HJDE,  Me- 
dellin; HJAH,  Pasto;  HJFA,  Pe- 

reira; in  Costa  Rica  on  TIHR  and 
TIPG,  San  Jose;  in  Chile  on  CB57, 
Santiago;  in  Cuba  on  RHC-Cadena 
Azul,  Havana;  in  the  Dominican 
Republic  on  H19B,  Santiago,  and 
H12,  Ciudad  Trujillo;  in  Ecuador, 
HC2R,  Quito;  in  Guatemala,  TGW, 
Guatemala;  in  Honduras,  HRN, 
Tegucigalpa;  in  Mexico,  XEW, 
Mexico  City;  in  Nicaragua,  YRNS, 
Managua;     in    Panama,  HPSA, 

TESTIKG2 

Reach  a  big  chunk 
of  ILLINOIS  ...  do 

your  testing  thru  the 
DECATUR  station 

250  W.  1340.  Full  Time. 
Sears  &  Ayer,  Reps. 
How  can  we  help  you? 

Panama  City;  in  Peru,  0AX-4-B, 
Lima;  in  Puerto  Rico,  WPAB, 

Ponce,  WKAQ,  San  Juan;  in  Vene- 
zuela, YV5RL-Radio  Tropical, 

YV5RW,  YV5RA,  Caracas;  and 
a  short  wave  program  from 
WLWO,  Cincinnati. 

Knox's  Hollywood  Chatter 

Hollywood  gossip  on  five-minute 
and  quarter-hour  live  programs  is 
used  by  Knox  Co.,  Los  Angeles 
(cosmetics  and  pharmaceuticals), 
on  0AX4A,  Lima,  Peru,  and 
WIAC,  San  Juan,  Puerto  Rico. 

Recently  expanded  schedules  for 
transcribed  musical  programs  two 
to  five  days  a  week  have  been  placed 
by  Bauer  &  Black,  Chicago  (Blue 
Jay  Corn  Plasters),  in  Colombia 
on  HJIABH,  Barranquilla;  HJDC- 
HJCB,  Bogota;  HJ5ABB,  Cali; 
Cuba  on  RHC,  Havana;  in  Mexico 
on  XEFI,  Chihuahua;  XED-XEDQ, 
Guadalajara;  XEFC,  Merida; 
XEB,  Mexico  City  ;  and  by  Mentho- 
latum  Co.,  Wilmington,  Del.,  in 
Colombia  on  HJDC-HJCB  and 
HJCX-HJCZ,  Bogota,  and  HJGB- 
HJED,  Cali;  in  Peru  on  0AX41 
and  0AX4A,  Lima. 

Schlitz  Series 

Joseph  Schlitz  Brewing  Co.,  Mil- 
waukee has  sponsored  Spanish  and 

English  quiz  programs  for  several months  on  stations  in  Panama  City 
and  San  Juan  [Broadcasting, 
July  27].  Seeck  &  Kade,  New  York 
(Pertussin  cough  medicine),  is  us- 

ing transcribed  quarter-hour  pro- 
grams giving  health  advice  on 

WPAB,  Ponce,  and  WKAQ,  San 
Juan,  Puerto  Rico. 

Hussey  Moves 
ROBERT  D.  HUSSEY,  radio  de- 

partment manager  of  Paramount 
Pictures  Inc.,  has  resigned  and  on 
Sept.  15  joins  Frank  W.  Vincent 
Agency,  Beverly  Hills,  Cal.,  talent 
service,  as  an  associate.  Hussey  or- 

ganized Paramount's  radio  depart- ment in  Hollywood  about  four  years 

ago,  having  previously  been  as- sistant to  the  then  publicity  depart- 
ment manager.  His  film  studio  suc- cessor has  not  been  announced. 

SOY WIBW  ̂  '^^T O  PeTa 
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HOW  RETAIL  TRADE  HAS  FARED  THIS  YEAR 

>  1 

Wall  Street  Journal 

RECENT  UPSURGE  in  consumer  buying  follows  something  of  a  slump 
in  retail  trade.  For  the  first  seven  months  this  year,  however,  depart- 

ment store  sales  for  the  country  as  a  whole  averaged  13%  above  the  like 
period  last  year,  according  to  figures  of  the  Federal  Reserve  Board. 
This  is  based  on  dollar  sales  and  does  not  reflect  prices  which  are  con- 

siderably higher  now  than  a  year  ago.  Stores  in  some  cities  have  shown 
large  gains  while  a  few  cities  have  reported  declines,  according  to  the 
Federal  Reserve  figures,  many  of  which  are  shown  on  the  map  above. 
Some  of  the  largest  increases  were  recorded  by  Washington,  26  % ; 
Charleston,  S.  C,  34%;  Fort  Smith,  Ark.,  40%;  Witchita,  Kan.,  29%; 
Long  Beach,  Cal.,  35%;  Vallejo  and  Napa,  Cal.,  49%;  Seattle,  34%. 
Among  those  showing  decreases  from  a  year  ago  were:  Charleston, 
W.  Va.,  3%;  Miami,  6%;  Springfield,  Mo.,  9%;  Hutchinson,  Kan.  1%. 

UNITED  BUSINESS  SEPTEMBER  FORECAST 

This  map,  reproduced  by  courtesy  of  United  Business  Service,  Boston, 
shows  business  conditions  in  all  parts  of  the  U.  S.  and  Canada 

as  indicated  in  its  surveys- 

BELOW AVERAGE 

KIRO,  Seattle,  recently  did  a  half- hour  remote  broadcast  of  a  complete 
mobilization  of  local  civilian  and  mili- 

tary protection  forces  from  atop  the 
Cobb  Building  where  its  studios  are 
located.  Art  Lindsay,  special  events 
director,  was  at  the  mike. 

JOHNNY  LONG
 

records  for 

LANG-WORTH 

Six  Abandon  CPs 

For  5  Kw.  Power 

Four  Allow  Permits  to  Lapse; 

Two  Others  to  Follow 
WAR  CONDITIONS  have  hit  the 

plans  of  at  least  half  dozen  sta- 
tions for  increasing  their  operating 

power  with  the  disclosure  last  week 
by  the  FCC  that  four  outlets  hold- 

ing construction  permits  for  boosts 
to  5,000  watts  had  allowed  their 
CP's  to  expire,  while  another  two 
whose  CP's  are  soon  to  expire  have 
voiced  their  intention  of  dropping 
their  plans  for  the  present. 

WSFA,  WMBD  Also 

Expired  are  the  5,000-watt  con- 
struction permits  of  KROW,  Oak- 

land, Cal.,  now  using  1,000  watts 
on  960  kc;  KWK,  St.  Louis,  cur- 

rently with  5,000  watts  night  and 
1,000  day  on  1380  kc;  WBRY, 
Waterbury,  Conn.,  with  1,000  watts 
on  1590  kc.  at  the  present  time; 
WKBH,  La  Crosse,  Wis.,  with 
1,000  watts  on  1410  kc. 
The  other  two— WSFA,  Montgom- 

ery, Ala.,  licensed  for  500  watts 
night  and  1,000  day  on  1440  kc, 
and  WMBD,  Peoria,  111.,  at  present 
500  watts  night  and  1,000  day  on 
1470 — have  notified  the  Commis- 

sion that  they  will  allow  their  cur- 
rent CP's  to  lapse  and  accordingly 

let  them  be  deleted  at  that  time. 

In  practically  all  cases,  the 
cause  was  laid  to  the  unavailability 

SERVICE  CALLS  HIT 

FT.  WORTH  OUTLETS 

NINE  STAFF  changes  at  WBAP- 
KGKO,  Fort  Worth,  were  an- 

nounced last  week,  principally  re- 
sulting from  men  entering  the  ser- 

vice. A.  M.  (Woody)  Woodford, 
production  director,  is  now  serving 
as  Naval  Warrant  OflScer  at  Far- 
ragut,  Ida. The  engineering  department  has 
lost  four  men:  Elliott  Maersch,  a 
second  lieutenant  in  the  Army  Air 
Forces;  Bruce  Howard,  Navy  War- 

rant Officer;  Frank  Parrish,  also 
a  Navy  Warrant  Officer;  and  Bob 
Bird,  working  under  Civil  Service 
for  the  Army  Signal  Corps.  Addi- 

tions to  the  engineering  department 
are:  Thomas  Bedford,  formerly  of 
WHAS,  Louisville,  and  Harvey 
Robertson,  former  chief  engineer 
of  KCMC,  Texarkana,  Tex. 

Marvin  Moore,  formerly  on  the 
dramatics  staff,  has  been  made  a 
fulltime  announcer  and  Marie  Gal- 

lagher has  been  named  a  recep- 
tionist. 

FTC  Complaint 
FRATELLI  BRANCA  &  Co..  New 
York,  distributor  and  seller  of  Fernet- Branea,  medical  preparation,  has  been 
charged  by  the  Federal  Trade  Commis- sion with  false  advertising.  Complaint 
alleges  representations  by  the  company 
are  "exaggerated,  false  and  mislead- 

ing." 

of  necessary  equipment.  WSFA 
and  WMBD  are  the  only  ones 
whose  CP's  had  been  granted  this 
year,  the  others  having  been  issued 

prior  to  1942. 

VIRGINIA 

YOU  REACH 

MORE  PEOPLE 

AT  LOW  COST *  ON  ♦  , 

RICHMONDS 

STATION 

•
L
i
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CONTROli?^ 

ROOM 

JIM  ZIMMERMAN,  apprentice  oper- 
ator of  WIBW,  Topeka,  Kan.,  and 

Louise  Pogson,  station  secretary,  were 
recently  married. 
DENNY  HOLLANDSWORTH,  for- 

mer control  room  operator  and  an- 
nouncer of  WJLS,  Beckley,  W.  Va., 

has  joined  the  Army.  Donald  C.  Moye, 
WJLS  control  room  operator,  has 
.joined  the  Navy  with  a  3rd  class  ra- 

dioman's rating. 
ALFRED  E.  TEACHMAN,  assistant 
chief  engineer  of  WEEI,  Boston,  has 
been  commissioned  a  first  lieutenant 
in  the  Army  Air  Forces,  and  will  be 
stationed  at  Officers'  Training  School, Miami,  Fla.,  for  six  weeks  before 
transfer  to  Bowman  Field,  Ky. 
JIMMY  MURPHY,  sound  effects  en- 

gineer of  CBS  Hollywood,  has  joined 
the  Army  Air  Forces. 
EARL  LISKE,  technician  of  KMPC, 
Beverly  Hills,  Cal.,  has  resigned  to 
take  a  Civil  Aeronautics  Authority 
instructor's  training  course  and  is stationed  at  Fresno,  Cal.  Rod  Whalen 
has  taken  over  his  former  post. 
DON  CREED,  sound  effects  engineer 
of  CBS  Hollywood,  has  joined  the 
Office  of  War  Information  in  San 
Francisco. 
MONROE  LOONEY,  remote  engineer 
of  WCBI,  Columbus,  Miss.,  has  com- 

pleted a  course  in  radio  engineering 
at  Whitehaven,  Tenn.,  and  is  waiting 
for  results  of  an  FCC  examination. 
JOB  SHAW,  control  operator  of  KSL, 
Salt  Lake  City,  Utah,  will  enter  the 
Utah  State  Agricultural  College  for 
civilian  training  in  the  Army  Signal 
Corps. 

•Wevd 

ACA  Appoints  Darlington 

EDGAR  T.  DARLINGTON,  engi- 
neer of  WFIL,  Phildelphia,  has 

been  named  vice-president  of  the 
American  Communications  Assn. 
broadcast  division  with  headquar- 

ters at  1626  Arch  St.,  Philadelphia. 
He  has  been  identified  with  tele- 

phone, teleeraph.  marine  and 
broadcast  fields  for  the  last  30 

years. 

CHARLES  H.  COLEMAN,  engineer 
of  WFIL,  Philadelphia,  is  now  a  first 
lieutenant  in  the  Army  Air  Forces. 
LeROY  ANSPACH  and  Bill  Thun- 
nell,  technicians  of  KYW,  Philadel- 

phia, have  been  commissioned  in  the 
Army  Air  Forces.  Wililam  S.  Gilbert 
and  Marshall  Soura,  also  leave  the 
staff.  Gilbert  has  been  commissioned 
a  Navy  lieutenant  (j.g)  and  Soura 
will  teach  Signal  Corps  radio  recruits. 

RALPH  LAUTZENHEISER,  form- 
erly of  KSCJ,  Sioux  City,  la.,  is 

transmitter  technician  of  WCCO, 
Minneapolis. 

JOHN  RE  ILLY,  formerly  chief  engi- 
neer of  WSRR,  Stamford,  Conn.,  has 

joined  WABC,  New  York,  as  a  tech- nician. 

EWING  JULSTEDT,  former  engi- 
neer of  WFIL,  Philadelphia,  has  been 

commissioned  a  lieutenant  in  the  Navy. 
ANTHONY  LANDRY,  formerly  in 
the  radio  division  of  the  Westchester 
County  police,  has  joined  the  CBS  en- 

gineering staff. 
HERMAN  WILSON  has  joined  the 
transmitter  staff  of  CHEX,  Peterboro, 
Ont. 
FRANK  SHANNON,  engineer  of 
WCAU,  Philadelphia,  has  been  com- missioned a  captain  in  the  Army  Air Forces. 

1BH3    Ebuiarb  A.  Bannu^r  1342 

5000  WATTS
 1330  KILO 
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RADIO  LOST  another  of  its  pa- 
triarchs with  the  sudden  death 

Aug.  29  of  Edward  A.  Hanover, 
vice-president  in  charge  of  manu- 

facturing and  broadcasting  opera- 
tions for  the  Stromberg-Carlson 

Telephone  Mfg.  Co.,  Rochester. 
Stricken  while  on  a  weekend  hol- 

iday in  the  Thousand  Islands,  Mr. 
Hanover  died  shortly  after  his  boat 
reached  shore  from  Alexandria 
Bay.  He  had  played  18  holes  of  golf 
two  days  before  and  was  thought 
to  be  in  excellent  health.  He  was 
59. 

A  native  of  Wisconsin,  Mr.  Han- 
over attended  the  U  of  Wisconsin 

for  a  short  time.  He  joined  Strom- 
berg-Carlson when  18  in  Chicago 

and  grew  up  with  the  firm,  having 
started  in  the  purchasing  depart- 

ment. He  came  to  Rochester  in 
1904. 

In  Charge  of  Radio 
At  the  time  of  his  death,  Mr. 

Hanover  was  in  charge  of  all  man- 
ufacturing and  broadcasting  opera- 

tions, including  the  50,000-watt 
WHAM,  Rochester.  He  also  was  a 
director  of  the  company. 

While  radio  was  still  young,  Mr. 
Hanover  was  quick  to  see  its  poten- 

tialities. The  company  was  already 
in  the  set  manufacturing  field  in 
1926  when  he,  along  with  others, 
advocated  acquisition  of  WHAM, 
which  subsequently  became  a  50,- 
000-watt  outlet  on  its  clear  chan- nel. 

Mr.  Hanover  participated  in 
many  of  the  earlier  conferences  of 
the  Federal  Radio  Commission  and 
the  FCC  in  the  moulding  of  allo- 

cations policies.  Company  officials, 
identified  with  WHAM  operations, 
recall  that  his  primary  considera- 

tion was  always  that  of  the  lis- 
tener. 

"Mr.  Hanover  was  a  real  credit 
to  the  industry,"  said  William  Fay, 
WHAM  general  manager.  "His  loss 
is  a  great  blow  to  all  those  who 

were  associated  with  him." Mr.  Hanover  leaves  his  widow, 
the  former  May  Radcliffe,  and  a 
brother  and  sister  in  Wisconsin. 
He  was  born  in  Jefferson,  Wis.,  in 
1883. 

MR.  HANOVER 

Michelson  Subscribers 

CHARLES  MICHELSON,  New 
York  transcription  firm,  has  signed 
several  subscribers  for  a  five-min- 

ute recording  series,  A  Toast  to 
America's  Allies,  including  KSOO, 
Sioux  Falls,  S.  D.,  and  WDAY, 
Fargo,  N.  D.,  both  accounts  placed 
through  C.  E.  Rickard  Adv.,  De- 

troit. Contracts  for  the  series  are 
for  52  weeks.  New  subscribers  to 
Smilin'  Ed  McConnell  are :  WRNL, 
Richmond,  for  Baptist  Book  Stores; 
and  WPAD,  Paducah,  Ky.,  for  a 
local  jeweler.  The  Shadow  series 
has  been  purchased  by  three  Ken- 

tucky stations:  WPAD;  WHOP, 
Hopkinsville ;  and  WSON,  Hender- 

son, for  Consumers  Cooperative 
Milk  Dealers.  Other  new  subscrib- 

ers: WSIX,  Nashville,  for  Wherry 
Furniture  Stores;  and  WQAM, 
Miami,  for  Bell  Bakers. 

WNOX  Ups  Power 
WNOX,  Knoxville,  previously  op- 

erating with  5,000  watts  during 
the  day  and  1,000  watts  at  night 
on  1010  kc.  has  increased  its  power 
to  10,000  watts  on  990  kc,  as  of 
Sept.  1.  WNOX  is  operated  by 
Scripps-Howard  Radio  Inc.  and  is 
affiliated  with  the  Knoxville  News- 
Sentinel. 

WIAC 

580  Kc.    •    5000  Watts 

"First  on  all  Puerto  Rico  Dials" 

Box  4504 

San  Juan,  P.  R. 
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SOUND  MOVIE  AS  RADIO  ALLY 

Station  Relations  Improved  by  Showing 

 of  Inner  Workings,  Says  Hill  

By  MILTON  C.  HILL 
WHK-WCLE,  Cleveland 

THERE  are  approximately  30,000 
persons    i  n    Northeastern  and 
Central  Ohio  who  today  have  a 
greater  appreciation  of  radio  than 

they  did  a  year 
ago.  With  few  ex- 

ceptions these  30,- 
000  are  average 
citizens.  Formerly 
they  knew  that  by 
dialing  certain 
stations  on  their 

home  receiving- sets    at  certain 
times  they  could 

Mr.  Hill        set  programs  they liked.  That  was 
the  extent  of  their  knowledge  of 
and  largely  their  appreciation  of 
radio. 
How  did  these  people  come  to 

look  at  radio  in  a  different  light? 
Take  the  case  of  one  individual  for 
an  answer.  He  was  a  member  of 
the  American  Legion.  At  his  Post 
meeting  one  night,  a  representative 
of  a  broadcasting  company  ap- 

peared with  movie  projection  equip- 
ment. The  man,  representing  three 

Ohio  radio  stations,  explained  that 
he  would  show  a  movie  which  had 

been  made  right  in  these  stations' 
studios.  The  lights  were  dimmed. 
For  a  half-hour  the  man  and  his 
fellow  -  Legionnaires  sat  and 
watched — very  intently. 

Revelation  in  Detail 

It  was  a  revelation.  Never  be- 
fore had  the  man  realized  the  mul- 

titudinous details  of  planning,  sell- 
ing, and  production  that  are 

handled  by  the  staff  of  a  radio  sta- 
tion. He  hadn't  realized  that  peo- 

ple were  needed  to  sell  radio  time. 
He  found  that  it  takes  promotion 
and  merchandising  to  keep  sponsors 
happy.  He  was  amazed  at  the  large 
staff  of  artists,  announcers,  and 
engineers  that  was  necessary  to 
keep  a  broadcasting  schedule  going 
smoothly. 

The  technique  of  the  engineer  in 
monitoring  a  musical  program  in- 

trigued him.  He  was  both  amused 
and  surprised  when  he  saw  the  pic- 

tures of  the  announcers — they  did- 
n't look  at  all  like  he  had  imagined 

them.  He  was  awed  by  the  maze  of 
technical  equipment  and  the  huge 
transmittine  towers. 

DAUGHTER  JUST  V  S////////  m 
ELOPED  WiTH  ThE/    USTgMlf^G  TO 

^.  LOUISfMO. 

There  was  a  question-and-answer 
session  after  the  movie.  Frequency 
modulation,  television,  and  future 
developments  in  radio  were  fore- 

most in  the  interests  of  the  audi- 
ence. The  man  from  the  broadcast- 
ing company  predicted  a  bright 

future,  pointing  out  that  new  tech- 
nical developments  would  increas- 
ingly make  radio  a  dominant  force. 

Out  of  the  whole  period,  which 
lasted  about  45  minutes,  a  half- 
hour  for  the  movie  and  15  minutes 
for  the  questions,  came  this  collec- 

tive response  from  an  amazed  audi- 
ence :  "I  never  knew  there  was  so 

much  to  it!" 
Public  Relations  Are  Improved 
Without  planning  it,  the  radio 

stations  had  done  more  than  ad- 
vertise themselves.  They  had  per- 

foi-med  a  service  for  the  radio  in- 
dustry, and  in  so  doing,  improved 

their  own  standing  in  the  eyes  of 
the  public.  They  had  improved  their 

public  relations,  and  radio's  public 
relations,  merely  by  showing  the 
enormity  of  the  broadcasting  task. 

By  effectively  informing  the  pub- 
lic about  radio  through  the  motion 

picture  the  stations  had  discovered 
an  unusual  creator  of  goodwill,  and 
showing  the  movie  continues  today 
as  an  activity  of  multiple  benefits. 

The  stations  have  two  sets  of 
modern  sound  projection  equipment 
f  r  showing  this  16-mm.  film.  One 
to  '.wo  operators  are  required,  de- 

pending on  the  number  and  loca- 
tions of  showings  each  day.  This  is 

handled  by  representatives  of  the 
promotion  and  publicity  depart- 

ments, who  also  make  the  bookings. 
Any  organization  which  can  supply 
an  audience  of  40  or  more  persons 
may  have  the  movie  for  a  meeting 
without  charge.  The  average  audi- 

ence has  about  50  persoiT?.  The 
largest  audience  which  has  seen  the 
movie  was  one  of  1200.  Most  of  the 
public  schools  have  booked  it  once 
or  more.  Bookings  have  been  made 
for  months  in  advance  for  all  sorts 
of  clubs,  lodges,  and  fraternal  or- 
ganizations. 

The  film  is  not  overloaded  with 

630   KG.    5000   WATTS   DAY  AND 
NIGHT  BLUE  NETWORK 

The  End  of 

the  Rainbow 

Lot  WAiR  suidc  you  to  that  evasive 
pot  of  gold.  Winston-Salem  workers 
are  veil  paid,  sure  of  their  jobs, 
easy  lo  sell  when  you  nse  the  right 
medium.  In  this  great  market,  the 
right  medium  is— 

WAIR 

Winston-Salem,  North  Carolina 

advex'tising  for  the  three  sponsor- 
ing stations,  WHK  and  WCLE  in 

Cleveland,  and  WHKC  in  Colum- 
bus. For  that  reason  it  is  relatively 

simple  to  get  bookings  with  school 
and  church  groups  and  other  con- 

servative organizations  which  gen- 
erally do  not  lend  their  meetings 

to  promotional  schemes. 
It  is  costly,  of  course.  The  initial 

cost  of  producing  such  a  film  is 
quite  heavy  and  the  cost  of  showing 
it  is  roughly  equivalent  to  adding 
another  full-time  employee  to  the 

sponsoring  stations'  staff.  But  it has  been  established  as  a  valuable 
ally  to  broadcasting.  It  certainly  is 
one  which  has  great  potentialities 
as  a  builder  of  genuine  goodwill 
for  commercial  radio. 

Hinks  Commissioned 

KENNETH  W.  HINKS,  vice-pres- ident of  J.  Walter  Thompson  Co., 
Chicago,  and  account  executive  on 
the  Swift  &  Co.,  Chicago  (meat 

products,  lard, butter,  eggs, 

'         shortening,  mar- 
gerine) ,  Elgin 

i'm"»i'~^  <^         National  Watch 
'  Co.,    Elgin,  111., 

J  and  Northern 
'  Trust    Co.,  Chi- 

[^^^||MPW^  c  a  g  o,  accounts. 

^^K^fc  has  been  commis- 
sioned a  lieuten- 

Mr.  Hinks  -  commander 
in  the  Navy  and 

will  report  Sept.  18  at  Dart- mouth U. 

TIME 

OUT 

for   the    imperative  needs 

of   America    at  war 

The  entire  production  equipment  and  facilities  of 

Fairchild  Aviation  Corporation  today  are  being 

used  for  America's  vital  war  needs.  Commercial 
owners  and  users  of  Fairchild  precision  recording 

and  amplifying  equipment  are  advised  to  take  the 

best  possible  care  of  the  instruments  in  their  posses- 
sion. Our  Service  Department  will  gladly  assist  you 

in  protecting  and  extending  the  life  of  Fairchild 

Equipment.  Call  upon  us. 

AVIATION  CORPORATION 
88-06  Van  Wyck  Boulevard,  Jamaica.  L.  I.,  N.  Y. 
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BRITISH  COLUMBIA 
LAND  OF  OPPORTUNIiy 

5000  WATTS 

AT  570  KC. 

The  Perfect  Combination 

NASHVILLE.  TENNESS 

THE  NflTIONfll.  LIFE  AND  ACCIDENT  INSUMNCE  COMPANY, 

WFBG 

ALTOONA,  PA. 
•  NBC  RED 
•  BLUE  NETWORK 
•  250  WATTS 
•  FULL  TIME  OPERATION 
•  RAILROAD  SHOPS  ON 

FULL    TIME  SCHEDULE 

WFBG  provides  the  only  full  cov- 
•rage  of  the  Altoona  trading  area. 

Petrillo  Edict 

{Continued  from  page  7) 

scribed  programs  for  many  sta- 
tions, entailing  not  merely  the  loss 

of  popular  program  material  but 
also  of  advertising  revenues  virhich 
enable  the  stations  to  continue  in 
business.  In  other  words,  this  is  a 
definite  example  of  injury  sus- 

tained by  the  broadcasters  as  a 
result  of  the  Petrillo  prohibition  of 
recordings. 

Petrillo  vnre  read  as  follows: 

"This  is  to  advise  you  that  the 
American  Federation  of  Musicians 
will  not  renew  permits  previously 
granted  to  you  to  make  transcrip- 
•tionsw  As  to  any  transcription  now 
already  made,  previously  granted 

permits  are  terminated." 
Attempts  to  reach  Mr.  Petrillo 

for  an  explanation  or  amplification 
of  his  order  were  unsuccessful.  Nor 
could  any  comment  be  secured  from 
the  AFM's  national  headquarters 
in  New  York.  One  curious  angle  of 
the  situation  was  that  as  of  Friday 
afternoon,  neither  NBC  Radio-Re- 

cording Division  nor  Columbia  Re- 
cording Corp.  had  received  the 

union's  telegram  although  copies 
had  been  received  by  World  Broad- 

casting System  and  Associated 
Music  Publishers. 

Explanation  of  the  AFM  stop- 
age  of  the  commercial  transcrip- 

tions, as  given  on  Thursday  to  Lee 
Graves  of  Compton  Advertising 
Inc.,  by  Harry  Steeper,  assistant 
to  Mr.  Petrillo,  was  that  since  the 
NAB  had  injected  itself  into  the 
picture  and  was  attempting  to  get 
an  injunction,  restraining  the 
union  from  carrying  out  its  pro- 

hibition against  recordings,  the 
AFM  had  decided  not  to  grant  any 
more  special  permits  and  to  can- 

cel those  already  granted. 

Denies  Compton  Request 

Mr.  Graves  had  gone  to  AFM 
headquarters  for  an  explanation 
of  the  union's  rejection  of  Comp- 
ton's  application  for  permission 
to  record  the  Procter  &  Gamble 
serial.  Against  the  Storm,  for  use 
on  10  supplementary  stations.  Ap- 

plication was  filed  Aug.  7  and 
despite  repeated  attempts  to  get 
an  answer  from  the  union,  no  word 
was  received  until  this  week,  when 
the  union  informed  the  agency  its 
request  was  denied.  As  other  com- 

mercial program  permits  had  been 
granted  by  the  AFM,  Compton 
wanted  an  explanation  for  the  ap- 

parent discrimination  against  its 
client. 

Executives  queried  by  Broad- 
casting on  Friday  were  unwilling 

to  discuss  the  problem  posed  by 
Mr.  Petrillo,  stating  that  they 
wanted  time  to  think  it  over  and 

decide  upon  a  plan  of  action  be- 
fore making  any  statements.  Mat- 

ter will  be  discussed  and  perhaps 
decided  at  a  special  meeting  called 
by  the  NAB  for  Tuesday  in  New 
York,  at  which  advertisers,  ad- 

vertising agencies,  recording  com- 
panies and  broadcasters  will  all 

be  represented. 

ASCAP  to  Appeal 

Dismissal  of  Plea 

Society  Holds  Wisconsin  Act 
Violates  Constitution 

ASCAP  will  appeal  dismissal  of  its 
plea  for  an  injunction  to  restrain 
the  unlicensed  public  performance 
of  its  music  in  Wisconsin,  according 
to  Louis  D.  Frohlich,  general  coun- 

sel for  ASCAP.  Society's  attempt  to 
enjoin  permanently  six  tavern  keep- 

ers and  dance  hall  operators  from 
playing  ASCAP  music  was  denied 
Aug.  29  by  Federal  Judge  Lewis  B. 
Schwellenbach,  of  Spokane,  Wash., 
sitting  in  the  Federal  District 
Court  in  Milwaukee. 

Held  Unconstitutional 
Finding  that  neither  ASCAP  nor 

the  five  publishers  who  were  co- 
plaintiffs  in  the  suit  had  complied 
with  the  provisions  of  the  Wiscon- 

sin statute  requiring  the  payment 
of  25%  of  gross  revenues  to  the 
State,  the  court  upheld  the  consti- 

tutionality of  the  law  and  dismissed 
the  plea.  ASCAP  counsel  had  ad- 

mitted the  failure  to  comply  with 

the  law,  arguing  that  it  is  uncon- stitutional. 
Counsel  for  the  Wisconsin  Tav- 

ern Keepers  Assn.,  in  defending  the 
suit,  argued  that  since  ASCAP  had 
not  obtained  a  license  from  the 
State,  which  the  law  states  is  neces- 

sary for  the  licensing  of  music  in 
Wisconsin,  ASCAP  may  not  prose- 

cute anyone  performing  its  music 
without  a  license  in  that  State. 

ASCAP's  appeal  will  reiterate 
the  claim  that  the  law  is  not  con- 

stitutional, it  was  stated,  and  will 
also  claim  that  even  if  the  law  is 
constitutional  and  ASCAP  is  forced 
to  cease  doing  business  in  Wiscon- 

sin unless  it  complies  with  the 
statute's  provisions,  this  still  does 
not  permit  the  public  performance 
of  music  without  license  as  that  is 
a  violation  of  the  Federal  Copy- 

right Law,  which  the  State  law 
cannot  supersede. 

CAESAR'S  GHOST 
'Little  Petrillo'  Protests  Toronto 

 Child  Orchestra  

Fight  Against  Petrillo 
Promised  by  Dr.  Maddy 
A  CONTINUING  fight  against  the 
Petrillo  ban  of  student  broadcasts 
was  promised  by  Dr.  Joseph  E. 
Maddy,  leader  of  the  Interlochen 
Music  Festival,  last  week  coinci- dent with  the  disbanding  of  the 
school  for  the  season.  The  Inter- 

lochen orchestra  of  high  school 
students  has  broadcast  over  NBC 
during  its  summer  session  for  12 
years,  prior  to  the  command  of AFM  President  James  C.  Petrillo 
that  NBC  this  summer  cancel  the 
broadcasts  because  of  purported 
competition  with  AFM  members. 

Dr.  Maddy  said  the  students  had 
scattered  to  their  homes  to  carry 
on  the  "fight  for  freedom  of 
speech."  He  declared  he  and  his students  would  continue  to  battle 
for  the  rights  of  amateurs  to  radio 
expression,  despite  the  Petrillo 
edict.  Dr.  Maddy  is  expected  to  be 
a  witness  before  the  Petrillo  Probe 
Committee  of  the  Senate  which 
gets  under  way  Sept.  14  pursuant 
to  a  resolution  (S.  286)  of  Senator 
D.  Worth  Clark  (D-Idaho)  for  a 
full  probe  of  the  music  situation. 

ARTHUR  DOWELL,  business 
agent  of  the  Toronto  Musicians 
Union,  tried  to  do  a  Petrillo  by 
protesting  the  appearance  of  a 
children's  orchestra,  instead  of  a 
union  orchestra,  at  the  58th  annual 
convention  of  the  Trades  and 
Labor  Congress  of  Canada  at 
Winnipeg  on  Aug.  28.  He  was 

booed,  told  to  "sit  down". A  vice-president  of  the  congress, 
Percy  Bengough,  Vancouver,  stated 
the  orchestra  was  sponsored  by  the 
International  Ladies  Garment 
Workers  Union  in  Winnipeg  to 
show  what  the  union  was  doing  to 
raise  the  cultural  level  of  its  mem- 

bers. J.  A.  Jamieson,  representa- 
tive of  the  Vancouver  Musicians 

Union,  said  the  children  had  done 
no  harm  to  the  musicians'  union. 

Paine  to  Coast 

JOHN  G.  PAINE,  general  man- 
ager of  ASCAP,  and  Oscar  Ham- 

merstein,  vice-president  of  the  So- 
ciety, left  New  York  Sept.  3  for 

the  West  Coast  to  conduct  the 
semi-annual  of  Pacific  Coast  mem- 

bers as  required  by  the  organiza- 
tion's by-laws  to  be  held  30  days 

in  advance  of  the  regular  member- 
ship meeting  in  New  York.  Meet- ing is  scheduled  for  Sept.  9.  Mr. 

Hammerstein  will  represent 
Deems  Taylor,  ASCAP  president, 
who  was  unable  to  make  the  trip. 

BLANKETING  AMEF 
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POSTAL  TELEGRAPH, 

PLEASE.  I'D  LIKE  TO 
SEND  A 

Wherever  there'sl a  telephone . . . 
there's  Postal 
Telegraph ! 

Next  time  you  want 

speedy  telegraph  ser- vice —  remember  — 
it's  convenient,  it's  economical,  it's fastest  to  . . . 

Phone*   

Telegraph 

*  For  your  convenience, 
charges  appear  on  your  phone  bill 
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Radio's  War  Role 

Hits  High  Figure 
NAB  Reviews  Achievements  of 

Industry  for  Quarter 

RADIO'S  contribution  to  the  war 
effort  cannot  be  entirely  measured 
in  precise  numerical  terms  but 
some  idea  of  the  vastness  of  the 

industry's  energy  can  be  conned 
from  a  summary  tabulation  of  an- 

nouncements and  programs  of  local 
origin  during  the  months  of  May, 
June  and  July  compiled  by  the 
NAB. 

Many  Spots 

During  this  three-month  period 
radio  served  up  a  total  of  1,541,640 
spots  alone,  besides  other  rendi- 

tions, distributed  among  the  vari- 
ous Government  agencies  and  keyed 

to  comply  with  Office  of  War  In- 
formation requests  to  cover  special 

needs  at  various  times. 
Army — 122,120  spots;  50  3-min.  live; 

970  5-min.  live;  210  10-min.  live;  3690  15- 
min.  live;  80  25-min.  live;  830  30-min.  live; 
10  45-min.  live;  10  55-min.  live;  220  60- 
min.  live;  20  90-min.  live;  20  5-min.  ET; 
9,494  15-min.  ET ;  10  30-min.  ET. 
Navy — 137,200  spots;  2,610  5-min.  live; 

200  10-min.  live;  4,240  15-min.  live;  610 
30-min.  live;  10  45-min.  live;  10  85-min.  live; 
60  5-min.  ET;  5,740  15-min.  ET;  820  30- min.  ET. 

Marines — 90,320  spots;  860  5-min.  live; 
30  10-min.  live;  4,840  15-min.  live;  30  20- 
min.  live;  350  30-min.  live ;  52,050  15-min. 
ET  ;  80  30-min.  ET. 

Coast  Guard — 68,270  spots;  160  15-min. live. 
Civil  Service — 67,900  spots;  30  15-min. live. 
Recr.  Shipyard  Workers  (July) — 3,280 

spots;  20  15-min.  ET. 
Health  in  Wartime  &  Recr.  Nurses  & 

Docs. — 43,570  spots;  50  5-min.  live;  630 
10  -min.  live;  1,001  15-min.  live;  20  25-min, 
live;  20  30-min  live;  20  15-min.  ET. 
War  Industry  Train,  Info. — 327,250  spots; 

190  5-min.  live;  10  10-min.  live;  340  15- 
min.  live ;  10  30-min.  live;  300  5-min.  ET. 

Treasury — 510,090  spots;  20  3-min.  live; 
1,030  5-min.  live;  10  10-min.  live;  1,760  15- 
min.  live;  10  25-min.  live;  600  30-min.  live ; 
20  45-min.  live;  280  60-min.  live;  10  90- 
min.  live;  62,440  16-min.  ET;  20  30-min. ET. 
Army  Emergency  Relief — 16.220  spots; 

70  5-min.  live;  30  10-min.  live;  160  15-min. live;  30  30-min.  live. 
USO— 73,340  spots;  680  5-min.  live;  90 

10-min.  live;  1.250  15-min.  live;  10  25- 
min.  live;  500  30-min.  live ;  10  60-min.  live; 10   130-min.  live. 
Red  Cross — 58,100  spots;  50  3-min.  live; 

150  5-min.  live;  160  10-min.  live;  880  15- 
min.  live ;  60  30-min.  live;  10  15-min.  ET; 10  130-min.  ET. 

Civil.  Defense  (all  kinds) — 53,980  spots; 
40  3-min.  live;  3,750  5-min.  live;  1,210  10- 
min.  live;  4,140  15-min.  live;  10  25-min. 
live;  160  30-min.  live;  20  45-min.  live;  10 
60-min.  live;  10  10-min.  ET;  90  15-min.  ET. 
Don't  Spread  Rumors — 5.650  spots;  10 10-min.  live;  270  15-min.  live ;  10  30-min. live. 
Victory  Gardens — 7.620  spots;  400  5-min. 

live;  260  10-min.  live;  310  15-min.  live. 
The  Home  Front — Live  Local — 120  5-min. 

live:  810   15-min.  live;   1.170  30-min.  live. 
You  Can't  Do  Business  With  Hitlex- — 10.140  15-min.  ET. 
Neighborhood  Call — 1,310  15-min.  ET. 
This  Is  Our  Enemy — 500  30-min.  ET. 
Three  Thirds  of  The  Nation — 130  30- min.  ET. 
OWr— OEM— OPA— Some  AGRL— 191,- 

520  spots  ;  Total  Pems.  Various  Lengths — 
20.490;  4.370  15-min.  ET. 

Other  Gov.  Agencies — 65.210  spots  (live  & 
ET)  :  240  3-min.  livo:  1.880  5-min.  live: 
350  10-min.  live:  11,260  15-min.  live;  220 
25-min.  live;  2.740  30-min.  live;  10  35- 
min.  live;  110  45-min.  live:  10  55-min.  live; 
90  60-min.  live;  10  80-min.  live;  30  3- 
min.  ET ;  400  5-min.  ET;  10  10-min.  ET; 
4,020  J  5-min.  ET;  630  30-min.  ET;  30  45- min.  ET;  30  60  min.  ET. 

NBC-RADIO-RECORDING  Division 
has  announced  the  signing  of  18  more 
stations  to  the  list  carrying  Touch- 
doion  Tips,  weekly  transcription  series 
of  football  forecast  and  comment  by 
Sam  Hayes,  bringing  the  total  to  32 
stations,  four  of  which  are  broadcast- 

ing the  series  for  the  third  consecutive 
year. 

SPONSOR  IN  HOSPITAL  and  salesman  on  crutches  proved  no  obstacle 
when  Hugh  M.  Woods,  station's  oldest  consistent  advertiser,  signed  for his  15th  year  on  KLZ.  Denver.  Mr.  Woods  signs  in  bed,  while  his  nurse, 
and  Pete  Smythe,  KLZ  salesman,  still  on  crutches  recovering  from  a 
dislocated  knee,  look  on.  The  Hugh  M.  Woods  Mercantile  Co.  handles 
lumber  and  building  supplies  in  the  Denver  market  area. 

Religious  Organizations 

Take  Two  Spots  on  MBS 
TWO  RELIGIOUS  programs  have 
been  added  to  the  MBS  Sunday 
schedule,  which  already  includes 
three  programs  sponsored  by  re- 

ligious groups  [BROADCASTING, 
Aug.  17].  In  addition  to  Old  Fash- 

ioned Revival  Hour  from  9-10  p.m.. 
Gospel  Broadcasting  Assn.,  has 
started  The  Pilgrim  Hour,  2-3  p.m., 
on  about  135  MBS  outlets.  R.  H. 
Alber  Co.,  Los  Angeles  handles  the 
account. 

The  Cadle  Tabernacle,  Indiana- 
polis, has  launched  a  half-hour  at noon  on  the  entire  MBS  network. 

Program  includes  five-minute  ser- 
mons and  music  by  soloists  and  a 

choir  of  1,400  voices.  Agency  is  Ivey 
&  Ellington,  Philadelphia. 

Bronson  Aide  to  Ryan 

EDWARD  H.  BRONSON,  assist- 
ant manager  of  WCOL,  Columbus, 

0.,  will  join  the  broadcasting  di- 
vision of  the  Office  of  Censorship 

Sept.  8  as  an  aide  to  J.  Howard 
Ryan,  assistant  director  of  the 
division.  Mr.  Bronson,  it  was  said, 
will  handle  inquiries  to  the  division 
from  broadcasters.  He  formerly 
was  an  editorial  staff  member  of 
the  Columbus  Dispatch  and  the 
Akron  Beacon  Journal.  While  at- 

tending Ohio  State  U  he  edited 
the  Ohio  State  Lantern,  student 
daily,  and  is  a  member  of  Sigma 
Delta  Chi,  professional  journalism fraternity. 

Fould's  Midwest  Test 

FOULD'S  MACARONI  Co.  Liber- 
tyville,  111.,  will  start  a  13-week  test 
campaign  about  Sept.  15  in  eight 
Midwest  markets.  Musical  Sonovox 
announcements  will  be  used  at  the 
end  of  the  week  six  to  18  times 
weekly  on  WMAQ  and  WGN,  Chi- 
cao-o:  WFBM,  InrliQnapolis; 
WKRC,  Cincinnati;  WBNS,  Co- 

lumbus: WTOL  and  WSPD,  To- 
ledo; WOOD,  Grand  Rapids,  Mich. 

Streetcar  cards  will  be  used  in  two 
other  cities.  Agency  is  Campbell- 
Ewald,  Chicago. 

Serial  Transfer 

PROCTER  &  GAMBLE  Co.,  Cin- 
cinnati (Oxydol),  on  Sent.  28  will 

discontinue  Woman  In  White  and 
will  renlace  it  with  Ma  Perkins  on 
59  CBS  stations  Monday  through 
Friday  1:15-1:30  p.m.  The  com- 
panv  will  continue  Ma  Perkins  on 
80  NBC  stations  Monday  throusrh 
Friday  3:15-3:30  p.m.  for  Oxvdol. 
Agencv  is  Blackett-Sample-Hum- 
mert,  Chicago. 

Pet  Milk  Discs 

PET  MILK  Co.,  St.  Louis  (canned 
milk),  has  placed  auarter-hour 
transcribed  nutrition  talks  by  Mary 
Lee  Taylor  twice  a  week  on  KFi, 
Los  Angeles;  KPO,  San  Francisco; 
KMJ.  Fresno;  KHQ,  Spokane; 
KOMO,  Seattle;  KGW,  Portland. 
Series  started  on  the  West  Coast 
stations  first  week  in  August 
Gardner  Adv,  Co.,  St.  Louis,  is 
agency. 

Stephano  Shift 
STEPHANO  BROS.,  Philadelphia 
(Marvels  cigarettes),  on  Sept.  28  will 
replace  Salute  to  Victory,  quarter- hour  interviews  of  servicemen  on 
WBBM,  Chicago,  six  days  a  week, 
with  a  five-minute  and  quarter-hour 
newscast  six  days  weekly  on  WBBM. 

MBS  Billings  Up 

MUTUAL  Billings  for  the  first 
eight  months  of  1942  are  $6,384,- 
634,  an  increase  of  58.63%  over 
the  corresponding  period  in  1941 
when  the  total  was  $4,024,680. 
Billings  for  August  were  $518,226, 
representing  a  drop  of  2.61%  over 
figures  for  August  of  last  year, 

$532,056. 

What  a  difference  the  INTRODUCTIOtI  makes! 

Don't  ignore  Peoriarea — or  let  Peoria  ignore  you!  WMBD  can 
quickly  introduce  you  to  this  prosperous  market  because  it  holds  a 

unique  spot  close  to  the  hearts  of  the  home  folks  here.  It's  a 
position  earned  through  public  service,  community  effort  and  con- 

sistently fine  entertainment.  No  "outsider"  can  introduce  your  product 
with  such  certainty  of  response. 

It's  tlie  RIGHT  Introduction 

This  Central  Illinois  mar- 
ket knows  WMBD — and 

WMBD  knows  this  mar- 
ket, too.  We'll  gladly 

send  you  any  informa- 
tion you'd  like  to  have. 

Just  drop  a  line  to 
WMBD,  Peoria,  III. 

AFTERNOON  LISTENERS  IN  Peoriarea! 

PETERS,  \E. 

WMBD  sives  you  the  only  com- 
plete coverase  for  Peoriarea. 

C.  C.  Chappelle  surveys  for 
mornins  and  night  periods  show 
similar  dominance. 

50.3%  —  VfMBD 

20.7%  —  Station  ">t"Hi 
lO-S'/o— Station  "S"  ■ 

«.4%  —  Station  "C"  I S.9'/o  —  Station  "D"  ■ 3.9%  — »(/ others 

WMBD     is     a    member     of    CBS  network 
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KFQD 

ANCHORAGE 

Alaska 

LOCATION 

"The  Nerve  Center" 
Hub  of  Alaska  Activities 

Low  Rates  ■  Real  Results 

Representatives 
ROMIG  FULLER 
1411  Fourth  Ave. 

Seattle,  Wash. 

NBC    UP  News 

WRAK 

WILLIAMSPORT,  PENNA. 

The  station  that's  doing  a 
selling    job    in    a  growing 
industrial,    farm    and  war 

producing  market. 

Representatives 
J.  P.  McKINNEY  &  SON 

50,000  WATTS 

CLEAR  CHANNEL 
bxQiusive  NBC  Outlet 

MINNEAPOLIS     •     SAINT  PAUL 
Repretented    Notionally  by   Edw.   Petry  Co. 

CBC  Board  Oflfers 

Dr.  J.  S.  Thomson 

Manager's  Office 
Maj.  Murray  Recommended 
for  Post  of  Director  General 
APPOINTMENT  of  Rev.  Dr.  J.  S. 
Thomson,  president  of  Saskatche- 

wan U  and  a  member  of  the 
board  of  governors  of  the  Cana- 

dian Broadcasting  Corp.  since  Feb- 
ruary 1940,  to  the  post  of  general 

manager  of  the  CBC,  was  recom- 
mended by  the  CBC  board  at  its 

Aug.  28  meeting  at  Ottawa. 
The  board  also  recommended  that 

Maj.  Gladstone  Murray,  present 
general  manager,  be  appointed  to 
a  new  position  of  director-general 
of  broadcasting  for  Canada  which 
"would  permit  him  to  devote  his 
time  to  creative  work  of  the  CBC 

and  the  development  of  programs". 
Dr.  Augustin  Frigon's  status  as 
assistant  general  manager  is  not 
aifected  by  the  proposed  changes, 
which  go  to  the  Dominion  Govern- 

ment as  recommendations  and,  if 
accepted,  become  effective  Nov.  2. 

New  Murray  Support 

While  these  recommendations 
were  announced  by  the  CBC  board 
following  its  Ottawa  meeting,  Glad- 

stone Murray  has  in  recent  weeks 
received  considerable  support  from 
various  influential  organizations 
who  have  telegraphed  Prime  Min- 

ister Mackenzie  King  to  retain  him. 
It  is  also  understood  that  some 
men  in  the  broadcasting  industry 
have  been  suggested  to  cabinet 
members  as  general  manager,  in- 

cluding Reg  Brophy,  general  man- 
ager of  the  Canadian  Marconi  Co. 

and  formerly  with  NBC,  and 
Ernest  Bushnell,  present  program 
chief  of  CBC. 
The  recommendations  by  the 

CBC  board  follow  the  report  of 
the  Parliamentary  Committee  on 
Broadcasting  that  a  new  position 
be  found  for  Maj.  Murray  and  a 
new  general  manager  be  appointed. 
It  also  recommended  that  labor  and 
aericulture  be  represented  on  the 
CBC  board  of  governors. 

Under  the  new  setup.  Dr.  Thom- 
son will  attend  to  the  business  end 

of  the  CBC  while  Major  Murray 
will  look  after  the  planning  of 
programs  and  the  general  direct- 

ing of  broadcasting.  The  reorgani- 
zation is  believed  to  be  move  along 

the  lines  of  the  BBC,  which  for 
years  has  been  directed  by  two 
chief  executives,  one  administra- 

tive and  the  other  creative.  Maj. 
Murray  is  expected  to  devote  his 
time  also  to  public  relations,  sta- 

tion relations,  news  and  interna- 
tional programs.  He  will  continue 

to  draw  the  same  salary,  $14,000. 
Dr.  Thomson,  who  has  applied 

for  leave  of  absence  from  the  Uni- 
versity of  Saskatchewan  to  take 

over  the  post,  would  be  appointed 
for  one  year,  Rene  Morin,  CBC 
board  chairman,  announced  follow- 

ing the  Ottawa  meeting.  Dr. 
Thomson  was  born  in  1892  at 
Stirling,  Scotland,  and  was  gradu- 

ated from  Glasgow  U  and  Cam- 

DR.  THOMSON 

bridge  U.  He  served  as  combat 
officer  in  World  War  I  with  the 

Queen's  Own  Cameron  Highland- 
ers and  rose  to  captain.  He  came 

to  Canada  in  1930  to  take  a  position 
as  professor  of  philosophy  and  sys- 

tematic theology  at  Pine  iiill 
United  Church  Divinity  College, 
Halifax.  From  there  he  went  to 
Saskatoon  in  1937  as  president  of 
the  U  of  Saskatchewan. 

Board  Meets  Nov.  2 

Gladstone  Murray  has  been  gen- 
eral manager  of  the  CBC  since  its 

inception  on  Nov.  2,  1936.  Prior  to 
that  he  was  with  the  British  Broad- 

casting Corp.  as  public  relations 
and  publications  director,  and  had 
been  called  by  the  Canadian  gov- 

ernment in  1932  and  1933  to  make 
recommendations  for  a  nationally- 
owned  broadcasting  system. 

Rene  Morin,  in  announcing  that 
the  next  CBC  board  meeting  would 
be  held  in  Ottawa  on  Nov.  2,  stated 
that  "as  a  result  of  their  delibera- 

tions, the  members  (of  the  CBC 
board)  agreed  that  the  public  in- 

terest in  relation  to  broadcasting 
in  Canada  would  be  served  best  by 
making  such  a  change  in  the  ex- 

isting set-up  as  will  make  for 

greater  efficiency  in  the  institution." Stricter  control  of  radio  adver- 
tising was  promised  by  Dr.  Thom- 

son, in  his  first  statement.  "The 
whole  question  of  advertising  in 
radio  should  be  reviewed  and  per- 

haps overhauled,"  he  said,  adding 
"that  a  survey  of  the  entire  pro- 

gram structure  of  the  CBC  is 

likely". Dr.  Thomson  on  Advertising 

Just  what  that  control  of  ad- 
vertising will  take  is  not  known, 

but  Dr.  Thomson  has  been  out- 
spoken in  his  feelings  on  the  sub- 

ject  of   radio   advertising.    In  a 

paper  presented  some  time  ago, 
before  personnel  problems  became 
acute  due  to  manpower  shortage, 

on  "The  New  Policy  for  Radio," he  stated: 

"The  most  disquieting  feature  in 
the  development  of  radio  has  been 
the  domination  of  the  programs  by 
the  interests  of  salesmanship.  The 
incessant  stream  of  adjectival  en- 

treaties to  buy  this  or  that  product 
has  a  vulgar  and  depressing  in- 

fluence on  any  intelligent  mind. 
The  public  has  become  weary  and 
disgusted,  tolerating  the  senti- 

mental vendors  of  various  mer- 
chandise with  patient  indulgence 

which  hardly  any  longer  conceals 
the  contempt  into  which  radio  is 
rapidly  degenerating.  If  radio  is  to 
develop  as  a  genuine  art,  some 
dealing  must  be  taken  with  this 
aspect  of  the  business. 

Aural  Journalism 

"The  analogy  we  must  draw  is 
no  longer  between  the  radio  and 
the  movies,  but  rather  between 
radio  and  journalism.  Radio  has 
been  described  as  a  new  extension 
of  the  art  of  the  theatre;  it  is  also 
a  new  development  in  what  may  be 
called  aural  journalism.  Indeed  the 
newspaper  business  is  notoriously 
uneasy  about  the  growing  power  of 
radio,  and,  from  its  point  of  view, 

rightly  so." CBC  Information  Post 

Goes  to  Wells  Ritchie 
WELLS  RITCHIE  has  been  ap- 

pointed press  and  information 
representative  of  the  Canadian 
Broadcasting  Corp.  national  pro- 

gram offices  at 
Toronto,  succeed- 

ing Sven  Blang- 
sted,  who  re- signed recently 
as  assistant  to  E. 
A.  Weir,  super- visor of  the  Press 
and  Information 

Department.  Rit- chie is  an  origi- nal member  of 
the  CBC  National 

News  Service,  writing  the  first 
news  bulletin  to  go  out  over  the 
CBC  service  at  6:30  a.m.  on  Jan. 

1,  1941. Before  joining  the  CBC  Ritchie 
had  operated  the  Central  News 
Bureau  at  Toronto  as  a  publicity 
organization,  and  had  been  Toronto 
Bureau  manager  and  Ontario  rep- 

resentative of  Transradio  Press. 
He  started  in  newspaper  and  pub- 

licity work  in  New  York,  did  work 
for  the  New  Yorker  magazine  and 
for  a  house  organ  of  the  New  York 
Telephone  Co.  A  native  of  Toronto, 
he  returned  to  start  several  week- 

lies there,  write  theatrical  and 
movie  comments.  He  studied  jour- 

nalism at  New  York  U. 

Ritchie 

\  ̂^^THERE'S  MORE  FOR  YOUR  MONEY  AT 

BOSTON  F  R  E  D  E  R  I  C  T  O  N  — N.  B. 
"^^lOOO  WATTS— BASIC  C.B.C.  OUTLET 

WEED  and  CO.- U.S.  Representatives 
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Canadian  Broadcasters 

Included  In  New  Rules 

Of     Selective  Service 

CANADIAN  broadcasting  stations 
and  all  firms  in  the  broadcasting 
industry  come  under  the  new  Na- 

tional Selective  Service  regulations 
which  went  into  effect  on  Sept.  1. 
Under  these  regulations  no  worker 
may  quit  his  job  and  no  employer 
may  lay  off  or  discharge  any  worker 
without  giving  seven  days'  notice 
in  writing.  No  employer  may  inter- 

view or  engage  any  worker  un- 
less such  worker  has  a  permit  to 

seek  employment,  and  these  must 
be  obtained  from  the  National  Se- 

lective Service  officers  located 
throughout  Canada. 

The  National  Selective  Service 
officers  have  power  to  order  any 
person  to  report  for  an  interview 
at  the  local  office,  to  order  any 
person  who  has  been  unemployed 
seven  days  to  take  any  suitable 
work,  and  to  order  any  partially 
employed  person  to  take  any  suit- 

able full-time  work,  and  only  the 
National  Selective  Service  officer 
can  give  permission  for  persons 
placed  in  jobs  by  these  officers  to 
quit  their  jobs.  Workers  moved 
from  non-essential  jobs  by  the 
officers  may  claim  re-instatement  in 
former  jobs  when  the  more  essen- 

tial work  is  finished.  National  Se- 
lective Service  officers  may  pa^ 

transportation  and  other  special 
allowances  where  workers  are 
moved  to  distant  jobs.  There  is  a 
$500  fine  and  12  months  jail  term 
provided  for  violations  by  em- 

ployers, employees  and  others. 

Canada's  New  Board 
CANADA  has  set  up  a  new  War- 

time Information  Board  at  Ottawa 
to  supersede  the  Office  of  Director 
of  Public  Information.  The  new 
WIB  will  be  directly  responsible 
to  the  Prime  Minister,  and  will 
open  offices  for  the  dissemination 
of  news  about  Canada's  war  effort 
in  New  York  and  Washington. 
Heading  WIB  is  Charles  Vining, 
45-year-old  president  of  the  Can- 

adian Newsprint  Assn.  who  pre- 
viously was  an  executive  with 

Cockfield  Brown  &  Co.  Ltd.,  Mon- 
treal advertising  aeency.  Vice- 

chairman  is  Hon.  Philippe  Brais, 
K.  C,  Montreal  lawyer  and  mem- 

ber of  the  Ouebec  provincial  gov- 
ernment cabinet.  The  WIB  will 

take  over  the  staff  of  the  Director 
of  Public  Information,  including 
G.  H.  Lash,  who  has  been  director 
since  its  formation  and  who  will 
be  a  member  of  the  WIB. 

Wander  Shifts  'Midnight' 
To  New  Spot  on  the  Blue 
WANDER  Co.,  Chicago,  sponsor  of 
Captain  Midnight  on  MBS  for  two 
years,  shifts  the  five-weekly  ad- 

venture serial  to  BLUE  for  a  39- 
week  run,  starting  Sept.  28,  for 
Ovaltine.  Show  occupies  the  5:45-6 
p.m.  spot,  the  same  period  previ- 

ously used  on  Mutual.  Captain  Mid- 
night was  sponsored  by  Skelly  Oil 

Co.  for  two  years  prior  to  going  on 
the  air  for  Ovaltine. 

Addition  of  the  show  to  the 
BLUE  schedule  makes  a  full  hour 

and  a  quarter  of  children's  pro- 
grams on  BLUE  starting  at  5  p.m., 

Monday  through  Friday. 

RUBIX's  Inc.,  Chicago  (women's  ap- 
parel ) ,  on  Sept.  13  will  start  sponsor- 
ship for  .52  weeks  of  Stars  of  To- moriiiir.  half-hour  amateur  program 

yrani  Sundays  on  WGN,  Chicago. 
Three  wri.st  watches  will  be  awarded 
to  winning  contestants  each  week  and 
runners-up  will  receive  War  Stamp 
boutonnieres.  Agency  is  Malcolm- Howai-d  Adv.  Agency,  Chicago. 

WTA(!.  Worcester.  Mass.,  held  it.s 
annual  picnic  for  executives  and  em- 

ployees. Over  thirty  attended,  partici- 
pating in  a  sports  program,  dinner, 

(lancmg.  and  an  entertainment  staged 
hy  WTAG  talent. 

One  of  Nov/  Cng'and'^ bes.  r.iail  pulling  sta- 
(  ons  —  per  inquiry  cosi 

fa/  be!ow  national  av- 

THE  ARMY  TOOK  OVER  "The  Old  Hayloft",  home  of  The  WLS National  Barn  Dance  since  March  1932,  while  The  Barn  Dance  moved 
to  the  Chicago  Civic  Opera  building  last  week  as  the  Eighth  Street 
Theatre  was  turned  into  a  schoolhouse  for  radio  technicians  of  the 
Army  Air  Force.  Glenn  S.  Snyder,  manager  of  WLS,  turns  his  theater 
keys  over  to  Colonel  A.  Lindeburg,  executive  officer  of  the  school  ni 
Chicago's  Stevens  and  Congress  hotels,  while  Harold  Safford  (left), 
WLS  program  director,  and  Major  Alfred  Adams  (right),  officer  in 
charge  of  activities  in  the  theater,  look  on. 

Paul  Searles  in  Navy 

PAUL  D.  SEARLES,  technician  at 
KGW-KEX,  Portland,  Ore.,  has 
been  commissioned  an  ensign  in  the 
Naval  Reserve, 
and  called  to  ac- 

tive duty.  Mr. 
Searles,  formerly 
a  professor  of  ra- 

dio at  Oreeron  Ins- 
titute of  Technol- 
ogy, had  been 

with  KGW-KEX 
over  a  year.  He 
will  be  stationed 
in  New  York  and 
Mrs.    Searles,  a 
member  of  the  studio  office  staff, 
will  go  East  with  him  when  he  as- 

sumes his  post. 

WFIG,  Sumter,  S.  C,  has  extended 
its  full  facilities  to  Shaw  Field,  Army 
Air  Forces  training  school.  Sixteen 
shows  are  presented  weekly,  featur- 

ing news  commentary,  dramatic  and 
music  shows,  sports  and  other  items 
of  interest.  Local  and  Shaw  Field 
talent  is  used. 

l3t.Reps.:  JOSEPH  HtHSHEY  MtGILLVRl 
"  Boston  Rep.:  BtR.THA  BANNAN  1 

Dairy  Series 
BELL  BROOK  Dairies.  San  Fran- 

cisco (Bell  Brook  Milk),  recently 
started  a  campaign,  using  transcribed 
and  live  announcements  on  KQW 
KFRC  K.JBS  KPO  KGO  .several 
times  weekly  and  in  addition  partici- 

pations on  home  economics  programs 
of  Ann  Holden  on  KGO  and  Emily 
Barton  on  KFRC.  Agency  is  Botsford, 
Constantine  &   Gardner.    San  Fran- 

^Moo 
DAVID  CARTER  DEANE/ u .  '  -  «^  w 
WCKY  ORGANIST         I '''^TTS ^iS^
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

-AUGUST  29  TO  SEPTEMBER  4  INCLUSIVE- 

Decisions  ,  .  . 

SEPTEMBER  1 
WNOX,  Knoxville — Granted  modification 

of  construction  permit  for  changes  in  di- 
rectional antenna:  on  Commission's  own 

motion  granted  30  day  extension  for  com- 
pletion. 
KVOE,  Santa  Ana,  Cal. — Denied  petition 

to  grant  application  and  designated  said 
application  for  hearing. 
WWRL,  Long  fsland,  N.  Y.— Granted  in 

part  modification  of  construction  permit 
to  unlimited  time  on  prespnt  power ;  dis- 

missed application  for  modification  as  modi- 
fie'l  for  extension  nf  completion  date. 
W71RF,  Rockford,  III.— Designated  for 

hearing  application  for  modification  of 
construction  permit  pursuant  to  memo- 

randum opinion  of  4-27-42. 
SEPTEMBER  2 

KSUB,  Cedar  Citv,  Utah— Granted  mo- 
tion to  dismiss  application  without  preju- 

dice ;  denied  reque!=t  of  petitioner  to  return 
application   to  petitioner. 
NEW,  Beanford  Jester,  Waco,  Tex.— 

Granted  request  to  continue  hearing  to 
9-21-42. 

SEPTEMBER  3 
WHKY,  Hickory.  N.  C— Granted  modifi- 

cation of  construction  permit  for  exten- 
sion of  completion  date  to  11-5-42. 

KHSL,  Chico,  Cal.— Same  to  10-16-42. 
WAGA,  Atlanta— Same  to  3-17-43. 
KGDM,  Stockton,  Cal.— Same  to  10-20-42. 

Applications  .  .  . 
WJAS,  Pittsbursrh — Modification  of  con- 

struction permit  for  extension  of  comple- tion date  to  11-27-42. 
KPAB,  Laredo,  Tex. — Voluntary  assign- 

ment of  license  to  Laredo  Broadcasting  Co. 
NEW,  Laredo  Broadcasting  Co.,  Laredo, 

Tex. — Construction  permit  for  new  station on  1490  kc.  with  250  watts  unlimited  time. 
KTRH,  Houston — Modification  of  con- 

struction permit  for  extension  of  comple- tion date  to  3-10-43. 
KMPC,  Beverly  Hills,  Cal.— Modification of  construction  permit  for  adjustment  of directional  antenna  system  and  extension of  completion  date. 

SEPTEMBER  1 
W47P,    Pittsburgh— Modification    of  li- 

cense to  change  corporate  name  to  WWSW Inc. 

SEPTEMBER  2 
WCAO,  Baltimore — Modification  of  con- 

struction permit  for  extension  of  comple- tion date  to  10-8-42. 
KIDO,  Boise,  Ida. — Voluntary  assignment 

of  license  from  Frank  L.  Hill  as  surviving 
co-partner  of  Hill  and  Phillips,  co-part- ners, and  Georgia  Phillips,  executrix  of 
estate  of  C.  G.  Phillips,  deceased,  to 
Georgia  Phillips,  d/b  as  Boise  Broadcast Station. 

SEPTEMBER  3 
WDEL.  Wilmington  —  Modification  of 

construction  permit  for  extension  of  com- 
pletion date  to  10-17-42. 

KORE,  Eugene,  Ore. — Voluntary  assign- 
ment of  license  from  Frank  L.  Hill,  as 

surviving  co-partner  of  Hill  &  Phillips,  co- 
partners, and  Georgia  Phillips,  executrix 

of  estate  of  C.  G.  Phillips,  deceased,  to 
Frank  L.  Hill  and  Violet  Hill,  co-partners, d/b  as  Eugene  Broadcast  Station. 
KPAS,  Pasadena — Modification  of  con- 

struction permit  to  approve  directional  an- 
tenna and  extension  of  commencement  and 

completion  dates. 

Tentative  Calendar  .  .  . 

NEW,  Butler  Broadcasting  Corp.,  Hamil- 
ton, O. — CP  for  new  station  on  1420  kc. 

with  250  watts  unlimited   (Sept.  9). 
WGKV,  Charleston,  W.  Va.— CP  for  new 

station  on  1490  kc.  with  250  watts  un- 
limited   (Sept.  11). 

EASY  to  remember  is  license  num- 
ber of  John  Cherpack,  engineer  of 

WKBN,  Youngstown.  Through  co- 
operation of  the  Ohio  Highway 

Department,  Engineer  Cherpack 
has  number  "570-KC".  Of  course, 
570  kilocycles  is  the  wavelengths 
of  WKBN.  To  top  it,  Cherpack  had 
an  additional  plate  with  station 
call  letters. 

I        AIR  FARM  FAIR 
I  Program  of  KVOO  Will  Cover 

'  Entire  Primary  Area  

EMBRACING  remote  broadcasts 
daily  from  34  Oklahoma  counties, 
the  Farm  Fair  of  the  Air  will  be- 

gin on  KVOO,  Tulsa,  Sept.  8  to 
continue  through  Oct.  31. 

Sam  Schneider,  KVOO  farm  edi- 
tor; Howard  Phillips,  engineer; 

Doc  Hull,  farm  department  an- 
nouncer; and  Hank  Stanford,  cow- 

boy singer,  will  make  up  the  sta- 
tion contingent  which  will  tour  the 

counties  during  the  program.  Five 
broadcasts  daily  of  15  minutes 
each  will  be  devoted  to  interview- 

ing 25  to  30  farm  leaders  and  farm- 
ers in  each  county  on  contributions 

to  the  war  agriculture  program. 
The  KVOO  crew  will  also  supplant 
local  fairs  cancelled  because  of  war 
reasons. 

On  the  tour  the  KVOO  group 
will  set  up  a  war  bond  and  stamp 
booth  in  each  county  seat  during 
the  day  of  broadcasts  and  will  also 
conduct  a  survey  among  farmers 
aimed  to  determine  farm  listening 
habits.  The  tour  will  wind  up  in 
Stillwater  at  the  annual  county 
agents'  meeting,  it  was  said,  and from  there  will  salute  six  other 
counties  which  have  requested  par- 

ticipation in  the  Fair  of  the  Air 
but  which  were  out  of  the  KVOO 
primary  coverage  area. 

Radio  Sailorettes 

A  GROUP  of  470  women  sailors 
will  be  assigned  Nov.  1  to  the  U  of 
Wisconsin  for  a  radio  training 
course,  it  was  announced  last  week. 
They  will  be  enlisted  in  the  V-10 
group  of  the  Naval  Reserve. 

GRACE  COOPER,  radio  actress 
and  receptionist  of  KPO,  San  Fran- 

cisco, and  Don  Thompson,  KPO  pro- ducer, were  secretly  married  Aug.  25 
in  San  Francisco.  Thompson  came  to 
San  Francisco  recently  from  Chicago, 
where  he  was  with  the  Central  Divi- 

sion of  NBC. 

Network  Accounts 
All  time  Eastern  Wartime  unless  indicated 

New  Business 
R.  J.  REYNOLDS  TOBACCO  Co.,  Win- 

ston-Salem (Camel  cigarettes),  on  Oct.  8 
starts  a  new  program  with  Bud  Abbott 
and  Lou  Costello  on  NBC,  Thurs.,  7:30-8 
p.m.,  replacing  How'm  I  Doin'  now  in  that snot  01  95  NT<C  stations.  Agency:  William 
Esty  &  Co.,  New  York. 
PETER  PAUL  Inc.,  Naugatuck,  Conn. 
(Mounds,  Ten  Crown  gum),  on  Oct.  5 
starts  for  52  weeks,  newscast  on  6  CBS 
Pacific  Coast  stations  (KNX  KQW  KARM 
KROY  KOIN  KIRO),  Mon.,  Wed.,  Fri., 
5:45-5:55  p.m.  (PWT).  Agency:  Brisacher, 
Davis  &  Staff,  San  Francisco 
L.  O.  GROTHE  Ltd.,  Montreal  (tobacco), 
on  Sept.  15  starts  Variety  Ensemble  on 
CBF,  Montreal;  CBV,  Quebec;  CBJ,  Chi- 
coutimi,  Que.;  CJBR,  Rimouski,  Que. ; 
CKCH,  Hull,  Que.;  Tues  and  Thurs.  7:45- 8  p.m.  Agency:  Canadian  Advertising 
Agency  Ltd.,  Montreal. 
QUAKER  OATS  Co.,  Peterborough,  Ont. 
(Quaker  products),  on  Sept.  14  starts  BiU 
Seasalt  on  CKAC,  Montreal ;  CHRC,  Que- 

bec; Mon.,  Wed.,  Fri.,  4:45-5  p.m.  Agen- 
cy :  Lord  &  Thomas  of  Canada  Ltd.,  To- ronto. 

QUAKER  OATS  Co.,  Peterborough,  Ont. 
( Quaker  products ) ,  on  Oct.  27  starts  Rnu- 
letabille  on  CKAC,  Montreal;  CHRC,  Que- 

bec;  Tues.  8-8:30  p.m.  Agency:  Lord  & 
Thomas  of  Canada  Ltd.,  Toronto. 
WANDER  Co.,  Chicago  (Ovaltine),  on 
Sept.  28  starts  Captain  Midnight  on  76 
BLUE  stations,  Mon.  thru  Fri.,  5:45-6 
p.m.  Agency :  Blackett-Sample-Hummert, Chicago. 
HOWARD  CLOTHES,  New  York  (retail 
clothing  chain)  on  Sept.  23  starts  Henry 
Hull,  actor,  in  True  Story  dramatizations, 
on  8  MBS  stations.  Wed.,  8  :30-9  p.m.  Agen- 

cy: Redfield-Johnstone,  N.  Y. 
VICK  CHEMICAL  Co.,  New  York  (Vat- 
ronol.  Vaporub),  on  Sept.  14  pfrts  O'-ne &  Glen  on  5  New  England  Regional  Net- 

work stations  for  26  weeks,  Mon.  Wed., 
Fri.,  9:45-10  a.m.  Agency:  Morse  Inter- national, N.  Y. 
STANDARD  BRANDS,  New  York  (Royal 
Desserts,  Royal  Baking  Powder) ,  on  Oct. 
5  starts  The  O'NeiUs  on  126  NBC  sta- 

tions, Mon.  thru  Fri.,  10:15-10:30  a.m. 
Agency :  Ted  Bates  Inc.,  N.  Y. 
C.  F.  MUELLER  Co.,  Jersey  City,  N.  J. 
(macaroni),  on  Sept.  16  starts  Morning 
Market  Basket  on  20  BLUE  stations.  Wed., 
Thurs.  and  Fri.,  10-10 : 15  a.m.  Agency : 
Duane  Jones  Co.,  N.  Y. 
PLOUGH  Inc.,  Memphis  (drug  products), 
on  Oct.  3  starts  Don't  Believe  ft  on  8  CBS Pacific  Coast  stations  (KNX  KQW  KARM 
KROY  KOIN  KIRO  KFPY  KGDM),  Sat., 
9:45-10  p.m.  Agency:  Lake-Spiro-Shur- 
man,  Memphis. 

Renewal  Accounts 
STERLING  PRODUCTS  Inc.,  New  York, 
on  Sept.  21  renews  Lorenzo  Jones  on  52 
NBC  stations,  shifting  advertising  from 
Danderine  to  Phillips  Cream,  and  continu- 

ing for  Phillips  Milk  of  Magnesia,  Mon. 
thru  Fri..,  4:30-4:45  p.m.  Agency:  Black- 

ett-Sample-Hummert, Chicago. 
STERLING  PRODUCTS  Inc.,  New  York, 
on  Sept.  21  renews  Stella  Dallas  on  52 
NBC  stations  for  Dr.  Lyons  Toothpowder, 
Mon.  and  Tues.,  4:15-4:30  p.m.  and  for 
Bayer  Aspirin,  Wed..  TV-'irs  a-d  Fri. 4:15-4:30  p.m.  Agency:  Blackett-Sample- Hummert,  N.  Y. 
CAMPANA  SALES  Co.,  Batavia,  III- 
(Campana's  balm.  DresV-n.  hn-d  c'->"»vig), on  Oct.  4  will  resume  The  First  Nighter, 
and  will  sfcift  to  125  MBS  stations,  Sun- 

days, 6-6 :30  p.m.  from  54  CBS  stations, 
Fridays,  9:30-9:55  p.m.,  period  occupied 
when  it  went  off  June  1  for  the  sum- 

mer. Agency :  Aubrey,  Moore  &  Wallace, Chicago. 

MILES  LABS.,  Elkhart,  Ind.  (Alka-Selt- zer) ,  on  Oct.  3  will  renew  The  National 
Barn  Dance,  on  68  NBC  stations  Satur- 

days, 9-9:30  p.m.  Agency:  Wade  Adv. 
Agency,  Chicago. 
MILES  LABS.,  Elkhart,  Ind.  (Alka- 
Seltzer) ,  on  Sept.  28  will  renew  for  52 
weeks  Lum  &  Abner,  on  67  BLUB  sta- 

tions, Mon.  thru  Thurs.,  8:15-8:30  p.m. 
Agency:    Wade   Adv.    Agency,  Chicago. 
MILES  LABS.,  Elkhart,  Ind.  (Alka- 
Seltzer) ,  on  Sept.  27  renews  for  52  weeks 
The  Quiz  Kids,  on  67  BLUE  stations, 
Sundays,  7:30-8  p.m.  with  rebroadcast 
9-9:30  p.m.  (PWT),  Agency:  Wade  Adv. 
Agency,  Chicago. 

DELAWARE,  LACKAWANNA  &  WEST- ERN Coal  Co.,  N.  Y.  (Blue  CoalJ ,  late 
in  Sept.  renews  The  Shadow  on  MBS 
Sunday  5:30-6  p.m.  Agency:  Ruthrauff  & 
Ryan,  N.  Y. 
PARKER  PEN  Co.,  Janesville,  Wis., 
(Quink)  on  Sept.  26  renews  Eric  Sevareid, 
news  commentator,  on  57  CBS  stations. 
Sat.,  and  Sun.,  8:55-9  p.m.  Agency:  J. 
Walter    Thompson    Co.,    N.  Y. 

Network  Changes 
LEVER  BROS.,  Cambridge,  Mass.  (Rinso), 
on  Sept.  6  for  4  weeks  replaces  The  Re- 

markable Miss  Crandall  with  Lionel  Barry- 
more  in  the  Mayor  of  the  Town  on  81  NBC 
stations.  Sun.,  7-7 :30  p.m.  and  on  Oct. 
7  shifts  the  latter  show  to  114  CBS  sta- 

tions. Wed.,  9:30-10  p.m.  Agency:  Ruth- rauff &  Ryan,  N.  Y. 
GENERAL  FOODS  Corp.,  New  York, 
shifts  product  for  When  a  Girl  Marries, 
from  Calumet,  to  Diamond  Crystal  salt, 
Mon.  and  Fri.,  5-5:15  p.m.,  continuing 
With  Baker's  Chocolate.  Tues.,  Wed.  and Thurs.  at  that  time.  Agency:  Benton  & 
Bowles,  N.  Y. 
COLGATE-PALMOLIVE-PEET  Co.,  Jersey 
City  (Super  Suds),  on  Sept.  25  discontinues 
Story  of  Bess  Johnson  on  67  NBC  sta- 

tions, 10-10:15  a.m.  (rebroadcast  12- 
12:15  p.m.).  Agency:  William  Esty  &  Co., 
N.  Y. 
IRONIZED  YEAST  Co.,  Atlanta  (yeast), 
on  Oct.  6  replaces  Are  You  a  Missing  Heir 
with  Lights  Out  on  75  CBS  stations,  Tues., 
8-8:30  p.m.  (repeat  11:30-12  p.m.).  Agen- cy: Ruthrauff  &  Ryan,  N.  Y. 
GENERAL  CIGAR  Co.,  N.  Y.  (White 
Owl  cigars),  on  Sept.  24  replaces  Ray- mond Gram  Swing  on  MBS  Mon.,  Thurs., 
10:10:15  p.m.,  with  Raymond  Clapper. 
Agency:  J.  Walter  Thompson  Co,  N.  Y. 
PROCTER  &  GAMBLE  Co.,  Toronto 
(Ivory  and  Oxydol)  on  Aug.  17  changed 
La  Pension  Velder  on  3  Canadian  Broad- 

casting Corp.  French  stations  Mon.  thru 
Fri.  from  7-7:15  p.m.  to  7:15-7:30  p.m. 
Agency:  Compton  Adv.,  N.  Y. 
CARNATION  Co.,  Toronto  (milk)  on 
Aug.  31  changed  Quart  Heure  de  Detent  on 
4  Canadian  Broadcasting  Corp.  French  sta- tions from  Tues.  and  Thurs.  10:30-10:45 
a.m.  to  10:45-11  a.m.  Agency:  Baker  Adv. 
Agency,  Toronto. 
S.  C.  JOHNSON  Co.,  Brantford,  Ont. 
(floor  wax)  on  Aug.  31  changed  Le  Vieux 
Maitre  de'Ecole  on  3  Canadian  Broadcast- 

ing Corp.  French  stations  Mon.,  Wed.,  and 
.  Fri.  from  10 :30-10 :45  a.m.  to  10 :45-ll 
a.m.  Agency:  Vickers  &  Benson,  Montreal. 
PROCTER  &  GAMBLE  Co.,  Cincinnati 
(Oxydol),  on  Sept.  28  will  replace  Woman In  White  on  59  CBS  stations  Mon.  thru 
Fri.,  1:15-1:30  p.m.,  with  Ma  Perkins, 
also  to  continue  on  80  NBC  stations 
Mon.  thru  Fri.,  3:15-3:30  p.m.  Agency: 
Blackett-Sample  Hummert,  Chicago. 

Gosch  Named  Producer 

For  New  Camels  Series 

MARTIN  GOSCH  will  produce  the 
new  weekly  half-hour  variety  show 
featuring  Bud  Abbott  and  Lou  Cos- 

tello, comedians,  which  starts  Oct. 
8  under  sponsorship  of  R.  J.  Rey- 

nolds Tobacco  Co.,  Winston-Salem, 
N.  C.  (Camels),  on  approximately 
100  NBC  stations,  Thursday,  7:30-8 
p.m.  (EWT),  with  West  Coast  re- 

peat, 7-7:30  p.m.  (PWT).  He  will 
also  collaborate  with  Howard  Har- 

ris on  scripts,  with  other  writers 
including  Don  Prindle  and  John 
Grant.  Leith  Stevens  has  been 
signed  as  musical  director. 

Hal  Hackett,  radio  director  of 
Music  Corp.  of  America,  New  York, 
is  currently  in  Hollywood  confer- 

ring with  Eddie  Sherman,  busi- ness manager  of  the  comedy  team, 
and  Richard  Marvin,  radio  direc- 

tor of  William  Esty  &  Co.,  New 
York  agency  servicing  the  tobacco 
account.  They  are  lining  up  addi- 

tional talent  for  the  packaged  deal 
show.  It  is  understood  that  Betty 
Rhodes  will  have  the  featured 
vocal  spot.  Program  takes  over  the 
NBC  time  currently  held  by  Bob 
Hawk's  How'm  I  Doin'?  also  spon- 

sored by  the  tobacco  firm.  New 
show  is  reported  as  costing  spon- 

sor in  the  neighborhood  of  $10,000 

per  week. 
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RAY  BARRETT  and  Ed  O'Connor, anuotincers  of  WDRC.  Hartford,  will 
be  the  seventh  and  eighth  members  of 
the  station's  staff  to  go  into  war  serv- ice. Those  already  in  military  service 
or  working  for  the  government  in  ci- 

vilian capacity  are  Bob  Provan  and 
Elliot  Miller,  announcers ;  Stanley 
I'eer,  control  operator ;  and  Kenneth 
^IcTjeod.  Carl  Milner,  and  Larry 
(irant.  transmitter  engineers. 

Help  Wanted 

Chief  Engineer-Executive  —  Who  in  effect would  be  assistant  manager  if  capable. 
In  most  desirable  location  with  comforta- 

ble living.  10  kw  operation,  new  and 
latest  equipment  just  installed.  Must 
have  thorough  knowledge  of  technical 
operation  and  ability  to  handle  men. 
Right  party  probably  should  be  married, 
with  children,  wanting  permanent  loca- 

tion with  opportunity  to  expand.  If  he 
is  not  now  employed,  he  probably  is  not 
the  right  type.  Box  823,  BROADCAST- ING. 

Experienced  Engineer — First  class  license. 
Also  announcer  or  combination  an- 

nouncer-engineer. WLAG,  LaGrange, 
Georgia. 

Salesman — Opportunity  in  growing  de- fense industry  market.  Compensation, 
salary  and  commission.  Producer  can 
make  substantial  income.  In  reply  give 
complete  information.  All  inquiries  held 
in  strictest  confidence.  KRIC,  Beaumont, 
Texas. 

Wanted — Combination  Operator  and  An- 
nouncer who  can  read  news,  write  copy 

and  has  programming  ability.  Box  812, 
BROADCASTING. 

Excellent  opportunity — For  a  hustler,  who 
can  sell  and  announce,  to  manage  and 
operate  Remote  Studio  in  town  of  fifteen 
thousand  people.  Salary  and  percentage; 
Delta  territory;  Business  excellent;  New 
equipment  ready  to  go.  Need  Action. 
Write  or  wire  KFFA,  Helena,  Arkansas. 

Wanted — Attractive  young  lady,  experi- 
enced, who  is  able  to  handle  women's  pro- gram, and  continuity  on  progressive  Mu- 
tual New  England  Station.  Time  of 

essence.  Wire  or  write  qualifications, 
starting  salary,  availability.  Box  820, 
BROADCASTING. 

SALESMAN  WANTED— Excellent  oppor- 
tunity. Good  financial  arrangement. 

WJTN,    Jamestown,   New  York. 

Salesman — For  50  KW  station  in  large 
metropolitan  district.  Straight  salary 
only.  Give  full  details  when  replying. 
Box  816,  BROADCASTING. 

Have  Opening — For  one  or  two  capable 
studio  or  transmitter  operators.  Those 
interested  contact  WD  AY,  Fargo,  North 
Dakota,  giving  qualifications  and  sal- 

ary expected. 

Operator — For  Indiana  station.  State  age, 
education,  experience,  draft  status,  ex- 

pected salary  and  availability  for  in- 
terview. Box  807,  BROADCASTING. 

All-around  announcer  —  Immediately.  Ad 
lib  ability,  writing  experience  helpful. 
Send  voice  recording  and  complete  de- 

tails  to   WLDS,   Jacksonville,  Illinois. 
Three  Operators  Wanted — First  or  second 

class,  first  preferred,  at  Paducah,  Hop- 
kinsville  and  Henderson,  Kentucky.  Wire 
Pierce  Lackey,  WPAD,  Paducah,  Ky. 

CONTROL  ENGINEER— Excellent  open- 
ing  for  alert  experienced  man  in  a  busy 
control  room.  Box  805,  BROADCAST- 
ING.  

ENGINEERS  —  If  yon  are  experienced  in 
studio,  remote  and  portable  recording 
work,  have  low  draft  classification,  and 
would  like  to  be  associated  with  KMBC, 
write  A.  K.  Krahl,  KMBC,  Kansas  City, 
Mo.,  detailing  training  and  experience. 
State   startng   salary  required. 

WILLIAM  A.  BLEES,  until  recently 
general  sales  manager  of  the  Nash 
Motors  Division  of  Nash-Kelvinator 
Corp.,  Detroit,  has  joined  Young  & 
Rubicam,  New  York,  as  an  account 
executive.  Prior  to  his  position  with 
Nash,  Blees  was  vice-president  and 
general  manager  of  J.  Stirling  Getch- ell  Inc.,  Detroit,  and  had  previou.sly 
served  as  vice-president  in  charge  of 
sales  of  Buick,  Oldsmobile  and  Pon- tiae  for  General  Motors  Corp. 

Help  Wanted  (Continued) 

Announcer  and  Engineer — Eastern  local 
wants  draft  exempt,  sober  announcer; 
also  licensed  operator.  Advise  salary 
expected,  references  and  availability  date. 
Box  813,  BROADCASTING. 

Engineer — Male  or  female,  progressive  net- work station  in  Alabama.  Send  photo, 
details  and  salary  required  first  letter. 
Box  822,  BROADCASTING. 

TECHNICIANS— With  Studio  or  Trans- 
mitter Experience,  and  License.  Register 

at  once.  Many  vacancies  large  Eastern 
Cities.  American  Communications  Assn. 
1626  Arch,  Philadelphia. 

Situations  Wanted 

Announcer  —  Script-copy  writer.  Three 
years  experience,  N.  Y. — radio  major. 
Versatile!    Box    810,  BROADCASTING. 

ASSISTANT  MANAGER— 35,  3-A,  experi- 
enced programming,  traffic,  operations, 

management.  Capable,!  dependable  right- 
hand  man,  finest  references.  Box  815, 
BROADCASTING. 

STATION  MANAGER— Experienced  in 
every  department  Independent  and  Net- 

work local.  Married,  dependents,  age 
31.  References.  Box  806,  BROADCAST- ING. 

Radio  Engineer — First  class  license.  Eight 
years  experience  including  operation, 
maintenance  five  kilowatt.  Wide  experi- 

ence in  every  department  including 
deep,  well  trained  announcing  voice. 
Box  811,  BROADCASTING. 

Engineer — Restricted  Lcense-Program  Man 
— Can  Announce.  Five  Years'  Experi- ence. References.  Married.  4F  Draft. 
Florida  or  South.  Box  809,  BROADCAST- ING. 

Woman — Excellent  air  personality ;  fine 
voice;  now  employed  handling  daily 
woman's  program,  gossip  program  and copy.  Versatile;  knows  music ;  can  sell. 
Box  819,  BROADCASTING. 

Sports-Writer — Young,  energetic,  3  years 
radio  experience.  Seeks  across-the-board 
spot  as  sports  commentator.  Dramatic 
school  background.  Audition.  Recordings 
on  request.  Draft  exempt.  Box  808, 
BROADCASTING. 

YEARS'  EXPERIENCE— In  writing,  pro- 
ducing, announcing.  Want  good,  per- 
manent employment  with  progressive 

station.  I.Q.-146.  Draft  exempt.  Box 
804.  BROADCASTING.  

Combination — Everything  except  engineer- 
ing. Ten  years'  experience.  3A.  Box 803,  BROADCASTING. 

Program  Director-Announcer — Small  south- 
ern station,  would  like  to  move  west 

coast.  Knows  programming,  management, 
sports,  continuity,  music.  Accurate  an- 
nouncine.  Draft  deferred.  Box  821, 
BROADCASTING. 

Wanted  to  Buy 

Modulation  Monitor — FCC  approved.  State 
make,  condition  and  cash  price.  Box 
818,  BROADCASTING. 

 For  Sale  
RCA  Portable  Recording  Equipment — Ve- 

locity microphones,  amplifiers,  VU  meter. 
Box  814,  BROADCASTING. 

Radio  Roundup 

JUST  before  dawn  Aug.  26  a 
raging  fire  swept  the  Atlanta 
recruiting  office  of  the  Marine 
Corps,  destroying  enlistment 
papers  of  some  60  members  of 
the  recently-formed  Georgia 
Cracker  Platoon.  Before  the 
smoke  had  cleared,  Lt.  Col. 
John  D.  O'Leary  had  asked 
the  local  stations — WSB, 
WGST,  WAGA  and  WATL— to  round  up  the  new  recruits 
to  fill  out  new  papers.  Result 
of  a  few  spot  announcements : 
every  one  of  the  60  reported 
in  before  noon. 

STANLEY  RICHARDS  has  returned 
to  the  air  for  his  fourth  year  as  stage 
and  screen  interviewer  of  WEVD, 
New  York,  with  a  program  titled  Thea- tre Date.  Series  takes  listeners  on  a 
tour  of  the  city's  stage  and  screen theatres,  stopping  briefly  at  various 
points  for  news  reports,  play  and  film 
reviews  and  interviews. 

Jansky  &  Bailey An  Organization  of 
Qualified  Radio  Engineers 

Dedicated  to  the 
SERVICE  OF  BROADCASTING 

National  Press  Bidg.,  Wash..  D.  C. 

JOHN  BARRON 
Consulting  Radio  Engineers 

Specializing  In  Broadcast  and 
Allocation  Engineering 

Earle  Building,  Washington,  0.  C. 
Telephone  NAtiono!  7757 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

CLIFFORD  YEWPALL 
Empire  Stat*  B\dg. 
NEW  YORK  CITY 

An  Accoanting  Servic* 
Particularly  Adapted  to  Radio 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co 
Sllvar  Sprint  Md. 

(Suburb.  Wash.,  D.  C.) 
Main  Ofllce:  Crossr(>adi 

7IS4  Miln  St    /^^/^        th«  World Kansas  City,  Ms  f    Y     }    Hollywood.  Cil 

Holiday  Mail 

WIBG,  GLENSIDE,  Pa.,  is  carry- 
ing daily  announcements  advising  that 

listeners  mail  Christmas  gifts  early  to 
members  of  the  armed  services  abroad. 
The  Nov.  1  deadline  is  .stressed  by  the 
station,  which  has  also  sent  out  let- 

ters to  all  accounts  and  agencies  ad- 
vising them  to  start  their  "Christmas 

Gifts  for  Soldiers"  advertising  in  Sep- tember to  speed  up  the  early  mailing 
campaign  requested  by  the  Govern- ment. 

CRYSTALS  by  .] 

mip®wm 
Thousands  of  vital  transmitting  installa- 

tions rely  on  the  accuracy  and  dependa- 
bility of  Hipower  Precision  Crystal 

units.  With  recently  enlarged  facilities, 
Hipower  is  maintaining  greatly  increased 
production  for  all  important  services. 
When  essential  demand  begins  to  return 
to  normal,  Hipower  will  be  glad  to  help 
with  your  crystal  needs. 

HIPOWER  CRYSTAL  CO. 
Sales  Division— 205  W.  Wacker  Drive,  Chicago 
Factory — 2035  Charleston  Street,  Chicago,  III. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.      Dl.  1205 
Washington,  D.  C 

PAUL  F  GODLEY  * 

CO/VSUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 

MO  2-7859 

GEORGE  C.  DAVIS 

Consulting  Radio  Engineer 

Munsey  BIdg.  District  8456 
Washington,  D.  C. 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Communications,  Inc. 
66  Broad  St..  New  York,  N.Y. 

RING  &  CLARK 

Consulting  Radio  Engineers 
WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 

BROADCASTING FOR 
RESULTS! 

CLvt^§§IFIED 

Situotions  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  week  preceding  issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, Washington,  D.  C. 

PROFESSIONAL 

DIRECTORY 
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Army  Air  Forces  Asks  Stations 

To  Plug  ESMDT  Radio  Course 

Radio  Specialists 

For  Army  Needed 
50,000  Experts  Required 
To  Service  Air  Forces 

RECRUITING  drive  to  enlist 
85,000  maintenance  and  commu- 

nications specialists  for  the  Army 
Air  Forces,  Ordnance  and  Signal 
Corps  was  launched  last  week,  with 
Maj.  Gen.  George  E.  Stratemeyer, 
Chief  of  the  Air  Staff,  warning 
that  a  shortage  of  technicians 
loomed  because  of  the  unprece- 

dented expansion  of  the  Air 
Forces. 

The  continued  growth  of  the  Air 
Forces  alone  demands  50,000 
skilled  men  without  delay.  Gen. 
Stratemeyer  said.  Though  tens  of 
thousands  are  now  in  training, 
they  are  not  ready. 

The  shortage  includes  Aircraft 
Radio  Mechanics,  and  Aircraft 
Radio  operators.  Radio  broadcast- 

ing field  engineers,  loud  speaker 
test  men,  public  address  service 
men,  radio  chassis  aligners,  auto- 

mobile radio  installers,  amateur 
radio  mechanics,  and  recording 
engineers  needed  by  the  military 
forces  immediately.  There  is  also 
a  shortage  of  airport  control  op- 

erators, communications  operators, 
radio  dispatchers. 

'Shoulder  Muscles' 
Gen.  Stratemeyer  pointed  out 

that  the  technical  services  "are  the 
shoulder  muscles  of  the  Air  Force 
striking  arm.  They  keep  the  strik- 

ing power  of  our  fighters  razor 
sharp.  Without  them  the  air  ar- 

mada would  be  grounded  in  a 
short  time." 

"Heroic  work  has  been  done  by 
our  maintainance  and  communica- 

tions men",  the  General  continued. 
"Without  them  as  a  backbone,  the structure  of  the  Air  Force  could 

not  stand." 
Skilled  men  between  the  ages 

of  eighteen  and  forty-four  are  eli- 
gible to  enlist.  Subsequent  oppor- 

tunities for  promotion  and  tech- 
nical education  are  plentiful,  and 

the  men  may  eventually  become 
commissioned  officers.  Applicants 
need  not  be  aviation  mechanics, 
professional  radio  operators,  nor 
repairmen.  All  that  is  required  is 
knowledge  of  one  phase  of  pre- 

cision work  that  can  be  applied  to 
the  broad  field  of  airplane  main- 
tainence  or  aviation  communica- 
tions. 

ANOTHER  request  to  the  broad- 
casters has  been  made  by  the  Army 

Air  Forces  to  alleviate  the  increas- 
ing demand  for  radio  operators  in 

that  branch  of  the  service  by  urg- 
ing listeners  to  enroll  in  the  Engi- 

neering, Science,  Mechanical,  De- 
fense Training  radio  courses  offered 

by  the  Government. 
Effective  immediately  qualified 

individuals  taking  the  Office  of  Ed. 
ucation  course  in  fundamentals  of 
radio  may  enlist  in  the  Enlisted 
Reserve  Corps  of  the  Army  Air 
Forces. 

Deferred  for  Course 

Col.  A.  W.  Marriner,  director  of 
communications.  Army  Air  Forces, 
requests  broadcasters  to  inform 
listeners  about  the  new  ruling  as  a 
stimulant  to  enrollment  in  the  En- 

gineering, Science,  Mechanical,  De- 
fense Training  radio  courses. 

Those   entering  the  Air  Force 

"Optimists"  to  Use  Discs 
MORE  than  500  stations  will  carry 
transcriptions  and  other  material 
as  part  of  "Optimists  Week",  Nov. 
1-8,  sponsored  by  the  Optimists  In- 

ternational of  the  U.  S.  and  Can- 
ada, organization  devoted  to  prob- 
lems of  youth.  Programs  will  fea- 
ture a  concerted  appeal  for  more 

courage,  confidence,  and  practical 
optimism  in  settling  petty  differ- 

ences between  individuals  and 
classes.  Joe  E.  Brown,  Bob  Burns, 
Eddie  Cantor,  Bob  Hope,  Charlie 
Chaplin,  and  J.  Edgar  Hoover  are 
among  those  taking  part. 

Jantzen  Test 
JANTZEN  KNITTING  MILLS, 
Portland,  Ore.  (Jan  —  suntan 
cream)  is  currently  conducting  a 
test  campaign  on  KOIN,  Portland 
for  the  product,  new  on  the  market. 
Agency  is  Botsford,  Constantine  & 
Gardner,  San  Francisco. 

Enlisted  Reserve  are  automatically 
deferred  until  the  course  of  instruc- 

tion is  completed.  Those  who  satis- 
factorily complete  Part  I  of  funda- 

mentals of  radio  are  permitted  to 
enroll  in  Part  II.  In  no  case  will 
deferment  exceed  nine  months. 
Broadcasters  are  requested  to 

take  a  leading  part  in  the  organiza- 
tion of  new  ESMDT  radio  courses. 

In  so  doing  they  will  contribute 
vitally  in  the  nation's  war  effort. 
At  the  same  time  they  will  assist 
materially  in  alleviating  the  ever 
increasing  shortage  of  technicians 
in -the  broadcasting  industry. 

Col.  Marriner  also  pointed  out 
that  it  is  now  possible  for  trained 
communications  personnel  to  enlist 
directly  for  communications  in  the 
Army  Air  Forces.  Those  desiring 
to  enlist  may  do  so  by  contacting 
their  local  recruiting  officer,  or  by 
writing  to  the  Director  of  Com- 

munications, Headquarters,  Army 
Air  Forces,  Washington. 

Purity  Bakeries  Revise 

Ad  Setup  In  14  Markets 
PURITY  BAKERIES  Corp.,  Chi- 

cago (Taystee  bread,  Grennan 
cakes),  has  revised  the  direction  of 
its  advertising  activities.  The  fol- 

lowing markets  will  be  handled 
direct  by  the  company  out  of  Chi- 

cago under  Walter  Hopkins,  ad- 
vertising manager:  New  York, 

Detroit,  Chicago,  St.  Louis,  Kansas 
City,  Flint,  Toledo,  Sedalia,  Mo., 
Springfield,  Mo.,  Dallas,  Fort 
Worth,  Abilene,  Wichita  Falls, 
Tex.,  Muskogee,  Okla. 

Advertising  for  the  company's bakeries  in  the  following  markets 
will  continue  to  be  handled  by 
Campbell-Mithun,  Minneapolis:  St. 
Paul,  Minneapolis,  Duluth,  Cin- 

cinnati, Hamilton,  O.,  Indianapo- 
lis, Louisville,  Memphis,  Nashville, 

Burlington,  la.,  Des  Moines,  Co- 
lumbus, Akron.  Advertising  plans 

have  not  been  formulated. 

HALUCRAFTERS  GET 

ARMY-NAVY  EMBLEM 
HALLICRAFTERS  Co.,  Chicago, 
radio  equipment  manufacturers 
now  converted  entirely  to  the  man- 

ufacture of  war  equipment,  have 

been  awarded  the  Army-Navy  "E" for  "high  achievement  in  produc- 
tion", W.  J.  Halligan,  president, announced. 

In  a  letter  of  notification  from 
Under  Secretary  of  War  Robert 
P.  Patterson,  the  company  was 
complimented  for  its  work  on  gov- 

ernment contracts.  "The  high  and 
practical  patriotism  of  the  men 
and  women  of  The  Hallicrafters 

Co.  is  inspiring,"  Secretary  Pat- terson vo-ote.  "Their  record  will 
be  difficult  to  surpass,  yet  the 
Army  and  Navy  have  confidence 
that  it  was  made  only  to  be 

broken". 
Formal  presentation  of  the  "E" banner  will  be  made  at  the  Halli- 

crafter  Main  plant  Wednesday, 
Sept.  9,  with  Army,  Navy,  and 
civil  officials  present. 

Avoset  Feeler 

AVOSET  Inc.,  San  Francisco 
(Avoset  whipping  cream)  has 
started  a  test  campaign  in  Port- 

land, Ore.,  using  a  series  of  tran- 
scribed spot  announcements  on 

KOIN  KGW  KWJJ  and  KALE  and 
in  addition  home  economics  partici- 

pations on  KGW.  The  campaign  is 
to  run  through  October.  In  addition 
to  the  mainland  test  campaign 
Avoset  is  using  transcribed  spots 
on  KGMB  and  KGU,  Honolulu; 
KINY,  Juneau,  and  KFAR,  Fair- 

banks, Alaska  and  HP5G-H0A- HOP,  Panama,  C.  Z.  Agency  is 
Botsford,  Constantine  &  Gardner, 
San  Francisco. 

Beet  Sugar  Series 
CALIFORNIA  GROWN  SUGAR 
Corp.,  San  Francisco  (beet  sugar) 
has  instituted  a  radio  campaign 
during  the  current  fruit  and  vege- 

table canning  season,  using  par- 
ticipations on  home  economics  pro- 

grams on  five  California  stations 
(KPO  KGO  KHJ  KFI  KFAC)  on 

an  average  of  four  times  weekly.' Agency  is  McCann-Erickson,  San Francisco. 

LOCAL  civilian  defense  in  action  un- der air  raid  conditions  has  been  filmed 
under  the  direction  of  Clair  Weide- 
naar,  of  WOWO-WGL,  Fort  Wayne. 
Sound  track  narration  was  by  Paul 
Roberts,  also  of  WOWO-WGL. 

EMPLOYES'  SHOW 
Corning   Glass   Works  Series 
'  Uses  Worker  Talent  

CORNING  GLASS  WORKS,  Corn- 
ing, N.  Y.,  recently  began  a  weekly 

Family  Party  series  on  WHCU, 
Ithaca,  with  music  and  comedy 
furnished  by  talented  employes 
under  direction  of  Bob  Smith, 
formerly  an  m.c.  with  CBS  and Mutual. 

Broadcast  from  Corning  by  re- 
mote control,  the  show  was  de- 

signed as  a  vehicle  of  entertain- ment for  Corning  Glass  Works 
families.  Mr.  Smith  holds  auditions 
at  the  plant,  with  the  assistance  of 
Joe  Short,  WHCU  program  direc- tor. 

Transmitter  Bovines 

CATTLE,  64  head,  graze  at 
the  base  of  the  towers  of 
WFBL,  Syracuse,  and  inside 
the  city  limits  too.  The  stock 
is  100%  ovraed  by  the  sta- 

tion, which  explains  their 
double  purpose  of  keeping 
the  grass  trimmed  in  the  rich 
creek  bottom  land  where  the 
WFBL  transmitter  is  locat- 

ed as  well  as  to  utilize  the 
grazing  land  to  produce  food 
for  victory. 

Drawn  for  Broadcasting  by  Sid  Hix 

"It  Must  Be  Bill!  He  Said  the  Boss  Would  Really  Know  It  When  He 

Got  His  Wings!" 
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Some  call  it  "air  force"— to  others  it's  simply 

KMBC  advertising.  At  any  rate,  it's  the  power 

that  sends  sales  soaring  higher  and  higher  in 

the  Midwest  these  days.  When  you  take  off 

with  KMBC,  you  go  places  because  you've  got 

the  services  of  by  far  the  largest  radio  staff  in 

Kansas  City  .  .  .  the  highest  quality  in  pro- 

grams and  production  .  .  .  the  strongest,  most 

consistent  promotion  .  .  .  and  of  course,  the 

assurance  that  KMBC  leads  in  Kansas  City 

listeners  more  often  than  any  other  station. 

Fact  is,  KMBC  measures  first  in  this  area  by 

nine  standards  of  station  superiority.  For  a 

quick  flight  to  sales  heights,  call  in  a  Free  & 

Peters  man  and  reserve  space  on  this  "9  Way 

the  Winner"  station.  From  then  on  .  .  .  it's 

happy  landings! 

OF  KANSAS  CITY 

FREE  &  PETERS,  INC.  CBS  BASIC  NETWORK 



announces  A  PLAX  TO  HELP 

YOU  GET  THE  TUBES  YOU  NEED 

In  fulfilling  the  latter  part  of  its  pledge  "Production  for 
War  —  Cooperation  for  All,"  RCA  has  evolved  a  plan  to  help commercial  broadcast  stations  obtain  at  least  some  of  the 
Power  Tubes  that  many  of  them  now  need. 

With  amateurs  "off  the  air"  for  the  duration,  it  is  obvious 
that  here  is  an  important  reservoir  of  needed  tube  types  which, 
even  though  partially  used,  might  still  prove  invaluable  to 
commercial  stations.  Through  the  QST  advertisement  illus- 

trated here,  as  well  as  through  individual  efforts  by  many  of 
its  Power  Tube  and  Equipment  distributors,  RCA  has  been 

collecting  data  on  the  types,  number  and  condition  of  tubes 
available  from  this  source.  These  RCA  distributors  now  wel- 

come the  opportunity  to  serve  by  putting  commercial  sta- 
tions in  touch  with  amateurs  or  others  who  have  tubes  to 

sell  under  this  Plan. 

Thus,  if  you  need  tubes  of  the  types  indicated  in  the  QST 
advertisement  and  are  willing  to  accept  partially  used  tubes 
at  fair  prices,  condition  considered,  we  suggest  that  you  con- 

tact your  nearest  RCA  Power  Tube  and  Equipment  distribu- 
tor at  once.  He'll  do  his  best  to  help  you  get  them. 

A  Service  to  Radio  Amateurs 

and  Commercial  Broadcast  Sta- 
tions by  the  Transmitting  Tube 

Division   of    RCA   Mfg.  Co. 

Many  of  these  RCA  Transmitting 
Tube  types,  now  idle  in  amateur 
radio  equipment,  may  be  made 
available  to  commercial  broadcast 
stations,  thanks  to  the  activities  of 
RCA  and  RCA  Power  Tube  and 
Equipment  Distributors.  If  you 
need  any  of  the  types  indicated  in 
this  current  QST  message  to  ama- 

teurs, advise  your  RCA  Distributor. 

PRODUCTION  FOR  WAR 

-COOPERATION  FOR  All 
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IS  MORE  THAN  THE  CAPITAL  OF 

GEORGIA  — IT'S  THE  COMMERCIAL  AND 

FINANCIAL  DYNAMO  OF  THE  SOUTHEAST 

If*  ■«in  li  :«  m;irk.  I   It  .ifTorfli    in  o|i|M>rtunii\   lor  a«l\«Tli-.i  r-t  %»ho 

iii^  lo  liir  iiiliirt-  .f       li  .II  iIm-  |»rr'««'iil. 

Atlanlu  In  ihi*  rroH<«roiiiU  <>l   iriiriMporlulion  an«l  communication  for  the 

nlhriiHl.   Il-  |n>((ii l.ii iiiii   li.i-   m<  i  <  ;i.<  <l         «*-«tim<ili'4l   13.2  |H'r*Tiil  fr«mi 

*)Mt  In  l*M2.    ,(.000  ol  Aiiirrii  I         kIiii):  «-oiHM-i'ni«  lui\«-  bi'niirli  «»ni<  <  - 

Atlitnia  to<ln>  !  increased  employment  is  jisivin^  iIm-  people  of  lhi»  market 

increased  purchaHinf;  pouer. 

The  far-sighted  ad>erti!«er  hiII  aim  lur  tliir^  Iremendoun  TiUying  power  now! 

reach  the  people  ol  Vilunla'tt  growing  market — u«e  the  Blue  Rihhon 

Station  Of  The  South. 

THE  BLUE  RIBBON  STATION  OF  THE  SOUTH^' 
ATLANTA,  GA^^^Bj^^^^^^^B— ^^M^^^^^^M^MM.ggig.^^^^M 

HTBlue  Network*  Blair  Repres  e  n  t  s  Us  Nationally 
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^ouchdowns^^  in  Green  Bay  • 

Sales  for  you  right  here 

WWL  Daytime  Coverage 
PRIMARY  and  SECONDARY 

You  get  both  with: 

NEW  ORLEANS 

50,000  watts  -  -  clear  channel 

You  don't  hear  .nradh  except  football  talk  in  the  home 
town  of  the  Green  Bay  Packers.  Yet  occasionally  a 

Green  Bayite  will  hear,  and  drop  a  friendly  line  to, 

Station  WWL,  New  Orleans. 

These  distant  listeners  aren't  for  sale — they're  free. 
The  real  value  of  WWL  to  advertisers  lies  in  its  concen- 

trated power  and  prestige  right  here  in  the  Deep  South, 

where  it's  .  .  . 

The  greatest  selling  POWER 

I  in  the  South's  greatest  city 

CBS   Affiliate  —  Nat'l    Representatives,    The    Katz   Agency,  Inc. 
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Don't  work  up  a  sweat  over  sales 
problems.  Use  KFAB  to  cool  your 
fevered  brow !  Let  KFAB  waft  your 
message  throughout  Nebraska  and 
neighboring  states . . .  then  fan  it  into 
a  sales  conflagration.  We're  rationing the  KFAB  schedule  here  and  there . . . 
but  there  are  still  some  choice  avail- 

abilities, if  you  act  now. 

DON  SEARLE— Gen'l  Mgr. 
Ed  Petry  &  Co.,  NatM  Rep. 

FAB 

N    C    O   I.  N 
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ONE    OF   A   SERIES    PRESENTING    THE    MEN    WHO    MAKE    FREE   &    PETERS  STATION 

G.  Imm  Mm 

MAMGER,  WIS,  OOLUMBU,  8.  (] 

1920— Wireless  amateur.  Built  Slalion  3NF 
1922 — Built  and  operated  broadcast  slationWQAT, 

Richmond 
1924 — Radio  Institute  of  New  Orleans 
1924 —  Obtained  first  class  commercial  operator's 

license.  Began  two  years  as  deep-water 
wireless  operator,  working  with  some  of  the 
earliest  installations  of  vacuum  tube  trans- 
mitters 

1925 —  Studied  advertising  at  Columbia  University, 
while  working  at  RCA  Laboratories 

1926 —  Westinghouse  Electric  Company 
1929 — Radio  specialist,  Grnybur  Electric  Company, 

while  studying  radio  at  Georgia  School  of Technology 
1932— General  Manager,  Station  WIS 
1935— WIS  changed  from  1010  KG  to  560  KG— 

5000-1000  watts 
1938— Elected  President  of  WIS,  Inc. 
1942— Elected  Director,  NAB 
1942 — WIS  lipped  to  5,000  watts,  day  and  night. 

1  \ 

0,  ladeez  and  gents,  the  handsome  young 
man  above  is  not  a  Hollywood  impersonation 

of  a  brilliant  radio  executive — he  is  Godfrey 
Richard  Shafto,  and  really  one  of  the  top- 

flight radio  men  in  America  today.  Beginning 
as  a  radio  ham  at  the  age  of  16,  then  as 

"Sparks"  on  sea-going  ships  at  20,  and  finally 
as  Manager  of  Station  WIS,  Dick  Shafto  has 
lived,  breathed  (but  not  slept)  radio  for 

more  than  twenty-two  years.  And  every  one 
of  those  years  has  made  Dick  a  more  and 
more  important  person  in  this  industry. 

Speaking  of  successful  years  in  radio,  we 

think  perhaps  you'll  find  a  "selfish"  interest 
in  one  of  our  own  corporate  records — the 

length  of  time  we've  served  so  many  of  the 
stations  we  represent.   Because,  after  all, 

one  of  a  representative's  greatest  assets  to 
you  is  the  intimacy  with  which  he  knows  his 
stations,  their  policies  and  their  markets.  .  .  . 

Therefore,  we're  proud  to  tell  you  that  here 
at  F&P  we  still  represent  the  first  four 

stations  we  started  out  with,  ten  years  ago — 
now  represent  nineteen  stations  with  which 
we  have  been  associated  five  years  or  more. 

Good  representation,  it  seems  to  us,  is  a 
matter  not  of  divided  loyalty,  but  of  double 

obligation — to  the  station  and  to  the  adver- 

tiser. We  think  it's  significant  that  after 
years  of  closest  association,  so  much  loyalty 
is  returned  to  us  from  both  sides  of  the 

fence.  And  this  is  the  greatest  kick  we  get 
out  of  our  work,  here  in  this  pioneer  group 

of  radio -station  representatives. 

EXCLUSIVE  REPRESENTATIVES:     ^  | 
WGR-WKBW  BUFFALO  m 
WJWC    .    .  CHICAGO-HAMMOND WCKY  CINCINNATI 

KDAL  DULUTH  )':*' WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO  .KALAMAZOO-GRAND  RAPIDS  If KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN     .    .  MINNEAPOLIS-ST.  PAUL WINS  NEW  YORK 
WMBD  PEORIA  f< 
KSD  ST.  LOUIS 
WFBL  SYRACUSE  J,i 

.  .  .  IOWA  .  .  . 
WHO  DES  MOINES 
woe  DAVENPORT 
KMA  SHENANDOAH 

.  .  .  SOUTHEAST  .  .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  .  .  . 
KOB  ALBUQUERQUE KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  .  . 
KARM   FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX,  Inc. 

Free  &  Peters,  jiiic. 

Pioneer  Radio  Station  Representatives Since  May,  1032 

CHICAGO:  180  N.  Michigan  NEW  YORK:  247  Pari  Aie.  SAN  FRANCISCO: /// S,///fr  HOLLYWOOD:  1512  N.  Gor<^o«  ATLANTA:  322  Pa/mer  BWg. 
Franklin  6373  Plaza  5-4131  ,  Sutter  4353  Gladstone  3949  Main  5667 
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OWI  to  Funnel  All  Government  Broadcasts 

Davis  Acts  to  End 

Confusion  in 

Clearance 

THE  LONG-HERALDED  direc- 
tive, requiring  all  Government 

agencies  to  channel  their  radio 
program  plans,  network  or  spot, 
through  the  Radio  Bureau  of  the 
Office  of  War  Information,  effective 
Oct.  1,  was  issued  last  Thursday 
by  Elmer  Davis,  OWI  director. 

"All  plans  or  proposals  for  new 
or  continuing  series  or  for  indi- 

vidual radio  programs  developed  by 
or  for  the  national  headquarters  of 
the  several  Government  agencies 
for  local  stations  or  networks  will 
be  submitted  to  the  Chief  of  the 

Radio  Bureau,  OWI,  for  clearance," 
Mr.  Davis  ordered.  Head  of  the  Ra- 

dio Bureau  is  W.  B.  Lewis,  former 
CBS  programs  vice-president  and 
radio  director  of  the  former  Office 
of  Facts  &  Figures,  absorbed  by 
OWI  upon  its  creation  last  June 
by  President  Roosevelt. 

Four  Sections 

overlapping  and  conflicting  state- 
ments issued  from  several  sources." 

After  outlining  precise  procedure 
to  be  followed  in  the  clearing  of  all 
new  or  existing  Government  pro- 

grams, whatever  their  nature,  Mr. 
Davis'  regulations  ordered  that  be- 

ginning Oct.  1  the  Radio  Bureau 
hold  conferences  with  representa- 

tives of  Federal  departments  and 
agencies  now  broadcasting  pro- 

grams to  review  their  importance 
to  the  war  effort. 

The  new  regulation  follows  OWI 
General  Order  No.  1,  Section  6, 
issued  July  10  after  Mr.  Davis  took 
over  the  operations,  definitely 
designating  OWI  as  the  Govern- 

ment's program  clearance  agency. 
Locals'  Problem 

With  the  spelling  out  of  the  radio 
functions  of  OWI  by  Mr.  Davis, 
the  work  of  that  organization  is 
vastly  increased  since  it  formallv 
becomes  the  clearing  house  for  all 
Government   programming  opera- 

nts of  the 
overnment 
the  air  as 
pokesman, 
the  Office 
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f  all  four 
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tions.  Mr.  Lewis'  chief  aide  is 
Douglas  Meservey,  assistant  chief 
of  the  bureau  and  former  program 
sales  manager  of  NBC.  They  origi- 

nally set  up  the  radio  unit  of  the 
defunct  Office  of  Facts  &  Figures. 

It  is  recognized  that  the  problems 
of  local  stations  in  the  handling 
of  the  welter  of  Government  ma- 

terial are  not  solved  entirely  under 

this  new  procedure.  Mr.  Lewis' 
organization,  however,  proposes  to 
tackle  the  whole  field  in  orderly 
fashion.  The  bureau  is  working  on 
a  system  to  improve  the  Radio  War 
Guide  as  part  of  the  overall  project 
to  simplify,  consolidate  and  coordi- 

nate the  flow  of  Government  pro- 
gramming, network  and  local. 

It  is  expected  possibly  two  addi- 
tional people  will  be  hired  by  the 

Radio  Bureau  for  its  script  branch 
to  assist  in  the  work. 

In  its  review  of  programs  now 
on  the  air,  both  network  and  local, 
it  is  expected  the  Radio  Bureau  will 
weed  out  those  no  longer  deemed 

for  an  informal  discussion.  With 
Mr.  Davis  at  the  Tuesday  session 
were  William  B.  Lewis,  former 
CBS  vice-president,  now  chief  of 
the  OWI  Radio  Bureau,  aUd  Doug- 

las Meservey,  former  NBC  pi'ogram 
official,  now  assistant  chief  of  the 
Radio  Bureau. 

Attending  the  conference  for  the 
industry  were  Paul  W.  Kesten, 
vice-president  and  general  man- 

ager, and  Earl  H.  Gammons, 
Washington  director,  for  CBS; 
Frank  E.  Mullen,  vice-president 
and  general  manager,  and  F.  M. 
Russell,  Washington  vice-president, 
for  NBC;  Mark  Woods,  president, 
and  Kenneth  H.  Berkeley,  Wash- 

ington director,  for  the  BLUE ; 
Fred  Weber,  general  manager,  for 
MBS;  John  Shepard  3d,  Yankee 
Network,  chairman,  and  James  D. 
Shouse,  WLW-WSAI,  Cincinnati, 
for  Broadcasters  Victory  Council; 
John  E.  Fetzer,  WKZO,  Kalamazoo, 
chairman  of  the  NAB  War  Com- 

mittee; and  Eugene  C.  Pulliam, 
WIRE,  Indianapolis,  president  of 
Network  Affiliates  Inc. 

necessary  or  desirable.  By  chan- 
nelling all  Government  requests 

for  time,  irrespective  of  their  na- 
ture, through  the  single  agency, 

scientific  handling  of  the  task,  look- 
ing toward  elimination  of  all  save 

essential  operations,  is  foreseen. 
Text  of  Ruling 

The  full  text  of  Regulation  No. 
2  follows: 

In  accordance  with  OWI  General 
Order  No.  1,  Section  6,  issued  July 
10,  1942,  all  plans  or  proposals  for 
new  or  continuing  series  or  for  in- 

dividual radio  programs  developed 
by  or  for  the  national  headquarters 
of  the  several  Government  Agencies 
for  local  stations  or  networks  will 
be  submitted  to  the  Chief  of  the 
Radio  Bureau,  OWI,  for  clearance. 

A.  New  Radio  Programs  Pro- 
posed by  Headquarters  of  Govern- 

ment Agencies. 
1.  Plans  for  new  radio  pro- 

grams will  be  submitted  in  writing 
to  the  Chief  of  the  Radio  Bureau 
with  a  complete  statement,  in- 
cluding 

(a)  The  purpose  of  the  program or  series; 

(b)  The  proposed  method  of 
presenting  the  program,  whether 
over  a  network,  through  local  sta- 

tions, live  or  by  transcription; 
(c)  The  cost  of  the  program  and 

by  whom  such  costs  are  to  be  paid; 

(d)  The  date  proposed  for  re- 
lease of  the  individual  program  to- 

gether with  a  copy  of  the  script ; 
(e)  The  date  proposed  for  the 

initiation  of  a  series,  the  proposed 
length  of  the  series,  and  a  sample 
script  together  with  the  name  of 
the  writer. 

2.  Programs  approved  for  net- work use  will  be  submitted  by  the 
Office  of  War  Information  to  the 
networks  for  consideration.  OWI 

will  promptly  inform  the  sponsor- 
ing Government  Agency  of  the  dis- 

position made  of  the  proposal. 
3.  Programs  approved  for  tran- 

scriptions will  be  given  a  war  in- 
formation priority  rating  and  the 

use  of  such  programs  will  be  sched- 
uled in  accordance  with  such  rat- 

ings. 
4.  After  approval  of  the  basic 

plans,  each  script  in  the  series, 
whether  live  or  transcribed  shows, 
will  be  submitted  to  the  Radio  Bu- 

reau, OWI,  for  clearance. 
5.  Requests  for  time  for  a  single 

broadcast  by  a  speaker  may  be 
handled   directly  by  the  several 

Titled  OWI  Regulation  No.  2,  the 
order  is  divided  into  four  parts: 
(1)  New  Radio  Programs  Proposed 
by  Headquarters  of  Government 
Agencies;  (2)  Government  Ma- 

terial Supplied  by  National  Head- 
quarters to  Established  Radio  Pro- 

grams; (3)  Government  Radio  Pro- 
grams Now  on  the  Air,  Produced  by 

or  for  National  Headquarters;  (4) 
Radio  Activities  of  Government 
Field  Offices. 

While  OWI  has  been  funneling 
more  and  more  Government  pro- 

gram material,  confusion  has  ex- 
isted over  the  welter  of  material 

received  direct  from  Federal  agen- 
cies and  bureaus.  The  regulations 

prescribe  in  detail  the  formula  to 
be  followed  in  clearance  of  all 
Government  programs  by  stations 
and  networks,  eliminate  over- 

lapping and  duplication,  and  dis- 
turb to  a  minimum  extent  normal 

program  schedules. 
In  identical  covering  letters  to 

'  sponsors  and  advertising  agencies 
and  station  managers  and  networks 
on  Sept.  9,  Radio  Chief  Lewis  said 
that  the  new  regulation  is  estab- 

lished "because  radio  time  is  lim- 
ited" and  "to  insure  uniformity  of 

•  Government  war  policy  to  the  end 
that  the  public  is  not  confused  by 

Elmer  Davis  Studies  Proposal 

That  He  Be  Government  Voice 

URGED  by  large  segme 
public  as  well  as  his  G 
colleagues  to  return  to 
the  Government  war  s 
Elmer  Davis,  director  of 
of  War  Information,  las 
discussed  with  officials  o 
networks  and  the  trad 
tions  proposals  that  he  b: 
weekly  news  analysis  o 
schedule.  No  decision 
reached  by  Mr.  Davis  la 

Public  Demand 

When  the  former  CBS 
alyst  was  drafted  last 
President  Roosevelt  to  h 
reports  immediately  cr 
that  he  would  become  t 
voice  of  the  war-time  Go 
scheduled  weekly  on  a  t 
network  or  networks.  T 
constantly  recurred  but  r 
confirmation  at  OWI  hea 

With  public  demand  f 
series  steadily  mounting, 
conflicting  arguments 
concerning  the  advisabili 
an  innovation,  Mr.  Davis 
the  network  and  industry 
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Agencies  with  the  networks  or  sta- 
tions. In  accordance  with  OWI  reg- 

ulation No.  1  such  speeches  will 
continue  to  be  cleared  by  the  Chief 
of  the  Bureau  of  Publications  & 
Graphics  of  the  OWI. 

6.  The  distribution  of  all  radio 
scripts  and  transcriptions  will  be 
handled  by  the  Radio  Bureau  of  the 
OWI  unless  otherwise  approved  by 
the  Chief  of  the  Radio  Bureau  of 
OWI. 

B.  Government  Material  Supplied 
by  National  Headquarters  to  Estab- 

lished Radio  Programs 
1.  Proposals  by  Government 

agencies  for  the  inclusion  of  official 
material  in  established  programs, 
commercial  or  sustaining,  will  be 
submitted  to  the  Radio  Bureau, 
OWI.  At  the  discretion  of  the  Ra- 

dio Bureau  this  material  will  be 
channelled  to  the  proper  outlets. 
Producers  of  radio  programs  seek- 

ing specific  information  or  assist- 
ance from  a  Federal  Agency,  will 

be  referred  directly  to  the  in- 
formation division  of  the  proper 

agency;  OWI  shall  be  informed  of 
the  assistance  or  information  sup- 
plied. 

2.  Proposals  by  private  or- 
ganizations, networks,  or  sponsors 

for  Federal  agency  collaboration  in 
developing  single  programs  or 
series  of  programs  will  be  cleared 
with  the  Radio  Bureau,  OWI,  by 
the  agency  concerned. 

3.  Allocation  Plans  (for  placing 
Government  messages  on  commer- 

cial and  sustaining  programs)  will 
be  continued  by  the  Radio  Bureau 
of  OWI. 

Conferences  Planned 

C.  Government  Radio  Programs 
Now  on  the  Air,  Produced  by  or 
for  National  Headquarters. 

1.  All  Federal  Departments  and 
agencies  will  submit  scripts  of  all 
broadcasts  to  the  Radio  Bureau, 
OWI,  for  clearance. 

2.  Beginning  Oct.  1,  the  Chief  of 
the  Radio  Bureau,  OWI,  will  hold 
conferences  with  representatives  of 
Federal  Departments  and  agencies 
now  broadcasting  programs  to  re- 

view the  importance  of  such  pro- 
grams to  the  war  effort. 

D.  Radio  Activities  of  Govern- 
ment Field  Offices 

1.  Government  radio  material 
placed  on  local  stations  by  or  for 
the  field  offices  of  the  several  agen- 

cies will  be  cleared  through  the 
field  offices  of  OWI.  However,  all 
instructions  sent  by  the  national 
headquarters  of  the  Government 
agencies  to  field  offices  regarding 
the  use  of  radio  will  be  submitted 
for  clearance  to  the  Radio  Bureau, 
OWI. 

2.  Proposals  originating  with 
field  offices  for  new  regional  or  na- 

tional network  programs  or  pro- 
posals for  the  inclusion  of  official 

material  in  established  regional  or 
national  network  programs,  com- 

mercial or  sustaining,  will  be  sub- 
mitted to  the  information  head- 

quarters of  the  agency  concerned 
for  clearance  with  the  Radio  Bu- 

reau, OWI. 
E.  This  regulation  will  become 

effective  on  Oct.  1,  19Jf2. 

MILLION  DOLLAR  SALE  of  War  Bonds  to  Mrs.  Minnie  Hiner,  for  the 
Grand  Guardian  of  Neighbors  of  Woodcraft,  put  KEX,  Portland,  Ore., 
as  tops  after  BLUE's  /  Pledge  America  program.  Palmer  Hoyt  (1), chairman  of  the  Oregon  State  War  Bond  staff,  and  publisher  of  the 
Portland  Oregonian  which  operates  KGW-KEX,  accepts  Mrs.  Hiner's check,  while  Arden  X.  Pangborn  (r),  KEX  managing  director  and 
Earl  Riley,  Portland's  mayor  look  on.  KEX  sold  $1,193,345  in  Bonds, 
and  received  congratulations  from  Treasury  Secretary  Morgenthau. 

Joint  Radio  Cooperation 

Of  British-U.  S.  Praised 

THE  "splendid  cooperation"  of British  and  American  broadcasters 
in  their  common  cause  of  keeping 
the  armed  forces  and  the  civilian 
populations  of  both  nations  in- 

formed and  entertained  was  dis- 
cussed and  praised  by  all  the 

speakers  at  a  dinner  given  by  NBC 
last  Thursday  at  the  Ritz-Carlton 
Hotel,  New  York,  for  Sir  Cecil 
Graves,  Joint  Director  General  of 
the  BBC.  Event  was  the  sole  pub- 

lic appearance  of  Sir  Cecil  during 
his  four-week  visit  to  this  coun- 

try to  discuss  the  problems  of  in- 
ternational broadcasting  in  war- 

time with  American  radio  officials 
and  executives. 

Maj.  Gen.  James  G.  Harbord,  U. 
S.  Army  (retired),  chairman  of 
the  RCA  Board,  presided  at  the 
dinner,  which  was  attended  by 
about  150  distinguished  guests,  rep- 

resenting radio,  the  press  and  the 
armed  forces.  Speakers,  in  addi- 

tion to  the  guest  of  honor,  included 
Dr.  James  Rowland  Angell,  educa- 

tional counselor  of  NBC,  Fred  Bate, 
manager  of  NBC's  international 
shortwave  department  and  previ- 

ously head  of  the  network's  London office;  Col.  David  Sarnoff,  RCA 
president  now  on  duty  with  the 
Army  Signal  Corps,  FCC  Chair- 

man James  Lawrence  Fly  and  Niles 
Trammell,  NBC  president. 

LABOR  DAY  SPEECH 

GETS  50.3  RATim 
THE  SPEECH  by  President 
Roosevelt  broadcast  on  all  major 
networks  on  Labor  Day,  Sept.  7, 
drew  a  listening  audience  of 
87,862,400  and  attained  a  rating 
of  50.3,  according  to  C.  E.  Hooper. 
The  Chief  Executive's  talk  Sept.  3 before  the  International  Student 
Assembly  in  Washington  was  rated 
19%  by  Hooper  with  listeners  to- 

talling 13,264,600.  His  Aug.  31 
speech  at  Bethesda,  Maryland,  re- ceived a  19.3  rating. 

The  all-time  high  rating  of  79% 
for  a  speech  by  the  President  was 
recorded  by  Hooper  for  his  broad- cast to  the  nation  Dec.  9,  1941,  two 
days  after  the  Japanese  attack  on 
Pearl  Harbor. 

Cooperative  Analysis  of  Broad- 
casting gave  the  speech  a  55.8% 

rating,  covering  percentage  of  set 
owners. 

Recorders  Meeting 
SEPTEMBER  luncheon  meeting  of 
the  Assn.  of  Recording  Studios, 
formed  in  August  by  a  group  of  13 
independent  recording  studios,  will 
take  place  Sept.  21  at  the  Hotel 
Edison,  New  York,  according  to 
Hazard  Reeves  of  Reeves  Sound 
Recording  Studies,  who  is  serving 
ais  temporary  president  of  the 
association. 

BUELL  HERMAN,  formerly  of  the 
sales  stafE  of  the  Katz  Agency  and 
NBC  Spot  Sales,  Chicago,  has  joined 
the  Chicago  staff  of  Edward  Petry  & 
Co.,  station  representatives. 

Bailey  Stortz  Receives 
Commission  in  the  Navy 
R.  BAILEY  STORTZ,  for  the  last 
five  years  clerk  of  the  Senate  In- 

terstate Commerce  Committee,  has 
been  commissioned  a  lieutenant 

(j.g.)  in  the Naval  Reserve 
and  reports 

Sept.  18  to  Dart- mouth for  a  60- 

day  indoctrina- tion course.  Lt. 

Stortz,  it  is  un- derstood, will  be 
assigned  to  the 
War  Plans  Sec- 

tion of  the  Office 
of  the  Director  of 

Naval  Communications,  headed  by 
Com.  F.  O.  Willenbucher. 

Lt.  Stortz,  an  attorney,  was  a 
member  of  the  Montana  State  Leg- 

islature from  Rosebud  County, 
1937-39,  also  serving  as  clerk  of 
the  Senate  Committee,  in  which  all 
radio  and  communications  legisla- 

tion originates.  He  is  a  graduate 
of  George  Washington  U. 

Mr.  Stortz 

Mr.  Dill 

Dill  Is  Nominated 

For  Seat  in  House 

Former  Senator  Is  Winner  of 

Primary  in  the  Northwest 
RETURN  to  Congress  of  Clarence 
C.  Dill,  former  Washington  Senator 
and  co-author  of  the  Radio  Act  of 
1927  and  the  Communications  Act 

of  1934,  was  pre- dicted following 
his  victory  last 

week  in  the  Dem- 
ocratic primaries 

for  the  House 
seat  from  the 
Fifth  District. 
This  dist  rict 

normally  is  Dem- 
ocratic and  Mr. Dill's  great  pop- 

ularity is  ex- 
pected to  win  him  the  election. Mr.  Dill  served  in  the  House 

from  the  Spokane  district  during 
World  War  1.  Subsequently,  he 
served  two  terms  in  the  Senate  but 
retired  in  1984  and  has  since  been 

engaged  in  the  practice  of  law  both 
in  Spokane  and  Washington,  D.  C. 

Mr.  Dill's  Republican  opponent 
in  the  November  elections  will  be 

Walt  Horan,  fruit  grower.  He  de- 
feated State  Senator  Joseph  Drum- 

heller  in  the  primaries. 
Mr.  Dill  served  as  chairman  of 

the  Senate  Interstate  Commerce 
Committee,  in  which  radio  legisla- 

tion originates,  for  several  years 
prior  to  his  retirement  from  public 
life.  He  was  active  in  all  matters 
relating  to  radio. 

Frank  T.  Bell,  former  secretary 
to  Mr.  Dill  and  former  Commis- 

sioner of  the  U.  S.  Bureau  of  Fish- 
eries, was  defeated  for  the  Demo- 
cratic nomination  in  the  Fourth 

Congressional  District. 
If  elected  he  will  be  the  second 

former  Senator  to  serve  in  the  new 
House.  Rep.  Wadsworth  (R-N.Y.) 
formerly  served  as  a  Senator  from New  York. 

AFM  Seeks  Raise 

PHILADELPHIA  Musicians' Union,  Local  77,  in  entering  nego- tiations for  a  new  labor  contract 
this  month  with  the  independent 
stations,  indicated  that  it  will  ask 
for  a  $5  per  man  increase  per  week. 
Contracts  expire  this  month  with 
WPEN  and  WDAS  and  attempts 
will  be  made  to  set  a  studio  band 
at  WIBG  for  the  first  time.  This 
station  is  to  move  to  Philadelphia 
from  suburban  Glenside,  Pa.,  and 
increasing  its  operations  to  10,000 
watts,  fulltime. 

Blue  to  Meet 
FIRST  BLUE  business  meeting 
since  the  network  was  organized 
in  January  will  be  held  Monday. 
Sept.  14  at  the  Hotel  Roosevelt, 
with  Edgar  Kobak,  executive  vice- 
president,  presiding.  Department 
heads,  vice-presidents  and  division 
officials  will  attend  to  review  BLUE 
operations  of  the  past  months  and 
to  discuss  future  plans. 

BOARD  of  Governors  of  American 
Television  Society,  New  York,  is 
meeting  Sept.  14  to  decide  future 
policies  and  activities  of  the  organi- zation. 
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Music  Probe  to  Hear  Davis,  Arnold,  Fly 

Federal  Court  Hearing  of  Justice  Dept. 

Plea  Is  Postponed  Until  Oct.  12 

DELAYED  by  President  Roosevelt's  mandate  that  Congres- 
sional action  be  taken  promptly  on  new  wartime  farm  price 

legislation,  the  preliminary  inquiry  into  the  life  and  conquests 
of  James  C.  Petrillo,  music  czar,  gets  under  way  this  Thursday 

(Sept.  17)  before  the  Petrillo  Probe  Committee,  headed  by 

Senator  D.  Worth  Clark  (D-Idaho). 
Elmer Davis,  director  of  the 

Office  of  War  Information,  who 
was  practically  jilted  by  Petrillo 
when  he  sought  to  have  the  AFM 
president  call  off  his  bans  in  the 
war  interest,  is  scheduled  as  the 
first  witness  before  the  Senate 
Interstate  Commerce  Subcommit- 
tee. 

Fly,  Arnold  Next 
FCC  Chairman  James  Lawrence 

Ply,  likewise  angered  over  Pe- 
trillo's  refusal  to  call  off  his  puni- 

tive bans,  is  scheduled  tentatively 
as  the  second  witness,  to  appear 
on  Friday.  There  is  also  the  like- 

lihood that  Assistant  Attorney 
General  Thurman  Arnold,  who 
personally  is  handling  anti-trust 
proceedings  against  AFM,  will  ap- 

pear as  the  final  preliminary  wit- 
ness on  Monday  (Sept.  21). 

This  decision  was  reached  by 
Senator  Clark  after  it  became  nec- 

essary to  postpone  the  preliminary 
proceedings  scheduled  for  Sept.  14 
because  of  Mr.  Roosevelt's  request 
for  action  on  cost  of  living  legis- 

lation, made  in  a  special  message 
to  Congress  last  Monday  and  fol- 

lowed by  a  fireside  talk  over  com- 
bined networks  the  same  evening. 

Senators  Clark  and  Tobey  (D- 
N.  H.)  both  are  members  of  the 
Senate  Banking  &  Currency  Com- 

mittee, which  will  hold  hearings 
on  the  bill  authored  by  Senator 
Brown  (D-Mich.),  dealing  with 
such  legislation. 

Simultaneously,  it  was  revealed 
that  the  hearing  on  the  Dept.  of 
Justice  motion  i^or  an  injunction 
against  AFM  and  its  members, 
scheduled  for  Sept.  16  before  th6 
Federal  District  Court  in  Chicago, 
had  been  postponed  until  Oct.  12. 
AFM  asked  deferrment  because 

of  the  absence  from  the  country 
of  its  general  counsel,  Joseph  A. 
Padway,  now  in  London  attending 
a  labor  conference.  Assistant  At- 

torney General  Arnold  interposed 
no  objection.  It  was  also  made 
clear,  however,  that  the  Govern- 

ment would  not  be  disposed  to 
concur  in  any  further  postpone- 

ments on  its  motion  to  enjoin 
AFM  from  continuing  its  ban 
against  use  of  union  musicians  in 
the  making  of  recordings  and  tran- 

scriptions for  non-public  use. 
These  actions  came  as  Petrillo 

continued  his  relentless  campaign 
against  public  performance  of 
music.  There  were  prompt  reper- 

cussions to  his  surprise  action  of 
Sept.  .3,  banning  the  making  of 
commercial  transcriptions  for  one- 

time use  on  the  air  [Broadcasting, 
Sept.  7].  Representatives  of  ad- 

vertising agencies,  national  adver- 
tisers and  transcription  compan- 

ies, called  together  by  the  NAB 
last  week,  deprecated  the  action 
and  studied  means  by  which  they 
could  best  cooperate  with  the  Dept. 
of  Justice  in  combating  AFM  sup- 

pression of  this  type  of  advertis- 
ing, in  the  face  of  previous  com- 

mitments by  Mr.  Petrillo  that  such 
recordings  would  be  exempt. 

Cincinnati  Episode 

There  came  last  Wednesday  a 
parallel  of  the  so-called  Inter- 
lochen  incident,  which  has  aroused 
Congressional  and  public  condemn- 

ation, with  the  announcement  by 
the  Cincinnati  Conservatory  of 
Music  that  it  has  been  forced  to 
abandon  its  regular  series  of  broad- 

casts because  of  Petrillo's  orders. 
The  school  was  scheduled  to  begin 
its  ninth  season  of  concerts  on  Oct. 
1  over  CBS.  The  National  Music 
Camp  broadcasts  of  the  high  school 
orchestra  from  Interlochen  were 
cancelled  on  NBC  after  a  12-year 
run,  because  of  one  of  Petrillo's 
earlier  decisions.  He  claims  com- 

petition with  union  musicians,  re- 
sulting in  purported  unemploy- 

ment. 
Senator  Clark  said  all  members 

of  his  subcommittee  plan  to  be  on 

HAMMER  AND  CHISEL  were 
used  by  staff  members  of  WOAI, 
San  Antonio,  to  remove  45  pounds 
of  zinc  and  5  pounds  of  copper 
plate  from  wooden  printing  blocks. 
Janice  Jarratt,  women's  news editor,  here  sorts  out  the  material 
which  was  donated  to  the  San 
Antonio  Air  Raid  Warden  Organi- 

zation, now  running  a  scrap  col- 
lection campaign  to  finance  defense 

equipment  for  air  raid  wardens. 

hand  for  the  sessions  beginning 
Thursday.  Other  members  in  ad- 

dition to  Senator  Tobey  are  Lister 
Hill  (D-Ala.),  Senate  majority 
whip,  and  Charles  O.  Andrews  (D- 
Fla.)  and  Chan  Gurney  (R-S.  D.), 
former  operator  of  WNAX,  Yank- 
ton. 

Following  the  preliminary  hear- 
ings designed  to  show  the  need 

for  legislation  to  curb  arbi- 
trary labor  union  actions  which 

deprive  the  public  of  morale- 
building  substance  in  wartime,  the 
Senate  Interstate  Commerce  Com- 

mittee will  be  called  upon  to  vote 
out  the  Clark  Resolution  (S-Res- 
286)  introduced  on  Aug.  27.  Fa- 

vorable Senate  action  is  regarded 
as  certain — probably  during  the 
week  of  Sept.  21. 

Strike  Avoided 

The  probe  committee  then  will 
have  funds  with  which  to  retain 
experts  and  possibly  a  committee 
counsel.  Among  witnesses  to  be 
called  will  be  Petrillo  himself,  it 
is  understood,  along  with  repre- 

sentatives of  organizations  and  in- 
dustries affected  by  the  Petrillo 

summary  actions. 

Another  musicians'  strike  threat 
was  averted  last  week  after  AFM 

had  ordered  CBS  to  "pull  the  plug" on  dance  band  remotes  because 
WCAO,  Baltimore,  had  declined  to 
rehire  a  staff  orchestra  because 

of  specific  contract  provisions  guar- 
anteeing it  "free  flow  of  music". 

Last  Wednesday  night,  CBS  fed 
a  studio  band  to  the  network  be- 

cause of  the  AFM  edict,  but  sub- 
sequently it  developed  that  L. 

Waters  Milbourne,  general  man- 
ager of  WCAO,  despite  the  iron- 

clad terms  of  his  contract,  agreed 
to  rehire  an  orchestra  at  an  in- 

creased stipend  in  order  to  avoid 
further  retaliation  upon  the  entire 
network.  Thereafter  Petrillo  with- 

drew the  ban  and  dance  band  re- 
motes were  picked  up  Thursday evening. 

WCAO  entered  a  contract  three 

years  ago  containing  a  clause  spe- 
cifically providing  that  it  could  re- 

lease its  staff  orchestra  if  AFM 
in  any  manner  restricted  the  free 
flow  of  music  to  the  station.  With 
the  transcription-record  ban,  Mr. 
Milbourne  invoked  the  clause.  The 
orchestra  was  to  have  returned 

Sept.  1  following  its  summer  vaca- 
tion. When  WCAO  refused  to  ne- 

gotiate, in  the  light  of  the  protec- 
tive clause,  action  was  taken 

through  CBS. 

NAB  Session 

Heretofore,  WCAO  has  paid  ap- 
proximately $9,000  annually  for 

an  eight-man  studio  orchestra.  The 
new  contract  calls  for  an  expendi- 

ture of  approximately  $13,300. 
Acting  immediately  on  the  Pe- 

trillo edict  against  commercial 
transcriptions  the  NAB  called  to- 

gether a  group  of  about  24  repre- 
sentatives   of    transcription  com- 

panies, advertising  agencies  and 
national  advertisers  last  Tuesday 
afternoon  in  New  York  to  discuss 
the  effects  of  the  AFM  stoppage 
of  sponsored  transcribed  programs 
for  one-time  use  which  had  been 
effected  Sept.  3  [Broadcasting, 
Sept.  7]. 

Meeting  was  attended  by  execu- 
tives of  the  Assn.  of  National  Ad- 

vertisers and  the  American  Assn. 
of  Advertising  Agencies  in  addi- 

tion to  representatives  of  a  half- 
dozen  leading  advertising  agencies 

and  of  NBC's  Radio-Recording  Di- 
vision, Columbia  Recording  Corp., 

Associated  Music  Publishers, 
World  Broadcasting  System  and 
Lang-Worth  Feature  Programs, 
all  associate  members  of  the  NAB. 
Russell  P.  Place,  NAB  counsel,  and 
Sydney  M.  Kaye,  special  counsel 
for  the  NAB,  headed  the  associa- 

tion's delegation  to  the  session. 
Question  of  how  each  group  af- 

fected by  the  ban  on  transcribed 
programs  could  best  cooperate  with 
the  Dept.  of  Justice  and  the  NAB 
in  combating  the  AFM  suppres- 

sion of  this  type  of  advertising 
was  discussed  at  length,  but  no 
official  action  was  taken  by  the 

group,  except  the  unanimous  adop- tion of  a  statement  condemning 

the  ruling  against  single-use  tran- 
scriptions as  "another  act  of  ag- 

gression against  wartime  morale 
and  communications  in  the  United 

States." 

'Who  Is  Injured?' 
Statement  released  by  Mr.  Kaye 

following  the  meeting,  goes  on  to 
point  out  that  on  July  31  Mr.  Pe- 

trillo had  written  to  Elmer  Davis, 
director  of  the  Office  of  War  In- 

formation, that:  "Electrical  tran- 
scriptions for  radio,  used  as  in- 

tended— once  only — are  not  detri- 
mental to  the  American  Federa- 

tion of  Musicians  if  destroyed 

after  such  use." Stating  that  after  granting  per- 
mission for  the  continued  record- 

ing of  these  programs  for  a  month, 
Mr.  Petrillo  suddenly  notified  all 

advertisers  and  transcription  com- 
panies to  whom  such  permission 

{Continued  on  page  54) 

DETROIT  SCHOOLS 
Are  Officially  Opened  by 

 WJR  Broadcast  

RADIO  IN  EDUCATION  will 
take  on  added  importance  in  De- 

troit public  schools  this  year.  War- 
ren E.  Bow,  new  superintendent  of 

Detroit  schools,  used  the  facilities 
of  WJR,  Detroit,  to  officially  open 
the  101st  year  of  the  educational 

system,  talking  to  teachers  assem- bled at  radios  throughout  the  city. 
Every  school  has  been  equipped 

with  a  receiving  set,  and  a  radio 
education  program  will  be  regu- 

larly featured  in  the  classroom. 
WJR  will  feed  Columbia's  School of  the  Air  to  schools,  as  well  as  its 
own  educational  series. 
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Atlantic  Reverses  Grid  Policy, 

Arranging  53-Slation  Hookup 

Gas  Rationing  Forces  Cut  in  Schedule  But  Firm 
Will  Air  Eastern  Contests  for  Seventh  Year 

REVERSING  previous  plans,  At- 
lantic Refining  Co.,  Philadelphia, 

has  decided  to  sponsor  for  the 
seventh  year  broadcasts  of  foot- 

b  a  1 1    games  of 

^^^^^^^^^  be  curtailed,  Mr^ Mr.  Rollins  Rollins  explained, in  line  with 
marketing  conditions  in  the  gaso- 

line rationing  area.  Instead  of  a 
net  of  83  stations  used  last  year, 

this  year's  plans  call  for  53  stations 
covering  upward  of  13  states. 

Early  in  August,  Atlantic  an- 
nounced it  had  been  compelled  to 

drop  the  football  broadcasts  be- 
cause of  the  gas  shortage.  The 

decision  was  revised,  however,  and 
the  company  has  worked  out  a 
schedule,  still  incomplete,  which 
covers  a  territory  north  from  Bal- 

timore, and  east  from  Cleveland 
and  Columbus. 

Harvard  Signs 

Highlight  of  the  1942  program 
is  the  agreement  to  broadcast 
Harvard  U  games  commercially  for 
the  first  time.  The  agreement  with 
Harvard  means  that  all  schools  of 

the  "Big  Three"  will  be  included 
in  the  Atlantic  sports  network. 
Yale  and  Princeton  were  broadcast 
last  year,  Princeton  for  the  first 
time. 

In  metropolitan  New  York,  WOR 
will  handle  a  composite  schedule  of 
Princeton,  Yale  and  Harvard 
games.  Upstate  stations  will  broad- 

cast Cornell,  Syracuse  and  Colgate, 
the  "Big  Three"  of  New  York State  football. 
Boston  College,  Holy  Cross, 

Brown,  Harvard  and  Yale  will  be 
heard  in  New  England. 

Plans  for  Eastern  Pennsylvania 
and  Southern  New  Jersey  are  still 
incomplete.  Use  of  12  stations  is 
contemplated,  but  contracts  have 
not  yet  been  completed  with  the 
colleges.  So  far  a  composite  sched- 

ule of  Temple  and  Villanova  games 
on  WIP,  Philadelphia,  has  been 
approved.  No  other  games  or  sta- 

tions have  been  definitely  decided 
on. 

Pitt  Included 

Eight  Western  Pennsylvania  sta- 
tions will  handle  U  of  Pittsburgh 

and  Penn  State  College  games. 
Two-station  hookup  in  Ohio  will 
carry  Ohio  State's  schedule,  and  a 
three  station  Maryland  net  will  air 
Princeton  and  Navy. 

Atlantic's  original  decision  to 
drop  the  broadcasts  after  six  years 
had  come  as  a  blow  to  colleges,  al- 

ready facing  a  loss  in  athletic 
revenues.  Atlantic  had  paid  each 
school  from  $5,000  to  $30,000  for 
radio  rights  each  season. 

Last  year's  Atlantic  schedule, 
on  83  stations  in  the  company's 
marketing  area  from  New  England 
to  Florida  on  the  Atlantic  sea- 

board and  as  far  west  as  Ohio, 
was  the  largest  schedule  ever 
placed  by  Atlantic.  It  included 
games  of  leading  colleges,  high 
schools  and  professional  teams. 

Humble  Oil  to  Sponsor 
Southwest  Grid  Games 

WBAP,  Fort  Worth,  will  be  one  of 
four  Texas  Quality  Network  sta- 

tions scheduled  to  air  ten  or  more 
Southwest  Conference  and  post- 

season football  games  under  the 
Humble  Oil  and  Refining  Company 
of  Houston  sponsorship  banner  be- 

ginning Sept.  26.  Other  TQN  sta- 
tions will  be  WFAA,  Dallas; 

KPRC,  Houston,  and  WOAI,  San 
Antonio. 

KGKO,  Fort  Worth-Dallas,  will 
be  one  of  the  Lone  Star  Chain  out- 

lets for  twelve  or  more  Southwest 

Conference  and  post-season  foot- 
ball games  for  Humble,  beginning 

September  26.  Other  LSC  stations 
will  include:  KXYZ,  Houston; 
KRIS,  Corpus  Christi;  KTSA,  San 
Antonio,  and  KRGV,  Weslaco. 

Franke  -  Wilkinson  -  Schiwetz, 
Houston,  is  the  Humble  agency,  and 
Kern  Tips,  KPRC  manager,  will 
serve  as  schedule  co-ordinator. 

SENDOFF  TO  ARMY  was  given 
Jack  Lester  (center),  announcer 
of  the  BLUE-Chicago,  on  a  recent 
broadcast  of  the  BLUE  Club 
Matinee  when  Durwood  Kirby 
(holding  mike),  m.  c.  of  the  pro- gram supervised  Ray  Haag  (left), 
the  barber,  scraping  off  half  of 
Jack's  carefully  nursed  mustache. The  other  half  was  left  for  the 
Army  to  remove  because  no  agree- ment was  reached  during  the 
broadcast  as  to  who  should  pay. 

WENR  May  Carry  Two 
MBS  Pro  Grid  Games 
WENR,  BLUE  outlet  in  Chicago, 
will  probably  carry  two  of  the 
eight  football  games  between  the 
Army  All-Stars  and  teams  of  the 
National  Professional  League,  be- 

ing broadcast  this  month  on  Mu- 
tual under  sponsorship  of  Gillette 

Safety  Razor  Co.,  Boston,  [Broad- casting, Aug.  31]. 
Arrangements  for  WENR  to 

carry  the  games  have  been  okayed 
by  Edgar  Kobak,  BLUE  executive 
vice-president,  if  WGN,  MBS  affili- 

ate in  Chicago,  is  unable  to  broad- 
cast them  because  of  prior  commit- 

ments. It  was  not  stated  which  of 
the  scheduled  dates  for  the  games 
were  under  discussion.  Agency  is 
Maxon  Inc.,  New  York. 

NETWORKS  ARRANGE 

FOOTBALL  OPENERS 
WITH  the  start  of  the  collegiate 
football  season  on  Sept.  26  the  net- works in  most  cases  have  scheduled 
the  games  they  will  broadcast  that 
day.  NBC  will  carry  the  Notre 
Dame-Wisconsin  game,  with  Bill 
Stern,  NBC  sports  director,  an- 

nouncing. The  BLUE  will  inaugu- 
rate its  season  with  two  games — 

Fordham  vs.  Purdue  and  Minne- 
sota vs.  Pittsburgh.  Harry  Wismer 

and  George  Higgins  will  be  at  the 
microphones. 

Succeeding  weeks'  games  will  be selected  the  Monday  preceding  the 
Saturday  contest,  according  to  a 
policy  worked  out  by  Phillips  Car- 
lin,  BLUE  vice-president  in  charge 
of  programs,  with  an  aim  to  cover 
teams  most  likely  to  play  in  the 
Sugar  Bowl  at  the  end  of  the  sea- 

son, a  game  already  signed  by  the BLUE. 

CBS  will  cover  the  Michigan- 
Great  Lakes  Training  Station 
games,  with  Ted  Husing  and  Jimmy 
D'^lan  chosen  to  renort  the  various 
CBS  football  clashes  during  the 
season.  Mutual  had  not  yet  an- 

nounced its  first  game  as  Broad- casting went  to  press. 

Nesbitt  on  Coast 
nesbitt  fruit  products, 
Los  Angeles  (beverages),  having 
revamped  its  schedule  and  shifting 
stations  as  well  as  network  time,  on 
Oct.  6  renews  for  weeks  Fulton 
Lewis  Jr.  on  11  Mutual-Don  Lee 
Pacific  Coast  stations  (KXO 
KHSL  KWIL  KALE  KOL  KMO 
KGA  KIT  KDB  KXRO  KRKO), 
Tuesdays,  Thursdays,  9:45-10  p.m. 
(PWT).  In  addition  the  firm  on 
Nov.  10  for  21  weeks  adds  KHJ 
KFRC  KGB  to  the  list.  Agency  is 
H.  M.  Kelso  Adv.  Agency,  Los 
Angeles. 

YANKEE  PROMOTES 

TRAVERS,  HARTLEY 
ELECTION  of  Linus  Travers  as 
executive  vice-president  and  of 
Robert  T.  Bartley  as  a  vice-presi- 

dent of  the  Yankee  Network  was 
announced  last  week  following  a 
meeting  of  the  board  of  directors. 

Mr.  Travers,  who  has  been  with 
Yankee  since  its  formation,  is  well 
known  in  both  sales  and  program- 

ming and  is  one  of  radio's  young- 

Mr.  Travers        Mr.  Bartley 

est  major  executives.  He  has  served 
as  chief  aide  to  President  John 
Shepard  3d,  and  now  takes  over 
executive  direction  of  the  regional 
chain. 

Mr.  Bartley  joined  Yankee  in 
1939  as  executive  secretary  to  Mr. 
Shepard.  Formerly  with  the  Secur- ities &  Exchange  Commission,  Mr. 
Bartley  also  served  as  director  of 
the  telegraph  division  of  the  FCC. 
He  also  served  as  an  expert  with 
the  House  Interstate  &  Foreign  i 
Commerce  Committee  in  its  holding 
company  investigations. 

Authority  to  Operate  500-kw.  Daytime 

By  License  Change  Is  Asked  by  WLW 
IN  AN  amendment  to  a  pending  ap- 

plication to  increase  its  power, 
WLW,  Cincinnati,  last  week  filed 
with  the  FCC  an  application  for  au- 

thority to  operate  during  daylight 
hours  with  500,000  watts,  continu- 

ing nighttime  operation  with  50,- 000  watts. 
The  previous  application,  which 

had  been  designated  for  hearing, 
requested  authorization  to  operate 
with  650,000  watts  fulltime,  and  to 
make  changes  in  its  transmitter 
and  to  install  a  directional  antenna 
for  night  use.  WLW  now  operates 
with  500,000  watts  experimentally 
from  midnight  until  6  a.m.,  using 
the  call  letters  W8X0. 

No  Coneict 
The  new  application,  the  FCC 

was  told,  would  not  entail  use  of  a 
directional  antenna,  since  no  inter- 

ference element  is  involved  during 
daytime.  Moreover,  no  additional 
installation  would  have  to  be  made, 
utilizing  critical  materials,  since 
the  transmitter  already  is  capable 
of  emitting  500,000  watts. 

The  request  is  for  a  modification 

of  license,  instead  of  a  construc- 
tion permit,  which  would  authorize 

use  of  the  W8X0  transmitter  dur- 
ing daytime  on  the  750  kc.  clear 

channel.  Thus,  it  is  held,  the  serv- 
ice area  of  WLW  would  be  in- 

creased without  any  use  of  critical 
materials  and  without  causing  in- 
terference. 

"It  is  believed  that  a  grant  of 
this  requested  modification  of  li- 

cense," said  the  letter  covering  the 
amended  application,  "will  in  no 
way  conflict  with  the  Commission's 
policy  as  announced  in  the  memo- 

randum opinion  of  April  27,  since  it 
involves  no  construction,  but  only 
the  use  of  equipment  which  has 
been  used  and  is  now  being  used  by 
Station  W8X0  in  the  experimen- 

tal period  12  midnight  to  6  a.m." The  Commission  also  was  asked 
to  waive  or  make  exception  to  its 
Rule  3.22A,  establishing  50,000 
watts  maximum  permissible  power, 
and  to  any  other  pertinent  sections 
of  its  rules  as  is  necessary  to  per- 

mit WLW  to  operate  with  the  10- 
fold  increase  in  power  during  day- 

time hours. 
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Commercial  Vehicle  License 

Required  Under  ODT  Decision 

No  Gasoline,  Tires  or  Parts  Can  Be  Purchased 

Without  Certificate;  Motorcycles  Exempted 

UNIVERSAL  licensing  of  commer- 
cial vehicles  excepting  motorcycles 

to  attain  further  conservation  of 
such  equipment  was  announced 
Sept.  9  under  General  Order  ODT 
21  by  Joseph  B.  Eastman,  director 
of  the  Office  of  Defense  Transpor- 

tation. As  a  result  of  this  far-reach- 
ing regulation,  effective  Nov.  15, 

every  commercial  vehicle  used  by 
broadcasters  will  be  required  to 
carry  a  Certificate  of  War  Neces- 
sity. 
ODT  spokesmen  explained  the  ap- 

plications would  be  mailed  to 
owners  of  all  registered  commercial 
vehicles  which  were  registered  Dec. 
31,  1941.  The  plan  now  calls  for 
mailing  these  applications  by 
counties  to  rationed  areas  first  and 
then  to  the  non-gas-rationed  areas. 
When  the  national  mailing  is  fin- 

ished an  announcement  will  be  made 
and  all  those  commercial  vehicle 
owners  who  have  not  been  supplied 
with  application  forms  by  then  will 
be  instructed  on  the  procedure  in 
obtaining  their  forms. 

Terms  of  Licenses 

Certificates  will  not  be  transfer- 
able since  each  certificate  will 

specify  the  name  and  address  of  the 
person  to  whom  it  was  issued,  the 
vehicle  or  vehicles  covered,  the  pur- 

poses for  which  and  the  conditions 
under  which  the  vehicles  may  be 
operated,  and  such  other  terms  or 
conditions  as  ODT  may  direct  from 
time  to  time. 

Under  the  order,  no  operator  sub- 
ject to  its  terms  will  be  able  to  ob- 
tain gasoline,  tires  or  parts  with- 

out a  certificate.  Futhermore,  the 
certificates  will  govern  the  maxi- 

mum mileage  that  may  be  operated 
or  the  minimum  loads  that  may  be 
carried,  or  both,  by  all  vehicles  to 
which  they  are  issued. 

By  definition  the  order  applies  to 
all  types  of  trucks  and  other  rub- 

ber-tired vehicles  propelled  or 
drawn  by  mechanical  power  and 
built  or  rebuilt  primarily  for  the 
purposes  of  transporting  prop- 

erty, except  motorcycles,  and  all 
motor  vehicles  used  in  the  transpor- 

tation of  passengers  or  which  are 
available  for  public  rental,  includ- 

ing ambulances  and  hearses,  but  not 
including  private  passenger  cars. 

In  making  public  this  licensing 
program,  Mr.  Eastman  said  the 

country's  present  supply  of  com- 
mercial vehicles  and  tires  "must  be 

given  the  best  possible  care;  they 
must  be  driven  with  equal  care, 
and  every  mile  of  unnecessary 
travel  must  cease.  The  situation  is 

not  hopeless,"  he  added,  "but  it 
calls  for  all  possible  precautions." 

The  certificates  are  intended  to 
assure  three  things  ODT  spokes- 

men said:  Operations  be  confined  to 
those  which  are  necessary  to  the 
war  effort  or  to  the  essential  do- 

mestic economy;  maximum  utiliza- 
tion of  the  equipment  involved  and 

to  encourage  provident  use  of  rub- 
ber or  rubber  substitutes  and  other 

ci'itical  materials  used  in  the  man- 
ufacture, maintenance  and  opera- 

tion of  all  vehicles  covered  by  the 
order. 
When  a  certificate  is  issued  to  a 

specific  vehicle  it  will  have  to  be 
carried  on  the  vehicle  at  all  times. 
Where  a  certificate  is  issued  for  a 
fleet  of  vehicles  (three  or  more 
owned  or  operated  by  one  person), 
a  fleet  unit  certificate  must  be  car- 

ried on  each  vehicle. 

Must  Show  Licenses 
Unless  authorized  by  rationing 

regulations  of  the  Office  of  Price 
Administration  or  other  rationing 
agency,  no  person  may  furnish  gas- 

oline, parts,  tires  or  tubes  to  any 
operator  affected  by  the  order  after 
Nov.  15  unless  the  operator  or 
driver  presents  a  certificate  or  signs 
a  receipt,  showing  the  number  of 
the  certificate  covering  purchase. 

Under  an  arrangement  between 
ODT  and  OPA,  instruments  auth- 

orizing purchase  of  fuel,  tires  and 
tubes  will  be  issued  only  to  opera- 

tors presenting  certificates.  Gaso- 
line and  accessories  will  be  rationed 

by  OPA  rationing  boards  in  ac- 
cordance with  the  terms  of  the  cer- 

tificates. 
The  order  also  provides  that  the 

tires  of  every  vehicle  affected  by 
the  order  must  be  checked  at  in- 

spection agencies  designated  by  the 
OPA  every  5,000  miles  or  at  the 
end  of  each  60-day  period,  which- 

ever occurs  first. 

The  order  also  prohibits  the  con- 
tinued use  of  any  vehicle  thus  in- 

spected unless  the  inspection  agen- 
cy designated  by  OPA  has  certified 

that  all  reasonable  adjustments,  re- 
pairs or  replacements  "necessary  to 

conserve  and  providently  utilize" 
the  vehicle's  tires  have  been  made. 
The  order  further  provides  for 
exemption  of  operators  unable,  un- 

der rationing  regulations,  to  make 
such  repairs. 

All  owners  and  operators  affect- 
ed by  the  order  must  keep  a  week- 
ly record  of  all  operations  on  a 

form  prescribed  on  the  back  of  ODT 
certificates  and  must  also  keep  any 
other  records  and  render  such  re- 

ports as  may  be  required  by  ODT. 

Marlin  to  Return 
MARLIN  FIREARMS  Co.,  New 
York,  which  has  been  conducting 
an  intensive  campaign  of  spot  an- 

nouncements and  participations  on 
a  number  of  stations,  is  cancelling 
some  of  the  schedule  during  Sep- 

tember because  of  current  difficulty 
in  obtaining  certain  steel  products 
for  its  razor  blades.  According  to 
the  agency.  Craven  &  Hedrick, 
New  York,  the  campaign  will  be  re- 

sumed later  in  October. 

WITH   THIS  TRANSACTION, 
WEEI,  Boston,  became  the  prop- 

erty, lock,  stock  and  barrel,  of 
CBS.  James  V.  Tones  (1),  presi- 

dent of  the  Boston  Edison  Co.,  is 
presenting  the  bill  of  sale  to  Har- old E.  Fellows,  general  manager. 
While  the  price  was  not  disclosed, 
it  was  understood  to  be  in  the 
neighborhood  of  $500,000.  Effec- 

tive Aug.  31,  WEEI  became  an 
owned  and  operated  station  of  CBS. 
Prior  to  that  time  it  vi^as  owned  by 
Boston  Edison  and  leased  to  CBS 
[Broadcasting,  Aug.  24]. 

PUBLISHING  POST 

GIVEN  ETHRIDGE 

MARK  ETHRIDGE,  former  NAB 
president  and  since  1936  vice-presi- 

dent and  general  manager  of  the 
Courier- Journal  and  Louisville 
Times,  last  week  was  named  pub- 

lisher of  the  two  newspapers  in 
addition  to  his  duties  as  executive 
head  of  WHAS. 

Mr.  Ethridge  succeeds  Lt.  Barry 
Bingham,  president  of  the  publish- 

ing companies  and  the  50,000-watt station,  who  is  now  on  active  duty 
with  the  Navy  in  London.  Lt.  Bing- 

ham has  been  listed  as  publisher 
since  the  death  of  his  father,  the 
former  ambassador  to  Great 
Britain,  several  years  ago. 

Mrs.  Barry  Bingham  was  named 
vice-president  and  director  of  the 
company.  Mr.  Ethridge,  who  in 
recent  years  has  been  active  in 
radio  as  well  as  in  the  publishing 
field,  was  interim  president  of  the 
NAB  in  1938,  serving  until  Neville 
Miller  became  the  NAB's  first  paid 
president.  Before  joininsr  the  Louis- 

ville organization  in  1936,  he  was 
nublisher  of  the  Richmond  Times- 
Dispatch.  Prior  to  that  he  was  with 
the  Washington  Post  and  the  Con- solidated Press  Assn.  In  addition  to 
his  title  as  publisher,  Mr.  Ethridge 
remains  as  vice-president  of  the 
Louisville  properties. 

LaRosa  in  East 
V.  LAROSA  &  SON,  New  York, 
will  use  women's  participation  pro- 

grams on  stations  in  several  east- 
ern markets  for  its  macaroni  prod- 

ucts, starting  Oct.  2  and  continu- 
ing through  Lent  of  next  year.  No 

further  details  are  available  at 
present.  Advertiser  has  previously 
used  Italian  operatic  music  on  four 
or  five  stations  in  the  eastern  area. 
Agency  is  M.  H.  Hackett  Inc.,  New 
York. 

GROCERY  Manufacturers  of  America 
will  hold  its  fall  meeting  at  the  Wald- 

orf-Astoria, New  York,  Nov.  18-20,  at 
which  wartime  problems  confronting 
the  food  industry  will  be  discussed. 

NAB  Board  Plans 

Unity  Discussions 
Chicago  Meeting  to  Consider 
Industry  Controversies 
INDUSTRY  unity  and  settlement 
of  controversies  which  have  caused 

a  schism  in  broadcasters'  ranks  will 
keynote  the  NAB  board  meeting 
tentatively  called  by  President 
Neville  Miller  in  Chicago  Sept. 
24-25,  at  the  Palmer  House. 

The  meeting  may  be  postponed 
a  week  until  Oct.  1-2,  if  it  tends 
to  interfere  with  projected  hear- 

ings before  the  Senate  Petrillo 
Probe  Committee  on  the  resolution 
of  Senator   Clark  (D-Idaho). 
With  many  pressing  problems 

confronting  the  industry  due  to 
wartime  exigencies,  a  number  of 
directors  have  been  asked  by  their 
district  constituents  to  seek  resto- 

ration of  harmony  in  industry 
circles.  Operations  of  several  sepa- 

rate trade  groups  organized  be- 
cause of  dissatisfaction  with  the 

NAB,  it  was  pointed  out,  have 
caused  a  number  of  stations  to 
refrain  from  joining  anv  trade 
group  because  of  doubt  about  the 
future  of  such  organizations. 

Efforts  will  be  made,  it  was  in- 
dicated, to  unite  all  groups  under 

the  NAB  aegis,  possibly  with  the 

appointment  of  a  strong  commit- 
tee, with  broad  powers,  to  handle 

all  matters  relating  to  the  war  in 
Washington. 

Preparatory  to  the  board  session. 
President  MiPer  called  a  meeting 
last  Friday  of  the  public  relations 
committee,  of  which  he  is  chair- 

man. The  group  considered  plans 
for  evolving  a  national  public  re- 

lations policy  for  the  industry. 
Present  were  Frank  King. 

WMBR,  Jacksonville,  chairman  of 
the  NAB  Finance  Committee; 

Richard  H.  Mason,  WPTF.  Ral- 
eigh; Gilmore  N.  Nunn,  WLAP, 

Lexineton.  Ky.;  Edgar  H.  Twam- 
ley,  WBEN,  Buffalo.  Leslie  Joy, 
KYW,  Philadelphia,  and  Walter  J. 

Brown,  WSPA-WORD,  Spartan- 
burg, were  not  able  to  attend. 

At  a  luncheon  the  committee  met 

with  J.  Harold  Ryan,  assistant  di- 
rector of  censorship  for  radio;  Lt. 

Col.  E.  M.  Kirby,  chief,  Radio 
Branch,  War  Dept.;  Gene  Carr,  Mr. 

Ryan's  assistant,  and  E.  H.  Gam- 
mons, Washington  director  for  CBS. 

HoUinger  Heads  KDB 
FIN  HOLLINGER  has  been  ap- 

pointed general  manager  of  KDB, 
Don  Lee  station  at  Santa  Barbara, 

Cal.,  replacing  Daniel  J.  Donnelly who  has  been 

promoted  to  as- sistant general 
manager  of 

KFRC,  San  Fran- 
cisco. Mr.  Hol- linger  started  as 

a  sports  an- nouncer-writer in 
Toronto,  and 

worked  for  sev- e  r  a  1  Canadian Mr.  Hollinger  stations  before 

joining  WHLD,  Niagara  Falls,  N. 
Y.,  in  1940  as  commercial  man- 

ager. He  has  been  with  Don  Lee 
since  December  1941. 
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ihe  6th  Army  Corps  needed  permits  from 

Carolina  farmers  to  conduct  field  maneuvers 

across  the  farmlands  of  17  Carolina  counties. 

They  brought  the  problem  to  WBT  and  asked  us  to  lend  a 

hand.  We  didn't  consider  this  request  any  more  unusual  than 

the  scores  of  other  chores  WBT  has  been  asked  to  do  —  from 

blowing  bugle  calls  for  scattered  army  units  to  finding  week- 

end homes  for  visiting  soldiers.  So  we  scheduled  announce- 

ments on  the  Grady  .Cole  Alarm  Clock ...  and -got  results! 

Permits  for  the  use  of  24,385  individual  farms— a  total 

of  2,940,732  acres— came  rolling  in  to  Army  headquarters 

...and  Major  EW  Kells  wrote  WBT,  expressing  the  Army's 

thanks.  WBT  helped  accomplish  one  hundred  percent  of 

what  the  Army  wanted. 

Of  cours'e,  patriotism  was  a  big  force  behind  this  re- 

sponse. But— human  nature  being  what  it  is— patriotism  is 

sometimes  a  matter  of  intent  rather  than  action.  In  the  great 

Carolina  market  which  revolves  about  Charlotte,  WBT  ̂ ^^j 

action— because  for  20  years  we  have  fostered  one  of  the 

strongest  station-listener  relationships  in  the  nation. 

That's  why  so  many  advertisers  stay  so  many  years  at 

WBT.  We'd  like  to  furnish  details. 

CHARLOHE  •  50,000  WATTS 

THE    STATION    AN    AUDIENCE  BUILT 

Owned  and  operated  by  the  Columbia  Broadcasting  System,  cgs 
Represented  nationally  by  Radio  Sales  with  offices  located  in  \% 
New  York,  Chicago,  Los  Angeles,  St.  Louis,  San  Francisco 



Vinylite  Supply  Hinges  on  Military 

WPB  Urges  Salvage  On 

Federal,  Industry 
Users  Alike 

ALTHOUGH  there  were  no  allo- 
cations of  Vinylite  for  use  in  the 

production  of  civilian  transcrip- 
tions for  Septmber,  WPB  officials 

say  this  is  not  to  be  taken  as  in- 
dication of  policy  on  all  future 

allocations.  All  allocations  of  the 
substance  are  governed  by  the  ex- 

tent of  military  demands  for  the 
material  is  vital  in  the  production 
of  synthetic  rubber  materials  used 
in  raincoats,  life  rafts  and  the  like. 
Government  needs  have  been 

cared  for  to  a  certain  extent  and 
the  importance  of  various  agen- 

cies' demands  will  govern  the  allo- 
cation of  Vinylite  to  them.  Thus 

far,  the  Treasury  and  the  War 
and  Navy  Depts.  have  been  as- 

sured of  their  needed  supply.  OWI 
will  likely  receive  enough  to  main- 

tain its  operations  but  formal  ac- 
tion has  been  withheld  awaiting  a 

full  statement  of  its  needs. 
Other  Governmnt  agencies  which 

use  transcriptions  are  the  Coordi- 
nator of  Inter-American  Affairs 

Federal  Security  Agency,  Dept.  of 
Interior,  Marine  Corps,  Maritime 
Commission,  Office  of  Civilian  De- 
fense. 

Reclamation  through  the  salvage 
of  all  old  records  provides  the  key- 

note of  continued  operation  for 
both  private  and  Government  needs 
alike,  one  WPB  official  observed. 
Although  Vinylite  reclamation  has 
been  variously  estimated  at  40% 
to  90%  thei'e  is  not  yet  any  satis- 

BEAUTIES  BOTH,  corn  and  cuties 
displayed  with  Don  Radda,  Wash- 

ington, la.,  farmer  (left),  who  won 
the  B.  J.  Palmer  trophy  offered  by 
WHO,  Des  Moines,  for  the  tallest 
com.  This  year  Mr.  Radda's  sky- duster  of  26  ft.  10  in.  was  the  tallest 
stalk  and  broke  the  previous  world 
mark  by  3  ft.  IVz  in.,  according  to 
the  station.  In  addition  to  the 
trophy,  the  winner  received  a  $100 
check  from  the  Central  Broadcast- 

ing Co.  The  girls  had  nothing  to  do 
with  the  corn  but  they  give  the 
picture  glamor,  as  craning  gobs. 

factory  figure  available  according 
to  WPB. 
Rumors  that  the  Government 

may  severely  curtail  or  perhaps 
cut  off  entirely  the  allocation  of 
Vinylite  for  civilian  use  were  cur- 

rent in  New  York  last  week,  but 
they  were  received  calmly  by  most 
transcription  manufacturers.  Ad- 

mitting that  it  added  to  the  al- 
ready appreciable  difficulties  of 

operation,  executives  of  such  com- 
panies queried  by  BROADCASTING 

unanimously  said  that  in  times 
like  these  Government  needs  un- 

questionably come  first  and  ex- 
pressed complete  willingness  to 

subordinate  their  own  needs  to 
those  of  the  Government. 

K.  R.  Smith,  vice-president  and 
general  manager  of  Muzak  Tran- 

scriptions, which  makes  the  press- 
ings of  programs  recorded  by  As- 

sociated Music  Publishers  and  other 
clients,  in  addition  to  its  own  pro- 

grams, said  if  stations  using  tran- 
scriptions will  cooperate  vdth  the 

pressing  companies  by  returning 
all  records  as  soon  as  they  have 
been  used,  a  critical  shortage  of 
Vinylite  may  be  postponed  for  at 
least  six  or  eight  months  and  per- 

haps for  considerably  longer. 
He  said  that  these  old  discs  can 

be  reprocessed,  with  a  recovery  of 
approximately  90%  of  the  original 
material.  The  chief  loss,  he  ex- 

plained, is  the  centers  over  which 
the  labels  are  pasted,  as  it  has 

proved  extremely  difficult  to  sepa- 
rate the  paper  from  the  record  and 

more  practicable  to  cut  out  the 
center  and  reprocess  the  rest  of  the 
record. 

Returns  Asked 
Mr.  Smith  said  his  company  is 

asking  all  of  its  clients  to  request 
every  station  on  their  lists  to  re- 

turn all  records  to  them.  He  added 
that  he  is  also  suggesting  that  each 
recording  company  set  up  a  file 
to  show  the  response  of  each  sta- 

tion and  that  they  discontinue  serv- 
ice to  any  station  not  giving  com- 

plete cooperation. 
World  Broadcasting  Svstem  has 

had  such  a  plan  in  operation  for 
years,  that  companv  stated,  ex- 

plaining that  World  holds  title  to  all 
of  its  records  which  are  labelled  to 
that  effect  and  that  they  pay  re- 

turn express  charges  on  the  rec- 
ords. To  facilitate  this  return  they 

have  the  express  company  make 
periodic  calls  on  the  stations  using 
their  recordings  to  pick  up  used 
discs. 

Columbia  Recording  Corp.  is  also 
requesting  the  return  of  its  press- 

ings, working  through  the  adver- 
tising agencies  placing  the  tran- 

scription campaigns.  NBC  Radio- 
Recording  Division  has  as  yet  made 
no  particular  effort  to  get  back  old 
discs,  but  it  will  undoubtedly  do 
so  if  they  become  an  important source  of  supply. 

CAPT.  REDMAN  GIVEN 

FAREWELL  BANQUET 
PREPARATORY  to  his  departure 
for  sea  duty  Sept.  15,  Capt.  Joseph 
R.  Redman,  Director  of  Naval  Com- 

munications, was  tendered  a  testi- 
monial dinner  Sept.  5  by  some 

50  high-ranking  communications 
officers  of  the  Navy.  He  is  being 
succeeded  by  Capt.  Carl  F.  Holden, 
now  on  the  staff  of  Admiral  E.  J. 
King,  Commander-in-Chief  of  the 
U.  S.  Fleet  and  Chief  of  Naval 
Operations,  as  fleet  communica- tions officer. 

High  tribute  was  paid  Cavt.  Red- man for  his  work  both  as  Director 
of  Naval  Communications  and,  be- 

fore Pearl  Harbor,  as  assistant 
director.  He  has  served  as  a  mem- 

ber of  the  Board  of  War  Communi- 
cations as  the  Navy  Department's 

representative  and  also  will  be  suc- 
ceeded in  that  assignment  by  Capt. 

Holden. 
Toastmaster  at  the  testimonial 

dinner  was  Comdr.  F.  0.  Willen- 
bucher,  chief  of  the  War  Plans 
Section  of  the  communications 
office.  Amonsr  those  who  spoke  were 
Col.  Frank  W.  Wozencraft,  Signal 
Corns,  former  chief  counsel  of 
RCA ;  Cant.  J.  V.  Murphy,  who  rep- 

resents the  Navy  on  the  Siernal 
Corps'  Communications  Coordina- 

tion Division's  Military  Advisory 
Board,  and  Capt.  A.  I.  Price,  in 
charee  of  aviation  communications 
in  Naval  Communications. 

BIGGEST  DEAL 

WNBC  Salesmen  Concentrate 

 On  War  Bond  Sales  

WITH  practically  all  choice  radio 
time  on  WNBC,  Hartford.  Conn., 
sold  out,  the  sales  staff  is  devoting 
most  of  its  time  to  bond  sales. 

Richard  W.  Davis,  general  man- 
ager of  the  station  has  nut  the 

staff  to  work  combing  Hartford 
and  nearby  cities  for  bond  buyers, 
in  addition  to  following  up  leads 
resulting  from  WNBC's  participa- 
ton  in  BLUE's  seven-hour  I 
Pledge  America  show. 

"It  is  more  important  at  this 
time  to  work  for  Uncle  Sam,"  Mr. 
Davis  says,  "than  to  add  a  com- 

mercial program  or  two  to  the  sta- 
tion's business.  WNBC  sales  staff 

members  are  out  morning  and 
night  getting  pledges  and  actual 
cash  which  will  buy  the  tools  to 

beat  the  Axis." 

W.  K.  T?T^CKLF,Y  Ltd.,  Toronto 
(proprietary),  on  Nov.  1  starts  tran- 

scribed spot  annonncements  twice 
daily  on  40  Canadian  stations,  and 
qnarter-hoiir  live  shows  weekly  on  a 
nnmher  of  stations.  Afcount  is  placed 
by  Walsh  Adv.  Co.  Ltd.,  Toronto. 

Sues  Skelton 

ALLEGING  breach  of  managerial 
contract  and  asking  $120,000  from 
Red  Skelton,  Hollywood  radio-film 
comedian,  Thomas  J.  Kennedy,  New 
York  business  aeent,  filed  suit  in 
Los  Angeles  Federal  Court  Sept.  8. 
Skelton  according  to  plaintiff's  at- 

torneys, has  two  contractual  agree- 
ments. One  is  with  William  Morris 

Agency  Inc.,  talent  service,  to  act 
as  his  agent,  and  an  antecedent 
pact  wi+h  Kennedy  as  general  man- 

ager. The  $120,000  asked,  accord- 
ing to  the  plaintiff,  reipresents 

money  Skelton  will  earn  under  his 
present  radio  as  well  as  picture 
contract  with  MGM. 

REWARD   WAS   COMING  to 
Charles  E.  Morin  (seated),  CBS 
San  Francisco  sales  manager,  and 
he  gets  it  from  Art  Kemp,  CBS 
Pacific  Coast  sales  manager.  Kemp 
offered  Morin  a  prize  if  he  could 
double  CBS  1941  sales  figures. 
Morin  doubled,  in  fact  almost  treb- 

led, the  figure,  so  Kemp  gave  him 
a  double  pen  set. 

New  Series  Begun 

By  Campbell  Soup 
'Digest'  Program  on  66  CBS 
Stations  Promotes  Products 
CAMPBELL  SOUP  Co.,  Camden, 

will  start  a  program  based  on  ma- 

terial appearing  in  the  Readers' Digest  on  65  CBS  stations,  in  the 
Sunday  9-9:30  p.m.  period  starting 
Sept.  13.  Titled  Radio  Readers  Di- 

gest, the  series  will  be  produced 
by  Transamerican  Broadcasting  & 
Television  Corp.,  New  York,  and 
will  advertise  Campbell  soups. 

Format  of  the  program  will  vary 
according  to  the  type  of  Digest 
material  at  hand.  Music,  drama- 

tizations or  straight  reading  will 
be  used.  Conrad  Nagel,  stage  and 
screen  actor,  will  serve  as  leading 
narrator. 

Staff  Named 

Henry  Heyward  will  direct  the 
series,  assisted  by  William  Rous- 

seau and  Robert  Nolan,  while  Wil- 
liam Spier,  CBS  producer-director, 

will  direct.  Scripting  will  be  done 

by  various  members  of  the  Trans- 
american script  staff. 

Campbell  Soup  continues  as  spon- 
so  of  Amos  'n'  Andy  on  CBS,  hav- 

ing permanently  discontinued  Bob 
Burns  Show  with  the  June  9  broad- 

cast. Agency  for  Campbell  is  Ward 
Wheelock  Co.,  Philadelphia. 

Toothpaste  Spots 

J.  C.  ENO  LTD.,  New  York  (Mac- 
leans toothpaste),  through  Ather- 

ton  &  Currier,  that  city,  on  Sept. 
29  starts  sponsoring  the  twice- 
weekly  quarter-hour  Hollywood 
Whispers  with  George  Fisher,  com- 

mentator, on  2  CBS  California  sta- 
tions (KNX  KQW),  Tuesdays, 

Thursdays,  5:15-5:30  p.m.  (PWT). 
Contract  is  for  52  weeks.  With 
opening  of  new  markets  other 
West  Coast  stations  will  be  added 
to  the  list.  Firm  on  Sept.  28  also 
starts  thrice-weekly  participation 
in  Sunrise  Salute  on  KNX,  with 
a  similar  schedule  on  KQW,  utiliz- 

ing the  Housewives  Protective 
League  program. 
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LOCAL  AND  1 

NATIONAL  SPOT 

BUSINESS...  A 

than  all  other 

major  Chicago  stations 

COMBINED! 

"C" 

13.6% 

D 

4.9% 

^  100.0% =Total  local  and  national  spot  time  on  C/iicago  50,000  watt  stations 

WGN  CARRIES  MORE  LOCAL  AND  NATIONAL  SPOT  BUSINESS 

THAN  ALL  OTHER  50,000  WATT  CHICAGO  STATIONS  COMBINED 

Equally  important  is  the  fact  that  WGN  also  carries  more 

fatal  commercial  hours  per  week  (local,  national  spot,  and  net- 

y^ork)  than  any  other  50,000  watt  station  in  Chicago! 

r 

EASTERN  SALES  OFFICE: 

220  E.  42nd  Street 

New  York,  N.  Y. 

PAUL  H.  RAYMER  CO. 

Los  AngeleSy  Cal. 

San  Francisco,  Cal. 

A  Clear  Channel  Station 

50,000  Watts 720  Kilocycles 

BROADCASTING  SYSTEM 



175  W  ords  Per  Minute  Best  for  News 

University  Test  Reveals 

Speed  Preferred 

By  Audience 
THE  NEWSCASTER  who  wonders 
whether  he  speaks  too  fast  or  too 
slowly  for  maximum  effectiveness 
may  gain  some  enlightenment  in 
the  results  of  rate  tests  recently 
completed  at  Indiana  University. 
An  experiment  conducted  by 

Prof.  Paul  H.  Wagner,  of  the  staff 
of  the  Dept.  of  Journalism,  with 
600  students  revealed  that  although 
;here  may  be  no  perfect  rate  of 

]  lewscasting,  a  newscaster  can 
;peak  too  fast  or  too  slowly  for 
;he  best  results  in  terms  of  the 
imount  of  information  retained  by 
;he  listener. 
A  speaking  rate  of  approxi- 

nately  175  words  a  minute  was 
:'ound  to  be  the  most  satisfactory vhereas  rates  of  140  words  a 
ninute  and  200  words  a  minute 
vere  too  slow  or  too  fast  for  maxi- 
num  results. 

Recorded  Voices 

The  experiment  was  part  of  a 
study  concerned  with  the  whole 
;)roblem  of  newscast  efficiency  and 
I  ifEectiveness  in  terms  of  the  at- 
iributes  of  speech  and  their  rela- 
;ion  to  retention.  The  students  were 
carefully  selected  so  as  to  represent 
an  accurate  cross  section  of  the 
student  body  and  as  such  could  be 
said  to  represent  an  audience  in  the 
is  to  22  years-of-age  bracket. 
i  Prof.  Wagner  has  specialized  in 
radio  journalism  for  the  past  sev- 

eral years  and  teaches  courses  in 
radio  at  the  University.  He  is 
author  of  the  textbook.  Radio 
Journalism,  which  is  used  at  Indi- 

ana and  in  several  other  colleges. 
1  At  the  174-word  rate  the  students 
lost  a  little  more  than  one-fourth 
of  the  basic  facts  in  the  newscast 
used  in  the  eyperiment.  At  the 
140-word  rate  retention  was  ap- 

proximately 70%  and  at  the  200- 
word  rate  less  than  65%. 

The  procedure  of  the  test  was 
simple.  A  news  story  of  approxi- 

mately 350  words  was  recorded 
with  the  announcer  reading  it  at 
rates  of  140,  174  and  200  words 
a  minute.  The  newscast  was  then 
played  to  the  selected  groups  of 
students  and  they  were  asked  to 
answer  10  simple  questions  on  the 
content  of  the  newscast.  The  stu- 

dents heard  the  newscast  only  once 
at  one  rate  only. 

Average  Rate 
Results  showed  the  highest  aver- 

age score  of  72.640  at  the  175-word 
rate.  The  average  score  was  71.958 
at /the  slow  rate  and  only  64.989  at 
th^  fast  rate. 

On  the  basis  of  the  slight  spread 
of  .692  between  the  slow  and 
medium  rate,  it  does  not  seem  safe 
to  conclude  that  the  slow  rate  was 
more  effective  than  the  medium 
rate.  The  difference  of  7.651  be- 

tween the  medium  rate  and  the 
fast  rate,  however,  seems  to  in- 

dicate conclusively  that  too  fast  a 

rate  of  speaking  in  newscasting 
reduces  the  effectiveness,  or  at 
least  the  amount  of  information  a 
listener  retains. 

Inasmuch  as  the  175-word  rate 
is  approximately  the  average  rate 
of  speaking  used  by  newscasters 
it  is  not  surprising  to  find  that  to 
be  the  most  effective  rate.  However, 
there  are  many  newscasters  today 
who  read  at  a  much  faster  rate 
than  175  words  a  minute,  some  as 
high  as  200  words  a  minute. 

The  scores  of  the  study  were : 

Combined Mean 
Rate  Women       Men  Score 

Slow    71.354       72.209  71.958 
Medium    70.739       73.956  72.640 
Fast    61.622       66.098  64.989 

Using  only  the  medium  rate  as  a 
basis,  the  study  showed  some  inter- 

esting, if  not  conclusive,  data  about 
the  effectiveness  of  the  newscast. 

The  students,  for  example,  made 
an  average  score  of  only  72.640 
which  means  that  more  than  one- 
fourth   of   the    information  con- 

PROMOTION  minded  radio  men 
continued  to  uncover  new  ideas  to 
help  Uncle  Sam  finance  the  war 
last  week,  as  station  executives  and 
artists  all  over  the  country  sought 
to  keep  the  country  War  Bond 
conscious. 

In  many  cities,  local  radio  sta- 
tions have  actively  supported  the 

motion  picture  industry's  touring 
stars,  publicizing  and  participating 
in  their  rallies.  Paul  Drenner, 
staff  man  of  WAAT,  m.  ceed.  the 

meeting  at  Newark's  Military  Park 
where  Hedy  Lamarr,  Judy  Canova, 

and  Teddy  Powell's  orchestra  drew 
a  crowd  that  bought  $3,346,000 
worth  of  bonds.  The  entire  pro- 

gram was  broadcast  over  WAAT. 
When  Greer  Garson,  Hedy  La- 

marr, and  Anne  Rutherford  visited 
Albuquerque,  N.  M.,  KGGM  set  up 
its  mike  at  the  railroad  station  to 
spread  word  that  the  stars  were  in 
town  for  a  bond  rally.  In  20  min- 

utes, Albuquerque  pledged  $200,000. 
In  Fredericksburg,  Va.,  Bill  Seth, 
manager  of  WFVA  was  chairman 
of  the  committee  for  the  rally 
where  Greer  Garson  appeared. 
WFVA  has  been  broadcasting  a 
program  Any  Bonds  Today  daily 
since  December  8. 

Radio's  Own  Job 
KXOK,  St.  Louis  assisted  the 

local  motion  picture  council  by  do- 
nating the  services  of  Stan  Daugh- 

erty,  the  KXOK  Orchestra,  the 
KXOK  Sextette,  and  other  staff 
members  for  the  rally  presenting 
Edward  Arnold  and  Frances  Dee 
at  Municipal  Auditorium  where  box 
seats  went  for  as  high  as  $5,000. 

In  addition  to  cooperation  with 
other  media,  radio  has  maintained 
a   steady   campaign   of  its  own. 

tained  in  this  simple  newscast  was 
not  retained.  And  at  the  fast  rate 
this  efficiency  rating  drops  to 
64.989,  a  loss  of  not  quite  two-fifths 
of  the  information. 
Women  scored  lower  averages 

than  the  men  students  in  all  three 
rate  categories,  their  medium  aver- 

age score  being  70.739  as  against 
73.956  for  the  men,  a  difference  of 
over  three  points. 

Generally  speaking,  the  scores 
were  higher  in  the  upper  classes 
than  the  lower.  For  example,  the 
senior  men  scored  74.333  and  the 
senior  women  71.388  as  against 
73.645  for  the  sophomore  men  and 
68.75  for  t-he  sophomore  women. 

Averages  by  classes  were :  Fresh- 
men, 69.821;  sophomores,  71.687; 

juniors,  74,093;  seniors,  73,228. 
Students  who  took  the  tests  in 

the  morning  scored  considerably 
higher  average  scores  than  those 
who  took  the  tests  in  the  afternoon. 
The  averages  were  74.09  in  the 
morning  and  69.64  in  the  afternoon. 

For  instance,  WMCA,  New  York, 
is  stimulating  sales  by  awarding 
two  original  oil  paintings  of  Betty 
Grable  by  Petty  and  Varga  to  the 
family  buying  the  most  bonds  in 
September. 
Arch  McDonald,  sports  commen- 

tator of  WJSV,  Washington,  has 
sold  a  quarter-million  dollars  in 
bonds  on  his  program,  and  is  now 
on  his  second  quarter-million.  On 
the  second  anniversary  of  WBRW, 
Welch,  W.  Va.,  all  station  adver- 

tisers contributed  commercial  per- 
iods for  sale  of  War  Bonds  and 

War  Savings  Stamps. 
'Feud'  Raises  $86,000 

Final  returns  on  BLUE's  / 
Pledge  America  are  summarized 
in  a  folder  the  network  is  dis- 

tributing. Seven  hours  of  enter- 
tainment that  painted  a  picture 

with  song  and  drama,  of  fighting 
America,  raised  $10,303,369.  The 
first  hour  and  a  half  brought  $3,- 
000,000,  and  money  poured  in  all evening. 

A  "Victory  Booth",  replica  of  a 
sandbag  dugout,  has  been  set  up  in 
Columbus,  Ga.,  with  popular  young 
vocalist  Sue  Lauderdale  on  duty. 
Buyers  may  shoot  an  electric  eye 
gun  for  each  stamp  or  bond.  Two 
other  WRBL  entertainers.  Jack 
Gibney  and  John  Clarke  have 
raised  $107,000  on  their  program. 
"Feud"  between  the  "Smithe- 

reens" and  "Ellisites",  two  teams 
of  staff  members  at  KMBC,  Kan- 

sas City,  gathered  $86,275  in  18 
days.  Four  special  Feud  for  Vic- 

tory broadcasts,  and  individual 
appeals  marked  the  campaign. 
Army  jeep,  carrying  Col.  Black, 

commander  of  the  Technical  Air 
School   near   Amarillo,   Tex.,  de- 

livered the  first  bond  sold  by 
KFDA.  Station  recently  opened  its 
drive  with  a  45-minute  program. 
Show  will  continue  weekly,  to- 

gether with  spot  announcements. 
Rally  at  Polk  Gulch,  Sacramento 

Street  between  Polk  and  Van 
Ness,  San  Francisco,  sold  $40,000 
for  the  KGO  Bondwagon.  Goods 
donated  by  Polk  street  merchants 
were  auctioned  off  for  Bonds,  and 
KGO  artists  entertained. 

'Air  Armada' 
As  a  novel  way  to  show  results 

of  its  war  bond  selling  campaign, 
WMCA,  New  York,  is  building  an 
"air  armada"  in  its  studios  ship 
by  ship  Thursday  evenings  on  a 
special  program  titled  WMCA 
Bond  Wagon.  As  bond  purchases 

are  phoned  in,  a  "ship"  is  con- structed piece  by  piece  and  when 
the  air  armada  is  complete, 

WMCA  plans  to  start  a  three- 
ocean  navy.  On  the  inaugural  pro- 

gram, WMCA  built  a  $50,000  pur- 
suit ship,  fully  armed,  in  exactly 

57%  minutes. 
WHOM,  Jersey  City,  which  had 

originally  set  a  goal  of  $100,000 
worth  of  bond  sales  by  December 
15,  has  been  so  successful  in  its 
first  two  weeks  by  selling  bonds  to 
the  tune  of  $75,000  in  cash  that 

it  has  raised  its  "bond  sights"  to 
a  quarter  of  a  million. 

Mutual  reports  that  its  affiliates 
so  far  are  selling  the  largest 
amount  of  bonds  through  the  use 
of  sports  broadcasts,  KWK,  St. 
Louis,  having  totalled  $100,000 
worth  directly  through  its  coverage 

of  baseball  games.  A  "Court  of Honor"  show  conceived  by  WGR 
and  WKBW,  Buffalo,  has  received 
official  praise  from  the  Treasury 
and  from  Lord  Mountbatten,  leader 
of  the  British  Commandos.  Bond 
and  stamp  salesmen,  referred  to 
as  "Commandos",  are  recruited 
from  the  city's  juvenile  organiza- 

tions, with  each  child  given  mili- 
tary rank  dependent  on  his  sales 

score.  To  date  they  have  turned 
in  $78,000  in  cash. 

More  than  $6,000  has  been  ac- 
counted for  on  the  five  times  week 

half-hour  Bond  Booster  program 

on  WE  NY,  Mutual  outlet  in  El- 
mira,  which  gives  credit  on  the 
show  to  14  sponsors  but  does  not 
advertise  any  product. 

CKWS  on  the  Air 

CKWS,  Kingston,  Ont.,  went  on the  air  officially  Aug.  31,  at  7  p.m. 
Guest  speakers  on  the  inaugural 
broadcast  included  Dr.  Gladstone 
Murray,  general  manager  of  CBC, 
W.  Rupert  Davies,  president  of  the Allied  Broadcasting  Corp.,  Glen 
Bannerman,  president  of  the  CAB, 
and  Dr.  A.  Frigon,  assistant  gen- 

eral manager  of  CBC,  as  well  as 

public  officials.  Station  has  com- plete modern  studios  and  business offices  in  the  Whig-Standard  Bldg., 
Kingston.  Transmitting  equipment 
is  housed  south  of  the  city. 

MAURICE  ENGLISH,  chief  of  the' 
editorial  department  of  NBC's  Inter- national Division,  is  the  author  of  an  i 
article  to  appear  in  the  October  issue 
of  Free  World  magazine  under  the  | 
title  "Tlie  Coming  European  Civil  j War."  .     .  _       -      --  -  i 

NEW  IDEAS  FOR  UNCLE  SAM 

Radio  Uses  Own  Schemes,  Joins  With  Other  Media 

 To  Make  the  Nation  War  Bond  Conscious  
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moan  it  uAHe*t  we.  itut 

"THERE'S  NOT  ANOTHER  LIKE  IT !" 

Put  WTIC  to  work  for  your  product  and  you*ll  soon  under- 
stand why  wise  national  advertisers  agree  with  us  that 

"THERE'S  NOT  ANOTHER  LIKE  IT!" 

*  Sales  Management,  April  10,  1942 

DIRECT  ROUTE  TO  AMERICA'S  NO.  1  MARKET 
T/ie  lrowe\ers  Broadcasting  Service  Corporation 

Member  of  NBC  Network 

Representafive:  WEED  &  COMPANY  " 
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WPB  Likely  to  Exert  Control 

Over  Electronic  Devices  Soon 

Action  on  WPB  War  Proposals  Expected  Shortly 

With  Chairman  Fly's  Return  to  Capital 
RIGID  CONTROL  of  the  flow  of 
electronic  devices  to  essential  uses 
is  expected  this  week  as  the  result 
of  a  WPB  order  which  will  insure 
the  continued  operation  in  part  of 
radio  and  communications  includ- 

ing broadcasting,  without  curtail- 
ing production  except  as  it  affects 

the  manufacture  of  such  non-es- 
sential commodities  as  blackout 

devices. 
When  the  new  order  takes  effect 

it  was  indicated  that  electronic 
equipment  will  not  be  manufac- 

tured or  sold  except  on  rated  or- 
ders of  A-3  or  higher.  While  the 

regulation  will  likely  affect  man- 
ufacturers almost  immediately, 

distributors  will  probably  be  al- 
lowed to  dispose  of  stocks  on  hand. 

In  addition  it  appeared  likely  that 
manufacturers  would  be  allowed 
to  anticipate  rated  orders  for  45 
days  to  come  and  thus  insure  mini- 

mum production  runs. 

The  order  will  be  far-reaching, 
it  was  said,  encompassing  trans- 

mission as  well  as  receiving  equip- 
ment. Through  this  order  the  WPB 

will  have  complete  control  of  the 
many  critical  materials  essential 
to  the  manufacture  of  electronic 
devices. 

Fly  On  Job 
Since  BWC-FCC  Chairman 

James  Lawrence  Fly  only  returned 
to  his  desk  last  Friday  from  an 
extended  business  trip  there  was 
no  word  forthcoming  on  the  BWC 
tube  survey  nor  any  indication  of 
planned  action  on  WPB's  pro- 

posals for  wartime  operation.  It 
did  seem  likely,  however,  that  ac- 

tion would  come  in  the  near  future 
since  WPB  is  anxious  to  establish 
wartime  standards  of  operation  to 
conserve  components  and  tubes. 

Overall  needs  and  simplification 
occupied  the  attention  of  the  Re- 

ceiver Type  Vacuum  Tube  Indus- 
try Advisory  Committee  meeting 

in  Washington  Sept.  9  with  Frank 
H.  Mcintosh,  chief  of  the  civilian 
radio  section  of  the  Radio  and 
Radar  Branch,  as  Government  pre- 

siding officer. 
Efficient  ways  of  producing  tubes 

were  also  discussed  and  new  fa- 
cilities weighed.  Some  progress  was 

reported  in  the  plan  to  divide  pro- 
duction among  available  plants  — 

some  turning  out  only  civilian  tubes 
and  the  rest  devoted  to  military 
orders.  There  still  remains  one 
obvious  obstacle  to  this  program 
in  the  OPA  Maximum  Price  Regu- 

lations. Manufacturers  contend 
they  have  experienced  a  rising 
curve  of  operating  costs  which 
would  make  it  unprofitable  to  de- 

vote their  total  production  capaci- 
ties to  civilian  production.  Unless 

the  OPA  regulations  are  changed 
this  factor  may  remain  a  barrier, 
it  was  said.  The  difficulty,  it  was 

pointed  out,  exists  in  the  fact  that 
the  radio  receiving  set  tubes  are 
categorized  under  Durable  Goods 
regulations  while  the  industrial 
tubes  are  under  the  control  of 
Machinery  regulations. 
An  effort  is  also  being  made,  it 

was  reported,  to  balance  inventor- 
ies of  distributors  and  individual 

dealers.  Another  aspect  of  the 
problem  was  viewed  in  the  increas- 

ing need  for  simplification  and 
standardization.  Every  effort  is 
being  made  to  have  discarded  tube 
types  covered  by  interchangeable 
tubes. 

Progress  was  reported  by  the 
industry  representatives  in  their 
conservation  of  material  by  re- 

quiring an  old  tube  for  each  new 
tube  purchased.  Although  this 
practice  has  not  yet  become  uni- 

versal many  manufacturers  are  re- 
quiring this  measure. 

One  report  has  it  that  many 
radio  receiving  sets  would  be  out 
of  use  within  13  months  unless 
provision  is  made  for  continued 
supply  of  materials.  In  answer  to 
this,  WPB  officials  maintain  that 
every  effort  is  being  exerted  to 
maintain  the  industry  and  the  like- 

lihood of  such  a  statistical  possi- 
bility is  nil. 

Furthermore,  it  was  pointed  out 
that  no  station's  needs  have  been 
overlooked  where  the  need  was  es- 

sential and  complete  stabilization 
for  wartime  operation  only  awaits 
action  by  the  FCC. 

FOLLOWING  a  year's  illness, 
Paul  H.  La  Stayo,  president  and 
general  manager  of  WAAT, 
Newark,  died  Sept.  5  at  his  home 
in  Jersey  City.  He  had  suffered 
from  a  chronic  ailment  for  some 
time,  but  had  been  at  his  office 
until  a  few  months  ago. 

Funeral  services  were  held  last 

NEGOTIATIONS    having  been 
completed,  trio  consisting  of  (1  to 
r)  Edward  Codel,  general  manager 
of  the  Atlantic  Coast  Network; 
Edward  J.  Rosenwald,  advertising 
manager  of  Plough  Inc.,  Memphis, 
and  Clarke  R.  Brown,  radio  direc- 

tor of  Lake-Spiro-Shurman,  agency 
of  the  same  city,  get  down  to  the 
serious  business  of  getting  signa- 

tures on  the  dotted  line. 

March  Renamed  to  FTC 

FREDERICK  H.  MARCH,  a  mem- 
ber of  the  Federal  Trade  Commis- 

sion since  1929.  was  unanimously 
confirmed  for  his  third  consecutive 
seven-year  term  by  the  Senate  last 
Thursday.  He  is  a  native  of  Litch- 

field, Minn.,  and  is  one  of  the  two 
Republican  members  of  the  Com- mission. He  ppv^ed  as  chairman  in 
1933-36  and  1941. 

Willard  to  Use  100 
WILLARD  TABLET  Co.,  Chicago 
(proprietaries) ,  is  completing  plans 
for  fall  promotion  of  its  vitamin 
products  with  newscasts,  local  live 
programs  and  announcements  on 
over  100  stations.  Schedule  of  sta- 

tions is  to  be  announced  in  about 
ten  days.  Agercv  is  First  United 
Broadcasters,  Chicago. 

Tuesday  with  a  solemn  high  mass 
at  Our  Lady  of  Victory  church, 
Jersey  City.  He  leaves  his  widow, 
a  son,  Paul  H.  Jr.,  a  daughter, 
Margaret  Jean,  his  mother,  Mrs. 
Katherine  La  Stayo,  two  sisters, 
and  a  brother,  all  of  Jersey  City. 

One  of  the  pioneer  broadcasters 
in  New  Jersey,  Mr.  La  Stayo 
joined  the  Bremer  Broadcasting 
Co.,  operating  WAAT,  in  1926,  with 
its  founding.  At  first  its  secretary, 
he  became  president  and  general 
manager  in  1929.  WAAT  moved 
from  Jersey  City  to  Newark  several 
months  ago,  coincident  with  its 
fulltime  operation. 

Before  joining  WAAT,  Mr.  La 
Stayo  was  associated  with  the  New- 

ark office  of  the  National  Cash  Reg- 
ister Co.,  in  sales  and  promotion. 

He  was  born  in  Weehawken  but  had 
resided  in  Jersey  City  20  years. 

Well  known  in  broadcasting  cir- 
cles, Mr.  La  Stayo  was  a  member 

of  the  NAB  and  has  served  on 
several  of  its  committees.  He  also 
was  a  member  of  the  Bayonne 
Kiwanis  Club,  the  Yountakah  Coun- 

try Club  of  Nutley,  N.  J.,  and  the 
Jersey  City  Tuna  Club. 

Plough  Buys  Time 
On  Atlantic  Coast 

Regional  Chain  Carries  Four 
Features  for  Sponsor 
LARGEST  contract  yet  signed  by 
an  individual  advertiser  on  the 
Atlantic  Coast  network  was  an- 

nounced Sept.  5  by  Plough  Inc., 
Memphis.  The  newly-formed  Boston 
to  Washington  chain  will  be  used 
to  promote  St.  Joseph's  Aspirin 
and  Penetro  products.  The  sched- 

ule consists  of  24  quarter-hour 
programs  per  week.  Contract  will 
start  Oct.  5,  with  shows  running 
52  weeks. 

Four  Features 

Times  and  features  selected  by 
the  client  and  its  agency,  Lake- 
Spiro-Shurman,  Memphis,  are  as 
follows : 

7:15-7:30  a.  m.,  Monday  to 

Saturday  inclusive,  an  "early riser"  show. 
12:45-1:00  p.m.,  Monday  to 

Saturday  inclusive.  Matinee  at 
Capital  Theatre,  a  recorded  variety 
show  featuring  revivals  of  musical 
comedies  and  old  favorites. 
2:45-3:00  p.m.,  Monday  to 

Saturday  inclusive,  a  woman  com- 
mentator series  which  will  origin- 

ate in  Washington. 
11:00-11:15  p.m.,  Monday  to 

Saturday  inclusive,  a  sportscast 

featuring  Jack  Stevens.  "This  pro- 
gram will  be  interspersed  with 

music  apropos  the  football  sea- 
son. Each  program  will  be  dedi- 
cated to  individual  universities  and colleges. 

Stations  comprising  ACN  in- 
clude; WNEW,  New  York; 

WPEN,  Philadelphia;  WFBR,  Bal- 
timore;  WNBC,  Hartford;  WFCI, 
Pawtucket;  WELI,  New  Haven; 
WCOP,  Boston;  WWDC,  Washing- 

ton; supplementary  outlets  are 
WBOC,  Salisbury,  Md.,  and  WJEJ, 
Hagerstown. 

Contract  was  set  by  Edward 
Codel,  general  manager  of  ACN. 

Atlantic  Coast  has  started  a 
half-hour  pickup  featuring  name 
bands  playing  at  Meadowbrook, 
N.  J.,  Tuesday  through  Saturday. 
Each  night  the  program  salutes 
a  station  belonging  to  the  network. 

Carter  in  West 
CARTER  PRODUCTS  Inc.,  New 
York  (liver  pills),  as  a  part  of  its 
national  campaign,  on  Oct.  5  starts 
sponsoring  the  five-weekly  quarter- hour  transcribed  serial,  Judy  & 

Jane,  on  3  California  Don  Lee  sta- tions (KHJ  KDB  KGB),  Monday 
through  Fridays  4:45-5  p.m. 
(PWT).  Contract  is  for  52  weeks. 
Ted  Bates  Adv.  Agency,  New  York, 
has  the  account. 

Camp  Greetings GREiBTINGS  from  the  boys  in  camp 
to  the  folks  back  home  was  the  theme 
of  Hello,  New  York,  transcribed  at 
Fort  Jackson,  S.  C,  and  rushed  to 
WNYC,  New  York's  municipal  sta- tion, for  broadcast  on  Labor  Day. 
Half-hour  program  was  written,  acted, 
directed  and  produced  by  the  service- men at  the  camp  who  come  from  New 
York  and  serve  in  the  old  102nd Cavalry. 

1S9B     Paul     iCa  »tm]B  1342 
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theres  a  far  simpler  way 

The  advantage  (and  a  rare  one  indeed)  of  buying  WMCA  lies 

in  getting  a  station  with  such  a  wide  reputation  for  good  pro- 
gramming at  such  a  low  cost.  Proving  that  the  price  of  effective 

radio  need  not  be  computed  in  Social  Security  frgures. 

We  know 

We've  got  good  programs  with  good  audiences. 
Our  clients  know. 

They've  bought  plenty  of  them. 

•if 

Sach's  Quality  Furniture  bought  one 

SEVENTEEN  YEARS  AGO  this  Sept- 
ember...that  just  completed  its  6,000th 

CONSECUTIVE  broadcast! 

AMERICA'S     LEADING     INDEPENDENT  STATION 

w  m  c  a WKSTERN  RKi'.:   VIKGIL  KEITER  &  CO..  CHICAGO 



Army  Camps  Produce  600  Local  Shows 

Weekly  Output  by 

Soldiers  Helps 

War  Effort 
By  LT.  COL.  E.  M.  KIRBY 
Chief,    Radio    Branch,    Bureau  of 

Public  Relations,  War  Dept. 
LOCAL  radio  stations  throughout 
the  United  States  contribute  more 
than  600  regularly  scheduled  Army 
camp  broadcasts  each  week,  a  sur- 

vey as  of  Aug.  31  has  revealed. 
Undertaken  by  the  Radio  Branch 

of  the  War  Dept.  Bureau  of  Public 
Relations,  the  survey  further  dis- 

closed that  Army  news,  variety  and 
musical  shows,  respectively,  were 
the  type  of  broadcasts  most  often 
prepared  by  Army  Public  Relations 
Officers  in  cooperation  with  local 
broadcasting  stations. 

The  full  listing  below  of  the  num- 
ber of  shows  and  the  time  periods 

involved  do  not  reveal  the  full  story 
of  these  local  camp  Army  radio 
programs.  Nor  is  their  contribu- 

tion to  the  war  effort  readily  ap- 
parent. But  their  important  influ- 

ence cannot  be  over  emphasized. 
A  Counterbalance 

During  World  War  I,  Army 
camps  had  only  their  own  news- 

papers, press  material  which  they 
furnished  to  newspapers,  and 
speakers  to  reach  nearby  commu- 

nities and  the  public  at  large.  But 
by  1940,  radio  already  was  tackling 
the  new  task  with  a  great  deal  of 
energy  and  imagination  to  serve 
the  Army  and  the  citizens  at  home. 
Today  local  Army  radio  programs 
are  an  accepted  medium  of  estab- 

lishing closer  relationship  between 
Army  camps  and  the  neighboring 
communities. 

Usually,  the  local  citizens  see  the 
soldier  only  when  he  is  on  weekend 
leave  and  pleasure  bent.  They  see 
him  free  from  the  arduous  routine 

AIRCRAFT  WARNING 

Fighter  Command  Series  to 

 Stir  Public  Interest  

FIGHTER  COMMANDS  of  the 
U.  S.  Army  Air  Force  will  launch 
a  weekly  series  on  WMCA,  New 
York,  designed  to  demonstrate  ci- 

vilian and  military  cooperation  in 
repelling  surprise  attacks  on  con- 

tinental United  States,  according 
to  Brig.  Gen.  John  K.  Cannon, 
Commanding  General  of  the  First 
Fighter  Command  at  Mitchel 
Field,  New  York. 

Series  starts  Sept.  8  and  is  titled 
The  Eyes  and  Ears  of  the  Air 
Force.  True  story  dramatizations 
of  the  Ground  Observer  Corps  ac- 

tivities will  be  featured,  with  well- 
known  guest  stars,  such  as  Helen 
Hayes,  and  Henry  Hull,  drawn 
from  the  Aircraft  Warning  Service. 

The  WMCA  broadcasts  will  be 
recorded  by  the  Army  and  offered 
by  the  various  Fighter  Commands 
to  other  stations  in  the  country,  in 
order  to  create  general  interest  in 
the  aircraft  warning  service  of  the 
air  defense  system. 

of  relentless  drilling  and  rehearsal 
for  the  battles  he  faces  in  the  near 
future  against  enemies  who  ask  and 
grant  no  quarter.  They  see  the 
soldier  seeking  to  concentrate  a 
great  deal  of  pleasure  in  his  few 
free  moments  away  from  camp.  It  is 
difficult,  often,  to  believe  that  in 
the  hands  of  these  men  we  are  en- 

trusting our  nation's  future. 
Local  radio  broadcasts  serve  to 

counterbalance  these  casual  impres- 
sions. Camp  broadcasts  remind  the 

people  in  the  surrounding  commu- 
nities that  the  soldiers  they  see 

wandering  about  their  streets, 
crowding  their  lunchrooms,  theatres 
and  recreational  centers,  are  seri- 

ous students  during  their  duty 
hours — students  of  warfare  and  the 
hundreds  of  essential  military 
trades  and  skills  necessary  in  mod- 

ern warfare. 
Radio  interviews  have  shown  that 

the  men  of  our  Army  are  truly  rep- 
resentative of  the  American  people 

— no  better  and  no  worse;  that  our 
soldiers  come  from  every  sort  of 
home  —  representing  every  race, 
color  and  creed,  dreaming  the  same 
dreams,  experiencing  the  same  diffi- 

culties of  adjustments  to  the  war. 
These  local  radio  broadcasts — un- 

pretentiously in  most  instances^ — 
reveal  the  true  pattern  of  our  sold- 

iers in  training. 
Above  all,  they  show  him  as  a 

patriotic  lover  of  freedom,  hoping 
for  the  best,  mentally  preparing 
himself  for  the  worst,  and  confi- 

dent and  determined  to  win  victory. 
Upon  such  things  depends  the 
morale  of  our  people  at  home. 
Despite  inconveniences  —  possibly 
because  of  them — civilian  morale  is 
usually  higher  in  areas  immedi- 

ately surrounding  training  camps 
than  in  areas  where  no  camps  exist. 
Local  radio  broadcasts  have  con- 

tributed greatly  to  this  attitude 
toward  our  Army  and  its  purpose 
— and  the  increased  desire  of  ci- 

vilians to  assure  our  troops  of  their 
full  support. 

The  Army  Story 

Before  we  analyze  the  600-odd 
Army  radio  programs,  let  us  review 
the  purpose  of  these  various  cate- 

gories of  local  radio  broadcasts : 
Their  purpose  as  a  whole  is  to  tell 
the  story  of  the  American  Army 
in  training,  to  reflect  the  spirit  of 
our  troops,  and  keep  the  American 

people  informed  of  the  Army's 
progress. 

Most  camps  have  been  able  to  ac- 
complish this  mission  more  than 

adequately  with  limited  nersonnel. 
Many  former  radio  writers,  pro- 

ducers, announcers,  engineers  now 
in  training  have  loaned  their  ser- 

vices— usually  in  addition  to  their 
other  duties — to  assist  the  Public 
Relations  Officers  in  preparing 
these  broadcasts. 

In  many  instances  the  PRO's  also 
serve  in  other  capacities,  such  as 
the  camp  intelligence  officer,  spe- 

cial service  officer,  an  instructor 
and  so  forth.  Yet  every  known  radio 

LT.  COL.  KIRBY 

technique  from  straight  narration 
and  talks  to  the  full  variety  and 
dramatic  show  has  been  developed. 
In  some  few  instances,  local  radio 
stations  themselves  can  take'  full 
credit  for  the  high  quality  of  a 
local  Army  camp  broadcast. 

They  have  assisted  public  rela- 
tions officers — often  coming  to  him, 

proposing  a  specific  type  of  show 
which  might  best  serve  their  com- 

munity and  the  Army,  assisting 
him  in  the  preparation  of  the  script 
and  loaning  their  facilities  or 
equipment  for  production  from 
camp  or  studios. 

In  many  cases,  their  specialized 
knowledge  of  the  immediate  com- 

munity has  been  of  immense  aid 
to  the  public  relations  officer  and 
the  commanding  officer  in  overcom- 

ing particular  problems,  whether 
they  were  direct  public  relations 
problems  which  cropped  up  or  sug- 

gestions in  avoiding  future  prob- lems. 
The  many  problems  of  Army 

health,  food,  entertainment  facili- 
ties, the  training  regime  and  camp 

life  have  been  presented  to  the  com- 
munity in  full  detail  until  the  com- 
munity has  a  clear-cut  picture  of 

life  in  the  camp  as  it  really  is,  and 
the  caliber  of  the  men.  The  picture 
in  many  instances  has  supple- 

mented the  meager  information 
parents  might  have  received  from 
their  own  sons  in  distant  camps. 

Hearing  the  soldiers  from  nearby 
camps  being  interviewed  over  the 
local  radio  station  has  reassured 
many  parents  and  satisfied  them 
that  their  own  sons  are  receiving 
the  best  possible  training,  under 
the  most  favorable  conditions.  This 
information,  brought  via  the  air- 

Join  Air  Group 
NEARLY  8.000  young  people  have 
joined  the  Junior  Air  Reserve  in 
response  to  a  call  for  membership 
made  during  Scramble,  aviation  se- 

ries presented  on  BLUE  in  cooper- 
ation with  the  National  Aero- 

nautics Assn.  Youngsters  are 
taught  the  rudiments  of  aviation, 
in  preparation  for  the  day  when 
they  will  become  full-fledged  avia- tors. 

ways,  has  in  no  small  measure 
helped  to  open  up  the  heart  and 
homes  of  the  citizens  of  these  camp 
communities  to  our  troops. 
Now  to  glance  at  more  specific 

information  from  the  survey: 
Regularly  scheduled  local  pro- 

grams broadcast  weekly  from  Army 
camps,  posts  and  stations  in  the 

United  States — Army    News   172 
Variety   151 
Musical   149 
Interviews    75 
Chapel    (Religious)    26 Drama    24 
Quiz    9 
Negro   (Exclusively)    8 Talks    7 

TOTAL   621 

Of  the  above  shows,  77  were  five 
minutes  long,  306  quarter-hour 
broadcasts,  195  half -hour  shows  and 
nine  full-hour  broadcasts.  A  min- 

imum of  250  radio  stations  are 
used  for  these  regularly  scheduled 
broadcasts.  No  count  is  included 
of  the  innumerable  single-shot  local 
broadcasts  observing  various 
events,  nor  the  number  of  local 
broadcasts  using  camp  or  Army 
information  or  camp  personalities. 
Nor  does  the  above  count  include 
transcriptions  furnished  irregularly 
to  home  town  broadcasting  stations 
or  special  Red,  White  and  Blue 
Network  type  of  broadcasts  pro- 

duced in  the  morning  hours  by  the 
local  stations  expressly  for  the 
men  in  nearby  camps. 

Many  camps  also  furnish  news 
items  to  hundreds  of  stations  for 
use  on  established  broadcasts. 
These  news  items  deal  with  human 
interest  material  regarding  soldiers 
who  come  from  the  state  or  city  in 
which  the  radio  station  is  located. 

How  They  Serve 

There  is  no  estimate  of  the  num- 
ber of  stations  serviced  with  this 

specialized  material,  but  between 
the  services  provided  by  the  Radio 
Branch  and  local  PRO's,  it  might 
be  said  that  practically  every  radio  i 
station  in  the  United  States  is 
making  some  direct  contribution  to 
Army  public  relations. 
What  the  full  extent  of  these 

contributions  are  can  be  answered 

only  by  the  local  stations.  But, 
certainly  the  above  data  amply  re- 

veals the  seriousness  with  which 
these  broadcasters  are  accepting 
their  public  service  responsibility 
to  their  immediate  community  and 
the  nation  during  this  war. 

For  the  record,  it  might  be  well 
to  review  exactly  how  each  type  of 
Army  camp  broadcast  serves  thci 

Army.  ' Army  News  broadcasts  (172)  are  in 
the  majority  because  maii.v  are  sched- uled more  than  once  each  week.  Theyj 
present  interesting  items  of  camp  life. Often  an  interview  with  a  soldier  ovi 
officer  of  the  camp  is  included  when, 
tliat  person  makes  news.  Included  iui 
these  Army  newscasts  also  arft 
"sports  roundups"  on  camp  athletiq 
activities. 

Recruiting  messages,  announcements 
of  local  social  events,  camp  dances  andi 
future  camp  activities  also  are  re-J 
ported.    Perhaps  more  than  any  other! 
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San  Francisco  signs  up 

on  the  new  KGO 

here  are  a  few  of  the  new 

signups  since  February 

In  May,  Walter  Guild,  account  ex., 
Sidney  Garfinkel  Agency,  signed  for 
a  Vx  hour  KGO  live-talent  show  for 
the  Remar  Baking  Co.  Last  month 
Remar  had  their  tiggest  month  in 
history . . .  with  much  credit  to  their 
KGO  show.  This  is  just  one  of  many 
new  locally-produced  KGO  shows. 

Vice-president  Lou  A.  Humason 
signs  up  for  the  second  26  weeks  of 
"Let  there  be  Music"  ...  a  half  hour 
local  dramatic  show  produced  for  the 
Meyenberg  Milk  Products  Co.  This 
again  indicates  the  high  regard  of 
local  advertisers  for  the  new  KGO. 
Keep  posted  on  the  new  KGO. 

Actual  sales  results  won  a  13  week 
renewal  of  a  7  a.  m.  KGO  newscast. 
Hassel  Smith,  account  ex.,  Botsford, 
Constantine  &  Gardner  signs  the  re- 

newal for  Foreman  &  Clark,  men's clothiers.  (KGO  still  has  several  fine 
news  availabilities.  Compare  them 
with  other  San  Francisco  stations.) 

M.  E.  Silva  of  the  Sonoma-Marin 
Dairy  signs  over  his  whole  radio  ad- 

vertising budget  to  the  new  KGO. 
This  is  one  of  the  largest  spot  cam- 

paigns ever  placed  on  a  San  Francisco 
station.  Already  sales  results  are  justi- 

fying this  decision.  Another  local 
success  on  the  new  KGO. 

Benjamin  Zukor,  president  of  Zukor's Dress  Shops  was  one  of  the  first  local 
advertisers  to  join  the  new  KGO. 
Since  then,  Mr.  Zukor  has  renewed 
his  15  minute,  5  day  a  week  program 
every  time.  This  is  another  locally- 
produced  program.  Results  count . . . 
you  get  results  on  the  new  KGO. 

Six  weeks  ago  R.  C.  Tonkin,  Pacific 
Coast  Manager,  P.  Lorillard  Co. 
makers  ofSensation  Cigarettes, signed 

a  13  week  contract  for  KGO's  popu- lar 11  p.  m.  newscast.  Already  Mr. 
Tonkin  is  renewing  for  an  additional 
13  weeks.  You,  too,  will  find  the  best 
news  buys  on  the  new  KGO. 

smmmmo-amAHB 

810  KCYLS  •  7500  WATTS 

These  sign-ups  tell  of  a  few  local  successes  on  the  new  KGO.  May  we  suggest  that 
you  let  your  Blue  Spot  Representative  bring  you  up  to  date  on  the  new  KGO? 

Represented  Nationally  by  Blue  Spot  Sales  Offices 
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'°°     rl  PETERS.  INC. 
FREE  »  J^;,e,entatWe« 

National  BeP'"* 

MR.  RADIO  EXECUTIVE: 

Your  time  is  valuable 

while  you're  in  New 
York.  That's  why  we 
want  you  to  stay  with 
us  at  the  Roosevelt. 

You'll  be  only  a  few 
steps  from  your  repre- 

sentative, your  network 
and  the  radio  agencies. 
Our  private  passageway 
from  Grand  Central 

Station  leads  right  to 
the  lobby  where  you 
can  register  for  a  com- 

fortable room  and  bath 
from  $4.50. 

Our  Men's  Bar  is 
radio-famous  and  the 
meals  are  delicious 
whether  you  eat  in  the 
Grill,  the  Colonial 
Room  or  the  Coffee 

Shop.  There  is  dancing 
in  the  Grill  every 
evening  except  Sunday. 

HOTEL 

MADISON  AVE.  AT  45th  ST.,  NEW  YORK 
BERNAM  G.  MINES,  Wonoging  Director 

medium  or  type  of  broadcast  the  local 
Army  news  broadcast  presents  a  com- 

plete overall  review  of  camp  life  and 
its  relation  to  the  local  community. 

Variety  broadcasts  (151)  include 
the  ever-popular  post  band,  soldier 
talent,  comedy  skits  and  a  talk  by  an 
officer  or  soldier  using  an  Army  theme. 
These  broadcasts  might  be  considered 
institutional  goodwill  broadcasts.  As 
a  whole,  camp  broadcasts  have  felt  no 
lack  of  talent.  That  soldiers  enjoy 
participating  in  these  broadcasts  is 
well  known  by  those  who  have  watched 
camp  auditions.  New  York  or  Holly- 

wood casting  directors  have  never  been 
deluged  by  more  enthusiastic  actors, 
singers,  comedians,  specialty  men, 
musicians,  announcers  and  other  tal- ented entertainers. 
To  many  talented  soldiers  camp 

broadcasts  have  provided  their  first 
opportunity  to  crack  radio  and  gain 
experience.  Others,  of  course,  are  ex- 

perienced radio  talent.  Still  others 
perform  for  the  mere  joy  of  participa- 

tion. These  Army  outlets  have  not 
only  afforded  a  channel  of  reaching  the 
public  with  pleasant  entertainment  and 
institutional  camp  information,  but 
also  have  provided  an  excellent  ave- 

nue for  the  Special  Services  Officer  to 
direct  excess  energy  of  talented  sol- 

diers— there  is  plenty  of  it  among  our troops. 
Value  of  Music 

Musical  programs  (149)  serve  a 
purpose  similar  to  variety  shows. 
Usually  a  simpler  script  is  required 
and  the. .program  is  less  pretentiojis. 
From  the  busy  PRO's  point  of  view 
and  the  broadcaster's  side,  these  pro- grams provide  the  fewest  headaches. 
Army  policy  problems  are  at  a  mini- 

mum, especially  in  programs  broad- 
cast from  the  camp  grounds.  Timing 

can  easily  be  furnished  in  advance 
and  brief  background  interviews  of 
the  soldier-talent  readily  prepared. 

Interview  programs  (75)  provide 
the  greatest  amount  of  factual  ma- 

terial about  the  camp  and  the  troops 
stationed  there.  Many  camps  have 
shown  an  aggressive  policy  in  illus- 
rating  the  difficulty  some  soldiers  have 
had  in  making  their  adjustment  to 
Army  life — which  has  prepared  future 
soldiers  not  to  expect  a  bed  of  roses. 
At  the  same  time,  the  preponderant 
number  of  interviews  reflect  that  that 
adjustment  is  not  too  difficult  and  that 
&ur  soldiers  are  anxious  to  receive  the 
stiffest  training  necessary  to  assure 
success  in  battle. 

Religious  broadcasts  (26)  originat- 
ing from  the  post  chapel  include  a 

talk  by  the  Army  Chaplain,  organ 
music  and  hymns.  These  broadcasts 
reveal  the  religious  side  of  our  troops 
— many  of  whom  have  become  regular 
church-goers  for  the  first  time  in  their 
lives  since  they  entered  the  military 
service — and  emphasize  the  freedom 
of  worship  in  Uncle  Sam's  citizen army. 

Dramatic  programs  (24)  cover  a 
wide  field,  dramatizing  the  experiences 
of  soldiers  in  camp,  presenting  Army 
comedy  sketches,  inspirational  Army 
and  American  history  dramatizations, 
and  stories  emphasizing  the  purpose 
for  which  we  fight  today,  or  what  must 
be  done  to  help  the  war  effort.  As  a 
whole,  these  local  dramatic  programs 
are  produced  only  where  a  camp  has 
an  abundance  of  script-writing  and 
acting  talent ;  usually  they  compare 
favorably  with  professional  radio  pro- ductions. 

Quiz  Shows  (9)  basically  provide 
entertainment  to  the  soldier,  and  are  a 
major  contribution  of  the  local  radio 
station.  The  station  offers  the  prizes 
to  the  soldiers — sometimes  a  long-dis- 

tance telephone  call  from  camp  to  the 
folks  at  home.  Other  prizes  include 
war  stamps  and  bonds.  Military  ques- 

tions are  included  in  the  quiz  to  main- 
tain the  military  flavor  of  the  broad- 
cast and  to  present  additional  infor- mation about  the  Army  in  a  pleasant way. 

Negro  broadcasts  (8)  are  exclusively 
devoted  to  presenting  our  Negro  sol- diers to  the  public  via  radio.  These 
programs  usually  originate  where  all- Negro  units  exist.  However,  besides 
these   broadcasts,   Negroes   also  par- 

IT'S  FIRST  LIEUTENANT  NOW!  Lt.  Alfred  E.  Teachman,  assistant 
chief  engineer  of  WEEI,  Boston,  is  congratulated  on  his  recent  com- 

mission as  first  lieutenant  in  the  Army  Air  Forces  by  Walter  J.  Stiles, 
chief  engineer  of  WEEI  and  other  members  of  the  engineering  staff. 
Left  to  right  are  Warren  Stevens,  Walter  Stiles,  William  Rule,  Lt. 
Teachman  and  Frank  Evans. 

ticipate  in  camp  programs  wherever 
they  are  stationed. 

Talks  (7).  The  minimum  number 
of  straight  talks  indicate  that  Army 
Public  Relations  Officers  realize  the 
importance  of  utilizing  when  possible 
more  effective  .techniques  in  preseiitujg 
their  material.  These  talks  usually 
discuss  a  specific  Army  activity  from 
the  local  point  of  view  and  amount 
to  a  citizen's  orientation  course  to 
promote  better  understanding  of  our Army. 

Local  Arrangements 

It  is  significant  to  realize  that  in 
contrast  to  the  totalitarian  system 

of  operation,  the  600-odd  broad- 
casts prepared  by  camp  public  re- 

lations officers  are  not  forced  upon 
the  local  broadcaster.  In  fact,  at 
no  time  has  the  War  Dept.  in 
Washington  directed  a  request  to 
a  local  broadcaster  to  grant  a  camp 
air  time. 

In  all  instances,  arrangements 
were  made  by  the  public  relations 
office  and  the  local  station,  vi^hich 
could  accept  or  reject  the  program 

suggestion  without  prejudice.  How- 
ever, in  most  instances,  besides 

making  specific  requests  of  Army 
Public  Relations  Officers,  local  radio 
broadcasts  have  been  more  than 
glad  to  offer  their  facilities  for 
camp  use. 
From  the  War  Dept.  point  of 

view,  the  local  PRO  and  his  im- 
mediate commanding  officer  are  re- 

sponsible for  the  content  and  qual- 
ity of  the  broadcast.  Three-minute 

weekly  themes,  together  with  back- 
ground material  to  assist  the  PRO, 

are  submitted  to  him,  but  he  is  un- 
der no  compulsion  to  use  this  ma- 

terial. The  themes  cover  general 
war  effort  subjects:  celebrating 

holidays,  aiding  government  cam- 
paigns (War  Savings  Stamps, 

scrap,  conservation,  etc.),  suggest- 
ing Army  subjects  which  might  be 

treated  (health,  officer  candidate 
schools,  soldiers'  mail,  family  al- 

lowances, etc.).  But  the  PRO  is 
urged  to  tell  the  story  from  his 
own  local  and  camp  point  of  view. 

The  work  of  preparing  these 
themes  and  of  reviewing  camp 
scripts  is  carried  out  under  the 
guidance  of  Major  Harold  W.  Kent, 
Director  of  the  Editorial  Section, 

by  Joseph  L.  Brechner,  chief  script 
writer  and  Stanley  Field.  When 
pro's  submit  their  scripts  to  the 
Radio  Branch  after  broadcast  for 
review  and  information  the  scripts 
are  xhecked  carefully  for  informa- 

tion which  might  be  of  national  in- 
terest and  also  for  quality  and 

Army  policy. 
Where  scripts  have  been  below 

par  in  technique,  specific  sugges- 
tions are  made  for  the  improve- 

ment of  the  broadcast  and  the  PRO 
advised  to  consult  with  the  produc- 

tion manager  of  the  local  station. 
In  every  instance  these  production 
people  have  been  more  than  willing 
to  help  the  Army  camp  improve  its 
broadcasts. 

Valuable  Aid 

There  is  no  question  that  local 
radio  broadcasters  have  made  im- 

portant contributions  to  Army  pub- 
lic relations.  Much  of  the  energy, 

time  and  money  the  individual 
broadcasters  have  spent  voluntar- 

ily to  present  local  camps  shows 
unfortunately  will  remain  unher- 

alded and  unknoviTi,  but  from  re- 
ports of  pro's  in  the  field,  the  con- 

stantly improving  quality  of  their 
broadcasts  and  the  increasing  num- 

ber of  broadcasts  on  the  air  each 
week,  every  local  broadcaster  and 
Army  Public  Relations  Officer  in 
the  field  can  take  pride  in  their 
collective  contributions  in  using 
radio  intelligently  to  help  the  war 
effort. 

Salvage  Campaign 

SALVAGE  DRIVE  of  the  Ameri- 
can Industries  Salvage  Committee 

was  promoted  last  week  through 
Funny  Money  Man,  syndicated 
programs  produced  hy  Allen  A. 
Funt,  New  York  production  firm. 
Programs  aired  in  21  key  cities 
purchased  small  pieces  of  scrap 
material  throughout  the  week,  and 
46  stations  carrying  the  series 
made  a  special  single  purchase  of 
a  large  piece  of  scrap  such  as  an 
old  boiler  or  fire-escape  on  one  day 
at  the  end  of  the  week.  $5,000  was 
appropriated  to  the  stations  for  the 
project,  with  the  amount  appor- tioned to  each  station  according  to 
the  size  of  the  market. 
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They  work  together  better. . . 

because  they  can  talk  together 

The  blimp 

From  the  advantage  of  height 

Spots  the  shark-like  shadow 
Slinking  below  the  surface  .  .  . 

And  passes  the  word 
To  the  Subchaser 
Which  wheels  with  roaring  motors 
To  lay  the  deadly  pattern 
Of  thunderous  depth-bombs . . , 

An  underwater  barrage 
That  crushes  the  lurking  sub 
As  a  well-aimed  rock 
Will  finish  a  snake. 

That's  teamwork 
Teamwork  made  possible 
By  the  radiotelephone. 

Modern  communication  equipment 
Designed  and  manufactured 
By  I.  T.  &  T.  associate  companies 
Is  helping  Uncle  Sam 
Coordinate  his  forces 
On  land,  sea  and  in  the  air. 

The  broad,  peacetime  experience 
Of  I.T.&T. 
In  the  field  of  communications 

Is  proving  its  value In  time  of  war. 

International  Telephone  and  Telegraph  Corporation  67  Broad  St.,  New  York,  n.  y. 

'dissociate  Manufacturing  Companies  in  the  United  States 
International  Telephone  &  Radio  Manufacturing  Corporation 
Federal  Telegraph  Company 



hm. 

560  KC 
5000  WATTS 

-Portland,  Maine — 
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5,000 

On  580  CBI 

THE  MOST  INTIMATE 

AND  EFFECTIVE  SALES 

APPROACH  TO  AMERI- 

CA'S LARGEST  MARKET. 

FOR  OFFENSE  •  FOR  DEFENSE 
BUY  U.  S.  BONDS  TODAY 

"Spending  Spof* 

COVERAGE 

of  one  of  Georgia's 
Richest  Markets 

The  Pioneer  Station  of  Southwest  Georgia 

Fact  Folios — Hobbies  of  Women — Last  Receiver — 

Zenith's  Contact — Sign  That  Moves 

RADIO  EDITORS  las
t  week received  the  first  two  in  a 

series  of  Fact  Folios,  issued 
by  the  CBS  publicity  depart- 
ment as  permanent  files  on  new 

CBS  programs  or  shows  returning 
to  the  air  this  fall  after  a  summer 
hiatus  period.  Bound  in  grey  fold- 

ers, the  two  folios  on  the  Lux 
Radio  Theatre  and  the  Kate  Smith 
Hour  both  of  which  return  to  CBS 
this  week,  give  reference  material 
on  the  shows  as  well  as  news  stor- 

ies, features,  photos  and  brief  bits 
about  the  productions. 

Woman  Hobbyist 

PIC  magazine  is  cooperating  with 
Dave  Elman,  m.c.  of  Hobby  Lobby, 
CBS  program,  in  a  nationwide 
search  for  the  most  outstanding 
woman  hobbyist.  Winner  will  re- 

ceive a  trip  to  New  York,  a  chance 
to  appear  on  Hobby  Lobby  and  a 
prize  of  $150,  including  a  $50  War 
Bond.  Entry  blanks  will  be  carried 
in  several  issues  of  PIC.  Contest 
closes  Nov.  10. 
Hobby  Lobby  is  sponsored  on 

CBS  by  Colgate-Palmolive-Peet 
Co.,  Jersey  City,  for  Palmolive 
Shave  Cream.  Ted  Bates  handles 
the  account. 

Crosley  'Last' LAST  Crosley  radio  and  refrigera- 
tor to  come  off  the  firm's  produc- tion line  before  total  conversion  to 

warywork  are  featured  in  an  itine- 
rant window  display  the  firm  has 

prepared  to  keep  dealers  and  cus- 
tomers mindful  that  while  Crosley 

is  now  engaged  100%  in  war  work, 
it  is  fundamentally  a  manufacturer 
of  household  appliances.  Panel  iden- 

tifying the  refrigerator  and  radio 
as  "last"  calls  attention  to  the  fact 
that  Crosley  authorized  service  con- 

tinues to  be  offered  by  leading  deal- ers. 

Paintings  for  Prizes 
TWO  ORIGINAL  oil  paintings  by 
Petty  and  Varga,,  Esquire  Maga- 

zine artists,  will  be  awarded  by 
WMCA,  New  York,  to  the  family 
buying  the  most  War  Bonds  during 
the  month  of  September.  The  pic- 

tures were  made  for  Twentieth 
Century  Fox  Film  and  depict  scenes 
from  a  forthcoming  picture  star- 

ring Betty  Grable  in  "Footlight 
Serenade".  Fox  Film  made  the  oils 
available  to  the  station  for  its  War 
Bond  sales  drive. 

Keeping  in  Touch 
TO  MAINTAIN  closer  contact  with 
Zenith  dealers  during  the  wartime 
period  Zenith  Radio  Corp.,  Chi- 

cago, has  started  publishing 
Zenith  Radiogram,  eight-page  il- 

lustrated tabloid  size  paper. 
*      *  * 

Goodwill  Gesture 

A  NOVEL  magnifying  glass  paper- 
weight with  personal  name  stamped 

on  it  in  gold  was  presented  execu- 
tives of  leading  local  accounts  by 

KLZ,  Denver. 

News  at  Theatre 

KSAN,  San  Francisco,  has  effected 
a  reciprocal  promotion  deal  with 
the  Telenews  Theater,  newsreel 
house,  whereby  it  is  presenting 
eight  newscasts  daily,  every  hour 
on  the  hour,  direct  from  the  special 
radio  studios  in  the  theatre.  Thea- 

ter patrons  are  informed  of  the 
broadcasts  by  screen  announce- 

ments. Deal  was  consummated  by 
Program  Director  George  Taylor 
Jr.  and  Ellis  Levy,  manager  of 
Telenews. 

Along  the  Coast 
COVERAGE  levels  of  Atlantic 
Coast  Network  stations  are  shown 
by  the  network  in  accordance  with 
standards  of  the  timebuyers  com- 

mittee of  the  American  Assn.  of 
Advertising  Agencies  and  the 
Sales  Managers  Committee  of  the 
NAB.  Complete  market  data  are 
shown  in  the  volume,  which  is 
thumb-indexed  and  plastic-bound. 

News  Sign 

ELECTRIC  moving  news  sign, 
similar  to  the  one  operated  by 
the  New  York  Times  until  recently 
extinguished  by  dimout  regula- 

tions, has  been  installed  by  KVOO, 
on  the  First  National  Bank  Bldg., 
Tulsa.  Part  of  the  station's  news 
and  promotion  service,  the  sign  is 
at  the  town's  main  intersection. 

BROCHURES 

KTSM,  El  Paso, — 4-page  heavy  stock 
folder  "The  Winner",  observing  13 
years  of  KTSM  history. 
WHN,  New  York — Broadside  teUing 
story  of  the  station's  first  bond  sale which  netted  over  $100,000  on  the 
first  broadcast.  Reproduced  on  the 
cover  is  a  telegram  of  congratulations 
from  Henry  Morgenthau  Jr.,  Secretary 
of  the  Treasury. 

BLUE— Folder,  titled  "Zero  Is  Hot." telling  advertisers  that  Zero  Mostel. 
described  as  the  "greatest  comedy  find 
in  years,"  is  available  for  sponsorship, 
either  alone  or  as  a  part  of  Chamber 
Music  Society  of  Lower  Basin  Street. 
PRESS  ASSN.— Display  folder,  de- scribing football  services  available  to 
PA  radio  news  subscribers. 

BLTJE^Folder  "They  Pledged  Amer- 
ica—$10,303,369,"  telling  the  story 

of  "Bond  Night  on  the  BLUE"  and what  it  produced  in  bond  sales  on  the 
seven-hour  broadcast  Aug.  29. 

Nazi  Tales  Exposed 

THE  German  Hour  on  WTEL,  Phil- 
adelphia, which  once  featured  the  con- victed Rev.  Kurt  E.  B.  Molzahn,  is 

now  campaigning  against  Hitler  in  his 
own  language.  Volunteers  of  German 
descent  have  taken  over  the  WTEL 
broadcast  to  bring  to  German-Ameri- 

cans the  real  story  of  the  Nazi  "para- 
dise". The  group,  comprising  former German  officials,  educators  and  editors, 

was  organized  in  Philadelphia  follow- 
ing protests  that  martial  tunes  of  the 

old  German  imperial  army  and  the 
Nazi  party  were  played  on  WTEL's Oerman  Hour.  The  anti-Nazi  broad- 

casts, it  was  said,  may  be  recorded 
by  the  radio  division  of  the  Office  of 
War  Information  for  use  on  German 
language  programs  over  other  stations. 

Lever  Bros.  Story 

Promoted  by  CBS 
Oversize  Brochure  Reviews 

Seven  Programs  on  Network 

IN  AN  OVERSIZE  brochure— 20 
pages  measuring  14x17  inches — 
CBS  last  week  presented  to  its  af- 

filiated stations  the  story  of  the 
seven  program  series  which  Lever 
Bros.  Co.  is  to  sponsor  on  CBS  this 
fall :  four  evening  shows  on  the  full 
114-station  CBS  network  and  three 
daytime  serials  using  77  stations 
in  all. 

"With  this  business,"  says  CBS, 
"they  present  a  friendly  triple 
challenge  to  all  of  us:  that  radio 
brings  more  results  than  any  me- 

dium; that  CBS  produces  more  re- 
sults than  any  network;  and  that 

each  CBS  station  deliver  more  audi- 
ence than  any  station  in  its  terri- 

tory." Adding  that  the  brochure  is 
CBS's  first  step  in  meeting  this 
challenge,  CBS  says  that  the  ma- 

terial therein  "will  help  each  sta- 
tion to  meet  the  challenge  in  its 

own  way  .  .  .  the  best  way." Stars  and  Plugs 

A  double-spread  is  devoted  to 
each  program,  one  page  filled  with 
a  picture  of  the  stars,  the  other 
containing  an  envelope  with  pro- 

motion material  and  pictures.  The 
promotion  material  includes  copy 
for  pre-program  announcements  on 
the  air,  for  newspaper  ads  and 
publicity,  for  display  cards  and 
posters,  and  for  letters  to  Lever 
Bros,  dealers  in  the  station's  cov- 

erage area. 
Programs  covered  are :  Lux  Ra- dio Theatre  on  Monday  evenings; 

Burns  and  Allen,  for  Swan,  on 

Tuesday  eveji^gs;  Bob  Burns,  for 
Lifebuoy,  Wj^feesday  evenings; 
What  Great.  Program?  (Complete 
details  to,, conie),  for  Rinso,  also 
Wednesday, evenings;  and  the  day- 

time serials,  Big  Sister,  for  Rinso; 
Aunt  Jenny,  for  Spry;  Bright  Ho- 
7-izon,  for  Silver  Dust. 

Brochure,  produced  under  the  di- rection of  Thomas  D.  Connolly, 
CBS  program  promotion  director, 
winds  up  with  the  plea  for  whole- 

hearted cooperation  for  every  sta- 
tion and  the  promise  that  if  addi- 

tional material  is  wanted,  "we  will 
pitch  you  whatever  you  want  to 

catch." 

NBC's  Honor  Roll 
NBC  now  has  853  employes  in  the 
armed  forces  as  of  Sept.  1,  an  in- 

crease of  21  over  the  Aug.  1  fig- 
ure. Seventeen  of  the  21  were 

from  NBC's  New  York  studios. 
Page  staff  personnel  has  been  the 
hardest  hit  by  enlistments  and  in- ductions. 

THREE  weddings  are  slated  at  KTW, 
Philadelphia,  for  September.  Claire 
Kelly,  of  the  mailroom  staff,  and  Clar- ence Smith,  of  the  Westinghouse  plant 
at  Lester,  Pa.,  were  married  Sept.  5. 
Eleanor  Lysle,  of  the  program  depart- 

ment, and  George  Metz,  are  to  wed  the 
19th ;  Ruth  Schoening,  secretary  to 
James  A.  Aull,  director  of  publicity, 
and  Richard  W.  Martin,  are  to  be 
married  Sept.  21. 

U    ALBANY  GEORGIA 
CBS    250W  1450KC 

{Represented  by  SPOT  SALES  Inc. 
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Top  Radio  Performers  lo  Form 

^Committee  of  25'  to  Aid  War 

Kay  Kyser  Heads  OWI  Effort  to  Maintain  Morale 

By  Working  Through  Local  Committees 

tatives  of  stations  working  through 
industry  trade  groups. 

The  committee  also  will  contact 
other  radio  talent  in  furthering  the 
war  effort.  The  committee,  it  is  pre- 

sumed, will  function  directly  under 
W.  B.  Lewis,  chief  of  the  Radio 
Bureau  of  OWI,  and  Douglas  Mes- 
ervey,  assistant  chief. 

The  only  top  name  absent  from 
the  committee  listing  was  that  of 
Rudy  Vallee,  who  several  months 
ago  enlisted  in  the  Coast  Guard  and 
became  a  Chief  Petty  Officer.  He 
is  continuing  his  NBC  program  for 
Sealtest,  10  p.m.  Thursdays,  how- ever. 

Following  is  Mr.  Kyser's  Sept. 
7  telegram  to  the  committee  mem- 
bers: 

"Elmer  Davis,  director  of  the  Of- 
fice of  War  Information,  has  asked 

me  to  form  a  "Committee  of  25" 
top  radio  performers  anxious  to 
serve  their  country  in  even  more 
valuable  capacities  than  at  pres- 

ent. As  the  war  reaches  deeper  in- 
to American  lives,  there  is  an  in- 

creasing need  for  the  Government 
to  reach  its  armed  forces,  its  labor 
forces,  and  its  home  front  forces 
with  information  and  inspiration. 

"The  Office  of  War  Information 
is  aware  and  deeply  appreciative 
of  the  individual  contributions  al- 

FORMATION  of  a  "Committee  of 
25"  made  up  of  top-ranking  radio 
performers,  to  act  as  consultants  to 
the  Office  of  War  Information  in 
furthering  the  war  effort  on  all 
fronts,  was  announced  last  week 
by  OWI,  with  Kay  Kyser  as  chair- 
man. 

Organized  after  consultation 
with  various  Washington  war  agen- 

cies vitally  interested  in  maintain- 
ing public  morale,  the  committee 

members  become  in  effect  staff 
members  of  OWI.  Their  functions 
will  be  to  pledge  more  effective  use 
of  war  messages  on  their  programs 
under  OWI  Network  Allocation 
Plan  and  to  work  through  the  same 
1,300  labor-management  committees 
set  up  by  the  war  production  drive 
throughout  the  country. 

The  talent  will  be  used  on  a 
planned  schedule  of  production  in- 

centive rallies,  similar  to  the  Bond 
Wagon  rallies  conducted  by  Kyser 
in  Atlanta,  Cincinnati  and  Detroit. 

Telegrams  were  sent  by  Chair- 
man Kyser  to  the  radio  headliners 

Sept.  7,  inviting  them  to  serve  on 
the  committee.  In  the  group  are 
Abbott  &  Costello,  Goodman  Ace, 
Fred  Allen,  Amos  'n'  Andy,  Jack 
Benny,  Edgar  Bergen,  Maj.  Bowes, 
Bob  Burns,  Burns  &  Allen,  Eddie 
Cantor,  Bing  Crosby,  Nelson  Eddy, 
Clifton  Fadiman,  Jean  Hersholt, 
Bob  Hope,  Andre  Kostelanetz,  Fib- 

ber McGee  &  Molly,  Frank  Morgan, 
Harold  Joseph  Peary,  Edward  G. 
Robinson,  Lanny  Ross,  Kate  Smith, 
Red  Skelton,  Fred  Waring.  Practi- 

cally 100%  acceptance  was  report- 
ed. 

Three  Meetings 

OWI  announced  that  the  three- 
way  plan  was  proposed  by  Mr. 
Kyser.  The  committee  will  meet  for 
the  first  time  at  a  series  of  confer- 

ences called  by  OWI  with  networks 
and  advertising  agencies  in  New 
York  on  Sept.  18,  in  Chicago  on 
Sept.  21  and  Hollywood  on  Sept. 
24-25. 

Some  members  of  the  group  al- 
ready are  touring  Army  and  Navy 

camps  here  and  abroad  and  are 
performing  valuable  service 
through  their  programs  by  speak- 

ing to  the  country  on  such  im- 
portant war  topics  as  salvage, 

bonds,  recruiting,  and  other  activ- 
ities, it  was  stated.  The  group  is 

expected  to  donate  considerable 
time  and  effort  in  personal  appear- 

ances before  war  plan  workers, 
carrying  to  them  not  only  enter- 

tainment but  information  on  the 
progress  of  the  war. 

The  Committee  of  25  will  work  in 
close  cooperation  vdth  four  other 
committees  which  have  aided  OWI 
in  effective  use  of  wartime  informa- 

tion, OWI  said.  These  include  a 
network  committee,  a  committee 
of  Government  radio  chiefs,  the 
Advertising  Council,  and  represen- 

OWI  TO  USE  SPOTS  ON 

FARM-HOME  HOUR 

SPECIAL  three-minute  spot  an- 
nouncements prepared  by  the  Of- 

fice of  War  Information  and  ex- 

plaining the  farmer's  relation  to the  war  effort  will  be  broadcast 

three  times  weekly  on  BLUE's daily  National  Farm  and  Home Hour: 
Announcements  will  give  factual 

information  about  the  basic  issues 
of  the  war,  and  will  supplement 
material  already  being  presented 
on  the  program.  Though  of  special 
interest  to  farmers,  the  messages 
will  be  of  general  nature. 

One  war  message  each  week  will 
deal  with  problems  of  the  home 
front:  rationing,  control  of  the 
price  of  living,  labor  and  other  sub- 

jects. A  second  deals  with  the 
United  Nations,  telling  the  story 
of  America's  relations  with  her 
allies,  and  counteracting  enemy 
propaganda.  The  third  is  devoted 
to  special  events. 

William  B.  Lewis,  chief  of  the 
radio  division  of  the  OWI  will  in- 

troduce the  series  with  a  brief  talk 
on  the  first  broadcast.  Spots  are 
scheduled  for  Mondays,  Wednes- 

days and  Thursdays. 

ready  made,  but  Mr.  Davis  sin- 
cerely feels  that  a  united  group 

of  radio  performers  can  effectively 
advise  and  aid  the  OWI  in  the 
greater  job  ahead. 

"After  recent  meetings  in  Wash- 
ington, I  am  sure  that  all  of  us 

have  an  even  greater  role  than  we 
realize — and  for  the  Office  of  War 
Information  I  earnestly  ask  that 
you  become  a  member  of  this  group 

to  serve  our  Government." 

ALL  EYES  were  on  the  football  during  a  recent  pre-broadcast  huddle 
over  program  details  for  the  thrice  weekly  sports  program  featuring 
Lynn  Waldorf  (holding  ball),  coach  of  Northwestern  U,  and  Francis 
J.  Powers  (left  foreground),  sports  columnist  of  the  Chicago  Daily 
News,  sponsored  by  Emmco  Insurance  Cos.,  South  Bend  Ind.,  on  WMAQ, 
Chicago.  The  interested  bystanders  are  'I'om  Shortall,  sales  manager 
of  Emmco  Insurance  Cos.;  K.  L.  Snedecor,  vice-president  of  MacDonald- 
Cook  Co.,  South  Bend,  the  agency;  J.  McEdwards,  salesman  of  NBC- 
Chicago;  Elmer  Layden,  high  commissioner  of  the  National  Professional 
Football  League  and  guest  commentator  on  the  broadcast;  C.  A.  Mac- 
Donald,  agency  president;  H.  C.  Williams,  vice-president  of  Emmco. 

Army  Not  to  Halt 
Air  Control  Units 

Public  Relations  Personnel 
To  Be  Provided  Centers 

BROADCASTERS  who  have  col- 
laborated with  Fighter  Commands 

in  setting  up  cooperative  radio  con- 
trol units  in  vital  defense  areas 

need  not  have  qualms  about  reduc- 
tion of  Army  public  relations  per- 

sonnel to  a  degree  that  would  im- 
pede protective  operations.  This 

was  learned  on  good  authority  at 
the  War  Dept.  last  week,  where  the 
whole  matter  of  reorganization  of 
the  public  relations  branch  is  under 
advisement. 

Following  isuance  of  the  order 
by  Secretary  of  War  Stimson  Aug. 
13,  reorganizing  the  entire  public 
relations  organization  and  reducing 
personnel  in  the  field,  a  number 
of  the  Defense  Commands  and  Ser- 

vice Commands  contacted  the  Bu- 
reau specifying  minimum  require- 

ments, including  collaboration  with 
radio  groups  maintaining  alert  or- 
ganizations. 

Exceptions  Expected 
This  order,  it  was  pointed  out, 

stated  that  public  relations  staffs 
at  the  various  commands  and  bases 
would  be  restricted  to  the  numbers 
specified,  with  the  proviso  that 
exceptions  would  be  made  when 
certified  by  the  chief  of  the  Bureau 
of  Public  Relations,  Maj.  Gen.  A. 
D.  Surles  and  approved  by  the  Sec- 

retary of  War.  All  of  these  appli- 
cations are  under  advisement  with 

action  to  be  taken  prior  to  Oct.  1, 
when  the  field  reorganization  be- 

comes effective. 
In  the  New  York  area,  where  an 

elaborate  alert  system  had  been 

created  by  the  Radio  Central  Com- 
mittee, it  was  held  that  reduction 

of  the  public  relations  staff  to  two 
officers  and  four  men  would  make 

it  impossible  for  the  Army  to  fur- 
nish adequate  information  to  the 

radio  group  and  render  the  coop- 
erative plan  "completely  useless." This  was  brought  to  the  attention 

of  the  Army  and  other  Washington 
officials  by  Herbert  L.  Pettey,  di- 

rector of  WHN,  New  York,  and 
chairman  of  the  New  York  com- 

mittee [Broadcasting,  Aug.  31]. 
Pursuant  to  the  proviso  in  the 

Aug.  14  order,  such  groups  as  the 
Western  Defense  Command,  as 
well  as  the  Eastern  Defense  Com- 

mand and  a  number  of  Service 
Commands  in  vital  areas,  peti- 

tioned Gen.  Surles  for  exceptions 
from  the  minimum  personnel  clas- 

sification in  their  public  relations 
to  make  available  adequate  per- 

sonnel. All  these  applications,  it 
was  said,  are  under  advisement 
with  action  to  be  taken  soon.  All 
vital  areas  will  have  adequate  per- 

sonnel for  their  protection,  it  was 
stated  authoritatively. 

MABY  LOU  CARPENTER,  daugh- 
ter of  H.  K.  Carpenter,  member  of 

the  MBS  board  of  directors,  and 
vice-president  of  WHK,  Cleveland, 
designed  the  new  reception  rooms, 
now  nearing  completion  in  Mutual's New  York  office. 
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WE  PLACE  THIS  READY  MADE  AUDIENCE  RIGHT  IN  THE  PALM  OF  YOUR 

HAND  ...  A  PARTICIPATION  IN  A  SPECIFIC  15  MINUTE  PERIOD  (ACROSS  THE 

BOARD)  WHICH  ACCORDING  TO  THE  HOOPER  "CONTINUING  MEASUREMENT 

OF  RADIO  LISTENING  REPORT,"  (DECEMBER  THROUGH  APRIL)  OF  8  BOSTON 

STATIONS,  COMMANDS  22%  OF  THE  ENTIRE  LISTENING  AUDIENCE.  WE  BELIEVE 

IT  TO  BE  THE  BEST  BUY  IN  THE  COUNTRY'S  FOURTH   LARGEST  MARKET. 

•  This  time  is  subject  to 

prior  sale,  of  course. 
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FOR  ̂^^p(/m^ 
Mr.  Amplistat's  Girls ■  By  MAURICE  CONDON- 

»i  KANSAS  CITY 

Basic  Blue  Network 

/  MORE  PULL 

i  MORE  COVERAGE 

L    FOR  YOUR  MON 

National  Representative 
JOSEPH  HERSHEY  McGILLVRA 

WHKY 

HICKORY 
NORTH  CAROLINA 

5,000 WATT$  PAY 

1,000 WATT*  NICHT 

WHKY  offers  complete  cover- 
age of  the  Rich  Western  North 

Carolina  Market  at  one  LOW 
COST. 

1290  KC  BLUE  NETWORK 

Another  of  the  current  series  wherein  that  modern  Don  Quixote, 
Mr.  K.  W.  Amplistat  tilts  against  the  windmills  of  trite  ex- 

pression common  to  some  hrayich  of  broadcasting.  The  cliches 
he  now  good-naturedly  searches  out  are  part  of  the  vocabula7'y  of 
the  women's  directors  of  the  broadcasting  stations. 

Q.  You  are  in  charge  of  the  pro- 
grams relating  to  women's  activi- 

ties ? 
A.  I  am  the  women's  director. 
Q.  That  is  your  title? 
A.  When  it  has  to  do  with  food 

or  things  like  that,  I'm  home  eco- nomics director. 
Q.  How  do  you  address  your  lis- 

teners? 

A.  "The  girls." 
Q.  You  meayi  your  audience  is 

entirely  female? 
A.  Oh,  there  are  some  men  listen, 

I  guess. 
Q.  Do  you  ever  make  reference 

to  the  men  in  your  broadcasts? 
A.  When  I'm  talking  to  the  girls, 

I  refer  to  them  vei-y  lightly. 

Q.  As? 
A.  "The  men,  poor  darlings." 
Q.  Indeed. 
A.  "You  can't  live  with  them,  you 

can't  live  without  them,"  I  tell  the 
girls,  and  I  laugh. 

Q.  What  kind  of  laugh  do  you 
utilize? 

A.  A  tinkling  laugh.  It  goes  well 
with  my  manner. 

Q.  Which  is? 
A.   Girlish,   confiding,  over-the- 

backfenceish. 
Q.  Good  God! 
A.  What  is  that,  Mr.  Amplistat? 
Q.  I  beg  your  pardon — /  cleared 

my  throat. 
A.  Oh,  you  men! 
Q.  Precisely.  What  is  the  nature 

of  your  home  economics  program? 
A.  Recipes,  hints  on  home  mak- 

ing, little  suggestions  on  how  to 
make  home  more  liveable.  "Bright- 

en each  corner,"  I  tell  the  girls. 
Q.  Commendable  advice. 
A.  "Remember,  girls,"  I  say,  "be 

it  ever  so  humble  and  all  that  sort 

of  thing  ..." Q.  Not  precisely  the  quotation 
but  I'm  sure  the  .  .  .  er  .  .  .  girls 
imderstand. 

A.  They  know  my  little  ways  by 
now,  I  guess. 

Q.  I'm  sure  they  do. 
A.  I  enjoy  reading  recipes  to  the 

girls. Q.  You  feel  it  extends  their  culi- 
nary experience? 

A.  Yes.  Fills  in  time  when  I  run 
short,  too. 

Q.  How  do  you  go  about  your 
recipe  readings? 

A.  "Get  out  your  pencils  and 
paper,  girls,"  I  call.  "Recipe  morn- 

ing, you  know." Q.  And  you  give  them  a  suitable 
amount  of  time  to  procure  these 
necessary  objects? 

A.  I  hum  in  a  neighborly  way. 
Q.  You  hum. 
A.  Then  I  read  the  ingredients,  a 

pinch  of  this,  a  dash  of  that,  a 
smidgin  of  the  other. 

Q.  A  smidgin? 
A.  You  men,  poor  darlings,  how 

could  you  know  about  that. 

Q.  Of  course. A.  "I  baked  this  myself  in  my 

own  little  kitchen,  girls," — that's how  I  encourage  them. 
Q.  Do  you  promise  satisfactory 

results? 

A.  "Follow  my  directions  and 
you'll  have  divine  results,"  I  as- 

sure them.  "The  whole  family  will 

love  it." 
Q.  But  you  warn  them  of  the  pos- 

sibilities of  failure? 
A.  "Don't  be  discouraged  if  it 

doesn't  turn  out  just  right,"  I  tell 
them.  "If  at  first  you  don't  suc- 

ceed, try,  try  again." Q.  Heartening. 
A.  "But  listen  carefully  to  my 

directions,"  I  warn.  "A  stitch  in 
time  saves  nine,  you  know." 

Q.  Nine? A.  It's  an  expression  I  use  often. 
Q.  Oh.  Do  you  point  out  the  de- 

sirability of  pleasing  the  husband 
tvith  these  delicacies? 

A.  Pleasing  hubbies,  you  mean. 
Q.  I  am  corrected. 
A.  Oh  yes,  I  always  bring  in  the 

hubbies.  "A  well  fed  hubby  is  a 

happy  hubby,"  I  remind  the  girls. 
"The  way  to  a  man's  heart  is 

through — " 
Q.  The  stomach? 
A.  The  tummy,  Mr.  Amplistat. 

We  girls  don't  like  to  come  right 
out  with  such  words. 

Q.  I  understand  and  commend 
your  discretion.  Do  you  advertise 
products  on  your  program? 

A.  Oh,  certainly.  Dresses  and 
things. 

Q.  How  do  you  describe  the 
dresses? 

A.  They  are  always  "darling  and 
chic".  "The  girls  will  adore  this 
creation  on  you,"  I  say.  "I  just 
know  you  will  wear  this  beauti- 

fully." 

Q.  What  are  the  lines  of  the 
creation? 
A.  Slimming  and  sparklingly 

new.  Something  really  different. 
Very,  very  smart. 

Q.  If  it's  a  coat  you  are  adver- tising ? 

A.  A  flattering  silhouette  is 
yours,  girls. 

Q.  Is  the  coat  trimmed  with  fur? 
A.  Lavishly  trimmed  with  darl- 

ing furs. 
Q.  Undoubtedly  you  advertise 

beauty  aids. 

A.  "Girls,"  I  say,  "loveliness  is 
every  woman's  birthright." Q.  I  am  sure  you  are  right. 

A.  "Awaken  your  sleeping  beauty 
with  Lilli's  Lipstick — blends  with 

your  lovely  complexion." Q.  How  does  it  spread  on? A.  Evenly. 

Q.  Its  colors  are — A.  Exciting.  Vivid. 

iQ.  Into  what  does  it  transform 
the  housewife? 
A.  A  new  woman,  thrillingly 

beautiful,  hauntingly  lovely,  utter- 

ly feminine. Q.  Have  you  tried  it  yourself? 
A.  I  wear  it  all  the  time.  As  I 

tell  the  girls,  I  personally  vouch  for 
each  and  every  product  I  advertise. 
It  must  have  my  personal  endorse- ment. 

Q.  Comforting  assurance.  What 
is  your  mail  reaction? 

A.  The  girls  write  me  all  the 
time — ^and  I  never  get  tired  of  hear- 

ing from  them. 
Q.  Do  you  solicit  mail? 
A.  Not  actually.  Sometimes  I 

mention,  "I'm  always  happy  to 
hear  from  you  girls  out  there.  Sit 
down  and  drop  me  a  line.  A  penny 

postcard  will  do." Q.  A  thrifty  admonition.  Are 
you  always  so  happy  on  your  pro- 

g7-am? A.  Always,  Mr.  Amplistat,  I  just 
bubble  over.  Life's  too  short,  you know. 

Q.  You're  right,  madam.  Thank 
you  for  reminding  me. A.  You  men!  There  you  go! 

Q.  Precisely,  with  alacrity,  here 
I  go. 

Exhibit  by  Government 

Shows  Ad  Achievements 
GOVERNMENT  recognition  of 
the  part  advertisers  are  playing 
in  promoting  the  war  effort  is  evi- 

denced by  an  exhibition  of  display 
advertising  recently  opened  in  the 
main  lobby  of  the  Dept.  of  Com- 

merce building  in  Washington. 
Arranged  by  Florence  M.  Dart, 
advertising  specialist  of  the  Bu- 

reau of  Foreign  and  Domestic 
Commerce,  cooperating  with  389 
advei'tising  agencies,  the  display 
is  designed  to  show  how  "business 
keeps  the  nation  informed  on  ways 

to  help  win  the  war." Advertising  samples  illustrate 
how  industry  is  contributing  to- 

ward the  sale  of  War  Bonds  and 
Stamps,  promoting  salvage  drives, 
and  urging  efficient  production  and 
conservation  of  health  and  ma- terials. 
Commenting  on  the  exhibit, 

Wayne  C.  Taylor,  Under  Secre- 
tary of  Commerce  said,  "The  ex- hibit is  tangible  affirmation  of  the 

Department's  staunch  belief  in  a 
strong,  vigorous,  and  informative 
industry  advertising  program.  As 

you  have  read,"  he  said,  "the Treasury  Department  estimates  it 
has  received  free  publicity  on  War 
Stamp  and  Bond  promotion  which 
would  have  cost  $65,000,000  if 
purchased.  It  is  safe  to  say  the 
sum  total  of  such  donations  in  all 
advertising  media  has  already 
reached  many  more  millions  of 
dollars.  The  good  effect  of  such 

advertising  is  incalcuable." 
War  Worker  Talent 

TALENT  among  war  workers  in 
the  Chicago  area  provide  the  per- sonnel of  The  Will  to  Win,  weekly 
half -hour  heard  over  WIND,  Gary. 
Male  chorus  from  the  Carnegie 
Illinois  Steel  Corp.  appeared  on  the 
first  program  and  Standard  Oil 
workers  are  scheduled  to  appear  on 
the  second  program.  Along  with 
the  war  workers  representing  a 
different  war  plant  each  week 
guest  speakers  are  presented. 
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What  are  these 

Y 
Xou  get  some  screwy  tilings  in  this  business,  like 

the  other  day  a  guy  comes  in,  says  his  radio  set  hisses 

at  him.  This  he  don't  like  on  account  of  he  used  to  be 
in  vaudeville.  The  middle  button  on  his  set  works  fine, 

in  comes  Don  Lee  clear  and  loud.  But  when  he  presses 

the  other  buttons  he  gets  only  hisses — he  is  sure  mad. 
I  tell  him  that  the  other  buttons  are  set  for  other  net- 

work stations  but  he  can't  hear  them  on  account  of 

they  are  so  far  away  and  the  Pacific  Coast  is  a  big 

place  (325,000  square  miles,  as  a  matter  of  fact) . 

He  gets  Don  Lee  because  they  have  a  station  within 

*You  could  make  a  fortune,  brother,  because  there  is 
a  market  of  a  million  radio  homes  (in  addition  to 

the  Los  Angeles,  San  Francisco,  Portland  and  Seattle 

areas)  that  is  covered  completely  only  by  Don  Lee. 

25  miles  of  more  than  9  out  of  every  10  Pacific  Coast 

radio  homes  so  naturally  Don  Lee  comes  in  good 

everywhere. 

He  goes  away  happy  though  when  I  offer  to  connect 

his  other  buttons  with  things  like  the  electric  toaster, 

his  badminton  lights,  etc.  .  .  .  Say,  that  gives  me  an 

idea  . . .  there  must  be  plenty  of  people  on  the  Pacific 

Coast  whose  other  buttons  don't  work.  I  bet  I  could 

make  money  connecting  them  to  different  appliances 

around  the  house.* 

DON  LEE 

THOMAS  S.  LEE,  PRES.  •  LEWIS  ALLEN  WEISS,  VICE-PRES.,  GEN.  MGR.  •  5515  MELROSE  AVE.,  HOLLYWOOD,  CALIF- 
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the  trend's  the  thing 

Tomorrow  is  what  happens  when  today  becomes  yesterday —and  in  radio, 

as  in  any  progressive  business,  you  can  get  a  pretty  good  idea 

of  what  tomorrow  is  going  to  look  like  by  studying  today  and  yesterday, 

both  old  tomorrows  themselves. 

Yesterday,  NBC  was"The  Network  Most  People  Listen  to  Most"— a  fact 

demonstrated  by  the  first  all-county  survey  of  listening  habits  ever  made. 

That  was  yesterday  —  what's  happening  today? 

The  chart  at  the  left  gives  graphic  reply.  NBC  ratings  are  even  ahead  of 

last  year— indicating  greater  popularity  still. 

As  for  tomorrow— a  trend  like  NBC's  pretty  much  takes  care  of  that.  We 

invite  you  to  keep  an  eye  on  it  — and,  of  course,  NBC. 

The  National  Broadcasting  Company 

A  Radio  Corporation  of  America  Service 

Br 

THE  NETWORK  MOST  PEOPLE 
LISTEN  TO  MOST 

I 
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Let's  Get  Together 
BECAUSE  everyone  has  been  so  preoccupied 
with  the  job  of  keeping  things  perking  during 
these  trying  times,  broadcasters  have  had  little 
inclination  to  concern  themselves  w^ith  overall 
trade  affairs. 

Yet,  there  was  never  a  time  when  industry 
unity  was  so  important.  And  if  broadcasters 
would  reflect  a  bit  on  events  of  the  last  six 
months  they  would  realize  that  much  that 
could  have  been  done  has  gone  by  the  boards. 
There  have  been  delays,  procrastination  and 
inaction. 

We  have  in  mind  particularly  the  manpower 
situation  and  equipment  conservation.  Fail- 

ure to  get  relief  promptly  in  either  field  will 
result  in  critical  injury  to  an  industry  already 

adjudged  "essential"  in  the  war  effort. 
There  are  a  half-dozen  trade  groups  in  radio, 

launched  largely  because  of  dissatisfaction 
with  the  NAB.  What  motivated  formation  of 

these  groups,  what  influences  outside  the  in- 
dustry played  a  part  in  their  creation  aren't 

important  now. 

There's  a  big  job  to  be  done — and  promptly. 
The  drain  on  station  personnel  through  selec- 

tive service  has  reached  an  appalling  stage. 
The  equipment  situation  gets  more  critical 
daily.  The  industry  must  be  in  a  position  to 
walk  into  the  war  agencies  in  Washington  as  a 
phalanx  and  tackle  these  problems. 

The  NAB  board  meets  in  Chicago,  under 

present  plans,  on  Sept.  24-25.  Why  isn't  that 
the  time  to  bury  past  grievances  and  dis- 

cords? Why  shouldn't  the  industry  be  brought 
together— NAB,  BVC,  NIB,  NAT,  networks, 
clear  channels,  locals  and  regionals?  Let's  for- 

get about  domination  by  this  or  that  group  and 
pitch  into  the  only  real  job  that  confronts 
radio — that  of  helping  win  this  war. 

Personality  conflicts  should  be  brushed  aside. 
Give  the  NAB  management  a  strong  war  com- 

mittee and  added  personnel.  Unite  all  of  the 
industry  trade  functions  under  the  NAB,  and 
let  that  committee,  representative  of  all  seg- 

ments of  radio,  have  plenary  powers. 
At  this  late  date  it  seems  to  us  the  only 

way  the  job  can  be  done.  Some  six  months 
have  been  lost.  Little  if  anything  has  been 
accomplished  to  alleviate  the  personnel  and 
equipment  problems,  except  for  the  paper  work. 
We  hope  that  when  NAB  President  Neville 
Miller  convenes  the  board  later  this  month, 
such  a  plan  will  be  uppermost  in  the  mind  of 
every  board  member. 

The  Shortwave  Plan 

MUCH  TOO  LONG  delayed,  the  plan  for  an 
expanded  American  shortwave  broadcasting 
system,  approved  by  the  Government  operating 
agencies  involved,  looks  like  the  answer  not 
only  to  the  wartime  problem  of  getting  Ameri- 

ca properly  represented  on  the  international 

wavelengths  but  also  to  the  industry's  fears. 
Unless  radically  altered  by  the  military  chief- 

tains and  the  WPB,  who  must  make  the  neces- 
sary equipment  available,  it  definitely  scotches 

Government  ownership.  It  is  basically  sound — 
the  concept  of  Government-licensee  "partner- 

ship" in  shortwave  broadcasting  [Broadcast- 
ing, Aug.  24,  31] — and  it  looks  as  though  it 

will  go  through. 

It  seems  a  pity  that  so  simple  a  plan  should 
have  taken  so  long  to  evolve.  It  will  probably 
take  at  least  six  months  to  get  the  projected 
22  new  shortwave  transmitters  on  the  aii-. 
Meanwhile,  the  Axis  powers,  with  their  own 
and  their  seized  stations,  numbering  at  least 
100,  are  scattering  their  propaganda  far  and 
wide  to  the  corners  of  the  earth.  Democracies 
are  slow  in  starting  but,  once  started,  they 
can  do  the  tasks  assigned  them  with  vim  and 

vigor.  To  the  FCC's  T.  A.  M.  Craven,  the 
OWI's  Robert  Sherwood  and  the  Rockefeller 
Committee's  Don  Francisco  the  country  and 
the  broadcasting  industry  owe  a  debt  of  grati- 

tude for  working  out  a  "combat  plan"  for 
the  war  of  the  wavelengths  that  should  work 
and  that  at  the  same  time  preserves  the  in- 

tegrity of  the  American  system  of  broadcast- 
ing. 

Command  Performance 

PERHAPS  the  greatest  radio  "success  story" 
born  of  the  war  is  one  that  isn't  even  heard  in 
this  country,  and  isn't  a  commercial.  It's  the 
story  of  Command  Performance,  weekly  tran- 

scribed program  on  the  air  32  times  each  week- 
end over  the  shortwave  transmitters,  rushed  to 

Australia  by  bomber,  and  performed  over  all 

British  Broadcasting  Corp.  beams.  It's  the 
favorite  of  our  expeditionary  forces. 
Command  Performance  was  a  spontaneous 

outgrowth  of  the  war.  Wherever  our  forces 
have  gone  they  have  carried  with  them  mem- 

ories of  their  favorite  programs — as  symbols 
of  the  life  back  home,  and  as  the  promise  of 
the  life  to  which  they  would  return.  So  it 

was  only  natur'al  that  the  War  Dept.  Radio 
Branch  should  evolve  the  idea  of  carrying  to 

TO  AID  in  the  instruction  of  radio  personnel 
in  the  armed  forces  Fundamentals  of  Radio 
(Prentice-Hall — $3.50),  was  written  by  Lynne 
C.  Smeby,  former  NAB  director  of  engineer- 

ing and  now  a  civilian  consultant  of  the 
Army  Signal  Corps,  along  with  Edward  C. 
Jordan,  Paul  H.  Nelson  and  Fred  H.  Pum- 
phrey.  W.  Everitt,  professor  of  electric  en- 

gineering at  Ohio  State  U,  served  as  editor. 
Essentially  the  book  intends  to  acquaint  the 
reader  with  the  underlying  principles  of  radio 
as  simply  and  directly  as  possible.  Its  ac- 

ceptance by  many  schools  and  colleges  in  teach- 
ing radio  is  an  ample  vote  of  confidence. 

ALTHOUGH  titled  Tune  In  for  Education, 
Eleven  Years  of  Education  by  Radio,  the  ap- 
pelation  is  somewhat  of  a  misnomer  for  it  is 
simply  the  story  of  the  work  performed  in 
the  field  by  the  National  Committee  on  Educa- 

tion by  Radio,  New  York.  The  contributions 
are  valuable  but  the  book  is  not  a  complete 
chronicle  of  radio  "in  education. 

This  book  does  tell  the  early  efforts  of  the 
group  in  promoting  radio,  its  accomplishments 
and  the  future  possibilities  of  the  medium. 

BROUGHT  up  to  date.  Principles  of  Radio  by 
Keith  Henney  (John  Wiley  &  Sons —  Price: 
$3.50),  is  now  in  its  fourth  edition  designed  to 
aid  military  personnel  engaged  in  radio  ac- 

tivity and  prepare  civilians  who  will  soon  find 
themselves  in  similar  capacities  within  the 
armed  forces.  Set  forth  in  text-book  style  this 
volume  covers  the  scientific  knowledge  essen- 

tial to  an  understanding  as  well  as  the  theory 
and  mechanics  of  radio. 

A  DIALECT  text  book  for  actors  has  been  com- 
piled by  Lou  Herman,  Chicago  radio  script 

writer,  and  his  wife  Marguerite  Shalett,  radio 
actress.  More  than  31  dialects  are  included  in 
the  book  and  an  easy  phonetic  system  is  used 
to  explain  each  pronunciation.  Titled  Foreign 
Dialects  For  Radio,  Stage  and  Screen,  it  will 
be  published  by  Alliance  Book  Corp.,  New 
York,  in  October. 

the  boys  precisely  what  they  wanted.  It's  now in  its  33d  week. 
The  technique  is  simple.  A  hundred  boys 

in  Ireland  want  to  hear  Jack  Benny  and  Jascha 
Heifetz  in  a  duet,  or  the  banter  of  Bing 
Crosby  and  Bob  Hope.  They  get  it.  The 
artists  and  the  bands  and  personnel  contribute 
their  services.  A  couple  of  weeks  ago  a 
special  performance  of  Command  Performance 
was  put  on  in  Washington,  in  connection  with 
the  War  Bond  Drive.  On  hand  were  such 

figures  as  Crosby,  Cagney,  Dinah  Shore,  Con- 
nie Boswell,  Ginny  Simms,  Abbott  &  Costello, 

Dr.  Frank  Black,  Hedy  Lamarr  and  others. 
It  was  all  gratis. 

There  isn't  enough  sponsor  money  to  put  on 
a  Command  Performance  domestically.  Yet 
there  is  so  much  feeling,  sentiment  and  good- 

will in  the  program  that  it  shouldn't  be  lost 
to  130  million  listeners  at  home.  We  suggest 
that  this  Christmas  one  rousing  Command  Per- 

formance, all  done  up  in  holly  and  ribbons,  be 

given  universally.  Let's  have  it  on  all  the 
stations,  all  the  networks,  as  well  as  the  short- 
waves,  for  an  hour.  Let's  have  it  for  the 
Army,  the  Navy,  the  Marine  Corps,  and  the 
merchant  marine,  as  well  as  the  home  front. 
It's  radio  at  its  best. 
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CECIL  PARKS  UNDERWOOD 

ON'E  OF  A  GENUS  r
are 

among  radio  advertising 
men  is  Cecil  Parks  Under- 

wood, West  Coast  manager 
and  producer  of  Needham,  Louis  & 
Brorby.  As  producer  of  a  top  Ci'oss- 
ley  program  like  the  NBC  Fibber 
McGee  &  Molly  Show,  and  the 
Great  Gildersleeve,  on  that  net- 

work, he  should  be  in  a  "hot  seat". 
But  Underwood's  success  is  felt  so 
well  deserved  by  Hollywood  that 

nobody  "sharp-shoots"  at  him.  One 
of  radio's  highest  paid  executives, 
he  dials  his  own  telephone  num- 

bers and  corrects  his  own  scripts — 
really  something  in  Hollywood. 

He's  had  only  one  vacation  in  five 
years  but  never  grouches  about 
"over  work". 

Cece,  as  intimates  call  him,  is  a 
contented  fellow  doing  a  job  he 
likes — an  anachronism  in  a  town 
which  has  a  reputation  for  "poli- 

ticking", feuds  and  chronic  indi- 
gestion. Underwood  has  not  al- 

ways been  in  radio,  just  18  years. 
Born  in  Vienna,  Mo.,  Jan.  3,  1900, 
he  is  the  son  of  Charles  T.  and 
Alice  Lea  Underwood. 

Shortly  after  Cecil's  birth,  his 
father  gave  up  school  teaching  and 
moved  his  family  to  Belle,  Mo., 
establishing  a  general  store.  In 
1905  they  migrated  to  Mullan,  Ida., 
and  a  year  later  to  Spokane,  where 
Cece  received  his  education.  Grad- 

uating from  Lewis  &  Clark  High 
School  in  1917  young  Underwood 
attended  Spokane  Business  Col- 

lege. A  year  later 'he  joined  Stand- ard Oil  Co.  and  until  1923  was 
progressively  an  office  boy,  service 
station  inspector  and  sales  super- 

visor for  that  organization.  Then 
he  resigned  for  a  position  with 
Texas  Co.  at  Colfax,  Wash. 

Baseball  had  been  Underwood's 
hobby  up  to  then  and  he  was  catcher 
and  outfielder  on  the  Standard  Oil, 
Upstairs-Price  and  American  Legion 
teams.  He  also  barnstormed  with 

the  City  League  All-Stars  in  1922. 
On  moving  to  Colfax  in  1923  he 
discovered  a  new  interest — radio. 
Huddled  over  one  of  the  first  At- 
water-Kent  earphone  sets,  Cece 
kept  long  vigils,  tuning  and  twist- 

ing the  dial,  upsetting  the  house- 
hold in  general.  Learning  that 

Stewart-Warner  Co.  had  begun  to 
make  receiving  sets  and  excited 
about  the  new  industry,  he  ap- 

proached the  management  for  a 
position.  In  Sept.  1924  he  went  to 
work  as  Spokane  territory  sales- 
manager.  In  early  1925  Stewart- 
Warner  Co.  bought  a  weekly  hour 
on  KHQ,  Spokane,  and,  since  he 
was  radio  salesmanager,  the  time 
was  his  to  utilize. 

Anyone  who  could  sing,  play  the 
piano,  or  tell  jokes  was  recruited 
for  that  program.  One  night  Un- 

derwood substituted  for  the  an- 
nouncer who  read  road  reports.  The 

station  manager  complimented 
Cece  on  his  radio  voice.  He  backed 
up  his  statement  on  March  15, 
1925  by  hiring  the  young  fellow. 
Mornings,  Cece  was  a  salesman. 
From  noon  until  midnight  he  was 
an  announcer.  Doubling  as  pro- 

gram director  and  chief  announcer, 
he  continued  with  KHQ  for  four 
years.  On  May  1,  1929  Don 
E.  Oilman,  then  NBC  Western 
division  vice-president,  brought 
young  Underwood  to  San  Fran- 

cisco as  network  staff  announcer. 
Cece  became  m.c.  of  the  weekly 

NBC  Associated  Spotlight  Review 
when  Associated  Oil  Co.  took  over 
sponsorship  of  that  West  Coast 
program  in  1929.  He  announced 
and  assisted  in  production  of 
Camel  Pleasure  Hour,  sponsored 
by  R.  J.  Reynolds  Tobacco  Co.,  on 
that  network  in  1930.  He  also 
handled  the  first  network  commer- 

cial from  San  Francisco  in  April 
of  1931  with  the  start  of  the  weekly 
NBC    Del    Monte    Coffee  Time, 

Vj2A40-yveJc, 

NOTES 

WILLARD  EGOLF,  commercial  man- 
ager, and  Walt  Dennis,  sales  promo- tion manager  of  KVOO,  Tulsa,  have 

left  on  a  tour  of  midwestern  and  east- 
ern cities  for  KVOO  promotion.  Mr. 

Egolf  will  attend  the  American  Fed- 
eration of  Advertising  board  of  direc- 

tors meeting  in  New  Yoi-k.  Sept.  2.5. 
as  nevs'ly  elected  vice-president. 
ROBERT  CADE  WILSON  Jr.,  for- 

merly with  CBS,  more  recently  with 
the  sales  staff  of  The  American  Week- 
hj,  has  been  commissioned  caiitain  in 
the  Provost  Marshal  General's  Dept. of  the  Army. 

YALE  LASKER.  son  of  George  La.s- 
ker,  general  manager  of  WORL,  Bos- ton, has  joined  the  Army  Air  Forces. 
He  will  continue  studies  at  Northeast- 

ern U  until  called  for  active  duty. 
BERT  PIKE  and  Bert  Wallace  have 
joined  the  sales  staff  of  CKGB.  Tim- mins,  Ont. 

ANDY  WARLOWE,  former  newspa- 
perman of  Lindsay,  Ont.,  has  joined 

the  sales  staff  of  CHEX.  Peterboro. Ont. 

RILEY  L.  McQUAGE.  in  charge  of 
promotional  and  feature  advertising 
for  the  Jaclisonville  Journal  for  eight 
years,  has  joined  the  sales  and  pro- motion department  of  W.IHP,  the 
Journal  station.  In  25  years  as  a 
newspaper  advertising  man.  he  was 
also  advertising  manager  of  the  Coiton 
Trade  Journal,  and  feature  advertis- 

ing manager  of  the  New  Orleans 
States. 
RALPH  R.  BRUNTON.  president  of 
KQW.  San  .lose,  Cal..  has  been  ap- 

pointed to  the  advisory  committee  of 
the  San  Francisco  League  for  Serv- ice Men. 
NEAL  B.  WELCH,  veteran  South 
Bend  newspaperman,  and  former  ad- vertising executive  of  the  South  Bend 
Neics-Times,  has  been  aopointed  pro- 

motion manager  of  WSBT,  South 
Bend. 

under  sponsorship  of  California 
Packing  Corp. 
Named  production  manager  of 

NBC  Western  division  in  Oct. 
1932,  Underwood  became  assistant 
program  director  two  years  later. 
When  NBC  expanded  its  Holly- 

wood operation,  he  was  transferred 
to  that  city  in  May  1934  to  assist 
John  W.  Swallow,  Western  division 
program  manager,  and  while  there 
produced  many  of  the  big-time 
sponsored  network  programs.  In 
Aug.  1936,  Cece  was  in  New  York 
as  Ruthrauff  &  Ryan,  producer  of 
the  weekly  CBS  Ken  Murray  Show, 
sponsored  by  Lever  Bros.  Co. 
(Rinso,  Lifebuoy).  Five  months 
later  he  returned  to  Hollywood 
and  started  the  CBS  Al  Jolson 
Show  for  that  same  sponsor. 
When  Jim  and  Marian  Jordan, 

stars  of  the  weekly  NBC  Fibber 
McGee  &  Molly  Show,  sponsored  by 
S.  C.  Johnson  &  Son,  moved  from 
Chicago  to  California  in  the  spring 
of  1937,  Underwood  was  signed 
by  Needham,  Louis  &  Brorby  as 
program  producer  during  the  West 
Coast  origination.  With  return  to 
Chicago  Cece  went  along.  He  has 
since  been  a  part  of  that  "happy 

family". 
When   the   Jordans  established 

MARTIN  CODED,  publisher  of 
Broadcasting,  is  in  London,  making 
a  study  of  Anglo-American  broadcast- 

ing relations. 
CHARLES  BENZINGER.  former 
assistant  to  Ralph  Gleason.  trade 
news  editor  of  CBS,  has  been  ac- 

cepted as  a  cadet  in  the  Army  Air 
Corps,  and  has  been  assigned  to  the 
CBS  news  desk  while  he  awaits  word 
from  the  Army.  Succeeding  him  as 
Mr.  Gleason's  assistant  is  .loan  Lane, 
formerly  of  the  CBS  magazine  div- ision. 

ALLEN  SOLADA.  veteran  radio 
cimmercial  executive,  has  been  named 
commercial  manager  of  WSBA.  York. 
Pa.  In  1927.  Mr.  Solada  was  with 
WHP,  Harrisburg.  He  has  done  sales 
work  with  WIGC  New  Haven  : 
KFEL.  Denver;  WNAC.  Boston. 
DONALD  P.  CAMPBELL,  of  the 
BLUE  sales  staff,  is  the  father  of  a 
l)(>y,  his  first  child. 

DAN  DONNELLY,  formerly  commer- 
cial manager  of  KGB,  San  Diego,  and 

KDB.  Santa  Barbara,  has  joined 
KFRC.  San  Francisco,  as  an  account executive. 
PAT  WEAVER,  assistant  radio  chief. 
Office  of  the  Coordinator  of  Inter- 
American  Affairs.  New  York,  joins 
the  Navy  as  lieutenant  (j.g.)  on  Oct. 
1. 

MRS.  FLORENCE  MILLER,  new  to' radio,  has  joined  the  sales  staff  of 
WJHL.  Johnson  City,  Tenn. 

.TOAN  ADAMS,  director  of  women's programs  of  WEIM.  Fitehhurg.  Mass.. 
has  been  granted  leave  to  serve  on  the 
production  staff,  foreign  division,  of 
the  Office  of  War  Information,  New 
York  branch. 

HOWARD  RAY',  former  program  di- rector of  KPRO.  Riverside,  Cal.,  has 
been  promoted  to  assistant  manager. 
DAN  DONNELLY,  formerly  man- 

ager of  KDB.  Santa  Barbara,  f'al.. and  previous  to  that  commercial  man- 
ager of  KGB.  San  Diego.  Cal..  has 

joined  KFRC,  San  Francisco,  as  ac- count executive. 

A.  D.  WILLARD.  Jr..  general  man- 
ager of  WJSV.  Washington,  for  the 

second  year  has  been  named  chairman 
of  the  local  YMCA  membership  drive. 
Last  year  his  campaign  netted  an  all 

time  high  membership  for  the  'Y'. 

residence  in  Southern  California  in 
January  1939,  Needham,  Louis  & 
Brorby  opened  Hollywood  offices- 
Underwood  was  made  manager- 
producer  with  regular  assignment 
later  also  including  the  weekly 
NBC  Great  Gildersleeve,  sponsored 
by  Kraft  Cheese  Co.  Cece  has 
helped  formulate  and  produce  Fib- 

ber McGee  &  Molly  summer  re- 
placements which  include  Attorney- 

-at-Law  in  1938;  Alec  Templeton 
Time  in  1939;  America  Sings  with 
Meredith  Wilson's  orchestra  in 
1942;  Hap  Hazard  with  Ransom 
Sherman  in  1941;  and  the  com- 

bined Meredith  Wilson-John  Nes- 
bitt  program  of  1942. 
Away  from  radio  Underwood  is 

a  14-handicap  golfer.  He's  also  a 
badminton  enthusiast  and  reads  ad- 

venture stories  for  relaxation.  He 
enjoys  traveling  by  plane  and  has 
200,000  miles  to  his  credit.  Quick- 

witted, and  soft  spoken,  Cece  is  5 
foot,  11%  inches  tall  and  carries 
his  170  lbs.  well. 

Married  to  Harriet  Killmartin  of 
Spokane  on  June  9,  1922,  they  have 
three  children:  Doris,  a  sopho- 

more at  UCLA;  Jack  in  his  second 
year  at  Hollywood  High  School  and 
Don,  a  junior  high  school  student. 
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VAN  DES  AUTELS,  chief  announcer 
and  program  director  of  KFAC,  Los 
Angeles,  has  joined  the  Navy  as  chief 
specialist  and  is  in  training  at  San 
Diego  (Gal.)  Naval  Base.  Harry  Mit- chell has  taken  over  his  station  duties. 

BETTY  HARVEY,  of  the  talks  de- 
partment of  the  Canadian  Broadcast- 

ing Corp..  Toronto,  has  become  en- 
gaged to  Maurice  Maden,  formerly  of 

the  CBC  office  staff  and  now  with  the 
Royal  Canadian  Army  Service  Corps. 

TOM  BAKER,  program  department  of 
the  Canadian  ISroadcasting  Corp.,  To- 

ronto, recently  became  the  father  of  a 
daughter,  Catherine. 
JAMES  KINLOCK,  in  charge  of  Eng- 

lish news  at  the  Canadian  Broadcast- 
ing Corp.  news  room,  Montreal,  has 

been  transferred  to  the  CBC  Central 
news  room  at  Toronto. 

BILL  KALVIANO  and  Eddie  Fitz- 
gerald are  new  announcers  at  WMUR, 

Manchester,  N.  H. 

EDWIN  G.  O'CONNOR,  formerlv  of WJNO,  W.  Palm  Beach.  WPRO, 
Providence,  R.  I.,  and  WDRC,  Hart- 

ford, is  now  iirst  class  seaman  in  the 
Coast  Guard.  Bob  Avery,  formerlv  of 
WTHT,  Hartford,  has  joined  WDRC 
staff. 
ERAL  YOUNKER.  former  program 
director  of  KPAC,  Port  Arthur,  Tex., 
is  now  night  program  director  of 
KTRH,  Houston,  Tex. 

GEORGE  BOWDLER,  a  citizen  of 
Argentina  and  now  a  student  at  Fur- 
man  U,  Greenville,  S.  C  has  become 
part-time  announcer  of  WFBC,  Green- 

ville, S.  C,  replacing  Bill  Miller  who 
has  entered  Citadel  Military  Academy. 

EDWARD  G.  LODTER.  professor  of 
foreign  languages  at  Milligan  College, 
Johnson  City,  Tenn..  has  joined  the 
announcing  staff  of  WJHL,  Johnson 
City,  replacing  Tom  Morris,  who  will 
take  post  graduate  work  at  Suwanee College. 

JOSEPH  A.  SHORT,  program  direc- 
tor of  WHCU,  Ithaca,  married  Patri- 
cia Mooney  of  Forest  Hills,  New  York, 

on  August  29.  Jean  Avery  has  joined 
the  continuity  staff  of  WHCU.  replac- 

ing Clara  Orzino  who  recently  left 
to  be  married. 
KEN  HOUSEMAN,  former  assistant 
program  director  of  WJHP.  Jackson- 

ville, and  announcer-producer  of 
WWJ,  Detroit,  is  now  program  direc- 

tor of  WEIM,  Fitchburg,  Mass.  Bob 
Reynolds,  formerly  of  the  Spring- 

field (Mass.)  Repuhlican  and  sports 
announcer  and  commentator  for 
WHAI.  Greenfield,  is  now  head  of 
special  features  division  of  WEIM. 

HARRY  L.  BECKER,  program  di- 
rector of  KGGM,  Albuquerque,  N.  M.. 

will  join  the  Army  Sept.  .30.  Geovrp 
Thorne,  KGGM  announcer,  will  join 
the  Army  Air  Forces.  New  additions 
to  the  staff  are  David  Segal.  Allen 
Rhinehart  and  Hal  King. 

BERT  PIKE,  of  North  Bay,  Ont., 
and  Bert  Wallace  of  Toronto,  have 
joined  the  sales  staff  of  CKGB,  Tim- 
mins,  Ont. 
JOHN  KENNEDY,  Hollywood  an- 

nouncer, has  i-eplaced  Knox  Manning 
as  narrator  on  the  weekly  BLUE  Pa- 

cific Coast  program.  Hero  of  the  Week, 
sponsored  by  Austin  Studios,  Los  An- 

geles ("chain  photographers).  Manning recently  joined  the  Army  Air  Forces. 
WILBUR  MORRISON,  one  of  the 
first  staff  members  of  WGY,  Schenec- 

tady to  enter  service,  has  been  com- 
missioned a  lieutenant  in  the  Army  Air Forces. 

ART  HOLBROOK,  program  direc- 
tor of  WIBW,  Topeka,  Kan.,  and  co- ordinator for  radio  communications  for 

the  Kansas  Council  of  Defense,  has 
joined  the  Coast  Guard  with  a  cox- swain rating. 
NOELLA  GOULET,  formerly  at  the 
Northern  Broadcasting  System  main 
office,  Timmins.  Ont..  is  now  traffic 
manager  of  CKGB,  Timmins.  Albert 
Aube,  French  announcer  on  the  Sun- day newscasts  of  CKGB,  is  now  on  the 
regular  announcing  staff.  He  has  been 
loaned  for  a  month  to  CKVD,  Val  d' Or,  to  conduct  French  news  programs. 
MARY  MAXINE  HENRY  has  joined 
the  news  staff  of  KVOO,  Tulsa,  and 
.Joanna  Green,  of  the  Cheney  School 
of  Speech.  Bartlesville,  Okla.,  has  been 
hired  as  KVOO's  first  girl  announcer. 
HARRY  W.  FLANNERY's  book Assignment  to  Berlin  will  soon  go  into 
its  fifth  printing.  Flannery,  formerly 
CBS  correspondent  in  Berlin,  is  now 
CBS  West  Coast  commentator. 
JEAN  McDUFF,  recent  U  of  Missouri 
journalism  graduate,  is  the  first  woman 
on  the  news  staff  of  KXOK.  St.  Louis, 
replacing  Bill  Gregory,  who  has  become 
a  Naval  Flying  Cadet.  C.  L.  Thomas, 
KXOK  program  director,  has  been  ill, 
but  is  expected  back  soon. 
CARL  THOMPSON  and  Ezrel  Wages, 
of  the  clerical  and  office  staff  of  WSB. 
Atlanta,  have  enlisted  in  the  Army 
and  Navy  respectively. 
BILL  MICHELSON,  member  of  the 
guest  relations  staff  of  KOA,  Denver, 
is  on  leave  to  serve  as  a  cadet  officer 
in  the  Merchant  Marine. 
DON  TOLLIVER,  former  announcer, 
and  head  of  the  special  events  dept. 
of  WOWO-WGL,  Fort  Wayne,  has 
joined  the  Army  Air  Forces. 
VICTORIA  COREY,  coordinator  of 
war  service  programs  for  KDKA. 
Pittsburgh,  has  been  appointed  district 
chairman,  for  Pennsylvania  and  Dela- 

ware of  the  newly-organized  women's activities  group  of  the  NAB. 
WALTON  McKINNEY.  staff  tenor  of 
KOIN-KALE,  Portland.  Ore.,  was 
sworn  into  the  Navy  on  his  final  broad- cast. 
GERALDINE  VOGEL  has  joined  the 
news  staff  of  KVOO,  Tulsa,  Allan 
Page,  assistant  program  director,  will 
be  program  director,  replacing  Edward 
C.  Coontz.  who  is  now  a  Marine. 
Sam  B.  Schneider,  farm  editor  of 
KVOO,  has  been  named  Oklahoma 
State  radio  chairman  of  the  Oklahoma 
Salvage  for  Victory  Committee. 
ROGER  ADAMS,  announcer  at 
WADC,  Akron,  for  the  past  12  years, 
is  in  the  Army,  studying  to  be  a  radio 
operator.  Horace  Norman,  four  years 
a  WADC  announcer,  is  also  in  the Army. 

CAMPBELL  RITCHIE,  announcer  of 
CKLW,  Windsor-Detroit,  has  been commissioned  a  lieutenant  with  the 
Essex  Scottish  Regiment  of  the  Ca- nadian Army. 

VAN  C.  NEWKIRK.  program  direc- tor of  Don  Lee  Broadcasting  System, 
has  returned  to  his  Hollywood  head- 

quarters following  a  conference  of  Mu- 
tual and  affiliated  stations'  program directors  in  Cleveland. 

DAVID  YOUNG,  chief  continuity 
writer  of  KH.J,  Hollywood,  has  been 
elevated  to  production  manager  of  that 
station.  He  replaces  Jim  Burton  who 
has  been  named  special  producer  of 
Music  Corp.  of  America,  Beverly  Hills 
talent  service.  Young's  former  duties 
have  been  taken  over  by  Wallace  Ram- 

sey, of  the  station's  continuity  depart- ment. 

HUGH  BRUNDAGE,  Hollywood  an- 
nouncer, has  joined  the  Coast  Guard 

as  apprentice  seaman. 
N.  D.  JOLLEY.  formerly  announcer- 
writer  of  KOME.  John  Harrison,  an- 

nouncer-singer of  KTUL,  and  Lou 
Kemper,  producer-vocalist  of  KVOO, 
Tulsa  stations,  are  privates  in  the  Ma- 

rine Corps  and  currently  stationed  in 
San  Diego,  Cal. 

lADIESi 

FLORENCE  MEYERS 

WMAM's  "Jack  of  a
ll  trades" 

is  Florence  Meyers,  official- 

ly director  of  women's  fea- tures and  continuity  head 
of  the  Marinette,  Wis.,  station,  but 
actually  a  writer,  musician,  busi- ness woman  and  general  expert. 

Miss  Meyer  known  on  the  air  as 
"Mary  Kay",  joined  WMAM  in 
March,  1941  to  take  over  The 
Woman's  Corner.  Under  her  direc- 

tion the  program  became  strictly 
household,  food  and  family.  Light- 

er human  interest  items  were  saved, 
and  We  Women,  a  chatty  quarter 
hour  of  personality  pointers,  re- 

views and  stories  about  women  in 
the  news,  was  created. 

This  is  her  work  on  the  air.  But 
in  addition,  Florence  plays  the  pipe 

organ,  conducts  the  children's  story 
program,  organizes  and  acts  as commentator  at  the  annual  WMAM 

Spring  style  show,  operates  a  Sat- urday afternoon  jive  program,  does 
commercial  continuity. 

"Mary  Kay's  Jive  Session"  is  so 
popular  among  young  people  that 
high  school  students  of  the  area 
asked  if  they  could  hold  a  dance 
in  the  studio  while  Mary  Kay  did 
the  broadcast.  Miss  Meyer  wrote 
Speak  Up,  America,  WMAM  bond 
selling  show  which  gained  national 
recognition  from  the  Treasury 

Dept.  No  wonder  she's  WMAM's candidate  for  "the  gal  v/ho  has  ac- 
complished more  on  the  air  in  her 

first  15  months  than  any  other  gal." 

WSPN 

Synonymous . . .  with  71  southern 
counties  within  its  .1  Mv  ni  (d) 

line;  Birmingham  station  "B," 
48  (ounfies;  station  "C,"  23. 
610 

BIRMINGHAM 
Headley-Rccd  Company,  Reps. 

BLUE  NETWORK  and  Mutuo* 
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JOHN  LALLY,  announcer  of  NBC 
Hollywood,  and  Catherine  Schall  of 
that  city,  were  married  in  Las  Vegas, 
Nev.,  Aug.  27,  it  was  just  revealed. 
JERRY  DONAHUE,  of  NBC  Radio- 
Recording  Divisi'in.  Hollrwood,  has 
been  inducted  into  the  Army. 
LT.  RICHARD  B.  MACAULEY,  for- 

merly Hollywood  freelance  radio 
writer  and  currently  stationed  at  West 
Coast  Air  Forces  Training  Center. 
Santa  Ana,  Cal.,  has  been  promoted 
to  captain. 
SAM  MOORE,  Hollywood  writer,  has 
been  signed  to  collaborate  with  John 
Whedon  on  the  weekly  NBC  Great 
Gildersleeve  program,  sponsored  by 
Kraft  Cheese  Co.  (Parkay  margarine). 
JANET  JENKINS,  who  formerly  con- 

ducted the  women's  shopping  pro- grams as  Nancy  Dixon  on  KYW, 
Philadelphia,  has  been  commissioned 
a  second  lieutenant  in  the  WAACS. 
She  was  a  member  of  the  first  class 
to  graduate  from  the  office  candidate 
school  at  Fort  Des  Moines,  la. 
ROSALIND  LARGMAN  resigned  as 
continuity  writer  of  WFIL  and  its 
FM  adjunct,  W53PH. 
DORIS  TURNER,  of  the  publicity 
department  of  WFIL,  Philadelphia, 
and  William  R.  Patterson,  have  an- 

nounced their  engagement. 
BDDIE  FIRST  has  resigned  from  the 
announcing  staff  of  WFIL,  Philadel- 

phia,to  freelance. 
TOM  LIVEZEY,  associated  with 
numerous  stations  in  Philadelphia  for 
the  last  12  years,  has  joined  WCAU, 
Philadelphia. 
JOE  McCAULBY,  announcer  of  WIP, 
Philadelphia,  succeeds  Mort  Lawrence, 
resigned,  as  "pilot"  of  the  all-night recorded  Dawn  Patrol  for  the  Pep 
Boys,  auto  accessories  chain  stores. 

GIL  BABBIT,  of  the  staff  of  the 
Philadelphia  Inquirer,  and  one  time 
associated  with  the  industry  as  radio 
columnist  and  station  publicity  direc- 

tor, joins  WPEN,  Philadelphia,  to 
head  the  newly-enlarged  promotion  and 
station  promotion  department.  He  suc- 

ceeds Ray  Schaefter,  wno  joined  the 
Signal  Corps.  Jerry  Austin,  relief  an- 

nouncer of  the  station,  who  has  been 
temporarily  handling  the  station's  pub- licity, will  be  his  assistant. 

JAY  WESLEY,  special  events  an- 
nouncer, and  coordinator  of  war  broad- 

casts at  WEEI,  Boston,  has  joined 
the  Office  of  War  Information  in  New 
York  to  make  transcriptions  for  short- 

wave broadcast. 

ANDY  KELLY,  who  joined  publicity 
department  of  CBS,  Hollywood,  two 
weeks  ago  has  been  elevated  to  pub- 

licity director.  He  replaces  Hollister 
Noble,  recently  commissioned  as  cap- 

tain in  the  Marine  Corps. 
RICHARD  BROOKS,  Hollywood 
writer-actor  of  the  weekly  BLUE  In- 
evitable  Mr.  Sand,  and  William  John- 

son, formerly  of  Paramount  Pictures 
Inc.  radio  department,  has  joined  the 
production  staff  of  that  network  re- 

placing Myron  Dutton  and  Arnold 
Maguire.  Dutton  has  been  appointed 
producer  of  The  Blow  Co.  with  Ma- 

guire joining  Lord  &  Thomas  in  a 
similar  capacity. 
TOM  HUDSON,  Hollywood  announc- 

er on  the  weekly  NBC  Rudy  Vallee 
Show,  sponsored  by  Sealtest  Inc. 
(dairy  products),  has  joined  the  Coast Guard. 

ROBERT  DWYER,  Hollywood  pro- 
duction contact  of  Wade  Adv.  Agency, 

has  been  appointed  producer  of  the 
four-weekly  quarter-hour  BLUE  pro- 

gram, Lum  d  Abner,  sponsored  by 
Miles  Labs.  ( Alka-Seltzer) . 
GIL  WARREN,  announcer  of  KFWB, 
Hollywood,  has  resigned  to  join  short- 

wave station  KWID,  San  Francisco, 
in  a  similar  capacity. 
DAVE  SEGAL,  formerly  announcer  of 
KCRJ,  Jerome,  Ariz.,  has  joined 
KGGM,  Albuquerriue,  N.  M.,  in  a  sim- 

ilar capacity. 

KMPC 

Steps  up  to 

10,000 

watts 

FULL  TIME,  DIRECTIONAL 

The  result  is  an  almost  complete  re- 
alignment of  Los  Angeles  stations.  By  every 

standard  of  comparison— power,  frequency 

and  clear  channel— KMPC  is  now  in  the  "first 

group"*  of  stations  offering  complete,  in- 
tensive coverage  of  Southern  California. 

Yet  KMPC  is  only  fiffh  in  cost!  This  new  com- 
bination of  unexcelled  coverage  and  low 

rates  gives  advertisers  on  excellent  oppor- 
tunity to  establish  or  maintain  their  position 

in  this  market  at  minimum  cost. 

A  "Good  Buy"  Before . . . 
Now  Better  Than  Ever 

Advertisers  found  that  even  with  KMPC's 
former  5000  watts,  they  could  do  a  fast, 

thorough  selling  job  in  Southern  California 

for  less  money.  KMPC's  new  "first  group" 
position  makes  it  more  than  ever  first  in 
value!  It  will  pay  you  to  thoroughly  consider 

KMPC  as  a  supplementary  station  to  your 
present  radio  schedule,  or  for  giving  you 

thorough  coverage  by  itself.  Write  today 
for  full  information. 

"^A^'FIRST  GROUP"  STATION... FIFTH  IN  COST 

Firsi  Group 

Second  Group 

POWER FREQUENCY CHANNEL COST 

Wj^  50,000  Watts 
640  KC Clear First 

50,000  Watts 
1070  KC 

Clear 
Second 

10,000  Watts 710  KC 
Clear Fifth (Directional) 

ll^  5,000  Watts 
930  KC 

Regional 
Third 

5,000  Watts 790  KC 
Regional 

Fourth 

Affiliated  in  management 
with  WJR,  Detroit 
and  WGAR,  Cleveland 

Nafional  Represenfatives:  Paul  H.  Raymer  Company,  New  York,  Chicago,  Detroit  and  San  Francisco 
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JOHN  NICKEL,  in  charge  of  the 
transcription  library  at  KFRC,  San 
Francisco,  recently  joined  the  army.  He 
has  been  replaced  by  Amie  Lawrence, 
formerly  of  KLX,  Oakland,  Cal. 
BOB  DWAN,  production  manager  of 
KGO,  San  Francisco,  recently  became 
the  father  of  a  baby  boy. 
TED  LENZ,  newscaster  of  KSAN, 
San  Francisco,  has  been  promoted  to 
production  manager  of  the  station. 
MADELINE  ATTABIT,  assistant 
traflic  manager  of  KPO,  San  Francis- 

co, has  resigned.  She  is  replaced  by 
Vera  Lashin.  Patricia  Mitchell  has 
been  added  to  the  traffic  department. 
JAMES  H.  GARRETT,  formerly 
with  WLOK,  Lima,  O..  joins  WDR(J. 
Hartford,  as  announcer  on  Sept.  15. 
RAY  BARRETT,  chief  announcer  of 
WDRC.  Hartford,  joins  the  Army 
Sept.  15  as  volunteer  officer  candidate. 

DALE  W.  CENTER  of  the  steno- 
graphic department  of  NBC-Chicago 

and  graduate  of  the  employes  announc- 
ing school,  on  Sept.  6  joined  WKMO, 

Kokonio,  Ind.,  as  an  announcer. 
GEORGE  VOTTTSAS,  producer  of 
NBC.  Chicago,  for  the  past  14  years, 
on  Sept.  11  will  report  to  the  Army 
as  a  private. 
ROSS  E.  MOHNEY,  announcer  of 
WCED.  DuBois,  Pa.,  and  later  with 
WLVA,  Lynchburg,  Va.,  recently  mar- ried Rebecca  Beverage.  He  is  now  in 
the  office  of  Navy  Censorship,  Wash- 
ington. 
BOB  HARRIS,  former  announcer  at 
KLZ.  Denver,  has  joined  the  U.  S. 
Navy.  He  expects  to  be  assigned  to  re- 

cruiting work. 
ROY  HANSEN.  formerly  with 
WKAT.  Miami  Beach  and  WLOF, 
Orlando,  has  joined  the  announcing 
staff  of  WJNO,  West  Palm  Beach. 

«OON'T  SUP  UP  ON  PKKIH'  THE  RIGHT 

STATfON  TO  COVER  THE  RED  RIVER  VALLEY! 

OS  FOLKS  LISTEN  TO  WDAT-THE  ONLY 

STATION  REACHIN'  THE  WHOLE  TERRITO
RT."' 

WDAY 

FARGO,  N  0.-5000  WATTS-N.  B.  C.  &  BLUE 

AFFILIATED  WITH  THE  FARGO  FORUM 

FREE  A  PETERS.  NAT'L  REPRESENTATIVES 
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HOWARD  EVANS,  new  to  radio,  has 
joined  WJLS,  Beckley,  W.  Va. 
BOB  MORRIS,  formerly  of  WJLS, 
has  rejoined  the  announcing  staff. 
JAjNIES  GARRETT,  formerly  of 
WFBM,  Indianapolis,  and  WLOK, 
Lima,  O.,  joins  the  announcing  staff 
of  WDRC,  Hartford,  Sept.  15. 
BOB  MAHANEY.  chief  announcer  for 
WIBX,  Utica,  and  formerly  announc- er of  WSYR,  Syracuse,  WBEN, 
AVEBR,  Buffalo,  and  WGY,  Schenec- 

tady, left  Sept.  3  for  Camp  Upton 
where  he  is  acting  corporal  in  charge 
of  his  draft  contingent. 

WILLIAM  J.  NELSON,  of  the  pro- 
motion department  of  WLS,  Chicago, 

on  Aug.  20  married  Mary  Jane  Dewey, 
of  Oak  Park,  111. 

WELLS  BARNETT  Jr.,  formerly 
sales  service  manager  of  WLS,  Chi- 

cago, and  son  of  Wells  H.  Barnett, 
)n-esident  and  radio  director  of  Weston- 
Barnett  Adv.  Agency,  Waterloo,  has 
joined  the  Army  Air  Forces.  Karl  R. 
Stuphin,  formerly  of  Golfing  and  Golf- 
doin,  succeeds  him. 
BORRIE  HYMAN,  head  of  the  guest 
relations  staff  at  KPO,  San  Francisco, 
has  resigned  to  join  the  editorial  staff 
of  the  Chronicle.  He  is  replaced  by 
Art  Holter.  John  Barber  resigned  KPO 
to  join  the  OWL  Additions  to  the 
KPO  messenger  staff  include  Bob 
Ogle,  Walter  Tolleson  III  and  Ray Andriesse. 

JACK  LATHAM,  announcer  of  KFI- 
KECA,  Los  Angeles,  is  the  father  of 
a  girl  born  Sept.  1. 
ROLAND  HANEL  has  resigned  from 
the  publicity  department  of  WHN, 
New  York,  to  take  a  defence  job  at 
the  Navy  Yard  in  Philadelphia. 
ROBERT  R.  LEE  and  Raymond 
Ward  have  joined  the  guide  staff  of NBC-Chicago. 

DEAN  STUAJRT,  formerly  of  KYA, 
San  Francisco,  has  joined  the  announc- 

ing staff  of  KQW,  San  Jose,  Cal. 
HERB  HERZENBERG,  commenta- 

tor, has  joined  the  army  as  a  cap- tain. 
LARRY  SHIELDS,  new  to  radio,  has 
joined  KPRO,  Riverside,  Cal.,  as  a 
junior  announcer. 

TOM  HUDSON,  announcer  on  NBC's Rudy  Vallee  Program,  has  resigned 
to  enlist  in  the  Coast  Guard. 
LEHMAN  E.  OTIS,  former  news 
editor  of  the  United  Broadcasting  Co., 
New  York,  has  joined  CBS  as  a  writer 
in  the  news  room.  Another  newcomer 
to  CBS  is  Bernard  F.  Dudley,  for- 

merly an  announcer  of  WNAC  and 
WAAB,  Boston,  now  CBS  staff  an- nouncer. Mike  Foster,  staff  writer 
in  the  CBS  publicity  department,  has 
joined  the  Army  as  a  private,  and 
Marion  Mitchell,  of  the  fashion  serv- 

ice, joins  the  Army  Air  Transport 
Command  next  week  as  a  civilian 
cryptographer. 

Frank  Norris  Directing 

'March  of  Time'  Staff 
NEW  March  of  Time  staff  since 
the  program  went  on  NBC  is 
headed  by  Frank  Norris,  managing 
editor,  with  Adrain  Samish,  pro- 

ducing editor,  and  Alexander 
Stronach,  director  of  production. 
Mr.  Norris  is  responsible  to  Time 
for  operation  and  policy  of  the 
program,  while  Mr.  Samish  has 
charge  of  organization,  writing 
and  editing  of  scripts. 

Garrett  Porter,  Paul  Milton  and 
Palmer  Thompson  are  script- 

writers, replacing  Finis  Farr  and 
Joel  Sayre  who  will  devote  their 
time  exclusively  to  preparing  pro- 

grams for  WQXR,  New  York,  now 
partly  owned  by  Time  Inc.  Thomas 
Durrance  is  program  Washington 
representative,  arranging  pickups 
and  handling  censorship  problems. 

HAL  WAGNER,  formerly  night  su- 
pervisor of  MBS,  has  been  appointed 

assistant  to  Adolph  Opfinger,  program 
director.  His  night  duties  at  MBS 
have  been  taken  over  by  Melviu  Vick- 
land,  previously  in  charge  of  allnight 
operations  for  CBS. 
ARTHUR  KURLAN,  former  direc- 

tor of  the  MBS  Keep  'Em.  Rolling 
series  for  the  WPB,  has  been  com- missioned a  lieutenant  (j.  g. )  in  the 
Navy  and  is  currently  handling  re- 

cruiting for  the  Naval  Aviation  Cadet 
selection  board. 
ROBERT  JONES,  of  the  BLUE 
station  relations  department,  resigns 
Sept.  17,  to  join  the  Navy  as  ensign 
at  Dartmouth,  where  he  will  train  to 
be  aviation  ground  officer. 
DEL  KING,  formerly  announcer  with 
WLW,  Cincinnati,  and  CBS  West 
Coast,  has  joined  KMOX,  St.  Louis. 
FORD  COWING,  announcer  of 
WHEC,  Rochester,  N.  Y.,  has  en- listed in  the  Army.  Foster  Brooks 
has  taken  over  the  morning  il/»s/cai 

Clock,  replacing  Jack  Barry  '  who switched  to  the  sports  department. 
LOUISE  McCaffrey,  secretary  to 
.Johannes  Steele,  news  commentator 
of  WMCA,  New  York,  has  announced 
her  engagement  to  Frank  Whitenack 
of  Curtiss-Wrfght  Corp.  in  New  Jer- 

sey. 

BOB  INGHAM  has  rejoined  AVJW. 
Akron,  after  seven  years  that  in- cluded baseball  announcing  on  WTOL. 
Toledo,  and  KLO,  Ogden,  Utah.  He 
will  be  Erwin  Brew  Sportscaster. 
JAMES  WINCHESTER  has  resigned 
from  the  CBS  publicity  department  to 
enlist  in  the  Air  Corps.  He  is  sta- 

tioned at  Ellington  Field,  Houston. 

DICK  BARD,  formerly  with  the  pub- licity department  of  WNEW,  New 
York,  has  been  promoted  to  a  cap- taincy in  the  Army.  He  is  in  the 
Intelligence  Division. 

Now. 

%i    COMPLETE  Cooeiaoe 

%e  ALABAMA  TRIO 
Alabama's  vast  spending'  power  extends  the  length  of  the 
state  and  payrolls  are  at  record  figures.  There's  a  better rate — and  better  coverage — on  the  ALABAMA  TRIO.  Save 
a  full  10%  when  you  use  all  three! 

WSGN BIRMINGHAM  WSFA MONTGOMERY WALA MOBILE 
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EDWARD  M.  GROHS.  inirchasiiis 
ivgent  ill  the  New  York  office  of  MBS, 
has  reported  for  duty  as  a  first  lieu- 

tenant in  the  Army  Signal  Corps. 
JERRY  FRANKEN,  radio  editor  of 
PJ/,  New  York  newspaper,  was  heard 
in  a  Doul)1e  or  Nothing  broadcast  on 
Mutual  in  tribute  to  the  Merchant 
Marine,  Friday,  Sept.  11. 

DOUG  MONTELL,  West  Coast  foot- 
ball sportscaster  and  public  relations 

director  of  Tide  Water  Associated  Oil 
Co.,  has  resigned  to  acceiit  a  commis- 

sion as  captain  in  the  Marines. 

HAL  BURDICK,  writer  of  the  Gen- 
eral Mills  dramatic  .serial  Dr.  Kate 

released  on  West  Coast  stations,  is 
on  a  three-week  tour  of  eastern  and 
western  NBC  centers  to  study  Gen- 

eral Mills  serial  shows.  His  tour 
will  include  a  conference  at  Minneap- 

olis with  executives  of  General  Mills 
and  officials  of  the  Knox  Reeves 
agency. 

BLANCHE  AMES,  formerly  manu- 
facturer's agent  in  South  America  for United  States  cosmetics  firms,  has 

.ioined  the  guest  relations  staff  of 
KPO,  San  Francisco,  as  receptionist. 

GEORGE  FENNIMAN  recently 
joined  KSFO,  San  Francisco,  as 
newscaster. 

MARVIN  GRAHAM,  newscaster,  has 
been  added  to  the  staff  of  KGO,  San 
Francisco. 

RAY  EDWARDS,  formerly  of  WOOL, 
Columbus,  and  Ed  Langdon,  from 
WTTM,  Trenton,  N.  J.,  have  joined 
WKBN,  Youngstown. 
JACK  TEMPLE,  announcer-news- 

caster of  KYA,  San  Francisco  and 
brother  of  Shirley  Temple,  film  star, 
has  started  Hollywood  Star  Parade, 
thrice-weekly  commentary  on  the  cine- ma world. 

PAUL  COURTNEY,  formerly  of  the 
staff  of  the  Rockford  Morning  Star, 
Rockford.  111.,  has  joined  the  staff  of 
the  Air  Edition  of  the  Chicago  Sun  on 
W.JWC,  Hammond-Chicago. 
HOWARD  BARNES,  assistant  di- 

rector of  music  of  CBS,  has  been 
commissioned  an  ensign  in  the  U.  S. 
Naval  Reserve. 

RICHARD  DORF,  of  the  program 
departmimt  of  the  FM  station  of 
WHN,  New  York,  has  resigned  to 
report  for  duty  in  the  Army.  Ray 
Winters,  WHN  announcer,  is  in  Chi- 

cago awaiting  an  Army  call. 

MERRILL  TRAPP,  formerly  sales- 
man and  announcer  of  WDSM,  Du- 

luth,  Minn.,  has  joined  the  sales  staff 
of  WJWC,  Hammond-Chicago. 
ZANO  WALL,  of  the  commercial  de- 

partment of  WWNC,  Asheville,  N.  C, 
recently  became  the  father  of  a  girl. 

Miss  Darst  on  KMOX 

KATHERINE  Darst,  St.  Louis 
newspaperwoman  and  one  of  the 

city's  first  woman  commentators, 
has  joined  KMOX,  St.  Louis,  and 
is  scheduled  to  give  a  five-weekly 
15-minute  news  analysis.  Miss 
Darst  first  went  on  the  air  in  1934 
as  women's  editor  of  the  St.  Louis 
Glohe-Democrat  with  a  daily  news- 

cast on  KMOX.  Her  newspaper 
career  began  on  the  St.  Louis  Star 
and  included  work  on  the  Brooklyn 
Eagle  and  eight  years  on  the 
Globe-Democrat. 

SERIES  of  20  ir)-minute  transcrip- 
tions dramatizing  Marine  exploits  in 

the  war  will  be  available  to  staticms 
about  Oct.  1  as  part  of  the  Corps' 
recruiting  program.  Recorded  by  NBC 
Transcription  Division,  the  discs  use 
professional  actors,  and  finish  with  a 
brief  recruiting  talk. 

Legion  Coverage 
AMERICAN  LEGION  convention, 
opening  in  Kansas  City,  Saturday, 
Sept.  19,  will  be  covered  in  three 
broadcasts  by  BLUE,  including 
ceremonies  in  connection  with  the 

presentation  of  the  Legion's  Aux- iliary Radio  Award  to  the  network 
which  has  made  "the  greatest  over- 

all contrib'ition  to  our  war  effort," 
Sunday,  ^t.  20.  Mutual  also 
plans  ■  the  convention,  al- 
tho  has  not  yet  been 
set.    1  i  CBS  have  no  plans 
at  presei;.  for  convention  broad- casts. 

KFI  KECA  Shifts 

IN  A  REALIGNMENT  of  per- 
sonnel, John  I.  Edwards,  pro- 
duction manager  of  KFI-KECA, 

Los  Angeles,  has  been  appointed 
program  director.  He  succeeds  Glan 
Heisch  who  resigned  to  join  the 
Office  of  War  Information  in  San 
Francisco.  Don  McNamara,  staff 
announcer,  has  been  elevated  to 
production  manager.  Matt  Barr,  on 
the  publicity  staff  of  NBC,  Holly- 

wood, effective  Sept.  15  becomes 
publicity  director  of  KFI-KECA. 

OWI  WILL  REVISE 

RADIO  WAR  GUIDE 

REVISION  of  the  existing  Radio 
War  Guide  will  shortly  be  an- 

nounced by  the  radio  bureau  of  the 
Office  of  War  Information,  accord- 

ing to  a  memorandum  from  Wil- 
liam B.  Lewis,  radio  chief,  to  sta- 
tion managers.  Under  the  new 

setup,  it  was  said,  only  Government 
announcements  which  have  been 
approved  by  OWI  will  reach  the 
station. 

At  the  same  time,  Mr.  Lewis  ex- 
pressed his  gratification  over  the 

cooperation  of  stations  in  placing 
Government  messages  on  the  air 
and  in  working  out  the  machinery 
of  placement. 

He  also  praised  the  stations  for 
their  participation  in  the  current 
campaign  ̂ on  the  United  Nations. 
However,  since  some  stations  found 
it  difficult  to  allot  10  daily  an- 

nouncements to  the  United  Na- 
tions in  addition  to  other  Govern- 
ment annoui\cements  Mr.  Lewis 

advised  them'  that  these  spots 
might  be  reduced  from  10  to  6 
per  day. 

Ohio  State  U  Publishes 

Critical  Study  of  Radio 
COLLECTION  of  11  essays  by 
Norman  Woelfel,  assistant  director 
of  the  General  Education  Board 
sponsored  by  the  Federal  Radio 
Education  Committee  of  the  FCC, 
have  been  included  in  Bulletin  No. 
62  of  The  Evaluation  of  School 
Broadcast  publications  of  Ohio 
State  U,  a  critical  appraisal  of  the 
social,  artistic  and  educational 
significance  of  radio. 
With  the  title  Radio  Over 

U.  S.  A.  the  essays  were  collected 
from  a  series  in  the  professional 
education  journal  Frontiers  of 
Democracy,  and  in  Child  Study. 
Included  are  five  articles  on  radio 
as  a  contribution  to  national 
morale,  and  two  essays  each  on 
radio  for  children,  radio  as  a  dis- 

tinctive art  form,  and  radio  the 
universal  school. 

WFVA,  Fredericksburg,  Va.,  sent 
Charlotte  Smith,  who  was  "Miss 
Fredericksburg"  in  the  "Beauty  Queen 
of  the  South"  contest  held  over  the station  last  summer  to  the  Atlantic 
Cit.v  "Miss  America"  Beauty  Pageant 
as  Miss  Virginia  for  1942. 

More  power  on  WSIX,  "The  Voice  of 

Nashville",  means  more  punch  .  .  .  more 
sales  . . .  more  service  to  EVERY  advertiser. 

Stepped  up  from  250  to  5,000  v/atts, 

with — as  yet — no  change  in  rates,  advertisers  on  WSIX  are  getting 

greater  coverage  for  their  money. 

If  you  want  to  cover  the  rich  Nashville  market,  come  in  on  these 
old  rates  now! 

SPOT  SALES,  INC.,  NATIONAL  REPRESENTATIVES 

5000 

WATTS 

980 

KILOCYCLES 

NASHVILLE,  TENN, 

i  BROADCASTING  •  Broadcast  Advertising September  14,  1942  •  Page  37 



WMAQ  is  the  station  most 

Chicagoans  listen  to  most. 

WMAQ  is  the  station  which 

carries  7  of  the  8  most  popular  programs  on 
the  air. 

WMAQ  is  the  station  most 

people  in  33  important  trading  centers  listen  to 
most. 

WMAQ  is  the  Chicago  station 

listened  to  most  in  9  metropolitan  centers. 

WMAQ  is  the  station  that  most 

people  in  123  counties  of  Illinois,  Indiana,  Mich- 

igan, Iowa  and  Wisconsin  listen  to  most. 

And  as  a  consequence,  it  is  the 

best  vehicle  for  your  sales  message  in  the  Nation's 
second  market. 

STANLEY  TOBIN,  formerly  pu- 
blicity director  of  Geyer,  Cornell  & 

Newell,  New  York,  has  joined  the 
public  relations  staff  of  N.  W.  Ayer  & 
Son,  Philadelphia.  He  has  been  en- 

gaged in  public  relations  work  since 
1929  and  prior  to  that  worljed  on several  newspapers. 

RUSSELL  K.  CARTER,  for  11  years 
president  of  the  Carter-Thomson  Co., 
Philadelphia  advertising  agency,  has 
joined  Gray  &  Rogers,  Philadelphia, 
as  account  executive.  The  Carter- 
Thomson  agency  filed  a  voluntary  peti- 

tion for  bankruptcy  last  month  in  the 
U.  S.  District  Court. 

KENNETH  BEAVER,  manager  of 
the  San  Francisco  office  of  Long  Ad- 

vertising Service,  recently  received  a 
commission  as  lieutenant  in  the  Navy. 

BOB  WELCH,  HoUywood  producer  of 
Young  &  Rubicam,  on  the  weekly  Ed- 

die Cantor  Show  sponsored  by  Bristol- 
Myers  Co.  (Ipana,  Sal  Hepatica),  has 
been  shifted  to  the  weekly  NBC  Jack 
Benny  Show,  sponsored  by  General 
Foods  Corp.  (Grapenuts),  in  a  simi- 

lar capacity.  Latter  program  resumes 
Oct.  4,  following  a  summer  layoff. 

BOB  HOLBERT,  formerly  of  My- 
ron Selznick  &  Co.,  Hollywood  talent 

agency,  has  joined  the  Army  Air 
Forces  ferry  command.  He  is  currently 
stationed  at  Prescott,  Ariz.,  for  his 
training  period. 

H.  L.  HULSEBUS,  formerly  vice- 
president  in  charge  of  space  of  the 
recently  dissolved  Stack-Goble  Adv. 
Agency,  Chicago,  has  joined  Leo  Bur- 

nett Co.,  Chicago,  as  account  execu- 
tive in  charge  of  Atchison-Topeka  & 

Santa  Fe  Railroad  account. 

JEFFERSON  KAYE  WOOD,  account 
executive  of  Buchanan  &  Co.,  Los  An- 

geles, is  a  commissioned  captain  in  the 
California  State  Guard. 

RALPH  HART  of  the  radio  depart- 
ment of  Lord  &  Thomas  of  Canada, 

Toronto,  has  joined  the  Royal  Canad- ian Artillery. 

PAUL  H.  BOLTON,  president  of 
Bolton  Advertising  Co.,  Youngstown, 
O.,  and  chairman  of  the  Victory  Pub- 

licity Committee  of  the  International 
Affiliation  of  Sales  &  Adv.  Clubs,  as 
well  as  of  various  salvage  campaigns, 
has  been  appointed  by  Director  Jos- 

eph B.  Eastman  of  the  Office  of  De- 
fense Transportation  as  Chief  of  Cam- 

paigns Section,  Division  of  Informa- tion, ODT.  He  will  serve  as  liaison 
with  the  Office  of  War  Information  on 
all  publicity  campaigns  for  U.  S.  Truck 
Conservation  Corps,  "Share-the-Ride", Retail  Deliveries,  Passenger  Travel, 
Auto  and  Tire  Conservation  and  other 
drives. 

SEND  FOR  THIS 

BOOK  TODAY! 

You'll  want 

it  for  Facts  on  the 

big  Iowa  market 

Here's  a  survey  conducted 
by  Dr.  F.  L.  Whan,  Univ. 

of  WicFiItO/  covering  9,218  Iowa  families 
in  all  99  counties,  fifth  in  a  series  of 
annual  studies  of  the  Iowa  radio  audience. 
New  facts  and  figures  revealed  on  this 
billion-dollar  marketl  Tells  virtually  evary- 
thing  about  Iowa  listeners.  Every  execu- tive needs  it.  Write  for  your  free  copy. But  hurry! 

Addresc  Dept.  RS, 

CENTRAL  BROADCASTING  CO. 
Dei  Moines,  Iowa 

WILDER  BRECKENRIDGE,  for- 
mer general  manager  of  Newspaper 

Advertising,  Inc.,  and  previously  sales 
manager  of  the  Bureau  of  Advertis- 

ing, ANPA,  has  joined  Kenyon  & 
Eckhardt,  New  York,  in  an  executive 
capacity.  Mr.  Breckenridge  was  also 
closely  associated  with  the  late  Henry 
Eckhardt,  former  president  of  the 
agency,  in  the  organization  and  opera- 

tion of  the  Continuing  Study  of  News- 
paper Reading. 

JOHN  C.  McMANEMIN  Jr.,  prev- 
iously copy  writer  of  William  Esty  & 

Co.,  J.  M.  Mathes  Inc.,  and  N.  W. 
Ayer  &  Son,  all  New  York  firms,  has 
joined  the  copy  staff  of  Maxon  Inc., 
New  York.  McManemin's  most  re- cent position  was  with  Revere  Copper 
&  Brass  Inc.,  New  York,  where  he 
handled  the  Revere  Award,  industrial 
promotion  project. 

CARL  G.  SURER,  formerly  with  N. 
W.  Ayer  &  Son,  New  York,  has  joined 
J.  M.  Mathes  Inc.,  New  York,  as  ac- 

count executive.  Samuel  Lanham, 
copywriter  of  Mathes,  has  been  com- missioned a  lieutenant  in  the  Naval 
Reserve  and  has  reported  for  active 
duty. 

F.  KENNETH  BBIRN,  account  ex- ecutive of  Pedlar  &  Ryan,  New  York, 
has  received  a  leave  of  absence  from 
the  agency  to  join  the  OWI  as  a 
campaign  manager  in  the  bureau  of 
campaigns.  His  duties  at  Pedlar  & 
Ryan,  have  been  tken  over  by  his 
former  assistant,  MacDonald  Gilles- 

pie. 

HAROLD  L.  IVES,  secretary  and 
treasurer  of  Anderson,  Davis  &  Platte, 
New  York,  has  joined  the  Army  as  a 
private.  His  duties  have  been  taken 
over  by  L.  G.  Van  Akin,  vice-president, 
time  and  space  buyer  of  the  firm. 
KENNETH  GRIFFITHS,  of  the 
service  detail  department  of  Arthur 
Kudner  Inc.,  New  York,  has  resigned 
to  join  the  OWI  in  New  York. 
EDWIN  P.  CURTIN,  formerly  radio 
publicity  director  of  BBDO,  New 
York,  and  now  adjutant  of  the  Third 
Training  Regiment  at  Camp  Wheeler, 
Ga.,  has  been  promoted  from  the  rank 
of  captain  to  major. 
A.  R.  WHITMAN,  account  executive 
of  Benton  &  Bowles,  New  York,  has 
been  elected  a  vice-president.  Whit- man, who  joined  the  agency  in  1933, 
will  continue  to  handle  the  Prudential 
Insurance  Co.  of  America  account  and 
direct  the  firm's  war  activities. 

AGEJCY 

INTERNATIONAL  PRODUCTS  Corp., 
New  York  (Torex  Beef  Bouillon),  to  S. 
Duane  Lyon  Inc„  New  York.  Newspaper 
test  campaign  now;  radio  after  the  first of  the  year. 
RECORD  GUILD  OF  AMERICA,  New 
Yorlc,  to  H.  A.  Salzman  Inc.,  N.  Y. 
Radio  will  be  used. 
PANTOTHENIC  PRODUCTS  Co.,  Detroit, 
(Chroma-Thenate) ,  to  Aarons,  SUl,  & 
Caron,  Detroit.  Radio,  newspapers,  maga- 

zines, direct  mall. 

New  Duff  Campaign 

TEST  campaign  for  Duff's  Waffle Mix,  using  newspaper  and  spot 
radio  in  seven  key  cities,  was  an- 

nounced by  John  Walker,  sales 
manager,  P.  Duff  &  Sons,  Pitts- 

burgh. Radio  schedule  had  not  yet 
been  determined,  but  will  likely 
be  similar  to  one  minute  spot  re- 

cordings used  this  past  year  for 
Duff's  Gingerbread  Mix,  according 
to  the  agency,  Bothwell  Adv., 
Pittsburgh.  Test  cities  are  Boston, 
New  York,  Baltimore,  Washington, 

Philadelphia,  Pittsburgh  and  Chi- cago. 
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DONALD  A.  BREYER 

ONCE  A  CAMPAIGNER 
 in  a 

political  sense,  Donald  A. 
Breyer,  vice-president,  radio 
director  and  timebuyer  of 

Hillman-Shane-Breyer,  Los  An- 
geles, today  directs  advertising 

campaigns  for  many  a  choice  ac- 
count carried  by  that  organization, 

Don's  brief  "soapboxing"  career 
began  and  ended  shortly  after  his 
graduation  from  the  U  of  Califor- 

nia in  1934  with  the  gubernatorial 
campaign  of  George  Creel.  Don  was 
placed  in  charge  of  the  Young  Peo- 

ple's division.  Following  that,  he 
joined  the  Sidney  Garfinkel  Adv. 
Agency,  San  Francisco,  as  an  ac- 

count executive  and  remained  until 
1936. 

His  early  radio  experience  dates 
back  to  that  period  when  for  more 
than  two  years,  he  was  also  writer- 
commentator  of  the  quarter-hour 
chatter  program,  Hollywood  Re- 

porter, sponsored  by  Joseph  Magnin 
Co.,  San  Francisco  (department 
store)  on  KPO,  that  city,  and  later 
released  via  transcriptions  on  seven 
other  stations.  After  a  tour  as  sales 
promotian  and  advertising  manager 
of  the  C.  H.  Baker  Co.  (California 
shoe  chain),  in  San  Francisco,  he 
again  joined  the  advertising  agen- 

cy. Armed  with  a  new  point  of  view 
and  an  appreciation  of  the  prob- 

lems of  the  field,  he  renewed  his 
former  affiliation  in  late  1939,  this 
time  as  a  managing  partner  of  the 
agency  in  charge  of  the  Los  An- 
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geles  office,  then  being  established. 
He  continued  until  the  agency's 
Southern  California  office  merged 
with  Hillman-Shane  Adv.  Agency 
in  August,  1941.  In  December  of 
that  year  he  was  elected  vice-presi- 

dent of  the  firm  and  his  name  was 
added  to  that  of  the  firm.  Don  then 
took  over  the  radio  department  in 
addition  to  his  other  executive 
duties. 

Married  to  Miriam  Lubin  Aug. 
19,  1936,  Don  makes  his  home  in 
Beverly  Hills  close  to  his  Los  An- 

geles office.  His  relaxation  usually 
consists  of  a  little  friendly  gin 

rummy  game.  Don's  sense  of  humor 
is  adequate  to  cover  any  situation. 
Squab  stuffed  vdth  wild  rice  is  his 
favorite  dish — and  he  can  prepare 
it. 

RECRUITING  NURSES 

Red  Cross  Chairman  Thanks 

 OWI,  Radio  for  Help   

KFOR,  Lincoln,  will  join  the  BLUE 
as  a  basic  supplementary  station 
Sept.  15,  the  network's  l.S.Sd  aflSliate. Owned  by  Cornbelt  Broarlcastins 
Corp..  KFOR  operates  with  250  watts 
on  1240  kc.  fnlltime.  Its  base  net- 

work rate  is  $80  per  evening  hour. 

COOPERATION  of  radio  and  other 
media  is  praised  in  a  letter  from 
Norman  H.  Davis,  chairman  of  the 
American  Red  Cross  to  Elmer 
Davis,  chief  of  the  OWI,  express- 

ing thanks  for  efforts  of  the  OWI 
radio  staff,  and  radio  sponsors  in 
making  the  recent  Red  Cross  nurse 
recruiting  drive  a  success. 

The  Red  Cross  chairman  wrote: 
"I  wish  to  express  the  d.!ep  ap- 

preciation of  the  American  Red 
Cross  to  you,  the  members  of  your 
radio  staff,  and  through  you  to  the 
many  radio  sponsors  whose  assis- 

tance was  of  great  benefit  in  the  re- 
cent nurse  recruiting  drive  under- 

taken by  the  Red  Cross  for  the 
Army  and  Navy. 

"Our  drive  was  successful  dne 
to  the  splendid  cooperation  of  radio 
and  other  media. 

"I  know  our  relations  will  con- 
tinue on  their  present  pleasant 

basis." 

Canada  Loan  Drive 

CANADA'S  third  victory  loan  is 
to  be  launched  about  mid-October, 
and  the  Dept.  of  Finance  has 
started  placing  network  radio 
shows  in  conjunction  with  the 
drive.  First  show  is  a  series  of 
half-hour  Sunday  evening  dramas, 
between  the  Jack  Benny  and 
Charlie  McCarthy  programs.  These 
start  Sept.  20  on  54  Canadian  Sta- 

tions. A  second  all-star  variety 
show,  similar  to  variety  shows  used 
for  other  war  loan  drives  with  big 
names  from  the  American  and 
English  stage,  screen  and  radio, 
is  understood  to  start  on  Oct.  7, 
but  final  plans  on  this  show  are 
not  yet  complete.  Both  programs 
are  placed  by  the  War  Finance 
Group  of  the  Advertising  Agencies 
of  Canada. 

O.  G.  MORBY,  former  timebuyer  for 
McCann-Brickson.  San  Francisco,  has 
replaced  Frank  Oxarart  as  San  Fran- cisco manaper  of  Radio  Sales.  In(V 
Oxarart  has  been  transferred  to  Holly»- wood  to  become  network  and  local 
sales  representative  for  CBS. 

Full  24-HOUR 

Associated  Press  Service 

A  Distinguished  Broadcasting  Station 

Station  KSD — The  St.  Louis  Post -Dispatch POST-DISPATCH  BUILDING.  ST.  LOUIS,  MO. 

FREE  &  PETERS,  INC.,  NATIONAL  ADVERTISING  REPRESENTATIVES 
NEW  YORK  CHICAGO  ATLANTA  SAN  FRANCISCO  HOLLYWOOD 
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STATION  ACCOUNTS 

ap — studio  programs 
ne — news  programs 

t — transcriptions 
sa — spot  announcements 

ta — transcription  announcements 

WADC,  Akron 
Purity  Bakeries  Corp.,  Chicago  (Taystee 

bread ) ,  5  ne  weekly,  3  years,  thru 
Campbell-Mithun,  Minneapolis. 

Carter  Products,  N.  Y.  (Arrid),  3  ta 
weekly,  1  year,  thru  Small  &  Seiffer, N.  Y. 

Bulova  Watch  Co.,  N.  Y.  (Bulova  watches), 
7  sa  weekly,  1  year,  thru  The  Biow  Co., N.  Y. 

Dr.  W.  B.  Caldwell,  Monticello,  111.,  (pro- 
prietary),   10    ta   weekly,    1   year,  thru 

Sherman   &   Marquette,  Chicago. 
McKesson    &    Robbins,    Bridgeport,  Conn. 

(Calox  tooth   powder),   5  sa   weekly,  1 
year,  thru  J.  D.  Tarcher  &  Co.,  N.  Y. 

Carter    Products,    N.    Y.    (Carter's  Little Liver  Pills),  5  ta  weekly,  1  year,  thru 
Ted  Bates,  N.  Y. 

G.    E.    Conkey    Co.,    Cleveland  (Conkey 
feeds) ,  3  sa  weekly,  1  year,  thru  Rogers 
&  Smith,  Chicago,  111. 

Procter   &   Gamble   Co.,    Cincinnati  (Duz 
soap  flakes),  3  ta  weekly,  1  year,  thru 
Compton  Adv.,  N.  Y. 

Household  Finance  Corp.,  Chica":©  (loans), 
3  sa  weekly,  thru  BBDO,  N.  Y. 

Johnson  &  Johnson,  New  Brunswick,  N.  J. 
(Band-Aid),   10  fa  weekly,  thru  Young &  Rubicam,  N.  Y. 

Ludens  Inc.,  Reading,  Pa.   (Cough  drops), 
3  sa  weekly,  thru  J.  M.  Mathes,  N.  Y. 

Roman  Cleanser  Co,  Detroit,  7  sa  weekly, 
thru     Gleason     Adv.     Agency,  Detroit, Mich. 

Manhattan  Soap   Co.,  N.  Y.    ( Sweetheart 
soap),  5  sa  weekly,  thru  Franklin  Bruck 
Adv.  Agency,  N.  Y. 

Musterole    Co..    Cleveland     (Musterole),  5 
sa    weekly,    thru   Erwin,    Wasey    &  Co., N.  Y. 

CFRB,  Toronto 

Canada  Starch  Co.,  Toronto  (corn  syrup), 
2  sp  weekly,  thru  Vickers  &  Benson, 
Toronto. 

Canada  Starch  Co.,  Toronto  (corn  syrup). 
t  series,  thru  Vickers  &  Benson,  Toronto. 

Wm.   Wrigley  Jr.   Co.,   Toronto    (gum),  5 
sp   weekly,   thru    J.    Walter  Thompson 
Co.,  Toronto. 

Gilson   Mfg.   Co.,   Guelph.   Ont.,  (stoves), 
sp   weekly,    thru   R.    C.    Smith   &  Son, Toronto. 

WJZ,  New  York 

N.  Y.  State  Bureau  of  Milk  Publicity, 
2  sa  weekly,  26  weeks,  thru  J.  M. 
Mathes  Inc.,  N.  Y. 

John  Morrell  &  Co.,  Ottumwa,  la.,  (E-Z 
Cut  Ham),  2  sa  weekly,  52  weeks,  thru 
Henri,  Hurst  &  McDonald,  Chicago. 

THE  /suiiftedd  OF 

BROADCASTING 

WTRY,  Troy 

Foster-Milburn  Co.,  Buffalo  (Doan's  Pills), 2  ta  weekly,  thru  Spot  Broadcasting, 
N.  Y. 

Manhattan  Soap ,  Co.,  N.  Y.  (Sweetheart 
Soap),  3  ne  weekly,  thru  Franklin  Bruck 
Adv.  Corp.,  N.  Y. 

O'SuUivan  Rubber  Co.,' '  W":ichester,  Va., (rubber  heels),  7  ta  weekly,  thru  Berm- 
ingham,  Castleman  &  Pierce,  N.  Y. 

Beech-Nut  Packing  Co:,  Canajoharie, 
N.  Y.  (chewing  gum),  6  sa  weekly, 
thru  Newell-Emmett  Co.,  JM.  Y. 

Lever  Bros.,  Cambridge,  Mass.  (Rinso), 
22  sa  weekly,  thru  Ruthrauff  &  Ryan, N.  Y. 

Colgate-Palmolive-Peet  Co.,  Jersey  City, 
(Rinso),  22  sa  weekly,  thru  Ruthrauff 
&  Ryan,  N.  Y. 

WDRC,  Hartford 

American  Cigarette  &  Cigar  '  Co.,  New 
York  (Pall  Mall),  23  ta,  thru  Ruthrauff 
6  Ryan,  N.  Y. 

General  Baking  Co.,  New  York  (Bond 
bread),  80  ta,  thru  Newell-Emmett  Co., N.  Y. 

H.  P.  Hood  &  Sons,  Boston  (dairy  prod- 
ucts), 3  ta,  weekly,  thru  Harold  Cabot 

Co.,  Boston. 
Lever  Bros.  Co.,  Cambridge,  Mass., 

(Vimms),  30  ta,  thru  BBDO,  N.  Y. 
Maryland  Pharmaceutical  Co.,  Baltimore 

(Rem),  9  ta,  weekly,  6  months,  thru 
Joseph  Katz  Co.,  N.  Y. 

Musterole  Co.,  Cleveland  (Musterole),  130 
sa,  6  months,  thru  Erwin,  Wasey  &  Co., N.  Y. 

KSFO,  San  Francisco 
Golden   State  Co.,   San   Francisco  (milk), 
7  ta  weekly,  thru  Ruthrauff  &  Ryan, San  Francisco. 

Dairy  Belle  Dairies,  San  Francisco  (milk), 
3  sa  weekly,  thru  Brisacher,  Davis  & 
Staff,  San  Francisco. 

Weinstein  Co.,  San  Francisco  (department 
store  chain),  sa  series,  thru  Botsford, 
Constantine  &  Gardner,  San  Francisco. 

Union  Sugar  Co.,  San  Francisco,  sp  series, 
thru  Carl  C.  Wakefield,  San  Francisco. 

Farm  Journal  Magazine,  Los  Angeles,  6 
so-  weekly,  thru  Clarence  B.  Juneau 
Agencies,  Los  Angeles. 

Pacific  Telephone  &  Telegraph  Co.,  San 
Francisco,  sa  series,  direct. 

WHN,  New  York 
United  Institute  of  Aeronautics,  Hoboken, 

N.  J.  (trade  school),  5  sre  weekly,  thru 
J.  R.  Kupsick  Adv.,  N.  Y. 

Central  Winery,  Fresno,  Cal.  (Legend, 
Lango,  Golden  Wines),  10  sa  weekly,  7 
weeks,  thru  Weiss  &  Geller,  N.  Y. 

Foster-Milburn  Co.,  Buffalo  (Doan's  Pills), sa,  thru  Street  &  Finney,  N.  Y. 

KOY,  Phoenix,  Ariz. 
Ben  Hur  Products  Inc.,  Los  Angeles 

(coffee,  tea,  spices),  3  ne,  weekly  thru 
Barton  A.   Stebbins  Adv.,  Los  Angeles. 

BIGGEST  AND  FASTEST 
SHIP  LAUNCHING?  IN 
THE  WORLD   \5 
THATRIQHT,  Boys? 

too  bus/ta  kwow,bud  .'  but  portland 
Always  was  oreqon's  biqqest  mar,h,et 
an'anythin'you  say 
hereabouts  will  make, 
A  REAL 

KQW,  San  Francisco 
Lever   Bros.,    Cambridge.    Mass.  (Rinso), 

10  ta  weekly,  thru  Ruthrauff  &  Ryan, N.  Y. 
Kellogg  Co.,  Los  Angeles,  Cal.  (Kellogg's Ant  Paste),  5  ta  weekly,   thru  Elwood 

J.  Robinson  Co.,  Los  Angeles. 
Larus     Bros.,     Richmond,     Va.  (Domino 

cigarettes),  2  ta  weekly,  thru  Warwick &  Legler,  N.  Y. 
Saturday  Evening  Post,  Philadelphia,  8  sa 

weekly,  thru  BBDO,  N.  Y. 
Bell  Brook  Dairies,  San  Francisco  (milk), 

6  ta  weekly,  thru  Botsford,  Constantine 
&  Gardner,  San  Francisco. 

Vick    Chemical    Co.,    New    York  (Vicks 
Cough  Drops),  5  ta  weekly,  thru  Morse International,  N.  Y. 

Johnson  &  Johnson,  New  Brunswick,  N.  J. 
Band  Aid ) .  2  Ja  weekly,  thru  Young  & 
Rubicam,  N.  Y. 

Luden    Co.,    New    York    (Luden's  Cough Drops ) ,     3     ta    weekly,     thru  Mathes 
Agency,  N.  Y. 

O'Sullivan    Co.,    New    York  (O'Sullivan Heels),  8  ta  weekly,  direct. 
Dr.  W.  B.  Caldwell  Inc.,  Chicago  (Cald- 

well's  Syrup   of   Pepsin),   5  ta  weekly, thru  Sherman  &  Marquette,  Chicago. 
Acme    Breweries,    San    Francisco  (Acme 

beer) ,  4  ta  weekly,  thru  Brisacher,  Davis 
&  Staff,  San  Francisco. 

Petri   Wine  Co.,   San   Francisco  (wines), 
11  .50.  weekly,  thru  Erwin,  Wasey  &  Co., 
San  Francisco. 

Fontana  Food  Products,  San  Francisco 
(food  products),  3  sa  weekly,  thru 
Long  Adv.  Service,  San  Francisco. 

WJJD,  Chicago 

Christian  Science  Committee  on  Publica- 
tions for  Illinois,  3  sp  weekly,  52  weeks, 

thru  Charles  Garland  Co.,  Chicago. 
H.  Walzer  &  Co.,  Chicago  (retail  furs), 

6  sp  weekly,  52  weeks,  thru  Rocklin Irving  &  Assoc.,  Chicago. 
Miller  &  Co.,  Chicago  (telescopes),  7  sp 

weekly,  4  weeks,  thru  United  Adv.  Cos., Chicago. 
Continental  Baking  Co.,  New  York  (Won- 

der Bread),  88  so,  thru  Ted  Bates  Co., 
N.  Y. 

Overman  &  Co.,  New  York  (Rubber  Life), 
6  sp  weekly,  thru  John  P.  Myers  Co., 
N.  Y. 

WIND,  Chicago-Gary 

H.  S.  Kass  Clothiers,  Chicago  (men's clothing).  6  sp  weekly,  till  forbid,  thru 
Rocklin  Irving  &  Assoc.,  Chicago. 

Pilsener  Brewing  Co.,  Chicago  (Pilsener 
beer),  6  sa  weekly,  4  weeks,  thru  Jim 
Duffy  Inc.,  Chicago. 

Rev.  Quinton  J.  Everest,  Goshen,  Ind.  (re- 
legious),  1  sp  weekly,  52  weeks,  placed dii-ect. 

Chicago  Furniture  Mart,  Chicago  (retail 
furniture),  6  sp  weekly,  till  forbid,  thru 
United  Adv.  Cos.,  Chicago. 

WHEB,  Portsmouth,  N.  H. 
H.  P.  Hood  &  Sons,  Boston  (ice  cream), 

3  ta,  weekly,  thru  Harold  Cabot  Co., Boston. 

WBBM,  Chicago 

American  Aircraft  Institute,  Chicago 
(technical  school),  3  sp  weekly,  13 
weeks,  thru  M.  A.  Ring  &  Co.,  Chicago. 

Readers'  Digest  Assn.,  Pleasantville,  N.  Y. (Readers  Digest),  16  sa,  thru  BBDO. 
N.  Y. 

Quaker  Oats  Co.,  Chicago  (Sparkies),  8 
sa  weekly,  5  weeks,  thru  Ruthrauff  & 
Ryan,  Chicago. 

Vick  Chemical  Co.,  New  York  (Va-tro- 
nol,  cough  drops),  3  ta  weekly,  26 
weeks,  thru  Morse  International,  N.  Y. 

Manhattan  Soap  Co.,  New  York  (Sweet- 
heart soap ) ,  6  sa  weekly,  12  weeks,  thru 

Franklin  Bruck  Adv.  Corp.,  N.  Y. 
Beaumont  Co.,  St.  Louis  (Four- Way  cold 

tablets),  4  sp  weekly.  22  weeks,  thru 
H.  W.  Kastor  &  Sons  Adv.  Co.,  Chicago. 

Campbell  Cereal  Co..  Minneapolis  (Malt-O- 
Meal ) ,  3  sp  weekly,  21  weeks,  thru  H. W.  Kastor  &  Sons  Adv.  Co.,  Chicago. 

Groves  Labs..  St.  Louis  (Bromo  Quinine), 
9  sp  weekly,  22  weeks,  thru  Russel  M. Seeds  Co.,  Chicago. 

Ward  Baking  Co.,  Chicago  (Tip-Top 
bread,  cakes),  6  sp  weekly,  13  weeks, thru  W.  E.  Long  Co.,  Chicago. 

Hanson  &  Matson  Co.,  Chicago  (Oakfield 
farms,  butter) ,  1  sa  weekly,  13  weeks, 
thru  Duane  Wanamaker  Adv.,  Chicago. 

Quaker  Oats  Co.,  Chicago  (Aunt  Jemima 
Pancake  flour) ,  3  tp  weekly,  26  weeks, 
thru  Shermkn  K.'  Ellis  &  Co.,  Chicago. 

WMAQ,  Chicago  s Goldenrod    Ice    Cream    Co.,    Chicago,  sa 
weekly,  52  weeks,  thru  Goodkind,  Joice 
&  Morgan,  Chicago. 

Quaker  Oats   Co.,  Chicago    (Quaker  Oats, 
Mother's  Oats),  45  ta,  thru  Ruthrauff  & 
Ryan,  Chicago. 

Longines-Wittnauer  Watch  Co.,  New  York 
(watches),  6  sp  weekly,  39  weekly,  thru 
Arthur  Rosenberg  Co.,  N.  Y. 

CHEX,  Peterborough,  Ont. 

Thomas  J.  Lipton  Ltd.,  Toronto  (teas  and 
soups),  413  sa,  thru  Vickers  &  Benson, Toronto. 

D    &   W   Coal    Co.,    Toronto,    26    t,  thru 
Vickers   &   Benson,  Toronto. 

Mason's    United    Adv.    Agency,  Toronto 
(proprietary)    100  f,  direct. 

WABC,  New  York 

Vick    Chemical    Co.,    New    York  (Vick's Vapo-Rub,  Vatronol),  3  sp  weekly,  thru 
Morse  International,  N.  Y. 

Plough    Inc.,    Memphis    (drug  products), 
weekly    sp,    thru  Lake-Spiro-Shurman, Memphis. 

WENR,  Chicago 

Sunway    Vitamin    Co.,    Chicago  (vitamin 
pills),  5  sa  weekly,  13  weeks,  thru  Sor- ensen  &  Co.,  Chicago. 

Dad's  Root  Beer  Co.,  Chicago,  5  sa  weekly, 
52    weeks,    thru   Malcolm-Howard  Adv., 
Agency,  (jhicago. 

CKGB,  Timmins,  Ontario 
Thomas  H.  Lipton  Inc.,  Toronto  (tea, 

soup),  413  sa,  thru  Vickers  &  Benson, 
Toronto. 

D  L  &  W  Coal  Co.,  New  York,  26  t,  thru 
Vickers  &  Benson,  Montreal. 

KECA,  Los  Angeles 
Chlorine  Solutions,  Los  Angeles  (Hypro), 

3  weekly  sp,  thru  Barton  A.  Stebbins 
Adv.,  Los  Angeles. 

Murine  Co.,  Chicago  (eye  drops),  6  weekly 
ta,  thru  BBDO,  N.  Y. 

Oregon's  highest  power  station. 
Reps.— Joseph  Hershey  McGillvra— 1000  Watts,  750  Kc. Adv. 

.  .  Open  up  a  third  front  with  the  triple  power  of  the  Z  net. 

New  York-Chicago  Reps. — The  Walker  Co.  Adv. 
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SOIL-OFF  MFG.  Co.,  Glendalo,  Gal. 
( cleanser) ,  in  a  52-week  campaign which  started  Sept.  7  is  sponsoring  a 
thrice-weekly  quarter-hour  newscast  on 
KFHP,.  (Jreat  Falls;  KGVO,  jMissou- 
la  ;  KOA,  Denver ;  KOB.  Albuouer- 
que  :  KIUP,  Durango  ;  KFBC,  Chey- 

enne. Firm  also  sponsors  a  thrice- 
weekly  ten-minnte  newscast.  Boh  Gar- 
red  News,  on  (!  CHS  Pacific  Coast  sta- 

tions (KXX  KQW  KARM  KOIX 
KIRO  KROY),  Tuesday,  Thursday, 
Saturday,  5:45-5:55  p.m.  ( PWT ) . 
Agency  is  Buchanan  &  Co.,  IjOS  An- 

geles. .Teiterson  Kaye  Wood  is  account 
e.xecutive. 
CHR.  HANSEN  LABS.,  Little  Falls, 
N.  Y.  (Junket),  will  present  The  8iar 
E-vpreHK  on  WKVD,  !)  :50-10  a.m.  five 
days  weekly.  Program  is  produced  by 
Joseph  Jacobs  Jewish  Market  Organ- 

ization, New  York.  Agency  is  Mit- 
chell-Faust Adv.,  Chicago. 

BLUE  BIRD  POTATO  CHIPS  Inc., 
Oakland,  Cal.  (Laura  Scudder's  pea- 

nut butter),  in  a  two-month  campaign 
started  Aug.  26  is  using  dail.v  spot 
announcements  on  four  California 
stations.  List  includes  KLX,  Oakland  ; 
KROY,  Sacramento  ;  KMJ,  Fresno  ; 
KiNIYC,  Marysville.  Agency  is  Bri- 
sacher,  Davis  &  Staff,  Los  Angeles. 
STAXLEY  BABINGTOX.  formerly 
account  executive  of  the  Hubbell  Adv. 
Agency,  Cleveland,  in  charge  of  the 
National  Refining  Co.  account,  has 
.joined  the  American  Biochemical 
Corp.,  Cleveland,  to  promote  the  sale 
of  a  medical  product,  I'aracelsus.  a mineral  compound. 

CHICAGO NEW  tm 
%\.  LOUIS SJtN  FRANCISCO 
LOS  ANGELES 

&-  COMPANY 
NATIONAL  RADIO  STATION  REPRESENTATIVES 

FTC  ORDERS  CHANGE 

IN  DIATHERMY  ADS 
GEORGE  S.  MOGILNER  and 
James  Walker,  trading  as  Merit 
Health  Appliance  Co.,  707  South 
Hill  St.,  Los  Angeles,  selling  and 
distributing  a  therapeutic  device 
called  "Merit  Short  Wave  Dia- 

thermy" have  been  ordered  by  the FTC  to  cease  and  desist  certain 
advertising  claims. 
Respondents  represented  that 

unsupervised  use  of  their  device 
by  the  public  for  self -diagnosed 
conditions  through  self-applica- 

tion constituted  an  effective  means 
for  the  treatment  of  numerous  ail- 

ments, including  rheumatism,  arth- 
ritis and  others,  according  to  the 

Commission. 
The  Commission  found  that  such 

diathermy  machines  are  used  by 
physicians  with  caution,  after 
thorough  diagnosis,  under  careful 
supervision.  Respondents  were 
ordered  to  cease  and  desist  ad- 

vertising representing  their  device 
safe  and  harmless,  or  as  a  com- 
netent  or  effective  treatment  un- 

less such  advertisement  is  limited  to 
cases  where  the  condition  is  chronic 
rather  than  acute,  and  unless 
competent  medical  authority  has 
determined  diathermy  is  indicated, 
and  the  user  has  been  adequately 
instructed. 

Sterling  Stockholders 
To  Vote  on  New  Name 

A  SPECIAL  meeting  of  the  stock- 
holders of  Sterling  Products  Inc. 

has  been  called  for  Oct.  15  in  Wil- 
mington, Del.,  to  vote  on  a  recom- 

mendation of  the  board  of  directors 
that  the  corporate  name  be  changed 
to  Sterling  Drug  Inc.,  it  was  an- 

nounced last  week  by  James  Hill 
Jr.,  president. 
An  accompanying  letter  to 

stockholders,  signed  by  Edward  S. 
Rogers,  chairman,  explained  that 
'"sub.iect  to  the  passage  of  pending 
legislation  the  corporation  may 
deem  it  advisable  to  simplify  its 
subsidiary  corporate  structure  and 
to  operate  some  of  the  businesses 
now  being  carried  on  through  sub- 

sidiaries." The  organization  in- cludes 29  domestic  and  a  number 
of  foreign  companies,  all  wholly 
cwned  subsidiaries. 

Business  Paper  Group 

Sponsoring  Ad  Contest 
AWARD  for  the  best  all  around 
use  of  business  paper  advertising 
has  been  set  up  by  the  Chicago 
Business  Papers  Assn.,  with 
agencies  and  publishers  as  well  as 
advertisers  eligible  to  submit  any 
individual  ads  or  campaigns  used 
in  1942. 
A  specially  designed  trophy  of 

non-critical  material  will  be 
awarded  for  the  ad  or  campaign 
that  best  emphasizes  the  value  of 
over-all  planning  and  execution  of 
business  paper  advertising.  Con- 

test will  close  Jan.  31,  1943. 

KROW.  Oakland,  Cal..  has  completed 
1S2  ciinsecuti\'e  weel;s  of  liroadcasting 
the  Night  School  of  Americanization, 
ii  radio  feature  of  the  Itdliini  Anieii- 
fiiii  Hour.  Since  1!)8S  the  i)rcigrani  has 
dealt  with  Americiin  history,  citizen- 

ship lessons  for  aliens  ;ind  topics 
promoting  the  democratic  ideals  and 
the  American  way  of  life. 

the
  ̂
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Den
ver

  
are 

M  ISTER . .  .  we've  got  Denver  by 
the  ears . . .  and  how! 

Here  are  a  few  miscellaneous  facts  gathered  from 

the  latest  Hooper  survey  covering  55,854  homes 

within  the  Denver  5 -cent  telephone  area: 

•  73%  of  the  time,  KOA  has  more  evening  listeners 
than  all  other  stations  in  Denver. 

•  The  10  top-rated  daytime  serial  5 -a- week  strips 
. .  .the  ̂ 0  shows  tvith  the  highest  Denver  Hooper 

ratings .. .  are  aU  on  KOA ! 

•  "The  10  top-rated  evening  programs . . .  the  shows 
ivith  the  highest  Denver  Hooper  ratings . . .  also 
are  all  on  KOA! 

•  Morning,  noon,  and  night .  .  .  KOA  has  more 
listeners  in  Denver  than  the  second  and  third- 

ranking  stations  combined. 

And,  when  you  consider  that  KOA  has  10  times  the 

power  of  any  other  Denver  station . . .  it's  easy  to  see 
why  KOA  delivers  not  only  the  greatest  Denver  audi- 

ence . .  .  but  also  a  vast  majority  of  listeners  in  the 

rich  Rocky  Mountain  and  Plains  States  region. 

From  Every  Vantage  Point . 

850  K
-^- 

REPRESENTED  NATIONALLY  BY  iM  SPOT  SALES  OFFICES 
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Agency  Copywriters  in  Chicago  Active 

In  Preparing  War  Savings  Broadcasts 

Extra  dependability  to  assure  broad,  consistent  coverage. 

That's  just  one  of  the  many  things  war  demands  of  America's 
great  broadcasting  industry.  Blaw-Knox  is  proud  that  it 
is  helping  to  answer  this  challenge  —  proud  that  more 
than  70%  of  all  the  radio  towers  in  the  nation  were  built 

by  Blaw-Knox. 
BLAW-KNOX  DIVISION  of  Blaw-Knox  Co. 

2038  Fanners  Bank  Bldg.  Pittsburgh,  Pa. 

BLAW-K u 

-OX 

RADIATORS 

mil  AKin  "ret  rr\ncir\iLt  nrrwAiwrne! 

MANPOWER  of  the  Chicago  agen- 
cy copywriters  has  been  mustered 

on  a  voluntary  basis  by  the  War 
Savings  Staff  of  the  U.  S.  Treasury 
under  the  direction  of  R.  J.  Scott, 
radio  chief  of  the  War  Savings 
Staff  for  Chicago,  to  write  radio 
commercials  for  the  Bond  drive. 
At  present  assignments  consist  of 
writing  one-minute  speeches  and 
one-minute  and  half-minute  an- 

nouncements of  straight  copy 
without  dramatization  or  sound 
effects. 

At  a  recent  Treasury  luncheon 
the  following  Chicago  copywriters 
were  awarded  Treasury  citations: 
Kirby  Katz,  Franklin  C.  Tyson, 
Ray  Sen,  Francis  T.  Quinn,  Jer- 

ome Joss,  Lee  J.  Marshall,  Earl  H. 
McCloud,  David  P.  Levds,  Robert 
Knapp,  Roland  Blair,  Howard  A. 
Crum,  Robert  Gingrich,  George  F. 
Drake,  Kathryn  Brady,  Garrick 
Taylor,  Fred  Vosse  and  Herbert White. 

The  follovidng  are  actively  par- 
ticipating as  writers  or  editors: 

Berta  Hendricks,  George  F.  Drake, 
Ruth  Bond,  Blackett-Sample-Hum- 
mert;  Andrew  M.  Howe,  John  J. 
Lemmon,  I.  J.  Wagner,  Arthur 
Meyerhoff  &  Co.;  Mary  McCarty, 
Weston  Hill,  Sherman  &  Mar- 

quette; R.  L.  Hudson,  Mitchell- 
Faust  Adv.  Co.;  W.  K.  Ziegfield, 
Robert  E.  Edmonds,  Richard  Hill, 
Young  &  Rubicam;  Harry  Bird, 
McJunkin  Adv.  Co. 

A.  D.  Reiwitch,  Craig  E.  Den- 
nison  Adv.  Agency;  Jack  Gray, 
The  Caples  Co.;  Ethel  Pastornak, 
Maxine  Biesenthal,  Harry  E. 
Clarke  Adv.  Agency;  Lee  Marshall, 
Russel  M.  Seeds  Co.:  A.  J.  Brem- 
ner,  R.  McKenzie,  Frank  Ouinn, 
Lord  &  Thomas;  J.  B.  Rodgers, 
The  Fensholt  Co.;  Benlah  Karney, 
U.  S.  Adv.  Corn.;  Florence  Mc- 
Kenna,  Arch  MacDonald.  Van 
Carlson,  Ruthrauff  &  Ryan ;  Maggy 
O'Flaherty,  Booth  Luck,  Larry 
Davidson,  Wade  Adv.  Agency; 
Roland  R.  Blair,  Rogers  &  Smith. 
Robert  Gingrich.  C.  Wendel 

Meunch  &  Co.;  H.  F.  Young, 
Bauder-Baker,  P.  R.  Kuhn,  Phil 
Simons,  Burnet-Kuhn;  H.  C.  Hoag- 
land,  Western  Adv.  Agency;  Frank- 

lin C.  Tyson,  Erwin,  Wasey  &  Co.; 
Leo  J.  Reynolds,  Campbell  &  Rey- 

nolds; John  Rawlins,  Phil  Gordon 
Agency;  Earle  Ludgin,  J.  H.  Caro, 
Earle  Ludgin  Inc.;  R.  0.  Geuther, 
Evans  Assoc.;  Kathryn  Brady, 
Geunther-Bradford  &  Co.;  Ray 
Freedman,  Malcolm-Howard  Adv. 
Agency;  R.  Van  Metre,  Leo  Ken- 

nedy, Needham,  Louis  &  Brorby. 
Howard  A.  Crum,  Kirby  Katz, 

Ed  Aleshire,  H.  W.  Kastor  &  Sons 
Adv.  Co.;  Helen  Gambrill,  Clare  S. 
Acton,  Reincke-Ellis-Younggreen 
&  Finn;  Clyde  M.  Joice,  Garrick 
Taylor,  Goodkind,  Joice  &  Morgan; 
Walter  Schwimmer,  Jerome  Joss, 
Fred  Vosse,  Robert  Knapp, 
Schwimmer  &  Scott;  David  P. 
Lewis,  Harry  Atkinson  Inc.;  W. 
R.  Ceperly,  Gordon  Cloyd,  Walter 
Baers,  The  Buchen  Co. 

Ruth  Brannan,  Bozell  &  Jacobs; 

Horace  W.  O'Connor,  Albert  Frank- 
Guenther  Law;  Herbert  White, 
McCann-Erickson;  Edward  Bern- 
hard,  Roth,  Schenker  &  Bernhard; 

Ray  Seng,  Roche,  Williams  &  Cun- 
nyngham;  Ray  E.  Broholm,  WLS: 
M.  Belfield,  Cmtntry  lAfe;  Bill 
Murphy,  continuity  editor  of  NBC; 
Jack  Mitchell,  free  lance;  Ruth 
Lawrence,  U.  S.  Savings  &  Loan 
League;  M.  S.  Heiss,  Kiwanis 
Magazine;  and  Elinor  M.  Zeigler, 
Chicago  Sun. 

Ken  Carpenter  is  vice-chairman 
of  the  committee  on  public  informa- 

tion for  the  Treasury. 

Macharrie  to  England 
LINDSAY  MACHARRIE,  BLUE 
staff  production  director,  has  been 
granted  a  leave  of  abserce  by  the 
network,  effective  Sept.  20,  to  go  to 
England  to  write,  produce  and  di- 

rect a  series  of  programs  for  the 
American  Red  Cross.  Shows  will 
be  shortwaved  to  this  country  by 
the  BBC  and  will  also  be  tran- 

scribed for  America. 

Weather  Man  Series 
WEATHER  MAN,  Chicago 
(weather  indicators),  has  pur- 

chased Kitchen  Kapers,  live  talent 
quarter-hour  six  days  a  week  on 
WHN,  New  York.  Agency  is  Rob- 

ert Kahn  &  Associates,  Chicago. 

Page  42  •  September  14,  1942 BROADCASTING  •  Broadcast  Advertising 



Hourly  Block  Plan 

Adopted  by  Mutual 
Balanced  Program  System  to 
Be  Started  in  October 

REVISED  network  program  serv- 
ice, highlighted  by  a  specifically 

planned  hour-by-hour  format  to  go 
into  effect  early  in  October,  was 
announced  by  Adolph  Opfinger, 
Mutual  program  director,  who  pre- 

sided over  a  two-day  meeting  of 
15  MBS  station  program  managers 
and  network  executives  Sept.  9-10 
at  the  Hotel  Cleveland,  Cleveland. 

Mr.  Opfinger  stated  that  each 
hour  block  of  time  on  the  network 
would  become  an  independent  self- 
sustained  unit  balancing  news, 
music,  variety  and  war-effort  fea- 

tures to  offer  listeners  a  varied 
combination  of  broadcasts.  A  fea- 

ture of  the  fall  schedule,  he  stated, 
will  be  six  half-hour  variety  musi- 

cal shows  inserted  in  the  daytime 
hours. 

13  Newscasters  Daily 
On  each  hour  from  10  a.m.  to 

10  p.m.,  five  days  per  week,  Mutual 
will  present  13  different  news- 

casters, including  Sydney  Moseley, 
Boake  Carter,  Cedric  Foster, 
Frank  Singiser,  Sheelah  Carter, 
Philip  Keyne  -  Gordon,  Fulton 
Lewis,  jr.,  Cal  Tinney,  Gabriel 
Heatter,  Raymond  Clapper  and 
John  B.  Hughes. 

Additional  program  features  de- 
signed to  spur  the  war  effort  will 

be  scheduled  into  the  hour  blocks, 
with  new  programs  of  this  nature 
originating  from  New  York  and 
Buffalo.  The  daily  5:15-6  p.m. 
Children's  Hour^  now  highlighted 
by  Superman  at  5:30  p.m.,  vsdll  con- 

tain two  more  well  known  series, 
details  of  which  will  be  announced 
later. 

A  resolution  was  adopted  by  the 
Mutual  program  managers  pledg- 

ing further  cooperation  to  the 
armed  forces  and  the  various  gov- 

ernmental agencies. 

Winchell  Leads  in  West 

AUGUST  Pacific  program  ratings 
released  by  C.  E.  Hooper  follow- 

ing the  measurement  of  listening 
homes  west  of  the  Rockies,  list 
Walter  Winchell's  program  in  first 
place  with  16.7,  although  the  com- 

mentator was  on  vacation  and  was 
replaced  by  substitute  commenta- 

tors. The  other  nine  programs  in 
the  Pacific  "Top  10"  follow  in 
order:  One  Man's  Family,  Mr.  Dis- 

trict Attorney,  Kay  Kyser,  Sizing 
Up  the  News,  News  (Alka  Seltzer), 
Frank  Morgan,  Adventures  of  the 
Thin  Man,  Major  Bowes  and  The 
March  of  Time. 

The  appearance  for  the  first  time 
of  four  news  reports  in  the  "Top 
10"  reflects  the  public's  continuing 
interest  in  radio  news  reporting, 
according  to  Hooper. 

MARK  VAN  DOREN,  chairman  of 
InvUation  to  Learning  on  CBS,  has 
edited  a  Home  Library  Edition  of  the 
discussions  of  literary  works,  featvired 
on  the  program.  Virst  edition  of 
•")0,000  copies  has  been  released  by Garden  City  Publishing  Co.,  N.  Y. 

LATIIS  BEAM  GIVEN 

THREE  NET  SERIES 
ADDITIONAL  programs  to  be 
shortwaved  to  Latin  America  in 
cooperation  with  the  radio  division 
of  the  Office  of  the  Coordinator  of 
Inter-American  Affairs  via  CBS 
[Broadcasting,  Aug.  31]  are: 
Your  Hit  Parade,  Twenty  Fifth 
Letter,  and  Their  Words  Burn. 

Hit  Parade,  the  American  To- 
bacco show,  will  be  shortwaved  to 

Latin  America  simultaneously  with 
the  domestic  broadcast.  English  an- 

nouncements will  be  faded  out  and 
Spanish  and  Portugese  messages 
substituted. 

Starting  Sept.  18  a  series  based 
on  the  scripts  of  former  CBS  series 
Twenty  Fifth  Letter,  will  be  short- 
waved  to  Latin  America, 

Their  Words  Burn,  a  third  series, 
will  consist  of  dramatizations  of 
the  lives  of  famous  European  writ- 

ers whose  works  have  been  burned 
by  the  Nazis  and  who  have  been 
persecuted  by  the  Axis. 

Bendix  Interested 
BENDIX  AVIATION  Corp.,  South 
Bend,  Ind.,  which  last  year  spon- 

sored the  Government  Treasury 
Hour  program  on  the  BLUE  for 
a  13-week  period,  is  reported  in- 

terested in  taking  over  Cheers 
From  the  Camps,  Army  show 
which  General  Motors  Corp.,  De- 

troit, is  currently  sponsoring  on 
CBS  on  an  institutional  basis  but 
will  discontinue  after  the  Sept.  29 
broadcast.  No  confirmation  of  the 
rumor  could  be  obtained  from 
Campbell-Ewald  Co.,  of  New  York, 
agency  handling  the  show  for  Gen- eral Motors,  nor  from  Buchanan  & 
Co.,  New  York,  the  Bendix  agency. 

NO  GENTLEMAN  FARMER  is 
Earl  Godwin,  wellknown  White 
House  correspondent,  heard  on 
t  ord  Motor  Co.'s  Watch  The  World 
Go  By,  BLUE  network.  Earl  spends 
all  his  leisure  moments  on  his 
f •=rm  at  Fairfax.  Va.,  15  miles  from 
Washington,  doing  chores. 

Welters  in  'Digest' LARRY  WOLTERS,  radio  editor  of 
the  Chicago  Tribune,  is  the  author  of 
a  feature  story  in  the  October  issue 
of  Readers  Digest  titled  "Command 
Performance  for  the  AEF".  The  story describes  the  operation  of  Command 
Performance,  the  War  Dept.  weekly 
transcribed  program  for  the  forces abroad. 

^  ae/z 

NO  WONDER! 

This  sun-bathed,  irri- 
gated empire  produces 

the  year-round.  Recent 
nation-wide  comparisons  of  1929-  1941  Farm  Incomes  reveal  that  Arizona  tops  every 
state  in  the  Union  with  a  gain  of  147%.  This  is  but  one  of  the  many  ways  in  which 

Arizona's  per  capita  wealth  is  growing  by  leaps  and  bounds.  Reach  for  your  share 
of  it  through   KTAR  .  .  .  Arizona's  oldest  and   most  powerful   broadcasting  station. 

UhkancL  BROADCASTING  Vi.9n£. 
Represented  Nationally  by 

San  Franci«o Los  Angeles 

with  the PHOENIX 

RlPt/BUC 

CUuL 

CAZITTI 
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I  A*  Me 

CONTROL 

I  ROOM 

GUSTAVE  COOPERSMITH.  control 
room  staff  member  of  WGY,  Schenec- 

tady, formerly  of  WKIP,  Poughkeep- 
sie,  N.  Y.,  recently  married  Miss  Bar- bara Pittman  of  Mount  Vernon. 
L.  WALT  STINSON,  chief  engineer 
of  KVOO,  Tulsa,  is  on  special  foreign 
military  service  for  the  Army ;  How- 

ard Hamilton  is  acting  chief  engi- neer. 

CHARLES  BEARD,  engineer,  and 
Eileen  PitUlo,  secretary  of  WWNC, 
Asheville,  N.  C,  plan  to  be  married 
Sept.  20. 
AL  STEIN,  former  transmitter  engi- 

neer at  KWG,  Stockton.  Cal.,  has 
joined  the  engineering  staff  of  KPRO, 
Riverside,  Cal. 
E.  L.  BERNHEIM,  studio  engineer 
of  NBC-Chicago  for  the  past  12  years, 
has  been  commissioned  a  captain  in 
the  chemical  warfare  division  of  the 
Army. 
GORDON  SHAW  has  joined  the  oper- 

ators staff  of  WCAP,  Asbury  Park, 
N.  J. 
HAROLD  STONE  is  now  control 
room  operator  of  WJLS,  Beckley,  W. 
Va. 
WILLIAM  ROBINSON,  chief  engi- 

neer of  WHEB,  Portsmouth,  N.  H.. 
has  joined  the  maintenance  staff  of 
CBS,  Boston. 
WILSON  PACE,  control  operator  of 
WFBC,  Greenville,  S.  C,  has  been 
named  chief  audio  engineer.  Byron 
Jenkins  has  been  transferred  to  the 
control  room.  Hubert  Brown,  chief  au- 

dio engineer,  Coined  the  technical  staff 
of  WKRC,  Cincinnati,  Aug.  15. 

Anzac  Coverage 

FROM  halfway  round  the 
world,  passed  by  the  censor, 
came  a  letter  to  Mildred 
Bailev,  of  MorJ^rn  Kitchen 
broadcast,  on  WTAG,  Wor- 

cester, requesting  a  copy  of 
Miss  Bailey's  WTAG  cook- book. The  writer,  at  4ZB, 
Dunedin,  New  Zealand,  had 
read  about  the  cookbook  in 
the  June  1  Broadcasting. 

DICK  SEITZ,  engineer  of  WFIL, 
Philadelphia,  has  been  promoted  to 
engineering  supervisor,  replacing  Lou 
Littlejohn,  who  was  recently  promoted 
to  acting  chief  engineer. 
RAYMOND  HARRIMAN,  formerly 
of  WBAL,  Baltimore,  has  joined  the 
engineering  staff  of  WIP,  Philadelphia. 
CHARLIE  COLEMAN,  engineer  of 
WFIL,  Philadelphia,  who  has  been 
with  the  station  almost  since  its  in- 

ception, is  at  Miami  Beach  as  first 
lieutenant  in  the  Army  Air  Forces. 
ROBERT  SHORT,  announcer  of 
WHCU,  Ithaca,  will  also  be  control 
engineer  of  the  station. 
ART  GARCIA,  formerly  of  KICA, 
Clovis,  N.  M.,  is  now  on  the  engi- 

neering staff  of  KGGM,  Albuquerque, 
N.  M. 
JACK  R.  WAGNER,  formerly  of  the 
engineering  staff  of  KQW,  San  Jose, 
Cal.,  is  now  civilian  radio  engineer 
with  the  Signal  Corps  at  MeClellan 
Field,  Cal. 

SAM  LYLE'S,  transmitter  supervisor of  WPTF,  Raleigh,  N.  C,  recently 
married  Daphne  Sherrod. 
ROLLAND  MEDLER,  transmitter  su- 

pervisor of  WJHL,  Johnson  City, 
Tenn.,  entered  the  Arm:'  Sept.  2. 

5000  WATTS
 1330  KllO 

c  NATION  OF
  DCTNCT.V6  

FEATURES CORK'S  STAT
.ON 
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MARTHA  DEANE,  commentator 
of  WOE,  New  York,  demonstrates 
the  effectiveness  of  "black  light 
lamps"  during  a  studio  blackout. 
Microphone  has  been  painted  with 
invisible  paint  and  script  has  been 
typed  with  a  standard  typewriter 
ribbon  dipped  in  the  same  paint. 
When  exposed  to  the  unseen  rays 
of  the  ultraviolet  lamp,  developed 
by  Westinghouse  Electric  &  Mfg. 
Co.,  and  called  the  "black  light 
lamfp,"  all  painted  objects  give  off 
a  luminous  greenish  light. 

U  of  Chicago  to  Conduct 

Army  Electrical  Course 
NEW  20-week  course  in  advanced 
radio,  electronics,  and  microwaves 
will  be  opened  at  the  U  of  Chicago 
for  the  Army  Signal  Corps,  with 
men  18-45  who  have  had  college 
mathematics,  including  calculus, 
and  a  year  of  college  physics, 
eligible. 

The  tuition  free  course  is  spon- 
sored by  the  U.  S.  Office  of  Edu- cation and  candidates  must  apply 

for  admission  to  the  electronics 

group  of  the  Army  Enlisted  Re- serve Corp.  Men  accepted  are  paid 
$1,620  to  $2,600  while  at  the  uni- 

versity, and  qualified  trainees  are 
awarded  second  lieutenant's  com- missions on  completion  of  the 
wnrk.  Men  not  phvsically  qualified 
will  be  used  as  civilian  engineers. 

KTHS.  Hot  Springs,  Ark.,  10,000-watt clear  channel  BLUE  affiliate  on  1090 
kc,  has  appointed  The  Branham  Co. 
exclusive  national  representatives,  as 
announced  by  Kenneth  KeUam,  man- 

Influenc'mg  Sales 

FAR  Beyond  Pontiac 

In  cities  .  .  .  villages  .  .  .  farms 
.  .  .  for  miles  and  miles  around 
Pontioc  .  .  .  the  messages  of  na- 

tional, regional  and  local  adver- 
tisers are  heard  over  WCAR's 1000  streamlined  watts. 

GET  THE 
FACTS 
FROM WCAR 

PONTIAC,  MICHIGAN 
or  the  Foreman  Co.  •  Chicago  •  New  Yoric 

U.  S.  And  British  Forces 

Merging  Communication 
A  PROGRAM  of  closer  coordina- 

tion of  radio  and  other  communica- 
tion between  the  United  States  and 

British  combat  forces  has  been  in- 
augurated following  conferences  in 

this  country  between  Air  Commo- 
dore O.G.W.G.  Lywood,  Director 

of  Signals,  British  Air  Ministry, 
and  officers  of  the  U.  S.  Army  Sig- 

nal Corps  and  the  Army  Air 
Forces,  the  War  Department  an- nounced last  Friday. 

The  British  delegation  was  con- 
ducted on  a  tour  including  visits 

to  radio  manufacturing  centers,  re- 
search and  development  establish- 

ments and  communications  training 
schools.  The  tour  was  arranged  by 
Maj.  Gen.  Dawson  Olmstead,  Chief 
Signal  Officer,  and  Col.  Alfred  W. 
Marriner,  Director  of  Communica- 

tion for  the  Army  Air  Forces. 

Called  to  Colors 

WAR  DUTY  has  called  four  more 
from  the  staff  of  KYW,  Philadel- 

phia. Two  engineers,  James  Thunell 
and  LeRoy  Anspach,  have  been 
commissioned  second  lieutenants  in 
the  Army  Air  Forces  and  have  left 
for  active  duty.  Another  going  into 
the  Army  is  Jack  Pearce,  traffic 
supervisor.  Another  member  of  the 
engineering  staff,  Marshall  Soura. 
resigned  to  teach  mathematics  and 
elementary  radio  in  a  Government- 
sponsored  course  at  the  South  Phil- 
adephia  High  School.  New  addition 
to  the  engineering  staff  is  Robert 
J.  Culler,  formerly  of  WFBR,  Bal- 

timore, who  replaced  LeRoy  Ans- 
pach for  the  duration.  Another 

newcomer  to  the  KYW  staff  i& 
"Colonel  Bill"  Gallehev.  fnrmflrlv 
educational  director  of  WFIL,  Phil- 

adelphia, and  identified  with  chil- dren's programs. 

New  FM  Outlet 

WPEN,  PHILADELPHIA,  be- 
came the  fourth  local  station  to 

provide  listeners  with  FM  service. 
The  station  opened  its  FM  adjunct, 
W73PH,  Sept.  8,  providing  a  daily 
service  from  1  to  4  p.m.  and  6  to 
9  p.m.  WFIL,  WCAU  and  WIP  are 
the  other  Philadelphia  stations  op- 

erating FM  adjuncts. 

Radio  Courses  Listed 
COLUMBIA  U,  which  launches  its 
1942-43  session  Sept.  24,  will  offer 
its  usual  courses  in  radio  writing 
and  production.  Lewis  H.  Titterton, 
script  division  manager  of  NBC  is 
to  be  a  speaker  in  one  of  the  eight 
roundtable  conferences  on  profes- 

sional writing  and  the  dramatic 
arts. 

Affiliate  Station  WIS  Ctilcago 
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f>^  PROGI^AMS 

A FOOD  QUIZ  show,  w
ith 

food  prizes  for  knowledge 
of  food  and  cooking  tech- 

nique, was  started  Sept. 
10  on  WFIL,  Philadelphia,  by 
the  Philadelphia  Record.  Titled 
Fun  With  Food,  contestants  are 
picked  from  the  studio  audience  to 
answer  questions  about  food  and  its 
preparation.  Questions  selected 
among  those  submitted  by  listeners 
receive  market  bags  with  nationally 
advertised  groceries.  Prizes  for 
winning  contestants  are  baskets 
packed  with  food  enough  for  a  com- 

plete dinner.  In  addition,  visiting 
celebrities  are  featured  on  each 
program,  Willie  Howard,  featured 
in  the  Priorities  of  194-2  revue,  the 
guest  for  the  inaugural  broadcast. 
Tickets  for  the  broadcast  are  dis- 

tributed by  the  station  and  through 
the  newspaper. *      ❖  ❖ 

Victory  Tunes 
TO  ENCOURAGE  the  writing  of 
new  inspirational  patriotic  and 
War  Bond  songs,  WHN,  New  York, 
in  cooperation  with  the  New  York 
War  Savings  Staff  of  the  Treasury, 
has  launched  a  series  titled  Songs 
for  Victory.  War  songs,  which  have 
been  pouring  into  the  Treasury 
from  amateur  and  professional 
writers  for  the  past  few  months,  as 
well  as  the  old-time  patriotic  airs, 
are  presented  in  a  weekly  evening 
show  by  well-known  singers  and 
chorus  groups. 

^  ^ 
Safety  Song  Drive 

FOLLOWING  up  his  campaign  to 
enlist  children  in  singing  his  safety 
songs,  Irving  Caesar,  creator  and 
director  of  Mutual's  Sing  a  Song  of 
Safety  Club,  will  launch  a  drive  to 
enroll  100,000  school  teachers  in 
the  safety  song  movement  this  fall. 
Caesar's  book,  bearing  the  same 
title  as  his  program,  has  been  ac- 

cepted by  various  boards  of  educa- 
tion, and  has  been  praised  by  local 

State  and  national  officials. 

Labor  in  Britain 
BRITISH  LABOR  problems  are 
discussed  in  a  BBC  program  re- 
broadcast  on  WNYC,  New  York, 
each  week  under  the  title  Working 
for  Victory.  Interviews  with  groups 
of  workers  are  featured  in  the 
series. 

A  Good  Night's  Sleep 
STRAUSS  WALTZES,  semi-clas- 

sical and  popular  musical  selections 
are  featured  on  a  half-hour  pro- 

gram of  quiet  music  of  yesterday. 
Let's  Relax,  by  WLOL,  Minneap- 

olis, evenings  10:30  except  Satur- 
day. "Sit  back,  rest  and  forget 

your  cares  for  a  little  while,"  the 
announcer  says.  "There's  nothing you  can  do  about  things  tonight. 
After  the  program,  get  a  good 
night's  sleep  to  prepare  you  for  a 
day  of  effort  for  the  America  we 
love."  Commercials  are  kept  to  a 
minimum.  The  sponsor  is  the  Min- 

neapolis Star  Journal  and  Tribune. 
*  *  * 

Successful  Survey 
NEW  tri-weekly  program  on 
KROW,  Oakland,  Cal.,  Calling  All 
Kitchens,  has  Kathleen  Jensen,  pro- 

gram conductor,  telephone  during 
the  program  listeners  who  have 
previously  registered  at  grocery 
stores,  ask  a  quiz  question  for 
which  one  dollar  is  paid,  then  ask 
a  question  about  Remar  Bread,  the 
product  featured.  A  correct  answer 
rates  two  dollars.  Nearly  half  the 
listeners  telephoned  listen  to  the 
program  and  know  the  rules  of  the 
contest. 

*  *  * 
Home  Front 

SPOTLIGHTING  industrial  work- 
ers, WWSW,  Pittsburgh,  has  start- 

ed a  new  half  hour  weekly  series 
Industry  Presents,  with  a  narrator 
and  announcer  presenting  the  story 
of  war  effort  contributions  of  local 
industrial  plants.  Recorded  patrio- 

tic music  is  used  for  a  background. :!i  *  * 

'Our  Block' 
CIVILIAN  DEFENSE  activities 
are  described  by  citizens  active  in 
Chicago's  OCD  block  organization 
on  Our  Block,  weekly  quarter-hour 
on  WBBM,  Chicago.  The  program 
has  been  broadcast  several  months 
and  is  offered  for  sponsorship. 

Program  Citation 
A  CITATION  of  merit  for  the  ex- 

cellence of  its  program,  The  Meredith 
Family,  was  awarded  to  the  Dayton 
Council  for  Defense  by  Dan  T.  Moore, 
director  of  the  Fifth  Region  Office  of 
Civilian  Defense.  The  series  is  broad- 
east  on  WHIG,  Dayton. 

THE  LEADING  FARM' 

STATION  IN  THE  EAST 

And  we  can  prove  it!  Straight,  scientific  form  shows  by 
the  New  York  State  College  of  Agriculture  for  15  years 
can't  go  wrong.  Plus  $204,000,000  in  annual  retail  sales .  .  .  primary  audience  of  408,750  of  which  60,000  fami- 

lies are  farmers  .  .  .  And  WHCU  is  their  station  .  .  . 
and  they'll  tell  you  so.  Want  proof  of  performance? 
Drop  us  a  note  or  contact  ony  McGillvra  man.  Don't miss  this  solid  bet. 

WHCU 

ITHACA,  NEW  YORK 

/1000  WATTS         CBS         870  KC 

Letters  to  Son 

PERSONAL  correspondence  of 
Rose  Hildebrand,  British  novelist 
and  war  refugee  in  Chicago,  and 
her  14-year  old  son  Peter,  from 
their  friends  at  home,  provides  ma- 

terial for  Letters  From  England, 
thrice  weekly  five-minute  portion 
of  Victory  Matinee,  a  two-hour 
afternoon  program  on  WBBM, Chicago. 

Days  to  Come 
FIRST-HAND  vocational  informa- 

tion for  youngsters  is  offered  by 
WFIL,  Philadelphia,  in  a  new  pro- 

gram series  titled,  When  I  Grow 
Up,  scheduled  twice-weekly,  5-5:15 
p.m.  Written  and  directed  by  Ed- 

mund Dawes,  educational  director 
of  WFIL,  each  program  gives  a  boy 
or  girl  the  opportunity  to  discuss 
their  chosen  profession. 

FULTON  LEWISjr 

12  PAGES  IN  ONE  ISSUE  OF  THE 

CONGRESSIONAL  RECORD  WERE 

DEVOTED  TO  FULTON  LEWIS,  JR. 

BROADCASTS  ON  THE  SYNTHETIC 

RUBBER  PROBLEM. 

"A  MODEL 

COMMI
NTATO

R" 
0.  S.  SE

NA« 
No  Other  commentator  in  the  history  of  radio 
has  had  the  distinction  of  being  quoted  so  greatly 

in  the  Congressional  Record.  100%  of  Fulton 

Lewis,  Jr's.  broadcasts  pertaining  to  his  investi- 
gation of  the  synthetic  rubber  situation  have 

been  inserted  in  the  Senate  proceedings.  Surely, 

no  other  radio  personality  is  so  highly  regarded. 

NOW  ON  180  MUTUAL  STATIONS 

THE  LARGEST  HOOK-UP  OF  ANY 

RADIO  PERSONALITY  ON  THE  AIR 

Curently  sponsored  on  69  stations.  Fulton 
Lewis,  Jr.  is  available  for  sponsorship  over 
YOUR  STATION,  at  YOUR  OWN  ONE 
TIME  QUARTER  HOUR  RATE  PER 
WEEK.  This  should  be  the  easiest  thing 
you  ever  sold.  Wire,  phone  or  write  WM. 
B.  DOLPH,  WOL.  WASHINGTON.  D.  C. 

ORIGINATING  FROM  WOL  WASHINGTON,  D.  C. 

Affiliated  with  the  MUTUAL  BROADCASTING  SYSTEM 
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Nebraska's  Salvage  Campaign 

Succeeds  With  Help  of  Radio 

wow  Awarded  Creighton  Plaque  For  Its  Part  in 

Promoting  Drive  That  Drew  Nelson's  Praise 
WHOLEHEARTED  support  of  all 
the  stations  in  the  State  con- 

tributed to  the  successful  scrap 
salvage  drive  conducted  by  the 
Omaha  World-Herald,  which  was 
cited  by  WPB  Director  Donald 
Nelson  as  a  model  campaign,  ac- 

cording to  the  Nebraska  Assn.  of 
Broadcasters. 

In  a  letter  to  Editor  &  Publisher, 
trade  journal  in  the  newspaper 
field,  Art  Thomas,  secretary  of 
the  Nebraska  association  and  man- 

ager of  WJAG,  Norfolk,  said  that 
"unfortunately  your  article  did 
not  tell  the  whole  story".  Mr.  Nel- 

son, following  the  success  of  the 
Nebraska  campaign,  had  invited 
leading  newspaper  publishers  to 
Washington  to  spur  the  scrap  drive. 

Radio  Support 

"You  should  tell  the  publishers 
who  were  influenced  by  your  arti- 

cle," Mr.  Thomas  advised  the  trade 
journal,  "that  they  cannot  dupli- 

cate the  Nebraska  plan  unless  they 
have  the  same  wholehearted  sup- 

port of  all  the  radio  stations  in 
their  States  that  the  World-Herald 
had  in  Nebraska. 

Buttressing  the  contention  of 
Mr.  Thomas  was  the  action  Sept. 

5  of  Creighton  University  in 
Omaha,  awarding  its  School  of 
Journalism  plaque  to  WOW  as  the 

station  which  performed  "the  most 
outstanding  work  in  promoting  the 
recently  successful  scrap  metal 
drive."  Rev.  Thomas  S.  Bowdern, 
S.  J.,  regent  of  the  school,  advised 
John  J.  Gillin  Jr.,  WOW  general 
manager,  of  the  award  by  the 
faculty  members  of  the  school  and 

congratulated  him  on  "a  patriotic 
service  well  done." 

Mr.  Gillin  in  commenting  on  the 
award  said  that  Nebraska  did  a 

"grand  job"  in  collecting  the  scrap, 
but  that  it  was  the  people  who  did 
it.  "The  part  radio  played  in  the 
campaign,  however,  should  be  told 
to  the  nation.  The  Omaha  World- 
Herald  did  an  outstanding  job,  but 
Art  Thomas  is  right  in  the  fact 
that  radio  did  do  its  share  and  did 
wholeheartedly  support  the  cam- 

paign." 

"There  should  be  some  way  in 
which  a  better  relationship  could 
be  worked  out  between  the  broad- 

casters and  the  publications — 
newspapers  as  well  as  magazines," Mr.  Gillin  commented. 

Mr.   Thomas,  in  his  letter  to 

HOW  TO  GET  THE  MOST 

OUT  OF  YOUR  RADIO  DOLLAR 

IN  CENTRAL  NEW  YORK 

Pick  the  one  Syracuse  Sta-  , 

tion  in  four  that  consistently 

shows  more  audience  than 

the  other  three  stations 

combined.  Does  it  six  times 

a  day  —  day-in  and  day-out. 

Pick  ... 

WFBL 

MEMBER  OF  BASIC  NETWORK  COLUMBIA  BROADCASTING  SYSTEM 
FREE  &  PETERS,  Inc.  Eic/usiie  National  Representatives 

Editor  &  Publisher,  continued: 
"Ask  the  World-Herald  if  they 

did  not  solicit  and^et  the  help  of 
all  the  radio  stations  of  Nebraska. 
Your  article  gave  stations  no  credit 
for  the  success  of  the  scrap  cam- 

paign and  they  are  entitled  to  a 

great  deal. "Radio  is  used  to  this  sort  of 
treatment  at  your  hands  and  I 
would  say  nothing  about  the  mat- 

ter were  it  not  for  the  fact  that 
your  misleading  article  has  helped 
get  the  newspapers  of  the  United 
States  behind  a  campaign  which 
cannot  succeed  as  it  did  in  Ne- 
braska. 

"We  believe  you  should  give  your 
readers  the  full  facts.  If  you  feel 
I  am  prejudiced,  make  an  investi- 

gation of  your  own." The  full  text  of  Father  Bow- 
dern's  letter  to  Mr.  Gillin  follows: 

It  is  a  distinct  pleasure  to  notify 
you  that  the  plaque  offered  by  the 
Creighton  University  School  of  .Jour- 

nalism to  the  radio  station  in  Ne- 
braska which  performed  the  most  out- 

standing work  in  promoting  the  re- 
cently successful  scran  metal  drive  has 

been  awarded  to  WOW. 
The  faeultv  members  of  the  CiPigh- 

ton  University  School  of  .lounml'sm, 
who  judged  the  entries  s'lhmitred  in 
this  competition,  have  asked  me  to 
convey  to  you  their  fonj^ratulations 
on  a  patriotic  service  v/ell  done. 

Presentation  of  the  plaque  will  be 
made  in  the  near  future  v.ith  a  fitting 
ceremony.  We  shall  release  a  story 
to  your  news  department  at  the  earli- 

est possible  date. 
For  your  informatiou.  in  the  com- 

petition for  daily  newspapers  the 
judges  awarded  the  first-olace  i>lnnue to  the  Holdrege  Daily  Citizen,  a  first 
honoarble  mention  to  the  Pluii^r>i<i''iAh 
Evening  Journal,  and  a  second  honor- able mention  to  the  Nehratka  OHy 
Neios-Press.  The  Omnha  Worltl-IIer- 
ald,  which  did  an  outstanding  joi)  in 
sponsoring  the  recent  drive,  eliminated 
itself  voluntarily  from  the  competition 
for  daily  newspapers. 

In  the  weekly  field  the  first-place 
plaque  went  to  the  Blair  Pilot-Tri- bune. Honorable  mention  citations 
were  given  in  this  order  :  the  Madison 
Star-Mail,  the  South  Omaha  Sun,  the 
Randolph  Times-Enterprise,  the  Graf- 

ton Journal,  and  the  Omaha  Star. 
Again,  congratulations  to  you  and 

to  all  the  Nebraska  radio  officials, 
and  newspaper  editors  and  publishers, 
who  showed  the  nation  once  again 
why  Nebraska  is  properly  called 
"The  White  Spot  of  the  Nation." 

Game  Meat  Series 

ILLINOIS  Commercial  Men's 
Assn.,  Chicago  (personal  accident 
insurance),  on  Sept.  15  will  start 

sponsorship  of  Sportsmen's  Spot- 
light, weekly  quarter-hour  for hunters  and  fishermen  on  WGN, 

Chicago,  by  Bob  Becker,  outdoor 
editor  of  the  Chicago  Tribune.  Use 
of  wild  game  meat  in  home  meals  is 

urged  to  aid  in  the  Government's meat  conservation  plan.  Agency  is 
L.  W.  Ramsey  Co.,  Chicago. 

Detroit  WAVE  Candidate 
FIRST  officer  candidate  for 
WAVES  from  Detroit  area  was 
Martha  Jane  Shugg,  transcription 
librarian  of  WWJ  for  the  past 
two  years.  Miss  Shugg,  daughter 
of  a  World  War  second  lieutenant, 
and  sister  of  an  Air  Forces  flying 
cadet,  will  train  at  Smith  College 
for  a  commission.  A  graduate  of 
Wellesley,  she  majored  in  music theory. 

RADIO  USES  WOMEN  and  more 
women!  WSBA,  York,  Pa.,  airs  a 
remote  broadcast  from  a  doAvntowu 
dance  spot  with  girl  operator,  Jane 
Trent,  at  the  controls  for  Announc- 

er Saralee  Deane. 

RADIO  TIME  BONUS 

Station  Gives  Discounts 

 In  Extra  Time  

TO  ASSIST  the  wartime  adver- 
tiser, "faced  with  curtailed  bud- 

gets expected  to  stretch  to  vast 
proportions,"  WSAN,  AUentown, 
Pa.,  is  offering  a  series  of  "war- 

time discounts"  payable  not  in 
money  but  in  time  on  the  station. 
This  bonus  time  may  be  added  to 
the  end  of  the  contractual  schedule 
or  used  during  the  contract  period, 
according  to  the  announcement 
made  by  B.  Bryan  Musselman,  gen- 

eral manager  of  WSAN.  It 
must  be  of  the  same  type  of  pre- 

sentation as  the  initial  campaign 
or  in  lesser  units  than  the  original 
campaign. 

The  WSAN  war  discounts  apply 
to  all  non-network  advertisers 
spending  $300  or  more,  net,  with 
the  station  during  a  calendar  year. 
Discounts  run  from  3%  in  addition- 

al time  for  advertisers  spending 
$300  net  to  10%  in  additional  time 
for  advertisers  spending  more  than 
$1,000  net  with  WSAN. 

Wins  WEAF  Title 

WINNER  of  the  "Miss  WEAF" title,  as  announced  last  Thursday 
by  WEAF,  New  York,  at  a  lunch- eon at  the  Waldorf,  was  Miss 
Katherine  Donaldson  of  New  York, 
who  was  selected  by  seven  judges 
from  the  contestants  born  in  Au- 

gust, 1922,  WEAF's  birth  month and  year.  Miss  Donaldson  will  be 
given  a  Saks  Fifth  Ave.  evening 

outfit,  an  evening  as  WEAF's guest  at  a  Broadway  show  and 
nightclub,  plus  publicity  and  pro- motional buildups  to  help  further 
any  radio,  screen  or  stage  aspira- 

tions she  may  have. 

'E'  Award  to  Philco 

JOINT  Army-Navy  'E'  in  recogni- tion of  their  war  production  records 
has  been  awarded  the  Trenton,  N. 
J.,  and  Sandusky,  Ohio,  plants  of 
Philco  Corp.,  formerly  leading  man- 

ufacturer of  civilian  radio  sets  and 
other  electrical  equipment.  Philco, 
now  100%  converted  to  war  work, 
is  producing  communications  equip- ment for  tanks,  airplanes  and  ships, 
shells  and  fuses,  and  industrial 
storage  batteries. 

GIROUX  Co.,  New  York,  has  re- 
ceived a  "cease  and  desist"  order  from 

the  Federal  Trade  Commission  re- 
garding certain  advertised  representa- tions for  its  products,  Apex,  English 

Pride  and  Old  English  Brand,  table 
sauces. 
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RUNOFF  IN  PRIMARY 

FACED  BY  SANDERS 
A  RUN-OFF  in  the  Democratic 
primaries  for  the  6th  Louisiana 
district,  involving  Rep.  Jared  Y. 
Sanders  Jr.,  Baton  Rouge,  author 
of  the  bill  to  reorganize  the  FCC, 
will  be  held  next  month  because  of 
the  failure  of  the  incumbent  to  get 
a  clear  majority  in  the  primaries 
last  week. 

Mr.  Sanders  was  opposed  for  the 
Democratic  nomination  by  James  H. 
Morrison,  Hammond,  La.,  attorney. 
Under  the  state  rules,  the  run-off 
will  be  held  prior  to  the  November 
elections.  The  nomination  is  tanta- 

mount to  election  in  Louisiana. 
Mr.  Sanders,  who  has  served  in 

the  73d,  74th  and  the  present 
(77th)  Congresses,  introduced  his 
bill  (HR-5497)  for  sweeping  re- 

vision of  the  Communications  Act 
and  reorganization  of  the  FCC  on 
Aug.  5,  1941.  Hearings  were  held 
on  the  measure  several  months 
ago,  with  a  subcommittee  to  be  ap- 

pointed shortly  to  rewrite  the 
measure. 

Three  Contracts  Signed 

By  AFRA's  Negotiators AMERICAN  Federation  of  Radio 
Artists  has  signed  a  contract  with 
WNAC,  Boston,  covering  staff  an- 

nouncers, marking  the  union's 
fourth  Boston  contract,  according 
to  Emily  Holt,  national  executive 
secretary  of  AFRA.  Renewal  con- 

tracts for  two  Los  Angeles  stations, 
KFWB  and  KMPC,  have  also  been 
negotiated,  signed  and  approved 
by  the  AFRA  board,  she  said. 
AFRA  tellers  have  completed 

their  tabulation  of  votes  for  the 
three  board  members  at-large,  rep- 

resenting the  12  locals  which  do 
not  have  enough  large  memberships 
to  entitle  them  to  individual  repre- 

sentation: Boston;  Dallas;  Detroit; 
Lawrence,  Mass.;  Miami;  Philadel- 

phia; Pittsburgh;  Portland,  Ore.; 
Racine,  Wis.;  Rochester,  N.  Y. ; 
Schenectady;  Washington,  D.  C. 
Elected  were:  Lawrrence  Tibbett, 
national  AFRA  president;  Gunnar 
Back,  president  of  the  Washington 
local,  and  Richard  Osgood,  Detroit 
president. 

STANDARD  RADIO  has  added  the 
following  new  and  renewal  subscrib- 

ers to  its  Program  Library  Service: 
WKY,  Oklahoma  City;  KERN, 
Bakersfield,  KWG.  Stockton;  WENS, 
Columbus;  KWTO,  Springfield,  Mo.; 
WTOC,  Savannah;  WJWC,  Ham- 

mond-Chicago ;  WROK,  Rockford, 
111.,  and  WHDL,  Olean,  N.  Y. 

WOMAN'S  TOUCH  at  the  console 
of  the  brand  new  control  room  at 
WTAR,  Norfolk,  Va.  Above  is  Mrs. 
C-  E.  Anthony,  first  girl  control 
operator  at  the  station,  who  moved 
into  the  engineering  room  at  the 
same  time  new  equipment  went 
into  operation. 

PALMOLIVE  SHIFTS 

ACCOUNT  TO  BATES 

COLGATE-Palmolive-P  e  e  t  Co., 
Jersey  City,  announced  last  week 
that  effective  Oct.  1,  advertising 
for  Palmolive  soap  would  be 
handled  by  Ted  Bates  Inc..  New 
York.  The  company  spent  about 
$2,000,000  last  year  on  advertising 
for  this  account,  and  is  currently 
using  Bachelor's  Children  on  NBC 
to  promote  it.  On  Sept.  28,  how- 

ever, that  program  will  be  taken 
over  by  Continental  Baking  Co., 
New  York,  which  will  place  it  on 
CBS  for  Wonder  Bread  [Broad- 

casting, Aug.  31],  an  account  also 
handled  by  Ted  Bates.  The  newly 
appointed  agency  will  announce 
plans  for  Palmolive  soap  later. 

Colgate  will  launch  Can  You  Top 
This?  on  NBC  Oct.  3,  in  the  Satur- 

day, 9-9:30  p.m.  period  for  Colgate 
Dental  Cream.  Program  is  cur- 

rently heard  on  WOR,  New  York, 
Tuesday  8:30-9  p.m.  and  will  con- 

tinue on  that  station  for  Kirkman 
&  Son,  Brooklyn,  a  division  of 
Colgate.  N.  W.  Ayer  &  Son,  New 
York,  handles  the  Kirkman  ac- 

count, and  Ted  Bates  Inc.,  New 
York,  is  dental  cream  agency. 

Nehi  Fall  Spots 
NEHI  Corp.,  Columbus,  Ga.,  last 
week  started  its  fall  campaign  for 
Royal  Crown  Cola  to  run  through 
the  end  of  this  year  on  stations  in 
selected  markets.  Drive  will  con- 

sist of  spot  announcements  on  a 
varying  basis  per  week.  Agency  is 
BBDO,  New  York. 

T  E  N  N  
E  5 

Logue's  30th FRANK  A.  LOGUE,  auditor 
of  Westinghouse  Radio  Sta- 

tions, stationed  in  Philadel- 
phia, marked  his  80th  year 

of  service  with  Westinghouse 
Sept.  9.  This  is  the  longest 
term  of  service  with  the  com- 

pany of  any  member  of  its 
broadcasting  staff. 

Quaker  Oats QUAKER  OATS  Co.,  Chicago,  in 
an  extensive  campaign  for  Aunt 
Jemima  pancake  flour  has  placed, 
through  Sherman  K.  Ellis  Inc., 
Chicago,  five-minute  transcribed 
programs  three  to  six  times  a  week 
starting  Oct.  1  on  WEEI  WABC 
WCAU  WWJ  WGN  KNK  KPO, 
and  starting  Oct.  29  on  WOL 
WJSV  WMAL  WFBR  WNAC 
WBEN  WOR  WEAF  WNEW 
WJZ  KYW  WGST  WADC  WCAE 
KARK  WKY  WTOC  WLW  WSM 
KLZ  WFAA  WJAX  WMAZ 
WGAR  WRVA  KMBC  KTSA 
WHO  WHAS  WWL  WJR  KSD 
WOW  WMC  WTMJ  WBBM  KFI 
KFRC  KGW  KSL  KIRO. 

Wyatt  for  Donohue 
JACK  WYATT  Jr.,  formerly  pro- 

duction manager  of  WNEW,  New 
York,  has  been  named  radio  di- 

rector of  Buchanan  &  Co.,  New 
York,  succeeding  Joseph  Donahue, 
who  has  joined  the  Myron  Selznick 
office  in  Hollywood. 

They  Bloomed 
GARDEN  FLOM^ERS  grown  from seeds  offered  listeners  last  May  on 
CBS  That  Breiosfer  Boy  turned  up 
recently  in  a  huge  bonnnet  fieliverd 
in  person  to  studios  of  CBS-Chicago, 
by  Mrs.  J.  R.  Wendell,  a  fan  from 
Joilet,  111.  Mrs.  Wendell  brought  her 
zinnias  and  gladiolas  from  Joilet  for 
her  favorite.  Constance  Crowder, 
portrayer  of  Mom  Brewster. 

Ham  Registration  Modified 
ONLY  permanent  changes  of  address 
need  be  registered  with  the  FCC,  the 
Commission  has  notified  amateurs 
registering  under  Order  No.  101, 
which  requires  notification  of  address 
change  within  five  days.  Licensees  in 
the  Armed  Forces  need  not  report 
changes  incidental  to  military  service. 

J.  WESLEY  KOCK.  engineering 
staff  member  of  KFEQ.  St.  Joseph, 
Mo.,  since  3934,  and  chief  engineer  for 
the  past  six  years,  has  been  commis- 

sioned a  lieutenant  in  the  Army  Sig- 
nal Corps.  Fred  Damm  succeeds  him 

as  chief  engineer. 

PAUL  H.  RAVMER  -CO. 

Plug  Beauty 

THEY  may  be  "Plug  Uglies" 
to  Reader's  Digest,  but  radio 
announcements  impress  lis- 

teners if  eight-year-old  Ruth 
Duskin,  Quiz  Kid  partici- 

pant, is  anv  evidence.  Re- cently the  Kids  were  tapping 
out  "La  Conga"  rhythm, 
when  Ruth  gave  out  good  and 

clear  with  "Why  that's  Dad's 
Old  Fashioned  Root  Beer." The  audience  caught  on,  but 
Breakfast  Club  m.c.  Don  Mc- 

Neill had  no  time  to  tell  lis- 
teners of  67  stations  in  the 

hookup  that  Ruth  was  re- 
peating selling  slogan  of 

Dad's  root  beer,  announced 
to  the  Conga  beat. 

Dominont  NBC 
 Bosic  Red 

Netv/ork  Statio
n  on  the 

Delmarva  Penin
soJo 

A  Better  Sales 
 Buy 

Than  Ever 

5,000  Watts  day
  and  night. 

In  one  of  the 
 country's 

l"oremos»  war  prod
uct.on 

areas. 

At  exceptionally
  low  cost, 

fevers  the  Deim
arva  Pen- 

Jnsola  and  sout
hern  New 

Jersey.  Write  di
rect  or  to. 

Sales  Representative 
PAUL  H.  RAYMER  CO. 
New  York  Chicago 

San  Francisco 
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On  the  Spot 
IN  the  midst  of  the  recent 
hot  Georgia  primary  cam- 

paign, technical  difficulties 
put  WRBL,  Columbus,  off  the 
air  just  before  an  important 
speech  was  scheduled.  Phones 
were  buzzing,  and  in  short 
order  the  station  was  accused 
of  deliberately  sabotaging  the 
speaker's  campaign.  Com- 

petent engineers  went  to 
woi'k,  however,  and  all  broad- 

casts were  heard — for  both 
sides. 

Co-Op  Disc  Plans 
COOPERATIVE  League  of  the 
USA,  which  represents  19  regional 
consumer  cooperative  groups  with 
headquarters  in  New  York,  is  plan- 

ning a  13-week  campaign  of  quar- 
ter-hour dramatized  transcriptions 

for  its  October  drive,  but  has  not 
definitely  decided  on  the  key  sta- 

tions to  carry  the  campaign.  The 
series  will  probably  be  on  a  once 
weekly  basis  and  will  feature  edu- 

cational scripts.  Agency  is  Ather- 
ton  &  Currier,  New  York. 

Three  KMBC  Yeomen 
HIRAM  MORTIMER  HIGSBY.  m. 
c.  of  the  Brush  Creek  Follies,  CBS- 
KMBC,  Kausas  City,  show  for  five 
years,  is  one  of  three  KMBC  staff 
members  to  get  Yeoman  3d  class  rat- 

ing as  Merchant  Marine  recruiting 
officer.  Mr.  Higsby  is  stationed  at 
Wichita.  Eddie  Edwards,  the  "George 
Washington  White"  of  Brush  Creek Follies,  is  stationed  at  Oklahoma 
City,  and  Neal  Keehn,  announcer,  is 
in  Tulsa. 

N.  Y.  Store  Series 
FRANCIS  ROGERS  &  SONS, 
New  York  department  store,  on 
Sept.  14  will  start  Kathryn  Crav- 

en's program  News  Through  a 
Woman's  Eyes  five  times  weekly 
on  YV^NEW,  New  York,  in  the 
period  4:45-5  p.m.  Miss  Cravens 
conducted  the  program  on  a  sus- 

taining basis  on  WNEW  through 
July  31  and  will  continue  to  an- 

alyze the  headlines  on  the  commer- 
cial series.  Agency  is  Callo,  Mc- 

Namara  &  Schoeneich,  New  York. 

■ 

MAN  TO  BE  SHOT  FROM  A  CANNON! 

WRC 

980  KC      5000  WATTS 

RED   NETWORK    OF   NATIONAL   BROADCASTING  CO. 
Represented  Nationally  by  NBC  Spot  Sales  Offices  in  Washington  —  New 
Yorl — Chicaqo — San  Francisco — Boston — Cleveland — Denver  and  Hollywood 

•Apologies  to  Famous  First  Fa ch 

SIX  PHILADELPHIA  stations — 
KYW,  WCAU,  WFIL,  WIP,  WPEN 
and  WDAS — joined  in  a  salute  to 
Rear  Admiral  Milo  Frederick  Draemel 
in  a  special  program  Sept.  6,  wel- 

coming him  to  his  new  post  as  Com- mandant of  the  Fourth  Naval  District. 
A  feature  of  the  broadcast,  which 
marked  one  of  the  few  times  that  local 
stations  cooperated  in  a  joint  program, 
was  the  rear-admiral's  traditional 
"thirteen  gun  salute"  in  the  form  of 
13  pledges  for  the  purchase  of  war 
bonds  from  workers  of  the  Philadel- 

phia Navy  Yard.  Musical  background 
was  furnished  by  Horace  Heidt's  or- chestra, broadcasting  from  the  stage 
of  the  Stanley  Theatre,  Camden,  N.  J. 

WHIT,  New  Bern.  N.  C  devotes  3-4 
p.m.  daily  to  commercials  for  mer- 

chants in  the  coastal  towns  of  More- 
head  City,  35  miles  distant,  and  Beau- fort, 40  miles  from  New  Bern. 

WHBC,  Canton,  O.,  originated  for 
a  Mutual  hookup  a  broadcast  of  the 
presentation  of  the  Army-Navy  'E' to  the  Diebold  Safe  &  Lock  Co.,  Can- 

ton, recently.  Half-hour  ceremony,  wit- nessed by  workers  from  the  plant, 
included  a  talk  by  Gov.  Bricker  and 
the  actual  presentation  by  Maj.  Harry 
P.  Croft,  chief  of  the  Industrial 
Service  Division,  Cleveland  Ordnance 
Division. 

KLZ,  Denver,  sent  its  mobile  unit  to 
broadcast  proceedings  when  the  Den- 

ver Remington  Arms  Plant  was 

awarded  the  Army-Navy  'E'. 
WEEI,  Boston,  discontinued  its  24- 
hour  schedule  Sept.  4,  when  the  sta- 

tion returned  to  its  original  schedule, 
5 :30  a.m.  to  1 :05  a.m.  weekdays ;  8 
a.m.  to  1 :05  a.m.  Sundays.  Sherman 
Feller,  whose  program  Night  Patrol 
is  omitted,  will  remain  at  WEEI  as announcer. 

WOWO,  Fort  Wayne,  is  running  a 
new  series  of  programs  featuring  the 
attraction  of  the  Hoosier  State,  heard 
Tuesdays  at  6 :45  p.m.  Abe  Andrews, 
former  editor  of  "Outdoor  Indiana" 
and  authority  on  Indiana's  natural  re- 

sources, in  cooperation  with  the  In- 
diana State  Division  of  Publicity  glor- 

ifies the  State's  vacation  spots  and 
state  parks. 

KXL,  Portland,  Ore.,  is  moving  to 
new  and  larger  studios  in  the  Orpheum 
Building  in  October,  according  to  Hal 
Wilson,  general  manager.  Latest 
soundproofing  methods  and  furrctional 
design  will  be  used. 

BMI  has  announced  the  addition  of 
WSBA,  York,  Pa.,  to  its  list  of  broad- caster licensees,  which  now  totals  805. 

TEDDY  POWELL 
records  for 

LANG-WORTH 

SALUTING  HER  COMRADES  in 
arms  is  Jeanne  Carter,  former  re- 

ceptionist of  KOA,  Denver,  who 
is  No.  20  in  the  list  of  KOA  em- 

ployes to  go  into  service.  Miss 
Carter,  now  a  specialist  in  the 
WAAC,  pays  respects  at  the  panel 
of  photos  of  staff  members  in uniform  already. 

Georgia  Sports  Network 
To  Air  Football  Games 

FALL  plans  for  the  15-station 
Georgia  Sports  Network,  includ- ing broadcast  of  all  U  of  Georgia 
games,  were  announced  last  week 
by  J.  W.  Woodruff,  Jr.,  executive 
manager.  The  games,  under  spon- 

sorship of  the  Nehi  Bottling  Co., 
will  be  handled  by  Jack  Gibney, 
James  Wood  and  Tony  Barrett  of 
the  sports  staff  of  WRBL,  Colum- bus. 

Offered  for  sponsorship  is  the 
Dodo  Club,  15-minute  breakdown 
of  previous  games,  with  sportscas- 
ters  and  guests  at  the  mike,  and 
featuring  the  award  of  the  Dodo 
Bird,  trophy  for  the  player  select- ed as  most  valuable  in  the  game. 

Records  for  Gifts 
RECORD  GUILD  of  America, 
New  York,  through  its  newly-ap- 

pointed agency,  H.  A.  Salzman 
Inc.,  New  York,  will  launch  a  cam- 

paign Oct.  12  for  records  as  Christ- 
mas gifts.  Firm  will  use  one  and 

five-minute  recordings  on  stations 
in  communities  where  the  discs 
may  be  purchased  at  local  stores. 
The  Guild  will  launch  a  similar 
drive  for  children's  records  after Christmas.  The  announcements 
include  tunes  from  the  records  of- fered for  sale. 

KTHS  Names  Branham 
APPOINTMENT  of  the  Branham 
Co.  as  exclusive  national  advertis- 

ing representative  for  KTHS,  Hot 
Springs,  now  under  new  manage- ment headed  by  John  McCormack, 
was  announced  last  week.  Mr.  Mc- 

Cormack is  general  manager  of 
KWKH  and  KTBS,  Shreveport,  in 
addition  to  supervising  the  KTHS 
operations.  Kenneth  Kellam  is  resi- 

dent general  manager  of  KTHS. 
The  station,  a  BLUE  outlet,  oper- 

ates with  10,000  watts  on  1090  kc. 

Johns  Joins  Walker 
J.  FRANK  JOHNS,  manager  of 
the  New  York  office  of  Howard  H. 
Wilson  Co.,  on  Sept.  14  takes  a 
similar  position  with  the  Walker 
Co.  Before  going  to  New  York, 
Mr.  Johns  spent  two  years  with 
Wilson  Company  in  Chicago  and 
for  five  years  before  that  was  with 
Free  &  Peters  and  its  affiliated  sta- 

tion representative  organization. 
Free,  Johns  &  Field. 

Page  48  •  September  14,  1942 BROADCASTING  •  Broadcast  Advertising 



A  Furniture  Storeys  Extra  Punch 

Portion  of  Net  Used 

To  Buy  Bonds  in 

Norfolk  Plan 

BY  SOL  LADERBERG 
Advertising  Manager, 

A.  J.  Legum  Furniture  Co.,  Norfolk 
The  booming  city  of  Norfolk, 

Va.,  presents  many  problems 
to  advertising  and  merchandising 
men  in  the  various  retail  stores. 
The  choice  of  advertising  media 
must  be  considered  carefully. 
Where  this  could  be  done  with  a 
foot-rule  a  year  ago,  it  takes  a 
yardstick  today. 

The  population  of  the  community 
has  doubled,  and  the  effective 
metropolitan  area  has  expanded  to 
take  in  a  good  part  of  the  adjoin- 

ing counties.  It  is  estimated  more 
than  30,000  new  homes  or  housing 
units  have  been  built  in  the  last 
two  years.  In  spite  of  this  growth 
it  has  not  been  adequate  to  care 
properly  for  the  influx  of  war- 
workers  to  this  market. 

It  is  my  opinion  that  many  of 
these  new  residents  do  not  have 
the  same  interest  in  our  news- 

papers that  they  had  in  their  own 
home-town  publications.  Also,  I 
question  whether  or  not  the  news- 

papers have  been  able  to  get  cir- 
culation into  all  the  war-inflated 

communities. 

Sold  On  Radio 
I  am  convinced  that  most  of 

these  new-comers  own  radios.  On 
the  basis  of  this  reasoning,  we 
negotiated  a  contract  with  WGH, 
BLUE  and  MBS  outlet  for  this 
Norfolk-Portsmouth-Newport  News 
market. 

A.  J.  Legum,  the  proprietor  of 
the  store,  has  always  been  a  firm 
believer  in  advertising,  promotion, 
and  merchandising  in  an  "all-out" 
manner.  Evidence  of  the  success  of 
this  policy  is  that  for  a  number  of 
years  now  this  store  has  done  the 
largest  dollar-volume  of  any  furni- 

ture store  in  the  market 
We  approached  radio  with  the 

same  thinking.  We  wanted  to  domi- 
nate the  air.  To  promote  a  special 

sales  event  we  signed  for  eight 
100-word  announcements  daily, 
and  bolstered  this  spot  campaign 
by  sponsoring  the  MBS  Fulton 
Lewis  program  locally  on  WGH  five 
nights  weekly. 

This  event  needs  a  word  or  two 

of  explanation.  Mr.  Legum  had  in- 
vested $50,000  in  War  Bonds,  and 

planned  to  buy  more.  He  conceived 
the  original  idea  of  offering  to  buy 
War  Bonds  with  all  the  money  that 
was  spent  with  him  for  furniture. 
That,  simply,  is  the  story. 
We  went  through  the  store  and 

reduced  our  floor  stock,  which  in- 
ventoried at  approximately  $200,- 

000,  by  $50,000.  This  represented 
an  average  reduction  of  25%. 

Swift  Action 

That  is  the  story  we  had  to  tell 
over  the  radio.  We  based  the  ad- 

vertising on  price  and  patriotic 
appeal,  pointing  out  that  pur- 

chasers could  get  needed  furniture, 
and  the  money  they  paid  down 
would  be  used  to  buy  War  Bonds. 
One  or  two  featured  specials  were 
advertised  on  each  announcement. 
The  program  copy  was  used  simply 
to  sell  the  idea. 

We  planned  to  run  a  two-week 
event.  At  the  end  of  the  first  week 
we  were  four  or  five  days  behind  on 
deliveries,  and  our  floor  was  prac- 

tically cleaned  off.  We  were  forced 
to  end  the  event  after  seven  days 
of  selling. 

The  results  speak  for  themselves. 
We  are  principally  a  credit  store, 
and  most  of  our  sales  are  handled 
on  a  budget  payment  plan.  This 
was  also  true  of  the  salei  made 
during  the  event.  However,  at  the 
end  of  the  seven  days,  Mr.  Legum 
found  that  $36,750  had  been  paid 
in  cash. 

This  money  was  invested  the 
following  week  in  War  Bonds.  We 
now  plan  to  hold  a  special-event 
each  month,  with  all  money  re- 

ceived being  used  to  buy  bonds 
at  WGH.  However,  we  feel  in  the 
future  that  we  will  be  forced  to 
limit  this  event  to  a  one-day  sale. 

Edward  E.  Bishop,  general  man- 
ager of  WGH,  has  arranged  to  sell 

Mr.  Legum  the  War  Bonds  on  a 
special  broadcast,  as  a  means  of 

promoting  the  station's  sale  of 
Bonds.  We  have  signed  a  yearly 
contract  with  WGH,  providing  for 
the  use  of  1,500  announcements, 
and  a  daily  fifteen-minute  pro- 

gram. 

630    KG.    5000   WATTS    DAY  AND 
NIGHT    if    BLUE  NETWORK 

WLAW 
Lawrance,  Mass. 
5000  Watts 
680  KC. 
C.B.S 

WLAW 

THE 
CAPITAL 

OF 
NEW 

ENGLAND'S 7TH  STATE 
Nat.  Rep.,  The  Katz  Agency 

lymg 

MALTEX  CEREALS  Co.,  Burling- 
ton, Vt.,  ha;*  started  participations 

in  George  Put;nar):"s  Sunday  news periods  on  WEAf*,  ̂ New  York,  and 
will  participate  fiaiMarjorie  Mills 
Hour  on  the  Newu&igland  Regional 

Network,  jn/^its'^ll  and  winter campaign.  Company  will  also  use 
participations  in  Ajdek.ide  Hawley's 
Woman's  Pttge  of  the  Air,  start- 

ing Sept.  21..  A  si^milar  lineup  was 
used  last  fall.  Othey  stations  will 
be  added  later.'  Agency  is  Samuel 

C.  Croot  Co.,  New  York-i'. 

Skyways  ̂ ^pe  Sp'<its W.  C.  MACDONALD  :^c.,  Mon- 
treal (Skyways  pipe  tc-Taaceo)  on 

Sept.  14  starts  flve-we^y  drama- 
tized announcements  oil  12  Cana- 
dian stations.  Account  was  placed 

by  Richardson-MacDonald  Adv. 
Service,  Toronto. 

MONTHLY  BONDS,  are  bought 
from  WGH,  Norfolk,  by  the  A.  J. 
Legum  Furniture  Co.  there.  Net 
profits  derived  from  a  special  sale 
day  each  month  are  used  to  pur- 

chase at  least  $5,000  in  bonds  every 
30  days.  A.  J.  Legum  (left)  is  re- 

ceiving bond  from  Edward  E.  Ed- 
gar, commercial  manager  of  the 

station. 

WMUR,  Manchester,  N.  H.,  has  ap- 
pointed .Joseph  Hershey  MeGillvra 

national  sales  representative,  and 
Robert  G.  Foster,  New  En.sland  rep- resentative. The  station  became  a 
basic  BLUE  affiliate  Sept.  1. 

TO  CONSERVE  equipment,  GFGP, 
Grande  Prairie,  Alberta,  goes  off  the 
air  on  weekdays  from  1 :30  to  4 :30 

p.m. 

I Morris  Pilling  -  authority 
on  idiosyncrasies  of  lov- 

ing parents,  grandmoth- ers, and  of  doting  aunts. 

MR.  PILLING  CAME  FOR  A  WEEK- 
HAS  STAYED  13  YEARS  WITH  WHEC 

Pilling  Baby  Carriage  Co.,  is  located  far  from  Rochester's  shopping 
center.  For  this  rather  exclusive  sort  of  business  of  theirs.  Filling's 
uses  WHEC  exclusively.  In  fact,  for  Pilling's  little  carriages  for  little 
tots  we've  made  a  little  announcement  each 
day  now  for  13  consecutive  years!  An  answer 

to  those  who  say,  "My  business  is  diflferent — 
it's  not  adapted  for  radio  advertising." 

WHEC 

ROCHESTER,5LI: 

BASIC  CBS       McKinney  &  Son,  Representative 
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Sessions  on  Shortwave  Programming 

Are  Launched  by  International  Group 
WITH  PROPOSED  revision  of 
American  shortwave  radio  pro- 

gramming as  the  main  considera- 
tion, conferences  were  started  last 

Wednesday  in  Washington  to  co- 
ordinate the  informational  activi- 

ties of  the  Office  of  War  Informa- 
tion and  the  Inter-Allied  Informa- 
tion Committee. 

Reports  from  allied  Governments 
critical  of  the  conduct  of  Ameri- 

can shortwave  policies  it  is  under- 
stood, were  thoroughly  discussed 

at  the  meeting,  participated  in  by 
Elmer  Davis,  director  of  OWI, 
members  of  his  executive  staff 
identified  with  foreign  informa- 

tional activities,  and  a  large  num- 
ber of  representatives  of  the  Inter- 

Allied  group,  created  two  years 
ago  with  headquarters  in  New 
York.  The  latter  committee  was 
financed  bv  governments  of  the 
United  Nations  and  served  by  an 
international  staff. 

French  Present 

The  tenor  of  the  meeting,  first 
of  a  series  to  be  held,  was  to  work 
in  closer  harmony  with  all  the 
United  Nations  in  the  handling 
of  war  information  and  propa- 

ganda. In  addition  to  the  regular 
delegation,  the  Fighting  French 
also  had  a  representative  at  the 
session. 

Complaints  from  abroad  apropos 
shortwave  operations,  it  is  under- 

TWO  BITS 

for  your  N
AME 

Just  keeping  your  name  before  the  public  isn't  enough. 

John  Public  doesn't  care  two-bits  for  your  name.  He's  only 
interested  in  what  you  can  do  for  him. 

In  the  old  days  he  remembered  your  name  because  it  stood 

for  a  product  which  satisfied  one  of  his  desires.  If  you  want 

him  to  continue  to  remember  you,  even  though  he  can't 
buy  your  product  until  the  war  is  over,  you'll  have  to 
render  him  some  other  kind  of  service. 

Radio  advertising  gives  him  something  he  values — enter- 
tainment— to  remember  you  by! 

CFRB 

TO  R  O  NTO 

860  KILOCYCLES 

stood,  have  centered  around  pur- 
ported lack  of  understanding  of 

the  psychology  of  listeners  abroad, 
notably  those  in  German-occupied Europe. 

Among  those  who  sat  in  on  the 
meeting  for  this  country  were  Rob- 

ert E.  Sherwood,  chief  of  the 
Overseas  Branch  of  OWI,  in  charge 
of  shortwave  programming;  Ar- 

chibald MacLeish,  assistant  direc- 
tor of  OWI;  Paul  C.  Smith,  head 

of  the  OWI  News  Bureau;  and 
Charles  Siepman,  representing 
William  B.  Lewis,  director  of 
OWFs  Radio  Bureau. 

Speculation  over  revision  of 
American  shortwave  program- 

ming, frequently  under  considera- 
tion since  the  war's  advent,  de- 

veloped following  the  session. 
Further  meetines,  probably 
through  subcommittees,  are 
planned  on  this  nhase. 

It  was  stated  following  the  ses- 
sion that  the  committee  will  con- 

tinue to  perform  the  following 
services:  maintain  in  New  York 
a  clearing  house  for  research  and 
reference  with  resnect  to  documen- 

tary material  obtained  from  infor- 
mation services  of  the  United  Na- 

tions; publish  a  monthly  periodical 
containing  texts  of  speeches,  state- 

ments and  other  documents  of  the 
United  Nations;  and  coordinate, 

prepare,  and  make  available  ma- terial from  United  Nations  sources 
for  radio,  films,  photogranhs,  ex- 

hibits, press,  and  other  informa- tion media.  It  is  understood  that 
the  policy  and  program  of  the 
Inter-Allied  Information  Center 
shall  be  consistent  with  those  of 
the  Office  of  War  Information  and 
that  the  OWI  will  be  represented 
in  connection  with  all  of  the  com- 

mittee's activities. 

Unity  Needed 
The  keynote  of  the  session,  from 

the  information  standpoint,  was 
sounded  by  Harold  Butler,  British 
representative  and  supervisor  of 
British  publications  in  the  United 
States.  He  said: 

"On  no  front  is  unity  more  nec- 
essary than  on  the  information 

front.  For  years  Hitler  has  poured 

"When  the  Major  listens  to  his 
favorite  program  on  WFDF  Flint 

Michigan,  he  doesn't  like  to  be 

Interrupted!" 

out  hundreds  of  millions  of  dollars 
to  sow  distrust  and  hatred  among 
us,  to  breed  dissension  and  confu- 

sion on  the  home  front  of  every 
nation  whose  downfall  he  plotted. 

"Our  business  then  is  to  fight 
back  to  nail  every  lie  as  soon  as 
it  appears,  to  warn  our  peoples 
all  the  time  against  being  fooled 
by  the  enemy.  Every  slander 
spread  against  an  ally  is  a  trick 
won  by  Hitler.  Every  doubt  raised 
as  to  the  resolution  or  integrity 
of  an  ally  plays  into  his  hands. 
These  things  begin  by  weakening 
morale  at  home  and  from  there  it  is 
bound  to  spread  to  the  man  in  the 
field.  I  believe  that  this  Inter- 
Allied  Information  Committee  can 
do  a  lot  to  scotch  the  German 
viper.  By  telling  the  facts  about 
each  other  we  can  go  far  towards 
nullifying  his  power  to  harm. 
"We  all  have  records  as  nations 

of  which  we  may  be  justly  proud. 
Let  us  tell  them  to  each  other.  In 
that  way  we  shall  sterilize  the 
seeds  of  dissension  which  the  en- 

emy is  trying  to  plant  among  us. 
By  forming  a  common  information 
front  we  shall  create  a  real  United 
Nations  morale,  based  on  mutual 
trust  and  common  ideals,  which 
vnW  not  merely  checkmate  the 
machinations  of  our  foes,  but  will 
drive  us  with  high  hearts  along 

,the  path  to  victory." 

Shave  Cream  Spots 
BURMA-VITA  Co.,  Minneapolis 
(shave  cream),  on  Sept.  14 
started  one-minute  transcribed 
musical  announcements  ten  times 
a  week  for  26  weeks  in  12  markets 
on  the  following  stations:  WEEI, 
WNAC,  Boston;  KRLD,  WFAA, 
Dallas;  KTRH,  KPRC,  Houston; 
WTIC,  WDRC,  Hartford;  WSAI, 
Cincinnati;  CKLW,  WXYZ,  De- 

troit; KDKA,  WJAS.  Pittsburgh; 
WHK,  WGAR,  Cleveland;  WHAM, 
WHEC,  Rochester;  WFBR,  WBAL, 
Baltimore;  WKBW,  WBEN,  Buf- 

falo; KYW,  Philadelphia.  Agency 
is  MacFarland-Aveyard  &  Co.,  Chi- cago. 

Open  Chicago  Office 
IN  CONJUNCTION  with  WORL, 
Boston,  and  WPEN,  Philadelphia, 
WOV,  New  York,  has  opened  a 
Chicago  office  at  360  N.  Michigan 
Ave.,  to  be  managed  by  Dana  Baird, 
formerly  on  the  WORL  sales  staff. 
The  new  office  will  handle  mid- 
Western  and  Western  sales  exclu- 

sively for  the  three  Eastern  sta- 
tions, according  to  the  announce- 

ment made  by  Ralph  N.  Weil,  man- 
ager of  WOV. 

Ge(  the  fa<U  from  WOL  -  W&SHINGION.  D.  C. 

M,iLdwi,h  MUTUAL  BROADCASTING  SYS
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Tube  Rebuilders 

To  Expand  Plant 
New  Orleans  Firm  Salvages 
Equipment  to  Ease  Shortage 

FREELAND  &  OLSCHNER  Inc., 
a  New  Orleans  company  which  has 
been  engaged  the  last  several  years 
in  rebuilding  vacuum  transmitting 
tubes,  has  announced  immediate 
expansion  of  its  facilities  in  a 
move  which  may  play  a  critical 
part  in  keeping  American  radio 
stations  on  the  air  for  the  duration. 

The  fii-m's  plant  expansion  has 
been  encouraged  by  engineering 
and  other  assistance  from  CBS. 
With  the  added  facilities,  the  cor- 

poration expects  to  be  able  to  serve 
a  much  gi-eater  sector  of  the  radio 
broadcasting  industry. 

William  T.  Freeland,  Jr.,  com- 
pany president,  indicated  that 

some  time  would  be  necessary  to 
put  the  expanded  facilities  into 
smooth  operation,  since  the  firm's 
new  employes  will  require  a  break- 
ing-in  period  and,  before  that,  the 
new  facilities  will  take  some  time 
for  Installation. 

Ask  Cooperation 

Mr.  Freeland  hoped  the  nation's 
broadcasters  would  bear  with  the 
company  during  this  period.  He 
also  emphasized  that,  with  the 
rapidly  decreasing  availability  of 
new  tubes  and  the  critical  part 
which  rebuilt  tubes  will  play  in 
keeping  stations  on  the  air,  the 
country's  broadcasters  would  hold 
their  used  tubes  for  reconstruction 
instead  of  discarding  them. 

Mr.  Freeland  pointed  out  that  it 
is  not  possible  to  rehabilitate 
every  type  of  tube  at  the  present 
time — particularly  those  in  the 
smaller  classifications.  He  hoped, 
however,  with  the  new  facilities 

at  the  company's  disposal,  that 
future  developments  would  permit 
the  rehabilitation  of  a  constantly 
increasing  variety  and  number  of 
tubes. 

Louis-Conn  Fight  Rights 
Put  in  Open  Competition 
HAVING  RESERVED  all  broad- 

cast rights  for  the  Joe  Louis-Billy 
Conn  heavyweight  championship 
fight  scheduled  for  Oct.  12  at  the 
Yankee  Stadium,  with  all  profits 
accruing  to  the  Army  Emergency 
Relief  Fund,  a  wide  open  compe- 

tition for  radio  sponsorship  pre- 
vails, it  was  learned  authorita- 

tively last  Friday. 
A  committee  of  sports  writers, 

headed  by  Grantland  Rice,  has 
been  designated  by  Army  Emer- 

gency Relief  to  supervise  all  ar- 
rangements. A  conference  was  to 

be  held  in  New  York  Saturday 
(Sept.  12)  in  connection  witla 
broadcasts  and  other  privileges. 
All  revenue  derived  from  sponsors 
will  be  turned  over  to  Army  relief. 

Heretofore,  by  exclusive  ar- 
rangement with  Mike  Jacobs,  fight 

promoter,  the  championship  fights 
have  been  carried  over  MBS  with 
Gillette  Safety  Razor  Co.  sponsor- 

ship. The  fight  will  occur  during 
the  afternoon  and  will  be  short- 
waved  to  troops  abroad. 

MRS.  LEWIS  TOURS 

COVISTRY  FOR  NAB 

UNDER  the  auspices  of  the  NAB, 
Mrs.  Dorothy  Lewis,  NAB  director 
of  listener  activity,  leaves  New 
York  this  week  to  tour  the  country 
meeting  with  radio  operators,  sta- 

tion directors  of  women's  activities, schools  and  colleges,  radio  councils 
and  civic  groups.  This  makes  the 
third  year  Mrs.  Lewis  has  made 
such  a  trip  for  the  NAB. 
Her  itinerary:  Sept.  18  Syra- 

cuse; 19-Cleveland;  20-Chicago; 
21-Toledo;  22-Milwaukee;  23-24- 
Mankato,  Minn. ;  25-Minneapolis ; 
27-Winnipeg;  30-Fargo;  October 
1-2-Omaha;  3-Des  Moines;  5-Kan- 
sas  City;  6-Wichita;  7-Denver;  8- 
Boulder,  Colo.;  9-Salt  Lake  City; 
10-Provo,  Utah;  11-12-Salt  Lake 
City-Ogden;  13-Pocatello;  14-15- 
Missoula;  16-Spokane;  17-Seattle; 
18-19-  Vancouver,  B.  C.,;  20- 
Seattle;  21-22  Portland;  23-Sacra- 
mento;  24-Oakland-Berkeley;  25- 
26-San  Francisco;  27-Fresno;  28- 
31-Los  Angeles.  Nov.  1-7-Los 
Angeles;  8-9-Phoenix;  10-13-Chi- 
cago;  14-Davenport;  15-17-Iowa 
City;  18-Rockford,  111.;  19-Peoria; 
20-NashvilIe;  21-Louisville;  22- 
Washington;  23-New  York. 

Langer  Bill  Prohibits 
Consent  in  Trust  Cases 

A  BILL  (S  2765)  to  prohibit 
consent  decrees  in  anti-trust  cases 
and  to  require  their  vigorous  prose- 

cution was  introduced  in  the  Sen- 
ate last  Thursday  by  Senator 

Langer  (R-N.  D.).  Seeking  amend- 
ment of  existing  statutes  dealing 

with  antitrust  prosecution,  the  bill, 
referred  to  the  Judiciary  Commit- 

tee, proposes: 
"No  consent  decree  or  judgment 

shall  be  made  or  entered  in  any 
suit  or  proceeding  brought  by  or 
on  behalf  of  the  United  States 
under  the  antitrust  laws;  and  it 
shall  be  the  duty  of  the  several 
district  attorneys  of  the  United 
States  and  of  the  Attorney  Gen- 

eral of  the  United  States,  in  ac- 
cordance with  law,  to  prosecute 

vigorously  all  persons  engaged  in 
unlawful  combinations  in  restraint 
of  trade  or  engaged  in  any  other 
violation  of  the  antitrust  laws." 

THE  STORK  RAN  rampant  in  the 
engineering  department  of  WBBM, 
Chicago,  as  three  haby  girls  were  born 
last  week  to  three  new  fathers.  Art 
Maus,  Paul  McDermott  and  Hank 
Schroeder. 

W  D  R  C 

Jolliffe  Named  V-P 
DR.  CHARLES  BYRON  JOL- 

LIFFE, formerly  assistant  to  the 
president  of  RCA  and  chief  en- 

gineer of  RCA  Labs.,  has  been 
appointed  vice-president  and  chief 
engineer  of  RCA  Mfg.  Co.,  Cam- 

den, according  to  a  joint  announce- 
ment last  Friday  by  G.  K.  Throck- 

morton, chairman  of  the  executive 
committee,  and  Robert  Shannon, 
president  of  RCAM.  Dr.  Jolliffe 
was  chief  engineer  of  the  FCC  and 
its  predecessor,  the  Federal  Radio 
Commission  from  1930  to  1935, 
when  he  joined  RCA  as  head  of 
its  frequency  bureau. 

Oregon  Stations  Weigh 

Enemy  Attack  Measures 
WHAT  radio  stations  must  do  in 
the  event  of  enemy  attack  in  the 
Pacific  Northwest  was  discussed 
by  the  Oregon  State  Broadcasters 
Assn.  semi-annual  conference  Sept. 
4,  meeting  with  representatives  of 
the  4th  intercepter  command. 

Presiding  was  Lee  Bishop  of 
Medford.  Speakers  included  Jer- 
rald  Owens,  State  civilian  defense 
chief;  Robert  Smith,  public  rela- 

tions chairman  of  OCD;  Ben  Ti- 
tus, coordinator  of  information; 

Walter  May  and  Clark  Van  Fleet 
of  the  Office  of  Price  Administra- 

tion; Lt.-Comdr.  G.  P.  De-Grave 
and  Harry  Spence,  representing 
the  National  Assn.  of  Broadcasters. 
Other  guests  included  E.  J.  Gough, 
representing  the  treasury  depart- ment and  Kenneth  Clark  of  the 
Federal  Communications  Commis- sion. 

Dec.  11  Fixed  by  Judge 

To  Hear  Monopoly  Suits 
FEDERAL  Judge  John  P.  Barnes, 
of  Chicago,  last  Friday  set  Dec. 
11  as  trial  date  for  the  Govern- 

ment anti-trust  suits  against  RCA- 
NBC  and  CBS,  alleging  monopoly 
in  broadcast  operation. 

Also  set  for  trial  on  the  same 
date  was  the  $10,000,000  triple- 
damage  suit  of  MBS  against  NBC. 
Since  the  Government  suits 

against  NBC  and  CBS  were  filed 
before  the  MBS  complaint,  these 
suits  will  come  to  trial  first  and  a 
subsequent  date  probably  will  be 
set  for  the  MBS  litigation.  NBC 
has  until  Oct.  26  to  file  a  reply 
brief  to  the  MBS  complaint.  The 
Government's  suit  was  filed  on  Dec. 
31,  while  the  MBS  suit  was  filed 
Jan.  10. 

Feldman  to  BBC 

ARTHUR  S.  FELDMAN,  super- 
visor of  special  events  for  NBC, 

has  been  granted  leave  of  absence 
to  accept  an  important  assignment 
with  the  BBC.  No  successor  has 
been  appointed.  His  chief  duty  in 
England  wUl  be  to  arrange  for  a 
program  series  to  be  shortwaved 
from  American  troops  in  the  Bri- 

tish Isles  to  the  United  States 
and  other  parts  of  the  world. 

INDEPENDENT  DRUGGISTS 
Assn.,  Toronto  (drug  stores),  on  Oct. 
14  starts  a  half-hour  weekly  show, 
Public  Opinion,  on  CFRB,  Toronto. 
Campaign  may  be  expanded  to  other Canadian  stations. 

Another  WHN  advertiser  reports... 
(Fourth  in  a  series  of  comments  from 

letters  written  by  leading  ad- men.) 

XOc  offer  on  ̂^^^^'^^^^^^ee.  by 

Tle^esuXts  
were 

-  ̂ ^f^n^r  suit  Of  this very  ̂ ^^f'^^ instrumental  in 

offer  was  very 

renewing  this  
program. — S.  G.  A. 

•-"'^•■'-7i-i  I  ^-f'  \  '  '  I   

i  ■■^i  V^*?' t'f^^ -'^r^'- ■ >-r''i.\.^c*''''-  ■•  w  ■        •' ■ 

*Any  WHN  Sales  representative  will  "un- 
censor"  this  letter  from  his  portfolio  of 
advertiser -success  stories.  He  will  show 

you  how  a  similar  WHN-planned  pro- 

gram will  do  an  "overwhelmingly  surpris- 

ing" sales  job  for  you.  Call  us  in  today. 

America's  most  powerful  independent  sfaiion 

WHN 

50,000  Watts  •  1050  Clear  Channel 

NEW  YORK 

Chicago  Office:  360  North  Michigan 
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365,000  people  make  the 

Youngstown  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

Columbia  Outfitting  Co.  Likes  Radio 

RADIO 

STATION 

REPRESENTATIVES 
offices 

MONTREAL  •  WINNIPEG 
TORONTO 

4f  THIS  STATION 

V2  Million  People  in 
Northeastern  Wiscon- 

sin  Listen  Nearly  60% 

of  the  Time — The  Only 
Big  Station  in  This  Rich 
Area.  No  Other  CBS 
Station  can  be  Heard 

.^^^^  Regularly. 

GREEN  BAY,  WISCONSIN 

THE  5000  WATT 

Vo/ce  of  «ie  Tri-Citie^ 

ROCK  ISLAND  •  DAVENPORT  MQLINE^ 

[ 

in  this  market  no  "Outside 
Voice"  can  compare  with  the 
"Inside  Pull"  of  WHBF! 1 

Mr.  Sieroty 

And  It's  Very  Easy 
To  Understand 

Just  Why 

By  BERNARD  SIEROTY 
President  and  General  Manager, 

Columbia  Ontfitting  Co., 
San  Francisco 

A  2,000%  CASH  return  on  an  or- 
iginal investment!  Yes,  radio  has 

done  that  for  us!  Not  once,  but 
time  and  time  again ! 

The  Columbia  Outfitting  Co.  is 
situated  in  the  heart  of  San  Fran- 

cisco's  largest  and  most  thickly- 
populated  neighborhood  area,  the 

Mission  District. 
V    v-n    It   maintains  21 

;    different  depart- ments.  Since  its 
very  beginning 
this  firm  has  been 
advertising- 
minded.  We  knew 
that  if  we  wanted 
to  get  people  to 
come     into  our 
store,     if  we 
wanted  to  move 

goods  on  a  fast  turnover,  we  had 
to  advertise  and  advertise  heavily. 
The  big  dovmtown  San  Francisco 
department  stores  offer  plenty  of 
competition. 

Convincing  a  City 

It  is  our  job  not  only  to  sell  the 
more  than  50,000  families  resid- 

ing in  the  Mission  District  on  the 
idea  of  shopping  in  their  own 
neighborhood  department  store,  but 
to  convince  the  entire  buying  popu- 

lation of  the  city  that  Columbia 
can  supply  their  needs. 

Columbia  really  hit  the  jack-pot 
when  we  let  radio  do  our  selling 
job  for  us!  We  started  using  radio 
commercially  12  years  ago.  At  the 
beginning  in  the  early  years  of  our 
experience  with  radio,  we  experi- 

mented a  great  deal.  We  weren't 
in  show  business,  and  could  not  af- 

ford to  speculate  in  a  hit-and- 
miss  fashion,  hoping  to  hit  the 
jackpot  with  a  trick  program  idea. 

So  I  decided  to  buy  radio  the 
same  way  I  buy  newspapers:  Let 
the  station  provide  the  audience 
and  I  would  put  the  advertising 
on  the  programs  which  had  built 
the  audience.  I  decided  not  to 
experiment  but  to  profit  by  the 
experience  of  others  and  buy  the 
kind  of  radio  advertising  that 
others  had  proven. 

In  1937  Columbia  Outfitting  Co. 
started  on  KJBS,  an  independent 
San  Francisco  station.  We  began 
vdth  a  15-minute  newscast  six  days 

weekly.  Recently  we  increased  our 
radio  budget  and  in  addition 
started  using  three  quarter-hour 
popular  musical  programs,  Mon- 

day, Wednesday  and  Friday. 
As  to  results — when  you  are 

only  using  one  radio  station  you 
can  check  results  to  the  last  penny. 
And  we  check  consistently. 

However,  we  find  that  our  ad- 
vertising dollar  goes  twice  as  far 

and  is  twice  as  effective  if  we  co- 
ordinate all  of  our  media  behind 

one  promotion  or  item.  By  that 
I  mean  back  up  promotions  vnth  all 
of  our  facilities — radio,  newspaper, 
direct  mail  and  windows.  We've 
proven  time  and  time  again  that 
it  doesn't  pay  to  advertise  one 
item  or  promotion  in  radio,  another 
in  newspapers,  another  in  direct 

mail,  and  so  on — that  is,  it  doesn't 
pay  dividends  the  way  the  other 
method  does. 

Some  Evidence 

Let  me  point  out  some  of  the 
concrete  examples  why  Columbia 
Outfitting  Co.  is  so  thoroughly  sold 
on  radio: 
KJBS  sold  (directly  traceable) 

$2,700  worth  of  radios  in  three 
weeks  at  a  cost  to  us  of  $135. 

It  sold  (directly  traceable)  $900 
worth  of  towels  and  linens  in  ten 
days  at  a  cost  to  us  of  $70. 

It  sold  (directly  traceable)  $600 
worth  of  blankets  in  eight  days  at 
a  cost  to  us  of  $56. 

It     sold     (directly  traceable) 

$696.50  worth  of  portable  radios 
in  five  days  at  a  cost  to  us  of  $35. 

We  find  that  KJBS  is  responsible 
for  60%  (directly  traceable)  of  the 
new  accounts  opened  each  month 
and  the  startling  thing  about  this  is 
that  roughly  only  25%  of  Colum- 

bia's total  advertising  budget  is 
spent  on  KJBS. 

Further  evidence  that  radio  is 

really  paying  off  for  Columbia  is 
obtained  in  the  firm's  files.  This 
report  was  made  up  when  we  had 
been  on  KJBS  for  approximately 
one  year. 

Increase,  January  through  June, 
1939,  over  the  corresponding  pe- 

riod in  1938:  Increase  in  new  ac- 
counts, 15.0% ;  increase  in  reopened 

accounts,  14.0%. 
These  gains  were  obtained  with 

a  lower  advertising  budget  in  1939 
than  in  1938  for  the  period  in- 
dicated. 

While  the  majority  of  San  Fran- 
cisco department  stores  have  been 

playing  around  with  radio,  using 
a  little  spot  campaign  here  and 
there,  or  experimenting  with  vari- 

ous types  of  expensive  productions, 
we  at  Columbia  have  been  pound- 

ing away  for  years  vs^tih  a  constant, 
set  radio  formula  on  a  station  that 

has  given  us  almost  unheard  of  re- 
turns for  every  dollar  invested. 

We'll  keep  radio  in  our  advertis- 
ing budget  as  a  MUST. 

Only  a  crazy  man  would  kick 
out  his  best  salesman  and  pro- ducer! 

WBRW  Shifts  Staff 

JIM  FLENNIKEN,  former  pro- 
gram director  is  the  new  manager 

of  WBRW,  Welch,  W.  Va.,  in  a 
staff  shake-up  that  followed  the 
promotion  of  former  manager  Joe 
Herget  to  production  director  of 
the  West  Virginia  network.  Nick 
Basso,  former  chief  announcer  is 
program  director,  and  Sid  Tear 
moves  up  to  chief  announcer.  Kenny 
Tutwiler  is  chief  engineer  replac- 

ing Lou  Tulchin  who  has  joined 
the  Signal  Corp.  Johnny  Villani, 
sports  announcer,  comes  to  Welch 
from  WE  LI,  New  Haven,  Conn. 

New  Jersey  Net  Series 
ORGANIZED  primarily  to  give 
political  candidates  concentrated 
State  coverage,  the  New  Jersey 
State  Network  made  its  debut 
Sept.  11  with  an  address  by  Rev. 
Dr.  Lester  H.  Clee  on  behalf  of  the 
candidacy  of  Albert  W.  Hawkes 
for  U.  S.  Senator.  Dr.  Clee  spoke 
on  "New  Jersey's  Opportunity" from  the  Marine  Grille,  Asbury 
Park.  WCAP,  Asbury  Park; 
WTTM,  Trenton;  and  WAAT, 
Jersey  City,  carried  the  program. 

Affiliate:  Rock  Island  ARGUS 
Basic  Mutual  Netwotk 

1270  KC  FULL  TilVIE. 
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KTUL 

5000  watts  •  CBS 

TULSA,  the  Oil  Capital 

Ask  your  Agency  to  ask  the  Colonel! 
FREE  ̂ >  PETERS.  Inc.,  National  Representotlves 

POLICE  AID  PLAN 

REJECTED  BY  FCC 
INDICATIONS  that  the  FCC 
would  move  cautiously  despite  the 

equipment  shortage  before  modi- fying its  ban  on  police  broadcasts 
by  standard  transmitters  appeared 
last  week  when  the  Commission  de- 

nied the  application  of  Roland 
Hughes,  operator  of  WJZM,  Clarks- 
ville,  Tenn.,  for  permission  to 
transmit  messages  to  police  patrol cars. 

The  Commission,  in  denying  Mr. 
Hughes'  application,  suggested  that 
city  officials  might  apply  for  a  po- 

lice communication  system  if  they 

cared  to  pursue  the  matter  further.' 
Though  the  Commission  recog- nizes that  some  equipment  might  be 

saved  by  using  standard  transmit- 
ters now  in  operation,  it  is  under- 

stood that  other  factors  guided  the 
decision.  A  recent  poll  of  unli- 

censed shortwave  transmitters  has 
provided  a  pool  from  which  essen- 

tial new  police  systems  could  be 
equipped. 

If  Clarksville  police  should  ap- 
ply for  a  system,  and  prove  a  mili- 

tary necessity  for  it,  the  Commis- sion could  then  allot  one  of  these 
transmitters,  or,  if  a  nearby  police 
system  were  in  operation,  the 
Clarksville  police  could  install 
receiving  sets  and  share  the  trans- mitter. 

RALPH  NAEDELLA,  formerly  of 
the  sales  staif  of  WOV,  New  York, 
has  been  named  sales  manager. 
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ENGAGED  IN  PLANNING  station  projects  to  stimulate  war  conscious- 
ness, the  public  connections  departments  of  WCKY,  Cincinnati,  have 

been  expanded  and  coordinated,  according  to  L.  B.  Wilson,  general 
manager.  The  department  heads  here  are  (seated  1  to  r)  :  John  E. 
Murphy,  new  director  of  publicity;  Margaret  Dotson,  head  of  the 
promotion  department;  standing,  Tom  Wyatt,  public  relations  director, 
and  Jerry  Belcher,  director  of  public  events. 

WO V  Rate  Card 

WOV,  New  York,  last  week  issued 
rate  card  no.  5  to  go  into  effect 
Oct.  1,  1942.  Present  advertisers 
will  be  permitted  to  renew  their 
current  contracts,  prior  to  that  date 
at  their  present  rates  for  a  one- 
year  period  from  Oct.  1.  Rates  for 
Class  A  time  (6  p.m.-10:30  p.m.), 
during  which  WOV  broadcasts  in 
English  are  $250  for  one  hour;  $150 
for  half -hour;  $90  for  quarter- 
hour,  and  $60  and  $45  for  l5  and 
five  minutes,  respectively.  Class  B 
time  (9  a.m. -6  p.m.),  when  WOV 
offers  programs  for  Italian  audi- 

ences, includes  rates  of  $200,  $125, 
$80,  $50  and  $40  for  the  same 
periods  as  Class  A. 

Lee  Chadwick  at  WJSV 
NEW  SALES  promotion  manager 
of  WJSV,  Washington,  is  Lee 
Chadwick,  former  chief  of  the  ra- 

dio section,  Office  of  Quartermas- 
ter General,  in  the  War  Dept.  He 

will  replace  John  Heiney  who  was 
appointed  program  director  of 
WJSV  when  Richard  Linkroum 
was  called  to  active  service  as  en- 

sign in  the  Naval  Reserve.  Be- 
fore joining  the  War  Dept.,  Chad- 
wick was  manager  of  WPID,  Pet- 

ersburg, Va.,  and  was  formerly 
with  Young  &  Rubicam,  New  York. 

War  Effort  for  Month 

Reviewed  by  Keystone 

DURING  August  the  affiliated  sta- 
tions of  Keystone  Broadcasting 

System,  transcription  network, 
aired  a  total  of  6,820  hours  of 
specially  designed  war  effort  pro- 

grams, using  Keystone  continuity 
and  discs  in  cooperation  with  the 
allocation  plan  of  the  OWI  and  the 
Treasury. 

In  addition  to  this  material  deal- 
ing with  bonds.  Army  and  Navy 

Relief,  salvage,  scrap,  and  civilian 
defense,  the  KBS  affiliates  broad- 

cast an  additional  4,210  hours  of 
miscellaneous  KBS  musical  pro- 

grams embodying  war  effort 
themes,  making  a  grand  total  of 
11,036  hours  of  programming  de- 

voted to  the  war. 
Recent  additions  to  the  transcrip- 

tion network,  bringing  the  total 
to  197.  are:  WSPB.  Sarasota.  Fla.; 
WDLP,  Panama  Citv.  Fla.;  WCMI, 
Ashland,  Kv.;  WESX,  Salem, 
Mass.;  WOCB,  West  Yarmouth, 
Mass.;  WRAL,  Raleigh;  WCED, 
DuBois,  Pa.,  and  WOLS,  Flor- 

ence, S.  C. 

Seeks  KROC  Transfer 
APPLICATION  for  transfer  of 
control  of  KROC,  Rochester,  Minn., 
has  been  filed  with  the  FCC  by 
Agnes  P.  Gentling,  wife  and  execu- 

trix, pending  settlement  of  the 
estate  of  Gregory  P.  Gentling, 
president  and  owner  of  the  station. 
Mr.  Gregory,  prominent  local  in- 

dustrialist and  director  of  the 
NAB,  died  July  17  following  a 
protracted  illness. 

Hessler  Campaigning 
WILLIAM  HESSLER,  news  an- 

alyst of  WLW,  Cincinnati,  and 
chief  editorial  writer  of  the  Cin- 

cinnati Enquirer,  has  launched  his 
campaign  as  Democratic  candidate 
for  Congress  opposing  Charles  H. 
Elston,  incumbent  Republican  in 
the  November  elections.  He  is  a 
foreign  news  analyst  on  the  board 
of  experts  on  Views  on  the  News, 
sponsored  bv  the  Ohio  Oil  Co.,  Cin- 

cinnati (Marathon  gasoline  and 
oils),  on  7  NBC  Midwestern  sta- 

tions, and  plans  to  do  the  major 
portion  of  his  campaigning  by  ra- dio. 

iV.  y.  RAW  ALARM 

SILENCES  STATIONS 

NEW  YORK'S  surprise  air  raid 
alarm  early  Labor  Day,  set  into 
motion  by  an  unidentified  plane 
and  called  off  almost  immediately 
when  it  was  found  to  be  a  friendly 
plane,  caused  a  five-minute  inter- 

ruption in  the  all-night  operation 
of  four  New  York  radio  stations, 
which  went  off  the  air  upon  receipt 
of  the  signal  from  the  Army  Inter- 

ceptor Command. 
WJZ  was  off  from  2:31:30  until 

2:37:50  a.m.;  WABC  from  2:32:17 
to  2:34:32;  WOR  from  2:33:40  to 
2:35:20,  and  WNEW  from  2:32:10 
to  2:37:10.  Although  the  first 
three  stations  are  keys  for  the 
BLUE,  CBS  and  MBS  networks, 
respectively,  their  broadcasts  are 
local  at  that  time  of  the  morning 
and  the  networks  were  not  affected. 
An  explanation  of  the  alarm 

was  broadcast  by  Mayor  Fiorello 
La  Guardia  on  WNYC,  New  York's municipally  owned  station,  at 
1-1:15  that  afternoon.  His  talk 
was  carried  simultaneously  on 
WOR  and  WNEW  and  was  record- 

ed and  broadcast  at  a  later  time 
by  WHN,  New  York,  and  WHOM, Jersey  City. 

Edward  Rubin  Joins 

OWI  on  the  West  Coast 
APPOINTMENT  of  Edward  Rubin 
as  a  consultant  to  the  radio  bureau 
of  the  Office  of  War  Information, 
assigned  to  the  HoUjrwood  office, 
was  announced  last  week  by  Wil- 

liam B.  Lewis,  chief  of  the  radio 
bureau.  He  will  act  as  publicity  ad- 

visor on  the  West  Coast,  working 
with  Nat  Wolff,  deputy  chief. 

Mr.  Rubin  has  been  on  the  pub- 
licity staff  of  RKO  Radio  Pictures 

and  was  formerly  head  of  the  Hol- 
lywood office  of  the  Lew  Colder 

Agency.  He  has  also  acted  as  ad- 
visor and  public  relations  counsel 

to  such  figures  as  Ginger  Rogers, 
Gary  Grant,  Fred  Astaire.  Kath- 
erine  Hepburn  and  others.  He  is  at 
present  with  RKO  in  a  production 
capacity. 

ANPA  War  Record 

TO  KEEP  up-to-date  the  record  of 
wartime  advertising  in  America, 
the  Bureau  of  Advertising  of  the 
American  Newspaper  Publishers 
Assn.  has  issued  the  first  in  a 
series  of  supplements  to  its  book 
"Advertising  Goes  to  War",  pub- 

lished last  July.  The  first  supple- 
ment reproduces  49  representative 

wartime  newspaper  ads,  national 
and  retail  keyed  to  war  and  straight 
product  ads.  It  also  contains  the 
statement  made  to  the  AFA  1942 
convention  by  President  Roosevelt. 

Eno  in  Canada 

J.  C.  ENO  (CANADA)  Ltd., 
Toronto,  has  started  one  of  the 
largest  autumn  i"adio  campaigns 
with  three  transcribed  programs  on 
47  Canadian  stations.  Stars  of  the 
Week  for  Eno's  Fruit  Salts,  three 
times  weekly;  Musical  Magic  for 
Scott's  Emulsion,  three  times 
weekly;  Nick  Lucas,  the  Sinaing 
Troubadour  for  Brylcreem  three 
times  weekly,  and  for  Macleans 
Toothpaste  once  weekly.  Account 
was  placed  by  Atherton  &  Currier, 
Toronto. 

The  SONG  HITS 

from 

Walt  Disney's  Feature  Picture 

Bambi 
Love  Is  a  Song 

•k  Twitterpated 
"iAr  Thumper  Song 

ir  Let's  Sing  a  Gay Little  Spring  Song 

if  Little  April  Shower 

Broadcast  Music,  Inc. 

^^^^         580  Fifth  Avenue   
—  New  York  City 

HER  FRIENDLY  ADVICE, 
WIT  AND  HUMOR,  KEEP 
WOMEN  TUNED  TO.... 

WC  K  Y 

STATION 

5000  WATTS 

AT  570  KC. 

T/ie  Perfect  Combination 

Here's  why  WIBW  gets 
such  amazing  results. 
Our  5,000  watts  on 
580  kc  lays  down  a 

signal  equal  to  a 
100,000  watt  station 
on  1 ,000  kc. 

WIBW»te 
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The  Twin  Port  CUies  of  1 

DULUTH- 

SUPERIOR 

Account  for 

69.2%  MORE  I 

DRUG  SALES  ' than 

YONKERS! 

KDAL 

Duluth,  Minnesota 

POSTER  STAMPS 

A  TIMELY  ANSWER 

Senate  Music  Probe  Plans 
{Continued  from  page  9) 

FOR  AN  EFFECTIVE 
PREMIUM  PROGRAM 

Replaces  plastics  or  metal. 
Investigate  this  proven  quick 
action  premium  program.  Ex- 

clusive applications  can  tie-in 
with  products,  travel  and  re- 

sorts. Interesting  and  appeal- 
ing. Send  for  case  histories 

and  detailed  information  of 
How  You  Can  Use  Poster 
Stamps  Effectively  —  at  Low 
Unit  Cost.  No  obligation. 

Mid- States  Gummed  Paper  Co. 
251  S  S.  Daman  Avenua,  Chicago,  III. 

One  of  New/  England's 
best  mai!  puliing  sta- 
Kons  —  per  inquiry  cost 
far  below  national  av- 
erage. 

K3t.Reps.:  JOSEPH  HEUSHEY  Mt6ILLVR/L| 
{.    Boston  Rep.:  BER.THA  BANNAN^ 

Columhia^s  Station  for  the 
SOUTHWEST 

KFH 

WICHITA 

KANSAS 

Call  Any  Edward  Petry  Office 

had  been  granted  that  their  per- 
mits were  revoked  and  that  no  new 

ones  would  be  issued,  the  state- 
ment asks:  "If  transcriptions  are 

not  detrimental  to  the  AFM,  who 
is  injured  by  them  and  why  does 

Mr.  Petrillo  act  against  them?" 
Confusion  Arises 

In  its  concluding  paragraph  the 
statement  declares:  "Since  Mr.  Pe- 

trillo has  admitted  that  these  elec- 
trical transcriptions  do  not  ad- 
versely affect  union  musicians  who 

get  the  highest  prevailing  scale 
of  wages  for  making  them,  the 
conclusion  seems  inescapable  that 
Mr.  Petrillo's  action  is  motivated 
only  by  the  desire  to  make  his  dic- 

tatorship over  the  field  of  music 

all-inclusive." 
All-inclusive  wording  on  the 

Petrillo  edict,  that  his  union  "will 
not  renew  permits  ...  to  make 

transcriptions"  and  that  "previ- 
ously granted  permits  are  term- 

inated," gave  rise  to  some  confusion 
as  to  exactly  how  far  the  new  pro- 

hibition extends.  Mr.  Petrillo  could 
not  be  reached  for  comment,  nor 
would  any  one  else  at  AFM  head- 

quarters discuss  the  question. 
Understanding  of  transcription 

company  and  broadcasting  execu- 
tives, however,  is  that  off-the-line 

recordings  of  network  programs 
for  delayed  or  repeat  broadcasts 
will  still  be  permitted,  provided  that 
these  later-than-network  broad- 

casts of  network  programs  are 
made  by  stations  affiliated  with  the 
networks  carrying  the  original  pro- 

grams. It  was  pointed  out  that  such 
broadcasts  have  always  been  con- 

sidered as  part  of  the  network 
broadcast  by  everyone  concerned 
and  that  the  stations  receive  com- 

pensation on  the  basis  of  their 
agreements  with  their  networks  and 
not  on  their  card  rates  for  tran- 
scriptions. 

Patriotic  Programs 

Transcriptions  of  network  pro- 
grams for  supplementary  use,  how- 
ever, are  understood  to  be  for- 

bidden by  the  new  rule,  as  they  are 
placed  with  stations  on  the  same 
basis  as  recordings  of  programs 
which  are  not  network  shows. 

Purely  patriotic  programs,  it  is 
understood,  will  be  permitted  to 
continue,  provided  they  are  entirely 
or  chiefly  non-commercial.  The  Gen- 

eral Motors  Victory  Is  Our  Busi- 
ness series,  which  limits  its  com- 

mercial to  a  phrase  about  the  broad- 
cast describing  part  of  the  com- 

pany's contribution  to  the  war  ef- 
fort, is  an  example  of  this  exempt 

type  of  transcribed  program. 
Also  included  would  be  all  gov- 

ernmental transcriptions  as  pre- 
pared under  the  direction  of  the 

OWI  or  the  Coordinator  of  Inter- 
American  Affairs  as  a  part  of  the 
nation's  war  propaganda  program. 

Applications  for  permission  to 
make  recordings  should  be  made  to 
the  union  by  the  organization  which 
is  to  do  the  actual  recording.  In 

the  case  of  a  delayed  broadcast 
this  would  probably  be  the  station. 
In  the  case  of  audition  or  file  re- 

cordings for  advertising  agencies 
or  of  patriotic  programs,  applica- 

tion should  be  made  by  the  record- 
ing company  and  not  by  the  agency. 

Among  the  transcribed  programs 
affected  by  the  ban  are  the  Coca- 
Cola  Singin'  Sam  quarter-hour  se- 

ries, currently  broadcast  on  about 
125  stations;  recordings  of  the 
Moylan  Sisters'  network  proe-ram, 
sponsored  throughout  the  Midwest 
and  on  the  West  Coast  for  Swans- 
down  Flour;  the  Carnation  Bou- 

quet twice-weekly  quarter-hour  re- 
cordines,  on  some  70  stations  for 
Carnation  Milk;  Hearts  in  Har- 

mony, serial  sponsored  by  Kroger 
Grocery  &  Baking  Co.;  a  five- 
minute  musical  series  f"r  the 
Southern  New  England  Telephone 
Co.;  Stand  by  America,  for  Har- 

vester Cigars,  and  recorded  ver- 
sions of  numerous  network  pro- 

p-rams, including  A  nainst  the 
Storm  and  Truth  or  Consenuences 
for  Procter  &  Gamble  and  Gen- 

eral Foods'  Aldrich  Family. 
Fate  in  Doubt 

It  is  too  early  to  say  definitely 
what  the  fate  of  these  transcrip- 

tion campaiens  will  be,  according 
to  the  agencies  in  charge.  A  soloist 
like  Sinain'  Sam,  for  example, 
might  continue  to  record  a  cavel- 
la  or  against  a  choral  instead  of 
of  an  instrumental  background. 
Dramatic  programs  may  be  record- 

ed, as  many  alreadv  are  being, 

without  theme  a^d  b^ido-e  T"n«ic, 
whif'h  is  either  filled  in  locally  by 
staff  musicians  of  the  stations  car- 

rying the  transcriptions  or  omit- ted entirely. 

In  most  cases,  there  are  enoueh 
transcribed  programs  on  hand  to 
continue  the  programs  for  spveral 
weeks  or  more,  so  that  no  imme- 

diate action  is  necessarv  on  the 
part  of  the  sponsor  or  his  agency. 
The  consensus  seemed  to  be  that 
nothing  would  be  done  until  after 

Oct.  12,  when  the  Government's 
petition  for  a  temnorarv  re^itrain- 
ing  order  against  Mr.  Petrillo  and 
the  AFM  is  scheduled  to  b"  heard 
in  the  Federal  Court  in  Chicago. 

Sound  Effects  Used 

Spokesmen  for  the  AAAA  and 
the  ANA,  when  queried  about  pos- 

sible action  bv  these  organizations, 
agreed  that  for  the  time  being  at 
least  their  course  will  be  to  sit 

tight  and  observe  carefully  what- 
ever develops.  The  problem,  they 

stated,  is  primarily  that  of  the 
broadcasters  and  the  transcription 
companies  and  the  advertiser  and 
agency  associations  are  not  plan- 

ning to  become  involved  at  this time. 

When  the  making  of  one-minute 
musical  transcribed  announcements 
was  halted  by  the  union  on  Aug. 
1  there  was  little  if  any  loss  in 
business  for  broadcasters,  as  most 

users  of  these  recorded  spots  re- 
placed the  music  with  sound  ef- 

fects. In  many  cases  this  will  also 
be  true  for  transcribed  programs, 
it  is  thought,  but  there  is  no  doubt 
that  this  latest  Petrillo  prohibition 
will  definitely  result  in  the  loss  of 
some  business  for  some  stations.  A 
program  such  as  Against  the 
Storm,  for  example,  uses  organ 
music  throughout  its  entirety  to  set 
the  mood  and  supply  a  background 
for  the  dialogue  and  it  would  be 
impossible  to  record  the  program 
as  it  is  broadcast  for  the  network 
and  to  separate  the  words  and 
music.  For  the  present  the  stations 
which  formerly  received  the  tran- 

scriptions of  this  series  are  not 
getting  them.  Whether  they  will 
subsequently  receive  the  advertis- 

ing in  another  type  of  program  has 
not  yet  been  determined. 

Similarly,  all-musical  programs, 
whose  replacement  requires  the 
adoption  of  a  new  program  plan, 

may  be  dropped  entirely  in  favor  of 
some  other  form  of  advertising. 
The  program  may  be  shifted  to  a 
network.  The  advertiser  may  de- 

cide to  use  newspapers  or  maga- 
zines and  to  drop  radio  at  this 

time.  As  one  recording  company 

executive  pointed  out:  It  is  impos- 
sible to  say  how  much  business 

has  already  been  lost  by  stations 
because  advertisers  in  making 
their  fall  plans  have  shied  away 
from  the  transcrintion  field  be- 

cause of  the  difficulties  in  its  use 

set  up  by  the  AFM. 
Loss  of  Incentive 

The  Cincinnati  incident,  which 
evoked  a  renewed  outburst  against 
"Petrilloism",  develoned  after  the 
AFM,  through  its  Cincinnati  local, 
had  told  the  conservatory,  one  of 

the  country's  oldest  musical  educa- 
tional institutions,  that  the  national 

policy  of  AFM  is  to  permit  only 
union  musicians  to  broadcast.  This 
was  identical  with  the  statement 

given  by  Petrillo  in  ordering  can- 
cellation of  the  Interlochen  broad- 

casts. The  action  was  immediately 
condemned  by  school  leaders  as  a 

threat  to  the  country's  musical  edu- cation. 
George  H.  Klusmeyer,  manager 
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of  the  conservatory,  said  the  broad- 
casts had  "materially  contributed" 

to  the  education  of  students  and 

that  he  thought  the  union's  activi- ties would  cause  students  to  lose 
the  incentive  of  playing  for  mil- 

lions instead  of  before  a  few  thou- 
sand. 

Speculation  developed  over 
whether  this  second  student  orches- 

tra ban  was  a  move  to  eliminate 
all  non-union  programs  over  the 
air.  Heretofore,  it  was  pointed  out, 
the  union  has  allowed  such  broad- 

casts if  a  standby  band  of  union 
musicians  was  hired. 

The  New  York  Times  on  Sept. 
10  renewed  its  editorial  attack  up- 

on Petrillo,  which  began  with  his 
initial  transcription-recording  ban. 
It  said  that  "Mr.  Petrillo's  con- 

quests, like  those  of  every  dictator, 
only  whet  his  appetite  for  further 

Conquests." 
Attacking  as  it  has  in  the  past 

the  sweeping  immunities  from  the 
anti-trust  acts  and  even  from  the 
"Federal  Anti-Racketeering  Act" 
given  unions  by  the  Supreme  Court, 
the  Times  stated  that  personal  in- 

dignation against  Petrillo  is  "as 
futile  as  it  is  foolish". 

"He  is,  in  a  sense,  performing 
a  public  service.  He  is  shovdng  just 
what  can  be  done  by  a  labor  union 
leader  under  the  present  state  of 
the  law.  His  dictatorial  powers  are 
merely  the  logical  end-product  of 
the  Administration's  labor  policy 
to  date.  It  is  that  policy  which 
has  placed  these  powers  in  his 
hands. 

"No  one  would  wish  to  prejudge 
the  Dept.  of  Justice's  legal  case 
against  him.  The  Supreme  Court, 
notwithstanding  its  previous  deci- 

sions, may  interpret  some  existing 
law  to  mean  that  at  least  some  of 

Mr.  Petrillo's  activities  are  out  of 
legal  bounds.  But  the  law  and  its 
interpretation  will  have  to  be  radi- 

cally revised  from  that  of  the  re- 
cent past  if  the  irresponsible  pri- 
vate dictatorship  of  the  Petrillos 

is  to  be  brought  to  an  end." 
Yet  another  ban  from  Petrillo 

headquarters  was  reported  from 
Providence  last  Thursday  where 
Frank  Weston,  publicity  director 
of  the  United  War  Fund  Campaign 
there,  disclosed  that  union  musi- 

cians have  been  forbidden  to  make 
a  recording  of  a  song  written  for 
the  campaign.  The  drive  is  sched- 

uled in  November  to  finance  state- 
wide civilian  welfare  and  com- 

munity service  to  men  in  the  armed 
forces.  The  plan  was  to  have  the 
recordings  played  at  rallies. 

Symposium  Contributors 

CONTRIBUTORS  to  a  symposium 
on  "What  Should  We  Do  With 
Hitler?"  scheduled  to  appear  in the  November  issue  of  Picture 
Scoop  will  be:  George  Putnam, 
news  reporter  of  WEAF,  New 
York,  Quincy  Howe  and  Frazier 
Hunt,  CBS  commentators;  Rex 
Stout,  author  and  CBS  analyst; 
and  Herbert  Agar,  formerly  direc- 

tor of  Freedom  House,  now  a  mem- 
ber of  the  armed  forces. 

HIZZONNER  Mayor  Edward  J.  Kelly  received  a  check  for  $1,098  to 
buy  cigarettes  for  the  Chicago  Servicemen's  Center,  from  proceeds  of  a recent  softball  game  between  two  teams  of  staff  members  of  WGN, 
Chicago,  as  the  proud  team  captains  stood  by.  Taking  part  in  the  pre- 

sentation are  (1  to  r)  Milton  Heidrich  of  the  WON  publicity  department; 
Jack  Brickhouse,  announcer;  Mayor  Kelly;  Guy  Savage,  announcer  and 
co-captain  with  Brickhouse  of  the  WGN  All  Stars;  and  Bob  Elson,  sports- 
caster  and  winning  team  captain. 

Laredo  Applications 
COINCIDENT  with  an  applica- 

tion filed  by  Mervel  M.  Valentine, 
president  and  owner  of  KPAB, 
Laredo,  Tex.,  for  sale  of  the  sta- 

tion to  the  Laredo  Broadcasting 
Co.,  the  would-be  buyers  have  ap- 

plied for  a  CP  to  build  a  new  sta- 
tion in  Laredo  on  1490  kc  250 

watts  unlimited.  The  company  asks 
that  the  applications  be  considered 
together  according  to  the  FCC. 

Pioneer  Feeds  on  21 
WESTERN  CANADA  Flour  Mills, 
Toronto  (Pioneer  Feeds)  on  Oct. 
3  starts  Barn  Dance  on  CKNX, 
Wingham,  Ont.,  weekly,  and  on 
Oct.  5  starts  dramatized  spot  an- 

nouncements on  20  Canadian  sta- 
tions with  schedules  varying  from 

3  to  5  weekly.  Account  placed  by 
A.  McKim  Ltd.,  Toronto. 

Planters  in  Chicago 
PLANTERS  NUT  &  CHOCO- 

LATE Co.,  Wilkes-Barre  (salted 
peanuts),  has  started  sponsorship 
of  thrice-weekly  newscasts  on 
WSYR,  Syracuse,  and  local  spon- 

sorship of  CBS  The  World  Today, 
thrice-weekly  quarter-h  our  on 
WBT,  Charlotte.  Goodkind,  Joice 
&  Morgan,  Chicago,  is  agency. 

508  OUKE  STREET 
J^iclttturnJi  tSiiitti 
MOTU.  RICHMOND 
PAUL  H.  RAVMER  CO-  NATIONAL  KCPRISCNTATIVE 

Garrett  Plans 

GARRETT  &  Co.,  Brooklyn  (Vir- 
ginia Dare  wines),  on  Sept.  2d 

will  resume  Maid  of  America, 
weekly  half-hour  variety  program 
featuring  Bob  Trendler's  orches- tra on  WGN,  Chicago,  Tuesdays 
7:30-8  p.m.  Plans  are  under  con- 

sideration for  eventually  extend- 
ing the  show,  which  was  tested 

on  WGN  last  spring,  to  the  MBS 
network  but  final  decision  will  be 
made  within  the  next  few  weeks, 
according  to  Ruthrauff  &  Ryaa, 
Chicago,  the  agency.  J.  A.  Rob- inson is  account  executive. 

WGAR  TO  RESUME 

SYMPHOISY  SERIES 

WGAR,  Cleveland,  for  the  second 
consecutive  year  will  sponsor  the 
Cleveland  Orchestra  in  a  series  of 
26  concerts  over  CBS  and  its  short- 

wave adjuncts,  according  to  an- 
nouncement last  week  by  John  F. 

Patt,  vice-president  and  general 
manager  of  the  station.  The  spon- 

sorship by  WGAR  is  a  public  serv- 
ice contribution  to  the  industry,  he said. 

To  Be  Shortwaved 

Concerts  will  be  heard  from  5-6 
p.m.  each  Saturday,  Oct.  24  through 
April  17.  In  addition  to  the  full 
coast-to-coast  CBS  network,  the 
series  is  shortwaved  to  the  British 
Isles,  South  America  and  the  Pacific 
war  zone.  CBS  has  also  arranged 
for  two  concerts  by  the  orchestra 
under  direction  of  Dr.  Artur  Rod- 
zinski  Oct.  11  and  18,  replacing  the 
New  York  Philharmonic  Orchestra, 
immediately  preceding  the  WGAR 
series.  With  the  exception  of  sev- 

eral out-of-town  appearances,  the 
broadcasts  will  originate  in  Cleve- 

land's Severance  Hall,  home  of  the orchestra. 

The  series  this  year  will  have  a 
patriotic  significance,  WGAR  an- 

nounced. Each  program  will  open 
with  the  National  Anthem  and  a 
portion  of  the  time  will  be  allotted 

to  a  brief  narration  of  Cleveland's 
participation  in  the  war  effort, 
promotion  of  war  bonds,  and  vari- ous war  activities. 
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

  SEPTEMBER  5  TO  SEPTEMBER  11  INCLUSIVE   

Decisions  .  ,  . 

SEPTEMBER  8 
WRNL,  Richmond,  Va.— Granted  CP  di- 

rectional antenna  change  for  night  use. 
WGNY,  Newburg,  N.  Y. — Denied  special 

authorization  to  operate  with  1000  w.  un- limited. 
KWG,  Stockton,  Cal.— Designated  hear- 

ing application  change  transmitter  an- 
tenna, increase  power. 

KROY,  Sacramento,  Cal. — Designated 
hearing  CP  new  transmitter,  increase 
power. 

KICD,  Spencer,  la. — Granted  consent  ac- 
quisition of  control  by  L.  W.  Andrews. 

SEPTEMBER  9 
KDNT,  Denton,  Tex. — Granted  permis- 

sion to  amend  application  for  CP  within 
45  days. 
WJZM,  Clarkesville,  Tenn. — Denied  re- 

quest to  transmit  police  messages. 
SEPTEMBER  10 

KVGB,  Great  Bend,  Kan.— Granted  CP to  move  transmitter  at  same  address. 
KSCJ,  Sionx  City,  la. — Granted  modi- 

fication to  change  name  from  Perkins 
Brothers  Co.  (The  Sioux  City  Journal)  to 
Perkins  Brothers  Co. 
WWSW,  Pittsburgh,  Pa.— Granted  modi- 

cation  to  change  name  from  Walker  and 
Downing  Radio  Corp.  to  WWSW,  Inc. 

Applications  .  .  . 
SEPTEMBER  8 

KFEQ,  St.  Joseph,  Mo.— Modification  CP 
extend  completion  date  of  new  transmitter, 
directional  antenna,  increase  power. 
KROC,  Rochester,  Minn, — Involuntary 

transfer  of  control  to  Agnes  P.  Gentling, 
executrix  of  Gregory   P.   Gentling  estate. 

Tentative  Calendar  ,  .  , 

WCOP,  Boston— CP  for  1150  kc.  1000  w. 
unlimited.  (Sept.  14). 
KXKX,  Kansas  City,  Mo.— Renewal  li- 

cense 1590  kc,  1000  w.  unlimited.  (Sept. 16). 
WORK,  York,  Pa.— Modification  CP  for 

1350  kc,   1000  w.  unlimited.    (Nov.  16). 

Radio  Folk  in  Films 

HAL  PEARY,  Hollywood  star  of 
the  weekly  NBC  Great  Gilder  sleeve, 
sponsored  by  Kraft  Cheese  Co. 
(Parkay  margarine),  in  mid-Sep- 

tember begins  work  in  an  RKO  film 
built  around  and  titled  after  the 
radio  show.  Lillian  Randolph,  col- 

ored maid  in  the  half-hour  radio 
comedy-drama,  will  portray  that 
role  in  the  film  version.  With 
change  of  plans,  Chet  Lauck  and 
Norris  GofF,  stars  of  the  five-weekly 
quarter-hour  BLUE  program,  Lum 
&  Abner,  sponsored  by  Miles  Labs. 
(Alka  Seltzer),  on  Sept.  21  start 
their  RKO  comedy  film,  "Two 
Weeks  to  Live",  instead  of  the 
originally  scheduled  "Wonderful 
World".  Latter  film  will  be  made 
later  in  the  year. 

Standard  Switch 

STANDARD  BRANDS,  New  York, 
which  since  mid-July  has  been  con- 

sidering a  change  in  products  for 
its  NBC  One  Man's  Family  pro- 

gram, heretofore  placed  by  J.  Wal- 
ter Thompson  Co.,  New  York,  for 

Tender  Leaf  Tea,  last  week  decided 
to  promote  Fleischmann's  Yeast 
on  the  Sunday  half-hour  series, 
thereby  switching  the  show  from 
J.  Walter  Thompson  to  Kenyon  & 
Eckhardt,  New  York,  the  Fleisch- 
mann  agency  [Broadcasting,  Aug. 
3]. 

'ONE  DOZEN  ROSES'  was  the 
song  Corp.  Bob  Green,  stationed 
in  Hawaii  asked  KLX,  Oakland, 
Cal.,  to  play  for  his  wife.  Station 
obliged,  and  in  addition  invited 
Mrs.  Green  to  the  broadcast  where 
Adriel  Fried,  general  manager,  is 
pictured  presenting  a  real  dozen 
roses  to  the  soldier's  wife.  Gagnier, 
KLX  woman  announcer  (r),  in- 

terviewed Mrs.  Green  and  the  pro- 
gram was  recorded  for  rebroadcast 

to  Hawaii. 

RCA  Holds  Rally 
TO  LAUNCH  the  second  phase  of 
its  successful  "Beat  the  Promise" 
campaign,  RCA  Mfg.  Co.,  Camden, 
on  Sept.  13  held  a  special  rally  for 
some  25,000  workers  and  their 
families  from  various  plants 
throughout  the  Camden  area,  the 
feature  events  being  broadcast  on 
the  BLUE  7-7:30  p.m.  Addresses 
were  broadcast  by  Col.  David  Sar- 
nofF,  president  of  RCA,  and  Donald 
M.  Nelson,  chairman  of  the  WPB, 
and  a  special  war  show  was  staged 
for  the  war  workers  by  the  Army 
and  the  Coast  Guard. 

Network  Accounts 
All  time  Eastern  Wartime  unless  indicated 

New  Business 
ANACIN  Co.,  Jersey  City  (headache 
remedy ) ,  on  Sept.  14  starts  Just  Plain  BUI 
on  50  NBC  stations,  Mon.  thru  Fri.,  5:30- 
5:45  p.m.  Agency:  Blackett-Sample-Hum- mert.  N.  Y. 
KOLYNOS  Co..  New  Haven  (toothpaste), 
on  Sept.  14  starts  Front  Page  Farrell  on  50 
NBC  stations,  Mon.,  Tues.,  Wed..  5:45-6 
p.m.  Agency:  Blackett-Sample-Hummert, 
N.  Y. 
WYRTH  CHEMICAL  Co.,  New  York 
(Hill's  cold  tablets),  on  Sept  14  starts Front  Page  Farrell  on  50  NBC  stations, 
Thurs.,  Fri.,  5 :45-6  p.m.  Agency  Blackett- Sample-Hummert,  N.  Y. 
CAMPBELL  SOUP  CO.,  Camden,  N.  J. 
(soups)  on  Sept.  13  starts  Radio  Readers 
Digest  on  65  CBS  stations.  Sun.,  9-9:30 
p.m.  Agency:  Ward  Wheelock  Co.,  Phila- 
delphia. 
FOLGER  COFFEE  Co.,  San  Francisco 
(coffee),  on  Sept.  18  resumes  America's Home  Front  on  6  CBS  Pacific  Coast  sta- 

tions (KNX  KQW  KARM  KOIN  KROY 
KFPY),  Fri.,  5:15-5:30  p.m.  (PWT). 
Agency :  Raymond  R.  Morgan  Co.,  Holly- wood. 
HIGGINS  INDUSTRTES  Inc.,  New  Orleans 
(iuFtitutional) ,  on  Sun.,  Sept.  13  spon- 

sored single-time  broadcast  of  "E"  award ceremonies  on  128  BLUE  stations,  1 :30-2 
p.m.  Agency:  Bauerlein  Inc.,  New  Orleans. 
INDEPENDENT  LOCK  CO.,  Fitchburg, 
Mass.  (institutional)  on  Mon.  Sept.  14  will 
broadcast  "E"  award  ceremonies  on  128 
BLUE  stations,  4:30-5  p.m.  Agency:  Wil- 

liam B.  Remington  Inc.,  Springfield,  Mass. 
BAUER  &  BLACK,  Chicago  (institutional) 
on  Fri.,  Sept.  11  sponsored  single-time 
broadcast  of  "E"  award  ceremonies  on 
128  BLUE  stations,  4:30-5  p.m.  Agency: 
J.  Walter  Thompson  Co.,  N.  Y. 
DEPT.  OF  FINANCE,  Ottawa  (war  sav- 

ing certificates  and  war  bonds)  on  Sept. 
20  starts  a  series  of  dramas  on  54  Cana- 

dian Broadcasting  Corp.  stations.  Sun. 
7:30-8  p.m.  Agency:  Adv.  Agencies  of 
Canada,  War  Finance  Group. 
NESTLE'S  MILK  PRODUCTS,  New  York (Alpine  milk),  on  Sept.  9  starts  for  13 
weeks,  five-minute  participation  in  Break- 

fast at  Sardi's  on  13  BLUE  Pacific  Coast stations,  Wed.,  9:30-10  a.m.  (PWT).  On 
Sept.  12  starts  for  13  weeks,  quarter-hour 
participation  in  that  program  on  8  BLUE 
California  stations,  plus  KOH,  Reno;  KEX, 
Portland,  Sat.,  9:30-10  a.m.  (PWT). 
Agency :  Leon  Livingston  Adv.,  San  Fran- cisco. 
THOMAS  J.  LIPTON  Ltd.,  Toronto 
(teas)  on  Oct.  4  resumes  Tea  Muaicale 
on  34  Canadian  Broadcasting  Corp.  sta- 

tions. Sun.  6-6:30  p.m.  Agency:  Viekers  & 
Benson,  Toronto. 

WANTED
  AT  ONCE

 

WORN-OUT  G-E  TRANSMITTING  TUBES 

BECAUSE  there  is  a  shortage  of 
strategic  metals  used  in  transmit- 
ting tubes  for  civilian  uses,  and  because 

military  needs  are  great,  General  Elec- 
tric is  now  salvaging  these  metals  from 

worn-out  tubes  of  250-watt  plate 
dissipation  or  over.  Such  metals  will 
be  reclaimed  for  new  tubes,  and  in  this 
way  it  is  hoped  to  make  more  tubes 
available  for  broadcasting  and  other 
nonmilitary  uses.  Of  course,  military 
needs  come  first. 

Will  Yoo  Help?  Send  us — via  express 
collect — your  retired  transmitting  tubes 
of  250-watt  plate  dissipation  and 
larger.  If  you  do  not  have  proper  car- 

tons, let  us  know  the  types  of  tubes  and 

the  cjuantity,  and  we'll  send  the  cartons to  you. 
Credit — Because  of  the  high  cost  of 
salvaging  materials  and  the  added  cost 
of  shipping,  it  is  impossible  to  give 
credit  on  all  tubes  returned.  Regular 
credit  will  be  granted  on  those  tubes 
that  ordinarily  have  a  return  credit 
value.  These  include  GL-862  and  GL- 
898,  and  the  radiator  credit  on  GL- 
891 R,  GL.892R,  GL-893R,  and  GL- 
8002R. 

How  to  Ship — Mark  the  cartons  and 

shipping  papers  "Defective  apparatus 
for  salvaging,"  and  ship  by  express, 
collect,  to  General  Electric  Company, 

Radio,  Television,  and  Electronics  De- 
partment, Schenectady,  N.  Y. 

GENERAL  ^  ELECTRIC 
VaJjX  161-10-8860 

REAL  THIS  TIME 

Barbara  Luddy,  Wed  Weekly  in 

 Plays,  Takes  Vows  
MARRIED  HAPPILY  ever  after 
every  week  by  the  scrpt,  Barbara 
Luddy,  leading  lady  of  MBS  First 
Nighter,  is  going  to  be  the  featured 
player  in  a  wedding  scene  Sept. 
18,  this  time  her  own.  She  is  to  be 
married  to  Ned  LeFevre,  NBC  an- 

nouncer in  Winnetka,  111.,  at  the 
home  of  L.  T.  Wallace,  vice-presi- 

dent of  Aubrey,  Moore  &  Wallace, 
Chicago,  agency  which  places  the 
First  Nighter  program  for  Cam- 
pana  Sales  Co.,  Batavia,  111. 

KORE,  KIDO  SALE 

SOUGHT  BY  ESTATE 

APPLICATIONS  for  the  disposi- 
tion of  KORE,  Eugene,  Ore.,  and 

KIDO,  Boise,  Ida.,  in  settlement  of 
the  estate  of  C.  G.  Phillips  have 
been  filed  by  Frank  L.  Hill,  sur- 

viving partner,  and  Georgia  Phil- 
lips, executrix  of  the  estate. 

Under  the  agreement,  KIDO, 
1380  kc,  with  2,500  watts  day  and 
1,000  night,  would  be  assigned  to 
Georgia  Phillips,  and  KORE,  1450 
kc.  with  250  watts  fuUtime,  and  a 
consideration  of  $10,000,  would  go 
to  Mr.  Hill,  according  to  the  Com- mission. 

Mr.  Phillips  and  Mr.  Hill  each 
had  50%  interest  in  the  Eugene 
Broadcasting  Station  and  the  Boise 
Broadcasting  Station. 

RCA  MFC  Co.,  Camden,  N.  J.  on  Sept. 
13  only  sponsored  War  Workers  Rally  on 
101  BLUE  stations.  Sun.,  7-7:30  p.m. 
Agency:  Lord  &  Thomas,  N.  Y. 
MILES  LABS..  Elkhart.  Ind.  ( Alka-Seltzer. One-A-Day  Vitamin  tablets),  on  Sept.  27 
renews  for  52  weeks  Quiz  Kids  on  68 
BLUE  stations.  Sun.,  7:30-8  p.m.  Agency: Wade  Adv.  Agency,  Chicago. 

ANACIN  Co.,  Jersey  City  (headache  rem- 
edy), on  Sept.  21  renews  Our  Gal  Sunday 

on  51  CBS  stations,  Mon.  thru  Fri.,  12:45- 
1  p.m.  Agency:  Blackett-Sample-Hummert, N.  Y. 
AMERICAN  HOME  PRODUCTS,  New 
York  (Kolynos  and  Bisodol),  on  Sept.  21 
renews  The  Romance  of  Helen  Trent  on  43 
CBS  stations,  Mon.  thru  Fri.,  12:30-12:45 
p.m.  Agency:  Blackett-Sample-Hummert, N.  Y. 
E  L  du  PONT  de  NEMOURS  &  CO.. 
Wilmington,  Del.  (institutional)  on  Sept. 
28  renews  Cavalcade  of  America  on  62 
NBC  stations,  8-8:30  p.m.  (rebroadcast 
11:30-12  Midnight).  Agency:  BBDO,  N.  Y. 
SOIL-OFF  MFC  Co.,  Glendale,  Cal.  on 
Sept.  5  renewed  Bob  Garred,  news  com- mentator on  7  CBS  stations,  Tues.,  and 
Thurs.,  5:45-5:55  p.m.  (PWT)  Agency: 
Buchanan  &  Co.,  Los  Angeles. 

Network  Changes 

PROCTER  &  GAMBLE,  Toronto  (Ivory) 
on  Sept.  7  changes  La  Pension  Velder 
to  La  Vie  Commence  Demain  on  CBF, 
Montreal:  CBV,  Quebec;  CBJ,  Chicoutimi. 
Que.,  Mon.  thru  Fri.  7:15-7:30  p.m. 
Agency:  Compton  Adv.,  N.  Y. 
CONTINENTAL  BAKING  Co.,  New  York 
(Wonder  Bread,  Hostess  Cake),  on  Sept. 
28  replaces  Maudies  Diary  on  46  CBS  sta- 

tions, Thui-s.,  7:30-8  p.m.  with  Bachelors Children,  on  46  CBS  stations,  Mon.  thru  Fri., 
10:45-11  a.m.  Agency:  Ted  Bates  Inc., N.  Y. 

COLGATE-PALMOLIVE-PEET  Co.,  Jer- 
sey City  (Palmolive  soap),  on  Sept.  24 discontinues  Bachelors  Children  on  67  NBC 

stations,  Mon.  thru  Fri.,  10:15-10:30  a.m. 
Agency :  Ward  Wheelock  Co.,  Philadelphia. 
COLGATE  -  PALMOLTVE  -  PEET  Co.. 
Jersey  City  (shave  cream),  on  Oct.  3  will 
renew  for  52  weeks  BUI  Stern's  Sports Newsreel  of  the  Air,  and  will  add  59  sta- tions making  a  total  of  125  NBC  stations, 
Saturdays,  10-10:15  p.m.  Agency:  Sherman &  Marquette,  Chicago. 
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Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  week  preceding  issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, V/ashington,  D.  C. 

Help  Wanted 
Chief  Engineer — 1000  Watt  daytime  Station 
in  progressive  organization.  Liberal 
salary.  Call  or  wire  WHEB,  Portsmouth, 
New  Hampshire. 

COPYWRITING  SALESMAN— W   i  t  h 
executive  ability  for  Don  Lee  Network 
advancement,  versatility  necessary.  KDB, 
Santa  Barbara,  Calif. 

Sports  Announcer — Football    and  Basket- 
ball. WHBU,   Anderson,  Indiana. 

Three  Capable  Radio  Engineers — Apply 
Portsmouth  Radio  Corporation.  Ports- 

mouth, Virginia. 

Two    Combination    Engineer-Announcers — For  Western  CBS  Station.  One  as  chief 
engineer  at  $175.00  monthly — second  as assistant  at  $150.00  monthly.  Write  or 
wire  full  qualifications  to  KVSF,  Sante 
Fe,   New  Mexico. 

TECHNICIANS— With  Studio  or  Trans- 
mitter Experience,  and  License.  Register 

at  once.  Many  vacancies  large  Eastern 
Cities.  American  Communications  Assn. 
1626  Arch,  Philadelphia 

ORGANIZER— Expanding  Technicians  and 
Announcers  Organization  requires  addi- 

tional Eastern  field  representatives,  ca- 
pable negotiating  contracts.  Apply  by 

letter  only,  enclose  photo,  details,  ACA. 
1626  Arch,  Philadelphia. 

RADIOTELEPHONE  FIRST  CLASS— Ex- 
perience, 3-A.  Anticipate  openings  may 

soon  develop  in  Southern  California 
Broadcasting  Stations.  This  is  not  an 
invitation  to  come  West  until  openings 
occur.  Write  Qualifications,  experience, 
present  salary  in  first  letter.  Local  scale 
$45-65  per  week,  40  hours,  standard 
IBEW  agreements.  Local  40,  IBEW,  1509 N.  Vine  St.,  Hollywood. 

WANTED  At  Once—  A  radio  technician  or 
engineer  meeting  any  ticket  requirements 
of  FCC.  State  experience,  references,  and 
draft  status.  WBRK,  Pittsfield,  Massa- chusetts. 

Experienced  network  type  announcer — 
with  operator's  license.  Ideal  living  con- ditions for  family  man.  Starting  pay 
$200  per  month.  Will  pay  moving  ex- 

penses for  permanent  man.  WINC, 
Blue  Network  affiliate,  Winchester, Virginia. 

FIRST  CLASS  LICENSED  ENGINEERS— 
Write  full  details,  experience,  draft 
status,  and  present  salary.  Box  834, BROADCASTING. 

'Nation's   typical   broadcasting   station" — (See  LIFE  April  27)  needs  chief  engi- 
neer. Congenial  staff,  modem  equipment, 

air-conditioned  building.  Announcing not  required.  If  you  want  a  job  where 
engineers  are  appreciated.  Write  WGAC. 
Augusta,  Georgia  immediately.  $40' weekly. 

Experienced  salesmen — New  England 
Basic  Network  Station,  leader  in  volume. 
Major  market,  city  of  200.000.  State 
draft  status  and  salary  requirements  in 
first  letter.  Box  835,  BROADCASTING. 

Announcer — Reasonable  experience.  No floaters.  Hard  work  but  worth  it.  Sub- 
mit full  details,  salary,  draft  status  and 

picture.    Box    836,  BROADCASTING. 
Transradio  Press  Operator — With  First  or 
Second  Class  Telephone  License.  Box 
838,  BROADCASTING. 

'  Combination    engineer-announcer — G  o  o  d 
salesman,  network  station.  Girl  operator, 
first  class  license.  Free  apartment.  Box 837,  BROADCASTING. 

f  Have  Opening — For  one  or  two  capable studio  or  transmitter  operators.  Those 
interested  contact  WD  AY,  Fargo,  North 
Dakota,  giving  qualifications  and  sal- 

ary expected. 

Help  Wanted  (Continued) 

Announcer  and  Engineer — Eastern  local 
wants  draft  exempt,  sober  announcer ; 
also  licensed  operator.  Advise  salary 
expected,  references  and  availability  date. 
Box   825,  BROADCASTING. 

SALESMAN  WANTED— Excellent  oppor- 
tunity. Good  financial  arrangement. 

WJTN,  Jamestown,  New  York. 

Program  Director — Producer  wanted  for Eastern  network  affiliated  station.  Must 
have  adequate  experience,  educational 
background  executive  ability  and  thor- 

oughly understand  local,  public-service 
programming.  Box  826,  BROADCAST- ING.  

Position  open — For  experienced  sports,  per- 
sonality and  special  events  announcer. 

Must  be  steady,  draft  deferred.  Good 
station  in  a  good  market.  Box  827, 
BROADCASTING. 

ENGINEERS — If  you  are  experienced  in studio,  remote  and  portable  recording 
work,  have  low  draft  classification,  and 
would  like  to  be  associated  with  KMBC, 
write  A.  K.  Krahl,  KMBC,  Kansas  City, 
Mo.,  detailing  training  and  experence. 
State  starting  salary  required. 

Announcer-Continuity  Writer — Experienced 
family  man  for  network  regional.  Also 
experienced  woman  continuity  writer 
with  good  air  voice.  Apply  at  once. 
Salaries  open.  Box  832,  BROADCAST- ING. 

Operator — First,  Second,  Third  Class.  No 
experience  necessary.  Box  829,  BROAD- CASTING. 

Situations  Wanted 

One-Man  Radio  Station — General  manager- 
chief  engineer-announcer.  Beat  the 
duration  doldrums  with  this  ideal  com- 

bination. Experienced  all  phases.  Draft 
exempt.  Box  828.  BROADCASTING. 

Girl — College  graduate,  radio  background 
worked  W.  NY  Station,  publicity,  scripts. 
Knowledge  control  broad.  Has  emceed 
own  program.  Box  833,  BROADCAST- ING. 

Draft  exempt  salesmanager  or  salesman — 
With  provable  sales  record  and  broad 
advertising  experience  desires  permanent 
connection.  Salary  unimportant.  More  in- 

terested in  stock  acquirement.  Lately 
resigned  local  sales  management  in- 

dependent station  city  of  one  million. 
References,  Write,  wire.  Box  830, 
BROADCASTING. 

News  Editor — Thoroughly  experienced  writ- 
ing and  airing  newscasts  and  commen- 

tary. Finest  References.  Box  831, 
BROADCASTING. 

PUBLICITY-PROMOTION  DIRECTOR— 
Outstanding  background,  desires  con- nection with  midwest  station.  Can  also 
handle  news.  Draft  exempt.  Box  841, 
BROADCASTING. 

College  Woman — Program  director,  an- 
nouncing, traffic,  continuity,  promotion, 

desires  opportunity  with  progressive 
station  in  metropolitan  eastern  area. 
Box   840,  BROADCASTING. 

Wanted  to  Buy 

Experienced  Radio  Man — Wants  to  buy  sta- 
tion in  town  up  to  50,000  population. 

Box   824,  BROADCASTING. 

Power  Plant— 2  to  5  kilowatt,  110  volt  60 
cycle.  Box  839,  BROADCASTING. 

For  Sale 

Slightly  Used— 803,  204A,  850,  511  tubes. 
Presto  turntable.  Box  842,  BROAD- CASTING. 

Hunt  on  Tour 

FRAZIER  HUNT,  CBS  commenta- 
tor, has  embarked  on  an  extensive 

lecturing  and  broadcasting  tour  of 

the  Midwest  in  September.  Hunt's schedule  includes  speeches  before 
business  and  civic  groups,  inspec- 

tion of  war  plants  and  military 
training  centers.  In  Minneapolis, 
Sept.  11,  Gov.  Harold  E.  Stassen 
introduced  Mr.  Hunt  at  a  din- 

ner for  civic  leaders  and  executives 
of  General  Electric  Co.,  Schenec- 

tady, sponsors  of  Hunt's  thrice- weekly  news  program  on  CBS. 

'Club'  to  Tour 

EASTERN  TOUR  of  the  BLUE 
program  Breakfast  Club  under  the 
management  of  National  Concert 
&  Artists  Corp.,  New  York,  starts 
with  a  personal  appearance  at  Ot- 

tawa, Canada,  Sept.  15.  Other 
points  to  be  visited  by  the  cast  will 
be  Montreal,  Providence,  New 
Haven  and  Pittsburgh.  Series  is 
aired  on  a  participating  basis. 

Andrews  Given  Control 

Of  KIDC?  Spencer,  la. 
CONSENT  to  purchase  140  shares 
of  unissued  common  stock,  and  120 
shares  of  unissued  preferred  stock 
in  KICD,  Spencer,  la.,  was  granted 
by  the  FCC  to  L.  W.  Andrews, 
Iowa  state  employe,  who  is  vice- 
president  and  director  of  the  sta- 

tion. Sale  gives  Mr.  Andrews,  al- 
ready 30.2%  stockholder  in  the 

station,  the  controlling  bloc  of 
stock. 

Unissued  stock  was  subscribed 
by  Fred  A.  Gelke  when  the  corpora- 

tion was  formed  last  fall.  Price 
was  $3,500  for  the  common,  and 
$3,000  for  the  preferred.  KIDC 
was  licensed  Dec.  16,  1941. 

KGHI.  Little  Rock,  Arkansas,  oper- 
ating fiilltime  with  250  watts  on 

1230  kc.  joins  the  BLUE  as  affiliate 
in  the  South  Central  Group,  effective 
.Jan.  12,  making  a  total  of  132  BLUE 
stations.  Outlet  is  owned  by  the 
Arkansas  Broadcasting  Co.  Evening 
hour  rate  will  be  $50. 

PROFESSIONAL 

DIRECTORY 

Jansky  &.  Bailey An  Organization  of 
Qualified  Radio  Engineers 

Dedicated  to  the 
SERVICE  OF  BROADCASTING 

National  Press  Bide.,  Wash..  D.  C. 

JOHN  BARRON 
Consulting  Radio  Engineers 

Specializing  in  Broadcast  and 
Allocation  Engineering 

Earle  Building,  Washington,  D.  C. 
Telephone  NAtional  7757 

HECTOR  R.  SKIITER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

CLIFFORD  YEWDALL 
Elmpire  Stats  BldK. 
NEW  YORK  CITY 

An  Acconnting  Service 
Particularly  Adapted  to  Radio 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. silver  Spring  Md. 
(Suburb.  Wash.,  D.  C.) 

Main  Ofllcs:  Crossroadi  »1 
71S4  Msin  St.    /'"TTN        'h'  World Kansat  City,  Mr  I     Y     )    Hollywood.  Cal. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.      Dl.  1205 
Washington,  D.  C. 

PAUL  F  GODLEY 

COA/SUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 

MO  2-7859 

GEORGE  C.  DAVIS 

Consulting  Radio  Engineer 

Munsey  BIdg.  District  8456 
Washington,  D.  C. 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 

R.C.A.  Commanications,  Inc. 
66  Broad  St.,  New  York,  N.Y. 

RING  SL  CLARK 

Consulting  Radio  Engineers 
WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 
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Universal  Manpower  Measure 

Is  Considered  by  Government 

Summary  of  Radio  Labor  Shortages  to  Be  Ready 
In  Few  Weeks;  Navy  to  Check  Enlistments 

NO  PRECISE  form  for  manpower 
regulations  affecting  radio  and 
communications  is  yet  recognizable 
as  a  result  of  developments  during 
the  past  week.  At  BWC  it  was  in- 

dicated that  a  summary  of  radio 
labor  shortages  would  likely  be 
turned  over  to  the  Domestic  Broad- 

casting Committee  about  Oct.  1 
along  with  comparable  data  for 
communications  to  its  respective 
committee.  WMC  could  not  forsee 
its  essential  occupational  lists  be- 

fore Oct.  15. 
The  only  concrete  development 

was  the  Navy  Dept.  decision  of 
Sept.  10  to  check  every  voluntary 
enlistment  of  men  between  20  and 
45  with  local  draft  boards  to  as- 

certain whether  they  have  been 
classified  in  II-A,  assigned  to  those 
engaged  in  civilian  industries  (in- 

cluding communications)  essential 
to  public  health,  safety  and  wel- 

fare, II-B  or  III-B.  The  latter  two 
classifications  embrace  men  em- 

ployed in  war  industries. 
Universal  Plan 

It  is  also  understood  that  the 
War  and  Navy  Depts.  have  ap- 

proved the  principles  of  the  pro- 
jected universal  manpower  legis- 
lation. Such  legislation  would  en- 

able the  Government  to  compel 
workers  to  enter  service  in  war  in- 

dustries where  labor  shortages 
have  developed. 

Last  week  WMC  acted  to  assert 
itself  when  12  northwestern  States 

were  declared  a  "critical  area" 
where  workers  engaged  in  the  pro- 

duction of  copper  and  other  non- 
ferrous  metals  and  lumber  were 
frozen  in  their  present  jobs  unless 
they  can  obtain  a  certificate  of 
separation  from  the  United  States 
Employment  Service.  This  volun- 

tary order  was  likewise  imposed 
upon  employers  as  well,  preventing 
them  from  granting  a  release  to 
any  worker  without  a  Certificate 
from  USES. 

WSYR's  Bovines 
IN  THIS  precise  spot  in 

the  last  issue  of  Broadcast- 
ing, appeared  an  item  about 

64  head  of  cattle  which  graze 
at  the  base  of  the  towers  of  a 
Syracuse  station.  We  made 
a  serious  "bull"  about  the 
ownerships  and  identity  of 
those  bovines.  The  story 
should  have  read :  "Cattle,  64 
head,  graze  at  the  base  of 
the  towers  of  WSYR,  Syra- 

cuse, and  inside  the  city  lim- 
its, too.  The  stock  is  100% 

owned  by  the  station,  which 
explains  their  double  purpose 
of  keeping  the  grass  trimmed 
in  the  rich  er^ek  bottom  land 
where  the  WSYR  transmit- 

ter is  located  as  well  as  to 
utilize  the  grazing  land  to 
produce  food  for  victory." 

This  act  was  regarded  with  con- 
siderable significance  by  some  peo- 

ple in  Washington  since  it  con- 
stituted the  first  real  test  of 

WMC's  authority.  The  success  of 
this  order  was  regarded  as  a  pos- 

sible test  for  future  WMC  action. 
This  feeling  was  denied  by  WMC 
officials  however,  and  they  pointed 
to  the  labor-management  commit- 

tees which  represent  a  sources  of 

"prompt  and  vigorous  cooperation" 
Another  considered  plan  un- 

covered is  the  expansion  of  occupa- 
tional specialists  who  have  been 

aiding  each  State's  Selective  Serv- 
ice office  in  handing  out  decisions 

where  indispensability  is  a  factor 
in  appeal  cases.  Under  the  pro- 

posed plan  the  number  of  special- 
ists would  likely  be  increased  to 

enable  local  draft  boards  to  expe- 
dite such  decisions  promptly. 

Although  considerable  talk  has 
been  devoted  to  drafting  of  18  and 
19  year  olds.  President  Roosevelt 
stated  at  his  Friday  press  confer- 

ence that  he  did  not  think  it 
would  be  necessary  before  the  first 
of  next  year.  But  he  added  that 
some  decision  on  the  matter  would 
be  made  during  the  fall  and  that 
he  was  discussing  it  with  Army 
officials  to  determine  whether  en- 

abling legislation  was  needed  soon. 

NBC  Policy  Meeting 
SEMI-ANNUAL  meeting  for  mem- 

bers of  NBC's  public  service  divi- sion was  held  last  week  in  New 
York  with  the  two-day  conference 
considering  plans  and  policies  for 
the  immediate  future  under  the  di- 

rection of  Dr.  James  Rowland  An- 
gell,  NBC  public  service  program 
counselor.  Among  those  attending 
were  Judith  Waller,  public  service 
director  of  NBC's  central  division, 
and  Jennings  Pierce,  who  holds  a 
similar  position  in  NBC's  western division. 

Pall  Mall  Spots 

AMERICAN  CIGARETTE  &  Ci- 
gar Co.,  New  York,  launched  a 

campaign  of  spot  announcements 
on  five  New  York  stations  Aug. 
17,  and  is  currently  using  partici- 

pations on  stations  in  27  other 
cities  throughout  the  country  for 
Pall  Mall  cigarettes.  Contracts 
start  at  diff'erent  times,  and  vary 
in  length  with  each  station.  Tran- 

scriptions are  used.  Stations  car- 
rying the  announcements  in  New 

York  are  WOR  WHN  WEAF  WJZ 
WMCA.  Agency  is  Ruthrauff  & 
Ryan,  New  York. 

Beatty's  New  Series 
MORGAN  BEATTY,  former 
BLUE  military  analyst  and  com- 

mentator, who  recently  joined 
NBC,  on  Sept.  14  starts  a  regular 
period  of  news  commentaries  in 
the  five-weekly  1:45-2  p.m.  period 
formerly  handled  by  John  W.  Van- dercook. 

FDR  Talk  Repeated 

BECAUSE  of  the  interna- 
tional importance  of  Presi- 

dent Roosevelt's  address  to 
the  International  Student 
Assembly  Sept.  3,  WRUL, 
Boston  shortwave  station  of 
the  World  Wide  Broadcast- 

ing Foundation,  is  rebroad- 
casting  abroad  digests  of  the 
talk  in  23  languages.  The  re- 
broadcasts  supplement  the 
world-wide  coverage  given 
the  speech  the  day  it  was 
made. 

Talent  Case  Arbitrated 
ARBITRATION  decision  in  the  con- 

tract dispute  between  Kenny  Baker, 
radio  and  film  singer-comedian,  and 
AVilliam  Morris  Agency  Inc.,  Holly- 

wood talent  service,  was  awarded  the 
former  on  Kept.  8.  Ruling  frees  Baker 
from  all  contract  ties  with  the  talent 
agency. 

Army  Lauds  Radio 

Designed  to  Boost 
HIGH  PRAISE  for  U.  S.  broad- 

casters came  from  the  War  Dept. 
last  week  for  their  work  in  popu- 

larizing the  use  of  V-Mail.  Volume 
of  V-Mail  was  boosted  almost 
100%  during  the  two-week  cam- 

paign, it  was  stated. 
Lt.  Col.  E.  M.  Kirby,  Chief  of 

the  Radio  Branch  of  the  Bureau  of 
Public  Relations  of  the  War  Dept., 
revealed  last  Sept.  10,  Thursday, 
that  the  two-week  radio  promotion 
for  V-Mail  brought  an  increase  in 
volume  of  95.2%  over  a  period 
ending  just  before  the  radio  cam- 

paign started. Indicative  of  the  success  of  the 
radio  campaign  is  the  comment  of 
Major  H.  F.  Ambrose,  of  the  Army 
Postal  Service: 

"A  compilation  of  V-Mail  sta- 
tistics for  the  period  immediately 

preceding  and  following  Sunday, 
August  23,  1942,  the  day  on  which 
The  Army  Hour  dramatized  V- 
Mail,  reveals  a  sharp  upswing  in 
the  use  of  V-Mail  in  all  parts  of the  country. 

PmPL£:s  FOR  UNI 

Drawn  for  Broadcasting  by  Sid  Hix 

"Gentlemen,  Please!  Mr.  Ryan  Says  You're  Violating  the  Code!" 

Industry  for  Drive 

the  Use  of  V-Mail 

"For  the  week  ended  August  23, 
1942,  there  was  a  total  of  111,196 
V-Mail  letters  dispatched  on  micro- 

film from  this  country.  For  the 
following  week  (August  24-August 
30,  inclusive)  there  was  an  in- 

crease of  32.9%,  the  total  for  the 
week  being  147,660  V-Mail  letters 
dispatched.  For  the  week  ended 
September  6,  1942,  there  was  dis- 

patched a  total  of  219,972  V-Mail 
letters,  which  represents  an  in- 

crease of  95.2%  over  the  week  im- 
mediately preceding  the  August  23 

broadcast. 

"Inasmuch  as  the  full  effect  of 
the  broadcast  on  the  public  would 
not  be  reflected  in  the  writing  of 
letters  and  the  arrival  of  the  same 
at  points  of  embarkation  on  both 
coasts,  it  is  believed  that  the  latter 
period  offers  the  best  comparison. 
In  other  words,  as  a  result  of  The 
Army  Hour  broadcast  and  the  sub- 

sequent spot  announcements,  there 
has  been  almost  a  100%  increase 
in  the  use  of  V-Mail  facilities. 
Prior  to  The  Army  Hour  broad- 

cast, the  per  cent  of  increase  from 
week  to  week  was  pretty  much 
stabilized  between  5%  and  10% — 
the  figure  of  111,196  for  the  week 
ended  August  23  amounting  to 
14,748  more  than  the  previous  week 
ended  August  16,  the  total  for 

which  was  96,348." With  development  of  the  V-Mail 
plan  into  a  full-scale  operation, 
the  War  Department,  through  the 
Radio  Branch,  a  fortnight  ago 
undertook  an  intensive  radio  pro- 

motion campaign  to  bring  the  new 

type  of  mail  service  to  public  at- 
tention. The  campaign  opened  Aug- 

ust 23  with  a  spot  on  The  Army 
Hour,  the  official  War  Department 
radio  mission,  heard  weekly  on 
NBC,  3:30-4:30  p.m.,  EWT,  and 
was  carried  on  during  the  follow- 

ing two  weeks  through  spots  and 
announcements  on  hundreds  of  es- 

tablished programs,  both  sustain- 
ing and  commercial,  on  networks 

and  local  stations. 
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No.  1  OF  A  SERIES— WHAT  THE  MEN  WHO  MOVE  YOUn 
MERCHANDISE  THINK  ABOUT  WARTIME  ADVERTISING. 

t 

says  E.  H.  STRUBBE.  Secrelaty, 
Tieasurei,  and  General  Manager, 
WHITE    VILLA     GROCERS,  Inc. 
Eleven  hundred  White  Villa  stores 
serve  Ohio,  Indiana,  Kentucky  and 

West  Virginia. 

1/URING  ordinary  times,  a  consumer  may  be 

willing  lo  experiment  wilh  a  cheaper  or  un- 
known brand.  But  when  future  availability  of 

merchandise  is  doubtful,  consumers  take  no 

chances  and  insist  on  products  which  are  familiar 

and  whose  quality  is  known  through  experience 

lo  be  dependable. 

"Our  experience  in  over  1,100  stores  proves 
that  right  now  when  a  consumer  stocks  up,  she 

is  buying  the  brands  she  knows.  She  is  buying 

merchandise  of  known  high  quality. 

"Yes,  in  times  like  these,  quality  products 
move  first.  The  poorer  quality  and  less  known 
brands  move  last.   Consumers  now  have  more 

spending  power,  and  the  manufacturer  who  con- 
tinues to  advertise  is  sure  to  hold  the  market, 

even  in  the  face  of  shortages. 

"Speaking  of  shortages,  we've  had  our  share 
of  headaches  in  keeping  stocks  up.  Continued 

advertising  by  a  number  of  manufacturers  has 

helped  our  dealers  keep  customer  good  will 

despite  our  inability  to  supply  some  items  of 
consumer  goods. 

"If  for  no  other  reason,  this  invaluable  help 
should  be  continued  for  the  sake  of  retail  dealers 

who  will  have  increasingly  tough  problems  to 

solve  as  war  cuts  deeper  and  deeper  into  sup- 

plies of  vital  consumer  goods." 



RADIO'S  ELECTRONIC  HOUR-GLASS 

Electrons  —  infinitesimal  bits  of  electricity — 

are  grains  of  sand  in  the  hour-glass  of  science. 

Today,  radio's  hour-glass  —  the  electron 
tube — is  turned  so  that  the  electron  stream 

flows  day  and  night  to  help  win  the  war. 

Unlimited,  it  will  run  on  and  on  until 

Victory  is  measured  out  on  land,  at 

sea,  and  in  the  air. 

Only  Time  and  Peace  can  tip  this  glass 

and  reverse  the  flow  of  magic  into  new 

products  and  services  for  civilian  use.  Then, 

in  the  hour-glass  of  progress,  will  flow  tele- 
vision and  other  new  miracles 

of  radio  as  the  electronic 

sands  of  science  flow  again 

in  new  directions. 

I  BUY 

:  U.S.WAR 

:  BONDS 

RADIO  CORPORATION  OF  AMERICA 
PIONEER  IN  RADIO,  ELECTRONICS,  TELEVISION 

RCA  BUILDING,  NEW  YORK,  N.  Y. 

The  Services  of  RCA:  RCA  Manufacturing  Company,  Inc.    •    RCA  Laboratories 
R.  C.  A.  Communications,  Inc.    •     National  Broadcasting  Company,  Inc.    •     Blue  Network  Company,  Inc. 

Radiomarine  Corporation  of  America    •    RCA  Institutes,  Inc. 



How  well-informed  a  timebuyer 

or  advertising  agent  are  you? 

Try  this  brief,  but 

informative,  WOR-quii 

Ws  fun,  it''s  fact- 

full;  it's  a  few 
minutes  well-spent. 

W)  ad-,  people  .oA™yt,„3„.„^^ 

W  a  Boston  *or  ^^^^^p^^^et 

4.  THIS  IS  THE  INSIGNIA  OF: 

(a)  a  famous  Navy  air  force  squadron 

(b)  a  top  radio  comedian 

(c)  a  very  popular  all-night  club 
(d)  a  well-known  radio  executive 

''AG[ 
55 

—  that  power-full  station 

at  1440  Broadway,  in  New  York WOR 
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''Weu  One  (4  ike  %mil4 

in  ttlidmst  
dmeUca!''' 

»  C. 

1230  ««'\ulnoi« 

..e  -rr..Ts  X  //e  so  ;eU.  ̂-^^^ 
comii^    that  sa*"*^!"  WLS  pla?^"^' 

peared  "^J^^n  find        P      j^o^oring  P 

tlg^^rstAciafi-^
-"*^- 

*o  1^-'"  ,ee  you 

Soybean  day  at  Urbana,  lilinois,  finds  WLS  micro- 

phones right  on  the  spot,  broadcasting  highlights  of  the 

event  to  thousands  of  interested  families.  WLS  farm  pro- 

grams are  broadcast  from  every  major  Midwest  community, 

cover  every  important  farm  event.  No  wonder  Midwest- 
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the  family  for  authoritative  information.  No  wonder  that 
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lower  cost.  Basic  CBS  for  Connecticut. 
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No  Other  New  England 

Radio  Station  Gives  You 

WTAG  is  the  only  station  providing 

primary  coverage  throughout  Central  New  England  — 

one  of  this  nation's  busiest  areas  in  war  production. 

It  has  nearly  twice  as  many  listeners  in 

its  area  as  all  other  stations  combined. 

WTAG's  parent  newspapers,  the 

Worcester  Telegram  and  the  Evening  Gazette,  morning, 

evening,  Sunday  give  WTAG's  advertisers  complete  pro- 
motional backing. 

WUe4i.  yo44.  1^444^  "^ime  -  'lipuf.  An  Audie4U^e 

WTAG 

WORCESTER,  MASS. 

N.  B.  C.  BASIC    RED  NETWORK 

EDWARD  PETRY  &  CO.    NATIONAL  REPRESENTATIVE 

Owned  and  Operated-  by  the  Worcester  Telegram-Gazette 

Page  8  •  September  21,  1942 BROADCASTING  •  Broadcast  Advertising 



ow-and  one  year  after  Victory 

The  advertising  dollar  you  invest  with  WCSC 

gives  double  value.  You  make  sales  today  through- 

out a  thriving  boom  market.  And  you  build  brand 

preference  in  a  market  that  will  continue  to  boom 

long  after  Victory. 

Because  the  Charleston  "boom" /5  different.  It's 

no  flash-in-the-pan  based  purely  on  a  w^ar  economy. 

What  has  taken  place  is  the  industrial  rebirth  of 

an  entire  area.  New  methods,  new  super-power 

facilities  and  new  plants  have  transformed 

Charleston  into  a  big,  aggressive,  growing         /  ^^^Ve  q^- 

market. The  conclusion  is  obvious:  Charles-  ,    ̂ ^tri^    -^^^tan.  Or 

ton — a  major  market  today — is  a  "must"  ^^<J     ,  ^  Q^o^^ 

tH^o  ̂7^^  Proc^  ̂'^or^  ̂ /  ̂̂̂ f/- market  for  the  future.  Phu        of  /  ̂^^^s-  /./ 

WCSC 

C  H  ARLE  STON,  S.  C. 

The  CBS  Station  for  the  Coastal  Carolinas.  Represented  Nationally  by  Free  &  Peters,  Inc. 



ONE    OF    A   SERIES    PRESENTING    THE    MEN    WHO    MAKE    FREE   &    PETERS  STATIONS 

Earl  E.  May 

PRESIDEIT,  KMi,  SHENANDOAH,  IOWA 

1910—  Principal,  Hayes  Center(Neb.)  High  School 
1911-  15 — Salesman,  D.  M,  Ferry  Seed  Co.,  during school  vacations 
1915— LL.  B.,  University  of  Nebraska 
1915 — Vice  President,  Mount  Arbor  Nurseries 
1918 — Organized  May  Seed  &  Nursery  Co.,  became ils  President 
1925 — President,  American  Assn.  of  Nurserymen 
1925—  Established  Station  KMA,  Shenandoah 
1926 —  Awarded  Radio  Digest  Gold  Cup  as  Nation's most  popular  radio  announcer 
1927 —  Built  Studio  and  Auditorium  seating  1000 

people 
1933 — Organized  Central  West  Livestock  Feeders' Assn.,  in  cooperation  with  Department  of 

Agriculture 
1942 — Member,  Planning  and  Advisory  Committee, Blue  Network. 

H OW  many  friends  do  you  have,  who 
would  send  you  a  signed  blank  check?  Earl 
May  has  thousands.  You  see,  during  all  the 
years  Earl  May  has  been  President  of 
KMA,  he  has  personally  gone  to  the  micro- 

phone three  or  four  times  each  day,  to 
talk  to  his  countless  listeners,  to  share  with 
them  his  interest  and  his  knowledge  of 
seed,  and  farming,  and  agricultural  business. 
He  and  his  KMA  are  trusted  friends  in  a 
million  Midwestern  farm  homes.  As  a 

result,  KMA  is  one  of  the  most  miracu- 

lous mail-pulling,  resw/f-getting  stations  in 
the  world. 

Yes,  the  more  we  live  in  this  radio  industry, 

the  more  we  feel  that  a  station's  manage- 
ment ranks  at  least  equal  with  power, 

frequency  and  location,  as  a  factor  in  its 

advertising  effectiveness.  If  this  were  not  so, 
all  stations  would  produce  results  in  some 
mathematical  pattern  which  could  be  easily 
reduced  to  a  scientific  formula.  The  very 

absence  of  any  such  formula  in  radio  adver- 
tising proves  that  smart  time -buying  is  a 

matter  not  only  of  statistics  and  data,  but 
also  of  knowing  your  stations. 

That,  to  our  minds,  is  where  we  come  in. 
We  know  our  stations,  their  personnels, 
their  philosophies  as  well  as  we  know  their 
rates  and  power.  We  know  what  they  can 
do,  and  why,  and  how.  We  believe  we  can 
pass  these  facts  on  to  you  in  such  a  way  as 
to  help  you  increase  your  radio  results.  And 
that's  another  function  we  have  pioneered, 
here  in  this  group  of  pioneer  radio-station 

representatives. 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WKBW  BUFFALO 
WJWC    .   .  CHICAGO-HAMMOND 
WCKY  CINCINNATI 
KDAL  DULUTH 
WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO  .KALAMAZOO-GRAND  RAPIDS KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN     .   .  MINNEAPOLIS-ST.  PAUL WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBL  SYRACUSE 

.  .  .  IOWA  .  .  . 
WHO  DES  MOINES 
woe  DAVENPORT 
KMA  SHENANDOAH 

.  .  .  SOUTHEAST  .  .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  
KOB  ALBUQUERQUE 
KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  .  . 
KARM   FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX.  Inc. 

Free  &  Peters,  ih. 

Pioneer  Radio  Station  Representatives Since  May,  1032 

CHICAGO:  iHoS.  Michigan  HtM  \ORK:  247  Park  At  e.  ,S^H  FRKHCISCO:  1 1 1  Sutler  HOLLYWOOD:  j  5 12  ,V.  Gora'an  ATLANTA:  322  fa/mer  BWg. 
Franklin  6373  Plaza  5-4131  Sutter  4353  Gladstone  3949  iMain  5667 

Page  10  •  September  21,  1942 BROADCASTING  •  Broadcast  Advertising 



i^©AD€ASTniNI€ 

Broadcast  Ad vertisingr  W 

Vol.  24,  No.  12  WASHINGTON,  D.  C,  SEPTEMBER  21,  1942      ff  $5  00  A  YEAR— 15c  A  COPY 

Davis,  Fly  Spur  Drive  for  Music  Statute 

Threat  to  Stations 

Seen  in  Record 

Strike 

By  SOL  TAISHOFF 
TOLD  POINT-BLANK  by  Elmer 
Davis,  director  of  OWI,  and  James 
Lawrence  Fly,  chairman  of  the 
FCC  and  the  Board  of  War  Com- 

munications, that  the  national 
morale  in  wartime  is  threatened 
and  that  many  broadcast  stations 
will  be  crippled  if  the  Petrillo  ban 
on  recordings  continues,  the  Sen- 

ate Petrillo  Probe  Committee  this 
week  will  seek  to  rush  through 
Congress  the  Clark  resolution 
(H.  Res.-286)  for  a  full-fledged  in- 

quiry into  the  American  Federa- 
tion of  Musicians  looking  to  prompt 

enactment  of  remedial  legislation. 
Realizing  that  the  situation  is 

even  more  serious  than  first  indi- 
cated, Senator  D.  Worth  Clark 

(D-Idaho),  chairman  of  the  sub- 
committee, said  last  Friday  fol- 

lowing the  whirlwind  preliminary 
testimony,  that  he  would  seek  ac- 

tion on  his  resolution  both  by  the 
Senate  Interstate  Commerce  Com- 

mittee and  the  Senate.  Clearance 
has  been  assured  by  the  Senate 
leadership  as  soon  as  a  calendar 
opening  occurs. 

Stations  Threatened 

Mr.  Davis,  the  wartime  Govern- 
ment's top  information  official,  told 

the  Committee  Thursday  that  the 
Petrillo  ban  threatened  the  con- 

tinued existence  of  many  stations, 
is  injurious  to  the  national  system 
of  communication,  and  may  seri- 

ously hamper  OWI's  work.  He  re- 
ported that  the  military  command 

felt  the  cessation  of  recorded 
music  will  jeopardize  the  complete 
morale  and  propaganda  broadcast 
structure  at  combat  zone  points 
and  that  the  Army  thus  far  has 
failed  to  get  any  satisfactory  as- 

surances from  Petrillo. 
Mr.  Davis  was  followed  on  the 

stand  Friday  by  Chairman  Fly, 
who  was  no  less  direct  in  his  con- 

demnation of  the  ban  and  in  its 
predicting  its  due  consequencies. 
He  said  it  would  strike  at  the  heart 
of  broadcasting  and  that  one-third 
or  perhaps  one-half  of  the  stations 
eventually  might  be  forced  out  of 
business  if  musicians  are  not  per- 

mitted to  record  for  transcriptions 
and  phonograph  records. 

Quick  Action 
It  was  after  both  Messrs.  Davis 

and  Fly  had  told  the  committee 
that  their  efforts  to  get  Mr.  Pe- 

trillo to  call  off  his  ban  in  the  war 
interest,  had  failed  that  Chairman 
Clark  announced  his  plan  to  press 
for  legislation  before  further  seri- 

ous injury  is  done  the  war  effort. 
He  said  the  committee  will  move 
after  the  testimony  Monday  of 
Assistant  Attorney  General  Thur- 
man  Arnold,  dealing  with  the  pend- 

ing Government  anti-trust  suit 
against  Petrillo,  precipitated  by  the 
Aug.  1  transcription  ban.  The  suit 
is  scheduled  for  hearing  on  Oct. 

Running  account  of  testi- 
mony in  the  Petrillo  hearing 

will  be  found  starting  on 

page  59. 
12  before  the  Federal  District 
Court  in  Chicago. 

Pointing  out  that  Petrillo  had 
refused  to  afford  any  interim  relief, 
in  the  face  of  overtures  of  Mr. 
Davis  made  on  behalf  of  the  armed 
services  and  the  wartime  agencies 
of  the  Government,  as  well  as  those 
of  Mr.  Fly,  Chairman  Clark  said 
that  he  felt  it  devolved  upon  the 
Congress  to  get  things  done 
"quickly".  He  asserted  the  whole 
question  would  be  placed  before 
the  Senate  as  soon  as  the  "legisla- 

tive wheels  can  get  it  there"  with 
a  view  toward  getting  the  "laws 
of  our  land  changed  to  correct 

this  obviously  unfair  thing." 
The  hearings  last  week  were  en- 

tirely preliminary.  Senator  Clark 
frankly  told  those  present  in  open- 

ing the  inquiry,  that  he  proposed 

only  to  "lay  the  groundwork"  ac- 
quiring sufficient  information  to 

justify  adoption  of  his  resolution. 
After  that,  he  said,  funds  will  be 
sought  from  the  Committee  on 
Audits  and  Accounts  with  approval 
of  his  resolution  by  the  Senate.  All 
signs  point  to  speedy  Senate  ac- 
tion. 

Mr.  Davis'  testimony,  marking 
his  first  appearance  before  a  Sen- 

ate committee  since  he  left  CBS 
last  summer  as  its  ace  news  analyst 
to  take  over  OWI,  was  concise  and 
direct.  In  clipped  phrases,  sound- 

ing much  like  his  news  broadcasts, 
he  told  the  committee  that  there 
are  some  150  communities  where 
stations  outside  the  jurisdiction 
of  any  AFM  local  are  dependent 
on  recorded  music  to  hold  their 
audiences.  He  said  his  office  had  a 
"direct  and  vital  concern  with  the 
maintenance  of  radio  coverage  in 

this  country". Extemporaneously,  he  observed 
that  because  of  the  importance  of 
radio  for  the  conveyance  of  war 
information,  his  office  was  deter- 

mined to  keep  them  operating  at 
all  costs.  He  even  alluded  to  possi- 

ble subsidy,  presumably  referring 
to  stations  in  the  outlying  terri- 

tories such  as  Alaska,  Hawaii  and 
Puerto  Rico,  where  regular  net- 

work service  is  not  available  and 

IN  JOVIAL  MOOD,  Elmer  Davis, 
director  of  OWI,  answered  a  Sen- 

atorial quip  in  his  appearance  last 
Thursday  before  the  Senate  Pe- trillo Probe  Subcommittee.  It  was 
his  first  Congressional  testimony 
since  he  left  the  ranks  of  radio 
news  analysts  to  take  the  OWI 
helm  at  the   President's  request. 

where  war  conditions  have  seri- 
ously affected  commercial  opera- 

tions. 
Survey  by  FCC 

Chairman  Fly  used  as  the  basis 
for  his  prepared  testimony  the  re- 

sults of  the  all-inclusive  survey  of 
the  use  of  music,  both  live  and 
recorded,  made  by  stations  and  net- 

works, based  on  a  questionnaire 
sent  out  Aug.  15.  He  introduced 
and  described  the  results  of  this 
detailed  statistical  analysis  and 
won  the  praise  of  the  committee 
for  the  comprehensiveness  of  the 
analysis. 

In  interpreting  the  data,  Mr.  Fly 
said  it  was  no  exaggeration  to  talk 
about  the  ultimate  affect  of  the 

Petrillo  ban  on  "one-third  to  one- 
half"  of  the  stations.  It  is  an  "in- 
siduous  process",  he  said,  that 
would  not  happen  overnight.  The 
impact  will  be  felt  cumulatively, 
he  declared,  after  records  wear  out 
and  program  material  dries  up. 

Moreover,  the  ban  comes  when 
many    stations,    notably  smaller 

(Continued  on  page  58) 

PETRILLO  PROBE  Committee,  as  preliminary  hearings  were  opened 
last  Thursday  (1  to  r):  Senators  Andrews  (D-Fla.)  Chairman  Clark 
(D-Idaho),  and  Tobey  (R-N.H.)  Absent  because  of  an  important  mili- 

tary Affairs  Committee  meeting  were  Senators  Hill  (D-S.C.)  majority 
whip,  and  Gurney  (R-S.D.). 
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Key  Personnel  Restricted  by  Military 

Radio    Employes  Need 

Employer  Approval 
To  Enlist 

By  RALPH  G.  TUCHMAN 

COMPLETE  Army  cooperation 
with  the  War  Manpower  Commis- 

sion in  matters  of  manpower  was 
reaffirmed  last  Thursday  by  Col. 
S.  J.  Grogan  at  Seety.  of  War 
Henry  L.  Stimson's  press  confer- ence when  he  cited  the  recent 
Army-Navy  policy  to  regulate  the 
enlisting  or  commissioning  of 
civilians  employed  in  any  of  the 
34  essential  industries  (including 
broadcasting),  or  in  Federal 
agencies. 

Under  this  policy,  adopted  by  the 
Secretary  of  War  and  the  Secretary 
of  Navy,  on  recommendation  of 
the  Joint  Army  and  Navy  Person- 

nel Board,  civilians  engaged  in 
such  occupations  will  not  be  ac- 

cepted for  commission  or  enlist- 
ment vidthout  first  obtaining  a 

written  release  from  a  responsible 
authority  in  their  oi'ganizations. 
By  definition,  key  civilians  are, 
"executives;  heads  of  major  divi- 

sions or  departments  and  principle 
sub-divisions;  and  technical  experts 
whose  principal  duties  involve  de- 

sign, planning  or  research". 
Release  Needed 

Those  employes  not  specifically 
mentioned  in  the  definition  are  re- 

quired to  obtain  a  release  from 
their  local  Selective  Service  Boards 
before  their  enlistment  or  commis- 

sion is  accepted,  if  the  applicant  is 
a  Selective  Service  registrant.  In 
case  of  disagreement  between  the 
local  Board  and  the  industry  con- 

cerned, appeals  may  be  taken 
under  Selective  Service  regulations. 

If .  a  classification  has  not  yet 
been  assigned  to  the  individual 
applying  for  enlistment  or  com- 

mission, the  decision  as  to  accept- 
ance without  a  release  from  the 

proper  authority  will  depend  upon 
the  merits  of  the  individual  case. 
Where  the  responsible  authority 
disapproves  of  the  individual's  in- 

tention to  enlist  or  accept  a  com- 
mission the  final  decision  rests 

vdth  a  committee  appointed  by  the 
Joint  Army  and  Navy  Personnel 
Board. 

The  list  of  34  essential  activities 
which  specifically  lists  broadcast- 

ing under  communications  was 
originally  prepared  by  the  United 
States  Employment  Service  at  the 
request  of  the  War  Manpower  Com- 

mission and  has  served  Selective 
Service  local  boards  with  a  guide 
in  cases  of  occupational  deferr- 
ment. 

Another  policy  growing  out  of 
the  joint  statement  provides  that 
except  "in  furtherance  of  definite 
mobilization  plans,"  nobody  except 
students  in  colleges  will  be  com- 

missioned or  enlisted  and  then  al- 
lowed to  remain  on  inactive  status, 

thereby  retaining  their  civilian 
employment. 

Nothing  developed  at  the  WMC 
meeting  last  Thursday  to  affect  the 
position  of  the  broadcasting  in- 

dustry and  it  was  emphasized 
there  was  little  likelihood  of  any 
specific  consideration  before  the 
middle  of  October.  At  his  press  con- 

ference last  Monday,  BWC-FCC 
Chairman  James  Lawrence  Fly 
said  the  BWC's  manpower  ques- 
tionaires  mailed  to  all  communica- 

tions companies  including  broad- 
casting were  coming  in  rapidly  and 

expected  them  all  in  very  shortly. 
"The  communications  industry 
need  not  feel  that  this  work  will 

be  slowed  down,"  Chairman  Fly assured. 
Due  for  a  Shock 

In  testifying  before  the  House 
Defense  Migration  Committee  last 
Tuesday,  Brig.  Gen.  Hershey  said 
that  industry  in  general  would 
likely  have  to  be  "shocked"  into  the realization  that  men  will  have  to 
be,  and  can  be,  replaced  by  women. 
In  a  statement  released  by  National 
Selective  Service  headquarters,  in- 

dustries are  advised  to  "take  an 
inventory  now".  It  was  urged  that 
every  employer  know  how  many 
men  on  his  payroll  are  between  the 
ages  of  20  and  45.  On  the  basis  of 
such  an  inventory  it  was  suggested 
that  training  for  replacement 
should  progress.  Although  defer- 

ments for  men  who  can  be  replaced 
by  training  another  person  should 
not  be  sought  the  statement  ad- 

vised, it  urged  deferment  requests 
for  any  man  going  into  the  ser- 

vices whose  immediate  departure 
would  hamper  service  essential  to 
the  war  effort. 

Positive  word  of  considered  uni- 
versal service  legislation  was  given 

last  Wednesday  by  Paul  V.  Mc- 
Nutt,  WMC  head,  when  he  told  the 
House  Defense  Labor  Migration 
Committee  that  his  agency  was 
currently  drafting  such  a  measure 

for  submission  to  President  Roose- 
velt since  it  was  apparent  such  a 

control  was  "inevitable."  He  said 
it  was  not  yet  certain  how  soon  the 
legislation  would  come,  or  what 
form  it  would  take  then,  but  he 
said  it  was  his  judgment  that 
such  regulation  was  ultimately 
essential. 

In  his  appearance  before  the 
House  Committee,  Gen.  Hershey 
emphasized  the  fact  that  his  office 
has  constantly  urged  all  local 
boards  located  in  a  commuity  served 
by  the  USES  to  secure  the  advice 
of  the  local  public  employment 
office  before  classifying  or  re-classi- 

fying an  individual  skilled  in  a 
war  occupation.  Furthermore  he 
testified  that  Selective  Service  had 
issued  a  directive  counselling  draft 
boards  to  consider  the  re-classifica- 

tion of  any  man  changing  to  an- 
other job  and  re-classifying  him 

out  of  a  deferred  position  if  local 
boards  are  convinced  that  the 
former  job  is  more  in  the  interest 
of  the  war  effort. 

Trommer  Spots 

JOHN  F.  TROMMER  Inc.,  Brook- 
Ivn  (beer)  on  Sept.  15  started 
The  Answer  Man  on  WOR,  New 
York,  on  a  twice-weekly  basis.  The 
quarter-hour  evening  program  will 
be  promoted  through  newspaper  ads 
on  radio  pages.  Company  continues 
its  spot  announcement  campaign 
launched  in  May  on  about  10  east- ern stations.  Commercials  feature 
the  "two-way  lightness"  theme. 
Radio  is  being  used  in  conjunction 
with  newspapers  and  direct  mail. 
Agency  is  Federal  Adv.,  New  York. 

Cigar  Plans 
CONGRESS  CIGAR  Co.,  Newark, 
has  appointed  Schwimmer  &  Scott, 
Chicago,  to  handle  the  advertising 
for  LaPalina  cigars,  effective  Oct. 
1.  A  comprehensive  campaign  in- 

cluding spot  radio  is  planned. 

Series  Radio  Fee 

Assigned  to  USO 
300  Stations,  Shortwaves  to 

Carry  Baseball  Classic 
AT  A  MEETING  in  Chicago  last 
Tuesday  with  National  and  Ameri- 

can League  officials  at  which  plans 
for  1942  World  Series  were  made, 
Baseball  Commissioner  Kenesaw 
M.  Landis  announced  that  the 
$100,000  paid  for  the  broadcasting 
rights  on  MBS  by  the  Gillette 
Safety  Razor  Co.,  Boston,  will  be 
donated  to  the  USO. 

Shortwave  Plans 

The  annual  baseball  classic,  this 
year  between  the  New  York 
Yankees  and  either  St.  Louis  Cards 
or  the  Brooklyn  Dodgers,  opening 

Sept.  30  in  the  park  of  the  Na- 
tional League  pennant  winner,  will 

be  fed  by  MBS  to  over  300  sta- 
tions, and  will  be  shortwaved  to 

U.  S.  forces  all  over  the  world  by 
the  General  Electric  shortwave  sta- 

tions, KGEI,  San  Francisco; 
WGEO,  Schenectady,  while  a  run- 

ning play-by-play  description  will 
be  broadcast  in  Spanish  and 
beamed  to  Latin  America  by 
WGEA,  Schenectady.  Dramatized 
reenactments  of  the  games  will  be 
shortwaved  by  WRCA  and  WNBI, 
New  York. 

The  games  will  be  handled  by 
Red  Barber,  announcer  of  the 
Brooklyn  Dodgers  on  WHN,  New 
York,  and  Mel  Allen,  announcer  of 
the  New  York  Giants  and  Yankees 
on  WOR,  New  York.  Allen  succeeds 
Bob  Elson  of  WGN,  Chicago, 
World  Series  announcer  for  the 
past  12  years,  now  in  the  Navy. 

COCA  COLA  DEALERS  from  coast-to-coast  heard  a  special  closed- 
circuit  conference  of  the  BLUE  from  the  RCA  Bldg.,  New  York,  Sept.  15, 
to  discuss  plans  for  the  new  Spotlight  Bands  program.  Among  those  who 
attended  were  (1  to  r)  :  A.  N.  Steele,  vice-president  of  the  D'Arcy  Adv. 
Co.;  Felix  W.  Coste,  vice-president  of  the  Coca  Cola  Co.;  Edgar  Kobak, 
executive  vice-president  of  the  BLUE. 

COCA-COLA  PLANS 

ON  BLUE  CIRCUIT 
THROUGH  the  medium  of  the 
weekly  closed  circuit  t^lk  to  BLUE 
affiliates,  representatives  of  the 
Army  and  Navy  and  executives  of 
the  BLUE  and  Coca  Cola  Co.,  At- 

lanta, last  Tuesday  emphasized  the 

importance  of  Coca  Cola's  new  pro- gram Victory  Parade  of  Spotlight 
Bands  to  the  morale  of  the  armed 
forces.  The  six-weekly  series,  start- 

ing Sept.  21,  will  originate  in  Army 
posts.  Navy  bases  and  war  plants. Gathered  at  studios  of  BLUE 
affiliates  throughout  the  country, 
Coca-Cola  bottlers  heard  Lt.  Col. 
Edward  M.  Kirby  for  the  War 
Dept.  and  Com.  Robert  W.  Barry 
for  the  Navy,  both  of  whom 
stressed  the  need  for  entertain- 

ment for  men  in  the  armed  forces 
and  war  workers.  Other  speakers 
were  Harrison  Jones,  chairman  of 
the  board  of  Coca-Cola,  Michael  ■ 
Strauss  of  the  WPB;  Clyde  Van- 
denburg,  of  the  OWI;  Paul  Dud- 

ley, executive  producer  of  the  pro- 
gram for  D'Arcy  Adv.  Co.,  New  J 

York,  agency  in  charge;  Edgar 
Kobak,  executive  vice-president  ofj 
the  BLUE;  Keith  Kiggins,  BLUE! 
vice-president  in  charge  of  sta- 

tion relations;  John  H.  McNeil 
manager  of  WJZ,  BLUE  New 
York  outlet,  and  Horace  Heidt. 
representing  the  Spotlight  Band leaders. 

First  band  to  be  featured  on  the 
show  will  be  Harry  James  who  will 
open  from  Parris  Island. 
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"HMMf  NOT  BAD 

FROM  ANY  ANGLE!" 

9  Any  way  you  look  at  'em,  Iowa  people  are 

among  the  most  prosperous  prospects  you'll  find 

today!  And  you  don't  have  to  take  our  word  for 

it,  either.  The  proof  is  right  on  Page  8  of  the  au- 

thentic 1942  Iowa  Radio  Audience  Survey. 

In  any  category — urban,  village  or  farm — the  eco- 

nomic status  of  Iowa  families  is  far  higher  than  that 

of  U.  S.  families  as  a  whole.  For  example,  the 

Survey  shows  that  of  all  Iowa  families,  14.9% 

have  "high"  incomes;  60.5%  "medium";  and 

only  24.6%  "low"!  What's  more,  96.1%  have 

BROADCASTING  •  Broadcast  Advertising 

radios  in  their  homes;  75.5%  have  telephones;  and 

75.4%  own  automobiles. 

This,  of  course,  is  just  one  example  of  the  many 

vital  studies  in  the  1942  Survey.  Within  its  80 

fact-packed  pages  you'll  also  find  the  answers  to 

such  hitherto  puzzling  questions  as:  What  per- 

centage of  the  radio  audience  writes  to  radio  sta- 

tions, and  why?  What  effect  does  reading  have  on 

radio  listening?  How  is  radio  listening  affected  by 

movie  attendance?  And  much,  much  more! 

Incidentally,  the  Summers- Whan  Survey  also  con- 

firms again  what  most  of  our  advertisers  have  known 

for  years.  Namely,  that  WHO  is  Iowa's  favorite 

radio  station — "listened  to  most"  by  60.4%  of  all 
Iowa  radio  families  (nighttime) ! 

It's  hot,  every  bit  of  it — the  sort  of  dope  you  need 

to  know  to  get  top  results  from  radio  in  Iowa.  Send 

for  your  copy  of  the  Survey  today.  No  cost — no 

obligation. 

WHO 

+  for  IOWA  PLUS !  + 
DES  MOINES  .  .  .  50,000  WATTS 

B.  J.  PALMER,  PRESIDENT 

J.  O.  MALAND,  MANAGER 
FREE  8C  PETERS,  INC.  .  .  .  National  Representatives 
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WPB  Controls  All  Electronic  Devices 

Nonessential  Production 

Is  Barred  Under 

WPB  Order 

ABSOLUTE  control  of  all  elec- 
tronic devices  to  insure  essential 

uses  covering  such  broadcast  equip- 
ment as  mikes  and  antennas  and 

including  tube  parts,  is  the  effect 
of  WPB  Order  L-183  issued  last 
Friday.  This  order  does  not  hinder 
production  of  essential  material 
but  prevents  the  manufacture  of 
such  non-essential  devices  as  black- 

out controls  effective  Oct.  3. 
Under  the  Order,  no  one  may 

manufacture,  fabricate,  assemble 
or  produce  electronic  devices  in  ex- 

cess of  a  minimum  inventory  re- 
quired to  meet  deliveries  or  orders 

rated  A-3  or  higher.  To  enable 
minimum  production  requirements, 
inventories  are  permitted  up  to  a 
45-day  supply  but  may  not  exceed 
121/2%  of  the  total  1941  sales. 

Exemptions  Provided 
The  order  also  provides  that  no 

transfers  may  be  made  except 
where  the  order  is  rated  A-3  or 
higher.  Where  the  manufacture, 
assembling,  production  or  trans- 

fer of  electronic  equipment  for 
specific  purposes  is  already  gov- 

erned by  other  limitation  orders, 
the  latter  orders  shall  apply. 

Exempted  from  the  terms  of  this 
order  are  hearing  aids,  telephone 
and  telegraph  equipment,  medical 
and  therapeutic  equipment  and 
light  and  power  equipment. 

Essentially,  this  order  is  intended 
to  prevent  the  production  of  non- 

essential electronic  devices  so  that 
necessary  parts  and  raw  materials 
will  be  available  for  direct  military 
and  essential  civilian  uses. 

As  a  result  of  the  Order,  material 
for  maintenance  and  repair  and 
operating  supplies  for  essential 
civilian  services  which  includes 
broadcasting  may  be  obtained 
through  the  use  of  preference  rat- 

ing orders  applying  to  the  specific 
end  use  as  P-129  covering  radio 
communications.  All  other  uses  of 
electronic  devices  must  be  approved 
through  the  use  of  PD  1-A  or 
PD-200  applications.  Manufact- 

urers of  electronic  equipment  will 
continue  to  obtain  their  raw  mate- 

rials through  the  Production  Re- 
quirements Plan  setup. 

There  is  no  change  in  the  man- 
ner in  which  a  person  buys  replace- 

ment tubes  and  parts  for  receiving 
sets.  The  distributors  of  such  parts 
may  only  obtain  them  through  the 
use  of  PD  1-X,  the  usual  distribu- 

tors' application  for  preference. 
Previously  no  rating  was  needed. 
Supplies  of  replacement  parts  and 
tubes  for  this  purpose  are  allocated 
to  distributors  on  the  basis  of  past 
sales. 

Savings  Expected 

As  explained,  this  order  is  not 
designed  to  conserve  the  use  of  raw 
materials  but  to  limit  the  produc- 

tion of  less  essential  devices.  Act- 
ually this  order,  it  was  said,  will 

effect  some  saving  of  raw  materials. 
According  to  WPB  estimates  ap- 

proximately 500  manufacturers 
producing  about  700  items  will  be 
affected. 

"Silencing  of  any  station  is  not 
an  immediate  prospect  but  the  need 

for  conservation  is  immediate," FCC  Chairman  James  Lawrence 
Fly  told  listeners  Sept.  14  attend- 

ing his  first  press  conference  since 
returning  from  an  extended  trip. 

Furthermore,  he  decried,  "state- 
ments that  have  been  made  by  sub- 

ordinate officials  as  to  what  broad- 
cast service  is  to  be  maintained." 

Additional  assurance  came  when 
he  said  that  such  statements  could 
be  safely  disregarded. 

Fly's  Criticism 
"I  am  confident  that  for  a  sub- 

stantial period,  the  means  can  and 
will  be  found,"  Chairman  Fly  said, 
"to  maintain  all  the  present  broad- 

casting service,  and  in  any  case, 
the  substantial  reduction  of  broad- 

cast service  is  not  to  be  decided  by 
isolated  subordinate  officials." 

"That  raises  a  question  of  na- 
tional public  policy  and  it  will  be 

decided  as  a  matter  of  national 

policy,"  he  concluded. The  results  of  the  BWC  tube 
survey  have  already  been  turned 
over  to  the  Domestic  Broadcasting 
Committee,  Chairman  Fly  reported 
and  said  that  the  data  provided  by 

the  report  "will  afford  a  very  sub- stantial basis  for  such  action  as 
the  Board  may  take  or  such  recom- 

mendations as  it  will  want  to  for- 

ward." 
He  said  the  WPB  has  been  able 

to  supply  all  stations  with  neces- 
sary tubes  up  to  now  and  he  looked 

to  continued  aid  from  WPB  for  a 

"substantial  period  if  the  conser- 
vation of  materials  is  practiced 

judiciously." When  the  chairman  was  asked 
whether  he  foresaw  any  prospect 
of  limiting  broadcast  service,  he  re- 

plied, "None  whatsoever.  I  think 
some  of  the  competitive  sources 
might  like  to  think  so,  but  that 

is  not  true." Text  of  the  order  follows: 
Section  3037.1  GENERAL  LIMI- 

TATION ORDER  L-183. 
(a)  Definitions.  For  the  Tpuvposes  ot 

this  Order  : 
(1)  "Manufacturer"  means  an  indi- 

vidual, partnership,  association,  busi- 
ness trust,  corporation,  receiver  or  any 

organized  group  of  persons,  whether 
incorporated  or  not  that  manufac- 

tures, produces,  fabricates  and/or  as- 
sembles Electronic  Equipment. 

(2)  "Transfer"  means  sell,  lease, 
trade,  rent,  give,  deliver,  or  physically 
transfer  in  any  other  way  so  as  there- 

by to  make  available  for  use  a  person 
other  than  the  transferor. 

(3)  "Minimum  Inventory"  means the  smallest  quantity  of  electronic 
equipment  which  will  satisfy  antici- 

pated deliveries  for  a  period  of  45 
days  in  advance,  but  in  no  case  shall 
such  quantity  exceed  12%%  of  total 
1941  sales  of  such  product  or  simi- 

lar product  unless  specifically  auth- 
orized by  the  director. 

(4)  "Electronic  equipment"  means 
any  electrical  apparatus  or  device  in- 

volving the  use  of  vacuum  or  gaseous 

tubes  and/or  any  associated  or  supple- 
mentary device,  apparatus  or  part 

therefor,  except  equipment  listed  on 
Schedule  A.  hereof. 

(5)  "Director"  means  Director General  for  Operations  of  the  War 
Production  Board  or  Director  of  In- 

dustry Operations  of  the  War  Pro- 
duction Board  or  Director  of  Priori- 

ties of  the  Office  of  Production  Man- 
agement. (b)  General  Restrictions 

(1)  On  and  after  the  15th  day  fol- 
lowing the  issuance  of  this  order,  and 

irrespective  of  the  terms  of  any  con- 
tract of  sale,  purchase,  rental  or  any 

other  commitment,  no  manufacturer, 
shall  manufacture,  fabricate,  assem- 

ble, or  produce  any  electronic  equip- 
ment, in  excess  of  a  minimum  inven- 

tory required  to  meet  deliveries  on 
orders  bearing  a  preference  rating  of 
A-3  or  higher,  and  no  manufacturer 
shall  transfer  electronic  equipment  ex- 

cept on  orders  bearing  a  preference 
rating  of  A-3  or  higher. 

(c)  Exceptions Where  the  manufacture,  assembly, 
production  or  transfer  of  electronic 
equipment  for  specific  purposes  is  gov- 

erned by  other  limitation  orders  is- sued or  to  be  issued  by  the  Director, 
the  terms  of  such  order (s)  shall  ap- 

ply. (d)  Reports. All  persons  affected  by  this  Order 
shall  execute  and  file  with  the  War 
Production  Board  such  reports  and 
questionnaires  as  said  board  shall  from 
time  to  time  request. 

(e)  AppUcahility  of  Priorities  Reg- ulations. 
This  order  and  all  transactions  af- 

fected thereby  are  subject  to  all  ap- 
plicable provisions  of  the  Priorities 

Regulations  of  the  War  Production 
Board,  as  amended  from  time  to  time. 

(f)  Communications  to  War  Pro- duction Board. 
All  reports  that  may  be  required 

to  be  filed  hereunder,  and  all  com- munications concerning  this  Order, 
shall,  unless  otherwise  directed,  be 
addressed  to :  "War  Production  Board, 
Radio  and  Radar  Branch,  Washing- 

ton, D.  C.  Ref:  L-183". 

(g)  Appeals Any  person  affected  by  this  order 
who  considers  that  compliance  there- 

with would  work  an  exceptional  and 
unreasonable  hardship  upon  him  may 
appeal  to  the  War  Production  Board, 
setting  forth  the  pertinent  facts  and 
the  reasons  he  considers  he  is  entitled 
to  relief.  The  Director  General  for 
Operations  may  thereupon  take  such 
action  as  he  deems  appropriate. 

(h)  Violations. Any  person  who  wilfully  violates 
any  provision  of  this  order,  or  who 
in  connection  with  this  order,  wilfully 
conceals  a  material  fact  or  furnishes 
false  information  to  any  department 
or  agency  of  the  United  States,  is 
guilty  of  a  crime  and,  upon  convic- 

tion, may  be  punished  by  fine  or  im- 
prisonment. In  addition,  any  such  per- 

son may  be  prohibited  from  making 
or  obtaining  further  deliveries  of,  or 
from  process  or  use  of,  material  under 
priority  contract,  and  may  be  deprived 
of  priorities  assistahee. 

(P.D.  Reg.  1,  as  amended,  6  F.R. 
6680  W.P.B.  Reg.  1.  7  F.R.  561 ;  E.O. 
9024,  F.R.  329;  E.O.  9040,  7  F.R. 
527;  E.O.  9125  7  F.R.  2719;  sec.  2 
(a).  Pub.  Law  671,  76th  Cong.,  as 
amended  by  Pub.  Laws  89  and  507, 77th  Cong.) 

Issued  this  18th  day  of  September, 
1942. 

Ernest  Kanzler. 
Director  General  for  Operations. 

Schedule  A 
1.  Hearing  aid  devices. 
2.  Telephone  and  telegraph  equip- 

ment. 
3.  Medical  and  therapeutic  equip- 

ment. 
4.  Power  and  light  equipment. 

Taft  Enters  Army, 

Church  Successor 

WKRC  Head  Reports  Oct.  1 
As  Air  Forces  Lieutenant 

HULBURT  TAFT  Jr.,  general 
manager  of  WKRC,  Cincinnati, 
and  son  of  the  president  of  the 
Cincinnati  Times-Star,  has  been 
commissioned  a  first  lieutenant  In 
the  Army  Air  Forces  and  reports 
to  Army  Air  Forces  Training 
School  at  Miami  Oct.  1  for  six 
weeks  basic  training.  Lt.  Taft  is 
taking  leave  of  absence  from  his 
duties  with  the  Times  Star  station 

Lt.  Taft  Mr.  Church 

for  the  duration.  He  is  a  graduate 
of  Yale  and  also  studied  at  Cam- 

bridge in  England. 
Hulbert  Taft  Sr.,  president  of 

the  Times-Star  Co.,  announced  that 
Ken  Church,  director  of  national 
sales  and  promotion  for  WKRC, 
succeeds  his  son  as  general  man- 

ager. Mr.  Church  joined  WKRC 
a  year  ago,  resigning  from  KMOX, 
St.  Louis.  He  will  continue  to  di- 

rect national  sales,  along  with  his 
management  duties. 

Before  assuming  general  man- 
agership of  WKRC  in  November, 

1939,  when  the  Times-Star  Co. 
purchased  the  station  from  CBS, 
Lt.  Taft  had  worked  as  reporter 
and  editorial  writer  on  the  news- 

paper. He  is  president  of  the  Ohio 
Assn.  of  Broadcasters  and  vice- 
president  of  Network  Affiliates  Inc. 

Lt.  Taft  is  married  and  the 
father  of  three  children. 

LARGEST  SINGLE  network  hook- 
up ever  to  be  used  for  a  regular 

weekly  series  of  commercial  pro- 
grams will  be  utilized  by  Pharmaco 

Co.,  (Feen-A-Mint)  for  Double  or Nothing,  when  the  series  jumps 
from  100  to  203  Mutual  stations, 
with  the  Sept.  25  broadcast.  Spon- 

sor is  the  first  to  take  advantage 
of  the  discount  offered  under  the 
networks  rate  card  No.  10. 

To  commemorate  the  beginning 
of  the  third  year  of  broadcasting 
for  the  program,  Robert  A.  Schmid, 
MBS  director  of  advertising-pro- 

motion, presents  a  scroll  to  Gifford 
R.  Hart,  advertising  head  of  Phar- maco. Wm.  Esty  is  agency. 
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SOAP 

by  the  TON 

for  Chicago 

Workers! 

'HEN  Joe  W.  Citizen  lays  down  his  tools  at  the  end  of  his 

shift,  he's  turned  out  a  big  hunk  of  America's  vital  heavy  pro- 

duction. He's  honestly  dirty  and  greasy  and  sweaty.  //  you  make 

soap,  Joe's  a  real  prospect. 

Joe  is  typical  of  thousands  and  thousands  of  new  wealthy  indus- 

trial workers  out  in  the  "Calumet  Corner"  of  industrial  Chicago. 
He  is  tough  and  vital.  He  works  hard,  makes  big  dough,  and 

doesn't  have  to  save  it  all  for  taxes.  He  is  the  biggest  individual 
buyer  in  Chicago. 

Getting  your  message  across  to  Joe  W.  Citizen  is  a  specialized  job. 

Joe  ain't  interested  in  any  station's  power  or  prestige — ^he's  inter- 
ested in  the  nearest,  clearest  station  that  talks  his  language. 

And  that's  WJWC.  Located  in  the  center  of  the  fabulous  Industrial 

"Calumet  Corner"  of  Chicago.  Beamed  to  Joe's  mind,  as  well  as 

his  neighborhood,  WJWC  talks  Joe's  language  and  talks  it  from 
so  close  that  WJWC  is  actually  the  strongest  voice  on  the  dial.  .  .  . 

Let  us  send  you  all  the  facts  about  WJWC — ^the  new  Chicago  radio 

operation  in  the  heart  of  one  of  the  world's  greatest  working-man 
sections.  Get  the  facts — that's  all  we  ask! 

HAMMOND-CHICAGO 

Supercharged  Coverage  of  Chicago's  Neiv  Wealth — the  Working  People! 
General  Offices:  165  N.  Michigan  Avenue,  Chicago 

I  John  W.  Clarke,  President  ■:-  William  R.  Cline,  Manager 

^  FREE  &  PETERS,  INC, 

Exclusive  National  Representatives 
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British  Still  Cold  to  Commercial  Radio 

Can  Teach  Us  How 

To  Influence 

Others 

Martin  Codel,  publisher  of 
Broadcasting,  is  in  England 
studying  the  radio  setup  there, 
particularly  the  growingly  im- 

portant international  broad- 
casting structure  and  its  use 

in  the  war  effort.  This  is  the 
first  of  a  series  to  be  published 
in  connection  with  his  visit. 

By  MARTIN  CODEL 

LET'S  NOT  delude  ourselves,  nor 
smugly  let  others,  about  the  vaunt- 

ed superiority  of  our  American 
system  of  broadcasting. 

True,  there  is  little  that  the  Gov- 
ernment-owned British  Broadcast- 

ing monopoly  can  teach  our  pri- 
vate competitive  system  about 

programs,  which  is  basic.  Our  peo- 
ple wouldn't  stand  for  most  of  the 

programs  fed  the  British  public; 
by  the  same  token,  the  British  au- 

dience, much  as  it  delights  in  Jack 
Benny,  Bob  Hope,  Command  Per- 

formance, and  the  few  other 
snatches  of  our  features  broadcast 
over  the  British  Broadcasting 

Corp.,  probably  wouldn't  stomach 
our  commercials,  which  are  dis- 

creetly eliminated  from  the  re- 
broadcasts  here,  nearly  all  done 
via  recordings. 

It  Can't  Happen 

That's  a  long  story,  involving endless  social  ramifications  and 
theories,  including  the  suggestion 
several  times  advanced  by  adver- 

tising people  (mostly  Americans) 
that  after  the  war  the  BBC  vnll 
need  to  seek  commercial  support. 
For  this  suggestion  I've  found  no 
support  whatsoever  among  dozens 
of  qualified  radio  folk  whom  I  have 
already  contacted  here;  on  the  con- 

trary, even  the  most  liberal-mind- 
ed ones,  British  experts  who  know 

American  radio  from  firsthand  ob- 
servation, say  that  advertising  by 

radio  simply  can't  happen  here. 
The  fact  is  we  started  our  sys- 

tems differently  and,  being  crea- 
tures of  somewhat  different  habits 

(albeit  the  war  stresses  are  bring- 
ing about  a  wholesome  affinity  be- 

tween us  in  radio  as  in  other 
phases  of  our  lives),  we  are  not 
likely  to  change  one  another's 
fixed  habits.  Nor  is  there  any  rea- 

son why  we  should.  The  British 
have  a  wholesome  respect  for 
American  radio  and  American  ra- 

dio methods,  and  we  should  have 
for  theirs. 

So  far  as  domestic  broadcasting- 
is  concerned,  except  for  a  few 
quirks  of  technique,  I  repeat:  The 
British  have  little  to  teach  us. 

But  so  far  as  the  world  audience 
is  concerned — and  we  must  now 
think  in  global  terms  when  consid- 

ering the  enormous  importance  of 
radio  in  the  psychological  phases  of 
this  war — we  have  everything  to 

learn  from  the  British  radio.  In 
fact,  its  foreign  broadcast  services 
are  so  far  ahead  of  ours  as  to  make 
us  blush. 

In  succeeding  articles,  I  shall  at- 
tempt to  outline  what  they  are  do- 

ing here  vdth  broadcasting  as  a 
weapon  of  war,  sticking  to  salient 
facts  from  which  I  hope  our  Gov- 

ernment officials  charged  with  war- 
time radio  tasks,  and  of  course  our 

broadcasters  themselves,  especially 
our  shortwave  broadcasters,  can 
draw  some  valuable  lessons. 

But,  first,  a  few  human  interest 
sidelights  on  radio  and  American 
radio  folk  in  England  at  war. 

London,  which  with  all  its  air 
raid  alerts  and  its  many  relics  of 
the  blitz  really  seems  very  much 
like  New  York,  is  simply  bristling 
with  Americans  active  or  formally 
active  in  our  radio  industry. 

Paley  on  Job 
Bill  Paley  is  here,  conferring 

with  Ed  Murrow,  chief  of  the  CBS 
European  service  and  the  out- 

standing American  radio  corre- 
spondent abroad — a  reporter  so 

highly  regarded  here  that  the  high- 
est British  officialdom  is  considering 

despatching,  to  use  the  words  of 
one,  "a  British  Ed  Murrow  to 
America,  who  can  interpret  your 
country  to  our  people  as  well  as 
Murrow  interprets  us  to  you." 

Look  for  some  important  inno- 
vations at  CBS  as  result  of  Paley's observations  here,  not  the  least  of 

which  may  be  a  relaxation  of  the 
network  rule  against  recordings 
and  transcriptions.  BBC  does  an 
immense  job  with  them — but  more 
about  that  later. 

Jack  Royal  is  here,  reorganiz- 
ing the  NBC  London  office  to  which 

Stanley  Richardson,  formerly  co- 
ordinator of  the  shortwaves  for  the 

private  operators  and  recently 
Harold  Ryan's  assistant  in  the  Of- 

fice of  Censorship,  is  on  his  way 
to  take  over  as  London  manager. 
Bob  St.  John  is  going  back  on 
leave,  and  NBC  will  engage  one 

JOHN  ADAMS,  CBS  correspondent 
in  Rio  De  Janeiro,  with  his  new 
bride,  Alva  Dee  Button,  of  New 
Cumberland,  Pa.,  whom  he  mar- 

ried recently  in  Rio.  The  couple 
met  through  a  letter  of  introduc- 

tion from  Paul  White  CBS  director 
of  news  and  public  affairs.  A 
scholarship  winner  of  Columbia 
U's  School  of  Journalism,  Mrs. 
Adams  was  studying  in  Rio. 

or  possibly  two  more  London  com- 
mentators, for  Fred  Bate  is  not 

returning  and  John  McVane  is  the 
only  one  left. 

NBC's  vice-president  in  charge 
of  international  broadcasting,  in- 

cidentally, is  also  getting  acquaint- 
ed with  his  new  in-laws.  A  few  days 

after  he  married  Leonora  Cor- 
bett,  the  British  star  of  the  Broad- 

way Company  of  Noel  Coward's "Blithe  Spirit",  Jack  embarked  via 
clipper  for  London.  The  wedding 
created  quite  a  stir  here,  and  was 
much  featured  in  the  press. 

Almost  as  much  stir  was  aroused 
by  the  fact  that  Jack  brought  along 
with  him  several  dozen  lemons, 
which  like  steaks  and  orange  juice 
are  virtually  a  nonexistent  com- 

modity here  since  the  outbreak.  As 
a  writer  in  the  London  Standard 

put  it:  "There  was  a  minor  sensa- 
tion when  he  produced  one  of  them 

in  a  restaurant  (it  happened  to  be 
the  Savoy  Bar,  one  of  the  best, 
where  a  Tom  Collins  is  otherwise 
unobtainable.  Waiters  paused  to 
admire  the  lemon,  then  passed  on 

with  a  sigh." Butcher,  Too! 

Lt.  Com.  Harry  C.  Butcher,  erst- 
while CBS  Washington  vice-presi- 

dent, is  already  quite  the  debonair 
Londoner,  holding  one  of  the  most 
important  jobs  in  town.  He  is  naval 
aide  to  Lt.  Gen.  Dwight  Eisenhow- 

er, Commander  of  the  American 
Forces  in  the  European  Theatre, 

who  is  by  way  of  being  the  Per- 
shing of  this  war. 

Handsome  in  his  Navy  blue, 
"Butch"  is  an  extremely  busy 
man.  An  intimate  friend  of  the 
General,  who  personally  asked  the 
White  House  to  assign  him  here, 
he  lives  with  him  in  an  apartment 
near  American  Forces  headquar- 

ters in  town.  They  also  have  a 
small  cottage  "somewhere  in  the 
suburbs"  where  they  can  get  away 
from  it  all  from  time  to  time. 
Otherwise,  they  work  nearly 
around  the  clock,  eschewing  all  so- 

cial functions  except  purely  mili- 
tary ones. 

Gen.  Eisenhower,  known  to  his 
intimates  as  "Ike",  incidentally  is 
the  elder  brother  of  Milton  Eisen- 

hower, second  in  command  at  the 
Office  of  War  Information  under 
Elmer  Davis,  whom  the  General 
and  "Butch"  want  brought  over 
here  soon  to  study  the  European 

military  phases  of  OWI's  prob- lems, especially  radio. 
Wallace  Carroll  arrived  last 

week  to  take  charge  of  the  newly- 
established  OWI  offices,  the  ex-UP 
foreign  correspondent  relieving 
Paul  Walburg,  deputv  to  Robert 
Sherwood,  assistant  OWI  director 
for  overseas  operations.  Walburg 
has  returned  to  Washington.  Brew- 

ster Morgan,  CBS  producer,  is  to 
head  up  radio  under  Carroll. 

Norman  Corwin  has  finished  the 
first  takes  of  his  An  American 
in  London  series  on  CBS  and  in- 

tends to  remain  a  few  more  weeks 
gathering    material    for  further 

dramatizations  along  that  line 
which  he  will  write  upon  his  re- turn. 

Here  also  are  Lt.  Barry  Bing- 
ham, president  of  the  Louisville 

Courier  Journal,  operating  WHAS. 

Barry,  a  Navy  Reserve  officer  re- 
cently attached  to  the  old  Office 

of  Facts  &  Figures,  then  with 
OWI,  is  assistant  public  relations 
director  for  the  Navy  operations 
in  the  European  Theatre  under 
Com.  Ben  Vining,  formerly  with 
Western  Electric,  also  a  radio  ex- 

pert. 

Lt.  A.  M.  Wharfield,  sent  over 
by  Col.  Edward  M.  Kirby,  chief 
of  the  Army's  Radio  Branch,  has 
arrived  on  a  radio  mission  and  is 
stationed  at  Army  Public  Rela- 
tons  headquarters  where  all  Army 
public  relations  is  headed  by  Lt. 
Col.  Harold  Hinton,  formerly  with 
the  New  York  Times  in  Washing- 

ton, more  recently  handling  press 
and  radio  contacts  at  Camp  Bland- 

ing,  Florida.  Col.  Hinton's  assis- tant is  Maj.  Joseph  Philips,  re- 
cently editor  of  Newsweek,  who 

was  regularly  heard  on  its  spon- 
sored program  on  the  BLUE. 

Wharfield  formerly  was  with  the 

Hooper  Radio  Research  organiza- tion. 

Yandell  Active 

At  nearby  American  Red  Cross 
headquarters,  one  of  the  most  im- 

portant posts  is  held  by  Lunsford 
Yandell,  on  leave  as  vice-president 
and  treasurer  of  the  BLUE.  Yan- 

dell, the  man  who  really  set  up  the 
BLUE  structure  even  before 

Chairman  Fly's  onslaught,  is  in 
charge  of  recreational  facilities 
for  our  troops — what  the  British 
call  "hospitality  services".  He 
finds  housing  for  them  in  London 
and  other  cities  while  they  are  on 
leave;  to  him  has  fallen  the  task 
of  setting  up  recreation  halls  can- teen services  set  at  the  camps, 

where  piping  in  American  radio 
programs  is  an  integral  part  of 
plans.  The  Red  Cross  here  has 
been  charged  with  the  job  that 
USO  does  at  home. 

Yandell,  fine  organizer,  tells  he 
has  plans  in  mind  for  a  super- 
program  which  may  be  titled  The 
Voice  of  Johnny  Doughboy  and 
which  will  take  the  best  of  the  tal- 

ent in  the  camps  here,  weave  it 
into  a  show  that  will  be  carried 
on  the  radio  at  home  to  tell  the 
folks  just  how  the  boys  live  and 
fare  here.  He  plans  to  bring  over 
a  well-known  producer  to  do  the 

job. 

Another  well-known  American 
radio  figure  on  duty  here  is  a 
Capt.  E.  C.  Page,  recently  a  Wash- 

ington consulting  engineer,  who  is 
doing  highly  secret  technical  work 
for  the  American  British  Forces. 
I've  met  and  talked  with  them  all 
— and  also  with  Lt.  Jim  Howe,  re- 

cently manager  of  WBTM,  Dan- 
ville, who  is  assistant  communica- 
tions officer  at  the  bomber  port 

somewhere  in  Scotland  where  I  ar- 
rived early  this  month. 
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COMMUNICATIONS 

.  .  .  directing  arm  of  combat 

"Get  the  message  through!"  That's  the  tra- dition of  the  men  who  wear  this  insignia.  Of 
the  18,000  Bell  System  people  now  in  the 
armed  forces,  nearly  4,500  are  with  the  Signal 
Corps.  Young  men  can  serve  their  country 
and  obtain  specialized  training  in  communi- 

cations in  this  great  branch  of  the  Army. 

...and  Western  Elicttic  equipment  goes  to  every  battle  front 

Army  planes  fly  and  fight  with  Western 
Electric  radio  command  sets,  which  keep  the 

planes  of  a  squadron  in  contact  with  each 
other  and  with  the  ground  forces. 

Wherever  American  soldiers  fight  in  tanks, 
they  get  their  orders  over  Western  Electric 

radio  sets  —  vital  in  coordinating  today's 
mechanized  warfare. 

A  major  source  for  this  specialized  equipment 

is  Western  Electric— for  60  years  manufacturer 

for  the  Bell  System— one  industry  with  over 

70,000  skilled  men  and  women  dedicated  to 

^^keep  'em  in  contact. 

Observers  report  front-line  action  to  Army 
commanders  over  Western  Electric  field 

telephones,  field  wire,  field  switchboards. 

Western  Electric 

ARSENAL  OF  COMMUNICATIONS 



Paul  M.  Hollister  Is  Elected 

To  Vice-Presidency  by  CBS 
Takes  Advertising  and  Sales  Promotion  Post  of 

Network  After  Long  Career  in  Agency  Field 

PAUL  M.  HOLLISTER,  who  re- 
signed last  month  as  vice-presi- 

dent of  J.  Stirling  Getchell  Inc., 
New  York,  has  been  appointed 
vice-president  of  CBS  in  charge  of 
advertising  and  sales  promotion, 
it  was  announced  by  Paul  W.  Kes- 
ten,  CBS  vice-president  and  gen- 

eral manager,  last  Monday,  day 
that  Mr.  Hollister  joined  the  net- 
work. 
A  veteran  advertising  man, 

whose  career  includes  extensive 
agency  experience  with  H.  K.  Mc- 
Cann  Co.  and  BBDO  in  addition 
to  Getchell,  Mr.  Hollister  was  for 
eight  years  executive  vice-presi- 

dent and  publicity  director  of  R. 
H.  Macy  &  Co.,  during  which  time 
he  also  served  on  the  board  of  di- 

rectors of  Bamberger  Broadcasting 
Service  Inc.,  operator  of  WOR, 
New  York. 

Mr.  Kesten  referred  to  this  in 
his  announcement,  stating  that: 
"CBS  had  known  and  dealt  with 
Mr.  Hollister  for  many  years  past, 
both  as  collaborator  in  his  agency 
and  retail  connections  and  as  a 
friendly  competitor  when  he  was  a 
director  of  a  New  York  radio  sta- 

tion. His  knowledge  of  practical 
radio  goes  back  to  its  early  days. 
He  has  had  a  hand  in  evolving 

certain  of  radio's  progressive 
forms,  and  he  knows  selling  from 
both  sides  of  the  retail  counter. 
As   a   creative   advertising  man, 

MR.  HOLLISTER 

CBS  has  regarded  him  as  one  of 

the  leaders  of  his  profession." 
Appointment  of  Mr.  Hollister  to 

handle  CBS  promotion  and  adver- 
tising relieves  Dr.  Frank  Stanton, 

recently  named  vice-president  in 
charge  of  research  [Broadcasting, 
Sept.  7],  of  his  supervision  of  the 
network's  promotional  as  well  as 
research  activities,  which  he  had 
maintained  since  the  resignation  of 
Victor  Ratner  as  CBS  promotion 
director  in  the  spring  of  1941. 

Charles  B.  Brown  Is  Appointed  by  NBC 

As  Promotion  and  Advertising  Director 
CHARLES  B.  BROWN,  formerly 
network  sales  promotion  manager 
of  NBC,  has  been  appointed  direc- 

tor of  promotion 
and  advertising, 
succeeding  Ken  R. 
Dyke,  who  re- 

signed to  contin- 
ue  his   work  as 

head  of  the  Bur- 
'J^Wm        eau  of  Campaigns 

■ft   ̂ ^m^       of  the   Office  of 
^^■^  iHHllfc      War  Information. 

Promotion  was 
Mr.  Ecclesine  announced  last 

week  by  Frank 
E.  Mullen,  NBC  vice-president  and 
general  manager,  who  at  the  same 
time  announced  that  Joseph  A. 
Ecclesine,  formerly  assistant  to 
Mr.  Brown,  has  been  placed  in 
charge  of  network  sales  promotion. 

Mr.  Brown  has  been  acting  direc- 
tor of  all  NBC  advertising  and  pro- 

motion, including  network,  M  &  0 
stations  and  institutional,  since  Mr. 
Dyke  was  granted  a  leave  of  ab- 

sence to  join  the  OWI  some  months 
ago,  which  duties  he  will  continue. 
A  Canadian  by  birth,  Mr.  Brown 
served  with  the  Canadian  Army 
in  the  first  world  war. 

Following  the  Armistice,  he  stud- 

ied at  San  Francisco  U  and  the  U 
of  California.  A  sales  job  with 
International  Magazine  Co.  was 
followed  by  sales  promotion  posi- 

tions with  Hodgkinson  Film  Co., 
Westgate  Metal  Products  Co., 
Chevrolet  Motor  Co.  and  Commer- 

cial Soap  Co. 
After  serving  for  ten  years  as 

sales  promotion  manager  of  Foster 
&  Kleister,  Pacific  Coast  advertis- 

ing agency,  Mr.  Brown  joined  NBC 
in  1938  as  sales  promotion  manager 
of  KPO-KGO,  San  Francisco.  A 
year  later  he  was  transferred  to 
Hollywood  to  direct  promotion  for 
the  network's  Western  Division  and 
in  1940  was  moved  to  New  York 

as  promotional  head  of  NBC's 
managed  and  operated  stations. 
Last  year  he  was  made  promotion 
manager  of  the  Red  Network. 

Mr.  Ecclesine  followed  his  gradu- 
ation from  Fordham  U  by  enter- 

ing journalism  as  a  reporter  of  the 
Bronx  Home  News,  leaving  in  1937 
to  join  the  advertising  and  promo- 

tion department  of  True  Story 
Magazine.  After  two  years  with 
the  Bureau  of  Advertising  of  the 
American  Newspaper  Publishers 

Assn.,  he  joined  NBC's  promotion staff  in  1940. 

mc  PAYS  $71,200 

FOR  LOUIS  BATTLE 

AFTER  several  days  of  competi- 
tive bidding  by  the  Major  net- 

works for  exclusive  broadcast 
rights  to  the  Joe  Louis-Billy  Conn 
fight  in  Yankee  Stadium  Oct.  12, 
staged  for  Army  Emergency  Re- 

lief, NBC  last  week  was  awarded 
the  contract  by  War  Boxing,  Inc., 
radio  committee  acting  for  the 
War  Dept.,  with  the  highest  bid 
of  $71,200. 

The  bout  will  be  broadcast  on 
the  full  NBC  network  of  125  sta- 

tions, many  Canadian  stations, 
and  shortwaved  all  over  the  world 
by  the  General  Electric  stations, 
WGEA  and  WGEO.  It  will  be 
sponsored  by  P.  Lorillard  Co., 
New  York,  for  Old  Golds.  Account 
is  handled  by  J.  Walter  Thomp- 

son Co.,  New  York. 
The  NBC  bid,  believed  to  be  an 

all-time  high  for  broadcasting 
rights  to  a  boxing  contest,  was 
submitted  along  with  sealed  bids 
from  the  three  other  major  net- 

works to  a  committee  composed 
of  Art  Flynn,  chairman;  Jimmy 
Dawson,  Wilbur  Wood  and  Joe 
Cummiskey.  According  to  C.  L. 
Menser,  NBC  vice-president,  in 
charge  of  programs,  the  high  bid 
was  made  because  NBC  "considers 
the  Army  relief  an  extremely 
worth  cause,  and  because  of  the 
world-wide  interest  in  the  fight." 

Wyler  Soup  Test 
WYLER  &  Co.,  Chicago  (dehy- 

drated soups,  vegetable  flakes,  bou- 
illon cubes) ,  has  started  sponsor- 

ship for  52  weeks  of  thrice-weekly 
quarter-hour  newscasts  by  John 
Holbrook  on  WGN,  Chicago.  Com- 

pany is  also  testing  seven  spot  an- 
nouncements a  week  on  WJLB,  De- 

troit. Goodkind,  Joice  &  Morgan, 
Chicago,  is  the  agency. 

Pabst  About  Ready 
PABST  SALES  Co.,  Chicago  (Blue 
Ribbon  beer),  which  has  been  audi- 

tioning Hollywood  variety  pro- 
grams for  six  weeks  for  possible 

network  sponsorship  [Broadcast- 
ing, Aug.  31]  expects  to  reach  a 

definite  decision  on  the  program 
some  time  this  week,  according  to 
C.  H.  Wolfe,  advertising  manager. 
Lord  &  Thomas,  Chicago,  is  agency. 

Mr.  Avery 

MR.  BROWN 

Avery  Is  Appointed 
To  NAB  Sales  Post 

Capt.  Pellegrin's  Successor Comes  From  Free  &  Peters 

APPOINTMENT  of  Lew  Avery, 
account  executive  of  Free  &  Peters, 
Chicago,  and  prominently  identi- 

fied with  radio  sales,  as  director 
of  broadcast  ad- 

vertising of  the 
NAB,  effective 

Oct.  1,  was  an- 
nounced last  Fri- 

day by  NAB President  Neville 

Miller. Mr.  Avery  suc- ceediS  Capt. 

Frank  E.  Pelle- 

grin,  who  re- signed last  July 
to  accept  a  commission  in  the 
Army  and  is  now  serving  as  exec- 

utive officer  of  the  Radio  Branch, 
Bureau  of  Public  Relations,  un- 

der Lt  Col.  E.  M.  Kirby. 

Will  Report  Oct.  1 

After  six  years  as  head  of  the 
sales  department  of  WGR-WKBW, 
Buffalo,  Mr.  Avery  joined  Free 
&  Peters  at  the  start  of  1940. 
He  has  been  in  the  Chicago  of- 

fice of  the  pioneer  station  repre- 
sentation organization  since. 

While  Mr.  Avery  does  not  for- 
mally report  until  Oct.  1,  he  will 

attend  the  meeting  of  the  Sales 
Managers  Committee  of  NAB  in 
Chicago  Sept.  23 — in  advance  of 
the  NAB  Board  meeting  the  fol- 

lowing two  days.  The  committee 
comprises  John  M.  Outler  Jr., 
WSB,  Atlanta,  chairman;  Dietrich 
Dirks,  KTRI,  Sioux  City,  la.; 
William  F.  Malo,  WDRC,  Hart- 

ford; Frank  R.  Bowes,  WBZ, 
Boston;  Don  Davis,  WHB,  Kan- 

sas City;  Arthur  Hull  Hayes, 
WABC,  New  York  (for  CBS); 
George  H.  Frey,  NBC,  New  York. 

A  former  chairman  of  the  NAB 
Sales  Managers  Division,  Mr. 
Avery  pioneered  in  the  formation, 
of  the  group.  He  began  in  radio 
in  1917,  when  he  became  a  station 
designer,  announcer,  engineer, 
manager  and  owner.  In  April  of 
that  year — three  years  before  the 
advent  of  broadcasting  as  such — 
he  went  on  the  air  with  a  half- 
kilowatt  transmitter  with  Leyden 
Jar  condensers  and  a  rotary  spark 

gap.  The  station  was  closed  under 
Government  orders. 

In  1926  Mr.  Avery  became  an 
announcer  and  production  man  for 
WGY,  Schenectady,  after  having 
served  in  the  publicity  department 

of  GE.  He  joined  the  Mohawk- 
Hudson  Power  Corp.  in  1928  as  as- 

sistant advertising  director.  Early 
in  1930  he  joined  BBDO,  New 
York,  and  was  assigned  to  radio  on 
all  local  accounts  between  Albany 
and  Detroit.  In  1932  he  became  as- 

sociated with  WGR-WKBW  as 
manager  of  planning  and  service 
and  was  named  director  of  sales 
in  January,  1933. 

Page  18  •  September  21,  1942 BROADCASTING  •  Broadcast  Advertising 



•  Yes,  the  pot  is  boiling — literally  and  figuratively.  Surveys  show  that  the  war 
has  increased  tremendously  the  interest  of  homemakers,  the  country  over,  in  food 

and  food  preparation.  In  the  Cowles  Stations  area,  that  interest  has  never  lagged — 
as  we  recognized,  years  ago,  the  value  of  establishing  such  programs,  headed  up 

by  experienced  home  economists. 

Now,  long  established  and  stronger  than  ever,  these  programs  command  a  still 

greater  audience — an  audience  whose  unusual  loyalty  springs  from  the  carefully 

planned  programs  of  the  three  Cowles  Stations  Kitchen  Advisers. 

The  Cowles  Group — as  individual  stations  catering  to  the  needs  of  their  own 

specific  audiences — now  point  their  home  economics  programs  to  today's  needs — 
aim  them  specifically  at  the  problems  of  homemakers  in  a  war  economy.  They 

offer  the  best  and  lowest  cost  answer  to  quick  results  on  any  food  or  household 

product — new  or  old — in  this  territory. 

The  cost?  It's  ridiculously  low.  Only  $142.50  a  week  (26  week  rate)  for 
six  100  word  participations  each  week  on  all  three  programs.  Better  check  now 

to  see  if  there  are  any  openings. 

Big  lit  years  of  serv- 
ice to  WMT  listen- 
ers puts  L  i  b  b  i  e 

Vauphan  in  the  pio- 
neer class.  She's  an 

outstanding  per- 
former, any  way 

yoti  want  to  grade 
home  economics 
broadcasters. 

On  IVNAX,  Wynn 
Hublcr  is  "Your 
Neighbor  Lady"  to thousands  of  home- 
makers  'who  have 
learned  to  rely  on 
her  sound  counsel 
and  advice  in  fund 
and  other  h  o  m  c 
problems. 

Years  of  experience 
in  newspaper  and 
radio  give  Helen 
IVatts  Sehrciber  that 
background  of  au- 

thority which  rings 
true  with  KSO  lis- 

teners. And  they  do 
listen. 



TEXT  OF  COURT  DECISION  IN  KOA-WHDH  CASE 

OPINION  of  the  U.  S.  Court  of  Ap- 
peals for  the  District  of  Columbia, 

No.  7933,  NBC,  appellant,  vs.  FCC, 
appellee  and  Matheson  Radio  Co. 
Inc.  and  Berks  Broadcasting  Co., 
interveners,  on  appeal  from  the 
FCC  on  reargument,  decided  Sept. 
12,  follows: 

Mr.  D.  M.  Patrick,  with  whom  Mr.  Philip 
J.  Hennessey,  Jr.,  was  on  the  brief,  for 
appellant 

Mr.  Telford  Taylor,  General  Counsel,  Fed- eral Communications  Commission,  with 
whom  Mr.  Thomas  E.  Harris,  Assistant 
General  Counsel,  and  Messrs.  Harry  M. 
Plotkin  and  Daniel  W.  Meyer,  Counsel,  were 
on  the  brief,  for  the  Federal  Communica- 

tions Commission.  Messrs.  Charles  R.  Den- 
ny, Jr.,  and  Benedict  P.  Cottone  also  en- 

tered appearances  for  the  Federal  Com- 
munications Commission. 

Mr.  W.  Theodore  Pierson,  with  whom 
Mr.  Andrew  G.  Haley  was  on  the  brief, 
for  Matheson  Radio  Company,  Inc.,  In- tervenor. 

Messrs.  Arthur  H.  Schroeder  and  Geo. 
O.  Sutton  filed  a  brief  on  behalf  of  Berks 
Broadcasting  Company,  Intervenor. 

Before  Groner,  Chief  Justice,  and  Steph- 
ens, Miller,  VmsoN,  Edgerton,  and  Rut- 

ledge,  Associate  Justices. 
RUTLEDGE,  J.  The  appeal  is  from 

ail  order  of  the  Commissiou  entered 
April  7,  1941.  The  applicant  (Mathe- 

son Radio  Company,  Inc.)  operates 
Station  WHDH  at  Boston,  Massachu- 

setts, and  is  intervenor  here.  Appellant 
operates  Station  KOA  at  Denver, 
Colorado,  upon  the  same  frequenc.v. 
830  kc,  now  850  kc  under  the  North 
American  Regional  Broadcasting 
Agreement.  The  order  authorized  in- 

creases in  power  and  time  for  WHDH. 
Appellant  claims  it  is  aggrieved  and  its 
interests  are  adversel.v  affected  by  the 
order.  Hence  it  asserts  both  a  right 
of  appeal  and  one  to  hearing  by  the 
Commission,  which  denies  both.  The 
principal  questions  are  therefore 
whether,  on  the  showing  made,  (1) 
appellant  has  standing  to  appeal;  (2) 
the  Commission  acted  arbitrarily  or 
erroneously  in  refusing  to  permit  it  to 
intervene  as  a  party  in  the  adminis- 

trative proceedings. 
KOA  is  a  Class  I  station,  operating 

since  1928  on  a  clear  channel  with  50 
kw  power.^  By  virtue  of  this  classifi- 

cation it  was  the  only  station  oper- 
ating on  its  frequency  at  night  prior  to 

the  order  now  in  question.  From  1930 
WHDH  liad  lieen  a  1  kw  station  oper- 

'  Under  Sections  3.22  and  .3.25  of  the 
Commission's  Rules  and  Regulations,  the following  provisions  concerning  clear  chan- 

nel stations  are  made : 
"§  3.22  Classes  and  power  of  standard broadcast  stations — (a)  Class  I  station.  A 

'Class  I  station'  is  a  dominant  station  oper- ating on  a  clear  channel  and  designed  to 
I'ender  primary  and  secondary  service  over an  extended  area  and  at  relatively  long  dis- 

tances. Its  primary  service  area  is  free 
from  objectionable  interference  from  other 
stations  on  the  same  and  adjacent  chan- 

nels, and  its  secondary  service  area  free 
from  interference,  except  from  stations  on 
the  adjacent  channel,  and  from  stations  on 
the  same  channel  in  accordance  with  the 
channel  designation  in  §  3.25  or  in  ac- 

cordance with  the  'Engineering  Standards 
of  Allocation'  at  page  2756.  The  operating power  shall  be  not  less  than  10  kw  nor 
more  than  50  kw  (see  also  §  3.25  (a)  for 
further  power  limitation)." 3.25  Clear  cliannels:  class  I  ayid  II. 
The  frequencies  in  the  following  tabulation 
are  designated  as  clear  channels  and  as- 

signed for  use  by  the  classes  of  stations 
as  given : 

"(a)  To  each  of  the  channels  below there  will  be  assigned  one  Class  I  sta- 
tion and  there  may  be  assigned  one  or  more 

Class  II  stations  operating  limited  time 
or  daytime  only;  640,  650,  660,  670,  700, 
720.  740,  750,  760,  770,  800,  810,  820. 
830,  850,  860,  870,  980,  1,000,  1,070,  1,090. 
1,130,  1,150,  1,170  and  1,190  kilocycles.  The 
power  of  the  Class  I  stations  on  these 
channels  shall  not  be  less  than  50  kw. 
"(b)  To  each  of  the  channels  below there  may  be  assigned  Class  I  and  Class 

II  stations:  680.  710,  790,  970.  1,020,  1,040, 
1.050,  1,060,  1,080,  1,100,  1,110,  1,140, 
1,160,  1.180,  1,460,  1,470,  1,480,  and  1,490 
kilocycles."  Code  of  Fed.  Reg.  (Supp. 1939)    2742.  2744. 

ating  daytime  only  until  sunset  Denver 
time.  The  order  modified  its  license  to 
permit  operation  for  unlimited  time 
and  with  5  kw  power. 
No  formal  or  literal  modification 

was  made  in  KOA's  license,  but  modi- 
fying the  license  of  WHDH  created 

electrical  interference  after  sunset 
in  KOA's  secondar.v  service  area. 
Roughly  the  region  affected  is  that  ly- 

ing 700  miles  or  more  east  of  Denver. 
To  accomplish  this  change,  the  Com- 

mission had  to  transfer  the  frequency 
8.50,  on  which  both  stations  operate, 
from  subdivision  ( a )  to  subdivision 
(b)  of  Section  3.25  of  its  rules.^  Ac- cordingly the  order  provided  for  this 
transfer. 

The  substantive  injury  of  which  ap- 
pellant complains  consisted  therefore 

in  creating  new  and  additional  elec- 
trical interference,  affecting  its  second- 

ary service  area ;  degrading  the  status 
of  Station  KOA  from  a  clear  channel 
station  by  reclassifying  it ;  and,  in 
eifect  though  not  in  terms,  modifying 
its  license  in  these  respects. 

Substantive  Injuries 
Are  Considered 

As  appears  below,  appellant  also  as- serts these  changes  not  only  affected 
its  interests  substantially  and  ad- 

versely, but  had  like  effect  upon  the 
public  interest,  in  depriving  listeners 
within  the  secondary  service  area  of 
its  service  and  also  in  jeopardizing  the 
status  of  this  frequency  under  the 
North  American  Regional  Broadcast- 

ing Agreement.^ The  substantive  injuries  however, 
both  to  appellant  and  to  the  public, 
are  set  forth  primarily  not  to  secure 
substantive  redress  in  this  appeal,  but 
(1)   to  establish  appellant's  standing 

-  See  Note  1  supra.  Various  contentions 
made  with  reference  to  this  change,  as  be- 

ing one  in  policy,  "legislative"  or  "judicial" in  character,  made  upon  hearing  before  an 
improper  official,  i.  e.,  an  examiner,  etc., 
are  not  considered  herein,  since  other  and 
more  important  issues  are  sufficient  to  dis- pose of  the  appeal. 

3  Par.  B.  8  (d)  of  Part  II  of  this  treaty 
provides :  "If  within  the  period  of  this Agreement  the  country  to  which  a  clear 
channel  has  been  assigned  shall  have  made 
use  of  the  channel  but  not  in  the  manner 
above  described  or  not  to  the  extent  re- 

quired by  the  provisions  of  this  Agreement, 
such  country  shall  be  considered  as  having 
relinquished  that  portion  of  the  rights  which 
it  has  not  used  and  at  the  expiration  of 
this  agreement,  the  other  countries  party 
thereto  shall  have  the  right,  if  they  see  fit, 
to  withdraw  the  unused  privileges  from  such 
country  and  to  reassign  them  to  any  or  all 
of  the  other  interested  countries. 

to  appeal;  and  (2)  to  show  that  ap- 
l)ellant  had  a  right  to  intervene  in 
the  Commission's  proceedings  of  which it  has  been  deprived  either  arbitrarily 
or  erroneously.  The  case  therefore 
raises  again  the  troublesome  question 
concerning  who  is  entitled  to  appeal 
from  the  Commission's  order  and  upon what  showing,  under  the  nebulous 
provisions  of  the  statute  in  this  re- 

spect ;'  and  the  equally  diflicult,  per- haps more  unsettled  inquiry,  who,  if 
anyone,  may  intervene  as  of  right  in 
its  proceedings  for  granting,  denying 
or  modifying  a  license  under  the 
equally  cloudy  provisions  relating  to 
these  matters. 

I.  The  Right  to  Appeal 

Appellant  has  standing  to  appeal. 
The  statute  confers  this  upon  a  "per- son aggrieved  or  whose  interests  are 
adversely  affected."  Section  402  (b) 
(2).  In  F.  C.  C.  v.  Sanders  Brothers Radio  Station,  309  U.  S.  470  (1940), 
the  Supreme  Court  held  that  the 
licensee  of  a  competing  station  likely 
to  be  financially  injured  qualifies  for 
aijpeal.  It  went  further  and  asserted 
that  Congress  "may  have  heen  of opinion  that  one  likely  to  be  financially 
injured  by  the  issue  of  a  license  would 
be  the  only  person  having  a  sufficient 
interest  to  bring  to  the  attention  of 
the  appellate  court  errors  of  law  in  the 
action  of  the  Commission  in  granting 
the  license."   (Italics  supplied.) 

"Financially"  was  inserted  by 
amendment  of  the  opinion  after  the 
decision  was  first  handed  down.  It 
does  not  follow  that  this  guarded  and 
speculative  dictum  makes  economic 
injury  the  sole  criterion  of  status  to 
appeal,  as  the  Commission  and  WHDH 
contend.  The  Sanders  case  involved 
on  its  facts  only  financial  injury.  The 
court  held  that  sufficient.  Though  it 
suggested  the  possible  insufficiency  of 
other  kinds  of  injury,  no  question 
concerning  them  was  before  it.  The 

*  The  question  has  been  presented  here 
and  in  the  Supreme  Court  in  numerous 
cases.  E.  g.,  Sanders  Bros.  Radio  Station 
V.  F.  C.  C,  70  App.  D.  C.  297,  106  F.  (2d) 
321  (1939),  rev'd  on  other  grounds,  309 U.  S.  470  (1940);  WOKO,  Inc.  v.  F.  C.  C. 
71  App.  D.  C.  228,  109  F.  (2d)  665  (1940)  ; 
Yankee  Network,  Inc.  v.  F.  C.  C,  71  App. 
D.  C.  11,  107  F.  (2d)  212  (1939)  ;  Stuart 
v.  F.  C.  C.  70  App.  D.  C.  265,  105  F. 
(2d)  788  (1939);  Pittsburgh  Radio  Supply 
House  V.  F.  C.  C  69  App.  D.  C.  22,  98 
F.  (2d)  303  (1938)  ;  Red  River  Broadcast- 

ing Co.  V.  F.  C.  C,  69  App.  D.  C.  1,  98 
F.  (2d)  282  (1938),  cert,  denied,  305  U.  S. 
625  (1938);  Pulitzer  Pub.  Co.  v.  F.  C.  C, 
68  App.  D.  C.  124,  94  F.   (2d)   249  (1937). 

decision  therefore  cannot  be  taken  as 
deciding  such  an  issue. 

There  are  strong  reasons  why  the 
dictum  should  not  be  acepted  as  either 
stating  or  forecasting  the  law.  Nothing 
in  the  statute  specifies  or  requires  a 
showing  of  financial  injury  as  the  ex- 

clusive basis  to  appeal.  Nor  are  the 
hypotheses  tenable  that  such  injury  is 
the  only  sort,  of  a  substantial  kind, 
likely  to  occur  or  that  only  persons 
financially  hurt  will  be  able  or  likely 
to  appeal.  It  is  true  they  probably  will 
have  the  financial  resources  necessary 
for  litigation.  It  does  not  follow  that 
others,  who  may  be  affected  adversely 
though  not  financially,  will  be  neither 
willing  nor  able  to  appeal. 

Public  Interest 
At  Stake  In  Appeal 

The  contrary  assumption  ignores  the 
facts  that  radio  broadcasting  is  not 
exclusively  a  matter  of  business  or 
financial  gain,  and  that  it  is  the  public 
interest,  not  the  private  right,  which  is 
primarily  at  stake  upon  the  appeal. 
Unfortunately,  commercial  enterprise 
has  taken  over  the  lion's  share  of  the field.  Unfortunately,  because,  when 
radio  was  in  its  infancy,  many  per- 

sons hoped  that  much  of  its  work 
would  be  done  by  educational,  re- 

ligious and  eleemosynary  institutions, 
more  than  the  event  has  permitted. 
Notwithstanding  the  policy  which  has 
so  favored  commercial  operators,  there 
is  a  considerable  volume  of  noncom- 

mercial broadcasting.  It  takes  place 
through  stations  supported  not  by  ad- 

vertising or  "plugs,"  but  by  churches, 
universities,  colleges,  charitable  foun- 

dations and  others  who  have  no  profit- 
making  revenues.  Many  still  hope  that 
the  evils  apparently  inherent  in  com- mercial broadcasting  yet  may  bring 
about  a  larger  allocation  of  frequencies 
to  licensees  whose  objects  are  not 
primarily  the  making  of  mone.v. 

Limiting  appeals  to  persons  finan- 
cially injured  would  have  the  practical 

effect  of  denying  them  to  nonprofit- 
seeking  broadcasters.  Conceivably,  in 
very  rare  instances,  such  operators 
could  show  financial  injury.  But  ob- 

viously they  could  not  do  so  in  the 
circumstances  in  which  commercial 
stations  are  able  most  frequently  to 
demonstrate  its  possible  incidence.  The 
view  cannot  be  accepted  that  these  sta- 

tions can  appeal  only  when  some  ac- 
tion of  the  Commission  has  the  prac- 
tical effect  of  destroying  their  capital 

investment.  Such  a  view  would  not  be 
consistent  with  the  public  interest  and 
right  which  is  the  foundation  of  all 
broadcasting  and  which  primarily  the 
commercial  broadcaster's  appeal  is 
designed  to  pi-oteet.  F.  C.  C.  v.  Sanders 
Bros.,  supra. 

Appellant's  Claim  of 
Electrical  Interference 

The  latter  is  likely  to  utilize  the 
public  interest  as  a  vehicle  for  protect- 

ing his  private  standing,  however  ten- tative that  may  be  in  legal  status.  Few 
I)usiness  institutions  rush  to  the  de- 

fense of  the  public  weal  when  they 
are  not  affected  in  an.y  private  way. 
As  between  such  operators,  therefore, 
and  the  noncommercial  broadcaster, 
the  latter  cannot  be  held  a  knight  un- 

worthy, unable  or  unwilling  to  battle 
for  the  general  good  in  the  lists  of  ap- 
i)ellate  litigation.  Congress  had  no  in- 

tention to  exclude  nonprofit  stations 
from  taking  appeals,  either  absolutely 
or  in  practical  effect.  And  if  they  can 
appeal  b,y  showing  other  than  financial 
iujur.v,  so  also  can  commercial  oper- 
ators. 

Absence  of  economic  injury  however 
does  not  amount  to  presence  of  other 
.sufficient  injur,y.  Appellant  as.serts  it 

(Continued  on  page  2U) 

DR.  WALTER  H.  EDDY,  president  of  the  American  Institute  of  Food 
Products,  signs  a  contract  with  WOR,  New  York,  for  Food  Forum,  five- 
weekly  series  to  start  Sept.  28  for  food  producer  members  of  the  In- 

stitute. Present  at  the  signing:  Robert  A.  Bories,  general  manager  of 
the  Institute;  Eugene  S.  Thomas,  WOR  sales  manager,  and  Ella  Mason, 
assistant  to  Dr.  Eddy  on  the  broadcast. 
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THE  KEY  TO  SALES; 

NASHVILLE  Mfl 

5000 

WATTS 

#  The  key  to  the  Nashville  market  is  WSIX.  This  station's  coverage  shows 

610,984  population  in  0.5  MV  contour,  and  a  total  of  1,264,494  population 

within  0.1  MV  contour. 

The  booming  Nashville  area  of  Middle  Tennessee  and  Southern  Kentucky 

offers  national  advertisers  a  prime  market  for  present  or  pending  schedules. 

With  money  to  spend  as  never  before,  this  market  is  spending  it  for  nationally- 

advertised  products  over  this  station. 

SPOT  SALES,  INC.,  National  Representatives 

ml 

If 

980 

KILOCYCLES 

NASHVILLE,  TENN. 
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Control  the  microphone! 

That  order  is  foremost  in  the  minds 

of  Axis  war  lords.  For,  in  Hitler's 

book,  radio  is  the  most  effective 

means  of  spreading  lies  and  propa- 

ganda among  his  own  people;  of 

sowing  confusion,  fear  and  distrust 

throughout  occupied  countries. 

In  this  free  country  of  free  radio,  we 

know  why  the  microphone  ranks 

high  in  Axis  strategy.  Radio  is  listen- 
ed for  .  .  .  heard  .  .  .  believed.  That  is 

why  we,  the  people  of  radio — the 

owners,  managers,  producers,  writers, 

technicians,  announcers  —  must  be 

careful  of  our  trust,  must  always  keep 

before  us  this  question: 

Are  we  using  radio  to  the  fullest  extent 

to  do  the  most  good  for  the  common  cause? 

Let  station  managers  analyze  their 

operations,  use  every  possible  moment 

of  air  time  in  service  of  the  nation. 

Let  script  writers  inject  the  spirit 

of  freedom  into  every  phrase  and 

sentence. 

Let  musical  directors  search  more 

diligently  for  music  that  will  inspire. 

Let  advertisers  and  agencies  choose 

programs  which  will  build  morale. 

Let  commercials  sell  the  idealism  of 

America,  as  well  as  its  goods  and 

services. 

Let  us  make  the  most  of  our  microphones! 

Tl^e  Great  Sfaffons  0/  Me  Great  laJ^es 
KMPC,  BEVERLY  HILLS,  CALIF.— UNDER   SAME  MANAGEMENT 

BASIC     STATION  S  —  COLUMBIA     BROADCASTING     SYSTEM...  G.    A.    RICHARDS,  PRES. 
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MOLLY  PICON  signs  for  the  new  fall  and  winter  program  of  Maxwell 
House  Coffee  and  Diamond  Crystal  Salt,  products  of  the  General  Foods 
Sales  Co.  Her  new  feature,  Molly  Picon's  Theatre  of  the  Air,  will  be featured  Tuesdays  at  8  p.  m.,  WHN,  New  York,  beginning  Oct.  6.  Photo 
taken  at  conference  shows  (1  to  r)  Molly  Picon;  Clarence  B.  Goshorn, 
president  of  Benton  &  Bowles,  handling  the  account;  Esty  Stowell, 
business  manager  of  B.  &  B.  radio  department;  Robert  H.  Bennett,  as- 

sociate advertising  manager  of  General  Foods  Corp.  in  charge  of  Max- 
well House  Coffee;  Joseph  Jacobs,  of  Jewish  Market  Organization. 

Is  enough  that  the  order  creates  elec- 
trical interference.  This  the  Commis- 

sion now  denies,  in  reversal  of  its  ap- 
parent position  iirior  to  the  l^aiiders 

decision."^  Appellant  argues  that  elec- 
trical interference.  regardless  oi 

amount  or  effect,  creates  the  right  of 
appeal. 

To  support  this  it  points  out  that 
the  whole  occasion  for  regulation, 
including  the  feature  of  license,  arises 
from  the  limited  number  of  frequen- 

cies and  the  chaos  electrical  interfer- 
ence would  cause,  indeed  did  cause." 

if  there  were  no  authority  vested  with 
power  of  license,  allocation  and  police. 

It  is  not  necessary,  however,  to  go 
so  far  with  appellant.  In  the  present 
stage  of  radio,  very  few  changes,  either 
in  frequency  or  in  power,  can  be  made 
without  creating  some  degree  of  elec- 

trical interference.  This  may  range 
from  minute  and  practically  harmless 
interruption  with  remote  and  very 
occasional  listeners  in  secondary  serv- 

ice areas  to  total  obliteration  in  the 
primary  field.  Notwithstanding  the 
Commission's  apparently  contrary 
view,'  the  latter  effect  would  appear  to 
be  more  than  sufficient  for  appeal, 
whether  or  not  a  showing  of  financial 
injury  could  be  made.  Likewise,  at 
the  other  end,  it  seems  doubtful  that 
an  infinitesimal  amount  of  new  electri- 

cal interference  should  create  standing 
to  appeal. 

Presumably  by  the  decision  in  the 
Sanders  case  the  Supreme  Court  in- 

tended that  the  financial  injury  must 
be  something  more  than  nominal  or 
highly  speculative.  It  seems  not  un- 

reasonable to  read  the  opinion  as  re- 
quiring by  implication  that  there  be 

probable  injury  of  a  substantial  char- 
acter. So  much  by  way  of  limitation 

seems  necessary  to  prevent  vindica- 
tion of  the  public  interest  from  turn- 
ing into  mass  appeals  by  the  indus- 
try at  large,  with  resulting  hopeless 

clogging  of  the  administrative  process 
by  judicial  review. 

Likewise,  with  electrical  interfer- 
ence, it  is  hardly  necessary  to  secure 

appellate  championship  by  every 
broadcaster  who  may  be  affected  in 
only  a  remote  and  insubstantial  man- 

ner. It  follows  that  electrical  inter- 
ference, without  a  showing  of  finan- 

cial injury,  may  be  sufficient  to  create 
standing  to  appeal.  But  for  this  pur- 

pose there  must  be  a  reasonable  pos- 
sibility that  it  will  be  substantial.  And 

this  must  appear,  as  we  have  held, 
from  the  notice  of  appeal  and  state- ment of  reasons.  Yankee  Network, 
Inc.  V.  F.  C.  C,  71  App.  D.  C.  11, 
107  F.  (2d)  212  (1939). 

Appealable  Interest 
Shown  by  Appellant 

In  this  case  the  notice  sufficiently 
discloses  appealable  interest.  It  states 
that  appellant  is  aggrieved  and  its  in- 

terests are  adversely  affected  by  the 
order  and  by  its  reaffirmance  on  denial 
of  appellant's  petition  for  rehearing ; sets  forth  in  detail  the  nature  and 
steps  of  the  proceedings  before  the 
Commission ;  and  states,  among  rea- 

sons relied  upon,  that  the  order : 

^  The  controversy  in  that  case,  and  pre- 
viously, concerning  Section  402  (b)  (2) 

was  with  reference  to  whether  financial  in- 
jury was  sufficient,  it  being  apparently  the 

Commission's  position  that  injury  from electrical  interference  was  the  most  that 
Congress  had  in  mind  in  enacting  this  sec- tion. 

0  Prior  to  the  Radio  Act  of  1927.  and 
following  the  decision  in  United  States  v. 
Zenith  Radio  Corp..  12  F.  (2d)  614  (N.  D. 
III.  1926),  and  the  Attorney  General's  opin- 

ion Ops.  Att'y  Gen.  (1926)  126.  See  Mono- 
graph OF  THE  ATTORNEIY  GENERAL'S  COM- MITTEE ON  Administration  Procedure, 

Part  3,  Federal  Communications  Com- 
mission  (1940)  83. 

'  The  Commission's  position  that  only  fi- nancial injury,  whether  or  not  resulting 
from  electrical  interference,  is  sufficient  for 
appeal  necessarily  means  tliat  electrical  in- 

terference without  financial  injury,  regard- 
less of  the  extent  or  effect  of  the  interfer- 

ence, would  be  no  basis  for  appeal.  Gener- 
ally, of  course,  extensive  interference  would 

cause  financial  injury.  But  it  is  not  clear 
this  would  be  true  of  nonprofit  stations  or 
necessarily,  perhaps,  always  in  other  cases. 

"(a)  Results  in  a  suhstantial  modi- fication of  the  license  held  by  appellant 
.  .  .  without  having  afforded  it  an 
opportunity  to  be  heard  as  required 
by  Section  312  (b)  of  the  Communica- 

tions Act  of  1934."  (Italics  supplied) 
"(b)  Results  in  a  change  in  the class  and  character  of  the  frequency 

.  .  .  without  consent  or  hearing  as 
required  by  Section  803  (f)." 

"(c)  Results  in  a  degradation  of service  on  8,30  kc  (850  kc)  which 
wUl  be  prejudicial  to  the  priority 
rights  of  the  United  States  on  this 
channel  under  Paragraph  B  8  (d)  of 
Part  II  of  the  North  American  Re- 

gional Broadcasting  Agreement  with- 
out affording  appellant  an  opportunity 

to  be  heard  on  its  own  behalf  and  on 
behalf  of  the  listeners  it  serves." 

"(d)  Results  in  a  discrimination 
against  service  to  rural  listeners  in 
order  to  furnish  additional  service  to 
the  residents  of  the  City  of  Boston  and 
as  such  is  violative  of  the  requirements 
of  Section  307  (b)  of  the  Communica- 

tions Act  of  1934." 
Other  assigned  reasons  include  as- 

sertedly  improper  procedures  in  chang- 
ing Commission  policy,  failure  to  re- turn the  application  as  required  by 

its  rules,  amendment  of  the  rules 
under  improper  notice,  insufficiency  of 
the  evidence  to  support  the  decision, 
denial  of  hearing  according  to  due 
process  of  law,  etc. 
On  its  face,  thei-efore,  the  notice 

charges  that  the  order  substantially 
modified  the  license  of  KOA,  changed 
the  class  and  character  of  its  fre- 

quency, degraded  the  station's  service 
under  the  North  American  Agree- 

ment ;  jeopardized  thereby  not  only 
appellant's  rights  but  the  priority 
rights  of  the  United  States  and  there- 

fore the  interests,  present  and  future, 
of  the  listening  public,  and  created 
discrimination  against  rural  and  in 
favor  of  urban  listeners  contrary  to 
statutory  requirements.  These  reasons 
appear  to  be  a  sufficient  showing  of 
both  private  and  public  interest  and 
of  adverse  affectation  to  sustain  the 
appeal.  They  require  that  it  be  con- sidered on  the  merits,  that  is,  on  the 
question  whether  appellant  was  wrong- 

fully refused  a  hearing  before  the 
Commission. 

II.  The  Bight  to  Hearing 
The  extent  of  the  conflict  concerning 

intervention  appears  from  the  extreme 
positions  taken  by  appellant,  on  the 
one  hand,  that  such  a  right  arises  from 
the  Fifth  Amendment  as  a  matter  of 
due  process  of  law,  and  by  the  Com- 

mission and  WHDH,  on  the  other, 
that  Congress  has  given  the  former  an 
absolute  discretion  which  nothing  in 
the  Constitution  inhibits  or  limits. 

It  is  said  that  existence  of  a  right 
of  appeal  presupposes  a  right  to  in- 

tervene. The  statute  does  not  ex- 
pres.sly  so  provide.  But  in  view  of  our 
conclusion,  for  reasons  to  be  stated, 
that  appellant  was  entitled  to  inter- 

vene, it  is  not  necessary  to  decide 
whether  in  some  unusual  circumstance 
one  not  entitled  to  become  a  party 
might  appeal. 
Commission  Argument 
Declared  Untenable 

On  the  other  hand,  the  Commission's argument  is  untenable  that  appellant 
has  no  right  to  be  heard  because  it  has 
no  vested  right  in  the  frequency,  or  in 
its  license  or  status  thereunder. 
F.  C.  C.  \.  Sanders  Bros.,  supra,  or 
because  the  statute  empowers  the 
Commission  to  make  rules  and  regu- 

lations, Section  154  (i),  and  to  "con- duct its  proceedings  in  such  manner  as 
will  best  conduce  to  the  proper  dis- 

patch of  business  and  to  the  ends  of 
justice."  Section  154  (j).  The  fallacy is  that  one  who  has  no  such  vested 
right  has  therefore  no  procedural  i)ro- 
tections  in  relation  to  the  more  tenu- 

ous rights,  privileges  or  status  he 
possesses.*  Whatever  its  proper  label, 
"qualified  right,"  "privilege,"  "status." 
"licensee,"  appellant  acquired  some- 

thing of  value  by  virtue  of  its  license 
and  the  statute.  The  label  is  not  im- 

portant. The  fact  that  appellant  has 
fulfilled  statutory  conditions  and  has 
received  statutory  advantages,  status 
and  protections  is  important.  Tutun  v. 
Ihiited  States,  270  U.  S.  568  (1926). 
That  it  may  be  deprived  of  these  and 
that  the  Commission  has  discretion  to 
take  them  away,  wholly  or  in  part,  do 
not  mean  that  it  can  do  so  in  an  un- 

fair manner  or  without  hearing"  The 
protections  of  procedural  due  process 
do  not  disappear  because  the  substan- 

tive right  affected  is  not  a  full-grown 
vested  right  like  that  in  one's  castle 
at  the  common  law.  The  right  of  ap- 

peal in  capital  criminal  cases  is  en- 
tirely statutory.  But  that  does  not 

put  it  entirely  beyond  consitutional 
limitation.  Cf  Boykin  v.  Hujf,  73  App. 
D.  C.  378.  121  F.  (2d)  865  (1941), 
and  authorities  cited.  Similarly,  though 
statutory  rights  in  the  nature  of  occu- 

pational license,  revocable  in  adminis- 
trative discretion,  may  not  be  "prop- 

erty" for  purposes  of  protections  af- forded by  substantive  due  process,  they 
are  not  unguarded  against  arbitrary 
administrative  action."  Procedural  due 
process  protects  them  against  this,  and 
does  so  notwithstanding  the  broad  rule- 

making power  and  discretion  given  the 
Commission  concerning  the  manner  of 
conducting   its  business. 

The  crucial  issue  therefore  comes 
down  to  whether  appellant  has  been 
deprived  of  an  opportunity  for  a  fair 
hearing  to  which  it  was  entitled  either 
by  the  statute  or  by  elementary  due 
process.  The  two  prongs  of  the  ques- 

^  See  Davis,  The  Requirement  of  Oppor- 
tunity to  be  Heard  in  the  Administrative 

Process  (1942)  52  Yale  L.  J.  1093,  1118-25, 
and  authorities  cited  and  discussed  there- 

in. 

"  Ibid. 
lo  Ibid. 

tion  may  be  considered  together.  It 
will  aid  first  to  set  forth  the  statutory 
provisions  concerning  hearing  and 

those  provided  by  the  Corhmission's Rules  and  Regulations  which  are  per- 
tinent both  to  hearing  and  to  inter- vention. These  then  may  be  considered 

in  the  light  of  what  was  done  by  ap- 
pellant and  tne  Commission. 

-'i.  The  Stiitntor//  Provisions  and 
Scheme  of  Hearings 

Provisions  concerning  hearings  are 
contained  in  Sections  309  (a),  303 
(f),  312  (a),  (b),  and  409  (a)  of  the 
Act,"  in  addition  to  Section  154 
(i),  (j)  referred  to  above. Section  309  (a)  relates  to  applica- 

11 48  Stat.  1082,  1085,  1086-7,  1096 
(1934),  47  U.  S.  C.  §§  303  (f),  309  (a), 
312   (a),   (b),  409   (a)  (1941). 

§  303  (f).  "Make  such  regulations  not inconsistent  with  law  as  it  may  deem  nec- essary to  prevent  interference  between 
stations  and  to  carry  out  the  provisions 
of  this  chapter:  Provided,  however.  That 
changes  in  the  frequencies,  authorized 
power,  or  in  the  times  of  operation  of 
any  station,  shall  not  be  made  without the  consent  of  the  station  licensee,  unless, 
after  a  public  hearing,  the  Commission 
shall  determine  that  such  changes  will 
promote  public  convenience,  or  interest  or 
will  serve  public  necessity,  or  the  provi- 

sions of  this  chapter  will  be  more  fully 

complied  with." §  309  (a).  "If  upon  examination  of  any application  for  a  station  license  or  for  the 
renewal  or  modification  of  a  station  license 
the  Commission  shall  determine  that  public 
interest,  convenience,  or  necessity  would  be 
served  by  the  granting  thereof,  it  shall 
authorize  the  issuance,  renewal,  or  modifi- 

cation thereof  in  accordance  with  said  find- 
ing. In  the  event  the  Commission  upon 

examination  of  any  such  application  does 
not  reach  such  decision  with  respect  there- 

to, it  shall  notify  the  applicant  thereof, 
shall  fix  and  give  notice  o^  a  time  and 
place  for  hearing  thereon,  and  shall  afford 
such  applicant  an  opportunity  to  be  heard 
under  such  rules  and  regulations  as  it  may 

prescribe." 

§  312  (a).  "Any  station  license  may  be revoked  for  false  statements  either  in  the 
application  or  in  the  statement  of  fact 
which  may  be  required  by  section  308  here- of, or  because  of  conditions  revealed  by 
such  statements  of  fact  as  may  be  re- 

quired from  time  to  time  which  would  war- rant the  Commission  in  refusing  to  grant 
a  license  on  an  original  application,  or  for 
failure  to  operate  substantially  as  set  forth 
in  the  license,  or  for  violation  of  or  fail- ure to  observe  any  of  the  restrictions  and 
conditions  of  this  chapter  or  of  any  regula- 

tion of  the  Commission  authorized  by  this 
chapter  or  by  a  treaty  ratified  by  the 
United  States :  Provided,  however.  That 
no  such  order  of  revocation  shall  take 
effect  until  fifteen  days'  notice  in  writing 
thereof,  stating  the  cause  for  the  pro- 

posed revocation,  has  been  given  to  the  li- censee. Such  licensee  may  make  written 
application  to  the  Commission  at  any  time 
within  said  fifteen  days  for  a  hearing  upon 
such  order,  and  upon  the  filing  of  such 
written  application  said  order  of  revocation 
shall  stand  suspended  until  the  conclusion 
of  the  hearing  conducted  under  such  rules 
as  the  Commission  may  prescribe.  Upon 
the  conclusion  of  said  hearing  the  Commis- sion may  affirm,  modify,  or  revoke  said 

order  of  revocation." §  312  (b)  "Any  station  license  after 
June  19,  1934,  granted  under  the  provi- sions of  this  chapter  or  the  construction 
permit  required  hereby  and  after  such  date 
issued,  may  be  modified  by  the  Commission 
either  for  a  limited  time  or  for  the  duration 
of  the  term  thereof,  if  in  the  judgment  of 
the  Commission  such  action  will  promote  the 
public  interest,  convenience,  and  necessity, 
or  the  provisions  of  this  chapter  or  of  any 
treaty  ratified  by  the  United  States  will  be 
more  fully  complied  with :  Provided,  how- 

ever. That  no  such  order  of  modification shall  become  final  until  the  holder  of  such 
outstanding  license  or  permit  shall  have 
been  notified  in  writing  of  the  proposed 
action  and  the  grounds  or  reasons  therefor 
and  shall  have  been  given  reasonable  oppor- tunity to  show  cause  why  such  an  order  of 
modification  should  not  issue." 

§  409  (a).  "Any  member  or  examiner of  the  Commission,  or  the  director  of  any 
division,  when  duly  designated  by  the  Com- 

mission for  such  purpose,  may  hold  hear- 
ings, sign  and  issue  subpoenas,  administer 

oaths,  examine  witnesses,  and  receive  evi- dence at  any  place  in  the  United  States 
designated  by  the  Commission;  except  that 
in  the  administration  of  sections  301-362  of 
this  title  an  examiner  may  not  be  author- 

ized to  exercise  such  powers  with  respect to  a  matter  involving  (1)  a  change  of 
policy  by  the  Commission,  (2)  the  revo- cation of  a  station  license,  (3)  new  devices 
or  developments  in  radio,  or  (4)  a  new 
kind  of  use  of  frequencies.  In  all  cases 
heard  by  an  examiner  the  Commission  shall 
hear  oral  arguments  on  request  of  either 

party." 
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pis  JANUARY  is  oor  candidate  for  the 

ongressional  Medal  and  a  D.S.C. 

She  gets  the  soldiers  (and  sailors  and 

arines,  too)  up— on  time; 

Lois  is  WABC's,  and  the  Service  Men's, "Re 

Sweetheart".  Skilled  in  tb  ways  of  movie, 

and  radio  entertainment,from  5:30  to  6:30  every 

morning,  Lois  broadcaststo  the  boys  at  more  than 

50  camps  and  stations  in  this  area  the  popular 

music,  the  song,  the  friendly  talk  and  banter  they 

want  to  hear.  (Maybe  you've  never  tuned  in  a 

radio  at  that  time.  But  that's  the  precise  hour 

when  service  men,  all  over  America  — even  the 

Goldbricks  —  do  their  radio  listening.) 

Do  they  like  it?  You  ought  to  read  their  mail 

...their  requests  for  photos  of  Lois,  for  favorite 

tunes!  And  above  all— their  appreciation  to  her 

and  WABC  for  making  the  first  30-60  minutes 

before  they  "fall  in"a  pleasant  experience  such  as 

I     their  fathers,  in  '17  and  '18,  never  knew. 

'^Goldbrkk.  n.  Army  slang.  One  who  holds  lantern  while  fel- 
low soldiers  dig  ditch.  See  also"dog  robber,"  "the  Old  Man's 

pride  and  joy."  Syn.  "Topkick's  Tootsie,"  "cinch  soldier." 

50,000  WHTTS,  NEW  YORK  •  24-HOIIR  SERVICE  TO  THE  WORLD'S  LARGEST  MARKET 

Owned  and  operated  bf  the  Columbia  Broadcasting  System.  Represented  nationally  by  Radio  ̂  

Sales  with  offices  located  in  Chicago,  Los  Angeles,  St.  Louis,  San  Francisco,  Charlotte,  if 



RESPLENDENT  in  navy  blue  and  gold  braid,  Ensign  Vern  Brooks  (cen- 
ter), former  supervisor  of  announcers  of  WGN,  Chicago,  shakes  hands 

vtrith  Frank  P.  Schreiber  (extreme  right),  manager  of  WGN,  as  he  bids 
fellow  workers  goodbye  on  his  departure  for  indoctrination  study  at 
South  Boston,  Mass.  Staff  members  on  hand  for  the  sendoff  were  (1  to 
r)  George  Harvey  and  Jim  Anderson,  sales;  Johnny  Meagher,  publicity 
and  special  events;  Rose  Brewer,  sales;  Claire  Oldsen,  programming; 
Ronny  Ducey,  sales;  Laura  Predbeck,  traffic;  W.  A.  McGuineas,  sales 
manager;  Carl  J.  Meyers,  supervisor  of  engineers;  and  Mr.  Schreiber. 

tions  for  license,  for  renewal  and  for 
modification.  The  Commission  is  au- 

thorized to  issue,  renew  or  modify  the 
license  if,  upon  examination  of  the  ap- 

plication, it  determines  that  public  in- 
terest, convenience  or  necessity  would 

be  served  by  granting  it.  If  it  does  not 
reach  such  a  decision  on  examining 
the  application,  then  it  must  set  the 
matter  for  hearing,  "notify  the  appli- cant .  .  .  and  afford  such  applicant  an 
opportunity  to  be  heard  under  such 
rules  and  regulations  as  it  may  pre- 

scribe."  (Italics  supplied) 

Authority  of  FCC 
Under  Section  303  (f) 

Under  Section  303  (f)  the  Commis- 
sion is  authorized  to  "make  such  regu- lations not  inconsistent  icith  law  as  it 

may  deem  necessary  to  prevent  inter- ference between  stations  and  to  carry 
out  the  provisions  of  this  Act,"  but 
with  the  proviso  that  "changes  in  the frequencies,  authorized  power,  or  in 
the  times  of  operation  of  any  station 
shall  not  be  made  without  the  consent 
of  the  station  licensee  unless,  after  a 
puhlic  hearing,  the  Commission  de- 

termines that  such  changes  will  pro- 
mote public  convenience  or  interest  or 

will  serve  public  necessity,  or  the 
provisions  of  this  Act  will  be  more 
fully  complied  with  .  .  ."  (Italics  sup- plied) These  are  the  most  important 
provisions  presently  involved. 

Section  312  (a),  (b)  requires  hear- 
ing with  notice  to  the  station  licensee 

when  revocation  or  modification  of 
license  is  proposed.  In  the  case  of 
modification  the  licensee  is  to  be  "giv- 

en reasonable  opportunity  to  show 
cause"  why  the  order  should  not  is- 

sue, after  having  notice  in  writing. 
By  Section  409  (a)  a  commissioner 

or  examiner  or  the  director  of  a  divi- 
sion is  empowered,  when  designated 

l)y  the  Commission,  to  hold  hearings, 
except  an  examiner  may  not  do  so  in 
administration  of  Title  III  with  re- 

spect to  a  matter  involving:  "(1)  a change  of  policy  by  the  Commission, 
(  2 )  the  revocation  of  a  station  license, 
( 3 )  new  devices  or  developments  in 
radio,  or  (4)  a  new  kind  of  use  of 
frequencies.  In  all  cases  heard  by  an 
examiner  the  Commission  shall  hear 
oral  arguments  on  request  of  either 
party."     (Italics  supplied) As  has  been  noted,  Section  1.54  ( i ) , 
( j )  confers  broad  power  upon  the 
Commission  to  make  rules  and  regu- 

lations, issue  lawful  orders  and  deter- 
mine the  manner  of  conducting  its 

business. 
Before  turning  to  the  regulations 

we  may  note  that  Section  .309  (a) 
does  not  in  terinx  guarantee  an  appli- 

cant or  anyone  else  a  hearing  in  all 
cases.  The  matter  may  be  determined 
\ipon  examination  of  the  application, 
if  in  that  manner  the  Commission  is 
able  to  conclude  that  the  application 
should   be  granted.    In   other  words, 

the  aijplicant  is  not  entitled  to  a  hear- 
ing if  the  action  is  to  be  in  his  favor. 

On  the  other  hand,  if  the  Commission 
cannot  decide  for  him  by  merely  ex- 

amining the  application,  it  must  afford 
him  a  hearing  with  due  notice.  In 
short,  it  cannot  deny  the  application 
without  a  hearing  and  the  applicant  is 
a  necessary  party.  Whether  other  per- 

sons who  may  he  affected,  including 
existing  licensees,  are  or  may  be  en- 

titled to  a  hearing  is  not  determined 
explicitly  or  perhaps  implicitly  by  this 
section.  It  is  primarily  an  applicants' section  and  deals  chiefly,  though  not 
necessarily  exclusively,  with  appli- 

cants' rights. 
Section  312  (a)  (revocation),  (b)/ 

(modification),  on  the  other  hanci 
deals  primarily  with  rights  of  existing 
licensees.  Hearing  on  notice  is  prt- 
scribed.  When  the  question  is  modifi- 

cation the  licensee  must  be  given 
"reasonable  opportunity  to  .show 
cause"  why  the  order  should  not  is- sue. When  it  is  revocation  the  hearing 
is  to  be  "conducted  under  such  ryles 
as  the  Commission  may  prescribe." In  contrast  with  Section  309  (a), 
Section  312  deals  expressly  and  there- 

fore primarily,  not  with  applicants 
and  their  rights,  but  with  licensees  and 
their  rights.  Under  the  one  applicants 
cannot  be  affected  adversely  without  a 
hearing  ;  under  the  other  licensees  can- not be  so  affected  by  revoking  or 
modifying  the  license  without  a  hear- 

ing. Neither  section  purports  to  make 
the  hearing  provided  ex  parte  or  to 
limit  it  in  the  one  case  to  applicants, 
in  the  other  to  licensees.  But  neither 
))urports  to  bring  in  others  or  give 
them  a  right  to  come  in.  Though  others 
are  not  expressly  excluded,  the  theory 
seems  to  be  in  each  instance  that  the 
hearing  is  principally,  though  not 
necessarily  exclusively,  for  the  benefit 
of  the  applicant  in  the  one  case,  of  the 
licensee  in  the  other.  Neither  section 
is  designed  on  its  face  explicitly  to 
take  care  of  the  situation  where  the 
interests  of  an  applicant  and  an  exist- 

ing licensee  or  of  two  licensees  clash 
or  may  do  so. 

Reasonable  Opportunity 
For  Licensee 

Section  803  (f )  is  in  teriis,  particu- 
larly of  the  proviso,  much  ̂ ke  Section 

312  (a),  (b),  in  that  it  provides  ex- 
pressly for  public  hearing*  concerning 

"changes  in  the  frequencies,  authorized 
power,  or  .  .  .  times  ofi  operation." 
unless  "the  station  licensee"  consents 
to  the  change.  It  is  nu't  stated  ex- plicitly that  he  is  entitled  to  notice 
and  participation  in^  the  hearing,  but 
that  seems  clearly  implied  from  the 
provision  for  hearing  and  prohibition 
of  these  changes  without  it  unless  lie 
consents.  Furthermore,  the  section 
contains  no  explicit  statement  con- 

cerning notice  to  or  participation  by 
any  other  person.  On  its  face  therefore 

the  provisions  of  Section  303  (f )  con- 
cerning hearing  and  the  licensee's  par- 

ticipation are  much  like  those  of  Sec- 
tion 312  (b)  dealing  with  modifica- tion, though  in  terms  they  are  not 

entirely  identical.^  In  a  broad  sense 
both  may  be  said  to  deal  with  modifi- cation and  both  to  require  hearing, 
unless  the  licensee  affected  consents  to 
the  change.  This  is  true,  notwithstand- 

ing Section  30.3  (f)  in  its  principal 
grant  of  authority  is,  as  is  noted  later, 
primarily  a  rule-making  or  "legisla- tive" section,  and  the  proviso  is  in 
one  aspect  a  limitation  upon  the  Com- 

mission's rule-making  power. 
But  to  regard  Section  303  (f)  as 

merely  a  duplicate  or  alternative  pro- 
vision to  Section  312  (b),  for  protec- 

tion of  the  licensee  when  his  license  is 
to  be  modified  adversely,  would  make 
it  practically  superfluous.  This  would 
also  ignore  the  primary  clause  and 
ljurpose  of  Section  303  (f),  as  well  as 
the  differences  in  express  terms  of  the 
two  sections.^''  The  proviso  is  merely 
an  incident  or  a  limitation  of  the  main 
provision,  which  is  a  grant  of  power 
to  the  Commission  to  "make  such  regu- lations 7iot  inconsistent  icith  law  as  it 
may  deem  necessary  to  prevent  inter- ference between  stations  and  to  carry 
out  the  provisions  of  this  Act." ( Italics  supplied) 

Multiple-Party  Subject 
Matter  Is  Involved 

The  principal  concern  of  the  section 
is  interference,  and  the  limitations  of 
the  proviso,  including  the  requirement 
of  hearing,  relate  to  matters  nost 
liiiely  to  cause  and  most  directly  re- 

lated to  ititpfference.  In  contrast  ivitli 
Sections  309  (a)  and  312  (b),  vhich 
are  primarily  one-party  sections,  Sec- 

tion 303  (f)  deals  with  subject  natter 
which  necessarily  involves  at  least  two 
private  parties  in  addition  to  thf  Com- 

mission, with  the  principal  oi'casion 
for  difference  and  dispute  betveen  or 
among  them,  namely,  interference,  and 
with  the  chief  causes  of  this.  The  sec- 

tion is  therefore  basically  a  two- 
party  or  multiple-party  section,  not 
counting  the  Commission, 

Thi.s  is  true  notwithstanding  the 
primary  clause  is  east  in  terms  of  dele- 
gatins  rule-making  ijower  to  the  Com- 

mission concerning  the  subject  matter. 
It  is  nevertheless  multiple-party  sub- 

ject matter.  The  parties  affected  may 
be  two  or  more  existing  stations,  or 
they  may  be  one  or  more  such  stations 
anil  an  applicant  or  applicants  for 
license.  The  section  does  not  literally 
designate  others  than  "the  station 
licensee".  But  it  necessarily  con- templates, from  the  very  nature  of  the 
subject  matter,  that  others  similarly 
situated  will  be  similarly  affected,  and 
rhe  only  persons  who  may  be  so  af- 

fected are  other  licensees  and  ap- 
plicants. In  my  judgment  this  fact  is  of  para- mount importance,  for  determining 
bnth  what  is  meant  by  "changes  in tlie  frequencies,  authorized  power,  .  .  . 
times  of  operation"  and  the  nature and  character  of  the  hearing  required, 
each  a  matter  in  fundamental  dispute 
liere.  Conceding,  as  I  think  we  ma.y, 
tliafcySections  309  fa)  and  312  (b)  are 
primarily  one-party  sections,  that  is, 
thev  involve  ordinarily  one  party  in 
.'idditiui  to  the  Commission  itself,  and 
rhe  heV-ings  they  provide  are  chiefly, 
though Vot  necessarily  exclusively,  for 
fletermijing  matters  in  the  first  in- 

stance bStween  the  Commission  and  an 
applicauAin  the  one  case  and  it  and 

12  Section\B12  (b)  is  cast  in  terms  of 
notice  and  *V)  show  cause,"  specifying  that notice  be  Z^\ti  the  operator  whose  license 
is  to  be  modfied.  Section  303  (f)  has  no 
express  provKon  for  notice  and  merely 
requires  "pubV  hearing"  when  "the  sta- 

tion licensee"  Ves  not  consent  to  the  pro- posed change.  Section  303  (1)  also  deals 
only  with  "chains  in  the  frequencies,  auth- orized power,  V  .  .  .  times  of  opera- 

tion," not  broEUy  with  modification  of 
station  license,  aidoes  Section  312(b).  Sec- 

tion 303(f)  is  Vt  limited  in  terms  to 
changes  made  inVhe  license  itself,  while 
Section  312(b)    isVo  limited  in  its  terms. 

1^  See  note  11  ̂ ra,  and  circa  note  12 

supra. 

a  licensed  under  prospect  of  having  the 
terms  of.'  his  license  changed  in  the 
other.  Section  303  (f )  is  from  the  out- 

set no  snch  one-sided  matter. 
It  is  Essentially  one  which  from  the 

start  raises  issues  affecting  not  only 

the  Co/nmission,  but  also  other  per- sons who  as  among  themselves  are  op- 
posed in  interest.  The  conflict  is  not, 

even  iA  the  initial  stage,  merely  Com- 
mission-applicant, as  in  Section  309 

(a),  or  Commission-licensee,  as  in 
Section  312  (b).  It  is  Commission- 
bcensee-applicant  or  Commission- liceusee-licensee.  It  is  three-way,  and 
it  may  turn  out  to  be  adverse  three 

ways. 
In  my  opinion  this  paramount  tact 

makes  the  hearing  provided  by  Sec- 
tion 303   (f)  an  essentially  different 

kind  of  hearing  or  stage  in  hearing 
from  those  provided  and  required  by 
S.;ctions  309  (a)  and  312  (b).  In  the 

first  place,  it  diflEerentiates  that  hear- ing from  the  one  provided  by  Section 

312  (b)  and  prevents  it  from  becom- ing a  mere  duidicate  or  alternative (if  the  latter.  If  their  issues,  purposes 

and  application  were  identical,  there 
/would  be  no  need  for  two  such  explicit, 
/and  to  some  extent  inconsistent,  pro- '  visions  for  hearing. 

The  mere  fact  that  the  modifications 
which  might  be  involved  in  the  hearing 
under  Section  312  (b)  are  broader  and 
more  inclusive  than  those  specified  in 
Section  303  (f)  does  not  explain  the 

duplicate  provision,  since  the  latter  in- cludes the  most  important  respects  in 
which  modification  might  be  required 
under  Seption  312  (b).  But  beyond 
this,  the  two  sections  have  or  are 

likely  to  have  entirely  different  con- sequences. Many  of  the  modifications 
which  may  be  proposed  under  Section 
312  (b)  relate  to  matters  affecting 
only  the  Commission  and  the  particu- lar licensee,  in  other  words,  do  not 
affect  other  licensees  or  applicants. 
Two  Sections  Have 

Different  Consequences They  involve  such  things  as  equip- 
ment, observance  of  regulations  in 

broadcasting,  etc.,  essentially  Commis- sion-bcensee  issues  and  only  such. 
Hence,  in  these  cases,  there  would  be 
no  need  for  giving  notice  and  right  to 

participate  to  other  persons.  Conse- quently provision  for  such  notice  and 
participation  was  not  included  and  the 
Section  provides  these  protections  only 
for  the  person  necessarily  and 
ordinarily  affected,  the  licensee  faced 
with  possible  modification  of  the  terms 
of  his  license.  It  does  not  exclude 
others,  but  it  gives  them  no  right  to 
come  in  at  this  stage.  The  Commission 
may  permit  them  to  do  so  in  its  dis- cretion. But  it  is  not  required  to  ad- mit them  until  it  becomes  apparent 
their  rights  also  may  be  affected. 

It  would  be  a  very  strange  thing, 
however,  for  Congress  to  insist  upon 
notice  and  hearing  when  the  issues  lie 
merely  between  the  Commission  and 
one  party,  whether  applicant  or  licen- see, and  to  ignore  entirely  or  fail  to 
make  similar  provision  in  the  much 
more  highly  controversial  three-party 
situation. 

It  would  be  even  more  strange  for 
it  to  guarantee  these  safeguards  to  one 
of  the  parties  in  the  latter  situation, 
as  against  both  the  Commission  and 
the  other  party  interested,  but  deny  it 
to  the  latter  or  leave  his  right  to  be 

heard  entirely  within  the  Commission's unlimited  discretion,  especially  when 
he  is  or  may  be  the  only  one  adversely affected. 

In  my  opinion  Congress  did  neither. Framing  Sections  309  (a)  and  312 
primarily  for  one-way  conflicts,  it  left 
the  more  complex  multiple-party  situa- tion to  be  dealt  with  by  Section  303 
(f).  And  in  doing  so,  while  it  gave  the 
Commission  large  discretion  and  rule- making power,  it  provided  specifically 
for  public  hearing  upon  proposed 
changes  relating  to  the  most  important 
causes  of  interference  and  of  conflict 
and  dispute  between  licensees  or  be- tween them  and  applicants. 

This  section  therefore  is  distinguish- able from  Sections  309  (a)  and  312 
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The  greatest  force  that  man  has  ever 

known  for  moving  men's  hearts  ond  minds 
is  in  action  daily  behind  the  American 

scene — a  h(^usehold  device  that  brings 

into  tens  of  millions  of  living  rooms  the 

latest  news  o^  our  fighting  men  on  all 

fronts  .  .  .  the\jSublime  gifts  of  inspiring 

music... the  quick  tonic  of  comedy  and 

laughter . . .  the  welcome  relaxation  of 

popular  song. ..blessings  oil  to  a  nation 

occupied  with  the  grimmest  of  tasks. 

Today,  as  America's  manpower  ond 
industrial  might  begin  to  make  themselves 

felt  on  foreign  fields,  American  radio  is 

functioning  smoothly,  quietly,  effici'=  "itl.', 

to  strengthen  morale  on  the  home  front 

and  solidify  the  national  purpose  for 

the  great  drive  to  victory. 

Fittingly,  America's  oldest  network  be- 
gins its  1942-43  season  with  the  finest 

parade  of  programs  in  its  history — many 

of  them  shortwaved  to  the  fighting  forces 

by  advertisers  glad  to  provide  the  boys 

in  the  field  with  these  tangible  links  to 

home,  many  others  fresh  from  successful 

summer  tours  of  leading  military  camps 

across  the  country*. 

They'll  be  listened  to  this  year  more 

widely,  more  eagerly,  more  gratefully 
than  ever. 

The  Network  Most  People  Listen  to  Most 

a  Radio  Corporation  of  America  Service 

*Sixteen  advortisers  have  already  taken  advantage  of  the  new  NBC 
Full  Network  Plan  to  bring  23  of  their  programs  to  the  audiences  of 

oil  125  NBC  stations.  A  great  many  are  also  participating  in  NBC's 
uAique  Fall  P(\rade  of  Stars,"  a  preview,  audience  buiid-up  campaign 
being  conduct^  by  all  NBC  stations. 



TWO  FIRSTS  occurred  with 
launching  Sept.  8  of  the  weekly 
half-hour  NBC  Johnny  Presents 
Ginny  Simms,  under  sponsorship  of 
Phillip  Morris  &  Co.  (cigarettes). 
It  was  first  West  Coast  production 
venture  of  the  Blow  Co.,  agency 
servicing  the  tobacco  account,  and 
Miss  Simms'  first  assignment  as 
m.  c.  Conferring  over  last-minute 
program  details  (1  to  r)  are  Milton 
H.  Biow,  New  York  president  of 
Blow  Co.;  Miss  Simms,  star  of  the 
show;  Vick  Knight,  executive  pro- 

ducer of  the  agency. 

(b),  in  necessarily  bringing  together 
from  the  start  the  private  parties  with 
clashing  interests ;  as  well  as  the  Com- mission with  which  each  may  be  at 
odds,  and  in  providing  a  hearing  for 
disposition  of  these  issues.  Congress, 
in  providing  for  this  hearing,  did  not 
intend  only  one  of  the  affected  partes 
to  have  notice  and  be  heard.^* 
The  section  is  not  aptly  drawn, 

particularly  in  the  language  which 
provides  for  the  hearing.  But  only 
superficial  reading  would  lead  to  the 
conclusion  that  only  one  of  the  inter- 

ested parties  is  given  right  to  a  hear- 
ing. Literally  read,  the  section 

merely  requires  a  hearing  if  the 
changes  specified  are  to  be  made 
"without  the  consent  of  the  station 
licensee." 

There  is  no  provision,  as  there  is  in 
Sections  309  (a)  and  312  (a),  (b),for 
notice  or  for  any  specified  person  to  be 
heard.  As  has  been  said,  it  is  only  by 
implication  from  the  condition  of  "the 
station  licensee's"  failure  to  consent 
to  the  proposed  change  that  his  protec- 

tions in  these  respects  can  be  found 
within  the  section's  terms.  So  much, 
however,  is  necessary,  unless  the  "pub- 
lie  hearing"  is  to  be  one  at  which  no one  but  the  Commission  would  have 
the  right  to  appear  and  participate. 
Vital  Issue  Narrowed 

By  Terms  of  Law 

What  is  more  important,  the  .sec- 
tion does  not  in  terms  identify  the 

"station  licensee"  whose  consent  is  re- 
quired if  hearing  is  dispensed  with 

and  who,  by  implication,  is  entitled  to 
hearing  if  he  does  not  consent.  Pre- 

sumably, though  by  inference,  he  is  or 
may  be  the  licensee  in  the  terms  of 
whose  license  some  change  is  pro- 

posed. But  the  section  does  not  say 
this  explicitly.  In  this  respect  also  it 
differs  in  terms  from  Section  312  (b). 
The  latter  relates  expressly  to 

modification  of  "station  license."  and 
prohibits  making  the  order  until  "the 
holder  of  such  outstanding  license" is  given  notice  and  hearing.  No  such 

^*  This  view  derives  some  support  also 
from  the  provisions  of  Section  409(a), 
note  11  supra,  that  "In  all  cases  heard by  an  examiner,  the  Commission  shall  hear 
oral  arguments  on  request  of  either  party," explicitly  recognizing  the  right  of  more 
than  one  person  to  be  a  party.  (Italics 
supplied) 

explicit  terms  appear  in  Section  303 
(f).  It  nowhere  mentions  "station 
Hcense"  or  "modification"  of  license. 
It  does  refer  to  "station  licensee,"  but 
in  no  way,  except  by  possible  implica- 

tion, does  it  identify  him  as  the 
"holder  of  the  outstanding  license" 
which  is  to  be  "modified"  in  terms,  or exclude  the  licensee  whose  operations 
may  be  more  seriously  affected,  even 
destroyed,  by  favorable  changes  made 
in  another  operator's  license.  In  short, 
section  303  (f)  is  drawn  in  different 
terms  and,  in  my  opinion,  for  different 
purposes,  from  Section  312  (a),  (b). 

Literall.v  the  hearing  provision  re- 
lates to  "changes  in  frequencies,  au- 

thorized power,  or  .  .  .  times  of  opera- 
tion," not  to  "modification"  of  out- 

standing licenses.  Literally  also  it  re- 
quires the  consent  "of  the  station 

licensee,"  if  the  change  is  made  with- 
out hearing,  and  hearing  if  such  con- 

sent is  not  given.  But  it  does  not 
specify  whether  the  licensee  is  one  in 
the  terms  of  whose  license  a  change 
is  to  be  made  or  one  only  affected  by 
a  change  made  in  another's  license  or by  granting  a  new  application.  This 
further  narrows  the  crucial  issue. 
The  Commission  asserts  the  only 

person  entitled  to  hearing  under  Sec- 
tion 303  (f)  is  the  station  licensee 

in  whose  license  the  change  is  made. 
Hence,  in  its  view.  KOA  had  no 
right  under  the  section  to  be  heard, 
since  there  was  no  change  in  its  license 
and  it  continued  free  to  operate  on  the 
same  frequenc.y,  power  and  time  after 
WHDH's  application  was  granted  as before.  This  view  is  presented  with 
vigor  and  combatted  with  equal force. 

Much    of   the    argument  revolved 
pedantically  about  the  difference  be- 

tween "in"  and  "of,"  that  is,  whether 
"change  in  frequency"  means  "change  j 
of  frequency,"  as  if  the  two  forms  j might  not  mean  the  same  thing  and  / 
that  as  well  what  the  one  as  what/ 
the  other  asserts.  The  controlling  prinj 
ciples  of  construction  are  greater  thaij 
prepositional    hairsplittings.  / 
Basic  Nature  of 

Sub  jects  Involved 

The  Commission's  intei'pretatioli, though  possible  upon  the  language, 
would  ignore  the  fundamental  char- acter of  the  subject  matter  and  of  the 
controversies  as  well  as  the  conflict 
of  interests ;  make  the  section's  pro- 

vision for  hearing  one-sided ;  exclude 
»ne  of  the  private  parties  interested 
and,  in  some  instances,  as  in  this 
case,  the  only  one  adversely  affected ; 
make  the  section  a  merely  narrower 
duplicate  of  Section  312  (b),  without 
taking  account  of  their  differences  in 
terms,  purposes  and  oi-dinarily  ap- plicable situations ;  and,  finally,  so 
construed,  there  would  be  serious  ques- 

tion concerning  the  Section's  validity. That  construction  would  create  the 
incongruous  situation  that  an  ap- 

plicant for  a  license  and  a  licensee  fac- 
ing literal  "modification"  would  be entitled  by  the  terms  of  the  Act  to 

hearing  before  adverse  action,  but  a 
licensee  equally  or  more  seriously 
"affected"  by  the  granting  of  another's 
application  or  changing  another's license  favorably  would  have  no  right 
to  be  heard  except  in  the  Commission's discretion. 

Logically  this  would  be  true,  not- withstanding the  interference  thus 
created  might  blot  out  the  "affected" 
station's  operations.  In  this  view  a 
commercial  station  could  \yipe  out  a 
nonprofit  one  completely  l>y  licensed 
interference  and,  under  the  Commis- 

sion's argument  that  financial  injury 
is  the  only  basis  for  appeal,  the  latter 
would  have  no  right  to  be  heard  be- fore either  the  Commission  or  the 
courts.  If  the  injured  station  wore  also 
a  commercial  one  and  could  show 
financial  injury,  it  could  appeal,  but 
would  have  no  right  to  be  hoard  be- 

fore the  Commission.  If  it  could  not 
show  financial  injury,  it  would  be  in 
the  same  boat  with  the  nonprofit 
station. 

Such  a  construction  would  run  con- 

trary to  the  policy  of  every  other  pro- 
vision for  hearing  in  the  Act.  Not  only 

in  Section  303  (f)  itself,  but  in  Sec- tions 309  (a)  and  312  (a),  (b),  the 
statute  dispenses  with  hearing  when 
the  action  to  be  taken  is  favorable  to 
the  person,  whether  applicant  or 
licensee,  whose  interests  are  directly 
and  immediately  involved. 

It  is  zealous  to  provide  for  hearing 
when  the  decision  is  or  may  be  ad- 

verse to  him.  Yet,  in  this  situation, 
KOA  is  the  only  station  adversely 
affected.  The  action  is  favorable  to 
WHDH.  It  was  merely  an  applicant. 
KOA  was  an  existing  station.  As  be- tween the  two,  if  either  was  entitled 
to  the  greater  protection,  it  would 
seem  to  be  KOA.  If  the  action  taken 
or  proposed  had  been  adverse  to 
WHDH,  it  had  a  statutory  right  to 
hearing,  and  in  fact  the  Commission 
respected  it. 

Realities  of  Case  Said 
To  Be  Ignored  by  FCC 

Yet  when  it  reached  the  point  of 
proposed  decision  in  WHDH's  favor and  adverse  to  KOA,  it  denied  that  the 
latter  had  any  right  to  hearing, 
whether  statutory  or  constitutional. 
This  perverts  the  hearing  policy  of  the 
Act.  That  is  to  dispense  with  hearing 
when  decision  is  favorable  to  the  one 
affected,  to  require  it  when  it  is  ad- 

verse. Section  303  (f )  is  no  exception 
It  does  not  specify  in  terms  who  sha'l 
be  heard  or  have  notice.  But  it  pro- 

vides for  public  hearing  when  the  'feta- 
tion licensee"  does  not  consent  td  the 

proposed  change  in  frequency,  p/'wer 
or  time.  It  does  not  say  "the  licensee 
whose  license  is  modified  in  terns." Unquestionably  it  includes  him.  But 
he  is  amply  protected  by  Sectior  312 

(b). 
Whether  he  or  the  other  station  or 

stations  affected  will  be  injured  de- 
pends, not  on  the  mere  fact  his  dcense 

is  altered,  but  on  how  it  is  clanged, 
whether  favorably  to  him  or  to  the 
others.  The  Commission's  view  posits 
the  right  to  hearing,, not  upon  the  ques- 

tion who  is  hurt  oi^  likely  to  be  hurt, 
as  do  the  other  Sections,  but  upon 
whose  letter  of  license  is  altered  or 
likely  to  be  changejd.  It  ignores  real- ities, effects  and  consequences  in  favor 
of  the  formal  and  Ijteral  nature  of  the 
chanse  "The  letter  killeth  ;  the  spirit 
keeppth  alive."  Section  303  (f)  does not  in  terms  exclude  the  station  li- 

censee who  is  injured  by  changes 
favorable  to  other  licensees  or  appli- 

cants. Such  licensees  may  be  the  only 
persons  injured  or  adversely  affected 
by  the  action.  In  such  a  case  (and 
this  is  one),  to  posit  bearing  upon  the 
wart  of  consent  of  the  licensee  in 
whose  favor  the  decision  is  made 
would  be  to  deprive  the  only  person 
injured  or  capable  of  being  injured, 
and  through  him  the  public  he  serves, 
of  the  right  to  be  heard. 
Such  a  view  would  pervert  the  sec- 

tion into  an  instrument  for  suppress- 
ing all  protest  by  the  only  person  hurt 

or  likely  to  be  hurt,  except  possibly  as 
he  might  raise  his  voice  on  appeal,  and 
then  only,  in  the  Commission's  view, to  be  met  with  the  answer  that  he  has 
no  right  to  be  heard  before  it.  It  would 
suppress  also  representation  of  the 
public  Viterest  which  it  is  the  primary 
purposAof  the  statute  to  protect  and 
.secure.  \ 

In  my^Mudgment  therefore  Section 
.S03  (f)  cKjmot  be  given  the  narrow 
constructioA  merely  duplicating  the 
function  an\  purpose  of  Section  312 
(h).  for  whWi  the  Commission  and 
WHDH  contVfl.  In  addition  to  its 
obvious  injustiV.  contradiction  of  the 
statute's  generaVliearing  policy,  failure to  take  accountVof  the  differences  of 
the  two  sectionsW  language,  subject 
matter  and  chaVicter  of  the  con- 

troversies dealt  wiVi,  the  Commission's 
view  refuses  to  tecognize  that  the 
fact  of  interferencirather  than  mere 
literal  change  in  Vhe  terms  of  a 
license  is  what  causa  harm  and  chaos 
to  stations  affected, Vo  the  industry, 
and  to  the  public.  \ 

If   accepted,    it   wVld    also  raise 

serious  qflestion  concerning  the  sec- 
tion's validity,  both  for  want  of  es- sential minima  of  procedural  due 

process  in  some  opportunity  to  be 
heard  as  of  right  and  for  want  of  es- 

sential fair  play  in  favoring  one  inter- 
ested party  unduly  as  against  another. 

Neithei'  preservation  of  the  public  in- 
terest nor  of  the  Commission's  broad power  and  discretion  to  conduct  its 

functions  in  disposing  of  the  public's business  requires  acceptance  of  an  in- 
terpretation so  doubtful  and  unfair. 

Destruction  or  Impairment 

Of  Rights  Involved The  foregoing  views  necessarily  con- 
template that  the  hearing  provided  by 

Section  303  (f),  under  the  proviso, 
hiis  in  such  an  application  as  this 
"quasi-judicial"  rather  than  merely 
"]egi.slative"  effect.  That  is  true,  in 
iiiy  opinion,  notwithstanding  the  Sec- 

tion's principal  grant  of  power  is  to 
make  rules.  In  such  an  application  as 
this,  the  making  of  rules  relating  to 
the  defined  changes  necessarily  affects 
existing  rights  by  changing  them,  and 
that  is  as  true  as  if  the  change  were 
made  by  order  rather  than  by  rule. 
When  such  an  effect  is  achieved, 

whether  by  the  one  form  of  action  or 
the  other,  the  ordinary  distinction  be- 

tween "quasi-legislative"  and  "quasi- 
judicial"  action  gives  way  before  the 
elementary  requirement  that  rights 
be  not  destroyed  or  impaired  without 
hearing.  The  proviso  requires  hearing 
whether  the  change  is  in  form  "leg- 

islative" or  "judicial." 
B.   The  Regulations  and  Their 

Application It  remains  to  consider  whether  the 
regulations,  as  they  have  been  ap- 

plied, have  violated  appellant's  right to  a  hearing.  The  construction  given 
above  to  Section  303  (f)  does  not 
mean  that  every  licensee  who  may  be 
in  some  way,  however  minutely  or  re- 

motely, affected  by  the  change  or  who 
may  consider  or  surmise  that  he  will 
be  affected,  is  entitled  to  a  hearing  or 
that  the  hearing  must  be  a  full- 
panoplied  judicial  proceeding.  Further 
questions  therefore  are:  (1)  What 
interest  or  injury  must  an  affected 
licensee  have,  and  how  must  this  be 
disclosed,  in  order  for  him  to  assert 
the  right  to  hearing;  (2)  what  is 
meant  by  hearing;  (3)  when  does 
the  right  arise  and  when  may  it 
properly  be  asserted? Interference  may  affect  only  a  few 
stations  or  many.  With  frequencies 
crowded  as  they  are,  a  change  in  the 
frequency,  power  or  time  of  one  sta- 

tion may  affect  dozens,  possibly  hun- 
dreds of  others,  some  seriously,  some 

62D  ON  HONOR  ROLL  of  KNX 
Hollywood,  is  Bob  Lanning,  of  that 
station's  publicity  department,  who 
recently  joined  the  Navy.  Well- wishers  are  George  L.  Moskovics, 
West  Coast  sales  promotion  direc- 

tor of  CBS  and  Mary  Ann  Gideon, 
station  secretary. 
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MM 
HEIL  HITLER!  YOUR  SON  IS  DEAD 

MM 

•  •  • 

^Winter  comes  early  on  the  northern 
Russian  front.  Last  night,  when  Heinrich 
Mueller  of  Munich  fell,  there  was  snow 
enough  to  soak  up  his  bright  blood  in  the 
moonlight... snow  enough  to  bury  his 
young  body  until  the  spring  rains  come 
again. 

^But  someone  saw  Heinrich  go  down. 
Tomorrow  a  storm-trooper  will  visit  his 
mother. 

^"Your  son  is  dead,"  he  will  say.  "For 
the  Fuehrer.  Heil  Hitler!" 

^Perhaps  Frau  Mueller  will  curse  the 
Russians  through  her  tears... curse  the 
British... the  Americans.  Perhaps,  with 
greater  bitterness,  she  will  realize  that 
the  real  murderers  of  her  son  are  not 
abroad  but  at  home :  the  men  who  fired 

the  Reichstag  as  an  excuse  to  grasp 
tyrannical  powers  they  were  never  to 
relinquish. .  .who  waded  through  lies  and 
blood  to  Prague  and  Warsaw  and  Paris. 

^Can  there  be  any  doubt  of  what  we 
are  fighting  against... of  what  we  are 
fighting  for?  Never  in  history  has  so 
much  good,  and  so  much  evil,  hung 
trembling  in  the  balance  of  a  gigantic 
conflict. 

^  We  of  RCA  Victor  believe  that  all  our 
American  destiny,  for  150  years,  has 
pointed  unmistakably  to  the  moment  we 
are  living  now.  It  is  within  our  power  to 
give  peace  and  justice  and  freedom  to 
the  world  forever... or  to  go  down  into 
endless  slavery. 

^As  early  as  September,  1939,  we 

sensed  our  part  in  that  struggle.  We 
began  then  to  plan  the  production  of 
enormous  quantities  of  vital  military 

radio  equipment.  By  September,  1941 — 
three  months  before  Pearl  Harbor — such 

equipment  was  streaming  from  our  pro- 
duction lines.  We  said  then  in  a  published 

statement : 

"With  RCA  Victor,  national  defense 
comes  first.  By  comparison,  we  hold 

nothing  else  important." 
^Nothing  else  is  important.  If  we  lose, 
we  shall  lose  more  than  our  American 

standards  of  living — more  than  all  the 
things  that  make  life  in 
America  worth  living.  We, 

too,  shall  become  slaves  of 
that  regime  of  vultures  who 
feed  and  fatten  on  death. 

han  all  the 
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only  slightly.  Expeditinu  of  the  Com- luissiou's  functions  requires  that  hear- 
ings not  become  radio  conventions  or 

interminable  trials  like  some  receiver- 
ship proceedings.  There  must  therefore 

be  some  limit  to  the  number  of  persons 
entitled  to  participate  as  parties  and 
to  the  extent  to  which  those  so  entitled 
maj'  take  part. 

Apart  from  applicants  and  licensees 
faced  with  modification  or  revocation 
of  license,  the  statute  makes  no  ex- 

press provision  for  determining  who 
may  be  necessary  parties,  whether  by 
right  of  intervention  or  as  persons 
entitled  to  notice  and  party  status 
from  the  inception  of  the  hearing. 
With  the  two  stated  exceptions,  the 
Commission  has  treated  the  matter  as 
one  of  intervention  under  rules  pre- 

scribing the  basis  upon  which  "af- 
fected" stations  and  others  may  come in. 

Under  its  former  regulation.  Rule 
105.lt),  Rules  and  Regulations  (1935), 
disclosure  of  "a  substantial  interest 
in  the  sub'ect  matter"  was  sufficient. This  proved  unsatisfactory  and  has 
been  revised  to  add  the  requirement 
that  the  petition  also  show  "the  facts on  which  the  petitioner  bases  his 
claim  that  his  intervention  will  be  in 
the  public  interest."  Rules  and  Regu- 

lations (1939),  Section  1.102. 

Two  Rules  Found  to 

Operate  Differently 
The  two  regulations  are  alike  in 

excluding  persons  who  cannot  show 
substantial  interest.  There  would 
seem  to  be  no  valid  objection  to  this. 
Participation  as  parties  of  persons 
only  insubstantially  or  remotely  in- 

terested or  affected  is  not  necessary 
for  protection  of  either  private  right 
or  public  interest.  Exclusion  of  such 
persons  from  jiarticipation  as  of  right 
is  necessary  for  efficient  conduct  of 
the  Commission's  functions  and  to 
keep  the  hearings  within  manageable 
hounds. 

Affirmatively,  however,  the  two 
rules  operate  differently.  The  practical 
effect  of  the  old  one  (Rule  105.19) 
was  that  affected  licensees  became 
parties  tipon  disclosing  in  the  petition 
"substantial  interest  in  the  subject 
matter."  Upon  this  showing,  inter- vention became  a  matter  of  right.  So 
effective,  the  rule  may  be  taken  as 
having  complied  with  the  implicit  re- 

quirements of  Section  303  (f).  Red 
River  Broadcasting  Co.  v.  F.  C.  C, 
09  App.  D.  C.  1,  98  F.  (2d)  262 
(1938).  Persons  sul)stantially  affected 
by  action  proposed  under  that  section 
had  the  right  to  come  in. 

That  it  was  exercised  nominally  as 
a  process  of  intervention,  by  filing 
a  petition  showing  the  nature  of  their 
interest,  rather  than  by  receiving 
notice  and  being  regarded  as  parties 
from  the  outset,  was  no  more  than  a 
reasonable  concession  to  the  Com- 

mission's difficulty  of  ascertaining  in 
advance  who  might  be  sufficiently  in- 

terested and  of  confining  the  hearing 
within  reasonable  bounds.  Red  River 
Broadcasting  Co.  v.  F.  C.  C,  supra. 

The  new  rule  (Section  1.102),  how- 
ever, excludes  persons  substantially 

interested,  including  existing  licensees 
"affected,"  unless  the  petition  states 
facts  to  show  their  "intervention  will 
be  in  the  public  interest."  The  in- tended purpose  was  to  cut  down  the 
number  participating  under  the  old 
rule."'  The  language  of  the  new  re- 
iinirenicnt  is  ambiguous.  If  by  it  were 
meant  that  the  intervener  must  show 
that  the  nulilie  interest  is  tied  up 
substantially  with  his  private  one,  so 
that  in  the  hearing  he  would  be 
(rhampion  for  both,  perhaps  the  ana- 

logy to  the  conditions  necessary  for 
appeal,  as  stated  in  the  Sanders  case. 

1"  See  Monograph  of  the  Attorney  Gen- 
eral's Committee  on  Administrative  Pro- cedure, Part  .3,  Federal  Communications 

Commission  (1940)  16  ff.,  Gbllhorn,  Ad- 
ministrative Law — Cases  and  Comments 

(1940)  511. 
1'=  Ibid. 

HISSING  INTERVIEW  over 
WSPD,  Toledo,  recently  when  Bob 
Evans,  special  events  man  had  a 
reptile  and  his  trainer  from  a  visit- 

ing circus  as  guests  on  the  16-year 
old  feature  Kiddie  Karnival.  The 
26-foot  python  was  exhibited  be- 

fore the  kiddie  audience,  and  his 
keeper  interviewed  at  the  mike. 

would  sustain  the  further  limitation. 
The  rule,  however,  has  not  been  so 

apiilied.  The  Commission  has  not  in- 
terpreted it  as  -calling  merely  for  a 

staternent  of  specific  facts  to  show 
that  the  public  interest  is  involved  in 
the  petitioner's  operations,  will  be affected  substantially  and  adversely  by 
the  change  proposed,  and  consequently 
that  the  petitioner's  participation  will be  in  championship  of  both  its  own 
and  the  public  interest.  Rather,  as 
counsel  have  stated  the  matter  in  the 
brief,  the  decisions  denying  appel- 

lant's right  to  intervene  were  "not 
based  on  appellant's  lack  of  interest. The  Commission  held  that  whether 
or  not  appellant  had  a  sufficient  in- 

terest, it  should  not  be  permitted  to 
intervene  because  it  failed  to  show 
how  its  participation  in  the  hearing 
would  be  of  anij  assistance  in  the  de- 

termination of  the  issues  involved." Referring  to  the  practice  under  the 
former  rule  (Rule  105.19),  it  is  also 
said  that  procedure  "was  abolished 
because  it  made  impossible  an  effi- 

cient administration  of  the  Act." 
Rule  as  Applied 
Becomes  One  of  Efficiency 

And  again,  "It  thus  became  apijarent that  interest  alone  was  an  insufficient 
test  for  intervention  .  .  .  Virtually 
every  application  involves  many  per- sons who  claim  to  be  interested  .  .  . 
Most  such  applications  are  for  facil- 

ities in  a  community  which  already 
has  one  or  more  stations  which  may 
be  fearful  of  the  petition  ...  or  are 
for  facilities  which  cause  electrical 
interference  to  existing  stations.  In 
many  situations  both  factors  combine 
to  increase  the  nvimber  of  potentially 
interested  persons  ...  In  practically 
every  instance  the  persons  who  claim 
interest  in  the  proceedings  are  exist- 

ing licensees  whose  private  interests 
are  promoted  by  proti-acted  proceed- 

ings which  delay  as  long  as  possible 
the  establishment  of  competing  facil- 

ities. In  view  of  these  facts  there  is 
no  wonder  that  the  old  intervention 
rule  did  not  conduce  'to  the  proper dispatch  of  business  and  to  the  ends 

of  justice.'  " So  applied,  the  rule  comes  down 
at  best  to  one  of  efficiency,  without 
controlling  regard  to  interest,  i^ublic 
or  private,  or  how  far  it  may  be 
affected ;  at  worst  to  one  of  mere 
convenience  to  the  Commission  in  per- 

forming its  functions.  That  this  is  the 
meaning  and  effect  of  the  rule,  as  it 
has  lieen  applied,  appears  not  only 
from  the  argument  and  the  briefs,  but 
also  from  the  Commission's  key  deci- sion in  support  of  this  policy.  In  re 
Application  of  Ilazelwood,  Inc.  (Dock- 

et 5098),  from  the  undue  reliance 
placed  in  argument  upon  the  breadth 
of   the    Commission's    discretion  and 

rule-making  power,  anti  from  the  ac- tion taken  in  this  casi. 
A  rule  which  posits  me  basic  right 

of  hearing  exclusively  upon  mere  con- 
venience to  the  Commission  or  whether 

the  petitioner's  participation  "will  be of  assistance  to  it  in  delermining  the 
issues,"  leaving  this  to  lie  determined 
solely  in  its  discretion,  \\  not  reason- able. It  is  a  denial  of  any  right  to 
hearing.  That  it  may  be  Inconvenient 
or  time-consuming  for  such  a  body  to 
hear  persons  substantially  interested 
and  affected,  or  that,  in  tie  Commis- 

sion's exclusive  discretion,!  they  may 
not  be  able  to  aid  it,  furnislJes  no  basis 
for  refusal  to  hear  their  side  of  the 
case,  whether  on  the  facts  or  the  law. 
Efficiency  is  not  to  be  bought  at  such 
a  price  to  essential  fairness.  Of. 
Brandeis,  J.,  dissenting  in  Myers  v. 
United  States,  272  U.  S.  \52,  240 
(1920).  If  therefore  the  rule  pas  been 
applied  to  appellant  in  this  \  manner 
and  with  this  effect,  it  has  Cfiuse  for 
complaint.  Whether  it  has  beeia  so  ap- 

plied and  with  such  consequWce  is 
the  remaining  question.  \ 

Upon  that,  the  facts  are  important, 
as  are  also  the  questions  whethey  ap- 

pellant disclosed  its  own  and  \  the 
puldic  interest  and  the  affectation  of 
ixith  sufficiently.  Involved  also  is  the 
question  of  what  kind  of  hearing  ap- 

pellant was  entitled  to  have. 

4  One-Way  Matter 
In  the  Early  Stages 

In  my  opinion  there  was  no  im- proper denial  of  hearing  prior  to  the 
denial  of  the  second  petition  for  inter- 

vention filed  Dec.  16,  1940,  when  the 
Commission  gave  notice  to  KOA  and 
others  of  its  proposed  findings  and 
conclusions  favorable  to  granting 
WHDH's  application.  Until  then  it 
was  wholly  possilile  the  application, 
filed  under  Section  309  (a),  would 
be  denied. 

Until  that  time  the  iiroceeding  was, 
as  has  been  pointed  out,  essentially  a 
one-way  matter,  involving  questions 
primarily  and  initially  between  the  ap- 

plicant and  the  Commission.  It  had 
been  unable  to  decide  from  the  applica- 

tion in  favor  of  the  applicant.  Ac- 
cordingly, as  the  section  required,  it 

put  the  matter  down  for  hearing  and 
notified  WHDH.  It  also  gave  notice 
to  others  who  might  be  affected,  in- 

cluding KOA,  though  the  section  did 
not  in  terms  require  this.  Appellant 
then  petitioned  for  intervention  and 
the  petition  was  denied,  as  were  a 
petition  to  review  this  action  and  a 
motion  by  appellant  to  dismiss  the 
ai)plication  on  the  ground  it  did  not 
conform  to  the  rules. 

In  none  of  this  was  there  abuse 
of  the  Commission's  powers  or  dis- 

cretion or  violation  of  appellant's statutory  or  constitutional  rights.  In 
this  initial  stage  the  burden  was  upon 
the  applicant  to  convince  the  Commis- sion prima  facie  that  granting  its 
application  would  be  in  the  public 
interest.  The  very  fact  the  matter  was 
set  for  hearing  was  a  tentative  indica- tion the  decision  would  be  adverse 
to  the  apjilicant."  WHDH  had  there- fore the  laboring  oar.  Unless  and  until 
it  convinced  the  Commission  there 
was  apparently  valid  ground,  at  least 
a  prima  facie  case,  for  granting  the 
application,  no  harm  was  done  or 
could  be  done  to  other  stations. 

Hence,  until  it  appeared  from  this 
initial  stage  of  the  total  administra- 

tive process  that  some  harm  to  KOA 
and  others  similarly  situated  possibly 
or  probably  would  result,  there  was  no 
essential  reason  either  in  due  process  or 
in  the  provisions  of  Sections  309  (a) 
and  303  (f )  for  bringing  them  in.  Until 
then  the  Commission  was  entitled  in 
its  discretion,  as  Section  309  (a) 
contemplated,  to  treat  the  matter  as 
one  exclusively  beween  itself  and  the 
applicant.  So  much  by  way  of  con- 

cession,  not  only  to  the   terms  and 

"  Monograph  of  the  Attorney  Gen- 
eral's Committee  on  Administrative  Pro- 

cedure, Part  3,  Federal  Communications Commission  (1940)  13. 

the  general  scheme  of  the  statute,  but 
also  to  efficiency  in  performing  the 
Commission's  functions,  is  reasonable. 

Concomitant  with  this  view  of  the 
statute,  however,  is  the  requirement 
that  the  conclusions  of  law  and  fact 
reached  byi  the  Commission  in  the 
initial  stag(^,  concerning  issues  which 
might  affect  other  parties  substantially, 
should  be  tentative,  not  final  and  con- 

clusive, if  they  were  favorable  to  the 
applicant.  This,  in  fact,  appears  to 
have  been  observed,  since  the  findings 
and  conclusions  were  issued  as  "pro- 

posed," not  as  final  and  decisive,  and notice  concerning  the  proposed  action 
was  given  to  affected  persons. 

At  this  point,  however,  the  clash 
between  the  interests  of  KOA  and 
WHDH,  and  their  respective  public 
constituencies,  became  apparent,  with 
the  possibility  of  the  latter's  success. WHDH  had  succeeded  in  discharging 
its  initial  burden.  The  necessary  effect 
of  action  in  its  favor  would  be  to 
create  electrical  interference  with  KOA 
and  also  to  require  its  reclassification 
under  the  Commission's  rules.  At  this 
stage,  then,  the  matter  had  become 
one  no  longer  primarily  between 
WHDH  and  the  Commission,  but  one 
primarily  between  them,  on  the  one 
hand,  and  KOA  and  other  stations 
adversely  affected,  on  the  other. 

Though  the  process  initiated  under 
Section  309  (a)  would  not  become 
final  and  complete  until  conclusive 
decision  had  been  made,  the  provi- 

sions of  Section  303  (f)  then  first 
came  compellingly  into  play,  over- 

lapping the  final  phase  of  the  pro- ceedings under  Sectiop  309  (a),  and 
required  that  persons  substantially 
and  adversely  aifected  by  the  proposed 
decision  be  given  opportunity  to  pre- sent their  side  of  the  case. 

Second  Petition  for 
Intervention  Filed 

At  this  point  apjiellant  filed  its 
second  iietition  for  intervention,  which 
was  denied  Jan.  7,  1941.  However,  the 
order  permitted  it  to  file  a  brief 
amicus  curiae.  It  did  so  and  partici- 

pated in  the  character  in  the  oral 
argument  upon  the  question  of  adopt- 

ing the  proposed  findings.  On  March 
27,  1941,  the  proposed  findings  and 
conclusions  were  adopted  by  a  vote 
of  3  to  2,  with  two  Commissioners  not 
participating.  The  members  voting 
in  the  negative  filed  a  vigorous  dis- 

senting oiiinion.  8  F.  C.  C.  Rep.  ■  
(1941).  The  decision  became  effec- tive by  formal  order  April  7,  1941. 
Appellant's  petition  for  rehearing  was then  denied  and  this  appeal  followed. 

In  the  final  and  decisive  stage  of 
the  Commission's  action,  therefore, 
appellant  was  excluded  as  a  party, 
notwithstanding  it  was  permitted  to 
file  a  brief  and  appear  in  oral  argu- ment as  amicus  curiae.  Unless  these 
concessions  gave  it  all  to  which  it  was 
entitled  by  way  of  hearing,  the  ex- clusion cannot  stand  as  justified.  This 
is  because  the  basis  on  which  it  was 
made  was  not  valid.  It  is  not  neces- 

sary to  regard  Section  1.102  as  in- 
valid, since  it  may  be  possible  to  ap- 

ply it  with  valid  effect.  However, 
the  manner  in  which  it  has  been  ap- 

plied generally  and  in  this  case  is  in- 
valid, as  being  contrary  both  to  Sec- tion 303  (f)  of  the  Act  and  possibly 

also  to  elementary  fair  play  required 
by  due  process. 

Conceding  appellant's  interest,  its substantial  character,  not  denying  its 
substantial  relation  to  the  public  in- 

terest or  that  this  as  well  as  appel- 
lant's private  interest  might  be  ad- 

versely affected  by  the  order,  the 
Commission  refused  to  recognize  appel- 

lant as  a  party  on  the  ground  its  peti- tion did  not  disclose  facts  to  show  how 
its  participation  in  the  proceedings 
would  be  helpful  to  or  would  assist 
the  Commission  in  deciding  the  issues. 
It  then  belied  this  action  by  announ- 

cing in  the  ordep  of  denial  that  ap- 
pellant might  file  a  brief  as  amicus curiae. 

■  In  view  of  the  basis  for  the  Com- 
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KEY  MBS  EXECUTIVES  in  a  candid  shot  at  the  Mutual  Net  Program 
Directors'  Meeting  [BROAnbASTiNG,  Sept.  14]  in  Cleveland  recently  (1  to  r) 
Ted  Campeau,  manager  CKLW,  Windsor,  Ont. ;  Frank  Schreiber,  man- 

ager, WGN,  Chicago;  H.  K.  Carpenter,  manager,  WHK-WCLE,  Cleve- 
land and  host  to  the  group\  Dolph  Opfinger,  program  director  of  MBS; 

and  Fred  Weber  general  manager  of  MBS. 

mission's  action,  it  is  perhaps  not 
necessary  to  inquire  whether  the  peti- 

tion, under  some  other  rule  or  some 
other  interpretation  of  the  present 
one,  would  be  sufficient.  It  was  denied 
for  an  invalid  reason,  and  that  in  itself 
is  error  sufficient  to  require  reversal, 
unless  its  effects  were  cured  by  allow- 

ing appellant  to  appear  as  amicus 
curiae. 

The  petition,  however,  more  than 
complied  with  the  rule,  apart  from  the 
invalid  interpretation.  It  set  forth  pe- 

titioner's interest  as  a  dominant  clear channel  station  on  the  frequency  830 
kc,  with  freedom  from  interference  at 
night ;  that  granting  WHDH's  applica- tion would  cause  electrical  interfer- 

ence ;  require  change  in  classification 
of  KOA's  frequency  under  the  Com- 

mission's rules  ;  result  in  degradation 
of  service  on  frequency  830  kc  pre- 

judicial to  the  priority  rights  of  the 
United  States  under  the  North  Ameri- 

can Regional  Broadcast  Agreement ; 
discriminate  against  service  to  rural 
listeners  and  in  favor  of  urban  ones 
already  well  served ;  and  stated  other 
reasons  not  necessary  to  rexjeat. 

Holds  Petition  Should 
Have  Been  Granted 

This  admittedly  was  sufficient  to 
show  the  substantial  character  of  pe- 

titioner's interest,  and  in  addition  its 
substantial  relation  to  the  public  in- 

terest, including  service  to  I'ural  areas, 
possible  discrimination  against  them  in 
favor  of  urban  regions,  and  iwssible 
injury  to  the  nation's  priority  rights under  the  international  treaty,  together 
with  possible  or  probable  substantial 
injury  both  to  appellant  privately  and 
to  the  public  interest.  So  much-  appear- 

ing, the  petition  complied  in  every 
respect  with  Section  1.102,  except  the 
construction  that  "intervention  will  be of  assistance  to  the  Commission  in  its 
own  judgment"  or  "will  be  convenient 
for  the  Commission."  The  petition therefore  complied  with  the  rule  in  all 
its  valid  aspects,  and  should  have  been 
granted. 
The  Commission  argues,  however, 

that  appellant  was  accorded  in  sub- 
stance its  full  right  to  hearing,  notwith- 

standing it  was  excluded  as  a  party, 
because  first,  it  was  allowed  to  file  a 
brief  and  to  appear  in  oral  argument 
as  rimicHs  curiae:  and  second,  under 
Rule  1.195  appellant  had,  but  failed 
to  exercise,  the  right  to  ijresent  such 
evidence  as  it  might  choose  to  sub- 

mit. Rule  1.19.5  provides  for  maintain- 
ing in  the  office  of  the  secretary  a 

record  of  all  communications  received 
relating  to  the  merits  of  any  applica- 
cation,  together  with  the  names  and 
addresses  of  the  senders.  When  the 
date  for  hearing  is  set,  the  secretary 
is  required  to  notify  these  persons  that 
they  will  have  opportunity  to  appear 
and  give  evidence. 

Under  the  rule  they  are  not  pre- 
cluded "from  giving  any  relevant  and 

competent  testimony"  because  they 
lack  "a  sufficient  interest  to  justify 
.  .  .  intervention  as  a  part,v  .  .  ."  In view  of  these  things  the  Commission 
says  apijellant  had,  but  waived,  full 
opportunity  to  present  evidence,  and 
had  also  full  opportunity  for  argu- 

ment, oral  and  written,  upon  the  legal 
issues — thus,  in  effect,  to  appear  upon both  the  facts  and  the  law.  It  asserts 
therefore  that  appellant  actually  was 
deprived  of  no  substantial  right.  This 
presents  the  final  refinement  of  the 
issue. 

Appellant  claims  too  much.  The  peti- 
tion, among  other  things,  sought  to 

"reopen  the  proceeding  in  order  to afford  iietitioner  an  opportunity  to 
introduce  evidence,  to  cross-examine 
all  witnesses,  and  otherwise  partici- 

pate fully  in  the  proceedings ;  upon 
such  record  file  proposed  findings  of 
fact  and  conclusions  of  law ;  have 
the  right  to  file  exceptions  to  any 
proposed  Commission  decision  there- 

after issued ;  request  oral  argument 
upon  such  proposed  decisions  and  upon 
its  exceptions  thereto  ;  in  all  respects 
participate    fully    in    the  important 

issues  involved  in  the  application"  of WHDH. 
In  short,  appellant  sought  not  only 

to  participate  as  a  party  in  the  final 
and  crucial  stage  of  the  process  under 
Section  303  (f),  but  also  to  reopen, 
repeat  and  participate  in  the  initial 
stage  under  Section  309  (a)  as  fully 
as  would  a  party  in  judicial  proceed- 

ings in  equity  with  the  rights  to  pre- 
sent evidence,  cross-examine  witnesses, 

including  all  who  had  been  heard  pre- 
viously, take  exceptions,  submit  find- 

ings, take  part  in  argument,  etc.  Such 
a  view  of  the  proceedings  would  con- 

vert them  essentially  into  a  judicial 
trial  in  the  final  stage  for  reexamina- 

tion de  novo,  so  far  as  appellant  might 
demand,  of  issues  and  matters  pre- sented in  the  initial  one. 

Middle  Ground 
Must  Be  Marked 

In  my  judgment  no  such  extensive 
right  of  participation  is  contemplated 
by  Section  303  (f)  or  any  other  sec- tion, or  is  required  by  due  process, 
and  to  enforce  it  would  prevert  the 
statutory  scheme,  convert  the  require- 

ment of  fair  administrative  hearing 
into  one  for  a  judicial  ijrocedure,  and 
bring  about  a  clogging  of  the  Commis- 

sion's work  and  functions  inconsistent 
with  their  nature,  complexity  and  due 
performance. 

Both  the  Commission  and  appellant 
therefore  have  gone  too  far  in  their 
positions.  On  the  one  hand,  appel- 

lant's right  to  hearing  is  not  con- 
ditioned absolutely  in  the  Commission's discretion,  as  it  would  be  if  limited  to 

participation  in  argument  as  amicus 
curiae  and  in  presenting  facts  under 
the  provisions  of  Rule  1,19.5,  appli- cable to  all  members  of  the  public. 

Its  right  to  participate  is  to  do  so 
as  a  matter  of  right,  not  of  grace,  and 
as  a  party.  That  is  true,  notwithstand- 

ing the  extent  of  participation  allowed 
as  a  matter  of  grace  or  discretion  may 
be  substantially  or  nearly  identical 
with  what  the  party  is  entitled  to 
have  as  a  matter  of  right.  On  the 
other  hand,  appellant  is  not  entitled  to 
a  full-dress  judicial  proceeding  or  to 
dictate  the  extent  of  its  participa- 

tion, without  regard  to  reasonable 
limitations  which  may  be  imposed  by 
the  Commission  to  achieve  orderly 
and  not  unduly  extended  hearings. 
Some  middle  ground  therefore  must 
mark  out  the  boundary  between  ap- 

pellant's right  and  the  Commission's 
power. It  would  be  enough  to  dispose  of 
the  appeal  that  appellant  was  ex- 

cluded from  appearing  as  a  matter  of 
right  and  allowed  limited  participa- 

tion as  a  matter  of  grace.  But  to  do 
this,  without  more,  would  leave  the 
further  proceedings  in  doubt.  Two 
problems  must  be  distinguished,  one 
the  determination  of  appellant's  i-ight to  participate,  the  other  the  extent  of 
that  right.  The  former  is  not  a  mat- ter of  discretion  with  the  Commission. 
One  in  appellant's  position  must  be 
heard  upon  issues  such  as  this  pro- 

ceeding involved  in  the  final  stage, 
under  Section  303  (f). 

But  that  right  is  not  inconsistent 
with  the  Commission's  requiring  its existence  to  be  shown  by  something 
more  than  mere  genei'al  allegations 
that  the  holder  is  substantially  inter- 

ested, will  be  substantially  affected, 
and  that  the  public  interest  is  involved 
and  will  be  likewise  affected.  If  this 
were  all  that  could  be  required,  prac- 

tically everyone  affected  in  any  way, 
immediately  or  remotely,  substantially 
or  slightly,  could  come  in  at  his  option 
by  alleging  these  generalities.  On  the 
other  hand,  it  is  not  necessary  to  set 
forth  the  evidence  which  would  be 
presented  on  the  merits,  nor  would 
requiring  this  be  reasonable. 

Between  these  two  extremes  a  middle 
ground  may  be  found  to  enable  the 
Commission  to  determine  that  the 
interest  and  the  injury,  public  and 
private,  are  substantial  and  real  rather 
than  insubstantial  or  visionary,  and 
are  substantially  related.  Perhaps 
an  analogy  can  be  taken  from  judicial 

pi-oceedings  in  which  findings  o\  fact 
are  required,  in  the  distinctions  Which 
involve  evidentiary  facts,  basic  facts 
and  ultimate  facts.^^  There  could  be 
no  undue  limitation  of  the  right  to 
appear  in  requiring  existence  of  the 
ultimate  facts  on  which  it  is  posited 
to  be  shown  b,y  statement  of  such 
basic  facts,  so  that  the  Commission 
might  be  guided  by  something  more 
than  the  vacuistic  formulae  of  "sub- 

stantial interest,"  "adversely  affected," etc. 

So  much  at  least  would  seem  to  be 
jjroperly  conceded,  not  to  the  Com- 

mission's discretion,  but  to  the  neces- 
sity that  it  be  enabled  to  distinguish 

with  reasonable  certainty  between  per- 
sons entitled  to  come  in  as  of  right 

and  others  not  so  entitled  but  claim- 
ing this  status  on  grounds  insufficient 

once  the  actual  facts  of  their  situa- 
tion become  apparent.  If  at  times 

there  may  be  difficulty,  as  there  is  in 
judicial  proceedings,  in  determining 
what  are  basic  as  distinguished  from 
merely  evidentiary  facts,  reasonable 
latitude  toward  including  some  of  the 
more  important  of  the  latter  will  re- solve it.  The  error  if  any  should  be 
made  upon  the  side  of  stating  more 
rather  than  less  than  may  be  actually necessary. 

Regulatory,  Quasi-Judicial 
Functions  Involved 

The  other  problem,  involving  the 
extent  of  the  right  to  participate,  is 

properly  within  the  Commission's  dis- cretion under  its  broad  rule-making 
power,  reasonably  exercised,  beyond  a 
few  essential  minima  required  by 
elementary  notions  of  fair  play. 
Neither  the  statute  nor  the  Fifth 
Amendment  prescribes  specially  what 
these  minima  are.  Nor  has  it  been 
made  clear  by  judicial  decision  what 
constitutes  a  minimum  compliance 
with  due  process  in  the  way  of  ad- ministrative hearing. 

Presumably  this  will  vary  to  a 
considerable  extent  with  the  nature  of 
the  substantive  right,  the  character 
and  complexity  of  the  issues,  the 
kinds  of  evidence  and  factual  ma- 

terial,^" the  particular  body  or  official, 
and  the  administrative  functions  in- 

volved in  the  hearing.  In  other  words, 
essential  fairness  of  hearing  bears 
some  relation  to  these  factors,  but 
beyond  certain,  though  very  few,  basic 
requirements  which  -may  be  common 
to  all  fair  hearings,  the  extent  of  par- 

ticipation by  parties  and  others  is  a 
matter  for  regulation  by  statute  or 
properly  conferred  rule-making  au- thority. 

The    Communications  Commission 

Saginaw  Broadcasting  Co.  v.  F.  C.  C, 
68  App.  D.  C.  282,  96  F.  (2d)  554  (1938). 

^°  See  Davis,  The  Requirement  of  Oppor- 
tunity to  be  Heard  in  the  Administrative 

Process  (1942)  51  Yale  L.  J.  1093,  1106, 1117. 

deals  with  highly  technical  and  com- 
l)lex  engineering  and  economic  func- tions and  relations,  a  highly  organized 
and  crowded  industry  serving  primarily 
a  public  interest,  but  strongly  affected 
with  private  incentive.  Its  functions 
are  both  regulatory  and  quasi-judi- cial. Its  action  in  a  single  case  often 
affects  many  persons,  station  licensees 
and  others.  Its  hearings  therefore 
tend  to  be  many-pirty  ones,  in  which 
each  one  appearing  seeks  as  large  a 
participation  as  possible. 

Often  certain  issies  affect  some,  but 
not  other  parties.  Yet  once  a  party 
has  come  in,  bis  tendency  is  to  have 
a  hand  in  all  that  goes  on.  Cross- 
examination  especitlly  lends  itself  to 
abuse  in  such  a  situation.-"  So  does 
the  opportunity  ti)  present  expert 
testimony.  Consequently,  in  contrast 
with  the  fundamental  right  to  come  in, 
to  be  present  as  a  party  and  be  heard, 
much  in  the  waj'  of  discretion  must 
be  conceded  to  the  Commission  in 
controlling  the  extent  to  which  parties 
may  be  allowed  to  ijarticipate. 

The  Commission's  objective  of  keep- ing the  hearings  within  manageable 
bounds  is  to  be  achieved,  therefore, 
not  as  has  been  attempted  by  exclud- 

ing persons  who  rightfully  should 
come  in,  but  by  controlling  through 
reasonable  regulation  the  extent  to 
which  they  may  take  part.  As  to  this 
the  Commission  has  and  rightfully  may 
exercise  much  authority  in  various 
specific  ways. 

Reasonable  Opportunity 
To  Present  Evidence 

The  essential  minimii  for  fair  hear- 
ing would  seem  to  inelude  a  reason- 
able opportunity  to  present  evidence 

concerning  disputed  issues  of  fact 
and  argument  upon  issues  of  law 
affecting  the  party  tendering  them, 
and  to  do  both  as  a  party  to  the 
proceeding,  not  merely  in  the  char- acter of  one  present  on  sufferance  or 
favor.  In  neither  respect  however  does 
this  mean,  as  appellant  seems  to 
think,  that  a  party  may  require  re- 

tracing all  steps  taken  before  the 
stage  at  which  his  right  to  come  in 
arises  or  that  he  may  wander  through- 

out the  I'ecord  upon  issues  affecting 
other  parties,  but  not  himself  sub- 

stantially.^^ 
In  this  case,  therefore,  it  does  not 

mean,  as  appellant  assumed,  that  it 
could  require  the  entire  proceedings 
prior  to  the  time  of  its  proper  inter- vention to  be  reopened  with  right  on 
its  part  to  cross-exainine  all  witnesses 
heard  in  the  preliminary  stage  under 

-°  Id,  at  1103.  MONOGSAPH,  op.  ext.  supra 
note  17,  at  16,  17. 

Particularly  when  I  the  ajarency  has  a 
body  of  technical  experts,  such  as  the  Com- 

mission's engineering  staff,  competent  to give  disinterested  expert  opinion  upon  the 
technical  issues  or  qutlstions.  See  Mono- graph, op.  cit.  supra  note  17.  at  19. 
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WE  ASKED  75  CHARLESTON,  W.VA. 

GROCERS  THESE  TWO  QUESTIONS 

AND  HERE  ARE  THEIR  ANSWERS . . . 

1 

What  radio  station  do  you 

listen  to  when  you^re 

home  at  night? 

55  said  WCHS 

19 

said 

Station 

1 

said 

Station 

2 

What  radio  station  do  you 

consider  most  influential 

in  moving  your 

merchandise? 

59  said  WCHS 

IS 

said 

Station 

1 

said 

Station 

NAMES  and  ADDRESSES  ON  REQUEST 

represented  by  THE  BRANHAM  COMPANY 

WCHS 

Charleston,  West  Virginia 

John  A.  Kennedy,  PTesident Howard  L.  Chernotf,  Managing  Director 
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Section  309  (a)  and.  ai^pareiitly,  in 
its  discretion  to  compel  reproduction 
of  all  testimony  then  produced. 

Sucli  a  view  would  force  the  Com- 
mission to  incur  the  waste  of  holding 

the  preliminary  hearing  upon  the  aji- 
plication  under  Section  309  (a)  and 
then  repeating  all  that  had  been  done 
in  it  when  it  becomes  apparent,  from 
the  proposed  determination  favorable 
to  the  applicant,  that  the  final  stage 
of  hearing  under  Section  303  (f)  must 
be  gone  through  with  in  order  to  afford 
one  in  appellant's  position  his  op- portunity to  be  heard. 

The  statute  contemplates  no  such 
wasteful  process,  and  in  my  opinion 
due  process  does  not  require  it.  Ade- 

quate protection  for  appellant's  rights can  be  secured  without  this,  and  in 
full  consonance  with  the  statutory 
scheme.  It  contemplates,  as  has  been 
said,  a  jsreliminary  hearing  in  which 
only  the  applicant  is  required  to  be 
present  as  a  private  party.  It  may 
become  final,  if  the  decision  is  adverse 
to  him.  If  so,  others  affected  will  not 
be  harmed,  and  their  presence  in  this 
stage  would  only  clutter  the  proceed- 

ings and  the  record.  If  not.  then  ap- 
pellant's rigiit  to  hearing  arises  under Section  303  (f). 

But  nothing  in  the  act  or  in  the 
Constitution  requires  this  to  be  en- 

tirely de  novo.  It  is  enough  that  it 
be  adequate.-^  At  the  proper  ■  stage of  intervention,  the  record  in  the 
preliminary  hearing  has  been  made. 
It  may  be  made  available  to  the  inter- 
veuor.  From  the  multiplicity  of  evi- 

dence and  of  issues  it  is  not  unfair 
to  require  him  to  specify,  at  least  in 
a  general  way,  the  issues  he  proposes 
to  meet,  the  evidence  he  wishes  to 
contradict,  and  the  other  matters  con- 

cerning which  he  wishes  to  raise 
objection.  This  should  be  done  with 
particularity,  not  merely  by  broadside 
charge  against  the  entire  previous  pro- 
ceedings. 

Restricting  Parties 
To  Issues  Involved 

With  the  issues  so  self-limited,  it 
will  then  be  for  the  Commission  to 
determine  whether,  in  the  exercise  of 
its  quasi-judicial  discretion,  the  in- 

tervener's participation  should  be further  limited,  in  relation  to  the 
production  of  evidence,  cross-examina- 

tion, argument  or  other  normal  in- 
cidents of  hearing.  In  this  manner 

each  party  may  be  restricted  fairly  to 
the  issues  and  participation  pertinent 
to  his  ca.se,  rather  than  allowed  to 
roam  through  the  entire  proceedings 
upon  matters  relevant  to  others,  but 
not  to  himself  or  matters  concerning 
which  he  has  no  objection. 

Perhaps  a  considerable  part  of  such 
confinement  may  be  accomplished  by 
the  issuance  of  appropriate  general 
regulations.  But  whether  by  that 
method  or  by  action  in  the  particular 
case,  the  result  may  be  achieved  of 
affording  the  intervenor  fair  and  ade- 

quate hearing,  without  at  the  same 
time  permitting  him  to  run  away  with 
the  hearing,  nullify  all  that  has  gone 
before  the  intervention,  or  unduly  ex- 

tend the  hearing  beyond  what  fair 
protection  of  his  rights  and  the  public 
interest  may  require. 

It  is  not  necessary  to  extend  the 
discussion  further.  Appellant  has 
shown  sufficiently  its  right  to  come  in. 
It  should  have  been  allowed  to  do  so, 
as  a  party  to  the  proceeding,  not 
merely  as  a  friend  of  the  Commission 
or  a  member  of  the  public.  That  is 
true,  notwithstanding  the  extent  of 

^  This  seems  implicit  in  the  well-recog- nized rule  that  due  process  requirements  are 
satisfied  if  at  any  time  before  governmental 
action  becomes  final,  hearings  are  allowed 
either  by  administrative  or  judicial  action, 
and  therefore  persons  not  directly  or  im- 

mediately affected  in  the  initial  stages  of  a 
hearing  which  involve  primarily  the  inter- 

ests of  others  may  be  excluded  until  a  later 
phase  when  their  interests  become  directly 
and  immediately  involved.  See  Davis,  op  cit. 
supra  note  19,  at  1104,  1136-40,  and  au- 

thorities cited ;  Monograph,  op.  cit.,  supra note  17,  at  20. 
23  Ibid. 

participation  actually  allowed  may 
have  been  substantially  all  that  a 
party  was  entitled  to  have,  though 
by  this  statement  it  is  not  intimated 
that  this  was  true.  This  question  need 
not  be  determined.  It  is  one  thing  to 
be  present  as  a  party,  and  as  a  matter 
of  right.  It  is  another  to  appear  upon 
favor  or  by  sufferance.  It  is  still 
another  to  be  heard  in  a  particular 
fashion  or  at  a  particular  time  or 
stage. 

Appellant's  right  arose,  not  when the  preliminary  proceedings  upon  the 
application  were  begun  nor  when  the 
matter  was  set  for  hearing,  nor  there- 

after prior  to  issuance  of  the  ''Pro- 
posed Findings  of  Fact  and  Conclu- 
sions" ;  but  when  these  were  issued. At  that  time,  upon  the  showing  made 

in  appellant's  petition,  it  should  have been  recognized  as  a  party  and  allowed 
to  participate  thereafter  on  that 

basis.-' 
The  extent  of  its  right  to  partici- 

pate, however,  was  largely  within  the 
discretion  of  the  Commission,  having 
due  regard  to  the  principles  above 
stated.  Appellant  was  not  entitled  as 
a  matter  of  right  to  all  of  the  relief 
demanded  in  its  second  petition  to 
intervene  or  in  the  petition  for  re- 

hearing, and  upon  another  hearing 
may  be  required  in  the  Commission's reasonably  exercised  discretion,  to  eon- 
fine  itself  as  has  been  indicated,  and 
to  point  out  with  reasonable  particu- 

larity the  portions  and  features  of  the 
previous  proceedings  it  wishes  to  chal- lenge. 

This  does  not  amount,  in  substance 
or  effect,  to  acceptance  of  the  Com- 

mission's view  that  appellant  can  be excluded  for  failure  to  set  forth  facts 
to  show  that  its  intervention  will  be 
of  assistance  to  the  Commission  in 
deciding  the  issues.  That  factor  is 
pertinent  to  the  question  how  far  ap- 

pellant may  participate,  though  per- 
haps not  conclusive  of  it.  It  is  not  the 

criterion  of  the  right  to  be  heard.  It 
may,  in  fact,  have  exactly  the  opposite 
effect,  that  is.  intervention  may  present 
facts  or  legal  argument,  contrary  to 
those  tentatively  accepted  by  the  Com- 

mission, which  will  make  its  decision 
more  difficult. 

Decision  Reversed 
And  Remanded 

That  is  one  purpose  of  hearing.  Nor 
does  this  view  posit  the  right  to  be 
present  and  to  take  part  upon  an 
exercise  of  the  Commission's  discre- 

tion or  favor.  "With  that  right  estab- lished, every  other  has  protection,  and 
if  there  is  violation  by  some  attempted 
exercise  of  discretion  in  any  other 
respect  it  may  be  corrected,  first  by 
argument  before  the  Commission  it- 

self, or  if  it  is  not  coi-rected  there, 
then  by  appeal. 
Without  attempting  therefore  to 

blueprint  the  procedure  to  be  followed 
with  respect  to  the  extent  of  appel- 

lant's participation  in  another  hear- ing, we  may  leave  such  matters  to  the 
Commission's  judgment,  where  they 
properly  belong,  subject  only  to  com- pliance with  the  basic  requirements  of 
fair  play  and  adequate  opportunity  to 
be  heard. 

For  the  error  in  excluding  appellant 
from  participation  as  a  party  in  the 
final  and  controvei'sial  stage  of  the 
proceeding,  contrary  to  the  requii-e- ment  of  Section  303  (f)  of  the  Act, 
the  order  must  be  reversed,  with  direc- 

tions to  afford  appellant  opportunity 
for  hearing  in  accordance  with  the 
provisions  of  that  section. 

Reversed   and  remanded. 

This  statement  is  not  intended  as  mean- 
ing that  adequate  hearing  might  not  have 

been  afforded  at  a  later  stage,  by  appro- 
priate regulation,  as  upon  petition  for  re- 

hearing. Cf.  United  States  v.  Illinois  Cen- 
tral Ry.,  291  U.  S.  457  (1934);  Comment, 

Necessity  for  Hearing  Before  Enforcing 
Order  of  Interstate  Commerce  Commission 
(1934)  43  Yale  L.  J.  1300;  Davis,  op.  cit. 
supra  note  19,  at  1136-40. 

ELMER'S  GOAT,  "Beauty"  at  the 
Kansas  Free  Fair  Grounds,  Tope- 
ka,  won  for  Elmer  Curtis,  announc- 

er of  WIBW,  Topeka,  honorary 

membership  in  the  Goat  Roper's 
Club,  an  organization  of  lariat- 
swinging  cowboys  originating  in 
Texas.  Elmer  went  into  a  one- 
two,  one-two  for  the  photographer 
to  prove  he  can  get  one  gallon  of 
milk  a  day  from  his  Taganburg 
goat.  Elmer  says  all  spots  have 
disappeared  before  his  eyes  now 
that  he  gulps  goat's  milk  every  day. 

Groner  and  Vinson 
Concur  In  Ruling 

GROXER.  C.  J.,  and  VINSON. 
.1. :  Judges  Groner  and  Vinson  concur 
in  the  conclusion  of  .Judge  Rutledge 
that  appellant  has  not  only  a  right 
to  appeal  to  this  court  under  Section 
402  (b)  (2)  of  the  Act.  but  also  the 
right  to  intervene  in  the  proceeding 
before  the  Commission.  We  are,  there- 

fore, in  agreement  with  Judge  Rut- 
ledge  that  the  ease  should  be  reversed 
and  remanded  for  further  hearing. 

In  view  of  the  importance  of  the 
principles  involved,  we  consider  it 
desirable,  however,  to  set  out  in  a 
word  our  sepai-ate  views  as  to  the 
meaning  and  effect  of  those  Sections 
of  the  Act  upon  which  we  all  agree 
the  decision  must  turn. 
We  are  in  agreement  with  Judge 

Rutledge  that  under  Section  .303 Cf)  the 
Commission  should  have  accorded  ap- 

pellant the  right  to  participate  in  the 
hearing  as  a  party.  But  we  are  also 
of  opinion  that,  since  in  the  facts 
of  this  case  it  is  apparent  that  the 
granting  of  the  application  of  the 
Matheson  Radio  Company,  Inc..  opera- 

tors of  Station  WHDH  at  Boston, 
would  result  in  what  amounts,  if 
substance  be  regarded  rather  than 
form,  to  a  modification  of  appellant's license.  Section  312  (b)  of  the  Act 
also  provides  a  right  of  participation 
by  aiipellant  in  the  proceedings  under 
that  application.  While  the  question 
is  no  longer  material  here — since  we 
assume  that,  in  the  present  state  of 
the  record,  the  Commission  wOl  re- 

open the  proceedings  and  permit  the 
intervention  of  appellant  as  a  party — 
we  express  our  disagreement  with  the 
view  of  Judge  Rutledge  that  the  Com- mission, in  its  discretion,  may  exclude 
appellant  from  participation  until 
after  the  proposed  findings  of  fact  have 
been  made.  It  is  our  view  that  par- 

ticipation in  the  hearing,  under  either 
Section  303  (f)  or  Section  312  (b), 
should  have  been  accorded  both  to  ap- 

pellant and  to  Matheson  Company  from 
the  outset.  It  is  true  that  Section  309 
Ca)  appears  to  contemplate  that  if 
upon  examination  of  an  application 
for  a  station  license,  or  the  renewal  or 
modification  thereof,  the  Commission 
shall  make  a  determination  in  favor 
of  the  application,  it  need  not  accord 
a  hearing  to  the  applicant.  But  we 
think,  whatever  the  effect  other- 

wise of  this  section  may  be,  it  is 
inapplicable  in  the  facts  of  this  case. 
Here  the  application  of  Matheson 
Company  for  an  extension  of  its  facil- ities is  in  effect  an  application,  as  we 
have  said,  the  granting  of  which  will, 
if  substance  be  regarded,  modify  the 
license  of  appellant.  In  the  circum- stances, we  think  Section  312  (b)  is 
applicable    and   that   both  appellant 

and  the  Matheson  Company  were  en- 
titled to  participate  in  the  proceedings 

as  parties  and  with  the  rights  of 
parties.  We  think  the  statute  con- 

templates that  a  licensee's  right,  al- though limited  and  defeasible,  shall 
not  be  modified  or  destroyed  without 
a  hearing.  To  allow  a  hearing  only 
after  proposed  findings  of  fact  have 
been  made  is  to  deprive  appellant  of 
participation  during  the  crucial  period 
of  the  proceeding — that  is,  when  the 
evidence  is  being  taken  and  the  record 
being  made  up,  Appellant's  interest existed  from  the  beginning,  and  it  is 
not  enough  that  that  interest  was  con- 

sidered by  the  Commission.  It  is 
axiomatic  that  one  whose  rights  will 
be  affected,  not  only  may  himself  en- 

gage in  their  pi'otection,  but  must do  so  affirmatively  and  at  every  step  in 
the  proceedings — or  take  the  conse- 

quences of  his  default.  Red  River 
Broadcasting  Co.  t.  Federal  Communi- cations Commission,  69  App.  D.  C.  1, 
98  F.  2d  282.  Thtre  was  no  default 
in  this  case.  1 

Stephens  Concurs  in 
Conclusions  Reached 

Stephens,  Assocnte  Justice:  I  con- 
cur in  the  conelusim  of  Judge  Rut- 

ledge that  the  appellant  has  not  only 
a  right  to  appeal  to  this  court  under 
§402  (b)  (2)  of  th«  Communications 
Act  but  that  it  had '  also  the  right  to intervene  in  the  proceeding  before  the 
Commission,  and  I  am  therefore  in 
agreement  with  .Judge  Rutledge  that 
the  case  .should  be  leversed  and  re- 

manded for  futher  he|iring.  I  am  also 
in  agreement  with  the  views  and 
conclusions  expressed  ;by  Judges  Gro- 

ner and  Vinson  in  ther  separate  oiiin- 
ion.  I  desire  to  add  tlie  following : 

I  am  aware  that  the  provisions  in 
the  Communications  ^Ajet  for  hearings 
speak  in  terms  of  licenses  and  rights 
which  are  undergoing  jilteration,  sus- 

pension or  revocation  through  direct 
action  of  the  Commission  thereon, 
and  not  in  terms  of  ithe  rights  of 
existing  licensees — such  as  those  of 
the  appellant — which  wll  be  impaired 
by  the  direct  action  of  tie  Commission 
in  extending  the  facilities  of  another 
licensee.  I 

But  I  think  that  by  clear  implica- 
tion the  safeguards  of  he  Act  oper- ate for  the  benefit  of  siCh  a  licensee 

as  the  appellant.  For  i  cannot  be 
doubted  that  the  modificltion — in  the 
instant  case  the  extenspn  of  facil- ities— of  one  license  riglk  may  have 
the  consequence  of  impaifing.  or  even 
of  destroying,  the  businest  of  another 
licensee ;  this  in  practica  effect  is  a 
modification  or  revocatioi  of  his  li- 

cense. A  contrary  view  -wbuld  regard form  rather  than  substanffi.  That  the 
granting  of  new  or  additiisnal  station 
rights  may  have  the  consequence  of 
impairing  or  destroying  thelbusiness  of 
an  existing  licensee  is  reiognized  in 
Commission  v.  Sanders  Ramo  Station, 
.309  U.  S.  470  (1940),  whi-e  the  Su- Ijreme  Court,  after  stating  that  it  is 
not  the  purpose  of  the  Att  to  pro- tect a  licensee  against  comwtition  but 
to  protect  the  public,  thalj  Congress 
intended  to  leave  competit^n  in  the 
business  of  broadcasting,  stlted  also : 

This  is  not  to  say  that  th|  question 
of  competition  between  a :  proposed 
station  and  one  operating  Imder  an 
existing  license  is  to  be  enirely  dis- 

regarded by  the  Commission  and,  in- 
deed, the  Commission's  practice  shows 

that  it  does  not  disregard  tlat  ques- 
tion. It  may  have  a  vital  and  im- portant bearing  upon  the  aiility  of 

the  applicant  adequately  to  terve  his 
public ;  it  may  indicate  that  pth  sta- tions— the  existing  and  the  pr  posed — 
will  go  under,  with  the  resull  that  a 
portion  of  the  listening  puDic  will 
be  left  without  adequate  seA-ice ;  it 
may  indicate  that,  by  a  divpion  of 
the  field,  both  stations  will  ie  com- 

pelled to  render  inadequate  servce  .  .  . 

[309  U.  S.  475-6] 
It  is  true  that  in  the  Sand\-s  case the  statement  is  made  that  th  policy 

(Continued  on  Page  5S 
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With  WENR  Local  Merchant  Has 

Remarkable  8  Year  Record ! 

When  an  apparel  store,  10  miles  from  Chicago's  Loop,  uses  a 
50,000  watt  station  as  an  exclusive  advertising  medium,  you  can 

bet  it  pays  off  in  results. 

The  Sachs  Amateur  Hour  has  been  broadcast  weekly  over 

WENR  since  1934.  By  any  count  .  .  .  mail,  audience,  or  sales  .  .  . 
it  is  one  of  the  most  successful  shows  in  the  Midwest.  It  attracts 

business  from  near  and  far  and  has  tremendously  enlarged  what 

was  once  a  small  neighborhood  business. 

WENR  produces  successful  results  for  many  advertisers  — 
national  and  local.  And  the  list  is  growing  all  the  time.  For 

WENR,  on  cost  alone,  is  the  best  buy  in  Chicago.  Get  the  facts 

now.  We'll  be  glad  to  send  you  full  details. 

CHICAGO'S  BASIC  BLUE  NETWORK  STATION 

50,000  WATTS       890  KC 

IS  OWNED  AND  OPERATED  BY  THE  BlUE  NETWORK  COMPANY 

^EW  YORK 

REPRESENTED  NATIONALLY  BY  BLUE  SPOT  SALES 

CHICAGO    SAN  FRANCISCO    HOLLYWOOD    DETROIT 
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Sold  Short 

THE  NATION  is  in  dire  need  of  scrap  metals 

to  be  forged  into  implements  of  war.  This 
isn't  idle  chatter.  Our  Army,  Navy  and  War 
production  chieftains  say  that  17,000,000  tons 
of  scrap  must  be  salvaged  before  the  end  of 

the  year,  to  be  fed  to  smelters  now  running 
below  capacity. 

A  fortnight  ago,  WPB  chief,  Donald  Nel- 
son called  in  the  nation's  leading  newspaper 

publishers.  He  told  them  of  the  seriousness 
of  the  situation.  He  goaded  them  into  action. 

With  praiseworthy  vigor,  the  publishers  are 
following  through. 

There  was  a  $2,000,000  advertising  cam- 

paign sponsored  by  the  steel  industry  through 

the  Advertising  Council,  set  up  to  further  ad- 
vertising's war  effort,  but  it  met  rough  going. 

Only  some  10%  of  that  campaign — about 
$225,000 — went  to  radio. 

The  single  bright  spot  in  the  first  salvage 

effort  was  Nebraska.  The  Omaha  World-Herald 
was  praised  by  Mr.  Nelson  for  its  job,  as 

reported  in  the  newspaper  and  general  ad- 
vertising trade  press. 

There  isn't  any  question  about  the  fine  work 
done  in  Nebraska,  and  of  the  leadership  of 

the  World-Herald,  itself  the  owner  of  a  broad- 
cast station— KOWH.  But  there  is  serious 

question  about  the  way  the  job  was  done. 
Trade  journals  which  have  cited  the  Nebaska 

campaign  as  a  demonstration  of  the  power 

of  the  press,  just  haven't  told  the  full  story. 
Every  station  in  Nebraska  pitched  into  that 

campaign.  One  of  them — WOW,  Omaha — was 
avarded  a  plaque  by  the  School  of  Journalism 

of  Creighton  U  for  having  performed  "the 
most  outstanding  work  in  promoting  the  re- 

cently successful  scrap  metal  drive"  among 
stations.  Awards  also  were  made  to  daily  and 

I    weekly  newspapers. 
Art  Thomas,  secretary  of  the  Nebraska 

Broadcasters  Assn.,  reports  that  other  news- 
papers cannot  duplicate  the  Nebraska  plan 

"unless  they  have  the  same  wholehearted  sup- 
port of  all  the  stations  in  their  states  that  the 

World-Herald  had  in  Nebraska". 
Thus,  it  is  evident  that  the  whole  story  was 

not  told  to  the  publishers  in  their  own  trade 
press  and  that  Washington  officialdom  was 
not  aware  of  the  important  part  radio  played. 
It  is  clear  that  campaigns  in  other  areas  must 

have  the  "power  of  radio"  harnessed  in  if 
they  are  to  succeed.  It  is  there  for  the  asking, 
just  as  it  is  and  has  been  in  every  other  Gov- 

ernment drive  for  manpower,  materials,  bonds, 
salvage  and  all. 

We  are  not  bickering  over  advertising  bud- 
gets or  media  selection.  Radio  stands  on  its 

record.  It's  one  thing  to  sell  radio  short  as  an 

advertising  medium  in  competitive  solicita- 
tions, but  quite  another  when  the  job  is  for 

Uncle  Sam. 
We  are  all  interested  in  the  success  of  this 

vital  campaign  and  all  others  that  have  a 

bearing  on  successful  prosecution  of  this  war. 
It's  high  time  for  all  media  to  go  all  out  for 

the  biggest  advertising  campaign  in  history — 
Democracy  vs.  Dictatorship. 

Fair  Play 

IN  THESE  days  of  frozen  allocations  dictated 

by  wartime  shortages,  broadcasters  haven't 
thought  much  about  licensing  policies  or  pro- 

tective litigation.  That's  something  to  be  picked 
up  after  the  Axis  is  plowed  under. 

But  the  notable  victory  achieved  over  the 
FCC  by  the  industry,  guaranteeing  existing 
stations  hearings  as  a  matter  of  right  when 

injury  is  involved,  certainly  warrants  scru- 
tiny. True,  the  victory  was  eked  out  by  a  4-2 

vote  of  the  U.  S.  Court  of  Appeals  of  the 
District  of  Columbia.  And  it  took  five  separate 

opinions  from  the  six-man  bench  to  do  the 

job  after  that  court  for  months  had  been  in 

apparent  deadlock. 
The  majority  called  for  "fair  play"  by  the 

FCC,  which  persistently  has  contended  that 

it  was  the  sole  arbiter  as  to  whether  a  sta- 
tion could  intervene  or  have  a  hearing,  even 

when  its  service  area  might  be  curtailed  or 

its  facilities  degraded.  That's  what  NBC  con- 
tended when  it  was  denied  the  right  to  in- 

tervene on  behalf  of  its  KOA,  in  Denver,  a 

clear-channel  station  whose  assignment  was 

duplicated  by  the  FCC  with  the  placement  of 

WHDH,  Boston,  on  the  same  frequency  full- time. 
On  the  fundamental  point  of  the  right  to 

a  hearing,  the  majority  held  that,  irrespective 
of  what  the  FCC  thinks,  a  licensee  has  certain 

rights.  It  may  not  be  a  "property  right"  or 
even  a  "vested  right"  but  it  is  a  sort  of 

license  right,  privilege  or  status  that  can't  be destroyed  or  modified  without  a  hearing. 
We  assume  the  FCC  vvall  carry  the  case  to 

the  Supreme  Court,  as  it  has  others  involving 
its  jurisdiction.  But,  during  the  last  couple  of 
years,  it  has  not  fared  so  well  in  the  highest 
tribunal. 

Frankly,  we  think  the  FCC  is  going  to  have 

The  RADIO 

BOOK  SHELF 

A  1942  EDITION  of  Books  for  the  Advertising 

Man  [(Advertising  Federation  of  America, 

New  York.  $1)]  has  just  been  released,  super- 
seding the  1935  edition  and  the  six  annual 

supplements  issued  since.  Book,  like  its  pre- 
decessor, was  prepared  by  the  AFA  Bureau  of 

Research  and  Education,  whose  director,  Al- 

fred T.  Falk,  describes  it  as  "designed  as  a  com- 
plete bibliography  of  books  on  advertising, 

marketing,  and  immediately  related  subjects, 

published  during  the  19-year  period  1923- 

1941." 

A  PRIMER  on  radio  has  been  written  by 

Creighton  Peet,  journalist  and  author,  under 
the  title  All  About  Broadcasting  (Alfred  A. 

Knopf,  New  York — $1.75).  Written  as  an  ex- 
planation of  broadcasting  for  an  inquiring 

young  boy,  the  book  should  be  enjoyed  by 
laymen  of  all  ages  interested  in  the  processes 
of  radio  from  microphone  to  receiving  set. 

a  little  trouble  trying  to  follow  the  lower 
court's  opinion  in  the  KOA-WHDH  case,  what 
with  three  separate  majority  opinions  to  recon- 

cile. It's  all  the  more  reason,  we  think,  for 
new  legislation  along  the  lines  of  the  Sanders 
Bill  (as  it  may  be  modified)  to  clearly  define 
the  Congressional  intent. 

The  old  radio-legislative  battery  of  White 
and  Dill  looks  like  it  will  be  back  next  ses- 

sion. The  Maine  Senator  won  handily  in  the 
elections  in  his  State  last  week,  while  former 

Senator  Dill,  who  retired  in  1934,  is  the  Demo- 
cratic nominee  from  the  Spokane  district  for 

the  House,  with  election  seen  as  virtually 
certain.  They  collaborated  in  writing  the  ori- 

ginal Radio  Act  of  1927,  and  did  it  again 
with  the  Communications  Act  of  1934.  And 
they  can  do  it  again! 

Fireside  Boom 

DRASTIC  curtailments  in  travel  to  football 
games  and  other  sports  events,  ordered  last 
week  by  the  Office  of  Defense  Transportation 
to  conserve  vital  transportation  facilities  will 
place  radio  in  a  still  stronger  war  position, 

In  making  this  announcement,  Joseph  East- 
man, ODT  boss,  said  he  was  counting  on 

school,  college  and  professional  football  au- 
thorities to  discourage  out-of-town  travel  to 

games. 
What  Mr.  Eastman  did  not  explain  was  ra- 

dio's ability  to  bring  the  games  to  these  peo- 
ple. Since  there  is  no  limit  to  the  listening 

traffic  radio  can  bear,  the  industry's  ability 
to  serve  the  public  is  correspondingly  strength- 

ened. The  importance  of  morale  is  not  denied 

by  Government  spokesmen  and  radio  is  daily 

growing  in  its  position  of  morale  booster. 
Perhaps,  Atlantic  Refining  Co.,  Philadelphia, 
had  this  in  mind  when  it  revised  an  earlier 
decision  last  week  and  decided  to  continue  its 

sponsorship  of  collegiate  football  for  the  sev- enth successive  year. 

Atlantic  Refining  reduced  its  operations  this 

year  but  its  war  service  purpose  is  hearten- 
ing. Through  radio,  millions  unable  to  travel, 

can  see  the  nation's  football  game  in  their 
minds'  eyes  aided  by  colorful,  play-by-play 

description  of  many  games  aired  by  the  na- tion's stations. 
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HAROLD  VERNE  HOUGH 

MASTER  of  the  ready  quip, known  for  a  salty  humor, 
indigenous    to    his  native 
Southwest,    Harold  Verne 

Hough,  though  only  55,  is  known 
in  the  broadcasting  industry  as  one 
of  its  Grand  Old  Men. 

A  real  pioneer  of  the  microphone, 
Harold  Hough  was  one  of  that 
coterie  of  nationally  known  an- 

nouncers of  radio's  catwhisker 
days  who  achieved  distinction  for 

distinctive  "radio  personality".  He 
was  known  to  listeners  everywhere 
as  "The  Hired  Hand"  and  as  such 
he  was  actually  billed  on  vaude- 

ville tour  with  such  other  oldtimers 
of  the  game,  later  to  take  com- 

manding positions  on  the  executive 
and  program  side  of  broadcasting, 
as  Leo  Fitzpatrick,  general  man- 

ager of  WJR,  Detroit;  George  Hay, 
still  known  as  "The  Solemn  Ole 
Judge"  of  WSM,  Nashville;  Lamb- 
din  Kay,  retired  former  general 
manager  of  WSB,  Atlanta. 

Today  "The  Colonel"  still  runs 
the  Star  Telegram's  circulation  de- 

partment besides  other  executive 
duties.  He  also  doubles  in  brass 
as  its  radio  head,  directing  the 
50,000-watt  WBAP,  which  shares 
a  clear  channel  with  WFAA,  the 
Dallas  News  station,  as  well  as  the 
regional  KGKO,  Fort  Worth- 
Dallas,  owned  jointly  by  the  two 
papers. 

More  than  20  years  ago  when 
WBAP,  Fort  Worth,  was  just  get- 

ting under  way  Harold  Hough, 
then,  as  now,  circulation  manager 
of  the  Fort  Worth  Star-Telegram 
whose  publisher  Amon  Carter 
started  and  still  owns  the  station, 
by  a  fortuitous  circumstance  be- 

came its  manager,  program  direc- 
tor and  chief  and  only  announcer. 

He  took  over  the  announcing  job 
when  a  cub  reporter  assigned  to  the 
task  failed  to  show  up  for  a  Sun- 

day night  stint. 
"You  didn't  have  to  have  lace 

tonsils  to  be  an  announcer  in  those 

days,"  he  says,  "and  so  I  was  as 
good  as  anybody."  But  he  must 

have  had  something,  for  he  kept  at 
it  for  eight  years. 

Announcers  in  those  days  only 
used  their  initials  in  signing  off. 
When  he  signed  off  the  first  night 
as  H.H.,  letters  poured  in  seeking 
a  more  complete  identity.  The  next 
week  he  explained  that  he  was  the 
"Hired  Hand,  up  from  the  boiler 

room." 
As  the  "Hired  Hand"  he  an- 

nounced baseball,  football,  rodeo, 
and  sessions  of  the  Negro  Holy 
Rollers.  Election  nights  he  always 
kept  listeners  entertained  with  his 
drawling  ad  libs  as  fragmentary 
returns  came  in. 

Hough  began  his  career  with  the 
Star-Telegram  in  1912,  starting  as 
circulation  manager.  He  will  tell 
you  that  he  had  never  heard  of  ra- 

dio until  that  day  in  1922  when 
Publisher  Amon  Carter,  his  boss, 
asked  him  what  he  knew  about 
broadcasting.  Naturally,  Hough 
says,  he  didn't  want  to  appear  ig- 

norant so  he  assured  Mr.  Carter 
that  he  knew  all  about  it. 

Next  thing  he  knew,  Mr.  Carter 
instructed  him  to  buy  a  station  and 
run  it.  With  a  $200  transmitter 
and  $100  spent  for  installation,  the 
Star-Telegram  entered  radio.  As 
Hough  tells  it,  Mr.  Carter  broad- 

cast one  Sunday  nieht  and  received 
a  fan  note  from  Mineral  Wells,  54 
miles  away.  Convinced  there  was 
something  to  it,  he  suggested  to 
Hough  the  need  for  a  larger  sta- 

tion. Hough  installed  a  10-watter 
and  WBAP  began  to  go  places. 

As  fan  mail  came  in,  vari-col- 
ored  pins  were  stuck  into  a  map  of 
the  world,  one  pin  for  each  known 
listener.  The  map  was  a  substan- 

tial addition  to  the  studio  which 
consisted  of  a  mike,  table  and  an 
old  Victrola.  In  Oct.  13,  1922, 
WBAP's  power  was  increased  to 
500  watts.  By  May,  1923  it  had 
1,500  watts,  in  1928,  Hough  had 

brought  it  into  the  "superpower" 
5,000-watt  class. 

That  year,  the  "Hired  Hand" visited  the  Democratic  Convention 

to  do  a  special  events  job  with 
Silliman  Evans,  then  a  political 
writer  for  the  Star-Telegram  and 
now  publisher  of  the  Chicago  Sim. 
Somehow  they  became  embroiled 
in  an  argument  just  before  Frank- 

lin D.  Roosevelt  nominated  Al 
Smith  for  the  Presidential  candi- 

dacy. They  couldn't  decide  how  to introduce  FDR  and  wondered  who 
he  was.  Hough  was  willing  to  call 
him  "some  fellow  from  New  York" 
but  Evans  demurred  and  the  result 
was  that  listeners  heard  the  now- 
famous  fireside  manner  before  it 
was  identified. 

Through  radio  Mr.  Hough  aided 

Senator  Tom  Connally's  first  cam- 
paign, selling  him  time  in  his 

campaign  to  convince  the  elector- 
ate. Hough  also  convinced  W.  Lee 

(Pappy)  O'Daniel  of  WBAP's  ad- vantages when  the  latter  was  first 
launching  himself  on  small  Texas 
stations  with  his  Hillibilly  Dough- 
boys. 

Hough's  industry  service  rec- 
ord is  distinguished.  Modestly 

he  claims  that  he  was  always  "pop- 
ping off  and  getting  himself  into 

some  new  job."  His  record  shows that  he  served  as  treasurer  of 

NAB  for  three  terms,  was  a  mem- 
ber of  the  board  of  directors  for 

five  years  and  was  a  member  of  the 
industry  board  to  negotiate  with 
ASCAP  in  the  music  battle. 

In  April,  1941  he  was  named 
chairman  of  the  Newspaper-Radio 
Committee.  In  this  capacity  he  was 
responsible  for  relations  with  the 
FCC,  seeking  to  convince  them  that 
newspapers  should  not  be  divorced 
from  radio.  To  handle  this  job 
Hough  practically  lived  in  New 
York  for  a  year.  It  was  an  interest- 

ing and  surprising  experience  for 
both  New  York  and  Hough.  He 
claims  he  never  got  past  the  sev- 

enth grade  but  he  can  get  a  lot 
said  with  his  own  seventh-grade vocabulary. 

Harold  Hough  was  born  in  Mul- 
vane,  Kan.,  Jan.  31,  1887.  The 
family  settled  in  Oklahoma  City 
and  Harold  Hough  got  a  paper 
route  and  formed  a  combine  with 
three  other  youngsters.  By  work- 

ing hard  and  long  they  had  a  vir- 
tual monopoly  on  paper  and  maga- 
zine sales  throughout  the  city. 

During  one  of  the  Oklahoma  land 
rushes.  Hough  was  caught  by  a 
moving  train  and  dragged  under. 
As  a  result  he  lost  one  foot.  When 
he  was  able  to  return  to  his  paner 
route,  he  went  on  crutches.  The 
circulation  manager  was  kinder 
than  the  incapacitated  youth 
wanted  him  to  be  and  gave  him  the 
best  corner  in  town.  It  occurred  to 
Hough  that  customers  might  look 
upon  him  with  pity,  seeing  him  on 
crutches. 

Standing  at  the  corner  at  6  a.m. 
of  the  first  morning  his  first  cus- 

tomer came  up,  a  man  he  knew.  In 
fact  he  had  been  a  steady  customer 
for  years  and  always  had  paid  him 
a  nickel.  This  time  he  gave  him  a 
quarter.  That  finished  Harold 
Hough's  career  as  a  newsboy  for 
he  refused  "sympathy".  He  took 
an  inside  job  as  assistant  circula- 

tion manager.  In  1912,  noticing  an 
item  in  a  trade  paper  about  the 

NOTES 

DAN  DONNELLY,  former  commer- 
cial manager  of  KGB,  Sau  Diego,  and 

KDB.  Santa  Barbara,  has  joined 
KFRC.  San  Francisco,  as  account  ex- 

ecutive in  tlie  commercial  department. 
Donnelly  will  take  over  the  duties  of 
Ward  Ingrim.  former  eommei-cial  man- 

ager of  KFRC,  now  a  second  lieuten- ant in  the  Army  Air  Forces. 
ARTHUR  L.  FORREST,  recently 
radio  director  of  Lewis  Ayer  Adv., 
Charlotte,  and  formerly  promotion 
manager  of  AVBT,  Charlotte,  joins 
NBC's  sales  promotion  department  in 
New  York  Sept.  14,  succeeding  Wil- 

liam F.  P"'airbanks  who  leaves  the  net- 
work after  11  years  to  join  the  OWI 

as  assistant  chief  of  the  radio  bu- 
reau's allocation  division.  Before  go- 

ing to  Charlotte,  Mr.  Forrest  was 
statistician  of  the  New  York  office  of 
MBS. 
W.  B.  McGILL,  KDKA  promotion 
staff  member,  currently  has  a  display 
of  two  charcoal  drawings  in  the  NBC 
offices  in  New  York. 

FRANK  O'LEARY,  of  the  NBC- Chicago  sales  staff,  has  joined  the 
Navy  as  a  lieutenant  j.  g.  in  the 
communications  branch  and  is  to  start 
training  Oct.  1. 
JOHN  HOPKINSON,  salesman  of 
WJJD,  Chicago,  has  entered  the  Army 
at  Camp  Grant,  111. 
HOLLISTER  NOBLE,  formerly  West 
Coast  publicity  director'  of  CBS, 
Hollywood  and  now  a  captain  in  the 
Marines,  is  currently  stationed  at 
Quantico,  Va. 
DAN  STARR,  account  executive  of 
KOMO-KJR,  Seattle,  has  joined  the 
Coast  Guard. 
FRANK  RYAN,  formerly  manager  of 
CKLW,  Windsor-Detroit,  and  now  on 
loan  to  the  Canadian  government  from 
the  Hudson's  Bay  Co.,  Winnipeg, 
where  he  held  the  public  relations  post, 
has  joined  the  new  Wartime  Infor- 
rnation  Board  at  Ottawa,  moving  from 
the  Wartime  Prices  and  Trade  Board, 
where  he  was  in  the  information 
division. 
(JERRY  GAETZ,  recently  appointed 
manager  of  CJRC,  Winnipeg,  is  re- covering from  pneumonia. 

resignation  of  the  Sta^'-Telegram's circulation  manager,  he  promptly 
called  Amon  Carter  for  an  inter- 

view and  was  in  Fort  Worth  the 
next  day.  Starting  out  at  $25  per 
week,  he  soon  payed  his  employer 
dividends  to  such  an  extent  that 

Mr.  Carter  wouldn't  print  his  cir- culation statements  until  he  had 
checked  them  personally.  They 
seemed  too  high  then.  Today  they 

repi-esent  the  largest  circulation  in Texas. 

Harold  Hough  has  chosen  to  re- 
main a  common  man  despite  his 

prominent  position  and  the  afflu- 
ence his  job  and  his  oil  investments 

have  brought  him.  With  his  wife, 
whom  he  married  in  Oklahoma  City 
in  1910,  he  lives  in  a  modest  home. 
Fishing  is  his  chief  diversion.  Re- 

cently he  purchased  a  300-acre 
farm  for  the  purpose  of  raising 
mules.  His  standards  for  mules 
equal  those  he  sets  for  other  folks: 

"They'll  be  high-grade,  fancy 
mules  but  not  too  high  tone  to  pull 

a  plow." 
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CONSISTENTLY 

REACHES  & 

INFLUENCES 

the   cream  of 

your  sales 

potentials 

600*  KC 

CBS  BASIC 
• 

5,000  WATTS 

DAY  &  NIGHT 

Paul  H.  Raymer  Co. 

Nat'l  Sales  Representatives 

GILLES  DT^HAMEL,  iirogram  direc- 
tor of  CKCV,  Quebec,  luis  .ioined  the 

Royal  Canadian  Air  Force  as  Frencli 
languas'e  radio  and  press  public  rela- 

tions officer  with  ranli  of  pilot  otficer. 
NILES  GATES,  sales  niannser  of 
C.  P.  MacGregor  Co..  Hollywood  tran- 

scription concern,  is  the  father  of  an 
8  lb.  10  07..  boy  born  Sept.  9. 
PHILIP  D.  PORTERPIELD  has 
been  transferred  from  national  spot 
sales  to  network  sales  at  NBC. 
KOLIN  HAGER.  manager  of  WGY. 
Schenectady,  was  guest  speaker  Sept. 
10  on  the  broadcast.  Walls  That  Tell 
(I  Stori/,  AVGY  feature  sponsored  by 
Union  College  and  the  Albany  Chap- ter of  the  American  Institute  of 
Architects. 

JACK  O'^IARA,  promotion  manager 
of  WOWO-WGL,  Fort  Wayne,  is  the 
father  of  a  girl  born  Sept.  6. 
.JAMES  A.  MOUNT,  salesman  at 
KGW-KEX.  Portland.  Ore.,  has  been 
appointed  State  apparel  director  of 
the  Office  of  Price  Administration. 
T.  R.  PUTMAN.  manager  of  KFRO. 
Longview.  Tex.,  has  obtained  a  third 
class  radio  operators  license  with 
broadcast  endorsement  for  the  opera- 

tion of  KFRO  in  an  emergency. 
ALEX  AY.  DANNENBAUJI  Sr.,  pres- 

ident of  WDAS,  Philadelphia,  has 
joined  the  Coast  Guard  Reserve  as 
instructor  in  shooting. 
LT.  LEON  LEVY,  president  of 
WCAU.  Philadelphia,  on  leave  for  ac- 

tive service,  has  been  named  treasur- 
er of  the  drive  to  be  staged  in  No- 

vember by  the  Philadelphia  Variety 
Club  for  its  infantile  paralysis  fund. 
WARNER  C.  TIDEMANN.  assis- 

tant manager  of  KATE.  Albert  Lea, 
Minn.,  is  the  father  of  twin  boys. 
John  CJayton  and  James  Warner. 
JOHN  C.  ROBERTS,  general  man- 

ager of  KXOX,  St.  Louis,  has  been 
named  chairman  of  publicity  and  pro- 

motion of  the  Citizen's  Committee  for 
Navy  Recruiting. 
PHILLIP  G.  LASKY,  general  man- 

ager of  KROW,  Oakland,  Cal..  was 
recently  reappointed  radio  chairman 
of  tlie  Red  Cross,  local  chapter.  He  is 
also  currently  serving  on  the  radio 
committee  of  the  San  Francisco  War 
Chest,  which  begins  its  fund  raising 
campaign  in  October. 
ROBERT  J.  SMITH,  of  the  sales 
staff  of  WOR,  New  York,  last  week 
joined  the  station's  parent  network, MBS,  as  sales  representative. 

Available  also  to  agencies  and 
advertisers.  For  full  details,  write 

McDowell  Named  Head 

Of  So.  Cal.  Association 
LAWRENCE  W.  McDOWELL, 
commercial  manager  of  KFOX, 
Long  Beach,  has  been  elected 
president  of  the  Southern  Cali- 

fornia Broad- casters  Assn.  He 
succeeds  Harry 

W.  Witt,  South- ern California 
sales  manager  of 
CBS,  who  headed 
the  trade  associ- 

ation for  more 
than  two  years. 
McDowell  was 
SCBA  executive 
committee  chair- man for  the  past 

year. 

Duke  Hancock,  manager  of 
KGFJ,  Los  Angeles,  was  elected 
vice-president  of  the  association, 
with  Harry  Maizlish,  manager  of 
KFWB,  Hollywood,  taking  over  as 
secretary-treasurer.  Mrs.  Ethel 
Bell  was  elected  assistant  secretary- 
treasurer,  and  is  the  first  woman  to 
hold  an  executive  post  in  the  asso- 
ciation. 

McDowell 

McDonnell  Joins  KSFO 

KSFO,  San  Francisco,  has  named 
Frank  R.  McDonnell  director  of 
national  sales.  Mr.  McDonnell  for 
the  past  year  has  been  eastern  sales 
representative  for  WBBM,  Chica- 

go. For  three  years  prior  to  that 
he  was  with  Radio  Sales,  national 
spot  sales  division  for  CBS.  In 
San  Francisco  he  will  work  locally 
with  jobbers,  distributors  and  fac- 

tory representatives,  as  well  as 
handle  national  sales  for  the  sta- 

tion through  its  representatives. 
Weed  &  Co. 

Ernie  Wins 

ERNIE  SMITH,  baseball  sports- 
caster  handling  the  San  Francisco 
and  Oakland  baseball  broadcasts 
on  KROW,  Oakland,  Cal.  for 
Wheaties,  has  been  informed  by 
the  Knox  Reeves  Agency,  Min- 

neapolis, that  he  was  the  winner 
of  a  contest  among  all  "Wheaties" sportscasters.  He  was  awarded  a 
War  Bond.  Recently  General  Mills 
held  a  "copyless"  day  and  instruct- 

ed all  baseball  announcers  on  vari- 
ous stations  to  write  their  own 

copy  about  Wheaties.  Smith's  was declared  the  most  original  copy. 

WINFIELD  K.  LEVL  former  promo- 
tion manager  of  WSAI,  Cincinnati, 

who  Avas  a  selectee  last  November, 
last  week  was  commissioned  a  second 
lieutenant  in  the  Army  Air  Forces 
following  completion  of  the  officer 
candidate  course  at  Miami  Beach, 
Florida. 

BILL  IRVIN,  radio  editor  of  the 
Chicac/o  Times,  and  his  wife,  Doris 
Keane,  are  the  parents  of  a  boy, 
their  first  child. 

ERIK  BARNOUW,  freelance  script- writer and  teacher  of  a  radio  course 
at  Columbia  U.  has  joined  NBC  as  a 
script  editor,  succeeding  Brice  Dis- 
(pie,  Jr.,  who  resigned  recently  to  join 
the  Army  Air  Forces.  Mr.  I?arnouw 
will  report  to  Lewis  Titterton,  man- 

ager of  NBC's  script  division. 
FLYING  OFFICER  Andy  A.  Mc- 
Derniott.  in  charge  of  radio  for  the 
public  relations  director  of  the  Royal 
Canadian  Air  Force  with  headquar- 

ters in  Ottawa,  was  in  New  York 
last  week  to  contact  broadcasters  on 
ljublic  relations  matters  dealing  with 
the  RCAF.  Recently  he  became  the 
father  of  a  9-i)ound  boy. 

STEVE  HEALY,  formerly  with  the 
Southern  California  public  relations 
division  of  the  Treasury,  has  joined 
the  publicity  department  of  NBC, 
Hollywood.  He  succeeds  Matt  Barr 
who  resigned  to  become  publicity  di- 

rector of  KFI-KECA,  Los  Angeles. 

BILL  PARMELEE,  head  of  script 
department  of  KHJ,  Hollywood,  has 
resigned  to  enroll  in  a  business  ad- 

ministration course  at  Occidental  Col- 
lege, Cal,  Ray  Kemper  assumes  his duties. 

BILL  MOSHIER  celebrated  Sept.  11 
his  third  anniversary  on  KIRO. 
Seattle  with  his  773d  broadcast  of 
Farm  Forum. 
REX  DAVIS,  news  chief  of  WCKY, 
Cincinnati,  aired  a  summary  of  three 
years  of  World  War  II.  The  scrii^t 
will  be  printed  for  distribution. 

JACQUES  THIVIERGE,  french  pro- gram director  and  announcer,  and 
Andy  Stunarick,  announcer,  of  CKRN, 

Rouyn,  Que.,  have  joined  Canada's armed  forces. 
CLARENCE  LEISURE,  formerly  of 
KYA,  San  Francisco,  has  joined  the 
announcing  staff  of  KQW,  San  Jose. 
jMARVIN  STROH.  announcer  of 
CKVD.  Val  d'Or,  Que.,  has  joined  the Canadian  Army. 

%e  ALABAMA  TRIO 

c^^eis  \jou Complete  Coverage  Of  A  Great  Market 

And  A  10%  Saving! 

In  buying  radio  coverage — just  as  in  war  production  work — you 
need  the  right  combination  of  "tools"  to  get  the  job  done.  The 
"right  combination"  in  Alabama's  vast  war  production  market 
is  the  ALABAMA  TRIO.  These  three  stations  blanket  the  en- 

tire state  and  parts  of  six  others.  Look  into  the  BIG  savings 
offered  by  this  right  combination — 10%,  to  be  exact! 

George  E.  Halley 
TEXAS   RANGERS  LIBRARY 
HOTEL  PICKWICK    •    KANSAS  CITY,  MO. 
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EDWARD  RUBIN,  formerly  of  RKO 
Radio  Pictures  Inc.,  publicity  de- 

partment, ha.s  been  named  Hollywood 
consultant  to  the  radio  bureau  of  the 
Office  of  War  Information,  acting  as 
advisor  to  Nat  Wolff,  deputy  chief. 

ERNIE  SMITH,  sports  announcer  on 
the  KROW,  Oaldand,  Cal.,  baseball 
broadcasts  sponsored  by  General  Mills 
(Wheaties)  recently  received  a  War 
Bond  in  recognition  of  his  commercial 
copy.  Knox  Reeves  Adv.,  agency 
handling  the  account  had  instructed 
baseball  announcers  to  write  their 
own  coi^y  for  one  specified  broadcast. 

CONNIE  HAINES,  Hollywood  radio 
singer,  has  been  signed  as  featured 
vocalist  on  the  weekly  NBC  Ahlott  & 
Costello  Show  which  starts  Oct.  8 
under  sponsorship  of  R.  J.  Reynolds 
Tobacco  Co.  (Camel  cigarettes). 

BERNARD  YOUNG,  formerly  an- 
nouncer of  KTOL,  Toledo,  and  now  a 

private  in  the  Marines,  is  stationed  in 
Southern  California. 

WALTER  KANER,  publicity  direc- 
tor of  WWRL,  New  York,  has  taken 

on  additional  duties  as  advertising  and 
promotion  manager  of  Nu-Ox  Prod- 

ucts Co.,  New  York,  N.  Y. 

LT.  FRED  HORTON,  USNR,  for- 
merelj'  of  the  NBC  sales  department  is 
now  stationed  at  Panama  City,  Fla. 

GUY  W.  LOWE,  traffic  manager  of 
KXOK,  St.  Louis,  expects  to  be  called 
to  the  Army  shortly.  Bill  Gregory  of 
the  news  department,  enlisted  as 
Naval  aviation  cadet  and  left  recently 
for  pre-flight  training  at  Lambert 
Field.  Bob  Seat,  promotion  manager, 
on  the  Army  Air  Forces  reserve  list,  is 
awaiting  a  call  to  report  to  duty. 

JEANE  BROWN  (Mrs.  Elmer  Bos- 
selman),  musical  director  of  WOWO- 
WGL,  Fort  Wayne,  has  become  the 
mother  of  a  boy,  David.  Her  husband 
is  stationed  at  Camp  Chaffee,  Ark. 

JULIAN  SCHWARTZ,  political  re- 
porter of  the  Stamford  Advocate,  has 

joined  WSRR,  Stamford,  i-eplacing 
Harold  Yudain,  who  leaves  for  the 
Army. 
EDWARD  H.  LAUX,  night  news 
editor  and  .lately  assistant  sports  di- 

rector at  SVAAT,  Jersey  City,  has 
been  commissioned  first  lieutenant  in 
the  Army  Air  Forces  and  is  stationed 
at  Miami  Beach. 

RHODA.  LeCOCQ  LIPKE.  feature' writer  of  KIRO,  Seattle,  has  beoi 
sworn  in  as  officer-candidate,  Class 
V-9.  in  the  Women's  Naval  Reserves, 13th  Naval  district,  Seattle.  She  hopes 
to  do  jjublic  relations  and  radio  work 
for  the  AVAVES. 
GORDON  WHYTE.  freelance  writer 
and  producer,  has  joined  the  NBC 
production  staff,  i-eplacing  Lester  Vail, now  on  leave  to  direct  the  Theatre 
Guild  stage  show  Mr.  Sycamore. 
Writer  and  producer  of  the  Eveready 
broadcasts  on  NBC.  starting  in  1927, 
Whyte  later  joined  N.  W.  Ayer  & 
Sons,  New  York,  to  handle  early  pro- 

grams sponsored  by  R.  J.  Reynolds 
Tobacco  Co.  for  Camel  cigarettes. 
LT.  BRUCE  DENNIS,  formerly 
special  events  and  publicity  director 
of  W^GN,  Chicago,  has  completed  his six-week  indoctrination  course  at 
Dartmouth  and  will  be  stationed  in 
the  Navy  public  relations  division  in 
Chicago. 
GEORGE  J.  MANNINA.  assistant 
in  the  newsroom  of  WINS,  New  York, 
has  joined  the  Army,  and  is  currently 
stationed  at  Camp  Upton. 
WENDELL  NILES,  Hollywood  an- 

nouncer, has  been  given  that  assign- 
ment on  the  weekly  NBC  Boh  Hope 

Show,  sponsored  by  Pepsodent  Co. 
(toothpaste,  powder).  Norman  Mor- 
rell  and  Thomas  Conrad  Sawyer  are 
producer  and  director,  respectively  of 
Lord  &  Thomas  on  the  show  which 
resumes  Sept.  22,  following  a  sum- 

mer layoff. 

PRESTIGE 

the  Reward  of 20 of  Progress 

On  September  15th,  1942,  WSYR  enters  its 

twenty-first  year.  Through  two  full,  eventful 
decades  this  station  has  come  to  mean  certain 

things  to  the  people  of  Central  New  York. 

Noah  Webster  has  a  meaningful  word  for  what  we  feel  we've 

earned  over  these  twenty  years.  He  defines  it  as  "a  commanding 

position  in  men's  minds."  The  word  is  Prestige.  There  is  no 

substitute  for  this  in  any  community.  It's  the  final  seal  of  approval. 

To  our  neighbors,  here  in  this  big,  thriving,  busy  community, 

WSYR  has  real  meaning,  tested  by  time. 

WSYR  stands  for  True  Service  to  the  neighborhood... service 

that  is  felt  gratefully  by  hundreds  of  organizations  and  hundreds 

of  thousands  of  people  in  our  community. 

WSYR  stands  for  Integrity  ...  it  enjoys  the  trust  and  confi- 

dence inspired  by  twenty  years  of  sincere  patriotism  in  the  very 

best  traditions  of  radio  ...  by  twenty  years  of  fair,  accurate  news 

reporting  ...  by  unfailing  high  standards  of  entertainment — the 

best  that  money  can  buy,  brains  can  create  and  talent  can  devise. 

Finally  WSYR  stands  for  Friendliness  ...  a  quality  that  this 

neighborhood  feels  and  understands — and  generously  returtis. 

We,  here  at  WSYR,  are  deeply  grateful  to  the 

people  of  Central  New  York  whose  loyal  sup- 

port of  this  station  has  given  it  such  prestige. 

We  are  grateful,  too,  that  we  have  the  responsi- 

bility of  maintaining  this  reputation  for  the  next 

twenty  years. 

1922 

Syracuse,  N. Y. 

1942 
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GAYLORD  CARTER,  organist  of 
CBS,  Hollywood,  has  enlisted  in  the 
Army. 
HAL  SCHER,  announcer  of  CBS. 
Hollywood,  and  known  professionally 
as  Hal  Sawyer,  has  joined  the  Navy. 
He  married  Fay  Sawyer,  dancer  of 
Earl  Carroll  Theatre-Restaurant,  that 
city,  on  Sept.  12. 
PETER  DE  LIMA,  writer  on  the  staff 
of  KFI-KECA,  Los  Angeles,  has  been 
elevated  to  special  features  editor. 
Ken  Higgins,  announcer,  has  taken 
over  de  Lima's  former  duties,  and  in 
addition  several  production  assign- ments. 
ELIZABETH  BEMIS.  formerly  news 
commentator  of  WLW,  Cincinnati, 
has  joined  the  Hollywood  staff  of 
CBS,  and  on  Sept.  11  inaugurated  a 
twice-weekly  quarter-hour  evening 
commentarj'  on  West  Coast  stations 
of  that  network.  Styling  her  program 
as  "humanized  commentaries",  she  is 
the  West  Coast's  first  network  woman 
news  analyst. 

19th  Grid  Season 

FOR  the  19th  consecutive 
year,  WWJ,  Detroit,  will 
broadcast  the  entire  lO-game 
football  schedule  of  the  U  of 
Michigan  beginning  Sept.  26. 
Sponsor,  for  the  third  time, 
will  be  the  Automobile  Club 
of  Michigan.  Ty  Tyson  and 
Paul  Williams  will  be  at  the 
mike. 

BERT  NEVILLE,  auditor  of  KROT, 
Sacramento.  Cal..  has  been  com- 

missioned a  first  lieutenant  in  the 

Army  and  currently  is  at  Officers' Training  School,  Miami  Beach. 
ABBOTT  TESSMAN,  Hollywood  an- 

nouncer, has  been  assigned  to  the 
weekly  quarter-hour  BLUE  Pacific 
Coast  program,  Norman  Sper,  gridiron 
prognosticator,  which  started  Sept.  IS. 
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PETER  WHITTALL,  Winnipeg,  has 
joined  the  Prairie  Region  farm  broad- 

cast department  of  the  Canadian 
Broadcasting  Corp.  at  Winnipeg. 

BERNICE  WHITMAN,  former  sec- 
retary with  WOR,  New  York,  and  a 

graduate  of  Radclifife  College,  has 
joined  the  WAVES. 

WILLIAM  -J.  NELSON,  of  the  pro- 
motion department  of  WLS.  Chicago, 

and  Mary  Jane  Dewey,  of  Oak  Park. 
111.,  were  married  Aug.  29. 

DAVID  YOUNG,  former  chief  of  con- 
tinuity of  KH.J.  Los  Angeles,  has  been 

appointed  production  manager  of  the 
station  replacing  Jim  Burton,  who 
has  joined  Music  Corp.  of  America  as 
special  producer.  Other  appointments 
at  KHJ  include  Wallace  Ramsey  as 
chief  of  continuity,  and  Miss  Mary 
Ellen  Ryan  as  assistant  traffic  man- 

ager. TOM  TOWERS,  formerly  sports  an- 
nouncer of  KGMB,  Honolulu,  has 

been  assigned  an  instructor  of  aerial 
photography  at  West  Coast  Air  Forces 
Training  Center,  Santa  Ana,  Cal. 

HENRY  POOLE,  formerly  chief  en- gineer of  radio  stations  KWAL, 
Wallace.  Idaho  and  KRJF,  Miles  City, 
Mont.,  is  now  on  active  duty  with  a 
unit  of  the  Navy's  Air  Force  as  avia- tion radioman  first  class. 
RANDY  BLAKE,  formerly  announcer 
of  WHAS.  Louisville,  and  KNX, 
Hollywood,  and  before  that  vocalist  of 
WJJD,  Chicago,  has  rejoined  WJ.JD, 
as  an  announcer. 

A.  M.  WOODFORD,  production  di- 
rector of  WBAP-KGKO  enlisted  in 

the  Navy,  and  is  stationed  at  Farra- 
gut,  la.,  with  warrant  officer  rating. 
Gene  Reynolds  takes  Ms  place  at 
WBAP-KGKO. 
ESTHER  HUFF,  a  veteran  of  five 
years  in  radio,  joined  WEBR.  Buffalo, 
to  conduct  the  full  hour  Woman's Matinee. 
MATT  McENIRY  has  resigned  from 
KLZ.  Denver,  and  has  been  replaced 
by  Bob  Petri,  formerly  news  an- nouncer with  KOB,  Albuquerque. 
JOSEPHINE  MASON,  program  and 
traffic  director  of  WIRE,  Indianapolis, 
has  joined  the  program  and  traffic 
department  of  KOB,  Albuquerque. 
JACK  EARLE.  announcer  of  WJW, 
Akron,  has  left  to  attend  the  U  of 
Chicago.  Bob  Ingham,  formerlv  with 
WTOL,  Toledo,  KLO,  Ogden,  Utah, 
and  WJW  has  rejoined  the  staff  of 
WJW  as  sports  announcer.  Garde 
Chambers,  formerly  of  WHBC,  Can- 

ton, is  also  with  WJW. 

Elson  in  Na'vy 
BOB  ELSON,  World  Series  an- 

nouncer since  1929  and  sportscast- 
er  of  WGN,  Chicago,  for  the  past 
14  years,  on  Sept.  14  entered  the 

Navy  as  a  lieu- tenant senior 

grade  and  is  in deck  volunteer 
training  at  Great 
Lakes,  111.  Red Barber,  of  WOR, 

_  New   York,  will 
ij^gr/  replace  Elson  as 

d|^^i|P^^^  chief  announcer IHL  A  i^H  series broadcast  on 
MBS.  Elson 

broke  into  radio  in  1927  on  WAMD, 
Milwaukee,  moved  to  KWK,  St. 
Louis,  in  1928,  and  joined  WGN 
six  months  later  as  sports  an- 
nouncer. 

JOSEF  WASHINGTON  HALL. 
Hollywood  news  analyst  known  pro- fessionally as  Upton  Close,  is  the 
father  of  a  9-lb.  boy  born  Sept.  11. 

VAL  BROWN,  formerly  announcer 
of  KIEV.  Glendale,  Cal..  has  joined 
KHJ.  Hollywood,  in  a  similar  capac- 
ity. 

PHIL  GULLEY  has  resigned  at 
WCBI,  Columbus,  Miss.,  to  join 
WALA,  Mobile,  Ala.  Replacing  him 
will  be  Billy  McHan.  Jane  Burrous 
replaces  Ruth  Lee  on  WCBI. 
MORT  LAWRENCE,  who  resigned 
as  all-night  announcer  for  the  Daion 
Patrol  program  of  WIP,  Philadelphia, 
has  joined  WHN,  New  York. 
ANNEMARIE  EHLERS  has  joined 
the  continuity  department  of  WFIL. 
Philadelphia,  replacing  Rosalind 
Largman,  resigned. 
LEE  VINES,  announcer  of  WIP, 
Philadelphia,  has  resigned  to  join  a 
network  station  in  New  York. 

BETTY  BLACKBURNE,  former  so- ciety writer  for  the  Omaha  (Neb.) 
World-Herald  and  continuity  and 
script  writer  for  KOIL,  Omaha,  has 
joined  the  continuity  department  of 
WMBD,  Peoria,  111. 
CLAIRE  Mcmullen,  formerly  in 
the  advertising  service  department  of 
the  Chilton  Co.,  Philadelphia  publish- 

ing concern,  has  joined  the  promotion 
department  of  WFIL,  Philadelphia,  as 

copywriter. 
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LADIES 

CAROL  KING 

WHEN  a  famous  actr
ess  be- 

comes a  radio  voice,  she 
usually  keeps  her  name. 
But  Carol  King  didn't  want 

her  name  hitched  to  any  stars.  She 
was  well-known  as  Jean  Oliver,  a 
leading  lady  in  dramatics  through- 

out the  nation  for  a  decade.  How- 
ever, when  she  agreed  to  begin  a 

twice-weekly  series  of  news,  fea- 
tures and  women's  interviews  on 

WCKY,  Cincinnati,  she  insisted 
that  her  name  be  a  new  one,  both  to 
her  friends  and  radio  listeners.  She 
chose  Carol  King  as  her  'nom  de 
radio'. 

As  Jean  Oliver  she  made  her 
stage  debut  with  Grace  George  in 
"Ruined  Lady",  a  successful  Broad- 

way play.  Her  second  "debut"  as 
Carol  King  has  brought  her  equal 
acclaim  and  success.  For  a  year 
she  has  been  women's  news-fea- 

ture commentator,  intervie\ying 
women  in  Cincinnati  news  and 
those  of  national  interest  and 
prominence.  Her  programs  have 
become  so  popular  that  the  pro- 

gram was  recently  increased  to  a 
five-times-weekly  series. 

Carol  King  in  private  life  is  Mrs. 
L.  B.  Wilson,  wife  of  the  WCKY 
owner. 

CLIFF  HOWELL,  Hollywood  an- 
nouncer, has  been  assigned  to  the 

weekly  half-hour  CBS  news  dramati- 
zation, I  Was  There,  sponsored  by 

General  Petroleum  Corp.  He  replaces 
Art  Gilmore,  resigned.  Bob  Hafter  is 
producer. 

New  ASCAP 

Radio  Series 

now  available,  withoul 

charge,  lo  all  ASCAP 

Licensed  Stations.  Write 

or  wire  today- 

ASCAP 

Radio  Program  Service 
30  Rockefeller  Plaza 

New  York 

FRED  WEIHE,  freelance  producer  of 
New  York,  has  moved  to  Chicago  as 
producer  of  NBC  Lone  Journey. 
JOHN  THOMPSON  of  the  news  and 
special  events  staff  of  NBC-Chicago, 
is  the  father  of  a  girl  born  Sept.  5. 
JAMES  BUCHANAN,  formerly  of 
the  news  .staff  of  KMOX,  St.  Louis, 
has  rejoined  the  Chicago  office  of  UP. 
ELLEN  BOLTZ,  graduate  of  the 
Beck  School  for  Radio,  Minneapolis,  is 
announcer  of  KVOX,  Moorhead, 
Minn. 
MRS.  HUGO  BUTLER,  known 
professionally  as  Jean  Rouverol  and 
featured  as  Betty  in  the  NBC  One 
Man'n  FamUy,  sponsored  by  Standard 
Brands  Inc.  ( Fleischmann's  yeast), is  the  mother  of  a  girl  born  Sept.  11. 
BEN  ALEXANDER,  commentator- 
announcer  of  NBC,  Hollywood,  is  the 
father  of  an  SVz-lb.  boy  born  Sept. 13. 

FLOYD  RYEL.  announce  r  of 
WCAO,  Baltimore,  is  the  father  of  a 
girl,  Joyce  Eileen. 
TED  KIMBALL,  announcer  and 
farm  director  of  KSL,  Salt  Lake  City, 
entered  the  Naval  training  station  at 
San  Diego.  Cal.  He  hopes  to  do  work 
in  public  relations  and  recruiting. 

Hick s  in 5ervce 

GEORGE  HICKS  of  the  BLUE 
news  and  special  features  staff, 
this  week  left  the  network  on  a 
confidential  mission  as  BLUE  war 
correspondent  with  the  Navy. 
During  his  absence,  Joan  Harding, 
who  has  been  doing  the  Friday 
broadcasts  of  the  five-times-weekly 
Men  of  The  Sea  programs,  of 
which  Hicks  is  m.c,  will  also 
handle  the  Monday  and  Wednesday 
shows  from  Washington,  while 
Bill  Baldwin  will  take  the  Tuesday 
and  Thursday  stanzas  from  San 
Francisco. 

BOB  BOUCHIER,  graduate  of  the 
Beck  School  for  Radio,  Minneapolis, 
has  joined  the  staff  of  KOBH,  Rapid 
City,  S.  D. 
CY  HARRICE.  announcer  of  WLS, 
Chicago,  is  the  father  of  a  boy  born 
Aug.  2.5. 
HAROLD  SWISHER,  formerly  city 
editor  of  the  Hollywood  Citieen-News, 
has  been  appointed  UP  Pacific  Coast 
radio  news  editor  and  manager  with 
headquarters  in  Los  Angeles. 

HENRY  T.  MURDOCK,  former 
drama  editor  of  the  defunct  Phila- 

delphia Ei-ening  Ledger,  who  joined 
the  staff  of  WCAU,  Philadelphia, 
earlier  this  month  as  assistant  to  I'Cen- 
neth  W.  Stowman,  publicity  director 
and  station  promotion  head,  has  taken 
over  the  directorship  of  that  office.  Mr. 
Stowman  has  resigned  to  enter  the 
armed  forces.  Hugh  Walton  was  pro- 

moted to  suiiervi.sor  of  announcers  and 

Charles  deKlyn  took  over  Walton's 
post  as  head  of  the  transcriiition  de- 
j)artment.  .loe  Bolton  resigned  from 
the  announcing  staff  and  Carl  Owen 
has  been  appointed  morning  supervisor. 
Two  more  staff  members  have  enlisted 
in  the  Army.  .Joey  Kearns,  musical 
director  of  WCAU  for  the  past  three 
years,  reports  for  active  duty.  His 
succes.sor  will  be  Jimmy  Warrington, 
staff  arranger.  Bob  Laui-ence  resigned from  the  news  staff  to  enlist  in  the 
Army. 

JOHN  HOPKINSON,  for  six  years 
a  salesman  at  WJ.JD,  Chicago,  was 
inducted  into  the  Army  at  Camp 
Grant,  III.,  Sept.  18.  Newcomer  to 

the  station's  announcing  staff'  is  Rad- 
dy  Blake,  formerly  of  KNX,  Holly- 

wood, and  WHAS,  Louisville. 

CONSECUTIVE 

MONTHS  OF  GAIN! 

FOR  32  consecutive  months,  WGN  has  shown  an 

increase  over  the  corresponding  month  of  the 

previous  year  in  local  and  national  spot  time  sales. 

Here  is  testimony  in  advertisers'  dollars  to  the 
effectiveness  of  advertising  on  WGN. 

These  32  months  of  gain  are  even  more  remark- 

able when  you  consider  that  WGN's  volume  of  local 

and  national  spot  time  is  greater  than  all  other 

50,000  watt  Chicago  stations  combined. 

A  Clear  Channel  Station 

50,000  Wafts 

MUTUAL 

BASTERN  SALBS  OFFfCf :  220  f .  42nd  Street,  New  York,  N.  Y. 

720  Kilocycles 

BROADCASTING  SYSTEM 

PAUL  H.  RAYMBR  CO.,  Los  Angeles,  Cal.,  San  Francisco,  Cal. 
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CBC  Thomson  Decision 

Delayed  Pending  Probe 
RECOMMENDATION  of  the  ap- 

pointment of  Dr.  J.  S.  Thomson, 
president  of  the  U  of  Saskatche- 

wan, to  be  general  manager  of  the 
Canadian  Broadcasting  Corp. 
[Broadcasting,  Sept.  7]  has  been 
referred  back  to  the  CBC  Board 
of  Governors  by  the  Canadian  gov- 

ernment, according  to  J.  T.  Thor- 
son,  National  War  Service  Minis- 

ter. The  recommendation  was  sent 
back  on  a  question  of  salaries,  the 
CBC  Board,  of  which  Dr.  Thom- 

son is  a  member,  recommending 
$15,000  for  Dr.  Thomson,  $14,000 
each  for  Maj.  Gladstone  Murray, 
present  general  manager,  and  Dr. 
Augustin  Frigon,  assistant  general 
manager. 

The  government  did  not  ques- 
tion the  appointment  of  Dr.  Thom- 
son, Mr.  Thorson  said.  The  sole 

point  at  issue  was  the  salaries.  He 
declined  to  comment  further,  but  it 
is  understood  the  government  felt 
the  salaries  were  too  high. 

WELCOME  TO  SCHENECTADY! 

WGY  Helps  Build  Community  Morale  and  Friendliness 

 Through  Weekly  Dramatic  Broadcasts  
DEDICATED  to  neighborliness 
and  to  an  appreciation  of  the 
"home  town,"  WGY,  Schenectady, 
has  been  airing  Your  Home  Town, 
Monday  night 

quarter-hour. Recently  there 
has  been  an  in- 

flux of  war  work- 
ers and  the  city 

has  been  con- 
fronted with  a 

problem  of  mor- 
ale which  has 

been  met  partially 
by  the  YMCA, 
the  YWCA, 
churches  and  industrial  organiza- 

tions. These  have  tried  to  make 
the    workmen,    their    wives  and 

Mr.  Peare 

children  feel  at  home.  Radio  has 
cooperated  to  help  impart  friend- 

liness to  the  stranger  by  producing 
an  informal  dramatic  program 
weekly.  The  idea  was  conceived 
by  Robert  S.  Peare,  manager  of 
Broadcasting  and  publicity  for 
General  Electric.  It's  the  story  of 
Schenectady  in  the  making,  from 
its  earliest  settlement  in  the  days 
when  the  nation  was  young,  to  the 
development  of  a  city  whose  pop- 

ulation has  jumped  to  six  figures. 

Community  Life 

The  writer,  Charles  H.  Huntley, 
uses  narrative  and  dramatic  dia- 

logue to  make  historical  charac- 
ters and  events  real.  Lively  hu- 
man interest  sketches  and  dramatic 
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episodes  are  highlighted  by  the 
WGY  Players,  oldest  dramatic 
group  in  radio.  Older  residents 
are  encouraged  to  make  the  new- 

comer feel  he  is  "home".  New- comers and  established  residents 

are  made  conscious  of  the  city's 
life  and  problems.  They  are  en- 

couraged to  have  a  share  in  pro- 
moting its  welfare,  through  know- 

ing the  city. 

The  scripts  appear  to  be  achiev- 
ing their  purpose.  Dr.  Dixon 

Ryan  Fox,  president  of  Union  Col- 
lege, wrote  to  Author  Huntley: 

"When  I  think  of  the  stodgy,  com- 
monplace history  talks  that  most 

of  us  have  given  over  the  radio,  I 
am  the  more  impressed  with  the 
liveliness  and  human  interest  that 
has  been  worked  into  your  pro- 

gram." 

Arthur  Pound,  State  Historian, 
has  expressed  interest  in  the 
broadcasts,  and  others  have  writ- 

ten appreciation.  Some  have 
added  to  the  historical  data  and 
have  aided  in  clarifying  contro- 

versial points.  One  compliment 
was  especially  appreciated  by  the 
author.  It  came  from  a  sixth- 
grade  student.  He  wrote  that  he 
liked  Your  Home  Town  "because  I 

could  understand  it." 
Mr.  Huntley,  who  is  with  Gen- 

eral Electric,  was  for  many  years 
chief  editorial  writer  on  the 
Schenectady  Gazette.  Since  1904, 
when  he  came  to  the  city,  he  has 
been  a  keen  student  of  the  history 
of  the  Mohawk  Valley. 

Federal  Judge  Barnes 

Faces  Busy  Radio  Season 
JUDGE  JOHN  P.  BARNES  of  the 

U.  S.  District  Court  for  the  North- ern District  of  Illinois,  Chicago,  is 

going  to  have  a  busy  fall  and  win- ter court  session  hearing  four 

major  cases  involving  radio  litiga- 
tion. 

The  Dept.  of  Justice  suit  against 
Petrillo's  AFM  has  been  set  for 
hearing  before  Judge  Barnes  on 
Oct.  12.  He  will  also  hear  the  Gov- 

ernment's anti-trust  actions  against 
RCA-NBC  and  against  CBS  as 
well  as  the  MBS  $10,000,000  triple 

damage  suit  against  RCA-NBC. 
The  latter  three  cases  are  tenta- 

tively on  the  docket  for  Dec.  11. 

NED  LEFEVRE,  NBC  announcer, 
will  marry  Barbara  Ludd.y,  actress  in 
NBC's  Lonely  Women,  Sept.  18,  in 
Winnetka,  111.  Mrs.  Joseph  Ainley, 
known  to  NBC  listeners  as  Betty  Lou 
Gerson  will  be  matron  of  honor. 
Ushers  will  be  Michael  Roy,  BLUE 
M.  C.  and  Dave  Garroway,  NBC  an- nouncer. 

A/afif.  you  cAUTGeTMe  on  voue AHH.  THERE 'S  NO  RADIO  OH  BOARD 
MO  I  WANr  TO  USTCN  TO 

KXOK ST.  LOUl%,  MQ, 

630    KG.    5000   WATTS    DAY  AND 
NIGHT    if    BLUE  NETWORK 
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is  the      _  I 

Matcltandi5ln^  &  J^iomotlon 
Klenzol  Search — Trick  Wallets — Cash  &  Chips — Gridiron 

Tips — Plugs  About  the  War 

NU-OX  PRODUCTS  Co.,  Lo
ng 

Island  City,  N.  Y.,  in  a  fall 
newspaper  and  radio  cam- 

paign for  Klenzol,  a  soapless 
cleaner,  will  launch  a  half-hour 
program  on  WWRL,  New  York, 
which  will  feature  two  contests, 
for  a  13-week  period,  starting 
Sept.  28. 

Titled  Klenzol  Talent  Quest,  the 
program  will  sponsor  a  competition 
for  the  Klenzol  Poster  Girl  of 
1943.  In  addition,  the  program  will 
seek  the  most  talented  amateur 
in  New  York,  the  contestants  fur- 

nishing the  talent  on  the  broadcast. 

Winners  on  each  week's  program will  be  chosen  by  the  amount  of 
studio  applause  they  receive.  Fin- 

alists will  be  selected  by  both  lis- 
tening and  studio  audience.  Each 

vote  cast  is  to  be  accompanied  by 
a  box  top  or  wrapper  from  a  Klen- 

zol container.  Cash  prizes  will  be 
awarded  in  both  contests.  Three 
winners  of  the  Poster  Girl  con- 

test will  receive  a  free  scholarship 
to  the  Barbizon  Model  School. 

Nu-Ox  continues  spot  announce- 
ments on  WINS  and  WEVD,  New 

York,  started  in  the  early  part  of 
the  year.  Walter  Kaner,  newly  ap- 

pointed advertising  and  promotion 
manager  for  the  firm,  placed  the 
account.  Kaner  is  also  publicity 
director  of  WWRL. 

Sales  Reminder 

ADVERTISING  managers,  time- 
buyers  and  national  and  local  ac- 

count executives  are  receiving 
plastic  letter  openers  attached  to 
a  calling  card  and  pointing  force- 

fully to  the  heart  of  the  sales 
message  of  KSL,  Salt  Lake  City. 

WILLIAM  L.  SHIRER,  CBS  news 
analyst,  resumed  his  Sunday  news 
program  on  CBS  Sept.  20,  having  re- 

turned from  his  first  vacation  since 
the  start  of  World  War  II.  While  va- 

cationing on  Long  Island  with  his 
wife  and  two  children,  Shirer  complet- 

ed work  on  a  new  drama  of  continen- 
tal Europe  in  the  1930's. 

BEXNIE  BEARDSLEY  is  the  first 
feminine  announcer  on  WRBL.  Col- 

umbus, Ga.  Two  other  women,  Billie 
Wismer  and  Gertrude  Handley.  will 
soon  join  her. 

WEAF  Gifts 

WEAF,  New  York,  in  remem- 
brance of  its  20th  anniversary  on 

Aug.  16,  1942,  is  sending  out 
"birthday  gifts"  to  radio  editors 
and  advertisers  consisting  of  black 
leather  wallets  with  trick  elastic 
holders  for  bills,  initialed  for  the 
individual  and  with  the  letters 
WEAF. An  enclosed  card  inside  tells  the 

recipient  "If  you  can't  make  it 
work,  simply  call  CI  7-8300— ask 
for  your  favorite  WEAF  sales- 

man. He'll  be  glad  to  come  by  and 
not  only  show  you  how  it  works — 
but  how  to  keep  it  filled." 

Chips  and  Cash 
TEN  large  bags  of  potato  chips 
and  prizes  of  $10  in  cash  go  each 
week  to  listeners  who  most  nearly 
predict  the  correct  final  scores  of 
three  football  games  chosen  by 
Sportscaster  Morey  Owens  in  his 
five-minute  show.  Football  Fore- 

cast, on  WROK,  Rockford,  111.,  a 
five-nights-weekly  broadcast  spon- 

sored by  Blue  Star  Potato  Chips. 

WNOX  Booklet 

SIX  years  of  the  WNOX  Mid- 
day Merry-Go-Round  is  reviewed 

in  a  14-page  booklet  distributed  by 
that  Knoxville  station  to  exploit 
its  85-minute  six-weekly  participat- 

ing show.  Booklet  contains  testi- 
monials, information  about  the  tal- 

ent, program  response,  and  sales data. 

Grid  Schedule 
OFFICIAL  SCHEDULE  of  all  pro 
National  League  Football  games  is 
being  offered  during  baseball 
broadcasts  on  WHN,  New  York,  to 
tie  in  the  station's  coming  broad- 

casts of  all  New  York  Giants  grid- 
iron games.  P.  Lorillard  Co.,  New 

York,  is  the  sponsor  for  both  series. 

War  Plugs 

INCORPORATING  a  plug  for 
patriotism,  announcers  of  KNX, 
Hollywood,  seven  times  daily,  fol- 
lovvang  station  identification,  intro- 

duce a  phrase  merchandising  na- 
tional morale.  Typical  is  "when 

you  buy  a  bootleg  tire  you  help  a 
thief  and  betray  a  soldier." 

•  $60,000^000.00  victory  project*  comes  to 

WJHUs  primary  coverage  area.  16,000  new 

workers  plus  their  families  are  booming  this 

area's  retail  sales.  WJHL  is  the  only  single 
medium  that  can  reach  this  new  market. 

*  IN  ADDITION  TO  TWO  $25,000,000  TVA  DAMS  NOW  UNDER  CONSTRUCTION. 

1000  WATT  •  910  KC  *  NBC  BLUE 

SPOT  SALES,  Inc. 
Representatives 

WJHL Johnson  City,  Tenn. 

W.  Hanes  Lancaster 
Manager 

CASH  INCOME  ^''o  GOVT.  PAYMENTS 
Source:    —    Department    of    Agriculture,  1910 

1 

N  B  C FREE  &  PETERS.  INC.  National  Representatives 
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BALTIMORE'S  BLUE 

>^  NETWORK 
OUTLET 

WILLARD  E.  HENGES,  with  Gray- 
bar Electric  Co.  since  1913.  has  been 

aiipointed  district  manager  at  Gray- 
bar-St.  liouis.  rephicing  George  Cor- 
rao,  who  will  retire. 
JOHN  F.  PRICE,  vice-president  and 
account  executive  in  the  Chicago  office 
of  Sherman  K.  Ellis  &  Co.,  and  E.  S. 
Pratt,  vice-president  in  charge  of 
media  in  the  firm's  New  York  office, have  been  elected  directors  of  the 
agency. 
DEAN  L.  SIMMONS,  radio  director 
of  the  Mayers  Co.,  Los  Angeles  agency, 
and  Pauline  Dockter  were  married 
Sept.  12  in  that  city. 

TED  SHERDEMAN,  writer-producer 
of  Young  &  Rubicam,  has  been  com- 

missioned a  lieutenant  in  the  Army, 
and  has  been  assigned  to  the  Holly- 

wood staff  of  the  Special  Services  De- 
partment. Working  under  Major  Tom 

Lewis,  he  is  associated  with  Capt. 
Mann  Holiner  and  Capt.  True  Board- man. 
KENNETH  C.  GUNTER,  production 
manager  of  Anderson,  Davis  &  Platte. 
New  York,  has  taken  on  the  additional 
duties  of  office  manager. 
HENRY  H.  BARNPIART  Jr.,  for- 

merly of  the  copy  department  of  J.  M. 
Mathes  Inc.,  New  York,  has  joined 
Federal  Adv.  Agency,  New  York,  in  a 
similar  capacity. 
DORA  MAY  TALCOTT.  formerly 
of  the  pul)licity  department  of  BBDO, 
New  York,  has  joined  the  Institute  of 
Public  Relations,  New  York. 
FLETCHER  TURNER,  of  the  radio 
department  of  J.  M.  Mathes  Inc.,  New 
York,  is  the  father  of  a  baby  girl, 
named  Jane  Lippincott.  Mrs.  Turner, 
the  former  Dorothy  Lippincott,  was  at 
one  time  in  the  agency's  publicity  de- 
partment. 

HEAdniB'SSTR 

QOQL 

^    tti  Nature  it  b  Instinct 

In  Business  it  is  Experience 

Our  experience  is  a  constant  asset  to  our  clients 

flno  compflnv 

NEW  YORK  •  DETSOiT  •  CHICAGO  •  SAN  FRANCISCO 

Reggie  Schuebel  Heads 
Duane  Jones  Media  Staff 

REGGIE  SCHUEBEL,,  former  ra- 
dio director  of  the  Blow  Co.,  New 

York,  who  resigned  from  that 
agency  July  6  after  11  years  in  its 
radio  department  [BROADCASTING, 
July  13],  has  joined  Duane  Jones 
Co.,  New  York,  as  media  director. 
According  to  the  Agency,  Miss 
Schuebel  will  have  complete 
charge  of  the  media  department, 
with  particular  reference  to  radio 
timebuying  and  station  relations. 

Prior  to  joining  Blow  back  in 
December,  Miss  Schuebel  handled 
advertising  production  for  Popular 
Radio  Magazine  while  working  for 
E.  R.  Crow,  publishers  representa- 

tive for  various  pulp  magazines.  At 
Blow,  she  became  secretary  to  Mil- 

ton Blow,  president  of  the  agency, 
later  taking  over  the  Bulova  Watch 
Co.  account  and  finally  assuming 
the  position  of  radio  director  for 
Biow's  many  radio  accounts. 

SHERWOOD  ARMSTRONG,  ac- 
count executive  of  Lord  &  Thomas, 

Los  Angeles,  has  joined  the  Coast 
Guard.  He  married  Pamela  Drake, 
of  Beverly  Hills,  Cal.,  on  Sept.  10. 

WARREN  P.  FEHLMAN,  head  of 
the  Huntington  Park,  Cal.  agency 
bearing  his  name,  is  recuperating  from 
an  appendicitis  operation. 

ALFRED  STANFORD  has  resigned 
as  vice-president  and  director  of 
Compton  Adv.,  New  York,  to  accept 
a  commission  as  lieutenant  commander 
in  the  Navy.  Raymond  E.  Jones  Jr., 
formerly  of  the  firm's  radio  depart- ment, has  also  joined  the  armed 
forces.  He  is  in  the  Army. 

ALLAN  RADER.  copywriter  of 
Young  &  Rubicam,  New  York,  has 
joined  the  Navy,  and  James  O'Neill, 
agency's  assistant  director  on  the West  Coast,  has  been  drafted. 

FRANK  O'CONNOR  of  the  produc- tion staff  of  J.  Walter  Thompson 
Co.,  New  York,  where  he  has  handled 
commentators  and  sportscasting  shows, 
is  in  the  Army. 

ROBERT  SALTER,  formerly  in  the 
radio  department  of  Buchanan  Adv.. 
New  York,  has  joined  D'Arcy  Adv. Co..  New  York,  as  assistant  to  Paul 
Dudley,  radio  director.  Dudley  is  cur- 

rently writing,  directing  and  produc- 
ing the  Spotlight  Bands  xorogram  on 

BLUE  for  Coca-Cola. 

CAMPBELL-MITHUN,  Minneapolis, 
has  opened  a  Chicago  service  office  in 
the  Palmolive  Bldg.,  it  was  an- 

nounced by  Ralph  B.  Campbell,  presi- 
dent, who  was  in  Chicago  last  week 

setting  up  the  office.  Telephone  is 
Superior  8350. 

Blow  L.  A.  Office 

Blow  Co.  has  established  West 
Coast  radio  production  offices  in 
Columbia  Square  Bldg.,  6111  Sun- 

set Blvd.,  Hollywood.  Vick  Knight, 

recently  appointed  the  firm's  radio department  executive  producer,  will 
divide  his  time  between  that  office 
and  New  York,  supervising  various 
sponsored  shows  produced  by  that 
agency.  Myron  Dutton,  formerly 
producer  of  NBC,  Hollywood,  who 
joined  the  agency  in  a  similar  ca- 

pacity, is  currently  assigned  to  the 
weekly  NBC  Johnny  Presents 
Ginny  Simms,  sponsored  by  Phillip 
Morris  Co.  (cigarettes).  Ethlyn 
(Skip)  Bookwalter,  formerly  in 
charge  of  the  script  department  of 
CBS,  Hollywood,  has  been  made 
agency  office  manager  in  that  city. 

Everling's  Agency 

LAWRENCE  I.  EVERLING,  with 
Philadelphia  agencies  for  20  years, 
has  opened  an  agency  under  his 
name  in  Philadelphia  with  offices  at 
1700  Walnut  St.  His  list  of  clients, 
headed  by  the  Adam  Scheldt  Brew- 

ing Co.,  Norristown,  Pa.,  are  those 
with  whom  he  has  been  associated 
for  some  time.  Until  opening  his 
own  agency,  Mr.  Everling  was  ac- 

count executive  of  Carter-Thom- 
son Co.,  Philadelphia  advertising 

agency  which  went  out  of  business 
earlier  this  month.  Russell  K.  Car- 

ter, for  11  years  president  of  the 
Carter-Thomson  Co.,  joined  Gray 
&  Rogers,  Philadelphia  agency,  as 
account  executive.  Stuart  R.  M. 
Thomson,  partner  in  the  defunct 
agency,  has  become  advertising 
manager  of  the  John  Middleton, 
Inc.,  Philadelphia  tobacco  concern, 
whose  account  he  previously 
handled. 

Harry  Meyer 

HARRY  MEYER,  outstanding 
figure  in  St.  Louis  in  the  advertis- 

ing field  for  20  years,  died  Sept.  11. 
Born  in  Dauborn,  Germany,  in 

1865,  and  educated  at  Frankfort- 
Au-Mein,  he  came  to  the  United 
States  as  a  boy  of  16  years  and  be- came interested  in  advertising  in 
Fort  Worth.  He  went  to  St.  Louis 
in  1898  where  in  1901  he  and 
Major  Robert  E.  Lee  organized 
the  St.  Louis  Advertising  .Club 
originally  called  the  St.  Louis 
Men's  League.  He  was  the  club's first  president.  For  20  years,  he 
has  been  with  Ross-Gould  Co.  as 
its  first  vice-president  in  charge  of advertising. 

Butler  to  McCann-Erickson 
WILLARD  BUTLER,  formerly 
radio  timebuyer  of  Erwin,  Wasey 
&  Co.,  New  York,  on  Sept.  21  will 
join  McCann-Erickson,  New  York, 
in  a  similar  capacity,  succeeding 
0.  M.  Schloss  Jr.,  who  is  joining 
the  station  relations  department 
of  the  BLUE  Network.  Prior  to 
his  timebuying  postion  at  Erwin, 
Wasey,  where  he  had  been  handling 
that  agency's  varied  spot  radio  ac- 

counts, Mr.  Butler  was  with  NBC 
for  nine  years.  He  joined  the  net- work in  1933  and  became  manager 
of  the  spot  and  local  sales  traffic division. 

WGBR,  Goldsboro,  N.  C.  has  ap- 
pointed Forjoe  &  Co.  as  exclusive 

national  representative,  effective  im- mediately. 

The  SONG  HITS 

from 

Walt  Disney's  Feature  Picture 

Bambi 
•k  Love  Is  a  Song 

-k  Twitterpated 
-k  Thumper  Song 

k  Let's  Sing  a  Gay 
Little  Spring  Song 

k  Little  April  Shower 

Broadcast  Music,  Inc. 
  580  Fifth  Avenue   

^— — •  New  York  City 
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New  Transmitter 

Opened  by  KMPC 

lO-kw.  RCA  Plant  Is  Put  in 

Service  at  Beverly  Hills 

HAVING  overcome  many  priority 
obstacles  occasioned  by  the  war, 
KMPC,  Beverly  Hills,  Cal.,  on 
Sept.  18  dedicated  its  new  10,000- 
watt  RCA  transmitter  and  put  the 
equipment  into 
operation  with  an 
18-hour  salute  to 
American  heroes. 

With  consent  of 
advertisers,  a  1 1 
commercials  were 
cancelled  for  the 
period.  Cooperat- 

ing with  the 
Treasury  Dept., 
the  full  18  hours  Mr.  Reynolds 
were  given  over  to  accelerating  sale 
of  War  Bonds  and  Stamps.  Goal 
was  set  at  $180,000  for  the  day. 

On  the  program  were  mayors  of 
44  towns  in  Southern  California, 
as  well  as  industry  and  civic 
leaders,  defense  workers  and  labor 
organization  heads.  Participating 
in  the  station's  initial  broadcast 
under  the  new  power  increase  were 
many  noted  Hollywood  film  and 
radio  personalities.  All  talent  were 
required  to  make  bond  purchases. 

Unique  Transmitter 

Complimenting  their  sister  sta- 
tion, WJR,  Detroit,  and  WGAR, 

Cleveland,  sent  special  transcribed 
programs.  G.  A.  (Dick)  Richards 
is  president  of  the  holding  company 
operating  those  stations. 

The  new  plant,  RCA  throughout, 
was  installed  at  an  overall  cost, 
including  transmitter  building, 
equipment  and  site,  of  approxi- 

mately $110,000,  according  to 
Robert  0.  Reynolds,  general  man- 

ager of  KMPC.  Transmitter  is 
located  in  North  Hollywood,  with 
studios  at  9631  Wilshire  Blvd., 
Beverly  Hills.  Power  increase  was 
granted  KMPC  Sept.  3,  1941. 

The  new  directional  transmitter, 
said  to  be  the  only  one  of  its  kind 
released  by  RCA,  was  set  up  under 
direction  of  Lloyd  Sigmon,  chief 
engineer,  with  assistance  of  Morrie 
Pierce,  chief  engineer  of  WGAR. 
Station  has  operated  on  5,000  watts 
day  and  1,000  night  since  1940. 
Prior  to  that  KMPC  operated  on 
500  watts  as  a  time-sharing  sta- 

tion. It  retains  its  clear  channel 
frequency  of  710  kc. 

Coast  Series 

PACKARD-BELL  Co.,  Los  Ange- 
les (radio  and  equipment  mfrs.), 

dormant  for  many  years,  on  Oct. 
11  starts  sponsoring  a  weekly 
quarter-hour  dramatized  narrative 
program.  Newsmakers,  on  5  NBC 
Pacific  Coast  stations  (KFI  KPO 
KGW  KOMO  KMJ),  Sunday,  3:45- 
4  p.m.  (PWT).  Contract  is  for  52 
weeks.  Written  by  Warren  Lewis, 
series  will  dramatize  stories  of  liv- 

ing heroes.  Larry  Keating  has 
been  signed  as  narrator-announcer, 
with  Arnold  Marquis  as  director. 
Barton  A.  Stebbins  Adv.,  Los  An- 

geles, has  the  account. 

AGEICY 

HERBST  &  KLEIN,  Philadelphia  (jewel- 
ers), to  Stewart-Jordon  Co.,  Philadelphia, 

William  H.  H.  Neville  aceount'^  executive. 
BANKERS  LIFE  Co.,  Des  Moines  (in- 

surance), to  MacFarland,  Aveyard  &  Co.. 
Chicago.  National  magazines  will  be  used 
beginning  in  December.  Other  media  plans 
undecided. 
LIBERTY  MAGAZINE.  New  York,  to 
Erwin,   Wasey  &  Co.,   New  York. 
SWIFT  &  Co.,  Chicago,  (soap  products, 
ice  cream,  oleomargine)  to  Needham, 
Louis   &  Brorby,  Chicago. 
COOPERATIVE  LEAGUE  OF  THE  U.  S., 
New  York,  (League  activities)  to  Atherton 
&  Currier,  Inc.,  New  York.  Radio  and 
newspapers. 

TUCKO  Corp.,  Fort  Worth,  (Athlete's Foot  Remedy)  to  Cole  &  Co.,  Memphis. 
Radio   and  newspapers. 
WHITE   LABS.,   Newark,    (Clo-Trate)  to 
Lawrence    Everling    Adv.,  Philadelphia. 
DOVER  BREWERIES,  Hartford,  Conn.,  to 
H.   A.   Salzman   Inc.,   N.   Y.   Using  spot 
announcements  in  New  England  markets. 

Anne  Director  Heads 

KQW  Sales  Promotion 
ANNE  DIRECTOR,  formerly  with 
J.  Walter  Thompson  Co.,  San 
Francisco,  and  Erwin,  Wasey  & 
Co.,  has  been  named  sales  promo- 

tion manager  of  KQW,  San  Fran- 
cisco, according  to  Ralph  R.  Brun- 

ton,  president. Miss  Director  succeeds  C.  W. 
Reed  who  has  joined  Batton,  Bar- 

ton, Durstine  &  O  shorn  agency. 
With  J.  Walter  Thompson,  Miss 
Director  had  charge  of  radio  ad- 

vertising, promotion  and  publicity 
for  Seattle,  Los  Angeles  and  San 
Francisco  accounts. 

RCA  Dividend 
RCA  board  of  directors  declared 
quarterly  dividends  of  87%  cents  per 
share  of  $3. .50  first  preferred  stock 
and  $1.25  per  share  of  "B"  preferred, 
at  the  Sejit.  11  board  meeting.  Divi- dends cover  the  period  from  July  1  to 
Sept.  30  and  are  payable  to  stock- 

holders of  record  at  the  close  of  busi- 
ness Sept.  21. 

Wylie  To  Ayer 
MAX  WYLIE,  former  vice-presi- 

dent in  charge  of  radio  of  Blackett- 
Sample-Hummert,  Chicago,  who  re- 

signed Aug.  15  from  that  posi- tion is  joining 

the  radio  depart- ment of  N.  W. 
Ayer  &  Son,  New 
York,  in  an  exe- cutive capacity, 

effective  Sept.  21. 
Prior  to  his  year 
and  a  half  with B-S-H,  M  r  . 

Wylie  was  script 
editor  of  CBS 
v/ith  headquart- 

ers in  New  York.  He  is  well  known 
for  his  annual  publications  of  the 
"Best  Broadcasts"  of  the  year,  the 
current  volume  being  due  for  pub- 

lication this  fall.  The  exact  nature 
of  his  duties  at  Ayer  were  not 
revealed  by  the  Agency. 

Mr.  Wylie 

WEIM,  Fitch  burg,  Mass.,  has  ap- 
pointed Burn-Smith  Co.,  as  national 

representative. 

All  o/  MS  at  the  WM\cx(\^iQxs 

are  both  proud  and  humble  to 

have  important  assignments  in 

defeating  Americans  enemies. 

all  of 

lhat  our  efforts  have  justified 

the  award  of  the  famous  Army- 

Navy  "E"  flag  is  a  great  honor. 
We  shall  keep  it  proudly  flying. 

ers 
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THE  ouitneii  OF 

BROADCASTING 

STATION  ACCOUNTS 

sp — Btudio  programs 
ne — news  programs 
t — transcriptions 

sa — spot  announcements 
ta — transcription  announcements 

WHK-WCLE,  Cleveland 
Dr.  W.  B.  Caldwell,  Inc.,  Monticello, 

111.  (Dr.  Caldwell's  Laxative  Senna), ta,  thru  Sherman  &  Marquette,  Inc..  Chi- cago. 
Grove  Labs.,  Chicago  (Bromo  Quinine), 

66  ne  thru  Russel  M.  Seeds  Co.,  Chi- 
cago. 

Belgian  Information  Center,  N.  Y.,  2  ve 
weekly,  13  weeks,  thru  Albert  Frank- Guenther  Law,  N.  Y. 

Haitung  Aircraft  Corp.,  Cleveland  (air- 
craft school),  1  sp  weekly,  direct. 

Marlin  Firearms  Co.,  New  Haven,  Conn, 
(razor  blades),  5  ta  weekly,  13  weeks, 
thru  Craven  &  Hedrick,  N.  Y. 

Sunway  Vitamin  Co.,  Chicago,  1  sp  week- 
ly, thru  Sorensen  &  Co.,  Chicago. 

General  Motors  Corp.,  Detroit,  (automo- bile products),  1  sp  and  t  weekly,  13 
weeks,  thru  Campbell-Ewald.  Detroit. 

Manhattan  Soap  Co.,  N.  Y.  (Sweetheart 
soap ) ,  3  >i€  weekly,  1  year,  thru  Frank- 

lin Bruck   Adv.   Corp.,   N.  Y. 
WRC,  Washington 

C    &    P    Telephone    Co.,    Washington,  4 
sa    weekly,    4    weeks,    thru    Henry  J. 
Kaufman,  Adv.,  Washington. 

Douglas  Shoe  Co.,  Boston,  3  sa  weekly,  13 
weeks,  thru  H.  Cabot  &  Co.,  Boston. 

Grabosky    Bros.,    Philadelphia,  (Amerada 
cigars)    39   sa   thru   Harr>-  Feigenbaum Adv.    Agcy,  Philadelphia. 

Griffin  Mfg.  Co.,  Brooklyn,  (shoe  polishes), 
3   sa   weekly,   52  weeks,   thru  Berming- 
ham,  Castleman  &  Pierce,  N.  Y. 

Johnson  &  Johnson,   New  Brunswick,  N. 
J.,     (surgical    dressings),    170    sa,  thru 
Young  &  Rubicam,  N.  Y. 

Phillips    Packing    Co.,     Cambridge,  Md., 
(Phillips   soups),    156   sa   thru  Aitken- 
Kynett  Co.,  Philadelphia. 

Rice-Schmidt     Baking     Co.,  Washington, 
(bread),    84    sa,    thru    W.    A.  Schautz. N.  Y. 

WIND,  Chicago-Gary 
Rit  Products  Corp.,  Chicago  (dyes),  11  sa 

weekly,  15  weeks,  thru  Earle  Ludgin  Inc., 
Chicago. 

Ward  Baking  Co.,  Chicago  (bread,  cakes), 
1  sa  weekly,  thru  W.  E.  Long  Co.,  Chi- 
cago. 

Chicago  Sun.,  Chicago  (newspaper),  9  sa, 
thru  Wade  Adv.  Agency,  Chicago. 

KFAC,  Los  Angeles 
Sears,  Roebuck  &  Co.,  Los  Angeles  (re- 

tail), 150  sa,  thru  Mayers  Co.,  Los  An- 
geles. 

Wilson  &  Co.,  Los  Angeles    ( Oleo,  Mor )  . 
2  sp  weekly,  thru  Brisacher.  Davis  & 
Staff,    San  Francisco. 

WOV,  New  York 
National  Shoe  Stores,  New  York,  3  sp 

weekly,  16  weeks,  thru  Emil  Mogul  Co., 
N.  Y. 

Stanback  Co..  Salisbury,  N.  C.  (headache 
powders),  12  ta  weekly,  52  weeks,  thru 
Klinger    Adv.    Corp.,    N.  Y. 

Servus  Clothes,  New  York  (men's  clothes), 6  sp  weekly,  52  weeks  thru  Klinger Adv.  N.  Y. 
Stella  Cheese  Co.,  Brooklyn,  6  sp  weekly, 

52  weeks,  thru  Commercial  Radio  Ser- 
vice, N.  Y. 

Sachs  Furniture  Co..  New  York,  (house- 
hold appliances,  furniture) ,  5  ne  weekly, 

26   weeks,  placed  direct. 
O'Sullivan  Rubber  Co.,  Winchester,  Va. (rubber  heels),  6  sa  weekly,  13  weeks, 

thru  Bermingham,  Castleman  &  Pierce. N.  Y. 
B-C  Remedy  Co..  Durham,  N.  C.  28  ta 

weekly,  52  weeks,  thru  Charles  W.  Hoyt 
Co.,  N.  Y. 

Mendenhall  Mfg  Co.,  New  York  (perfume) 
6  sp  weekly,  13  weeks,  placed  direct. 

WFIL,  Philadelphia 
Carter  Products,  New  York  (Carter's  Lit- tle Liver  Pills),  6  ta  weekly,  for  52 

weeks,  thru  Ted  Bates,  N.  Y. 
Sam  Gerson,  Philadelphia  (men's  clothing), 5  sa  weekly,  for  52  weeks,  thru  Harry 

FeigenbauTi.  Phila 'elnh''>. 
Parisian  Tailors,  Philadelphia  (men's clothing),  1  sp  weekly,  for  52  weeks, 

thru  Philip  Klein,  Philadelphia. 
Jacob  Hornung  Brewing  Co.,  Philadelphia 

(beer),  1  tp  weekly,  for  13  weeks,  thru 
John  Falkner  Arndt,  Philadelphia. 

O'Sullivan  Rubber  Co.,  Winchester.  Va. 
(O'Sullivan  Heels),  6  sa  weekly,  for  10 weeks,  thru  Bermingham,  Castleman  & 
Pierce,   N.   Y.  C. 

Lever  Bros.  Co.,  Cambridge,  Mass.  (Life- 
buoy Soap ) ,  8  sa  weekly,  for  5  weeks, 

thru  Ruthrauff  &  Ryan,  N.  Y. 

KFI,  Los  Angeles 
Pure  Food  Co.,  Mamaroneck,  N.  Y.  (Herb- 
Ox  bouillon  cubes),  5  weekly  sa,  thru 
J.   M.   Mathes  Inc.,   N.  Y. 

Beech-Nut  Packing  Co.,  Canajoharie,  N.  Y. 
(chewing  gum),  6  weekly  sa,  thru 
Newell-Emmett  Co.,  N.  Y. 

WABC,  New  York 
Griffin  Mfg.  Co.,  Brooklyn  (shoe  polishes), 

3  sa  weekly,  thru  Bermingham,  Castleman 
6  Pierce,  N.  Y. 

Select  Theatres  Corp.,  New  York  ("I 
Killed  the  Count" ) ,  weekly  sa,  thru Blaine-Thompson  Co.,  N.  Y. 

KROW,  Oakland,  Cal. 
Oakland  Post  Enquirer,  Oakland,  Cal. 

(newspaper),  7  weekly  sp,  placed  direct. 
Pioneer  Beverage  Co.,  Oakland,  Cal.  (Golden 

Bridge  beverages),  35  weekly  sa,  thru 
Ryder  &  Ingram,  Oakland,  Cal. 

CJCA,  Edmonton,  Alta. 
Miles  Labs.,  Toronto  ( Alka-Seltzer) ,  4  t 

weekly,  thru  Cockfield,  Brown  &  Co.,  To- 
ronto. 

WLS,  Chicago 
Grove  Labs.,  St.  Louis   (Bromo  Quinine), 

2  sp  weekly,  thru  Russel  M.  Seeds  Co., Chicago. 
Little  Crow  Milling  Co.,  Warsaw,  Ind. 

( Coco-Wheats ) ,  6  sp  weekly,  thru  Rogers 
&  Smith,  Chicago. 

Ball  Brothers  Co.,  Muncie,  Ind.  (fruit 
jars,  caps),  5  sa  weekly,  thru  Apple- gate   Adv.    Agency,  Muncie. 

Manhattan  Soap  Co.,  New  York  (Sweet- 
heart soap ) ,  3  sa  weekly,  thru  Franklin Bruck  Adv.  Corp.,  N.  Y. 

Lane  Bryant,  Indianapolis  (women's  ap- parel), 6  so  weekly,  thru  E.  H.  Brown Adv.    Agency,  Chicago. 
Campbell  Cereal  Co.,  Chicago  (Malt-o- 

Meal ) ,  6  sa  weekly,  thru  H.  W.  Kastor 
&   Sons   Adv.   Co.,  Chicago. 

Quaker  Oats  Co.,  Chicago  (Sparkles), 
10  sa  weekly,  thru  Ruthrauff  &  Ryan, Chicago. 

Pan  American  Coffee  Bureau,  New  York, 
3  sa  weekly,  thru  J.  M.  Mathes  Inc., N.  Y. 

Hubinger  Co..  Keokuk,  la.,  (Elastic 
starch),  12  sa  weekly,  thru  Ralph  Moore 
Inc.,  St.  Louis. 

G.  E.  Conkey  Co.,  Cleveland  (stock,  poul- 
try feeds,  remedies ) ,  7  sa  weekly,  thru 

Rogers  &  Smith,  Chicago. 

WMAQ,  Chicago 
Grove  Labs.,  St.  Louis  (Bromo-Quinine) , 

3  sp  weekly,  22  weeks,  thru  Russel  M. 
Seeds  Co.,  Chicago. 

Peter  Paul  Candy  Co.,  Naugatuck,  Conn. 
(Mounds  candy  bars),  3  sp  weekly,  13 
weeks,  thru  Platt-Forbes,  N.  Y. 

Beaumont  Co.,  St.  Louis  (4-Way  Cold  tab- 
lets), 14  sa  -weekly,  24  weeks,  and  1  sp weekly,  52  weeks,  thru  H.  W.  Kastor 

&  Sons  Adv.  Co.,  Chicago. 
Lever  Bros.,  Cambridge  (Vimms  vitamin 

pills),  5  ta  weekly,  6  weeks,  thru  BBDO, N.  Y. 
Trianon  Amusements  (Aragon  and  Trianon 

ballrooms),  5  ta,  thru  Buchanan  &  Co., Chicago. 
Interstate  Bakeries  Corp.,  Schultze  Baking 

Co.,  Kansas  City,  Mo.  (Butternut  breqd)  , 
21  ta  weekly,  17  weeks,  thru  R.  J.  Potts 
6  Co.,  Kansas  City. 

Vick  Chemical  Co.,  New  York  (Vaporub), 
3  sp  weekly,  26  weeks,  thru  Morse  Inter- 

national, N.  Y. 
Prima-Bismarck  Brewing  Co.,  Chicago, 

1  sp  weekly,  12  weeks,  thru  Newby, 
Peron  &  Flintcraft,  Chicago. 

Campbell  Cereal  Co.,  Minneapolis  (Malt-o- 
Meal),  6  sp  weekly,  21  weeks,  thru  H.  W. 
Kastor  &  Sons  Adv.  Co.,  Chicago. 

WQXR,  New  York 
Charles  Gulden  Inc.,  New  York  (mustard), 

7  )!-€  weekly,  52  weeks,  thru  C^harles  W. 
Hoyt  Co.,   N.  Y. Germain  Monteil  Cosmetiques  Corp.,  New 
York  (cosmetics),  weekly  sp,  52  weeks, 
thru  Clements  Co.,  Philadelphia. 

Sheffield  Farms  Co.,  New  York  (Homog- 
enized Vitamin  D  Milk),  62  sa  weekly, 

9  weeks,  thru  N.  W.  Ayer  &  Son,  N.  Y. 
Lever  Bros.,  Cambridge,  Mass  (Vimms), 

63  sa  weekly,  6  weeks,  thru  BBDO,  New York. 

10  Sponsors  Are  Signed 

For  WOR's  Food  Series 
WHEN  THE  five  weekly  half-hour 
Food  Fonim  shifts  Sept.  28  from 
WHN,  New  York,  to  WOR,  New 
York  [Broadcasting,  Aug.  10], 
ten  food  sponsors  represented  by 
the  American  Institute  of  Food 
Products  will  be  represented.  Se- ries will  continue  to  be  conducted 
by  Dr.  Walter  Eddy,  president  of 
the  Institute,  and  expert  consul- 

tant to  the  Office  of  Quartermas- 
ter General,  U.  S.  Army,  assisted 

by  Ella  Mason,  home  economist. 
Sponsors  alreaciy  signed  for  the 
nutritional  series  are:  Chr.  Han- 

sen Labs.,  Little  Falls,  N.  Y.  (Jun- 
ket) ;  Illinois  Meat  Co.,  Chicago 

(Broadcast  Readi-Meat)  ;  I.  J. 
Grass  Noodle  Co.,  Chicago  (Mrs. 
Grass'  Noodle  soup)  ;  Saratoga 
Springs  Authority,  New  York 
(geyser  water);  Philadelphia 
Dairy  Products,  Philadelphia 
(Aristocrat  and  Dolly  Madison 
ice  creams)  ;  Allen  V.  Smith  Co.;, 
Marcellus  Falls,  New  York  (Puri- 

tan Brand  Split  Peas)  ;  Best. 

Foods  Inc.,  New  York  (Hellmann'a Mayonnaise,  Nuccoa)  ;  Kitchen 
Charm  Wax  Paper,  and  Petal  Soft. 
Facial  Tissue. 

Back  On  the  AIR 
WITH  the  addition  of  15  new 
accounts  and  the  return  to  the 
air  of  six  sponsors  which  had  dis- continued their  schedules  for  the 
summer  months,  WNEW,  New 
York,  reports  the  month  of  August 
to  have  been  one  of  the  best  30- 
aay  periods  in  the  history  of  the 
station.  August  also  showed  a 
doubling  of  advertising  appropria- 

tions for  Roma  and  Mission  Bell 
Wineries,  and  increased  advertis- 

ing by  three  New  Jersey  jewelers, 
Abelson's,  Tappins  and  Howard's. This,  the  station  points  out,  seems 
to  "dispel  a  belief  in  the  trade 
that  retail  organizations  would 
have  to  curtail  advertising  sched- 

ules because  of  priorities  or  other 

war  conditions." 
Crosier  Joins  Wilson 

DAVID  F.  CROSIER  for  the  pa&. 
two  years  sales  manager  of  Muzak 
Transcriptions,  has  joined  the 
Howard  H.  Wilson  Co.,  station 
representatives,  as  head  of  its 
New  York  office.  Mr.  Crosier  was 
formerly  a  salesman  for  World 
Broadcasting  System,  Hearst  Radio 
and  CBS,  and  from  1930  until  1936 
was  radio  director  of  Pedlar  & 

Ryan. 

ALL  THAT  POWER  CANT  MEAN 
ANyTHIN(j  BUT  PROSPERITY  ;N 
AmiGMT/  Biq  EXPAMSION 
PROORAM...  RIQHT  HERE  IN 
YOUR  MARKET, CAN  IT,  SON? 

Oregon's  highest  power  station. 
Reps. — Joseph  Hershey  McGillvra — 10,000  Watts,  750  Kc. 

IT  SURE  CAN  T 
NOT  BY  A 

"DAMSITE!. 

Adv. power New  York-Chicago  Reps. — The  Walker  Co. 

complete  coverage  reminds 
the  Z  net. 

Adv. 
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■  in  the  ■ 

DETROIT BLOCK  DRUG  Co.,  Jersey  City 
(proprietary),  in  a  West  Coast  cam- 

paign Sept.  14  started  sponsoring  the 
thrice-weelily  q  ii  a  r  t  e  r-hoiir  tran- 

scribed program,  llappij  Johnny,  on 
33  Don  Lee  I'aeific  Coast  stations, 
Mon.,  AVed.,  Fri.,  7:15-7:30  a.m. 
(PWT).  Contract  is  for  2G  weelis.  J. 
Walter  Tliompson  Co.,  New  York,  has 
the  account. 

FIRST  INDUSTRIAL  LOAN  Co., 
Los  Angeles  (finance),  following  a  12- 
week  test,  on  Sept.  8  renewed  for  52 
weeks  daily  participation  in  Facing 
Faets  With  Hal  Styles,  commentator, 
on  KFWB,  Hollywood.  Agency  is 
Robert  F.  Dennis  Inc.,  Los  Angeles. 

STANDARD  BRANDS,  Montreal 
(Fleischmann's  yeast)  has  started  a 
transcribed  spot  announcement  cam- 

paign four  times  daily  on  38  Cana- 
dian stations.  Account  was  placed  by 

J.  Walter  Thompson  Co.,  Montreal. 

TANGLEFOOT  Co.,  Grand  Rapids 
(Insecticides)  has  appointed  R.  Y. 
Reaves,  Denver  agency  man,  as  ad- 

vertising manager.  C.  I).  Truman,  who 
preceded  Mr.  Reaves,  has  returned  to 
Los  Angeles  where  he  will  operate  as 
advertising  counsellor. 

CHRISTIE-BROWN  &  Co.,  Toronto 
(biscuits,  bread)  has  started  Twin 
Keyhoards  quarter-hour  noon  musical 
program  five  times  weekly  on  CFRB, 
Toronto.  Account  was  placed  by  Cock- 
field  Brown  &  Co.,  Toronto. 

You 

keep 

customers 

when  you 

KEEP 

SPOTS 

BEFORE 

THEIR 

EARS! 

•  ASK  A  JOHN  BLAIR  MAN 
ABOUT  SPOT  RADIO 

CHICAGO 
NEW  >onii 
ST.  LOUIS 
SAK  FMNCISCO los  muli 

Albert  H.  Morrill 

ALBERT  H.  MORRILL,  president 
of  the  Kroger  Grocery  and  Baking 
Co.,  and  of  the  company's  affiliate, 
the  Piggly-Wiggly  Corp.,  died 
Sept.  13,  tw^o  hours  after  suffering a  heart  attack  at  his  Cincinnati 
home.  Mr.  Morrill  was  67.  A 
Cincinnati  attorney  since  1900,  Mr. 
Morrill  had  been  general  counsel 
for  the  Kroger  company  before  lie 
became  president.  He  was  a  di- 

rector of  the  Pittsburgh,  Cincin- 
nati, Chicago  &  St.  Louis  railroad, 

and  the  Commercial  National  Bank 
and  Trust  Company  of  New  York, 
as  well  as  a  civic  leader,  and  for- 

mer president  of  the  National 
Chain  Store  Association. 

COMPANY 
NATIONAL  RADIO  STATION  REPRESENTATIVES 

Halverstadt  Named 

APPOINTMENT  of  Albert  N.  Hal- 
verstadt to  the  position  of  director 

of  media  of  the  advertising  division 
of  Proctor  &  Gamble,  Cincinnati, 
was  announced  last  week  by  Wil- 

liam G.  Werner,  manager  of  the 
advertising  division.  Previously, 
Mr.  Halverstadt  has  handled  the 
coordination  and  analysis  of  radio 
time,  publication,  outdoor  and  other 
media  recommendations  of  the  ad- 

vertising agencies  placing  copy  for 
the  company. 

HYDE  PARK  BREWERIES  Assn., 
St.  Louis,  will  launch  a  half-hour 
variety  show  on  KSD,  St.  Louis,  Oct. 
5,  and  on  Oct.  10  will  add  two  broad- 

casts to  France  Laux,  sportscaster 
on  KMOX,  St.  Louis.  Latter  program 
will  be  aired  on  a  five-weekly  basi.s. 
shifting  from  10:15  to  10  p.m.  Tick 
Tock  Time  will  be  the  title  of  the 
KSD  program,  which  will  be  heard 
Monday,  9:30-10  p.m.,  with  Kay 
Thompson,  singer,  and  Don  McNeill 
as  m.c.  Regular  feature  of  the  show 
will  be  a  sentence  game  contest  with 
studio  audience  participating.  Produc- 

er will  be  Walter  Gorman,  of  Young 
&  Rubicam,  agency  in  charge.  Gor- man will  be  transferred  from  the 
firm's  New  York  offices  to  St.  Louis, to  handle  the  show. 

THE  Post-Enquirer.  Oakland,  Cal. 
evening  daily  paper,  has  started  spon- 

sorship of  Victory  Revue,  one-hour 
daily  feature  designed  to  appeal  to 
shipyard  workers  of  the  McArthur 
Shift  on  KROW,  Oakland,  Cal.  The 
paper  announced  the  radio  program 
in  a  shipyard  special  edition. 
PIONEER  BEVERAGE  COMPANY, 
Oakland,  Cal.  (Golden  Bridge  bev- 

erages) has  started  a  spot  announce- 
ment campaign,  using  30  spots  weekly 

on  KROW,  Oakland,  Cal.  Agency  is 
Ryder  &  Ingram,  Oakland. 

JORDAN-MARSH  Co.,  Boston  (de- 
partment store),  will  present  Salute 

to  New  England  Patriots  on  WNAC, 
Boston,  five  nights  weekly,  6  :55-7  p,m., 
in  tribute  to  the  men  and  women  of 
New  England  who  have  made  out- 

standing contributions  to  the  war 
effort.  M.c.  is  Cedric  Foster,  Mutual's 
coast-to-coast  commentator.  Honored 
last  week  were  Capt.  Francis  W. 
Cronan,  Army ;  Capt.  Victor  D. 
Herbster,  Navy ;  Capt.  Bradford  Per- 
rin.  Marines ;  Capt.  Derby,  Coast 
Guard. 
VICK  CHEMICAL  Co.,  New  York 
(Vatronol),  has  started  sponsorship 
of  thrice-weekly  five-minute  newscasts 
by  Todd  Hunter  on  WBBM,  Chicago. 
Agency  is  Morse  International,  New 
York. 

PEPSODENT  Co.  of  Canada,  Toronto 
(toothpaste),  on  Oct.  2  starts  a  half- 
hour  show,  Pepsodent  L'Theatre  de 
Chez  Nous  weekly  on  CKAO,  Mon- 

treal. Account  placed  by  Lord  & 
Thomas  of  Canada,  Toronto. 

at  800  kc. 

YOU  CAN'T
 

MISS  WITH 

CKLW 

•  With  industrial  employment  soaring  at  an  all-time  high  in  the 
Dynamic  Detroit  Area, — CKLW's  5000  watt  blanket  coverage  consti- 

tutes the  greatest  radio  dollar  buy  ever  offered.  Investigate  now! 
Schedule  on  CKLW  this  Fall. 

5,000  Watts  Day  and  Night 

MUTUAL  BROADCASTING  SYSTEM 

HOW  TO  GET  THE  MOST 

OUT  OF  YOUR  RADIO  DOLLAR 

IN  CENTRAL  NEW  YORK 

Pick  the  one  Syracuse  Sta- 

tion in  four  that  consistently 

shows  more  audience  than 

the  other  three  stations 

combined.  Does  it  six  times 

a  day  —  day-in  and  day-out. 
Pick  .  .  . 

WFBL 

MEMBER  OF  BASIC  NETWORK  COLUMBIA  BROADCASTING  SYSTEM 
FREE  &  PETERS,  Inc.  Exclusive  IVallonal  Representatives 
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In 

Salt  Lake  City 

the  bissest 

t  u  n  e  -  i  n  is 

naturally  to 

this  exclusive 

NBC 

outlet . . . 

RAmO  ACTIVITIES 

OF  STATES  LISTED 

ONE  of  radio's  most  prolific  writ- ers, Carroll  Atkinson  is  author  of 
Radio  in  State  and  Territorial  Edu- 

cational Departments  [Meador 
Pub.  Co.,  Boston,  $1.50],  a  new 
volume  just  released  which  traces 
the  growth,  rise  and  extent  to 
which  radio  has  come  to  be  used  by 
the  various  states  and  territories 
within  the  Union. 

Little  by  little,  Mr.  Atkinson  is 
compilng  the  complete  story  of 
education  in  radio  and  through 
radio  adding  to  the  growing  story 
as  told  in  previous  volumes.  Be- 

ginning in  1941,  he  tui-ned  out 
A7ne7'ican  Universities  and  Col- 

leges That  Have  Held  Broadcast 
License,  which  describes  the  strug- 

gles to  maintain  operation  which 
confronted  124  American  colleges 
first  licensed.  Radio  Extension 
Courses  Broadcast  For  Credit  was 
the  next  volume,  also  appearing  in 
1941. 

This  year,  there  have  been  five 
including  newest,  already  men- 

tioned. These  include  Public  School 
Broadcasting  to  the  Classroom, 
Radio  Network  Contributions  to 
Education,  Broadcasting  to  the 
Classroom  by  Universities  and 
Colleges,  Radio  Programs  Intended 
for  Classroom  Use,  Radio  in  State 
and  Territorial  Education  Depart- 
ments. 

Studios  at  Spartanburg 

To  Be  Formally  Opened 
REPRESENTING  an  investment 
of  approximately  $75,000,  the  new 
studios  of  WSPA-WORD,  Spartan- 

burg, at  Radio  Center  on  Main  St., 
will  l3e  occupied  and  formally  dedi- 

cated next  week,  according  to  Wal- 
ter J.  Brown,  vice-president  and 

general  manager.  Both  stations 
will  function  from  Radio  Center 
but  with  the  facilities  definitely 
allocated  to  each  outlet. 

Acoustical  treatment  was  by 
Johns-Manville,  with  designing 
handled  by  C.  R.  Jacobs,  CBS  man- 

ager of  construction  operations, 
and  Harold  Woodward,  Spartan- 

burg architect.  Second  floor  of  the 
building  is  given  over  to  studios 
for  the  two  stations  and  to  the 
business  offices.  On  the  first  floor 
there  are  a  150-seat  auditorium 
housing  a  Mohler  organ,  and  main 
business  offices. 

PRODUCTION  DETAILS  of  the 
new  weekly  NBC  Abbott  &  Costello 
Show,  which  starts  Oct.  8  under 
sponsorship  of  R.  J.  Reynolds  To- 

bacco Co.  (Camel  cigarettes),  were 
ironed  out  by  these  New  York  and 
Hollywood  radio  executives.  Show- 
makers  (1  to  r)  are  William  Moore 
and  Richard  Marvin,  West  Coast 
manager  and  New  York  radio  di- 
rectoi'!,  respectively,  of  William 
Esty  &  Co.,  agency  servicing  the 
tobacco  account,  and  Hal  Hackett, 
New  York  radio  director  of  Music 
Corp.  of  America.  Hackett  and 
Marvin  were  on  the  West  Coast  for 
over  two  weeks  to  complete  details. 

Ballantine  Campaign 

P.  BALLANTINE  &  Sons,  Newark 
(beer),  is  understood  to  be  lining 
up  its  fall  and  winter  campaign 
using  a  spot  campaign  of  half -hour 
musical  programs  in  selected  areas. 
To  avoid  transcription  difficulties 
with  the  American  Federation  of 
Musicians,  the  company  will  prob- 

ably arrange  to  have  music  pro- 
vided by  station  staff  orchestras  or 

recorded  libraries,  and  will  incor- 
porate special  program  ideas  in 

shows  put  together  by  the  indi- 
vidual stations.  Although  the  cam- 

paign is  scheduled  to  start  in  Octo- 
ber, no  details  are  forthcoming 

from  J.  Walter  Thompson  Co., 
New  York,  Agency  in  Charge. 

Lane  Bryant  on  20 
LANE  BRYANT,  Indianapolis 

(women's  apparel,  mailorder  divi- 
sion), has  placed  a  varied  schedule 

of  one-minute  announcements,  local 
programs,  and  participating  an- nouncements during  the  last  two 
weeks  of  September,  promoting  its 
fall  and  winter  mail  order  catalog 
on  the  following  stations:  WLS 
WSM  WLW  KDTH  KFAB  KFEQ 
KGGF  KMA  KMMJ  KOAM 
KSAL  KWTO  WDZ  WIBW 
WMMN  WNAX  WSAZ  WSBA 
WWVA.  Agency  is  E.  H.  Brown 
Adv.  Agency,  Chicago. 

NBC  News  Setup 

In  War  Revision 

IMenser  Appoints  McCall  as 
Successor  to  Schechter 

REALIGNING  the  NBC  news  and 
special  events  staff  following  the 
recent  resignation  of  A.  A.  Schech- 

ter, as  manager,  to  join  the  Office 
of  War  Information  in  Washington 
and  the  granting  of  a  leave  of  ab- 

sence to  Arthur  S.  Feldman  to  go 
to  England  on  an  important  war 
assignment  for  the  BBC,  C.  L. 
Menser,  vice-president  in  charge  of 
programs,  has  appointed  Francis 
C.  McCall  as  acting  manager  of  the 
department,  Adolph  J.  Schneider 
is  assistant  manager  for  news  and 
Lathrop  Mack  assistant  manager 
for  special  events. 

McCall  was  assistant  to  the  man- 

ager prior  to  Schechter's  depart- ure and  since  that  time  has  been 
active  head  of  the  department, 
with  which  duties  he  will  con- 

tinue until  a  permanent  successor 
to  Schechter  has  been  appointed. 
Joining  NBC  as  a  writer  in  the 
news  department  in  1936,  after  a 
newspaper  career  with  United 
Press  and  the  New  York  bureaus 
of  the  Australian  Associated  Press 
and  the  Chicago  Tribune,  McCall 
was  named  news  editor  of  NBC 
last  year. 

Schneider  entered  radio  as  su- 
pervisor of  facsimile  broadcasting 

for  WHO,  Des  Moines,  in  1937, 
after  10  years  on  the  Omaha  World 
Herald  which  he  joined  as  a  re- 

porter and  left  as  night  city  editor. 
In  1938  he  joined  NBC  as  a  news 
writer.  In  his  new  post  he  will  di- 

rect the  preparation  of  scripts  for 
NBC's  news  broadcasts,  entailing 
a  supervisory  editorship  over  re- 

ports received  from  AP,  UP  and 
INS  as  well  as  those  of  the  net- 

work's 40  war  reporters. 
Mack  is  also  a  former  news- 

paperman, who  served  AP  for  nine 
years  in  its  bureaus  at  Cleveland, 
Columbus,  Cincinnati,  Springfield 
and  New  York,  the  last  two  years 
as  sports  editor  for  the  State  of 
Ohio.  In  1936  he  joined  Music 
Corp.  of  America  to  handle  band 
exploitation  and  in  1938  came  to 
NBC  as  a  writer  in  the  news  de- 

partment. His  new  job  entails  su- 
pervision of  NBC's  special  events broadcasts. 

KVOO  Ad  Contests 
KVOO,  Tulsa,  has  offered  $50  to 
the  member  of  one  of  the  five 

nearby  Ad  Clubs  in  the  10th  Dis- 
trict, Advertising  Federation  of 

America,  who  submits  "American 
Industry's  Best  Wartime  Advertise- 

ment." Bruce  Barton,  president  of 
BBDO  is  sole  final  judge  of  the 
contest  which  closes  Oct.  10. 

KOB ALBUQUERQUE 

50,000-25,000  Watts  •  770  KC 
NBC  and  BLUE  Network  Programs 

k  Ask  your  Agency  to  ask  the  Colonel! 
^  FREE  6*  PETERS.  Inc.,  National  Representotives 
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Issuance  of  Amateur  Licenses  Halted 

By  FCC  Due  to  Supervisory  Problems 
ISSUANCE  of  new,  renewal,  and 
modified  amateur  station  licenses 
has  been  suspended  under  Order 
No.  87-B  of  the  FCC,  released  last 
week,  and  will  not  be  resumed  un- 

til fui'ther  notice  from  the  Com- 
mission. Administrative  problems 

resulting  from  the  war  were 
blamed  for  the  decision. 
The  Commission  declared  that 

with  many  license  holders  in  mili- 
tary service,  and  others  engaged  in 

war  industries  in  various  parts  of 
the  country,  it  was  impossible  for 
licensees  to  exercise  proper  control 
over  transmitting  apparatus,  and 
the  premises  on  which  it  was  lo- 
cated. 

Dec.  8  Order 

Commission  Orders  No.  87  and 
87-A,  adopted  Dec.  8,  1941  and 
Jan.  8,  1942  required  cessation  of 
amateur  operations  in  interest  of 
national  security.  When  the  or- 

ders were  issued  immediately  fol- 
lowing the  Japanese  attack  on 

Pearl  Harbor,  the  American  Relay 
Radio  League  reported  the  50,000 
amateur  stations  were  cleared  from 
the  air  in  20  minutes. 

Since  the  stations  were  silenced, 
the  Commission  has  renewed  and 
modified  existing  amateur  licenses 

in  view  of  possible  use  of  such  sta- 
tions for  civilian  defense.  The  es- 

tablishment of  the  War  Emergency 
Radio  Service,  however,  provided 
civilian  defense  and  state  guard 
services  with  the  desired  emergency 
communications  equipment. 

Operator's  Licenses  Issued 
The  Commission  will  continue  its 

policy  in  issuing  new  or  renewed 
amateur  operator  licenses,  or  mod- 

ifications of  licenses  for  change  of 
operator  privileges.  Holders  of 
amateur  operator  licenses  desiring 
to  maintain  their  status  should 
submit  applications  for  amateur 
operator  and  amateur  station  li- 

cense renewals  in  accordance  with 
the  Rules. 
Amateur  station  licenses  which 

were  valid  when  Order  No.  87-B 
was  issued  last  week,  and  are  not 
revoked  prior  to  their  expiration, 
will  once  more  be  granted  approp- 

riate amateur  authorization  when 
stations  are  again  allowed  to  op- 

erate, provided  the  owners  main- 
tain valid  amateur  operator  licen- 
ses. As  far  as  possible,  call  let- 
ters of  present  stations  will  be 

reserved  for  assignment  to  the 
present  holder  when  licensing  of 
amateur  stations  is  resumed. 

Chain  Adds  Spots 
FORMAN  &  CLARK,  Los  Angeles 
(men's  clothing  chain),  supple- 

menting its  six-weekly  quarter- 
hour  early  morning  newscasts  on 
KFI,  that  city;  KGO,  San  Fran- 

cisco; KJR,  Seattle;  WHB,  Kan- 
sas City,  on  Sept.  10  started  for 

three  months  a  fall  campaign  using 
spot  announcement  on  various  sta- 

tions in  each  market.  Agency  is 
Botsford  Constantine  &  Gardner, 
Los  Angeles. 

Recruiting  Drive 
CHICAGO  NAVAL  AVIATION 
Selection  Board  in  a  recruiting  drive 
in  the  Ninth  Naval  District  is  us- 

ing Sonovox  .donated  announcements 
in  which  the  actual  recorded  effect 
of  the  roaring  motors  of  a  PBY  bomb- 

er articulate  the  words,  "Slap  a  Jap 
.  .  .  Fly  Navy",  and  a  full  orchestra 
sings,  "Win  your  Navy  Wings  of 
Gold." 

SendofE  for  Swing 
JOHN  GUNTHER  author  and 
BLUE  commentator,  will  present 
a  10-minute  personalized  story  of 
the  life  of  his  friend  and  fellow 
commentator  Raymond  Gram 
Swing  in  a  special  BLUE  broad- 

cast Sept.  26.  Titled  My  Friend, 
Raymoyid  Gram  Swing,  the  biog- 

raphy will  be  a  sendolf  for  Swing's new  series  on  BLUE  starting  Sept. 
28,  under  sponsorship  of  Socony- 
Vacuum  Oil  Co.  Agency  for  the 
series  is  J.  Stirling  Getchell,  Inc., N.  Y.   

GENERAL  FOODS  Corp.,  New 
York,  for  the  sixth  consecutive  year, 
will  sponsor  Molly  Picon's  Theatre 
of  the  Air,  weekly  Jewish  program 
on  WHN,  New  York.  Heard  in  the 
interests  of  Maxwell  House  Coffee 
and  Diamond  Crystal  Salt,  the  series 
will  start  Oct.  6  in  the  Tuesday  8- 
8 :30  p.m.  period.  Agency  is  Benton 

&  Bowles,  New  York. 

fits 
SEE 

My-T-Fine  in  Fall 
PENICK  &  FORD,  New  York,  on 
Sept.  14  launched  its  annual  fall 
campaign  for  My-T-Fine  desserts 
on  27  stations,  using  one-minute 
transcribed  daytime  announce- 

ments on  a  five-weekly  basis  on  all 
but  two  outlets.  On  WABC  and 
WQXR,  New  York,  company  has 
started  five-minute  transcribed 
evening  programs.  Campaign  will 
run  till  the  end  of  December  and 

is  on  a  similar  scale  to  last  year's 
drive.  Agency  is  BBDO,  New- York. 

NEWS   FOR  SOLDIERS 

WROK  Supplies  Camp  With 

 Official  Bulletin  

WALLACE  WEST,  of  the  NBC  news 
and  special  events  department  is  the 
author  of  an  elementary  school  text 
based  on  the  networli's  NBC  Good Xei(/hhor  series.  Titled  Our  Good 
Xeighhors  in  Latin  America,  the  book 
will  be  published  Oct.  1  by  Noble  «& 
Noble,  New  York. 

SOLDIERS  of  Camp  Grant  receive 
an  official  news  bulletin  daily  which 
is  supplied  by  WROK,  Rockford, 
111.,  from  the  8:45  a.m.  news  sum- 

mary of  Bill  Traum,  the  station's news  and  promotion  director.  On 
the  news  sheet  is  a  schedule  of 
WROK  newscasts,  sports  broad- 

casts and  musical  shows  of  interest 
to  the  soldiers. 

Every  morning  a  camp  messenger 
rushes  the  news  sheet  to  the  public 
relations  office  where  it  is  mimeo- 

graphed and  added  to  Camp  Grant's official  bulletin  for  the  day.  By 
noon  the  bulletin  is  in  the  hands  of 
all  officers  and  posted  in  all  bar- racks. 

It's 
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KOA-WHDH  Decision 
{Continued  from  page  3i) 

r 1 CREATING 

Amicizia 

Freindshaft 

Przyjazn 
Amistad 

Freundschaft 

FRIENDSHIP  is  spelled  differently  in  every 
language  but  5,000,000*  listeners  in 
greater  New  York  have  learned  to  identi- 

fy WBNX  as  the  FRIENDLY  VOICE  of 
their  own  tongue.  All  of  which  adds  up 
to  proven  sales  satisfaction  for  na- 

tional and  regional  advertisers  in  the 

world's  richest  market.  For  effective  yet 
economical  coverage  of  metropolitan  New 
York,  WBNX  is  an  outstanding  value. 

Over  70%  of  New  York's  popu- 
lation is  foreign  born  or  of  for- 

eign parentage. 

Winner  of  the  PEABODY 
CITATION  for  Public  Ser- 

vice to  Foreign  Language 
Groups. 

J 

WBNX 

5000  Watts 

FOR  OFFENSE^,^tf.^, 

FOR  DEFENSE  J'Vg;^^^ 

of  the  Act  is  that  no  person  is  to 
have  "anything  in  the  nature  of  a 
property  right  as  a  result  of  the 
granting  of  a  license."  But  the  opin- ion in  that  case  also  recognizes  that 
station  licensees  may  be  financially 
injured  by  the  issue  of  a  license  to  a 
competing  station.  The  language  first 
(luoted  must  be  read  in  connection 
with  the  opinion  as  a  whole  and  in 
connection  with  the  utterances  of  the 
Supreme  Court  in  Federal  Communi- cations Com  mission  v.  Pottsville 
Broadcasting  Co.,  309  U.  S.  134 
(1940),  and  Radio  Commission  v. 
Nelson  Bros.  Co.,  289  U.  S.  266 
(1933).  In  the  Pottsville  case  the 
Court  said :  "To  be  sure  the  laws 
under  which  these  [administrative! 
agencies  operate  prescribe  the  funda- 

mentals of  fair  play.  They  require 
that  interested  parties  be  afforded  an 
opportunity  for  hearing." In  the  Nelson  Bros,  case  the  Court 
said :  "Whether  the  Commission  ap- 

plies the  legislative  standards  validly 
set  up.  whether  it  acts  within  the 
authority  conferred  or  goes  beyond 
it,  whether  its  proceedings  satisfy  the 
pertinent  demands  of  due  pi'ocess, whether,  in  short,  there  is  compliance 
with  the  legal  requirements  which  fix 
the  province  of  the  Commission  and 
govern  its  action,  are  appropriate 
questions    for   judicial  decision." 
Station  License 

A  Property  Right 

In  view  of  the  Pottsville  and  Nelson 
Bros,  cases,  and  in  view  of  the  provi- 

sions of  the  Communications  Act  which 
recognize  rights,  limited  in  time  and 
quality  by  the  terms  of  the  licenses 
issued,  in  station  licensees  (see  es- 

pecially §§  301,  309  (b)  (1),  (2), 
319  (b)  ),  I  think  it  clear  that  a 
station  license  issued  under  the  Com- 

munications Act  for  a  definite  term  for 
the  conduct  of  a  broadcasting  business 
requiring  substantial  investment  is 
more  tlian  a  mere  privilege  or  gratuity. 
Whether  or  not  it  may  be  tech- 

nically called  a  property  right,  it  is 
a  thing  of  value  to  the  pei-sou  to  whom it  is  issued  and  a  business  conducted 
under  it  may  be  the  subject  of  in- 

jury. I  think  the  Supreme  Court  in 
the  Sanders  case  in  its  reference  to 
the  absence  of  "anything  in  the  nature 
of  a  property  right  as  a  result  of 
the  granting  of  a  license"  was  using the  term  property  right  in  the  sense 
of  a  right  absolute  or  indefea.sible.  It 
is  clear  of  course  that  under  the  Com- 

munications Act  a  station  licensee's rights  are  subject  to  modification,  or 
even  to  revocation,  in  the  public  in- terest. But  I  do  not  think  the  Sanders 
decision  was  intended  to  be  taken 
as  meaning  that  no  right  even  of  a 
limited  and  defeasible  nature  exists 
in  a  licensee.  Nor  do  I  think  that 
the  decision  was  intended  to  mean 
that  an  existing  broadcasting  station 
and  the  investment  therein  may  be 
injured  or  destroyed  by  the  introduc- 

tion of  competition  or  through  the  ex- tension or  modification  of  the  facilities 
of  other  licensees  without  a  hearing 
before  the  Commission  on  the  question 
ivhether  the  public  interest,  conven- 

ience and  necessity  loill  he  served  hij 
such  injiiri/  or  destruction. 

Even  if  the  Communications  Act 
were  doubtful  in  its  recognition  of 
the  existence  of  rights  in  licensees 
and  in  its  provision  for  hearings  upon 
the  (piestion  whether  the  public  in- 

terest requires  the  reduction  or  de- 
struetiini  of  such  rights,  I  think  it 
would  be  the  duty  of  the  courts  to 
construe  the  Act  as  recognizing  such 
rights  and  ]irovi(li))g  for  such  hear- 

ings— and  this  for  two  reasons. 
First,  in  the  absence  of  indubitably 

clear  language  requiring  such  a  con- 
clusion, it  would  be  unthinkable  to 

conclude  that  the  Congress  would  pro- 
vide for  the  granting  of  station  li- 

censes for  radio  broadcasting  contem- 
plating, in  connection  with  operating 

a  station,  investment  in  building  space 
and  equipment,  the  hiring  of  talent, 
the  contracting  for  advertising,  and 
the  employment  of  labor,  but  at  the 
same  time  fail  to  recognize  that  by 
whatever  technical  name  they  might 
be  called,  whether  property  rights  or 
license  rights,  interests  would  arise, 
in  the  persons  to  whom  licenses  were 
granted,  which  should  as  a  matter 
of  fair  play  not  be  impaired  or  de- 

stroyed by  the  Communications  Com- mission without  a  hearing  upon  the 
question  whether  the  public  interest 
would  be  served  by  their  impairment 
or  destruction. 

Right  to  a  hearing  before  injury 
by  the  government  in  the  public  in- 

terest is  one  of  the  fundamental  de- 
cencies guariinteed  by  democratic  in- 

stitutions. It  is  the  safeguard  of  the 
Anglo-American  legal  system  against 
arbitrary  or  capricious  action  by  pub- 

lic authorities.  No  purpose  should  be 
attributed  to  Congress  to  deny  such 
a  right. 

Second,  to  construe  doubtful  lan- 
guage of  Congress  as  permitting  the 

impairment  or  destruction  of  a  li- 
censee's interests  without  a  hearing 

would  be  to  invalidate,  under  the  due 
process  clause  of  the  Fifth  Amend- 

ment, the  action  of  Congress.  That 
that  clause  protects  against  the  arbi- 

trary impairment  or  destruction  of 
substantial  rights  even  though  they 
are  limited  by  the  public  interest,  is 
not  open  to  doubt.  Cf.  Northern  Cedar 
Co.  V.  French,  131  Wash.  394,  230 
Pac.  837  (1924). 

Miller  Files  Dissent 
From  Majority  Ruling 

Mr.  Justice  Miller  dissenting :  I 
find  no  substantial  allegation  of  in- 
jui-y  in  any  of  appellant's  reasons for  appeal.  Surely  it  is  not  enough, 
to  secure  standing  to  appeal  on  the 
basis  of  affectation  of  interest  or 
aggrievement,  that  electrical  interfer- ence will  occur  beyond  that  iireviously 
occurring.  Surely  some  in'ury.  actual or  anticipated,  should  be  the  minimum 
requirement.  And  if  injury  has  oc- 

curred or  is  threatened,  what  other 
test  or  measure  of  its  substantiality 
could  there  be  than  that  it  is  financial? 

In  the  Sanders  ease  the  Supreme 
Court  said  :  "Congress  had  some  pur- pose in  enacting  §  402(b)  (2).  It 
may  have  been  of  opinion  that  one 
likely  to  be  financially  injured  by  the 
issue  of  a  license  would  be  the  only 
person  having  a  sufficient  interest  to 
bring  to  the  attention  of  the  appellate 
court  errors  of  law  in  the  action  of 
the  Commission  in  granting  the  li- 

cense."^ [Italics  sujiplied]  Of  course, 
stated  as  it  is  in  speculative  form 
concerning  legislative  purpose,  it  is 
possible  to  argue  that  this  language 
was  not  intended  to  say  that  only 
a  person  likely  to  be  financially  in- 

jured has  a  sufiicient  interest,  within 
the  meaning  of  Section  402  (b)  (2). 
But  I  think  that  is  exactly  what  the 
Supreme  Court  intended  to  say.  As 
the  Commission  in  its  brief  points  out, 
the  word  financially,  which  I  have 
italicized,  was  added  after  the  opin- 

ion was  first  released.- 
While  intangibles  such  as  prestige, 

or  position,  in  the  broadcasting  world 
may  seem  valuable  to  a  licensee,  still 
they  are  unimportant — in  view  of  that 
free  competition  which  Congress  in- tended should  exist  in  the  field  of 
broadcasting — unless  injury  to  them 
would  result  in  financial  injury.  If, 
for  example,  loss  of  prestige  should 
result   in   loss   of   advertising  then. 

perhaps,  a  tangible  injured  interest 
would  appear  which  would  give  stand- 

ing to  appeal.  But  if  there  is  no  in- terest, of  such  character,  that  it  will 
reveal  itself  in  terms  of  financial  in- 

jury, then  there  is  no  sufficient  inter- est to  give  standing  to  appeal. 

Financial  Background- 
To  Maintain  Licensee 

This  is  true  even  of  a  licensee  which 
is  operating  on  a  nonprofit  basis,  a 
college,  a  church,  or  a  benevolent  in- 

stitution. Financial  backing  is  re- 
quired to  maintain  such  a  licensee.  If 

the  injury  threatened,  endangers  that 
financial  backing  then  the  licensee  may 
have  standing  to  appeal ;  otherwise 
not.  Where  else  could  the  line  be 
drawn?  Would  it  be  sufficient  that  a 
Methodist  organization  was  aggrieved 
by  hearing  Baptist  doctrine  preached 
in  the  same  listening  area  ;  or  that  one 
college  should  be  disturbed  bj'  the 
songs  and  cheers  of  a  rival  institution of  learning? 

It  is  apparent  in  the  present  case, 
therefore,  that  unless  electrical  inter- ference was  likely  to  result  in  financial 
injury  appellant  was  not  an  aggrieved 
or  affected  person  within  the  meaning 
of  the  statute.  And  if  financial  injury 
was  likely  to  result,  the  licensee  could 
have  spelled  out  that  fact  in  his  rea- 

sons for  appeal.  It  imposes  no  undue 
burden  upon  one  who  seeks  judicial 
review  of  the  Commission's  decision, 
to  require  that  he  specify  clearly,  un- 

equivocally, precisely,  the  nature  of 
his  alleged  injury.  This  appellant  has 
failed  to  do."  Consequently,  I  would dismiss   the  appeal. 

Separate  Dissent 
Filed  by  Edgerton 

Edgerton,  J.,  dissenting :  I  think 
that  "person  aggrieved  or  whose  in- 

terests are  adversely  affected"  con- 
templates a  substantial  injury  as  dis- 
tinguished from  a  trifling  or  negligible 

one.  I  should  suppose  that  interfer- 
ence might  affect  reception  of  KOA's signal  so  adversely,  and  over  so  large 

and  important  an  area,  as  to  cause 
substantial  injury  and  give  appellant 
standing  to  appeal,  whether  or  not 
it  caused  financial  loss.  But  interfer- ence is  an  elastic  term ;  it  may  be 
of  any  degree.  Some  interference  is 
minimal  and  practically  harmless. 
Appellant's  notice  of  appeal,  though 
it   alleges   "substantial  modification" 

^  Stuart  V.  Federal  Communications  Com- 
mission. 70  App.  D.  C.  265,  267,  105  F. 

(2d)  788,  790;  Perkins  v.  Lukens  Steel  Co., 
310  U.  S.  113,  125:  "Nor  can  respondents vindicate  any  general  interest  which  the 
public  may  have  in  the  construction  of  the 
Act  by  the  Secretary  and  which  must  be 
left  to  the  political  process.  Respondents, 
to  have  standing  in  court,  must  show  an 
injury  or  threat  to  a  particular  right  of 
their  own,  as  distinguished  from  the  pub- lic's interest  in  the  administration  of  the 

law." 

1  Federal  Communications  Commission  v. 
Sanders  Brothers  Radio  Station,  309  U.  S. 
470,  477. 

-  See  Federal  Communications  Commis- 
sion V.  Sanders  Brothers  Radio  Station, 

309  U.  S.  642. 
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THE  VOICE  OF  MISSISSIPPI 

JACKSON -"PREFERRED'' 
Jackson  is  among  123  "preferred- 
cities-of-the-month"  for  sales  pros- 

pects.—Sales  Managament  Retail  Sales Forecast  for  Oct.  31st. 
Jackson  is  one  of  52  cities  whose  in- 

dex is  20  points  or  more  above  na- tional average. 
Jackson's  sales  gain  is  equalled  or exceeded  by  only  11  cities  in  the 
South. 
invest  your  advertising  dollars  with 
WJDX— dominant  radio  station  in  the 
growing  AAississippi  market. 

Member  of  Southcentral 
Quality  Network 

WJDX    -    WMC    -    WSMB    -  KARK 
KWKH   -  KTBS 

of  its  license,  alleges  neither  substan- 
tial injury  nor  any  facts  which  consti- 
tute substantial  injury. 

It  alleges  nothing  more  injurious 
than  "interference  to  KOA  in  areas 
where  KOA's  signal  is  now  inter- 

ference free."  This  allegation  would 
be  supported  if  it  were  shown  that  in 
some  small  area,  thousands  of  miles 
from  Denver,  and  of  no  actual  or 
potential  importance  to  appellant,  a 
few  listeners  could  and  did  at  rare 
intervals  get,  without  interference,  a 
feeble  signal  from  KOA,  and  that  their 
reception  of  that  signal  would  be  made 
a  little  worse  by  WHDH's  modifica- tion. 

I  think  such  an  allegation  would 
not  show  standing  to  appeal.  Since 
appellant's  actual  allegation  may 
mean  no  more,  we  can  accept  it  as 
showing  standing  to  appeal  only  if  we 
waive  the  rule  that  pleadings  are  to 
be  construed  against  the  pleader. 

If  we  take  that  step,  I  think  we 
should  affirm.  I  find  nothing  in  the 
Communications  Act  which  required 
the  Commission  to  give  appellant  a 
hearing ;  quite  the  contrary.  Yet  the 
Commission  gave  appellant  a  hearing. 
It  violated  neither  the  Act  nor  due 

process. The  Commission  was  asked  to  and 
did  modify  the  license  of  WHDH. 
Sec.  309  (a)  of  the  Communications 
Act  provides  in  effect  that  the  Com- 

mission may  grant,  though  it  may  not 
deny,  an  application  for  modification 
without  a  hearing.  Most  modifications 
of  licenses  affect  other  licensees,  and 
Congress  might  easily  have  required 
that  other  licensees  who  stand  to  lose 
be  given  a  hearing.  It  did  not.  So 
far  as  the  Act  is  concerned,  therefore, 
no  hearing  was  necessary.  True,  Sec. 
303  (f)  requires  that  the  licensee  of  a 
station  be  given  a  hearing  if  the 
Commission  is  to  change  that  sta- 

tion's "frequencies,  authorized  power, 
or  .  .  .  times  of  operation." But  that  section  is  not  applicable 
here,  since,  neither  the  frequency,  the 
power,  nor  the  time  of  KOA,  appel- 

lant's station,  is  being  changed.  Simi- 
larly, Sec.  312  (b)  forbids  "modifica- 

tion" of  a  license  without  opportunity 
to  the  licensee  to  show  cause  why 
the  license  should  not  be  modified ; 
but  that  section  is  not  applicable, 
since  appellant's  license  is  not  being 
modified  in  any  particular.^ 

Its  license  merely  authorized  it  to 
operate  with  specified  equipment,  fre- 

quency, power,  and  time,  and  still 
authorizes  it  to  oijerate  with  the  same 
equipment,  frequency,  power,  and  time. 
To  say  that  appellant's  frequency  or 
its  license  is  being  "changed"  or  "modi- 

fied" seems  to  me  an  inapposite  figure 
of  speech.  It  is  true  that  the  Commis- 

sion's rules,  until  they  were  changed 
in  the  course  of  these  proceedings, 
stated  that  only  one  Class  I  station 
"will  be  assigned"  to  the  frequency  of 
850  kilocycles.  But  that  statement  of 
the  Commission's  purpose  or  policy 
was  not  incorporated,  or  referred  to. 
in  appellant's  license. Therefore  the  license  cannot,  un- 

less by  a  most  liberal  construction, 
be  regarded  as  intended  to  make  any 
exclusive  grant  to  appellant,  whether 
of  equipment,  frequency,  power,  or 
time.  Appellant's  license  is  no  more exclusive  in  respect  to  frequency, 
power,  and  time  than  in  respect  to 
equipment. 
And  the  settled  rule  requires  not 

a  liberal  but  a  strict  construction 
of  franchises  and  licenses.^  Moreover, 
Section  301  of  the  Act  provides  that 
"no  .  .  .  license  shall  be  construed  to 
create  any  right,  beyond  the  terms, 
conditions,  and  periods  of  the  license," 
and  the  Supreme  Court  has  said : 
"The  policy  of  the  Act  is  clear  that 

1  Sec.  303,  including  (f),  deals  in  a 
summary  way  with  the  "powers  and  duties 
of  Commission."  Sec.  312,  including  (b), 
deals  in  a  detailed  way  with  "revocation 
and  modification"  of  licenses  and  with  "no- 

tice and  hearing." "  Detroit  United  Railway  v.  City  of  De- 
troit, 229  U.  S.  39;  Piedmont  Power  & 

Light  Co.  v.  Towv  of  Graham,  253  U.  S. 193. 

WJZ  DISC  SHOW 

Band   Series  for  Sponsorship 

 In  Segments  Is  Begun  

INNOVATION  started  last  week 
on  WJZ,  New  York,  is  the  Blue 
Band  Stand,  program  of  recorded 
popular  music  featuring  the  coun- 

try's top  bands,  with  Allen  Stuart as  m.c.  and  producer.  The  series 
is  heard  five-weekly  11:30  a.m.  to 
12:15  p.m.,  with  the  first  half- 
hour  available  for  sponsorship  as 
a  single  segment  or  in  two  quarter- 
hour  segments. 

The  remaining  quarter-hour  is 
available  to  sponsors  in  five-minute 
segments  or  for  one-minute  an- nouncements. Stuart,  formerly  an 
announcer  for  WNEW,  New  York, 
has  been  in  radio  nine  years 
as  announcer,  producer  and  di- 

rector, and  most  recently  has  been 
announcing  the  Manhattan  at  Mid- 

night show,  sponsored  on  BLUE 
by  Cummer  Products  for  Energine. 

no  person  is  to  have  anything  in  the 
nature  of  a  property  right  as  a  result 
of  the  granting  of  a  license.  Licenses 
are  limited  to  a  maximum  of  three 
years'  duration,  may  be  revoked,  and 
need  not  be  renewed.  Thus  the  chan- 

nels presently  occupied  remain  free 
for  new  assignment  to  another  li- censee in  the  interest  of  the  listening 

public."'' 

The  Constitution  does  not,  in  my 
opinion,  give  appellant  a  right  to  a 
full  hearing,  of  the  trial  type,  in  the 
proceedings  before  the  Commission.  In 
the  absence  of  statute,  licensing  au- thorities are  usually  under  no  duty 
to  give  any  sort  of  hearing  to  license 
holders  before  changing  rules  which 
affect  the  value  of  licenses.*  Appel- 

lant's case  is  somewhat  similar  to 
that  of  a  licensed  automobile  operator 
who  should  demand  that  he  be  given 
a  hearing  before  the  speed  limits  are 
reduced. 

Finds  Administrative 
Process  Cramped 

It  is  stronger  in  one  respect ;  for 
appellant  is,  and  the  particular  auto- mobile operator  is  not,  more  likely 
than  anyone  else  to  be  affected  by  the 
change  proposed.  But  it  is  weaker  in 
another  respect ;  for  appellant  is  not, 
and  the  automobile  operator  is,  for- 

bidden to  do  after  the  change  what  he 
was  free  to  do  before  the  change.  Only 
the  consequences  of  appellant's  ac- 

tivities, and  not  the  activities  them- 
selves, are  affected  by  the  change 

which  the  Commission  has  made  in  the 
license  of  WHDH. 

Appellant  is  in  substantially  the 
same  position  as  the  owner  of  a 
licensed  garage  or  liquor  store  who  is 
subjected  to  new  competition  by  the 
licensing  of  a  similar  business  nearer 
his  own  than  would  have  been  pos- 

sible under  the  regulations  which 
were  in  force  when  his  own  license 
was  issued. 

It  may  be  that  appellant  was,  as  a 
matter  of  due  process,  entitled  to 
some  sort  of  hearing.  The  Commission's l)roceedings  had  a  fact-finding  aspect, 
and  were  more  likely  to  affect  appel- 

lant's interests  than  those  of  any  other 
person.  But  appellant  was  not  entitled 
to  a  hearing  which  should  include 
"the  incidents  of  a  trial  in  court. 
Persons  may  be  "heard"  without  be- 

ing "permitted  to  intervene,  and  thus 

"  Federal  Communications  Commission  v. 
Sanders  Bros.  Radio  Station,  309  U.  S.  470, 
475. 

*  Cf.  Lacquer  &  Chemical  Corp.  v.  Mills, 
22  F.  2d  697  (D.  C.  E.  D.  N.  Y.)  ;  af- 

firmed, 22  F.  2d  700  (C.  C.  A.  2);  certiorari denied,  276  U.  S.  617. 
^  Norwegian  Nitrogen  Products  Co.  v. United  States,  288  U.  S.  294,  316,  317. 

WPDQ  Begins  Oct.  15; 
Two  Executives  Named 
APPOINTMENT  of  Cy  Newman 
as  program  director  of  WPDQ, 
Jacksonville,  and  of  Mi-s.  Marjorie Brewton  Willis  as  director  of 
women's  features  has  been  an- 

nounced by  Robert  R.  Feagin, 
manager  of  the  station,  which  is 
expected  to  begin  operations  about 
Oct.  15.  WPDQ  will  operate  with 
5,000  watts  on  1270  kc. 

Mr.  Newman,  who  will  also  han- 
dle all  sportscasts  for  WPDQ,  has 

previously  been  with  CBS;  WOR, 
WMCA  and  WHN,  New  York; 
WAAT,  Jersey  City,  and  WITH, 
Baltimore.  Mrs.  Willis,  whose 
duties  will  include  broadcasting  a 
daily  women's  hour,  was  formerly 
manager,  treasurer  and  director  of 
WTOC,  Savannah. 

WHK  Joins  Mutual 
WHK,  Cleveland,  will  celebrate fulltime  affiliation  with  MBS  by 
presenting  a  45-minute  variety 
show,  WHK  Goes  Mutual,  Sept. 
28,  9:15-10  p.m.  Attilio  Baggiore, 
graduate  of  the  Royal  Opera  of 
Rome,  veteran  of  the  European 
concert  stage  and  more  recently 
with  the  Chicago  Civic  Opera  and 
Mutual  network,  will  sing.  Others 
on  the  program  will  be  Elvera 
Ruppel,  soprano  of  WGR,  Buffalo; Joe  Gentile  and  Ralph  Binge  of 
CKLW,  Detroit;  Marvin  Arnold; 
Lillian  Sherman;  Dick  O'Heren; Willard  and  his  Orchestra ;  Sheelah 
Carter. 

become  parties.""  Appellant  was  en- titled to  no  more  than  a  hearing 
reasonably  adequate  to  protect  its 
interests  and  reasonably  practicable 
for  the  Commission  and  the  public ;  in 
other  words,  to  a  fair  opportunity 
to  bring  its  facts  and  arguments  to 
the  Commission's  attention.' It  had  such  a  hearing — whether  of 
right  or  of  grace  we  need  not  inquire. 
Pursuant  to  the  Commission's  Rule 1.195,  it  was  given  an  opportunity  to 
appear  and  present  evidence.  It  chose 
not  to  do  so.  It  was  permitted  to, 
and  did,  file  a  brief  and  make  oral 
argument.  Nothing  more  was  required. 
It  was  not  formally  a  party,  and 
some  aspects  of  a  trial  at  law,  in- 

cluding opportunity  for  cross-examina- tion, may  have  been  absent. 
To  rule,  as  the  majority  of  the  court 

in  effect  do,  that  the  Commission's action  was  therefore  erroneous,  is  to 
cramp  the  administrative  process  by 
forcing  it  into  the  very  mold  which 
it  is  designed  to  avoid.*  Since  the Commission  had  to  decide  primarily 
a  question  of  policy  and  only  inci- 

dentally a  question  of  fact,  the  tech- nique of  a  trial  would  have  been  clumsy 

and  wasteful." 
"  The  Chicago  Junction  Case,  264,  U.  S. 

258,  268,  "The  'hearing'  is  the  hearing  of 
evidence  and  argument."  Morgan  v.  United States,  298,  U.  S.  468,  480. 

'  When  an  importer  has  contested  the 
valuation  of  his  goods  by  the  customs  serv- ice, and  exercises  his  right  to  have  them 
valued  by  appraisers,  the  question  "is  not to  be  tried  before  the  appraisers  as  if  it 
were  an  issue  in  a  suit  in  a  judicial  trib- 

unal." Auffmordt  v.  Hedden,  137  U.  S.  310, 
323.  If  he  "is  afforded  such  notice  and  hear- ing as  enables  him  to  give  his  views  and 
make  his  contention  in  respect  of  the  value 
of  his  goods,  he  cannot  complain."  Origet V.  Hedden,  155  U.  S.  228,  238. 

*  Cf.  Federal  Communications  Commis- sion v.  Pottsville  Broadcasting  Co.,  309 
U.  S.  134. 

^  Cf.  Davis,  The  Requirement  of  Oppor- 
tunity to  be  Heard  in  the  Administrative 

Process,  51  Yale  L.  J.  1093,  1098. 
Appellant  could  have  had  a  hearing  of 

the  trial  type  if  it  had  chosen  to  comply 
with  the  Commission's  rule  regarding  peti- tions to  intervene. 

0«n<il  ond  Opcroltd  By 
LAMAR 

LIFE  INSURANCE 
COMPANY 

MCKSON,  MISSISSIPPI 
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FVL-O-PEP  RETURNS 

WITH  SPOT  SERIES 

QUAKER  OATS  Co.,  Chicago 
(Ful-O-Pep  feeds),  on  Oct.  3  will 
resume  transcriptions  of  Man  on 
the  Farm,  weekly  half-hour  live 
program  on  WLS,  Chicago,  on  the 
following  stations:  WAPI  KOA 
WJAX  WIOD  WSB  WHO  WWL 
WCCO  WDAF  KMOX  WOR 
WSLB  WSYR  WTRY  WBT  WLW 
KVOO  KGNC  KDKA  WMC  WSM 
WFAA-WBAP  WOAI  WSVA 
WRVA.  The  following  stations  will 
be  added  making  a  total  of  4.5 
carrying  the  program;  KARK 
WRUF  WFLA  WDZ  KMA  WIBW 
WHAS  KWKH  WBAL  WBZ 
WJR  WOW  WSNJ  WHAM  WKY 
WIS  WNOX  KFDM  KPRC. 

Program,  which  on  Sept.  19  was 
renewed  for  the  sixth  year  on  WLS, 
consists  of  interviews  of  visitors 
to  the  Quaker  Oats  experimental 
farm  45  miles  from  Chicago,  by 
Chuck  Acree,  m.  c,  and  brief  talks 
by  Dr.  O.  B.  Kent,  director  of  re- 

search for  Ful-O-Pep  feeds. 
The  company  on  Sept.  26  will  re- 

sume Our  City  Cousins,  weekly 
quarter-hour  live  talent  program 
on  WLS,  Chicago,  consisting  of  in- 

terviews by  Chuck  Acree  with  city 
folk  on  their  impressions  of  farm 
life.  Interviewees  are  selected  from 
the  early  arrivals  at  the  Saturday 
evening  National  Barn  Dance  in 
the  Chicago  Civic  Opera  building. 
Agency  is  Sherman  &  Mar.quette, 
Chicago. 

N.  Y.  Club  to  Meet 

FIRST  luncheon  meeting  for  the 
1942-43  season  of  the  Radio  Execu- 

tives Club  of  New  York  will  be  held 
Oct.  7  at  the  Hotel  Lexington,  it 
has  been  announced  by  Thomas  H. 
Lynch,  radio  timebuyer  of  Wm. 
Esty  &  Co.,  New  York,  and  presi- 

dent of  the  club  for  the  coming 
year.  Out-of-town  station  or  agency 
men  in  New  York  on  Wednesdays 
are  invited  to  attend  the  meetings 
as  in  past  years. 

Warfield  Counsel 

WILLIAM  S.  WARFIELD  III, 
Chicago  attorney  of  the  firm  of 
Cassels,  Potter  &  Bentle"  has  been 
retained  by  CBS  as  counsel  in  the 
anti-trust  suit  against  the  net- 

work instituted  by  the  Dept.  of 
Justice.  Cases  against  both  RCA- 
NBC  and  CBS  have  been  set  for 
trial  Dec.  11  in  the  Federal  Court 
in  Chicago  before  Judge  John  P. 
Barnes  [Broadcasting,  Sept.  14]. 

FIRST  MANAGEMENT  meeting  of  executives  and 
department  heads  of  the  BLUE  held  since  its  incep- 

tion as  a  separate  organization  in  February  of  this 
year  consisted  mainly  of  a  roundtable  discussion  of 
problems  of  programming,  engineering  and  other 
phases  of  broadcasting  operations  affected  by  the 
war.  Attending  the  meeting,  and  ensuing  luncheon 
and  dinner,  were  (seated,  1  to  r)  : 
Kenneth  Berkeley,  Washington  manager  of  the 

BLUE;  John  McNeil,  manager  of  WJZ,  BLUE  key 
station  in  New  York;  Keith  Kiggins,  vice-president 
in  charge  of  stations;  Phillips  Carlin,  vice-president 
in  charge  of  programs;  Edgar  Kobak,  executive  vice- 
president;  Mark  Woods,  president;  Don  Oilman,  vice- 
president  in  charge  of  the  West  Coast  Division;  Wil- 

liam Ryan,  manager  of  KGO,  BLUE  outlet  in  San 

Francisco,  and  E.  R.  Boroff,  vice-president  in  charge 
of  the  central  division. 

Standing:  James  Stirton,  central  division  program 
manager;  Robert  Swezey,  secretary  and  legal  counsel; 
H.  B.  Summers,  public  service  manager;  G.  W. 
Johnstone,  director  of  news  and  special  features; 
Charles  Barry,  Eastern  program  manager;  Alexan- 

der Nicol,  controller;  Earl  Mullin,  publicity  manager; 
Robert  Saudek,  assistant  to  the  executive  vice-presi- 

dent; Dorothy  Kemble,  continuity  acceptance  editor; 
George  Milne,  chief  engineer;  Charles  E.  Rynd, 
treasurer;  John  H.  Norton,  station  relations  man- 

ager; George  Benson,  Eastern  sales  manager;  Bert 
J.  Hauser,  sales  promotion  manager;  E.  C.  Horstman, 
Chicago  engineering  manager;  Edward  Evans,  re- 

search head;  Fred  T.  Thrower,  general  sales  chief. 

NBC's  Fall  Parade 
BECAUSE  of  the  enthusiasm  ex- 

pressed by  advertising  agencies, 
sponsors  and  stars  for  NBC's  Fall 
Parade  of  Stars,  comprising  pro- 

motional previews  of  coming  fall 
programs,  the  original  10  tran- 

scriptions have  been  increased  to 
21.  Radio's  contribution  to  the  war 
effort  and  the  building  of  national 
morale  is  the  keynote  of  the  edi- 

torial matter  and  scripts,  which 
provide  a  total  of  10  hours  of  en- 

tertainment, especially  contributed 
for  the  purpose,  by  top-ranking 
NBC  artists  [Broadcasting,  Aug. 

10].   Dover  Beer  Spots 
DOVER  BREWERIES,  Hartford, 
Conn.,  through  its  newly-appointed 
agency,  H.  A.  Salzman  Inc.,  New 
York,  has  launched  a  series  of 
one-minute  transcribed  announce- 

ments for  an  indefinite  period  on 
New  England  Stations.  Firm,  a 
newcomer  to  radio,  started  the 
spots  in  August  on  one  station  each 
in  New  Britain,  Hartford,  and 
Waterbury,  Conn.,  and  in  Spring- 

field, Mass.  on  the  basis  of  40  a 
week. 

Guider  Joins  the  Navy 

A  s   Lieut.  Commander 

JOHN  W.  GUIDER,  member  of 
the  law  firm  of  Hogan  &  Hartson, 
and  a  pioneer  in  the  practice  of 
radio  law,  last  Monday  was  called 

to  active  duty  in 
the  Navy  as  a 
lieutenant  com- mander. Bureau 
of  Supplies  and 
Accounts.  He  fol- lows into  service 
his  partner,  Lt. 
Com.  Duke  M. 
Patrick,  now  at 
Cornell  for  an  in- d  octrination 
course. 

Com.  Guider  is  a  Naval  Academy 
graduate,  class  of  1922.  He  has 
been  a  member  of  the  Hogan  firm 
for  the  past  decade.  Radio  prac- 

tice of  the  Hogan  firm  is  being 
handled  by  Karl  A.  Smith  and 
Lester  Cohen,  associates  of  Messrs. 
Guider  and  Patrick. 

Guider 

WIL's  Contribution 

BART  SLATTERY,  for  nine  years 
announcer  and  publicity  director 
of  WIL,  St.  Louis,  who  conducts 
WIL's  Breakfast  Club,  has  been 
commissioned  a  lieutenant,  junior 
grade,  in  the  Naval  Reserve.  He 
is  doing  personnel  work  for  Naval 
aviation  in  the  St.  Louis  area. 
Bill  Durney,  sports  announcer  of 
WIL,  has  been  commissioned  sec- ond lieutenant  in  the  Marine  Corps 
Reserve.  Lt.  Durney  has  an- 

nounced ice  hockey  and  football  as 
well  as  other  remote  pickups  for 
the  past  seven  years,  and  is  a 
familiar  voice  to  thousands  of  St. 
Louisians. 

V.  LA  ROSA  &  SONS  Inc.,  Brook- 
lyn, distributors  of  La  Rosa  Grade  A 

Macaroni,  and  Andre  Luotto,  ad- 
vertising agency,  have  stipulated  with 

the  FTC  to  cease  certain  advertising 
claims  for  the  product. 

ANSWERS 

to  WOR- Quiz 

on  front  cover 

I  •  The  formation  represents  the 
WOR  Guaranteed  Area.  It  con- 

tains 14  of  the  most  active  war 
work  cities  in  the  United  States. 
Radio  listening  in  the  most 

densely-populated  portion  of 
this  area  has  jumped  10  to  20% 
over  the  same  period  last  year. 

2*  The  symbol  is  used  to  point 

up  the  fact  that  14  major  Eastern 
markets  of  more  than  100,000 

people  each  can  be  covered  by 
WOR  alone. 

3.  These  are  the  initials  of 

"Bessie  Beatty",  famous  WOR 
woman's  show  conductor,  who 

opened  up  50%  more  outlets  for 
a  well-known  substitute  product 
in  8  weeks.  The  new  dealers  are 

located  in  New  Jersey,  Connecti- 
cut, Rhode  Island,  Long  Island 

and  Pennsylvania. 

4  •  This  insignia  appears  on  the 

cards  of  all  "The  8-Ball  Club" members.  Club  is  idea  of  Jerry 

Lawrence,  popular  all-night 

show  m.c.  on  WOR.  The  "8-Ball 
Club"  has  members  in  approxi- 

mately 37  states.  Each  member 
is  one  of  WOR's  thousands  of 
all-night  listeners. 
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Just  5  minutes,  3  times 
weekly  for  6  weeks.  Re- 

sponse? —  5205  Kitchen 
Klenzer  labels! 

—^Result  of  WDZ's 

"DIRECTIONAL 

PROGRAMMING" 

WDZ 

TUSCOLA 
ILLINOIS 

1 000  WATTS 

Quick  Response 

—  when  you 
talk  to  PEOPLE 

(not  population 
figures)  through 

the  "salt  of  the  earth"  ap- 
peal of  WDZ.  If  you  want  to 

KNOW  your  package, 

"deal"  or  plan  is  RIGHT  for 
the  "70%  masses"  HERE'S 
THE  PLACE  TO  FIND  OUT— 
at  mighty  little  cost! 

HOWARD  H.  WILSON  CO.  -  Representatives 
New  York,  Chicago,  Kansas  City,  San  Francisco 

11 

206,154  Listener  Letters  During  1941 !! 

V.OVERING  Portland  and 

Maine's  major  markets 
...  a  consumer  market 
which  has  mushroomed  in 

size  and  is  steadily  grow- 
ing .  .  .  where  DOL- 

LARS   are    being  spent. 

5000  WATTS— 560  KC 
CBS 

National  Representatives 
PAUL  H.  RAYMER  CO. 

PORTLAND 

Musicians  Local  in  New  York 

Endorses  Petrillo's  Disc  Action 

Confidence  in  Union  President's  Policy  Voiced; 
Rochester  Symphony  Cancels  Its  Concerts 

MEMBERSHIP  of  the  New  York 
local  (802)  of  the  American  Fed- 

eration of  Musicians  has  unani- 
mously endorsed  the  fight  of  James 

C.  Petrillo,  national  president  of 
AFM,  against  recorded  music,  it 
was  announced  last  week  by  Wil- 

liam Feinburg,  secretary  of  the 
local,  following  a  meeting  on  Mon- 

day attended  by  about  1,000  mem- 
bers of  802. 

Resolution  adopted  at  the  meet- 
ing is  a  duplicate  of  that  adopted 

a  month  earlier  by  the  local's  ex- 
ecutive board.  After  citing  at  some 

length  the  adverse  effects  of  "me- 
chanical and  canned  music"  upon 

the  employment  of  live  musicians, 
the  resolution  expresses  "fullest 
confidence"  in  Petrillo  and  the 
AFM  international  executive  board 

and  pledges  the  local  to  "exert 
every  effort  to  carry  out"  the  de- 

cision that  AFM  members  shall 
cease  making  records  and  trans- 
scriptions. 

AFM  Explanation 

This  decision,  the  resolution 
states,  "was  made  in  the  hope 
and  for  the  purpose  of  inducing 
the  recording  companies  and  radio 
broadcasters  to  negotiate  and  agree 
upon  a  plan  under  which  not  only 
they  may  continue  to  function  and 
prosper,  but  which  would  also  pro- 

vide employment  opportunities  for 
greater  numbers  of  our  fellow 

members." 802  also  last  week  ran  two-col- 
umn, 13-inch  ads  in  a  number  of 

New  York  newspapers  to  explain 
"the  plight  of  the  professional 
musician  and  why  he  is  opposed  to 
the  uncontrolled  distribution  of  the 
records  his  talents  create."  Fol- 

lowing this  headline,  the  copy 
states  that  only  35%  of  the  ap- 

proximately 138,000  AFM  members 
are  now  employed;  that  95%  of 
the  music  heard  today  in  the  U.  S. 
and  Canada  is  "canned";  that 
more  than  500  stations  in  the 

U.  S.  "do  not  employ  one  single " 
living  musician"  and  that  "an  av- 

erage of  only  seven  minutes  of 
each  24  hours  of  radio  time  is  given 

to  live  music." 
Rochester  Ban 

"Himdreds  of  millions  in  adver- 
tising income  is  received  by  these 

radio  stations  from  the  sale  of 

'canned  music'  to  commercial  pro- 
grams," the  ad  continues.  "This 

huge  total  is  derived  from  the  rec- 
ords which  the  professional  musi- 
cians create.  But  the  total  income 

received  by  the  musicians  who  make 
this  profitable  radio  industry  pos- 

sible approximates  an  insignificant 
fraction  of  this  total.  As  the  num- 

ber of  stations  increases,  the  em- 
ployment of  living  musicians  in 

the  field  is  actually  decreasing." 
Asking:  "Is  it  not  fair  and  just 

that  the  recording  and  radio  in- 

dustry, earning  big  financial  re- 
wards from  the  talent  and  skill  of 

the  musician,  should  sustain  the 
obligation  of  affording  him,  by 
some  compromise,  the  opportunity 
to  maintain  a  decent  standard  of 
living — so  that  music  may  sur- 

vive?", the  copy  goes  on  to  declare: 
"Yet  not  one  recording  or  tran- 

scription company  has  approached 
our  Federation  with  any  sugges- 

tions to  meet  the  problem.  Instead 
they  have  seemingly  combined  with 
the  radio  stations  and  advertising 
interests  to  influence  Washington 

to  fight  their  battles  for  them." 
The  copy  concludes:  "These  are the  facts.  And  we  are  confident 

that  you,  the  public,  will  sym- 
pathize with  our  position,  and  our 

plight." 

NAB's  Statement 

The  NAB  promptly  sent  to 
newspaper  editors  an  analysis  of 
these  "facts"  as  background  ma- 

terial for  stories  that  may  be  writ- 
ten on  the  recording  ban  in  the 

future.  This  analysis  points  out,  for 
example,  that  network  programs 
consume  more  than  half  the  time  of 
more  than  half  the  stations,  and 
that  not  one  of  these  network  pro- 

grams is  recorded,  which  even  with- 
out the  performance  of  individual 

station  staff  musicians  amounts  to 
considerably  more  than  seven  min- 

utes for  each  24  hours. 
Similarly  the  NAB  digest  states 

that  the  total  radio  advertising 
revenue  from  all  non-network  pro- 

grams, including  live  programs 
and  announcements  and  non-musi- 

cal as  well  as  musical  transcrip- 
tions, is  less  than  $100,000,000  and 

not  the  "hundreds  of  millions"  for 
"canned  music"  alone  claimed  by 
the  union.  Even  regarding  AFM 
membership,  the  analysis  quotes 
J.  M.  Weber,  former  AFM  presi- 

dent, as  stating  in  1940  that  "our membership  consist  of  fully  half  of 
non-professionals  who  are  not  en- 

tirely dependent  on  music  for  a 

livelihood." Regarding  the  AFM  question: 
"Is  not  the  musician,  then,  justi- 

fied in  saying:  I  will  make  no 
more  records  until  and  unless  hon- 

est negotiation  provides  a  solu- 
tion by  which  the  public  may  con- 

tinue to  enjoy  the  product  of  our 
time  and  labor,  and  I  may  con- 

tinue to  work  and  earn  a  living?" the  NAB  replies: 
"No  musician  ever  said  this.  Mr. 

Petrillo  merely  said,  from  and 
after  Aug.  1  no  members  of  the 
AFM  will  work  in  making  records. 
He  said  this  unconditionally,  and 
without  prior  consultation  with 
representatives  of  industry  or  of 
the  public.  All  that  remains  to  be 
said  is  to  ask  a  difficult  question. 

That  question  is  'for  instance. What  kind  of  a  solution  is  the 
AFM  talking  about?  It  has  not 
said.  It  says  it  wants  the  record 

CHOSEN  FROM  SEVEN  competi- 
tors, Katherine  Donaldson,  winner 

of  the  "Miss  WEAF"  contest 
staged  by  WEAF,  New  York,  on 
its  20th  anniversary,  poses  for  the 
first  of  what  will  doubtless  be  a 
large  file  of  publicity  photographs. 
A  resident  of  New  York  City,  Miss 
WEAF  has  played  in  summer  stock, 
has  modeled  and  this  summer  was 
one  of  the  junior  hostesses  at  the 
Stage  Door  Canteen.  WEAF  will 
help  her  further  her  dramatic  am- bitions in  addition  to  giving  her 

an  evening  "around  the  town"  in  a Saks  Fifth  Ave.  evening  outfit. 

companies  to  control  the  use  of 
records.  The  record  companies 
cannot  legally  do  this.  Moreover, 
what  musician  is  the  union  talk- 

ing about?  Does  it  really  mean 
that  phonograph  records  cannot  be 
made  in  New  York  unless  part- 
time  musicians  in  Idaho,  for  in- 

stance, who  cannot  meet  the  pub- 
lic taste,  are  given  forced  em- 

ployment?" 

Petillo's  Lobbying 

In  response  to  the  AFM  sugges- 
tion for  "some  equitable  legisla- 
tion as  now  exists  in  England," 

the  NAB  replies:  "If  the  only  way 
in  which  this  situation  can  be  rem- 

edied is  by  legislation,  what  new 
form  of  legislative  lobbying  is  Mr. 

^EVD
 

NEW  YORK'S  STATION  OF 
DISTINCTIVE  FEATURES 

NOW 5000 WATTS 

The  unique  position  of  WEVD  with  a  largo 
section  of  Metropolitan  New  York's  radio 
abdience  is  evidenced  by^— 

(1).  The   feature   boxes   of  newspaper radio  program  pages 

(2.)  The  large  number  of  famous  adrer- tisers  on  the  station  continuously 
year  after  year. Ash  for 

"Who's    Who   On  WEVD" 
sent  on  request. 
WEVD 

117-119   West  46th  St.,  New  York,  N.  T. 
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Petrillo  engaged  in  banning  the 
making  of  records. 

"If  the  record  companies  can  do 
nothing  under  existing  law  and 
Mr.  Petrillo  has  to  get  new  legis- 

lation, why  strike  against  whole 
industries  and  the  American  peo- 

ple because  the  law  is  in  its  pres- 
ent state.  If  Mr.  Petrillo  had 

turned  to  Congress  for  legisla- 
tion, instead  of  issuing  his  peremp- 
tory order,  he  would  not  have 

drawn  upon  himself  the  present 
universal  criticism." 

Meanwhile,  another  musical  edu- 
cational institution  has  had  its 

students  banned  from  the  air  be- 
cause of  the  Petrillo  ukase  that 

only  union  musicians  shall  be  al- 
lowed to  broadcast.  The  symphony 

orchestra  of  the  Eastman  School 
of  Music  at  Rochester,  N.  Y.,  has 
cancelled  its  scheduled  series  of 
broadcasts  on  CBS,  which  were  to 
have  begun  early  in  November  and 
to  have  continued  throughout  the 
winter  from  3:30  to  4  each  Thurs- 

day afternoon.  Like  the  cancella- 
tion of  the  CBS  broadcasts  of  the 

Cincinnati  Conservatory  of  Music 
a  week  earlier  [Broadcasting, 
Sept.  14],  the  Eastman  series  was 
halted  because  of  its  conflict  with 
the  policies  of  Petrillo. 

It  was  learned,  however,  that 
CBS  is  planning  to  broadcast  a 
half-hour  afternoon  series  of  con- 

certs given  by  the  Eastman  Orches- 
tra. Dr.  Howard  Hanson,  director 

of  the  school,  explained  that  such 
broadcasts  would  be  permitted  be- 

cause this  group's  members  are 
also  members  of  the  AFM.  He  pro- 

posed that  the  matter  of  student 
broadcasts  might  be  settled  by  an 
agreement  between  the  union  and 
the  broadcasters  which  allow  a 
limited  number  of  broadcasts  by 
student  orchestras. 

Some  40  members  of  the  faculty 
of  Oberlin  College  and  Conserva- 

tory, Oberlin,  0.,  issued  a  stinging 
rebuke  to  Petrillo  and  the  AFM 
Sept.  17,  calling  upon  15  of  the 
nation's  music  schools  to  fight  the 
union's  ban  on  student  m.usical 
broadcasts. 

SERIAL  SELECTED 

FOR  LATIN  DISCS 

BECAUSE  it  was  the  "best  exam- 
ple of  good,  solid  American  radio 

in  the  serial  form,"  Bachelor's Children,  has  been  chosen  by  the 
Planning  Board  of  the  Office  of 
the  Coordinator  of  Inter-American 
Affairs  for  broadcast  via  tran- 

scriptions on  South  American  radio 
stations.  Of  all  programs  being 
recorded  in  Spanish  and  shipped 
to  South  America  for  broadcast. 
Bachelor's  Children  is  the  only  one 
representing  the  daytime  serial 
field. 

Program  is  broadcast  domesti- 
cally on  NBC  for  Colgate-Palm- 

olive-Peet,  but  shifts  to  CBS  for 
Continental  Baking  Co.  for  Won- 

der Bread  and  Hostess  Cake  on  a 
five-weekly  basis  starting  Sept. 
28.  Ward  Wheelock  Co.,  Philadel- 

phia, has  been  the  agency  for  the 
show  for  Palmolive  soap,  and  Ted 
Bates  Inc.,  New  York,  will  handle 
the  serial  for  Continental. 

Cooper  Blade  Drive 
COOPER  SAFETY  RAZOR  Corp., 
Brooklyn,  which  entered  radio  in 
the  early  part  of  the  year  with  a 
test  campaign  on  WNEW,  New 
York,  will  use  stations  in  major 
eastern  and  midwestern  markets  in 
a  drive  to  encourage  shavers  to 
conserve  steel  by  using  high- 
quality,  long-life  blades.  Proper 
care  of  blades  will  also  be  stressed 
in  the  campaign.  Premiums  will 
probably  be  used  to  assist  the  re- 

tailer in  merchandising.  WEBR, 
Buffalo  has  already  started  a  series 
of  daily  announcements  at  7:30 
a.m.  for  Cooper.  Further  outlets 
and  type  of  program  to  be  used  are 
not  yet  ready  for  release.  Hef- 
felfinger  Agency,  New  York, 
handles  the  account. 

VACUUM  Tube  Division  of  the  Gen- 
eral Electric  Radio,  Television  and 

Electronics  Dept.  has  been  changed  to 
the  Electronic  Tube  Division,  accord- 

ing to  Dr.  W.  R.  G.  Baker,  vice-presi- dent in  charge  of  the  dept. 

Modern  Odysseus 
STUDY  of  studio  and  audio 
facilities  is  the  hobby  of  Art 
Peck,  studio  engineer  of 
WCCO,  Minneapolis,  who  in 
the  past  seven  years  has  vis- 

ited 59  studios  and  28  trans- 
mitters. Mr.  Peck's  most  re- 

cent pilgrimage  was  to  the 
opening  of  new  studios  of 
WTMJ,  Milwaukee.  He  has 
visited  Pensacola,  Salt  Lake 

City,  Albuquerque,  and  Mem- 
phis among  others.  He  has seen  15  of  the  21  Minnesota 

transmitters,  six  of  the  nine 
m  North  Dakota. 

Sheffield  Disc  Spots 
SHEFFIELD  FARMS  Co.,  New 
York,  has  launched  a  nine-week 
campaign  for  Homogenized  Vita- 

min D  Milk  on  ten  New  York  sta- 
tions. A  total  of  122  transcribed 

announcements  are  used  each  week 
on  all  stations.  Agency  is  N.  W. 
Ayer  &  Sons,  New  York. 

Jack  Benny  Show  Opens 

Fall  Series  in  Hollywood 
WITH  change  of  plans  first  couple 
broadcasts  of  the  NBC  Jack  Benny 
Show,  sponsored  by  General  Foods 
Corp.  (Grapenuts),  and  resuming 
Oct.  4  for  the  ninth  consecutive  sea- 

son, will  originate  from  Hollywood 
instead  of  New  York  as  originally 
announced.  Benny  is  being  held  on 
the  West  Coast  for  retakes  of  his 
20th-century  Fox  film,  "Meanest 
Man  in  the  World".  Unless  further 
detained  by  his  current  picture, 
Benny  and  his  troupe  will  go  to 
New  York  following  the  Oct.  11 
broadcast,  remaining  in  that  city 
for  10  weeks  or  more. 

Switch  in  locale  for  the  opening 
broadcast  may  also  cause  substitu- 

tion of  Phil  Harris  for  Harry 
James'  Orchestra.  Latter  aggrega- 

tion was  scheduled  for  the  first 
two  broadcasts  originating  from 
New  York.  It  will  probably  be  on 
the  program  at  a  later  date. 
James'  orchestra  is  held  in  New 
York  by  commitments. 

Your  War  Time  advertising  appro- 

priation must  be  geared  to  the  time! 

Methods  and  mediums  of  advertising 

have  changed  since  December  7th. 

But — you  must  keep  'em  informed 

about  your  product  or  service. 

To  reach  the  ears  and  the  increased 

purchasing    pov/er    of  Southeastern 

Ohio — tell  your  story  over  WHIZ,  Ohio's  Biggest  Little  Radio  Station. 

By  diverting  a  portion  of  your  budget  to  WHIZ  you'll  be  keeping  your 
advertising  UP  and  your  cost  per  listener  DOWN! 

WHIZ 

ZANESVILLE,  OHIO 

SEE  JOHN  BLAIR 

BLUE  NETWORK 
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365,000  people  make  the 

Youngstown  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

5O9OOO  WATTS 

The  Greatest  Selling  POWER 

in  the  South's  Greatest  City 
CBS  Affiliate 

Nat'l  Rep.  -  The  Kalz  Agency  Inc. 

USE  RADIO 

WOW 

FOR  276  RICH  COUNTIES 
Mainly  in  Nebraska  and  Iowa 

590  KG.  ̂ 5000  WATTS 
JOHN  J.  GILLIN,  JR.,  GEN'L  MGR. 
JOHN  BLAIR  CO.,  REPRESENTATIVES 

Senate  Probe 
(Continued  from  page  11) 

ones,  are  going  to  have  an  increas- 
ingly difficult  time  in  remaining  on 

the  air  because  of  business  con- 
ditions. He  talked  about  local  ad- 

vertising revenues  being  on  the 
decline  and  about  the  manpower, 
equipment  and  other  problems  that 
make  vi^artime  operations  hazard- 
ous. 

As  had  been  predicted,  the  FCC 
analysis  showed  that  the  smaller 
stations  in  the  outlying  areas, 
without  network  affiliation,  are  be- 

ing hardest  hit  by  the  ban  and 
many  of  them  are  certain  to  go 
to  the  wall  if  deprived  of  this 
material.  Mr.  Fly  said  that  while 
the  analysis  showed  a  goodly  num- 

ber of  network  stations  will  be 
seriously  and  in  some  cases  griev- 

ously affected  by  the  ban  "the  great 
bulk  of  the  non-network  stations 
face  the  drying  up  of  the  source 

of  most  of  their  program  material." 
After  analyzing  all  of  the  charts 

and  exhibits,  Mr.  Fly  gave  the 
Committee  a  composite  picture  of 
the  station  which  will  feel  the  "full 
force  of  this  blow".  He  said: 

"He  is  the  fellow  who  isn't  on  a 
national  network;  his  power  is  500 
watts  or  less;  he  is  located  in  a 
city  which  has  a  population  of  less 
than  50,000;  his  total  annual  time 
sales  are  less  than  $75,000,  and 
after  he  pays  his  expenses  he  either 
has  lost  money  or  has  a  net  income 
for  the  year  of  less  than  $5,000  and 
he  still  has  to  pay  his  taxes." 
Chairman  Fly  topped  off  his 

testimony  with  the  observation 
that  if  it  were  not  for  music, 
"radio  broadcasting  as  we  know  it 
could  not  exist".  Without  music,  he 
said  it  was  doubtful  whether  the 
country  could  support  more  than 
a  handful  of  stations. 

Asserting  that  the  vital  contri- 
bution of  musicians  to  the  industry 

should  be  recognized,  Mr.  Fly  ex- 
plained that  the  broadcast  sta- 

tions are  vital  to  the  country.  An 
industry  struggling  with  difficulties 
inherent  in  wartime  operation,  in- 

volving personnel  and  critical  ma- 
terials, is  now  faced  with  the 

"drying  up  of  the  source  of  over 
40%  of  its  programs." 

26  OUTLETS  SLATED 

FOR  CO-OP  SERIES 
COOPERATIVE  LEAGUE  of  the 
U.  S.  A.,  which  for  some  months 
has  been  contemplating  a  radio 
campaign  to  "educate  the  American 
public  on  the  meaning  and  benefits 
of  cooperatives,  has  decided  to  use 
quarter-hour  transcriptions,  titled 
Let's  Get  Together,  Neighbor,  in 
the  4-6  p.m.  period  Sunday  after- 

noons on  26  stations,  selected  for 
their  market  potentialities. 

The  campaign  will  start  Oct.  11, 
according  to  Wallace  Campbell, 
executive  secretary  of  the  organiza- 

tion, and  scripts  will  be  of  an  edu- 
cational theme,  transcribed  by 

Columbia    Recording  Corp. 
The  series,  to  be  heard  at  vary- 

ing times  in  the  two-hour  period 
selected,  will  cost  about  $25,000, 
amount  raised  through  voluntary 
contributions  from  co-op  members 
throughout  the  country.  Agency  in 
charge  is  Atherton  &  Currier,  N.  Y. 

RELIGIOUS  SERIES 

ON  ATLANTIC  NET 

GOSPEL  TABERNACLE,  New 
York,  will  sponsor  a  37-week  series 
of  half -hour  Saturday  night  broad- 

casts on  the  Atlantic  Coast  Net- 
work, beginning  Oct.  17,  it  was 

announced  last  Wednesday  by  Ed- 
ward Codel,  ACN  general  manager, 

following  a  meeting  of  the  regional 
network's  affiliate  station  managers 
at  ACN  headquarters  in  New  York. 

Titled  Word  of  Life  Fellowship, 
the  Tabernacle  programs  will  deal 
with  the  work  of  young  people  in 
the  church  and  will  be  interde- 

nominational. Conducted  by  Jack 
Wyrtzen,  they  will  be  broadcast 
each  Saturday  from  10:30-11  p.m. 
on  a  seven-station  hookup  compris- 

ing the  complete  ACN  southern 
unit,  plus  Boston  and  Providence. 
Business  was  placed  direct. 

Station  meeting,  first  gettogether 
of  all  ACN  affiliates  since  the  be- 

ginning of  the  network's  com- 
mercial operations,  was  held  pri- 

marily for  the  purpose  of  arrang- 
ing for  time  clearance  for  network 

programs  and  succeeded  in  clear- 
ing morning,  afternoon  and  eve- 
ning time  for  the  entire  network, 

Mr.  Codel  reported. 

Operating  Policies 

Discussed  by  NBC 

PLANS  and  policies  for  NBC's 
operations  during  the  coming  sea- 

son were  discussed  by  a  group  of 
the  network's  executives  during  f. 
three-day  meeting  held  at  Hot 
Springs,  Va.,  Sept.  18-20. 

Meeting  was  run  on  the  seminar 
plan,  with  various  officials  con- 

ducting discussion  sessions  as  fol- 
lows: President  Niles  Trammeil, 

"Employe  Relations  and  Morale", 
assisted  by  John  H.  MacDonald, 
assistant  treasurer;  Frank  M.  Rus- 

sell, Washington  vice-president, 
"Governmental  Relations";  Clar- 

ence L.  Menser,  vice-president  in 
charge  of  programs,  "Present  and 
Proposed  Policies  Concerning  War 

Effort  Program." William  S.  Hedges,  vice-presi- 
dent in  charge  of  stations,  spoke 

on  "Ways  and  Means  of  Strength- 
ening the  Position  of  Stations  in 

Their  Communities";  Charles  B. 
Brown,  director  of  promotion  and 
advertising,  "Economics  of  Radio 
in  a  Curtailed  Economy";  John 
McKay,  manager  of  the  press  divi- 

sion, "Radio  and  the  Press";  and 
Albert  E.  Dale,  director  of  infor- 

mation, "Public  Relations  Attuned 

to  War  Needs". Only  speaker  outside  the  network 
executives  was  Ken  R.  Dyke,  for- 

mer NBC  director  of  advertising, 
now  head  of  the  OWI's  Bureau  of 
Campaigns. 

Bulova  Spots  on  270 
LARGEST  spot  campaign  under- 

taken by  Bulova  Watch  Co.,  New 
York,  started  Sept.  20,  with  the 
purchase  of  spot  time  on  75  addi- 

tional stations,  making  a  total  of 
260  stations  carrying  Bulova  spots 
for  the  firm.  Agency  is  Milton 
Blow  Inc.,  New  York. 

Book  League  Uses 

Big  Spot  Campaign 
Appeal  to  Women  Listeners 
Basis  of  Nationwide  Drive 
DOUBLEDAY  DORAN  &  Co.,  New 

York,  is  running  an  extensive  cam- 
paign on  behalf  of  the  Book  League 

of  America,  subsidiary  book  club, 

using  participations  on  women's 
programs  on  19  stations,  and  par- 

ticipations on  5  and  15-minute  pro- 
grams on  28  additional  outlets 

throughout  the  country. 
Campaign  centers  around  a 

sample  offer  of  two  books.  The  Sun 
Is  My  Undoing,  by  Margaret  Steen; 
and  War  &  Peace  by  Count  Leo 
Tolstoy  for  $1.39.  Retail  price  for 
both  books  is  $4.  The  Book  League 
is  seeking  more  member  sub- 

scribers through  the  mail  order 
drive.  Books  are  obtainable  di- 

rectly from  the  sponsor,  rather 
than  from  the  station  itself. 

Women's  Schedule 

The  women's  program  schedule 
is  currently  getting  under  way, 
while  the  other  participations 
started  at  different  times,  begin- 

ning in  August.  Contracts  are  in 
general  on  a  tentative  basis,  and 
may  be  extended  to  52  weeks  with 
different  books  offered  from  time 
to  time.  Station  line-up  may  be  in- creased later. 

Women's  interest  shows  are 
used  on:  KNX  KFRC  WTIC 
WBBM  WLS  KPO  WBZ  WJR 
WCCO  KFAB  WABC  WEAF 
WJZ  WOR  WGY  WCAU  KPRC 
KSL  KDKA. 

Five-minute  and  quarter-hour 
programs  are  used  on  WPEN 
WPRO  WMAQ  KPO  WJZ  WBDO 
WMCA  KARK  KQW  KSFO 
WWDC  WKAT  WAAF  WBAL 
WHDH  WMEX  WNAC  WXYZ 
CKLW  KXOK  WENY  WAGE 
WGAR  KGW  WIP  WEAF  KGKO 
WINS. 

Doubleday  has  used  radio  within 
the  past  year  in  two  campaigns  for 
Triangle  Books,  one  on  6  and  the 
other  on  26  stations,  and  had  previ- 

ously scheduled  a  campaign  on  60 
stations  for  Business  Encyclopedia 
Brittanica. 

Agency  is  Huber  Hoge  &  Son, 
New  York. 

Safety  Disc  Series 
IN  ADDITION  to  its  successful 
weekly  BLUE  program  Men,  Ma- 

chines &  Victory,  the  War  Produc- 
tion Fund  to  Conserve  Manpower 

of  the  National  Safety  Council  is 
distributing  half  and  three-quarter 
minute  transcribed  spot  announce- 

ments to  stations  throughout  the 
country  for  broadcast  at  intervals 
during  the  day  and  night.  The 
group  of  100  recordings  was 
donated  to  the  Fund  by  RCA  and 
some  60  stations  are  now  playing 
them  regularly.  Each  starts  with  a 
grim,  realistic  sound  effect  of  a 
crash,  followed  by  such  dramatic 
attention-getting  words  as  "That was  an  accident  in  a  bomber 
plant!"  or  "That  was  an  accident 
to  a  woman  war-worker  whose  hair 
caught  in  a  punch  press.  It  had  no 
safety  guard — she  wore  no  safety 

cap." 
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KWKW 

1430 

KILOCYCLES 

PASADENA 

CALIF. 

Now  on  the  air 

with 

1000 

WATTS 

Servicing 

Pasadena,  the  San 

Gabriel  Market 

and 

Los  Angeles 

Metropolitan  Area 

3,000,000 

high  wage  earners 

Petrillo  Under  Fire  at  Senate  Inquiry 

Davis,  Fly  Make  Pleas 

For  Quick 
Action 

A  CALL  for  quick  solution  of  the 
problem  presented  by  the  Petrillo- 
ordered  ban  on  the  recording  of 
transcriptions  and  phonograph  rec- 

ords, lest  serious  injury  be  done 
the  war  effort,  was  made  before  the 
Senate  Interstate  Commerce  Sub- 

committee last  Thursday  and  Fri- 
day by  Elmer  Davis,  Director  of 

OWI,  and  James  Lawrence  Fly 
Chairman  of  the  FCC  and  BWC. 
Sitting  during  the  preliminary 
hearings  were  Chairman  D.  Worth 
Clark  (D-Idaho)  author  of  the 
resolution  to  investigate  Petrillo 
and  AFM;  and  Senators  Charles 
O.  Andrews  (D-Fla.)  and  Charles 
W.  Tobey  (R-N.  H.)  Senators 
Lister  Hill  (D-Ala.)  and  Chan 
Gurney  (R-S.  D.)  were  absent  be- 

cause of  other  urgent  committee 
meetings.  Running  account  of  the 
testimony  follows: 

In  opening  the  hearing.  Chair- 
man Clark  read  his  resolution 

seeking  the  full-scale  inquiry  and 
looking  toward  remedial  legisla- 

tion. He  pointed  out  that  the  Gov- 
ernment thought  the  situation  suf- 

ficiently serious  to  file  a  suit 
against  AFM  but  that  he  felt  ap- 

propriate legislation  was  neces- 
sary. 
Chairman  Clark  explained  the 

subcommittee  now  proposed  to 
conduct  only  a  "preliminary  hear- 

ing", not  the  complete  investiga- 
tion, and  would  lay  the  ground- 
work with  sufficient  information  to 

justify  adoption  of  the  resolution 
by  the  Senate,  following  full  com- 

mittee action.  With  that  accom- 

plished, he  said,  a  "full-fledged 
investigation"  would  ensue. Aside  from  the  Government 
witnesses.  Chairman  Clark  de- 

clared the  committee  did  not  pro- 
pose, in  its  preliminary  inquiry, 

to  hear  other  testimony  pro  or  con. 
The  testimony  of  AFM,  Petrillo 
himself,  affected  industries  and 
others  would  come  following  adop- 

tion of  the  resolution  by  the  Sen- 
ate and  opening  of  the  formal  in- 

quiry. Funds  would  be  sought  from 

. . .  ENTHUSIASTICALLY 

USED  BY  OVER 

300  AFFILIATED 

STATIONS 

the  Senate  Committee  on  audit 
and  control,  he  said,  but  only  to  de- 

fray ordinary  inquiry  costs.  He 
said  he  did  not  contemplate  reten- 

tion of  a  large  staff. 
Explaining  he  had  written  Pe- 

tillo  asking  him  to  withdraw  his 
record  ban  of  July  28,  and  that 
the  union  head  replied  July  31  re- 

jecting the  plea,  Mr.  Davis  placed 
in  the  record  this  exchange  of  cor- 

respondence [Broadcasting,  Aug. 
3]. 

Pointing  out  that  his  letter  to 
Petrillo  contained  the  statement 
that  it  had  been  sent  on  behalf  of 
all  departments  of  the  Govern- 

ment identified  with  the  war  effort, 
he  emphasized  that  it  was  sent 
only  after  consultation  with  these 
departments  at  a  joint  meeting 
and  with  approval  of  their  repre- 
sentatives. 

After  reviewing  the  facts  stem- 
ming from  the  June  25  Petrillo 

order,  Mr.  Davis  pointed  out  that 
although  the  order  on  its  face  ap- 

peared unconditional,  Petrillo  later 
had  stated  he  was  willing  to  permit 
recordings  to  continue  for  home 
consumption,  provided  the  record- 

ing companies  would  guarantee 
that  their  records  would  not  be 
commercially  used. 

"I  am  informed  that  there  is 
no  legal  way  in  which  recording 
companies  can  make  any  such 
guarantee;  nor  does  there  appear 
to  be  any  way  in  which  it  could 
practically  be  made  effective.  As  a 
matter  of  fact,  recording  has 
stopped. 

Many  Lack  Locals 

Asserting  that  OWI  will  not  in- 
terject itself  into  any  labor  dis- 

putes between  employers  and  em- 
ployes, Mr.  Davis  said,  however, 

that  Petrillo's  refusal  to  permit 
members  of  his  union  to  make  fur- 

ther recordings  did  not  relate  to 
any  specific  grievance  between  the 
union  and  the  recording  compan- 

ies. He  said  it  was  based  on  the 
fact  that  the  recorded  music  had 
supplanted  live  musicians  in  sev- 

eral fields,  notably  radio,  and  in 
juke  boxe  entertainment. 

There  are  more  than  150  com- 
munities in  the  country  which  are 

not  within  the  jurisdiction  of  any 
local  of  AFM  but  which  are  served 
by  as  many  or  more  stations,  the 
OWI  director  said.  Many  of  the 
stations  are  in  small  communities 
in  which  there  are  a  few  if  any 
unemployed  union  musicians. 

Pointing  out  that  these  stations 
are  dependent  on  recorded  music 
to  hold  their  audience,  Mr.  Davis 
said  his  office  has  a  "direct  and 
vital  concern  with  the  mainten- 

ance of  the  radio  coverage  in  this 

country."  Calling  radio  "one  of  the 
most  important  media  for  the  con- 

veyance of  war  information  in  gen- 
eral to  the  people,"  he  said  it  may 

become  of  still  greater  import- 
ance when  there  is  occasion  for  an 

emergency  message  from  the  na- 
tional leadership. 

"A  policy  which  threatens  the 
continued  existence  of  many  of  the 

stations  is  injurious  to  the  na- 
tional system  of  communication, 

and  may  seriously  hamper  the 
work  for  which  this  office  was  es- 

tablished, of  informing  the  people 
about  the  status  and  progress  of 
the  war  effort  and  the  war  policies, 
activities  and  aims  of  the  Govern- 

ment." 

Deviating  from  his  prepared 
statement,  Mr.  Davis  said  this  was 
not  an  economic  issue  and  that  it 
was  not  the  business  of  OWI  who 
owns  what  radio  station  or  what 
shoe  store.  It's  a  matter,  he  said, 
of  keeping  the  vital  medium  going 
even  if  some  stations  have  to  be 
"subsidized".  OWI,  he  declared,  is 
"vitally  concerned  about  the  main- 

tenance of  radio  service  in  the 

country."  The  Petrillo  ban,  he  as- 
serted, "may  seriously  hamper  the 

work  of  this  office". 
Juke  Boxes,  Too! 

Returning  to  his  statement,  Mr. 
Davis  said  this  is  the  primary  con- 

sideration which  inspired  his  let- 
ter to  Petrillo.  But,  he  added,  there 

are  other  factors.  All  the  informa- 
tion which  OWI  can  get  indicates 

that  men  in  the  armed  forces  and 
workers  in  wartime  industries  get 
a  large  part  of  their  recreation 
from  freshly  recorded  popular 
music,  with  latest  tunes  played  by 
the   currently  popular  bands. 

"The  director  of  this  office  is  not 
personally  an  addict  of  the  juke 
box;  but  he  notes  that  it  seems 
to  be  highly  popular  among  sol- 

diers, sailors  and  marines  in  Army 
posts,  at  home,  and  among  fac- 

tory workers  as  well,  while  at  our 
outposts  overseas  recorded  music 
is  a  vital  necessity  for  the  enter- 

tainment of  our  troops." 

Alluding  again  to  Petrillo's  let- ter replying  to  his  plea,  Mr.  Davis 
said  the  union  leader  promised  that 
his  musicians  would  continue  to 
make  recordings  for  the  armed 
forces  and  our  allies.  He  pointed 
out,  however,  that  the  number  of 
programs  directly  produced  by  the 
Army  is  small.  What  is  needed,  he 
said,  is  a  free  flow  of  freshly  re- 

corded music  available  through 
normal  and  customary  channels. 

"I  am  officially  informed,"  the 
erstwhile  CBS  analyst  said,  "that 
the  War  Dept.  has  received  repre- 

sentations from  commanding  offi- 
cers at  various  war  zones  calling 

attention  to  the  fact  that  a  cessa- 
tion of  this  supply  of  recorded 

music  (and  I  quote  from  the  letter 
of  a  commanding  general),  'will 
jeopardize  the  complete  morale  and 

propaganda  broadcast  structure'  at combat  zone  points.  I  am  further 
officially  informed  that  the  War 
Department  has  thus  far  failed  to 
receive  from  Mr.  Petrillo  any  sat- 

isfactory assurances  of  the  con- 
tinuance of  these  vital  services." 

Mr.  Petrillo  also  had  promised 
in  his  letter  that  transcriptions 
for  radio  used  as  intended — once 
only — are  not  detrimental  to  AFM 
if  destroyed  after  such  use.  Call- 

{Continued  on  "page  62) 
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Court  Upholds  Hearing  Right 
{Continued  from  page  70) 

WCOP  plays  3 
roles  in  cam- 

paigns: ( a ) 
primary  force 
by  itself  (b) 
supporting 
force  with  others 
(  3  )  mopping 
up  force. 

BELONGS  ON  YOUR  SCHEDULE 

^^^^ ' , 

Info  Lingo  desl^fling 
has  gone  the  Itnesf 
engineering  sttiii  and 
modern  anfenna  en- 

gineering. Tbe  re- 
suH — "plus"  perform- ance combined  wifh 
low  insiaflation  and 
maintenance  coifs. 

199  ft.  (above  roof) 
Radiator  at  WIBM. 
Jackson,  Mich.  An- other example  of 
Lingo  versatility  to 
meet  every  station .need. 

to  a  hearing,  Judge  Rutledge  said 
that  the  Commission's  argument 
that  appellant  had  no  right  to  be 
heard  because  it  had  no  vested 

right  in  the  frequency  was  "un- 
tenable". The  fallacy,  he  said,  is 

that  "one  who  has  no  such  vested 
right  has  therefore  no  procedural 
protection  in  relation  to  the  more 
tenuous  rights,  privileges  or  status 

he  possesses."  Then  he  alluded 
to  the  rights  inherent  in  a  license, 
whatever  its  label. 

The  majority  concluded  that  the 
Commission  must  keep  its  hearings 
within  manageable  bounds.  Ex- 

pedition of  the  Commission's  func- 
tions, Judge  Rutledge  said,  re- 
quires that  hearings  "not  become radio  conventions  or  interminable 

trials  like  some  receivership  pro- 
ceedings." He  said  there  must  be  a 

limit  to  the  number  of  persons  en- 
titled to  participate  as  parties  and 

to  the  extent  to  which  those  so  en- 
titled may  take  part. 

It  was  in  the  "final  and  decisive 
stage"  of  the  Commission's  action when  NBC  was  excluded  as  a  party 
that  the  Commission  erred,  said 
the  majority.  When  the  Commis- 

sion entered  its  proposed  findings 
of  fact,  NBC  should  have  been 
recognized  as  a  party  and  allowed 
to  participate,  Judge  Rutledge 
cited. 

"For  the  error  in  excluding  ap- 
pellant from  participation  as  a 

party  in  the  final  and  controversial 
stage  of  the  proceeding,  contrary 
to  the  requirement  of  Section  303 
(f)  of  the  Act,  the  order  must  be 
reversed,  with  directions  to  afford 
appellant  opportunity  for  hearing 
in  accordance  with  the  provisions 
of  that  section,"  the  majority  opin- ion concluded. 

Judges  Groner  and  Vinson,  in  a 
concise  concurring  opinion,  said 
that  they  agreed  with  Judge  Rut- 

ledge that  the  Commission  should 
have  accorded  NBC  the  right  to 
participate  in  a  hearing  as  a  party. 
They  contended,  however,  that 
NBC  should  have  participated  in 
the  proceedings  under  the  original 
WHDH  application.  They  dis- 

agreed with  the  view  of  Judge 
Rutledge  that  the  Commission  in 
its  discretion  may  exclude  NBC 
from  participation  until  after  the 
proposed  findings  of  fact  have  been 
made. 

KSTP 

50,000  WATTS 

CLEAR  CHANNEL 
Exclusive  NBC  Outlet 

MINNEAPOLIS     •     SAINT  PAUL 
Represented   Nationally  by   Edw.   Petry  Co. 

"We  think  the  statute  contem- 

plates that  a  licensee's  right,  al- 
though limited  and  defeasible,  shall 

not  be  modified  or  destroyed  with- 
out a  hearing.  To  allow  a  hearing 

only  after  proposed  findings  of  fact 
have  been  made  is  to  deprive  ap- 

pellant of  participation  during  the 
crucial  period  of  the  proceeding — 
that  is,  when  the  evidence  is  being 
taken  and  the  record  being  made 

up.  Appellant's  interest  existed from  the  beginning,  and  it  is  not 
enough  that  that  interest  was  con- 

sidered by  the  Commission." 
Property  Rights 

Justice  Stephens,  in  concurring 
with  his  three  colleagues,  added 
pungent  views  on  property  rights. 
He  said  he  thought  it  was  clear 
that  a  station  licensed  under  the 
Communications  Act  for  a  definite 
term  for  the  conduct  of  a  broad- 

casting business  requiring  substan- 
tial investment  is  more  than  a 

"mere  privilege  of  gratuity." 
Whether  or  not  it  may  be  tech- 

nically called  a  property  right,  he 

added,  "it  is  a  thing  of  value  to 
the  person  to  whom  it  is  issued  and 
a  business  conducted  under  it  may 

be  the  subject  of  injury." 
Citing  two  reasons  why  he  felt 

hearings  were  required.  Judge 
Stephens  said  that  in  the  absence 
of  clear  language  requiring  such 
a  conclusion,  it  would  be  unthink- 

able to  conclude  that  Congress 
would  provide  for  the  granting  of 
station  licenses  for  radio  broad- 

casting contemplating,  in  connec- 
tion with  operating  a  station,  in- 

vestment in  building  space  and 
equipment,  the  hiring  of  talent,  the 
contracting  for  advertising,  and 
the  employment  of  labor,  but  at 
the  same  time  fail  to  recognize  that 
"by  whatever  technical  name  they 
might  be  called,  whether  property 
rights  or  license  rights,  interests 
would  arise,  in  the  persons  to 
whom  licenses  were  granted,  which 
should  as  a  matter  of  fair  play  not 
be  impaired  or  destroyed  by  the 
Communications  Commission  with- 

out a  hearing  upon  the  question 
whether  the  public  interest  would 
be  served  by  their  impairment  or 
destruction."  He  said  right  to  a 
hearing  before  injury  by  the  Gov- 

ernment in  the  public  interest  is 
"one  of  the  fundamental  decencies 
guaranteed  by  democratic  institu- 

tions." 

To  construe  doubtful  language 
of  Congress  as  permitting  the  im- 

pairment or  destruction  of  a  licen- 

WORRIED  LISTENERS  bombard- 
ed WINX,  Washington,  with  tele- 

phone calls  when  the  station  put 
on  a  pseudo-raid  of  its  premises, 
with  rescues  of  victims  from  the 
roof  of  WINX.  Presented  to  make 
Washingtonians  aware  of  the  dan- 

gers and  damage  that  raids  may 
entail  and  to  recruit  volunteers  for 
the  Auxiliary  Rescue  Service,  the 
demonstration  was  so  realistic  that 
it  fooled  spectators. 

see's  interests  without  a  hearing 
"would  be  to  invalidate,  under  the 
due  process  clause  of  the  Fifth 
Amendment,  the  action  of  Con- 

gress," Judge  Stephens  continued. 
"That  that  clause  protects  against 
the  arbitrary  impairment  or  de- 

struction of  substantial  rights, 
even  though  they  are  limited  by 
the  public  interest,  is  not  open  to 
doubt,"  Judge  Stephens  concluded. Dissent:  No  Injury 

Judge  Miller,  in  his  dissent,  said 
he  found  no  substantial  allegation 

of  injury  in  KOA's  reasons  for appeal.  He  held  some  injury, 
actual  or  anticipated,  should  be 
the  minimum  requirement.  He 
added  that  in  the  KOA  case,  un- 

less the  electrical  interference  was 
likely  to  result  in  financial  injury, 
the  appellant  was  not  an  aggrieved 
or  affected  person  within  the  mean- 

ing of  the  law.  If  financial  injury 
was  likely,  to  result,  he  contended 
the  licensee  could  have  spelled  out 
that  fact  in  his  reasons  for  appeal. 

He  concluded  that  it  imposes  no 
undue  burden  upon  one  who  seeks 

judicial  review  of  the  Commission's decision  "to  require  that  he  specify 
clearly,    unequivocally,  precisely, 

ILLINOIS! 

For  a  big  chunk 

of  it,  use  the 

DECATUR  station, 

250  W.  1340.  Full  time. 
Sears  &  Ayer,  Reps. 
How  can  we  help  you? 

SOY S^'^nSADIATORSi JOHN  E.  LINGO  &  SON,  INC..  CAMDEN.  N.  J.  , 
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the  nature  of  his  alleged  injury. 
This,  appellant  has  failed  to  do. 
Consequently,  I  would  dismiss  the 

appeal." Judge  Edgerton,  in  his  dissent, 
said  he  thought  the  person  ag- 

grieved or  whose  interests  are  ad- 
versely affected  contemplates  a 

substantial  injury  as  distinguished 
from  a  "trifling  or  negligible  one." 

He  said  he  found  nothing  in  the 
act  which  required  the  Commission 
to  give  KOA  a  hearing,  but  found 
the  contrary.  Yet,  he  contended, 
the  Commission  gave  KOA  a  hear- 

ing and  violated  neither  the  Act 
nor  due  process. 

Judge  Edgerton  said  that  KOA, 
as  a  matter  of  due  process,  might 
be  entitled  to  some  sort  of  hear- 

ing. But  he  held  that  it  was  not  en- 
titled to  a  hearing  which  should 

include  "the  incidents  of  a  trial  in 
court." 

Persons  may  be  "heard,"  he  said, 
without  being  "permitted  to  inter- 

vene, and  thus  become  parties." He  held  that  KOA  was  entitled  to 
no  more  than  a  hearing  reasonably 
adequate  to  protect  its  interests 
and  reasonably  practicable  for  the 
Commission  and  the  public,  and 
concluded  that  it  had  such  a  hear- 

ing when  it  participated  in  the 
final  oral  arguments. 
KOA  had  an  opportunity  to  ap- 

pear and  present  evidence  but 
"chose  not  to  do  so,"  he  said.  It 
was  permitted  to  and  did  file  a 
brief  and  make  oral  argument. 
"Nothing  more  was  required."  To 
rule  as  the  court  majority  did  that 
the  Commission's  action  was  er- 

roneous "is  to  cramp  the  adminis- 
trative process  by  forcing  it  into 

the  very  mold  which  it  is  designed 
to  avoid.  Since  the  Commission 
had  to  decide  primarily  a  question 
of  policy  and  only  incidentally  a 
question  of  fact,  the  technique  of  a 
trial  would  have  been  clumsy  and 
wasteful." 

Blue's  War  Effort 
CONTINUING  its  increase  in  the 
amount  of  time  devoted  to  the  war 

eff'ort,  BLUE  contributed  a  total 
of  112  hours  in  programs  and  an- 

nouncements designed  to  stimu- 
late morale  or  increase  production 

during  the  month  of  August.  In 
June,  the  total  was  73  hours  and 
45  minutes;  July,  105  hours  54  min. 

CANADIAN  OUTLETS 

CUTTING  AIR  TIME 

TO  REDUCE  wear  on  equipment 
all  Canadian  Broadcasting  Corp. 
networks  and  all  CBC  stations  ex- 

cept CBA,  Sackville,  N.  B.,  will 
close  at  11:30  p.m.  local  time; 
throughout  Canada  starting  Sept. 
27,  it  was  announced  Sept.  16  by 
Gladstone  Murray,  CBC  general 
manager,  at  Ottawa.  Murray  stated 
that  such  a  reduction  of  broadcast 
operations  in  each  time  zone  across 
the  Dominion  would  lengthen  the 
life  of  a  large  amount  of  equip- 
ment. 

Exception  is  made  of  CBA  be- 
cause important  war  programs 

may  be  broadcast  in  that  area  after 
the  National  News  Summary  which 
finishes  about  11:30  p.m.  ADT. 
Stations  affected  by  the  early  clos- 

ing are  CBJ,  Chicoutimi,  Que.; 
CBV,  Quebec;  CBM  and  CBF,  Mon- 

treal; CBO,  Ottawa;  CBL  and 
CBY,  Toronto;  CBK,  Watrous, 
Sask. ;  and  CBR,  Vancouver. 

Only  one  privately-owned  station 
has  cut  its  evening  closing  time, 
CHNS,  Halifax,  which  has  closed 
down  since  Aug.  24  at  11:15  p.m. 
There  is  no  ruling  that  privately- 
owned  stations  must  close  dovra 
early,  but  it  was  intimated  by  Don- 

ald Manson,  executive  assistant  to 
Gladstone  Murray,  early  in  August, 
that  plans  for  rationing  time  for 
Canadian  stations  were  under  con- 

sideration [Broadcasting,  Aug. 17]. 

Cleanser  Test 

LOS  ANGELES  SOAP  Co.,  Los 
Angeles,  in  a  brief  test  campaign 
to  promote  its  new  product,  Scotch 
Cleanser,  will  utilize  a  five-minute 
transcribed  musical  contest  pro- 

gram, Guess-A-Tune,  on  five  Cali- 
fornia stations.  A  total  of  12  pro- 
grams each  starting  on  various 

dates,  from  Sept.  21  to  Oct.  26  in- 
clusive, will  be  used  on  KPO,  San 

Francisco;  KFI,  Los  Angeles; 
KNX,  Hollywood;  KM  J,  Fresno; 
KERN,  Bakersfield.  Agency  is  Ray- 

mond R.  Morgan  Co.,  Hollywood. 

Helen  King  Leaves  WEBR 
HELEN  KING,  promotion  director 
of  WEBR,  Buffalo,  has  resigned  to 
become  radio  columnist  for  the 
Buffalo  Evening  News.  Once  oper- 

ator of  the  King  Contest  Bureau 
in  New  York,  Miss  King  will  also 
have  the  title  of  publicity  director 
of  WBEN,  A^ews-owned  NBC 
affiliate. 

CONTRACT  FOR  OVER  five  hours  per  week  on  WNEW,  New  York,  for 
Howard  Clothes  [Broadcasting,  Aug.  31],  New  York,  is  celebrated  at  a 
luncheon  for  the  sponsors,  attended  by  Howard  executives,  WNEW 
talent,  and  officials  of  Redfield-Johnstone,  New  York,  agency  in  charge. 
Snapped  before  a  poster  listing  the  seven  programs  to  advertise  Howard 
Clothes  for  26  weeks,  are  (1  to  r) :  Irving  M.  Cohon,  advertising  man- 

ager, and  Henry  Marks,  treasurer  of  Howard  Clothes ;  John  B.  Kennedy, 
WNEW;  Samuel  Kappel  and  Joseph  Langerman,  presidents  of  Howard. 

Religious  Discs 
INSTITUTE  of  Religious  Science, 
Los  Angeles  (religious) ,  on  Sept.  15 
shifted  its  five-weekly  quarter-hour 
morning  program,  Science  of  Mind, 
with  Dr.  Ernest  Holmes,  commen- 

tator, from  KFAC,  that  city,  to 
KPWB,  Hollywood.  Contract  is  for 
52  weeks.  Utilizing  transcribed 
versions  of  the  program  on  a  five- 
weekly  basis,  the  organization  is 
also  currently  testing  on  KFEL, 
Denver;  WPEN,  Philadelphia; 
WHAM,  Rochester;  KROW,  Oak- land. Other  stations  will  be  added 
to  the  list.  Agency  is  Raymond  R. 
Morgan  Co.,  Hollywood. 

Canada  Labor  Spots 

DEPT.  OF  LABOR,  Ottawa,  used 
a  live  spot  announcement  campaign 
several  times  daily  to  remind 
women  between  20  and  24  years 
of  age  that  they  had  to  register 
during  the  week  of  Sept.  14-21. 
Every  Canadian  station  was  used. 
The  department  also  is  using  spot 
announcements  in  advance  of  the 
Canadian  Broadcasting  Corp.  week- 

ly network  show.  Step  It  Up,  deal- 
ing with  labor  on  war  production. 

Both  campaigns  of  paid  spot  an- 
nouncements were  placed  by  R.  C. 

Smith  &  Sons,  Toronto. 

tAKE 

ONTARIO 

WHAMLAND  IS  YOUR  SUPER -MARKET 
WHAMIand's  17,787  neighborhood  groceries  make  this  rich  43-county  area  a  super- market for  food  merchandising  ...  a  market  that  measures  up  to  those  for  all 
the  other  goods  that  WHAMland  folks  buy.  These  are  the  stores,  the  sup»r-markets,  the 
neighborhood  groceries,  the  crossroads  stores  that  sell  your  goods  .  .  .  near  enough 
and  convenient  enough  to  all  of  WHAMIand's  900,000  radio  homes  to  afford  quick satisfaction  for  the  buying  desire  your  WHAM  program  creates. 
With  WHAM's  clear  channel,  50,000  watt  signal  you  reach  all  of  these  buying  neigh- borhoods at  approximately  one-third  the  cost  of  localized  coverage  of  the  same  area. 

National  Representatives: 
GEORGE  P.  HOLLINGBERY  CO. 

50,000  Waffs  .  .  .  Clear  Channel  .  .  .  Full 
Time  .  .  .  AfTiliafed  wifh  the  Naflonal 
Broadcasfing  Co.  &  The  Blue  Nefwork,  Inc. 

WHAM 

ROCHESTER,  N.  Y. 

■A 

•QdAiixm  Station' 

WISH 

MILWAUKEE 

5.000 

COLU  MBIA 

The  Katz  Agency,  Inc.  «  Representatives 

WATTS 
DAY  & 
NIGHT 
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Petrillo  Probe 

(Continued  from  page  59) 

ing  this  "a  not  unimportant  excep- 
tion to  this  ruling,"  Mr.  Davis 

pointed  out  that  a  large  number 
of  important  programs  are  broad- 

cast by  transcription  and  played 
only  once  on  each  station  involved. 

Not  only  is  this  true  w^ith  re- 
spect to  programs  produced  solely 

by  means  of  transcription,  he  said, 
but  many  popular  network  shows 
find  a  larger  audience,  especially 
in  the  outlying  communities  and 
in  the  territories  such  as  Hawaii, 
Puerto  Rico  and  Alaska,  by  means 
of  supplemental  coverage  aiforded 
through  transcriptions  made  simul- 

taneously with  the  network  per- 
formance. 

Many  of  these  programs  con- 
tain patriotic  messages  in  addition 

to  entertainment.  Asserting  that 
the  promise  implicit  in  Mr.  Pe- 
trillo's  statement  that  such  pro- 

grams would  not  be  interfered  with 
was  welcome,  Mr.  Davis  said  that 
for  a  short  time  this  special  per- 

mission was  granted  for  the  mak- 
ing of  transcriptions  which  came 

within  the  scope  of  his  definition. 

"On  Sept.  8,  however,"  Mr. 
Davis  explained,  "Mr.  Petrillo  re- 

voked all  permissions  heretofore 
granted  for  this  type  of  record- 

ing and  announced  that  he  would 
grant  no  further  permissions.  So 
that  exception  is  now  cancelled." 
Summing  up,  Mr.  Davis  said: 

And  this  job  takes 
priority  over  All 
—with    W  B  I  G  ! 

A    Columbia  Broad- 
casting System  Affili-  MSi 

ate,  '  ̂ 
^  EDNEY (ffi*  RIDGE /  DIRECTOR 

A  TOTAL  of  167  stations,  segregated  as  shown  on  this  map,  whose  net 
income  before  taxes  was  less  than  $5,000,  may  go  under  if  the  transcrip- 

tion-record ban  of  the  AFM  continues.  This  exhibit  was  used  by  FCC 
Chairman  James  Lawrence  Fly,  along  with  others,  to  show  the  plight 
of  the  industry  and  the  need  for  action. 

"This  office  is  not  concened  with 
any  individual  broadcasting  sta- 

tions or  individual  proprietors  of 
institutions  in  which  juke  boxes 
are  located,  against  whom  Mr.  Pe- 

trillo may  have  a  grievance.  Our 
concern  is  primarily  with  the  na- 

tional interest  in  maintaining  the 
broadest  possible  system  of  radio 
communication ;  and  secondarily 
with  the  persons  with  whom  Mr. 
Petrillo  has  no  dispute  at  all,  who 
are  adversely  affected  by  his  rul- 

ing— the  broadcasting  station  lo- 
cated far  from  the  sources  of  sup- 

ply of  available  musical  talent  and 
in  no  economic  position  to  serve 
without  recordings;  the  operator 
of  the  candy  store  across  the  street 
from  any  army  post;  the  U.S.O. 
hut  in  Alaska — all  these  places  and 
the  people  whom  they  serve,  are 
dependent  on  recorded  music. 

On  Legislation 

"I  have  no  suggestion  to  make 
to  this  committee  with  respect  to 
the  passage  of  any  legislation,  and 
do  not  even  know  whether  legis- 

lation is  necessary.  I  have  confined 
my  statement  to  the  facts  which 

inspired  my  letter  to  Mr.  Petrillo." 
Under  cross-examination,  Mr. 

Davis  agreed  with  Chairman  Clark 
that  the  net  result  of  the  Petrillo 
action  is  that  all  recording  of 
music  stopped  as  of  Aug.  1  and 
that  the  single  exception  made  to 
the  Aug.  1  order  since  has  been  re- 

voked. He  agreed  likewise  that  it 
was  obvious  that  in  a  short  while 
existing  records  will  wear  out  or 
become  obsolete. 

"Doesn't  that  mean  that  a  large 
number  of  stations  will  have  to 
substiute  for  these  recordings  or  go 

out  of  business?",  asked  Chairman 
Clark. 
Answering  affirmatively,  Mr. 

Davis  said  that  his  office  felt  some- 
thing had  to  be  done  to  preserve 

continuity  of  service.  He  explained 
that  he  had  sought  to  have  Pe- 

trillo revoke  his  order  but  was  met 
with  a  refusal. 
When  Chairman  Clark  observed 

he  appreciated  Mr.  Davis'  posi- 
tion regarding  advocacy  of  legis- 

lation, the  OWI  Director  said  he 

understood  the  statutes  forbid  in- 
formation officers  of  the  Govern- 

ment from  espousing  any  legisla- 
tion. 

Senator  Andrews  asked  whether 
it  was  not  a  fact  that  stations 
are  required  to  operate  a  minimum 
number  of  hours  daily  and  whether 
if  recorded  music  was  withdrawn 

they  would  not  be  forced  to  sub- 
stitute "a  lot  of  talk"  for  music. 

William  B.  Lewis,  chief  of  OWI's 
Radio  Bureau,  who  accompanied 
Mr.  Davis  to  the  hearings,  said 
he  understood  FCC  regulations  re- 

quired minimum  operating  hours. 
When  Mr.  Davis  jokingly  in- 

terjected that  talk  "used  to  be  my 
trade",  Senator  Tobey  commented 
that  "the  country  at  large  misses 
you  on  the  air"  in  spite  of  the 
"larger  job  you  are  doing." 
"Time  will  tell,"  rejoined  Mr. 

Davis. 
"Unless  Congress  does  some- 

thing," Chairman  Clark  observed, 
"it  appears  nothing  will  be  done." He  asserted  the  Department  of 
Justice  civil  suit  in  Chicago  may 

be  effective  but  is  subject  to  "in- 
terminable delays".  Pointing  to  the 

importance  of  the  time  element,  he 
said  that  whatever  side  wins  in  the 
Chicago  litigation,  an  appeal  is likely. 

"Since  Petrillo  has  refused  to  co- 
operate voluntarily  with  his  Gov- 
ernment in  the  war,"  the  chairman 

asserted,  "we  must  do  something. 
This  committee  will  explore  the 
entire  field  and  intends  to  do  it 
with  dispatch.  Then  we  propose  to 
find  out  what  can  be  done  to  meet 
the  situation.  "Unquestionably 
these  restraints  will  cripple  to  a 

large  extent  our  whole  communica- 
tions system  and  disturb  the  mo- 

rale of  our  troops,"  the  chairman said. 

Many  Letters 
Mr.  Clark  disclosed  he  had  re- 

ceived a  "great  swarm  of  letters" on  his  resolution  from  the  public, 
stations  vitally  interested  and 
other  groups.  He  said  the  commit- 

tee, when  it  began  its  formal  hear- 
ings, proposed  to  give  Petrillo 

and  his  people  full  opportunity  to 
be  heard.  Local  802,  New  York, 

largest  of  the  AFM  units,  already 
has  asked  to  appear  and  will  be 
accorded  the  opportunity  following 
the  preliminary  hearings,  the  Sen- ator said. 

Somewhere  along  the  line,  the 
chairman  asserted  he  hoped  it 
would  be  possible  to  get  a  volun- 

tary agreement  to  "keep  them  go- ing at  least  for  the  duration  of  the 

war." 

When  Senator  Andrews  com- 
mented that  he  had  "great  admira- 

tion for  the  work  you  are  doing," 
Mr.  Davis  promptly  rejoined,  "I 
hope  you  will  remember  that  when 
we  come  up  to  Congress  to  ask  for some  money. 

Chairman  Clark  expressed  the 
gratitude  of  the  committee  for  Mr. 
Davis'  illuminating  statement  and 
said  it  was  the  consensus  of  the 
Senate  that  "you  are  doing  a  splen- 

did job."  He  promised  to  "help  you 

get  that  money." Fly's  Testimony 

Opening  the  second  session  Fri- 
day, Chairman  Clark  asked  Senator 

White  (R-Me.)  to  sit  in  with  the 
committee.  Senators  Gurney  and 
Hill  again  were  absent  because  of 
other  committee  obligations.  Chair- 

man Clark  described  Senator  White 
as  "the  outstanding  authority  on 
radio  in  the  Senate"  and  Mr. 
White,  victorious  in  the  Maine  elec- 

tions last  week  for  his  third  six- 
year  term,  rejoined  that  the  ob- 

servation was  "more  kind  than  ac- 

curate". 

Chairman  Fly  read  a  prepared 
statement  interspersed  vdth  ex- 

hibits and  analyses  based  on  the 
FCC's  detailed  inquiry  into  the 
music  situation  on  stations. 

Explaining  that  the  Commission 
was  concerned  only  with  the  im- 

pact of  the  recording  ban  on  the 
broadcasting  industry,  Mr.  Fly 

pointed  out  that  the  Clark  Resolu- tion is  much  broader  in  scope. 

The  impetus  for  the  Commis- 
sion's study  came  not  only  from 

the  announcement  of  the  recording 
ban,  but  also  from  complaints  it 
had  received  on  cancellation  of  the 
high  school  orchestra  broadcasts 
from  Interlochen,  Mich.  Chairman 
Fly  recounted  to  the  committee  the 
results  of  the  FCC  study  into  the 
Interlochen  matter,  pointing  out 
that  he  had  asked  for  comments 
both  from  President  Niles  Tram- 

MOST  eoov/ 

KFDM 

BEAUMONT 
»»tnml>»*  hy  HOWAtD  N.  WIUON  COMNMT 

WBIC 
CREENy^BORO,  N.C. 
CEO.P.  HOLLINCBERV  •  CO.,  NAT.  PER 
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mell  of  NBC  and  from  Petrillo,  as 
well  as  from  all  stations. 

Mr.  Petrillo  told  the  Commission 
that  he  objected  to  broadcasts  by 
amateur  musicians  who  compete 
with  professionals,  and  in  addition 
took  the  position  that  the  Inter- 
lochen  Camp  is  a  "commercial 
proposition"  and,  like  other  radio 
advertisers,  should  pay  for  musi- 

cians when  it  goes  on  the  air  to 
advertise  itself. 

FCC's  Survey 
The  FCC  asked  all  stations  to 

advise  it  whether  during  the  past 
three  years  there  had  been  any 
comparable  instances  involving 
their  stations  where  amateur  musi- 

cians had  been  kept  oiT  the  air  or 
permitted  to  broadcast  only  if  pro- 

fessional "stand-bys"  were  speci- 
ally employed  for  the  occasion.  He 

recounted  there  had  been  31  in- 
stances where  amateurs  had  been 

kept  off  the  air,  either  because  the 
union  forbade  the  broadcast  or  the 
station  refused  to  employ  the  re- 

quisite number  of  stand-bys.  About 
half  involved  high  school  orches- 

tras or  military  bands. 
In  addition,  Mr.  Fly  said  the 

Contmiision  had  information  of  36 
instances  where  amateur  musicians 
have  been  permitted  to  broadcast 
only  after  professional  stand-bys 
had  been  specially  employed.  The 
other  723  stations  which  thus  far 
have  answered  the  Commission 
have  not  reported  any  similar  in- 
stances. 
Chairman  Fly  revealed  that  366 

of  the  723  stations  which  responded 
to  the  questionnaire  have  either 
written  contracts  or  oral  under- 

standings with  the  local  union. 
After  Weber 

Dealing  with  recordings  and 
transcriptions,  Mr.  Fly  said  his 
understanding  of  the  AFM  objec- 

tion is  that  recordings  and  tran- 
scriptions compete  with  live  musi- 

cians and  thus  decrease  the  op- 
^  portunities  that  musicians  have  for 
employment  in  radio.  He  said 
Petrillo  contended  the  situation  is 
unusual  because  the  very  devices 
which  compete  with  live  musicians 

.  are  made  by  the  musicians  them- 
I  selves. 

Tracing  the  history  of  the  record- 
i  ing  fight  to  the  original  1931  Chi- 
(  cago  ban  by  Petrillo,  then  only  head 
of  the  Chicago  local,  Mr.  Fly 
pointed  out  that  all  past  disputes 
have  been  settled  without  any  na- 

tional ban. 
Discussing  the  impact  of  the 

recording  ban  on  radio,  Mr.  Fly 
said  that  in  order  to  get  this  in- 

formation, the  FCC  on  Aug.  15 

sent  its  detailed  questionnaire  to 
all  standard  stations,  using  the 
week  of  April  5-11  as  a  typical 
broadcast  week.  Thus  far,  796  sta- 

tions out  of  the  total  of  890  in  the 
continental  United  States  answered 
the  questionnaire.  He  said  the 
replies  received  are  in  every  re- 

spect a  representative  sample  and 
that  the  lack  of  94  replies  would 
not  change  the  picture. 

Employment  Shown 
Breaking  down  the  results  of  the 

survey  in  each  vital  category,  Mr. 
Fly  said  it  showed  2,171  fuUtime 
staff  musicians  employed  at  the 
796  stations.  This  is  an  average  of 
2.72  fulltime  men  per  station.  He 
noted  that  463  stations  (58.2%) 
did  not  employ  any  fulltime  musi- 

cians and  124  stations  (15.6%) 
employed  only  one  musician.  In  ad- 

dition to  the  2,171  musicians,  these 
796  stations  employ  1,171  parttime 
men,  and  685  rural  entertainers, 
"commonly  called  'hillbillies'." 

The  analysis  showed  the  average 
station  was  on  the  air  112  hours 
during  the  typical  week.  For  ap- 

proximately 86  of  those  hours,  the 
average  station  broadcast  pro- 

grams which  contained  music.  In 
other  words,  76%  of  the  total 
broadcast  time  of  the  average  sta- 

tion is  devoted  to  music. 
The  replies  as  to  musical  pro- 

grams were  broken  down  into  three 
categories,  those  in  which  the  en- 

tire program  was  music,  or  music 
was  an  "integral"  part  and  where 
it  was  "incidental".  The  breakdown 
showed  that  48.2%  of  the  time  was 
devoted  to  programs  entirely  musi- 

cal; 13.8%  to  programs  of  which 
music  formed  an  integral  part,  and 
14.3%  to  programs  where  music 
was  merely  incidental. 

Describing  his  next  exhibit  as 
the  most  important  aspect  of  the 
problem,  Mr.  Fly  went  into  the  ex- 

tent to  which  recorded  music  is 
used  by  stations.  This  showed  that 

42.6%  of  the  average  station's  to- tal broadcast  time  is  devoted  to 

recorded  music  and  33.7%  to  live 
music.  Explained  another  way,  Mr. 
Fly  said  it  revealed  that  55.9%  of 
the  average  station's  musical  time is  devoted  to  recorded  music  and 
44.1%  to  live.  Approximately  40% 
of  all  commercial  time  is  devoted  to 

programs  containing  recorded  mu- 
sic, he  said. 

Sees  'Serious'  Effects 

Explaining  another  chart,  re- 
vealing the  relative  importance  of 

phonograph  records  and  electrical 
transcriptions,  Mr.  Fly  said  it  re- 

vealed that  nearly  two-thirds  of  all 
recorded  radio  music  consists  of 

transcriptions  and  about  one-third 
of  phonograph  records.  He  pointed 
out  that  transcriptions  generally 
are  of  considerably  higher  quality. 

This  does  not  give  the  complete 
picture  as  to  importance  of  trans- 

criptions because  transcribed  spot 
announcements  containing  music 
are  not  covered.  During  the  typical 
week,  the  796  stations  reported 
broadcasting  32,470  such  announce- 

ments, or  an  average  of  40.8  per 
station.  They  received  $209,514,  or 
an  average  of  $263  per  station  for 
that  week. 

If  the  ban  on  recordings  con- 
tinues, Mr.  Fly  said,  it  will  not  be 

long  before  the  broadcasting  in- 
dustry is  "very  seriously  affected". 

"You  can't  shut  off  the  pro- 
gram source  of  over  40%  of  all 

radio  time  without  striking  at  the 
heart  of  broadcasting.  True,  the 
stations  have  a  supply  of  records 

on  hand,  and  they  also  have  avail- 
able to  them  the  services  of  trans- 

cription libraries.  But  this  doesn't solve  the  situation.  Recordings 
wear  out.  And  of  immediate  im- 

portance, stations  will  lose  their 
audience  if  they  can't  get  new 

tunes." 

Breaking  down  the  survey  to 
show  the  relative  importance  of  re- 

corded music  to  network  and  non- 
network  stations,  low-power  and 
high-power  stations,  stations  in 
small  and  large  cities  and  the  more 
prosperous  against  the  less  pros- 

perous, Mr.  Fly  described  to  the 
committee  a  series  of  exhibits 
covering  each  aspect. 

Recorded  Music 
Of  the  498  stations  afl^iliated  with 

national  networks,  368  (73.8%) 
broadcast  less  than  50%  of  their 
music  in  recorded  form.  The  re- 

maining 130  (26.2%)  broadcast 
more  than  50%  of  their  music  in 
recorded  form. 

The  breakdown  for  298  non-net- 
work stations  showed  that  only 

18  (6%)  broadcast  less  than  half 
their  music  in  recorded  form,  with 
the  remaining  280  (94%)  relying 

on  phonograph  records  and  tran- 
scriptions for  more  than  half  their 

music. 
While  only  26  non-network  sta- 

tions (8.7%)  broadcast  less  than 
60%  of  their  time  in  recorded 
form,  there  were  272  (91.3%) 
which  broadcast  more  than  60% 
of  their  time  in  recorded  form.  And 

(Continued  on  page  66) 

Elmer  Diddler's  Doings: 

LuifcA^me  facts 

ThatSfay 

_  ,  EXT  time  you  have  lunch,  Elmer,  re- 
member that  while  you  eat,  WGY  is  busy 

attracting  more  listeners  in  this  airea  than  all 
other  stations  combined.  Between  noon  and 

1  p.m.,  WGY  has  53  per  cent  of  the  listeners, 
with  the  next  most  popular  station  corralling  only 

14  per  cent.  That's  what  the  General  Electric 
Market  Research  Department  found  in  a  recent 
survey  of  noontime  listening  habits  up  this  way. 
It's  no  wonder,  for  WGY — 

WIBW 
TheVoice/z/Kansas 
//I  TOPEKA 

GENERAL  EIECTRIC 

WGY 

50,000  WATTS 
SCHENECTADY,  N.  Y. 

^  is  the  airea's  only  50,000-watt station 

^  is  the  airea's  only  NBC  outlet 

hasthe  airea's  lowest  frequency 

^  is   the   airea's   only  20-year 
veteran  "gy-ys 
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Industry  Harmony  to  Keynote 

NAB  Chicago  Board  Session 

SPURRED  by  wartime  demands, 
a  plan  for  a  united  industry,  under 
the  aegis  of  the  NAB,  will  key- 

note the  meeting  of  the  board  of 
trade  association  in  Chicago,  Sept. 
24-25,  according  to  prominent 
board  members. 

Plans  will  be  projected  under 
which  a  wartime  emergency  com- 

mittee, responsible  directly  to  the 
board,  would  be  created,  combin- 

ing present  functions  and  activi- 
ties of  all  trade  groups.  No  changes 

in  NAB  top  personnel,  headed  by 
NAB  President  Neville  Miller,  are 
under  contemplation,  it  is  under- 

stood. The  feeling  of  many  broad- 
casters, according  to  director  re- 

actions in  the  various  districts,  is 
that  a  more  effective  job  for  the 
industry  as  a  whole  in  the  wartime 
economy  could  be  done  through 
elimination  of  duplicated  effort. 

Harmony  Proposal 

In  seeking  to  restore  full-scale 
harmony  in  industry  ranks,  some 
board  members  propose  that  such 
organizations  as  Broadcasters  Vic- 

tory Council,  National  Independent 
Broadcasters,  Network  Affiliates 
Inc.,  and  other  trade  groups  set 
up  because  of  dissatisfaction  with 
the  NAB  during  the  last  couple 
of  years,  be  given  representation 
on  the  proposed  wartime  emer- 

gency committee.  The  groups  as 
such  would  become  quiescent  and 
function  through  the  NAB. 
With  the  return  to  NAB  of 

NBC,  President  Niles  Trammell 
has  designated  F.  M.  Russell, 
Washington  vice-president,  as  that 
network's  board  member.  NBC 
dropped  out  of  the  trade  associa- 

tion last  May  because  of  dissatis- 
faction with  action  of  the  conven- 

tion on  the  question  of  active  mem- 
bership of  networks.  It  proposed 

that  networks  be  accorded  only 
associate  memberships. 
Under  this  proposed  structure, 

the  Washington  front  will  be  cov- 
ered on  behalf  of  the  entire  indus- 

try. The  operating  costs  would  be 

defrayed,  on  behalf  of  NAB  mem- 
bers, through  present  dues.  Non- 

NAB  members,  however,  would  be 
assessed  for  special  dues,  or,  if 
they  joined  the  trade  association, 
would  avoid  such  an  assessment. 

The  board  will  consider  plans 
drafted  by  President  Miller  for  the 
creation  of  a  separate  public  re- 

lations department  within  the 
NAB  to  do  an  overall  industry 
job.  A  director  of  public  relations 
would  be  retained. 

Most  significant  of  the  problems 
confronting  the  board  deal  with 
manpower  and  equipment  conser- 

vation. Progress  reports  on  work 
thus  far  done  in  these  two  vital 
fields  will  be  given  the  board  by 
President  Miller.  Both  projects  are 
nearing  fruition. 

Joins  the  WAVES 
ELIZABETH  FERRER,  of  CBS 
presentation  division,  sales  promo- 

tion department,  has  successfully 
passed  examinations  for  appren- 

tice seaman  in 
Class  V-9  USN 
as  a  member  of 
the  WAVES.  She 
will  serve  one 
month  of  appren- tice seamanship, 
followed  by  three 
months  as  mid- 

shipman, after 
which  she  will  be 
eligible  for  rating 
as  ensign.  Miss 

Ferrer,  who  has  a  brother  serving 
as  ensign,  has  been  with  CBS  more 
than  two  years.  She  has  been  a 
member  of  the  American  Red 
Cross  Motor  Corps,  giving  her 
services  as  ambulance  driver  up  to 
the  time  of  her  call  to  duty. 

Miss  Ferrer 

Chambers  to  WAVES 

HELEN  F.  CHAMBERS,  edi- 
torial assistant  in  the  Chicago  office 

of  Broadcasting,  has  been  sworn 
in  the  Navy  WAVES  and  will  re- 

port Oct.  6  for  officer  training  at 
Smith  College,  Northampton.  Upon 
completion  of  a  four-month  course, 
she  will  be  commissioned  an  ensign 
and  assigned  to  active  duty.  Before 
joining  Broadcasting  a  year  ago. 
Miss  Chambers  was  on  the  con- 

tinuity and  program  staff  of  WHB, 
Kansas  City,  and  a  program  di- 

rector of  WDBO,  Orlando,  Fla. 
She  graduated  two  years  ago  from 
Kansas  State  College. 

Georgia's  Most 

POTETST 

''Spot  Markef'  DUO 

WATL  WRBL 

Mail  Motto 
PATRIOTIC  motif  on  mail 
from  WIL,  St.  Louis,  is 
found  in  the  dateline  at  the 
top  of  the  letterhead.  A  re- cent letter  from  the  station 
to  Broadcasting  was  dated 
"Sept.  11th,  1942,  One  Day 
Nearer  to  Victory." 

New  FCC  Probes 

Of  Two  Applicants 
Departures    From  Precedent 
Are  Taken  by  Commission 
FURTHER  hearings  in  two  cases 
involving  broadcast  applicants,  to 
inquire  into  the  qualifications  of 
officers,  directors  and  stockholders, 
were  ordered  by  the  FCC  last 
Tuesday  in  actions  marking  a  novel 
departure  from  established  proce- dure. 

By  a  split  5-2  decision,  the  FCC 
ordered  further  hearings  involv- 

ing applications  for  a  construc- 
tion permit  for  a  new  station  in 

Wilkes-Barre,  Pa.,  to  take  over  the 
facilities  of  WBAX.  On  July  14, 
the  FCC,  in  a  proposed  decision, 
announced  it  proposed  to  grant  the 
application  of  Northeastern  Penn- 

sylvania Broadcasters  Inc.,  for  a 
100-watt  station  on  1240  kc,  the 
WBAX  facilities.  Simultaneously, 
it  announced  its  decision  to  deny 
three  competitive  applications. 

Labor  Protest 
In  its  action  last  Tuesday,  the 

Commission  redesignated  all  of  the 

applications  for  hearing  "to  deter- 
mine the  qualifications  of  the  ap- 

plicant, Northeastern  Pennsylvan- 
ia Broadcasters  Inc.,  its  officers, 

directors  and  stockholders,  to  con- 
struct a  new  broadcast  station  at 

Wilkes  Barre****."  Simultaneous- 
ly it  ordered  that  oral  argument 

scheduled  for  Sept.  23  be  cancelled. 
Commissioners  Craven  and  Case 

dissented,  presumably  on  the 
ground  that  at  the  oral  argument 
the  additional  information  would 
be  forthcoming. 

It  is  understood  that  the  FCC 
has  received  a  petition  from  labor 
organizations  in  the  Wilkes-Barre 
area  protesting  the  proposed  grant. 
Presumably  the  FCC  intends  to 
inquire  into  allegations  of  the 
labor  unions  at  the  time  of  re- 

hearing, date  for  which  has  not 
yet  been  set. 

The  license  of  WBAX  was  re- 
voked over  a  year  ago,  but  the  FCC 

has  allowed  the  station  to  operate 
under  a  temporary  license  because 
of  the  need  for  a  second  station 
in  the  area.   Northeastern,  it  is 

WJIk 

un-lerstood,  proposed  to  take  over 
the  facilities  of  WBAX  through 
purchase  of  equipment. 

President  of  Northeastern  is 
Robert  Doran,  attorney.  Eight 
local  businessmen  each  hold  200 
shares  of  common  and  preferred 
stock  in  the  company. 
The  second  action  dealt  with 

designation  for  further  hearing  of 
the  applications  of  WTNJ,  Tren- 

ton; WCAM,  Camden,  and  WCAP, 
Asbury  Park,  for  renewal  and 
modification  of  licenses.  The  sta- 

tions now  share  time  on  1310  kc, 
but  WTNJ  seeks  the  facilities  of 
the  other  two  stations  with  its 
present  power  of  500  watts. 

The  Commission  said  it  appeared 
that  additional  facts  were  neces- 

sary to  enable  it  to  make  a  proper 
determination  and  called  for  the 

new  hearing  "to  determine  the 
qualifications  of  the  applicant, 
WOAX,  Inc.,  its  officers,  directors 
and  stockholders,  to  conduct  oper- 

ation of  WTNJ  as  presently  oper- 
ated or  as  proposed  in  Docket 

No.  6161." 

Owners  of  WTNJ  are  listed  as 
Charles  E.  Lcew  and  Julie  V. 
Loew,  New  York  City;  and  F.  J. 
Wolf,  Morrisville,  Pa.,  each  hold- 

ing approximately  one-third. 

LOCAL  IN  PASADENA, 

KWKW,ONTHEAlR 
HAVING  hurdled  priorities  and 
other  difficulties  caused  by  the  war, 
KWKW,  new  Pasadena,  Cal.  sta- 

tion operating  with  1,000-v/atts 
daytime  on  1430  kc.  went  on  the 
air  Sept.  12  with  an  inaugural  pro- 

gram which  included  civic  leaders 
and  Hollywood  film  personalities. 
Identified  with  the  cultural,  civic 
and  business  activities  of  Pasadena 
as  a  strictly  local  station,  KWKW 
is  headed  by  Marshall  S.  Neal  as 
president  and  general  manager. 
Mr.  Neal  is  a  Pasadena  merchant. 
[Broadcasting,  July  20]. 

R.  L.  Rust,  onetime  president  of 
Allied  Adv.  Agencies,  Los  Angeles, 
is  sales  manager,  with  Dwight 
Hauser,  formerly  of  KMPC,  Bev- 

erly Hills,  Cal.,  assigned  as  pro- 
gram director.  Paul  Spargo,  for- 
merly of  KWIL,  Albany,  Ore.,  is 

chief  engineer.  Bob  Garrett,  for- 
merly program  director  and  chief 

announcer  of  WCOV,  Montgomery, 
Ala.,  serves  the  new  station  in  the 
latter  capacity,  and  is  also  in 
charge  of  publicity. 
RCA  -  equipped  throughout, 

studios  and  executive  offices  are  lo- 
cated in  the  Pasadena  Athletic 

Bldg.,  with  directional  transmitter 
at  San  Gabriel,  Cal.  KWKW  was 
authorized  on  Aug.  22,  1941  when 
the  FCC  issued  a  construction  per- 

mit for  a  new  local  outlet  to  South- 
ern California  Broadcasting  Co. 

[Broadcasting,  Sept.  1,  1941]. 
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Federal  Radio  Plan 

Outlined  by  OWI 
Series  of  Meetings  Begun  to 
Present  Federal  Project 
TO  ESTABLISH  closer  liaison  be- 

tween the  Government  and  radio 
networks  and  advertisers,  an  Office 
of  War  Information  group  headed 
by  William  B.  Lewis,  chief  of  the 
OWI  radio  bureau  met  in  New 
York  last  Friday  with  representa- 

tives of  the  networks  and  adver- 
tising agencies. 

At  a  luncheon  session  Mr.  Lewis 
accompanied  by  Douglas  Meservey, 
Seymour  Morris  and  Nat  Wollf, 
all  of  the  OWI  radio  bureau,  met 
with  members  of  the  Advei'tising 
Council  and  members  of  the  "Com- 

mittee of  25"  talent  group  [Broad- 
casting, Sept.  14,  1942],  who  were 

in  New  York.  Chester  LaRoche, 
vice-president  of  Young  &  Rubicam 
was  also  present.  Kay  Kyser, 
chairman  of  the  "Committee  of 
25",  explained  the  reasons  for  its 
organization. 

Mr.  Lewis  underlined  the  value 
of  talent  in  pointing  up  Govern- 

ment messages  aimed  at  such  vary- 
ing objectives  as  scrap,  recruiting, 

bond  sales.  Mr.  Morris  discussed 
the  Allocation  Plan  and  its  results. 

Series  of  Meetings 
In  the  afternoon,  all  OWI  con- 

tacts in  New  York  advertising  cir- 
cles, executives  of  the  networks  as 

well  as  radio  viTiters,  directors  and 
producers  interested  were  invited 
to  attend  a  meeting  to  realize  the 
responsibilities  confronting  radio 
in  bringing  more  information  to 
the  people.  At  the  larger  meeting 
conducted  in  the  large  6B  studio 
of  NBC,  addresses  were  made  by 
Mr.  Lewis,  Mr.  LaRoche,  and  Mr. 
Kyser. 

Similar  meetings  are  scheduled 
for  Chicago,  Sept.  21  where  Mr. 
Lewis  and  his  aides  will  conduct  a 
morning  session  at  the  Drake  Hotel 
and  an  afternoon  gathering  at  the 
CBS  studios  in  the  Wrigley  Build- 

ing. In  Hollywood,  Sept.  24-25, 
this  same  group  will  hold  similar 
meetings  with  West  Coast  radio 
and  agency  figures.  In  addition, 
Sidney  Strotz,  NBC  vice-president 
is  scheduled  to  deliver  one  of  the 
keynote  addresses  during  the  lunch- 

eon at  the  Beverly  Wilshire  Hotel, 
discussing  radio's  increasing  role 
in  the  delivery  of  Government  mes- 
sages. 

CHNS 

Halifax,  N.  S. 

First  choice  for 
results  in  the 
maritimes 

Ask  JOE  WEED 

RADIO'S  GLAMOR-PLUS  GIRL, 
Patricia  Hill,  is  piling  up  titles 
for  herself.  The  Green  Hornet  girl 
in  the  coast-to-coast  BLUE  net- 

work thriller,  she  won  the  "Miss 
Michigan"  award,  and  placed 
third  in  the  1942  "Miss  America" 
beauty  pageant  at  Atlantic  City. 
Her  rivals  in  the  Atlantic  City 
contest  voted  her  "Miss  Congen- 

iality", the  only  other  trophy 
award  after  the  selection  of  "Miss 
America",  while  Atlantic  City  mer- 

chants presented  her  with  a  size- 
able War  Bond  and  the  title,  "Most 

Likeable  Girl." 

Weed  Boston  Office 

OCCASIONED  largely  by  its  rep- 
resentation of  the  newly-formed 

New  England  Regional  Network, 
Weed  &  Co.,  radio  station  repre- 

sentatives, last  week  announced 
opening  of  a  Boston  branch  in  the 
Statler  Bldg.  The  office  is  under 
the  management  of  Charles  D. 
Kean,  associate  professor  of  ad- 

vertising and  marketing  at  Boston 
U,  who  resigned  that  post  to  join 
Weed.  Mr.  Kean  is  regarded  as  an 
authority  on  New  England  mar- 

kets and  merchandising.  He  was 
the  head  of  the  plans  department 
of  the  Goulston  Agency  and  form- 

erly a  member  of  the  advertising 
staff  of  the  Boston  Post. 

GLASER-CRANDELL  Co.,  Chicago 
(Derby  barbeqne  sauce),  on  Oct.  5 
will  start  Happy  Jack  Turner,  singer- 
pianist  in  a  thrice-weekly  five-minute 
program  on  WMAQ,  Chicago.  Con- 

tract for  26  weeks  was  placed  by  Barle 
Ludgin  Inc.,  Chicago. 

Are  you  using  the 

ASCAP  Radio 

Program  Service? 

•  New  series  availoble 

now, without  charge,to  any 

ASCAP  Licensed  Station, 

Write  or  v^  ire  today. 

ASCAP 

Radio  Program  Service 
30  Rockefeller  Plaza     •    New  York 

Flex-O-Glass  List 

FLEX-O-GLASS  MFG.  Co.,  Chi- 
cago (translucent  screening),  in 

its  largest  radio  advertising  ap- 
propriation has  placed,  through 

Presba,  Fellers  &  Presba,  Chicago, 
a  schedule  of  programs  on  31  sta- 

tions. In  addition  to  sponsoring 
weekly  quarter-hour  portion  of  the 
Saturday  evening  barn  dance  pro- 

grams on  WLS,  Chicago,  and 
WHO,  Des  Moines,  company  has 
placed  a  varied  schedule  of  five- 
minute  and  quarter-hour  programs 
on  WLS  WHO  WJR  KMA  WOR 
KMBC  WDZ  WTAM  KIRO  KSL 
WGY  WIBW  WLW  KMMJ  WEEI 
KHQ  KIDO  KSOO  WDAY  KFBI 
KOIN  WHAM  WCSH  KWTO 
KDKA  WCCO  KMOX  KSTP 
KFAB  KGHL  XEAW. 

Wise  Adds  49 
WILLIAM  WISE  &  Sons,  New 
York,  has  added  49  stations  to  the 
list  of  80  outlets  being  used  to  pro- 

mote a  health  book  titled  Modern 
Home  Physician  [BROADCASTING, 
Aug.  24].  Five-minute  transcrip- 

tions and  quarter-hour  recorded 
musical  programs  are  utilized  on 
the  following  additional  stations: 
WHN  KFBB  KIEM  KM  AC 
KOAM  KPAB  KPAS  KSAN  WHK 
WINS  WGFA  WOOL  WGRC 
KUTA  KVFD  KVI  KXL  KGFF 
KYA  WFHR  WGAL  WHCV 
WHIS  WLIB  WLBC  WMBR 
WMRF  KSUN  KEEW  KFNF 
WFIZ  KFXM  KGER  KLUF 
KTAQ  WSNY  WORK  WKYN 
WCLO  WJBK  WCAP  WRLC 
KUJ  KTUC  WARM.  Huber  Hoge 
&  Sons,  New  York,  handles  the  ac- count. 

John  E.  McMillin  Named 

As  Director  of  Compton 

JOHN  E.  McMILLIN,  vice-presi- 
dent and  radio  director  of  Comp- 

ton Adv.,  New  York,  has  been  ap- 
pointed a  director  of  the  agency, 

succeeding  Al- fred Stanford, 

Compton  V  i  c  e- president,  who 
has  resigned  to 
become  a  lieuten- 

ant commander 
in  the  Navy.  Mr. 
McMillin  will 
have  charge  of 
all  creative  work, 
both  in  copy  and 

Mr.  McMillin  in  radio. 

New  head  of  the  radio  produc- 
tion department  will  be  Storrs 

Haynes,  former  program  buyer  and 
continuity  director  of  the  agency. 
Replacing  him  will  be  Hal  James, 
local  program  supervisor,  while 
Gilbert  Ralston,  network  program 
supervisor,  has  resigned  to  join 
the  radio  department  of  Procter  & 
Gamble  Co.,  Cincinnati,  as  assistant 
to  William  M.  Ramsey,  radio  di- 

rector. Robert  Wambcldt,  Ted  Bell 
and  Miss  Corlis  Wright  continue 
as  program  supervisors. 

AFRA  Chicago  local  members  on  Sept. 
26  will  give  a  benefit  Coronation  Ball 
in  the  Sherman  Hotel.  Chicago,  to 
raise  funds  for  the  5.5  Chicago  AFRA 
men  now  in  the  armed  forces. 

W.  &  L.  E.  GURLEY  Co.,  Troy  (in- 
struments ) .  sponsored  a  half-hour broadcast  on  WTRY  recently  to  air 

awarding  of  its  Army-Navy  'E'. 

YOU  REACH 

MORE  PEOPLE 

AT  LOW  COST *  ON  *  , 

RICHMONDS 

STATION 
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Actions  of  the 

FEDERAL  C03IMUNICATI0NS  COMMISSION 

 SEPTEMBER  12  TO  SEPTEMBER  18  INCLUSIVE  

Testimony  at  Petrillo  Probe 
(Continued  from  page  63) 

Decisions . . . 

SEPT.  15 
KOB,  Albuquerque — Granted  extension 

special  service  authorization  to  Sept.  30, 
1943. 
KMPC.  Beverly  Hills,  Cal.— Modified  CP 

extend  complete  date,  adjust  directional 
antenna. 
KOCA,  Kilgore,  Tex. — Granted  consent 

to  Roy  G.  Terry  to  acquire  control  of  Oil 
Capital  Broadcasting  Assoc.,  license  of 
KOCA. 
KOBH,  Rapid  City,  S.  D.— Designated for  hearing  application  for  CP. 
WFLA,  Tampa — Designated  for  hearing 

application  CP. 
KFXM,  San  Bernardino,  Cal. — Designated 

for  hearing  application  CP. 
WWNC,  Asheville,  N.  C— Designated  for 

hearing  application  modify  CP. 
KPRC,  Houston  —  Dismissed  without 

prejudice  application  modify  CP. 
NEW,  Utica  Observer  Dispatch,  Inc., 

tJtica,  N.  Y. — Dismissed  without  prejudice 
applicaton  CP. 
NEW,  Pottsville  Broadcasting  Co.,  Potts- 

ville.  Pa. ;  Pottsville  News  &  Radio  Corp., 
Pottsville,  Pa.;  The  Schuylkill  Broadcasting 
Co.,  Pottsville,  Pa. — Dismissed  application 
CPs,  failure  to  supply  requested  informa- tion. 
NEW,  Wilkes-Barre  Broadcasting  Corp., 

Wilkes-Barre,  Pa. ;  Central  Broadcasting 
Co.,  Wilkes-Barre,  Pa. ;  Northeastern 
Penna.  Broadcasting  Inc.,  Wilkes-Barre, 
Pa. ;  Key  Broadcasters,  Inc.,  Wilkes-Barre, 
Pa. — designated  further  hearings  applica- 

tions for  CPs.  Argument  scheduled  Sept. 
23  cancelled. 

SEPT.  16 
KHQ,  Spokane — Granted  motion  to  dis- 

miss without  prejudice  application  for  CP. 
WFAS,  White  Plains,  N.  Y.— Granted 

continuance  of  hearing  from  Sept.  24  to 
Oct.  26. 
WTNJ,  WOAX,  Inc.,  Trenton;  WCAM, 

City  of  Camden,  Camden;  WCAO,  Radio 
Industries  Broadcasting  Co.,  Asbury  Park — 
Designated  further  hearings  for  renewal 
and  modifications  of  licenses. 
WOW,  Omaha — Denied  petition  request- 

ing order  to  KBON  to  discontinue  opera- tions on  1490  kc. 

Applications . . . 
SEPT.  14 

W9XG,  W6XYZ,  KTSL,  extension  date  for 
completion  new  television  stations. 
WASH,  Grand  Rapids,  Mich.— Modify license  increase  power. 
KOCY,  Oklahoma  City — Relinquish  con- 

trol of  station  through  sale  of  stock. 
KWOS,  Jefferson  City,  Mo.— Change  fre- 

quency control  equipment. SEPT.  17 
WNAC,  Boston,  Mass. — Extension  special service  authorization. 
WWNY,  Watertown,  N.  Y.— Modify  CP 

extend  completion  date. 
WWVA,  Wheeling—Modify  CP. 

Tentative  Calendar , . . 

WIOD,  Miami— CP  for  610  kc,  5  kw 
night  N;  10  kw  day.  (Sept.  21) 
NEW,  Waco,  Tex.— Beauford  H.  Jester 

individually  and  as  Trustee,  CP  for  1230 
kc,  250  w  unlimited  (Sept.  21) 
KXKX,  Kansas  City — Renewal  of  license, 

further  hearing.   (Sept.  21) 
KDYL,  Salt  Lake  City— CP  for  880  kc, 

10  kw.  unlimited.  (Sept.  23) 
KXO,  El  Centro,  Cal.— Modify  CP  (Sept. 24) 

Tobacco  Dates  Shifted 

EXTENSIONS  were  granted  last 
week  to  the  four  major  tobacco 
companies  facing  Federal  Trade 
Commission  complaints  charging 
misrepresentation  in  advertising. 
R.  J.  Reynolds  Tobacco  Co.  (Cam- 

el), and  Philip  Morris  &  Co.,  sched- 
uled to  appear  for  hearing  Sept. 

15,  were  given  a  second  extension. 
R.  J.  Reynolds  will  appear  Sept. 
26,  Philip  Morris  Oct.  1.  American 
Tobacco  Co.  (Lucky  Strikes)  and 
its  subsidiary,  American  Cigarette 
&  Cigar  Co.  (Pall  Malls),  were 
granted  extension  to  Oct.  11. 

Network  [Kccovnts 
All  time  Eastern  Wartime  unless  indicated 

New  Business 
LEWIS-HOWE  MEDICINE  Co.,  St.  Louis 
(Turns),  on  Oct.  3  starts  Mr.  Adam  &  Mrs. 
Eve  on  52  CBS  stations.  Sat.,  8-8:30  p.m. 
Agency:  Roche,  Williams  &  Cunnynham, N.  Y. 
COLGATE-PALMOLIVE-PEET  Co.,  Jersey 
City  (shaving  cream),  on  Oct.  6  starts 
variety  show  with  Al  Jolson  on  73  CBS 
stations,  Tues.,  8:30-8:55  p.m.  (repeat, 
12-12:25  a.m.).  Agency:  Sherman  &  Mar- quette, Chicago. 
NESTLE'S  MILK  PRODUCTS,  New  York 
(Alpine  coffee),  on  Sept.  9  starts  for  13 
weeks,  five-minute  participation  in  Break- 

fast at  Sardi's  on  13  BLUE  Pacific  Coast stations.  Wed.,  9:30-10  a.m.  (PWT).  On 
Sept.  12  starts  for  13  weeks,  quarter-hour 
participation  in  that  program  on  8  BLUE 
California  stations,  plus  KOH,  Reno  ;  KEX, 
Portland:  Sat..  9:30-10  a.m.  (PWT). 
Agency:  Leon  Livingston  Adv.,  San  Fran- cisco. 

Renewal  Accounts 
DETROIT  BIBLE  CLASS,  Detroit,  on 
Sept.  20  renews  Detroit  Bible  Class,  add- ing 73  MBS  stations,  making  a  total  of  96 
MBS  stations.  Sun.  10-10:30  a.m.  Agency: 
Stanley  Boynton  Adv.,  Detroit. 
R.  J.  REYNOLDS  TOBACCO  Co.,  Win- 

ston-Salem, N.  C.  (Prince  Albert  smoking 
tobacco),  on  Oct.  10  renews  The  Grand 
Ole  Opry  on  60  NBC  stations.  Sat.,  10:30- 
11  p.m.  Agency:  William  Esty  &  Co.,  N.  Y. 
SERUTAN  Co.,  Jersey  City  (health  pro- 

duct), on  Oct.  11  renews  for  52  weeks 
Drew  Pearson  on  22  BLUE  stations.  Sun., 
6:30-6:45  p.m.  (repeat,  8:45-9  p.m.).  Agen- cy: Raymond  Spector  Co.,  N.  Y. 
CHRYSLER  Corp..  Detroit  (institutional) 
on  Sept.  17  renews  Major  Bowes'  Ama- teurs on  61  CBS  stations,  Thurs.  9-9:30 
p.m.  Agency:  Ruthrauffi  &  Ryan,  N.  Y. 
GROVE  LABS..  St.  Louis  (Bromo  Qui- nine), on  Oct.  5  will  renew  for  52  weeks 
Reveille  Roundup  on  86  NBC  stations,  Mon. 
Wed.,  Fri.  7:45-8  a.m.  with  rebroadcasts 
8:45-9  a.m.  and  10:30-15:45  a.m.  Agency: 
Russel  M.  Seeds  Co.,  Chicago. 

of  these  272  stations,  230  relied 
on  recorded  music  between  80% 
and  100%  of  their  musical  time. 

Thus,  whereas  a  "goodly  number 
of  network  stations  will  be  seriously 
and  in  some  cases  grievously  af- 

fected by  the  ban,  the  great  bulk 
of  the  non-network  stations  face 
the  drying  up  of  the  source  of 

most  of  their  program  material," 
Mr.  Fly  said. 

Interrupting  Mr.  Fly's  state- ment. Chairman  Clark  asked 
whether  a  large  number  of  stations 

would  not  "go  out  of  business"  if 
the  ban  continued.  Mr.  Fly  said 
that  prolonging  of  the  ban  will 
result  in  diminution  of  program 
material  available.  Records  wear 
out,  he  asserted,  the  music  becomes 
unpopular,  audiences  diminish,  and 
revenues  fall  off — all  that  in  addi- 

tion to  other  war-born  troubles 
which  confront  stations.  He  pre- 

dicted flatly  that  continuation  of 
the  ban  would  see  many  cases  in 

which  stations  will  "fold  up". 
War  Songs  Needed 

Pointing  to  the  need  for  new 
war  songs  to  replace  those  of  the 
"Over  There"  vintage,  Mr.  Fly 
said  that  it  takes  plugging  to  make 

a  song  and  that  it  can't  be  plugged 
without  rendition  of  the  character 
given  by  radio  via  recordings.  The 
value  of  repetition  is  axiomatic  in 
music,  he  said. 

Responding  to  Senator  Andrews, 
Mr.  Fly  said  stations  are  required 
to  operate  a  given  number  of  hours 
a  day  that,  in  his  judgment,  it  was 
no  exaggeration  to  talk  about  the 

ANOTHER  NAME  has  been  added 
to  radio's  Global  War  honor  roll. 
Sam  Miller,  transmitter  engineer 
of  KLRA,  Little  Rock,  has  been 

reported  "missing  in  action"  in 
naval  operations  in  the  North  At- lantic. 

The  known  list  to  date  includes 
Ensign  Thomas  R.  McClelland, 
chief  engineer  of  KLZ,  Denver, 
who  died  at  Pearl  Harbor,  and 
Capt.  Derby  Sproul,  Army  Air 
Forces,  reported  dead  "somewhere 
in  Africa,"  following  a  plane  crash. 
He  was  formerly  with  KLZ,  Den- 

ver; KDKA,  Pittsburgh,  and  KOA, 
Denver. 

Mr.  Miller  was  a  member  of  the 
Naval  Reserve  for  several  years 
prior  to  his  being  called  to  active 
duty  in  July,  1941.  After  a  period 
of  training  at  an  Eastern  train- 

ing station,  he  was  transferred  to 
sea  duty  aboard  a  destroyer  oper- 

ating in  the  North  Atlantic.  His 
ship  has  since  been  officially  an- 

nounced by  the  Navy  Department 
as  having  been  sunk.  Mr.  Miller 
was  listed  as  missing  and  pre- 

sumed lost.  He  had  already  been 
promoted  to  Radioman,  First  Class. 
Radioman  Miller  was  employed 

by  KLRA  from  Oct.,  1937  until  he 

was  called  to  active  duty  last  year. 
S.  C.  Vinsonhaler,  general  manager 
of  KLRA,  reported  that  peculiarly, 
he  was  in  Little  Rock  on  a  short 
leave  about  two  weeks  before  word 
was  received  that  he  was  missing 
in  action.  "Sam  Miller  was  well 
liked  by  all  the  employes  and  was 
a  crack  engineer  and  very  quiet  and 

retiring,"  said  Mr.  Vinsonhaler. 

ultimate  effect  of  the  transcription 
ban  on  "a  third  or  half  of  the  sta- 

tions". "It  is  an  insidious  process," 
he  said.  "It  won't  happen  overnight, 
but  the  cumulative  effect  of  the 

drying  up  process  is  inevitable.  The 
impact  will  be  felt  sometime  later," he  said. 

Picking  up  his  prepared  state- 
ment, Mr.  Fly  broke  down  the  sur- 

vey results  in  terms  of  low-power 
vs.  high-power  stations.  Of  459 
low-power  stations  (500  watts  or 
less),  there  are  299  (65.2%)  which 
rely  on  phonograph  records  and 
electrical  transcriptions  for  more 
than  50%  of  their  musical  time. 
In  cities  with  a  population  of  50,000 
or  less  and  in  cities  with  a  popula- 

tion of  more  than  50,000,  the  sur- 
vey showed  that  of  the  386  stations 

located  in  the  smaller  cities,  there 

were  259  (67.1%)  which  used  re- 
corded music  over  50%  of  the 

time.  Of  the  407  stations  in  cities 
of  over  50,000,  only  156  used  music 
more  than  50%  of  the  time. 

Alluding  to  annual  net  time 
sales,  another  exhibit  showed  that 
of  the  419  less  prosperous  stations 
($75,000  a  year  or  less  net  time 
sales),  288  (68.7%)  looked  to  re- corded music  for  more  than  half 
their  musical  time.  Of  the  330  sta- 

tions with  net  time  sales  of  more 
than  $75,000,  only  93  stations  relied 
upon  recorded  music  for  more  than 
half  their  time. 

Full  Force  of  Blow 

Breaking  down  the  returns  on 
the  basis  of  net  income  before 
taxes,  Mr.  Fly  noted  that  of  the 
331  stations  which  operated  at  a 
net  loss,  or  which  had  a  net  in 
come  before  taxes  under  $5,000, 
there  are  225  stations  (68%)  which 
used  recorded  music  more  than 
50%  of  their  musical  time.  Of  the 
206  stations  with  net  incomes  be 
tween  $5,000  and  $25,000,  there 
are  112  (54.4%)  in  the  more  than 
50%  recorded  music  category.  On 
the  other  hand,  only  43  (20.3%) 
of  the  212  stations  with  incomes  in 
excess  of  $25,000  were  in  that  cate 

gory. 
Mr.  Fly  described  a  chart  indi- 

cating the  geographical  distribu- tion of  stations  which  will  probably 
be  the  most  seriously  affected.  In 
its  preparation,  he  said,  the  Com 
mission  took  all  the  stations  which 
used  recorded  music  more  than 
80%  of  their  musical  time.  They 
totaled  252.  It  then  selected  those 
stations  whose  net  income  before 
taxes  was  less  than  $5,000.  This  re- 

duced the  figure  to  167  stations. 
"It  would  appear  that  in  view 

of  their  low  earnings  and  their 
great  reliance  on  recorded  music, 
these  stations  may  well  find  it 
difficult  to  continue  in  business  if 

the  ban  continues,"  the  chairman 
said.  "In  fact,  80  of  them  lost 
money  in  1941,  and  now  they  will 
be  in  even  worse  shape."  Of  these 
80,  he  explained  parenthetically,  13 
were  non-commercial  stations  but 
they  were  included  because  the  ban 
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on  recorded  music  will  probably 
make  operation  more  difficult. 

In  describing  the  chart  covering 
the  167  stations  in  the  most  seri- 

ously affected  class,  Mr.  Fly  pointed 
out  that  all  but  six  states  have 
at  least  one  such  station.  The  figure 
may  be  increased  when  all  the 
returns  are  in,  he  said. 

Need  of  Service 

He  said  the  next  question  was 
how  many  of  these  stations  which 
may  possibly  go  off  the  air  serve 
areas  which  receive  no  other  ser- 

vice. Asserting  there  had  not  been 
time  for  a  real  study,  he  said  he 
had  asked  FCC  engineers  to  give 
him  their  best  guess. 

"They  tell  me  that  in  this  group of  167  stations  there  are  about  46 
stations  which  render  service  to  an 
area  which  receives  no  other  pri- 

mary nighttime  service.  In  the 
daytime  the  situation  is  somewhat 
better.  There  are  approximately 
24  stations  which  serve  areas 
which  receive  no  other  daytime  pri- 

mary service.  In  addition  to  the 
figures  I  have  just  given  you,  there 
are  about  35  other  stations  which, 
if  they  went  off  the  air,  would 
leave  part  of  their  service  area 
without  any  primary  nighttime 
service.  The  comparable  figure  as 
to  daytime  service  is  around  59." 

"Thus,  many  people  in  this  coun- 
try face  the  very  real  prospect  of 

losing  the  only  satisfactory  night- 
time service  which  they  now  have 

and  being  altogether  deprived  of 
daytime  service." 
Mr;  Fly  concluded  his  formal 

statement  as  follows : 

"It  is  apparent  that  we  face  a 
real — a  vital  problem  here.  From 
what  I  have  said  it  is  clear  that  if 
it  were  not  for  music,  radio  broad- 

casting as  we  know  it  could  not 
exist.  Without  music,  it  is  doubt- 

ful whether  this  country  could  sup- 
port more  than  a  handful  of  sta- 
tions. Who  would  listen  to  the  radio 

if  all  that  came  over  the  air  was 
just  talk  and  more  talk.  We  must 
therefore  recognize  the  vital  con- 

tribution of  the  musicians  to  the 
industry  and  the  compensation  they 
receive  should  be  commensurate 
with  that  contribution.  If  the  com- 

pensation received  at  present  is  not 
as  much  as  they  are  entitled  to,  it 
is  only  fair  that  they  receive  more. 

Vital  to  Nation 

"But  just  as  the  musicians  are 
vital  to  broadcasting,  the  broadcast 
stations  are  vital  to  the  country. 
They  are  performing  a  really  great 
service,  a  service  of  great  impor- 

tance to  the  war  effort,  a  service, 
therefore,  we  must  make  every 
effort  to  sustain  unimpaired. 

"Already  these  stations  are  con- 
fronted with  a  shortage  of  the 

skilled  personnel  and  certain  cri- 
tical materials  and  items  of  equip- 
ment necessary  for  continued  oper- 

ation. An  industry  struggling  with 
these  difficulties  is  now  faced,  as  I 
have  said,  with  the  drying  up  of 
the  source  of  over  40%  of  its  pro- 

grams. This  presents  a  really  seri- 
ous problem  which  not  only  must 

be  solved  but  must  be  solved 

quickly." 

PERCENT  OF  RADIO  TIME  DEVOTED  TO  RECORDED  MUSIC 
 ALL  RADIO  TIME  s 

lIv'e  no  music 

It  is  not  exaggeration  to  say 
the  Petrillo  action  will  impair 
broadcast  service  even  more  than 
is  indicated  by  the  limited  figures 
given,  he  said. 

Describing  electrical  transcrip- 
tions as  essential,  Mr.  Fly  said 

radio  must  have  them  at  any  cost. 
While  he  declared  he  was  sympa- 

thetic to  the  labor  view,  he  could 
not  feel  that  the  banning  of  an 

"essential  public  service"  should  be condoned. 

Up  to  Congress 

Alluding  to  the  "real  emei'gency 
not  only  confronting  the  broad- 

casting industry  but  the  people  as 
a  whole,"  provoked  by  the  Petrillo 
ban.  Chairman  Clark  asked  Mr. 
Fly  whether  the  Commission  had 
reached  any  conclusions  as  to  its 
jurisdiction  to  take  action. 

The  chairman  said  he  had  no 
formal  opinion  but  felt  the  Com- 

mission would  have  to  exercise 

"considerable  ingenuity  to  get  in 
here  and  do  it".  He  explained  the 
FCC's  jurisdiction  was  limited  to 
licensees  and  that  while  he  had 
made  efforts  to  get  Mr.  Petrillo  to 
reconsider,  he  had  refused  to  alter 
the  situation. 
When  Chairman  Clark  recounted 

that  Mr.  Davis  had  said  the  situa- 
tion was  serious  from  the  stand- 

point of  national  morale,  that  Mr. 
Fly  did  also  and  that  both  had  been 
rebuffed  in  their  efforts  to  alleviate 
it,  he  asked  whether  it  was  not  a 
fact  that  it  was  up  to  Congress 
to  take  a  hand. 

Seeks  Action 

"Then  it  looks  like  it's  up  to 
Congress  if  it  is  going  to  be  done 
quickly,"  Mr.  Clark  interposed. 

Agreeing,  Chairman  Fly  said  he 
did  not  think  the  committee  had  to 
wait  "until  Monday  to  see  that 
something  has  to  be  done." 

Senator  White,  though  not  a 
committee  member,  interjected  that 
he  felt  Chairman  Fly  had  given  a 
comprehensive  statement  of  fact. 
He  added  that  he  was  interested 
in  Chairman  Fly's  comment  about 
the  "want  of  ingenuity",  asserting 
this  was  the  first  time  that  he 
had  recognized  the  Commission 
felt  such  a  want. 

Obviously  having  in  mind  his 
past  colloquies  with  Chairman  Fly, 
proposing  new  legislation  to  clearly 
define  the  FCC's  functions.  Sen- 

ator White  said  he  thought  the 
FCC  might  come  forward  with 
recommendations  as  to  legislation 
to  meet  such  situations  as  that 
provoked  by  the  Petrillo  bans. 

Chairman  Fly  said  the  Commis- 
sion was  not  prepared  to  make 

such  recommendations  now,  but 
that  he  would  be  glad  to  work  on 
it. 

Senator  Tobey  opened  a  line  of 
questioning  remote  from  the  Pe- 

trillo issue  per  se,  with  Mr.  Fly 
on  the  stand.  He  asked  whether 
the  Commission  ever  checked  to 
ascertain  whether  stations  had  fol- 

lowed through  on  commitments  in 
connection  with  programming,  re- 

ferring particularly  to  new  appli- 
cants who  have  pledged  precise 

types  of  program  service. 
Mr.  Fly  said  the  Commission 

does  follow  through  and  that  in 
some  cases  stations  may  not  live 
up  to  prior  commitments  100%. 
Where  it  is  ascertained  that  a 
grant  may  have  been  procured  on 
a  basis  of  false  representations, 
he  said  the  Commission  would  be 
disposed  to  invoke  revocation  pro- ceedings. 

Senator  Tobey  alluded  to  "Regu- 
lation 176",  the  old  designation  of 

the  transcription  rule  requiring 
announcement  of  transcriptions 
and  recordings  as  such.  He  asked 
whether  this  rule  was  written  to 

prevent  "deception". Mr.  Fly  pointed  out  the  rule 
requires  identification  of  programs 
and  draws  a  distinction  between 

phonograph  records  and  transcrip- 
tions. He  said  that  transcriptions 

obviously  were  of  superior  quality 
and  that  he  hoped  that  stations 
wouldn't  rely  upon  fifty-cent  phono- 

graph records  preponderantly  as 
program  material. 

Urges  Lesser  Penalty 

Asked  by  Senator  Tobey  whether 
many  stations  have  been  punished 
for  failure  properly  to  announce 
recordings,  Mr.  Fly  said  this  con- 

stituted a  deficiency  in  the  Act 
itself.  Any  misconduct  of  a  licensee 
can  be  punished  only  by  revocation, 
which  would  be  an  "awfully  severe 
penalty".  Congress  might  want  to 
provide  some  lesser  form  of  penalty, 
he  said.  Senator  White  again  in- 

terjected that  the  question  of  sus- 
pension had  been  considered  at 

the  time  the  1934  Act  was  written, 

but  was  left  in  "inadequate  shape". 
Senator  Tobey  asked  about  em- 

ployment of  musicians  by  the  net- 
works, asserting  he  had  informa- 

tion showing  that  NBC  hired  only 
314  musicians  (presumably  includ- 

ing the  BLUE),  and  that  CBS  had 
152  staff  musicians.  He  said  the  ex- 

penditures for  these  musicians  were 
small  in  comparison  with  the  reve- 

nues of  these  networks. 

NASHVILLE,  TENNESS 
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Mr.  Richardson 

Richardson  Heads 

NBC  London  Staflf 

Appointment  Made  by  Royal 
During  Visit  to  Britain 
STANLEY  P.  RICHARDSON, 
formerly  Associated  Press  corre- 

spondent, confidential  secretary  to 
Ambassador  Joseph  E.  Davies,  and 
shortwave  coordinator,  has  been 

appointed  man- 
ager of  NBC's London  office, 

John  F.  Royal, 
vice-president  in 
charge  of  inter- 

national broad- 
casting, announ- 

ced last  week. 
Appointment  is 
the  first  result  of 

reorganization 
of  NBC's  London  bureau  effected 
by  Mr.  Royal  during  his  current 
visit  to  the  British  capital. 

A  native  of  Norfolk,  Mr.  Rich- 
ardson started  his  newspaper 

career  as  a  reporter  in  Atlanta  in 
1920,  working  in  other  southern 
cities  in  that  capacity  before  join- 

ing AP  as  night  editor  in  Dallas 
in  1922.  For  the  following  16  years 
he  served  AP  as  correspondent 
and  editorial  desk  man  in  Okla- 

homa City,  Chicago,  Atlanta, 
Washington,  New  York  and 
Moscow,  U.S.S.R.  He  was  chief  of 
the  Moscow  bureau  for  three  years, 
leaving  for  a  return  four-year 
assignment  in  Washington. 

In  1938  he  resigned  from  AP 
to  become  confidential  secretary  to 
Ambassador  Davies  in  Moscow,  fol- 

lowing him  the  same  year  to 
Brussels  when  Mr.  Davies  was 
transferred  there  as  Ambassador 
to  Belgium  and  Minister  to  Luxem- 

bourg. Four  months  after  the  out- 
break of  war  in  Europe,  Mr.  Rich- 

ardson returned  to  Washington  as 
special  assistant  to  the  Secretary 

of  State,  serving  as  Mr.  Davies' confidential  aide  both  while  he  was 
in  that  and  subsequent  posts. 

Last  year  Mr.  Richardson  left 
Mr.  Davies  to  take  the  post  of  Co- 

ordinator of  International  Broad- 
casting, a  liaison  position  between 

the  Government  and  the  shortwave 
broadcasters.  In  January  of  this 

THE  10  TOP-RATED  daytime 
serial  programs  in  Denver  (Hoop- 

er ratings)-flll  on  KOA!  Such 
overwhelming  audience  leader- 

ship proues  it  pays  to  have  your 
say  on  KOA! 

IN  DENVER 

AFTER  YOU,  UNCLE  SAM! 

Your  copy  of  BROADCASTING  is  mailed  in  time  to  arrive 
on  schedule  every  v/eek.  If  it  is  a  little  late  in  coming, 

please  remember  that  our  armed  forces  have  first  call 
on  all  transportation  facilities. 

MAiOR  VITAMINS 
VSim  20  STATIONS 

MAJOR  VITAMINS  Inc.,  New 
York,  on  Sept.  14  opened  an  exten- 

sive radio  campaign  on  20  sta- 
tions for  Major  Brand  B  Complex 

tablets.  Firm  has  signed  for  spot 
announcements  and  participations 
on  food  and  women's  interest  pro- 

grams, also  using  some  news  broad- 
casts on  local  outlets  throughout 

the  country.  Commercials  are  live 
and  are  aired  one  to  three  times  a 
week. 

Major  Vitamins  placed  announ- 
cements on  the  Marjorie  Mills  Hour 

on  the  Yankee  Network  Aug.  24, 
and  will  continue  to  use  the  pro- 

gram when  it  moves  to  the  newly 
organized  New  England  Regional 
Network  Sept.  29.  Basic  NERN 
outlets  are  WBZ  WTIC  WLBZ 
WCSH  WJAR. 

Firm  has  contracted  for  partici- 
pations on  WEEI  WJR  WHN 

WABC  WGY  WFBM  WSPD 
WHKC  WFMJ  KIRO,  and  for  spot 
announcements  on  KXL  WKWK 
WOLF  WAZL  WFPG. 

Grey  Adv.,  New  York,  handles 
the  account.  Advertising  manager 
is  Rose  Barkan. 

year  he  was  given  a  leave  of  ab- 
sence to  become  special  adviser  to 

the  Director  of  Censorship  in  mat- 
ters of  international  broadcasting. 

He  has  resigned  from  both  offices 
to  accept  the  position  with  NBC 
in  London. 

In  a  report  to  NBC  from  London, 
where  he  arrived  Sept.  3,  Mr. 
Royal  said  that  officials  of  the 
BBC  have  promised  him  every  co- 

operation in  getting  more  Ameri- 
can programs  for  American  troops 

in  the  British  Isles,  in  addition  to 
special  BBC  programs  for  them. 
Discussions  also  covered  the  pos- 

sibility of  importing  American  tal- 
ent, new  religious  and  spiritual 

programs  and  long-range  coopera- 
tion between  the  BBC  and  NBC 

after  the  war. 

Easy 

P!ck!n^ 

WAIR  is  famous  for  its  quick  re- 
sults. That's  because  WAIR  has  the 

listeners  and  the  listeners'  confidence. 
Add  to  this  the  exceptional  income 
of  Winston-Salem  workers  and  you 
have  a  golden  combination. 

WAIR 

Winston-Salem,  North  Carolina 

Hy-Pro  on  Coast 
CHLORINE  SOLUTIONS  Inc., 
Los  Angeles  (Hy-Pro),  through 
Barton  A.  Stebbins  Adv.,  that  city, 
on  Sept.  12  started  sponsoring  a 
weekly  quarter-hour  partlcination 
in  Breakfast  at  Sardi's  on  8  BLUE California  stations  (KECA  KGO 
KTKC  KFSD  KTMS  KFBK  KWG 
KERN),  and  KOH,  Reno,  Nev., 
Saturday,  9:45-10  a.  m.  (PWT). 
Contract  is  for  13  weeks.  Firm 
also  sponsors  an  early  morning 
thrice-weekly  quarter-hour  news- 

cast. Between  the  Lines,  on  KECA, 
Los  Angeles.  Lee  Crosbv  is  aeency 
account  executive,  with  Myron 
Elges  representing  the  network. 

COLGATE  SPONSORS 

AL  JOLSON  ON  CBS 
PALL  advertising  plans  for  Col- 
gate-Palmolive-Peet  Co.,  Jersey 
City,  seemed  pretty  well  settled 
last  week  with  announcement  that 
the  company  would  sponsor  Al 
Jolson  in  a  new  variety  show  on 
CBS  starting  Oct.  6  in  the  Tues- 

day 8:30-8:55  p.m.  period,  cur- 
rently occupied  by  C-P-P  show  for 

Palmolive  Shave  Cream,  Hobbjj 
Lobby.  On  Oct.  3,  the  latter  show 
will  be  shifted  to  Saturdays  at  the 
same  time  on  CBS. 

Heading  the  list  of  entertain- 
ers on  the  Jolson  show  will  be  Hil- 

d  e  g  a  r  d  e,  Parkyakarkus  and 
Elaine  Arden,  comedienne  with 
Ray  Block's  orchestra.  Carlo  de 
Angelo,  radio  director  of  Sherman 
&  Marquette,  Chicago,  handling 
the  show,  will  direct  the  series, 
probably  resigning  his  duties  with the  agency. 

Ted  Bates  Inc.,  New  York,  is 
agency  in  charge  of  the  Hobby 
Lobby  Show,  and  on  Oct.  1  will 
take  over  advertising  for  Palm- 
olive  soap,  radio  plans  for  which 
are  not  yet  set.  Bates  is  also  agen- 

cy for  Colgate's  new  show  on  NBC, 
Can  You  Top  This?,  which  starts 
Oct.  3,  Saturdays,  9-9:30  p.m. 
[Broadcasting,  Sept.  14].  The 
show  will  continue  to  be  heard  on 
WOR,  New  York,  Tuesdays,  8:30-9 
p.m.  for  Kirkman  &  Sons,  Brook- 

lyn, a  division  of  Colgate.  No  agen- 
cy has  yet  been  set  by  Colgate  to 

handle  the  Kirkman  account  fol- 
lowing the  resignation  of  the  ac- 

count by  N.  W.  Ayer  &  Son,  New 
York. 

THE  5000  WATT 

Voice  of  the  Tri-Cities 

ROCK  ISLAND  ■  DAVENPORT  ■  MOLINE 

[ 

In  Jhis  market  no  "Outside 
Voice"  can  compare  with  the "Inside  Pull"  of  WHBF! 

] 

Affiliate:  Rock  Island  ARGUS 

Basic  Mutual  Network 
L    1270  KC  FULL  TIME  J 

Dempsey  Winner, 
White  Is  Reelected 

Maine  Senator  Retains  Seat 
With  Wide  Vote  Margin 

TWO  NATIONAL  figures  iden- 
tified with  radio  were  victorious 

in  political  contests  last  week, 
with  Senator  Wallace  H.  White 
Jr.  (R-Maine)  winning  reelection 
and  former  Representative  John 
J.  Dempsey,  of  New  Mexico,  win- 

ning the  Democratic  nomination 
for  the  governorship  of  that  State. 

Senator  White,  in  the  nation's first  election  since  it  went  to  war, 
won  the  Maine  election  by  a  wide 

margin  over  his  Democratic  op- 
ponent, Fulton  J.  Redman. 

He  is  co-author  of  the  Radio 
Act  of  1927  and  the  Communica- 

tions Act  of  1934.    His  team-mate 

Mr.  White  Mr.  Dempsey 

in  the  drafting  of  these  bills,  for- 
mer Senator  C.  C.  Dill  of  Wash- 

ington, won  the  Democratic  nom- 
ination for  the  house  from  Spo- 

kane earlier  this  month  [Broad- casting, Sept.  14]. 

Gallery  Recognition 
Mr.  Dempsey,  recognized  as  the 

father  of  the  radio  galleries  in 

Congress,  giving  radio  equal  rec- 
ognition with  the  press  in  news 

coverage,  recently  resigned  as  Un- 
der-Secretary of  the  Interior  to 

undertake  the  New  Mexico  guber- 
natorial race.  He  is  the  father  of 

William  J.  Dempsey,  former  FCC 
general  counsel  and  now  a  prac- 

titioner in  Washington. 

After  Mr.  Dempsey's  last  term 
expired  in  the  House  in  1940,  he 
was  named  a  member  of  the  U.  S. 
Maritime  Commission  by  Presi- 

dent Roosevelt.  Subsequently,  he 

was  appointed  to  the  Under-Sec- 
retaryship  of  Interior.  The  New 
Mexico  elections  occur  in  Novem- 

ber and  the  state  in  recent  years 
has  gone  largely  Democratic. 

Gov.  Murphy  Nominated 
For  Position  in  Senate 
FORMER  Gov.  Francis  P.  Murphy, 
of  New  Hampshire,  principal  owner 
of  WMUR,  Manchester,  won  the 
Democratic  Senatorial  nomination 
in  the  primaries  last  week.  A 
former  Republican,  Gov.  Murphy 
registered  as  a  Democrat  several 
months  ago.  He  defeated  Alvin  A. 
Lucier,  Democratic  National  Com- mitteeman, for  the  nomination  by 
a  2-1  vote.  He  will  oppose  Senator 

Styles  Bridges,  Republican  incum- bent, in  the  November  elections. 
WMUR  began  operation  in 

April,  1941,  and  is  a  BLUE  out- let. Governor  Murphy  owns  90% 
of  the  stock;  Edward  J.  Gallagher, 
publisher  of  the  Laconia  Citizen, 
5%,  and  Dr.  James  J.  Powers, 
physician,  5%. 
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CL4^SSIFIED 

Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  week  preceding  issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, Washington,  D.  C. 

Help  Wanted 

ANNOUNCER — Immediate  opening  for 
good  steady  man  interested  in  perman- 

ent connection  with  fast-growing  NBC 
affiliate  in  South.  Basic  salary  plus  in- 

centive system.  Include,  qualifications, 
draft  status,  salary  requirements,  picture 
in  first  letter.  Box  867,  BROADCAST- ING. 

Farm  Program  and  Barn  Dance  M.C. — By Midwest  regional  network  basic  station. 
Radio  and  personal  appearance  experience 
necessary.  Writing  ability  desirable.  State 
experience,  references  and  draft  status 
in  first  letter.  All  replies  strictly  confi- 

dential. Box  848,  BROADCASTING. 

First  Class  Phone — With  some  announcing 
experience  to  assume  job  of  chief  engi- 

neering. Good  salary.  Also  wanted  an- 
nouncer with  third  class  license.  Pleas- 

ant working  conditions.  KHUB,  Watson- 
ville,  California. 

Engineer — First  or  second  class.  WGNY, 
Newburgh,  New  York. 

Engineer — Ideal  working  conditions.  Will use  first  or  second  class  license.  Send  full 
details  first  letter.  Box  844,  BROAD- CASTING. 

ALL  AROUND  ANNOUNCER— News- 
Straight  Commercial  and  Ad  Lib.  Give 
complete  details  first  letter,  including 
draft  status  and  starting  salary  expected. 
KBIZ,  Ottumwa,  Iowa. 

SALESMAN — Excellent  opportunity  for 
fully  experienced  time  salesman  with 
250W  local  in  central  midwest.  15%  with 
liberal  draw.  Complete  details  first  letter. 
Box  843,  BROADCASTING. 

WESTERN  STATION  WANTS  —  Experi- 
enced combination  operator-announcer 

who  can  read  news  and  write  copy.  Send 
qualifications,  snap-shot  and  recording 
of  voice  reading  news  and  commercial 
copy.  Fly-by-nights  please  don't  apply. Desire  person  who  wants  permanent 
position.  Box  862,  BROADCASTING. 

SOUTHERN  STATION— Has  immediate 
opening  for  draft  exempt  experienced 
announcer.  Send  transcription  and 
photo  to  Box  859,  BROADCASTING. 

Salesman — For  5,000  watt  Regional ;  Basic 
Network  affiliate ;  Prosperous  Market ; 
address  complete  details  to  Box  858, 
BROADCASTING. 

Engineer — For  5,000  watt  station  in  middle 
west.  State  marital  and  draft  status,  also 
qualifications.  Box  857,  BROADCAST- ING. 

Large  Mid-western  Station — With  outstand- 
ing News  Department  interested  in  hear- 

ing   from    News     Casters     and  News 
I      Writers.    News    Casters    must    be  able to  judge  News  values  and  write  OWN 

copy     in     accurate,     interesting  style. 
Writers  should  be  men  with  newspaper 
telegraph   desk   experience,   or  sufficient 

'      service  in  Radio  News  Department.  In 
'     first  letter  state  experience,   age,  draft I     status,    present    salary,    give  reference, 
,     how  soon  available  and  include  samples 

of   copy   you   have  written.   All  replies 
I     confidential.  Box  856.  BROADCASTING. 

I  STUDIO  OPERATOR— Engineer,  Chicago location,  execellent  opportunity.  Salary 
range  $60.  State  education,  experience, 
draft  status.  Box  867,  BROADCASTING. 

Salesman — With  some  mike  experience  to 
1     take  complete  charge  of  recently  opened 

remote  studios.  Box  853,  BROADCAST- ING. 

/II  Operator— First,  Second,  Third  Class.  No 
experience  necessary.  Box  866,  BROAD- CASTING. 

f!Experienced  salesmen — New  England 
I     Basic  Network  Station,  leader  in  volume. Major  market,  city  of  200,000.  State 
■     draft  status  and  salary  requirements  in 

first  letter.  Box  864,  BROADCASTING. 

Help  Wanted  (Cont'd) 
Texas  Independent  Station — Desires  compe- tent announcer.  Tell  all.  Box  865, 
BROADCASTING. 

Radio  Operator  Wanted — Opportunity  for chief  position.  Write  fully  experience 
draft  status.  WSKB,  McComb,  Missis- sippi. 

A  Junior  Announcer — Experienced.  Wire, 
then  write  full  information,  draft  status, 
and  starting  salary  expected.  WEIM, 
Fitchburg,  Massachusetts. 

WANTED — 1st  class  operator  and  announ- cer. Pacific  Northwest  station.  Basic 
pay — $40.00.  In  reply  give  details,  pre- 

vious experience  and  when  available. 
Box   869,  BROADCASTING.  

Situations  Wanted 

College  Woman — Program  director,  an- 
nouncing, traffic,  continuity,  promotion, 

desires  opportunity  with  progressive 
station  in  metropolitan  eastern  area. 
Box   863,  BROADCASTING.  

CHIEF  ENGINEER— Practical  experience 
on  low  to  medium  power.  Executive 
ability  sufficient  to  take  care,  and  full 
charge  of  department.  Now  Chief  of 
Virginia  Station,  available  after  Sep- 

tember 26.  Age  46,  married,  in  radio 
since  1930,  desires  eastern  half  U.  S. 
$200  month,  40  hour  week,  vacation. 
Box   852,  BROADCASTING. 

CHIEF  ENGINEER— Six  years'  broadcast experience.  Desires  permanent  position. 
East  preferred.  Box  854,  BROADCAST- ING. 

STATIONS  SOUTHEAST  AND  GULF 
COASTS— Voung,  family  man,  3-A,  seven 
years  announcing,  producing,  originat- 

ing midwest  shows  seeks  permanent 
program  directorship  with  progressive 
outlet.  Now  with  Chicago  network  affili- 

ate. Box  855,  BROADCASTING. 
Writer-Producer — Anxious  to  move  to 

favorable  climate.  Four  years'  station and  agency  experience.  Can  be  available 
December  first.  Box  861,  BROADCAST- ING. 

Writer-Producer — In  fourth  year  with  na- 
tionally known  agency,  desires  change. 

Author  of  outstanding  script  shows, 
sponsored  via  transcription  coast-to- 
coast.  Originator-writer-producer  of  hit commercial  musical  now  in  53rd  week. 
Commercial  copy-writer  for  widely  known 
firms.  Must  give  present  employer  at 
least  six  weeks  notice.  Salary  secondary 
to  opportunity.  Box  860,  BROADCAST- ING.  

SALESMAN — Six  years'  experience  local 
and  regional  sales.  3A.  Box.  850,  BROAD- CASTING. 

Short  on  personnel? — Here's  a  man  capable management,  sales,  programming,  con- 
tinuity, publicity  and  announcing.  Excel- 

lent performances  on  one  or  all  duties. 
Young.  Married.  Family.  Takes  good 
salary — well  worth  it.  Now  managing 
prosperous  local.  Box  851,  BROADCAST- ING^  

SALESMANAGER— Now  employed  local 
network  affiliate  seeks  connection  pro- 

gressive eastern  station.  Able  take  com- 
plete charge  station  ...  12  years  radio 

.  .  .  married,  exempt.  Box  847  BROAD- CASTING.  

ANNOUNCER— Married,  draft  deferred. 
Prefer  west  coast.  Four  years  good  de- 

livery, best  references.  Make  really  at- 
tractive offer,  and  ET  audition  will  fol- 

low.   Wire  Box   849,  BROADCASTING. 
Woman — Experienced,  seeking  permanent 
employment  progressive  station.  Quot- 

ing References :  Reliable,  dependable, 
hard  working,  radio  voice,  copy  writer, 
tenacious  tracking  elusive  prospects, 
pleasing  personality.  Box  845,  BROAD- CASTING.  

Thoroughly  Experienced  Announcer-News- 
caster— Satisfaction  guaranteed.  3-A  Box 

846,  BROADCASTING. 

ReiUy  to  WLW 
ARTHUR  REILLY,  Washington 
newspaperman,  news  analyst  and 
former  Commissioner  of  Concilia- 

tion for  the  Dept.  of  Labor,  has 
been  appointed  to  the  news  staff 
of  WLW,  Cincinnati.  He  replaces 
Jay  Sims,  moderator  of  Views  on 
the  News,  aired  on  NBC  Sundays 
at  4:30  p.m.,  (EWT)  for  Ohio 
Oil  Co.  He  will  also  present  News 
From  the  Four  Corners  of  the 
World,  11  p.m.  nights. 

Swift  Spots 

SWIFT  &  Co.,  Chicago  (Silver- 
leaf  lard),  has  placed  transcribed 
spot  announcements  four  to  ten 
times  a  week  for  two  to  seven 
weeks  on  the  following  stations: 
WMAQ,  WCFL,  WJJD,  Chicago; 
KDKA,  WJAS,  KQV,  WWSW, 
Pittsburgh ;  W  JAC,  Johnstown, 
Pa.  Agency  is  J.  Walter  Thompson 
Co.,  Chicago. 

More  Listening 

EVENING  listening  in  the  New 
York  metropolitan  area  was  con- 

sistently higher  during  July  and 
August  of  1942  than  last  summer, 
according  to  the  "Continuing 
Measurement  of  Radio  Listening" 
for  the  two-month  period  just  re- 

leased by  C.  E.  Hooper  Inc.  Study, 
sponsored  jointly  by  a  group  of 
New  York  stations,  shows  average 
sets-in-use  for  1942's  summer 
months  as  22.0,  a  gain  of  8%  over 

last  year's  20.4. 

"It's  WFDF  Flint  Michigan  fer 

me — an'  no  udder  station!" 

PROFE SSI ®NAL 

DIRE C  T O  R  Y 

Jansky  &  Bailey An  Organization  of 
Qualified  Radio  Engineers 

Dedicated  to  the 
SERVICE  OF  BROADCASTING 

National  Press  Bide.,  Wash..  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.      Dl.  1205 
Washington,  D.  C. 

JOHN  BARRON 
Consulting  Radio  Engineers 

Specializing  in  Broadcast  and 
Allocation  Engineering 

Earle  Building,  Washington,  D.  C. 
Telephone  NAtional  7757 

PAUL  F  GODLEY 

COA/SUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 

MO  2-7859 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

GEORGE  C.  DAVIS 

Consulting  Radio  Engineer 

Munsey  BIdg.  District  8456 
Washington,  D.  C. 

CLIFFORD  YEWDALL 
Empire  Stat*  BIdg:. 
NEW  YORK  CITY 

An  Accoanting  Service 
Particaiarly  Adapted  to  Radio 

Frequency  Meaeuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Communications,  Inc. 
66  Broad  St.,  New  York,  N.Y. 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
silver  Sprlni  Md. 

(Suburk,  Wash.,  D.  C.) 
Main  OITIce:  Croisroadt  •! 

7134  Main  St.    /'\^\        the  World Kansas  City,  Ms  [     X     1    Hollywood,  Cat. 

RING  &  CLARK 

Consulting  Radio  Engineers 

WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 

BROADCASTING 

FOR 

RESULTS! 
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Court  Upholds  Stations'  Right  to  Hearing 
License  Privileges  Are  Afl&rmed  Under 

Decision  in  KOA-WHDH  Case 

BY  WHATEVER  name  it  may  be 
called,  a  broadcast  station  has  a 
definite  right  acquired  through  its 
operating  license  and  the  FCC  can- 

not tamper  with  or  degrade  a  sta- 
tion's facilities  without  according  it 

the  right  to  be  heard. 
That  was  the  crux  of  the  decision 

of  the  U.  S.  Court  of  Appeals  Sept. 
12  in  the  KOA-WHDH  case,  where- 

in it  reversed  the  FCC  and  re- 
manded to  it  the  first  proceeding 

since  the  Havana  Treaty  involving 
the  breaking  down  of  a  clear  chan- 

nel through  duplicated  operation. 
The  court  held,  4-2,  that  the  Com- 

mission had  erred  in  not  giving 
NBC,  licensee  of  KOA,  the  oppor- 

tunity to  intervene  and  present  tes- 
timony. 

No  Action  on  Stay  Order 

No  action  has  yet  been  taken  by 
the  court  on  the  pending  petition 
of  KOA  for  a  stay  order  which,  if 
granted,  would  force  WHDH,  now 
a  BLUE  outlet,  to  revert  to  daytime 
operation  on  the  850  kc.  clear  chan- 

nel on  which  it  operates  fulltime 

by  virtue  of  the  FCC's  decision. 
Strict  compliance  by  the  FCC 

also  would  entail  a  change  in  the 
assignment  of  WJW,  Akron — like- 

wise assigned  to  850  kc.  with  5,000- 
watts  power — following  the  WHDH 
grant.  WJW  renders  primary 
service  to  Cleveland. 

While  there  were  five  separate 
opinions  in  the  case,  four  of  the  six 
judges  concurred  in  the  fundamen- 

tal view  that  stations  are  entitled 
to  hearing  practically  as  a  matter 
of  right  when  they  can  show  sub- 

stantive injury.  The  majority  held 
that  this  injury  need  not  be  finan- 

cial and  that  in  the  case  of  the 
850  kc.  clear  channel,  KOA  con- 

tended electrical  interference  would 
result  in  its  secondary  area  and 
that  the  status  of  the  station  was 
degraded  by  reducing  it  from  a 
clear  channel  to  a  duplicated  chan- 

nel outlet. 
It  was  indicated  last  week  that  an 

understanding  might  be  reached  by 
NBC  with  the  FCC,  under  which 
the  stay  order  would  not  be  pressed 
and  the  existing  assignments  on 
the  850  kc.  channel  would  be  per- 

mitted to  stand  until  the  FCC  fol- 
lowed through  on  the  rehearing 

or  until  the  matter  had  been  liti- 
gated by  the  Supreme  Court.  The 

FCC  has  90  days,  or  until  mid- 
December,  in  which  to  decide 
whether  it  will  seek  a  writ  of  cer- 

tiorari to  the  highest  tribunal. 
Under  such  an  agreement,  it  is 

presumed  NBC  would  not  preju- 
dice its  rights,  particularly  in  con- 

nection with  the  protection  of  clear 
channels.  It  would  mean  that  the 
status  quo  would  be  retained  with 
respect  to  assignments  on  850  kc. 
until  there  is  a  final  adjudication. 

The  case  is  important  in  several 

Full  text  of  opinion  of  U.  S. 
Court  of  Appeals  for  District  of 
Columbia  in  KOA-WHDH  case 
will  be  found  on  page  20. 

respects.  The  finding  by  the  ma- 
jority, and  in  fact  inferentially  by 

the  two  dissenting  judges,  that 
stations  acquire  a  certain  right, 
even  though  it  may  not  be  a  vested 
or  property  right,  is  seen  as  most 
significant.  Moreover,  the  decision 
overturns  the  FCC  contention  that 
in  the  public  interest  it  can  ex- 

clude licensees  from  intervening 
in  such  proceedings,  when  no  fi- 

nancial injury  is  done. 
The  court  had  heard  reargument 

before  its  entire  bench  of  six 
judges  on  June  13.  The  case  orig- 

inally had  been  heard  by  a  panel 
of  three  members,  but  the  conclu- 

sion to  have  it  reargued  before  the 
entire  panel  came  after  the  Su- 

preme Court  decision  in  the 
Scripps-Howard  case,  which  up- 

held the  right  of  the  lower  tribunal 
to  issue  stay  orders  against  FCC 
decisions. 

In  the  majority  opinion  written 
by  Associate  Justice  Wiley  Rut- 
ledge  and  concurred  in  by  Chief 
Justice  D.  Lawrence  Groner  and 
Associate  Justices  Fred  M.  Vinson 
and  Harold  M.  Stephens,  Judge 
Rutledge  stated: 

"Whatever  its  proper  label, 
'qualified  right',  'privilege',  'stat- 

us', 'licensee',  appellant  acquired 
something  of  value  by  virtue  of  its 
license  and  the  status.  The  label 
is  not  important.  The  fact  that 
appellant  has  fulfilled  statutory 
conditions  and  has  received  statu- 

tory advantages,  status  and  pro- 
tections is  important.  That  it  may 

be  deprived  of  these  and  that  the 
Commission  has  discretion  to  take 

them  away,  wholly  or  in  part,  do 
not  mean  that  it  can  do  so  in  an 
unfair  manner  or  without  hearing. 
The  protections  of  procedural  due 
process  do  not  disappear  because 
the  substantive  right  affected  is 
not  a  full-grown  vested  right  like 
that  in  one's  castle  at  the  common 

law." 

Rights  to  Hearing 

In  this  conclusive  language,  the 

court  torpedoed  the  Commission's theory  that  stations,  as  a  matter 
of  right,  cannot  get  hearings  or 
appeal  from  its  rulings. 
Separate  dissenting  opinions 

were  signed  by  Associate  Justices 
Justin  Miller  and  Henry  W.  Edger- ton. 

The  Commission  had  held  in  that 
KOA  did  not  raise  the  financial 
aspect  but  relied  on  interference 
that  allegedly  would  result.  It 
was  contended  this  was  not  an  ap- 

pealable ground. 
Aside  from  the  clear-channel  is- 

sue, unusual  interest  attached  to 
the  KOA  appeal  since  WHDH  on 
June  15  became  the  BLUE  outlet 
in  Boston,  by  virtue  of  its  fulltime 
operation  with  5,000  watts  on  850 
kc.  With  the  separation  of  NBC 
and  the  BLUE  Network  as  sep- 

arate corporate  entities,  certain 
aspects  of  the  situation  apparently 
changed. 
Two  other  cases  involving  stay 

orders  still  pending  before  the 
court,  which  may  be  decided  short- 

ly in  the  light  of  the  KOA  decis- 
ion, involve  WCPO,  Cincinnati, 

and  WOW,  Omaha.  In  each  in- 
stance these  stations  contended 

that  electrical  interference  result- 
ed from  FCC  decisions,  without 

hearing,  granting  other  stations 
improved  assignments  on  the  chan- 

nel they  occupied. 
WCPO  protested  a  grant  to 

WOOL,  Columbus,  and  WOW  an 
assignment  to  WKZO,  Kalamazoo. 
In  each  instance  it  was  claimed 
that  the  service  areas  of  the  pro- 

testing stations  were  reduced  and 

Drawn  for  Broadcasting  by  Sid  Hix 

"Don't  Bother  Fixing  It,  Boys!  This  Standby  Transmitter  I  Rigged  Up 
Is  Throwing  2  Millivolts  100  Miles  Away!" 

a  portion  of  the  public  deprived  of 
service  by  virtue  of  the  FCC  as- 

signments without  hearing. 
While  Justice  Rutledge  v^rote  the 

majority  opinion  which  reverses 
and  remands  the  case  to  the  Com- 

mission, Chief  Justice  Groner  and 
Associate  Justice  Vinson  joined  in 
a  concurring  opinion  going  beyond 
their  colleague.  Associate  Justice 
Stephens  likewise  concurred  in  the 
conclusion  of  Judge  Rutledge  and 
expressed  agreement  with  the 
views  of  Judges  Groner  and  Vin- 

son but  added  other  views  uphold- 
ing the  right  to  hearing  of  the  ag- 

grieved parties  and  emphasizing "fair  play". 

While  Justices  Miller  and  Edg- 
erton  dissented,  they  nevertheless 
cited  that  NBC  was  entitled  to 
some  sort  of  hearing  but  contended 
that  there  were  no  real  allegations 
of  injury  and  held  the  appeal 
should  have  been  dismissed. 

Clash  of  Views 

Judge  Rutledge  held  that  the 
Commission  should  have  afforded 
NBC  the  right  to  intervene  after 
it  had  issued  its  proposed  findings, 
favoring  the  assignment  of  WHDH 
on  the  frequency  fulltime.  Judges 
Groner  and  Vinson  held  that  they 
should  have  been  parties  at  the 
outset,  and  Judge  Stephens  like- 

wise concurred  in  that  view.  The 
dissenting  judges,  on  the  other 
hand,  held  that  NBC  had  been  af- 

forded an  opportunity  to  present 
testimony  but  had  rejected  it. 

In  holding  that  NBC  had  the 
right  to  appeal.  Judge  Rutledge, 
for  the  majority,  alluded  to  the 
Supreme  Court  opinion  in  the  San- 

ders Bros,  case,  deciding  that  fi- 
nancial injury  qualified  for  appeal. 

But  he  said  that  other  injury,  aside 
from  financial,  constituted  an  ap- 

pealable basis.  Broadcasting,  he 
said,  is  not  exclusively  a  matter  of 

business  or  financial  gain  and  "it 
is  the  public  interest,  not  the  pri- 

vate right,  which  is  primarily  at 
■  stake  upon  the  appeal." 

NBC  Right  to  Hearing 

In  passing.  Justice  Rutledge  took 
a  swing  at  commercial  broadcast- 

ing. He  said  that  "unfortunately, 
commercial  enterprise  has  taken 

over  the  lion's  share  of  the  field." He  added  that  notwithstanding  the 

policy  which  has  "so  favored  com- 
mercial operators",  there  is  a  con- 

siderable volume  of  non-commer- 
cial broadcasting  through  stations 

supported  "not  by  advertising  or 
'plugs'  but  by  churches,  universi- 

ties, colleges,  charitable  founda- tions and  others  who  have  no 
profit-making  revenues.  Many 
still  hope  that  the  evils  apparently 
inherent  in  commercial  broadcast- 

ing yet  may  bring  about  a  larger 
allocation  of  frequencies  to  licen- 

sees whose  objects  are  not  primar- 

ily the  making  of  money." Dealing  with  the  right  of  NBC 
{Continued  on  page  60) 
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"AN  ADVERTISED 

BRAND  BUYER 

WON'T  TAKE 

'JUST  ANYTHING/" 

says  W.  H.  Albers,  President, 
ALBERS  SUPER  MARKETS,  Inc. 
Forly-iour  Albers  Super  Markets 
serve  Southern  and  Central  Ohio 

"The  current  buying  of  customers  who  enter  our 
stores  brings  one  very  interesting  thing  to  light. 

"If  a  nationally  known  brand  is  called  for 
but  is  out  of  stock,  another  nationally  advertised 

brand  is  usually  second  choice.  An  advertised 

brand  buyer  will  not  take  'just  anything'  else. 

"That's  why  I  feel  it  is  vitally  important 
that  national  advertisers  continue  to  do  two 

things. 

"...  Keep  their  advertising  going  on  the 
radio  and  in  newspapers  and  magazines.  The 

experience  of  automobile  manufacturers 

showed  that  even  under  a  rationing  system, 

advertising  is  necessary  to  make  sales. 

"...  Continue  to  make  every  provision  for  co- 
operative advertising  and  supporting  activity  at 

the  point  of  sale  in  order  to  obtain  better  coopera- 
tion from  the  dealers. 

"It  is  my  firm  conviction  that  continued  national 
advertising  will  be  a  strong  determining  factor 

in  keeping  the  structure  of  the  retail  food 

business  intact  during  the  troublesome  days 

that  lie  ahead.  And  the  dealer,  who  is  really 

carrying  the  burden  in  the  war  merchandis- 

ing picture,  will  remember  the  help  that  he 

got  when  he  needed  it  most." 

No.  2  OF  A  SERIES-WHAT  THE  MEN  WHO  MOVE  YOUR 
MERCHANDISE  THINK  AROUT  WAR-TIME  ADVERTISING. 



HOOPER  FIRSTS:  WHY  OTHER  THREE  IQQ 

9  The  decisive  difference  between  WKY  and  the 

three  other  Oklahoma  City  stations  is  impressively  il- 

lustrated by  the  fact  that  out  of  a  total  of  275  Hooper- 

rated  periods  (Winter-Spring  Report),  WKY  rated  first 
245  times  against  a  mere  30  for  all  other  three  stations 
combined.  Translated  into  airtime,  WKY  ranked  first 

89  %  of  the  time. 

But  that's  not  all!  During  206  out  of  those  245 
periods,  WKY  was  not  only  first,  but  had  More  Listen- 

ers Than  All  Three  Other  Stations  Combined. 

When  such  a  decisive  difference  exists  between  sta- 
tions, it  makes  a  vital  difference  to  advertisers  which 

station  carries  their  sales  promotion.  For  a  decisive 

hypo  for  sales  in  this  area,  it's  WKY  .  .  .  decisively! 



spend  this  Seasoti'-in  Arizona/ 

Spend  your  time  in  Arizona.  If  you're 
fortunate  enough  to  rate  a  winter  vacation, 

you'll  find  no  place  so  pleasing,  so  different, 
so  inspiring  as  Southern  Arizona. 

Spend  for  time* — in  Arizona.  If  you're 
interested  in  increased  sales,  you'll  find  no 
place  more  up — in  activity,  in  marketing  in- 

creases and  in  buying  power 

In  Phoenix  alone,  for  instance,  August 
check  transactions  were  37%  ahead  of  the 
same  month  last  year,  largest  monetary  bank 
transactions  in  local  clearing  house  history. 

Postal  receipts  were  29%  ahead.  In  Tucson, 
telephone  users  are  up  16%,  gas  users  15%, 
electric  10%,  population  12%,  clearing  house 
transactions  50%.  And  in  Cochise  County 
(KSUN,  Bisbee)  like  conditions  prevail. 

The  most  economical  way  to  effectively 
sell  these  three  principal  markets  is  the 
Arizona  Network  —  KOY,  Phoenix;  KTUC, 
Tucson;  KSUN,  Bisbee.  Buy  them  as  a 

group  at  one  low  cost  .  .  .  for  complete  cover- 
age. For  further  details,  write  KOY — or  ask 

the  John  Blair  man. 

*We  should  have  said  ' hut  tlie  ad  worked  ou 'Invest  in  time" — t  l)etter  this  way. 

KTUC 

TUCSON 

1400  Kilocycles 

250  Watts 

K50 KILOCYCLES 

KSUN 

Bisbee-Lowell 

1230  Kilocycles 

250  Watts 

MANAGEMENT   AFFILIATED    WITH   WLS,  THE   PRAIRIE   FARMER   STATION,  CHICAGO    «    REPRESENTED   BY  JOHN   BLAIR   a  COMPANY 



TRANSMITTING  POWER 

STRIKING  POWER  of  United  Nations  forces  is  dependent  upon 

radio  communication  equipment  for  smooth,  efficient  and  coordi- 

nated action.  And  though  hampered  by  shortages  of  critical  mate- 

rials, we  are  utilizing  every  facility  and  substance  in  order  to  supply 

our  Armies  and  Navies  with  transmitting  tubes  .  .  .  better  transmit- 

ting tubes  and  more  of  them. 

Such  design  and  production  achievements  call  for  experienced 

organizations  .  .  .  made  up  of  engineers  and  technicians  who  have 

had  long  and  intimate  contact  with  complex  electronic  operations 

and  processes.  It  is  fitting  that  a  company  such  as  ours  should  use 

its  experience  as  a  contribution  to  victory. 

AMPEREX  ELECTRONIC  PRODUCTS 

79  WASHINGTON  STREET  BROOKLYN,  NEW  YORK 



T^fiz^^  Sii^ ̂ ^-a^ vie 

SfANDARD  PROGRAM  LIBRARY 

Radio  has  a  big  job  to  do  these  days.  To  do  that  job,  a  radio 

station  needs  all  the  help  a  transcription  library  can  give. 

More  hours  on  the  air,  more  schedule  upsets,  mean  that  a  library 

must  have  two  vital  attributes:  BIGNESS  and  VARIETY.  SIZE — 

to  furnish  a  huge  quantity  of  musical  material;  VARIETY — to 

keep  musical  programs  constantly  fresh  and  appealing. 

The  Standard  Radio  Program  Library  offers  BIGNESS — not  only  a 

BIG  basic  library,  but  the  BIGGEST  monthly  release — 100  new 

selections  every  month!  It  is  a  BIGNESS  that  translates  into  pro- 

gram versatility,  because  Standard  Radio's  BIGNESS  means 

more  selections  by  more  talent  units,  without  over-emphasis  on 

any  one  type  of  music  or  talent. 

Of  course,  BIGNESS  isn't  all  we  offer.  But  it's  a  mighty  important 

part  of  the  sum  total  of  Standard  Radio's  advantages.  Ask  us 
to  tell  you  about  the  rest. 

V 

360  N.  MICHIGAN  AVENUE 

CHICAGO,  ILLINOIS 
6404  HOLLYWOOD  BOULEVARD 

HOLLYWOOD,  CAL 

Published  every  Monday,  53rd  issue  (Year  Book  Number)  published  in  February  by  Broadcasting  Publications,  Inc.,  870  National  Press  Building,  Washington,  D.  C.  Entered  as 
second  class  matter  March  14,  1933,  at  the  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 



I  ouchdowns'^  in  Green  Bay  •  • 

Sales  for  you  right  here  •  •  • 

WWL  Daytime  Coverage 
PRIMARY  and  SECONDARY 

You  get  both  with: 

NEW  ORLEANS 

50,000  watts  -  -  clear  channel 

You  don't  hear  much  except  football  talk  in  the  home 
town  of  the  Green  Bay  Packers.  Yet  occasionally  a 

Green  Bayite  will  hear,  and  drop  a  friendly  line  to, 

Station  WWL,  New  Orleans. 

These  distant  listeners  aren't  for  sale — they're  free. 
The  real  value  of  WWL  to  advertisers  lies  in  its  concen- 

trated power  and  prestige  right  here  in  the  Deep  South, 

where  it's  .  .  . 

The  greatest  selling  POWER 

in  the  South's  greatest  city 

CBS   Affiliate  —  Nat'l    Representatives,   The    Katz    Agency,  Inc. 
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Use  KFAB,  instead.  KFAB  smooths  out 
your  difBculties  by  placing  your  sales  mes- 

sages where  they'll  do  the  most  good  .  .  . 
in  the  rich  farm  markets  throughout  Ne- 

braska and  her  neighboring  states.  With 
business  indices  now  showing  a  record 
farm  income,  KFAB  advertisers  are  filing 
substantial  profits  in  their  strongboxes.  You 
can  too— by  speaking  up  for  some  of  the  very 
good  spots  still  available  on  this  station 

DON  SEARLE— Gen 

Ed  Petry  &  Co.,  Nat'l  Rep. L    I    N    C    O    I-  N 
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CHANNELS  OF  FREEDOM! 

A, .MERICAN  Radio  has  kept  and  is 

keeping  its  audience  the  best  in- 

formed people  in  the  world. 

More  than  that,  they  receive  the  best 

entertainment  in  the  world  —  enter- 

tainment that  builds  Morale  in  the 

home,  the  factory,  the  farm  and  the 

Army  Camp. 

The  Radio  Industry  is  proud  of  the 

fact  that  when  they  say  all  they 
mean  ALL. 

This  means  every  town,  hamlet,  vil- 

lage, and  remote  farm,  as  well  as  the 

great  cities. 

Add  to  this  number  the  soldiers,  sail- 

ors and  marines  that  are  now  located 

in  camps,  many  of  them  in  rural  and 
small  towns. 

It  is  vital  that  our  farmers  and  armed 

forces  are  entertained  and  informed 

....  because  the  biggest  job  toward 

Victory  is  theirs. 

And  radio's  "Channels  of  Freedom" 

are  keeping  everlastingly  at  it. 

It  is  essential  that  the  entire  nation 

is  united  for  Victory. 

>1    1>  » 

5  0,000,000  rural  and 

small  town  listeners  liv- 

ing across  80%  of  the 

United  States  are  not  for- 

gotten in  American  Ra- 

dio. They  are  served 

chiefly  and  served  well 

by  America's  Clear 
Channel  Stations. 

HARRY  L.  STONE,  Gen'l.  Mgi. 

WSM,  a  member  of  the 

Fifth  Estate,  is  proud  of 

the  fact  that  it  can  con- 

tribute its  share  in  keep- 

ing its  listeners  the  best 

informed  . . .  the  best  en- 

tertained ....  people  in 

the  world  —  A  Nation 

United  For  Victory! 

NASHVILLE,  TENNESSEE 

OWNED  AND  OPERATED  BY 

THE   NATIONAL   LIFE   AND   ACCIDENT    INSURANCE   COMPANY.  INC. 
NATIONAL  REPRESENTATIVES,  EDWARD  PETRY  &  CO.,  INC. 
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ONE    OF    A    SERIES    PRESENTING    THE    MEN    WHO    MAKE    FREE    &    PETERS  STATIONS 

JoHH  M.  Rivers 

PRESIDENT  AMD  MANAGER,  WCSfi,  CHARLESTOH 

1920-22 
1924 

1924-35 

1936 

1936-  37 
1937-  39 
1938 

College  of  Charleston 
B.A.,  University  of  Pennsylvania, 
majoring  in  Whorton  School  of  Finance and  Commerce 
South  Carolina  National  Bank — from 
runner  to  Assisfant  Vice-President  in 
charge  of  Bond  Department 
President,  Charleston  Chamber  of 
Commerce 
Vice-President,  McAlister,  Smith  &  Pate 
Chairman,  Charleston  Industrial  Bureau 
President  and  Manager  of  South 
Carolina  Broadcasting  Company, 
Incorporated  (Station  WCSC) 
Complete  renovation  of  transmitter, 
including  new  ground  and  vertical 
radiation  system,  new  studios  and 
equipment Affiliated  with  CBS 

T HE  day  we  met  John  Rivers,  we  re- 
member, our  first  thought  was  of  how 

pleasant  it  must  be  to  talk  and  work  in  the 

lazy,  peaceful  tempo  of  the  Old  South.  Our 

second  thought  was  to  wonder  how  we'd 
ever  keep  up  with  this  deceptively  soft- 
voiced  firebrand!  A  successful  business 

man  even  before  the  radio  industry  claimed 

him,  John  is  continuing  a  record  of  action 

and  energy  he  set  years  ago,  when  he  was 

"the  youngest  president  of  the  oldest 
Chamber  of  Commerce  in  the  U.  S."  And 

don't  none  of  you  Yankees  be  deceived 
(as  we  were)  by  that  drawl! 

Making  things  seem  easier  than  they  really 

are,  however,  is  by  no  means  an  entirely 
Southern  art.  Here  at  F&P,  for  example,  it 

is  one  of  our  proudest  tricks  to  casually  take 
over  some  enormous  hunk  of  work  from  our 

agency  friends,  and  then  turn  it  out  so  rapidly 

and  well  that  it  "couldn't"  have  been  a 

difficult  job!  Clearing  hard-to-get  time  with 

speed  and  dispatch — making  market  or  cost 

analyses  for  all  kinds  of  presentations — 

anything  you  need  in  your  business  you  can 
get  from  us  quickly,  accurately  and  gladly. 

Is  that  the  kind  of  radio  "salesmanship"  you 

want?  If  it  is,  give  us  a  ring — because  it's 
the  kind  we  like  to  give,  here  in  this  pioneer 

group  of  radio-station  representatives. 

^  EXCLUSI 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WKBW  BUFFALO 
WJWC    .   .  CHICAGO-HAMMOND 
WCKY  CINCINNATI 
KDAL  DULUTH 
WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO  .KALAMAZOO-GRAND  RAPIDS 
KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN     .   .  MINNEAPOLIS-ST.  PAUL 
WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBL  SYRACUSE 

.  .  .  IOWA  .  .  . 
WHO  DES  MOINES 
woe  DAVENPORT 
KMA  SHENANDOAH 

.  .  .  SOUTHEAST  .  .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

 SOUTHWEST  .  .  . 
KOB  ALBU9UERQUE 
KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  .  . 
KARM   FRESNO 
KECA  LOS  ANGELES KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX.  Inc. 

Free  &  Peters,  ih. 

Pioneer  Radio  Station  Representatives Since  May,  1932 

CHICAGO:  180  S.  Michigan  NEW  YORK:  247  P"rk  Ave.  SAN  FRANCISCO:  iiiSnller  HOLLYWOOD:  ,^,2S.  Gordon  ATLANTA:  ^22  Palmer  Bldf.. 
Franklin  6373  Plaza  5-4131  Sutter  4353  Gladstone  3949  Mam  5667 
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New  Trade  Group  Formed  to  Parallel  NAB 

Supplants  BVC  as  Peace  EjBForts  Fail; 

NAB  Board  Meets  Again  Oct.  14 
FORMATION  of  the  American  Broadcasters  Assn.,  horizon- 

tally competitive  with  the  NAB,  was  announced  in  Chicago 
last  Friday  after  the  NAB  Board  of  Directors  and  the  Broad- 

casters Victory  Council  had  failed  in  efforts  to  bring  the  two 
groups  together  under  the  NAB  banner. 

The  new  association,  to  supplant  BVC,  will  have  a  paid  presi- 
dent and  two  other  executive  officers  and  will  function  out  of 

Washington  headquarters.  Mem-  polis,  president  of  Network  Affil- 
bership  in  the  new  association  was     iates  Inc.;  George  B.  Storer,  presi- said  to  be  open  to  all  stations,  but 
not  to  network  organizations,  as 
in  the  case  of  the  NAB. 

The  NAB  board  met  Thursday 
and  Friday  at  the  Palmer  House 
but,  in  its  formal  sessions,  did  not 
consider  projected  plans  for  com- 

posure of  differences  between  or 
fusion  with  BVC.  Meanwhile,  the 
BVC  group  met  at  the  Ambassa- 

dor. No  negotiations  between  the 
two  outlets  were  initiated.  The 
upshot  was  announcement  of  the 
formation  of  the  new  ABA. 

Miller  Controversy 

The  NAB  Board,  however,  held 
an  executive  session  Friday  after- 

noon and  went  into  reorganiza- 
tion and  personnel  matters.  Con- 

siderable controversy  has  sur- 
rounded the  administration  of 

President  Neville  Miller  during  the 
last  two  years.  The  board,  with- 

out arriving  at  any  decision  other 
than  that  changes  should  be  made, 
decided  it  would  meet  again  in 
Chicago  Oct.  14  for  consideration 
of  these  matters.  Several  members 
of  the  board  already  had  left  and 
it  was  thought  that  full  attend- 

ance was  necessary  for  such  con- 
sideration. 

Because  of  obvious  dissatisfac- 
tion over  failure  of  the  NAB  to  act 

on  personnel  reorganization,  0.  L. 
(Ted)  Taylor,  Amarillo  (KGNC, 
KTSA,  KFYO,  KRGV)  executive 
secretary  of  BVC,  who  did  not  at- 

tend the  convention,  resigned  by 
telegraph  from  the  NAB  and  re- 

tired as  director  from  Texas. 
Identified  with  the  new  ABA 

are  John  Shepard  3d,  president  of 
Yankee  Network  and  chairman  of 
BVC;  Walter  J.  Damm,  WTMJ, 
Milwaukee,  and  president  of  FM 
Broadcasters  Inc.;  James  D, 
Shouse,  WLW-WSAI,  Cincinnati; 
Eugene  Pulliam,  WIRE,  Indiana- 

dent  of  the  Fort  Industry  Co. 
(WSPD,  WWVA,  WMMN,  WLOK, 
WAGA,  WHIZ)  and  president  of 
National  Independent  Broad- 

casters; Harry  Bannister,  man- 
ager of  WWJ,  Detroit;  E.  B. 

Craney,  Z-Bar  Network  (KGIR, 
KPFA,  KRBM)  in  Montana,  and 
KXL,  Portland;  Stanley  Hubbard, 
KSTP,  St.  Paul,  and  Mr.  Taylor. 

The  new  ABA  said  that  the  sta- 
tions represented  by  these  broad- 

casters, totalling  two  dozen  stand- 
ard outlets  as  well  as  a  half-dozen 

FM  stations,  constitute  the  nucleus 
of  the  new  association. 

Shepard  Continues 

Mr.  Shepard  continues  as  chair- 
man of  BVC  until  the  new  non- 

profit corporation  is  created.  He 
said  it  would  have  a  paid  presi- 

dent and  two  other  key  officials, 
headquartered  in  Washington. 
Once  the  organization  is  perfected, 
BVC  will  be  dissolved.  Since  its 
formation  last  January,  with  Mr. 
Shepard  as  its  head,  BVC  has  op- 

erated by  voluntary  contribution 
of  stations.  The  new  association 
will  function  on  a  regular  paid 
dues  basis. 
Formation  of  the  ABA,  Mr. 

Shepard  asserted,  does  not  mean 
that  the  existing  components  of 
BVC  will  be  dissolved.  These  in- 

clude NIB,  NAI,  FMBI  and  the 
Clear  Channel  Broadcasting  Ser- 

vice. They  have  their  own  separate 
functions,  which  are  not  conducive 
to  handling  of  an  overall  trade 
association,  he  said. 

The  NAB  board  during  its  regu- 
lar two-day  session  did  not  get 

into  reorganization  matters.  Prior 
to  the  meeting,  plans  had  been  dis- 

cussed under  which  a  wartime 

emergency  committee  would  be  cre- 
ated under  NAB,  bringing  in  the 

dissident  groups,  and  which  would 

result  in  the  termination  of  BVC. 
This  plan,  however,  was  not 
brought  before  the  board  for  a vote. 

Under  this  plan,  which  appeared 
to  have  had  the  pre-meeting  en- 

dorsement of  a  majority  of  the 
board,  the  wartime  emergency 
committee  would  be  created  to 

report  directly  to  the  board  of  di- 
rectors, rather  than  to  President 

Miller.  It  would  also  have  been 
authorized  to  retain  paid  executive 
personnel.  The  committee,  to  cover 
the  Washington  war  front  for  the 
industry,  would  have  been  financed 
through  direct  contribution  from 
the  NAB  in  behalf  of  its  members, 
while  non-NAB  members  would 
have  been  assigned  separately. 

Competitive  Plan 
Because  of  the  failure  of  the 

board  to  approve  such  a  plan,  the 
BVC  group  decided  on  the  forma- 

tion of  the  new  horizontally  com- 
petitive trade  association.  This 

group  heretofore  has  strongly 
urged  replacement  of  President 
Miller.  The  compromise  committee 
plan,  however,  it  is  understood, 
would  not  have  entailed  such  a 
move,  but  would  have  provided  only 
for  an  additional  executive  officer 
to  serve  the  committee  itself. 

Precisely  why  the  War  Emer- 
gency Committee  plan  was  not  con- 

sidered was  conjectural.  In  one 
quarter  it  was  reported  that  it 
precluded  continuance  of  the  sepa- 

rate groups,  such  as  BVC,  NAI, 
NIB,  and  Clear  Channel  Broad- 

casting Service.  Certain  of  these 
groups,  it  was  said,  insisted  they 
could  not  terminate  their  func- 

tions. One  board  member  said  it 
would  have  been  futile  to  effectu- 

ate the  plan  if  the  other  organiza- 
tions were  continued. 

Because  of  the  failure  of  the 
NAB  board  to  arrive  at  a  reor- 

ganization plan,  decision  was 
reached  at  its  executive  session 
to  hold  another  meeting  Oct.  14. 
It  was  predicted  that  conclusive 
action  would  be  taken  at  that  ses- 
sion. 

The  new  ABA  announced  follow- 
ing its  Friday  afternoon  meeting 

that  the  nine  broadcasters  compris- 
ing its  charter  membership  had 

pledged  the  "full  financial  support 

needed". The  group  said  that  it  had  de- 
cided on  the  new  association  in 

recognition  of  the  "increasing  com- 
plexity of  the  problems  confronting 

the  broadcasters  in  their  relation- 
ship to  the  war  effort  of  the  Gov- 

ernment." The  announcement  said 
they  were  setting  up  the  machin- 

ery to  provide  "every  facility  for 
correlating  an  intelligent  and  ef- 

fective cooperation  between  radio 
broadcasting  and  its  proper  place 

in  the  war  effort." The  announcement  continued: 
"This  move  basically  constitutes 

a  reorganization  and  realignment 
of  the  industry  figures  responsible 
for  the  BVC  and  a  number  of  other 
broadcasters  whose  interest  in  in- 

telligent and  wholehearted  cooper- 
ation in  the  war  effort  has 

prompted  their  financial  support." Personnel  for  the  Washington 
headquarters,  it  was  stated,  will 

be  anounced  "within  a  few  days". 
It  was  said  that  preliminary  se- 

lections already  have  been  decided. 
All  save  three  members  of  the 

NAB's  25-man  board  were  present 
at  the  two-day  meeting.  Absent 
were  Paul  W.  Kesten,  CBS  vice- 
president  and  general  manager, 

who  had  Joseph  H.  Ream,  CBS  sec- 
retary, on  hand  as  his  representa- tive; 0.  L.  (Ted)  Taylor,  KGNC, 

Amarillo;  and  Paul  W.  Morency, 
WTIC,  Hartford,  who  was  detained at  home  because  of  illness. 

Early  Meeting 

Niles  Trammell,  NBC  president, 

and  Frank  M.  Russell,  NBC  Wash- 
ington vice-president,  appeared  for 

that  network,  which  was  officially 
voted  membership  by  the  board. 
Mr.  Russell  was  qualified  as  direc- 

tor, returning  to  membership  on 
the  board  after  an  absence  dating 
from  the  last  NAB  convention  in 

May. 

Prior  to  its  organization  discus- 
sion, the  board  had  covered  its  rou- 
tine agenda.  President  Miller  was 

authorized  to  appoint  a  public  re- 
lations man,  and  to  place  into  ef- 

fect a  broad-gauged  public  rela- 
tions policy  he  had  proposed  at 

the  last  convention  in  May.  Mr. 
Miller  said  he  had  not  yet  decided 

upon  the  man. 
The  board  approved  a  schedule of  district  meetings  of  the  NAB, 

to  begin  Oct.  19  and  to  cover  a 
10-week  period  through  Dec.  10. 
The  first  of  these  district  meetings, 
to  cover  District  1  (New  England 

States),  tentatively  is  scheduled 
{Continued  on  page  58) 
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WHDH  and  WJW 

To  Stay  on  850  kc. 

FCC  Seeks  Stay  of  Mandate 
Issued  by  Federal  Court 

LEGAL  MOVES  were  taken  in 
Washington  last  Thursday  which 
appear  to  assure  continued  opera- 

tion of  WHDH,  Boston,  and  WJW, 
Akron,  on  the  850  kc.  clear  channel 
until  there  is  a  final  Supreme  Court 
adjudication  of  the  Sept.  12  opin- 

ion of  the  U.  S.  Court  of  Appeals 
for  the  District  of  Columbia,  re- 

versing the  FCC  decision  which 
broke  down  the  KOA  clear  channel. 

The  FCC  filed  with  the  lower 
court  a  motion  for  a  stay  of  man- 

date, in  which  it  recited  that  it 
was  considering  asking  the  Solici- 

tor General  of  the  United  States 

to  appeal  the  lower  court's  opinion 
on  certiorari.  WHDH  joined  in  the 
request.  NBC,  licensee  of  KOA, 
which  was  victorious  in  the  lower 
court,  thus  far  has  not  interposed 
objection  and  it  is  unlikely  it  will 
do  so. 

Lower  Court  Ruling 

Granting  of  the  FCC  motion  is, 
regarded  as  virtually  automatic. 
The  lower  court  would  thus  with- 

hold its  mandate  until  such  time 
as  certiorari  is  sought  and  the  Su- 

preme Court  acts  on  the  petition. 
The  status  quo,  presumably,  will 
remain  on  the  850  kc.  channel. 

The  lower  court,  in  its  4-2  deci- 
sion [Broadcasting,  Sept.  21], 

held  that  the  Commission  erred  in 
not  affording  KOA  an  opportunity 
to  intervene  and  present  testimony 
on  the  application  of  WHDH  for 
fulltime  on  the  clear  channel.  It 
reversed  and  remanded  the  case  to 
the  Commission,  which,  barring  an 
appeal,  would  mean  that  WHDH 
would  be  required  to  return  to  day- 

time operation.  WJW  was  not  a 
party  in  the  litigation  but  sub- 

sequently Avas  authorized  to  oper- 
ate on  the  same  frequency  after 

the  ordered  breakdown  through 
duplication  by  the  Boston  outlet 
at  night. 

The  FCC  has  three  months  from 
the  date  of  decision,  or  until  Dec. 

1'2,  in  which  to  seek  certiorari.  The 
stay  of  mandate  was  requested  for 
only  30  days,  but,  can  be  renewed. 
The  issues  to  be  taken  to  the 
highest  tribunal  would  be  on  the 
jurisdictional  questions — whether 
KOA  had  the  standing  to  appeal 
and  whether  it  should  have  been 
accorded  the  right  to  hearing  be- 

fore the  Commission. 

Nnu.  3, 1900   Bamann  ii0Uimag   s>tpt  zx  1342 

Herb-Ox  on  7 

PURE  FOOD  Co.,  Mamaroneck, 
N.  Y.,  following  a  test  campaign 
on  New  York  stations  for  Herb- 
Ox  Bouillon  Cubes,  early  this  year, 
launched  a  13-week  drive  on  se- 

lected stations  in  the  East,  Mid- 
west and  West  Coast  areas  Sept. 

7,  using  participations  on  home 
economics  programs.  Campaign  is 
on  WOR  WLS  KDKA  KFIL  KPO 
WEEI  WCAU.  J.  M.  Mathes  Inc., 
New  York,  handles  the  account. 

RADIO'S  YOUNGEST  "grand  old 
man",  41-year-old  Harrison  Holli- 
way,  vice-president  and  general 
manager  of  KFI  and  KECA,  Los 
Angeles,  died  suddenly  last  Wed- 

nesday night  in  Los  Angeles  after 
a  five-day  illness. 

Though  he  had  suffered  intermit- 
tently in  recent  months  from  a 

heart  condition,  the  fatal  illness 
developed  following  what  was  first 
believed  to  be  a  cold.  He  developed 
sudden  stomach  pains  Wednesday 
afternoon  and  was  ordered  to  Good 
Samaritan  Hospital.  The  end  came 
at  10:30  p.m.  as  a  result  of  his 
heart  condition. 

In  tribute  to  Mr.  Holliway,  one 
of  radio's  few  25-year  men,  Earle 
C.  Anthony,  president  of  KFI  and 
KECA,  ordered  both  stations  closed 
down  10-10:30  a.m.  Saturday,  Sept. 
26,  during  the  funeral.  The  sta- 

tions' carriers  remained  on  the 
air,  with  standby  news  crews  for 
any  emergencies.  Interment  was  in 
the  Forest  Lawn  Memorial  Park 
at  Glendale. 

Surviving  are  his  widow,  Edna 
O'Keefe  Holliway,  a  daughter  Vic- 

toria, three  months  old,  and  two 
sons  by  a  previous  marriage,  Har- 

rison,  2nd,   10,   and,   Kingan,  8. 
A  Radio  Leader 

One  of  radio's  best-known  and 
best-loved  figures,  Harrison  Holli- 

way was  always  active  in  indus- 
try affairs  and  was  a  leader  in 

national,  as  well  as  West  Coast 
radio.  He  served  several  years  on 
the  NAB  Board.  He  relinquished 
his  last  term  on  the  NAB  board 
this  year,  largely  because  of  some- 

what impaired  health  and  his  in- 
ability to  attend  meetings  across 

the  country. 

All  of  Mr.  Holliway's  associa- 
tion with  the  industry  has  been  on 

the  West  Coast.  He  started  in  as 
a  showman  and  for  years  conduct- 

ed his  own  network  program  until 
executive  duties  interfered  He  be- 

came manager  of  KFRC,  San  Fran- 
cisco, on  Sept.  24,  1924  and  con- 

tinued in  that  capacity  until  June 
1,  1936,  when  he  resigned  to  ac- 

cept Mr.  Anthony's  call  to  head 
the  50,000-watt  KFI  and  the  5,000- 
watt  KECA.  He  was  elected  vice- 
president  of  the  Anthony  Radio 
Enterprise  a  year  ago. 

Mr.  Holliway  was  known  in  the 
craft  as  the  man  who  had  de- 

veloped more  top  radio  personali- 
ties than  any  producer  in  the  busi- 

ness. It  was  early  in  1927  that  he 
originated  and  emceed  the  weekly 
Blue  Monday  Jamboree  on  the  Don 
Lee  Network,  of  which  KFRC 
is  the  San  Francisco  key.  This  pro- 

gram set  the  pattern  for  many 
other  variety  offerings  through  the 

years. 
Harrison  Holliway  was  born  in 

San  Francisco  Nov.  3,  1900.  Back 
in  1911,  when  only  10,  he  started 
what  was  to  prove  to  be  a  bril- 

liant career  in  radio.  There  was 
no  broadcasting  then.  The  ether 
waves  carried  only  the  crackling 
dots  and  dashes  of  wireless  teleg- raphy. 

As  a  hobby,  the  youngster,  Holli- 
way started  experimenting  with 

the  crude  forerunner  of  radio.  He 
constructed  various  contraptions 
at  his  own  home.  In  1920  the  youth 
had  built  a  shortwave  receiver 

which  picked  up  a  Canadian  sta- 
tion 1800  miles  away.  It  was  a 

great  accomplishment,  and  newspa- 
pers and  magazines  throughout 

the  country  carried  his  picture  and 
columns  on  the  event.  Thus  en- 
heartened,  he  started  a  radio  tele- 

phone station  of  his  own,  with  the 
call  letters  6BN,  San  Francisco. 

Started  at  KSL 

Young  Holliway  went  to  Stan- 
ford to  study  law  but  gave  it  up 

after  three  years  because  the  ra- 
dio urge  was  so  strong.  In  1922, 

when  the  San  Francisco  Emporium 
department  store,  started  its  radio 
station  KSL,  the  then  21-year-old 
youth  was  called  in  to  construct, 
operate  and  manage  the  station. 
An  ingenious  fellow,  who  knew 

how  to  turn  a  phrase  as  well  as 
anyone  in  the  business,  Harrison 
was  not  satisfied  with  one-man 
phonograph  record  operation,  which 

was  then  radio's  stock  in  trade. 
He  began  introducing  prominent 
personalities  who  came  to  San 
Francisco.  The  public  sat  up  and 
took  notice.  Then  came  the  call  to 
start  KFRC,  which  he  literally 
built  from  the  ground  up.  He  con- 

tinued his  program  experimenta- 
tion and  when  the  station  subse- 

quently was  sold  to  the  late  Don 
Lee,  Mr.  Holliway  went  along  with 
the  deal. 

In  1927  Mr.  Holliway  organized 
the  Jamboree  as  a  sustaining  fea- 

ture. It  was  an  instant  success.  It 
was  the  first  variety  program  of 
its  kind  to  be  released  by  any  net- 

work in  the  United  States.  Under 
his  guidance  on  this  program  a, 
host  of  formerly  unknown  per- 

formers won  fame.  His  discoveries 
included  such  well-known  figures 
as  Al  Pearce  and  his  gang  and 
Meredith  Willson,  top-ranking  per- 

formers today,  as  well  as  a  host 
of  others  of  former  years 

Lockheed  in  CBS 

LOCKHEED  &  VEGA  Aircraft 
Corps.,  Burbank,  Cal.,  through 
Lord  &  Thomas,  Los  Angeles,  will 
sponsor  a  weekly  quarter-hour  net- 

work program  on  CBS.  Nature  of 
the  program  has  not  been  announ- 

ced, but  it  is  scheduled  to  start 
on  Nov.  2,  Monday,  7:15-7:30  p.m. 
(EWT),  with  West  Coast  repeat, 
8:15-8:30  p.m.  (PWT).  Series  will 
also  be  shortwaved  to  armed  forces 
overseas,  it  was  said.  Working  title 
of  the  program  is  Wings  of 
America.  This  is  believed  to  be  the 
first  time  a  plane  manufacturer 
has  sponsored  a  commercial  series. 
Howard  Cheney,  assistant  sales 
manager  of  Lockheed,  and  John 
Messier,  executive  of  Lord  & 
Thomas  on  that  account,  are  cur- 

rently in  New  York  working  on 
final  details  for  the  series. 

BLVE  WAR  SERIES 

GETS  10  SPONSORS 
TEN  ADVERTISERS,  including 
brewing,  coal,  dairy,  furniture  and 
insurance  companies,  as  well  as 
department  and  clothing  stores, 
have  signed  for  participations  on 
blue's  Daily  War  Journal,  since 
the  program,  conducted  by  William 
Hillman,  commentator,  was  offered 
for  local  sponsorship,  Sept.  7. 
Hillman  was  formerly  heard  on 
the  network  with  Ernest  K.  Lind- 
ley  commentator  in  a  program  also 
offered  to  affiliates  on  a  participa- 

tion basis. 
Stations  and  sponsors  are: 

WCBM,  Bay  City,  Mich.,  Free 
State  Brewing  Co.;  KQV,  Pitts- 

burgh, Sun  Drug  Stores;  WCHV, 
Charlottesville,  Va.,  Burnley  Bros. 
Coal  Co.;  WBCM,  Baltimore, 
Winkelman  Stores  Inc.;  WGAC, 
Augusta,  Ga.,  Rhodes  Furniture 
Co.;  WCOS,  Columbia,  S.  C,  Frank 
Renick;  KRMD,  Shreveport,  La., 
Dairyland  Products;  WSLI,  Jack- 

son, Miss.,  Reid  McGee  Insurance 
Co.;  KALB,  Alexandria,  La., 
Weiss  &  Goldring  Dept.  Store; 
KFDM,  Beaumont,  Tex.,  Williams Furniture  Co. 
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Senate  Orders  AU-Out  Probe  Into  Petrillo 

Takes  Quick  Vote; 

Hearings  Will 

Start  Soon 

By  SOL  TAISHOFF 

IN  AN  ALMOST  unprece- 
dented legislative  perform- 

ance, the  Senate  last  Thurs- 
day cleared  the  deck  for  a 

stem-to-stern  investigation  of 
Music  Czar  James  C.  Petrillo 
and  his  American  Federation 
of  Musicians.  The  Senate 

unanimously  adopted  the  reso- 
lution of  Senator  D.  Worth 

Clark  (D-Idaho),  a  few  min- 
utes after  the  Interstate  Com- 

merce Committee  reported  it 
favorably  without  opposition. 

The  fullscale  probe,  possibly  be- 
fore the  full  Interstate  Commerce 

Committee  but  more  likely  before 
a  special  five  or  seven-man  sub- 

committee headed  by  Senator  Clark, 
may  get  under  way  by  the  week  of 
Oct.  5.  The  subcommittee  has  a 
$5,000  initial  fund  —  voted  with- 

out a  murmur  of  opposition — for 
the  investigation. 

To  Hire  Counsel 

It  probably  vdll  hire  special 
counsel  to  dig  into  the  whole  issue 
precipitated  by  Mr.  Petrillo's  un- 

broken series  of  ukases  against 
music  performance  and  topped  off 
by  his  Aug.  1  ban  on  the  making 
of  recordings  of  any  kind  by  the 
136,000  AFM  members. 
Caesar  Petrillo  met  his  'Water- 

loo' when  he  collided  with  the  hard- hitting, soft-spoken  Idahoan.  Sena- 
tor Clark  introduced  his  all-inclu- 
sive resolution  on  Au-a*.  27.  Prelimi- 

nary hearings — before  passage  of 
the  inquiry  proposal — were  held 
Sept.  17,  18  and  21. 

Five  witnesses  were  heard,  in- 
cluding Elmer  Davis,  director  of 

OWI,  James  Lawrence  Fly,  Chair- 
man of  the  FCC,  Thurman  Arnold, 

assistant  attorney  general  who 
meets  Petrillo  in  court  Oct.  12  in 
anti-trust  proceedings,  and  finally, Joseph  A.  Padway,  AFL  and  APM 
general  counsel,  who  protested  the 
whole  thing  as  largerly  a  case  of 
mistaken  identity  and  misinforma- tion. 

The  temper  of  the  Senate  was 
unmistakably  displayed  in  the  seq- 

uence of  events  last  Thursday.  It 
had  heard  enough  of  Petrillo  meth- 

ods, for  it  brushed  aside  all  custo- 
mary procedure  in  giving  the  Clark 

resolution  unanimous  endorsement 
in  a  single  sitting  and  within  10 
minutes.  All  this  happened  while 
the  Senate  was  engrossed  in  debate 
on  the  all-important  farm-parity 
legislation.  Senator  Clark  had  just 
delivered  his  report  from  the  full 
committee,  asking  $5,000  for  the  in- 
vestigation. 

Senator  Lucas  (D-Ill.)  promptly 
polled  his  Audit  &  Control  Com- 

mittee on  the  floor  and  through  ar- 
rangement with  the  leadership,  the 

question  of  the  appropriation  was 
considered  and  voted  unanimously. 
Under  Senate  rules,  the  resolution 
had  to  lay  over  a  legislative  day 
but  by  unanimous  consent  that  was 
waived  and  Vice-President  Wallace, 
presiding,  called  for  the  vote.  There 
wasn't  a  solitary  "naye"  even 
though  the  Senate  is  liberally 
sprinkled  with  staunch  pro-labor- ites. 

It  was  equally  evident  that  the 
A.  F.  of  L.  leadership  is  not  in 

sympathy  with  Petrillo's  mailed- fist  tactics.  Otherwise,  efforts  would 
have  been  made  to  stop  the  Clark 
Resolution.  The  whole  "made  work" 
issue,  which  cuts  across  a  consid- 

erably broader  base  than  Petrillo's 
enforced  hiring  of  stand-bys  and 
outlawing  of  non-professionals  or 
student  orchestras  on  the  air,  is 
now  involved.  Labor  leaders  are 
plainly  worried. 

Need  of  Action 

The  testimony  of  Messrs.  Davis, 
Fly  and  Arnold  had  devastating 
effect.  They  cited  the  inevitable  de- 

pressing effect  of  the  recording 
ban  upon  the  war  effort  and  our 
troops  here  and  abroad,  who  must 
have  freshly-made  recordings  via 
radio  or  juke-boxes.  The  fate  of 
several  hundred  smaller  broadcast 
stations,  largely  dependent  upon 
recorded  music  likewise  was  em- 

phasized. There  was  only  one  an- 
swer— legislative  intercession,  since 

all  other  kinds  had  failed. 
Whether  the  full  committee  or  a 

subcommittee  conducts  the  hearings 
must  await  action  of  the  committee 
itself  at  a  meeting  this  week. 
Chairman  Wheeler  (D-Mont.)  ap- 

peared disposed  to  have  the  "full- 

FOLLOWING  is  the  full  text  of 
the  Report  of  Senator  Clark  (D- 
Idaho)  as  chairman  of  the  subcom- 

mittee of  the  Senate  Interstate 
Commerce  Committee,  on  the 
Petrillo  investigation,  read  to  the 
Senate  last  Thursday,  following 
which  the  Senate,  by  unanimous 
consent,  adopted  the  Clark  Resolu- 

tion for  the  Petrillo-AFM  investi- 
gation, with  initial  funds  of 

$5,000: The  Senate  Committee  on  Interstate 
Commerce,  to  whom  was  referred  the 
resolution  (SRes-286)  authorizing 
and  directing  a  thorough  and  complete 
investigation  of  acts,  practices, 
methods,  and  omissions  to  act,  by  per- 

sons, partnerships,  associations,  cor- 
porations, and  other  entities  in  inter- 

state and  foreign  commerce,  which  may 
or  do  interfere  with,  or  obstruct  the 
national  welfare,  the  public  morale, 
or  affect  the  public  good  originating 
from  or  as  a  result  of  the  actions  of 
the  American  Federation  of  Musicians 
and  its  president,  James  C.  Petrillo, 
having  considered  said  resolution,  re- 

dress" investigation  before  the  en- 
tire roster  of  21  members,  but  he 

said  he  would  put  the  matter  to 
the  Committee.  Senator  Clark,  who 
has  won  the  plaudits  of  his  col- 

leagues for  his  skillful  handling 
of  the  resolution  and  the  prelim- 

inary hearings,  is  certain  to  head 
the  subcommittee  should  one  be 
named.  And  if  the  full  committee 
conducts  the  inquiry,  he  will  be 
its  No.  1  prosecutor,  as  the  reso- 

lution's author  and  the  moving 
spirit  of  the  entire  proceeding. 

If  the  legislative  calendar  per- 
mits, Wednesday,  Oct.  7  is  viewed 

as  the  logical  starting  date.  It 
won't  be  any  earlier.  The  commit- 

tee may  want  to  do  some  planning 
and  delay  for  a  week  or  so.  Because 
of  the  importance  of  the  time  ele- 

ment, however,  every  effort  will 
be  made  to  expedite  action. 

It  is  definite  that  Petrillo  will  be 
called,  but  probably  after  the  com- 

plainants are  heard.  Music  socie- 
ties which  have  felt  the  sting  of 

the  AFM  president's  edicts,  record 
companies,  the  NAB,  representa- 

tives of  symphonies.  Government 
witnesses  and  music  school  heads, 
already  have  petitioned  Senator 
Clark  to  appear. 

The  hearings,  based  on  present 
estimates,  will  run  a  minimum  of 
two  weeks.  The  resolution  calls 
for  a  full-scale  investigation  to 
consider  "appropriate  legislation" 
in  the  light  of  the  war,  and  the 
effect  of  the  Petrillo  edicts  upon 
the  public  welfare  and  morale. 

Because  of  the  wrath  displayed 
by  Congress  and  the  public,  as  well 
as  the  move  by  the  Dept.  of  Justice 
to  restrain  Petrillo,  the  controversy 
has  been  catapulted  into  a  national 
issue.  Since  it  now  transcends  the 

pure  music  issue,  some  startling- 
things  can  happen.  Senator  Wheel- 

er is  an  old  hand  at  across-the- 

port  thereon  with  the  recommendation 
that  it  do  pass. 

Senate  Resolution  286  was  intro- 
duced on  Aug.  27  by  Senator  Clark  of 

Idaho.  On  Sept.  4  the  Chairman  of 
the  Committee  on  Interstate  Com- 

merce referred  it  to  a  subcommittee, 
consisting  of  Clark  of  Idaho.  Chair- 

man, Hil\  Andrews,  Tobey  and  Gur- 
ney.  Hearings  were  held  by  the  sub- 

committee on  Sept.  17.  18  and  21, 
1942.  Five  witnesses  were  heard. 

From  the  testimony  adduced  at  the 
hearings  it  is  apparent  that  there  is 
a  pressing  need  for  the  investigation 
proposed  by  this  resolution. 

Mr.  Elmer  Davis,  director  of  the 
Office  of  War  Information,  was  the 
first  witness.  Explaining  that  on  .luly 
28,  1942  he  had  sent  Mr.  Petrillo, 
president  of  the  American  Federation 
of  Musicians,  a  letter  on  behalf  of  the 
War  Dept.,  the  Navy  Dept.,  the  Marine 
Corps,  the  Coast  Guard,  the  Treasury 
Dept.,  the  Office  of  Civilian  Defense, 
and  the  Office  of  War  Information, 
protesting  an  order  issued  on  June 
25,  1942  by  Mr.  Petrillo  informing  all 
music  recording  companies  that  the 
services  of  members  of  the  American 

(Continued  on  page  53) 

AFM's  RECORD  BAN 

SHIFTS  SPOT  PLAN 
NORTHWESTERN  YEAST  Co., 
Chicago,  on  Oct.  5  will  start  thrice- 
weekly  sponsorship  of  Songs  of  a 
Dreamer,  quarter-hour  on  18  mid- western  BLUE  stations  replacing 
transcribed  program  previously 
placed  on  a  spot  basis  by  the  com- 

pany on  15  stations  [Broadcast- ing, Aug,  24]. 

Although  the  move  was  neces- sitated by  the  AFM  recording  ban, 
no  additional  musicians  will  be 
employed.  Simultaneously  with  the 
shift  to  network,  the  company 
switches  from  promotion  of  Maca 
granular  yeast  to  dry  cake  Yeast 
Foam  because  of  military  needs. 
Program  which  will  be  fed  to 

the  BLUE  network  Monday 
through  Friday  will  be  sponsored 
Monday,  Wednesday  and  Friday, 
10-10:15  a.m.  on  WLS  WTCN 
KROC  KYSM  KFAM  KXEL 
KBUR  KSO  KMA  WREN  KOAM 
KFBI  KOWH  KFEQ  KGKO 
WDAY  KFYR  KSOO.  The  same 
cast  will  be  featured  as  on  the 
former  transcribed  version  with 
Gene  Baker,  vocalist,  Irma  Glenn, 
organist,  and  Doris  Rich,  home 
economist.  Agency  is  MacFarland, 
Aveyard  &  Co.,  Chicago. 

table  negotiation.  He  has  heard 
from  some  of  the  top  labor  union 
men,  who  are  out  of  sympathy  with 
Petrillo's  action  and  his  obviously 
misguided  strategy. 

It  wouldn't  surprise  observers 
here  to  see  these  union  officials  go 
over  Petrillo's  head  and  attempt  to 
negotiate  some  sort  of  settlement 
with  the  Interstate  Commerce  Com- 

mittee. It  must  be  taken  into  ac- 
count, however,  that  each  labor 

union  is  autonomous  and  not  sub- 
ject to  the  veto  power  of  the  parent AFL. 

The  situation  is  so  explosive  it 
can  take  several  possible  turns. 
Senator  Clark  said  there  is  possi- 

bility the  inquiry  might  result  in 
a  request  to  President  Roosevelt  to 
invoke  his  broad  wartime  powers 
and  correct  the  condition  before 
serious  injury  is  done  national 
morale  and  the  war  effort. 

Upon  completion  of  the  investi- gation, the  legislative  courses  open 
might  be  to  revise  the  Sherman 
Anti-Trust  Act  to  a,pply  to  labor 
unions,  in  the  light  of  the  war 
effort,  or  to  write  entirely  new 
remedial  legislation  to  fit  the  cir- 

cumstances peculiar  to  trade 
groups  in  the  public  service  sphere. 
Senator  Clark  said  the  law  might 
provide  that  it  is  unlawful  to  do 
anything  to  "prejudice  the  mediums 
of  dissemination  of  public  knowl- 

edge, by  the  radio,  press  and  mo- 

tion pictures." 
If  a  full  subcommittee  is  named, 

it  won't  be  the  same  as  that 
which  conducted  the  preliminary 
ground-laying  investigation  and 
which  ceased  to  exist  when  it  re- 

ported unanimously  in  favor  of  the 
probe  last  Wednesday,  just  prior  to 

(continued  on  page  55) 
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Ryan  Enforces  Censor  Ruling 

In  War  Bond  Sale  Program 

Danger  of  Using  Air  for  Code  Messages  Wlien 
User  Has  Control  of  Time  as  Behind  Action 

EXERCISE  of  caution  in  the  han- 
dling of  war  bond  promotion  pro- 

grams, with  particular  reference 
to  the  "request  section"  of  the 
Code  of  Wartime  Practices,  was 
urged  last  Thursday  by  J.  Harold 
Ryan,  Assistant  Director  of  Cen- 
sorship. 
"Many  stations  have  asked  us 

whether  or  not  we  felt  censorship 
rules  could  be  relaxed  so  that 
names  of  those  purchasing  bonds, 
or  pledging  to  purchase  them, 
could  be  accepted  via  the  telephone 
and  broadcast  immediately,"  Mr. 
Ryan  stated.  "We  have  advised 
against  this  procedure." 

Danger  of  Code 

Assistant  Director  Ryan,  who 
has  been  on  leave  from  his  post 
as  vice-president  and  general  man- 

ager of  the   Fort   Industry  sta- 

tions since  the  war's  outbreak,  said 
there  was  no  proscription  on  giving 
recognition  to  bond  buyers  on  the 
air,  as  long  as  stations  adopted 
program  procedures  which  guaran- 

teed against  the  broadcast  of  a 
name  at  a  time  over  which  the 
pledger  or  buyer  had  any  control. 

"The  reasons  are  obvious,"  he 
said.  "Any  agent  knowing  that  he 
could  have  his  name  and  the 
amount  of  his  purchase  or  pledge 
broadcast  at  a  specified  time  could 
easily  employ  this  medium  for 

transmitting  code  messages." 
In  line  with  the  Censorship 

Office  policy,  Mr.  Ryan  asked  that 
any  broadcasters  who  were  doubt- 

ful about  specific  programs  in  their 
bond  campaigns  should  submit  the 
production  format  to  him  for  re- 

view and  opinion. 

Liebmann  Grid 

LIEBMANN  BREWERIES,  Brook- 
lyn, will  sponsor  broadcasts  of 

seven  Fordham  football  games  and 
of  the  Michigan  State-Great  Lakes 
Naval  Training  Station  game  on 
WJZ,  New  York,  this  fall  for 
Rheingold  beer.  Series  will  begin 
Oct.  3.  Six  of  the  games  will  also 
be  broadcast  on  WTIC,  Hartford, 
for  the  same  sponsor.  Joe  Hazel, 
WJZ  sportscaster,  will  do  the  play- 
by-play,  assisted  by  Paul  Douglas. 
Exclusive  broadcast  rights  were  se- 

cured by  the  BLUE  and  are  now 
held  by  Liebmann.  Young  &  Rubi- 
cam,  New  York,  is  agency. 

Govt.  Publicity  Cut 
SIMPLIFICATION  of  Government 
public  relations  through  curta  1- 
ment  of  unnecessary  news  releases 
and  elimination  of  239  Government 
publications  has  been  ordered  by 
Elmer  Davis,  director  of  the  Office 
of  War  Information.  Under  the 
change,  all  permanent  mailing  I  sts 
will  be  abolished,  though  agencies 
will  be  permitted  to  form  selective 
lists  based  on  requests  for  specific 
publications. 

Airline  Buys  Time 
ALASKA  STAR  AIRLINES,  has 
signed  for  NBC's  transcribed  se- 

ries. Flying  for  Freedom,  and  ad- 
ditional contracts  have  been  made 

for  the  program  with  WORD, 
Spartanburg,  S.  C,  and  KTUC, 
Tucson,  Ariz. 

Ad  Club  School 
FOR  THE  NINETEENTH  YEAR, 
the  advertising  and  selling  course 
of  the  Advertising  Club  of  New 
York  will  get  under  way,  with  the 
first  session  starting  Oct.  14.  Her- 

bert L.  Stephen,  news  editor  of 
Printers  Ink,  will  again  serve  as 
the  chairman.  Eugene  S.  Thomas, 
sales  manager  of  WOR,  New  York, 
will  conduct  the  radio  production 
clinic. 

B'  GORRY,  MON,  I'll  beat  'em  with  my  shillelagh,  threatened  Roy  C. 
Whitmer  vice-president  in  charge  of  sales,  as  four  NBC  executives  went 
golfing  at  the  annual  Field  Day  at  Bonnie  Briar  Country  Club.  Larch- 
mont,  N.  Y.  Golfers  are  (1  to  r),  Frank  E.  Mullen,  vice-president  and 
general  manager;  Mr.  Witmer;  C.  Lloyd  Egner,  vice-president  and 
manager  of  radio  recording,  and  William  S.  Hedges,  vice-president  in 
charge  of  stations.  No  scores  were  revealed. 

Ladies  First 

PUBLICITY  trends  are 
changing.  Fulton  Lewis  Jr., 
network  commentator,  went 
to  Roanoke,  Va.,  accompanied 
by  his  secretary,  Jean  Hat- 
ton,  where  he  spoke  at  a 
luncheon,  a  Lion's  Club  din- 

ner and  Roanoke  City-County 
Public  Forum.  Several  days 
later  his  secretary  received 
through  the  mail  four  news- 

paper stories  and  one  picture 
about  herself.  Lewis's  name 
was  only  mentioned  inci- dentally. 

HOLD  IT  fw+he  MBS  CONTIST 

LADY  ESTHER  SIGNS 

FOR  SCREEN  GUILD 
HAVING  NEGOTIATED  a  deal 
with  Motion  Picture  Relief  Fund, 
which  includes  option  pickups  cov- 

ering a  seven-year  period.  Lady 
Esther  Co.,  Chicago  (cosmetics),  on 
Oct.  19  assumes  sponsorship  of  the 
weekly  half-hour  Screen  Guild 
Theatre,  on  more  than  65  CBS 
and  CBC  stations,  Monday,  10- 
10:30  p.m.  (EWT).  Series  was 
formerly  sponsored  by  Gulf  Oil 
Corp.  on  that  network. 
Packaged  by  Music  Corp.  of 

America,  Hollywood  talent  service, 
at  a  reported  $8,500  weekly  for  the 
first  season,  with  graduated  in- 

creases up  to  $12,500  for  the  fol- 
lowing years,  the  half-hour  dra- 

matic show  replaces  the  cosmetic 
firm's  current  Lady  Esther  Sere- 

nade with  Freddy  Martin's  orches- tra on  that  network.  Bill  Law- 
rence, Hollywood  manager  and  ra- 

dio director  of  Pedlar  &  Ryan, 
aarency  servicing  the  account,  will 
direct  the  new  series,  with  Walter 
Johnson,  of  MCA  West  Coast  ra- 

dio department,  continuing  to  book 
weekly  program  talent  changes. 

Participating  in  contract  discus- 
sions Sept.  28  were  Jean  Her- 

sholt,  president  of  the  MPRF; 
Jules  Stein,  MCA  president;  Al- 

fred Busiel,  president  of  Lady 
Esther  Co.,  Arthur  McElfresh, 
New  York  vice-president  of  Ped- 

lar &  Ryan,  and  Mr.  Lawrence. 

NBC  Air  Time  Growing 

As  Full  Hookup  Is  Used 
A  TOTAL  of  608  station  hours  a 
week  have  been  added  to  network 
shows  since  NBC  inaugurated  its 
125-station  network  plan,  July  27, 
according  to  figures  computed  re- cently by  William  S.  Hedges,  NBC 
vice-president,  in  charge  of  sta- 

tions, and  Roy  C.  Witmer,  NBC 
vice-president  in  charge  of  sales. 

Another  result  of  the  project  and 
other  selling  activities  of  NBC  dur- 

ing the  past  six  months,  is  that  the 
average  daytime  network  has  in- creased frrm  49  to  54  stations,  a 
gain  of  approximatelv  10%.  Night- time coverage  has  increased  from 
76  to  94  stations  since  March  1,  a 
gain  of  nearly  25%,  To  date,  the 

plan  has  been  accented  bv  NBC's 17  clients,  representing  25  different 
programs.  Eighty-eight  stations are  said  to  have  benefited  through 
the  plan. 

WINNING  PHOTO  in  the  contest 

sponsored  by  WHK-WCLE,  Cleve- 
land, as  part  of  their  promotion  on 

behalf  of  fulltime  affiliation  with 
MBS  is  "WCLO  Mascot",  snapped 
by  Paul  Ruble,  WCLO,  Janesville, 
Wis.  Prize  is  a  $50  War  Bond,  Sec- 

ond prize,  $25  bond,  went  to  Regi- nald Schow,  WFEA,  Manchester, 
N.  H.,  for  a  study  of  vertical  an- 

tenna, "Thru  the  Night",  and  $10 
in  War  Stamps  went  to  Charles  N. 
Baker,  WFBR,  Baltimore,  for  a 
novel  picture,  "Bulldog  Drum- mond."  Contest  was  open  to  MBS 
employes  and  employees  of  affiliate 
stations. 

Westinghouse  Officials 
Discuss  War  Problems 
PROBLEMS  of  wartime  operation 
highlighted  a  two-day  meeting  of 
station  managers  and  program 
managers  held  last  week  at  the 
headquarters  of  Westinghouse  Ra- 

dio Stations  Inc.  in  Philadelphia. 
Station  executives  sought  ways 

of  meeting  growing  war  responsi- bilities with  reduced  manpower. 
Lee  B.  Wailes,  general  manager  of 
WRS  Inc.,  presided  at  the  general 

sessions  and  at  the  manager's  meet- 
ing. A  discussion  of  program  mat- ters was  led  by  Gordon  Hawkins, 

program  supervisor  of  WRS  Inc. Station  managers  at  the  meeting 
included  John  B.  Conley,  WOWO- 
WGL,  Fort  Wavne;  Charles  S. 
Young,  WBZ-WBZA,  Boston- Springfield ;  James  B.  Rock,  KDKA, 
Pittsburgh,  and  Leslie  W.  Joy, 
KYW,  Philadelphia. 

Program  managers  present  were 
Eldon  Campbell,  WOWO-WGL; 
W.  Gordon  Swan,  WBZ-WBZA; 
Robert  E.  White,  KDKA,  and  James 

P.  Begley,  KYW.  G.  Edward  Pen- dray,  assistant  to  the  president, 
and  J.  H.  Lide,  assistant  general 
advertising  manager  of  Westing- 

house E.&M.,  were  in  Philadelphia 
for  the  meeting.  Both  spoke  on  ad- vertising. 

SEMINOLE  FLAVOR  Co.,  Chatta- 
nooRa  (Double-Cola),  has  furnished local  distributors  with  transcribed 
spot  announcements  produced  by  Mc- 
Junkin  Adv.  Co.,  Chicago,  for  local 
placement. 

Bergen  Troupe  on  Tour 
WITH  plans  including  broadcast 
originations  from  military  bases 
throughout  October,  talent  of  the 
weekly  NBC  Chase  &  Sanborn 
Show,  sponsored  by  Standard 
Brands  (coffee),  leaves  the  West 
Coast  Sept.  29  on  a  tour  of  eastern 
Armv  and  Navy  camps.  Besides 
Edgar  Bergen,  troupe  includes  Don 
Ameche,  m.  c. ;  Dale  Evans,  vocal- 

ist; Ray  Noble,  musical  director; 
Joe  Bigelow,  writer;  and  Anthony 
Stafford,  producer  of  J.  Walter 
Thompson  Co.,  agency  servicing 
the  account.  Program  will  originate 
from  Fort  Monmouth,  N.  J.,  Oct. 
4;  Annapolis,  Oct.  11;  Quantico, 
Va.,  Oct.  18,  and  West  Point,  Oct. 
25.  Camps  will  be  played  between 
broadcasts. 
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P  stands  for  the  power 

A  great  station  offers 

To  cover  big  cities 

And  fatten  your  coffers. 

NOTE— Students  seriously  affected  by  the  verse  above  are 
invited  to  pause  here  for  a  nap.  Others  will  please  turn 
the  page  and  begin  reading  some  hot  stufl  .  .  . 



WOR  is  a  power-full 

station.  WOR  beams 

50,000  watts  down  on 

14  great  cities  of  more 

than  100,000  people 

each.  These  cities  are— 

New  York,  Philadelphia, 

Newark,  Jersey  City, 

Hartford,  New  Haven,  Bridgeport,  Paterson,  Yonkers, 

Trenton,  Camden,  Elizabeth,  Reading  and  Wilmington. 

The  majority  of  the  people  in  these  cities— and  the 

towns  that  hem  them — are  now  making  more  money 

than  they  ever  made  before.  And  they  are— very  gener- 

ously— pushing  it  across  counters  to  buy  things  more 

often  than  ever  before.  In  fact,  retail  business  in  each 

of  these  great  cities  is  up  at  least  10%  over  that  for 

1941.  And  WOR's  total  listening  today  is  10  to  15% 

greater  than  it  was  at  this  time  one  year  ago.  WOR 

also  brings  you  12%  more  homes  with  radios  today — 

He  5iC  ^ 



4,678,000,  to  be  exact.  We  could  say  6,100,000  if  we 

cared  to  add  those  families  who  own  radios  in  the 

cities  and  states  far  outside  the  territory  we  sell  and 

from  whom  WOR  receives  15%  of  its  total  mail. 

If  you  are  a  native  WOR  user  who  has  not  had  this 

power-full  station  talk  to  people  for  you  recently,  you 

will  be  amazed  at  the  vital  promptness  with  which  it 

gets  things  done.  If  you  have  never  used  WOR, 

please  try  it  soon  and  be  amazed.  Advertisers  and 

agents  who  are  now  using  this  power- full  station  to 

push  effective  noises  into  hundreds  of  thousands 

of  friendly  homes  know 

exactly  what  we  mean. 

Our  address  is  WOR — 

that  power-full  station, 

at  1440  Broadway,  in 

New  York  City,  N.  Y. 

Call,  write  or  wire. 

Phone  PE6-8600. 

:^  ^  ^ 



OWI  Buys  Alaska  Time  for  Soldiers 

Similar  Plan  in  EfEect 

For  Hawaii;  May 

Add  Eqpiipment 
IN  LINE  with  the  established  war 
policy  of  supplying  American 
troops,  wherever  they  are  located, 
with  adequate  broadcast  service, 
the  Overseas  Branch  of  the  Office 
of  War  Information  announced  last 
Wednesday  completion  of  arrange- 

ments for  the  purchase  of  blocks 
of  time  over  the  four  stations  in 
Alaska. 

Similar  arrangements  are  under 
consideration  with  stations  in 
Hawaii,  it  was  reported,  and  the 
overall  plan  follows  the  same  gen- 

eral pattern  of  time  purchases 
evolved  for  the  international  broad- 

cast stations  in  this  countrj^ 

Eight-Hour  Minimum 

The  Alaskan  arrangement  pro- 
vides for  the  purchase  of  a  mini- 
mum of  eight  hours  radio  time 

daily,  beginning  about  Oct.  1,  to 
transmit  news  and  special  events 
programs  to  the  servicemen  in 
Alaska.  The  schedule  of  broadcasts 
was  evolved  by  Murry  Brophy, 
chief  of  the  Bureau  of  Communi- 

cations Facilities  of  the  OWI  Over- 
seas Branch  and  former  NBC  West 

Coast  official. 

It  is  understood  the  time  pur- 
chases will  average  approximately 

§1,000  per  month. 
Under  the  broadcast  schedule, 

entertainment  programs  of  the  four 
major  networks  also  will  be  re- 

layed to  the  Alaskan  stations.  The 
OWI  announcement  said  these 
would  be  relayed  by  shortwave  and 
transcription  from  San  Francisco 
to  KFAR,  Fairbanks;  KINY, 
Juneau;  KTKN,  Ketchikan;  and 
KFQD,  Anchorage,  and  rebroad- 
cast  over  medium  wave  transmit- 
ters. 

As  equipment  becomes  available, 
OWI  announced,  low-powered 
transmitters  will  be  installed  by 
it,  in  conjunction  with  the  Army 
Signal  Corps,  at  Nome,  Dutch 
Harbor  and  Kodiak. 

The  Alaskan  arrangements  were 
made  with  officials  of  the  stations 
and  in  collaboration  with  Army 
public  relations,  radio  and  com- 

munications officials. 

OWI,  through  its  Overseas 
Branch,  already  is  broadcasting 
news  and  selected  programs  for 
the  information  and  entertain- 

ment of  American  troops  on  over- 
seas duty  over  international  broad- 
cast transmitters.  All  these  sched- 
ules were  worked  out  under  the 

general  supervision  of  Robert  E. 
Sherwood,  associate  director  of 
OWI,  in  charge  of  the  Overseas 
Branch,  and  Mr.  Brophy. 

Under  an  order  issued  July  15 
by  the  Board  of  War  Communica- 

tions, all  communications  facilities 
in  Alaska  were  made  subject  to 
determinations   of   the   War  De- 

partment. This  affected  all  four  of 
its  broadcast  stations,  as  well  as 
other  communications  facilities. 

The  action,  the  board  said,  arose 
from  the  determination  that  "the 
national  security  and  defense  and 
the  successful  conduct  of  the  war 
demand  that  all  non-military  sta- 

tions and  facilities  for  radio  or 
wire  communications  in  the  terri- 

tory of  Alaska  shall  be  subjected 
to  use,  control,  supervision,  inspec- 

tion, or  closure  by  the  Department 

of  War." 

18  OF  20  LOST 

90%  of  WFBC  StafF  Wearing 

 Uncle  Sam's  Uniform  

Series  for  Troops 
MEMBERS  of  the  armed  forces 
throughout  the  world  will  hear 
half-hour  dramatizations  of  this 
year's  World  Series  games,  start- 

ing Sept.  30,  as  shortwaved  by 
NBC's  international  stations 
WRCA  and  WNBI,  and  Westing- 
house  shortwave  station  WBOS, 
Boston.  Carl  Watson  and  Walter 
Law  of  the  English  section  of 
NBC's  international  division,  will 
give  play-by-play  reports  -wath 
other  highlights  of  the  Series. 
Dramatizations  will  be  beamed  to 
the  Caribbean  and  Southwest  Pa- 

cific area  at  11:15  p.m.  (EWT), 
and  rebroadcast  to  the  British 
Isles  and  Middle  East  at  9:30  a.m. 
(EWT). 

HE-MEN  worked  at  WFBC,  Green- 
ville, S.  C.  the  rpcord  shows,  for  al- 
most 100%  of  the  veteran  staff  is 

now  in  the  armed  forces.  When 
James  Dawson,  newscaster,  and  El- 

mer Smith,  leader  of  the  Rhythm 
Rangers  recently  went  into  service, 
the  score  stood  18  of  20  WFBC 
staffers  serving  Uncle  Sam. 
With  several  commissions  and 

ratings  to  the  credit  of  WFBC 
servicemen,  Bevo  Whitmire,  station 
manager,  says  the  record  shows 
"the  high  quality  of  his  men."  De- spite the  losses,  Mr.  Whitmire  says 
his  substitutes  are  making  a  good, 
efficient  staff. 

Gould  Enters  Army 
PURNELL  H.  GOULD,  former 
commercial  manager  of  WFBR, 
Baltimore,  has  been  commissioned 
a  caiDtain  in  the  Armv  Air  Forces 
and  has  been  assisTied  to  Air  Forces 
headquarters  at  Miami  Beach,  Fla. 

DR.  L.  D.  LE  GEAR  MEDICINE 
Co.,  St.  Louis  (stock,  poultry,  dog 
remedies),  on  Oct.  6  ■will  start  a  thrice- 
weekly  quarter-hour  live  talent  pro- gram featurinsr  old-time  ballads  by  Doc 
Hopkins  on  WLS,  Chicasro.  Agency  is 
Simmonds  &  Simmonds.  Chicago. 

Expanded  Shortwave  in  Sight 

For  Latin  American  Service 

Rockefeller  Committee  Developing  Plan  to  Merge 

Programming  in  the  Hands  of  NBC  and  CBS 

CURRENTLY  the  Office  of  the  Co- 
ordinator of  Inter-American  Af- 

fairs (Rockefeller  Committee)  is 
developing  a  three-point  program 
affecting  shortwave  programs 
beamed  to  Latin  America  which  in- 

cludes consolidation  of  all  program- 
ming in  the  hands  of  NBC  and 

CBS,  reorganization  of  the  beam- 
ing of  present  antennae  to  allow 

focus  on  each  population  center  and 
the  addition  of  eight  new  trans- 

mitters intended  to  strengthen  and 
improve  listening  in  every  popula- 

tion center  in  Latin  America. 

Contracts  Soon 

Government  contracts  to  cover 
payment  for  all  shortwave  time  are 
expected  within  a  month  and  CIAA 
lawyers  are  now  at  work  on  details. 
Broadcast  time  will  be  shared  by 
the  Office  of  War  Information  and 
the  Office  of  the  Coordinator  with 
the  two  sharing  the  costs.  At  pres- 

ent CIAA  plans  to  utilize  approxi- 
mately eight  hours  a  day  and  the 

rest  of  the  time  will  be  assigned  to 
OWI.  Government  purchase  of  time 
still  leaves  actual  operation  in  the 
hands  of  licensee  owners. 
At  present,  negotiations  with 

NBC  and  CBS  are  aimed  at  unifi- 
cation and  consolidation  of  avail- 

able talent  in  the  hands  of  the  two 
networks.  Up  to  now  there  has  not 
been  sufficient  talent  for  each 
transmitter  operator  to  do  the  best 

possible  job,  nor  have  there  been 
available  funds  from  private  short- 

wave operators  to  adequately 
finance  programming.  Under  the 
proposed  plan,  the  two  networks 
would  care  for  most  programming 
from  this  country  and  then  it  would 
be  carried  by  telephone  wire  to 
each  transmitter  for  shortwave 
broadcast.  This  would  mean  that 
several  transmitters  would  be 
carrying  the  same  program  at  one 
time — in  English,  Spanish  or  Por- 

tuguese, depending  on  the  beam's direction. 

As  a  result  of  this  plan  the  four- 
teen existing  stations  could  beam 

their  antennae  to  focus  the  same 
program  on  each  important  popu- 

lation center.  At  present  there  are 
some  Latin  American  areas  of  pop- 

ulation concentration  which  are  not 
being  serviced.  With  several  sta- 

tions carrying  the  same  program 
this  condition  could  be  greatly  im- 

proved. 
New  Stations  Considered 

To  increase  the  power  of  pro- 
grams beamed  to  Latin-America, 

CIAA  has  also  proposed  the  con- 
struction of  at  least  8  additional 

stations  to  permit  concentration  of 
two  to  four  frequencies  on  each  of 
the  population  areas  aimed  at.  In 
part  this  is  desired  since  atmo- 

spheric conditions  make  it  possible 

Eickelberg  Gets  Leave 
For   Marine  Captaincy 
WILBUR  (Wib)  EICKELBERG, 
general  sales  manager  of  Don  Lee 
Broadcasting  System,  Hollywood, 
has  taken  a  leave-of-absence  and on  Oct.  1  joins 

the  Marines  as 
captain.  After 
training  he  will 
will  be  assigned 
to  active  duty. 
With  two  years 
service  overseas, 
he  was  a  Marine 
lieutenant  in  the 

_    last  World  War. 

Mr.  Eickelberg  ̂ .^  '  ,  Eickelberg 

^  jomed  Don  Lee  m 
1937  as  manager  of  KFRC,  San 
Francisco,  and  was  transferred  to 
Southern  California  in  July  1939, 
when  he  was  appointed  general sales  manager. 

Sydney  B.  Gaynor,  associated 
vsdth  the  network  since  1935  and 
for  three  years  commercial  man- 

ager of  KHJ.  Hollywood,  has  taken 
over  Mr.  Eickelberg's  duties,  ac- 

cording to  announcement  by  Lewis 
Allen  Weiss,  vice-nresident  and 
general  manager.  Bruce  Eells,  ac- 

count executive,  has  been  made 
commercial  manager  of  KHJ. 
Edward  Kemble,  merchandising 
director  of  the  network,  returns 
to  the  sales  staff  as  account  exe- 

cutive. Fair  Taylor,  publicity  di- 
rector, has  taken  on  added  re- 

sponsibilities of  merchandising  di- rector. 

for  listeners  below  the  Equator  to 
hear  Europe  more  easily  than  the 
United  States. 

The  acceptance  of  this  proposal 
rests  with  the  high  comimands  of 
the  Army  and  Navy  who  must  de- 

cide the  value  of  intensified  psy- 
chological warfare  in  the  Latin 

Americas  and  the  matter  of  the 
availability  of  material  through 
priorities  rests  with  the  War  Pro- 

duction Board.  The  likelihood  of 
assent  from  either  or  both  of  these 
bodies  is  not  known  but  it  was  said 
that  a  meeting  was  expected  short- 

ly which  would  decide  the  question. 
For  the  present,  rebroadcast  of 

programs  sent  from  this  country 
will  be  continued  by  Latin  Ameri- 

can stations.  They  will  also  con- 
tinue to  use  disc  shows  prepared 

here  for  use  in  Latin  America 
and  locally  prepared  programs  set 
up  there  by  field  representatives  of 
CIAA.  Through  the  coordination 
of  existing  facilities  in  this  coun- 

try and  the  maintenance  of  exist- 
ing broadcast  facilities  in  Latin 

America  it  is  believed  possible  to 
meet  the  Axis  on  even  terms  in  the 

air. There  are  now  reported  to  be 

about  4,000,000  shortwave  receiv- 
ing sets  in  all  of  Latin  America. 

Although  some  effort  was  made 
earlier  in  the  year  by  CIAA  to  ob- 

tain more  sets  for  use  in  these 
countries  the  problem  of  priorities 
caused  the  plan  to  be  discarded. 
However,  CIAA  officials  maintain 
that  an  effective  job  is  being  done 
in  spite  of  this  and  the  value  of 
Latin  American  programming  will 
be  heightened  as  a  result  of  the 

pending  program.  - 
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fim  €fi  hre-^ ARMY  OF  OCCUPATIO 

THE  OCCUPATION:  Building  ships  and  guns  and  tanks  and 

half-tracks  to  meet  and  master  America's  greatest  crisis  since 
Valley  Forge. 

THE  ARMY:  Thousands  and  thousands  of  men  and  women  who 

have  migrated  to  the  Philadelphia  territory  to  do  this  mighty  job, 

plus  those  already  here.  The  trek  continues  to  this  mecca  of  mechan- 

ics ..  .  now  the  nation's  No.  1  war  producer. 
Its  immediate  area  has  been  swelled  by  300,000  buyers  since 

the  last  census,  and  still  they  come.  New  faces  in  the  community — 
new  prospects  for  whatever  it  is  you  sell.  Philadelphia  payrolls 
are  up  120%  since  1940. 

But  the  Philadelphia  territory  doesn't  end  there.  From  the  AUe- 
ghanies  on  the  northwest  to  the  Atlantic  on  the  southeast,  other 

war-busy  communities  reflect  the  shift  in  population  to  this  50-mile 
belt  between  the  mountains  and  the  sea. 

Capture  this  "army  of  occupation"  in  its  spending  mood,  through  • 
KYW  and  its  NBC  programs,  to  which  the  newcomers  are  predis- 

posed. Marshal  the  penetrating  power  of  its  50,000  watts,  directed 
cleanly  at  the  market.  KYW,  more  than  any  force  we  know,  will 
help  you  invade  this  mighty  market. 

WESTINGHOUSE  RADIO   STATIONS  Inc 

wo  wo WGl WBZ WBZA KrW  •    RBPRESENTED   NATIONALLY   BY   NBC    SPOT  SALES 
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Overseas  Forces  Crave  American  Radio 

Shortivaves  Futile^ 

Equipment  Is 
Needed 

By  MARTIN  CODEL 

LONDON,  Sept.  22— They're  over 
here,  as  well  as  elsewhere,  in  vast 
numbers  for  the  grim  business  of 
winning  a  war.  The  permanence  of 
their  many  stations  is  still  any- 

one's guess.  But  wherever  they  are, 
American  radio  troops  want  enter- 

tainment, and  lots  of  it,  from  radio. 
Next  to  letters  from  home  and 

leave  in  London  what  our  boys  here 
like  most  during  off  hours  are 
homegrown  radio  programs,  good 
movies  and  traveling  shows  like 
those  at  camps  back  home. 

What  they're  getting  now  just 
isn't  enough. 

ENSA  Inadequate 
Shortwave  reception  this  way  is 

poor,  and  anyway  there  are  few 
sets  in  camps  capable  of  picking  up 
shortwaves.  Movies  in  nearby 
towns  are  incredibly  old.  As  for 
traveling  shows,  British  ENSA 
(Entertainment  National  Service 
Assn.),  formed  to  entertain  troops 

and  war  factory  workers,  doesn't 
yet  supply  the  sort  of  thing  our 
boys  like  and  understand.  Travel- 

ing performers  from  the  United 
States  like  the  Jolson-Oberon 
troupe,  now  breaking  up,  are  few. 
BBC  programs,  except  for  news 

which  is  authentically  and  excel- 
lently handled,  are  generally  quite 

dull  to  the  American  ear.  They 
simply  are  not  adapted  to  the 
American  tempo. 

So  Uncle  Sam's  military  morale 
builders  intend  to  see  that  the  boys 
get  a  reasonable  amount  of  what 
they  want  and  to  radio  is  falling  a 
big  part  of  the  job. 

Within  the  next  few  months  some 
of  the  top  American  radio  aggrega- 

tions, most  of  them  now  under 
sponsor  contracts,  may  be  expected 
to  tour  troop  centers  in  person, 
not  only  in  British  Isles  but  else- 

where. They  will  do  their  stuff 
before  our  soldiers,  then  on  their 
commercial  days  repair  to  BBC 
studios  to  broadcast  their  regular 
shows  on  schedule  to  home  audience 
via  established  shortwaves. 

It's  going  to  be  a  tough  grind 
for  a  lot  of  them,  as  it  is  on 
American  radio  reporters,  due  to 
unearthly  working  hours  forced 
by  the  time  differential,  but  will  be 
great  for  boys  and  a  fine  patriotic 
contribution  by  performers  and 
their  sponsors. 

Sponsors  who  will  be  asked  to 
take  the  lead  in  sending  their  radio 
shows  to  these  islands,  where  over- 

seas broadcasting  facilities  are 
much  better  than  in  Newfound- 

land, Iceland  or  Egypt,  which  cer- 
tainly want  such  entertainment 

too,  are  as  yet  undetermined.  But 
it  is  to  talk  the  scheme  over  with 
American  radio  authorities,  and 
through  them  with  sponsors,  agen- 

cies and  talent,  that  BBC  dis- 
patched Pat  Hilliard,  assistant  di- 

rector of  variety  programs,  to  the 
United  States  on  a  mission  still 
unannounced  here. 

Plugs  Taboo 

That  the  plan  can  work  well,  es- 
pecially if  United  States-bound 

commercial  pickups  are  made  from 
London  or  the  many  provincial 
branch  studios  of  BBC  dispersed 
throughout  the  islands,  was  demon- 

strated by  Rudy  Vallee  when  he 
did  his  Fleischmann  show  from 
London  during  the  Coronation. 
Some  of  the  shows  undoubtedly 
will  be  picked  up  by  BBC  but  it  is 
a  foregone  certainty  that  its  audi- 

ence won't  be  permitted  to  hear 
commercials,  which  was  the  case 
when  Vallee  was  here. 
BBC  cooperation  naturally  is 

needed  in  all  radio  efforts  here. 
Another  ambitious  idea  already 

broached  to  BBC,  on  which  further 
word  from  Washington  is  awaited, 
is  the  scheme  to  set  up  a  network 
of  very  low-power  transmitters  in 
American  camps,  none  more  than 
50  watts  and  all  operating  on  the 
same  wavelength. 

These  would  be  fed  purely  Ameri- 
can programs.  Some,  like  running 

baseball  and  football  commentaries, 
would  be  picked  up  by  shortwave 

receiving  posts  and  piped  landline 
to  transmitters;  sports,  incident- 

ally, would  come  at  good  listening 
hours  inasmuch  as  afternoon  at 
home  is  early  evening  here. 
Some  would  be  live  American 

shows,  handled  by  visiting  Ameri- 
can troupers  or  experts  like  Ben 

Lyons,  Bebe  Daniels,  and  Vic 
Oliver,  who  have  lived  and  worked 
here  long  and  presumably  know 
how  to  draw  the  line  between 
American  and  British  types  of  per- 

formance. Others  would  be  tran- 
scriptions flown  over  daily  by  the 

Ferry  Command.  The  scheme  has 
possibilities  but  it  is  predicated 
upon  the  assumptions  (1)  that 
there  are  plenty  of  radios  in  camps, 

which  there  are  not  and  they  can't be  bought  here  either;  (2)  that 
transmitters  and  receivers  can  be 
obtained  through  WPB,  which  is 
doubtful  not  only  because  of  prior- 

ities but  due  to  tightness  of 

shipping  space;  (3)  that  such  low- 
power  transmitters  can  properly  be 
camouflaged  or  silenced  quickly 
enough  not  to  serve  as  homers  for 
enemy  bombers,  which  BBC  experts 
say  can  be  done,  pointing  to  their 
experience  during  and  since  the blitz. 

The  technical  and  program  job 
would  devolve  chiefly  on  BBC  in 
collaboration    with    OWI,  which 

must  get  facilities,  and  with  Army 
morale  branch,  which  it  is  said 
may  soon  send  over  Maj.  Tom 
I^ewis,  erstwhile  Young  &  Rubicam 
Hollywood  vice-president  now  in 
Washington,  to  work  out  details. 
On  its  part  BBC  has  shown 

eagerness  to  cooperate  for  it  does- 
n't have  much  time  to  spare  on  its 

own  two  broadcast  networks.  So 
far  it  is  giving  our  boys  and  its  own 
delighted  audience  some  fragments 
of  American-made  programs,  such 
as  five-minute  sports  by  an  Ameri- 

can Army  sergeant  nightly  at  7; 
Jack  Benny  on  transcriptions, 
sometimes  quite  old,  now  in  13- 
week  cycle,  while  Bob  Hope  un- 

accountably is  off  the  air  despite 
his  enormous  popularity  among 

British  listeners;  Command  Per- 
formance, repeated  twice  but  some- times barred  from  the  air  when 

it  includes  musical  numbers  re- 
stricted by  Performing  Rights  So- 

ciety, Britain's  ASCAP;  Saturday 
night  news  postscripts  broadcast 
direct  from  Washington  by  Ray- 

mond Swing,  Ernest  Lindley,  Ken- 
neth Crawford;  and  a  few  other 

specially  prepared  programs. 

Shortage  of  Kits 
But  these  are  not  enough.  Nor 

can  it  be  said  that  Lt.  Col.  Kirby's 
monumental  Command  Perform- 

ance, great  show  that  it  is,  is  heard 
either  here  or  elsewhere  in  the 
eastern  war  theatre  via  our  short- 
waves  despite  the  fact  that  our 
stations  repeat  it  32  times.  They 

simply  haven't  got  shortwave  sets, 
and  reception  is  bad  besides.  When 
they  do  hear  it,  it  is  usually  via 
BBC's  standard  waves 
Valiant  effort  to  equip  our 

camps  with  radiophonograph  ap- 
paratus is  being  made  by  the 

Army  Morale  Branch.  Its  so-called "B"  recreation  kits — one  portable, 
medium  and  shortwave  receiver 
usable  either  as  battery  or  plug-in, 
one  turntable,  25  half-hour  tran- 

scriptions of  actual  radio  shows 
taken  off  line  with  commercials  and 
all,  48  ten-inch  records  of  latest 
songs,  several  dozen  pocket  library 
books,  many  song  books  and  spare 
parts  for  mechanical  apparatus — 
are  only  beginning  to  trickle  in. 
The  plan  is  to  have  one  such 

unit  for  each  116  men.  Units 
are  supposed  to  come  with  the 
men  but  haven't  been  getting  here 
in  any  great  numbers  yet,  cer- 

tainly not  enough  to  equip  all  en- 
campments. They  take  up  a  lot  of 

shipping  space,  and  there  has  been 
some  objection  on  that  score. 
The  idea  is  a  great  one  if  it 

can  be  carried  through  for  the 
Army  field  transcription  player, 
as  a  unit,  can  be  taken  with  troops 
as  they  move.  Receivers  are  spe- 

cially made  by  Sound  Engineering 
Inc.,  Washington-Chicago,  and 
turntables  by  Pacific  Sound  Equip- 

ment Co.,  Hollywood. 
Certainly  the  units  will  provide 

splendid  recreation  even  if  only 
one  kit  is  received  by  each  camp 
and  if  new  recordings  are  sent. 

VOICE  OF  THE  SOLDIER 
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■■tlonsl  rred  Bldf. 

■mifclnBton,  D.O. 

Lt.R.R.Oiim 
64th  TC  group  

kCNOER*  tOORESS APO  510  N.y. 

September  9,  1942 

Dear  Sirs: 

here  "SQWEVfHERE  IB  BNOLAITO"   I  received  a  copy  of 
BroadcAsting  yesterday.  It  was  the  July  27th  issue 
end  last  night  I  6at  down  and  read  every  word  of  It 
eivl  nuGt   say  I  have  never  read  a.  copy  I  enjoyed more, 

1  amwonderlnglf  It  can  be  sent  to  roe  over  here. 
My  address  Is: Lt.Rembert  R.  Owen 

JSth  TC  Squadron 64  th  TO  Oroup 
APO  510,  K.Y.City. 

1  ■would  appreciate  jour  sending  Itover  If  ftt  all 
possible.  Othervlse  oh&nge  my  addresfi  toi Calhoim,  ̂ ^eorgla, 
ond  I  will  cateh  up  on  things  when  vre  win  the  war. 
Oomrauijca-tl on  vary  it-lth  ths  Apjjy  Air  Force  In  the 
field  Is  quite  different  from  a  broodcasting 
station  but  I  want  to  ateto  that  radio  will  play 
a  very  i/nportent  part  in  the  -wlnnloft  of  thewar  over 
ho  ro. 

Til*  Ensllsh  proQreme  are  not  bed  but  I  want  to 
heir  som«  of  the  Amerlcaji  programe  a^aln.  All  we  ̂ et 
Is    "Command  "Performanoe"  and  last  winters  Benny 
projrsrjB  Minus  the  Jello  plug,  Iflsh  somaofthe  stations 
back  home  tkouU  send  over  sotw  transcriptions} 
vlth  all  us  Yanks  over  iiore  the  BBC  ou^Kt  to  ̂ ive  us 
&  break. Sinearely, 

V  -MAIL 
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We  are  pleased  to  announce 

the  formation  of  the 

CONNECTICUT  BROADCASTING  SYSTEM 

For  further  information  contact  any 

member  station  or 

representative 

Bridgeport WNAB Blue  Network Levon  Thomas 

Hartford WNBC Blue  Network Richard  Davis 

New  Haven WELI Blue  Network 
James  T.  Milne 

New  London WNLC Mutual  Network Gerald  Morey 

Stamford WSRR Blue  Network Harold  Meyer 

Waterbury WATR Mutual  Network Harold  Thomas 

Qomplete  coverage  of  Qonnecticut 

at  lowest  cost 

Network  Representatives 

HEADLEY^REED  COMPANY 

New  York  •  Chicago  •  Atlanta  •  San  Francisco  •  Detroit 
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From  Oklahoma  to  46  Other  States 

Loan  Group  Builds  Up 

Business  by  Use 

Of  Radio 
By  LOUIS  W.  GRANT 

President  Home  Federal 
Savings  &  Loan  Assn. 

of  Tulsa 

OUR  advertising  budget  is  not  in 
the  million-dollar  class,  but  if  it 
were  I  would  unhesitatingly  use 
most  of  it  for  radio  advertising 

even  as  I  do  now 
with  the  budget 
we  have. 

Business  asso- 
ciates have  often 

asked  me  why  I 
am  so  sold  on  ra- 

dio. It's  a  story 
that  goes  back 
many  years  and 
is  based  deeply  on 

Mr.  Grant  the  psychology 
of  the  small  town  resident. 

I  was  raised  in  a  little  town  and 
as  I  grew  up  in  this  atmosphere 
the  knowledge  of  how  careful  the 
tovraspeople  were  about  keeping 
their  financial  condition  a  secret 
was  brought  home  to  me  in  many 
ways. 

Most  people  with  means  in  little 
tovsms  are  hesitant  about  having 
anyone  else,  even  their  local  banker, 
know  about  it,  hence  creating  a 
natural  market  for  outside  bank- 

ing and  savings  and  loan  interests. 
Radio  naturally  offered  a  first-class 
medium  for  reaching  these  people 
with  results,  in  my  own  case  at 
least,  surpassing  best  expectations. 

An  Easy  Start 

It  was  in  1936  that  we  began  ex- 
perimenting with  radio  as  a  selling 

medium  for  our  story.  At  that  time 
approximately  90%  of  our  business 
was  coming  from  right  in  Tulsa 
county.  We  also  at  the  same  time 
carefully  analyzed  postal  savings 
receipts  records  and  other  pertinent 
financial  data  from  other  sections 
of  Oklahoma  to  "smell  out"  where 
the  money  was  being  invested. 

Our  early  experiments  featured 
spot  announcements  on  small  power 
stations  in  front  and  back  of  and  in 
the  middle  of  shows  of  all  types. 
We  participated  in  several  tran- 

scription music  shows  with  spots, 
but  were  not  entirely  satisfied  with 
what  we  were  doing  although  re- 

sults began  to  be  noticed  in  the 
area  in  which  the  low  power  sta- 

tions reached. 
In  1938-39  the  Federal  Home 

Loan  Bank  made  a  survey  and  dis- 
covered that  the  best  show  for  our 

type  of  business  was  a  15-minute 
news  broadcast  maintained  con- 

sistently in  the  same  spot  over  long 
periods  of  time. 

Inasmuch  as  we  didn't  have  much 
success  with  building  13-week  and 
similar  length  transcription  shows 
for  our  advertising  messages,  we 
decided  to  accept  the  survey  re- 

sults, and  put  them  into  action. 

We,  of  course,  were  convinced  of 
the  necessity  by  now  of  building  a 
consistent  listening  audience  and 
we  also  knew  we  wanted  radio  be- 

yond any  shadow  of  doubt.  And 
so  we  went  "whole  hog". 
We  bought  the  10  o'clock  night- 

time news  spot  seven  days  a  week 
on  the  superpower  station  in  our 
city  in  1940.  We  have  just  renewed 
our  contract  for  the  third  year. 

Naturally,  this  all  reads  rather 
brief  and  simple,  but  it  was  not  so. 
We  had  to  have  certain  indications 
to  justify  a  tremendous  increase 
suddenly  in  our  radio  advertising- 
budget. 

Run  of  the  House 

These  indications  were  plain  to 
us,  namely,  that  radio  reaches  men 
and  women  right  in  their  homes 
and  is  a  personal,  friendly  and, 
above  all,  intimate  medium  likened 
to  a  personal  friend  who  has  the 
"run  of  the  house". 

This  is  important  to  us.  Also  im- 
portant is  the  fact  that  news  is  by 

far  the  greatest  sales  transmission 
medium  in  radio  now  for  obvious 
reasons  and  a  tried  and  true  audi- 

ence getter. 
These  indications  added  up  to  our 

having  a  chance  to  build  up  a  swell 
"Sears  Roebuck"  savings  and  loan 
association  business  or,  translating, 
a  mail  order  business  from  out  of 
town. 

Well,  our  faith  has  been  amply 
justified.  The  returns  for  1941  show 
that  77  different  Oklahoma  com- 

munities outside  of  Tulsa  gave  us 
$257,000  in  accounts. 
We  have  also  received  $260,000 

in  accounts  from  46  other  States, 
or  an  out-of-town  business  totaling 
better  than  30%  of  our  gross 
volume.  Not  all  of  these  out-of- 
state  accounts  are  traceable  to  ra- 

dio, of  course,  but  a  highly  satis- 
factory number  were. 

Due  to  the  aid  of  radio  and,  par- 
ticularly, our  news  program,  we 

are  the  leading  savings  and  loan 
association  in  the  United  States 
in  sale  of  war  bonds  and  stamps 
having  sold  some  $4,500,000  worth 
in  35,700  transactions  in  the  last 

year. 
In  conclusion  I  might  point  out 

that  all  out-of-Tulsa  accounts  are 
carefully  checked  to  determine  the 
reason  the  individual  or  firm  sent 
money  to  us,  and  I  repeat,  a  highly 
satisfactory  number  mentioned 
hearing  our  message  via  radio. 

WFTM,  FORT  MYERS, 

SALE  IS  AmOVNCED 
TRANSFER  of  WFTM,  Fort 
Myers,  Fla.,  to  Ronald  B.  Wood- 
yard,  executive  vice-president  and 
general  manager  of  WING,  Day- 

ton, and  WIZE,  Springfield,  and 
Reggie  Martin,  manager  of  the  mat- ter station,  was  approved  by  the 
FCC  last  week. 

For  consideration  of  $12,600,  all 
issued  and  outstanding  stock  of 
the  Fort  Myers  Broadcasting 
Company,  licensee  of  WFTM,  was 
sold  by  W.  E.  Benns  Jr.,  and  his 
mother,  Mrs.  W.  E.  Benns,  Sr., 
holders  of  59.1%;  Mr.  J.  F.  Rich- 

ardson, LaGrange,  Ga.,  22.7%;  O. 
D.  Whitaker,  Verona,  Pa.,  9.8%, 
and  Fred  H.  Mellor,  local  attorney. 

Under  the  deal,  Mr.  Woodyard 
will  acquire  85%  of  the  WFTM 
stock,  and  Mr.  Martin  the  other 
15%.  The  purchasers  have  an- 

nounced that  Jim  Turner,  former 
program  director  of  WIZE  at  pres- 

ent assisting  at  WING  during  the 
illness  of  Mr.  Woodyard,  will  be- 

come manager  of  WFTM,  replac- 
ing Mr.  Benns  who  has  entered 

military  service. 

WGGA  Ownership  Shift 

Gets  Approval  of  FCC 
REORGANIZED  ownership  of 
WGGA,  Gainesville,  Ga.,  was  ap- 

proved by  the  FCC  last  week,  with 
the  triple  partnership  of  Henry 
Estes,  Austin  Dean,  and  L.  H. 
Christian  converted  into  a  cor- 

poration, the  Blue  Ridge  Broad- 
casting Co. 

Under  the  new  arrangement,  Mr. 
Dean,  publisher  of  the  Gainesville 
Eagle  is  president,  with  a  43.4% 
interest  acquired  through  pur- 

chase of  some  of  the  holdings  of 
Mr.  Christian,  a  hardware  doalei', 
and  Mr.  Estes,  department  store 
owner  and  president  of  the  Gaines- 

ville Chamber  of  Commerce.  Mr. 
Christian  retains  16%  of  hie  stock 
and  is  secretary;  Mr.  Estes  holds 
one  share,  and  is  treaiuror.  Charles 
A.  Smithgall  Jr.,  formerly  with 
WSB,  WGST,  WATL,  and  WAGA 
is  vice-president,  having  obtained 
the  remaining  40%  of  the  stock 
in  return  for  three  mortgages 
totaling  $5,000  that  he  held  against 
the  property. 

Two-Way  Series 
LYMAN  BRYSON  former  CBS  direc- 

tor of  education,  now  head  of  the  Bu- 
reau of  special  operations  of  the  OWI, 

and  H.  V.  Kaltenborn,  NBC  commen- 
tator, last  Sunday  took  part  in  the 

first  of  a  series  of  three  "Two-Way 
conversations"  between  Britishers  and 
Americans  on  the  regular  BBC  pro- 

gram aired  on  Mutual  each  week  as Answering  You. 

KGW-KEX  Changes 

HOMER  WELCH,  former  produc- 
tion manager,  was  appointed  pro- 
gram director  of  KGW-KEX,  Port- 
land, Ore.,  in  a  series  of  personnel 

changes  that  followed  the  resig- 
nation of  Ralph  Rogers,  former 

program  director,  who  went  into 
a  Portland  war  industry.  Gordon 
Bambrick  of  the  announcing  staff 
has  taken  over  as  production  man- 

ager and  Herb  Johnston  becomes 
chief  announcer. 

LANGLBY'S  Ltd.,  Toronto  (chain 
cleaner)  has  started  spot  announce- 

ments six  days  weekly  on  CFRB,  To- 
ronto, and  CKOC.  Hamilton,  Ont.  Ac- 
count placed  by  A.  McKim,  Toronto. 

Sah  Program 

INTERNATIONAL  SALT  Co., 
Scranton,  Pa.  (Sterling  Salt) 
launches  a  13-week  campaign  of 
participations  on  Women  of  To- 

morrow, on  WJZ,  New  York,  Sept. 
21,  and  will  also  use  Marjorie  Mills 
Hour.  The  latter  program  switches 
from  the  Yankee  Network  to  the 
newly-formed  New  England  Net- 

work, Sept.  29.  After  Jan.  1  In- 
ternational Salt  starts  participa- 

tions on  women's  programs  on  WJZ 
WOR  WCAU  KDKA  WGY  and 
a  Buffalo  station,  at  the  same  time 
continuing  on  the  NERN  program. 
Agency  is  J.  M.  Mathes  Inc.,  New 
York. 

DELIBERATING  the  morale-building  importance  of  the  new  five-weekly 
BLUE  Spotlight  Bands  series  are  these  West  Coast  sales  and  radio 
executives.  Factor  was  stressed  in  a  closed  circuit  broadcast  on  Sept. 
15  by  Army,  Navy  and  War  Production  Board  officials,  prior  to  launch- 

ing of  the  series  Sept.  21.  Sponsor  is  Coca  Cola  Co.  (beverage).  Con- 
ferees (1  to  r,  standing)  are  Tracy  Moore,  Western  division  sales  man- 

ager of  BLUE.  Seatea  are  E.  D.  Peterson,  director,  national  sales  divi- 
sion. Coca  Cola  Co.;  and  Leo  Tyson,  Western  division  program  man- 
ager of  BLUE.  Seated  are  E.  D.  Peterson,  director  of  national  sales 

of  KFI-KECA,  Los  Angeles,  and  Stanley  H.  Barbee,  president  of  Coca 
Cola  Co.,  that  city. 
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He  s  just 

one  of  the 

200.000 

newcomers 

to  the  Baltimore  area 

. . .  and  WCBM  and  the  BLUE 

can  give  them  at  I . .  ,to  you! 

He,  like  thousands  of  others,  have  moved  to  Baltimore  to  work  in  its  many  war 

industries.  Naturally,  they  don't  know  a  whole  lot  about  Baltimore  —  so  they  turn  to 

WCBM  for  their  Monumental  City  news.  That's  because  they  know  WCBM  is  a  BLUE 

NETWORK  station  -  and  they  know  also  the  BLUE  NETWORK  is  "tops";  because, 

like  WCBM,  the  BLUE  station  in  their  hometown  was  "topsi'  Send  your  message  to 

Baltimore's  newcomers  and  old-timers  through  their  favorite  combination  —  WCBM 
and  the  BLUE  NETWORK. 

BALTIMORE'S  BLUE  NETWORK  OUTLET 

John  Elm«r,  President 
George  H.  Roeder,  Gen.  Manager 
National  Representatives: 
SPOT  SALES,  INC. 
New  York  -  Chicago  -  San  frantlsto 



Half  of  Clientele  Daily 
Store  Meets 

Retailer*s  Program  on 
Coast  Effective 

In  Selling 

By  E.  M.  STUART 
Sales  and  Publicity  Director 
Broadway  Department  Store 

Los  Angeles 

BETWEEN  the  hours  of  10:15 
a.m.  one  day  and  5:45  p.m.  the 
following  day,  we  believe  more 
Southern  Californians  tune  in  on 

The  Broadway  Department  Store's 
radio  program  than  any  other  pro- 

gram, local  or  network.  This  claim, 
revealed  by  continuing  audience 
surveys,  is  all  the  more  remark- 

able in  view  of  the  fact  that  our 
program,  The  Broadway  Neivs  is 
on  medium-priced  KHJ.  local 
Mutual-Don  Lee  outlet. 

Not  a  War  Baby 

Long  before  the  war  broke  out 
in  Europe  The  Broadway  News 
had  a  large  local  daytime  pro- 

gram in  size  of  audience,  so  it  is 
not  a  war  baby.  With  invasion  of 
the  Low  Countries  in  April,  1940, 
however,  our  broadcast  began  to 
be  more  popular  than  many  of 
the  daji;ime  network  features. 
Pearl  Harbor  pushed  it  up  to  the 
position  already  mentioned. 

Here,  in  our  opinion,  are  the 
principal  reasons  for  popularity  of 
The  Broadway  News: 

1.  12  o'clock  and  5  o'clock,  our 
broadcast  times,  being  peak  day- 

time listening  periods,  are  "na- 
tural" news  times.  We  based  our 

choice  of  these  times,  back  in  1938, 

on  "audience  listening  habit"  sur- 
veys produced  by  our  agency,  Lee 

Ringer  Adv.,  Los  Angeles. 
Wisdom  of  these  choices  has  been 

confirmed  by  such  recent  "plus 
values"  as  policy  of  the  local  air- 

craft plants  in  releasing  the  noon 
edition  to  their  lunch-time  person- 

nel over  public-address  systems; 
custom  of  thousands  of  war  work- 

ers in  other  plants  to  tune  The 
Broadway  News  in  their  car  ra- 

dios during  lunch;  habit  of  thou- 
sands of  Southern  Californians  to 

"catch"  the  5  o'clock  edition  in 
their  cars  on  their  way  home  from 
work. 

2.  The  length  of  time  The  Broad- 
way News  has  been  on  the  air — 

we  are  in  our  fourth  year,  our 
2,200th  broadcast — is  partly  re- 

sponsible for  its  position  as  the 
giant  of  daytime  broadcasting. 

Perfect  Teamwork 

3.  The  quality  of  the  program  is 
rigidly  maintained.  Not  only  do 
we  have  an  able  newscaster  and 
announcer,  and  two  news  services. 
Associated  Press  and  Interna- 

tional News  Service,  but  in  addi- 
tion, our  agency,  Lee  Ringer  Adv., 

sees  that  our  program  is  sur- 
rounded by  unobjectionable  an- 

nouncements and  programs  and 
that  its  high  calibre  is  maintained. 
Incidentally,  there  is  perfect  team- 

work between  our  merchandising 
office,  our  advertising  department 

where  one  person  is  assigned  to 
radio,  our  buyers  and  our  agency. 

4.  The  program  is  constantly 
merchandised  in  our  newspaper 
advertising,  and  through  agency- 
station  publicity  in  newspapers, 
taxicab  cards,  spot  announcements 
and  theatre  trailers.  These  activi- 

ties help  build  our  audience. 
We  believe  the  foregoing  satis- 

factorily disposes  of  the  oft- 
repeated  question  "Can  I  compete 
for  audiences  with  the  big  net- 

work programs?" Radio  Specials 
As  for  results  from  our  broad- 

casting activity,  our  continued 
presence  on  the  air  speaks  for  it- 

self. In  the  early  days,  we  con- 
fined ourselves  to  purely  institu- 
tional commercial  copy.  We  found, 

however,  that  many  customers  be- 
came interested  in  merchandise 

featured  in  our  institutional  com- 
mercials, but  they  did  not  buy  be- 

cause they  had  no  idea  of  the 

price. We  were  also  anxious  to  do  spe- 
cific selling  to  compare  our  sales 

results  from  radio  with  results 
from  like  expenditures  in  other 
media.  Therefore,  we  started  to 
mention  prices  in  our  copy,  with 
a  "radio  special"  once  or  twice  a 
week.  This  technique  has  worked 
most  satisfactorily  for  us. 
Among  the  facts  of  interest  to 

other  retailers  which  we  have  dis- 
covered are  these: 

Two  commercials  on  one  broad- 
cast for  a  given  piece  of  merchan- 
dise do  not  double  the  results  from 

one  commercial. 
One  commercial  about  a  piece 

of  merchandise  on  two  separate 
broadcasts  outpulls  two  commer- 

cials about  the  merchandise  on  one 
broadcast. 

Radio    sells    every  conceivable 

kind  of  department  store  merchan- 
dise in  every  price  range,  from 

baby  garments  to  sofas,  from  fur 
storage  to  men's  work  clothes.  It 
has  sold  $900  pianos  for  us,  and 
8,000  sheets  in  a  single  days  selling. 

Through  our  radio  program,  we 
talk  with  well  over  half  of  our 
customers  every  day. 
88%  of  our  charge  customers 

have  bought  merchandise  as  a  re- 
sult of  our  radio  advertising. 

Radio  has  shown  the  public  the 
civic  importance  of  our  store  by 
dramatizing  our  activities  on  be- 

half of  the  Boy  Scouts,  High 
School  Day,  the  War  Bond  Drive, 
educational  classes  in  the  audi- 

torium and  various  holiday  events. 
It  is  axiomatic  that  a  direct  mail 

campaign  is  no  better  than  the 
mailing  list.  It  follows  that  a  radio 
program  is  no  better  than  its  audi- 

ence. In  the  case  of  The  Broadway 
A^eivs,  that's  plenty  good. 

Lash  Resigns  in  Canada 
G.  HERBERT  LASH,  director 
of  public  information  for  Canada 
since  October  1939,  has  resigned 
with  formation  of  the  new  War- 

time Information  Board  headed  by 
Charles  Vining  of  Montreal.  In 
his  capacity  as  director  of  public 
information  Lash  was  well-known 
among  American  broadcasters  and 
commentators,  was  host  on  a  four- 
day  tour  of  eastern  Canadian  war- 
plants,  army,  navy  and  air  force 
training  stations  last  April,  to  a 
group  of  American  network  and 
station  officials  and  commentators. 
Lash's  assistants,  Claude  Melan- 
con,  French  associate  director,  and 
Walter  B.  Herbert,  also  resigned. 
It  is  understood  that  both  Lash 
and  Melancon  plan  to  return  to 
the  Canadian  National  Railways 
public  relations  branch  at  Mon- 

treal. Lash  formerly  headed  the 
CNR  publicity  staff  in  New  York. 

Officer  Openings 

Available  in  Navy 

Graduate  Electrical  Engineers 

Are  Especially  Needed 

TO  MEET  the  expanded  officer 
needs  of  the  Navy  for  professional 
technicians  in  engineering  an  ac- 

tive recruiting  campaign  was  an- 
nounced last  week  by  the  Director 

of  Naval  Officer  Procurement,  Chi- 
cago. 

First  in  the  list  are  graduate 
electrical  engineers,  between  21 
and  50,  who  have  followed  elec- 

trical engineering  since  graduation, 
and  have  a  knowledge  of  ultra- 

high frequencies,  electronics  and 
television.  Those  more  familiar 
with  power  engineering  likewise 
may  find  a  place  in  the  Navy 
which  is  interested  in  such  men 
up  to  50.  Electrical  engineers  are 

needed  especially  in  the  Navy's fields  of  radio  and  detection  de- 
vices. Men  with  radio  or  communi- 

cation engineering  degrees  may 

qualify  for  officers'  commissions  as well.  Waivers  for  minor  physical 
defects  often  are  obtained. 

Radio  Experience  Wanted 

A  petty  officer  rating  is  offered 
to  men  with  sufficient  experience 
in  radio  to  instruct  classes  in 
radio  theory,  practical  operation, 
code,  and  maintenance. 

The  Navy  has  schools  in  several 
parts  of  the  country  to  instruct 
enlisted  men  in  radio,  and  instruc- 

tors are  needed.  The  men  selected 
will  go  through  a  refresher  course 
at  the  Naval  Aviation  Service 
School,  Chicago,  where  they  will 
be  instructed  in  use  of  the  radio 
equipment  used  by  the  Navy. 

In  some  cases  men  with  B.  S. 

degrees  in  mechanical  or  other  en- 
gineering subjects  and  who  have 

had  experience  in  radio  and  elec- 
trical work  may  qualify  for  officer 

assignments  in  radio  or  electrical 
lines.  Usually,  degrees  in  engi- 

neering other  than  electrical  the 
Navy  points  out  tend  to  fit  the 
applicant  for  other  duty.  For  in- 

stance the  Navy  activities  in  ordi- 
nance, construction,  and  ship  opera- 

tion use  mechanical,  civil,  and 
chemical  engineers.  Here  again 
physical  waivers  often  are  possible 
and  the  age  range  is  usually  be- 

tween 30  and  45  years  or  beyond 
those  two  limits  in  some  cases. 

Another  special  officer  procure- 
ment program  under  way  is  for 

college  teachers  of  physics,  or 
chemical,  diesel,  electrical,  mechani- 

cal, and  radio  engineering  at  Naval 
Reserve  Midshipman  Schools.  Pri- 

vate school  and  junior  college 
teachers  and  others  qualified  to 
teach  those  subjects  in  colleges 
also  are  being  sought. 

All  communications  should  be 
addressed  to  Ensign  Wm.  W.  Hall, 
Room  300,  or  Mr.  M.  G.  Miller, 
Room  1184,  both  in  the  Board  of 
Trade  Building,  Chicago. 

KLZ,  Denver,  has  signed  with  Uni- 
versity of  Denver  to  broadcast  lead- 

ing football  games  this  season.  Bud 
Thorpe  will  be  at  the  mike. 

FOOTBALL  GAMES  of  the  western  conference  and  Notre  Dame  will  be 
broadcast  on  WOWO,  Fort  Wayne,  under  a  contract  signed  by  H.  C. 
Williams,  vice-president  of  the  Emmco  Insurance  Co.,  South  Bend. 
Eleven  games,  including  two  service  contests  are  on  the  schedule,  with 
Hilliard  Gates  and  Mary  Conn  of  the  WOWO  sports  staff  at  the  mike. 
At  the  signing  are  (1  to  r)  :  seated,  C.  A.  MacDonald,  president,  Mac- 
Donald-Cook,  South  Bend  Agency;  Mr.  Williams;  Thomas  F.  Shortall, 
sales  manager  of  Emmco  Insurance;  standing,  Frank  V.  Webb,  sales 
manager  of  WOWO-WGL;  K.  L.  Snedecor,  vice  president,  MacDonald- 
Cook;  and  W.  J.  McEdwards,  NBC  spot  sales,  central  division. 
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HOW  ABOUT  -AVAl  L- 
ABILITIES  ?  KEX,  AS  TWE  ONLY 
OUTL€T  IN  THE  PORTLAND 

AREA  TOR  THE  BLUE  NETWORK, 
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BETWEEN  TOPFLIGHT 
KIETWORK  SHOWS/ 
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BACKING  THE  SALVAGE  DRIVES 

Stations  Promote  Scrap  Collections  in  Addition  To 

 Pressing  War  Bond  Sales  Campaigns  

COLLAPSIBLE  BOOTH  is  used 
by  Sam  Schneider,  farm  editor  of 
KVOO,  Tulsa,  to  sell  War  Bonds 
while  touring  Oklahoma  with  his 
Farm  Fair  of  the  Air.  KVOO  is 
broadcasting  the  program  daily, 
with  Mr.  Schneider  on  a  tour  that 
will  cover  34  county  seats. 

War  Bond  Radio  Office 

Restaffed  With  Women 
FEMININE  replacements  are 
being  lined  up  for  the  Radio  Sec- 

tion of  the  Treasury  Dept.  War 
Saving  Staff,  according  to  Charles 
J.  Gilchrest,  head  of  the  depart- 

ment. "As  our  men  go  to  war 
women  must  replace  them,"  he  said. 
"This  is  just  as  true,  in  my  opin- 

ion, in  the  Government's  war 
emergency  bureaus  as  in  private 
business." 

There  are  two  women  in  the 
department — Marjorie  L.  Spriggs 
(Mrs.  Gilchrest),  chief  of  women's 
and  children's  programs,  who  has 
been  with  the  staff  since  April, 
1941;  and  Ruth  Girard,  traffic 
manager  who  came  from  WABC 
in  December,  1941.  These  women 
are  being  trained  so  they  can  jump 
into  any  of  several  jobs  on  short 
notice.  One  man  has  alreadv  gone 
into  uniform.  Should  the  five  re- 

maining men  enlist  or  be  drafted, 
women  will  take  their  place. 

MBS  Bond  Series 
WAR  BOND  series  will  be 
launched  by  Mutual  Oct.  3  with 
members  of  the  Radio  Directors 
Guild  serving  as  volunteer  pro- 

ducer-directors on  a  rotating  basis. 
Titled  the  Saturday  Night  Bond 
Wagon,  the  program  will  be  of 
the  variety  type,  with  different 
guest  stars  appearing  each  week. 
Aired  in  the  10:15-10:45  p.m. 
period  each  Saturday,  the  series 
gets  off  to  a  start  with  former 
Gov.  Al  Smith,  Jack  Pearl,  come- 

dian, Bob  Hawk  and  Ethel  Merman 
participating  in  the  inaugural 
broadcast.  First  four  shows  will 
be  produced  and  directed  respec- 

tively by  Robert  Lewis  Shayon, 
John  Loveton,  Jack  Johnstone  and 
Ita  Ashley. 

SAMUEL  CHOTZINOFF,  former 
director  of  serious  music  for  the 
BLUE,  has  been  appointed  manager 
of  the  music  division  of  NBC's  pro- 
.iiram  denartment.  Music  critic,  musi- 

cian and  author,  Mr.  ChotzinofE  as- 
sumed hi.s  post  Sept.  27. 

SCRAP  salvage  campaigns  claimed 
attention  of  radio  stations  cooper- 

ating in  the  war  effort  last  week, 
as  the  industry  rallied  to  WPB 
Chief  Donald  Nelson's  plea  for  ma- 

terials to  keep  production  flowing. 
Typical  of  the  response  was  a 

scrap  metal  collection  contest  spon- 
sored by  KMBC,  Kansas  City,  with 

Boy  Scout  Troops,  Future  Farm- 
ers of  America  chapters  and  4-H 

Clubs  competing  for  $200  in  prizes. 
Contest  raised  more  than  a  million 
pounds  of  essential  materials  in  a 
three-week  period. 

An  entire  Sunday  afternoon  was 
devoted  by  WTBO,  Cumberland, 
Md.,  to  promoting  a  local  scrap 
drive.  The  station  enlisted  volun- 

teer scrap  collectors,  and  then  fol- 
lowed their  collecting  activities 

throughout  the  day  with  remote 
broadcasts  from  the  trucks  bring- 

ing in  the  scrap. 
Wells  Chapin,  engineer  of  KWK, 

St.  Louis,  and  chief  of  the  local 
OCD  radio  division,  is  salvaging 
parts  from  outmoded  and  useless 
receiving  sets  under  a  plan  to  build 
portable  sending  and  receiving 
radios  for  a  two-way  hook-up  to 
supplement  regular  communications 
facilities  in  emergencies. 

Recruiting  Seamen 

Stations  are  increasing  their  spe- 
cial services  recruiting,  with  the 

Maritime  Service  demanding  more 
men  to  operate  ships  streaming 
from  the  ways.  WIL,  St.  Louis,  has 
a  weekly  program  for  the  Mari- 

time Service.  Other  stations  are 
using  spot  announcements  asking 
ex-seamen  to  reenter  service. 

Representatives  of  all  war  ac- 
tivity groups  were  invited  to  ap- 

peal for  volunteers  and  material  on 
The  Army  Behind  The  Front,  se- 

ries conducted  for  a  week  by  Bessie 

Beatty  on  her  regular  women's  pro- 
gram on  WOR,  New  York. 

A  recruiting  campaign  to  get 
women  into  war  work  is  conducted 
by  WFOR,  Hattiesburg,  Miss., 
with  Alice  Blue,  singing  star  en- 
rollee  of  the  Hattiesburg  War  Pro- 

duction School  welding  course,  at 
the  mike. 

War  Bonds 

On  the  War  Bond  front,  Vin- 
cent Callahan,  director  of  radio 

and  press  for  the  Treasury's  war 
savings  staff,  said  that  148  re- 

porting stations  have  sold  $2,441,- 
530.37  in  the  past  month-and-a- 
half.  Reports  from  all  over  the 
country  indicated  this  was  only  a 
fraction  of  total  sales,  for  BLUE 
Network's  /  Pledge  America  show raised  several  times  that  amount 

by  itself. 
Although  the  BLUE  campaign 

to  sell  bonds  closed  more  than  a 

week  ago,  orders  are  still  pour- 
ing in,  the  over-all  total  to  date 

being  $18,634,817,  of  which  more 
than  $11,600,000  is  directly  attrib- 

utable to  the  seven-hour  Bond 
Night  on  the  BLUE  program.  A 
report  by  the  Cooperative  Analysis 
of  Broadcasting  on  the  two-hour 
"I  Pledge  America"  portion  of  that 
show  rates  it  in  fourth  place  for 
that  evening  with  a  listener  inter- 

est of  14.5,  an  exceptionally  high 
rating  for  a  one-time  broadcast. 
New  promotion  ideas  continued 

to  come  to  the  fore  this  week. 
Comic  Artists  cooperated  with 

WGAR,  Cleveland,  to  draw  cari- 
catures for  buyers  of  bonds  in  the 

lobby  of  the  Hotel  Statler.  Among 
those  on  hand  were  Joe  Schuster 

and  Jerry  Siegel,  creators  of  "Su- 
perman", Bela  Zaboly,  represent- 

ing "Popeye",  Bill  Friesy  and  Bill 
Bracher,  fathers  of  "M  a  j  o  r 

Hoople." 

Scholarships  Given 

Four-year  college  scholarships 
and  War  Bonds  will  be  given  in  a 
quiz  contest  sponsored  by  WHBC, 

Canton,  0.,  with  high  school  stu- 
dents participating.  With  quiz  pro- 
grams broadcast  on  WHBC  for  20 

weeks,  winners  will  be  chosen  on 
their  scores,  and  votes  cast  by  bond 

buyers. 
KLZ,  Denver,  has  a  quiz  pro- 

gram open  only  to  bond  and  stamp 
buyers.  If  the  contestant  answers 
correctly,  KLZ  buys  an  amount  of 
bonds  and  stamps  equal  to  the  in- 

dividual's purchase. 
Russ  Hodges,  sportcaster  of 

WOL,  Washington,  brings  celebri- 
ties to  the  microphone  between 

halves  of  Redskins  football  games 
to  sell  bonds. 

Working  With  Theaters 

Cooperation  with  local  theaters 
highspotted  bond  selling  plans  of 
some  stations.  WCPO,  Cincinnati, 
broadcast  a  patriotic  program  that 
was  piped  into  73  area  theaters, 
and  ended  with  the  entire  audience 
of  all  theaters  singing  the  nation- 

al anthem  to  the  accompaniment 
of  music  from  WCPO.  The  station 
has  "Minute  Maids"  stationed  in 
five  downtown  RKO  theaters  to 
deliver  War  Bonds  without  delay. 

"Minute  Maids"  are  also  spon- 
sored by  KTSM,  El  Paso,  to  sell 

bonds  outside  two  prominent  local 
theaters.  The  girls  are  members 
of  three  sororities  of  the  College 
of  Mines. 

When  screen  stars  Edward  Ar- 
nold and  Frances  Dee  visited  Clin- 
ton, la.,  to  take  part  in  Heroes 

Tribute  Night,  KROS  took  an  ac- 
tive part  in  promotion,  raising  $9,- 

000  on  its  own  before  the  show. 
Sales  totaled  $218,700  for  the  city 
of  30,000. 

"Bonderee"  sponsored  jointly  by 
WCED,  DuBois,  Penn.,  and  a  local 
theater  brought  in  $35,000  at  St. 

Marys,  Penn.  "Bonderee"  consists of  a  WCED  announcer,  bands,  and 
other  talent. 

Stunt  used  by  WMAQ,  Chicago, 
is  to  offer  reserved  seat  tickets  to 

bond  buyers  for  the  Carnation 
Program  and .  Plantation  Party, 

originating  for  NBC  in  their  stu- 
dio. WKZO,  Kalamazoo,  uses  re- 

mote broadcasts  from  local  de- 
partment stores. Climax  of  bond  sales  over  KOH, 

Reno,  came  recently  when  Gov.  E. 
P.  Carville  bought  $100,000  in 
Bonds  for  the  State  from  Hewett 
Kees,  station  manager.  Recently, 
the  KDKA  Bondwagon  reported 
sales  of  $187,000  in  seven  efforts 
in  the  Pittsburgh  neighborhood. 

WHO  Active 

Concentrated  promotion  is  used 
by  WHO,  Des  Moines,  which  uses 
a  weekly  half -hour  variety  show  of 
top  studio  talent,  in  addition  to 

backing  the  "WHO  Bond  Club," which  gives  bond  buyers  WHO 
windshield  stickers  for  their  cars. 
Inter-staff  competition  for  bond 
sales  has  brought  in  $400,000,  with 

two  teams  of  popular  staff  mem- 
bers appealing  for  sales. 

WWSW,  Pittsburgh,  broadcasts 
a  half  hour  of  the  local  weekly  bond 
rallies,  featuring  entertainment, 
celebrities  and  other  high  class 
features.  Morning  and  evening 
bond  shows  daily  are  heard  on 
WBIG,  Greensboro.  Station  oper- 

ates a  red,  white  and  blue  Bond 
Wagon  to  deliver  orders. 

In  Boston,  WEEI  celebrated  its 
becoming  a  bond-issuing  agent 
with  an  hour  and  a  half  Bond 
Carnival,  with  Dorothy  Lamour  as 

special  guest.  The  event  sold  $24,- 
500  in  bonds. 
A  tent  show  sells  bonds  for 

WMRN,  Marion,  O.,  with  a  daily 
auction  for  bonds  and  stamps. 

Chicks,  clothes  and  other  merchan- dise donated  by  merchants  is  given 
to  buyers. 

The  talent  staff  of  WLS,  Chi- 
cago, has  been  ringing  the  cash 

register  for  Uncle  Sam  through  its 
various  Barn  Dance  units.  One 

sold  $4,500  in  war  bends  to  the  au- dience at  a  fair  in  Carmi,  111., 
while  another  smaller  unit  sold 

$2,000  worth  at  Fillmore,  Wis.  Ac- cording to  Arthur  C.  Page,  WLS 
farm  director,  war  stamp  corsages 
sold  by  WLS  staff  members  at  the 
Wisconsin  State  Fair  averaged 
$125  per  day. 
A  war  bond  symphony  radio 

concert  to  stimulate  sales  of  bonds 
and  stamps  was  broadcast  last 
week  by  WMCA,  New  York,  with 
music  by  the  New  York  City  Sym- 

phony Orchestra  conducted  by Emerson  Buckley. 

Bonds  for  Peace 

MEL  ALLEN,  sportscaster 
of  WOR,  New  York,  received 
an  order  for  a  $5,000  War 
Bond  after  an  appeal  during 
a  Dodger-Giant  broadcast,  to- 

gether with  this  request. 
"Please,  Mr.  Allen,  could  you 
send  me  two  baseballs,  one 
autographed  by  the  Giants, 
and  one  by  the  Dodgers?  If 
you  satisfy  both  sides  of  this household  and  keep  peace 
here,  I'll  send  more  checks 
for  more  bonds."  The  base- balls were  delivered. 
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^r^est  Jumiiure^  S
tore 

Union-May-Stern  Co.  is  one  of  the 

largest  furniture  stores  in  the  United 

States.  It  is  also  the  largest  adver- 

tiser of  its  kind  in  St.  Louis. 

Locally,  the  executives  of  Union- 

May-Stern  Co.  have  a  reputation  for 

keen  discernment  in  the  evaluation 

of  advertising  media. 

With  seven  broadcasting  stations  in 

St.  Louis,  Union-May-Stern  and  its 

advertising  counsel,  Olian  Advertis- 

ing Co.,  selected  KSD  for  its  entire 

radio  advertising  appropriation. 

A  Distinguished  Broadcasting  Station 

Station  KSD— The  St.  Louis  Post- Dispatch POST-DISPATCH  BUILDING,  ST.  LOUIS,  MO. 

FREE  &  PETERS,  INC.,  NATIONAL  ADVERTISING  REPRESENTATIVES 

NEW  YORK  CHICAGO  ATLANTA  ciam  T7T?AMrTc;rn  mot  t  vwonn ATLANTA SAN  FRANCISCO HOLLYWOOD 
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Shortivave  Vital  to  War,  Sherwood  Says, 

Dedicating   Neiv   WGEO  Transmitter 

DEDICATION  of  the  new  100 
kilowatt  transmitter  of  WGEO, 
General  Electric  international 

shoi'twave  station  at  Schenectady, 
took  place  last  week  with  Robert 
E.  Sherwood,  director  of  the  over- 

seas branch  of  the  Office  of  War 
Information  as  sponsor.  The  trans- 

mitter has  been  in  operation  for 
several  weeks  already. 
Mr.  Sherwood  paid  tribute  to 

radio  "as  a  vital  factor  in  this 
war,"  and  declared  the  American 
people  need  this  transmitter,  for 
"our  enemies  have  far  exceeded  us 
in   their   shortwave   radio  power. 

"They  have  been  all  too  success- 
ful in  poisoning  the  airwaves  of 

the  world  with  their  propaganda 
of  deception,  corruption,  and  de- 

moralization. Our  own  American 
voice — as  it  has  been  broadcast 
overseas  from  here  in  Scenectady 
— from  Cincinnati — from  Boston, 
New  York  and  San  Francisco — 
has  been  sincere  and  honest,  but 
it  has  been  feeble  as  compared 
with  the  blatant  voices  of  Germany, 

llaly,  Japan,  and  their  satellities." 
Power  of  Truth 

"This  country  took  a  position  of 
leadership  in  the  development  of 
radio  broadcasting,"  Mr.  Sherwood 
said,  "  but  we  developed  it  on  a 
peacetime  basis  as  an  instrument 
of  domestic  trade  and  a  medium 

of  education  and  entertainment." 
Declaring  that  our  enemies  recog- 

nize radio  as  an  instrument  of  war, 
and  prepared  long  ago,  Mr.  Sher- 

wood declared  we  nevertheless  have 

one  great  advantage,  "that  is  the 
power  of  truth." 

"That  is  the  purpose  to  which 
this  ti'ansmitter  is  today  dedi- 

cated— to  tell  to  the  world — to 
friend  and  foe  alike — the  essential 
truth  about  this  war." 

In  speaking  over  the  new  trans- 
mitter, Mr.  Sherwood  paid  tribute 

to  the  station  as  evidence  of  the 
public  service  of  the  General  Elec- 

tric Company.  Earlier,  accompanied 
by  Murry  Brophy,  chief  of  the 
bureau  of  communications  facil- 

ities of  the  OWI,  he  had  inspected 
the  station  and  transmitter  site. 

Elmer  Davis,  director  of  War  In- 
formation, sent  to  WGEO  this 

message : 
"The  Office  of  War  Information 

salutes  the  new  transmitter, 
WGEO,  which  will  be  plainly  au- 

dible to  Hitler  and  Tojo  and  which 

Wilson  Milk  on  Blue 

WILSON  MILK  Co.,  Indianapolis 
(evaporated  milk)  in  its  first  ven- 

ture into  network  radio  on  Oct.  5 
will  begin  Smile  Awhile  With  Jack 
Baker  on  a  split  midwestern  net- 

work of  11  BLUE  stations.  Pro- 
gram, which  will  feature  Jack 

Baker,  tenor  of  the  BLUE  Break- 
fast Club,  will  originate  out  of  Chi- 

cago, and  will  be  heard  Monday, 
Wednesday  and  Fridays  11:30- 
11 :4.5  on  KXOX  KQV  WSAI  WING 
WISE  WISH  WWVA  WCOL 
WINN  WFMJ  KFRU.  Contract  for 
26  weeks  was  placed  through  Keel- 

ing &  Co.,  Indianapolis. 

KFPY'S  20TH  FETE 

Spokane  Outlet  Celebrates 
— With  Special  Programs — 

DEDICATING  "to  truth"  the  new 
100-kw.  transmitter  of  WGEO, 
General  Electric  international 
shortwave  station  in  Schenectady, 
is  Robert  E.  Sherwood  (r),  director 
of  the  overseas  branch  of  the  Office 
of  War  Information,  and  Robert 
S.  Peare,  GE  bi'oadcasting  and 
advertising  manager. 

we  hope  will  disturb  their  sleep 
during  the  long  winter  nights. 
WGEO  built  the  new  transmit- 

ter to  replace  a  similar  one  trans- 
ferred to  KWID,  San  Francisco, 

last  winter  to  aid  in  combatting 
Japanese  propaganda  in  the  Paci- 

fic. The  station  beams  English 
language  programs  to  American 
troops  in  the  Pacific,  in  addition  to 
English,  Spanish  and  Portugese 
programs  to  Latin  America,  and 
Czech  and  English  to  Europe. 

Like  its  sister  station  at  Schenec- 
tady, WGEA,  the  new  100,000  watt 

unit  uses  directional  antenna. 

KFPY,  Spokane,  celebrates  its  20th 
anniversary  with  a  series  of  special 
events  scheduled  from  October  1  to 17th 

Featured  will  be  Twenty  Years 
Ago  Today  a  newscast  dramatizing 
the  founding  of  the  station  by  the 
late  T.  W.  Symons  Jr.  Oct.  16, 
1922;  old-time  music  programs;  two 
contests;  transcribed  greetings 
from  Northwest  Governors,  Con- 

gressmen and  Senators;  salutes 
from  CBS,  with  which  KFPY  has 
been  affiliated  since  1929,  and  other 
radio  stations  and  leaders  in  the  in- 

dustry, Ed  Craney,  Montana  broad- 
caster, who  was  KFPY's  first  an- 

nouncer, will  participate  in  the  an- 
niversary programs. 

Originally  a  5-watter  known  as 
KFDC,  the  station's  call  letters were  changed  to  KFPY  in  1924  and 
the  power  was  gradually  increased 
until  it  is  now  5,000  watts.  The 
station's  studios  and  offices  have 
likewise  increased  from  a  tiny  pent- 

house to  the  present  layout.  The 
oldest  "employe"  in  point  of  service 
is  Arthur  L.  Bright,  vice-president 
and  general  manager. 

Utley  for  Skelly 

CLIFTON  UTLEY,  editor  of  the 
air  edition  of  the  Chicago  Sun,  on 
Sept.  21  returned  as  commentator 
on  early  morning  newscasts  spon- 

sored by  Skelly  Oil  Co.,  Kansas 
City,  on  21  NBC  Midwestern  sta- tions Monday  through  Friday  at 
7-7:15  a.m.  (CV/T).  Alex  Dreier, 
NBC  commentator  who  has  been 
heard  on  the  program  for  the  past 

13  weeks  during  Mr.  Utley's  ab- sence, will  shortly  leave  for  London 
to  relieve  NBC  commentator  Rob- 

ert St.  John  for  13  weeks.  Mr.  Ut- 
ley, as  editor  of  the  air  edition  of 

the  Sun,  will  continue  his  nightly 
commentaries  on  WJWC,  Ham- 

mond-Chicago, in  addition  to  his 
early  morning  newscasts  on  NBC. 

WSYR  CELEBRATES  20th  BIRTHDAY 

20  Youngsters  Whose  Birthdays  Fall 

Same  Day  are  Honor  Guests  
WSYR's  20-year  career  in  central 
New  York  was  marked  Sept.  15 
with  a  rather  large  birthday  party. 
Youngsters  from  an  8-hour-old 
baby  to  a  20-year-old  co-ed  from 
the  campus  of  Syracuse  U  helped 

At  WSYR's  Birthday  Breakfast 
broadcast  from  Hotel  Syracuse, 
were  20  honor  guests,  youngsters 
ranging  from  one  year  up  to  20, 
each  of  whom  had  the  same  birth- 

day as  WSYR.  Each  shared  the 
birthday  cake  and  each  was  pre- 

sented with  a  brand  new  $5  bill, 
symbolic  of  the  5  kw.  which  WSYR 
now  uses.  Baby  Earl  Coon,  born 
in  Syracuse  Memorial  Hospital  on 
WSYR's  20th  birthday,  received  a 
$50  War  Bond  which  was  presented 
by  20-year-old  Suzanne  Gloger  who 
was  crowned  WSYR's  birthday  girl. 
"Happy  Birthday"  strains  crept 

into  the  station's  programs 
throughout  the  day  in  program 
themes  and  music.  The  station's 
talent  celebrated  the  anniversary 
with  a  special  evening  show 

Under  the  direction  of  Col.  Harry 
C.   Wilder,  president,  the  station 

BIRTHDAY  PARTY  was  held  in 
studio  of  WSYR,  Syracuse,  when 
the  station  celebrated  its  20th  anni- 

versary Sept.  15.  Vice-president 
Fred  R.  Ripley  places  a  cake  with 
20  candles  on  the  table  for  two 
girls,  Suzanne  Gloger  (1)  and  Je^n 
Malcolm,  whose  20th  birthdays  fell 
on  the  same  date. 

completed  on  its  birthday  its  share 
in  a  successful  "Bomber  Auto- 

graph" campaign  for  the  sale  of War  Bonds.  During  this  year  the 
station  will  undertake  to  assist  sol- 

diers and  aid  morale. 

LOOKING    SKYWARD    at  the 
"doughnut"  FM  antenna  developed 
by  General  Electric  and  installed 
900  feet  above  sea  level  at  Muzak's 
high  frequency  station  W47NY, 
New  York.  The  antenna  is  first  of 
its  kind  in  the  metropolis,  accord- 

ing to  GE. 

Talbot  G.  Bone 

THE  DEATH  of  Talbot  G. 

(Jimmy)  Bone,  former  NBC  news- man who  scooped  the  world  in 
1939  on  the  Graf  Spec  sinking  in 
South  America,  was  reported  last 
Sunday  (Sept.  20).  Mr.  Bone  died 
following  an  illness  resulting  from 
a  malignant  growth  on  his  intes- 

tines caused  by  a  scorpion  bite  two 
years  ago.  He  died  at  the  General 
Hospital  in  Lowell,  Mass.  Mr.  Bone 
spent  10  years  in  Argentina  and 
Brazil.  He  returned  to  his  home  in 
W.  Chelmsford,  Mass.,  last  July 
for  an  operation  as  a  result  of  the 
intestinal  injury.  Word  of  his 
death  was  received  by  A.  A. 
Schechter,  former  news  and  special 
events  director  of  NBC,  who  di- 

rected from  New  York  the  fam- 
ous Graf  Spec  story. 

Leeming  to  Use  45 
THOS.  LEEMING  &  Co.,  New 
York,  in  mid-October  will  start  its 
fall  and  winter  campaign  for 
Baume  Bengue  cold  remedy,  using 
transcribed  one-minute  announce- 

ments on  varying  schedules  in  45 
markets.  Agency  is  Wm.  Esty  & 
Co.,  New  York. 

The  Other  Fellow's 
Viewpoint 

Biggest  Job 
EDITOR,  Broadcasting: 

I  have  read  the  story  "Radio's 
Biggest  Sales  Job"  on  page  22  of the  Sept.  7  issue  of  Broadcasting. 

I  don't  know  who  released  the 
information  but  you  mentioned  one 
station  that  had  pledges  for  ap 
proximately   l-28th   of  the  total. 
You  may  be  interested  to  know 
that  KGKO  got  pledges  for  $753,- 
901,   approximately   l-8th   of  the total.    Of  this  amount  pledges  to 
taling  $547,526  were  obtained  in 
Dallas,    and    $216,375    in  Fort 
Worth.    The  two  cities  thus  main 
tain  approximately  an  equal  ratio 
in  comparison  to  population. 

I  have  had  little  or  no  sympathy 

with  all  of  the  "huffing  and  puf- 
fing" that's  been  going  on  about  the! 

job  this,  or  that,  or  the  other  sta 
tion  has  been  doing  on  behalf  of, 
bond  sales  but  I  do  think  this 
nearly  three  quarters  of  a  million 
dollars  showing  is  worthy  of  com-; ment. 

Martin  B.  Campbell, 
Managing  Director 
KGKO,  Fort  Worth. 
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THEY  WRITE  FOUR  OUT  OF  FIVE  OF  THE  LOCAL  AND 

SPOT  PROGRAMS  ON  WBBM  SINCE  WE  HIRED  THAT  MUSE 

The  muse  of  inspiration  pays  off  at  wBBm.  Our  advertisers 
say  so.  Over  80%  of  them  ask  our  continuity  department 

to  write  that  "pay-off"  into  their  programs.  Why.^  Because 
the  programs  we  produce  are  so  resultful  that  the  average 

user  of  a  wBBm-built  show  stays  with  us  over  four  years.* 
Which  is  another  reason  why  \i/BBm  has  carried  the  most 
big  station  business  in  Chicago  the  past  17  years. 

*These  are  national  spot  and  local  program  users.  wBBm  also 
produces  and  directs  51  big  CBS  network  shows  each  week. 

iHi  ii^"'"*  '^"'f^eo  sutioh 

fOR  17  STRMS^^ 
NBBm  is  the  midwestern  key  station  (or  tiie  Columbia  Broadcasting  System  and  is  represented 
nationally  by  RADIO  Sales:  New  York,  Chicago,  St.  Louis,  Charlotte,  Us  Angeles,  San  Francisco 



—  SEVEN  DOMINANT 

^  8,500,000  people  live  in  New  England. TO  GIVE  YOU  THE 

^  94.3%  or  2,778,072  of  New  England's 
homes  are  equipped  with  one  or  more 

radios  (1940  U.  S.  Cenms  of  Housing). 

New  Englanders  have  a  per  family  purchas- 

ing power  30.5%  above  the  national  aver- 

age (Sales  Management,  April  10, 1942.) 

Class  A  hour  rate  for  five  basic  stations  is 

$1,340  —  all  seven  stations,  $1,500.  You 

get  the  most  listeners  at  the  lowest  rates. 

Line  charges  from  New  York  Studios  are 

included  in  these  attractive  rates. 

Production  facilities  in  Hartford,  Boston  and 

New  York  available  at  no  extra  cost. 

WLBZ 

BANGOR 

WRD 

AUGUST/ 

A  New  York  Station  may  be  added  to  this 

network,  at  station  rate  without  customary 

wire  charges. 



STATIONS  JOIN  HANDS 

FIHEST  COVERAGE  OF  THE  NEW  ENGLAND  MARKET 

PROVIDENCE WCSH 

PORTLAND 

WBZ 

BOSTON 

MANCHESTER 

(SUPPCimENTAL) 

ADVERTISERS  using  the  New  England  Regional  Network 

XJL  can,  at  no  extra  cost,  produce  their  programs  in  well- 

equipped  New  York  studios  where  the  world's  finest  talent 

and  up-to-the-minute  production  facilities  are  readily  avail- 
able. This  use  of  New  York  studios  is  included  in  the  network 

rates.  This  brand  new  service  is  our  answer  to  a  long-felt  need 

— and  we  bring  it  to  you  with  no  monetary  penalty  whatsoever. 

THE  NEW  ENGLAND  REGIONAL  NETWORK 

REPRESENTED  NATIONALLY  BY 

WEED  &  COMPANY,  New  York,  Boston,  Chicago,  Detroit,  San  Francisco  and  Hollywood 
0 



COMPLETING  A  YEAR'S  OPERATIONS,  Wisconsin 
Network  members  met  at  Nepco  Lake,  Wisconsin 
Rapids,  and  reelected  William  F.  Huffman,  WFHR, 
Wisconsin  Rapids,  president  and  managing  director; 
H.  R.  LaPoidevin,  WRJN,  Racine,  first  vice-presi- 

dent; Rev.  James  A.  Wagner,  WHBY,  Appleton.  sec- 
retary; and  H.  H.  Born,  WHBL,  Sheboygan,  treas- 

urer. The  State-regional  group  consists  of  WRJN, 
Racine;  WHBY,  Appleton;  KFIZ,  Fond  du  Lac; 
WCLO,  Janesville;  WIBU,  Poynette-Madison; 
WHBL,  Sheboygan;  WSAU,  Wausau,  and  WFHR, 
Wisconsin  Rapids,  all  MBS  affiliates.  At  the  meeting 

were  (1.  to  r.)  :  H.  H.  Born,  WHBL,  Sheboygan;  Sidney 
H.  Bliss,  WCLO,  Janesville;  Wm.  C.  Forrest,  WIBU, 
Poynette;  Wayne  W.  Cribb,  WHBL,  Sheboygan; 
Ralph  O'Connor  WIBU,  Madison;  Bert  Lange,  KFIZ, 
Fond  du  Lac;  Dick  Stockwell,  Program  Director,  re- 

signed, now  at  WMT,  Cedar  Rapids,  Iowa;  James  F. 
Kyler,  WCLO,  Janesville;  Don  Burt,  WSAU,  Wau- 

sau; George  T.  Frechette,  WFHR,  Wisconsin  Rapids; 
Rev.  James  A.  Wagner  and  J.  L.  Gallagher,  both  of 
WHBY,  Appleton;  Ben  F.  Hovel,  WSAU,  Wausau; 
Emery  Martin,  Sr.,  KFIZ,  Fond  du  Lac;  Wm.  F.  Huff- 

man WFHR,  Wisconsin  Rapids;  and  H.  R.  LePoi- 
devin,  WRJN,  Racine. 

DECREE  VACATING 

REFUSED  BY  COURT 
MOTION  of  the  Government  to 
have  vacated  the  1932  consent  de- 

cree, which  dissolved  the  original 
RCA  organization  and  established 
it  as  an  independent  radio  manu- 

facturing and  operating  company, 
was  denied  recently  by  Federal 
Judge  Albert  E.  Maris,  of  Wilming- 

ton, Del. 
Assistant  Attorney  General 

Thurman  Arnold  had  sought  court 
action  vacating  the  decree,  but  had 
not  given  his  reasons.  The  motion 
was  vigorously  opposed  in  argu- 

ments Aug.  7  and  in  subsequent 
briefs  by  RCA,  General  Electric 
and  Westinghouse,  on  the  ground 
that  it  deprived  them  of  rights. 

Previously,  it  had  been  inferred 
at  the  Department  that  it  did  not 
have  in  mind  reopening  of  litiga- 

tion against  RCA  and  other  com- 
panies engaged  in  manufacture  of 

radio  apparatus,  but  simply  wanted 
the  decree  vacated  to  permit  it  to 
enter  proceedings  entirely  foreign 
to  radio. 

In  his  opinion,  Judge  Maris  said 
the  Government  asked  for  action 
upon  the  sole  ground  that  the  de- 

crees do  not  promote  the  public  in- 
terest. He  said  the  questions  pre- 
sented were  whether  the  decree 

may  be  vacated  solely  upon  such  a 
claim  and  without  benefit  of  any 
change  in  circumstances,  and 
whether  the  decrees  conferred 
benefits  upon  the  defendants.  He 
said  he  had  reached  the  conclusion 
that  the  first  question  had  to  be 
answered  in  the  negative  and  the 
second  in  the  affirmative. 

Cantor  to  Return 

ORIGINATING  the  weekly  pro- 
gram from  West  Coast  military 

bases  for  the  next  few  months, 
Bristol-Myers  Co.  (Ipana,  Sal  He- 
patica)  following  a  three-month 
summer  layoff,  on  Sept.  30  resumes 
Time  to  Smile  with  Eddie  Cantor 
on  85  NBC  stations,  Wednesday, 
9-9:30  p.m.  (EWT).  Besides  Can- 

tor, show  will  continue  to  feature 
Dinah  Shore,  vocalist,  and  Bert 
(Mad  Russian)  Gordon,  comedian. 
Edgar  Fairchild  has  been  re-signed 
as  musical  dii'ector  with  Harry  Von 
Zell  announcer.  Stanley  Joseloff  is 
producer  of  Young  &  Rubicam,  New 
York  agency  servicing  the  account. 

AROUND  THE  TOWN 

Hotels,    Restaurants  Sponsor 

-Program  on  WQXR- 
FIVE  New  York  hotels,  and  sev- 

eral leading  restaurants  have 
started  participations  in  a  pro- 

gram launched  recently  on  WQXR, 
New  York,  by  John  P.  Myers  Co., 
newly-formed  New  York  agency. 
Titled  Man  About  Town,  the  twice- 
weekly  program  gives  editorial  and 
commercial  news  about  restaur- 

ants, plays,  movies,  museums  and 
special  events  of  interest  for  the 
weekend. 

Series  started  on  Fridays,  5:45- 
6  p.m.,  soon  adding  a  five-minute 
period  Wednesday,  due  to  favorable 
response.  Hotel  sponsors,  in  addi- 

tion to  restaurants  are:  Pierre; 
Plaza  Sherry-Netherlands,  Carlyle 
and  Russell: — also  Plaza  Theatres 
(movies) . 

Fall  Milk  Drive 
NEW  YORK  State  Milk  Publicity 
Bureau,  Albany,  New  York,  will 
launch  its  annual  fall  campaign 
Oct.  12,  using  from  three  to  five 
participations  weekly  for  26  weeks 
on  home  economics  programs  on  17 
New  York  State  stations. Campaign, 
using  a  lineup  similar  to  last 
year's,  will  be  aired  on  WNEW WJZ  WABC  WNBF  WENY 
WBEN  WGR  WENR  WHEC 
WHAM  WIBX  WGY  WOKO 
WAGE  WSYR  WFBL  WTRY. 
One-minute  live  announcements 
will  be  heard,  stressing  the  nutri- 

tional value  of  milk.  Appropriation 
is  $300,000  for  radio  and  newspaper 
advertising.  J.  M.  Mathes  Inc., 
New  York,  continues  as  agency 
for  the  eighth  consecutive  year. 

Farm  Paper  Adding 
PROGRESSIVE  CIRCULATION 
Co.,  Los  Angeles  {Farm  Journal 
magazine),  in  a  campaign  which 
started  in  early  September,  is  using 
an  average  of  five-weekly  one- minute  live  announcements  and 
participations  in  farm  programs  on 
14  stations.  List  includes  KXKX 
WPIC  WDZ  WKBH  KFBI  WSAZ 
KSOO  WJAG  KBKR  KWIL  KELA 
KWJJ  KENO  KSFO.  Other  sta- 

tions will  be  added.  Clarence  B. 
Juneau  Agencies,  Los  Angeles,  has 
the  account. 

Lt.  Levy 

Lt.  Levy  to  Leave  Navy 

To  Accept  OWI  Position 
LT.  LEON  LEVY,  on  leave  as 
president  of  WCAU,  Philadelphia, 
at  the  request  of  the  Office  of  War 
Information,  has  been  relieved 

from  duty  by  the 
U.  S.  Navy  to 
take  over  the 

post  of  consul- tant to  the  Radio 
Bureau  of  the 
OWI.  Since  being 

called  up  for  ac- tive duty  on  Aug. 
19,  1941,  Lt.  Levy 
has  been  head  of 
the  radio  section 

of  the  Public  Re- lations Office  of 
the  Fourth  Naval  District  in  Phil- 

adelphia. He  reports  for  duty  with 
the  OWI  in  Washington  Sept.  28 
and  after  an  indoctrination  period 
will  return  to  Philadelphia  to  su- 

pervise the  Radio  Bureau's  Indus- trial Liaison  Division  in  this  Dis- trict. 

During  World  War  I,  Lt.  Levy 
served  actively  on  both  land  and 
sea  as  a  lieutenant  (j.g.)  in  the 
Navy.  He  turned  to  radio  in  1925 
and  one  year  later,  was  elected 
president  of  WCAU.  He  was 
among  the  pioneers  who  built  Co- lumbia Broadcasting  System.  In 
1927,  he  was  elected  secretary  and 
treasurer  of  the  network.  He  re- 

signed several  years  ago,  but  re- 
mains on  the  board  of  directors. 

Station  in  Lamar,  Col., 

Ordered  Deleted  by  FCC 
SILENCED  since  last  February, 
KIDW,  Lamar,  Col.,  was  ordered 
deleted  by  the  FCC  last  Tuesday. 
The  station  has  been  assigned  to 
1450'  kc,  sharing  time,  with  100 
watts.  The  owner,  according  to  of- 

ficial records,  is  W.  J.  Brown. 
The  Commission  announced  it 

had  adopted  a  decision  denying 
the  station  renewal  of  license.  It 

stated  that  the  licensee  "through failure  to  file  corporation  reports 
and  to  pay  corporate  license  taxes 
to  the  State  of  Colorado,  ceased  to 
exist  as  a  corporate  entity  on  Oct. 
14,  1937.  The  Commission  said  fur- ther that  at  hearings  on  July  15, 
1941  and  Oct.  8,  1941  for  renewal 
of  license  no  appearance  was  made 
for  KIDW.  Since  Feb.  21,  1942  the 
station  has  held  FCC  authoritj^  to 
remain  silent. 

Patt  Succeeds  Taft 
APPOINTMENT  of  John  Patt, 
manager  of  WGAR,  Cleveland,  to 
serve  as  president  of  the  Ohio 

Assn.  of  Broad- 
casters was  an- nounced last  week 

by  Hulbert  Taft 

Jr.,  general  man- ager of  WKRC, 
Cincinnati,  pres- 

k '-^f    »    ent  
president  of 

I   the  State  indus- 

^^^k       try  organization, m/BkM   who  will  join  the 

Mr.  Patt       Army  Air  Forces as  a  first  lieuten- ant effective  Oct.  1  [Broadcasting, 
Sept.  21]. 

To  SeU  KOCY  Stock 

APPLICATION  to  relinquish  con- 
trol of  KOCY,  Oklahoma  City, 

through  sale  of  300  shares  of  stock 
held  by  M.  S.  McEldowney,  hard- ware dealer,  was  filed  with  the 
FCC  recently.  Consideration  for 
the  stock,  representing  60%  of  the 
corporation,  is  $30,000,  par  value. 
Fifty  shares  each  will  go  to  present 
controllers  of  15%  minority  in- 

terests in  the  station,  John  D. 
Thomas,  grocer,  KOCY  president, 
and  C.  E.  Johnson,  attorney,  KOCY 
vice-president.  Remaining  200 
shares  go  to  Plaza  Court  Broad- 

casting Co.,  KOCY  licensee. 

Godfrey  with  Fred 
ARTHUR  GODFREY,  ad-libbing 
program  conductor  who  has  his 
own  shows  on  WABC,  New  York, 
and  WJSV,  Washington,  has  been 
signed  by  the  Texas  Co.,  New 
York,  as  one  of  the  regular  enter- tainers on  the  Fred  Allen  show 
when  it  returns  to  CBS  Oct.  4  in 
the  Sunday  evening  9:30-10  spot. 
Godfrey  will  do  some  of  the  com- 

mercials, and  other  talent  will  in- 
clude Jimmy  Wallington,  Al  Good- 
man's orchestra,  guest  stars  and 

singers.  Agency  is  Buchanan  & 
Co.,  New  York. 

Hudnut  Cancels 

RICHARD  HUDNUT,  New  York 
(cosmetics),  due  to  priority  diffi- 

culties on  talc,  on  Sept.  21  can- 
celled sponsorship  of  its  weekly 

CBS  Hollywood  Showcase.  Decision 
to  drop  the  half-hour  musical  va- 

riety show  resulted  directly  from 
severe  restrictions  placed  on  basic 
powder  ingredient  used,  it  was  said. 
Firm  sponsored  the  show  for  the 
past  year-and-a-half  on  West  Coast stations  of  that  network.  Agency  is 
Kenyon  &  Eckhardt,  New  York. 
CBS  retains  the  program  as  a  sus- 

taining feature. 

Rural  Editor 
AS  A  RESULT  of  his  appearance 

on  a  recent  broadcast  of  America's Town  Meeting  of  the  Air  Sol  H. 
Lewis,  publisher  of  the  Lynden 
Tribune,  Lynden,  Wash.,  opens  a 
15-minute  program,  Sol  Lewis, 
Country  Ed.,  to  be  broadcast  over 
KJR,  Seattle,  KGA,  Spokane,  and 
KVOS,  Bellingham,  Wash,  to  be- 

gin Sept.  28.  He  will  be  heard 
weekly  originating  from  KVOS  a 
few  miles  distant  from  his  home  in 

Lynden. 
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SERVICE  TO 

FARM  FOLK 

•  Because  ruralites  comprise  a  large  and  important 

segment  of  KLZ's  audience,  the  specific  interests  of 
these  folk  have  received  more  than  usual  consideration 

in  KL.Z  programming.  KLZ  has  thereby  won  an  es- 
pecial place  in  the  listening  and  thinking  of  Colorado 

farm  folk.  Advertisers  who  have  special  messages  for 
this  large  and  prospering  portion  of  the  Colorado 
market  can  put  them  across  most  effectively  over  KLZ, 
reaching  at  the  same  time  the  urbanites,  few  of  whom 
are  too  citified  to  find  interest  in  rural  programs. 

wit 

VITAL  INTERESTS  OF  COLORADO  AGRICULTURISTS  SERVED  BY  KLZ 

"THE  FARM  ROUND  TABLE"  is  a  weekly 
half-hour  program  on  which  prominent 
government  farm  experts  discuss  cur- 

rent   problems    with     Colorado  farmers. 

"FARMERS  AT  WAR"  originates  via  KLZ's 
mobile  unit  from  a  different  farmyard 
in  the  Denver  area  each  week.  Differ- 

ent   types   of   farms    are   visited  weekly. 

THE  EXTENSION  SERVICE  of  the  Colo- 
rado State  College  of  Agriculture  brings 

county  agents  and  prominent  farm  person- 
alities   together    in    a    weekly  discussion. 



PROGRAMS 

(^6 
HEPREStMTED    BV:  y 

Civilian  Defense 

COMPLETE  COURSE  
in  civil- ian defense  training  was 

started  Sept.  16  on  WGL, 
Fort  Wayne,  the  first  known 

broadcast  of  its  type.  Fourteen 
quarter-hour  lectures  on  first  aid, 
handling  of  incendiary  bombs, 
and  civilian  defense,  Civilian  De- 

fense Course  of  the  Air  is  tied  in 
with  14  newspaper  ads  containing 
illustrative  material  used  in  the 
course  by  Lt.  George  Hood,  the 
instructor.  The  ads  are  of  con- 

venient size  to  fit  into  notebooks. 
Originated  by  Oarl  Vandagrift, 
WOWO-WGL  production  manager, 
and  sponsored  by  the  Civilian  De- 

fense Council,  program  is  backed 

by  Fort  Wayne's  3,000  wardens. 

Game  Meat 
UTILIZATION  of  all  wild  game 
meat  bagged  during  the  coming 
hunting  season  will  be  urged  on 
Sportsmen's  Spotlight,  weekly 
quarter-hour  by  Bob  Becker,  Chi- 

cago Tribune  outdoor  editor,  on 
WGN,  Chicago.  The  program  spon- 

sored by  Illinois  Commercial  Men's 
Assocation,  Chicago  (personal  ac- 

cident insurance) ,  has  been  planned 
in  cooperation  with  the  Illinois  de- 

partment of  conservation  and  vdth 
fish  and  wildlife  directors,  as  an 
aid  in  the  Government  meat  ra- 

tioning and  conservation  plan. 

Job  Information 

QUESTIONS  pertaining  to  em- 
ployment in  the  vast  shipyard  in- 

dustry in  the  San  Francisco  bay 
area  and  how  an  applicant  goes 
about  getting  work  in  them  are 
being  answered  during  the  new 
KYA  program  "Jobs  for  Victory", 
presented  five  times  weekly.  The 
series  is  sponsored  by  the  Dry- 
dock  Marine  Waymen,  Local  2116- 
763  and  the  Shipfitters'  and 
Helpers'  Union,  Local  9.  The  pur- 

pose of  the  broadcasts  is  to  recruit 
urgently  needed  workmen  for  the 
shipyards 

Life  at  Sea 

LIFE  OF  Canadian  sailors  at  sea 
is  dramatically  featured  each  week 
in  a  new  Canadian  Broadcasting 
Corp.  network  program  about  the 
Royal  Canadian  Navy,  The  Life- 

line Holds.  Programs  where  pos- 
sible are  being  recorded  on  Canad- 

ian naval  vessels  on  active  duty, 
interviews  and  sounds  on  board  Ca- 

nadian naval  ships  then  being 
worked  into  the  studio  program. 
Scripts  are  written  for  the  CBC 
by  Lt.  Com.  William  Strange. 

*      *  * 
Based  on  Facts 

ANSWERING  questions  ranging 
through  the  arts,  sciences,  geog- 

raphy and  current  events,  NBC's 
new  quarter-hour  educational 
series,  Fact  Finders,  is  presented 
weekly  under  auspices  of  the  U  of 
California.  Hale  Sparks,  San 
Francisco  commentator,  is  featured 
on  the  public  service  Pacific  Coast 
program.  Included  also  are  his 
suggestions  on  how  to  supplement 
information  given  through  use  of 
the  public  library  system. 

GIRDED  FOR  ACTION,  this  trio 
from  WAIT,  Chicago  (1  to  r)  Ed 
Jacker,  chief  engineer.  Linn  Bur- 

ton, announcer,  and  Larry  Flavin, 
assistant  engineer,  stand  ready  to 
descend  a  500-foot  elevator  shaft 
of  the  Ziegler,  111.,  Coal  Mine,  300 
miles  south  of  Chicago,  where  they 
transcribed  a  recent  broadcast  of 
Chicago  at  Work.  The  crew  record- 

ed comments  of  workmen  and  de- 
scriptions of  the  coal  mine  opera- 

tion, for  the  broadcast  sponsored 
by  Bell  &  Zoller  Coal  Co.,  Chicago, 
distributors.  The  show  is  offered  to 
Chicago  industrial  firms  for  spon- 

sorship on  an  individual  half  or 
quarter-hour  basis. 

News  for  Kiddies 

NEWSCASTS  for  school  children 
are  the  newest  innovation  of  the 
Canadian  Broadcasting  Corp.  for 
its  National  School  Broadcasts. 
Each  Friday  a  special  seven-min- 

ute morning  news  summary  for 
boys  and  girls  in  the  schools  is  to 
be  broadcast  by  a  CBC  newscast- 

er. This  is  the  first  item  of  a  se- 
ries of  half-hour  school  broadcasts 

which  start  Oct.  9,  the  remainder 
of  the  period  being  taken  over  by 
a  Heroes  of  Canada  dramatized 
feature.  This  marks  the  first  na- 

tional school  broadcasts  in  the  Do- 
minion, although  regional  broad- 

casts have  been  held  in  other  school 
seasons. 

Washington  Eye-Opener! 
BREAKFAST  with  your  favorite 
"waker-upper,"  Jerry  Strong,  in  his 
daily  Wake  Up  With  Winx  show  is 
now  a  regular  feature  of  WINX, 
Washington.  Jerry  offers  club 
membership  to  his  regular  listeners 
and  serves  a  complete  breakfast  of 
bacon  and  eggs,  toast,  coffee  and 
doughnuts  to  five  or  six  members. 
The  food  is  cooked  and  eaten  right 
in  the  studio  during  the  broadcast. 
Prominent  Government,  newspaper 
and  defense  workers  participate. i(i  ^  t- 

On  Display 

SHOWCASE  for  the  station's  live talent  is  the  KYW  Little  Show,  a 
new  series  aired  daily  from  6:05 
to  6:30  p.m.  on  KYW,  Philadel- 

phia. Appearing  on  the  current  se- 
ries are  Clarence  Fuhrman,  musi- 
cal director,  and  the  studio  or- 

chestra; announcer  LeRoy  Miller 
as  master  of  ceremonies;  Art  Hin- 
ett,  staff  organist,  and  various 
vocalists  and  vocal  groups.  In  ad- 

dition, visiting  guest  stars  are  fea- 
tured. 

Symphony  StuSf ANECDOTES  gathered  during  21 
years  as  a  soloist  with  leading 
symphonies  are  used  by  Mark  Love, 
commentator  of  the  50-minute  pro- 

gram of  recorded  classical  music 
every  night  on  WJWC,  Chicago. 
Guest  stars  such  as  Dr.  Rudolph 
Ganz,  conductor  of  the  New  York 
Philharmonic  and  the  San  Fran- 

cisco Symphony,  appear  from  time 
to  time  for  interviews  on  the  pro- 

gram. 

*  *  * 
Mr.  and  Mrs. 

MORNING  NEWSPAPER  head- 
lines are  discussed  from  the  point 

of  view  of  an  average  American 
couple  by  Betty  Byrd,  actress,  and 
Everett  Ball,  freelance  announc- 

er in  New  York,  in  a  series  of  in- 
formal across-the-breakfast-table 

discussions  on  WMCA,  New  York, 
titled  Mr.  and  Mrs.  Young.  Pro- 

gram is  heard  five-times  weekly,  in 
a  quarter-hour  morning  period. 

*  *  * 
Lesson  In  Democracy 

DESIGNED  PRIMARILY  FOR 
school  children  but  also  of  interest 
to  the  adult,  Lest  We  Forget — 
America  Determines  Her  Destiny 
is  aired  on  WHN,  New  York,  under 
the  auspices  of  the  Institute  of  Oral 
and  Visual  Education  in  coopera- 

tion with  Boston  University  Radio 
Institute.  The  weekly  series  pre- 

sents dramatizations  in  illustration 
of  American  democracy. 

*  *  * 

Model  Planes 
SAILORS  read  letters  to  their 
families  on  Bluejackets  Calling, 
five-weekly  quarter-hour  program 
on  WAIT,  Chicago,  sponsored  by 
model  airplane  manufacturer,  Joe 
Ott,  and  naval  recruiting  officials. 
Chief  Botswain's  Mate  John  L. 
Sullivan  and  Lt.  Com.  David 
Goldenson.  Participating  sailors  re- 

ceive model  airplanes  to  send  to 

young  friends. 

Daily  Problems 
LEO  CHERNE,  director  of  the  Re- 

search Institute  of  America,  has 
started  a  weekly  Sunday  series  of 
talks  of  home  front  problems  re- 

sulting from  wartime  economy  on 
Mutual,  10:15-10:30  p.m.  Titled 
Impact,  the  programs  show  how 
taxes,  production,  the  battle  against 
inflation  and  other  topics  of  na- 

tional import  affect  daily  lives. ^      ̂   ^ 

Navy  Recruiting 
OATH  of  allegiance  is  administered 
daily  to  more  than  a  score  of  Cin- cinnati Navy  enlistees  during  a  new 
program  of  WCKY,  Cincinnati, 
Navy  Time.  Prominent  naval  fig- 

ures appear  on  the  program  to  ad- minister the  oath  and  participate 
in  short  interviews. 

*  *  * 
Food  Rationing 

SERIES  OF  programs  designed  to 
keep  America  fit  under  any  food 
rationing  conditions  is  being  con- 

ducted on  WMCA  New  York  10:30- 
11  a.m.  Mondays.  Carleton  Frede- ricks, nutrition  expert,  has  charge 
of  the  programs,  first  of  which  was 
called  Eating  Should  Be  Fun. 

*  *  * 

Spanish  Revue 
DIRECTED  at  New  York's Spanish  -  American  community, 
Pan-American  Revue  on  WBNX. 
New  York,  presents  weekly  talks 
on  the  war  activities  of  Spanish- 
Americans  by  consular  officials  and 
Spanish-speaking  citizens. 
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Hes  firing  telephone  wire 

at  a  Zero! 

This  fighter  plane,  with  its  six  wing  guns  spitting  fire,  uses  up 

enough  copper  every  minute  to  make  several  miles  of  telephone  line. 

That's  the  right  use  for  copper  now  —  and  it's  the  reason  why 

we  can't  continue  to  expand  our  facilities  to  take  care  of  the  expand- 

ing Long  Distance  telephone  traffic. 

Right  now,  our  lines  are  flooded  with  Long  Distance  calls.  Most 

of  them  have  to  do  with  the  war  —  they  must  have  the  right  of  way. 

Will  you  help  us  keep  the  wires  clear  for  war  calls  —  industrial 

calls  that  send  a  plane  down  the  assembly  line  —  military  calls  that 

send  it  into  the  air  against  the  enemy? 

You  can  do  it  by  keeping  your  own  calls  as  few  and  as  brief  as 

possible.  And  you'll  be  bringing  Victory  that  much  nearer. 

Bell  Telephone  System 



Proved  by  independent  engineeiing  checks 
and  confirmed  by  audience  studies  is  the  fact  that 
the  Binghamton  area  is  shut  off  from  effective 

coverage  by  any  "outside"  station. 

A  leading  firm  of  consulting  engineers  reports 

it  as — "one  of  the  largest  cities  and  metropolitan 
areas  dependent  entirely  for  reliable  radio  service 

upon  a  single  radio  station." 



w  York  State  area  of  the 

. . .  Binghamton,  Johnson  City  and 

.hve  some  164,000  radio  hsteners. 

Check  after  check  has  shown  that  ''out- 

de"  station  reception  is  seriously  limited  by 
terference  and  fading.  Engineers  term  the 

area  a  radio  "island."  Result! — for  depend- 
able radio  coverage  the  bulk  of  its  listeners 

consistently  turn  to  their  own  radio  station — 

Binghamton' s  WNBF. 

Through  fifteen  years  of  operation,  WNBF 

has  met  this  responsibility  and  consistently 

built  up  confidence  by  providing  outstand- 

ing news  coverage,  entertainment,  and  all- 
around  radio  service. 

Today  WNBF  is  operating  on  its  new  power 

of  5,000  watts.  With  the  installation  of  com- 

pletely new  transmitting  equipment,  it  is  in  a 

position  to  bring  even  finer  radio  reception  to  a 

total  audience  exceeding  one  million  listeners. 

Another  Important  Assignment  for  the  WESTINGHOUSE  5  HV  TRANSMITTER 

To  assure  high  fidelity  transmission, 

new  operating  economy  and  conveni- 
ence, with  extra  protection  against  pro- 

gram interruptions — WNBF  chose  the 
Westinghouse  5  HV  Transmitter. 

This  set  offers  in  the  5,000-watt  field 
the  advanced  design  and  operating  im- 

provements made  famous  by  the  West- 
inghouse 10  HV  and  50  HG  Transmitters 

in  the  higher  power  ranges.  For  example: 

air-cooled  tubes  in  all  stages,  conserva- 

tive operation  of  all  tubes,  complete  fuse- 
less  overload  protection,  simplified  circuit 

adjustments,  fully  automatic  control. 

Keep  an  eye  on  the  stations  now 

equipped  with  Westinghouse  Trans- 
mitters. You'll  find  them  outstandingly 

successful  in  meeting  the  exacting  re- 
sponsibilities of  wartime  operation. 

J-08047 

-Wfestinghouse 
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Memo  to  Jimmy 

EVEN  NOW,  Jimmy  Petrillo,  it  isn't  too  late 
to  make  amends.  You  haven't  been  heard  from 
much  lately,  but  your  onerous  bans  stick.  May- 

be you're  waiting  for  some  folks  to  negotiate, 
but  after  all  you  called  the  shots  and  it's  your 
next  move. 

We're  sure  you're  familiar  with  the  testi- 
mony before  Senator  Clark's  subcommittee — 

the  testimony  of  Elmer  Davis,  of  OWI;  Chair- 
man Fly  of  the  FCC  and  Thurman  Arnold,  the 

assistant  attorney  general  who's  going  to  meet 
you  in  court  on  or  about  Oct.  12.  Even  your 
own  general  counsel,  Joseph  A.  Padway,  showed 

up  but  he  didn't  have  much  of  a  case.  That's 
the  reason  the  Senate  broke  all  existing  records 

in  approving  Senator  Clark's  courageous  reso- 
lution last  week.  Now  there's  going  to  be  a 

real  investigation.  You'll  get  a  chance  to  ap- 
pear too,  by  subpoena  or  otherwise. 

Elmer  Davis,  you'll  recall,  wrote  you  last 
July  on  behalf  of  all  the  Government  agencies 
identified  with  the  war  effort.  He  asked  you 
to  call  off  the  transcription-record  ban  so  that 
our  boys,  wherever  they  are,  can  have  music 
they  enjoy.  Certainly,  in  these  terrible  days, 

that's  not  much  to  ask.  We  know  you  said  you 
wouldn't  do  anything  to  deprive  those  identified 
with  the  war  of  music. 

But  what's  the  practical  effect?  There  has 
been  no  recording  since  Aug.  1.  There's  no 
new  recorded  music  for  anybody,  and  that  goes 
for  the  boys  in  Australia  and  their  buddies  at 
Camp  Dix  or  in  Alaska. 

You  know,  moreover,  that  Mr.  Davis  said 
the  national  morale  is  threatened  by  your 

ban.  You've  heard  from  the  Army,  too — direct. 
Mr.  Fly  said  a  couple  of  hundred  stations — 
the  little  fellows  who  couldn't  hire  musicians 
anyway — will  go  by  the  boards  if  your  ban 
persists.  We've  heard  that  you  and  some  of 
your  men  have  said  the  little  stations  shouldn't 
exist  anyway;  that  the  public  should  listen  to 

"live"  music  from  the  big  stations — music  per- 
formed only  by  those  who  are  AFM  ticket- 

holders.  Jimmy,  that  isn't  democratic,  and 
you're  living  in  a  democracy — the  world's 
greatest,  you  know. 

You  know  the  merits  of  this  whole  mess,  and 
by  dint  of  your  own  own  folly  and  the  excellent 
work  of  Senator  Clark  and  his  Committee,  just 
about  130,000,000  people  know  them.  We  think 
the  whole  labor  movement  is  headed  for  clari- 

fying legislation  as  a  result  of  the  attention 
focused  on  the  problem  by  your  hell-bent-for- 

election  antics  of  the  last  couple  of  years. 
Speaking  of  elections,  we  imagine  that  your 
own  parent  organization,  the  AF  of  L,  will 
have  one  pretty  soon. 

Trust-Buster  Arnold  had  a  few  things  to 

tell  the  Clark  subcommittee,  too.  He's  hot  on 
that  "made  work"  issue,  and  ranks  you  as  one 
of  the  worst  offenders.  The  public  couldn't  un- 

derstand it  in  that  hod-carriers  case  or  the 
truck-drivers  case  which  went  to  the  Supreme 
Court.  But  they  certainly  understand  it  when 

they  can't  get  their  music,  or  when  you  throw 
off  the  Interlochen  high  school  orchestra  after 

12  years  on  NBC.  You've  just  misjudged  public 
sentiment,  Jimmy. 

Of  course,  we  wouldn't  expect  you  to  agree 
with  Mr.  Arnold,  one  of  your  old  adversaries. 

But  we  think  he's  really  got  something  when 
he  says  you're  attempting  to  "destroy  inde- 

pendent radio  stations,  small  restaurants  and 
hotels,  juke  box  operators  and  manufacturers, 
as  well  as  the  manufacturers  of  phonograph 
records  and  electrical  transcriptions  because 
they  have  adopted  new  inventions  for  the  ren- 

dition of  music." 
We  started  out,  Jimmy,  by  saying  it  isn't 

too  late  to  make  amends.  How  can  you  turn  a 
deaf  ear  to  these  men  identified  with  the  wel- 

fare of  our  country  in  this  worst  of  all  wars? 
You  can  call  off  this  thing  until  Congress 
enacts  new  legislation  or  until  the  courts  finally 

decide  the  issue.  You'll  be  off  the  spot  then. 
Right  now  even  you  must  have  a  terrible 

time  sleeping,  with  the  words  of  Clark,  Davis, 
Fly,  Arnold  and  the  military  services  ringing 
in  your  ears. 

Manpower  Enigma 
ACROSS  OUR  desk  here  in  Washington  come 
the  trends  and  tides  of  radio.  Hollywood  and 

its  colossals.  New  York's  super-supers,  Chi- 
cago's serials  and  spots,  and  the  vagaries  of 

operation  in  Keokuk,  all  converge  here. 

Every  day's  mail,  telephone  calls  and  confer- 
ences all  emphasize  the  sizeable  task  of  keep- 

ing up  with  bond  drives,  wherein  the  station 
for  the  first  time  tries  to  become  a  salesman 

to  the  public.  Then  there  are  the  scrap  cam- 
paigns, service  enlistments,  "E"  awards,  the 

job  of  paying  the  heavily  increased  freight 
with  a  greater  turnover  in  accounts,  getting 
the  most  out  of  every  tube  and  condenser,  and 
betimes,  answering  questionnaires. 

But  all  that  could  be  handled  if  Mr.  Mike 
Roe  Volt  (our  average  broadcaster)  had  the 

manpower.  He  is  assured  that  radio  is  an  es- 
sential service.  The  War  Manpower  Commis- 

sion told  him  so  weeks  ago.  Elmer  Davis  told 
a  Senate  Subcommittee  the  other  day  of  the 
importance  of  radio  for  the  conveyance  of  war 

information,  in  bucking  Petrillo's  transcrip- 
tion-record ban.  He  said  the  Government  would 

see  to  it  at  all  costs  that  stations  keep  oper- 

ating. So  said  Mr.  Fly  too,  and  he's  chairman 
both  of  the  FCC  and  the  Board  of  War  Com- 
munications. 

There's  no  doubt  about  it,  something  is  go- 
ing to  be  done.  But  when?  Every  day  the 

smaller  stations  lose  men — technicians,  writ- 
ers, announcers,  salesmen.  So  do  the  larger 

outlets  and  the  networks.  More  and  more  of 
the  better  men  of  the  smaller  stations  are  leav- 

ing for  the  more  affluent  outlets.  And  you  cer- 
tainly can't  criticize  the  employe  for  bettering 

himself  or  making  the  bigger  time. 
Selective  Service  and  manpower  officials  are 

working  on  definitions  and  patterns  to  fit  the 
34  essential  industries  specified  by  WMC  last 
July.  Radio,  as  part  of  communications,  is  in 
the  essential  class.  When  the  new  regulations 
are  issued,  it  is  assumed  they  will  specify  the 

minimum  number  of  "key"  men  in  each  sta- 
tion operation.  There  presumably  will  be  pro- 

vision for  the  executive  manager,  chief  engi- 
neer, commercial  manager,  chief  announcer, 

and  then  a  minimum  quota  of  people  in  each 
department,  depending  upon  the  size  of  the 
operation.  When  the  directive  issues.  Selective 
Service  will  instruct  local  draft  boards  to 

exempt  such  vital  persons  in  essential  opera- 
tions. The  start  already  has  been  made  in 

mining,  agriculture,  and  to  some  extent  in  war 
manufacturing  plants. 

Meanwhile  the  inroads  on  station  personnel, 
particularly  in  the  outlying  areas,  have  reached 
or  exceeded  the  critical  point.  A  station  can 
get  along  with  one  less  announcer  or  writer 
or  salesman  for  awhile.  But  it  can't  stay 
on  the  air  without  technicians,  or  do  a  satis- 

factory job  without  adequate  relief  all  down 
the  line.  Moreover,  the  demands  are  consider- 

ably greater  in  abnormal  times. 
It's  not  so  much  the  draft  itself  that  is  draw- 

ing personnel  away,  but  the  expectancy  of  be- 
ing drafted.  Many  station  people  who  would 

be  happy  to  remain  at  their  posts  have  been 
lured  away  because  they  have  been  led  to  be- 

lieve they  would  thus  be  deferred  or  exempted 
from  the  draft.  Quite  a  few,  according  to  our 
information,  have  gone  to  the  Government  in 
civil  capacities  under  the  mistaken  impression 
that  they  thus  would  be  draft  exempt.  The 
Government  does  not  and  cannot,  under  exist- 

ing procedures,  guarantee  exemption.  It  might, 

in  isolated  cases,  get  deferments,  but  that's  all. 
So  can  a  station  for  any  key  employe  for  that 
matter,  when  appropriate  steps  are  taken. 

The  same  set  of  facts  holds  for  radio  per- 
formers. How  foolish  to  give  Edgar  Bergen 

or  Jack  Benny  a  gun,  and  take  them  off  the 
air?  Their  value  as  morale  builders,  their  ready 
audiences  who  hold  them  in  such  esteem,  would 
be  destroyed  overnight. 

We  are  genuinely  aware  of  the  difficulties 
confronting  our  manpower  officials.  We  know 
that  the  war  Government  won't  wittingly  let 
even  a  single  station  go  off  the  air  because 
it  doesn't  have  the  operating  hands.  But  our 
soundings  show  that  many  stations  are 

scratching  the  bucket's  bottom  now.  That  di- 
rective, or  whatever  it  is  that  will  issue  from 

the  manpower  people,  can't  come  too  soon. 
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BACK  IN  1939,  Capt.  A
ustin 

E.  Lathrop,  septuagenarian 
industrialist  and  pioneer  of 
Alaska,  dedicated  the  terri- 
tory's newest  and  biggest  station — 

KFAR,  Fairbanks — with  the  com- 
ment that  he  felt  "privileged  to 

bring  this  voice  to  my  people". He  said  he  would  never  take  a 
nickel  in  profits  out  of  the  opera- 
tiW.  He  hasn't. 

That  autumn  day  just  three 
years  ago  was  the  big  moment  for 
a  young  lady  who  had  been  the 
inspiration  for  the  station  and  who 
had  "sold"  the  captain  on  it. 
Miriam  Dickey,  executive  secretary 

to  "Cap"  Lathrop,  became  secre- 
tary-treasurer of  the  Midnight 

Sun  Broadcasting  Co.  and  saw  the 
outlet — northernmost  in  the  terri- 

tory— exceed  even  her  fondest 
hopes  as  a  public  service. 

The  other  day  KFAR  increased 
its  power  from  1,000  to  5,000  watts 
fulltime  on  610  kc.  It  wasn't  a 
power  boost  dictated  by  commer- 

cial requirements.  It  was  urged  by 
the  United  States  Government.  For 
nowhere  on  this  Continent  is  radio 
service  more  urgently  needed. 
American  troops  are  mobilized  in 
that  strategic  territory.  The  sta- 

tion was  declared  by  the  Army 
vital  to  civilian  and  Army  morale, 
as  have  the  three  others  on  the 
territory.  Its  signal  had  to  be  in- 

creased for  more  effective  use  as 
a  homing  beam  for  civilian  and 
Army  pilots,  and  for  vital  morale 
purposes. 

'  "From  the  business  standpoint," 
1  said  Miss  Dickey  on  a  recent  visit 

to  the  States  to  work  out  plans 
5  for  the  new  five-fold  power  in- 
/  crease,  "this  is  hardly  the  time 
j  for  expansion.  But  this  station 

wasn't  started  with  the  idea  of 
making  money  and  Capt.  Lathrop 
has  nev^er  changed  his  policy." 

Operation  of  a  station  in  Alaska 
— particularly  on  up-to-snulT  stan- 

dards— isn't  an  easy  task.  It  isn't 
profitable.  Miss  Dickey  doesn't  run 

the  station,  though  she  does  have 
certain  executive  functions  just  as 
she  serves  as  an  official  of  Capt. 
Lathrop's  Fairbanks  newspaper, 
his  theatres  in  the  territory,  his 
extensive  mining  operations,  his 
banking  interests,  his  department 
store  and  his  real  estate  holdings. 

KFAR  is  the  child  of  "Cap 
Lathrop's  vision  and  generosity", 
she  said.  Credit  for  its  successful 
direction,  against  extraordinary 
odds,  goes  to  Wilson  K.  (Bud) 
Foster,  and  his  staff  and  to  Stan- 

ton D.  Bennett,  chief  engineer 
responsible  for  the  installation  of 
all  the  equipment  plus  specially 
constructed  rhombic  antennas  for 
shortwave  pickups.  Both  NBC  and 
CBS  sustainings  have  been  thus 
picked  up  by  special  permission 
since  the  station  began  operation. 
A  regular  affiliation  with  NBC 
now  is  under  negotiation. 

As  soon  as  the  Army  indicated 
the  need  for  the  power  increase, 
Miss  Dickey  was  dispatched  to  the 
States  by  Capt.  Lathrop  several 
months  ago.  WPB  and  FCC  freeze 
orders  on  equipment  were  swept 
aside.  In  record  time  everything 
was  cleared  and  at  a  special  meet- 

ing last  April  the  FCC  removed 
all  obstacles  to  expansion.  A 
10,000-watt  RCA  transmitter  was 
purchased  and  rushed  to  Fair- 

banks. Though  the  station  will  op- 
erate with  5,000  watts  for  the  pres- 

ent, its  power  can  be  doubled  if 
conditions  warrant. 

Miriam  Dickey's  migration  to 
Alaska  was  fortuitous.  But  her  ap- 

preciation of  radio  was  anything 
but  happenstance.  One  of  her  first 
jobs,  while  attending  college  in 
1926-27,  was  as  a  part-time  employe 
at  the  old  KFQW,  Seattle,  where 
she  handled  fan  mail,  did  secretar- 

ial work  and  filled  in  as  an  an- 
nouncer. She  was  smitten  by  radio, 

but  her  interest  was  not  in  the 
performing  end. 

Miriam  Dickey  was  born  in  Kali- 
spell,  Mont.,  March  22,  1905.  An 

FRANK  R.  McDonnell,  formerly 
of  CBS,  New  York,  has  been  named 
director  of  national  sales  for  KSFO, 
San  Francisco.  He  was  Eastern  sales 
representative  for  WBBM,  Chicago 
and  prior  to  that  was  with  Radio 
Sales,  WHN,  New  York,  and  the  Jean 
Gromback  Productions. 

ROBERT  G.  PATT,  sales  promo- 
tion manager  of  WHN,  New  York,  on 

Oct.  5  goes  in  training  as  an  ensign 
in  the  Naval  Reserve  Midshipman 
School  at  Notre  Dame  U,  South  Bend, 
Ind.  No  successor  has  been  named 
at  the  station  to  replace  Mr.  Patt, 
who  Is  on  leave  of  absence  as  of 

Sept.  28. EUGENE  THOMAS,  general  sales 
director  of  WOR,  New  York,  on  Mon- 

day, Sept.  21,  addressed  a  luncheon 
meeting  of  Advertising  Men's  Post,  No. 209,  of  the  American  Legion,  at  the 
HcljI  Lexington,  New  York. 
El>  FURMAN.  formerly  commercial 
manager  of  WMFF.  Plattsburg,  N. 
Y.,  and  Cy  Howard,  formerly  sales- man of  KTRH.  Houston,  have  ioined 
the  sales  staff  of  WBBM,  Chicago. 
PVT.  ROBERT  S.  MAUBR.  formerly 
in  the  radio  department  of  Henry  J. 
Kaufman  Adv.  Agency,  has  passed  his 
examination  for  the  Aviation  Cadets. 
PHILIP  G.  LASKY.  general  manager 
of  KROW,  Oakland,  has  been  ap- 

pointed radio  chairman  of  the  Oakland 
Chapter  of  the  American  Red  Cross. 
KEITH  KERBY,  assistant  manager 
of  KROW,  Oakland,  Cal.,  recently  en- listed in  the  Army. 
.JERRY  AKERS,  formerly  account 
executive  of  KJBS,  San  Francisco, 
has  been  appointed  general  manager 
of  KSAN,  San  Francisco. 
H.  MALCOLM  STUART,  previously 
with  United  Advertising  Co.,  Chica- 

go ;  J.  Stirling  Getchell,  Chicago,  and 
Campbell-Ewald,  Detroit,  has  joined 
the  sales  staff  of  WOR  New  York. 

only  child,  her  father  was  State 
horticulturist  of  Montana.  After 

primary  and  high  school  in  Kali- 
spell,  she  was  graduated  at  the 
U  of  Washington,  with  a  B.S.  in 
journalism.  She  handled  publicity 
for  the  college  in  her  senior  year, 
but  had  worked  her  way  through 
school  in  secretarial  work,  during 
which  she  collided  with  radio. 
Journeying  to  Chicago  after 

graduation,  she  became  associate 
editor  of  Chicago  Life,  a  civic  pub- 

lication designed  to  drum  up  tour- 
ist appeal.  She  had  the  idea  of 

starting  a  similar  publication  in 
Seattle,  and  returned  in  1931  for 
that  purpose.  But  she  never  got 
the  opportunity.  Capt.  Lathrop  was 
in  town  looking  for  a  secretary. 
She  was  recommended  by  Adolph 
Schmidt,  manager  of  the  New 
Washington  Hotel,  whom  she  had 
tried  to  interest  in  the  magazine. 
In  May,  1931,  she  was  in  Fairbanks 
in  what  was  to  have  been  a  tempo- 

rary job.  She's  been  there  since, 
except  for  annual  trips  to  the 
States  for  the  Lathrop  companies, 
and  for  KFAR. 

Almost  from  the  start  of  her 
Alaskan  career,  Miss  Dickey  began 
talking  radio  to  Capt.  Lathrop. 
After  several  trips  to  the  States, 

CLARENCE  TALBOT,  night  opera- 
tions manager  of  KOIN,  Portland, 

Ore.,  has  resigned  to  enter  the  Navy  as 
a  chief  petty  officer. 
LELAND  B.  NELSON  is  now  in 
charge  of  local  sales  for  WGBR, 
Greensboro,  N.  C. 

ERNEST  W.  CRAVEN,  formerly  ad- 
vertising manager  of  Miller-Jones  Co., 

Columbus,  O.,  has  joined  the  local  sales 
department  of  WIRE,  Indianapolis. 

SEYMOUR  ROBBIE,  formerly  as- 
sistant manager  of  the  CBS  short- 

wave production  office,  has  taken  over 
the  duties  of  Clarence  Schimmel.  man- 

ager, who  starts  Naval  training  Oct.  5. 
PATRICIA  WEISS,  daughter  of 
Lewis  Allen  Weiss,  vice-president  and 
general  manager  of  Don  Lee  Broad- casting System,  Hollywood,  and  Ensign 
Albert  M.  Hart,  are  to  be  married  Oct. 
3  in  Westwood  Village,  Cal. 
FRANK  HINES,  new  to  radio,  has 
joined  KMPC,  Beverly  Hills,  Cal.,  as 
account  executive. 
FRAN  ABRAHAM,  formerly  in  the 
advertising  department  of  Jantzen 
Milling  Co.,  Portland,  Ore.,  has  joined 
Homer  Griffith  Co.,  Hollywood,  sta- 

tion representative,  as  traffic  manager. 
EUGENE  W.  LEE,  co-owner  of 
KFXM,  San  Bernardino,  Cal.,  has 
been  commissioned  a  lieutenant  in  the 
Army  Air  Forces  and  is  currently  sta- 

tioned at  Miami  Beach,  Fla.  Follow- 
ing completion  of  training  at  that  base, 

he  will  be  assigned  public  relations  of- ficer at  the  Victorville  (Cal.)  Air 
Force  Training  Center.  His  enlist- 

ment interrupts  13  years  of  active  par- 
ticipation in  production  and  manage- 

ment of  KFXM. 
.JACK  WHITNEY,  former  manager  of 
KOME,  Tulsa,  is  now  with  KFDM, 
Beaumont,  Tex. 

B.  SCREVEN  BOND  and  Harry  Her- 
zog,  both  new  to  radio,  have  joined  the 
sales  staff  of  WPDQ,  Jacksonville. 

WILLIAM  B.  RYAN,  general  man- 
ager of  KGO,  San  Francisco ;  Gil 

Paltridge,  promotion  and  publicity 
manager;  Gene  Grant,  BLUE  spot 
sales  manager  and  George  Fuerst. 
BLUE  spot  salesman  will  repi'esent the  station  at  the  annual  convention 
of  the  California  Retail  Grocers  As- 

sociation at  Hotel  Del  Monte,  Cal., 
September  28  and  31. 

plans  finally  were  made.  Capt. 
Lathrop  is  president  of  Midnight 
Sun  Broadcasting  Corp.;  Miss 
Dickey  secretary-treasurer.  The 
station  is  housed  in  the  $600,000 
Daily  News-Miner  Bldg.,  one  of 
Fairbanks  showplaces.  Capt.  Lath- 

rop bought  the  newspaper  in  1929. 
Eight  months  of  the  year  Miss 

Dickey  is  in  Alaska.  The  other 
four  she  makes  her  all-purpose  trip 
to  the  States.  Aside  from  KFAR 
affairs,  she  buys  films  for  two 
Lathrop  theatres  in  Fairbanks,  one 
in  Anchorage,  300  miles  distant, 
and  one  in  Cordova,  600  miles 
away.  She  also  handles  matters 
pertaining  to  the  newspaper  and 
the  Healy  River  Coal  Corp.,  larg- 

est in  Alaska,  as  well  as  other 
Lathrop  enterprises  affairs. 

The  fact  that  Miss  Dickey  col- 
lects Alaskan  art  isn't  surprising. 

Nor  is  her  affinity  for  and  aptitude 
at  poker.  She  regards  music  as 
her  hobby.  Miss  Dickey  organized 
the  Soroptimist  Club  of  Fairbanks, 
and  was  its  president  for  two 
years.  She  is  a  member  of  the 
American  Assn.  of  University 
Women  and  Sigma  Kappa,  Mu 
chapter.  Of  course  she  ice  skates. 
As  for  Alaska,  she  says  anyone 
who  lives  there  a  year  never  leaves. 
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DOUG  MONTELL,  public  relations 
director  of  Tide-Water  Associated  Oil 
Co..  Associated  Division,  San  Fran- 

cisco, and  sportseaster,  has  resigned 
from  the  oil  firm  to  accept  a  commis- 

sion as  captain  in  the  Marine  Corps. 
SYDNEY  MOSELEY.  news  analyst 
of  WMCA.  New  York,  previousl.v 
heard  four  nights  a  week  at  10 :45 
l).m..  now  broadcasts  Monday  through 
Friday,  6  :30-6  :45  p.m. 
ALFRED  SIMON,  formerly  of  World 
Broadcasting  System.  will  join 
WQXR.  New  York,  to  handle  light 
mus:c  programs. 

HARLAND  EUGENE  READ,  for- 
merly of  the  editorial  staff  of  the  War 

Savings  Staff  in  Washington  and 
prior  to  that  news  analyst  and  editor 
of  BBC,  Transradio  and  KMOX,  St. 
Louis,  and  editorial  writer  of  the  St. 
Louis  Post-Dispatch,  has  joined  the 
news  staff  of  WBBM,  Chicgo. 
BOB  AKERLY,  newscaster,  of 
KOMO-KJR.  Seattle,  and  previous 
to  that  with  KGO,  San  Francisco,  has 
joined  the  Navy. 

JACK  IRVING,  a'Buouncer-writer, 
formerly  of  KQW,  San  Jose,  Cal.,  has 
joined  KJBS,  San  Francisco. 

OTIS  T.  WINGO,  Washington  cor- 
respondent for  WMCA,  New  York, 

has  started  a  15-minute  weekly  pro- 
gram  Wiiigo   On  Washington. 

GEORGE  FENNEMAN.  announcer- 
newscaster,  has  joined  KSFO,  San 
Francisco. 

MARVIN  GRAHAM,  newscaster,  has 
joined  KGO,  San  Francisco. 

»By  lEEPSl  THESE  BOUNDING  BUGGIES  COVER 

GROUND  DURN  NEAR  AS  GOOD  AS  WDAr 

COVERS  THE  WHOLE,  RICH  RED  RIVER  VAtiEyi " 

BILL  JENKINS,  chief  announcer  of 
WINX,  Washington,  recently  married 
Mary  .Tane  Kline,  of  WJEJ,  Hagers- 
town,  Md. 
ANN  STERLING,  director  of  wom- 

en's programs  of  KOMO-KJR,  Spo- 
kane, was  recently  appointed  State 

chairman  of  the  association  of  direc- 
tors of  women's  programs. 

THOMPSON  MAGOWAN,  announc- 
er, formerly  of  KOH,  Reno,  and 

KYOS,  Merced,  Cal.,  has  joined 
KJBS,  San  Francisco. 
RUTH  FRANKLIN,  formerly  of 
KLS,  Oakland;  KJBS,  San  Fran- 

cisco, and  Photo  and  Sound,  San  Fran- 
cisco, has  joined  the  production  de- 

partment of  KSAN,  San  Francisco. 

AL  BRAMSTEDT,  announcer,  for- 
merly of  KFAR,  Fairbanks,  Alaska, 

and  KXRO.  Aberdeen,  Wash.,  has 
joined  KSFO  San  Francisco. 
JOHN  GALBRAITH,  announcer  of 
KGO,  San  Francisco,  and  the  BLUE 
Network,  was  inducted  into  the  Army 
Sept.  22. 
HAL  BURNETT,  formerly  managing 
editor  in  the  New  York  offices  of  Ad- 

vertising Age,  has  been  transferred 
to  Washington,  where  he  now  serves 
as  Washington  editor.  He  replaces 
A.  P.  Mills,  now  in  the  Navy.  John  B. 
Miller  has  been  promoted  from  desk 
editor  to  managing  editor  in  the  maga- 

zine's Chicago  offices. 
BOB  MULLEN,  freelance  radio 
writer,  hs  joined  the  continuity  staff  of 
KSFO,  San  Francisco. 
DAVE  PAGE,  chief  announcer  and 
publicity  director  of  KWNO,  Winona, 
Minn.,  has  joined  the  Army  Air Forces. 

GENE  LIEPMAN,  who  recently  re- 
ceived a  medical  discharge  from  the 

Navy,  has  joined  the  news  staff  of 
KXOK,  St.  Louis. 

WDAY 

HEDGE-HOPPING  techniaue  of 
Douglas  A-20-B  Boston  plane  was 
described  by  Jimmy  Vandiveer,  spe- 

cial events  director  of  KFI-KECA, 

Los  Angeles,  from  bombadier's  com- 
partment, during  a  recent  half -hour 

special  events  broadcast.  Engineer- 
ing arrangements  included  pickups 

on  the  field,  in  the  air  and  from  the 
studio. 

WILLIAM  LAWRENCE  MEZGER, 
program  director  of  WSAM,  Saginaw, 
Mich.,  has  joined  WEEI,  Boston,  re- 

placing Jay  Wesley,  who  is  with  the Office  of  War  Information,  New  York. 
BILL  EVANS,  formerly  announcer  of 
WTMJ,  Milwaukee,  has  joined  WJJD, Chicago. 

JACK  POTTER,  day  captain  of  the 
NBC-Chicago  guide  staff,  and  Jack 
Feierabend,  NBC  guide,  have  joined 
the  Army,  the  latter  in  a  special  train- 

ing course  conducted  by  the  Army  Sig- 
nal Corps  at  Louisville,  Ky.  Lionel  J. 

Mlin  was  appointed  day  captain  suc- 
ceeding Jack  Potter  and  Bruce  Starr 

and  George  Klett  have  been  added  to 
the  guide  staff. 
LEE  SWBBTLAND,  staff  singer  of 
NBC,  Hollywood,  is  the  father  of  a 
boy. 

ROBERT  SWAN,  formerly  program 
director-announcer  of  KFAC,  Los 
Angeles,  has  joined  KFI-KECA,  that 
city,  in  the  latter  capacity. 
LEN  FINGER,  formerly  program  di- rector of  KFDM.  Beaumont,  Tex.,  has 
joined  the  script  division  of  BLUE. 
Finger  wrote  the  script  for  the  BLUE 
broadcast  launching  the  motion  picture 
industry's  war  bond  drive  some  time 

ago. CLIFF  NAZARRO,  Hollywood 
double-talk  comedian,  has  been  signed 
for  a  spot  on  the  weekly  CBS  program, 
Mischa  the  Magnificent. 

FRANK  RUETZ,  announcer  of 
WELI,  New  Haven,  will  be  ordained  a 
Deacon  in  the  Episcopal  Church. 
John  Lucas  is  substituting  as  an- nouncer. 

SGT.  ROBERT  W.  YOUMANS,  Ma- rines, former  announcer  of  WFBC, 
Greenville,  S.  C,  is  the  father  of  a 

girl. 
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DAL  WYANT  has  resigned  from  the 
continuity  dept.  of  WFMJ,  Toungs- 
town,  O.,  to  become  production  man- 

ager of  WHBB,  Portsmouth,  N.  H. 
CHARLES  S.  BUCK,  announcer  of 
KDYL,  Salt  Lalie  City,  is  the  father 
of  a  boy. 
CECIL  WOODLAND,  formerly  con- 

tinuity director  of  WTRY,  Troy,  has 
joined  WSNY,  Schenectady. 
DICK  REED,  newscaster  of  WIRE, 
Indianapolis,  was  inducted  into  the 
Army  Sept.  26  as  a  volunteer  officer 
candidate. 

BILL  DEAN,  formerly  of  WDAY, 
Fargo,  has  joined  WIRE,  Indianapolis, 
as  publicity  director  and  announcer. 
ELIZABETH  WAYNE,  former  Far 
Eastern  correspondent  for  MBS  and 
wife  of  John  Raleigh,  WCCO,  Min- 

neapolis, news  analyst,  now  conducts 
a  five-minute,  five-weekly-program  of 
News  for  Women  over  WCCO. 
LYLE  LITTLE,  announcer  of  WJDX, 
Jackson,  Miss.,  has  been  promoted  to 
traffic  manager  of  the  station. 
PAT  HALVERSON,  newscaster  of 
WJDX,  Jackson,  Miss.,  was  recently 
married  to  Wilma  Killingsworth,  Port 
Gibson,  Miss. 
BOB  NELSON  has  been  named  head 
of  the  continuity  and  publicity  de- 

partments of  WGBR,  Goldsboro,  N.  C, 
replacing  Arthur  Madeley,  who  is  now 
assistant  to  Ted  Burwell,  program 
director.  Verna  Lowell  is  now  secre- 

tary to  the  general  manager. 
KEN  RAPIEFF,  sports  announcer  of 
WICC,  Bridgeport,  recently  became 
the  father  of  a  daughter. 
ALMA  DBTTINGER,  WQXR,  N.  T.. 
is  convalescing  at  the  Stamford 
(Conn.)  Hospital  following  an  appen- 
dectomy. 

DON  O'BRIEN,  sportscaster  of WNAX,  Yankton,  S.  D.,  who  has 
done  major  league  baseball  for  the 
Iowa  Broadcasting  Co.,  was  commis- 

sioned ensign  in  the  Naval  Reserve 
and  will  report  Oct.  5  at  Princeton, N.  J. 

TONY  BARRETT,  formerly  at 
WNOX,  KnoxvUle,  and  WSIX,  Nash- 

ville, and  other  southern  stations,  is 
program  director  and  sportscaster  of 
WRBL,  Columbus,  Ga. 
HAROLD  GRAMS  and  Frank  Eschen 
are  covering  1942  football  games  for 
KSD,  St.  Louis. 
GORDON  THOMAS,  announcer  of 
WTMJ,  Milwaukee,  became  the  father 
of  a  girl. 

CHARLES  THOMAS  WADE,  former 
newspaperman,  promotion  manager  and 
radio  continuity  writer,  who  has  been 
with  WOPI,  Bristol.  Tenn. ;  KMLB, 
Monroe,  La.;  WMPS,  Memphis, 
Tenn.;  and  WCPO  Cincinnati,  has 
joined  the  announcing  staff  of  WCKY, 
Cincinnati. 

HAL  THOMPSON,  formerly  news  and 
sports  announcer  of  WFAA,  Dallas,  is 

:  in  Officers  Candidate  School,  Miami, 
and  has  been  commissioned  lieutenant 

.  in  the  Army  Air  Forces. 

i  MILDRED  BRENNAN,  formerly publicity  and  script  writer  of  Plumb- 
ing &  Heating  Industries  Bureau,  Chi- 

cago, on  Oct.  1  will  join  the  news  and 
continuity  staff  of  KFGB,  Great  Falls, Mont. 

JACK  McCORMICK  and  Jim  Con- 
way, announcers  of  WBBM,  Chicago, 

have  started  aviation  training.  Mc- 
Cormick  as  a  lieutenant  in  the  Marine 
Corps,  Jacksonville.  Fla.,  and  Conway 

,  as  an  Ensign  at  Northwestern  U. 

JOHN  HODIAK,  radio  actor  of  NBC- 
Chicago,  has  signed  a  motion  picture 
contract  with  MGM  and  will  go  to 
Hollywood  Oct.  1. 

TOM  MOORHEAD,  of  the  special 
events  department  of  WFIL,  Phila- 

delphia, and  assistant  publicity  direc- 
tor, has  enlisted  in  tW  Coast  Guard 

Reserve  Volunteer  Regiment. 
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pentliouse  gardeners! 

^  KMA  farmers  are  fighting  the  greatest 
production  war  in  history.  With  a  corn 
yield  of  56  bushels  per  acre,  the  1942 

KMA  farm  output  "will  reach  a  level  that 
has  probably  never  before  been  equaled 
in  a  single  season  on  any  comparable 

area  of  land". 
Those  are  the  words  of  Leslie  M.  Carl, 
State  Agricultural  Statistician,  who  also 
said  that  there  will  be  a  record  produc- 

tion of  soy  beans  (for  oil),  oats,  hay, 
etc.  in  the  KMA  area. 

What  does  this  mean  to  you  as  an  ad- 
vertiser? Simply  that  1942  KMA  farm 

income  will  break  records,  too.  In  1941 

the  1,939,062  farm  and  small-town  peo- 

ple spent  $544,000,000  for  food,  cloth- 
ing, furniture,  toothpaste,  shaving 

cream,  and  all  the  other  kinds  of  items 
most  people  buy. 

It's  a  big  market — a  responsive  market 
— as  KMA  advertisers  know.  Get  all  the 
dope  now.  Send  for  your  copy  of  our 
latest  market  data  brochure. 
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WILLIAM  J.  LALLY,  formerly  an- 
nouncer of  WHYN,  Holyoke,  Mass., 

now  a  private,  has  been  transferred 
from  the  public  relations  department 
of  the  air  forces  at  Keesler  Field, 
Miss.,  to  the  first  motion  picture  unit 
of  the  Army  air  forces  at  Los  Angeles. 
He  will  be  commentator  for  movie 
"shorts"  and  will  do  some  script writing. 

MARGARET  JACOBSON,  of  the 
traffic  department  of  KSL,  Salt  Lake 
City,  was  married  to  David  Emerton Williams. 

GENE  HALLIDAY.  staff  organist  of 
KSL,  Salt  Lake  City,  and  Harry 
Clarke,  KSL  baritone,  have  joined  the Marines. 

MEL  FERRER,  formerly  with  Holly- wood Playhouse,  has  joined  KFRO, 
Longview,  Tex.,  as  announcer.  DeWitt 
.Jones,  announcer  of  KFRO.  has  ac- 

cepted work  as  librarian  in  the  Army 
base  at  Charleston,  S.  C. 
MARJORIE  McCLURE,  formerly 
children's  program  producer  of 
WAGE.  Svracuse.  will  write  continu- 

ity for  WTRY,  Troy. 
BOB  WHITE,  continuity  writer  of 
WBBM.  Chicago,  recently  became  the 
father  of  a  baby  girl. 

.JOHNNIE  NEBLETT,  Chicago  free- 
lance announcer,  has  been  appointed 

ifficial  ra.e.  of  the  St.  Louis  National 
Horse  Show  for  the  third  consecutive 

year. 
RHEA  DIAMOND,  former  assistant 
to  .Jack  Banner,  publicity  director  of 
WNEW,  New  York,  is  returning  to 
the  radio  field  after  a  brief  absence  to 
act  as  a  freelance  press  agent.  She  is 
representing  Kathryn  Cravens,  con- 

ductor of  News  Through  A  Woman's Eyes,  sponsored  on  WNEW  by 
Francis  Rogers  &  Sons,  New  York 
department  store. 

SGT.  GENE  AUTRY,  star  of  the 
weekly  CBS  program  by  that  title, 
snonsored  by  Wm.  Wrigley  Jr.  Co. 
(Doublemint  gum),  has  been  trans- 

ferred from  Army  Air  Forces  Train- 
ing Center  at  Fanta  Ana,  Cal.,  to 

Luke  Field.  Phoenix,  for  additional 
flying  training.  With  balance  of  cast 
travelling  from  Hollywood  to  Phoenix 
for  each  broadcast,  series  will  originate 
from  the  latter  city  until  further 
notice,  according  to  Army  officials. 

MRS.  ELIZABETH  K.  SHELDON, 
wife  of  Wally  Sheldon,  former  an- nouncer of  WCAU,  Philadelnhia.  who 
joined  the  Army  Air  Corps  last  month, 
has  joined  the  news  staff  of  WCAU. 

ROY  NEAL,  announcer  of  WIBG, 
Glenside,  Pa.,  is  to  become  a  member 
of  the  armed  forces  next  month. 

HELEN  J.  SIOUSSAT,  head  of  the 
radio  talks  department  of  CBS.  has 
completed  a  book  to  be  published  next 
January  by  L.  B.  Fischer,  New  York, 
under  the  title  Mikes  Don't  Bite,  an inside  story  of  the  Radio  industry. 

AIME  GAUVIN,  free  lance  an- nouncer-artist, has  joined  WSRR, 
Stamford,  Conn. 

BOB  JOHNSON,  former  educator  and 
lecturer,  has  joined  KLX,  Oakland, 
Cal.,  as  commentator. 
ROBERT  FAS  SON,  former  British 
newspaperman  and  world  traveler, 
joined  the  news  commentator  staff  of 
KPO,  San  Francisco. 
JOHN  THOMPSON,  foreign  editor 
of  the  San  Francisco  News  and  Archi- 

bald MacPhail,  former  New  York  and 
Honolulu  newspaperman  and  at  one 
time  owner  of  the  Carmel  Pine  Cone. 
have  been  added  to  the  staff  of  KYA. 
San  Francisco,  as  news  commentators. 
WILLIAM  ERNEST  SPARGROVE. 
formerly  BLUE  announcer,  and  pre- 

viously with  NBC,  graduated  from 
the  Officer  Candidate  School  of  the 
Eastern  Signal  Corps  School,  Fort 
Monmouth.  N.  .J.,  with  the  rank  of 
second  lieutenant. 

STERLING  V.  COUCH,  education 
director  of  WDRC.  Hartford,  is  on  the 
Fire  Prevention  Week  Committee  of 
the  Hartford  Chamber  of  Commerce. 
ROBERT  HOBGOOD,  formerly  pro- 

duction manager  of  KFDM,  Beaumont, 
Tex.,  is  program  director  of  WCMI, Ashland,  Ky. 

NEIL  NORMAN  handles  play-by-play 
accounts  of  football  games  this  fall  for 
WIL,  St.  Louis. 
HARVEY  OLSON  is  chief  announc- 

er of  WDRC,  Hartford,  succeeding 
Ray  Barrett,  who  enters  the  Army  as 
Volunteer  Officer  Candidate. 
BARBARA  SMITH,  formerly  with 
WABY.  Albany,  WGY.  Schenectady, 
and  WFIL  Philadelphia  has  been 
named  chief  continuity  writer  of 
WSBA,  York,  Pa. 
JOE  STARR,  former  newscaster  and 
chief  announcer  of  KHUB,  Watson- 
ville,  Cal.,  is  now  replacing  Al  Nuno 
as  program  director.  Bill  Murphy,  an- nouncer of  KHUB.  expects  to  be  called 
to  active  duty  in  the  Navy  shortly. 
BILL  EVANS,  formerly  announcer 
of  WTMJ,  Milwaukee,  and  WEBC, 
Duluth,  has  joined  WJJD  Chicago. 
Evans  takes  one  night  a  week  away 
from  the  mike  to  commute  to  Mil- 

waukee where  he  is  an  instructor  in 
speech  at  Wisconsin  U. 
WALTER  HOLMES,  sen'or  announc- er of  WBNX,  New  York,  has  been 
elected  to  the  board  of  directors  of  the Bronx  Chamber  of  Commerce,  and  is 
the  youngest  member  of  the  organiza- 

tion. Holmes,  3G,  was  formerly  presi- dent of  the  Bronx  Junior  Chamber 
of  Commerce. 
ART  RAYMOND,  former  tobacco 
salesman,  has  joined  the  announcing 
staff  of  WPAT,  Paterson,  N.  J. 
JOHN  VANDERCOOK,  NBC  news 
commentator,  on  Sept.  27  started  a  new 
series  of  weekly  commentaries  on  the 
BLUE,  Sundays,  3-3  :15  p.m. 
BOB  SHAW  resigned  from  the  NBC 
press  department  Oct.  1  and  is  cur- 

rently doing  freelance  scripting.  Pres- ent assignment  is  Front  Page  Farrell, 
which  started  on  NBC  several  weeks 
ago  for  Kolynos  Co..  New  Haven, 
Conn,  for  Kolynos  toothpaste. 
WALTER  KANER.  for  two  years 
publicity  director  of  WWRL,  New 
York,  last  week  joined  WLIB,  New 
York,  to  assume  the  newly-created  po- sition of  director  of  publicity  and 
special  features,  according  to  Elias  J. 
Godofsky,  general  manager  of  the  five- month  old  station. 

JAMES  ROSELEIGH,  20-year-old son  of  the  late  Jack  Roseleigh.  veteran 
NBC  actor,  has  joined  the  NBC  page 

staff. ANNE  ALICIA  JONES  is  first 
woman  announcer  of  WWNY,  Water- town.  She  was  formerly  with  KOA, 
Denver. 

^EVD
 

NEW  YORK'S  STATION  OF 
DISTINCTIVE  FEATURES 

NOW 5000 WATTS 

The  nniqne  posttion  of  WEVD  with  a  larpc 
arrtion   of   Mrtnipolitan   New   York*!  radio audience  is  evidenced  by- 

CD.  The  featare  boxea  of  newipaper radio  program  papea 
(2.)  The  laree  number  of  famous  adver- tiarrs  on  the  station  continuously 

year  after  year. 
A$k   for  "Who'i   Who  On   WEVD"  .  .  . tenf  on  rrqu»*t. 

WEVD 
117-119  West  46th  St.,  New  York,  N.  T. 
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BOB  GENTRY,  program  director  of 
KOMO-KJR,  Seattle,  is  taking  the 
CAA  course  at  Pullman,  Wash.  John 
Pearson  succeeds  as  program  director, 
with  Fred  Patterson,  former  an- 

nouncer, as  assistant. 
JOHN  ORNER  and  Bob  Miller, 
graduates  of  the  Beck  School  for  Ra- 

dio. Minneapolis,  are  now  announcers 
of  KGIR,  Butte,  Mont.,  and  WKBZ, 
Muskegon,  Mich,  respectively. 
JIM  BENNETT,  assistant  news  edi- 

tor of  KOA,  Denver,  has  joined  the 
Navy  as  radioman,  second  claps.  Bill 
Day,  news  editor,  has  been  called  to 
active  duty  in  the  Army  Air  Forces. 
Rex  Brown,  formerly  of  the  Denver 
Post,  succeeds  Mr.  Day  as  news  editor, 
and  Tom  Mechling  becomes  assistant 
news  editor. 
NOEL  SCHRAM,  announcer  for 
KOMO-KJR,  Seattle,  is  now  producer 
for  the  stations,  replacing  Bill  Gavin, 
who  has  accepted  a  similar  position 
with  KPO-KGO,  San  Francisco. 
GEORGE  VOUTSAS,  former  NBC 
producer  in  Chicago,  is  in  the  Army, 
stationed  at  Camp  Grant,  111. 
FRANCES  CASEMENT  has  joined 
KMOX.  St.  Ijouis,  as  director  of  the 
Wonieti's  Hour. 
WALTER  PETERSON,  formerly 
with  WJWC.  Chicago,  h^'-.  '^n-.-n-A the  announcing  staff  of  KWK,  St. 
Louis. 
HUBERT  MITCHELL,  of  Memphis. 
Tenn..  and  Lynn  Cook,  of  KOB.  Albu- 

querque, have  jiined  the  announcing 
staff  of  KARK,  Little  Rock,  Ark. 
BILL  KELLY,  promotion  dept.  of 
WCAE.  Pittsburgh,  has  -oined  the 
Army,  reporting  to  Camp  Meade,  Md. 
BILL  WINSETT,  special  event<!  an- 

nouncer, is  in  charge  of  the  WTJS 
record  department  effective  Oct.  1. 
DAVE  WORLEY.  formerly  with 
KFYO,  Lubbock.  Tex.,  and  KOB.  Al- 

buquerque, has  joined  the  announcing 
and  sales  staffs  of  KWFT,  Wichita 
Falls,  Tex. 
BILL  DEMEY,  known  as  Bill  Mar- 

lowe, formerly  of  WCSC,  Charleston. 
S.  C,  has  joined  WKST.  New  Ca.<;tle. 
Pa.,  where  he  will  conduct  a  musical 
clock  program. 

ANN  CHEPEL.  announcer  of  WEBC, 
Duluth,  has  resigned  to  join  the  fac- 

ulty of  West  Arlington,  S.  D.,  high 
school.  Clark  Haydn,  freelancer,  and 
Lloyd  Chapman,  new  to  radio,  are  new 
announcers  on  WEBC. 

PEEL  STEVEN,  announcer  of  CFCF. 
Montreal,  has  joined  the  RCAF. 
JOHN  GRAVELLE,  librarian  of 
WFAA.  Dallas,  leaves  Oct.  1  for  Ma- 

rine Officer  Candidate  School. 
BEN  PEARSON,  formerly  continuity 
writer  of  CBS,  Hollywood,  has  joined 
J.  Walter  Thompson  Co..  that  city,  as 
assistant  to  George  Welles,  writer  on 
the  weekly  CBS  Lux  Radio  Theatre, 
sponsored  by  Lever  Bros. 
TOM  MORRISON,  formerly  of  the 
CBS  messenger  staff,  will  replace  Bill 
Curtis  in  the  CBS  newsroom.  Curtis 
has  enlisted  in  the  Merchant  Marine. 
BOB  KESTEN,  of  Toronto,  has  been 
appointed  program  director  at  CKWS, 
Kingston,  Ont.  He  was  formerly  with 
Ardiel  Adv.  Agency,  Toronto. 
VAL  BROWN,  formerly  announcer  of 
KIEV,  Glendale  ;  KFEL,  Denver  ;  and 
WLAV,  Grand  Rapids,  Mich.,  has 
joined  the  announcing  staff  of  KHJ, 
Los  Angeles. 
ALICE  PENTLARGE,  commentator, 
who  has  conducted  women's  programs on  WQXR,  New  York,  is  substituting 
for  Alma  Dettinger,  on  Other  People's Business,  while  the  latter  recovers 
from  an  attack  of  appendicitis. 
JACK  LITTLE,  announcer  of  KMPC, 
Beverly  Hills,  Cal.,  has  been  inducted 
into  the  Army. 
JOHN  HENRY,  formerly  program 
manager  of  KLO,  Ogden,  Utah,  has 
joined  KFI-KECA,  Los  Angeles,  as announcer. 

Bad  Plug 

IRONY  played  its  part  on  a 
KLZ,  Denver,  newscast,  when 
nation-wide  gas  rationing 
news  was  released.  First 
airing  of  the  bulletin  oc- 

curred on  a  news  period 
sponsored  by  Split-Second 
gasoline. 

ARNOLD  ROBERTS,  formerly  of 
KGFJ,  Los  Angeles,  has  joined  KFAC, 
that  city,  as  announcer. 

J.  C.  LEWIS,  Jr.,  producer  of  Mu- 
tual-Don Lee  network,  Hollywood,  has 

joined  the  Army. 
SAM  HAYES,  Hollywood  newscaster, 
has  been  signed  as  background  an- 

nouncer for  radio  station  sequences  in 
the  Samuel  Goldwyn  film,  "They  Got 
Me  Covered." 
GILBERT  MEFFAN,  in  the  tran- 

scription department  of  CBS,  Holly- 
wood, resigned  to  undergo  a  training 

period  under  the  American  Red  Cross. 
He  will  be  field  public  relations  direc- 

tor for  the  military  and  naval  bureau 
of  that  organization. 

BOB  WAGNER,  news  editor  of  KHJ, 
Hollywood,  will  join  Army. 

HENRY  HICKMAN,  assistant  pro- 
gram director  of  WFBR,  Baltimore,  is 

the  father  of  a  baby  girl. 

JOE  BRENNAN,  announcer  of 
KXOK,  St.  Louis,  married  Dorothy 
Wiedemeyer  recently. 

SGT.  ROLAND  J.  SCHUMACHER, 
head  of  the  Traffic  Education  Division 
of  the  St.  Louis  police,  who  has  been 
conducting  So  It  Can't  Happen  to You,  feature  of  KXOK,  St.  Louis, 
has  been  awarded  a  $600  scholarship  at 
Northwestern  U  for  his  safety  educa- 

tion work  in  St.  Louis. 

BOB  NEAL.  announcer  of  KFDM.  is 
now  program  director  of  WCMI,  Ash- land, Ky. 

BERNIE  ADAMS,  formerly  with 
WMFF,  Plattsburg  and  WBRK,  Pitts- 
field,  is  .staff  announcer  and  musical 
director  of  WPDQ,  Jacksonville. 

MARTIN  LEWIS.  New  York  radio 
contact  for  Paramount's  publicity  de- 

partment, has  been  transferred  to  Hol- 
lywood. He  replaces  Robert  D.  Hussey, 

who  resigned  to  join  Frank  W.  Vin- 
cent Agency,  Beverly  Hills,  Cal.,  talent 

service  as  an  associate. 

To  Get  INS  Awards 
FIRST  AWARDS  of  the  INS 
Medal  of  Honor  for  heroic  devotion 
to  duty  will  be  made  during  the 
CBS  Vox  Pop  broadcast,  Monday, 

Sept.  28,  8-8:30  p.m.  The  decora- tion will  be  bestowed  by  Joseph 
V.  Connolly,  INS  president,  upon 
Larry  Meier,  INS  correspondent 
who  accompanied  the  American 
Rangers  during  the  Dieppe  raid ; 
Ross  Munro,  of  Canadian  Press, 
who  accompanied  the  Canadian 
Commandos  on  the  same  assign- 

ment; and  Drew  Middleton,  former 
AP  correspondent,  who  covered  the 
raid  for  American  nev;spapers, 
now  with  The  New  York  Times 
London  office.  Bi-oadcast  of  the 
ceremonies  will  include  a  pickup 
from  London,  with  Bob  Trout,  CBS 
newscaster,  officiating. 

CARL  COOK,  continuity  writer-an- nouncer of  KTMS,  Santa  Barbara, 
Cal.,  has  joined  the  Coast  Guard. 
Russell  Ireland,  formerly  of  KFJM. 
Grand  Forks,  N^.  D.,  has  taken  over Cook's  former  station  duties. 

You've  No^er  Seen 

Am^nqlil^T 

YOU'RE  looking  at  wheat  stored  on  the 
ground  in  Kansas!  Government  reports 

say  almost  19  million  bushels  is  on  the 
ground  and  should  be  sold  immediately. 

Churches,  schools — yes  even  homes — have 
been  commandeered  to  store  this  surplus, 
golden  v/ealth.  Kansas  and  surrounding 

states  are  RICH!  Old-timers  say  they've 
"never  seen  the  likes." 

And  we  old-timers  in  radio  have  never  seen 
anything  like  the  smashing  response  this 
rich  audience  is  giving  WIBW  advertisers. 
Soaring  sales,  success  stories,  and  renewed 

contracts  are  positive  proof  that  WIBW's 
friendly  personalities  and  neighborly  pro- 

grams are  the  greatest  sales  force  in  six 
states  .  .  .  and  that 

WIBW  HAS  WHAT  YOU  NEED! 

WW  A  WW  ^^tX>  COLUMBIA  OUTLET  FOR  KANSAS 
I  BEN  LUDY,  G...  M„  —  

REPRESENTED  BY  CAPPER  PUBLICATIONS,  INC. 
NEW  YORK  DETROIT  CHICAGO  KANSAS  CITY  SAN  FBANCIiCO 

BROADCASTING  •  Broadcast  Advertising September  28,  1942  •  Page  39 



Listening  to  Neivscasts  Reaches  Peak 

At  Noon  in  Kansas^  State  Study  Shows 
NEWS    LISTENING    reaches    a        In    attempting    to    assure  the 
peak  of  77.69r  at  noon  in  Kan- 

sas, higher  than  at  any  other 
time  in  the  day,  according  to  the 
results  of  a  survey  conducted  by 
Dr.  H.  B.  Summers,  Kansas  State 
College,  and  F.  H.  Whan,  U  of 
Wichita,  and  published  under  the 
title.  The  1942  Kansas  State  Ra- 

dio Audience. 

Employing  the  Summers  "sam- 
pling" methods,  7,015  homes  distrib- 

uted throughout  each  of  the  104 
counties  in  the  state  were  select- 

ed based  upon  proportions  estab- 
lished in  the  1940  census  figures. 

Interviews  were  conducted  in  per- 
son by  92  student  interviewers  un- 
der the  direct  supervision  of  fac- 
ulty members  of  larger  schools  of 

the  State.  In  securing  the  infor- 
mation, interviewers  used  a  print- 

ed questionnaire.  

study's  validity,  Mr.  Whan  points 
out  that  "a  random  sample  which 
includes  more  than  7,000  cases 
(over  1.5%  of  the  homes  in  Kan- 

sas) and  which  represents  all  sec- 
tions and  counties  in  direct  propor- 
tion to  the  population,  and  with 

relatively  accurate  representation 
economic,  age,  and  educational 
levels — must  be  regarded  as  statis- 

tically reliable." Listen  at  Noon 
Of  the  total  interviewed,  77.6% 

did  their  news  listening  at  noon. 
This  contrasts  with  71.7%  in  the 
morning;  66.7%  at  the  supper 
hour  and  72.2%  in  the  later  eve- 

ning. Broken  down  by  men  and 
women  this  pattern  of  news-listen- 

ing holds  true  for  men  and  women 
alike  living  on  farms  and  in  vil- 

lages but  city  listeners  increase 

their  listening  in  the  later  eve- 
ning. 

Weekday  listening  (Monday 
through  Friday)  showed  a  weight- 

ed average  for  all  women  of  3 
hours  and  35  minutes  as  compared 
with  2  hours  and  56  minutes  per 
day  for  men.  Divided  by  geography, 
farm  men  listened  2.76  hours  per 
day  and  farm  women  3.35  hours; 
village  men  hear  3.11  hours  per  day 
and  women  3.72  hours;  urban  men 
listen  to  2.96  hours  per  day  and 
women  3.64. 

Of  the  7,015  families  interviewed 
94.7%  had  radio  sets  in  their 
homes.  Ownership  is  highest  in  the 
cities  where  there  is  a  prevailing 
ownership  of  at  least  one  set  by 
97.9%  of  those  interviewed;  vil- 

lage ownership  amounted  to  95.0% 
of  those  interviewed  and  farm  own- 

ership came  to  91.3%  of  those  in- 
terviewed. The  survey  also  contains 

assorted  economic  facts  about  the 
market   such   as  the  distribution 

Speaking  of  Elections  — 
3. 

OUR  NOMINEE 

for  the  most  important  non-network  program 

IS 

WHEN  Eric  Knight,  author  of  "This  Above  All,"  Elissa 
Landi,  glamorous  stage  and  screen  star  and  a  novelist  in 

her  own  right,  and  Granville  Hicks,  author  of  the  outstanding 

novel  "Only  One  Storm,"  appear  together  before  a  microphone, 
you  would  expect  that  mike  to  bear  a  network  label.  Names  like 
those  are  network  calibre. 

When  this  actually  did  happen,  the  mike  said  "WGY." 
The  reason  is  that  we've  got  a  unique  show  here  that  the 

masters  of  literary  craftsmanship  have  greeted  with  gusto. 

"Speaking  of  Books"  brings  authors  and  critics  together  in  a 
literary  duel,  a  clash  of  highly  charged  personalities  that  has 

made  copy  for  Walter  Winchell,  headlines  for  "Variety"  and 
listening  pleasure  for  radio  fans  in  17  states  and  Canada. 

"Information  Please"  has  given  evidence  that  the  celebrities 
of  the  literary  world  can 
put  on  a  show  that  is 
sparkling  and  entertaining. 
If  any  further  proof  is  need- 

ed, we  refer  you  to  the  mail 
count  for  "Speaking  of 

Books." 
With  two  big  seasons  be- 

hind it,  "Speaking  of  Books" returns  to  the  air  October 
2nd.  Care  to  investigate? 

GENERAL  ELECTRIC 

WGY 

^  airea's  highest  power 

^  airea's  lowest  frequency 

if  airea's  NBC  Station 

In  '41-'42 Eric  Knight 

Jon  Voltin 

Erskine  Caldwell 

Rockwell  Kent 

Princess  Sapieha 
Lord  Marley 

James  T.  Farrell 

Fannie  Hurst 

Sally  Benson 
Lewis  Gannett 

Margaret  Leech 
Rex  Stout 

Granville  Hicks 

Irita  Van  Doren 

Elissa  Landi 

Konrad  Bercovici 

Curt  Riess 
Vicki  Baum 

"Ellery  Queen" 
Emile  Gauvreau 

Jerome  Weidman 

Bruce  Bliven 

Hans  Habe 

Carl  Crow 

Malcolm  Cowley 

Carl  Carmer 

Louis  Fischer 

Helena  Kuo 

etc. 

Rise  in  Listening  Shown 
In  New  Hooper  Survey 

HOOPER  evening  "Sets-In-Use" index,  as  published  in  the  Sept.  15 
National  Program  Ratings,  stands 
at  22.3,  up  2.2  from  the  Aug.  30 
report,  but  showing  no  change  from 
the  corresponding  report  last  year. 

Listening  to  sponsored  network 
shows  is  up  this  year  over  last,  the 
report  states.  Fifteen  programs 
showed  losses  of  audience,  83 
showed  gains  and  five  were  un- 

changed. Saturday  night  listening 
received  a  boost  compared  with  the 
late  August  averages. 

among  economic  groups,  phone  own- 
ership, taking  one  or  more  daily 

newspapers,  owning  a  car,  maga- 
zines read  during  the  30  days  pre- 

ceding the  interview  and  similar data. 

To  determine  the  trend  in  pro- 
gram preferences,  each  interviewee 

was  asked  which  five  types  of  pro- 
gram he  liked  best  of  the  16  types 

listed.  For  1942,  news  is  at  the  top 
with  75.6%  representing  a  slight 
decline  from  the  1941  figure  of 
76.8%.  Comedians  received  67.8% 
contrasted  with  60.0%  for  1941. 

Other  types  in  the  order  of  their 
rank:  Popular  Music — 46.4%;  Au- 

dience Participation — 43.9%;  Var- 
iety Shows — 36.2%;  Complete 

Drama — 35.1%;  Religious  Music — 
27.6%;  Band  Music— 24.7%;  Old- 
time  Music — 24.6%;  Serial  Drama 
— 22.5  % ;  Sports  Broadcasts — 
19.3%;  Classical  Music— 18.6%; 
Talks,  Comments — 18.1%;  Market 
Reports — 14.6%;  Devotionals — 
13.5%  and  Talks  on  Farming — 8.1%. 

Those  "usually"  listening  to 
programs  at  8-8:30  p.m.  for  each 
day  of  the  week  favored  the  fol- 

lowing as  their  top  programs: 
Sunday,  Walter  Winchell,  50.8%; 
Monday,  Lux  Radio  Theatre, 
46.6%;  Tuesday,  Battle  of  Sexes, 
36.9%  with  Burns  &  Allen  at 
36.7%;  Wednesday,  Time  to  Smile, 
61.9%;  Thursday,  Major  Bowes, 
60.1  % ;  Friday,  Gang  Butters, 
37.0%  and  Saturday,  Your  Hit Parade,  63.8%. 

ALAN  COURTNEY,  m.e.  of  the  1280 
Cluh,  musical  program  on  WOV,  New 
York,  is  the  subject  of  a  series  of 
movie  shorts  being  distributed  nation- 

ally by  Columbia  Pictures,  New  York. 

WDRC 

CONNECTICUT'S  PIONEER  BROADCASTER 

„,s  v/e've  b
een 

For 

°  •"■'"'""vSng  Areo. 

P''"'°'\ws  co^'-'^se  end 
Given  _  sched- o\e,    VO"  so 

^^'^'ule'SoRCVf'^ 
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Railroad  Roundup — Newscast  Maps — Big  Aggie — 
Gotham  Displays — Five-Way  Push 

Columbia  Roses 

NOT  ONLY  are  employes  of 
CBS-Chicago  supplied  with 
Wrigley  chewing  gum  twice 
a  day  by  girl  guides,  but  all 
the  feminine  employes  are 
provided  with  a  fresh  rose 
every  Monday  morning,  with 
the  greeting,  "Good  morning! This  rose  is  presented  to  you 
with  the  compliments  of  the 
Columbia  Broadcasting  Sys- 

tem. If  the  vase  is  kept  filled 
with  water — the  rose  should 

last  all  week." 

WHEN  Parks  J
ohnson  and 

Warren  Hull  recently 
staged  their  Vox  Pop  quiz 
in  a  New  Haven  Railroad 

freight  classification  yard  near  New 
Haven,  the  railroad  joined  in  to 
make  the  broadcast  a  dramatization 
of  the  Battle  of  Transportation. 
More  than  400  large  broadsides  in 
railroad  stations,  150  more  on  plat- 

forms, 750  car  signs,  and  posters 
in  offices  and  shops  promoted  the 
show.  Approximately  1,000  em- 

ployes took  part  watching  from 
boat  train  cars  that  once  were 
familiar  sights  at  Harvard-Yale 
boat  races  on  the  Thames. 

Script  Maps 
TWO-PAGE  MAP  of  the  United 
States  showing  location  and  call 
letters  of  the  125  NBC  stations 
carrying  World  News  Parade  spon- 

sored by  Sheaffer  Pen  Co.,  Ft. 
Madison,  la.  (Scrip  ink),  and  pic- 

tures of  the  17  commentators  are 
included  in  the  Schaeffer  Dealer 
Digest,  new  eight-page  dealer  pro- 

motion paper  of  the  company.  An 
article  in  a  recent  issue  of  the 
paper  tells  dealers  why  the  pro- 

gram is  suitable  to  their  product 
from  the  standpoint  of  time  and 
content  of  the  broadcast.  Agency 
is  Russel  M.  Seeds  Co.,  Chicago. 

*  *  * 

Drug  Promotion 
KBUR  Burlington,  la.,  BLUE  affili- 

ate is  merchandising  BLUE  net- 
work programs  in  two  weekly  mail- 

ing pieces  sent  to  local  drug  and 
grocery  stores.  "Druggist  Briefs" mailed  to  365  stores  lists  BLUE 
programs  sponsored  by  drug  adver- 

tisers and  aired  on  KBUR  and  in- 
cludes news  items  of  interest  to  the 

trade.  "Grocery  Briefs"  mailed  to 525  stores  follows  the  same  format. 
Network  programs  are  also  pro- 

moted by  trailers  in  all  local  the- 
aters. 

*  *  * 

Cards  on  Stands 
TO  CALL  to  the  attention  of  news- 

paper and  magazine  distributors, 
Adrienne  Ames'  Fan  Magazine  of 
the  Air  on  WHN,  New  York,  Ideal 
Movie  Publications  sponsors  have 
launched  a  promotion  campaign  of 
two-color  display  tack  cards  for 
newsstands.  In  addition  newsdeal- 

ers and  distributors  are  receiving 
letters  carrying  details  of  the  pro- 

gram and  suggestions  for  tieing  in 
the  broadcast  with  sales  of  the  four 
magazines  published  by  the  sponsor. 

*  *  * 

Unsung  Heroes 
STORIES  of  unsung  heroes  and 
heroines  of  American  history  are 
sought  by  the  Little  Blue  Playhouse 
in  a  survey  to  be  carried  out  by 
grammar  and  high  school  children 
who  listen  to  the  BLUE  program. 
Accepted  letters  outlining  the  nec- 

essary facts  will  earn  war  stamps 
for  the  writers.  Best  letter  will 
bring  $25,  and  the  next  five  best  $5, 
in  war  stamps. 

GINGER  DINNING  of  the  Dinning 
sisters  trio  on  the  'National  Barn Dance,  on  Sept.  19  married  Harry 
Lntke  of  Advertising  Research  Foun- 

dation, Chicago. 

By  the  Children 
HALE  BROS.,  Sacramento,  Cal., 
(department  store),  with  coopera- 

tion of  local  schools,  on  Sept.  24 
started  sponsoring  a  weekly  half- 
hour  Junior  League  Children's Radio  Hour  on  KROY,  that  city. 
Programs  are  to  be  divided  into 
two  sections.  Junior  League  mem- 

bers will  take  over  the  first  quar- 
ter with  a  serialization  of  Mark 

Twain's  Tom  Sawyer.  Elementary 
school  children  will  utilize  balance 
of  the  broadcast,  presenting  a  com- 

plete 15-minute  sketch  each  week. 
In  addition,  starting  Sept.  25,  firm 
will  sponsor  a  weekly  half -hour  va- 

riety show  featuring  talented  stu- 
dents of  junior  high  and  junior 

college  age.  Latter  programs  are  to 
originate  from  a  different  school 
each  Friday. 

Theatre  Story 

FIVE-POINT  promotion  program 
for  Mutual's  True  Story  Theatre 
of  the  Air  will  include:  House  ads 
in  all  Macfadden  Publications;  edi- 

torial support  in  MacFadden  Pub- 
lications; stickers  on  True  Story 

Magazine,  giving  station  on  which 
program  may  be  heard  in  each 
city;  newsstand  posters  giving 
same  information;  banners  on  all 
delivery  trucks  of  Macfadden 
Publications.  Howard  Clothes,  New 
York,  launched  the  series  on  Mu- 

tual Sept.  23 — program  to  be  based 
on  material  from  True  Story,  a 
Macfadden  publication. *      *  * 

CHML  Brochures 
DETAILED  brochures  with  attrac- 

tive pictures  and  written  publicity 
have  been  made  up  giving  merchan- 

dising and  promotion  used  by  three 
programs  broadcast  on  CHML, 
Hamilton,  Ont.  The  brochures  ex- 

ploit They  Tell  Me.  CBC  feature 
starring  Claire  Wallace  and  Todd 
Russell ;  Name  It,  Snow  Flakes  Am- 

monia national  show,  and  Wife 
Preservers,  Javex  household  hint 
presentation  with  Johnny  Wayne 
and  Frank  Schuster. 

Big  Aggie 

CARRYING  out  their  "Big  Aggie" theme  following  a  recent  contest  to 
name  the  fat  girl  trade  character, 
WNAX,  Yankton,  S.  D.,  issued  a 
brochure  exploiting  Big  Aggie  and 
the  Dinner  Bell  Roundup  program. 
People  in  WNAX  area  are  wonder- 

ing whether  or  not  there  is  a  real life  Big  Aggie. 

GEORGE  P.  HOLLINGBERRY 
has  been  appointed  national  station 
representative  of  WPDQ,  Jacksonville. 

SALE  S/ 

Take  the  Nashville  market.  And  you  can  "take"  it  through  one  medium 
— WSIX! 

Here's  a  market  with  a  population  of  over  a  million-and-a-quarter  peo- 
ple v/ithin  the  WSIX  0.1 -mv  contour — people  whose  wages  are  higher, 

crops  are  bigger,  and  income  more  substantial  right  now  than  they've ever  been  before. 

Put  the  Nashville  market  in  your  territory  for  intensive  promotion  and 
watch  that  sales  curve  turn  up  NOW! 

SPOT  SALES,  INC.,  National  Representatives 

5000 
WATTS 

980 

KILOCYCLES 

NASHVILLE,  TENN, 
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KDKA  Names  Martz 
APPOINTMENT  of  Homer  H. 
Martz,  assistant  farm  agent  of 
Erie  County,  Pa.,  as  farm  director 
of  KDKA,  Pittsburgh,  succeeding 
Don  Lerch,  who  has  gone  into 
Government  service,  was  announced 
last  week  by  James  B.  Rock,  man- 

ager. Mr.  Martz  began  broadcast- 
ing Sept.  21,  taking  over  the  regu- 
lar 6  a.m.  assignment,  and  will  be 

spotted  in  special  farm  entertain- 
ment Saturday  afternoons  at  12:30. 

Mr.  Lerch  left  KDKA  a  month 
ago  to  join  the  Department  of 
Agriculture  in  Washington.  His 
successor  will  interview  farm  of- 

ficials, give  special  news  informa- 
tion, and  answer  questions  of 

farmers. 

Pillow  Victim 

PILLOW  FIGHTING  got 
too  rough  for  Jimmy  Mc- 
Clain,  m.c.  of  NBC  Dr.  I.  Q. 
on  a  recent  show  for  sailors 
and  marines  on  Navv  Pier. 

Chicago.  The  good  "doctor" invited  the  two  biggest  boys 
in  the  audience  to  stage  a 
pillow  fight  according  to  cus- 

tom on  the  unbroadcast  ver- 
sion of  NBC  Dr.  I.  Q.  on 

tour  of  service  camps  be- 
tween programs.  But  one  of 

the  fighters  made  a  wild 
swing  that  caught  Dr.  Mc- Clain  in  the  middle  and  sent 
him  sailing  into  the  orches- tra pit. 

FROM  6:15  A.  M.  to  9:00  A.  M. 

Sorry,  but  There  are  No  Early 

Morning  Availabilities  Left  on 

KFBl  the  5000  Watt  Influential 

Station  in  the  Wichita  Market 

BUT,  OCTOBER  1st  We  Can 

Offer  a  Top  Notclier — A  Ten 

Minute  Newscast  at  9:00  A.  M. 

I* 

This  is  YOUR  OPPORTUNITY  to  Sell 

a  Huge  CITY  and  FARM  AUDIENCE. 

Obviously,  it  Won't  Last  Long.  Wire 
or  Call  Today! 

KFBl -WICHITA 
RAY  LINTON,  General  Manaaer 

JOE  STAUFFER,  New  York  radio 
director  of  Kenyon  &  Eckhardt,  has 
reported  to  West  Point  as  an  instruc- 

tor with  rank  of  major.  He  was  grad- 
uated from  the  Academy  in  1920. 

FRED  R.  JONES,  copy  writer  of 
Hixson-O'Donnell  Adv.,  Los  Angeles, 
has  enlisted  in  the  Marines  and  goes  to 
officers'  training  school  at  Quantico, 
Va.  George  Belsey  Jr.,  formerly  of 
Maxon  Inc.,  Detroit,  has  taken  over 
Jones'  agency  duties. 
MARTIN  WEINSTEIN,  formerly 
publicity  director  and  copy  writer  of 
KROW,  Oakland,  Cal.,  has  joined 
Hillman-Shane-Breyer,  Los  Angeles 
agency.  He  succeeds  Claudine  French, 
resigned.  Jeanne  de  Garmo,  head  of 
the  agency's  publicitv  department,  has been  made  an  account  executive,  with 
Harriet  Grouse  taking  over  her  former duties. 

MARY  O'MEARA,  formerly  copy 
writer  of  J.  Walter  Thompson  Co., 
New  York,  has  joined  Compton  Adv., 
New  York,  in  a  similar  capacity. 
Robert  L.  Reavis,  formerly  of  Comp- 
ton's  media  department,  has  been commissioned  a  second  lieutenant  in 
the  U.  S.  Army. 

RALPH  HEINEMAN,  formerly  head 
of  his  own  agency  in  Chicago,  has 
joined  Ruthrauff  &  Ryan  in  that  city 
as  account  executive. 

DOUGLAS  LOUNDS  has  been  trans- 
ferred from  the  radio  department  to 

the  media  denartment  of  Benton  & 
Bowles,  New  York. 

ARTHUR  J.  DALY,  formerly  produc- 
tion director  of  N.  W.  Aver  &  S^n, 

New  York,  has  joined  William  H. 
Weintraub  &  Co.,  New  York  agency, 
as  radio  director.  With  N.  W.  Ayer 
for  the  past  three  years,  Daly  directed 
the  first  yenr-and-a-half  of  the  NBC 
Telephone  Hour  broadcasts,  and  also 
did  script  writing  and  general  radio 
copy  work.  Prior  to  joining  Ayer, 
Daly  had  served  for  eisht  years  as  pro- duction director  of  NBC. 

C.  L.  FUNNELL.  formerly  of  the 
eopv  department  of  Buchanan  &  Co., 
New  York,  has  joined  the  copy  de- 

partment of  Chas.  W.  Hoyt  Co.,  New York. 

FREDERICK  G.  MASLEN,  for  five 
years  copy  writer  of  Marschalk  & 
Pratt,  New  York,  and  .Tohn  Owen, 
formerly  of  Geyer.  Cornell  &  Newell 
and  J.  Stirling  Getchell  Inc.,  have 
joined  Buchanan  &  Co.,  New  York,  to 
service  the  Bendix  Aviation  Corp.  ac- 

count. Maslen  will  do  general  promo- 
tion and  cop-",  while  Owen  will  handle 

the  Bendix  House  Orsan  and  coordi- 
nate various  plant  division  publica- 
tions. Owen  served  recently  with  the 

WPB  in  Washington. 

The  SONG  HITS 

from 

Walt  Disney's  Feature  Picture 

Bambi 
-A-  Love  Is  a  Song 

*  Twitterpated 
if  Thumper  Song 
-k  Let's  Sing  a  Gay 

Little  Spring  Song 

■k  Little  April  Shower 

Broadcast  Music,  Inc. 
580  Fifth  Avenue 

— ^—  New  York  City  — 

Posthumous  Award 
PVT.  EDWIN  T.  BOTTELSON, 
28,  formerly  assistant  publicity 
director  of  Russel  M.  Seeds  Co., 
Chicago,  who  entered  the  Army 
Air  Force  last  Jan.  29,  has  been 
posthumously  awarded  the  Purple 
Heart  badge  for  valor.  Cited  by 
Brig.  Gen.  Simon  Buckner,  com- 

mander of  Alaska  defense,  he  was 
a  gunner  of  the  crew  of  a  heavy 
bomber  lost  while  attacking  the 
Japanese  during  bad  weather.  He 
is  survived  by  his  wife. 

JOSEPH  M.  GREELEY,  former  ad- 
vertising manager  of  the  cereal  divi- sion of  Heeker  Products  Corp.,  New 

York,  has  joined  Pedlar  &  Ryan,  New 
York. 
HAL  WINTER,  formerly  on  the  sales 
staff  of  WHN,  New  York,  and  pre- viously salesman  for  the  Katz  Agency, 
New  York,  has  joined  Raymond  Spec- 
tor  Co.,  New  York,  as  timebuyer,  suc- 

ceeding Dan  Rodgers,  who  has  joined 
the  Army  Air  Corps. 
JOHN  W.  BLOUGH,  formerly  on  the 
copy  staif  of  J.  Stirling  Getchell,  New 
York,  has  joined  Lennen  &  Mitchell, 
New  York. 
E.  N.  AXTELL,  formerly  assistant  to 
Freeman  Keyes,  president  of  Russel 
M.  Seeds  Co.,  Chicago,  who  recently 
enlisted  in  the  Army  as  a  sergeant  and 
ROTC  instructor  in  Chicago,  has  been 
transferred  to  Fort  Benning,  Ga.,  for 
officer  training  school.  Manley  Hardi- 
son  of  the  agency's  mail  room,  has  en- tered the  Army  at  Fort  Custer,  Mich. 

ALBERT  J.  KAPLAN,  account  exec- 
utive and  production  manager  of 

Julian  G.  Pollock  Adv.  Agency,  Phila- 
delphia, is  the  father  of  a  boy  born recently. 

RUSSELL  K.  CARTER,  account 
executive  of  Gray  &  Rogers ;  Norman 
Geare,  of  Geare-Marston,  and  Robert 
Arndt,  of  .John  Falkner  Arndt  &  Co., 
Philadelphia  agencies,  have  become 
members  of  the  U.  S.  Coast  Guard 
Auxiliary,  a  voluntary  organization 
which  patrols  the  coast  in  boats  do- 

nated by  citizens. 
DAVID  E.  ROTHSCHILD,  account 
executive  of  Oswald  Adv.  Agency, 
Philadelphia,  has  enlisted  in  the  Army 
as  a  volunteer  officer  candidate.  Mar- 

guerite R.  Johnson,  account  executive 
of  the  same  agency,  will  service  his 
accounts  for  the  duration. 

JERRY  SEEHOFF,  formerly  of 
Ruthrauff  &  Ryan,  New  York,  and 
before  that  of  H.  W.  Kastor  &  Sons, 
Chicago,  has  returned  to  Chicago  to 
rejoin  Kastor  as  copy  chief. 

DR.  AUGUSTIN  FRIGON,  assistant 
general  manager  of  the  Canadian 
Broadcasting  Corp.  is  making  tour 
of  the  Prairie  Region  and  British  Co- 

lumbia Region  of  the  CBC,  and  will 
spend  some  time  in  British  Colum- bia making  a  survey  in  connection  with 
the  extension  of  CBC  service  to  cer- 

tain areas  in  the  interior  of  the  pro- vince. 

Halifax,  N.  S. 

One-third  of  all  the  radio 
sets  in  Nova  Scotia  are 

within  25  miles  of  our 
antenna 

Ask  JOE  WEED 
Blue  and  Mutual  Networks 
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FRANKLIN  OWENS 
A  LTHOUGH  comparatively  new 
/\  as  timebuyer  for  Benton  & 
/m  Bowles.  New  York,  Frank 

Owens  is  by  no  means  new 
to  radio  or  to  the  advertising  world. 
He  can  claim  first  contact  with 
radio  as  an  infant  industry  back  in 
1925  when  he  assisted  in  publicity 
for  the  then-famous  Ipayia  Trouba- 

dours program,  when  it  was  con- 
ducted by  Sam  Lanin  and  included 

such  names  as  the  Dorsey  Brothers, 
Phil  Napoleon  and  Lucien  Schmidt. 

In  1927  before  the  concrete  was 

dry  in  NBC's  offices  at  711  Fifth 
Ave.,  New  York,  Frank  joined  ra- 

dio's inner  circles  and  authored  two 
books,  Broadcast  Advertising,  the 
other  Merchandising ,  both  issued  by 

NBC.  Today's  sales  manuals, 
time  charts  and  comparative  net- 

work schedules  are  a  development 
of  some  of  Owens'  first  contribu- 
tions. 

As  assistant  to  Daniel  S.  Tut- 
hill,  then  NBC  general  sales  man- 

ager, and  now  vice-president  of 
National  Concerts  &  Artists,  Frank 
was  assistant  night  manager  of 
studios  and  also  sat  in  on  NBC 
program  board  and  executive  com- 

mittees until  1931  when  he  became 
business  manager  of  the  radio  de- 

partment of  BBDO,  New  York. 
During  his  five  years  with  that 

agency,  his  work  included  not  only 
timebuying,  but  also  program  pro- 

duction and  even  the  writing  of 
commercials  for  the  radio  shows 
produced  by  BBDO  for  such  ac- 

counts as  Shinola,  Duff's  Ginger- bread and  Silver  Dust. 
His  next  agency  contact  was  with 

Maxon  Inc.,  New  York,  where  he 
was  manager  of  the  radio  depart- 

ment with  special  supervision  of 
the  General  Electric  and  Heinz 
Soup  accounts,  after  which  he 
headed  back  to  NBC  for  a  three- 
year  period  in  the  sales  promotion 
department. 

In  October  1941,  Frank  joined 
Benton  &  Bowles  as  assistant  time- 

buyer  and  took  over  in  August  of 
this  year  when  George  Kern  left 
the  agency  as  a  captain  in  the 
Army.  In  this  capacity  he  is  now 
supervising  time  sales  for  such  ac- 

counts as  General  Foods,  Best 
Foods,  Hecker  Products  (Shoe 
Polish  Div.)  Procter  &  Gamble 
(Ivory  Snow),  The  Prudential  In- 

surance Co.  &  Columbia  Recording Corp. 

Frank  says  that  more  than  any- 
ing  else  he  is  "interested  in  sales, 
the  promotion  of  sales  and  every- 

thing contributing  to  the  success- 
ful development  of  sales."  Time- 

buying,  for  that  reason,  has  a  fas- 
cination for  him — as  he  visualizes 

time  with  sales  as  the  object.  He 
first  entered  the  selling  field  in 
1916  when  he  traveled  abroad  for 
an  exporting  and  importing  firm, 
and  after  a  short  term  in  the  Army 
in  1918,  continued  his  selling 
career  in  printing,  engraving  and 
direct  mail  until  1925. 

Years  of  sales  experience,  plus 

Dad's  to  Double 

DAD'S  ROOT  BEER  Co.,  Chica- 
go (Dad's  Old-Fashioned  Root Beer),  which  has  had  immediate 

sales  reaction  to  its  transcribed 
conga  rhythm  spots  running  on  10 
midwestsrn  stations  [Broadcast- 

ing, June  29],  plans  to  double  its 
list  of  stations  in  the  Midwest  ef- 

fective about  Oct.  15.  Distribution 
is  national.  Agency  is  Malcolm- 
Howard  Adv.  Agency,  Chicago. 

his  17  years  in  many  varied 
branches  of  radio  have  stood  him 
in  good  stead,  he  says,  in  what  he 
considers  an  important  post  in  the 
best  "creator  of  sales"  agency  he knows. 

For  the  record,  Frank  was  born 
in  Philadelphia  in  1898,  is  now 
living  in  New  York  City,  and  is 
mighty  proud  of  a  son  in  training 
for  the  Army  Air  Corps.  His 
hobbies,  if  any,  he  adds,  are  fishing 
and  painting. 

AGENCY 

PENICK  &  FORD,  New  York  (My-T-Fine 
desserts)  to  Joseph  Jacobs  Jewish  Market- ing Organization,  New  York,  for  radio  and 
newspaper  advertising  in  the  Jewish  mar- 

ket. A  quarter-hour  musical  show  has  been 
launched  on  WEVD,  New  York.  No  fur- ther plans  for  the  present.  BBDO,  New 
York,  handles  all  other  advertising. 
HOLLYWOOD-PREMIER  Co.,  Los  Angeles 
(women's  work  clothes  &  general  sports- 

wear Mfrs.)  and  Graff  Mf".  Co..  Los 
Angeles  (blouse  mfgrs. ),  to  Hillman-Shane- 
Breyer  Inc.,  Los  Angeles. 
PENNSYLVANIA  Aircraft  Instrument 
School,  Philadelphia,  to  Adrian  Bauer  Adv. 
Agency.  Philadelphia.  Henry  Haas  handles 
the  account. 
WYLER  &  Co.,  Chicago  (dehydrated  soups, 
bouillon  cubes,  vegetable  flakes),  to  Good- kind,  Joice  &  Morgan,  Chicago. 
JOSEPH  TETLEY  &  Co..  New  York  to 
Duane  Jones  Co.,  New  York,  for  Tetley 
Soup  Mix,  a  dehydrated  soup  product. 
When  plans  are  completed,  radio  will  be 
one  of  the  main   media  used. 
FISHER,  BRUCE  &  Co..  Philadelphia 
(chinaware),  to  Gray  &  Rogers,  Phila- delphia. 

1125 

in 

1922  -  WOAI  went  on  the  air 

Sept.  25th,  as  a  500-watt  station. 
1925  -  WOAI  increased  its  pow- 

er to  5,000  watts — "super  power" in  those  early  days  of  radio. 
1928 -WOAI  became  affiliated 
with  NBC,  bringing  programs 
of  national  caliber  to  its  ever- 
increasing  audience. 
1930  -  WOAI  assumed  its  place 
as  one  of  the  most  powerful 
stations  in  the  U.  S.— with  50,000 
watts  on  a  clear  channel. 

1934  -  WOAI  helped  organize 

and  began  functioning  as  a  mem- 
ber of  the  Texas  Quality  Network. 

1938  -  WOAI  installed  the  finest 
studios  and  broadcasting  eguip- 
ment  in  the  Southwest. 

1942  -  WOAI  pledges  to  keep 
abreast  of  the  radio  industry 
during  the  NEXT  20  years — for 
benefit  of  its  listeners  and  its 
advertisers. 

;oAi 

Represented  Nationally  by  EDWARD  RETRY  6-  CO. 

THE   POWERFUL  ADVERTISING  INFLUENCE  OF  THE  SOUTHWEST 
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STATION  ACCOUNTS 

*p — studio  programs 
ne — news  programs 
t — traTiscriptions 

sa — spot  announcements 
to — transcription  announcements 

WGY,  Schenectady 
I.    J.    Grass   Co.,    Chicago    (soup),    2  sa 

weekly,  6  months,  thru  Charles  Silver  & 
Co.,  Chicago. 

Wilson  &  Co.,  Chicago  (food  products),  3 
sa  weekly,   13  weeks,  thru  U.   S.  Adv. 
Corp.,  Chicago. 

N.  Y.  Savings  Bank  Assn.,  N.  Y.,  2  sa 
weekly,  13  weeks,  thru  Ruthrauff  &  Ryan, 
N.  Y. 

Johnson  &  Johnson,  New  Brunswick,  N.  J. 
(surgical  products),  2  ta  weekly,  15 
weeks,  thru  Young  &  Rubicam,  N.  Y. 

B.  Meier  &  Son,  New  York  (Wheat  Germ 
Flakes) ,  3  sa  weekly,  6  weeks,  thru 
H.  C.  Morris  Co.,  N.  Y. 

McKesson  &  Robbins,  Bridgeport  (Bexel), 
3  me  weekly,  13  weeks,  thru  J.  D.  Tarcher 
&  Co.,  N.  Y. 

Ball  Bros.,  Muncie,  Ind.  (mason  jars),  2  sa 
weekly,  13  weeks,  thru  Applegate  Adv. 
Agcy.,  Muncie. 

E.  L.  Knowles,  Snringfield  fRubine),  3  sa 
weekly,  13  weeks,  thru  Chas.  W.  Hoyt 
Co.,  N.  Y. 

Major  B  Vitamins,  N.  Y.,  3  so.  weekly,  1 
year,  thru  Grey  Adv.  Agcy.,  N.  Y. 

Pan  American  Coffee,  New  York,  3  sa 
weekly,  3  months,  thru  J.  M.  Mathes  Inc., N.  Y. 

Beech-Nut  Packing  Co.,  Canajoharie,  N.  Y. 
(gum),  92  ta,  thru  Newell-Emmett  Co., N.  Y. 

Dryden  &  Palmer,  New  York  (Gravy  Mas- 
ter), 26  sa,  thru  Samuel  C.  Croot  Co., 

N.  Y. 
Carleton  &  Hovey  Co.,  Lowell,  Mass. 

(Father  John's  Medicine),  2  so.  weekly, 6  months,  thru  John  W.  Queen,  Boston. 
WLS,  Chicago 

Ball  Bros.,  Muncie,  Ind.  (jars),  5  sa  weekly, 
thru  Applegate  Adv.,  Muncie,  Ind. 

Lane  Bryant  Inc.,  Indianapolis  (women's apparel),  6  sa  weekly,  thru  E.  H.  Brown 
Adv.  Agcy.,  Chicago. 

Campbell  Cereal  Co.,  Minneapolis,  6  sa 
weekly,  thru  H.  W.  Raster  &  Sons,  Chi- cago. 

Pan  American  Coffee  Bureau,  New  York, 
3  sa  weekly,  thru  J.  M.  Mathes  Inc., N.  Y. 

Hubinger  Co..  Keokuk,  la.  (Elastic  Starch), 
12  aa  weekly,  through  Ralph  Moore  Inc., St.  Louis. 

G.  E.  Conkey  Co.,  Cleveland   (stock  feed), 
7  so  weekly,  thru  Rogers  &  Smith,  Chi- 
cago. 

Little  Crow  Milling,  Warsaw,  Ind.  (Coco- 
Wheats),  6  sp  weekly,  thru  Rogers  & 
Smith,  Chicago. 

WINX,  Washington 
C.  &  p.  Telephone  Co.,  156  sa,  thru  Henry 
Henry  Kaufman  Agency,  Washington. 

THE  Hui.in9,6.±  OF 

BROADCASTING 

WOWO-WGL,  Fort  Wayne 
Beech  Nut  Packing  Co..  Canajoharie.  N.  Y. 

(chewing  gum),  195  ta,  thru  Newell- Emmett  Co.,  N.  Y. 
Murphy-Phoenix  Co.,  Cleveland  (soap),  13 

sa,  direct. 
Kroger  Grocery  &  Baking  Co.,  Cincinnati, 

783  t,  thru  Ralph  H.  Jones  Co.,  Cincin- nati. 
Chicago  Sun  (newspaper),  7  sa,  thru  Wade 

Adv.  Agcy.,  Chicago. 
Oyster  Shell  Products  Co.,  New  Rochelle, 

N.  Y.,  52  sa,  thru  Cecil  &  Presbrey,  N.  Y. 
Chamberlain  Sales  Corp.,  Des  Moines  (cos- 

metics ) ,  78  sa,  thru  Cary-Ainsworth,  Des Moines. 
Musterole  Co.,  Cleveland,  130  sa,  thru  Er- 

win,  Wasey  &  Co.,  N.  Y. 
Pinex  Co.,  Fort  Wayne   (proprietary),  66 

ne,  thru  Russel  M.  Seeds  Co.,  Chicago. 
Luden's  Inc.,  Reading    (cough  drops),  78 sa,  thru  J.  M.  Mathes  Inc.,  N.  Y. 
Walker's  Austex  Chili  Co.,  Austin,  26  sa, thru  Crook  Adv.  Agcy.,  Dallas. 
Lever      Bros.      Co.,      Cambridge,  Mass. 

(Vimms),  90  ta,  thru  BBDO,  N.  Y. 
WINS,  New  York 

General  Baking  Co.,  N.  Y.  (Bond  Bread), 
20  sa  weekly,  52  weeks,  thru  Newell-Em- mett Co.,  N.  Y. 

Bulova  Watch  Co.,  N.  Y.,  10  sa  weekly,  13 
weeks,  thru  Blow  Co.,  N.  Y. 

B-C  Remedy  Co.,  Durham,  N.  C.  (headache 
powders),  30  sa  weekly,  13  weeks,  thru 
Chas.  W.  Hoyt  Co.,  N.  Y. 

Doubleday  Doran  &  Co.,  N.  Y.  (Book  League 
of  America,  mail  order) ,  24  sp  weekly, 
4  weeks,  thru  Huber  Hoge  &  Sons,  N.  Y. 

Simon  Ackerman  Clothes,  N.  Y.,  10  sa 
weekly,  26  weeks,  thru  Ehrlich  &  Neu- wirth,  N.  Y. 

Brooklyn  &  N.  Y.  Paramount  Theatres,  19 
so,  thru  Buchanan  &  Co.,  N.  Y. 

WJJD,  Chicago 
Chicago  Air  College,  Chicago  (technical 

school),  6  sp  weekly,  13  weeks,  thru 
M.  A.  Ring  Co..  Chicago. 

Lamb  &  Lamb  Publishing  Co.,  Chicago 
(book  for  servicemen's  families),  6  sp weekly  till  forbid,  thru  Gourfain-Cobb  and 
Irving  J.  Rosenbloom  Adv.  Agency,  Chi- 
cago. 

O'Sullivan    Rubber    Co.,    Winchester,  Va. (rubber    preserver),    12    to    weekly,  10 
weeks,  thru  Bermingham,   Castleman  & 
Pierce.  N.  Y. 

Rit  Products  Corp.,   Chicago    (dyes),  100 
sa,  thru  Earle  Ludgin  Inc.,  Chicago. 

KECA,  Los  Angeles 
Log  Cabin  Bread,  Los  Angeles  (bread),  5 

weekly  so  and  weekly  ta,  thru  Dan  B. 
Miner  Co.,  Los  Angeles. 

Quaker  Oats  Co.,  Chicago  (oatmeal),  6 
weekly  ta,  thru  Ruthrauff  &  Ryan,  (Chi- 
cago. 

Beneficial  Casualty  Co.,  Los  Angeles  (acci- 
dent insurance),  weekly  t,  thru  Stodel 

Adv.,  Los  Angeles. 
WIND,  Chicago 

Rit  Products  Corp.,  Chicago  (dyes),  11  sa 
weekly,  15  weeks,  thru  Earle  Ludgin  Inc., Chicago. 

Ward  Baking  Co.,  Chicago,  weekly  so,  thru 
W.  E.  Long  Co.,  Chicago. 

WFAA,  Dallas 
W.  L.  Douglas  Shoe  Co.,  Brockton,  Mass., 

39  sa,  thru  Harold  Cabot  &  Co.,  Boston, 
Studebaker  Corp.,  South  Bend,  13  sp,  thru 

Roche,  Williams  &  Cunnyngham,  Chicago. 
Northwestern  Yeast  Co.,  Chicago,  45  sp, 

thru  MacFarland,  Aveyard  &  Co.,  Chi- cago. 
O'Sullivan  Rubber  Co.,  Winchester,  Va. 

(heels  and  soles),  40  sa,  thru  Berming- 
ham, Castleman  &  Pierce,  N.  Y. 

Walker's  Austex  Chili  Co.,  Dallas  (chili), 52  so,  thru  Crook  Adv.  Agcy.,  Dallas. 
J.  A.  Folger  &  Co.,  Kansas  City  (coffee), 

260  t,  thru  Lord  &  Thomas,  Chicago. 
Arvey  Corp.,  Chicago  (R-V  Lite),  26  so, 

thru  First  United  Broadcasters,  Chicago. 
National  Biscuit  Co.,  New  York,  39  sp,  thru 
McCann-Erickson,  N.  Y. 

CKOC,  Hamilton,  Ont. 
Grove  Labs.,  St.  Louis   (Bromo  Quinine), 

120  t.  thru  Russel  M.  Seeds  Co..  N.  Y. 
Lever   Bros.   Toronto    (Lifebuoy),    200  t, 

thru  Ruthrauff  &  Ryan,  N.  Y. 
Dr.  A.  W.  Chase  Medicine  Co..  Oakville, 

Ont.    (proprietary),  270  sa,  thru  Ardiel 
Adv.  Agency,  Oakville,  Ont. 

Frederick   Stearns   &   Co.,   Windsor,  Ont. 
(Nyal  drugs),   156  so,  thru  A.  McKim 
Ltd.,  Toronto. 

KFI,  Los  Angeles 
Luden's  Inc.,  Reading,  Pa.  (cough  drops), 

4  weekly  so,  thru  J.  M.  Mathes  Inc., 
N.  Y. 

Bookhouse  for  Children,  Chicago  (books), 
2    weekly    sp,    thru    Presba,    Fellers  & 
Presba,  Chicago. 

Los  Angeles  Soap  Co.,  Los  Angeles  (Scotch 
cleanser) ,  8  weekly  t,  thru  Raymond  R. 
Morgan  Co.,  Hollywood. 

WWNY,  Watertown 
Socony- Vacuum  Oil  Co.,  New  York,  14  ne 

weekly,  1  year,  thru  J.  Stirling  GetcheU, N.  Y. 
American  Chicle  Co.,  New  York  (Dentyne 

gum),  3  ta  daily,  15  weeks,  thru  Badger 
&  Browning,  Boston. 

Gardner  Nursery  Co.,  Osage,  la.  (plants), 
12  t,  thru  Northwest  Adv.  Co.,  Seattle. 

WABC,  New  York 
Major  Vitamins  Inc.,  N.  Y.  (Major  Brand 

B   Complex  tablets) ,  3  so  weekly,  thru 
Grey  Adv.,  N.  Y. 

Beech-Nut  Packing  Co.,  Canajoharie,  N.  Y. 
(gum),  3  t  weekly,  thru  Newell-Emmett 
Co.,  N.  Y. 

WOV,  New  York 
Procter  &  Gamble  Co.,  Cincinnati  (Oxydoi) 

15  sa  weekly,  52  weeks,  thru  Blackett- 
Sample-Hummert,  Chicago. 

Barney's     Clothes,     New     York,  (men's clothes),   3  ne   weekly,   26   weeks,  thru 
Emil  Mogul  Co.,  N.  Y. 

WDRC,  Hartford 
Burma-Vita  Co.,  Minneapolis  (Burma- 

Shave),  8  ta  weekly,  6  months,  thru  Mac- Farland-Aveyard  &  Co.,  Chicago. 
Bond  Clothing  Stores,  N.  Y.,  3  sp  weekly, 

1  year,  thru  Neff-Rogow,  N.  Y. 

WHO,  Des  Moines 
Gamble  Stores,  Minneapolis  (retail),  6  sa 

weekly,  1  year,  thru  BBDO,  N.  Y. 
Lewis-Howe  Medicine  Co.,  St.  Louis  (N-R 

Tablets) ,  6  sp  weekly,  13  weeks,  thru 
H.  W.  Kastor  &  Sons,  Chicago. 

Ball  Bros.  Co.,  Muncie  (fruit  jars),  39  sa. 
thru  Applegate  Adv.  Agency,  Muncie. 

Studebaker  Corp.,  South  Bend  (sales  & 
service) ,  22  sp,  thru  Roche,  Williams  & 
Cunnyngham,  Chicago. 

Manhattan  Soap  Co.,  New  York  (Sweet- 
heart) ,  5  so,  weekly,  12  weeks,  thru Franklin  Bruck  Adv.  Corp.,  N.  Y. 

Arvey  Corp.,  Chicago  (R.  V.  Lite),  26  sa, 
thru  First  United  Broadcasters,  Chicago. 

Herbert  W.  Armstrong,  Eugene,  Ore. 
(Radio  Church  of  God)  1  t  weekly,  di- rect. 

J.  A.  Folger  Co.,  Kansas  City  (coffee),  5  t 
weekly,  1  year,  thru  Lord  &  Thomas, Chicago. 

Plough  Inc.,  Memphis  (cold  remedies),  572 
so,  thru  Lake-Spiro-Shurman,  Memphis. 

WJZ,  New  York 
stern's  Nurseries,  Geneva,  N.  Y.  (trees),  2 

so  weekly,  3  weeks,  thru  W.  L.  Wright 
Co.,  Rochester. Graham  Co.,  N.  Y.  (Redbow  food  products), 
2  so  weekly,  thru  Blaine-Thompson  Co., 
N.  Y. 

Carleton  &  Hovey  Co..  Lowell,  Mass.  (Father 
John's  medicine) ,  5  sa  weekly,  26  weeks, 
thru  John  W.  Queen  &  Co.,  Boston. 

A.  Goodman  &  Sons,  N.  Y.  (noodles),  3  so 
weekly,  52  weeks,  thru  Al  Paul  Lefton 
Co.,  N.  Y. Griffin  Mfg.  Co.,  N.  Y.  (shoe  polishes),  3 
so  weekly,  52  weeks,  thru  Bermingham, 
Castleman  &  Pierce,  N.  Y. 

Oakland  Chemical  Co.,  New  York  (Dioxy- 
gen  face  cream),  3  so  weekly,  13  weeks, 
thru  Wortman.  Barton  &.  Gould.  N.  Y. 

Sheffield  Farms  Co.,  New  York  (Homogen- 
ized Vitamin  D  Milk).  3  so  weekly,  9 

weeks,  thru  N.  W.  Ayer  &  Son,  N.  Y. 

WHN,  New  York 
Carleton  &  Hovey,  Lowell,  Mass.  (Father 

John's  Medicine) ,  6  so  weekly,  26  weeks, thru  John  W.  Queen  Adv.  and  Merch., Boston. 
Griffin  Mfg.  Co.,  Brooklyn  (shoe  polishes), 

sa,  64  weeks,  thru  Bermingham,  Castle- man &  Pierce,  N.  Y. 
Potter  Drug  &  Chemical  Corp.,  Maiden, 

Mass.  (Cuticura  products),  so  52  weeks, 
thru  Atherton  &  Currier,  N.  Y. 

Kasco  Mills,  Waverly,  N.  Y.   (stock  feed) , 
3  so  weekly,  13  weeks,  thru  Campbell- 
Sanford  Adv.,  Cleveland. 

Ideal  Publishing  Co.,  N.  Y.  (movie  maga- 
zines), 3  ne  weekly,  direct. 

WIRE,  Indianapolis 
Berghoff  Brewing  Corp.,  Ft.  Wayne,  45  ta, 

thru  L.  W.  Ramsey  Co.,  Chicago. 
General  Motors  Corp.,  Indianapolis,  13  sp 

and  t,  thru  Campbell-Ewald,  Detroit. 
Miles  Labs.,  Chicago,   195  so,  thru  Wade 

Adv.  Agency,  Chicago. 
Walker's   Austex  Chili,  Austin    (Mexene) , 

26  sa,  thru  Crook  Adv.  Agency,  Dallas. 

KHJ,  Los  Angeles 
Allstate  Insurance  Co.,  Chicago,  5  sp 

weekly,  thru  E.  H.  Brown  Adv.  Agcy., Chicago. 
Joseph  Dixon  Crucible  Co.,  Jersey  City 

(pencils),  78  ta,  thru  Federal  Adv.  Agcy., 
N.  Y. 

KGKO,  Fort  Worth 
Inter-Ocean  Casualty  Co.,  Dallas,  6  ne, 

direct. 

Oregon's  highest  power  station. 
Reps. — Joseph  Hershey  McGillvra — 10,000  Watts,  750  Kc. Adv. 

Complete  coverage  with  the  Z  net. 

New  York-Chicago  Reps. — The  Walker  Co. 

Adv. 
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MORRIS  B.  SACHS,  Chicago  (family 
clothing),  has  started  sponsorship  of 
the  Hervice  Meii'g  tihow,  weekly  half- hour  live  variety  program  on  WGN, 
Chicago,  featuring  the  Hoosier  Hot 
Shots  and  the  comedy  team  Tom,  Dick 
&  Harry.  Program  originates  from  the 
eighth-floor  night  club  of  the  Chicago 
Servicemen's  Center  and  is  follov^ed 
by  an  additional  half-hour  stage  show 
for  the  audience  of  soldiers  and  sail- 

ors. Producer  is  Ed  Simmons  and 
AVade  Adv.  Agency,  Chicago,  is  the 
agency. 

BEATRICE  CREAMERY  Co.,  Chi- 
cago (Meadowgokl  butter),  has  started 

participation  anouncements  on  the 
Ilouseioives'  Protective  League  and 
Sunrise  Salute,  by  Paul  Gibson,  six 
days  a  week  on  WBBM,  Chicago. 
Samples  of  the  product  were  dis- 

tributed to  100  housewives  of  the  test- 
ers bureau  before  acceptance  as  the 

first  commercials  on  the  Chicago  ver- 
sion of  the  program  which  is  also 

broadcast  on  KNX.  Los  Angeles,  and 
KQW,  San  Francisco.  Agency  is  Lord 
&  Thomas,  Chicago. 

PEP  BOYS  OF  CALIFORNIA,  Los 
Angeles  (auto  accessories),  in  addition 
to  an  early  morning  quarter-hour  news- cast on  KECA.  that  city,  currently 
sponsors  a  similar  type  of  evening  pro- gram on  that  station.  Nightly  quarter 
hour  newscasts  are  also  sponsored  on 
KFI.  Los  Angeles;  KFOX,  Long 
Beach;  KFXM,  San  Bernardino; 
KFSD,  San  Diego.  Milton  Weinberg 
Adv.  Co.,  Los  Angeles,  has  the  account. 

INDUSTRIAL  FEDERAL  SAV- 
INGS &  LOAN  Co.,  Denver,  has  re- 
newed for  another  year  Something  to 

Think  About,  its  six-weekly  15-minute 
show  on  KOA,  Denver. 

CANADIAN  Government's  Dept.  of 
Finance,  Ottawa,  has  started  two 
French  language  network  shows  for 
the  Victory  Loan  drive  on  10  Quebec 
stations.  First  started  Sept.  25,  a 
half-hour  dramatization  Notre  Canada, 
and  the  second  starts  on  Oct.  5  as  a 
half-hour  show  called  Varieties  19^2, 
on  which  leacUng  French  stage,  screen 
and  radio  artists  will  be  featured. 
These  shows  are  the  French  language 
equivalents  of  the  English  language 
shows  Nazi  Eyes  on  Canada,  which 
started  Sept.  20  and  the  All-Star  Va- 

riety show  which  starts  Oct.  7  on  54 
Canadian  stations.  The  French  pro- 

grams are  placed  through  Canadian 
Adv.  Agency,  Montreal. 

On  KOA-all  10  of  the  10  top-rated 
datftimeprograms-PLUSoll  lOof  the 
10  highest  Hooper -rated  euening 
programs  ...  an  over-all  audience 
greater  than  the  second  and  third- 
ranking  Denver  stations  combined! 

KM 
IN  DENVER 

Roden  on  Ad  Jury 

H.  W.  RODEN,  president  of  Harold 
H.  Clapp  Inc.,  Rochester  (baby 
foods),  has  been  appointed  chair- 

man of  the  1942  Jury  of  Annual 
Advertising  Awards.  Mr.  Roden 
has  also  been  named  to  serve  on 
the  administrative  board.  Other  ad- 

ditions to  the  board  are:  George  T. 
Eager,  Philadelphia  Bulletin,  and 
G.  Lynn  Sumner,  president  of  the 
New  York  agency  of  the  same 
name.  Stuart  Peabody,  advertising 
director  of  the  Borden  Co.,  New 
York  (milk  products),  succeeds 
Mark  O'Dea  as  chairman  of  the 
board. 

BEN  TUCKER  FURS.  New  York, 
will  launch  a  local  campaign  consist- 

ing of  45-second  playlets  on  WLIB, 
WWRL,  and  WBNY,  New  York,  in 
addition  to  a  quarter-hour  program  on 
WINS,  New  York,  for  the  faU  and 
winter  season.  Placed  direct. 
FAIRCHILD  &  SONS,  New  York. 
(Morticians),  on  Oct.  4  will  start 
radio  for  the  first  time  with  a  quar- 

ter-hour Sunday  morning  program 
titled  Church  in  the  Wildwood,  on 
W.IZ,  New  York.  Series  will  feature 
inspirational  talks  by  Dr.  William 
L.  Stidger,  faculty  member  of  the 
Boston  U  of  Theology,  and  songs  by 
.John  Seagle.  Agency  is  Muir  &  Co., 
New  York. 
CUBBISON  CRACKER  Co.,  Los 
Angeles,  in  a  13-week  campaign  started 
Sept.  16  is  using  thrice-weekly  par- 

ticipation in  Polly  Patterson's  Kitchen on  KFAC,  that  city.  Elwood  J.  Rob- 
inson Adv.,  Los  Angeles,  has  the 

account. 

FREDERICK  STEARNS  &  Co.. 
Windsor,  Ont.  (Nyal  drug  jn'oducts) has  started  four  weekly  dramatized 
spot  announcements  on  eight  Ontario 
stations.  Account  was  placed  direct. 

When  you  think  of 

SPOTS... 

think  of  John  Blair! 

O 

LAIR 

.;,=A  COMPANY NATIONAL  STATION 
REPRESENTATIVES 

OnUM  •  MW  roil  •  OITieiT  •  (T  tOUIl  •  IAN  flANQtCO  •  tOI  ANfilHI 

CAP  COTTON  SAYS: 

MCMPHtS  leAOS  ALL  MAJOR  SOUTHtRM 

ernes  IN  RCTAIL  SALCS 

(Sales  Alatiagemenl  "Survey  of  Buying  Power"  1941) 

1941  RETAIL  SALES  IN 
SOUTHERN  MARKET  AREAS 

(Sates  Management  "Survey  of  Buying Power"  1941) 

1.  MEMPHIS  $499,147,000 
2.  Houston    456,935,000 
3.  Atlanta    443,040,000 
4.  New  Orleans   433,527,000 
5.  Son  Antonio   433,006,000 
6.  Dallas   430,887,000 
7.  Fort  Worth   421,140,000 
8.  Louisville   383,069,000 
9.  Birmingham   371,771,000 

10.  Oklahoma  City   363,579,000 
11.  Charlotte   262,090,000 
12.  Raleigh    256,355,000 
13.  Richmond   254,089,000 

The  Memphis  market  is  not  only  the  biggest  in  the 
South  in  area  and  population.  It  is  also  first  in  the 

South  in  total  retail  sales  as  shown  by  the  Sales  Man- 

agement's 1941  Survey  of  Buying  Power.  To  reach 
this  market  effectively,  quickly  and  economically,  use 

WMC,  the  pioneer  radio  station  of  the  Mid-South. 

Memphis,  Tennessee 
5,000  WATTS  DAY  •  1,000  WAHS  NIGHT 

REPRESENTED  NATIONALLY  BY 

THE  BRANHAM  CO. 

NBC  NETWORK 

OWNED  AND  OPERATED  BY 

The  Commercial  Appeal 

Member  of 
Southern  Central  Quality  Network 

WMC  Memphis.  WJDX  Jackson,  Miss. KWKH-KTBS — Shreveport 
WSMB  New  Orleans 
KARK  Little  Rock 
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SEVERAL 

GOOD 

REASONS 

WHY 

9:40pm 

KMBC 

SPORTSCAST 

IS  a 

SUPER-SELLING  SPOT 

Call  Walt  Lochman  the  favorite 

air  personality  in  this  vast  Missouri- 
Kansas  territory — and  you'll  be 
just  about  right.  Call  him  one  of  the 
best  microphone  salesmen  in  the 
business — and  nobody  will  argue. 

We've  prepared  a  presentation  on Walt  Lochman  and  his  9:40 

Sportscast.  It's  full  of  audience 
figures  and  data  on  the  commercial 

history  of  this  spot  of  gold." 
Ask  for  a  copy  at  your  nearest 
Free  &  Peters  office — or  write 
KMBC  direct.    But  today. 

vm 

OF  KANSAS  Cirf 

Free  &  Peters,  Inc.  CBS  Basic  Network 

GOLDEN  STATE  Co.,  Ltd.,  San 
Franciseo  (milk)  recently  started  for 
27  broadca.sts  JVejcs  With  Phil  Steai-ns 
thrice  weekly  on  KFRC,  San  Fran- 

cisco. Agency  is  Ruthrauff  &  Ryan, 
San  Francisco. 
RIDD  LABS.,  San  Franciseo  (foot 
powder)  on  Sept.  13  started  for  26 
weeks  Cavalcade  of  Medicine,  quar- 

ter-hour weekly  on  KFRC.  San  Fran- 
ciseo. Agency  is  Theo.  H.  Segall  Adv., 

San  Francisco. 

FOREMAN  &  CLARK,  Los  Ange- 
les (chain  clothiers)  has  contracted  for 

a  spot  announcement  campaign  on 
KROW.  Oakland,  Cal.  which  will  run 
througli  the  year.  Agency  is  Botsford, 
Constantine  &  Gardner,  Los  Angeles 
HAAS  BROS..  San  Francisco  (Tru- 
pak  canned  foods)  has  started  Oddi- 

ties in  the  News  five  times  weekly  for 
260  broadcasts  on  KPO,  San  Francis- 

co. Agency  is  Leon  Livingston  Adv. 
Agency,  San  Francisco. 

PAGQUIN'S  HAND  CREAM  Co., Montreal,  early  in  October  starts 
twice-weekly  quarter-hour  transcribed 
programs  on  five  Canadian  stations. 
Account  was  placed  by  Ronald  Adv. 
Agency,  Toronto. 
GRUEN  WATCH  Co.,  Toronto,  on 
Sept.  27  started  Movie  Preview  Time 
with  Ken  Soble  as  m.c.  on  six  sta- 

tions across  Canada.  Account  was 
placed  by  Cockfield  Brown  &  Co.,  To- ronto. 

CAMPBELL  FINANCE  Co.,  Toronto, 
on  Sept.  15  started  transcribed  spot  an- 

nouncements three  and  five  times  week- 
ly on  1.5  Canadian  stations  and  news- 

casts on  CHML,  Hamilton,  Ot.  Ac- 
count was  placed  by  Ronalds  Adv. 

Agency  Ltd.,  Toronto. 
DR.  BELL  WONDER  MEDICINE 
Co.,  Kingston,  Ont.  (proprietary)  on 
Oct.  12  starts  its  fifth  year  of  Circle 
Bell  Varieties  quarter-hour  thrice 
weekly  program  on  nine  Canadian  sta- 

tion. Production  and  placing  of  pro- 
gram were  handled  by  Dominion 

Broadcasting  Co.,  Toronto. 

FRUITATIVES  PRODUCTS,  Hull, 
Que.  (liver  tablets)  on  Oct.  5  starts 
five-weekly  dramatized  spot  announce- 

ments on  a  number  of  Canadian  sta- 
tions. Account  is  placed  by  Lord  & 

Thomas  of  Canada,  Toronto. 

PIERCE  Bros.,  Los  Angeles  (mor- 
tuary), for  the  fourth  consecutive  year, 

on  Oct.  4  renews  the  weekly  quarter 
hour  live  musical  program,  Chapel 
Quartet,  on  KFI,  that  city.  Firm,  in 
addition,  on  Sept.  14  started  sponsor- 

ing that  program  twice  weekly  on 
KFAC,  Los  Angeles.  Both  contracts 
are  for  52  weeks.  Agency  is  Philip  J. 
Meany  Co.,  Los  Angeles. 
CHICAGO  MOTOR  CLUB.  Chicago 
(membership,  insurance),  will  sponsor 
nine  football  broadcasts  on  WGN, 
Chicago,  with  Norman  Ross  announc- 

ing. Schedule  will  start  with  Minne- 
sota-Illinois on  Oct.  10.  Agency  is 

Aubrey,  Moore  &  Wallace,  Chicago. 

DISCUSSING  SCRIPT  for  Budget 

Brigade,  woman's  participation show  which  carries  commercials  for 
Vano  household  cleanser,  is  Maida 
Severn,  in  charge  of  the  program 
broadcast  on  KLZ,  Denver,  and  E. 
C.  Portman,  sales  manager  of 
Chemicals  Inc.,  Oakland,  Cal.,  man- 

ufacturers of  the  product.  Mr. 
Portman  was  in  Denver  for  con- 

tract renewal  and  consideration  of 
script  format  recently. 

Block  Drug  on  Coast 
BLOCK  DRUG  Co.,  Jersey  City 

(proprietary),  in  a  West  Coast 
campaign  recently  started  spon- 

soring the  thrice-weekly  quarter- hour  transcribed  program,  Happy 
Johnny,  on  33  Don  Lee  Pacific 
Coast  stations,  Mon.,  Wed.,  Fri., 
7:15-7:30  a.m.  (PWT).  Contract  is 
for  26  weeks.  J.  Walter  Thompson 
Co.,  New  York,  has  the  account. 

JAMES  M.  ELLIOTT,  general  sales 
manager  of  John  F.  Jelke  Co.  (Good 
Luck  foods),  was  recently  elected  ex- ecutive vice-president  and  general 
manager  of  the  firm,  where  he  will 
continue  to  supervise  all  sales,  adver- 

tising and  promotion.  He  becomes  a 
director  of  the  company. 
CROSSE  &  BLACKWELL,  Toronto, 
has  started  a  test  spot  announcement 
campaign  on  CFRB,  Toronto,  five 
times  weekly  and  plans  to  expand 
later.  Account  was  placed  by  A.  Mc- 
Kim  Ltd.,  Toronto. 
TUCKETT  Ltd.,  Hamilton,  Ont. 
(Wing  cigarettes)  on  Sept.  21  started 
three  daily  spot  announcements,  Mon- 

day through  Friday,  on  10  western 
Canadian  stations.  Account  was 
placed  by  MacLaren  Adv.  Co.,  Toronto. 
AGNEW  SURPASS  SHOE  STORES, 
Brantford,  Ont.  (chain)  on  Sept.  20 
started  on  CFRB,  Toronto,  a  weekly 
transcribed  half-hour  program  Call- 

ing All  Cars.  It  is  expected  the  cam- 
paign will  be  expanded  later.  Account 

was  jilaced  direct. 

Kaiser  on  KPO 
HENRY  J.  KAISER,  the 
man  who  gets  things  done  in 
shipbuilding,  has  turned  to 
radio  to  get  housing  facili- ties for  workers  in  the  San 
Francisco  Bay  region.  Facing 
a  desperate  shortage  of  rooms 
and  dwellings,  the  Kaiser 
Company  has  bought  12  five- minute  programs  on  KPO, 
San  Francisco,  to  appeal  for 
homes  for  essential  workers. 

WOR  Plans  to  Revive 

Pioneer    Radio  Serial 

ONE  OF  RADIO'S  pioneer  serials will  return  to  the  air  this  week, 
when  WOR,  New  York,  launches  a 
new  version  of  Daddy  &  Rollo,  a 
program  which  started  on  CBS 

about  10  years  ago.  While  "Rollo" will  continue  to  be  the  precocious 
youngster  whose  questions  and 
problems  often  put  "Dad"  on  the spot,  the  revived  program  will 
cast  Rollo  as  a  "junior  war 
worker,"  with  his  older  brother  as a  Marine. 

J.  P.  McEvoy,  author  and  humor- ist, who  created  the  original  Daddy 
&  Rollo,  will  again  write  the 
scripts.  Another  veteran  of  the  pro- 

gram, Frank  Knight,  will  again  do 
the  announcing.  Program  starts  on 
WOR  Monday,  Sept.  28,  10:45-11 
p.m.,  and  will  be  heard  thrice- 
weekly. 

Another  new  WOR  program, 
Cisco  Kid,  based  on  the  legendary 
West  Coast  character,  will  make  its 
debut  Oct.  2,  in  the  Friday,  8:30-9 

p.m.  period. 
Arrow  on  Gaspipes 

CLUETT,  PEABODY  &  Co.,  New 
York,  on  Oct.  6  will  start  a  test 
campaign  for  its  Arrow  collars, 
shirts,  ties  and  other  men's  apparel on  the  campus  networks  at  Yale, 
Harvard,  Princeton  and  Wesleyan, 
using  five-minute  newscasts  on 
Tuesdays  and  Thursday  evenings. 

Series,  with  the  theme  "The  Swish 
of  an  Arrow",  will  be  tested 
through  checks  on  sales  with  local 
haberdashers  and,  if  successful, 
will  probably  be  expanded  to  other 
colleges  and  universities.  Intercol- 

legiate Broadcasting  System  repre- 
sents the  colleges  and  the  account 

was  placed  direct  by  the  company. 

M&C  Plans  Spots 
EMM-AN-CEE  Co.,  Chicago  (M&C 
sauces,  spaghetti),  is  contemplating 
placement  of  spot  schedules  starting 
about  Oct.  15  in  10  midwestern 
markets  through  Stanley  Pflaum 
Assoc.,  Chicago. 

My-tHAT  Boy  Y  He's  NOT  WORKING.. 
i    I6WES  QUIC<  y  H6'S  60IM6  HOME To  LI  STEM  To 

REPRESENTATIVE;   PAUL   H,  RAVMfR  -CO. /  /        //        /yy//^  ̂     //  ̂ /^y  ̂   /         -V  ////       /  / 

630   KC.    5000   WATTS   DAY  AND 
NIGHT    -A-    BLUE  NETWORK 
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CBS,  Blue  Linked 

In  Empire  Politics 
Parties  Using  Radio  Heavily 
For  Gubernatorial  Drive 
TWO  major  networks,  CBS  and 
BLUE,  will  be  linked,  along  with 
two  independent  stations,  WQXR, 
New  York,  and  WENY,  Elmira, 
N.  Y.,  to  carry  quarter-hour  studio 
talks  by  Thomas  Dewey,  Republi- 

can candidate  for  Governor,  each 
Monday,  7:15-7:30  p.m.,  starting 
Oct.  5  and  continuing  thru  Nov.  2. 
In  addition,  major  rallies 

throughout  the  state  will  be  picked 
up  by  at  least  one  network,  the 
BLUE,  and  broadcast  on  its  New 
York  outlets. 

A  prime  reason  for  such  exten- 
sive radio  coverage,  according  to 

Duane  Jones  Co.,  New  York,  agency 
appointed  to  handle  Mr.  Dewey's 
campaign  [Broadcasting,  Sept.  7], 
is  to  counteract  the  effect  of  gaso- 

line and  tire  rationing,  which  can 
be  expected  to  result  in  a  notice- 

able decrease  in  attendance  at 
rallies.  War  workers  will  be  able 
to  hear  campaign  talks  by  radio. 

Stations  Lined  Up 
BLUE  stations  carrying  the 

Dewey  weekly  speeches  will  be 
WJZ  WKIP  WTRY  WMFF 
WHAM  WHDL  WJTN  WEBR 
WAGE.    CBS    stations    will  be 
wabc  wkbw  wfbl  woko 
wibx  wnbf  whec. 

Speeches  from  rally  points  will 
be  heard  on  the  same  BLUE  sta- 

tions for  a  total  of  11  quarter- 
hour  broadcasts  Oct.  14-30. 

The  Communist  party,  in  addi- 
tion to  buying  time  on  WQXR 

New  York,  for  16  broadcasts,  is 
using  quarter-hours  on  stations 
throughout  the  State.  The  party 
is  introducing  music  and  dramati- 

zations in  its  programs,  using  the 
March  of  Time  technique. 

The  Socialist  Party's  present 
radio  plans  call  for  four  quarter- 
hours  on  WLIB,  Brooklyn,  each 
Sunday,  Oct.  4  to  Oct.  25. 

The  American  Labor  Party  is 
issuing  quarter-hour  broadcasts 
from  rallies  now  being  staged  in 
about  14  communities,  using  radio 
facilities  where  available.  On  Sept. 
28,  the  ALP  utlizes  a  six-station 
hook-up  for  a  quarter-hour  talk. 
Broadcast  will  originate  on  WIBX, 
Utica  and  will  be  carried  simul- 

taneously on  WOKO  WABY  WSAY 
WOLF  WJZ.  Another  state  hook- 

up will  be  used  Oct.  7,  originating 
from  Brooklyn. 

The  Democratic  Party  has  not 
revealed  its  radio  plans  beyond 
a  statement  some  weeks  ago  that  all 
of  the  major  speeches  of  its  candi- 

date, Attorney  General  Bennett, 
would  be  broadcast. 

State  Retail  Series 
SPONSORSHIP  of  A  Woman 
Wonders,  with  Ann  Sterling,  on 
KJR,  Seattle,  was  recently  as- 

sumed for  the  next  year  by  the 
Washington  State  Retail  Grocers 
and  Meat  Dealers  Assn.  The  pro- 

gram is  heard  five  mornings  a 
week,  Monday  through  Friday. 

OFT  MARRIED  on  weekly  First  Nighter  dramatic  broadcasts,  Barbara 
Luddy  starred  in  a  real  wedding,  her  own,  surrounded  by  other  radio 
personages  in  the  home  of  L.  T.  Wallace,  of  Aubrey,  Moore  &  Wallace, 
Chicago,  Sept.  18.  Participants  were  (1  to  r)  Betty  Lou  Gerson, 
actress  and  wife  of  Joseph  T.  Ainley,  producer  of  First  Nighter;  the 
bride;  R.  Ned  LeFevre,  bridegroom,  NBC  actor-announcer;  Mr.  Wallace. 

KMTR  Renewal  Hearing 

BECAUSE  of  complaints  against 
programming  and  overall  opera- 

tion, the  FCC  last  Tuesday  desig- 
nated for  hearing  the  renewal  ap- 

plication of  KMfR,  Los  Angeles. 
Following  custom,  the  Commission 
did  not  release  the  details  of  the 
complaint,  but  it  was  said  that  the 
Commission  desired  to  appraise  the 
whole  operating  status  of  the  sta- tion. KMTR  was  scheduled  for 
hearing  on  renewal  some  four 
years  ago,  it  was  said,  in  connec- tion with  complaints  regarding  its 
operation,  but  the  hearing  was  not 
held  and  a  regular  renewal  had 
been  issued. 

MILITARY  SERVICE  has  claimed  a 
total  of  353  NBC  men  and  women  em- 

ployes. The  departure  in  August,  of 
21  additional  NBC  workers  brought 
the  number  to  the  present  figure.  The 
break-down  is  as  follows :  New  York 
2.52;  Chicago,  33;  Hollywood,  28 
Denver,  14 ;  Washington,  D.  C,  13 
Cleveland,  7 ;  and  San  Francisco,  6 

^J^OAi  WSny  AN^CE 

WSPD  Is  Your  Best  Bet  In 

Northwestern  Ohio  and  Southern  Mich. 

Take  a  look  at  1+\is  great  industrial  market  from  every  angle.  Then — match  point  for  point, 
the  advertising  services  you  receive  when  you  use  WSPD.  Pov/er?  You  bet,  5,000  watts 

night  and  day!  Program  appeal?  The  finest,  being  a  basic  NBC  station,  WSPD  ofFers  its 

listeners  seven  of  the  top  ten  network  shows  of  the  nation.  Then  add  our  merchandised 

local  programs  and  what  do  you  get?  A  sound  advertising  medium,  backed  by  twenty- 

one  years  of  experience  in  radio.  Use  Toledo's  finest  to  reach  the  buy-minded  listeners 
of  Northwestern  Ohio  and  Southern  Michigan's  busy,  growing  industrial  market.  Get  the 
facts!  Katz  represents  us  Nationally. 

A  BASIC  NBC  STATION 

W5PD 

TOLEDO 
OHIO 
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RECORDERS  ELECT 

REEVES  PRESIDENT 

HAZARD  E.  REEVES,  president 
of  Reeves  Sound  Recording  Stu- 

dios, New  York,  who  has  been 
serving  as  temporary  chairman  of 
the  Assn.  of  Recording-  Studios 
since  its  organization  in  August 
[Broadcasting,  Aug.  10],  was 
elected  president  at  a  luncheon 
Sept.  23  in  the  Hotel  Edison,  New 
York. 

Vice-pi"esident  is  K.  R.  Smith 
of  Muzak  Transcriptions;  Maurier 
Wolsky  of  Advertisers  Recording 
Service,  was  elected  secretary, 
while  Ray  Lyon  of  WOR  Recording 
Service,  was  named  treasurer.  The 
balance  of  the  board  consists  of 
Harry  Jackson,  Frankay  and  Jack- 

son Recording:  Studios;  Len  Frank, 
Carnegie  Hall  Recording  Co.,  and 
Ezekiel  Rabinowitz,  Audio-Scrip- 
tions  Inc. 

E.  V.  Brinckerhoff,  president  of 
General  Sound  Corp.,  spoke  on  par- 

ticipation of  recording  studios  in 
work  distributed  by  the  Govern- 

ment. Mr.  Lyon  described  the  lay- 
out and  design  of  WOR's  new  re- 

cording studios  and  after  the 
luncheon,  took  interested  members 
on  a  tour  of  inspection  of  the  stu- 

dios. Next  meeting  will  be  held  in 
mid-October,  according  to  Mr. 
Reeves. 

NO  RATIONING  OF  INK  interfered  with  this  contract  between  an  oil 
company  and  WWNY,  Watertown,  N.  Y.  Executives  of  Socony  Vacuum 
Oil  Co.  and  station  officials  are  making  official  a  year's  contract  for 
two  10-minute  newscasts  seven  days  a  week.  At  the  table  (1.  to  r.)  are 
C.  A.  Snyder,  radio  director  for  J.  Sterling  Getchell,  agency;  John 
R.  Winter,  district  sales  manager  for  Socony;  Thomas  E.  Martin, 
station  manager  of  WWNY.  Standing,  Louis  Saiff  Jr.,  commercial  man- 

ager of  WWNY,  and  Ralph  H.  Hotchkiss,  Socony  executive. 

Dr.  Mitchell  to  WFBC         MBS  at  Co-op  Sessions 

SPOT  SALES  INC.,  New  York  sta- 
tion representative,  has  moved  its 

offices  from  20  E.  57th  St.,  to  400 
Madison  Ave.,  the  telephone  remain- 

ing the  same. 

DR.  NICHOLAS  P.  MITCHELL, 
prof,  of  political  science  at  Furman 
U,  Greenville,  S.  C,  has  joined 
WFBC,  to  replace  James  Dawson, 
news  commentator  who  has  been 
commissioned  a  lieutenant  in 
Naval  Intelligence.  Dr.  Mitchell 
will  deliver  an  8:40  a.m.  and  6:45 
p.m.  commentary  daily. 

Farm  income,  alone,  in  the 
WTAD  area  is  well  over  TOO 

THREE  leading  representatives  of 
consumer  and  purchasing  coopera- 

tives will  participate  in  a  special 
broadcast  on  MBS  Sept.  28  from 
the  convention  in  Minneapolis  of 
the  Cooperative  League  of  the 
U.S.A.,  which  will  start  a  tran- 

scribed campaign  Oct.  11  on  26  sta- 
tions [Broadcasting,  Sept.  21]. 

Entitled  Pan-American  Good 
Neighbor  Night,  the  program  will 
present  H.  L.  Fowler,  president  of 
the  Consumers  Cooperative  Refiner- 

ies of  the  Saskatchewan  Coopera- 
tive Wholesale  Society;  Senor  S. 

Ramirez,  head  of  the  cooperative 
division  of  the  Mexican  Govt.,  and 
Murray  D.  Lincoln,  president  of  the 
Coopei'ative  League  of  the  U.S.A. 

Cigar  Cycle 
CONSOLIDATED  CIGAR  Corp., 
New  York,  has  entered  another 
cycle  for  its  transcribed  five-minute announcements.  Stand  By, 
Aynerica,  with  a  13-week  renewal 
on  25  stations  throughout  the 
country,  following  the  completion 
of  a  39-week  run.  Transcriptions, 
aired  three  to  five  times  weekly, 
on  behalf  of  Harvester  cigars, 
feature  a  narrator  and  sound  ef- 

fects. Erwin,  Wasey  &  Co.,  New 
York,  handles  the  account. 

FCC  Order  Allows 

Frequency  Shifts 
Freeze  Is  Slightly  Modified 
After  Committee  Study 
ACTING  ON  a  recommendation  of 
its  three-man  committee  for  re- 

appraisal of  the  FCC's  equipment freeze  policy,  the  Commission  last 
Tuesday  ordered  slight  relaxation 
of  its  interpretation  of  the  April 
27  freeze  order  to  permit  applica- 

tions involving  shifts  in  frequen- 
cies in  which  no  materials  will  be 

used  other  than  quartz  crystals. 
The  committee,  headed  by  Com- 

missioner T.  A.  M.  Craven  and 
comprising-  C.  J.  Durr  and  George 
H.  Payne,  was  named  Aug.  18  to 
study  pending  applications  and 
problems  arising  under  the  mater- 

iel shortage  regulations  [Broad- casting, Aug  24]. 

The  committee,  the  FCC  an- 
nouncement said,  will  make  further 

recommendations  relative  to  the 
April  27  freeze  order.  Following 
is  the  announcement  on  quartz 

crystals : 
The  Commission  Sept.  22  relaxed 

slightly  its  interpretation  of  the  Mem- orandum Opinion  of  April  27,  1942,  in 
order  that  applications  involving  shifts 
in  frequency  in  which  no  materials 
will  be  utilized  other  than  quartz  crys- 

tals, may  be  granted,  provided : 
(a)  Such  applications  involve  no 

inconsistencies  with  Order  No.  M-146 
of  the  War  Production  Board  relat- ing to  quartz  crystals ; 

(b)  Such  applications  involve  no 
engineering  conflict  with  any  other 
application  pending  at  any  time  since Feb.  22.  1942 ; 

(c)  Such  applications  involve  no  in- 
consistencies with  the  Commission's Rules  and  Regulations ; 

(d)  Such  applications  tend  toward 
a  fair,  efficient,  and  equitable  distribu- tion of  radio  service,  are  consistent 
with  sound  allocation  principles  and 
offer  substantial  improvement  in  stan- dard broadcast  service ;  and 

(e)  Such  applications  are  otherwise in  the  public  interest. 

Planter's  Songs 

PLANTER'S  EDIBLE  OIL  Co., 
New  York,  has  started  a  six-weekly 
quarter  hour  of  songs  on  WOV, 
New  York,  featuring  Nick  Consen- 
tino,  radio  singer,  and  has  launched 
a  similar  program  on  WPEN,  Phil- 

adelphia, both  for  peanut  oil.  Cam- 
paign runs  from  September  thru 

May  of  next  year.  Pettinnello 
Agency,  New  York,  handles  the  ac- count in  the  eastern  area.  Raymond 
R.  Morgan,  Hollywood,  is  agency 
for  the  West  Coast. 

Fred  Sasse,  Manager  of  Block 
&    Kuhl    Department  Store, 

Quincy:  "Rod  o  has  been  effective  for  us 
in  the  past.  It's  doing  a  splendid  job  for 
us  now." 

You're  Selling  IS  Effective  on  WTAD 

— Because  Radios  Keep  Tuned  to 

PLEASE  READ . . .  TWICE 

There  are  more  BLUE  SKY  ARTISTS  than  meet  the  eye.  What's  more, 
any  station  office  boy  can  shade  a  map.  Our  sympathies  to  the 
time  buyer. 

Allis-Chalmers,  The  Portland  Cement  Association,  Park  and  Pollard, 
Babson  Brothers  Company  of  New  York,  Olson  Rug  Company 
WANTED  RESULTS — not  blue  skies.  Why  not  ask  them  about 

WHCU 

ITHACA,  NEW  YORK 

1000  WATTS  CBS  870  KC 

Page  48  •  September  28,  1942 BROADCASTING  •  Broadcast  Advertising 



SACHS  20  YEARS  OF  RADIO 

New  York  Furniture  Store  Plans  Dinner  to  Celebrate 

 Broadcast  Anniversary  

N£I¥andPOI¥£RFUU 

IN  CELEBRATION  of  its  20th 
year  of  continuous  radio  advertis- 

ing, Sachs  Quality  Furniture, 
New  York,  on  Oct.  2  will  hold  a 
dinner  at  the  Waldorf-Astoria 
Hotel,  featured  by  a  half-hour 
broadcast  on  WMCA,  New  York, 
station  used  by  the  furniture  store 
since  1925  when  WMCA,  was  or- 
ganized. 

Early  records  of  the  company's 
first  broadcasts  are  lost,  accord- 

ing to  Sachs  executives,  who  re- 
call, however,  that  Sachs  first  used 

radio  in  1922,  spending  $50  a  week 
on  an  experimental  station,  which 
later  developed  into  WMCA.  Since 
then,  the  store  has  invested  millions 

in  radio,  using  most  of  the  New 
York  stations  at  one  time  or  an- 

other, and  still  sponsors  the  va- 
riety show  Three  Little  Sachs  on 

WMCA,  Sundays,  at  1:30  p.m. 
As  a  feature  of  the  anniversary, 

Sachs  hopes  to  gather  together  as 
many  as  possible  of  the  announcers 
and  ai'tists  who  have  broadcast  on 
its  programs  during  the  last  two 
decades.  These  include  David  Ross, 
Mark  Hawley,  Norman  Broken- 
shire,  John  Frazier,  A.  L.  Alex- 

ander, Frank  Knight,  Norman 
Pierce,  N.  T.  G.,  Gus  Van,  May 
Breen  and  Peter  de  Rose.  One  of 
the  first  commercial  radio  accounts, 
Sachs  was  WMCA's  first  sponsor. 

Larry's  Customer 
WHEN  Larry  Elliott  made 
a  surprise  bond-selling  an- 

nouncement on  Adelaide 
Hawlev's  Woman's  Page  of 
the  Air  program  on  WABC, 
New  York,  the  resultant  sale 
was  |3,500  worth  of  war 
bonds  in  a  half-hour.  The 
prize  fan  was  a  woman  list- 

ener who  phoned  Elliott  every 
five  minutes  during  the 
broadcast,  buying  a  $100  bond 
each  time  she  called. 

Green-Revel  Split 
BROADCAST  MUSIC  Inc.,  which 
held  controlling  interest,  having 
withdrawn  its  support,  Greene- 
Revel  Inc.,  Hollywood  music  pub- 

lisher, is  being  dissolved.  With 
Abe  Frankl  as  general  manager, 
Mort  Greene  and  Harry  Revel, 
song  writers,  operated  the  pub- 

lishing firm.  The  song-wi'iting  team 
has  broken  up.  Greene  and  Revel 
made  their  deal  with  BMI  during 
the  ASCAP-broadcasters  contro- 

versy, and  licensed  their  music  di- 
rect to  radio  stations  under  pro- 

visions of  the  consent  decree.  They 
recently  returned  performance 
rights  of  their  music  to  ASCAP. 
Disposition  of  the  firm's  copy- 

rights, some  20  in  number,  has  not 
been  determined. 

Serial  Changes 
A  RADIO  CHARACTER  will  be 
kept  alive,  although  the  program 
in  which  she  figured  has  gone  off 
the  air,  when  Irna  Phillips,  script 
writer  for  Women  in  White  trans- 

fers "Karen  Adams",  nurse 
featured  in  that  CBS  serial,  to 
NBC's  RooA  of  Life,  also  a  hos- 

pital drama.  Women  in  White,  dis- 
continued last  week  on  CBS  by 

Procter  &  Gamble,  Cincinnati,  for 
Oxydol,  is  replaced  starting  this 
week  by  Ma  Perki  is  for  the  same 
sponsor.  Road  of  Life  also  a  P  &  G 
program,  is  aired  on  behalf  of  Duz. 

Scroll  for  Barber 
RED  BARBER,  sportscaster  of  the 
Brooklyn  Dodger  games  on  WHN, 
New  York,  has  received  a  scroll  from 
the  Brooklyn  Red  Cross,  "in  grate- 

ful appreciation  for  his  part  in  bring- 
ing the  world  of  baseball  and  thousands 

of  Dodger  fans  into  the  Red  Cross 
Blood  Donor  program." 

Legion  Honors  Blue 
TO  THE  BLUE  network  last  week 
went  the  American  Legion  Auxil- 

iary's seventh  consecutive  radio 
award  for  the  "greatest  overall  con- 

tribution to  our  war  effort."  Each 
of  the  four  networks  competed  for 
the  award  by  submitting  the  names 
of  radio  series,  consisting  of  four 
or  more  programs  which  would 
tend  to  "awaken  the  complacent, 
inspire  confidence  and  increase  pro- 

duction for  the  war  effort."  The 
period  covered  was  from  Dec.  7, 1941 
to  June  1,  1942.  In  a  special 
award  ceremony  broadcast  on 
BLUE  on  the  concluding  day 
of  the  Legion  convention  Sept. 
21  in  Kansas  City,  the  award, 
an  engraved  plaque,  was  presented 
to  E.  R.  Borroff,  vice-president  in 
charge  of  the  BLUE's  central  di- 

vision, by  Mrs.  Eben  P.  Keen, 
chairman  of  the  Auxiliary's  Na- tional Radio  Committee. 

SESAC  Bond  Drive 
STATION  RELATIONS  staff  of 
SESAC,  which  has  been  serving  as 
a  liaison  between  the  Treasury 
Dept.  and  the  broadcasting  indus- 

try in  the  sale  of  war  bonds,  con- 
tacted 269  stations  in  173  cities 

from  coast  to  coast  during  August 
in  connection  with  the  campaign, 
SESAC  reports.  Only  12  States 
femain  to  be  contacted  by  the 
SESAC  staff  and  these  are  being 
covered  rapidly. 

Fuel  Converter  Plans 

GREAT  EASTERN  FUEL  Co., 
Brooklyn,  has  named  Director  & 
Lane,  New  York,  as  agency  for 
Convert  -  0  -  Grate  conversion 
method.  In  view  of  the  urgency  of 
fuel  conversion,  the  company  was 
to  start  spot  radio  in  the  Brooklyn 
and  Queens  area  the  week  of  Sept. 
28,  although  stations  and  details 
have  not  yet  been  announced. 

NBC  War  Programs  Up 
AN  INCREASE  in  the  amount  of 
NBC  time  devoted  to  the  war  effort 
is  revealed  by  the  networks  pro- 

gram analysis  department,  with 
the  announcement  that  a  total  of  29 
hours  and  49  minutes  was  allotted 
to  the  objective  in  the  last  two 
weeks  of  July,  as  compared  to  23 
hours  and  35  minutes  during  the 
first  half  of  the  month. 

5,000  WATTS  •  DAY  and  NIGHT  •  1270  K.  C. 

WH  FR  F  *^  JACKSONVILLE,  Florida— covering  fhe  reh 
•  trading  territory  and  the  numerous  Army 
and  Navy  establishments  of  northern  Florida 
and  southeastern  Georgia  with  the  strongest 
s'gnal  in  the  area. 

W  U  A  T  7  A  COMPLETE  new  radio  station  with  the 
most  modern  studio  and  transmitter 

equipment,  including  a  4-tower  night-time  di- 
rectional antenna  ...  an  experienced  staff 

...  a  policy  dedicated  sincerely  to  the  public 
interest. 

W  U  r  IV  7  ON  THE  AIR  October  10  with  1772 TT  11  Li  ii  .  hours  daily  of  lively  programs  .  .  . 
friendly  announcers  .  .  .  and  Associated  Press 
News  on  the  hour.  Why  not  schedule  spots  or 
transcriptions  for  the  historic  opening  week 
when  public  interest  will  be  at  a  high  level? 

PROGRAMS?  ^^r^irr^ 

market,  offering  the  finest  shows  the  Sou'h's 
largest  independent  station  can  produce.  Mu- 

sic! News!  Sports!  Service! 

RAT|7^7  WPDQ'S  RATE  structure  is  attrac- 
11/11  IjO.     jjygiy  despite  its  blanket 

coverage  of  the  richest  trading  area  in  the 
Southeast.  See  Standard  Rate  and  Data  or 

request  a  rate  card. 

Meet 

Ti'onfe! 
Pronto  is  the  lively  sym- 

bol of  the  spirit  of  WPDQ. 
He's  on  the  job  every  minute, 
making  sales  for  your  prod- 

ucts, making  friends  for  you. 

Take  advantage  of  the  unique  position  and 
dominant  power  of  WPDQ  in  the  Southeastern  market. 

Don't  overlook  the  active  popular  interest  in  th:s  new 
station.  Take  advantage  of  this  interest  to  schedule 
spots  and  transcriptions  now. 

Jacksonville  Broadrasling  Corporation 

Gulf  Life  Building 
JACKSONVILLE,  FLORIDA 

Hepreaented  by !  George  P.  HoUirigbery  Co.,  <Jr«yfear  Bldg.,  jVeic  I'orfc,  iV.  1'. 
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KHQ-KGA,  Spokane,  Wash. 
.  .  .  your  radio  wire  is  the  best 

that  I  have  met — and  I  have 
met  them  all. 

J.  M.  Bemis, 
News  Editor. 

365,000  people  make  the 

Youngstown  metropoli- 
tan digtrict  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

TRY 

E  ̂te  sx 

I     AUDIENCE  OF 

WFBL 

SYRACUSE,  NEW  YORK 
FREE  &  PntRS,  NATIONAI  REPRESENTATIVES 

Columbians  Station  for  the 
SOUTHWEST 

KFH 

WICHITA 

KANSAS 

Call  Any  Edward  Petty  Office 

RCA^s  New  Laboratory  at  Princeton 

Opened  at  Formal  Dedication  Ceremony 

MIHilili 

RCA  RADIO  RESEARCH  will  be 
considerably  extended  as  a  result 
of  the  latest  facilities  housed  in 
the  new  laboratories  at  Princeton, 
N.  J.,  which  were  formally  dedi- 

cated Sept.  27.  The  main  structure 
(pictured  above)  was  started  Aug. 
8,  1941  and  by  Nov.  15  of  the  same 
year  its  cornerstone  was  laid;  this 
month  the  construction  workers  left 
and  the  research  scientists  and  en- 

gineers moved  in.  Covering  260 
acres  the  new  laboratories  are 
equipped  to  push  the  war  needs  of 
the  services  in  radio  and  electronic 
research.  Pictured  at  the  right  are 
the  optic  laboratory  bays  connected 
by  door-like  windows  in  the  walls 

SEVERAL  hundred  invited  guests 
attended  the  dedication  ceremonies 
Sept.  27  of  the  new  RCA  Labora- 

tories in  Princeton,  N.  J.,  with  Lt. 
Gen.  James  G.  Harbord,  chairman 
of  the  board  of  RCA,  presiding. 
Other  dedicatory  addresses  were 
made  by  Col.  David  Sarnoff,  presi- 

dent of  RCA  and  now  on  active 
duty  with  the  Army  Signal  Corps 
in  Washington,  and  Otto  S. 
Schairer,  vice-president  in  charge 
of  RCA  Laboratories. 

Secrecy  will  necessarily  shroud 
the  developments  made  in  the 
laboratories  and  Mr.  Schairer  em- 

phasized this  saying,  "When  we 
leave  here  today,  the  gates  will  be 
closed  to  others  than  war  workers. 
These  structures  will  then  be  as 

much  a  part  of  the  nation's  arma- 
ment, as  are  its  arsenals  and  forts. 

The  men  who  work  hei'e  will  be 
as  much  members  of  its  armed 
forces  as  if  they  were  in  the 
trenches  on  the  battlefields.  The 
work  they  do  will  be  military 
secrets  carefully  guarded  against 

leakage  or  intrusion." 
After  the  War 

But  he  quickly  added,  "when  the 
war  ends,  and  the  ban  of  secrecy 
is  lifted,  the  recital  of  accomplish- 

ments will  thrill  all  of  us  and  fill 

us  with  justifiable  pride." 
Ralph  R.  Beal,  director  of  re- 

search, explained  some  of  the  work- 
ing details  of  laboratories.  Spread 

out  over  a  260  acre  area,  the 
laboratories  represent  the  latest 
scientific  bulwark  to  back  our 
fighting  forces  in  the  war  and  to 
help  build  a  stronger  nation  after 
the  war  as  a  result  of  scientific 
research. 

Begun  a  little  over  a  year  ago, 
the  laboratories  already  house  the 

i  .1 u 

to  allow  long  focuses  through  the 
rooms.  Each  work  bench  is  well 

equipped  with  electric  service  out- lets on  the  panels  above  the  benches 
and  spigots  for  air,  gas,  water,  hy- 

drogen and  oxygen  supply  on  the 
front  of  the  beach. 

research  engineers  and  scientists 
who  are  devoting  considerable 
energy  to  radio  and  electronic  re- 

search. The  corridors  on  each  floor 
of  the  three-story  building  are 
488  feet  long.  In  all  there  are  150 
laboratory  bays  opening  on  to  the 
corridors  each  being  a  laboratory 
in  itself.  The  laboratories  are  sup- 

plied with  water  from  two  300- 
foot  wells  at  the  rate  of  600  gallons 

pumped  per  minute.  All  the  ser- vices of  gas,  electricity,  water  and 
gas  flow  in  conduits  on  the  base- 

ment ceiling  under  the  main  cor- 
ridor. Each  of  the  laboratory  bays 

is  well  lighted  since  the  building 
faces  west  gaining  the  advantage  of 
the  afternoon  sun,  supplemented  by 
modern  indirect  lighting,  and  casts 
no  shadows. 

The  work  benches  in  each  bay 
are  equipped  with  many  AC  and 
DC  current  outlets  on  an  ample 
panel  at  various  voltages.  There 
are  also  taps  on  the  bench  for 
air,  gas  and  water  as  well  as 
hydrogen  and  oxygen  where  neces- 

sary. The  bays  are  flexibly  con- 
structed to  allow  easy  alteration 

in  case  it  is  necessary  to  change 
the  size  of  the  rooms. 

Video  Research 

The  floors  are  composed  of  one- 
inch  cement  top,  beneath  which  is 
a  3-inch  section  of  porous  cement 
and  then  the  floor  base.  Each  bay 
is  well  provided  for  air  circulation 
and  one  side  is  almost  all  windows. 
Three  laboratories  are  air-condi- 

tioned— the  chemical  laboratory, 
the  electron  microscope  room  and 
the  glass  optics  division. 

Ample  room  has  been  provided 
for  television  with  a  research 
laboratory  which  adjoins  a  control 
room  and  two-story  studio,  36  x  48 

Overtime  RuUng 

BEGINNING  Oct.  1,  President 
Roosevelt's  executive  order  govern- 

ing overtime  pay  takes  effect.  As  a 
direct  effect,  double  time  is  outlawed 
except  in  such  cases  where  em- 

ployes work  seven  days  in  a  row; 
then  they  receive  double  time  for 
the  seventh  day  of  work.  Time-and- 
a-half  must  be  paid  on  New  Year's, 
July  4,  Labor  Day,  Thanksgiving, 
Christmas,  Memorial  Day  or  one 
other  holiday  of  greater  local  im- 

portance. Otherwise  the  provisions 
of  the  Wage  &  Hour  Act  or  of  labor 
contracts  prevail. 

P  &  G  Serial  Moved 
PROCTER  &  GAMBLE  Co.,  Cin- 

cinnati (American  Family  soap, 
American  Family  flakes),  on  Sept. 
28  will  shift  Painted  Dreams, 
quarter-hour  dramatic  serial  five 
days  a  week  on  WBBM,  Chicago, 
to  WMAQ,  Chicago.  Program  which 
will  celebrate  its  12th  anniversary 
on  the  air  Oct.  15,  is  also  heard 
on  WGN,  Chicago.  Agency  is  H. 
W.  Kastor  &  Sons,  Chicago. 

feet,  designed  for  normal  sound 
characteristics.  Other  types  of 
laboratories  include  optics,  for 
making  measurements  using  light; 
a  chemical  laboratory,  where  ex- 

haustive studies  of  the  art  of 
luminescence  will  be  made  in  search 
for  methods  to  amplify  light  as 
efficiently  as  electronic  tubes  amp- 

lify sound;  an  acoustical  labora- 
tory; a  cathode  ray  laboratory;  as 

well  as  a  variety  of  machine  shops 
and  departments  which  provide 
auxiliary  service  essential  to  the 
operation  of  the  laboratories. 

The  stock  room,  for  example, 
contains  20,000  different  parts 
which  might  be  needed  in  making 
electronic  equipment  such  as  ca- 

pacitors, tube  sockets,  rubber  grom- 
mets,  insulators,  volume  controls, 
potentiometers  and  all  convention- 

ally fabricated  parts. 
In  addition,  the  building  con-  | 

tains  a  technical  library  "complete 
in  the  communications  field"  as 
well  as  a  reading  room  and  a  vault 
for  technical  papers  and  notebooks. 
To  care  for  the  appetites  of  men 
working  on  the  premises  there  is 
a  modern  kitchen  and  cafeteria 

capable  of  serving  180-200  persons 
at  a  time. 
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OWI  RADIO  SECTION  officials  met  with  network  and  agency  executives 
in  Chicago  last  week.  Among  those  attending  were  (seated,  1  to  r),  Doug- 

las W.  Meservey,  OWI  deputy  radio  chief;  William  B.  Lewis,  OWI  radio 
chief;  R.  Jack  Scott,  chairman  of  the  Chicago  radio  committee  for  the 
OWI.  Back  row  (1  to  r)  are  Frank  P.  Schreiber,  manager  of  WGN;  Kay 
Kyser,  chairman  of  the  OWI  talent  committee  of  25;  Nat  Wolff,  OWI 
deputy  radio  aide;  Seymour  Morris,  OWI  chief  of  allocations;  Leo  Bur- 

nett, member  of  the  advertising  agency  advisory  council;  and  Lieut. 
Holman  Faust,  officer  in  charge  of  radio  for  the  Ninth  Naval  District. 

OWI  STATES  AIMS 

TO  CHICAGO  BODY 

TO  ACQUAINT  Chicago  agency 
and  radio  executives  with  the  prob- 

lem and  objectives  of  the  OWI,  the 
Radio  Branch  of  the  OWI  under 
the  direction  of  William  B.  Lewis 
held  a  one-day  session  in  Chicago 
last  Monday. 
OWI  officials,  including  Mr. 

Lewis,  Douglas  Meservey,  Seymour 
Morris  and  Nat  Wolff,  Hollywood 
consultant,  addressed  a  morning 
session  at  the  Tavern  Club  at  which 
Kay  Kyser,  chairman  of  "the  Com- 

mittee of  25",  and  S.  Heagen 
Bayles,  vice-president  of  Ruthrauff 
&  Ryan,  New  York,  chairman  of 
the  radio  advisory  council,  also 
spoke.  An  afternoon  session  was 
highlighted  by  a  plea  from  Kay 
Kyser  for  all  out  agency  and  station 
cooperation  with  OWI.  This  was  the 
second  of  three  scheduled  meetings, 
the  first  in  New  York,  Sept.  18  and 
the  last  in  Hollywood,  Sept.  24-25 
[Broadcasting,  Sept.  21,  1942]. 

Burnett  Presides 

Over  250  Chicago  agency  copy- 
writers, timebuyers,  network  and 

station  officials  attended  the  after- 
noon session  which  was  held  in  the 

WGN  theater  studio  and  presided 
over  by  Leo  Burnett,  member  of  the 
advertising  council  and  president 
of  Leo  Burnett  Co. 

Under  the  direction  of  R.  J.  Scott 
of  Schwimmer  &  Scott,  a  radio  com- 

mittee of  Chicago  agency  executives 
to  act  as  liaison  with  OWI,  has 
been  set  up.  On  the  committee  are 
John  Gordon  of  Needham,  Louis  & 
Brorby;  H.  K.  Kahn,  H.  W.  Kastor 
&  Sons  Adv.  Co.;  L.  T.  Wallace, 
Aubrey,  Moore  &  Wallace;  George 
Bayard,  Russel  M  Seeds  Co.; 
Henry  Rahmel,  Blackett-Sample- 
Hummert;  James  G.  Cominos, 
BBDO;  Walter  A.  Wade,  Wade 
Adv.  Agency. 
A  Chicago  facilities  committee 

for  network  cooperation  was  also 
organized  with  representatives 
from  the  four  networks,  Frank 
[Schreiber,  MBS;  Jack  Van  Volken- 
Iburg,  CBS;  Harry  Kopf,  NBC; 
land  E.  R.  BorofF,  BLUE. 

Belgian  Spot  Campaign 
Extended  to  Five  Cities 

BELGIAN  Information  Center, 
New  York,  official  branch  of  the 
Belgian  Government  in  Exile  in 
London,  which  launched  a  cam- 

paign of  spot  announcements  and 
news  programs  on  WCFL  WJBK 
WSAI  WTCN  and  WHK,  July  13, 
has  expanded  to  five  additional 
markets — Lincoln,  Neb.,  Richmond, 
Fort  Worth,  Dallas  and  Baltimore. 

Purpose  of  the  drive  is  to  build 
up  a  mailing  list  for  News  From 
Belffium,  weekly  publication,  de- 

scribing Belgian  underground  re- 
sistance to  Nazi  domination  and 

designed  in  part  to  help  maintain 
trade  contacts  between  America 
and  the  Belgian  colonies,  particu- 

larly in  view  of  post-war  com- 
merce. Agency  is  Albert  Frank- 

Guenther  Law,  New  York. 

STRETCH  MILLER,  chief  announ- 
cer of  WCBS,  Springfield,  111.,  has 

enlisted  in  the  Navy  as  a  seaman  first 
class.  Staif  members  of  WCBS  tend- 

ered him  a  party  on  his  departure  and 
presented  a  recording  that  reenacted 
embarrassing  moments  he  had  ex- 

perienced during  his  2V2  years  on 
WCBS. 

4**  V5C.  \uj 
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Canadian  Air  Discs 
ROYAL  CANADIAN  Air  Force  on 
Sept.  21  started  paid  transcribed 
dramatized  five-minute  programs 
on  all  English  language  Canadian 
broadcasting  stations  in  connection 
with  a  recruiting  campaign  for  air- 

crews. On  the  14  French  language 
stations,  13  half-hour  dramatic 
programs  start  Sept.  20.  Talent 
for  the  commercials  on  these  RCAF 
recruiting  programs  is  supplied  by 
men  in  the  RCAF  and  the  pro- 

grams dramatize  as  well  as  pre- 
sent the  men  who  have  won  decora- 

tions with  the  RCAF  and  RAF 
overseas.  Tied  in  with  the  cam- 

paign will  be  numerous  sustaining 
shows  and  interviews  on  individual 
stations,  and  plans  are  being  for- 

mulated for  a  weekly  network 
show.  The  programs  are  produced 
by  the  radio  committee  of  the  Ad- 

vertising Agencies  of  Canada. 

Duncan  at  KOIN 

CHESTER  DUNCAN,  music  edu- 
cation director  in  Portland  public 

schools,  has  been  made  head  of 
public  relations  at  KOIN,  Portland, 
Oregon.  He  will  replace  Art  Kirk- 
ham,  who  has  been  named  second 
vice-president  of  the  station.  Dun- 

can graduated  from  the  U  of 
Washington  and  was  supervisor  of 
music  instruction  six  years  in 
schools  in  Vancouver,  Wash.,  be- 

fore his  appointment  with  the  Port- 
land schools. 
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about,  too- 
WHBQ  Names  Rambeau 

APPOINTMENT  of  William  G. 
Rambeau  Co.  as  exclusive  national 
representatives  for  WHBQ,  Memphis, 
has  been  announced  by  E.  A.  Alburty, manager. 

ALERT  ALARM 

For 

IN7ERCEPT0R  STATIONS 

"Droadcasting  stations  all  over  the  country  are  quickly 
being  added  to  the  interceptor  command  alert.  To  prop- 
erly know  when  an  alert  signal  somes  through  from  the  key 

station  you  must  have  a  signalling  system  that  filters  out  the 

program  and  leaves  only  the  actual  signal  which  sets  off  a 
loud  ringing  bell  to  warn  your  operator  of  this  alert  and  to 
act  accordingly.  Gates  has  developed  this  and  it  is  now  ready 
A  line  on  your  station  letter  head  will  bring  this  catalog 

bulletin. 

GATES  RADIO  &  SUPPLY  COMPANY 
MANUFACTURING  BNGINEKRS 

Quincy,  Illinois,  U.  S.  A. 
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CLARK 

synonym  for 

QUALITY 

TRANSCRIPTION 

PROCESSING 

fThink  of  quality  transcript" tion  processing  and  you 

think  of  CLARK.  That's  na- 

tural as  ABC.  Since  radio's 
pioneer  days  CLARK  has 

been  the  symbol  for  pride  of 

workmanship  and  depend- 

ability  of  performance.  All 
over  America  electrical 

transcriptions  bear  the 

stamp  of  CLARK  experi- 

ence. Today  nearly  every 

sizable  transcription  pro- 
ducer is  a  CLARK  client. 

How  about  you? 

Phonograpfi  Record  Co. 

216  High  St.  Humboldt  2-0880 

221  NvLaSalle  St.  Central  5275 

JACK  QIIINN,  combination  man,  of 
KJBS,  has  resigned  to  join  the 
technical  staff  of  KGEI,  General 
Electric  shortwave  station,  San  Fran- 
cisco. 
SEYMOUR  ALLEN,  assistant  radio 
operator  of  KFRO,  Longview,  Tex., 
lias  resigned  and  is  in  defense  work 
in  Chicago. 

PAT  MILLER,  engineer  of  WOR, 
New  York,  has  resigned  to  join  the 
OWI  as  field  representative  in  the  ca- 

pacity of  radio-photo  engineer.  Another 
vacancy  in  the  station's  engineering division  occurred  with  the  departure 
Craig  to  enter  the  Army. 
ROBERT  R.  CLEARWATER,  former 
control  operator  of  Newburgh,  N.  Y., 
is  technician  at  WBRK,  Pittsfield, 
Mass. 

JOHN  K.  MOORE,  radio  engineer  of 
WJNO,  W.  Palm  Beach,  formerly 
with  WJBY,  Gadsden.  Ala.,  WCOC. 
Meridian  Miss.,  and  WALA,  Mobile, 
Ala.,  is  civilian  instructor  in  the  Sig- 

nal Corps  Radio  School,  Camp  Mur- 
phy, Fla. 

JOE  RHODES,  new  to  radio,  has 
joined  the  engineering  staff  of  WTJS, 
Jackson.  Tenn.  C.  W.  Jones,  formerly 
with  WHOP.  Hopkinsville,  Ky.,  is 
with  the  WTJS  transmitter  staff. 
WINKIE  WILEMAN,  formerly  of 
KDB.  Santa  Barbara,  Cal.,  has  joined 
KTMS,  that  city,  as  chief  engineer. 
He  succeeds  Homer  Gaudreau,  who 
joined  the  Navy. 
ED  SHEDD,  formerly  in  charge  of 
music  clearance,  has  rejoined  KTMS, 
Santa  Barbara,  Cal.,  as  technician- announcer. 

ROY  FULLER,  of  the  engineering 
staff  of  WTRY,  Troy,  married  Eileen 
Joyce. 
HARRY  DENNIS,  engineer  of  WJW, 
Akron,  entered  the  Navy  Sept.  15. 
JIM  PHILLIPS,  engineer  of  WBBM, 
Chicago,  has  enlisted  in  Navy  reserve 
deck  officer  training  at  Albion  Col- 

lege, Mich.,  for  training  as  an  ensign. 
HARVEY  WEHRMAN,  chief  engi- 
need  of  KLZ,  Denver,  recently  mar- ried Nola  Nelson. 

LEO  LAKJER,  formerly  with 
WPEN,  Philadelphia,  and  RCA,  has 
joined  the  engineering  staff  of  WFIL, 
Philadelphia,  replacing  Charles  Cole- 

man, now  a  lieutenant  in  the  Army 
Air  Forces. 

ALBERT  T.  McDOWELL,  engineer 
of  WIBG,  Glenside,  Pa.,  and  Louise 
Hutson  have  announced  their  engage- ment. 

WHAT  STATION  IS 

"LISTENED  TO  MOST'' 
BY  55.7%  OF  IOWA? 

Newest  survey  tells  all! 
The  biggest  and  best  of  the  famous 
"Summers-Whan"  surveys  on  Iowa  ra- 

dio   audiences.    Gives    all    the  facts 
plainly,  impartially — listening  trends, 
station  and  program  preferences,  ef- 

fects of  age  and  education  on  listen- 
ing, etc.  Every  sales  executive  needs 

this  book.  Get  yours  today.  No  cost! 
Address  Dept.  S, 

CENTRAL  BROADCASTING  CO. 
Des  Moines,  Iowa 

I- GET  THIS  BIG 

BOOK  TODAY! 
No  Cost 

No  Obligation 

FORMER  RADIOMEN  now  on  tour  with  the  Army  War  Show  got  to- 
gether in  Chicago  recently  at  the  end  of  the  show's  run  in  Soldier  Field to  pose  for  this  shot  supervised  by  Pvt.  Bert  Parks,  former  network 

announcer,  sharing  announcing  duties  on  the  Army  show  with  Robert 
Waldrop,  former  NBC-New  York  announcer.  Now  attached  with  the 
Signal  Corps,  the  men  are  (1  to  r)  Clark  Jones,  WRGB,  Schenectady, 
television  station;  Raymond  Schuster,  WHBI,  Newark;  Lyman  H.  Smith, 
WHCU,  Ithaca;  Leonard  Rodkey,  WJW,  Akron;  Howard  L.  Tupper, 
WGY,  Schenectadv;  V.  C.  Woodworth,  KVCV,  Redding,  Calif.;  Wilfred 
E.  Schmidt,  WAAT,  Jersey  City. 

H.  Clyde  Snook 
H.  CLYDE  SNOOK,  inventor  of 
the  X-ray  transformer  and  other 
roentgenological  devices,  wireless 
expert  and  consulting  engin^^er, 
died  Sept.  22.  He  was  at  one  time 
wireless  expert  with  Queen  &  Co., 
Philadelphia,  and  later  was  vice- 
president  of  the  Victor  Electric 
Corp.,  Chicago.  He  also  served  as 
electrical  engineer  with  Western 
Electric  Co.  and  was  with  Bell 
Telephone  Labs.  He  was  a  fellow 
of  the  American  Institute  of  Elec- 

trical Engineers  and  the  American 
Physical  Society. 

KEN  HESTOR,  formerly  of  KWFC, 
Hot  Springs,  Arlc,  and  WERC,  Erie, 
Pa.,  is  now  in  the  naval  reserve  as 
radio  technician,  second  class. 

LEE  RANDON.  sound  effects  tech- 
nician of  WBBM,  Chicago,  has  joined 

the  Army  Signal  Corps  ealisted  re- •serve  as  a  radio  technician,  and  will 
train  in  Chicago. 
IRVIN  MITCHELL,  of  the  Police 
Radio  Transmitter  at  Woodside  Park, 
Philadelphia,  has  been  added  to  the 
engineering  staff  of  WFIL,  Philadel- 

phia. 
JOHN  J.  HANDSCHETZ,  engineer 
at  WHAT,  Philadelphia,  joined  WIP, 
that  city,  and  married  Dorothy  M. 
Passaur,  script  reader  of  WHAT. 
HARVEY  GLATSTEIN,  transmitter 
supervisor  of  WCKY,  Cincinnati,  has 
been  appointed  instrvictor  of  radio 
classes  in  a  Government  vocational 
school,  but  will  continue  his  station 
work.  Paul  Helton,  former  chief  engi- 

neer of  WCLO,  .Tanesville,  Wis.,  has 
joined  the  WCKY  transmitter  staif. 
PAUL  MADELEY  and  Charles 
Thompson,  both  new  to  radio,  have 
joined  the  transmitter  crew  at  WGBR, 
Goldsboro,  N.  C. 

ROBERT  SNYDER,  summer  relief 
engineer  of  WFIL,  Philadelphia,  as- 

signed to  the  transmitter,  leaves  at 
the  end  of  the  month  to  enter  Pur- 

due U. 

DOUGLAS  ELDRIDGE,  control  op- 
erator of  KDYL,  Salt  Lake  City,  is 

the  father  of  a  boy. 

ED  BBRNHEIM,  studio  engineer  of 
NBC-Chicago,  has  been  commissioned  a 
captain  in  the  U.  S.  Armv.  He  will  be 
succeeded  by  Henry  L.  Cavanah,  for- merly of  WBAA,  Lafayette,  Ind., 
WSAV,  Savannah,  Ga.,  and  WPAD, Paducah,  Ky. 

WELLS  CHAPLIN,  transmitter  engi- 
neer of  KWK,  St.  Louis,  is  the  father of  a  boy. 

NELL  GROVER,  formerly  of  KPCA, 
Port  Arthur,  Tex.,  and  graduate  of 
Port  Arthur  Radio  College,  is  the 
first  woman  control  engineer  at  KARK, 
Little  Rock,  Ark.  George  Rogers,  for- 

mer Boy's  Club  radio  instructor,  and 
Paul  Waller,  radio  serviceman  for 
eight  years,  have  joined  the  engineering 
staff. 
BILL  CHAMBERS  and  Fred  Priest, 
engineers  of  WWNY,  Watertown, 
N.  Y.,  have  resigned  to  enter  the  Sig- 

nal Corps  School  at  Paul  Smiths. 
Charles  Scanlin  has  joined  the  engi- 

neering staff. 
HERBERT  O.  KIMBERELY,  assist- 

ant engineer  at  WLOL.  Minneapolis, 
has  been  commissioned  lieutenant 
(s.  g.)  in  the  Navy.  Merle  Bjork,  as- sistant engineer  at  WLOL,  has  joined 
the  Army  Air  Corps  as  a  flying  cadet. 
CARL  LEE,  studio  and  transmitter 
technician  of  WKZO,  Kalamazoo- 
Grand  Rapids,  has  become  chief  en- 

gineer, replacing  Arthur  Covell,  who 
joined  the  Electronics  Division,  U.  S. Army. 

FRED  WAMBLE,  chief  engineer  of 
WCRS,  Greenwood,  S.  C,  has  re- signed to  accept  the  same  position  at 
KGVO,  Missoula,  Mont.  H.  E.  Mag- 
gini,  KGVO  transmitter  engineer,  has 
accepted  a  civilian  position  with  the 
Army  Signal  Corps. 
CARLTON  MODLIN,  transmitter  op- erator of  WCRS,  Greenwood,  S.  C, 
has  joined  the  Navy. 
EDDIE  KBIM.  with  the  engineering 
staff  of  WWVA,  Wheeling,  W.  Va., 
since  1929,  is  now  chief  engineer,  re- 

placing Glenn  Boundy,  who  has  been 
commissioned  first  lieutenant  in  the 
Army  signal  corps  at  Fort  Monmouth, N.  J. 

JOSEPHINE  R.  YATES,  of  the  tran- 
scription department  of  KOMO-K.IR, Seattle,  has  enlisted  in  the  WAVES 

for  a  four-month  training  course  to 
qualify  as  an  ensign. 

KARM 

CBS  •  5000  watts 

FRESNO,  CALIFORNIA 

Ask  your  Agency  to  ask  the  Colonel! 
FREE  &  PETERS.  Inc.,  National  Representatives 
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Committee  Report 
(Continued  from  page  9) 

Federation  of  Musicians  would  be  un- 
available to  them  after  Aug.  1.  1942. 

Briefi.v.  this  order  prohibits  all  musi- 
cians who  are  members  of  the  Ameri- 
can Federation  of  Musicians  from 

making  phonograph  recordings  or  ra- dio musical  transcriptions.  Mr.  Davis 
was  and  is  concerned  because  the 
cessation  of  making  such  records,  and 
the  resultant  drying  up  of  the  supply 
will  adversely  affect  the  morale  of  the 
armed  forces  of  the  United  States, 
since  such  records  are  widely  used  in 
mechanically  operated  devices  in  the 
camps  of  the  services,  in  recreation 
halls,  and  in  the  United  Service  Or- 

ganization centers,  both  in  this  coun- 
try and  abroad. 

Effect  on  Stations 
Mr.  Davis  was  also  alarmed  because 

of  the  probability  that  the  cutting  off 
of  the  supply  of  records  and  radio 
transcriptions  would  ultimately  cause 
many  small  radio  stations  to  cease 
operations,  thereby  interfering  ma- 

terially with  the  dissemination  of  war 
information  from  his  office.  Mr. 
Petrillo,  for  the  American  Federation 
of  Musicians,  replied  by  letter  to  Mr. 
Davis  that  he  could  not  rescind  the 
order  in  question. 
Two  other  representatives  of  the 

Government  departments,  Mr.  James 
Lawrence  Fly,  chairman  of  the  Fed- eral Communications  Commission  and 
the  War  Communications  Board,  and 
Mr.  Thurman  Arnold,  chief  of  the 
Anti-Trust  Division  of  the  Dept.  of 
Justice,  also  indicated  clearly  that  the 
problem  presented  by  Mr.  Petrillo's order  was  one  for  congressional 
scrutiny. 

Mr.  Fly  pointed  out  the  serious  ad- verse affect  of  the  order  on  hundreds 
of  small  radio  stations  throughout  the 
country  which  depend  to  a  large  ex- 

tent for  musical  programs  on  music 
transcriptions  such  as  are  barred  by 
the  Petrillo  ban.  He  noted  that  the 
radio  is  an  important  communications 
link  in  wartime  and  that  it  is  a  mat- 

ter of  serious  concern  to  the  United 
States  Government  should  many  ra- 

dio stations  find  it  necessary  to  close 
as  a  result  of  inability  to  supply 
programs. 

iMr.  Arnold,  who  is  in  charge  of 
the  Government's  anti-trust  suit against  the  American  Federation  of 
Musicians  and  its  officers,  explained 
to  the  subcommittee  the  basis  of  the 
suit,  the  position  of  the  Dept.  of  Jus- 

tice in  the  case,  and  its  general  policy 
with  respect  to  anti-trust  actions.  Mr. 
Arnold  regards  the  position  taken  by 
the  American  Federation  of  Musicians 
as  a  restraint  of  trade  in  violation  of 
law. 

Florida  Incident 
Also  testifying  briefly  were  Mr. 

James  Nemic,  an  attorney  at  law  of 
West  Palm  Beach,  Fla.,  who  de- 

scribed an  incident  affecting  the  serv- 
ices of  an  Army  band  at  a  war  bond 

rally  in  his  community ;  and  Mr. 
Joseph  M.  Padway,  general  counsel 
for  the  American  Federation  of  Labor, 

Scratchless  Needle 

NEW  phonograph  needle 
which  claims  to  eliminate 
"needle  talk"  so  it  is  no  long- 

er necessary  to  close  the  top 
of  the  phonograph,  is  being 
marketed  by  Jensen  Indus- 

tries, Chicago.  The  "Concert 
Needle"  has  a  point  made 
from  alloy  of  precious  metal 
from  a  design  said  to  re- 

duce wear  on  the  record,  as 
well  as  scratch. 

Two  Philadelphia  Papers 

Criticize   Petrillo's  Ban 
PHILADELPHIA  newspapers  re- 

sumed their  editorial  barbs  against 
James  C.  Petrillo,  president  of  the 

AFM,  as  a  result  of  Elmer  Davis' 
testimony  before  the  Senate  sub- 

committee. The  Philadelphia  In- 
quirer, the  only  local  newspaper 

which  has  continually  attacked 
Petrillo  editorially,  continued  its 
tirade  on  Sept.  18.  Reviewing  Mr. 
Davis'  testimony  that  the  ban  on 
recordings  might  force  more  than 
150  small  stations  "to  go  out  of 
business,"  and  that  it  means  also 
"a  serious  deprivation  to  our 
soldiers,  sailors  and  Marines  at 
home  or  at  distant  outposts,"  the 
newspaper  urged  legislation  to 
curb  "labor  bosses  of  the  Petrillo 

type." 

The  conservative  Bulletin,  for 
the  first  time  taking  editorial  note 
of  the  recording  situation,  reviewed 
the  impasse  in  a  Sept.  19  editorial, 
pointing  out  that  the  Government, 
the  public,  the  soldiers  and  sailors 
are  all  against  the  attitude  adopted 
by  the  AFM,  and  then  suggested 
"it  would  be  interesting  to  find out  what  the  members  of  his 
(Petrillo)  own  union  think  of  a 
leader  who  has  succeeded  in  putting 
them  behind  the  eight  ball  with 

everybody  at  once." 
of  which  the  American  Federation  of 
Musicians  is  an  affiliate,  who  denied 
that  Mr.  Petrillo  had  personally  or- 

dered the  ban  on  recorded  music,  ex- 
plaining that  he  was  merely  carrying 

out  the  orders  of  the  national  conven- 
tion of  his  union. 

The  committee  is  of  the  opinion  that 
the  problem  presented  by  this  resolu- 

tion is  an  urgent  one.  This  nation  is 
engaged  in  a  great  war  to  preserve  the 
free  democratic  system,  and  the  con- 

duct of  that  war  in  the  best  and  most 
efficient  manner  is  threatened  by  the 
acts  and  practices  which  this  resolu- 

tion proposes  the  Senate  shall  investi- 

gate. The  Committee  on  Interstate  Com- 
merce of  the  Senate  recommends  that 

SRes.  280  be  adopted. 

SOM£TH/NC  ON  THe  BALL 

IN  COLUMBUS  f 

Central  Ohio's  Only  CBS  Outlet 

\ 
1.  Street  car  and 

bus  cards 
2.  Neon  Signs 
3.  Display  Cards 
4.  Newspaper  Ads 
5.  Taxicab  Covers 
6.  Downtown  Win- dow Displays 
7.  House  organ 
8.  "Meet  the  Spon- 

Ji 

sor"  Broadcast 

"IT'S  MORE  THAN     ^  ^ 

FRIENDSHIP,"  smiles  Suzy  our  Steno.  "Wh  en  a  promi- 
nent department  store  recently  renewed  their  daily  quarter-hour 

program  for  the  9th  consecutive  time,  they  did  so  because 
WSAI  produces. 

"The  same  sound  reason  has  caused  an  optical  company,  a 
dry  cleaning  firm,  a  large  bakery,  a  coal  dealer,  a  furniture 

house,  a  large  drug  chain  to  sponsor  programs  on  WSAI  continu- 
ously for  four  years  or  more!  In  buying  Cincinnati,  profit  from 

the  experience  of  these  and  many  other  WSAI  advertisers  who 

know  that  WSAI  gets  more  results!" 
IT  SELLS   FASTER  IF  IT'S 

CINCINNATI'S    OWN  STATION 
NBC  8,  BLUE  NETWORKS  •  5,000  Walls  Day  and   NIghl   •   Represenled  by  Spot   Sales,  Inc. 

Would  you  FIRE 

THE  WATCHMAN? 

Suppose  your  plant  shut  down.  Would  you  leave  the 
machinery  to  rust?  Would  you  leave  the  windows  to  be 
broken  and  the  paint  to  peal  off? 

Hardly!  To  protect  your  capital  assets  you'd  keep  a  whole 
crew  of  watchmen  cleaning,  painting,  preserving  your 

property. 
Yet  most  businesses  have  actually  made  a  larger  investment 

in  good  will  than  in  production  machinery.  That  invest- 
ment must  be  protected  just  as  carefully. 

Radio,  which  gives  people  something  they  really  value^ — 
entertainment — to  remember  you  by,  is  one  of  the  best 
watchmen  for  your  good  name! 

CFRB 
TO  R  O  N  TO 

860  KILOCYCLES 
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"WHEBBY"  Says: 
WHEB     profits  pacify 
and  produce  for  parsi- 
mon.ous   patrons.  Pre- 

/  dominant    postal  pull 
V  provable.  Proof  posted 
I  promptly. 
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Boston  Rep.:  BERTHA  BANNAN 
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Schenley  to  Start 

Program  on  MBS 
Cresta  Blanca  Wine  WUl  Be 
Promoted  on  New  Series 

CRESTA  BLANCA  WINE  Co.,  a 
subsidiary  of  Schenley  Distillers 
Corp.,  New  York,  the  first  wine 
account  to  sponsor  a  network  pro- 

gram, will  launch  a  variety  show 
on  64  Mutual  stations,  Wednesday, 
Oct.  14,  to  be  known  as  Cresta 
Blanca  Carnival. 

Deal  follows  negotiations  for  the 
past  several  months  with  the 
major  networks,  several  of  which 
demurred,  it  is  understood,  at  the 
idea  of  taking  on  Cresta  as  a 
sponsor,  largely  because  Schenley 
insisted  on  coupling  its  name  with 
that  of  its  product  on  the  air. 

The  Schenley  trade  name  was 
believed  to  be  too  generally  associ- 

ated with  hard  liquors  to  warrant 
the  risk  of  having  listeners  think 
the  network  was  allowing  its  fa- 

cilities to  be  used  for  advertising 
whiskey,  provided  further  that 
wine  itself  was  an  acceptable 
sponsor  to  both  local  outlets  and 
listeners. 

Talent  Selected 

Mutual  has  agreed  to  accept  the 

account  under  Schenley's  condi- 
tions and  will  present  the  Carni- 
val program  each  Wednesday, 

9:15-10  p.m.  from  the  WOR  Play- 
house in  New  York.  Jack  Pearl, 

comedian,  will  star  in  the  show, 
assisted  by  his  habitual  stooge, 
Cliff  Hall. 

Music  will  be  supplied  by  Mor- 
ton Gould  and  his  orchestra,  with 

Brad  Reynolds,  singer,  and  Jean 
Merrill,  Metropolitan  Opera  star, 
contributing  the  vocals.  Jack 
Pearl's  copy  will  be  written  by 
Billy  K.  Wells.  William  H.  Wein- 
traub  Co.,  New  York,  agency  on 
the  account,  is  producing  the  pro- 

gram, with  Arthur  J.  Daly,  newly- 
named  radio  director,  handling 
scripts  and  production. 

Contract  represents  a  major 
step  ahead  in  radio  for  the  wine 
industry,  which  in  Broadcasting, 
April  6,  was  reported  to  be  launch- 

ing into  the  biggest  radio  season 
of  name  and  direct  sales  advertis- 

ing in  its  history,  on  individual  sta- 
tions throughout  the  country. 

Now  Capt.  Thompson 
GRIFFITH  B.  THOMPSON,  for- 

mer general  manager  of  WBYN, 
Brooklyn,  and  formerly  general 
sales  manager  of  the  Westing- 
house  stations,  has  been  commis- 

sioned a  captain  in  the  Special 
Services  Branch  of  the  Army  and 
is  attached  to  its  radio  section  in 
New  York.  He  resigned  his  Brook- 

lyn post  to  accept  the  commis- sion. 

Sweetheart  on  70 
MANHATTAN  SOAP  Co.,  New 
York,  is  using  participations  from 
three  to  six  times  a  week  on  70 
stations  throughout  the  country  for 
Sweetheart  Soap,  placed  through 
Franklin  Bruck  Adv.,  New  York. 

Insurance  Series 

NORTH  AMERICAN  Accident  In- 
surance Co.,  Newark,  in  a  seasonal 

campaign  to  be  launched  this  fall 
and  continue  through  next  spring, 
will  sponsor  five-minute  and  quar- 

ter-hour programs  on  25  to  30  sta- 
tions. Agency  is  Franklin  Bruck 

Adv.,  New  York. 

VINYLITE  PROBLEM 

SOMEWHAT  EASED 

UNABLE  TO  predict  the  shape  of 
Vinylite  allocations  to  come  for 
October,  WPB  officials  only  re- 

peat the  correlation  between 
military  and  civilian  needs  [Broad- 

casting, Sept.  14]  and  urge  the 
necessity  for  salvage  of  every  pos- 

sible transcription  record. 
Tension  in  the  recording  industry 

over  the  Vinylite  situation  and  the 
possibility  of  further  Governmental 
curtailment  of  the  amount  of  this 
material  for  use  in  the  manufac- 

ture of  transcriptions  had  notice- 
ably eased  last  week.  Companies 

in  the  New  York  area  queried  by 
Broadcasting  stated  that  they  had 
reasonably  good  supplies  on  hand 
and  that  the  stations  were  showing 
complete  cooneration  in  returning 
old  discs  to  the  pressing  plants. 

One  manufacturer  said  that  one 
station  had  written  him  to  say  that 
it  was  shipping  6,000  16-inch  re- 

cordings which  had  been  found 

piled  up  in  the  station's  stock- room, where  they  apparently  had 
been  resting  for  years.  While  such 
a  discovery  is  probably  unusual, 
numerous  finds  of  sizable  supplies 
of  scrap  have  been  reported  and 
the  consensus  is  that  the  industry 
could  run  for  at  least  six  months 
even  if  the  supply  of  new  Vinylite 
were  completely  shut  off. 

There  were  however  some  less 
optimistic  transcription  company 
executives  who  doubted  if  scrap 
alone  could  keep  the  industry  go- 

ing, although  they  praised  its  value 
as  a  means  of  supplementing  the 
monthly  allotments  of  new  material. 

Gilmore  N.  Nunn  Joins 

Air  Transport  Command 
GILMORE  N.  NUNN,  president  of 

WLAP,  Lexington;  WCMI,  Ash- 
land, and  KFDA,  Amarillo,  has 

been  commissioned  a  first  lieuten- ant in  the  Army 
Air  Forces  and 
assigned  to  the 
A  i  r  Transport 
Command  head- 

quarters in  Wash- ington. He  will 
receive  instruc- 

tion prior  to 
opening  an  office 
for  the  Air  Pri- orities Control 
Division  for  Air 

Transport  Command  in  New  Or- 
leans. The  branch  is  in  charge  of 

personnel  transportation  and  cargo 
shipments. 

Lt.  Nunn's  father,  J.  Lindsay 
Nunn,  well-known  publisher,  will 
generally  supervise  the  operations 
of  the  three  stations.  Ted  Grizzard 
has  been  named  station  director  of 
WLAP;  Warren  G.  Davis  in  a  sim- 

ilar capacity  at  WCMI;  and  How- ard Roberson  at  KFDA. 

Mr.  Nunn 

RADIO  DOES  ITS  BIT  for  the  Red 
Cross  Blood  Bank.  When  Maida 

Severn,  (r)  director  of  women's program  activities  at  KLZ,  Denver, 
reported  for  a  v..lun.ary  blood  do- 

nation, the  nurse's  aidt*  assigned  to assist  Lt.  Miller  (center).  Army 
doctor  in  charge,  turned  out  to  be 
her  friend,  Mrs.  Hugh  B.  Terry 
(1),  wife  of  the  manager  of  KLZ. 

3  Virginia  Outlets 

To  Join  Blue  Net 

WSLS,  WLVA,  WBTM  Bring 
Total  Stations  to  137 

THREE  Virginia  stations— WSLS, 
Roanoke;  WLVA,  Lynchburg;  and 
WBTM,  Danville— will  become  af- 

filiated with  the  BLUE  as  basic 
supplementary  stations  effective 
Nov.  5,  bringing  the  total  number 
of  BLUE  affiliates  to  137. 
The  stations  are  at  present 

Mutual  outlets.  They  will  continue 
to  be  available  to  Mutual  on  time 
not  optioned  by  BLUE,  following 
their  affiliation  with  the  latter  net- 

work. Several  sponsored  Mutual 
shows  carried  on  the  stations,  will 
continue  for  a  short  while  after 
the  BLUE  membership  date,  pend 
ing  the  expiration  of  contracts. 
WSLS,  owned  by  the  Roanoke 

Broadcasting  Corp.,  operates  on  a 
frequency  of  1,490  k.c;  WLVA, 
owned  by  the  Lynchburg  Broad- 

casting Corp.  on  a  frequency  of 
1,230  k.c;  and  WBTM,  owned  by 
the  Piedmont  Broadcasting  Corp., 
on  a  frequency  of  1,400  k.c.  All 
stations  operate  fulltime  with  250 
watts  power. 

The  stations  will  be  available  and 
sold  only  as  a  package  with  an 
evening  rate  of  $220  per  hour. 

Cost  -  of  -  Living  Clause 
Receives    AFRA  Studyj 
AMERICAN  Federation  of  Radio 
Artists  is  giving  serious  study  to 
the  problem  of  whether  or  not  it 
should  invoke  the  clause  in  its  con- 

tracts covering  network  commer- 
cials which  permits  the  union  to 

apply  for  increases  in  the  stipulated 
minimum  rates  if  the  cost  of  liv- 

ing has  increased  more  than  lOj 
points  from  Sept.  15,  1940,  to  Sept.! 
15,  1942. 
Emily  Holt,  national  executive 

secretary  of  the  talent  union,  said 
last  week  that  the  question  was 
being  studied  by  committees  of  the 
four  locals  involved — located  in  the 
network  origination  cities  of  New 
York,  Chicago,  Los  Angeles  and 
San  Francisco — and  by  a  national 
coordinMing  committee.  "We  have gathered  the  material  and  are 

getting  ready  for  action,"  Mrs Holt  said. 
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Senate  Orders  AFM  Probe 

(Continued  from  page  9) 

the  full  committee's  unanimous  ac- 
tion. Members  of  this  subcommittee, 

in  addition  to  Chairman  Clark, 
were  Hill  (Ala.)  and  Andrews 
(Fla.),  Democrats;  Tobey  (N.H.) 
and  Gurney  (S.D.),  Republicans. 

Senator  Hill,  Democratic  Whip, 
and  Senator  Gurney,  a  strong  mem- 

ber of  the  Military  Committee,  were 
unable  to  attend  the  preliminary 
hearings  because  of  other  commit- 
ments. 

It  is  likely  the  new  subcommit- 
tee will  exclude  Hill  and  Gurney. 

Possible  replacements  are  seen  as 
Stewart  (Tenn.)  or  Tunnell 
(Del.),  Democrats,  and  White 
(Me.)  or  Shipstead  (Minn.),  Re- 

publicans. Because  of  the  scope 
of  the  inquiry,  the  new  subcommit- 

tee may  even  be  of  seven  members. 
All  this,  however,  is  to  be  settled 
this  week. 

At  the  full  committee  sesion  on 
the    resolution    last  Wednesday, 
there  was  no  recorded  opposition. 
Senator  Tobey,  it  is  reported,  sug- 

I  gested  the  resolution  be  broadened 
I  to  embrace  an  investigation  of  the 
■  FCC.  He  has  been  a  persistent 
'  critic  of  FCC  stewardship  and,  on 
'  occasions,  of  the  networks.  During 
■  Chairman  Fly's  testimony  before 

the  Petrillo  Probe  Committee  he  di- 
1  rected  a  few  barbed  queries  about 
'  FCC  policies  and  procedures.  The 
!  committee  decided  it  best  to  confine 
!  the  resolution  to  the  labor  issue. 

'      In    delivering    the  Interstate 
'  Commerce   Committee's  favorable 
report  to  the  Senate  Wednesday, 
Senator  Clark  minced  no  words. 
He  called  attention  to  OWI  Direc- 

tor Davis'  testimony  the  cessation 
of  record-making  "will  adversely 

'  affect  the  morale  of  the  armed 
forces  of  the  United  States".  He 

■  called  attention  to  the  adverse  ef- 
'  feet  on  "many  small  stations" 
'  which  would  cause  them  to  "cease 
'  operation",  interfering  with  the 
'  dissemination  of  war  information 
«  from  OWI. 

I  Attack  on  Freedom 

'     Both  Mr.  Fly  and  Mr.  Arnold 
said  clearlv  that  the  problem  pre- 

sented by  Mr.  Petrillo's  order  "was 
one  for   Congressional  scrutiny", 

5  Mr.  Clark  stated. 

^     "The  committee",  concluded  the 
'  report,  "is  of  the  opinion  that  the 
'  problem  presented  by  this  resolu- 
jj  tion  is  an  urgent  one.  This  nation 
,  is  engaged  in  a  great  war  to  pre- 
-  serve  the  free  Democratic  system, 
i!  and  the  conduct  of  that  war  in  the 
)'  best  and  most  efficient  manner  is 

'  threatened  by  the  acts  and  prac- 
,  tices   which   this  resolution  pro- 

poses the  Senate  shall  investigate." 
; ,     Mr.  Arnold,  in  his  testimony  last 
i  J  Monday  at  the  final  preliminary 
i  ■  session     of     the  subcommittee, 
f '  charged  that  the  AFM  is  attempt- 

ing   "to    coerce   their  immediate 
J  employers  to  use  unnecessary  and 
^  useless  labor"  and  to  "destroy  in- ,   dependent    radio    stations,  small 

restaurants  and  hotels,  juke  box 
:   operators  and  manufacturers,  as 

well  as  manufacturers  of  phono- 
graph records  and  electrical  tran- 

scriptions, because  they  have 
adopted  new  inventions  for  the 
rendition  of  music."  He  described 
Petrillo's  attempt  to  keep  amateur 
musicians  off  the  air  as  going  "a 
step  beyond  the  closed  shop".  He 
called  this  "an  attack  on  individual 
freedom  in  America". 

In  his  unscheduled  appearance, 
AFM-AFL  Counsel  Padway  told 
the  Committee  the  union  itself,  and 
not  Petrillo,  had  ordered  the  re- 

cording ban.  He  cited  the  action  of 
two  successive  AFM  conventions 
to  this  end.  Mr.  Padway  also  dis- 

claimed AFM  failure  to  cooperate 
in  the  war  effort,  contending  that 
no  organization  has  exceeded  it  in 
cooperating  with  the  armed  forces 
and  the  Government.  Finally,  he 
offered  to  expedite  the  anti-trust 
hearing  in  Chicago  Oct.  12  and 

said  he  would  be  willing  to  "open 

argument  tomorrow". The  preliminary  hearings  were 
to  have  terminated  last  Monday 
with  the  testimony  of  Assistant 
Attorney  General  Arnold.  The 
testimony  of  James  Nemec,  West 
Palm  Beach  attorney  and  Junior 
Chamber  of  Commerce  executive, 

was  impromptu  and  had  been  ar- 
ranged at  the  request  of  Senator 

Andrews. 

Totally  unexpected  was  the  ap- 
pearance of  Mr.  Padway,  who  told 

the  committee  he  had  returned 
from  London  only  the  preceding Saturday. 

In  characteristic  fashion  Mr. 

Arnold,  flanked  by  Holmes  Bald- 
ridge,  chief  of  the  litigation  sec- 

tion of  the  Anti-Trust  Division, 
told  the  subcommittee  why  he  con- 

sidered the  made  work  issue  so 
important.  In  substance,  he  said 
under  cross-examination  that  ac- 

tion by  Congress  on  legislation  to 

Hal  Smith 

HAL  SMITH,  sportscaster  of 
KCMC,  Texarkana,  Tex.,  died  of 
a  heart  attack  after  a  two  day  ill- 

ness, shortly  before  he  was  to 
leave  for  a  new  job  in  Richmond, 
Va.  Formerly  with  Dallas  and 
Oklahoma  City  stations,  Mr. 
Smith,  was  highly  regarded  in  Tex- 

arkana, where  he  had  worked  since last  spring. 

relieve  such  union  pressures  would 
not  interfere  with  his  suit,  though 

he  thought  that  legislation  suffi- 
ciently broad  to  cover  the  entire 

labor  picture  would  have  to  be 
handled  through  other  processes. 

In  opening  the  third  and  final 
day  of  the  preliminary  hearings. 
Chairman  Clark  said  it  had  come 
to  his  attention  that  the  Dept.  of 
Justice  had  instituted  civil  action 
against  AFM  and  he  had  asked 
Mr.  Arnold  to  appear.  Mr.  Arnold 
said  he  would  place  in  the  record 
in  succinct  form  the  history  of  the 

department's  policy  relating  to  the 
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overall  made  work  issue,  and  he 
placed  in  the  record  all  of  the 
relevant  court  cases  and  pleadings. 

Department's  Stand 
A  bill  in  equity  has  been  filed 

by  the  Anti-Trust  Division  against 
AFM  in  Chicago,  Mr.  Arnold  said, 
and  a  hearing  is  set  for  Oct.  12  on 
motion  of  the  Government  for  a 
preliminary  injunction  and  on  a 
motion  by  AFM  to  dismiss.  He 
said  that  since  he  expected  to  argue 
that  motion  personally,  he  would 
prefer  not  to  produce  before  the 
committee  the  evidence  which  he 
planned  to  develop  by  affidavit  at 
that  hearing.  To  supply  the  com- 

mittee with  background  of  the  po- 
sition the  Government  takes  in  the 
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Petrillo  case,  Mr.  Arnold  reviewed 
previous  attempts  of  the  Anti- 
Trust  Division  to  deal  with  re- 

straints of  trade  by  labor  organi- 
zations. 

He  said  that  in  general  the  de- 
partment in  1939  took  the  position 

that  interferences  with  interstate 
commerce  by  organized  labor  which 
had  no  reasonable  connection  with 
wages,  hours,  health,  safety,  the 
speedup  system  or  the  establish- 

ment and  maintenance  of  the  right 
of  collective  bargaining  were  vio- 

lations of  the  Sherman  Act.  The 

first  prosecutions  were  in  con- 
nection with  the  building  trades, 

he  said. 
Mr.  Arnold  cited  the  Hutcheson 

and  International  Hod  Carriers 
cases  and  the  more  recent  Interna- 

tional Brotherhood  of  Teamsters 
case  under  the  Anti-Racketeering 
Act.  All  of  them  involved  the  made 
work  issue.  In  the  latter  case, 
however,  he  said  the  court  decided 
the  Anti-Racketeering  Act  was  not 
violated  where  members  of  the 
teamsters  union  compelled  the 
owners  of  trucks  coming  into  New 
York  to  hire  useless  and  unneces- 

sary employes  under  duress  en- 
forced by  threats  and  violence.  He 

said  this  case  did  not  directly  in- 
volve the  question  whether  an  or- 

ganized restraint  of  trade  by  labor 
unions  in  order  to  compel  the  hir- 

ing of  unnecessary  labor  was 
within  the  Sherman  Act. 

Not  Yet  Decided 

Since  the  decision  in  the  team- 
sters case,  Mr.  Arnold  said,  three 

questions  remain  undecided  by  the 
Supreme  Court.  He  enumerated 
these  as:  "(1)  May  a  labor  uiiion 
use  organized  coercion  to  compel 
its  own  employer  to  maintain  ob- 

solete or  inefficient  methods  and 
to  refuse  to  introduce  new  mechan- 

ical improvements  in  order  to  com- 
pel the  hiring  of  unnecessary 

labor?  (2)  May  a  labor  union  use 
organized  coercion  to  destroy  an 
an  independent  business  not  di- 

rectly employing  members  of  this 
union,  because  it  has  introduced 
labor-saving  devices  or  improved 
mechanical  methods  which  cut 
down  the  general  demand  for  labor 
in  that  area?  (3)  May  a  labor 
union   use   organized   coercion  to 
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Milne,  Manager  of  WELI,  New  Haven. 

prevent  voluntary  groups  who  do 
not  seek  employment  from  rend- 

ering services  without  pay?" 
All  these  questions,  Mr.  Arnold 

declared,  are  raised  by  the  activi- 
ties of  AFM  in  the  pending  suit 

in  Chicago.  He  charged  that  AFM 

is  attempting  to  "coerce  their  im- 
mediate employers  to  use  unneces- 

sary and  useless  labor;  that  it  is 
attempting  to  destroy  independent 
businesses  which  do  not  employ 

musicians,  such  as  small  inde- 
pendent stations,  small  restaurants 

and  hotels,  juke  box  operators  and 
manufacturers,  as  well  as  manu- 

facturers of  phonograph  records 
and  electrical  transcriptions,  be- 

cause they  have  adopted  new  in- ventions for  the  rendition  of 
music ;  that  the  union  is  attempting 
to  prevent  the  rendition  over  the 
air  of  voluntary  musical  perform- 

ances by  organizations  such  as 

high  school  orchestras." The  high  school  orchestra  ban, 
Mr.  Arnold  said,  goes  a  step  be- 

yond the  closed  shop  because  it  is 
a  claim  that  the  union  has  a  right 
to  stop  performances  by  volunteers 
and  amateurs  who  are  not  seeking 
employment  from  anyone.  He  de- 

scribed it  as  similar  to  a  demand 
that  farmers  not  be  permitted  to 
harvest  their  own  crops  or  that 
house  owners  not  be  permitted  to 
repair  their  own  buildings. 

Legal  Position 
Before  outlining  to  the  commit- 

tee precisely  what  the  department 
hoped  to  accomplish  in  the  Petrillo 
proceedings,  Mr.  Arnold  reviewed 
its  contentions  of  the  Department. 
In  the  Hutcheson  case,  he  said,  the 
court  held  that  in  a  dispute  grow- 

ing out  of  the  "terms  and  condi- 
tions of  employment"  within  the 

meaning  of  the  Clayton  Act  or- 
ganized labor  is  exempt  from  the 

Sherman  Act  unless  the  union  com- 
bined with  a  non-labor  group. 

The  department  intends  to 
argue,  he  said,  "and  we  believe  that the  court  will  hold  that  this  is  a 

combination  of  a  non-labor  group 
which  puts  the  case  beyond  the 
exemption  of  the  Sherman  Act  in 
the  Hutcheson  case.  I  will  not  ar- 

gue the  law  on  these  points  beyond 

this  brief  statement." These  contentions,  the  Assistant 
Attorney  General  continued,  will 
be  tested  in  the  Petrillo  case.  He 
said  there  is  no  decision  of  the 
Supreme  Court  which  directly  deals 
with  these  questions.  The  decisions 

reversing  the  Department's  former position  on  restraints  of  trade  by 
labor  have  reversed  a  number  of 
former  cases.  Under  these  deci- 

sions labor  activity  is  exempt  from 
the  Sherman  Act  if  the  dispute 
grows  out  of  terms  or  conditions 
of  employment.  The  question  as 
to  what  demands  a  labor  union 

may  properly  make  a  condition  of 
employment,  continued  the  official, 
has  not  been  discussed  in  any 
opinion  of  the  highest  tribunal. 
"We  believe  that  there  must  be 

some  limit  to  the  kind  of  demand 
which  may  be  included  in  this  test 
Certainly  a  labor  union  could  not 
interfere  with  political  freedom 
by  making  it  a  term  or  condition 
of  employment  that  its  employer 
attack  a  political  organization. 
"We  regard  a  handicap  on  in 

dustrial  progress  by  preventing  the 
use  of  improved  mechanical  equip 
ment   in   an   industry   an  attack 

upon  industrial  freedom.  We  re^ 
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gard  an  attack  upon  amateur  per- 
formances of  music  as  an  attack 

on  individual  freedom  of  ex- 

pression." Since  there  have  been  no  specific 
decisions  to  guide  the  department, 
Mr.  Arnold  said  the  Government 
brought  a  civil  rather  than  a  crim- 

inal action  to  raise  these  questions 
before  the  Supreme  Court.  He 
placed  in  the  record  the  July  23 
press  release  in  which  Attorney 
General  Biddle  announced  he  had 
authorized  filing  of  the  injunction 
proceeding  against  AFM  and  Pe- 
trillo,  because  of  the  transcription 
and  recording  ban.  He  also  placed 
in  the  record  the  complaint  itself, 
filed  on  Aug.  3,  alleging  a  con- 

spiracy to  restrain  commerce  in 
phonograph  records,  electrical 
transcriptions  and  broadcasting. 

"The  complaint  asks  for  both  a 
preliminary  and  permanent  in- 

junction," Mr.  Arnold  declared. 
The  question  of  the  granting  of  a 
preliminary  injunction,  he  said,  is 
set  for  hearing  Oct.  12.  At  that 
hearing  the  Government  will  intro- 

duce testimony  by  way  of  affidavit 
in  support  of  the  preliminai'y  in- 

junction. A  motion  to  dismiss  the 
complaint  has  been  filed  by  AFM, 
he  said,  but  the  department  in- 

tends to  "expedite  the  case  in  every 
possible  way".  He  said,  however, 
there  was  no  way  of  determining 
when  it  would  reach  the  Supreme 
Court. 
Under  cross-examination.  Sena- 

tor Clark  asked  Mr.  Arnold 
whether  it  was  not  a  fact  that  the 
Department  would  not  have  filed 
its  complaint  unless  it  had  "sub- 

stantial legal  grounds".  Procuring 
an  affirmative  response,  the  chair- 

man said  there  appeared  to  be  at 
least  a  "fairly  close  legal  question" 
presented,  based  on  the  record. 

Mr.  Arnold  said  in  his  judgment 
there  would  be  an  appeal  but  he 
did  not  believe  the  question  was 
close,  but  that  it  was  novel  and  he 
did  hope  to  have  the  appeal  expe- 

dited. It  is  likely  to  take  some 
time  to  get  adjudication,  he  said, 
since  there  is  no  fast  way  of  get- 

ting through  the  Supreme  Court. 
Efifect  on  Morale 

Chairman  Clark  recalled  that 
Messrs.  Davis  and  Fly  had  testified 
time  was  "of  the  essence"  in  order 
to  bring  about  a  situation  where 
recorded  music  in  this  war  emer- 

gency can  be  made  available  to  the 
public.  He  added  that  if  it  would 
not  interfere  with  the  Govern- 

ment's anti-trust  proceedings,  he desired  to  have  his  committee  look 
into  the  whole  matter  toward  cor- 

rective legislation. 
Asserting  he  was  seeking  a  pre- 

liminary injunction,  Mr.  Arnold 
said  that  what  Congress  does  won't 
embarrass  the  Government  case  at 
all. 

Mr.  Clark  observed  there  was  a 
grave  question  whether  the  Inter- 

state Commerce  Committee  or  its 
subcommittee  could  go  into  the 
problems  of  general  labor  legisla- 

tion. He  declared  it  was  entirely 
possible  that  the  Committee  on 
Education  &  Labor  would  feel  that 

Lee,  Oklahoma  Net  Head, 

Resigns  to  Enter  Navy 
JOSEPH  W.  LEE,  president  of  the 
Oklahoma  Network  since  last 
January  and  manager  of  KGFF, 
Shawnee,  has  resigned  to  enlist 
in  the  Navy  and  has  been  given 
leave  of  absence  from  KGFF  for 
the  duration.  He  has  been  succeed- 

ed as  president  of 
the  Oklahoma 
Network  by 
Robert  D.  Enoch, 
general  manager 
of  KTOK,  Okla- homa City. 
Mr.  Lee  was 

sworn  in  as  a 
seaman  in  the 
"Seabees",  Navy 
foreign  service 
construction  or- 

ganization, on  Aug.  23,  and  is 
awaiting  orders  to  proceed  to  Nor- 

folk for  six  weeks  training  pre- 
ceding foreign  duty.  He  has  re- 
tained his  place  on  the  Network 

board,  but  has  relinquished  the 
presidency.  At  a  meeting  of  the 
network  board  Sept.  14,  Mr.  Enoch 
was  elected  to  fill  Mr.  Lee's  un- 

expired term. 

its  jurisdiction  was  being  impinged 
upon.  Such  legislation  would  cover 
a  much  broader  base  than  the  Pe- 
trillo  matter,  he  pointed  out.  Mr. 
Arnold  commented  that  Congress 
could  not  pass  made  work  legis- 

lation in  one  phase  of  labor  activity 
and  not  apply  it  in  others. 

Pointing  out  that  not  a  mechan- 
ical reproduction  had  been  made 

since  Aug.  1,  Senator  Clark  said 
he  was  "tremendously  concerned" 
about  the  picture,  particularly  its 
eflFect  upon  public  morale  and  the 
armed  forces. 

At  the  request  of  Senator  An- 
drews, James  Nemee,  attorney  of 

West  Palm  Beach  and  president 
of  the  Junior  Chamber  of  Com- 

merce, told  the  committee  about 
difficulties  which  developed  over 
use  of  an  Army  band  in  con- 

nection with  War  Bond  campaign 
activities. 

Pulled  Off 
The  civic  committee,  he  said,  had 

arranged  an  elaborate  program  for 
the  War  Bond  rally  and,  because 
of  the  large  attendance  antici- 

pated, felt  it  needed  at  least  a  12- 
piece  orchestra.  Aside  from  the  fact 
that  it  could  not  afford  such  an 
orchestra  with  funds  available,  Mr. 
Nemee  said  a  band  of  that  size 
was  not  procurable  through  the 
local.  Consequently,  the  service  or- 

chestra at  Morrison  Field,  Fla., 
was  engaged  for  the  events.  Bond 
sales  soared,  he  said,  but  dropped 
after  the  band  was  released. 

Mr.  Nemee  alluded  to  a  letter 
from  the  West  Palm  Beach  local  to 
Petrillo,  in  effect  saying  that  the 
Chamber  of  Commerce  "had  the 
gall"  to  put  on  a  program  without 
our  permission.  Mr.  Nemee  said 
this  was  so  despite  the  fact  that 
the  union  couldn't  muster  more 
than  five  or  six  men. 

Afterward  he  was  told  by  an 
officer  at  Morrison  Field,  Mr. 
Nemee  said,  that  the  service  or- 

chestra had  been  transferred  out 

of  the  community  and  to  Texas.  He 
said  he  did  not  learn  the  reason. 

Senator  Andrews  commented  that 
he  had  asked  Mr.  Nemee  to  ap- 

pear "to  show  you  how  this  thing- 

works''. 

With  Chairman  Clark  about  to 
recess  the  hearings,  AFL-AFM 
General  Counsel  Padway  asked  to 
be  heard.  Senator  Clark  explained 
that  the  hearings  were  purely  pre- 

liminary, that  he  had  asked  only 
the  three  Government  officials  to 
appear  at  this  time,  and  that  he 
had  not  invited  AFM,  NAB  or 
other  expected  participants  to  tes- 

tify until  the  resolution  was  either 
reported  favorably  by  the  com- 

mittee or  voted  down. 
Mr.  Padway  said  he  had  not 

been  aware  of  the  committee's  pro- cedure and  had  just  returned  the 
preceding  Saturday  from  a  trip  to 
London.  It  was  his  absence  from 
the  country  which  resulted  in  the 
one-month  postponement  of  the 

argument  on  the  Government's  in- junction case  to  Oct.  12. 
Mr.  Padway  insisted  that  the 

record  transcription  ban  was  not 
issued  by  Petrillo  but  that  the  ac- 

tion was  taken  by  the  union  at  two 
successive  conventions.  "Mr.  Pe- 

trillo," he  said,  "was  simply  carry- 

ing out  the  order  of  the  AFM." 
"Wouldn't  you  say  that  Mr.  Pe- 

trillo dominates  the  AFM?"  asked 
Chairman  Clark. 

'Democratic' 

"Exactly  the  contrary,"  said  Mr. 
Padway.  "The  AFM  is  a  very  dem- 

ocratic organization.  I  don't  think 
it  is  less  democratic  than  Con- 

gress." 

In  his  brief  appearance,  Mr. 
Padway  also  alluded  to  the  testi- 

mony of  Mr.  Arnold.  He  said  AFM 
would  join  with  the  Government  in 
seeking  to  expedite  the  case.  He 
said  he  was  willing  to  move  up 

the  date  and  open  argument  "to- 
morrow" instead  of  Oct.  12. 

Alluding  to  the  testimony  of  Mr. 
Nemee,  Mr.  Padway  said  he  did 
not  want  the  story  to  go  out  that 
the  AFM  "is  not  cooperating  with 
the  armed  forces".  He  said  that  if 
it  could  be  measured  in  money, 

the  AFM  has  given  "hundreds  of 
thousands  of  dollars"  in  services. 
Petrillo  repeatedly  has  assured  the 
armed  forces  that  the  transcription 
record  ban  has  no  bearing  on  the 
war  effort,  Mr.  Padway  insisted. 
He  suggested  that  the  committee 
contact  Lt.  Col.  E.  M.  Kirby,  chief 
of  the  Radio  Branch  of  the  Army, 
for  corroboration  of  this  statement. 

Insofar  as  the  war  effort  is 
concerned,  the  attorney  said,  there 
is  "no  equivocation,  no  limitation 
and  no  exception"  as  to  the  extent 
to  which  AFM  goes  in  volunteer- 

ing its  services.  He  said  he  did  not 
think  there  was  any  organization 
or  individual  more  patriotic  than 
AFM  and  Petrillo,  respectively. 

Concluding  the  preliminary  ses- 
sions. Chairman  Clark  said  that  he 

would  give  full  opportunity  to  all 
parties  in  interest  to  appear  at 
the  formal  hearings  after  the  Sen- 

ate has  a  chance  to  "validate  or 
turn  down  mv  resolution". 

THE  MOST  INTIMATE 

AND  EFFECTIVE  SALES 

APPROACH  TO  AMERI- 
CA'S LARGEST  MARKET. 

FOR  OFFENSE  •  FOR  DEFENSE 

THE  MARK 

OF  ACCURACY, 

SPEED  AND 
INDEPENDENCE 

IN  WORLD  WIDEI 

NEWS  COVERAGE 

Uititeii  Press 

Influencing  Sales 

FAR  Beyond  Poniiac 

In  cities  .  .  .  villages  .  .  .  farms 
.  .  .  for  miles  and  miles  around 
Pontiac  ■  .  .  the  messages  of  na- 

tional, regional  and  local  adver- 
tisers are  heard  over  WCAR's 1000  streomlined  watts. 

GET  THE 
FACTS 
FROM WCAR 

PONTIAC,  MICHIGAN 
or  the  Foreman  Co.  •  Chicago  •  New  York 

50,000  WATTS 

CLEAR  CHANNEL 
Exclusive  NBC  Outlet 

MINNEAPOLIS    •    SAINT  PAUL 
Represented   Nationally  by   Edw.   Petry  Co. 
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"Yesh,  Porter,  if  you've  lissened 
to  that  U.  of  M.  game  on  WFDF 

Flint  Michigan,  you'll  handle  my 
pigskins  wish  care." 

and 

RADIO 

STATION 

REPRESENTATIVES 
offices 

MONTREAL  •  WINNIPEG 

 TORONTO   „ 

ATLANTA 
mB<%  250W 

COLUMBUS 
CBS  2SOW 

Represented  by  SPOT  SALES  Inc. 

CALLED  TO  CONFER  with  department  heads  of  Hotel  Boise  to 
plan  radio  advertising  is  Boyd  Braithwaite  advertising  manager  of  KIDO, 
Boise,  (second  from  left).  At  the  meeting  to  arrange  programs,  and 
interviews  for  special  events  are:  (1  to  r)  Harry  Miller,  chief  engineer; 
Mr.  Braithwaite;  Arlyne  Thoresen,  hostess;  Ermal  Stevenson,  manager. 
Aero  Club;  Virgil  G.  McGee,  manager;  (standing),  Perry  Bruce,  catering 
manager;  J.  G.  King,  assistant  manager;  Ethel  MacLinn,  housekeeper; 
Larry  Dimick,  bell  captain;  Margaret  Carson,  head  cashier. 

New  Trade  Group 
{Continued  from  page  7) 

for  Oct.  19  in  Worcester,  Mass. 
Because  of  the  hunger  of  broad- 

casters for  information  on  wartime 
operations,  the  district  meeting 
schedule  is  being  devised  to  include 
speakers  representing  the  public 
relations  branches  of  the  Army, 
Navy  and  Marine  Corps,  the  Office 
of  War  Information,  Office  of  Cen- 

sorship, and  the  Treasury.  The 
usual  current  agenda  of  industry 
matters  also  will  be  covered  by 
NAB  executives  or  committee 
chairmen. 

The  overall  music  situation,  in- 
tensified by  the  AFM  recording 

ban,  consumed  considerable  time. 
The  board,  after  hearing  the  re- 

ports of  President  Miller  and  Syd- 
ney M.  Kaye,  special  counsel,  ap- 

proved the  association's  activities in  connection  with  the  whole  music 
fight. 

Memberships  of  KFAR,  Fair- 
banks, Alaska;  KLUF,  Galveston; 

and  KTHS,  Hot  Springs,  were  an- 
nounced by  President  Miller,  bring- 

ing the  membership  total  to  510. 
The  war  manpower  situation, 

radio's  most  vexing  immediate 
problem,  was  reported  by  Presi- 

dent Miller  and  Mr.  Russell,  who 
expressed  confidence  that  regula- 

tions shortly  would  be  forthcoming 
which  would  prevent  further  ruin- 

ous inroads  into  station  staffs.  The 
board  agreed  that  stations  would 
have  to  train  women  and  older  men 
for  replacement,  but  that  at  the 
same  time  every  effort  should  be 
made  to  gain  recognition  of  the 
important  relation  of  radio  to  the 
war  effort. 

Need  for  conservation  of  mate- 
rials and  equipment  also  was 

stressed.  Current  moves  being 
made  jointly  by  the  War  Produc- 

tion Board  and  the  BWC,  to  alle- 
viate the  broadcasters'  plight,  were recounted. 

The  NAB  Radio  Advertising 
Committee,  which  met  Wednesday 
morning,  one  day  in  advance  of 
the  board  meeting,  continued  pre- 

vious discnssions  on  the  use  of 
radio  by  department  stores.  The 
meeting  was  presided  over  by  Wal- 

ter Johnson,  sales  manager  of 
WTIC,  Hartford,  in  the  absence 
of  Chairman  Morency. 

Others   who   attended  included 

CONSERVE  RADIO, 

POLICE  ARE  TOLD 

POLICE  radio  needs  are  consid- 
ered by  the  War  Production 

Board  as  second  only  to  those  of 
the  country's  armed  services, 
Frank  H.  Mcintosh,  chief  of  ci- 

vilian radio  of  the  WPB's  Radio  & 
Radar  Branch,  told  a  convention 
of  international  chiefs  of  police, 
meeting  at  the  Hotel  Pennsylvania, 
New  York,  last  Tuesday  and  Wed- 

nesday. However,  he  warned  the 
police  executives  that  the  military 
needs  are  such  that  there  will  be 
little  or  no  expansion  in  present 
police  radio  facilities  for  the  dura- tion. 
FCC  Chairman  James  Lawrence 

Fly,  who  also  addressed  the  group, 
emphasized  the  need  for  the  "most 
efficient  possible  use"  of  present 
facilities  and  conservation  of  equip- 

ment through  "a  much  more  rigo- 
rous application  of  the  requirement 

of  limiting  power  to  an  amount 
consistent  with  satisfactory  tech- 

nical operation  under  local  condi- 
tions is  called  for". Military  needs  are  tremendous, 

Mr.  Mcintosh  asserted,  so  that  for 
the  present  at  least  the  police  may 
expect  only  the  radio  parts  and 
equipment  that  are  absolutely  nec- 

essary to  maintain  and  repair  their 
present  apparatus.  He  urged  his 
audience  not  to  get  too  excited  now 
about  FM  and  other  technical  de- 

velopments, many  of  which  will  be 
embodied  in  police  and  other  com- 

munications after  the  war. 

William  C.  Gillespie,  KTUL, 
Tulsa;  Sherman  Gregory,  WEAF, 
New  York,  and  members  of  the 
sales  managers  committee,  includ- 

ing John  M.  Outler  Jr.,  WSB,  At- 
lanta, chairman;  Dietrich  Dirks, 

KTRI,  Sioux  City,  la.;  William  F. 
Malo,  WDRC,  Hartford;  Frank  R. 
Bowes,  WBZ,  Boston;  Don  Davis, 
WHB,  Kansas  City;  Arthur  Hull 
Hayes,  WABC,  New  York  (for 
CBS) ;  and  George  H.  Frey,  NBC, 
New  York. 
The  sales  managers  executive 

committee  held  an  informal  din- 
ner and  evening  session  Wednes- 
day, at  which  Lew  Avery,  account 

executive  of  Free  &  Peters,  Chi- 
cago, national  station  representa- 
tives, was  introduced  as  the  new 

NAB  director  of  the  Department 
of  Broadcast  Advertising.  Mr. 
Avery  asumes  his  new  post  Oct.  1, 
succeeding  Capt.  Frank  E.  Pelle- 
grin,  of  the  Army  Radio  Branch. 

Federal  Recording  Pact 

To  Cover  17  Companies 
ACTING  under  a  War  Production 
Board  directive  to  aid  smaller  busi- 

ness firms  cramped  by  wartime  re- 
strictions the  Treasury  Procure- 

ment Division  has  signed  contracts 
with  17  recording  studios  to  supply 
the  recording  needs  of  all  Govern- 

ment agencies.  This  contract  does 
not  assure  work  to  any  of  the  17 
contractors  but  entitles  them  to 
exclusive  consideration  in  any  work 
to  be  done.  Although  Government 
officials  would  not  hazard  a  guess 
on  the  yearly  Government  expendi- 

ture in  recording,  informed  indus- 
try representatives  put  the  figure 

in  the  neighborhood  of  $250,000. 
This  reverses  the  contract  for 

the  past  year  which  the  Govern- ment held  with  Allied  Recording 

Co.  which  was  the  Government's exclusive  recording  agent.  Under 
the  new  contract,  effective  Sept.  15, 
1942  through  Oct.  1,  1943,  each  of 
the  17  companies  has  agreed  to 
accept  the  prices  prevalent  under 
the  Allied  contract,  which  were  not 
revealed.  It  was  said,  however,  that 
where  talent  was  involved  the 
agency  concerned  would  pay  the 
cost  and  10%  to  cover  such  items 
as  social  security.  Whereever  talent 
is  involved,  payment  will  adhere 
to  union  standards. 

NBC's  Planning  Group 

Holds  Chicago  Meeting 

CONFRONTED  with  new  operat- 
ing problems  precipitated  by  the 

war,  the  NBC  Advisory  Planning 
Committee  met  in  Chicago  last  Fri- 

day with  NBC  President  Niles 
Trammell  and  other  network  execu- 

tives. Means  of  broadening  and 
improving  service  and  of  meeting 
current  operating  problems  were 
discussed. 

Presiding  was  Harry  Stone, 
WSM,  Nashville,  in  the  absence 
of  Paul  W.  Morency,  WTIC,  Hart- 

ford, committee  chairman,  who  was 
ill.  Others  at  the  session  were 
James  D.  Shouse,  WLW-WSAI, 
Cincinnati;  Arden  X.  Pangborn, 
KGW-KEX,  Portland;  Stanley 
Hubbard,  KSTP,  St.  Paul;  Ed 
Yocum,  KGHL,  Billings,  Mont. 
Also  absent  was  0.  L.  (Ted)  Tay- 

lor, KGNC,  Amarillo. 
In  addition  to  President  Tram- 

mell, NBC  executives  included  Wil- 
liam S.  Hedges,  vice-president  in 

charge  of  stations;  Frank  M.  Rus- 
sell, Washington  vice-president;  C. 

L.  Menser,  vice-president  in  charge 
of  programs;  Harry  Kopf,  Chicago 
vice-president;  Charles  Brown,  di- 

rector of  promotion  and  advertis- 
ing; and  Sheldon  Hickox  Jr.,  sta- tion relations  manager. 

AFM  PULLS  MUSIC 

FROM  NEWS  DRAMA 

AFM  last  week  vdthdrew  the  spe- 
cial permission  it  had  previously 

given  for  use  of  its  members  on 
Todd  Grant  Gets  the  News,  tran- 

scribed dramatic  serial  depicting 
the  role  of  American  industry  in 
the  war.  Carl  Byoir  &  Assoc.,  who 
distribute  the  series  free  to  sta- 

tions, which  may  either  sell  the 
program  for  local  sponsorship  or 
present  them  sustaining,  said  the 
only  effect  is  that  no  music  will  be 
used  and  the  organist  formerly 
hired  to  supply  the  theme  and 
bridge  music  has  lost  his  job. 
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New  Discount  Plan  Coordinated  System  of  Alarms  Set  Up 

Boosts  CBS  Hours  By  Connor  For  Entire  West  Coast  Area 
Lorillard  Latest  to  Use  All 
115  Stations  of  Network 
WITH  announcement  that  the  P. 
Lorillard  Co.  program  starring 
Nelson  Eddy  and  Celanese  Corp.'s Great  Moment  in  Music  will  use 
the  full  CBS  network  of  115  sta- 

tions, a  revised  survey  by  the  net- 
work shows  that  85  stations  have 

benefited  by  the  CBS  15%  discount 
plan,  which  has  added  349  hours 
and  25  minutes  to  the  network's commercial  schedule. 

This  brings  the  figure  of  individ- 
ual commercial  programs  using  the 

full  CBS  network  to  21— repre- 
senting a  total  of  28  individual 

periods  weekly  and  14  separate 
sponsors.  Great  Moments  in  Music 
takes  the  full  network  Oct.  7, 
while  Nelson  Eddy  will  be  heard 
on  all  CBS  aflSliates  Oct.  28.  Young 
&  Rubicam,  New  York,  and  J.  Wal- 

ter Thompson  Co.,  New  York,  re- 
spectively, are  the  agencies  for  the 

two  shows. 
Additional  Hours 

Two  CBS  stations,  WBAB,  At- 
lantic City,  and  WBMS,  Union- 

town,  have  added  11  hours  and  15 
minutes,  or  25  new  program  periods, 
to  their  schedules;  31  have  added 
five  hours  or  more  weekly,  and  58 
have  added  five  hours  or  more 
weekly,  and  58  have  added  five  or 
more  new  program  periods  weekly. 

Follovsang  is  the  complete  list  of 
21  CBS  commercial  shows  taking 
the  full  network,  all  of  which  have 
increased  their  station  lists,  except 
the  three  Lever  Bros.  Co.  shows 
mentioned  first  which  begin  on  CBS 
using  the  entire  network: 

Burns  &  Allen,  Bob  Burns,  Mayor 
of  Our  Town,  Lux  Radio  Theatre, 
Lever  Bros.;  Camel  Caravan, 
Blondie,  R.  J.  Reynolds  Tobacco 
Co.;  Crime  Doctor,  Philip  Morris 

!    Playhouse,  Philip  Morris  &  Co.; 
Harry  James  Orchestra,  Liggett  & 

1    Myers  Tobacco  Co. ;  Theatre  of  To- 
day, Armstrong  Cork  Co.;  Your 

Hit    Parade,    American  Tobacco 
,    Co. ;    Sergeant   Gene   Autry,  The 

First  Line,  Ben  Bernie,  William 
I'   Wrigley  Jr.  Co.;  Pause  That  Re- 
.    freshes  on  the  Air,  Coca-Cola  Co.; 

Take  It  or  Leave  It,  Eversharp, 
Inc.;  Kate  Smith  Hour,  General 
Foods    Corp.;    Jackson  Wheeler, 
News,  Curtiss  Candy  Co.;  Texaco 
Star  Theatre,  Texas  Co.;  Nelson 
Eddy,    P.    Lorillard    Co.;  Great 
Moments  in  Music,  Celanese  Corp. 

A  COORDINATING  system,  sim- 
ilar to  that  established  in  South- 
ern California  following  the  Jap 

bombing  of  Pearl  Harbor,  is  being 
set  up  for  the  entire  Pacific  Coast 
in  cooperation  with  the  IV  Fighter 
Command. 

Plans  have  been  in  the  making 
for  some  weeks  with  executives  of 
the  Northern  California  Broad- 

casters Assn.,  Southern  California 
Broadcasters  Assn.,  Washington 
State  Broadcasters  Assn.,  and 
Oregon  State  Broadcasters  Assn., 
meeting  with  the  IV  Fighter  Com- 

mand in  a  series  of  conferences. 
Arthur  Westlund,  manager  of 
KRE,  Berkeley;  Lawrence  W.  Mc- 

Dowell, commercial  manager  of 
KFOX,  Long  Beach;  Harry 
Spence,  manager  of  KXRO,  Aber- 

deen; and  Lee  Bishop,  manager  of 
KMED,  Medford,  respectively  are 
presidents  of  the  several  associa- 
tions. 

Connor  at  Helm 

To  coordinate  activities  of  the 
four  associations,  and  in  view  of 
his  knowledge  of  military  require- 

ments, the  IV  Fighter  Command 
has  asked  Richard  F.  Connor,  ra- 

dio coordinator  of  the  Southern 
California  Broadcasters  Assn.,  to 
act  as  its  representative  in  work- 

ing out  details  of  the  required  ar- 
rangements. 
A  special  network,  including 

every  station  in  the  three  Pacific 
Coast  states,  is  being  set  up  with 
each  district  having  a  master  con- 

trol system  similar  to  that  used  in 
Southern  California  [Broadcast- 

ing, Aug.  17]. 
Attending  the  various  confer- 

ences between  trade  associations 
and  the  IV  Fighter  Command,  and 
actively  working  with  Mr.  Con- 

nor, are  John  W.  Swallow,  NBC 
western  division  program  director; 
Fox  Case,  CBS  West  Coast  public 
relations  director;  and  Van  C. 
Newkirk,  program  director  of  Don 
Lee  Broadcasting  System.  As- 

signed to  assist  in  developing  the 
project  are  George  Greaves  and 
G.  B.  McElwain,  KPO,  San  Fran- 

BOOST 

YOUR 

SALES  
, Advertise  over  Central  America  s  ( 

most  modern  stations 

/ 90,0 00 

AMeklCANS 
OF  THE  CANAL  ZONE 

BUr  AMERICAN 
Rep.:  M«khor  Guimon  Co.  Inc. 

9  Rockefelltr  Plalo,  Ntw  York  CIfy 

HOK.HP5K 
640  Kc. «,005  Kc. 

Cisco;  H.  M.  Swortwood  Jr.,  and 
Ted  W.  Cooke,  KOIN,  Portland; 
Maury  Rider  and  James  Hatfield, 
KLRO,  Seattle;  Paul  Gale,  NBC; 
Alan  Cormack,  CBS;  Walter  Lon- 
ner,  BLUE ;  Dave  Young,  Don  Lee. 
Summing  up  these  exhibits  to 

give  the  composite  picture  of  the 
station  that  is  "going  to  take  the 
full  force  of  this  blow",  Mr.  Fly 
said:  "He  is  the  fellow  who  isn't 
on  a  national  network;  his  power 
is  500  watts  or  less;  he  is  located 
in  a  city  which  has  a  population  of 
less  than  50,000;  his  total  annual 
time  sales  are  less  than  $75,000; 
and  after  he  pays  his  expenses  he 
has  either  lost  money  or  has  a  net 
income  for  the  year  of  less  than 
$5,000  and  he  still  has  to  pay  his 

taxes." Edward  Cooper  Granted 
Commission  in  the  Navy 

EDWARD  COOPER,  aide  to  Sen- 
ator Wheeler  and  acting  clerk  of 

the  Senate  Interstate  Commerce 
Committee,  has  been  commissioned 

a  lieutenant 

(j.g.)  in  the  Na- val Reserve  and 

shortly  will  re- 
port for  a  60- 

d  a  y  indoctrina- tion course.  It 
is  understood  he 
will  be  assigned 
to  the  War  Plans 
Section  of  the  of- 

,  ,    ̂   fice  of  the  Direc- 
Lt.  Cooper  ^f  Naval 

Communications.  Chief  of  the  ofiice 
is  Comdr.  F.  0.  Willenbucher. 

Lt.  Cooper  follows  into  the  Na- 
val Reserve  R.  Bailey  Stortz,  for 

the  last  five  years  clerk  of  the 
Senate  Interstate  Commerce  Com- 

mittee. Lt.  Cooper  is  a  native  of 
Montana  and  is  a  former  newspaper 
correspondent.  He  was  chief  of 
staff  of  the  Senate  Interstate  Com- 

merce Subcommittee  investigating 
the  telegraph  merger  and  has  act- 

ed as  committee  clerk  during 
hearings  last  fall  on  the  White  Res- 

olution and  on  other  proceedings 
involving  radio  and  communica- 

tions legislation. 

PHILCO  FOOTBALL 

CARRIED  ON  WCAV 

PHILCO  Corp.,  Philadelphia,  is 
sponsoring  the  college  football 
games  of  the  U  of  Pennsylvania  on 
WCAU,  Philadelphia,  this  season. 
Atlantic  Refining  Co.,  Philadelphia, 
which  carried  the  games  in  previous 
seasons,  was  also  negotiating  for 
the  games,  but  it  is  understood 
Philco  outbid  Atlantic  for  the 
rights. 

It  marks  Philco's  first  sponsor- 
ship of  athletic  contests  and  first 

use  of  radio  since  the  start  of  the 
war.  Announcements  will  be  de- 

voted to  sale  of  war  bonds,  scrap 
and  metal  salvage  drives  and  other 
services  useful  to  the  Government. 

Contract  signed  Sept.  24,  in- 
cludes seven  home  games  from 

Franklin  Field  and  two  away 

games.  Agency  is  Sayre  M.  Rams- dell  Assoc.,  Philadelphia. 

WLAW 
Lawrenc«.  Matt. 

5000  Watts 
680  KC. 
C.B.S 

WLAW 

THE 
CAPITAL 

OF 

NEW 

ENGLAND'S 

"^  '■^     7TH  STATE 

Not.  R«p.,  The  Katz  Agency 

THE  5000  WATT 

Voice  of  the  Tri-Cities 

ROCK  ISLAND  -  DAVENPORT  ■  MOLINE 

I 

In  Ihit  market  no  "Outside 
Voice"  can  compare  with  the "Intide  Pull"  of  WHBF! 

J 

Affiliate:  Rock  Island  ARGUS 

Basic  Mutual  Network 
L     1270  KC  FULL  TIME  J 
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

-SEPTEMBER  19  TO  SEPTEMBER  25  INCLUSIVE" 

Decisions . , . 
SEPT.  21 

NEW.  Waco,  Tex. — Beauford  H.  Jester, 
individually  and  as  a  trustee,  granted  peti- 

tion for  continuance  of  hearing  applica- tion  CP   until   Oct.  8. 
WMAN,  Mansfield,  O.— Granted  peti- 

tion extend  time  to  file  findings  and  con- 
clusions on  application  renew  license. 

SEPT.  22 
WFTM,  Fort  Meyers,  Fla.— Granted transfer  of  control  to  Ronald  B.  Woodyard 

and  Regina'd  B.  Martin. WGGA,  Gainesville.  Ga. — Granted  assign- 
ment of  license  to  Blue  Ridge  Broadcast- 

ing Co. 
KVAK,  Atchison,  Kan. — Designated  for 

hearing  application  renew  license,  volun- 
tary assignment  to  Radio  Enterprises,  Inc. 

KMTR,  Los  Angeles — Designated  for hearing  application  renew  license. 
KlUw'^,  Lamar,  CoL — Denied  renewal  of license. 
Temporary  Renewals  (Until  Nov.  1, 

1942)  :  KAND  KBTM  KDLR  KFBC  KFXM 
KGFJ  KGFW  KHBG  KHUB  KWFC 
WBBZ  KCRW  KLS  KMAC  KODL  KOL 
KRBA  KROC  KSUN  WFHR  WFIN 
WJBW  WOCB  WSOC  KBTM  KFGQ 
KFOX  KVOL  KVSO  WAJR  WBKW 
WCMI  WTRC  WEDC  WTEL  WBRB 
WCAZ  WOO":;  WEVD  (auxiliary)  WFCI WING  WMRO  WMUR  WNBZ  WSAR 
WSPB  WTJS  WTSP  KFJB  KVGB  WGES 
KBWD  KCMC  KFPY  KFRO  KGIW  KID 
KIEM  KPLT  KRBC  KSEI  KSWO  KTFI 
KUOA  KWKH  KXL  KBST  KGGF  KGKL 
WBNX  WCBT  WCOP  WFPG. 
Temporary  Renewals  (Until  Dec.  1, 

1942)  :  KCRJ  KPFA  WHBI  WRAL  KHBC WLBJ. 
SEPT.  23 

WNOE,  New  Orleans— Granted  motion 
dismiss  without  prejudice  application  CP. 
NEW,  Hawaiian  Broadcasting  System, 

Ltd.,  Honolulu — Granted  motion  dismiss 
without  prejudice  application  new  station. 

Applications . . . 
SEPT.  21 

W9XER,  Kansas  City— CP  to  install 
new  transmitter,  increase  power. 

SEPT.  23 

KLRA,  Little  Rock — Extend  special  serv- 
ices authorization  until  Dec.  1,  1944. 

KPQ,  Wenaichee,  Wash.— Extend  special service  authorization. 
SEPT.  25 

W83C,  Chicago— Modification  CP  change transmitter,  antenna  of  FM  station. 

Tentative  Calendar . . . 
NEW,  J.  C.  Kaynor,  Ellensburg,  Wash. —CP  for  1310  kc.  with  250  w.  unlimited (Sept.  29). 
WJOB,  Hammond,  Ind. — CP  for  1230  kc with  250  w.  unlimited  (Oct.  1) WHEB.  Portsmouth,  N.  H.— Transfer  of control    (Oct.  2). 

SOUTH  GEORGIA  NET 
PLANS  TO  CONTINUE 
ENCOURAGED  by  their  success 
in  handling  advertising  in  the  re- 

cent state  and  congressional primaries,  representatives  of  the 
six-station  South  Georgia  Network met  at  WGOV,  Valdosta,  last  week to  perfect  their  commercial  and 
community  services. 

With  Jack  Williams,  owner  of 
WAYX,  Waycross,  as  president, network  members  reviewed  market- 

ing opportunities  in  their  area,  in- 
cluding a  chain  of  Army  camps. 

The  meeting  also  considered  plans 
for  publiciziHg  local  pecan,  cane 
sugar,  tobacco,  watermelon,  sweet 
potato,  and  naval  store  production. 

South  Georgia  Network  members 
are  WMGA,  Moultrie,  WOV,  Val- 

dosta, WMJM,  Cordele,  WMOG, 
Brunswick,  WAYX,  Waycross,  and 
WALB,  Albany. 

Mr.  Jaeger 

Pete  Jaeger  is  Given 
Blue    Commercial  Post 

C.  p.  (Pete)  JAEGER,  formerly 
vice-president  of  Transamerican 
Broadcasting  &  Television  Corp., 
has  been  appointed  manager  of 

the  commercial 

program  depart- ment of  the 
BLUE  network, 
it  has  been  an- 

nounced by  Phil- 
lips Carlin,  vice- 

president  in 
charge  of  pro- 

grams. Jaeger 
will  assume  his 
duties  Oct.  1, 
succeeding  Doug- 

las Storer  who  recently  resigned 
to  devote  all  of  his  time  to  his  own 
production  company  [Broadcast- 

ing, Sept.  7]. 
Starting  his  advertising  career 

in  1928  as  a  space  salesman  for 
the  Chicago  Tribune,  Jaeger  stayed 
there  five  years  before  moving  to 
the  magazine  field,  first  with  Archer 
King  Co.,  magazine  representa- 

tive, and  then  with  Farmer's  Wife magazine.  In  1935  he  and  Virgil 
Reiter  formed  Reiter  &  Jaeger,  sta- 

tion representative  firm,  in  Chi- 
cago and  when  Transamerican  was 

organized  a  year  later  Jaeger  was 
appointed  manager  of  its  Chicago 
office.  In  1937  he  was  made  a  vice- 
president  and  in  1938  was  trans- 

ferred to  New  York,  where  he  has 
since  been  engaged  in  program  cre- 

ation, promotion,  production  and sales. 

FIVE  mathematics  lessons  of  the  Na- 
tional Radio  Institute,  Washington, 

have  been  cc  mpiled  in  Mathematics 
for  Radiotricians  as  a  special  service 
to  alumni  members.  Book  gives  essen- 

tials for  handling  problems  in  arith- 
metic, algebra,  geometry,  trigonometry, 

and  special  radio  formulas. 
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COMPLETE 
TESTING 

FACILITIES 

Wet  work  Accounts 
All  time  Eastern  Wartime  unless  indicated 

New  Business 

ADAM  HAT  STORES,  New  York  (men's hats),  on  Tues.,  Oct.  6,  10:15  p.m.  sponsors 
single-time  broadcast.  Bob  Montgomery- 
Maxie  Shapiro  boxing  match  on  125  BLUE 
stations.  Agency:  Glicksman  Adv.  Co.,  N.  Y. 
GENERAL  FOODS  Corp.,  New  York 
(Jello-0),  on  Oct.  2  resumes  Kate  Smith  on 
114  CBS  stations,  Fri.,  8-8:55  p.m.  (repeat 
12-12:55  a.m.).  Agency:  Young  &  Rubi- 
cam,  N.  Y. 
DOUBLEDAY  DORAN  &  Co.,  New  York 
(Book  League  of  America)  on  Sept.  25 
started  for  13  weeks  participation  in 
Breakfast  at  Sardi's  on  13  BLUE  Pncific Coast  stations,  Fri.,  9:30-10  a.m.  (PWT) 
Agency :   Ruber  Hodge  &  Sons,   N.  Y. 
ALBERS  MILLING  Co.,  Seattle  (flapjack 
flour) ,  on  Oct.  2  resumes  Whodunit  on 
14  NBC  Pacific  Coast  and  Mountain  sta- 

tions, Friday.,  8:30-9  p.m.  (PWT)  Agen- 
cy :  Lord  &  Thomas,  San  Francisco. 

GOSPEL  TABERNACLE,  N.  Y.,  on  Oct. 
17  starts  Word  of  Life  Fellowship  on  7 
ACN  stations,  Sat..  10:30-11  p.  m.  for  37 weeks.  Placed  direct. 
LEVER  BROS.,  Toronto  (Rinso)  on  Sept. 
21  started  Lionel  Parent  Chante  on  CKAC, 
Montreal,  and  CHRC,  Quebec,  Mon.  thru 
Fri.  7:45-8  p.  m.  Agency:  Ruthrauffi  & 
Ryan,  N.  Y. DEPT.  OF  FINANCE,  Ottawa  (Victory 
Loan)  on  Sept.  25  started  Notre  Canada  on 
10  Canadian  Broadcasting  Corp.  Quebec  sta- 

tions, Fri.  8-8:30  p.  m.;  on  Oct.  5  starts 
Varieties  191,2  on  the  same  stations,  Mon. 
8:30-9  p.  m.  Agency:  Canadian  Adv. 
Agency,  Montreal. 
MIREILLE  Co.,  Montreal  (beauty  prod- 

ucts) on  Sept.  21  started  Pour  Votre  Beaute 
on  6  Canadian  Broadcasting  Corp.  Quebec 
stations,  Mon.,  Wed.,  Fri.,  9 :45-9 :57  a.  m. 
Placed  direct. 
WILSON  MILK  Co.,  Indianapolis  (evap- 

orated milk),  on  Oft.  5  will  stirt  Smile 
Awhile  With  Jack  Baker,  on  11  midwestern 
BLUE  stations,  Mon.,  Wed.,  Fri.,  11:30- 
11:45  a.  m.  Agency:  Keeling  &  Co.,  In- 
dianapolis. 
CONTINENTAL  RADIO  &  TELEVISION 
Corp.,  Chicago  (Admiral  radio  sets),  on Oct.  4  starts  World  News  Today  on  42 
CBS  stations.  Sun.,  2 :30-2 :55  p.m.  Agen- cy :  Ciuttenden  &  Eger,  Chicago. 
NORTHWESTERN  YEAST  Co.,  Chicago 
(Yeast  Foam),  on  Oct.  5  will  start  Songs 
of  a  Dreamer  on  18  Midwestern  sta- 

tions, Mon.  Wed.  Fri.  10-10:15  a.m.  Agen- 
cy:   MacFarland-Aveyard  &   Co.,  Chicago. 

CRESTA  BLANCA  WINE  Co.,  subsidiary 
of  Schenley  Distillers  Corp.,  New  York,  on 
Oct.  14  starts  Cresta  Blanca  Carnival  on 
64  MBS  stations.  Wed.,  9:15-10  p.m. 
Agency:  William  H.  Weintraub  Co.,  N.  Y. 

PERFORMANCE  CHARACTERISTICS  OF 
RADIO  INSULATORS  ARE  DEPENDABLE  FACTORS 

Lapp's  contributions  to  radio  broadcast  engineering  are recognized  as  highly  significant  in  the  advance  of  the  science. 
Because  Lapp  developments  have  been  wholly  pioneering  in 
nature,  it  has  been  necessary  to  maintain  complete  testing 
facilities.  Equipment  includes  that  for  60-cycle  electrical, 
mechanical  and  ceramic  quality  testing,  as  well  as  that  for 
determining  characteristics  of  units  at  radio  frequency — heat 
run,  radio  frequency  flashover,  corona  determination  and 
capacitance.  A  1,500,000  lb.  hydraulic  press  is  used — for 
strength  test  of  new  designs,  and  for  proof-test  of  every  insula- 

tor before  shipment.  Lapp  Insulator  Co.,  Inc.,  LeRoy,  N.  Y. 

CRAMERTON  MILLS,  Cramerton,  N.  C. 
(cotton  textiles),  on  Sept.  18  sponsored 
one-time  broadcasts  of  Army-Navy  "E" award  ceremonies  on  14  BLUE  Southeast- 

ern Group  stations,  Friday,  11:30-12  p.m. 
Agency:  Fort  &  Co.,  Charlotte,  N.  C. 
CHLORINE  SOLUTIONS  Inc.,  Los  An- 

geles (Hy-Pro  bleach,  cleanser),  on  Sept. 
12  started  for  13  weeks,  participations  in 
Breakfast  at  Sardi's  on  8  BLUE  California stations  and  KOH,  Reno,  Nev.,  Saturday, 
9:45-10  a.m.  (PWT).  Agency:  Barton  A. Stebbins  Adv.,  Los  Angeles. 
A.  S.  BOYLE  Co.,  Vernon,  Cal.,  (Old 
English  Household  cleaner,  furniture 
polish),  on  Sept.  14  started  for  52 
weeks,  participation  in  Breakfast  at  Sardi's on  .13  BLUE  Pacific  Coast  stations,  Mon., 
Wed.,  Fri.,  9:30-10  a.m.  (PWT).  Agency: 
J.   Walter   Thompson   Co.,    Los  Angeles. 
CAMPANA  SALES  Co.,  Batavia,  111. 
(Italian  Balm),  on  Oct.  10  starts  Dick 
Powell  in  Campana  Serenade  on  54  NBC 
stations.  Sat.,  7-7:15  p.m.  Agency:  Aub- rey, Moore  &  Wallace,  Chicago. 
GENERAL  FOODS  Corp.,  New  York 
(Post's  Bran  Flakes),  on  Oct.  1  stii-ts for  52  weeks.  Night  Editor  on  6  NBC 
Pacific  Coast  stations  (KFI  KPO  KM  J 
KGW  KOMO  KHQ),  Thurs.,  8:15-8:30  p.m. 
(PWT).  Agency:  Benton  &  Bowles,  N.Y. 
PEOPLES  CREDIT  JEWELERS.  Toronto 
(chain),  on  Sept.  20  started  Peoples  Musi- 

cal Class  on  CFRB,  Toronto;  CHML,  Ham- 
ilton, Ont.;  CKCO,  Ottawa;  Sun.  8:30-9 p.m.  Agency:  MacLaren  Adv.  Co.,  Toronto. 

LEVER  BROS.,  Cambridge,  Mass.  (Swan 
Soap),  on  Oct.  6  resumes  Burns  &  Allen 
on  115  CBS  stations,  having  added  52 
stations,  Tues.,  9-9:30  p.m.  Agency:  Young 
&  Rubicam,  N.  Y. 

Renewal  Accounts 

BOWEY'S  Inc.,  Chicago  (Dsri-Rich  prod- ucts), on  Sept.  26  renewed  Stars  Over 
Hollywood,  adding  6  CBS  stations,  making 
a  total  of  61  CBS  stations,  Safc,  12:30-1 
p.m.  Agency:  Sorensen  &  Co.,  Chicago. 
ARMSTRONG  CORK  Co.,  Lancaster,  Pa. 
(linoleum),  on  Oct.  3  will  renew  Arm- 

strong Theater  of  Today  on  116  CBS  sta- 
tions. Sat.,  12  noon-12:30  p.m.  Agency: 

BBDO,  New  York. 
GENERAL  FOODS  Corp.,  New  York 
(Calumet,  Swansdown),  on  Sept.  28  renews 
Kate  Smith  Speaks  on  73  CBS  stations, 
Mon.  thru  Fri.,  12-12:15  p.m.  Agency: 
Young  &  Rubicam,  N.  Y. 
GENERAL  FOODS  Corp.,  New  York 
(La  France,  Satina,  Postum),  on  Sept.  28 
renews  Joyce  Jordan,  M.D.  on  76  CBS  sta- 

tions, Mon.  thru  Fri.,  2:15-2:30  p.m.  (re- peat 3:30-3:45  p.m.).  Agency:  Young  & 
Rubicam,  N.  Y. 
GENERAL  FOODS  Corp.,  New  York 
(Post  Toasties),  on  Oct.  5  renews  Young 
Dr.  Malone  on  87  CBS  stition,  Mon.  thru 
Fri.,  2-2:15  p.m.  Agency:  Benton  &  Bowles, N.  Y. 

Network  Changes 

COLGATE-PALMOLIVE-PEET  Co.,  Jer- 
sey City  (Palmolive  Shave  cream),  on  Oct. 

3  shifts  Hobby  Lobby  on  69  CBS  sta- 
tions fi-om  Tues.,  8:30-8:55  p.m.  to  Sat. 

8:30-8:55  p.m.  Agency:  Ted  Bates  Inc., 
N.  Y. 
STANDARD  BRANDS,  New  York  (Chase 
&  Sanborn  coffee),  on  Sept.  27  shifted  Edgar 
Bergen  &  Charley  McCarthu  from  Holly- wood to  New  York  for  four  weeks  on  125 
NBC  stations.  Sun.,  8-8:30  p.m.  Agency: J.  Walter  Thompson  Co.,  N.  Y. 

WHITE  LABS.,  New  York  (Feen-A- Mint)  on  Sept.  25  added  103  BIBS  stations 
to  Double  or  Nothing,  making  a  total  of 
203  MBS  stations,  Friday,  9:30-10  p.m. 
Agency :  William  Esty  &  Co.,  New  York. 
VICK  CHEMICAL  Co.,  New  York  (Vita- 

mins plus),  on  Sept.  21  added  64  sta- tions to  Dr.  I.  Q.,  making  a  ti>tal  of  129 
NBC  stations,  Mondays,  9:30-10  p.m.  Agen- 

cy: Grant  Adv.,  Chicago. 
BRISTOL-MYERS  Co.,  New  York  (Mum), 
on  Sept.  25  shifted  In  Person,  Dinah  Shore, 
on  110  BLUE  stations,  from  Fri.,  9:30- 
9:45  p.m.,  to  Fri.,  8:15-8:30  p.m.,  and  added 
West  Coast  repeat,  Fri.,  8:15-8:30  p.m. 
(PWT).  Agency:  Pedlar  &  Ryan,  Inc., 
N.  Y. 
LIGGETT  &  MYERS  TOBACCO  Co., 
New  York  (Chesterfields),  on  Sept.  29  re- 

places Glenn  Miller  with  Harry  James' Orchestra  on  127  CBS  stations,  Tues., 
Wed.,  Thurs.,  7:15-7:30  p.m..  Agency: Newell-Emmett  Co.,  N.  Y. 
TEXAS  Co.,  New  York  (gas  and  oil)  on 
Oct.  4  adds  11  CBC  stations  to  Fred  Allen 
on  117  CBS  U.  S.  and  Canadian  stations, 
Sunday.,  9:30-10  p.m.  Agencies:  (U.S.A.) 
Buchanan  &  Co.,  N.  Y.  (Canada)  Ronalds 
Adv.,  Toronto. 
QUAKER  OATS  Co.,  Chicago  (Quaker 
Food  Products)  on  Oct.  2  adds  12  CBS 
stations  to  That  Brewster  Boy,  making  a 
total  of  80  CBS  stations,  Fri.,  9:30-10 
p.m.  Agency:  Ruthrauff  &  Ryan,  N.  Y. 
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CLvt^S$IFIED 

Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  week  preceding  issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, Washington,  D.  C. 

Help  Wanted 

Radio  Technicians — If  you  are  in  3A  or 
4F  or  otherwise  draft  deferred  and  feel 
that  your  present  work  can  be  foregone 
for  the  duration  in  favor  of  radio  as- 

sembly in  a  prominent  middle-western 
radio  manufacturing  plant  making  trans- 

mitting equipment  for  the  armed  forces 
write  giving  your  qualifications,  draft 
status,  citizenship  and  two  or  three  pre- 

vious employers.  If  qualified  can  give 
employment  starting  November  first  or 
sooner.  State  salary  desired.  All  infor- 

mation kept  strictly  confidential.  Box 
883,  BROADCASTING. 

OPPORTUNITY— For  reliable,  draft 
exempt,  writer-director-announcer.  Send 
photo,  transcription  of  voice,  samples  of 
copy.  State  age,  record  of  past  perform- 

ance and  salary  expected.  William  F. 
Holland  Agency,  Cincinnati,  Ohio. 

Combination    Announcer-Operator  Wanted 
— Excellent  announcer  with  first  class 
operator's  license.  Must  be  qualified  news- caster. Submit  transcription  of  news- 

cast and  commercials  with  application. 
KSEI,  Pocatello,  Idaho. 

Combination   announcer-operator  wanted — 
Unusual  opportunity.  Give  draft  status, 
starting  salary  requirement.  Send  voice 
recording  if  possible.  Box  886,  BROAD- CASTING. 

Chief  Engineer-Announcer — Capable  limit- ed maintenance  250  watt  station.  Prefer 
single,  draft  exempt  man,  but  all  ap- 

plicants considered.  Good  salar>'.  Voice important.  Send  transcription.  WDLP. 
Panama  City,  Florida. 

Operator — With  first  class  license.  Write 
giving  experience,  references,  draft  status 
and  salary  expected.  Permanent  .iob  for 
right  man.  Box  879,  BROADCASTING. 

Experienced  commercial  announcer — Pref- 
erence given  to  man  with  sports  experi- 

ence. Write  or  wire  WKBH,  La  Crosse, 
Wisconsin.  State  draft  status. 

Engineer  Wanted — First  or  second  class license.  By  1000  watt  full  time  CBS 
affiliate.  Living  and  financial  conditions 
attractive.  Real  opportunity  for  perma- nent connection  with  advancement. 
WCAX,  Burlington,  Vermont. 

STAFF  ANNOUNCER— Needed  on  pro- 
gressive Southern  station  immediately. 

Living  conditions  good.  Transcrintion  and 
photo  helpful.  Box  873,  BROADCAST- ING. 

Engineer — First  or  second  class.  WGNY, 
Newburgh,  New  York. 

Engineer — Ideal  working  conditions.  Will use  first  or  second  class  license.  Send  full 
details  first  letter.  Box  893,  BROAD- 
CASTING. 

Salesman — For  5.000  watt  Regional ;  Basic 
Network  affiliate;  Prosperous  Market,  ad- 

dress complete  details  to  Box  892, 
BROADCASTING. 

SALESWOMAN— If  you  have  a  proven 
record  of  sales  ability,  preferably  on  a 
local  station,  and  are  interested  in  mak- 

ing upwards  of  $5,000.00  per  year,  I 
would  like  to  talk  to  you.  Give  experi- 

ence and  earnings  in  first  letter.  Art 
Croghan,  Sales  Manager,  W.JBK,  De- troit. 

Studio  Engineer — Large  Midwest  station. 
Excellent  opportunity.  State  draft  status; 
qualifications.  Box  894,  BROADCAST- ING. 

Have  an  immediate  opening — For  time 
salesman  with  proven  record  to  sell 
retail  accounts.  State  sales  qualifica- 

tions, draft  status  and  starting  salary 
expected.  Write  Commercial  Manager, 
WMC,  Memphis,  Tennessee. 

Help  Wanted  (Cont'd) 
SALESMAN — We  have  an  opportunity  if 

you  have  the  ability  to  produce.  Doing 
a  larger  volume  of  business  than  any 
250  watt  station  in  the  country.  A  chance 
to  make  money — and  we  don't  mean peanuts.  Give  experience  and  earnings 
in  first  letter.  Must  be  reasonably  safe 
from  draft  call  for  next  nine  months. 
A.  H.  Croghan,  State  WJBK,  Detroit, Michigan. 

Experienced  First  Class  Engineer — 10,000 
watt  station.  Apply  KTHS,  Hot  Springs, 
Arkansas. 

Situations  Wanted 

General  Manager  with  a  knack  for  making 
money — Does  your  station  need  this  man, 
now  successful  sales  manager  for  im- 

portant network  station  in  large  eastern 
city?  Present  earnings  811,000  yearly.  In- 

terested in  change  only  from  standpoint 
of  long-range  future  possibilities.  Will- 

ing to  invest.  Box  874,  BROADCAST- ING. 

First  Class  Licensed  operator-announcer — Program  director.  News.  Draft  exempt. 
Now  employed.  Desires  to  make  change. 
Prefer  dry  climate,  but  will  consider  any 
offer.   Box  895,  BROADCASTING. 

General  Manager  —  Thorough  practical 
knowledge  all  phases  of  station  opera- 

tion, including  construction.  Excellent 
record  national  and  local  sales.  Box  876, 
BROADCASTING. 

Program  or  station  manager — Fourteen 
years'  experience.  Producer,  writer,  di- rector, idea  man  and  exceptional  experi- ence in  selecting  talent.  Married  and 
over  draft  age.  Opportunity  means  more 
than  starting  salary.  Box  890,  BROAD- CASTING. 

Top  Producer — Barn  Dance  and  Hillbilly 
shows.  Available  now.  Box  888,  BROAD- CASTING. 

Announcer  available — Sports,  news,  special 
events,  12  vears'  experience.  Married. Box  889,  BROADCASTING. 

Am  twenty-nine  years  of  age — Married  and have  draft  status  of  3A.  Am  not  a  drifter. 
Have  three  years'  experience  with  all types  of  programs.  Am  outstanding  in 
news,  special  events  and  sports.  Am  now 
located  in  5.000  watt  network  station  but 
desire  change  for  personal  reasons.  Am 
available  on  two  weeks'  notice.  Box  887, BROADCASTING. 

Salesman-Announcer — Seven  years  in  ra- dio. Announcing,  selling,  writing  copy. 
Available  on  two  weeks'  notice.  Draft deferred.  Small  town  preferred.  Box 
885.  BROADCASTING. 

Operator  and  Announcer — Efficient  young 
woman  experienced  in  both.  Now  em- 
ploved.  Write  for  full  qualifications.  Box 
884",  BROADCASTING. 

NEWS-SPORTSCASTER— Play-by-play  and 
special  events.  Have  handled  national  ac- 

counts in  five  years'  experience  with  in- dependent and  network  station.  College 
education,  married,  4F  classification.  Em- 

ployed now,  available  for  position  with 
progressive  station.  Box  882,  BROAD- CASTING. 

First  class  announcer — 5  years.  Desires  con- nection with  large  station  or  program 
executive  on  smaller  one.  Transcription, 
qualifications  on  request.  State  salary. 
Box    881,  BROADCASTING. 

STATION  EXECUTIVE— Solid  background 
in  station  and  agency  field.  Formerly 
radio  director  of  major  Chicago  agency. 
Completely  familiar  with  all  phases  of 
station  operation,  programming  and  ad- ministration. Draft  exempt.  Box  880, 
BROADCASTING. 

Situations  Wanted  (Cont'd) 
Engineer — Twelve  years'  experience  five and  fifty  kilowatts.  Consider  chief  five 

kilowatt.  Deferred.  References.  Box  878, 
BROADCASTING. 

Chief  Engineer — Desires  change.  State  sal- 
ary. Box  877,  BROADCASTING. 

Young  Woman  —  Writer-producer,  four 
years'  varied  experience,  NYU  Workshop, 
college  graduate,  24,  excellent  references, 
energetic,  desires  responsible  position. 
Box  872,  BROADCASTING. 

Mr.  Station  Owner — Is  your  station  run 
down  ?  Then  I'm  the  man  to  build  it  up. 
Eight  years'  radio  experience.  Age  34, married,  draft  deferred,  steady  and  re- 

liable. Excellent  program  builder,  proven 
sales  ability,  competent  organist.  Ref- 

erences. Now  working  in  an  Eastern 
State.  Box  871,  BROADCASTING. 

Plant  Engineer — Available  soon.  Twenty 
years'  experience,  first  class  license,  age 41,  family,  unclassified.  Have  ability  and 
initiative.  Prefer  good  regional  or  cleared 
channel  connection.  All  offers  will  be 
given  careful  consideration.  Now  on  West 
Coast  non-broadcasting  position.  Box  870, BROADCASTING. 

College  Woman — Program  director,  an- nouncing, traffic,  continuity,  promotion, 
desires  opportunity  with  progressive  sta- tion in  metropolitan  eastern  area.  Box 
891,  BROADCASTING. 

WHBF 

Wanted  to  Buy 

Rock  Island,  III. 

\.      and  other  stations,  large 
>^  and  small,  coast  to  coast 

Available  also  to  agencies  and 
advertisers.  For  full  details,  write 

RECORDING   EQUIPMENT— One   or  two 
tables,  with  or  without  Amplifier.  WAKR, 
Akron,  Ohio. 

George  E.  Halley 
TEXAS   RANGERS  LIBRARY 
HOTEL  PICKWICK    •    KANSAS  CITY,  IVIO. 

PROFESSIONAL 

DIRECTORY 

Jansky  &.  Bailey An  Organization  of 

Qualified  Radio  Engineers 
Dedicated  to  the 

SERVICE  OF  BROADCASTING 
National  Press  Bldg.,  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  Bldg.        Dl.  1205 
Washington,  D.  C. 

PAUL  F  GODLEY 

CO/VSUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 
MO  2-7859 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD      INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

GEORGE  C DAVIS 

Consulting  Radio 
Engineer Munsey  Bldg. District  8456 

V/ashington, D.  C. 

CLIFFORD  YEWDALL 
Empire  State  Bldg. 
NEW  YORY  CITY 

An  Accounting  Service 
Particularly  Adapted  to  Radio 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Communications,  Inc. 
66  Broad  St.,  New  York,  N.Y. 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
Silver  Spring,  Md. 

(Suburb,  Wash.,  D.  C.) 
Main  Office:  Crossroads  of 
7134  Main  St.  the  World 

Kansas  City,  Mo.  I     ̂      J  Hollywood,  Col. 

RING  QC  CLARK 

Consulting  Radio  Engineers 

WASHINGTON,  D.  C. 

Munsey  Bldg.  •  Republic  2347 

BROADCASTING 

FOR 

RESULTS! 
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Enforced  Silence  in  New  York  Region 

Interrupts  Netivork  Commercial  Series 
AN  AIR  RAID  alert  last  Tuesday 
evening  put  radio  stations  in  the 
New  York  metropolitan  area  off 
the  air  for  approximately  45  min- 

utes. Second  alarm  during  Septem- 
ber and  like  the  Labor  Day  morn- 
ing alert  [Broadcasting,  Sept.  14] 

caused  by  an  unidentified  plane 
which  was  later  found  to  be  friend- 

ly, the  second  enforced  silence  was 
both  longer  and  more  costly,  as  it 
occurred  a  few  minutes  before  9 

p.m.  in  the  heart  of  the  evening's commercial  schedule  whereas  the 
Labor  Day  alarm  came  about  2:30 
a.m. 

Programs  Affected 

WABC,  CBS  key  in  New  York, 
went  off  the  air  at  8:49  p.m.,  com- 

ing back  on  at  9:35  p.m.  and  losing 
the  last  seven  minutes  of  Hobby 
Lobby  for  Palmolive  shave  cream, 
the  five-minute  newscast  of  Cecil 
Brown  for  Johns-Manville  Corp., 
the  half-hour  Tommy  Riggs  &  Betty 
Lou  broadcast  for  Swan  Soap,  and 
the  opening  five  minutes  of  the 
General  Motors  Corp.  program. 
Cheers  from  the  Camps. 
WOR,  MBS  outlet  in  New  York, 

also  signed  off  at  8:49  and  came 
back  on  at  9:35,  cancelling  the 
final  11  minutes  of  Can  You  Top 
This?  for  Kirkman  soap,  Gabriel 
Heatter's  quarter-hour  newscast 
for  Zonite,  Red  Barber's  quarter- 
hour  sportscast  for  P.  O.  N.  beer 
and  the  start  of  the  sustaining 
show.  Murder  Clinic. 

WEAF,  NBC's  New  York  sta- 
tion, and  WJZ,  Blue  outlet,  were 

both  oflf  from  8:50  to  9:35.  WEAF 
losses  include  the  full  Battle  of 
the  Sexes  for  Molle  shaving  cream, 
the  windup  of  Treasure  Chest  for 
Tums  and  the  beginning  of  the 
Johnson  wax  program,  Meredith 
Willson  and  John  Nesbit.  Com- 

mercial cancellations  on  WJZ  were 
Famous  Jury  Trials  for  Oh  Henry 
candy  bars,  the  start  of  Coca- 
Cola's  Spotlight  Bands,  the  Benrus 
time  signal  at  9  p.m.  and  the 
Phillips  soup  station  break  an- 

nouncement at  9:30. 
WHN,  off  from  8:50  to  9:34, 

and  WMCA,  blacked  out  from  8:51 
to  9:35,  suffered  no  commercial 
program  losses. 

In  adition  to  WABC,  CBS  re- 
ported that  WOKO,  Albany; 

WGBI,  Scranton;  WBRY,  Water- 
bury,  WFBL,  Syracuse  and  WCAX, 
Burlington,  were  also  silenced  for 
45-minute  periods  by  the  alert. 

Farthest  reaching  effect  of  the 
alert  was  felt  by  the  Latin  Ameri- 

can broadcasters  and  listeners 
when  three  scheduled  programs  of 
the  OWI  failed  to  arrive  because 
the  shortwave  stations  in  New 
York  went  off  the  air  along  with 
the  local  transmitters.  Programs 
affected  were  Estampos  Norte 
Americana  (Silhouettes  of  North 
America),  shortwave  via  WRCA 
and  WNBI,  and  rebroadcast  on  31 
Latin  American  stations;  Ameri- 

canos Todos  (Americans  All),  also 
via  WRCA  and  WNBI,  with  sta- 

tions in  Latin  America  rebroad- 

casting  it  locally;  Las  Ideas  no  So 
Matan  (Their  Words  Burn),  short- 
waved  by  WCRC,  WCBX  and 
WCAB  and  rebroadcast  on  16  sta- 
tions. 

Situation  was  most  serious  in 
the  case  of  Las  Ideas  No  Se  Matan, 
according  to  OWI,  as  last  Tues- 

day's broadcast  was  the  first  of  a 
new  series  and  had  been  highly 
publicized  to  local  audiences 
throughout  Latin  America.  Other 
series  have  been  on  for  some  time 
and  stations  probably  filled  the 
period  with  recordings  of  previous 

programs  in  the  series.  Last  week's 
programs  will  be  repeated  this Tusday. 

Penn  Tobacco  Expands 

Major  Market  Campaign 
PENN  TOBACCO  Co.,  Wilkes- 
Barre,  Pa.,  substantially  increased 
its  spot  broadcasting  schedule  in 
August  and  is  now  using  quarter- 
hour  news  programs  on  one  sta- 

tion each  in  15  major  markets  for 
Julep  Cigarettes  and  Willou9"hby 
Tavlor  Pipe  Tobacco.  Schedules 
will  continue  throusrh  fall  and 
winter  for  an  indefinite  period. 

Penn  uses  generallv  three  pro- 
grams a  week  on  each  station  in 

the  following  cities:  New  York, 
Boston,  Buffalo,  Des  Moines,  In- 
d'"anapolis,  Milwaukee,  Chicao-o, 
Cincinnati,  Omaha,  Hartford,  Phil- 

adelphia, St.  Louis,  Topeka,  Shen- 
andoah (Iowa),  and  Kansas  City. 

Agencv  is  H.  M.  Kiesewetter  Adv., 
New  York. 

WPB  ORDER  ALLOWS 

RECEIVER  REPAIRS 
ASSURANCE  of  the  maintenance 
of  home  radios  was  manifest  last 
Monday  when  the  War  Production 
Board  announced  that  repair  shop 
material  could  be  obtained  by  dis- 

tributors and  dealers  who  buy  di- 
rectly from  manufacturers  through 

PD  1-X  applications. 
According  to  Linford  C.  White, 

chief  of  the  WPB's  distributors' 
branch,  preference  ratings  will  only 
be  assigned  to  items  necessary  to 
the  operation  of  receiving  sets. 
Non-essential  radio  gadgets  and 
phonograph  parts  will  not  be  rated 
it  was  pointed  out.  This  decision 
has  no  effect  upon  the  consumer 
or  the  individual  repair  man;  it 
merely  serves  to  insure  minimum 
needs  through  material  grants  to 
distributors  and  dealers. 

This  measure  should  be  more 
than  adequate  to  care  for  the  sup- 

ply of  radio  repair  parts  which 
were  in  danger  of  depletion  before 
WPB  aid  was  apparent,  according 
to  a  survey  by  NBC  announced 
last  week.  NBC  claimed  that  once 

the  year's  supply  of  new  radio sets  now  available  was  exhausted 
there  was  a  likelihood  the  number 
of  dead  receivers  would  increase 
at  the  rate  of  14,000  daily. 

Timothy  to  F  &  P 

B.  P.  TIMOTHY,  formerly  adver- 
tising and  sales  promotion  man- 

ager of  Griesedieck  Western  Brew- 
ery Co.,  Belleville,  111.,  has  joined 

the  Chicago  sales  staff  of  Free  & 
Peters.  Before  joining  the  Griese- 

dieck Co.  three  years  ago,  he  was 
national  advertising  representative 
of  the  Oklahoman  &  Times,  Okla- 

homa City,  for  10  years. 

Wheeling  Resumes 
WHEELING  STEEL  Corp., 
Wheeling,  (institutional),  on  Oct. 
4  resumes  Wheeling  Steelmakers 
on  75  BLUE  stations,  Stindays, 
5:30-6  p.m.  Over  1,100  individual 
singers  and  musicians  from  the 
ranks  of  the  company's  employes 
and  their  families,  have  been  heard 
on  the  program  since  the  first 
broadcast  six  years  ago.  Agency  is 
Critchfield  &  Co.,  Chicago. 

New  Campana  Show 
CAMPANA  SALES  Co.,  Batavia, 
111.  (Campana  Balm)  has  pur- 

chased a  quarter-hour  variety  pro- 
gram featuring  Dick  Powell,  m.c. 

and  Matty  Melneck's  orchestra  on 
54  NBC  stations.  Saturdavs.  7-7:15 
p.m.  to  start  Oct.  10.  Agency  is 
Aubrey,  Moore  &  Wallace,  Chicago. 

Mr.  Brooks 

Brooks  Appointed 

News  Head  of  NBC 

McCall  Is  Named  Assistant; 

Schneider,   Mack  Remain 

WILLIAM  BROOKS,  former  execu- 
tive editor  of  Forbes  Magazine,  and 

for  14  years  an  executive  of  Asso- 
ciated Press,  has  been  appointed 

director  of  NBC's news  and  special events  division  by 
Niles  Trammell, 
NBC  president, 
succeeding  A.  A. 
Schechter,  now 

jm  "With  the  OWI  in 
Washington. 

H|k|^^H||^^  Mr.  Brooks  will 
iillllfc  «HH  be  permanent 

head  of  the  de- 
partment e  ff  e  c- tive  Oct.  5,  assisted  by  Francis  C. 

McCall,  who  has  been  serving  as 
acting  manager  [Broadcasting, 
Sept.  21].  Adolph  J.  Schneider  will continue  as  assistant  marnger  for 
news,  as  will  Lathrop  Mack,  as- 

sistant manager  for  special  events. 

Busy  Career 
Prior  to  joining  the  AP  in  1926 

Mr.  Brooks  served  seven  years  in 
general  news  work  as  reporter, 
news  editor  and  feature  virriter.  He 
entered  journalism  in  his  home 
town  on  the  Sedalia  (Mo.)  Capital 
in  1927  while  still  in  high  school. 
After  attending  the  U  of  Missouri 
he  worked  on  several  midwestern 
newspapers,  including  the  Kansas 

City  Star. Joining  AP  in  Kansas  City,  he 
was  shortly  transferred  to  Wash- 

ington as  feature  editor  and  later 
to  New  York  as  news  editor  of  the 
feature  service,  succeeding  to  the 
executive  editorship  in  1929. 

For  six  years  he  visited  every 
State  in  the  union  as  feature  serv- 

ice chief  and  later  as  executive  as- 
sistant to  AP's  general  manager. 

In  1937,  Mr.  Brooks  was  sent  to 
London  as  managing  director  of 
the  AP  of  Great  Britain  Ltd.,  in 
charge  of  photographic  coverage 
and  news  distribution  to  Europe, 
Australia  and  the  Far  East. 
He  returned  to  this  country  last 

year  to  become  managing  editor  of 
Forbes  Magazine,  later  taking  over 
the  executive  editorship.  He  has 
traveled  extensively  in  South 
America  and  Europe,  and  is  a 
member  of  the  National  Press  Club. 
Mr.  Brooks  is  39,  married,  and  the 
father  of  a  16-year-old  son. 

Lehn  &  Fink  on  60 
LEHN  &  FINK  PRODUCTS 
Corp.,  Bloomfield,  N.  J.,  on  varying 
dates  in  October  vnll  start  its  fall 
campaign  for  Hinds  Honey  &  Al- 

mond Cream  using  five  tran- scribed announcements  or  evening 
chain-breaks  weekly  on  about  60 
stations.  Agency  is  Wm.  Esty  & 
Co.,  New  York. 

Drawn  for  Broadcasting  by  Sid  Hix 

"Goody,  Goody,  a  Network  Show  .  .  .  Now  I  Can  Get  Back  to  My  War  for 

a  Half -hour!" 

Continental  on  CBS 

CONTINENTAL  Radio  &  Tele- 
vision Corp.,  Chicago,  on  Oct.  4 

will  start  an  institutional  program 
for  its  Admiral  radio  sets,  using 
World  News  Today,  the  CBS  news 
roundup  from  all  over  the  world,  in 
the  Sunday  2:30-2:55  p.  m.  spot. 
Agency  for  Continental  is  Crutten- den  &  Eger,  Chicago. 
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O  sides  to  this  story 

ATLANTA 
GEORGIA 

^47^ 



ATLANTA GEORGIA 

£i  rtaut  at 

WAGA 

ATLANTA,  GEORGIA 

With  its  new  power  and  new  frequency,  now  in  operation, 

WAGA's  primary  coverage  includes  more  than  42  counties 

in  Georgia*.  Total  population  of  this  area  is  1,255,014 

people,  according  to  the  1940  census.  There  are  161,915 

radio  homes  in  WAGA's  primary  area.  The  pace-setting 

station  of  the  South  now  introduces  clients  to  thousands  of 

new  listeners,  day  and  night. 

Based  on  500  microvolt  daytime  contour 

FIRST  ON  THE  DIAL  IN  ATLANTA 

FIRST  ON  THE  DIAL  IN  GEORGIA 

BLUE  NETWORK  5,000  at  590 

Ask  the  John  ̂ \air  Man 



This  i 
IS 

Frank 

Sull
ivan

* 

Talking.. 
{from  PM,  Sept.  27th) 

A 

i-e 

)n- 

")n 

o- 

M 

Anyhow,  not  all  announcers  use  oily 
voices,  or  voices  tliat  are  offensively  jovial 
and  folksy.  Take  George,  fqr  instance. 

George  is  Martha  Deane's  announcer  on WOR  and  he  speaks  his  piece  in  a  natural, 
easy,  friendly,  ratlier  detached  tone  of  voice. 
No  Duse  stuff,  no  thi'obbing  of  the  tonsils, 
no  stepping  on  the  vox  humana  stop.  I  am 
so  grateful  to  George  that  I  always  rush 
right  out  and  buy,  or  do,  anything  Mattie 
recommends.  At  this  very  moment  I  am 

about  to  whip  up  some  delicious-sounding 
scalloped  potatoes  she  recommended  yes- 
terday. 

Why  can't  they  all  talk  like  George?  Whv -i-n't  -'''"^  "   anmmpjcials  b^--'^ 

ir  well-known  author,  wit,  ̂ ^The  New  Yorker'' s''  cliche  expert; 

columnist  for  the  newspaper  "PM'''. 

The  "George"  referred  to  by  the  generous  Mr.  Sullivan  in 
the  paragraph  above  is  George  Hogan,  smart  m.c.  for 

Martha  Deane  every  weekday  from  2:00  to  2:30  p.m.  on 

WOR.  What  Martha  Deane  and  the  subtle  George  can  do 

to  people  is  typified  by  what  Mr.  Sullivan  reports  they've 
done  to  him.  Multiply  this  case  by  hundreds  of  thousands 

and  you'll  have  a  pretty  good  idea  why  Martha  Deane 

jumped  the  sales  of  the  O'Cedar  Co.  200%,  and  added  33 
wholesalers  and  800  dealers  in  7  weeks.  We  could  even  tell 

you  what  Martha  Deane  did  for  Savarin  Coffee,  and  .  .  . 

But  read  these  remarkable  stories  yourself  in  a  bright  new 

booklet  called,  "Meet  MARTHA  DEANE."  It's  free.  But 

there  aren't  many  copies,  so  please  write,  wire,  or  phone 
(PE  6-8600)  quick!  Our  address  is 

In  this  ISSUE:  fall-winter  spot  survey 



^  ^.rea  1«  "'^    li  effort*      ''•""i  otter 

X.e  .nTelu^uyr-  ̂ ^^^^^^^ ^''^  Sincerely  yovtre, 

'^SuperVnt.ndent  of 

e'^e  Owe  <j|  the  ̂ amA§  in  Itlidmest  dmeUear 
ANEW  school  year  opens,  and  again  WLS  renews  its  series  of  "School 

Time"  programs  for  the  classrooms  of  Chicago  and  the  Mid-West. 
Founded  in  1937,  WLS  "School  Time"  is  broadcast  five  days  weekly 

under  the  supervision  of  Harriet  Hester.  Last  year  this  program  was  listened 
to  in  24,529  classrooms  by  870,000  pupils. 

Constructive  planning,  intimate  first-hand  knowledge  assure  "School  Time" 
of  meeting  the  specific  educational  interests  of  the  territory  served.  Each  school 

day  "School  Time"  presents  a  new  and  interesting  subject  in  a  manner  beyond 
the  facilities  of  the  average  school,  and  of  definite  educational  value.  The  result 
of  this  effort  is  reflected  in  respect  and  approval  of  educators  the  country  over. 

"School  Time"  is  but  one  part  of  the  WLS  Educational  Service,  another 
reason  why  WLS  is  "one  of  the  family"  in  Mid- West  America. 

represented  by 

John  Blair  &  Company 

CHICAGO 

890  KILOCYCLES 

5  0,000  WATTS 
BLUE  NETWORK 

PRAIRIE 
FARMER 

STATION 

BuRRiDCK  D.  Butler 
President 

Glenn  Snyder Manager 

MANAGEMENT  AFFILIATED  WITH  KOY,  PHOENIX,  AND  THE  ARIZONA  NETWORK  — KOY  PHOENIX   ♦    KTUC  TUCSON   ♦    KSUN  BISBEE-LO WELL 



with  ONE  app£ei 

BY  the  same  token,  New  England  radio  coverage  Isn't  made  with 

one  station.  Like  a  deep  dish  pie,  you  can  only  get  "flavor"  and 

perfection  by  a  thorough  job  —  with  the  "ingredients"  and  with 

the  "baking." 
Advertisers  with  a  sound  product  have  found  that  Yankee  Network 

community  stations  are  the  deep  dishes  and  the  apples  that  bake  the 

pie  of  profits. 

Yankee  Network's  20  stations  are  "homey,"  neighborly,  as  wel- 

come when  they  call  as  the  folks  next  door.  They've  won  this  place 
in  the  hearts  of  home  people  by  deserving  it. 

This  is  one  of  the  important  advantages  to  consider  before  you 

make  radio  commitments.  Facts  are  more  reliable  guides  than  theo- 

retical might-be's.  Yankee  Network's  coverage  and  acceptance  are 
long  established  facts.  Use  them  to  make  your  New  England  radio 

investment  pay  dividends. 

THE  Yankee  Network,  mc. 

^Aemher  of  ffie  Mutual  Broadcasting  System 
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'nblished  every  Monday,  53rd  issue  (Year  Book  Number)  published  in  February  by  Broaccasting  Pubucations,  iNft,  870  National  Press  Building,  Washington,  D.  C.  Entered  aa second  class  matter  March  14,  1933,  at  the  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 



Primary  Reader 

for  Time  Buy-crs 

broadMsting 

^roadcast  Advertising* VOL  24  •  NO.  14 
OCTOBER  5,  1942 

CONTENTS 

Spot  to  Reach  Ail-Time  High   7 
Enlisted  Men  Prefer  Music,  News,  Comedy   8 

Effort  to  Prevent  Industry  Split  Started   9 

OWI  Channels  Federal  War  Programs   10 

Kay  Kyser  Denies  Criticizing  Radio   10 
How  to  Wage  War  on  the  Shortwave  Front   12 

Runyon  to  Accept  Navy  Commission   14 
FCC  Legal  Staff  Changes;  Taylor  to  Army   16 

Cigarette  Firms  Answer  FTC  Charges   18 

Dr.  Lyon's  Claims  Hit  by  FTC  Order   18 
Rev.  J.  S.  Thomson  Named  CBC  Head   51 

Army  Publicity  Staff  Realigned   53 
Advertising  Cost  Deduction  Clarified   54 
Shortwave  Activity  of  OWI  Expanded   55 

Exemption  Asked  From  Premium  Pay   57 

WQAM  Ordered  to  Keep  Employe   57 
CAB  Adds  Coincidental  Survey   60 
Associated  Oil  Football  on  74   61 

BWC  to  Classify  Positions   62 
XEAW  Ordered  Off  1010  kc.  by  Mexico   65 
Senate  Probers  Plan  Petrillo  Inquiry  66 

DEP  A  R T  M  EN T  S 

Agencies    47 
Behind  the  Mike   38 

Classified  Advertisements  64 

Control    56 
Editorials    36 
FCC  Actions   62 

Meet  the  Ladies   45 

Network  Accounts   62 
Personal  Notes   37 

Radio  Advertisers   49 

Station  Accounts   48 

We  Pay  Respects   37 
Hix  Cartoon   62 

Subscription   $5.00  a  Year     9    Canadian  and  Foreign,  $6.00 
Published  every  Monday,  S3rd  issue  (Yearbook  Number)  Published  in  February 

Page  4  •  October  5,  1942 BROADCASTING  •  Broadcast  Advertisin 



Throughout  the  world,  wherever  the  iron 

heel  of  despotism  has  attempted  to  Stamp  out 
freedom,  whatever  hope  remains  is  kept 
alive  by  American  radio— the  freest  radio 

broadcasting  system  in  the  world.  "Hold  on— 

we're  coming"  is  the  message  of  the  air 
waves.   "Soon  you  will  be  free  again." 

Free  American  radio  is  playing  its  part  in 
the  national  war  effort,  not  only  in  inspiring 
those  who  listen  fearfully  and  hopefully 
abroad  but  also  those  who  can  twirl  the  dials 

to  their  hearts  content  wherever  and  when- 

ever they  please  at  home.  Constantly,  Ameri- 
can broadcasters  are  seeking  and  finding 

new  fields  of  usefulness. 

Broadcasting  in  the  public  interest  has  ever 

been  the  keynote  of  the  operation  of  WWJ — 
The  Detroit  News.  Today,  after  ten  months 

of  active  war,  the  facilities  of  WWJ  are 

available  and  are  being  used  to  further  every 

phase  of  the  war  effort  at  Detroit  —  The 
Arsenal  of  Democracy. 

Naiional  Representatives 

Associate  Station 
W45D~FM  . 

George  P.  Hollingbery  Company 

New  York    -:-    Chicago    -:-  Atlanta 
Son  Francisco    -:-    Los  Angeles 

BROADCASTING  .  Broadcast  Advertising 
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SELLING 

KI
DS
' 

A  TESTED 

SOMOVOX 

IDEAi 

OEVERAL  months  ago  Jack  Ross,  Sonovox  Production  Director, 

created  an  idea  which  is  a  perfect  natural  for  almost  any  kind  of 

consumer  product  appeaUng  to  kids. 

The  secret  of  the  value  of  this  idea  is  very  simple.  It  is  a  voice 

which  all  kids  simply  must  try  to  imitate — but  never  quite 

achieve — because  it  is  not  a  human  voice.  If  you're  the  lucky 
sponsor  who  uses  this  idea  the  result  must  be  that  every  child 

in  America  will  become  a  miniature  broadcasting  station — trying 

to  imitate  Little  Joyce-with-the-peculiar-voice,  and  singing  your 
commercial  announcements. 

We  were  sure  that  would  happen — but  we  have  been  wrong — so 

we  set  out  to  prove  it.  We  worked  up  the  idea,  cut  some  tran- 

scriptions, and  ran  an  actual  radio  test  for  a  real  product  in  one 

good  typical  market.  The  object — to  prove  that  kids  would  take 

up  Little  Joyce  and  try  to  imitate  that  peculiar  voice. 

Rochester,  Minnesota,  was  chosen  as  a  good  test  market.  A  popular 

priced  orange  drink  was  selected  as  the  product  to  be  featured. 

A  33 -day  spot -radio  campaign  consisting  of  160  announcements 

was  contracted  for  using  Station  KROC,  a  250-watt  outlet  on 

1390  kilocycles.  One-half  of  these  spots  were  one-minute  tran- 

scribed announcements  featuring  Sonovox's  Little  Joyce-with-the- 
peculiar-voice.  The  other  half  were  30  seconds  of  Little  Joyce, 

and  30  seconds  of  a  local  announcer  giving  details  of  a  "Little 

Joyce  Contest"  in  which  small  prizes  were  given  for  the  best 

imitation  of  Little  Joyce's  peculiar  voice.  (The  contest  is  not 
offered  as  part  of  the  basic  idea  for  a  national  advertiser.  It  was 

included  in  the  test  merely  to  speed  up  the  natural  reaction  in 

order  to  find  the  answer  quickly.) 

RESULTS  OF  THE  ROCHESTER  TEST:  Kids  all  over  town 

went  practically  crazy,  trying  to  imitate  Little  Joyce.  They  started 

buying  the  orange  drink  like  mad.  After  only  four  weeks,  sales 

were  31%  ahead  of  the  same  period  in  record-breaking  1941 — and 

advertising  costs  had  been  cut  almost  exactly  in  half! 

That's  the  tested  Sonovox  idea  which  is  now  available  to  some 

good  national  advertiser  who  will  put  it  on  in  a  big  way.  The  idea 

is  all  worked  out.  It's  an  opportunity  worth  a  telephone  call. 
Any  of  the  offices  listed  below  will  be  glad  to  give  you  all  the 

facts  about  the  Rochester  test,  and  arrange  for  an  audition  of  the 

records  themselves.  How  about  telephoning  now? 

WRIGHT-SONOVOX.  INC. 

''Talking  and  Singing  Sound'^ 

CHICAGO  ....  NEW  YORK  ....  HOLLYWOOD 

FREE  &  PETERS,  INC.,  Exclusive  National  Representatives 

CHICAGO:  i8o  S.  Michigan 
Franklin  6373 

NEW  YORK:  247  Parli  Ave. 
Plaza  5-4131 

SAN  FRANCISCO:  111  Sutler 
Sutter  4353 ,  HOLLYWOOD:  1^12  N.  Gordon Gladstone  3949 

ATLANTA:  322  Palmer  BUg. 
Main  5667 
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Spot  to  Reach  All -Time  High  This  Year 

Last  Quarter  Prospects  Are  Good  With 

Few  Signs  of  Let-Up  Apparent 
SPOT  BROADCASTING,  entering  the  final  quarter  of  1942» 

is  about  to  set  an  all-time  high. 
During  the  past  nine  months  spot  placements  have  run 

ahead  of  any  similar  period  in  the  history  of  broadcasting. 
Business  already  on  the  books  for  the  last  three  months  of 
1942  will  carry  this  form  of  rendition  into  records  levels. 
What  about  1943? 

That's  a  tough  one  to  figure  at 
this  moment  because  of  uncertainty 
brought  about  by  the  war. 

However,  many  wartime  factors, 
such  as  a  return  to  the  fireside — 
as  a  result  of  transportation  diffi- 

culties— will  lead  inevitably  to  ad- 
ditional radio  listening. 
Better  Than  1942 

Actually  the  war  has  interfered 
only  slightly  with  broadcast  busi- 

ness. Automobile  gasoline  and  ra- 
dio set  accounts  naturally  have  felt 

the  impact  of  priorities  and  ra- 
tioning. On  the  other  hand,  pro- 

prietaries, soap,  cigarettes  and  cos- 
metics have  far  more  than  oifset 

any  declines  in  other  lines  of  broad- 
cast advertising.  A  similar  situa- 

tion is  noted  in  food  lines.  Tea  and 
coffee,  affected  by  war  shortages, 
are  not  buying  as  much  air  time 
but  changes  in  packaging  of  other 
foods  have  easily  absorbed  this  de- 
cline. 

In  New  York  the  first  nine 
months  of  1942  have  been  better 
than  one  year  ago  and  the  next 
three  months  should  equal  or  pass 
the  1942  level.  The  Petrillo  ban  on 
recording  has  caused  some  cancel- 

lation of  transcription  business 
placed  out  of  New  York  but  this 
problem  has  not  yet  been  serious. 

It  may  become  a  more  important 
factor  in  the  near  future.  New 
York  circles  voice  fear  that  long- 
impending  restrictions  on  cross- 
hauling  of  merchandise  will  be  im- 

posed after  the  November  elec- 
tions with  possible  effects  on  ad- 

vertising. A  considerable  turnover 
in  accounts  is  noted  in  that  area 
but  the  total  business  remains 
above  that  in  1941. 

Chicago  Gains 
A  small  but  healthy  increase 

over  last  year  is  noted  in  Chi- 
cago spot  placements.  A  temporary 

lull  has  been  noted  in  the  past  few 

weeks  but  the  1942  year-end  total 
will  still  run  well  above  last  year. 

Especially  strong  in  Chicago 
placements  are  the  proprietary  ac- 

counts, with  intensified  use  of  spot 
radio  to  cover  small  urban  and 
rural  areas. 

As  in  other  parts  of  the  country, 
Chicago  proprietary  firms  and  their 
agencies  anticipate  greater  per 
capita  consumption  of  their  prod- 

ucts because  of  the  curtailment  of 
medical  services  due  to  the  war 
and  the  possible  increase  in  colds 
due  to  inadequate  heating. 
Farm  products  are  at  a  high 

point  in  Chicago,  particularly 
feeds,  poultry  and  livestock  reme- 

dies. Direct  mail  also  is  unusually 
strong  at  this  season.  One  com- 

pany, Sterling  Insurance,  will 
spend  over  $300,000  on  79  sta- 

tions selling  family  group  life  in- 
surance by  mail.  Increased  adver- 

tising for  meat  substitutes  such 
as  macaroni  and  cheese  is  fore- 

seen as  a  result  of  the  impending 
curtailment  of  meat  consumption. 
Dehydrated  products  and  other 
forms  of  package  foods  are  ex- 

pected to  buy  more  time. 
Coast  Situation 

On  the  West  Coast  a  hint  of 
pessimism  is  noted  in  Los  Ange- 

les, normally  a  haven  of  optimists. 
Pacific  Coasters  are  nervous  about 

impending  gas  rationing  but  in- 
dustry observers  point  out  that 

broadcast  business  is  doing  nicely 
in  the  East  after  many  months  of 
gasoline  rationing.  Anyway,  spot 
is  good  on  the  Coast  and  last  quar- 

ter business  is  encouraging. 
Coast  leaders  are  direct  mail, 

life  insurance,  household  cleans- 
ers, cosmetics,  vitamins,  maga- 
zines, food,  proprietaries,  religious 

and  beverages. 
In  Detroit  the  lack  of  automo- 

tive time  adds  a  touch  of  gloom 
to  an  otherwise  bright  region. 
This  market  is  enjoying  one  of  the 
wildest  of  the  wartime  booms.  Re- 

tail time  is  at  a  record  level  and 
many  institutional  campaigns  are 
aimed  at  the  countless  thousands 
new  to  the  area. 

In  Canada  spot  business  shows 
no  letup.  However,  it  has  leveled 
off  this  year  to  a  point  approxi- 

mating that  attained  one  year  ago. 
More  Government  advertising  is 
boosting  broadcast  sales  in  the  Do- minion. 

The  round-up  of  spot  prospects follows : 

NEW  YORK 

By  BRUCE  ROBERTSON 
SPOT  RADIO  billings  during  the 
first  nine  months  of  1942  have  been 
better  than  the  same  period  of 
1941,  which  was  an  all-time  high 
year  for  spot.  The  next  three 
months  will  probably  equal  and 
possibly  surpass  the  final  quarter 
of  last  year.  After  that,  it's  any- 

body's guess  and  in  New  York 
neither  the  buyers  nor  the  sellers 
of  spot  radio  were  willing  to  hazard 
that  guess. 

By  and  large,  the  station  repre- 
sentatives were  "optimistic,  with 

reservations",  a  phrase  used  by  one 
of  them  and  applicable  to  the  score 
of  representatives  interviewed. 
Some  were  extremely  enthusiastic; 
others  more  cautious,  but  they  all 
agreed  that  as  yet  the  war  has 
not  cut  into  the  total  spot  billing 

to  any  great  extent.  Individual  ac- counts have  been  affected  and  so 
have  individual  stations,  but  the 
overall  picture  is  pretty  much  the 
same  and  pretty  good,  as  viewed 
by  the  reps. 

Effect  of  Recording  Ban 
A  wider  diversity  of  opinions 

came  from  the  agency  timebuyers, 
who  naturally  reflected  the  status 
of  the  particular  accounts  handled 
by  their  agencies.  Proprietary 
products  are  booming;  radio  set 
advertising  is  practically  non-ex- 

istent; both  situations  are  direct 
results  of  the  war.  Soap,  cigarette 
and  cosmetic  advertising,  in  con- 

trast, are  typical  of  many  cate- 
gories of  products  whose  spot  radio 

advertising  continues  this  fall 
about  as  it  did  in  pre-war  times. 

The  Petrillo  ban  on  recordings 
has  caused  the  cancellation  of  some 

programs,  chiefly  transcriptions  of 
network  shows  which  were  used  to 

supplement  or  bolster  up  network 
coverage.  Other  transcription  cam- 

paigns are  continuing  while  their 
recordings  last,  but  may  be  halted 
if  the  AFM  prohibition  stays  in 
effect  much  longer. 

Other  recorded  campaigns,  in 

which  the  use  of  music  is  incid- 
ental, have  substituted  sound  ef- 

fects or  such  instruments  as  the 
harmonica  which  are  not  recog- 

nized as  musical  instruments  by 
the  union,  or  have  dropped  the 
music  altogether.  As  yet  the  over- 

all effect  of  this  ban  has  not  been 
serious,  but  there  was  some  fear 
expressed  that  in  the  long  run  it 
might  be. 

After  the  Elections 

Looking  ahead,  some  executives 
said  that  after  the  November  elec- 

tions Congress  may  be  expected  to 
lay  down  wartime  restrictions  on 
manufacturing,  long-distance  haul- 

ing of  merchandise,  etc.,  which  may 

have  a  depressing  effect  on  all  ad- 
vertising, including  spot  radio. 

But  for  each  expression  of  this 
nature,  there  was  a  counter  one  to 
the  effect  that  the  extension  of  the 
gasoline  rationing  throughout  the 
whole  country  and  the  probable  in- 

crease in  dimouts  and  blackouts 
will  keep  more  people  at  home  and 
create  more  listening,  which  in 
turn  will  make  radio  an  even  more 

profitable  advertising  medium  than 
it  is  today  and  attract  more  than 
enough  new  advertisers  to  offset 
any  loss  of  present  clients. 

Big  turnovers  in  accounts  were 
reported  by  a  number  of  station 

representatives,  especially  in  refer- ence to  individual  stations.  One 

large  station  was  reported  as  hav- 
ing a  larger  dollar  volume  this  year 

than  last,  but  that  this  was  due  to 

new  business  and  increased  ex- 
penditures by  some  old  advertisers, 

since  60%  of  the  station's  1941 clients  are  no  longer  using  its 
facilities. 

The  sales  manager  of  another 
major  station  said  that  it  takes 
three  sales  this  year  to  equal  one 
last,  with  advertisers  generally 
buying  smaller  units  of  time  and (Continued  on  page  20) 
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Enlisted  Men  Prefer  Music,  News,  Comedy 

A  rmy  Survey  Finds 

Program  Habits 

Of  Soldiers 

POPULAR  music,  news  and  com- 
edy are  tops  in  the  radio  listen- 
ing habits  of  our  enlisted  men. 

A  summer  survey  of  a  cross  sec- 
tion of  3,286  white  soldiers  in  the 

ground  forces  in  15  camps  from 
coast  to  coast,  made  by  the  Research 
Branch  of  the  Army's  Special  Serv- 

ice Division,  reveals  that  Army 
men  have  carried  to  the  barracks 
and  the  bases  their  listening  habits 
as  civilians.  It  also  discloses  that 
they  listen  most  in  the  barracks, 
and  would  like  to  get  programs 
which  they  can't  conveniently  hear. 

The  Favorites 

While  the  survey  covered  actual 
program  selections  of  enlisted  men, 
the  Army's  Bureau  of  Public  Rela- 

tions, as  a  policy  matter,  withheld 
release  of  the  specific  features.  The 
survey  revealed  that  favorite  types 
of  programs,  in  order  of  popularity, 
were  dance  music,  news,  comedy, 
sports  programs,  variety,  swing 
music,  radio  plays,  old  familiar 
music,  and  quiz  programs.  Falling 
in  these  categories  are  the  top- 
rated  network  features. 

The  study  was  undertaken  by  the 
Research  Branch  of  the  Special 
Service  Division  after  consultation 
with  and  at  the  request  of  the 
Army's  Radio  Branch.  Brig.  Gen. 
Frederick  H.  Osborn  is  director 
of  the  Special  Service  Division, 
Major  John  B.  Stanley  is  head  of 
the  Research  Branch.  Consultant 
to  the  branch  in  the  preparation 
of  the  survey  was  Dr.  Frank  N. 
Stanton,  CBS  vice-president,  and 
one  of  the  leading  research  authori- 

ties in  radio. 

The  survey  was  undertaken  to 
ascertain  how  many  soldiers  listen 
to  radio,  when  they  listen,  where 
they  listen,  and  what  they  like  and 
dislike. 

Answers  to  these  questions  are 
important  in  planning  radio  pro- 

grams for  the  troops,  according  to 
observers.  They  are  important  not 
only  to  the  War  Dept.  and  other 
Government  agencies  preparing 
broadcasts,  but  also  to  privately- 
owned  networks  and  stations 
whose  programs  seek  to  contrib- 

ute to  the  entertainment  and  en- 
lightenment of  the  men.  The  en- 

listed men  in  the  15  camps  were 
queried  in  July  and  August,  1942. 

Following  are  the  main  findings : 

How  Many  Listen  and  When 
A  little  more  than  half  the 

men  reported  having  listened  to 
the  radio  at  some  time  on  a  typi- 

cal week-day  (Monday  through 
Friday). 

In  the  morning  before  9:30, 
21%   said  they  listened;  24% 

listened  at  midday,  at  some  time 
between  11:30  and  2:30;  46% 
at  some  time  in  the  evening  after 
5:30.  (These,  of  course,  do  not 
add  to  100%  since  some  men 
listened  during  two  or  three  of 
these  periods  whereas  other  men 
did  not  listen  at  all.) 

The  listening  peak  on  a  typical 
weekday  morning  was  from 
6:15  to  7,  at  midday  from 
12:15  to  12:45,  in  the  evening 
from  7  to  8:30,  (in  terms  of 
local  time). 

More  men  listened  on  Thurs- 
day than  on  any  other  weekday 

between  Monday  and  Friday; 
26%  listened  Thursday  morning, 
29%  at  midday,  and  52%  in 
the  evening.  Differences  between 
other  weekdays  were  slight.  On 
Sunday  morning,  fewer  men 
(about  17%)  listened  to  the  ra- 

dio than  on  other  mornings; 
otherwise  Sunday  differed  little 
from  weekdays. 

Favorite  listening  hours  differ- 
ed only  slightly  by  time  zones 

(Eastern,  Central,  Mountain, 
and  Pacific),  being  governed 
primarily  by  camp  schedule. 

Most  radio  listening  is  done 
in  the  barracks.  In  the  morning 
96%  of  the  listening  hours  are 
in  the  barracks,  at  midday  88%, 
in  the  evening  79%. 

Since  most  of  the  listening  is 
in  barracks,  ownership  of  a  pri- 

vate radio  determines  the  amount 
of  listening  to  a  considerable 
extent.  One  out  of  six  owns  a 
radio  and  80%  of  these  men 
listen  to  the  radio  on  a  typical 
day,  as  compared  with  about  half 
of  the  non-radio-owners.  (A 
third  of  the  private  radios  owned 
are  operated  by  batteries.) 

What  They  Like  and  Dislike 
Favorite  types  of  programs,  in 

order  of  popularity,  are  dance 
music,  news,  comedy,  sports  pro- 

grams, variety,  swing  music, 
radio  plays,  old  familiar  music, 
and  quiz  programs. 

Types  of  programs  liked  least 
are  serial  dramas,  classical 
music,  and  hillbilly  and  western 
music. 

Marked  differences  in  prefer- 
ence are  shown,  depending  on 

the  educational  level  of  the  men 
and  on  the  size  of  their  home 
community. 

40%  of  the  men  said  there 
were  certain  programs  they 
would  like  to  hear  but  could  not 
hear  conveniently.  Reasons  giv- 

en, in  order,  were  "no  radios 
convenient  for  me,"  "programs 
come  at  the  wrong  hour,"  and 

LIKES  AND  DISLIKES  OF  ENLISTED  MEN 

[?||P  ISLIK 
POPUL»R  MUSIC:     SWEET  OR 

DINCE  MUSIC 
TUNES   OF  TODAY 

NEWS:    REPORTS  .AND  COMMENTS 
ON   CURRENT  HAPPENINGS 

COMEDY  PROGRAHS:  GAGS, 
SKITS   AND   FUNNY  PLAYS 

SPORTS:      NEWS   AND   REVIEWS  OF 
SPORTS,    GAMES,  ETC. 

VARIETY  PR08RAMS:     SEVERAL  DIF- 
FERENT   KINDS    OF  ENTERTAINMENT 

POPULAR  MUSIC:     SWING  MUSIC 
I  HOT ,    SC AT ,    J  I  VE  I 

RADIO    PLAYS:      COMPLETE    IN  ONE BROADCAST 

OLD  FAMILIAR  MUSIC:     BALLADS,  FOLK 
SONGS,    TUNES   OF    LONG   AGO,  ETC. 

QUIZ    PROGRAMS:      QUESTION   AND  ANSWER PR OGRAMS 

HILL-BILLY  AND  WESTERN  MUSIC 

SPECIAL   EVENTS:      ON-THE-SPOT  DESCRIPTIONS 
OF    CEREMONIES,  ETC. 

CLASSICAL   MUSIC:      SYMPHONY   ORCHESTRAS,  OPERA 
AND    "SERIOUS"  MUSIC 

SERIAL  DRAMAS:      STORIES   THAT   ARE   CONTINUED  FROM 
ONE   BROADCAST   TO  ANOTHER 

6« 21* 
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66H 
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9 
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"radios  have  trouble  getting  the 
stations  carrying  these  pro- 

grams." 

The  research  branch  explained 
that  to  insure  a  minimum  memory 
bias,  the  men  were  asked  about 

what  they  listened  to  "yesterday". Since  a  substantial  number  of  men 
were  interviewed  on  each  day  ex- 

cept Sunday,  this  method  was  said 
to  insure  fairly  reliable  replies  for 
all  listening  days  except  Satur- 

day. 

Questions  were  also  asked  about 
times,  in  general,  when  it  was 
convenient  for  men  to  listen.  While 
the  absolute  answers  to  such  ques- 

tions may  be  inflated,  the  Branch 
said  that  the  relative  convenience 
of  one  time  to  another  or  the  rank 
order  of  the  answers  is  probably 
a  safe  index. 

Listening,  it  was  said,  is  dif- 
ficult to  define.  When  a  radio  is 

tuned  in  at  the  barracks,  day  room, 
or  elsewhere,  a  soldier  who  is  one 
of  a  group  may  or  may  not  listen 
closely  or  continuously.  Therefore, 
there  may  be  fuzzy  edges  to  the 
memory  of  listening — even  more  so 
than  in  civilian  life. 

Another  table  disclosed  reasons 
men  gave  for  being  unable  to  get 
programs  they  would  like  to  hear. 
Some  men  gave  more  than  one  rea- 

son. 43%  said  no  radio  was  con- 
venient; 41%  said  programs 

come  at  wrong  hour;  29%  said 

trouble  getting  stations  which  car- 
ry the  programs;  and  4%  miscel- laneous. 

Charts  included  in  the  survey 
showed  radio  listening  by  hour  of 

day,  weekdays  and  Sunday.  These 
disclosed  peaks,  weekdays,  at  7 
a.m.,  1  p.m.,  7-9  p.m.  On  Sundays, 
morning  listening  was  low.  A  peak 
of  18%  was  reached  during  the 
noon  hour  and  of  20%  8-9  p.m. 

Other  charts  indicated  radio  lis- 
(Continued  on  page  A2) 

'Series'  on  BBC 

SOLDIERS  in  Great  Britain  and 
and  Northern  Ireland  are  hearing 
news  of  the  World  Series  on  stand- 

ard wavelength  broadcasts  and 
carried  to  London  on  a  beamed 

telephone  circuit,  through  the  co- 
operation of  the  British  Broad- 

casting Corp.  which  has  cancelled 
peak  hour  programs  on  its  domestic 
network  to  provide  for  the  broad- 

casts. With  the  approval  of  the 
War  Dept.,  the  Office  of  War  In- 

formation and  Judge  Landis,  base- 
ball commissioner,  Don  Dunphy 

describes  the  high  spots  of  each 

game  assisted  by  guest  commen- tators. 

57* 

Curtiss  Renews 
CURTISS  CANDY  Co.,  Chicago 
(Carleton  fruit  beverages),  has  re- 

newed for  13  weeks  its  schedule  of 
100  word  announcements  on  pre- 

sent schedule  of  19  Midwestern 
stations  [Broadcasting,  Aug.  3]. 
Product  which  is  sold  only  in  half- 
gallon  containers  is  distributed  in 
nine  Midwestern  States.  Agency  is 
C.  L.  Miller  Co.,  Chicago. 
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Effort  to  Prevent  Industry  Split  Started 

Delay  Until  NAB 

Board  Session 

Is  Sought 

By  SOL  TAISHOFF 

LAST  DITCH  efforts  to  pre- 
vent a  new  rift  in  the  broad- 

casting industry  through  for- 
mation of  a  trade  association 

competitive  with  the  NAB  are 

being  made  by  a  number  of  in- 
dustry leaders  who  see  only 

grief  in  an  open  fight  during 
these  critical  times. 

Although  formation  of  the 
American  Broadcasters  Assn. 

as  a  full-scale  trade  organiza- 

tion already  has  been  an- 

nounced by  a  group  of  broad- 
casters prominently  identified 

with  the  leadership  of  the 
Broadcasters  Victory  Council, 
strong  moves  are  under  way  to 
convince  this  group  that  it  should 
withhold  organization  plans  and 
staff  appointments  until  the  NAB 
board  meets  again  in  Chicago  Oct. 
13.  A  reconciliation,  which  en- 

visages retention  of  a  single  trade 
association,  is  the  goal. 

Subordinate  Groups 

It  was  after  the  NAB  board,  at 
its  meeting  in  Chicago  Sept.  24-25, 
had  failed  to  consider  or  proffer  a 
project  to  BVC  for  restoration  of 
a  single  trade  group  that  the  plan 
to  form  ABA  was  announced. 

The  NAB  board,  on  the  other 
hand,  informally  had  been  advised, 
it  is  reported,  that  the  proposed 
basis  for  settlement — creation  of  a 
War  Emergency  Committee  within 
the  NAB — had  been  frowned  upon 
by  some  members  of  BVC  because 
it  contemplated  termination  of  sub- 

ordinate trade  groups  representing 
industry  segments,  such  as  Na- 

tional Independent  Broadcasters, 
Network  Affiliates  Inc.,  and  Clear 
Channel  Broadcasting  Service,  each 
of  which  now  is  part  of  the  BVC 
war-committee  coalition. 

Assurances  have  not  yet  come 
from  the  new  ABA  group  that  it  is 
disposed  to  await  the  Chicago  ses- 

sion of  the  NAB  Board.  John 
Shepard  3d,  chairman  of  BVC  and 
temporary  head  of  the  projected 
ABA,  has  stated  that  commitments 
already  made  may  jell  before  the 
mid-October  session.  The  tem- 

porary director-founders  of  ABA, 
who  announced  creation  of  the  or- 

ganization in  Chicago  Sept.  25,  will 
meet  in  New  York  Thursday  (Oct. 
8)  to  consider  by-laws  and  ap- 

pointment of  a  temporary  board 
and  of  temporary  officers. 

There  are  two  sharply  delineated 
schools  represented  in  the  current 
trade  dispute,  which  has  simmered 
ever  since  the  NAB  convention  in 

St.  Louis  18  months  ago.  The 
group  ardently  advocating  NAB 
reorganization  contends  that  its 

present  makeup  isn't  streamlined 
to  perform  an  effective  wartime 
job.  The  BVC  leadership,  and  per- 

haps a  majority  of  the  NAB  board, 
is  represented  as  feeling  that  re- 

vamping is  necessary. 
On  the  other  hand,  there  is  a 

strong,  and  effective  board  repre- 
sentation which  has  supported 

NAB  President  Neville  Miller's 
stewardship,  holding  that  every 
vital  policy  action  taken  has  been 
authorized  by  the  board,  by  major- 

ity vote.  They  contend  that  too 
much  attention  is  being  given  what 

they  describe  as  a  "vociferous  mi- 
nority" of  the  industry,  and  that 

the  rank  and  file  broadcasters  are 
behind  President  Miller  and  are 
not  pressing  for  a  change. 

Mr.  Miller  himself  has  made  no 
public  comment  on  the  controversy. 
He  steadfastly  has  taken  the  posi- 

tion that  he  was  named  by  the 
board,  has  been  reappointed  by  it 
since  1938  when  he  became  the  in- 

dustry's first  paid  president,  and 
has  followed  the  board's  bidding  on 
all  policy  considerations.  His  pres- 

ent contract  runs  until  June  30, 
1944. 

As  things  now  stand,  it  seems 
clear,  according  to  members  of  both 
the  NAB  board  and  of  BVC,  that 
the  latter  will  not  be  diverted  from 

its  plans  for  a  horizontally  com- 
petitive trade  association  unless  the 

NAB  is  sweepingly  reorganized. 
That,  it  is  made  abundantly  ap- 

parent, entails  new  leadership. 

New  Leadership? 

The  NAB  board  itself  is  divided. 
It  is  disposed  to  exhaust  every  pos- 

sible avenue  in  restoring  unity  in 
the  industry.  The  quest,  as  one 

member  put  it,  is  for  a  "sensible 
and  sane  solution  of  our  problems" 
without  a  "prelude  of  fanfare". 
One  attitude  is  that  the  new  lead- 

ership move  grows  out  of  the  St. 
Louis  convention  controversy  be- 

tween Mr.  Miller  and  FCC  Chair- 
man James  Lawrence  Fly.  On  that 

point,  the  board  repeatedly  has 
voted  its  confidence  in  Mr.  Miller 
and  has  opposed  any  knuckling 
down  to  what  have  been  described 

as  "outside  influences". 
But  there  is  another  segment  of 

the  board  which  feels  that  the 
tempo  of  the  times  call  for  altered 
operations,  stripped  to  the  bone 
and  geared  to  meet  wartime  re- 

quirements. This  group  is  repre- 
sented as  feeling  that  changes 

should  be  made,  irrespective  of 
contract  commitments  or  other  con- 

siderations, and  that  the  entire 
industry  should  be  solidified  toward 
the  single  goal  of  unity  in  wartime. 

Following  its  Sept.  24-25  meet- 
ing, the  NAB  board  itself  by  peti- 
tion called  for  a  new  meeting  on 

Oct.  14  in  Chicago.  It  concluded 
that  since  a  number  of  board  mem- 

bers already  had  left  town,  it  could 
not  formally  act  on  reorganization 

NAB  SCHEDULE 

TENTATIVE  schedule  for  1942 
district  meetings  follows: 

1 —  Worcester,  Mass.,  Oct.  19  (Conn., 
Me.,  Mass.,  N.  H.,  R.  I.,  Vt.). 

4—  Pinehurst,  N.  C,  Oct.  23-24  (D.  of  C, 
Md.,  N.  C.  S.  C,  Va.,  W.  Va.). 

5—  Jacksonville.  Fla.,  Oct.  26-27  ;  Atlanta, 
Oct.  28-29  (Ala.,  Fla.,  Ga.,  P.  R.). 

6—  Nashville,  Oct.  30-31  (Ark.,  La., 
Miss.,  Tenn.). 

13 —  Dallas,  Nov.  2-3  (Texas). 
12 — Tulsa  or  Oklahoma  City,  Nov.  4-5 

(Kan.,  Okla.). 14 —  Salt  Lake  City  or  Ogden,  Nov.  9-10 
(Col.,  Idaho,  Utah,  Wyo.,  Mont.,  western 
S.  D.). 16—  Los  Angeles,  Nov.  12-13  (Ariz.,  So. 
Cal..  N.  Mex.). 

15 —  San  Francisco,  Nov.  16-17  (No.  Cal., Nev.,  T.  H.). 
17 —  Portland  or  Seattle,  Nov.  19-20 

(Alaska,  Ore.,  Wash.). 
11 — Minneapolis,  Nov.  24-25  (Minn.,  N. 

D.,  Eastern  S.  D.,  virestern  Wis.,  Ironwood, Mich.). 
10 — Des  Moines,  Nov.  27-28  (Iowa,  Mo., Neb. ) . 
9— Chicago,  Nov.  30-Dec.  1  (111.,  south- ern and  eastern  Wis.). 
8 — Indianapolis,  Dec.  2-3  (Ind.,  Mich., 

except  Ironwood). 
7 —  Columbus,   Dec.   4-5    (Ken.,  Ohio). 
2—  New  York,  Dec.  7-8   (N.  Y.,  N.  J.). 
3—  Philadelphia,  Dec.  9-10  (Del.,  Pa.). 

proposals.  The  majority  sentiment, 
on  test  vote  of  those  present,  indi- 

cated support  for  reorganization 
and  personnel  changes. 

Court  Conflict 
The  meeting  will  be  held  Oct.  13 

instead  of  Oct.  14.  The  Federal  Dis- 
trict Court  in  Chicago  hears  argu- 

ments Monday,  Oct.  12  on  the 
Dept.  of  Justice  plea  for  a  tem- 

porary injunction  against  the 
American  Federation  of  Musicians 

on  the  Petrillo  transcription-record- 
ing ban.  Most  members  of  the  board 

plan  to  be  present.  Rather  than 
have  them  lay  over  for  two  days, 
President  Miller  has  suggested 
that  the  meeting  be  held  on  Tues- 
day. 

Identified  with  the  formation  of 
the  new  ABA,  in  addition  to  Mr. 
Shepard,  as  president  of  the  Yankee 
Network,  are  eight  well-known 
broadcasters,  several  NAB  mem- 

bers. The  founders  are  Walter  J. 

Damm,  WTMJ,  Milwaukee,  for- 
mer NAB  president;  James  D. 

Shouse,  WLW-WSAI,  Cincinnati; 

Eugene  PuUiam,  "WIRE,  Indi- anapolis, president  of  Network 
Affiliates  Inc.;  George  B.  Storer, 
president  of  the  Fort  Industry  Co. 
stations,  and  president  of  National 
Independent  Broadcasters;  Harry 
Bannister,  manager  of  WWJ,  De- 

troit; E.  B.  Craney,  Z-Bar  network 
in  Montana  and  KXL,  Portland; 
0.  L.  (Ted)  Taylor,  president  of 
the  Taylor-Howe-Snowden  stations 
in  Texas,  and  Stanley  Hubbard, 
KSTP,  St.  Paul.  Mr.  Taylor,  an 
NAB  board  member,  resigned  on 
Sept.  24,  because  of  dissatisfaction 
over  its  failure  to  act.  He  is  also 
executive-secretary  of  BVC. 

In  the  announcement  of  forma- 
tion of  ABA,  its  founders  said  a 

paid  president  and  two  other  paid 
executives  would  be  retained,  with 
headquarters  to  be  established  in 
Washington.  No  clue  was  given  as 
to  these  selections.  In  the  past,  and 

since  the  outbreak  of  the  contro- 
versy over  the  NAB  leadership, 

emphasis  has  been  placed  upon  re- 
tention of  a  "practical  broadcaster" 

to  head  the  industry's  trade  as- sociation. 

District  Meetings 

Misgivings  were  expressed  by 
BVC-ABA  spokesmen  over  recon- 

ciliation because  of  the  approval 

by  the  NAB  board  at  its  la^  meet- 
ing of  a  full  slate  of  NAB  district 

meetings  to  be  held  between  Oct.  19 
and  Dec.  10  throughout  the  country. 
President  Miller  plans  to  address 
most,  if  not  all  of  these  meetings, 
and  the  tentative  schedule  calls  for 
addresses  by  representatives  of  the 
various  war  agencies  identified 
with  radio. 

If  any  plans  for  personnel 
changes  are  made  by  the  NAB 
board  at  the  session  next  week,  it 
is  argued,  then  the  entire  district 
meeting  agenda  would  have  to  be 
altered.  It  is  contended  these  dis- 

trict meetings  should  be  postponed 

promptly  to  avoid  difficulties. 
Whether  ABA  will  hold  its  or- 

ganization fire  until  the  next  NAB 
board  meeting  depends  upon  the 
outcome  of  its  meeting  in  New 
York  Thursday.  Paul  D.  P.  Spear- 

man, Washington  attorney  and 
former  FCC  general  counsel,  who 
has  served  as  chairman  of  the  law 
comittee  of  BVC,  was  delegated  to 
draw  up  incorporation  papers  and 

temporary  by-laws. 

Congress  Cigar  Spots 

CONGRESS  CIGAR  Co.,  Newark 
(La  Palina  cigars),  has  placed  a 
varied  schedule  of  quarter-hour 
thrice-weekly  sports  programs  and 
one-minute  transcribed  announce- 

ments 25  to  42  times  a  week  on 
stations  in  the  following  nine  mar- 

kets: Buffalo,  Columbus,  Toledo, 
Detroit,  Fort  Wayne,  Indianapolis, 
Chicago,  Milwaukee  and  St.  Louis. 
Agency  is  Schwimmer  &  Scott  Chi- 
cago. 

YOUNGEST  OPERATOR?  Well, 
not  yet  but  Francis  Jacob  III  has 
an  eye  on  control  room  job  held  by 
daddy,  Francis  Jacob  II,  at  WWL, 
New  Orleans.  The  old  man,  who  is 

just  in  his  thirties,  says  he  didn't have  to  show  the  boy  a  thing. 
"Right  now  he's  ready  to  take 
over,"  he  declares. 
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OWI  Starts  Funneling  Federal  Radio 

Lewis  Sees  Increase  in 

Efficiency  Under 

New  Setup 
REGULATIONS  which  became  ef- 

fective Oct.  1,  requiring  the  chan- 
neling of  all  Government  pro- 

grams through  the  Office  of  War 
Information,  represent  an  import- 

ant step  in  the  coordination  of 
American  radio  with  the  war  effort, 
William  B.  Lewis,  chief  of  the 
Radio  Bui-eau  of  OWI,  told  the 
nation's  broadcasters  last  Friday 
in  a  closed  circuit  talk.  The  15- 
minute  address  was  delivered  twice 
— at  12:45  p.m.  over  NBC  and 
Mutual,  and  again  at  4:15  p.m. 
over  CBS  and  the  BLUE. 

In  his  informal  chat  Mr.  Lewis 
explained  the  whys  and  where- 

fores of  the  detailed  order,  issued 
Sept.  10  by  Elmer  Davis,  OWI  Di- 

rector. He  explained  how  it  would 
affect  each  station. 

War  Demands 

The  regulation  (No.  2),  he  said, 
was  necessitated  because  of  in- 

creased demands  upon  radio  for 
use  of  its  facilities  in  the  war 
effort.  Increased  campaigns,  the 
mounting  number  of  war  messages, 
general  duplication  and  overlap- 

ping demanded  that  something  be 
done,  he  said. 

The  only  answer  was  "some  kind 
of  super  traffic  cop  to  see  that 
available  radio  time  is  used  wisely 
— in  accordance  with  the  relative 
importance  of  different  war  mes- 

sages and  problems — seeking  to 
make  sure  that  none  of  them  re- 

ceive more  or  less  emphasis  than 
they  deserve." 

The  new  regulation  is  in  no  way 

a  new  type  of  "censorship"  putting bars  between  local  broadcasters 
and  patriotic  groups  and  Govern- 

ment agencies,  Mr.  Lewis  asserted. 
The  cordial  relations  that  have  ex- 

isted must  continue  if  the  broad- 
casting industry  is  to  keep  doing 

its  job  for  the  war  effort,  he  as- 
serted. Regulation  No.  2  is  intended 

"solely  to  provide  an  adequate 
balanced  treatment  of  all  war  in- 

formation programs.  It  enables  us 
to  be  sure  that  such  programs  con- 

form with  war  information  policy 
and  are  factually  correct." 

Describing  the  scope  of  the  regu- 
lations, Mr.  Lewis  said  they  break 

down  into  two  main  parts.  The 
first,  national  in  scope,  deals  with 
clearance  by  OWI  of  all  programs, 
either  in  existence  or  proposed,  in- 

cluding scripts,  spot  announce- 
ments, transcriptions  and  other 

radio  material  sent  out  by  the  na- 
tional headquarters  of  Govern- 

ment agencies.  It  also  covers  ideas 
originating  with  field  offices  of  Gov- 

ernment agencies  intended  for  na- 
tional network  programs,  which 

likewise  must  be  cleared  through 
OWI  headquarters. 

The  first  three  sections  of  Regu- 
lation No.  2,  Mr.  Lewis  pointed 

out,  cover  the  broad  national  field 
and  do  not  pertain  to  the  local 

independent  station.  The  effect  on 
the  network  station  will  mean  a 
better  balance  of  war  information 

on  network  programs.  To  non-net- 
work stations,  it  means  a  better 

balance  in  the  war  material 

shipped  direct  from  the  Washing- 
ton headquarters  of  various  Gov- 

ernment agencies. 
Describing  a  Government  agency 

as  any  group  that  takes  its  orders 
from  Washington  and  which  is  di- 

rectly connected  with  Govermnent 
war  work,  Mr.  Lewis  said  it  in- 

cludes the  armed  services  and  all 
the  special  alphabetized  groups 
that  have  been  established  by  Presi- 

dential order,  in  addition  to  the 
regular  old-line  agencies. 

The  term  "Government  agency" 
does  not  include  local  civic  council, 
PTA,  American  Legion,  YMCA,  or 
other  such  groups.  Similarly,  the 
local  and  state  civilian  defense 
councils  are  not  classed  as  a  branch 
of  the  regular  Government  agency 
since  they  are  not  directly  con- 

trolled by  the  Office  of  Civilian  De- 
fense. While  their  program  ac- 
tivities won't  come  under  the  re- 

quirements of  Regulation  No.  2, 
Mr.  Lewis  said  he  presumed  that 
stations  were  giving  them  all  the 
support  they  could. 

Almost  all  Government  agencies 
maintain  field  offices  throughout 
the  country,  and  originate  a  certain 
amount  of  local  radio  activity,  said 
Mr.  Lewis.  Calling  these  offices  im- 

portant, he  said  OWI  did  not  want 
to  see  those  relations  disturbed 
and  desired  to  have  stations  work 
just  as  closely  as  ever  with  all 
Government  field  representatives. 
Under  the  new  procedure,  he 

said,  the  nearest  OWI  field  office 
will  be  consulted  by  local  repre- 

sentatives of  other  Government 
agencies.  He  asked  broadcasters  to 
establish  a  relationship  with  their 
nearest  OWI  man.  In  each  of  the 
12  regional  offices,  he  said,  OWI 
shortly  will  have  a  representative 
who  has  practical  radio  experience. 
He  will  keep  in  constant  touch  with 
all  of  the  wartime  situations  in 
the  area  and  will  receive  regu- 

lar directives  from  Washington  on 

actual  problems  which  the  Govern- 
ment feels  need  the  most  attention 

at  a  given  time. 

Clearing  House 
Alluding  to  confusion  which  has 

existed  over  clearance  of  Govern- 
ment programs,  Mr.  Lewis  as- 
serted that  Regulation  No.  2  means 

that  all  Government  agencies  have 
now  agreed  to  funnel  their  radio 
activities  through  OWI  as  the  cen- 

tral clearing  house.  He  urged 
broadcasters  to  get  together  with 
their  Government  ageney  repre- 

sentatives and  the  OWI  field  men 
for  the  same  sort  of  cooperation. 

The  job  is  not  easy  and  it  hasn't been  perfected,  Mr.  Lewis  said.  He 
"urged  broadcasters  to  furnish  the 
OWI  branch  office  nearest  him  with 
the  answers  to  a  questionnaire 
already  sent  out. 

Shortly  ofter  publication  of 
Regulation  No.  2  last  month,  Mr. 
Lewis  said  the  mistaken  impression 
developed  among  some  local  sta- 

tions that  the  whole  move  was  a 

chance  to  "rid  themselves  of  many 
Government  programs  they  have 

been  carrying  locally."  Others 
dropped  negotiations  with  Govern- 

ment field  men  for  new  programs, 
declaring  they  must  await  further 
clarification  of  the  regulation. 
Moreover,  he  said  his  office  had 
been  swamped  during  the  last  few 
weeks  with  inquiries  from  station 
managers  about  specific  cases  that 
require  individual  interpretations 
of  the  regulation. 

No  Disruption 

"To  all  of  these,  we  want  to  give 
you  one  general  answer  at  this 
time,"  he  said.  "Just  keep  right 
on,  doing  the  same  as  you  have  been 
doing  before.  It  is  not  the  intention 
of  Regulation  No.  2,  for  example,  to 
disrupt  the  650  local  radio  shows 
that  stations,  with  Army  coopera- 

tion, are  now  producing,  and  which 
have  been  accomplishing  obviously 

splendid  results." The  regulation  is  aimed  at  Gov- 
{Continued  on  page  58) 

IMPROVED  QUALITY  of  Government  wartime  messages  on  transcon- 
tinental programs  was  discussed  by  these  Hollywood  network  and  agency 

executives  in  a  series  of  conferences  with  Washington  officials  of  the 
OWI  Sept.  24-25  in  the  former  city.  At  the  open  sessions  Kay  Kyser, 
recently  appointed  consultant  to  radio  division  of  OWI,  criticized  "leading 
geniuses  of  radio"  for  lack  of  complete  cooperation  with  the  war  effort. 
At  the  conference  table  (1  to  r)  are  Don  Belding,  Los  Angeles  vice- 
president  of  Lord  &  Thomas;  Edward  Smalley,  Hollywood  manager  of 
BBDO;  Nat  Wolff,  OWI  deputy  chief  in  charge  of  Hollywood  office; 
Seymour  Morris,  chief  of  allocation  division  of  OWI;  Douglas  Meservey, 
OWI  deputy  chief  of  Washington  bureau,  and  Sidney  N.  Strotz,  western 
division  vice-president  of  NBC.  Sessions  were  held  under  auspices  of  the 
newly-formed  Hollywood  Radio  section  of  the  Advertising  Council  Inc. 

Kay  Kyser  Denies 
Criticizing  Radio 
Informs  Paul  Kesten  that  He 

*Was  Greatly  Misquoted' 
IN  a  telegram  to  Paul  W.  Kesten, 
CBS  Vice  President,  and  General 
Manager  in  New  York,  Kay  Kyser, 
chairman  of  the  Committee  of  25, 

denied  criticisms  of  radio's  war 
effort  attributed  to  him,  and  de- 

clared that  "as  a  whole,  radio  has 
done  one  of  the  best  jobs  of  all 

media." 

Mr.  Kesten  took  exception  to 
press  reports  that  Kyser  had  told 
a  group  of  West  Coast  network 
and  advertising  executives  at  the 

Sept.  24  meeting  that  "the  'guid- 
ing geniuses  of  radio'  are  failing miserably  in  cooperation  in  the 

war  effort." 
Kesten  Wire 

He  wired  the  bandleader-OWI 

consultant  ;^  "Recent  tabulations  in- dicate that  in  a  single  week,  major 

networks  broadcast  54  separate  all- 
war  programs  of  a  serious  sort, 
such  as  The  Twenty-Second  Letter, 
Army  Hour,  Secret  Weapon;  130 

programs  of  war-slanted  entertain- 
ment, 29  programs  of  serious  war 

commentary,  not  counting  straight 
newscasts  or  suberb  handling  of 

war  messages  by  stars  on  commer- 
cial programs. 

"Knowing  your  burning  sincer- 
ity in  the  war  effort,  feel  you 

should  take  immediate  steps  to 
correct  any  impression  that  you 

are  deprecating  others'  good  work." 
Mr.  Kyser's  reply  wired  from 

Hollywood  said,  "I  anticipated 
hearing  from  radio  officials  in  New 
York — and  rightly  so.  I  was 
greatly  misquoted.  Bill  Lewis  (W. 
B.  Lewis,  OWI  Radio  Division 
Chief)  and  all  of  us  were  very 
much  upset  about  it.  Please  ex- 

plain to  everyone  how  sorry  all 
of  us  here  are  about  the  whole 
thing  and  reassure  them  no  one 
knows  better  than  I  and  OWI  that, 
as  a  whole,  radio  has  done  one  of 
the  best  jobs  of  all  media  in  the 

war  effort." 
Earlier  in  the  week,  Mr.  Lewis 

met  the  controversy  aroused  by 

reports  of  Kyser's  speech  with  a 
statement  that  "radio  has  suc- 

ceeded admirably"  in  its  part  of 
the  war  effort.  Referring  to  Wash- 

ington officials'  comment  on  the 
industry  as  "the  most  cooperative 
of  any  medium",  he  also  cited  a recent  report  by  Frank  Stanton, 
OWI  consultant  to  Bureau  of  In- 

telligence. Chart  showed  that  in 
a  cross-section  survey  of  30  sta- 

tions, time  allotted  to  government 
messages  at  current  rate  would 
amount  to  $64,000,000  this  year. 

Columbia  Spots 
COLUMBIA  RECORDING  Corp., 
Bridgeport,  is  sponsoring  a  series 
of  commercial  announcements  for 
its  phonograph  records  on  WABC, 
New  York,  six  times  weekly  at  the 
beginning  and  end  of  the  6:45-7 p.m.  The  World  Today  program, 
also  heard  on  CBS.  Agency  is  Ben- 

ton &  Bowles,  New  York. 
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Where  do  they 

eat  the 

CANDY  BARS 

in  Chicago? 

T. HOSE  of  us  who  have  clean  cuffs  may  occasionally  buy  a 

candy  bar,  and  even  munch  it  publicly.  But  out  in  the  mills  and 

factories  and  shops  of  the  "Calumet  Corner",  Joe  W.  Citizen  aver- 
ages about  two  candy  bars  every  day,  just  as  an  extra  dividend 

between  meals! 

Whatever  you  make  or  sell,  Joe  is  your  one  best  prospect  for 

business.  He  is  America's  new  wealthy.  He  makes  considerably 
more  dough  than  most  "white  collar  men",  and  has  lots  more  left 
over  at  the  end  of  the  month.  And  he  spends  more  time  at  the 
radio  than  at  dinner  parties. 

Joe  W.  Citizen  is  the  man  we're  after,  here  at  WJWC.  Our  trans- 
mitter is  located  practically  in  his  backyard,  out  in  Hammond 

(the  hub  of  Chicago's  massive  industrial  area) .  WJWC  is  beamed 
to  his  mind  as  well  as  to  the  neighborhood  in  which  he  lives.  We 

talk  his  language,  even  to  the  extent  of  the  "local  gossip"  out  in 

the  Nation's  greatest  heavy  industrial  center. 

Let  us  send  you  all  the  facts  about  WJWC — ^the  new  Chicago 

radio  operation  that  is  making  history  in  the  heart  of  one  of  the 

world's  greatest  working-man  sections.  Get  the  facts — ^that's  all 
we  ask ! 

HAMMOND-CHICAGO 

Supercharged  Coverage  of  Chicago's  New  Wealth — the  Working  People! 
General  Offices:  165  N.  Michigan  Avenue,  Chicago 

John  W.  Clarke,  President  -:-  William  R.  Cline,  Manager 

M  FREE  &  PETERS,  INC., 

Exclusive  National  Representatives 
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How  to  Wage  War  on  the  Shortwave  Front 

Europeans  Deeply 

Moved  by  JJ.  S. 

Programs 
By  MARTIN  CODEL 

LONDON — America's  radio  voice, 
though  still  technically  feeble  and 
uncertain  of  reception  on  this  side 
of  the  Atlantic,  carries  more  weight 
and  conviction  with  the  people  of 
conquered  Europe  who  risk  their 
lives  to  listen  than  that  of  any 
other  country,  Britain  included. 

Both  certainly  are  more  eagerly 
heeded  than  that  of  the  Nazis  de- 

spite the  ability  of  Herr  Goeb- 
bel's  radio  minions  to  outshout  and 
frequently  jam  them  by  reason  of 
the  invader's  control  of  nearly  all radio  facilities  on  the  Continent. 

Lacks  Planning 

But  the  trouble  with  our  Amer- 
ican radio  effort,  which  like  that 

of  the  British  is  quite  properly 
based  on  absolute  integrity  of  the 
news,  good  or  bad,  is  that  it  lacks 
planning  and  as  yet  is  not  ade- 

quately coordinated  with  the  well- 
geared  radio  machinery  our  Brit- 

ish allies  are  operating  as  a  recog- 
nizedly  vital  weapon  of  psychologi- 

cal warfare. 
That  machinery  is  available  for 

America's  voice,  too,  but  our  of- ficialdom seems  to  be  in  a  state 
of  confusion  about  its  technical 
features,  let  alone  uncertainty 
about  our  own  shortwave  setup. 
From  firsthand  observation  of 

BBC's  European  service  the  con- 
clusions are  inescapable  that: 

1.  Our  shortwave  broadcasts 
beamed  to  Europe  thus  far  have 
been  reasonably  good  in  content 
but  helterskelter  in  their  aim  at 
the  target,  missing  it  more  often 
than  not. 

2.  Our  OWI,  with  its  plenitude 
of  brains  for  planning  the  strategy 
of  psychological  warfare,  needs 
someone  like  Tam  Craven,  who 
thoroughly  knows  the  technical 
side  of  international  radio  and  at 
the  same  time  is  fully  appreciative 
of  its  political  ramifications,  to  as- 

sist Elmer  Davis  and  Robert  E. 
Sherwood  in  coordinating  the 
planning  and  directives  (now  cen- 

tered in  Washington)  with  opera- 
tions (now  handled  in  New  York) 

and  linking  our  radio  efforts  with 
the  British. 

3.  The  sooner  the  Craven-Sher- 
wood-Francisco project  for  more 

high  power  shortwave  transmit- 
ters is  put  into  effect,  the  better 

we  can  do  our  part  in  preparing 
submerged  peoples  of  Europe  for 
eventual  invasion  by  United  Na- 

tions forces  and  their  liberation. 
However,  all  planning  must  con- 

sider more  effective  and  immedi- 
ate use  of  the  battery  of  short- 

wave transmitters  we  already 
have.  They  must  be  linked  into 
one  or  two  great  networks,  broad- 

casting one  or  two  programs  sim- 
ultaneously in  many  languages  on 

a  multiplicity  of  wavelengths  to 
insure  reasonable  regularity  of  re- 

ception and  greater  certainty  of 
listenership. 

Our  shortwavers  should  not  be 
individually  autonomous,  as  now. 
It  matters  little  whether  what  they 
put  out  is  pi'epared  by  the  Govern- 

ment or  by  one  big  private  pro- 
gram agency  so  long  as  there  is 

centralized  direction  under  a  spe- 
cific policy. 

Time  Is  Vital 

Whatever  is  broadcast  from 
America  is  regarded  as  official — 
the  voice  indeed  of  the  American 
Government. 

That's  so  now,  and  it  will  al- 
ways be  so  whether  the  station 

heard  by  clandestine  listeners  car- 
ries call  letters  of  New  York  or 

Schenectady  or  Boston  or  Cincin- 
nati. 
A  private  versus  public  own- 

ership of  our  shortwave  system 
isn't  the  problem  any  more.  Get- 

ting our  American  news  commen- 
taries and  messages  over  to  peo- 

ples of  Europe  is  the  big  prob- 
lem and,  once  the  plan  is  laid  down, 

it  must  have  the  wholehearted  sup- 
port of  all  licensees. 

Time  is  of  the  essence.  We  have 
talent,  both  at  OWI  and  at  the 
privately  licensed  stations,  and  the 
British  have  machinery  into  which 
we  can  immediately  tie. 

This  is  not  to  say  that  steps 
have  not  already  been  taken  to  do 
the  job,  but  lack  of  centralized 
planning  and  operation  are  glaring 
as  seen  from  this  vintage  point. 
As  things  stand  now,  more  than 
a  dozen  American  transmitters  are 
sending  out  their  own  programs 

more  or  less  independent  of  one  an- 
other. 

Some  of  the  programs  are  well 
conceived  for  reception  at  the  right 
hours  by  the  right  language 
groups;  many  more  are  mere  shots 
in  the  dark,  and  a  few  have  been 
downright  stupid  in  execution.  It 
is  far  more  important  that  one 
or  two  programs  shall  be  heard 
at  the  right  times  by  the  right 
people  on  a  choice  of  many  wave- 

lengths than  that  individual  sta- 
tions shall  satisfy  themselves — 

often  only  themselves — that  they've 
broadcast  a  particular  hot  fea- 
ture. 

It  is  recognized  in  highest  cir- 
cles here  that  America's  voice  giv- 
ing the  news  and  its  interpreta- 

tions, especially  of  American  war 
efforts — ^whether  heard  in  English, 
French,  German,  or  other  Euro- 

pean languages — packs  the  biggest 

punch. Nazis  Worried 

Otherwise  why  should  Nazi  ra- 
diocasters  spend  so  much  time  and 
be  so  vehement  in  replying  to  and 
attacking  such  able  American 
shortwave  commentators  as  the 

Christian  Science  Monitor's  Vol- 
ney  Hurd,  who  on  WRUL  is  one 
of  the  most  clearly  heard  voices 
in  Central  Europe? 

The  basic  reason  why  Ameri- 
ca's voice  is  so  important  is  sim- 
ple to  discern.  Many  conquered 

Europeans,  even  some  of  those 
hopeful  of  Allied  victory,  who  wave 
their  hands  in  welcome  at  RAF- 
Yankee  invasion  planes,  dislike  and 
distrust  the  British.  Though  Brit- 

ish broadcasts  are  utterly  honest, 
they  place  more  credence  on  what 

IT  MUST  BE  AMUSING  to  judge  by  the  expressions  on  faces  of  repre- 
sentatives of  General  Mills,  Inc.,  and  WJZ,  New  York,  who  met  to  dis- 

cuss promotion  of  Jack  Armstrong  Ail-American  Boy,  aired  for  Wheaties 
on  91  BLUE  stations.  Looking  at  a  promotion  piece  are,  standing  (1  to  r_)  : 
T.  B.  Ellsworth,  in  charge  of  WJZ  sales  promotion;  John  F.  Semachio, 
General  Mills  supervisor  for  Bronx-Manhattan,  and  Joseph  Seiferth, 
WJZ  promotion.  At  the  table  are  Kenneth  Johnson,  General  Mills,  New 
Jersey;  John  H.  McNeil,  manager  of  WJZ;  Howard  G.  Haver,  General 
Mills  assistant  sales  manager,  and  George  Simon,  General  Mills,  Brooklyn. 

America  says  and  are  deeply  im- 
pressed and  encouraged  when  they 

hear  firsthand  reports  direct  from 
us  about  our  ship-plane-tank  out- 

put or  even  our  remarkable  speed 
in  completing  the  Alaskan  High- 

way. Americans  are  still  wonder 

workers  to  them.  And  they  don't 
dislike  us,  knowing  in  their  hearts 
our  participation  in  this  war  has 
no  motive  other  than  to  break  the 
yoke  of  Nazi  domination. 

Therefore  we  must  pump  our 
language  broadcasts  into  Europe 
on  as  many  wavelengths  as  pos- 

sible. We  know  from  the  vast  ex- 
perience of  the  British,  if  not  our 

own,  that  they  can  be  heard,  just 
as  BBC  European  service  broad- 

casts are  heard,  regularly  and 

clearly,  by  people  willing  to  risk 
their  necks  to  hear  them. 

But  our  shortwave  system  is 

only  part  of  the  machinery  avail- 
able for  the  job.  BBC's  European 

service  operates  not  only  on  mul- 
tiple shortwaves  but  also  simultan- 

eously on  one  longwave  and  on  a 
substantial  group  of  medium 
waves,  most  of  which  they  know 
through  trial  and  error  can  be 
heard  in  Continental  Europe  de- 

spite some  success  the  Germans 
are  achieving  in  jamming  medium 
waves.  So  important  is  this  serv- 

ice regarded  here  that  domestic 
broadcasting  often  is  sacrificed  for 
European. 

Two  Hookups 

For  example,  every  evening  at 
6:30,  one  of  the  best  times  of 
the  day  for  home  audience,  listen- 

ers to  BBC's  so-called  Home  Serv- 
ice, which  itself  uses  three  stan- 

dard waves  and  one  shortwave, 
must  hear  news  in  Norwegian. 
Now  there  are  not  many  more  home 
listeners  here  than  in  America 
who  understand  Norwegian,  but 
the  wavelengths  happen  to  be  best 
suited  at  that  particular  time  for 
listening  in  Norway  so  the  home 
audience  is  sacrificed  as  a  war 

expedient. BBC  European  service  consists 
of  two  networks  called  Blue  and 
Yellow,  each  utilizing  a  given 

group  of  long,  standard  and  short- waves.  Together,  according  to 
times  best  suited  for  the  partic- 

ular language  group  listening,  they 
broadcast  32  hours  per  day  in  24 
different  languages.  In  the  wee 
hours  of  the  morning  they  end 
their  broadcast  day  by  repeat- 

ing news  in  Morse  code  slowly 
enough  so  the  greenest  amateur 
can  take  it  down.  The  underground 
movement  and  its  outlaw  newspa- 

pers, I'm  told,  depend  very  largely 
on  these  Morse  transmissions — and 
Morse  is  very  hard  to  jam. 

Then  the  broadcast  day  begins 
again  at  dawn,  with  bulletins  up 
to  8  a.m.,  so  peasants  and  factory 
workers  can  get  the  fresh  news. 
OWI  uses  this  system  for  two 

broadcasts  in  German  and  French 

(Continued  on  page  i6) 

Page  12  •  October  5,  1942 BROADCASTING  •  Broadcast  Advertising 



CO
 

in  the 

Nashville  sector 

5000 

WATTS 

#  Here's  the  spot  for  a  Sales  Offensive.  Tennessee's 

cash  farm  income  is  up  4.2%  over  1941,  and  Nash- 

ville is  the  heart  of  Tennessee's  richest  farming 

area.  Manufacturing,  led  by  war  industries,  is  setting  new  all-time  highs.  Business  is  on  a 

general  boom. 

Ready  to  deliver  your  advertising  message  to  this  rich  market  is  WSIX,  now  5,000  watts 

(day  and  night)  on  980  kilocycles.  Here's  a  powerful  sales  force  at  your  command,  covering 

a  market  of  over  1,250,000  people  within  this  station's  0.1 -mv  contour.  For  availabilities, 

write  or  wire  this  station  or 

SPOT  SALES,  INC.,  National  Representatives 

If 

980 

KILOCYCLES 

NASHVILLE,  TENN. 
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Rigid  Inventory  Requirements  ^'^ZI9,^^J^}'^^^,^^  I  n^m  A.iurk.^.3i.  I 
O  J      ̂ rT^Ti  .o.    1  PRAISED  BY  PRICE  I  1 

Imposed  by  iNew  WFB  Order 

Maintenance  and  Repair  Parts  Are  Covered 

Action;  Transmitter  Tubes  Are  Restricted 

m 

RIGID  invantory  requirements  will 
be  in  effect  for  all  radio  stations 
as  a  result  of  P-133,  covering  main- 

tenance and  repair  parts  for  com- 
munications including  radio  com- 
munication, sound  recording  and 

radio  direction  finding,  scheduled 
to  be  issued  Monday  by  the  War 
Production  Board.  The  new  order 
will  replace  P-129  which  expired 
Sept.  30  and  provides  an  A-l-j 
rating  to  obtain  equipment  instead 
of  the  former  A-3  based  upon 
dollar  volume  inventory  restric- 
tions. 

Transmitter  tube  purchases  are 
sharply  restricted.  No  station  may 
obtain  priority  for  a  needed  tube  of 
25  watts  or  more  unless  the  tube 
is  returned  to  the  manufacturer; 
this  is  not  in  effect  where  the  tube 
is  to  be  repaired.  Nor  may  a  sta- 

tion employ  its  priority  rating  to 
replace  in  inventory  more  than 
one  spare  tube  for  each  active  tube 
socket. 

This  measure  is  intended  to  as- 
sure uniform  maintenance  of  all 

stations  instead  of  allowing  a  few 
stations  to  pile  up  tubes  in  antici- 

pation of  use  while  others  are  un- 
able to  be  sure  of  continued  opera- 

tion. 
Spart  Parts 

Another  restriction  on  inventory 
and  use  provides  that  a  rating  may 
not  be  used  to  replace  spare  parts 
in  inventory  except  in  such  cases 
as  equipment  already  exhausted  or 
deteriorated,  or  subject  to  frequent 
failure;  or  in  such  cases  where  the 
existing  replacement  part  is  so 
"unique"  as  to  represent  a  threat 
to  continued  operation  in  case  of 
failure. 

Furthermore  the  rating  obtain- 

able under  the  order  cannot  be  used 

to  increase  a  station's  repair  parts 
inventory,  other  than  tubes,  above 
value  of  the  inventory  on  Friday, 
when  the  order  took  effect.  No 

rating  is  possible  to  replace  in  in- 
ventory a  new  part  when  repair 

is  possible  with  use  of  less  raw  ma- 
terial. Another  important  regula- 

tion involves  the  fact  that  equip- 
ment which  has  failed  must  have 

been  operated  within  the  specifica- 
tion established  by  the  manufact- urer. 

Through  the  order,  a  radio  sta- 
tion may  obtain  the  needed  rating 

which  is  in  turn  applied  by  any 
supplier  in  meeting  the  order.  This 
enables  suppliers  to  obtain  needed 
rated  materials  which  will  be  used 
in  the  production  of  equipment  for 
operating  supplies. 

Processing  of  priority  requests 
will  be  speeded  up  in  the  future 
since  responsibility  is  now  in  the 
hands  of  industry  branches  as  a 
result  of  a  directive  last  week  by 
J.  A.  Krug,  deputy  director  general 
for  priorities  control.  The  directive 
reorganized  Mr.  Krug's  bureau 
eliminating  the  specialist  attached 
to  the  priorities  control  bureau ;  in- 

stead each  industry  branch  will 
designate  one  of  its  own  staff  as  a 
priority  officer. 

PRAISED  BY  PRICE 

TRIBUTE  to  the  nation's  press 
and  radio  for  maintaining  silence 
over  a  two-week  period  on  Presi- 

dent Roosevelt's  transcontinental 
trip  was  expressed  last  Thursday 
by  Byron  Price,  Director  of  Cen- sorship. He  said  in  part: 

For  two  solid  weeks  every  newspa- 
per, every  radio  station  and  every 

periodical  in  the  United  States  kept  a 
secret  the  news  of  the  President's  trip 
across  the  country  and  back  inspect- 

ing war  plants  and  camps  first  hand. 
Most  of  them  knew  about  the  trip 

which  would  ordinarily  be  big  news 
as  soon  as  it  happened.  But  the  only 
consideration  in  all  their  minds  was 
the  safety  of  the  Commander-in-Chief 
in  wartime  so  far  as  they  could  con- 

tribute to  it— a  consideration  which 
was  called  to  their  attention  by  the 
voluntary  radio  and  press  code. 

The  American  press  and  broadcast- ers have  never  before  made  such  a 
sacrifice  of  regular  operations.  Their 
act  provides  striking  proof  of  the 
workability  of  voluntary  censorship 
which  must  rest  on  the  patriotism  of 
press  and  broadcasting  agencies. 

Col.  Mitchell  Transferred 

LT.  COL.  CURTIS  MITCHELL, 
former  editor  in  chief  of  Movie  & 
Radio  Guide,  last  Friday  was 
named  chief  of  the  Still  Picture 
Section  of  the  Pictorial  Branch, 
Army  Bureau  of  Public  Relations. 
He  has  served  for  the  last  year 
and  a  half  as  chief  of  the  Intelli- 

gence &  Analysis  Branch  of  Pub- lic Relations,  but  temporarily  had 
been  detached  for  special  duty  in 
connection  with  Army  Emergency 
Relief.  Both  Army  and  Navy  re- 

lief operations  have  been  shut 
down  temporarily,  because  inade- 

quate funds  are  in  hand. 

Meiford  Runyon^  CBS  Vice-President 

Resigns  to  Accept  Commission  in  Navy 

LT.  COM.  RUNYON 

THE  FOURTH  corporate  officer  to 
enter  the  armed  services,  MefFord 
R.  Runyon,  vice-president  and  di- 

rector of  CBS,  resigned  last  week 
following  his  swearing  in  as  a 
lieutenant-commander  in  the  United 
States  Naval  Reserve. 
Com.  Runyon  leaves  for  active 

service  this  week  and  expects  to  be 
assigned  to  some  branch  of  com- 
muncations,  headquartering  in 
Washington.  He  has  been  ordered 
to  Noroton  Naval  Training  School 
for  his  indoctrination  course. 

Com.  Runyon  follows  into  the 
service  Lt.  Com.  Harry  C.  Butcher, 
former  Washington  vice-president 
of  CBS,  who  initially  was  as- 

signed as  administrative  officer 
in  the  office  of  the  Director  of  Naval 
Communications,  but  who  subse- 

quently was  transferred  to  London 
as  personal  aide  to  Lt  Gen.  Dwight 
Eisenhower,  commanding  general 
of  U.  S.  armed  forces  in  Europe. 
Com.  Runyon's  precise  duties 

have  not  been  announced,  but  it  is 
expected  he  will  be  assigned  to  the 
post  vacated  by  Com.  Butcher. 

A  vice-president  of  CBS  for  the 
past  six  years  and  a  director  since 
1937,  Comdr.  Runyon  joined  CBS 
in  1931.  He  had  been  a  member  of 
the  accounting  department  of 
Price,  Waterhouse  &  Co.,  public  ac- 

countants, before  joining  CBS.  His 

promotion  was  rapid,  beginning  in 
the  fiscal  department.  At  the  time 
of  his  resignation  he  was  vice- 
president  in  charge  of  station  oper- 

ations. His  duties  will  be  divided 
among  Herbert  V.  Akerberg,  vice- 
president  in  charge  of  station  re- 

lations; Dr.  Frank  N.  Stanton, 
newly  elected  vice-president  and 
formerly  the  network's  research director,  and  Joseph  H.  Ream, 
CBS  secretary  and  its  former  chief 
counsel.  Mr.  Ream  will  assume 
the  station  relations  functions  and 
Dr.  Stanton  those  covering  M&D 
stations. 

Other  CBS  vice-presidents  now 
in  service,  aside  from  Com. 
Butcher  and  Runyon,  are  Lawrence 
W.  Lowman,  former  operations 
head,  now  an  Army  major  assigned 
to  the  Office  of  Strategic  Services, 
and  William  B.  Lewis,  former  vice- 
president  in  charge  of  broadcasts, 
serving  as  chief  of  the  Radio  Bu- 

reau of  OWI.  Some  400  CBS  em- 
ployes have  entered  the  service, 

either  through  voluntary  enlistment 
or  in  civilian  Government  work. 
Com.  Runyon  served  overseas 

as  a  sergeant,  first  class,  in  the 
Army  during  World  War  I.  He  is 
a  graduate  of  Rutgers,  Phi  Beta 
Kappa.  He  expects  to  take  up  resi- 

dence with  his  wife  and  two  boys 
at  Belle  Haven,  Alexandria,  Va. 

Fr.  Burk 

FOLLOWING  a  protracted  illness, 
Rev. Wallace  A.  Burk,  S.  J.,  former 
faculty   director   of  WWL,  New 
Orleans,  and  of  WEW,  St.  Louis, 
Jesuit-operated  stations,  died  Sept. 
18  in  New  Orleans.  The  priest, 

well   known  in 
broadcasting  cir- 

cles, had  left  St. 
Louis   last  June 

to  become  assist- 
ant pastor  of  the 

A  Sacred  Heart 

J^^^k    P3,rish  at  Augus- 
ta,  Ga. 

^^■Q^H  Father  Burk 
was  61.  He  had 
served  as  faculty 
director  of 

WEW,  St.  Louis  University  sta- 
tion, for  three  years,  though  regu- 
larly assigned  to  the  New  Orleans 

diocese.  Prior  to  that,  he  was  fac- 
ulty director  of  WWL,  operated  by 

Loyola  University. 
Father  Burk  had  undergone 

several  operations  and  recently  had 
his  left  leg  amputated  below  the 
knee.  Pneumonia  set  in,  from  which 
he  did  not  recover.  He  was  born  in 
Canton  Miss.,  in  1881  and  entered 
the  Jesuit  order  in  1900  at  Macon, 
Ga.  He  studied  philosophy  at  St. 
Louis  U.  1905  and  was  ordained  in 
1915  in  Ireland.  Father.  Burk 
studied  theology  in  Europe  and 
returned  to  New  Orleans  as  teacher 
of  history  and  French.  He  was  in- 

strumental in  organizing  WWL  in 
1922. 

GROVE  SPOTS  TIED 

TO  CARDS'  PENNANT 
SPEED  and  flexibility  of  radio  was 
demonstrated  last  week  by  Grove 
Labs,  St.  Louis,  through  the  agen- 

cy, Russel  M.  Seeds  Co.,  Chicago. 
When  the  St.  Louis  Cards  who 
have  been  taking  Groves  Daily 
Vitamins  since  early  spring  train- 

ing clinched  the  National  League 
pennant  in  a  whirlwind  finish, 
Grove  immediately  started  most  of 
its  spot  schedules  a  week  earlier 
than  the  Oct  5  starting  date.  With- 

in a  few  hours  they  had  testimonial 
copy  on  the  station. Last  week  the  testimonial  copy 
was  incorporated  in  a  total  of  700 
announcements  and  programs  as 
well  as  on  early  morning  week-day 
Reveille  Roundup  sponsored  by  the 
company  on  90  NBC  stations.  On 
Oct.  5  Grove  starts  a  new  five- 
minute  transcribed  program.  Songs 
of  the  Allies  on  30  stations  two  to 
six  times  a  week  in  a  dramatic  tri- 

bute to  the  Allied  Nations.  Songs 
of  33  countries  are  sung  by  a 
mixed  choral  group  of  six  voices, 
featuring  Ray  Charles,  soloist. 
Placement  of  these  programs  will 
bring  the  total  number  of  stations 

carrying  Grove's  schedule  of  news- 
casts, programs  and  announce- ments for  Bromo  Quinine  and 

Daily  Vitamins  to  over  100. 

Harvester  Drive 
INTERNATIONAL  Harvester  Co., 
Chicago,  engaged  almost  entirely  in 
war  production,  is  breaking  with  a 
short  but  extensive  institutional 
spot  announcement  campaign.  Long 
absent  from  radio,  company  is 

placing  a  total  of  26  one-minute live  announcements  on  over  100 
stations  starting  Oct.  5.  Agency  is 
Aubrey,  Moore  &  Wallace,  Chicago. 
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DOLLARS... ^Ai^^e^^,^  BONDS... ^^«^s«s«^/ 

American  patriots  shell-out  for  shells . . . 
repeat  and  repeat  again.  Dollars  and 

dimes  for  bonds  and  stamps  in  a  boil- 

ing, rushing  torrent.  But  it  isn't  enough. 

It's  never  enough.  Insatiable  Mars  calls 
for  more,  and  still  more,  and  more  on 

top  of  that. 

What  price  victory?  No  lover  of  free- 
dom questions  the  cost.  But  the  tempo 

of  bond-buying  must  be  stepped-up  un- 
til it  reaches  a  sustained  hum,  like  a 

dynamo. 
Westinghouse  Radio  Stations  have 

thrown  the  full  weight  of  their  sales- 

power  behind  the  bond  drive.  Not 

merely  a  routine  mention  over  the  air, 

but  a  driving,  continuing,  two-fisted 
campaign  to  sell  bonds.  Not  merely 

pledges  to  buy,  but  cash  on  the  line. 

WOWO  in  Fort  Wayne,  KDKA  in 

Pittsburgh,  WBZ  in  Boston,  and  KYW 

in  Philadelphia,  each  in  its  own  way, 

have  carried  the  bond  campaign  to  the 

people,  in  personal  contact.  Through 
sidewalk  booths.  Through  entertainment 

caravans  which  canvass  the  widespread 

territories  served  by  Westinghouse  sta- 

tions. Through  planned  bond-rallies  in 

cooperation  with  local  banks.  The  re- 
sults have  exceeded  our  hopes,  thanks 

to  the  responsiveness  of  an  aroused 

public. 
Westinghouse  has  a  profound  convic- 

tion that  time  is  short . . .  that  it's  dollars 
now  or  defeat  later.  We  are  determined 

to  help  wherever  we  can  in  the  only 

thing  that  matters  today,  the  winning 

of  the  war. 

WESTINGHOUSE  RADIO  STATIONS  Inc 

WOWO   •   WGL   •   WBZ   •   WBZA   •    KYW  •  KDKA 



Telford  Taylor  Leaves  FCC 

To  Acce;pt  Majority  in  Army 

Denny  Acting  G.  C.;  Hilmer  to  BEW;  Rosel  Hyde 

Acting  Successor;  Ralph  L.  Walker  in  Army 

APPOINTMENT  of  FCC  General 
Counsel  Telford  Taylor  to  the 
Army,  with  rank  of  major,  was  an- 

nounced last  week,  along  with  sev- 
eral other  important  shifts  in  top 

legal  personnel  of  the  FCC. 
Maj.  Taylor  was  sworn  in  last 

Thursday  and  was  ordered  to  re- 
port for  duty  Oct.  5  at  War  Dept. 

headquarters.  His  precise  assign- 
ment was  not  disclosed.  Charles 

R.  Denny  Jr.,  senior  assistant  gen- 
eral counsel  in  charge  of  litigation 

and  administration,  was  named 
acting  general  counsel. 

Simultaneously,  other  important 
changes  in  the  Broadcast  Section 
of  the  Law  Dept.  were  effected,  in- 

cluding the  transfer  of  Assistant 
General  Counsel  Lucien  A.  Hilmer 
to  the  Board  of  Economic  Warfare 
and  appointment  of  Rosel  H.  Hyde, 
veteran  FCC  attorney,  as  acting 
assistant  general  counsel.  Ralph  L. 
Walker,  veteran  principal  attorney 
was  called  to  active  Army  duty  as 
a  Major  in  Signal  Corps  communi- 
cations. 

Quick  Action 

The  FCC  is  expected  to  act  short- 
ly— possibly  this  week — on  the  va- 

cancies. Mr.  Denny's  promotion  to 
the  general  counselship  is  predict- 

ed. He  has  served  as  principal  as- 
sistant to  Mr.  Taylor  since  his  ap- 

pointment, and  has  been  in  charge 
of  litigation.  Mr.  Hyde's  promotion 
as  assistant  general  counsel,  suc- 

ceeding Mr.  Hilmer,  likewise  is 
expected  as  a  logical  promotion. 

Mr.  Walker,  principal  attorney 
and  one  of  the  oldest  men  on  the 

Maj.  Walker         Mr.  Hilmer 

FCC  legal  staff  in  point  of  serv- 
ice, last  Tuesday  was  given  leave 

for  the  duration,  having  been  called 
for  active  duty  in  the  Army  as  a 
major.  A  National  Guard  officer, 
Maj.  Walker  had  been  retired  sev- 

eral years  ago  for  physical  rea- 
sons. These,  however,  were  waived 

with  his  recall.  He  is  assigned  for 
the  present  at  Army  headquarters 
in  the  War  Department. 

Maj.  Taylor  joined  the  FCC  in 
May,  1940,  as  successor  to  Wil- 

liam J.  Dempsey,  who  with  his 
chief  assistant,  William  C.  Koplo- 
vitz,  resigned  to  enter  private  law 
practice.  Then  32,  Maj.  Taylor  first 
joined  the  FCC  May  6  as  special 
counsel  but  became  general  counsel 

promptly  upon  Mr.  Dempsey's  re- 
tirement. He  had  seven  years  of 

MAJ.  TAYLOR 

varied  experience  in  three  Gov- 
ernment departments  and  as  as- 

sociate counsel  of  the  Senate  Inter- 
state Commerce  Committee's  rail- 
road finance  investigation  before 

joining  the  FCC. 
The  new  acting  assistant  general 

counsel,  Mr.  Denny,  joined  the 
Commission  last  Feb.  22,  succeed- 

ing Thomas  E.  Harris.  He  came 
from  the  Dept.  of  Justice,  where 
he  was  appellate  section  chief  of 
the  Lands  Division.  Mr.  Denny,  30, 
is  a  native  of  Baltimore  who  at- 

tended Washington  public  schools. 
He  was  a  1933  graduate  of  Am- 

herst and  a  1936  graduate  of  Har- 
vard Law  School.  From  1936  to 

1938  he  was  with  the  Washington 
law  firm  of  Covington,  Burling, 
Rublee,  Acheson  &  Shorb. 

Another  name  mentioned  for  the 
general  counselship  is  that  of  John 
Farnham,  of  St.  Paul,  who  has 
served  intermittently  during  the 
last  six  months  as  FCC  special 
counsel  in  broadcast  investigatory 
work.  He  is  a  close  friend  and  for- 

mer associate  of  Chairman  James 
Lawrence  Fly. 

Hilmer  Asked  Shift 

Mr.  Hilmer,  assistant  general 
counsel  since  May  21,  1941,  and 
an  FCC  attorney  since  July,  1940, 
was  transferred,  at  his  own  re- 

quest, to  BEW  as  assistant  to 
Max  Lowenthal,  division  chief  of 
the  Branch  of  Blockade  and  Sup- 

ply. The  work  has  to  do  with  reoc- 
cupation. 

Mr.  Hyde,  principal  attorney  of 
the  Commission  and  one  of  the  top 
members  of  the  law  department, 
served  with  the  former  Radio  Com- 

mission, first  as  chief  of  its  Docket 
Section  and  then  as  an  examiner 
and  attorney.  He  is  a  native  of 
Idaho. 

Mr.  Hilmer  was  named  chief  of 

JSEW  TRAISSMITTER 

YIELDED  BY  WINS 

RIGHTS  to  the  50,000-watt  trans- 
mitter, held  by  WINS,  New  York, 

pending  FCC  approval,  have  been 
relinquished  by  the  station  and 
all  parts  will  be  dismantled  and 
turned  over  to  the  Government  for 
disposal.  The  action  was  taken  by 
the  board  of  directors  of  Hearst 
Radio,  owner  of  WINS,  after  learn- 

ing of  the  WPB's  need  for  trans- 

inittGi*s The  release  by  WINS  of  its  50,- 
000-watt  Westinghouse  transmitter 
does  not  affect  the  construction 
permit  of  the  station  to  operate 
fulltime  on  clear  channel,  and  the 
station  has  already  secured  a  new 
10,000-watt  transmitter  which  will 
be  installed  as  quickly  as  possible 
at  its  headquarters  in  Lynhurst, 
New  Jersey. 
According  to  Cecil  Hackett, 

WINS  managing  director,  "The disappointment  of  myself  and  staff 
after  two  years  of  looking  forward 
to  50,000  watt  operation  is,  of 
course,  most  keenly  felt  by  us  all. 
However,  cooperation  with  the  Gov- ernment in  the  furtherance  of  the 
war  effort  is  of  prime  importance, 
and  all  personal  feelings  and  ambi- 

tions must  of  necessity  be  relegated 

to  the  background." 

General  Cigar  Show 
GENERAL  CIGAR  Co.,  New  York, 
has  launched  a  campaign  for  Van 
Dyck  cigars,  using  The  Answer 
Man,  as  a  live  show  on  WGN,  Chi- 

cago, and  transcriptions  of  the  pro- 
gram on  KOA  WHO  WDAF 

KSTP  WOW  KSD  KTUL  KSH,  on 
a  twice-weekly  basis.  Federal  Adv., 
New  York,  handles  the  account. 

WARM  to  Join  Blue 

WARM,  Scranton,  on  Nov.  1  joins 
the  BLUE  as  a  Basic  Supplemen- 

tary station,  bringing  the  BLUE's total  affiliates  to  139.  Owned  by 
the  Union  Broadcasting  Co., 
WARM  operates  on  1400  kc,  250 
watts  fulltime.  Evening  rate  is  $80. 

Davis  To  WPB 
DONALD  D.  DAVIS,  president  of 
General  Mills  Co.,  Minneapolis,  was 
anpointed  last  Tuesday  director  of 
the  newly  created  program  coor- dination division  of  the  War 
Production  Board.  Mr.  Davis  will 
be  responsible  for  all  program 
recommendations  by  the  division. 

the  Broadcast  Section  of  the  law 

department  under  Assistant  Gen- 
eral Counsel  George  B.  Porter, 

when  he  joined  the  FCC  in  1940. 
Upon  Mr  Porter's  resignation  the 
following  May,  Mr.  Hilmer  was 
named  his  successor.  Both  Mr. 
Hyde  and  Maj.  Walker  have 
worked  under  Mr.  Hilmer.  He 
came  to  the  Commission  from  the 
Senate  Committee  on  Interstate 

Commerce,  having  served  as  assis- 
tant counsel  under  Mr.  Lowenthal 

in  the  railroad  finance  investiga- tion. 

Maj.  Walker  has  been  with  the 
FCC  since  its  creation  and  was  one 
of  the  first  attorneys  on  the  old 
Radio  Commission,  having  joined 
in  1928,  a  year  after  it  began 
operation. 

Carl  Myers  Given 

Naval  Commission 

WGN  Chief  Engineer  to  Be 
Succeeded  by  George  Lang 

CARL  J.  MYERS,  chief  engineer 
of  WGN,  Chicago,  for  17  years 
and  one  of  the  nation's  best  known 
radio  enginers,  has  been  commis- 

sioned a  lieutenant  commander  in 
the  Navy  and  will  be  temporarily 
stationed  in  Washington  on  a  spec- 

ial radio  assignment.  He  reported 
for  duty  last  Wednesday. 

A  pioneer  in  Chicago  radio,  and 
one  of  the  organizers  of  the  Chi- 

cago Broadcasters  Assn.,  forerun- 
ner of  the  NAB  Mr.  Myers,  in 

1922,  built  and  operated  his  own 
station  atop  the  Marigold  Gardens 
ballroom  in  Chicago,  but  he  re- 

calls that  when  ASCAP  demanded 
a  weekly  performance  fee  for 
broadcasting  music,  he  was  forced 
to  close.  Before  joining  WGN  in 
1924  he  was  chief  engineer  of 

WTAS,  Elgin,  111.,  and  WLIB,  Chi- 
cago.  Both  stations  were  later  ab- sorbed by  WGN. 

Varied  Interests 

Mr.  Myers  has  been  prominent- 
ly identified  with  developments  in 

both  facsimile  and  FM.  Facsimile 
experiments  under  his  direction 
were  carried  on  by  WGN  until  a 
few  months  ago.  W59C,  FM  ad- 

junct of  WGN,  was  put  into  oper- 
ation last  year  under  Mr.  Myer's 

supervision.  An  aviation  enthusi- 
ast, Mr.  Myers  at  one  time  ovraed 

his  own  plane,  and  has  a  pilot's 
license  with  several  hundred  fly- 

ing hours  to  his  credit.  He  is  a 
member  of  Clear  Channel  Broad- 

casting Service,  and  the  FM 
Broadcasters  Inc. 
During  his  leave  of  absence 

from  WGN  he  will  be  succeeded 

by  George  Lang,  chief  transmitter 
engineer,  who  has  been  with  the 
station  since  1929. 

Campana  on  NBC CAMPANA  SALES  Corp,  Batavia, 
111.  (Italian  Balm),  after  shifting 
of  schedules,  on  Oct.  10  starts  a 
weekly  quarter-hour  prrgram,  Cam- 
pana's  Serenade,  on  more  than  50 
NBC  stations,  Saturday.  10:15- 10:30  p.  m.  (EWT).  A  package 
deal  set  by  Music  Corp.  of  America, 
weekly  show  will  feature  Dick 
Powell,  film  actor  and  singer,  with 
Matty  Malneck's  orchestra.  Larry 
Keating  has  the  announcing  assign- 

ment. Agency  is  Aubrey,  Moore  & 
Wallace,  Chicago. 

Pall  Mall  on  Blue 
MARKING  her  first  network  show 
in  this  country,  Gracie  Fields,  Eng- 

lish stage  and  radio  star,  will  have 
her  own  series  on  the  full  BLUE 
network  of  138  stations,  starting 
Oct.  12,  under  sponsorship  of 
American  Cigarette  &  Cigar  Co., 
New  York,  for  Pall  Mall  cigarettes. 
The  programs  will  be  heard  five 
times  weekly  in  the  five-minute  spot 
immediately  after  the  Coca  Cola 
Spotlight  Bands  show  and  preced- 

ing the  news  by  Raymond  Gram 
Swing.  Agency  for  Pall  Malls  is 
Ruthrauff  &  Ryan,  New  York. 
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FTC  Charges  of  Deception 

In  Cigarette  Claims  Denied 

Reynolds  and  Philip  Morris  Replies  Point 

Distinctions;  Some  Charges  Called  Obsolete 

to 

ANSWERS  have  been  filed  with 
the  Federal  Trade  Commission  by 
R.  J.  Reynolds  Tobacco  Co.,  Wins- 

ton-Salem, and  Philip  Morris  & 
Co.  Ltd.,  New  York,  two  of  four 
major  tobacco  firms  charged  with 
misrepresentation  and  deception  in 
advertising  [Broadcasting,  Aug. 
10,  Sept.  7]. 

No  dates  have  yet  been  set  for 
Commission  hearings  in  the  Rey- 

nolds and  Philip  Morris  cases, 
though  an  FTC  spokesman  said  ar- 

rangements will  be  completed  vsdth- 
in  a  few  days.  Two  other  large 
tobacco  companies  cited  by  the 
Commission,  the  American  Tobacco 
Co.,  makers  of  Lucky  Strikes,  and 
the  American  Cigarette  and  Cigar 
Co.,  makers  of  Pall  Malls  must  file 
replies  by  Oct.  11. 

Some  Claims  Obsolete 

Briefs  filed  by  R.  J.  Reynolds 
denied  sweeping  charges  against 
virtually  all  Camel  Cigarette  and 
Prince  Albert  smoking  tobacco  ad- 

vertising, and  asserted  in  technical 
language  that  differences  between 
the  company  and  the  Commission 
resulted  from  conflicting  interpre- 

tation of  commercials  used  in 
broadcasting  and  other  media. 

A  12-page  answer  to  the  citation 
treated  specific  charges  of  the 
Commission,  in  each  case  either 
denying  the  claim  had  been  made, 
or  asserting  it  was  justified.  Rey- 

nold's attorneys  pointed  out  several 
advertising  slogans  mentioned  have 
been  abandoned  three  to  five  years 
ago. 

The  company  flatly  denied  any 
misrepresentation  was  involved  in 
simulated  voices  of  champions 
purportedly  giving  testimonials  for 
the  product.  FTC  had  charged 
Camel  advertising  represented  that 
such  voices  were  those  of  the  per- 

son named,  "when  in  truth  such 
voices  were  not  those  of  the  per- 

sons represented  as  present." 
Philip  Morris  Answers 

Philip  Morris,  replying  for 
Philip  Morris  and  Dunhill  Cigar- 

ettes, and  Revelation  Pipe  Tobacco, 
admitted  making  many  of  the 
claims  cited  in  the  FTC  complaint, 
denied  others,  in  some  cases  charg- 

ing that  the  complaint  did  not  cor- 
rectly state  the  substance  of  the 

claim,  or  in  one  case  that  a  "par- 
tial quotation,  without  full  con- 
text was  misleading." 

In  defending  the  Commission's 
attack  on  their  allegation  that  a 

"hygroscopic"  agent  (moisture  re- 
mover) made  Philip  Morris  less  ir- 

ritating to  the  throat,  and  in  that 
respect  were  different  from  other 
leading  brands,  the  company  said 
scientific  tests  had  been  conducted, 
which  they  considered  authentic 
and  conclusive. 

Referring  to  these  tests,  Philip 
Morris  said  six  years  ago,  June  16, 

1936,  an  FTC  committee  of  E.  J. 
Adams,  W.  F.  Davidson,  and  C.  M. 
Hadley  had  studied  advertising 
written  from  these  tests,  and  the 
hearings  had  adjourned  with  an 
understanding  that  reasonable 
notice  would  be  given  if  complaint 
were  found.  "Since  then,  advertis- 

ing has  been  based  on  this  re- 
search, and  no  criticism  was  re- 

ceived until  March,  1942." 
Reynolds  Reply 

In  general,  the  answer  denies 
any  statement  now  made,  or  any 
representation  made  by  R.  J.  Rey- 

nolds in  its  advertising  for  Camels 
or  Prince  Albert  smoking  tobacco, 
"or  the  implications  or  intendments 
fairly  to  be  drawn  therefrom  are 
inaccurate,  deceptive  or  mislead- 

ing." 

The  reply  says :  Until  dropped  in 
November,  1937,  Camel  advertising 
represented  the  cigarettes  as  ad- 

vantageous to  digestion,  but  did 
not  say  they  insured  normal  di- 

gestion, "even  when  the  going  is 
hectic";  until  scrapped  in  Novem- 

ber, 1938,  advertising  said  Camels 
give  a  'lift',  and  released  a  new 
flow  of  energy,  but  this  advertising 
did  not  say  they  created  new  en- ergy. 

Testimonial  letters  from  athletes 
were  used  which  said  the  champ- 

ions used  Camels,  but  the  firm 
never  said  stars  of  sport  smoke 
the  cigarettes  because  in  their  ex- 

perience it  enables  them  to  keep  in 
condition.  Camels  were  not  repre- 

Off  For  the  War 

CASUALTY  for  the  dura- 
tion is  WCAH,  non-commer- 
cial broadcasting  station  au- thorized for  the  Buffalo 

Board  of  Education.  Jan.  27. 
Licensee  has  applied  to  the 
FCC  for  extension  of  com- 

mencement and  completion 
dates  until  six  months  and 
a  year  after  the  war,  stat- 

ing that  it  has  let  no  con- tracts for  equipment,  feeling 
existing  transmitters  can 
be  put  to  better  wartime uses. 

sented  as  recommended  for  gruel- 
ing sport.  Testimonials,  moreover, 

though  in  the  first  draft  the  prod- 
uct of  Camel  advertising  agencies, 

were  carefully  read  by  those  testi- 
fying, and  investigation  indicated 

that  the  signer  was  a  Camel 
smoker. 

Until  May,  1939,  Camels  admit- 
tedly advertised  that  the  cigarette 

never  irritates  the  throat.  This 
did  not  represent  the  cigarette 
as  unique,  nor  did  it  claim  smoking 
does  not  harm  the  throat,  the  reply 
said.  Camels  have  been  represented 
as  the  cigarette  of  costlier  tobacco, 
it  admitted,  though  they  were  never 
said  to  get  all  the  finest  cigarette 
tobacco;  they  are  the  most  popular 
brand  with  tobacco  growers,  but 
it  is  not  necessarily  true  that  most 
all  tobacco  growers  prefer  Camels. 

In  detail,  the  answer  denies  re- 
presenting that  Camels  burn  25% 

slower  than  most  other  competing 
brands,  but  states  it  did  represent 
that  according  to  independent 
scientific  tests,  they  burn  slower 
than  any  of  the  15  other  largest- 
selling  brands  tested,  and  denies 
asserting  that  Camels  contain 

{Continued  on  page  58) 

WELCOMING  A  SPONSOR  new  to  radio  are  these  network  and  agency 
executives  flanking  Howard  Cheney  (seated),  assistant  sales  manager 
of  Lockheed  and  Vega  Aircraft  Corps.,  Burbank,  Cal.,  whose  signature 
completed  negotiations  for  a  weekly  quarter-hour  CBS  series  under  work- 

ing title.  Wings  of  America.  With  starting  date  scheduled  for  Nov.  2,  pro- 
gram will  be  shortwaved  to  armed  forces  overseas.  Negotiators  (1  to  r) 

are  Harry  W.  Witt,  Southern  California  sales  manager  of  CBS,  Holly- 
wood; J.  Archie  Morton,  sales  service  manager  of  that  network;  Mr. 

Cheney  (seated),  and  John  Messier,  Los  Angeles  executive  of  Lord 
&  Thomas,  agency  servicing  the  account. 

Dr.  Lyon's  Claims 
Hit  By  FTC  Order 
Tooth  Powder  Firm  Barred 
From  Advertising  Slogan 

R.  L.  WATKINS  Co.,  New  York, 
Sterling  Products  subsidiary,  large 

user  of  radio  time,  has  been  or- 
dered by  the  Federal  Trade  Com- 

mission to  cease  certain  advertis- 
ing claims  it  has  used  widely  on 

the  air  and  other  media  for  Dr. 
Lyon's  toothpowder. 
The  Commission  order  forbids 

use  of  the  slogan  "Do  As  Your 
Dentist  Does — Use  Powder,"  fa- miliar advertising  phrase  of  the 
product,  and  instructed  the  firm 
not  to  represent  directly  or  by  im- 

plication that  their  product  is  simi- 
lar or  comparable  to  powder  used 

by  dentists. 
Dentists  Use  Powder 

"Probably  the  majority  of  den- 
tists do  use  powder  in  cleaning 

their  patient's  teeth,"  the  Commis- 
sion found,  "however,  it  is  almost 

invariably  pumice  or  silver,  both  of 
which  are  highly  abrasive  and 
could  not  be  used  by  the  public. 
The  active  ingredient  of  respon- 

dent's powder  is  calcium  carbon- 

ate, which  is  less  effective." On  this  basis,  the  Commission 
held  the  product  was  not  compar- 

able vdth  powder  used  by  dentists. 
The  order  further  prohibited  the 

Watkins  Co.  from  representing 

that  the  product  is  an  effective  an- 
tiacid  or  that  it  will  correct  "acid 
mouth",  or  that  it  is  free  from  all 
grit,  or  that  it  cannot  injure  or 
scratch  tooth  enamel. 

"The  product  is,  in  fact,  "wholly 
without  therapeutic  properties,  and 
is  incapable  of  correcting  any  acid 
condition  which  might  be  present  in 

the  mouth,"  the  FTC  ruled.  In  re- 
spect to  the  advertised  claim  that 

Dr.  Lyon's  Tooth  Powder  is  "Free from  all  .  .  .  grit  .  .  .  and  cannot 
possibly  injure  or  scratch  the  tooth 
enamel,"  the  Commission  said  the 
claim  was  exaggerated  as  the  pow- 

der occasionally  contains  particles 
of  grit  missed  in  processing. 

WWJ  Names  Wheeler 

E.  K.  WHEELER  has  been  ap- 
pointed assistant  manager  of  WWJ, 

Detroit,  according  to  Harry  Ban- 
nister, manager.  He  will  continue 

supervision      o  f 

W45D,   FM  sta- tion  also  owned 
■  I       by    the  Detroit ■W        ̂   *       News.  Wheeler 

left  the  sales  pro- 
motion depart- 

Aa^s»»  ment  of  the  U.  S. ^A^iyPv        Rubber     Co.  in 1^^'^  ̂ ^^^ 

vifl^l  sales  staff  of 
WWJ.  In  No- 

Mr.  Wheeler  vember,  1941,  he 

was  assigned  to  manage  W45D  by 
W.  J.  Scripps,  director  of  radio  for 
the  News.  Scripps  is  now  a  first 
lieutenant  in  the  Army  Air  Forces. 

TENTH  anniversary  of  NBC  U  of 
Chicago  Round  Table,  which  started 
in  1982  with  a  discussion  on  the 
Wiekersham  Commission  report  on 
Prohibition,   was   celebrated   Oct.  4. 

Page  18  •  October  5,  1942 BROADCASTING  •  Broadcast  Advertising 



jkreas  Sachs  Quality  furniture, Incorporated  lias 

compktei  20^ears  of  consecutive  u?ecks  of  broadcasti
ng 

over  WMCA/mcludin0  the  3  yearsWMCA  of^erated 

u^ithout  its  (present  call  letters,  4  + 

Ipfiereas  ̂   Sachs  Quality  FurnitureJncor|Joratedha$, 

u;ith  the  continuous  use  of  radio,  grown  from  a  small 

store  on  Second  Avenue  emploi^ing  40  persons  to  one 

of  New  York's  greatest  business  institutions  and  over 

iRve  hundred  employees, 

whereas  %dLi\i%  Quality Fumiturejncorporated  believes 

that  radio  in  general  and  WMCA  in  particular  have 

been  the  most  constructive  forces  in  our  growth, 

Sachs  (^ualit^  Furniture,  Incorporated 

extendsiothe  management  and  staff  of 

RADIO     ST  ATI  O  M 

W  M.  C  A 

deep  appreciation  of  a  most  profitable  partnership, 

mellowed  with  the  passing  of  the  years.-.*  r^^^ 

Octoi>er  Ind  194-'! 

Thh  xTol!  WAS  presmtcd  to  WAiC/t  A/ew  y'orh  hy  SacIh  OiiAlity  Furniture,  Inoorpor&ted 



Spot  Business  to  Reach  All-Time  High 

End  of  Year  Marked  By 
Continued  Brisk 

Activity 

(Continued  from  page  7) 

for  shorter  periods  than  they  form- 
erly did. 

Several  representatives  said  that 
stations  in  small  markets  were  los- 

ing billing  while  stations  in  major 
markets  were  gaining  it,  explain- 

ing that  the  difficulties  in  trans- 
portation were  causing  some  ad- 

vertisers to  drop  secondary  points 
and  concentrate  on  the  places  where 
most  sales  are  made.  This  observa- 

tion was  countered  by  other  reps, 
however,  who  said  the  gasoline 
rationing  and  the  rubber  shortage 
have  caused  more  people  to  shop 
at  home  instead  of  driving  to 
bigger  cities  20  to  50  miles  away 
and  that  this  had  tended  to  in- 

crease the  use  of  secondary  mar- 
kets by  spot  radio  advertisers. 

Whatever  the  final  effect,  repre- 
sentatives of  small  stations  re- 

ported the  same  good  overall  busi- 
ness as  did  those  of  the  larger, 

major  market  stations. 

Priority  Problems 
Effects  of  priorities  have  not 

been  as  serious  as  was  feared  some 
months  ago.  Packaged  products 
seem  to  have  hurdled  their  diffi- 

culties and  are  resuming  their 
normal  use  of  spot  radio.  Tea  and 
coffee  advertising  for  individual 
brands  has  just  about  stopped,  but 
the  Pan-American  Coffee  Bureau 
is  using  women's  programs  on 
about  30  stations  to  educate  con- 

sumers in  getting  the  most  out  of 
the  coffee  they  buy. 

Priorities  have  also  created  new 
spot  campaigns,  notably  that  of  the 
telephone  company  to  explain  that 
materials  are  not  available  for  new 
telephone  lines  and  to  urge  that 
long  distance  calls  be  made  only 
when  absolutely  necessary.  Price 
ceilings  have  caused  the  cancella- 

tion of  a  few  spot  campaigns,  along 
with  other  advertising,  chiefly  in 
cases  where  the  product  was  sold 
in  March  as  special  sale  prices 
which  cannot  be  continued  without 
a  loss  of  profit  to  the  manufacturer 
or  dealer. 

Publishing  Business 

In  the  packaged  food  field,  de- 
hydrated soups  and  other  dried 

foods  are  being  advertised  in  at 
least  equivalent  volume  to  the 
former  canned  soups,  pork  and 
beans  and  other  foods  to  which  tin 
cans  are  now  denied.  Candy  adver- 

tising has  fallen  off  because  of  the 
sugar  shortage,  but  gum  advertis- 

ing is  holding  up  "surprisingly 
well",  several  representatives  re- 

ported. Advertising  for  gum  is  be- 
ing shifted,  however,  to  concentrate 

on  war  production  markets  where 
the  demand  for  chewing  gum  is 
larger  than  in  other  places. 

Books  and  magazines  are  re- 
sponsible for  a  number  of  exten- 

sive spot  campaigns,  a  new  type  of 
business  undoubtedly  due  to  the 
fact  that  the  war  has  given  people 
both  more  time  to  read,  by  cur- 

tailing their  motoring,  and  more 
money  to  spend  for  literature. 

Patent  medicines  are  another 
war-boomed  class  of  products, 
which  have  greatly  increased  their 
already  large  expenditures  for 
spot  radio  time.  The  shortage  of 
doctors  for  civilians  due  to  the 
heavy  demand  on  their  services  by 
the  armed  forces  and  the  expected 
heavy  crop  of  colds  this  coming 
winter  because  of  heat  rationing 
in  many  cities  is  expected  to  in- 

crease greatly  the  amount  of  self- 
medication  with  advertised  cold 
cures. 

The  future  is  filled  with  develop- 
ments which  will  undoubtedly  af- 

fect advertising,  spot  radio  in  par- 
ticular. The  zoning  of  sugar,  with 

cross-hauling  forbidden,  may  be 
followed  by  similar  restrictions  on 
other  products.  This  might  result 
in  a  decrease  in  advertising  of  na- 

tional brands  and  a  growth  of 
advertising  for  local  or  regional 
brands,  which  might  be  bad  for 
national  advertising  and  good  for 
spot.  Or  it  might  result  in  an  in- 

crease of  institutional  advertising 
by  national  advertisers  to  keep 
their  brand  names  alive  until  after 
the  war. 

Certain  only  at  this  time  are 
these  facts:  Spot  radio  has  had  a 
good  year  so  far  and  will  probably 
continue  to  prosper  for  the  re- 

mainder of  1942.  The  war  is  begin- 
ning to  have  its  effects,  both  good 

and  bad,  and  these  will  be  multi- 
plied as  the  war  continues.  Spot 

radio  has  proved  its  ability  to  do 
a  job  for  the  advertiser  and  to 
adapt  itself  rapidly  and  readily  to 
his  changing  requirements. 

It  seems  logical,  therefore,  that 
spot  radio  will  continue  as  an 
important  advertising  medium 
throughout  the  war  and  after- 

wards, playing  its  part  in  what- 

ever advertising  programs  there are. 

Beverages 

PEPSI-COLA  Co.,  Long  Island  City  (soft 
drink),  transcribed  jingles  on  varying 
schedules  on  12  New  York  stations. 
Agency  is  Newell-Emmett  Co.,  Kew  York. 
GLOBE  BREWING  Co.,  Baltimore  (Ar- row beer) ,  transcribed  Hello  Mom  series 
with  George  Jessel  on  stations  in  Wash- ington. Richmond,  and  Baltimore.  Joseph 
Katz  Co.,  Baltimore  and  New  York. 
CENTRAL   WINERY,    Fresno,    Cal.  and 
New     York,     spot     announcements  and 
quarter-hour  programs,  six  eastern  sta- tions. Weiss  &  Geller,  New  York. 
NEDICK'S  STORES,  New  York  (orange 
drink ) ,  quarter-hour  programs,  WHN  and WNEW,  New  York.  Weiss  &  Geller,  New York. 

LIEBMANN  BREWERIES,  Brooklyn 
(Rheingold  beer),  football  games,  WJZ, 
New  York,  and  WTIC,  Hartford.  Young 
&  Rubicam,  New  York. 
ROMA  WINE  Co.,  New  York,  news  and 
quarter-hour  programs,  spot  announce- 

ments, eight  stations.  McCann-Erickson, New  York. 

CLICQUOT  CLUB  Co.,  Millis,  Mass. 
(ginger  ale),  spot  announcements,  three weeks  on  Washington  stations  in  October. 
N.  W.  Ayer  &  Son,  New  York. 
SHEFFIELD  FARMS  Co.,  New  York 
(Homogenized  Vitamin  D  Milk),  tran- scribed announcements  totaling  122  weekly 
on  10  New  YorK  stations.  N.  W.  Ayer 
&  Son,  New  York. 
NEHI  Corp.,  Columbus,  Ga.  (Royal  Crown 
Cola),  spot  announcements  on  varying 
weekly  basis  on  stations  in  selected  mar- kets. BBDO,  New  York. 
GARRETT  &  Co.,  Brooklyn  (Virginia 
Dare  wines),  370  announcements,  10- 
week  campaign  on  11  New  England  sta- tions. Ruthrauff  &  Ryan,  New  York. 
EASTERN  WINE  Corp.,  New  York, 
transcribed  announcements,  20-25  cities  on 
Atlantic  Seaboard,  year-round  campaign. 
H.  C.  Morris  &  Co.,  New  York. 

Coffee  Campaign 

RED  ROCK  BOTTLERS,  Atlanta  (Red 
Rock  Cola) ,  started  one-minute  transcribed musical  announcements,  15  times  weekly, 
on  50  stations,  thru  local  bottlers  in  June, 
mostly  on  a  52-week  basis.  To  increase 
spot  broadcasting  until  all  of  130  bottlers 
are  placing  announcements  locally.  H.  A. 
Salzman   Inc.,   New  York. 
DOVER  BREWERIES,  Hartford  (beer), 
series  of  transcribed  one-minute  announce- 

ments launched  in  August  on  four  New 
England  stations,  40  times  weekly,  for  an 
indefinite  period.  New  to  radio.  H.  A. 
Salzman  Inc.,  New  York. 
JOHN  F.  TROMMER,  Inc.,  Brooklyn 
(beer),  in  late  October  and  November 
starts  participations  on  4  New  York  State 
stations.  Most  announcements  transcribed. 
Federal  Adv.,  New  York. 
PAN  AMERICAN  COFFEE  BUREAU, 
New    York    (institutional    campaign),  in 

conjunction  with  the  National  Coffee  Assn., 
on  Sept.  14,  started  participations  in  home 
economics  and  women  commentator's  pro- grams on  29  stations.  J.  M.  Mathes  Inc., 
New  York. 
NEW  YORK  STATU  MILK  PUBLICITY 
BUREAU,  Albany,  N.  Y.  (milk),  annual 
fall  campaign  to  be  launched  Oct.  12  on 
17  New  York  State  stations,  using  three 
to  five  participations  weekly  on  home  eco- 

nomics programs  for  26  weeks.  Live  an- nouncements. J.  M.  Mathes  Inc.,  New 
York. 
MARTINSON  &  Co.,  New  York  (coffee), 
currently  using  news  programs  on  one 
New  York  station,  which  may  be  discon- 

tinued, and  no  further  plans  contem- 
plated due  to  coffee  situation.  Neff-Rogow, New  York. 

Candy,  Chewing  Gum 
BEECHNUT  PACKING  Co.,  Canojoharie, 
N.  Y.  (Beechies),  spot  announcements 
for  15  weeks  from  Sept.  15  on  large  list 
of  stations,  list  not  available.  Newell- Emmett  Co.,  New  York. 
AMERICAN  CHICLE  Co.,  Long  Island 
City  (Dentyne  gum),  transcribed  station- breaks  on  list  of  stations  throughout 
country.  Badger,  Browning  &  Hersey, 
New  York. 
CURTISS  CANDY  Co.,  Chicago,  spot 
announcements,  25-30  stations.  C.  L.  Miller Co.,  New  York  and  Chicago. 
PETER  PAUL  Inc.,  Naugatuck,  Conn. 
( Ten  Crown  gum,  candy  products ) ,  Na- 

tionwide use  of  spot,  but  no  details  avail- able. Platt-Forbes,  New  York. 
ROCKWOOD  &  Co.,  Brooklyn  (Chocolate 
Bits),  October  starts  13-week  campaign 
of  3  to  5  participations  weekly  on  12  sta- tions throughout  country.  Federal  Adv. 
Agency,  New  York., 

Drugs,  Cosmetics 
LBVER  BROS.  Co.,  Cambridge  (Vimms) , 
spot  announcements  on  varying  schedule 
on  some  75  stations  throughout  the  coun- 

try. BBDO,  New  York. 
ALFRED  D.  McKELVY  Co.,  Minneapolis 
(Seaforth  toiletries),  one  and  five-minute 
spots  on  national  basis  prior  to  Christ- mas season.  BBDO,  New  York,  and Minneapolis. 
J.  C.  ENO  Ltd.,  New  York  (Macleans 
toothpaste) ,  quarter-hours  and  participa- tions on  West  Coast.  Atherton  &  Currier, 
New  York. 
SCOTT  &  BOWNE,  Bloomfield,  N.  J. 
(Scott's  Emulsion),  participations,  Oct. 
1  in  New  Orleans  area.  Atherton  &  Cur- 

rier, New  York. 
POTTER  DRUG  &  CHEMICAL  Co.,  Mai- 

den, Mass.  ( Cuticura  soap  and  ointment) , 
spots  announcements  on  40  stations  in 
United  States  and  Canada.  Atherton  & 
Currier,  New  York. 
CARTER  PRODUCTS,  New  York  (Arrid 
deodorant),  spot  announcements  through December  on  150  stations  in  United  States, 
35  in  Canada.  Small  &  Seiffer,  New  York. 
ANACIN  Co.,  Jersey  City  (headache 
remedy),  transcribed  versions  of  Easy 
Aces  in  selected  markets.  Blackett-Sample- Hummert,  New  York. 
LEHN  &  FINK  PRODUCTS  Corp.,  New 
York  (Hinds  Honey  &  Almond  Cream), 
transcribed  announcements,  evening  chain- 
breaks,  60  stations,  starting  Oct.  1.  Wm. 
Esty  &  Co.,  New  York. 
THOS.  LEEMING  &  Co.,  New  York 
(Baume  Bengue),  transcribed  announce- 

ments, October  and  November,  45  sta- tions. Wm.  Esty  &  Co.,  New  New  York. 
UNITED  DRUG  Co.,  Boston  (RexaU 
products),  semi-annual  one-cent  sale  spot 
campaign  Nov.  1,  3,  5,  and  7.  Street  & 
Finney,  New  York. 
HEALTHAIDS  Inc.,  Jersey  City  (Jour- 

nal of  Living,  Serutan),  quarter-hours 
and  spot  announcements,  14  stations.  Ray- 

mond Spector  Co.,  New  York. 
Norwich  Active 

NORWICH  PHARMACAL  Co.,  Norwich, 
N.  Y.  ( Pepto-Bismol,  Respamol),  to  start 
spot  announcement  campaign  after  Jan. 
1,  1943,  with  stations  not  yet  set.  Law- rence C.  Gumbinner,  New  York. 
OMEGA  OIL  Co.,  Jersey  City,  mid-Octo- ber to  start  spot  announcements  for  six 
weeks  in  four  markets.  Cecil  &  Presbrey, 
New  York. 
MARYLAND  PHARMACEUTICAL  Co., 
Baltimore  (Rem,  Rel) ,  September  through 
March,  five  spot  announcements  weekly, 
large  list  of  stations.  Joseph  Katz  Co., 
New  York  and  Baltimore. 
ANDREW  JERGENS  Co..  Cincinnati 
(Woodbury  liquid  shaving  cream),  to  test 
spot  announcements  and  programs  in 
four  markets.  Lennen  &  Mitchell,  New York. 

CARTER  PRODUCTS,  New  York  (liver 
pills),  starts  five- weekly  quarter-hour transcribed   program    on    7    Pacific  Coast 

PIONEER  RADIO  EQUIPMENT  went  back  into  service  when  WSB  dug 
out  ancient  pieces  to  donate  to  Atlanta's  scrap  metal  drive.  Some  of  the 
"radio  relics"  are  shown  here  as  they  were  presented  to  service  station 
operator  L.  W.  Trusell.  Lorin  Myers  (left),  station  promotion  director, 
holds  the  heavy  bronze  case  of  a  Western  Electric  condenser  microphone 
used  in  1929;  Announcer  Tom  Downing,  carries  a  Western  Electric  double- 
button  carbon  microphone  used  when  WSB  went  on  the  air  in  1922. 
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A  whistle  shrills!  It's  the  kick-off!  A  football  in  America  soars  through 
the  air  44  million  yards  around  the  world  as  tens  of  millions  of  fans 

pack  NBC's  network  stadium ! 

Every  Saturday,  when  NBC's  Bill  Stern  again  broadcasts  his  vivid, 
on-the-spot,  play-by-play  descriptions  of  the  game,  he  will  carry  the 
ball  to  more  NBC  rooters  than  ever — to  those  millions  here  in  America 

who  are  staying  home  to  conserve  gasoline  and  rubber — to  our  boys  in 

the  fighting  forces  all' over  the  world — a  sure  bet  that  NBC's  "old-grad" 
football  fans  (and  the  millions  more  this  year)  will  find  the  relaxation 

thev  need  when  not  "punching  the  clock"  for  Victory. 

NATIONAL  BROADCASTING  COMPANY 

A      RADIO      CORPORATION      OF      AMERICA  SERVICE 

NBC'S  BILL  STERN.  The  most  popular 
sports  announcer  on  any  network.  He  won 
every  major  popularity  poll  for  a  sports  an- 

nouncer held  this  year— Worl<l-'rele<!;ram  Poll 
-  Radio  Daily  Poll  -  Movie  Daily  Poll  - 
Movie -Radio  Guide  Poll  (with  more  voles 
than  all  other  sports  annoinieers  eomhined). 
Bill's  versatility  is  still  further  revealed  hy 
his  outstanding;  p<'rformances  on  the  Army 
Hour,  an  NBC  Sunday  afternoon  feature. 



FILENE  RENEWS  Did  You  Know 
broadcast  by  WTAG,  Worcester, 
Mass.,  and  Phil  Brook,  acting:  chief 
announcer,  and  Eileen  McGorty 
celebrate  their  program's  first  an- 

niversary with  a  birthday  cake. 
The  results  of  the  first  year  have 
brought  a  52  week  renewal  to  the 
five-minute  feature  aired  daily  of- 

fering hints  on  kitchen  shortcuts 

and  sponsored  by  William  Filene's Sons  Co.,  department  store. 

stations  Oct.  5  for  52  weeks.  Same  on  one 
New  York  station.  Ted  Bates,  New  York. 
PIERCE'S  PROPRIETARIES,  Buffalo 
(Favorite  Prescription.  Golden  Medal 
Discovery),  starts  live  and  transcribed  an- nouncements 6  to  12  times  weekly  Oct.  5, 
using  50  stations  for  each  product.  Duane 
Jones  Co.,  New  York. 
SEECK  &  KADE,  New  York  (Pertussin), 
starts  Singing  Neighbor,  transcribed  pro- 

gram, and  one-minute  announcements  Oct. 
15  for  26  weeks.  Station  lineup  not  set. 
Erwin,  Wasey  &  Co.,  New  York. 
MUSTEROLE  Co.,  Cleveland  (Musterole), 
starts  live  five-minute  announcements  on 
a  five-weekly  basis  on  105  United  States 
and  15  Canadian  stations  in  October.  Er- 

win, Wasey  &  Co.,  New  York. 
OLIVE  TABLET  Co..  Columbus  (Dr. 
Edwards'  Olive  Tablets),  will  launch  a 
fa  1  and  winter  campaign  on  undeter- mined number  of  Ohio  stations.  Further 
plans  still  under  discussion.  Erwin,  Wasey 
&  Co.,  New  York. 

Vitamin  Campaign 

MAJOR  VITAMINS,  New  York  (Major 
Brand  B  Complex  Tablets),  on  Sept.  14 
launched  campaign  on  20  stations,  using 
spot  announcements  and  participations, 
one  to  three  times  weekly,  on  food  and 
women's  interest  programs.  Grey  Adv., New  York. 
STANBACK  Co.,  Salisbury,  N.  C.  (pro- 

prietary), using  15  to  20  transcribed  an- 
nouncements weekly  on  all  New  York  sta- 

tions. Agency  for  New  York  area,  Klinger 
Adv.,  New  'i'ork. JOHNSON  &  JOHNSON,  New  Bruns- 

wick, N.  J.  (TEK  Tooth  Brushes),  using 
spot  broadcasting  exclusively.  Details  not 
available.  Ferry-Hanly  Co.,  New  York. 
LUDEN'S  Inc.,  Reading,  Pa.  (cough 
drugs),  launched  a  2G-week  fall  and  win- 

ter campaign  Sept.  15,  using  live  an- nouncements on  116  stations.  J.  M.  Mathes 
Inc.,  New  York. 
COLGATE-PALMOLIVE-PEET  Co.,  Jer- 

sey City  (Colgate  toothpaste),  started 
Sept.  25  weekly  program  of  folk  songs  on 
WEVD,  New  York,  possibly  as  a  test. 
COCILANA  Inc.,  Brooklyn  (cough  drops), 
in  October  and  November  starts  varied 
schedule  of  100-word  announcements, 
<luarter-hour  news  and  foreign  language 
program  on  seven  stations  in  New  York. 
Boston,  Philadelphia  and  Washington.  Al 
Paul  Lefton,  New  York. 
VICK  CHEMICAL  Co.,  New  York  (Va- 
tronol,  Vaporub),  26-week  campaign  on 
New  England  Regional  Network  using 
Gene  and  Glenn,  spot  announcements  and 
participations  on  nationwide  basis.  Morse 
International,  New  York. 
EX-LAX  Inc.,  Brooklyn  (laxative),  con- 

tinues   52-week    campaign    of    spot  an- 

nouncements on  large  station  list,  which 
is  unavailable,  Joseph  Katz  Co.,  New 
York. 
CHAS.  MARCHAND  Co.,  New  York 
(Golden  Hair  Wash),  spots  in  limited 
number  of  cities.  Joseph  Katz  Co.,  New 
York. 
BLOCK  DRUG  Co.,  Jersey  City  (Gold 
Medal  Capsules),  quarter-hour  transcrip- 

tions on  Don  Lee  stations,  spot  announce- 
ments on  stations  throughout  country.  J. 

Walter  Thompson  Co.,  New  York. 
Food  Products 

SOUTHERN  COTTON  OIL  Co.,  New  Or- 
leans (shortening  oils),  quarter-hour  pro- grams on  two  New  England  stations. 

Tracy-Locke-Dawson,  New  York  and  Dal- las. 
GENERAL  BAKING  Co.,  New  York 
(Bond  Bread)  spot  announcements  and 
chain  breaks  on  selected  stations  in  New 
York  and  New  England  areas.  Newell- 
Emmett  Co.,  New  York. 
LOOSE-WILES  BTSCUIT  Co..  Long  Island 
City  (Sunshine  biscuits),  a  few  spot  an- 

nouncements on  regional  New  England  net- 
works. Newell-Emmett  Co.,  New  York. 

FLAKO  PRODUCTS  Corp.,  Milltown,  N. 
J.  (pie  ci'ust  and  Flakorn  muffins),  par- ticipations on  Dear  Imopene  on  WOR, 
New  York.  Might  add.  H.  B.  LeQuatte 
Inc.,  New  York. 
BEST  FOODS  Inc..  New  York  (Hell- 
mann's  Mayonnaise) ,  extensive  use  of  spot on  stations,  list  of  which  is  n.ot  available. 
Benton  &  Bowle<s.  New  York. 
PENICK  &  FORD,  New  York  (My-T- 
Fine  desserts),  one-minute  transcribed  an- 

nouncements five  times  weekly  on  27  sta- 
tions. BBDO.  New  York.  (Brer  Rabbit 

Svrup),  daily  spots  on  Mississippi  and 
Texas  stations.  J.  Walter  Thompson  Co., 
New  York. 
QUALITY  BAKERS  OF  AMERICA,  co- 

operative organiz^ition  of  80  wholesale 
bakers,  placing  20  and  40-second  record- 

ings locally  on  some  35  stations.  Direct. 
GREENSPAN  BROS.  Co.,  Perth  Amboy, 
N.  J.  (Flagstaff  food  products),  partici- 
patinns  on  Bessie  Beatty's  program  on WOR,  New  York.  Weiss  &  Geller,  New York. 
WARD  BAKING  Co..  New  York  (bread), 
spots  and  participations  on  40  stations. 
J.  Walter  Thompson  Co.,  New  York. 
PLANTERS  NUT  AND  CHOCOLATE 
Co.,  Wilkes-Barre,  Pa.  (peanuts),  thrice 
weekly  quarter-hour  evening  news  on  six 
stations.  J.  Walter  Thompson  Co.,  New 
York. 

Cereal  Series 
KELLOGG  Co.,  Battle  Creek,  Mich.  (Pep, 
All-Bran,  and  other  cereals),  using  exten- 

sive spot  campaigns,  but  station  lists  not 
available.  Kenyon  &  Eckhardt.  New  York. 
WESSON  OL  &  SNOWDRIFT  SALES 
Co..  New  Orleans  (oil  and  Snowdrift), 
transcribed  announcements  and  i)articipa- tions,  stations  not  available.  Kenyon  & 
Eckhardt,  New  York. 
PIONEER  ICE  CREAM  DIVISION,  Bor- 

den Co.  (Reid's  ice  cream),  news  on WEAF,  New  York.  Pedlar  &  Ryan,  New York. 
A.  GOODMAN  &  SONS,  New  York 
(noodles),     two     participations  weekly, 
WABC.  New  York,  thrice  weekly  on  WJZ, 
New  York.  Al  Paul  Lefton  Co.,  New  York. 
WM.  S.  SCULL  Co.,  Camden,  N.  J. 
(Minute    Man    Dehydrated    Soups),  will 
launch  fall  and  winter  campaign  of  chain 
breaks  and  live  spot  announcements  Oct. 
15.  Station  list  not  available.  Agency 
(East  and  Midwest),  Corapton  Adv.,  New 
York. 
INTERNATIONAL  SALT  Co.,  Scranton, 
Pa.  (Sterling  Table  Salt),  started  in  Sep- 

tember on  WJZ  and  New  England  Re- 
gional Network;  after  Jan.  1  continuing 

on  the  latter  and  adding  five  eastern  and 
midwestern  stations,  26  weeks,  using  par- 
t'cinations  on  women's  programs.  J.  M. Mathes  Inc.,  New  York. 
DRYDEN  &  PALMER,  L.  L  City,  N.  Y. 
(Gravy  Master).  started  participations 
fn  two  East«?rn  st-^tions,  mav  use  more. 
Samuel  C.  Croot  Co.,  New  York. 
MALTEX  Co..  Burlington,  Vt.  (Maltex 
Cereal),  started  participations  on  New 
England  Regional,  and  three  additional 
stations  Sept.  21.  Samuel  C;  Croot  Co., 
New  York. 
WHEATENA  Corp.,  Rahway,  N.  J. 
(Wheatena),  continuing  twice-weekly  news 
I>rograms  on  WOR,  New  York.  No  furt.^er 
plans  at  present.  Compton  Adv.,  New York. 

Macaroni  Sponsor 
C.  F.  MUELLER  Co..  Jersey  City  (Macs- 
roni),  will  launch  campaign  of  transcribed 
announcements  in  the  Eastern  area  on  a 
more  extensive  basis  than  la«t  year,  but 
plans  not  yet  set.  Duane  Jones  Co.,  New York. 
CONTINENTAL  BAKING  Co.,  New  York 
(Wonder  Bread,  Hostess  Cake),  having 
completed  spring  and  summer  spot  cam- 

Free  Plug 

KWK,  St.  Louis,  is  getting 
unexpected  coverage  from  a 
billboard  the  station  has  in 
Sportsman's  Park,  home  of the  St.  Louis  Cardinals, 
thanks  to  the  current  movie, 
Pride  of  the  Yankees,  deal- 

ing with  the  life  of  Lou  Geh- 
rig. Scenes  from  the  picture 

laid  in  the  St.  Louis  ball- 
park, clearly  show  on  the 

scoreboard  in  the  background 

the  words,  "Listen  to  KWK." 

paign.  now  using  only  network  program. 
Ted  Bates  Inc.,  New  York. 
NATIONAL  BISCUIT  Co.,  New  York 
(Shredded'  Wheat),  has  completed  a  spot campa.gn  on  .31  stat.ons,  and  has  no  fur- 

ther plans  for  spot.  Federal  Adv.,  New York. 

VAN  CAMPS  Inc.,  Indianapolis  (Ten- 
deroni).  now  using  three  to  five  announce- 

ments weekly  on  80  stations,  and  musical 
and  women's  programs  on  12  stations. Calkins  &  Holden,  New  York. 
V.  LaROSA  &  SONS,  New  York  (maca- 

roni ) ,  participations  on  women's  pro- grams several  stations.  M.  H.  Hackett, New  York. 
GRAHAM  Co.,  New  York  (Redbow  dried 
grocery  products),  quarter-hours  WOV,  to 
add  stations.  Blaine-Thompson  Co.,  New York. 
IGLEHEART  BROS.,  New  York  (Swans- 
down  Family  Flour) ,  transcribed  quarter- 
hours  in  West  and  Midwest.  Young  & 
Rubicam,  New  York. 
HILLS  BROS.  Co.,  New  York  (Ginger- 

bread mix),  participations  on  five  sta- tions, Biow  Co.,  New  York. 
CORN  PRODUCTS  REFINING  Co.,  New 
York  (Kre-Mel  dessert),  participations  on 
12  to  15  stations.  C.  L.  Miller  Co.,  New York. 
NATIONAL  BISCUIT  Co.,  New  York 
( crackers ) ,  quarter-hour  and  half -hour 
musical  and  news  programs,  plus  partici- 

pations on  women's  programs,  15  stations. McCann-Erickson,  New  York. 
Gasoline,  Fuel 

CONTINENTAL  OIL  Co.,  New  York 
(Conoco  Motor  Oil),  quarter-hour  sports 
or  news  programs  in  three  test  cities. 
Also  one-minute  announcements  on  six 
stations  of  Arizona  Network  during  Oc- 

tober and  November.  Tracy-Locke-Dawson, New  York. 
ESSO  MARKETERS,  New  York  (Esso 
oil  and  gas),  five-minute  Es8'>  R''pnrter newscasts  on  26  stations  in  17  Eastern 
states.  Marschalk  &  Pratt,  New  York. 
ATLANTIC  REFINING  Co.,  Philadelphia 
(oil  and  gas),  football  games  on  53  sta- tions in  about  13  States  during  season. 
N.  W.  Ayer  &  Son,  Philadelphia. 
GREAT  EASTERN  FUEL  Co.,  Brooklyn 
(Convert-O-Grate) ,  to  use  50  participa- 

tions weekly  on  news  programs  in  New 
York  area  with  current  campaign  on  two 
New  York  stations  of  100  live  announce- 

ments weekly  on  participating  basis.  Di- 
rector &  Lane,  New  York. 

Publishers 
WM.  WISE  &  SONS,  New  York,  New 
York  (Modern  Home  Physician),  five- 
minute    transcriptions     and  quarter-hour 

recorded    musical    programs    on    80  sta- tions. Huber  Hoge  &  Sons,  New  York. 
DOUBLEDAY  DORAN  &  Co.,  New  York 
(Book  League  of  America),  using  largest 
campaign  in  company's  history.  Partici- pations on  women's  programs,  19  stations, 
and  participations  on  five-minute  and 
quarter-hour  programs  on  28  stations. 
May  add.  Huber  Hoge  &  Sons,  New  York. 
READERS   DIGEST,  Pleasantville,   N.  Y. 
(magazine),  using  spots  in  selected  mar- kets to  promote  current  issues.  BBDO, New  York. 
MacFADDEN  PUBLICATIONS,  New 
York  {True  Story  Magazine),  spot  an- 

nouncements to  promote  articles  in  the 
monthly  issues  on  40  to  60  stations.  Ar- thur Kudner,  New  York. 
FAWCETT  PUBLICATIONS,  New  York 
{True  Magazine),  spot  announcements 
averaging  20-30  per  month  on  selected 
group  of  stations.  Joseph  Katz  Co.,  New York. 

MARTIN  J.  POLLAK  Inc.,  New  York 
(Soldiers  Souvenir  Handybook),  spot  an- nouncements on  15  stations,  also  news  and 
music.   Emil  Mogul  Co.,  New  York. 

Soap  Cleansers 
J.  B.  FORD  SALES  Co.,  Wyandotte, 
Mich.  (Wyandotte  cleaning  products),  one- 
minute  transcribed  announcements,  six  sta- 

tions, 11  weeks,  starting  Sept.  14.  N.  W. 
Ayer  &  Son.  New  York. 
LEVER  BROS.  Co.,  Cambridge  (Rinse), 
Boh  White  transcribed  jingles  in  major 
markets  through  early  fall.  Ruthrauffi  & 
Ryan,  New  York. 
PROCTER  &  GAMBLE  Co.,  Cincinnati 
(Camay),  participations  and  programs  on 
WNEW  and  WEVD,  New  York.  Pedlar  & 
Ryan,  New  York. 
PROCTER  &  GAMBLE  Co.,  Cincinnati 
(Lava  soap),  spot  announcements  on  large 
list  of  stations,  not  available.  Biow  Co., New  York. 
GRIFFIN  MFG.  Co.,  Brooklyn  (shoe  pol- 

ish) ,  transcribed  announcements,  news  on 
62  stations.  Bermingham,  Castleman  & 
Pierce,  New  York. 
HECKER  PRODUCTS  Corp.,  New  York 
(Jet  Oil),  one-minute  transcribed  an- nouncements on  35  stations  until  Nov.  28. 
Benton  &  Bowles,  New  York. 
MANHATTAN  SOAP  Co.,  New  York 
(Sweetheart  soap),  participations,  etc.  6 
weekly  on  70  stations.  Franklin  Bruck 
Adv.,  Nev/  York. 
BATHASWEET  Corp.,  New  York  (Bath- 
asweet),  reduced  to  participations  on  WOR 
KNX  KQW.  H.  M.  Kiesewetter  Adv.,  New 
York. 
OAKITE  PRODUCTS,  New  York  (Oak- 
ite  Cleanser),  using  participations  in  three 
women's  programs  on  7  Yankee  stations, 
WCAU  and  WBZ-WBZA,  Boston-Spring- field. Calkins  &  Holden,  New  York. 
PROCTER  &  GAMBLE,  Cincinnati,  con- 

tinuing spot  announcements  and  programs 
for  Ivory  Bar  and  Crisco,  a"d  spots  and chain  breaks  for  Duz.  White  Laundry  spot 
campaign  also  continuing,  while  Ivory 
Flakes  is  not  being  continued.  Station 
line-up  not  available.  Compton  Adv.,  New York. 
B.  T.  BABBITT  Inc.,  New  York  (E. 
Myers  Lye),  continuing  schedule  of  tran- scribed spot  announcements  on  10  stations 
in  the  South  and  Southwest  launched  in 
June.  Duane  Jones  Co.,  New  York. 

Tobaccos 

CONSOLIDATED  CIGAR  Co.,  New  York 
(Harvester  Cigars),  in  September  renewed 
for  another  13-week  period  Stand  by 
America,  five-m.nute  transcription,  3  to  5 
times   weekly  on  25  stations.  Also  news 

'E'  FOR  HALLICRAFTER,  radio  manufacturer  now  converted  to  war 
work,  was  marked  by  a  special  ceremony.  Present  were  (1  to  r)  W.  J. 
Halligan,  president;  Dolores  Yager,  company  employe;  Ruth  Dennen, 
vocalist;  Robert  Foss,  representing  the  Management-Labor  Production 
Drive  Committee;  Col.  Thomas  L.  Clark,  officer  in  charge,  Chicago  Signal 
Depot,  and  Raymond  W.  Durst,  sales  manager  of  Hallicrafter. 
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you've  got  to  "WATCfl"  A 
LOT  OF  THINGS  IN  BUVING  TIME 

THESE  DAYS -LET  ME  T€LL  YOU 

WHAT  I'VE  LEARNED  ABOUT  THE 
SITUATION  IN  PORTLAND,  OREGON ! 

N0.2  IN  A  SERIES  PORTRAYING  THE  ADVENTURES  OF 
RADIOS  INOISPENSABLf  WAN  -  THE  TIME  BOVER.  . 

ITS  NEWS  TflAT  KEEPS  LISTENERS 

GLUED  TO  A  RADIO  STATION  THESE  DAYS, 
AND  KEX  HAS  AIL  THREE  ̂   (>> 

OF  THE  LEADING  NE\AIS  - 

SERVICES -ASSOCIATED 
PRESS.  UNITED  PRESS 

AND  miERNATIONAL  NEWS/ 

KEX  HAS  DEVELOPED  A  LOYAL  AND 

RESPONSIVE  AUDIENCE  -  OUT  OF  A  TOTAL 

OF  AROUND  =^12,000,000  RAISED  IN  THE 
NATION-WIDE  BLUE  NETWORK  WAR-BOND 
SHOW,  KEX  LISTENERS  PLEDGED 

*  1,193,492  oo  / 

OA 

m!  HOW  THE  ORDERS  ROLL 
IN/  KEX  IS  THE  ONLY  OUTLET  IN 

THIS  AREA  FOR  THAT  BOOMING, 
ZOOI^mG  BLUE  NETWORK 

WHICH  HAS  SET  T+^E  PACE  THIS 

FALL  FOR  THE  RADIO  INDUSTRY/ 

KEX  WITH  ITS  5,000  WATTS  DAY  AN' 
NIGHT,  CARRIES  YOUR  SALES-MESSAGE 
TD  LISTENERS  THROUGHOUT  THE  ENTIRE 

RICW  MARKET  AREA  OF  OREGON  AND 

SOUTHERN  WAS+^INGTON/  THAT'S 
WHERE  COVERAGE  COUNTS/ 

FOR  AVAILABILITIES,  SIMPLY  WRITE 

OR  WIRE  STATION  KEX  ~  PORTLAND, 
OREGON  .  BETTER  YET,  JUST 

GRABTH'  PHONE  AND  CALL  YOUR 

NEAREST  PAULH.'RAYMER  OFFICE  ' 

THE  VOICE  OP  T+)& OREGON  COUNTf?y 
PORTLi<^ND,  OREGON 
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period  on  WOR,  N.  Y.  Erwin  Wasey  & 
Co.,  New  York. 
BENSON  &  HEDGES,  New  York  (Vir- 

ginia Rounds),  having  tested  news  pro- 
grams in  the  early  part  of  the  year,  in 

the  New  York,  West  and  Midwest  areas, 
now  using  only  network  news  program. 
May  use  spot,  but  doubtful.  Duane  Jones 
Co.,   New  York. 
GENERAL  CIGAR  Co.,  New  York  (Van 
Dyk  Cigars),  for  fall  and  winter  sponsor- 

ing Answer  Man  on  WGN,  Chicago,  live, 
with  transcribed  versions  twice-weekly  on 
8  Midwest  stations.  Federal  Adv.,  New York. 
LARUS  &  BROS.,  Richmond,  Va.  (Edge- 
worth  Pipe  Tobacco),  five  transcribed  an- 

nouncements weekly  on  35  stations 
throuehout  the  country.  Warwick  &  Leg- ler.  New  York. 
AXTON-FISHER  TOBACCO  Co.,  Louis- 
viUe  (Twenty  Grand  cigarettes),  quarter- 
hour  programs,  WOR,  New  York.  McCann- 
Erickson,  New  York. 
P.  LORILLARD  Co.,  New  York  (Old  Gold 
cigarettes),  baseball-football,  WHN,  New 
York.  Some  spot  announcements  in  se- 

lected markets.  J.  Walter  Thompson  Co., New  York. 
PENN  TOBACCO  Co.,  Wilkes-Barre,  Pa. 
(Julep  cigarettes,  Willoughby  Taylor  tobac- 

co), having  substantially  increased  its  spot 
broadcasting  in  August,  now  using  quar- 

ter-hour news  programs  three-times  weekly 
on  15  major  markets  and  continuing  for 
indefinite  period.  H.  M.  Kiesewetter  Adv., New  York. 
AMERICAN  CIGARETTE  &  CIGAR  Co., 
New  York  (Pall  Malls),  using  spot  an- 

nouncements on  five  New  York  stations 
and  participations  on  27  additional  sta- 

tions, on  a  varying  basis.  Transcribed  com- 
mercials. Ruthrauif  &  Ryan,  New  York. 
Wearing  Apparel 

BOND  STORES,  New  York  (chain  stores, 
men's  clothing),  continuing  to  use  partly news  and  partly  musical  clock  programs 
(quarter-hour)  on  36-37  stations  six-times 
weekly,  having  renewed  for  another  13- 
week  cycle  in  September.  Neff-Rogow,  New York. 
MELVILLE  SHOE  Corp.,  New  York 
(Thom  McAn  Shoes),  currently  using 
news  program  on  one  N.  Y.  station, 
not  contemplating  further  radio  due  to 
leather  situation.  Neff-Rogow,  New  York. 
CASE  CLOTHES,  Lewis  Apparel,  West- 

ern Clothes,  Worth  Clothes,  New  York 
(chain  stores,  men's  clothes),  using  tran- scribed announcements  on  50-60  stations 
for  6-week  periods  at  intervals.  Frank  B. 
Sawdon  Adv.,  New  York. 
TRIMOUNT  CLOTHING  Co.,  New  York 
(Clipper  Craft  Clothes),  former  user  of 
spot  broadcasting,  now  confined  to  net- 

work program.  Emil  Mogul  Co.,  New York. 
O'SULLIVAN  RUBBER  Co.,  Winchester, Va.  (rubber  heels  &  soles),  10-week  fall 
and  winter  campaign,  transcribed  an- 

nouncements, 3-4  times  weekly  on  40  sta- 
tions, starting  Nov.  21.  Bermingham,  Cas- 

tleman  &  Pierce,  New  York. 

HOWARD  CLOTHES,  New  York  (men's clothes),  participations  WNEW,  New  York, 
totaling  5  hours  weekly,  all  live  programs. 
Redfield-Johnstone,   New  York. 
NATIONAL  SHOE  STORE  Co.,  New  York, 
although  in  March  reported  to  be  doubling 
radio  advertising,  now  using  only  three 
New  York  stations,  and  has  no  further 
plans.  Emil  Mogul  Co.,   New  York. 
BARNEY  CLOTHES,  New  York  (men's clothes),  continues  participations  and  spot 
announcements  on  five  New  York  and 
New  Jersey  stations  through  fall  and  win- ter. 

ADLER  SHOES,  New  York  (men's  shoes), participations  WJZ  WOR  and  14  spot  an- 
nouncements weekly  WQXR,  to  expand  late 

this  fall.  Consolidated  Adv.,  New  York. 
Miscellaneous 

ROYAL  LACE  PAPER  WORKS,  Brooklyn 
(paper  doilies),  Oct.  1  starts  participations 
on  women's  programs  three  to  five  times weekly  in  16  markets.  Lawrence  C.  Gum- 
binner.  New  York. 
COOPERATIVE  LEAGUE  OF  U.S.A., 
New  York,  transcribed  quarter-hour  pro- 

gram, Let's  Get  Together,  Neighbor,  to start  first  two  weeks  in  November,  24 
stations.  Atherton  &  Currier,  New  York. 
OYSTER  SHELL  PRODUCTS  Co.,  New 
Rochelle.  N.  Y.  (live  stock  supplies),  to 
use  spot  announcements  on  35  or  40  sta- 

tions. Cecil  &  Presbery,   New  York. 
NORTH  AMERICAN  ACCIDENT  INSUR- 

ANCE Co.,  Newark,  fall  and  spring  cam- 
paign of  five-minute  and  quarter-hour  live 

programs  on  25-30  stations.  Franklin  Bruck 
Adv.  Corp.,  New  York. 
JOHNSON  &  JOHNSON,  New  Brunswick, 
N.  J.  (Red  Cross  surgical  dressings),  spot 
announcements,  six  to  10  times  weekly  74 stations.  Young  &  Rubicam,  New  York. 

EX-JAP  PRISONER  W.  R.  Willis 
(left),  newspaperman  and  former 
CBS  Tokyo  correspondent,  has 
joined  the  news  department  of 
KMOX,  St.  Louis  following  his 
repatriation  on  the  exchange  ship 
Gripsholm.  With  Francis  P.  Doug- 

las, station  news  director,  he  is 
planning  his  special  intei-pretations of  Far  Eastern  news. 

DR.  HESS  &  CLARK,  Aashland,  Ohio 
(poultry  remedies),  five-minute  transcrip- 

tions. Smilin'  Ed  McConnell,  19  stations, 
52  weeks.  N.  W.  Ayer  &  Son,  New  York. 
SAVINGS  BANK  ASSN.  of  the  State  of 
New  York,  participations  on  women's  pro- grams on  about  10  New  York  stations. 
Ruthrauff  &  Ryan,  New  York. 
PERSONAL  FINANCE  Co.,  Newark 
(loans),  spot  announcements  and  five-min- ute programs  on  some  40  stations.  Al 
Paul  Lefton,  New  York. 
E.  FOUGERA  &  Co.,  New  York  (Mag- 
itex  dog  bath) ,  spots  on  two  stations. 
Bermingham,  Castleman  &  Pierce,  New York. 
POSTAL  TELEGRAPH  Co.,  New  York, 
spots    on    60    stations.    Blow    Co.,  New 
BULOVA  WATCH  Co.,  New  York,  time 
signals  on  260  stations.  Blow  Co.,  New York. 

LONGINES-WITTNAUER  WATCH  Co., 
New  York,  time  signals  continue  on  sta- 

tions throughout  country.  Arthur  Rosen- 
berg Co.,  New  York. 

GRUEN  WATCH  Co.,  New  York,  time 
signals,  news  programs,  25  stations.  Mc- 
Cann-Erickson,  New  York. 
NATIONAL  BISCUIT  Co.,  New  York 
(milk  bone  dog  food),  spot  announce- 

ments, 23  stations.  McCann-Erickson,  New York. 

AMERICAN  INDUSTRIES  Salvage  Com- 
mittee, New  York  (scrap  metal),  spot 

announcements,  220  stations.  McCann- 
Erickson,   New  York. 

Holiday  Campaign 
RECORD  GUILD  OF  AMERICA,  New 
York  (Christmas  gift  records),  starts  one 
and  five-minute  recordings  on  stations  in 
communities  where  records  on  sale,  Oct. 
12-Dec.  24.  After  Christmas,  will  launch 
similar  campaign  for  children's  records. H.   A.   Salzman   Inc.,   New  York. 
MARLIN  FIREARMS  Co.,  New  York 
(razor  blades),  continuing  campaigns  of 
spot  announcements  and  participations  on 
stations  throughout  the  country.  Will  prob- 

ably resume  in  Oct.  schedules  on  30  sta- 
tions, cancelled  for  September,  but  de- 

pending on  steel  situation.  Original  sched- 
ule, 60  stations,  using  conservation  theme. 

Craven  &  Hedrick,  New  York. 
COOPER  SAFETY  RAZOR  Corp.  Brook- 

lyn (razor  blades),  has  started  daily  an- 
nouncements on  WEBR,  and  will  use  sta- 

tions in  major  eastern  and  midwestern 
markets,  as  yet  undetermined,  to  stress 
care  and  conservation  of  blades.  Heffel- 
finger  Agency,  New  York. 
AMERICAN  SCHOOL,  Chicago  (home 
study  courses),  launched  a  fall  campaign 
Aug.  31,  using  five-minute  and  quarter- 
hour  news  and  music  programs  on  53  sta- 

tions or  more.  Equity  Adv.,  New  York. 
JOSEPH  DIXON  CRUCIBLE  Co.,  Jersey 
City  (Ticonderoga  pencils),  continuing 
transcribed  spot  announcements,  about  five- 
times  weekly  on  WOR  WLW  WLS  KHJ. 
Federal  Adv.,  New  York. 
BELGIAN  INFORMATION  CENTER, 
New  York  (News  from  Belgium  bulletin), 
in  a  campaign  launched  July  13,  now  us- 

ing about  14  stations  for  participations  in 
news,  music  and  women's  interest  pro- grams, from  three  to  five  times  weekly, 
and  likely  to  continue  thru  winter.  Largely 
in  Mid-Western  area.  Albert  Frank-Guen- 
ther  Law,  New  York. 

LOS  ANGELES 

By  DAVID  GLICKMAN 
DESPITE  the  fact  that  West  Coast 
broadcasters  and  station  represen- 

tatives express  a  feeling  of  op- 
timism on  fall  spot  broadcasting, 

an  undercurrent  of  pessimism, 
never  before  sensed,  prevails  among 
agency  account  executives  in  that 
area. 

With  advertisers  delaying  cam- 
paigns because  of  wartime  prob- 

lems, many  an  agency  executive  is 
chary  of  making  any  long-range 
predictions.  Following  a  middle-of- 
the-road  policy,  they  recognize  that 
most  anything  can  happen,  and 
with  tongue  in  cheek  many  refuse 
even  to  hazard  an  opinion. 

Hope  is  expressed,  however,  that 
smart  West  Coast  advertisers  will 
profit  by  the  experience  of  the  last 
war  when  firms  which  either  quit 
advertising  or  cut  budgets  to  the 
bone,  lost  leadership  in  their  re- 

spective fields  after  peace  was  de- clared. 

Agency  Worries 
Conversation  by  most  West  Coast 

agency  men  is  tempered  with  reser- 
vation. Several  stated  that  clients, 

at  the  moment,  were  uncertain  of 
advertising  plans,  although  con- 

servative spot  campaigns  have  been 
mapped.  Two  well-known  West 
Coast  agencies,  in  off-the-record 
conversation,  declared  that  with 
gasoline  rationing,  they  might  be 
out  of  business  by  late  fall. 

Servicing  petroleum  as  well  as 
other  accounts  effected  by  the  war 
and  its  multiple  problems,  they  are 
considering  closing  shop  for  the 
duration.  Faced  with  manpower 
shortage  to  carry  on,  other  Pacific 
Coast  agencies  have  expressed 
similar  opinions.  Still  others  con- 

tacted express  enthusiasm  on  fall 
activities  of  clients  and  are  sched- 

uling early  spot  campaigns  which 
will  take  contracts  through  the 
winter  months. 

Station  executives  and  represen- 
tatives base  their  optimistic 

prophesies  on  commitments  on  hand 
and  knowledge  of  campaigns  sched- 

uled to  start,  both  regional  and 
national,  as  well  as  local.  Many  ac- 

counts are  long-term  renewals, 
with  others  scheduled  for  short  or 
seasonal  campaigns.  Judging  from 
reports  gleaned  during  this  survey, 
spot  business  more  than  held  its 
own  during  the  past  summer 
months  on  the  West  Coast. 

Stations  that  feared  a  drop  in 
revenue  were  delightfully  sur- 

prised, with  spot  placements  run- 
ning well  ahead  of  1941.  With  a 

heavy  backlog  of  contract  to  start 
the  fall  season,  they  see  no  in- 

dication of  a  drop  in  overall  busi- 
ness for  the  last  quarter  of  1942  at 

least.  Several  major  stations  in 
the  West  Coast  area  report  that 
they  will  start  the  fall  season  with 
"tight  schedules",  while  others  de- 

clare that  "choice  time"  is  gone.  A 
great  percentage  of  this  business  is national. 

It  was  pointed  out  that  direct 

mail  accounts  will  provide  an  active 
source  of  revenue.  Life  insurance 
accounts  too  are  perking  up,  and 
from  all  indications  will  be  heavy 
users  of  West  Coast  radio  time  this 
fall  and  winter.  There  is  also 
stimulated  markets  for  cleansers, 
cosmetics,  vitamins,  magazines  and 
a  variety  of  breakfast  and  other 
food  as  well  as  drug  products.  Then 
too  there  are  many  religious  ac- 

counts placing  from  the  West  Coast 
and  Los  Angeles  in  particular. 

There  are  many  problems  of 
manufacture,  packaging  and  dis- 

tribution, plus  priority  and  quota, 
that  have  slowed  up  various  West 
Coast  advertisers.  But  this,  ac- 

cording to  broadcasters  and  station 
representatives,  is  no  indication 
that  firms  will  not  follow  through 
on  proposed  radio  campaigns  once 
these  problems  are  solved. 
Many  accounts  currently  on  the 

air,  which  started  in  early  spring 
with  spot  campaigns,  will  utilize 
their  radio  time  to  introduce  new 
products,  carrying  schedules 
through  Christmas.  In  some  in- 

stances they  plan  to  increase  efforts 
during  the  holiday  season  with  ad- ditional spot. 

Then,  too,  certain  West  Coast  ad- 
vertisers, going  through  a  transi- 

tion, have  decreased  their  radio 
advertising  for  the  time  being,  but 
still  maintain  schedules  to  keep 
firm  names  before  the  consumer. 
These  manufacturers  are  turning 
to  new  means  to  keep  factories  go- 

ing and  with  new  products  on  the 
markets  will  again  increase  activ- 

ity. 

Wartime  Boom 

As  a  whole,  national  advertisers 
recognize  the  West  Coast  as  bo- 

nanza territory  due  to  the  influx 
of  wartime  industry  workers  who 
comprise  an  untapped  market.  That 
particular  surface  has  only  been 
scratched.  It  must  be  remembered 
that  there  are  more  than  250,000 
workers  employed  by  the  Pacific 
Coast  aircraft  industry  alone,  with 
new  'personnel  being  added  daily. 

Defense  stimulus  to  business  is 
creating  more  jobs  and  the  full 
impact  has  not  yet  been  felt.  Local 
payrolls  are  higher  than  ever  be- 

fore. Lower  income  bracket  em- 
ployes can  now  afford  many  pur- 
chases than  they  have  been  able 

to  make  in  previous  years.  The  pub- 
lic is  also  buying  better  quality 

merchandise  and  more  of  it.  As 
result,  the  Pacific  Coast  is  reaping 
a  harvest  from  new  money  ex- 

pended through  war  effort  activ- ities. 

Station  representatives  are  go- 
ing in  for  creative  selling — de- 

veloping new  accounts  and  re- 
selling old  ones  that  have  been  out 

of  radio  for  some  time.  They  are 
also  concentrating  on  firms  not  ra- 

dio minded  but  having  products 
not  on  the  air.  As  result  there  will 
be  several  new  names  on  the  air 
this  fall. 

Still  unsettled  are  plans  of  the 
petroleum  industry  on  the  West 
Coast.  With  gasoline  rationing 
scheduled  to  go  into  effect  soon, 

oil  company  executives  and  agen- 
cies handling  accounts  have  made 
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oday,  Philadelphia  women  are  on  the  march!  They  are 

parading  info  department  stores . .  .  grocery  stores . .  .  drug  stores 

. . .  apparel  stores . . .  any  store  where  merchandise  is  for  sale. 

1942  retail  sales  will  show  a  789  million  dollar  increase  over  1941 

if  sales  continue  at  their  present  rate.  Are  you  sharing  in  this 

tremendous  business  boom  ?       Ihe  effective,  economical  way 

to  reach  this  rich  buying  audience  is  to  use  WC AU,  Philadelphia's 

ONLY  50,000  watt,  non-directional  radio  station.  To  make 

your  advertising  messages  go  further  and  do 

more  work  we  offer  this  suggestion  .  .  . 

V  use  WCAU. 

50,000  WATTS  IN  ALL  DIRECTIONS 

•  AN    AFFILIATE     OF    THE     COLUMBIA     BROADCASTING  SYSTEM 



no  announcements  on  future  radio 
advertising  plans.  When  it  conies 
to  pass,  agency  account  executives 
venture  the  opinion  that  they  will 
concentrate  on  public  service  pro- 
grams. 
GENERAL  PETROLEUM  Corp.,  Los  An- 

geles (M  bile-is,  oil),  through  Smith  & 
Drum,  that  city,  cancelled  its  weekly  half- hour  news  dramatizations.  /  Was  There, 
on  CBS  West  Coast  stations.  Firm  on 
Sept.  28  started  sponsoring  Raymond  Gram 
Swing-  on  BLUE  West  Coast  stations, 
Monday  through  Friday,  7-7:15  p.  m. 
(PWT). 
UNION  OIL  CO.,  Los  Angeles  (gas,  oil), 
through  Lord  &  Thomas,  that  city,  also 
dropped  its  five-we-kly  quarter-h"nr  n"ws 
analyst.  Nelson  Pringle,  on  CBS  West Coast  stations. 
CALIFORNIA  LIMA  BEAN  Growers 
Assn.,  Oxnard.  Cal.  (cooperative),  through 
J.  Walter  Thompson  Co.,  Los  Angeles,_  and 
new  to  radio,  is  considering  a  national 
spot  campaign  for  fall. 
CALAVO  GROWERS  of  California,  Los 
Angeles  (avacados),  which  formerly  used 
participation  programs  as  well  as  national 
spot  in  seasonal  campaign,  is  mapping 
plans  for  fall.  Agency  is  J.  Walter  Thomp- son Co.,  Los  Angeles. 
GOLDEN  AGE  Corp.,  Los  Angeles 
(macaroni),  out  of  radio  for  sometime, 
in  a  26-week  campaign  started  Sept.  13  is 
using  28  time  signal  announcements 
weekly  on  KECA,  that  city.  Other  West 
Coast  spot  radio  is  contemplated,  with 
placement  through  Briaacher,  Davis  & 
Staff,  Los  Angeles. 
LATA  WINERY  Co.,  Dinuba,  Cal.  (Lata, 
St.  Charles  wines),  new  to  radio,  in  early 
October  is  scheduled  to  start  a  spot  an- 

nouncement campaign  in  the  Southern 
California  area  utilizing  Los  Angeles  sta- 

tions and  continuing  through  the  Christ- 
mas holiday  season.  Barton  A.  Stebbins 

Adv..  Los  Angeles,  has  the  account. 
SOIL-OFF  MFG.  Co.,  Glendale,  Cal. 
(cleanser),  in  a  52-week  campaign  started 
Sept.  7  is  sponsoring  a  thrice-weekly 
quarter-hour  newscast  on  KFBB.  Great 
Falls;  KGVO.  Missoula:  KOA,  Denver; 
KOB,  Albuquerque;  KFBC,  Cheyenne. 
Firm  also  sponsors  a  thrice-weekly  10- 
minute  newscast,  SaiUOfi  Ne^va,  on  6 
CBS  Pacific  Coast  stations,  (KNX,  KQW, 
KARM.  KOTN.  KIRO  KROY),  Tuesday, 
Thursday,  Saturday,  5 :45-5 :55  p.  m. 
(PWT),  with  KOY  KTUC  added  to  the 
station  list  on  the  first  two  days,  as  of 
Sept.  29. 
BENEFICIAL  CASUALTY  Co.,  Los  An- 

geles (life  insurance) ,  through  Stodel 
Adv.  Co.,  that  citv,  plans  to  expand  its 
schedule  on  the  West  Coast.  Firm  cur- 

rently sponsors  from  one  to  six  times 
weekly,  a  fiv^minute  transcribed  news 
program.  Behind  the  Headlines,  on  12 
Pacific  C'"a=t  st-it-ons.  List  includes  KOMO 
KJR  KTTIC  KGO  KSAN  KLX  KECA KMPC  KFWB  KFVD  KFEL  KPAS. 

Auto  Accessories 

PEP  BOYS  OF  CALIFORNIA,  Los  An- 
geles (auto  accessories),  directing  its 

commercials  to  war  industry  employes,  in 
addition  to  an  early  morning  quarter  hour 
newscast  on  KECA,  that  city,  currently 
sponsors  a  similar  type  of  evening  pro- 

gram on  that  station.  Nightly  quarter- 
hour  newscasts  are  also  sponsored  on 
KFI.  Los  Angeles ;  KFOX.  Long  Beach, 
KFXM,  San  Bernardino;  KFSD,  San  Diego, 
with  all  contracts  on  a  52-week  basis. 
Milton  Weinberg  Adv.  Co.,  Los  Angeles, 
is  the  agency. 
KIP  CoXT>.,  Los  Angeles  (sunburn  oint- 

ment) ,  in  a  California  campaign  is  spon- 
soring 12  transcribed  one-minute  an- 

nouncements weekly  on  KRKD,  that  city, 
and  KJBS.  San  Francisco.  Daily  spots  are 
also  bein-?  used  on  KFAC,  Los  Angeles and  KPAS.  Pasadena.  Placement  is 
through  Phillip  J.  Meany  Co.,  Los  Angeles. 
PROGRESSIVE  CIRCULATION  Co.,  Los 
Angeles  (Farm  Journal  magazine),  which 
started  in  early  September  using  an  aver- 

age of  five  weekly  one-minute  live  an- 
nouncements and  participations  in  farm 

programs  on  14  stations  nationally,  will 
expand  the  list  to  include  other  outlets. 
Current  lin  includ'>8  WSAZ  KXKX  KBKR 
KELA  KENO  KSFO  KWJJ  WPIC  KSOO 
WJAG  KFBI  KWIL  WDZ  WKBH.  Clar- 

ence B.  Juneau  Agencies,  Los  Angeles, has  the  account. 
McMAHAN  FURNITURE  Co.,  Santa 
Monica,  Cal.,  with  19  retail  stores  in  the 
Southern  California  area,  and  placing  di- 

rect, sponsors  a  daily  quarter-hour  early 
morning  commentary  featuring  Fleet- 

wood Lavrton,  news  analyst,  on  KFI  and 
KECA,  Los  Angeles.  In  addition  tran- 

scribed versions  are  sponsored  six  times 
weekly  on  KERN,  Bakersfield,  and  KMJ, 
Fresno.  Firm  also  vises  weekly  participa- tion   in    Ecos    Acoreanos,    a  Portuguese 

language  program  on  KGER,  Long  Beach, 
and  through  local  store  tie-ins  utilizes 
other  stations  in  the  Southern  California 
area.  J.  W.  Shafer  is  advertising  manager. 
BEKINS  VAN  &  STORAGE  Co.,  Los  An- 

geles, which  stores  and  retails  furniture 
through  33  warehouses  in  California, 
Washington  and  Oregon,  currently  has  a 
spot  schedule  on  a  group  of  West  Coast 
stations,  utilizing  two  and  three  an- nouncements weekly  on  KGB  KFSD  KQW 
KNX  KOTN  KHQ.  In  addition  the  firm 
sponsors  thrice-weekly,  Harry  W.  Flan- nery.  news  analyst,  on  CBS  Pacific  Coast 
stations,  Monday.  Wednesday,  Friday,  5:30- 
5:45  p.  m.  (PWT').  Account  is  serviced  by Brooks  Adv.  Agency,  Los  Angeles. 
LYON'S  VAN  &  STORAGE  Co.,  Los 
Angeles  (moving,  storage),  placing  through 
BBDO.  Hollywood,  is  using  from  two  to 
five  live  and  transcribed  announcements 
as  we'l  as  program  participations  on 
eight  California  stations,  and  will  add  to 
th°  list  during  fall.  Stations  are  KNX 
KTT.I  KMJ  KTMS  KSFO  KPAS  KIEV 
KFI. 
FOREMAN  &  CLARK,  Los  Angeles 
(men's  clothing  chain),  supplementing  its six-weekly  quarter-hour  early  morning 
npwsc.ot'!  on  six  Pacific  Coast  stations, 
plus  WHR,  Kansas  City,  in  a  fall  cam- 

paign w^ich  started  Sept.  10  and  con- 
ti'^ues  through  three  months,  is  using 
dailv  spot  announcements  in  those  major 
mai-kets.  Agency  is  Botsford,  Constantine 
&  Gardner,  Los  Angeles. 
LOS  ANGELES  SOAP  Co.,  Los  Angeles 
^Scotch  soap),  placing  through  Raymond 
R.  Morgan  Co.,  Hollywood,  will  continue 
to  use  five  spot  announcement^  weekly  on 
ri^e  stations  in  the  We^t.  List  includes 
FFT  KOV  KTUC  KSUN  KROD  KMJ 
KFSD  KGMB  KHBC,  with  contemplated 
ad-Ht'-^ns  during  lote  fall  and  early  win- 

ter. Firm  for  its  White  King  soap  is  con- 
tinu'ng  a  schedule  of  five  spots  per  week 
as  well  as  pr^ieram  nartic'T-iotions  on KHCM  Kr.TR  K^^PA  TCRWM  KHFN  KOA. 
KGHL  KIDO  KGEZ  KMED  KROD  KHQ. 

Other  Accounts 

L.  B.  LABS.,  Hollywood  (hair  oil), 
through  Glasser-Gailev  &  Co.,  Los  An- 

geles, with  thrice-weekly  participation  in 
Listen  to  Linkletter  on  KSFO.  San  Fran- 

cisco, and  daily  particination  in  Defense 
Worker's  Jamboree  on  KFMB,  San  Diego, w'll  expand  to  other  markets  in  early fall. 

MODE  O'  DAY  Corp.,  Los  Angeles 
(women's  apparel),  with  local  store  tie- in.  using  spot  time  on  stations  in  the  11 
Western  States,  plans  an  added  campaign 
for  Christmas  business.  Firm  also  spon- 

sors a  weekly  ten-minute  program.  Mode 
O'  Day  News  on  11  CBS  Western  sta- 

tions, Sunday,  5:45-5:55  n  .m.  (PWT), 
with  placement  through  Glasser-Gailey  & 
Co. 
COLONIAL  DAMES  Corp.,  Los  Angeles 
(cosmetics),  depending  upon  market  con- 

ditions and  inventory,  plans  expansion  of 
its  present  soot  campaign  to  include  other 
western  stations  during  mid-fall.  Firm 
uses  30  to  40  spot  announcements  and 
program  particinations  weekly  on  KMJ 
KFVD  KFMB  KRFC  KSFO.  This  is  in 
addition  to  a  weekly  five-minute  narra- 

tive. Find  the  Woman,  on  8  CBS  West- 
ern stations,  Friday  9:55-10  p.  m.  (PWT). 

Glasser-Gailey  &  Co.,  Los  Angeles,  also handled  the  account. 
CHEMICALS  Inc.,  San  Francisco  (Vano- 
woodwork  cleanser) ,  on  Sept.  21  started 
sponsoring  a  thrice-weekly  quarter-hour 
program.  Funny  Money  Man,  on  KPO, 
that  city,  and  renewed  participation  six 
times  per  week  in  the  combined  Sunrise 
Salute  and  Housewives  Protective  Leaoue 
on  KNX,  Hollywood.  Firm  uses  twice- 
weekly  participation  in  the  Marjorie  Mills 
home  economic  program  on  9  Yankee  Net- 

work Ftations;  Home  Makers  Club  on 
WOL.  Washington,  and  similar  programs 
on  WIPG,  Philadelphia  and  KOA,  Den- 

ver, with  spot  announcements  on  KQW 
KOIN.  Other  spot  radio  is  contemplated. 
Agency  is  Botsford,  Constantine  &  Gard- 

ner, San  Francisco. 
CALIFORNIA  FRUIT  GROWERS  Ex- 

change, Los  Angeles  (Sunkist  oranges, 
lemons),  supplementing  the  thrice-weekly 
quarter-hour  CBS  Hedda  Hopper's  Holly- wood, will  follow  its  usual  procedure  with 
a  series  of  spot  campaigns  in  selected 
markets.  Firm  is  including  spot  radio  in 
its  $800,000  appropriation  to  advertise 
lemons  during  the  1942-43  season,  and  sta- 

tion list  is  now  being  discussed.  Agency 
is  Lord  &  Thomas,  Los  Angeles. 
SEARS  ROEBUCK  &  Co.,  Los  Angeles,  is 
becoming  a  more  consistent  user  of  radio 
time,  going  in  for  extensive  schedules  of 
spot  time  for  various  sales  in  its  Southern 
California  stores.  Agency  is  the  Mayers 
Co..   Los  Angeles. 

SAN  FRANCISCO 

By  J.  CLARENCE  MYERS 
FROM  ALL  indications  business 
has  adjusted  itself  to  the  war  sit- 

uation, has  molded  its  merchandis- 
ing and  advertising  into  the  cur- 
rent picture,  leaped  many  of  the 

production  hurdles  and  has  settled 
down  to  do  something  constructive 
in  radio  selling. 

The  result  will  be  a  notable  in- 
crease in  radio  billings  for  the  fall 

season  over  summer  and  spring, 
with  the  majority  now  on  the  air 
continuing  or  increasing  their  bud- 

gets and  a  number  of  new  radio 
users  joining  the  fold. 

That  is  the  concensus  of  a  score 
of  radio  timebuyers  and  agency 
executives  in  the  San  Francisco 
Bay  area. 

Advertisers,  they  agree,  who  ex- 
perienced war  jitters  for  a  few 

months  after  the  outbreak  of  the 
conflict,  plus  innumerable  produc- 

tion problems,  were  faced  with 
many  perplexing  problems  with 
many  of  them  shaving  their  adver- 

tising budgets  or  pulling  in  their 
horns  for  some  watchful  waiting. 
That  era  is  past.  Business  has 
turned  the  corner  and  is  in  an  up- 

ward direction. 
The  San  Francisco  Bay  region, 

with  its  vast  shipyards  and  other 
war  industries  humming  24  hours  a 
day,  seven  days  a  week,  has  brought 
tens  of  thousands  of  ready  buyers 
to  this  section.  The  increasing  dif- 

ficulties in  getting  plates  for  en- 
graving work,  printing  and  paper 

for  printed  advertising,  are  prov- 
ing beneficial  to  radio. 

Biggest  in  History 
From  all  sides  agencies  reported 

increased  billings  for  the  fall.  Com- 
mon comment  was  that  this  season's 

radio  billing  would  be  the  biggest 
in  the  history.  While  many  new 
accounts  have  already  committed 
themselves  to  radio  contracts,  still 
many  others  are  contemplating  the 
medium,  with  a  number  of  the 
agencies  working  on  more  radio 
prospects  than  ever  before. 
McCann-Erickson  and  Erwin- 

Wasey  each  reported  from  their 
San  Francisco  offices  that  the  1942- 
1943  radio  season  is  well  on  its 
way  to  being  an  all-time  high  in 
their  respective  agencies. 

There  will  be  notable  increases 
in  radio  advertising  of  bread  ac- 

counts, wines,  beer,  food  products, 
soft  drinks  and  mixers,  soap  and 
milk  in  the  San  Francisco  area. 
The  greatest  increase,  perhaps,  is 
that  of  the  wine  accounts,  with 
three  of  the  largest  radio  buyers, 
Roma  Wine  Co.,  Italian-Svsdss 
Colony  and  Petri  Wine  Co.,  all  in- 

creasing their  air  time  for  the 
fall  and  winter  seasons.  Beer,  us- 

ually seasonal,  too,  is  holding  up 
during  the  fall,  with  Acme,  Lucky 
Lager  and  others  carrying  heavy 
schedules. 

Of  61  radio  accounts  reported  in 
the  San  Francisco  Bay  district, 
26,  or  nearly  half,  have  either  just 
recently  increased  their  radio  bill- 

ing or  will  increase  it  during  the 
autumn  months.  A  few  of  them 

PSYCHOLOGICAL  LIFT  for  news 
announcers  of  KROW,  Oakland,  is 
provided  by  a  grinning,  bucktoothed 
nip  drawn  on  the  gong  which  news- 

casters strike  before  each  broad- 
cast. As  they  smack  the  grinning 

face,  studiomen  go  about  their  job 
with  a  sense  of  accomplishment, 
and  a  fresh  reminder  that  a  slip 
of  the  tongue  is  liable  to  reach  the 
big  ears  of  the  enemy.  Idea  is 
credited  to  Scott  Weakley,  conduc- 

tor of  Man  On  the  Street  program. 

have  just  returned  to  the  air  fol- 
lowing a  summer  lay-off. 

There  are  only  rare  instances 
where  an  account  will  fail  to  con- 

tinue on  the  air  during  this  season. 
Among  these  were  Yellow  Cab,  sec- 

ond hand  automobile  dealers  and 
advertisers  of  such  other  commod- 

ities that  come  under  rationing  or 

priorities. Most  California  stations  will 
benefit  from  the  political  contests 
and  some  are  reaping  new  business 
from  various  public  utilities  in 

their  campaign  for  additional  em- 
ployes. Some  of  the  Government 

agencies,  too,  have  placed  business 
through  various  advertising  agen- 

cies in  recruiting  for  skilled 
workers  in  many  lines.  Shipyards 

have  spent  considerable  sums  for 
such  workers. 

Par  Soap  Active 
PAR  SOAP  Co.,  Oakland,  is  using  a 
quarter-hour  twice  weekly  on  the  Galen 
Drake  "Housewives'  Protective  Leagued  on 
the  CBS  Pacific  Coast  network  and  the 
CBS  stations  in  Arizona  and  Montana. 
In  addition  it  is  using  spot  announcements 
on  about  eight  stations  in  the  West.  Plans 
to  continue  with  this  schedule  through  the 
fall.  Agency  is  Tomaschke-EUiott  Adv. 
Agency,  Oakland. 
KEY  SYSTEM  TRANSPORTATION  Co., 
Oakland,  (bus),  is  using  spot  announce- ments on  a  number  of  San  Francisco  bay 
stations  to  recruit  workers  for  the  com- 

pany. Agency  is  Tomaschke-EUiott  Adv. 
Agency,    Oakland,  Cal. 
GOLDEN  STATE  MILK  Co.,  San  Fran- 

cisco ( Golden- V  Vitamin  Milk)  will  con- 
tinue with  its  heavy  radio  schedule  dur- ing the  autumn.  Currently  it  is  using 

Phil  Stearns'  newscasts  three  times  weekly 
on  KFRC,  San  Francisco  ;  participation  on 
Galen  Drake's  Housewives  Protective 
League  on  KQW  and  KNX  six  times 
weekly  ;  news  and  home  economics  partici- pations on  KFBK,  KWG  and  KFRE  and 
live  and  transcribed  spot  announcements 
on  a  number  of  stations  throughout  Cali- fornia. Agency  is  Ruthrauff  &  Ryan,  San Francisco. 

LANGENDORF  UNITED  BAKERIES,. 
San  Francisco,  currently  using  Red  Ryder 
on  the  Blue  Network  on  the  Pacific  Coast 
three  times  weekly  and  transcribed  and 
live  spot  announcements  on  stations 
throughout  the  Pacific  Coast  area,  plans to  increase  its  coverage  by  adding  KEX, 
Portland,  Ore.  to  the  Blue  stations  re- 

leasing Red  Ryder  in  the  next  few  weeks. The  remainder  of  the  schedule  will  remain 
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"Gave  proof  through  the  night..." 

Perhaps  it  happened  to  you  .' .  .  that  you  awoke  in  the  small  hours  of  the 
night,  and  could  not  sleep  again. 

It  was  the  war.  You  could  not  sleep  for  thinking.  The  Japs  in  the 
Aleutians  .  .  .  the  fears  and  doubts.  The  worry  that  our  American  way  of  life 
might  be  forever  conquered  and  forever  lost. 

You  snapped  on  the  radio  by  your  bed  ... 
And  there,  out  of  the  heart  of  the  darkness,  America  spoke! 

"This  program  came  to  you  from  Los  Angeles,"  said  the  radio- 
you  thought  of  the  size  of  America — of  its  vast  distances  curving 
under  the  night.  You  thought  of  the  unity  of  America — of  130  million 
Americans  linked  each  to  each  through  this  triumph  of  American 
ingenuity. 

An  announcer  asked  you  to  try  a  certain  toothpaste.  And  you 
thought  of  the  freedom  of  America — where  you  are  asked,  not  told, 

And 

to  buy  things.  Where  your  freedom  of  choice  still  rules  our  democracy. 

"We  hope  you  like  this  program,"  said  the  radio.  And  that,  too,  said 
something  you  had  never  realized  before.  That  the  whole  American  way 
of  life — of  which  broadcasting  was  only  a  part — was  built  on  giving  you 
what  you  want.  Not  what  some  dictator  wants  to  give  you! 

That  is  why — in  the  midst  of  turning  out  radio  equipment  for  the  armed 
forces  of  the  United  Nations — RCA  is  still  proud  of  the  peacetime  equip- 

ment which  has  made  American  broadcasting. 
For  here  is  a  force  we  did  not  have  in  the  last  war 

— a  uniting  force,  an  enlightening  force — a  force  that 
through  48  states  has  become  the  voice  of  America  her- 

self, saying: 

"Be  of  good  cheer.  Have  courage.  We  are  all  together 
.  .  .  and  our  flag  is  still  there!  "  . 

RCA  BROADCAST  EQUIPMENT 

RCA  MANUFACTURING  COMPANY,  INC.,  CAMDEN,  N.  J. 



the  same  during  this  season.  Agency  is 
Ruthrauff  &  Ryan,  San  Francisco. 
ASSOCIATED  DENTAL  SUPPLY  Co., 
San  Francisco,  using  Fulton  Lewis  jr.,  on 
Southern  California  stations,  recently  in- 

creased its  radio  and  is  using  in  addition 
spot  announcements  on  a  number  of  sta- 

tions in  Northern  California  and  the  Pa- 
cific Northwest.  Agency  is  McCann-Erick- 

son,  San  Francisco. 
CALIFORNIA  CROWN  SUGAR  GROUP, 
San  Francisco  (beet  sugar),  has  consider- 

ably enlarged  its  radio  schedule  for  the  fall 
season.  It  is  using  home  economics  partici- 

pations on  a  number  of  additional  stations 
both  in  Northern  and  Southern  Cali- 

fornia. Agency  is  McCann-Erickson,  San Francisco. 
CALIFORNIA  PACKING  Corp.,  San 
Francisco  (food  products),  will  continue  its 
radio  advertising  in  the  New  York  market 
via  Martin  Block's  Make  Believe  Ballroom, which  it  has  been  using  for  several  years. 
Agency  is  MeCann-Erickson,  San  Fran- cisco. 
DWIGHT  EDWARDS  Co.,  San  Francisco 
(Nob  Hill  coffee),  will  continue  its  schedule 
of  spot  announcements  in  a  number  of 
major  markets  in  the  country.  Agency  is 
McCann-Erickson,  San  Francisco. 
GENERAL  BREWING  Corp.,  San  Fran- 

cisco (Lucky  Lager  Beer),  currently  is 
using  Lucky  Lager  Dance  Time,  two-hour 
recorded  program  released  nightly  on  a 
Los  Angeles  and  San  Francisco  station 
and  is  adding  a  Fresno  station,  which  is 
releasing  the  same  feature.  In  addition 
the  advertiser  is  using  a  spot  announce- 

ment campaign  on  stations  in  the  Sacra- 
mento and  San  Joanquin  areas  of  Cali- 
fornia. Agency  is  McCann-Erickson,  San Francisco. 

GLOBE  MILLS.  Seattle  (flour),  will  con- 
tinue its  participations  in  the  Galen  Drake 

Housewives'  Protective  League  on  CBS  sta- tions through  the  fall-spring  season. 
Agency  is  McCann-Erickson,  San  Fran- cisco. 

Utility  Active 
PACIFIC  GAS  &  ELECTRIC  Co.,  San 
Francisco  (public  utility)  is  using  The 
Evening  Concert,  two  hour  recorded  pro- 

gram of  classical  music,  seven  nights  a 
week  on  KYA,  San  Francisco,  and  plans 
to  continue.  Program  recently  celebrated 
its  third  anniversary  on  the  air.  Agency is  McCann-Erickson,  San  Francisco. 
SOUTHERN  CALIFORNIA  GAS  Co.,  Los 
Angeles  (public  utility)  plans  to  continue 
through  the  year  its  two-hour  (recorded) 
symphony  program  six  nights  weekly  on 
a  Los  Angeles  station.  Agency  is  McCann- Erickson,  San  Francisco. 
SOUTHERN  COUNTIES  GAS  Co.,  Los 
Angeles  (public  utility)  currently  is  using 
a  two-hour  recorded  symphony  concert  six 
nights  a  week  on  a  Los  Angeles  station 
and  plans  to  continue.  Agency  is  McCann- 
Erickson,  San  Francisco. 
ROMA  WINE  Co.,  San  Francisco  recently 
started  News,  Faces  &  Places  with  Mel 
Venter  and  Phil  Stearns  on  the  Mutual- 
Don  Lee  network.  During  the  next  few 
weeks  this  feature  will  be  extended  to 
other  parts  of  the  country  and  in  addition 
the  advertiser  is  spotting  local  newscasts 
in  various  other  areas.  Roma  plans  a  vast 
radio  expansion  during  the  fall  and  winter. 
Agency  is  McCann-Erickson,  San  Fran- cisco. 

O'CONNOR,  MOFFATT  &  Co.,  San  Fran- cisco (department  store)  is  using  Phil 
Stearns'  newscasts  five  times  weekly  on KFRCJ.  San  Francisco,  participations  on 
KQW's  Open  Until  Nine  program  and  spot announcements  on  three  other  San  Fran- cisco stations.  It  may  increase  its  radio for  the  forthcoming  holiday  season.  Agency 18  Ruthrauff  &  Ryan,  San  Francisco. 
AMERICAN  POWER  &  LIGHT  SUB- 

SIDIARIES, Seattle,  (public  utility)  is using  Northwestern  Neighbors,  half-hour live  talent  program  on  a  Seattle  station, which  surveys  show  holds  nearly  50%  of the  listening  audience.  It  will  continue through  the  fall  and  winter  season.  Agency is  McCann-Erickson.  San  Francisco. 
MARIN  DAIRYMEN'S  MILK  Co.,  San Francisco  (Marin-Dell  milk),  in  August  re- newed for  52  weeks  its  seven  year  old 
program  Budda's  Marin-Dell  Amateur Hour,  weekly  hour  program  on  KFRC,  San 
Francisco.  Agency  is  R.  W.  Byrne  Adv., San  Francisc*. 

Standard  Oil  Shift 
STANDARD  OIL  Co.,  San  Francisco,  on 
Sept.  27  shifted  the  Standard  Symphony 
Hour  from  the  Mutual  Don  Lee  network  on 
the  Pacific  Coast  to  the  NBC  network 
(KPO,  KFI,  KMJ,  KGW,  KOMO,  KHQ) 
and  is  heard  one  hour  weekly.  On  Oct.  15 
Standard  will  return  the  Standard  School 
Broadcasts  to  the  NBC  network,  this  sea- 

son adding  stations  in  Arizona  and  Utah 
for  a  weekly  half-hour  broadcast  to  4,700 schools.  Standard  has  been  presenting  these two  programs  for  15  years  on  the  Coast.  In 
addition  Standard  this  fall  will  use  time 
signal  spot  announcements  on  a  number  of 
stations  throughout  the  Pacific  Coast  area. Agency  is  BBDO,  San  Francisco. 

WINSTON  CHURCHILL?  Guess 
again!  WIL,  St.  Louis,  boasts 
Churchill's  double  in  the  person  of 
Bud  Wildy,  station  libararian.  Peo- 

ple on  the  street  stop,  amazed  at 
the  striking  resemblance. 

PIONEER  BEVERAGE  Co.,  Oakland,  Cal. 
(Golden  Bridge  Punch)  new  to  radio,  re- 

cently started  a  spot  announcement  cam- 
paign on  a  number  of  stations  in  the  San 

Francisco  Bay  area  and  plans  to  continue 
through  the  autumn.  Agency  is  Ryder  & 

..lagljam,  -Oakland,  Cal. 
Friedman"  paint  Co.,  Oakland,  Cal. (wholesale  paints)  new  to  radio,  recently 
started  a  fall  spot  announcement  campaign 
on  several  San  Francisco  stations.  Agency 
is  Ryder  &  Ingram,  Oakland,  Cal. 
MOTHER'S  CAKE  &  COOKIE  Co.,  Oak- land, has  just  started  for  the  fall  season  a 
thrice-weekly  quarter-hour  newscast  on 
KPO,  San  Francisco.  Agency  is  Emil  Rein- 
hardt  Adv.,  Oakland. 
AVOSET  Inc.,  San  Francisco  (whipping 
cream)  is  using  transcribed  spot  announce- 

ments in  a  test  campaign  on  four  Port- 
land, Ore.,  stations  and  home  economics 

participations  on  the  fifth  station.  In  addi- 
tion it  is  using  transcribed  spots  on  the 

two  Honolulu  stations;  KINY  and  KFAR, 
Alaska;  HP5G-HOA-HOP  in  Panama.  It 
plans  to  continue  this  schedule  in  the  fall 
and  has  just  added  KOH,  Reno  to  the  list. 
Agency  is  Botsford,  Constantine  &  Gard- 

ner, San  Francisco. 
STRYKBBS  SOAP  Co.,  San  Francisco  (1- 
2-3  Cleanser — household  cleanser)  which 
recently  started  a  test  campaign  on  two 
stations  in  Fresno,  Cal.,  will  continue  this 
schedule  of  transcribed  spots  and  home  eco- 

nomics participations  during  the  fall. 
Agency  is  Botsford,  Constantine  &  Gardner, San  Francisco. 
PETER  PAUL  Inc.,  Naugatuck,  Conn. 
(Mounds  &  Dreams  candy  bar.  Ten  Crown 
gum)  off  the  air  during  the  summer,  re- 

turns to  the  air  October  5  on  five  CBS 
stations  in  California  with  a  ten  minute 
newscast  "Bob  Garred  Reporting"  Monday through  Friday.  Agency  is  Brisacher,  Davis 
&  Staff,  San  Francisco. 

Bank  on  the  Air 

KILPATRTCK  BAKERIES,  Oakland,  and 
San  Francisco,  is  using  The  Lone  Ranger 
thrice  weekly  on  KFRC,  KDON,  KGDM 
and  spot  announcements  over  a  number  of 
stations  in  Northern  California.  Plans  to 
continue  this  program  for  the  fall.  Agency 
is  Emil  Reinhardt  Adv.,  Oakland. 
CENTRAL  BANK  OF  OAKLAND.  Oak- 

land, is  using  spot  announcements  on 
KMYC,  Marysville,  Cal.,  to  advertise  its 
Marysville  branch  and  will  continue 
through  the  fall.  Agency  is  Emil  Rein- 

hardt Adv.,  Oakland,  Cal. 
ITALIAN-SWISS  COLONY,  San  Francis- 

co (wines),  currently  is  sponsoring  Ful- 
ton Lewis,  jr.  on  three  stations  in  Califor- 
nia and  Utah;  and  on  one  each  in  Arizona 

and  Missouri  twice-weekly  but  will  in- 
crease that  frequency  to  thrice-weekly  dur- 

ing the  fall  season.  In  addition  the  spon- 
sor is  using  spot  announcements  on  a 

scattered  schedule.  Agency  is  Leon  Liv- 
ingston Adv.,  San  Francisco. 

ALPINE  COFFEE  Co.,  San  Francisco, 
previously  only  a  spasmodic  user  of  radio, 
just  recently  started  a  quarter-hour  par- 

ticipation on  Breakfast  at  Sardi's  on  the 
BLUE  in  California  and  Oregon  on  Wed- 

nesdays and  Saturdays.  Agency  is  Leon 
Livingston  Adv.,  San  Francisco. 
SEVEN-UP  BOTTLING  Co.,  San  Fran- 

cisco (7-Up),  is  using  spot  announce- 
ments and  participations  on  six  stations  in 

Northern  California  just  recently  having 
increased  its  radio  in  this  area  consid- 

erably. More  stations  and  time  have  been 
added  to  the  radio  schedule  for  the  fall. 
Agency  is  Rhoades  &  Davis  Adv.,  San Francisco. 

Girard's  to  Remain 
COOK  PRODUCTS  Corp.,  San  Francisco 
(Girard's  French  Dressing)  is  using  The Little  Show  with  Ray  Lewis,  quarter-hour 
weekly  network  program  on  KHJ  and 
KFRC.  Although  radio  is  usually  curtailed 

during  fall  and  winter  months  when  fewer 
fresh  vegetables  are  available,  account 
plans  to  remain  on  the  air  through  the 
year.  Agency  is  Rhoades  &  Davis  Adv., 
San  Francisco. 
DENALAN  Co.,  San  Francisco  (dental 
plate  cleanser),  which  last  spring  used  the 
Don  Lee  network  in  California,  but  dropped 
off  during  the  summer,  probably  will  re- 

sume its  radio  activities  again  this  fall. 
Agency  is  Rhoades  &  Davis  Adv.,  San  Fran- cisco. 
DR.  B.  L.  CORLEY,  San  Francisco  (health 
foods),  currently  using  a  quarter-hour  tran- scribed program  on  KG  A,  KMPC,  KSFO 
and  the  Iowa  Network,  plans  to  expand  its 
radio  considerably  during  the  autumn  and 
will  use  a  number  of  additional  stations 
in  key  markets  throughout  the  country. 
Agency  is  Rhoades  &  Davis  Adv.,  San Francisco. 
SUNNYVALE  PACKING  Co.,  Sunnyvale, 
Cal.  (Rancho  Soups),  currently  is  using 
participations  thrice-weekly  on  Galen 
Drake's  Housewives  Protective  League  pro- gram on  the  CBS  Pacific  Coast  network 
and  the  CBS  Arizona  network.  It  will  con- 

tinue with  this  schedule  through  the  fall. 
Agency  is  Lord  &  Thomas,  San  Francisco. 
ALBERS  MILLING  Co.,  Seattle,  (Albers 
flapjack  flour)  off  the  air  during  the 
summer,  returned  Oct.  2  with  a  mystery 
drama,  series  Whodunit,  half-hour  weekly 
program  on  14  NBC  stations  in  the  West. 
Agency  is  Lord  &  Thomas,  San  Francisco. 
LINDSAY  OLIVE  Co.,  Lindsay,  Cal.,  is 
using  participations  six  times  weekly  on 
Galen  Drake's  Housewives'  Protective League  on  KNX.  Will  continue  through 
November,  possibly  longer.  Agency  is  Lord 
&  Thomas,  San  Francisco. 
ROOS  BROS.,  San  Francisco  (chain  cloth- ing stores ) ,  is  using  Speaking  of  Sports 
featuring  Ernie  Smith,  half-hour  weekly  on 
KFRC,  San  Francisco.  Probably  will  con- tinue remainder  of  year.  Agency  is  Lord  & 
Thomas,  San  Francisco. 

Tidewater  Active 

TIDEWATER  ASSOCIATED  OIL  Co., 
San  Francisco,  has  just  started  broadcasts 
of  major  intex'-coUegiate  football  games  on the  Pacific  Coast  as  well  as  many  of  the 
more  important  games  of  the  armed  serv- 

ices. The  schedule  of  games  and  stations 
used  is  heavier  than  in  any  past  year. 
Agency  is  Lord  &  Thomas,  San  Francisco. 
ROSEFIELD  PACKING  Corp.,  Alameda, 
Cal.  (Skippy  Peanut  Butter)  has  Skippy 
Hollywood  Theater,  half  hour  transcribed 
program  on  11  major  stations  in  key 
markets  of  the  west,  but  this  fall  will  add 
4  more  stations  to  the  list — KHSL,  Chico; 
KYOS,  Merced;  KMYC,  Marysville,  all 
in  California  and  WOW,  Omaha.  More 
stations  may  be  added  before  winter.  Ad- 

vertiser, comparatively  new  to  radio,  start- 
ed with  one  station  a  year  ago.  Agency  is 

Sidney  Garfinkel  Adv.,  San  Francisco. 
REMAR  BAKING  Co.,  Oakland,  is  using 
Are  You  a  Genius,  half-hour  weekly  pro- 

gram on  KGO,  San  Francisco,  and  Calling 
All  Kitchens,  Monday,  Wednesday,  Friday 
on  KQW,  San  Jose,  Cal.  For  the  fall  season 
it  has  added  a  series  of  spot  announce- 

ments on  KQW.  Agency  is  Sidney  Gar- 
finkel Adv.,  San  Francisco. 

GRAVEN-INGLIS  Co.,  Stockton,  Cal. 
(bread)  is  using  Dean  Maddox  Amateur 
Hour  weekly  on  KGDM,  Stockton,  and 
KTRB,  Modesto,  and  has  just  started  a 
new  schedule  of  spot  announcements  in 
addition  on  KTRB,  KWG  and  KGDM. 
Agency  is  Sidney  Garfinkel  Adv.,  San  Fran- cisco. 
PAR  SOAP  Co.,  Oakland,  Cal.,  also  is 
using  spot  announcements  on  stations  in 
Salt  Lake  City  and  Medford,  Ore.  has 
just  increased  the  frequency  from  one  to 
three  spots  a  week  on  each  station.  Agen- 

cy is  Brisacher,  Davis  &  Staff,  San  Fran- cisco. 

Acme  Beer  Busy 

DAIRY  BELLE  FARMS,  San  Francisco 
(milk),  using  Hospitality  House  Party, 
live  service  men's  show  half-hour  weekly on  KSFO,  San  Francisco,  will  continue 
throughout  the  fall.  Agency  is  Brisacher, 
Davis  &  Staff.  San  Francisco. 
ACME  BREWING  Co.,  San  Francisco,  has 
the  Don  Lee  Breakfast  Club  weekly  on  8 
Mutual-Don  Lee  stations  in  California;  the 
Juke  Box  program,  five-minute  transcribed 
show  on  approximately  12  stations;  a  series 
of  one-minute  transcribed  jingles  on  18 
California  stations;  and  home  economics 
participations  on  Woman's  Page  of  the Air  on  KSFO.  San  Francisco,  and  Ruth 
Thompson's  program  on  KJBS,  San  Frin- cisco.  Acme  is  one  of  the  biggest  time 
buyers  on  the  Coast  and  plans  to  main- 

tain its  current  schedule  throughout  the 
fall.  Agency  is  Brisacher,  Davis  &  Staff, San  Francisco. 
SHASTA  WATER  Co..  San  Francisco 
(sparkling  water),  off  the  air  for  some 
time,  has  returned  for  the  fall  and  winter 
season  and  is  using  spot  announcements 
preceding  and  following  all  football  broad- 

casts on  KGO,  San  Francisco.  Agency  is 
Brisacher,  Davis  &  Staff,  San  Francisco. 

SUNSET  MAGAZINE,  San  Francisco,' (home  and  garden  periodical),  new  to  ra- 
dio, has  started  three  five-minute  programs weekly  on  KSFO,  San  Francisco  and  plans 

to  continue  through  the  fall.  Agency  is 
Brisacher,  Davis  &  Staff,  San  Francisco. 
MOORE'S  Inc.,  San  Francisco  (men's clothing  stores),  is  using  spot  announce- 

ments on  KPO,  San  Francisco,  and  may 
increase  its  advertising  during  the  fall  sea- 

son. Agency  is  Brisacher,  Davis  &  Staff, 
San  Francisco. 
WEST  COAST  SOAP  Co.,  Oakland,  Cal. 
(Powow  soap)  has  "Dial  a  Winner"  pro- gram weekly  on  KJBS,  San  Francisco. Plans  to  retain  its  schedule  during  fall. 
Agency  is  Brisacher,  Davis  &  Staff,  San Francisco. 
STANDARD  BEVERAGES  Co.,  Oakland, 
Cal.  (Par-T-Pak),  is  using  Sing  With Your  Favorite  Band  weekly  on  KQW,  San 
P^rancisco.  Plans  to  continue  throughout 
fall.  Agency  is  Brisacher,  Davis  &  Staff, San  Francisco. 

Other  Accounts 
BELL  BROOK  DAIRIES,  San  Francisco 
(milk)  is  using  spot  announcements  on  a number  of  San  Francisco  stations.  Plans 
to  continue  this  schedule  throughout  the 
fall.  Agency  is  Botsford,  Constantine  & 
Gardner,  San  Francisco. 
WELLMAN,  PECK  &  Co.,  San  Francisco 
(wholesale  grocers)  is  using  spot  an- nouncements on  a  number  of  stations  in 
San  Francisco,  Sacramento,  Eureka,  Fres- 

no, and  San  Diego,  all  in  California.  Will 
retain  this  schedule  during  fall.  Agency 
is  Botsford,  Constantine  &  Gardner,  San Franscisco. 
CHEMICALS  Inc.,  San  Francisco  (Vano 
household  cleanser)  using  transcribed  and 
spot  announcements  on  a  number  of  North- ern California  stations.  Plans  to  retain  this 
schedule  during  Autumn  season.  Agency  is 
Botsford,  Constantine  &  Gardner,  San 
Francisco. 
LANGENDORF  UNITED  BAKERIES, 
San  Francisco  (bread),  also  is  sponsoring 
Boake  Carter  five  times  weekly  on  KFRC 
and  using  spot  announcements  on  KPO, 
KQW  and  KFRC.  Advertiser  plans  to  con- tinue this  schedule  through  the  fall  season. 
Agency  is  Erwin,  Wasey  &  Co.,  San  Fran- cisco. 
PETRI  WINE  Co.,  San  Francisco,  is  using 
transcribed  spot  announcements  on  KQW 
KFRC  WCFL  WENR  and  KSD.  It  re- cently increased  the  number  of  spots  on 
each  station  considerably  and  plans  to  ex- 

pand its  radio  advertising  to  several  othei 
parts  of  the  country  during  the  coming 
weeks.  Spots  currently  being  used  range 
in  frequency  of  from  five  a  week  on  som< stations  to  42  a  week.  Agency  is  Erwin, 
Wasey,  San  Francisco. 
REGAL  AMBER  BREWING  Co.,  Sar 
Francisco  (Regal  Pale  Beer)  is  using  Light 
&  Mellow,  half -hour  weekly  studio  program 
on  KPO,  San  Francisco,  and  Fish  Finder, 
quarter-hour  sports  talk  on  KROW,  Oak- 

land, Cal.  in  addition  to  live  and  tran- scribed spot  announcements  on  a  number 
of  stations  in  California.  It  plans  to  con- tinue this  program  during  the  fall.  Agency 
is  M.  E.  Harlan  Adv.,  San  Francisco. 
BELFAST  BEVERAGE  Co.,  San  Francisco 
(soft  drinks)  is  using  Belfast  HeaMines, newscasts,  five  times  weekly  on  KQW,  San 
Francisco,  and  a  schedule  of  spot  announce- ments on  KPO,  San  Francisco  and  plans  to 
continue  with  this  schedule  during  the  fall. 
Agency  is  M.  E.  Harlan  Adv.,  San  Fran- cisco. 
LOMA  LINDA  FOOD  Co.,  Arlington,  Cal. 
(Ruskets)  is  using  participations  on  home 
economics  programs  and  spot  announce- 

ments on  approximately  12  stations  in  Cali- fornia. Plans  call  for  the  same  schedule 
during  the  Fall.  Agency  is  Gerth-Pacific 
Co.,  San  Francisco. 

DETROIT 

EXPECTATIONS  in  Detroit  ad 
vertising  circles  are  that  spot  radio 
time  will  be  used  in  about  the  sam^ 
proportions  as  last  winter  during 
the  months  ahead. 

The  Detroit  placement  picture, 
of  course,  is  still  limping  under| 
the  blow  struck  at  it  by  the  near 
complete  stoppage  from  the  auto 
motive  accounts.  Aside  from  the 
General  Motors  Victory  Is  Our 
Business  transcriptions,  spot  timd 
by  automobile  accounts  is  scarce 
There  are  no  signs  that  any  chang< 
of  consequence  will  come  in  this situation. 

As  generally  the  case,  the  acces 

sory  and  parts  manufacturers  com^ 
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prising  other  sizable  advertising 
accounts  in  the  Detroit  area  are 
following  the  lead  of  the  larger 
manufacturers  and  spending  very 
little  on  advertising  of  any  kind. 
As  a  result,  therefore,  the  bulk  of 
radio  time  buying  being  placed 
from  Detroit  timebuyers'  desks  is 
for  miscellaneous  and  generally 
smaller  accounts,  and  for  retail 
accounts. 

The  retail  picture  appears  some- 
what brighter  than  in  the  winter 

of  1941-42.  No  cutdovms  are  in 
prospect,  and  some  increases  in  al- 

lotments are  anticipated.  The  large 
income  standards  of  Detroit  factory 
workers  are  dominant  in  the  swell- 

ing plans  of  the  retailers. 
At  the  same  time,  the  prospect 

of  scarcity  in  many  lines  of  con- 
sumer   goods,    and    short  stocks 

Radio's  Greatest  All- Star  Cast 
Substituted  for 

FULTON  LEWIS,  Jr. 

during  his  vacation — Aug.  17  thru  Sept.  4 

Thanks  to — 

PAUL  V.  McNUn 

CLAUDE  WICKARD 

ANTHONY  DIMOND 

REP.  SOL  BLOOM 

ADM.  EMORY  LAND 

SEN.  ROBERT  TAFT 

MISS  HELEN  HAYES 

DONALD  NELSON 

JOHN  STEELMAN 

SEN.  ALBEN  BARKLEY 

THURMOND  ARNOLD 

CAPT.  LELAND  S.  LOVEH 

LEON  HENDERSON 

SEN.  CHAN  GURNEY 

SEN.  A.  B.  CHANDLER 

These  topnotch  men  and  women  who  make  the  news — gave  the  news 

for  Fulton  Lewis,  Jr.  With  such  "pinch  hitters"  to  help  him  out  you 
can  readily  see  why  his  exclusive  scoops  and  authentic  newsbeats  are 
due  to  knowing  the  right  people! 

A  MAN  IS  KNOWK  BY  THE  COMPANY  HE  KEEPS" 

Now  on  180  Mutual  Stations! 

AVAILABLE  FOR  LOCAL  SPOHSORSHIP 

Fulton  Lewis,  Jr.,  is  the  "hottest"  name  on 
the  air  today — currently  sponsored  on  69 
stations.  Sell  him  on  your  station  at  your 
own  one  time  quarter  hour  rate  per  week. 
Get  busy — wire,  phone  or  write,  WM.  B. 
DOLPH.  WOL.  WASHINGTON,  D.  C. 

ORIGINATING  FROM  WOL  WASHINGTON,  D.  C. 

Affiliated  with  the  MUTUAL  BROADCASTING  SYSTEM 

throughout  key  departments,  is 
causing  somewhat  of  a  shift  in  ra- 

dio thinking,  according  to  one 
agency  head.  He  pointed  out  that 
up  to  now  radio  spot  advertising 
by  retail  accounts  has  been  prone 
to  be  for  one  specific  promotion  on 
one  specific  day.  Now,  however,  he 
went  on  to  state  that  shortened 
lines  are  causing  store  merchandis- 

ers to  think  in  terms  of  institution- 
al promotion,  rather  than  of  direct 

selling  drives.  This  shift  in  think- 
ing was  also  believed  amplified  by 

the  fact  that  Detroit  population  has 
increased  more  than  300,000  per- 

sons during  the  past  year,  accord- 
ing to  semi-official  estimates,  bring- 
ing a  large  number  of  persons  into 

the  buying  area  who  are  not 
familiar  with  the  various  stores 
and  who  can  well  be  the  subject  of 
institutional  campaigns. 

The  GM  Victory  Is  Our  Business 
series  is  the  largest  section  of  spot 
business  at  present  emanating  from 
Detroit.  It  runs  in  approximately 
30  cities,  being  augmented  and  re- 

duced as  occasions  develop,  so  no 
permanent  list  is  available.  The 
shows  are  heard  15  minutes  once  a 
week,  but  are  repeated  at  several 
points  on  different  days  and  in 
some  cities  run  over  more  than  one 
station.  Time  is  placed  by  Camp- bell-Ewald  Co. 

Cunningham  News 

In  the  retail  field,  the  Cunning- 
ham Drug  Co.  program  of  122 

newscasts  per  week  continues  to  be 
the  heaviest  item  on  the  Detroit 
spot  programs.  These  news  shots 
run  on  WWJ,  WXYZ,  WCAR, 
WJLB  and  CKLW.  Simons-Michel- 
son  Co.  is  agency. 

Simons-Michelson  is  also  placing 
5  and  15-minute  spots  for  Schmidt 
Brewing  Co.,  preceding  football 
games  broadcast  over  Detroit  sta- 

tions WJR,  WWJ  and  WJLB,  to- 
gether with  miscellaneous  spot time. 

Sears,  Roebuck  and  Co.,  is  tying 
up  with  the  Gillette  broadcasts  of 
leading  sports  events,  with  before 
and  after  the  event  spot  time  over 
CKLW,  placed  by  the  Gordon Castle  agency. 

Political  circles  anticipate  that 
the  forthcoming  campaigns  leading 
up  to  the  November  elections  will 
be  productive  of  considerable  spot 
purchasing.  Gov.  Murray  Van 
Wagoner  and  his  Republican  op- 

ponent. Secretary  of  State  Harry 
Kelly,  candidates  for  the  governor- 

ship, are  expected  to  rely  heavily 
on  radio  in  their  drives. 

Julius  E.  Erickson 
JULIUS  E.  ERICKSON,  72,  for- 

merly an  associate  of  the  E.  N. 
Erickson  Adv.  Agency,  New  York, 
died  Sept.  24  at  Muhlenberg  Hos- 

pital, Plainfield,  N.  J.,  after  an 
illness  of  several  weeks.  Mr.  Erick- 

son joined  the  agency  established 
by  his  father,  and  continued  it 
after  the  latter's  death  in  1896. 
He  retired  in  1933.  A  widow,  a  son 
and  three  grandchildren  survive. 

CANADA 

I 

LEON  H.  GREENHOUSE  has 
joined  Benjamin  Bshleman  Co.,  Phil- 

adelphia, and  will  serve  as  radio  di- 
rector and  account  executive. 

By  JAMES  MONTAGNES 
CANADA'S  fourth  wartime  fall 
season  does  not  show  any  letup 
in  broadcast  advertising.  Spot  and 
network  broadcasting  which  in- 

creased rapidly  the  first  two  years 
that  Canada  was  at  war  has  now 
levelled  off,  and  fall  spot  business 
is  about  equal  to  that  of  a  year 

ago. Only  major  change  is  that  more 
government  broadcast  advertising 
is  on  the  air  than  in  the  past,  and  a 
number  of  accounts  which  went  off 
the  air  in  the  past  two  years  be- 

cause of  inability  to  procure  mer- 
chandise for  sale  are  now  coming 

back  again  or  planning  to  re- 
appear on  the  air.  Some  accounts 

have  switched  to  network,  and  net- 
work time  on  both  the  national  and 

alternative  Canadian  Broadcast- 
ing Corp.  chains  is  at  a  premium. 

Fall  bookings  this  year  have  been 
a  little  slower  than  in  the  past, 
due  to  uncertain  world  conditions 
and  in  part  due  to  uncertainty  of 
obtaining  or  making  new  musical 
transcribed  shows  because  of  the 
Petrillo  edict  against  transcrip- 

tions. A  number  of  accounts  are 
known  to  be  holding  up  their  place- 

ments because  of  this,  and  the  Ca- 
nadian Army  in  its  Badge  of 

Honor  series  which  can  be  locally 
sponsored  has  gone  so  far  as  to 
eliminate  all  musicals  and  uses 
only'  a  male  chorus  for  theme songs. 

Government  Time 

With  many  Canadian  advertisers 
using  part  of  their  commercial  an- 

nouncement to  boost  war  savings 
certificates  and  stamps,  a  feature 
of  commercials  now  for  the  past 
three  years,  some  thought  is  be- 

ing given  by  the  government,  with 
the  help  of  broadcasters,  advertis- 

ing agencies  and  advertisers,  to 
spread  these  war  savings  commer- 

cials over  a  greater  part  of  the  day, 
so  the  message  will  be  evenly  dis- 

tributed over  the  day's  programs. 
Other  plans  of  coordinating  war- 

time advertising  are  also  under 
consideration  by  the  advertising 
coordinator  for  the  government, 
John  Martin  of  Massey-Harris 
Co.,  Toronto. 

As  the  heaviest  Canadian  broad- 
cast advertiser,  the  Canadian  gov- 

ernment has  a  number  of  fall  net- 
work and  spot  campaigns  on  the 

air  or  shortly  to  go  on  the  air. 
Largest  of  the  government  paid 

campaigns  is  that  for  the  forthcom- 
ing $750,000,000  Victory  Loan 

drive  opening  Oct.  19.  The  Dept. 
of  Finance  has  a  French  and  Eng- 

lish drama  show  on  the  air  now, 
and  starts  French  and  English 
variety  shows  this  week.  These 
are  all  weekly  half-hour  network 
shows,  on  64  Canadian  stations. 
The  Dept.  of  Finance  has  also 
daily  English  and  French  quarter- 
hour  network  shows,  They  Tell 
Me  and  La  Metairie  Rancourt  for 
war  savings  certificates  on  most 
Canadian  stations,  and  has  just 
finished  a  three-week  spot  an- 

nouncement   campaign    for  War 

Page  30  •  October  5,  1942 BROADCASTING  •  Broadcast  Advertising 



Too  many  patriotic  people  ̂ stili  tiiinl^  of  America  as  an  isolated  refnge.  < 

from  Hitler's  total  war. 

Nothing  lias  clianged  for  them.  Mentally  and  physically,  they  refuse  to 

lend  a  hand  for  victory.   They  work  as  before,  play  as  before,  grumble 

I  [  at  rationing  and  taxes,  thank  their  lucky  stars  that  the  battle  is  far  from 

i '  their  shores. 
!•  • 
II  " 
t  :  These  are  Hitler's  friends. 
r.  ■'. 

I  r  They  help  Hitler  by  doing  nothing.   They  do  nothing  while  every  ̂ azi, 

*  I  and  every ^r^azi^vassal,  gives  life  and  liberty  in  the  struggle. 

«  '  To  these  people  Radio  shouts,  ̂ ^Wake  up"!  And  Radio  will  keep  shouting 

(I  until  all  {America  is  on  the  job. 't 

BROAa€l!^STING 

The  We'      ̂ ^j>X^  'owimogoiine  of  Radio 
iifodCiCc^St  Advertising 



Risk  Insurance  on  all  stations, 
which  may  go  on  the  air  again  at 
a  later  date. 

The  Royal  Canadian  Air  Force 
has  started  paid  dramatizations 
with  commercials  on  all  French 
and  English  stations  daily  for  re- 

cruiting. The  Dept.  of  Labor  is 
using  spot  announcements  on  all 
stations  to  advise  women  to  reg- 

ister as  their  age  classes  are  called 
up  for  registration  for  classifica- 

tion for  war  work,  and  is  using 
spot  announcements  on  stations 
using  the  CBC  sustaining  show 
Step  It  Up  to  draw  attention  to 
this  show  on  wartime  labor  prob- 
lems. 

The  Wartime  Prices  &  Trade 
Board  has  French  and  English  net- 

work daytime  serials,  Soldier's 
Wife  and  Le  Courier  de  Jour  on 
most  Canadian  stations.  Other  gov- 

ernment departments  have  used 
spot  campaigns  in  recent  months, 
are  expected  to  continue  using  paid 
spots  on  all  Canadian  stations  as 
the  need  arises.  Most  government 
programs  and  announcements  are 
placed  through  the  joint  Adv. 
Agencies  of  Canada,  Toronto,  the 
French  business  being  placed  by 
Canadian  Adv.  Agency,  Montreal. 
Labor  Dept.  spots  were  placed  by 
R.  C.  Smith  &  Son,  Toronto. 

Millers  Active 
OGILVIE  FLOUR  MILLS,  Montreal 
(miracle  feeds),  has  started  thrice- week- ly spot  announcements  on  28  stations, 
through  J.  J.  Gibbons  Ltd.,  Montreal. 
WESTERN  CANADA  FLOUR  MILLS, 
Toronto  (Pioneer  feeds),  this  week  starts 
three  to  five  dramatized  spots  weekly  on 
20  stations,  and  the  CKNX  Barn  Dance 
on  CKNX,  Wingham,  Ont.,  weekly.  Agen- 

cy is  A.  McKim  Ltd.,  Toronto. 
ROBIN    HOOD    FLOUR    MILLS,  Mon- 

treal, has  started  a  transcribed  musi- cal Quiz  with  cash  prizes  weekly  on  13 
western  stations,  program  originating  at 
CKBI,  Prince  Albert,  Sask.  Agency  is 
Stewart-Mcintosh,  Vancouver. 
KELLOGG  Co.,  of  Canada,  London, 
Ont.,  has  started  a  test  spot  announce- ment campaign  Monday  through  Friday 
on  two  British  Columbia  stations,  and 
plans  to  expand.  Agency  is  J.  Walter 
Thompson  Co.,  Toronto.  Other  companies 
in  this  industry  are  known  to  be  planning 
campaigns. 

Proprietary  Accounts 
HENRY  K.  WAMPOLE  &  Co.,  Perth, 
Ont.,  goes  on  26  stations  with  three 
spots  a  week  on  Nov.  2.  Agency  is  J.  J. 
Gibbons  Ltd.,  Montreal. 
W.  K.  BUCKLEY,  Ltd.,  Toronto,  starts 
twice-daily  spot  announcements  Mon.  thru 
Friday,  on  40  stations  on  Nov.  1.  Agen- 

cy  is   Walsh   Adv.   Co.,  Toronto. 
The  fifth  season  for  Circle  Bell  Varie- ties goes  on  the  air  on  Oct.  12  as  a 

thrice-weekly  quarter-hour  transcribed  pro- 
gram on  9  stations,  placed  through  Do- minion Broadcasting  Co.  Ltd.,  for  Dr. 

Bell  Wonder  Medicine  Co.,  Kingston, 
Ont. 
United  States  firms  placing  spots  in 

Canada  through  American  agencies  in- 
clude Grove  Labs.,  St.  Louis,  with  two 

spot  announcements  daily  on  a  number  of 
stations,  and  Vick  Chemical  Co.,  Greens- 

boro, N.  C,  with  six  transcribed  spots 
weekly  on  a  list  of  stations.  Agencies 
placing  are  Russel  M.  Seeds  Co.,  Chicago, 
and  Morse  International,  New  York,  re- spectively. 
FRUITATIVE    PRODUCTS.    HuU,  Que., 
(liver  tablets)  this  week  starts  daily 
transcribed  spots  on  a  number  of  sta- 

tions. Agency  is  Lord  &  Thomas  of  Can- 
ada, Toronto. 

FREDERICK  STEARNS  &  Co.,  Wind- 
sor, Ont.,  (Nyal  drug  stores)  has  started 

four  weekly  dramatized  spots  on  eight 
Ontario  stations,  placing  direct. 
STANDARD  BRANDS,  Montreal  (yeast) 
has  four  daily  spots  on  38  stations.  Agen- 

cy is  J.  Walter  Thompson  Co.,  Montreal. 
GRUEN  WATCH  Co.,  of  Canada,  To- ronto, has  started  Movie  Preview  Time 
on  six  stations  across  Canada,  with  Ken 
Soble  as  m.c.  and  movie  personalities 
as  guests.  The  program  is  transcribed, 
placed  by  Cockfield  Brown  &  Co.,  To- ronto. 
CAMPBELL  FINANCE  Co.,  Toronto 
started  a  varied  series  of  spot  announce- 

ments  on    15   Canadian    stations   in  cen- 

Canada  Loan  Hookup 
THIRD  radio  advertising  program 
for  the  forthcoming  Third  Can- 

adian Victory  Loan  starts  Oct.  7 
over  a  network  of  49  English- 
speaking  stations  as  a  one-hour All-Star  Variety  Show  starring 
Thomas  L.  Thomas.  A  similar  half- 
hour  All-Star  Variety  Show  is  on 
a  French  network  of  10  stations, 
starting  Oct.  5.  The  other  two 
shows,  also  in  French  and  English 
over  most  Canadian  stations  are 
the  half-hour  weekly  Nazi  Eyes  on 
Canada  and  Notre  Canada,  and  the 
daily  quarter-hour  shows  They  Tell 
Me  and  La  Metairie  Rancourt. 
Placements  were  by  the  War  Fi- 

nance Group  of  the  Adv.  Agencies 
of  Canada,  Toronto,  for  English 
programs,  and  Canadian  Adv. 
Agency,  Montreal,  for  French shows. 

ters  where  the  company  has  offices.  Agen- 
cy is  Ronalds  Adv.  Agency,  Toronto. 

TUCKETT,  Ltd.,  Hamilton,  Ont.  (cigar- ettes), has  started  three  daily  spots  on  10 
Western  Canadian  stations.  Agency  is  Mac- Laren   Adv.   Co.,  Toronto. 
CROSSE  &  BLACKWELL,  Toronto 
(food  products)  has  started  a  test  spot announcement  campaign  five  days  weekly 
on  CFRB,  Toronto,  and  plans  to  expand 
this  later.  Agency  is  A.  McKim  Ltd.,  To- ronto. 

MIREILLE  Co.,  Montreal  (beauty  lo- 
tion), carries  its  quarter-hour  disc  show to  six  Quebec  stations  thrice  weekly,  and 

Pacquin's  Hand  Cream  Co.  on  five  stations throughout  Canada  twice  weekly.  Agency 
for  Pacquin's  is  Ronalds  Adv.  Agency Ltd.,  Toronto. 
AGNEW  SURPASS  SHOE  STORES, 
Brantford,  Ont.,  started  as  a  test  a  half- hour  weekly  transcribed  program  Calling 
All  Cars,  and  plans  to  expand  to  ten 
stations  in  Ontario  and  six  stations  in 
the  Maritime  provinces.  Account  is  placed direct. 

THOMAS  J.  LIPTON  Ltd.,  Toronto,  has 
increased  spots  for  tea  and  soups  on  a 
large  list  of  stations,  as  well  as  started 
a  weekly  network  show,  Lipton's  Tea  Musi- cale  on  34  stations.  Agency  is  Vickers 
&  Benson,  Toronto. 
CANADIAN  WATERPAINTS,  Montreal, 
has  started  a  two-month  fall  cam- 

paign with  three  spots  weekly  on  six  sta- 
tions. Agency  is  J.  J.  Gibbons  Ltd.,  Mon- treal. 

W.  C.  MacDONALD  Inc.,  Montreal  (pipe 
tobacco),  has  on  the  air  dramatized  spots 
five  times  per  week  on  12  stations.  Agen- 

cy is  Richardson-MacDonald  Adv.  Serv- 
ice, Toronto. 

INDEPENDENT  DRUGGISTS  Assn.,  To- 
ronto, next  week  starts  a  weekly  half- hour  Public  Opinion  quiz  show  on  CFRB, 

Toronto,  as  a  test,  with  possibility  of  ex- 
tending it  later  to  other  Ontario  stations. Placement  is  direct. 

Coal  Series 
PHILADELPHIA  &  READING  COAL  Co., 
Philadelphia,  has  started  six  spots  per 
week  on  a  number  of  stations.  Agen- 

cy is  McKee  &  Albright,  Philadelphia. 
D.  L.  &  W.  COAL  Co.,  Buffalo,  starts 
early  this  month  the  weekly  transcribed 
show  The  Shadow  on  seven  stations.  Agen- 

cy is  Vickers  &  Benson,  Toronto. 
CANADA  STARCH  Co.,  Montreal,  has 
renewed  for  this  fall  the  transcribed  show 
Secret  Service  Scouts  on  a  number  of 
stations,  and  added  CFRB,  Toronto.  Agen- 

cy is  Vickers  &  Benson,  Montreal. 
J.  C.  ENO  (Canada)  Ltd.,  Toronto,  has 
one  of  the  largest  commercial  spot  ac- counts on  the  air  this  fall  with  three 
transcribed  programs  on  47  stations  for  a 
number  of  products.  Two  of  the  programs 
are  on  thrice-weekly  and  the  third  four 
times  weekly.  Agency  is  Atherton  &  Cur- rier, Toronto. 
DR.  J.  O.  LAMBERT,  Ltd.,  Montreal 
(Medicinal),  in  addition  to  a  French  net- 

work show,  has  started  a  weekly  tran- 
scribed program  on  CKCL,  Toronto,  which 

may  be  expanded  later.  Agency  is  J.  E. 
Huot  Reg.,  Montreal. 
EX-LAX  MFG.  Co.,  Brooklyn,  hag  start- 

ed twice-daily  spot  announcements  on  a 
number  of  stations.  Agency  is  Cockfield 
Brown  &  Co.,  Toronto. 
NATIONAL  DRUG  &  CHEMICAL  Co., 
of    Canada,    Toronto,     has    placed  spot 

(Continued  on  page  51) 

Atlantic  Resumes 

Fall    Grid  Series 

Curtailed  Schedule  Covers  145 
Games  on  59  Stations 

ATLANTIC  REFINING  Co.,  Phil- 
adelphia, after  reversing  its  earl- 

ier decision  to  drop  the  Atlantic 
football  broadcasts,  went  on  the 
air  last  week-end  with  the  first 
games  of  a  145-game  schedule  that includes  time  on  59  stations. 

This  year's  Atlantic  football 
network,  covering  the  North  At- 

lantic seaboard,  and  territory  west 
to  Ohio,  represents  a  cut  in  the 
83  station  outfit  that  carried  At- 

lantic broadcasts  last  year.  Be- 
cause of  gasoline  rationing,  At- 
lantic at  first  announced  it  would 

drop  the  project,  but  later  recon- sidered. [BROADCASTING,  Aug.  17, 
Sept.  14]. 
Though  the  season  formally 

opened  with  games  on  October  2 
and  3,  two  college  and  four  high 
school  preseason  games  were  aired 
September  25  and  26.  This  includ- 

ed Temple-Georgetown  on  WIP, 
Philadelphia,  and  Holy  Cross- 
Dartmouth  on  WBZ,  WBZA,  Bos- 

ton, and  WTAG,  Worcester. 

A  major  change  in  Atlantic's schedule  occurs  in  Philadelphia 
this  year,  where  the  company  sub- 

stitutes eight  games  on  WFIL  for 
U  of  Pennsylvania  games  it  for- 

merly broadcast  on  WCAU.  Philco 
Corp.  is  sponsoring  the  WCAU football  broadcasts. 

Stations  on  this  year's  Atlantic 
football  network  include:  WIP 
WSAN  WBZ  WBZA  WEST  WGAL 
WEAN  WTAG  WORK  WDEL 
WKBO  WDBO  WJAX  WBNS 
WTAM  WEEU  WCED  WFBG 
WJAC  WJAS  WKST  WLEU 
WMBS  WMRF  WBOC  WFIL 
WFBR  WFPG  WJEJ  WGR  WAGE 
WATR  WBRK  WEIM  WELI 
WENY  WFEA  WGR  WHAI 
WHCU  WHEC  WHYN  WICC 
WLLH  WLNH  WNAC  WNBF 
WNBH  WNLC  WSAR  WSYB 
WTHT  WBAX  WAZL  WKOK 
WRAK  WARM  WRNL  WOR. 

Blue  Participators 

CREAM  OF  WHEAT  Corp.,  Min- 
neapolis (cereal),  on  Oct.  2  re- 

sumed sponsorship  of  the  final 
quarter-hour  of  The  Breakfast 
Club  on  75  BLUE  stations  Friday 
and  Saturday  9:45-10  a.m.  Swift 
&  Co.,  Chicago  (meat  products) , 
will  continue  to  sponsor  the  9:30- 
9:45  portion  of  the  full-hour  pro- 

gram Thursday,  Friday  and  Satur- 
day and  is  planning  to  expand  to 

six  days  a  week.  BBDO,  Minneap- 
olis is  the  agency  for  Cream  of 

Wheat  and  J.  Walter  Thompson 
for  Swift  &  Co. 

HAVEN  MACQUARRIE,  Hollywood 
radio  producer  and  m.c,  has  filed 
suit  in  Los  Angeles  Superior  Court 

for  $4.50,000  damages,  naming  Loew's 
Inc.  as  defendant,  and  charging  "in- vasion of  rights  of  privacy  and  prop- 

erty". Action  charges  that  MacQuar- rie  and  his  radio  program.  Marriage 
Club,  formerly  sponsored  by  Continen- tal Baking  Co..  on  (MiS  and  NBC 
stations  were  ridiculed  in  the  ̂ IGM 
film,  "Married  Bachelor". 

THE  ENIRGY  OF  LIGHTNING  HAS  NEVER  BEEN  HARNESSED 

THE  ENERGY  OF  OUR  ORGANIZATION  CAN  BE  HARNESSED 
TO  SUBSTANTIALLY  INCREASE  YOUR  BUSINESS 

WEED 

AHD  compnnv 

RAOIO    STATION  RSPRESeNTATIVtS 
NEW  YORK  .  DETROIT  .  CHICAGO  •  SAN  FRANCISCO 
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HOW  advertisers 

will  benefit  through  the 

recently-announced  WQXR 

Time,  Inc.  collaboration: 

Building  upon  a  sound  foundation  of  the  best  in  music,  WQXR  has 

become  a  unique  station.  Good  music  has  won  "WQXR  a  market  all  its 

own— a  market  in  the  heart  of  the  world's  greatest  single  concentration 

of  purchasing  power:  The  New  York  Metropolitan  Area.  Good  music— 

as  only  WQXR  programs  it— is  selling  goods  right  now  in  this  entire 

New  York  market  for  the  smartest  and  biggest  advertisers  in  America. 

Now  comes  an  added  reason  to  boost  WQXR's  popularity  —  the 

worldwide  news  gathering  facilities  of  Time  and  Life  and  Fortune— 

an  exclusive  service  for  WQXR.  This  means  further  growth  in  audience 

size— and  the  right  kind  of  audience,  too.  The  combination  of  WQXR 

and  Time's  facilities  will  give  you  programs  at  a  cost  that  at  present 

rates  cannot  be  matched.  Buy  WQXR  NOW  and  profit  by  an  ever- 

increasing  audience  for  your  sales  message. 

EW  YORK 

WQXBs: 

730  Fifth  Avenue 

Circle  5-5566 

In  Chicago,  The  Foreman  Company,  Wrigley  Building,  Delaware  1869 
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Promoting 
 Y0( 

52  FULL  PAGES  in  the  BA
LTIMORE 



IR  Programs  / 

NEWS'POST  (Largest  evening  circulation  in  the  South) 

Ads  like  these  mean  more  listeners 

for  your  WBAL  programs 

Pounding  away,  week  after  week,  month  after  month,  all  through  1942, 

WBAL  has  been  winning  more  listeners  for  YOUR  programs  with  these 

powerful,  full  page  ads  in  the  Baltimore  News-Post. 

At  the  same  time,  each  week  WBAL  ads  are  appearing  in  19  newspapers 

in  14  other  cities  in  the  great  Central  Atlantic  territory  that  WBAL  blankets ! 

It's  one  of  the  great  radio  station  promotion  campaigns  of  all  time! 

onE  OF  flmERicris  great  radio  sTorions 

REPRESENTED  NATIONALLY  BY  EDWARD  PETRY  &  CO.,  INC. 



IIROAOCASTDINIC 

cuxxl 

Broadcast  AdvertisinQ- MARTIN  CODEL,  Publisher 

SOL  TAISHOFF,  Editor 

Published  Weekly  by 

BROADCASTING 

PUBLICATIONS,  Inc. 

Executive.  Editorial 
And  Advertising  Offices 

National  Press  Bldg.   •   Washington,  D.  C. 
Telephone — MEtropolitan  1022 

NORMAN  R.  GOLDMAN,  Business  Manager  •  BERNARD  PLATT,  Circulation  Manager 
J.  FRANK  BEATTY,  Managing  Editor 

NEW  YORK  OFFICE:  250  Park  Ave.,  Telephone  -  PLaza  5-8355 
BRUCE  ROBERTSON,  Associate  Editor  •  ALA.URY  LONG,  Advertising  Manager 

CHICAGO  OFFICE:  360  N.  Michigan  Ave.,  Telephone  -  CENtral  4115  •  S.  J.  PAUL 
HOLLYWOOD  OFFICE:  1509  N.  Vine  Street,  Telephone  -  GLadstone  7353  •  DAVID  H.  GLICKMAN 

WEST  COAST  ADVERTISING  REPRESENTATIVES:  DUNCAN  A.  SCOTT  &  CO. 
San  Francisco,  Mills  Building  •  Los  Angeles,  Western  Pacific  Building 

Subscription  Price:  S5.00  per  year — 15c  a  copy  •  Copyright,  1942,  by  Broadcasting  Publications,  Inc. 

Unity  or  Else 

THE  WAR  is  everybody's  No.  1  problem.  In 
radio,  every  broadcaster  from  250-watter  to 
network  operator,  hasn't  shown  a  minute's 
complacency  since  last  December. 

It's  a  strange  paradox  that  while  it  has  done 
such  a  spontaneous  and  outstanding  job  in 
meeting  its  war  obligations  to  Government  and 
public,  the  industry  has  failed  in  the  mission 
of  keeping  its  own  house  in  order.  Peacetime 
controversies  have  been  carried  over.  There's 
still  no  unity  in  the  industry's  conduct  of  its 
internal  affairs  in  wartime. 

The  NAB  is  in  an  unfortunate  state  of  con- 
fusion because  of  serious,  fundamental,  con- 

troversy over  its  leadership.  It  has  reached  the 
point  where  a  new  trade  group — ^the  American 
Broadcasters  Assn. — has  been  formed  because 
certain  industry  figures,  restive  over  failure 
of  the  NAB  to  act,  despaired  of  having  an 
effective  job  done  through  the  existing  order. 

The  establishment  of  horizontally  competi- 
tive trade  groups  can  only  have  an  abortive 

effect  at  a  time  when  the  need  for  industry 

solidarity  was  never  greater.  There  isn't  any 
question  in  the  mind  of  any  broadcaster  about 
the  desire  of  the  industry,  as  a  whole,  to  do  a 
peak  war  job.  The  formation  of  ABA,  and 
other  movements  of  recent  months,  all  are 
manifestations  of  such  a  desire,  and  of  the 
feeling  that  the  war  has  left  the  old  order  be- 
hind. 

It  is  unfortunate  that  personalities  must  be 
drawTi  in.  The  NAB  board  has  held  three  meet- 

ings during  the  past  six  months  at  which 
the  issues  of  personnel  reorganization  and 
leadership  were  to  have  been  settled.  The  meet- 

ing in  Chicago  on  Sept.  24-25  was  called  for 
the  primary  purpose  of  attempting  to  restore 
unity  and  harmony  in  industry  ranks  through 
an  amalgamation  of  the  Broadcasters  Victory 
Council  and  NAB.  The  matter  wasn't  even 
broached  until  a  number  of  NAB  board  mem- 

bers had  departed,  and  then  it  was  too  late. 
BVC  despaired  of  action  and  announced  for- 

mation of  the  new  ABA. 

The  board  should  have  acted.  It  should  have 
voted  on  a  fusion  proposal  and  on  a  personnel 
realignment  upon  which  it  hinged.  It  should 
have  voted  the  proposal  up  or  down  so  there 
would  have  been  a  clear-cut  decision. 

As  things  stand  now,  the  founders  of  ABA 
have  announced  their  intention  of  setting  up 
in  Washington  a  full-scale  trade  organization, 
with  adequate  personnel.  The  NAB  board  has 

scheduled  another  meeting  in  Chicago  Oct.  14. 
That  meeting  presumably  is  for  the  single 
purpose  of  deciding  on  reorganization. 

Neville  Miller,  who  in  1938  was  selected  as 

the  industry's  first  paid  president,  is  under 
fire.  There  are  some  who  feel  a  change  is  nec- 

essary; others  who  support  his  record  and 
stewardship  and  who  allege  improper  outside 
influences. 

Without  belaboring  the  issues,  it  is  evident 
the  opportunity  remains  for  bringing  about  in- 

dustry solidarity  at  that  Oct.  14  meeting.  The 
founders  of  ABA,  we  hope,  will  decide  to  with- 

hold a  membership  campaign  or  appointment 
of  executive  personnel  until  the  NAB  board 
session.  The  NAB  board  must  meet  the  issue 
squarely  at  that  time;  otherwise  it  will  have 
failed  in  its  immediate  war  mission. 
We  have  every  confidence  in  the  ability  of 

the  industry  to  solve  its  own  problems.  It  al- 
ways has.  The  war  problem  is  the  biggest  it  has 

ever  had  to  face.  It's  unity  at  the  Oct.  14 
meeting  or  internacine  strife  between  two  trade 
groups  trying  to  do  the  same  job. 

A  Bright  Spot 
BACK  AT  the  old  Fifth  Ward  School  there 
used  to  be  a  copybook  saying  on  the  blackboard 

that  ran  something  like  this:  "Every  advan- 
tage has  its  corresponding  disadvantage." 

Conversely,  many  disadvantages  growing 
out  of  the  present  war  seem  actually  to  be 
turning  into  advantages.  At  present  this  is  ap- 

parent from  a  resume  of  spot  broadcasting 
prospects,  in  this  country  and  Canada,  as 
viewed  by  members  of  the  Broadcasting  staff. 

Take  rationing,  for  example!  They  cut  down 
on  supplies  of  tea  and  coffee  so  tea  and  coffee 
advertising  takes  a  dip. 

So  what  happens!  Other  food  lines  start 
buying  more  time  as  they  try  to  educate  the 
public  to  new  forms  of  packaging  and  new 

types  of  edibles. 
Or  take  gasoline,  for  another  example !  They 

ration  gasoline,  and  what  happens!  People 
stay  at  home  and  listen  more  hours;  more  ad- 
vertisesr  want  to  take  advantage  of  their 
changed  habits;  book  and  magazine  publishers 
seize  the  new  opening.  And  so  it  goes. 

Spot  business  will  set  a  record  in  1942.  What 

it  will  do  in  1943  is'nt  easy  to  guess  at  this 
moment.  Nothing  about  1943  is  easy  to  guess. 

But  one  year  ago  everyone  started  to  shiver 
at  the  mere  thought  of  what  would  happen 
by  the  end  of  1942. 

Well,  here  it  is! 

After  the  War 

EVERY  RECENT  action  of  the  wartime  Gov- 
ernment clearly  shows  the  reliance  placed  upon 

radio,  domestic  as  Avell  as  international,  as  an 
implement  of  warfare — call  it  psychological, 
geopolitical,  or  whatnot.  The  Government  in- 

tends to  keep  radio  going  even  if  it  has  to  foot 
the  bill. 

Elmer  Davis  made  no  bones  about  this  in  his 
recent  appearance  before  the  Senate  Petrillo 
Probe  Committee.  He  said  that  the  Government 

proposed  to  keep  stations  in  outlying  areas  go- 
ing "at  any  cost".  OWI  a  few  days  ago  [Broad- 

casting, Sept.  28]  announced  it  was  purchas- 
ing time  on  the  four  Alaskan  stations  for  news 

and  special  events  in  line  with  its  established 
policy  of  suppljnng  American  troops,  wherever 
they  are  located,  with  adequate  broadcast  serv- 

ice. The  same  has  been  done  for  a  station  in 
Hawaii. 

In  the  international  broadcast  field,  time  is 
being  purchased  by  the  Government  for  special 
programs.  It  gives  the  stations  some  where- 

withal to  keep  operating.  But  the  whole  policy 

is  founded  on  operation  "By  the  American 
Plan" — not  direct  subsidy  or  Government 
operation.  That  is  the  mandate  of  Congress 
and  the  American  way — even  in  war. 

The  time  may  come  when  small  domestic 
stations,  close  to  military  reservations,  will  be 
unable  to  stand  the  gaff  because  they  get  little 
or  no  national  business  and  because  local  busi- 

ness may  not  be  sufficient  to  keep  them  going. 
It  is  conceivable  that,  in  line  with  the  estab- 

lished OWI  policy,  time  will  be  purchased  for 
news  and  special  events  and  other  features  to 
keep  the  military  posts  supplied  with  adequate 
broadcast  service.  There  can  be  no  quarrel  with 
such  a  development  in  wartime. 

These  days,  when  winning  the  war  is  upper- 
most, talk  of  the  postwar  era  usually  falls  on 

deaf  ears.  Yet  the  Government  itself  thinks 

in  terms  of  postwar  economy.  That's  one  of 
the  big  jobs  of  the  Board  of  Economic  Warfare. 
Radio,  too,  would  do  well  to  think  ahead. 
OWI  is  a  wartime  agency.  Its  functions 

terminate  after  the  war.  So  also,  we  assume, 
will  the  arrangements  made  by  that  agency, 
including  those  covering  radio. 

But  there  should  be  an  added  protective 

measure.  Sometime  there's  going  to  be  a  new 
Communications  Act,  or  it's  going  to  be 
amended  again.  Uppermost  in  the  thinking  of 
everyone  in  radio  should  be  the  inclusion  in 
any  such  legislation  of  a  proviso  that  after  the 
war  (six  months  after  seems  to  be  the  stock 

phrase)  all  broadcast  operations  shall  be  re- 
stored to  their  customary  peace-time  status, 

devoid  of  Government  direction  and  contribu- 
tion— full  return  to  the  American  Plan. 

This  can  be  accomplished  through  a  simple 
amendment  to  Section  606  (c)  of  the  Com- 

munications Act,  which  prescribes  that  the 
President  in  a  national  emergency  can  com- 

mandeer any  and  all  communications.  The 
proviso,  simply  and  directly,  should  state  that 
radio  broadcasting  shall  be  restored  to  its 
peacetime  status  within  six  months  following 
the  war's  end. 

As  a  matter  of  fact,  broadcasters  would  do 
well  to  press  for  such  legislation  now.  After 
all.  Congress  already  has  established  that  pre- 

cedent in  amending  Section  606  to  apply  to 
other  communications  fields,  specifying  the 

six-month  recapture  clause.  Why  not  broad- 
casting, and  why  not  now? 
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ORRIN  ELMER  DUNLAP  JR. 

A NEWS  SENSE,  m
anifest 

when  he  was  only  14  and  liv- 
ing at  Niagara  Falls,  where 

he  was  born  in  1896,  even- 
tually led  Orrin  Dunlap  Jr.  to  edi- 

torship of  the  New  York  Times  ra- 
dio columns  and  authorship  of 

eight  books  on  radio.  There  were 
some  way  stops,  however,  which 
played  a  big  part  in  his  develop- 

ment of  talents  and  knowledge  mak- 
ing him  particularly  suited  for  this 

later  work. 

But  to  get  back  to  the  early  Dun- 
lap.  When  he  was  14  the  great  Ni- 

agara icebridge  ripped  loose  of  its 
moorings.  Young  Orrin  was  in  Sun- 

day school  when  word  got  around 
that  the  torn  bridge  was  headed  for 
the  rapids  carrying  three  people  to 
sure  death.  Forgetting  bible  stud- 

ies, Orrin's  classmates  dashed  out 
to  witness  the  tragedy.  Orrin  head- 

ed for  home  where  he  picked  up  his 
camera.  He  got  pictures  of  the 
scene,  developed  them  and  sold  them 
to  the  Buffalo  Express. 

The  next  link  in  the  future  au- 
thor's career  was  his  building  of  a 

transmitter  in  1912,  when  he  was 
18,  and  his  mastery  of  code.  He 
used  his  little  set  to  talk  to  ama- 

teurs in  nearby  cities  and  Great 
Lakes  boats  operators. 

One  of  his  fond  memories  was 

hearing  the  hymn,  "Nearer  My  God 
to  Thee"  in  1914  coming  from  either 
the  "House  of  Magic"  in  Schenec- 

tady or  DeForest's  radiophone  sta- 
tion at  Highbridge,  N.  Y.  This  he 

claims  was  the  first  broadcast  music 
picked  up  along  the  Niagara  fron- 
tier. 

Orrin's  station  8LQ  was  closed 
upon  U.  S.  entry  into  World  War 
I.  He  passed  the  Govarnment's 
examination  for  a  first  class  com- 

mercial wireless  operator's  license 
and  in  1917  was  operator  on  the 
Octorara,  flagship  of  the  Great 
Lakes  fleet.  He  was  hired  by  E.  E. 
Nicholas,  now  president  of  the 
Farnsworth  Radio  &  Television 
Corp. 

Dunlap  then  enlisted  in  the  Navy 
as  an  electrician  in  radio;  served 
first  at  the  Great  Lakes  Naval  Sta- 

tion, Naval  Radio  School  at  Har- 
vard and  the  Navy's  station  NBD, 

Otter  Cliffs,  Me. 
The  war  over,  Dunlap  rebuilt  his 

station  and  continued  amateur 
operation.  In  1920  he  was  gradu- 

ated from  Colgate  with  a  B.S.  in 
chemistry  and  then  entered  Har- 

vard Graduate  School  of  Business. 
Following  graduation  he  joined 
Hanff-Metzger  agency.  New  York 
(now  Buchanan  agency)  and  be- 

came assistant  to  the  executive  of 
the  Paramount  account. 

The  commercial  possibilities  of 
radio  were  then  apparent  to  Dun- 

lap and  he  began  looking  around 
for  some  place  to  utilize  his  knowl- 

edge of  the  medium.  He  found  the 
New  York  Times  to  be  the  only 
newspaper  without  a  radio  column. 
His  suggestion  to  Carl  Van  Anda, 
Times  managing  editor,  that  he 
start  a  radio  page  was  adopted  and 
the  job  of  editor  went  to  Dunlap. 

He  stayed  at  the  job  18  years 
until  he  took  over  his  present  posi- 

tion of  RCA  manager  of  the  de- 
partment of  information  in  1940. 

His  Times  radio  "beat"  brought 
him  in  contact  with  the  leading  ra- 

dio personalities  and  after  having 
met  Marconi  a  number  of  times  he 

wrote  the  wireless  father's  biog- 
raphy, Marconi:  The  Man  and  His 

Wireless. 

Already  the  author  of  eight  books 
on  radio,  he  has  at  least  three  more 
in  his  mind  and  one  is  to  be  pub- 

lished soon.  Other  than  the  Mar- 
coni opus  his  other  works  are  Dun- 

lap's  Radio  Manual,  The  Story  of 
Radio,  Radio  in  Advertising,  The 
Outlook  for  Television,  Talking  on 
the  Radio,  and  the  Future  of  Tele- 
vision. 

Orrin  now  lives  at  Great  Neck, 
L.  I.,  with  his  wife,  the  former 
Louise  Leggett  whom  he  married  in 
1924. 

NOTES 

MARK  WOODS,  BLUE  president, 
left  New  York  Oct.  5  for  .Jackson- 

ville, first  stop  on  a  two-week  trip 
visiting  stations  and  clients. 
JAMES  B.  ROCK,  manager  of 
KDKA,  Pittsburgh,  has  been  asked 
by  President  Neville  Miller  to  serve 
on  the  NAB  wage  and  hour  com- mittee. 

ELMER  DAVIS,  OWI  Chief,  was 
scheduled  to  be  heard  on  an  exclusive 
BLUE  broadcast  Oct.  3,  10:30-11 
a.m.,  when  he  was  to  address  the 
annual  forum  of  the  Foreign  Policy 
Assn.  United  Today  for  Tomorrow, 
was  the  theme  of  the  meeting,  held 
at  the  Waldorf  Astoria  Hotel,  New 
York. 
CURTIS  J.  HARRISON,  formerly 
of  the  MBS  Sales  Staff,  has  joined 
the  Eastern  Sales  Staff  of  Look 
magazine. 
DON  WRIGHT,  manager  of  CKMO, 
Vancouver,  has  been  appointed  man- 

ager of  CFAR  Flin  Flon,  Man. 
HAROLD  CRITTENDEN  has  been 
appointed  manager  of  CKCK,  Re- 
gina,  Sask.,  succeeding  Gerry  Gaetz, 
who  has  been  transferred  to  be  man- 

ager at  CJRC,  Winnipeg.  Crittenden 
was  formerly  sales  manager  at  CKCK. 
PRANK  M.  REED,  of  the  defunct 
Stack-Goble  Adv.  Agency,  Chicago, 
has  joined  the  sales  staff  of  WIND, 
Chicago-Gary. 

GORDON  OWEN,  formerly  radio  di- rector of  Gillham  Adv.  Agency,  Salt 
Lake  City,  and  before  that  of  CBS 
Radio  Sales,  San  Francisco,  has 
joined  the  Chicago  staff  of  Radio 
Sales. 

JAMES  M.  GAINES,  of  NBC  sta- 
tion relations  department,  New  York, 

is  the  father  of  an  8-pound  boy,  Rich- 
ard Marshall,  born  Sept.  24. 

RADIO'S  WAR  ROLE 
STRESSED  BY  PALEY 

THE  "vital  role"  played  by  ra- 
dio, in  uniting  the  United  States 

and  England  as  "fighting  allies" was  praised  by  William  S.  Paley, 
CBS  president,  in  a  brief  statement 
made   upon   his   return   to    New  f 
York  Sept.  26  after  a  month  spent  | 
in  surveying  radio  conditions  in  t England.  Mr.  Paley  said:  j 

"Everywhere  in  England  I  found  I 
increasing  evidence  that  radio  s 
broadcasting  between  the.  United 
States  and  England  is  playing  a  I 
vital   role   in   forging   the   bonds  j 
between  us  as  fighting  allies  in  j 
this  war.  It  is  explaining  wartime  | 
America  and  war-torn  England  to 
each  other.  It  is  the  voice  of  one  | 
free  people  speaking  directly  to  \ 
another  free  people  in  language  | 
we  both  understand  and  respect.  i 
The  popularity  of  progress  from 
America   is   high   among   British  | 
listeners,  and  we  plan  to  develop  | 
still    further    the    important    ex-  | 
change  of  broadcasts  between  the  | two   countries.  | 

"The  tempo  of  Axis  activities  to  | 
create     suspicion     and     distrust  | 
among  the  Allies  will  increase  in  f 
the    strenuous    months    that    lie  | 
ahead.  Transoceanic  broadcasters,  .1 
therefore,   must   continue   on   the  ; 
alert  to   meet  these   propaganda  I 
spearheads  and  bend  them  into  in-  | 
struments   of   psychological   war-  J 
fare  against  the  enemy.  This  be-  | 
ing  accomplished  by  fearless,  ac-  | 
curate    ,and    objective    reporting  | 
within  the- confines  dictated  by  mil-  | 
itary  security.  It  is  the  people's  f 
war  and  it  is  the  people's  privi-  | 
lege  to  be  kept  informed  of  every  s 
important   circumstance   affecting  | 

their  destiri'V."  '] 

Vital  Advertising  Role  | 

After  War  Is  Foreseen  1 

ERWIN  STEINGUT,  chairman  of 
the  board  of  WLIB,  New  York,  and 
minority  leader  in  the  New  York 
State  Assembly,  has  been  designated 
by  Gov.  Herbert  H.  Lehman  as  a 
member  of  the  New  York  State  War 
Council. 
MARSHALL  WALKER,  account 
executive  of  KPAS,  Pasadena,  Cal., 
and  Eleanor  C.  Lippert,  of  Columbus, 
were  married  Sept.  27. 
JEAN  BETTENS,  secretary  to  H. 
P.  Gross,  manager  of  WJIM,  Lansing, 
since  the  station  went  on  the  air  in 
1934,  resigned  to  marry  Lt.  Marshall 
Burt  of  the  Army  Air  Forces. 
LEO  O.  RICKETTS,  manager  of 
KFBK,  Sacramento,  has  returned 
from  a  sales  trip  to  the  east. 
PATRICK  J.  STANTON,  general 
manager  of  WDAS,  Philadelphia,  was 
commissioned  an  ensign  in  the  Coast 
Guard  reserve. 
RODMAN  MARIEN,  formerly  with 
WINX,  Washington,  is  on  the  sales 
staff  of  WOL,  Washington,  replac- 

ing Harold  Sheffers,  now  with  the Navy. 

LOUIS  J.  F.  MOORE,  formerly  with 
Radio  Advertising  Corp.,  New  York 
office,  rejoined  that  organization  Oct. 

1. 

FRANK  STEARNS,  formerly  sales- 
man of  WIND,  Chicago-Gary,  has 

joined  the  sales  staff  of  WHBL,  She- 
boygan, Wis. 

EDGAR  KOBAK,  executive  vice- 
president  of  the  BLUE,  on  Oct.  1 
gave  a  talk  at  the  meeting  of  the 
Industrial  Adv.  Council  of  Pittsburgh, 
the  local  chapter  of  the  National  In- dustrial Advertisers  Assn.,  meeting 
at  the  University  Club. 

ADVERTISING  was  described  as  'i 
the  greatest  force  for  social  good  | 
in  the  nation  at  the  recent  Read-  | 
ing   Advertising   Club   dinner   in  | 
Reading,  Pa.  The  speaker  was  John  | 
H.  Morse,  of  the  Dept.  of  Com-  | 
merce,  who  predicted  that  adver-  | 
tising  will  play  an  important  role  | 
in  the  post-war  period  by  creat-  ij 
ing  a  big  demand  for  the  goods  | 
that  will  follow  from  a  gigantic  t 
peacetime  production  capacity  left  | 
ever  from  the  war.  i 

"Advertisers,"  he  added,  "might 
well  start  planning  now  for  the 
job  of  mass  distribution  abroad  Ij 
which  must  be  done  if  the  world 
of  better  living  envisioned  in  the  jj 

four  freedoms  is  to  be  created,  'ii Millions  of  new  customers  will  be  5 
needed  abroad  if  the  world  is  to  I 
be  kept  so  busy   at  living  that  | 
it  will  not  take  time  out  for  de-  j 
struction."  Mr.  Morse  declared  the  f 
present  job  of  advertising  is  to  J^i 
cooperate  with  the  Government  in  !| 
promoting  the  war  effort.  | 

Gaeth  Joins  KLO  1 
ARTHUR  GAETH,  western  news  | 
analyst,  has  joined  KLO,  Ogden,  | 
Utah,  as  vice-president  in  charge  | 

of  public   relations.   Mr.   Gaeth's  »f 
duties  will  include  newscasts  on  " 
KLO,  and  the  Intermountain  Net- 

work,   including    KOVO,  Provo, 
Utah,  and  KEUB,  Price,  Utah.  A  | 
former  instructor  in  political  sci- 
ence  at  Brigham  Young  U,  Mr. 
Gaeth  has  spent  ten  years  abroad.  ; 
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FKAN'K  SWEENEY,  formerly  an- nouncer of  WJJD,  Chicago,  and  be- 
fore that  of  WJBC,  Bloomington,  111., 

and  woe,  Davenport  has  joined  the 
announcing  staff  of  WGN,  Chicago. 
BOB  WHITE,  continuity  writer,  and 
Gene  Dailey,  news  writer,  of  WBBM, 
Chicago  recently  became  fathers  of 
baby  sons. 
GUY  WALLACE,  formerly  of  WCFL, 
Chicago,  has  joined  the  announcing 
staff  of  WBBM,  Chicago. 

JOHN  J.  COLBERT,  news  editor  of 
KFWB,  Hollywood,  has  been  commis- 

sioned a  captain  in  the  Army  Air 
Forces  and  currently  is  stationed  at 
Miami  Beach,  Fla. 
RICHARD  BOLLENDER,  formerly 
with  WBRK.  Pittsfield,  is  announcer 
at  WTRY,  Troy. 
JIM  REED,  former  assistant  sports 
editor  of  The  Topeka  Daily  Capital, 
joined  WIBW,  Topeka,  as  announcer. 

BARNES  NASH,  of  WHIS,  Blue- 
field,  W.  Va.,  has  joined  WWVA, 
Wheeling,  as  announcer. 

CY  HARRICE,  announcer  of  WLS, 
Chicago,  is  the  father  of  a  baby  boy. 

ROBERT  ARDEN,  commentator  of 
KFWB,  Hollywood,  has  been  assigned 
by  Columbia  Pictures  to  develop  his 
story  idea  into  a  screenplay  under 
title  of  "The  Boy  from  Stalingrad." 

This  is  one  way  to  reach  a  decision — and  there  ore  lots 

of  others!  But  there's  only  one  way  to  reach  the  b!g, 

responsive  Roanoke-Southwest  Virginia  market!  That's 

with  WDBJ — the  only  station  able  to  reach  every  radio 

home  in  the  area  with  a  good,  clear  voice  at  all  times. 

Make  us  prove  it — or  just  ask  Free  &  Peters. 

ROANOKE VIRGINIA 

CBS  Affiliate  ..  960  K.C.  1A#  IT  IT  W  SOOO  Watts  Full  Time 

Owned  and  Operated  by  the  TIMES-WORLD  CORPORATION 

Meade  to  KXL 

MERRILL  MEADE,  veteran  news- 
paperman and  radio  commentator, 

has  joined  KXL,  Portland,  Ore.,  as 
continuity  chief  and  commentator, 
according  to  Hal  W.  Wilson,  gen- 

eral manager.  For  three  years  he 
was  a  newscaster  and  commenta- 

tor for  the  Miami  Daily  News  over 
WQAM,  Miami,  and  before  joining 
KXL  he  was  continuity  chief  and 
commentator  on  WWPG,  Palm 
Beach,  Fla.  He  has  also  worked 
for  the  Cincinnat  Post,  Jackson- ville Journal,  Canton  (0.)  Daily 
News  and  several  other  dailies  in 
the  East  and  South. 

CHUCK  HARRISON,  formerly  an- nouncer of  WHBF,  Rock  Island,  HI., 
now  an  aviation  cadet,  is  recoverinj; 
from  minor  injuries  received  in  a  plane 
crash  near  Tucson.  Harry  Creighton. 
nijrht  news  editor  and  announcer,  of 
WHBF,  has  entered  the  Army  at  Fort 
Sheridan,  HI. 
GEORGIE  GOBBEL  who  joined  the 
talent  staff  of  WLS,  Chicago.  11  years 
ago  at  the  age  of  12.  has  been  inducted 
into  the  Army  Air  Forces  on  the  Na- tional Barn  Dance. 
CHARLES  TAZEWELL,  Hollywood 
writer,  has  been  signed  to  collaborate 
with  Jean  Holloway  on  the  weekly 
NBC  Mayor  of  the  Town  program, 
sponsored  by  Lever  Bros.  Co.  (Rin- 
so),  when  the  series  shifts  to  CBS, 
with  broadcast  of  Oct.  7. 

JOSEPH  R.  BJORNDAHL,  news- 
caster of  KFOX,  Long  Beach,  Cal.. 

known  professionally  as  Burton  Dahl, 
has  enlisted  in  the  Army  as  a  volun- 

teer officers  candidate. 

ROSEMARY  O'BRIEN,  secretary  to 
Kenneth  D.  Fry,  news  and  special 
events  manager  of  NBC-Chicago,  on 
Sept.  15  was  married  to  Corp.  Charles 
Klein  of  the  Marine  Corps,  San  Diego. 

STAN  RAYMOND  in  the  general 
office  of  NBC-Chicago  and  graduate  of 
the  NBC  announcing  school,  has 
joined  KHMO,  Hannibal,  Mo.,  as 
staff  announcer  and  newscaster. 

NELSON  CASE,  formerly  announcer 
on  the  CBS  programs,  Philip  Morris 
Playhouse,  and  Crime  Doctor,  is  in  the 
Naval  Air  Force.  His  assignments 
have  been  taken  over  by  Carl  Frank, 
CBS  announcer. 

R.  J.  BUSS,  formerly  of  CJOC,  Leth- 
bridge,  Alta.,  has  been  appointed  sales 
manager  of  CKCK,  Regina. 

PVT.  CHARLES  FREED,  who  was 
Alan  Charles  of  the  announcing  staff 
of  WIBG,  Glenside,  Pa.,  until  last 
July,  wrote  The  Blue  Ridge  Marching 
Song  and  Sunny,  Sunny  Tennessee, 
introduced  by  Ted  Husing  on  his 
Cheers  From  the  Camps  show.  He  is 
stationed  at  Camp  Forrest,  Tenn. 

HAILED  BY  HIS   FRIENDS  at 
WSLI,  Jackson,  Miss.,  is  Lt. 
Charlie  Rawls,  former  sports  an- 

nouncer, who  has  recently  grad- 
uated from  Army  Air  Forces  train- 

ing at  Kelly  Field.  Greeters  are 
(1  to  r)  Ed  Wilkerson,  commer- cial manager;  L.  M.  Sepaugh, 
manager;  Lt.  Rawls;  Maurice 
Wray,  merchandising  director  of 
WSLI. 

B.  S.  BBRCOVICI,  formerly  network 
commentator  broadcasting  from  Ak- 

ron, has  joined  WHN,  New  York, 
launching  a  series  of  five-weekly  morn- 

ing broadcasts,  10  :30-10 :45  p.m.  Sept. 

28. 

JANE  ABBEY  who  has  been  training 
before  the  mike  and  in  the  control 
room  of  WCBS,  Springfield.  lU.,  Jim 
Doyle,  formerly  of  WCLS,  Joliet  and 
Buzz  Way  new  to  radio  have  joined 
the  announcing  staff  of  WCBS. 

LOUIS  (Studs)  TERKEL,  Chicago 
newscaster,  actor  and  writer,  has  en- 

tered the  Army  at  Camp  Grant,  111. 
KEITH  KERRY,  assistant  manager 
of  KROW,  Oakland,  Cal.,  has  joined the  Army. 

EDNA  HARRIS  Hollywood  radio 
commedienne,  has  been  signed  for  a 
featured  comedy  role  in  MGM  short 

film,  "First  Aid". BILL  DAVIDSON,  announcer  of 
KFI-KECA,  Los  Angeles,  is  the  father of  a  boy. 

NORA  STIRLING,  radio  actress  and 
freelance  script  writer,  has  joined  the 
NBC  script  staff.  Miss  Stirling  entered 
radio  in  1932,  when  she  originated  the 
role  of  Mary,  in  the  Mary  d  Boh 
series. 

CHARLES  CRAIG,  formerly  an- 
nouncer of  WAAT,  Jersey  City,  has 

joined  the  announcing  staff  of  WLIB, 
New  York. 

LES  VINES,  formerly  announcer  of 
WCAU,  Philadelphia,  has  joined  the 
network's  New  York  staff  as  a  regular announcer. 

Free  &  Peters  jc. 
Exdviive  National  Rcpretentaiivt* 
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LARRY  KRUPP  is  chief  announcer 
at  WJW,  Akron.  Recent  additions  to 
WJW  staff  are  Bob  Ingham,  sports 
announcer  from  KLO,  Osden,  Utah ; 
Garde  Chambers  of  WHBC,  Canton, 
O. ;  and  Stan  Peighton. 
TRUMAN  WALROD,  formerly  staff 
announcer  for  Pearltone  Transcrip- 

tions, Des  Moines,  la.  joined  KROS, 
Clinton,  la. 

MBLVIN  SPIEGEL,  formerly  as- 
sociate editor  of  Movie-Radio  Guide, 

has  joined  the  CBS  publicity  depart- ment. 

SUE  READ,  formerly  appearing  in 
NBC  telecasts,  is  now  heard  with 
Arch  Keppner  on  Man  About  Town 
on  WQXR,  New  York,  presenting 
discussions  of  things  to  do  and  see 
in  New  York,  and  sponsored  by  res- 

taurants, hotels  and  theatres. 
VERNIE  JOHNSON,  formerly  an- 

nouncer of  WCKY,  Cincinnati,  has 
joined  the  announcing  staff  of  WCFL, 
Chicago,  and  is  handling  a  recorded 
musical  program  Keeping  Up  ̂ ¥ith 
Johnson. 

HARVEY  CAREY,  formerly  an- 
nouncer of  WIND,  Chicago-Gary,  and 

Guy  Wallace,  formerly  of  WCFL, 
Chicago,  have  joined  the  announcing 
staff  of  WBBM,  Chicago,  succeeding 
James  Conway  and  John  McCormick 
now  in  the  armed  forces. 

NEIL  ROBINSON,  producer  and 
continuity  writer  of  WSBA,  York, 
Pa.,  has  enlisted  in  the  Army  for 
duty  at  the  Middletwon  (Pa.)  Bomb- 

er Base  Communications  Center. 
Richard  Barr,  formerly  a  teacher  at 
the  National  Academy  of  speech  and 
drama.  New  York,  has  joined  the 
WSBA  announcing  staff. 

LAWRENCE  ABBOTT,  former  mu- 
sic critic  of  Time  magazine,  is  tempo- 

rarily acting  as  radio  editor  for  the 
weekly  magazine  following  the  resig- 

nation some  weeks  ago  of  Murray 
Morgan  to  take  a  scholarship  in  South 
America.  Sonya  Bigman,  research 
assistant  in  the  radio  department,  is 
on  leave  of  absence  recuperating  from 
an  illness,  her  place  being  filled  tem- 

porarily by  Helen  Gorrell. 

GRETL  TTRBAN,  musical  director 
of  The  New  York  World's  Fair,  and 
more  recently  handling  special  pro- 

motional assignments  for  Coty  Ind., 
and  John  Wanamaker  Department 
Stores,  has  joined  Associated  Music 
Publishers  in  charge  of  a  new  de- 

partment which  will  attempt  to  help 
stations  licensed  by  AMP  to  make 
the  best  and  fullest  nse  of  that  music. 
Miss  Urban  is  the  daughter  of  Joseph 
Urban,  noted  scenic  designer. 

NILES  VON  WETTEBERG,  former 
editor  of  the  "Fourth  Estate"  for 
Newsweek,  has  been  named  Radio 
Editor  of  the  magazine,  succeeding 
Allan  Finn,  who  has  enlisted  in  the 
Army.  Robert  Conley  continues  as 
research  assistant  in  the  Radio  De- 
partment. 

Darkest  Moment 

STAFF-MEMBERS'  missing 
birth  certificates  cost  WTRY, 
Troy,  a  remote  pickup  from 
the  General  Electric  plant  in 
Schenectady  when  the  station 
was  invited  to  take  part  in 
This  Nation  at  War.  Though 
they  were  both  well-known, 
Nick  Carter,  program  direc- 

tor and  Bill  Watson,  engineer, 
failed  to  gain  access  to  the 
plant  after  three  hours  nego- tiations when  they  could  not 
produce  identifications.  Facili- ties of  WGY  were  substituted. 

JOHN  MITCHELL  has  resigned 
from  the  script  department  of  the 
BLUE,  to  become  Assistant  Stage 
Manager  of  the  road  company  of 
Spring  Again,  of  which  Guthrie  Mc- Clintic  is  Manager. 
RAY  WINTERS,  announcer,  who  left 
WHN,  New  York,  some  time  ago  to 
enter  the  Armed  Forces,  last  week 
joined  the  Army  Air  Forces. 
AL  HELFER  and  CARL  RUFF, 
formerly  of  the  staff  of  WOR,  New 
York,  and  now  in  the  Army  and  Navy, 
respectively,  have  each  received  pro- 

motions since  they  left  the  station. 
Heifer,  who  used  to  help  broadcast 
Dodger  baseball  games,  is  a  Lieutenant 
(S.  G.)  in  the  Navy,  while  Ruff, 
formerly  in  charge  of  WOR's  trade news,  is  an  Army  lieutenant,  after 
completing  the  officer's  training  course at  Fort  Benning,  Ga. 
FAYVELLE  SCHULMAN.  former 
assistant  to  Leon  Goldstein,  publi- 

city director  of  WMCA,  New  York, 
and  more  recently,  assistant  to  Ed 
Levin  in  the  Promotion  and  Publicity 
Department  of  the  New  York  news- 

paper PM,  has  been  named  Publicity 
Manager  of  the  newspaper. 

JOHN  LAMBUR,  new  to  radio,  and 
Bob  Rawson  are  announcers  of  WIL, 
St.  Louis. 

BILL  GAVIN,  producer,  formerly  of 
KOMO-KJR,  Seattle,  is  in  San  Fran- 
ci.sco  doing  special  production  for KGO. 

GLEN  DOLBERG,  manager  of  oper- 
ations of  KQW,  San  Francisco,  has 

resigned. 

\^    and  other  stations,  large 
and  small,  coast  to  coast 

.Available  also  to  agencies  and 
advertisers.  For  full  details,  write 

George  E.  Halley 
TEXAS  RANGERS  LIBRARY 
HOTEL  PICKWICK    •    KANSAS  CITY.  MO. 
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M  ISTER . .  .  we Ve  got  Denver  by 
the  ears . . .  and  how! 

Here  are  a  few  miscellaneous  faas  gathered  from 

the  latest  Hooper  survey  covering  55,854  homes 

within  the  Denver  5-cent  telephone  area: 

•  73%  of  the  time,  KOA  has  more  evening  listeners 
than  all  other  stations  in  Denver. 

•  The  10  top-rated  daytime  serial  3 -a- week  strips 
.  ..the  ̂ 0  shows  tvith  the  highest  Denver  Hooper 

ratings^. 

are  all  on  KOA! 

•  The  10  top-rated  evening  programs. . .  the  shows 
with  the  highest  Denver  Hooper  ratings . . .  also 
are  aUon  KOA! 

•  Morning,  noon,  and  night .  .  .  KOA  has  more 
listeners  in  Denver  than  the  second  and  thirds- 

ranking  stations  combined. 

And,  when  you  consider  that  KOA  has  10  times  the 

power  of  any  other  Denver  station . . .  it's  easy  to  see 
why  KOA  delivers  not  only  the  greatest  Denver  audi- 

ence . . .  but  also  a  vast  majority  of  listeners  in  the 

rich  Rocky  Mountain  and  Plains  States  region. 
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From  Every  Vantage  Point. . 
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Speaking  of  records  .  .  ,  better  check  your 

supplyof  Presto  recording  discs  and  needles. 

Be  ready  for  any  delayed  broadcast  busi- 

ness that  comes  your  way.  Over  500  radio 

stations  will  shortly  be  ordering  discs  for 

the  Fall  season.  We  suggest  that  you  order 

early  and  avoid  the  rush  that  often  delays 

deliveries.  Place  your  order  with  any  branch 

of  the  Graybar  Electric  Co.  or  your  local 

radio  distributor. 

NOTE: 

No  priority  rating  is  necessary  on  disc 

orders.  Presto  replacement  parts  and  ser- 

vice are  still  available  on  your  A- 3  main- 

tenance rating. 

PRESTO 
In  Olhor  Cltie.,  Phone  . . .  ATLANTA,  iacV.  43T2  •  BOSTON,  Bet  4510 
CHICAGO,  Har.  4240  .  ClEVaAND,  Me.  IS6S  •  DAUAS,  37093  •  DENVER, 
Ch.4277  .  DETROIT,  Univ.  1-01  SO  •  HOLLYWOOD,  Hil.  9133  •  KANSAS 

RECORDING  CORP  city,  Vic.  4«31  >  MINNEAPOUS,  Atlantic  42I6  •  MONTREAL,  WeL  42)8 
<1*<J  UjrCT  CcJl.  PT  II  w  "<"l*OHWIA,  Penny.0S42  •  ROCHESTER,  CuL 554*  •  SAN  FIIANaS- 242  WcSI  bOtfl  ST.  N.T.     CO.  Su.  seS4   •   SEATTLE,  Sen.  2S60   •    WASHINGTON,  D. C,  Shep.  4003 

World')  Lorgttt  Monula<iur»ri  of  (ntfantaiieout  Sound  Ktcording  Cquipmeot  and  Dhcs 

LEE  PHILLIPS,  announcer  of 
WCAE,  Pittsburgh,  joins  the  Army 
Air  Forces.  Bob  Peebles,  WCAE  an- 

nouncer, leaves  to  take  a  job  as  pro- gram director  of  WKNE,  Keene,  N. 
H. 

HOWARD  BAILEY  has  been  ap- 
pointed program  director  of  KFBK, 

Sacramento,  replacing  Larry  Robert- son. Fran  Cartier,  new  to  radio,  joins 
the  KFBK  announcing  staff. 

GIL  VERBA,  announcer-supervisor, 
is  the  entry  of  KOA,  Denver  in  the 
H.  P.  Davis  National  Memorial  An- 

nouncer's contest,  open  to  announcers of  NBC  owned  and  affiliated  stations. 
HUGH  MUNCY,  formerly  with 
WSOY,  Decatur,  111.,  has  joined 
KXEL,  Waterloo,  Iowa  as  farm  edi- tor. 

JAY  VICTOR  has  left  the  production 
department  of  WCAU,  Philadelphia, 
to  join  the  March  of  Time  script 
staff. 
SHERRY  O'BRIEN  has  joined 
WDAS,  Philadelphia,  as  sports  direc- 

tor, succeeding  Lanse  McCurley, 
sports  editor  of  the  Philadelphia  Daily 
News. 

JOE  DILLON  announcer  of  WHAT, 
Philadelphia,  has  been  elected  presi- dent of  the  Broadcast  Division  in 
Philadelphia  of  the  American  Com- 

munications Assn.  succeeding  Louis 
Littlejohn,  engineer  of  WFIL. 
BILL  STEWART,  formerly  of 
WASK,  Lafayette,  and  a  recent  Pur- 

due U  graduate,  has  joined  WOWO- 
WGL,  Ft.  Wayne  as  an  announcer. 
Josephine  Kelley  also  a  recent  Pur- 

due U  graduate  has  been  added  to 
the  continuity  staff. 
JOHN  RAYMOND  replaces  Bob 
Leonard  as  sports  announcer  of 
WSOY  Decatur,  111.  Estil  Dunn  is 
junior  announcer  of  WSOY. 
DORIS  TURNER  of  the  publicity 
department  of  WFIL,  Philadelphia, 
has   married  William   R.  Patterson. 
MORRIS  MOGELEVER,  formerly 
with  WNEW,  New  York,  WBZ,  Bos- 

ton, WJAR,  Providence  the  Providence 
(R.  I.)  Trihune  and  the  Newark 
Ledger,  has  joined  WTTM,  Trenton, 
as  head  of  its  news  bureau. 

TOM  CARR,  formerly  of  the  Yan- 
kee network  has  joined  WTIC,  Hart- 

ford. He  will  pinch  hit  for  the  sta- 
tion's sports  commentator.  Bob  Steele, 

during  the  latter's  vacation. 
JERRY  PIVEN,  announcer  of 
WDRC,  Hartford,  joins  the  Army 
Oct.  9. 

S.  P.  STEWART,  assistant  news  edi- 
tor of  WTIC,  Hartford,  has  enlisted 

in  the  Army  Reserve  for  civilian  pilot training. 

LUCY  LONG,  formerly  scriptwriter 
of  KPRC,  Houston,  has  joined  WWL, 
New  Orleans,  where  she  is  currently 
doing  a  woman's  program,  Unpuh- lished  Diary,  heard  thrice  weekly. 

THE  VOICE  OF  MISSISSIPPI 

Ownxl  and  Operated  By 

LAMAR  ffl 
LIFE  INSURANCE 
COMPANY  ILE 

JACKSON,  MISSISSIPPI  IjTjTfj' 

WARTIME  programming  problems 
were  under  scrutiny  of  these 
Western  officials  during  a  recent 
Hollywood  conference.  Confabbing 
trio  (1  to  r)  are  Glenn  Shaw,  pro- 

gram director  of  KSL,  Salt  Lake 
City,  Utah;  Edwin  W.  Buckalew, 
western  division  field  manager, 
CBS  station  relations,  and  Ralph 
Hardy,  manager  of  program  oper- 

ations, KNX,  Hollywood. 

JERRY  HOCKSTRA,.  has  been  ap- pointed war  program  manager  of 
KMOX,  St.  Louis. 
HELEN  ARGUE,  formerly  of  the 
program  department  of  CBG,  Toron- to, has  been  appointed  a  producer  at 
the  CBG  studios  at  Vancouver. 
ELSPETH  CHISHOLM  has  joined 
the  talks  department  of  CBG  national 
program  office  at  Toronto.  She  has 
frequently  appeared  on  CBG  women's talks  programs. 

GERARD  ARTHUR,  assistant  pro- 
gram director  of  CBG,  Montreal,  has 

been  appointed  French  program  liai- son officer  at  the  GBC  headquarters, 
Ottawa. 
KEN  RAPIEFF,  sports  announcer 
of  WICC,  Bridgeport,  is  the  father 
of  a  girl.  Mrs.  John  Lomas,  sales 
department  secretary  of  WICC,  is  in 
volunteer  defense  work  and  is  being 
replaced  by  Dorothy  Whitehead.  How- ard Sullivan,  assistant  news  editor, 
joined  the  Army  Oct.  5. 

HAL  STROMWALL  joins  the  an- 
nouncing staff  of  WING.  Dayton  from 

WJIM,  Lansing.  Bud  Hicks,  WTCM, 
Traverse  City,  Mich,  replaces  him  on 
WJIM.  Howard  K.  Finch  former 
WJIM  chief  announcer  and  produc- 

tion manager,  is  a  second  lieutenant 
in  the  Army  Air  Forces  stationed  at 
Kirtland  Field  Air  Base,  Albuquerque, N.  M. 

JACK  HUBBARD,  former  continuity 
director  of  KFBB,  Great  Falls.  Iowa, 
and  former  manager  of  WATW,  Ash- 

land Wis.,  has  resigned  as  program  di- rector of  KROS  Clinton,  Iowa. 

HAROLD  STEPENS,  announcer- 
singer,  formerly  with  WPG,  WFPG. 
WBAB,  Atlantic  City  has  joined 
WLPM,  Suffolk,  Va. 
ROY  NEAL,  announcer  of  WIBG, 
Philadelphia,  joins  the  Army. 

LARRY  ROLLER,  production  man- 
ager of  WJNO,  Palm  Beach,  was 

awarded  an  Authorized  Naval  Recruit- 
ing Certificate  by  Lt.  M.  C.  Rhodes 

of  the  Miami  Recruiting  Office  dur- 
ing the  Mass  Induction  ceremony 

broadcast  by  WJNO  and  WQAM,  Mi- ami. Stewart  Cameron,  special  events 
head  of  WJNO,  W.  Palm  Beach,  has 
been  appointed  1942  football  coach  for 
St.  Ann's  High  School.  Ralph  Rogers, 
continuity  chief  of  WJNO,  W.  Palm 
Beach,  has  joined  WAPI,  Birming- ham, Ala. 

Page  40  •  October  5,  1942 BROADCASTING  •  Broadcast  Advertising 



JANE  WESTON,  conductor  of  wom- 
en's participation  programs  on WOWO,  Fort  Wayne,  is  recruiting 

nutrition  teachers  to  instruct  classes 
of  women  at  a  County  Civilian  De- 

fense project. 

BILL  O'CONNOR  has  joined  WQAM, Miami,  as  fulltime  announcer. 

DENNIS  HOWARD,  formerly  of 
WWPG,  Palm  Beach,  Fla.,  and 
WGTM,  Wilson,  N.  C,  and  a  Chicago 
radio  actor  has  joined  KXL,  Portland, 
Ore.,  as  production  manager. 

VINCENT  PALMERI,  continuity 
editor  of  WELL  New  Haven,  has  re- 

signed to  join  Warner  Bros.,  as  as- 
sistant manager  of  its  Roger  Sher- 

man Theatre,  New  Haven.  Merritt 
Finch  replaces  him. 

JEAN  GAW  and  Shirley  Cox,  grad- 
uates of  the  Beck  School  for  Radio, 

Minneapolis,  are  announcers  of 
KGNF,  North  Platte,  Neb.  and 
KFNF,  Shenandoah,  la.,  respectively. 

BILL  HATCH,  Hollywood  musical 
director  has  been  given  that  assign- 

ment on  the  weekly  CBS  Screen  Guild 
Theatre,  sponsored  by  Lady  Esther 
Co.,  which  starts  Oct.  19.  Bill  Hamp- 

ton is  script  editor. 
CHARLIE  ANDERSON,  formerly 
announcer  of  KFI-KECA,  Los  Ange- 

les, following  completion  of  an  offi- 
cers' training  course  has  received  his 

commission  as  lieutenant  in  the  Army 
Air  Forces. 

LARRY  CHATTERTON,  supervisor 
of  announcers,  KNX,  Hollywood,  is 
the  father  of  a  girl. 
CHARLES  MARION  and  Carl  Fore- 

man, Hollywood  writers,  have  been 
added  to  staff  of  the  weekly  NBC 
Time  to  Smile  with  Eddie  Cantor, 
sponsored  by  Bristol-M  y  e  r  s  Co. 
(Ipana,  Sal  Hepatica). 

St.  John  Returns 

ROBERT  ST.  JOHN,  NBC's  Lon- 
don war  reporter,  returned  to  New 

York  last  week  after  a  year  in  the 
British  War  Capital  and  is  now  va- 

cationing "somewhere  in  America" 
to  try  to  regain  the  30  pounds  he 
lost  while  abroad.  Alex  Drier,  who 
formerly  represented  NBC  in  Ber- 

lin, and  who  has  recently  been 
broadcasting  from  Chicago,  was  on 
his  way  to  London  to  replace  St. 
John  last  week.  In  addition  to  his 
NBC  duties  in  London,  St.  John 
worked  as  an  ordinary  laborer  in  a 
British  War  Factory,  getting  a 
close  contact  with  the  average  men 
and  women  in  England.  After  his 
day's  work  in  the  factory,  he  would change  into  business  clothes  and 
spend  his  evenings  chasing  news 
for  his  daily  broadcast,  given  at 
1:15  a.m.,  London  time. 

DO  YOU  KNOW 

YOUR  IOWA 

MARKET? 

Get  this 
latest  survey 
now- FREE! 

Do  you  know  what  station 
is  "listened  to  most"  by 55.7%  of  the  Iowa  radio  audience?  .  .  . 

Who  writes  to  radio  stations,  and  why? 
These  and  many  other  questions  on  a  big 
market  are  fully  answered  in  the  "Iowa 
Radio  Audience  Survey".  Impartial,  in- 

formative, helpful.  Get  yours  today,  with- 
out obligationi  Write! 
CENTRAL  BROADCASTING  CO. 

916  Walnut  St. Des  Moines,  Iowa 

SAVANNAH  CLOTHIER  Ray- 
mond Middleton,  manager  of  the 

Schobilt  Clothing  Store,  signs  a 
year  contract  for  a  nightly  quarter- 
hour  newscast  on  WTOC,  Savan- 

nah, Ga.  With  him  are  Bill  Smart 
(1)  WTOC  production  manager 
and  Ben  Williams,  WTOC  local 
sales  manager. 

Canada  Ad  Tax  Ruling 

SPECIAL  contributed  advertising 
for  the  forthcoming  Third  Victory 
Loan  campaign  can  be  charged  up 
to  above  normal  advertising  ex- 

penses for  income  tax  purposes, 
according  to  a  new  ruling  of  C. 
Eraser  Elliot,  Commissioner  of  In- 

come Tax,  Ottawa.  Canadian  ad- 
vertisers are  allowed  10%  over 

normal  advertising  expenditures 
for  wartime  income  tax  purposes. 
The  new  ruling  gives  advertisers 
up  to  15%  but  "special  contributed advertising  will  not  be  regarded  as 
such  unless  the  advertising  can 
be  shown  to  be  90%  given  over  to 
urging  the  purchase  of  bonds  of  the 
Third  Victory  Loan.  The  name  of 
the  sponsor-firm  and  some  refer- 

ence to  its  business  activities  or 

products  may  make  up  the  remain- 
ing 10%.  Industrial  advertising 

including  some  slight  reference  to 
the  Third  Victory  Loan  will  not 
be  regarded  as  special  contributed 

advertising." 

Hands  Across 

KWG,  Stockton,  Cal.,  picked 
up  and  relayed  a  special  War 
Bond  appeal  shortwaved 
from  Hawaii  by  Col.  Otto 
Sandman,  commandant  of 
Schofield  Barracks  recently, 
in  cooperation  with  Fox 
Theaters  during  a  special 
showing  of  Wake  Island. 
The  joint  radio-movie  enter- 

prise sold  $144,750  in  bonds. 

Government  Manual 

FALL  edition  of  the  U.  S.  Govern- 
ment Manual,  a  700-page  reference 

book  on  the  creation  and  organiza- 
tion, functions  and  activities  of  the 

Federal  Depts.  and  Agencies  was 
released  last  week.  It  contains  all 
changes  through  Sept.  1.  Single 
copies  are  available  at  $1  from  the 
Supt.  of  Document,  Govt.  Printing 
Office,  Wash.,  D.  C. 
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NERN  Dines  Agency  Heads 

NEW  ENGLAND  REGIONAL 
NETWORK  played  host  to  some 
200  Agency  Radio  Executives  at 
a  "coming  out"  luncheon  at  the 
Waldorf-Astoria,  New  York,  last 
Wednesday.  William  B.  Ziff,  au- 

thor of  the  current  best-seller,  The 
Coming  Battle  of  Germany,  who 
discussed  the  use  of  air  power  in 
modern  warfare,  was  the  only 
speaker  at  the  luncheon,  which  was 
presided  over  by  Paul  W.  Morency, 
general  manager,  WTIC,  Hartford, 
and  Chairman  of  the  new  regional 
network's  Operating  Committee. 
Sole  commercial  note  was  a  large 
map  showing  primary  and  secon- 

dary coverage  of  NERN,  which 
partially  covered  one  end  of  the 
room. 

'RCA  Review'  Suspends 
SUSPENSION  of  publication  for 
the  duration  has  been  announced 
by  RCA  Review,  quarterly  journal 
of  the  RCA  Institutes  Technical 
Press.  With  a  large  proportion  of 
current  research  and  engineering 
work  in  radio  and  electronics  asso- 

ciated with  the  war  effort,  the  edi- 
tors explained  they  found  discussion 

restricted.  The  last  issue  was  dated 
April,  1942. 

GRANTLAND  RICE,  dean  of  Ameri- 
can sports  authorities,  has  been  signed 

for  his  10th  consecutive  season  as 
football  commentator  on  the  Cities 
Service  Co.,  New  York.  On  each  broad- 

cast, Rice  discusses  the  important 
games  scheduled  for  the  following  day 
and  makes  his  own  predictions  on  the 
outcomes.  Agency  is  Lord  &  Thomas, 
New  York. 

N 
°'  1 ATIONAL  ADVERTISERS  and  New  York's 

numerous  nationalities  have  one  thing 
in  common.  They  both  agree  that 

WBNX  is  THE  FOREIGN  LANGUAGE  STATION  of 
GREATER  NEW  YORK. 

No  wonder,  then,  that  WBNX  with  its  5,000  watts, 
directional,  plays  the  dominant  role  in  selling  the 
5,000,000*  foreign-language-speaking-audience  of 
the  world's  greatest  market. 
To  cash  in  on  the  opportunities  of  this  super-market, 
advertise  your  national  products  over  WBNX,  the 
Winner  of  the  Peabody  Citation  for  Public  Service  to 
Foreign  Language  Groups. 

*Over  70%  of  ntetropoUuin  New  York's  population  1» foreign  bom  or  of  foreign  parentage. 

Your  Best  National  Spot  Buy  .  .  . 

Soldiers'  Likes 
(Continued  from  page  8) 

tening  by  time  zones  weekends, 
with  the  peaks  corresponding  in 
general  to  the  weekday  listening. 
The  table  showing  radio  listening 
by  hours  of  the  day,  weekdays, 
Monday  through  Friday,  follows: 

Radio  listening  by  hour  of  the 
day:  weekdays  (Monday-Friday) 
(Percentages  based  on  all  men  in- terviewed) : 

Could 
Morning  Hours Reported 

Conveniently Listening 
Listen 

5:30-5:45 % 
3 

% 
10 5:45-6:00 4 

13 

6:00-6:15 6 15 
6:15-6:30 8 20 
6:30-6:45 9 20 
6:45-7:00 9 21 
7:00-7:15 7 14 
/ :  if>- ( :oU 5 10 
7:30-7:45 4 ^7      K  Q  .  fin 2 
8:00-8:15 \ 1 
8:15-8-30 1 
8:30-8:45 1 1 8:45-9:00 1 
9:00-9:15 1 9:15-9  :30 1 
Midday  Hours 
11:30-11:45 8 16 11:45-12:00 10 22 12:00-12 :15 8 24 12:15-12:30 13 31 
12  :30-12:45 14 

29 

12:45-  1:0(; 10 

21 

1:00-  1:15 1 1 1:15-  1:30 1 1 1:30-  1:45 1 1 1:45-  2:00 1 1 2:00-  2:15 1 1 2:15-  2:30 1 1 
Evening  Hours 
5:00-  5:15 6 

17 

5:15-  5:30 6 21 5:30-  5:45 8 

23 

5:45-  6:00 10 

28 

6:00-  6:15 14 40 6:15-  6:30 14 44 6:30-  6:45 

13 47 

6:45-  7:00 15 61 7  :00-  7  :15 19 68 7  :15-  7:30 19 

60 

7:30-  7:45 18 

68 

7:45-  8:00 18 

61 

8:00-  8:15 

19 60 

8:15-  8:30 19 61 8:30-  8:45 

18 67 

8:45-  9:00 18 59 9:00-  9:15 16 45 9:15-  9:30 15 45 9:30-  9:45 

12 

36 9:45-10:00 12 36 10:00-10:15 7 24 10:15-10:30 6 20 11:00-11:30 9 15 
*  All  times  are  in  terms  of  local  time. 

Educational  Angles 

The  21-page  survey  was  conclud- 
ed with  a  series  of  detailed  tables 

showing  radio  likes  and  dislikes  by 
education  and  residence  of  enlist- 

ed men.  These  studies,  it  was  stat- 

WARTIME  SERVICE  volunteered 

by  WHAT,  Philadelphia,  and  mem- bers of  the  staff  man  the  dawn 

patrol  of  the  Salvation  Army's mobile  canteen  which  serves  coffee 
and  doughnuts  to  soldiers  and 
sailors  on  guard  throughout  the 
city  from  12  midnight  to  7  a.m. 
Announcers  Joe  Dillon  and  Joseph 
Grady  look  on  as  Milton  Laughlin, 
WHAT  general  manager,  receives 
canteen  keys  from  Mrs.  Brig.  Gen. 
Hepburn  of  the  Salvation  Army. 

ed,  permit  an  examination  of  the 
educational  differences  in  radio 

preferences.  The  men  were  classi- 
fied by  educational  background  and 

men  of  each  educational  level  were 

subdivided  by  size  of  the  commun- 
ity they  called  home. 

In  the  classical  music  field,  it 
was  found  that  47%  of  the  high 
school  graduates  or  those  who  had 
attended  college,  in  communities  of 
25,000  or  more  preferred  it.  In 
towns  of  less  than  25,000,  the  per- 

centage was  32.  Thirty  percent 
in  the  larger  communities  and  34% 
in  the  smaller  ones  did  not  know, 

while  23%  in  the  larger  communi- 
ties and  34%  in  the  smaller  dis- 
liked classical  music. 

The  ratio  of  those  who  liked  clas- 
sical music  tapered  off  as  educa- 

tion lessened.  Of  enlisted  men  who 
had  some  high  school  education, 
30%  in  the  larger  communities 
liked  classical  music  and  19%  in 
the  smaller  communities.  Those 
who  had  no  preference  aggregated 
34%  in  the  larger  communities  and 
36%  in  the  smaller.  Those  who 
definitely  disliked  classical  music 
aggregated  36%  in  the  larger  cities 
and  45%  in  the  smaller  ones. 

Enlisted  men  who  had  grade 
school  education  only  preferred 
classical  music  to  the  extent  of 
31%  in  the  larger  cities  and  25% 

#  The  picture  has  changed  for  Southern  Cali- 

fornia! KMPC  is  now  one  of  the  "first  three" 
Los  Angeles  stations  in  pov/er,  prestige,  cover- 

age .  .  .  but  only  fifth  in  cost! 

FOR  DEFENSE  V^hM  Joitay / 
■^ND  WGAR,  CLEVELANDV-NATIONAL  REPRESENTATIVE:  PAUL  H.  RAYMER  CO. 

— "-'"^--"^^m   1 11  iiiii ''I liiilllll 
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in  the  smallei"  ones.  Those  who  had 
no  opinion  aggregated  32%  in  the 
larger  cities  and  33%  in  the  small- 

er, while  those  who  disliked  it 
totaled  37%  in  the  larger  and  42% 
in  the  smaller. 

Popular  music,  such  as  "sweet 
or  dance  music  and  tunes  of  to- 

day," stood  highest  in  the  prefer- 
ences by  educational  groups.  Those 

who  graduated  from  high  school  or 
attended  college  liked  it  to  the 
extent  of  94%  both  in  large  and 
small  cities.  No  preference  was  ex- 

pressed by  approximately  5% 
while  those  who  disliked  it  totaled 
only  1%  in  the  larger  cities  and 
2%  in  the  smaller  ones. 

Ninety-three  percent  of  the  en- 
listed men  from  cities  of  25,000 

or  more  who  had  some  high  school 
training  liked  popular  music, 
while  86%  from  communities  of 
25,000  or  less  showed  a  similar 
liking.  The  same  general  averages 
prevailed  for  those  with  grade 
school  training. 

In  the  swing  class  (hot,  scat, 
jive)  of  high  school  graduates  or 
those  who  attended  college,  a  total 
of  59%  from  the  larger  cities  and 
63%  from  the  smaller  ones  pre- 

ferred it.  About  22%  didn't  care, 
while  18%  from  the  larger  cities 
and  15%  from  the  smaller  didn't 
like  it.  Those  who  had  had  some 
high  school  training  liked  swing 
music  to  the  extent  of  65%  in  the 
larger  cities  and  63%  in  the  small- 

er ones;  approximately  20%  had 
no  choice,  while  16%  disliked  it. 
Those  with  grade  school  educa- 

tion liked  it  to  the  extent  of  65% 
from  the  larger  cities  and  62% 
from  the  smaller  ones;  about  22% 

didn't  care,  and  12%  from  the  larg- er cities  and  16%  from  the  smaller 
cities  didn't  like  it. 

In  the  old  familiar  music  cate- 
gory, (ballads,  folk  songs,  spiri- 
tuals, hymns,  tunes  of  long  ago) 

the  better  educated  enlisted  men 
liked  it  approximately  54%;  had 
no  choice,  about  30%,  and  disliked 
it  about  16%.  The  same  relative 
ratios  held  for  those  with  high 
school  and  grade  school  training. 

Hillbilly  Music 
In  the  hillbilly  and  western 

music  class,  the  ratios  varied  radi- 
cally. Only  19%  of  the  high  school 

or  college  men  from  the  larger 
cities  cared  for  it,  while  34%  of 
those  from  the  smaller  cities  liked 
it.  Approximately  25%  had  no 
choice  from  both  size  towns.  Fif- 

ty-seven percent  of  the  larger  city 
men  disliked  it  as  against  40% 
of  those  from  the  smaller  cities. 

Those  with  high  school  train- 

No  Admittance! 

NUDIST  colony  was  founded 
by  announcers  Bob  Martin 
and  Bob  Dixon,  WTAG,  Wor- 

cester, when  they  sported 
birthday  suits,  not  bathing 
suits,  in  recent  broadcast 
from  the  YMCA  swimming- 
pool  in  good-natured  competi- 

tion for  the  most  original 
WATG  broadcast.  Publicity 
photographers  were  met  with 
"no  admittance"  sign. 

ing  liked  hillbillies  only  to  the  ex- 
tent of  34%  if  they  came  from  the 

larger  cities,  and  57%  from  the 
smaller  ones.  About  25%  had  no 
preference,  while  41%  from  the 
larger  cities  disliked  it  and  only 
18%  expressed  that  view  from  the 
smaller  cities. 

More  than  half  (52%)  of  those 
with  grade  school  education  from 
the  larger  cities  liked  hillbilly 
music,  while  67%  from  the  small- 

er cities  expressed  a  preference 
for  it.  Those  with  no  opinion 
totaled  26%  from  the  larger  cities 
and  21%  from  the  smaller  ones. 
The  dislike  column  showed  22% 
from  the  larger  communities  and 
12%  from  the  smaller  ones. 

Variety  programs  were  pre- 
ferred by  78%  of  the  high  school 

graduates  or  college  attendees  from 
the  larger  cities  and  70%  from  the 
smaller  ones.  No  preference  was 
expressed  by  16%  from  the  larger 
cities  and  23%  from  the  smaller. 
Six  percent  of  those  from  the 
larger  cities  disliked  variety  pro- 

grams as  against  seven  percent 
from  the  smaller  ones.  In  the  "some 
high  school"  education  sphere, 
74%  of  the  big  city  men  liked  varie- 

ty programs  while  62%  from  the 
smaller  cities  preferred.  No  opin- 

ion was  expressed  by  19%  from 
the  larger  cities  and  28%  from 
the  smaller  ones.  Seven  percent  of 
the  high  school  men  disliked  them 
if  they  came  from  the  larger  cities 
while  10%  disliked  them  from  the 
smaller  towns.  Grade  school  enlist- 

ed men  from  the  larger  cities 
totaled  65%  in  the  preference  col- 

umn as  against  51%  of  such  men 
from  the  smaller  cities.  No  prefer- 

ence was  given  by  27%  from  the 

In  the  Sweet 

Buy  and  Buy 

If  you^d  like  that  grand  and  glorious 
feeling  that  comes  from  seeing  your 
merchandise  move  almost  like  magic, 
put  WAIR  to  work  in  this  great 
American  market.  YouUl  learn  quickly 
why  WAIR  is  famous  for  its  sales- ability. 

WAIR 

Winston-Salem,  North  Carolina 

VALUE  of  MANUFACTURED  PRODUCTS 
Source:   —   Census  of  Manufactures,  1939 

NORTH  CAROLINA 
AVERAGE  OF NINE  OTHER 

SOUTHERN  STATES 

1 

N  B  C FREE  &  PETERS,  INC.  National  Representat 
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larger  cities  and  337c  from  the 
smaller  ones.  Dislike  was  expressed 
by  8%  from  the  larger  cities  and 
16%  from  the  smaller  ones. 

Want  Their  Fun 

Another  upward  surge  was 
shown  for  comedy  programs  in  all 
groups.  These  were  described  as 

"gags,  skits,  and  plays  to  make  you 
laugh".  Among  the  first  category 
(high  school  graduate  or  attended 
college)  87%  from  the  larger  cit- 

ies liked  them  as  against  88% 
from  the  smaller  cities.  No  opinion 
was  expressed  by  10%  from  the 
larger  communities  and  8%  from 

WSB,  Atlanta,  Ga. 

.  ,  .  AP  radio  wire  gets  better  by 

the  minute  .  .  .  you're  doing 
a  fine  job. 

Doug  Edwards, 
News  Editor. 

the  smaller.  Only  3%  from  the 
larger  cities  disliked  them  and 
4%  from  the  smaller  cities. 

Those  with  some  high  school 
education:  Like,  91%  and  86%; 
no  preference,  5%  and  8%;  dislike, 
4%  and  6%. 

In  the  grade  school  education 
category  the  percentages  were: 
Like,  81%  and  80%;  no  preference, 
16%  and  14%;  dislike  3%  and 
6%. 

Quiz  programs  did  not  figure  any 
too  well.  In  the  "high  school  grad- 

uate or  attended  college"  class, 
the  percentages  were:  Like,  55% 
and  62%;  no  opinion,  24%  and 
22%;  dislike  21%  and  16%. 
Among  those  having  some  high 
school,  they  were:  Like,  61%  and 
61%;  no  opinion,  21%  and  25%; 
dislike,  18%  and  14%.  Those  with 
grade  school:  Like,  55%  and 
53%;  no  opinion,  29%  and  31%; 
dislike,  16%  and  16%. 

Serials  Not  So  Popular 
Serial  dramas,  better  known  as 

soap  operas,  but  described  in  the 
survey  as  "stories  that  are  con- 

tinued from  one  broadcast  to  an- 
other" showed  up  this  way:  High 

school  graduate  or  attended  col- 
lege: Like,  11%  and  9%;  no  opin- 

ion, 21%  and  26%;  dislike,  68% 
and  659c.  Some  high  school:  Like, 
20%  and  16%;  no  opinion,  23% 
and  26%;  dislike,  57%  and  58%. 
Grade  school  education:  Like,  30% 

COVERS 

NORFOLK  AND 

RICHMOND  IN 

VIRGINIA  WITH 

50,000  WATTS 

DAY  AND  NIGHT 

PIUS  COLUMBU 

SETTLING  DETAILS  of  My  Mother  and  I,  15-minute  5-weekly  program 
for  Grape-Nuts  Wheat-Meal  on  WEVD,  New  York,  are  (1  to  r)  :  Ed 
Merrill,  of  Young  &  Rubicam;  Joseph  Jacobs,  head  of  Joseph  Jacobs 
Jewish  Market  Organization;  J.  W.  Schmalz,  metropolitan  sales  man- 

ager of  General  Foods  Corp.;  Howard  M.  Chapin,  associate  adver- 
tising manager  of  General  Foods,  in  charge  of  Wheat-Meal;  Ed  Murt- 

feldt.  General  Foods  advertising  department. 

and  22%;  no  opinion,  30%  and 
33%;  dislike,  40%  and  45%. 

In  the  category  of  radio  plays, 
described  as  "dramatic  programs 
that  are  completed  in  one  broad- 

cast", the  averages  were: 
High  school  graduate  or  attend- 
ed college:  Like,  73%  and  60%; 

no  opinion,  17%  and  25%;  dislike, 
10%  and  15%.  Some  high  school 
education:  Like,  65%  and  61%; 
No  opinion,  22%  and  23%;  dislike, 
12%  and  15%.  Grade  school  edu- 

cation: Like,  59%  and  53%;  no 
opinion,  29%  and  32%;  dislike, 
13%  and  16%. 

News,  described  as  "reports  and 
comments  on  current  happenings" 
also  showed  a  high  percentage  in 
all  groups.  High  school  graduates 
or  those  who  attended  college :  Like 
89%  and  91%  ;  no  opinion,  8%  and 
8%;  dislike,  3%  and  1%.  Some 
high  school  education:  Like,  85% 
and  87%;  no  opinion,  11%  and 
8%;  dislike,  4%  and  5%.  Grade 
school  education:  Like,  84%  and 
81%;  no  opinion,  14%  and  15%; 
dislike,  2%  and  4%. 

In  the  sports  field,  covering 
news  and  reviews  of  sports,  scores, 
play-by-play  descriptions  of  games, 
etc.,  the  percentages  were:  High 
school  graduate  or  attended  col- 

lege: Like,  71%  and  72%;  no 
opinion,  21%  and  20%;  dislike, 
8%  and  8%.  some  high  school  edu- 

cation: Like,  74%  and  69%;  no 
opinion,  16%  and  20%;  dislike, 
10%  and  11%.  Grade  school  edu- 

cation: Like  72%  and  58%;  no 
opinion,  22%  and  26%;  dislike, 
6%  and  16%. 

The  final  analysis  covered  spec- 
ial events,   described  as  "on-the- 

PAUL  H.  RAYMER  CO..  NATIONAL  REPRESENTATIVB 
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The  SONG  HITS 

from 

Walt  Disney's  Feature  Picture 

Bambi 
-k  Love  Is  a  Song 

if  Twitterpated 
*  Thumper  Song 

ir  Let's  Sing  a  Gay 
Little  Spring  Song 

-k  Little  April  Shower 

Broadcast  Music,  Inc. 
^^^^  580  Fifth  Avenue  ^^^^ 

New  York  City  — ■ 

spot  descriptions  of  ceremonies, 
etc."  The  percentages  were:  High 
school  graduate  or  attended  col- 

lege: Like,  39%  and  41%;  no  opin- 
ion, 38%  and  38%;  dislike,  23% 

and  21%.  Some  high  school  edu- 
cation: Like,  42%  and  37%;  no 

opinion,  36%  and  38%;  dislike, 
22%  and  25%.  Grade  school:  Like, 
43%  and  34%;  no  opinion,  35% 
and  44%;  dislike,  22%  and  22%. 

The  number  of  enlisted  men  in- 
cluded in  the  radio  survey  sample, 

and  the  camps  covered  were  as  fol- lows : 

Bragg,  N.  C.,  121;  Croft,  S.  C, 
144;  Devens,  Mass.,  210;  Grant, 
111.,  189;  Hill,  Va.,  275;  Houston, 
Tex.,  219;  Lee,  Va.,  144;  Lewis, 
40th  Division,  Wash.,  195;  Lewis, 
44th  Division,  Wash.,  217;  Living- 

ston, La.,  202;  Meade,  Md.,  190; 
Obispo,  Cal.,  187;  Pine,  N.  Y.. 
279;  Polk,  La.,  222;  Warren,  Wyo., 
276;  Wood,  Mo.,  216;  Total,  15 
camps,  3286. 

Serial  Promotion 
DURING  THE  LAST  few  weeks 
in  September  and  first  week  in  Oc- 

tober, Blackett-Sample-Hummert 
has  been  placing  four-inch  adver- tisements on  varied  schedules  on 
the  radio  page  of  local  newspa- 

pers, calling  attention  to  the  local 
NBC  station  carrying  the  "two  new 
exciting  features".  Just  Plain  Bill 
and  Front  Page  Farrell.  The  pro- 

grams, sponsored  respectively  by 
Anacin  Co.  and  Kolynos  Co.,  start- 

ed on  50  NBC  stations  Sept.  14. 

SAG  Radio  Ruling 

VETOING  personal  appearances 
without  pay  on  all  radio  shows, 
unless  such  have  been  cleared  by 
Hollywood  Victory  Committee,  the 
Screen  Actors  Guild  during  its 
annual  meeting  Sept.  27,  in  that 
city,  sought  to  insure  members 
from  possible  exploitation.. 

WIBW  ̂''^^"t  o  peTa 
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LADIES, 

GERTRUDE  TALBOT 

TEACHING  SCHOOL  evi
dent- 

ly held  no  allure  for  Mrs. 
Gertrude  Talbot.  She  left  it 
after  a  year  to  do  steno- 

graphic work  in  a  publishing 
house.  One  year  of  taking  dictation 
was  also  enough  and  her  next  step 
was  to  start  filing  and  proof  read- 

ing for  Van  Sant,  Dugdale  &  Co., 
Baltimore,  where  she  is  now  space 
and  timebuyer. 

Born  in  Anderson,  S.  C,  Ger- 
trude Talbot  attended  Langley 

High  School,  claiming  modestly 
that  her  main  activity  was  basket- 

ball. She  then  made  the  U  of  Geor- 
gia her  alma  mater. 

At  Van  Sant,  Dugdale  &  Co.  for 
nine  years,  Mrs.  Talbot  has  been 
space  and  timebuyer  for  the  last 
three  years.  Her  accounts  include 
Sherwood  Brothers,  Schulderberg- 
Kundle,  Crosse  &  Blackwell,  Mc- 
Cormick's,  Glenn  L.  Martin,  Black &  Decker,  National  Radio  Institute. 

Talent  runs  in  the  family.  Mrs. 
Talbot's  sketch  above  was  done  by her  daughter,  Mary.  Her  hobbies 
are  swimming  and  reading. 

OWI  Football  Messages 

AS  AN  AID  in  delivering  the  vari- 
ous war  mesages  during  all  football 

broadcasts  the  Radio  Bureau  of  the 
Office  of  War  Information  has 
mailed  a  questionnaire  to  all  sta- 

tions signed  by  William  B.  Lewis, 
bureau  chief,  requesting  a  list  of 
all  local  football  broadcasts  and 
their  sponsors,  to  obtain  coopera- 

tion in  the  campaign  planned.  This 
plan  is  a  continuation  of  the  base- 

ball allocation  plan  which  sched- 
uled war  messages  on  locally  spon- 

sored baseball  broadcasts. 

Grove  News 

GROVE  LABS.,  St.  Louis  (Bromo- 
quinine),  has  started  sponsorship 
of  thrice-w  e  e  k  1  y  quarter-hour 
newscasts  by  Norman  Barry  on 
WMAQ,  Chicago,  and  bv  Don- 

ald McGibeny  on  WBBM,  Chicago- 
in  addition  to  five-minute  news  pro- 

grams six  days  a  week  on  WBBM 
by  John  Harrington.  Agency  is 
Russel  M.  Seeds  Co.,  Chicago. 

Yeast  Discs 

NORTHWESTERN  YEAST  Co., 
Chicago  is  using  copy  on  Songs 
of  a  Dreamer,  transcribed  musi- 

cal program  on  15  Midwestern 
stations  [Broadcasting,  Aug.  24], 
to  explain  the  absence  of  its  gran- 

ular Maca  yeast  from  the  consum- 
er market  due  to  military  demands 

for  the  product.  Promotion  of  dry 
cake  Yeast  Foam  and  Magic  Yeast 
has  been  substituted  "for  home 
front  use".  Agency  is  MacFar- 
land,  Aveyard  &  Co.,  Chicago. 

Store  Tries  Radio 

USING  radio  for  the  first  time, 
Union-May-Stern,  St.  Louis  de- 

partment store,  is  sponsoring 
Broadway  Canteen,  15-minute  rec- 

ord show,  each  Monday,  Wednes- 
day, and  Friday  over  KSD,  that 

city.  Thus  the  station  becomes  the 
store's  exclusive  radio  outlet.  Rec- 

ord numbers  will  be  chosen  on  the 
basis  of  popularity  polls  conduct- 

ed in  camps  throughout  the  coun- try. 

ANOTHER  GILLIN,  Bill,  brother 
of  John  Gillin,  manager  of  WOW, 
Omaha,  signs  a  sponsor  for  KLZ, 
Denver,  where  he  is  on  the  com- mercial staff.  Contract,  signed  by 
Dave  Cohen,  Denver  Jewelry  Co., 
calls  for  1485  announcements.  Max 
Goldberg,  left,  is  the  agency. 

Bond  Bread  Buying 

GENERAL  BAKING  Co.,  New 
York  (Bond  bread),  has  placed 
one-minute  and  half  minute  tran- 

scribed announcements  on  KCMO, 
Kansas  City;  WAVE,  Louisville; 
WSTV,  Steubenville,  Ohio;  WTOL, 
Toledo;  WKY,  Oklahoma  City; 
KTUL,  Tulsa;  WHKC,  Columbus. 
25  to  45  times  a  week,  in  addi- 

tion to  participation  on  home-mak- 
ing programs  on  WHKC,  Colum- 
bus, and  WHB,  Kansas  City.  Mit- 

chell-Faust Adv.  Co.,  Chicago,  is 

agency  for  the  Central  and  South- west divisions  of  the  company. 

A  NEW  ROSE  has  been  named  after 
Mary  Margaret  McBride,  who  eon- 
ducts  a  women's  program  on  WEAF, 
New  York.  Originator  of  the  rose  is 
Charles  H.  Perkins,  president,  Jaek- 
.son  &  Perkins  Co.,  Newark.  New  York. 

Tribute  Circularized 

A  QUARTER  OF  A  MILLION  or 
more  pamphlets  quoting  a  recent 
broadcast  by  Arthur  Hale,  commen- 

tator, on  MBS'  Confidentially  Yours, will  be  distributed  throughout  the 
country  by  The  Boy  Scouts  of  Amer- ica. Hale  paid  tribute  to  the  Boy 
Scout  movement,  particularly  to  con- tinued activities  of  the  organization 
in  Nazi-occupied  countries. 

On  WG  N  Its 

N ews... Plus! 

9WGN  regularly  supplements  its  news  broadcasts  with 

informal  and  authoritative  talks  with  men  and  women  who 

have  played  important  roles  in  current  events. 

For  instance,  during  the  week  of  September  21,  1942,  the 

following  guests  appeared  on  the  regular  WGN  news  broad- 

casts: 1  —  one  of  the  two  WAACs  in  Chicago;  2  —  a  Dutch 

aviator;  3  —  Chas.  O.  Van  der  Plas,  former  Governor  of  East 

Java;  and  4  —  Sir  Ian  Frazier,  director  of  the  BBC. 

Consequently,  Chicago  and  midwestern  listeners  turn  first 

fo  WGN  for  news. 

A  Clear  Channel  Station 

50,000  Watts 720  Kilocycles 

MUTUAL BROADCASTING  SYSTEM 

EASTERN  SALES  OFFICE:  220  E.  42nd  Street,  New  York,  N.  Y.  PAUL  H.  RAYMCIt  CO.,  Los  Angeles,  Cal.,  San  Francisco,  Cal, 
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NOT  CABBAGES  AND  KINGS,  but  advancement  of  the  war  effort 
through  coordination  of  sponsored  network  programs  produced  by  J. 
Walter  Thompson  Co.  was  discussed  by  these  lunching  executives  during 
a  recent  Holly^vood  conference.  Conferring  executives  of  that  agency 
are  (1  to  r),  Daniel  Danker,  Southern  California  vice-president  in  charge 
of  radio;  Norton  W.  Mogge,  Los  Angeles  office  manager;  Stanley  Resor, 
president  of  the  organization;  Norman  Strouse,  San  Francisco  executive. 

Blue  Servicemen 
THE  BLUE  NETWORK  last  week 
added  ten  names  to  its  list  of  men 
who  have  gone  into  the  Armed  serv- 

ices from  the  network.  Joining  the 
Army  are :  Robert  Thompsou,  Rich- ard Bender  and  Charles  A.  Imnerial. 
New  York  mail  room ;  Jack  Swine- 
ford  and  Lynn  Brandt,  Chicago  an- 

nouncing staff ;  Clarkson  Thompson, 
Hollywood  trafiic  department ;  John 
A.  Galbraith.  San  Francisco  announc- 

er staff,  and  Aaron  Rubin,  New  York 
accounting  Staff.  In  the  Navy  are  A. 
Lloyn  HockiT^  Chicago  engineer,  and 
Robert  B.  Jones,  Jr.,  New  York  sta- 

tion relations.  Douglas  MacKinnon, 
formerly  of  the  BLUE  script  division, 
has  joined  the  Army  Intelligence  serv- ice. 

V^OVERING  Portland  and 

Maine's  major  markets 
...  a  consumer  market 
which  has  mushroomed  in 

size  and  is  steadily  grow- 

ing .  .  .  where  DOL- 
LARS   are    being  spent. 

5000  WATTS— 560  KC CBS 

Nationol  Representatives 
PAUL  H.  RAYMER  CO. 

FDR  Opens  Chest  Drives 
PRESIDENT  Roosevelt,  will  open 
the  nation's  War  Chest  and  Com- 

munity chest  campaigns  through- 
out this  country  and  Canada  in  a 

broadcast  over  the  four  major  net- 
works, Monday,  Oct.  5, 10: 30-11  p.m. 

Preceding  the  President's  talk,  the 
Philadelphia  Symphony  Orchestra, 
will  be  heard,  followed  by  a  special 
production  of  the  CBS  serial 
Blondie,  in  which  "Blondie"  and 
"Dagwood",  after  a  series  of  diffi- 

culties, obtain  pledges  for  the  com- 
munity chest.  The  regular  Blondie 

series  is  sponsored  by  R.  J.  Rey- 
nolds Tobacco  Co.  Title  of  the  four- 

network  program  is  Community 
Mobilization  fm-  Human  Needs. 
The  campaigns  are  seeking  to  raise 
$170,000,000. 

Pop  Corn  Spots 
CONFECTIONS  Inc.,  Chicago 
(Old  Style  Pop  Corn),  is  testing 
with  transcribed  musical  spot  an- 

nouncements by  Wendell  Hall, 
vocalist,  on  WLW  WISH  WJR 
WKZ  WBOM  WTAM  WSBT,  us- 

ing 40  announcements  during  a 
two-month  period  on  each  station. 
As  soon  as  distribution  is  complete 
in  those  areas,  the  company  plans 
to  expand  to  Chicago,  Milwaukee 
and  selected  markets  in  North  and 
South  Dakota,  Nebraska,  Kansas, 
Minnesota,  Iowa,  Missouri,  Penn- 

sylvania, West  Virginia  and  New 
York.  Agency  is  Raymond  C.  Hud- 

son &  Assoc.,  Chicago. 

SZATH-MYRI 

records  for 

LANG-WORTH 

Shortwave  War 
{Continued  from  page  12) 

and  one  in  Italian  and  English 

daily  and  one  in  Polish  and  Fin- 
nish weekly.  These  open  and  close 

to  strains  of  Yankee  Doodle.  They 
are  transmitted  shortwave  from 
New  York,  recorded  here,  then 
broadcast  on  a  suitable  schedule. 
They  are  exceedingly  well  done. 
Their  news  and  interpretations  are 
honest  and  they  are  well  recived 
in  Europe. 

But  voice  quality  is  lost  not  only 
in  transatlantic  transmission  but 
in  the  recording  process.  It  would 
be  better  if  pickups  could  be  made 
direct  and  rebroadcasting  done 
without  intercession  of  recordings. 
And  it  would  be  far,  far  bet- 

ter if  more  broadcasts  of  "This Is  the  United  States  of  America 

Calling  Europe",  as  the  opening 
line,  with  the  fanfare,  could  be 

carried  over  BBC's  European  serv- ice networks.  Time  should  and  can 
be  made  available  for  more  of 
them,  and  British  radio  officials 
recently  turned  from  conferences 
on  the  subject  in  the  United 
States  indicate  recommendations 
are  going  forward  to  that  effect. 

The  propaganda  objective  is  a 
common  one,  so  the  British  can  ill 
afford  to  be  niggardly  with  their 
time.  Moreover,  75%  of  time  on 
the  European  service  is  news,  the 
rest  dramatizations  and  incidental 
music;  it  is  not  and  should  not  be 
entertainment  service  in  any  sense, 
though  listener  interest  technique 
is  the  prime  requisite. 

There  are  even  some  experts 
who  assert  on  the  basis  of  both 
British  and  American  reports  on 
listening  and  on  word  of  mouth 
distribution  of  radio  news  picked 
up  in  Europe  that  an  American  ac- 

cent in  French  or  German  actually 
gives  our  news  and  commentaries 
more  credence.  This  technique  al- 

lays suspicion  that  it  is  coming 
from  the  English  or  from  discred- 

ited refugee  sources  using  BBC 
channels  subterfuged  as  American. 

It  takes  no  expert  to  recognize 
how  technically  simple  it  would  be 
to  tie  in  shortwave  language 
broadcasts  from  America  with 
BBC's  already  established  system 
which  is  working  well.  This  relay 

setup  plus  our  own  direct  eman- 
ations on  multiple*  shortwaves 

would  provide  all  the  transmission 
avenues  needed.  But  our  news  out- 

put absolutely  must  be  coordinat- 
ed with  the  British  to  avoid  over- 

lapping and  needless  repetition. 

SENSATIONAL! 
After  3  years  of  contmuons  Broadcasting 
The  American  Institute 

OF  Food  Products 

is  proud  to  announce  that 
doctor 
WALTER  H. 

Nationally  Known  Food  and  Nutrition  Expert 

FOOD  FORUM 

EDDY 

NOW  ON  \JJ  f\f^ 

Mon.  thru  Fri.     WW   \^  #\ 
4:30 p.  M. 

New  $350,000  Transmitter  Plant 
BUFFALO 

BROADCASTING  CORPORATION 
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HEK  &  PETERS.  ISC. 
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RT'THRAUPF  &  RYAN.  New  York. 
last  week  announced  three  new  pro- 

ducers joining  its  staff.  Knowles  En- 
trikin.  former  free-lance  producer,  will 
produce  The  Adventures  of  Ellery 
Queen,  NBG  series  sponsored  by 
Emerson  Drug  Co.,  Baltimore.  New 
production-supervisor  of  Tlxe  Quiz  of 
Two  Cities,  sponsored  in  various  mar- 

kets by  Noxzema,  will  be  Addi.son 
Smith,  formerly  of  Ted  Bates  Inc. 
and  Benton  &  Bowles,  New  York. 
Third  producer,  who  will  work  on  the 
Emerson  Drug  Co.'s  Vox  Pop  program 
is  Bob  Byron,  m.c.  of  his  own  pro- 

grams on  WHN,  New  York,  and  pre- 
viously with  CBS. 

WILLIAM  R.  STUHLER,  former 
vice-president  in  charge  of  the  Ra- 

dio Division  of  A.  &  S.  Lyons  Inc.. 
New  Yoi-k  has  resigned  his  position, 
announcing  no  future  plans.  Succeed- 

ing him  is  William  Tuttle,  formerly 
in  the  radio  division  of  Lvons,  while 
Richard  Barrett,  who  recently  joined 
Lyons,  will  condle  the  firm's  radio programs  both  in  New  York  and  in 
Los  Angeles. 
SHIRLEY  BERGMAN,  formerly  on 
the  production  staff  of  CBS,  has  joined 
the  radio  department  of  Lord  & 
Thomas,  New  York. 
L.  RAOUL  DAIGENBAULT.  direc- 

tor of  French  Publicity  in  the  Mon- 
treal office  of  J.  Walter  Thompson 

Co..  has  been  loaned  to  the  Canadian 
government  to  assist  in  the  adminis- 

tration of  the  Wartime  Prices  &  Trade 
Board,  according  to  an  announcement 
by  Samuel  W.  Meek,  vice-president 
in  chara-e  of  International  Operations of  the  agency. 
CAROL  IRWIN,  Director  of  Daytime 
Radio  for  Young  &  Rubicam,  New 
York,  has  been  promoted  to  an  exec- 

utive position  in  the  agency's  con- tact department,  which  is  sunervised 
by  Louis  Brockway.  Miss  Irwin  will 
be  an  account  executive  on  the  Cer<^ni 
Division  of  General  Foods  Corp.,  while 
her  duties  will  be  taken  over  by 
Woody  Klose.  former  Assistant  Man- 

ager of  daytime  radio. 

THOMAS  F.  HARRINGTON,  Vice- 
President  and  Radio  Director  of 
Young  &  Rubicam,  New  York,  is  on 
the  West  Coast  for  four  or  five  weeks 
to  supervise  the  openings  this  week  of 
the  agency's  fall  shows.  Jack  Benny for  Grapenuts,  and  Eddie  Cantor  for 
Ipana  and  Sal  Hepatica  on  NBC,  and 
Burns  and  Allen  for  Swan  Soap  on 
CBS. 

H.  G.  McCOY  and  J.  Vance  Babb, 
public  relations  representatives  of  N. 
W.  Ayer  &  Son,  New  York,  have  been 
named  associate  directoi-s  of  the  agen- 

cy's public  relations  department.  Wil- liam G.  Haworth,  who  for  six  years 
lias  had  his  own  publicity  firm,  has 
joined  Ayer  in  the  same  department. 

RICHARD  DIGGS,  onetime  Holly- 
wood radio  director  of  Lennen  &  Mit- 
chell, and  currently  assigned  to  the 

radio  division  of  the  Office  of  War 
Information,  San  Francisco,  is  the 
father  of  a  boy. 

ANTON  HARDT  II,  New  York  pro- 
ducer of  Young  &  Rubicam,  has  been 

assigned  to  the  weekly  NBC  Time  to 
Smile  with  Eddie  Cantor,  sponsored 
by  Bristol-Myers  Co.  (Ipana,  Sal  He- 

patica). Series  resumed  Sept.  30  from 
Hollywood. 

RALPH  HEINEMAN,  formerly  head 
of  his  own  agency  by  the  same  name, 
has  joined  Ruthrauff  &  Ryan,  Chicago, 
in  charge  of  apparel  accounts. 

.TACK  AIILES,  for  three  years  on 
the  staff  of  the  New  York  World- 
Telef/rum,  and  previously  with  NBC's 
press  department,  on  Oct.  1  joined 
llie  publicity  department  of  Young  & 
Uiihicam.  New  York,  headed  by  Bill 
Th'iinas. 

FARAON  J.  MOSS,  having  been  com- missioned a  first  lieutenant  in  the 
Army  Medical  Administrative  Corps, 
has  discontinued  his  Hollywood  adver- 

tising agency  for  the  duration.  He  is 
currently  stationed  at  Camp  Grant, 
111.  Accounts  formerly  serviced  by 
his  organization  have  been  turned 
over  to  Allied  Adv.  Agencies,  Los  An- 
geles. HENRY  KLEIN,  of  Philip  Klein. 
Philadelphia,  is  writing  the  Mister 
Mystery  ijrograms  si3onsored  by  Pa- 

risian Clothiers  on  WFIL,  Philadel- 

phia. MARY  GARVIN,  Hollywood  manager 
of  Ward  Wheelock  Co.,  is  recuperat- 

ing from  an  appendicitis  operation. 

BROOK  ADV.  AGENCY,  Los  Ange- 
les, has  moved  to  416  W.  Eighth  St., 

Telephone  is  Trinity  0.5.58. 
PAUL  LAZARUS  .Jr.,  formerly  in 
ehai-ge  of  trade  jiaper  advertising  and 
sales  ijromotional  activities  for  War- 

ner Bros.,  New  York,  has  joined 
Buchanan  &  Co.,  New  York,  as  a  copy- 

writer in  the  agency's  motion  picture division. 

WALTER  .1.  WEIR,  former  vice- 
president  in  charge  of  copy  of  Lord 
&  Thomas,  New  York,  who  resigned 
in  August,  has  joined  Kenyon  &  Eck- 
hardt,  New  York  in  an  executive  ca- 

pacity according  to  Thomas  D'Arcy 
Brophy,  president.  Mr.  Weir  pre- 

viously was  with  J.  M.  Mathes  Inc., 
Sherman  K.  Ellis  Co.,  and  N.  W. 
Ayer  &  Son,  New  York. 

SCOTT  FARON,  formerly  account 
executive  of  Ward  Wheelock  Co., 
Philadelphia,  where  he  handled  the 
Stephen  F.  Whitman  and  Palmolive 
accounts,  has  joined  the  Saturday 
Evening  Post,  Philadelphia,  as  man- 

ager of  publicity. 

Form  Lewis  &  Oilman 
PAUL  L.  LEWIS  and  Wesley  A. 
Gilman,  vice-presidents  of  N.  W. 
Ayer  &  Son,  Philadelphia,  since  its 
incorporation  in  1929,  have  re- 

signed to  establish  their  own  agen- 
cy in  Philadelphia  under  the  name 

of  Lewis  &  Gilman.  Offices  will 
be  maintained  at  1528  Walnut 
Street.  For  eight  years  Mr.  Lewis 
managed  the  copy  department  of 
Ayer's  Philadelphia  office  and  for 
five  years  headed  the  service  for 
the  Ford  account.  Mr.  Gilman  was 
formerly  manager  of  the  Boston 
office  and  later  in  charge  of  sales 
and  service  in  the  Philadelphia  of- fice. 

Bloom  Named  V-P 
JOSEPH  E.  BLOOM,  former  ac- 

count executive  of  Weiss  &  Gell- 
er,  New  York,  has  been  appointed 
vice-president  in  charge  of  media 
and  radio  for  the  agency,  succeed- 

ing Sidney  Alexander,  who  has 
joined  Columbia  Pictures.  Mr. 
Bloom  previously  was  with  Blow 
Co.  and  Federal  Adv.  Agency,  and 
on  the  sales  staff  of  American 
Weekly  magazine.  Newly  appoint- 

ed spacebuyer  at  Weiss  &  Geller 
is  Helen  Black,  formerly  of  Brown 
&  Thomas,  New  York. 

JOHN  W.  LOVETON  former  radio 
program  director  of  Ruthrauff  &  Ryan, 
New  York,  has  joined  the  radio  de- partment of  Lord  &  Thomas,  New 
York.  Mr.  Loveton  has  directed  such 
programs  as  the  Court  of  Missing 
Heirs,  Ooodwill  Hour,  The  Shadoic, 
and  Aunt  Jennie's  daytime  serial. 

Carolyn  Kay  Cline  is  a  **BOOM 
BABY  WITH  A  FUTURE"  because 
she  teas  born  in  boom  times  in  the 
boom  town  of  Wichita,  Her  dadf 

N athan  R.  CUne,  operates  "A  viation 
Industries** f  leading  Wichita  aviation 
school.  *'We*re  building  solidly  for 
the  future,**  says  Mr.  Cline.  Wichita's 
boom  of  today  is  here  to  stay! 

For  years  Wichita  has  been  the  Oil 
Capital  of  Kansas  (Kansas  is  4th  in 
U.S.A.  oil  production)^— Wichita  has 
always  been  a  great  wheat  and  live- 

stock center^— now,  in  addition,  it  has 
become  the  great  aviation  center  of 
the  middle-west  (approximately  100 
acres  of  plane  manufacturing  plants). 

There  is  solid  growth  in  the  Wichita 
area*— in  population  and  in  wealth. 
You  can  make  solid  sales  gains  here 
by  using  Station  KFH^— the  only  full 
time  5000-watter  in  Kansas. 

Photo  bv  Marcus 

That  Selling  Station  In 

Kansas'  Biggest,  Richest  Market 

K  F  H 

WICHITA 
CBS  .  .  .  5000  WATTS  DAY  &  NIGHT 

CALL  ANY 
EDWARD  PETRY  OFFICE 

BUFFjlMH^^EST 

REGIONALMRAGE 

5000  WATTS  BY  DAY 

1000  mm  DIRECTIONALLY 

lldifsiFIED  BY  NIGHT 

New  $350,000  Transmitter  Plant 
BUFFALO 

BROADCASTING  CORPORATION 
fsuliii/ial  Ii*:ftrv.\en  totti  vs: 
f  HEE  cV  PETERS.  /AC. 
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STATION  ACCOUNTS 

rp— studio  programt 
ne — news  pTograms 
t — transcriptions 

sa — spot  announcements 
ta — transcription  announcements 

WKZO,  Kalamazoo 
American  Industries  Salvage  Committee, 
New  York,  59  sa,  thru  McCann-Erick- son,  N.  Y. 

Berghofl  Brewing  Co.,  Fort  Wayne,  Ind., 
5  ta  weekly,  10  weeks,  thru  L.  W.  Ram- 

sey Co.,  Chicago. 
Dr.  W.  B.  Caldwell  Inc.,  Monticello,  111., 

52  ta  weekly,  1  year,  thru  Sherman  & 
Marquette,  Chicago. 

Carter  Products,  New  York  (drugs),  5  to 
weekly,  27  weeks,  thru  Ted  Bates,  N.  Y. 

Chamberlain  Sales  Corp.,  Des  Moines  (lo- 
tion), 3  sa  weekly,  26  weeks,  thru  Cary- Ainsworth,  Des  Moines. 

Feminine  Products,  New  York  (Arrid),  2 
ta  weekly,  15  weeks,  thru  Small  & 
Seiffer,  N.  Y. 

Foley  &  Co.,  Chicago  (cough  syrup),  6  sp 
weekly,  13  weeks,  thru  Lauesen  &  Salo- 

mon, Chicago. 
Manhattan  Soap  Co..  New  York  (Sweet- 

heart) 8  sa  weekly,  13  weeks,  thru 
Franklin  Bruck  Adv.  Corp.,  N.  Y. 

Willard  Tablet  Co.,  Chicago  (drugs),  3  sp 
weekly,  10  weeks,  thru  First  United 
Broadcasters,  Chicago. 

Emmco  Insurance  Co.,  So.  Bend,  6  ne 
weekly,  1  year,  thru  MacDonald-Cook Co.,    South  Bend. 

KMMJ,  Grand  Island,  Neb.i 
Sterling    Insurance    Co.,    Chicago,    6  sp 

weekly,  1  year,  thru  E.  H.  Brown  Adv. 
Agency,  Chicago. 

Inter-State    Nursery,    Hamburg,    la.,  24 ap  weekly,  15  weeks,  direct. 
Sunway  Vitamin  Co..  Chicago,  9  sp  weekly, 

1  year,  thru  Sorensen  &  Co.,  Chicago. 
O.  A.  Cooper  Co.,  Humboldt,  Neb.  (feeds), 

6  sa  weekly,  thru  France  &  Duff,  Omaha. 
Haskins  Bros.  &  Co.,  Omaha.  (Blue  Barrel 

&  Spark  soap),  6  sa  weekly,  thru  Sidney 
Garfinkel  Adv.   Agency,   San  Francisco. 

Garst  &  Thomas,  Coon  Rapids,  la.  (seed 
corn ) ,  6  sa  weekly,  thru  R.  J.  Potts- 
Calkins  &  Holden,  Kansas  City. 

Robi  nson  Seed  Co.,  Waterloo,  Neb.,  6  sa 
weekly,  13  weeks,  thru  E.  H.  Brown 
Adv.    Agency,  Chicago. 

Pollock-Key  Co.,  Fort  Scott,  Kan.  (over- 
alls), 6  sa  weekly,  26  weeks,  thru  Mc- 

Junkin  Adv.  Agency,  Chicago. 
Vick  Chemical  Co.,  New  York  (cough 

drops),  3  ta  weekly,  20  weeks,  thru 
Morse  International,  N.  Y. 

WJZ,  New  York 

Wesson  Oil  &  Snowdrift  Co.,  New  Orleans 
(Wesson  salad  oil),  15  ta  weekly,  thru 
Kenyon  &  Eckhardt,  N.  Y. 

THE  oudineii  OF 
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KPO,  San  Francisco 
Haas  Bros.,  San  Francisco  (food  products), 

5  sp  weekly,  thru  Leon  Livingston  Adv. 
Agency,  San  Francisco. 

National  Funding  Corp.,  Los  Angeles  3  sp 
weekly,  thru  Smith  &  Bull,  Los  Angeles. 

Pan  American  Coffee  Bureau,  New  York  5 
sa  weekly,  thru  J.  M.  Mathes  Inc.,  N.  Y. 

Kaiser  Co.  Inc.,  San  Francisco  (housing) 
6  sp  weekly  direct. 

Pure  Food  Co.,  Mamaroneck.  N.  Y.  (Herb- Ox  Bouillon  cubes).  3  sa  weekly,  thru 
J.  M.  Mathes  Inc.,  N.  Y. 

Acme  Breweries,  San  Francisco  4  sp 
weekly,  thru  Brisacher,  Davis  &  Staff, San  Francisco. 

Johnson  &  Johnson,  New  Brunswick,  N.  J. 
(first  aid  products),  5  sa  weekly,  thru 
Young  &  Rubicara,  N.  Y. 

Doubleday-Doran  &  Co.,  Nev/  York  (books), 
6  sp  weekly,  thru  Huber  Hoge  &  Sons, 
N.  Y. 

Mentholatum  Co.,  Wilmington,  Del.  3  sa 
weekly,  thru  J.  Walter  Thompson  Co., 
N.  Y. 

Curtis    Publishing   Co.,    Philadelphia,  Pa., 
(Saturday  Evening  Post)    3   sa  weekly, 
thru  BBDO,  N.  Y. 

Larus   &   Bro.   Co.,   New   York  (Domino 
cigarettes),  2  sa  weekly,  thru  Warwick 
&  Legler  Inc.,  N.  Y. 

Pioneer     Beverage     Co.,     Oakland,  Gal. 
(Golden  Bridge),  weekly  sa,  thru  Ryder 
&  Ingram,  Oakland. 

CKCL,  Toronto 

Grove  Labs.,  St.  Louis  (Bromo-Quinine) , 
2  sa  daily,  thru  Russel  M.  Seeds  Co., Chicago. 

Vick  Chemical  Co.,  Greensboro,  N.  C. 
(Vaporub)  6  ta  weekly,  thru  Morse  In- ternational,  N.  Y. 

Dr.  Bell  Wonder  Medicine  Co.,  Kingston, 
Ont.  (proprietary)  3  t  weekly,  thru 
Dominion  Broadcasting  Co.,  Toronto. 

Philadelphia  &  Reading  Coal  Co.,  Phila- 
delphia (coal),  6  so  weekly,  thru  McKee 

&   Albright,  Philadelphia. 
Royal  Canadian  Air  Force,  Ottawa  t,  thru 

E.  W.  Reynolds  &  Co.,  Toronto. 
Pacquin  Inc.,  Montreal  (hand  lotions),  2  f 

weekly,  thru  Ronalds  Adv.  Agency  Ltd., Toronto. 
Dr.  J.  O.  Lambert  Ltd.,  Montreal  (medi- 

cinal) t  weekly,  thru  J.  E.  Huot  Reg., Montreal. 
Kresge's  Ltd.,  Toronto  (chain  stores),  3  sp weekly,  direct. 
Thomas  J.  Lipton  Ltd.,  Toronto  (tea 

soup ) ,  6  ta  weekly,  thru  Vickers  & 
Benson,  Toronto. 

Ex-Lax  Mfg.  Co.,  Brooklyn  (laxative) ,  2  ta 
daily,  thru  Cockfield-Brown  &  Co.,  Mont- real. 

WJJD,  Chicago 

Chicago  Air  College,  Chicago,  6  sp  weekly, 
13  weeks,  thru  M.  A.  Ring  Adv.,  Chicago. 

Lamb  &  Lamb  Publishing  Co.,  Chicago,  6 
sp  weekly,  thru  Gourfain-Cobb  Adv.  Agcy. 
and  Irving  J.  Rosenbloom  Adv.,  Chicago. 

BUT  YOU  HAVEN'T  EVEN 
LOOKED  AT  THE  CRYSTAL 

|BALL,5WAM1? 

when  oregon's  largest 
station, sahib, is  covering 
,200/000  persons  1nt+^e 

country's  biggest  boom 
area  why  do  i  need  a 
crystal  ball  to  tell 

your  future? 

WLW,  Cincinnati 
Peabody  Co.,  Mendenhall,  Miss.,  6  sp 
weekly,  31  weeks,  thru  Southern  Adv. 
Agency,   Mendenhall,  Miss. Fashion  Frocks,  Cincinnati,  3  sp  weekly, 
3  weeks,  thru  Franklin  Bruck  Adv. 
Corp.,  N.  Y. Manhattan  Soap,  New  York,  3  sp  weekly, 
12  weeks,  thru  Franklin  Bruck  Adv. 
Corp.,  N.  Y. 

Foster-Milburn  Co.,  Buffalo,  (drugs)  3  so 
weekly,  52  weeks,  thru  Spot  Broadcast- 

ing, Inc.,  N.  Y. 
Confections  Inc.,  Chicago  40  ta,  thru  Ray- mond C.  Hudson  &  Assoc.,  Chicago. 
Luthei-an  Laymens'  League,  St.  Louis,  1 

sp  weekly,  26  weeks,  thru  Kelly,  Kahrndt 
&  Kelly,  St.  Louis. 

Smith  Bros.,  Poughkeepsie,  N.  Y.  (cough 
drops ) ,  6  sp  weekly,  20  weeks,  thru 
J.  D.  Tarcher,  N.  Y. 

Quaker  Oats  Co.,  Chicago,  3  sp  weekly,  26 
weeks,  thru  Sherman  K.  Ellis  Inc.,  Chi- 
cago. 

Candy  Bros.,  St.  Louis,   (cough  drops)  25 
sa  weekly,  20  weeks,  thru  H.  W.  Kastor 
&  Sons,  Chicago. 

Maryland    Pharmaceutical   Co.,  Baltimore, 
(Rem,  Rel),  7  so  weekly,  26  weeks,  thru 
Joseph  Katz  Co.,  Baltimore. 

Beaumont   Co.,    St.    Louis  (proprietary), 
14  so  and  1  sp  weekly,  22  weeks,  thru 
H.  W.  Kastor  &  Sons,  Chicago. 

Pinex  Co.,  Ft.  Wayne,  Ind.,  10  sa  weekly, 
22    weeks,    thru    Russel   M.    Seeds  Co., Chicago. 

American  Products  Co.,  Cincinnati,  (Zanol 
products),  6  sp  weekly,  13  weeks,  thru 
E.  H.  Brown  Adv.  Agency,  Chicago. 

Ball  Bros.,  Muncie,  Ind.,  (glass  jars),  6 
sp  weekly,  5  weeks,  thru  Applegate  Adv. 
Agency,  Muncie,  Ind. 

Sterling  Insurance  Co.,  Chicago,  7  sp,  6  sa 
weekly,  52  weeks,  thru  E.  H.  Brown Adv.    Agency,  Chicago. 

Pan  American  Coffee  Bureau,  New  York,  3 
sp  weekly,  13  weeks,  thru  J.  M.  Mathes Inc.,  N.  Y. 

Vick  Chemical  Co.,  New  York  (Vapo- 
rub), 5  sp  weekly,  26  weeks,  thru Morse  International,  N.  Y. 
KFRC,  San  Francisco 

Acme  Breweries,  San  Francisco,  weekly  sp 
and  7  so  weekly,  thru  Brisacher,  Davis 
&  Staff.  San  Francisco. 

Quaker  Oats  Co.,  Chicago  (AUnt  Jemima), 
6  f  weekly,  thru  Sherman  K.  Ellis  &  Co., Chicago. 

Foreman  &  Clark,  Los  Angeles  (clothing), 
7  sa  weekly,  thru  Bostford,  Constantine 
&  Gardner,  Los  Angeles. 

Langendorf  United  Bakeries,  San  Fran- 
cisco, 7  ta  weekly,  thru  Ruthrauff  & 

Ryan,  San  Francisco. 
Fontana  Food  Products,  San  Francisco 

(macaroni),  weekly  so,  thru  Long  Adv. 
Service,   San  Francisco. 

Petri  Wine  Co.,  San  Francisco  5  so  weekly, 
thru  Erwin,  Wasey  &  Co.,  San  Francisco. 

KPAS,  Pasadena,  Cal. 
Consolidated  Drug  Trade  Products  Inc., 

Chicago  (perfume),  weekly  sp,  thru  Ben- son &  Dall  Inc.,  Chicago. 

War  Issues  Top  Agenda 

Of  Canadian  Convention 

PRIORITIES,  government  adver- 
tising programs,  manpower,  adver- 
tising practices,  and  broadcasting- code  were  discussed  at  the  recent 

meeting  of  the  Western  Assn.  of 
Broadcasters,  at  their  annual  con- vention at  Vancouver.  A  number 
of  recommendations  were  made  to 
be  discussed  at  the  annual  meeting 
of  the  Canadian  Assn.  of  Broad- 

casters this  winter  at  Toronto. 
Practically  every  western  Canad- ian station  was  represented.  G. 
R.  A.  Rice,  manager  of  CFRN, 
Edmonton,  was  elected  president, 
succeeding  George  Chandler, 
CJOR,  Vancouver. 
Among  those  attending  were :  A. 

A.  Murphy,  CFQC,  Saskatoon, 
Sask.;  Frank  E.  Elphicke,  CKWX, 
Vancouver;  W.  H.  Backhouse, 
CKY,  Winnipeg;  Gordon  Love, 
CFCN,  Calgary;  Bert  Cairns, 
CFAC,  Calgary;  George  Chandler, 
CJOR,  Vancouver;  Dick  Rice, 
CFRN,  Edmonton;  Gordon  S. 
Henry,  CJCA,  Edmonton;  R. 
Wright,  CFAR,  Flin  Flon,  Man.; 
D.  Homersham,  CFJC,  Kamloops, 
B.  C;  J.  W.  B.  Browne,  CKOV, 
Kelowna,  B.  C;  R.  E.  White, 
CFJC,  Kamloops,  B.  C;  A.  E. 
Jacobson,  CHAB,  Moose  Jaw, 
Sask.;  M.  V.  Chesnut,  CJVI,  Vic- 

toria, B.  C;  Vernon  Dallin,  CFQC, 
Saskatoon,  Sask.;  Glen  Banner- 
man,  Canadian  Assn.  of  Broad- 

casters, Toronto;  John  Baldwin, 
All-Canada  Radio  Facilities,  Van- 

couver; H.  N.  Stovin,  Stovin  & 
Wright,  Toronto;  Frank  Turner, 
Press  News,  Vancouver;  Ed  John- 

son, Press  News,  Winnipeg;  Jack 
Slatter,  Radio  Representatives,  To- 

ronto; W.  Dippie,  Radio  Repre- 
sentatives, Montreal. 

Canada  Meeting 

ANNUAL  convention  of  the  Assn. 
of  Canadian  Advertisers  is  to  be 
held  at  Toronto  Nov.  12-13.  Topics 
to  be  discussed  include  manpower, 

the  Dominion  government's  nutri- tion campaign  in  January  and  the 
part  advertisers  can  play,  open 
forums  on  wartime  problems. 

BRITISH  UNITED  PRESS,  Mon- treal, has  added  to  its  news  service 
CKNX,  Wingham,  Ont. ;  CKOV,  Pem- 

broke, Ont.;  CFAR,  Flin  Flon,  Man. 

CHPS,  Parry  Sound,  Ont.,  is  tak- ing- Press  News  Service. 

Oregon's  highest  power  station. 
Reps. — Joseph  Hershey  McGillvra — 10,000  Watts,  750  Kc. AFFILIATES 

The  pride  of  Montana. 

New  York-Chicago  Reps. — The  Walker  Co. 
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CAMPBKLL  CEREAL  Co.,  Miimeap- 
olis  (M.ilt-0-Meal),  on  Oct.  5  start- 

ed sponsorship  of  five-minute  news- 
casts six  evenings  a  weel?  on  WMAQ, 

Chicago.  Agency  is  H.  W.  Kastor  & 
Sons,  Chicago. 
KELLOGG  Co.,  Battle  Creek  (Kel- 

logg Corn  Flakes),  has  started  spon- 
sorship for  39  weeks  a  quarter-hour 

newscast  six  days  a  week  on  WMAQ, 
Chicago,  b.v  Dave  Garroway.  Agency 
is  J.  Walter  Thompson  Co..  Chicago. 
NEW  YORK  DRAFTING  INSTI- 

TUTE, New  York  trade  school,  has 
entered  radio  for  the  first  time  with 
a  test  campaifi-n  on  W.JZ,  New  York, 
using  a  weekly  five-minute  music  pro- 

gram each  Sunday.  Gunn-Mears  Adv., 
New  York,  handles  the  account. 
KIP  Corp.,  Los  Angeles  (sunburn 
ointment),  in  a  California  campaign 
currently  is  using  12  transcribed  one- 
minute  announcements  weekly  on 
KRKD,  that  city,  and  KJBS,  San 
Francisco.  Daily  spots  are  being  spon- 

sored on  KFAC,  Los  Angeles,  and 
KPAS,  Pasadena.  Agency  is  Phillip  J. 
Meany  Co.,  Los  Angeles. 
GREAT  EASTERN  FUEL  Co., 
Brooklyn,  is  starting  a  test  campaign 
using  one  station  each  in  Queens  and 
Brooklyn  for  Converto-O-Grate,  a  de- 

vice for  changing  furnaces  from  oil  to 
coal  consumption.  About  100  live  an- 

nouncements a  week  will  be  used  on 
each,  station.  If  successful,  campaign 
will  be  extended  throughout  the  New 
York  metropolitan  area.  Series  is 
placed  through  Director  &  Lane,  New 
York. 

CHICIGO N[W  lORK IT.  LOUIS 
SIN  rsAHcisca 
m  IKGIL£S 

&-  COMPANY 
NATIONAL  RADIO  STATION  REPRESENTATIVES 

ART  ARLETT  has  T)een  appointed 
public  relations  director  of  Tide 
Water  Associated  Oil  Co.,  Associat- 

ed Division,  San  Francisco,  succeeding 
Doug  MonteU,  who  was  recently  com- 

missioned a  captain  in  the  Marine 
Corps. 
CHRISTIAN  SCIENCE  COMMIT- 

TEE on  Publication,  for  the  third  con- 
secutive season,  will  sponsor  a  Sun- 

day series  of  quarter-hour  talks  on 
WEAF,  New  York,  8:30-8:45  p.m., 
starting  Oct.  18.  Christian  Science 
Churches,  New  York,  continue  to  spon- 

sor two  services  and  one  lecture  a 
month  from  different  churches  on 
WQXR,  New  York.  Accounts  placed 
through  Christian  Science  Radio  Com- 

mittee of  Greater  New  York. 
CONSOLIDATED  ROYAL  Chemical 
Corp.,  (proprietary),  has  started  a 
full-hour  early  morning  recorded  pro- 

gram Brealcfast  Time  Frolics  six  days 
a  week  on  WGN,  Chicago.  Agency  is 
Benson  &  Dall,  Chicago. 
SEVEN-UP  BOTTLING  Co.  has 
signed  You  Can't  Stop  America,  13 
quarter-hour  Sunday  evening  series  on 
KLZ,  Denver,  dramatizing  heroic  ac- 

tions of  U.  S.  fighting  men  and  urging 
purchase  of  War  Bonds  and  stamps. 
Agency  is  Raymond  Keane,  Denver. 

Al  Kaye  Named 
AL  KAYE,  formerly  production 
aide  of  Samuel  Goldwyn  Inc.,  has 
been  appointed  head  of  Benton  & 
Bowles,  Hollywood  office  and  pro- 

ducer of  the  weekly  NBC  Coffee 
Time.  He  succeeds  Mann  Holiner 
who  recently  resigned  to  join  the 
Army  as  captain  assigned  to  the 
Special  Services  Division.  Jack 
Hurdle  has  returned  to  the  New 
York  headquaters. 

FRONTIER  REFINING  Co.,  Chey- 
enne, is  sponsoring  the  1942  Wyo- 
ming football  schedule  on  KFBC, 

Cheyenne.  Art  Peterson  announces  for 
the  eight  game  series,  the  third  suc- cessive season  for  complete  coverage 
of  Wyoming  football  and  basketball 

games. EVANS  FUR  Co.,  Chicago  (fur  re- 
tailer), has  started  sponsorship  of  Dr. 

Preston  Bradley,  radio  commentator 
for  the  past  18  years  and  pastor  of  the 
Peoples  church,  Chicago,  in  a  quarter- 
hour  five  nights  a  week  on  WGN,  Chi- 

cago. Agency  is  State  Adv.  Co.,  Chi- cago. 

PLANKINTON  PACKING  Co.,  Mil- 
waukee, is  sixmsoring  1942  U  of  Wis- 

consin football  games  over  the  Wis- consin network,  WR.JN,  Racine ; 
WHBY.  Appleton;  KFIZ,  Fond  du 
Lac;  WHBL,  Sheboygan;  WCLO, 
.lanesville  ;  WIBU,  Poynette  ;  WFHR, 
Wisconsin  Rapids ;  WTAG,  Green 
Bay;  and  WEMP,  Milwaukee.  The 
Badger  schedule,  ten  games,  includ- 

ing two  service  engagements,  will  be 
reported  by  Neil  Searles,  of  WEMP, 
Milwaukee.  Agency  is  Cramer-Kras- 
selt  Co.,  Milwaukee. 

QUAKER  OATS  Co.,  Peterborough, 
Ont.  (cereal)  has  started  for  the 
autumn  and  winter  That  Breivster 
Boy,  half-hour  weekly  on  11  Canadian stations.  Account  was  placed  by  Lord 
&  Thomas  of  Canada,  Toronto. 

SHELL  OIL  Co.  will  sponsor  foot- 
ball dope  periods  for  20  minutes  pre- ceding and  15  minutes  following  U 

of  Minnesota  games  on  KSTP,  Min- 
neapolis. Big  Ten  rules  prohibit  spon- 

sorship of  play-by-play  broadcasts. 

W6XA0.  Los  Angeles,  has  cancelled 
its  Saturday  telecasts  and  now  goes  on 
the  air  on  alternate  Mondays,  8  p.  m.- 
9  :00  p.  m.  or  later. 

WREC 

COMPLETELY  COVERS 

THE  SOUTH'S  GREATEST 

RETAIL  SALES  MARKET 

I  / 

^.MEMPHIS 

THE  SOUTH'S  BtCCEST 

andIbest,  TRADE^AREA 

THE  MEMPHIS  MARKET  LEADS  THE 

ENTIRE  SOUTH  IN  TOTAL  RETAIL  SALES 

WREC 

Is  first  in  coverage  of  this  highly  responsive  trade  area 
.  .  .  First  in  Listener  Acceptance  .  .  .  First  in  Results 

CHOOSE  MEMPHIS  fof  ̂aled . . .  WREC  foy  l^edulu 

C.  B.  S. — 600  Kilocycles — 5000  Watts— C.  B,  S. 

Represented     nationally    by     THE      KA  T  Z    A  G  E  IS  C  Y 
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Radio  Educators  Group 
To  Hear  W.  B.  Lewis 

WILLIAM  B.  LEWIS,  chief  of  the 
radio  bureau,  Office  of  War  In- 

formation and  his  aide,  Douglas 
Messervey,  will  explain  the  man- 

ner in  which  OWI  rules  affect  Gov- 
ernment radio  broadcasts  and  pub- 
lications at  a  f'inner  meeting  of  the 

Washington  Chapter  of  the  Assn. 
for  Education  by  Radio  to  be  held 
Oct.  6. 

Government,  network  and  local 
radio  writers,  commentators,  edu- 

cators and  radio  information  spec- 
ialists are  expected  to  attend  this 

first  formal  meeting  of  the  organi- 
zation. The  national  organization 

had  its  origin  in  Washington  less 
than  a  year  ago  with  the  purpose 
of  utilizing  radio  to  the  fullest  in 
education. 

Co-Op  Spot  List 
COOPERATIVE  League  of  the 
U.S.A.,  with  headquarters  in  New 
York,  has  selected  the  24  stations 
which  will  carry  its  transcribed 
campaign.  Let's  Get  Together, Neighbor,  [Broadcasting,  Sept. 
21].  Originally  planned  to  start 
Oct.  11,  the  series  will  not  begin 
until  Nov.  8  or  15  pending  time 
clearances  in  certain  markets,  ac- 

cording to  Atherton  &  Currier, 
New  York,  agency  in  charge.  Sta- tions are  WJSV  WHDH  WELI 
WQXR  WTRY  WSYR  WFIL  WHP 
WHKC  WING  WSPD  WIND 
WTMJ  WTAQ  WCCO  WEBC 
WHLB  WMFG  WDAY  WNAX 
KGNC  KFYO  KHQ  KGW. 

BOB  BURNS  (left)  in  a  cordial  hand-shake  with  Homer  M.  Clark,  as- 
sociate advertising  manager  of  Lever  Brothers,  Cambridge,  Mass.,  spon- 

sor of  Burns'  The  Arkansa  Traveler,  scheduled  to  start  on  CBS  Oct.  7, 
Wed.,  9-9:30  p.  m.  At  the  right  is  C.  Douglas  Morris,  assistant  to  Mr. 
Clark.  Ruthrauff  &  Ryan,  New  York,  handles  the  account,  Lifebuoy. 

Remotes  in  Britain 
ANNOUNCING  its  semi-aiiuual  re- 

vised program  schedule  BBC  calls  at- tention to  the  increase  in  the  number 
of  remote,  or  "outside''  broadcasts, citing  as  an  example  a  new  feature. 
Behind  the  Battle  Front,  aired  from 
different  points  in  Great  Britain.  Pro- 

gram shows  how  Britons  have  adapted 
the  ways  of  peace  to  the  days  of  war. 
Because  of  the  limitations  on  produc- 

tion, particularly  for  shortwave  trans- 
mission, BBC  studios  will  however 

continue  as  the  main  point  of  origin. 

•  You  folks  disappointed  us  terribly. 

When  we  analyzed  mail  received  on  a  recent  offer, 
we  found  16.3%  of  it  came  from  the  six  New  England 
states,  from  every  county  in  New  England,  in  fact, 
except  Piscataquis. 

Perhaps  you  say  a  big  New  York  station  has  no  busi- 
ness so  far  down  East.  But  we  know  a  lot  of  advertisers 

who  do  have  business  there,  and  the  way  so  many  of 
you  New  England  folk  say  you  hear  us  better  than 
other  stations  (because  of  our  well-diiected  fitty-thou- 
sand  watts),  those  advertisers  ought  to  know  about  us. 

We  believe  we  could  even  get  you  "Piscataquians" to  listen,  to  write  in,  to  buy  their  products. 

Feigenspan  Sports 
CHRISTIAN  FEIGENSPAN 
Brewing  Co.,  Newark,  sponsor  of 
Red  Barber's  Sports  Review  on 
WOR,  New  York,  for  the  past 
summer,  Monday  through  Friday, 
9:15-10  p.m.,  added  two  extra 
broadcasts,  Saturday  and  Sunday, 
to  the  regular  series  last  week,  to 
keep  listeners  informed  of  the 
World  Series  news.  Three  of  last 
weeks  broadcasts  originated  from 
St.  Louis  as  World  Series  Review. 
With  the  conclusion  of  the  base- 

ball season,  Feigenspan  goes  off  the 
air.  Agency,  E.  T.  Howard  Co., New  York. 

KYW  AU-Night  News 
KYW,  Philadelphia,  has  extended 
its  news  services  to  provide  for 
hourly  broadcasts  all  night.  Be- 

cause of  the  number  of  new  com- 
mercial news  shows,  another  news 

editor  will  be  added.  Eventual  set- 
up of  the  new  schedule  also  takes 

into  account  an  hourly  news  broad- 
cast for  W57PH,  KYW's  FM  ad- junct, when  it  goes  into  operation 

soon.  At  the  present  time,  the  KYW 
news  room  is  preparing  80  news 
shows  a  week,  which  will  be  in- creased to  150  when  the  FM  station 
is  put  in  regular  operation. 

"WHEBBY"  Says: 

WHEB  profits  pacify 

and  produce  for  parsi- 
monious patrons.  Pre- 

dominant postal  pull 
provable.  Proof  posted 
promptly. 

W75NY  Schedules 

November  Debut 

W75NY,  New  York's  eighth  FM 
station,  will  begin  operations  on 
a  regular  daily  schedule  sometime 
in  November,  according  to  I.  A. 
Hirschmann,  vice-president  of  Me- 

tropolitan Television  Co.,  operator 
of  the  station. 
A  General  Electric  Co.  10,000- 

watt  transmitter  with  a  circular 
bay  antenna  has  been  installed  atop 
the  Hotel  Pierre  at  61st  St.  and 
Fifth  Ave.,  while  the  studios  and 
offices  are  less  than  a  block  away 
at  654  Madison  Ave.  An  RCA  con- 

trol desk  is  included  in  the  studio 
equipment,  which  can  handle 
sound  frequencies  up  to  16,000 

cycles. Looks  to  Television 

Metropolitan  Television  Co.  is 
owned  jointly  by  two  department 
stores,  Bloomingdale  Bros.,  New 
York,  and  Abraham  &  Straus, 
Brooklyn,  and  eventually  this  FM 
station  and  the  planned-for  tele- 

vision station  are  expected  to  play 
a  major  role  in  the  promotion  of 
these  stores.  For  the  present, 
W75NY  will  experiment  with  a 
variety  of  program  ideas,  prepar- 

ing for  commercial  exploitation 
after  the  war. 

The  same  plan  will  be  carried 
out  for  television,  Mr.  Herschfield 
said.  At  present  the  operating 

heads  of  the  station  are  spending- 
two  days  a  week  at  the  General 
Electric  television  station,  WRGB, 

at  Schenectady,  observing  that  sta- 
tion's programs.  Company  also  has 

a  small  experimental  television 
transmitter  in  New  York,  W2XMT, 
with  which  it  is  planning  a  series 
of  technical  experiments. 

Operating  staff  of  W75NY  and 
W2XMT  is  headed  by  L.  L.  Thomp- 

son, who  for  the  previous  12  years 
was  associated  with  CBS,  serving- 
both  as  engineering  supervisor  of 
studio  and  field  operations  and  as 

program  supervisor.  Program  di- rector is  Charles  H.  Kleinman,  who 
was  also  a  field  and  studio  engineer 
at  CBS  stations  WABC,  New  York, 
and  WBBM,  Chicago,  as  well  as 
other  stations  and  who  more  re- 

cently was  engaged  in  research  and 
development  work  for  Long-ga-tone 
Inc.  A.  B.  Cohen,  Metropolitan 

chief  engineer,  comes  from  the  en- 
gineering staff  of  KYW,  Philadel- 

phia, where  he  did  development 
work  on  electro-acoustics  in  con- 

'  nection  with  the  planned  FM  sta- 
tion of  KYW. 

Boston  Rep.:  BERTHA  BANNAN 
630   KC.    5000   WATTS   DAY  AMD 

NIGHT    if    BLUE  NETWORK 

America's  most  powerful  independent  station 

V  If  VV  Wf    50,000  Watts  •  1050  Clear  Channel 

W  n  II  YORK 
Chicago  Office:  360  North  Michigan 
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REV,  J.  S,  THOMSON 

NAMED  CBC  HEAD 
APPOINTMENT  of  Rev.  James  S. 
Thomson,  president  of  the  U  of 
Saskatchewan  and  member  of  the 
CBC  Board,  as  General  Manager  of 
CBC  to  succeed  Gladstone  Murray, 
was  announced  at  Ottawa  last 
week  by  National  War  Services 
Minister  James  Thorson.  At  the 
same  time,  it  was  revealed  that 
Mr.  Murray  will  be  retained  as 
Director  of  General  Broadcasting, 
and  A.  Frigon  will  remain  as  As- 

sistant General  Manager. 
Salaries  of  the  three  CBC  exe- 

cutives decided  on  after  earlier 
proposals  had  been  rejected  by  the 
Canadian  Cabinet  as  too  high,  are 
$7,980  plus  $3,000  expense  allow- 

ance for  Rev.  Thomson  and  $12,- 
000  each  for  Mr.  Murray  and  Mr. 
Frigon.  The  new  General  Man- 

ager's salary  is  equal  to  the  pay he  received  as  president  of  the  U 
of  Saskatchewan. 

Under  the  new  arrangement  Mr. 
Murray  is  directly  responsible  to 
the  General  Manager,  and  will  not 
have  authority  to  make  expendi- 

tures except  with  Rev.  Thomson's 
approval.  Murray's  duties  will  be program  development  of  CBC  and 
private  stations,  station  relations. 
Empire  and  foreign  programs, 
commercial  program  quality,  press 
and  information  service  programs 
and  operations  of  short  wave  sta- 
tions. 

Support  for  Petrillo 
SUPPORTING  stand  of  James  C. 
Petrillo  in  the  AFM  recording  ban, 
the  California  State  Federation  of 
Labor  during  its  43d  annual  con- 

vention at  Long  Beach,  Cal.,  Sept. 
21-25  inclusive,  passed  a  resolu- 

tion to  that  effect.  The  convention 
did  not  agree  with  the  theory  that 
the  ban  attempts  to  stop  progress 
and  development  of  modern 
methods,  nor  that  it  can  be  in  vio- 

lation of  the  principles  of  American 
freedom  and  enterprise. 

Rosen  Recruiting 
RAYMOND  ROSEN,  head  of 
Raymond  Rosen  &  Co.,  Philadel- 

phia, distributors  of  RCA-Victor 
products,  has  been  appointed  civil- 

ian recruiting  aide  for  the  Army 
Signal  Corps.  His  assistant  will  be 
Harry  Bortnick,  formerly  promo- 

tion manager  of  his  firm.  They  vvill 
seek  radio  and  sound-division  men 
of  draft  status  for  positions  in  the 
Army  Signal  Corps. 

Patriotic  Signoff 

FREEDOM  HOUSE,  New 
York,  has  produced  a  patrio- 

tic signoff  for  radio  stations. 
The  idea  originated  with 
Donald  Flamm.  Running 
iVz  minutes,  the  transcrip- 

tion was  directed  by  Philip 
Barrison,  radio  and  motion 
picture  director.  It  is  offered 
at  cost  ($1.25  each  pressing) 
to  all  radio  stations  applying 
to  Columbia  Recording  Stu- 

dios, 799  Seventh  Ave.,  New 
York. 

Spot  Prospects  Bright 
{Continued  from  page  32) 

'Readers  Digest'  Using 
Time  on  College  Hookup 

THE  Reader^s  Digest,  monthly 
magazine  published  at  Pleasant- 
ville,  N.  Y.,  from  Sept.  25  through 
Oct.  15  is  conducting  a  test  cam- 

paign of  daily  spot  announcements 
on  four  collegiate  networks,  rep- 

resented by  the  Intercollegiate 
Broadcasting  System.  BBDO,  New 
York,  is  the  agency. 

According  to  Louis  M.  Bloch  Jr., 
business  manager  of  IBS,  the  col- 

lege networks  have  been  operating 
through  the  summer  in  many  cases 
and  are  becoming  increasingly  pop- 

ular. Latest  members  of  IBS  in- 
clude Massachusetts  State,  Brook- 

lyn College,  Haverford  College, 
Michigan,  Syracuse,  Maryland, 
Mississippi,  Ohio,  North  and  South 
Carolina. 

Serials  Aid  OWI 
PRINCIPLE  characters  in  CBS 
daytime  serials  will  appear  in  a 
five-weekly  morning  series  of  spe- 

cially-written dramas,  to  be  present 
on  CBS  by  the  OWI,  starting  Oct. 
12.  Titled  The  Victory  Front,  the 
program  will  present  messages 
from  the  Government.  Series  is 
comparable  to  the  former  NBC 
and  CBS  Victory  Parade  programs. 
Each  week,  for  13  weeks,  the  9:45- 
10  a.m.  period  on  CBS,  Monday 
through  Friday,  will  be  taken  over 
by  the  cast  of  a  different  serial. 

Pet  Milk  Returns 
WITHOUT  drastically  changing 
its  program  format  in  its  years  on 
the  air,  the  Saturday  Night  Sere- 

nade, CBS  series  sponsored  by  Pet 
Milk  Co.,  St.  Louis,  on  Oct.  3  cele- 

brated its  seventh  year  on  the  air. 
Agency  is  Gardner  Adv.,  St.  Louis. 

For  COMPLETE  COVERAGE  in 

%e  ALABAMA  TRIO 
Today  smart  advertisers  who  want  complete  coverage 
of  Alabama's  vast  war  production  markets — where 
payrolls  are  at  their  highest  peak — are  specifying 
the  ALABAMA  TRIO.  Its  power  blankets  the  entire 
state  .  .  .  and  you  get  a  10%  reduction,  too! 

WStlll 
BIRMINGHAM 

wsrA 
MONTGOMERY MOBILE 

REPRESENTED    BY    HEADLEY-REED  CO. 

announcements  with  a  list  of  stations. 
Agency  is  Cockfield  Brown  &  Co.,  To- ronto. 
PIERCE'S  PROPRIETARIES,  Buffalo, 
on  Oct.  12  start  five-minute  transcribed 
shows  four  times  weekly  on  seven  On- 

tario stations.  Agency  is  F.  H.  Hayhurst 
Co.,  Toronto. 
DR.  A.  W.  CHASE  MEDICINE  Co., 
Oakville,  Ont.,  has  started  daily  spot 
announcements  on  a  large  list  of  Ca- 

nadian stations.  Agency  is  Ardiel  Adv. 
Agency,  Oakville,  Ont. 
NORWICH  UNION  FIRE  INSURANCE 
Co.,  Toronto,  has  started  a  test  campaign 
on  CKCL,  Toronto,  on  CJRC,  Winnipeg, 
in  connection  with  government-sponsored 
War  Risk  Insurance,  and  expects  to  ex- 

pand this  campaign  to  other  stations. 
Agency  is  F.  H.  Hayhurst  Co.,  Toronto. 
CANADIAN  CANNERS,  Hamilton,  Ont., 
(baby  foods),  has  started  a  test  campaign 
of  talks  on  baby  care  for  mothers  twice- 
weekly  on  CFRB,  Toronto.  Agency  is  Rus- sell T.  Kelley  Ltd.,  Hamilton,  Ont. 

CHICAGO 

By  S.  J.  PAUL 
AS  THE  RADIO  industry  moves 
into  the  eleventh  month  of  war- 

time broadcasting,  spot  radio, 
while  undergoing  a  number  of 
schedule  changes,  continues  to 
show  a  small  but  healthy  increase 
over  last  year. 
An  exhaustive  survey  among 

Midwest  radio  advertisers,  time- 
buyers  and  agency  executives,  as 
well  as  Chicago  station  represen- 

tatives indicates  that  although 
there  has .  been  a  temporary  lull 
in  the  placement  of  spot  business 
out  of  Chicago  within  the  past  few 
weeks,  the  industry  will  probably 
end  the  1942  year  with  an  all  time 
high  for  spot  billing. 

Proprietaries  Busy 

Proprietary  accounts  placed  out 
of  the  Midwest  are  breaking  loose 
with  unparalleled  schedules.  With 
the  curtailment  of  medical  services 
in  small  towns  and  rural  areas,  a 
number  of  drug  manufacturers  in 
Chicago  who  were  interviewed 
predicted  unprecedented  sales  of 
proprietary  products  for  the  win- ter season. 

Although  proprietary  manufac- 
turers are  constantly  faced  with 

the  problem  of  securing  raw  ma- 
terials such  as  bismuth  and  alco- 

hol, many  firms  have  started  their 
schedules  earlier  than  usual  this 

year. 

GROVE  LABS.,  St.  Louis,  scheduled  to 
start  Oct.  5,  moved  the  starting  date  of 
its  spot  schedules  for  Bromo-Quinine  two weeks  ahead  in  a  number  of  markets. 
Company  through  Russel  M.  Seeds  Co., 
Chicago,  is  using  a  varied  schedule  of 
newscasts,  five-minute  transcribed  program 
Songs  of  the  Allies  and  one-minute  an- nouncements on  over  100  stations  for 
Bromo-Quinine  and  Daily  Vitamins. 
BEAUMONT  LABS.,  St.  Louis,  a  sub- 

sidiary of  Grove  Labs.,  is  using  announce- 
ments and  programs  on  over  75  stations 

through  H.  W.  Kastor  &  Sons  Adv.  Co., Chicago. 
DR.  W.  B.  CALDWELL,  Monticello,  111., 
(Laxative  Senna),  a  subsidiary  of  Sterling 
Products  in  addition  to  its  announcement 
schedule  on  a  selected  list  of  stations,  has 
placed  one-minute  transcribed  spots  five 
days  a  week  on  125  stations  of  the  Key- 

stone Broadcasting  System,  intensifying  its 
sales  efforts  in  small  urban  and  the  rural areas. 
PLOUGH  SALES  Corp.,  Memphis,  through 
Lake-Spiro-Shurman,  Memphis,  is  placing 
its  largest  spot  campaign,  buying  hun- 

dreds of  spots  on  a  yearly  basis  on  in- 
dividual stations,  advertising  primarily  St. 

Joseph  aspirin   and  Penetro. 

CONSOLIDATED  DRUG  Trade  Products, 
Chicago,  is  lining  up  its  fall  and  winter 
schedule  of  early  morning  rural  pro- 

grams on  about  50  stations  through  Ben- son &  Dall,  Chicago. 
F.  H.  PFUNDER  Co.,  Minneapolis  (stom- 

ach tablets ) ,  expects  to  return  to  the  air 
with  local  live  programs  on  about  25  sta- tions. Sorensen  &  Co.,  Chicago,  is  the agency. 

FOLEY  &  Co.,  Chicago,  has  expanded  its 
proprietary  line  in  addition  to  its  Honey  & 
Tar  Cough  Syrup  has  added  a  vitamin 
tablet,  Vita-Bilds,  a  pain  relief  tablet  and 
kidney  pills.  In  a  close  merchandising  tie- in  with  druggists  the  company  is  actively 
promoting  its  vitamin  products  on  16  Mid- western stations. 
LAMBERT  PHARMACAL  Co.,  St.  Louis, 
is  testing  announcements  for  Lambert's Anti-Acid  tablet  in  Indianapolis.  Company 
recently  appointed  Ruthrauff  &  Ryan,  Chi- 

cago, to  handle  advertising  for  the  product. 
WILLARD  TABLET  Co.,  Chicago,  is  pre- 

paring a  winter  campaign  of  spot  and 
participating  announcements  through  First 
United  Broadcasters,  Chicago.  Willard  is 
also  introducing  a  new  vitamin  product. 
MILES  LABS.,  Elkhart,  Ind.,  through 
Wade  Adv.  Agency,  is  testing  early  morn- 

ing chainbreaks  for  Nervine  in  a  few 
markets  such  a8  South  Bend,  Fort  Wayne, 
Indianapolis,  Knoxville  and  Raleigh. 
PINEX  Co.,  Ft.  Wayne  (cough  remedy), 
through  Russel  M.  Seeds  Co.,  Chicago,  has 
placed  newscasts  and  announcements  on 
over  70  stations. 
SUNWAY  VITAMIN  Co.,  Chicago,  through 
Sorensen  &  Co.,  is  placing  local  programs 
five  minutes  and  quarter-hour  in  length  on 
approximately  100  stations,  selling  vitamin 
pills  by  direct  mail. 
G.  E.  CONKEY  Co.,  Cleveland  (feeds), 
through  Rogers  &  Smith,  Chicago,  has  ex- 

panded its  announcement  schedule. 
PURINA  MILLS,  St.  Louis,  through 
Gardner  Adv.  Co.,  St.  Louis  is  using  tran- 

scribed quarter-hour  Checkerboard  Time 
on  a  large  list  of  Southern  stations. 
QUAKER  OATS  Co.,  Chicago  (Ful-O- 
Pep),  has  just  placed  a  quarter-hour  tran- scribed program  Man  on  the  Farm  on  45 
stations    in    addition    to    spot  annoimce- 
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ments  in  selected  markets.  Sherman  & 
Marquette,  Chicago  has  the  account. 

Other  feed  companies  which  are  active 
are  Nutrena  Mills,  Kansas  City,  Kan. 
(Ferry  Hanly  Co.,  Kansas  City,  Mo.), 
AUied  Mills,  Chicago  (Louis  E.  Wade  Inc., 
Fort  Wayne),  Staley  Milling  Co.,  Kansas 
City,  Mo.  (Potts-Turnbull  Adv.  Co.,  Kan- 

sas City,  Mo.),  Murphy  Products  Co.,  Bur- 
lington,  Wis.  (Wade  Adv.  Agency,  Chi- cago) . 

Poultry  and  livestock  remedies  such  as 
Dr.  L.  D.  LeGear  Medicine  Co.,  St.  Louis 
(Simmonds  &  Simmonds,  Chicago),  Dr. 
Hess  &  Clark.  Ashland  (N.  W.  Ayer  & 
Son,  New  York),  Dr.  Salisbury's  Labs, Charles  City,  la.  (N.  A.  Winter  Adv. 
Agency,  Des  Moines),  are  seasonal  spot  ad- vertisers. 

Morton  Salt  On  200 

MORTON  SALT  Co..  Chicago  (smoked 
division),  according  to  L.  I.  Archer,  time- 
buyer  of  Klau-Van  Pietcrsom-Dunlap,  Min- 

neapolis, is  about  to  release  a  spot  an- 
nouncement schedule  sail  to  be  placed  on about  200  stations. 

Seed  companies  such  as  DeKalb  Agri- 
eultural  Assn.,  DeKalb,  111.,  through  West- 

ern Adv.  Agency,  Chicago,  and  Pioneer 
Hi-Bred  Corn  Co.,  through  Wallace  Adv. 
Agency,  Des  Moines,  have  been  running 
seasonal  campaigns  for  hybrid  seed  corn. 
CONSOLIDATED  PRODUCTS  Co.,  Dan- 

ville, 111.  (Semi-Solid  butter  milk),  has 
been  placing  early  morning  farm  products 
on  large  stations.  Agency  is  Mace  Adv. Agency,  Peoria. 
FLEX-O-GLASS  MFG.  Co.,  Chicago,  has released  its  fall  schedule  through  Presba, Fellers  &  Presba.  using  programs,  an- nouncements and  news  on  31  stations.  R-V Lite  manufactured  by  Arvey  Corp.,  Chicago 18  said  to  be  planning  a  fall  campaign through  First  United  Broadcasters,  Chi- cago. 
A  number  of  the  petroleum  companies 
I  ^"  studying  the  farm  market  close- ly. Although  civilian  gasoline  supply  is  to be  severely  rationed  in  the  midwest,  the 

farm  population  will  receive  priority  for 
petroleum  products  for  farm  use.  The  con- 

sumption of  tractor  fuel  has  greatly  in- 
creased and  while  it  is  a  comparatively 

small  percentage  of  the  total  amount  of 
gasoline  consumed  nationally,  nevertheless 
it  is  a  si'pable  business  in  itself. 
PURE  OIL  and  STANDARD  OF  INDI- 

ANA. Chicago,  have  been  eyeing  the  farm 
market  studiously.  The  latter  used  an- 

nouncements directed  to  the  farm  market 
last  spring  on  over  80  stations. 

Wrigley  Ofif  Spots 
The  network  volume  discount  plan  has 

deflected,  in  a  number  of  cases,  the  entire 
radio  appropriation  of  certain  advertisers 
to  use  of  full  network. 
WILLIAM  WRTGLEY  JR.  Co.,  Chicago, 
formerly  one  of  the  largest  spot  users  in 
the  country,  has  discontinued  spot  an- 

nouncements as  its  contracts  with  sta- 
tions terminated  and  has  increased  its 

three  network  shows.  First  Line,  Ben 
Bernie  and  Sergeant  Gene  Autry  on  CBS 
to  the  full  125  stations. 
WELCH  GRAPE  JUICE  Co.,  Westfield, 
N.  Y.,  has  likewise  discontinued  spot 
placement  of  transcribed  episodes  of  Dear 
John  and  confined  itself  to  that  program 
on  65  CBS  stat'ons. W.  A.  SHEAFFER  PEN  Co.,  Fort  Madi- 

son, la.,  which  used  spot  announcements 
last  year  on  some  80  stations,  this  year 
has  placed  its  appropriation  in  a  Sunday 
afternoon  quarter-hour  Tiewscast  on  the 
full  NBC  network. 
GROVE  LABS.  St.  Louis,  which  last  year 
sponsored  Sherlock  Holmes  on  NBC,  this 
year  is  using  spot  in  addition  to  its  NBC 
eary  morning  program  Revielle  Roundup. 

The  AFM  recording  ban  has  had  a  small 
but  noticeable  effect  on  the  spot  picture 
in  accounts  where  transcriptions  of  net- 

work programs  have  been  placed  on  a 
spot  basis. 
GENERAL  MILLS,  Minneapolis,  because 
of  transcription  difficulties,  and  the  music 
problem,  discontinued  spot  placement  of 
transcribed  Jack  Armstrong  and  increased 

WAAC-WJSV,  WASHINGTON! 
When  Lt.  Julia  M.  Kerby  (left), 
and  Lt.  Marian  L.  MacAdam,  re- 

cruiting officers,  came  to  the  sta- tion to  obtain  a  little  time  for  their 
recruiting  drive,  they  also  men- 

tioned their  difficulties  in  finding 
office  space  to  A.  D.  Willard  Jr., 
general  manager  of  the  station. 
They  got  time  and  space.  Here  Mr. 
Willard  is  presenting  each  of  the 
officers  with  a  key  to  an  office  which 
the  station  is  not  using  now. 

the  number  of  stations  carrying  the  pro- 
gram live  on  BLUE. 

Direct  Mail  Strong 

NORTHWESTERN  YEAST  Co.,  Chicago, 
shifted  its  transcribed  program  Songs  of 
a  Dreamer,  formerly  placed  on  15  sta- 

tions on  a  spot  basis,  to  the  BLUE  pre- 
senting the  identical  program  on  18  Mid- western stations. 

Direct  mail  accounts  placed  out  of  Chi- 
cago are  going  strong: 

N.  J.  McMahon,  president  of  United 
Adv.  Cos.,  Chicago,  reports  that  he  is 
placing  business  for  Miller  Telescope  Co., 
Dave  Minor  Piano  Course,  Bakers  Life 
and  Casualty  Co.,  (family  insurance), 
Skrudlard  Photo  Service  (enlargements), 
all  of  Chicago,  and  Pathfinder  magazine, 
Washington. 
PENMAN  Co.,  sellers  of  over  2,000,000 
pens  by  direct  mail  through  radio  in  a 
little  over  two  years,  is  currently  on  30 
stations  with  announcements  and  pro- 

grams. Account  is  also  handled  through 
TJnited  Adv.  Co. 
STERLING  INSURANCE  Co.,  Chicago,  in 
its  13th  year  of  business,  is  placing  its 
largest  radio  appropriation  with  local  live 
talent  programs  on  79  stations.  Over  $300,- 
000  will  be  expended  on  radio  in  the  next 
six  months,  according  to  Louis  Breskin, 
president,  who  reports  that  the  company 
is  completing  its  best  year  with  receipts 
in  excess  of  $2,500,000. 

St.  Louis  Spots 

Out  of  St.  Louis,  Schaflfer  Brennan  Mar- 
guiles  Adv.  Co.  is  placing  Paramount  Hos- 

iery, Lexington,  North  Carolina.  Ameri- 
can Poultry  Journal,  Chicago,  and  Ameri- can Film  Studios  (film  developing).  La 

Crosse,  Wis.,  all  direct  mail  accounts. 
_  Bstause  of  wartime  restrictions  the  na- tio'i  6  dietary  habits,  before  many  months, 

will  undergo  some  changes.  Radio  can  play 
an  ext>-cmciy  important  function  in  nu- trition education  as  well  as  introdu  ing 
many  food  substitutes.  Impending  ration- 

ing of  meat  has  meant,  for  example,  in- 
tensified advertising  drives  by  macaroni manufacturers. 

FOULDS   MACARONI,   Chicago,  is  using 

musical  Sonovox  announcements  in  eight 
cities.  Agency  is  Campbell-Ewald,  Chicago. 
EMM-AN-CEE  Co.,  is  placing  spot  sched- 

ules in  10  Midwestern  markets  through 
Stanley  Pflaum  Assoc..  Chicago.  A  new 
product  called  Double-Mix  has  made  its 
appearance  in  Kansas  City.  By  use  of  the 
Double-Mix  powder  along  with  butter 
and  an  equal  volume  of  milk  whipped  to- 

gether, the  volume  of  the  butter  is  doubled. 
The  product  is  being  introduced  in  a  few 
Midwestern  markets  and  radio  tests  are 
being  conducted  through  Jerome  G.  Gai- vin  Adv.  Co.,  Kansas  City. 
Dehydrated  food  products  although  at 

present  not  using  radio  widely  are  pros- 
pective spot  advertisers. 

I.  J.  GRASS  NOODLE  Co.,  Chicago  (de- 
hydrated soup),  is  using  announcements 

on  participating  programs  in  New  York, 
Schenectady.  Indianapolis  and  Denver. 
However,  the  point  of  view  has  been  ad- vanced that  product  identification  can  be 
secured  through  the  women's  pages  of  the newspapers  at  a  somewhat  smaller  cost 
than  spot  radio. 

Dog  Foods  Out 
The  inability  of  the  dog  food  manu- 

facturers to  secure  equipment  for  dehydra- 
tion has  almost  eliminated  this  industry 

from  the  ranks  of  spot  advertisers  for  the duration. 
Recent  developments  in  the  frosted  food 

field  have  made  di'tributirs  and  manufac- 
turers of  quick  frozen  foods  prospective 

spot  radio  advertisers. NATIONAL  DAIRY  PRODUCTS  Corp., 
New  York,  becuse  of  its  widespread  re- 

frigeration faci'ities  has  ffone  extensively into  the  fropt''d  food  field  with  its  own 
bran-I.  Fro-Z°^t. BOOTH  FISHERIES,  Chicago,  Stokely 
Bros.  &  Co..  Indianapolis  (Honor  Brand 
Frosted  Foods)  and  Frosted  Foods  Sales 
Corp.,  New  York  (Birdseye)  are  among 
the   largest  distributors   of  frosted  foods. 

Institutional  advertising  has  been  an 
encouraging  note  in  the  spot  picture. 
STUDEBAKER  Corp.,  South  Bend,  is- 
maintaining  its  schedule  of  news  pro- 

grams on  almost  90  stations.  Roche,  Wil- liams &  Cunnyngham,  Chicago,  is  the 
agency. 
GENERAL  MOTORS  Corp.,  Detroit,  has 
placed  Victory  Ts  Our  Business  on  almost 
50  stations  and  is  said  to  he  considering 
expanding  its  station  Ust.  The  transcrip- tions are  being  cut  by  World  Broadcasting 
System  and  special  permission  has  been 
granted  General  Motors  by  AFM  for  the' use  of  union  musi'^ians  on  the=e  programs. 
Campbell-Ewald.  Detro't,  is  f^e  aerency. INTERNATIONAL  HARVESTER  Co., 
through  Aubrey,  Moore  &  Wallace,  Chi- 

cago, is  preparing  a  campaign  of  insti- 
tutional announcements  on  Midwestern  sta- 

tions. 
Cereals  Geared  High 

Cereal  manufacturers  are  preparing 
heavy  winter  campaigns. 
QUAKER  OATS  Co.,  Chicago,  through 
Ruthrauff  &  Ryan,  Chicago,  has  placed 
15  seconds,  half-minute,  one  minute  tran- scriptions and  live  announcements  four 
to  12  times  a  day  on  almost  100  sta- tions for  Quaker  Oats.  The  company  has 
placed  five-minute  transcribed  programs 
three  times  weekly  on  about  50  stations- 
through  Sherman  K.  Ellis  Inc.,  for  Aunt 
Jemima  pancake  flour. 
CAMPBELL  CEREAL  Co..  Minneapolis 
(Malto-Meal)  through  H.  W.  Kastor  & 
sons,  Chicago,  has  placed  announcements 
and  programs  on  50  midwestern  stations. 
GENERAL  MILLS,  Minneapolis,  is  lining 
up  a  large  list  of  stations  for  one-min- ute Saturday  evening  announcements  for 
Cheeri-Oats  through  Blackett-Sample-Hum- mert,  Chicago. 
PROCTER  &  GAMBLE  Co.,  Cincinnati,^ 
is  said  to  be  scheduling  announcements  on 
an  unannounced  number  of  stations  for 
Oxydol  through  Blackett-Sample-Hummert, Chicago. 
H.  J.  HEINZ  Co.,  Pittsburgh,  has  expand- 

ed its  test  campaign  for  Swarl,  a  granu- 
lated soap  product,  to  include  Rockford 

and  Springfield,  111.,  in  addition  to  Lan- 

WFBG 

ALTOONA,  PA. 
•  NBC  RED 
•  BLUE  NETWORK 
•  250  WATTS 
•  FULL  TIME  OPERATION 
•  RAILROAD   SHOPS  ON 

FULL    TIME  SCHEDULE 

WFBG  provides  the  only  full  cov- 
erage of  the  Alloona  trading  area. 

THE  RIGHT  INTRODUCTION 

Gets  You 

Off  to  a  Head  Start 

WMBD  gives  your  products  a  head  start.  This  station 
is  so  much  a  part  of  life  in  the  rich  Peoriarea  market 
that  it  gets  enthusiastic  response.  It's  the  home  station — 
the  one  folks  in  Peoriarea  listen  to  with  confidence. 

PROOF 

Impressive    list    of  consistent 
National  Advertisers 

Impressive    list  of 
Local  Advertisers 

3.  Outstanding  listener 
preference  ratings 

FReE& 

PETERS,  \U. 
Exclusive  Natioruzl 
Reprewitatim 

PROVEN  PULLING  POWER — Like  facts  and  figures? 
WMBD  will  gladly  supply  case  histories  proving 
folks  listen  to  WMBD  and  buy!  It's  the  one  media 
that  gives  full  coverage  of  Peoriarea. 

WMBD   is   a   member   of   CBS  network 
PAUL  H.  RAYMER  COMPANY 
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sing,  Mich.,  and  Jamestown,  N.  Y.  Ac- 
count  is  placed   by   Maxon   Inc.,  Detroit. 

Candy  Sold 
Candy  manufacturers  in  spite  of  manu- 

facturing difficulties,  sugar  rationing  and 
packaging  problems,  are  maintaining  their schedules. 
Brewers  are  using  radio  to  promote  the 

sale  of  larger  bottles. 
PABST  SALES  Co.,  Chicago,  is  sponsoring 
football  in  seven  markets. 
FOX  De  LUXE  BREWING  Co.,  Chicago, 
is  expanding  into  12  Southern  California markets  with  radio. 

Soft  drinks  are  holding  to  their  ap- 
propriations and  in  some  cases  such  as 

Dad's  Old  Fashioned  Root  Beer  Co.,  Chi- cago, placed  through  Malcolm  Howard, 
are  increasing  their  schedules. 
AXTON-FISHER  TOBACCO  Co.,  Louis- 

ville, is  using  newspapers  and  billboards 
for  the  introduction  of  Lord  Londons,  a 
new  popular-priced  cigarette.  AII-American, 
king-sized  cigarette  packaged  24  to  the 
pack,  was  introduced  by  the  company  earlier 
in  the  year,  and  tested  with  spot  radio  in 
three  Florida  markets.  A  small  test  of 
spot  announcements  is  being  curently  con- 

ducted for  the  cigarette  in  the  Indianapolis market. 

Limited  Users  Too 

Companies  with  limited  appropriations 
such  as  Ballard  &  Ballard,  Louisville  (Obe- 

lisk flour) ,  which  has  been  running  an  an- 
nouncement campaign  in  West  Virginia, 

and  Carolene  Products  (Milnot  dairy  prod- 
ucts), which  has  been  using  one-minute 

announcements  on  five  Illinois  stations  are 
examples  of  accounts  that,  while  compara- 

tively small,  in  total,  make  up  a  substan- 
tial part  of  the  spot  billing  placed  out  of 

the  Midwest.  Both  accounts  are  placed 
through  Henri,  Hurst  &  McDonald,  Chi- cago. 

All  in  all,  while  no  one  is  inclined  to 
make  any  predictions  beyond  the  first  of 
the  year,  spot  radio  has  held  up  sur- 

prisingly well.  A  number  of  small  accounts 
along  with  the  regular  users  of  spot  ra- 

dio have  combined  to  keep  billings  well  up over  last  year. 

CALLAHAN  DIRECTS 

BOND  ADVERTISING 
SHIFTS  in  the  personnel  of  the 
Treasury  War  Savings  Staff  were 
announced  last  week,  with  Vincent 
F.  Callahan,  Director  of  Press  and 
Radio  assuming  in  addition  duties 
as  Director  of  Advertising. 

Tom  Lane,  formerly  with  Young 
and  Rubicam,  moves  to  Chief  of  the 
Advertising  Section  from  his  pres- 

ent post  as  Assistant  Director  of 
Radio  and  Press.  He  will  be  as- 

sisted by  Don  Miller,  formerly  of 
the  publications  section.  Ross 
Barrett,  former  chief  of  the  dis- 

solved Publications  Section  becomes 
Assistant  Director  of  Press  and 
Radio. 

Mr.  Barrett  also  serves  as  act- 
ing Chief  of  the  Press  Section,  tem- 

porarily replacing  Milburn  A.  Mc- 
Carty  who  enlisted  in  the  Marine 
Corps,  for  foreign  duty.  Gerald 
Flood  of  the  Radio  Section  will 
leave  Oct.  18  for  the  Navy,  with  a 
lieutenant's  commission. 

WCOL  Staff  Changes 

WALLY  BEAVERS  has  been  ap- 
pointed program  director  of  WCOL, 

I  Columbus,  replacing  Ed  Bronson, 
who  has  accepted  a  position  with 
the  Office  of  Censorship  in  Wash- 

ington. Mr.  Beavers  has  served 
WCOL   as  musical   director  and 
chief  announcer  for  more  than  11 
years.  He  has  appointed  Janice 

j  Hagerty  of  the  continuity  depart- 
i  ment  to  the  position  of  publicity  di- 

rector. Her  place  will  be  taken  by 
Roslyn  Nichols,  new  to  radio.  John 
Fell,  formerly  of  WCOL  and  KYW, 

j  Philadelphia,    rejoins    WCOL  as 
!  chief  announcer,  and  John  Lerch 
and  Milton  Metz,  new  to  radio,  are 
announcers. 

KDKA  Names  White 

ROBERT  E.  WHITE,  chief  an- 
nouncer of  Westinghouse  stations 

WBZ,  Boston,  and  WBZA,  Spring- 
field, Mass.,  was  named  last  week 

program  manager  of  KDKA,  Pitts- 
burgh, according  to  James  B.  Rock, 

general  manager  of  KDKA.  He 
joined  the  organization  in  1932 
as  announcer  for  WBZA  and  was 
shifted  to  Boston  for  training  as 
studio  director  of  the  Springfield 
outlet.  In  1937  Mr.  White  became 
chief  announcer  for  the  Westing- 
house  stations  and  returned  to 
Boston.  Last  year  he  won  the  H. 
P.  Davis  Memorial  Award  as  the 
outstanding  announcer  in  the  East- 

ern time  zone,  awarded  annually 
to  announcers  on  the  staffs  of  NBC 
stations  and  affiliates. 

Hyde  Park  Series 
SPONSORING  a  half-hour  musi- 

cal quiz  program.  Tic  Toe  Time, 
starring  Kay  Thompson,  St.  Louis 
songbird,  and  Don  McNeill  of 
Breakfast  Club  fame,  is  Hyde  Park 
Breweries  Assn.,  St.  Louis.  Broad- 

cast Mondays  9:30-10  (CWT),  over 
KSD,  St.  Louis,  program  is  of  the 
audience  participation  type. 

The  Coca-Cola  Company  presents 

America's  leading  bands  —  playing 
from  War  Camps  and  War  Plants 

^   BLUE  P.M.    EVERY  NIGHT 
NETWORK  T-r  V  ̂  *';"  EXCEPT  SUNDAY 

Publicity  Offices 
Revised  by  Army 

Radio  Branch  Not  Affected, 
However,  by  New  Changes 
REORGANIZATION  of  the  Pub- 

lic Relations  Bureau  of  the  Army, 
consistent  with  the  directive  of 
Secretary  of  War  Stimson  order- 

ing reduction  of  personnel,  was  ef- 
fected last  Wednesday,  with  Maj. 

Gen.  Alexander  D.  Surles  continu- 
ing as  director  of  public  relations. 

Col.  R.  Ernest  Dupuy,  former 
chief  of  the  Planning  &  Liaison 
Branch  of  the  Bureau,  was  made 
chief  of  the  News  Division.  Col. 
Stanley  G.  Grogan,  former  chief 
of  the  Press  Branch,  was  promoted 
to  deputy  director. 
The  reorganization  in  no  way 

affects  the  Radio  Branch,  headed 
by  Lt.  Col.  E.  M.  Kirby,  former 
public  relations  director  of  the 
NAB.  Functions  of  that  office  and 
personnel  remain  essentially  the 
same,  though  there  have  been  sev- 

eral personnel  additions  from  other 
Army  Branches. 

Many  Transfers 
Under  the  reorganization  many 

officers  heretofore  identified  with 
public  relations  activities  of 
branches  and  units  of  the  Army 
were  sent  to  the  field.  Others  were 
absorbed  in  Gen.  Surles'  organi- zation. 
The  News  Division,  headed  by 

Col.  Dupuy,  includes  all  six 
branches:  Press,  Radio,  Pictorial, 
Publication,  Analysis  and  Conti- 

nental Liaison.  There  are  three 
other  divisions  of  public  relations. 
Col.  Francis  V.  Fitzgerald  heads 
War  Intelligence,  with  his  chief 
assistant  Maj.  Albert  Warner, 
former  head  of  the  CBS  Washing- 

ton news  staff.  Col.  Virgil  F.  Shaw 
heads  the  Executive  Division  and 
Col.  A.  Robert  Ginsburgh  the  In- 

dustrial Service  Division. 
Three  newly-created  offices  of 

assistants  to  the  director  of  public 
relations  were  established  to  repre- 

sent the  three  major  branches  of 
the  Army.  Col.  Arthur  I.  Ennis 
was  appointed  for  the  Air  Forces; 
Col.  Falkner  Heard  for  the  Ground 
Forces,  and  Lt.  Col.  Armand  S. 
Miller  for  the  Services  of  Supply. 

Fox  Goes  to  Coast 

FOX  De  LUXE  BREWING  Co., 
Grand  Rapids,  Mich.,  (Fox  De- 
Luxe  beer),  at  present  in  25  mid- 
western  markets  vdth  announce- 

ments and  programs,  will  shortly 
enter  the  Southern  California  re- 

gion and  will  use  radio  in  12  mar- 
kets. Company  will  use  either  a 

regional  network  or  a  combination 
of  spot  announcements  and  pro- 

grams on  individual  stations. 
Schwimmer  &  Scott,  Chicago,  is agency. 

COPYRIGHT  1942,  THE  COCA-COLA  COMPANY 

HORACE  C.  MOORE,  inmate  of  the 
Eastern  State  Penitentiary,  Phila- 

delphia, has  completed  a  12-ineh  wood 
cut  reproduction  of  the  Radio  Service 
emblem  designed  by  WGAR.  Cleve- 

land, and  worn  by  several  thousand 
broadcasters.  The  attractively  carved 
and  colored  woodcut  is  now  displayed 
in  Broadcasting's  reception  room. 

NBC 
Dominant  Basic  Station 

In  This  Area 

1150  KC 
WILMINGTON 
DELAWARE 

WDEL  reaches  an  aiea — 
Delaware,  southern  New 
Jersey,  and  paxis  of  Mary- 
land  and  Virginia — which 
is  booming  for  it  is  located 
right  in  the  heart  of  the 
nation's  greatest  produc- 

tion area. 

Covering  this  buying  mar- 
ket with  5,000  watts  day 

and  night,  WDEL  is  doing 
an  outstanding  job  for 
scores  of  advertisers. 

Yd  ur  advertisij»g  dollars 
spent  on  WDEL  can  poy 
you  rich  returns  in  profit  - 
able  Scdes  — write : 

Sales  Representative : 
PAUL  H.  RAYMER  CO. 
New  York  Chicago 

Son  Francisco 
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BRANDS  RETAINED 

UNDER  OIL  ORDER 

BRAND  names  of  oil  and  gaso- 
line will  stand  in  spite  of  the  es- 

tablishment of  uniform  product 
standards  being  evolved  according 
to  an  announcement  from  the  Of- 

fice of  the  Petroleum  Coordinator 
last  Tuesday.  At  least  for  the  pres- 

ent this  is  the  Government  posi- 
tion, setting  at  rest  persistent 

rumors  that  brand  names  would 
be  discontinued. 

The  decision  to  allow  the  exploi- 
tation of  individual  trade  names 

comes  as  part  of  the  order  to  pool 
petroleum  and  terminal  facilities 
on  the  Atlantic  seaboard  as  or- 

dered by  the  petroleum  Coordinator 
Davies  acting  for  Harold  L.  Ickes, 
Secretary  of  the  Interior.  Incom- 

ing supplies  of  all  principal  prod- 
ucts, as  well  as  all  products  man- 

ufactured in  Eastern  refineries, 
will  be  pooled  for  allocation  among 
all  companies  operating  in  a  par- 

ticular zone  in  proportion  to  their 
percentage  of  total  sales  in  that 
zone  in  1941. 

Under  the  proposed  setup,  tank 
cars  will  move  eastward  in  solid 
trains  unloading  at  selected,  cen- 

trally-located terminals,  capable  of 
handling  trainload  shipments.  Ter- 

minals will  be  located  in  each  of 
six  zones  into  which  the  17-state 
east  coast  area  has  been  divided. 

WAIR,  Winston-Salem,  on  Oct.  9 
joins  the  BLUE  Southeastern  Group, 
bringing  the  network's  total  aflBliates to  138.  The  station,  jointly  owned 
by  Mr.  Hill  and  the  Messrs  Walker, 
operates  on  2.50  watts  on  1340  ke. 
Evening  hour  rate  is  $80. 
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Deduction  of  Advertising  Cost 

Is  Clarified  by  Revenue  Bureau 

Helvering  Replies  to  Inquiries;  Policy  Laid  Down 

By  Nelson  to  Cover  War  Contractor  Ads 
EXPENDITURES  for  advertising 
are  still  deductible  from  income 
tax  returns  so  long  as  they  are 
"ordinary  and  necessary",  accord- 

ing to  a  formal  statement  made 
last  Tuesday  by  Guy  T.  Helver- 

ing, Commissioner  of  Internal 
Revenue.  In  making  the  statement 
he  explained  it  was  in  response  to 
many  inquiries  resulting  from 

Treasury  Secretary  Morgenthau's prepared  statement  to  Congress 
May  28  [Broadcasting,  June  1, 
1942]  that  corporation  returns 
were  being  examined  to  disallow 
excessive  deductions  including  ad- vertising. 

Despite  the  restatement  of  in- 
tent, there  has  been  no  essential 

change  in  the  status  of  advertis- 
ing as  a  possible  source  of  tax 

revenue.  As  reported  several 
months  ago  [Broadcasting,  May 
25,  1942]  the  Bureau  of  Internal 
Revenue  has  only  considered  all 
possible  sources  of  revenue  to  meet 
the  need  for  increased  tax  income. 
Then,  as  now,  the  question  of  lim- 

iting advertising  has  arisen  but 
nothing  concrete  has  been  done. 

Individual  Basis 
The  Bureau  also  affirmed  its 

earlier  position  that  advertising 
is  subject  to  taxation  under  Sec- 

tion 23-A  of  the  law  which  pro- 
vides taxation  is  possible  on  all 

expenses  which  are  not  considered 
"ordinary  and  necessary."  No  cat- 

egorical definition  of  limitation  can 
be  applied  to  advertising  expense, 
it  was  said,  and  each  case  would 
have  to  be  considered  on  an  indi- 

vidual basis. 
At  the  time  BROADCASTING  first 

considered  the  question  of  adver- 
tising limitation  it  was  pointed  out 

there  was  a  likelihood  of  limita- 
tion of  promotion  expenditures  on 

the  part  of  plants  given  over  to 
war  production.  Several  weeks  ago 
Donald  Nelson  was  asked  for  a 
statement  of  uniform  policy  to 
govern  expenditures  for  advertis- 

ing by  war  contractors. 
In  reply,  Mr.  Nelson  agreed  in 

a  letter  addressed  to  Robert  P. 
Patterson  Under  Secretary  of  the 
War  Dept.  that  a  uniform  policy 

was  necessary  "in  regard  to  ex- penditures for  advertising  by  war 
contractors."  As  contained  in  this 
letter  Mr.  Nelson  pointed  out  that 
advertising  is  not  required  to  do 
business  with  the  Government. 

However,  he  recognized  "certain 
kinds  of  advertising  of  an  indus- 

trial or  institutional  character" 
appearing  in  trade  or  technical 
journals,  "not  primarily  with  the 
object  of  selling  particular  prod- 

ucts but  essentially  for  the  purpose 
of  offering  financial  support  to 
such  trade  or  technical  journals 
because  they  are  of  value  for  the 
dissemination  of  trade  and  techni- 

cal information  for  the  industry 
are  not  really  an  advertising  ex- 

pense to  effect  sales  so  much  as  an 
operating  expense  incurred  as  a 
matter  of  policy  for  the  benefit  of 

the  business  and  the  industry." 
O.K.  Goodwill  Ads 

This  portion  of  the  statement  of 
policy  contained  in  the  Nelson  let- ter was  a  reiteration  of  an  earlier 
policy  set  forth  by  the  Army  and 

Navy  in  a  pamphlet  titled  "Ex- 
planation of  Principles  For  De- 

termination of  Costs  Under  Gov- 
ernment Contracts"  which  was  re- 

ported in  Broadcasting.  This  pol- 
icy affects  advertising  expendi- 

tures as  costs  in  cost-plus-fixed 
fee  contracts. 

In  relation  to  "other  advertising 
expenditures,"  Mr.  Nelson's  letter 
said  that  "a  reasonable  expendi- 

ture for  advertising  shall  be  al- 
lowed by  these  boards  (Price  Ad- 

justment Boards)  even  though  a 
company  shall  be  substantially  or 
wholly  engaged  in  war  produc- 

tion." 

Then  the  letter  continued  that 

a  "reasonable  expenditure"  would 
be  tested  by  Secretary  Morgen- 

thau's statement  to  the  Joint  Con- 
gressional Committee  on  Taxation. 

Briefly,  "the  test  of  whether  ex- 
penditures for  advertising  are  de- 

WIAC 

580  Kc.    •    5000  Watts 

"First  on  all  Puerto  Rico  Dials" 

Box  4504 

San  Juan,  P.  R. 

"The  Broadcast  Sfafions 
are  vital  to  the  country. 
They  are  performing  a 

really  great  service,  a  ser- 
vice of  great  importance  to 

the  war  effort,  a  service, 
therefore,  we  must  make 

every  effort  to  sustain  un- 

impaired." RADIO'S  WAR  ROLE,  as  stated  in 
a  quote  from  FCC  Chairman  James 
Lawrence  Fly,  has  been  printed  by 
WEBC,  Duluth,  for  display  around 
the  studios  to  impress  employes 
with  the  importance  of  sticking  to 
their  jobs.  This  was  specially 
needed,  the  station  reports,  for 
many  considered  it  unpatriotic  to 
remain  on  the  job  while  others 
joined  the  services  and  war  produc- tion factories. 

ductible  is  whether  they  are  ordi- 
nary and  necessary  and  bear  a  rea- 

sonable relation  to  the  business  ac- 
tivities in  which  the  enterprise  is 

engaged." 

Under  the  Morgenthau  policy, 

there  is  not  an  intention  to  "ex-, 
elude  institutional  advertising  in- 
reasonable  amounts  or  good-will 
advertising."  Only  when  such  ex- 

penditures are  "extravagant  arid 
out  of  proportion  to  the  size  of  the 

company  or  to  the  amount  of  its' 
advertising  budget  in  the  past" 
will  they  be  disallowed,  it  said.  Al- 

so when  such  expenditures  "are not  directed  to  public  patronage 

which  might  reasonably  be  expect- 
ed in  the  future,"  they  would  be 

disallowed  as  deductions. 
Finally  the  letter  states,  that  in 

an  industry  substantially  or  whol^ 
ly  converted  to  war,  Price  Adjust- 

ment Boards  will  "recognize"  that the  amount  of  money  spent  for 
advertising  "to  maintain  a  trade 
mark  or  brand  name  is 
much  smaller  than  that  required 

for  promotion  of  the  same  prod- 
uct in  a  normal  competitive  mar- 

ket."   Schoenfeld  Leaves  OWI 

SINCE  Bernard  Schoenfeld,  form- 
erly head  of  the  editorial  division 

of  the  OWI  radio  bureau,  resigned 
Sept.  29  to  accept  a  position  as  a 
special  writer  with  the  Office  of 
Price  Administration  under  Robert 
Horton,  his  functions  have  been 
consolidated  under  the  Program 
Service  Division  headed  by  George 
Zachary.  Until  now  Mr.  Zachary 
was  production  chief  but  his  unit 
was  merged  with  the  editorial  di- vision to  form  the  new  program 
service  division. 

AAAA  Issues  Booklet 
TO  ASSIST  Advertising  Agencies 
in  their  daily  work  with  clients, 
and  to  clarify  for  government  of- ficials the  part  advertising  can  play 
in  war  time.  The  American  Assn. 
of  Advertising  Agencies  has  issued 
to  its  members  a  24-page  booklet 
titled  The  Place  of  Advertising  in 
a  War  Economy.  The  booklet  con- 

tains a  statement,  whose  subject 
is  "Specifically,  What  Can  We  Do 
to  Help  Win  This  War",  as  first 
presented  to  4  A's  members  at  the Assn.'s  convention  at  Skytop  last 

May. 
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SAM  R,  BALTIMORE, 

WERE  HEAD,  DIES 
SAM  R.  BALTIMORE,  55,  general 
manager  of  WERE,  Wilkes-Barre, 
Pa.,  and  brother  of  Capt.  Louis  G. 
Baltimore,  station  owner,  died  in 
_  New  York  Sept. 

r  ---^.^  ^    28  of  a  heart  at- tack. 

Long  associa- 
ted with  the  sta- 

tion, Mr.  Balti- 
more took  over  its 

general  direction 

•Jm^HHI  several  months 

'''mk^^^M  when  his ^-^^^^^  brother,  Louis, 
was  called  to  ac- 

tive duty  as  a 
captain  in  the  Army  Forces,  Com- 

munications Branch.  Mr.  Balti- 
more had  gone  to  New  York  last 

Sunday  on  a  business  trip.  Prior 
to  joining  WBRE  in  1932,  he  was 
a  credit  executive  in  Chicago.  He 
leaves  a  widow,  who  was  with  him 
when  he  died. 

A  third  brother,  A.  C.  Baltimore, 
commercial  manager  of  WBRE, 
takes  over  operation  of  the  station. 
Funeral  services  were  held  in 
Wilkes-Barre  last  Tuesday. 

In  addition  to  Capt.  Baltimore, 
his  son,  David  M.,  is  in  the  Army 
as  a  first  lieutenant.  Air  Forces. 

Mr.  Baltimore 

HALPIN  QUITS  KOIN 
FOR  CE^SOWS  DESK 

LESTER  HALPIN,  chief  news 
editor  of  KOIN  and  KALE,  Port- 

land, Ore.,  has  been  called  to  the 
Censorship  Bureau,  Washington, 

to  serve  on  the 
radio  news  desk, 
broadcast  divi- 

sion. His  place 
will  be  taken  by 
Marc  Bowman, 
newscaster  and 
continuity  direc- 

tor of  the  two 
stations. 

Halpin  has  had 
a  varied  career 
i  n  journalism 
and  radio.  At 

Reed  College  he  was  editor-in- 
chief  of  the  weekly  newspaper. 
Quest.  After  graduating  from  U 
of  Oregon  in  1928,  he  was  legis- 

lative correspondent  for  the  Win- 
nipeg Tribune  and  movie  and 

drama  editor  of  the  Oregonian. 
Later  he  joined  KPQ,  Wenatchee, 
Wash.,  coming  to  KOIN,  Portland, 
in  1937. 

Mr.  Halpin 

NAB  ADVISORY  AND  PLANNING  Committee  discussed  wartime 
broadcasting  problems  with  NBC  President  Niles  Trammell  (third  from 
left),  in  a  one  day  meeting  Sept.  25  at  the  Blackstone  Hotel  in  Chicago. 
The  group  endorsed  the  full  network  volume  discount  plan,  and  voted  to 
enlarge  the  committee  from  seven  to  eight  district  representatives,  set- 

ting up  a  new  district  on  the  Atlantic  seaboard,  taking  in  the  states  of 
Pennsylvania,  Maryland,  Delaware,  Virginia,  North  Carolina,  South  Car- 

olina. L.  to  R:  Arden  X.  Pangborn,  KGW-KEX,  Portland;  James  Shouse, 
WLW,  Cincinnati;  Mr.  Trammell;  Harry  Stone,  WSM,  Nashville,  chair- 

man of  the  committee;  Stanley  Hubbard,  KSTP,  St.  Paul;  Walter  John- 
son, WTIC,  Hartford;  Ed  Yocum,  KGHL,  Billings,  Mont.  0.  L.  Taylor, 

KGNC,  Amarillo;  and  Paul  Morency,  WTIC,  Hartford,  were  absent. 

Shortwave  Broadcast  Activity 

By  OWI  Branch  Is  Expanded 
Psychological  Warfare  Goes  Into  Swifter  Pace 

As  Plans  for  Worldwide  Network  Develop 

r 

CHARLES  MICHELSON,  radio 
transcription  firm,  has  been  appointed exclusive  Eastern  distributor  for  the 
Radio  Transcription  Company  of America,  Hollywood.  Two  additional 
Rations  have  signed  for  Michelson's The  Shadow  Series  and  six  have  re- 

newed. New  subscribers  are:  HP5G 
Panama  City,  and  WRVA,  Richmond! Va.  Renewing  are  WCSC  WKRC WFMJ  KTSM  KTAR  WROK. 

SHORTWAVE  broadcasting  from 
the  United  States — falling  in  the 
realm  of  psychological  warfare — 
is  undergoing  a  three-fold  increase 
in  program  volume,  with  the  tempo 
steadily  being  stepped  up. 

The  intensified  operations  have 
been  accomplished  under  the  direc- 

tion of  the  Overseas  Operations 
Branch  of  OWI,  headed  by  Robert 
Sherwood,  which  originally  func- 

tioned as  part  of  Col.  William  J. 
Donovan's  Coordinator  of  Informa- 

tion Office. 
Under  these  auspices  since  the 

war  began,  shortwave  broadcast- 
ing" has  been  increased  to  20  hours 

a  day  from  the  January  average 
of  8  hours,  while  transmission  of 
American  news  to  the  United  Na- 

tions jumped  to  29,000  words  a 
day  in  September,  compared  with 
6,000  words  sent  daily  over  facili- 

ties of  the  cables  and  wireless  car- 
riers, 

Two-Frequency  Plan 
Pending  completion  of  plans  for 

establishment  of  new  shortwave 
stations  to  be  welded  into  a  proj- 

ected worldwide  network,  an  in- 
terim program  to  intensify  psycho- 

logical radio  activities  is  now  being 
placed  in  effect  by  inauguration  of 
two-frequency  coverage  by  the 
existing  shortwave  stations  in  the 
United  States.  Through  this  proj- 

ected two-frequency  plan,  OWI  will 
expand  the  original  14  stations  to 
36  transmitters  or  18  pairs  of  fre- 

quencies, of  which  22  are  in  the 

East  Coast  area  and  14  along  the 
Pacific  Coast.  This  plan  is  de- 

signed to  conserve  radio  engineer- 
ing personnel,  equipment  and 

building  construction. 
OWI  handles  international 

broadcasting  and  news  dissemina- 
tion to  all  parts  of  the  world  ex- 
cept Latin  America,  con«lucted  by 

the  Coordinator  of  Inter-American 
Affairs.  The  OWI  dual  system  will 
mean  greater  adequacy  and  sta- 

bility of  coverage  to  all  parts  of 
the  world,  along  with  protection 
against  jamming  by  enemy  sta- 

tions and  reduction  of  inter-chan- 
nel interference. 

Besides  the  original  14  short- 
wave stations  in  the  United  States, 

the  OWI  Overseas  Operations 
Branch  has  leased  the  facilities  of 
two  transmitters  respectively  of 
AT&T,  RCA  Communications  and 
Press  Wireless,  all  equipped  for 
broadcast  transmission.  Other 
transmitters  will  be  utilized  as  soon 
as  they  become  available. 

I^^^y^  EARLE  C.  ANT
HONY,  INC. 

790  KC 5000  WATTS  DAY  AND  NIGHT 

LOS  ANGELES    •    BLUE  NETWORK 

Ask  your  Agency  to  ask  the  Colonel! 
^FREC  O  PETERS.  Inc.,  National  Representatives 

^EVD
 NEW  YORK'S  STATION  OF 

DISTINCTIVE  FEATURES 

NOW 5000 WATTS 

The  nniqae  poaitian  of  WEVD  with  a  large 
section  of  Metropolitan  New  York's  radio 
andience  is  evidenced  by^— 

(1).  The  feature  boxes  of  newspaper radio  program  pages 
(2.)  The  large  nnmber  of  famons  adver- tisers on  the  station  continnonsly 

year  after  year. 
Atk    for    "Who's    Who    On    WEVD"    .    .  . tent  on  request. 

The  shortwave  transmitters  in 
this  country  are  being  programmed 
by  the  OWI  staff  from  New  York 
and  Philadelphia.  Illustrating  the 
expansion  of  activity,  the  number 
of  studios  in  both  locations  is  being 
tripled.  A  private  leased  line,  both 
telephone  and  telegraph,  inter- 

connects the  OWI  Overseas  Opera- 
tions Branch  main  offices  in  Wash- 

ington, New  York  and  San  Fran- 
cisco, for  the  transmission  of  news 

and  administrative  messages. 
Communications  activities  under 

Mr.  Sherwood  are  headed  by  Murry 
Brophy,  chief  of  the  Bureau  of 
Communications  Facilities.  Roy  C. 
Corderman  is  chief  of  the  Facili- 

ties Division  and  James  O.  Weldon, 
prominent  consulting  engineer,  re- 

cently was  appointed  chief  radio 

engineer. 
OWI  programs,  news  and  intelli- 

gence are  disseminated  to  all  prin- 
cipal populated  areas  of  the  world 

except  Latin  America.  Another 
basic  function  is  dissemination  of 
news  and  programs  to  troops, 
wherever  they  are  located.  The 
broadcast  news  deals  almost  en- 

tirely with  the  international  scene. 
OWI  is  furnishing  programs  via 

point-to-point  to  the  British  Broad- 
casting Corp.  for  rebroadcast  on 

standard  and  shortwaves.  Some 

point-to-point  programs  are  fur- 
nished Australian  stations  and 

news  material  for  broadcasting  in 
China  is  sent  to  Chungking. 
American  news  is  dispatched  to 
all  the  United  Nations  for  publica- 

tion in  newspapers  or  for  radio. 

BALTIMORE'S  BLUE 

w  NETWORK "^^fe.  OUTLET 

WEVD 

117-119  West  46th  St.,  New   York.   N.  Y. 

1  Elmer,  President  ^^^H 

rge  H.  Roeder,  Gen>  Monager^^^H 
National  Representatives: 

SPOT  SALES,  INC. 
New  York  -  Chiaago  -  Son  Francisco 
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Grew  Adds  Radio  Dept. 
GREW  ASSOCIATES,  New  York 
research  firm,  announced  last  week 
that  it  is  adding  a  Radio  Depart- 

ment to  its  various  services,  to  be 
headed  by  Mrs.  Agnes  Grew,  direc- 

tor of  the  company.  Tom  Collins, 
former  freelance  scriptwriter,  will 
be  in  charge  of  the  script  depart- 

ment, and  plans  are  currently  in 
preparation  for  the  production  of 
radio  programs.  Grew  Associates, 
since  1938,  has  been  making  ex- 

tensive surveys  through  its  "Wom- 
en's Institute  of  Audience  Reac- 

tion" to  discover  the  preferences 
and  tastes  of  women  throughout 
the   country   in  entertainment. 

WDRC 

■ll|i|||JJIMIIMJM!Nt||l|l|^|^| 

CONTROLS 

ROOM 

CHARLES  L.  BRADY,  chief  engi- 
neer of  WJIM,  Lansing,  resigns  for 

a  commission  in  the  Marine  Corps.  He 
is  replaced  by  Melvin  Worth. 
JERRY  KELLY,  chief  engineer  of 
Northern  Broadcasting  Co.,  has  joined 
the  Canadian  Army. 
ARTHUR  TUTTLE,  former  engineer 
of  WELI,  New  Haven,  is  now  a  civil- 

ian engineer  with  the  Army  Signal 
Corps  in  Philadelphia.  George  Hine, 
RCA  Institute  graduate,  replaced  him. 

J.  GORDON  KEYWORTH,  chief  en- 
gineer of  WELI,  New  Haven,  is  ra- 

dio aide  in  the  civilian  defense  radio 
system,  East  Haven,  Conn. 
IRVING  SMALL,  engineer  of  WELI, 
New  Haven,  is  the  father  of  a  girl. 
JOAQUIN  OSSARIO,  control  room 
operator  of  WQAM,  Miami,  has  been 
accepted  in  the  Army  Aviation  Re- 

serve, while  attending  the  U  of  Mi- ami. 

WILTON  JOHNSON,  of  WRBL,  Co- 
lumbus, Ga.,  joins  the  Army  Oct.  20. 

DEAN  WICKSTROM,  staff  techni- 
cian of  KPAS,  Pasadena,  Cal.,  is  the 

father  of  a  9%-lb.  boy. 
JERRY  KEEFE,  engineer  of  WHBF, 
Rock  Island,  III.,  has  been  appointed 
civilian  attache  to  the  Army  Signal 
Corps,  Sacramento,  Field,  Cal. 
HOWARD  D.  CRISSEY,  engineer  of 
NBC-Chicago,  has  entered  the  Navy  as 
a  radio  warrant  officer  at  San  Fran- 

cisco. He  is  succeeded  by  Alan  Scar- 
lett, formerly  of  CKCL,  Toronto. 

VIRGINIA 

YOU  REACH 

MORE  PEOPLE 

AT  LOW  COST 

♦  ON  -  , 

RICHMONDS 

STATION 

Wi 

•
L
i
 

SOOtlwATTS 

DAYandNIGHT  910  KC 

EDWARD  PETRY&COJNCNATIONAL  REPRESENTATIVES 

NBC  Salvage 
SALVAGE  search  into  every 

nook  and  cranny  of  NBC's Radio  City  headquarters  in 
New  York  uncovered  among 
other  things,  aluminum  shak- 

ers partly  filled  with  small 
shot,  an  aluminum  canary 

cage,  and  a  half-ton  alumi- 
nut  curtain  rod.  The  shak- 

ers were  sound  effects  from 
an  ancient  Horace  Heidt  pro- 

gram, and  the  curtain  rod 
had  supported  a  Japanese 
Damask  curtain — until  Pearl 
Harbor. 

HARRY  DENNIS  and  D.  Withing- 
ton,  engineers  of  WJW,  Akron,  have 
joined  the  Navy  and  Army  respective- 
ly. 
SAM  LYLES,  transmitter  supervisor 
of  WPTF,  Raleigh,  returns  to  the 
Navy  as  chief  petty  officer. 
RUSS  HUGHES,  formerly  control 
room  operator  for  Pearltone  Tran- 

scriptions, Des  Moines,  has  joined 
WDAY,  Fargo,  N.  D. 
JOHN  MICHAEL  KEANE  has 
joined  the  engineering  staff  of  WOR, 
New  York,  to  handle  sound  effects. 
Harry  L. .  Bryant  resigned  Sept.  12 
to  join  the  Navy  as  a  Second  Class 
Radio  Technician. 
DAVID  P.  GULLETTES,  assistant 
technical  director  of  WCAU,  Phila- 

delphia, is  the  father  of  a  baby 
boy. 

WALTER  BERGER,  transmitter  en- 
gineer of  WFIL,  Philadelphia,  has 

returned  to  his  post  after  a  long  ill- ness. 

RUSS  BOWMAN  and  Keith  Andrews 
are  new  control  operators  at  WSOY, 
Decatur,  111. 
GEORGE  KEICH,  chief  engineer  of 
WICC,  Bridgeport,  and  Jeanne  Poli, 
women's  commentator,  were  married recently. 

ARTHUR  LA  PLANTE  replaced  Al- 
fred Robinson,  engineer  of  WICC, 

Bridgeport. 

DAVE  CR  AS  SATO,  engineer  of 
KSAN,  San  Francisco,  was  inducted 
into  the  Army  on  Oct.  1. 
MILTON  KORF,  studio  engineering 
supervisor  of  WBBM,  Chicago,  has  en- 

listed in  the  Navy  as  a  warrant  offi- 
cer and  has  been  assigned  to  onshore 

patrol  as  a  radio  electrician  at  San Francisco. 

NBC-Hollywood  Class 
TO  GUARD  against  possible  per- 

sonnel shortage,  NBC,  Hollywood, 
on  Oct.  1  started  an  engineering 
apprentice  class. 

CLEAN,  HUH?  That's  what  An- drew Friedenthal,  chief  engineer 
of  WJR,  Detroit,  thought  of  his 
workshop  on  the  29th  floor  of  the 
Fisher  Building  until  he  took  a 

sharp  look  during  the  recent  sal- 
vage drive.  A  little  work  yielded 

unnecessary  filing  cabinets,  alumi- num call  letters  and  odds  and  ends 
for  Uncle  Sam. 

IT&T  Plans  Plant 
INTERNATIONAL  Telephone  & 
Telegraph  Corp.,  New  York,  will 
soon  start  construction  on  the  first 
unit  of  a  new  factory  in  Nutley 
and  Clifton,  N.  J.  Ultimate  plan 
of  IT&T  is  to  transfer  all  or  most 
of  its  American  manufacturing  and 
research  laboratories  to  the  new 
site,  a  125-acre  lot.  International 
Telephone  &  Radio  Mfg.  Corp.,  or- 

ganized by  IT&T  in  1941,  and Federal  Telegraph  Co.,  acquired  by 
the  former  concern  in  June,  1941, 
are  soon  to  operate  under  one 
name.  Federal  Telephone  &  Radio 
Corp.,  which  will  head  all  IT&T 
manufacturing  and  research  oper- ations in  the  United  States. 

UP's  full  radio  news  and  news  feature 
service  is  going  to  seven  additional  sta- tions, according  to  A.  F.  Harrison, 
radio  sales  manager  of  United  Press. 
Stations  contracting  for  the  service 
are  WKBN,  Youngstown ;  WMAN, 
Mansfield,  O. ;  WKPA,  New  Kensing- 

ton, Pa.;  WSAP,  Portsmouth,  Va. ; 
KSAN,  San  Francisco ;  and  two  new 
stations,  KWKW,  Pasadena,  Cal.; 
and  WEGO,  Concord,  N.  C. 

WHEN  YOU  BUY 

WIBC 

I N  DIANAPOLIS 

1.  Indianapolis  with  its  huge  defense  payrolls. 

2.  Rural  Indiana's  wealthy  farm  district. 
Yes,  two  markets  covered  by  one  radio  station.  And  WIBC  is  the 
only  Indianapolis  station  that  is  programmed  to  reach  metro- 

politan Indianapolis  and  rural  Indiana. 

Represented  Nationally  by  Paul  H.  Raynter  Company 
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WQAM  Directed 

To  Keep  Employe 
Labor  Board  Holds  Station 

Guilty  of  Unfair  Methods 

UPHOLDING  the  findings  of  its 
trial  examiner,  the  National  Labor 
Relations  Board  on  Sept.  22  hand- 

ed down  a  decision  finding  the  Mi- 
ami Broadcasting  Co.,  operator  of 

WQAM,  Miami,  guilty  of  engag- 
ing in  unfair  labor  practices  with- 
in the  meaning  of  the  National 

Labor  Relations  Act. 

Board  ordered  the  company  to 
cease  such  practices  and  to  rein- 

state Fred  Handrich,  former 
WQAM  announcer,  whom  the 
board  found  to  have  been  dis- 

charged for  union  activities,  with 
full  back  pay  since  his  discharge 
last  December  less  his  net  earn- 

ings since  that  time. 

Union  Activity 

Accepting  the  testimony  of  Han- 
drich, who  joined  WQAM  as  a 

newscaster  in  June,  1939,  and  who 
became  a  member  of  the  American 
Federation  of  Radio  Artists  in 
September,  1940,  that  his  work  had 
been  highly  praised  by  station  of- 

ficials throughout  his  period  of  em- 
ployment at  the  station,  the  board 

discounted  the  station's  reasons  for 
discharging  Handrich  last  Decem- 

ber and  found  that  his  "aggres- 
sive leadership  in  the  union  was 

the  sole  reason  for  his  discharge." 
The  lengthy  decision,  signed  by 

Harry  A.  Millis,  chairman,  and 
William  M.  Leiserson,  states:  "Up- 

on the  basis  of  the  entire  record, 
we  find  that,  by  discharging  Han- 

drich, the  respondent  (WQAM) 
has  discriminated  against  him  in 
regard  to  hire  and  tenure  of  em- 

ployment, thereby  discouraging 
membership  in  the  Union  and  in- 

terfering with,  restraining  and  co- 
ercing its  employes  in  the  exercise 

of  rights  guaranteed  in  section  7 
of  the  Act." 

Station  was  ordered  to  stop  such 
practices,  to  offer  Handrich  "imme- 

diate and  full  reinstatement  of  his 
former  or  substantially  equivalent 
position,"  to  reimburse  him  "for 
any  loss  of  pay  he  has  suffered  by 
reason  of  the  respondents  discrim- 

ination against  him,"  and  to  "post 
immediately  in  conspicuous  places 
throughout  its  place  of  business  in 
Miami  and  maintain  for  a  period 
of  60  days  from  the  date  of  post- 

ing,  notices    to    its   station  em- 
ployes (1)  that  the  respondent  will 

not  engage  in  the  conduct  from 
which  it  ordered  to  cease  and  de- 

sist, (2)  that  the  respondent  will 
'  take  the  affirmative  action  set  out 
!  in  this  order  and  (3)  that  the  re- 

spondent's employes  are  free  to  be- 
I  come   or   remain   members  of 
AFRA's  Miami  local,  affiliated  with 

'  the  AFL,  or  any  other  labor  or- 
ganization, and  that  the  respondent 

will  not  discriminate  against  any 
I  employe  because  of  membership  or 
I  activity  in  any  such  organization." 

Exemption  From  Premium  Pay  Order 

Is  Sought  by  NAB^s  Labor  Committee 
EXEMPTION  for  the  broadcast- 

ing industry  from  the  provisions 
of  the  President's  Executive  Order 
on  premium  pay  is  being  sought 
by  the  NAB  on  the  ground  that 

broadcasting  is  a  "seven-day  in- 
dustry" and  should  not  be  sub- 

jected to  the  time-and-a-half  over- 
time provisions  for  holiday  work. 

Decision  to  apply  for  the  exemp- 
tion to  the  Dept.  of  Labor  was 

reached  by  the  NAB's  Labor  Com- 
mittee at  a  meeting  in  Washington 

last  Wednesday.  The  new  premium 
pay  regulations  became  effective 
Oct.  1. 

Holidays  Involved 
Members  of  the  committee,  of 

which  C.  T.  Lucy,  WRVA,  Rich- 
mond, is  chairman,  concluded  first 

that  the  broadcasting  industry  was 
covered  by  the  Executive  Order  in 
that  it  falls  under  the  heading 

of  an  industry  "related  to  the  pro- 
secution of  the  war".  It  then  was 

decided  to  ask  for  the  exemption, 
pursuant  to  provisions  of  the  order 
setting  up  such  machinery. 

The  committee  agreed  that  the 
only  material  effect  the  order  would 
have  on  the  broadcasting  industry 
would  be  to  require  time-and-a- 
half  pay  for  holidays.  The  Exe- 

cutive Order  provides  for  a  day 
of  rest  during  the  seven-day  week, 
but  since  practically  all  stations  al- 

ready function  on  that  basis,  this 
was  not  deemed  applicable. 

Radio,  like  the  newspaper  in- 

Serial  Sponsor 
BECAUSE  of  its  success  as  a 
summer  replacement  on  NBC  for 
the  Eddie  Cantor  show,  sponsored 
by  Bristol-Myers  Co.,  New  York, 
Those  We  Love,  half-hour  drama 
telling  the  story  of  the  Marshall 
family,  has  been  signed  by  General 
Foods  Corp.,  New  York,  to  continue 
on  the  air  now  that  the  Eddie 
Cantor  series  has  returned.  The 
show  will  start  on  CBS  Oct.  11  in 
the  interests  of  Grape-Nuts  and 
Grape-Nuts  Wheat-Meal  and  will 
be  heard  Sunday  2-2:30  p.m.  Agen- 

cy for  both  Bristol-Myers  and  Gen- 
eral Foods  is  Young  &  Rubicam, 

New  York. 

dustry,  functions  365  days,  seven 
days  a  week.  Moreover,  Govern- 

ment regulations,  issued  by  the 
FCC,  require  minimum  operating 
schedules  for  stations,  in  the  pub- 

lic interest,  with  no  provision  for 
exclusion  of  holidays. 

The  committee,  in  addition  to 
Chairman  Lucy,  comprises  J.  B. 
Rock,  KDKA,  Pittsburgh;  A.  K. 
Redmond,  WHP,  Harrisburg; 
Quincy  Brackett,  WSPR,  Spring- 

field; Norris  O'Neil,  WSJS,  Wins- 
ton-Salem. Mr.  O'Neil  was  un- 

avoidably absent. 
Joseph  L.  Miller,  NAB  labor  re- 

lations director,  reported  the  over- 
all matter  to  the  committee.  NAB 

President  Neville  Miller  also  sat 
in  the  meeting  along  with  Russell 
Place,  NAB  counsel.  Consulted  by 
the  committee  also  was  Philip  G. 
Loucks,  Washington  attorney  and 
former  NAB  managing  director. 

Rockwood  Back 
ROCKWOOD  &  Co.,  Brooklyn, 
which  has  been  off  the  air  during 
the  summer,  will  launch  a  13-week 
campaign  on  11  stations  for  Choco- 

late Bits  sometime  in  October.  Par- 
ticipations will  be  used  from  8  to 

16  times  weekly  on  WNAC  WBZ- 
WBZA  WTIC  WJAR  WTAG  WGN 
WGAR  KHJ  KNX  WOR  KDKA. 
Federal  Adv.,  New  York,  handles 
the  campaign. 

ACCEPTANCE 

RE  PEAT  Ed 

iiiiEa 

VERTICAL 

RADIATORS 
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this  exclusive 
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LEHIGH  STRUCTURAL  STEEL  CO. 17  BAITERY  PLACE,  NEW  YOBK,  N.  Y. 
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365,000  people  make  the 

Youngstoim  metropoli- 
tan  district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

"^^hefte  SaleATIUdliplif 

NASHVILLE.  TENNESS 

T 

NEW  ORLEANS 

50,000  WATTS 

The  Greatest  Selling  POWER 

in  the  Soufh's  Greatest  City 

CBS  AffiUate 

Nat'l  Rep.  -  The  Katz  Agency  Inc. 

OWI  Radio  Plan 

{Continued  from  page  H) 

ernment  agencies  and  not  at  the 
broadcasting  industry,  Mr.  Lewis 
stated.  Emphasizing  that  all  the 

problems  involved  can't  be  worked 
out  overnight,  he  said  his  organi- 

zation never  had  any  illusions  that 
it  could  have  the  whole  business  of 
Government  radio  coordination 
moving  smoothly  at  the  break  of 
day  on  Oct.  1.  It  will  take  weeks  to 
iron  out  the  kinks,  he  said,  but 
OWI  counts  on  the  intelligent  co- 

operation that  has  always  marked 
its  associations  with  radio. 

Declaring  that  the  problems  are 
in  the  minority,  Mr.  Lewis  said 

they  are  nothing  that  can't  be  taken 
care  of  "by  intelligence  and  com- 

mon sense."  He  reiterated  his  re- 
quest that  stations  continue  their 

present  method  of  handling  and 
clearing  war  programs  until  they 
have  worked  out  procedures  with 
the  nearest  OWI  radio  representa- tive. 

Some  time  ago,  Mr.  Lewis  said, 
he  had  suggested  that  each  station 
appoint  a  "war  program  manager". Hundreds  have  done  so  and  it  has 
worked  out  quite  satisfactorily.  The 
war  program  managers  are  respon- 

sible for  all  contacts  with  field  of- 
fices of  Government  agencies,  and 

keep  a  watchful  eye  over  the  war 
messages  and  war  programs  their 
stations  put  on  the  air.  He  said 
the  war  program  manager  is  the 
logical  person  to  be  the  permanent 
contact  with  the  OWI  field  repre- 
sentative. 

Regulation  No.  2  is  not  con- 
cerned with  station-originated  pro- 
grams unless  they  request  specific 

information  or  cooperation  from 
some  Government  agency.  The  pro- 

ducer of  the  program,  Mr.  Lewis 
advised,  should  go  directly  to  the 
information  division  of  the  agency 
involved  and  the  agency  in  turn 
will  notify  OWI  as  a  matter  of 
routine  on  what  assistance  or  ma- 

terial has  been  supplied. 

Mr.  Lewis  described  the  regu- 
lation as  laying  the  ground  work 

for  a  new  plan  that  will  enable  sta- 
tions to  render  more  efficient  ser- 

vice with  "less  wasted  effort,  less 
confusion,  more  results".  The  de- 

tails of  this  new  plan  are  not 
ready  to  be  announced,  he  said, 
but  will  follow  as  soon  as  the  opera- 

tion of  Regulation  No.  2  begins  to 
straighten  out. 

In  conclusion,  Mr.  Lewis  thanked 
the  stations  for  the  vast  amount 
of  energy  and  enthusiasm  they  had 
put  into  their  work  on  behalf  of 
an  America  at  war. 

"I  know  that  all  of  the  Govern- 
ment agencies  which  are  finding 

radio  such  a  successful  medium 
for  reaching  the  American  public 
wish  me  to  pass  along  their  ap- 

preciation for  your  excellent  and 
unfailing  cooperation.  Here  at  the 
Radio  Bureau  of  the  Office  of  War 
Information  we  stand  convinced 
that  no  other  industry  in  the  na- 

tion has  given  more  fully,  and  with- 
out recompense,  of  its  facilities." 

War  Managers 

HAVE  YOU  a  war  program 
manager  yet?  Just  recently 
the  radio  bureau  of  the  Office 
of  War  Information  sent  a 
memorandum  to  stations  sug- 

gesting the  appointment  of 
such  a  person  to  aid  in  main- 

taining effective  liaison  on 
various  Government  cam- 

paigns. In  that  way  direct 
contact  with  each  station  vsdll 
be  established  and  all  ma- 

terial sent  to  such  a  person. 
Cards  went  with  the  memor- 

andum to  be  returned  with 
the  name  of  the  War  Pro- 

gram Manager  appointed. 

Charles  G.  Burke  Joins 

Sales    Force    of  WJR 

CHARLES  G.  BURKE,  formerly 
with  Free  &  Peters,  national  sta- 

tion representatives,  last  week 
joined  the  sales  staff  of  WJR 
as  aide  to  Owen  P.  Uridge,  assist- 

ant general  manager.  He  replaces Herschel  Roth, 
now  in  the  Army 
Air  Forces. 
Mr.  Burke 

headed  the  Free 
&  Peters  Office  in 
Detroit  for  five 

years  up  to  last 
February.  Since 
then  he  has  been 

with  Wright-So- novox,  Chicago,  a 

Free  &  Peters  af- 
filiated operation.  He  entered  radio 

in  Fargo,  N.  D.,  in  1928  after 
serving  as  city  editor  of  the  Fargo 
Forum  for  three  years.  Later  he 
was  commercial  manager  of 
W9XBY  in  Kansas  City.  He  is  a 
graduate  of  the  U  of  North  Da- 

kota, is  married  and  has  two 
daughters. 

Mr.  Burke 

Dr.  W.  B.  Caldwell  Adds 

Keystone  Disc  Hookup 
DR.  W.  B.  CALDWELL,  Monti- 
cello,  111.  (Laxative  Senna  ) subsidi- 

ary of  Sterling  Products,  has 
placed  one-minute  transcribed  an- 

nouncements five  days  a  v/eek  on 
124  stations  of  Keystone  Broad- 

casting system.  Contract,  for  27 
weeks,  started  Sept.  28. 

Dr.  Caldwell  is  also  running 
transcribed  announcements  5  to 
15  times  a  week  on  approximately 
100  stations,  making  a  total  of  224 
stations  carrying  Caldwell  business. 
The  intensified  campaign  on  KBS 
is  said  to  be  the  first  large-scale 
use  by  Sterling  Products  of  local 
stations  in  small  urban  and  rural 
areas,  inaugurating  a  new  devel- 

opment by  KBS  of  selling  spot 
announcements  on  affiliated  sta- 

tions on  a  package  basis.  The  pack- 
age plan  embracing  the  entire  190 

stations  of  KBS  is  being  offered 
to  national  advertisers  in  addition 
to  the  basic  transcribed  network 
service.  Account  was  sold  by  Nay- 
lor  Rogers,  western  manager  of 
KBS  through  Sherman  &  Mar- 

quette, Chicago. 

CJOC  on  the  Air 
CJOC,  Lethbridge,  Alta.,  went  on 
the  air  Oct.  1  with  a  new  1  kw. 
transmitter  on  1060  kc,  according 
to  Norman  Botterill,  manager. 

Replies  to  FTC {Continued  from  page  18) 

more  tobacco  by  weight  than 
others,  or  28%  less  nicotine. 
For  Prince  Albert,  Reynolds 

denied  representing  that  it  burns 
86  degrees  cooler  than  other  brands, 
but  reasserts  that  laboratory 
"smoking  bowl"  tests  showed  it 
burned  86  degrees  cooler  than  the 
average  of  30  other  largest-  sell- 

ing brands  tested — "coolest  of  all." 
Philip  Morris  Statement 

Philip  Morris  without  explana- 
tion, disposed  of  several  items 

in  the  complaint  by  saying  they 
did  not  correctly  represent  the 
substance  of  its  advertising.  Thus, 
it  denied  advertising  that  Philip 
Morris  causes  no  throat  irrita- 

tion, that  Philip  Morris  smokers 

are  assured  protection  from  "smo- ker's penalties",  or  that  competing 
brands  are  three  times  as  irritat- 

ing for  inhalers  as  Philip  Morris 
and  that  eminent  doctors  have 
found  that  smoking  Philip  Morris 
is  beneficial  or  exceptional  for  in- 
haling. 

Defending  its  claim  that  adver- 
tising is  based  on  scientific  tests 

by  eminent  medical  authorities 
solely  for  the  benefit  of  their  pro- 

fession, the  firm  admitted  that  tests 
were  conducted  at  its  expense,  but 
denied  they  were  made  by  persons 
without  training  and  experience 
sufficient  to  make  them  accurate 
and  scientific. 
For  Revelation  Pipe  Tobacco 

Philip  Morris  denied  there  was 
no  fundamental  difference  betv/een 
their  product  and  other  brands,  as 
charged  by  the  Commission.  It 
stated  that  other  charges  citing 
Revelation  for  saying  its  the  same 
as  Philip  Morris  cigarettes,  proved 
scientifically  free  from  bite  and 
recognized  by  eminent  medical  au- 

thorities were  not  correct  state- 
ments of  the  substance  of  the  ad- vertising. 

To  FCC  charges  that  Dunhill 
Cigarettes  were  misrepresented  as 
an  English  imported  brand,  the 
company  conceded  advertising  prac- 

tices exhibited  in  the  complaint, 
but  denied  they  misled  the  public. 

LUCIEN  A.  HILMER,  until  last 
week  assistant  general  counsel  of  the 
FCC,  and  Mrs.  Hilmer  became  the 
parents  of  a  7  lb.  14  oz.  daughter, 
Catherine,  born  Sept.  30  at  George 
Washington  Hospital,  Washington. 
Mr.  Hilmer  has  transferred  to  the 
Board  of  Economic  Warfare. 

"Imagine  WFDF  Flint  Mich,  giv- 

ing credit  to  that  blockhead!" 

CRYSTALS  by 

mmmm 
Thousands  of  vital  transmitting  installa- 

tions rely  on  the  accuracy  and  dependa- 
bility of  Hipower  Precision  Crystal 

units.  With  recently  enlarged  facilities, 
Hipower  is  maintaining  greatly  increased 
production  for  all  important  services. 
When  essential  demand  begins  to  return 
to  normal,  Hipower  will  be  glad  to  help 
with  your  crystal  needs. 

HIPOWER  CRYSTAL  CO. 
Sales  Division — 205  W.  Wacker  Drive,  Chicago 
Factory — 2035  Charleston  Street,  Chicago,  III. 
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Increase  in  Budget 

Is  Asked  by  FCC 
Over  $8,000,000  for  Wartime 
Operations  Is  Requested 

OCCASIONED  largely  by  its  war 
activities,  the  FCC  is  seeking  a 
budget  upwards  of  $8,000,000  for 
the  fiscal  year  1944,  which  begins 
next  July.  This  represents  an  in- 

crease of  approximately  $1,000,- 
000  in  excess  of  the  current  fiscal 
year  appropriation. 
Hearings  on  the  1944  budget 

were  held  before  the  Budget  Bu- 
reau Sept.  22,  at  which  time  the 

FCC  estimates  were  advanced. 
Regular  FCC  appropriations,  for 
ordinary  peacetime  functions,  en- 

tail an  expenditure  of  only  about 
$2,000,000.  The  bulk  of  the  fund  is 
for  the  FCC's  Foreign  Broadcast 
Intelligence  Service,  war  monitor- 

ing operations,  foreign  language 
control  and  propaganda  analysis. 

A  supplemental  appropriation  of 
$608,000  for  the  fiscal  year  1943 
has  been  requested  for  the  FCC 
by  the  Budget  Bureau.  Hearings 
before  the  Subcommittee  on  Ap- 

propriations were  held  last  Wed- 
nesday. This  fund  largely  is  for  the 

Foreign  Broadcast  Intelligence 
Service  and  the  FCC's  law  staff. 
Budget  Director  Harold  D. 

Smith,  in  his  report  to  the  Presi- 
dent recommending  the  supple- 

mental estimate  for  the  1943  fiscal 
year,  pointed  out  that  the  funds 

were  required  to  "meet  contingen- 
cies which  have  arisen  since  the 

transmission  of  the  budget." 
The  FCC  appropriation  for  the 

1943  fiscal  year  provided  $2,655,159 
for  national  defense  activities.  An 
additional  $2,149,876  was  appro- 

priated in  the  First  Supplemental 
National  Defense  Appropriation 
Act,  making  a  total  of  $4,805,035 
available  for  these  activities. 

"The  increasing  value  to  the  war 
agencies  of  the  commission's  activ- 

ities in  monitoring  foreign  short- 
wave and  medium  wave  broadcasts 

has  created  a  demand  for  an  in- 
crease in  the  quantity  and  improve- 

ment in  the  quality  of  such  ser- 
.vices,"  Budget  Director  Smith  said. 

"Funds  in  the  amount  above 
specified  will  provide  for  an  ex- 

pansion to  meet  this  demand  and 
in  addition  for  investigations  into 
the  personnel  and  program  service 
of  international  and  domestic  for- 

eign language  broadcast  stations, 
.  surveys  concerning  delays  in  trans- 

mission of  communications,  and  as- 
signments affecting  the  national 

security  and  defense  devolving  upon 
the  Commission  through  the  recom- 

mendations of  the  War  Communi- 
cations Board." 

The  FCC's  fund  for  travel  would 
be  increased  to  $222,000  under  the 
budget  recommendation.  Provision 
is  made  for  the  salary  of  the  direc- 

tor of  FBIS  at  not  to  exceed  $9,000. 
"It  is  felt  that  the  importance  and responsibility  of  this  position  are 
.sufficient  to  justify  such  a  provi- 

sion," said  the  recommendation. 

CIVIUAIS  VimUTE 

OUT  FOR  OCTOBER 

THERE  were  no  October  alloca- 
tions of  Vinylite  for  civilian  use 

since  the  entire  quantity  available 
was  assigned  to  military  needs 
with  a  little  going  to  meet  Gov- 

ernment needs,  it  was  learned.  Fur- 
thermore there  seems  to  be  small 

likelihood  of  civilian  allocations  in 
November. 

Until  now  many  companies  have 
been  operating  on  existing  stocks. 
In  some  cases  such  stocks  are  ex- 

hausted whereas  others  have  an 
ample  stock  on  hand  sufficient  to 
last  for  several  months.  With  the 
seeming  need  for  the  substance  in 
military  material  it  does  not  ap- 

pear unlikely  that  the  War  Produc- 
tion Board  may  see  fit  to  freeze 

Vinylite  now  in  the  hands  of  tran- 
scription makers. 

War  Production  Board  officials 
have  repeatedly  said  salvage  of 
Vinylite  through  return  of  all  old 
records  is  essential  for  the  con- 

tinued operation  of  the  private 
transcription  industry.  Further- 

more WPB  officials  said  they  were 
about  to  enforce  conservation  meas- 

ures upon  Government  users  too. 
To  this  end,  a  meeting  was  sched- 

uled between  Treasury  and  WPB 
officials  last  Friday. 

Federal  Disc  Makers 

DISC  makers  named  to  record  ex- 
clusively for  the  Government  on 

any  work  they  may  be  able  to  ob- 
tain [Broadcasting,  Sept.  28, 1942] 

were  named  last  week  by  the  Pro- 
curement Division  of  the  Treasury. 

The  17  firms  approved  by  the  Gov- 
ernment are: 

Advertisers'  Recording  Service,  New  York Allied  Phonograph  &  Record  Co.,  Los  An- 

geles Carl  Schirmer,  New  York 
Bost  Records,  New  York 
Carnegie  Hall  Recording  Studio,  New  York 
Columbia  Recording  Co.,  New  York 
Carl  Fischer,  New  York 
Frankay  &  Jackson,  New  York 
General  Sound  Corp.,  New  York 
Muzak  Transcriptions,  New  York 
N.  B.  C.  Transcriptions,  New  York 
Rockhill  Radio,  Inc..  New  York 
Universal  Recording,   New  York 
W.  O.  R.  Recording,  New  York 
World  Transcriptions,  New  York 
Empire  Recording  Co.,  New  York 
U.  S.  Recording  Co.,  Washington 

U.  S.  Tobacco  Plans 
U.  S.  TOBACCO  Co.,  New  York, 
in  addition  to  its  sponsorship  of 
the  CBS  Gay  Nineties  Revue,  is 
planning  a  spot  campaign  for  Model 
Tobacco  to  start  in  mid-October. 
One-minute  and  30-second  an- 

nouncements will  be  placed  on  vary- 
ing schedules  on  a  list  of  stations, 

which  are  now  being  selected. 
Agency  is  Arthur  Kudner,  New York. 

.second"
'^ 

HALF  AFM  NON-PROFESSIONAL 

NAB  Finds  Gross  of  Half  of  Stations  Is  Less 

 Than  Half  of  Petrillo's  Salary  
THE  EFFECT  of  the  Petrillo 
edict  against  recorded  music  on  the 
small  broadcasting  station,  the  coin 
operated  phonograph,  the  home 
phonograph  and  the  vast  number 
of  listeners  who  depend  largely 
upon  these  sources  for  their  musi- 

cal entertainment  is  analyzed  in  a 
booklet,  The  C  is  for  Caesar,  pub- 

lished last  week  by  the  NAB. 
Side-Line  With  Half 

On  the  radio  angle,  the  booklet 
points  out  that  the  broadcasting  in- 

dustry is  expending  annually  some 
$15,000,000  for  the  employment  of 
union  musicians;  that  approximate- 

ly 225  communities  in  which  sta- 
tions are  located  do  not  have  enough 

musicians  to  form  an  AFM  local 
and  must  depend  largely  on  record- 

ings for  their  musical  programs; 
that  more  than  half  the  AFM  mem- 

bership consists  of  non-professional 
musicians  who  are  engaged  in  other 
occupations  and  for  whom  music  is 
a  side-line;  that  more  than  half 
of  the  country's  radio  stations  are 
"small  stations  with  annual  gross 
incomes  of  less  than  Mr.  Petrillo's 
annual  salary  and  other  personal 
income  from  his  union." 

The  study  continues :  "Best  avail- able estimates  indicate  that  more 
than  450  radio  stations  have  an- 

nual gross  receipts  of  $75,000  or 
less  and  the  gross  receipts  of  137 
of  them  are  $15,000  or  less.  Two 
hundred  radio  stations  actually 
lose  money,  while  the  average  an- 

nual net  profit,  even  before  taxes, 
of  stations  whose  total  receipts  are 
less  than  $75,000,  is  approximately 
$1,000  per  station. 

"If  a  majority  of  the  broadcast- 
ing stations  in  this  country  were 

forced  to  hire  even  a  few  musicians 
for  the  15  or  more  hours  a  day 

that  they  are  on  the  air,  musicians' salaries  would  consume  more  than 

these  stations'  gross  receipts  from 
all  sources.  Of  course,  these  sta- 

tions would  be  put  out  of  business." 
As  an  indication  of  how  money 

derived  from  a  tax  on  recordings 

5000  WATTS 

AT  570  KC. 

The  Perfect  Combinafion 

might  be  spent  by  the  union,  the 
pamphlet  cites  a  resolution  intro- 

duced at  the  last  AFM  convention, 
which  would  divide  money  obtained 

from  juke  boxes  as  follows:  "1% 
would  go  to  the  musicians  who 
made  the  recordings;  1%  to  record 
manufacturers  for  labels;  5%  to 
owners  and  operators  of  establish- 

ments using  records  to  cover  book- 

keeping costs;  15%  to  Mr.  Petrillo's 
home  office  for  'legislating  and  dis- 

tribution costs';  63%  to  officials  of 
local  unions  'for  inspectors'  salar- 

ies and  costs  of  enforcement,'  and 
15%  would  go  to  local  unions  for 

'relief  and  unemployment  fund.'  " 

no.  10  of  a  Series 

Skilled  Labour 

Supply - Loyal  British  Stock 

PRACTICALLY  eighty  per  cent  of present  day  Nova  Scotians  are  of 
British  stock.  The  founding  of  Halifax 
in  1749  established  the  English  popu- 

lation, to  be  notably  reinforced  by 
thirty  thousand  Loyalists  from  the  thir- 

teen colonies,  after  the  American  War 
of  Independence. 
The  fifty  thousand  Scots,  who  emi- 

grated after  the  eighteenth  century 
troubles  in  the  Highlands,  settled 
chiefly  in  Cape  Breton  Island  and  in 
the  counties  of  Antigonish  and  Pictou. 
The  third  considerable  group  in  the 

population  were  King  George's  sub- jects from  Hanover,  who  arrived  soon 
after  the  founding  of  Halifax,  and 
settled  in  Lunenburg  County. 
On  the  south  and  west  coasts  are 
French  Acadian  settlements  of  great 
charm.  Many  were  established  by  the 
former  citizens  of  old  Louisburg,  or  by 
the  Acadians  who  returned  from  the 

expulsion  described  in  Longfellow's Evangeline  —  most  of  whom  came 
back,  despite  the  poetic  tradition. 

INVESTIGATE 

NOVA  SCOTIA 

Radio  Broadcasting  Station 

C  H  N  S 
HALIFAX,  NOVA  SCOTIA, 

CANADA 

USA  Rep.  •  Jos.  Weed  &  Co.  •  New  York  City 
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President's  Talks, 

News  Top  Survey 

Program  Popularity  Analyzed 
For  Past  Season  by  CAB 
HIGHSPOT  of  the  1941-42  winter 
radio  season  unquestionably  was 
the  remarkable  demonstration  of 

the  people's  interest  in  their  Presi- 
dent's war  messages  and  a  par- 

alleling growth  of  audiences  for 
news  programs  in  the  months  im- 

mediately after  Pearl  Harbor, 
reports  the  Cooperative  Analysis 
of  Broadcasting  in  its  semi-an- 

nual survey  of  "Radio  Program 
Audiences"  from  October  1941  to 
April  1942. 

Variety  programs  again  were  the 
most  popular  type  of  network  en- 

tertainment, with  an  average  rat- 
ing of  16.1,  the  study  reveals. 

Audience  participation  programs 
were  second,  with  an  average  rat- 

ing of  11.4,  beating  out  dramatic 
programs  by  one-tenth  of  one  per- 

cent, while  popular  music,  classical 
and  semi-classical  music  and  famil- 

iar music  scored  in  that  order  as 
the  next  three  most  popular  pro- 

gram types,  rating  respectively 
S.l,  8.4  and  7.4. 

Popularity  of  News 

Largest  gain  by  percentage  in 
the  number  of  programs  of  any 
type  was  the  growth  of  sponsored 
network  newscasts,  totalling  19 
during  the  1941-42  season  for  a 
gain  of  35.7%  over  the  pi-evious 
year's  14.  Concurrent  with  this  in- 

crease in  the  number  of  news  pro- 
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Coincidental  Survey  Is  Added  by  CAB 

To  Provide  Two-Way  Check  of  Audience 

PEN  WIELDER  Evelyn  Stark, 
radio  director  of  McFarland,  Ave- 
yard  &  Co.,  Chicago,  signs  a  new 
BLUE  contract  for  Northwestern 
Yeast  Co.,  Chicago  (Yeast  Foam) 
as  Songs  of  a  Dreamer,  formerly 
transcribed  on  15  midwestern  sta- 

tions, shifts  to  18  midwestern 
BLUE  stations,  Monday,  Wednes- 

day, Friday,  10-10:15  a.m.,  with 
the  same  cast,  Gene  Baker,  vocal- 

ist, Irma  Glen,  organist,  Doris 
Rich,  home  economist.  Witnesses 
to  the  signing  are  (1  to  r)  E.  K. 
Hartenbower,  salesman,  Merritt  R. 
Schcenfeld,  sales  manager  and  E. 
R.  BorroiF,  vice-president  and  gen- 

eral manager,  all  of  the  BLUE- Chicago. 

grams  was  a  drop  in  average  rat- 
ing from  6.5  to  5.3. 

All  types  of  evening  programs 
had  lower  ratings  last  winter  than 
during  the  previous  winter,  ex- 

cept audience  participation  shows, 
which  showed  no  change,  the  CAB 
found,  but  pointed  out  that  the  de- 

cline in  ratings  was  traceable  to 
the  increase  in  evening  network 
programs  from  129  in  1940-41  to 
140  in  1941-42. 

Analyzing  daytime  programs,  the 
CAB  reported  that  the  62  dramatic 
and  serial  dramatic  programs  oc- 

cupied 79%  of  network  time  but 
ranked  third  in  popularity,  being 
outrated  by  familiar  music,  repre- 

sented by  only  one  program,  and 
by  a  trio  of  classical  and  semi- 
classical  programs.  Daytime  pro- 

gram types  with  lower  ratings 
than  daytime  dramas  were,  in  de- 

scending order,  variety  programs, 
children's  programs,  hymns,  talks, 
news  programs  and  popular  music. 

A  breakdown  of  audiences  by  in- 
come levels  showed  that  classical 

and  semi-classical  music  was  the 
most  popular  type  of  radio  enter- 

tainment with  the  upper  income 
group  and  the  least  popular  with 
the  lower  income  group.  Just  the 
reverse  was  the  rating  of  melo- 

dramatic broadcasts  which  ranked 
first  with  the  lower  income  group 
and  last  with  listeners  in  the  upper 
income  class. 

Study,  based  on  more  than  412,- 
000  completed  interviews  during 
the  seven-month  period,  also  an- 

alyzes the  programs  by  their 
monthly  ratings,  by  the  amount 
of  time  devoted  to  each  type,  by 
length  of  broadcast  and  by  geo- 

graphical areas,  with  separate 
tables,  graphs  and  charts  for  even- 

ing and  daytime  net  broadcasts. 

COOPERATIVE  Analysis  of 
Broadcasting  has  expanded  its 
field  of  research  to  include  the  co- 

incidental as  well  as  day-part  re- 
call method  of  measuring  the  audi- 

ences of  network  programs,  begin- 
ning Oct.  1  and  will  hereafter  pro- 
vide CAB  subscribers  with  two 

separate  ratings  for  these  pro- 

grams. In  addition,  CAB  has  revised  the 
procedure  used  by  its  investiga- 

tors in  collecting  data  on  programs 
heard  during  the  previous  two 
hours  to  include  32  half-hour  in- 

terview periods  in  place  of  the 
eight  daily  interview  periods  for- 

merly scheduled. 
Improved  Technique 

Expansion  of  the  CAB  measure- ments was  announced  in  a  letter 
sent  last  week  to  all  CAB  sub- 

scriber-members by  A.  W.  Lehman, 

manager.  Concerning  the  "contin- 
uous day-part  ratings",  the  letter reads : 

"One  rating  will  be  provided  by 
the  CAB  day-part  method.  Up  to 
now  CAB  ratings  have  been  based 
on  telephone  interviews  made  eight 
times  a  day,  each  set  of  interviews 
recording  listening  data  for  the 
previous  two  hours  (day-part). 
Now  32  sets  of  interviews  will  be 

completed  daily,  each  set  review- 
ing the  previous  two  hours. 

"The  two-hour  day-parts  will 
overlap  each  other  so  that  four  sets 
of  interviews  will  be  completed 
every  two  hours — that  is,  one  set 
of  interviews  every  half-hour. 
Overlapping  will  not  only  reduce 
the  time  between  the  broadcast 
and  the  interview,  but  also  make 
the  elapsed  time  practically  the 
same  for  every  program.  This  new, 
continuous  day-part  method  pro- 

vides the  information  necessary  to 
determine  the  conscious  impression 
of  programs. 

"The  other  measurement  or  rat- 
ing will  be  obtained  by  the  coin- 

cidental method  of  investigation. 
This  rating  will  supply  a  measure- 

ment of  the  average  audience  of 
the  programs.  The  CAB  will  base 
each  rating  on  as  adequate  a  sam- 

ple as  heretofore." 

The  expansion  involves  an  ap- 
preciable increase  in  the  number 

of  calls,  Mr.  Lehman  stated,  but 

does  not  greatly  increase  the  ex- 
pense of  the  service,  since  either 

system  alone  costs  almost  as  much 
to  set  up  and  maintain  as  does  the 
combined  measuring  plan. 

"In  effect,"  Mr.  Lehman  sum- 
marized, "there  are  two  dimen- 

sions to  the  audience  to  any  radio 

program:  1,  Those  who  are  listen- ing to  it,  and  2,  those  who  heard 
it  and  remember  that  they  heard 
it.  The  CAB  will  henceforth  sup- 

ply its  subscribers  with  both  of 
these  dimensions  for  each  program 

measured." 
SCIENTIFIC  GROUP 

WILL  ADVISE  NBC 

A  SCIENTIFIC  advisory  commit- 
tee which  will  study  NBC  pro- 

grams, particularly  those  relating 
to  the  war,  and  report  to  the  net- 

work ways  in  which  the  morale 
qualities  of  network  broadcasting 
may  be  improved  was  announced 
last  week  by  Niles  Trammell, 
NBC  president. 

Headed  by  Dr.  Morris  Fishbein, 
editor  of  the  Journal  of  the  Ameri- can Medical  Association  and  of  the 
health  magazine,  Hygeia,  the  com- mittee also  includes  Dr.  Henry  R. 
Viets,  neurologist  to  the  Massa- 

chusetts General  Hospital  and  lec- 
turer at  Harvard  Medical  School, 

and  Dr.  Winfred  Overholser,  pro- 
fessor of  psychiatry  at  George 

Washington  U  School  of  Medicine. 
"We  expect  this  committee  of 

scientists  to  study  and  analyze  all 

NBC  programs,  particularly  in  re- lation to  the  national  welfare  and 

war  effort,  and  to  make  recom- mendations to  the  company  for  the 
betterment  of  our  broadcasting  ef- 

forts,"  Mr.   Trammell  said. 
Dr.  Fishbein  pointed  out  that 

since  millions  of  people  derive 
"leadership  and  inspiration"  from 
radio  programs,  "scientific  study focused  on  these  programs  should 
help  toward  intensification  of  those 
factors  most  beneficial  for  the  pub- 

lic of  a  nation  at  war.  Radio  is 
essentially  the  medium  from  which 
the  family  as  a  group  obtains  a 
stimulus  to  better  living  and  hy- 

gienic thinking." 
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74  Stations  in  Record  Net worl^ 

For  Associated  Oil  Broadcasts 

West  Coast  Oil  Firm  Arranges  Greatest  Schedule 

In  Its  17  Years  of  Football  Sponsorship 

OPERATING  on  the  largest  scale 
in  the  history  of  its  seventeen  years 
of  football  broadcasting,  Tide 
Water  Associated  Oil  Company,  As- 

sociated Division,  San  Francisco, 
again  has  contracted  to  bring  de- 

scriptions of  the  intercollegiate  and 
military  service  grid  contests  to 
audiences  in  six  western  States  and 
Hawaii. 

Harold  R.  Deal,  advertising  and 
sales  promotion  manager  of  Tide 
Water  Associated  Oil  Company 
stated  that  the  advertiser  will  use 
the  facilities  of  74  radio  stations 
located  in  56  cities  and  towns  in 
the  Western  states,  Alaska  and 
Hawaii.  Barring  a  sudden  cessation 
of  games  because  of  wartime  con- 

ditions, the  season's  close  on  New 
Year's  Day,  1943  will  have  found 
a  total  of  91  games  covered  since 
the  opener  on  September  19. 

Four  networks  are  being  used 
to  carry  the  games — Blue  Network, 
CBS,  Mutual  and  Golden  West.  In 
addition,  several  groups  of  stations 
have  been  linked  together  to  de- 

liver Associated  Sportscasts  to 
areas  made  important  by  war  in- 

dustries and  military  activities. 
Two  Alaska  stations,  KFAR,  Fair- 

banks, and  KINY,  Juneau  are  re- 
leasing play  by  play  reports.  Prac- 

tically every  city  in  the  West  that 
boasts  a  radio  station  will  have 
local  releases. 

To  Reach  Servicemen 

The  war  was  indirectly  an  incen- 
tive for  the  enlargement  of  Asso- 

ciated's  radio  activities,  according 
to  Mr.  Deal.  He  said :  "Two  factors 
influenced  our  judgment.  One  is  the 
tremendous  number  of  service  men 
camped  or  on  active  duty  in  the 
Pacific  area.  Taken  as  a  group, 
these  are  America's  most  sports- 
minded  young  men.  They  deserve  a 
chance  to  enjoy  these  football 
games  even  if  they  can't  see  them themselves  and  Associated  cherishes 
its  opportunity  to  make  this  pos- 
sible. 

"Our  second  consideration  is  the 
restriction  on  civilian  travel  caused 
by  rationing  and  shortages.  Thou- 

sands of  people  who  would  ordinar- 
ily go  to  games  will  not  be  able  to 

get  to  them  this  year.  This  means 
that  our  sportscasts  will  be  a 
greater  public  service  than  ever 
and  at  the  same  time,  frankly,  will 
give  Associated's  sales  story  a 
larger  and  more  appreciative 
listening  audience." 

Associated  has  extended  its  pro- 
motional tie-ins  this  year  on  the 

football  broadcasts.  A  thirty-two 
page  comprehensive  schedule  of  all 
games  played  by  college  and  serv- 

ice teams  in  the  west  has  been  pub- 
lished by  Associated.  In  addition  to 

the  schedule  of  games,  Associated 
is  offering  the  public,  through  serv- 

ice station  distribution,  a  second 
schedule,    showing    the  starting 

times  of  all  sportscasts  and  the  call- 
letters  of  radio  stations  over  which 
they  may  be  heard. 

A  new  give-away  item,  also  avail- 
able at  Associated  service  stations, 

is  a  four  page  tabloid  paper,  "As- 
sociated Football  News",  published 

periodically  and  giving  pictures 
and  general  information  about 
Western  players,  coaches,  games, 
rules  and  Sportscast  highlights. 
All  of  these  promotional  pieces  are 
given  free  and  are  called  to  the 
listeners'  attention  in  the  football 
broadcasts'  commercial  announce- ments. 

The  commercial  announcements 
at  the  games,  designed  this  year  to 
merchandise  a  special  product  and 
a  special  car-saving  service  each 
week,  will  take  only  part  of  the 
time  usually  allotted  to  such  ma- 

terial. The  balance  of  the  time  is 
given  over  to  messages  in  behalf 
of  such  war  time  agencies  as  the 
Blood  Bank,  War  Bonds,  salvage 
drives  and  recruiting  offices  of  the 
services. 

Associated's  list  of  sportscasters, 
each  of  whom  has  a  commentator 
working  with  him  to  give  stadium 
color  and  commercials,  totals  fif- 

teen, most  of  whom  are  veterans 
on  the  job.  The  list  includes:  Ted 
Bell,  Pat  Hayes,  Rod  Klise  and 
George  Mooney  in  Washington; 
Johnny  Carpenter,  Hal  Byer  and 
Marshall  Pengra  in  Oregon;  Ernie 
Smith,  Hal  Wolf,  Carroll  Hansen 
and  Jack  McDonald  in  Northern 
California  and  Frank  Bull,  Tom 
Hanlon,  Harry  Mitchell  and  Lou 
Kroeck  in  Southern  California. 

Here  is  the  list  of  stations  being 
used  by  Associated: KGMB KMYC KROY 
KRKR KGO KNX 

KSFO KBND KGU KODL 
KSUN 

KnR KGY KOH KTAR 
KDON KXRO 

KOTN 
KTKC 

KKCA KYUM KOL KTMS 
KELA KARM KOOS KTUC 
KERN 

KHBC 
KORE KUIN 

Ki^-X KTT.T 

KOY KVCV 
KFBK KHSL KPMC KVEC 
KFJT 

KIDO KYOS KVOA 

KFPY KTEM KAST KVOB 
KFRC 

KTRO 
KPQ 

KWAL 
KFRE KIT KOW KWG 
KFSD K.TR KRKO KWIL, 
KFXM KLBM KRLC KWLK 
KG  A KMED KRNR KWRC 
KGB 

KMO KROW KXO 
KGLU KMPC 

E.  &  J.  GALLO  WINERY,  Modesto, 
Cal.  (wines),  in  a  seasonal  campaign 
started  Sept.  22,  using  a  total  of  27 
announcements  per  week  on  KH.T, 
Hollywood.  Other  stations  are  to  be 
used.  Agency  is  Chas.  H.  Mayne  Co., 
Los  Angeles. 

PRIZE  BANANA  SQUASH  grown 
by  Clyde  Dietrich,  engineer  of 
WGN,  Chicago,  in  his  victory  gar- 

den is  exhibited  by  Margie  Peschel, 
secretary,  and  Holland  Engle,  staff 
announcer  and  Farm,  Hour  m.c.  of 
WGN,  Chicago.  Almost  a  yard  long, 
the  sold  colored  squash  won  a  blue 
ribbon  in  the  garden  club  of  Villa 
Park  suburb  where  Dietrich  lives. 

Luckenbill  Joins  Esty 

As   Marvin's  Successor 
TAKING  the  agency  field  some- 

what by  surprise  early  last  week 
was  the  sudden  change  of  radio 
directors  at  Wm.  Esty  &  Co.,  New 
York.  Thomas  D.  Luckenbill,  for- 

merly with  J.  Walter  Thompson 
Co.,  New  York,  took  over  the  posi- 

tion at  Esty  Monday,  and  Richard 
Marvin,  Who  has  directed  Esty's 
radio  proo-ram«  since  19.38,  has  re- 

signed. Mr.  Marvin  had  not  an- 
nounced his  future  plans  as  Broad- 
casting went  to  press,  nor  had  a 

successor  been  named  bv  J.  Walter 

Thompson  to  fill  Mr.  Luckenbill's position  as  supervisor  of  the  Lever 
Bros.  Co.  (Lux)  account. 

Mr.  Luckenbill  was  named  a  vice- 
president,  as  were  Adlai  S.  Har- din, former  account  executive,  and 
James  J.  Houlahan,  assistant  to 
the  president. 

Norins  Heads  WBYN 

WILLIAM  NORINS,  former  sales 
manager  of  WBYN,  Brooklyn,  and 
previouslv  general  sales  manager 
of  Majestic  Radio,  New  York,  has 
been  named  general  manager  of 
WBYN,  succeeding  Griffith  B. 
Thompson,  who  is  on  leave  to  serve 
as  a  captain  in  the  special  services 
branch  of  the  Army.  Also  joining 
WBYN  last  week  as  publicity  di- 

rector was  Edmund  Leamv,  for- 
merly handling  publicitv  for  the 

American  Petroleum  Institute,  and 
prior  to  that  with  the  New  York 
Sun. 

QUAKER  OATS  Co.,  Chicago,  has 
started  sponsorship  of  Alexander  ]\Ic- 
Queen's  Tslothing  But  the  Truth,  five- minute  morning  program  of  news  and 
observations  six  times  a  week  on 
WMAQ,  Chicago.  Commercials  will 
alternate  daily  between  Aunt  Jemima 
pancake  flour  and  Quaker  Oats.  Agen- 

cy for  Quaker  Oats  is  Ruthrauff  & 
Ryan,  Chicago ;  for  Aunt  Jemima 
flour,  Sherman  K.  Ellis  Inc.,  Chicago. 

^'This  program  has  met  with 

favorable  response  from  our 
listeners,  and  the  announcers 
are  enthusiastic/'       w j  p  f 

•  More  than  five  hundred  radio 
stations  are  using  programs  pre- 

pared by  ASCAP  Radio  Program 
Service.  They  ore  written  by  writers 
experienced  in  the  problems  of 
both  the  Program  and  Commer- 

cial Departments.  They  are  avail- 
able, without  cost,  to  any  ASCAP- licensed  station.  Write  or  wire  at once. 

ASCAP 

Radio  Program  Service 
30  Rockefeller  Plaza    •   New  York 

KWKW 

1000  Watts 

at 1430  Kilocycles 

Pasadena,  Calif. 

Servicing  the  whole 

Los  Angeles  Metropol- itan Area  3,000,000 

high    wage  earners. 

KFQD 

ANCHORAGE 

Alaska 

LOCATION 

"The  Nerve  Center" 
Hub  of  Alaska  Activities 

Low  Rates  -  Real  Results 

Representatives 
ROMIG  FULLER 
1411  Fourth  Ave. 

Seattle,  Wash. 

The    Northwest's  Best Broadcasting  Buy 

WTCN 

BLUE  NETWORK 
MINNEAPOLIS  ST.  PAUL 

Owned  and  Operated  by 

ST.    PAUL   DISPATCH  PIO- 
NEER PRESS,  MINNEAPOLIS 

DAILY  TIMES. 

FREE   &    PETERS,    INC.    —    Nafl.  Rep. 

WJJl 

\  *«^^THERE'S  MORE  FOR  YOUR  MONEY  AT 

F  R  E  D  E  R  I  C  T  O  N  — N.B. 
UOOO  WATTS— BASIC  CB.C.  OUTLET 

WEED  and  CO.- U.S.  Representatives 

,  CFNB SiqttJoJL — 

IBROADCASTING  •  Broadcast  Advertising October  5,  1942  •  Page  61 



Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

-SEPTEMBER   26   TO   OCTOBER   2  INCLUSIVE" 

Decisions 
SEPT.  29 

WNAC,  Boston — Granted  60  day  exten- tion  special  services  authorization. 
KFAC,  Los  Angeles — Designated  for 

hearing  application  increase  power,  new 
transmitter,  directional  antenna. 
WFMJ,  Toungstown,  O. — Granted  as- 

signment of  license  from  William  F.  Maag, 
Jr..  to  the  WFMJ  Broadcasting  Co.,  new 
corporation  of  which  William  F.  Maag, 
Jr..  owns  99.2%  stock. 
WDAE,  Tampa,  Fla. — Denied  £(pecial service  authorization. 
WQBC,  Vicksburg,  Miss. — Desigmated 

for  hearing  modification  of  license  change 
frequency,  operate  unlimited  500  w  Day, 1  kw.  N. 

SEPT.  30 
KTSM,  El  Paso — Denied  special  service authorization. 
WBAX,  Wilkes-Barre,  Pa.— Granted  ex- 

tention  temporary  license  until  Dec.  31, 1942. 
KFMB,  San  Diego — Denied  special  serv- ice authorization. 
WCOA,  Pensacola — Denied  petition  for 

authority  operate  with  10  kw.  on  1030  kc, 
designated  for  hearing. 
WOV.  New  York — Granted  renewed  li- 

cense standard,  auxiliary  station  until  Oct. 
1,  1944. 
WAPI,  Birmingham,  Ala. — Granted  with 

conditions  change  in  frequency  from  1170 
to  1070  kc,  denied  increase  in  power 
from  5  to  50  kw.  Must  use  only  present two  towers. 
WBOW,  Terre  Haute,  Ind.— Granted  con- 

tinuance of  hearing  to  Nov.  12. 
WKBW-WGR,  BufiFalo— Granted  post- 

poned hearing  on  new  license  until  Nov. 20. 
KDNT,  Denton,  Tex.— Granted  petition 

to  accept  late  appearance. 
WHEB.  Portsmouth,  N.  H.— On  Commis- 

sion's motion  hearing  to  transfer  control postponed  to  Nov.  6. 
OCT.  1 

KXO,  EI  Centre,  Cal.— Granted  con- 
tinuance hearing  to  Nov.  2. 

Applications 
SEPT.  28 

WCAH.  Buffalo— Modify  CP  non-com- 
mercial educational  broadcast  station,  ex- tend commencement  and  completion  dates 6  months,  one  year  after  war. 

SEPT.  29 
WASH,  Grand  Rapids— Modify  license  to mcrease  power  from  500  w.  to  5  kw. as  authorized   by  CP  for  WOOD 
WJZM,  Clarksville,  Tenn.— Voluntary  as- signment of  license  to  WiUiam  Kleeman. 

OCT.  2 
WINS,  New  York— Three  separate  appli- cations increase  power,  new  transmitter and  transmitter  site,  operate  full  itme (1.  Modify  CP  granted  to  increase  power 1  to  50  kw  to  extend  completion  date  until Nov.  3,  1944 ;  2.  Increase  power  1  to  5  kw., 3.  Increase  power  1  to  10  kw.). WSAP,  Portsmouth,  Va.— Modify  CP  new standard  broadcast  station  for  approval  of studio  site,  change  transmitter  location antenna  change. 

Tentative  Calendar  .  .  . 

lic?ni^''(Oct'Tr  ̂ ""-^^"^^ KPAC,  Port  Arthur,  Tex.— Modify  li- 
"^^FW^^nH-  1  unlimited    (Oct.  6). n  u  '  ̂̂ ".^''^  Productions,  Division  of Hughes  Tool  Co.,  Los  Angeles— CP  tele- vision station  60-66  kc,  CH.  No.  2  500 w.  (Oct.  7).  • 
h^?^'t^?^o**  /"dnctions.  Division  of Hughes  Tool  Co.,  San  Mateo  County.  Cal  — same,  with  740  w.  (Oct.  7). NEW.  Beauford  H.  Jester,  individually and  as  a  trustee.  Waco,  Tex.— CP  1230 kc,  260  w.  unlimited.   (Oct.  8) 

Tube  Life 

POCKET  size  booklet,  Thirteen  Ways To  Prolong  Tule  Life,  now  distributed by  Heintz  and  Kaufman,  Ltd.,  South San  Francisco,  Cal.,  gives  helpful hints  on  getting  the  longest  service from  electronic  tubes.  It  considers 
plate  dissipation,  proper  tuning  of  cir- 

cuits, reduction  of  "no  signal"  plate current  in  Class  B  audio  amplifiers, minimizing  stray  circuit  losses  in  Class 
C  stages,  and  other  problems. 

News  and  Special  Events 

Are  Separated  by  NBC 
NBC  has  divorced  the  activities  of 
its  news  and  special  events  depart- 

ment from  the  network's  program 
depai'tment,  under  which  it  for- 

merly functioned,  according  to 
Niles  Trammell,  president  of  NBC. 

William  F.  Brooks,  recently  ap- 
pointed director  of  news  and  spe- 

cial events  [Broadcasting,  Sept. 
28],  will  head  the  separate  depart- ment with  Francis  C.  McCall  as 
manager  of  operations,  assisted  by 
Lathrop  Mach  in  charge  of  the  spe- 

cial events  desk,  and  Adolph  J. 
Schenider,  head  of  news  desk  oper- 
ations. 

Thrower  Is  Appointed 

As  BLUE  Vice-President 
FRED  M.  THROWER  Jr.,  Gen- 

eral sales  manager  of  the  BLUE, 
last  Friday  was  selected  vice- 
president  in  charge  of  sales  for 
the  BLUE  at  the  monthly  meeting 
of  the  network's  boards  of  directors, 
as  announced  by  President  Mark 
Woods. 

One  of  the  youngest  major  exe- 
cutives in  the  radio  industry,  Mr. 

Thrower  joined  NBC  in  1929,  serv- 
ing in  various  capacities  as  a  con- 

tact for  advertising  agencies  and 
clients  prior  to  transferring  to 
NBC  sales  in  1933.  When  the  BLUE 
became  a  separate  organization 
from  NBC  in  January  of  this  year, 
Mr.  Thrower  was  named  general 
sales  manager.  He  was  born  in 
Tampa,  Fla.,  and  received  his  edu- cation in  that  city  and  at  military 
school  in  Kentucky  before  coming 
to  New  York  to  join  NBC. 

Types  of  Jobs  in  Broadcasting 

Are  Defined  by  Federal  Board 
BROADCAST  employes  have  been 
defined  by  types  of  jobs  as  a  re- 

sult of  a  careful  evolution  of  a 

"dictionary  of  definitions"  by  the 
Domestic  Broadcasting  Committee 
of  the  Board  of  War  Communica- 

tions and  the  latter  will  transmit 
this  list  to  the  War  Manpower 
Commission  in  the  near  future. 
Chairman  Fly  indicated  at  his 
press  conference  last  Monday. 

This  task  of  developing  job  defi- 
nitions was  assigned  to  each  com- 
mittee within  BWC  covering  the 

entire  field  of  communications  and 
now  the  entire  list  will  be  turned 
over  to  WMC. 

Critical  Occupations 

In  the  broadcast  field,  it  is  under- 
stood, all  classes  of  employes  have 

been  defined  with  special  refer- 
ence to  the  "critical  occupations". 

Presumably  the  data  will  be  use- 
ful to  the  WMC  and  the  U.  S.  Em- 

ployment Service  in  developing 
manpower  quotas  for  essential 
jobs  in  communications,  just  as 
will  be  done  in  all  other  fields. 
The  material  will  likely  be  sent 
to  National  Selective  Service  for 
distribution  to  local  boards  as  an 
aid  in  determining  the  status  of 
registrants  and  in  setting  up  ex- 

emptions and  deferments. 
In  addition  to  the  definitions  of 

occupations,  the  BWC  is  also  en- 
gaged in  a  long-range  manpower 

project  which  involved  mailing 
6,000  questionnaires  to  all  com- 

panies and  operations  engaged  in 
communications,  including  broad- 

cast stations.  More  than  4,000  were 
returned  during  the  past  six  weeks. 
These  questionnaires  are  de- 

signed to  obtain  detailed  informa- 
tion for  each  occupation.  When  the 

material  has  been  collected  it  will 
be  tabulated  so  that  every  depart- 

ment of  broadcasting,  for  example, 
will  be  appraised.  With  this  in- 

formation compiled,  such  questions 
as  the  need  for  projected  training 
programs,    anticipated  personnel 

demand  and  the  likelihood  of  re- 
placement can  be  considered. 

These  data  will  also  provide  the 
BWC  with  needed  information  to 
guide  WMC,  USES  and  Selective 
Service  in  the  development  of  man- 

power policies  for  every  branch 
of  the  communications  field. 

At  Selective  Service  headquarters 
last  week,  it  was  asked  that  em- 

ployers be  informed  of  the  issu- 
ance of  a  simplified  form  42-A  for 

use  in  the  application  for  defer- 
ment of  "necessary  men".  Selec- 

tive Service  advises  employers  to 
use  them  in  connection  with  all 
key  men  regardless  of  whether 
these  employes  have  been  deferred 
for  other  reasons. 

To  prevent  the  possibility  of  in- 
duction of  men  necessary  in  III-A 

or  III-B,  who  have  been  classified 
on  the  basis  of  dependency,  when 
those  categories  are  being  consid- 

ered for  military  service,  could  be 
avoided  by  the  evidence  contained 
in  Form  42-A.  Of  further  value, 
the  filing  of  application  for  the 
deferrment  of  an  employee  gives 
the  employer  the  right  to  appeal 

a  change  in  the  employe's  classi- fication, it  was  said. 

He/mrA  Accounts 
All  time  Eastern  Wartime  unless  indicated 

New  Business 
GENERAL  FOODS  Corp.,  New  York 
(Grape-Nuts,  Grape-Nuts  Wheat-Meal), 
on  Oct.  11  starts  Those  We  Love  on  116 
CBS  stations.  Sun.,  2-2 :30  p.m.  Agency : 
Young  &  Rubicam,  N.  Y. 
MENTHOLATUM  Co.,  Wilmington,  Del. 
(cold  remedy),  on  Oct.  11  starts  WiUiam 
Winter's  News  Analyses  on  18  CBS  sta- 

tions in  West  and  Midwest,  Sun.,  5:30- 
5:45  p.m.  (PWT).  Agency:  J.  Walter Thompson  Co.,  N.  Y. 
ADAM  HAT  STORES  Inc.,  New  York,  on 
Oct.  9  only  sponsors  Garrison-Ramirez welterweight  fight  on  13  Pacific  Coast 
BLUE  stations,  Fri.,  10  p.m.  Agency: 
Glicksman  Adv.  Co.,  N.  Y. 
CREAM  OF  WHEAT  Corp.,  Minneapolis 
(cereal),  on  Oct.  2  resumed  The  Break- fast  Club  on  75  BLUE  stations,  Fri.,  Sat., 
9:45-10  a.m.  Agency:  BBDO,  Minneapolis. 
DEPT.  OF  FINANCE,  Ottawa  (Third 
Victory  Loan)  on  Oct.  7  starts  All  Star 
Variety  Show  on  49  Canadian  English- 
speaking  stations.  Wed.  9-10  p.m.  Agency: 
Adv.  Agencies  of  Canada,  War  Finance 
Group,  Toronto. 
AMERICAN  CIGARETTE  &  CIGAR  Co., 
New  York  (Pall  Malls),  on  Oct.  12  starts 
Grade  Fields  on  138  BLUE  stations,  Mon. 
thru  Fri.,  9:55-10  p.m.  Agency:  Ruth- rauff  &  Ryan,  N.  Y. 
NORTHWESTERN  YEAST  Co.,  Chicago, 
(Yeast  Foam),  on  Oct.  5  starts  Songs  of  a 
Dreamer,  musical  variety  program,  on  17 
BLUE  stations,  Mon.,  Wed.  and  Fri.,  10- 10:15  a.m.  Agency:  MacFarland,  Aveyard 
6  Co.,  Chicago. 
CAMP  ANA  SALES  Co.,  Batavia,  111.  (Ital- 

ian Balm),  on  Oct.  10  starts  Campana 
Serenade  on  54  NBC  stations.  Sat.  10:15- 
10 :30  p.m.  originally  scheduled  for  7-7 :15 
p.m.  Agency:  Aubrey,  Moore  &  Wallace, Chicago. 

Renewal  Accounts 
R.  J.  REYNOLDS  TOBACCO  Co.,  Win- ston-Salem (Camels),  on  Sept.  28  renewed 
Blondie,  adding  35  CBS  stations,  making 
a  total  of  114  CBS  stations,  Mon.,  7:30- 
8  p.m.  ( rebroadcast,  10:30  p.m.)  Agency: 
William  Esty  &  Co.,  N.  Y. 
INTERNATIONAL  SILVER  Co.,  Meriden, 
Conn.,  on  Oct.  4  added  32  CBS  stations  to 
Edward  R.  Murrow,  making  a  total  of  58 
stations.  Sun.,  6-6:15  p.  m.  Agency:  Young 
Rubicam,  New  York. 
AMERICAN  HOME  PRODUCTS,  New 
York  (Kolynos,  Bisodol),  on  Oct.  5  added 
7  CBS  stations  to  The  Romance  of  Helen 
Trent,  making  a  total  of  49  CBS  stations, 
Mon.  thru  Fri.,  12:30-12:45  p.  m.  Agency: 
Blackett-Sample-Hummert,  New  York. 
ANACIN  Co.,  Jersey  City  (headache  pow- 

der) ,  on  Oct.  5  adds  five  CBS  stations  to 
Our  Gal  Sunday,  making  a  total  of  55  CBS 
stations,  Mon.  thru  Fri.,  12:45-1  p.  m. 
Agency :  Blackett-Sample-Hummert,  New 
York. 

FAMILY  POLICY  SERVICE,  New  York 
(insurance  counsellor),  started  five-minute transcribed  dramatizations  in  the  New 
York  area  in  June,  expanding  to  20  sta- 

tions in  12  markets  in  August,  with  26- week  contracts  for  five-weekly  airings, 
Aired  16-times  weekly  on  5  New  York 
stations.  Gunn-Mears  Adv.,  New  York. 
PIERCE'S  PROPRIETARIES,  Buffalo,  to F.  H.  Hayhurst  Co.,  Toronto.  Radio  spot 
campaign   on   Ontario  stations  will  start 
soon. 
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"BASEBALL  ANNOUNCER  of  the  Year"  is  title  awarded  Arch  Mc- 
Donald, sports  announcer  for  WJSV,  Washington,  in  the  annual  competi- 

tion conducted  by  Sporting  News.  Trophy  was  presented  during  a  broad- 
cast on  KMOX,  St.  Louis,  by  the  editor,  J.  G.  Taylor  Spink.  It  was  the 

first  time  the  trophy  had  gone  to  an  announcer  not  currently  broadcasting 
the  World  Series.  Present  were  (1  to  r)  France  Laux,  KMOX;  Mr.  Spink; 
Mr.  McDonald;  William  Harridge,  president  of  the  American  League; 
Shirley  Povich,  Washington  Post;  J.  P.  McEvoy,  director  of  broadcasts 
for  the  American  League. 
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IMr    Ensign  Bupi^tn  Ifnlh  1942 

RADIO'S  FOURTH  known  World 
War  II  casualty  was  listed  last 
week  with  the  official  report  that 
Ensign  Stephen  Fuld,  U.  S.  Coast 
Guard,  and  former  CBS  station  re- 

lations man,  was  "missing"  while 
on  convoy  duty. 

Ensign  Fuld  was  commissioned 
last  summer,  having  taken  indefi- 

nite leave  from  the  CBS  station 
relations  staff.  Last  week  word  was 
received  by  his  brother,  Fred  Fuld, 
from  the  Navy  Personnel  Bureau, 
that  Steve  was  "missing"  while  in the  service  with  the  Coast  Guard 
on  convoy  duty  in  the  Atlantic. 
His  brother  is  an  instructor  in  the 
Army  Air  Forces. 

Stephen  Fuld  was  born  in  New 
York  Oct.  17,  1907.  He  was  widely 
known  in  radio  circles  and  had 
been  with  the  CBS  station  rela- 

tions department  for  the  last  five 
years,  working  directly  under  Sta- 

tion Relations  Vice-President 
Herbert  V.  Akerberg.  His  mother 
resides  in  New  York. 

Radio's  known  honor  roll  also 
includes  Ensign  Thomas  R.  Mc- 

Clelland, former  chief  engineer  of 
KLZ,  Denver,  who  died  at  Pearl 
Harbor;  Capt.  Derby  Sproul,  Army 
Air  Forces,  reported  dead  "some- 

ENSIGN  FULD 

where  in  Africa"  following  a  plane 
crash,  who  formerly  was  with 
KLZ,  Denver,  KDKA,  Pittsburgh, 
and  KOA,  Denver;  and  Sam  Miller, 
former  transmitter  engineer  of 
KLRA,  Little  Rock,  reported  "miss- 

ing in  action"  in  naval  operations in  the  North  Atlantic. 

Coast  Politics 
EARL   WARREN   for  Governor 

!  Non-Partisan  Committee,  Los  An- 
:  geles  (political),  in  a  34  day  cam- 

paign ending  Nov.  3,  is  currently 
using  a  total  of  1,570  day  and  night 
one-minute  transcribed  and  station 
break  announcements  on  22  South- 

ern  California  stations.   List  in- 
cludes  KNX    KFI    KHJ  KECA 

KFWB  KMTR  KMPC  KPAS  KGB 
KFXM    KTMS     KPMC  KVEG 
KFMB  KFSD  KFAC  KIEV  KFOX 
KVOE    KERN   KXO   KPRO.  In 
addition,  during  the  campaign  a 

I  total  of  10  statewide  sponsored  net- 
i  work  programs  is  planned  for  re- 

lease on  California  stations  of  CBS, 
'  NBC,  BLUE  and  Don  Lee.  Agency is  Eugene  F.  Rouse  &  Co.,  Los 

Angeles. 

Knox  Spots 

KNOX  Co.,  Hollywood  (Cystex),  in 
a  campaign  which  vnll  continue 
through  March,  is  using  an  average 
of  5  transcribed  announcements 
weekly  on  between  10  and  15  sta- 

tions nationally  and  will  add  others 
to  the  list.  Firm  in  addition  is  utiliz. 
ing  a  similar  schedule,  along  with 
quarter-hour  dramatic  programs, 
on  11  Canadian  stations.  Tran- 

scribed announcements  are  sched- 
uled to  follow  newscasts.  Agency  is 

Allen  C.  Smith  Adv.  Co.,  Kansas 
City,  Mo. 

CBS  in  cooperation  with  the  BBC  is 
working  on  a  new  series  to  be  titled 
Best  Radio  Plays  of  All  Time  and 
scheduled  to  start  soon.  Norman  Oor- 
win,  CBS  producer-director  now  in 
England,  is  remaining  in  that  country 
to  help  collect  BBC  scripts. 

KGA  Exclusively  Blue 

KGA,  Spokane,  has  become  an  ex- 
clusive BLUE  Network  outlet  and 

has  announced  "discontinuation  of 
all  Mutual  Network  programs 
from  its  schedules."  The  station, 
operated  by  Louis  Wasmer  Inc., 
said  it  would  devote  its  entire  time 
to  programs  from  the  BLUE  and 
local  releases  from  its  own  produc- 

tion department. 
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KGDM  Joins  CBS 
KGDM,  Stockton,  Cal.,  on  Oct.  1 
joined  CBS  as  a  Pacific  Coast  bonus 
outlet,  taking  all  CBS  programs 
reaching  the  Coast  prior  to  local 
sunset  until  it  starts  operating  on 
fulltime  Nov.  1.  Owned  by  E.  F. 
Peffer,  KGDM  operates  on  1130  kc. 
with  5,000  watts. 

NBC  Adds  District 
BECAUSE  of  the  disparity  in  size 
among  the  seven  districts  originally  set 
up  for  representation  on  NBC's  Ad- visory &  Planning  Committee,  the 
group  has  voted  that  an  additional 
district  be  organized  to  make  next 
year's  committee  consist  of  eight  dis- trict representatives.  The  vote  was 
taken  at  the  committee's  fourth  meet- 

ing held  Sept.  5  in  Chicago.  The  new 
district  will  be  on  the  eastern  sea- 

board, taking  in  the  states  of  Penn- 
sylvania, Maryland,  Delaware,  Vir- 

ginia, North  and  South  Carolina. 

FCC  Not  Affected 

By  Handout  Slash 
Commission  Already  Had  Cut 
Volume  of  Press  Releases 
SINCE  reduction  in  the  number  of 
FCC  press  releases  was  instituted 
in  May,  1941,  the  recent  order  of 
the  Office  of  War  Information  to 
reduce  such  operations  in  most 
Federal  agencies  has  no  practical 
effect  upon  the  FCC  [Broadcast- ing, Sept.  28]. 

In  May  1941  the  FCC  was  using 
1,331,000  sheets  of  mimeographed 
paper  for  its  various  releases.  In 
May,  1942  this  had  been  reduced  to 
388,000  sheets  and  in  August  a 
further  reduction  to  360,000  sheets. 

In  the  drive  to  save  paper,  gen- 
eral information  releases  were  dis- 

continued in  January,  1942.  In 
the  distribution  of  the  other  two 
types  of  information  economy  was 
effected  by  eliminating  more  than 
700  names  from  mailing  lists  and 
sending  releases  to  people  which 
only  affect  them  instead  of  sending 
all  releases  to  every  person  on  the 
mailing  list. 

Rockefeller  Sees  Need 

To  Improve  Programs 
EMPHASIZING  the  importance  of 
shortwave  programming  in  psy- 

chological warfare  Nelson  Rocke- 
feller, Coordinator  of  Inter-Ameri- 

can Affairs  reported  in  a  press 
conference  last  Thursday  that  he 
found  during  his  trip  through  much 
of  South  America  certain  areas 
which  had  greater  listening  than 
expected  and  found  others  woe- 

fully weak. 
Steps  would  be  taken  to  change 

this  condition  he  said  by  strength- 
ening signal  beams  and  improving 

the  quality  of  informational  con- 
tent of  programs.  Such  steps  have 

already  been  provided  for  in  a 
three  point  program  covering  re- 

vised programming,  improved  sig- 
nal strength  and  increased  facil- 

ities   [Broadcasting,    Sept.  28.] 

October  Series  on  Blue 
WITH  THE  addition  of  To  The 
President,  new  series  to  be  written 
and  produced  by  Arch  Oboler, 
starting  Oct.  18,  realignment  of  the 

mid-day  portion  of  the  BLUE's Sunday  broadcast  schedule  has  been 
completed  by  Phillips  Carlin,  BLUE 
vice-president  in  charge  of  pro- 

grams. The  series  will  be  heard 
12:30-1  p.m.,  and  another  new  pro- 

gram, Soldiers  of  Production,  has 
been  placed  in  the  11:05-11:30  a.m. 

period. 
KTIO  to  MBS-Don  Lee 

KFIO,  Spokane,  On  Oct.  1  became 
city,  replacing  KGA,  former  MBS 
the  Mutual-Don  Lee  outlet  in  that 
affiliate.  KFIO,  owned  by  the 
Spokane  Broadcasting  Corp.,  oper- 

ates on  1230  kc,  250  watts,  full- 
time. 

Plans  Midwest  Drive 
WAIT  CAHILL  Co.,  Decatur,  111. 
(Green  Mountain  cough  syrup), 
has  named  Wade  Adv.  Agency, 
Chicago,  to  handle  its  advertising. 
Company  is  planning  to  spon- 

sor local  live  talent  programs  on 
about  10  midwestern  stations. 

IfiO  Advertising  Agency 
lU^   Account  Executives 

Space   Buyers   &  Officers (Ross  Federal  Research 
&   Sales  Management) 

PICK 

Utica,  N.  Y.'s  ONLY  Radio 
Station! 

3pn         In  Middle  Atlantic 
Test  Market 

Columbia's  Middle  Link 
in  Central  New  York 

CINCINNATI'S 

>A«i««A«iMnAS  9     ̂ ^^^ ^ 

HEARD  DAILY 
SINGING  WITH 

BOBBT  BAKER'S  ORCHESTRA 

STATION 

5,000 

On  580  CBI 

Serving  Georgia's Richest  Market 

WITHOUT 

waste: 

SI  WATL  ■ 

ATLANTA 

MBS  250  W  .  1400  K.  C.  ■ 
Represented  by  SPOT  SALES.  Inc. 
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Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  week  preceding  issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, Washington,  D.  C. 

GE  Electronic  Branch 
AN  ELECTRONIC  BRANCH  was 
established  recently  by  General 
Electric  Co.  at  its  Nela  Park  lamp 
department,  for  the  manufacture, 
sale  and  performance  of  various 
electronic  products  being  made  for 
the  Government  in  several  GE 
lamp  factories. 

General  manager  in  charge  of 
manufacturing  is  Z.  G.  Taylor, 
formerly  manager  of  the  company's 
fluorescent  lamp  works  in  Jackson, 
Miss.  W.  H.  Robinson,  Jr.  takes 
over  general  commercial  responsi- 

bility and  engineering  service  for 
electronic  products. 

WAi"VTED 

Private  party  wishes 
to  purchase  radio 
station  in  market  of 

40,000  or  over. 
Please  address  re- 

plies to  Box  875, 
BROADCASTING. 

Jansky  &  Bailey 
An  Organization  of 

Qualified  Radio  Engineers 
Dedicated  to  the 

SERVICE  OF  BROADCASTING 
National  Press  Bldg.,  Wash.,  D.  C. 

PAUL  F  GODLEY  * COA/SUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 
MO  2-7859 

GEORGE   C.  DAVIS 

Consulting  Rodio  Engineer 
Munsey  Bldg.  District  8456 

Washington,  D.  C. 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Communications,  Inc. 
66  Broad  St.,  New  York,  N.Y. 

RING  &  CLARK 

Consulting  Radio  Engineers 

WASHINGTON,  D.  C. 

Munsey  Bldg.  •  Republic  2347 

Help  Wanted 

WANT  A  PERMANENT  JOB  AS  CHIEF 
ENGINEER?  WGRC  -  Louisville,  Ken- 

tucky, MBS,  250  watts,  has  immediate 
opening.  Prefer  older  man,  settled,  ex- 

perienced in  handling  men,  good  practi- 
cal man  on  recording,  studio  speech  in- 
put, transmitter,  construction;  in  fact, 

one  we  can  turn  all  engineering  prob- 
lems over  to  with  complete  confidence. 

No  desk  job.  RCA  equipment.  IBEW 
contract  on  rest  of  men.  Will  pay  $200 
or  more  per  month  for  right  man.  If 
you  want  solid  job  v^ith  solid  station, 
forging  al'ead,  keening  up  with  prog- 

ress, call  S.  A.  Cisler,  Manager,  collect, 
at  once,  or  send  photo,  references,  back- 
ground. 

Two  Alert  Local  Salesmen — 50,000  popu- 
lation. Competition  50  KW  Station  and 

morning  and  evening  papers.  In  South- 
ern City.  Good  chance  for  advancement 

if  result  getter.  Wire  interest.  Box  914, BROADCASTING. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  Bldg.        DI.  1205 
Washington,  D.  C. 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

CLIFFORD  YEWDALL 
Empire  State  Bldg. 
NEW  YORY  CITY 

An  Accounting  Service 
Particularly  Adapted  to  Radio 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
Silver  Spring,  Md. 

(Suburb,  Wash.,  D.  C.) 
Main  Office:   ^     Crossroads  of 7134  Main  St.  the  World 

Kansas  City,  Mo.  I    X    J  Hollywood,  Cal. 

BROADCASTING 

FOR 

RESULTS! 

Help  Wanted  (Cont'd) 
MANAGER-PARTNER— A  rare  opportunity 

for  the  man  who  can  qualify.  A  man  who 
because  of  his  knowledge  and  past  years 
of  success  in  radio  can  assume  man- 

agerial responsibilities,  can  stand  rigid 
investigation  and  can  make  a  substan- 

tial financial  investigation  in  and  be- 
come permanently  associated  with  a 

well  paying  successful  local.  Your  first 
letter  should  contain  sufficient  personal 
information,  a  recent  photo,  marital 
status,  draft  status,  banking  reference 
and  complete  details  of  your  radio  and 
other  business  experience.  All  replies 
held  in  confidence.  Box  916,  BROAD- CASTING. 

PROGRESSIVE  GEORGIA  STATION— Has 
opening  for  co-operative  draft  exempt announcer.  Send  details,  transcription 
and  photo  to  WRDW,  Augusta,  Georgia. 

PROGRAM  DIRECTOR— Wanted  by  promi- 
nent eastern  network-affiliated  local. 

Must  be  capable  taking  over  established 
morning  commercial  record  show  as  only 
air  work;  taking  over  progressive  pro- 

gramming under  liberal  management. 
$40.00  weekly  to  start.  Write  experi- 

ence, draft  status,  full  details  to  Box 
898.  BROADCASTING. 

Engineer  Wanted — First  or  second  class 
license.  By  1000  watt  full  time  CBS 
affiliate.  Living  and  financial  conditions 
attractive.  Real  opportunity  for  perma- 

nent connection  with  advancement. 
WCAX,   Burlington,  Vermont. 

Engineer — First  or  second   class.  WGNY, Newburgh,  New  York. 

Salesman — For  5,000  watt  Regional  ;  Basic 
Network  affiliate;  Prosperous  Market.  Ad- 

dress complete  details  to  Box  899, BROADCASTING. 

OPPORTUNITY  —  For  reliab'e.  draft 
exempt,  writer-director-announcer.  Send 
photo,  transcription  of  voice,  samples  of 
copy.  State  age,  record  of  past  perform- 

ance and  salary  expected.  William  F. 
Holland  Agency,  Cincinnati,  Ohio. 

Have  an  immediate  opening — For  time 
salesman  with  proven  record  to  sell 
retail  accounts.  State  sales  qualifica- 

tions, draft  status  and  starting  salary 
expected.  Write  Commercial  Manager, 
WMC,  Memphis,  Tennessee. 

Radio  Technicians — If  you   are  in   3A  or 
4F  or  otherwise  draft  deferred  and  feel 
that  your  present  v.'ork  can  be  foregone 
for  the  duration  in  favor  of  radio  as- 

sembly in  a  prominent  middle-western 
radio  manufacturing  plant  making  trans- 

mitting equipment  for  the  armed  forces, 
write  giving  your  qualifications,  draft 
status,  citizenship  and  two  or  three  pre- 

vious employers.  If  qualified  can  give 
employment  starting  November  first  or 
sooner.  State  salary  desired.  All  infor- 

mation kept  strictly  confidential.  Box 
904,  BROADCASTING. 

Engineers    and    Operator-Announcers — For 
two  Alaska  broadcasting  stations  work- 

ing in  close  cooperation  with  War  De- 
partment and  Office  War  Information. 

Opportunity  serve  war  effort  at  excellent 
salary.  Edwin  A.  Kraft,  708  American 
Building,   Seattle,  Washington. 

WESTERN  STATION  WANTS  —  Experi- 
enced combination  operator-announcer 

who  can  read  news  and  write  copy.  Send 
qualifications,  snap-shot  and  recording 
of  voice  reading  news  and  commercial 
copy.  Fly-by-nights  please  don't  apply. Desire  person  who  wants  permanent 
position.  Box  912,  BROADCASTING. 

EAST  COAST  STATION— Needs  one  oper- 
ator with  either  a  first  class  telephone 

or  Class  A  Amateur  license.  Also,  there 
is  an  unusual  opportunity  on  our  an- 

nouncing staff.  Box  913,  BROADCAST- ING. 

Help  Wanted  (Cont'd) 
Combination  announcer-operator  wanted — 
Unusual  opportunity.  Give  draft  status, 
starting  salary  requirement.  Send  voice 
recording  if  possible.  Box  903,  BROAD- CASTING. 

Combination    Announcer-Operator  Wanted 
— Excellent  announcer  with  first  class 
operator's  license.  Must  be  qualified  news- 

caster. Submit  transcription  of  news- cast and  commercials  with  application. 
KSEI,  Pocatello,  Idaho. 

ANNOUNCER— 5  kilowatt  Western  net- 
work station  wants  experienced  announc- 

er, specializing  in  news.  Able  to  do  play- 
by-play  sports  or  copy-writing.  Give  full details  including  draft  status,  salary, 
availability.  Box  907,  BROADCASTING. 

Assistant  Chief  Engineer — Position  open 
October  11th,  progressive  Southern  (250 
watt  RCA  equipped)  station.  Living 
quarters  at  transmitter.  Second  class  li- cence holder  or  better  will  be  considered. 
WCBI,  Columbus,  Mississippi. 

KGDM,  Stockton,  California — Wants  com- bination man  for  new  5kw  full  time  sta- 
tion. State  qualifications  and  draft  status. 

Situations  Wanted 

General  Manager  Who  Can  Sell ! — Now  suc- 
cessful sales  manager  for  important  net- 
work station  in  large  eastern  city. 

Present  earnings  over  $10,000  but  will 
forget  that  for  good  long-range  oppor- 

tunity. Willing  to  back  up  his  proven 
ability  with  investment  in  station.  Box 
917,  BROADCASTING. 

SALESMAN — Four  years  with  network 
stations.  Excellent  references.  Draft 
exempt.  Box  911,  BROADCASTING. 

FOR  PROMPT  DELIVERY!  Accountant- 
Secretary-Male.  Draft  deferred,  single. 
Desires  connection  with  progressive  sta- tion offering  future.  Wire  Box  910, 
BROADCASTING. 

ENGINEER-ANNOUNCER  —  Twelve  years 
in  broadcasting.  Last  six  years  as  Chief 
Engineer.  Local  and  Regional.  Draft 
status  3-A.  Family  man.  Good  references. 
Want  permanent  position.  Box  908, 
BROADCASTING. 

ANNOUNCER  -  PROGRAM  DIRECTOR— 
Five  years  in  radio.  Five  on  stage.  De- 

ferred. Twenty-seven.  Single.  Go  any- 
where for  decent  wages.  At  present  em- 
ployed but  looking  for  advancement.  If 

you  want  ideas  hire  a  man  who  has 
them.  Box  906,  BROADCASTING. 

Announcer — Beginner.  Good  voice.  Knowl- 
edge of  studio  control  board.  Prefers 

Middle  Atlantic.  Not  draft.  Transcription 
available.  Box  905,  BROADCASTING. 

College  Woman — Program  director,  an- 
nouncing, traffic,  continuity,  promotion, 

desires  opportunity  with  progressive  sta- tion in  metropolitan  eastern  area.  Box 
900,  BROADCASTING. 

Top  Producer — Barn  Dance  and  Hillbilly 
shows.  Available  now.  Box  901,  BROAD- 
CASTING. 

Announcer  available — Sports,  news,  special 
events,  12  years'  experience.  Married. Box  902,  BROADCASTING. 

CONTINUITY  —  Merchandising-Announc- 
ing.  Six  years.  Draft  deferred.  Desires 
change.  What's  your  offer?  Box  897, BROADCASTING. 

Wanted  to  Buy 

WANTED — Copper  ground  wire ;  %  inch 
Coaxial  line  Number  6  stranded  copper; 
RCA  open  wire  line  brackets.  Box  909, BROADCASTING. 

Radio  equipment — Suitable  for  5  kw.  trans- 
mission. Any  parts  «r  whole  set-up.  Box 

896,  BROADCASTING. 
For  Sale 

Because  of  illness — And  other  business  de- mands a  well  established  and  successful 
250W  local  in  rich  midwest  area  is  of- fered for  sale.  Station  is  doing  very  good 
commercially  so  this  is  an  unusual  offer. 
All  replies  must  include  evidence  of 
financial  responsibility.  Box  915,  BROAD- CASTING. 

Tree   Ripened   Oranges   and  Grapefruit — ■ Special  Christmas  gift  boxes.  Write  for 
price.  Nichols  and  Company,  Kingston, 
Georgia. 

PROFESSIONAL 

DIRECTORY 
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XEAW  Ordered  Off  1010  kc. 

As  Mexico  Heeds  U.  S.  Pleas 

Station  to  Continue  on  1570  kc.  as  Government 

Acts  to  Obtain  Compliance  With  Treaty 

IN  PURSUANCE  of  protests  made 
by  this  Government,  the  Mexican 
Government  has  ordered  XEAW, 
100,000-watt  station  at  Renosa,  be- 

low the  border  from  Dallas-Fort 
Worth,  to  cease  operating  on  the 
1610  kc.  channel.  XEAW  has  in- 

terfered with  stations  in  this  coun- 
try, notably  KLRA  at  Little  Rock, 

also  assigned  to  the  frequency. 

Complaints  Studied 

XEAW,  operated  by  a  company 
headed  by  Carr  Collins,  head  of  the 
Crazy  Water  Crystals  Co.,  regu- 

larly is  assigned  under  the  Havana 
Treaty  to  1570  kc.  with  100,000 
watts.  It  is  understood  the  station 
will  continue  operating  on  that 
frequency. 

Reports  received  by  the  State 
Dept.  said  the  Mexican  Communica- 

tions Ministry  had  ordered  XEAW 
to  cease  operation  on  1010  last 
week.  There  was  no  objection  to 
its  operation  on  1570  kc,  since 
that  is  provided  for  under  the 
Havana  Treaty.  The  station,  it  is 
understood,  fought  the  removal 
order  vigorously. 

Protests  had  been  made  by  the 
State  Dept.  to  the  Mexican  Gov- 

ernment on  this  and  other  so-called 
border  station  assignments,  after 
complaints  had  been  received  and 
studied  by  the  FCC.  It  was  alleged 
the  assignment  violated  the  Havana 
Treaty  terms,  since  1010  is  desig- 

nated as  a  Canadian  I-A  with  Cuba 
having  a  secondary  outlet.  The 
United  States  also  filed  for  author- 

ization to  use  a  Class  II  station  on 
the  frequency,  which  facility  was 
assigned  KLRA. 

Formal  conversations,  it  is  under- 
stood, still  are  in  progress  in  con- 

nection with  other  Mexican  station 
assignments  viewed  as  in  conflict 
with  the  Treaty  and  causing  inter- 

ference to  stations  in  this  country. 
The  most  serious  situation,  it  is 

Power  of  Attorney  Given 
FCC  last  week  approved  a  power 
of  attorney  for  the  affairs  of  Joe 
J.  Smith,  Jr.,  licensee  of  WJLS, 
Beckley,  W.  Va.,  and  WKWK, 
Wheeling,  now  on  duty  as  a  captain 
in  the  Army,  until  six  months  after 
the  war.  The  power  will  be  exer- 

cised by  his  father,  Joe  L.  Smith, 
Sr.,  Representative  from  West  Vir- 

ginia in  Congress. 

understood,  is  in  connection  with 
XELO,  being  operated  on  800  kc.  at 
Juarez,  across  the  border  from  El 
Paso. 

The  station  has  caused  interfer- 
ence to  a  number  of  clear-channel 

stations,  and  to  reception  generally 
in  Texas.  The  800  kc.  channel 
under  the  treaty  should  be  assigned 
in  the  province  of  Sonora,  remote 
from  the  border,  where  interfer- 

ence to  stations  on  adjacent  fre- 
quencies in  this  country  would  be 

minimized.  It  is  authorized  to 
operate  with  150,000  watts,  but  is 
understood  to  be  using  only  a  por- 

tion of  that  power  because  of  lack 
of  tubes  and  other  essential  equip- 
ment. 

Ironized  Yeast  Dramas 
IRONIZED  YEAST  Co.,  Atlantic, 
through  Ruthrauff  &  Ryan,  New 
York,  on  Oct.  6  starts  the  weekly 
half-hour  dramatic  series  Lights 
Out,  on  76  CBS  stations,  Tuesday, 
8-8:30  p.  m.  (EWT),  with  West 
Coast  repeat,  8:80-9  p.  m.  (PWT). 
Arch  Obler  is  writer-producer-di- 

rector, and  will  also  act  as  narrator 
for  the  series  which  is  designed  to 
provide  escape  from  war  problems 
With  complete  freedom  of  subject 
matter  and  production,  he  will  ad- 

here to  no  preconceived  formulas. 
Productions  will  be  without  music. 
Bob  LeMond  has  been  signed  as 
announcer.  Dick  Gibson  is  agency 
producer  assigned  to  the  show. 

Nadinola  Spots 
NATIONAL  TOILET  Co.,  Paris, 
Tenn.,  in  a  fall  campaign  for 
Nadinola  cosmetics,  has  placed 
daily  one-minute  transcribed  an- 

nouncements on  30  Southern  sta- 
tions. The  following  15  stations 

have  started  the  announcements: 
WAPI  WALA  WSFA  KARK  WSB 
WWL  KWKH  WJDX  WBT 
WTMA  WMC  KRLD  KTSM 
KTRH  WRVA.  Agency  is  Roche, 
Williams  &  Cunnyngham,  Chica- 

go. 
Now  Capt.  MuUin 

LT.  WILLIAM  P.  MULLIN,  as- 
sistant manager  of  WTBO,  Cum- 

berland, Md.,  prior  to  being  com- 
missioned early  in  1941,  was  pro- 

moted Sept.  30  to  captain  in  the 
Radio  Section,  Special  Services 
Division,  Washington,  as  assistant 
to  Maj.  Tom  Lewis,  in  charge  of 
the  Radio  Section.  Capt.  Mullin  will 
be  active  in  shortwaving  programs 
to  troops  abroad. 

THREE  WEEKS  TRAINING  have 
converted  Dolores  Whalen,  18-year- 
old  receptionist  of  WKBN,  Youngs- 
town,  into  a  control  room  operator. 
Under  the  direction  of  Chief  Engi- 

neer B.  F.  Wilkins,  she  was  trained 
to  work  at  the  complicated  master 
control  board  which  serves  all  four 
studios  as  well  as  network  pro- 

grams, remotes  and  auditions. 

WAPI  Is  Granted 

Frequency  Change 
FCC  Refuses,  However,  Plea 
For  Increase  to  50  kw. 

CONSISTENT  with  the  Havana 
Treaty  allocations,  the  FCC  last 
Tuesday  announced  adoption  of  a 
memorandum  opinion  and  order 
granting  in  part  the  application  of 
WAPI,  Birmingham,  for  a  change 
in  frequency  from  1170  to  1070 
kc.  The  Commission,  however,  de- 

nied without  prejudice  the  request 
of  the  station  for  an  increase  from 
5,000  to  50,000  watts. 

The  Commission  said  the  grant 
was  made  upon  condition  that 
WAPI  file  an  application  for  modi- 

fication of  construction  permit, 
specifying  a  suitable  directional 
antenna  making  use  of  only  one  of 
the  two  towers  now  in  use  at  the 
station,  taking  into  account  the 
existing  freeze  on  new  construc- 

tion. The  Commission  also  ordered 
that  WAPI  shall  file  within  20  days 
in  writing  that  it  accepts  or  re- 

jects the  grant  in  part  and  denial 
in  part  of  its  application. 

Equipment  Freeze 
"In  the  event  the  applicant  noti- 

fies the  Commission  that  it  accepts 
the  foregoing  grant  in  part  and 

denial  in  part  of  its  application," 

Harry  Sedgwick  Takes 
Canada's  New  York  Post 
HARRY  SEDGWICK,  president  of 
CFRB,  Toronto,  and  chairman  of 
the  board  of  the  Canadian  Assn. 
of  Broadcasters,  has  been  ap- 

pointed New  York  representative 
of  the  Canadian  Government's  new Wartime  Information  Board.  He 
takes  up  his  duties  at  once,  and  will 
make  available  information  on 
Canada's  war  effort  with  the  broad- 

casting stations  and  networks,  with 
press  associations  and  publications. 

He  is  on  loan  for  the  duration  to 
the  Canadian  government  from 
CFRB.  He  is  well-known  in  broad- 

casting circles  in  New  York  and 
Washington,  CFRB  being  one  of 
two  CBS  outlets  in  Canada.  Asso- 

ciated with  him  in  the  New  York 
office  will  be  a  newspaper  publisher, 
not  yet  appointed,  and  Leo  Casey, 
New  York  publicist. 

said  the  Commission  announce- 
ment, "it  shall  within  a  further 

period  of  30  days  file  an  applica- 
tion for  modification  of  construc- 
tion permit  satisfactory  to  the  con- 

dition attached  to  the  grant  in 
part  of  its  applicaion  regarding 

suitable  antenna." The  shift  was  to  have  become 
effective  on  March  29,  1941,  but 
complications  entered  into  the  as- 

signments of  so-called  Class  II  sta- 
tions. The  assignment,  under  the 

treaty,  specifies  50,000  watts,  but 
the  equipment  freeze  has  rendered 
this  impractical  at  this  time. 

3. 

WCOP  has  been 

selected  in  Bos- ton as  a  key 

station  in  the 
Atlantic  Coast 
Network. 

BELONGS  ON  YOUR  SCHEDULE 

TESTINGl 

Reach  a  big  chunk 
of  ILLINOIS  ...  do 

your  testing  thru  the 
DECATUR  station 

250  W.  1340.  Full  Time. 
Sears  &  Ayer,  Reps. 
How  can  we  help  you? 

SOY 
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Senate  Probers  Drafting  Plans 

For  FuU-Seale  Petrillo  Inquiry 
Commerce  Committee  Meets  This  Week  to  Decide 

Procedure  of  Sweeping  Study  of  Music  Czar 

ALTHOUGH  a  definite  starting 
date  has  rrot  yet  been  set,  prelimi- 

nary plans  for  the  full-scale  in- 
quiry into  Music  Czar  James  C. 

Petrillo  and  his  American  Federa- 
tion of  Musicians  were  being  made 

last  week  by  Senator  D.  Worth 
Clark  (D-Idaho),  author  of  the 
probe  resolution  and  driving  force 
of  the  inquiry. 

With  some  700  petitions,  letters, 
appearances  and  other  communica- 

tions received  from  music  users, 
societies  and  individuals.  Senator 
Clark  said  that  plans  for  the  in- 

quiry would  be  made  as  soon  as  the 
full  Interstate  Commerce  Com- 

mittee meets  this  week  and  au- 
thorizes procedure.  Chairman 

Wheeler  (D-Mont.)  has  not  yet 
appointed  the  subcommittee  to  con- 

duct the  inquiry,  regarded  as  the 
logical  course. 

Since  passage  of  the  Clark  Reso- 
lution (SRes-286)  by  the  Senate 

on  Sept.  24,  without  a  dissenting 
vote,  it  was  indicated  in  some  Sena- 

torial quarters  that  Chairman 
Wheeler  might  be  disposed  to  have 
the  full  committee,  rather  than 
a  subcommittee,  conduct  the  in- 

quiry. If  that  course  is  taken,  it 
is  expected  that  Chairman  Clark 
will  in  effect  conduct  the  inquiry, 
as  the  resolution's  author. 

Congressional  Feeling  High 
The  swift  action  taken  by  the 

Senate  was  indicative  of  the  feeling 
in  Congress  toward  Petrillo,  par- 

ticularly in  the  light  of  the  state- 
ments of  Government  executives 

important  in  the  war  effort  that 
the  AFM  ban  on  manufacture  of 
recordings  and  transcriptions  will 
hinder  the  war  effort  and  impede 
the  morale  program.  Mr.  Petrillo's 
steadfast  refusal  to  withdraw  this 
ban  has  heightened  Congressional 
feeling. 

Precisely  when  the  hearings  will 
begin  remained  problematical. 
Senator  Clark  had  in  mind  a  speedy 
start — probably  this  week.  But 
the  preoccupation  of  the  Senate 
with  the  farm  parity  legislation, 
necessitating  night  sessions,  pre- 

cluded the  making  of  definite  ar- 
rangements by  the  full  committee. 

Chairman  Wheeler  has  stated 
that  Senator  Clark  will  become 
chairman  of  the  subcommittee,  if 
that  course  is  decided  upon.  Other 
committee  appointments,  however, 
have  not  been  indicated,  though 
it  is  expected  that  Senators  An- 

drews (D-Fla.)  and  Tobey, 
(R-N.H.),  both  members  of  the 
subcommittee  which  conducted  the 
preliminary  inquiry  last  month, 
would  be  carried  over. 

There  have  also  been  reports 
that  Senator  Wheeler  might  be  dis- 

posed to  seek  negotiations  with 
top  labor  leaders,  with  a  view  to 
calling  off  the  transcription  ban 
unti4  either  Congress  or  the  courts 

act.  This  has  been  discussed  in 
Senatorial  councils  [Broadcast- 

ing, Sept.  28]. 
With  no  recording  of  any  char- 

acter done  by  AFM  members  since 
Aug.  1,  it  is  felt  by  Senate  com- 

mittee members  that  prompt  steps 
should  be  taken  before  serious  in- 

jury results.  While  reserve  sup- 
plies were  made  prior  to  the  Aug. 

1  ban,  these  are  believed  to  be 
running  low,  particularly  in  the 
tailor-made  transcriptions  field.  A 
number  of  advertisers  already  have 
dropped  transcriptions  containing 
band  music  because  of  the  uncei'- 
tainty  of  future  releases. 

Meanwhile,  developments  on  the 
litigation  front  were  being  awaited. 
The  Federal  District  Court  in  Chi- 

cago on  Oct.  12  will  hear  argu- 
ments by  Assistant  Attorney  Gen- 

eral Thurman  Arnold,  in  charge  of 
the  Anti-Trust  Division  of  the  De- 

partment of  Justice,  supporting  the 
Government's  petition  for  a  per- 
liminary  injunction  against  AFM, 
seeking  to  terminate  the  bans 
pending  trial  on  the  merits  of  the 
civil  anti-trust  suit  against  AFM 
and  its  officers.  The  Government 
will  introduce  testimony  in  affidavit 
form  in  support  of  the  preliminary 
injunction,  including  the  results  of 
the  far-reaching  survey  made  by 
the  FCC  into  musicians'  employ- 

ment in  the  broadcasting  industry 
along  with  the  use  of  music,  both 
live  and  transcribed. 

Federal  Judge  John  P.  Barnes, 
who  will  hear  the  motions,  last 
Thursday  allowed  the  NAB  to  file 
briefs  as  a  friend  of  the  court  in 
the  Government  suit.  NAB  special 
counsel  in  the  Petrillo  case  is 
Sydney  M.  Kaye,  of  New  York, 
vice-president  and  general  counsel 
of  BMI. 
A  motion  to  dismiss  the  com- 

plaint, filed  by  AFM,  will  be  argued 

by  its  general  counsel,  Joseph  A. 
Padway,  also  general  counsel  of 
A  F  of  L.  It  is  expected  that,  ir- 

respective of  the  court's  ruling,  the 
case  eventually  will  go  to  the  Su- 

preme Court  on  the  "made  work" issue. 

Mr.  Padway,  it  was  learned,  ad- 
vised Senator  Clark  last  week  that 

he  hoped  the  hearings  would  be 
so  arranged  as  to  accommodate  this 
suit,  plus  other  urgent  meetings 
which  he,  as  AFL  general  counsel, 
had  to  attend.  He  pointed  out  that 
the  Federation  was  holding  its  con- 

vention in  Toronto  last  week  and 
that  the  proposed  Oct.  5  starting 
date  would  be  inconvenient.  More- 

over, he  alluded  to  the  court  argu- 
ment on  Oct.  12. 

Every  effort  is  being  made  to 
expedite  the  opening  of  the  hear- 

ings. It  was  stated,  however,  that 
ample  time  would  be  given  all 
parties  in  interest,  even  if  the  pro- 

ceedings had  to  be  interrupted  to 
accommodate  such  witnesses.  Sena- 

tor Clark  confidently  expected  the 
hearings  to  get  under  way  by  mid- 
October. 

Pleadings  Filed 
Preliminary  pleadings  were  filed 

with  Judge  Barnes  last  Thursday, 

preparatory  to  the  Oct.  12  argu- ments. The  Government  contended 
that  the  Federation  could  point 
to  no  Supreme  Court  authority  on 

the  propsition  that  "organized 
power  of  labor  may  be  used  to  re- fuse essential  work  to  a  lawful 
business  in  the  complete  absence 
of  any  dispute  over  hours,  wages, 
working  conditions,  or  hiring  poli- 

cies of  such  business." 
Assistant  Attorney  General  Ar- 

nold held  the  union  could  not,  un- 
der the  pretext  of  improving  em- 

ployment conditions,  use  "organized coercion  to  destroy  the  right  of 
the  employer  to  conduct  his  busi- 

ness in  an  efficient  way."  He 
charged  further  that  unless  the 
ban  on  manufacture  and  sale  of 
recordings  is  lifted,  the  radio  in- 

dustry will  suffer,  vital  war  com- 
munications facilities  will  be  lost 

through  discontinuance  of  broad- 
casting by  many  radio  stations,  and 

MUSICIANS  WANTED!  I 

More  Jobs  Than  Performers  I 

 In  Los  Angeles  ' 
WHEREAS  James  C.  Petrillo, 
president  of  AFM,  claims  that  he 
had  to  slap  a  ban  on  transcriptions 
because  so  many  are  unemployed, 
Los  Angeles  Local  47,  Musicians 
Mutual  Protective  Assn.,  in  a  box 
story,  in  the  September  issue  of  its 
publication.  Overture,  states  that 
the  calls  for  musicians  exceed  the 
supply  in  many  instances.  Members 
not  steadily  employed  are  urged  to 
check  in  for  jobs.  Story  follows: 

ARE  YOU  WORKING? 
The  Employment  Registry  of  Local  47, 

in  the  vice-president's  office,  has  grown  to such  proportions  during  the  past  two  years, 
that  at  present  the  call  for  musicians  ex- ceeds the  supply  in  many  instances. 

If  you  are  not  regularly  employed  and 
are  interested  in  securing  employment  (or 
if  employed  during  the  day,  and  are  inter- ested in  working  on  week-ends),  please 
register  with  Si  Burch,  Room  408,  at 
Headquarters. 

If  you  secure  steady  emplojnuent,  make 
certain  that  your  name  is  removed  from 
the  registry.  A  telephone  call  is  all  that  is necessary. 

Si  Burch,  Asst.  to  President. 

maintenance  of  public  morale 
would  be  impeded  and  the  war  ef- 

fort injured. 
Mr.  Padway,  in  his  pleading 

seeking  dismissal  of  the  injunction 

suit,  characterized  the  suit  as  "an imposition  of  involuntary  servitude 
and  a  violation  of  the  constitutional 

right  to  argue  labor  disputes."  He charged  the  suit  was  based  on  an 
unwarranted  interpretation  of  the 
anti-trust  laws  and  that  Mr.  Arn- 

old was  using  it  "to  destroy  every 
union  action  and  objective  which 

was  personally  distasteful  to  him." 
An  'Ancient  Struggle' 

Mr.  Padway  contended  "this  is 
a  struggle  heightened  by  the  ironic 
fact  that  the  musician  himself 
makes  the  article  that  contributes 

to  his  own  destruction."  He  said 
it  was  nothing  more  than  another 
facet  of  the  ancient  struggle  be- 

tween man  and  machine;  the  sole 

charge  against  him  is  that  "he refuses  to  work  under  conditions 
which  he  believes  will  complete  his 

destruction." 
Judge  Barnes  allowed  NAB  to 

file  a  petition  as  a  friend  of  the 
court,  over  protests  of  attorneys 
for  the  Federation.  He  did  not 
rule  on  the  plea  of  NAB  that  it  be 
allowed  to  intervene  in  the  hear- 

ing itself  in  support  of  the  Gov- 
ernment's petition. 

Hughes  Applies  to  Sell 

WJZM,Clarksville,Tenn. 
SECOND  transfer  this  year,  and 
third  since  it  was  authorized  in 
February,  1941  is  asked  for  WJZM, 
Clarksville,  Tenn.,  under  an  appli- 

cation filed  with  the  FCC  last  week 
by  present  licensee,  Roland  Hughes. 

Mr.  Hughes  proposes  to  sell  the 
station  to  William  Kleeman,  local 
Coca  Cola  official  for  a  considera- 

tion of  $13,750  cash,  and  assump- 
tion of  $11,500  in  notes  held  by 

former  owners  William  and  Violet 
Hudson.  Inability  to  meet  terms  of 
the  transfer  approved  four  months 
ago  is  reason  for  the  sale,  accord- 

ing to  the  Commission. 
Drawn  for  Broadcasting  by  Sid  Hix 
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STORY 

IN  BROADCASTING  IS 

5000  WATTS WPEN 950  ON  THE  DIAL 

Affiliated  Station  of  the 

Atlantic  Coast  ISetworh 

THE  PROOF  IS  IN  THE  LISTENING 

32.8%  of  all  Philadelphians  listening  to  radios  from  6  to 

6:15,    six  times  a  week — ^listen  to  WPEN,  according  to  a 

3-month  Hooper  Survey  (the  next  station  has  18.5)  — 
almost  2  to  1. 

And  today,  the  Philadelphia  Market  has  reached  an  all-time 
high! 

Billions  in  War  Orders  .  .  .  Payrolls  44  per  cent  above  1941. 

.  .  .  Yes,  there's  more  money  than  ever  in  America's  Num- 
ber One  Arsenal. 

Mr.  Advertiser,  let  "The  Station  That  Sells"  help  YOU  get 
your  share! 

w 



OTHER  OKLAHOMA  CITY  STATIONS 

PFwKY  LISTENEB^Jj 

22.r»  MORE 40.5^LE  SS 

ir^  MORE 32.^"  LESS 

IS.r-  MORE 
42.7^"  LESS 

WKY's  the  Wise  Buy! 

•  In  Oklahoma  City  one  station  stands  out  decisively 

against  the  field.  WKY's  clear  dominance,  morning, 
afternoon,  and  night,  is  shown  in  precise  figures 

above.  Listener  comparisons  are  based  on  July- 
August  Hooperatings;  cost  comparisons  on  the  13- 

time  quarter-hour  rates  as  listed  in  Radio  Advertising 
Rates  &  Data. 

These  incontrovertible  facts  prove  that  WKY 

does  the  best  job  of  mass  selling,  and  does  it  at  the 

lowest  possible  cost.  Isn't  this  the  kind  of  station 
YOUR  selling  program  needs  in  Oklahoma  City? 



AST  I N  G 

N e ws magazme  of  R a dfo 

vertisingri 

"BUT  PM  THETyPICAi 

fOWAN,  you  CADI" 

#  Sitting  at  your  desk  in  some  big  city,  it's  al- 

mighty hard,  we  know,  to  really  visualize  the  peo- 

ple of  Iowa  or  any  other  great  geographical  section. 

What  do  they  like?  What  kind  of  programs?  What 

stations?  What  periods  of  the  day  and  night? 

What's  the  difference  between  the  tastes  of  men 

and  women?  How  do  the  farm  people  differ  from 

the  small  town  and  city  people?  And  can  you  plan 

a  100%  campaign  without  knowing  these  things? 

The  1942  Iowa  Radio  Audience  Survey  answers 

all  these  questions  and  a  lot  more  besides.  Based  on 

nearly  10,000  personal  interviews  made  on  the 

most  approved  "sampling"  methods,  the  1942 

Survey  not  only  depicts  the  Iowa  Radio  Audience — 
it  even  picks  out  and  describes  your  own  best 

prospects,  by  age-group,  sex,  and  place  of  resi- 
dence. ...  It  even  throws  full  light  on  such 

hitherto  unanswerable  questions  as  "To  what  ex- 
tent do  radio  listeners  also  read  newspapers  and 

magazmes 

9" 

Your  copy  of  the  1942  Survey  is  waiting  for  you 

now.  Yes,  it  includes  some  information  that  tells 

our  own  story,  too — such  as  the  fact  that  55.7% 

of  Iowa  daytime  listeners  prefer  WHO  to  all  other 

stations.  But  primarily  it  is  a  scientific  study  that 

will  help  you  tremendously  in  your  business.  Write 

for  your  copy,  today!  No  obligation,  of  course. 

WHO 

+  for  IOWA  PLUS !  + 

DES  MOINES  .  .  .  50,000  WATTS 

B.  J.  PALMER,  PRESIDENT 

J.  O.  MALAND,  MANAGER 

FREE  8C  PETERS,  INC.  .  .  .  National  Representatives 
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CAME  THE  CONVERSION— AND  ARMING  OUR 
NATION  FOR  VICTORY  PLACED  NORTHWESTERN 
OHIO  AND  SOUTHERN  MICHIGAN  IN  THE  REALM 

OF  "RICHER  MARKETS"! 
The  automobile  manufacturing  centers  of  the  world 

are  now  going  "all-out"  to  produce  machine  tools 

and  equipment  for  our  nation's  wartime  needs.  This 
conversion  required  manpower  and  expansion  of 

present  industries.  As  a  result,  towns,  cities  and 

villages  have  increased  in  population  and  in  purchas- 

ing power! 
The  advertiser  wishing  to  reach  this  "Richer  Market" 
can  count  on  the  power,  sales  appeal  and  listening 
audience  of  WSPD,  Toledo,  Ohio  Snuggled  in  the 
hub  of  Northwestern  Ohio  and  Southern  Michigan, 

WSPD  is  meeting  today's  advertising  needs  with 
today's  medium! 

National  Representatives  -  -  KATZ 

BASIC  NBC 

TOLEDO,  OHIO 

"Since  1921  The  Voice  of  Toledo" 
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TIITHAT  is  left  of  his  Nazified  body  rests  in  the  cold 

*  "  waters  of  the  English  Channel.  A  twisted,  broken 
Messerschmitt  serves  as  his  clammy  coffin.  Too  bad, 

Hans!  But  you  weren't  very  smart.  To  stay  alive  and 
healthy  you  should  have  steered  clear  of  that  Iowa  farm 

boy.  His  plane  was  powered  by  a  Studebaker-built 
engine. 

Yes,  Hitler  feels  the  awful  impact  of  Studebaker-built  war 
materiel  almost  every  day.  Respectable  people  know 

about  Studebaker's  assignment  in  the  war,  too.  Here  in 
the  WSM  area,  for  instance,  over  14,000,000  persons  who 

live  in  radio  homes  hear  of  Studebaker's  war  work  twice  a 
week.  5,242  automobile  dealers,  who  in  peace  time  do 

$382,690,000.00  worth  of  business,  hear  Studebaker's  pro- 
grams, too.  It  interests  them  to  know  that  Studebaker  is 

keeping  its  name  alive  . . .  alive  through  the  50,000  watts 
of  Clear  Channel  WSM,  so  that  after  the  war  Studebaker 

will  once  again  be  a  "Champion"  in  the  Central  South  . . . 
a  pre-war,  mid-war  and  post-war  market  of  opportunity. 

HARRY  L.  STONE,  Gen'l.  Mgr. NASHVILLE,  TENNESSEE 

OWNED  AND  OPERATED  BY 

THE   NflTIONflL   LIFE   AND   ACCIDENT    INSURANCE   C  O  M  P     N  Y,  INC. 
NATIONAL  REPRESENTATIVES,  EDWARD  PETRY  &  CO.,  INC. 

Published  every  Monday,  53rd  issue  (Year  Book  Number)  published  in  February  by  Broadcasting  Pubucations,  Inc.,  870  National  Press  Building,  Washington,  D.  C.  Entered  as 
second  class  matter  March  14,  1933,  at  the  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 



K udos  from  the  Capital 

Sales  for  you  right  here  • 

You  get  both  with: 

NEW  ORLEANS 

50,000  watts  -  -  clear  channel 

In  Washington,  with  all  its  alphabet  agencies,  WWL  has  a  meaning 

too!  They  listen  to  this  50,000-watt  station — enjoy  our  programs — 

and  write  to  tell  us  so.  But  your  Washington  listeners-to-WWL  are 

just  the  frosting.  Your  big  bountiful  cake  is  the  New  Orleans  trade 

area — dominated  by  WWL — an  area  growing  and  prospering  and 
profiting  WWL  advertisers. 

The  greatest  selling  POWER 

in  the  South's  greatest  city 

CBS  Affiliate  —  Nat'l  Representatives,  The  Kotz  Agency,  Inc. 
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^  ™  m  to  buy  a  nEw  TYPE
WRITER? 

Choose  KFAB  instead!  Reaches  more 
customers  in  one  minute  than  you 
could  touch  in  a  year  of  typing  letters. 
Gets  better  results,  too !  At  less  cost ! 
Farm  homes,  with. an  all-time  record 
income,  have  conBdence  in  KFAB  • . . 
buy  what  "their"  station  recommends. 
You  need  KFAB!  It  can  and  will  do 

a  complete  job  thruout  Nebraska  and 
her  neighboring  states.  Better  wire for  availabilities  today. 

DON  SEARLE— Gen'i  Mgr. 

Ed  Petry  &  Co.,  Nat'l  Rep 
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ONE    OF    A   SERIES    PRESENTING    THE    MEN    WHO    MAKE    FREE   &    PETERS  STATIONS 

Ray  p.  Jordai 

GENERAL  MAMGER,  WDBJ,  ROAKOKE 

1916 
1918 
1919 

1924 
1927 
1930 
1934 
1934 
1936 
1941 
1942 

Daleville  College,  Daleville,  Va. 
School  teacher 
Sales  Manager,  Richardson -Wayland Electric  Company 
Program  Director,  WDBJ  (20  watts!) 
WDCJ  upped  to  250  walla 
General  Manager,  WDBJ 
WDBJ  uppcd  to  500  watts 
WDBJ  upped  to  1000  watts 
WDBJ  upped  to  5000  watts,  daytime 
WDBJ  upped  to  5000  waits,  full  time 
Member,  Accounting  Committee,  NAB 

ilifliiii 

1 F  Horatio  Alger  were  alive  today  and 
looking  for  an  inspiration,  Ray  P.  Jordan 
would  be  a  find  for  him.  As  a  schoolboy, 

Ray  simultaneously  ran  a  shoe-shine  con- 

cession, was  his  town's  only  telegraph 
messenger-boy  and  served  as  local  agent 
for  three  popular  magazines!  Through  all 
his  subsequent  years  Ray  has  continued 
always  to  pour  out  his  energies  in  the  same 

breath-taking  way — and  now,  still  a  young 
man,  he  is  one  of  the  real  leaders  of  his 

community  and  his  industry. 

Here  at  F&P,  we  also  believe  in  work.  Back 

in  1932  we  came  into  being  because  we 

foresaw  the  opportunity  of  work  to  be  done 
for  and  between  radio  stations  and  the  users 

of  radio  advertising.  The  whole  history  of 

our  growth  and  expansion  has  been  the 
history  of  finding  and  doing  valuable  work. 
Aside  from  helping  to  pioneer  our  phase  of 

this  industry,  we  have  originated  most  of 
the  services  that  you  now  expect  without 

question  from  every  radio-station  representa- 

tive— and  many  that  you  don't! 

Today  you  are  probably  as  never  before 
looking  for  help  in  your  problems.  All  our 

men  and  all  our  facilities  are  at  your  com- 
mand. Whatever  your  needs,  we  ask  you  to 

call  on  us  for  any  kind  of  job  we  can  do 
for  you.  You  will  not  be  imposing.  You 

will  simply  be  helping  us  to  find  the  work 
that  will  continue  to  keep  us  growing, 

here  in  this  pioneer  group  of  radio-station 

representatives. 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WKBV/  BUFFALO 
WJWC    .   .  CHICAGO-HAMMOND 
WCKY  CINCINNATI 
KDAL  DULUTH 
WDAY   .   .   .  FARGO 
WISH  INDIANAPOLIS 
WKZO  .KALAMAZOO-GRAND  RAPIDS KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN     .   .  MINNEAPOLIS-ST.  PAUL WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBL  SYRACUSE 

.  .  .  IOWA  .  .  . 
WHO  DES  MOINES 
woe  DAVENPORT KMA  SHENANDOAH 

.  .  .  SOUTHEAST  .  .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  .  .  . 
KOB  ALBUQUERQUE 
KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  :  . 
KARM   FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX.  Inc. 

Free  &  Peters,  |h. 

Pioneer  Radio  Station  Representatives Since  May,  1932 

CHICAGO:  180N.  Michigan  NEW  YORK:  247ParkAve.  SAN  FRANCISCO:  m  Suiter  HOLLYWOOD:.  1 512  N.  Gordon  ATLANTA:  ^22  Palmer  Bldg. 
Franklin  6373  Plaza  5-4131  Sutter  4353  Gladstone  3949  Main  5667 
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Radio  Steps  Into  Leading  Wartime  Role 

7  Millions  Sought 
For  Shortwave 

■H     By  OWI 

W  RAl 
By  SOL  TAISHOFF 

RADIO'S  indispensability  as 
an  arm  of  modern  warfare 
and  the  tremendous  role  it  is 

playing  both  domestically  and 
afield,  was  unfolded  to  Con- 

gress last  week  by  Govern- 
ment officials.  Highlighted  was 

the  estimate  of  Elmer  Davis, 
OWI  director,  that  the  indus- 

try is  contributing  time  worth 
$64,000,000  a  year  at  com- 

mercial rates,  for  war  agen- 
cies. 

This  revelation  was  made 
by  the  OWI  director  in  high- 

ly significant  testimony  be- 
fore a  House  Appropriations 

Subcommittee,  released  last 
Thursday.  The  second  supple- 

mental national  defense  ap- 
propriation bill  carrying  an  addi- 

tional $6,350,000,000  for  the  fiscal 
year  and  ending  June  30,  1943,  was 
passed  unanimously  the  same  day 
and  sent  to  the  Senate. 
A  veritable  gold-mine  of  infor- 

mation on  the  part  radio  is  playing 
in  the  war,  the  reliance  placed  on  it 
by  the  Government,  and  the  ex- 

pansion projects  ahead,  particular- 
ly in  international  shortwave  broad- 

casting and  in  psychological  war- 
fare, was  portrayed  in  the  commit- 

-  tee's  report  on  the  hearings,  held during  latter  September. 

Fly's  Testimony 
In  addition  to  the  OWI  testi- 

mony, broadcasting  operations  were 
covered  by  FCC-BWC  Chairman 
James  Lawrence  Fly,  who  sought 
and  got  additional  funds  for  FCC 
war  work,  and  by  Nelson  Rocke- 

feller Coordinator  of  Inter-Ameri- 
can Affairs,  the  latter  mainly  in 

the  shortwave  field.  Plans  for  the 
'  leasing  of  all  of  the  time  of  the 
international  shortwave  stations 
jointly  by  OWI  and  CIAA  for 
about  $1,000,000  a  year  and  for  the 
purchase  of  additional  transmitters 
for  such  operations,  amounting  to 

$7,000,000  were  related  and  ap- 
proved by  the  House.  Senate  ap- 

proval is  regarded  as  certain. 
In  describing  the  functions  of 

OWI's  Radio  Bureau,  under  Wil- 
liam L.  Lewis,  Mr.  Davis  praised 

the  cooperation  of  the  broadcasting 
industry.  Since  the  facilities,  talent, 
and  services  of  the  radio  industry 
are  offered  to  the  Government  on 
a  largely  voluntary  basis,  he  said,  it 
becomes  one  of  the  greatest  re- 

sponsibilities of  the  Radio  Bureau 
to  utilize  these  facilities  in  the  best 
way  possible. 

"Radio  time  planned  for  official 
Government  consumption  over  the 
period  of  a  year  would  cost  $64,- 
000,000  if  paid  for  at  regular  com- 

mercial rates,"  Mr.  Davis  said. 
This  compares  to  net  time  sales 

of  the  industry  in  1941  of  $176,- 
000,000  [Broadcasting  Yearbook, 
1942].  The  figure  for  1942,  despite 
war  inroads  on  smaller  stations, 
may  run  12  to  15%  higher. 

The  FCC  sought  an  additional 
$608,000  for  the  1943  fiscal  year 
for  war  activity,  largely  in  expand- 

ing its  monitoring  services,  and  for 

checking  foreign  language  pro- 
gramming and  personnel.  The  com- 

mittee cut  it  $50,000  to  $558,000. 
Chairman  Fly  made  some  rather 
sensational  statements,  under  ques- 

tioning by  committee  members,  on 
some  of  the  mystery  surrounding 
the  inquiry  into  alleged  bribery  in 
FCC  grants  (see  story  on  this  page) . 

Tipping  Tactics 
Chairman  Fly  used  a  couple  of 

startling  reports  in  pressing  for  the 
additional  FCC  appropriation  to  in- 

vestigate foreign  language  station 
operations  and  otherwise  tighten 
up  FCC  wartime  scrutiny.  He  cited 
the  report  that  an  announcer  was 
"tipping  off  enemy  submarines  as 
to  the  time  of  departure  of  Ameri- 

can convoys  by  the  use  of  such  de- 
vices as  the  dedication  of  songs  to 

the  crews  of  certain  vessels".  A 
second  was  the  report  that  a  for- 

eign language  announcer  was  actu- 
ally using  an  open  code  by  the 

"juggling  of  prices  of  advertised 
products  or  by  systematic  gramma- 

tical mistakes." 
Mr.  Fly  sought  the  $600,000  ad- 

Old  Charge  of  FCC  'Bribery' 

Is  Revived  at  House  Hearing 

THE  AURA  of  mystery  surround- 
ing the  FCC's  "skeleton  rattling" 

inquiry  into  alleged  improprieties 
by  former  members  of  the  old  Ra- 

dio Commission  and  of  the  FCC 
remained  unbroken  last  week  after 
Rep.  Wigglesworth  (R-Mass.) 
called  on  the  Commission  to  clear 

up  charges  that  "members  or 
former  members"  have  accepted 
gratuities  from  broadcasters  in  re- 

turn for  improved  facilities.  He 
called  for  a  Congressional  investi- 

gation of  the  FCC. 
Rep.  Wigglesworth,  who  repeat- 

edly has  attacked  the  FCC,  ad- 
dressed the  House  last  Thursday 

during  consideration  of  the  supple- 
mental national  defense  appropria- 

tion bill,  carrying  additional  funds 
for  the  Commission's  war  work.  He 
recounted  to  the  House  his  close 
examination  of  FCC  Chairman 
James  Lawrence  Fly,  who  appeared 
before  the  Appropriations  Subcom- 

mittee Sept.  30.  The  testimony  was 
released  last  Thursday,  when  the 
appropriations    measure   was  re- 

ported to  the  House  and  unani- 
mously passed. 

The  name  of  Sam  Pickard, 
former  member  of  the  Radio  Com- 

mission who  retired  in  1929  to 
join  CBS  as  its  station  relations 
vice-president,  was  drawn  into  the 
affray.  Mr.  Fly  had  told  the  sub- 

committee that  the  report  of  the 
FCC's  special  counsel,  John  D. 
Farnham,  would  "reflect  a  critical 
attitude  toward  certain  of  the  ac- 

tions of  Commisioner  Pickard." 
Also  specifically  mentioned  was 

a  reported  instance  whereby  a  sta- 
tion allegedly  procured  authority 

to  operate  at  night  in  lieu  of  part- 
time  operation  and  that  a  "payoff" had  been  made  to  the  commission- 

ers who  voted  favorably.  Mr.  Wig- 
glesworth, based  on  the  testimony, 

said  he  understood  the  Farnham 
report  disclosed  that  $1,000  in 
cash  and  $4,000  in  Government 
bonds  had  been  turned  over  to  the 
attorney  for  the  station  (under- 

{Continued  on  page  52) 

ditional  for  more  personnel  to  carry 
on  investigations  and  broaden  pres- 

ent operations.  Of  the  total,  $155,- 
880  is  sought  for  62  additional  at- 

torney-investigators and  clerical 
help.  He  said  the  foreign  language 
work  was  being  undertaken  because 
the  FBI  isn't  able  to  do  it  and  be- 

cause OWI  needs  information. 
All  told,  he  outlined  six  reasons 

for  the  additional  money  for  the 
current  fiscal  year.  These  covered 
(1)  investigation  into  personnel  of 
international  and  domestic  foreign 
language  broadcast  stations  to  head 
off  any  possible  enemy  activity; 
(2)  continuation  of  its  survey  of 
telegraph  service  to  correct  in- 

equities and  speed  up  wartime 
traffic;  (3)  surveys  of  foreign  lan- 

guage program  service  for  regula- 
tory purpose,  and  as  a  service  to 

OWI;  (4)  study  of  labor  supply  in 
the  communications  industry,  in- 

cluding broadcasting;  (5)  work  in 
inter- American  communications; 

(6)  expansion  of  coverage,  monitor- 
ing, and  reporting  of  foreign  broad- 

casts to  meet  "urgent  requests  from 

other  war  agencies". OWI  was  given  an  additional 
fund  of  $25,000,000,  whereas  it 
sought  about  $27,000,000,  but  the 
committee  in  its  report  praised  the 
work  of  the  organization  under 
Mr.  Davis'  direction.  A  substantial 
part  of  this  ,totaling  several  mil- 

lion, was  earmarked  for  the  Over- seas Branch  and  affects  radio. 
Mr.  Rockefeller's  CIAA  got 

$5,000,000  more— a  cut  of  a  half- million.  A  portion  of  this  is  for  the 

purchase  of  time  over  the  short- 
wave stations,  and  for  other  some 

domestic  radio  uses. 
What  the  Army  thinks  about  ra- 

dio in  modern  warfare  was  re- 
vealed in  a  letter  from  Gen.  George 

C.  Marshall,  Chief  of  Staff,  to  OWI 
Director  Davis.  In  a  letter  dated 

Sept.  28,  Gen.  Marshall  pointed 
out  that  OWI  is  furnishing  infor- 

mation for  our  troops  overseas,  and 
is  also  rendering  assistance  in  pro- 

viding American  radio  entertain- ment for  them. 

"In  extending  facilities  for 
American  radio  bi-oadcasting, 
which  have  hitherto  been  inac- 

cessible, the  OWI  is  rendering  a 

valuable  service,"  said  Gen.  Mar- 
shall. "Also,  it  has  been  of  assist- 

ance in  cooperating  with  the  Army 
Air  Forces  in  the  preparation  and 

(Continued  on  page  50) 
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Ind  u  stry  Unity  Hinges  on  N  A  B  Meeting 

ABA  Elects  Its  Officers 

But  Withholds 

Campaign 
A  NEW  CRISIS  in  the  turbulent 
history  of  the  NAB,  involving  the 
future  status  of  the  organization 
and  of  its  president,  Neville  Miller, 
will  confront  its  board  of  directors 
at  a  meeting  in  Chicago  Tuesday 
(Oct.  13)  on  a  pending  proposal 
for  reorganization. 

A  conclusive  vote  on  reorganiza- 
tion which,  if  effected,  would  entail 

Mr.  Miller's  retirement,  is  slated 
for  the  meeting,  called  by  petition 
of  members  of  the  board  after  the 
question  had  been  raised  but  not  de- 

cided at  the  previous  board  meeting 
in  Chicago  Sept.  24-26. 

There  is  sharp  division  among 
the  25  NAB  directors,  though  a 
"straw  vote"  at  the  last  meeting, 
with  some  18  of  the  members  pres- 

ent, was  said  to  have  reflected  a 
majority  view  that  changes  should 
be  made  and  that  Mr.  Miller,  de- 

spite a  contract  which  runs  until 
July,  1944,  should  be  relieved. 

Unity  Is  Goal 

The  whole  reorganization  plan, 
according  to  its  proponents,  is  de- 

signed to  preserve  unity  in  the  in- 
dustry and  to  make  possible  a  more 

effective  job  in  the  industry's  be- 
half in  war  activities,  notably  on 

the  Washington  scene.  On  the  other 
hand  supporters  of  Mr.  Miller 
argue  that  the  changes  proposed 
would  not  effect  unity  and  that 
many  dissidents  still  would  sup- 

port other  separation  movements  of 
one  character  or  another. 

The  board  meets  the  day  follow- 
ing the  arguments  in  the  Federal 

District  Court  in  Chicago  on  the 
Dept.  of  Justice  suit  for  an  injunc- 

tion against  James  C.  Petrillo  and 
the  American  Federation  of  Musi- 

cians. This  issue  alone,  aside  from 
others  precipitated  by  wartime  op- 

erations, is  characterized  as  suffici- 
ent reason  for  preventing  any  open 

schism  in  the  industry  at  this  time. 
Unless  the  NAB  reorganizes,  if 

is  stated,  the  newly-formed  Ameri- 
can Broadcasters  Assn.,  projected 

as  a  horizontally  competitive  trade 
group,  will  perfect  its  organization 
plans.  ABA,  at  a  meeting  in  New 
York  last  Thursday,  announced 
completion  of  "legal  formalities  re- 

quisite to  the  creation  of  the  asso- 

ciation" by  adopting  by-laws  and 
by  electing  John  Shepard  3d,  presi- 

dent of  the  Yankee  Network,  as 
its  temporary  president,  and  Wal- 

ter J.  Damm,  directing  head  of 
WTMJ,  Milwaukee,  as  temporary 
secretary-treasurer.  All  nine  found- 

ers of  the  ABA,  who  met  in  Chicago 
Sept.  24-25,  were  elected  to  the 
temporary  board  of  directors. 

The  ABA  statement  added,  how- 
ever, that  the  group  had  held  up 

further  organization  plans  for  the 
present  in  the  interest  of  "unity 
and  harmony  in  the  broadcasting 
industry".  It  was  made  clear,  how- 

ever, that  the  group  proposed  to 

wait  until  the  results  of  the  NAB 
board  meeting.  If  Mr.  Miller  is 
given  a  confidence  vote,  then  it  is 
regarded  as  certain  that  the  ABA 
plans  wil  be  pursued  and  that  a 
membership  meeting  will  be  called 
within  a  month  or  six  weeks. 

ABA  Plans 

If,  on  the  other  hand  Mr.  Miller 

retires,  it  is  understood  ABA's 
plans  will  be  held  in  abeyance  and 
a  "united  front"  will  be  restored. 
At  this  stage,  however,  the  result 
is  by  no  means  certain. 

The  ABA  group,  which  would 
supersede  the  Broadcasters  Victory 
Council,  created  eight  months  ago 
to  cover  the  Washington  war  front 
for  radio  without  regard  to  NAB 
activities,  said  that  Messrs.  Shep- 

ard and  Damm  would  serve  until 

the  first  general  membership  meet- 
ing of  the  organization.  This  origi- 

nally was  planned  for  the  first 
week  in  November  but  now  has 
been  indefinitely  postponed. 

"In  view  of  suggestions  from 
several  prominent  NAB  members 
that  ABA  withhold  the  employ- 

ment of  executive  personnel  and 
active  solicitation  of  additional 

members,"  the  ABA  statement  said, 
"those  present  agreed  that  the  best 
interests  of  unity  and  harmony  in 
the  broadcasting  industry  would  be 
served  by  acceeding  to  these  sug- 

gestions." Attending  the  meeting,  in  addi- 
tion to  Messrs.  Shepard  and  Damm, 

were  George  B.  Storer,  president. 
Fort  Industry  Co.,  and  of  National 

By  MARTIN  CODEL 

LONDON — Most  London  newspa- 
pers gave  considerable  play  Oct.  5 

to  the  story  first  exclusively  re- 
ported in  a  London  dispatch  to 

Broadcasting  Sept.  28,  revealing 
that  Army  authorities  are  consider- 

ing a  plan  to  pipe  American-type 
radio  programs  to  U.  S.  soldiers  in 
our  many  camps  here.  The  pro- 

grams would  be  fed  to  a  series  of 
low-power  camp  transmitters,  with 
a  bearable  radius  of  only  a  few 
miles  and  fed  by  landline  from  Lon- 

don, in  collaboration  with  the  BBC. 
This  led  Brewster  Morgan,  OWI 

radio  chief  recently  detailed  here, 
to  admit  in  a  press  interview  that 
the  project  is  going  forward  sub- 

ject to  military  approval  and  avail- 
ability of  transmitting  equipment. 

Soldiers  have  relatively  few  radios 
in  the  camps,  as  pointed  out  in 
Broadcasting,  and  due  to  the  diffi- 

culty of  buying  them  here  or  ship- 
ping from  America  the  plan  now 

also  contemplates  piping  programs 
landline  direct  to  loudspeakers  in 
canteens,  recreation  halls  and  bar- 

racks. Such  a  plan  is  entirely  prac- 
ticable, obviating  needless  trans- 

Independent  Broadcasters;  Eugene 
Pulliam,  owner  of  WIRE,  Indiana- 
polisc,  and  president  of  Network 
Affiliates  Inc.,  and  Harry  Bannis- 

ter, manager  of  WWJ,  Detroit. 
Other  founders  of  the  asociation, 

who  met  in  Chicago  Sept.  25  and 
decided  on  the  project  after  the 
NAB  board  had  failed  to  act  on  the 
Miller  issue  but  who  did  not  at- 

tend the  New  York  meeting,  are 
James  D.  Shouse,  WLW-WSAI, 
Cincinnati;  E.  B.  Craney,  Z-Bar 
network  in  Montana  and  KXL, 
Portland;  0.  L.  (Ted)  Taylor, 
president  of  the  Taylor-Howe- 
Snowden  stations  in  Texas  (who 
had  resigned  from  the  NAB  board 
by  wire  on  Sept.  24)  and  Stanley 
Hubbard,  president  of  KSTP,  St. 
Paul. 

Ryan,  Morency  Attend 
At  the  invitation  of  ABA,  J. 

Harold  Ryan,  Assistant  Director 
of  Censorship  in  charge  of  radio 
and  a  member  of  the  NAB  board 
for  the  Fort  Industry  Co.  of  which 
he  is  vice-president  and  general 
manager,  and  Paul  W.  Morency, 
general  manager  of  WTIC,  Hart- 

ford, also  an  NAB  board  member, 
lunched  with  the  ABA  group  in 
New  York  last  Thursday. 
ABA  previously  had  announced 

that  it  would  retain  a  paid  presi- 
dent and  two  other  executives.  One 

report  which  became  widely  cur- 
rent, but  which  has  neither  been 

denied  nor  confirmed,  was  that  Cir- 
cuit Judge  Sherman  Minton,  of 

Indiana,  former  Democratic  Sena- 
{Continued  on  page  Jf9) 

mitting  installations  and  taking 
into  account  the  frequent  move- 

ment of  troops. 
More  of  the  highly  popular  Army 

A  radio  transcription  kits  are  badly 
needed  here,  as  I  found  while  visit- 

ing camps.  Mr.  Morgan  took  occa- 
sion to  deny  to  the  British  press 

any  U.  S.  intention  of  establishing 
its  own  broadcasting  system  here 
which  the  British  public  could  hear, 
asserting  that  the  proposed  sta- 

tions are  intended  solely  for  listen- 
ing by  American  troops.  It  also  de- 

veloped this  week  that  William  S. 
Paley,  CBS  president,  has  arranged 
with  the  Red  Cross  for  a  series  to 
start  here  soon. 

Titled  American  Red  Cross  Re- 
porter, it  will  feature  human  inter- 

est stories  about  what  our  soldiers 
are  doing  and  thinking  while  on 
foreign  soil. 
NBC  also  is  planning  a  soldier 

series  from  the  British  Isles  under 
Red  Cross  auspices.  First  of  the 
series  was  tentatively  scheduled 
Oct.  10,  featuring  an  AEF  sweet- 

heart picture  contest  with  a  sol- 
dier, whose  girl's  picture  was 

chosen,  talking  on  the  program  to 
that  girl  at  home. 

Critical  Positions 

In  Radio  Stations 

Defined   by  BWC 
Standard  Definitions  to  Aid  in 

Manpower  Lists  Submitted 
ANOTHER  important  stride 
toward  creation  of  a  standard  list 
of  critical  occupations  in  the  broad- 

cast field,  to  forestall  crippling  of 
broadcasting  operations,  was  taken 
last  week  with  transmission  to  the 
War  Manpower  Commission  of  lists 
of  critical  occupations  and  defini- 

tions of  such  positions  in  radio 
and  communications. 

Prepared  by  the  Domestic  Broad- 
casting Committee  of  the  Board  of 

War  Communications,  the  list  cov- 
ering standard  broadcasting  in- 
cludes 100  separate  definitions  of 

critical  occupations.  The  list  cov- 
ering the  various  communications 

fields  was  prepared  by  the  BWC 
subcommittees  and  transmitted  to 
WMC  by  James  Lawrence  Fly, 
chairman  of  BWC.  It  was  prepared 
at  the  request  of  WMC. 

WMC  Action  Seen 

The  BWC  statement,  released 
for  publication  today  (Oct.  12), 
stated  that  the  lists  were  furnished 

to  WMC  for  that  agency's  con- 
sideration and  "appropriate  action 

in  connection  with  the  establish- 
ment of  a  standard  list  of  critical 

occupations".  Members  of  the  BWC 
subcommittees  represent  Govern- 

ment, labor  and  industry,  all  of 

whom  played  a  part  in  prepara- 
tion of  the  dictionaries  of  defini- 

tions. 
"It  is  presumed  that  these  lists 

will  also  be  used  by  draft  boards 
in  considering  Selective  Service 
policies  in  drafting  key  personnel 
from  the  communications  indus- 

try," said  the  BWC  statement. 
The  lists  thus  far  submitted  to 

WMC  cover,  in  addition  to  stand- 
ard broadcasting,  the  international 

broadcasting  and  television  fields 
and  radio  communications  and  wire 
telephone  communications.  Similar 
lists  are  in  preparation  by  various 
other  committees  of  BWC  covering 

telegraph,  cable,  aviation  commu- nications, and  state  and  municipal 
emergency  fields. 
WMC,  in  conjunction  with  U.  S. 

Employment  Service  and  Selective 
Service,  now  is  formulating  pre- 

cise lists  of  critical  occupations  in 
the  34  spheres  of  service  already 
determined  to  be  essential  in  the 
war  effort.  Because  of  drastically 
altered  revision  of  original  esti- 

mates of  manpower  needs  for  the 
armed  services,  reports  have  been 
current  that  a  revaluation  of  the 
list  of  34  critical  services  may  be 
entailed.  The  entire  communica- 

tions field,  however,  has  been 

pegged  as  indispensable  in  war  op- erations and  little  likelihood  is 
seen  of  any  altered  policies  which 
would  affect  the  standard  broad- 

casting or  basic  communications fields. 
Once  WMC  decides  on  critical 

occupations  in  the  various  fields, 
(Continued  on  page  48) 

Army  Camps  on  British  Isles 

Slated  to  Get  More  U.  S.  Radio 
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Court  or  Accord  May  Break  Music  Crisis 

Injunction  Plea  Before  Judge  Barnes 

Evidence  Piles  Up  Against  AFM 
A  BREAK  in  the  radio  music  crisis,  either  through  court 

action  or  an  attempted  interim  negotiated  settlement,  is  fore- 
seen soon,  in  the  face  of  the  continued  onslaughts  of  James  C. 

Petrillo  and  his  American  Federation  of  Musicians. 

Practically  all  industry  eyes  were  turned  toward  Chicago, 

where  arguments  are  to  be  heard  today  (Oct.  12)  by  Federal 
Judge  John  P.  Barnes  on  the  mo- 

tion of  the  Dept.  of  Justice  for  a 
preliminary  injunction  to  stop 
Petrillo.  The  court  also  will  hear 
argument  on  the  motion  of  AFM 
to  dismiss  the  Government's  anti- 

trust proceedings. 
Arnold  vs.  Padway 

Pitted  against  each  other  in  this, 
argument  will  be  Assistant  Attor- 

ney General  Thurman  Arnold,  who 
has  led  the  campaign  against  the 
"made  work"  issue,  and  Joseph  A. 
Padway,  general  counsel  of  AFL  as 
well  as  AFM  in  the  proceedings, 
who  will  be  armed  with  the  action 
of  the  AFL  convention  in  Toronto 
last  Thursday,  supporting  the 
Petrillo  position. 

Enlivening  public  and  industry 
indignation  against  Petrillo's  tac- 

tics were  the  recent  actions  banning 
recorded  rebroadcasts  of  network 
programs  and  the  refusal  of  the 
AFM  New  York  local  to  allow  the 
Treasury  War  Savings  Staff  to 
use  an  FM  hookup  to  promote  bond 
sales. 

It  was  indicated  that  no  further 
action  would  be  taken  in  the  Senate 
on  the  Clark  Resolution  (SRes-286) 
to  investigate  the  Petrillo  dynasty 
until  the  court  argument. 

Preparatory  to  the  court  hearing, 
affidavits  by  station  managers,  net- 

work executives,  Government  offi- 
cials, transcription  and  record 

manufacturers,  and  juke  box  oper- 
ators were  filed  by  the  Dept.  of 

Justice.  The  arguments  are  not  ex- 
pected to  last  more  than  a  day. 

If  the  temporary  injunction  is 
granted,  and  the  AFM  motion  to 
dismiss  denied,  a  trial  date  will 
then  be  set  for  hearings  on  the 
permanent  injunction.  If,  however, 
the  motion  to  dismiss  is  granted, 
the  case  undoubtedly  will  be  taken 
into  the  Circuit  Court  of  Appeals 
by  the  Government. 

Sworn  statements  by  OWI  Di- 
rector Elmer  Davis  and  FCC  Chair- 

man James  Lawrence  Fly,  filed  by 
the  Dept.  of  Justice,  paralleled  the 
testimony  of  these  officials  before 
the  Petrillo  Probe  Subcommittee 
of  the  Senate  last  month.  Both 
contended  the  recording  ban,  which 
became  effective  Aug.  1,  would 
weaken  war  communication  and 
hamper  maintenance  of  morale, 
thereby  harming  the  war  effort. 
Mr.  Fly  said  that  many  small 
broadcasting  stations  would  go 
under  if  the  ban  persisted,  since 
they  are  entirely  dependent  upon 
recorded  music. 

Affidavits  also  were  submitted 
by  NAB  President  Neville  Miller; 

E.  M.  Spence,  managing  director 
and  treasurer  of  NAB;  Deane 
Banta,  KERN,  Bakersfield;  Wilton 
E.  Cobb,  WMAZ,  Macon;  Virgle  E. 
Craig,  WRLC,  Toccoa,  Ga.;  H.  B. 
Dillen,  WAGM,  Presque  Isle,  Me.; 
James  A.  Barber,  KGVO,  Missoula, 
Mont.;  Ezra  Mcintosh,  WWNC, 
Asheville;  Edward  C.  Coontz, 
KVOO,  Tulsa;  Frank  H.  Loggan, 
KBND,  Bend,  Ore.;  Thomas  Steins- 
land,  KUSD,  U  of  South  Dakota 
station,  Vermillion,  S.  D.;  Ingham 
S.  Roberts,  KGBS,  Harlingen,  Tex.; 
L.  L.  Hendrick,  KRRV,  Sherman, 
Tex.;  H.  C.  Whitehead,  WTAR, 
Norfolk;  Henry  B.  McNaughton, 
WAJR,  Morgantown,  Va.;  H.  R. 
Lepoidevin,  WRJN,  Racine;  Bill 
Reeves,  WHUB,  Cookeville,  Tenn. 

Sworn  statements  by  representa- 
tives of  the  four  networks  were 

signed  by  Herbert  V.  Akerberg, 
CBS  vice-president  in  charge  of 
station  relations;  Phillips  Carlin, 
BLUE  vice-president  in  charge  of 
programs;  Fred  Weber,  general 
manager  of  MBS;  and  Frank  E. 
Mullen,  NBC  vice-president  and 
general  manager. 

Recorders  Testify 

Recording  and  transcription 
companies  who  submitted  testi- 

mony were  M.  M.  Blink,  for  Stand- 
ard Radio;  Edward  Wallerstein, 

Columbia  Recording  Corp.;  Frank 
Walker,  RCA  Manufacturing  Co.; 
Jack  Kapp,  Decca  Records;  C.  M. 
Finney,  Washington  Music  Pub- 

lishers; C.  P.  MacGregor,  C.  P. 

MacGregor  Inc.;  Michael  M.  Siller- 
man,  Keystone  Broadcasting  Sys- 

tem, transcription  network.  Affida- 
vits of  some  40  operators  of  auto- 

matic coin-operated  juke  boxes  and 
proprietors  of  restaurants  were 
also  entered  into  the  court  record 
by  the  Department  of  Justice.  In 
each  case  the  affiants  outlined  the 
damaging  effect  of  the  recording 
ban. 
NAB  said  a  study  had  been  made 

by  individual  stations  comparing 
the  roster  of  the  local  musicians 
union  and  the  official  City  Direc- 

tory, which  listed  occupations  of 
residents  in  that  community.  In 
the  100  analyses  made,  covering 
36,000  AFM  members,  it  was  found 
that  45%  of  the  names  do  not  ap- 

pear in  the  City  Directory  at  all 
and  that  a  large  proportion  do  not 
reside  within  the  community,  or 
have  moved  away  and  therefore 
are  unavailable  for  employment. 
Thirty  percent  of  those  listed  were 
designated  as  musicians  by  pro- 

fession, while  60%  indicated  some 
other  occupation  such  as  architect, 

barber,  plumber,  physician,  under- 
taker, tailor,  civil  service  employe, 

etc. 

AFM  Bans  Placed  on  Repeats 

Ruled  on  as  Individual  Cases 

ACTION  of  the  AFM  in  refusing 
to  allow  recorded  rebroadcasts  of 

the  Jack  Benny  Show  and  Duffy's 
Tavern  network  programs  for  the 
Pacific  Coast  is  not  the  result  of 
any  general  prohibition  of  recorded 
rebroadcasts,  but  each  case  was  an 
individual  ruling  based  on  the  par- 

ticular details  of  the  rebroadcast, 
Broadcasting  was  informed  last 
week. 

In  each  of  the  two  programs  in 
question  the  union,  acting  on  ad- 

vice of  counsel,  ruled  against  per- 
mitting the  recorded  broadcast  of 

the  programs  for  the  BLUE  Pa- 
cific Coast  Network  on  the  grounds 

that  to  do  so  might  weaken  the 
AFM  position  in  the  Federal  Court 

in  Chicago  when  the  Government's 
plea  for  an  injunction  restraining 
the  union  from  enforcing  its  re- 

cording ban  is  heard. 
AFM  is  still,  however,  permit- 

ting individual  stations  who  are 
not  able  to  carry  network  pro- 

grams at  the  time  of  the  network 
broadcast  to  make  off-the-line  re- 

cordings of  these  programs  for 
broadcasting  locally  at  a  later 
time. 

Situation  is  somewhat  confused 
by  the  fact  that  there  are  three 
classes  of  recorded  rebroadcasts  of 
network  shows.  First,  there  is  the 
delayed  broadcast,  just  described, 
in  which  an  affiliate  station  or  num- 

ber of  stations,  unable  to  take  the 
program  at  the  time  of  its  network 
broadcast  because  of  being  a  part- 
time  station  or  having  a  local  pro- 

gram at  that  time  or  some  similar 
reason,  records  the  program  from 
the  network  lines  and  broadcasts  it 
at  some  late  time. 

Network  contracts  with  the  New 
York  AFM  local  (802)  provide 
that  for  network  programs  origi- 

nating in  New  York  such  rebroad- 
casts shall  be  made  within  24  hours 

of  the  original  if  on  a  New  York 
station  and  within  48  hours  of  the 
original  elsewhere  in  the  country. 
No  extra  payment  is  made  to  mu- 

sicians for  delayed  broadcasts  as 
they  are  considered  as  a  part  of 
the  network  broadcast. 

Second  class  of  rebroadcast  is 

the  repeat  broadcast,  where  a  net- 
work program  is  broadcast  at  one 

time  by  part  of  the  network  and 
repeated  at  a  more  favorable  time 

(Conthiued  on  page  4-4) 

The  affidavit  quoted  the  state- 
ment made  by  Petrillo  in  1937  that 

"our  membership  consists  of  fully 
one-half  of  non-professionals  who 
are  not  entirely  dependent  or  music 
for  a  livelihood."  Citing  station 
finances,  the  sworn  testimony  stated 
that  200  stations  are  losing  money, 
and  that  450  stations  have  a  gross 
income  of  less  than  $75,000  a  year. 

According  to  the  NAB's  study, there  are  223  communities  where 
there  are  radio  stations  in  which 
no  AFM  local  is  located. 

The  affidavit  of  Mr.  Spence  cited 

the  hardship  inflicted  on  small  non- 
network  affiliated  stations  by  the 
Petrillo  actions.  The  written  testi- 

mony of  the  individual  station  ex- 
ecutives described  the  damages  in- 

flicted by  the  recording  ban. 
Mr.  Padway,  in  a  106-page  mem- 

orandum flled  Oct.  1  in  support  of 
the  motion  to  dismiss,  reiterated 
previous  statements  made  by  him 
and  also  used  virtually  the  same 
reasons  encompassed  in  the  AFM 
resolution  adopted  at  Toronto.  He 
said  that  to  grant  an  injunction 
"would  impose  involuntary  servi- 

tude on  musicians  and  that  the  at- 
titude of  the  Anti-Trust  Division 

is  not  only  pernicious,  but  it  goes 
beyond  the  heartless  and  even 
scornful  apathy  for  the  tragic 
victims  of  technological  unemploy- 

ment." 

Whereas  misgivings  first  were 
expressed  over  procurement  of  in- 

junctive relief,  the  attitude  has 
changed  to  one  of  confidence  that 
the  injunction  would  be  granted. 
Appearing  in  court  with  Mr. 
Arnold  will  be  Daniel  B.  Britt, 
Special  Assistant  to  the  Attorney 
General  in  Charge,  and  Holmes 
Baldridge,  Chief  of  the  Litigation 
Section  of  the  Anti-Trust  Division. 
It  will  be  Mr.  Arnold's  first  appear- ance in  a  Federal  District  court  in 
a  union  anti-trust  suit,  although 
he  has  made  several  appearances 
against  Mr.  Padway  in  both  the 
Circuit  Court  of  Appeals  and  the 
Supreme  Court. 

Katz,  Friedman  Aid 

Mr.  Padway,  colorful  English- 
born  attorney  who  was  the  object 
of  attacks  last  year  by  Westbrook 

Pegler  for  his  purported  involve- 
ment in  the  motion  picture  em- 

ployees' union  during  the  Willie 
Bioff  and  George  Browne  scandal, 
will  be  assisted  in  argument  by 
David  Katz,  Chicago  counsel  for 
AFM  and  Petrillo's  personal  at- 

torney, and  Henry  A.  Friedman, 
New  York  AFM  attorney. 

How  much  Petrillo's  hand  will 
be  strengthened  by  the  action  of  the 
AFM  convention  in  Toronto  last 
Thursday,  unanimously  adopting  a 
resolution  supporting  the  record 
and  other  bans,  was  conjectural. 
The  resolution  charged  that  the 
broadcasting  industry,  the  Anti- 
Trust  Division  and  the  nation's 
press  have  "ganged  up"  on  AFM and  "launched  one  of  the  most 

(Continued  on  page  i6) 
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Richards  Heads  Censor  Unit 

For  Foreign  Tongue  Programs 

Voluntary  Method  Retained,  Ryan  Declares,  as  New 
Section  Cooperates  With  Industry  Groups 

CBS  Names  White 

And  Ream  as  V-Ps 
Network  Officials  to  Retain 
Present  Executive  Posts 
FRANK  K.  WHITE,  treasurer  of 
CBS,  and  Joseph  H.  Ream,  secre- 

tary and,  until  early  this  year,  gen- 
eral counsel  for  the  network,  were 

elected  vice-presidents  of  CBS  last 
Wednesday  at  a  meeting  of  the 
CBS  board  of  directors.  Both  will 
continue  in  their  present  executive 
capacities. 

In  announcing  the  appointments 
Paul  W.  Kesten,  CBS  vice-presi- 

dent and  general  manager,  stated 
that  "CBS,  in  the  past  four  months. 

Mr.  Ream  Mr.  White 

has  lost  three  vice-presidents, 
Harry  C.  Butcher,  Lawrence  W. 
Lowman  and  Mefford  R.  Runyon, 
to  the  armed  forces,  and  the  elec- 

tion of  Mr.  White  and  Mr.  Ream 
as  vice-presidents  is  in  recognition 
of  their  increased  duties  and  re- 

sponsibilities in  the  management 
All  Vacancies  Filled 

Dr.  Frank  N.  Stanton,  CBS  di- 
rector of  research,  last  month  was 

elevated  to  a  vice-presidency  by 
the  board.  Thus  the  three  vacancies 
in  vice-presidencies  created  by  re- 

signations to  enter  the  armed  forces 
have  been  filled. 

Dr.  Stanton  took  over  those  du- 
ties vacated  by  Lt.  Com.  Runyon, 

relating  to  owned  and  operated  sta- 
tions. Mr.  Ream  was  delegated 

functions  having  to  do  with  station 
relations,  in  conjunction  with  Vice- 
President  Herbert  V.  Akerberg,  in 
charge  of  station  relations.  Mr. 
White  also  has  taken  over  certain 

of  Com.  Runyon's  duties,  pertain- 
ing to  fiscal  matters. 

Dr.  Stanton  will  continue  his 
executive  research  functions  in  ad- 

dition to  his  direction  of  M  &  O 
stations  and  supervision  of  Radio 
Sales  Inc.,  CBS  spot  sales  organi- 

zation. Two  of  the  CBS-owned  sta- 
tions— WBBM,  Chicago,  and 

KMOX,  St.  Louis,  remain  subject 
to  the  supervision  of  H.  Leslie  At- 
lass,  CBS  vice-president  and  direc- 

tor of  its  Central  Division. 
A  native  of  Washington  and  an 

alumnus  of  George  Washington  U, 
class  of  1920,  Mr.  White  came  to 
New  York  in  1921  becoming  iden- 

tified with  various  publishing  busi- 
nesses during  the  next  few  years. 

He  served  as  assistant  to  the  presi- 
dent of  the  Union  News  Co.  until 

he  joined  Newsweek  magazine  as 
treasurer  and  business  manager. 
He  has  been  treasurer  of  CBS 
since  1937. 

Mr.  Ream,  a  native  of  Bedford, 
la.,  has  an  A.B.  degree  from  the 
U  of  Kansas  and  an  LL.B.  from 
Yale.  From  1927  to  1934,  he  was 

GARMENT  CONCERN 

TESTS  SPOT  RADIO 
INDUSTRIAL  Undergarment 
Corp.,  New  York,  believed  to  be  one 
of  the  first  concerns  of  its  kind  to 
enter  spot  radio  on  a  national 
basis,  will  launch  a  test  campaign 
on  one  station  each  in  41  cities  in 
behalf  of  Stardust  Life-Insured 
Slips  and  Blouses,  starting  Oct.  19 
and  continuing  until  mid-Decem- 

ber. A  total  of  about  five  live  an- 
nouncements will  be  used  on  each 

station. 
The  radio  drive,  unusual  for  the 

fashion  industry,  is  undertaken  on 
the  premise  that  the  product  has 
certain  basic  qualities  which  can  be 
made  to  appeal  sight  unseen,  un- 

like dresses,  hats  or  other  clothing, 
which  depend  more  on  personal  and 
individual  reactions  to  appearance. 
Agency  is  Norman  D.  Waters  & 
Associates,  New  York. 

New  Camels  Quiz  Show 
Starts  Oct.  31  on  CBS 

R.  J.  REYNOLDS  TOBACCO  Co., 
Winston-Salem,  N.  C,  on  Oct.  31 
will  start  a  new  quiz  show  for 
Camels  on  CBS,  starring  Bob  Hawk 
as  m.c,  with  cartons  of  the  ciga- 

rettes as  prizes.  To  be  heard  Satur- 
dav  evenings  at  7:30  on  the  full 
CBS  network,  the  series,  titled 
Thavks  to  the  Yanks,  will  give 
members  of  the  studio  audience  a 
chance  to  answer  three-carton,  five- 
carton  or  10-carton  questions. 

If  the  answer  is  correct,  the  con- 
testant can  designate  to  which 

member  of  the  armed  forces  either 
at  home  or  abroad  he  wishes  the 
cartons  to  go.  If  the  contestant 
misses  the  question  or  if  he  does 
not  wish  to  name  a  recipient,  the 
cartons  are  placed  in  a  knapsack 
and  sent  to  smaller  camps  around 
the  country.  Agency  in  charge  is 
Wm.  Esty  &  Co.,  New  York. 

Flag  Spots 
S.  K.  LONEGREN,  New  York  flag 
manufacturer,  is  conducting  a  cam- 

paign of  spot  announcements  on 
six  selected  stations  throughout  the 
country,  offering  a  celanese  taffeta 
United  States  flag  with  pole,  and 
the  flag  of  a  designated  branch  of 
the  armed  forces,  for  $1.  One-min- 

ute announcements  are  run  for  a 
week's  time  on  each  station,  with 
the  company  holding  the  privilege 
of  cancelling  the  arrangement  after 
that  period,  if  mail  responses  are 
not  satisfactorv.  Stations  used  in- 

clude WXYZ  WRVA  KWFT  and 
KNPC  plus  two  additional  outlets. 
Agencv  is  Van  Dolen,  Givaudan  & 
Masseck,  New  York. 

CORN  PRODUCTS  REFINING  Co., 
New  York,  sponsor  of  the  Stage  Door 
Canteen  on  CBS,  for  which  it  pays 
.$2. .500  a  week  to  the  Americjan 
Theatre  Wins,  has  volunteered  to 
underwrite  new  expenses  incurred  by 
the  latter  organization  in  expanding 
its  entertainment  activities  in  behalf  of 
service  men.  It  is  estimated  that  the 
additional  expenses  will  run  al)out 
.$1,000  a  week. 

associated  with  the  law  firm  of 
Cravath,  deGersdorff,  Swaine  & 
Wood  in  New  York,  after  which  he 
joined  CBS  as  general  attorney,  a 
position  he  held  until  the  first  part 
of  this  year.  He  has  been  secretary 
of  CBS  since  1938. 

TO  ASSIST  domestic  broadcasters 
of  foreign  language  stations  in 
their  efforts  to  enforce  the  Code 
of  Wartime  Practices,  the  Broad- 

casting Division  of  the  Office  of 
Censorship  has  established  a  spe- 

cial foreign  language  section, 

headed  by  Robei't  K.  Richards,  ac- 
cording to  announcement  last  Fri- 

day by  J.  Harold  Ryan,  Assistant 
Director  of  Censorship. 

Mr.  Richards  has  been  assist- 
ant to  Mr.  Ryan  since  the  Office 

of  Censorship  began  operation  in 
January,  1942.  He  came  from 
WSPD,  Toledo,  where  he  was  pro- 

duction manager  and  assistant  to 
Mr.  Ryan  as  vice-president  and 
general  manager  of  the  Fort  In- 

dustry Co.  Edward  H.  Bronson, 
former  newspaperman  and  broad- 

cast station  executive  who  joined 
the  Censorship  staff  last  month, 
has  been  named  assistant  to  Mr. 
Richards  in  the  foreign  language setup. 

Voluntary  Basis 
Discussing  the  new  section  in 

his  division,  Mr.  Ryan  said: 
"Voluntary  censorship,  of  the 

sort  we  are  practicing  in  this 
country,  places  responsibility  for 
keeping  information  of  value  from 
the  enemy  squarely  upon  broadcast 
management.  This  responsibility  is 
problem  enough  for  the  ordinary 
bi'oadcaster  whose  programs  are 
transmitted  in  English;  for  the 
manager  of  the  station  which  airs 
programs  in  as  many  as  a  dozen 
languages,  the  problem  is  greatly 
magnified. 

"The  purpose  of  this  new  section 
is  to  assist  foreign  language  sta- 

tion managers  in  exercising  their 
responsibility,  not  to  relieve  them 
of  it. 

"To  this  end,  we  will  be  working 
closely  with  the  management  of 
such  broadcasting  stations,  check- 

ing scripts  and  broadcasts  in  the 
languages  involved.  Actual  monitor- 

MR.  RICHARDS 

ing  operations  are  being  initiated, 
and  we  will  retain  a  small  staff 

of  linguists  who  will  make  regu- 
lar reports  to  us  on  the  material 

being  transmitted." The  broadcasting  division  will  re- 
port findings  directly  to  station 

managers,  who  will  take  such  meas- 
ures as  are  deemed  necessary  to 

prevent  dissemination  of  informa- tion inimical  to  the  war  effort.  In 

this  respect,  the  Office  of  Censor- 
ship invites  the  cooperation  of  the 

Foreign  Language  Broadcasters 
Wartime  Control  and  all  other 
voluntary  industry  groups  designed 
to  assist  foreign  language  broad- 

casters in  their  wartime  job,  Mr. 

Ryan  said. 
Mr.  Richards,  a  native  of  Ur- 

bana,  0.,  is  a  graduate  of  Ohio 
State,  1934,  and  was  editor  of  The 
Lantern,  campus  daily  newspaper. 

Upon  graduation,  he  joined  the  De- 
troit office  of  Campbell-Ewald  as 

copywriter.  In  1935,  Mr.  Richards 
entered  radio,  joining  WAIU,  Co- 

lumbus, as  a  continuity  writer.  The 
following  year  he  joined  the  news 
staff  of  the  Cincinnati  Post  and  in 
1938  was  hired  by  Mr.  Ryan  as 
production  manager  of  WSPD. 

Mr.  Bronson,  who  assists  Mr. 
Richards  in  the  foreign  language 

station  work,  came  to  the  censor- 
ship office  a  month  ago  from 

WCOL,  Columbus,  where  he  was 
assistant  manager. 

Rem's  NBC  Spots 

MARYLAND  PHARMACEUTI- 
CAL Co.,  Baltimore,  has  signed  for 

over  300  one-minute  transcribed 
spot  announcements  for  Rem  on 
each  of  five  NBC  managed  stations, 
and  on  four  others  represented  by 
the  network's  national  spot  and 
local  sales  department.  Stations, 
which  started  using  the  announce- 

ments Oct.  1  when  the  firm's  sea- sonal spot  campaign  got  under  way, 
are:  WEAF  WRC  WMAQ  WTAM 
KPO  WGY  WBZ-WBZA  KDKA 
KYW.  Maryland  Pharmaceutical 
is  also  using  spot  announcements 
for  Rem  and  Rel  on  a  national  basis 
in  a  fall  and  winter  campaign. 

Joseph  Katz  Co.,  Baltimore,  han- dles the  account. 

ANA  to  Meet 

TO  CONVEY  essential  information 

on  key  war  projects  affecting  mar- keting and  advertising  practices, 
the  Assn.  of  National  Advertisers 
will  hold  a  two-day  meeting  Nov. 
11-12  in  New  York,  at  which  Gov- 

ernment officials  will  explain  vari- 
ous official  programs  in  view  of 

most  recent  developments. 

Cosmetic  Plans 
SEMPRAY  JOVENAY,  Grand 
Rapids  (cosmetics),  has  appointed 
Roche,  Williams  &  Cunnyingham, 
Chicago  as  agency.  The  company 
will  use  spot  announcements  on 
Midwestern  stations.  Phil  Stewart 
is  account  executive. 
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Gillin  Heads  New  Corporation 

Seeking  Right  to  Lease  WOW 

Woodmen  Would  Grant  15-Year  Lease  Having  No 

Recapture  Clause;  Businessmen  Participate 

SHORTWAVE  WARNINGS 

U.  S.  Outlets  Beam  Message 

 To  Occupied  France  

TRANSFER    of    WOW,  Omaha, 
XBC  outlet,  from  the  Woodmen  of 
the  World  Life  Insurance  Society 
to   a   new  corporation  headed  by 

John  J.  Gillin  Jr., 
general  manager 
of   the  station, 
was  sought  in  an 

?  application  filed 
with  the  FCC 
last  Thursday  by 
the  Woodmen  or- 
ganization. 
Under  the 

transaction,  a  15- 
Mr.  Gillin       year  lease  ar- 

rangement with 
no  reversionary  clause  for  recap- 

ture of  the  facilities  by  Woodmen, 
Mr.  Gillin  becomes  president  and 
principal   stockholder  of  the  new 
operating    company.     There  are 
seven  other  stockholders  and  direc- 
tors. 

Monthly  Payments 

The  15-year  lease  arrangement 
provides  for  payment  to  Woodmen 
by  the  new  corporation,  Radio  Sta- 

tion WOW  Inc.,  of  approximately 
$8,100  a  month  for  the  first  three 
years  and  of  $5,600  monthly  for 
the  remaining  12  years. 

Mr.  Gillin,  one  of  the  industry's 
best-known  figures,  has  been  di- 

recting head  of  WOW  since  1932. 
He  is  credited  with  the  station's 
almost  phenomenal  success  as  one 
of  the  leading  outlets  on  NBC.  Mr. 
Gillin  began  with  WOW  in  1931 
as  chief  announcer.  A  year  later  he 
became  commercial  program  man- 

ager and  then  general  manager. 
The  application  sets  forth  that 

the  Woodmen's  reason  for  assign- ment of  the  license  to  the  new 
corporation  is  based  on  the  conclu- 

sion that  "the  proposed  assignee 
will  continue  to  serve  the  public 
by  rendering  a  high  type  program 
service".  Woodmen  described  itself 
as  a  "fraternal  benefit  life  insur- 

ance" organization. 
According  to  the  application, 

there  are  2,000  shares  of  stock  in 
the  new  corporation  —  750  being 
Class  A  preferred;  250  Class  B 
preferred,  and  1,000  common.  All 
of  it  is  of  the  same  par  value  and 
is  voting  stock.  Mr.  Gillin  holds 
all  of  the  Clars  B  preferred  stock; 
100  shares  of  Class  A  preferred, 
or  13.3 Vr,  and  350  shares  of  the 
common,  or  35%. 

Guy  C.  Myers,  vice-president  of 
the  new  corporation,  is  a  Seattle 
and  New  York  City  businessman. 
His  main  business  interest  is  listed 
as  the  Pacific  Beach  Water  Co. 
Inc.  Secretary  is  M.  M.  Meyers,  of 
Omaha,  president  of  the  Omaha 
Coke  &  Coal  Blax  Co.  and  secre- 

tary of  the  Western  Limestone 
Products  Co.  Treasurer  is  Harvey 

E.  Milliken,  of  Omaha,  president 
of  the  Omaha  Printing  Co.,  com- 

mercial printers. 
In  addition  to  the  officers,  who 

serve  on  the  board  of  directors, 
other  stockholders  and  directors 
are  Robert  Samardick,  of  Omaha, 
vice-president  of  Danbaum  Inc. ; 
J.  J.  Isaacson,  of  Omaha,  assistant 
secretary  and  assistant  treasurer 
of  the  Aksarben  Bridge  Assn.  and 
Aksarben  Exposition  Co.,  and  gov- 

ernor of  the  Knights  of  Aksarben; 
Francis  P.  Matthews,  Omaha  at- 

torney. Supreme  Knight  of  the 
Knights  of  Columbus,  president  of 
the  Federal  Savings  &  Loan  Assn., 
secretary  of  the  OK  Hardware  Co. 
and  member  of  the  board  of  Noi'th- 
western  Bell  Telephone  Co.,  and 
Thomas  J.  Wallace,  of  Winnetka, 
111.,  vice-president  of  Russel  M. 
Seeds  Co.,  advertising  agency. 

Vice-President  Myers  holds  250 
shares  of  A  preferred,  or  33.3 '7c, 
and  250  shares  of  common,  or 
25.59(-.  Directors  Matthews  and 
Wallace  each  hold  100  shares  of 
A  preferred  or  13.3%,  and  100 
shares  of  common  each,  or  W/c. 

Secretary  Meyers,  Treasurer 
Milliken  and  Directors  Samardick 
and  Isaacson  each  hold  50  shares 
of  Class  A  preferred,  or  6.6%,  and 
50  shares  of  common,  or  5%. 

THE  U.  S.  Army  High  Command 
last  week  arranged  for  14  Ameri- 

can shortwave  transmitters  to 
broadcast  warnings  of  coming  bom- 

bardments by  American  planes  to 
inhabitants  of  occupied  France. 

The  message  was  sent  out  in  10 
languages — French,  German,  Ital- 

ian, Spanish,  Danish,  Norwegian, 
Swedish,  Poi'tuguese,  Greek  and 
Turkish — on  the  10  shortwave  sta- 

tions of  the  Office  of  War  Informa- 
tion; by  NBC  over  WRCA  and 

WNBI,  its  international  stations, 
and  over  the  CBS  shortwave  sta- 

tions WCBX  and  WCRC.  The  BBC 
also  carried  the  warning  to  the 
French  language  programs. 

R&R  Names  Grady 

EVERETT  J.  GRADY,  vice-presi- 
dent and  chairman  of  the  plan 

board  of  Ruthrauff  &  Ryan,  New 
York,  has  been  executive  vice-pres- 

ident of  the  agency,  and  will  con- 
tinue his  former  duties  including 

supervision  of  several  of  the  agen- 
cy's major  accounts.  He  has  been with  R&R  for  23  years  in  the  copy 

department,  as  copy  director,  and 
vice-president  and  director.  He  has 
worked  in  the  agency's  creative  ac- 

tivities, both  in  the  radio  and  pub- lication field. 

Spratts  Series 
SPRATT'S  PATENT  Ltd.,  New- 

ark, on  Oct.  5  launched  a  campaign 
of  thrice-weekly  announcements  on 
10  eastern  and  midwestern  sta- 

tions for  dog  food.  The  drive  lasts 
through  the  month  of  October  and 
is  running  on  stations  in  Chicago, 
Detroit,  Pittsburgh,  Cincinnati, 
Bston,  Philadelphia  and  New  York. 
Paris  &  Peart,  New  York,  handles 
the  account. 

Kohn  Heads  WFPC 

E.  E.  KOHN,  formerly  commercial 
manager  of  WFPC,  Atlantic  City, 
has  been  appointed  general  man- 

ager of  the  station  to  replace  A. 
Harry  Zoong  who  has  been  named 
president  of  the  United  Broadcast- 

ing System.  Ed  Allen,  announcer, 
has  been  promoted  to  program 
manager. 

Model  to  Use  24 
U.  S.  TOBACCO  Co.,  New  York, 
for  Model  tobacco  will  use  24  sta- 

tions for  a  campaign  of  one-min- 
ute and  half-minute  spot  announce- 

ments on  varying  schedules,  start- 
ing this  month,  according  to  Arthur 

Kudner,  New  York  [Broadcast- ing, Oct.  5]. 

Paper  Firm  on  WOR 
HUDSON  PULP  &  PAPER  Co., 
New  York  (Hudson  napkins),  has 
named  Joseph  Katz  Co.,  New  York, 
as  agency.  Will  use  participations 
on  the  Bessie  Beatty  program  on 
WOR,  New  York,  starting  around 
Nov.  1. 

Tube  Series  in  Canada 

CANADIAN  MARCONI  Co.,  Mon- 
treal (radio  tubes),  has  renewed 

its  spot  announcement  campaign 
on  36  Canadian  stations  from  coast 
to  coast.  Account  was  placed  by 
Cockfield  Brown  &  Co.,  Montreal. 

Fay  Heads  Stromberg  Broadcast  Staif; 

Appoints  Lee  WHAM  General  Manager 

Mr.  Lee 

ELECTION  of  William  A.  Fay, 
general  manager  of  WHAM, 
Rochester,  50,000-watter  and  its 
FM  adjunct,  W51R,  as  vice-presi- 

dent in  charge  of 
broadcasting  ac- 

tivities of  Strom- 
berg -Carlson 

Telephone  Mfg. 

Co.,  was  announc- ed last  week  in 
Rochester.  Mr. 
Fay  succeeds  E. 
A.  Hanover,  who 
died  Aug.  27.  Mr. 
Hanover  had 

been  vice-presi- 
dent in  charge  of  manufacturing 

and  broadcasting. 
Mr.  Fay  promptly  announced 

the  appointment  of  Jack  Lee,  his 
chief  assistant  for  the  past  six 
years,  as  general  manager  of 
WHAM.  Mr.  Lee  also  had  super- 

vised production  and  headed  up 
WHAM's  dramatic  presentations 
and  announcing  staff. 

Mr.  Fay  entered  Stromberg's 
employ  in  August,  1928,  after  hav- 

ing worked  as  an  artist  at  WGY, 
Schenectady,  and  as  program  man- 

ager of  the  former  WMAK,  Buffalo. 
In  the  early  20's,  he  was  a  musi- 

cian and  singer.  He  attended  the 
New  York   State  Normal  School 

and  Albany  Business  College,  in 
addition  to  his  musical  training  as 
a  piccolo  and  bass  viol  player. 

His  business  experience  included 

a  year  as  chief  dispatcher's  clerk for  the  Delaware  &  Hudson  Rail- 
road at  Oneonta,  N.  Y.,  and  a  term 

as  accountant  for  the  Otis  Elevator 
Co.  at  Albany. 

Mr.  Fay  was  elevated  to  the  man- 
agership of  WHAM,  then  a  5,000- 

watt  clear-channel  outlet,  in  1929. 
In  1933  the  station  was  authorized 
to  operate  with  50,000  watts. 

Mr.  Fay  has  originated  and  pro- 
duced hundreds  of  programs,  in- 

cluding many  which  have  become 
an  integral  part  of  the  life  of  the 
city  of  Rochester.  Among  these  is 
State  Troopers,  which  has  run  con- 

tinuously for  a  decade;  Kindly 
Thoughts,  a  program  presenting 
more  than  12  years  spiritual  coun- 

sel of  all  religious  denominations, 
and  the  Rochester  School  of  the 
Air,  which  is  heard  daily  from  1 :30 
to  2  p.m.  by  all  children  of  the 
public  schools  as  part  of  their 
regular  school  program. 

Born  in  Connecticut  on  Nov.  9, 
1899,  Mr.  Fay  is  a  member  of  the 
Chamber  of  Commerce,  Rochester 
Ad  Club,  Oak  Hill  Country  Club, 
member  of  the  Rochester  Council 
Boy  Scouts,  director  of  the  Better 

Business  Bureau,  director  of  the 
Board  of  the  Salvation  Army,  and 
chairman  of  the  radio  committee 
of  the  Rochester  Communications 
Corps.  He  is  also  a  trustee  of  the 
Brighton  Presbyterian  Church  and 
a  member  of  the  Board  of  Gover- 

nors of  the  Rochester  Red  Cross. 
Mr.  Lee  entered  broadcasting  in 

1925  after  a  successful  career  on 
the  stage  and  in  vaudeville.  He  has 
been  associated  with  WHAM  since 
1928.  He  started  as  a  producer  and 
later  switched  to  announcing. 
Through  the  intervening  years,  he 
has  been  active  in  broadcasting. 

MR.  FAY 
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•  For  standout  achievement  in  production  of 
war  equipment,  the  Remington  Arms  plant  <at 

Denver  was  awarded  the  Army-Navy  "E"  pen- 
nant on  September  1.  KLZ,  of  course,  was  there 

to  broadcast  the  ceremonies. 

KLZ  is  always  on  the  spot  where  events 
of  significance  occur  in  this  area.  KLZ  is  con- 

tinuously on  the  job  of  making  full  use  of  its 
superior  facilities  whenever  and  -wherever  pub- 

lic interest  can  be  served.  KLZ's  record  in  this 
respect  has  been  an  outstanding  contribution  to 
the  radio  enjoyment  of  listeners  in  this  area. 

"PROSPECTOR'S  TRAIL"  CELEBRATION 
at  Idaho  Springs,  mining  village  33  miles 
from  Denver,  was  broadcast  over  KLZ  via 
mobile  unit  pickup.  KLZ's  mobile  trans- 

mitter is  the  finest  in  Rocky  Mountain  area. 

EDWARD  ARNOLD,  screen  and  radio 
star,  is  interviewed  by  KLZ  during 
Denver  stopover.  General  Brett,  far  Pa- 

cific air  chief,  recently  granted  KLZ  first 
radio  interview  during  Denver  stopover. 

KLZ  Denver 

5,000  WATTS— 560  Kc. 
Affiliated  in  Management  With  The  Ok 
AND  WKY.  Oklahoma  City  *  Represented 



Ad  Council  Conducting  Many  Projects 

Cooperation  Attained 

By  Industry  and 
Federal  Units 

SUMMARIZING  its  achievements 
since  its  formation  early  last 
spring,  the  Advertising  Council,  in 
a  21-page  mimeographed  report, 
released  last  week,  states: 

"In  six  months,  the  Advertising 
Council,  generously  supported  by 
industry  and  with  Government  co- 

operation, has  brought  about  a  high 
degree  of  coordination  between  in- 

dustry and  Government  in  war  ef- 
fort advertising. 

"It  has  clarified  much  of  the 
confusion  which  previously  existed 
in  connection  with  varied  appeals 
from  governmental  agencies  ask- 

ing business  support. 
"It  has  cooperated  with  Govern- 

ment agencies  and  latterly  more 
particularly  with  the  Office  of  War 
Information  in  the  gradual  creation 
of  a  consistent  program  on  the 
psychological  front. 

Valued  in  Millions 

"It  has  aided  industry  by  point- 
ing the  way  to  more  effective  use 

of  war  theme  advertising  in  the  in- 
terest of  war  effort. 

"It  has  created  a  series  of  com- 
pleted campaigns,  the  direct  or  in- 
direct support  for  which  is  at  the 

rate  of  many  millions  of  dollars 
per  year. 

"The  founders  of  the  Advertis- 
ing Council  are  gratified  by  these 

results  which  they  recognize  could 
have  come  only  from  the  great  need 
and  from  the  generous  support  of 
business  and  Government. 

"The  Advertising  Council  is  con- 
fident that  the  contributions  which 

advertising  has  made  thus  far  to 
the  preservation  of  America  re- 

flect only  a  fraction  of  that  which 
will  be  forthcoming  when  oi'gani- 
zation  and  planning  are  perfected 
and  when  all  realize  that  the  power 
of  advertising  in  the  war  effort  is 
an  aid  which  can  be  supplied  in  no 
other  way." 

Current  Projects 
Reviewing  its  activities  in  secur- 

ing sponsorship  for  advertising 
campaigns  to  put  over  the  Govern- 

ment's wartime  messages,  the  coun- 
cil states  that  there  are  broadly 

four  methods  of  support:  (1)  by 
Government  departments,  such  as 
the  Army  and  Navy  campaigns, 
paid  for  by  these  departments  and 
placed  through  advertising  agen- 

cies selected  by  them;  (2)  by  local 
advertisers  sponsoring  Government 
messages  such  as  in  connection 
with  the  sale  of  War  Bonds;  (3) 
by  time  and  space  pools,  with  "the 
most  dramatic  example  of  this  type 
.  .  .  the  radio  network  pool  admin- 

istered by  Mr.  William  Lewis  of 
the  OWI  to  which  contributions  of 
time  are  made  by  183  network  ad- 

vertisers"; (4)  by  money  under- 
writing of  campaigns,  such  as  the 

General  Salvage  Campaign  sup- 
ported primarily  by  the  American 

Iron  &  Steel  Institute  and  the 
Household  Fats  Campaign  paid  for 
chiefly  by  the  glycerine-producing 
industries. 

Current  Council  projects,  the  re- 
port states,  include  both  specific 

campaigns,  many  of  which  will  con- 
tinue for  the  duration  while  others 

are  of  a  temporary  or  recurrent 
nature,  and  "operational"  projects 
which  deal  with  "the  use  of  adver- 

tising mechanisms  rather  than  with 
the  creation  of  advertising  ap- 

peals." These  "operational"  proj- 
ects include  the  radio  allocation 

plan,  a  media  survey  or  continuing 
study  of  all  war  advertising,  a  dis- 

play project  to  coordinate  window 
and  other  display  channels  for  Gov- 

ernment display  material  and  the 
creation  of  an  official  war  advertis- 

ing guide. 
List  of  Campaigns 

Major  Council  projects  are: 
TREASURY,  War  Securities- 

Harold  B.  Thomas,  president  of  the 
Centaur  Co.,  coordinator,  supported  by 
four  volunteer  agencies :  Young  & 
Rubicam,  Pedlar  &  Ryan,  Ruthrauff 
&  Ryan  and  Benton  &  Bowles.  This 
project  encompasses  all  Treasury  pro- 

motional activities,  with  the  payroll 
deduction  plan  as  the  first  part,  and 
the  Council  works  in  close  harmony 
with  the  War  Savings  Staff  of  the Treasury. 

OFFICE  OF  PRICE  ADMINIS- 
TRATION, Price  Control  and  Ration- 

ing— Charles  G.  Mortimer,  vice-presi- 
dent, General  Foods  Sales  Co.,  coordi- 

nator, with  the  voluntary  support  of 
J.  Walter  Thompson  Co.  and  Toung 
&  Rubicam. 
DEPT.  OF  AGRICULTURE— 

Stuart  Peabody,  advertising  director, 
the  Borden  Co.,  coordinator  with  the 
voluntary  assistance  of  Ferry-Hanly 
Agency.  Project  involves  plans  for  ac- 

tion by  farmers,  marketing  problems, 
programs  for  consumer  consumption  of 
scarce  and  surplus  foods. 
MANPOWER  COMMISSION— A. 

O.  Buckingham,  vice-president,  Cluett- 
Peabody  &  Co.,  coordinator,  supported 
by  the  volunteer  agency  Erwin,  Wasey 
&  Co.  and  in  cooperation  with  Ray- 

mond Rubicam,  president.  Young  & 
Rubicam,  and  special  assistant  to  Paul 
MeNutt,  chairman  of  the  Commission. 
Task  covers  the  promotional  aspects 
of  putting  as  many  as  10,000,000  men 
and  women  to  work  in  war  industries 
within  the  next  year. 
WAR  PRODUCTION  BOxVRD, 

General  Scrap  Salvage  Campaign — 
The    Council's    first    major  project, 

guided  by  Leo  Burnett,  agency  head, 
and  a  Chicago  project  group.  Immedi- ately underwritten  by  the  American 
Iron  &  Steel  Institute,  who  appointed 
McCann-Erickson  to  handle  the  cam- 

paign. WAR  PRODUCTION  BOARD, 
Fats  Salvage  Campaign — Neil  McEl- 
roy,  manager,  advertising  and  promo- tion departments,  Procter  &  Gamble, 
coordinator,  assisted  by  Compton  Adv. 
as  volunteer.  It  was  sponsored  by  the 
country's  glycerine-consuming  indus- tries who  named  Kenyon  &  Eckhardt 
to  handle  the  campaign. 
WAR  PRODUCTION  BOARD, 

Power  Conservation — As  yet  in  a  pre- 
liminary stage,  with  no  coordinator  or 

task  group,  this  project  is  educational, 
designed  to  conserve  consumption  of 
electrical  power  where  shortages  dan- gerous to  the  war  effort  may  develop. 
WAR  PRODUCTION  BOARD, 

Typewriter  Repurchase  Plan — H.  W. Roden,  president,  Harold  H.  Clapp 
Inc.,  coordinator,  supported  by  a  skill 
group  composed  of  policy  representa- tives of  standard  typewriter  companies 
and  representatives  from  Newell  Em- mett  Co.,  Leeford  Agency,  Young  & 
Rubicam  and  Marschalk  &  Pratt. 

AUTOMOTIVE  SAFETY  FOUN- 
DATION. Automotive  Conservation — 

Donald  U.  Bathrick,  coordinator,  aid- 
ed by  a  volunteer  agency  group  com- 

posed of  Arthur  Kudner,  Campbell- Ewald  Co.  of  New  York  and  Lennen 
&  Mitchell. 
OFFICE  OF  COORDINATOR  OF 

INTER- AMERICAN  AFFAIRS— 
Joseph  D.  Bohan,  coordinator,  sup- 

ported by  representatives  of  principal 
export  advertisers,  agencies  and  media. 
CIVILIAN  AERONAUTICAL 

AUTHORITY,  Pre-Flight  Training— 
A  long-term  war  project  not  yet  ready 
for  discussion. 

OFFICE  OF  PRICE  ADMINIS- 
TRATION, Idle  Tire  Repurchase 

Plan — Neil  McElroy,  manager,  adver- 
tising and  promotion  departments, 

Procter  &  Gamble  Co.,  has  selected  the 
volunteer  agency,  Compton  Adv.,  to 
aid  in  the  advertising  of  this  plan  for 
recovering  spare  tires  from  car  owners. 

Mars  Back  on  Air 

MARS  Inc.,  Chicago  (candy  bars), 
has  returned  to  radio,  testing  a 
half-hour  weekly  variety  program 
on  WLW,  Cincinnati,  starting  Oct. 
4.  Titled  Fountain  of  Fun,  pro- 

gram is  heard  Sundays,  5:30-6 
p.m.  and  if  test  is  successful  will 
probably  go  network  the  early  part 
of  next  year  according  to  the 
agency,  Grant  Adv.  Agency,  Chi- cago. 

Receipts  of  Scrap 

Increased  in  July 

Salvage  Drive  Brings  Shift 
In  Normal  Summer  Trend 

STEEL  MILL  receipts  of  scrap 

were  higher  in  July  than  in  Janu- 
ary, reversing  the  normal  trend, 

E.  D.  Madden,  vice-president  of 
McCann-Erickson,  agency  in  charge 
of  the  advertising  for  the  national 
salvage  campaign,  reported  to  the 
advertising  press  at  a  meeting  held 
recently  at  the  Advertising  Coun- 

cil headquarters  in  New  York. 

Receipts  at  Mills 

Citing  WPB  figures,  he  said  that 
in  January  1,869,000  tons  of  scrap 
were  received  by  the  mills,  whereas 
in  July  receipts  totaled  2,400,000 
tons.  This  latter  figure  is  14.2% 
of  the  17,000,000-ton  quota  for  the 
final  six  months  of  this  year,  he 
said,  adding  that  it  was  not  a  bad 
amount,  even  though  less  than  one- 
sixth  of  the  desired  total,  since 
summer  is  normally  the  poorest 
season  for  scrap  collection  and 
since  the  salvage  campaign  was 
just  getting  under  way  in  July. 

Reviewing  the  advertising  util- 
ized in  the  drive,  Mr.  Madden  said 

that  continuous  readership  studies 
show  that  the  salvage  ads  have 
had  much  greater  observation  and 
readership  than  the  average  of  all 
ads  of  similar  size,  both  in  daily 
and  weekly  newspapers  and  in 
magazines.  Some  of  the  advertising 

was  paid  for  by  the  American  In- 
dustries Salvage  Committee,  some 

was  donated  by  the  papers  and 
some  was  run  under  local  sponsor- 

ship, he  said. In  the  radio  field,  where  only  a 
small  announcement  campaign  was 
sponsored  by  the  Committee,  Mr. 

Madden  praised  the  industry's  vol- untary support  of  the  salvage  drive, 
stating  that  "there  is  not  a  single 
station  in  the  country  and  scarcely 
a  single  program  which  has  not 
featured  scrap  salvage  many 
times."  He  also  said  that  the  broad- 

casters were  cooperating  fully  with 

the  current  Newspaper  Publishers' Scrap  Campaign. 
Motion  picture  shorts,  window 

displays,  posters,  publicity  materi- 
al, check  lists  of  scrap,  instruc- 

tional booklets  and  school  charts 
are  among  the  other  media  being 
used,  Mr.  Madden  stated,  explain- 

ing that  all  of  this  advertising  and 
publicity  material  is  coordinated 
with  the  work  of  10,896  local  sal- 

vage committees  throughout  the 
country,  established  by  the  WPB 
as  the  actual  agents  for  collecting 
the  nation's  scrap. 

MBS  Billings  Up 

MBS  BILLINGS  for  the  month  of 
September,  1942,  amounted  to 
$707,283,  an  increase  of  33.7% 
over  the  same  month  in  1941,  when 
the  figure  was  $529,013.  The  net- 

work's cumulative  billings  for  the 
first  nine  months  of  this  year  to- 

talled $7,091,917,  an  increase  of 
55.8%  over  the  corresponding  peri- 

od in  1941,  when  the  total  amounted 
to  $4,553,693. 

LUNCHEON  GROUP  that  renewed  advertising  contract  between  Bond 
Clothes,  New  York,  and  KYW,  Philadelphia,  for  the  fourth  year  included 
(1  to  r)  Leslie  W.  Joy,  general  manager  of  KYW;  Walter  J.  Neff,  presi- 

dent of  Neff-Rogow;  A.  Petrie,  manager  of  Bond  Clothes  in  Philadel- 
phia; LeRoy  Miller,  conductor  of  the  KYW  Musical  Clock;  M.  A.  McDon- 

ald, sales  manager  of  KYW;  William  E.  Jackson,  sales  manager  of 
Westinghouse  Radio  Stations  Inc.;  William  Rogow,  vice-president  of 
Neff-Rogow,  and  J.  V.  McConnel,  manager  of  NBC  spot  sales.  Program runs  15  minutes  daily  at  8  a.m. 
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DOES  THE  JOB! 

/  It  takes  perfect  teamwork  on  the  part  of  each  member  of  a  church  choir  to  make  that 

/  choir  a  success.  And  it  takes  perfect  teamwork  to  make  your  radio  promotions  a  grand 

success,  too!  That's  why  you  should  take  advantage  of  the  WCBM-BLUE  Network  team 
to  do  your  job  in  Baltimore.  The  BLUE  offers  Baltimoreans  their  favorite  programs  seven 

days  a  week,  while  WCBM  offers  you  the  most  economical  rates  for  a  major  network 
station.  Get  all  the  details! 

Naf/onaf  RepresenfafiVes  ^ 
SPOT  SALES.  INC. 

New  Vorfc  -  C/iicago  -  San  ¥rant\sco 
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Denny  Named  General  Counsel 

Of  FCC,  Succeeding  Taylor 

WPDQ,  in  Jacksonville 
Takes  Air  on  1270  kc. 

WPDQ,  Jacksonville,  began  opera- 
tion Oct.  9  at  7:30  p.m.  Owned  by 

Jacksonville  Broadcasting  Co.,  the 
station  operates  on  1270  kc,  250 
watts,  day  and  night,  with  studios 
in  the  Gulf  Life  Bldg. 

President  of  the  new  station  is 
James  R.  Stockton,  while  general 
manager  is  Robert  R.  Feagin. 
Other  members  of  the  WPDQ  per- 

sonnel include  Cy  Nevraian,  pro- 
gram director;  James  R.  Donovan, 

chief  engineer;  Mrs.  Marjorie  B. 
Willis,  director  of  women's  fea- 

tures ;  Frank  Taylor,  business  man- 
ager; Mrs.  Ruthanne  Elder,  traffic 

manager,  and  Announcers  Bernie 
Adams  and  Neil  Vanderpoel. 

Latin  Editors'  Tour 
LATIN  American  writers,  editors 
and  publishers  will  visit  the  Unit- 

ed States  this  fall  and  winter  to  see 
America's  war  activities.  Visits  are 
planned  to  radio  stations,  war  in- 

dustries, training  camps,  colleges 
and  many  other  places.  As  yet  the 
itinerary  has  not  been  fixed  but  an 
announcement  is  expected  soon. 

Macaroni  Series 
PARAMOUNT  MACARONI  MFG. 
Co.,  Brooklyn,  radio  advertiser  for 
the  past  12  years,  continues  to 
sponsor  half-hour  programs  on 
WELI  WPEN  WNBC  and  WEVD, 
and  will  add  a  six-weekly  program 
on  WOV,  New  York.  J.  Franklyn 
Viola,  New  York,  is  the  agency. 

ELEVATION  of  Charles  R.  Denny 
Jr.,  assistant  general  counsel  of 
the  FCC  since  last  February,  to  the 
post  of  general  counsel,  succeeding 
Maj.  Telford  Taylor,  was  announ- 

ced last  Tuesday  by  the  FCC. 
The  appointment,  on  a  merit 

basis,  followed  the  resignation  on 
Sept.  23  of  Maj.  Taylor,  who  had 
been  commissioned  a  major  in 
the  Army  Signal  Corps  and  re- 

ported for  duty  last  Monday.  Mr. 
Denny,  as  senior  assistant  general 
counsel,  became  acting  general 
counsel. 

Mr.  Denny  joined  the  Commission 
Feb.  22,  succeeding  Thomas  E. 
Harris.  He  was  placed  in  charge  of 
litigation  and  administration  under 
Mr.  Taylor.  He  had  been  chief  of 
the  Appellate  Section  of  the  Lands 
Division  of  the  Dept.  of  Justice. 

Born  in  Baltimore  April  11,  1912, 

Mr.  Denny  has  resided  in  Wash- 
ington for  several  years  and  at- 

tended the  public  schools  there.  He 
was  graduated  from  Amherst  Col- 

lege in  1933  and  from  Harvard 
Law  School  in  1936.  From  1936  to 
1938  he  was  associated  with  the 
Washington  law  firm  of  Covington, 
Burling,  Rublee,  Acheson  &  Shorb. 
From  1938  until  he  joined  the  FCC 
last  February,  he  was  with  the 
Dept.  of  Justice. 

"The  FCC,  at  its  meeting  last 
week,  did  not  fill  the  vacancies  cre- 

ated by  Mr.  Denny's  appointment 
or  by  the  transfer  of  Assistant 
General  Counsel  Lucien  A.  Hilmer 
to  the  Board  of  Economic  Warfare. 
Rosel  H.  Hyde,  veteran  member  of 
the  FCC's  law  staff,  was  named 
acting  assistant  general  counsel  in 
charge  of  broadcasting,  taking  over 
Mr.  Hilmer's  duties. 

It  is  presumed  the  Commission 
will  seek  the  recommendations  of 

its  new  general  counsel  before  fill- 
ing the  two  vacancies.  Elevation  of 

Mr.  Hyde  to  one  of  the  posts  is 

predicted. 

Milk  Promotion 
TRANSCRIPTIONS  promoting 
milk  are  used  on  all  five  Pittsburgh 
stations,  KDKA  WCAE  KQV 
WJAS  WWSW,  by  the  Pittsburgh 
Dairy  Council.  Starring  Bessie- The-Cow  who  tells  musically  of  the 
work  she  is  doing  in  promoting 
the  war  effort,  the  series  is  written 
and  produced  by  George  Heid,  and 
transcribed  by  George  Heid  Pro- 

ductions. Agency  is  Ketchum,  Mc- 
Leod  and  Grove,  Pittsburgh. 

May  Settle  Suit 
WITH  indications  of  an  out-of-court 
settlement  in  the  $120,000  breach  of 
managerial  contract  suit  filed  on  Sept. 
8  by  Thomas  K.  Kennedy,  New  Yorlv 
business  agent  of  Red  Slcelton,  against 
that  Hollywood  radio-film  comedian, 
attorneys  in  the  case  requested  the 
suit  be  taken  off  Los  Angeles  Federal 
Court  calendar.  Contract,  contrary  to 
Screen  Actors  Guild  ruling,  had  called 
for  20%  of  Skelton's  earnings,  it  was said.  The  .$120,000  asked,  according  to 
the  plaintiff,  represented  fees  due  him 
as  manager  [Broadcasting,  Sept.  14J. 

MR.  DENNY 

Curriculum  Completed 

For    Advertising  Class 
FULL  CURRICULUM  of  the  19th 
annual  Advertising  and  Selling 
Course  of  the  Advertising  Club  of 
New  York,  has  been  issued  in 
booklet  form.  Under  the  direction 
of  Eugene  S.  Thomas,  WOR,  New 
York,  the  radio  production  clinic 
v/ill  have  as  speakers  and  subjects: 
Julius  F.  Seebach,  Jr.,  WOR  vice- 
president  in  charge  of  programs, 
"Programming";  Robert  A.  Simon, 
WOR  director  of  continuities, 
"Words  and  Music";  Roger  Bower, 

WOR  program  producer,  "Produc- tion in  the  Studio";  Frank  Dahm, 
freelance  writer,  "Radio  Writing"; 
Robert  T.  Colwell,  radio  depart- 

ment of  J.  Walter  Thompson  Co., 
New  York,  "Commercial  Radio 
Writing",  and  Mrs.  Harold  V.  Mil- 
ligan,  director  of  the  women's  di- vision of  the  National  Assn.  of 

Manufacturers,  "Program  and 
Copy  Acceptance".  That  clinic  will run  from  Feb.  4  through  Feb.  23, 
while  a  radio  station  tour  has  been 
arranged  for  all  members  of  the 
A  &  S  course  on  March  8. 
Among  speakers  for  the  general 

lectures  are  Edgar  Kobak,  execu- 
tive vice-president  of  the  BLUE, 

Dec.  3  on  "Qualifications  For  Sales- 
manship", and  Thomas  Joyce,  vice- 

president  and  advertising  director 
of  RCA  Mfg.  Co.,  Camden,  Dec.  7 
on  "Selling  Employes  on  Breaking 

Production  Records". 

How  to  Listen 

TO  SHOW  the  public  how  to 
make  the  best  use  of  radio 

listening  time  the  Commit- tee on  National  Morale  will 
issue  a  10-cent  booklet  Nov.  1 
titled  How  to  Listen  to  the 
Radio.  Co-authors  are  Dr. 
Louis  Berg,  psychiatrist;  Dr. 
Matthew  N.  Chappell,  con- sultant to  C.  E.  Hooper  Inc., 
New  York  research  firm;  and 
Maurice  Dreicer,  radio  com- 

mentator, currently  heard  on 
WBNX,  New  York.  About 
100,000  copies  will  be  printed. 

HOT  SPOTS 

in  a 

RED-HOT  MARKET! 

Influx  of  an  army  of  wartime  workers  .  .  .  mostly  for 

KAISER'S  speed-record  shipyards  .  .  .  has  made  Port- 
land a  BONANZA  MARKET  FOR  SPOT  TIME 

BUYERS  .  .  .  and  there  are  golden  opportunities  in 

LOW  COST  .  .  .  HOT-SPOT  AVAILABILI- 

TIES ...  on  the  Mutual  Broadcasting  System  station. 

KALE 

PORTLAND,  OREGON 

NOTE  .  .  .  The  Portland  City  Commission  estimates  showed 

62,000  men  employed  as  of  July  1st  in  Portland's  27  war 
industry  plants  alone.  The  same  authority  anticipates 
153,000  at  work  when  capacity  employment  is  reached 
by  February  1st  and  housing  is  planned  and  under  con- 

struction for  192,000  added  population  between  Sep- 

tember and  February.  Portland's  normal  population  is 
305,394  (1940  census)  and  across  the  Columbia  river, 
Vancouver,  Wash.,  with  its  KAISER  shipyard  and  ALCOA 
plant,  is  enjoying  a  similar  boom. 

.  .  .  AND  KALE  RATES  ARE  STILL  BASED 

ON   NORMAL  POPULATION  FIGURES 

T2      c  r>         T  National rree  cSl  Peters,  inc.,T^ 
Representatives. 
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"KAISER  TAKES  20,000 

MEN  FROM  NEW  YORK 

TO  WORK  IN  PORTLAND 

(ORE.)  
SHIPYARDS"... 

.  .  .  that's  headline  news  to  the  nation,  but  it's  getting  to 

be  old  stuff  in  Portland  where  they've  been  swarming  in 

by  the  thousands  for  months  and  the  payroll  is  already 

5  MILLION  DOLLARS  A  WEEK  ABOVE  NORMAL! 

IF  THERE  EVER  WAS  A  BOOM  MARKET 

.  .THIS  IS  IT! . .  And  all  this  extra  business 

is  velvet  for  you^  Mr.  Timebuyer  .  .  because 

YOU'RE  STILL  BUYING  AT  PRE-BOOM 

RATES  on  this  markefs  No.  1  station^ ..  . 

KOIN 

CBS  outlet  for  Oregon  and  Southern  Washington 

^If  you  have  any  doubt  about  the  predominant  public 

preference  for  KOIN  in  this  area. .consult  any  survey! 

FREE  &  PETERS,  INC.,  National  Representatives 



Spartanburg  Staff 

Revised  by  Brown 

Shepherd  Named  WORD  Head ; 
Kirkpatrick  Directs  WSPA 
EXECUTIVE  appointments  on 
both  WSPA  and  WORD,  Spartan- 

burg, effected  with  the  removal  of 
the  stations  to  new  headquarters  in 
Spartanburg  Radio  Center,  were 

announced  last 
week  by  Walter 
J.  Brown,  vice- 
president  and 
general  manager 
o  f  Spartanburg 
Advertising  Co. 
G.  0.  Shepherd, 

of  Asheville,  vet- 
eran broadcaster, 

was  named  man- 
Mr.  Shepherd  ager  of  WORD, 
BLUE  Network  outlet,  in  full 
charge  of  its  operations.  Promotion 
of  J.  W.  Kirkpatrick,  commercial 
manager  of  WSPA  for  the  last 
two  years,  to  station  manager,  also 
was  announced  by  Mr.  Brown.  Wil- 

liam J.  Ratcliff,  former  manager 
of  WORD,  rejoined  the  staff  of 
WSPA  as  night  manager  and  di- 

rector of  special  events.  Robert  A. 
Shaffer  continues  as  assistant  gen- 

eral manager  of  the  Spartanburg 
Advertising  Co. 

Asheville  Activity 
Mr.  Shepherd  took  over  manage- 

ment of  WWNC  in  Asheville  in 
1928  when  it  was  operated  by  the 
Chamber  of  Commerce  as  an  inde- 

pendent outlet.  The  station  later 
was  acquired  by  the  Asheville  Citi- 

zen and  is  now  operated  by  the 
Citizen-Times  and  is  a  CBS  outlet. 

In  1934  Mr.  Shepherd  entered 
the  advertising  and  publishing  field, 
in  which  he  has  since  been  engaged. 
He  has  been  a  resident  of  Ashe- 

ville since  1919,  is  a  World  War 
veteran  and  a  former  officer  of 
Kiffin  Rockwell  Post  No.  2,  Ameri- 

can Legion. 
Mr.  Kirkpatrick  is  a  native  of 

South  Carolina  and  a  graduate  of 
Clemson.  He  first  was  engaged  in 
the  automobile  business,  later  be- 

came associated  with  Purina  Mills, 
and  afterward  became  commercial 
manager  of  WFBC,  Greenville, 
N.  C. 

Mr.  Ratcliff  has  been  connected 
with  the  Spartanburg  stations  since 
March,  1941,  in  several  capacities. 
Before  coming  to  Spartanburg  he 
was  program  director  of  WIZE, 
Springfield,  0. 

Griffin  in  Florida 
GRIFFIN  MFG.  Co.  launches  its 
annual  Florida  campaign  for  shoe 
polish  Oct.  12,  using  transcribed 
announcements  and  live  copy  12 
times  weekly  on  about  five  stations. 
This  year  advertising  will  be  di- 

rected mainly  at  the  large  group  of 
service  men  stationed  in  Florida, 
and  will  last  for  52  weeks,  instead 
of  the  usual  limited  seasonal  period. 
Griffin  is  currently  engaged  in  a 
Campaign  of  transcribed  announce- 

ments on  news  on  62  stations 
throughout  the  country.  Agency  is 
Bermingham,  Castleman  &  Pierce, 
New  York. 

INSPECTING  new  10,000-w.  transmitting  plant  of  KMPC,  Beverly 
Hills,  Cal.,  before  the  dedication  ceremony  recently  are  (1  r)  H.  ti. 
Linden,  chief  of  Los  Angeles  FCC  office;  L.  C.  Sigmon,  KMPC  chief 
engineer,  and  Dr.  Lee  De  Forest,  father  of  modern  radio  broadcasting. 
Entire  first  day  of  new  transmitter  was  devoted  to  War  Bond  sales, 
with  all  commercials  cancelled. 

Program  to  Rebuild  Broadcast  Tubes 

Announced  by  RCA;  Vance  Given  Post 
ANNOUNCEMENT  of  a  rebuilt 

tube  program  for  brosdc-st  sta- 
tions, designed  to  alleviate  the  tube 

shortage  to  some  degree,  was  made 
by  RCA  Mfg.  Co.,  Camden,  last 
week  by  L.  W.  Teegarden,  manager 
of  its  Tube  and  Equipment  Divi- 
sion. 

Simultaneously,  appointment  of 
Harold  F.  Vance,  former  RCA 
broadcast  engineering  sales  execu- 

tive, as  engineer  in  charge  of 
power  tubes  for  broadcast  stations 
and  industrial  uses,  was  announced. 
Mr.  Vance  left  RCA  in  1940  to  en- 

ter consulting  engineering  practice 
in  Philadelphia.  He  returned  last 
December  to  engage  in  Govern- 

ment sales  activity  and  now  has 
been  assigned  the  power  tube  post. 

Salvage  Methods 
RCA's  announcement  to  the  in- 

dustry on  rebuilt  tube  operations 
follows  in  full  text: 

During  the  past  year,  as  material 
and  facility  limitations  have  les- 

sened the  availability  of  tubes  for 
broadcast  stations,  we  have  de- 

voted considerable  study  to  ways 
and  means  of  providing  the  tubes 
needed  to  keep  this  vital  service 
in  operation. 

Particular  emphasis  has  been 
given  to  the  possibility  of  salvaging 
through  rebuilding  the  larger  types 
of  tubes  which  use  substantial 
quantities  of  critical  materi  Is. 

We  have,  therefore,  decided  to  of- 
fer the  following  plan : 

1.  Effective  immediately,  we  will 
be  glad  to  receive  orders  accompa- 

nied by  Preference  Rating  Certifi- 
cates for  rebuilt  tubes  of  the  fol- 

lowing RCA  types:  207,  891,  891-R, 
892,  892-R. 

2.  Acceptance  of  such  orders  is 
contingent  upon  your  making  avail- 

able to  us,  at  no  charge,  a  defective 
RCA  tube  of  the  same  type  that  is 
still  in  good  mechanical  condition. 
Since  the  yield  of  rebuilt  tubes  is 

considerably  smaller  than  the  num- 
ber of  old  tubes  consumed,  we  will 

welcome  the  return  of  any  addi- 
tional tubes  of  the  types  indicated. 

3.  The  prices  of  the  above  types 
of  rebuilt  tubes  will  be  85%  of  the 
price  of  a  new  tube  of  same  type. 

4.  We  guaran'ee  rebuilt  tubes 
against  defects  in  workmanship, 
materials  and  construction.  In  ad- 

dition, adjustments  on  these  rebuilt 
tubes  will  be  on  the  basis  of  85% 
of  the  adjustment  that  would  be 
made  on  new  tubes  of  the  same 

type,  i.  e.,  rebuilt  tubes  will  be  ad- 
justed on  the  basis  of  850  hours  or 

10  months,  whichever  occurs  fi  st. 
5.  The  charge  for  attaching 

radiators  or  credit  for  returned 
radiators  will  be  the  same  as  in  the 
case  of  new  tubes. 

6.  All  orders  must  have  WPB 
rating  sufficient  to  use  the  critical 
materials  required  and  to  ship  the 
rebuilt  tube. 

7.  Rebuilding  of  tubes  can  be 
scheduled  only  as  facilities  are 
available  that  are  not  being  used 
for  new  tube  war  production.  For 
that  reason,  we  cannot  extend  de- 

livery promises  or  supply  availabil- 
ity information. 

8.  All  correspondence,  inquiries, 

orders,  etc.,  relative  to  the  rebu'ld- ing  of  tubes,  should  be  addressed 
to  the  atten  ion  of  Mr.  H.  C.  Vance, 
Tube  and  Equipment  Division,  RCA 
Mfg.  Co.,  Camden,  N.  J. 

9.  No  tubes  should  be  returned 
for  rebuilding  prior  to  the  receipt 
of  specific  shipping  instructions. 

10.  Please  order  the  minimum 
number  of  tubes  that  are  essential 
to  your  station  operation. 

11.  We  resei've  the  right  to  can- 
cel any  orders  or  discontinue  this 

plan  at  any  time  without  notice. 
This  policy  is  subject  at  all  times 
to  WPB  regulations  cui'rently  in 
force  at  time  of  shipment  of  the  re- 

built tube. 

NORTHERN  PUMP  CO. 

ON  FULL  NBC  NET 

NORTHERN  PUMP  Co.,  Minne- 
apolis (institutional),  an  industrial 

firm  engaged  in  war  production,  on 
Oct.  10  started  sponsorship  of  a 
Saturday  afternoon  quarter-hour 
commentary  series  on  NBC  with 
Upton  Close  as  commentator. 

Program,  broadcast  on  the  full 
NBC  network  of  125  stations  at 
5:45-6  p.m.,  with  a  repeat  for  the 
Pacific  Coast  at  7:45,  carries  in- 

stitutional messages  aimed  at  war 
workers  and  stresses  the  need  of 
greater  and  more  efficient  war 

production. Sponsorship  of  Upton  Close,  who 
is  also  heard  on  127  NBC  stations 
for  Shaeffer  Pen  Co.,  Sundays  at 
3:15-3:30  p.m.  represents  the  first 
venture  into  radio  by  the  Northern 
Pump  Co.  Contract  for  13  weeks 
was  placed  through  BBDO,  Minne- 

apolis. 
NBC-Chicago  Changes 

THREE  DIRECTORS  have  been 
appointed  to  the  program  staff  of 
NBC-Chicago.  Al  Morey  has  been 
named  a  musical  director.  Wheeler 
Wadsworth,  transcription  director 
and  Homer  R.  Heck,  dramatic  di- 

rector. Mr.  Morey,  a  former  orches- 
tra leader  and  producer  of  WHO, 

Des  Moines,  has  recently  returned 
from  the  coast  where  he  was  gag- 
writer  for  Edgar  Bergen.  He  wrote 
the  NBC  Uncle  Walter's  Doghouse 
for  three  years.  Mr.  Wadsworth 
is  former  director  of  W51C,  Chi- 

cago, and  at  one  time  was  a  mem- 
ber of  Paul  Whiteman's  orchestra. 

Mr.  Heck  was  former  program  di- 
rector of  WNAD,  U  of  Oklahoma 

station  at  Norman. 

Award  Deferred 
ORIGINALLY  scheduled  to  close 

Oct.  1,  the  contest  period  for  en- tries in  the  H.  P.  Davis  National 
Announcers  Award  has  been  ex- 

tended to  Oct.  24,  by  decision  of 
the  judges.  Reason  for  the  exten- sion is  the  difficulties  experienced 

by  NBC  ovmed  and  affiliated  sta- tions in  preparing  recordings  of 
their  announcer  entries.  The  Davis 
memorial,  an  annual  contest,  gives 
awards  to  four  regional  winner 
and  one  national  winner,  selected 
from  staff  announcers  of  NBC  sta- tions. 

NBC  War  Programs 

CONTINUING  its  steady  increase 
in  the  amount  of  time  devoted  to 

promoting  the  nation's  drive  for greater  industrial  output  and  to 
maintain  morale,  NBC  broadcast  a 
total  of  35  hours  and  17  minutes 
relating  to  the  war  effort  during 
the  last  half  of  August,  as  com- 

pared to  27  hours  and  57  minutes 
in  the  first  15  days  of  the  month. 

Barry  on  Yankee  Net 
JOHN  BARRY,  Boston  newspaper- 

man and  radio  news  commentator, 
begins  his  Frontline  Headlines 
Oct.  12,  news  program,  over 
WNAC,  Boston.  Running  thrice- 
weekly,  the  program  will  be  spon- 

sored by  the  National  Shawmut Bank  of  Boston. 

CKLN,  Nelson,  B.  C,  has  appointed 
Stovin  &  Wright,  as  exclusive  repre- sentatives at  Toronto,  Montreal  and Winnipeg. 
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Schaefer  adds 

extra  period  ̂  

And  now  in  the  beer  field,  one  of  the 
most  competitive  in  New  York,  WEAF 
has  proved  itself  a  successful  salesman. 
Yes,  its  barrage  of  high-ranking  network 
programs  is  one  of  the  reasons.  But  its 

specially-designed,  well-produced  local 
shows  also  help  make  WEAF  New 

York's  most  popular  station.  Ask  us  for facts  on  these  shows.  One  of  them  is 
probably  designed  to  do  just  the  job  for 

you  that  the  "Schaefer  Revue"  is  doing 
for  Schaefer.  Could  be.  Call  Spot  Sales about  it. 

ValA.  Sckmitz,  Advertising  Director  of  the  F  &  M 
Schaefer  Brewing  Co.,congratulatesS.  D.  Gregory, 
WEAF  Manager,  on  the  station's  showing  as  he 
gives  him  the  contract  for  another  quarter-hour. 

.  .f.r's  o
ne  hundred

th 

:::dU  for  that 
 sales  nse,  to

o. 

GREGORY:  Those  are  really 
 kind  words  Mr^ 

Schiitz.   And  we  appreciat
e  tnem, 

just  as  we  appreciate  the  exce
llent 

programming  job  you  and  Batten, programming  jod  you  aim  oatucu, Barton,  Durstine  and  Osborn  are  doing 

with  your  "Schaefer  Revue"  two  nights That  helps  WEAF  too, 

you  know. 

a  week. 

SCHM-ITZ:  Well 

GREGORY; 

«eu.  Schaefer  is  going  out  for 
e^en  greater  sales,  so  here's  a  ' 

7,30  to  7:45  P.m 
^^'^'s  backing  , 

With  rpai     .  ^      i^our  fau^  • T,^  ̂eal  evidence     „  ^  WEAP 

SohaBfer  a  '  ''^'^  PeriL        ̂ '  and 

^^les  
that 

extra 

Will 

give 

50.000  WATTS  •  660  KILOCYCLES  •  NBC  NETWORK 



GAMS  THEY  LEFT  BEHIND  were  photographed  by  WGAR,  Cleveland 
for  the  station's  mimeographed  newspaper  specially  prepared  for  the boys  in  the  service.  The  legs  belong  to  the  secretarial  staff  of  the 
station  and  the  pictures  were  arranged  to  conceal  the  identity  of  the 
owners  as  a  test  to  see  whether  the  boys  could  identify  them.  It's  all  part of  a  contest  and  the  winners  will  receive  cartons  of  cigarettes. 

Winchell  and  McCarthy 

Leading  Hooper  Ratings 

THE  Sept.  30  Hooper  "First  15" 
national  program  ratings  show 
Walter  Winchell  (who  was  fourth 
on  the  Sept.  15  list)  up  in  first 
place  with  a  rating  of  22.1.  Charlie 
McCarthy  and  Eadio  Theatre,  both 
of  which  returned  to  the  air  in 
September  after  summer  vacations, 
are  second  and  third  respectively, 
with  22.0  and  20.7,  while  the  Aid- 
rich  Family  is  fourth  with  20.2. 

Others  in  the  first  15  list,  in 
order,  are  Frank  Morgan,  Fanny 
Brice,  Mr.  District  Attorney,  Kay 
Kyser,  Rudy  Vallee,  Music  Hall, 
Mayor  of  Our  Town,  Take  It  or 
Leave  It,  Truth  or  Conseauences, 
Your  Hit  Parade.  Kate  Smith  and 
How'm  I  Doin.  Red  Skelt^n,  who 
returned  to  the  air  in  September, 
leads  the  list  of  programs  measured 
by  partial  rather  than  full  "na- 

tional" interviewing  coverage,  with a  rating  of  18.6. 

Carolene  in  Midwest 

CAROLENE  PRODUCTS  Co., 
Litchfield,  111.  (Milnot  Milk  Com- 

pound) has  placed  one-minute  an- 
nouncements six  times  a  week  on 

five  stations,  WDZ,  Tuscola; 
WMBD,  Peoria;  WIND,  Gary- 
Chicago;  WCBS,  Springfield,  111; 
WSBT,  South  Bend,  Ind.  Agency 
is  Henri,  Hurst  &  McDonald,  Chi- 
cago. 

Radio  Propaganda 

COURSE  in  radio  propaganda  in 
wartime  is  given  at  the  U  of  Michi- 

gan by  Prof.  Waldo  Abbot.  Lec- 
tures and  extensive  reading  cover 

"radio  as  a  psychological  weapon, 
goodwill  builder,  and  public  rela- 

tions medium;  analvsis  of  foreign 
shortwave  and  United  States 
standard  band  broadcasts;  censor- 
shin  practices;  dramatic,  speech, 
and  news  propaganda  programs." Current  books  and  maeazine  arti- 

cles, including  several  features 
from  Broadcasting,  are  in  the 
reading  recommended  for  back- 
ground. 

McGillvra's  Charter 
JOSEPH  HERSHEY  McGILL- 
VRA,  station  representative,  was 
incorporated  last  week  in  Albany 
to  conduct  radio  business  in  New 
York,  while  stock  in  the  firm  was 
distributed  among  various  mem- 

bers of  the  organization,  heretofore 
personally  owned  bv  Mr.  McGill- 
vra.  Capital  stock  is  200  shares,  no 
par  value. 

Gregory  in  Veterans  Club 
SHERMAN  GREGORY,  manager  of 
WEAF,  Xew  York,  has  been  appointed 
n  charter  member  of  the  Twenty  Year 
Chil).  an  organization  for  radio  vet- 

erans headed  by  H.  V.  Kaltenborn. 
XBC  commentator.  Gregory  started 
his  own  stition.  9.\VZ.  Pierre.  S.  L)  . 
Oct.  1.  1919. 

Well,  You  Will! 
THIS  actually  happened, 
CKOC,  Hamilton,  Ont,  re- 

ports : 
The  telephone  at  Liberty 

Women's  Wear,  Hamilton, 
rang  at  9  o'clock  on  Wednes- day morning,  following  the 
store's  first  presentation  on 
the  air  from  CKOC  on  Tues- 

day night  at  8  o'clock,  of  the 
first  episode  of  You  Can't  Do Business  with  Hitler.  Said  a 

deep,  guttural,  German-like voice  at  the  other  end  of  the 
line — "Are  you  the  store  that 
broadcast  the  program  You 
Can't  Do  Business  with  Hit- 

ler last  night?"  Liberty 
answered,  "Yes."  The  gut- 

tural voice  returned,  "Well, 
you  will."  And  hung  up! 

WINS  Granted  10  kw. 

As  50  kw.  Transmitter 

Is  Given  Up  to  Aid  War 
IN  AN  UNPRECEDENTED  ac- 

tion, the  FCC  last  Tuesday  granted 
WINS,  New  York,  an  extension  of 
its  construction  permit  for  installa- 

tion of  a  50,000-watt  transmitter 
until  Nov.  3,  1944,  in  view  of  cir- 

cumstances beyond  its  control,  and 
at  the  same  time  granted  the  sta- 

tion a  construction  permit  for  full- 
time  operation. 
The  Hearst-owned  station  has 

surrendered  its  50,000-watt  trans- 
mitter to  the  Government  for 

"urgent  war  needs",  the  FCC  said. 
In  the  light  of  these  circum- 

stances, the  Commission  gave 
WINS  a  construction  permit  to  in- 

crease its  power  from  1,000  to 
5,000  watts  and  change  its  hours 
of  operation  to  unlimited  time  and 
install  a  new  transmitter  and  di- 

rectional for  day  and  nieht  use  on 
the  1000  kc.  channel.  Simultane- 

ously, it  granted  it  a  concurrent 
construction  permit  to  increase 
power  to  10,000  watts  on  the  fre- 

quency and  to  install  a  new  trans- mitter. 

Will  Begin    at    5,000  Watts 

Under  these  authorizations,  the 
station  first  is  expected  to  begin 
operation  with  5,000  watts  fulltime 
and  afterward  step  up  its  power  to 
10,000  watts,  as  soon  as  the  neces- 

sary additional  equipment  becomes 
available  and  is  installed. 

The  virtually  unprecedented  ac- 
tion of  the  Commission  in  extend- 
ing the  WINS  50,000-watt  con- 

struction permit  for  two  vears — the 
limit  allowed  under  existing  licens- 

ing procedure — was  in  recognition 
of  its  cooperation  with  the  Govern- 

ment, it  was  learned.  Even  though 
the  new  50.000-watt  transmitter 
had  been  virtually  installed,  it  reg- 

istered no  protest  when  the  OWI 
Overseas  Branch  sought  the  trans- 

mitter for  use  abroad.  The  station, 
by  the  action,  is  assured  of  rein- 

statement of  the  authorization  to 
use  the  maximum  power  of  50,000 
watts  as  soon  as  the  war  emergency 
is  over  and  equipment  is  available. 

A  NEW  TRAXSMITTER.  operating 
1)11  a  frequency  of  9.415  mc,  9  :30  p.m.- 
12:4.")  a.m.,  ( EWT )  was  inaugurated 
liv  BP.C  Oct.  4.  for  its  Xortli  Ameri- 

can Service. 

WWVA  and  KVOO 

Given  FCC  Grants 

Fulltime  Operation  Slated 

For  Both,  Using  50  kw. 

PAVING  the  way  for  prompt  full- 
time  operation  with  the  maximum 
power  of  50,000  watts  for  WWVA, 
Wheeling,  and  KVOO,  Tulsa,  the 
FCC  last  Tuesday  granted  both 
stations  modification  of  construc- 

tion permits  which  took  into  ac- 
count the  critical  materials  situa- 

tion. 

WWVA  already  is  set  for  50,000- 
watt  operation  fulltime  on  the  1170 
kc.  channel  while  KVOO  has  only 
to  make  adjustments  in  equipment 
and  supply  proof  of  performance. 
The  Tulsa  station  has  been  operat- 

ing with  50,000  watts  day  and 
25,000  watts  night  pending  these 
adjustments. 

Changes  Provided 
The  FCC  engineering  depart- 

ment authorized  slight  variations 
from  the  original  patterns  of  the 
two  stations  for  50-kw.  operation  in 
view  of  the  critical  materials  situa- 

tion. KVOO  was  granted  modifica- 
tion of  its  construction  permit  for 

changes  in  its  directional  antenna 
and  a  60-day  extension  of  com- 

mencement and  completion  dates. 
The  grant  was  made  contingent 
"upon  the  installation  of  an  an- 

tenna system  when  conditions  make 
it  feasible,  which  will  provide 
proper  protection  to  WWVA  and 
will  also  produce  the  required  effec- 

tive field  set  forth  in  the  stand- 

ards." 

In  granting  WWVA  its  modifica- 
tion, which  in  effect  permitted  it  to 

begin  regular  operation  with  50,- 
000  watts  immediately,  the  Com- 

mission said  it  authorized  changes 
in  its  directional  antenna  for  night 

use  "contingent  upon  WWVA  tak- 
ing whatever  measures  are  neces- 

sary to  afford  complete  protection 
to  KVOO  when  materials  and  en- 

gineers again  become  readily  avail- 

able." 

Officers  Elected 

NEW  DIRECTORS  were  elected 
at  the  recent  meetings  of  the  West- ern Association  of  Broadcasters  at 
Vancouver.  They  are  M.  V.  Ches- 
nut,  CJVI,  Victoria,  B.  C;  Cecil 
Berry,  CFGP,  Grande  Prairie, 
Alta.;  Carson  Buchanan,  CHAB, 
Moose  Jaw,  Sask. ;  Roy  Wright, 
CFAR,  Flin  Flon,  Man.  Elected  as 
representatives  of  the  WAB  on  the 
Board  of  the  Canadian  Association 
of  Broadcasters  for  1943  were  G. 
R.  A.  Rice,  CFRN,  Edmonton, 
Alta.;  H.  R.  Carson,  CFAC,  Cal- 

gary, Alta.;  A.  A.  Murphy,  CFQC, 
Saskatoon,  Sask.;  George  Chand- 

ler, CJOR,  Vancouver. 

CBS  Servicemen 
CBS  had  289  men  in  the  armed 
forces  as  of  Oct.  2,  of  whom  160 
were  from  WABC,  New  York.  A 
breakdown  of  the  figure  according 
to  CBS  owned  and  operated  sta- 

tions shows  KNX,  with  39;  WJSV, 
with  19;  WBBM,  with  17;  KMOX 
and  WCCO,  with  16  each;  WEEI. 
15,  and  WBT,  7. 
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New  Ownership 

*  Improved  Facilities 

of  Radio  Station 

mm 

Hot  Springs,  Arkansas 

•  KTHS,  only  clear  channel  station  in  Arkansas, 

is  now  owned  and  operated  by  Radio  Broadcast- 

ing, Inc.,  with  John  C.  McCormack  as  president 

and  Kenneth  K.  Kellam,  manager. 

Technical  improvements  have  been  made  to  in- 

crease coverage  and  provide  better  quality  of 

transmission.  Programming  has  been  improved 

and  a  well  balanced  local  schedule,  combined 

with  the  outstanding  programs  of  the  Blue  Net- 

work, makes  K.THS  the  ideal  medium  to  reach 

Arkansas'  largest  rural  audience  plus  the  half 
million  people  who  annually  visit  Hot  Springs. 

)  "  It 

IS   OWNED   AND  OPERATED   BY   RADIO   BROADCASTING.  INC. 
JOHN  C.  McCORMACK,  Presideni                   KENNETH  K.  KELLAM,  Manager 

ONLY  BLUE 
NETWORK  OUTLET 

IN  ARKANSAS 

1090  Kc.                    ARKANSAS'  ONLY                    SERVING  COMPLETE 
10,000  Watts  Day              CLEAR  CHANNEL                     171,000  NEWS 
1 ,000  Watts  Night                   STATION                    RADIO  FAMILIES  SERVICE 
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AS  CAP  Meeting 

Is  Slated  Oct.  29 

Royalties  for  Third  Quarter 
Not  Up  to  1940  Figure 
GENERAL  meeting  of  ASCAP 
members  will  be  held  in  New  York 
Oct.  29,  it  was  announced  last 
week.  Board  meeting  for  the  month 
will  probably  be  shoved  up  a  week, 
to  the  22d,  to  permit  the  board  to 
consider  resolutions  submitted  by 
members  for  the  meeting. 
ASCAP  royalties  for  the  third 

quarter  of  1942,  while  not  finally 
determined  last  week,  were  ex- 

pected to  exceed  $1,000,000  al- 
though not  to  equal  the  total  of 

$1,118,000  distributed  in  the  like 
quarter  of  1940,  highest  third 
quarter  in  the  Society's  history. 

Radio  Income  Down 

Although  income  from  radio  is 
considerably  lower  this  year  than 
in  1940,  due  to  the  reduced  terms 
of  the  new  contracts  Avith  broad- 

casters, revenue  from  other  sources, 
such  as  hotels,  ballrooms  and 
restaurants,  has  been  the  highest 
ever  achieved  by  the  Society,  bring- 

ing the  total  for  the  three-month 
period  not  far  below  the  record. 

The  board  rejected  the  appli- 
cation of  Martin  Block,  conductor 

of  the  Make  Believe  Ballroom 
broadcasts  on  WNEW,  New  York, 
for  a  publisher  membership  in  the 
Society.  Board  upheld  the  finding 
of  the  inembership  committee  that 
Block  did  not  fulfill  the  require- 

ments of  ASCAP  for  membership 
as  a  publisher. 

Gross,  Joins  Petry 
IRVIN  GROSS,  associated  with 
WFAA,  Dallas,  for  eight  years  and 
for  the  past  two  years  commercial 
manager  of  WFAA-WPAB,  Dal- 

las-Fort Worth 
and  KGKO,  Fort 
Worth,  has  been 
appointed  sales 
promotion  mana- 

ger of  the  Chi- 
^  c  a  g  o    office  of 

%    -~  -  Edward  Petry 
j^k  &     Co.,  station 

^y^'"^  representatives. 
IPHk  l^^blt    B  u  e  1 1  Herman, formerly    of  the 

Mr.  Gross       Katz    Co.,  Chi- 
cago, and  before 

that  with   NBC   spot  sales,  Chi- 
cago,   joined    the    Chicago  sales 

staff  of   the    Petry  organization 
last  month. 

WEAF  Spot  Accounts 
RAY  NELSON  has  resumed  his 
ad-lib  stories  on  WEAF,  New 
York,  with  the  return  of  Spice  of 
Life  Oct.  5,  sponsored  by  Beau- 

mont Labs.,  St.  Louis,  for  Four- 
Way  Cold  Tablets  on  a  five-weekly 
basis.  Maryland  Pharmaceutical 
Co.,  Baltimore,  at  the  same  time 
started  five-weekly  participations 
on  a  new  program  Melodies  at 
Midday,  with  Ray  Nelson  as  m.c. 
in  the  12:20-12:45  p.m.  period  im- 

mediately following  Since  of  Life. 
H.  W.  Kastor  &  Sons,  Chicago, 
handles  the  Beaumont  account,  and 
Joseph  Katz  Co.,  Baltimore,  is 
agency  for  Maryland  Pharmaceuti- 

cal (Rem,  Rel), 

WINDOWED  JOY  now  belongs  to  Claude  Barrere,  director  of  NBC's 
syndicated  program  sales.  Located  in  the  midst  of  recording  studies  in 
Radio  City,  his  office  had  been  built  without  windows.  To  overcome  this 
feeling  of  repression,  he  decided  to  erect  a  window  frame  in  his  office 
and  his  wife  agreed  to  fashion  appropriate  curtains.  When  this  was 
complete  the  window  still  lacked  a  view.  An  artist  friend  provided  the 
mountain  scene.  At  night  he  also  adjusts  his  blackout  shade  to  conform 
with  civilian  defense  regulations. 

SETTLING  TO  THE  TASK 

Radio  Provides  Leadership  and  Facilities 

 For  All  Local  Patriotic  Activities  

RADIO'S  role  in  the  war  effort  in- 
volves all-out  support  of  every 

community  patriotic  project,  recent 
reports  from  stations  in  every  part 
of  the  country  disclose. 

Program  directors  and  promotion 
managers,  aware  that  the  morale 
and  "selling"  job  will  ba  a  m.ajor 
industry  activity  for  the  durat:on, 
are  placing  patriotic  projects  on  an 

organized  rather  than  a  "stunt" 
basis.  From  everywhere,  too,  comes 
evidence  that  radio  is  placing  its 
facilities  unstintingly  behind  pro- 

jects of  other  media  and  organized 
groups. 

During  the  recent  newspaper  sal- 
vage campaign,  local  stations 

joined  with  newspapers  to  get  out 
the  scrap.  Typical  was  WDRC, 
Hartford,  which  transcribed  inter- 

views with  editors  of  daily  papers, 
publicized  the  scrap  drive  on  local 
shows,  added  tag-lines  to  announce- 

ments calling  attention  to  the  im- 
portance of  scrap,  and  held  "live" interviews  with  collection  officials. 

Daily  broadcasts  were  originated 
at  the  local  scrap  salvage  depot 
by  WCMI,  Ashland,  Ky.,  while 
WTAD,  Quincy,  111.,  has  opened  a 
drive  on  its  own,  to  bring  in  old 
landmarks,  such  as  iron  fences, 
statutes  and  fountains  still  in  use 
for  conversion  into  scrap. 

Working  With  Press 

KSTP,  St.  Paul,  worked  direct- 
ly with  the  local  press,  with  Ken- 

neth Hance,  station  vice-president 
and  assistant  general  manager,  as 
radio  chairman  of  the  scrap  drive. 
The  station  had  daily  five-minute 
musical  programs,  featuring  a 
scrap  jingle  contest,  in  addition  to 
plugs  on  newscasts,  news  stories 
and  spot  announcements.  KSTP 
was  careful  to  credit  individual 
newspapers  for  ideas  they  contrib- 

uted. Similar  cooperation  was  pro- 

vided by  WROK,  Rockland,  111., 
which  worked  closely  with  two 
local  dailies. 

On  their  own,  NBC  and  BLUE 
stations  in  New  York  State  held  a 

special  program  to  enlist  two  mil- 
lion school  children  in  the  scrap 

campaign,  with  Gov.  Herbert  H. 
Lehman  and  Dr.  George  D.  Stod- 

dard, State  Commissioner  of  Edu- 
cation, as  speakers. 

CBS  tried  an  intensive  War 
Bonds  sale  drive  with  Kate  Smith 
devoting  an  entire  day  to  sales  via 
radio.  The  singing  star  put  in  20 
hours  straight  from  6  a.  m.  Oct.  6 
to  2  a.  m.  Oct.  7,  broadcasting  28 
appeals,  and  answering  personally 
all  phone  calls  for  bonds.  Charles 
Laughton  did  a  similar  stint  on 
WEAF,  New  York,  two  weeks  pre- viously. 

At  WEAF,  now,  audiences  at 
studio  broadcasts  are  urged  to  buy 
bonds.  Though  sales  are  on  a  vol- 

untary basis,  after  a  show  the  stars 
rush  outside  to  special  booths  to 
meet  prospective  buyers. 

St.  Louis  Uses  Baseball 

St.  Louis  stations  helped  Uncle 
Sam  cash  in  on  baseball  madness 
that  swept  the  community  at  World 
Series  time.  KMOX  auctioned  two 
world  series  opening  day  tickets 
for  $1200,  and  KWK  auctioned  21 
baseballs  used  by  Mort  Cooper,  out- 

standing Cardinal  pitcher,  in  his 
string  of  victories. 

Success  of  the  motion  picture  in- 
dustries' "Salute  to  Heroes  Month" 

was  assured,  in  many  cities  through 
radio  participation.  At  a  special 
showing  of  Wake  Island,  Jack 
Mitchell  of  KTSA,  San  Antonio, 
sold  $157,000  in  bonds.  At  Oakland, 
KPO,  San  Francisco,  broadcast  a 
$500,000  Victory  Luncheon,  with 
NBC  and  station  officials  as  guests 
of  honor. 

Staff  members  of  WTBO,  Cum- 
berland, Md.,  participated  in  a 

similar  Victory  Breakfast  in  honor 
of  Paulette  Goddard.  The  entire 
event,  and  ensuing  Bond  Rally,  was 
broadcast.  WRBL,  Columbus,  Ga., 
supplied  talent  and  broadcasting 
facilities  to  help  put  over  the  local 
Bond  Night  showing  of  Wake 
Island. 

Other  Promotions 

Other  promotions  in  conjunction 
with  motion  picture  people  include : 
A  broadcast  by  all  Detroit  stations 
of  Victory  Bond  Auction  at  Masonic 
Temple,  featuring  Joe  E.  Brovni; 
Sound  movie  trailers  pushing  bond 
sales,  made  by  KLZ,  and  distributed 
to  Denver  theaters;  Broadcasts  by 
KVOO,  Tulsa,  and  KVOR,  Colorado 
Springs,  of  the  Bing  Crosby  USO 
unit. 

Original  radio  sales  ideas  uncov- 
ered this  week  include  these  head- 

liners:  privilege  of  shooting  a  gun 
at  a  dravnng  of  Adolf  Hitler,  of- 

fered by  WOV,  New  York,  to  bond 
buyers;  weekly  program.  Wings 
Over  Carolina,  half-hour  dramatic 
sales  show  on  WOLS,  Florence,  S. 
C,  using  talent  from  nearby  Army 
Camps;  half  hour  variety  program 
Strike  Up  The  Bonds  on  WFAA, 
Dallas;  series  of  21  weekly  broad- 

casts by  the  Detroit  Symphony  or- 
chestra on  WWJ,  and  a  daily  ad- 

lib  interview  program  from  the 
bond  booth  of  WIRE,  Indianapolis, 

in  a  lobby  of  the  city's  leading  hotel. 
Two  new  Bond  programs  on 

WNOX,  Knoxville,  are  a  five  week- 
ly transcribed  musical  half  hour, 

Bands  and  Bonds  Parade  and  a  fif- 
teen minute  five  weekly  variety  The 

Bondsman,  featuring  the  station  or- 
chestra. WQAM,  Miami,  sends  its 

ace  cominercial  men  to  local  service 
clubs  to  sell  bonds.  KSD,  St.  Louis, 
has  opened  a  bond  booth,  with  local 
elubs  and  organizations  manning  it. 
WCCO,  Minneapolis,  sells  bonds 

to  members  of  the  studio  audience 
on  its  15-minute  Any  Bonds  Today 
daily  variety  show,  with  civic 
groups  as  guests  of  honor  at  each 
program.  Bond  buyers  are  intro- 

duced on  the  stage  of  a  local  theater 
during  the  presentation  of  WSB, 
Atlanta's  weekly  Saturday  Night 
WSB  Barn  Dance.  KSO,  Des 
Moines,  is  appealing  to  the  youthful 
audience  with  bond  auctions  offer- 

ing gifts  from  the  Lone  Ranger, 

Superman  and  other  comic  charac- ters. WFIL,  Philadelphia,  had  a 
five-day  campaign  to  raise  $100,000. 

Success  of  some  local  campaigns 
is  evidenced  by  reports  that  WLAC, 
Nashville,  has  raised  $767,000  in 
four  weeks  at  its  centrally  located 
Bond  Site;  KDKA,  Pittsburgh, 

raised  $211,000  from  eight  Bond- 
wagon  performances;  WPAT,  Pat- 
eison,  passed  its  September  quota 
of  $500,000;  Jim  Cooper,  news- 

caster of  WBNS,  Columbus,  alone 
has  sold  $330,500  worth,  and 
WSBT,  South  Bend,  reports  that 
Franklin  D.  Schurz,  station  man- 

ager, and  chairman  of  the  county 
War  Savings  Special  Events  com- mittee, has  doubled  the  local  quota 
for  last  month,  raising  $2,923,454 
when  only  $1,226,700  was  asked. 
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Sunrise"Country  Journar'Delivers  Largest 

Early  a.m.  Audienci^in  St. Louis  Area! 

The  latest  Gill  Survey  says  the  ,^^^^^^7"^ 

KMOX  COUNTRY  JOURNAL  attracts  more  early  morning  listeners,  both  inside  and 

outside  St.  Louis,  than  all  other  St.  Louis  stations  combined. 

Twenty-three  advertisers,  since  the  first  of  the  year,  have  made  use  of  this  fact  to 

sell  bread,  soap,  shoe  poUsh,  furniture,  clothing,  feed,  resorts,  drugs  and  jewelry. 

Early  Birds  interested  in  converting  pennies  of  advertising  cost  into  dollars  of  sales 

will  write  (or  wire)  KMOX  (or  their  nearest  Radio  Sales  office)  for  availabilities  of 

announcements,  or  five  or  fifteen  minute  program  strips  on  the  country  journal. 

KMOX 

THE  VOICE  OF  ST.  LOUIS   •   5  0,000  WATTS  Cg 
Owned  and  operated  by  Columbia  Broadcasting  System.  Represented  by  (  )■:; 
Radio  Sales:  New  York,  Chicago,  Los  Angeles,  San  Francisco,  Charlotte.  Vijii 



RECORDS  BY  THE  BUSHEL 

Broadcasters  Respond  to  Major  Adam's  Appeal 

 For  Programs  for  Kodiak's  10-Watter  
BROADCASTERS  have  respond- 

ed generously  to  the  appeal  of 
Maj.  W.  H.  Adams  (formerly  with 
KSFO,  San  Francisco)  and  the  lit- 

tle ten-watter  in  Kodiak,  Alaska, 
that  serves  our  soldiers  on  the 
northern  front  is  well  stocked  with 
program  material  for  the  ap- 

proaching winter,  according  to  a 
letter  forwarded  by  Howard  Lane, 
CBS  station  relations  in  Chicago. 

Referring  to  an  article  in 
Broadcasting,  July  20,  appealing 
for  programs.  Major  Adams  wrote, 
"Literally  bushels  of  records  and 
transcriptions  have  been  coming  in, 
and  are  welcome." 

"Our  little  station  sounds  like  a 

Writers  of  War  Books 

Interviewed  on  Program 
FIRST  radio  project  of  the  radio 
committee  of  the  Council  on  Books 
in  Wartime,  got  under  way  last 
week  with  launching  of  a  weekly 
series  on  WQXR,  New  York,  titled 
Books  Are  Bullets  and  conducted 
by  Bennett  Cerf,  publisher. 

The  programs  present  interviews 
with  writers  of  current  war  books, 
bearing  out  the  announced  aim  of 
the  committee  to  promote  books 
which  explain  the  war  or  aid  the 
%vai  effort  Via  radio  [BROADCAST- 

ING, Aug.  31], 
The  Council  has  arranged  for  the 

inclusion  of  eight  to  ten-minute 
dramatizations  of  war  books,  in  the 
regular  Treasury  Star  Parade  se- 

ries, a  part  of  the  Oct.  20  release 
of  the  series.  Adaptations  of  The 
Raft,  by  Robert  Trumbull,  and  See 
Here,  Private  Hargrove,  will  fol- 

low. Selections  will  be  chosen  to 
demonstrate  the  need  for  buying 
war  bonds,  in  keeping  with  the  pur- 

pose of  the  Treasury  Star  series, 
aired  on  approximately  800  sta- 

tions throughout  the  country. 

KELD  Joins  Blue 
KELD,  El  Dorado,  Ark.,  on  Oct. 
1  joined  the  BLUE  network  as  a 
bonus  outlet  to  the  network's 
South-Central  group,  bringing  the 
network's  total  number  of  affiliates 
to  140.  Owned  by  Radio  Enter- 

prises, KELD  operates  on  1400  kc, 
250  watts,  fulltime. 

SERIES  TRANSCRIBED 

Gillette  Sends  Discs  of  Games 

 To    Armed  Forces  
FOR  THE  entertainment  of  armed 
forces  overseas,  Gillette  Safety 
Razor  Co.,  Boston,  sponsor  of  the 
World  Series  games  on  MBS,  is 
sending  by  mail  to  camps  all  over 
the  world  some  500  sets  of  12- 
inch  records  containing  the  full 
broadcasts  of  the  five  Series 
games. 

Recorded  by  World  Broadcast- 
ing Co.,  the  discs  can  be  played  at 

camps  having  playback  equipment, 
giving  soldiers,  sailors  and  marines 
an  opportunity  to  hear  the  com- 

plete games  if  they  were  unable 
to  hear  them  during  the  actual 
broadcast  via  shortwave.  Agency  in 
charge  is  Maxon  Inc.,  New  York. 

cross  between  NBC,  BLUE,  MBS, 
OWI  and  a  smattering  of  CBS, — to 
say  nothing  of  all  the  local  out- 

fits that  responded,  too.  And  it's a  great  thing  for  those  boys  up 
here.  This  powerful  little  ten-wat- 

ter is  about  all  they  can  get,  you 

know." Community  Project 

KODK,  Major  Adams  explained 
in  his  earlier  letter,  is  a  community 
project,  paid  for  by  passing  the  hat 
among  the  soldiers,  carpenters, 
fishermen,  store  keepers  and  bank- 

ers of  the  town.  Since  there  are 
no  commercial  shows  available,  it 
operates  on  the  pass  the  hat  meth- 

od, too. 
The  station  operates  6  a.m.  un- 

til 11  p.m.,  and  is  staffed  by  five 
announcers  and  engineers,  all 
broadcasters  from  back  home.  Its 
plant  so  far  has  cost  $3,500.  It  has 
a  building,  and  can  pick  up  remotes 
from  the  town  hall  and  chapel. 
Though  some  local  talent  is 

available,  shortage  of  funds,  and 
complete  isolation  sharpened  the 
need  for  professional  programs. 
Atmospheric  conditions  shut  out 
all  other  stations,  and  the  soldiers 
and  civilians  at  Kodiak  listen  al- 

most 100%  to  KDOK  through  the 
long  winter  nights.  They  feel  so 
strongly  on  the  subject,  that  the 
station  has  never  gone  short  when 
it  passed  the  hat. 

In  his  appeal  for  local  and  "big 
name"  shows  from  down  here. 
Major  Adams  wrote,  "Leave  the 
commercials  in,  if  you  like.  We 
don't  mind.  Perhaps  your  sponsors 
would  like  to  know  about  it  and 
feel  they  are  contributing  some- 

thing to  their  boys  away  from 

home." 

CHIC  CALIBRATOR  is  Billie 
Brooker,  an  Iowa  State  graduate, 
who  is  here  operating  a  General 
Electric  transmitter  at  one  of  the 
company's  war  plants.  Wartime conditions  produced  the  need  for  a 
training  course  for  women  grad- 

uate engineers.  Now  test  girls  will 
replace  test  men  on  much  of  the 
work  and  in  other  cases  they  lend 
highly  skilled  assistance  to  engi- 

neers in  the  labs  and  factories. 
There  are  currently  38  girls  in- 

volved and  the  group  will  grow 
from  women  college  graduates 
throughout  the  country. 

John  C.  Roberts  Given 

Naval   Air  Commission 
JOHN  C.  ROBERTS,  general 
manager  of  KXOK,  St.  Louis,  has 
been  commissioned  a  lieutenant 
commander  in  the  Navy  Air  Corps 

and  reports  for 
duty  next  month. 
During  World 
War  I,  Com, 
Roberts  was  a 

Naval  flying  offi- cer stationed  at 
Panama. 
Com.  Roberts, 

brother  of  Elzey 

Roberts,  presi- 
dent and  publish- er of  the  St. 

Louis  Star-Times,  which  operates 
KXOK  and  KFRU,  Columbia,  was 
a  real  estate  and  development  exec- 

utive in  St.  Louis  before  he  joined, 
the  Star-Times  radio  operations  in 
1937.  Initially,  he  became  vice-pres- ident of  KFRU  and  subsequently 
KXOK  Executive  Director. 

Com.  Roberts 

MOST  SUCCESSFUL  YEAR  since  organization  of  the  Oklahoma  Net- 
work was  completed  recently  with  business  meeting  and  election  of 

officers.  Robert  D.  Enoch,  manager  of  KTOK,  Oklahoma  City,  and 
Managing  Director  of  the  Network,  was  elected  president,  replacing 
Joe  Lee  of  KFGG,  Shawnee.  Attending  the  meeting,  seated,  1  to  r,  are: 
Weldon  Stamps,  KADA,  Ada;  Hugh  Feltis,  BLUE  Network  station 
relations  representative;  H.  V.  Hough,  WBAP,  Fort  Worth;  George 
Abernathy,  attorney,  and  Joseph  W.  Lee,  KFGG,  Shawnee.  Standing, 
Mr.  Enoch;  Albert  Riesen,  KVSO,  Ardmore;  Hillis  Bell,  KVSO;  Milt 
Garber,  KCRC,  Enid,  and  Jimmy  Berry,  KBIX,  Muskogee. 

LVCKIES  PONDERllSG 

NEW  CBS  PROGRAM 

HEDDA  HOPPER,  Hollywood  col- 
umnist and  commentator,  spon- 

sored thrice-weekly  under  title  of 
Hedda  Hopper's  Hollywood  by  Cal- ifornia Fruit  Growers  Exchange, 
Los  Angeles  (Sunkist  oranges, 
lemons),  on  46  CBS  stations,  Mon- 

day, Wednesday,  Friday,  6:15-6:30 
p.m.  (EWT),  ends  that  three-year association  with  the  broadcast  of 
Oct.  28. 

Present  contract  with  the  citrus 
cooperative  association  calls  for 
her  exclusive  services.  It  is  un- 

derstood the  firm  will  replace  her 
starting  Nov.  2  with  a  thrice- 
weekly  quarter-hour  comedv-drama 
titled  Today  With  the  Duncans, 
utilizing  same  network  time  and 
station  list.  Written  by  Fred  Run- 
yon,  the  series  was  recently  tested 
successfully  on  midwestern  sta- 
tions. 

It  is  reliably  reported  that 
American  Tobacco  Co.  (Lucky 
Strike  cigarettes),  has  signed  Miss 
Hopper  for  a  featured  spot  in  a 
new  CBS  program  scheduled  to 
get  under  way  shortly.  Under 
working  title  of  CBS  Looks  at 
Hollywood,  several  proposed  pro- 

grams with  various  m.c.s  and  cast 
were  recently  auditioned  in  Hol- 

lywood for  consideration  by  George 
Washington  Hill,  president  of  the 
tobacco  concern.  Miss  Hopper, 
billed  as  Luckies  Leading  Lady, 
and  doing  a  Hollywood  chatter 
spot  with  a  pick  of  the  Picture 
Week,  was  featured  in  each  audi- tion. 

Besides  rating  and  previewing 

motion  pictures,  program  will  oth- erwise reflect  the  Hollywood  scene 
in  histrionics,  music  and  chatter. 
William  S.  Paley,  CBS  president, 
suggested  the  original  program 
idea,  which  was  later  taken  up  by 
Mr.  Hill,  who  incorporated  his. 
California  Fruit  Growers  Exchange 
and  American  Tobacco  Co.  are  both 
serviced  by  Lord  &  Thomas. 

So.  Cal.  Committee 

TO  HANDLE  all  wartime  and  de- 
fense activities  of  the  Southern 

California  Broadcasters  Assn., 
Lawrence  W.  McDowell,  newly- 
elected  president,  has  appointed  his 
executive  committee  for  the  ensu- 

ing year.  Van  C.  Newkirk,  director 
of  program  operations  of  Don  Lee 
Broadcasting  System,  was  made 

chairman,  with  balance  of  the  com- 
mittee including  Donald  W.  Thorn- 

burgh,  CBS  West  Coast  vice-presi- dent; John  W.  Swallow,  NBC 
western  division  program  man- 

ager, and  Kenneth  Tinkham,  man- 
ager of  KMTR,  Hollywood.  Rich- ard F.  Connor  is  radio  coordinator 

of  the  SCBA.  Mr.  McDowell  is 
commercial  manager  of  KFOX, 
Long  Beach. 

Samuels  to  Atlantic 

HARTLEY  L.  SAMUELS,  assis- 
tant to  the  director  of  program 

promotion  of  CBS,  last  week  joined 
the  Atlantic  Coast  Network  as  di- 

rector of  promotion  and  public  re- 
lations, according  to  General  Man- 

ager Edward  Codel.  Coming  to  the 
CBS  personnel  department  in  Feb- 

ruary, 1939,  Samuels  joined  the 
network's  sales  promotion  staff  a 
year  later,  becoming  assistant  in 
program  promotion  in  January, 1940. 

Page  24  •  October  12,  1942 BROADCASTING  •  Broadcast  Advertising 



Little  man... 

busier  day 

Some  fine  day,  lad,  the  booming  of  the  big  guns  will 

be  stopped  .  .  .  the  chilling  screech  of  falling  bombs 

silenced.  Forever^  we  hope. 

Then  will  comejw/r  day.  Not  an  easy  one,  either. 

It's  going  to  be  up  to  you  to  keep  the  wheels  of 

business  and  industry  turning.  You'll  have  to 
create,  buy,  sell  things  never  dreamed  of  before. 

You'll  have  to  live  in  and  run  a  brand-new  world. 

It  will  take  more  than  willing  hands  and  big 

muscles  .  . .  lots  more  "above  the  ears"  than  most 

folks  ever  needed.  That's  why,  right  now,  it's 
time  to  keep  your  eye  on  the  blackboard  and 

your  ear  on  the  schoolroom  radio. 

Yes,  American  Radio  is  helping  make  you  ready  for 

the  future,  too.  In  Michigan,  for  example,  more 

than  fifty  educational  programs,  specially  produced 

by  Radio  Station  WJR,  are  picked  up  every  month 

for  classroom  listening.  It's  being  done  for  you,  lad 
...  to  fit  you  for  that  busier  day. 

BASIC  STATION 
G.     A.     Richards,  President 

.COLUMBIA  BROADCASTING  SYSTEM 

.  Leo    J.    Fitzpatrick,    Vice    President    and    General  Manager 
Edward    Retry  &  Company,  Inc. 
National  Representative 
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New  Section  to  Handle  Broadcast  News 

Is  Created  at  OWI  Under  Arthur  Force 

Mr.  Force 

TO  EFFECT  more  complete  news 
coverage  for  radio  stations  and 
networks  the  Office  of  War  Infor- 

mation has  named  Arthur  Force, 
former  night 
news  editor  of 
NBC  as  editor  of 
the  radio  news 
section  of  the 
OWI  news  bu- 

reau. Practically, 
the  new  unit  will 
serve  as  liaison 
for  stations,  ra- 

dio press  associa- 
tions and  news 

commentators. 
Until  now  there  has  been  no 

mechanism  within  the  structure  of 
the  OWI  to  care  particularly  for 
radio's  news  needs.  Through  the new  unit  radio  press  associations 
will  be  kept  informed  of  stories 
as  they  are  about  to  break  and  any 
special  requests  for  information 
will  be  serviced.  Networks,  sta- 

tions and  commentators  will  be 
aided  in  the  same  way  through  the 
main  office  of  OWI  in  Washington 
as  well  as  through  the  various 
field  offices  throughout  the  coun- 
try. 

Specialized  Programs 

It  is  also  planned  to  feed  spec- 
ialized programs  such  as  women's 

features  with  local  angles  and  gen- 
eral background.  Much  of  the  in- 

formation will  likely  be  cleared 
through  field  offices  however, 
through  teletype  connections  link- 

ing the  regional  offices  with  Wash- 
ington headquarters.  At  present 

there  are  no  personnel  in  field  of- 
fices designated  to  handle  radio 

news  queries  and  part  of  the  over- 
all program  calls  for  the  designa- 

tion of  such  people  in  each  branch 
office  to  facilitate  news  coverage 
for  the  nation's  stations. 

Unlike  the  radio  bureau  of  OWI 
which  deals  with  campaigns  and 
Government  messages,  the  new 
unit  is  concerned  only  with  straight 
news.  In  stories  with  local  angles 
as  part  of  a  national  story,  an  at- 

tempt will  be  made  to  obtain  each 
local  angle  for  distribution 
through  field  operations. 

Mr.  Force  spent  the  past  two 
years  with  NBC  as  night  news  edi- 

tor before  joining  OWI.  Previously 
he  had  been  with  the  New  York 
World  Telegram,  and  other  papers 
in  Detroit,  Toledo  and  Newark. 

The  list  of  regional  and  field  of- 
fices, with  directors,  follows: 

ATLANTA  (Ga..  Fla.,  Ala.,  Tenn 
Miss.)— Marvin  Cox,  1722  Candler  Bldg., Tel.:  Walnut  4121;  Birmingham,  Irving H.  Bieman,  301  Phoenix  Bldg.,  Tel.:  4- 7761;  Jacksonville,  William  Bennett  522 
Lynch  Bldg.,  Tel. :  5-4012.  Ext.  28;  Mem- 

phis, Ewing  Johnson,  2017  Sterick  Bldg. Tel.:  5-7421,  Ext.  17,  evening:  5-7425: Montgomery,  James  Shipley,  813  Bell 
Bldg.;  Nashville,  Jack  Bondurant,  909 Stahhnan   Bldg.,  Tel.:  5-5592. 
BOSTON  (Me.,  N.  H.,  Vt.,  Conn., 

R.  I.,  Mass.) — E.  Bigelow  Thompson,  17 
Court  Street,  Tel.:  Lafayette  7500,  Ext. 
204-205,  evening:  Lafayette  7503;  Hart- 

ford, Wendell  A.  Teague,  119  Ann  Street, 
Tel.:  7-2641,  evening:  7-0301;  Montpelier, 
Harold  Bergman,  Pavilion  Hotel,  Tel. : 
1700,  evening:  37. 
CHICAGO  (111.,  Wis.,  Mich..  la.,  Ind.) 

— Paul     Jordan,     William     F.  Sullivan 

(Asst.),  2600  Civic  Opera  Bldg.,  Tel.: 
Andover  3600,  Ext.  21-22,  evening:  And- 
over  3604;  Detroit,  James  Hopkins,  Robert 
La  Blonde,  800  Blvd.  Bldg.,  7310  Woodward 
Ave..  Tel. :  Trinity  1-5500,  Ext.  53;  In- 

dianapolis, Joseph  Collier,  917  Circle  Tovf- 
er  Bldg.,  Tel.:  Market  8511,  Ext.  18; 
Milwaukee,  Geo.  A.  Mann,  7002  Plankin- 
ton  Arcade,  Tel.:  Broadway  4440,  evening: BR.  2688. 
CLEVELAND  (O.,  Ky.,  W.  Va.)— Sam- 

uel Slotky,  472  Union  Bank  of  Com- 
merce Bldg..  Tel. :  Cherry  7913 ;  Colum- 

bus. Ward  Moore.  4th  floor,  Peters  Bldg., 
68  E.  Gay  St.,  Tel.:  Main  7841,  evening: 
Main  7846. 
DALLAS  (Tex.,  Okla.,  La.)— L.  L.  Sisk, 1102  Fidelity  Bldg.,  Tel.:  Riverside  5711, 

evening:  Riverside  3526;  Baton  Rouge, 
Chas.  R.  F.  Smith,  OPA  Information  Of- 

ficer, 406  Triad  Bldg.;  Fort  Worth,  Rob- 
ert Wear,  630  Fort  Worth  Club  Bldg., 

Tel.:  3-9551.  Ext.  32;  Houston,  Maurice 
Gardner,  1011  Electric  Bldg.,  Tel.:  Capitol 
7201;  New  Orleans,  David  McGuire,  1120 
Canal  Bldg.,  Tel.:  Raymond  2312;  Ok- 

lahoma City,  Harrington  Wimberly,  534 
Key   Bldg.,    Tel.:  7-1551. 
DENVER  (Colo.,  Wyo.,  N.  Mex.,  Utah) 

— Eugene  Cervi,  321  Kittredge  Bldg.,  Tel. : 
Tabor  3173;  Salt  Lake  City,  Ottis  Peter- 

son, 308  David  Keith  Bldg.,  Tel.:  5-7531. 
KANSAS  CITY  (Mo.,  Neb.,  Kan., 

Ark.) — Marvin  McAlister,  300  Mutual 
Bldg.,  Tel.:  Victor  7780  ;  Little  Rock, 
E.  H.  Thomas,  Commercial  Natl.  Bk. 
Bldg.,  Tel. :  4-6473;  Omaha,  Lawrence 
May,  524  Grain  Exchange  Bldg..  Tel.: 
Jackson  6466;  St.  Louis,  Edward  Thomp- 

son, 1101  Paul  Brown  Bldg.,  818  Olive 
St.,  Tel.:  Central  3200;  Wichita,  Pliny 
Castanien,  York  Rite  Bldg.,  Tel.:  5-8661. Exeh.  11. 
MINNEAPOLIS  (Minn.,  N.  Dak.,  S. 

Dak. )  — Dowsley  Clark,  230  Midland  Bk. 
Bldg.,  Tel.:  Main  3244,  Nestor,  4518,  eve- ning :  5032. 
NEW  YORK  (N.  Y.,  N.  J.)— Clifton 

Read,  703  Chanin  Bldg..  122  E.  42  St., 
Tel.:  Murray  Hill  3-6805.  evening:  Mur- 

ray Hill  3-6828  ;  Prince  Carlisle,  OPA  In- 
formation Officer,  Empire  State  Bldg., 

350  Fifth  Ave.,  Tel.:  Chickering  4-8900; 
Alex  Ross,  State  OPA  Office,  535  Fifth 
Ave.;  Buffalo.  Harry  S.  Mullany,  1502 
Rand  Bldg..  Tel.:  Madison  3160,  evening: 
Madison  4366  ;  Newark,  James  J.  Kennedy, 
Globe  Indemnity  Bldg.,  20  Washington  PL, 
Tel.:   Market  2-0700. 
PHILADELPHIA  (Pa.,  Del.,  Md.)  — 

Howard  Browning,  744  Penn.  R.  R.  Su- 
burban Bldg.,  Tel.:  Locust  3416;  Balti- 

more, Yale  Merrill,  1528  Baltimore  Trust 
Bldg.,  Tel. :  Plaza  8170;  Pittsburgh,  Harry 
Kodinsky,  507  Fulton  Bldg.,  Tel.:  Grant 2966. 
RICHMOND  (Va.,  N.  C,  S.  C.)— Wil- 

liam Bourne.  10  S.  Fifth  St.,  Tel.:  7-2331; 
Columbia.  Stuart  Rabb.  410  Liberty  Life 
Bldg.  ;  Raleigh,  Harold  Hayes,  110  Sir 
Walter  Hotel,  Tel.:  3-1903,  3-1901. 
SAN  FRANCISCO   (Calif.,  Ida.,  Wash., 

SAVING  TUBES 

Booklet  Suggests  Methods  Of 

 Lengthening  Life  
ADVICE  on  how  to  prolong  the 
life  of  radio  transmitting  tubes  is 
offered  in  an  eight-page  booklet, 
available  on  request,  recently  pub- 

lished by  the  Radio,  Television  & 
Electronics  Dept.  of  General  Elec- 

tric Co.,  Schenectady,  N.  Y. 
Illustrated  with  cartoons,  and 

containing  concise  statements  on 
tube  care,  the  booklet  is  designed 
to  help  owners  of  pure  tungsten- 
filament  tubes,  mercury  vapor 
tubes,  and  thoriated  tungsten 
tubes. 

RKO  Film  Promoted 

RKO  RADIO  PICTURES,  New 

York,  tying  in  promotion  for  "Pride 
of  the  Yankees"  with  the  World 
Series  games,  sponsored  a  special 
six-day  campaign  of  spot  announce- 

ments once  daily  on  the  four  New 
York  stations,  WMCA,  WOR, 
WNEW  and  WHN.  The  announce- 

ments gave  the  latest  score  of  that 
day's  game  along  with  commercial 
urging  listeners  to  see  the  moving 
picture.  Agency  is  Donahue  &  Coe, New  York. 

James  S.  Vance 
JAMES  S.  VANCE,  66,  founder  of 
WJSV,  Washington,  died  Oct.  3  at 
his  home  in  McLean,  Va.,  where  he 
has  lived  since  his  retirement  from 
business  a  year  ago.  He  founded 
the  station  in  the  early  20's  and retained  control  of  the  operation 
until  1935  when  it  was  sold  to  CBS. 
He  also  was  the  publisher  of  the 
American  Protestant  until  his  re- 

tirement. He  is  survived  by  his  wife 
and  a  married  daughter. 

Nev.,  Ore.,  Mont.,  Ariz.) — Dean  Jennings, Western  Merchandise  Mart,  1335  Market 
St.,  Tel.:  Klondike  2-2300;  Los  Angeles, Howard  Freeman,  320  Western  Pacific 
Bldg.,  1031  So.  Bway,  Tel.:  Richmond 
0311,  Richmond  1261;  Portland.  Ben  Titus, 
815  Bedell  Bldg.,  Tel.:  Atwater  7241;  Se- attle, Howard  MacGowan,  440  Henry  Bldg., 
Tel.:    Elliott  0200. 

IT'S  ALL  EYES  on  Joseph  De  Luca,  president  of  Nu-Ox  Products  Co., Long  Island  City,  as  he  signs  a  13-week  contract  with  WWRL,  New 
York,  for  the  Klenzol  Talent  Quest  weekly  half-hour  show.  Program, 
featuring  amateur  talent,  promotes  the  firm's  contest  to  find  the  "Klen- 

zol Poster  Girl  for  1943."  Standing  (1  to  r)  behind  Mr.  De  Luca,  are: Bert  Stanley,  m.  c.  of  the  show;  Georgette  Wray,  poster  girl  for  1941; 
Tom  Delaney,  WWRL  salesman;  Joan  Curley,  1942  poster  girl,  and 
Edith  Dick,  WWRL  assistant  general  manager. 

SPONSORS  SIGNED 

ON  McCANN  SERIES 
McCANN  LABORATORIES,  New 
York,  cooperative  sponsor  of  Pure 
Food  Hour  on  WOR,  New  York, 
for  member  food  producers  [Broad- 

casting, Sept.  7],  has  six  sponsors 
for  the  five-weekly  morning  pro- 

gram, which  returned  to  the  air 
Sept.  14. 
Among  those  confining  their  radio 

advertising  to  participations  in  the 
series  are:  Hawaiian  Pineapple 
Co.,  Ltd.,  San  Francisco,  for  Dole 
Pineapple  Products,  through  N.  W. 
Ayer  &  Son,  New  York;  and  R.  V. 
Delapenha  &  Co.,  New  York,  for 
marmalade,  through  Gotham  Adv., 
New  York. 

Other  sponsors  are  Dugan  Bros, 
of  New  Jersey,  Newark,  bakers, 
placed  through  Charles  Dallas 
Reach  Co.,  Newark;  Richmond- Chase  Co.,  San  Jose,  Cal.,  for 
Heart's  Delight  Canned  Ripe 
Peaches,  handled  by  Wank  &  Wank, 
San  Francisco;  and  P.  J.  Ritter  & 
Co.,  Bridgeton,  N.  J.,  for  Tobasco 
Catsup,  through  Clements  Co., 
Philadelphia.  Also  Mother  Hubbard 
Distributors,  New  York,  for  Mother 
Hubbard  Wheat  Germ.  Account  is 
handled  by  H.  C.  Morris  &  Co.,  New York. 

Coast  Book  Hookup 

DOUBLEDAY  DORAN  &  Co.,  New 
York,  using  network  radio  for  the 
first  time,  has  signed  for  a  weekly 

five-minute  segment  on  BLUE's 
Breakfast  at  Sardi's,  Friday,  on  13 
Pacific  Coast  stations  for  an  indefi- 

nite period,  following  a  test  cam- 
paign of  two  participations.  Firm 

is  currently  engaged  in  an  exten- 
sive spot  radio  campaign  for  Book 

League  of  America,  a  subsidiary, 
offei'ing  two  books  available  by 
mail  order,  in  an  effort  to  build  up 
a  list  of  subscribers  [Broadcast- 

ing, Oct.  5].  The  network  adver- 
tising is  a  phase  of  this  campaign. 

Huber,  Hoge  &  Sons,  New  York, 
handles  the  account. 

Music  Meet  Dropped 

NATIONAL  Federation  of  Music 
Clubs  has  cancelled  its  biennial 

spring  convention,  and  will  substi- tute during  National  Music  Week 
at  that  time  a  radio  project  to  be 
known  as  American  Music  Festival 
of  the  Air.  Although  plans  have  not 
yet  been  settled,  it  is  likely  that 
network  radio  will  be  used.  Music 
directors  of  the  major  networks, 

meeting  with  the  Federation  recent- 
ly, offered  cooperation  to  the  fullest 

extent  possible  in  carrying  out  the 

project. 
Rhodes  Advanced 

RAY  RHODES,  for  several  years 
account  executive  of  the  NBC  in 
San  Francisco  and  more  recently 
associated  in  that  capacity  with  the 
BLUE  Network,  has  been  appoint- 

ed sales  manager  of  KGO,  BLUE 
affiliate  in  the  Golden  Gate  city.  He 
assumes  his  new  duties  Nov.  1,  suc- 

ceeding Walter  Davison,  who  re- 
signed to  engage  in  the  radio  work 

in  New  York. 

KEN  NILES,  announcer  of  CBS, 
Hollywood,  is  completing  a  trailer 
narration  assignment  as  well  as  tran- 

scribed spot  announcements  for  the 
20th  Century-Fox  film,  "Life  Begins 
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NO.  3  IN  A  SERI€S  PORTRAYINS  THE  ADVENTURES  OP 
RADIO'S  INOISPENSABLE  WAN  -  THE  TIME  BUYER  .' 

:  WAR-INDUSTRY  WORKERS  IN  THE 
KEX  MARKET  ARE  HIGHLY  PAID -AND 
THEY'RE  EAGER  TO  BUY/   FARMERS - 
LUMBERMEN,  CATTLEMEN  AND  OTHERS 
HAVE  THE  HIGHEST  SPENDABLE 

INCOME  €VER  .  ,  

ACTIVE  AND  AGGRESSIVE 
LOCAL  PROMOTION  KEEPS 
LISTENERS  INTERESTED 

IN  KEX -"THE  VOICE 
OF  THE  OREGON 

COUNTRY" / 

INSPOT-BUyiNG  IT'S  ESSENTIAL  TO  GET 
PROMPT  ACTION  ON  AVAILABILITY  INQUIRIES  . 

KEX  GIVES  IT  TO  you  -  ALONG  WITH  A  . 

HELLUVA  LOT  OF  COOPERATION  EVERY  £l^' 
STEP  OF  TH'  WAY  / 

THIS  FALL-KEX,  AS  THE 

ONLY  BLUE  NETWORK  OUT- 
LET IN  THIS  TERRITORY,  IS 

CARRYING  A  TERRIFIC 

SCi^€DULE  OF  TOP-NOTCH 
RADIO  SHOWS  -  MORNING, 
AFTERNOON  AN'  EVENING  / 

IT'S  A  PLEASURE  TQ  PO 
BUSINESS  WITH  KEX  -  EASY, 

TOO/  JUST  CONTACT  THE  NEAR- 
EST PAUL  H.RAYMER OFFICE, 

OR  WRITE  OR  WIRE  DIRECT/ 

\ 

l^r-)rv7  "THE  VOICE  OF  THE 

jjXli/M  Of^EGON  COUNTRY" 

PORTLAND,  0RE6ON 
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Radio  Maintenance  Materials 

Under  New  Preference  Rating 

Still  Better  Classification  May  be  Sought  to  Insure 

Acquisition  of  Material  as  Needed 
IMPROVED  preference  ratings  to 
permit  the  acquisition  by  radio  sta- 

tions of  material  necessary  for 
maintenance  and  repair  became  a 
reality  last  Monday  when  the  War 
Production  Board  issued  P-133  to 
replace  the  former  P-129  which  ex- 

pired Sept.  30.  As  reported  in 
Broadcasting,  Oct.  5,  1942,  the 
order  also  imposes  rigid  controls 
affecting  inventories  of  spare 
parts,  not  only  of  radio  stations 
but  also  of  commercial  sound-re- 

cording facilities. 
The  order  provides  a  rating  of 

A-l-j  to  obtain  needed  materials 
for  maintenance  and  repair  but  it 
seems  likely  that  the  rating  may 
have  to  be  improved  to  insure  the 
acquisition  of  materials  when  need- 

ed. At  present  WPB  officials  seem 
optimistic  about  their  ability  to 
obtain  material  with  such  a  rating 
for  they  maintain  that  essential 
needs  such  as  those  of  broadcast- 

ing serve  as  one  of  the  prime  basis 
in  determining  actual  allocations. 

This  rating  is  not  applicable  to 
any  request  for  aid  unless  the 
maintenance  station  seeking  aid 
complies  with  nine  conditions  im- 

posed by  the  order: 
The  rating  may  not  be  used  to 

^^^^''^ifortle  other  ban^ 
goodgamWe^^  Area  a 

.ed-hotsuretW     ̂ ^^^^  t 

„f  Kentucky  com»Hned^.^^VE 
here's  a^***""^^^  area  for 

^„.pletely  
covers  tb 

far  less  '^'^'^  iov  results, 

doug^  on 
 Louisville put  yow"^ 

replace  in  inventory  any  spare 
spare  tube  for  each  active  tube 
socket. 

The  rating  may  not  be  used  to 
replace  in  inventory  more  than  one 
part  except  those  subject  to  fre- 

quent failure,  deterioration,  or 
other  exhaustion  and  those  which 
are  so  special  that  failure  would 
inevitably  result  in  long  delay  in 
resumption  of  essential  operations. 

The  rating  may  not  be  used  in 
any  case  to  increase  the  value  of 

an  operator's  inventory  of  repair 
parts,  other  than  tubes,  above  the 
value  of  such  inventory  as  of  to- day. 

The  rating  may  not  be  used  to 
replace  in  inventory  a  new  part  if 
the  defective  part  can  be  repaired 
with  a  smaller  consumption  of  raw 
material. 

The  tube  which  has  been  re- 

placed from  operator's  inventory 
or  for  which  replacement  is  re- 

quired must  be  operated  to  failure. 
The  operator  must  return  to  the 

manufacturer  any  power  tube  rat- 
ed at  25  watts  or  more  which  has 

failed,  unless  the  tube  is  to  be  re- 

paired. Equipment  which  has  failed 
must  have  been  operated  within 
the  ratings  specified  by  the  man- 
ufacturer. 

The  rating  must  not  be  used  to 
build  up  inventory  of  operating 
supplies  other  than  tubes,  in  ex- 

cess of  requirements  for  a  three- 
month  period. 

The  operator  must  be  actively 
engaged  in  one  of  the  activities 
listed  on  Schedule  A,  attached  to 
the  order,  or  must  receive  specific 
authorization  for  his  installation 
from  the  Director  General  for 
Operations  of  WPB. 

Text  of  WPB  Order  P-133  which 
replaces  P-129  follows: 

(a)  Definitions  For  the  purpose  of  this 
Order : 

(1)  "Operator"  means  any  individual, partnership,  association,  business  trust, 
corporation,  receiver  or  any  form  of  en- 

terprise whatsoever,  whether  incorporated 
or  not,  the  United  States,  and  the  several 
states  thereof,  and  any  political,  corporate, 
administrative  or  other  division  or  agency 
thereof,  to  the  extent  engaged  in  any 
activity  listed  in  Schedule  A.  hereof. 

(2)  "Material"  means  any  commodity, equipment,  accessory,  assembly,  or  product 
of  any  kind. 

(3)  "Maintenance"  means  the  upkeep  of 
an  operator's  buildings,  structures,  and equipment  in  sound  working  condition;  and 
this,  without  regard  to  whether  the  ex- 

penditures therefor  are  for  any  reason 
required  to  be  recorded  in  the  operator's accounting  records  in  accounts  other  than 
maintenance  and  repair. 

(4)  "Repair"  means  the  reconstruc- tion or  restoration  without  expansion,  im- 
provement or  change  of  design  of  any  por- 

tion of  an  operator's  buildings,  struc- tures and  equipment  when  such  portion  has 
been  rendered  unsafe  or  unfit  for  service 
by  wear  and  tear  or  other  similar  causes, 
but  not  including  reconstruction  or  res- 

toration of  any  portion  damaged  or  de- 
stroyed by  fire,  flood,  tornado,  earthquake, 

act  of  God  or  the  public  enemy;  and  this, 
without  regard  to  whether  the  expendi- 

tures therefor  are  for  any  reason  required 
to  be  recorded  in  the  operator's  account- ing records  in  accounts  other  than  mainte- 

nance and  repair. 
(5 1  "Operating  Supplies"  means  any  ma- terial which  is  essential  to  and  consumed 

directly   in   the  operation   of   any  of  the 

SCENE  OF  THE  FIRST  broadcast  of  WJZ,  New  York,  Oct.  1,  1921, 
was  this  room  in  the  Westinghouse  factory,  Newark.  Pictured  at  a  later 
date  before  the  condenser  microphone  is  Joe  Watts  (foreground),  West- 

inghouse engineer,  and  one-time  announcer,  while  Thomas  J.  Cowan, 
WJZ's  first  announcer  and  program  supervisor,  is  seated  at  the  piano. 
WJZ  celebrated  its  21st  birthday  Oct.  1,  broadcasting  "Annie  Laurie" 
and  "Say  it  With  Music," — the  same  tunes  played  on  the  phonograph 
depicted  here — when  the  500-watt  station  sent  out  its  first  signal. 

services  specified  in  (a)  (1)  above  but 
does  not  include  recording  discs,  film,  other 
recording  media,  fuel,  office  or  building 
supplies,  or  equipment  of  any  kind. 

Rating  Assignment 
(b)  Assignment  of  Preference  Rating. 

Subject  to  the  terms  of  this  Order,  Prefer- 
ence Rating  of  A-l-j  is  hereby  assigned: 

( 1 )  To  deliveries  of  material  to  an 
operator  for  operating  supplies  and  for maintenance  and  repair. 

(2)  To  deliveries  to  any  supplier  of 
material  to  be  physically  incorporated  in 
other  material  required  by  an  operator 
for  operating  supplies,  maintenance  or  re- 

pair. 

(c)  Persons  Entitled  to  Apply  Prefer- 
ence Rating.  The  Preference  Rating  here- 

by assigned  shall  be  applied  where  a 
preference  rating  is  required  to  obtain  ma- 

terial for  maintenance,  repair  and  oper- 
ating  supplies  by: 

(1)  Any  operator  engaged  in  an  ac- tivity in  schedule  A  hereof  and  may  be 
applied  by 

(2)  Any  supplier,  provided  deliveries  to an  operator  or  another  supplier  are  to  be 
made  by  him,  which  are  of  the  kind 
specified  in  paragraph  (b)  and  have  been 
rated  pursuant  to  this  Order. 

(d)  Applicability  of  Priorities  Regula- tions. This  Order  and  all  transactions  af- 
fected thereby  are  subject  to  all  applicable 

provisions  of  the  Priorities  Regulations  of 
the  War  Production  Board,  as  amended 
from   time  to  time. 

(e)  Restrictions  on  Inventory  and  Use. 
The  preference  rating  hereby  assigned  may 
be  applied  by  any  operator  provided: 

( 1 )  Such  rating!  is  not  used  to  replace in  inventory  more  than  one  spare  tube 
for  each  active  tube  socket. 

(2)  Such  rating  is  not  used  to  replace 
in  inventory  any  spare  parts  except: 

(i)  Those  subject  to  frequent  failure, 
deterioration  or  other  exhaustion. 

(ii)  Those  which  are  so  unique  that 
failure  would  inevitably  result  in  long 
delay  in  resumption  of  essential  opera- tions. 

Other  Provisions 
(3)  Such  rating  is  not  used  in  any  case 

to  increase  the  value  of  an  operator's inventory  of  repair  parts,  other  than  tubes, 
above  the  value  of  such  inventory  on  the 
date  of  this  order. 

(4)  Such  rating  is  not  used  to  replace 
in  inventory  a  new  part  if  the  defective 
part  can  be  repaired  with  a  smaller  con- sumption of  raw  material. 

(5)  The  tube  which  has  been  replaced 
from  operator's  inventory  or  for  which replacement  is  required  has  been  operated to  failure. 

(6)  The  operator  has  returned  to  the 
manufacturer  any  power  tube  rated  at  25 
watts  or  more  which  has  failed,  unless 
such  tube  is  to  be  repaired. 

(7)  Equipment  which  has  failed  has  been 
operated  within  the  ratings  specified  by 
the  manufacturer. 

(8)  Such  rating  is  not  used  to  build 
up  inventory  of  operating  supplies  other 
than  tubes,  in  excess  of  requirements  for 
a  three  month  period. 

(9)  Such  operation  was  actively  engaged 
in  one  of  the  activities  listed  on  Schedule 
A.  hereof,  on  the  date  of  issuance  of  the 
Order,  or  has  received  specific  authoriza- tion for  his  installation  from  the  Director 
General  for  Operations  of  the  War  Pro- duction Board. 

(f)  Application  and  Extension  of  Rat- ing. An  operator  or  supplier,  in  order  to 
apply  the  preference  rating  assigned  by 
this  Order,  shall  endorse  the  following 
statement  on  the  purchase  order  or  con- tract for  such  material  signed  manually  or 
as  provided  in  Priorities  Regulation  No.  7 

Denver  Hookup 

BROADCAST  loop  has  been  in- stalled between  Lowry  Field,  Col., 
and  the  control  room  of  the  Rocky 
Mountain  Radio  Council,  complet- 

ing a  wire  connection  between  the 
post  and  the  five  Denver  radio 
stations.  Under  the  arrangement, 
programs  originated  at  Lowry 
Field  are  relayed  through  the  Radio 
Council  to  the  station  handling  the 
show.  First  Production,  Pass  in 
Review,  was  presented  on  MBS 
through  station  KFEL. 

(Section  944.27)  by  an  official  duly  author- 
ized for  such  pui-poses. 

Certification 
The  undersigned  purchaser  hereby  rep- 

resents to  the  seller  and  to  the  War  Pro- duction Board  that  he  is  entitled  to  apply 
or  extend  the  preference  ratings  Indicated 
opposite  the  items  shown  on  this  pur- chase order,  and  that  such  application  or 
extension  is  in  accordance  with  Priorities 
Regulation  No.  3,  as  amended,  with  the 
terms  of  which  the  undersigned  is  familiar. 

Name  of Purchaser. 
Address. 

By 

(Signature  and  title  of Duly  authorized  Officer) 
Date 

(g)  Violations.  Any  person  who  wil- fully violates  any  provision  of  this  Order, 
or  who,  in  connection  with  this  Order, 
wilfully  conceals  a  material  fact  or  fur- nishes false  information  to  any  department 
or  agency  of  the  United  States  is  guilty  of 
a  crime,  and  upon  conviction  may  be  pun- 

ished by  fine  or  imprisonment.  In  addi- tion, any  such  person  may  be  prohibited 
from  making  or  obtaining  further  deliver- 

ies of,  or  from  processing  or  using  ma- terial under  priority  control  and  may  be 
deprived  of  priorities  assistance. Issued  this  5th  day  of  October,  1942. 

Ernest  Kanzler, 
Director  General  for  Operations 

SCHEDULE  A 
1.  Radio  Communications,  including broadcasting. 
2.  Sound  Recording  for  Commercial  Pur- 

poses. 
3.  Radio   Direction  Finding. 

I  COPS  on  NO  COPS- 1  GoTfA 
GET  M'/  FAVORfTE  PROGRAM 

KXOK 
ST.  LOUIS,  MO. 

630   KG.    5000   WATTS   DAY  AND 
NIGHT    if    BLUE  NETWORK 
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They  work  together  better. . . 

because  they  can  talk  together 

In  a  war  of  movement 

The  scout  car's  job Is  to  feel  out  the  enemy 

And  report  its  information 
Instantly  to  the  main  body. 

So  Uncle  Sam's  half-track  scout  cars Are  equipped 

With  modern  radiotelephones 
That  flash  the  word  to  other  units. 

Teamwork  like  this 

Is  important 
When  minutes  mean  the  difference 

Between  winning  a  battle 
And  disaster. 

Modern  communications  equipment 

Designed  and  manufactured 
By  I.  T.  &  T.  associate  companies 
Is  helping  Uncle  Sam 
Coordinate  his  fighting  forces 
On  land,  sea  and  in  the  air. 

The  broad  peacetime  experience 
Of  I.  T.  &T. 
In  the  field  of  communications 

Is  proving  its  value  in  time  of  war. 

IT&T 

International  Telephone  and  Telegraph  Corporation  67  Broad  street,  Ne^vc  York,  n.y. 

\Associate  Manufacturing  Companies  in  the  United  States 
International  Telephone  &  Radio  Manufacturing  Corporation 
Federal  Telegraph  Company 
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PROGRAMS 

FOR  CHILD  listeners,  WMCA,
 New  York,  has  two  programs, 

including  a  news  period  and  a 
novel  comic  show.  News  for 

Young  Americans,  an  experiment 
in  simplifying  news  for  children 
of  grade  school  age,  is  a  resume 
of  the  week's  news  in  which  for- 

eign names  and  customs  are  linked 
with  familiar  associations  to  aid 
in  the  understanding  and  retention 
of  news.  David  Anderson,  night 
news  editor  of  WMCA,  writes  the 
scripts  for  the  series,  which  may 
extend  to  a  daily  news  summary 
if  successful.  Radio  impersonations 
of  famous  characters  in  comic 
strips  are  presented  on  Toy  Town 
Tooters  with  the  aid  of  a  variety 
of  novelty  instruments,  played  by 
Eddie  Lewis  and  Lou  Herrman. 
Both  programs  are  heard  on  Sat- urday. 

*  *  * 
Wartime  Economy  for  Women 

TO  INSTRUCT  women  in  their 
wartime  duties  is  the  purpose  of 

quarter-hour  weekly  p  r  o  g  r  a'm. Army  Post  Office,  aired  on  KEX, 
Portland,  Ore.,  with  the  coopera- tion of  the  Consumer  Division  of 
the  Office  of  Price  Administration. 
Jean  Morrison  of  KEX  artists  staff 
reads  a  letter  written  by  a  war- 
widow  to  her  husband  overseas, 
telling  what  she  has  done  around 
her  home,  new  shopping  habits, 
cleaning  shortcuts,  time-savers  and 
other  helpful  suggestions  to  wom- 

en. Parts  of  the  letter  are  drama- 
tized for  listeners. 

*  *  * 
War  Incidents 

A  NEW  weekly  Canadian  Broad- 
casting Corp.  network  program. 

Comrades  in  Arms,  dealing  with 
the  combined  operations  of  Can- 

ada's navy,  army,  and  air  force. 
The  opening  episode  on  Oct.  2, 
gave  Canadians  a  word  picture  of 
the  Dieppe  raid.  The  second  dealt 
with  the  running  fight  of  the  Ca- 

nadian destroyer  Assiniboine  and 
the  German  submarine  which  it 
sent  to  the  bottom  recently  after 
capturing  the  crew.  Subsequent  pro- 

grams will  deal  with  a  variety  of 
war  incidents  and  operations  on 
land,  at  sea  and  in  the  air.  Pro- 

gram is  scripted  by  the  radio  pub- lic relations  officers  of  the  three 
services. 

Psychiatry 

PSYCHIATRY  in  its  relation  to 
the  normal  person  is  presented  by 
leading  medical  specialists  in  a 
new  series  of  the  CBS  Highways  to 
Health  programs,  marking  the  first 
time  in  the  10-year  history  of  the 
broadcasts,  that  the  merits  of 
psychiatry  have  been  discussed. 
Emphasis  is  placed  on  the  role  of 
psychiatry  in  normal  life,  particu- 

larly in  regard  to  national  morale, 
selection  of  candidates  for  the 
armed  forces,  and  other  wartime 
phases  of  the  science. *  *  * 

News  for  Youths 

ANALYSIS  of  the  day's  war  news for  youngsters  of  school  age  is 
being  provided  by  WCAU,  Phila- 

delphia, in  a  daily  series  of  com- mentations handled  by  Catherine 

Clark.  Titled,  Today's  News  For Children,  appeal  is  to  youngsters 
from  12  years  of  age  to  those  in  the 
high  school  grades,  giving  the  back- 

ground and  significance  of  the 
day's  war  headlines.  The  program 
is  also  offered  as  an  adjunct  to 
classroom  work. 

*  *  * 
Marco  Polo 

ORIENTAL  wonders  are  re- 
counted on  The  Travels  of  Marco 

Polo,  new  quarter-hour  Sunday 
program  on  KGW,  Portland,  Ore. 
With  a  background  of  organ  music, 
Dick  Rand,  veteran  actor  and  an- 

nouncer, reads  the  familiar  stories 
of  the  fabulous  European  traveler. 

sis  * 

Spilling  The  Beans 
JOSEPH  F.  DINNEEN,  featured 
writer  of  the  Boston  Globe  for  the 
past  20  years,  uses  the  title  of  his 
own  daily  column  Spilling  the 
Beans  as  the  name  of  his  five- 
weekly  series  of  15-minute  com- 

mentaries on  WORL,  Boston.  Pro- 
gram includes  general  news,  war 

developments,  and,  from  time  to 
time,  figures  in  the  public  eye  as 

guests. 

*  *  * 
Successful  Writers 

FEATURING  writers  who  have 
achieved  success,  the  California 
Writers  Club  Round  Table  has 
started  a  series  on  KROW,  Oak- 

land, Cal. 
NOIV. 

%i    COMPLETE  Cooeiace 

%e  ALABAMA  TRIO 
Alabama's  vast  spending  power  extends  the  length  of  the 
state  and  payrolls  are  at  record  figures.  There's  a  better rate — and  better  coverage — on  the  ALABAMA  TRIO.  Save 
a  full  10%  -when  you  use  all  three! 

WSGN 
BIRMINGHAM 

WSFA 
MONTGOMERY WALA MOBILE 
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STRICTLY  AD  LIB  is  the  daily 
quarter-hour  Navy  recruiting  pro- 

gram, /  Solemnly  Swear,  on  KFAC, 
Los  Angeles.  Conducted  by  Chief 
Specialist  Van  Des  Autels,  for- 

merly announcer-producer  of  that 
station,  program  is  remoted  from 
the  Navy  recruiting  headquarters 
in  that  city,  with  volunteers  being 
interviewed  and  sworn  in.  Each 
broadcast  also  includes  well  known 
radio  and  film  guest  personalities. 
Talking  it  over  during  a  recent 
broadcast  are  (1  to  r)  Chief  Spe- 

cialist Des  Autels;  Petty  Officer 
Bob  Moon,  formerly  announcer  of 
CBS,  Hollywood,  and  Ted  Myers, 
announcer  of  KFI-KECA,  Los 
Angeles. *  *  * 

Scout  Program 
CORRESPONDENTS  from  225 
Boy  Scout  troops  submit  news  for 
Men  of  Tomorrow  weekly  Boy 
Scout  program  on  WCKY,  Cincin- 

nati. Program  promotes  civic  and 
patriotic  enterprises,  is  handled  en- 

tirely by  boys,  with  the  average 
age  of  the  company  13Vs.  Script 
is  by  20-year-old  Jack  Sharp, 
while  16-year-old  Paul  Westerfield 
is  news  editor. 

*  *  * 
Forum  for  Farmers 

DESIGNED  to  interest  50,000 
farmers  in  the  Lake  Superior  area, 
26  open  forums  for  farmers  are 
provided  by  a  public  series  feature 
on  WEBC,  Chicago.  With  county 
farm  agents,  and  cooperatives  tak- 

ing part,  series  considers  such 
topics  as  inflation  and  the  farmer, 
berry  culture,  farm  economics, 
farm  insurance,  agricultural  zon- 

ing, post-war  planning  and  crop 
improvement. *  *  * 

Letters  From  Home 
LETTERS  to  servicemen  from 
wives,  fathers,  sisters  and  others 
are  read  on  Letters  From  Home, 
new  Sunday  evening  presentation 
of  WBIG,  Greensboro,  N.  C.  Pro- 

gram opened  Oct.  11  with  a  letter 
from  Mrs.  Elizabeth  Berry,  the 
Golden  Rule  Foundation's  "The 
American  Mother  of  1942",  to  her 
son  Capt.  James  Berry,  Army  Air 
Forces. 

*  *  * 
Army  Talks  to  Mothers 

MOTHERS  and  relatives  learn 
how  the  Army  gets  food,  clothing 
and  implements  of  war  to  its  fight- 

ing men  in  The  Quartermaster 
Quarter-Hour,  new  service  program 
staged  by  Quartermaster  Corps, 
carried  by  WGY,  Schenectady.  Col. 
Hugert  W.  Beyette,  Commander  of 
the  Schenectady  Army  Depot,  de- 

livers the  talks. 
*  *  * 

News  Dramas 
THREE  dramatized  news  events 
are  shortwaved  by  NBC  to  Europe 
and  the  Middle  East  each  week  in  a 
series  titled  Fighting  America. 
Programs  are  written  and  narrated 
by  Walter  Law,  and  directed  by 
Frank  Nesbitt,  head  of  the  English 
section  of  NBC's  international  di- vision. 

"Hello!  Is  This  Mom?" 
NEW  SERVICE  SHOW  on  WTMJ, 
Milwaukee,  is  Furlough  Fun,  spon- 

sored by  the  Robert  A.  Johnston 
Co.,  local  cookie,  candy  and  cracker 
manufacturers.  Broadcast  from 
USO  headquarters,  the  popular 
program  features  interviews  of  a 
half-dozen  service  men  by  Bob 
Heiss,  emcee.  The  lucky  men  whose 
numbers  are  drawn  from  a  hat 
prior  to  the  program,  are  given  a 
chance  to  speak  to  their  families 
over  long  distance  telephone.  Part 
of  the  conversation  is  aired.  Then 
the  service  man  retires  to  a  se- 

cluded corner  where  he  continues 
his  phone  call. *      *  * 

Spot  for  Girls 
DESIGNED  to  serve  as  preview 
spot  for  feminine  announcers,  pro- 

ducers, engineers  and  mcs.  as  well 
as  talent,  a  weekly  half-hour  all- 
girl  variety  show  Victory  Belles, 
has  been  started  on  KNX,  Holly- 

wood. Featured  are  Beverly  Jean 
Porter,  vocalist;  Mabel  Todd, 
comedienne;  Music  Maids,  vocal 
group,  and  an  all-girl  orchestra. 

War  Problems 
STRESSING  importance  of  the 
farm  in  our  national  life  and  tieing 
in  with  the  war  effort  a  new  five- 
weekly  quarter-hour  dramatic  se- 

ries, We,  the  Living  has  been 
launched  on  NBC  Pacific  Coast  sta- 

tions, Monday  through  Friday, 
9:45-10  a.m.  (PWT).  Written  and 
directed  by  Howard  Keegan  the  se- 

ries was  inaugurated  Sept.  28.  Cen- 
tered around  three  generations  of 

an  Ohio  family  in  a  farming  com- 
munity, series  portrays  their  indi- 

vidual and  personal  problems  which 
continue  despite  the  war. *      *  * 

Call  Letter  Title 
DURING'  the  hours  between  12 
noon  and  6  p.m.  on  weekdays, 
WBNY,  Brooklyn,  offers  We  Bring 
You  News,  program  using  the  sta- 

tion's call  letters  and  presenting 
news  every  minute  on  the  minute 
as  it  is  received  off  the  AP  and 
INS  wires,  edited,  and  broadcast 
by  four  announcers.  Program  is 
subdivided  under  world  headlines 
and  news,  and  national  headlines 
and  news. 

Personal  Problems 
OFFERING  aid  and  advice  to  men 
and  women  with  difficult  personal 
problems,  WNEW,  New  York,  has 
launched  a  Sunday  series  of  dis- 

cussions by  Dr.  Lester  F.  Miles, 
New  York  psychologist.  Dr.  Miles 
answers  questions  about  marriage, 
children,  occupational  problems, 
and  the  effect  of  the  war  on  indi- 

vidual personalities. *  " 
Strictly  Light  \ 

TO  MEET  the  demand  for  light  | 
radio  entertainment,  WHN,  New 

York,  has  started  a  two-hour  day- time variety  program  of  .song, 
comedy,  band,  sport  highlights, 
newscasts  and  other  amusement 
features.  The  six-weekly  series  is 
titled  Gloom  Dodgers. 

*  ^! The  Underground 
INTERWEAVING  fact  with  fic- 

tion, Major  V,  new  serial  on  WWJ, 
Detroit,  tells  the  story  of  an  Amer- 

ican engineer,  stranded  in  Germany 
at  the  outbreak  of  the  war,  who 
stays  to  fight  on  with  the  captive 

peoples. 

Where  COVERAGE 

brings  RESULTS 

Right  at  the  time  that  WSIX  steps  up  its 
power  and  frequency,  the  Nashville  nnarket 
blooms  out  as  one  of  the  key  sales  areas 
of  the  entire  South. 

Unprecedented  prosperity  here  makes  this  market  ripe  for  intensive  cov- 
erage, supplied  to  your  order  by  one  medium — WSIX  v/ith  its  new 

5,000-watt  power  and  980-kilocycle  frequency. 

Make  your  own  check-up — but  make  it  NOW.  Wire  for  full  information. 

SPOT  SALES,  INC.,  National  Representatives 

5000 

WATTS 

980 

KILOCYCLES 

NASHVILLE,  TENN, 
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Sour  Fiddling 

SOMEBODY'S  fiddling  again  while  Rome 
burns  and'  Caesar  (Jimmy,  we  mean)  plows 
on,  telling  Government,  public  and  industry 
where  they  can  get  off  musically. 
A  couple  of  weeks  have  passed  since  the 

Senate  waived  its  rules  and  unanimously 
passed  the  Clark  Resolution  for  an  inquiry 
into  Petrilloism  and  funds  with  which  to  prose- 

cute it.  The  Senate  had  heard  that  Petrillo's 
arbitrary  ukases  were  impeding  important 
war  morale  work  with  our  troops  abroad  and 
at  home.  It  had  been  told,  too,  on  highest  au- 

thority that  many  small  broadcast  stations 
will  fold  unless  transcriptions  and  records  are 
available  to  them. 

Since  then  there  apparently  has  been  much 
talk,  but  no  action.  The  Senate  Interstate  Com- 

merce Committee  has  a  mandate  to  investigate 
the  whole  Petrillo-AFM  affair,  looking  toward 
corrective  legislation.  Chairman  Wheeler  CD- 
Mont.)  hasn't  appointed  a  new  subcommittee 
to  carry  out  that  mandate,  though  he  has  said 
one  would  be  named  and  Senator  Clark  (D- 
Idaho)  who  did  such  brilliant  work  in  the  pre- 

liminary study,  would  be  it's  chairman. 
There  hasn't  been  a  single  voice,  in  Gov- 

ernment or  Congress,  in  support  of  the  Pe- 
trillo  stand.  The  Government  has  seen  fit  to 
sue  AFM  for  violation  of  the  anti-trust  laws 
because  of  his  order  instructing  his  members 
to  quit  recording  for  records  or  transcriptions 
as  of  Aug.  1.  as  well  as  his  other  arbitrary 
edicts. 

In  some  quarters  the  report  is  heard  that 

the  stakes  are  too  great  to  risk  a  musicians' 
strike,  and  that  negotiations  should  be  initiat- 

ed with  Petrillo  for  a  settlement.  Does  anyon" 
think  for  a  moment  that  the  Government 
would  stand  idly  by  and  permit  the  entire 
broadcasting  structure  to  cease  operating  for 
a  single  day?  Petrillo  has  threatened  strikes 
before.  He  has  even  called  them.  But  they 

didn't  happen  even  in  peace  time.  This  is  war. 
Radio  is  an  essential  implement  of  war — per- 

haps as  essential  as  the  war  plants  that  have 
been  taken  over  on  Presidential  order  when 
labor  controversies  or  strikes  developed. 

Could  it  be  that  some  members  of  the  Sen- 
ate Committee  are  afraid  to  tackle  a  labor  issue 

in  advance  of  the  November  elections?  Failure 
to  follow  through  on  the  hearings,  after  the 
Senatorial  mandate,  in  our  judgment,  would 
constitute  a  political  scandal. 

Any  thought  of  negotiating  -with  Petrillo 
likewise  is  futile.  Look  at  the  rebuffs  he  has 

given  such  Government  figures  as  Elmer  Davis, 
and  James  Lawrence  Fly  for  the  answer.  He 
has  openly  defied  all  comers,  government  and 
industry  alike. 

It's  unlikely  now  that  the  investigation  can 
get  under  way  until  after  the  November  elec- 

tions. Members  of  the  Senate  will  want  to  go 
home  for  their  own  campaigns  or  to  help  their 
parties.  Senator  Clark  already  has  laid  the 
groundwork  for  the  inquiry.  The  subcommittee 
should  be  named  promptly  so  that  the  inquiry 
can  get  under  way  early  in  November. 

Sensible  Censorship 
A  SENSIBLE  and  practical  approach  to  the 
foreign  language  radio  problem  has  been  taken 
by  both  Government  and  industry,  without  the 
pyrotechnics  and  controversy  that  first  punc- 

tuated efforts  in  that  direction.  Imposition  of 
wartime  restraints  on  programs  handled  in 
foreign  tongues  has  been  just  about  the  most 
troublesome  and  inflammatory  problem  to  de- 

velop since  Pearl  Harbor. 
The  Office  of  Censorship  has  established  a 

foreign  language  section  in  its  Broadcasting 
Division.  It  ̂ vill  assist  foreign  language  sta- 

tion managers  in  exercising  voluntary  censor- 
ship as  spelled  out  in  the  Code  of  Wartime 

Practices.  It  will  cooperate  with  the  Foreign 
Language  Broadcasters  Wartime  Control  and 
with  stations  individually,  to  prevent  sub- 

versive material  from  going  out  over  their  fa- 
cilities. 

In  our  judgment,  this  development  will  con- 
tribute more  to  the  proper  operation  of  the 

some  150  stations  handling  foreign  language 
problems  than  any  other  move  that  could  have 
been  made.  The  efficient  and  sound  way  in 
which  the  Censorship  Office  has  functioned 
during  the  10  months  since  war  began  cer- 

tainly indicates  that.  Censorship  Director 
Byron  Price  has  surrounded  himself  with  ca- 

pable assistants,  particularly  in  radio.  J. 
Harold  Ryan,  assistant  director  for  radio,  has 
been  more  than  considerate  in  his  treatment  of 
the  medium.  The  entire  organization,  entrusted 
with  one  of  the  most  delicate  tasks  of  wartime 
government,  has  been  a  model  of  efficient,  com- 

mon sense  operation. 
In  assigning  Robert  K.  Richards  to  head 

the  foreign  language  unit,  Mr.  Ryan  has  se- 
lected a  young  executive  who  already  has 

proved  a  capable  and  diplomatic  Government 
official.  Drafted  by  Mr.  Ryan  as  his  assistant 
when  he  took  over  the  radio  censorship  post 
last  December,  Bob  Richards  knows  radio  pro- 

so  YOU'RE  A  RADIO  ANNOUNCER 
By  TOM  DAILEY WOW,  Omaha 

YOU'RE  a  radio  announcer,  and  you're 
one  of  the  best  in  the  business.  If  you 
didn't  think  so  you'd  get  out  and  find 
another  job  to  do,  wouldn't  you?  You're 

just  as  good  as  the  boys  on  the  network — only 
you  haven't  had  the  breaks.  You'll  be  up  there 
someday  though,  because  you  can  announce 

along  with  the  best  of  them.  Isn't  that  what 
you  think?  Certainly — for  confidence  is  the 
foundation  of  any  success. 

So — you're  one  of  the  best  in  the  business 
of  radio.  If  you're  one  of  the  best,  then  you  ap- 

preciate the  industry  and  it's  destiny.  You're not  the  kind  of  fellow  who  sits  in  the  back 

office  until  20-seconds  before  "break  time" — 
then  runs  like  hell  for  the  studio,  all  out  of 
breath  to  read  a  commercial  announcement 
that  someone  is  paying  good  money  to  have 
you  read — in  your  best  style. 

You're  not  the  fellow  who  stands  in  the 
control  room  making  mule  ears  and  silly  ges- 

tures while  another  Mikeman  attempts  to  do 

a  job  for  a  client.  Not  you,  because  you're  a 
top  announcer.  When  you  know  you  have  some 
commercial  copy  to  read — you  see  that  copy  in 
advance  and  analyze  it's  meaning  so  that  you'll 
sound  intelligent  when  you  hit  the  air  with  it. 
You're  the  kind  to  realize  what's  back  of  you 
when  the  engineer  turns  on  your  microphone. 
You're  a  top-flight  announcer,  therefore  you (Continued  on  page  37) 

grams  and  station  operation.  The  troubles  of 
stations  airing  foreign  language  programs, 
admittedly  desirable  even  in  wartime,  will  be 
alleviated  considerably  under  this  new  struc- ture. 

I 

Merit  Promotions 

IT'S  THE  American  way  to  applaud  people 
who  make  good.  The  FCC  last  week  promoted 
Assistant  General  Counsel  Charles  R.  Denny 

Jr.,  to  the  general  counselship  filling  the  va- 
cancy created  by  the  resignation  of  Telford 

Taylor,  who  has  been  commissioned  a  Major  in 
the  Army  Signal  Corps. 

Mr.  Denny,  despite  his  youth  (he's  30),  has 
had  practical  experience  both  in  private  prac- 

tice and  in  Government.  Before  he  joined 
the  FCC  last  February  he  had  served  four 
years  with  the  Dept.  of  Justice,  leaving  it 
after  he  had  become  chief  of  the  appellate 
section  of  its  Lands  Division. 

Mr.  Denny's  promotion  is  strictly  on  a  merit 
basis.  It  gives  incentive  to  other  members  of 
the  FCC's  staff,  particularly  in  these  hectic times. 

There  are  two  assistant  general  counsel- 
ships  to  be  filled  by  the  Commission.  There  are 
a  number  of  qualified,  experienced  attorneys 
on  the  FCC  staff  who  could  step  into  these 
posts.  Rosel  H.  Hyde,  who  is  acting  assistant 
for  broadcasting,  filling  in  for  Lucien  A.  Hil- 
mer,  who  has  transferred  to  the  Board  of 
Economic  Warfare,  certainly  has  the  back- 

ground, experience  and  executive  ability  to 
take  over  that  important  assignment.  We  can 

think  of  several  others  on  the  Commission's 
law  staff  who  can  take  over  Mr.  Denny's  assis- 

tant general  counselship.  We  hope  the  Commis- 
sion follows  the  course  of  merit  promotion  in 

filling  these  vacancies. 
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EARL  JOSEPH  GLADE,  w
ho 

has  just  been  reappointed 
chairman  of  the  Code  Com- 

mittee of  the  NAB,  is  the 
radio  pioneer  of  the  Utah-Idaho- 
Wyoming  section  of  America, 
known  as  the  Intermountain  Em- 

pire. His  entry  into  radio  dates 
right  after  April  20,  1921,  when 
KZN,  later  to  become  KSL,  went 
on  the  air  in  Salt  Lake  City. 

At  that  time,  Earl  Glade  was 
assistant  Professor  of  business  ad- 

ministration at  the  University  of 
Utah,  where  for  a  period  of  more 
than  12  years  6,018  students  found 
inspiration  and  motivation  in  his 
classes.  He  was  an  honor  graduate 
of  Brigham  Young  University  and 
took  his  postgraduate  work  at 
the  University  of  Chicago. 

Earl  then,  also,  had  a  business 
affiliation  with  the  L.  S.  Gillham 
Advertising  Agency,  of  Salt  Lake, 
still  rated  one  of  the  most  potent 
organizations  in  this  field  in  the 
West. 

His  incursion  into  radio  was, 
therefore,  a  natural.  It  was,  how- 

ever, a  primeval  field.  No  one  in 
the  mountain  area  had  even  heard 
of  broadcasting  as  an  advertising 
medium.  As  Earl  set  out  to  finance 
and  organize  the  station  that  was 
later  to  become  the  powerful  KSL, 
about  all  business  men  would  do 
was  to  listen  respectfully  and  then, 
on  the  side,  feel  sorry  for  his 
mother. 

But  gradually  the  indomitable 
spirit  won,  and  many  of  those  who 
at  first  derided  and  laughed  later 
climbed  on  the  radio  wagon. 

In  those  days  of  uncertainty  and 
improvisement,  Earl  served  in  the 
whole  gamut  of  radio  station  jobs, 
from  janitor  to  manager. 

His  luckiest  break  came  when 
he  sold  John  F.  Fitzpatrick,  pub- 

lisher of  the  Salt  Lake  Tribune 

and  one  of  the  West's  most  astute 
men  of  affairs,  a  substantial  in- 

terest in  the  new  venture.  Mr. 
Fitzpatrick  at  once  envisioned  the 
potentialities  of  radio  and  put  the 

prestige  of  his  paper  behind  the 
enterprise.  The  control  of  the  sta- 

tion, however,  resided  in  the  Lat- 
ter Day  Saints  Church  (Mormon) 

presidency. 
The  first  station  established  in 

Salt  Lake  City  was  known  succes- 
sively as  KZN,  KEPT  and  KSL. 

Earl  persuaded  the  old  Federal 
Radio  Commission  to  permit  the 
exchange  of  the  letter-call  KFPT 
for  KSL,  which  was  then  used  by 
a  small  station  in  Alaska. 

At  that  time  Salt  Lake  City  was 
actually  a  great  distance  from  the 
Atlantic  seaboard.  Transcontinental 
telephone  circuits  then  were  still 
an  experiment  and  radio  equip- 

ment was  almost  wholly  unattain- 
able. However,  under  Earl's  guid- 
ance and  with  the  support  of  a 

board  of  directors  who  were  rap- 
idly realizing  the  potentiality  of 

radio,  KSL  gradually  worked  its 
way  from  500  watts  to  1,000,  5,000 
and  its  present  50,000  watts. 

At  the  dedication  of  its  5,000- 
watt  transmitter,  KSL  is  reported 
to  have  broken  all  Western  Ameri- 

can records  for  telegrams  received, 
except  that  of  the  San  Francisco 
earthquake  and  fire. 

The  return  of  Charles  Lindbergh 
from  his  epoch-making  flight  to 
Europe,  was  the  first  transconti- 

nental broadcast  to  be  released  in 

Salt  Lake  City.  Earl  had  this  his- 
toric presentation  piped  into  the 

famed  Mormon  Tabernacle,  where 
it  was  heard  by  nearly  8,000 
astounded  listeners.  Many  were  in 
tears. 

Backed  by  Mr.  Fitzpatrick,  now 
also  first  vice-president  of  KSL, 
Earl  brought  to  Salt  Lake  City 
the  historic  Dempsey  fights  with 
Carpentier,  Firpo  and  Tunney.  The 
line  charges  on  each  of  these  fea- 

tures averaged  around  $800.  They 

were  all  "public-addressed"  on 
Main  Street  by  KSL  for  the  Tri- 

bune, where  fully  20,000  fans  gath- 
ered at  each  bout  to  cheer  Utah's 

own  Jack  Dempsey. 
Earl   is   the   originator   of  the 

NOTES 

WILLIAM  S.  PALET,  president  of 
CBS,  is  serving  as  chairman  of  the 
drive  for  the  United  Hospital  Fund, 
which  starts  its  64th  annual  appeal 
Oct.  13.  Mr.  Paley  has  just  returned 
from  a  trip  to  England  to  stud,v 
radio  conditions,  during  which  vi.sit 
he  also  studied  the  work  of  doctors, 
nurses  and  hospitals  in  communities 
threatened  by  enemy  attacks. 

FRHD  BECKER,  Southern  Cali- 
fornia BLUE  account  executive,  has 

been  appointed  national  spot  sales 
representative  of  that  network  on  the 
West  Coast. 

ROGER  VAN  DUZER,  general  man- 
ager of  WALB,  Albany,  Ga.,  since  the 

resignation  of  George  R.  Clapp,  re- 
cently became  the  father  of  a  boy. 

KEVIN  SWEENEY.  BLUE  Pacific 
Coast  sales  promotion  manager,  has  re- 

turned to  Hollywood  following  a  trip 
to  New  York  and  Chicago. 
WILLIAM  F.  LONGGOOD.  for- 

merly account  executive  with  KDB, 
Santa  Barbara,  Cal.,  enlisted  in  the Army. 

WILLIAM  L.  WALLACE,  general 
sales  and  merchandising  manager  of 
the  North  Central  Broadcasting  Sys- 

tem, Inc.,  St.  Paul,  recently  became 
the  father  of  an  8%  pound  boy,  his 
first. 

CRAIG  LAWRENCE,  vice-president 
of  the  Iowa  Broadcasting  Co.,  and 
manager  of  KSO-KRNT,  Des  Moines, 
has  been  named  president  of  the  local 
Executive  Association. 

DAVIDSON  TAYLOR,  assistant  to 
the  director  of  broadcasts  of  CBS,  is 
the  author  of  a  fantasy  titled  "the 
Three  Witchwolves"  in  the  current 
issue  of  Mademoiselle  magazine. 
R.  E.  BURROWS  has  been  appointed 
sales  promotion  chief  for  the  Receiver 
Division  of  GB  Radio,  Television  and 
Electronics  Dept.,  with  offices  in 
Bridgeport  Conn. 

coast-to-coast  network  broadcast  of 
the  Salt  Lake  Tabernacle  organ 
and  choir,  now  in  its  14th  con- 

secutive year  of  presentation.  He 
is  widelv  known  in  the  West  for 

his  field^work  for  KSL  and  CBS. 
He  is  a  popular  public  speaker 
and  has  filled  numberless  assign- 

ments in  this  capacity  at  universi- 
ties, service  clubs,  trade  associa- 
tions and  churches  throughout  the West. 

He  is  now  vice-president  and  a 
member  of  the  board  of  directors 

of  KSL.  In  his  public  relations  con- 
tacts for  the  station,  he  is  devoting 

a  generous  share  of  his  time  to 
Government  activities.  He  is  chair- 

man of  the  Salt  Lake  City  local 
boards  of  Selective  Service  and  is 
also  state  chairman  for  Utah  of 
the  USO. 

He  is  immediate  past  president 
of  the  Salt  Lake  City  Chamber 
of  Commerce  and  has  served  in 
similar  capacities  for  the  City 
Rotary  Club  and  the  Bonneville 
Knife  and  Fork  Club.  He  is  deputy 
councillor  for  the  Alpha  Kappa 
Psi  fraternity,  and  a  member  of 
the  board  of  regents  of  the  Uni- 

versity of  Utah. 

Lawlor  to  WHEB 

BOYD  LAWLOR  has  been  ap- 
pointed commercial  manager  of 

WHEB,  Portsmouth,  N.  H.,  suc- 
ceeding David  Carpenter  who  re- 

signed to  accept  general  manager- 
ship of  WKNE,  Keene,  N.  H.  Mr. 

Lawlor  was  formerly  with  the 
sale  department  of  WTCM,  Trav- 
ers  City,  Mich.,  manager  of 
WJMA,  Covington,  Va.,  and  the 
special  events  staff  of  WCAU, 
Philadelphia. 

WMSL  Manager  in  Navy 

M.  K.  (Vic)  VICKREY,  presi- 
dent and  general  manager  of 

WMSL,  Decatur,  Ala.,  who  is  man- 
ager of  the  North  Alabama  net- 
work, has  been  commissioned  lieu- 

tenant in  the  U.  S.  Navy.  Lt. 
Vickrey  reports  Nov.  2  to  the  Na- 

val Training  School  of  Defense 
at  South  Boston,  Mass. 

VICTOR  V.  BELL,  former  program 
sales  consultant  for  KSL,  Salt  Lake 
City,  is  now  in  charge  of  the  radio 
department  of  Gillham  Advertising 
Agency,  Salt  Lake  City,  succeeding 
Gordon  Owen  who  joined  CBS  sales 
in  Chicago.  Earl  .1.  Glade,  Jr.,  con- 

tinuity editor,  and  Ray  Sentker,  as- 
sistant promotion  director,  are  replac- 

ing Mr.  Bell. 
.JIMMY  FOX.  formerly  account  ex- ecutive of  KTMS.  Santa  Barbara, 
Cal.,  has  joined  KWKW.  Pasadena, in  a  similar  capacity. 

PATSY  LOU  CRANSTON,  daughter 
of  George  Cranston,  manager  of 
WBAP-KGKO,  and  member  of  the 
station  dramatic  staff,  is  attending 
Texas  U  as  a  sophomore. 
RALPH  SNELGROVE,  manager  of 
CFOS,  Owen  Sound,  Ont.,  has  joined 
the  Royal  Canadian  Navy  as  a  war- rant officer  in  the  Radio  Division. 

EDGAR  KOBAK,  executive  vice- 
president  of  the  BLUE,  is  a  member  of 
the  honorary  committee  for  the  fifth 
annual  Army-Notre  Dame  rally,  to 
be  held  Nov.  6  at  the  Hotel  Waldorf- 
Astoria,  New  York,  for  the  benefit 
of  the  Army  Relief  Fund  and  the 
Notre  Dame  Scholarship  Fund. 

In  a  church  capacity,  he  is  a 
member  of  the  general  board  of 
the  Deseret  Sunday  School  Union, 
an  L.D.S.  organization  numbering 
400,000  members. 

He  also  financed  and  built  sta- 
tion KLO  at  Ogden,  Utah  during 

the  earlier  days  of  radio.  Many 
other  stations  in  the  western  area 
have  known  his  generous  interest 
and  helpfulness  during  their  pe- riods of  struggle. 

Earl  J.  Glade  was  born  in  Ogden, 
Utah,  Dec.  2,  1885.  He  is  the 
father  of  seven  children :  twin  girls, 
Melba,  a  member  of  the  faculty 
of  the  Utah  State  Agricultural 
College,  and  Melva,  secretary  to 
the  famous  scientist  Dr.  John  A. 

Widtsoe;  Earl  Jr.,  KSL's  conti- 
nuity department  head;  Dr.  Fred- 
erick R.,  a  first  lieutenant  in  the 

Medical  Corps  attached  to  the  Air 
Forces;  Lieut.  James  Richard,  of 
the  188th  Field  Artillery;  Keith, 
of  the  Medical  Training  Center  at 
Camp  Barkeley,  Texas;  Patricia, 
a  Chi  Omega  at  the  University  of 
Utah.  Mrs.  Glade  is  an  accom- 

plished musician  and  for  years 
played  on  KSL  programs  under  the 
name  of  Beverly  Snow. 
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BEHI
ND 

JACK  RICHARDSON,  formerly  ra- 
dio executive  of  Russel  M.  Seeds  Co., 

Hollywood,  has  joined  the  NBC  Radio 
Recording  division,  that  city. 
CLETE  ROBERTS,  formerly  special 
director  and  news  commentator  of 
BLUE.  Hollywood,  following  a  brief 
interval  with  the  Office  of  War  Infor- 

mation, San  Francisco,  has  returned 
to  his  former  job. 
LEE  LAWLEY  has  been  added  to  the 
announcing  staff  of  KDON,  Monterey, 
Cal. 
JACK  LITTLE,  announcer  of  KMPC. 
Beverly  Hills,  Cal.,  has  been  inducted 
into  the  Army.  He  married  Patricia 
McXamara  of  that  city  Sept.  27. 
ROBERT  KELLY,  public  relations 
director  of  WWJ  and  W45D,  Detroit, 
associated  with  the  radio  division  of 
The  Detroit  News  since  the  organiza- 

tion of  WWJ,  has  been  recalled  by 
the  newspaper's  editorial  department because  of  the  shortage  of  experienced 
newspapermen.  One  of  the  first  radio 
editors,  Mr.  Kelly  was  active  in  or- 

ganizing both  WWJ  and  W45D  as 
commercial  outlets. 
CATHERINE  JACOBSON  of  the 
traffic  dept.,  KSL,  Salt  Lake  City, 
married  M.  Gibbs  Walther  Oct.  5. 
Ralph  W.  Hardy,  KSL  traffic  chief, 
is  the  father  of  a  girl.  Perry  Driggs, 
station  promotion  director,  has  been 
named  program  director  of  the  Salt 
Lake  Advertising  Club. 
DALTON  C.  HILLE,  formerly  of 
WMMN  and  WTOL  has  rejoined 
AVLOK,  Lima,  O.,  as  chief  announcer. 
SEV  WIDMAN,  chief  announcer  and 
special  events  man  of  KWNO,  Wi- 

nona, Minn.,  has  enlisted  in  the  Mari- 
time Commission  Cadet  Corps. 

BEN  WILSON,  continuity  chief  of 
WTAD,  Quincy,  HI.,  has  an  article, 
"Stand  In",  in  American  Magazine for  November. 
ANNE  ALICIA  JONES  has  joined 
the  announcing  staff  of  WWNY, 
Watertown,  N.  Y. 

EDWARD  J.  CONTURE,  formerly 
with  the  announcing  and  production 
staffs  of  WFBG,  Altoona,  Pa.,  WOCB, 
West  Yarmouth,  Mass.,  and  WHYN, 
Holyoke,  Mass.,  is  now  program  di- 

rector of  WDLP,  Panama  City,  Fla. 

DAVE  ZIMMERMAN,  former  an- 
nouncer of  WWJ,  Detroit  is  at  Camp 

Wolters,  Tex.,  for  training  before 
entering  the  Army  Volunteer  Officers' School. 

HINTS  ON  HOW  to  lubricate  a 
mike  and  make  sponsors  happy 

were  given  by  Bob  Garred,  news- caster of  CBS,  Hollywood,  to  three 
successors  who  divided  his  former 
network  duties.  Pupils  and  teacher 
engrossed  in  the  lesson  (1  to  r)  are : 
Truman  Bradley,  announcer;  Bob 
Garred,  who  has  been  commis- sioned a  lieutenant  (jg)  in  the 
Navy;  Bob  Anderson  and  Dick  Joy, 
CBS  staff  newscasters. 

RED  FOLEY,  vocalist,  has  rejoined 
the  talent  staff  of  WLS,  Chicago.  He 
has  been  operating  a  dude  ranch  in 
southern  Illinois  during  the  summer. 

LES  SPEARS,  Chicago  network  ac- 
tor, has  enlisted  in  the  108th  General 

Hospital  unit,  U.  S.  Army. 
VICTOR  REED,  news  and  special 
events  staff  member  of  NBC-Chicago, 
on  Oct.  12  is  to  marry  Nora  Catherine 
O'Brien  in  Chicago. 

DICK  ALLAN,  formerly  of  the  an- 
nouncing staff  of  WTBO,  Cumberland 

and  WORL,  Boston,  has  joined 
WLIB,  Brooklyn,  as  an  announcer.  Al 
Tanger  has  resigned  to  join  the  Army 
anti-aircraft  division  as  a  second  lieu- 
tenant. 

VAN  C.  NEWKIRK,  program  direc- 
tor of  the  Don  Lee  Network,  has  been 

appointed  chairman  of  the  executive 
committee  of  the  Southern  California 
Broadcasters  Assn.  Former  chairman 
Lawrence  MacDowell  has  been  named 

president. 
TOM  DYER,  of  the  promotion  de- 

partment of  KSO-KRNT  joins  the 
Army,  and  is  replaced  by  Lois  Jory, 
and  John  Drake,  formerly  of  KCKN, 
Kansas  City.  Charles  McCuen,  sta- 

tion news  editor  and  commentator, 
also  goes  into  the  Army.  Bruce  Grant 
takes  over  in  his  place. 
DEAC  ROSSELL,  new  to  radio,  has 
joined  the  announcing  staff  of  WTRY, 
Troy,  N.  Y. 

PLEASE  READ . . .  TWICE 

There  are  more  BLUE  SKY  ARTISTS  »han  meet  the  eye.  What's  mere, 
any  station  office  boy  con  shade  a  map.  Our  sympathies  to  the 
time  buyer. 

Allls-Chalmers,  The  Portland  Cement  Association,  Park  and  Pollard, 
Babson  Brothers  Company  of  New  York,  Olson  Rug  Company 
WANTED  RESULTS — not  blue  skies.  Why  not  ask  them  about 

WHCU 

ITHACA,  NEW  YORK 

1000  WATTS  CBS  870  KC 

Porter  on  Canadian  Tour 

ROY  PORTER,  BLUE  commenta- 
tor, started  on  a  tour  of  Canadian 

war  plants  and  training  centers 
October  11,  at  the  invitation  of  the 
newly  formed  Canadian  War  In- formation Board.  Accompanied  by 
a  CBC  announcer  and  production 
man  on  the  trip,  Mr.  Porter  will 
continue  his  regular  morning  news 

programs  on  the  BLUE,  broadcast- 
ing from  Ottawa,  Toronto  and Montreal. 

MERRILL  MAEL  and  Henry  Portin, 
formerly  of  KAST,  Astoria,  Ore.,  and 

KEVR,  Seattle,  has  joined  the  an- nouncing staff  of  KOL,  Seattle. 

BOB  McCREERY,  announcer  at 
WFMD,  Frederick,  Md.,  and  his  wife, 
the  former  Margaret  Spessard,  pro- 

gram director  of  KWBW,  Hutchinson, 
Kan.,  have  joined  KSAL,  Salina  as 
announcer  and  continuity  writer  re- 

spectively. Connie  Cochran,  KSAL 
woman's  announcer  and  continuity 
writer,  has  been  promoted  to  conti- 

nuity head.  Sam  Virts  has  resigned 
as  KSAL  announcer. 

LES  BARRY  has  joined  the  announc- ing staff  of  WHBF,  Rock  Island,  lU. 
WOODROW  MAGNUSON,  program 
manager  of  WHBF,  Rock  Island,  lU., 
recently  became  the  father  of  a  girl. 
ROBERT  RIDDER  has  joined 

WEBC,  Duluth,  to  handle  the  four- 
year-old  JSews-Tri'hxtne  Time  newscast. He  is  the  son  of  Victor  Ridder,  pub- 

lisher of  the  Duluth  Herald  and  New»- Trihune.  Gail  How,  recently  returned 
from  several  years  of  study  at  the  U 
of  Lima,  Peru,  has  joined  the  WEBC traffic  dept. 

JERRY  P  I  V  E  N  ,  announcer  of 
WDRC,  Hartford,  has  joined  the 
Army,  and  has  been  replaced  by 
Roland  Dumas,  formerly  with  WMAS, 

Springfield,  Mass. 

FRANK  BLAIR,  production  man- 
ager of  WOL,  Washington,  has  been 

commissioned  a  lieutenant  in  the  Na- val Air  Corps. 

NORMAN  PAUL,  former  announcer 

of  WROK,  Rockford,  111.,  has  re- turned to  replace  Gary  Jensen  who 

goes  to  KXEL,  Waterloo,  la.  Wendell 
Reed,  new  to  radio,  is  a  WROK  ju- nior announcer.  Harriette  Thompson 
of  the  announcing  staff  heads  the 
county  kitchen  fat  salvage  campaign. 

BILL  BROOKS,  former  announcer 
of  WOSH,  Oshkosh,  Miss.,  has  joined the  Army. 

KEN  BARTON,  announcer  of 
WDAF,  Kansas  City,  has  joined  the 
Army  Parachute  Troops. 
DON  INSLEY  has  returned  to 
CHEX,  Peterborough,  Ont.,  after 
serving  as  program  director  of  CKWS, 

Kingston.  Irwin  Morrison,  CHEX  an- 
nouncer joins  the  Canadian  Dental 

Corps,  and  is  replaced  by  Jack  Thomp- son, formerly  newscaster  at  CKCL, Toronto. 

GAIL  SMITH,  program  director  of 

WSRR,  Stamford,  Conn.,  married 
Dorothy  Byrd  Wenman. 
JOE  PARKER,  formerly  producer  of 
NBC,  Hollywood,  has  joined  staff  of 

Jack  Runyon,  West  Coast  radio  man- 
ager of  Office  of  Coordinator  of  Inter- American  Affairs,  that  city. 

NELSON  PRINGLE,  news  commen- tator of  CBS,  Hollywood,  is  the  father of  a  9-lb.  boy  born  Sept.  29. 

DICK  JOY,  announcer-newscaster  of 
CBS,  Hollywood,  has  assumed  duties 
of  Bob  Garred,  resigned,  on  the  latter's thrice  and  twice-weekly  quarter-hour newscasts,  sponsored  by  MacFadden 
Publications  (Lilerty)  and  Manhat- 

tan Soap  Co.  (Sweetheart),  respec- 
tively, on  West  Coast  stations  of  that network.  Garred  has  joined  the  Navy as  lieutenant  (j.  g.) . 
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Pearson  Hitches 

ARTHUR  G.  PEARSON, 
purchasing  agent  for  NBC- 
Chicago,  who  doubles  as 
justice  of  the  peace  in 
West  Deerfield  Township, 
111.,  last  week  went  through 
his  first  experience  as  a 
"marrying  justice".  His  cus- 

tomers were  two  NBC  col- 
leagues. Margaret  Dunnett, 

telephone  operator,  and  John 
Carsella,  staff  musician,  gave 
Pearson  a  chance  to  perform 
the  role. 

TRUMAN  BRADLEY,  Hollywood 
announcer,  has  been  assigned  news- 

caster on  the  twice-weekly  quarter- 
hour  Soil-Ojf  Neivs,  sponsored  by  Soil 
Off  Mfg.  Co.  (cleaning  fluid),  on 
CBS  West  Coast  stations.  He  replaces 
Bob  Garred,  resigned. 
DON  CURRLIN,  announcer  of  KQW, 
San  Francisco,  recently  became  the 
father  of  a  girl. 
FRED  GWYNN,  announcer  of  KQW, 
San  Francisco  was  inducted  into  the 
Army  recently. 
DOROTHY  JOHNSTON,  formerly 
traffic  manager  of  KLX,  Oakland, 
Cal.  has  joined  KFRC,  San  Fran- 

cisco, and  is  in  charge  of  the  tran- 
scription department,  replacing  Aimee 

Lawrence,  who  has  been  named  music 
librarian. 
PARKER  GAYMAN,  announcer,  of 
KFRC,  San  Francisco,  recently  be- 

came the  father  of  a  baby  girl. 
MEL  ENGLE,  announcer  of  KRKD, 
Los  Angeles,  has  joined  the  radio  di- 

vision of  the  Office  of  War  Informa- 
tion in  San  Francisco. 

JIM  DOYLE,  formerly  announcer  of 
KHJ,  Hollywood,  has  joined  NBC, 
that  city,  in  a  similar  capacity. 
IRENE  SKOK,  secretary  to  Harry 
Frazee,  BLUE  production  manager,  is 
engaged  to  Howard  Schoener  of  Valley 
Stream,  Long  Island. 
LARRY  ELLIOTT,  free-lance  an- nouncer who  has  handled  numerous 
assignments  for  the  Treasury  De-' 
partment's  War  Bond  drive,  has  been signed  to  announce  the  MBS  Treasury 
series,  Saturday  Night  Bond  Wagon. 

I 

and  other  stations,  large 
and  small,  coast  to  coast 

Available  also  to  agencies  and 
advertisers.  For  full  details,  write 

George  E.  Halley 
TEXAS  RANGERS  LIBRARY 
HOTEL  PICKWICK    •    KANSAS  CITY,  MO. 

JOHNNY  WHITEHEAD,  formerly 
editor  of  Radio  Life,  Hollywood  fan 
magazine,  who  join«d  the  Marines  in 
July,  has  been  elevated  to  sergeant. 
CORNWELL  JACKSON,  formerly 
of  Berg-Allenberg  Inc.,  Beverly  Hills, 
(Cal.),  talent  agency,  has  been  pro- moted from  consultant  to  an  assistant 
deputy  chief  in  the  radio  bureau. 
Office  of  War  Information,  Holly- 

wood, under  supervision  of  Nat  Wolff, 
deputy  chief. 
ELVIA  ALLMAN,  Hollywood  radio 
comedienne,  has  been  signed  for  a 
part  in  the  MGM  film,  "Three  Hearts 
for  Julia". BOB  MULLIN.  continuity  writer  of 
KSFO.  San  Francisco,  recently  be- 

came the  father  of  a  baby  girl. 
OLIVER  TRAYZ,  formerly  of  BBDO, 
New  York,  where  he  was  active  in  a 
production  capacity,  has  joined  the 
production  staff,  of  WNBW,  New 
York. 
MAURICE  HART,  record  program 
m.c.  of  WNEW,  New  York,  has  been 
signed  to  handle  conimercial  announ- 

cements with  Cliff  Engle  on  the 
broadcasts  by  Dorothy  Thompson, 
commentator  and  columnist,  on  BLUE 
for  Trimount  Clothing  Co.,  New  York. 
Hart  is  currently  featured  in  a  pro- 

gram of  popular  music  on  the  Atlantic 
Coast  Network. 
PAUL  SULLIVAN,  newscaster  of 
WHAS,  Louisville,  formerly  spon- 

sored on  CBS  by  Brown  &  William- 
son Tobacco  Co.,  Louisville,  and  pre- 

viously of  WLW,  Cincinnati,  on  Oct. 
19  will  join  WMCA.  New  York,  as  a 
news  commentator.  The  programs  he 
will  handle  have  not  yet  been  decided. 
ROBERT  SHAW,  formerly  in  the 
NBC  publicity  department,  is  now 
writing  the  scripts  for  the  serial  pro- 

grams Front  Page  Farrell,  sponsored 
by  Kolynos  Co.,  Jersey  City,  and 
David  Hariim.  sponsored  by  B.  T. 
Babbitt  Co..  Both  shows,  heard  on 
NBC,  are  produced  by  Air  Features 
Inc.,  New  York. 
JACK  SCANLON  and  Allen  Keyes, 
having  completed  the  BLUE  announc- 

ing course  have  joined  WTRY,  Troy, 
New  York,  and  WAKR,  Akron,  re- 

spectively, as  announcers. 
BETTY  HURD,  who  was  succeeded 
by  Jean  Colbert  as  director  of  wo- 

men's programs  at  WCAU,  Philadel- 
phia, rejoins  the  station  staff  as  a 

member  of  the  program  department. 
She  will  assist  in  publicity. 

WILLIAM  MANNS,  formerly  relief 
announcer  of  WIP,  Philadelphia,  has 
become  a  regular  member  of  the  an- 

nouncing staff,  replacing  Lee  Vines, 
now  with  CBS  in  New  York. 

DOROTHY  MILLER  OGDEN,  for- 
mer feature  writer  on  out-of-town 

newspapers,  has  joined  the  news  staff 
of  WIP,  Philadelphia. 

KENNETH  W.  STOWMAN,  direc- 
tor of  publicity  and  promotion  at 

WCAU,  Philadelphia,  has  been  com- missioned a  lieutenant  (s.  g.)  in  the 
Navy,  reporting  to  Fort  Schuyler, 
N.  Y.  on  Oct.  22. 

EDWARD  GREIF,  radio  editor  and 
film  reviewer  of  Motion  Picture  Daily, 
joins  the  NBC  press  department  Oct. 
12.  Woodrow  Johnson,  for  several 
years  associated  with  the  American 
Industries  Salvage  Committee,  and  the 
Inter-Allied  Information  Center,  has 
also  been  added  to  the  press  depart- ment. 

HOWARD  WILEY,  producer  of 
NBC-Chicago,  has  been  named  assis- 

tant production  director  in  charge  of 
music  of  NBC-Chicago  and  will  act 
as  assistant  to  Charles  Urquhart,  pro- 

duction director,  until  appointment  of 
a  dramatic-assistant. 

RAY  GIRARDIN,  production  staff 
member  of  WEEI,  Boston,  for  the 
past  eleven  years,  has  been  appointed 
production  manager. 
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— Here^s  the  line-up  of 

WHIT  SPONSORED  PROGRAMS! 

5-MINUTE  PROGRAMS  79  WEEKLY 
10-MINUTE  PROGRAMS  6  WEEKLY 
1 5-MINUTE  PROGRAMS  97  WEEKLY 
30-MINUTE  PROGRAMS  6  WEEKLY 
60-MINUTE  PROGRAMS   2  WEEKLY 

PLUS  PARTICIPATION  SHOWS  19  WEEKLY 

GRAND  TOTAL  OF  209 

SPONSORED  PROGRAMS  WEEKLY 

.  •  There  MUST  be  a  reason! 

WHIT  market  and  coverage  data  now 

available.  Write  us  direct — we'll  tell  you 
how  over  $70,000,000  are  being  spent  in 

our   area!   Seventy    millions    isn't  hay! 
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"WE  HELP  INDUSTRY  THRIVE'' 

NEW  BERN,  NORTH  CAROLINA 

LOUIS  N.  HOWARD 
President  &  Gen.  Mgr. 

J.  ALLEN  BROWN 
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JOHN  D.  MORSE,  program  annota- 
tor  of  Living  Art,  CBS  program,  has 
become  editor  of  The  Magazine  of 
Art.  official  magazine  of  the  American 
Federation  of  Arts. 

XORA  STIRLING,  of  the  NBC 
script  division,  is  chairman  of  the  com- 

mittee appointed  to  supervise  writers 
preparing  the  Saturdaij  Night  Bond 
Wagon,  Mutual  program  to  be  spon- 

sored by  the  Treasury.  Nora  Stirling 
is  a  member  of  the  Writers  War 
Board,  which  is  handling  writing  and 
production  of  the  programs  in  conjunc- 

tion with  the  Radio  Director's  Guild. 
LEN  FINGER,  of  the  BLUE  script 
division,  has  been  awarded  the  Com- 

munity Service  Citation  by  the  Ameri- 
can Legion,  Post  No.  33,  Beaumont, 

Tex.,  for  service  rendered  while  pro- 
gram director  of  KFDM,  Beaumont. 

ENSIGN  HALSEY  V.  BARRETT, 
formerlv  in  the  promotion  departments 
of  WOR  and  WNEW,  New  York,  and 
Janet   K.    McDonald   of  Bronxville, 

JOSEPH  VAN  HAUTE,  of  the  news 
department  of  WCAU,  Philadelphia, 
has  been  appointed  traffic  manager  of 
the  station.  He  succeeds  Kenneth  W. 
Stowman,  who  has  been  commissioned 
a  lieutenant  in  the  Navy.  Henry  T. 
Murdock  becomes  director  of  publicity, 
station  promotion  and  news  editor,  all 
formerly  handled  by  Stowman. 
JEAN  HERSHOLT,  star  of  the  CBS 
Dr.  Christian  series,  sponsored  by 
Chesebrough  Mfg.  Co.,  New  York,  is 
the  newest  member  of  the  Committee 
of  25,  consisting  of  radio  personalities 
aiding  in  the  national  public  educa- 

tion campaign  of  the  OWL 

MARK  O'BRIEN,  news  editor  of 
WOMT,  Manitowoc,  Wis.,  has  re- 

signed to  enlist  in  the  Army  Air 
Forces. 
SIDNEY  J.  ALBRIGHT,  NBC  cor- 

respondent in  Sydney,  Australia,  and 
former  manager  of  United  Artists  in 
the  Netherlands  East  Indies,  has  been 
appointed  general  manager  of  United 
in  Australia  and  New  Zealand,  suc- 

ceeding Cecil  Marks,  resigned. 

«GETTIN'  OUT  OF  ONE  OF  THESE  THINGS  IS 

ABOUT  AS  EASY  AS  TRYIH'  TO  COVER  THE 

RED  RIVER  VALLEY'S  290,000  RADIO 

HOMES  WITHOUT  WVAY.  AT  FARGO!" 

WDAY 

RECOGNITION  for  30  years  of 
service  comes  to  Frank  A.  Logue, 
(left)  auditor  of  Westinghouse 
Radio  Stations  Inc.,  as  he  receives 
gold  lapel  button  from  Lee  B. 
Wailes,  general  manager  of  West- 

inghouse Radio  Stations  head- 
quarters in  Philadelphia. 

CHUCK  HARRISON,  flying  cadet 
training  at  Ryan  school  near  Tucson 
and  former  announcer,  WHBF,  Rock 
Island,  111.,  is  recovering  from  Injuries 
received  during  a  plane  crash  in 
Arizona  recently.  He  was  commended 
for  his  miraculous  scape  from  the 
forced  landing  mishap. 

JOE  O'BRIEN  and  Ted  Campbell,  an- nouncers of  WMGA,  New  York, 
handle  the  WMCA  broadcasts  of  Co- 

lumbia U  home  football  games,  which 
started  Oct.  3  and  run  thru  Nov.  21. 

FRANK  GALLOP,  free-lance  an- nouncer, will  handle  announcements 
on  the  Cresta  Blanca  Wine  Co.  pro- 

gram which  starts  on  Mutual  Oct.  14. 
Gallop  handled  program  annotations 
for  CBS  broadcasts  of  the  New  Yoi-k Philharmonic  Symphony  Orchestra 
concerts  for  three  seasons. 
DEAN  DICKASON,  BLUE  foreign 
correspondent  and  commentator,  heard 
on  the  Weekly  War  Journal  each 
Sunday,  in  a  review  of  war  activities 
in  the  Pacific  and  Orient,  is  the 
author  of  a  travel  book  to  be  pub- 

lished shortly  under  the  title  "Far 

Harhors." 
BILL  O'CONNELL,  announcer 
handling  the  Tsleto  York  Times  Neivs 
periods  on  WMCA,  New  York,  is  now 
a  regular  commentator  for  Paramount 
News,  New  York,  with  a  weekly  sched- ule of  recordings.  To  WINS,  New 
York,  from  Paramount,  comes  Gregory 
Abbott,  for  five  newscasts  daily,  Mon- 

day thru  Saturday.  In  addition  to 
serving  as  staff  commentator  of  Para- 

mount, Abbott  has  been  heard  over 
WOR  and  WMCA,  New  York. 

MARTY  GLICKMAN,  sports  com- 
mentator of  WHN,  New  York,  has 

been  named  sports  director,  replacing 
Dick  Fishell,  now  in  the  Marines. 
JOHN  RICHBOURG,  announcer  of 
WTMA,  Charleston,  has  joined 
WLAC,  Nashville.  Virginia  Mansell, 
new  to  radio,  is  in  the  WLAC  Tra- 

ffic Dept.,  Adine  Fite  is  a  new  recep- 
tionist, and  Carmel  Friedman  has 

joined  the  copywriting  staff. 

J  THIS  STATION 

Vz  Million  People  in 

Northeastern  Wiscon- 
sin Listen  Nearly  60% 

of  the  Time — The  Only 

Big  Station  in  This  Rich 
Area.  No  Other  CBS 
Station  can  be  Heard 
Regularly. 

FARGO,  N  0.-5000  WATTS-N.  B.  C.  &  BLUE 

^  AFFfLfATED  WITH  THE  FARGO  FORUM 

FREE  A  PETERS.  NAT't  REPRESENTATIVES 
GREEN  BAY,  WISCONSIN 

WOR  Names  Al  Ross 

AL  ROSS,  freelance  writer,  has 
been  named  commercial  program 
manager  of  WOR,  New  York,  by 
Julius  F.  Seebach,  WOR  vice-pres- 

ident in  charge  of  programs.  Mr. 
Ross  succeeds  Thomas  Moore,  who 
has  resigned  to  enter  the  Army. 
Mr.  Ross  at  one  time  headed  his 
own  agency,  Albert  M.  Ross  Inc., 
New  York.  He  has  also  been  associ- 

ated with  Lord  &  Thomas,  J. 
Walter  Thompson  Co.,  and  Geyer, 
Cornell  &  Newell. 

HANK  GARSON,  Sid  Zelinka  and 
Ray  Singer,  Hollywood  writers,  have 
been  added  to  the  weekly  NBC  Rudy 
Vallee  Show,  sponsored  by  Sealtest 
Inc.  Trio,  replacing  writers  called  to 
active  service,  will  colloborate  with 
Bill  Demling  and  Dick  Chevillat. 
LESLIE  MAWHINNEY,  formerly 
news  editor  of  KOY,  Phoenix,  has 
joined  the  news  staff  of  KHJ,  Holly- 

wood. Edwin  M.  Clough,  Arizona  net- 
work news  editor,  has  taken  over  his duties. 

PVT.  MAC  C.  MATHBSON,  formerly 
in  the  traffic  department  of  KOY, 
Phoenix,  is  the  father  of  a  girl. 
ARCHIE  PECKHAM,  president  of 
Southern  Sales  Service  Co.,  Hunt- 

ington Park,  Cal.,  has  been  appointed 
public  relations  department  field  di- rector of  KMTR,  Hollywood.  He  is 
assigned  to  the  Bond  Wagon  and  re- 

places Rex  Dettre,  now  a  captain  in  , the  Army.  J 

JOHN  F.  McMAHON,  formerly  with 
the  Pittsl)wrgh  Press  and  Sun-Tele-  \ 
graph,  and  later  researcher  for  Ketch- 
um,  MacLeod  and  Grove,  Pittsburgh,  ■ has  joined  the  news  staff  of  KDKA, Pittsburgh. 

FELIX  ADAMS  has  joined  WALB. 
Albany,  Ga.,  as  chief  announcer  and  ■ 
program  director  jointly  with  R.  O. 
Van  Duzer,  station  general  manager. 

HARRY  MARBLE,  CBS  news  an- 
nouncer, on  Oct.  9  reported  for  in- duction in  the  Army. 

DOROTHY  HEARTHNECK,  secre- 
tary to  Daniel  S.  Tuthill,  vice-presi- dent of  National  Concert  &  Artists 

Corp.,  New  York,  has  been  granted! 
a  six-months  leave  of  absence  and  has] 
left  for  the  West  Coast. 

HAL  GRAVEIS,  formerly  announcer  | 
of  WGHB,  Freeport,  N.  Y.,  and  pre- viously of  WWRL,  Woodside,  N.  Y..! 
has  joined  WLIB,  Brooklyn.  Roger! 
Bowman,  formerly  of  WNYC,  New! 
York  and  WSUI,  Iowa  City,  is  now! 
writing  script  and  announcing  thel 
Great  Classics  recorded  series  on| 
WLIB. 
ALAN  SURGAL,  script  writer  oil 
WLW.  Cincinnati  has  written  thtT 
English  lyrics  to  the  tune  Chiu  Chiu.\ 
The  music  was  written  by  Xavieij 
Cugat  for  the  Columbia  musical  Yoi^l 
Were  Never  Lovelier  and  the  song 
has  been  published  by  the  Charteij| 
Music  Co. 

lUrr 
llorl 

I't'en 

P 

nil 

fat 

m 

id 

l"I.V, 

Page  36  •  October  12,  1942 BROADCASTING  •  Broadcast  Advertisim 



JOSEPH  R.  BUSK,  former  exe- 
cutive vice-president  of  Ruthrauff 

&  Ryan,  New  York,  has  resigned  to 
join  Ted  Bates  Inc.,  New  York,  as 
executive  vice-president  and  partner. 
IRA  ASHLEY,  producer-director  of 
Lambert  &  Feasley,  New  York,  on 
Nov.  1  is  resigning  his  position  and 
has  not  revealed  his  future  plans. 
With  the  agency  for  the  past  three 
years,  Ashley  directed  NBC's  Grand 
Central  Station  Show,  which  was  dis- 

continued last  July  by  its  sponsor. 
Lever  Bros.  Co.,  Cambridge,  for  Rinso. 
The  agency  handled  the  program  on  a 
package  basis  for  Ruthrauffi  &  Ryan, 
Agency  in  charge.  Prior  to  joining 
Lambert  &  Feasley,  Mr.  Ashley  was  a 
CBS  director,  and  had  previously 
served  with  William  Esty  &  Co.,  Los 
Angeles,  on  the  CBS  Camel  Caravan 
program. 
BILL  THOMAS,  New  York  pub- 

licity director  of  Young  &  Rubicam, 
is  in  Hollywood  conferring  with  Car- 

roll Nj'e,  West  Coast  publicity  di- 
rector, on  fall  exploitation  plans  for 

agency-produced  shows. 
RUTH  MATTHEWS,  formerly  with 
the  London  and  New  York  offices  of 
J.  Walter  Thompson  Co.,  is  with  the 
copy  staff  of  Joseph  Katz  Co.,  New 
York. 

BRANDT  AYMAR,  account  executive 
of  Wortman,  Barton  &  Goold,  New 
York,  is  on  active  duty  as  an  ensign 
in  the  Coast  Guard  Reserve. 

C.  M.  ROHRABAUGH,  former  direc- 
tor of  media  of  Ward  Wheelock  Co.. 

Philadelphia,  has  joined  Arthur  Kud- 
ner  Inc.,  New  York,  in  an  executive 
capacity.  Succeeding  him  at  Ward 
Wheelock  is  Eugene  J.  Cogan.  former 
business  manager  of  Paris  &  Peart, New  York. 

JOHN  D.  ANDERSON,  account  exe- 
cutive at  Ruthrauff  &  Ryan,  New 

York,  has  been  appointed  lieutenant 
(s.g. )  in  the  Naval  Reserve.  He  will 
serve  in  the  aviation  intelligence  di- vision. 

ROBERT  M.  NEWCOMB,  former 
copy  director  of  Ward  Wheelock  & 
Co.,  Philadelphia,  has  received  a  com- 

mission as  lieutenant  (s.  g.)  and  has 
reported  for  active  duty  in  the  Navy. 
KENNARD  G.  KEEN  .Jr.,  formerly  a 
copywriter  at  Ivey  &  Ellington,  Phil- 

adelphia, has  joined  James  G.  Lamb 
Co.,  Philadelphia. 
JOHN  V.  BREW,  former  account 
executive  of  Pedlar  &  Ryan,  New 
York,  has  joined  Kenyon  &  Eckhardt, 
New  York,  in  a  similar  capacity. 
CHESTER  J.  RADVEN,  formerly 
account  executive  of  J.  R.  Kupsiek 
Adv.,  New  York,  has  joined  S.  Duane 
Lyon  Inc.,  New  York,  in  the  same 
capacity. 
HOWARD  STEPHENSON,  formerly 
eastern  publicity  manager  of  West- 
inghouse  Electric  &  Mfg.  Co.,  Pitts- 

burgh, has  joined  the  publicity  de- 
partment of  J.  M.  Mathes  Inc.,  New York. 

FREDERICK  C.  BRUNS,  vice- 
president  of  Ruthrauff  &  Ryan,  New 
York,  has  been  elected  a  member  of  the 
agency's  board  of  directors. 
GORDON  E.  PAGE,  copywriter  with 
N.  W.  Ayer  &  Son,  Philadelphia,  will 
join  Lennen  &  Mitchell,  New  York. 

O.  A.  (Dutch)  FELDON,  for  the 
past  ten  years  with  Macfadden  Pub- 

lications, has  joined  MacFarland,  Ave- 
yard  &  Co.,  Chicago,  according  to 
Hays  MacFarland,  president. 

GEORGE  D.  SKINNER,  formerly 
in  charge  of  public  relations  for  Al- 

bert Frank-Guenther  Law,  New  York, 
has  joined  the  public  relations  staff 
of  N.  W.  Ayer  &  Son,  New  York. 

JACK  LITTLE,  formerly  public  re- 
lations director  of  the  All-Year  Club 

of  Southern  California  (tourist  pro- 
motion), has  joined  Lord  &  Thomas, 

Los  Angeles,  as  senior  account  execu- tive. 

M.  P.  FRANCESCHI,  vice-president 
and  general  manager  of  J.  Stirling 
Getchell,  New  York,  has  resigned  to 
join  Lord  &  Thomas,  New  York,  in 
an  executive  capacity.  Mr.  Franceschi 
had  been  with  Getchell  from  the  time 
of  its  inception. 
ARTHUR  F.  BALDUS  Jr.,  formerly 
of  Beaumont  &  Hohman  Inc.,  Los 
Angeles,  is  a  coxswain  in  the  Coast 
Guard. 

GEORGE  VOSS,  program  director  of 
WSRR,  Stamford,  Conn.,  has  joined 
Lennen  &  Mitchell,  New  York,  suc- 

ceeding Frederick  Stoutland  in  the 
radio  research  department.  Mr.  Stout- 
land  resigned  several  weeks  ago  to 
enter  the  armed  forces. 

BEN  ENGLANDER,  partner  in 
Lichtig  &  Englander,  Beverly  Hills 
talent  service,  has  withdrawn  to  be- 

come business  manager  of  Producers 
Corp.  of  America,  Hollywood  film  pro- 

ducers. Harry  Lichtig  continues  to 
operate  the  agency. 

Guestitorial 
(Continued  from  page  32) 

know  that  when  the  red  light 
glares — thousands  of  dollars  in 
equipment  and  personnel  stand  at 

your  back. 
When  you're  on  the  air — you 

understand  that  you're  Mr.  Radio 
Station  himself.  No  one  else  mat- 

ters when  you  take  the  air — be- 
cause everything  the  station  stands 

for — its  background,  its  reputation 
and  its  future — all  this  is  wrapped 
up  in  you. 

You're  not  the  fellow  who  acts 
cute  when  a  gang  of  visitors  come 
to  see  what  it's  all  about.  You're 
the  fellow  who  stands  erect,  who 
upholds  the  prestige  of  radio.  You 
realize  that  you  must  carry  on  the 
work  as  outlined  by  pioneers  in 
the  field  of  broadcasting,  and  at 
the  same  time  you  know  you  have 
the  chance  to  strengthen  the  indus- 

try with  your  own  ideas.  You're 
right — you  can't  "horse"  and  "box" 

around  in  the  studio  and  do  an. 
honest  job  for  station  and  client. 

You're  the  best  in  the  business. 
— a  top  announcer.  You  are  famil- 

iar with  the  fact  that  you  stand 
on  a  stage  with  millions  of  people 
before  you — knowing  you,  hearing 
your  voice.  If  they  could  see  you,, 
they'd  not  change  their  opinions. 
of  you  because  you  keep  yourself 
neat,  you  conduct  yourself  as  they 

presume  you  would.  Yau're  not 
high-hat,  egotistical.  You're  in  ra- dio because  you  like  it — and  youi 
always  strive  to  do  your  job  well, 
whether  it  be  selling  pills  or  pow- 

der puffs.  You'll  make  that  net- 
work, fellow.  You're  a  radio  an- nouncer— the  best  in  the  business. 

ROY  HUNTER,  advertising  counsel 
of  Vancouver,  has  been  appointed 
Pacific  Coast  representative  for  Ste- 

venson &  Scott,  Montreal  and  Toronto 
agency. 
JACK  GALE,  West  Coast  radio  di- rector of  National  Concert  &  Artists 
Corp..  has  enlisted  in  the  Navy. 
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Today's  listeners  demand  it.  So,  leading  advertisers  in  Arizona  are  refeasing 
news  broadcasts.  Nine  of  KTAR's  average  of  twelve  complete  newscasts  daily  are  serving 
aggressive  sponsors.  The  reason!  KTAR  offers  the  most  complete  local,  national  and 
international  news  coverage  in  Southwestern  radio.  For  more  productive  appeal  in  one  of 

the  nation's  richest  markets  use  Arizona's  preferred  station. 

LbuajMO.  BROADCASTING  \.Q.9nc. 
Represented  Nationally  by 

.  New  York Chicago 
Detroit San  Frofictsco Los  Angeies 
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STATION  ACCOUNTS 

sp — studio  programs 
tie — netvs  programs 

t — transcriptions 
sa — spot  annoiiyicements 

ta — transcription  announcements 

KDKA,  Pittsburgh 
Pure    Foods    Co.,     Mamaroneck,    N.  Y. 

(bouillon  cubes),  3  sa  weekly,  13  weeks, 
thru  J.  M.  Mathes  Inc.,  N.  Y. 

Lever  Bros.,   Cambridge.  Mass.  (Vimms), 
90  sa.  15  t.  thru  BBDO,  N.  Y. 

Johnson     &     Johnson,     New  Brunswick, 
N.  J.,  170  sa,  thru  Young  &  Rubicam, N.  Y. 

Chr.    Hansen's   Lab.,   Little   Falls.   N.  Y. (Junket),  3  sa  weekly,  7  months,  thru 
Mitchell-Faust  Adv.  Co.,  Chicago. 

Ward    Baking    Co.,    New     York,    so,  3 
months,  thru  J.  Walter  Thompson  Co., N.  Y. 

Curtis  Pub.  Co.,  Philadelphia  (Satevepost) , 
sa,  7  weeks,  thru  BBDO,  N.  Y. 

Ball  Bros.,  Muncie,  Ind.  (mason  jars),  26 
sa,  thru  Applegate  Adv.  Agency,  Muncie. 

Beech-Nut  Packing  Co.,  New  York  (chew- 
ing gum),  ta,  15  weeks,  thru  Newell- 

Emmett  Co.,  N.  Y. 
Pan  American  Coffee  Bureau,  New  York, 

sa,  13  weeks,  thru  J.  H.  Mathes  Inc., 
N.  Y. 

W.  L.  Douglas  Shoe  Co.,  Brockton,  Mass., 
ta,  13  weeks,  thru  Harold  Cabot  Co., Boston. 

Longines-Wittnauer  Watch  Co.,  New  York, 
t,  9  months,  thru  Arthur  Rosenberg  Co., N.  Y. 

Kellogg  Co.,  Battle  Creek,  Mich.  (All- 
Bran),  ta,  13  weeeks,  thru  Kenyon  & 
Eckhardt.  N.  Y. 

Carleton  &  Hovey  Co.,  Lowell,  Mass. 
(Father  John's  Medicine),  sa,  6  months, thru  John  W.  Queen,  Boston. 

Procter  &  Gamble  Co.,  Cincinnati  (Lava 
soap),  ta,  6  months,  thru  Blow  Co., N.  Y. 

Vick  Chemical  Co.,  New  York  (Vaporub), 
3  sp  weekly,  6  months,  thru  Morse  In- 

ternational, N.  Y. 
Pillsbury  Flour  Mills  Co.,  Minneapolis,  sa, 

9  months,  thru  McCann-Erickson,  Chi- cago. 
Sterns  Nurseries,  Geneva,  N.  Y.,  sa,  4 

weeks,  thru  W.  L.  Wright  Co.,  Rochester, N.  Y. 
Pinex  Co.,  Fort  Wayne,  Ind.,  sa,  5  months, 

thru  Russel  M.  Seeds  Co.,  Chicago. 
Grove  Labs.,  St.  Louis  (Bromo  Quinine), 

sp,  5  months,  thru  Ruthrauff  &  Ryan, Chicago. 
Quaker  Oats  Co.,  Chicago,  sa,  5  weeks, 

thru  Ruthrauff  &  Ryan,  Chicago. 
Quaker  Oats  Co.,  Chicago,  t,  6  months, 

thru  Sherman  &  Marquette,  Chicago. 
Quaker  Oats  Co.,  Chicago  (Aunt  Jemima 

Pancake  flour),  t,  6  months,  thru  Sher- 
man K.  Ellis  &  Co.,  Chicago. 

Paramount  Pictures,  ta,  1  year,  thru 
Buchanan  &  Co.,  N.  Y. 

THE  (SuiinadA  of 
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WOV,  New  York 
Planters  Edible  Oil  Co.,  Wilkes-Barre,  Pa. 

(Peanut  oil),   6    weekly   sp,    52  weeks, 
thru   Pettinella   Adv.,   N.  Y. 

Paramount  Pictures,  New  York,  (movie), 
4   sa,    1    week,   thru   Buchanan   &  Co., N.  Y. 

Macfadden  Publications,  New  York  (True 
Story  Magazine) ,  3  sp  weekly,  2  weeks, 
thru  Arthur  Kudner  Inc.,  N.  Y. 

Family  Policy  Service,  New  York  (Insur- ance counsellor),  3  sp  weekly,  52  weeks, 
thru  Intercity  Adv.,  N.  Y. 

Roxy  Theatre,  New  York  ("Orchestra Wives"),  5  sa,  1  week,  thru  Kayton- Spiero  Co.,  N.  Y. 
Bulova  Watch  Co.,  New  York  (watches), 

59  sa  weekly,  16  weeks,  thru  Biow  Co., 
N.  Y. 

Prophetic  Testimony  of  Philadelphia.  Phil- 
adelphia (religious),  6  sp  weekly,  52 

weeks,  thru  Charles  Stoll,  Philadelphia. 
Balbo  Oil  Co..  Brooklyn  (edible  oil),  6  sp 

weekly,  52  weeks,  thru  Commercial Radio,  N.  Y. 
A.  Corraro,  New  York  (women's  wear), 6  sp  weekly,  52  weeks,  thru  De  Lucca 

Adv.,  N.  Y. 
De  Martini  Macaroni  Co.,  New  York,  6 

sp  weekly,  52  weeks,  placed  direct. 
Mamma  Mia  Importing  Co.,  New  York 

(edible  oil),  6  sp  weekly,  52  weeks, 
placed  direct. 

WHN,  New  York 
United  Institute  of  Aeronautics,  Hoboken, 
N.  J.  (trade  school),  3  ne  weekly  13 
weeks,  thru  J.  R.  Kupsiek  Adv.,  N.  Y. 

Pinex  Co..  Fort  Wayne,  Ind.  (Pinex 
cough  remedy),  6  ne  weekly,  22  weeks, 
thru  Russel  M.   Seeds  Co.,  Chicago. 

Grove  Labs.,  St.  Louis,  Mo.  (Bromo  Qui- 
nine, Vitamins),  6  t  weekly,  22  weeks, 

thru  Russel  M.   Seeds  Co.,  Chicago. 
Greater  New  York  Conference  of  the 
Seventh-Day  Adventist,  New  York, 
weekly  sp,  14  weeks,  direct. 

Empire  Gold  Buying  Service,  New  York, 
sa,  65  weeks,  thru  Harry  Oppenheim, 
N.  Y. 

B.  C.  Remedy  Co.,  Durham,  N.  C  7  ne 
weekly,  13  weeks,  thru  Harvey-Messen- 
gale  Co.,  Durham. 

KFI,  Los  Angeles 
Penick  &  Ford,  New  York    (Brer  Rabbit 

Molasses),  3  weekly  sp,  thru  J.  Walter 
Thompson  Co.,  N.  Y. 

Johnson     &     Johnson,     New  Brunsv/ick, 
N.   J.    (surgical  dressings),   13   t,  thru 
Young  &  Rubicam,  N.  Y. 

Beaumont    Labs.,    St.    Louis    (4-way  cold 
tablets),  6  weekly  ta,  thru  H.  W.  Kastor 
&  Sons,  Chicago. 

Grove   Labs.,   St.   Louis    (Bromo  Quinine, 
vitamins),  6  weekly  ta,  thru  Russel  M. 
Seeds  Co.,  Chicago. 

WMAQ,  Chicago 
Reader's  Digest,  Pleasantville,  N.  Y.,  3  fa weekly,  15  weeks,  thru  BBDO,  N.  Y. 
Quaker  Oats  Co.,  Chicago,  111.,  6  sp  weekly, 

25  weeks,  thru  Ruthrauff  &  Ryan,  Chi- 
cago. 

KGLO,  Mason  City,  la. 
Vick  Chemical  Co.,  New  York  (Vicklax), 

6  ta  weekly,  26  weeks,  thru  Marschalk 
&  Pratt,  N.  Y. North   American   Accident  Insurance  Co., 
Newark,    13    t,    thru    Franklin  Bruck, N.  Y. 

William  H.  Wise  Co.  New  York  (book), 
3  t  weekly,  4  weeks,  Huber,  Hoge  & 
Sons,  N.  Y. 

Smith  Bros.,  Poughkeepsie,  N.  Y.  (cough 
drops),  4  sa  weekly,  16  weeks,  thru 
J.   D.   Tarcher,  N.  Y. 

Haskins  Bros.  Co.,  Omaha  (soap),  26  sa, 
thru  Sidney  Garfinkle,  Los  Angeles. 

Willard  Tablet  Co.,  Chicago,  3  sp  weekly, 
13  weeks,  thru  First  United  Broadcast- ers, Chicago. 

Thompson  Hybrid  Corn  Co.,  Des  Moines 
(Hybrid  corn),  6  sa  weekly,  9  weeks, 
Gary  Ainsworth,  Des  Moines. 

Sterling  Insurance  Co.,  Chicago,  6  sp 
weekly,  13  weeks,  thru  E.  H.  Brown 
Adv.,  Chicago. 

Oelwein  Chemical  Co.,  Des  Moines  (Occo 
Feeds),  3  sa  weekly,  13  weeks,  thru 
Cary  Ainsworth,  Des  Moines. 

Tidy  House  Prods.  Co.,  Des  Moines  (house- hold cleaners),  5  sp  weekly,  13  weeks, 
thru  Cary  Ainsworth,  Des  Moines. 

Beech  Nut  Packing  Co.,  Canajoharie, 
N.  Y.  (gum),  4  ta  weekly,  13  weeks, 
thru  Newell-Emmett  Co.,  N.  Y. 

Minneapolis  Milling  Co.,  Minneapolis 
(flour),  3  sa  weekly,  17  weeks,  thru 
Mason-Webster,  Minneapolis. 

KFRC,  San  Francisco 
Golden    State    Milk    Co.,    San  Francisco 

(Golden  V  Vitamin  milk),  2  sp  weekly, 
thru  Ruthrauff  &  Ryan,  San  Francisco. 

Healthaids   Inc.,    New   York    (Journal  of 
Living ) ,    5    t    weekly,    thru  Raymond 
Spector  Adv.,  N.  Y. 

Pioneer    Beverages,    Oakland,    Cal.  (soft 
drinks),    4    sa    weekly,    thru   Ryder  & 
Ingram,  Oakland. 

Loma    Linda    Food    Co.,    Arlington,  Cal. 
(Ruskets),  weekly  sa,  thru  Gerth-Pacific 
Adv.,   San  Francisco. 

Chemicals    Inc.,    San    Francisco  (Vano), 
weekly  ta,  thru  Botsford,  Constantine  & 
Gardner,  San  Francisco. 

Quaker  Oats  Co.,  Chicago   (Quaker  Oats), 
6   sa   weekly,   thru   Ruthrauff   &  Ryan, Chicago. 

Regal  Amber  Brewing  Co.,  San  Francisco 
(Regal  Pale  Beer),  weekly  sa,  thru  M. 
E.  Harlan  Adv.,  San  Francisco. 

KQW,  San  Francisco 
Langendorf  United  Bakeries,  San  Fran- 

cisco (Homestead  bread),  8  ta  weekly, 
thru  Ruthrauff  &  Ryan,  San  Francisco. 

Golden  State  Milk  Co.,  San  Francisco 
(Golden  V.  Vitamin  Milk),  6  sa  weekly, 
thru  Ruthrauff  &  Ryan,  San  Francisco. 

Book  League  of  America,  New  York,  3  sp 
weekly,  thru  Huber  Hoge  &  Son,  N.  Y. 

Kellogg  Co.,  Battle  Creek  (All-Bran), 
10  ta  weekly,  thru  Kenyon  &  Eckhart, N.  Y. 

Quaker  Oats  Co.,  Chicago  (cereal),  6  ta 
weekly,  thru  Ruthrauff  &  Ryan,  Chicago. 

Foreman  &  Clark,  Los  Angeles  (men's clothes),  8  sa  weekly,  thru  Botsford, 
Constantine  &  Gardner,  Los  Angeles. 

RCA  Canada  Series 
RCA  VICTOR  Co.,  Montreal,  on 
Oct.  29  starts  an  institutional  net- 

work program  Voice  of  Victor  on 30  Canadian  Broadcasting  Corp. 
stations.  Not  boosting  any  service 
or  product,  the  program  will  fea- ture in  commercials  war  bonds  and 
other  war  effort  items.  Program 
will  be  25  minutes  musical  with 
orchestra  and  soloists  once  weekly 
on  Thursday  evenings.  Account  was 
placed  by  Lord  &  Thomas  of  Can- 

ada, Toronto. 

CURTISS  CANDY  Co.,  through  the 
cooperation  of  the  Army  and  Navy, 
has  been  putting  candy  bars  into  the 
individual  kits  of  soldiers  and  sailors 
leaving  for  overseas  duty. 

Arvey  Corp.,  Chicago  (R-V  Lites),  3  fa 
weekly,  thru  First  United  Broadcasters, Chicago. 

Beech  Nut  Packing  Co.,  New  York  (gum) , 
5  sa  weekly,  thru  Newell  Emmett  Co., N.  Y. 

Petri  Wine  Co.,  San  Francisco  (wines), 
fa  series,  thru  Erwln,  Wasey  &  Co., 
San  Francisco. 

KHJ,  Hollywood 
Foreman  &  Clark,  Los  Angeles  (chain 

clothiers),  131  sa,  thru  Botsford,  Con- stantine &  Gardner,  Los  Angeles. 
McKesson  &  Robbins,  Bridgeport,  Conn 

(Soretone),  3  weekly  to,  thru  J.  D 
Tarcher  &  Co.,  N.  Y. 

Curtis  Publishing  Co.,  Philadelphia  (Sat- evepost), 4  weekly  to,  thru  BBDO,  N.  Y. Interstate  Bakeries  Corp.,  Los  Angeles 
(bread),  5  weekly  sa,  thru  Dan  B. Miner   Co.,   Los  Angeles. 

E.  J.  Gallo  Winery,  Modesto,  Cal.  (wines) 
27   weekly   sa,   thru   Charles   H.  Mayne 
Co.,  Chicago. Grove  Labs.,  St.  Louis  (Bromo  Quinine, 
vitamins),  220  f,  thru  Russel  M.  Seeds 
Co.,  Chicago. Ex-Lax  Inc.,  Brooklyn  (Ex-Lax),  5  weekly 
ta,  thru  Joseph  Katz  Ca.,  Chicago. 

WRC,  Washington 
Berkshire     Knitting     Co.,     Reading,  Pa. 

(hosiery),  5  sa  weekly,  13  weeks,  thru Geare-Marston,  Philadelphia. 
Macfadden   Pub.    Co.,   New   York,    18  so. 

thru  Arthur  Kudner  Inc.,  N.  Y. 
Musterole  Co.,  Cleveland,  O.,  3  so  weekly 

6  months,  thru  Erwin,  Wasey  &  Co.) 
N.  Y. Vick    Chemical    Co.,    New    York  (cougl 
drops),    3    sa   weekly,    4   months,  thri Morse  International,  N.  Y. 

Luden's  Inc.,  Reading,  Pa.   (cough  drops) 
3  sa  weekly,  6  months,  thru  J.  M.  Mathef 
Inc.,  N.  Y. 

WBBM,  Chicago 
Musterole  Co.,  Cleveland,  O.  (cold  remedy) 
5  so  weekly,  26  weeks,  thru  Erwin 
Wasey  &  Co.,  N.  Y. 

Nehi,  Inc.,  Columbus,  Ga.  (Royal  Crowi 
Cola) ,  4  so  weekly,  13  weeks,  thri 
BBDO,  N.  Y. Thomas  J.  Lipton  Inc.,  Hoboken,  N.  J 
(Continental  Soup  Mix),  10  so  weekly 
13  weeks,  thru  Young  &  Rubicam,  N.  Y 

WLIB,  Brooklyn 
Community  Opticians,  New  York,  35  s< weekly,    52   weeks,  direct. 

LOOKS  LIKE  ANY  MESSAGE 
OF  MINE  WOULD  REACH  THE 
RIGHT  KIMD  OF  EARS 

EH  WACK? 
r 

ALL  I  KNOW,  MISTER 
yOUR  STATION  COVERS  THE 
bu5iest  part5  of  oregon 

an' washin'ton  where  the 
douch-douch  bird5  are 

ALWAYS  LOOKIN'fOR  TH EARLY  worm) 

Oregon's  highest  power  station. 
Reps.— Joseph  Herahey  McGillvra — 10,000  Watt.?,  750  Kc. Adv. 

AFFILIATES* 
New  York-Chicago  Reps. — The  Walker  Co. Ad 
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LAND  TITLE  TRUST  Co.,  Phila- 
■delphia  (bank),  will  return  to  radio 
'  Oct.  18  with  a  weekly  series  of  dramas 
■  presenting  a  patriotic  cavalcade,  Sweet Land   of  Liberty.    Spotted  Sundays, 
11 :30-2  p.m.,  it  will  be  an  institutional 
feature  for  the  bank,  heretofore  a 
consistent  user  of  radio  time.  Account 
was  placed  and  program  produced  by 

'  Garry  Bub,   radio   director  and  ac- 
■  count  executive  of  Stewart-Jordon 
Adv.  Agency,  Philadelphia. 

I  LAURA  SECORD  CANDY  SHOPS, 
Toronto  (chain  stores),  has  started 

'  twice-weekly  quarter-hour  piano  re- 
citals with  Rex  Battle  on  CFRB, 

'  Toronto,  and  weekly  on  CFCF,  Mon- 
!  treal.  Account  was  placed  by  Cock- 
i  field  Brown  &  Co.,  Toronto. 

i  READING  ANTHRACITE  CAN- 
ADIAN Co.,  Toronto  (coal),  has 

started  six-weekly  announcements  on 
iCKAC,  Montreal;  CHML,  Hamilton, 
■Ont.;  CKCL,  Toronto;  CKCO,  Ott- 

awa. Account  was  placed  by  McKee 
('&  Albright,  Philadelphia. 
,1  BEAUMONT  LABS.,  St.  Louis  (4- 
;Way  Cold  Tablets),  on  Oct.  17  will 
J  start  a  weekly  quarter-hour  news 
i  commentary,  by  Gilbert  Wales  on  KPO, 
San  Francisco.  Agency  is  H.  W.  Kas- 

'\  tor  &  Sons,  Chicago. 
ROBERT  SIMPSON  Co.,  Toronto 

;!  (national  chain  department  stores), 
has  started  Whafs  the  Ansiver,  half- 

i  hour  quiz  and  musical  show  Saturday 
mornings  in  the  Toronto  main  store 
on  CFRB,  Toronto.  This  is  the  fourth 
season  for  this  show  direct  from  the 

,  department  store.  Account  was  placed 
through   Harry   E.   Foster  Agencies, 
Toronto. 

52-WEEK  CONTRACT  signed  by 
John  Shepard  3d  (r),  president  of 
the  Yankee  Network,  and  James 
M.  Murley  Jr.,  Broadcast  Adver- 

tising Inc.,  puts  on  the  air  The 
Yankee  Kitchen,  five-weekly  food 
advertising  show  on  11  Yankee  out- 

lets 2:15-2:45  p.m.  Open  to  non- 
competitive sponsorship,  show  now 

features  Ken  &  Carolyn,  both  for- 
merly successful  restaurant  man- 

agers. 

LABOR'S  Protective  Committee,  Los 
Angeles,  through  Robert  F.  Dennis 
Inc.,  that  city,  has  launched  a  South- 

ern California  radio  campaign  to  de- 
feat the  "hot  cargo"  and  secondary 

boycott  bill  which  is  appearing  on 
the  Nov.  2  California  ballot  as  Pro- 

position No.  1.  Besides  quarter-hour talks  on  KNX  KFI  KFWB  KRKD 
KFAC,  one-minute  transcribed  an- nouncements are  also  being  used  on 
those  stations  as  well  as  KHJ  KIEV 
KFVD  KMPC.  In  addition  a  series 
of  NBC  and  CBS  California  net- 

work programs  are  planned. 
CHEMICALS  Inc.,  San  Francisco 
(Vano,  household  cleanser),  has 
started  Funny  Money  Man  thrice- 
weekly  on  KPO,  San  Francisco. 
Agency  is  Botsford,  Constantine  & 
Gardner,  San  Francisco. 

L.  N.  Le  BOLD  &  Co.,  Rochester, 
N.  Y.,  through  its  newly  appointed 
agency,  Grady  &  Wagner  Co.,  New 
York,  launched  a  test  campaign  Oct. 
5  on  KCMO,  Kansas  City,  and  KOME, 
Tulsa,  using  three  daily  live  and 
transcribed  announcements,  five  times 
weekly  for  Viteen,  a  medical  product. 
A  13-week  campaign  will  get  under 
way  in  November  on  a  Pittsburgh station. 

R.  H.  MACY  &  Co.,  New  York  de- 
partment store,  on  Oct.  6  launched  a 

weekly  quarter-hour  of  dressmaking 
lessons,  titled  Sew  and  Save,  on  WOR, 
New  York.  Virginia  Carter  conducts 
the  program,  which  ties  in  fashions with  the  war  effort.  Agency  is  Young 
6  Rubicam,  New  York. 
BEAUMONT  LABS.,  St.  Louis 
(Four-Way  Cold  Tablets)  has  start- 

ed a  live  talent  mid-morning  thrice- 
weekly  quarter-hour  program  on 
WMAQ,  Chicago,  featuring  Nancy 
Martin,  vocalist,  regularly  heard  on 
the  BLUE  Breakfast  Club  and  Cluh 
Matinee.  Agency  is  H.  W.  Kastor  & 
Sons  Adv.  Co.,  Chicago. 
DINA-MITE  FOOD  Co.,  Los  Angeles 
(Dina-meal-breakfast  food),  in  a  13- 
week  campaign  started  Oct.  5,  is 
sponsoring  daily  participation  in 
Woman^s  Page  of  the  Air  on  KSFO, 
San  Francisco.  Agency  is  Brisacher, 
Davis  &  Staff,  Los  Angeles.  Herb 
Beaven  is  account  executive. 
PUBLIC  FINANCE  Corp.,  Winnipeg 
(small  loans)  on  Oct.  18  starts  MBS 
network  mystery  Bulldog  Drummond 
on  CKCL,  Toronto,  and  has  started 
spot  announcements  on  CFRB,  Tor- onto;  CJRC  and  CKY,  Winnipeg. 
Account  placed  by  McConnell-East- man  Co.,  Toronto. 
BASIC  FOODS  Inc.,  Los  Angeles 
(vitamin  products),  in  a  13-week campaign  which  started  Sept.  28  is 
currently  sponsoring  a  twice-daily 
quarter-hour  health  program  on 
KMPC,  Beverly  Hills.  Cal.  Account 
is  placed  through  Elucidator  Publica- tions Inc.,  Hollywood. 

You 

keep 

customers 
when  you 

KEEP 

SPOTS 

BEFORE 

THEIR 

EARS! 

•  ASK  A  JOHN  BLAIR  MAN 
ABOUT  SPOT  RADIO 

CHICAGO NEW  YORK 
ST.  lOIIlS SIN  FRANCISCt LOS  ANGELES 

COMPANY NATIONAL  RADIO  STATION  REPRESENTATIVES 

NOW 

DAY(i^  NIGHT 

-£AST  TENNESSEE'S 

MOST  POWERFUL  STATION 

■A  ScRipps -HowfjRo  Rrd»o  St-rtion — ^ 
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Hourly  Bucks — Defense  Tips — In  the  Windows — 
Blanket  Trip — In  Appreciation 

JACKPOT,  accumulating  
at  $5 

an  hour,  is  offei'ed  under  a 
telephone  promotion  stunt 
used  by  WWDC,  Washington. 

Every  hour  on  the  hour,  station 
calls  a  metropolitan  number  and 
asks  name  of  sponsor  of  preceding 
program.  Correct  answer  yields  the 
listener  $5.  Each  miss  adds  $5  to 
the  jackpot  offered  the  next  hour. 

Advice  to  Retailers 
TO  AID  retail  grocers  and  drug- 

gists in  keeping  up  with  the  latest 
WPB  and  OPA  rulings  which  af- 

fect their  business,  KLZ,  Denver,  is 
mailing  special  monthly  bulletins 
to  all  leading  grocers  and  drug- 

gists within  the  station's  primary 
area.  Called  "Druggists  Briefs" 
and  "Grocery  Briefs",  the  bulletin 
feature  condensed  items  dealing 
with  specific  rulings  and  trends  on 
many  products. 

Civilian  Defense 

WHAT  CAN  I  DO,  a  citizen's  war 
handbook  issued  by  the  Office  of 
Civilian  Defense,  is  offered  WTAG, 
Worcester,  listeners  from  sign-on 
to  sign-off  time.  The  booklet  is 
boosted  by  announcements  at  all 
available  station  breaks,  by  studio 
programs  and  news  commentators. 
Accompanying  each  handbook  is  a 
letter  telling  the  listener  that  it 
has  been  sent  through  the  cour- 

tesy of  WTAG. 

GE's  Supplementary  Drive 
AS  A  SUPPLEMENT  to  its 
thrice-weekly  sponsorship  of  news 
by  Frazier  Hunt  on  CBS,  General 
Electric  Co.,  New  York,  is  con- 

ducting a  fall  campaign  in  eight 
national  magazines  to  stress  its 
wartime  activity  in  radio  commun- 

ications and  electronic  equipment. 
Every  advertisement  describes  one 
or  more  applications  of  electronics 
with  prominent  mention  of  the  G- 
E  electronic  radio  and  radio  tube. 

Popular  Speech 
TALK  by  Pat  Garner,  news  editor 
of  KFPW,  Fort  Smith,  Ark.,  Are 
We  Letting  Our  Allies  Down?  based 
on  background  material  from  the 
OWI,  has  been  reprinted  in  fold- 

ers by  the  Fort  Smith  Lions  Club. 
Since  the  initial  talk,  Mr.  Garner 
has  repeated  the  speech  to  four 
service  clubs  and  the  general  fac- 

ulty of  local  school  teachers. 

Window  Displays 

WINDOW  DISPLAYS  in  51  drug 
stores  in  Fort  Wayne  feature  pic- 

tures of  WOWO  and  WGL,  Fort 
Wayne,  local  and  network  stars 
and  the  specific  product  they  pro- 

mote. Every  ten  days  the  displays 
are  rotated  among  the  drug  stores 
and  at  the  end  of  each  cycle  of 
displays,  photographs  are  changed. 

r/ 

^,F\RE.  BET 

-00 NET/ 

Yes-he's  the  ̂ uy  that 
COJjLSed.  Uncle  Sayn  to 

brin^  ever  ̂ ^fl^^ 

NEW  FOLKS,  and.  over 

*Zi7,000,000 

in  DEFENSE  PROJECTS 

iVito  ouLT  oLun  front  yard 

DANIEL  BOONE  NET 

luith  pertmAnent  lines  befctueen 

WOPI-WISE-WKPT 

9(>  RecLNehuorK  comrnerc'tats  wMy 

Hooper's  Tour 
WJR,  Detroit,  has  issued  an  illus- 

trated, stiff-covered  book  titled 
"Mr.  Hooper  Tours  a  Blanket" 
and  reporting  on  the  results  of 
136,332  coincidental  telephone  in- 

terviews conducted  by  Hooper  in- 
terviewers in  25  typical  communi- 

ties located  within  WJR's  primary 
coverage  area.  Appended  to  the 
story  of  the  tour  are  coverage 
maps,  charts  and  the  full  Hooper 
reports  on  listening  in  each  city 
covered. 

'Thank  You'  Dinner 

IN  appreciation  to  the  Coca  Cola 
Bottling  Co.  of  Jackson,  for  spon- 

soring last  season's  baseball,  and 
this  season's  football  sportscasts, 
WSLI,  Jackson,  Miss.,  had  30  em- 

ployes of  the  soft  drink  firm  as 
dinner  guests  at  a  local  hotel.  Af- fair also  celebrated  the  opening  of 
the  new  Spotlight  Band  series *  ❖ 

Grocery  Windows 
WINDOW  displays  in  two  large 
grocery  chains  are  used  by  WOAI, 
San  Antonio,  to  promote  products 
advertised  on  the  station.  WOAI 
advertised  products  or  dummies  of 
them  are  utilized,  together  with 
posters  and  pictures  of  featured 
artists. 

^         j!i  ❖ 
Dart  Tossers 

FOR  CORRECT  answers  given 
during  Bombardier  Quiz,  on  KHJ, 
Los  Angeles,  contestants  from  the 
audience  get  a  chance  to  toss  darts 
at  balloons  attached  to  warships, 
painted  on  a  large  board  in  the 
studio.  If  balloon  is  pierced,  con- 

testant gets  credit  for  sinking  a 
ship.  V/inners  receive  Bonds  and 
Stamps  as  prizes. *      ̂   ❖ 

Wine  Promotion 
NATIONAL  MAGAZINES  and 

newspapers  carrying  advertise- ments for  Schenley  Distillers  Corp., 
New  York,  makers  of  Cresta 
Blanca  Wines,  will  carry  mention 
of  the  company's  new  program 
starting  on  Mutual  Oct.  14  as 
Cresta  Blanca  Carnival.  Agency  is 
William  H.  Weintraub  Co.,  New 
York. 

Promotion  Quiz 

AUDIENCE  is  quizzed  on  spon- 
sors, announcers  doing  specific 

shows,  and  other  points  that  re- 
quire frequent  tuning  in,  under  a 

promotion  stunt  aired  weekly  by 
WTOC,  Savannah.  Theater  passes 
are  given  as  awards. 

"WHEBBY"  Says: 

WHEB  profits  pacify 

and  produce  for  parsi- 
mon.ous  patrons.  Pre- 

dominant postal  pull 
provable.  Proof  posted 
promptly. 

BURNS-SMITHco.  N^'IKeps.   , 

il         H«Hry  Cummin<^S-S- East  Rep.  ̂ ^^^^^^^^'^♦^g^^^'^'W^^^^ 
Boston  Rep.:  BERTHA  BANNAN 

MEREDITH  SMITH 

A VETERAN  in  radio  at  
26,  is 

Meredith  Smith,  hostess  of 
Happiness  House,  daily  pro- 

gram on  WWDC,  Washing- 
ton, featuring  news  of  food,  home- 

making,  fashions  and  women's  ac- tivities. In  eight  years  of  radio 

work.  Miss  Smith  has  done  free- lance on  four  Washington  stations, 
and  one  in  Baltimore.  She  has  been 
a  commentator  and  writer  for  a 
station  in  South  Carolina. 

In  May,  when  WWDC  opened, 
she  returned  to  her  native  Wash- 

ington to  head  the  women's  depart- ment. Her  programs  are  Happiness 
House,  and  in  addition.  Autograph 
Album,  an  afternoon  program.  In 
time  off  from  radio  writing,  acting, 
and  producing,  Meredith  Smith 
likes  reading,  swimming  and  horse- back riding. 

Game  Tickets 
FREE  FOOTBALL  tickets  to 
games  of  their  choice  are  offered 
listeners  for  the  most  interesting 
football  questions  submitted  to 
Francis  J.  Powers,  sports  column- 

ist, and  Lynn  Waldorf,  football 
coach  of  Northwestern  U,  conduc- 

tors of  a  thrice-weekly  sports 
program  sponsored  by  Emmco 
Insurance  Co.,  South  Bend,  on 

WMAQ,  Chicago.  Agency  is  Mac- Donald-Cook  Co.,  South  Bend. -Jf  Jjt 

Reasons  Why 

PRIZE  of  $25  is  the  feature  of 
Corrine  Jordan  and  her  Stardust 
program  broadcast  by  WNAX, 
Yankton,  S.  D.,  for  Salisbury- 
Satterlee  Co.,  Minneapolis.  The 

prize  goes  to  the  best  letter  on  "I 
want  a  new  mattress  because  .  .  ." 

WesreRh/  N.  CfiiROUhf\-$outh^h  W.  \/ArB<ijstrENNESSE£ 
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WHKY 

HICKORY 
NORTH  CAROLINA 

5,000 

1VATT5  PAV 

1000 

WATTi  NIfiHT 

WHKY  offers  complete  cover- 
age of  the  Rich  Western  North Carolina  Market  at  one  LOW 

COST. 

1290  KC  BLUE  NETWORK 
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WBIG,  Greensboro,  N.  C,  has  four 
series  of  programs,  first  put  on  the  air 
Oct.  5 — Americans,  Too,  Who  Have 
Achieved;  Your  Health;  An  Afternoon 
of  Talent;  and  Your  Consumer  Re- 

porter. Presented  weekly  by  Bennett 
College  for  Negro  girls,  the  programs 
are  aired  Mondays  through  Thursdays 
1:45-2  p.m. 
AIMED  at  winter  tourists  in  the 
Rio  Grande  Valley,  Bacyi  Page  d  Tour- 

ist Netos,  a  daily  AP  news  feature  on 
KBGS,  Harlingen,  Tex.,  is  based  on 
the  theme  that  "Today,  perhaps,  there 
will  be  an  item  from  your  home  town". 
Promotion  of  the  program  emphasizes 
that  it  presents  news  seldom  heard  be- 

cause of  the  crush  of  war  news. 

PRODUCED  in  cooperation  with  uni- 
versities and  colleges  of  11  western 

states  Unlimited  Horizons,  NBC  pub- 
lie  service  feature,  has  returned  for 
another  weekly  series  of  dramatiza- 

tions of  science  subjects. 
WTAG,  Worcester,  awarded  a  $2.5 
War  Bond  to  the  winner  of  station- 
sponsored  local  contest  for  the  best 
title  to  the  NBC  show  Without  a 
Name.  Winning  title,  Puns  A'Poppin. will  be  entered  in  the  coast-to-coast 
competition  for  the  grand  prize,  a  $500 War  Bond. 

WJJD,  Chicago,  has  started  a  "35 
Club"  formed  of  motorists  who  pledge to  drive  no  faster  than  35  miles  an 
hour  for  the  duration,  and  has  enrolled 
over  4,000  motorists  and  sent  them 
windshield  stickers.  Announcements 
of  the  formation  of  the  club  are  made 
by  Judge  Erwin  J.  Hasten  of  the 
Chicago  Criminal  Court  on  Safety 
Court,  half-hour  program  five  days  a week  on  WJJD. 

WINNING  title  submitted  in  the  con- 
test for  a  name  for  Ben  Whitehurst's 

program  on  WMCA,  New  York,  is 
The  Wayfarer.  Whitehurst  talks  on  a 
variety  of  subjects,  against  a  back- 

ground of  music. 
CHAMBER  of  commerce  in  the  city 
of  Clifton,  N.  J.,  has  shifted  the  City 
of  Clifton  on  the  Air  on  WPAT,  Pater- 
son,  N.  J.,  from  Sunday,  1  p.m.,  to 
2 :35-3  p.m.  Now  in  its  second  year, 
the  program  features  the  life  story  and 
music  of  leading  popular  music  com- 
posers. 
KXOK,  St.  Louis,  is  piping  a  special 
news  broadcast  to  men  stationed  at 
Jefferson  Barracks  through  the  Post 
public  address  system. 
WHB,  Kansas  City,  broadcast  an 
address  by  Dr.  Harold  C.  Hunt,  Supt. 
of  Schools,  to  2000  teachers  grouped 
at  radios  in  schools  throughout  the 
city,  making  an  a.ssembled  meetiag 
.of  public  school  faculties  unnecessary. 

Bonds  by  Van 

VAN  PATRICK,  sports  di- 
rector of  WHBF,  Rock 

Island,  111.,  offers  to  deliver 
in  person  war  bonds  pur- 

chased through  the  station. 
Only  conditions  are  that  de- liveries be  limited  to  the 
Quad-Cities,  and  that  they 
continue  only  so  long  as  his 
tires  hold  out. 

KMOX,  St.  Louis,  is  originating  Syn- 
copation Piece,  a  25-minute  musical 

show,  Sundays,  1:30  (CWT)  for 
CBS.  The  station  now  stages  five  CBS 
network  programs,  including  Mary  Lee 
Taylor,  Home  Economist  Dietitian ; 
the  National  HillMlly  Champions ;  St. 
Louis  Matinee;  Columbia's  Country Journal. 
DATE  BUREAU  for  air  cadets  sta- 

tioned in  the  Phoenix  (Ariz.)  area,  is 
maintained  as  part  of  the  trafiic  de- 

partment of  KOY,  that  city.  Ruth 
Swinney,  traffic  secretary,  has  been 
selected  by  the  local  recreation  center 
as  committee  chairman  for  200  girls 
listed. 

ON  A  THREE-DAY  barnstorming 
tour  of  neighborhood  theatres  in  the 
Greater  New  York  area.  Italian  artists 
heard  reg\ilarly  on  WOV,  New  York, 
raised  $426,000  selling  war  bonds. 
Headed  by  Ralph  Nardella,  sales  man- 

ager of  WOV,  the  unit  included  the 
WOV  concert  orchestra  and  Diana 
Baldi,  actress  of  the  Italian  Theatre, 
which  has  a  bond  sales  goal  of  $2.- 
000,000  for  September. 

KSL,  Salt  Lake  City,  has  inau- 
gurated newscasts  from  the  AP  radio 

wire  of  Press  Assn.  An  intensive  pro- 
motional campaign  over  KSL  and  in 

Salt  Lake  City  newspapers,  preceded 
the  launching  of  the  AP  news  pro- 

gram. PEGEEN  FITZGERALD,  will  add  a 
five-weekly  Mutual  program,  1 :35- 
1 :45  p.m.,  to  her  regular  morning 
series  sponsored  on  WOR,  New  York, 
on  a  participating  basis.  Latest  news 
from  the  New  York  fashion  front  will 
be  featured  on  the  network  program, 
which  starts  Oct.  12. 

FOR  THE  THIRD  consecutive  year, 
the  Philadelphia  Orchestra  concerts 
will  be  broadcast  each  Friday  on 

MBS,  originating  at  WIP, "  Philadel- phia. Norris  West  will  be  program  in- termission commentator. 

YOUNGEST  licensed  operator  title 
is  claimed  for  16-year-old  Paul  E. 
McNally,  of  WEIM,  Fitchburg, 
Mass.  "Mac,"  in  second  year  high 
school,  passed  his  Radio  Telephone 
Operator's  License  exam  in  early 
August,  two  months  after  he 
turned  16.  He's  also  drummer  in 
his  own  12-piece  orchestra. 

WIBG,  Glenside,  Pa.,  has  set  back 
to  Nov.  1  the  opening  of  its  new 
studios  in  downtown  Philadelphia.  In 
the  meantime,  Doug  Arthur,  program 
director,  is  holding  auditions  for  a 
studio  orchestra,  which  will  mark  the 
first  time  that  the  station  has  em- 

ployed live  music. 

NEW  PRINTERS'  IN
K 

LEADS  THE  FIELD 

Comparison  of  latest  A. B.C.  statements  con- 

firms Printers' Ink  circulation  leadership  in  the 

advertiser  and  advertising  agency  market. 

FIRST  in  fofa/  circulation 

The  Printers'  Ink  total  net  paid  average 
for  six  months  ending  June  30,  1942  is 

16,151,  a  gain  of  1,142. 

FIRST  among  manufacturers 

Printers'  Ink  leads  in  subscriptions 

among  manufacturers  (firms  that  ad- 
vertise). 

FIRST  among  all  executives 

More  executives  among  manufactur- 

ing concerns  subscribe  to  Printers'  Ink 
than  to  any  other  sales-advertising 

publication.  And,  in  this  group  is  the 

largest  number  of  subscriptions  ad- 

dressed to  presidents,  vice-presidents, 

secretaries,  treasurers  and  general 

managers. 

FIRST  among  advertising  agencies 

No  other  publication  has  as  many 

A. B.C.  identified  subscribers  in  adver- 

tising agencies  as  Printers'  Ink. 

Radio  stations  used  48%  more  advertising 

pages  in  Printers'  Ink  during  nine  months  of 
1942  than  in  the  same  period  of  1941.  The 
trend  is  to  P.  I.! 
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Extra  dependability  to  assure  broad,  consistent  coverage. 

That's  just  one  of  the  many  things  war  demands  of  America's 
great  broadcasting  industry.  Blaw-Knox  is  proud  that  it 
is  helping  to  answer  this  challenge  —  proud  that  more 
than  709(3  of  all  the  radio  towers  in  the  nation  were  built 

by  Blaw-Knox. 
BLAW-KNOX  DIVISION  of  Blaw-Knox  Co. 

2038  Farmers  Bank  Bldg.  Pittsburgh,  Pa. 

BLAW-KNOX 

RADIATORS 

FM  AND  TELEVISION  TOWERS 

FRANK  DENNIS 

AS  CAREFULLY  AS  he  today
 

picks  talent  for  his  clients' 
L  programs,  Frank  Dennis,  di- 

rector of  the  radio  depart- 
ment of  Richardson-Macdonald  Ad- 

vertising Service,  Ltd.,  Toronto 
and  Montreal,  picked  radio  as  his 
cai'eer  early  in  1933.  Not  content 
to  work  virith  figures  all  his  life  as 
a  chartered  accountant,  he  left  an 
accountant's  office  where  he  was 
learning  that  intricate  business,  to 
become  secretary  to  Ken  Soble  of 
Metropolitan  Broadcasting  Service 
Ltd.,  at  a  time  when  commercial 
radio  broadcasting  in  Canada  was 
still  in  its  infancy. 

Frank  soon  saw  a  future  in  ra- 
dio, set  himself  to  learn  how  to 

write  commercials,  produce  pro- 
grams, how  to  sell  his  programs  to 

stati&ns  and  sponsors.  He  worked 
hard  in  those  days,  100  hours  a 
week  being  his  average.  The  strain 
told  after  two  years,  and  he  took 
a  holiday  for  a  couple  of  months. 
But  not  to  rest.  He  hied  himself 
to  his  home  town.  New  York,  which 
he  had  left  at  the  age  of  three 
years  when  his  parents  moved  to 
Toronto,  and  in  New  York  he  haunt- 

ed the  radio  stations.  Those  few 
months  in  New  York  were  his  uni- 

versity education  in  broadcasting. 
When  he  came  back  to  Toronto, 

he  was  ready  to  open  his  own  busi- 
ness, and  for  six  months  free- 

lanced as  program  director.  Then 
he  was  asked  to  form  a  radio  de- 

partment for  Richardson-Macdon- 
ald Adv.  Service.  That  was  five 

years  ago.  Today  the  agency's  ra- dio business  is  an  important  part 
of  its  total  business. 

Frank  Dennis  places  and  pro- 
duces what  is  probably  the  largest 

outdoor  radio  show  in  the  Dominion 
each  summer  as  a  Sunday  evening 

community  sing  on  Toronto's  water- front Sunnyside  amusement  park, 
at  which  more  than  10,000  people 
join   in   singing  each  week.  The 

Craig,  Carley  Leave  WMCA 
WALTER  CRAIG,  program  mana- 

ger of  WMCA,  New  York,  for  the 
past  year  and  a  half,  on  Oct.  15 
is  resigning  his  position,  it  was  an- 

nounced last  week  by  the  station, 
which  stated  that  temporary  pro- 

gram director  would  be  Garrett 
Hollihan,  WMCA  continuity  editor. 
A  permanent  appointment  will  be 
made  later  by  Donald  Shaw,  gen- 

eral manager.  Also  resigning  from 
WMCA,  effective  Nov.  1,  is  William 
Carley,  promotion  director,  former- 

ly sales  promotion  manager  of 
WBT,  Charlotte.  He  has  not  an- 

nounced his  plans,  nor  has  a  suc- 
cessor been  named  at  WMCA. 

AGEICY 

CONGRESS    CIGAR    Co.,    New   York,  to 
Schwimmer  &  Scott,  Chicago. 
CAREY-McFALL  Co.,  Philadelphia  (Betsy 
Ross  Venetian  blinds),  to  Gray  &  Rogers. 
Philadelphia. 
L.  M.  LeBOLD  &  Co.,  Rochester.  N.  Y.,  to 
Grady  &  Wagner  Co.,  New  York.  Test 
campaign  on  three  Mid-Western  stations. 
UNITED  ELECTRONICS  Co.,  Newark 
(transmitter  tubes),  to  A.  W.  Lewin  Co., 
Newark. THOMAS  L.  LEEDOM  Co.,  Philadelphia 
(Bristol  carpets),  to  Gray  &  Rogers  Adv. 
Agency,  Philadelphia. DR.  D.  JAYNE  &  SON,  Philadelphia  (Pro- 

prietary) ,  to  J.  M.  Korn  &  Co.,  Philadel- 

phia. 

RIC  PRODUCTS,  Philadelphia  (perfume 
sticks ) ,  to  Harry  Feigenbaum  Adv.  Agen- 

cy, Philadelphia.  Radio  included  in  a  cam- 
paign being  prepared. AFFILIATED    PRODUCTS,   Inc.,  Jersey 

City  (Edna  Wallace  Hopper  Cosmetics)  to 
Erwin,  Wasey  &  Co.,  N.  Y. 
ALLIED     RADIO     CORP.,     Chicago,  to 
Henry  H.  Teplitz,  Chicago. 
CHICAGO     MOLDED     PRODUCTS  Co., 
Chicago,   to   Almon    Brooks   Wilder,  Inc., Chicago. 

show,  produced  for  Geo.  Weston 
Ltd.  (English  biscuits),  is  but  one 
of  a  number  of  programs  placed 
for  this  sponsor  on  a  large  list  of 
Canadian  stations.  He  handles  also 

campaigns  for  Vernor's  Ginger  Ale 
Co.,  Macdonald  Tobacco  Ltd.  of 
Montreal,  Burgess  Battery  Co.,  and 
others. 

Twenty-seven  years  old,  Frank 
Dennis  was  educated  in  Toronto, 
married  Ruth  Freeman  on  May  20, 
1942.  He  has  no  hobbies  but  radio, 

spending  all  his  spare  time  in  ra- 
dio studios  and  picking  talent  new 

to  radio. 

KSL,  Salt  Lake  City,  Utah. 

tops! 

Jim  Petersen, 

News  Editor. 
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FRONT  ROW  CENTER  at  opening  of  12th  season  of  Iowa  Barn  Dance 
Frolic  at  Shrine  Auditorium,  Des  Moines,  where  WHO  originates  the 
program,  included  these  smiling  agency  and  station  representatives 
(1  to  r)  :  June  Rcllinson,  timebuyer  for  Russel  M.  Seeds,  Chicago,  watch- 

ing for  Pinex  Cough  Syrup;  H.  P.  Peters,  of  Free  &  Peters,  New  York; 
Mrs.  J.  0.  Maland,  wife  of  the  WHO  vice-president;  Joanne  Lively, 
daughter  of  a  radio  amateur  operator;  William  Knodel,  sales  manager 
of  Free  &  Peters;  Mrs.  E.  H.  Bondurant,  and  E.  H.  Bondurant,  sales 
manager  of  WHO. 

GAME  HEARD  BUT  NOT  SEEN 

So  Elson  Gets  Official  Commendation  for  Neat  Job 

 of  Describing  Game  During  Fog  

BOB  ELSON,  former  sportscast- 
er  of  WGN,  now  a  lieutenant  (s.g.) 
in  the  Navy,  was  commended  last 
week  by  F.  L.  Richelderfer,  Chief 
of  Bureau,  Dept.  of  Commerce 
Weather  Bureau,  Washington,  for 
the  manner  in  which  he  handled 
the  broadcast  on  MBS  of  the  Chi- 

cago Bears-All  Star  football  game 
at  Chicago's  Soldier  Field  Aug.  28 
when  it  was  impossible  to  see  the 
field  after  the  first  quarter  of  the 
game  because  of  heavy  fog. 

Unable  to  see  the  field,  Elson 
followed  the  play-by-play  from  the 
public  address  system,  giving  no 
indication  of  the  inclement  weath- 

er. Mr.  Reichelderfer  wrote:  "Mr. 
Stanley  P.  Richardson  of  the  Of- 

fice of  Censorship  here  has  sent 
me  a  transcript  of  your  broadcast 
on  the  Chicago  Bears-All-Star 
football  game  at  Soldiers'  Field, 
Chicago,  on  the  evening  of  Aug. 
28. 

"This  broadcast  illustrates,  bet- 
ter than  we  could  possibly  have 

anticipated,  the  difficulty  with 
which  a  sports  announcer  might 
be  confronted  in  discussing  a  game 
seriously  affected  by  weather  con- 

ditions which  he  recognizes  must 
be  concealed.  I  wish  you  would 
accept  our  very  sincere  congratula- 

tions upon  the  most  adroit  and,  at 
the  same  time,  satisfactory  piece  of 
radio  reporting  of  this  kind  that 
has  come  to  our  attention. 

"The  problem  of  keeping  weath- 
er information  from  our  enemies 

is  of  course  a  very  serious  one.  If 
all  announcers  approach  the  prob- 

lem with  the  same  cooperative  at- 
titude and  deal  with  it  with  the 

same  success  as  you  have  demon- 
strated, we  can  all  feel  assured  of 

the  success  of  our  censorship  and 
the  disappointment  of  our  ene- 

mies." 

FARM  NEWS  HOOK-UP 
6  Clear-Channel  Outlets  in 

 Magazine  Tieup  
SIX  CLEAR-CHANNEL  stations 
and  Southern  Agriculturist  are 
cooperating  to  feature  farm  news 
program  exchange  six  days  weekly. 
All  stations  but  one  use  50  kw.  The 
stations  are  WSB,  Atlanta;  WAPI, 
Birmingham;  WBT,  Charlotte; 
WSM,  Nashville;  WFAA-WBAP, 
Dallas-Fort  Worth;  WWL,  New 
Orleans. 

Facts  about  Southern  Agricul- 
turist, its  stories,  articles  and  spe- 

cial departments  will  be  funneled 
to  the  15  million  listeners  of  the 
South.  Beginning  with  the  October 
issue,  the  publication  carries  a  two- 
page  spread  each  month,  devoted 
to  radio  log  highlighting  programs 
of  interest,  to  news  and  pictures  of 
radio  personalities,  and  to  news  of 
stations  and  the  industry. 

Rocky  Mt.  Council  Report 
THE  ANNUAL  REPORT  of  the 
Rocky  Mountain  Radio  Council  for 
the  year  ending  July  31,  1942,  is- 

sued recently,  summarized  the  de- 
velopment and  progress  of  the 

Council.  Particular  emphasis  has 
been  placed  upon  the  part  the  19 
stations  of  the  Council  played  in 
the  war  effort  and  America's 
"strategy  of  truth". 

Moylans'  Anniversary 
MOYLAN  Sisters,  eight  and  ten-year 
old  harmony  singers,  celebrated  the 
third  anniversary  of  their  own  net- 

work program,  Sunday,  Oct.  11,  in  a 
special  broadcast  of  their  regular 
BLUE  series  for  Hecker  Products  Co., 
New  York  for  H-O  oats.  The  sisters 
were  "discovered"  for  radio  by  Mrs. 
I.  W.  Clements,  wife  of  the  head  of 
Clements  Co.,  Philadelphia  agency 
handling  the  account.  Mr.  Clements 
has  arranged,  produced  and  directed 
the  girls'  broadcasts  from  the  start. 

/V.  Y-  RADIO  CLUB 

HOLDS  FIRST  LUNCH 
FIRST  MEETING  of  the  Radio 
Executives  Club  of  New  York  for 
the  1942-43  season  was  held  Oct.  7 
at  the  Hotel  Lexington,  with  Tom 
Lynch,  radio  timebuyer  of  Wm. 
Esty  &  Co.,  presiding  in  his  ca- 

pacity as  this  year's  president. 
Mr.  Lyunch  opened  the  meeting 

with  the  announcement  of  the 
Speakers  Committee  for  the  com- 

ing year,  including  Art  Tolchin, 
WHN,  New  York,  chairman; 
Frankie  Basch,  Basch  Radio  Pro- 

ductions; Marvin  Kirsch,  Radio 
Daily;  Maury  Long,  Broadcasting; 
and  Murray  Grabhorn,  BLUE  Net- work. The  entertainment  consisted 
of  music  by  Bob  Byron,  a  skit  by 
Mr.  Bryon  and  Miss  Basch,  and 
the  introduction  to  club  members 
of  Walter  Allen,  aviation  cadet 
"adopted  by  the  club  through  the 
American  Flying  Services  Founda- tion. 

Out-of-town  guests  included  W. 
C.  Wright,  Stovin  &  Wright,  To- 

ronto; George  Lasker,  WORL,  Bos- 
ton; John  Carey,  WIND,  Chicago; 

Arthur  J.  Kemp,  CBS  Pacific  Coast 
Network,  and  Edwin  G.  Foreman 
Jr.,  The  Foreman  Co.,  Chicago. 

Music  Group  Organized 

To  Meet  War  Problems 
TO  FOSTER  and  encourage  better 
wartime  music,  the  National  War 
Time  Music  Committee  with  Ly- 

man Bryson,  chief  of  the  OWI  spe- 
cial operations  branch  as  chair- 
man, was  formed  last  Wednesday 

composed  of  representatives  of 
various  Government  agencies  who 
will  pool  the  facilities  of  their  re- 

spective bodies  for  more  and  better 
wartime  music. 

The  Committee's  formation  grew 
from  a  series  of  meetings  called  by 

William  B.  Lewis,  chief  of  OWI's radio  bureau,  with  representatives 
of  Government  agencies.  Questions 
raised  by  music  publishers,  song- 

writers, radio  dance  band  leaders 
and  motion  pictures  in  relation  to 
war  effort  music  will  be  handled  by 
Jack  Joy,  War  Dept.  representa- 

tive, who  will  also  serve  in  a  liai- 
son capacity  for  OWI.  The  group 

is  also  concerned  with  wartime 
musical  activities  in  communities, 
school  and  civic  organizations 
throughout  the  country. 

GEORGE  BRYAN,  CBS  newscaster, 
leaves  for  Wright  Field,  Dayton,  as  a 
second  lieutenant  in  the  Army  Air 
Corps.  Bryan  will  serve  as  narrator 
for  motion  pictures  by  the  Air  Corps. 

SIDNEY  MOSELEY,  British  news 
analyst,  has  started  a  new  series  of 
1.5-minute  commentaries  on  WMCA, 
New  York  Monday  through  Friday, 
6:30-6:45  p.m. 

Bond  Series  Sponsors 

TEN  NEW  sponsors  have  signed 
recently  for  participations  on  Keep 
Freedom  Ringing,  nightly  program 
promoting  the  sale  of  war  bonds 
and  stamps,  on  WBYN,  Brooklyn, 
according  to  William  Norins, 
WBYN  director.  The  advertisers 
are  Nestle-Le  Mur  Co.,  New  York, 
for  permanent  wave,  placed  through 
R.  T.  O'Connell  Co.,  New  York,  and 
Marlin  Firearms  Co.,  New  York 
(razor  blades),  through  Craven  & 
Hedrick,  New  York.  Placed  direct, 
the  others  include  California  Pie 
Baking  Co.,  Brooklyn;  Clix  Slide 
Fastener  Co.,  New  York;  De  Nobili 
Cigar  Co.,  Long  Island  City;  Amer- ica Felt  Slipper  Co.,  New  York; 
Atlantic  Yeast  Corp.,  Brooklyn; 
Phoenix  Candy  Co.,  New  York; 
Modern  Biscuit  Co.,  Brooklyn,  and 
Meadow  Gold  Products  Corp., Brooklyn. 

Bill  Baldwin  of  KSO 

inter- 

views    James  Lewis, 
Des Moines  grocer,  on  the 

Cres- 

cent  Guest-of-Honor 

broad- 

cast. 

"We  want  our  broad- 

casting to  help  our  deal- 
ers build  business  on 

many  items  besides  our 

own." 

With  that  objective,  the 
Crescent  Macaroni  8C 
Cracker  Company  started  a 
13 -week  test  program  in 
March,  1941. 

The  result?  Eighty  weeks 

later,  Crescent  Guest-of- 
Honor  broadcasts  are  still 

running  on  KSO,  three 
times  every  week. 

Over  and  over  again,  KSO 
and  KRNT  have  proved 

they  can  "carry  the  ball" for  advertisers  using  radio 

adequately.  KSO  and 
KRNT  are  near-twins.  Both 
have  5,000  watts,  full  time 
— basic  network  aftiliation 

— strong  trade-recognition 
— fine  records  of  sales  ac- 

complishment. 

With  Iowa  farm-income 
at  a  new  high  .  .  .  with  war 
production  adding  millions 
to  Des  Moines  payrolls  .  .  . 
it's  well  for  you  to  have 
KSO  and /or  KRNT  on  the 

job,  increasing  your  sales  to 
Iowa's  No.  1  market — Des 
Moines  and  its  extensive 

trading  area. 

KSO: 

KRNT 

BASIC  BLUE 

AND  MUTUAL 

5000  WATTS 
BASIC 

GOLUIVIBIA 
5000  WATTS 

The  Cowles  Stations  in 

DES  MOINES 

Aflfiiiated  with  the 
Des  Moines  Register  &  Tribune 

Represented  by  The  Katz  Agency 
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365.000  people  make  the 

Youngstown  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

THE  MOST  INTIMATE 

AND  EFFECTIVE  SALES 

APPROACH  TO  AMERI- 

CA'S LARGEST  MARKET. 

FOR  OFFENSE  •  FOR  DEFENSE 
BUY  US.  BONDS  TODAY 

Columbia's  Station  for  the 
SOUTHWEST 

KFH 

WICHITA 

KANSAS 

Call  Any  Edward  Petry  Office 

AFM  Repeat  Ban 

(Continued  from  page  9) 

by  the  remainder.  Repeat  broad- 
casts are  usually  made  on  programs 

heard  in  the  East  in  the  early  eve- 
ning; hours,  which  would  bring  them 

to  the  West  Coast  in  the  later  after- 
noon, so  they  are  repeated  to  reach 

the  coast  in  the  evening  hours 
there.  Repeats  may  be  either  live 
or  recorded  and  in  either  case  a  fee 
is  paid  to  the  musicians. 

Supplementary  Pickups 

The  third  type  of  rebroadcast  is 
the  supplementary  broadcast,  in 
which  the  sponsor  of  a  network 
program  has  the  show  recorded  in 
the  studio  at  the  same  time  as  it 
goes  on  the  air  over  the  network. 
These  recordings  are  then  shipped 
to  individual  stations,  which  may 
or  may  not  be  affiliates  of  the  net- 

work originating  the  program  and 
which  may  or  may  not  be  located 
in  cities  in  which  the  network 
broadcast  is  heard,  for  supple- 

mental broadcasts. 

Musicians  were  paid  regular  re- 
cording fees  for  such  work,  which 

has  been  discontinued  since  the  ex- 
tension of  the  AFM  recording  ban 

to  include  even  the  one-broadcast 
commercial  transcription. 

In  the  first  two  classes  of  re- 
corded rebroadcasts  the  stations 

are  considered  as  part  of  the  net- 
work and  are  paid  at  network 

rates.  In  the  third  class,  the  spon- 
sor or  his  agency  deals  directly 

with  the  station  and  the  station  re- 
ceives its  full  card  rate  for  the 

time. 

The  Jack  Benny  Sunday  evening 
series  is  broadcast  on  the  full  NBC 
Network  and  last  year  was  rebroad- 

cast on  the  Pacific  Coast  BLUE 
Network  via  transcription.  Result 
was  a  double  coverage  of  the  Coast, 
once  in  the  afternoon  and  again  in 
the  evening.  When  the  Hollywood 
local  of  AFM  was  asked  to  make 
the  same  arrangement  for  this  year, 
which  entailed  the  payment  of  $12 
to  each  musician  for  the  rebroad- 

cast even  though  no  extra  work  was 
involved,  the  local  referred  the 
matter  to  the  national  board  of  the 
union  which  ordered  the  rejection 
of  the  recorded  program. 

No  question  of  money  was  in- 
volved in  the  discussions;  the  AFM 

simply  refused  to  allow  their  men 
to  appear  on  the  show  if  it  were  to 
be  recorded  for  a  rebroadcast. 
Union  logic  was  apparently  that 
since  the  program  had  already  been 
heard  on  the  Coast  via  the  net- 

work, the  rebroadcast  fell  into  the 
supplementary  type,  which  the 
union  no  longer  permits. 

Bristol-Myers  Plan 

The  case  of  Duffy's  Tavern  is 
somewhat  different.  This  program 
is  broadcast  on  the  BLUE  Network 
on  Tuesday  evenings  at  a  time 
when  the  BLUE  Pacific  Coast  Net- 

work is  occupied  with  another  pro- 
gram and  so  is  unavailable  to 

Duffy's  Tavern.  Its  sponsor,  Bris- 

I MARINE  
KEEPSAKE  

I All-Marine  'We  The   People' I 
 Record   Put  in  Archives  

FOR  THE  FIRST  time  in  its  167 
years  of  fighting  history,  the  Ma- 

rine Corps  will  add  a  radio  record- 
ing to  the  famed  momentos  in  its 

historical  section  in  Washington — 
a  transcription  of  the  all-Marine 
We,  the  People  program,  presented 
Oct.  4  on  CBS.  Before  being  add- 

ed to  the  collection,  the  recording 
is  being  furnished  the  Marine 
Corps  at  its  request  to  go  on  a  tour 
of  Marine  and  Naval  posts 
throughout  the  world.  We,  the 
People  is  sponsored  by  Gulf  Oil 
Co.,  Pittsburgh,  and  the  Oct.  4 
program  featured  talks  by  the  first 
Marine  hero  of  World  War  II  and 
other  Marine  officers. 

tol-Myers  Co.,  therefore  had 
planned  on  a  regional  delayed 
broadcast  via  transcription,  the 
network  broadcast  to  be  recorded 
off-the-line  at  the  station  at  which 
the  cross-country  lines  enter  the 
Coast  hook-up  and  later  put  on  the 
wire  to  the  Coast  Network. 

This  argument  of  station  unavail- 
ability, which  is  held  to  be  no  dif- 

ferent because  a  regional  hook-up 
is  involved  than  it  would  be  if  in- 

dividual pressings  of  the  recordings 
were  sent  to  each  station  for  a  de- 

layed broadcast,  was  rejected  by 
Local  802  in  New  York,  point  of 

the  program's  origin,  however,  so 
a  live  repeat  has  been  substituted. 

To  date,  these  are  the  only  two 

programs  affected,  but  other  spon- 
sors of  programs  with  delayed  re- 

corded broadcasts  or  transcription 
repeats  are  wondering  whether 
they  will  be  allowed  to  continue. 
Problem  would  be  particularly 
acute  for  programs  originating 
from  Army  camps,  as  many  do 
these  days,  since  it  would  be  a  prac- 

tical impossibility  to  tie  up  the 
camps'  facilities  for  several  hours 
for  a  second  performance  of  the 
same  program.  In  such  shows,  too, 
the  audience  response  is  an  essen- 

tial part  of  the  broadcast  which 
would  be  lost  if  the  repeat  were 
aired  without  the  audience. 

WOV,  New  York,  has  inaugurated  an 
engineering  course  for  feminine  mem- befs  of  its  staif,  all  of  whom  have 
joined  the  classes. 

Repeat  by  Sealtest 
Ordered  Cancelled 
AFTER  negotiations  under  way 
between  New  York  BLUE  network 
executives  and  James  C.  Petrillo, 

president  of  the  American  Federa- 
tion of  Musicians,  the  Oct.  8  tran- 

scribed West  Coast  repeat  broad- 
cast on  that  network  of  the  half- 

hour  Rudy  Vallee  Show,  sponsored 
by  Sealtest  Inc.  was  cancelled. 

Second  repeat  broadcast  to  be 
silenced  by  the  AFM  transcription 
ban,  the  Rudy  Vallee  Show  is  re- 

leased transcontinentally  on  83 
NBC  stations,  Thursday,  10-10:30 
(EWT),  with  transcribed  West 
Coast  repeat  on  13  BLUE  Pacific 
Coast  stations,  Friday,  7 :30-8  p.m. 
(PWT). Jack  Benny  Show  transcribed 
repeat  was  banned  as  of  Oct.  4, 
with  the  first  broadcast  of  the  sea- 

son. Ultimatum  of  no  repeat  at  any 
price  by  Petrillo  in  the  instance  of 
that  NBC  show  sponsored  by  Gen- 

eral Foods  followed  reported  will- 
ingness by  Benny  to  comply  with 

Los  Angeles  Local  47  wage  demand 
of  $36  per  man  for  recording.  Show 
was  released  last  season  via  tran- 

scription at  scale  of  $12  per  man, 
despite  the  fact  that  it  could  not 
qualify  as  a  repeat,  being  released 
transcontinentally  on  some  97  NBC 
stations  and  then  switched  to  13 
West  Coast  BLUE  stations  for  re- 

broadcast. This  year  Local  47  cata- 
logued second  show  as  a  repeat 

and  set  wage  scale  price  at  $36  per 
man  for  the  18  piece  band. 
Tom  Harington,  vice-president 

in  charge  of  radio  for  Young  & 
Rubicam,  agency  producing  the 
Jack  Benny  Show,  in  Hollywood 
when  the  edict  was  announced, 
stated  that  if  elimination  of  the 

transcribed  repeat  adversely  af- 
fected the  Crossley  rating  of  that 

program,  a  live  repeat  would  be ordered. 

Such  a  procedure  it  was  pointed 
out,  would  likely  force  Benny  to 
change  his  schedule  of  Army  camp 

personal  appearance  shows.  Live 
rebroadcast  has  been  waived  by  the 
comedian  due  to  the  many  shows 
he'll  do  from  camps  this  season  and 
time  differential  while  in  the  East 
would  make  it  impossible  to  have  a 
soldier   audience    at    11:30  p.m.. 
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OSCAR  GRIFFIN,  operator  formerly 
with  WSIX.  Nashville,  has  joined 
WLAC,  replacing  Dick  Turner,  who 
is  now  a  technical  radio  instructor 
for  the  Government. 
ORVILLE  STANFIELD  has  joined 
KDB,  Santa  Barbara,  Cal.,  as  oper- 
ator-announcer. 
ALLEN  SMITH,  formerly  of  WHAT, 
Philadelphia,  has  joined  the  engineer- 

ing staff  of  WIP.  Philadelphia. 
WILLIAM  ROBINSON,  recording 
engineer  of  WIP,  Philadelphia,  has 
been  appointed  to  the  faculty  of  the 
Drexel  Institute  of  Technology.  Phil- 

adelphia, to  lecture  on  radio  engineer- ing. 
MILTON  METROWITZ.  formerly 
assistant  chief  engineer  of  WLIB, 
Brooklyn,  has  joined  the  Navy  as 
warrant  officer. 
F.  SCHLEY  KNIGHT  has  joined  the 
engineering  staff  of  WTOC,  Savan- 

nah. James  Hayes  has  been  promoted 
to  remote  engineer. 
LEE  TAYLOR,  control  operator  of 
KSL.  Salt  Lake  City,  is  rapidly  re- 

covering from  an  appendectomy. 
PAUL   SMITH,   engineer  of  KQW. 
San  Francisco,  became  the  father  of 
a  baby  boy  recently. 
JOHN  HOOK,  technician  of  KPAS, 
Pasadena,  Cal..  has  joined  CBS,  Holly- 

wood, in  a  similar  capacity. 
MERRILL  DEWITT.  formerly  spe- 

cial events  engineer  of  KSFO,  San 
Francisco,  has  been  appointed  assist- 

ant to  Al  Kees,  studio  supervisor. 
HARLAN  RALSTON,  former  night 
switchboard  operator  of  WHBF,  Rock 
Island.    111.,   has  joined   the  regular 
shift  in  the  control  room. 

JOYCE  O'CONNOR  has  joined  the control  staff  of  WWNY,  Watertown, 
N.  Y. 
JOHN  MOORE,  operator  of  WJNO, 
West  Palm  Beach.  Fla.,  has  resigned 
to  attend  the  Army  Signal  Corps 
Training  School  at  Camp  Murphv. 
Fla. 
HOWARD  A.  YUEN,  believed  the 
only  Chinese  technician  in  a  radio 
station  in  Northern  California,  re- 

cently joined  KSFO.  San  Francisco, 
as  studio  technician.  He  was  formerly 
with  Photo  &  Sound.  San  Francisco, 
as  a  recording  technician. 

John  Kemuhill  Deeney  Jr. 
JOHN  KEMPHILL  DEENEY  Jr., 
36,  for  more  than  13  A^ears  on  the 
engineerina:  staff  of  KFWB,  Holly- 

wood, died  suddenly  at  his  Los  An- 
geles home  on  Sept.  30  following 

an  apparent  heart  attack.  Mr. 
Deeney  was  one  of  the  oldest  men 
in  term  of  KFWB  service,  and  at 
time  of  his  death  was  transmitter 
supervisor.  Surviving  is  his  widow, 
Catherine  Deeney,  and  a  son,  John 
Stephen. 

KFEL  Drops  Bonding 
CONCURRING  to  recommenda- 

tions of  a  special  mediation  board 
of  the  U.  S.  Dept.  of  Labor  Con- 

ciliation Service,  KFEL,  Denver, 
has  discontinued  the  practice  of 
requiring  National  Surety  Bonds 
from  technicians  seeking  employ- 

ment. In  ruling  for  the  Union,  the 
Board  pointed  out  that  "these  times 
of  national  stress  demand  the  high- 

est morale  in  the  ranks  of  labor", 
and  that  this  precaution  is  harm- 

ful and  unnecessary  since  techni- 
cians are  licensed  by  the  FCC,  and 

their  records  are  filed  with  the 
Commission. 

Mav  Break  Music  Crisis 
{Continued  on  page  9) 

Changes  at  WOR 
EDWIN  KING  has  joined  the  engi- 

neering staff  of  WOR,  New  York, 
replacing  Harry  Bryant,  who  has 
joined  the  Navy  as  a  Second  Class 
Radio  Technician.  Willoughby  Da- 
costa  has  replaced  Joseph  Craig, 
who  resignea  as  engineer  Sept.  18, 
to  enter  the  Army.  Chief  engineer 
of  WOR,  J.  R.  Poppele,  acted  as 
m.c.  during  ceremonies  attending 
the  award  of  the  Army-Navy  "E" 
to  the  L.  H.  Terpening  Co.,  manu- 

facturers of  radio  equipment  for 
the  Army.  Presentation  took  place 
Oct.  3. 

Dr.  Herman  Besser 

DR.  HERMAN  BESSER,  72,  noted 
radiologist  and  inventor  of  the 
Besser  X-ray  tube,  died  Oct.  4  in 
the  West  Hill  Sanitarium.  He  was 
a  violinist,  physician,  publisher  of 
the  first  magazine  devoted  to 
science,  and  later  pioneered  in  ra- 

dio. During  the  first  World  War 
he  taught  radio  construction.  Many 
of  his  students  later  became  mili- 

tary radio  operators.  He  was  direc- 
tor of  radiology  at  Lutheran  Hos- 

pital, member  of  the  Radiological 
Society  of  North  America,  and  a 
diplomat  of  the  American  Board  of Radiology. 

WNEW  Raises  Wages 
TECHNICIANS  at  WNEW.  New 
York,  received  a  9-13%  wage  increase 
under  a  collective  bargaining  agree- 

ment completed  recently  between  the 
station  and  the  American  Communi- 

cations Assn..  CIO  affiliate.  Twenty 
technicians  are  effected  by  the  in- 

creases, which  total  $5,450  annually. 

EDWARD  R.  MURROW,  CBS  Lon- 
don correspondent,  is  commentator  for 

a  film  of  Dover,  now  being  shown  in 
the  United  States  under  the  title 
"Twenty-One  Miles". 

^^^^  ̂ Hmu 

^ISGEST  HEWS" 

vicious  campaigns  in  labor  history 
in  order  to  prevent  a  just  and 

equitable  solution"  for  ending  the 
musicians  unemployment  problem. 
The  resolution  went  beyond  the 
special  report  made  by  the  AFM 
Executive  Council  the  preceding 
Tuesday  and  was  vitriolic  in  its 
criticism  of  Assistant  Attorney 
General  Arnold. 

The  resolution  was  adopted  un- 
animously without  discussion  after 

it  had  been  read  by  Matthew  WoU, 

ASCAP  Pays  $1,056,000 
CHECKS  totaling  $1,056,000  were 
mailed  to  ASCAP  members  on  Oct. 

10,  covering  the  Society's  distri- bution of  royalties  for  the  third 
quarter  of  the  year.  This  brings 
the  total  distribution  for  the  first 
three  quarters  of  1942  to  $3,106,- 
000.  (See  earlier  story  on  p.  22.) 

BUDAPEST  String  Quartet,  has  in- 
augurated a  series  of  six-weekly  Sun- 

day concerts  on  CBS,  originating  in 
the  Library  of  Congress  in  Washing- 

ton. The  broadcasts  are  under  the  au- 
spices of  the  Gertrude  Clarke  Whit- tall  Foundation. 

chairman  of  the  Resolutions  Com- 
mittee. It  was  contended  that  the 

controversy  "is  much  broader  and 
more  comprehensive  than  an  iso- 

lated dispute  with  the  AFM"  be- 
cause "it  involves  a  principle  af- 

fecting the  rights  of  all  organized 
labor. 

Opposition  Inferred 
Inferred  opposition  to  the  NAB 

Petrillo  investigation  by  NBC  and 
the  BLUE  network  developed  last 
week.  While  no  formal  statement 
was  forthcoming,  it  was  indicated 
in  Senate  quarters  that  sugges- 

tions had  been  advanced  against 
holding  the  investigation  before 
conversations  had  been  opened  with 
Petrillo  or  AFM.  Apparently,  the 
view  was  that  an  agreement  might 

be  reached  to  call  off  the  tran- 
scription and  other  bans  without 

the  necessity  of  a  legislative  in- 
quiry, opening  up  the  whole  labor "made  work"  issue. 

On  the  other  hand,  proponents 
of  the  inquiry,  including  Senator 
Clark  as  author  of  the  resolution, 
pointed  out  that  the  Senate  already 

From  this  plant  in 
Rochester  all  Cen- tral, Western  and Southern  Tier  New 
York  is  served. 

ARPEAKO  MEATS  - 

ANOTHER  NON-STOP  SEVEN 

YEAR  SPONSOR  ON  WHEC 

Rochester  Packing  Co.  "knew  what  time  it  was"  when  it 
began  its  daily  half-hour  on  the  WHEC  "Musical  Clock" 
in  1935  .  .  .  Though  radio- way  this  progressive  firm's 
"Arpeako"  products  have  been  promoted  in  Rochester 
these  7  years  exclusively  over  WHEC,  we 

naturally  don't  claim  full  credit  for  their  i 
present  popularity.  Rochester  Packing,  ̂   c/\ 
however,  insists  WHEC  take  a  big  bow  for  i 
a      share  in  the  amazing  sales  increases.  Jj 

WHEC 

ROCHESTER,!SiI: 

BASIC  CBS       McKinney  &  Son,  Representative 
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had  ordered  the  investigation  by 
unanimous  vote  last  month  and 
had  appropriated  $5,000  for  the 
initial  expense. 
Meanwhile  Chairman  Wheeler 

(D-Mont.),  of  the  Senate  Inter- 
state Commerce  Committee,  had 

not  appointed  the  subcommittee  to 
conduct  the  investigation.  He  had 
stated,  however,  that  the  investi- 

gation would  get  under  way, 
though  not  cei'tain  whether  it 
would  be  undertaken  by  its  full 
committee  or  whether  Senator 
Clark  would  be  named  to  head  a 
subcommittee,  picking  up  where  he 
left  oif  on  the  preliminary  investi- 

gation last  month. 
It  is  hardly  expected  that  the 

inquiry  will  get  under  way  until 
after  the  Nov.  3  national  elections. 
Many  members  of  the  Senate  plan 
to  go  home  in  advance  of  the  elec- 

tions, either  to  campaign  for  them- 
selves or  party  candidates,  or  to 

vote. 

So  far  as  Senator  Clark  is  con- 
cerned, plans  for  the  inquiry  are 

all  set.  Requests  to  appear  before 
the  Committee  have  been  filed  by 
some  two  dozen  separate  interests 
and  organizations,  while  many 
others  have  indicated  their  desire 
to  testify.  In  addition  to  the  testi- 

mony of  Government  agencies  af- 
fected by  the  Petrillo  bans,  repre- 

sentatives of  the  various  trade 
groups  involved — broadcasters, 
transcribers,  juke  box  manufac- 

turers and  record  companies — many 
representatives  of  civic  organiza- 

tions also  have  written  the  Ida- 

hoan.  He  is  in  receipt  of  upwards 
of  700  communications. 

One  of  the  most  recent  AFM 
actions,  through  New  York  Local 
802,  in  declining  permission  for  a 
series  of  gratis  concerts  over  an 
FM  network  for  war  bond  sales 
under  Treasury  auspices,  brought 
renewed  criticism  of  the  union, 
both  in  Congress  and  in  the  public 
press.  Refusal  of  Petrillo  to  allow 
off-the-line  recording  of  network 
commercials  for  rebroadcast,  on  the 
ground  that  these  fall  within  the 
purview  of  the  transcription  ban, 
likewise  aroused  further  indigna- 

tion in  the  industry. 

Rep.  Cox  (D-Ga.),  in  an  address 
to  the  House  last  Wednesday,  cited 
the  Petrillo  FM  ban,  holding  that 
it  barred  "bond  sale  music".  It  in- 

dicates, he  said  that  "Mr.  Petrillo 
has  sufficient  power  to  block  the 
Treasury  in  an  endeavor  to  sell 

bonds." Action  of  the  American  Federa- 
tion of  Labor  at  its  annual  conven- 
tion in  Toronto  last  Tuesday,  in 

effect  supporting  the  Petrillo  fight, 
also  occasioned  considerable  inter- 

est, particularly  since  AFL  officials 
privately  had  indicated  they  were 

not  in  sympathy  with  Petrillo's 
arbitrary  stands  in  view  of  the 
war  interests  involved,  and  the  in- 

jury done  the  labor  movement. 
The  Executive  Council  of  AFL 

submitted  a  supplementary  report 
for  convention  action,  restating  in 
effect  all  of  the  claims  made  by 
Petrillo  in  his  anti-transcription 
fight  and  in  an  effort  to  justify 
his  other  edicts  restraining  per- 

"IT  TAKES 

A  LOT  OF 

THINGS/' 
muses  Suzy  our  Steno,  "to 
win  public  favor.  And  WSAI 

has  all  the  things  it  takes  to 
attract  EXTRA  LISTENERS  for 

your  program  .  .  .  EXTRA 

SALES  for  your  product. 

Give  your  product  the  ad- 
vantage of  our  close  dealer 

relations,  our  sales  promo- 
tion specialists,  our  sound  and 

aggressive  salesmanship  — 

our  unique  merchandising." 

IT  SELLS    FASTER  IF  IT'S 

WSAI'S  SALES  AIDS 
1.  Street  car  and      5.  Taxicab  Covers 

bus  cards  ^  Downtown  Win- 
I.  Neon  Signs 

3.  Display  Cards  Displays 4.  Newspaper  Ads   7.  House-organ 
8.  "Meet  the  Sponsor"  Broadcast 
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GETTING  INTO  the  scrap,  Niles 
Trammell,  president  of  NBC,  drops 
some  of  the  metal  gadgets  from 
his  desk  into  the  network's  scrap 
metal  collector.  Watching  approv- 

ingly are  Marie  Greene,  vocalist; 
Garry  Moore,  m.c.  of  the  Show 
Without  A  Name  on  WEAF, 
NBC's  New  York  outlet;  Frank  E. 
Mullen,  NBC  vice-president  and 
general  manager. 

formances  of  non-professional  mu- sicians. 
The  report  not  only  supported 

refusal  of  AFM  to  permit  its  mem- 
bers to  make  electrical  transcrip- 
tions and  records,  but  also  attacked 

the  Department  of  Justice  anti- 
trust suit  against  AFM.  Without 

mentioning  Assistant  Attorney 
General  Arnold  by  name,  the  coun- 

cil charged  the  Department  was 
seeking  through  court  action  to 
"impose  involuntary  servitude 
upon  the  workers  of  the  country." The  council  report  said: 

For  a  period  of  years  the  Ameri- can Federation  of  Musicians  has 
been  engaged  in  a  labor  dispute  with 
the  manufacturers  of  records  and 
transcriptions,  and  with  broadcast- 

ing companies  over  practices  of  the 
said  employers,  which  have  caused 
the  unemployment  of  thousands  of 
musicians  affiliated  with  the  Ameri- 

can Federation  of  Musicians. 
The  employers  have  not  shown  a 

disposition  to  resolve  this  import- 
ant controversy  and  it  became  nec- essary for  the  members  of  the 

American  Federation  of  Musicians 
to  cease  work  in  the  making  of  rec- ords and  electrical  tanscriptions.  By 
unanimous  action  of  a  duly  accredited 
convention  of  the  American  Federation 
of  Musicians  held  at  Seattle,  Wash., 
June,  1941,  its  president  was  directed 
to  inform  all  members  of  the  Ameri- can Federation  of  Musicians  to  cease 
work  in  the  making  of  records  and 
electrical  transcriptions. 

CINCINNATI'S    OWN  STATION 
NBC  4  BlUE  NETWORKS  •  5,000  Wolls  Day  and   Nighl  •   Represented  by  Spot   Soles,  Inc. 

As  a  result  of  such  order  of  the 
convention  the  anti-trust  division  of 
the  Department  of  Justice  has  insti- 

tuted a  suit  against  the  American 
Federation  of  Musicians  in  an  effort 
to  further  the  individual  economic 
views  of  the  head  of  said  depart- 

ment, which  views  threaten  the  de- 
struction of  free  trade  unionism  and 

have  been  previously  repudiated  by 
the  decisions  of  the  Supreme  Court 
of  the  United  States. 
The  civil  suit  instituted  by  the 

anti-trust  division  of  the  Department 
of  Justice  unfairly  aids  employers 
in  their  arbitrary  resistance  to  a  fair 
and  equitable  solution  of  the  dispute. 
The  objectives  sought  by  the  anti- 

trust division  of  the  Department  of 
Justice  would  prohibit  the  use  of 
peaceful  measures  in  labor  disputes, 
would  deny  the  exercise  of  freedom 
of  speech  and  would  impose  involun- 

tary servitude  upon  the  workers  of  the 
country.  Therefore  the  American 
Federation  of  Labor  condemns  the 
anti-trust  division  of  the  Department 
of  Justice  for  its  persistent  campaign 
to  destroy  constitutional  rights  of  a 
free  and  democratic  labor  movement. 

The  American  Federation  of  Labor 
gives  unqualified  support  to  the 
American  Federation  of  Musicians  in 
its  struggle  to  protect  the  skill  and 
employment  opportunities  of  its  mem- bers from  the  destructive  inroads 
made  by  the  arbitrary  and  unrestricted 
competition  of  labor  displacing  me- chanical devices  which  the  musicians 
are  continually  called  upon  to  help 
to  manufacture,  with  the  result  of 
destroying  their  own  employment  op- 

portunities, which  without  their  help 
could  not  be  done. 

Is  Petrillo  Foolish? 

The  New  York  Times,  carrying 
on  its  editorial  crusade  against 
Petrilloism,  in  its  Oct.  7  issue  cited 
the  most  recent  Petrillo  actions 
"telling  the  American  people  what 

they  can  and  cannot  hear."  The 
Times  added  that  it  is  "a  rare  day 
on  which  he  does  not  think  of 

some  new  suppressions." "Is  Petrillo  foolish  in  carrying 

his  campaign  so  far?"  the  editorial 
continued.  "Or  has  he  sized  up  the 

American  politician  correctly?" 
The  Times  stated  Congress  "will 

not  dare  to  take  any  serious  action 
before  election — or  even  after 
that."  It  added  that  Petrillo  and 
union  leaders  like  him  will  continue 

to  impose  their  "private  dictator- ships at  least  as  long  as  Congress 
(1)  acquiesces  in  the  Supreme 
Court's  decision  that  labor  unions 
enjoy  sweeping  immunities  from 
the  an ti -trust  acts;  (2)  acquiesces 

in  the  Supreme  Court's  decision that  labor  unions  enjoy  sweeping 

immunities  from  the  Federal  Anti- 
Racketeering  Act;  (3)  forces  em- 

ployers to  recognize  and  deal  with 
unions  but  does  nothing  whatever 
to  compel  these  unions  to  conduct 
their  affairs  responsibly;    (4)  re- 

"WFDF  says,  'Focus  on  the 

Flint  Michigan  boom'!" 
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tains  a  state  of  law  which  forces 
an  individual  to  join  a  union, 
whether  he  wants  to  or  not,  be- 

cause his  source  of  livelihood  would 
otherwise  be  cut  off,  by  boycotts  of 
himself  and  his  employers,  or  by 
other  means." 

Bioff  Recalled 

The  Washington  Post,  in  its  Oct. 
8  issue,  alluded  to  the  AFL  con- 

vention action  and  predicted  that 
the  supplementary  report  support- 

ing- Petrillo  would  be  adopted  by 
the  Toronto  convention  without  dis- 

sent. Asserting  that  Petrillo's  ac- 
tions have  wrought  more  damage 

to  the  cause  of  organized  labor 
than  all  the  propaganda  of  the 
Assn.  of  Manufacturers  and  the 
U.  S.  Chamber  of  Commerce,  the 
Post  said  that  as  a  matter  of  tac- 

tics the  Executive  Council  support 
of  Petrillo  at  this  juncture  "would 
seem  almost  as  solely  a  blunder 
as  the  unwillingness  to  remove  the 
notorious  racketeers,  William  Bioff 
and  George  F.  Browne,  from  the 
Council  until  the  very  eve  of  their 
conviction." 
A  challenge  to  the  broadcasting 

industry  was  presented  in  the 
Post  editorial.  If  the  broadcasting 
companies  "really  want  a  show- 

down with  Mr.  Petrillo",  it  recited, 
"they  can  have  it  without  waiting 
for  Congress.  They  can  try  the  ex- 

periment of  doing  without  music 
on  their  programs — except,  of 
course,  for  such  music  as  has  al- 

ready been  recorded  or  is  not  con- 
trolled by  Mr.  Petrillo — and  there 

is  a  good  deal  of  both  available. 
Not  long  ago  a  little  show  of  back- 

bone on  the  part  of  the  broad- 
casters brought  the  greedy  and  ar- 
rogant ASCAP  back  to  the  bounds 

of  reason.  A  little  more  courage 
now  might  have  more  effect  in 
inducing  Mr.  Petrillo  to  change  his 
mind  than  all  the  moral  indigna- 

tion in  the  world." 
The  War  Savings  Staff  of  the 

Treasury  made  no  formal  announ- 
cement regarding  the  New  York 

situation.  But  it  was  stated  that  it 
had  been  forced  to  abandon  pre- 

sentation of  a  specially  prepared 
musical  program  over  the  tailor- 
made  FM  network  because  of  the 
objections  by  Local  802. 

The  Treasury  had  accepted  the 
offer  of  the  Perole  String  Quartette 
to  play  gratis  for  a  series  of  con- 

certs over  the  FM  network,  keyed 
from  WQXR,  New  York.  The 
New  York  union  contended  that  the 
plea  for  clearance  of  the  program 
was  denied  because  FM  stations 
did  not  use  any  musicians  on  a 
regular  basis. 

Cigar  Placements 

CONGRESS  CIGAR  Co.,  Newark 
(La  Palina),  has  placed  one-min- 

ute transcribed  spot  announce- 
ments 42  times  a  week  on  WGR, 

Buffalo,  WTOL,  Toledo,  WGL,  Ft. 
Wayne;  36  a  week  on  WIRE, 
Indianapolis;  25  a  week  on  WISN, 
Milwaukee,  and  station-break  an- 

nouncements on  WGN,  Chicago. 
Quarter-hour  sport  programs  have 
been  placed  three  times  a  week  on 
WHKC,  Columbus,  and  WWJ,  De- 

troit. Agency  is  Schwimmer  & 
Scott,  Chicago. 

SLOGANS  FOR  LATINS 

Export  Group's  Campaign  to 
 Stress  War  EfForN 

A-HUNTIN'  they  did  go,  these  radio  men  astride  the  improvised  "mo- 
bile unit"  of  WDAY,  Fargo,  N.  D.  They  are  (1  to  r)  Barney  J.  Lavin, 

WDAY  manager;  Julius  Hetland,  WDAY  chief  engineer;  Ed  Story,  of 
Story  and  Clark  Piano  Co.;  Nate  Lord,  general  manager  of  WAVE, 
Louisville;  Dave  Henley,  WDAY  production  manager;  James  L.  Free, 
Free  &  Peters  Inc.,  Chicago.  Standing:  Wilbur  Hudson,  WAVE  chief 
engineer,  and  Warwick  Anderson,  Doe-Anderson  Advertising  Agency, 
Louisville.  Incidentally,  Huntcaster  Lavin,  self-appointed  Indian  guide 
for  the  troupe,  claimed  he  sent  the  boys  back  home  with  more  than  50 
ducks  and  100  pheasants.  "We  had  a  pretty  good  shoot",  he  reported. 

OWI  WILL  EXPOSE 

ENEMY  PROPAGANDA 

EXPOSURE  of  enemy  propagan- 
da as  a  regular  news  service  avail- 

able to  networks,  stations  and 
newspapers  for  a  nominal  cost  will 
soon  be  started,  under  present 
plans  of  the  Office  of  War  Informa- 

tion. This  service  will  be  prepared 
under  the  direction  of  Matthew 
Gordon,  former  CBS  news  editor 
and  now  chief  of  OWI's  foreign service  section. 

As  now  planned  the  service  will 
be  prepared  in  Washington  and 
carried  by  wire  to  New  York  at 
Government  expense  for  distribu- 

tion to  networks  and  press  asso- 
ciations as  well  as  others  inter- 

ested. The  nominal  cost  is  involved 
in  the  wire  transmission  of  the 
service  from  the  OWI's  New  York 
office  to  each  company  desiring  the 
service. 
The  service  will  contain  the 

truth  in  refutation  of  Axis  versions 
of  the  same  incident  broadcast  dif- 

ferently to  each  country.  An  at- 
tempt will  be  made,  it  was  said, 

to  present  all  possible  versions 
along  with  the  facts  of  any  given 
story.  Through  the  distribution  of 
this  type  of  news  it  is  hoped  to 
make  every  man  his  own  "news 

warden". 

WDRC 

CONNECTICUT'S  PIONEER  BROAOCASTER 

Graduates  Placed 

JOE  HOLT,  formerly  of  the 
blue's  engineering  staff,  and  Bob 
Coslow,  of  guest  relations,  will  join 
the  announcing  staffs  of  WKIP, 
Poughkeepsie,  and  WKAT,  Miami, 
respectively,  having  been  selected 
by  the  station  managers  of  the 
BLUE  affiliates  from  the  BLUE's announcing  school,  conducted  by 
Gil  Martyn,  network  announcer. 

EXPORT  ADV.  ASSN.,  New  York, 

a  group  of  agencies  and  firms  en- 
gaged in  foreign  advertising,  is 

conducting  a  contest  for  the  12  best 
slogans  for  use  by  United  States 
export  advertisers  in  Latin  Amer- 

ica, to  promote  unity  and  victory. 
"The  project  was  launched  by  the 

organization  in  response  to  a  sug- 
gestion from  Joseph  C.  Rovensky, 

Assistant  Coordinator  of  Inter- 
American  Affairs,  that  American 
advertisers  include  strongly  word- 

ed patriotic  institutional  copy  in 
their  Latin  American  advertising,, 
on  a  par  with  domestic  advertising 

emphasizing  the  nation's  war  ef- forts. 
The  contest  opened  Oct.  1,  and 

closes  Oct.  31.  Slogans  must  be  in 
Spanish,  and  should  be  sent  to  W. 
I.  Shugg,  chairman,  slogan  com- 

mittee, c/o  John  F.  Murray  Adv.,. 
41  East  42nd  Street,  New  York. 
Prize-winning  slogans  automatical- 

ly become  public  property  and  vdll 
be  available  for  use  by  anyone  en- 

gaged in  Latin  American  trade. Bonds  are  awarded  as  prizes. 

'Cornet'  Spots 

ESQUIRE  PUBLICATIONS  Inc., 

Chicago,  have  appointed  Schwim- mer &  Scott,  Chicago  to  handle 

the  advertising  for  Coronet.  One- 
minute  transcribed  announcements 
are  being  placed  on  a  selected  list 
of  stations  by  Walter  Schwimmer, account  executive. 

Broadcasters ! 

LET  YOUR  AUDIENCES  HEAR 

AMERICA'S  VICTORY  SHOUT 

HALLELU! 

(Judgment  Day  is  Comin') 
to  be  featured  by  Judy  Canova  in  her  forthcoming 

Republic  picture  "Chatterbox" Words  and  music  by  Paul  J.  Winkoop 
and 

THE  BALLAD  WE  COULDN'T  HOLD  BACK 

STARLIGHT  SONATA 

the  most  unforgettable  melody  since 

"My  Sister  and  1" 

Lyrics  by  Helen  Bliss 

Music  by  Henry  Manners 

Both  songs  have  been  arranged  for 
orchestra  by  JACK  MASON 

BROADCAST  MUSIC,  INC. 
580  Fifth  Ave. New  York  City 
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Critical  Jobs 
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the  data  will  be  dispatched  to  Se- 
lective Service  for  prompt  submis- 

sion to  all  draft  boards.  While  no 
official  statement  has  been  forth- 

coming, WMC  officials  have  indi- 
cated that  this  data  now  is  in  pro- 

cess of  being  transmitted  to  Se- 
lective Service.  Transmission  of  the 

definitions  through  BWC  is  ex- 
pected to  expedite  consideration  of 

the  plight  of  the  broadcasting  and 
communications  fields. 

Each  of  the  100  definitions  ap- 
plicable to  standard  broadcasting 

personnel  lists  (1)  common  title, 
(2)  dictionary  title,  and  (3)  dic- 

tionary definition. 

Unusual  Titles 

Many  broadcast  stations  use  un- 
orthodox titles  for  executive  staff 

personnel.  Observers  pointed  out 
that  in  order  to  come  within  the 
purview  of  the  official  definitions, 
it  would  be  desirable  for  stations 
to  adjust  titles,  where  necessary, 
to  conform.  This  is  regarded  as  of 
importance,  since  ultimately  the 
local  draft  boards  will  be  guided 
by  the  dictionary  of  definitions 
transmitted  to  them  from  Selective 
Service  headquarters  following 
WMC  approval. 

The  titles  cover  everything  from 
"account  executive",  who  is  also 
known  as  "sales  executive"  and 
"salesman",  to  "watchman",  also 

Cheerioats  Spots 
GENERAL  MILLS,  Minneapolis, 
is  issuing  commitments  for  a  sched- 

ule of  one-minute  announcements 
once  a  week  on  approximately  105 
stations  for  Cheerioats.  One  an- 

nouncement a  week  will  be  broad- 
cast on  Saturday  evening  on  a  52- 

week  basis.  Starting  date  has  not 
been  i-eleased.  Agency  is  Blackett- 
Sample-Hummert,  Chicago. 

known  as  "protection  officer", 
"guard",  "patrolman." 

The  list  of  essential  occupations 
in  the  international  broadcasting 
industry  contains  15  dictionary 
definitions.  In  preparing  this  list, 
however,  consideration  was  given 
to  positions  notified  for  standard 
broadcast  stations,  which  also  in- 

cludes positions  at  international 
stations.  Consequently,  the  list  cov- 

ered only  positions  peculiar  to  the 
international  broadcast  industry. 

For  example,  an  international 
broadcast  announcer  was  described 
as  one  who  performs  duties  of  an 
announcer,  but  must  be  bi-lingual. 

Essential  occupations  in  the  tele- 
vision field  totalled  47.  Because 

some  of  the  occupations  closely 
paralleled  similar  tasks  in  the 
theater  and  motion  picture  fields, 
these  descriptions  varied  consid- 

erably from  those  covering  oral 
broadcasting  alone. 

Typical  definitions  in  the  main 
categories  are: 
GENERAL  OFFICER— May  exercise 

Elmer  Diddler's  Doings: 

GENERAL  ^  ElECTHIC 

WGY 

50,0  00  WATTS 
SCHENECTADY,  N.  Y. 

It's  tough,  Elmer,  to  buck  four 
powerhouse  advantages  like  those 

enjoyed  by  WGY.  Whether  it's  a 
technical  advantage  like  'GY's  low 
frequency,  or  a  popularity  advan- 

tage like  'GY's  choice  of  network, 
the  results  are  the  same — greater 
coverage,  more  listeners,  airea 
dominance.  WGY-83 

general  supervision  over  the  activities  of 
a  department  for  the  station  or  network. 
Formulates  policies  for  functions  of  a  de- 

partment. Participates  in  determination  of 
general  company  policies  with  other  com- pany officers.  Sometimes  acts  as  member 
of  management  board  or  council;  may  Bit 
as  general  officer  with  no  direct  depart- mental supervisory  responsibilities.  Enters 
into  direct  business  negotiations  for  the 
company.  May  perform  duties  of  GEN- ERAL MANAGER.  Also  known  as  EX- 

ECUTIVE OFFICER,  MANAGEMENT 
OFFICER. 
ACCOUNT  EXECUTIVE  —  Contacts 

prospective  buyers  of  radio  time  and  sub- 
mits sample  programs  to  them.  Sells  time 

and  facilities  of  the  station  or  network. 
Acts  as  liaison  between  sales  department 
and  program  department.  Executes  the 
various  details  of  drawing  up  contracts  ar- 

ranging for  auditions  and  may  occasionally 
do  some  promotional  writing.  Performs 
many  service  operations  for  clients.  Also 
known  as  SALES  EXECUTIVES,  SALES- MAN. 
ANNOUNCER — May,  in  dramatic  pro- grams, become  an  integral  part  of  the 

program  or  the  star  of  the  program.  May 
prepare  detailed  record  concerning  each 
program  on  which  he  appears.  Reads  pre- 

pared copy  of  short  announcements  be- tween programs,  radio  station  call  letters, 
time  signals,  etc.  Reads  prepared  cooy 
introducing  radio  programs,  commercial 
advertising  copy,  if  any  ;  prepared  copy  of 
bridges  between  one  portion  of  a  program 
and  another.  Broadcasts  extemporaneous, 
eyewitness  descriptions  of  public  events, 
such  as  parades,  presidential  inaugurations, 
political  conventions,  sports  events,  etc. 
May  broadcast  news,  bulletins,  etc.  May 
conduct  interviews,  both  prepared  and 
extemporaneous.  The  extent  of  his  partici- 

pation in  any  particular  program  depends 
on  the  nature  of  the  program  and  runs  the 
gamut  from  merely  opening  and  closing 
announcements  to  actual  participation 
throughout  the  program. 
PROGRAM  DIRECTOR  (Director, 

Broadcast) — Is  in  charge  of  the  actual 
staging  and  production  of  the  specific  pro- 

grams assigned  to  him,  including  consult- 
ing with  script  writers,  re-writing  of  por- 

tions of  the  script,  casting  of  dramatic  per- 
formers for  their  parts,  and  all  other  de- 

tails directly  concerned  with  the  presenta- 
tion of  the  program.  Is  subject  to  the  gen- eral instructions  of  the  Producer,  and  may 

be  compared  to  the  Director  of  a  motion 
picture. EDITOR,  CONTINUITY  &  SCRIPT— Engages  staff,  continuity,  and  free  lance 
writers,  supervises  their  work,  and  under- takes general  editorial  functions,  including 
the  training  of  junior  staff  writers.  He  has 
full  responsibility  for  reading  all  scripts 
to  conform  with  good  taste  and  company 
r'olicy  and  applicable  laws  and  regulations. 
He  may  be  in  charge  of  non-musical  copy- 

right matters,  administrative  research 
workers,  and  those  who  receive  and  con- sider program  ideas  and  scripts  from  the 
public ;  operate  routing  of  scripts  from 
initial  point  of  contact  to  production.  Also 
known  as  MANAGER,  SCRIPT  and  CON- TINUITY. 
CHIEF  ENGINEER  I,  BROADCAST— 

A  department  head  responsible  for  develop- 
ment, design,  installation  and  efficient 

operation,  and  maintenance  of  all  technical 
equipment,  and  the  management  of  tech- 

nical personnel  throughout  the  Engineer- 
ing Department  of  a  network  or  radio  sta- tion. May  be  responsible  for  interpretation 

of  FCC  rules  and  regulations;  also,  service 
as  liaison  with  the  Commission.  May  some- 

times be  called  TECHNICAL  DIRECTOR 
or  MANAGER  OF  ENGINEERING. 

Flamm  Buys  Half  WPAT 
DONALD  FLAMM,  former  owner 
of  WMCA,  New  York,  and  cur- 

rently with  the  overseas  branch  of 
the  Office  of  War  Information,  in 
New  York,  has  purchased  50%  of 
the  stock  of  WPAT,  Paterson,  N. 
J.,  which  is  owned  and  operated 
by  the  North  Jersey  Broadcasting 
Co.  Mr.  Flamm's  half -interest  in- 

cludes stock  which  formerly  be- 
longed to  Rex  Schepp,  commercial 

manager  of  WIRE,  Indianapolis, 
and  Frank  Falknor,  Chief  Engi- 

neer of  WBBM,  CBS  outlet  in  Chi- 
cago. Mr.  Flamm  stated  he  has  no 

intention  of  giving  up  his  present 
duties  with  the  OWI,  and  is 
thoroughly  satisfied  with  the  way 
WPAT  is  currently  being  run  by 
Mrs.  James  V.  Cosman,  wife  of 
James  V.  Cosman,  part-owner,  now 
in  the  Navy.  Mr.  Flamm  also 
stated  that  he  is  subject  to  over- 

seas call  at  any  time. 

HAVE  RUN  PICKED 

FOR  POST  AT  OWI 
APPOINTMENT  of  Carl  Haverlin, 
vice-president  in  charge  of  station 
relations  of  BMI,  as  station  rela- 

tions consultant  of  the  Radio 
Branch  of  OWI,  was  announced 

  last    Friday  by William  B.  Lewis, 
radio  director  of 

OWI.  Mr.  Haver- 
lin, to  work  on  a no  salary  basis, 

will  continue  his 
BMI  work  as  well 
as  his  status  as 

New  York  man- 
ager of  NAB.  He 

„  1-  will  devote  con- 

Mr.  Haverlin  ^iderable  time, 

however,  to  OWI  industry  rela- 
tions matters,  particularly  in  con- 

nection with  perfection  of  field 
plans  of  the  organization  now  be- 

ing developed  and  shortly  to  be announced. 
Lt.  Leon  Levy,  president  of 

WCAU,  Philadelphia,  who  has  been 
assigned  temporarily  by  the  Navy 
public  relations  office  in  Philadel- 

phia to  OWI,  has  been  acting  as 
Mr.  Lewis'  industry  relations  con- sultant for  the  last  few  weeks. 

Mr.  Haverlin  will  be  OWI's representative  at  the  series  of 
NAB  district  meetings  to  begin 
Oct.  19  and  continue  through  Dec. 
10.  He  will  discuss  OWI  activities 

and  plans  for  more  effective  col- 
laboration of  Government  and  in- 

dustry on  war  programming  and 
clearance.  Setting  up  of  radio  liai- 

son consultants  in  each  of  the  OWI 
field  offices  throughout  the  country 
encompasses  part  of  this  plan. 

Libby  Radio  Session 
LIBBY  McNeill  &  LIBBY,  Chi- 

cago (canned  food  products),  be- 
cause of  the  shortage  of  trans- 

portation facilities,  has  decided  to 
hold  its  dealer's  convention  this 
year  by  radio.  The  company  has 
purchased  a  half-hour  on  the  full 
BLUE  network  for  Monday  Nov. 
19  at  4:30-5  p.m.  Program  details 
have  not  yet  been  worked  out,  but 
will  include  origination  from  vari- 

ous parts  of  the  country  with  short 
talks  by  company  executives.  The 
convention  will  be  programmed  for 
general  audience  appeal  as  well, 
with  entertainment  as  yet  unse- 
lected.  Agency  is  J.  Walter  Thomp- son Co.,  Chicago, 

WLAW 
Lawrence,  Mast, 
5000  Watts 
680  KC 

C.B.S. 

Nat.  Rep.,  The  Kalz  Agency 

WLAW 
THE 

CAPITAL 
OF 

NEW 

ENGLAND'S 

7TH  STATE 

Page  48  •  October  12,  1942 BROADCASTING  •  Broadcast  Advertising 



Industry  Unity 
(Continued  from  page  8) 

tor  from  that  State,  had  been  ap- 
proached to  take  over  the  presi- 

dency of  ABA. 
While  there  has  been  considerable 

discussion  about  NAB  reorganiza- 
tion, so  far  as  known  no  names 

have  been  mentioned  regarding  new 
leadership,  if  that  course  is  de- 

cided upon.  A  number  of  board 
members  have  asserted  that  this 
matter  could  await  any  reorganiza- 

tion which  might  be  effected. 

Opinion  Divided 

One  segment  of  the  NAB  Board 
is  represented  as  feeling  that  a 
change  is  essential  because  of  cur- 

rent conditions  and  cites  the  fact 
that  there  have  been  changes  in 
the  NAB  executive  direction  in 
cycles  of  three  or  four  years.  They 
have  stated  that  their  position  is 
not  motivated  by  any  controversy 
between  Mr.  Miller  and  FCC  Chair- 

man Fly,  which  has  persisted  since 
the  NAB  convention  in  St.  Louis 
18  months  ago,  though  it  has  not 
flared  in  the  open  recently. 

On  the  other  hand,  there  is  con- 
siderable board  and  industry  senti- 

ment in  favor  of  retention  of  Mr. 
Miller,  particularly  since  he  is 
under  contract  until  1944.  This 
group  contends  that  if  the  board 
votes  for  a  change,  it  will  not  re- 

flect the  views  of  the  rank  and 
file  of  the  industry,  who,  they 
argue,  are  preponderantly  behind 
Mr.  Miller.  Proposal  for  a  refer- 

endum of  broadcasters,  through  the 
17  NAB  districts,  had  been  ad- 

vanced last  week  but  apparently 
did  not  get  very  far. 

Mr.  Miller  has  continued  his  sil- 
ence on  the  whole  controversy. 

Under  the  Association's  by-laws, 
he  is  responsible  to  the  NAB 
Board,  which  originally  retained 
him  in  July,  1938. 

He  originally  was  retained  at 
$25,000  per  year  but  his  salary 
subsequently  was  increased  to  $35,- 
000,  aside  from  allowances,  and  his 
contract  voluntarily  has  been  ex- 

tended by  the  board  from  time  to 
time,  running  now  until  July  30, 
1944. 

A  "streamlining"  committee  was 
named  by  the  NAB  board  early 

this  year.  It  submitted  its  report 
last  July,  recommending  reorgani- 

zation. That  report,  however,  has 
not  been  made  public. 

Meanwhile,  detailed  plans  have 
been  made  by  Mr.  Miller  for  a 
series  of  NAB  district  meetings  to 
run  from  Oct.  19  through  Dec.  10. 
in  all  of  the  17  NAB  districts. 
The  dominant  theme  is  radio  and 
the  war  effort.  Representatives  of 
practically  every  Government 
agency  identified  with  the  war  and 
radio  will  attend  these  meetings. 

Protest  Raised 
Protest  had  been  voiced  over 

board  approval  of  these  meetings 
before  consideration  of  the  reor- 

ganization. Under  the  original 
schedule  the  first  meeting  was  to 
have  held  for  the  First  District, 
comprising  the  New  England 
states,  in  Boston  on  Oct.  19-20. 
This,  however,  was  shifted  to  the 
bottom  of  the  roster  and  the  Third 
District  meeting  in  Philadelphia 
has  been  scheduled  on  those  dates. 

Representatives  of  OWI,  Office 
of  Censorship,  Office  of  Civilian 
Defense,  War,  Navy,  Marine 
Corps  and  Treasury  Department, 
will  attend  all  of  these  meetings, 
under  arrangements  made  by 
President  Miller.  In  addition,  it  is 
expected  that  Selective  Service, 
War  Manpower  Commission  and 
War  Production  Board  will  send 
representatives,  all  of  whom  will 
discuss  problems  of  mutual  con- 
cern. 

The  meetings  will  be  held  for 
two  days  instead  of  one,  because 
of  the  heavy  agenda  arranged.  The 
second  day  will  be  devoted  to  dis- 

cussion of  wartime  radio  advertis- 
ing, with  sales  managers,  as  well 

as  stations  owners,  to  participate. 
Lewis  H.  Avery,  newly  appointed 
director  of  the  NAB  Department 
of  Broadcast  Advertising,  will  key 
these  discussions. 

Mr.  Miller  is  scheduled  to  dis- 
cuss "The  War  Work  of  NAB" 

at  each  of  these  sessions.  Carl 
Haverlin,  newly  appointed  station 
relations  consultant  of  OWI,  serv- 

ing part-time  in  addition  to  his 
duties  as  vice-president  of  BMI 
and  as  NAB  New  York  repre- 

sentative, will  address  each  meet- 
ing on  "Keeping  People  Informed 

on  the  War". Gene  Carr,  of  the  Office  of  Cen- 

AFM  Veto  Upsets 

Treasury  FM  Plans 
War  Bond  Hookup  Dropped, 

Programs  Shifted  to  WQXR 

ATTEMPT  of  the  War  Savings 
Staff  of  the  Treasury  Dept.  to 
utilize  an  FM  hook-up  for  a  series 
of  concerts  to  promote  the  sale  of 
War  Bonds  has  been  vetoed  by  the 
New  York  Local  (802)  of  the  AFM 
and  the  series  will  instead  be  car- 

ried by  WQXR,  New  York.  Union 
ruled  that  despite  the  patriotic  as- 

pect of  the  projected  series,  it 
could  not  permit  its  members  to 
appear  on  FM  stations  which  do 
not  employ  regular  staff  musicians. 
In  view  of  the  interruption 

of  FM's  development  because  of 
the  war-caused  curtailment  in  the 
manufacture  of  both  broadcasting 
and  receiving  equipment  just  as 
this  new  kind  of  broadcasting  was 
getting  under  way,  it  is  not  likely 
that  many  FM  stations  will  be  able 
to  sell  any  appreciable  amount  of 
time  to  advertisers  and  so  they  can 
not  afford  to  engage  staff  orches- 

tras at  this  time. 

sorship,  will  address  the  meetings 
on  "Keeping  the  Enemy  Unin- 

formed ".  Mr.  Carr,  former  assist- 
ant manager  of  WGAR,  Cleveland, 

headed  the  NAB  Sales  Managers 
Committee  last  year. 

SUMMER  PROGRAM 

RETAINED  BY  LEVER 
CONTINUING  the  same  format. 
Lever  Bros.  Co.,  Cambridge,  Mass. 
(Swan)  on  Oct.  9  shifted  Tommy 
Riggs  &  Betty  Lou  on  114  CBS  sta- 

tions, Tuesday,  9-9:30  p  m.  (EWT) 
to  121  NBC  stations,  Friday,  7:30- 
8  p.m.  (EWT),  with  West  Coast 
repeat,  7:30-8  p.m.  (PWT).  The 
program  was  originally  utilized  as 
a  summer  replacement  for  the  CBS 
Burns  &  Allen  Show  (Swan)  which 
resumed  Oct.  6.  Besides  Riggs  and 
his  imaginary  Betty  Lou,  cast  in- 

cludes Wally  Maher  as  her  boy 
friend;  Verna  Felton,  comedienne; 
Anita,  vocalist.  Felix  Mills  is  musi- 

cal director,  with  Frank  Graham, 
actor-announcer.  Writers  include 
Sam  Perrin,  Jack  Douglas,  George 
Balzer.  Glenhall  Taylor  is  Holly- 

wood producer  of  Young  &  Rubi- 
cam,  assigned  to  the  show. 

The  Burns  &  Allen  Show,  utiliz- 
ing its  same  list  of  stations  and 

CBS  network  time  as  last  season, 
continues  to  feature  Jimmy  Cash, 
tenor;  Six  Hits  &  a  Miss,  vocal 
group,  with  Bill  Goodwin,  actor- 
announcer.  Paul  Whitenian  is  musi- 

cal director.  Henry  Booream  is 
Young  &  Rubicam,  producer,  with 
Al  Scalpone  as  assistant.  Writers 
are  Frank  Galen,  Keith  Fowler, 
Harvey  Helm,  William  Burns  and Paul  Henning. 

EYEWITNESS  accounts  of  our  na- 
tion at  war  as  reported  by  As- 

sociated Press  foreign  correspondents 
and  adapted  for  radio  by  Frederic  W. 
Ziv  Inc..  New  York,  are  sponsored 
locally  on  52  stations  under  the  title 
Eye-Witness  News. 
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SWING  BY  SWING.  Eaymond  Gram  Swing,  newest  recruit  to  the  corps 
of  BLUE  news  commentators  tickles  the  ivories  at  a  beefsteak  party 
welcoming  him  to  the  network.  Described  as  about  to  raise  their  voices 
in  song  are  (1  to  r)  :  John  Gunther;  Mark  Woods,  president  of  BLUE; 
Phillips  Carlin,  BLUE  vice-president  in  charge  of  programs,  and  John 
Vandercook.  Mr.  Swing's  BLUE  series  is  sponsored  by  Socony-Vacuum Oil  Co. 

Radio's  War  Role 
(Contmued  front  page  7) 

production  of  leaflets  for  airplane 
distribution. 

"I  feel  that  money  appropriated 
for  the  construction  and  operation 
of  radio  stations,  will  further  the 
war  effort.  It  is  understood,  how- 

ever, that  all  of  these  activities 
undertaken  in  connection  with  the 
Army  will  be  conducted  under  the 
supervision  of  and  in  accordance 
with  War  Dept.  policies.  This  ap- 

plies particularly  to  radio  pro- 

grams." That  the  Government,  through 
OWI,  is  spending  $7,068,000  for  the 
expansion  of  shoi'twave  facilities 
from  the  present  14  transmitters 
to  a  total  of  36 — all  to  be  operated 
privately  —  was  disclosed  during 
the  hearings.  This  is  aside  from  ap- 

proximately $1,000,000  to  be  spent 
jointly  by  OWI  and  CIAA  for  the 
purchase  of  all  of  the  time  of  these 
stations,  to  defray  overhead. 

Milton  S.  Eisenhower,  deputy  di- 
rector of  OWI,  and  Robert  E.  Sher- 
wood, playwright,  in  charge  of  its 

Overseas  Branch,  told  the  commit- 
tee about  these  projects.  Mr.  Eisen- 

hower explained  that  some  of  this 
$7,000,000  will  be  used  for  "facil- 

ities to  go  in  England  and  some  in 
Australia",  but  that  "by  far  the 
bigest  item  is  for  stations  to  be 
built  in  the  United  States". 

Mr.  Sherwood  confined  previ- 
ously published  reports  that  these 

stations  will  be  built  along  the 

WCOP  has  much 
more  than  time 
to  sell  ...  It  Is 
a  constructive 
force  In  the  life 
of  Boston. 

BELONGS  ON  YOUR  SCHEDULE 

East  and  West  Coasts  preferably 
at  locations  of  existing  transmit- 

ters, to  cut  down  on  need  for  per- 
sonnel and  to  make  for  economy  in 

operation,  and  that  they  will  be  in 
the  hands  of  present  licensees  for 
the  most  part. 

Option  to  Buy 

Asked  what  equities  the  Gov- 
ernment will  have  in  these  trans- 

mitters after  the  war,  Mr.  Sher- 
wood said  "it  is  a  question  of  com- 
plete Government  ownership,  but 

with  each  company,  where  the 
transmitter  is  located  at  its  loca- 

tion and  the  technical  operation 
conducted  by  that  company,  there 
is  provision  for  an  option  to  buy 

by  the  private  company." 
Mr.  Eisenhower  explained  that 

OWI  will  pay  two-thirds  of  the 
$1,000,000  spent  in  purchasing  all 
of  the  time  of  the  shortwave  sta- 

tions, with  the  CIAA  paying  the 
other  third,  because  it  will  be  using 
a  third  of  the  time.  The  cost  of  the 
time  is  based  on  total  cost  of  opera- 

tion of  the  stations,  he  said,  with 
no  profit.  "There  are  allowances 
for  depreciation,  but  the  basis  of 
all  of  these  contracts  is  absolute 
cost,"  he  added. 

Mr.  Davis  estimated  that  the 
Nazi  propaganda  expenditures  ran 
from  $220,000,000  to  $500,000,000  a 
year.  Mr.  Sherwood  pointed  out 
that  the  Germans  have  some  68 
shortwave  transmitters  plus  all 
those  seized  in  the  conquered  coun- 

tries and  that  they  are  completing 
20  new  ones,  each  of  200  kw.,  or 
more  than  four  times  the  power  of 
the  average  American  station.  The 
plan  for  expansion  of  our  short- 

wave facilities,  he  said,  outlines 
the  basic  minimum  requirements 
which  must  be  met  by  this  country 
in  international  broadcasting  "if 
the  voice  of  America  is  to  play  a 
leading  role  in  the  world  broad- 

casting picture". 
Mr.  Sherwood  said  the  plan  is 

based  on  the  following  principles: 
(1)  The  use  of  all  the  time  of 

existing  and  future  shortwave 
broadcast  transmitters  by  the  OWI 
and  the  CIAA,  in  accordance  with 
program  schedules  mutually  agree- 

able; (2)  the  purchase,  from  exist- 
ing licensees,  of  24-hour  operation 

and  maintenance  service  for  all  the 
transmitters;  (3)  the  contracting 
for  program  production  as  needed, 
in  accord  with  the  specifications  of 
the  OWI  and  the  CIAA;  (4)  the 

purchase  by  the  Government  of  ad- 
ditional transmitters  required,  and 

the  contracting  with  station  li- 
censees for  the  installation  and 

maintenance  thereof  at  existing  lo- 
cation, as  specified;  (5)  the  nego- 
tiation for  improvements  by  li- 

censees of  existing  facilities  as  re- 
quired; (6)  the  licensing  by  the 

FCC  of  existing  licensees  to  oper- 
ate the  facilities  in  accordance  with 

the  plan;  (7)  the  pooling  and  co- 
ordination of  all  international 

broadcasting  frequencies  to  provide 
an  integral  system,  functioning  as 
a  single  unit  instead  of  as  indi- 

vidual stations;  (8)  pending  con- 
summation of  the  plan,  the  BWC 

to  allocate  for  international  broad- 
cast use  all  available  operating 

facilities." Sharing  of  Costs 
Mr.  Sherwood  said  the  communi- 

cations facilities  bureau  of  his 
branch  now  has  154  employes  and 
is  ̂ sking  for  231.  This  bureau,  he 
said,  is  required  to  establish,  oper- 

ate and  supervise  all  communica- 
tion facilities  used  by  the  branch 

in  the  conduct  of  psychological 
warfare  on  a  global  scale. 

In  breaking  down  other  radio  ex- 
peditures  of  OWI,  Mr.  Eisenhower 
brought  out  that  cost  of  records 
and  transcriptions  for  the  Radio 
Bureau,  and  for  live  talent, 
amounts  to  $361,299  for  the  year. 
The  transcriptions  are  used  over 
non-network  stations,  he  explained. 
In  addition  to  the  $1,000,000  cost  of 
leasing  time  over  the  shortwave  sta- 

tions, shared  with  CIAA,  he  said 
that  certain  program  costs  are 
shared    also,    with    OWI  paying 

WATSON  IS  GIVEN 

ARMY  MAJORITY 

BROOKS  WATSON,  administra- 
tive executive  in  the  Radio  Branch 

of  the  Army  Bureau  of  Public  Re- 
lations, last  Monday  was  commis- 

sioned a  major  in  the  Army  Spe- 
cialist Corps.  He  retains  his  pres- ent duties. 

Maj.  Watson  joined  the  Radio 
Branch  in  April,  1941,  as  a  civil- 

ian. He  left  the  program  director- 
ship of  WMBD,  Peoria,  to  join 

the  staff  of  Lt.  Col.  E.  M.  Kirby, 
chief  of  the  Radio  Branch.  In  line 
with  new  Army  policy,  it  is  ex- 

pected other  civilians  on  the  staff 
of  the  Radio  Branch  will  be  com- 

missioned in  the  near  future.  This 
will  make  them  eligible  for  foreign 
service  and   other  field  duties. 

Capt.  Hal  Rorke  and  Lt.  Maurice 
M.  Boyd,  former  radio  men  as- 

signed to  the  public  relations 
branch  of  the  Army  Air  Forces, 
have  been  transferred  to  the  Radio 
Branch  under  Col.  Kirby.  Capt. 
Rorke  formerly  was  assistant  di- 

rector of  publicity  of  CBS  in  New 
York,  and  prior  to  that  handled 
publicity  for  CBS  in  Hollywood.  Lt. 
Boyd  formerly  was  local  and  spot 
sales  manager  for  NBC  in  Chicago. 

The  Radio  Branch  has  removed 
headquarters  from  the  Munitions 
Building  to  the  New  Pentagon 
Building,  in  Arlington,  largest 
office  building  in  the  world.  Head- 

quarters are  at  Room  2-C-858. 
Telephone  branches  remain  the 
same  (Republic  6700,  Ext.  3887, 4787,  4788). 

about  $200,000,  and  CIAA  about 
double  that  amount. 

Mr.  Fly  said  supervision  of  the 
foreign-language  field  has  been 
more  or  less  hit-or-miss  since  the 
war  began.  He  told  the  committee 
the  time  is  overdue  for  an  organ- 

ized and  scientific  approach  to  the 
program  service  problem.  Seeking 
$16,240  for  this  work,  he  said  the 
planned  activity  will  make  availa- 

ble for  the  first  time  complete  data 
on  all  foreign  language  program 
service  in  terms  of  communities, 

types  of  stations,  types  of  pro- 
grams, the  languages  in  which  pro- 
grams are  broadcast,  relations  of 

time  brokers  to  programs  in  vari- 
ous areas,  coverage,  the  tendency 

to  eliminate  or  expand  foreign-lan- 
guage service,  the  degree  of  delega- 

tion of  control  of  stations,  ade- 
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quacy  of  service  to  the  needs  of 
the  area,  extent  of  monitoring  by 
licensees,  and  other  data. 

For  checking  the  personnel  of 
international  and  domestic  foreign- 
language  stations,  and  for  the  tele- 

graph efficiency  inquiry,  Mr.  Fly 
said  the  Commission  seeks  $92,960 
on  an  annual  basis.  For  the  labor 
supply  study,  which  he  declared 
was  requested  by  the  War  Man- 

power Commission,  a  fund  of 
$38,460  annually  is  required,  he 
said.  He  declared  the  personnel 
situation  is  very  critical  in  these 
communications  fields,  including 
broadcasting. 

Secret  Project 

The  fifth  project,  in  the  field  of 
international  communications,  was 
labeled  secret,  and  was  related  to 
the  Committee  off  the  record.  The 
last  project,  expansion  of  FBIS, 
seeks  $453,031  additional  for  148 
employes  and  for  other  expenses. 
The  regular  appropriation,  he  said, 
carried  $1,271,818  for  417  FBIS 
employes. 

A  grand  total  for  the  Radio  Di- 
vision of  CIAA  of  $2,067,000  was 

requested  by  Mr.  Rockefeller,  in  his 
testimony  before  the  subcommittee 
on  Sept.  30.  Of  this  amount 
$1,730,000  was  listed  for  special 
projects,  relating  to  the  "improve- 

ment of  and  expansion  in  short- 
wave radio  facilities  for  broadcasts 

to  other  American  Republics."  A 
total  of  $1,805,000  was  for  per- 

sonal services  and  special  projects. 
Mr.  Rockefeller  explained  that 

supplemental  radio  funds  are 
sought  to  enable  the  Radio  Division 
to  engage  in  two  activities  not  pro- 

vided for  in  the  initial  appropria- 
tion for  the  1943  fiscal  year.  Both 

are  now  necessitated  by  the  rapid- 
ly evolving  wartime  developments 

affecting  inter-American  relations, 
he  said.  Total  requirements  for  the 
remainder  of  the  fiscal  year,  to 
carry  on  longwave  broadcasting  in 
the  United  States,  as  well  as  for 
shortwave  broarl  casts  amount  to 
$262,000,  of  which  $12,000  is  for 
salaries.  He  explained  the  OWI  ar- 

rangement, covered  in  the  testi- 
mony of  OWI  witnesses.  He  gave 

the  committee  a  breakdown  on  how 
the  $250,000  would  be  spent  for 
domestic  programming,  on  time  do- 

nated by  stations  and  networks,  to 
further  hemispheric  solidarity.  The 
series  would  be  highlighted  by  a 
13-week  effort  of  Orson  Wells,  who 
has  agreed  to  write  and  produce  the 
program  about  the  South  American 
Republics.  This  would  cost  about 
$40,000  for  production  and  talent, 
with  Mr.  Wells  contributing  his 
services. 

ROBERT  ST.  JOHN,  NBC  com- 
mentator recently  returned  from  Lon- 

don, will  be  heard  in  a  special  broad- 
cast on  NBC  Oct.  12  in  connection 

with  the  second  annual  "Meet  the 
Author"  session,  sponsored  by  the 
Philadelphia  Record,  and  the  Phila- 

delphia Booksellers  Assn.  St.  .John  is 
the  author  of  From  the  Land  of  the 
Silent  People.  Stephen  Vincent  Benet, 
who  wrote  the  NBC  series.  Dear 
Adolph,  will  also  speak. 

NOT  FOR  SALE  but  the  tire  serves 
to  frame  Bud  Thorpe,  sportscaster 
of  KLZ,  Denver,  who  is  sponsored 
by  Goodrich  Silvertown  stores  in 
that  city  to  broadcast  Football 
Scoreboard  each  Saturday  evening. 
Commercials  do  not  mention  tires 
for  sale;  instead  sales  talk  is  de- 

voted to  sports  equipment,  radios 
and  gifts  for  sale  at  Goodrich 
stores.  Cecil  Boyd  (1)  and  Art 
Knight  (r),  Goodrich  managers, 
approve  the  proceeding. 

OIL  COMPANY  SHOW 

ON  EIGHT  OUTLETS 

EIGHT  stations  are  at  present  in- 
cluded in  the  network  handling 

Sunday  Down  South,  variety  show 
snonsored  by  the  Lion  Oil  Co.,  El 
Dorado.  Ark.,  originating  at  WSM, 
Nashville,  and  heard  Sundavs  from 
4:30-5  p.m.  in  the  South  Central 
territory.  Addition  of  other  outlets 
is  contemplated. 

Series  opened  Oct.  4,  under  a 
13-  week  contract,  with  option  on 
time  and  talent  for  a  full  year. 
Program,  featuring  a  22-piece 
WSM  staff  orchestra,  harmony 
teams,  singers,  violinist  and  an 
m.c,  is  set  in  a  mellow  southern 
atmosphere. 

Besides  WSM,  the  "Lion  Net- 
work" includes  KFPW,  Fort  Smith, 

Ark.;  KTJOA,  Siloam  Springs, 
Ark.;  KELD,  El  Dorado.  Ark.; 
KARK.  Little  Rock;  WJDX  Jack- 

son, Miss.;  KCMC,  Texarkana, 
Tex.,  and  WMC,  Memphis.  Agency 
is  Anfeno-er  Adv.,  St.  Louis,  with 
Vernon  Morel'^ck,  radio  director, 
formerly  with  KXOK,  St.  Louis,  in charge. 

Eversharp  Shift 
EVERSHARP  Inc.,  Chicago  (pens, 

pencils),  on  Oct.  11  shi-^ted  Take  It 
or  Leave  It  on  115  CBS  stati'^ns, 
Sunday,  10-10:30  p.m.  (EWT) 
from  New  York  to  Hollywood  for  8 
weeks  or  more.  Phil  Baker  con- 

tinues as  m.c.  Edgar  (Cookie)  Fair- 
child  is  musical  director  for  the 
show  during  its  West  Coast  origi- 

nation, with  Ken  Niles  h'^lding 
dowTi  the  announcer  assignment. 
Bruce  Dor'ge,  New  York  producer 
of  the  Blow  Co.,  agency  servicing 
the  account,  continues  in  that  ca- 

pacity. Show  is  shortwaved  to 
AEF,  Wednesday,  7-7:30  a.m. 
(EWT). 

Drug  Program  On  WJBK 
CUNNINGHAM  DRUG  Co.  News 
Broadcasts  will  be  heavd  on 
WJBK,  Detroit  instead  of  WJLB, 
as  erroneously  reported  unde"  the 
heading  Spots  to  Reach  All  Time 
High  This  Year,  Broadcasting, 
Oct.  5. 

Fall  Championship 

Tuned  In  by  30% 

Data  Submitted  by  the  CAB 
Show  Baseball  Listening 
OF  THE  RADIO  set  owners  in  the 
United  States,  30.1%  listened  to  the 
World  Series  games,  broadcast  on 
Mutual  Sept.  30,  Oct.  1,  3,  4,  and  5, 
sponsored  by  Gillette  Safety  Razor 
Corp.,  Boston,  according  to  mea- 

surements revealed  by  the  Coopera- 
tive Analysis  of  Broadcasting.  The 

percentage  of  set  owners  tuned  in 
on  the  games  ranged  from  21.3  to 
32.8,  with  30.1%  representing  the 
average  rating  for  all  broadcasts. 

Figure  for  the  St.  Louis  Card- 
inals vs.  New  York  Yankees  series 

compares  favorably  with  World 
Series  broadcasts  of  previous  years, 
heard  exclusively  on  Mutual  since 
1939.  In  that  year,  the  New  York 
Yankees  vs.  Cincinnati  Reds  series 
received  a  CAB  rating  of  21.3, 
while  the  1940  games  between  the 
B^s  and  the  Detroit  Tigers  at- tained a  25.2  rating. 

Record  for  a  one  network  presen- 
tation of  the  World  Series  was 

made  last  year  when  the  Mutual 
broadcast  of  the  Brooklyn  Dodgers 
vs.  New  York  Yankees  games  was 
rated  at  32  8.  Highest  figure  to  be 
reported  by  the  CAB  for  the 
World  Series,  was  1935,  when  35% 
of  U.  S.  set  owners  tuned  in  on  the 
Detroit  Tigers  vs.  Chicago  Cubs 
series,  Jaroadcast  on  NBC-Red, 
NBC-Blue,  CBS  and  Mutual.  Maxon 
Inc.,  New  York,  is  agency. 

MR.  RADIO  EXECUTIVE: 

Your  time  is  valuable 

while  you're  in  New 
York.  That's  why  we 
want  you  to  stay  with 
us  at  the  Roosevelt. 

You'll  be  only  a  few 

steps  from  your  repre- 
sentative, your  network 

and  the  radio  agencies. 
Our  private  passageway 
from  Grand  Central 
Station  leads  right  to 
the  lobby  where  you 

can  register  for  a  com- 
fortable room  and  bath 

from  $4.50. 

Our  Men' s  Bar  is 
radio-famous  and  the 
meals  are  delicious 
whether  you  eat  in  the 
Grill,  the  Colonial 
Room  or  the  Coffee 
Shop.  There  is  dancing 
in  the  Grill  every 
evening  ezcept  Sunday. 

HOTEL 

Roosevelt 
MADISON  AVE.  AT  45th  ST.,  NEW  YORK 

BERNAM  G.  MINES,  Monogmg  Director 

X-DAY 

X-Day  is  the  day  that  comes  after  M-Day  and  V-Day. 

X-Day  is  the  unknown  quantity  that  comes  after  the  war. 

Will  people  remember  your  product  then?  Will  your  name 

be  as  familiar,  your  reputation  as  solid  as  it  is  now?  Or 

will  you  be  an  unknown  quantity  when  X-Day  comes? 

Sound  management  is  planning  for  X-Day,  laying  the 

foundation  now  with  goodwill  advertising  .  .  .  radio  ad- 

vertising, which  gives  your  customers  something  they 

value — entertainment — to  remember  you  by! 

CFRB 

TO  R  O  NTO 

860  KILOCYCLES 
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". . .  very  pleased  with 
the  program  content 

and  listener  response. 
KGKB 

•  If  you  are  an  ASCAP-licensed 
station  you  are  entitled,  without 
cost,  to  the  shows  prepared  by  the 
ASCAP  Radio  Program  Service. 
Almost  five  hundred  stations  are 
using  these  programs  to  help  turn 
music  costs  into  music  profits.  Write 
or  wire  at  once. 

ASCAP 

Radio  Program  Service 
30  Rockefeller  Plaza    •   New  York 

Influencing  Sales 

FAR  Beyond  Pontiac 

In  cities  .  .  .  villages  .  .  .  forms 
.  .  .  for  miles  and  miles  around 
Pontiac  .  the  messages  of  na- 

tional, regional  and  local  adver- 
tisers are  heard  over  WCAR's 1000  streamlined  watts. 

GET  THE 
FACTS 
FROM WCAR 

PONTIAC,  MICHIGAN 
or  the  Foreman  Co.  •  Chicago  •  New  York 

'Bribery'  Charge 
(Continued  from  page  7) 

stood  to  be  in  the  Midwest)  and 
that  five  of  seven  commissioners 
were  mentioned. 

Mr.  Wigglesworth  told  the  House 
he  did  not  know  whether  the 

charges  were  true  or  false  but  un- 
derstood on  reliable  authority  that 

they  had  been  made.  If  they  are 

true,  he  said,  they  certainly  "in- crease the  volume  of  smoke  around 
the  activities  of  the  Commission 
and  afford  further  justification  for 

a  thorough-going  investigation."  He 
said  he  thought  the  Commission 
owed  it  to  itself,  to  Congress  and 
to  the  public  to  clear  up  the  situa- 

tion "at  the  earliest  possible  mo- 

ment." 
Alluding  to  his  cross-examii.a- 

tion  of  Mr.  Fly  during  the  appro- 
priations hearings,  which  were  in 

executive  session,  Mr.  Wiggles- 
worth  said  that  when  the  steno- 

graphic record  went  to  the  FCC 
"someone  in  that  agency  attempted 
to  delete  the  entire  set  of  questions 
and  answers  which  you  will  find  on 

the  pages  I  have  referred  to." 
Mr.  Farnham,  who  was  a  Class- 

mate of  Chairman  Fly  at  Harvard 
in  1926,  was  retained  by  the  FCC 
last  February  as  special  counsel 
on  a  per  diem  basis  to  investigate 
these  complaints  of  improprieties. 
A  private  hearing  was  held  last 
June  in  Chicago  on  certain  aspects 
of  the  industry.  A  number  of 
broadcasters,  including  Mr.  Pick- 
ard,  appeared  at  this  hearing,  pre- 

sided over  by  Commissioner  Ray 
C.  Wakefield. 

Called  'Improper' 
Describing  his  examination  of 

Mr.  Fly  on  the  Pickard  matter. 
Rep.  Wigglesworth  told  the  House 
he  understood  the  record  will  show 
in  fact  that  Mr.  Farnham  "re- 

ported that  in  his  advocacy  of  a 
certain  network's  stations  at  a  time 
when  Mr.  Pickard  was  anticipating 
an  early  association  with  that  net- 

work, his  actions  with  respect  to 
certain  reallocations  would  clearly 
justify  the  Commission  in  finding 
that  his  conduct  in  oflSce  to  be 

grossly  improper." He  said  he  understood  further 
the  record  would  show  Farnham 
had  reported  from  several  inde- 

pendent sources  that  charges  had 
been  made  to  the  Commission  inves- 
gators  that  an  ex-commissioner, 
v/hile  a  member  of  the  Commission, 
"had  accepted  favors  from  a  net- 

work which  included  financial 
emoluments  in  return  for  favor- 

able official  treatment  on  his  part." 
He  said  he  had  asked  Mr.  Fly 
about  all  these  matters. 

Mr.  Fly,  Rep.  Wigglesworth,  re- 
lated, said  that  Mr.  Farnham  had 

reported  an  oral  conversation  about 
the  purported  "payoff"  but  that  it 
was  not  in  sworn  testimony  though 
it  was  roughly  what  Mr.  Wiggles- 

worth understood.  The  Congress- 
man had  asked  whether  Mr.  Farn- 
ham had  reported  that  "one  of 

your  licensees  had  admitted  under 
oath  that  he  had  mysteriously 
turned  over  to  his  attorney  some 

INSTRUCTION  in  sound  effects  is 
being  received  by  two  pupils  from 
Harry  Saz,  sound  effects  director 
of  NBC,  Hollywood,  during  recent 
session  of  the  first  such  class  for 
women  employes  of  the  network. 
Inaugurated  as  a  precautionary 
measure  in  the  event  of  a  shortage 
in  technical  personnel,  initial  femi- 

nine class  is  limited  to  25.  Neo- 
phyte noise-makers  and  teacher  (1 

to  r)  are:  Kathleen  Kelly,  secre- 
tary to  Lew  Frost,  assistant  to  Sid- 
ney N.  Strotz,  Western  division 

vice-president  of  NBC;  Clara 
Groves,  program  ticket  distributor, 
guest  relations  department,  and 
Mr.  Saz. 

$4,000  worth  of  U.  S.  Government 
bonds,  his  personal  property,  in 
order  to  acquire  certain  facilities 
which  he  had  asked  the  Commis- 

sion for  and  which  he  had  a  list  of 
the  five  members  of  the  Commis- 

sion who  would  or  had  voted  favor- 

ably in  the  case." Mr.  Fly  said  no  statement  was 
made  under  oath  and  that  at  the 
time  this  broadcaster,  whose  iden- 

tity was  undisclosed,  had  testified 
under  oath  "the  statement  was 
much  narrower  than  that." 

"I  understand,"  continued  Rep. 
Wigglesworth,  "that  the  record 
will  show  that  Mr.  Farnham  re- 

ported that  temporary  authority  to 
operate  at  night  was  given  to  a 
licensee;  that  subsequently  the  li- 

censee was  advised  by  his  attornev 
that  the  time  had  come  to  pay  off 
those  who  had  voted  favorably;  that 
he  in  fact  paid  to  his  attorney 
$1,000  in  cash  and  $4,000  in  Gov- 

ernment bonds;  that  he  produced 
a  notebook  in  which  were  written 
the  names  of  the  seven  members 
of  the  Commission,  against  five  of 

which  was  written  the  word  'yes', against  one  of  which  was  written 
'absent,  not  voting',  and  against 
another  one  of  which  was  written 
'present  and  not  voting,'  or  words to  that  effect. 

"I  further  understand  that  when 
subsequently  asked  to  make  the 
same  statement  under  oath,  the  li- 

censee made  a  somewhat  similar 
statement,  but  denied  being  told 
that  the  money  was  to  go  to  the 
Commissioners  and  stated  that  he 
had  destroyed  the  notebook,  the 
book  subsequently  making  its  ap- 

pearance, the  particular  leaf  in 

question  having  been  destroyed." Conflict  Appears 

Mr.  Wigglesworth  said  that  fi- 
nally he  asked  Chairman  Fly 

whether  he  did  not  testify  before 
a  Senate  committee  as  a  result  of 

the  Farnham  report  that  "you 
expected  that  criminal  action  would 
be  taken  against  the  officers  of 

one  of  the  networks." Mr.  Fly  responded  he  had  never 
so  indicated  and  that  he  would  not 

make  such  a  statement.  He  said  "I doubt  that  I  would  make  such  a 
prediction,  and,  as  a  matter  of  fact, 
I  should  not  make  such  a  prediction 
in  advance  of  the  facts,  and  I  did 

not  have  any  basis  for  such  a  state- 
ment in  that  case." 

Rep.  Wigglesworth  said  that  "we 
must,  of  course,  accept  Mr.  Fly's statement  in  this  connection.  My 
understanding  has  been,  and  I 
thought  from  reliable  sources,  that 
Mr.  Fly  did,  in  fact,  testify  before 
the  committee  that  an  officer  had 
been  involved  in  matters  under  in- 

vestigation and  that  criminal  ac- 

tion might  result." Mr.  Fly's  subcommittee  testi- 
mony revealed  that  Mr.  Wiggles- 
worth sought  to  learn  whether  Mr. 

Fly  had  approved  retention  by  Mr. 
Pickard  of  Morris  Ernst,  promi- 

nent New  York  attorney  and  coun- 
sel for  the  American  Civil  Liberties 

Union,  as  his  lawyer  in  the  pro- 
ceedings. Mr.  Fly  denied  that  Mr. 

Ernst  was  hired  with  his  "ap- 
proval," but,  on  a  further  question, 

said  he  had  no  objection  to  the  ap- 
pointment. He  said  it  was  "not  my 

business  to  select  counsel."  Mr. 
Fly  said  that  he  had  never  recom- mended an  attorney  to  anyone  and 
never  expected  to. 

Mr.  Fly  told  the  subcommittee 
that  the  investigation  was  still  in 
progress.  Asked  by  Mr.  Wiggles- worth whether  the  material  had 
been  turned  over  to  the  Attorney 
General,  Mr.  Fly  said  it  had  not 
and  he  could  not  say  that  such  a 

course  would  be  indicated."  Asked 
when  he  expected  the  matter  would 
be  "coming  to  a  head,"  Mr.  Fly 
said  he  thought  the  Commission 
would  finish  the  job  in  a  few  weeks 
or  a  month.  He  added  he  could  not 
give  a  precise  time,  but  that  he 

thought  it  would  be  closed  out  "at 

a  very  early  date." Mr.  Wigglesworth  told  the  House 
that  the  Commission  recently  had 
appointed  Russell  Clevenger  as 
head  of  its  publicity  force,  de- 

scribing him  as  a  man  "who  form- 
erly was  publicity  agent  for  Broad- 
cast Music  Inc.,  which  was  entirely 

owned  by  the  networks  and  their 

stations,  as  I  understand  it."  Mr. 
Clevenger  joined  the  FCC  some 
six  weeks  ago  as  information  direc 
tor,  after  a  distinguished  career 
as  public  relations  counsel,  in  the 
advertising  agency  field  and  with 
the  New  York  Times. 

Book  for  Children 

NILA  MACK,  producer,  director 
and  writer  of  the  CBS  children's series,  LeVs  Pretend,  has  written  a 
popular  presentation  of  the  present 
world  situation,  titled  Animal  Al 
lies.  Allies  and  enemies  are  de 
picted  as  animals  in  the  book, 
which  is  designed  to  give  young 
people  an  understanding  of  the 
need  for  Unity  among  the  Allied 
Nations.  Julius  Messner,  Inc., 
New  York,  is  publisher. 
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Network  Hearing 
(Continued  from  page  58) 

tion  than  do  the  other  networks. 
Opening  the  argument  for  in- 

junctive relief  against  the  applica- 
tion of  the  FCC  rules,  John  T. 

Cahill,  RCA-NBC  chief  counsel, 
charged  that  the  examples  used  by 
the  FCC  "are  anti-trust  cases  and 
nothing  else,"  despite  the  fact  that 
the  FCC  has  been  denied  the  power 
to  deal  with  anti-trust  matters  and 
that  Section  311  of  the  Communi- 

cations Acts  states  that  the  Com- 
mission may  refuse  a  license  only 

after  a  Federal  Court  has  found 
the  applicant  guilty  of  anti-trust 
law  violation. 

The  authority  granted  the  FCC 
to  make  special  regulations  for  net- 

work stations  is  only  one  of  18  sub- 
sections of  that  part  of  the  Act,  he 

declared,  all  the  rest  of  which  refer 
to  specific  powers  of  the  Commis- 

sion such  as  assigning  call  letters 
and  frequencies,  determining  sta- 

tion location,  regulating  the  kind 
of  apparatus  to  be  used,  inspecting 
radio  installations,  etc.  To  lift  this 
single  clause  out  of  context  and 
make  it  cover  more  than  the  tech- 

nical applications  of  the  rest  of 

the  section  is  a  "patent  absurdity," he  declared. 

FCC  Power  Not  Disputed 

There  is  no  dispute,  Mr.  Cahill 
said,  with  the  FCC's  power  to  make 
regulations  regarding  such  techni- 

cal matters  as  the  assignment  of 
frequencies,  but  "we  do  dispute  the 
Commision's  power  to  abrogate  dis- 

cretion for  arbitrary  rules  where 
it  is  ordered  to  use  discretion,"  he 
stated.  Averring  that  in  its  new 
rules  the  FCC  is  "attempting  to 
enforce  unlimited  competition,  re- 

gardless of  the  consequences,"  he 
contended  that  the  non-exclusive 
option  proposed  by  the  FCC  would 
make  it  impossible  for  a  network 
to  secure  the  kind  of  option  which 
is  demanded  by  the  national  adver- 

tisers who  are  the  sole  support  of 
network  broadcasting. 

Describing  the  hearings  conduct- 
ed by  the  FCC  on  the  whole  net- 

work situation  as  "vague  and 
formless,"  he  argued  against  the 
FCC's  request  that  further  intro- 

duction of  evidence  be  precluded, 
stating  that  the  parties  should  be 
permitted  to  submit  facts  to  show 
the  relationship  of  the  rules,  which 
had  not  been  advanced  at  the  FCC 
hearings,  to  the  Communications 
Act. 

Charles  Evans  Hughes  Jr.,  rep- 
resenting CBS,  opposed  the  FCC's 

request  for  summary  judgment, 
pointing  out  that  if  the  court  holds 
that  the  Commission  has  exceeded 
its  authority  in  its  new  regulations 
it  will  grant  a  permanent  injunc- 

AT  EASE  IN  WILDS  of  Northern 
Minnesota  at  Camp  Idlewild  on  a 
recent  fishing  trip  are  (1  to  r)  M. 
Lewis  Goodkind,  vice-president  and 
radio  director  of  Goodkind,  Joice  & 
Morgan,  Chicago,  his  son,  Kenny, 
and  Emmons  Carlson,  promotion 
manager  of  NBC. 

tion  against  their  application  and 
thus  end  the  case.  But,  he  argued, 
if  the  court  finds  that  the  Commis- 

sion has  the  authority  to  promul- 
gate such  rules,  the  question  still 

remains  as  to  whether  the  rules  are 
arbitrary  and  capricious  and  so 
should  be  set  aside. 

Stating  that  the  summary  judg- 
ment is  inappropriate  since  it  pre- 
cludes further  findings,  he  contend- 

ed that  the  question  of  admission 
of  evidence  should  be  settled  only 
after  the  court  has  ruled  on  the 
preliminary  injunction.  The  FCC 
hearings,  he  said,  were  a  general 
exploration  and  not  an  argument 
on  rules  which  had  not  yet  been 
formulated  and  that  record  is  not 
the  kind  on  which  a  case  should  be 
solely  based. 

Precludes  Further  Findings 

Arguing  against  the  proposal  to 
limit  a  preliminary  injunction  to 
the  ruling  on  option  time  (3.104), 
Mr.  Hughes  declared  that  because 
NBC  has  given  up  certain  con- 

tractual practices  objected  to  by 
the  Commission  does  not  mean  that 
CBS  has  no  case.  Perhaps  the  fact 
that  CBS  retains  them  enabled 
NBC  to  get  along  without  them,  he 
added. 

Admitting  that  the  option  time 
ruling  is  principally  involved,  since 
inability  to  inform  the  advertiser 
definitely  what  stations  can  be  de- 

livered would  jeopardize  the  sale 
of  time  and  so  threaten  the  net- 

works' very  existence,  he  declared 
that  exclusive  affiliations  contracts 
are  just  as  important.  CBS  must 
be  able  to  control  the  time  of  its 
affiliates  in  order  to  make  up  for 
the  time  it  withdraws  from  the 
market  in  order  to  present  sustain- 

ing programs  of  cultural  and  edu- 

KOIN  KALE 

CBS   •   PORTLAND,  OREGON    •  MBS 

cational  value.  Application  of  this 
FCC  rule  would  be  bound  to  result 
in  a  general  lowering  of  program 
standards,  he  averred. 

Territorial  Exclusivity 

Regarding  territorial  exclusiviay 
(3.102),  Mr.  Hughes  said  that  this 
is  a  consideration  CBS  can  use  to 
secure  what  it  wants  from  the  sta- 

tions, adding  that  it  is  impossible 
to  tear  a  contract  apart  and  take 
out  one  clause  or  another  without 
ruining  the  whole  thing  and  that 
by  and  large  the  stations  must 
think  it  is  a  good  contract  or  they 
wouldn't  accept  it.  If  an  injunc- 

tion is  granted  on  3.104  only,  he 
continued,  and  the  FCC  puts  its 
other  rules  into  effect,  then  all  af- 

filiates will  demand  new  contracts 
anyhow,  so  such  an  injunction 
would  be  of  little  value  to  CBS. 

Asking  if  the  regulatory  powers 
of  the  Commission  extend  to  the 
terms  of  the  contracts  by  which  the 
networks  agree  to  supply  a  regular 
amount  of  programs  to  stations 
each  week,  he  agreed  with  Mr.  Ca- 

hill in  accusing  the  FCC  of  taking 
a  clause  out  of  context  when  it  in- 

terprets the  subsection  authorizing 
special  rules  for  network  stations 
as  giving  it  the  power  to  regulate 
network  affiliates. 

The  FCC  has  based  its  regula- 
tions solely  on  the  Sherman  Act, 

he  stated,  adding  that  this  should 
not  be  the  sole  criterion  since  other 
laws  also  affect  the  public  interest. 

NAB  SCHEDULE 

REVISED  schedule  for  1942  dis- 
trict meetings : 

3 —  Philadelphia,  Pa.  (Benjamin  Frank- 
lin Hotel),  Mon.-Tues.,  Oct.  19-20  (Del., Pa.). 

4—  Pinehurst,  N.  C.  (Carolina  Hotel), 
Fri.-  Sat.,  Oct.  23-24  (D.  of  C,  Md., 
N.  C,  S.  C,  Va.,  W.  Va.). 

5 —  Jacksonville,  Fla.  (Geo.  Washington 
Hotel),  Sun.-Mon.,  Oct.  25-26;  Atlanta, 
Ga.  (Henry  Grady  Hotel),  Wed.-  Thurs., 
Oct.  28-29   (Ala.,  Fla.,  Ga.,  P.  R.). 

6 —  Nashville,  Tenn.  (The  Hermitage), 
Fri-Sat.,  Oct.  30-31  (Ark.,  La.,  Miss., Tenn.). 

12—  Tulsa,  Okla.  Mon.-Tues.,  Nov.  2-3 
(Kan.,  Okla.). 

13 —  Dallas,  Tex.  (Baker  Hotel),  Thurs.- Fri.,  Nov.  5-6  (Texas). 
14—  Salt  Lake  City  or  Ogden,  Utah. 

Mon.-Tues.,  Nov.  9-10  (Col.,  Ida.,  "Utah, Wyo.,  Mont.,  western  S.  D.). 
16 — Los  Angeles,  Cal.  (Ambassador 

Hotel),  Thurs.-Fri.,  Nov.  12-13  (Ariz.,  So. Cal.,  N.  Mex.). 
15 —  San  Francisco,  Cal.  (Fairmont 

Hotel),  Mon.-Tues.,  Nov.  16-17  (No.  Cal., Nev.,  T.  H.). 
IV — Portland  or  Seattle,  Ore.,  Thurs.- 

Fri.,    Nov.    19-20    (Alaska,   Ore.,  Wash.). 
11 — Minneapolis,  Minn.  (Nicollet  Hotel), 

Tues.-  Wed.,  Nov.  24-25  (Minn.,  N.  D., 
eastern  S.  D.,  western  Wis.,  Ironwood, Mich.) . 

10 — Des  Moines,  la.  (Fort  Des  Moines 
Hotel),  Fri. -Sat.,  Nov.  27-28  (la..  Mo., 
Neb. ) . 

9 — Chicago,  111.  (Palmer  House),  Mon.- 
Tues.,  Nov.  30-Dec.  1  (111.,  sou.  and  east. 

Wis.). 

8 — Indianapolis,  Ind.,  Wed.-Thurs.,  Dec. 
2-3   (Ind.,  Mich.,  except  Ironwood). 

7—  Columbus,  O.  (Deshler-Wallick) , Fri.-Sat.,  Dec.   4-5    (Ky.,  Ohio). 
2 — New  York,  N.  Y.,  Mon.-Tues.,  Dec. 

7-8   (N.  Y.,  N.  J.). 
1 — Boston,  Mass.,  Wed.-Thurs.,  Dec.  9- 

10  (Conn.,  Me.,  Mass.,  N.  H.,  R.  L,  Vt.). 

HOW  TO  GET  THE  MOST 

OUT  OF  YOUR  RADIC 

Pick  the  one  Syracuse  Sta- 

tion in  four  that  consistently 

shows  more  audience  than 

the  other  three  stations 

combined.  Does  it  six  times 

a  day  —  day-in  and  day-out. 
Pick  .  .  . 

WFBL 

MEMBER  OF  BASIC  NETWORK  COLUMBIA  BROADCASTING  SYSTEM 
FREE  &  PETERS,  Inc.  Excliisiie  National  Represenlatiies k  Ask  your  Agency  to  ask  the  Colonel! 

^FREE  6-  PETERS.  Inc.,  Nationol  Representatives 
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

 OCTOBER  3  TO  OCTOBER  9  INCLUSIVE  

Decisions  .  .  . 
OCT.  6 

WINS,  New  York— Three  applications 
granted  increase  power,  new  transmitter 
site,  operate  full  time.  (1.  Extend  comple- 

tion date  on  CP  for  50  kw  until  Nov.  3, 
1944  ;  2.  CP  increase  power  1  to  5  kw ;  3. 
CP  increase  power  1  to  10  kw.) 
KVOO,  Tulsa— Granted  modified  CP  for 

changes  in  directional  antenna  contingent 
on  installation  of  antenna  providing  proper 
protection  of  WWVA. 
WWVA.  Wheeling— Granted  modified 

CP  change  night  directional  antenna  con- 
tingent on  measures  to  protect  KVOO 

when  material  and  engineers  are  readily available. 
KWFT,  Wichita  Falls.  Tex.— Designated 

for  hearing  application  to  increase  night 
power,  change  antenna. 
WCSH,  Portland,  Maine — Designated  for hearing  application  new  transmitter. 
WISH,  Indianapolis  —  Designated  for 

hearing  application  increase  night  power. 
NEW,  Olympic  Broadcasting  Corp., 

Bremerton,  Wash. — Designated  for  hearing application  for  CP  on  1540  kc  with  500 
w  unlimited. 
WBRB,  Red  Bank,  N.  J.— Designated  for 

hearing  application  CP  change  antenna 
system,  move  studio,  transmitter  sites,  re- 

new license  of  station  destroyed  by  fire 
and  off  the  air  since  Feb.  16,  1941. 
KGGM,  Albuquerque,  KVSF,  Santa  Fe, 

N.  M. — Dismiosed  without  prejudice  appli- cations for  CP. 
KFDM,  Beaumont,  Tex. — Dismissed  with- 

out prejudice  application  for  CP. 
Granted  renewals  of  license  to  the  fol- 

lowing until  Feb.  1,  1943:  KFJB  KFXD 
KHAS  KVNU  WAJR  WBOC  WCAT 
WDSM  WHBY  WHOP  WISE  WJOB 
WOLS  WRBL  WTOL. 

Granted  renewals  of  license  to  the  fol- 
lowing until  April  1,  1943:  KAVE  KVSO 

WCOU  WFTM  WINN  WJLS  WGAC 
WJW  WOMT  WPID  WSAY. 

Granted  renewals  of  license  to  the  fol- 
lowing until  June  1,  1943:  KPDN  KROC 

KSUB  KVIC  KVOL  KWOC  WAML  WCLS 
WCMI  WDAK  WGAA  WGAU  WINX WLNH  WMFF  WSAJ. 

OCT.  7 
NEW,  Hughes  Productions,  Division  of 

Hughes  Tool  Co.,  Los  Angeles,  and  San 
Mateo  County,  Cal. — Granted  continuance 
for  60  days  re  application  new  television stations. 
WINK,  Louisville — Granted  continuance until  Nov.  13. 
WooNY,  New  York — Granted  continuance 

60  days  until  Dec.  14  re  application  modify CP. 
NEW,  Northeastern  Penna.  Broadcast- 

ers, Wilkes  Barre — Reserved  decision  one 
week  re  further  hearing  application  for new  station. 
NEW,  Hennessy  Broadcasting  Co.  and 

Barclay  Craighead,  Butte,  Mont. — Dismissed 
without  prejudice  applications  for  new  sta- tion. 
WOKO,  Albany,  N.  Y.— Dismissed  with- 

out prejudice  application  CP. 

Applications  .  .  . 
OCT.  5 

KVOO,  Tulsa — Extend  special  service authorization. 
OCT.  9 

WOW,  Omaha — Voluntary  assignment  of 
license  from  Woodmen  of  the  World  Life 
Insurance  Society  to  Radio  Station  WOW, Inc. 

Tenative  Calander  .  .  . 

KFSD,  San  Diego.  Cal.— Modify  CP  for 
600  kc  with  5  kw  unlimited  (Oct.  14). 
NEW,  Larus  and  Brother  Co.,  Richmond, 

Va. — CPs  for  A3  Emmission  on  1646,  2090, 2190,  2830  kcs  with  40  and  35  w  unlimited. (Oct.  15  J 
K5IL,  St.  Louis — Modify  CP  for  45,100 

kc.  13.000  sq.  mi.,  unlimited  (Oct.  16). 
WJLS,  Beckley,  W.  Va.— CP  for  560  kc, 100  w  N,  250  D,  unlimited. 

CBS  Aids  OWI 
AN  OFFICIAL  news  channel  for 
the  OWI  for  the  duration  will  be 
the  CBS  School  of  the  Air  of  the 
Americas,  according  to  a  Federal 
announcement  by  Lyman  Bryson, 
CBS  director  of  education  and  OWI 
consultant.  A  regular  CBS  series 
during  the  school  season  for  several 
years,  the  program  is  presented  in 
cooperation  with  the  National  Edu- 

cation Assn.,  and  is  to  be  aired 
Monday  through  Friday,  9:15-9:45 
a.m.,    starting    Oct.  5. 

BUS  PLUGS  are  used  by  WKBN, 
Youngstown,  to  promote  its  1942- 
43  CBS  programs  in  a  bus  card 
campaign  appearing  in  Youngstown 
and  Warren,  O.,  and  New  Castle 
and  Sharon,  Pa.  By  using  a  second 
card  and  printing  on  both  sides  of 
the  card,  eight  CBS  shows  are  pro- 

moted on  a  staggered  schedule. 

Premium  Pay'  Order  Exempts 
Radio,  Miss  Perkins  Declares 

Effect  of  New  Stabilization  Policy  on  Salaries  Below 

$5,000  Level  Awaits  Clarification  of  Details 

BECAUSE  Martin  Block  Publishins 
Co.  Inc.,  chartered  in  Xew  Jersey,  is 
unable  to  operate  in  Xew  York  State 
<lue  to  a  conflict  of  names  with  Paul 
Block  &  Assoc.,  publishers  located  in 
Xew  York,  a  separate  firm  has  been 
chartered  in  New  York  as  of  Sept.  29, 
under  the  name  Martin  Block  Music Inc. 

DISCOVERY  that  the  broadcast- 
ing industry  is  exempt  from  Presi- 

dent Roosevelt's  Executive  Order 
on  "Premium  Pay"  was  reported 
last  week  following  issuance  of  a 
statement  by  Secretary  of  Labor 
Frances  Perkins,  which  clearly 
covers  broadcast  operations.  The 
NAB  had  sought  exemption  from 
the  "premium  pay"  order  on  the 
ground  that  broadcasting  is  a 
"seven-day  industry"  and  should 
not  be  subjected  to  time  and  one- 
half  overtime  provisions  for  holiday 
work  [Broadcasting,  Oct.  5]. 

Joseph  L.  Miller,  NAB  Director 
of  Labor  Relations,  said  last 

Wednesday  that  Secretary  Perkins' 
statement  clearly  solved  any  prob- 

lems that  had  arisen  as  a  result  of 
the  executive  order,  since  radio  was 
now  clearly  exempt.  Decision  to  pe- 

tition for  exemption  was  reached 
by  the  NAB  following  a  meeting  of 
its  Labor  Committee  in  Washing- 

ton on  Sept.  30. 
Meanwhile  confusion  clouded  the 

status  of  salaries  below  the  $5,000 
level  under  the  Administration's 
new  wage  and  salary  policy,  pro- 

mulgated by  President  Roosevelt 
following  Congressional  approval 
of  the  anti-inflation  bill.  Newspa- 

pers and  semi-official  spokesmen 
issued  conflicting  opinions  on  the 
extent  to  which  this  wage  group 
was  involved  in  the  freeze. 

WLB  Chief  Statement 

First  official  interpretation  came 
from  Chairman  William  H.  Davis 
of  the  War  Labor  Board,  who  in 
a  mid-week  press  conference  de- 

clared that  he  considered  the  order 
left  salaries  below  $5,000  unregu- 

lated, but  that  powers  were  avail- 
able for  Economic  Stabilization 

Director  Byrnes  to  exercize  control 
over  them  if  he  found  it  necessary. 
He  said  Byrnes  had  an  ample  reser- 

voir of  power  to  take  control  over 
lower  salaries,  but  hinted  that  ac- 

tion might  be  taken  to  plug  loop- 
holes in  the  executive  order. 

Other  government  officials  said 
that  salaries  of  white  collar  work- 

ers are  almost  certain  to  be  in- 
cluded in  the  freeze,  and  that  ad- 

justment of  salaries  will  be  per- 
missible only  with  permision  of  the 

WLB. 

Commenting  on  the  confusion 
following  the  executive  order,  Mr. 
Miller  said  the  NAB  interpreted 
the  order  as  freezing  wage  rates, 
but  not  salaries.  This  distinction, 

he  explained,  was  "a  mistake  in 
drafting,"  which  will  probably  be corrected. 

Broadcasters  Untouched 

"Unless  and  until  this  mistake  is 
corrected,"  he  declared,  "the  order 
leaves  the  broadcasting  industry 
practically  untouched,  because  the 
bulk  of  broadcasting  employes  are 
paid  on  a  salary  basis  (by  the  week, 
month  or  year)  and  not  on  an 

hourly  ("wage  rate"  basis." 
On  one  point,  there  was  no  dif- 

ference of  opinion.  Salaries  above 

$5,000  are  frozen,  "except  in  in- stances in  which  an  individual  has 
been  assigned  to  more  difficult  or 

responsible  work." Chairman  Davis  said  the  WLB 
has  been  deluged  with  requests  for 
information  about  application  of 
the  freeze,  and  forthcoming  rules. 
He  indicated  a  statement  would  be 
issued  within  a  couple  of  weeks. 

A  directive  issued  late  last  week 
by  the  WLB  automatically  legal- 

ized wage  rate  increases  granted 
prior  to  Oct.  3,  despite  the  Sept. 
15  freeze  date.  Another  is  ex- 

pected to  legalize  so-called  "auto- 
matic" increases  where  employes 

had  been  hired  with  an  under- 
standing of  a  raise  at  a  definite 

future  date. 

For  the  present,  the  WLB  reaf- 
firmed its  intention  to  follow  the 

"Little  Steel"  formula  in  adjusting 
wages,  permitting  wages  to  be  ad- 

justed upwards  to  15%  above  the 
level  of  January,  1941,  and  Eco- 

nomic Stabilization  Director  Byrnes 
asked  the  Treasury  for  regulations 
to  hold  salaries  above  the  $25,000 
level. 

Network  Accounts 
All  time  Eastern  Wartime  unless  indicated 

New  Business 
LAURA  SECORD  CANDY  SHOPS  Ltd., 
Toronto  (chain  stoi-es),  on  Oct.  2  started Rex  Battle,  Concert  Pianist  on  CFRB, 
Toronto,  and  CFCF,  Montreal,  Fri.  7:45- 
8  p.m.  Agency:  Cockfield  Brown  &  Co. 
Ltd.,  Toronto. 
MAPLE  LEAF  MILLING  Co.  Ltd., 
Toronto,  (cereal  and  pastry  flour)  on 
Oct.  19  starts  Good  Luck  variety  show  on 
30  Canadian  Broadcasting  Corp.  stations 
Mon.,  Wed.  &  Fri.,  7-7:15  p.m.  Agency: 
Coclffield  Brown  &  Co.  Ltd.,  Toronto. 
TUCKETT  Ltd.,  Hamilton,  Ont.  (tobacco), 
on  Oct.  6  started  Tuckett's  Program  on CKAC,  Montreal,  and  CHRC,  Quebec, 
Tues.  and  Thurs.  10-10:15  p.m.  Agency: 
Whitehall    Broadcasting   Ltd.,  Montreal. 
ST.  PETER'S  SEMINARY,  London,  Ont. (religious)  on  Oct.  11  started  School  of Christ  on  CFPL,  London,  Ont.;  CKOC, 
Hamilton,  Ont.;  CKNX,  Wingham,  Ont.; 
CKLW,  Windsor-Detroit,  Sun.  4-4:30  p.m. 
Agency :  direct. 
ADAM  HAT  STORES,  New  York,  on  Oct. 
10  only  sponsors  welterweight  fight  be- tween Ray  Robinson  and  Izzy  Janazzo  on ■•■"^   RT  TTTT,  10:15   p.m.  Agency: 
Glicksman  Adv.,  N.  Y. 

R.  J.  REYNOLDS  TOBACCO  Co.,  Win- ston-Salem, N.  C.  (Camels),  on  Oct.  31 
starts  Bob  Hawk's  Thanks  to  the  Yanks 
on  115  CBS  stations.  Sat.,  7:30-8  p.m. 
(repeat,  11-11:30  p.m.).  Agency:  Wm. 
Esty  &  Co.,  N.  Y. 
RCA  VICTOR  Co.,  Montreal  (radio  sets, 
records)  on  Oct.  29  starts  Voice  of  Victor 
on  30  Canadian  Broadcasting  Corp.  sta- tions, Thurs.  8:05-8:30  p.m.  Agency:  Lord 
&  Thomas  of  Canada,  Toronto. 
NORTHERN  PUMP  Co.,  Minneapolis,  on 
Oct.  10  started  commentaries  by  Upton 
Close  on  125  NBC  stations.  Sat.,  5  :45-6  p.m. 
(repeat,  7:45-8  p.m.).  Agency  is  BBDO, Minneapolis. 
GENERAL  Conference  of  Seventh  Day 
Adventists,  Los  Angeles,  on  Oct.  4  renews 
The  Voice  of  Prophecy,  increasing  from 
109  to  202  MBS  stations,  Sun.,  7-7:30  p.m. Placed  direct. 

Renewal  Accounts 

CARTER  PRODUCTS,  New  York  (Little 
Liver  Pills),  on  Oct.  4  renewed  for  13 
weeks  Inner  Sanctum  on  61  BLUE  sta- 

tions, Sun.,  8:30-9  p.m.  Agency:  Ted 
Bates  Inc.,  N.  Y. 
CHEESEBROUGH  MFG.  Co.,  New  York 
(Vasoline  Preparations),  on  Oct.  28  re- news Dr.  Christian  on  66  CBS  stations, 
Wed.,  8:30-8:55  p.m.  ( rebroadcast,  11:30- 
11:55  p.m.)  Agency:  McCann-Erickson, N.  Y. 
BRISTOL-MYERS  Co.,  New  York  (Mum), 
on  Oct.  30  renews  for  52  weeks  In  Per- son, Dinah  Shore  on  115  BLUE  stations, 
Fri.,  8:15-8:30  p.m.  (repeat,  11:15-11:30 
p.m.).  Agency:  Pedlar  &  Ryan,  N.  Y. 

Network  Changes 
EVERSHARP  Inc..  Chicago  (pens,  pen- 

cils), on  Oct.  11  shifts  Take  It  or  Leave  It. 
on  80  CBS  stations,  Sun.,  10-10:30  p.m. 
( EWT ) ,  from  New  York  to  Hollywood, 
for  ten  weeks  or  more.  (Short- waved  to 
AEF,  Wed.  7-7:30  a.m.).  Agency:  Blow 
Co.,  N.  Y. 
WM.  WRIGLEY  Jr.  Co.,  Ltd.,  Toronto 
(gum),  on  Oct.  7  changed  Treasure  Trail on  6  Ontario  stations  from  9:30-10  p.m. 
to  8:30-9  p.m.  Agency:  Tandy  Advertising 
Agency  Ltd.,  Toronto. 
SEALTEST  Inc.,  Philadelphia  (dairy  prod- 

ucts), continuing  Rudy  Vallee  Show  on 
83    NBC   stations,    Thurs.,    10-10:30  p.m. 
(EWT),  on  Oct.  2  shifted  West  Coast transcribed  repeat  on  13  BLUE  Pacific 
Coast   stations   from   Thurs.,  7-7:30  p.m. 
(PWT),  to  Fri.,  7:30-8  p.m.  (PWT). 
Agency:  McKee  &  Albright,  Philadelphia. 
LADY  ESTHER  Ltd.,  Chicago  (cosmet- 

ics) ,  on  Oct.  19  replaces  Freddy  Martin's Orchestra  with  Screen  Guild  Theatre  on  65 
CBS  stations,  Mon.,  10-10:30  p.m.  Agency: 
Pedlar  &  Ryan,  N.  Y. 

WALTER  O'KEEFE,  NBC  m.c,  who 
conducts  Battle  of  the  Sexes,  is 
author  of  an  article  to  appear  in  the 
next  issue  of  Vogue  magazine,  titled 
"Capital  Punishment",  an  account  of 
his  experiences  in  dealing  with  Wash- 

ington. Glamour,  another  women's fashion  magazine,  will  carry  an  article 
by  him  in  the  November  issue,  titled 
"All  Women  Can  Be  Beautiful." 

Page  54  •  October  12,  1942 BROADCASTING  •  Broadcast  Advertising 



Co-Op  League  to  Seek  Inquiry 

Into  Refusal  of  Radio  Time 

Board  Votes  to  Submit  Rejection  to  FCC  and 

Justice  Dept.;  Networks  Explain  Position 

COOPERATIVE  program  Let's 
Get  Together,  Neighbor,  originally 
scheduled  to  start  Oct.  11  on  30 
stations  under  sponsorship  of  the 
Cooperative  League  of  the  U.  S.  A., 
has  been  postponed  temporarily, 
pending  Federal  investigation  of 
NBC's  and  CBS'  refusal  to  sell 
available  time  to  the  League  on 
stations  they  own  and  manage. 

Decision  was  announced  last 
Thursday  by  the  board  of  directors 
of  the  League,  which  "will  seek  a decision  from  the  FCC  and  other 
bodies  concerned  with  the  radio  in- 

dustry as  to  the  rights  of  coopera- 
tives to  purchase  time  on  the  air." 
Position  of  Networks 

The  network  stations  involved  in 
the  controversy  are  KDKA,  Pitts- 

burgh, owned  by  Westinghouse  and 
operated  by  NBC;  WTAM,  Cleve- 

land, owned  and  operated  by  NBC; 
and  WJSV,  Washington,  and 
WCCO,  Minneapolis,  both  CBS 
M  &  0  stations. 
The  decision  of  the  League  to 

postpone  the  13-week  Sunday  after- 
noon series  came  as  a  result  of  a 

letter  dated  Sept.  29  from  James 
V.  McConnell,  manager  of  spot  and 
local  sales  of  NBC,  to  John  Lyden, 

NOW  READY 
Only  Postal  Telegraph 
HAS  it!  So  next  time  you 

have  messages  that  must  get 
through  .  .  .  messages  that  call  for 
extra  speed  and  extra  accuracy  (at 
no  extra  cost)  .  .  . 

\eALL 

Tostal 

Tdcgraph 
For  your  convenience,  charges 
for  telegrams  telephoned  -  in 
appear  on  your  telephone  bill. 

*For  descriptive  folder  —  address  Postal 
Telegraph,  757  Chambers  St.,  New  York or  ask  local  branch  manager. 

director  of  copy  and  plans  of  Ath- 
erton  &  Currier,  New  York,  agency 

handling  the  League's  account. 
That  letter,  cancelling  the  series 

on  KDKA  and  WTAM,  stated  that 
all  the  material  supplied  NBC  by 
Wallace  J.  Campbell,  executive  sec- 

retary of  the  League  in  New  York, 
"has  been  carefully  analyzed  and 
our  deduction  is  that  the  primary 

purpose  of  the  League's  planned 
advertising  campaign  is  to  promote 
new  memberships. 
"NBC  has  had  a  very  long  estab- 

lished reputation  that  prohibits  the 
acceptance,  on  a  commercial  broad- 

cast basis,  of  any  planned  cam- 
paign that  solicits  or  promotes 

membership  drives."  The  only  ex- 
ceptions to  this  rule,  NBC  informed 

Broadcasting,  are  the  Red  Cross 
drives  and  the  President's  annual 
"March  of  Dimes"  campaign. 

No  written  refusal  was  received 
by  the  League  from  CBS,  rejecting 
the  series  for  WCCO  and  WJSV, 
but  the  network's  sales  department 
notified  the  League  that  it  felt  the 
programs  to  be  of  a  controversial 
nature,  and  therefore,  contrary  to 
CBS'  policy  for  commercial  pro- 
grams. 

CBS  Explains  Stand 

According  to  the  official  state- 
ment released  later  to  the  trade  by 

CBS,  "The  programs  offered  by  the 
League  were  designed  to  promote  a 
fundamental  change  in  the  present 
system  of  marketing  and  distribu- 

tion of  goods  and  services,  where- 
by cooperative  associations  would 

lai-gely  supplant  retail  stores  and 
other  common  distribution  estab- 

lishments. CBS  would  naturally  ac- 
cept a  program  sponsored  by  a  co- 

operative store  engaged  in  the  sale 
of  goods  which  advertised  the 
goods  offered  for  sale. 

"The  CBS  policy  is  well-known 
to  users  of  radio  and  was  incor- 

porated in  the  Code  of  the  NAB  at 
its  annual  convention  in  1939.  CBS 
makes  time  available  without 
charge  on  a  sustaining  basis  for 
programs  of  a  public  controversial 
nature  and  attempts  to  allot  time 
fairly  between  contending  view- 

points. "On  this  basis,  CBS  has  on  sev- 
eral occasions  in  the  past  carried 

programs  of  the  Cooperative 
League  and  on  Sept.  29  of  this  year 
broadcast  on  the  CBS  coast-to- 
coast  network  a  program  from  the 
Biennial  Congress  of  the  Coopera- 

tive League — the  meeting  which 
condemned  the  refusal  to  sell  time 
for  commercial  programs  on  behalf 
of  the  League. 

"The  Columbia  policy  is  founded 
upon  the  premise  that  the  inability 
to  buy  time  should  not  determine 
the  extent  to  which  a  particular 
side  of  a  public  controversial  issue 
should  be  broadcast.  If  time  were 

sold  for  this  purpose,  the  powerful 

public  forum  of  radio  would  inevi- 
tably gravitate  into  the  hands  of 

those  with  the  greater  means  to 

buy  it. "If  the  Cooperative  League 
bought  time  to  promote  its  inter- 

ests, time  could  be  bought  by  a 
powerful  group  of  retailers  or  any 
other  group  which  wished  to  oppose 
the  League.  The  soundness  and  pub- 

lic desirability  of  this  policy  has 
seldom  been  more  apparent  than  in 
this  case,  where  a  departure  from 
the  policy  would  be  directly  harm- 

ful to  the  interests  of  the  League 

itself." 

Dramatic  Motif 
According  to  Wallace  Campbell, 

the  advertising  copy  in  the  pro- 
grams offers  listeners  an  oppor- 

tunity to  write  for  a  booklet  tell- 
ing about  cooperatives,  what  they 

mean  and  what  they  offer  to  con- 
sumers. The  programs,  which  were 

financed  by  contributions  from  sev- 
eral thousand  individual  co-op  mem- 

bers, consist  of  transcribed  dram- 
atizations of  cooperative  buying 

and  selling. 

The  League  also  issued  a  state- 
ment last  week  made  to  its  repre- 

sentatives in  the  Duluth  and  Su- 
perior areas  by  W.  C.  Bridges,  gen- 

eral manager  of  WEBC,  Duluth, 
key  station  of  the  Arrowhead  Net- 

work, which  was  scheduled  in  the 
group  of  30  stations  to  carry  the 
League's  programs.  WEBC  is  an 
NBC  affiliate,  while  the  other  two 
Minnesota  stations  making  up  the 
Arrowhead  chain,  WMFG,  Hib- 
bing,  and  WHLB,  Virginia,  are 
CBS  outlets.  Speaking  for  WEBC, 
Mr.  Bridges'  statement  follows: 
"We  in  the  WEBC  have  always 

followed  the  policy  of  selling  time 
to  any  program  that  it  not  against 
public  interest,  and  we  have  never 
had  any  proof  that  the  coopera- 

tives are  not  in  public  interest. 
They  are  here,  evidently,  to  stay; 
they  are  a  growing  movement,  so 
it  would  not  seem  consistent  with 
freedom  of  speech  and  of  oppor- 

tunity to  shut  them  off  the  air. 
"WEBC  and  the  other  stations 

of  the  Arrowhead  Network  have 
been  selling  time  to  the  Central 
Co-op  Wholesale  and  its  affiliated 
cooperatives  and  we  expect  to  con- 

tinue to  sell  them  radio  time  on  the 
same  basis  as  we  sell  it  to  other 

businesses." To  File  Complaint 

The  complaint  made  by  the  Co- 
operative League  against  NBC  and 

CBS  will  be  filed  with  the  Federal 
authorities  early  this  week,  accord- 

ing to  John  Carson,  Washington 
representative  of  the  League. 

"One  of  the  most  important  is- 
sues in  the  realm  of  communication 

of  information  is  involved  in  this 

matter,  in  many  respects,"  he  said. 
"I  am  confident  that  some  radio 

companies,  at  least,  would  welcome 
an  inquiry  into  this  matter.  They 
have  great  responsibilities  which 
arise  out  of  private  control  and  ad- 

ministration of  an  instrument  of 
communications  which  is  actually 

a  public  utility." 

the  popularcomedian 

5,000 

Oji  580  CBI 

5000  WATTS 

AT  570  KC. 

The  Perfect  Combination 

50,000  WATTS 

CLEAR  CHANNEL Exclusive  NBC  Outlet 

MINNEAPOLIS    •    SAINT  PAUL 
Represented  Nationally  by  Edw.  Petry  Co. 
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Export  Advertising  Permitted 

In  Spite  of  Current  Market  Loss 

Rockefeller  Reveals  Treasury  Attitude  to 

Clear  Way  For  All  'Ordinary'  Outlays 
EXPORT  advertising  is  deductible 
as  a  business  expense  in  income 
tax  returns  according  to  a  state- 

ment of  policy  established  in  a  let- 
ter from  the  Treasury  to  Nelson 

Rockefeller,  Coordinator  of  Inter- 
American  Affairs  and  presented  by 
the  latter  to  the  House  Commitee 
on  Appropriations.  As  a  result  of 
the  Treasury's  position  on  export 
advertising  it  is  now  clear  that 
there  is  no  threat  to  "ordinary  and 
necessary"  advertising  at  home  or 
abroad. 
Although  the  dependence  of 

South  American  radio  stations  and 

newspapers  on  American  advertis- 
ing is  substantial  and  amounts  to 

as  much  as  40  7r  in  some  cases  ac- 
cording to  Mr.  Rockefeller,  he  ex- 
plained that  the  inability  of  Amer- 

ican firms  to  deliver  goods  in  South 
America  had  caused  a  sharp  re- 

duction in  advertising  revenues  by 
these  firms.  Since  some  firms  felt 
that  they  could  not  deduct  such 
expenditures  as  an  expense  in  their 
income  tax  returns,  Mr.  Rockefel- 

ler sought  a  statement  of  policy 
from  the  Treasury. 

The  Treasury  letter  from  which 
he  quoted  in  part,  said  that  such 
advertising,    "if   not  extravagant 

Yes,  there  are  more  than  28,000 

war  industries  workers  in  Jeffer- 
son and  Orange  counties  who 

depend  on  KFDM  to  keep  them 
informed.  And  they  look  on 
KFDM  as  a  friendly  counselor. 
Put  your  messages  where  they 
will  be  well  received. 

BLUE  NETWORK 

KFDM 

BEAUMONT 
REPRESENTED  BY  HOWARD  H.  WILSON  CO. 

and  out  of  proportion  to  the  size 
of  the  company  or  to  the  amount 
of  its  advertising  in  other  Ameri- 

can republics  in  the  past"  and  bear 
a  "reasonable  relation"  to  the  busi- 

ness activities  of  the  firm  "are  con- 
sidered ordinary  and  necessary  un- 

der existing  conditions  and  are  de- 
uctible  for  Federal  income  tax  pur- 

poses." 

As  a  result  of  this  letter,  Mr. 
Rockefeller  explained  that  copies 
were  made  and  mailed  to  more 
than  1,300  principal  firms  in  this 
country  explaining  the  need  for 
maintaining  their  names  before  the 
Latin  American  peoples  in  spite  of 
the  loss  of  market  and  the  import- 

ance of  showing  the  reasons  behind 
their  inability  to  ship  goods  in  the 
light  of  war  production. 

"The  response  was  most  gratify- 
ing," he  said.  He  went  on  to  point 

out  that  these  advertisers  "spent 
an  amount  equal  to  what  has  been 
spent  on  the  average  during  the  last 
three  years,  which  is  very  satis- 

factory." Furthermore  he  pointed 
out  these  advertisers  are  will- 

ing to  cooperate  with  the  Govern- 
ment informational  program  in  the 

Latin  American  republics  in  con- 
nection with  the  preparation  of 

their  advertising. 
Late  in  May,  Secretary  Morgen- 

thau  stated  the  Treasury's  position 
on  domestic  advertising  making  it 
clear  that  normal  expenditures 
were  entii'ely  permissible  expenses 
and  that  there  was  no  intention  of 
excluding  institutional  or  goodwill 
advertising  by  firms  given  over  in 
whole  or  part  to  war  production 
[Broadcasting,  June  1,  1942].  Re- 

cently Guy  T.  Helvering,  Commis- 
sioner of  Internal  Revenue,  reaf- 
firmed these  principles  [Broad- 

casting, Oct.  5,  1942]. 
Similar  principles  were  laid  down 

by  Donald  M.  Nelson  to  cover  ad- 
vertising costs  involved  in  the  re- 

negotiation of  war  contracts.  For- 
mal restatement  of  this  policy  gov- 

erning  allowable   advertising  ex- 

RADIO 

STATION 

REPRESENTATIVES 

offices 

MONTREAL  •  WINNIPEG 
TORONTO 

RADIO'S  WARTIME  JOB  occupied  attention  of  this  group  during  Holly- 
wood conferences  on  Oct.  6,  when  they  discussed  the  Christmas  Eve 

world-wide  broadcast  of  Command  Performance.  Informal  discussers  are 

(1  to  r),  Robert  C.  Coleson,  West  Coast  director.  Radio  Branch,  Bureau 
of  Public  Relations  of  the  War  Dept.;  Donald  W.  Thornburgh,  CBS  West 

Coast  vice-president;  Don  E.  Oilman,  BLUE  Western  division  vice-presi- 
dent- Sidney  N.  Strotz,  NBC  Western  division  vice-president;  Lieut.- 

Col  Ed  Kirby,  Chief  of  the  Radio  Branch,  War  Dept.  Bureau  of  Public 
Relations;  Lewis  Allen  Weiss,  vice-president  and  general  manager  of Don  Lee  Broadcasting  System. 

penditures  by  companies  engaged 
in  war  contracts  was  voiced  by 

Robert  P.  Patterson,  Under-Secre- 
tary of  War  at  his  press  conference 

last  Thursday  when  he  cited  WPB 

Chief  Donald  M.  Nelson's  letter  of 

policy  for  price  adjustment  agen- 
cies in  the  renegotiation  of  con- 

tracts [Broadcasting,  Oct.  5].  _ 

As  already  reported,  the  guid- 

ing principle  in  advertising  ex- 
penditures is  the  test  of  whether 

such  expenditures  are  ordinary  and 
necessary  and  bear  a  reasonable 

relationship  to  the  company's  busi- ness activities.  This  policy  governs 

the  price  adjustment  boards  of  the 
War  and  Navy  Depts.  and  the 
Maritime  Commission. 

When  price  adjustment  boards 
review  the  profits  of  war  con- 

tractors they  will  examine  ad- 
vertising expenditures  and  allow  a 

reasonable  expenditure  within  the 
definition  announced  by  Treasury 

Secretary  Morgenthau  [Broad- casting, June  1].  When  a  fixed 
price  contract  is  being  negotiated, 

field  procurement  oflScers  often  re- 
quest a  breakdown  of  costs.  In 

such  cases,  manufacturers  should 
include  advertising  expenditures  in 
overhead  rather  than  as  a  separate 
cost  item,  since  it  is  not  practical 
to  determine  exactly  what  part  of 
advertising  expenditures  should  be 

charged  against  a  particular  con- 
tract, it  was  said. 

Mr.  Nelson  has  pointed  out  that 
no  set  formula  can  be  imposed  to 

govern  all  cases  and  that  in  gen- eral the  rule  of  reason  must  apply 
in  each  individual  case. 

in  the  Thick  of 

WAR 

Spending 

Represented  bjf  SPOT  SALES  Inc. 

Army  Radio  Plans 
Outlined  by  Kirby 

Tells  Hollywood  of  Christmas 

Program;  Addresses  Writers 
FULL  COOPERATION  with  the 

Office  of  War  Information's  plan for  a  worldwide  Christmas  eve 

broadcast  of  Command  Perform- 
ance was  assured  by  executives  of 

the  Hollywood  "Victory  Committee on  Oct.  6  following  meetings  with 
Lt.  Col.  Ed  Kirby,  chief  of  the  radio 

branch  of  the  War  Dept.'s  Bureau of  Public  Relations. 

Program,  heretofore  transcribed 
and  shortwaved  to  the  armed  forces 
abroad,  will  be  carried  live  over  the 
four  major  networks  and  released 
to  every  independent  station  in  the 
country  as  well  as  CBC  and  BBC. 
In  addition  transcribed  versions 
will  be  rebroadcast  to  armed  forces 
overseas  throughout  Christmas 
Day. 

Running  from  one  to  two  hours 
the  program  will  carry  a  special 
message  by  President  Roosevelt. 
Major  portion  of  the  broadcast  is  to 
originate  from  Hollywood,  with 
pickups  from  New  York  as  well  as 
Washington.  Working  with  Glenn 
Wheaton  and  Cal  Kuhl,  producers 
of  the  series,  the  HVC  is  lining  up 

top  radio  and  film  talent  for  the 
Christmas  program.  Norman  Pana 
ma  and  Melvin  Frank,  regularly 

assigned  to  that  show,  will  write the  script. 

Lt.  Col.  Kirby  was  primarily  in 
Hollywood  to  line  up  broadcast  de 
tails  for  the  show.  In  addition  con- 

ferences were  held  with  Robert 
Coleson,  West  Coast  director  of  the 
War  Dept.  radio  branch;  Nat 
Wolff,  deputy  chief  of  the  OWI,  and network  executives. 

Writers  Get  Tips 

Outlining  radio  writers  wartime 

job  of  personalizing  that  conflici 
for  every  listening  individual,  Lt 

Col.  Kirby,  presented  basic  points 
to  be  used  as  a  yardstick  for  future 
war  radio  shows  when  he  addressee 

members  of  the  Hollywood  Radi(  ST 

Writers  Guild  at  the  Roosevelf  ' 
Hotel,  that  city,  on  Oct.  7. 
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CL4^SSIFIED 

Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  week  preceding  issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, Washington,  D.  C. 

Help  Wanted 

Radio  Technicians — If  you  are  in  3A  or 4F  or  otherwise  draft  deferred  and  feel 
that  your  present  work  can  be  foregone 
for  the  duration  in  favor  of  radio  as- 

sembly in  a  prominent  middle-western 
radio  manufacturing  plant  making  trans- 

mitting equipment  for  the  armed  forces, 
write  giving  your  qualifications,  draft 
status,  citizenship  and  two  or  three  pre- 

vious employers.  If  qualified  can  give 
employment  starting  November  first  or 
sooner.  State  salary  desired.  All  infor- 

mation kept  strictly  confidential.  Box 
925,  BROADCASTING. 

Engineer — Excellent  opportunity.  Air  mail 
or  telephone  information  regarding  self. 
KTRI,  Sioux  City,  Iowa. 

Assistant  Chief  Engineer — Position  open 
October  11th,  progressive  Southern  (250 
watt  RCA  equipped)  station.  Living 
quarters  at  transmitter.  Second  class  li- 

cense holder  or  better  will  be  considered. 
WCBI,  Columbus,  Mississippi. 

Midwest  Lpcal — Wants  first  c'ass  operator. Average  pay  $42.00  per  week.  Box  923, 
BROADCASTING. 

Combination   announcer-operator   wanted — 
Unusual  opportunity.  Give  draft  status, 
starting  salary  requirement.  Send  voice 
recording  if  possible.  Box  926,  BROAD- CASTING. 

Want  Two  Combination  Men — With  first 
class  license  for  progressive  Florida  sta- 

tion. Write  air  mail  giving  your  qualifi- 
cations, reference,  salary  requirements 

and  state  draft  status.  Positions  perma- 
nent.  Box  932,  BROADCASTING. 

WESTERN  STATION  WANTS  —  Experi- 
enced  combination  operator-announcer 
who  can  read  news  and  write  copy.  Send 
qualifications,  snap-shot  and  recording 
of  voice  reading  news  and  commercial 
copy.  Fly-by-nights  please  don't  apply. Desire  person  who  wants  permanent 
position.  Box  928,  BROADCASTING. 

Combination    Announcer-Operator  Wanted 
— Excellent  announcer  with  first  class 
operator's  license.  Must  be  qualified  news- caster. Submit  transcription  of  news- 

cast and  commercials  with  application. 
KSEI,  Pocatello,  Idaho. 

Midwest  Local — Wants  combination  An- 
nouncer Engineer,  with  first  class  phone 

license.  Average  weekly  pay  Forty  Five 
Dollars  Forty  Five  Cents.  Box  922, BROADCASTING. 

Have  an  immediate  opening — For  time 
salesman  with  proven  record  to  sell 
retail  accounts.  State  sales  qualifica- 

tions,  draft  status  and   starting  salary 
.  expected.  Write  Commercial  Manager, 

WMC,  Memphis,  Tennessee. 

Situations  Wanted 

EXPERIENCED  ANNOUNCER—Specialty, 
sports:  football,  baseball,  basketball. 
News,  commercials,  record  programs. 
Draft  status,  4F.  Salary,  $40.  Box  918, BROADCASTING. 

SALESMAN — Four    years    with  network 
•    stations.     Excellent     references.  Draft 

exempt.  Box  930,  BROADCASTING. 

First  Class  Operator — Age  24,  draft  de- 
ferred, desires  position  as  Chief  Engineer 

with  local  channel  station.  Box  921, BROADCASTING. 

PROGRAM  DIRECTOR— Capable,  efficient, 
10  years'  experience  all  phases.  New, practical  saleable  ideas.  Now  employed 
Midwest  network  key.  3A.  Box  931 BROADCASTING. 

STARTING  ANNOUNCER  —  Ambitious— 
23 — 3A.  Radio  training  and  dramatic 
background.  Transcription  on  request. 
Will  go  anywhere.  Jerry  Oilman,  521 
Brompton,  Chicago,  Illinois. 

Situations  Wanted  (Cont'd) 
EXPERIENCED  RADIO  WOMAN— Pro- 

gram director,  traffic,  continuity,  work 
board,  straight  announcing.  Good  radio 
personality.  Department  store  shows, 
specializing  in  interviews.  Ad  lib.  Now 
employed.  Desires  position  of  responsi- bility. Box  933,  BROADCASTING. 

SALESMAN— $40,000  net  building  last  year 
on  local  station.  Wants  to  make  money 
with  an  aggressive  Central  Mid-West 
station.  Six  years'  experience  local  and regional  sales.  3A.  Excellent  record.  Box 
920,  BROADCASTING. 

CHIEF  ENGINEER— Start  $75  weekly.  No 
operating  but  requires  suitable  experi- 

ence to  supervise  operation,  mainte- 
nance Western  Electric  405-B-l  five  kilo- 
watt transmitter,  directional  antenna. 

Give  full  details  experience,  qualifica- 
tions, draft  status.  Gene  O'Fallon, KFEL.  Denver. 

Program  Director's  Assistant — Young  girl with  two-year  script-writing,  broadcast- 
ing, production  experience.  College-sec- retarial training.  Box  936,  BROAD- CASTING. 

Continuity  and  Script  Writer . —  College graduate,  26,  draft  exempt.  Program, 
production  experience.  Box  934,  BROAD- CASTING. 

Announcer — College,  25,  draft  exempt, 
news,  music  experience.  Will  send  photo, 
record.  Box  935,  BROADCASTING. 

Wanted  to  Buy 

WANTED — Copper  ground  wire ;  %  inch 
Coaxial  line  Number  6  stranded  copper; 
RCA  open  wire  line  brackets.  Box  929, BROADCASTING. 

Professional,  late  model  Presto — Or  other 
portable  recording  apparatus,  complete 
with  amplifier.  Give  full  particulars  and 
ouick  cash  price.  Records — Box  1000, Newark,  New  Jersey. 

Radio  T'>wer— From  175  to  200  feet.  Box 
919,  BROADCASTING. 

For  Sale 

Radio  equipment — Suitable  for  5  kw.  trans- 
mission. Any  parts  or  whole  set-up.  Box 

927,  BROADCASTING. 

SMALL  STATION— Good  community,  full 
time,  must  sell,  cheap  for  cash,  Myrl 
Jones,  Benson  Box,  Omaha,  Nebraska. 

BROADCASTING  EQUIPMENT  FOR 
SALE— Complete  250  watt  RCA  transmit- 

ter. Two  sets  of  tubes,  150  ft.  tower  and 
incidental  equipment.  Cost  $7,700.  Write 
for  details.  Dan  True,  Hennessy.  Co., 
Butte,  Montana. 

Because  of  illness — And  other  business  de- mands a  well  established  and  successful 
250W  local  in  rich  midwest  area  is  of- 

fered for  sale.  Station  is  doing  very  good 
commerically  so  this  is  an  unusual  offer. 
All  replies  must  include  evidence  of 
financial  responsibility.  Box  924,  BROAD- 
CASTING. 

All  New  Broadcast  Equipment — 15y8-in. 
90-degree  copper  junction  boxes,  and 
4%-in.  pressure  gauges,  for  gas  system. 
W.E.  #'279A  panel,  for  use  with  #300A reproducer  panel.  2W.E.  #221A  jack 
mountings.  Jensen  Mt-8  ST  559  speaker. 
3  GB  720A  floor  stands.  721A  banquet 
stand.  4  #722A  desk  stands.  2  #'5A W.E.  reproducer  arms,  for  use  with 
#  9A  head.  Webster  portable  music 
player  #2696.  1  type  CRJ  52  high 
fidelity  speaker.  General  Radio  #731B 
modulation  monitor,  with  tubes.  5 
#3000  speakers.  250  ft.  KS7133  micro- 

phone cordage.  12  Hubbell  23005  Micro- 
phone cord  plugs.  12  Hubbell  23000 

microphone  wall  receptacles.  For  im- 
mediate shipment,  write  The  Sun-Demo- 

crat, Paducah,  Kentucky. 

Women's  League  Discs 
Sent   to    600  Stations 

QUARTER-HOUR  disc  show, 
Popular  Suicide,  prepared  by  the 
National  League  of  Women  Voters, 
will  be  sent  to  some  600  radio  sta- 

tions in  the  U.  S.  during  October. 
Written  and  produced  in  the  na- 

tion's capital  by  Sylvia  Milrod, 
director  of  Victory  programs  for 
WINX,  Washington,  it  is  an  un- 
partisan  appeal  to  elect  only  the 
best  Congressmen  to  lead  the  na- 

tion through  the  present  crisis. 
Program  directors,  special  features 
directors  and  station  managers 
have  reacted  favorably.  One  politi- 

cal candidate  for  Congress  liked 
the  script  so  well  that  he  wrote  for 
permission  to  use  it  in  his  cam- 

paign. 
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The  Branham Coinpan>' Song  for  Mutual 
JACK  STERN,  arranger  of  music, 
and  Jimmy  Woodworth,  music  libra- 

rian, of  WHK-WCLE,  Cleveland,  have 
written  a  popular  song  dedicated  to 
MBS  in  honor  of  the  station's  fulltime affiliation  with  that  network.  Titled, 
"It's  Mutual",  the  tune  received  its 
debut  on  the  special  MBS  program 
celebrating  the  new  membership,  and 
the  network's  eighth  anniversary,  Sept. 28. 

SELL  ARIZONA 

PHOENIX 

CBS 

fh»  Covaragm" Alfiliata  Statian  WLS  Chicaio 

PROFESSIONAL 

DIRECTORY 

Jansky  &.  Bailey An  Organization  of 
Qualified  Radio  Engineers 

Dedicated  to  the 
SERVICE  OF  BROADCASTING 

National  Press  Bldg.,  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  Bldg.        Dl.  1205 
Washington,  D.  C. 

PAUL  F  GODLEY 

COA/SUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 

MO  2-7859 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

GEORGE   C.  DAVIS 

Consulting  Radio  Engineer 
Munsey  Bldg.  District  8456 

Washington,  D.  C. 

CLIFFORD  YEWDALL 
Empire  State  Bldg. 
NEW  YORY  CITY 

An  Accounting  Service 
Particularly  Adapted  to  Radio 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Communications,  Inc. 
66  Broad  St.,  New  York,  N.Y. 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
Silver  Spring,  Md. 
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Court  Reserves  Monoply  Case  Decision 

HearingCompleted 

During  3-Hour 
Session 

By  BRUCE  ROBERTSON 
THE  THREE-JUDGE  statutory 
Federal  Court  reserved  decision  on 
the  pleas  of  CBS  and  NBC  for  a 
temporary  injunction  to  restrain 
the  FCC  from  putting  into  effect 
its  promulgated  network-monopoly 
rules  and  the  counter  petition  of 
the  Commission  for  summary  judg- 

ment dismissal  of  the  networks' 
suits,  following  a  hearing  in  New 
York  last  Thursday.  Hearings  had 
been  scheduled  to  run  for  two  af- 

ternoons, but  following  the  sug- 
gestion of  the  court,  argument  was 

curtailed  and  the  hearing  was  com- 
pleted in  a  single  three-hour  ses- 

sion. 
The  court  comprised  the  same 

panel  of  judges  which  seven  months 
ago  [Broadcasting,  March  2]  had 
held  by  a  two-to-one  vote  that  it 
had  no  jurisdiction  to  rule  on  the 
validity  of  the  FCC  regulations,  a 
decision  which  was  appealed  by 
NBC  and  CBS  and  reversed  by  the 
United  States  Supreme  Court, 
which  sent  the  case  back  to  the 
lower  court  for  hearings  [BROAD- 

CASTING, June  8].  Circuit  Judge 
Learned  Hand  presided,  with  Dis- 

trict Judges  Henry  W.  Goddard 
and  John  Bright,  whose  minority 
contention  that  this  court  did  have 
jurisdiction  over  the  subject  was 
sustained  by  the  Supreme  Court, 
also  on  the  bench. 

Speed-up  in  the  proceedings  ne- 
cessitated some  on-the-spot  revi- 

sion of  argument  by  counsel,  but 
they  unanimously  submitted  to  the 
obvious  desire  of  the  court  to  wind 
up  the  hearings  in  a  single  session, 
despite  the  court's  withdrawal  of 
its  suggestion  to  that  effect  when 
it  learned  that  extensive  argu- 

ments had  been  prepared  in  ad- 
vance. MBS  Counsel  Louis  G.  Cald- 

well, who  had  expected  to  appear 
last  and  to  rebut  the  arguments  of 
NBC  and  CBS,  was  especially  hard 
hit,  as  the  court  ordered  him  to 
follow  the  opening  arguments  of 
FCC  General  Counsel  Charles  R. 
Denny,  Jr.,  if  he  was  to  speak  at 
all. 
Argument  concentrated  on  the 

petitions  of  the  FCC  that  summary 
judgment  was  the  proper  procedure 
in  this  case  and  that  if  the  court 
should  grant  an  injunction  that  it 
be  limited  to  only  one  of  the  eight 
rules,  that  dealing  with  network 
options  on  station  time,  which  the 
Commission  argued  was  really  the 
only  point  still  debated  by  the  net- 

works. Both  of  these  petitions  were 
vigorously  opposed  by  counsel  for 
CBS  and  NBC,  with  MBS  arguing 
on  the  side  of  the  FCC.  Running 
summary  of  the  argument  follows: 

Mr.  Denny,  replacing  Telford 
Taylor,  now  on  duty  as  a  major 
in  the  Army,  as  FCC  counsel,  in 
urging    summary    judgment  dis- 

missal of  the  NBC  and  CBS  pleas 
for  a  temporary  injunction  re- 

straining the  FCC  from  putting  its 
rules  into  effect,  argued  the  Com- 

munications Act  cloaks  the  Com- 
mission with  the  authority  to  pro- 

mulgate the  speical  rules.  These 
rules  are  reasonable  and  therefore 
should  be  made  effective  as  soon  as 

possible,  he  said.  He  further  re- 
quested that  if  the  court  did  see  fit 

to  grant  an  injunction  that  this  be 
limited  to  Regulation  3.104,  dealing 
with  network  options  on  station 
time. 

Briefly  reviewing  the  eight  new 
regulations  for  stations  engaged  in 
network  broadcasting,  Mr.  Denny 
said  that  3.101,  regarding  exclu- 

sivity of  affiliation,  was  designed 
to  prevent  the  requirement  that  to 
secure  network  affiliation  a  station 
must  agree  to  take  no  programs 
from  other  networks,  the  FCC 
deeming  this  as  not  in  the  public 
interest.  CBS  has  always  had  an 
exclusivity  rule,  he  declared,  while 
NBC  adopted  one  in  1936,  when 
some  NBC  stations  first  began  to 
take  programs  from  Mutual.  NBC 
dropped  this  rule  last  year,  he  said, 
so  NBC  can't  complain  on  this 
point  and  CBS  must  show  how  it 
can  be  irreparably  damaged  by  a 
practice  which  the  other  three 
major  networks  now  operate  suc- 

cessfully without. 
Rule  3.102,  on  territorial  ex- 

clusivity, Mr.  Denny  explained, 
is  just  the  reverse  of  3.101,  as  it 
binds  the  network  not  to  give  its 
programs  to  any  other  station  than 
the  affiliate  in  the  affiliate's  ter- 

ritory. When  this  serves  merely  to 
prevent  duplication  of  programs, 
he  said,  it  is  not  objectionable,  but 
when,  as  in  the  case  of  the  Don 
Lee  Network  with  MBS  programs, 
it  prevents  Coast  audiences  from 
hearing  Mutual  shows  not  carried 
by  Don  Lee,  it  is  not  in  the  public 
interest. 
By  Rule  3.103  the  FCC  would 

limit  the  term  of  network  affilia- 
tion contracts  to  two  years,  same 

length  of  time  as  the  station  is  li- 
censed by  the  FCC.  Five-year  con- 
tracts, of  which  there  are  many,  he 

said,  are  too  long,  as  in  that  time 
either  the  service  offered  by  a  net- 

work or  the  needs  of  a  station  may 
be  completely  changed. 

Rule  3.104  would  limit  network 
option  of  station  time  and  would 
make  even  these  limited  options 
non-exclusive  as  against  other  net- 

works, also  increasing  from  28  to 
56  days  the  time  a  station  must  be 
given  to  cancel  local  programs  to 
clear  time  for  network  shows  when 
the  option  is  taken  up.  He  said 
that  the  time  options  worked  a 
hardship  on  MBS,  as  when  it  had 
cleared  the  exclusive  affiliation 
hurdle  its  programs  could  always 
be  thrown  off  stations  which  had 
optioned  their  time  to  another  net- work. 

Right  to  Reject 

The  right  of  a  station  to  reject 
network  programs.  Rule  3.105, 
should  cause  no  complaints  from 
networks,  he  said,  stating  that  CBS 
had  described  the  FCC  promulgated 
requirements  as  about  the  same  as 
those  estimated  by  CBS  itself. 

Rule  3.106  restricts  network 
ownership  of  stations  to  avoid  the 
use  of  such  ownership  to  restrain 
competition,  which  would  not  be  in 
the  public  interest,  he  stated. 

Rule  3.107,  banning  operation  of 
two  networks  by  a  single  organiza- 

tion, has  been  suspended,  Mr. 
Denny  said,  following  the  separa- 

tion of  the  BLUE  Network  from 
NBC. 

The  final  rule,  3.108,  forbids  net- 
work control  of  station  rates.  Mr. 

Denny  said  that  NBC  had  cancelled 
its  former  requirement  that  no  sta- 

tion charge  less  for  spot  business 
than  its  network  rate,  even  though 
the  time  might  reasonably  be  sold 
for  less  since  no  line  charges,  a 

Drawn  for  Broadcasting  by  Sid  Hix 
"He  Can't  Get  Over  the  Time  He  Was  Televised  as  Hamlet!" 

major  part  of  network  costs,  are involved. 

The  guiding  standard  of  the 
FCC,  he  said,  is  "public  interest, 
convenience  and  necessity,"  which, 
he  added,  the  Commisison  believes 
sufficiently  broad  to  cover  its  en- 

deavors to  limit  the  transfer  of  sta- 
tion control  to  a  non-licensee.  Three 

basic  FCC  principles  are,  he  said, 

that  the  responsibility  for  running- a  station  rests  with  the  licensee  and 
cannot  be  turned  over  to  anyone 
else,  that  undue  concentration  of 
control  should  be  prevented  and 
that  a  reasonable  amount  of  compe- 

tition between  stations  should  be 

preserved. He  asked  that  the  court  allow  no- 
further  presentation  of  factual 
argument,  stating  that  with  the 
voluminous  testimony  presented 
during  the  lengthy  hearings  con- 

ducted by  the  FCC  at  its  disposal, 
plus  previous  oral  argument  and 
the  briefs  filed  by  all  parties,  the 
court  has  all  the  evidence  needed 
as  a  basis  for  its  decision. 

Mr..  Caldwell,  MBS  counsel,  also 
urged  the  court  to  dismiss  the  CBS 
and  NBC  requests  for  an  injunc- 

tion or,  if  any  be  granted,  that  it 
be  limited  to  Rule  3.104.  He  cited 
a  case  in  which  NBC,  by  exercis- 

ing its  options  on  the  time  of  11 
stations  on  which  MBS  had  a  pro- 

gram, had  caused  the  switch  of 
that  program  to  the  BLUE  Net- 

work, with  a  resultant  loss  of  the 
business  by  the  network  of  77 
MBS  stations  which  originally  car- 

ried the  program.  Threats  of  simi- 
lar action,  he  stated,  had  caused 

Time  Inc.  to  place  its  program  on 
the  BLUE  instead  of  MBS. 

MBS  Argument 

Stating  that  these  were  only  two 
out  of  10  or  more  such  cases,  Mr. 
Caldwell  said  that  in  the  entire 
country  there  are  only  36  cities 
with  four  or  more  fulltime  stations 
and  that  in  15  of  these  cities  the 
fourth  station  is  too  low-powered 
to  be  an  acceptable  network  outlet. 
Under  such  conditions,  he  declared, 
the  operation  of  a  fourth  network 
is  extremely  difficult  and  that  MBS 
has  been  able  to  survive  only  be- 

cause it  offers  its  affiliates  relative 
freedom  from  centralized  control 

and  a  sounder  basis  of  compensa- 
(Continued  on  page  53) 

Swift  Adds  to  Hookup 

SWIFT  AND  Co.,  Chicago  (meat 

products),  sponsors  of  a  quarter- hour  of  the  Blue  Breakfast  Club 
Thursdays  Fridays  And  Saturdays 
at  9:30-9:45  a.m.  starting  Nov.  3 
will  add  Tusdays  and  Wednesdays 
at  the  same  period.  miSultaneously 
the  station  list  will  be  increased 
from  87  to  the  full  network  of 
143  BLUE  Stations.  Breakfast 
Club  is  also  sponsored  on  Fridays 
and  Saturdays  at  9:45-10  a.m.  by 
Cream  of  Wheat  Corp.,  Minne- 

apolis through  BBDO  Minneapolis. 
Agency  for  Swift  is  J.  Walter 
Thompson  Co.  Chicago. 

Page  58  •  October  12,  1942 BROADCASTING  •  Broadcast  Advertising 



8»f 

\.  Stores 

Ohio. 

No.  3  OF  A 
SERIES  — WHAT 
THE  MEN  WHO 
MOVE  YOUR 
MERCHANDISE 
THINK  ABOUT 
WARTIME 

ADVERTISING 

Those  who  are  in  ihe  business  of  mer- 
chandising food  products  find  il  hard  to 

understand  why  some  manufacturers  feel 

they  should  discontinue  all  of  their 
advertising  simply  because  the  war  has 
brought  about  shortages  in  some  lines  of 
merchandise. 

"If  the  principles  of  advertising  in  nor- 
mal times  are  sound,  then  war  does  not 

affect  these  principles.  Thus  they  are 
sound  in  abnormal  times,  such  as  war. 

"Of  course  the  future  is  uncertain  .  .  . 
for  all  of  us.  But  the  safest  bet  that  any 
manufacturer  can  make  is  that  he  will  be 

in  business  after  the  war  is  over.  There- 

fore, he  should  by  all  means  continue  to 
advertise,  to  protect  his  investment  in 

good  will,  built  up  at  great  cost  in  money 
and  hard  work. 

"This  will  save  sales  that  otherwise  might 
be  lost  altogether  .  .  .  for  as  long  as 

nationally  advertised  merchandise  is 

available,  consumers  prefer  it  to  un- 
known brands. 

"And  it  will  also  help  the  dealer  keep  the 
soul  and  body  of  his  business  together. 

If  he  doesn't  get  this  help,  manufacturers 
may  as  well  figure  on  an  uphill  job  when 
ihey  start  producing  consumer  goods  in 
abundance  again.  The  experience  of 
advertisers  in  the  last  war  proved  that 

the  cost  of  continuing  on  a  reasonable 
basis  is  only  a  small  fraction  of  what  it 

will  lake  to  'beat  back'." 

THE     NATION'S     MOST     MERCHANDISE-ABLE  STATION 



A  NEW  ELECTRONIC  SUN! 

The  famous  RCA  Electron  Microscope  has  a  new 

attachment — a  diffraction  camera,  so  that  man's 
eye  can  see  the  enormously  magnified  structure  of 
an  infinitesimal  object  and  actually  determine  its 
atomic  design. 

The  atoms  are  not  seen  but  the  new  adapter 
finds  out  where  they  are.  The  revealing  picture 
looks  like  the  midnight  sun.  But  in  reality  this  is 
not  a  picture  of  anything.  It  is  the  spirit  of  the 

crystal  structure — an  assembly  of  complex  clues 
from  which  the  mathematical  detective  can  deter- 

mine how  the  atoms  take  their  orderly  arrange- 
ments in  various  substances. 

Scientists  call  the  picture  a  diffraction  pat- 
tern— a  pattern  from  electrons,  which  found 

their  way  through  the  crystal  lattice  —  that  invis- 
ible, exquisite  arrangement  of  atoms  which  nature 

fashions  from  humble  table  salt  to  the  lordly 
diamond.  It  is  a  set  of  concentric  circles,  some 

diffuse,  others  sharp.  From  the  dimensions  of  the 
circles  and  the  intensities,  the  arrangement  of  the 
atoms  in  the  material  is  determined,  so  that  the 

crystal  structure  can  be  identified  and  analyzed. 

Thus,  RCA  Laboratories  open  new  and 
unseen  worlds  for  exploration  as  the  Electron 

Microscope  coupled  with  the  new  diffraction 

camera  sees  deeply  into  electronic  and  submicro- 

scopic  realms. 

BUY  U.  S.  WAR  BONDS  EVERY  PAYDAY! 

RCA  LABORATORIES 
PIONEER  IN  RADIO,  ELECTRONICS,  TELEVISION 

A  Service  of  the  Radio  Corporation  of  America  •  RCA  Building,  New  York,  N.  Y. 

Other  Services  of  RCA :  RCA  Manufacturing  Company,  Inc.    •    National  Broadcasting  Company,  Inc. 
R.  C.  A.  Communications,  Inc.  •  Blue  Network  Company,  Inc.  •  Radiomarine  Corporation  of  America  •  RCA  Institutes,  Inc. 
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The  Weekly. 
Newsmag] 
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1.  THIS  HAPPY  SKETCH  REPRESENTS: 

(a)  a  famous  WOR  personality 

(b)  a  scene  commemorating  Oct.  19th 

(c)  a  seaboard  state 

(d)  person  whose  first  name  begins 

with  "M" 

Here's  a  quj^ 

that's  a  Whi. 

A.  ''''T\e  an  Army  tailor 
(a)  training  t^D  be  ̂ ^^^^.^g,adio 

(b)  deroonstr
atmg  <* 

success  show 

mi 

(b)  age  of  inarket 

CO)  important  new  rad^^^^ 

(d)  key  people  
every 

reach 
Here's  another  WOR  ad  that's  fun  to  read 
and  fa<'t-full,  too.  See  how  up-to-date  you  are. 

WSWER^  ON  PAGE  51 

that  power-full 
station 

WOR 

at  1440  Broadway,  in  New  York 



September  5 "      program  Director 

1^  qaffordi  fr"&^ 
«r.  Harold  3«^'_^l3  , 

^il--  rXs-  
Bouxevar. 

^cScalo.  lUlnolB  ^^^^^ 

on  behalf  ly^^ur'many  oontj^^^f,       ,,,end  on 
,  to  tbanK  you  '^°'[o^gh  you  iiere  uiia 
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--4"reri- very  truly, for  thevr  spxe  ^^^^^  ,ery  ..^^clATIOH 

IllVnolB  tail"
 

".  .  .  thanks  again  to  Prairie  Farmer-WLS 
for  their  splendid  cooperation,"  says  the  sec- 

retary o-f  the  Illinois  Farm  Sports  Festival. 

\t  One  el  the  ̂omiLj^  in  tUidmsl  dmeUea! 

9^ 

To  GIVE  eager  listeners  in  Midwest  America  "box  seats"  at  the 
annual  Illinois  Farm  Sports  Festival  and  like  important  farm 

events,  WLS  microphones  and  staff  are  always  on  hand.  The  friendly, 

neighborly  cooperation  WLS  gives  Midwest  organizations  and  our 

interesting,  authoritative  broadcasts  carry  WLS  into  the  heart  of  the 

thousands  of  Midwest  America  homes.  That's  one  of  the  very  good 
reasons  why  WLS  Gets  Results! 

represented  by 

John  Blair  &  Company 

CHICAGO 

8  90  KILOCYCLES 

50,000  WATTS BLUE  NETWORK 

PRAIRIE 
FARMER 

STATION 

BtrKRiDCK  U.  Butler 
President 

Glenn  Snydeh Manager 

MANAGEMENT  AFFILIATED  WITH  KOY,-PHOENIX,  AND  THE  ARIZONA  NETWORX  —  KOY  PHOENIX   *   KTUC  TUCSON   *    KSUN  BISBEE-LOWELL 



The  three  big  guns  in  radio  advertising  are 

coverage,  programs  and  rate  .  .  .  coverage  to 

make  the  listeners  available  .  .  .  programs  to 

hold  them  .  .  .  and  a  rate  low  enough  so  that 

you  can  reach  them  frequently  and  consistently. 

WDRC  gives  you  this  winning  combination 

in  Connecticut's  Major  Market.  WDRC  is 

Connecticut's  Basic  CBS  Station... with  a  solid 

schedule  of  blue-ribbon  programs  day  and 

night  .  .  .  and  with  one  uniform  rate  for  na- 

tional, regional  and  local  advertisers  .  .  .  the 

same  rate  for  everybody,  a  bargain  for  all! 

Use  WDRC  to  do  a  big  job  at  a  low  cost  in 

this  important  market. 

BASIC  CBS  fOn  CONNECTICUT 

WDRC 

CONNECTICUT'S  PIONEER  BROADCASTER 

Published  every  Monday,  53rd  issue  (Year  Book  Number)  published  in  February  by  Broadcasting  Publications,  Inc.,  870  National  Press  Building,  Washington,  D.  C.  Entered  as 
second  class  matter  March  14,  1933,  at  the  Post  Office  at  Washington,  D,  C.,  under  act  of  March  3,  1879. 
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IS  YOUR 

_  BEST  BET! 

SINCE  APRIL  1940  —  V/ashington  area  population 
has  increased  315,000  (now 

approximately  1,225,000.) 
SINCE  SEPT,  1938  —  No  rate  increase  for  WOL 

national  advertisers! 
NUf  S£D.'  WOi  BELONGS  ON  YOUR  SCHEDULE  NOW  I 

Get  the  Facts  Irom  WOL  —  Washin{ton,  D.  C.  —  Aflilijied  witli  MUTUAL  BROADCASTING  SYSTEM 

z 
-k     SPOT  SALES,  INC-Notl.  Rep.,  New  York,  Chicago,  Son  Francisco     ic  if 

A 
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ONE  OF  A  SERIES   PRESENTING  THE  MEN   WHO   MAKE  FREE  &  PETERS  SERVICE 

■^■liilli!^ 

:iiiijh''il: 

lliliiiiiiil  i 

■Bl 

IIIIB 

'■I  ■llll 

Order  in  the 

eonrtl-it's 

Shermai  R.  Bariett! 

Take  a  look  at  that  suspiciously  innocent 
phiz  above,  ladies  and  gents,  and  we  think 

you'll  immediately  see  through  to  the  truth. 
Yes,  Sherm  Barnett  is  a  lawyer.  After  fifteen 

highly  successful  years  of  law  practice  and 
management,  he  has  come  to  us  as  our 
general  business  administrator.  Sherm  will 
have  no  duties  outside  our  own  offices.  But 

thanks  to  his  capable  help  in  iliis  oi-ganiza- 
tion,  all  the  rest  of  us  will  now  be  able  to 

devote  our  full  time  to  serving  you  and 

your  organization! 

This  appointment,  by  the  way,  re-emphasizes 
a  point  which  has  been  in  our  philosophy 

always — that  the  best  way  to  build  a  success- 

ful organization  here  is  to  go  out  and  get 
successful  men  to  help  us  grow.  In  building 
our  own  company,  as  in  building  the  list  of 
stations  we  represent,  we  have  always  gone 
on  the  conviction  that  good  personnel  is  the 

key  to  everyproblem  and  the  answer  to  every 

difficulty.  And  that's  the  way  it  has  workedout. 
Yes,  the  War  has  taken  some  of  our  good 
men,  and  we  are  proud  they  are  serving  in 
the  armed  forces.  But  in  replacing  them 

you  may  be  sure  that  we  are  not  lowering 
our  standards  by  even  so  much  as  one  hair. 
That  is  another  reason  we  shall  continue 

to  grow,  here  in  this  pioneer  group  of 
radio-station  representatives. 

Four  years,  Dartmoutli  College  (B.  S.) 

Three  vears.  Northwestern  University  Law School  (J.D.) 

Three  years,  Cassels,  Potter  &  Bentley 

Twelve  years,  Barnett  &  Trumiui 
Free  &  Peters  (Chicago  Office)  since  Sept.  19  12 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WKBW  BUFFALO 
WJWC     .    .  CHICAGO-HAMMOND 
WCKY  CINCINNATI 
KDAL  DULUTH 
WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO  .KALAMAZOO-GRAND  RAPIDS KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN      .    .  MINNEAPOLIS-ST.  PAUL WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBL  SYRACUSE 

.  .  .  IOWA  .  .  . 
WHO  DES  MOINES 
woe  DAVENPORT 
KMA  SHENANDOAH 

.  .  .  SOUTHEAST  .  .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  .  .  . 
KOB  ALBUQUERQUE 
KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  .  . 
KARM   FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX,  Inc. 

Free  &  Peters,  iic 

Pioneer  Radio  Station  Representatives 
Since  May,  J0?2  ■*- 

CHICAGO:  i8o N.  Michigan  f*EW  YORK.:  247  Park  Ace.  SAN  FRANCISCO:  r/i  5////fr  HOLLYWOOD:.! 512  N.  Gor*^o«  ATLAHT A.:  322  Palmer  Bldg. 
Franklin  6373  Plaza  5-4131  Sutter  4353  Gladstone  3949  Main  5667 
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Board  Action  Averts  NAB  Reorganization 

Miller  Retained  in  Presidential  Post; 

ABA  to  Survey  Industry  Reaction 

By  SOL  TAISHOFF 

THREAT  of  another  upheaval  in  the  NAB — the  most  serious 

to  arise  in  Neville  Miller's  four-year  incumbency  as  its  presi- 
dent— was  averted  last  week  at  a  special  two-day  meeting  of 

the  NAB  board  of  directors  in  Chicago,  which  finally  turned 

in  a  2-to-l  vote  to  continue  him  in  broadcasting's  highest 
office. 

There  were  harsh  words,  dashed  hopes  and  perhaps  bruised 
consciences  to  show  for  the  Tuesday  and  Wednesday  sessions 
behind  closed  doors  at  the  Palmer   

in  1938,  having  been  selected  from 

private  life  as  the  industry's  first 
paid  president — a  sort  of  Judge 
Landis  of  commercial  broadcasting. 
His  salary,  originally  $25,000,  with. 
$5,000  allowances,  was  boosted  to 
$35,000,  in  recognition  of  his  lead- 

ership in  the  successful  ASCAP 
fight,  which  the  board  had  told  him 
was  his  No.  1  problem. 

After  the  conclusive  vote,  most 
of  the  board's  members — both  pro 
and  anti-Miller  on  the  reorganiza- 

tion issue — expressed  hope  that  the 
internal  strife  would  end  promptly 
and  for  the  remainder  of  Mr.  Mil- 

ler's tenure.  There  was  little  evi- 
dence of  rancor,  though  it  would 

House.  But  there  were  no  casual- 
ties. Mr.  Miller  emerged  with  the 

2-to-l  vote  after  he  had  rejected 
the  proffer,  unanimously  endorsed 
by  the  full  board,  to  become  chair- 

man of  the  board  of  directors  and 
its  general  counsel  in  the  embat- 

tled music  field,  with  a  new  man  to 
succeed  to  the  presidency. 

Status  Quo  Voted 

Mr.  Miller  had  told  the  board 
that  as  he  saw  it,  the  issue  was 
simply  one  of  whether  he  should 
remain  as  president  or  be  relieved 
of  it.  He  turned  down  flat  promo- 

tion to  the  board  chairmanship  and 
generalissmo  of  the  music  fight, 
contending  he  has  carried  on,  and 
could  continue  to  carry  on,  as  presi- 

dent. When  it  came  to  a  show-down 
vote  on  his  ouster,  the  board  split 
14-7,  with  one  vote  not  cast. 

The  board,  not  because  of  out- 
right opposition  to  Mr.  Miller  but 

because  it  felt  the  industry's  best 
interests  would  be  served,  wanted 
him  to  accept  the  newly-created  as- 

signment and  pave  the  way  for  a 
new  president  to  handle  other  mat- 

ters. When  Mr.  Miller  rejected  that 
proposition,  the  board's  majority 
gave  its  approval  to  retention  of 
the  status  quo,  after  weighing  pos- 

sible consequences. 
It  was  generally  predicted  that 

those  who  were  outvoted  would  not 
withdraw  from  the  association  be- 

cause of  the  larger  and  tremendous- 
ly important  task  of  preserving  as 

close  an  approach  to  industry  unity 
as  possible  in  these  tense  war  days. 
There  was  talk  of  several  resigna- 

tions from  the  board,  but  not  of 
withdrawal  of  stations. 

Mr.  Miller's  term  runs  until 
June  30,  1944.  He  joined  the  NAB 

be  glossing  over  the  facts  to  report 
that  there  were  not  keen  dissapoint- 
ments. 

John  Shepard  3d,  president  of 
Yankee  Network  and  temporary 
president  of  the  new  American 
Broadcasters  Assn.,  told  Broad- 

casting last  Friday  he  is  under- 
taking a  survey  to  ascertain  indus- 

try reaction  to  formation  of  a  per- 
manent competitive  trade  organi- 

zation. ABA,  projected  as  the  suc- 
cessor to  the  Broadcasters  Victory 

Council,  temporary  Washington- 
front  operation  formed  because  of 
dissatisfaction  of  some  broadcast- 

ers with  the  NAB  organization,  al- 
ready has  a  nucleus  of  some  two- 

dozen  important  stations,  Mr.  Shep- 
ard pointed  out. 

ABA  had  withheld  fullscale  or- 
ganization plans  until  the  NAB 

board  voted  at  the  special  session. 
Had  Mr.  Miller  been  relieved  of 
the  presidency,  ABA  would  have 
been  shelved.  Since  that  didn't  en- 

sue, Mr.  Shepard  said  the  plan 
would  be  explored.  If  a  sufficient 
number  of  stations  favor  a  new 
trade  group,  which  will  function  in 
Washington  on  vital  war  matters, 
he  said,  then  ABA  will  proceed 
with  plans  to  retain  a  national 
figure  as  a  paid  president,  a  sta- 

tion relations  or  public  relations 
head,  and  a  managing  director  or 

War  Problems  May  Transfer 

NAB  Convention  to  Chicago 

POSSIBILITY  that  the  NAB  con- 
vention time  and  place — tentatively 

set  for  New  Orleans  in  latter 

March  or  early  April — will  be 
shifted  to  Chicago  because  of  war 
conditions,  was  considered  by  the 
NAB  board  of  dii-ectors  at  its  meet- 

ing in  Chicago  last  week.  The  board 
instructed  further  inquiry  into  the 
matter,  in  the  light  of  war  tran- 

scription difficulties  and  hotel  con- 
ditions, with  a  definite  decision  to 

be  reached  shortly. 
The  NAB  membership,  at  the 

convention  in  Cleveland  last  May, 
selected  New  Orleans  as  first  choice 
and  Chicago  as  second.  Should  New 
Orleans  be  ruled  out,  because  of 
the  war  exigencies,  it  is  likely  the 
convention    will    go    to  Chicago, 

which  is  centrally  located  and  has 
accommodated  several  past  NAB 
conventions. 

It  its  special  meeting,  the  board 
received  a  preliminary  report  on 
the  convention  situation  from  C.  E. 

Arney  Jr.,  assistant  to  the  presi- 
dent. He  was  instructed  to  in- 

vestigate the  whole  matter  further. 
If  the  convention  ultimately  goes 
to  Chicago,  it  will  be  held  during 
mid-May,  rather  than  the  earlier 
dates  indicated  for  New  Orleans. 

While  several  of  Chicago's  larger 
hotels  have  been  taken  over  for 
military  and  other  Government  war 
purposes,  it  was  thought  the  Palmer 
House  could  accommodate  the  three 
or  four-day  convention.  The  hotel 
was  locale  for  several  past  NAB 
conventions. 

some    corresponding  assignment. 

Mr.  Shepard  said  the  member- 
ship letter  probably  would  go  out 

this  week.  "If  it  appears  that  a 
representative  number  of  stations 
suppoi't  the  plan,  we  will  go  ahead 
with  it,"  he  said.  The  ABA  plan 
contemplates  no  network  member- 

ship, though  managed  and  oper- 
ated stations  would  be  eligible. 

Broadcasting,  following  its  cus- 
tomary editorial  policy,  had  not 

planned  to  publish  the  actual  votes 
on  the  resolutions  dealing  with  re- 

organization. Publication  elsewhere 
of  incorrect  reports,  together  with 
the  vast  interest  evinced  by  broad- 

casters over  the  precise  details, 

however,  made  inevitable  the  deci- 
sion to  supply  the  roll  calls  and 

other  pertinent  facts. 

What  Happened 

Here  is  the  chronological  story 
of  the  two-day  meeting: 
When  the  directors  gathered  in 

Chicago,  Monday  (a  day  in  ad- vance of  the  scheduled  meeting) 

for  the  sole  purpose  of  voting  con- 
clusively on  reorganization,  they 

first  were  recipients  of  a  carbon 

copy  of  a  letter  from  Paul  W.  Kes- 
ten,  vice-president  and  general 
manager  of  CBS,  sent  to  Mr. 
Miller.  Written  in  the  characteris- 

tic style  of  radio's  top  sales  pro- 
motion expert,  the  letter  urged  Mr. 

Miller  to  accept  the  NAB's  board chairmanship  and  to  concentrate  on 
the  music  fight.  Mr.  Kesten  cited 
the  preeminent  position  held  by 
the  NAB  president  in  the  industry 
and  the  need  for  restoration  of 
harmony,  which  could  be  achieved 
by  a  reallocation  of  functions,  with 
a  new  president  to  be  selected. 

Board  members,  in  advance  of  the 
meeting,  also  either  received  or  had 
access  to  a  letter  from  Mark  Eth- 
ridge,  vice-president  and  publisher 
of  the  Louisville  Courier-Journal and  Times,  which  operates  WHAS, 

and  who  served  as  NAB's  interim 

president  before  Mr.  Miller's  induc- tion. Mr.  Ethridge — flanked  by  Ed- 
win W.  Craig,  executive  vice-presi- 

dent of  the  National  Life  &  Acci- 
dent Insurance  Co.  which  operates 

WSM,  Nashville — originally  spon- 
sored Mr.  Miller  and  has  stuck  to 

him  through  every  aff'ray  since  the rupture  in  relations  with  FCC 
Chairman  James  Lawrence  Fly  in 

(Conthmed  on  page  UU) 
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Score  of  Broadcast  Jobs  Found  Critical 

Gen.  Hershey  Issues  Occupation  List  as 

Guide  for  Local  Draft  Boards 

EFFECTIVE  immediately,  a  score  of  broadcast  occupations 
last  Friday  were  defined  as  critical  in  an  announcement  from 
National  Selective  Service  Headquarters  in  Washington  to 
each  local  board.  This  precise  enumeration  is  the  first  to  be 

made  since  the  broadcast  industry  was  defined  in  July  as 

"essential"  along  with  telephone,  telegraph,  newspapers,  news- 
reels  and  television  services  and  the  repair  of  facilities. 

Labelled  Occupation  Bulletin  No.  27  signed  by  Maj.  Gen. 

Hershey,  the  list  was  prepared  by  the  War  Manpower  Com- 
mission and  transmitted  to  National  Selective  Service  for 

distribution  as  a  guide  to  local  —  
boards.  In  compiling  the  list,  the 
bulletin  points  out  that  it  was 
"confined  to  those  occupations 
which  require  six  months  or  more 

of  training  and  preparation." 
May  Be  Additions 

This  initial  list  of  occupations 
certified  by  the  War  Manpower 
Commission  is  not  to  be  considered 
final,  it  was  pointed  out,  for  there 
is  the  real  possibility  of  other  oc- 

cupations being  added  as  the  in- 
tensity of  the  draft  increases.  Ad- 
ditions to  the  list  would  be  made 

from  the  list  of  100  occupations 
prepared  by  the  Board  of  War 
Communications  and  released  last 
week  [Broadcasting,  Oct.  12]. 

The  list  is  composed  of  occupa- 
tions which  require  a  reasonable 

degree  of  training,  qualification, 
or  skill  to  perform  the  duties  in- 

volved. The  list  is  further  intended 
to  establish  the  important  occupa- 

tions within  the  communications 
industry  which  must  be  filled  by 
persons  capable  of  performing  the 
duties  involved,  to  insure  efficient 
operation. 

This  list  of  critical  occupations 
does  not  constitute  an  automatic 
deferment  or  blanket  deferment 
and  still  leaves  the  final  decision 
in  the  hands  of  the  local  board. 
Occupations  specifically  listed 
could  make  an  employe  eligible  for 
a  six-month  deferment  and  de- 

velopments after  that  would  de- 
termine the  advisability  of  an- 

other deferment. 

Following  is  a  list  of  the  occu- 
pations specifically  listed  in  the 

directive:  Accountant,  cost;  Con- 
trol-Room Man;  Control  Supervis- 

or, Junior;  Control  Supervisor,  Sen- 
ior; Editor,  managing;  Electrician 

(All  Around)  ;  Engineer,  profes- 
sional and  technical;  Foreign-Lan- 

guage-Announcer-Translator ;  For- 
eign -  Language  -  News-or-Script 

Writer;  Foreman,  Electrical  Work; 
Manager,  Employment  and  person- 

nel; Mechanic  radio  communica- 
tion Office;  Production  Man,  Bi- 

lingual ;  Program  -  Transmission 
Supervisor;  Radio  Operator;  Radio 
Repairman,  Broadcasting;  Record- 

ing Engineer;  Rigger,  Radio; 
Traffic  Chief;  Radio  Communica- 

tions; Translator;  War  Corre- 
spondent. 

Text  of  the  bulletin  follows: 
1.  The  War  Manpower  Commis- 

sion has  certified  that  communica- 
tion services  is  an  activity  essen- 

tial to  the  support  of  the  war  effort. 
2.  This  bulletin  covers  the  fol- 

lowing essential  activities  which 
are  considered  as  included  within 
the  list  attached  to  Local  Board 
Release  No.  115,  as  amended:  (a) 
Communication  services ;  Tele- 

phone, telegraph,  newspapers,  radio 
broadcasting,  newsreels,  and  tele- 

vision services  and  the  repair  of 
facilities. 

3.  The  following  list  of  occu- 
pations in  communication  services 

are  occupations  requiring  a  reason- 
able degree  of  training,  qualifica- 
tion, or  skill  to  perform  the  duties 

involved.  It  is  the  purpose  of  this 
list  to  set  forth  the  important  oc- 

cupations in  communication  serv- 
ices which  must  be  filled  by  persons 

capable  of  performing  the  duties 

involved,  in  order  that  the  activity 
may  maintain  efficient  production. 
This  list  is  confined  to  those  occu- 

pations which  require  six  months 
or  more  of  training  and  prepara- 
tion. 

4.  In  classifying  registrants  em- 
ployed in  these  activities,  consid- 
eration should  be  given  to  the  fol- lowing : 

(a)  The  training,  qualification, 
or  skill  required  for  the  proper 
discharge  of  the  duties  involved  in 
his  occupation; 

(b)  the  training  qualification, 
or  skill  of  the  registrant  to  engage 
in  his  occupation;  and 

(c)  the  availability  of  persons 
with  his  qualifications  or  skill,  or 
who  can  be  trained  to  his  qualifi- 

cation, to  replace  the  registrant 
and  the  time  in  which  such  replace- 

ment can  be  made. 

Critical  occupations  in  commu- 
nication services  follow: 

Accountant,  Cost 
Bankman 
Cable  Engineer 
Cable-Lay-Out  Man Cable  Splicer 
Cable  Tester 
Cameraman,  Newsreel 
Carpenter,  Maintenance 
Central-Office  Installer 
Combination  Man,  Telephone  and  Telegraph 
Composer  Operator 
Compositor Control-Room  Man 
Control  Supervisor,  Junior 
Control  Supervisor,  Senior 
Cutter,  Newsreel 
Cylinder-Press  Man Director,  International  Broadcasting 
Editor,  Managing 
Electrician  (All  Around) Electroplater Electrotyper 
Engineer,  Professional  and  Technical 
Engraver  Lithographic 
Film  Editor,  Newsreel 
Foreign-Language  Announcer-Translator 
Foreign-Language-News-or-Script  Writer 
Foreman,  Composing  Room 
Foreman,  Electrical  Work 
Foreman,  Press  Room 
Foreman,  Welder 
Imposer 

Barroll^  Lounsberry^  Kapner  Elected 

To  MBS  Board;  Campeau  Named  F-P 
ELECTION  of  Hope  H.  Barroll 
Jr.,  WFBR,  Baltimore,  I.  R.  Louns- 
berry,  WGR,  Buff'alo,  and  Leonard 
Kapner,  WCAE,  Pittsburgh,  as 
members  of  the  board  of  directors 
of  MBS  was  announced  last  Fri- 

day at  the  conclusion  of  a  two- 
day  meeting  of  the  Mutual  direc- 

tors at  the  Ambassador  Hotel, 
New  York.  It  was  also  announced 
that  J.  E.  Campeau,  CKLW, 
Windsor-Detroit,  has  been  elected  a 
vice-president  of  the  network. 

The  three  new  directors,  rais- 
ing the  membership  of  the  Mutual 

board  from  9  to  12,  represent  sta- 
tions which  on  Oct.  1  became  stock- 

holders and  members  of  the  net- 
work. Other  Mutual  officers  and 

directors  were  all  reelected,  as  fol- 
lows: A.  J.  McCosker,  WOR,  New 

York,  chairman  of  the  board;  W. 
E.  MacFarlane,  WGN,  Chicago, 
president;  Lewis  Allen  Weiss,  Don 
Lee,  and  Theodore  C.  Striebert, 
WOR,  executive  vice-presidents;  E. 

M.  Antrim,  WGN,  executive  sec- 

retary-treasurer; H.  K.  Carpenter, 
WHK-WCLE,  Cleveland;  John 
Shepard  3d;  Yankee  Network; 
Willett  H.  Brown,  Don  Lee,  and 
Fred  Weber,  MBS  general  man- 

ager, directors. 
All  of  the  officers  and  directors 

except  Mr.  Brown  attended  the 
meeting,  at  which  Keith  Masters, 
WGN  counsel;  Kenneth  Church, 
WKRC,  Cincinnati;  and  E.  W. 
Wood  Jr.,  MBS  sales  manager, 
were  also  present. 

Mutual  statement  contained  no 
reference  to  the  possible  revision 
of  the  network's  executive  set-up 
to  include  a  salaried  president,  al- 

though this  has  been  under  con- 
sideration for  some  time  and  un- 
doubtedly was  a  major  topic  of 

discussion  at  the  board  sessions  and 

at  the  meeting  of  the  MBS  execu- 
tive committee  which  preceded 

them.  Wartime  problems  of  net- 
work management  and  sales  were 

also  thoroughly  gone  into  during 
the  meetings,  but  no  details  of 
the  discussions  were  revealed. 

1 

Instrument  Maker 
Jackboard  Operator 
Lineman,  Telephone  and  Telegraph 
Linotype  Operator Local-Test  Deskman 
Machinist  (All  Around) 
Make-Up  Man,  Printing 
Manager,  Employment  and  Personnel 
Manager,  Production 
Mechanic,   Electric  Maintenance 
Mechanic,  Maintenance 
Mechanic,    Mechanical    Tabulating  Equip 

ment 
Mechanic,  Radio  Communication  Office 
Monotype-Keyboard  Operator 
Offset-Press  Man 
Overlay  Cutter 
Photocomposing  Machine  Operator 
Photoengraver Photolithographer 
Photoradio  Operator 
Platen-Press  Operator 
Power-House  Engineer 
Press  Operator,  Cylinder 
Press-Plate  Maker 
Printer  (All  Around) 
Private-Branch-Exchange  Installer 
Private-Branch-Exchange  Repairman 
Production  Man,  Bilingual 
Program-Transmission  Supervisor 
Radio  Operator 
Radio  Repairman,  Broadcasting 
Recording  Engineer 
Rigger,  Radio Sound  Engineer,  Newsreel 
Station  Installer 
Station  Repairman 
Stencil  Operator,  Photographic 
Stereotyper  (All  Around) 
Telegraph  Operator 
Telegraph-Repeater  Installer 
Telephone  Inspector 
Telephone-Plant  Powerman 
Telephone  Station  Installation  Supervisor 
Telephone-Switchboard  Repairman 
Teletype  Installer 
Teletype  Repairman 
Tester,  Transmitter 
Testing-and-Regulating  Man 
Toll-Line  Repairman 
Toll-Office  Repairman 
Tool  Maker 
Traffic   Chief,   Radio  Communications 
Transferrer,  Hand 
Transformer  Repairman 
Translator 
Transmission  Engineer 
War  Correspondent 
Web-Press  Man 
Welder   (All  Around) 
Wire  Chief   

LOWER  SALARIES 

TO  BE  CONTROLLED 
ALL  SALARIES  under  $5,000  will 
be  regulated  by  the  War  Labor 
Board,  and  the  Treasury,  Economic 
Stabilization  Director  Byrnes  an- 

nounced after  the  first  meeting  of 
the  14-man  stabilization  board  Fri- 

day. The  statement  cleared  up  in 
part  the  confusion  over  the  white 
collar  workers'  status  under  the anti -inflation  bill.  More  than  90% 
of  broadcasting  personnel  are  in 
this  group,  according  to  Joseph  L. 
Miller,  NAB  director  of  Labor  Re- lations. 

Salaries  between  $3,000  and 
$5,000,  not  regulated  by  wage 
agreement  will  be  controlled  under 
rules  now  being  prepared  by  the 

Treasury  Department,  the  stabili- zation chief  said. 
Whether  this  will  result  in  a 

freeze  of  salaries  below  $5,000  was 
not  clear,  for  the  feeling  in  high 
quarters  last  week  was  that  the 
white  collar  worker  has  suffered 
a  reduction  in  real  income  com- 

pared with  the  factory  wage  la- 
borer. 

Extent  to  which  white  collar 
salaries  will  be  adjusted  by  the 
WLB  can  be  estimated  now  only 
by  the  criteria  used  by  the  Board 
last  week  in  relation  to  wages. 
The  board  authorized  adjust- 

ments for  five  different  causes,  all 
of  which  were  based  on  a  formula 
of  the  worker  becoming  more  valu- able. Such  adjustments,  however, 
will  not  be  permitted  to  an  extent 

that  they  will  result  in  a  "substan- 
tial increase  in  the  cost  of  living." 
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New  Legal,  Legislative  Music  Action  Seen 

Supreme  Court  to 

Get  Appeal  for 
Reversal 

FAR  FROM  regarding  the  re- 

buff given  the  Government's 
anti-trust  suit  against  James 
C.  Petrillo  and  his  AFM  as  a 

lost  cause,  those  in  Govern- 
ment, Congress  and  industry 

seeking  to  break  the  Petrillo 
shackles  as  contrary  to  the 
war  interest  are  looking  to 

further  legal  and  legislative 
action  in  the  immediate  fu- 
ture. 

While  greatest  reliance  is 
is  placed  upon  Congressional 
action  to  force  the  lifting  of 

the  anti-recording  ban,  as  well 
as  other  Petrillo-dictated  restric- 

tions, the  affected  industries  never- 
theless see  hope  of  injunctive  relief, 

too,  in  other  than  anti-trust  pro- 
ceedings. 

The  Dept.  of  Justice  proposes  to 
take  to  the  Supreme  Court  the 
anti-trust  case  dismissed  last 
Monday  by  Federal  Judge  John  P. 
Barnes  in  Chicago  on  the  ground 
that  a  "labor  dispute"  -was  involved 
and  that  the  proceeding  was 
brought  under  the  wrong  statute. 

'The  Ban  Stands' 
Elated  over  this  court  victory, 

Mr.  Petrillo  has  announced  to  all 

comers  since  last  Monday  that  "the 
ban  stands".  That  was  his  answer 
also  after  Chairman  Wheeler  (D- 
Mont. ) ,  of  the  Senate  Interstate 
Commerce  Committee,  had  asked 
him  to  lift  the  transcription-re- 

cording ban  for  the  war's  duration. 
What  will  happen  to  the  author- 

ized Senatorial  investigation  of  Pe- 
trillo, encompassed  in  the  Clark 

Resolution  (SRes-286),  which  was 
adopted  unanimously  by  the  Senate 
last  month,  is  uncertain  at  the  mo- 

ment. Senator  Clark,  entreated  by 
his  colleagues  and  by  public  and 
industry,  too,  to  get  the  proceed- 

ings under  way,  is  awaiting  the 
decision  of  Chairman  Wheeler 
either  on  appointment  of  a  new 
subcommittee  to  conduct  the  in- 

quiry or  for  full  committee  action. 
If  Chairman  Wheeler  does  not  act 
soon,  there  is  a  strong  chance  that 
other  legislative  measures  will  be 
taken,  since  the  Clark  Resolution 
was  a  mandate  from  the  Senate  to 
the  Interstate  Commerce  Commit- 

tee to  conduct  the  inquiry,  particu- 
larly in  the  light  of  impairment  of 

the  war  interest  through  drying 
up  of  recorded  entertainment  res- 
ervoirs. 

Senator  Wheeler  announced  last 
Tuesday  he  had  appealed  to  the 
union  president  to  lift  the  recording 
ban.  He  said  he  had  decided  to  ask 
Petrillo  and  his  lawyer,  Joseph  A. 

Padway,  general  counsel  of  both 
AFL  and  AFM,  to  come  to  Wash- 

ington "with  a  view  of  asking  him 
to  rescind  this  order  for  at  least 

the  duration  of  the  war."  The  Sen- 
ator stated  that  "unless  something 

of  that  kind  takes  place,  I  expect 
to  go  ahead  with  the  hearings  in 

the  very  near  future." In  Chicago,  fresh  from  his  court 

victory,  Mr.  Petrillo  said  he  hadn't 
heard  of  Senator  Wheeler's  "ap- 

peal to  lift  the  ban  on  recordings" 
but  reiterated  his  previous  state- 

ment "the  ban  stands,  that's  all." He  said  Senator  Wheeler  had  called 
him  in  Toronto  during  the  AFL 
convention  the  preceding  week  and 
had  asked  him  to  come  down  to 
talk  with  him.  Mr.  Petrillo  said 
Mr.  Padway  would  be  in  Washing- 

ton Monday  (Oct.  19)  to  talk  with 
the  committee  chairman. 

Suit  Thrown  Out 

Judge  Barnes,  in  unceremoni- 
ously dismissing  the  Government's 

anti-trust  suit,  announced  his  ac- 
tion orally  from  the  bench  even 

before  hearing  the  AFM  argument. 
After  Assistant  Attorney  General 
Thurman  Arnold,  who  has  sought 

vainly  to  break  the  "made  work" 
labor  issue,  had  argued  for  an  hour 
how  the  arbitrary  Petrillo  bans 
would  ruin  small  businesses,  small 
radio  stations  and,  based  on  the 
statements  of  high  Government 
officials,  would  impair  the  war  ef- 

fort. Judge  Barnes  threw  out  the 
suit  on  the  AFM  motion  to  dismiss. 

Mr.  Arnold  accused  Mr.  Petrillo 
and  other  union  officers  of  trying 
not  only  to  obtain  a  closed  shop 
"but  to  secure  a  closed  country". 
The  Government  plea  for  a  tempo- 

rary injunction  automatically  was 
denied. 

Mr.  Padway,  who  had  moved  for- 
ward with  an  armful  of  briefs  and 

papers  to  argue  for  his  agreed- 
upon  hour,  was  waved  aside  by 

Judge  Barnes,  who  said  he  had 
heard  enough.  Then  he  made  his 
oral  statement,  which  was  followed 
last  Wednesday  by  a  written  order. 

From  this  order,  it  was  stated 
at  the  Dept.  of  Justice,  steps  will 
be  taken  for  Supreme  Court  re- 

view. The  Solicitor  General  of  the 

United  States,  as  the  Government's chief  lawyer,  must  authorize  the 
appeal.  This  was  expected  within 
30  days.  The  appeal  would  be  made 
as  a  matter  of  right  under  the 
expediting  statute. 

There  was  plenty  of  recrimina- 
tion from  AFM  after  the  court  vic- 

tory. Mr.  Petrillo  said  that  the 
NAB  "spent  thousands  of  dollars 
to  malign  me".  He  charged  that  a 
combination  "of  the  press,  juke  box 
owners,  broadcasters  and  makers 
of  records  to  influence  against  me 
was  the  strongest  ever  used  to 
arouse  the  public  against  union  of- 

ficials in  labor  disputes." In  his  formal  order  last  Wednes- 
day, Judge  Barnes  said  the  case  un- 

questionably "involves  or  grows  out 
of  a  labor  dispute."  He  said  the 
question  was  whether  members  of 
the  union  shall  be  employed  tp 
make  all  the  music  that  is  to  be 
made,  or  shall  be  employed  to  make 
only  a  part  of  it,  the  remainder  be- 

ing made  by  means  of  records  and 
electrical  transcriptions  and  by 
union  musicians. 

"In  view  of  the  conditions,  juris- 
diction does  not  exist  to  grant  any 

of  the  injunctive  relief  sought.  The 
court  is  further  of  the  opinion  that 
the  acts  complained  of  are  the  kind 
specified  in  the  Clayton  Act.  Ac- 

cordingly, the  -  acts  complained  of 
may  not  be  considered  or  held  to  be 
violations  of  any  law  of  the  United 

States." 

Probability  of  State  court  suits 
against  AFM  by  transcription  man- 

ufacturers   was   reported   by  the 
NAB  last  week  following  the  Fed- (Continued  on  page  ̂ 7) 

Disc  Executives  to  Consider 

Plans  to  Solve  Music  Problem 

Mark  Woods  Suggested  as  Head  of  Committee 

To  Conduct  Negotiations  With  the  AFM 

By  BRUCE  ROBERTSON 

MEETING  of  transcription  com- 
pany executives  to  discuss  united 

action  toward  a  solution  of  their 
music  problems  will  be  held  in  New 
York  next  Wednesday  (Oct.  21). 
Last  week,  as  the  shock  of  the 
abruptness  of  the  adverse  decision 
handed  down  in  Chicago  on  Mon- 

day was  wearing  off^,  the  transcrip- 
tion industry  was  agreed  that  some 

concerted  action  must  now  be  taken, 
although  there  was  no  such  agree- 

ment as  to  what  course  should  be 
followed. 

Some  recording  executives  be- 
lieve that  help  can  still  be  secured 

through  the  courts  and  last  week 
were  considered  bringing  civil  suits 

against  the  AFM  in  the  State 
courts  of  New  York,  Illinois  or  Cal- 

ifornia, states  in  which  most  of  the 
recording  studios  are  located.  Two 
possible  causes  for  such  action  were 
cited. 

One  deals  with  single-perform- 
ance recordings,  which  Petrillo  pub- 
licly admitted  do  not  harm  union 

musicians.  These  are  comparable  to 
network  broadcasts  in  that  both 
constitute  musical  performances  in 
a  single  studio  for  broadcast  in  a 
number  of  cities,  the  recorders 

claim,  and  to  permit  the  transmis- 
sion of  such  programs  by  wire 

while  refusing  permission  to  trans- 
{Continued  on  page  IfS) 

AFTER  THE  BATTLE  Assistant 
Attorney  General  Thurman  Arnold, 

lighted  up  upon  leaving  the  Fed- eral courthouse  in  Chicago.  He 
said  he  regarded  it  as  the  first 
round,  since  he  is  seeking  to  ap- 

peal the  court's  dismissal  of  the 
Dept.  of  Justice  anti-trust  suit  to 
the  Supreme  Court. 

Quiz  Series  Music 

Dropped  on  Repeat 
AFM  Action  Brings  Problem 

On  'Information  Please' 
LAST  WEEK  the  AFM  called  a 

halt  to  the  recording  of  Informa- 
tion Please  for  this  program's  re- 

peat broadcast  for  the  Pacific 
Coast,  latest  move  of  the  union  to 
expand  its  ban  on  recordings.  Pro- 

gram, sponsored  by  American  To- 
bacco Co.  for  Lucky  Strike  cigar- 
ettes, is  broadcast  live  on  NBC 

Fridays,  8:30-9  p.m.  (EWT),  and 
has  been  repeated  via  an  off-the- 
line  transcription  on  the  Pacific 
BLUE  Network  at  8:30-9  p.m. 

(PWT). Music  Problems 

In  view  of  the  union's  action,  it 
is  planned  henceforth  to  record  all 
of  the  program  but  the  musical 
sequences,  if  any,  which  will  be 
filled  in  by  a  live  musician  in  the 
network  studio  on  the  coast.  If 
this  is  unsuccessful,  it  is  probable 
that  questions  requiring  the  serv- 

ices of  a  musician  will  not  be  used 
on  future  programs.  Lord  & 
Thomas,  New  York,  agency  for  the 
sponsor,  handles  the  programs. 

In  banning  the  recorded  repeat 
of  Information  Please,  the  AFM  is 
following  its  previous  prohibition 
of  similar  rebroadcasts  of  the  Jack 

Benny,  Rudy  Vallee  and  Duffy's Tavern  programs  [BROADCASTING, Oct.  12]. 

TO  PROMOTE  its  current  picture 
"The  Moon  and  Sixpence",  United 
Artists,  New  York,  is  issuing  one- 
minute  announcements  in  script  form 
to  local  distributors,  for  placement  as 
live  commercials  on  stations  in  27 
communities  where  the  iDicture  is 
scheduled  to  be  shown  to  date.  Lawr- 

ence Fertig  &  Co.,  New  York,  is 
agency. 
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British  Can  Show  Us  How  to Use  Discs 

We  Might  Emulate 

Delayed  Broadcast 

Technique 

By  MARTIN  CODEL 

LONDON — Apart  from  the  super- 
lative job  the  British  Broadcast- 

ing Corp.  is  doing  in  using  radio 
as  a  vital  instrument  of  psycholo- 

gical warfare,  notably  vi^ith  its 
multi-wave  and  multi-1  i  n  g  u  a  1 
broadcasts  to  Continental  Europe 
and  the  rest  of  the  world,  there's 
one  other  phase  of  its  broadcast 
operations  from  which  our  Amer- 

ican industry — notably  the  net- 
works— can  learn  a  lot.  Actually, 

it  is  just  about  the  only  feature 

of  BBC's  domestic  broadcast  oper- 
ations worth  our  emulating,  and 

even  then  it  should  be  done  only  to 
limited  extent. 

That  is  the  proper  use  of  re- 
corded, or  delayed  broadcasts. 

Unhampered  by  the  self-imposed 
prohibition   against   anything  but 

:  '.      "live"  broadcasts,  which  fortunate- 
I  1      ly    most    American  broadcasting 
j  I      stations  do  not  share  with  the  big 
j;  i      networks,  BBC  as  a  regular  prac- 
ij  1     tice  carries  transcriptions  over  its 

I'j  !     networks    of    particularly  note- [■  I     worthy  performances  worth  repeat- 
i        ing,  of  important  speeches  or  ex- 

cerpts therefrom,  of  selected  Amer- 
ican shortwave  pickups,  of  voices 

otherwise  unreachable  such  as  that 

I     of  a  field  commander  in  Libya,  of 
i  j     greetings    from    soldiers    in  far- 
j  I  i     away  places  who  can  be  reached 
j  j  1     at    reasonable    hours    by  sound 

• !     truck  crews  but  not  by  landlines. 

1  '  The  'Brains  Trust' 
^  Possibly  the  BBC  overdoes  its 

m;      recorded  broadcasts,  which  during 
Ijj      some  broadcast  days  seem  to  be 
■  I      the  rule  rather  than  the  exception 
'  1      over  its  two  networks.  But  its  use 
•j'.     of  transcribed  material,  often  dic- 
'ji      tated  by  censorship  requirements, 
.ij     and  against  which  it  has  no  policy 

proscription  whatsoever,  sometimes 
proves  that  our  networks'  present 
absolute  rule   against  it  is  poor 

I  ]jri  broadcasting. 
Take  BBC's  Brains  Trust  pro- 

gram,  for  example.  It  is  a  coun- 
terpart,  highly  popular  here  but  on 

I  |i    a    somewhat    higher  intellectual 
;•  ij    plane,  of  our  Information  Please. 
i  '.k;    It  is  broadcast  Tuesday  nights  on 

!'  |!    one  network,  then  repeated  from 
i'  I'    the  recording  the  following  Sun- day afternoon  on  another  so  that 

those  who  missed  it  the  first  time 
have   a  chance  to  hear  it  later. 

In  all  fairness,  it  must  be  noted 
that  the  Brains  Trust  panel,  com- 

prising noted  savants  headed  by 
the  omniscient  university  professor 
Dr.  C.  E.  M.  Joad,  who  possesses 
a  happy  mixture  of  John  Kieran's 
knowledge  and  Clifton  Fadiman's 
wit  (and  notes),  actually  does  its 
initial   show    on    a  transcription. 

The  panel  and  its  guests  meet  Tues- 
day noons  for  luncheon  at  the  Dor- 

chester, warms  up  with  animated 
conversation,  then  goes  before  the 
microphone. 

However,  it  also  permits  of  edit- 
ing and  repetition  not  only  twice 

on  BBC's  networks  but  also  on  the 
overseas  shortwave  services. 

Just  as  Good 

No  appreciable  sound  quality  is 
lost  in  the  transcribing;  the  show 
is  every  bit  as  good  as  it  would  be live. 

To  all  intents  and  purposes,  they 
are  actually  broadcasting  live — but 
their  discussions,  all  ad  lib,  are 
really  recorded  for  the  40-mnute 
broadcast  that  evening.  This  pro- 

cedure is  followed,  I  was  told,  for 
security  reasons,  based  on  the  fear 
that  someone  on  the  panel  might 
inadvertantly  let  loose  a  remark 
that  might  aid  the  enemy. 
Now  of  course,  our  networks 

wouldn't  think  of  doing  such  a 
thing,  and  perhaps  they  shouldn't 
as  regular  practice.  But  take  an- 

other more  striking  example:  The 
transcribing  of  important  speeches. 
BBC  will  not  ordinarily  disrupt 

its  fixed  schedules  for  a  pickup 
from  a  convention  during  an  after- 

noon of  a  speech  by  an  important 

public  figure,  such  as  a  labor  lead- 
er. Instead,  it  will  dispatch  a  crew 

with  sound  apparatus  to  the  con- 
vention hall,  transcribe  the  speech 

in  full,  edit  out  the  duller  portions, 
then  broadcast  the  highlights  on 
the  evening  schedule — often  as  a 
"postscript"  to  the  9  p.m.  news 
period,  to  which  just  about  every- 

one in  England  habitually  listens. 

The  newscaster  will  read  a  "lead" 
summarizing  the  speech  and  stat- 

ing the  occasion  of  its  delivery  and 
then  he  will  tell  the  audience  that 

it  will  next  hear,  in  Mr.  So-and- 
So's  own  recorded  voice,  the  high- 

lights of  his  speech. 

The  "quotes"  are  much  like  those 
a  newspaper  story  might  excerpt; 
the  speech  is  fully  reported  to  an 
audience  much  larger  than  it  can 
possibly  get  during  its  actual  time 
of  delivery;  the  listener  gets  the 
"feel"  of  it  from  the  man's  own 
voice;  and  the  talk  can  be  held  to 
the  length  it  really  deserves. 

This  is  not  done,  of  course, 
with  transcendentally  important 
speeches  such  as  those  which  might 
be  made  by  the  King  or  by  Prime 
Minister  Churchill,  for  whom  all 
time  is  cleared  just  as  it  is  at 
home  for  President  Roosevelt.  But 
even  their  full  or  excerpted 

speeches  may  be  repeated  from  re- 

cordings during  the  postscript  per- 
iod, giving  the  night  audience  a 

chance  to  hear  what  the  inevitably 
smaller  day  audience  heard.  As  a 
matter  of  fact,  a  full  report  but 

only  excerpted  "voice  quotes"  of 
President  Roosevelt's  last  speech 
(Oct.  12)  was  thus  carried. 

Better  Audience  Interest 

Why  shouldn't  the  same  thing 
be  done  with  many  of  the  speeches 
our  networks  see  fit  to  go  to  vast 
expense  to  cover  on  the  scene — 
speeches  by  Senators  or  Congress- 

men or  labor  leaders  for  whom  the 
networks  may  think  they  are  be- 

holden to  clear  time  but  whose 
readings  of  full  text  are  dull  as 
dust  more  often  than  not.  It  would 
make  for  better  program  balance, 

and,  from  the  speaker's  point  of 
view,  a  larger  and  more  receptive 
audience  if  evaluated  for  space  and 
then  cut  and  interpolated  into  or 
tagged  onto  fixed  news  periods. 
Few  people  read  full  texts  of 

speeches  in  newspapers ;  fewer  still, 
if  the  low  audience  ratings  of 
talks  are  any  criterion,  want  to 
hear  most  of  them  on  the  radio. 

Our  networks  spend  enormous 
sums,  let  alone  energy,  to  string 
landlines  to  remote  places  to  pick 
up  a  broadcast  from,  say,  the  Py- 

(Continiied  on  page  50) 

Martin  Codel  Broadcasts  His  London  Impressions  .  .  . 

BOB  TROUT  and  I  were  walking 
along  the  Thames  Embankment  the 

other  day,  chatting-  about  the  Lon- 
don sights  and  about  this  and  that. 

All  unaware,  while  nearing  the 
House  of  Parliament,  we  got 
tangled  up  in  a  knot  of  people.  We 
kept  chatting  away,  when  sud- 

denly a  nice  little  old  lady  in  the 
crowd  turned  to  us  and  exclaimed, 
"Oh,  that  Ameddican  accent  .  .  . 
just  like  in  the  films  .  .  .  it's  so 
nice  ...  I  simply  love  it!" 
Now  nothing  is  very  surprising 

in  a  big  city  like  London,  which 
really  is  very  much  like  New  York 
in  that  respect.  But  from  my  ex- 

perience here  in  former  years,  it 
struck  me  as  most  unusual  that  any 
Britisher,  much  less  a  strange  little 
old  lady,  should  open  up  so  cordially 
— should  speak  without  being  first 
spoken  to. 

Really  Quite  Friendly 

But  that's  England  today  .  .  . 
friendly,  cordial,  hospitable  to 
Americans  in  mufti  like  myself — 
especially  so  to  our  host  of  uni- 

formed men  here. 
Like  most  Americans  I  know  who 

have  been  here  before  as  casual 
visitors,  I  used  to  think  the  British 
rather  unfriendly,  perhaps  a  bit 
crusty.  They  were  hard  to  engage 
in  conversations;  they  seemed  to 
pay  so  little  attention  to  you  that 
you  thought  they  were  aloof,  if  not 
supercilious. 

Following  is  the  full  text  of  a 
broadcast  from  London  by  Martin 
Codel,  publisher  of  Broadcasting, 
which  was  carried  over  CBS  Trans- 

atlantic service.  Mr.  Codel,  who 
has  returned  from  England,  was 
asked  to  give  his  impressions  of  life 
in  the  British  capital  and  also  to 
discuss  the  activities  of  American 
radio  reporters  abroad. 

Actually,  that  isn't  so.  These  peo- 
ple, on  their  crowded  little  island 

no  bigger  than  my  native  State  of 
Minnesota,  want  and  need  privacy, 
and  they  assume  the  visitor  wants 
it,  too.  But  today,  possibly  because 
there  are  so  many  Americans  and 
Canadians  here — possibly  stimu- 

lated also  by  the  common  cause — 
they're  just  as  easy  to  talk  to  as 
our  own  folks  back  home,  and  I 

think  even  more  friendly.  That's  so 
whether  you  meet  them  in  their 
homes,  on  trains,  on  buses,  at  cock- 

tail parties,  even  at  manor  houses 
— so  I've  found. 

Troops  Behave  Well 

They're  really  swell  people  and, 
thanks  partly  at  least  to  the  won- 

derful way  our  many  troops  have 
comported  themselves  here  so  far, 
they  seem  to  think  we  are  too. 

This  may  or  may  not  be  a  new 

wartime  attitude — I  don't  profess 
to  know.  But  how  can  one  help  but 

respect  people  who've  shown  the 

guts  these  people  have.  They're still  quite  reserved,  a  characteristic 
shyness,  and  in  that  respect  they 
differ  from  most  of  us  Americans. 
Sometimes  they  are  hard  for  a 
Yankee,  usually  voluble  and  seldom 
given  to  understatement,  to  under- stand. 

Eschew  Heroics 

They  will  talk  about  the  blitz,  if 
at  all — and  a  horrible  time  that 
must  have  been — just  as  casually 
as  we  might  talk  about  the  dim- 
distant  San  Francisco  fire,  and 
just  about  as  frequently.  Of  their 

personal  experiences,  they  won't talk  at  all  unless  you  press  them. 

No  heroics  whatever.  I  didn't  learn, 
for  example,  that  my  chief  guide 
and  preceptor  over  at  the  Ministry 
of  Information,  the  popular  Maj. 

Roger  Machall,  was  a  wounded 
hero  of  Dunkirk — not  until  Ernie 
Pyle,  raving  reporter  for  the 
Scripps-Howard  Newspapers,  told 
me  after  I'd  been  here  three  weeks. 

They  will  point  out  the  ruins 
wrought  by  enemy  bombers,  of 
which  there  are  many  seemingly 
everywhere,  just  about  as  casually 
as  a  guide  might  point  out  Roman 
ruins  to  a  tourist. 

They  seldom  speak  of  their 
soldier  or  sailor  kin — and  they  all 
have  them — who  may  be  in  the 
thick  of  the  fighting  and  from 

(Continued  on  page  18) 
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COVERING 

the   Nashville  Market 

WSIX 

5000  W. 

NASHVILLE, 

THE  BLUE  NETWORK 

980  KC. 

TEN  N. 

WSIX,  now  operating  with  5000  Watts,  covers  107,100  Radio 
Homes  in  Tennessee  and  Kentucky  with  a  Primary  Signal. 

0.5  MV/M  and  0.1  MV/M  measured  by  Ring  and  Clark,  Radio 
Engineers,  July,  1942. 

National  Representatives 

SPOT  SALES,  INC. 

New  York  Chicago  San  Francisco 

BROADCASTING  •  Broadcast  Advertising 

1  940 MARKET  DATA 

0.5  MV/M- 0.5  MV/M 0.1  MV/M Total 
Population 

610,984 653,510 1,264,494 
Families 156,908 155,914 312,822 
Radio  Homes 107,100 

95,100 
202,200 

Total   Retail  Stores 

6,755 5,944 
12,699 

Sales,  $ 

144,078 
72,039 

216,1  17 
Food  Stores 

2,299 1,979 4,278 
Sales,  $ 

33,282 15,624 48,906 
General  Merchandise  Stores 270 

265 
535 

Sales,  $ 

17,400 

7,758 
25,158 

Filling  Stations 827 834 
1,661 

Sales,  $ 

11, 542 6,988 18,530 
Drug  Stores 

238 158 
396 

Sales,  $ 

6,284 2,705 8,989 Other  Stores 

3,121 
2,708 5,829 

Sales,  $ 

75,570 38,964 1 14,534 
All  money  values  in  thousands of  dollars. 
Radio  homes  by  Joint  Committee  Radio  Research 1938  percentages  of 1940  families 
(occupied  dwelling  units). All  other  data  from  sixteenth  c ecennial  Census  o f  U.  S.,  1940. 
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Co-op  Claim  Stirs  Senate  Probe  Plea 

N  o  r  r  i  s    Asks  Inquiry 

Of  Broadcasters, 

FCC  Powers 

By  RALPH  G.  TUCHMAN 

RESOLUTION  introduced  last 
Thursday  by  Senator  Norris  (Ind.- 
Neb.),  asking  Senate  inquiry  into 
refusal  of  networks  to  sell  time  to 
the  Cooperative  League  of  the 
USA,  brought  into  the  open  the 
whole  problem  of  radio's  right  to 
decide  who  may  use  its  facilities 
along  with  possible  amending  of 
the  1934  Communications  Act. 

The  action  followed  complaints 
made  by  the  League  following  re- 

fusal of  NBC  and  CBS  to  sell  time 
for  sponsorship  of  a  program  titled 
Let's  Get  Together,  Neighbors 
[Broadcasting,  Oct.  12]. 
The  proposed  inquiry  (S.  Res. 

305)  was  promptly  attacked  by 
Neville  Miller,  NAB  president,  as 
"one  of  the  gravest  threats  to  free- 

dom of  speech  in  recent  years". 
Action  by  League 

Action  results  from  a  resolution 
formally  adopted  by  the  Coopera- 

tive League  at  its  13th  Biennial 
Congress.  The  league  contends  that 
NBC  and  CBS  discriminated 
against  it  by  denying  it  the  op- 

portunity to  purchase  radio  time. 
The  Norris  resolution,  which  was 

directed  to  the  Interstate  Com- 
merce Committee,  calls  for  a  care- 

ful study  of  all  the  facts,  and  hear- 
ings if  necessary,  to  determine 

from  the  networks  involved,  the  Co- 
operative League,  the  FCC,  the 

Dept.  of  Justice  and  all  other  Gov- 
ernment agencies,  groups  or  per- 

sons "the  accuracy  of  the  charges 
of  discrimination  against  coopera- 

tives and  others  by  the  major  com- 
panies in  the  sale  of  their  radio 

time." 
Furthermore  the  resolution  sug- 

gests the  study  of  a  possible  need 
for  amendment  of  the  Federal 
Communications  Act,  1934,  which 
would  either  empower  the  FCC  to 
prevent  such  discrimination  or 
grant  the  Commission  further 
authority  by  "restricting  or  affect- 

ing the  power  of  said  broadcasting 
companies". 

In  discussion  which  preceded  the 
proposal  of  the  resolution.  Sen. 
Norris  quoted  a  letter  from  John 
Carson,  formerly  secretary  of  the 
late  Senator  Couzens  and  clerk  of 
the  Interstate  Commerce  Commit- 

tee which  drafted  the  Communica- 
tions Act,  and  now  Washington 

representative  of  the  League. 
Quoting  from  the  letter,  Sen. 

Norris  said,  "This  is  not  a  matter 
which  concerns  the  cooperative 
league  only.  It  is  a  matter  of  vital 
importance  to  every  radio  listener, 
to  the  entire  public  interest  and 
we  (the  league)  sincerely  believe 
to  radio  companies,  particularly  to 
the  independent  broadcasting  com- 

panies." Furthermore,  the  letter 
explained  the  league  seeks  "con- 

structive inquiry"  on  behalf  of  an 

organization  which  Carson  esti- 
mates as  representative  of  6.000,000 

to  8,000,000  people. 
In  the  statement  issued  by 

Neville  Miller  shortly  after  the  an- 
nouncement of  the  resolution  he 

said,  such  an  inquiry  if  carried  out 

by  the  Senate  "to  determine 
whether  a  Government  agency 
should  decide  what  the  people  of 
America  should  hear"  would  be 
welcomed  by  the  "advocates  of bureaucratic  control  of  both  radio 

and  the  press"  who  would  "urge the  enactment  of  a  law  which 
would  put  an  end  to  the  American 

System  of  Broadcasting." 
Miller  Comments 

In  commenting  on  the  circum- 
stances of  the  case,  Mr.  Miller 

pointed  out  that  the  networks  were 
in  conformity  with  the  NAB's  Code 
of  Program  Standards  by  refusing 
"to  sell  time  to  a  consumer  organi- 

zation to  discuss  the  philosophy 
of  the  consumers  movement — a  con- 

troversial public  issue." 
Distinguishing  between  this 

practice  and  actual  advertising, 
Mr.  Miller  pointed  out  that  con- 

sumers organizations  "have  been 
sold  time  to  advertise  their  goods 
when  they  have  goods  for  sale." 

Sen.  Norris  commented  in  the 
discussion  following  the  resolution 
that  "the  situation  presented  by 
the  cooperative  league  is  what  we 
believe  to  be  the  exercise  of  harsh 
and  arbitrary  action,  a  condition 
which  may  become  explosive  unless 
corrections  are  applied  now." 

Ban  a  Surprise 

Those  who  were  in  charge  of  the 
proposed  program  did  not  antici- 

pate objection  would  be  made  to 
their  presentation  of  the  program, 
according  to  Senator  Norris.  He 
emphasized  that  they  asked  for 
time  and  were  willing  to  pay  for  it, 
and  expected  they  would  receive 
the  same  treatment  as  anyone  else 
seeking  time.  Then  he  pointed  out 
how  a  hookup  had  been  arranged. 

Originally  the  program  had  been 
scheduled  to  start  Oct.  11  on  30 
stations  and  was  postponed  by  the 

League  pending  Federal  investiga- 
tion of  the  networks'  refusal.  The 

network  stations  involved  in  the 
controversy  are  KDKA,  Pittsburgh, 
owned  and  operated  by  Westing- 
house,  an  NBC  affiliate;  WTAM, 
Cleveland,  owned  and  operated  by 
NBC;  WJSV,  Washington,  and 
WCCO,  Minneapolis,  both  CBS 
M  &  O  stations. 

The  League's  decision  to  post- 
pone the  series  resulted  from  a 

letter  dated  Sept.  29  from  NBC 
cancelling  the  series  on  KDKA  and 
WTAM,  saying  that  the  material 
had  been  studied  and  the  conclusion 

reached  that  the  organization's 
primary  purpose  was  the  promo- 

tion of  new  memberships.  Then  it 

pointed  out  the  network's  policy 
aganst  commercial  broadcasts 
which  solicit  or  promote  member- 

ship with  the  exception  of  the  Red 
Cross  drives  and  the  annual 
"March  of  Dimes"  campaign. 

CBS  Position 
CBS  offered  no  vsrritten  refusal 

but  explained  its  rejection  of  the 
program  series  for  WCCO  and 
WJSV  in  the  light  of  its  contro- 

versial character.  In  a  statement  to 
the  trade,  CBS  later  explained 

that  the  League's  program  would 
promote  "a  fundamental  change  in 
the  present  system  of  marketing". At  the  same  time  CBS  emphasized 
that  it  would  accept  a  program 

from  a  cooperative  store  which  ad- 
vertised its  goods  for  sale. 

The  CBS  policy  is  well  known 
and  was  adopted  by  the  NAB  for 
incorporation  into  the  NAB  Code 
in  1939.  Under  its  policy  time  is 
made  available  on  a  sustaining 
basis  "for  programs  of  a  public 
controversial  nature  and  attempts 
to  allot  time  fairly  between  con- 

tending viewpoints." 
Senator  Norris  admitted  "the 

subject  matter  may  be  contro- 
versial" but  contended  that  there 

{Continued  on  page  52) 

ILIBBY'S  NE
W  PLAN 

Consumers  to  Be  Let  in  on 

 Radio  Convention  — 
ADVERTISING  plans  of  Libby, 
McNeill  &  Libby,  Chicago,  normally 
of  interest  to  the  trade  only,  will 
be  dramatized  for  consumer  listen- 

ers in  a  special  broadcast  on  BLUE 
presented  by  the  company  in  lieu  of 
its  annual  convention  [Broadcast- ing, Oct.  12]. 

The  radio  "sales  meeting  of  the 
air",  to  be  heard  Monday,  Oct.  19, 
4:30-5  p.m.,  and  not  in  November, 
as  previously  reported  in  Broad- 

casting, will  be  titled  Napoleon 
Was  Right.  It  will  reveal  to  BLUE 
listeners,  including  Libby  salesman 
and  dealers,  a  campaign  designed 
to  help  the  housewife  plan  a  bal- 

anced and  appetizing  diet  despite 
war  shortages.  Music  will  be  sup- 

plied by  the  Rex  Maupin  orchestra. 
Program  will  originate  in  BLUE's 
Chicago  studios.  J.  Walter  Thomp- 

son Co.,  Chicago,  is  agency. 

Trammell  Named 

NILES  TRAMMELL,  president  of 
NBC,  has  accepted  an  invitation  to 
become  a  member  of  the  Sponsors' Committee  of  the  United  Church 

~^  W^^^^^k 

•  g*J|     lations,  as  well  as 

Mr.  Trammell     "Pon   the  spirit- 
ual foundations 

upon  which  it  rests. Mr.  Trammell  will  be  chairman 
of  the  Radio  Committee  and  will 
assist  in  plans  for  programs  during 
the  two  periods  set  aside  by  the 
United  Church  Canvass  to  urge 
men  and  women  to  renew  their  al- 

legiance to  the  church  of  their 
choice,  Nov.  15  to  Dec.  6  and  Feb. 
21  to  March  14. 

Garland  to  Enter  Army 

DAVID  S.  GARLAND  has  re- 
signed as  director  of  sales  promo- 

tion for  WEEI  and  CBS  in  Boston 
to  enter  the  Army  under  the  Vol- 

untary Officer  Candidate  3-A  Plan. 
He  reports  to  Fort  Devens,  Mass., 
Oct.  19.  Garland  has  been  on  the 
executive  staff  of  WEEI  since  Feb- 

ruary 1941.  Prior  to  that  time,  he 
had  worked  in  the  magazine  and 
advertising  fields  19  years. 

SHAEFFER'S  SUNDAY  COVERAGE  pointed  out  by  Upton  Close,  com- 
mentator of  Wo7id  News  Parade,  sponsored  by  W.  A.  Shaeffer  Pen  Co., 

Ft.  Madison,  la.,  as  he  visits  the  company's  exhibit  at  the  convention 
of  the  National  Assn.  of  Retail  Druggists  in  Chicago,  Oct.  5-8.  With 
Mr.  Close  (1  to  r),  are  G.  F.  Olson,  advertising  manager;  H.  E.  Wald- 
ron,  vice-president  and  general  sales  manager  of  W.  A.  Shaeffer  Pen 
Co.;  George  Bayard,  vice-president,  Russel  M.  Seeds  Co.,  the  agency. 

'Petrillocracy' 

THE  Philadelphia  Inquirer, 
most  militant  of  the  local 
newspapers  in  attacking 
James  C.  Petrillo,  chief  of 
the  AFM,  has  coined  a  new 
word.  In  editorially  attacking 
the  union  chief  for  banning 
transcribed  broadcasts,  forc- 

ing the  war  savings  staff  of 
the  Treasury  to  abandon  a 
special  musical  program  and 
interfering  with  a  similar 
project  for  the  benefit  of  the 
USO,  the  newspaper  de- scribed such  actions  as 
"Petrillocracy". 
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HE  920  Club  program  of  WORL  presents  one  of  the 

most  unusual  situations  in  broadcasting.  Where  else  in  the 

country  can  you  find  a  daytime  station  without  network 

affiliations  that  ranks  2nd  and  3rd  among  seven  Boston  out- 

lets at  specific  periods  during  the  day.  .  .  climaxed  by  22% 

of  the  audience  (4  p.m.  to  4:30  p.m.)  according  to  the  C.  E. 

Hooper  Winter  and  Spring  Survey,  December  through  April, 

1941-1942. 

THE  abnormally  low  cost  of  WORL  makes  it  one  of  the  best 

radio  buys  in  America.  If  you  want  to  cover  the  Boston 

market,  a  multiplicity  of  spots  will  give  you  dominance  at 

an  extremely  moderate  expenditure. 

NATIONAL  and  local  advertisers  have  found  that  it  can 

do  the  job  single-handed  .  .  .  and  we  have  the  evidence 

to  prove  it. 

a 

1 
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BOSTON,  MASI$. 
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SIGNING  CONTRACT  for  thrice-weekly  quarter-hour  program  on 
WBBM,  Chicago  is  Ralph  Heller,  vice-president  and  general  sales  man- 

ager, Prima-Bismarck  Brewing  Co.,  Chicago.  Watching  the  proceedings 
are  (1  to  r)  Johnnie  Neblett,  narrator  of  the  new  program  titled  So 
the  Story  Goes,  A.  Wesley  Newby,  president,  Newby,  Peron  &  Flit- 
craft,  Chicago  agency,  and  Stanley  Levy,  local  salesman  of  WBBM. 

Rosel  Hyde  Named 

To  FCC  Law  Post 

Gets  Broadcast  Assignment 
Left  Vacant  by  Hilmer 
IN  KEEPING  with  its  recently 
inaugurated  policy  of  promotion 
from  the  ranks,  the  FCC  last 
Wednesday  announced  appoint- 

ment of  Rosel  H.  Hyde,  veteran 
FCC  attorney  as  assistant  general 

counsel  in  charge 

fc
an
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ed  b
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the  resig
natio

n  

of 

mer, 
 
who 

 
on  Oct. 

1  joine
d  

the  staff 

of  the  Boar
d  

of 

—
 
 

Econ
omic

  

War-
 

Mr.  Hyde  transfer. The  preceding 
week  the  FCC  had  announced 
promotion  of  Charles  R.  Denny, 
assistant  general  counsel  in  charge 
of  litigation  and  administration, 
to  the  general  counselship  in  suc- 

cession to  Maj.  Telford  Taylor, 
called  to  active  service  in  the 
Army. 

Vacancy  Remains 
A  vacancy  still  exists  in  Mr. 

Denny's  former  post  of  senior  as- 
sistant counsel.  The  report  is  cur- 

rent that  Nathan  David,  FCC 
principal  attorney,  now  in  charge 
of  legal  war  activities  and  a  former 
assistant  to  Chairman  Fly,  is  in 
line  for  Mr.  Denny's  post.  Mr. 
Denny  also  was  named  chairman 
of  the  Law  Committee  of  the  Board 
of  War  Communications,  a  post 
Maj.  Taylor  also  had  occupied. 

Mr.  Hyde  has  been  closely  identi- 
fied with  legal  aspects  of  broad- 

casting since  he  joined  the  legal 
staff  of  the  former  Radio  Commis- 

sion in  July,  1928.  Mr.  Hyde  was 
born  in  Idaho  in  1900  and  educated 
in  its  public  schools,  Utah  Agri- 

cultural College  and  Geoi'ge  Wash- 
ington U  Law  School.  He  is 

married  and  has  three  children. 

Blue  Script  Change 
UNDER  the  direction  of  Dorothy 
Kemble,  BLUE  continuity  accept- 

ance editor,  a  new  script  routing 
division  will  handle  the  receipt  and 
distribution  of  scripts  for  BLUE 
and  local  sustaining  shows,  previ- 

ously a  function  of  the  program 
department,  and  network,  local  and 
spot  commercial  shows,  with  rec- 

ords of  transcribed  programs, 
previously  a  sales  service  function. 
Marcella  E.  Garvin,  Helene 
Mazurek,  Jean  E.  Wilkinson  and 
Jack  Flynn,  who  formerly  handled 
the  work  in  program  and  sales 
service,  will  constitute  the  staff  of 
the  new  BLUE  division. 

Benny  Discs  for  Marines 
AT  REQUEST  of  Maj.  Raymond 
Hanson  of  the  Marines  recreation 
and  athletic  division,  five  extra  record- 

ings of  the  weekly  NBC  Jack  Benny 
Show,  sponsored  by  General  Foods 
Corp.  (Grapenuts  Flakes),  will  be 
made  and  distributed  to  Marine  bases. 
Jack  Benny,  star  of  the  program,  will 
append  a  personal  message  each  week. 

Factory  Sponsors 
IN  AN  EFFORT  to  help  relieve 
the  labor  shortage  in  war  indus- 

tries of  Northern  New  Jersey, 
through  appealing  to  women  to 
seek  employment,  several  leading- manufacturers  in  the  area  are 
sponsoring  a  six-weekly  half-hour 
program  on  WPAT,  Paterson, 
titled  North  Jersey  Women  at  War. 
Available  jobs,  and  employment  re- 

quirements at  the  sponsor's  fac- 
tories are  listed  during  the  pro- 
gram, which  features  an  employ- 

ment counsellor,  who  serves  as  a 
go-between  for  station  and  indus- 

tries involved.  Business  was  placed 
direct.  Starting  Oct.  19,  series  is 
aired  at  10  a.m. 

Plough  News  on  Coast 
PLOUGH  Inc.,  Memphis  (Pentro, 
St.  Joseph's  aspirin),  on  Oct.  5 started  for  26  weeks  sponsoring  the 
five-weekly  commentary,  Fulton 
Lewis,  jr.,  on  33  West  Coast  Don 
Lee  stations,  Monday,  Thursday, 
Friday,  4-4:15  p.m.  (PWT).  Lake- 
Spiro-Shurman,  Memphis,  has  the 
account. 

GEORGE  COREY,  script  writer  of 
This  Nation  at  War,  presented  on 
BLUE  in  cooperation  with  the  Na- 

tional Assn.  of  Manufacturers,  will  go 
to  England  sometime  next  month  to 
prepare  several  broadcasts  of  the  se- 

ries for  shortwaving  to  the  United 
States. 

Sanders  Defeated 

In  Louisiana  Vote 

Pending  Legislation  Not  to  Be 
Affected  by  Loss  of  Seat 

DEFEAT  of  Rep.  Jared  Y.  Sand- 
ers Jr.,  author  of  the  bill  to  rewrite 

the  Communications  Act,  in  the 
Louisiana  run-off  elections  last 
week  will  not  affect  the  status  of 
the  pending  legislation,  it  was 
stated  by  members  of  the  House 
Interstate  &  Foreign  Commerce 
Committee  where  the  measure  now 

reposes. 
Mr.  Sanders,  by  a  narrow  mar- 

gin, was  defeated  in  the  run-off  by 
James  H.  Morrison,  one-time  can- 

didate for  Governor.  Neither  had 
procured  the  necessary  majority 
in  the  recent  Democratic  primaries 
and  the  run-off  was  necessary.  The 
Democratic  nomination  is  tanta- 

mount to  election. 

Hearings  Held 
Mr.  Sanders  introduced  his  bill 

(HR-5497)  after  a  comprehensive 
study  of  the  radio  and  communica- 

tions field.  The  measure  was  the 
subject  of  hearings  earlier  this 
year  and  the  committee  announced 
its  intention  of  revising  the  meas- 

ure in  the  hope  of  action  at  this 
session.  War  exigencies,  however, 
blocked  that  and  Chairman  Lea 
(D-Cal.)  has  not  yet  appointed  the 
subcommittee  to  rewrite  the  meas- ure. 

It  is  expected  no  action  will  be 
taken  until  the  new  Congress  con- 

venes next  January.  There  are  at 
least  a  half-dozen  vacancies  on  the 
committee.  The  bill,  as  revised, 
will  be  a  committee  measure  rather 
than  the  Sanders  Bill,  and  proba- 

bly will  be  offered  by  Chairman 
Lea  himself,  who  was  renominated 
by  both  parties  in  the  California 
primaries  and  therefore  is  certain 
of  re-election  next  month. 

Radio  Drive  Expanded 

By    Schaeffer  Brewery 
F.  &  M.  SCHAEFFER  BREWING 

Co.,  Brooklyn,  which  has  been  con- 
fining its  radio  advertising  almost 

exclusively  to  a  musical  program 
on  WEAF,  New  York,  for  the  past 
four  or  five  years,  has  expanded  to 
four  additional  New  York  stations, 
using  heavy  news  schedules. 

Continuing  the  thrice  -  weekly 
Schaeffer  Revue  on  WEAF,  the 
beer  company  has  added  a  thrice- 
weekly  five-minute  period  on  that 
station,  featuring  newscasts  by 
Bill  Hightower.  Six-weekly  partici- 

pations have  been  placed  on  WJZ, 
following  a  news  spot  on  Break- 

fast in  Bedlam.  Schaeffer  has  also 
taken  over  thrice-weekly  quarter- 
hour  AP  news  programs  by  Alois 
Havrilla  on  WOR,  in  addition  to 
five  participations  weekly  on  News- 
reel  of  the  Air  on  WHN 

On  WMCA,  Schaeffer  has  start- 
ed five  one-minute  announcements 

weekly,  in  the  evening  period,  to 
be  increased  to  six-times  weekly 
Oct  26.  The  expanded  advertising 
schedule  on  all  stations  got  under 
way  Oct.  8.  BBDO,  New  York, 
handles  the  account. 

THE  'DIGEST'  IS  WIDE  OPEN 

KPRO  Head  Suggests  Newspapermen  May  Have 

 Sent  in  a  Few  Plug-Ugly  Coupons  
EDITOR,  Broadcasting: 

The  Reader's  Digest,  October 
issue,  reporting  on  its  campaign 
against  radio  commercials  certainly 
left  itself  wide  open. 

On  page  58  in  the  opening  of 
their  story  they  say  that  15,000 
Digest  readers  responded  to  their 
plug-uglies  story  which  they  ran 
two  months  before  in  their  August 
issue.  In  other  words,  only  a  small 
percentage  of  the  readers  of  the 
Digest  found  themselves  agreeing 
with  the  stand  taken  by  the  Digest 
in  the  August  issue. 

The  strange  thing  about  it  is 
that  the  Digest  printed  a  form  in 
the  August  and  September  issues 
to  be  cut  out  and  sent  in,  thus  mak- 

ing it  easy  to  secure  response.  Still 
they  were  able  to  arouse  only  a  few 
readers. 

Analyze  the  people  who  subscribe 

to  and  read  the  Reader's  Digest  and 
you  realize  it  is  the  few  thousand 
people  left  in  the  United  States 
who  continue  to  indulge  in  reading 
on  a  habitual  schedule;  when  you 
realize  that  most  of  the  protest  to 
radio  commercials  comes  from  these 
very  people,  it  is  astonishing  to  me 
that  the  Digest  did  not  get  30  or 
40  thousand  responses  because  I 
understand  in  our  own  area  alone 
a  newspaper  accounted  for  more 
than  a  dozen  of  the  coupons  and  I 
am  sure  that  the  Digest  must  have 
at  least  15,000  readers  among  the 
newspaper  publishing  fraternity 
who  delight  in  responding  to  a  cam- 

paign of  this  nature. 
W.  L.  Gleeson, President, 

KPRO,  Riverside,  Cal. 
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LOTS  OF  STATIONS  ARE  ABL€  TO  PUT 

OUT  A  GLAMOROUS  LINE  OF  ADVERTISING  - 

BUT     beauty  with  kex  is  that  it's MORE  YHANSKIN  DEEP!  THIS  ST^T10N 
DOES  A  SOLID  JOB,  ALL 

Ji^    THE  WAY  THROUGH 

HERE  \  m  AGAIN  TOLKS/ 

NOT  ONLY  REAOy,  BUT 
ANXIOUS  TO  TELL  YOO  WHY 
RADIO  STATION  KEX  IS  THE 
INEVITABLE  CHOICE  IN 

PORTLAND,  OREGON!  LISTEN- 

NO.  4  IN  A  SERIES  PORTRAYmG  THE  ADVENTURES  OF 
RAOIO'S  "INDISPENSABLE  MAN"-THE  TIME  BUYER. 

KEX  LEADS  IN  NEWSC-ASTING 
IN  PORTLAND,  WITH  ALL  THREE 

SERVICES -ASSOCIATED  PRESS, 
INTERNNTIONAL  NEWS  AND  UNITED 

PRESS -AND  SUCH  PERSONALITIES 
AS  JAMES  ABBE,  FRANK  HEW- 

ING WAY  AN'  DON  KNEASS/ 

IF  YOUR  CLIENT  IS  IN  THE  MARKET 

For  a  LIVE-TALENT  SHOW  WITH 
AN  ESTABLISHED  AUDIENCE  -  KEX 
CAN  PROVIDE  THAT,  TOO/  KEX 

POINTS  TO  A  LONG  LIST  OF 

SUCCESSFUL  SHOWS  -  FEEDS  ONE 
OF  THE  MOST  SUCCESSFUL 
SPONSORED  SHOWS  ON  THE 
COAST  TO  THE  BLUE  NETWORK 

ITS  EASY  TO  TURN  LISTENERS  INTO 

BUYERS  WHEN  YOU'RE  ON  KEX- fOR  THIS  STATION  HAS  A  LQN& 
ESTABLISHED  AND  UNUSUALLY 

LOYAL  AUDIENCE  / 

• 
— i 

I 
WHAT  A  PROGRAM  SCHEDULE  KEX 

WILL  CARRY  THIS  FALL  AS  AN  OUTLET  FOR  THE 

BLUE/  JACK  BENNY.. .QUIZ  KIDS...RAVIV\OND 

GRA(V\  SWING... DOROTHY  THOMPSON... DUFFY'S 
TAVERN...  SPOTLIGHT  BANDS. ..  EARL  GODWIN- 

TRUE  AN'  FALSE,..  AND  MANY,  MANY  OTHERS  / 

SUGGEST  THAT  YOU  SIT  RIGHT 
DOWN  AND  DICTATE  A  TELEGRAM 

TO  KEX  ASKING  FOR  IIVMVIEDIATE 

AVAILABILITIES  —  BETTER  YET, 
PICK  UP  YOUR  PHONE  AN'  CALL  ^ THE  NEAREST  PAUL  H.RAYMER  Q Sijb 

'///  , 
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Industry  Leaders  Are  Named 

As  OWI  Regional  Consultants 

Will  Report  to  William  B.  Lewis  in  Clearance  Of  All 
Government  War  Effort  Broadcasts 

IN  LINE  with  its  plan  of  intro- 
ducing practical  operating  methods 

and  policies  in  the  clearance  and 
coordination  of  all  war  effort  Gov- 

ernment programs,  the  Radio  Bu- 
reau of  the  Office  of  War  Infor- 

mation last  Friday  announced  ap- 
pointment of  17  well-known  broad- 

cast executives  as  OWI  regional 
consultants. 

To  serve  without  compensation, 
these  broadcasters  will  be  field  ad- 

visers of  the  Bureau,  reporting  to 
its  chief,  William  B.  Lewis,  for- 

mer vice-president  in  charge  of 
broadcasts  of  CBS.  They  will  work 
with  stations  and  OWI  branch  of- 

fices in  their  various  regions  and 
also  will  coordinate  their  activities 
with  the  existing  OWI  Station  Ad- 

visory Board. 
List  of  Consultants 

The  new  regional  consultants 
are: 

Herbert  L.  Pettey,  WHN,  New 
York;  Lt.  Leon  Levy,  WCAU, 
Philadelphia;  G.  Richard  Shafto, 
WIS,  Columbia,  S.  C;  Thad  Holt, 
WAPI,  Birmingham;  Truman 
Ward,  WLAC,  Nashville;  H.  K. 
Carpenter,  WHK-WCLE,  Cleve- 

land; Leo  Fitzpatrick,  WJR,  De- 
troit; Glenn  Snyder,  WLS,  Chi- 
cago; Merle  Jones,  KMOX,  St. 

Louis;  Kenneth  M.  Hance,  KSTP, 
St.  Paul;  William  Gillespie,  KTUL, 
Tulsa;  Martin  Campbell,  WFAA- 
WBAP,  Dallas-Fort  Worth;  Rob- 

ert Hudson,  Rocky  Mountain  Ra- 
dio Council;  Lincoln  Dellar,  KSFO, 

San  Francisco;  Richard  F.  Connor, 
Southern  California  Broadcasters 
Assn.;  Harold  Fellows,  WEEI, 
Boston ;  Sheldon  F.  S  a  c  k  e  1 1, 
KVAN,  Vancouver. 

Carl  Haverlin,  vice-president  of 
BMI  in  charge  of  station  relations, 
recently  appointed  headquarters 
consultant  on  industry  relations  to 
OWI,  assisted  Mr.  Lewis  in  the 
new  station  plan,  as  did  Lt.  Levy, 
who  has  been  on  special  consulting 
duty  at  OWI  from  his  regular  as- 

signment in  the  Navy  public  rela- 
tions office  in  Philadelphia. 

Two  highlights  of  the  plan,  it 
was  stated,  are  proposals  for  con- 

solidation of  all  spot  announce- 
ments emanating  from  the  Govern- 
ment and,  second,  a  new  sched- 
uling plan  for  all  Government 

transcriptions. 
The  plan  will  be  explained  in 

detail  to  the  industry  by  Mr. 
Haverlin  at  the  NAB  district  meet- 

ings, which  open  in  Philadelphia 
Oct.  9  and  which  will  be  carried 
through  Dec.  10,  spanning  the 
country.  Mr.  Haverlin  will  meet 
with  the  Radio  Bureau  consultants, 
OWI  field  representatives  and  war 
program  managers  from  stations 
throughout  the  country,  outlining 
the  plan  and  how  it  affects  coor- 

dination in  individual  stations. 
After  the  17  consultants  have 

discussed  the  plan  with  Mr.  Hav- 
erlin, OWI  stated,  they  will  be 

asked  personally  to  present  the 
plan  to  all  station  operators  in 
their  regions.  The  consultants  will, 
at  that  time,  compile  information 
necessary  to  operation  of  the  plan, 
noting  suggestions  or  objections 
and  securing  final  ratification  of  it 
from  all  stations. 

Late  in  December,  the  regional 
consultants  will  attend  a  three-day 
meeting  in  Washington  with  the 
Radio  Bureau  officials  and  OWI 
regional  men,  for  a  discussion  of 
the  complete  OWI  operation.  It 
is  intended  at  that  time,  said  the 
announcement,  to  disclose  final  de- 

tails of  the  plan  and  its  initiation 
the  first  of  the  year. 

Members  of  the  Station  Advisory 
Board  are : 

Neville  Miller,  president,  NAB; 
John  Shepard  3d,  president,  Yan- 

kee Network;  James  D.  Shouse, 
WLW-WSAI,  Cincinnati;  George 
B.  Storer,  president.  Fort  Industry 
Co.;  0.  L.  Taylor,  KGNC,  Amar- 
illo;  Eugene  Pulliam,  WIRE,  In- 

dianapolis; John  E.  F  e  t  z  e  r, 
WKZO,  Kalamazoo. 

THROUGH  THE  EFFORTS  of  WWJ,  Detroit,  and  Sam's  Cut  Rate  Inc., 
Detroit  department  store,  Detroiters  will  enjoy  broadcasts  of  21  concerts 
by  the  Detroit  Orchestra  this  season.  Picture  shows  principals  in  the  deal, 
just  after  negotiations  had  been  completed  (1  to  r) :  Harry  Bannister, 
manager  of  WWJ;  Max  Osnos,  president  of  Sam's;  Victor  Kolar,  con- 

ductor of  the  Detroit  Orchestra;  Herman  Osnos,  vice-president  of  Sam's; 
Jack  Ferentz,  president  of  the  Detroit  Chapter,  AFM;  Jack  Kellman, 
assistant  to  the  president  of  Sam's. 

Jason  Joins 
LATEST  recruit  from  the 
ranks  of  NBC,  Hollywood,  to 
be  inducted  into  the  Army 
at  Fort  MacArthur,  Cal.,  in 
mid-October,  entered  his  par- 

ticular division  with  special 
permission  of  Sidney  N. 
Strotz,  NBC  Western  divi- 

sion vice-president.  Not  that 
the  inductee  was  less  than 

100%  perfect  physical  speci- 
men, nor  that  his.  intelligence 

was  questioned.  Just  a  mat- ter of  Army  regulations. 
And  to  keep  the  record 
straight,  that  division  is :  Ca- nine; the  enlistee:  Jason, 
two-year-old  boxer  pup  and 
mascot  of  NBC,  Hollywood. 
Owner  Strotz  gave  the  neces- 

sary consent. 

Philco  on  Full  Network 

With  CBS  War  Dramas 
PHILCO  RADIO  &  TELEVISION 
Corp.,  Philadelphia,  on  Oct.  16  be- came the  16th  CBS  sponsor  to  use 
the  full  network  on  the  network's 15%  discount  plan,  when  it  started 
Our  Secret  Weapon  with  Rex  Stout 
on  119  stations.  Heretofore  heard 
on  a  sustaining  basis  Sunday  eve- 

nings, the  CBS  dramatic  program 
has  been  shifted  to  Fridays  in  the 
7:15-7:30  p.m.  spot,  with  a  repeat 
at  11:15  p.m. 

Mr.  Stout,  author  and  chairman 
of  the  Writers'  War  Board,  is  the 
program's  "lie  detective"  as  he 
exposes  the  fallacies  of  Nazi  propa- 

ganda, assisted  by  Bob  Trout,  CBS 
correspondent  in  London.  Agency 
for  Philco,  which  is  sponsoring  the 
series  on  an  institutional  basis,  is 
Sayre  M.  Ramsdell  Associates, 
Philadelphia. 

Kirkman  Change 

KIRKMAN  &  SON,  Brooklyn,  a  di- 
vision of  Colgate-Palmolive-Peet 

Co.,  Jersey  City,  has  appointed 
Newell-Emmett  Co.,  New  York,  to 
handle  its  advertising,  effective 
Dec.  1.  The  company,  which  manu- 

factures soap  products,  is  currently 
using  the  Can  You  Top  This?  pro- 

gram Tuesday  evenings  at  8:30  on 
WOR,  New  York,  in  addition  to 
some  spot  radio.  That  show  is  also 
sponsored  by  C-P-P  on  NBC, 
through  the  Ted  Bates  Inc.,  New 
York.  The  newly-appointed  agency 
for  Kirkman  has  not  yet  announced 
plans  for  the  account,  and  will  not 
do  so  until  after  the  appointment 
becomes  effective.  N.  W.  Ayer  & 
Son,  New  York,  is  the  current 
agency  for  Kirkman,  but  is  under- 

stood to  have  resigned  the  account 
[Broadcasting,  Sept.  21]. 

Prager  Promoted 
BERT  PRAGER,  talent  buyer  of 
Benton  &  Bowles,  New  York,  and 

previously  in  the  agency's  commer- cial department,  joins  Donahue  & 
Coe,  New  York,  in  the  newly- 
created  position  of  radio  director, 
effective  Oct.  19.  Prager  will  have 
complete  supervision  of  talent  buy- 

ing, creating  and  producing  of  ra- 
dio programs,  and  spot  announce- 

ments for  the  agency's  accounts. 

Libraries  Flourish 

Despite  AFM  Ban 
Reserves  of  Music  Stored  Up; 

Other  Backgrounds  Used 

DESPITE  the  Petrillo  ban  on  re- 
corded music  since  Aug.  1,  the 

transcription  library  business  is 
not  only  continuing  but  flourishing, 
according  to  reports  made  to 
Broadcasting  last  week  by  several 
New  York  transcription  companies, 
which  stated  that  new  and  renewal 
contracts  are  being  signed  with 
stations  as  usual  and  with  no  dimi- 

nution in  volume  attributable  to 

the  stand  taken  by  the  musicians' union. 

From  the  date  of  Petrillo's 
speech  to  the  AFM  convention  last 
June,  announcing  his  intention  to 
withdraw  all  AFM  members  from 

the  employment  of  recording  com- 
panies, until  the  ban  actually  be- 

came effective,  recording  companies 
worked  long  and  hard  to  store  up 
a  reserve  supply  of  their  library 
transcriptions,  so  that  stations 
largely  dependent  on  recordings 
for  their  musical  programs  might 
not  be  immediately  affected  by  the 
AFM  action. 

Other  Backgrounds 

In  addition,  since  Aug.  1  this 
backlog  of  transcriptions  has  been 
augmented  by  records  performed 
by  harmonica  groups,  choruses 
singing  a  capella  and  other  musi- 

cal combinations  which  do  not  come 
under  the  AFM  ban. 

While  refusing  to  divulge  future 
plans,  executives  of  the  companies 
indicated  that  their  willingness  to 
sign  new  contracts  at  this  time  is 
evidence  of  their  intention  to  make 
every  effort  to  continue  to  supply 

library  service  to  their  station  sub- scribers. 
NBC's  Radio-Recording  Division 

announced  new  contracts  for  its 
Thesaurus  service  with  WJLB, 
WBTM,  KEYS,  PRB6,  WMOG, 
WHBC,  CKWS,  WLAW,  KBWD, 
CHOV,  CMCF,  WMAL,  KWLK, 
KMPC,  K49KC  and  renewals  from 
57  stations. 

World  Broadcasting  System's 
new  library  subscribers  include 
WMBR,  WJBC,  WCAU,  WIRE, 
KOAM,  WSAP,  W75NY,  KTUL, 
WDAE,  WOWO-WGL,  WSBA, 
WGBI,  KRDW.  This  company  also 
reported  numerous  renewals  from 
existing  clients. 
New  contracts  for  the  library 

service  of  Associated  Music  Pub 
lishers  have  recently  been  signed 
with  WCPO,  XEQ,  WJWC,  KHQ, 

WSBA,  WALB,  in  addition  to 
numerous  renewals. 

Cudahy  Change 

CUDAHY  PACKING  Co.,  (Old 
Dutch  Cleanser)  on  Oct.  19  shifted 
Helpmate,  daytime  serial,  on  NBC, 
at  10 :30-10 :45  a.m.  from  New  York 
to  Chicago.  The  new  cast  will  in- clude Fern  Persons,  John  Larkin 
and  Beryl  Vaugh.  Frank  and  Doris 
Hursley  will  write  the  program 
while  Lloyd  G.  Harris  will  direct. 
Grant  Adv.,  Chicago  is  agency. 
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DIRECT  ROUTE  TO  AMERICA'S  NO.  1  MARKET 
The  Travelers  Broadcasting  Service  Corporation 

Member  of  NBC  and  New  England  Regional  Network 

Represented  by  WEED  &  COMPANY,  New  York,  Boston, 
Chicago,  Detroit,  Son  Francisco  and  Hollywood 
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Beg 

Are"  '  reFeeP* 

No? 

Then  possibly  your  trou- 
bled look,  sir,  stems  from 

the  same  problem  facing 

J.F. — a  food  advertiser 
whose  transcribed  pro- 

grams have  carried  music, 
and  whose  promotion  set- 

up has  been  thrown  askew 
by  the  recording  ban.  Per- 

haps like  J.  F.  you're  cast- 
ing about  for  substitute 

shows. 

No?  Hmm .  . . 

Well  maybe  you  simply 
want  to  sell  more  of  your 
product,  eh? 

Yes? 

Then  you  should  consider 
the  KMBC  Happy  Kitchen 
— the  feature  that 

and 

A  few  choice  availabilities  still 
remain.  For  details,  see  your 
nearest  Free  Sl  Peters  office. 

KMBC 
OF    KANSAS  CITY 

Free  &  Peters,  Inc.      CBS  Basic  Network 

BARTENDER'S  APRON,  prep  figuring  in  Dujfy's  Tavern,  gets  enother 
signature  on  the  occasion  of  the  program's  debut  on  BLUE  Oct.  6  for 
Bristol-Myers  Co.  (Minit  Rub,  Sal  Hepatica).  Adding  his  autograph 
to  the  scrawls  of  guest  stars  who  appeared  on  the  show  on  CBS  last  year 
for  General  Foods,  is  Joseph  Allen,  advertising  manager  of  the  new 
sponsor.  Observing  the  procedure  are:  Edgar  Kobak,  executive  vice- 
president  of  BLUE  (right),  and  Ed  "Archie"  Gardner,  "bartender"  of 
the  Tavern.  'Young  &  Rubicam,  New  York,  is  agency. 

Impressions  from  London 
(Continued  from  page  10) 

whom,  the  wartime  mail  service 
being  what  it  is,  they  may  not 
have  heard  for  months  on  end,  or 
even  years. 

Always  Aware 

Yet  you  know,  despite  their  reti- 
cence and  despite  the  present  lull, 

that  they  are  constantly  conscious 
of  the  war.  How  can  they  help  but 
be,  with  their  complete  blackouts 
.  .  .  with  town  and  countryside 
bristling  with  soldiers  and  military 
emplacements  ....  with  two  out 
of  every  three  of  them  engaged  in 
war  work  .  .  .  with  private  autos 
entirely  banned  .  .  .  with  their  so- 
called  austerity  diet  .  .  .  with  ra- 

tioning of  just  about  every  neces- 
sity .  .  .  with  newspapers  down  to 

only  4  or  at  most  10  pages  .  .  .  with 
such  commonplaces  (to  us)  as 
orange  juice  and  eggs  for  break- 

fast, lemons  for  cocktails,  roasts 
and  steaks  for  dinner,  just  about 
unobtainable.  But  it's  amazing  how 
quickly  and  how  cheerfully  you 
become  accustomed  to  these  things. 

We've  seen  nothing  yet  at  home, 
compared  to  what  these  people  have 
faced  and  are  facing  in  the  way 
of  everyday  deprivations  or  curtail- 

ments. Yet  the  austerity  program 
allows  enough  necessities  for  every- 

body— no  one  can  possibly  go 
hungry  and  I'm  told  the  health  of 
the  British  is  better  than  it  ever 
was. 

Never  a  squawk  do  you  hear,  for 
example,  in  a  restaurant,  when  a 
dinky  portion  from  an  abbreviated 
menu  is  served;  and  you  take  it 
for  granted  when,  at  maybe  1:30 
in  the  afternoon,  the  menu  is  ab- 

breviated still  further ;  or,  if  you've 
come  late  for  lunch  or  dinner,  as  I 
often  have,  the  proprietor  or  head 
waiter  says,  "Sorry,  closed  now,  no 
more  servings,  no  more  food  sup- 

ply". 

My  own  job  here  has  been  to 
study  Anglo-American  radio  rela- 

tions, which  are  growing  in  im- 

portance and  which  will  continue 
to  be  important  after  the  war  is 
won.  There  isn't  much  I  can  re- 

port as  yet  about  my  observations, 
which  I  hope  will  be  of  some  help 
later  to  our  broadcasting  industry. 
That  radio  is  playing  an  enormous 
role  in  this  war,  doing  secret  things 
you  and  I  as  listeners  seldom  hear 
about — like  the  aircraft  radioloca- 

tor— goes  without  saying. 
I  can  say  this,  though,  that  the 

British  Broadcasting  Corp.  people, 
running  a  much  different  system 
from  ours,  surely  have  a  wholesome 
respect  for  our  broadcasting  sys- 

tem and  radio  methods.  They  are 
constantly  sending  men  over  to 
America  on  radio  missions;  Sir 

Cecil  Graves,  joint  BBC  director- 
general,  and  Noel  Newsome,  oper- 

ations chief  of  BBC's  European 
Service,  have  just  returned  from 
official  missions  to  our  country. 
BBC  maintains  offices  in  New  York, 
Washington  and  elsewhere  in  the 
United  States  and  Canada  to  take 
advantage  of  what  we  have  to 
offer.  And  some  of  the  most  popu- 

lar programs  on  BBC  are  rebroad- 
casts,  usually  via  recordings,  of 
some  of  our  own  favorites  back 
home. 

World  Series,  Too 

In  their  European  Service  broad- 
casts, which  are  aimed  at  that  be- 

leaguered continent  and  which  con- 
sist mostly  of  news,  and  in  their 

Overseas  Service  broadcasts  via 
shortwaves  to  the  rest  of  the  world, 
they  are  doing  a  magnificent  job 
from  here,  and  they  have  lots  to 
teach  us.  The  European  Service 
news,  incidentally,  is  carried  in 
more  than  a  score  of  languages  on 
long  and  medium  and  shortwaves, 
and  includes  some  periods  prepared 
by  our  Office  of  War  Information 
and  relayed  voice  from  New  York. 
It  is  noteworthy  for  its  absolute 
integrity — especially  by  contrajst 
with  the  drivel  outpourings  of  mis- 

information and  abuse  from  Herr 

Goebbels'  vast  network  of  trans- 
mitters all  over  Europe,  including 

that  truckling  but  much-quoted 
Vichy  Radio. 
And  BBC  officials  want  to  co- 

operate with  our  forces  in  giving 
our  boys  in  the  camps  the  kind  of 
programs  they  want  to  hear.  So 
they  regularly  put  on  Jack  Benny 
or  Bob  Hope  from  transcriptions, 
Bing  Crosby  on  recordings,  nightly 
American  sports  reviews,  and  other 
American-made  shows,  like  the 
Army's  Command  Performance, 
some  of  them  to  the  delight  of 
their  own  audience.  They  are  even 
broadcasting,  starting  tomorrow,  a 
daily  report  of  the  world  series 
immediately  after  each  game,  which 
the  Americans  here  will  certainly 
welcome. 

Brewster  Morgan  on  Job 

Our  people  still  have  a  lot  to  do, 
however,  toward  getting  more  of 
the  American  radio  programs  our 

boys  want  on  the  air  over  here — • 
and  that's  one  of  the  jobs  Brewster 
Morgan,  the  well-known  radio  pro- 

ducer who  has  just  come  over  here 
to  head  OWI's  radio,  has  plunged 
into.  Shortwave  reception  is  poor; 
there  aren't  many  shortwave  sets 
in  the  camps  anyhow  .  .  .  and  ob- 

viously the  BBC  cannot  be  expected 
to  turn  over  its  whole  system  to  the 
kind  of  programs  the  Americans 
want  to  hear  during  their  leisure hours. 

As  for  the  American  radio  re- 
porters here,  they  are  doing  a  great 

job,  and  they  stand  just  as  high 
as  our  fine  corps  of  newspaper  cor- 

respondents. Ed  Murrow  and  John 
MacVane,  Bob  Trout  and  Charles 
Collingwood,  John  Steele  and  Ar- 

thur Mann,  all  are  well  recognized 
as  important  interpreters  of  the 
war  scene  here.  Stanley  Richardson, 
former  AP  foreign  correspondent 
recently  with  the  radio  section  of 
our  Office  of  Censorship  in  Wash- 

ington, arrived  last  week  to  be- 
come NBC's  London  office  manager, 

and  Alex  Dreier,  formerly  in  Ber- 
lin for  NBC,  is  taking  over  for 

Bob  St.  John  here. 

The  prestige  of  our  foreign  ra- 
dio correspondents  may  be  gauged 

somewhat  also  by  the  splendid 
books  they  have  turned  out:  Bob 
St.  John's  Land  of  the  Silent  Peo- 

ple, Harry  Flannery's  Assignment 
to  Berlin,  Ed  Murrow's  This  is 
London,  Bill  Shirer's  Berlin  Diary 
— and,  most  recent  and  a  very  ex- 

cellent job.  Last  Train  From  Ber- 
lin, by  Howard  Smith,  of  New  Or- 

leans, who  is  now  in  Switzerland 
for  CBS. 

Reporters  Needed 
Here  in  London  we  also  have 

Columbia's  own  Com.  Harry  Butch- 
er, who  took  leave  not  so  long  ago 

as  CBS  Washington  vice-president, 
to  fill  the  important  post  of  naval 
aide  (and,  incidentally,  unofficial 
radio  advisor)  to  Gen.  Ike  Eisen- 

hower, our  commanding  officer  for 
the  European  theatre. 

I  have  wondered  why  BBC  didn't send  over  to  America  a  few  British 
radio  reporters  to  do  the  same  kind 
of  Transatlantic  job  for  its  net- 

works that  ours  are  doing.  I  in- {Continued  on  page  i3) 
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20,167  requests  for 

^       tickets  to 

'Breakfast  at  Sardi's' 

Late  in  July,  Tom  Breneman,  MC  of  "Breakfast  at 
Sardi's,"  announced  his  9:30  A.M.  show  would  be  pre- 

sented from  San  Francisco,  for  one  week.  He  invited  his 
listeners  to  write  KGO  for  tickets.  What  happened ! 

KGO's  phones  were  jammed  five  minutes  after  the  an- 
nouncement. Two  extra  girls  were  hired  to  handle  the 

mail.  And,  when  the  storm  subsided,  requests  for 
20,167  tickets  had  been  received.  The  final  show  was 
put  on  before  13,087  guests  in  the  S.  F.  Auditorium. 

1856  World  War  Atlas' 

sold  by  a  few 

30  second  announcements 

Here's  a  test  which  was  made  against  the  toughest 
kind  of  competition.  A  World  War  Atlas  was  offered 

at  25c  per  copy  on  a  KGO  news  show.  This  offer  com- 
peted with  the  second  highest  ranking  news  program 

in  this  area.  With  just  22  thirty-second  announcements, 
1856  copies  of  the  Atlas  were  sold.  And,  this  new 

KGO  news  program,  at  the  time,  hadn't  been  on  long 
enough  to  establish  a  Hooper  rating.  You'll  find,  on 
investigation,  many  good  news  buys  on  the  ?ieu'  KGO. 

1735  War  Bonds 

sold  during 

Bond  Night  on  the  Blue 

KGO  is  particularly  proud  of  this  test.  You'll  recall 
the  monumental  program,  "Bond  Night  on  the  Blue," 
staged  Saturday,  August  29th.  During  the  show  the  au- 

dience was  requested  to  phone,  wire  or  mail  pledges  for 
War  Bonds.  The  result.  A  total  of  1735  telegrams  and 
phone  calls  were  received  while  the  show  was  on  the 
air.  These  same  people  ordered  nearly  a  quarter  of  a 
million  dollars  worth  of  War  Bonds.  Nothing  was  pre- 

arranged .  .  .  but  it  indicates  to  you  the  pulling  power 
of  the  new  KGO. 

Investigate  the  new  KGO 

, . .  the  action  station 

in  San  Francisco 

There's  other  evidence  of  the  new  KGO's  pulling 
power,  too.  For  instance,  KGO  has  sold  this  year 
more  locally-produced  l/^-hour  shows  than  any 
other  San  Francisco  station  . . .  Local  and  spot  sales 
are  each  month  30%  to  60%  ahead  of  last  year.. 
And  with  the  new  Fall  Blue  Network  schedule 

even  greater  things  are  in  the  offing!  Keep  posted 
on  the  neiv  KGO  .  .  .  the  action  station  in  the  great 
San  Francisco-Oakland  market. 

Represented  Nationally  by  Blue  Spot  Sales  Offices 

NEW  YORK  •  CHICAGO  *  DETROIT  •  HOLLYWOOD SAN  FRANCISCO      8io  kcyls  •  7500  watts 





Prof.  Kelly :  Kids,  meet  Statistic,  who  wants  to  ask  you 
some  questions. 

Quiz  Kids :  Ixnay.  That's  not  in  our  contract.  Fifty-two 
Sundays  a  year,  over  66  Blue  Network  Stations,  we  an- 

swer everything  from  the  Sphinx's  riddle  to  a  sponsor's 
prayer.  Today,  we  do  the  asking! 

Dick:  And  I'll  start.  Statistic,  who's  your  old  man? 

Statistic:  My  paternal  parent  is  Dr.  C.  E.  Hooper— than 
which  no  Statistic  could  have  a  better. 

Jack :  You  mean  the  man  with  all  the  swell  phone  num- 
bers? 

Statistic:  Accurately  speaking,  my  young  savant.  Dr. 

Hooper's  telephone  numbers  are  typical  rather  than 
swell.  They  re  the  numbers  of  regular,  cross-section 
Americans— the  millions  who  spend  the  billions.  In  the 

present  case.  Dr.  Hooper's  staff  in  32  cities  called  3.276 
families  who,  in  the  preceding  11 -month  period,  had 
already  been  contacted  once— during  the  half-hour  that 
Quiz  Kids  were  on  the  air. 

Margaret :  And  did  we  slay  'em ! 

Statistic:  Yes.  my  modest  miss,  you  did.  Exactly  83-5 
verified  the  fact  that  they  listen  to  Quiz  Kids.  Only  476 

verified  that  they  don't  listen  to  the  program.  That's 
75/'c  more  verified  listeners  than  verified  non-listeners. 
(The  balance,  having  stated  on  one  call  that  they  listened 
but  on  the  other  call  that  they  did  not  listen,  are  un- verified.) 

Gerartl:  Here  goes  our  neck  out.  What  about  the  sor- 
did, commercial  side.  I  mean,  how  s  the  gate?  Do  our 

tuner-inners  go  for  Alka-Seltzer? 

Statistic:  Do  they!  2\.V/c  of  the  listeners  use  Alka- 
Seltzer,  as  compared  with  12.2%  of  the  non-listeners. 

Richard:  So  what's  the  final  answer? 

Statistic:  Easy  as  rolling  off  a  logarithm.  Listeners  to 

you  and  the  BLUE  use  Alka-Seltzer  73%  more  than  non- 
listeners.  And  that  s  a  Hooper-dooper  of  a  record! 

*      *  -» 
P.  S. :  The  BLUE  is  signing  this  advertisement.  But 

we're  not  trying  to  hog  the  credit.  The  headwork  was 
done  by  Alka-Seltzer  and  the  Wade  Advertising  Agencv. 

But  don't  forget,  part  of  that  headwork  was  the  selection 
of  the  thrifty,  efficient  BLUE  .  .  .  the  network  that  de- 

livers your  message  in  more  homes  per  dollar  than  any 
other  medium.  Call  in  our  representative  and  let  him 
prove  that  fact  in  Blue  and  White. 

Blue  Network  Company,  A  Radii.  Corporalion  of  America  Service 



TEST  IT  ON 

WMBC 

HnRTFORD 
FULL  TIME 

5,000  Watts 

ADVERTISERS  RECOGNIZE 
ITS  SELLING  POWER! 

/'/f^^LOW  RATES! 

Basic  Blue  Network 

HFADIEV  REED  fO 

WCOP  merchan- 
dises advertis- 

ers' programs. 
Ask  us  to  tell 

you  how! 

Full  CBS  Net  Ups  Ratings — CBC  Promotion — 

Student  Workshop — 'Code'  Message 

BELONGS  ON  YOUR  SCHEDULE 

How  NINE  CBS  prog
rams out  of  the  current  group  of 

24  now  using  the  full  net- 
work increased  their  rat- 

ings in  ten  cities  tested  by  C.  E. 
Hooper,  is  the  subject  of  a  10-page, 
tan  brochure  issued  by  CBS  and 
titled  "UP  went  their  hands  and 
UP  went  their  ratings.  .  .  ." 

The  Hooper  ratings  were  com- 
puted a  week  before  and  a  week 

after  the  full-network  plan  went 
into  effect  for  the  programs.  Rat- 

ings in  the  cities  added  to  the  pro- 
grams were  also  higher  than  the 

national  Hooper  ratings  for  the 
same  programs.  The  cities  tested 
were  Atlantic  City;  Anderson, 
S.  C;  Augusta,  Ga.;  Erie;  Mason 
City,  la.;  Meridian,  Miss.;  Mont- 

gomery, Ala.;  Parkersburg,  W. 
Va.;  Quincy,  111.;  Uniontown  and 
Erie,  Pa. *  s!«  ❖ 

CBC  Promotion 

CANADIAN  Broadcasting  Corp., 
to  publicize  its  various  programs 
has  started  wide  distribution  of 
brochures  and  posters  about  its 
various  programs.  Women's  clubs 
receive  literature  on  women's  war- 

time programs;  farm  and  labor 
groups  are  advised  of  forums  and 
special  programs  by  means  of  pos- ters for  bulletin  boards  in  union 
halls,  in  factories,  post  offices,  com- 

munal farming  centers,  school  chil- 
dren have  the  new  national  radio 

educational  broadcasts  brought  to 
their  attention  by  means  of  special 
booklets,  and  other  literature.  Not 
only  the  CBC  stations  act  as  dis- 

tributing centers,  but  also  the  pri- 
vate stations  using  these  programs. 

A  new  CBC  Monthly  Guide  to 
broadcasts  of  educational  and  cul- 

tural value  is  being  sent  to  all 
schoolteachers.  Other  publications 
are  in  the  offing. 

Brooklyn  Auditions 
YOUNG  PEOPLE  eager  to  break 
into  radio,  whether  in  writing,  act- 

ing or  announcing,  are  invited  to 
audition  for  Student  Workshop, 
weekly  Saturday  morning  program 
heard  on  WLIB,  Brooklyn.  The 
series  includes  dramatic  presenta- 

tions of  various  topics  of  national 
interest  to  youth,  in  addition  to 
interviews  with  well-known  per- 
sonalities. 

'Code'  Message 

CAPSULES  containing  a  'secret 
code  message'  are  mailed  out  by 
WOR,  New  York,  to  prospective 
buyers.  When  opened,  message, 
typed  on  thin  tissue  reveals  that 
63  of  the  nation's  largest  military 
bases  are  in  area  covered  by  WOR, 
and  describes  selling  power  avail- 

able on  the  station. 

Milk  on  the  Table 
WITH  TEA  AND  COFFEE  ra- 

tioned in  Canada,  three  Rouyn  and 
Noranda  dairies  have  started  a  se- 

ries of  quarter-hour  programs  on 
CKRN,  Rouyn,  Que.  with  the  theme 
that  "milk  is  not  rationed"  and  fea- 

turing the  slogan  "put  the  milk  jug 
back  on  the  table." 

On  the  Air  First 
REVERSING  the  usual  formula  of 
interviewing  prominent  persons 
after  their  story  and  pictures  have 
appeai-ed  in  newspapers,  KGO,  San 
Francisco,  has  arranged  with  the 
San  Francisco  Chronicle  to  print 
pictures  and  stories  about  persons 
in  the  news  after  they  have  been  at 
the  KGO  microphone.  Under  this 
three  dimensional  coverage  plan  of 
word,  voice  and  picture,  the  lis- 

tener is  informed  after  hearing  the 
talk  that  photographs  and  a  printed 
statement  may  be  found  in  the 
Chronicle. 

WSBA  Promotion 

FIRST  month's  promotional  cam- 
paign for  WSBA,  new  1,000  watt 

regional  in  York,  Pa.,  includes  bus 
card  announcements,  17  billboards, 
and  movie  trailers  in  seven  local 
theaters.  Ceramic  ash  trays  have 
been  given  to  a  selected  agency 
list  and  match  books — featuring  a 
microphone  design  on  the  cover, 
news  schedule  on  the  inside  cover, 
and  call  letters  on  each  match — 
will  be  widely  distributed. 

^  ^  ^ 
Live  Turkey 

LIVE  TURKEYS  greeted  radio 
editors  of  New  York  newspapers 
the  morning  of  Oct.  8  to  remind 
them  that  Abbott  &  Costello  would 
start  their  new  show  on  NBC  that 
night.  With  the  turkeys  came  a  box 
of  grain  and  a  nice  little  note — 
"We'll  give  you  enough  corn  to 
have  this  turkey  fat  by  Thanksgiv- 

ing"— signed  by  the  comedians.  The 
show  is  sponsored  by  R.  J.  Rey- 

nolds Tobacco  Co.,  Winston-Salem, 
for  Camels. 

WTMJ  In  Movies 
COLOR  movies  of  WTMJ-W55M, 
Milwaukee,  have  been  prepared  by 
Wadhams-Division  of  the  Socony 
Vacuum  Co.,  sponsor  of  Russ  Win- 

nie's sports  broadcasts  over  the 
station  for  the  past  13  years.  Nar- 

rated by  Winnie,  the  film  gives  the 
complete  story  of  the  new  radio 
center.  It  will  be  shown  at  dealer 
meetings  of  the  sponsor  through- 

out the  Middle  West,  tieing  in  the 
firm's  products. 

^  *  ❖ 
Working  With  Druggists 

MERCHANDISING  sheet  is  dis- 
tributed by  WHO,  Des  Moines,  to 

local  druggists  urging  them  to  co- 
ordinate their  sales  efforts  with 

the  courtesy  plugs  used  by  the  sta- 
tion to  urge  listeners  to  patron- 

ize their  local  druggists.  Sheet 

previews  the  coming  month's  an- nouncements, and  urges  stores  to 
tie  in  displays  and  other  promo- tions. 

One-minute  Transcriptions 
Regional  Advertisers  are  signing  for 
a  series  of  one-minute  syndicated 
transcriptions  produced  by  Harry  A. 
Goodman  Co.,  New  York  transcription 
firm,  and  featuring  Joey  Nash,  singer 
and  actor.  Commercials  are  for  the 
mo.st  part  "tailor-made"  for  individ- 

ual sponsors,  with  some  adaptable  for 
the  insertion  of  live  announcements  at 
the  i)oint  of  broadcast. 

ALL  WINDOWS  of  the  Francis 
Rogers  Dept.  Store,  New  York, 
carried  these  WNEW  microphones 
and  signs  as  a  joint  tieup  with  the 
store's  sponsorship  of  Miss  Cra- 

vens' program  on  WNEW,  New 
York,  and  as  special  decoration 
for  the  celebration  of  its  75th  an- 

niversary. All  customers  in  the 
store  received  stickers  on  their 
packages  similar  to  the  window 
cards,  while  all  employes  in  the 
store  received  letters  from  Miss 

Cravens  on  her  "joining  the  staff." 

Ad  Council  Names  Eight 

To  Board  of  Directors 

INCREASED  calls  from  Govern- 
ment departments  on  the  Advertis- 

ing Council  for  assistance  have  led 
to  an  increase  in  the  size  of  the 
board  of  directors,  according  to 
Dr.  Miller  McClintock,  executive 
director,  who  announced  the  fol- 

lowing recently-elected   directors : 
William  Howard,  vice-president, 

R.  H.  Macy  &  Co.;  Stuart  Peabody, 
vice-president,  Borden  Co.;  Vernon 
Beatty,  advertising  manager.  Swift 
&  Co.;  Carleton  Healy,  advertis- 

ing manager,  Hiram  Walker  Inc.; Allen  L.  Billingsley,  president, 
Fuller  &  Smith  &  Ross;  Thomas 
D'A.  Brophy,  president,  Kenyon  & 
Eckhardt;  Richard  Compton,  presi- 

dent, Compton  Adv.;  William  Rey- 
del,  partner,  Newell-Emmett  Co. 
The  Council's  expanding  pro- 

gram, Dr.  McClintock  said,  in- 
cludes such  new  projects  as  Series 

A  Bonds  for  the  Treasury,  meat 
rationing  for  OPA,  fuel  ration- 

ing for  OWI,  transportation  con- 
servation for  ODT  and  the  type- 

writer repurchase  plan  for  WPB. 

Farm  Forum  Tested 

OPEN  FORUM  for  farmers  is  a 
new  type  farm  program  with  which 
the  U.  S.  Dept.  of  Agriculture  is 
experimenting  on  WSKB,  McComb, 
Miss.  Problems,  achievements,  fail- 

ures and  plans  of  farmers  are  dis- 
cussed. The  weekly  series  is  sup- 

ported by  six  counties  in  southwest 
Mississippi,  the  Farm  Credit  Assn., 
farm  agents,  AAA  committees  of 
the  counties  and  other  agencies. 

KELLY  &  YOUNG  Radio  Produc- 
tions New  York,  has  taken  over  Sam 

Cuff's  Face  of  the  War,  previously 
handled  by  NBC  Radio-Recording  Di- vision. Transcribed  series  has  been 
sponsored  on  over  80  stations.  Pro- gram is  currently  being  considered  by 
a  national  advertiser  for  use  in  several markets. 
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THIS  IS  A  LONG  DISTANCE  SWITCHBOARD 

W 
T  Te  can't get  materials 

to  build  enough  of  them. 

And  those  we  have  now 

are  crowded  with  war 

calls. 

So  please  do  not 

make  Long  Distance 

calls  to  centers  of  war 

activity. 

These  girls  are  at 

battle  stations  on  the 

telephone  front.  They 

have  as  much  as  they 

can  do  to  get  the  war 

calls  through. 

BELL    TELEPHONE  SYSTEM 
COME  FIRST 



Hi®**    ̂  

Ifou  can  (1)  sorv«  your  country^  (2)  leanr 

rapidly  advancing  science  of  o/ectron/i 

(3)  prepare  yoursmlf  for  a  promising  tareor 

offer  fffie  wen*  by  ioining  "'The  Norvo  Confer 

of  the  Amy**  now. 

Men  ore  needed  now  to  man  America's  electronic 
weapons. 

This  is  a  war  of  communications.  "The  message 

must  get  through!"  Radio  communication  equipmeni 
and  electronic  devices  known  only  to  the  men  of  the 

U.  S.  Signal  Corps  are  fighting  the  war  on  world  fronts 

V.  S.  AriHf  Signal  Cotfit  Photograph 



g  opportunity  for  radio  and 

communications  men  to  do  their  part,  and  at  the 

same  time  get  the  finest  possible  training  in  one  of 

the  brightest  after-the-wor  industries. 

The  electronics  field  is  still  in  its  infancy.  Ten  years 

ago  there  were  comparatively  few  electronic  devices. 

Today  there  are  more  than  a  thousand  kinds  of  etjec- 

tronic  devices  at  work  in  factory,  hospital,  o|B^e,  cot- 

ton mill,  steel  mill,  the  home  and  on  the  fit|hting  front! 

General  Electric  is  a  leader  in  electronic  research. 

We  ore  definitely  interest; 

when  victory  comes,  trai 

service  of  future  electronic  deyijces.  This 

specialized  field,  and  g^pd^en  will  be  in  demand. 

If  you  are  naw^ltfeKpert  in  radio,  or  are  ambitious 

and  w\\\U\3^io  learn  at  good  pay.  General  Electric 

urgi^^u  to  consider  the  Signal  Corps  now.  The  Signal 

Corps  is  also  sponsoring  courses  in  fhe  fundamental 

theories  of  radio  and  electronics  in  many  colleges 

and  universities. . . .  Get  in  on  the  ground  floor  today! 

For  further  informaHen  regarding  enlistment,  call  at  the  nearest  Army  Reeruiting 

and  Induction  Stotion.  Or  write  to  "The  Commanding  General"  of  the  Service 
Commond  nearest  you.  For  Civilian  Training  information,  call  at  any  office  of 
Ihe  U.  S.  Civil  Service  or  U.  S.  Employment  Bureou. 



BALTIMORE'S  BLUE 

NETWORK 

OUTLET 

ORIGINALLY  schedu
led  to start  on  the  BLUE  Oct.  6, 

the  series  titled  Victory 
Hour,  aimed  at  students  in 

the  classrooms,  will  start  Oct.  20 
in  the  Tuesday  2:30-3  p.m.  spot 
on  the  BLUE  [Broadcasting,  July, 
13].  High  school  principals  and  su- 

perintendents gathered  in  the 
studios  of  local  BLUE  affiliates 
Oct.  15  to  hear  a  closed  circuit 
presentation  of  the  show,  and 
speakers  urging  them  to  schedule 
the  series  as  part  of  regular  school 
schedules. 

As  the  official  program  of  the 
newly-formed  High  School  Victory 
Corps  and  presented  in  cooperation 
with  the  War  and  Navy  Depts., 
the  Office  of  Education  and  the  Na- 

tional Education  Assn.,  the  broad- 
casts will  feature  one  service  band 

each  week,  short  dramatic  sketches 
with  a  war  effort  theme,  pickups 
from  army  camps  and  defense 
plants  and  guest  stars.  George  V. 
Denny,  Jr.,  moderator  of  the  BLUE 
program  Ame^Hca's  Town  Meeting of  the  Air,  will  serve  as  m.c. 

Canadian  Salute 

A  NEW  international  program  for 
and  from  the  armed  forces  is  being 
heard  each  Wednesday  noon  from 
CKCL,  Toronto,  and  in  the  United 
States  over  MBS.  A  Salute  to 
Americans  In  the  RCAF  is  a  pro- 

gram in  which  Americans  serving 
in  the  Royal  Canadian  Air  Force 
will  speak  to  their  relatives  south 
of  the  international  border,  with 
the  RCAF  band  at  Toronto  sup- 

plying martial  music.  Al  Leary, 
manager  of  CKCL  is  m.c.  of  the 
program  which  is  aired  from  the 
theatre  at  the  No.  1  Manning 
Depot  of  the  RCAF  at  Toronto. 

THE  ENEIfGY  OF  LIGHTNING  HAS  NEVER  BEEN  HARNESSED 

jm  ENERGY  OF  OUR  ORGANIZATION  CAN  BE  HARNESSED 

TO  SUBSTANTIALLY  INCREASE  YOUR'  BUSINTSS 

WEED 

It 

f-n^l  PROGUMS 
WBYN  News 

CALL  LETTERS  of  the  station 
carrying  the  six-hour  program  We 
Bring  You  News  every  weekday 
are  WBYN,  Brooklyn,  not  WBNY 
as  reported  in  the  Oct.  12  issue  of 
Broadcasting.  The  series,  titled 
after  the  station's  call  letters,  is 
being  so  well  received,  according 
to  William  Norins,  WBYN  director, 
that  the  station  may  be  made  into 
the  first  all  news  radio  station  in 
the  country.  Heard  from  12  noon 
to  6  p.m.  is  news  every  minute  on the  minute. 

Days  of  Yore 
FLASH-BACKS  from  the  memor- 

ies of  husband  and  wife  are  dram- 
atized in  Ou7-  Secret  World,  week- 

ly program  written,  directed  and 
produced  on  WOR,  New  Work,  by 
Use  Intrator,  German  refugee  ac- 

tress. Series  centers  around  a  pact 
made  by  a  couple  that  whenever 
separated,  each  would  set  aside  a 

definite  time  each  night  to  "talk" with  the  other.  Their  reminiscences 
are  re-enacted  with  one  or  the  other 
serving  as  narrator. 

Entertaining  Soldiers 

soldier's  entertainment  wishes 
are  granted  on  a  new  program 
sponsored  by  Public  Service  Co.  of 
Colorado  on  KLZ,  Denver.  Show 
features  all-soldier  talent  from 
nearby  posts,  and  is  climaxed  by 
interviews  with  four  or  five  sol- 

diers who  are  granted  any  enter- 
tainment they  ask  for,  with  the 

sponsor  footing  the  bill.  Recent- 
ly, for  instance,  a  soldier  got  use 

of  a  bowling  alley  for  himself  and 
his  pals  for  an  afternoon. 

High  School  Debate 
HIGH  SCHOOL  students  debate 
current  topics  on  High  School 
Forum,  half-hour  weekly  program 
now  entering  its  second  year  on 
WTOL,  Toledo.  Debates  take  place 
before  a  live  audience  in  a  voca- 

tional school  auditorium,  and  are 
arranged  by  the  Radio  Education 
Department  of  the  Toledo  public 
schools. 

flno  compflnv 
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Double  Cast 

SOMETHING  new  in  radio 
serial  casting  is  the  current 
plan  of  Anne  Nichols,  author 
of  NBC's  Abie's  Irish  Rose 
series,  sponsored  by  Procter 
&  Gamble  Co.,  Cincinnati,  for 
Drene.  Miss  Nichols  is  build- 

ing the  radio  cast  with  an  eye 
to  the  camera,  so  the  whole 
group  can  transfer  to  Holly- wood for  the  moving  picture 
remake  of  the  radio  series. 

Dutch  Role 
AS  PART  of  a  group  of  programs 
on  WNYC,  New  York,  bringing 
news  of  the  United  Nations,  a  se- 

ries has  been  started  by  Henrik 
Willem  Van  Loon,  author,  on  the 
role  of  the  Netherlands  in  the  war. 
Already  in  operation  is  a  weekly 
broadcast  on  the  activities  of  the 
De  Gaulle  faction,  under  auspices 
of  the  Fighting  French.  Plans  are 
under  way  to  add  programs  repre- 

senting other  members  of  the  Unit- ed Nations. *  ^  ^ 

Famous  Women 
THREE  "famous  women"  of  the 

world,  and  three  "famous  women" of  the  Cincinnati  area  will  be 
nominated  by  listeners  of  WCKY, 
Cincinnati,  after  a  series  underway 
on  Olive  Kackley's  Famous  Women 
program.  Prizes  totaling  $100  ai"e offered  for  letters. 

*  *  * 
Recipes  Minus  Sugar 

BEST  RECIPE  of  the  week  con- 
taining sugar  substitute  wins  a 

prize  of  $1.00  worth  of  War  Stamps 

on  Women  in  War,  Denise  Keller's 
weekly  program  on  Tuesdays, 
10:45  a.m.,  WICC,  Bridgeport. 
Guest  speakers  are  interviewed  on 
the  same  program. 

*  *  * 

Hospitalized  Soldiers 
VISITS  to  a  military  hospital  are 
featured  on  a  twice  monthly  show 
on  CHML,  Hamilton,  Ont.  Program 
consists  of  a  fast  moving  variety 
show  presented  as  entertainment 
for  bedridden  soldiers,  sailors  and 
airmen. 

German  Interview 

FAMOUS  EUROPEAN  personali- 
ties from  music  and  drama  cir- 
cles are  interviewed  in  a  weekly 

German  language  series  on  WHOM, Jersey  City. 

The  Selling  
P.''^/^ V    ̂̂ n  the  Buying 

^  
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LETTER  A  MONTH 

General  Mills  Pushes  Drive 

To  Write  Soldiers 

THROUGH  ITS  BLUE  daytime 
serial  for  Wheaties,  titled  Jack 
Armstrong ,  General  Mills,  Min- 

neapolis, has  launched  a  project  in 
which  children  listeners  are  asked 
to  pledge  themselves  to  write  one 
letter  each  month  to  a  fighting 
man,  either  a  member  of  the  family 
or  a  friend.  Children  are  invited  to 
organize  five  friends  into  units  of 
the  the  project's  "Write-A-Fighter- 
Corps".  The  "Quiz  Kids",  stars  of 
the  BLUE  program  sponsored  by 
Miles  Laboratories,  Elkhart,  Ind., 
for  Alka-Seltzer  and  Vitamins, 
will  comprise  the  first  WAPC  unit 
in  the  country. 
BLUE  affiliates  are  being  asked 

to  promote  the  idea  through  news- 
paper and  car  card  advertising, 

and  other  media,  and  have  received 
recordings,  prepared  by  Knox- 
Reeves  Adv.,  Minneapolis,  agency 
in  charge,  giving  suggestions  for 
station  and  program  promotion,  as 
well  as  details  of  the  plan. 

Chicago  School,  Zenith 

Affected  by  FTC  Action 
CHICAGO  TECHNICAL  COL- 

LEGE, correspondence  school,  has 
been  ordered  by  the  Federal  Trade 
Commission  to  cease  certain  ad- 

vertising practices  used  on  the 
radio  and  in  other  media  for  its 
courses  in  drafting,  building,  air- 
conditioning  and  refrigeration.  The 
FTC  order  was  directed  against 
representations  that  the  school's 
enrollment  was  limited,  that  gradu- 

ates are  assured  positions  and 
other  claims. 
Another  FTC  order  last  week 

against  Zenith  Radio  Corp.,  Chi- 
cago, instructed  the  radio  receiver 

manufacturers  to  cease  advertising 
which  the  Commission  said  mis- 

represented the  number  of  tubes 
in  its  sets,  and  the  power  of  the 
receivers.  The  Commission  said 
Zenith  falsely  advertised  that  its 
sets  could  pick  up  programs  broad- 

cast from  Europe,  Latin  America 
and  the  Orient  every  day,  and  that 
they  would  be  reasonably  audible 
under  all  conditions. 

Canada  Camp  Series 
THE  Canadian  army  is  recniitius 
from  its  ranks  and  from  out.side  army 
ranks  talent  for  an  Army  Show  which 
will  stage  regular  broadcast  programs 
;it  various  military  camps  and  train- 

ing centers  and  may  possibly  go  over- 
seas later  on.  Vic  George,  president  of 

Whitehall  Broadcasting,  Montreal,  is 
to  be  appointed  general  manager  of 
the  group,  with  an  army  commission. 

Ham  Clambake 
IDEA  mart  for  amateur 
operators  has  been  set  up  at 
WCKY,  Cincinnati,  by  An- 

nouncer John  Watkins  in  the 
form  of  an  early  morning 
program  known  as  Ham 
Club.  The  program  will  serve 
as  a  clearing  house,  swap 
club,  idea  center  and  unoffi- 

cial parent  for  WCKY  lis- 
teners. No  messages  will  be 

transmitted. 

Any  way       you  look  at  it s 

KPO  is  the  number  J  station 

in  San  Francisco.  KPO  has  more 

powe
r 

more  top  flight 

programs  (check  Hooper  and  C.A.B.) 

and  more  modern  facilities 

than  any  station  in  the  rich 

Northern  California  \^  market 

All  this  means  one  thing  to 

advertisers— more  sales! 

Get  the  facts  from  any  NBC  spot 

sales  representative.  "^^1^ 

REPRESENTED  NATIONALLY  BY  NBC  SPOT  SALES  OFFICES 

New  York     •     Chiceigo     •     San   Francisco    •  Boston 

Cleveland    •    Denver    •    Washington    •  Hollywood KPO 

50,000  HIGH  FIDELITY  WATTS 

NATIONAL  BROADCASTING  COMPANY  •  RADIO  CITY  •  SAN  FRANCISCO 
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They  Like 

Our  Style 

A  station  either  DOES  or  DOES  NOT 
have    that    certain    something  —  you 
know  the  honest-to-goodness  ability 
to  move  merchandise  from  dealers' 
shelves.  WAIR  is  famous  for  its 
salesability.  A  test  will  prove  it. 

WAIR 

Winston-Saletn,  North  Carolina 

Tick-tick-tick  Tick-tick-tick-tick  Tick-tiek-tic 

Tie  YOUR  Tale  to 

WHEBBY's  ASSOCIATED 

PRESS    Teletype,  and 

Pull  a  "News  High"  in 

Boston  Rep:  BERTHA  BANNAN 

WCHS 

CHARLESTON,  W.  VA. 

5,000'oN  580 
CBS  AFFILIATE 

w 

p 

''Spending  Spof' 

COVERAGE 

G 
of  one  of  Georgia's 

P 

Richest  Markets 

■ 

The  Pionect  SMion  of  Southwest  Qeoisis 

u ALBANY  GEORGIA 
CBS    250W  1450KC 

Represented  by  SPOT  SALES  Inc. 

rsT
ss;

  CONTROL^ 

I  ROOM 

CHARLES  PARKER  has  been  trans- 
ferred to  the  transmitter  staff  of 

KOMA,  Oklahoma  City,  and  is  as- sistant chief  of  the  engineering  staff. 
New  engineers  at  KOMA,  to  fill  vacan- 

cies left  by  the  Army  are  Danny 
Daniel  and  Dick  Tulius  of  KTOK, 
Oklahoma  City,  and  Remy  Perot. 
EDDIE  OATES,  assistant  to  the 
chief  engineer  of  WINS,  New  York, 
left  the  station  last  week  to  enter  the Army. 

IVAN  WAYNE,  technician  of  WFAA- 
WBAP,  Dallas-Fort  Worth,  and  mem- 

ber of  the  Plainsmen  Quartet,  is  the 
father  of  a  girl  born  recently. 
RALPH  WARD,  control  room  en- 

gineer of  WFIL,  Philadelphia,  joined 
the  Army  on  Oct.  15. 
BILL  NEILL,  engineer  of  WFIL, 
Philadelphia,  will  report  Oct.  30  for 
duty  as  a  warrant  officer  in  the Navy. 

CARL  CHRISTIANSEN,  technician 
of  KYA.  San  Francisco,  recently  was 
inducted  into  the  Army. 

JACK  QUINN,  announcer-technician 
at  KJBS,  San  Francisco,  has  resigned 
to  join  shortwave  station  KGEI  as 
engineer. 
HOMER  POPE,  operations  engineer 
of  KOMO-KJF,  Seattle,  was  married 
recently  to  Virginia  Murray,  station 
librarian. 
ARTHUR  FULTON  has  joined  Don 
Lee  Broadcasting  System,  Hollywood, 
as  sound  engineer.  He  formerly  oper- 

ated his  own  transcription  studios 
under  firm  name  of  Fulton  Sound 
Enterprises. 

CLYDE  GREEN,  of  the  engineer- 
ing staff  of  WTCN,  Minneapolis,  has 

been  appointed  first  lieutenant  in  the 
Army  Air  Corps.  Jerry  King-Elli- 

son, also  of  WTCN,  enlisted  in  the 
Navy  as  first  class  radio  man.  New- 

comers to  WTCN  are  Leo  Aro,  for- 
merly with  WMIN,  St.  Paul,  and 

Harry  Zeabel,  formerly  of  WDGY, 
Minneapolis. 

PHIL  GREENSTONE,  studio  con- 
trol engineer  of  WLIB,  Brooklyn, 

leaves  Oct.  23  for  duty  with  the  First 
Fighter  Command  of  the  Army  Air 
Forces. 
MARTIN  GABRIEL  has  joined 
WOWO-WGL,  Fort  Wayne,  as  en- 
gineer. 
GIL  JOHNSON,  formerly  control  en- 

gineer of  WEAN,  Providence,  is  now 
chief  engineer  at  WFCI,  Pawtucket, 
and  Charles  Hayman.  formerly  con- 

trol engineer  at  WFCI,  is  supervisor 
of  the  control  room  staff.  New  men 
in  the  control  room  are  Garry  Lamp- 
insky  and  Bob  Morgan.  Gerry  is 
brother  of  Gus  Lampinsky,  WPRO. 
Providence.  Henry  J.  Byrnes,  WFCI 
control  and  recording  engineer  has 
joined  the  Navy  as  1st  Class  Electri- 

cian, stationed  at  Quonset  Point,  R. 
I.,  and  .Tack  Perry,  and  Gene  Soares 
of  the  engineering  staff,  are  Marine 
staff  sergeants  at  Quantico,  Va. 

CLYDE  MOSTELLER,  WFAA,  Dal- 
las, engineer,  who  resigned  to  head 

the  radio  section  of  a  defense 
plant,  is  the  ninth  engineer  to  leave 
for  war  service  in  less  than  eight 
weeks.  Joe  Kelly,  Theil  Sharpe,  Lo- 
ran  Wicker,  Bill  Ellis,  Vernon  Mal- 
lory,  Jim  Speck  and  Paul  Bostaph 
have  commissions,  and  Jack  Hopkins 
enlisted  in  the  Army  as  a  private. 
AL  McDowell  of  the  engineering 
staff  of  WIBG,  Philadelphia,  married 
Louise  Hutson. 

HOWARD  KAPLAN,  engineer  of 
WJWC,  Chicago,  has  joined  the  Army 
Air  Corps. 

ACA  PLANS  COURSE 

FOR  NEW  ENGINEERS 

RESERVOIR  of  broadcast  techni- 
cians is  anticipated  as  a  result  of 

a  training  school  proposed  by  the 
American  Communications  Asso- 

ciation, CIO  affiliate,  with  broad- 
cast technicians  in  ACA  contract 

stations  serving  as  instructors. 

Though  plans  are  as  yet  incom- 
plete, graduates  are  expected  to  be 

placed  on  a  union  list,  to  be  allo- 
cated to  jobs  when  vacancies  oc- cur. Efforts  will  be  made  to  have 

local  station  heads  cooperate  in  a 
labor-industry  plan  which  will  af- 

ford practical  training  at  regular 
studio  control  rooms  and  station 
transmitters  as  part  of  the  school 
course. 

A  syllabus  is  now  being  pre- 
pared to  cover  the  requirements  of 

the  industry.  Those  interested 
should  communicate  with  Associa- 

tion offices  at  1626  Arch  Street, 
Philadelphia. 

THOMAS  DOONAN,  engineer  of 
WHO,  Des  Moines,  is  foster-father  of 
a  girl,  Sandra  Jean. 
ART  RYDBERG,  transmitter  engi- 

neer of  WHO,  Des  Moines,  has  re- 
turned to  work  following  hospitaliza- tion for  surgery. 

JOSEPH  MACKORA,  engineer  of 
WNBC,  Hartford,  is  father  of  a  girl. 
LEE  STEVENS,  control  engineer  of 
WLAV,  Grand  Rapids,  has  completed 
a  four-month  course  of  receiver-in- 

spection training  at  RCA,  Camden. 
SAM  FELSINGER,  studio  control 
engineer  of  WLIB,  Brooklyn,  is  the 
father  of  a  baby  girl. 

EARL  JAMES,  field  technician  of 
WABC,  New  York,  has  left  CBS  to 
be  inducted  into  the  Army. 

ARTHUR  ELKIN,  engineer  of  NBC- 
Chicago,  is  the  father  of  a  girl. 
HERB  LEWIS,  engineer,  formerly  of 
KQW,  San  Francisco,  recently  re- signed to  teach  radio  construction  and 
maintenance  at  the  Gompers  Trade 
School  in  San  Francisco. 

JACK  DUNCAN  has  joined  the  trans- 
mitter staff  of  WAVE,  Louisville,  Irv- 

ing Lively  joins  the  control  staff  to  re- place Art  Stevens  who  has  enlisted  in the  Navy. 

Veteran  Wireless  Group 

Makes   Annual  Awards 

WINNERS  of  this  year's  Marconi Memorial  Scholarship,  sponsored 

by  Veteran  Wireless  Operators' Assn.  in  cooperation  with  Science 
Service  and  the  American  Institute 
of  the  City  of  New  York,  are  Ed- 

ward Lombard,  of  Syracuse,  and 
John  Raymond  Mills,  of  Orange, 
Cal.  Announcement  of  the  outcome 
of  the  nationwide  competition  was 
made  last  week  by  J.  R.  Poppele, 
chief  engineer  of  W5R,  New  York, 
and  chairman  of  the  scholarship 
committee  of  Veteran  Wireless. 

Lombard  wins  a  two-year  course 
at  RCA  Institute,  while  Miller  re- 

ceives a  one-year  course  in  aviation 
radio  at  Midland  Television  &  Ra- 

dio Schools,  Kansas  City. 

New  Kent  Cooper  Song 

KENT  COOPER,  song-writing  gen- 
eral manager  of  the  Associated  Press, 

has  dedicated  his  latest  composition, 
"America  Needs  You",  to  the  Girl 
Scouts,  who  will  receive  all  accruing 
royalties.  This  is  the  second  Cooper 
song  to  be  published,  the  first  being 
"Dixie  Girl". 

OCCASION    FOR  HANDSHAKE| 
and  smiles  by  George  Jennings 
(left),  acting  director  of  Chicago 
Radio  Council,  and  Ralph  Atlass, 
president  of  WJJD-WIND,  Chi- 

cago-Gary, is  donation  of  28  Zen- 
ith all-wave  radios  by  Mr.  Atlass 

to  28  Chicago  schools  not  radio 
equipped.  A  number  of  the  In- School  broadcasts  of  the  Council 
are  broadcast  by  WJJD-WIND. 

FRISCO  RADIO  FRONT 
KQW  Enlists  New  Advertisers 

 To  Reach  War  Workers  

WAR  buying  habits  have  converted 
San  Francisco  department  stores 
to  regular  use  of  radio  time  instead 
of  occasional  brief  campaigns.  Now 
KQW,  San  Francisco,  has  already 
lined  up  four  large  department 
stores  in  a  new  participating 

production,  San  Francisco's  Open Door,  to  reach  this  audience. 
Since  these  retail  stores  are  open 

Thursday  evenings  to  accommodate 
war  workers,  KQW  decided  on  a 
musical  program  to  serve  them  with 
guest  singers  and  an  m.c,  Fred 
Briggs.  Already  four  large  retail- 

ers, The  City  of  Paris  Dry  Goods 
Co.,  I.  Magnin  &  Co.,  Ransohoff's 
and  Eagleson's  have  signed  for  par- ticipation for  13  weeks,  as  has 
Union  Square  Garage. 

Aviation  Firm  on  Coast 

Solicits  Labor  by  Radio 
ISSUING  a  call  for  skilled  and 
unskilled  workers,  North  Ameri- 

can Aviation  Inc.,  Inglewood,  Cal., 
on  a  week-to-week  basis,  is  using  a 
heavy  schedule  of  spot  announce- 

ments on  six  Los  Angeles  area  sta- 
tions. List  includes  KHJ  KIEV 

KFAC  KFWB  KMPC  KPAS. 
Agency  is  BBDO,  Hollywood. 
Douglas  Aircraft  Co.,  Santa 

Monica,  Cal.,  in  a  similar  cam- 
paign for  workers,  currently  is  uti- 
lizing transcribed  one  minute 

dramatized  announcements  on 
KFI,  Los  Angeles,  and  KFWB, 
Hollywood,  with  other  stations  in 
the  11  Western  states  to  be  added. 
Current  contracts  are  for  52  weeks 
having  started  Oct.  6.  Placement 
is  through  Blow  Co.,  Hollywood. 

WFIL  Code  Graduates 

FIRST  TEN  graduates  of  the  WFIL 
Navy  Code  School,  sponsored  by 
WFIL,  Philadelphia,  received  diplo- mas and  certificates  of  completion  of 
the  course  at  special  ceremonies  which 
were  broadcast.  Having  received  their 
basic  radio  training  at  the  WFIL 
Code  School,  the  men  are  sent  to 
Newport,  R.  I.,  for  "boot"  training. Louis  Littlejohn,  director  of  the  school 
and  acting  chief  engineer  of  WFIL, 
said  the  school  will  probably  turn  out 
15  to  20  men  trained  in  radio  for 
active  Navy  duty  every  three  weeks. 
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The  bnsine<ii!s  we're  talking  abont  is  bullets  and  bombs.  It's  bayonets  and 

blockades.  It's  every  way  we  know  to  pound  a  stubborn  enemy  into  sub- 
mission. 

The  enemy  has  the  same  idea,  ^o  we've  got  to  work  harder  than  we've 
ever  worked  before  to  stay  in  business. 

We  have  a  big  advantage.  We  have  more  to  do  business  with  ...  more 

in  right,  more  in  the  moral  fibre  of  free  enterprise. 

Free  Radio  has  proven  itself  a  mighty  force  for  victory.  It  shows  every 

man  how  to  do  a  war  job.  It  educates  him  and  cheers  him  up.  It  inspires 

him  to  pitch  in  and  fight. 

There's  a  lot  more  Free  Radio  does.  too.  and  it  alf^adds  up^to  Rusiness4n 
Rerlin. 
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Now  Let's  Go 
BY  A  CONCLUSIVE  2-to-l  majority,  the 
NAB  board  of  directors  has  voted  its  approval 
of  Neville  Miller  as  its  president  and  leader. 
The  long-smoldering  issue  of  leadership  was 
met  squarely,  after  a  compromise  proposal 
for  a  reorganized  executive  structure  had 
failed. 

The  board's  action  came  by  democratic  vote 
in  a  Democracy.  It  reflects,  in  large  measure, 
the  judgment  of  rank  and  file  broadcasters, 
expressed  through  their  duly  elected  directors. 
There  has  been  no  evidence  that  the  industry 

as  a  whole  has  complained  about  Mr.  Miller's 
stewardship  since  he  became  the  industry's 
first  paid  president  in  1938.  The  vote,  so  far 
as  the  NAB  is  concerned,  settles  the  leadership 
fight  that  has  been  simmering  many  months. 

Mr.  Miller  has  worked  conscientiously  and 
indefatigably  during  these  last  four  arduous 
years — particularly  tough  for  radio.  There  are 
those  who  have  questioned  his  methods  and 
views,  but  none  his  zeal,  integrity,  willingness 
or  courage.  He,  like  all  men,  has  his  short- 

comings. The  board  is  satisfied,  however,  that 
whatever  these  may  be,  they  are  overshadowed 
by  his  overall  abilities  and  his  record  of  ac- 

complishment along  lines  heretofore  directed 
by  the  board  itself. 

One  of  the  unfortunate  consequences  of  the 
internal  discord  is  the  formation  of  a  com- 

petitive trade  association,  the  American  Broad- 
casters Assn.  by  those  who  are  out  of  sym- 

pathy with  Mr.  Miller.  This  group  can  now 
be  expected  to  proceed  with  its  organization. 

All  in  radio  would  prefer  a  united  industry 
under  a  single  trade  unit  and  single  leadership. 

That,  however,  isn't  preordained  as  things 
stand.  But  it  still  isn't  impossible  of  accom- 
plishment. 

The  NAB  has  been  through  organization 
crises  before.  In  the  past  it  has  navigated  in 
turbulent  waters  but  has  never  foundered.  It 

won't  this  time.  Those  who  favored  reorgani- 
zation and  were  outvoted  won't  pick  up  their 

marbles  and  run.  They'll  stick  and  give  their 
best  in  the  interest  of  the  industry,  which  is 
their  own  best  interest. 

There's  too  much  to  be  done  to  continue  this 
internal  bickering.  Radio's  war  job  is  too 
important.  Its  adversaries  are  many.  There  is 
the  fundamental  conflict  in  regulatory  philoso- 

phies pertaining  to  radio — and  that's  really 
what  this  fight  is  all  about.  There  are  those 
on  the  FCC  who  want  to  regulate  radio  to  the 
point  of  abject  subservience,  and  much  of  it 

is  being  done  right  under  our  very  noses. 
A  new  case  in  point  posing  this  very  issue  is 
the  Norris  Resolution,  striking  at  the  funda- 

mentals of  a  free  radio.  It  would  leave  to  the 
judgment  of  government  bureaucrats  what  the 
public  should  or  should  not  hear. 
A  strong  association  must  carry  on  the 

fight.  It's  a  question  fundamentally  of  inter- 
pretation of  the  radio  laws.  It's  time  for  a  new 

law — one  that  will  tell  the  FCC  it  isn't  its 
function  to  outlaw  newspaper  ownership  of 
stations  by  fiat,  or  to  dictate  the  terms  of 
contracts  between  stations  and  networks,  or 

to  fish  into  program  matters.  That's  the  big 
job,  lest  we  wake  up  some  day  and  find  the 
Government  running  radio  from  soup  to  nuts 

because  the  industry  didn't  have  the  spine  or 
fortitude  to  fight  back. 

It's  time  that  the  industry  direct  all  its 
energies  against  those  who  would  hobble  or 

destroy  a  free  radio!  Let's  not  dissipate  a 
single  ounce  of  it  in  internecine  scrapping. 

We  know  what  we  are  shooting  for,  so  let's  go ! 

Clear  It  Up 

UGLY  CHARGES  of  bribery  of  members  of 
the  FCC,  past  or  present,  and  of  its  predecessor 
Radio  Commission,  are  afioat.  Considerable 
confusion  and  mystery  surrounds  them.  The 
FCC,  at  the  direction  of  Chairman  Fly,  is  still 
investigating  these  allegations. 

Every  member  of  the  Commission  and  every 
ex-member,  is  under  a  cloud  so  long  as  these 
charges  remain  unanswered.  There  should  be 
a  determination  finally,  one  way  or  the  other. 
We  recall  that  the  Commission  early  this 

year,  at  the  instance  of  Chairman  Fly,  retained 
as  special  counsel  a  Chicago  attorney,  John  D. 
Farnham,  who  worked  independently  of  the 

regular  FCC  legal  stafl^.  Secret  hearings  were 
held  in  Chicago  last  June  and  a  number  of 
broadcasters  were  called.  There  were  several 
sworn  affidavits. 

But  the  Farnham  report  was  never  formally 
approved,  and  nothing  further  happened,  on 
the  surface,  except  that  one  broadcaster,  who 
previously  had  been  given  fulltime  in  lieu 
of  limited  time  opration,  suddenly  had  the  full- 
time  authority  revoked.  It  was  this  unnamed 
broadcaster,  it  now  is  alleged,  who  originally 
had  stated  informally  that  gratuities  had  been 
paid,  through  his  counsel,  to  members  of  the 
FCC,  but  who  later  failed  to  substantiate  the 
allegations  in  his  affidavit. 

This  investigation  of  improprieties  was  not 

A  GREAT  new  postwar  television  industry 
is  heralded  in  The  Future  of  Television,  latest 
book  by  Orrin  E.  Dunlap  Jr.,  manager  of  the 
department  of  information  of  RCA,  and  for- 

mer radio  editor  of  The  New  York  Times 
[Harper  &  Bros.,  New  York— $2.50]. 
Pointing  out  that  wartime  research  and 

engineering  in  radio  and  electron  optics 
promises  to  change  television  from  a  "$30,- 
000,000  if"  to  a  billion  dollar  industry,  he cautions  there  will  be  no  overnight  upheaval 
among  broadcasting  stations,  and  that  for 
many  years  at  least  radio  will  "be  a  two-ring 

circus". 
"How  many  home  receivers  will  be  replaced by  combination  broadcast-telecast  sets  within 

10  or  20  years  is  something  no  one  has  figured 
out.  One  manufacturer  has  been  heard  to  esti- 

mate that  when  television  is  on  the  market 
within  the  price  range  of  the  average  home, 
broadcast  receivers  will  be  40%  obsolete." 

Mr.  Dunlap  admits  that  television  is  no  one- 
man  job.  "Brains,  money,  and  hands  abetted 
by  scientific  magic  and  showmanship"  will  be 
required,  he  says,  in  discussing  television's role  in  the  future. 

brought  out  in  clear  detail  until  Rep.  Wiggles- 
worth  (R-Mass.)  a  constant  critic  of  the  FCC, 
adduced  testimony  pertaining  to  it  from  Mr. 
Fly  during  hearings  on  a  supplemental  ap- 

propriation bill.  When  that  bill  came  to  the 
House  floor  Oct.  8,  Mr.  Wigglesworth's  exami- 

nation of  Chairman  Fly  was  released  and  the 
Congressman  had  a  few  potent  observations 
to  make  on  the  floor  anent  the  FCC  [Broad- casting, Oct.  12]. 

We  have  seldom  agreed  with  Mr.  Wiggles- 
worth  on  his  radio  views.  But  there's  no  gain- 

saying the  merit  of  his  demand  that  the  Com- 
mission, having  instituted  its  inquiry,  should 

now  bring  it  to  a  swift  conclusion. 
We  don't  believe  that  any  member  of  this 

Commission  has  wilfully  or  knowingly  sold  his 
"influence"  or  his  vote.  We  doubt  whether  any 
former  members  of  this  or  the  Radio  Com- 

mission ever  stooped  to  such  a  level.  Yet  every 
man  who  has  served  on  either  agency  is  under 
a  stigma  until  the  case  is  closed,  one  way  or 
the  other. 

We  do  not  believe  that  in  these  times  there 
should  be  Congressional  investigations  involv- 

ing issues  not  related  to  the  war.  But,  unless 
the  mystery  surrounding  this  whole  alfair  is 
dispelled  promptly,  we  believe  Mr.  Wiggles- 
worth's  proposal  for  an  inquiry  should  be 

pursued. Wholly  aside  from  the  bribery  inquiry  it- 
self, it  would  be  interesting  to  learn  how  and 

under  what  auspices  it  was  instituted ;  whether 
the  effort  was  to  get  at  particular  individuals 
or  organizations,  rather  than  to  pursue  an 
overall,  objective  study  and  why  a  special  at- 

torney, rather  than  the  Commission's  own  ade- 
quate staff,  was  assigned  to  the  task  (or  why 

it  wasn't  turned  over  to  the  FBI). 
It  might  also  be  interesting  to  check  inTo 

the  reason  for  the  attempted  deletion  of  the 
entire  set  of  questions  relating  to  the  inquiry 
from  the  appropriations  hearing  record  when 
the  stenographic  report  was  sent  to  the  FCC — ■ 
a  fact  reported  to  the  House  by  Mr.  Wiggles- 
worth. 
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AUSTIN  EVERETT  JOSCELYN 

W/^HEN  Austin  Joscelyn,  broke 
"  and  jobless,  and  ferrying  pas- 

sengers from  Florida  to  New  York 
in  his  hurricane-battered  car, 
stopped  in  Charlotte,  N.  C,  he 
little  dreamed  that  five-year-old 
WBT,  one  of  the  first  broadcast 
stations  in  the  country,  would 
some  day  claim  him  as  general 
manager. 

Many  things  happened  first.  Jos 
had  a  taste  of  the  advertising,  news- 

paper and  financial  worlds  before 
he  found  himself  in  radio. 

Born  in  New  York  City  March 
11,  1900,  Jos  looks  and  talks  like  a 
Yale  grad — but  isn't.  He  went  to 
work  in  his  teens  as  carpenter's 
helper,  totin'  lumber  at  the  Pelham 
Bay  Camp,  which  was  being  built 
at  the  beginning  of  World  War  I. 
After  a  war  career  he  entered  the 
business  world  as  a  runner  for 
Guaranty  Trust  Co.  of  New  York. 
But  Jos  wasn't  destined  to  become 
a  financier,  turning  to  a  job  in  the 
eastern  office  of  the  Chicago  Trib- 
une. 

Jos  was  transferred  to  the  Trih- 

une's  Chicago  oflSce  for  a  course  in 
merchandising  and  survey,  and  re- 

turned to  the  New  York  office  as 
salesman  in  the  national  display  ad 
department.  Five  years  on  the  Trib 
and  ambition  plus  fabulous  stories 
of  big  money  in  Florida  made  Jos 
restless.  He  resigned  and  headed 
for  Miami — only  to  find  that  the 
Florida  bubble  had  burst.  Depres- 

sion had  already  hit  Miami  and 
jobs  were  not  easy  to  find.  When 
he  finally  landed  one  on  the  Miami 
News,  it  fizzled  quickly. 

Just  about  this  time  Florida's 
worst  hurricane  caught  Jos  and  left 
him  minus  clothes  and  possessions 
— except  one  very  wet  automobile. 
He  and  a  few  others  aided  in  the 
rescue  work.  For  two  whole  days 
is  automobile  helped  to  haul  the 

cars  of  other  people  out  of  the 
water. 

After  it  was  over,  Jos  managed 
to  get  a  job  at  a  filling  station.  He 
doled  out  gasoline,  greased  and 
lubricated   cars  from   seven  a.m. 

until  late  at  night.  "I  swore  then," 
he  says,  "that  I'd  never  own  an- 

other automobile  as  long  as  I  live 

— if  it  has  to  be  greased!" Jos  decided  to  head  back  to 
New  York,  and  got  two  passengers 

to  share  the  expense.  It  wasn't  an 
occasion  to  call  forth  happy  memo- 

ries, for  almost  before  they  got  un- 
der way,  his  motor  threw  a  con- 

necting-rod bearing.  The  cost  of  re- 
pairing it  took  all  his  savings  and 

Jos  had  to  borrow  money  from  one 
of  his  passengers  to  continiie  the 
trip.  He  stopped  in  Charlotte  en 
route. 

Back  in  New  York  he  looked  up 
a  friend,  Chalmers  Pancoast,  who 
had  hired  him  on  the  Chicago 
Tribune.  Pancoast,  now  with  the 
New  York  Times,  hired  him  again. 
For  a  while  he  worked  there  and 
then  went  to  the  New  York  Ameri- 
can. 

The  possibilities  of  radio  chal- 
lenged Jos.  In  1934,  after  12  years 

in  the  newspaper  field,  he  became 
the  first  New  York  salesman  of  the 

newly  organized  radio  station  rep- 
resentatives. Free  &  Sleininger, 

later  Free  &  Peters. 

Five  years  later  he  was  in  Chi- 
cago Radio  Sales,  CBS  midwestern 

m.  and  o.  spot  sales  division.  In  two 
months  he  was  appointed  eastern 
manager  of  Radio  Sales.  In  New 
York  his  knowledge  of  advertising, 
plus  sales  ability  and  personality 
enabled  him  to  do  a  good  job. 
When  the  WBT  vacancy  arose, 

Jos  was  appointed  manager  of  this 
CBS-owned  50  kw.  outlet.  His  rec- 

ord of  achievements  as  general 
manager  of  WBT  has  demonstrated 
the  wisdom  of  his  selection. 

If  you  ask  anyone  at  WBT  what 
makes  Jos  a  successful  manager, 
you  will  get  an  answer  like  this: 
"He's  a  guy  who  knows  what  he 
wants,  and  has  the  guts  to  fight  for 

what  he  believes  is  right." Jos  knows  what  an  executive 
should  be.  His  door  is  always  open, 
for  he  remembers  the  time  he  re- 

signed from  a  good  job  because  it 

NOTES 

REILAND  QUINN,  formerly  mana- 
ger of  KYA,  San  Francisco,  and  more 

recently  with  KOA,  Denver,  is  now 
a  quartermaster  officer  in  the  Army 
Transport  Service. 
ROGER  W.  CLIFF,  vice-president 
and  general  manager  of  WFIL,  Phil- 

adelphia, has  been  elected  to  the 
board  of  directors  of  the  City  Busi- 

ness Club  of  Philadelphia. 
J.  HARRISON  HARTLEY,  chief  of 
the  radio  section  in  the  Office  of  the 
Secretary  of  the  Navy  and  formerly 
with  NBC,  New  York,  became  the 
father  of  twins, James  William  and 
Mary  Anne,  born  Oct.  9  in  Wash- 

ington. Mrs.  Hartley  is  the  former 
Maxine  Cook  of  the  New  York  World, 
Telegram  drama  staff. 
JACK  PHIPFS,  account  executive  of 
KIEV,  Glendale,  Cal.,  has  enlisted  in 
the  Coast  Guard.  Harry  Cooper,  after 
a  brief  interlude,  has  returned  to  that 
station  as  at-eouat  executive. 
WILLIAM  S.  HEDGES,  NBC  vice- 
president,  was  a  recent  two-day  visitor 
at  KOA,  Denver,  where  he  conferred 
with  James  MacPherson,  general  man- 

ager. HOWARD  L.  CHBRNOFF,  man- 
aging director  of  the  West  Virginia 

network,  was  recentlv  narn(!d  Honor- 
ary State  Farmer,  by  the  West  Vir- 

ginia Association,  Future  Farmers  of 
America,  in  recognition  for  his  work 
to  advance  the  interests  of  the  farmer. 
West  Virginia  Network  has  carried  the 
five-weekly  Farm  Life  pi'ogram  for 
ihe  past  six  years. 
DAN  STARR,  account  executive  of 
KOMO-K.IR,  Seattle,  is  taking  a 
civilian  training  pilot  course  in  pre- 

paration for  Naval  flight  training. 

ROBERT  M.  SAMPSON,  national 
sales  manager  of  KWK,  St.  Louis,  has 
been  commissioned  a  captain  in  field 
artillery  and  reported  Oct.  15  to  the 
Tank  Destroyer  Center  at  Camp  Hood, 
Tex. 
BOB  McRANEY,  general  manager  of 
WCBI.  Columbus,  Miss.,  was  m.c.  at 
the  Military  Ball  and  Coronation  of 
the  Queen  of  the  Columbus  Army  Fly- 

ing School  at  the  city  auditorium 
Oct.  16.  Proceedings  were  carried  by 
WCBI.  Audience  included  Cpl.  Clark 
Gable,  and  other  film  celebrities. 
.James  Eatherton,  WCBI  commercial 
manager,  recently  became  the  father of  a  boy. 

MARTY  FAYTON  has  joined  the 
sales  staff  of  WFCI,  Pawtucket,  R.  I. 

MARY  LEWIS,  formerly  of  Kleen- stik  Co.,  San  Francisco  (adhesive 
mfgrs.),  has  joined  KROW,  Oakland. 
Cal.,  in  a  sales  capacity. 

HARRY  GOLD,  of  the  sales  staff  of 
WNBC,  Hartford,  is  father  of  a  girl. 

took  an  act  of  Congress  to  get  an 
audience  with  the  boss,  who  kept 
people  cooling  their  heels  in  an 
outer  office  for  hours. 

Joscelyn's  residence  in  the  South 
has  not  made  him  lose  his  Yankee 
drive  and  energy.  Besides,  he  is 
active  in  civic  life — member  of  the 
board  of  directors,  Mecklenburg 
Council,  Boy  Scouts  of  America; 
board  of  directors  of  the  Mecklen- 

burg Chapter,  American  Red  Cross; 
board  of  directors  of  Charlotte  Ad- 

vertising Club;  chairman  of  the 
Civilian  Defense  Recreation  Com- 

mittee; chairman  of  the  National 

HOWARD  FOLEY,  formerly  on  the 
sales  staff  of  KOMA,  Oklahoma  City, 
has  rejoined  the  station. 
RICHARD  M.  KLAUS,  .son  of  Mayo 
S.  Klaus,  account  executive  of  Rail- 

way Advertising  Co.,  Cleveland,  has 
been  promoted  to  lieutenant  (j.g. ) 
in  the  Naval  Air  Corps.  Lt.  Klaus 
was  formerly  with  WHBC,  Canton, 
O. 
RALPH  E.  DENNIS,  formerly  with 
Small,  Brewer  &  Kent,  and  previously 
vice-president  of  Tenney,  Woodward  & 
Conklin,  newspaper  representatives  in 
New  York,  has  been  appointed  to  the 
national  spot  sales  staff  of  the  BLUE, 
effective  Oct.  1.5.  Dennis  has  had  14 
years  experience  in  the  newspaper  ad- 

vertising field  in  New  York  and  Chi- cago. 

SIDNEY  FLAMM,  formerly  of 
WMCA,  New  York,  has  been  appoint- 

ed vice-president  in  charge  of  sales 
of  WFAT,  Faterson,  according  to 
George  H.  Jaspert,  general  manager 
of  WFAT.  Mr.  Flamm,  a  brother  of 
Donald  Flamm,  who  recently  pur- 

chased a  half-interest  in  the  station 
[Broadcasting,  Oct.  12],  will  make 
his  headquarters  in  the  Newark  and 
New  York  offices  of  WPAT. 

ROBERT  SAUDEK,  former  assistant 
to  Edgar  Kobak,  executive  vice-presi- dent of  the  BLUE,  and  identified  with 
BLUE  sales  activities  since  1938,  has 
been  named  assistant  sales  manager 
of  the  network's  eastern  division,  ac- cording to  an  announcement  last  week 
by  George  Benson,  eastern  sales  man- 

ager. Prior  to  his  association  with 
BLUE  sales,  Mr.  Saudek  was  with 
WBZ-WBZA,  Boston,  and  KDKA, Pittsburgh. 

NAT  V.  DONATO,  formerly  sales- 
man of  AVOV,  New  York,  and  pre- 

viously in  the  national  advertising 
department  of  the  JSlcw  York  World 
Telegram,  has  been  appointed  mana- 

ger of  the  New  York  office  of  Wil- 
liam G.  Rambeau  Co.,  station  repre- 

sentative, replacing  William  Wilson, 
who  resigned  to  join  the  Naval  Re- 
serve. 
JACK  ADAMS,  former  president  of 
the  New  York  talent  agency,  Adams 
&  Adams,  has  joined  WINS,  New 
York,  as  program  director.  Previous- 

ly with  CBS,  Mr.  Adams  was  also  con- 
nected with  Elliott  Roosevelt's  pro- posed Transcontinental  Broadcasting 

System. PATRICIA  GREW,  who  formerly conducted  her  own  poetry  program 
on  WMCA,  New  York,  has  joined 
the  newly  organized  radio  staff  of 
the  Women's  Institute  of  Audience 
Reactions,  a  subsidiary  of  Grew  As- 

sociates. New  York.  Miss  Grew,  as 
"The  Voice  of  Wair",  will  assist  in 
plannmg  a  radio  program  of  that  title 
to  be  based  on  the  results  of  a  na- 

tional survey  conducted  by  the  In- 
stitute to  discover  women's  tastes  in radio  entertainment  [Broadcasting. Oct.  3]. 

SEC.  LT.  ROBERT  J.  McINTOSH 
formerly  with  WGRC,  Louisville,  has 
been  appointed  assistant  public  rela- tions officer  in  charge  of  radio  at Jefferson  Barracks,  Mo. 

Infantile  Paralysis  Committee; 
chairman  of  the  1942  Mecklenburg 
Independence  Day  Celebration; 
resolutions  chairman  and  treasurer 
of  the  North  Carolina  Assn.  of 
Broadcasters ;  member  of  the  Char- 

lotte Country  Club;  program  chair- 
man of  the  Rotary  Club. 

Joscelyn  married  Miss  Ann 
Moench  of  New  York  in  1930.  They 
have  two  children,  Lyn  (A.  E.  Jr.), 
10,  and  Tinks  (Ann  Hazard),  5. 
Jos  loves  to  hunt,  fish  and  golf,  but 
spends  most  of  his  evenings  at  his 

hilltop  home  in  Charlotte's  Myers Park. 
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TED  SCHNEIDER,  night  manager  of 
WHN,  New  York,  has  received  ;i 
leave  of  absence  from  the  station,  to 
report  for  duty  Nov.  2  at  the  Naval 
Training  Academy,  Boston,  with  an 
ensign's  commission. 
GEORGE  PUERST,  spot  salesman 
for  the  BLUE  Networlv  in  San  Fran- 

cisco, has  resigned  to  join  the  OWI 
traffic  and  engineering  department  in 
San  Francisco. 

w.   McGregor   parker.  has 
joined  WBT,  Charlotte,  N.  C,  as  di- 

rector of  sales  promotion  and  pub- 
licity. Until  now  he  was  head  of  the 

merchandising  department. 

.T.  O.  MALAND,  vice-president  of 
Central  Broadcasting  Co.  and  man- 

ager of  WHO,  Des  Moines,  is  on  the 
Des  Moines  Plan  &  Zoning  Commis- sion. 

OWEN  H.  BALCH,  manager  of 
KSAL,  Salina.  Kan.,  is  father  of  a 
girl. 

H.  Leslie  Atlas  to  Take 

Army  Procedure  Course 
H.  LESLIE  ATLAS,  vice-presi- 

dent of  CBS,  and  L.  Myles  Regottaz 
of  RCA  Mfg.  Co.,  Camden,  N.  J., 
are  scheduled  to  take  a  four-week 
orientation  course  in  Army  organi- 

zation and  procedures  at  the  Com- 
mand and  General  Staff  School, 

Fort  Leavenworth,  Kan.,  begin- 
ning Oct.  26. 

The  course,  similar  to  one  suc- 
cessfully conducted  by  the  War 

Dept.  in  1941,  is  to  be  given  83 
business  and  professional  leaders 
to  help  them  understand  more 
fully  the  conditions  under  which 
the  Army  operates.  They  will  study 
the  organization  of  the  Army,  sup- 

ply, transportation,  personnel  and 
tactical  principles,  will  be  as- 

signed to  quarters  provided  by  the Army. 
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LAIRD  AINSWORTH,  formerly  as- 
sistant in  the  music  library  of  WJWC, 

Chicago,  has  joined  the  Army.  Ben 
Holes,  announcer,  has  joined  the  Navy. 

BETTY  CAMPBELL,  director  of  ed- 
ucation of  KMOX,  St.  Louis,  is  in 

California  to  marry  Lt.  John  Skinner 
of  the  Navy.  Milton  Vandeventer, 
head  of  the  KMOX  stockroom,  has 
joined  the  Navy  air  force  and  is  taking 
preliminary  training  at  Lambert  Field, St.  Louis. 

CHARLES  HAASER  of  WMAS. 
Springfield  is  joining  WDRC,  Hart- 

ford, Oct.  26  to  replace '  Jerry  Piven who  has  joined  the  Army. 
LORAINE  BORLEY,  formerly  in  the 
audience  mail  department  of  KOMO- 
K.IF,  Seattle,  has  been  appointed  copy 
editor  of  the  station,  replacing  Ethel 
Hall,  recently  married.  Arlene  Mlasch- nik  now  handles  audience  mail. 
ANDREW  J.  LOVE,  in  charge  of 
literary  rights  department  of  NBC, 
Hollywood,  has  become  a  network  pro- 

ducer. His  former  post  has  been 
abolished  with  duties  assigned  to  vari- 

ous members  of  the  program  and  pro- duction staffs. 

HAROLD  SAFFORD,  program  direc- 
tor of  WLS,  Chicago,  on  temporary 

leave  of  absence,  has  taken  over  the 
same  position  at  KOY,  Phoenix,  Ariz., 
to  fill  the  vacancy  left  by  Jack  Reilly, 
recently  re-commissioned  a  captain  in 
the  Army.  During  Mr.  Safford's  ab- sence program  direction  will  be  taken 
over  by  Al  Boyd,  production  man- 

ager. ELLIOTT  HENRY,  formerly  of 
Howard  G.  Mayer  Co.,  Chicago  pub- 

licity firm,  and  previously  publicity 
director  of  WTAQ,  Green  Bay,  and 
WHBY,  Appleton,  Wis.,  has  joined 
the  public  relations  and  sales  pro- motion staff  of  WLS,  Chicago. 
ROBERT  SCOTT  has  joined  WCAP, 
Asbury  Park,  N.  J.,  as  an  announcer. 
RODNEY  L.  SWIFT,  formerly  with 

WSAY,  Rochester,  N.  Y".,  joins  the announcing  staff  of  WDRC,  Hartford, 
in  a  reorganization  resulting  from 
the  loss  of  five  a^inouncers  in  six 
weeks. 
JULIAN  RAWLINGS,  actor-singer- announcer  of  WATL,  Atlanta,  is  in 
the  public  relations  branch  of  the 
Army. 

HERALD  GOODMAN  has  ioined 
WFAA-WBAP,  Dallas-Fort  Worth, 
as  producer-director  of  barn  dance shows. 

Blomsness  in  Army 

CHESTER  L.  BLOMSNESS, 
member  of  the  commercial  depart- 

ment of  KGW-KEX,  Portland, 
Ore.,  one-time  announcer,  and  lat- 

er with  NBC  in 
San  Francisco, 

has  been  ap- 

pointed first  lieu- tenant in  the  Ar- 
my Air  Corps  and 

has  left  for  Mi- ami Beach  for 

^  "-^^g  training.  During 

lHI^  J^L  World  War  I H|m.^9^B  Blomsness  was radio  operator  on 

Mr.  Blomsness  an  Army  trans- 
port, with  a  naval  rating  of  Chief 

Petty  Officer. 

PHIL  STEARNS,  newscaster,  for- 
merly of  KFRC,  San  Francisco,  has 

joined  KQW,  San  Francisco. 
LT.  AL  TANGER,  formerly  announc- 

er of  WFPG,  Atlantic  City,  and  pre- 
viously program  director  of  WCOV, 

Montgomery,  Ala.,  has  married  Bren 
da  Ross,  formerly  of  WLIB,  Brook- 

lyn, WCNW,  New  York,  and  AVFPG. 
BETTY  BURLINGHAM,  formerly 
of  Young  &  Rubicam,  New  York,  has 
joined  the  continuity  department  of 
WLS,  Chicago. 
WILLIAM  ELLIS,  formerly  of  the 
mail  room  of  WFIL,  Philadelphia,  is 
now  a  radioman,  third  class  in  the 
Navy. 

JACK  IRVING,  formerly  of  KQW. 
San  Jose.  Cal.,  has  joined  KJBS.  San 
Francisco,  as  announcer-writer. 
NED  BURMAN,  announcer-newscast- 

er, formerly  of  KJBS  and  other  San 
Francisco  stations,  recently  joined  the 
Marines. 

THOMPSON  MAGOWAN,  announc- 
er, formerly  of  '  KOH,  Reno,  and KYOS,  Merced,  Cal.,  has  joined 

K.JBS,  San  Francisco. 
CARROLL  COLEMAN,  producer  of 
KGO,  San  Francisco,  recently  became 
the  father  of  a  son,  his  fourth  child. 
FLOYD  FARR,  chief  announcer  of 
KPO,  San  Francisco,  recently  became 
the  father  of  a  girl. 
EDWARDA  PICKETT  GILMORE. 
assistant  in  the  press  department  at 
KPO,  San  Francisco,  resigned  recent- 

ly to  join  her  husband  in  Oregon. 

TED  LENZ,  newscaster  and  pi'oduc- 
tion  manager  of  KSAN,  San  Francis- 

co, plans  to  join  the  Navy  next  month. 
BLANCHE  AMES  recently  joined 
NBC.  San  Francisco,  as  receptionist. 
CLIFF  WILLIAMS,  formerly  with 
the  Dr.  I.  Q.  program,  is  a  newscaster 
on  KSFO  and  shortwave  station 
KWID,  San  Francisco. 

%e  ALABAMA  TRIO 

Complete  Coverage  Of  A  Great  Market 

And  A  10%  Saving! 

In  buying  radio  coverage- — just  as  in  war  production  work — you 
need  the  right  combination  of  "tools"  to  get  the  job  done.  The 
"right  combination"  in  Alabama's  vast  war  production  market 
is  the  ALABAMA  TRIO.  These  three  stations  blanket  the  en- 

tire state  and  parts  of  six  others.  Look  into  the  BIG  savings 
offered  by  this  right  combination — 10%,  to  be  exact! 

BIRMINGHAM WSFA 
_  MONTGOMERY 
Nl'H4'II.H4 
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HUGH  Gl  IDI.  foimerly Of  WMRG. 
Richmond  ;  Milt  Greene,  of  WGH. 
Norfolk ;  and  Walt  Tyrell,  formerly 
an  actor  in  New  York,  have  joined 
the  announcing  staff  of  WINX,  Wash- 
ington. 
FRANK  McGIVERN.  Sportscaster, 
formerly  with  WAAF,  Chicago  has 
joined  WCFL,  Chicago. 
DAVE  RYAN,  formerly  with  WO  WO, 
Fort  AVayne,  Ind.,  has  joined  the  an- 

nouncing staff  of  WJWC,  Chicago. 

PVT.  BEN  GAGE,  formerly  announ- 
cer of  NBC,  Hollywood,  and  cur- 

rently stationed  at  West  Coast  Air 
Forces  Training  Center,  Santa  Ana. 
(Cal. ),  has  been  promoted  to  sergeant. 
Capt.  Eddie  Dunstedter  formerly  or- 

ganist-pianist of  CBS,  Hollywood, 
also  stationed  at  that  base  as  musi- 

cal director,  has  been  advanced  to 
major. 
ALAN  MORRIS,  formerly  of  KFXM. 
San  Bernardino,  Cal.,  has  joined 
KGFJ,  Los  Angeles,  as  announcer.  He 
replaces  Arnold  Roberts  who  joined 
KFAC,  Los  Angeles. 
ALAN  MANN,  Hollywood  radio  actor, 
has  joined  KFXM,  San  Bernardino, 
Cal.,  as  announcer. 
JERRY  LAWRENCE,  for  the  past 
year  m.c.  of  Moonlight  Saving  Time 
on  WOR,  New  York,  has  turned 
the  program  over  to  Ed  Fitzgerald,  and 
has  started  Mutual  Matinee  on  that 
station. 
CHARLES  CRAIG,  announcer  of 
WLIB,  Brooklyn,  inducted  into  the 
Army  Sept.  28,  is  stationed  at  Fort 
Shelby,  Miss. 
SID  WALTON,  newscaster  of  WHN, 
New  York,  has  been  appointed  news 
editor. 

GILES  F.  O'CONNER,  first  CBS television  announcer,  has  been  sworn 
into  service  with  the  Coast  Guard 
and  reports  for  active  duty  soon. 
WILLIAM  C.  MacDONALD  Jr.. 
Robert  M.  Daly  and  Frank  A.  Folk 
have  joined  NBC,  Chicago,  as  guides. 
LES  MITCHELL,  producer  ofWBBM, 
Chicago,  and  Madelon  Grayson,  radio 
actress,  were  married  Oct.  10  by  Dr. 
Preston  Bradley,  radio  preacher.  O. 
J.  Neuwerth,  WBBM  producer,  was 
best  man. 
CHARLES  WILEY,  formerly  WGN. 
Chicago  has  joined  the  staff  of  WJWC, 
Chicago. 
LT.  JOHN  M.  SHERMAN,  formerly 
of  WTMC.  Minneapolis,  and  stationed 
at  Miami  Beach,  recently  became  the 
father  of  a  boy. 
HAL  GRAVES,  announcer  of  WLIB, 
Brooklyn,  is  studying  radio  communi- 

cations preparatory  to  enlistment  in 
the  Signal  Corps. 
TONY  MORSE,  announcer,  formerly 
of  KFBK,  Sacramento,  has  joined 
KGO,  San  Francisco. 
FRED  JOHNSTONE,  announcer, 
formerly  of  KQW,  San  Francisco,  has 
joined  KGO,  San  Francisco. 
EDDIE  HOUSE,  organist  of  KROW. 
Oakland,  Cal.,  has  joined  the  Coast 
Guard  as  chief  petty  officer. 

CHNS 

Halifax,  N.  S. 

Commanding  the  largest 
near  at  hand  audience  in 

the  maritimes 

Ask  JOE  WEED 

WCKY'S  WAAC,  Lt.  Evelyn  Run- dies  has  become  the  first  trainee 
to  return  to  Cincinnati.  Lt. 
Rundles  was  formerly  orchestra 
secretary  of  the  Cincinnati  station. 
Here  she  is  snapped  at  the  mike 
with  Al  Bland,  production  man- 

ager, before  a  guest  shot  at  an 
interview  program.  She  will  take 
up  her  military  post  in  Peoria,  111. 
assigned  to  recruiting  service. 

MARY  LEWIS,  formerly  in  mer- 
chandising work  at  Gimbel's,  Pitts- burgh, has  joined  KROW,  Oakland, 

Cal.  in  a  sales  service  capacity. 

MARVIN  GRAHAM,  announcer  of 
KGO,  San  Francisco,  has  been  ap- 

pointed radio  coordinator  for  the  San 
Francisco   Civilian   Defense  Council. 

LOUIS  QUINN,  producer  of  the 
BLUE,  Hollywood,  is  the  father  of  a 
girl  born  Oct.  4. 
DAVID  T.  DAVIES,  Hollywood, 
writer  of  Earle  Ferris  Associates,  na- 

tional radio  publicity  service,  has 
joined  the  Merchant  Marine.  Peter 
Dixon,  foi-merly  New  York  radio  edi- 

tor, has  taken  over  Davies'  former 
duties. 
CLYDE  WHITWBLL,  announcer  of 
KOMA.  Oklahoma  City,  and  senior 
at  Oklahoma  City  U,  married  Jac- 
(|ueline  Faw.  Dan  Bowers,  produc- 

tion chief,  is  recovering  from  pneu- monia. 

J.  W.  G.  CLARKE,  director  of  Pub- lic Relations  for  the  Canadian  Army 
and  Royal  Canadian  Air  Force,  has 
been  appointed  chief  information  offi- cer for  a  three  arms  of  the  Canadian 
forces,  army,  navy  and  air  force,  with 
the  recentl.y  formed  Wartime  Infoi-- niation  Board.  His  function  will  be  to 
coordinate  the  activities  of  the  three 
branches  of  the  services  in  the  dis- 

tribution of  news  and  propaganda. 

The  Inevitable 
THIS  was  bound  to  happen, 

according  to  the  law  of  aver- 
ages. Like  many  another 

radio  artist,  Smiley  Sutter, 
West  Virginia  champion 
yodler  of  WWVA,  Wheeling, 
asked  his  fans  to  direct 
orders  to  him,  "care  of  this 
station."  Last  week  he  re- 

ceived a  letter:  "Smiley  Sut- 
ter, Care  of  This  Station, 

West  Virginia." 

BOB  McCREERY,  new  announce)- of  KSAL,  Salina,  Kan.,  has  enlisted 
with  the  Naval  Reserve. 
ROLLIE  TRUITT,  announcer  for 
more  than  16  years,  who  has  been 
with  KEX,  Portland,  Ore.,  since  1933. 
has  beeen  appointed  director  of  pub- 

lic relations  for  KGW-KEX,  Port- land, Ore. 

MEL  ALLEN,  sportscaster,  is  m.c.  of 
Thirty  Minutes  to  Play,  returning  to 
CBS  with  interviews  of  sports  and 
musical  personalities,  Oct.  22. 

WAG  A 

ATLANTA,  GEORGIA 
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LEE  McARTHUR,  program  director 
of  KIEV,  Glendale,  Cal.,  has  severed 
his  association  with  the  station. 

■DAVE  DAVIS,  announcer  at  CFCH, 
North  Bay,  Ont.,  has  been  trans- 

ferred to  CKBN,  Rouyn,  Que. 
ORVILLE  STONE,  announcer  at 
CKWS,  Kingston,  Ont.,  has  moved  to 
CJKL,  Kirkland  Lake,  Ont. 

ANTHONY  Rice  A,  formerly  mem- 
ber of  use,  Los  Angeles,  radio  de- 

partment, has  joined  KXO,  El  Centro, 
Cal.,  as  an  announcer. 

MARGARET  CUTHBERT,  director 
of  women's  activities  and  children's 
programs  of  NBC,  is  the  author  of  a 
section  on  "Children  and  Radio",  in a  book  published  recently  by  Quarrie 
Corp.,  Chicago,  under  the  title, 
Childcraft,  Volume  8. 

FRANK  BLAIR,  MBS  announcer 
and  commentator,  heard  for  six  years 
from  WOL,  Washington,  has  been 
commissioned  a  lieutenant  in  the 
Naval  Air  Forces. 

LEN  HOWE,  newscaster  of  WHO, 
Des  Moines,  is  at  work  again,  follow- 

ing an  appendectomy. 

Glynn  to  Navy 
PAUL  GLYNN,  publicity  director 
of  WJSV,  Washington,  will  join 
the  Navy  Nov.  23,  when  he  re- 

ports to  Dartmouth  for  an  indoc- 
trination course.  For  the  past  two 

years  he  has  been  in  Washington 
in  his  present  capacity;  prevously 
he  was  a  member  of  the  CBS  pub- 

licity statf  in  New  York  for  four 
years.  His  professional  experience 
also  includes  service  with  Transra- 
dio,  Fortune  Magazine,  AP,  INS 
and  the  Hartford  Courant. 

JOAN  SACK  has  added  announcing 
to  her  chores  at  WLIB,  Brooklyn, 
where  she  conducts  in  Three  Quarter 
Time. 
DAVID  STONE,  staff  announcer  of 
WINS,  New  York,  has  resigned  to 
join  the  Army. 
RICHARD  THOMAS,  news  commen- 

tator of  WBNX,  New  York,  will  leave 
the  station  to  join  the  radio  division 
of  the  OWL  Herb  Harris,  sports  au- 

thority, has  returned  to  WBNX,  for 
a  weekly  series  of  football  news. 

JOHN  SCANLON,  formerly  of 
WKIP,  Poughkeepsie,  has  joined 
WTRY,  Troy,  N.  Y.,  as  an  announc- er, replacing  Randy  English,  who  has 
enlisted  in  the  Army  at  Fort  Devens, 
Mass.  , 

BOB  FREY,  graduate  of  the  Beck 
School  for  Radio,  Minneapolis,  has 
joined  WSAU,  Wausau,  Wis.,  as  an announcer. 

HARRY  BARTELL,  formerly  staff 
announcer  of  Allied  Adv.  Agencies, 
Los  Angeles,  has  joined  KWKW, 
Pasadena,  Cal.,  in  a  similar  capacity. 
He  succeeds  Bob  Garrett,  resigned. 

JACK  SLATTBRY,  formerly  an- nouncer of  KMPC.  Beverly  Hills, 
Cal.,  has  joined  CBS,  Hollywood,  in 
a  similar  capacity. 

PAUL  GOULD,  program  director  of 
WLIB,  Brooklyn,  is  doubling  as  news- caster in  a  series  of  daily  UP  news 

periods. JEAN  STERLING.  formerly  of 
KNX,  Hollywood,  has  started  a 
thrice-weekly  quarter-hour  woman's program,  .  On  the  Boulevard,  on 
KWKW,  Pasadena,  Cal. 

p  f.  . 
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ASK  ANY  JOHN  BLAIR  MAN,  OR  WRITE,  FOR  THE  COMPLETE  STORY  OF  KFYR 

650  Kilocycle/-  N.  Dak.  -^ooo  Vitti 

PICKER  SHORTAGE  inspired 
Cliff  Gray,  farm  editor  of  WSPA, 
Spartanburg,  S.  C,  (1)  to  stage  a 
cotton  picking  contest  to  save  the 
local  cotton  crop.  As  a  result  of  the 
station's  promotion  the  city's  high 
school  and  college  students,  and 
employes  of  local  business  houses 
turned  out  to  help.  Mr.  Gray  is 
pictured  with  Jane  Dalton, 
women's  editor  of  the  station. 

MARJORY  BECKET,  Graduate  of 
The  Beck  School  for  Radio,  Minne- 

apolis, is  a  new  announcer  at  KID, 
Idaho  Falls,  Idaho. 

CLIFF  HOLMAN,  announcer  of 
WFCI,  Pawtucket,  R.  I.,  formerly 
with  WLNH,  Laconia,  N.  H., 
WHDH,  Boston,  and  other  New 
England  stations,  replaces  David 
Brooks,  now  in  the  Army,  as  produc- tion director.  New  announcers  at 
WFCI  include  Don  Rogers,  James  H. 
Hines  and  Frank  McCabe. 

BILL  St.  JOHN,  one-time  member of  guest  relations  at  KOA,  Denver, 
joins  the  announcing  staff  to  replace 
Bill  Ballance,  now  in  the  Army 
Volunteer  Officers  Corps.  James  W. 
Townsend,  transfers  from  NBC,  New 
York,  to  handle  teletype  trafiie  and 
assist  in  the  KOA  news  room. 

RUBEN  GAINES,  formerly  announ- cer of  KVI,  Tacoma,  has  joined 

KHJ,  Hollywood,  in  a  similar  ca- 
pacity. 
LEWIS  STONE,  HoUywood  film 
character  actor,  has  been  signed  as 
narrator  of  the  weekly  BLUE  half- hour  dramatized  report,  To  the 
President.  Written  and  produced  by 
Arch  Obler,  series  was  launched Oct.  18. 

DICK  JOY,  announcer  of  CBS,  Holly- 
wood, has  been  given  that  assignment 

on  the  weekly  ISlew  Old  Gold  Show, 
sponsored  by  P.  LoriUard  Co.  (cigar- ettes). He  replaces  Lt.  (jg)  Bob 
Garied,  resigned. 

PHIL  COOK,  ventriloquist  and  m.c, 
formerly  heard  on  CBS  for  Quaker 
Oats  Co.,  Chicago,  and  previously 
on  NBC,  has  returned  to  the  air 
with  a  five-weekly  program  on  WINS, 

New  York,  titled  Phil  Cook's  Note- 
hook. 

"Shall  I  turn  on  WFDF  Flint 

Michigan,  dear?  Maybe  the  an- 

no u  nc  e  r  will  know  what's 

wrong." 
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LADIES. 

DOROTHY  ANN  KEMBLE 

MILLIONS  of  words  marc
h 

up  to  Dorothy  Ann  Kera- 
ble's  desk  every  day,  pause 
and  await  her  nod  of  ap- 

proval before  they  go  out  over  the 
air  to  the  BLUE  Network's  audi- 

ence. For  as  the  BLUE's  continuity acceptance  editor,  Miss  Kemble  has 
the  last  word  as  to  what  can  and 
cannot  be  said  on  all  sponsored  and 
sustaining  scripts  and  commercial 
announcements. 

For  a  job  that  requires  intimate 
knowledge  of  FCC  rulings,  FTC 
dictates,  laws  in  general,  not  to 
speak  of  a  maximum  of  good  taste. 
Miss  Kemble  is  well  prepared. 
Fresh  from  Columbia  U,  she  got 
her  first  commercial  training  at  the 
National  Better  Business  Bureau. 
From  there  she  went  to  Macfadden 
Publishing  Co.,  where  she  organ- 

ized and  headed  the  Advertising 
Investigating  Bureau,  a  position 
that  provided  her  with  an  excellent 
background  for  her  career  in  radio. 

In  1937,  she  went  to  NBC  as  as- 
sistant to  the  head  of  the  continuity 

acceptance  department.  When  the 
BLUE  was  set  up  as  an  independ- 

ent company  in  January,  she  was 
the  logical  choice  for  the  job  of  air 
editor. 

Miss  Kemble  lives  in  Manhattan 
and  relaxes  on  a  Connecticut  farm 
where,  she  says,  she  is  gardening 
for  victory. 

JACK  EICHENBERGER,  director 
of  publicity  and  sales  promotion, 
KGAV-KEX,  Portland,  Ore.,  is  father 
of  a  boy. 

HUGH  SANDERS,  formerly  announ- 
cer and  production  man  for  KWK 

and  WIL,  St.  Louis,  continuity  di- 
rector for  WEW,  St.  Louis,  and 

stage  manager  for  The  Land  We  Live 
In  at  KMOX,  St.  Louis,  has  joined 
WMBD,  Peoria,  III.,  as  announcer. 
RALPH  KLEIN,  is  continuity  chief 
of  WNBC,  Hartford.  Dick  Bronson 
has  joined  the  WNBO  announcing 
staff. 
HUGH  D.  BROWN,  musical  director 
of  KDAL,  Duluth,  was  appointed 
lieutenant  (j.g.)  in  the  Navy  and 
will  be  in  the  Communications  Divi- 

sion. James  McTighe,  director  of 
KDAL  publicity,  has  left  to  accept 
a  position  in  the  radio  department 
of  CampbeU-Mithun,  Minneapolis. 
Elizabeth  Daniels,  advertising  man- 

ager of  a  Duluth  department  store, 
will  replace  him.  Other  new  additions 
are  Barbara  Baldwin,  of  Duluth,  Bea 
Lade  who  replaces  Ellis  Harris  as 
director  of  promotion.  Harris  is  now 
stationed  with  the  CAA  at  Wold 
Chamberlain  Field,  Minneapolis. 
BRUCE  CALHOUN,  formerly  of 
KMO,  Tacoma,  and  KFBB,  Great 
Falls,  Mont.,  has  joined  the  announc- 

ing staff  of  KIRO,  Seattle.  Bill 
Moshier,  director  of  publicity,  KIRO, 
has  been  appointed  chairman  of  the 
committee  on  radio  publicity  for 
Farmers  Bond  Month  (October)  in 
the  State  of  Washington.  Ted  A. 
Baughn,  announcer  of  KIRO,  was  in- ducted into  the  Naval  Air  Force  at 
Caldwell,  Ida.,  where  he  is  training 
as  a  naval  air  cadet.  Rhoda  LeCocq 
Lipke,  KIRO  feature  writer,  left  for 
Smith  College  where  she  will  be  in- 

ducted into  the  WAVES  as  officer- 
candidate.  Class  V-9. 
REGINALD  ALLEN,  announcer  of 
WJSV,  Washington,  was  inducted 
into  the  Army  Oct.  13  and  reports 
Oct.  27  to  Camp  Lee,  Virginia.  Vern 
Hansen,  another  WJSV  announcer, 
resigned  Oct.  16  to  join  the  Office 
of  Strategic  Services. 
ISABEL  MOLLOY  and  Nancy  Page 
have  been  added  to  the  program  de- 

partment of  WJSV,  Washington,  to 
replace  Ann  Hoffman,  Miriam  Fries, 
and  Lois  Dasher,  all  of  whom  resigned. 
FLOYD  FARR,  announcer  of  KPO, 
San  Francisco,  recently  became  the 
father  of  a  boy. 

STEVE  ALLEN,  formerly  of  KSO, 
Des  Moines,  has  joined  KOY,  Phoe- 

nix, as  announcer-writer.  Jack  Murphy 
and  Joe  Greenwald,  both  new  to  radio, 
have  joined  the  staff  as  junior  an- 

nouncers. Miss  Glenn  Horton  has  been 
added  to  the  continuity  department. 
FRED  WIBTING,  announcer  of 
WIBG,  Philadelphia,  has  been  ap- 

pointed movie  commentator. 

DONNA  ABBEY,  of  the  accountan- 
cy department  at  WGR-WKBW,  Buf- 

falo, has  resigned  to  enter  the 
WAAC's.   Ralph    Snyder,  announcer 
,of  WGR-WKBW,   wiU   soon  be  an •'Air  Forces  cadet. 

2  BIG  MARKETS 

WITH  1  STATION 

WIBC 

INDIANAPOLIS 

Metropolitan  Indianapolis  with  an  all-time  high  in  em- 
ployment and  payrolls  .  .  .  Rural  Indiana  with  bumper 

crops  and  top  incomes. 

WIBC  is  programmed  to,  and  does,  reach  both. 

Represented  Nationally  by  Paul  H.  Raymer  Company. 
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CONSISTENTLY 

REACHES  & 

INFLUENCES 

the   cream  of 

your  sales 

potentials 

600  KC 

CBS  BASIC 
• 

5,000  WATTS 

DAY  &  NIGHT 

• 

Paul  H.  Raymer  Co. 
NatM  Sales  Representatives 

SAM  TAYLOR,  one  of  tho  first  ra- 
dio commpntators  on  films  and  former- 
ly filling  that  assignment  on  WOR. 

New  York,  has  joined  the  radio  e.\- 
ploitation  department  of  Paramount 
Pictures.  Hollywood,  working  under 
Martin  Lewis. 
WENDELL  WILLIAMS,  continuity 
acceptance  editor  of  NBC,  Hollywood, 
recently  became  the  father  of  a  girl. 
BUDDY  TWISS.  announcer  of  NBC. 
Hollywood,  has  taken  over  duties  of 
Bill  Henry,  commentator  featured  on 
the  four-weekly  NBC  By  the  Way, 
sponsored  by  American  Chicle  Co. 
(Dentyne  gum).  Mr.  Henry  is  in  the 
South  Pacific  for  the  Los  Angeles 
'J'imes. 

RAMSAY  WILLIAMS,  formerly 
chief  announcer  of  WFEA,  Manches- 

ter, X.  H.,  and  before  that  with 
WCOU,  LeW'iston,  Maine,  has  joined 
KOB,  Albuquerque. 

.70HN  THOMAS,  formerly  of 
WFAA,  Dallas,  has  joined  WIRE, 
Indianapolis,  as  newscaster,  replacing 
Dick  Reed  who  has  gone  into  mili- 

tary service. 

MRS.  RUTH  GOODE,  who  has 
handled  puolicity  for  S.  Hurok,  for 
the  Ballet  Russe,  as  well  as  for  the 
New  Friends  of  Music,  New  York, 
has  joined  WQXR,  New  York,  to 
take  charge  of  publicity,  succeeding 
Dorothea  Beckman,  now  in  Govern- ment service  in  New  York.  Mrs.  Goode 
has  been  a  free-lance  writer,  contrib- 

uting to  CoUier's  and  other  maga- zines. 

WALDO  MAYO,  for  the  past  16  years 
orchestra  leader  of  the  Major  Bowes 
Hour  on  CBS  for  Chrysler  Corp.. 
has  been  appointed  musical  director 
of  WLIB,  Brooklyn,  according  to  an 
announcement  by  Elias  I.  Godofsky, 
general  manager.  Mayo  will  continue 
his  outside  musical  radio  activities  in 
addition  to  his  duties  at  WLIB. 

RUSSELL  HORGAN,  formerly  per- 
sonnel manager  and  chief  accountant 

of  KYA,  San  Francisco,  has  resigned 
to  join  an  accounting  firm  in  San 
Francisco. 

LILIAN  HOLMES,  formerly  sales  co- 
ordinator of  KYA,  San  Francisco  is 

now  with  the  War  Dept.  in  San  Fran- cisco. 

LELAH  VANDEVORT,  secretary  to 
General  Manager  Wilfred  Davis  of 
K\'A,  San  Francisco,  and  Bert  Buz- zini.  former  newscaster  and  announcer 
of  KQW,  San  Francisco  and  now  in 
the  Navy,  are  to  be  married  Nov.  1. 

AT  EASE  before  air  time  is  the  cast  of  the  all-Marine  MBS  coast-to- 
coast  program,  Halls  of  Movtezuma,  broadcast  each  Sunday  from  the 
Marine  Base  Auditorium,  San  Diego.  Ready  (1  to  r)  are:  Staff  Sgt.  Larry 
Hays,  writer-narrator  of  the  programs  and  former  freelance  scriptwriter 
in  San  Francisco  and  onetime  manager  of  KSRO,  Vallejo;  Corp.  Sid 
Slappey,  former  announcer  as  "Sid  Willard"  for  WBML,  Macon,  Ga. ; 
Corp.  A.  L.  Leonard,  known  to  audiences  of  WHO,  KSO-KRNT,  Des 
Moines;  Staff  Sgt.  Bud  Luckett,  formerly  with  KWK  and  KSD,  St. 
Louis;  Civilian  David  F.  Titus,  originator-producer  of  the  program  with 
KGB,  San  Diego;  Pvt.  Lou  Kemper,  former  production  man  of  KVOO, 
Tulsa,  announces  the  program;  PFC  Joseph  L.  Stanley,  former  San 
Francisco  radio  actor,  helps  in  dramatizations  and  writing  of  the  pro- 

gram. Pvt.  Jack  Briggs,  former  Hollywood  feature  player,  is  scarcely 
visible.  Pvt.  John  Harrison,  formerly  with  KTUL,  Tulsa.  | 

Right  to  Defend  Privacy 

Of  Commentator  Upset 

CONVICTION  of  George  Knox 
Roth,  radio  commentator  and  politi- 

cal figure,  in  Los  Angeles  Muni- 
cipal Court,  on  charges  of  failing  to 

answer  certain  questions  before  the 
California  Assembly  Fact  Finding 
Committee  on  un-American  activ- 

ities, was  upheld  in  Superior  Court 
in  early  October.  He  had  appealed 
to  the  court  but  Judges  W. 
Tourney  Fox,  Joseph  W.  Vickers 
and  Clarence  L.  Kincaid  ruled  the 
conviction  was  proper. 
Roth  has  been  charged  with 

failing  to  disclose  names  of  alleged 
Japanese  backers  of  his  broadcasts, 
and  it  was  argued  that  this  would 
be  an  invasion  of  his  rights  of 
privacy  should  answers  be  forced. 
Court  held  such  rights  are  not 
"absolute,  but  only  relative",  and 
"in  time  of  great  peril,  such  per- 

sonal rights  are  outweighed  by  the 

rights  of  the  public  generally." 

WHBL,  Sheboygan,  Wis.,  MBS  affil- 
iate, has  appointed  Foreman  Co.  as 

exclusive  national  representative. 

Mike  to  Farm 

PICKING  COTTON  for 
Georgia  farmers  is  the  latest 
activity  of  barn  dance,  blind 
singer  Pete  Cassell,  and  hill 
billy  units  of  WSB,  Atlanta. 
Crisis  in  farm  labor  shortage 
is  responsible  for  the  farm 
activity  of  the  radio  talent 
and  marks  one  of  the  first 
times  radio  workers  have 
aided  the  war  effort  in  this manner. 

Govt.  Publicity  Cuts 
FURTHER  CUTS  in  government 
publications  are  preceded  by  the 
appointment  of  a  five-man  investi- 

gating committee  by  Elmer  Davis, 
director  of  the  OWL  The  commit- 

tee will  recommend  the  discontinu- 
ance, curtailment,  or  modification 

of  informational  materials,  and  has 
been  authorized  to  appoint  sub- 

committees for  specialized  fields 
such  as  technical  publications  and 
press  releases. 

End  Camp  Tour 
AFTER  A  two-week  tour  of  Army 
camps,  Pic  Malone  and  Pat  Padgett, 
iieard  on  the  BLUE  as  "Molasses  and 
January,  Advisors  to  the  Home 
Front",  will  return  to  the  network 
Oct.  26  at  a  new  time.  Their  five- 
minute  show  will  be  shifted  from  9:55 
p.m.  to  7  :25  p.m. 

9,218  FAMILIES 

TELL  ALL  ABOUT 

LISTENIIIG  HABITS 

Get  latest  survey — no  cost! 
Here's  how  to  get  next  to  the  billion- 
dollar  Iowa  market !  New,  impartial,  all- 
inclusive  **Summers-Whan"  Iowa  Radio 
Survey  covers  all  99  counties,  discloses 
5-year  trends  in  listening  habits  and 
preferences  as  to  stations  and  programs. 
Maps  and  facts  on  Iowa  listeners  in 
various  age  groups  and  educational levels^city,  small-town  and  farm.  You 
need  it  to  do'  a  good  job  in  Iowa.  Get it  today!  No  cost,  no  obligation. 

Central  Broadcasting  Co., 
912  Walnut  St.,  Des  Moines,  Iowa 
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MELFORD  BRODIE,  former  produc- 
tion manager  of  Green-Brodie  Inc., 

New  York,  has  enlisted  in  the  Volun- 
teer Officers  Corps  of  the  Army  and 

is  at  a  training  camp.  Replacing  him 
is  Tom  Fleming,  former  production 
manager  of  H.  M.  Kiesewetter  Adv. 
Agency,  New  York. 
LESTER  LINSK,  radio  department 
executive  of  Music  Corp.  of  America, 
Beverly  Hills.  Cal.,  talent  agency,  has 
been  inducted  into  the  Army. 
SAMUEL  C.  PIERCE,  formerly  in 
charge  of  radio  on  the  west  coast 
for  Lennen  «&  Mitchell,  has  been  named 
producer-director  for  the  new  five- 
minute  five-times-weekly  Gracie  Fields 
program,  which  started  on  the  BLUE 
Oct.  12  in  the  interest  of  Pall  Mall 
cigarettes.  Ruthrauff  &  Ryan,  New 
York,  handles  the  American  Cigarette 
&  Cigar  Co.  account. 
FLORENCE  MILES  and  Regina 
Morgan  of  the  copy  department  of 
Ruthrauff  &  Ryan,  New  York,  are 
working  with  the  Writer's  War  Board in  preparing  bond  plugs  for  the  MBS 
Saturday  Night  Bond  Wagon  Show, 
which  started  Oct.  3  [Broadcast- 

ing, Sept.  28]. 
HARWIN  T.  MANN,  of  the  Lord  & 
Thomas,  Los  Angeles  staff,  and  re- 

cently media  department  manager,  has 
been  elevated  to  director  of  market- 

ing, media  and  research,  according  to 
Don  Belding,  executive  vice-president. 
George  Weaver  has  been  appointed  re- 

search manager,  replacing  Charles 
Melvin,  who  recently  left  for  active 
duty  as  a  lieutenant  in  the  Navy. 
Weaver  was  formerly  market  research 
manager  of  a  Los  Angeles  newspaper. 
JOAN  GEDDES,  formerly  in  the  ra- 

dio department  of  Compton  Adv.,  New 
York,  has  been  appointed  publicity 
supervisor  of  the  agency,  replacing 
Isabel  Olmstead,  who  has  joined  the 
copy  department. 
MRS.  LILLIAN  MAIN,  formerly 
with  CJRM.  Regina,  Sask,,  has  joined 
the  radio  department  of  A.  McKim 
Ltd.,  Toronto. 
NORMA  GIBB,  formerly  timebuyer 
at  J.  Walter  Thompson  office  at  To- 

ronto, has  been  promoted  to  second 
lieutenant  in  the  Canadian  Women's 
Army  Corps.  She  has  been  in  the 
CWAC  since  last  November,  and  for 
the  past  seven  months  has  been  sta- 

tioned at  the  Canadian  Legation  at 
Washington.  She  retured  to  Canada 
recently  to  take  the  officers'  training course  at  Ste.  Anne  de  Bellevue,  Que. 
TED  SILLS  has  been  transferred 
from  the  New  York  office  of  Biow 
Co.,  to  Hollywood  as  production  su- 

pervisor under  Vick  Knight,  West 
Coast  radio  manager,  on  the  CBS 
Take  It  or  Leave  It,  sponsored  by 
Eversharp  Inc.  (pens,  pencils).  SOls 
will  also  produce  the  weekly  CBS 
Crime  Doctor,  sponsored  by  Phillip 
Morris  &  Co.  (cigarettes)  when  that 
program  moves  to  the  West  Coast 
for  origination. 

CAL  J.  McCarthy,  formerly  of 
Puck — The  Comic  Weekly,  and  the 
New  York  Daihj  News,  has  joined 
Ruthrauff  &  Ryan,  New  York,  as  an 
account  executive. 

GREGORY  DICKSON,  formerly  of 
Baldwin,  Munson  &  Mann,  New  York 
public  relations  firm,  and  Mary  Black- 

ford, formerly  of  WGN  Concerts,  have 
joined  the  public  relations  staff  of  N. 
W.  Ayer  &  Son,  New  York. 
GEORGE  C.  DIBERT,  spacebuyer 
of  J.  Walter  Thompson  Co.,  New 
York,  has  been  commissioned  captain 
in  the  Army  Specialist  Corps  in  New 
York. 

JEROME  JOSS,  account  executive 
of  Schwimmer  &  Scott,  Chicago,  and 
assistant  radio  chief  of  the  war  sav- 

ings staff  of  the  Treasury  in  Illinois, 
has  joined  the  Army. 

JACK  A.  PEGLER,  manager  of  the 
motion  picture  department  of  Lord  & 
Thomas,  New  York,  has  been  ap- 

pointed a  vice-president  of  the  agency, 
as  announced  by  Emerson  Foote,  L&T 
executive  vice-president.  With  the 
agency  since  1929,  Mr.  Pegler  han- dles the  RKO  Radio  Pictures  and 
RKO  Theatres  accounts,  and  will  con- 

tinue in  charge  of  the  motion  picture 
division  in  his  new  capacity. 

RADIO  CLUB  HEARS 

TALK  ON  WAR  COPY 

DISCUSSING  problems  confront- 
ing copy  departments  of  networks 

during  wartime,  Dorothy  Kemble, 
editor  of  continuity  acceptance  of 
the  BLUE,  was  guest  speaker  Oct. 
14  at  the  weekly  luncheon  meeting 
of  the  Radio  Executives  Club  of 
New  York,  held  in  the  Hotel  Lex- 
ington. 

The  club's  Oct.  21  meeting,  ac- 
cording to  an  announcement  by 

Linnea  Nelson,  timebuyer  of  J. 
Walter  Thompson  Co.,  New  York, 
and  vice-president  of  the  REG, 
will  be  devoted  to  a  business  ses- 

sion, while  the  Oct.  28  meeting  wiU 
feature  "WJZ  Day",  following  the 
established  custom  of  permitting 
local  stations  to  entertain  REG 
members. 
Out-of-town  guests  included 

Herbert  Krueger,  WTAG,  Wor- 
cester; Ray  Linton,  KFBI,  Wichi- 

ta; George  Jaspert,  WPAT,  Pater- 
son;  Harry  Gummings,  WJAX, 
Jacksonville,  and  Ted  Arnold, 
WHBF,  Rock  Island. 

MARLEN  PEW  JR.,  in  charge  of  pub- 
licity for  the  CBS  Cheers  From  the 

Camps  show  while  it  was  sponsored 
by  General  Motors  Corp.,  Detroit,  has 
joined  Maxon  Inc.,  New  York,  as  pub- 

licity director.  Prior  to  his  position 
with  Campbell-Bwald  Co.,  New  York, 
the  General  Motors  agency,  Mr.  Pew 
served  as  assistant  to  Jesse  Butcher, 
radio  publicity  director  of  the  USO  in 
New  York.  Mr.  Pew  has  also  been  syn- dicate editor  of  Editor  d  Publisher 
magazine,  as  well  as  Federal  Court  re- 

porter for  the  Neiv  York  Sun. 

HUBBARD  E.  ANDERSON,  adver- 
tising manager  of  Union  Oil  Co.,  San 

Francisio,  has  enlisted  as  an  aircraft 
mechanic  in  the  Army  Air  Forces. 

RUTH  MATTHEWS,  formerly  of 
the  London  and  New  York  offices  of 
J.  Walter  Thompson  Co.,  has  joined 
the  copy  staff  of  Joseph  Katz  Co., 
New  York. 
ROBERT  S.  CONLAN  &  ASSOC., 
Kansas  City,  opened  a  branch  in  the 
Republic  Bank  Building,  Dallas,  Oct. 
15,  under  management  of  William 
L.  Stout,  Jr.,  who  was  previously 
in  their  Kansas  City  office. 
RUBEY  COWAN,  formerly  of  NBC 
artists  service,  has  joined  Feldman- Blum  Corp.,  Beverly  Hills,  Cal. 
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STATION  ACCOUNTS 

sp — studio  programs 
ne — news  programs 

t — transcriptions 
sa — spot  announcements 

ta — transcription  announcements 

KDKA,  Pittsburgh 
Ludens,  Inc.,  Reading,  Pa.  (cough  drops) 

sa  6  months,  thru  J.  M.  Mathes  Inc., 
N.  Y. 

Holland  Furnace  Co.,  Holland,   Mich.  3  t 
weekly,  4  weeks,  thru  Roche,  Williams  & 
Ci'nnyngham,  Chicago. 

Bepep  Sales  Corp.,  Pittsburgh  (vitamins), 
sa,    10    days,    thru    Wiltman   &  Pratt, 
Pittsburgh. 

Burma  Vita  Co.,  Minneapolis,  Minn.  (Bur- 
ma Shave),  sa,  6  months,  thru  MacFar- 

land,  Aveyard  &  Co.,  Chicago. 
Little  Crow  Milling  Co.,  Warsaw,  Ind. 

(Coco  Wheats),  .3  sa  weekly,  9  weeks, 
thru  Rogers  &   Smith,  Chicago. 

Olson  Rug  Co.,  Chicago,  sa,  9  months,  thru 
Presba,  Fellers  &  Presba,  Chicago. 

Cluett,  Peabody  &  Co.,  New  York  (san- 
forizing), sa  1  year,  thru  Young  &  Rubi- 

cam,  N.  Y. 
Gimbel  Bros.,  Pittsburgh  (department 

store)  ta,  4  days,  thru  J.  Grant  Co., 
Pittsburgh. 

Musterole  Co.,  Cleveland,  sa,  6  months, 
thru  Erwin,  Wasey  &  Co.,  Inc.,  N.  Y. 

C.  A.  Briggs  Co.,  Cambridge  (H-B  cough 
drops),  so,  16  weeks,  thru  Horton- 
Noyes,  Providence. 

0-Cedar  Corp.,  Chicago  (polishes,  mops), 
sa,  9  weeks,  thru  H.  W.  Kastor  &  Sons, 
Adv.  Co.,  Chicago. 

Flexo-Glass  Mfg.  Co.,  Chicago,  (glass 
substitutes) ,  sa,  5  weeks,  thru  Pres- 

ba, Fellers  &  Presba,  Inc.,  Chicago. 
Doubleday,  Doran  &  Co.,  New  York,  1  sa, 

thru  Hvber  Hoge  &  Sons,  N.  Y. 
Lever  Bros.,  Cambridge  (Rinso),  t,  1 

yea",  thru  Ruthrauff  &  Ryan,  N.  Y. 
Swift  &  Co.,  Chicago  (Sunbrite  C'ean- 

er),  sa,   12  days,  thru  Needham,  Louis 
6  Brorby,  Chicago. 

Maryland  Pharmaceutical  Co.,  Baltimore 
(Rem  and  Rel),  ta,  6  months,  thru 
Joseph  Katz  Co.,  Baltimore. 

Swift  &  Co.,  Chicago  (lard I,  sa  2  weeks, 
thru  J.  Walter  Thompson  Co.,  Chi- 
cago. 

KECA,  Los  Angeles 
42  Products  Inc.,  Los  Angeles  (toiletries), 

5  weekly  t,  thru  Milton  Weinberg  Adv. 
Co.,   Los  Angeles. 

Quaker  Oats  Co.,  Chicago  (Sparkles),  8 
weekly  ta,  thru  Riithrauff  &  Ryan,  Chi- 
cago. 

WLIB,  Brooklyn 
Sachinol   Perfumers,    Buffalo  (perfumes), 
7  .so  weekly,  thru  Armand  S.  Weill 
Co.,  Buffalo,  N.  Y. 

THE  Budinad^  OF 

BROADCASTING 

WJJD,  Chicago 
Knox  Co..  Los  Angeles  (Mendaco,  pro- 

prietary). 5  sa  weekly,  26  weeks,  thru 
Allen  C.  Smith  Adv.  Co.,  Kansas  City. 

Service  Pin  Co.,  Chicago  (service  pin  by 
mail),  6  sp  weekly,  52  weeks,  thru 
United  Adv.  Cos.,  Chicago. 

Gardner  Nursery,  Osage,  la.  18  sp  week- 
ly, thru  Northwest  Radio  Adv.  Co.,  Se- attle. 

Allied  Trade  Schools,  Chicago,  3  sp  week- 
ly, 12  weeks,  thru  Engle  Adv.  Agency, Chicago. 

Dean  Studios.  Des  Moines  (photography 
service  by  mail),  6  sp  weekly,  13  weeks, 
thru    Lessing   Adv.   Co.,   Des  Moines. 

Consolidated  Drug  Trade  Products,  Chi- 
cago, 7  sp  weekly,  52  weeks,  thru  Ben- son &  Dall,  Chicago. 

Markman  Credit  Clothiers,  Chicago,  6  sp 
weekly,  13  weeks  thru  Markleigh  Adv. 
Agency,  Chicago. 

Ironite  Vitamin  Co.,  Chicago,  6  sp  week- 
ly, 13  weeks,  thru  Jones  Frankel  Co., Chicago. 

Block  Drug  Co.,  Brooklyn,  (Allenru),  3  sp 
weekly,    13    weeks,    thru  Redfield-John- stone,  N.  Y. 

Spratt's  Patent.,  Ltd.,  Newark  (dog  food), 3  sa  weekly,  4  weeks  thru  Paris  &  Peart, N.  Y. 
Swift  &  Co.,  Chicago  (lard),  9  sa  week- 

ly, 7  weeks,  thru  J.  Walter  Thompson 
Co.,  Chicago. 

Ex-Lax  Inc.,  Brooklyn,  12  sa  weekly,  52 
weeks,  thru  Joseph  Katz  Co.,  N.  Y. 

Chicago  Arena,  Chicago,  60  sa,  thru  Van- 
derbie  &  Rubens,  Chicago. 

WPTF,  Raleigh 
Dr.  W.  B.  Caldwell  Inc.,  Monticello,  111. 

(laxative),  142  ta,  thru  Sherman  & Marquette. 
Johnson  &  Johnson,  New  Brunswick, 
N.  J.  (Tek),  104  sa,  thru  Ferry-Han- 
ly  Co.,  N.  Y. 

Luden's,  Inc.,  Reading,  Pa..  100  sa,  thru J.  M.  Mathes  Inc.,  N.  Y. 
Miles  Labs.,  Elkhart,  Ind.  (Nervine),  78 

sp,  thru  Wade  Adv.  Agency,  Chicago. 
North  American  Accident  Ins.  Co.,  New- 

ark, 12  sp,  thru  Franklin  Bruck  Adv. 
Corp.,    N.  Y. 

Paramount  Pictures,  Inc.,  New  York,  104 
sa,  thru  Buchanan  &  Co.,  N.  Y. 

Smith-Douglass  Co.,  Norfolk,  Va.  (fer- 
tilizer), 150  ne,  thru  Lawrence  Fertig 

&  Co.,  N.  Y. 
Vick  Chemical  Co.,  New  York,  130  t  and 

60  ta,  thru  Morse  International,  N.  Y. 
Paul  F.  Beich  Co.,  Bloomington,  111. 

(Whiz  candy),  52  so,  thru  Kane  Adv. 
Agency,  Bloomington. 

Tru-ade,  Inc.,  Chicago  (beverages),  12  sp, 
thru  Beaumont  &  Hohman,  Chicago. 

Seven-Up  Bottling  Co.,  Durham,  N.  C. 
(beverage),  12  sp,  thru  Harvey-Massen- 
fiole    Co.,  OLirham. 

WOR,  New  York 
North  American  Accident  Insurance  Co.. 
Newark,  3  ve  weekly,  13  weeks,  thru 
Franklin  Bruck   Adv.,   N.  Y. 

WTCN,  Minneapolis-St.  Paul 
Chamberlain  Sales  Corp.,  Des  Moines  (lo- 

tions), 156  so  thru  Cary-Ainsworth 
Inc.,   Des  Moines. 

Ex-Lax  Inc.,  New  York,  260  ta,  thru 
Joseph   Katz   Co.,   N.  Y. 

Foster-Milburn  Co.,  Brooklyn  (Doan's pills),  104  ta,  thru  Spot  Broadcasting, 
N.  Y. 

Garrett  &  Co.,  Brooklyn,  N.  Y.  (Vir- 
ginia Dare  wine),  9  sp,  thru  Ruthrauff 

&  Ryan,  Chicago. 
Kellogg  Co.,  Battle  Creek,  Mich.  (All- 

Bran),  520  ta,  thru  Kenyon  &  Eckhardt, N.  Y. 
Longines-Wittnauer  Watch  Co.,  New  York, 

117  t,  thru  Arthur  Rosenberg  Co.,  N. 
Y. 

Manchester  Biscuit  Co.,  Sioux  Falls,  S.  D., 
250  lie,  thru  George  H.  Hartman  Co., Chicago. 

Mid-Continent     Petroleum     Corp.,  Tulsa, 
Okla.,  260  ne,  thru  R.  J.  Potts-Calkins &  Holden,  Kansas  City,  Mo. 

Studebaker  Corp.,  South  Bend,  Ind.,  156  )ie, 
thru   Roche,    Williams   &  Cunnyngham, Chicago. 

Fawcett  Pubs.,  New  York,  52  ta,  thru 
Joseph  Katz  Co.,  N.  Y. 

Ralston-Purina  Co.,  St.  Louis,  Mo.  (Pu- 
rina dog  chow),  78  t,  thru  Gardner 

Adv.  Co.,  St.  Louis. 
Koppers  Co.,  St.  Paul  (Koppers  Coke),  1248 

so,  thru  Charles  Dallas  Reach  Co.,  New- ark. 
Purity  Bakeries,  Chicago,  1560  sa,  thru 

Campbell-Mithun  Inc.,  Minneapolis,  Minn. 
Little  Crow  Milling  Co.,  Warsaw,  Ind., 

156  sp,  thru  Rogers  &  Smith,  Chicago, 
III. 

WLS,  Chicago 
Pinex  Co.,  Ft.  Wayne,  Ind.  (cough  medi- 

cine). 3  sa  weekly,  22  weeks,  thru  Rus- sel  M.  Seeds  Co.,  Chicago. 
Vick  Chemical  Co.,  New  York,  5  sa  week- 

ly, 26  weeks,  thru  Morse  International, N.  Y. 
Block  Drug  Co.,  New  York,  (proprietary), 

6  sa  weekly,  52  weeks,  thru  J.  Walter 
Thompson  Co.,  N.  Y. 

Joseph  Dixon  Crucible  Co.,  Jersey  City 
(pencils),  5  sa  weekly,  13  weeks,  thru Federal  Adv.  Agency,  N.  Y. 

Carter  Products  Co.,  New  York  (pro- 
prietary), 12  so  weekly,  34  weeks,  thru Tel   Bates,   N.  Y. 

Lever  Bros.,  Cambridge  (Vimms),  7  sa 
weekly,  6  weeks,  thru  Ruthrauff  &  Ryan, Chicago. 

CHEX,  Peterborough,  Ont. 

Ex-Lax  Inc..  Brooklyn,  100  to,  thru  Cock- 
field,  Brown  &  Co.,  Toronto. 

Agnew-Surpass  Shoe  Stores,  Brantford, 
Ont.,  t  weekly,  thru  All-Canada  Radio 
Facilities,  Toronto. 

Meyers  Studios,  Toronto  (photo  stores), 
t  weekly,  thru  All-Canada  Radio  Facili- 

ties, Toronto. 
National  Drug  &  Chemical  Co.,  of  Canada, 

Toronto  (proprietary),  78  ta.  thru  Cock- 
field,  Brown  &  Co.,  Toronto. 

WEAP,  New  York 
Longines-Wittnauer  Watch  Co.,  New  York, 
weekly  t,  thru  Arthur  Rosenberg  Co., N.  Y. 

San-Nap-Pak  Mfg.  Co.,  New  York  (Lydia 
Grey    cleansing   tissues),    5   sa  weekly, thru   Blow   Co.,   N.  Y. 

Frederick  E.  Lowenfels  &  Son.,  New  York 
(Hotel  Bar  butter),   5  sa  weekly,  thru 
Al   Paul  Lefton   Co.,   N.  Y. 

S.  &  W.  Fine  Foods,  San  Fi-ancisco,  5  sa weekly,  thru   Brisacher,   Davis   &  Staff, 
San  Francisco. 

Jacob  Ruppert  Brewery,  New  York,  2  ne 
weekly,  thru  Ruthrauff  &  Ryan,  N.  Y. 

Bond  Clothing   Stores.    New    York,    6  ne 
weekly,    thru    Neff-Rogow,    N.  Y. 

Sheflfield  Farms  Co.,  New  York  (Vitamin 
D  Homogenized  Milk),   5  so   weekly,  9 
weeks,  thru  N.  W.  Ayer  &  Son,  N.  Y. 

B.    Meier    &    Son,    New    York  (Golden Center  Wheat  Germ ) ,  3  sa  weekly,  thru 
H.  C.  Morris  &  Co.,  N.  Y. 

Hills  Bros.   Co.,   New  York    (cake,  bread 
mixes),    5   sa    weekly,  thru    Biow  Co., 
N,  Y. 

H.    C.    Bohack    Co.,    Brooklyn  (Tenderay 
meat),  5  so  weekly,  thru  E.  M.  Frey- stadt   Assoc.,   N.  Y. 

F.  &  M.  Sehaeffer  Brewing  Co.,  Brooklyn,  3 
ne,  weekly,  thru  BBDO,  N.  Y. 

S.   B.   Thomas   Inc.,    New   York  (protein 
bread,    English   muffins),    3   ne  weekly, thru  Sherman  K.  Ellis  &  Co.,  N.  Y. 

Benson   &   Hedges,   New   York  (Virginia 
Rounds),    3    sa     weekly,    thru  Duane Jones   Co.,   N.  Y. 

WISH,  Indianapolis 
Beech-Nut   Packing   Co.,   Canajoharie,  N. 

Y.,  8  ta  weekly,  26  weeks,  thru  Newell--" Emmett  Co.,   N.  Y. 
Dr.  W.  B.  Caldwell  Co.,  Monticello,  111. 

(laxative),  5  ta  weekly,  26  weeks,  thru Sherman   &   Marquette   Inc.,  Chicago. 
Chamberlain  Sales  Corp.,  Des  Moines  (lo- 

tions), 3  so  weekly,  26  weeks,  thru 
Cary-Ainsworth  Inc.,  Des  Moines. 

Confections  Inc.,  Chicago  (popcorn),  7  ta 
weekly,  7  weeks,  thru  R.  C.  Hudson  & Associates,  Chicago. 

Kothe  Wells  &  Bauer,  Chicago  (coffee),  2  sa 
weekly,  1  year,  thru  Russel  M.  Seeds, Chicago. 

Longines-Wittnauer  Watch  Co.,  New  York, 
3  t  weekly,  39  weeks,  thru  Arthur 
Rosenberg,  Inc.,  N.  Y. 

Lamont,  Corliss  &  Co.,  New  York  (Nes- 
tle's  chocolate) ,  18  sa  weekly,  26  weeks, 
thru  Cecil  &  Presbrey,  N.  Y. 

Luden's  Inc.,  Reading,  Pa.   (cough  drops), 
4  sa  weekly,  26  weeks,  thru  J.  M. 
Mathes  Inc.,  N.  Y. 

John  Puhl  Products  Co.,  Chicago  (Fleece- 
White  bleach),  5  so  weekly,  13  weeks, 
thru  Roche,  Williams  &  (Dunnyngham, 
Inc.,  Chicago. American  Products  Co.,  Cincinna.ti,  (Jiffy 
wax,  Veeco  wax  remover),  6  sp  week- 

ly, 13  weeks,  thru  E.  H.  Brown  Adv. 
Agency,  Chicago. Socony- Vacuum  Oil  Co.,  New  York,  6  ne 
weekly,  18  weeks,  thru  J.  Stirling  Get- chell.  Inc.,  N.  Y. 

WNBH,  New  Bedford,  Mass. 
Continental  Baking  Company,  104  ta,  thru 

Ted  Bates,  Inc.,  New  York. 
Loring  Studios,  Inc.,  3  ta  weekly  for  13 

weeks,  thru  Julian  Gross  Adv.  Agency, 
Hartford. 

American  Chicle  Company,  New  York 
(Dentyne  Gum),  60  ta,  thru  Badger 
Browning  &  Hersey,  Inc.,  New  York. 

H.  P.  Hood  &  Sons,  Charleston,  Mass. 
(dairy  products),  9  ta,  thru  Harold 
Cabot  &  Co.,  Boston. 

WHERE  ELSE  CAN  YOU  REACH 
THE  BIGGEST  LUMBER  BOOM, 
THE  BUSIEST  SHIPYARDS  .. .THE 
THE  MOST  PROSPEROUS  FARMERS? 

I5THATA..-^IV1ARKET? 

Oregon's  highest  power  station 

Reps. — Joseph  Hershey  McGillvra— 10,000  Watts,  750  Kc. 

Tops  'ejn  with  ease. 

Adv.      New  York-Chicago  Reps. — The  Walker  Co. Adv. 
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LEWIS-HOWE  Co.,  Windsor,  Out. 
(medicinal),  has  started  dramatized 
spot  announcement  campaigns  on  a 
number  of  Canadian  stations.  Account 
was  placed  through  R.  C.  Smith  & 
Co.  Ltd.,  Toronto. 

GOSPEL  TABERNACLE,  New 
York,  has  resumed  for  the  second  year, 
a  series  of  weekly  half-hour  Saturday 
broadcasts  on  WHN,  New  York,  fea- 

turing i-eligious  gatherings.  Jack 
Wyrtzen  conducting.  In  addition  to 
the  WHN  programs,  aired  8-8  :30  p.m.. 
Gospel  Tabernacle  has  launched  a  13- 
week  .series  in  the  10 :30-ll  p.m. 
period  Saturday  on  the  Atlantic  Coast 
Network.  Titled  irord  o/  L\je  FeJ- 
loicship,  the  programs  are  also  con- 

ducted by  Wyrtzen.  Business  placed 
direct. 

BPHAZONE  Co.,  London.  England 
(medicinal)  has  started  flash  an- nouncements four  times  weekly  on 
CFRB,  Toronto;  CIRC,  Winnipeg; 
C.TOR,  Vancouver.  Account  was 
placed  by  A.  McKim  Ltd..  Toronto. 

A.  WANDER  Ltd.,  Peterborough. 
Ont.  (Ovaltine),  has  started  a  test 
campaign  with  six  spot  announce- 

ments weekly  on  CFRB,  Toronto.  Ac- 
count was  placed  by  A.  McKim  Ltd., 

Toronto. 

BROADWAY-PASADENA  Dept. 
Store  Inc.,  Pasadena,  Cal.,  is  cur- 

rently sponsoring  a  daily  early  morn- 
ing 45-minute  newscast  on  KWKW. 

that  city.  Contract  is  for  2(3  weeks 
iiaving  started  in  late  Sept.  Plac!'- 
ment  is  through  Bogardus  Adv. 
Agency.  Pasadena. 

When  you  think  of 

SPOTS... 

think  of  lohn  Blair! 

0^ 

REPRESENTATIVES 
CMKAOO  •  Hfw  TOII  •  tlllOlT  •  IT  lOUIt  •  t*N  IIANOICO  •  lOt  ANUIlIt 

COLUMBIA  RECORDS  Corp., 
Bridgeport,  has  started  a  thrice-weekly 
program  of  its  musical  recordings  on 
WQXR,  New  York,  featuring  live 
commentaries  by  Dr.  Sigmund 
Spaeth,  author,  composer  and  music 
critic  of  radio  and  cinema  fame.  Dr. 
Spaeth  illustrates  his  analysis  of 
themes  and  forms  on  the  piano  be- 

fore the  discs  are  heard.  Program 
started  Oct.  15.  and  is  presented 
Tuesday,  Thursday  and  Saturday, 
7 :30-8  p.m.  Columbia  is  also  spon- 
.soring  spot  announcements  on 
AV'ABC,  New  York.  Benton  &  Bowles. New  York,  is  agency. 
NEWARK  CHEESE  Co.,  New  York, 
has  launched  a  Sunday  quarter-hour 
series  of  commentaries  on  WOR,  New 
York,  by  Samuel  Grafton,  associate 
editor  of  the  l^ew  York  Post,  and 
author  of  AU  Out.  Programs  started 
Oct.  38.  Grafton  has  been  making  reg- 

ular broadcasts  to  our  troops  abroad 
for  the  Government.  J.  G.  Proctor 
Inc.,  New  York,  handles  the  account. 
CONSUMERS  COMPANY,  Chicago, 
111.,  (coal)  on  Oct.  11  renewed  Easy 
Money  Sunday  half-hour  dramatic 
mystery  on  WGN,  Chicago.  Agency 
is  Jim  Duffy  Inc.,  Chicago. 

MEETING  BY  AAAIL 

Financial  Advertisers  To 

Forego  Convention  — 
CONVENTION  by  mail  is  being 
held  by  the  Financial  Advertisers 
Association  this  year  to  overcome 
transportation  and  other  problems 
that  made  the  scheduled  Chicago 
meeting  impractical. 

Twice  a  week,  over  a  period  of 
eight  weeks,  envelopes  containing 
questions  and  answers  for  discus- 

sion will  be  mailed,  and  FAA  mem- 
bers vnW  be  invited  to  take  part  by 

writing  their  opinions  and  ideas  to 
the  Central  Office  to  be  included  in 
the  next  part  of  the  program. 

LEVER  BROS.,  Cambridge,  Mass.. 
is  supplementing  its  advertising  for 
Lipton's  Continental  Soup-Mix  in 
the  Chicago  area,  with  station  break 
announcements  on  WBBM.  Chicago. 
Product  is  being  promoted  nationally 
through  newspaper  and  magazine  ads. 
Young  &  Rubicam  handles  the  ac- 
count. 

GOLDEN  STATE  Co.,  San  Francis- 
co (Golden  V.  Vitamin  milk),  re- 

cently renewed  for  13  weeks  its  thrice- 
weekly  quarter-hour  newscasts  by 
Phil  Stearns  on  KFRC,  San  Fran- 

cisco. Agency  is  Ruthrauff  &  Ryan, 
San  Francisco. 
LABEL  REDEMPTION  Bureau,  Los 
Angeles,  in  a  30-day  label  saving  con- test which  started  Oct.  1,  is  using 
daily  spot  announcements  on  KIEV 
KFVD  KPAS.  Placement  is  through 
Barton  A.  Stebbins  Adv.,  Los  Ange- 
les. 
ALUMINUM    INDUSTRIES  Inc., 
is  sponsoring  broadcasts  of  eight  home 
and  away  football  games  of  U  of  Cin- 

cinnati on  WKRC,  Cincinnati,  with 
Dick  Nesbitt  of  the  WKRC  sports 
staff  at  the  microphone.  Agency  is 
Keelor  &  Stites.  Cincinnati. 
KILPATRICK  BAKERIES,  Oak- 

land, Cal.  (bread)  has  started  a  new 
campaign  on  KROW,  Oakland,  using 
20  spot  announcements  weekly.  Agen- 

cy is  Emil  Reinhardt  Adv.,  Oakland. 
J.  A.  HAI'GH  Mfg.  Co..  Toronto, 
(work  clothes),  has  started  weekly 
farm  news  and  comment  program  on 
CFRB,  Toronto.  Account  was  placed 
by  Wm.  Orr  &  Co.,  Toronto. 

MAYBE  WGY  doesn't  go  quite  that far  in  tailoring  farm  programs  to 

the  farmers  in  this  airea,  but  we  don't  miss it  much. 

Farmers  tell  us:  "Your  daily  farm  shows 
are  right  down  our  turnpike,  written  al- 

most as  if  you  had  our  particular  farms  in 

mind." 

IT'S  IMPORTANT  THAT  WE  DO 
KEEP  OUR  FARMERS  IN  MIND, 
FOR  OF  THE  609,550  RADIO  UNITS 

IN  WGY'S  PRIMARY  AIREA,  84,404 
ARE  IN  FARM  HOMES.  AND  IN  NEW 

YORK  STATE,  FARM  INCOMES 
HAVE  SKYROCKETED  44  PER 
CENT  IN  THE  LAST  TWO  YEARS. 
WGY  has  had  17  years  in  which  to 

develop  its  farm  programs  and  its  farm 
audience.  Today  WGY  has  a  staff  of  three 
farm  experts  and  the  assistance  of  many 
farm-interested  organizations — colleges  of 
agriculture,  state  and  national  agricultural 
departments,  farm  bureaus,  granges.  WGY 
— and  the  advertisers  on  WGY — benefit 
from  the  loyalty  of  this  strong,  prosperous 
farm  audience.  wrv-si 

G£N£BAL|P£X£CTHIC 

Farmer:  '"Vour  suggestions hdve  saved  me  money  and 
improved  my  produce." 

Farm  Agent:  "Your  co- operation this  summer  has 
enabled  us  to  help  save  the 
berry  and  bean  crops  and 
now  the  boom  crop  of 

apples." 

Farmerette:  "Thanks  to WGY  lor  understanding  that 
a  farmer's  wife  faces  differ- ent home  problems  than 

the  city  wife." 

WGY 

airea's  greatest  pewer 

airea's  lowest  freq;jency 

llr  ciirea's  NBC  outlet 
Daily  Farm  Programs  ADDRESSED  SPECIFICALLY 

to  THIS  REGION'S  farmers 
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BEAUMONT  LABS.,  St.  Louis,  as 
part  of  its  national  campaign  for  4- 
Way  Cold  Tablets,  is  sponsoring  a 
weekly  evening  series  of  football  pre- 

dictions by  Stan  Lomax,  sportscaster, 
on  WOR,  New  York,  and  has  also 
signed  for  one-minute  spot  announce- 

ments on  Here's  Morgan,  Monday 
through  Friday,  in  addition  to  a  five- 
minute  recorded  musical  program.  H. 
W.  Kastor  &  Sons,  Chicago,  is  agen- 
cy. 

TWO  additional  sponsors  have  signed 
participations  in  The  Wo7nan  of  To- 
morroiv,  conducted  by  Nancy  Booth 
Craig  on  WJZ,  New  York,  and  the 
program  shifts  to  a  new  time  Nov.  2, 
moving  from  9-9:30  a.m.,  to  8:30-9 a.m.  N.  Y.  State  Bureau  of  Milk 
Publicity  started  participating  Oct. 
13,  and  Pepperidge  Farms  announce- 

ments get  under  way  Nov.  16,  for  bak- 
ery products.  J.  M.  Mathes  Inc.,  New 

York,  handles  the  milk  campaign  and 
Kenyon  Bckhardt,  New  York,  is  in 
charge  of  Pepperidge  Farms. 

NOXZBMA  CHEMICAL  Co.,  Balti- 
more, on  Oct  18  resumed  Battle  of 

the  Boroughs,  quiz  program,  on  WOR, 
New  York,  for  skin  creams.  Series 
is  heard  Tuesday,  8  :30-9  p.m.  in  the 
period  formerly  occupied  by  Gan  You 
Top  This,  Kirkman  Soap  Co.,  pro- 

gram now  shifted  to  the  preceding  half- 
hour  on  the  same  day.  Ruthrauff  & 
Ryan,  New  York,  handles  the  Nox- zema  account. 

NOXZEMA  CHEMICAL  Co.,  Bal- 
timore (Noxzema  cream),  on  Oct.  16 

renewed  for  52  weeks  Quiz  of  Two 
Cities  on  2  Don  Lee  California  sta- 

tions (KH.T  KFRC),  Friday,  6:30-7 
p.m.  (PWT).  Agency  is  Ruthrauff  & 
Ryan.  N.  Y. 
HUBBARD  E.  ANDERSON,  San 
Francisco  advertising  manager  of 
Union  Oil  Co.,  has  enlisted  as  a  pri- 

vate in  the  Army  Air  Forces  and  is 
assigned  to  a  ground  crew  at  Stock- 

ton (Cal.)  Training  Center  for  ad- vanced flying  students. 

Dr.  Lyons  Claims 
Had  Been  Dropped 

Dentifrice    Claims  Changed 

Long  Ago,  Firm  Asserts 
IN  ANSWER  to  the  recent  order 
by  the  Federal  Trade  Commission 
to  cease  certain  advertising  claims 
made  by  R.  L.  Watkins  Co.,  New 

York,  for  its  product  Dr.  Lyon's toothpaste  [Broadcasting,  Oct.  5], 
D.  H.  Williams,  vice-president  of 
the  company,  a  subsidiary  of  Sterl- 

ing Products  and  a  large  user  of 
radio  time,  has  issued  the  follow- 

ing statement: 
"The  FTC's  complaint  against 

the  R.  L.  Watkins  Co.  was  filed 
Sept.  19,  1988.  It  complained  of 
approximately  37  statements  in  the 
advertisements  of  Dr.  Lyon's  tooth- 
powder.  The  use  of  most  of  these 
statements  had  been  discontinued 
in  1937,  more  than  a  year  before 
the  complaint  was  filed. 

Three  Issues  Remain 

"The  cease  and  desist  order 
which  has  just  been  entered  re- 

duces the  issues  from  37  to  3. 
The  company  is  ordered  to  stop: 

"1.  Using  the  statement  'no 
grit'.  Use  of  this  statement  was  dis- continued three  years  ago. 

"2.  Making  the  claim  that  Dr. 
Lyon's  is  an  effective  antacid  or 
that  it  will  correct  'acid  mouth'. 
No  such  claims  have  been  made  for 
several  years. 

"3.  Using  the  slogan  'do  as  your 
dentists  does — use  powder'.  This 
slogan  has  been  discontinued." 

The  foregoing  statement  by  Mr. 
William  was  released  last  Tues- 

day by  Baldwin,  Beach  &  Mermey, 
public  relations  counsel  for  the 
Watkins  Co. 

Cement  Sponsor 
PORTLAND  CEMENT  ASSN., 
New  York,  is  sponsoring  five-min- 

ute programs,  five  times  weekly  on 
WHCU,  Ithaca,  WHLD,  Niagara 
Falls  and  WTRY,  Troy,  N.  Y. 
More  stations  will  be  added. 
Agency  is  Roche,  Williams  & 
Cunnynham,  Chicago. 

DRS.  SIMON  &  STAMPER,  Oak- 
land, Cal.  (optometrists),  recently 

started  a  schedule  of  transcribed  an- 
nouncements on  KROW,  Oakland. 

WJIM  WILL  TRAVEL  from  coast 
to  coast  to  bring  Lansing,  Mich., 
listeners  a  complete  account  of 
each  Michigan  State  College  game, 
visiting  Philadelphia  for  the  Oct. 
31  game  with  Temple  and  Spokane 
for  the  Washington  State  game  the 
following  week.  Completing  spon- 

sorship arrangements  are  James  A. 
Gibb,  president  and  general  man- ager of  the  Inter  City  Coach  Line, 
signing  the  contract  with  Ralph 
H.  Young,  athletic  director  of 
Michigan  State  College.  Looking 
on  is  Harold  F.  Gross,  President 
and  general  manager  of  the  sta- tion. 

JOHN  LABATT  Ltd.,  London,  Ont., 
( brewers ) ,  has  renewed  International 
House  Party,  quarter-hour  program 
weekly  on  WBEN,  Buffalo,  and  Lest 
We  Forget,  five-minute  program  five times  weekly  on  CFCF,  Montreal, 
and  Les  Amours  de  Tijos,  half-hour 
weekly  network  show  on  CKCH,  Hull, 
Que.;  CKAC,  Montreal;  CHLN, 
Three  Rivers,  Que.;  CHLT  Sher- brooke  Que.  Account  was  placed  by 
J.  Walter  Thompson  Co.  Toronto. 
ATLAS  BREWING  Co.,  Chicago,  is 
sponsoring  the  Night  Watch,  all-night 
program  of  news,  records  and  infor- 

mal patter  with  Russ  Salter  as  m.c. 
on  WIND,  Chicago-Gary,  seven  days 
a  week.  Agency  is  Arthur  Meyerhoff 
&  Co.,  Chicago. 

Zenith  Earnings 

IN  A  QUARTERLY  statement  the 
Zenith  Radio  Corp.  reported  a  con- 

solidated operating  profit  of  $683,- 
664  for  the  first  quarter  of  its  cur- rent fiscal  year,  ending  July  31,  1942. 
The  report  further  states  that  the 
company's  facilities  are  devoted  ex- clusively to  electronic  equipment  for 
the  war  effort  and  that  the  engineering 
facilities  and  employes  are  continuing 
in  radio  electronics. 

OF  ADVERTISERS  ON 

BLUE    NETWORK  MINNEAPOLIS  ST.  PAUL 

Renew  Their 

Contracts  Year 

After  Year 

Be  Wise.  Profit  by  the  Ex- 

perience of  Others.  Use 

WTCN  in  the  Twin  Cities  mar- 
ket. 

Wnfe  for  Details  of  Programs 
and  Time  Available,  Rafes  and 
Market  Data. 

FREE  &  PETERS,  INC.  —  NATIONAL  REPRESENTATIVES 

New  York      Chicago      Detroit      Los  Angeles      Atlanta      Son  Francisco 

MILWAUKEE 

5.000 

COLUMBIA 

WATTS 
DAY  & 
NIGHT 

The  Katz  Agency,  Inc.  _  Representatives 
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NAB  Board  Lays  Plans  to  Hold  Series 

Of  Regional  Meetings  Opening  OcL  19 
WITH  THE  SCHEDULE  of  NAB 
district  meetings  finally  approved 
by  the  NAB  board  of  directors  at 
its  session  in  Chicago  last  week, 
final  plans  for  the  two-day  sessions 
throughout  the  country  have  been 
made  by  NAB  President  Neville 
Miller  and  his  executive  staff.  The 

meetings  begin  Monday  and  Tues- 
day (Oct.  19-20)  with  District  3, 

at  the  Benjamin  Franklin  Hotel  in 
Philadelphia. 

President  Miller  will  attend  all 
meetings.  The  roster  of  speakers, 
includes  members  of  the  NAB's 
executive  staff,  along  with  spokes- 

men and  representatives  of  all  the 
Government  agencies  identified 
with  the  war  effort  and  having  a 
bearing  on  radio. 

Election  of  district  directors  in 
the  nine  odd-numbered  districts  is 

London  Impressions 
{Continued  from  page  18) 

quired,  and  was  told  that  the  audi- 
ence here  very  much  likes  the  Sat- 

urday night  postscripts  to  the  9 
o'clock  news,  which  just  about 
everyone  listens  to  habitually, 
which  are  being  done  from  Wash- 

ington specially  for  the  British 
audience  by  our  American  radio 
commentators,  Raymond  Gram 
Swing,  Ernie  Lindley  and  Ken 
Crawford.  They  alternate  weekly — 
the  latter  two  taking  the  turns 
that  Elmer  Davis  used  to  have  be- 

fore he  became  chief  of  our  OWL 

But  one  high  Government  offi- 
cial did  say  to  me — paying  real 

tribute  to  one  of  the  finest  of  our 
American  radio  reporters  abroad, 
the  dean  of  the  corps,  and  person- 

ally a  grand  chap,  who  commands 
just  about  the  same  esteem  here 
that  the  courtly  and  witty  Sir  Wil- 
mot  Lewis  of  the  London  Times 
holds  in  Washington — this  official 
said  to  me: 

"We  really  should  have,  and 
some  of  us  have  long  recommended 
and  have  been  looking  for,  a  Brit- 

ish radio  commentator  who  would 
live  in  your  country  and  who  could 
interpret  America  to  us  as  well  as 
Ed  Murrow  interprets  Britain  to 
your  people." 

That  is  a  high  compliment  in- 
deed, and  I  might  add — a  well  de- 

served one. 

WHAT  PO  VtoU 
Po  FOR-  _ 
RECReATtoa? 

I  <SO  HOME  AND 
USTEH  TO 

KXOK 

scheduled  this  year,  to  take  office  at 
the  1943  convention  to  be  held 
either  in  New  Orleans  during 
March  or  April  or  in  Chicago  dur- 

ing May,  depending  upon  the  final 
ruling  of  the  NAB  board.  It  is  not 
compulsory  that  these  elections  be 
held  now,  though  many  of  the  dis- 

trict directors  said  they  would  do so. 

Incumbent  district  directors 
from  the  odd  numbered  districts, 
in  which  elections  must  be  held  at 

least  30  days  before  the  next  con- 
vention, are  Paul  W.  Morency, 

WTIC,  Hartford,  District  1;  Isaac 
D.  Levy,  WCAU,  Philadelphia,  Dis- 

trict 3;  Frank  King,  WMBR  Jack- 
sonville, District  5;  J.  Harold  Ryan, 

WSPD,  Toledo,  assistant  director 
of  censorship.  District  7;  Edgar  L. 

Bill,  WMBD,  Peoria,  District  9; 
Ed  Hayek,  KATE,  Albert  Lea, 
Minn.,  District  11;  Kern  Tips, 
KPRC,  Houston  (elected  to  the 
board  last  week  to  fill  the  vacancy 
created  by  the  resignation  of  0.  L. 
Taylor,  KGNC,  Amarillo),  District 
13;  Art  Westlund,  KRE,  Berkeley, 
District  15;  and  Harry  Spence, 
KVRO,  Aberdeen,  District  17. 

Following  is  the  revised  schedule 
of  district  meetings: 

3 —  Philadelphia,  Pa.  (Benjamin  Frank- 
lin Hotel),  Oct.  19-20. 

4 —  Pinehurst,  N.  C.  (Carolina  Hotel), 
Oct.  23-24. 

5 —  Jacksonville,  Fla  (George  Washington 
Hotel),  Oct.  2.5-2G;  Atlanta,  Ga.  (Henry 
Grady  Hotd),  Oct.  28-29. 6 —  Nashville,  Tenn.  (The  Hermitage), 
Oct.  30-31. 12—  Tulsa,  Okla.  (Tulsa  Hotel),  Nov.  2-3. 

13—  Dallas,  Tex.  (Baker  Hotel),  Nov.  4-5. 
14—  Ogden,  Utah  (Ben  Lomand  Hotel), 

Nov.  9-10. 
IG — Los  Angeles,  Cal.  (Ambassador 

Hotel)  Nov.  12-13. 15 —  San  Francisco,  Cal.  (Fairmont 
Hotel),  Nov.  16-17. 17 — Portland  or  Seattle  (to  be  an- 

nounced), Nov.  19-20. 

Shot  the  Works 

TO  HANDLE  four  simul- 
taneous broadcasts  of  the 

World  Series,  transmitted  to 
all  MBS  stations,  the  BBC, 
outlets  in  Cuba  and  American 
troops  abroad  through  the 
OWI,  WOR,  New  York,  used 
22  microphones,  16  cases  of 
equipment,  and  the  services 
of  four  engineers  and  a  su- 

pervisor. 

11 — Minneapolis,  Minn.  (Nicollet  Hotel), 

Nov.  23-24. 10 — Des  Moines,  Iowa  (Fort  Des  Moines 
Hotel) ,  Nov.  27-28. 9 — Chicago,  111.  (Palmer  House),  Nov. 30-Dec.  1. 

8 — Indianapolis,  Ind.  (Columbia  Club), 

Dec.  2-3. 7— Columbus,  O.  (Deshler-Wallick)  Dec. 

4-5. 

2— New  York  City  (Biltmore  Hotel), 

Dec.  7-8. 1 — Boston,  Mass.  (Hotel  to  be  an- 
nounced), Dec.  9-10. 

91.9  Per  Cen
t 

OF  ALL  HOMES  IN 

AMARILLO 

HAVE  RADIOS! 

HIGHEST  RADIO  HOMES  PERCENT|lN^TE|XAS! 

This  exceeds  the  next  nearest  Texas  city  by  4.8%  and  is  exactly  double  the  lowest! 

In  Northwest  Texas — where  only  KGNC,  AMARILLO  provides  primary  coverage — 

there  are  57,486  radio  unit  homes — 81.34%  of  the  total  occupied  dwellings,  which  is 

14.4%  higher  than  the  State  average. 

Here  is  an  exceedingly  war-active  market  of  high-income  <(^^^h^!!f'^<^:^'*S^l'^ 

Americans,  98%  native-born  whites,  who  can  and  will  hear  '-i^rTii'^^^   

your  program — and  have  the  money  and  inclination  to  buy! 

Son  A"**"*  - 

J  KFVO 

KTSA 

630    KG.    5000   WATTS   DAY  AND 
NIGHT    if    BLUE  NETWORK 

KGNC 
AMARILLO.  TEXAS 

5000  WATTS  DAY— 1000  WATTS  NIGHT 

CENTRAL  SALES  OFFICE:  805-6  Tower  Petroleum  BIdg.,  Dallas,  Texas. 
Ken  L.  SIbson,  General  Sales  Mngr. 
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NAB  Reorganization  Averted 
{Continued  from  page  7) 

r 1 CREATING 

Amicizia 

Freindshaft 

Przyjazn 
Amistad 

Freundschaft 

FRIENDSHIP  is  spelled  differently  in  every 
language  buf  5,000,000*  listeners  in 
greater  New  York  have  learned  to  identi- 

fy WBNX  as  the  FRIENDLY  VOICE  of 
Iheir  own  tongue.  All  of  which  adds  up 
to  proven  sales  satisfaction  for  na- 

tional and  regional  advertisers  in  the 

world's  richest  market.  For  effective  yet 
economical  coverage  of  metropolitan  New 
York,  WBNX  is  an  outstanding  value. 

Over  70%  of  New  York's  popu- 
lation is  foreign  born  or  of  for- 

eign parentage. 

Winner  of  the  PEABODY 
CITATION  for  Public  Ser- 

vice to  Foreign  Language 
Groups. 

J 

WBNX 

5000  Watts 

yl/ewyoi^  City' 

FOR  OFFENSE^,tftf.^,  ̂ M, 

FOR  DEFENSE  f<Vg;;i«*»>^ 

St.  Louis  a  couple  of  years  ago. 
Mr.  Ethridge  isn't  a  board  mem- 

ber, but  Mr.  Craig  was  on  hand  and 
led  the  fight  for  Mr.  Miller  as  floor 
manager. 

Mr.  Ethridge,  who  has  brought 
many  an  NAB  session  to  its  feet 
with  his  eloquence  and  personality, 
didn't  trifle  with  words  in  his  let- 

ter, addressed  to  Herb  Hollister, 
KANS,  Wichita,  another  Miller 
stalwart.  He  told  the  board  that  if 
Mr.  Miller  were  ousted  against  his 
will,  the  industry  would  be  less 
than  grateful  and  might  even 
"stink". 

There  were  huddles  and  sessions 
in  smoke-filled  rooms.  Proposed 
resolutions  were  drafted,  all  geared 
toward  retaining  industry  harmony 
and  developing  what  each  group 
thought  would  be  best  in  the  indus- 

try's interest.  There  was  almost 
complete  absence  of  rancor  or  in- 

jection of  personalities. 
Tie  Occurs 

When  the  board  first  met  Tues- 
day morning  all  board  members, 

except  Joseph  O.  Maland,  WHO, 
Des  Moines,  who  had  been  excused 
because  of  a  death  in  his  wife's 
family,  and  Frank  King,  WMBR, 
Jacksonville,  were  present.  Mr. 
Maland  sought  to  cast  his  tele- 

graphic vote  in  favor  of  Mr.  Miller, 
but  under  the  by-laws  no  proxy 
votes  were  allowed.  The  total  voting 
power  was  21  but  F.  M.  Russell, 
NBC  Washington  vice-president, 
who  has  opposed  Mr.  Miller,  did 
not  vote.  He  had  reported  to  the 
board  he  had  been  instructed  by 
President  Niles  Trammell  to  re- 

frain from  voting  since  NBC  saw 
the  matter  as  one  pertaining  to  af- 

filiates rather  than  networks.  His 
vote  on  one  occasion  would  have 
broken  a  10-10  tie  against  Mr. 
Miller,  and  which  in  effect  would 
have  resulted  in  a  board  mandate 
by  that  slim  majority  that  Mr. 
Miller  accept  the  new  chairmanship 
post  and  vacate  the  presidency. 

Before  a  vote  was  taken,  the 
board  designated  a  committee  com- 

prising Mr.  Craig;  J.  Harold  Ryan, 
WSPD,  Toledo;  Edgar  L.  Bill, 
WMBD,  Peoria,  and  Paul  W. 
Morency,  WTIC,  Hartford  (ex 
oflScio)  to  discuss  with  Mr.  Miller 
his  elevation  to  the  chairmanship 
of  the  board  and  the  NAB  general 
counselship,  with  headquarters  in 
New  York.  This  was  based  on 
recognition  of  his  outstanding  work 
in  the  music  field,  and  would  have 
permitted  him  to  devote  all  of  his 
time  to  music  problems.  The  board 
had  unanimously  agreed  to  ap- 

proach Mr.  Miller  with  this  pro- 
posal and  adopt  it,  if  it  were  agree- 

able to  him. 
When  Mr.  Miller  refused  the 

office,  the  identical  proposal  was 
then  put  before  the  board  as  a 
resolution.  If  the  resolution  had 
passed  Mr.  Miller  would  have  been 
confronted  either  with  accepting 
the  newly-created  position  or  re- 

signing. The  resolution  was  offered 
by  Don  Elias,  WWNC,  Asheville, 

and  chairman  of  the  NAB  stream- 
lining committee  (dissolved  in 

July) ,  which  favored  a  change. 
The  vote  was  deadlocked  10  to 

10.  Those  voting  in  favor  were 
Elias;  Morency;  Ryan;  Kesten; 
Dick  Shafto,  WIS,  Columbia;  John 
Fetzer  (WKZO)  ;  Ed  Yocum, 
KOHL,  Billings;  Harry  Spence, 
KXRO,  Aberdeen,  Wash.;  James 
W.  Woodruff  Jr.,  WRBL,  Colum- 

bus, Ga.;  Edgar  L.  Bill,  WMBD, 
Peoria. 

Those  voting  against  the  resolu- 
tion and  in  favor  of  Mr.  Miller 

were  Craig;  Hollister;  Kolin  Hag- 
er;  WGY,  Schenectady;  Isaac  D. 
Levy,  WCAU,  Philadelphia;  Hoyt 
B.  Wooten,  WREC,  Memphis;  John 
J.  Gillin  Jr.,  WOW,  Omaha;  Wil- 

liam B.  Way,  KVOO,  Tulsa;  Art 
Westlund,  KRE,  Berkeley;  Cal  J. 
Smith,  KFAC,  Los  Angeles;  Gene 
O'Fallon,  KFEL,  Denver. 

Ouster  Defeated 

The  next  resolution — the  ouster 
— was  that  Mr.  Miller  be  relieved 
of  the  presidency  as  of  Dec.  31, 

1942,  and  that  a  "just  settlement" be  made  of  his  contract.  There 
was  no  disposition  whatever  to  at- 

tempt to  negotiate  for  anything 
other  than  his  full  contract  pay 

until  the  expiration  of  his  term — - 
approximately  $52,500.  This  mo- 

tion was  offered,  after  some  dis- 
cussion, by  Mr.  Elias  or  Mr. 

Spence.  It  was  defeated  14  to  7. 
In  addition  to  those  who  voted  pre- 

viously, Ed  Hayek,  KATE,  Albert 
Lea,  Minn.,  who  was  not  present 
earlier,  participated. 

The  roll  call  recorded  this  way: 
In  favor  of  the  ouster:  Morency, 
Shafto,  Ryan,  Fetzer,  Spence,  Elias, 
Westlund.  Against:  Hager,  Levy, 
Wooten,  Gillin,  Hayek,  Way, 

Yocum,  Smith,  Craig,  O'Fallon, 
Hollister,  Woodruff,  Kesten,  Bill. 

The  differences  in  the  votes  on 
the  two  formal  resolutions  was  ac- 

counted for  by  the  fact  that  while 
all  members  preferred  a  harmoni- 

ous settlement  through  voluntary 
acceptance  of  the  original  proposal 
for  the  board  chairmanship,  a  num- 

ber of  them  would  not  vote  for  Mr. 

Miller's  forced  retirement.  They 
based  this  on  appreciation  of  his 
service. 

Some  directors  saw  a  paradox 
in  the  meeting's  development.  One 
of  the  most  insistent  charges 
against  Mr.  Miller  was  that  he  was 
"dominated"  by  the  major  net- 

works—NBC and  CBS.  There  was 
no  network  vote  recorded  for  his 
ouster  but  it  was  evident  from  the 
very  start  of  the  sessions  that  both 
tacitly  favored  his  elevation  to  the 
chairmanship,  to  pave  the  way  for 
a  new  president. 

After  the  final  vote  several  of 
the  directors  who  had  championed 
the  change  told  Mr.  Miller  they 
would  gladly  abide  by  the  majority 
vote  and  that  in  their  judgment  the 
leadership  controversy  was  at  an 
end.  Several  directors  had  polled  ̂  
their  districts  prior  to  the  meeting  I 
and  found  their  constituent  sta- 
tions  preponderantly  in  favor  of 
retention  of  Mr.  Miller. 

Taylor  Resigns 
The  board  formally  accepted  the 

resignation  of  O.  L  .(Ted)  Taylor, 
KGNC,  Amarillo,  who  resigned 
following  the  meeting  last  month 
because  it  failed  to  act  on  reorgan- 

ization. Elected  to  fill  his  unex- 
pired term  until  the  next  NAB 

convention  was  Kern  Tips,  KPRC, 
Houston. 

The  board  then  discussed  reten- 
tion of  a  public  relations  counsel 

to  be  paid  about  $15,000  per  year. 
President  Miller  was  authorized 
to  appoint  a  committee  of  five  to 
make  the  selection.  This  was  in  the 
nature  of  reconsideration  of  pro- 

posals formerly  advanced  for  a 
"second  man".  At  the  last  board 
meeting  Mr.  Miller  had  submitted 
a  detailed  plan  for  a  public  rela- 

tions department.  The  post  of  di- 
rector has  been  vacant  since  Lt. 

Col.  Ed  Kirby,  chief  of  the  Army's radio  branch,  left  nearly  two  years 

ago. There  was  cursory  discussion  also 
of  the  plan  for  a  war  emergency 
committee  to  function  under  the 
NAB,  to  include  representatives  of 
various  industry  groups  and  de- 

signed to  bring  about  the  termi- 
nation of  BVC  and  of  the  ABA 

project.  It  was  withdrawn,  how- 
ever, as  infeasible  at  this  time. 

#  1 0,000  watts  power,  greater  coverage, 

greater  value!  The  third  most  powerful  sta- 

tion in  Southern  California,  KMPC  offers  maxi- 
mum coverage  at  lowest  cost. 

AHM  WGAR,  CLEVELANDV-NATIONAL  representative:  PAUL  H.  RAYMER  CO 
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Disc  Meeting 
(Continued  from  page  9) 

mit  them  by  wax  constitutes  un- 
fair discrimination. 

Another  suggested  cause  for 
legal  action  is  that  the  union  is,  in 
effect,  trying  to  enforce  a  closed 
shop  condition  by  reafusing  to  al- 

low the  use  of  any  but  nion  mu- 
sicians and  at  the  same  time  is  re- 

fusing to  allow  union  musicians  to 
make  records.  Through  its  control 
of  all  music  on  the  air,  this  argu- 

ment goes,  the  AFM  has  made  it 
practically  impossible  for  stations 
to  accept  musical  performances, 
whether  live  or  recorded,  of  any 
but  AFM  members. 
Now  the  union  is  making  it  im- 

possible for  stations  to  get  recorded 
music  by  AFM  members.  If  con- 

tinued, this  condition  must  result 
in  forcing  the  recording  companies 
out  of  business.  And  that,  the  re- 

corders state,  is  something  the 
AFM  has  no  legal  right  to  do. 
What  companies  will  initiate 

such  suits,  or  whether  any  suits 
will  be  filed  at  all  had  not  been 
decided  at  the  week's  end.  The 
NAB,  however,  had  stated  that  it 
would  cooperate  fully  in  the  prose- 

cution of  such  suits  if  they  are  filed. 
But  the  recording  industry  last 

week  had  not  unanimously  decided 
that  the  solution  to  its  troubles  lies 
in  further  legal  action.  A  number 
of  recorders  believe  that  until  Con- 

gress has  so  altered  the  law  as  to 
nullify  the  decisions  of  the  Supreme 
Court  upon  which  Judge  Barnes 
based  his  denial  of  the  Govern- 

ment's plea  for  an  injunction 
against  Petrillo  further  attempts 
to  secure  relief  from  the  courts 
would  be  futile. 

Negotiation  Plan 

This  group  expressed  the  belief 
that  the  best  way  to  a  solution  now 
is  through  negotiations  with  the 
AFM,  preferably  through  a  com- 

mittee including  representatives  of 
the  broadcasters  and  coin-operated 
phonograph  interests,  since  it  is 
theuse  of  records  by  them  against 
which  the  union  is  protesting, 
rather  than  against  the  wages  or 
conditions  of  employment  given  to 
musicians  by  the  recording  com- 
panies. 
Mark  Woods,  president  of  the 

BLUE  Network,  who  has  for  many 
years  been  active  in  labor  relations 
and  who,  since  the  BLUE  is  not  an 
NAB  member,  has  not  been  a  party 
to  the  NAB's  attacks  on  Petrillo 

We  sell  your  product  as 

you'd  sell  it  yourself 
person-to-person  .  .  . 
sincerely  recommending 
it  as  one  neighbor  to 
another.  And  it  gets  re- 
sults! 

BREAKFAST  MEETING  at  the  home  of  0.  B.  Rosenblum  marked  the 
signing  of  a  one-year  contract  by  Nathan  Rosenblum  Co.  of  Sharon, 
Pa.,  wholesale  grocery  distributors,  for  the  7:45  a.m.  Golden  Dawn 
newscast  over  WKBN,  Youngstown,  O.  Company  executives  and  18 
salesmen  sat  down  to  breakfast  at  7:30  a.m.  and  heard  the  news  pro- 

gram of  the  company  in  the  dining  room  at  7:45.  Above,  glancing  at  a 
poster  announcing  the  company's  sponsorship:  H.  David  Rosenblum, 
Henry  Z.  Ungar,  WKBN  account  executive,  0.  B.  (Cutter)  Rosenblum 
and  S.  W.  Epstein,  general  manager. 

Trial  Return  Disc  Plan 

For  Vinylite  Is  Adopted 
MOVING  for  increased  conserva- 

tion of  the  Vinylite  used  in  the 
production  of  its  transcription 
discs,  the  Treasury's  war  savings staff  has  evolved  a  trial  return 
arrangement  covering  the  next 
three  months.  Under  the  plan,  the 
Treasury  Procurement  Division  has 
obtained  from  the  Office  of  Price 
Administration  a  fixed  trade-in 
price  per  disc  and  stations  will  ship 
them  direct  to  the  original  manu- facturer. 

In  actual  practice  a  Government 
agency  needing  Vinylite  would  go 
to  the  War  Production  Board  seek- 

ing an  allocation  for  500  records 
explaining  that  it  had  100  returned 
discs.  Considering  the  Vinylite 
which  can  be  reclaimed  in  the 
returned  records,  an  allocation  will 
then  be  made  to  make  up  the  dif- 

ference between  the  total  need  and 
the  quantity  recovered. 

and  has  maintained  personal 
friendly  relations  with  the  union 
head,  has  been  suggested  as  the 
head  of  a  negotiating  committee. 

A  number  of  transcription  com- 
pany executives  stated  that  there 

is  little  they  can  do  and  that  the 
broadcasters,  probably  through  the 
NAB,  will  have  to  work  out  with 
the  union  terms  on  which  the  AFM 
will  permit  the  use  of  records  on 
the  air.  Some  criticism  was  ex- 

pressed against  the  personal  at- 
tacks the  NAB  has  made  on  Pe- 
trillo, on  the  grounds  that  without 

these  he  would  not  have  withdrawn 

permission  for  the  continued  re- 
cording of  single-use  commercial 

transcriptions. 

Gulden  in  East 
CHARLES  GULDEN  Inc.,  New 
York,  has  launched  a  campaign  in 
the  interests  of  Gulden's  Mustard 
on  six  Eastern  stations.  Radio  ad- 

vertising, which  got  under  way  last 
week,  includes  quarter-hour  re- 

cordings on  WOR,  New  York; 
WARM,  Scranton,  Pa.,  and  WTIC, 
Hartford;  also  news  programs  in 
Philadelphia  and  Schenectady. 
Seven  news  periods  weekly  have 
been  placed  on  WQXR,  New  York 
on  a  52-week  basis.  Charles  W. 
Hoyt  Co.,  New  York,  handles  the 
account. 

Broadcasters! 
LET  YOUR  AUDIENCES  HEAR 
AMERICA'S  VICTORY  SHOUT 

HALLELU! 

(Judgment  Day  is  Comin') 
to  be  featured  by  Judy  Canova  in 
her    forthcoming    Republic  picture 
"Chatterbox".  Words  and  music  by Paul  J.  Winkoop 

and 

THE  BALLAD  WE  COULDN'T  HOLD  BACK 
STARLIGHT  SONATA 

the  most  unforgettable  melody  since 
"My  Sister  and  I" 

Lyrics  by  Helen  Bliss 
Music  by  Henry  Manners 

Both  songs  hove  been  arranged  for 
orchestra  by  JACK  MASON 

BROADCAST  MUSIC,  Inc. 
580  Fifth  Ave.         -         New  York  City 

WMCA,  New  York,  has  appointed 
Weed  &  Co.,  its  exclusive  national 
sales  representative  in  all  areas 
throughout  the  country  except  New 
York  and  Philadelphia,  which  will  con- 

tinue to  be  handled  by  the  station's New  York  sales  office. 

JOHN  C.  WHITLEY,  formerly  mar- 
ket analyst  of  General  Mills,  Min- 

neapolis, and  A.  C.  Nielson  Co.,  Chi- 
cago, has  joined  the  sales  promotion 

staff  of  WLS,  Chicago. 

Canada  School  Programs 
SCHOOL  broadcasts  for  the  current 
school  year  are  presented  in  a  booklet, 
Young  Canada  Listens,  issued  by  the 
Canadian  Broadcasting  Corp.,  Tor- 

onto, and  illustrated  with  sketches 
and  stories  of  the  Pioneer  Heroes  of 
Canada  programs  which  feature  the 
first  national  school  radio  program  to 
be  heard  in  Canada.  The  booklet  also 
contains  particulars  of  other  school 
broadcasts  available  through  the  CBC 
and  American  networks.  The  booklet 
is  a  manual  which  has  been  prepared 
for  distribution  among  school  teachers. 

r 

lEniRfli  ■Eu  /EnGinna 

mil 

You  can  quickly  prove  Central  New  England's  whole- 
hearted and  constant  response  to  WTAG.  Every 

independent  survey  shows  the  WTAG  audience  two 

to  one  in  the  lead  over  any  other  radio  station  heard 
in  this  war  boom  area. 

NBC  BASIC  RED  NETWORK 
EDWARD  RETRY  &  COMPANY 
NAT/ONAL  REPRESENT AllVE 

Owned  and  operated  by  The  Worcester  Telegram-Gazette 
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THE  VOICE  OF  MISSISSIPPI CIO  Official  Asks  BWC  Freeze 

To  Solve  Technican  Shortage 

Plan  Would  Defer  Present  Employes  Until  the 

Union   Conld   Provide  Replacements 

COTTON  MEA1VS  GASH 

IN  MISSISSIPPI 

$230,000,000  is  the  value  of  Missis- 
sippi's 1942  cotton  crop.  This  is  94 million  dollars  greater  than  the  1941 

crop. 
Lint  is  estimated  at  190  million  dol- 

lars; cotton  seed  at  40  million  dollars. 
This  means  more  money  in  Mississippi 
than  for  years. 
Invest  your  advertising  dollars  with 
WJDX— dominant  radio  station  in  the 
growing  Mississippi  market. 

Member  of  Southcentral 
Quality  Network 

WJDX 
KWKH 

WSMB .  KTBS 

Owned  ond  Operoted  By 
LAMAR 

LIFE  INSURANCE 
COMPANY 

JACKSON,  MISSISSIPPI 

CALL  for  the  Board  of  War  Com- 
munications to  delay  drafting  of 

presently  employed  broadcast  tech- 
nicians at  least  until  replacements 

can  be  provided,  was  put  forward 
last  week  by  Edgar  T.  Darlington, 
vice-president  of  Local  1,  Phila- 

delphia, eastern  U.  S.  headquarters 
of  the  American  Communications 
Assn.,  CIO  Affiliate. 

In  a  letter  answering  manpower 
inquiries  of  C.  B.  Reynolds,  acting 
local  FCC  radio  inspector,  Mr. 
Dai-lington  said  that  an  acute 
shortage  of  broadcast  technicians 
is  resulting  from  present  draft 
board  policies  of  reclassifying  and 
inducting  thousands  of  men.  He 
said  that  there  is  already  a  short- 

age of  trained  men,  and  that  the 
curve  has  taken  an  acute  turn  up- 
ward. 

Answer  With  BWC 

Pointing  out  that  his  organiza- 
tion, recognizing  the  situation,  is 

about  to  start  an  emergency  train- 
ing course  in  conjunction  with 

eight  major  Philadelphia  stations, 
Mr.  Darlington  said  "I  personally 
feel  that  should  our  plan  of  action 
get  us  over  immediate  hurdles, 
eventually  we  must  again  touch 
bottom. 

"My  further  feeling  is  that  the 

ill 

DETROIT  AREA 

at  800  kc. 

Wor  production  and  earnings  in  the  CKLW  primary 

trading  area,  covering  over  8,000,000  persons,  are  set- 
ting new  records.  Dollar  and  cents  spending  is  fast 

exceeding  all  previous  highs.  Yet  a  sales  message  de- 
livered completely  to  this  fertile  market  by  CKLW  costs 

relatively  dollars  less.  If  the  Detroit  Area's  your  market, 

CKLW's  your  medium.  Investigate  today. 

5,000  Watts  Day  and  Night 
MUTUAL  BROADCASTING  SYSTEM 

real  answer  lies  in  the  Board  of 
War  Communications  speedy  exer- 

cise of  its  power  to  freeze,  or  ex- 
empt from  the  draft,  all  men  pres- 

ently employed  technically  in 
broadcast  stations.  At  the  very 
least,  it  might  be  done  for  a  trial 
period  of  six  months,  during  which 
time  a  plan  such  as  ours  might 
enable  a  backlog  of  trained  per- 

sonnel to  be  built  up. 
The  letter  declared  that  Selec- 

tive Service  "interpretations"  and 
directives,  together  with  General 
Hershey's  statments,  had  brought 
no  relief  to  the  engineer  problem. 
Station  owners  have  tried  repeat- 

edly in  many  cities  "and  misera- 
bly failed,"  to  get  requested  de- ferments for  needed  men,  it  said. 

If  the  freeze  went  into  effect,  the 
letter  went  on,  the  6-month  defer- 

ment would  permit  an  honest  study 
to  be  conducted,  and  provide  ma- 

terial to  dictate  the  subsequent  pol- 
icy of  the  FCC,  the  BWC,  and 

selective  service  officials. 
Will  Be  Copied 

The  training  plan  advanced  by 
the  ACA  Philadelphia  local,  which 
Mr.  Darlington  said  will  be  copied 
elsewhere,  involves  opportunities 
for  men  holding  first  and  second 
class  radiotelephone  licenses  to  get 
needed  broadcast  experience  with- 

out charge.  During  an  eight-week 
period,  the  Union  will  provide  in- 

struction, and  the  local  outlets' 
facilities  for  these  men  to  practice. 
Examinations  for  several  of  the 
courses  of  instruction  have  been 
drawn  up  by  FCC  engineers,  ac- 

cording to  Mr.  Darlington. 
The  plan  was  drawn  up  after 

Local  1  contacted  radio  schools  in 
the  East,  and  found  their  estimates 
of  licensed  graduates  "left  a 

gloomy  outlook." "Not  only  were  too  many  of  the 
schools  giving  general  courses,  with 
generous  amounts  of  the  time  given 
to  code  and  typing,  but  it  would 
seem  that  80  to  90%  of  their  en- 
rollees   long   before  their   six-  to 

ANTICIPATING  the  worst  in  the 
manpower  crisis  is  Carl  Lee,  chief 
engineer  of  WKZO,  Kalamazoo, 
who  holds  in  his  right  hand  the  new 
condensed  lightweight  remote  am- 

plifier, "Model  4F",  which  he  de- 
veloped especially  for  women  and 

4F  engineers. 

eight-month  course  is  completed 
are  either  drafted  or  secure  out- 

side work,"  the  ACA  official  ex- 

plained. The  Union  plans  to  contact  these 
first  and  second  class  license  hold- 

ers through  advertising  in  periodi- 
cals, such  as  Broadcasting,  and 

through  direct  mail  and  personal 
contact.  Local  FCC  offices  will  sup- 

ply names  of  those  who  have  se- 
cured the  licenses  since  April  1st, 

and  schools  have  been  asked  to 
furnish  names  of  recent  graduates. 
Mr.  Darlington  said  that  it  may  he 
necessary  to  appeal  to  the  U.  S. 
Department  of  Education,  or  some 
other  agency  to  subsidize  and 
widen  the  scope  of  the  effort. 

Miss  Broderick  to  Govt. 
ESTELLE  H.  BRODERICK,  for 
six  years  production  traffic  man- 

ager of  WORL,  Boston,  will  leave 
Oct.  25  to  take  a  similar  position 
with  the  Treasury  Department. 
Miss  Broderick  will  serve  under 
Marjorie  L.  Spriggs,  head  of  the 
Women's  Radio  Division  of  the 
War  Savings  Department. 
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New  Music  Action  Seen 

{Continued  from  page  9) A  Real  Oath 

eral  court  decision.  The  onerous 
effect  of  the  recording  ban  on 
transcription  companies,  which 
have  not  recorded  since  Aug.  1  ex- 

cept in  isolated  cases,  and  on  the 
record  manufacturing  companies, 
is  believed  ample  basis  for  legal  ac- 

tion against  AFM.  AFM's  136,000 
members,  under  the  recording  ban, 
are  not  permitted  to  record  for  ra- 

dio, juke  box,  or  other  so-called 
non-public  performances.  There 
has  been  no  recording  at  all  ex- 

cept for  some  Government  work,  it 
was  reported. 
NAB  said  it  had  been  informed 

"that  transcription  companies  are 
considering  the  bringing  of  state 
court  suits  which  will  test  out  the 
various  questions  involved,  includ- 

ing, of  course,  the  question  of  com- 
mercial transcriptions,  which  Mr. 

Petrillo  has  already  admitted  do 
not  exercise  an  adverse  effect  upon 
the  members  of  his  union.  The 
NAB,  in  accordance  with  plans 
already  made,  expects  to  cooperate 
in  prosecution  of  these  suits." 

Same  as  Before 

Sydney  M.  Kaye,  chief  counsel 
for  the  NAB  in  the  music  con- 

troversy, pointed  out  that  the 
highest  courts  of  a  number  of 
States  have  taken  positions  en- 

tirely different  from  that  evidenced 
in  the  cases  brought  under  the  Fed- 

eral laws.  It  is  believed,  his  state- 
ment for  NAB  continued,  that  "ap- 

propriate suits  in  state  courts  have 
a  substantial  chance  of  success." 

Alluding  to  Judge  Barnes'  deci- 
sion, the  NAB  statement  said  it  had 

generally  been  recognized  that  re- 
cent decisions  of  the  Federal  courts 

in  labor  cases  brought  under  the 
anti-trust  laws  "might  well  be  con- 

sidered by  the  Federal  District 
Court  to  be  applicable  in  this  case." 

As  a  practical  matter,  the  deci- 
sion eliminates  the  possibility  that 

Government  action  under  the  anti- 
trust laws  will  solve  the  problem, 

NAB  said.  Since  the  decision  was 
based  entirely  on  the  Federal 
statutes,  it  pointed  out,  it  does  not 
adversely  affect  litigation  in  the 
State  courts. 

Analyzing  the  effect  of  the  Judge 
Barnes  ruling,  NAB  stated  the  de- 

cision leaves  AFM  in  precisely  the 
same  situation  which  it  created 

when  it  banned  recordings.  "It 
opens  up  no  avenue  through  which 
the  members  of  Mr.  Petrillo's  union 

CKY  Early  Signoff 
CKY,  Winnipes,  now  voliuitarilv 
signs  off  at  11  :.35  p.m.  (CDT),  after 
a  five-minute  late  newscast  at  11  :.30 
p.m.,  in  order  to  conserve  existing 
broadcasting  equipment.  First  Can- 

adian station  to  sign  off  early  as  a 
conservation  measure  was  CHNS, 
Halifax,  followed  by  nine  of  the  ten 
Canadian  Broadcasting  Corp.  stations 
which  now  sign  off  at  11  :.30  p.m. 
local  time.  Other  Canadian  stations 
are  expected  to  follow  suit  within  the 
next  few  months. 

may  recoup  themselves  for  the 
losses  in  revenue  which  they  are 
daily  suffering  through  their  fail- 

ure to  make  recordings.  The  deci- 
sion, in  other  words,  does  not 

change  the  present  state  of  the  law 
under  which  broadcasters  and  other 
commercial  enterprises  may  use 
any  available  records  without  the 

payment  of  ti-ibute  to  Mr.  Petrillo's 

union." Commenting  on  the  Petrillo  state- 
ment that  the  ban  "still  stands"  and 

that  "the  next  move  is  up  to  the 
companies",  NAB  said  the  union 
head  ascribed  to  "expenditures 
made  by  the  NAB  the  unparalleled 
wave  of  public  indignation  which 
has  been  aroused  by  his  rulings." Then  it  said: 

"In  failing  to  recognize  that  the 
condemnation  expressed  because  of 

AN  AIR  OF  realism  will  sur- 
round Painted  Dreams,  day- 
time serial  sponsored  by 

Procter  &  Gamble  Co. 
(American  Family)  on 
WMAQ  and  WGN,  Chicago, 
when  script  character 
Tommy  Collier,  portrayed  by 
John  Larkin,  is  inducted  into 
the  Navy.  Lt.  Com.  David  N. 
Goldenson,  officer  in  charge 
of  recruiting  in  the  Chicago 
area,  has  been  written  into 
the  script  as  himself  and  he 
will  administer  the  induction 

oath. 

the  ban  on  recordings  has  been 
not  only  universal  but  spontaneous, 
Mr.  Petrillo  is  of  course,  deceiving 

himself." 
The  view  that  the  AFM  prohibi- 

tion of  single-use  commercial  tran- 
scriptions is  an  "unassailable  prece- 

dent" for  banning  network  musical 

programs,  on  the  same  grounds 
that  a  musician  whose  music  is 
broadcast  throughout  the  country 
is  depriving  local  musicians  of  em- 

ployment, is  contained  in  a  letter 
written  Oct.  8  by  Howard  Blake, 
president  of  United  Broadcasting 
System,  to  Mr.  Arnold. 

Written  before  the  Chicago  court 

action,  Mr.  Blake's  letter  said  that 
the  single-use  transcription  and 
network  parallels  were  legally 
identical  and  inseparable.  The  only 
difference  is  the  mechanics  of 
transmission — one  by  transcrip- 

tion; the  other  by  telephone  wire, 
he  wrote.  Musicians'  fees  and  all 
other  circumstances  are  the  same, 

and  from  the  musicians'  standpoint there  is  no  difference  at  all,  he 
added. 

"The  union's  success  in  this  trial 
would  pave  the  way,  with  a  perfect 
precedent,  for  banning  network 
music  altogether",  said  Mr.  Blake. 
"If  they  ban  network  music — the 

FOR  OUTSTANDIHG 

ACHIEVEMENT 

.  .  .  the  ""E"  emblem  is  the  highest  tribute to  the  prowess  of  Ameriean  labor  in  the  field 
of  shortwave  communications.  Hallicrafters 
workers  by  their  unswerving  purpose  to  pro- 

duce a  product  that  is  better,  and  to  exceed 
their  quota  in  order  that  production  schedules 
can  be  maintained,  have  been  awarded  this 
honor. 

The  accumulative  electronic  experience 
gained  by  Hallicrafters  employees  will  be  a 
dominant  factor  in  future  peace  time  pro- 

duction «if  advanced  designs  in  shortwave 
communicalions  receivers. 
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next  logical  step — that  is  the  end  of 
networks.  It  is  for  the  Government 
and  the  courts  to  decide  whether 

that  will  be  a  good  thing." 
Plans  to  Appeal 

Immediately  following  the  court 
action  Mr.  Arnold  said  he  would 
ask  the  Solicitor  General  of  the 
United  States  to  authorize  an  ap- 

peal to  the  Supreme  Court  for 
final  adjudication.  If  the  Solicitor 
General  authorizes  the  appeal,  it 
can  be  taken  up  as  a  matter  of 
right  in  30  to  90  days.  The  appeal 
would  be  under  the  Expediting  Act 
and  is  automatic. 

From  the  outset  of  the  argument 
it  was  evident  the  court  had  decided 
against  issuance  of  a  preliminary 
injunction.  Judge  Barnes  said  he 
had  read  the  voluminous  briefs, 
previously  filed  but  had  not  ex- 

amined the  affidavits  in  detail. 
Even  before  Assistant  Attorney 

General  Arnold  had  covered  the 
main  points,  Judge  Barnes  inquired 
whether  a  labor  controversy  was 
not  involved.  After  listening  to 
the  one-hour  argument  of  Govern- 

ment counsel,  Judge  Barnes  waved 
Mr.  Padway  aside  when  the  labor 
counsel  sought  to  begin  his  argu- 
ment. 

"I  do  not  think  I  want  to  hear 
from  Mr.  Padway,"  Judge  Barnes 
commented.  "I  had  read  the  briefs 
and  papers  over  the  weekend. 
While  Mr.  Arnold's  arguments  are 
interesting  and  instructive  and  at 
times  very  persuasive,  my  opinion 
formed  from  the  briefs  has  not 
changed. 

A  Labor  Dispute 

"I  think  a  labor  dispute  is  in- 
volved here.  I  will  hand  down  a 

memorandum  opinion  in  a  few  days. 
There  is  a  certain  demand  by  the 
consuming  public  for  music  and 
the  musicians'  union  has  this  for 
hire.  This  is  a  controversy  between 
masters  and  servants.  The  mem- 

bers make  music  under  the  mas- 
ters and  it  is  a  question  whether 

the  servants  must  make  music  as 

the  masters  direct." 
Judge  Barnes  continued  that  the 

controversy  between  the  union  and 
"masters"  as  to  whether  or  not 

^EVD
 

NEW  YORK'S  STATION  OF 
DISTINCTIVE  FEATURES 

NOW 5000 WATTS 

The  unique  position  of  WEVD  with  a  large 
Bcction  of  Metropolitan  New  York's  radio audience  is  evidenced  by— 

(1 ).  The  feature  boxes  of  newspaper radio  program  pages 
(2.)  The  large  number  of  famous  adver- tisers on  the  station  continuously 

year  after  year. 
A%U    for    '*Who*M    Who    On    WEVD"    .    .  . §ent  on  request. 

WEVD 
117-119   West  46th  St.,   New  York,   N.  Y. 

the  members  of  the  union  shall 
provide  all  of  the  music  appeared 
to  him  to  constitute  a  labor  dis- 

pute. The  union  contends  that  it 
should  make  all  the  music  while 
the  employers  say  it  can  be  done 
by  recording  amateur  talent,  and 
by  other  means. 

The  court  concluded  that  the 
Norris-La  Guardia  Act  and  Section 
20  of  the  Clayton  Act  were  in- 

volved. Moreover  the  court  could 
not  see  how  it  was  possible  to  get 
around  the  Hutcheson  and  the  Cor- 
rozzo  cases  in  the  Supreme  Court. 

"Therefore",  said  the  jurist,  "I 

grant  the  motion  to  dismiss". Mr.  Padway,  even  though  the 
bench  had  ruled  that  it  desired  no 
argument  asked  permission  to  clear 
up  allegations  regarding  Mr.  Pe- 
trillo  and  the  patriotism  of  the 
AFM.  He  said  that  inferences  as 
to  the  patriotism  of  Petrillo  have 
been  made  repeatedly,  and  asserted 
that  no  organization  evidenced  a 
greater  willingness  to  support  the 
President  and  the  government  in 
the  war  interest. 
Assistant  Attorney  General 

Arnold  questioned  the  propriety  of 
Mr.  Padway's  statement,  pointing 
out  that  he  had  simply  quoted  affi- 

davits submitted  for  the  record  by 
Government  officials,  including 
Elmer  Davis,  Director  of  OWI  and 
James  Lawrence  Fly,  chairman  of 
the  FCC. 

Petrillo's  Emotion 

Mr.  Petrillo,  who  had  sat  at  the 
counsel  table  during  the  argument 
and  had  hung  on  every  word,  dis- 

played great  emotion  when  Judge 
Barnes  announced  dismissal  of  the 
proceedings.  He  said  he  probably 
would  convene  the  international 
board  of  AFM  shortly  either  in 

New  York  or  Chicago  for  "further 
consideration"  of  the  whole  matter. 

"The  ban  still  stands,"  he  said. 
"The  next  move  is  up  to  the  com- 

panies. This  case  demonstrates  that 
abuse  of  a  high  labor  official  cannot 
triumph  over  justice  and  labor. 
The  NAB  has  spent  thousands  of 
dollars  to  malign  me.  Broadcasters, 
juke  box  manufacturers,  record 
makers  and  the  press  are  the 
strongest  combination  to  arouse  the 
public  against  a  union  official  in  a 

labor  dispute." Mr.  Padway  supplemented  Mr. 
Petrillo's  remarks  with  the  state- 

ment that  "this  decision  clearly 
demonstrates  that  abuse  of  a  high 
labor  official  who  is  endeavoring  to 
protect  the  livelihood  of  his  mem- 

bers cannot  triumph  over  law  and 
justice.  The  NAB  spent  thousands 
of  dollars  to  attack  and  malign 
President   Petrillo.   He  has  been 

AFM  PRESIDENT  James  Ceasar 
Petrillo  (right)  before  entering  the 
Federal  courthouse  in  Chicago  last 
Monday  morning,  listens  to  some 
legal  points  of  the  AFM  motion  to 
dismiss  (which  subsequently  was 
granted)  from  Joseph  A.  Padway, 
AFM  chief  counsel.  Mr.  Padway 
did  not  argue,  since  Federal  Judge 
John  P.  Barnes  handed  down  his 
decision  favoring  AFM  and  throw- 

ing out  the  Government  suit  after 
listening  to  Assistant  Attorney 
General  Thurman  Arnold. 

villified  as  has  no  other  labor  leader 
by  a  combination  of  the  press,  the 
broadcasters  and  juke  box  opera- 

tors. He  stood  his  ground,  obeying 

the  mandate  of  his  union." 
In  his  argument.  Assistant  At- 

torney General  Arnold,  followed 
closely  the  contention  that  anti- 

trust law  violations  cited  in  his 
brief  [Broadcasting,  Oct.  12].  He 
said  no  labor  controversy  was  in- 

volved and  stressed  the  injury  to 
the  war  effort  stemming  from  the 
Petrillo  ukases. 
In  arguing  the  jurisdictional 

question  Mr.  Arnold  contended  that 
previous  Supreme  Court  cases 
involving  the  "'made  work"  issue 
had  no  direct  bearing  on  the  AFM 

case,  pointing  out  that  in  the  in- stance a  number  of  industries  were 
threatened  with  extinction.  More- 

over, he  argued,  the  unemployment 
issue  was  a  myth,  alluding  to  the 
NAB  affidavit  showing  that  some 
50%  of  all  AFM  members  are  gain- 

fully employed  in  other  fields. 
Before  Mr.  Arnold  had  proceeded 

very  far,  Mr.  Padway  interrupted 
to  plead  a  motion  that  the  affidavits 
be  stricken  on  the  ground  that  the 
court  did  not  have  jurisdiction  to 
consider  them  under  the  Norris- 
LaGuardia  Act.  He  contended  the 

procedure  contravenes  the  court's powers  and  that  opportunity  has 
not  been  allowed  AFM  to  cross  ex- 

amine witnesses. 
Mr.  Arnold  contended  this  was 

\  *^^fHERE'S  MORE  FOR  YOUR  MONEY  AT 
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CONTRACT  IN  HAND,  executives  of  Hardwick  &  Magee,  Philadelphia, 
claiming  to  be  America's  oldest  rug  and  carpet  company,  look  forward 
to  their  coming  year  on  the  air  as  sponsors  of  Morning  Extra  news  on 
WFIL,  Philadelphia.  Seated  are  (1  to  r)  Roger  W.  Clipp,  vice-president 
and  general  manager  of  WFIL;  Earl  W.  Glazier,  manager  of  Hardwick 
&  Magee,  and  Harry  C.  Berlinger,  secretary  of  the  carpet  company. 
Standing  are  Max  E.  Soloman,  of  the  WFIL  sales  stalf;  Ralph  Hart, 
radio  director  of  Harry  Feigenbaum  Agency;  David  Werman,  account 
executive  at  Feigenbaum,  and  John  E.  Surrick,  sales  manager  of  WFIL. 

the  main  issue  in  the  case.  Judge 
Barnes  allowed  the  motion  to  be 
entered  and  granted. 

Home  Owners  Next? 

Mr.  Arnold  said  the  whole  issue 
was  whether  the  case  comes  within 
the  purview  of  section  4  of  the 
Sherman  Anti-Trust  law.  He  con- 

tended that  the  union  seelcs  to 
destroy  small  restaurants,  amuse- 

ment places,  local  radio  stations 
and  other  enterprises  dependent 
upon  recorded  music  and  which 
cannot  afford  live  talent.  He  said 
if  AFM  is  permitted  to  continue 
that  method  of  operation  he  saw 
no  reason  why  it  won't  "deny 
home  owners  the  right  to  use 
music". 

Mr.  Arnold  also  emphasized  the 
Petrillo  ban  against  amateur  mu- 

sicians and  preventing  their  per- 
formance over  the  air.  He  con- 

tended finally  that  AFM  had 
"coerced"  the  national  networks 
into  "boycotting"  their  affiliates 
who  did  not  hire  fixed  quotas  of 
staff  musicians. 

In  great  detail  the  Assistant  At- 
torney General  covered  what  he 

stated  was  the  crux  of  the  argu- 
ment— whether  there  were  involved 

"terms  and  conditions  of  employ- 

ment". He  contended  that  the  Nor- 
ris-La  Guardia  Act  and  the  Su- 

preme Court  decisions  in  other 
labor  cases  cited  had  the  "terms 
and  conditions  of  employment" 
element.  If  that  were  permitted, 
the  Sherman  Anti-Trust  Act 
"would  be  repealed." 

In  a  dispute  which  involves  the 
terms  and  conditions  of  employ- 

ment, the  Assistant  Attorney  Gen- 
eral contended  the  labor  union  may 

pursue  almost  any  course  of  action. 
But  if  these  issues  were  not  in- 

volved, he  insisted,  then  the  union 
is  subject  to  the  Sherman  act. 

Labor  Shortage 

Judge  Barnes  disputed  Mr. 
Arnold's  contention  that  no  unem- 

ployment existed  in  musicians 
ranks.  He  said  that  the  figures  re- 

vealing that  50%  of  the  union 
members  were  engaged  in  other 

pursuits  indicated  to  him  "they 
were  not  able  to  make  a  reason- 

able living  in  their  chosen  field". 
Mr.  Arnold,  nevertheless,  con- 

tended that  the  Petrillo  act  was  to 
permanently  stop  the  development 
of  a  new  field  and  that  "technologi- 

cal employment  was  not  an  issue". 
He  pointed  out  that  the  Petrillo 
bans  come  at  a  time  when  there  is 

the  greatest  demand  for  technologi- 
cal employment  in  the  country's 

history  precipitated  by  the  war.  He 
cited  current  news  stories  about 
the  tremendous  manpower  short- 

age. Mr.  Arnold  tangled  with  Judge 
Barnes  on  several  occasions.  The 

jurist  admonished  him  not  to  "try 
to  talk  down  the  court". The  issue  boils  down  to  the  AFM 
ultimatum  that  the  employers  must 
either  hire  fixed  quotas  of  musi- 

cians or  go  out  of  business  if  they 
can't  afford  to  hire  live  talent,  con- 

tinued the  Assistant  Attorney  Gen- 
eral. Moreover,  he  called  the  com- 

bination of  the  union  and  the  net- 
works to  put  the  independent  sta- 

tions out  of  business  an  illegal  one 
under  the  Hutchinson  decision. 

The  ban  on  high  school  orches- 
tras amounts  to  "closed  shop",  he 

said.  The  question  is  not  one  of 

employment  of  amateurs  but  "de- 
struction of  amateurs".  He  said  no 

one  questions  the  right  of  labor  to 
bridge  over  a  gap  of  technological 
employment  but  he  argued  this  was 
not  such  a  case. 

Plenty  of  Power 
IT  SEEMS  that  WWL,  New 
Orleans,  didn't  know  its own  strength  when  it  put 
50,000  watts  on  a  clear  chan- 

nel, according  to  a  letter 
from  Sgt.  H.  J.  David,  for- 

merly a  radio  serviceman  in 
Church  Point,  La.,  now  sta- tioned with  the  Army  Signal 
Corps  in  the  South  Pacific. 
Sgt.  David  recently  wrote  his 
brother  at  home,  "A  few 
weeks  ago  I  found  an  old  ra- 

dio in  a  junkpile  and  fixed  it 
so  it  played.  While  listening 
last  night  I  heard  an  an- nouncer say  it  was  5:30.  By 
my  watch  it  was  1:30  here. 
Then  he  said  .  .  .  New  Or- 

leans, WWL."  It  sure  felt 

good  to  hear  from  home." 

GORDON  JENKINS,  musical  direct- 
or of  NBC,  Hollywood,  was  recently 

notified  that  his  theme  song,  "Eyes 
Aloft",  written  for  the  network  pro- 

gram bearing  that  title,  has  been 
chosen  official  song  for  the  IV  Fighter 
Command.  Upon  publication,  proceeds 
from  the  song's  sale  will  be  donated 
by  Jenkins  to  local  air  spotter's shelter  building  fund. 

Thompson  Resigns 
DAN  THOMPSON,  member  of  the 
press  department  of  NBC-Chicago,  for 
the  past  six  years,  has  resigned  as 
news  editor  to  join  the  National  Safe- 

ty Council,  Chicago,  as  radio  direc- tor. He  is  succeeded  by  Jack  Ryan, 
formerly  picture  editor.  John  Keys, 
writer,  has  taken  the  post  of  picture 
editor,  and  Shelson  W.  Peterson,  for- merly news  editor  of  KLZ,  Denver, 
and  journalism  instructor  of  the  U 
of  Denver,  has  joined  the  writing 
staff. 
PINEX  Co.,  Fort  Wayne,  Ind., 
(cough  syrup)  will  sponsor  a  half- hour  portion  of  the  National  Barn 
Dance  on  WLS,  Chicago,  Saturday 
evenings  at  10 :00-ll  :30  p.m.  Agency 
is  Russel  M.  Seeds  Co.,  Chicago. 
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FOR  EFFECTIVE  BUYING  INFLUENCE  IN 

WHAMLAND 

WHAM  gives  you  effective  buying  in- fluence where  effective  buying  power  is 
highest. 
WHAM  gives  you  complete,  effective 
coverage  of  the  entire  Rochester  trading 
area  .  .  .  where  buying  power  is  26% 
higher  than  U.  S.  Average  .  .  .  where 
income  increase  in  1942  over  1938  has 
been  21%  greater  than  U.  S.  Average 
.  .  .  where  the  1942  effective  buying 
income  per  family  will  be  $3,661.  The 
Rochester  Trading  Area  ranks  51st  in 
population,  but  37th  in  total  dollars 
effective  buying  income,  22nd  in  family income. 

WHAM 

ROCHESTER, N. Y. 

WHAM,  in  addition,  gives  you  the  ef- 
fective buying  influence  of  its  50,000 

watt,  clear-channel  signal,  in  the  900,- 
000  radio  homes  of  WHAMland's  43 counties.  WHAM  gives  you  eighteen 
trading  areas,  not  one  .  .  .  140,518 
farms  .  .  .  more  than  5,000  busy  fac- 

tories. All  of  this  at  approximately  one- 
third  the  cost  of  localized  coverage  of 
the  same  area. 

Figures  in  first  paragraph  are  from 
Sales  Management's  Survey  of  Buying 
Power. 

National  Representatives: 
GEORGE  P.  HOLLINGBERY  CO. 

50,000  Watts  .  .  .  Clear  Channel  .  .  .  Full 
Time  .  .  .  Affiliated  with  the  National 
Broadcasting  Co.  &  The  Blue  Network,  Inc. 
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ramids  of  Egypt,  or  our  boys  in 
Iceland.  BBC  simply  sends  out  a 
transcription  crew,  as  it  did  the 
other  day  to  get  the  voice  of  a 
British  general  in  Africa.  It  does 
the  same  thing  regularly  to  get 
voices  of  British  soldiers  in  far- 

away places.  The  recordings  are 
then  either  shortwaved  and  re-re- 

corded in  London  (though  not  very 
often)  or  are  shipped  by  plane  for 
earliest  possible  broadcast  over 
BBC. 

Sometimes  it  can  be  overdone, 
of  course.  Our  networks  would  not, 
and  should  not  be  expected  to 
broadcast  a  quarter-hour  of  Bing 
Crosby  recordings,  as  BBC  does 
weekly.  But  Bing  Time  here  loses 
none  of  its  popularity  simply  be- 

cause it  isn't  live.  It  would  not 
be  practical  to  shortwave  Bing's 
Thursday  night  Hollywood  show 
direct  to  BBC  because  it  starts  at 

9  o'clock  (EWT),  which  is  4 
o'clock  in  the  afternoon  London 
time. 

It  all  depends  on  how  it  is 
handled. 

A  rule  can  often  be  carried  to 
foolish  extreme,  as  was  the  case 
when  one  of  our  networks  flatly 
refused  to  carry  two  minutes  of 
the  voice  of  Enrico  Caruso,  avail- 

able only  from  an  old  record,  which 

a  big  agency  wanted  to  interpolate 
into  one  of  its  productions. 

It  is  claimed  that  only  once  has 
a  long  recording — something  other 
than  a  mere  sound  effect,  which 
even  network  shows  must  take  off 
transcriptions — been  broadcast 
over  NBC.  That  was  the  remark- 

able on-the-scene  description  of 
the  explosion  of  the  dirigible  Hin- 
denburg  at  Lakehurst,  which  a 
WLS  sound  crew  happened  to  be 
on  hand  to  transcribe.  And  that 
crew  happened  to  be  there  only  be- 

cause lighter-than-air  craft  was  a 
hobby  of  a  staffman  of  that  Chi- 

cago station  who  had  persuaded 
Glenn  Snyder  to  let  him  do  a  de- 

scription of  the  big  ship's  arrival, 
never  dreaming  the  catastrophe 
would  occur. 

Pros  and  Cons 

The  chief  arguments  of  our  net- 
work people  against  transcriptions 

is  that  networks  exist  primarily 
to  furnish  live  stuff,  which  is  true; 
that  sponsors  and  agencies,  aware 
that  transcriptions  lose  little  of 
the  orginal  quality  when  broadcast, 

will  insist  upon  taking  the  "slipup" element  out  of  their  productions 
by  transcribing  and  reediting  them 
and  putting  on  the  air  as  tried  and 
true  programs;  that  prima  donna 
performers  will  insist  upon  doing 
their  shows  on  records  so  as  not  to 
be  held  to  regular  schedules,  which 
is  definitely  a  possibility. 

The  rule,  on  the  other  hand,  can 

VIRGINIA 
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Declaration  of  Independence 

For  Radio  Proposed  by  Way 

NAB  Board  Considers  Plan  for  Central  Code 

Committee  With  Code  Authority  Scope 

PROMULAGATION  of  a  "Decla- 
ration of  Independence"  by  the  na- 
tion's broadcasters,  dealing  with 

all  aspects  of  station  operation,  in- 

cluding commer- cial programs,  is 
^S''*'"'^  proposed  by  Wil- 

^     jSlMtL.       liam   B.  Way,
 

'  vice-  president 

and  general  man- ager of  KVOO, 
Tulsa. 
The  proposed 

declaration  was 
submitted  to  the 

Mr.  Way  NAB  board  of  di- 
rectors, of  which 

Mr.  Way  is  a  member,  at  its  meet- 
ing in  Chicago  last  Wednesday. 

Mr.  Way  was  appointed  a  member 
of  the  NAB  Code  Committee,  to 
pursue  the  project.  Mr.  Way  seeks 
to  gain  adoption  of  the  declaration 

be  enforced  as  general  policy  but 
not  as  an  irrevocable  one.  Certain 
standards  can  be  laid  down  for  ex- 

ceptions in  extraordinary  cases,  or 
for  certain  classes  of  programs 
such  as  excerpted  speeches  of  the 
sort  BBC  handles  so  deftly. 

Moreover,  the  repeat  value  at 
favorable  hours  of  highly  popular 
shows  would  be  tremendous  to  the 
sponsor,  who  could  buy  repeat 
periods,  and  to  the  audience  alike. 
Many  a  fan  who  has  missed  the 
Friday  night  Information  Please 
program  would  be  delighted  if  he 
knew  he  could  hear  it,  as  the  Brit- 

ish hear  their  Brain  Trust  pro- 
gram, during  a  Sunday-at-home 

afternoon,  or  perhaps  during  an 
otherwise  unsaleable  late  evening 
hour  any  other  night. 

Popular  program  repeats  after 
11  p.m.  would  certainly  be  vastly 
more  welcome  to  a  great  segment 
of  the  American  audience  than 

dance  bands,  which  are  carried  al- 

by  a  majority  of  the  station  opera- 
tors, if  not  the  entire  industry. 

The  document  proposes  appoint- 
ment of  a  Central  Code  Committee 

for  the  industry,  and  for  the  desig- 
nation of  a  "Code  Authority" — a 

full-time  representative  of  the  in- 
dustry who  would  "announce  and 

delineate  all  decisions"  having  to 
do  with  program  and  commercial 

operations. The  full  text  of  Mr.  Way's  pro- 
posed code  follows: 

Broadcasters'  Declaration  of 
Independence 

Through  the  Government  of  the 
United  States  of  America,  each  broad- 

casting station  is  licensed  to  operate 
"in  the  public  interest,  convenience 
and  necessity."  To  these  stipulations each  broadcaster  must  subscribe  not 
only  in  the  beginning  but  as  long  as 
he  shall  operate  a  microphone  and 
transmitter.  Failing  in  this  pledge  to 
the  people,  he  shall  forfeit  his  license 
and  retire  from  his  position  of  public 
trust. 

Consider  again  the  words,  "public 
interest,  convenience  and  necessity," for  they  appear  in  every  license.  They 
are  the  rule  of  conduct  for  every  broad- 

caster. They  are  a  charge  to  all  broad- 
casters alike.  They  are  a  covenant 

upon  the  broadcasting  industry. 
Only  insofar  as  we,  the  broadcasters, 

maintain  control  of  the  air,  shall  we 
be  able  to  preserve  this  covenant. 
Control  of  the  air  is  difficult  to  main- 

tain for  we  lease  our  facilities  to 
others  who  are  not  directly  responsible 
to  the  people. 

Advertisers  respect  our  responsibil- 
ity to  the  people  but  insist  that  we 

most  exclusively  on  the  networks 
then. 

This  observer  will  be  very  much 
surprised  if,  as  a  result  of  Bill 
Paley's  recent  visit  here  to  study 

British  broadcasting,  CBS  doesn't follow  the  lead  already  taken  by 
Mutual  in  at  least  relaxing,  within 
reason  and  within  limits  of  good 
network  program  balance,  the  pres- 

ent absolute  rule  against  tran- 
scribed shows. 

•  To  reach  and  sell  the  rich  Appalachian  area 

— booming  with  war  project  wealth — remem- 

ber: WJHL  is  the  only  station  of  regional  or 

greater  power  offering  adequate  coverage  of 

this  market.  One  GOOD  station.  One  LOW  cost. 

1000  WATT  •  910  KG  •  BLUE  NET 

SPOT  SALES,  Inc. 

Representatives 

WJHL 
Johnson  City,  Tenn- 

W.  Hanes  Lancaster Manager 
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are  the  sole  gaardians  of  that  re- 
(  sponsibility.  That  is  right,  not  only 
^  morally  but  legally. 

Networks  originate  programs  for  us, 
under  special  agreements,  but  nowhere 

^  in  these  agreements  do  they  assume 
any  of  our  responsibility  to  the  people. 
Networks  are  producers,  not  broad- 

t  casters,  of  radio  programs.  They  are 
not  licensed  in  the  name  of  the  people. 
They  exist  by  virtue  of  the  broad- casters. 
Our  position  cannot  be  obscured. 

•  We  who  have  been  granted  special 
rights  shall  answer  for  their  proper 
exercise.  Those  whom  we  invite  to 
share  these  rights  with  us,  we  invite 
at  our  own  risk.  To  us  will  come  the 
challenge  from  the  people,  should  auy- (  one  fail. 
We  must  give  guidance  not  ask  for 

it.  We  must  use  tearlessly  the  right  to 
make  our  own  terms  upon  which  ad- 

vertisers, networks,  or  anyone  may 
I  lease  our  facilities.  Those  terms  are 
our  most  precious  asset.  They  are 
the  conscience  of  this  industry. 

We  are  now  engaged  in  a  great  war. 
which  demands  that  all  men  re-afiirm 
their  trusts  and  be  loyal  to  them.  Now 
is  the  time  to  proclaim  again  the  terms 
upon  which  anyone  may  use  our 
facilities.  We  shall  do  so  collectively. 
iWe  shall  act  as  an  industry.  We  shall 
be  of  one  mind. 

The  nature  of  our  idealism  has  im- 
pelled us  often  to  follow  precedent. 

This  is  proof  that  we  appreciate  the 
gravity  of  our  public  trust.  But  it 
has  thus  l)etn  within  the  power  of  any 

I  one  of  us  to  inflict  great  injury  xipon 
the  broadcasting  industry  by  estab- 

lishing a  bad  precedent.  And  it  has 
thus  also  been  within  the  power  of 
selfish  interests  to  gain  their  ends  by 
influencing  one  or  more  broadcasters 
to  relax  the  vigilance  of  operation  in 
the  public  interest.  How  much  better 
it  shall  be  for  us  to  depend  not  on 
precedent  but  on  our  own  full  counsel. 
Now,  therefore,  we  declare  that, 

both  now  and  henceforward,  in  all 
matters  related  to  the  operation  of  our 
broadcasting  stations  in  the  public 
interest  convenience  and  necessity,  we 
shall  be  of  one  mind  and  act  with  one 
.accord  ; 
'!  that  the  matters  referred  to  above 
shall  include  the  style  and  character 
of  commercial  and  sustaining  pro- 

grams; extent,  nature  and  number  of 
.courtesy  and  commercial  announce- 

ments ;  interpretation  of  contracts, 
rates  and  discounts; 

that  the  question  of  one  of  us  shall 
become  the  problem  of  all,  who  shall 
'determine  the  answer  and  abide  by  it, 
Itaking  no  action  independently  until 
the  answer  shall  be  had  ; 

that  our  function  shall  be  a  continu- 
ing function,  every  day  in  every  year, 

to  which  we  hereby  pledge  our  time, 
lOur  counsel  and  our  resources ; 
j  that  a  Central  Committee  shall  be 
appointed  immediately,  to  be  known 
•as  the  Central  Code  Committee ; 

that  a  Code  Authority  shall  be 
designated,  who  shall  be  a  paid,  full- 
time  representative  of  the  broadcast- 

ing industry,  capable  of  counselling 
with  the  Central  Code  Committee,  the 
industry  at  large  and  those  who  have 
business  with  the  broadcasters,  and 
who  shall  announce  and  delineate  all 
decisions ; 

that  the  first  duty  of  the  Central 
!ode  Committee  and  the  Code  Author- 

ity shall  be  to  review  and  act  upon 
present  practices  ; 

that,  although  this  is  a  Declaration 
)f  Independence  for  the  broadcasting 
ndustry,  it  is  in  fact  a  Declaration  of 
Dependence,  each  upon  the  other,  for 
he  broadcasters  individually,  adopted 
n  the  spirit  of  union  which  attended 
he  origin  of  our  Country  ; 
and,  finally,  that  every  broadcaster 

vho  subscribes  hereto  shall  hold  unim- 
leachable  the  language  of  his  license 
rem  the  Government  of  the  People 
'f  the  United  States,  for  by  the  law  of 
his  land  and  by  every  moral  consid- 
ration,  no  broadcast  contract  shall  be 
linding,  no  obligation  may  be  enforced, 
f  it  is  inimical  to  the  public  interest, 

il'Onvenienc'e  or  necessity. 

UNITED  BUSINESS  OCTOBER  FORECAST 

This  map,  reproduced  by  courtesy  of  United  Business  Service,  Boston, 
shows  business  conditions  in  all  parts  of  the  U.  S.  and  Canada 

as  indicated  in  its  surveys. 

WPAT.  Paterson,  N.  J.,  devotes  16 
2/3%  of  its  broadcasting  time  to  gov- 

ernment announcements  and  programs 
presented  in  cooperation  with  Federal 
agencies,  according  to  an  analysis  made 
recently  by  station  oflicials. 
WDRC,  Hartford,  has  an  exclusive 
agreement  with  the  Hartford  Coiirant 
to  broadcast  returns  in  the  guberna- 

torial and  Congressional  elections 
Nov.  3. 

WHIG,  Dayton,  organized  7500 
school  children  in  67  schools  for  a 
county  scrap  collection  drive,  with  L. 
A.  Winchell,  superintendent  of  schools 
using  the  station  to  broadcast  instruc- tions. 

WLS,  Chicago,  staged  a  scrap  col- 
lection campaign  in  Danville,  111.  with 

entire  cast  of  the  National  Barn  Dance 
appearing  for  two  performances  at 
which  the  admission  price  was  100 
pounds  of  scrap.  Proceeds  will  be 
donated  to  the  Vermilion  county 
USO.  On  June  27  WLS  held  a 
similar  scrap  collection  drive  in 
Bloomington,  111.,  and  the  National 
Barn  Dance  performances  brought  in 
oyer  1,000.000  pounds  of  scrap  mate- I'ial  and  rubber. 

UNUSDAD  tales  of  people  in  the  head- 
lines, i-ecounted  by  Johnnie  Neblett, 

and  organ  music  by  Herb  Foote  at 
the  organ  comprise  the  new  quarter- 
hour  program.  So  the  Story  Goes,  on 
WBBM,  Chicago.  Program,  heard 
three  times  a  week  is  sponsored  by 
Prima-Bismark  Brewing  Co.,  Chicago. 

". . .  that  extra  something  that 
makes  these  programs  welcome 
to  the  Program  Department, 
and  a  refreshing  change 

to  the  announcer."  kpro 
•  From  the  ASCAP  Radio  Program 
Service  there  are  available,  with- 

out cost  to  any  ASCAP-licensed 
station,  programs  which  are  en- 

tertaining and  salable.  If  you  have 
an  ASCAP  license  both  your  Pro- 

gram and  Commercial  Depart- 
ments will  welcome  these  shows. 

Write  or  wire  at  once. 

ASCAP 

Radio  Program  Service 
30  Rockefeller  Plaza    •    New  York 

WGY,  Schenectady  resumed  Speaking 
of  Books  series  recently  for  its  third 
yoni-  with  Esiher  Forbes,  writer  of 
Paul  Revere  and  the  World  He  Lived 
In  as  guest.  Granville  Hicks  is  chair- man of  the  reviewing  panel.  Others 
on  the  first  program  were  Mildred 
Adams,  foreign  correspondent,  and 
Dr.  Dixon  Ryan  Fox,  president  of 
Union  College. 
WTAG.  Worcester,  has  a  program 
of  pre-game  human  interest  stories 
about  players,  and  outstanding  games 
of  the  day  preceding  Holy  Cross  foot- ball broadcasts.  Announcer  Tommy 
Russell  selects  winners,  and  salutes 
them  with  recordings  of  their  theme 
songs. 

7A^mGIC  CIBCZB. 

And  this  job  takes 

priority  over  All 
— with"  WBIG  ! 

A    Columbia  Broad- easting  System  Afflli-  ̂  

ate.  I  ̂ 
^  EDNEY 

RIDGE 
r  DIRECTOR 

WBIC 

GREEN  y-BORO,  N.C. 
CEO.P.  HOLLINCBERr  ■  CO.,  NAT.  REP. 

ANSWERS 

to  WOR  Quiz 

on  Front  Cover 

!•  The  happy  gardener  sym- 

bolizes New  Jersey,  "The  Gar- 
den State."  New  Jersey  is  one 

of  seven  great  Eastern  states 
whose  most  densely-populated 
and  valuable  trading  terri- 

tories are  dominantly  covered 
by  WOR.  New  Jersey,  in  fact, 
contains  6  great  cities  with 
more  than  100,000  people  each. 
Every  one  of  these  cities  is  a 
vital,  booming  war  work  center. 

2.  This  line  indicates  WOR's 
consistent  trend  upward  in  sta- 

tion audience  during  the  past 

5  years.  WOR,  as  a  matter  of 
f?ict,  is  the  only  major  New 
York  station  which  has  shown 
this  consistent  growth  year 

after  year  for  5  years.  WOR's total  audience,  by  the  way,  is 
—  at  the  moment— 10  to  15% 

greater  than  it  was  at  this  pe- 
riod in  1941. 

3.  The  numeral  63  stands  for 
the  total  number  of  great  Army 

camps  and  Naval  bases  in  the 
area  covered  by  WOR.  Though 
specific  totals  are  a  military 
secret,  it  can  be  more  than 
merely  assumed  that  these 
camps  and  bases  are  occupied 
by  hundreds  of  thousands  of 
soldiers  who  are  avid  radio 
listeners.  For  further  facts  re- 

garding hours  of  listening; 
programs  preferred,  and  other 
highly  valuable  data  on  this 
excellent  new  market,  write, 
wire  or  phone  (PE  6-8600) 
WOR,  at  1440  Broadway,  in 
New  York. 

4.  The  man  at  work  IS  dem- 
onstrating a  startling  WOR 

success  story.  It  involves  the 
great  sales  of  a  tape  called 
"Press-On",  a  synthetic  war 

product,  used  for  mending  fab- 
ric, etc.  Using  only  the  WOR 

program  "Pegeen  Prefers",  the makers  of  "Press-On"  jumped 
this  product's  sales  100% 
throughout  the  entire  WOR 
Guaranteed  area.  Though  very 

adequately  distributed,  WOR 
persuaded  43  department 

stores  to  sell  "Press-On"  by sending  hundreds  of  people  in 
to  ask  for  it.  WOR  also  boomed 

the  sales  of  "Press-On"  in  Al- 
bany, Philadelphia,  Boston, 

etc.;  created  enormous  de- 
mand in  war  work  cities. 
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Co-op  Probe 
{Continued  from  page  12) 

was  not  reason  in  keeping  it  off  the 
air  especially  since  it  represents 
the  opinions  of  6,000,000  -  8,000,- 
000  people. 

Refusal  of  time  "is  a  direct  de- 
nial of  fundamental  rights,"  Sena- 

tor Norris  asserted.  He  agreed  with 
the  fact  that  the  networks  were 
faced  with  considerable  responsibil- 

ity but  insisted  that  they  "would have  run  no  risk  of  libel  suits  or 

anything  of  that  sort,"  if  they  had 
permitted  the  cooperative  group  to 
broadcast. 

The  FCC,  in  its  part,  announced 
it  had  written  to  Niles  Trammel, 
NBC  president,  and  William  Paley, 
CBS  president,  advising  them  the 
Commission  received  a  letter  from 
the  New  England  Cooperative  Fed- 

eration, Boston,  citing  the  net- 
works' refusal  to  sell  time  to  the 

Cooperative  League.  A  "statement 
of  the  facts"  is  expected  soon  by 
the  FCC. 

Quotes  Editorial 
The  letter  was  transmitted  to  the 

FCC  by  Senator  Lodge  (R-Mass.'>, to  whom  FCC  Chairman  James 
Lawrence  Fly  sent  a  letter  point- 

ing out  the  Commission  had  noted 
the  matter  and  had  asked  the  net- 

works for  the  facts,  assuring  him 
the  situation  would  be  given  "ap- 

propriate consideration". 
During  his  statement  of  the  prob- 

lem on  the  floor  of  the  Senate, 
Senator    Norris    quoted    from  a 

Covering  Portland  and 

Maine's  major  markets 
...  a  consumer  market 
which  has  mushroomed  in 

size  and  is  steadily  grow- 

ing .  .  .  where  DOL- 
LARS   are    being  spent. 

5000  W  ATTS— 560  KC 
CBS 

National  Representatives 
PAUL  H.  RAYMER  CO. 

CERTIFICATE  for  outstanding 
public  service  is  presented  to  W. 
Gordon  Swan,  program  manager  of 
WBZ-WBZA,  Boston  by  James  F. 
Crafts  of  the  National  Board  of 
Fire  Underwriters.  WBZ-WBZA 
was  given  honorable  mention,  high- 

est award  in  the  East,  for  its  first 
annual  radio  fire  prevention  contest. 

signed  editorial  published  in  the 
Burlington  (Vt.)  Daily  News 
signed  by  its  editor,  William  Loeb, 
which  described  the  success  of  a 

cooperative  local  utility  as  a  per- 
fect example  of  what  free  people 

working  in  a  free  cooperative 
fashion  can  accomplish.  In  contrast 
the  editorial  raps  the  networks  for 

their  willingness  otherwise  "to 
take  money  and  sell  time  to  adver- 

tise any  commercial  products, 
whose  real  value  to  the  public  may 

be  gravely  questioned." 
The  signed  editorial  also  in- 

structed reader  to  write  to  Charles 
Hasbrook,  owner  of  WCAX,  Burl- 

ington, CBS  affiliate,  expressing 

the  hope  that  the  station  owner  "is a  real  friend  of  the  cooperative 
movement"  and  appeals  to  him  as 
an  affiliate  owner  to  ̂ o  to  bat  on 
the  issue  with  the  network. 

Shortly  after  reading  the  edi- 
torial, Senator  Norris  was  queried 

by  Senator  Langer  (R-N.  D.)  as  to 
whether  the  FCC  is  empowered 
to  handle  the  situation  by  revoking 
the  licenses  of  the  stations  involved. 
In  reply.  Senator  Norris  said  a 
complainant  to  this  effect  might 
lose  on  the  theory  that  an  amend- 

ment to  the  law  is  necessary.  He 

said  this  was  only  his  opinion  and 
that  he  desired  an  opinion  of  the 
committee  which  seven  years  be- 

fore reported  the  present  Com- munications Act. 

Senator  Wheeler  (D-Mon.), 
Chairman  of  the  Interstate  Com- 

merce Committee  which  will  con- 
sider the  Norris  Resolution,  and 

which  currently  is  handling  the 

Petrillo  probe,  expressed  "surprise" 
over  the  position  taken  by  the  net- works. 

Mr.  Wheeler  said,  "First  they 
denied  the  request  on  controversial 
grounds.  Then  they  took  the  posi- 

tion that  other  advertisers  might 

object." 

Probably,  "everything  said  over 
the  radio  on  the  subject  of  politics 

is  controversial,"  he  said.  "If  the 
broadcasting  systems  are  to  take 
the  position  that  they  will  not  per- 

mit anything  to  be  said  over  the 
air  or  any  time  to  be  sold  on  any 
subject  which  is  in  the  slightest 
degree  controversial,  then  of  course 
they  are  going  to  be  able  to  pick 
and  choose  just  exactly  what  they 

will  permit  to  go  on  the  air,"  he 
emphasized. 

He  cited  the  case  of  commenta- 
tors, "paid  by  some  of  the  big  in- 

terests in  the  country"  who  are allowed  to  air  matters  of  a  highly 
controversial  nature.  He  asserted 

they  edit  news,  give  and  make  com- 
ments easily  discernible  as  con- 

troversial. Furthermore  he  ex- 
pressed the  belief  that  the  net- works' action  "is  taken  purely  on 

the  basis  of  their  own  selfish  inter- 
ests and  not  on  the  basis  of  the 

best  interest  of  the  country  as  a 

whole." 

Senator  Wheeler  admitted  there 
were  some  opposed  to  cooperatives 
but  suggested  their  opposition 
sprung  from  a  fear  that  coopera- 

tives "may  interfere  with  their 
profit  or  their  dividends  and  that 
their  operation  may  tend  to  bring 
down  the  cost  of  living  in  this  coun- 

try to  the  average  man."  He  said 
there  was  no  excuse  for  the  net- 

works involved  or  any  other  broad- 
casting system  to  deny  an  organi- 

zation like  the  cooperatives  "the 
right  to  buy  time"  on  the  grounds 
that  the  subjects  they  may  discuss 
are  controversial. 

Senator  Norris  contended  that 
the  "question  goes  much  deeper 
than  whether  one  likes  a  coopera- 

tive or  does  not  like  a  cooperative." 
Instead  he  said  there  was  a  ques- 

tion as  to  whether  broadcasting 

systems  "given  access  to  the  aii'" should  be  allowed  to  keep  an  or- 
ganization from  the  air  which  is 

"responsible  .  .  .  honest  .  .  .  which 
has  a  definite  idea  to  present." 

Z-BAR  NET  STUNT 

Point  of  Sale  Promotion 

 Used  in  Montana  

LISTENERS  are  constantly  re- 
minded of  the  identity  of  Z-Bar 

Net  advertisers  by  a  series  of 
window  cards,  floor  display  cards 
and  shelf  price  cards  coupled  with 

an  air  campaign  on  Montana  sta- 
tions telling  people  to  look  for  the 

signs  and  reminding  them  that  the advertisers  are  makers  of  quality 

products. The  promotional  cards  are  the 
same  with  the  exception  of  dif- 

ferent colors  which  are  used  as 

background,  all  one  color  being 
used  for  any  single  advertiser.  The 
cards  in  part  help  to  achieve  what 
salesmen  on  the  road,  now  fewei^ 
in  number  and  traveling  less,  once 
accomplished. 

Disc  Subscribers 
THREE  new  subscribers  to  the 

NBC-Radio  Recording  Division's 
transcribed  series.  Flying  for  Free- dom are:  KYW,  Philadelphia,  foi 

Jacob  Reed  Stores  (men's  cloth 
ing);  WESX,  Salem,  Mass.;  foi the  National  House  Furnishing 

Co.;  and  WSJS,  Winston-Salem N.  C.  for  Selected  Dairies.  Left 
Take  a  Look  in  Your  Mirror  wil 

be  presented  by  Musterole  Co. 
Cleveland  on  CFRB,  Toronto 
CKCO,  Ottawa  and  VOCM,  Stj 
Johns,  Newfoundland.  Musteroh 
agency  is  Erwin,  Wasey  &  Co. New  York.  Cherry  &  Webb  depart 
ment  store  has  renewed  Betty  an<^ 
Bob  on  WPRO,  Providence,  R.  I, 
and  The  Name  You  Will  Remem. 
her  has  been  renewed  on  KY\\^ 

Philadelphia  in  behalf  of  Solo' 
Women's  Specialty  Shop. 

Hicks  With  Convoy 

GEORGE  HICKS,  BLUE  com 
mentator,  has  returned  from 
"confidential  mission",  revealed  a 
a  trip  with  a  convoy  to  a  Caribbea 
port.  Material  gathered  during  th 
voyage  will  be  presented  during  th Oct.  19  and  21  broadcasts  of  Hickj 

interviews  with  seamen,  no- known  as  Men  of  the  Land,  Sea 
Air.  Formerly  originating  froi 
New  York  and  Washington  onl; 
the  series  will  henceforth  featui 
pick-ups  from  other  points.  Heai 
on  different  days  in  addition  1 
Hicks,  are  Clete  Roberts,  Joa 
Harding  and  Bill  Baldwin. 

WSBA,  new  regional  outlet  in  Yor 
Pa.,  broadcasts  15-word  news  hea lines  with  every  station  break.  PI;, 
has  proved  a  commercial  success,  wii| 
three  local  sponsors  blanketing  all  bi 
one  hour  of  the  news  headlines  du 
ing  the  station's  first  month  of  oper 
tion.  Sponsors  use  15-word  comme cials. 

ILLINOISl 

For  a  big  chunk 

of  it,  use  the 
DECATUR  station, 

250  W.  1340.  Ful!  time. 
Sears  &  Ayer,  Reps. 
How  can  we  help  you? 

SO 
^^1^  PORTLA

ND 
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TEXT  OF  AFM  DECISION 

TEXT  of  the  memorandum  opinion 
[Civil  Action  No.  4541,  U.  S.  vs. 
American  Federation  of  Musicians 
et  al],  handed  down  Oct.  14  in 
the  U.  S.  District  Court,  Northern 
District  of  Illinois,  Eastern  Divi- 

sion, follows: 
This  cause  comes  on  to  be  heard  on 

the  motion  of  the  Government  for  a 
preliminary  injunction,  and  on  that 
of  the  defendants  to  dismiss  the  com- 
plaint. 

The  plaintiff  is  the  United  States 
of  America.  The  defendants  are  the 
American  Federation  of  Musicians  and 
its  ofiieers  and  directors.  The  AFM 
is  alleged  to  have  approximately  140,- 
000  members,  comprising  virtually  all 
musicians  in  the  nation  who  make 
music  for  hire. 

Offenses  Charged 
Paragraphs  13  to  17,  inclusive,  of 

the  complaint  describe  the  offenses 
charged  and  the  effect  of  the  con- 

spiracy charged.  Those  paragraphs  are 
as  follows : 

IV 
Offenses  Charged 

13.  That  the  defendants  named  herein, 
each  well  knowing  the  matters  and  things 
herinbefore    alleged,    have    been    and  are 

'ff'now   engaged  in  the   United   States,  and II  within   the  Northern  District   of  Illinois, 
Eastern  Division,  in  a  wrongful  and  un- 

ij  lawful  combination  and  conspiracy  in  re- straint of  the  aforesaid  interstate  trade  and 
'commerce  in  phonograph  records,  electri- 
(ical  transcriptions  and  radio  broadcasting, 
,'in  violation   of  Section   1  of  the  Act  of 
''Congress  of  July  2,  1890,  entitled  "An  Act "to  Protect  Trade  and  Commerce  Against 

]!i  Unlawful  Restraints  and  Monopolies"  (15 U.S.C.A.    1),    and   have   conspired   to  ao 
all  the  acts   and  things,   and  to  use  all 
means  necessary  and  appropriate  to  make 
said    restraints     effective,     including  the 
means,  acts  and  things  hereinafter  more 

..j,  particularly  alleged; 
*1"  14.  That  for  the  purpose  of  restraining md  destroying  all  interstate  commerce 

in  phonograph  records  and  electrical  tran- 
scriptions ;  of  procuring,  monopolizing  and 

lontrolling  all  performances  of  musical 
mtertainment;  of  eliminating  competition 
mtirely  between  so-called  "transcribed"  or 
'canned"  music  and  music  produced through  live  musicians,  the  defendants 
lave  arranged  and  agreed  among  them- 
lelves  to  do  the  following  things: 
(a)  to  prevent  the  manufacture  and 

lale  of  all  phonograph  records  and  electri- 
;al  transcriptions; 
(b)  to  eliminate  from  the  market  all 

nanufacturers,  distributors,  jobbers  and 
•etailers  of  phonograph  records  and  electri- iial  transcriptions. 
(c)  to  prevent  broadcasting  stations 

!rom    broadcasting    musical  compositions 
■01 

recorded  on  phonograph  records  and  elec- trical transcriptions; 
(d)  to  prevent  the  use  of  phonograph 

records  in  so-called  "juke  boxes"  located in  hotels,  restaurants  and  dance  halls; 
(e)  to  prevent  the  use  of  phonograph 

records  in  the  home; 
(f)  to  prevent  the  sale  of  phonograph 

records  to  radio  broadcasting  stations  and 
"juke  box"  operators  by  requiring  manu- 

facturers to  boycott  all  distributors,  job- 
bers, and  retailers  who  sell  such  records 

to  radio  broadcasting  stations  and  "juke box"  operators; 

Recordings  Banned 
(g)  to  eliminate  all  musical  perform- 

ances over  the  radio  except  those  per- 
formed   by    members    of    the  AFM. 

(h)  to  require  broadcasting  stations  to 
hire  unnecessary  "stand-by"  musicians, members  of  the  AFM,  whose  services  are 
neither  necessary  nor  desired,  by  requiring 
radio  net-works  to  boycott  affiliated  sta- 

tions which  refuse  to  meet  defendants' 
demands  for  the  hiring  of  "stand-by"  mu- sicians; 

15.  That  for  the  purpose  of  forming 
and  effectuating  the  aforesaid  conspiracy, 
the  defendants  by  agreement  and  concert 
of  action  have  done  the  things  which,  as 
hereinbefore  alleged,  they  conspired  to  do, 
and  jnore  particularly  have  done,  among 
others,  the  following  acts  and  things : 

(a)  On  June  25,  1942,  the  defendant, 
James  C.  Petrillo  notified  Decca  Records, 
Inc.,  Columbia  Recording  Corp.  and  RCA 
Mfg.  Co.,  Inc.,  that  their  licenses  from 
the  AFM  for  employment  of  its  members 
ill  the  making  of  musical  recordings  woald 
expire  July  31,  1942,  and  would  not  be 
renewed ;  that  from  and  after  Aug.  1, 
1942,  the  members  of  the  AFM  would  not 
play  or  contract  for  recordings,  tran- 

scriptions, or  any  other  form  of  mechanical 
reproduction  of  music  ; 

(b)  On  July  16,  1942,  the  defendant, 
James  C.  Petrillo,  notified  the  NBC  that 
it  must  cancel  the  Saturday  afternoon 
symphonic  broadcasts  of  the  high  school 
orchestras  from  the  National  Music  Camp 
at  Interlochen,  Mich,  and  such  demand 
was  met.  These  concerts  have  been  broad- 

cast every  summer  for  12  years  as  a  part 
of  a  national  musical  educational  program 
for  young  musicians  ; 

(c)  On  July  27,  1942,  the  defendant, 
AFM,  acting  through  its  local  union, 
ordered  all  AFM  bands  to  boycott  all 
radio  stations  in  Southern  California  af- 

filiated with  the  Don  Lee  BroadcastinMr 
System  for  the  purpose  of  forcing  Radio 
Station  KFRC  of  San  Francisco,  an  af- 

filiate of  the  Don  Lee  Broadcasting  Sys- 
tem, to  hire  a  larger  and  more  expensive 

orchestra,  although  no  dispute  of  any  kind 
existed  between  the  AFM  locals  and  any 
radio  station  affiliated  with  the  Don  Lee 
Broadcasting  system  except  Radio  Station KFRC; 

16.  That  the  combination  and  conspiracy 
herein  charged  does  not  involve  or  grow  out 
of  any  dispute  concerning  terms  or  con- 

ditions of  employment;  that  a  purpose  of 
the   conspiracy   is  to   eliminate  from  the 

The  Coca-Cola  Company  presents 

America's  leading  bands  —  playing 
from  War  Camps  and  War  Plants 

BLUE      0«'^n  P-^'    EVERY  NIGHT 
NETWORK  '       EXCEPT  SUNDAY COPYRIGHT  1942,  THE  COCA-COIA  COMPANY 

market  the  manufacture,  sale  and  use  of 
musical  compositions  mechanically  record- 

ed on  phonograph  records  and  electrical 
transcriptions  unless  the  persons  engaged 
in  such  businesses  enter  into  agreements 
with  the  defendant  union  to  hire  such  use- 

less and  unnecessary  labor  as  the  de- fendant union  may  demand;  that  a  further 
purpose  of  said  conspiracy  is  to  exclude 
from  the  market  the  competition  of  anyone 
who  does  not  exclusively  employ  members 
of  the   defendant  union ; V 

EFFECT  OF  THE  CONSPIRACY 
17.  That  the  defendants  have  adopted 

the  means  and  engaged  in  the  activities 
aforesaid,  with  the  intent,  purpose  and 
effect  of  unlawfully  destroying  all  manu- facture and  sale  in  interstate  commerce 
of  phonograph  records  and  electrical  tran- 

scriptions; of  eliminating  all  competition 
between  music  produced  by  mechanical 
means  and  music  produced  by  live  musi- 

cians; of  depriving  the  public  of  an  in- 
expensive means  of  entertainment  over  the 

air,  in  restaurants,  hotels  and  dance  halls, 
and  in  the  home. 

Federal  Contentions 
The  Government,  in  support  of 

its  motion  for  a  preliminary  injunc- 
tion, has  filed  affidavits  by  public 

officials,  record  manufacturers,  oper- 
ators of  small  independent  radio  sta- 
tions, operators  of  automatic,  coin 

operated  phonographs,  operators  of 
restaurants,  hotels  and  recreation 
centers  and  operators  of  national  radio 
networks.  The  defendants  object  to 
the  court's  considering  these  affidavits. The  Government  contends,  first,  that 
the  exemption  of  labor  from  the 
anti-trust  laws  is  limited  to  contro- 

versies involving  "terms  or  conditions 
of  employment"  and,  under  this  head- ing, the  Government  says  : 

Three  questions  remain,  which  have  not 
been  specifically  considered  by  the  Supreme 
Court,  with  respect  to  what  constitutes 
legitimate  labor  union  activity  under  the 
antitrust  laws :  ( 1 )  whether  a  union  may 
use  organized  coercion  to  destroy  legitimate 
businesses  because  such  businesses  have  in- 

troduced or  are  using  labor-saving  devices 
or  improved  mechanical  methods  which  re- 

duce the  demand  for  labor;  (2)  whether 
a  union  may  use  organized  coercion  to 
compel  its  employer  to  maintain  obsolete 
or  inefficient  methods  and  to  refuse  to 
permit  the  introduction  of  new  mechani- 

cal improvements  in  order  to  force  the 
hiring  of  unnecessary  labor;  and  (3) 
whether  a  union  may  use  organized  coer- 

cion to  prevent  voluntary  groups  who  do 
not  seek  employment  from  rendering  serv- 

ices without  pay",  and  that  "all  of  these 
questions  are  raised  in  the  instant  case." 

Coercion  Alleged 

The  Government's  second  conten- 
tion is  that  the  activities  complained 

of  do  not  involve  "terms  or  condi- 
tions of  employment"  and  hence  are 

subject  to  prosecution  under  the  Sher- 
man Act  as  a  combination  in  restraint 

of  interstate  trade  or  commerce.  Under 
this  heading  the  Government  says 
that: The  complaint  charges  the  defendant 
union  with  three  types  of  activity.  First, 
it  charges  that  defendant  union  has  refused 
to  permit  its  members  to  be  hired  by 
manufacturers  for  the  purpose  of  mak- 

ing phonograph  records  and  electrical 
transcriptions.  The  effect  of  such  a  ban 
is  to  destroy  not  only  these  industries, 
which  furnish  substantial  employment  to 
members  of  the  union,  but  other  legiti- 

mate industries  which  are  dependent  upon 
such  manufacturers'  product  for  existence but  which  do  not  employ  members  of  de- 

fendant union,  such  as  manufacturers  and 
operators  of  juke  boxes,  small  independent 
radio  stations,  and  distributors  and  retail- 

ers of  records  and  transcriptions.  Second, 
the  complaint  charges  that  defendant  union 
requires  radio  broadcasting  stations  to  pad 
their  pay  rolls  with  stand-by  musicians 
whose  services  are  neither  necessary  nor 
desired.  And  third,  it  charges  an  attempt 
by  defendants  to  eliminate  all  musical  per- 

formances over  the  radio  except  those  pre- 
sented in  person  by  members  of  the  Ameri- 

can Federation  of  Musicians.  This  last 
charge  is  concerned  largely  with  the  union's attempt  to  exclude  amateur  or  voluntavy performances  form  the  air. 

The  Government  contends  that  none 
of  these  activities  is  permissible  under 
the  law  and  it  cites :  Colmnbia  River 
Packers  Assn.  v.  Hinton,  315  U.  S. 
143 ;  Opera  on  Tour,  Inc.  v.  Weher, 
285  N.  Y.  348 ;  Loew's,  Inc.  v.  Basson, 
D.  C,  S.  D.  N.  Y.,  and  Scavenger 
Service  Corp.  v.  Courtney,  85  F.  (2d) 
825. 
The  Government's  third  contention 
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is  that  even  though  it  be  assumed  that 
the  activities  of  defendants  concern 
"terms  and  conditions  of  employment" 
they  represent  an  attempt  by  thi' 
union  to  force  employers  to  combine 
with  it  for  the  xjurpose  of  restraining 
interstate  trade  and  commerce  in 
phonograph  records,  electrical  tran- 

scriptions and  radio  broadcasting,  an.  I 
are  therefore  a  combination  between 
labor  and  non-labor  groups,  which  is 
not  exempt  from  the   Sherman  Act. 

The  National  Assn.  of  Broadcasters, 
liy  leave  of  court,  filed  a  brief  as 
umirua  curiae  wherein  it  made  con- 

tentions lil^e  unto  those  of  the  Gov- ernments 
The  defendants'  motion  to  dismiss 

assigns  two  grounds  for  dismissal: 
First,  because  the  court  lacks  juris- 

diction by  reason  of  the  Xorris-La- 
Guardia  Act,  since  the  complaint  sets 
forth  a  case  involving  or  growing 
out  of  a  labor  dispute ;  and,  Second, 
because  the  complaint  fails  to  state  a 
claim  against  defendants  upon  which 
relief  can  be  granted. 

In  their  argument  in  support  of 
their  motion  to  dismiss  the  defendants 
say  that  the  complaint  merely  alleges 
an  agreement  by  members  of  a  labor 
organization  peacefully  to  refuse  to 
work  for  employers  in  an  effort  to 
obtain,  extend  and  preserve  employ- 

ment opportunities  and  that,  accord- 
ingly, the  Xorri.s-LaGuardia  Act  pre- 

cludes the  court  from  granting  the 
relief  sought,  and  that  this  is  true 
even  though  it  be  assumed  that  a  vio- 

lation of  the  Sherman  Anti-Trust  Act 
has  been  alleged. 

List  of  Citations 
In  support  of  this  contention,  the 

defendants  cite  a  large  number  of 
cases,  including:  Milk  Wagon  Driver's Union  v.  Lake  Valley  Farms  Prod- 

ucts, Inc.,  311  U.  S.  91;  Laiif  v. 
Shinner,  303  U.  S.  323;  Levering  & 
Garrigues  Co.  v.  Morrin,  71  F.  (2d) 
284;  yew  'Negro  Alliance  v.  Sanitary Grocery  Co.,  303  U.  S.  5.52;  Senn  v. 
Tile  Layers  Union,  301  U.  S.  468; 
Wilson  V.  Birl,  105  F  (2d)  948  ;  Green 
T.Ohergfell,  121  F.  (2d)  46;  U.  S.  v. 
Weirton  Steel  Co.,  7  F.  Supp.  255 ; 
r.  S.  V.  Hutcheson,  312  U.  S.  219, 
and  Blankenship  v.  Kurfman,  96  F. 
(2d)  450. 
In  their  argument,  the  defendants 

further  say  that  no  violation  of  the 
Sherman  Act  is  alleged  because  there 
is  no  allegation  that  defendants  are 
engaged  in  a  business  enterprise  or 
are  competing  commercially  in  the 
sale  of  products  and  are  seeking,  on 
behalf  of  themselves  or  as  agents  for 
others,  to  suppress  such  competition 
so  as  to  control  price  or  discriminate 
between  would-be  purchasers  or  other- 

wise deprive  the  public  of  the  benefit 
of  free  competition,  and  they  cite 
Apex  Hosiery  Co.  v.  Leader,  310  U. 
S,  469,  and  Gundersheinier's  Inc.  v. Union,  119  F.  (2d)  205. 

Union's  Claims 
The  defendants  further  say  that  in 

any  event  the  acts  complained  of 
come  under  the  conduct  enumerated 
under  Section  20  of  the  Clayton  Act 
and  as  such  do  not  violate  any  law 
of  the  United  States,  and  cite :  U.  S. 
V.  Hutche.'ion,  312  U.  S.  219;  U.  S. 
V.  Carrozzo,  37  F,  Supp.  191  (affd.  313 
r.  S.  .539)  ;  U.  S.  V.  Building  etc. 
Council,  313  U.  S.  .5.39;  U.  S.  v. 
I  nited  Brotherhood,  etc.  313  U.  S. 
.539 ;  U.  S.  V.  International  Hod 
Carriers,  313  U.  S.  5.39. 

This  case  unquestionably  involves 
or  grows  out  of  a  dispute.  The  parties 
to  the  dispute  are,  on  the  one  hand, 
the  defendant  AFM  and  its  members, 
who,  as  employes,  make  music  for 
hire,  and,  on  the  other  hand,  manu- 

facturers of  phonograph  records  and 
electrical  transcriptions  and  radio 
liruadr-asting  companies,  who.  as  em- 

ployers, employ  musicians  to  make music. 
The  subject  of  the  dispute  is,  gen- 

erally speaking,  the  question  as  to 
wliether  the  members  of  the  union 
shall  be  employed  to  make  all  the 
music  that  is  to  be  made  or  shall  be 
employed  to  make  only  a  part  of  it. 

SIGNING  CONTRACT  for  first  major  radio  venture  on  KWKW,  Pasa 
dena,  Cal.,  was  Hammond  G.  Nash,  head  of  F.  C.  Nash  &  Co.,  that  city 
(department  store),  while  his  merchandise  manager  and  station  exe- 

cutives look  on.  Flanking  Mr.  Nash  (1  to  r)  are  Marshall  S.  Neal,  gen- 
eral manager  of  KWKW;  Arthur  Evans,  department  store  merchandise 

manager,  and  R.  L.  Rust,  station  sales  manager.  Placing  direct,  on  a 
52-week  contract,  the  firm  on  Sept.  28  started  sponsoring  a  six-weeklj- 
quarter-hour  news  commentary  featuring  Burritt  Wheeler. 

the  remainder  being  made  by  means 
of  phonograph  records  and  electrical 
transcriptions  and  by  amateur  musi- cians. 

The  union  and  its  members  con- 
tend that  the  members  of  the  union 

should  have  the  exclusive  right  to 
make  music,  while  the  phonograph 
record  and  electrical  transcription 
manufacturers  and  broadcasting  com- 

panies contend  for  the  opportunity 
to  have  music  made  by  means  of 
phonograph  records  and  electrical 
transcriptions  and  by  amateurs. 

The  Norris-LaGuardia  Act  (47  Stat. 
70.  C.  90,  Sec  13(c)  provides  "The 
term  'labor  dispute'  includes  any  con- 

troversy concerning  terms  or  condi- 
tions of  employment"  etc.  The  Govern- 
ment says  that  the  activities  com- 

plained of  in  the  ease  at  bar  do  not 
involve  "terms  or  conditions  of  em- 

ployment"' and  that,  accordingly,  the 
Xorris-LaGuardia  Act  is  not  applic- 

able. It  has  been  observed  that  the 
union  and  its  members  here  contend, 
in  a  sense,  for  a  "closed  shop"  so  far 
as  phonograph  records,  electrical  tran- scriptions and  amateur  musicians  are 
concerned. 

A  'Labor  Dispute' 
The  question  then  is.  Is  this  con- 

tention one  in  respect  of  a  "term 
or  condition  of  employment?"  Con- gress itself  answered  this  question 
quite  definitely  in  the  Xational  Labor 
Relations  Act  (49  Stat.  449.  c.  372, 

Sec.  8(3))  when  it  said:  "**nothing in  sections  1  to  16  of  this  title,  or 
in  any  other  statute  of  the  United 

States,  shall  preclude  an  employer 
from  making  an  agreement  with  a 
labor  organization  *  *  *  to  require  as a  condition  of  employmoit  member 
ship  therein."  {italics  supplied) 
Here  Congress  itself  speaks  of  an 
agreement  for  a  closed  shop  as 
"condition  of  employment." 

The  court  is  satisfied  that  the  union 
and  its  members  and  the  emploj'er of  the  latter  are  disputing  in  respect 
of  a  "condition  of  employment"  an( 
that,  accordingly,  the  dispute  involvec 
in  this  case  is  a  "labor  dispute"  withir 
the  meaning  of  the  Norris-LaGuardif 
Act.  That  Act  further  provides : 

Sec.  4.  No  court  of  the  United  State; 
shall  have  jurisdiction  to  issue  any  re 
straining  order  or  temporary  or  perraan 
ent  injunction  in  any  case  involved  oi 
growing  out  of  any  labor  dispute  to  pro 
hibit  any  person  or  persons  participatini 
or  interested  in  such  dispute  (as  thes 
terms  are  herein  defined)  from  doing: 
whether  singly  or  in  concert,  any  of  th 
following  acts  : 

(at  Ceasing  or  refusing  to  perform  an 
work  or  to  remain  in  any  relation  of  em 
ployment; ***  *** 

(g)  Advising  or  notifying  any  person  o 
an  intention  to  do  any  of  the  acts  hereto fore  specified; 

(h)  Agreeing  with  other  persons  to  d or  not  to  do  any  of  the  acts  heretofor 
specified;  and 

(i)  Advising,  urging,  or  otherwise  cau ing  or  inducing  without  fraud  or  violenc 
the  acts  heretofore  specified,  regardless 
any  such  undertaking  or  promise  as  is  de 
scribed  in  section  3  of  this  Act. 

Sec.  5.  No  court  of  the  United  State 
shall  have  jurisdiction  to  issue  a  restrain 
ing  order  or  temporary  or  permanent  in 
junction  upon  the  ground  that  any  of  th 
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persons  participating  or  interested  in  a 
labor  dispute  constitute  or  are  engaged 
in  an  unlawful  combination  or  conspiracy 
because  of  the  doing  in  concert  of  the 
acts  enumerated  in  section  4  of  this  Act. 

In  view  of  the  foregoing  provisions, 
jurisdiction  does  not  exist  to  grant 
any  of  tlie  injunctive  relief  here 
sought. 

Closed  Shop  Angle 
The  court  is  further  of  the  opinion 

that  the  acts  complained  of  are  of  the 
kind  specified  in  the  second  paragraph 
of  Section  20  of  the  Clayton  Act  (38 
Stat.  738,  c.  323,  Sec.  20).  Section 
20  of  that  act  is  as  follows  : 

Sec.  20.  No  restraining  order  or  injunc- 
tion shall  be  granted  by  any  court  of  the 

United  States,  or  a  judge  or  the  judges 
thereof,  ***  *** 

And  no  such  restraining  oi-der  or  in- 
junction shall  prohibit  any  person  or  per- 

sons, whether  singly  or  in  concert,  from 
terminating  any  relation  of  employment, 
or  from  ceasing  to  perform  any  work  or 
labor,  or  from  recommending,  advising,  or 
persuading  others  by  peaceful  means  so  to 
do  ;  ***  or  from  peacefully  persuading  any person  to  work  or  to  abstrain  from  woric- 

Statement  of  The  Ownership,  Man- 
agement, Circulation,  etc.,  Re- 

quired by  the  Acts  of  Con- 
gress of  August  24,  1912, 

and  March  3,  1933 
Of  Broadcasting  Combined  With  Broad- 

cast   Advertising,    published    weekly  at 
Washington,  D.  C,  for  October  19,  1942. 

District  of   Columbia — ss. 
Before  me,  a  notary  public  in  and  for 

the  District  aforesaid,  personally  appeared 
Norman    R.    Goldman,    who   having  been 
duly  sworn  according  to  law,  deposes  and 
says  that  he  is  the  business  manager  of 
Broadcasting   Combined   With  Broadcast 
Advertising,  and  that  the  following  is,  to 
the  best  of  his  knowledge  and  belief,  a  true 
statement  of  the  ownership,  management 
(and  if  a  daily  paper,  the  circulation),  etc., 
of  the  aforesaid  publication  for  the  date 
shown  in  the  above  caption,   required  by 
the  Act  of  August  24,  1912,  as  amended 
by  the  Act  of  March  3,  193.3,  embodied  in 
section  537,  Postal  Laws  and  Regulations: 

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

Publisher  —  MARTIN  CoDEL,  Washington, D.  C. 
Editor  —  Sol  Taishopp,  Washington, D.  C. 
Managing  Editor  —  J.  Frank  Beatty, Silver  Spring,  Md. 
Business  Manager — Norman  R.  Goldman, Washington,  D.  C. 
2.  That  the  owner  is:  (If  owned  by  a 

corporation,  its  name  and  address  must  be 
stated  and  also  immediately  thereunder  the 
names  and  addresses  of  stockholders  own- 

ing or  holding  1  per  cent  or  more  of 
total  amount  of  stock.  If  not  owned  by  a 
corporation,  the  names  and  addresses  of 
the  individual  owners  must  be  given.  If 
owned  by  a  firm,  company,  or  other  unin- 

corporated concern,  its  name  and  address, 
as  well  as  those  of  each  individual  member, 
must  be  given.) 

Broadcasting  Publications,  Inc.,  Wash- 
ington, D.  C;  Martin  Codel,  Washing- 

ton, D.  C;  Sol  Taishoff.  Washington. 
D.  C. ;  Ella  April  Codel,  Washington, 
D.  C:  Betty  Tash  Taishoff,  Washing- 

ton, D.  C. 
3.  That  the  known  bondholders,  moit- 

gagees,  and  other  security  holders  owning 
or  holding  1  per  cent  or  more  of  total 
amount  of  bonds,  mortgages  or  other  se- 

curities are:  (If  there  are  none  so  state.) 
None. 

4.  That  the  two  paragraphs  next  above, 
giving  the  names  of  the  owners,  stock- 

holders, and  security  holders,  if  any,  con- 
tain not  only  the  list  of  stockholders  and 

security  holders  as  they  appear  upon  the 
books  of  the  company  but  also,  in  cases 
where  the   stockholder  or  security  holder 

I  appears  upon  the  books  of  the  company  as 
)  trustee  or  in  any  other  fiduciary  relation, 
the  name  of  the  person  or  corporation  for 
whom  such  trustee  is  acting,  is  given;  also 
that  the  said  two  paragraphs  contain  state- 

ments embracing  affiant's  full  knowledge and  belief  as  to  the  circumstances  and  con- 
ditions under  which  stockholders  and  se- 

curity holders  who  do  not  appear  upon  the 
books  of  the  company  as  trustees,  hold 
stock  and  securities  in  a  capacity  other 
than  that  of  a  bona  fide  owner;  and  this 
affiant  has  no  reason  to  believe  that  any 
other  person,  association,  or  corporation 
has  any  interest  direct  or  indirect  in  the 
said  stock,  bonds,  or  other  securities  than 
as  so  stated  by  him. 

Norman  R.  Goldman. 
Sworn  to  and  subscribed  before  me  this 

9th  day  of  October,  1942. 
Nathan  Sin  rod 

(Seal)  Notary  Public. 
(My  commission  expires  November  1,  1943) 

Garden  Prizes 

PARTICIPANTS  in  the  vic- 
tory garden  campaign  spon- 

sored by  KRBM,  Bozeman, 
Mont.,  were  awarded  prizes 
recently.  Dept.  of  Agricul- 

ture agents  judged  the  one- 
eighth  acre  plots  scattered 
around  KRBM  transmitter. 
In  all,  eight  acres  of  ground 
were  used.  The  station  in- 

stalled an  electric  pump  and 
well  and  supplied  water  to 
each  amateur  farmer. 

ing ;  or  from  ceasing  ***  to  employ  any 
party  to  such  dispute  or  from  recommend- ing, advising,  or  persuading  others  by 
peaceful  and  lawful  means  so  to  do ;  *** fior  shall  any  of  the  acts  specified  in  this 
ixiragraph  be  considered  or  held  to  be  vio- 
lutioyis  of  any  law  of  the  United  States. 
(  Italics    supplied) . 

Accordingly,  the  acts  complained  of 
may  not  he  considered  or  held  to  be 
violations  of  any  law  of  the  United 
States. 

The  third  contention  of  the  Govern- 
ment deserves  only  a  woi-d.  Here  the 

employes  seek  only  a  contract  with 
their  employers  for  a  "closed  shop" (in  a  sense  large  enough  to  include  a 
s!-iop  which  excludes  not  only  non- 

union workers  but  also  machines)  and 
they  seek  this  contract  primarily  for 
their  (the  servants')  benefit  and  not 
for  the  benefit  of  a  non-labor  group. 
In  tlie  court's  opinion  U.  S.  v.  Brims. 272  U.  S.  549.  and  like  cases,  are  not 
[iertinent  here. 

The  defendants'  motion  to  dismiss 
should  be  granted. 

The  court  has  been  guided  to  the 
conclusions  herein  expressed  by  the 
decisions  of  the  Supreme  Court  of  the 
United  States  in  U.  S.  v.  Hutchesoii. 
312  U.  S.  219,  and  V .  8.  v.  Intenm- 
tional  Hod  Carriers,  313  U.  S.  539 
(affirming  U.  »S'.  v.  Corrozxo,  37  F. 
Supp.  191). 
The  conclusions  herein  expressed 

make  it  unnecessary  to  consider  other 
issues  raised  by  the  parties. 

John  P.  Barnes, 
U.  S.  District  Judge. 

Concerts  on  WWJ 
DETROIT  SYMPHONY  OR- 

CHESTRA will  broadcast  21  Sun- 
day concerts  on  WWJ,  Detroit, 

under  sponsorship  of  Sam's,  De- 
troit department  store,  with  co- 

operation of  the  Detroit  News.  Al- 
though the  orchestra's  regular  ac- tivities have  been  abandoned  for 

the  duration,  it  will  play  the  21 
concerts  for  WWJ  in  Detroit's  Ma- 

sonic Temple,  before  a  large  audi- 
ence. Sales  talks  on  the  program 

will  be  strictly  non-commercial,  de- 
voted to  War^  Bonds. 

School  Conference 

THEME  OF  the  sixth  annual  meet- 
ing of  the  School  Broadcast  Con- 

ference to  be  held  Nov.  10-12,  at 
the  Morrison  Hotel,  Chicago,  is 
"Radio's  Contribution  and  Respon- 

sibility to  Education  in  a  Nation  at 
War".  The  Assn.  for  Education  by 
Radio  will  meet  Nov.  10,  and  joint- 

ly with  the  School  Broadcast  Con- 
ference for  the  remaining  days  of 

the  convention. 

Need  for  Logic  Is  Seen 

In  Propaganda  Dramas 
AS  DRAMATIC  programs  become 
more  and  more  vehicles  to  carry 
wartime  propaganda  messages  and 
less  the  purely  entertainment 
shows  they  have  been,  they  will 
have  to  become  more  logical.  Dr. 
Matthew  N.  Chappell,  technical 
consultant  to  C.  E.  Hooper  Inc., 
predicted  last  Tuesday  in  an  ad- 

dress before  the  discussion  group 
on  radio  listening  habits  of  the 
American  Marketing  Assn. 
When  he  is  interested  only  in 

entertainment,  the  listener  is  will- 
ing to  accept  coincidence  and  other 

unreal  solutions  to  dramatic  prob- 
lems. Dr.  Chappell  stated,  but 

when  the  Government  puts  on  a 
program  to  influence  him,  the  list- 

ener is  more  apt  to  examine  the 
argument  and  to  demand  that  it 
come  up  to  logical  standards.  This 
is  especially  true  now,  he  added, 
since  for  the  past  20  years  we  have 
been  told  what  dopes  we  were  to 
have  unthinkingly  swallowed  so 
much  propoganda  during  the  first 
World  War  and  as  a  result  we 
resist  it  now. 

Koppers  in  Twin  Cities 

Opens  Fall  Coke  Drive 
KOPPERS  Co.,  St.  Paul,  launched 
an  intensive  campaign  on  two  Min- 

nesota stations  recently  for  Pea 
Coke,  and  a  definite  increase 
in  sales  since  the  start  of  the  drive 
is  largely  attributed  to  this  radio 
advertising  by  the  company's  sales manager,  according  to  Chas.  D. 
Reach  Co.,  Newark  agency  in charge. 

Stressing  the  economical  advan- 
tages of  Pea  Coke  for  heating  pur- 
poses, Koppers  started  a  13-week campaign  on  WTCN,  Minneapolis, 

Sept.  7,  using  107  transcribed  an- nouncements weekly,  and  one  Sept. 
16  initiated  a  10-week  drive  using 
the  same  number  of  commercials 
on  WMIN,  St.  Paul.  A  drive  of 
smaller  proportions  was  conducted 
in  the  early  spring  of  this  year. 

Stromberg  Tire  Plan 
FIRST  GROUP  of  war  workers  in  the 
nation  voluntarily  to  pledge  themselves 
to  regular  tire  inspection  to  save  vital 
transportation  consists  of  employes  of 
Stromberg-Carlson  Telephone  Mfg. 
Co.,  Rochester,  who  signed  the  pledges 
following  a  tire  inspection  demonstra- 

tion Oct.  8  by  Colonial  Esso  Marketers. 
Stanley  Mansou,  labor-management 
director  of  Stromberg-Carlson,  re- ceived a  congratulatory  telegram  on 
the  plant's  cooperation  from  William M.  Jeffers,  WPB  rubber  administrator. 

TO  MEN  in  the  U.  S.  armed  forces 
stationed  abroad,  NBC  is  now  trans- 

mitting the  transcribed  series  of  foot- ball forecasts  by  Sam  Hayes,  titled 
Touchdoton  Tips.  Programs  are  short- 
waved  Thursday,  9:30  a.m.  via  NBC 
stations  WRCA  and  WNBI  and  West- 
ingliouse  station  WBOS,  to  Iceland, 
Greenland,  Ireland,  the  Caribl)ean 
area  and  the  Middle  East.  NBC 
Radio-Recording  Division  produces the  series. 
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

-OCTOBER  10  TO  OCTOBER  16  INCLUSIVE" 

Decisions  .  .  . 
OCT.  13 

KPQ,  Wenatchce,  Wash. — Granted  ex- 
tension of  special  service  authorization  on 

560  k\v  with  1  kw  D  and  500  w  N  until 
April    25,  1943. 

WLAY,  Muscle  Shoals  City,  Ala.— Grant- 
ed CP  to  install  new  transmitter. 
NEW,  Nashville  Broadcasting  Co.  and 

Tennessee  Radio  Corp.,  Nashville — Denied 
request  that  CPs  for  new  station  be  grant- 

ed. Applications  designated  for  further hearing. 
WBNY,  Buffalo — Designated  for  hearing 

application  modify  license  from  1400  kc to  680  kc. 
Granted  renewals  to  following  until  Feb. 

1,  1943:  KBTM.  Jonesboro.  Ark.;  KODL, 
The  Dalles,  Ore.,  KSUN,  Lowell,  Ariz. 

Granted     renewals    to    following  until 
April  1,  1943:  KDLR,  Devils  Lake,  N.  D 
and  WSOC,  Charlotte,  N.  C. 

Granted  renewal  to  following  until  June 
1.  1943:   KHUB,  Watsonville,  Cal. 

OCT.  15 
WALB,  Albany,  Ga. — Continued  on  Com- 

mission motion  consolidated  hearing  for new  license,  CP,  assignment  of  license, from  Nov.  9  to  Nov.  18,  1942. 
WFIL,  Philadelphia— Granted  petition  to intervene  and  enlarge  issues  in  re  appli- cation of  WJLS,  Beckley,  W.  Va. Motions  granted  dismiss  without  preju- dice  application   for   new   relay  stations: 

Broadcast  Status 

In  Phone  Priority 
PRIORITIES  have  been  estab- 

lished to  cover  three  types  of  long 
distance  telephone  calls  and  broad- 

casting has  been  listed  among  a 
list  of  authorized  persons  and 
agencies  entitled  to  use  such  pri- 

orities when  the  need  fits  into  any 
of  the  three  priority  categories established. 

Reports  published  elsewhere  have 
indicated  that  telephone  operators 
would  listen  in  on  conversations, 
but  the  Board  of  War  Communi- 

cations has  denied  this,  pointing 
out  that  such  a  practice  is  illegal. 
Furthermore,  civilian  telephone 
conversations  in  progress  will  not 
be  interrupted  except  in  the  case 
of  Class  I  calls. 

Order  of  Priority 

The  first  priority  covers  all 
"which  require  immediate  comple- tion for  war  purposes  or  to  safe- 

guard life  or  property"  and  in- 
cludes such  emergencies  as  the 

movement  of  armed  forces  during 
combat  operations  and  immediate 
dangers  due  to  the  presence  of  the 
enemy  as  well  as  floods,  hurricanes, 
earthquakes  or  other  disasters. 

The  second  priority  covers  situ- 
ations requiring  immediate  com- 
pletion for  the  national  defense 

and  security,  the  successful  con- 
duct of  the  war  and  safeguarding 

of  life  or  property  and  also  those 
not  specifically  described  in  the  first 
category. 

The  third  priority  covers  calls 
requiring  "prompt  completion"  in- 

cluding maintenance  of  essential 
public  services,  supply  or  move- 

ment of  food,  civilian  defense  or 
public  health  and  safety,  as  well 
as  important  governmental  func- 
tions. 

Preferred  callers  entitled  to  use 

Frontier  Broadcasting  Co.,  Cheyenne,  Wyo.; 
National  Broadcasting  Co.,  Addison,  111., 
Chicago  area,  three  in  San  Francisco  area; 
and  BLUE  Network  Co.,  San  Francisco, 
Hollywood. 
WDAE,  Tampa,  Fla.— Granted  petition 

dismiss  without  prejudice  application  for 
CP. NEW,  Northeastern  Penna.  Broadcast- 

ers, Inc.,  Wilkes-Barre,  Pa. — Withdrew  mo- tion specification  of  issues. 

Applications  .  .  . 
OCT.  13 

KRBA,  Lufkin,  Tex. — Voluntary  assign- ment of  license  to  Darrell  E.  Yates. 

Tentative  Calendar  .  .  . 

WLW,  Cincinnati — Modify  license  to  700 
kc  with  50  kw  D,  500  kw  N  unlimited, 
using  W8XO  transmitter  (Oct.  19) 
NEW,  Beauford  H.  Jester  individually 

and  as  a  trustee,  Waco  Tex. — CP  for 
12.30  kc,  250  w  unlimited.  (Oct.  22) 
K61LA,  Los  Angeles — modify  CP  for 

46,100  kc,  7,000  sq.  mi.,  unlimited.  (Oct. 

22) 

of  priorities  are  Government  lead- 
ers and  agencies,  public  service  and 

civilian  defense  organizations  and 
officials,  essential  war  industries 
and  such  essential  services  as  ra- 

dio stations,  and  press  associa- 
tions, power,  water,  fuel. 

Violations  by  any  person  mis- 
representing the  importance  of  the 

call  or  furnishing  false  informa- 
tion to  telephone  carriers  shall 

subject  the  facilities  of  such 
a  subscriber  to  closure,  removal, 
or  other  Government  action. 

Tony  Peters 
TONY  PETERS,  21,  chief  engineer 
of  KTRI,  Sioux  City  for  the  past 
two  years,  died  Oct.  6  after  a 
week's  illness. 

GUEST  STAR  on  a  recent  Hunting 
&  Fishing  program  was  this  Colo- 

rado bullfrog,  first  ever  grown  in 
the  State,  who  used  facilities  of 
KOA,  Denver,  to  croak  his  message 
to  sporting  fans.  The  15-inch  year- 
old  frog,  is  accompanied  at  the 
mike  by  Ed  M.  Hunter,  conductor 
of  the  15-minute  show. 

AGEICY 

BARKER  FOOD  PRODUCTS  Co.,  Los 
Angeles  (dehydrated  soup  &  vegetables), 
to  Erwin,  Wasey  &  Co.,  Los  Angeles.  Ra- 

diocasting,  newspapers,   trade  papers. 
SHEFFIELD  BRICK  &  TILE  Co.,  Shef- 

field, Iowa  (Drain  tile),  to  W.  D.  Lyon 
Co.,  Cedar  Rapids.  Radiocasting,  newspa- 

pers, trade  papers. 
FIRE  PROTECTION  Co.,  Los  Angeles 
(fire  fighting  equipment),  to  Gerth-Pacific Adv.,  that  city. 
DOUGLAS  AIRCRAFT  Co.,  Santa  Mon- 

ica, Cal.,  to  Biow  Co.,  Hollywood.  Cur- rently using  transcribed  announcements 
on  KFI,  Los  Angeles;  KFWB,  Hollywood. 
Will  add  other  stations  in  11  western 
states. 
CROCKER-WHEELER  ELECTRIC  Mfg. 
Co.,  Ampere,  N.  J.  (electric  motors,  etc.), 
to  Roy  S.  Durstine  Inc.,  N.  Y.  Media 
plans  not  set. 
DAD'S  ROOT  BEER  BOTTLING  Co., 
Philadelphia  to  J.  M.  Korn  &  Co.,  Philadel- 

phia. Radio  will  be  continued. 
KOLYNOS  Co.,  Jersey  City,  to  Joseph 
Jacobs  Jewish  Market  Organization  for 
Jewish  market.  Radio  time  and  newspa- 

pers. 

-TO  HAVE  and  TO  HOLD 

THE  ENGINEERIIIG  JOB  YOU  WANT! 

Advance  Now — Insure  Your  FUTURE 
in  Broadcasting 

•  If  you  have  just  recently  entered  the  broadcasting 
field — CREI  offers  you  a  proven  program  of  home  study 
training  in  Practical  Radio  Engineering.  This  course  of 
training  coupled  with  your  present  experience  will  enable 
you  to  go  after — and  get  a  better  engineering  job  and 
more  money.  There's  no  priority  on  a  better  job — but 
they  are  "rationed"  to  those  who  have  the  necessary 
technical  ability.  Today,  there  are  CREI  students  and 
graduates  in  more  than  400  stations — and  more  are 
needed  for  important  engineering  jobs.  Why  not  inves- 

tigate what  CREI  spare-time  training  can  do  for  you? 

SEND  FOR  OUR  FREE  BOOKLET 
and  facts  about  CREI  Home  Study  Courses 

CREI  Students,  Graduates, 
ATTENTION  t 

The  CREI  Placement  Bu- 
reau is  flooded  with  re- 

quests for  radiomen. Em- ployers in  all  branches 
of  radio  want  trained men.  Your  Government 
wants  every  man  to 
perform  his  job,  or  be 
placed  in  a  job,  that 
will  allow  him  to  work 
at  maximum  productiv- 

ity. If  you  are  or  will 
be  in  need  of  re-em- ployment write  your 
CREI  Placement  Bu- reau at  once. 

CAPITOL  RADIO  ENGINEERING  INSTITUTE 
Home  Study  Courses  in  Practical  Radio  Engineering  for  Professional  Self -Improvement 

Network  iKccovnts 
All  time  Eastern  Wartime  unless  indicated 

New  Business  ^ 
PHILCO  RADIO  &  TELEVISION  Corp., 
Philadelphia  (institutional),  on  Oct.  16 
started  Our  Secret  Weapon  on  119  CBS 
stations,  Fri.,  7:15-7:30  p.m.  Agency: 
Sayre  M.  Ramsdell  Associates,  Philadel- 

phia. 

GILLETTE  SAFETY  RAZOR  Corp., 
Boston,  on  Oct.  20,  10  p.m.  sponsors  Bob 
Pastor  vs.  Jimmy  Bivins  boxing  bout  on 
207  MBS  stations,  and  on  Nov.  20  spon- 

sors Chalky  Wright  vs.  Willie  Pepe  bout, 
on  207  MBS  stations.  Agency:  Maxon 
Inc.,  N.  Y. 

Renewal  Accounts 
WM.  WRIGLEY  JR.  Co.,  Chicago  (gum) 
on  Nov.  2  renewed  Ben  Bernie  for  52 
weeks  on  117  CBS  stations,  Mon.  thru 
Fri.,  5:45-6  p.m.  Agency:  Arthur  Meyer- hoff  &  Co.,  Chicago. 
WM.  WRIGLEY  JR.  Co.,  Chicago  (gum) 
on  Nov.  1  renewed  Sgt.  Gene  Auiry  for 
52  weeks  on  116  CBS  stations.  Sun., 
6  :30-7  p.m.  Agency :  J.  Walter  Thompson 
Co.,  Chicago. 
JOHN  LABATT  Ltd.,  London,  Ont. 
(brewers)  on  Oct.  5  renewed  Les  Amours 
de  Tijos  on  CKAC,  Monteal;  CKCH,  Hull, 
Que. ;  CHLT,  Sherbrooke,  Que. ;  CHLN, 
Three  Rivers,  Que.,  Mon.  8-8:30  p.m. 
Agency:  J.  Walter  Thompson  Co.,  Tor- onto. 

PET  MILK  Co.,  St.  Louis  (Pet  Evaporat- ed Milk),  on  Oct.  27  renews  for  52  weeks 
Mary  Lee  Taylor  on  69  CBS  stations,  Tues., 
and  Thurs.,  11-11:15  a.m.  Agency:  Gard- ner Adv.,  St.  Louis. 

PET  MILK  Co.,  St.  Louis  (Pet  Evaporat- ed Milk),  on  Oct.  10  renewed  for  52 
weeks  Saturday  Night  Serenade  on  61 
CBS  stations,  Sat.,  9:45-10:15  p.m.  Agen- 

cy: Gardner  Adv.,  St.  Louis. 
LAND  O'LAKES  CREAMERIES,  Minne- 

apolis, on  Oct.  19  renews  for  52  weeks 
news  analyses  by  Boake  Carter  on  22 
MBS  stations,  Mon.,  Wed.,  and  Fri.,  12 
Noon-12:15  p.m.  Agency:  Campbell-Mi- 
thun,  Minneapolis. 
WILLIAMSON  CANDY  Co.,  Chicago  (Oh 
Henry  candy  bars),  on  Nov.  10  renews 
Famous  Jury  Trials  on  63  BLUE  stations, 
Tues.,  9-9 : 30  p.m.  Agency :  Aubrey,  Moore &  Wallace,  Chicago. 

Network  Changes 
CORN  PRODUCTS  REFINING  Co.,  New 
York  (Mazola),  on  Oct.  29  adds  9  CBS  sta- 

tions to  Stage  Door  Canteen,  making  a  total 
of  53  CBS  stations,  Thurs.,  9:30-10  p.m. 
Agency:  C.  L.  Miller  Co.,  N.  Y. 
CALIFORNIA  FRUIT  GROWERS  Ex- 

change, Los  Angeles  (Sunkist  citrus  fruits), 
on  Nov.  2  replaces  Hedda  Hopper's  Holly- wood with  Today  at  the  Duncans  on  41  CBS 
stations,  Mon.,  Wed.,  Fri.,  6:15-6:30  p.m. 
Agency:  Lord  &  Thomas,  Los  Angeles. 
LEWIS-HOWE  Co.,  St.  Louis  (Turns),  on 
Oct.  27,  adds  80  NBC  stations  to  Horace 
Heidi's  Treasure  Chest,  making  a  total  of 
125  NBC  stations,  Tues.,  8:30-9  p.m.,  at 
the  same  time  discontinuing  repeat  broadr 
cast,  on  6  Pacific  Coast  stations,  12 :30-l 
a.m.  Agency  :  Roche,  Williams  &  Cunnyng- 
ham,  Chicago. 
CUDAHY  PACKING  Co.  (Old  Dutch! 

Cleanser),  on  Oct.  19  shifts  origination  of' Helpmate  on  36  NBC  stations  at  10:30- 10 :45  a.m.  from  New  York  to  Chicago. 
Agency:  Grant  Adv.,  Chicago. 

DEPT.  B-10,  3224  16th  Street,  N.W. 
Contractors  to  U.  S.  Signal  Corps  and  U.  S.  Coast  Guard. 
Providers  of  well-trained  Technical  Radiomen  for  Industry 

Washington,  D.  C. 

New  Transmitter 
PERMISSION  to  install  a 
new  transmitter  was  granted 
to  WLAY,  Muscle  Shoals 
City,  Ala.,  formerly  WMSD, 
last  week  by  the  FCC.  Ac- tion was  taken  in  view  of  the 
condition  of  the  equipment, 
and  the  large  amount  of 
operating  time  lost  through 
transmitter  failure  following 
a  fire  which  damaged  the 
equipment  beyond  repair. 
WLAY  operates  on  1450  kc 
with  250  w.  unlimited. 
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CLvt^S^IFIED 

Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  week  preceding  issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, Washington,  D.  C. 

Help  Wanted 

CHIEF  ENGINEER— Start  $75  weekly.  No 
operating  but  requires  suitable  experi- 

ence to  supervise  operation,  mainte- 
nance Western  Electric  405-B-l  five  Kilo- 
watt transmitter,  directional  antenna. 

Give  full  details  experience,  qualifica- 
tions, draft  status.  Gene  O'Fallon, KFEL,  Denver. 

Midwest  Local — Wants  first  class  operator. 
Average  pay  $42.00  per  week.  Box  939, 
BROADCASTING. 

Combination    Announcer-Operator  Wanted 
• — Excellent  announcer  with  first  class 
operator's  license.  Must  be  qualified newscaster.  Submit  transcription  of 
newscast  and  commercials  with  appli- 

cation. KSEI,  Pocatello,  Idaho. 

Engineers    and    Operator-Announcers — For 
two  Alaska  broadcasting  stations  work- 

ing in  close  cooperation  with  War  De- 
partment and  Office  War  Information. 

Opportunity  serve  war  effort  at  excellent 
salary.  Edwin  A.  Kraft,  708  American 
Building,  Seattle,  Washington. 

WESTERN  STATION  WANTS— Experi- 
enced combination  operator-announcer 

who  can  read  news  and  write  copy.  Send 
(jualifications,  snap-shot  and  recording of  voice  reading  news  and  commercial 
copy.  Fly-by-nights  please  don't  apply. Desire  person  who  wants  permanent  po- 

sition. Box  937,  BROADCASTING. 

Chief  Engineer — Draft  Exempt.  State  qual- 
ifications and  references.  Box  942, 

BROADCASTING. 

RADIOTELEPHONE  FIRST  CLASS— 3-A 
the  San  Francisco  Bay  Area  will  need 
several  experienced  technicians  in  the 
near  future.  The  wage  rates  for  this 
area  are  $45  to  $62.50  per  week  for  40 
hour  5  day  week.  Write  qualifications, 
experience  and  present  salary  in  first 
letter.  Broadcast  Division,  Local  Union 
B-202,  IBEW,  229  Valencia  Street,  San Francisco,  California. 

.1  Engineer-Announcer  —  Good  voice,  any 
ticket,  good  salary.  Excellent  opportun- 

ity. Box  944,  BROADCASTING. 
J  —  . 
J  WANTED — Good  announcer  with  operator's license  in  progressive  Texas  station. 

Draft  exempt  preferred.  Permanent  po- 
'      sition  for  right  man.  Box  946,  BROAD- >  CASTING. 
i  . 
'I:  Engineer — Who  can  do  some  announcing. 
4  Local  station.  Good  salary.  Write  Box 
J     947,  BROADCASTING. 

Combination   announcer-operator  wanted — 
Unusual  opportunity.  Give  draft  status, 
starting  salary  requirement.  Send  voice 
recording  if  possible.  Box  940,  BROAD- CASTING. 

Midwest    Local — Wants    combination  An- 
nouncer Engineer,  with  first  class  phone 

["     license.  Average  weekly  pay  Forty  Fi<'^ Dollars,    Fortv    P"ive    Cents.    Box  933 BROADCASTING. 

Chief  Engineer  immediately — Pleasant  sur- 
roundings. Good  wages.  Wire  Station 

KVAK,  Atchison,  Kansas. 

RADIO  TIME  SALESMAN— The  man  we 
want  is  now  working  for  a  New  York 
City  radio  station  or  agency.  He  knows 
local  advertisers  and  time  buyers.  He 
wants  to  change  jobs  because  we  can  of- 

fer him  a  better  opportunity  to  make 
more  money.  He  can  have  his  choice  of 
accounts.  The  station  offering  this  posi- 

tion has  a  top  reputation  and  is  con- 
stantly building  a  loyal,  responsive  audi- 

ence. Write  ip  confidence  to  Box  948, BROADCASTING. 

i)raft  Exempt  Announcer — Give  references, 
experience.  Permanent  job.  Station 
WAIM,  Anderson,  South  Carolina. 

Help  Wanted  (Cont'd) 

Excellent  Opportunity — For  sports  and  gen- eral announcer.  Must  have  experience  in 
broadcasting  baseball,  football  and  espe- 

cially basketball.  Give  age,  draft  status, 
experience,  salary  expected,  how  soon 
available.  Write  WHBL,  Sheboygan,  Wis- consin. 

Executive  Salesman  or  Manager — Of  fine 
local  radio  station.  Salary  and  bonus 
offered.  Write  detailed  experiences,  refer- 

ences, expected  salary.  Box  954,  BROAD- CASTING. 

ANNOUNCER  NEEDED— Discuss  experi- 
ence, versatility,  draft,  age,  references, 

salary  first  letter.  WMAM,  Marinette, 
Wisconsin. 

STUDIO  ENGINEER— NO  LICENSE  RE- 
QUIRED. $50.00  Forty  Hour  Week. 

WIND,  Gary,  Indiana. 

Situations  Wanted 

Experienced  Radio  Salesman  and  Newspa- 
per Salesman — Wishes  affiliation  with 

progressive  station  in  east.  Draft  exempt. 
Married.  One  child.  Can  also  announce 
and  write  continuity.  Box  943,  BROAD- CASTING. 

Engineer — Twelve  years'  experience  clear channel.  Desires  change.  Consider  chief 
of  regional.  Deferred.  References.  Box 
945,  BROADCASTING. 

Advertising  Manager-Salespromotion  Man- 
ager— Top  Flight  Salesman.  15  years' Metropolitan  experience.  A-1  record  as 

go-getter  and  producer.  Good  ideas,  lay- 
outs, copy  and  merchandising.  37  years 

old.  No  draft  problem.  Excellent  health 
— Robert  Seidel,  800  Maine  Avenue, 
S.W.,  Washington,  D.  C.  Phone  District 
3135. 

Station  or  Commercial  Manager — Record 
proves  ability ;  Copy :  unexcelled ;  an- nouncing: not  bad!;  Newspapers  and 
Agency  experience.  Address:  Employed, 
260  South  Oakhust,  Beverly  Hills,  Cali- fornia. 

OPERATOR— Both  licenses,  deferred.  Pre- 
fer West  Coast.  Permanent.  Box  950, 

BROADCASTING. 

Draft  Exempt — 91-A.  Now  working  in 
regional  station  as  combination  man.  De- 

sires same  type  of  work.  Available  Octo- 
ber 15.  Box  951,  BROADCASTING. 

Wanted  to  Buy 

Modern  5  kw  Transmitter — Complete  phase control  unit  for  directional.  Associated 
equipment  for  5  kw  station.  Two  vertical 
radiators  approximately  275  feet.  Also 
1  kw  transmitter.  Reply  completely  stat- 

ing price,  condition  and  availability  of 
equipment.  Box  952,  BROADCASTING. 

WANTED — Copper  ground  wire ;  %  inch 
Coaxial  line  Number  6  stranded  copper; 
RCA  open  wire  line  brackets.  Box  941, 
BROADCASTING. 

For  Sale 

Radio  Station — Thriving  Kansas  town. 
Nonresident  owner  offers  at  real  bar- 

gain. Excellent  opportunity  for  man 
who  knows  the  business  to  make  a  for- 

tune. J.  L.  Tennant,  C.  C.  Bank  Build- 
ing, Des  Moines,  Iowa. 

Independent  1  kilowatt  station — in  East- 
ern seaboard  city.  Will  sell  50%  or  full 

interest  to  substantial,  experienced  oper- 
ator acceptable  to  FCC.  Box  949, 

BROADCASTING. 

eROADCASTING  •  Broadcast  Advertising 

New  FM  Outlet 

KYW,  Philadelphia,  has  become 
the  fifth  station  in  the  city  to  pro- 

vide its  listeners  with  an  FM  serv- 
ice. Without  publicity  or  advance 

notice,  the  station  last  week  start- 
ed operating  its  FM  adjunct, 

W57PH,  on  45.7  mc.  Operating 
six  hours  daily,  from  3  to  9  p.m., 
the  FM  program  schedule  is  made 
up  entirely  of  news  and  commen- 

tary, popular  and  symphonic  music. 
With  the  start  of  W57PH,  all  the 
four  network  stations  in  the  city 
are  now  operating  FM  adjuncts, 
in  addition  to  W73PH,  FM  adjunct 
of  WPEN,  independent  station, 
which  started  last  month. 

Blue  War  Effort 
INCREASING  the  amount  of  time 
devoted  to  the  war  effort  in 
August,  BLUE  contributed  86 
hours  and  43  minutes  to  that  pur- 

pose in  September,  an  increase  of 
seven  hours  over  the  previous 
month.  More  time  was  alloted  to 
the  war  effort  in  the  latter  half  of 
September,  than  during  the  first 
two  weeks.  Total  sustaining  time 
for  the  latter  month  was  76  hours 
and  29  minutes,  with  10  hours  and 
14  minutes  comprised  of  commer- cial time. 

Available  also  to  agencies  and 
advertisers.  For  full  details,  write 

George  E.  Halley 
TEXAS   RANGERS  LIBRARY 
HOTEL  PICKWICK    •    KANSAS  CITY.  MO. 

PROFESSIONAL 

DIRECTORY 

Jansky  &  Bailey An  Organization  of 
Qualified  Radio  Engineers 

Dedicated  to  the 
SERVICE  OF  BROADCASTING 

National  Press  BIdg.,  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.        Dl.  1205 
Washington,  D.  C. 

PAUL  F  GODLEY 

CO/VSUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 
MO  2-7859 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

GEORGE  C. DAVIS 

Consulting  Radio Engineer Munsey  BIdg. District  8456 
Wasliington, D.  C. 

CLIFFORD  YEWDALL 
Empire  State  BIdg. 
NEW  YORY  CITY 

An  Accounting  Service 
Particularly  Adapted  to  Radio 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Communications,  Inc. 
66  Broad  St.,  New  York,  N.Y. 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
silver  Spring,  Md. 

(Suburb,  Wash.,  D.  C.) 
Main  Office:  Crossroads  of 
7134  Main  St.    /^^\     the  World Kansas  City,  Mo.  I    X    J  Hollywood,  Col. 

RING  &  CLARK 

Consulting  Radio  Engineers 

WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 

BROADCASTING 

FOR 

RESULTS! 
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Mr.  White 

Leigh  White  Moved 

To  Capital  by  CBS 
Calmer  Also  Is  Transferred; 

Sevareid  Has  Operation 

RECENT  addition  of  Leigh  White, 
former  CBS  war  correspondent,  to 
the  CBS  Washington  staff,  came 
just  in  time  to  offset  the  absence 
of  Eric  Sevareid,  CBS  Washington 

bureau  chief, 
stricken  Oct.  11 
with  an  acute  at- 

tack of  appendi- 
citis. In  the  lat- 

ter's  absence,  Mr. 
White  has  been 
named  as  acting 
head  of  the  news- 
room. 

In  addition  Ned 
Calmer,  CBS 

news  editor  in  New  York,  was  sent 
to  Washington,  Oct.  12  by  Paul 
White,  CBS  news  director,  to  aid 
in  Washington  news  coverage  dur- 

ing Sevareid's  convalescence.  Cal- 
mer continues  on  the  network  in  his 

regular  news  spot  at  11  p.m.  each 
weekday.  White  does  the  6:45  p.m. 
Wo7-ld  Today  series  over  CBS  in 
addition  to  a  new  local  WJSV, 
Washington,  commercial  for  the 
P.  J.  Nee  Furniture  Co.,  On  the 
News  Front  Tonight  With  Leigh 
White  from  5:30-5:40  p.m.  Mon- 

days through  Fridays.  John  Pur- 
cell  continues  on  The  World  Today 
at  8  a.m.  from  Washington  each 
weekday. 

Leigh  White  Moved 

Leigh  White,  28-year-old  war 
correspondent,  is  the  latest  addi- 

tion to  the  capital  staff  of  CBS. 
Early  in  the  war  he  worked  in 
Paris  with  Eric  Sevareid  and 
Edwin  Hartrich  in  the  Herald- 
Tribune  office,  returning  to  the  U. 
S.  early  in  1940.  Shortly  there- 

after sailed  for  Europe  again  to 
join  the  CBS  war  staff. 

While  broadcasting  for  CBS  in 
the  Balkans,  he  was  shot  in  the 
hip  when  a  train  was  machine- 
gunned  by  a  Messerschmitt.  The 
bullets  hit  White  in  the  hip  and  he 
still  gets  about  on  crutches.  He 
returned  to  this  country  July  15, 
1941  and  has  been  broadcasting 
intermittently  from  New  York  dur- 

ing his  convalescence. 
With  White  is  his  wife,  the 

former  Maria  Cruz  Carrocera,  a 
nurse  with  the  Loyalist  forces  in 
Spain  when  White  was  driving  an 
ambulance. 

Cast  'Adopts'  Ward 
MEMBERS  OF  THE  cast  of  the 
serial  program  Road  of  Life,  spon- 
.sored  on  NBC  by  Procter  &  Gamble 
Co..  Cincinnati,  have  decided  to  do 
their  part  in  the  war  effort  by  "adopt- 

ing" Ward  "A"  of  the  U.  S.  Naval 
Hospital  at  the  Great  Lakes  Training 
Station,  and  keeping  it  supplied  with 
magazines,  books  and  other  gifts  ap- 

proved by  naval  authorities.  Their 
action  sets  a  precedent  which  may 
be  followed  by  other  radio  show  com- 
panies. 

PET'S  FIRST  CHOICE 
Milk  Sponsor  Clicks  by  Using 

 All  Budget  on  Air  

Elmer  Davis  Reserves  Decision 

On  Plan  for  His  Return  to  Air 

PET  MILK  Co.,  St.  Louis,  which 
this  month  renews  its  two  CBS  pro- 

grams, Mary  Lee  Taylor  for  the 
tenth  year  and  Saturday  Night 
Serenade  for  the  seventh  year,  has 
been  experimenting  in  radio  since 
1933. 

That  year  it  used  $26,418  worth 
of  CBS  time  out  of  $358,632  spent 
for  consumer  advertising,  according 

to  figures  released  by  CBS.  Pet's 
sales  for  that  year  were  $15,682,- 
833,  following  year  increasing:  by 
$4,000,000  after  the  company  raised 
its  CBS  appropriation  to  $161,054. 

Finally,  in  1937,  when  Pet  staked 
its  entire  consumer  budget — $537,- 
094 — on  radio,  sales  jumped  $4,- 
500,000.  And  from  1937  on.  Pet 
Milk  domestic  sales,  eliminating 
war  and  government  contracts, 
have  climbed  another  $11,972,517 

to  the  highest  peak  in  Pet  Milk's 
history — $41,675,111 — an  increase 
of  166%  since  Pet  first  started  ra- 

dio advertising.  Gardner  Adv.  Co., 
St.  Louis,  handles  the  account. 

New  York  War  Council 

Planning  Spot  Campaign 
PLANS  which  include  extensive 
use  of  spot  announcements  on  New 
York  City  stations  were  set  forth 
Oct.  13  at  a  meeting  of  the  entire 
advisory  committee  of  the  War 
Activities  Council  of  the  Advertis- 

ing Club  of  New  York. 
According  to  James  Werblow, 

chairman  of  the  WAC,  the  Army 
has  turned  over  to  the  council 
all  public  relations  in  the  enlist- 

ment campaign  of  18-19-year-olds 
in  the  New  York  area.  Radio,  he 
stated,  will  be  used  for  this  cam- 

paign as  well  as  for  public  rela- 
tions in  the  proposed  air  raid 

warden  advertising  campaign. 

For  WTIC  Servicemen 
WITH  11  MEN  in  the  armed  forces, 
and  seven  on  leave  for  special  Gov- 

ernment work,  WTIC,  Hartford,  is 
keeping  them  informed  on  station 
news  through  a  weekly  publication 
entitled  "Tic  Toe."  Editor  is  Grace 
Sapsuzian,  continuity  editor. 

DESPITE  reports  to  the  contrary, 
Elmer  Davis  has  not  yet  made  up 
his  mind  whether  he  will  return 
to  the  air  as  Government  war 
spokesman  in  his  capacity  as  di- 

rector of  the  Office  of  War  Infor- 
mation, it  was  stated  authorita- 

tively last  Friday. 

While  tentative  plans  for  the 
weekly  broadcasts  are  being  con- 

sidered and  the  four  major  net- 
works are  able  to  clear  time 

on  Saturday  nights  from  7-7:30 
p.m.  for  the  series,  Mr.  Davis  him- 

self has  announced  no  final  determ- 
ination pending  further  considera- 

tion in  his  own  office  and  consulta- 
tion with  his  advisors.  Some  weeks 

ago,  he  discussed  the  plan  with 
representatives  of  all  four  net- 

works and  the  trade  associations 
that  he  broadcast  a  weekly  news 
analysis  on  a  regular  schedule. 

If  Mr.  Davis  does  decide  on  a 

series  of  "reports  to  the  nation" 
broadcasts,  it  is  understood  they 

will  be  inaugurated  next  month. 
He  would  not  utilize  the  entire 
half-hour,  but  might  go  on  from 
7-7:15.  Local  stations  then  might 
cut  in  with  interviews  with  out- 

standing personages,  dealing  with 
the  war  effort  and  home  defense, 
probably  for  10  to  12  minutes.  Mr. 
Davis  then  would  return  for  a 
three  or  five-minute  close.  It  is  not 
planned  to  dramatize  any  portion, 
of  the  program. 
When  Mr.  Davis,  former  CBS 

news  analyst,  was  drafted  last 
June  by  President  Roosevelt  to 
head  OWI,  reports  immediately  de- 

veloped that  he  would  becorne  the 
official  voice  of  the  wartime  Gov- 

ernment, with  weekly  broadcasts 
on  the  combined  networks.  He  has 
been  urged  from  many  quarters  to 
inaugurate  the  series.  On  the  other 
hand,  it  is  understood  Mr.  Davis 
has  deliberated  the  advisability  of 
a  regular  series  from  several  stand- 

points and  largely  because  of  an 
official,  rather  than  private  status. 

Tobacco  Extension 
EXTENSION  until  Oct.  26  has 
been  granted  the  American  To- 

bacco Co.  (Lucky  Strikes)  and  its 
subsidiary,  American  Cigarette  & 
Cigar  Co.  (Pall  Malls)  to  reply  to 
Federal  Trade  Commission  charges 
of  misrepresentation  in  advertis- 

ing, the  Commission  announced  last 
week.  Replies  had  already  been  re- 

ceived from  R.  J.  Reynolds  Tobacco 
Co.  (Camels)  and  Philip  Morris 
Co.,  remaining  two  of  the  four 
major  tobacco  firms  under  fire,  but 
dates  have  not  been  set  for  the 
hearings  [Broadcasting,  Oct.  5]. 

FOURTH  ANNUAL  Survey  of  Ad- 
vertising course  for  women,  spon- 

sored by  the  Advertising  Women  of 
New  York,  opened  Oct.  13  with  a 
preliminary  outline  of  the  course  by 
Barbara  Daly  Anderson,  president  of 
the  organization  and  director  of  the 
consumer  service  of  Parents'  magazine. 

Churchill  Is  Appointed 

CBS  Research  Director 

JOHN  K.  CHURCHILL,  chief  sta- 
tistician of  CBS  since  1932,  has 

been  appointed  director  of  research 
of  CBS  according  to  Dr.  Frank  N. Stanton,  CBS 

vice-president  in 

charge  of  re- 
search, who  for- 
merly held  the 

title  of  research 
director  until  his 
election  to  vice- 
president  Sept.  2 
[Broadcasting, Sept.  7]. 

Born    in  Du- 
buque,   la.  Mr. Churchill  attended  Bishop  Ridley 

College  in  St.  Catherines,  Ont.,  and 
Wesleyan  U  in  Middletown,  Conn., 
where  he  received  his  B.S.  degree. 
From  1926-29,  he  was  industrial 
economist  for  the  Churchill  Engi- 

neering Corp.,  later   joining  the 
Evans,  Kip  &  Hachett  Adv.  Agency, 
now  defunct,  as  research  econom-  | 
ist.  He  also  served  as  statistician  ( 
for  the  Wool  Institute  in  1930-31,  j 
and    handled    merchandising    re- 1 
search  for  Evans,  Nye  &  Harmon. 
He  joined  CBS  in  January  1932  as 
chief  statistician. 

Mr.  Churchill 

Drawn  for  Broadcasting  by  Sid  Hix 

'To  Hell  With  the  Eternal  Triangle  .  .  .  Cook  Up  Something  Else  if  We 
Can't  Get  Any  Men  for  the  Serial!" 

Jobs  for  Blind 
THROUGH  cooperation  of 
the  State  Board  of  Rehabi- 

litation and  U.  S.  Employ- 
ment Service,  Universal  Mic- 

rophone Co.,  Inglewood,  Cal., 
is  now  employing  blind  men 
and  women  in  certain  types 
of  precision  assembly  line 
work.  To  make  them  less 
conscious  of  their  handicap, 
instead  of  segregating  the 
blind.  Universal  has  put 
them  with  other  workers  on 
the  line. 
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NO.  4  OF  A  SERIES-WHAT  THE  MEN  WHO  MOVE  YOUR 
MERCHANDISE  THINK  ABOUT  WARTIME  ADVERTISING 

''THERE  IS  NO  'SECOND  CHOICE' 

FOR  NATIONALLY 

ADVERTISED  RRANDS" 

Ml 

M  evenly  percent  of  the  time,  according  to 
Nielsen  Central  Consumer  Survey  made  for 
our  stores,  there  is  no  second  choice  for  a 

nationally  advertised  brand  of  proprietary 
medicine  or  toilet  article  that  is  out  of  stock. 

The  customer  will  go  somewhere  else  to  buy 
the  nationally  advertised  brand  he  or  she 

wanted  in  the  first  place.  Eventually,  they 
may  take  what  they  can  get  without  regard 
to  quality,  but  as  long  as  our  customers  have 
a  choice,  they  demand  nationally  advertised 
brands. 

"Continued  national  advertising  via  radio, 
magazines,  and  newspapers  can  prepare  a 
customer  for  the  possibility  of  a  product 

being  out  of  stock.  Consumer  ill  will  is  thus 
averted. 

"More  importantly,  continued  advertising 
can  help  us  inform  customers  as  to  true 
shortage  conditions.  It  will  stop  rumors  of 
shortages  which  cause  hoarding  and  bring 

about  an  unequal  distribution  of  the  manu- 

facturer's product.  Thus,  the  cumulative  ef- 
fect would  be  to  counteract  the  tendency 

toward  inflation. 

"It  is  most  imperative  that  advertising  be 
continued,  therefore,  to  guide  the  buying  of 
our  consumers  in  such  a  way  as  to  tide  us 

over  the  trying  days  that  lie  ahead." 

''Operates  42  drug  stores — fhirty-three  serve  Greater  Cincinnati,  five  Pittsburgh,  two  Springfield,  one  Middletown,  one  Steubenville. 

I 



Which  is  YOUR  best  buy? 

•  WKY  is  clearly  the  station  in  Oklahoma  City  for 
advertisers  who  want  to  reach  the  greatest  possible 
mass  of  listeners.  Hooperatings  establish  this  fact 

authoritatively.  They  prove,  in  fact,  that  WKY's 
audience  is  greater  than  those  of  all  three  other  Okla- 

homa City  stations  put  together,  morning,  afternoon 
and  evening. 

WKY  is  most  certainly  the  station  for  advertisers 
attempting  to  reach  listeners  in  Oklahoma  City  at 
the  lowest  possible  unit  -cost.  The  cost  of  reaching  a 
morning  listener  over  WKY,  for  instance,  is  31.5% 

less  than  that  of  reaching  one  over  Station  "D"  (see 
above),  and  just  about  cne-third  that  of  reaching  one 
over  Station  "B". 

From  every  standpoint,  WKY  is  Oklahoma  City's 
best  morning  buy,  its  best  afternoon  buy,  its  best 

evening  buy!    It's  YOUR  best  buy! 
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cast  Advertisingr 

IN  WOMEN'S  ACTIVITIES 

•  KLZ  has  been  keenly  aware  that  during 
two-thirds  of  its  broadcast  day,  its  audience  is 
largely  feminine.  Women's  vital  and  varied interests,  in  home,  social  and  civic  matters  have 
now  broadened  into  every  phase  of  the  military, 
war  production,  and  civilian  defense.  KLZ, 
through  its  director  of  women's  activities,  is 
doing  a  standout  job  of  informing  and  educating 
its  feminine  listeners  today  as  well  as  of  enter- 

taining them. 
O  KLZ's  regular  program,  "Women 
in  War  Work",  recently  brought  to- gether, left  to  right  below,  a  WVSC; 
a  Nurses'  Aide;  Maida  Severn,  KLZ's 
director  ot  women's  activities;  a  mem- ber ot  the  Civilian  Defense  Drivers 
Corps;  and  a  Red  Cross  Gray  Lady. 
Other  special  KLZ  women's  pro- 

grams are:  "Women  in  the  News" and  "Budget  Brigade." 



"Your  farm  programs  have  done  much  to 
make  farm  life  a  likable  reality  for  both  rural 

and  urban  people." — Milo  K.  Swanton,  Wis- 
consin Council  of  Agriculture. 
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Vht  One  (4  ̂  ̂ amA§  in  Itlidwtst  di 

AS  ''One  of  the  Family"  in  Midwest  America,  we  have  emphasized 

jLJLthat  both  farm  people  and  urbanites  appreciate  more  fully  Agri- 

culture's place  in  the  American  way  of  life.  The  respect  and  confidence 
of  these  people  have  been  won  and  held  by  WLS  through  giving  them 

entertainment  and  information  they  want .  .  .  and  need.  That's  why 
they  stay  tuned  to  WLS  .  .  .  why  WLS  Gets  Results! 

represented  by 

John  Blair  &  Compa 

8  90  KILOCYCLES 

50,0  00  WATTS BLUE  NETWORK 

PRAIRIE 
FARMER 

STATION 

idge'D.  Butler 
President 

LKNN  Snyder Manafipr 

MANAGEMENT  AFFILIATED  WITH  KOY,  PHOENIX,  AND  THE  ARIZONA  NETWORK  — KOY  PHOENIX   *    KTUC  TUCSON   *    KSUN  BISBEE-LOWELL 



mm 

BUSINESS  AS  USUAL 

"AITERCATIONS" 

It's  a  comforting  thought  to  review  the  many  times  in  the  past 
when  Standard  Radio  has  weathered  storm  and  strife  to  serve  the 

broadcast  industry  through  critical  periods. 

Now,  despite  the  obvious  difficulties  created  by  the  present  record- 

ing situation.  Standard  Radio  is  still  delivering  the  same  quantity 

as  well  as  quality  of  music  each  month — still  the  biggest  monthly 

release  of  all  transcription  libraries. 

Business  as  usual  during  altercations?  You  bef/ 

V 

6404  HOLLYWOOD  BOULEVARD 
HOLLYWOOD,  CAL. 

360  N.  MICHIGAN  AVENUE 

CHICAGO,  ILLINOIS 

Published  every  Monday,  53rd,  issue  (Year  Book  Number)  published  in  February  by  Broad  casting  Publications,  Inc.,  870  National  Presg  Building,  Washington,  D.  C.  Entered  aa 
second  class  matter  March  14,  1933,  at  the  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 



K udos  from  the  Capital 

Sales  for  you  right  here  •  •  • 

You  get  both  with: 

I 
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50,000  watts  -  -  clear  channel 

In  Washington,  with  all  its  alphabet  agencies,  WWL  has  a  meaning 

too!  They  listen  to  this  50,000-watt  station — enjoy  our  programs — ■ 

and  write  to  tell  us  so.  But  your  Washington  listeners-to-WWL  are 

just  the  frosting.  Your  big  bountiful  cake  is  the  New  Orleans  trade 

area — dominated  by  WWL — an  area  growing  and  prospering  and 
profiting  WWL  advertisers. 

The  greatest  selling  POWER 

in  the  South's  greatest  city 

CBS  Affiliate  —  Nat'l  Representatives,  The  Katz  Agency,  Inc. 
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^/  mNT  TO  BUY  A  LITTLe  E
XTRA  FUEL    OIL  ? 

1i 
0  A  better  buy  is  KFAB.  Delivers  your 

advertising  message  to  a  warm,  recep- 
live  audience  throughout  the  farm 
areas  of  Nebraska  and  her  neighbor- 

ff  ing  states.  Has  hel|>eid  many  other 
advertisers  achieve  the  hottest  sales 
records  in  years.  Can  do  the  same 
for  you!  We  still  have  a  little  time 
that  isn't  rationed.  Better  call,  today. 

DON  SEARLE— Gen'l  Mgr 

Ed  Petry  &  Co.,  Nat'l  Rep. 

^FAB 

L.    I  ;  N    C    O   I-  N 
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HARA  KIRI  has  one  very  beneficial  feature.  It  kills  Japs. 
The  toothy  little  Nipponese  squat  on  the  floor,  cross  their 

spindly  legs  and  carve  their  yellow  stomachs.  Very  effective. 

We  recommend  it  highly — for  Japs. 

Some  American  businesses  have  their  version  of  Hara  Kiri, 

too.  Neither  gory  nor  as  beneficial  to  humanity  as  the  Jap 

method,  their  technique  is  to  use  the  dagger  of  neglect — neg- 
lect to  keep  their  brand  names  alive — neglect  brought  about 

by  war  contracts,  priorities,  shortages  and  mistaken  economy. 

Neglect  causing  a  lingering  economic  illness.  Then  death — 
swift  and  certain. 

Advertisers  who  have  no  stomach  for  Hara  Kiri  find  WSM  very 
effective  for  staying  alive  and  healthy.  50,000  watts  on  a  clear 

channel,  a  low  frequency  of  650  kilocycles  blast  their  names 

and  messages  into  the  heart  of  a  pre-war,  mid-war  and  post- 

war market  of  opportunity — a  market  that  does  over  $2,000,- 
000,000  in  retail  sales — a  market  in  the  heart  of  a  billion  dollars 

worth  of  agriculture — a  market  with  10,000,000  radio  listeners. 
In  short,  a  market  worth  looking  into.  A  post  card  will  bring 
facts  and  figures. 

HARRY  L.  STONE,  Gen'l.  Mst. 

OWNED  AND  OPERATED  BY 

THE   NATIONAL   LIFE   AND   ACCIDENT    INSURANCE  COMPANY,  INC. 
NATIONAL  REPRESENTATIVES,  EDWARD  PETRY  &  CO.,  INC. 
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ONE  OF  A  SERIES   PRESENTING  THE  MEN   WHO  MAKE  FREE  &  PETERS  SERVICE 

Step  up,  Pal, 

and  meet 

u1.-.]-'r-!-'';t:-'  " 

H 

Ilillll^H 

B.  P.  (Tim)  Timothy! 

If  you  were  taking  on  a  new  man  to  do  a 
lot  of  good  constructive  work  with  agencies 

and  advertisers,  who'd  you  rather  acquire 
than  a  man  who'd  done  a  spectacular  job  as 
national  advertising  sales  specialist  for  an 
outstanding  newspaper,  then  spent  four  years 
as  advertising  manager  for  a  big  brewery, 
then  a  year  as  advertising  representative  for  a 

leading  general  magazine?  Well,  we  couldn't 
think  of  a  more  desirable  man,  either — so 
today  we  are  proud  to  tell  you  that  Tim 

Timothy  is  now  another  "old  Colonel  F&P"! 

Incidentally,  we'd  like  to  say  a  word  about 
what  we  mean  when  we  talk  about  "a  spec- 

tacular job",  as  applied  to  any  kind  of  media 
sales  work.  Do  we  mean  a  spectacular  ability 

to  pound  desks?  No!  Or  a  spectacular 

ability  to  pass  out  cigars  and  flattery?  No! 
To  us,  a  spectacular  job  of  selling  is  a  job 
where  a  salesman  has  the  intelligence  and 

patience  to  dig  out  logical  prospects  for 
his  medium — has  the  business  acumen  to 

analyze  reasonably  and  unselfishly  the  true 

value  of  his  medium  to  his  prospect — and 
then  has  the  ability  to  present  all  his  facts 

so  clearly  and  sincerely  that  lesser  competi- 
tion cannot  stand  against  them. 

That's  the  way  we've  always  tried  to  work, 
here  at  F&P.  If  it's  also  the  way  you  like 
to  have  salesmen  work  with  you,  we  believe 

we're  your  dish,  here  in  this  pioneer  group 
of  radio-station  representatives. 

Two  years.  University  of  Missouri  School  of 
Journalism,  majoring  in  Advertising 

Eleven  years,  National  AdvertisingSales,  Oklahoma 
City  Oklahoman  and  Times,  specializing  in 
foods 

Four  years.  Advertising  and  Sales  Promolion 
Manager,  Griesedieck  Western  Brewery  Co. 

One  year,  Chicago  Office,  Cosmopolitan  Magazine 
Free  &  Peters  (Chicago  Office)  since  Sept.,  1942 

^<j^!R!Slffi^8SHnB8BHmHBBni 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WICBW  BUFFALO 
WJWC    .   .  CHICAGO-HAMMOND WCKY  CINCINNATI 
KDAL  DULUTH 
WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO  .KALAMAZOO-GRAND  RAPIDS 
KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN     .   .  MINNEAPOLIS-ST.  PAUL WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBL   .  SYRACUSE 

.  .  .  IOWA  .  .  . 
WHO  DES  MOINES 
woe  DAVENPORT 
KMA  SHENANDOAH 

.  .  .  SOUTHEAST  .  .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  .  .  . 
KOB  ALBUgUEROUE 
KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  .  . 
KARM   FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX,  Inc. 

Free  &  Peters,  ih. 

Pioneer  Radio  Station  Representatives Since  May,  1032 

CHiCAGO:  180  N.  Michigan  HEW  YORK:  247  Park  Are.  SAN  FRANCISCO:  rjz  Sz/Z/^r  HOLLYWOOD:.  1 51:2  N.  Gor^/o«  ATLANTA:  322  Pa/ffjer  B/fl'g. 
Franklin  6373  .  Plaza  5-4131  Sutter  4353  Gladstone  3949  Main  5667 
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Action  Imminent  on  Equipment  Program 

Reduction  in  Hours 

And  Output  Is 

Considered 

By  RALPH  G.  TUCHMAN 

ACTION  on  the  wartime 

equipment  conservation  pro- 
gram originally  proposed  by 

the  War  Production  Board  is 

expected  within  a  matter  of 

days.  This  became  more  evi- 
dent last  Friday  when  it  was 

learned  that  the  War  Pro- 
duction Board  had  received 

a  letter  from  FCC  Chairman 

James  Lawrence  Fly,  cover- 
ing the  original  WPB  recom- 

mendations as  developed  by 
the  Domestic  Broadcasting  Com- 

mittee and  approved  by  the  Board 
of  War  Communications. 

Final  action  may  come  Oct.  27 

at  the  FCC's  weekly  meeting,  al- 
though there  may  be  a  delay  ow- 

ing to  WPB  reply.  At  his  press 
conference  last  Monday,  Chairman 
Fly  indicated  action  was  imminent. 
Under  the  proposed  program, 

x-evision  of  FCC  regulations  to 
allow  voluntary  decrease  of  mini- 

mum broadcast  hours  may  be  in- 
cluded. Through  such  an  arrange- 
ment, conservation  could  be  at- 

tained by  the  reduced  use  of 
equipment. 

Decibel  Reduction 

Another  phase  of  this  problem, 
as  originally  presented,  called  for 
the  maintenance  of  only  stations 
designated  as  "key",  on  a  standby 
basis,  beyond  the  hours  of  actual 
operation.  It  could  not  be  deter- 

mined whether  this  was  actually 
a  part  of  the  program  about  to 
be  released  but  it  seemed  likely. 
Such  "key"  stations  would  be  the 
backbone  of  radio  communications 
in  the  event  of  emergency. 

Reduction  of  output  by  1  or  1% 
DB  is  regarded  as  certain,  depend- 

ing upon  compromise  between  the 
FCC  and  WPB.  The  possibility  of 
compromise  was  recognized  when 
the  program  was  first  presented 
[Broadcasting,  Aug.  17].  Now  it 
appears  quite  certain  that  such  a 
reduction  will  be  made  mandatory 

very  shortly.  It  is  designed  to  re- 
duce the  strain  on  components.  Its 

value  is  emphasized  since  the  effect 
can't  be  discerned  by  listeners. 

Furthermore,  DB  reductions  by 
1-1%  will  result  in  equipment 
savings  especially  in  tubes  up  to 
25%  of  the  life  of  the  components. 
As  another  aid  in  the  over-all 

conservation  program,  it  is  con- 
sidered likely  the  FCC  will  agree 

to  relax  its  engineering  standards 
in  order  to  allow  certain  technical 
operations  impossible  in  normal 
times.  Essentially,  this  is  strongly 
urged  for  the  desirable  effect  it 
would  have  in  prolonging  tube  life. 

In  Case  of  Suspension 

Such  changes  naturally  cannot 
be  accomplished  overnight  and  it 
is  likely  that  a  careful  study  will 
first  have  to  be  made. 

Another  phase  of  the  conserva- 
tion program  will  likely  develop 

Precise    Definitions  to 

Be  Available  Later; 

Law  Sought 
ALTHOUGH  a  list  of  critical  oc- 

cupations has  been  issued  for  the 
broadcasting  industry  as  well  as 
other  communications  services 
[Broadcasting,  Oct.  19],  confu- 

sion now  exists  as  to  the  precise 
definitions  of  many  of  the  occupa- 

tional titles.  When  the  War  Man- 
power Commission  was  queried  on 

this  point,  it  was  stated  that  the 
U.  S.  Employment  Service  is  re- 

sponsible for  the  dictionary  of  defi- 
nitions and  that  it  would  be  ready 

within  the  next  10  days. 
In  explaining  the  delay,  a  USES 

official  pointed  out  that  it  has 
been  necessary  to  prepare  a  com- 

parable list  for  each  of  the  34 
different  industries  established  last 
July  as  essential,  and  that  there 
has  been  a  small  time  lag  between 
the  actual  release  of  the  lists  by 
Selective  Service  and  the  follow- 
up  breakdown  dictionary,  in  each 
case.  The  July  list  was  established 
by  WMC.  In  addition,  he  pointed 
out  that  some  of  the  occupations 
in  broadcasting  do  not  fall  in  any 
in  any  of  the  dictionary  definitions 
for  other  industries.  This  creates 

from  a  change  in  FCC  rules  to  al- 
low stations  to  suspend  operation 

for  the  duration  without  loss  of 
license.  Under  such  conditions,  a 
station  allowed  to  suspend  its  op- 

erations would  provide  equipment 
for  use  by  stations  continuing  to 
operate.  In  addition,  it  would  also 
release  manpower  to  other  stations 
in  need  of  experienced  help. 

By  enabling  stations  to  stabilize 
themselves  financially  and  not  en- 

forcing continued  operation,  it  is 
recognized  that  the  station  bene- 

fits greatly.  Since  many  small  sta- 
tions operate  in  areas  well-covered 

by  larger  stations,  the  listeners 
would  not  lack  for  service. 

The  prime  value,  however,  as 
seen  in  informed  quarters,  is  the 
liberty  to  suspend  operations  in 
areas  already  covered  and  the  re- 

sultant saving  of  equipment  which 
is  being  operated  uneconomically. 

the  necessity  for  writing  new  defi- nitions. 

Executives  Missing 

When  Broadcasting  queried 
WMC  regarding  the  absence  of  ad- 

ministrative personnel  from  the 
list  of  critical  occupations,  it  was 
said  that  this  has  been  the  gen- 

eral policy  in  developing  lists  for 
all  industries.  Admitting  there  may 
be  an  eventual  need  for  establish- 

ing an  administrative  list  for  all 
industries,  the  present  policy  em- 

phasizes technical  skills  rather 
than  management  skills. 

Early  industry  reactions  indi- 
cate the  list  is  somewhat  inade- 

quate and  the  question  of  revision 
has  been  raised  [see  page  8], 
One  WMC  official,  who  is  a  mem- 

ber of  the  committee  which  drafts 
such  lists,  said  representation 
could  be  made  on  any  grounds  de- 

sired. But  he  said  the  pressure 
of  preparing  other  lists  would  pre- 

vent WMC  from  revising  the  ex- 
isting communications  list  "before 

mid-November  at  the  earliest." 
On  a  broader  scale  affecting  the 

nation's  manpower  problem  was 
the  testimony  of  Paul  V.  McNutt, 
WMC  chief,  before  the  Senate 
Military  Affairs  Committee,  in 
which  he  said  he  expected  to  sub- 

When  the  question  of  conserva- 
tion of  equipment  was  first  raised, 

a  pooling  plan  received  consider- 
able support.  WPB  was  opposed 

to  such  a  scheme  on  the  ground 
that  few  stations  could  afford  to 
build  stockpiles  of  anything  more 
than  tubes;  even  then  it  was  felt 
that  few  stations  had  appreciable 
stockpiles  of  tubes.  Since  then, 
WPB  has  restricted  the  number  of 
tubes  any  one  station  may  collect, 

exercising  powers  under  the  main- 
tenance and  repair  order  (P-133). 

Despite  this  evidence,  NAB  has 
been  successfully  conducting  a 
weekly  swap  bulletin  of  equipment 
for  sale.  NAB  officials  and  broad- 

casters alike  report  satisfaction 
with  this  system.  As  a  result, 
certain  broadcasters  have  been  in- 

clined to  consider  the  possible  value 
of  such  a  program  on  an  enlarged 
scale  under  FCC  supervision. 

mit  legislation  to  President  Roose- 
velt within  two  weeks,  mobilizing 

men  and  women.  Furthermore,  he 
said  none  of  four  bills  presently 
pending  will  meet  the  needs  of  the 
manpower  program. 

He  also  advocated  womanpower 
as  part  of  the  solution  because, 
he  said,  5,000,000  workers  must 
enter  the  labor  forces  by  the  end 
of  1943  if  the  goal  of  62,500,000 

persons  in  employment  and  in  the 
armed  forces  is  to  be  realized. 
Then  he  emphasized  that  most  of 
the  newcomers  must  be  women. 

The  McNutt  Program 

Mr.  McNutt's  program  consists 
of  three  points  which  would  en- 

able a  manpower  agency  to  require 
employers  in  any  area  to  hire  all 
employes  through  USES  or 
through  central  hiring  systems 
such  as  union  halls,  assuming 
specified  standards  are  met,  and 
grant  authority  to  control  labor  by 
preventing  transfer  of  labor  from 
one  place  where  it  is  needed  to 
another  where  demand  is  created 

"solely  by  improper  utilization  of 
labor  or  a  desire  to  hoard  work- 

ers". Finally,  authority  would  be 
granted  to  freeze  individuals  in 
their  jobs  or  transfer  them  to 
other  jobs. 

Title  Confusion  Marks  Manpower  List 
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Industry  Hails  Critical  List; 

Need  Felt  For  Deferment  Rule 

Latest  Selective  Service  Directive  Useful 

But  More  Stringent  Action  Is  Expected 

LOSS  of  employes  to  the  armed 
forces  and  other  Government  war- 

time services  has  created  a  situa- 
tion which  station  and  network 

personnel  directors  last  week  de- 
scribed as  "serious  but  not  critical", 

although  in  some  specific  classifi- 
cations of  employes,  notably  the 

technicians,  it  was  said  by  several 
executives  that  the  critical  stage 
was  approaching  rapidly. 

Progress  Pleasing 
Action  of  Maj.  Gen.  Hershey  in 

issuing  Occupation  Bulletin  No.  27, 
listing  critical  jobs  in  broadcast- 

ing and  other  fields  of  communica- 
tions for  the  guidance  of  local 

draft  boards  in  acting  on  applica- 
tions for  deferment  [Broadcast- 

ing, Oct.  19],  was  hailed  as  a 
major  step  in  the  direction  of  es- 

tablishing the  essential  status  of 
some  radio  employes. 
Nearly  every  personnel  man 

pointed  out,  however,  that  this 
bulletin  is  simply  a  guide  and  not 
an  order  for  deferment  of  indi- 

viduals employed  in  the  score  of 
jobs  listed  and  that  more  stringent 
action  is  needed  to  insure  the  con- 

tinued operation  of  the  nation's 
broadcasting  stations  and  net- 
works. 

Furthermore,  the  bulletin  lists 
only  highly  trained  personnel  and 
does  not  touch  on  the  page  boys, 
mailroom  employes,  clerks,  mime- 

ograph operators  and  other  jobs 
which  are  usually  filled  by  young 
men  and  so  have  been  hardest  hit 
by  the  draft.  Some  of  these  jobs 
are  being  filled  by  older  men,  by 
men  physically  incapable  of  being 
drafted  or  by  girls,  but  there  are 
still  many  unfilled  vacancies  in 
these  classifications. 

CBS  Needs 

"Our  greatest  need  at  the  mo- 
ment," said  Francis  Barton,  per- 
sonnel manager  for  CBS,  "is  for 

a  couple  of  mimeograph  operators. 
The  work  is  dirty  and  not  too  in- 

teresting and  does  not  appeal  to 
most  girls  available  for  office  posi- 

tions. If  they  are  willing  to  do 
messy  work,  such  as  this  is,  they 
can  find  jobs  at  higher  pay  in 
many  war  factories.  Formerly,  we 
were  able  to  get  boys  for  jobs  like 
these,  boys  who  saw  in  the  broad- 

casting business  a  chance  for  fu- 
ture careers  and  who  were  will- 

ing to  take  a  menial  job  for  the 
sake  of  the  opportunity  for  ad- 
vancement. 

"But  most  girls  have  not  seen 
such  opportunities  and  have  pre- 

ferred to  take  jobs  as  typists  and 
stenographers  which  paid  them 
more  to  start,  feeling  with  some 
justice  that  their  chances  for  ad- 

vancement into  the  executive 
ranks  of  the  company  were  very 
limited.  As  the  war  goes  on  and 

Publishers  Syndicate 

"Gosh,  Joe,   Are  We  Hard   Up  for Help  r 

more  women  replace  men,  this 
condition  may  well  be  changed," 
Mr.  Barton  said,  adding  that  in 
the  meantime  the  task  of  filling  the 
places  of  the  young  men,  even 
though  no  very  extended  train- 

ing is  necessary,  is  becoming  a 
major  personnel  problem. 
Other  radio  personnel  men 

agreed  that  since  the  younger 
men  have  been  taken  into  the 
armed  services  in  the  largest  num- 

bers, the  problem  of  replacing 
them  has  been  and  continues  to  be 
an  unending  worry.  There  was 
also  general  agreement  that  while 
there  had  been  excessive  turnover 
in  all  departments,  the  technical 
staffs  were  the  only  place  where 
the  situation  might  be  described 
as  at  all  critical  at  this  time. 

NBC  Training  Program 

NBC  reported  that  for  years  the 
Assn.  of  Technical  Employes  of 
NBC,  independent  union,  to  which 
its  engineers  belong,  has  main- 

tained a  training  program  for 
technical  apprentices  from  which 
most  of  its  engineering  replace- 

ments are  drawn.  This  program 
has  been  expanded  to  meet  the  in- 

creased wartime  need,  but  as  yet 
no  women  technicians  have  been 
included. 

A  similar  training  program  is 
being  undertaken  by  American 
Communications  Assn.,  CIO  un- 

ion, with  which  many  eastern  sta- 
tions have  contracts  [Broadcast- 

ing, Oct.  19].  CBS  endeavored  to 
train  women  for  technical  positions 
but  was  halted  in  this  plan  by  the 
International  Brotherhood  of  Elec- 

trical Workers,  AFL  union  of 
which  all  engineers  employed  by 
CBS  are  members,  as  violating  the 
contract  now  in  effect  between 
CBS  and  the  union. 

When  the  plan  was  prepared  last 
April,  CBS  proposed  to  train 
women  as  studio  operators,  on  the 
same  wage  scale  as  men.  Though 

Candidacies 

SOMETHING  new  in  politi- 
cal broadcasts  has  been 

started  by  WWVA,  Wheel- 
ing. The  program  is  known 

as  Meet  Your  Candidates. 
During  a  half-hour  period, 
all  candidates  of  one  party 
are  introduced  and  asked  to 
give  their  personal,  profes- 

sional, political  and  educa- tional background.  Their 
competitors  are  given  the 
same  opportunity  at  another 
time.  No  charge  is  made  for 
their  appearance,  and  the  in- terviews are  handled  by  Paul 
J.  Miller,  WWVA  production 
manager. 

IBEW  headquarters  considered 
this  a  fair  proposal,  the  locals  saw 
no  serious  technician  shortage,  and 

the  plan  was  rejected.  Interna- 
tional headquarters  of  the  Union 

now  considers  the  manpower  prob- 
lem acute,  and  some  definite  policy 

may  be  adopted  soon  to  relax  the 
ban  on  women  technicians. 
No  special  training  programs 

for  other  than  technical  employes 
were  reported  by  networks  or  New 
York  stations,  although  WNEW 
reported  that  it  has  made  a  policy 
of  having  an  extra  announcer  on 
the  staff  so  that  when  a  vacancy 
occurs  there  is  an  experienced  man 
on  hand  to  fill  it  immediately. 

Blue  Status 

Stating  that  the  BLUE  has  had 
no  shortage  of  announcers,  D.  B. 
Van  Houten,  office  service  man- 

ager, explained  that  the  networks 
would  probably  be  the  last  to  ex- 

perience difficulty  in  getting  an- 
nouncers or  other  program  de- 
partment personnel  as  network 

positions  are  generally  considered 
more  desirable  than  similar  jobs 
on  individual  stations. 

Vacancies  in  the  higher  execu- 
tive positions  have  come  chiefly 

through  enlistments,  it  was  stated, 
as  most  of  these  posts  are  filled 
by  older  men,  usually  married  and 
with  families.  In  such  cases  in  all 

companies  there  has  been  no  at- 
tempt to  dissuade  any  executive 

from  taking  a  military  post  or 
Government  position  once  he  had 
decided  that  he  can  be  of  more 
value  to  the  war  effort  there  than 
in  his  position  with  a  broadcasting 
station  or  network. 

WDEF  Joins  Blue 

WDEF,  Chattanoga,  Tenn.,  effec- 
tive Jan.  1,  1943,  will  become  affili- 
ated with  the  South  Central  Group 

of  the  BLUE,  bringing  that  net- 
work's outlets  to  142.  The  station, 

owned  by  Joe  W.  Engel,  operates 
6  a.m.  to  11  p.m.  (CWT)  on  1400 
kc,  250  watts.  Evening  hour  rate 
is  $120.  WRRF,  Washington,  N.  C, 
owned  by  the  Tar  Heel  Broadcast- 

ing System,  on  Oct.  15  became  af- filiated with  the  BLUE  as  a  bonus 
member  of  the  Southeastern  Group. 
WRRF  operates  daytime  only  with 
1,000  watts  on  930  kc. 

Manpower  Method 

SpecifiedbyMcNutt 
Suggests  Employment  Service 
Will  Aid  Radio  Problems 
RECOGNIZING  the  importance  of 
radio  in  the  war  effort,  and  the  re- 

sultant consideration  the  industry 

has  received  as  one  of  the  nation's 
34  essential  industries,  Paul  V.  Mc- 
Nutt,  administrator  of  the  War 
Manpower  Commission,  explains 
the  various  controls  and  provisions 

made  to  protect  sources  of  broad- 
casting personnel  in  a  letter  to 

Neville  Miller,  NAB  president.  The 
full  text  of  the  letter,  dated  Oct. 

20,  follows: 
"The  War  Manpower  Commis- 

sion recognizes  the  vital  role  that 
radio  broadcasting  is  playing  in 
the  welfare  and  defense  of  our 
country.  Radio  communications 
have  been  classified  as  an  essential 
war  activity. 
"This  Commission  has  been 

working  with  the  Selective  Service 
System,  the  War  Dept.,  the  Navy 
Dept.  and  other  Government  agen- 

cies to  assure  that  employes  pos- 
sessing critical  skills  are  not  in- 

ducted into  the  military  services  in 
such  a  manner  as  to  interrupt  es- 

sential war  activities. 
"The  War  and  Navy  Depts.  have 

announced  policies  with  respect  to 
voluntary  enlistment  under  which 
men  who  are  classified  by  the 
Selective  Service  System  as  being 
in  essential  war  occupations  will 
not  be  accepted  for  enlistment 
without  the  approval  of  their  local 
Selective  Service  Boards. 

Orderly  Withdrawals 

"We  in  the  War  Manpower  Com- 
mission realize  the  need  for  orderly 

withdrawals  so  that  replacements 
can  be  trained  and  established  in 
their  new  tasks,  and  are  working 
to  that  end.  It  is  important,  how- 

ever, that  all  war  industries  keep 
this  thought  in  mind:  As  the  war 
continues  and  the  personnel  re- 

quirements of  our  armed  services 
increase,  all  able-bodied  men  within 
the  military  service  age  bracket 
will  be  subject  to  call. 

"While  it  will  continue  to  be  the 

policy  of  the  War  Manpower  Com- mission to  work  with  Selective 
Service  for  the  purpose  of  securing 
deferments  for  essential  workers, 
it  should  be  noted  that  deferments 

are  temporary  and  do  not  consti- 
tute exemption.  The  purpose  of 

these  deferments  is  to  prevent 
breakdowns  in  essential  activities 
so  that  other  workers — women  and 
those  men  not  qualified  by  physical 

condition  or  age  to  perfoimi  mili- 
tary service — can  be  trained  to 

replace  those  required  for  the 
armed  forces.  Thereafter  periods 
of  deferments  are  justified  only  in 
those  instances  where  key  work- 

ers cannot  be  replaced. 
"Because  the  manpower  situa- 

tion varies  in  different  sections  of 
the  country,  I  suggest  that  radio 
station  operators  take  their  local 
problems  to  the  office  of  the  U.  S. 
Employment  Service  in  their  home 

{Continued  on  paffe  55) 
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FTC  Attacks  Headache  Remedy  Claims 

Warnings  of  Danger  in 
Excessive  Doses 

Are  Sought 

INTENTION  of  the  Federal  Trade 
Commission  to  force  makers  of 
headache  remedies  to  warn  the 
public  against  excessive  use  of 
their  products,  was  indicated  last 
week  when  the  Commission  issued 
complaints  against  makers  of  six 
preparations,  including  several 
prominent  radio-advertised  brands. 
The  complaints  were  handed 

down  in  a  group  Oct.  21,  citing  ad- 
vertising, including  radio,  in  at 

least  four  cases,  of  B.  C.  Remedy 
Co.,  Durham,  N.  C.  (BC  Headache 
Powder)  ;  Stanback  Co.,  Salisbury, 
N.  C.  (Stanback  Headache  Pow- 

der) ;  Emerson  Drug  Co.,  Balti- 
more (Bromo-Seltzer)  ;  Capudine 

Chemical  Co.,  Raleigh  (Hick's 
Liquid  Capudine)  ;  Chelf  Chemi- 

cal Co.,  Richmond  (CCCC)  ;  Trans- 
Pac  Services,  New  York,  whose 
product  (Ceregen)  is  controlled  by 
Ulrici  Medicine  Co.,  both  cited. 

Warning  Missing 

Advertising  claims  of  each  prod- 
uct were  attacked  separately,  but 

at  the  crux  of  five  cases  were 
charges  that  the  firms  failed  to 
warn  that  the  medicines,  if  taken 
in  quantities  exceeding  the  recom- 

mended doses,  "may  cause  depend- 
ence on  the  drugs,  skin  eruptions, 

mental  derangements,  and  when 
administered  to  children  may  be 
dangerous  and  injurious  to  health." 

Such  failures,  four  complaints 
said,  may  lead  the  public  to  believe 
"the  preparation  may  be  safely taken  in  such  amounts  and  with 
such  frequency  as  may  seem  neces- 

sary to  accomplish  the  represented 
and  desired  results." 

Radio  advertising  was  not  spe- 
cifically mentioned  in  the  com- 

plaints against  Bromo-Seltzer  and 
Stanback,  though  radio  continuity 
was  mentioned  in  the  other  cases. 

"Newspaper  periodicals  and  other 
advertising  literature"  were  men- 

tioned as  being  used  by  Bromo- 
Seltzer,  while  "mail  and  various 
means  of  commerce"  were  cited  in 
the  Stanback  complaint. 

Chemical  Components 

Four  of  the  products — BC,  Bro- 
mo-Seltzer, Stanback,  Hick's  Liquid 

Capudine — contain  acetanilid  and 
potassium  bromide,  while  Hick's 
Capudine  has  potassium  bromide 
and  antipyrene,  according  to  the 
FTC.  The  complaints  maintained 

'  that  continued  use  of  these  in- 
gredients may  be  dangerous. 

In  treating  the  advertising  of 
each  firm,  the  Commission  directly 
attacked  Bromo-Seltzer  for  its  ad- 

vertising claim,  "It  alkalizes — re- 
duces the  excess  acidity  caused  by 

overindulgence." 
"Overindulgence  in  food  and 

drink,"  the  complaint  against 
Bromo-Seltzer  continued,  "will  not 
cause  excess  acidity  in  the  system. 

and  use  of  the  preparation  will 
not  counteract  the  effects  of  over- 

indulgence and  will  not  reduce 
acidity  or  alkalize  the  system." 
The  complaint  further  asserted  the 
respondent's  advertisements  "are 
false  in  that  they  fail  to  reveal 
the  facts  with  respect  to  the  con- 

sequences that  may  result  from 
use  of  the  praparation  under  such 
conditions  as  are  customary  and 

usual." Complaint  Against  BC 
BC  Headache  Powder,  according 

to  the  FTC,  will  not,  as  advertised 
in  radio  continuity,  newspapers 

and  periodicals,  "provide  effective 
relief  for  a  foggy,  jittery,  and  gen- 

erally 'all-in'  condition,"  nor  will  it 
always  "afford  relief  for  headaches 
and  neuralgia"  nor  is  it  "common- 

ly prescribed  by  physicians  for 

the  relief  of  pain." 
"The  respondents'  advertise- 

ments contain  no  warning  or  state- 
ments revealing  the  potential  dan- 

ger of  excessive  use  of  the  prepara- 
tion with  respect  to  either  the 

dosage  or  frequency  of  use,"  it  is added. 
The  FTC  labeled  as  false  Stan- 

back's  advertising  by  mail  and  in 
general  commerce,  particularly  its 
representation  that  the  product 
"gives  relief  in  cases  of  headaches, 
backaches,  functional  pains,  neu- 

ralgia, and  pains  following  dental 
work."  Again  the  Commission  said, 
"the  respondents'  advertisements 
contain  no  warning  or  statements 
revealing  the  potential  danger  of 

excessive  use  of  the  preparation." 
Radio  was  among  the  media 

which  allegedly  carried  false  ad- 
vertising for  Hick's  Capudine  and CCCC.  The  firm  was  criticized  for 

TO  CLARIFY  the  relationship  be- 
tween the  CBS  executive  offices 

and  other  network  departments 
and  functions,  Paul  W.  Kesten, 
CBS  vice-president  and  general 
manager,  last  week  issued  a  memo 
to  department  heads  explaining 
that  "the  principal  purpose  of  the 
partially  new  setup  is  to  break  a 

bottleneck". According  to  the  memo,  Mr.  Kes- 
ten explained  he  "had  been  assum- 
ing direct  contact  with  Mr.  Paley 

and  three  general  executives,  in  ad- 
dition to  seven  operating  depart- 
ments plus  our  Washington  office. 

Delegation  of  Duties 

"With  two  or  three  urgent  mat- 
ters popping  up  from  each  of  these 

sources  on  an  average  day,  plus  a 
few  'high-priority'  calls  and  con- 

ferences with  agencies,  advertisers 
and  Government  officials,  I  found 
that  I  was  often  the  bottleneck  for 
half-a-dozen  or  more  department 
heads  who  had  no  one  else  to  turn 
to  on  critical  problems.  .  .  .  The 
new  setup  will  at  least  make  a  gen- 

being  "misleading"  in  stating  that 
the  preparation  would  relieve 
"tense,  jittery  nerves"  and  for other  claims.  Its  advertisements 

were  also  hit  "because  they  fail  to 
reveal  that  continued  use  of  the 

preparation  in  quantities  exceed- 
ing the  recommended  dose,  or  with 

a  greater  frequency  than  that  rec- 
ommended, may  cause  skin  erup- 

tions, mental  derangement  and 
serious  blood  disturbances,  and  its 
administration  to  children  may  be 
dangerous  and  injurious  to  health. 

The  Chelf  company's  representa- 
tions for  CCCC  were  called  "gross- 

ly exaggerated,  false  and  mislead- 
ing, as  the  product  does  not  re- 

move, remedy,  or  cure  the  cause 
of  headaches,  indigestion,  neural- 

gia, and  nervousness."  It  was  add- 
ed that  "the  respondent's  adver- tisements contained  no  warning 

or  statements  revealing  the  poten- 
tial danger  of  excessive  use  of 

the  preparation."  Radio  was  here 
also  cited  as  among  the  media 
used. 

Only  one  of  the  six  complaints 
made  no  mention  of  failure  to  give 
warning  against  excessive  use.  In 
the  case  of  Ceregen,  the  Commis- 

sion said  that  Spanish-language 
advertising  in  newspapers  and  ra- 

dio continuity  falsely  described 

the  product  as  a  "food"  for  nerves, blood  and  the  organic  system. 
The  firms  must  file  answers 

to  the  complaints  with  the  Com- 
mission within  20  days. 

FOLLOWING  announcement  that  it 
has  gone  on  a  24-hour  operating  sched- 

ule, KFBI,  Wichita,  disclosed  Oct. 
22  that  it  had  appointed  Leo  Silvera, 
celebrated  European  musician,  to  its 
regular  staff.  He  will  be  in  charge  of 
commercial  relations  and  productions. 

eral  executive  more  readily  avail- 
able to  each  of  our  operating  heads 

than  in  the  past." 
Mr.  Kesten  continues  his  per- 

sonal supervision  of  network  sales 
and  sales  promotion  and  the  CBS 
Washington  office,  while  Williams 
S.  Paley,  president  of  CBS,  is  ad- 

ministrative head  of  program  ac- 
tivities and  James  Seward  is  vice- 

president  in  charge  of  program 

operations. 
The  new  "organization  chart" 

further  delegates  the  administra- 
tive duties  of  the  network  to  the 

three  new  vice-presidents  Joseph 
H.  Ream,  Frank  N.  Stanton  and 
Frank  K.  White.  Mr.  Ream  will 

supervise  station  relations  in  ad- 
dition to  legal  and  engineering 

matters  and  television;  Dr.  Stan- 
ton, as  head  of  research,  also  will 

head  owned  and  operated  stations, 

publicity.  Radio  Sales  and  commer- 
cial editing,  and  Mr.  White,  CBS 

treasurer,  concerns  himself  with 
personnel  and  labor  relations,  as 
well  as  financial  activities. 

CBS  Realignment 

Shifts  3  Managers 

Forbes  to  New  York,  Joscelyn 

To  WCCO,  Willard  to  WBT 

A  MAJOR  realignment  of  top  ex- 
ecutives at  CBS-owned  and  oper- 

ated stations — involving  new  gen- 
eral managers  for  WCCO,  Minne- 

apolis; WBT,  Charlotte;  WJSV, 
Washington — was  announced  last 
Thursday  by  Paul  Kesten,  CBS 
vice-president  and  general  mgr. 
William  E.  Forbes,  general 

manager  of  WCCO,  on  Nov.  9  will 
be  transferred  to  New  York  as 
"executive  assistant  to  the  net- 

work management."   On  Nov.  2 

Mr.  Forbes  Mr.  Joscelyn 

A.  E.  Joscelyn,  general  manager  of 
WBT,  takes  over  the  management 
of  WCCO,  and  on  the  same  date 
A.  D.  Willard  Jr.,  now  in  charge 
of  WJSV,  replaces  Joscelyn  at 
WBT.  The  successor  to  Mr.  Wil- 

lard has  not  yet  been  selected. 
Mr.  Forbes  has  managed  WCCO 

since  last  June,  when  Earl  Gam- 
mons, formerly  in  charge  of  the 

station  was  transferred  to  Wash- 
ington to  succeed  Harry  C.  Butch- 

er, now  a  lieutenant  commander  in 
the  Navy.  Mr.  Forbes  joined  CBS 
in  1937  after  four  years  in  Los 
Angeles  as  assistant  to  Donald  W. 
Thornburgh,  CBS  Los  Angeles 
vice-president,  remaining  until  his 
recent  move  to  Minneapolis. 
Mr.  Joscelyn  left  newspaper 

work  in  1934  to  enter  the  station 
representative  field  as  salesman 
for  Free  &  Peters.  Joining  Radio 
Sales,  which  handles  spot  business 
for  CBS  managed  and  operated 
stations,  Mr.  Joscelyn  shortly  was 
made  eastern  manager,  serving  in 
that  position  until  he  was  appoint- 

ed general  manager  of  WBT  sev- eral years  ago. 
Mr.  Willard  entered  radio  at 

WCAO,  Baltimore,  serving  as  an- 
nouncer and  program  director  of 

that  station  and  leaving  to  organ- 
ize an  advertising  agency,  Willard, 

Barret  &  Nolley,  in  that  city.  In 
1932  he  joined  WJSV  as  commer- 

cial manager.  He  was  appointed 
assistant  general  manager  in  1936 
and  general  manager  in  1937. 

Stone  Joins  PA 

WALLACE  (Wally)  STONE,  for- 
mer station  director  of  KROC, 

Rochester,  Minn.,  active  in  radio 
since  1928,  has  been  named  field 
representative  for  Press  Assn.,  ra- 

dio subsidiary  of  Associated  Press, 
according  to  Oliver  Gramling,  PA 
assistant  general  manager.  Mr. 
Stone  will  represent  PA  in  the  Da- 
kotas.  Northern  Wisconsin  and 
Michigan,  and  Minnesota,  with 
headquarters  in  Minneapolis. 

Kesten  Shifts  Departmental  Relations 

At  CBS  Office  to  Remove  Bottleneck 
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Clark  Bill  Would  Cut  AFM  Disc  Powers 

Offers  Amendment 

To  Anti-Trust 

Statute 

POWER  of  James  C.  Petrillo, 
AFM  President,  to  pull  his 
musicians  off  recording  for 

broadcast  and  phonograph 

records  would  be  sharply  cur- 
tailed under  legislation  intro- 
duced Oct.  23  in  the  Senate 

(S-2874)  by  Senator  D.  Worth 
Clark  (D-Idaho). 

The  measure  was  immedi- 

ately referred  to  the  Inter- 
state Commerce  Committee, 

of  which  Senator  Burton  K. 

Wheeler  (D-Mont.)  is  chair- 
man. Senator  Clark  intro- 
duced the  bill  after  studying 

testimony  taken  recently  by 
an  Interstate  Commei'ce  subcom- 

mittee of  which  he  is  chairman. 
Among  those  who  had  testified 
were  Elmer  Davis,  director  of  the 
Office  of  War  Information;  James 
Lawrence  Fly,  FCC  chairman,  and 
Thurman  Arnold,  Assistant  Attor- 

ney General  in  charge  of  anti-trust 
prosecutions. 

Essential  Service 

In  the  preamble  to  his  bill.  Sena- 
tor Clark  pointed  out  that  broad- 

casting is  an  essential  public  serv- 
ice of  great  importance  to  success- 
ful prosecution  of  the  war.  Since 

recorded  music  is  essential  to 
broadcast  station  operation,  he  ex- 

plained, and  since  cessation  of  the 
production  of  recordings  threatens 
to  eliminate  the  source  of  needed 
recorded  music,  the  bill  proposes 
to  forbid  "certain  contracts,  agree- 

ments, conspiracies  and  combina- 
tions which  prevent  the  making  of 

recordations"  for  broadcasting  and 
juke  boxes. 

The  Clark  bill  would  amend  the 
Clayton  anti-trust  law,  making  it 
unlawful  to  engage  in  any  agree- 

ment or  conspiracy  interfering 
with  manufacturing  of  phonograph 
records  and  transcriptions,  if  a 
purpose  of  the  action  is  to  limit  or 
curtail  the  supply  or  use  of  such 
recordings  for  broadcasting  or 
coin-operated  phonographs. 

Senator  Clark  emphasized  his 
legislation  would  not  affect  the 
contracts  or  agreements  based  on 
any  dispute  concerning  labor  com- 

plaints, hours,  health,  safety,  or 
conditions  of  employment. 

A  penal  clause  in  the  bill  makes 
violations  punishable  by  a  fine  not 
exceeding  $5,000,  or  by  imprison- 

ment for  not  more  than  one  year, 
or  both. 

It  is  specified  that  the  law  would 
remain  in  force  during  continuance 
of  the  war  and  six  months  after 
end  of  the  war,  or  until  any  earlier 

Full  text  of  the  Clark  Bill  will 
be  found  on  page  58.  Text  of 
Rosenbaum  statement  at  NAB 
3d  District  meeting  on  page  60. 

time  designated  by  Congress  or  the 
President. 

Wheeler  Comments 
Queried  about  legislative  steps 

to  remove  the  labor  union  exemp- 
tion from  conspiracy  provisions  of 

the  Clayton  Act,  Senator  Wheeler 
(D-Mont.),  chairman  of  the  Inter- 

state Commerce  Committee,  asked 
why  an  exemption  should  apply 
only  to  recording  for  broadcasting 
and  phonographs. 

He  suggested  that  if  any  exemp- 
tion is  to  be  provided,  it  should 

apply  to  war  industries,  for  ex- 
ample, as  a  vastly  more  important 

factor  in  the  nation's  welfare  and 
warfare  than  broadcasting  or 
phonographs. 

Senator  Wheeler  indicated  }ie 
did  not  see  any  likelihood  of  fur- 

ther Senate  investigation  into  Pe- 
trillo's  ban  on  recording. 
The  music  controversy  seethed 

Federal    Agencies  Tell 
Problems  Involved 

In  War  Effort 

INDUSTRY'S  stand  against  James 
C.  Petrillo  was  approved  by  Dis- 

trict 3  of  the  NAB,  in  the  first  of 
the  association's  regional  meetings 
Oct.  19-20  in  Philadelphia.  A  reso- 

lution approving  the  NAB's  at- 
tacks on  Petrillo's  ban  on  the  use 

of  recordings  in  broadcasting  was 
unanimously  approved. 

Action  was  taken  at  the  sugges- 
tion of  Isaac  D.  Levy,  vice-presi- 
dent of  WCAU,  Philadelphia,  and 

director  of  District  3,  despite  a 
scorching  denunciation  of  the 
NAB's  methods  by  Samuel  R.  Ros- 

enbaum, president  of  WFIL,  Phila- 
delphia. 

Motion  for  the  resolution  was 
made  by  Clair  R.  McCullough,  gen- 

eral manager  of  the  Mason-Dixon 
Radio  Group,  regional  network 
covering  Eastern  Pennsylvania 
and  Delaware,  and  was  seconded 
by  Edward  D.  Clery,  general  man- 

ager of  WIBG,  Glenside,  Pa.  It  was 
carried  unanimously  by  the  75  sta- 

tion executives  present,  with  Mr. 
Rosenbaum  not  voting. 

Rosenbaum's  Charges 
Election  of  a  new  district  di- 

rector to  succeed  Mr.  Levy  was  not 
held.  It  is  slated  for  a  special 
meeting  to  be  called  by  the  director 
prior  to  the  1943  NAB  convention. 

In  a  prepared  statement  released 
to  newspapers  in  advance,  Mr.  Ros- 

enbaum charged  that  "handling  of 
the  Petrillo  situation  by  the  NAB 

last  week  as  the  NAB  3d  District 

supported  the  NAB's  conduct  of  its 
fight  against  the  AFM,  after  lively 
discussion  [see  story  on  this  page]. 

Disc  Officials  Meet 

Transcription  company  execu- 
tives who  met  with  Sydney  Kaye, 

NAB  chief  counsel  in  musical  mat- 
ters, in  New  York  last  Wednes- 
day, reached  no  agreement  in  a 

definite  plan  of  action.  The  consen- 
sus was,  however,  that  the  meet- 
ings had  given  them  a  clearer  pic- 
ture of  the  overall  situation  and 

that  they  were  better  prepared  to 
make  individual  decisions  regard- 

ing the  filing  of  civil  suits  in  the 
State  Courts  to  secure  injunctive 
relief  against  the  ban  on  recorded 
music  put  into  effect  by  Petrillo 
and  the  AFM. 

The  two  short  sessions,  at  noon 
and  in  the  late  afternoon,  were 

held  at  NAB's  New  York  headquar- 
ters and  reviewed  the  legal  posi- 

tion of  the  transcription  companies 
in  detail.  During  that  day  and  the 
remainder  of  the  week,  many  pri- 

is  a  masterpiece  of  ineptitude." [See  text  on  page  60]. 
"Our  association  should  never 

have  taken  the  leadership  in  a  fight 

against  the  musicians,"  said  Mr. 
Rosenbaum.  "Their  fight  is  not 
against  us  primarily,  but  princi- 

pally against  the  juke-box  barons and  the  record  manufacturers.  Yet, 

we  have  engaged  counsel  to  master- 
mind the  campaign  and  we  have 

hired  a  high-pressure  publicity 
firm  which  is  inspiring  the  national 
flood  of  news  stories,  editorials  and 

cartoons  against  Petrillo." Mr.  Rosenbaum  attacked  the 
legal  and  legislative  relief  sought 

by  the  NAB  and  warned  that  "in- 
troduction of  repressive  labor  leg- 

islation in  Congress  will  bring  in 
the  whole  of  organized  labor  to 

fight  for  its  own."  The  solution, 
argued  Mr.  Rosenbaum,  who  is  also 
vice-president  of  the  Philadelphia 
Orchestra  Assn.,  is  not  in  court  or 
legislative  action,  but  in  negotia- 

tion with  the  musicians'  union. 
Reply  by  Kaye 

Sidney  E.  Kaye,  special  counsel 
for  the  NAB  and  general  counsel 
for  BMI,  vigorously  attacked  the 
Rosenbaum  allegations.  The  musi- 

cians, he  explained,  have  repeatedly 
gone  to  the  juke-box  people  and  the 
record  manufacturers  and  de- 

manded some  special  royalty  or 
payment  for  the  use  of  phonograph 
recordings  where  it  would  replace 
live  musicians.  Repeatedly,  the 
musicians'  union  has  increased 
the  wage  scale  for  recordings  and 
transcriptions   and  the  manufac- 

vate  conferences  were  held  by  vari- 
ous members  of  the  group  in  an  at- 

tempt to  get  together  on  some  ac- tion which  would  alleviate  their 
present  difficulties.  Spokesmen  for 
the  NAB,  which  had  called  the 
meeting,  said  that  no  further  such 
meetings  were  contemplated  in  the 
immediate  future  and  that  the  pur- 

pose of  those  sessions  to  review  the 
situation  and  give  each  man  a 
chance  to  present  his  viewpoint  on 
what  should  be  done,  had  been 
achieved,  and  that  it  is  now  up  to 
the  individual  companies  to  decide 
what  they  should  do. 

If  any  company  decides  to  begin 
legal  proceedings  in  its  State 
courts  against  Petrillo  and  the 
AFM,  the  NAB  said  it  will  give 
its  full  assistance  in  preparation 
and  prosecution  of  such  a  suit. 

WBS  Not  Represented 

Attendance  at  the  sessions  in- 
cluded :  C.  Lloyd  Egner,  NBC  vice- 

president  in  charge  of  the  Radio- 
Recording  Division ;  C.  0.  Langlois, 

president,  Lang-Worth  Feature (Continued  on  page  58) 

turers  always  acquiesed. 
"But  back  in  1890,"  reminded 

Mr.  Kaye,  "the  U.  S.  Supreme 
Court  ruled  that  there  was  prop- 

erty right  in  a  recording.  There- fore, on  two  occasions,  the  record 
producers  have  gone  into  the  courts 
and  brought  suit  to  stop  or  re- 

strict the  use  of  their  records.  But 
in  each  instance,  the  courts  refused 
to  try  the  case. 

"As  a  result,  there  is  no  way 

Petrillo  can  get  at  the  juke-boxes 
and  record  manufacturers.  The  only 

place  he  can  hit  is  radio — good  old 

radio  to  be  the  goat." 
Mr.  Kaye  declared  that  "Petrillo 

missed  the  boat"  on  the  motion 
picture  industry  when  they  were 
able  to  replace  the  live  musicians  in 
the  theatre  pits  with  canned  sound 
tracks  on  film.  "And  now  that  he 
has  a  hold  on  radio,  he  doesn't 
want  to  let  go  of  it,"  said  Mr. 
Kaye. 

Contrary  to  Mr.  Rosenbaum's 
charges,  Mr.  Kaye  continued,  "we did  not  institute  the  Clark  (Sen- 

ate) investigation  of  Petrillo.  We 
first  read  about  it  in  the  news- 

papers. Nor  did  we  institute  the anti-trust  action.  We  also  first 
read  about  that  in  the  newspapers. 
And  since  it  had  already  been  in- 

stigated by  the  Attorney  General, 
we  then  petitioned  the  court  to  be 
represented  as  a  'friend  of  the 

court'." 

Mr.  Kaye  revealed  that  he  had 
talked  with  Attorney  General  Bid- 
die  after  the  action  was  already 
filed.    "Why    don't    you    go  to 

(Continued  on  page  56) 

3rd  District  Affirms  NAB  Music  Stand 
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"WHERE  WERE  YOV  AT 

8:17  MONDAY  NIGHT?" 

#  We  don't  offer  this  as  conclusive  evidence  in 

Miss  Lucinda's  favor,  but  the  chances  are  that  at 

8:17  Monday  night — any  Monday  night,  if  you 

please — our  heroine  was  at  home  innocently  listen- 

ing to  the  radio.  And  the  odds  are  better  than  even 

that  she  was  listening  to  WHO! 

You  see,  it  has  recently  been  proved  that  72.7% 

of  all  Iowa  people  usually  listen  to  the  radio  between 

8:00  and  8:30  on  Monday  nights!  And — that 

52.4%  of  these  people  are  tuned  to  WHO! 

Both  of  these  enlightening  facts  are  revealed  in 

the  1942  Iowa  Radio  Audience  Survey — a  scien- 

tific inquiry  into  the  listening  habits  of  nearly  10,- 

000  representative  Iowa  families.  Based  on  the 

most  approved  "sampling"  methods,  the  1942 

Summers- Whan  Survey  analyzes  station  and  pro- 

gram preferences,  trends  in  station  and  program 

popularity  over  the  past  four  years,  the  eflFects  of 

sex,  age,  income,  place  of  residence,  reading  and 

movie  attendance  on  listening  habits.  It  even  tells 

you  who  writes  to  radio  stations,  how  often  they 

write,  and  why  they  write! 

Frankly,  we  think  it's  the  tops  for  a  complete,  ac- 

curate, and  up-to-the-minute  picture  of  the  Iowa 

Radio  Audience.  A  copy  is  waiting  for  you.  Send 

for  it now; 

WHO 

^for  IOWA  PLUS !  + 
DES  MOINES  .  .  .  50,000  WATTS 

B.  J.  PALMER,  PRESIDENT 

J.  O.  MALAND,  MANAGER 
FREE  &  PETERS,  INC.  .  .  .  National  Representatives 
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Women  Eager  For 

Announcing  Jobs 
Hundreds  Respond  to  Offer 
For  Tests  at  the  Mike 

IF  THE  WOMEN  of  Washington 
fairly  represent  their  American 
sisters,  there  will  be  no  shortage 
of  soprano  candidates  for  announc- 

ers' jobs  when  Uncle  Sam  beckons 
all  of  the  eligible  young  men  into 
uniform. 

That,  at  least,  is  the  conclusion 
reached  by  Carleton  Smith,  man- 

ager of  WRC,  as  applications  by 
the  hundreds  poured  into  the  sta- 

tion after  a  few  announcements  of 
a  series  of  auditions  to  be  held  at 

the  capital's  big  War  Fair  in 
Uline  Arena,  Oct.  23-30. 

Bill  Herson,  conductor  of  WRC's 
early  morning  Timekeeper  pro- 

gram, made  three  detailed  an- 
nouncements of  the  contest  daily 

for  three  days.  Instead  of  an  an- 
ticipated 200  applicants,  the  sta- 

tion received  more  than  600  letters. 
It  was  announced  that  there  were 
no  jobs  available,  that  the  most 
the  winners  could  hope  for  was  a 
single  appearance  before  WRC's 
microphones.  Prizes  offered  were 
a  War  Bond  and  War  Stamps. 

200  in  Three  Days 

Before  Herson  was  off  the  air 
after  making  the  first  announce- 

ments, the  station's  switchboard 
was  clogged  with  calls.  An  aver- 

age of  200  applicants  called  the 
first  three  days. 

The  candidates  represent  a  wide 
variety  of  educational  backgrounds 
and  occupations.  Most  are  young- 

sters, just  out  of  high  school  or 
college.  But  one  73-year-old  grand- 

mother is  ready  to  take  her  place 
at  WRC's  micronhones.  A  clerk 
at  a  cigar  stand  inquired  of  Her- 

son whether  she  was  eligible.  Fred 
Shawn,  assistant  station  manager, 
called  a  Government  official;  the 
secretary  answering  the  call  asked 
if  she  could  enter  the  contest. 
Many  applicants  are  high  school 
teachers  of  English  and  elocution, 
scores  work  in  government  jobs. 
One  holds  a  doctor  of  philosophy 
degree. 
When  Herson  explained  by  tele- 

phone that  no  regular  job  was 
available,  manv  came  back  with  a 
pointed,  "There  will  be." 
The  promotion,  arranged  by 

Smith,  is  to  inclu^^e  one  or  two 
daily  half-hour  audition  neriods  at 
the  War  Fair.  Each  candidate  will 
be  interviewed  and  eiven  the  op- 

portunity to  demonstrate  her  fit- 
ness for  the  micronhone  calling. 

The  tests  will  be  "commercials", 
ad  libbed  special  events  jobs  and 
other  duties  of  a  staff  announcer. 
The  winners  of  the  dailv  auditions 
will  meet  in  the  finals  Oct.  30. 

WBAP's  FAMED  HIRED  HAND,  Harold  Hough,  gets  a  few  moments  of 
recreation  these  days  out  at  his  mule  ranch.  Here  he  is  shown  with 
one  of  his  champions.  Hough,  who  also  is  circulation  manager  of  the 
Fort  Worth  Star-Telegram  and  chairman  of  the  Press-Radio  Com- 

mittee, doesn't  get  many  moments  like  these  nowadays  for  his  boss,  Amon 
Carter,  is  at  present  on  a  mission  in  the  British  Isles. 

BROWN  BOOK  OF  THE  WAR 

CBS  Roving  Commentator  Tells  All  in  New 

 ^Volume,  'Suez  to  Singapore'  

SIXTH  Annual  School  Broadcast 
Conference,  under  the  direction  of 
GeorRo  .JenninRs.  acting  director  while 
Harold  W.  Kent,  chairman,  is  on 
duty  with  the  War  Dept.  in  Wash- 

ington, i.s  scheduled  to  be  held  at  the 
Hotel  Morrison,  Chicago,  Nov.  1012. 

OBSTACLES  that  harass  a  hard- 
working reporter  who  tries  to  tell 

the  world  about  a  war  are  nar- 
rated thrillingly  by  Cecil  Brown, 

CBS  correspondent,  in  Suez  to 
Singapore  [Random  House,  New 
York,  $3.50]. 
No  respecter  of  red  tape  or 

officious  clumsiness,  Columbia's 
roving  commentator  still  boils  as 
he  recalls  the  perpetual  battles 
with  British  censorship  as  he  en- 

deavored to  give  the  world  his 
story  of  the  fighting  in  Egypt,  the 
Near  East  and  finally  the  Orient. 
And  any  reader  who  has  ever 

tried  to  tell  a  story  despite  inter- 
ference by  red  tape  will  boil  right 

along  with  Cecil  as  vivid  tales 
of  his  wartime  experiences  are 
narrated. 

Most  dramatic  spot  of  the  book, 
of  course,  is  his  acount  of  the 
sinking  of  the  British  battleships 
Repulse  and  Prince  of  Wales.  This 
oft-told  tale  brought  more  fame 
to  the  author  than  any  other  of  his 
dangerous  experiences. 
Done  in  diary  form,  Brown's 

account  of  his  commentator  ad- 
ventures is  almost  unbelievably 

gripping.  Spun  off  casually  are 
one-day  sagas  that  divulge  more 
real  excitement  than  many  re- 

porters encounter  in  a  joui-nalistic lifetime. 

But  the  dramatic  episodes  are 
subordinated  to  the  more  drab 
diatribes  based  on  bouts  with  Brit- 

ish censors,  military  men  and  gov- 
ernment officials.  Day  after  day, 

his  diary  shows,  he  fought  and 
raved  against  the  curious  stupid- 

ity that  prevented  him  from  tell- 
ing his  story  to  the  world  through 

Columbia's  facilities. 
Told  for  the  first  time  are  doz- 

ens of  incidents  in  which  factual. 

objective  reporting  was  blue- 
penciled  despite  the  fact  that  no 
possible  wartime  restriction  could 
justify  the  censorship. 

Brown's  bitter  cracks  approach 
the  obsession  point,  but  the  reader 
is  likely  to  allow  him  the  privilege 
of  dressing  down  those  who  did  so 
much  to  make  his  professional  life 
miserable. 

A  new  slant  on  the  type  of  war- 
fare waged  by  the  British  in  the 

Near  East,  Africa  and  the  Orient 
comes  from  the  Brown  book.  Lavish 
in  his  praise  of  British  bravery, 
he  gets  all  tangled  in  phraseologi- 

cal snarls  as  he  tries  to  describe 
the  military  tactics,  the  lack  of 
organization  and  preparation,  and 
the  defensive  philosophy  that  per- 

meates the  men  who  sit  at  desks 

and  drop  everything  when  it's  time 
for  a  jolly  old  spot  of  tea. 

Reading  of  the  Brown  diary  re- 
freshes recollection  of  many  of  his 

broadcasts,  and  the  broadcaster 
who  has  followed  his  war  com- 

ments will  eat  up  the  accounts  of 
what  went  on  before  the  lines  were 
uttered  over  the  air. 

Sometimes  sad,  sometimes  funny 
are  the  trivia  based  on  Brown's 
relations  with  Columbia  head- 

quarters. His  financial  tribulations 
as  funds  went  awry  or  cables  failed 
to  arrive  make  the  hottest  kind  of 
shop  talk  for  the  trade. 

In  only  one  case  were  his  wings 
clipped  by  Paul  White,  in  charge 
of  CBS  news  and  special  events. 
That  instance  grew  out  of  a  series 
of  particularly  vicious  broadcasts 
in  which  British  handling  of  the 
war  in  the  Orient  was  ripped  wide 
apart.  The  wing  clipping  con- 

sisted of  a  cable  suggesting  that  he 
ease  up  a  bit  in  his  slam-bang 
criticism. 

LOCKHEED  STARTS 

DRAMATIC  SERIES 

TYING  in  with  the  war  effort, 
Lockheed  &  Vega  Aircraft  Corp., 
Burbank,  Cal.,  on  Nov.  9  starts 
sponsoring  a  weekly  quarter-hour 
dramatized  program,  Ceiling  Un- 

limited, on  57  CBS  stations,  Mon- 
days, 7:15-7:30  p.m.  (EWT),  with 

West  Coast  repeat,  8:15-8:30  p.m. 
(PWT).  It  will  also  be  shortwaved 
to  the  AEF  [Broadcasting,  Oct. 

28]. 

Featuring  Orson  Welles  as  com- 
mentator-narrator, as  well  as  pro- 

ducer-writer, the  institutional  se- 
ries will  dramatize  the  story  of 

American  aviation.  Besides  utiliz- 
ing United  Press  service  for  cur- 
rent news,  stories  will  be  based  on 

information  obtained  from  Army, 
Navy  and  other  official  sources, 
with  all  scripts  being  approved  by 
the  Government. 

Harold  R.  Isaacs,  of  the  CBS 
Washington  staff,  has  been  assigned 
to  do  research  for  the  series.  Mr. 
Isaacs  with  John  Messier,  Los  An- 

geles account  executive  of  Lord  & 
Thomas,  agency  servicing  the  ac- 

count, conferred  with  Government 
officials  in  Washington  Oct.  21  on 
how  the  program  can  best  be  of 
service  in  the  war  effort.  James 
Fonda  is  Hollywood  producer  of 
the  agency  assigned  to  the  show. 

GM  DISC  SERIES 

FEATURES  THOMAS 
GENERAL  MOTORS  Corp.,  De 
troit,  extending  its  institutional 
transcribed  Victory  Is  Our  Busi- 

ness series,  on  Oct.  25  will  start 
featuring  Lowell  Thomas,  author 
and  traveler,  as  announcer  and 
narrator  for  its  series  of  weekly 
news  dramatizations  from  the 
fighting  and  factory  fronts. 

Having  started  Aug.  2,  the  series 
enters  its  13th  week  of  true  stories 
about  what  some  of  the  325,000 
General  Motors  employes  in  90 

war  plants  and  29,000  former  em- 
ployes in  the  armed  services  are 

doing  in  the  war  effort. 
Programs  are  produced  by 

Transamerican  Broadcasting  & 
Television  Co.  in  the  New  York 
studios  of  World  Broadcasting 
System.  Each  program  closes  with 
interviews,  transcribed  in  local 
studios,  between  local  GM  war 
workers  and  local  station  announc- ers. 

Agency  for  the  program  is 
Campbell-Ewald  Co.,  Detroit.  Low- 

ell Thomas  currently  is  heard  on 
the  BLUE  Network  five  evenings 
a  week,  6:45  p.m.,  under  sponsor- 

ship of  Sun  Oil  Co.,  Philadelphia. 
Cities  and  stations  are:  WHBU, 

Anderson,  Ind.;  WFBR,  Balti- 
more; WCFL  and  WGN,  Chicago; 

WHK  and  WTAM,  Cleveland; 
CKLW,  WJBK,  WWJ  and  WXYZ, 
Detroit;  WFDF,  Flint;  WLAV 
and  WOOD  Grand  Ranids;  WIRE 
and  WISH,  Indianapolis;  WCLO, 
Janesville,  Wis.;  WKMO,  Kokomo, 
Ind.;  WJIM,  Lansing;  WMC  and 
WMPS,  Memphis;  WCAR,  Pon- 
tiac;  WHAM  and  WSAY,  Roches- 

ter; WSAM,  Saginaw;  WAGE 
and  WOLF,  Syracuse;  WFAS, 
White  Plains;  WRRN,  Warren, 
O.;  WNBC  and  WTIC,  Hartford; 
WOR,  New  York. 

FCC-BWC  Chairman  Fly  will  broad- 
cast an  address  on  "Communications 

in  AVartime"  over  NBC.  Saturday, 
Oct.  31,  7-7:1.5  p.m.  (EWT). 
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Networks  Stand  Pat  on  Denial 

of  Time  to  Cooperative  Group 

Statements  Explained  Position  Filed  With  FCC; 

Senate  Committee  Fails  to  Act  on  Probe 

ALTHOUGH  FCC  Chairman 
James  Lawrence  Fly  could  not  be 
reached  for  comment,  it  is  known 
that  both  CBS  and  NBC  have 
complied  with  his  request  for  a 
full  statement  of  the  facts  concern- 

ing their  alleged  refusal  to  sell 
time  to  the  U.  S.  Cooperative 
League  for  promotion  of  member- 

ship and  presentation  of  an  al- 
legedly controversial  issue  [Broad- 

casting, Oct.  12,  19]. 
No  action  occured  on  the  Sen- 

ate resolution  (SRes.  305)  intro- 
duced last  week  calling  for  an  in- 

vestigation of  the  discrimination 
charges  at  the  insistence  of  the 
cooperatives.  Senator  Wheeler  (D- 
Mont.),  chairman  of  the  Interstate 
Commerce  Committee,  indicated 
his  committee  planned  no  immedi- 

ate action.  It  is  believed  little  will 
happen  until  the  elections  are  over. 

Policies  Restated 

Release  of  the  networks'  letters 
could  not  be  obtained  from  Mr. 

Fly's  office,  but  it  was  learned 
authoritatively  that  CBS  simply 
restated  the  facts  already  known 
regarding  its  policy  on  programs 
involving  issues  of  a  controversial 
nature.  Although  no  comment  was 
available  regarding  the  NBC  let- 

ter, it  was  indicated  the  reply 
similarly  restated  earlier  explana- 
tions. 

In  essence  CBS  contends  its 
policy  against  controversial  pro- 

grams, except  in  the  case  of  poli- 
tics, is  well  known.  In  fact,  this 

policy  was  incorporated  by  the 
NAB  in  1939  as  part  of  the  indus- 

try's code.  Furthermore,  it  em- . 
phasizes  the  fact  that  time  would 
be  sold  to  cooperative  retail  stores, 
and  has  in  the  past,  but  that  no 
time  would  be  sold  to  a  group  seek- 

ing to  promote  a  controversial 
issue  or  solicit  members. 

NBC  stands  on  its  policy  against 
programs  utilized  for  membership 
drives,  with  the  exception  of  the 
President's  annual  March  of  Dimes 
and  Red  Cross  solicitations. 

Rep.  Gehrmann's  Bill 
Also  on  the  Congressional  front, 

was  the  introduction  in  the  House 
last  Thursday  of  a  resolution  to 
investigate  alleged  discrimination 
against  cooperatives  by  Rep.  Gehr- 
mann  (Prog.-Wis.) ,  which  was  re- 

ferred to  the  House  Rules  Commit- 
tee. No  action  is  expected  on  this 

measure  before  the  elections. 

At  the  request  of  Senator  La- 
Follette  (Prog.-Wis.),  an  editorial 
which  appeared  in  the  Nation  Mag- 

azine was  reprinted  in  the  Con- 
gressional Record.  Titled  "Caught 

in  the  Networks",  it  questions  the 
premise  of  "controversy"  on  which 

time  was  denied  to  the  coopera- 
tives. 

When  Mr.  Fly  was  questioned  at 
his  press  conference  last  Monday 
as  to  the  legal  control  the  FCC 
might  have  in  the  matter,  he  em- 

phatically stated  that  his  agency 
had  no  legal  control  but  sought  in 
the  public  interest  to  obtain  an  am- 

ple statement  from  both  sides. 

ISAB  AND  RMA  PLAN 

SERVICING  DRIVE 

THE  NAB  and  the  Radio  Manu- 
facturers Assn.  will  conduct  a 

joint  campaign  to  keep  the  nation's radio  sets  in  action  during  the  war. 
All  stations  have  been  asked  to 
broadcast  one  announcement  a  day 
or  to  weave  in  a  suggestion  in  a 
daily  program.  This  action  is  de- 

signed to  bring  an  orderly  flow  of 
sets  to  servicemen  and  at  the  same 
time  eliminate  the  pickup  and  de- 

livery problem. 
Broadcasters  are  asked  by  the 

NAB  to  contact  local  servicemen 
and  jobbers  and  explain  the  cam- 

paign to  them.  Employment  of  a 
fulltime  executive  to  handle  serv- 

icing of  home  radio  sets  during  the 
campaign  was  authorized  by  the 
RMA  Oct.  21  in  New  York.  Paul 
Galvin,  RMA  president,  and  M.  J. 
Schinke,  RMA  service  committee 
chairman,  were  empowei'ed  to 
make  the  appointment. 

N.  Y.  Tunnel  Spots 
NEW  YORK  Tunnel  Authority 
has  entered  the  second  cycle  of  a 
campaign  urging  New  York  listen- 

ers to  use  the  Queens  Midtown 
Tunnel,  with  a  schedule  of  about 
three  spot  announcements  weekly 
on  WMCA  WNEW  WQXR  WJZ 
WOV  for  a  13-week  period.  A  simi- 

lar campaign  was  launched  last 
July  on  seven  local  stations,  stress- 

ing the  advantages  of  the  tunnel 
as  a  shortcut  in  the  interests  of 
gas  conservation.  Grey  Adv.,  New 
York,  handles  the  account. 

Omar  in  Midwest 
OMAR  BAKERIES,  Omaha,  on 
Oct.  26  is  starting  a  30-week  an- 

nouncement campaign  advertising 
Omar  Bread  and  the  company's 
door-to-door  service  wagons.  One- 
minute  musical  and  chain-break 
announcements  have  been  placed 
six  to  ten  times  a  week  on  WTMJ 
WBNS  WHKC  WOW  KOWH 
WIRE  WFBM.  MacFarland,  Ave- 
yard  Co.  Is  Agency. 

FCC  Wage  Survey 

ALL  STATIONS  are  urged  to  re- 
turn as  speedily  as  possible  the 

FCC  financial  questionnaire,  now 
being  sent  out,  dealing  with  em- 

ployment and  payrolls  for  the  week 
of  Oct.  11.  Figures  will  be  of  spe- 

cial importance  this  winter  in  con- 
nection with  adjustments  under  the 

national  cost-of-living  stabilization 
program. 

WITH  ALL  DUE  respect  to  the 
gentleman  from  WGN,  Chicago, 
who  raises  giant  squash  [Broad- 

casting, Oct.  5],  this  photo  should 
settle,  for  all  time,  any  possible 
discussion  as  to  Gargantuan  char- 

acteristics. Nurtured  in  the  Beverly 

Hills  (Cal.)  "Victory  Garden"  of Sidney  N.  Strotz,  Western  division 
vice-president  of  NBC  Hollywood, 
specimen  shown  here  with  him  is 
the  normal  result  of  California 
soil  and  sunshine,  he  says.  Close 
inspection  reveals  that  harvesting 
the  Western  giant  variety  calls  into 
play  the  back  and  arm  muscles  of 
Gardener  Strotz.  P.S.  Out  Holly- 

wood way,  they  do  know  how  to 
exercise  photographic  ingenuity. 

Elmer  Davis  Seen 

Likely  to  Broadcast 
ALTHOUGH  no  official  confirma- 

tion was  forthcoming,  it  seemed 
likely  last  Friday  that  Elmer  Davis, 
director  of  the  Office  of  War  In^ 
formation,  would  take  to  the  air 
in  the  near  future  in  the  new  role 
of  Government  radio  commentator. 

Despite  some  pressure  from 
those  close  to  Mr.  Davis,  advising 
him  against  this  move,  it  now  ap- 

pears that  only  a  date  need  be  set. 
Already  the  Government  has  con- 

sulted with  the  networks  concern- 
ing an  appropriate  time  for  such 

a  series  [Broadcasting,  Oct.  19], 
and  the  network  representatives 
have  agreed  that  the  Saturday  7:30 
p.m.,  spot  is  most  suitable.  This 
time  now  is  being  held  open  pend- 

ing a  final  decision.  In  fact,  NBC 
already  has  switched  a  Campana 
quarter-hour  in  that  period  to  a 
later  hour.  Meanwhile,  various 
sponsors  are  reported  busy  trying 
to  line  up  spot  announcement 
periods  in  time  preceding  and  fol- 

lowing the  proposed  program. 

Hunt  Galvin  Clues 
POLICE  LAST  week  end  were 
hunting  for  clues  to  the  slaying  of 
Mrs.  Paul  V.  Galvin,  45,  and  her 
maid,  Miss  Edna  Sibilski,  28,  who 
were  found  murdered  Oct.  23  in 
the  fashionable  Evanston,  111., 
manor  house  of  the  president  of 
Galvin  Mfg.  Co.,  Chicago.  Mr. 
Galvin,  who  was  in  Washington  at 
the  time  of  the  murder,  is  also 
president  of  the  Radio  Manufac- turers Assn.  The  bodies  were  found 
by  Robert  Galvin,  20,  their  son, 
on  his  return  from  school. 

Foreign  Language 

Group  Will  Parley 
Government  Agencies  Plan 
To  Attend  Sessions 

REVIEW  of  broadcasters'  pro- 
gress in  meeting  problems  of  for- 

eign-language stations  will  be  the 
chief  business  when  the  Foreign 
Language  Radio  Wartime  Control 
Committee  meets  in  Washington 
Tuesday  and  Wednesday  of  thisj 

week.  
' 

Representatives  of  both  the 
Office  of  Censorship  and  the  Office 
of  War  Information  have  signified 
their  intention  of  attending  the 
meeting,  and  it  is  expected  that 
the  FCC  may  also  take  part. 

Robert  K.  Richards,  head  of  the 
foreign-language  section  of  the 
Office  of  Censorship,  charged  with 

assisting  foreign-language  broad- 
casters in  their  efforts  to  enforce 

the  Code  of  Wartime  Practices,  will 

represent  Byron  Price's  office,  and 
Lee  Falk,  foreign-language  radio 
director  of  OWI,  will  attend.  FCC 
has  not  yet  named  a  representa- 
tive. 
FLRWCC  was  organized  last 

June  as  an  independent  group,  not 
affiliated  with  any  other  trade  or- 

ganization. Headed  by  Arthur 
Simon,  general  manager  of  WPEN, 
Philadelphia,  the  committee  main- 

tains offices  at  1111  Munsey  Bldg., 
Washington,  and  has  drawn  up  a 
code  for  the  210  stations  in  the 

foreign-language  field  [Broadcast- ing, June  8]. 

This  week's  meeting  is  expected 
to  study  results  of  the  broad- 

casters' efforts  to  check  their  own 
personnel  by  means  of  question- 

naires, and  to  discuss  other  aspects 
of  self-regulation. 

Kate  Smith's  Drive 
KATE  SMITH  and  Ted  Collins, 
her  producer-director,  whose  rec- 

ord-making 21-hour  War  Bond 
drive  over  WABC  recently  netted 
more  than  |2,000,000,  hope  to  bet- 

ter their  record  in  a  new  drive 
that  is  believed  to  be  the  first  24- 
hour  dawn-to-dawn  appeal,  on 
WJSV,  Washington,  from  6:01 
a.m.  Wednesday,  Oct.  28,  to  6  a.m. 
Thursday,  Oct.  29.  More  than  121 
CBS  stations  will  carry  the  appeals 
at  various  intervals.  Kate  Smith 
comes  to  Washington  at  the  invi- 

tation of  the  Treasury  Dept.  which 
has  officially  named  Oct.  28  as 
"Kate  Smith  Bond  Day."  A  staff 
of  secretaries  will  assist  the  sing- 

ing star  and  her  producer-director 
and  50  telephones  have  been  in- stalled to  receive  calls. 

KVOS  Gets  Extension 
DENYING  a  request  by  KVOS, 
Bellingham,  Wash.,  for  special 
authorization  to  operate  immedi- 

ately on  790  kc,  the  FCC  on  Oct. 
20  extended  until  April  30,  1943 
the  date  for  completion  of  con- 

struction already  authorized.  The 
permit  provides  for  new  equip- 

ment, new  transmitter  site,  direc- tional antenna,  increase  of  power 
from  250  to  1,000  watts  and  change 
of  frequency  from  1230  to  790  kc. 
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alf  the  fascination  of  throwing  a  pebble  into 

a  mill-pond  is  to  see  the  concentric  circles  it  makes  . . .  out  and  out  and 

out,  to  the  surrounding  shores.  When  you  put  your  sales-message  on 

KDKA,  it  operates  the  same  way.  Its  50.000  watts  reach  out  and  out 

and  out,  taking  in  not  only  Pittsburgh,  the  giant  of  steel,  but  the  2,000 

war-busy  towns  within  its  perimeter.  Reach  the  whole  region  ...  do 

the  whole  job  with  KDKA  .  .  .  simultaneously  and  at  a  single  cost. 

WOWO  •  WGl  •  WBZ  •  WBZA  •  KYW  •  KDKA  •  REPRESENTED  NATIONALLY  BY  NBC  SPOT  SALES 

WESTINGBOUSEfiAOIO  STATIONS  Inc 
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ur  McDonald... 

WJSV's  baseball  broadcaster,  Arch  McDonald,  has  a  manner  with  a 

microphone.  Now  Washington,  D.  C— and  WJSV— have  extra  good  reason 

to  be  proud  of  Arch.  For  nine  years  he's  been  a  city  favorite . . .  and  just 

recently  Sporting  News  named  him  the  nation's  best  baseball  mike-man. 

This  is  not  Arch's  only  blue  ribbon  for  1942.  In  recent  months  he's 

turned  his  unique  announcing  style  to  war-bond  sales— to  the  tune  of  $300,000 

worth.  And  that  means  bonds  bought  and  paid  for... not  just  pledges. 

Arch  McDonald  is  not  the  only  WJSV  prize-winner,  either.  Such  stars 

as  Bob  Trout^  Arthur  Godfrey,  Larry  Elliot,  Warren  Sweeney,  Hugh  Conover, 

were  also  born  and  bred  of  our  special  taste  for  talent.  It's  popular  personal- 

ities like  these— backed  by  adept  programming— who  give  extra  selling 

punch  to  WJSV's  50,000  watts  of  power  in  this  wealthiest  per-capita  market. 

WJSV *  WASHINGTON'S  50,000  WATT  STATION 

Owned  and  operated  by  Columbia  Broadcasting  System.  Represented  nationally  by  Radio  M 

Sales  with  offices  in  New  York,  Chicago,  Los  Angeles,  St.  Louis,  San  Francisco,  Charlotte  \$ 



Peabody  Awards  Will  Provide 

New  Prizes,  Deadline  Dec.  15 

NBC  Picks  Miller 

For  New  War  Post 

Bertha  Brainard  to  Assist  In 

Program  Department 
WILLIAM  BURKE  MILLER, 
NBC  Eastern  program  manager, 
has  been  appointed  to  the  newly- 
created  position  of  war  program 
manager  by  C.  L.  Menser,  NBC 
vice-president  in  charge  of  pro- 

Mr.  Miller  Miss  Brainard 

grams,  who  also  stated  that 
Bertha  Brainard,  NBC  manager  of 
program  and  talent  sales,  will 
serve  as  Mr.  Miller's  assistant  in 
the  program  department.  Both  Miss 
Brainard  and  Mr.  Miller  will  con- 

tinue in  their  present  capacities 
with  the  network. 

Mr.  Miller  will  serve  as  liaison 
in  his  new  assignment  between  pro- 

gram department  and  the  various 
offices  of  the  Government,  and  will 
have  under  his  jurisdiction  all 
matters  concerning  the  program- 

ming of  NBC's  war  activities.  With 
NBC  since  1927,  Mr.  Miller  created 

the  network's  first  special  events 
department,  and  has  also  served  as 
NBC  night  manager  and  director 
of  talks.  His  promotion  to  Eastern 
program  manager  was  announced 
earlier  this  year. 

With  NBC  since  its  formation  in 
1926  and  in  the  radio  industry 
since  1922,  Miss  Brainard  was  for- 

merly commercial  program  man- 
ager and  later  NBC  manager  of 

program  sales. 

Navy  Day  Plans 
FIRST  wartime  celebration  of 
Navy  Day  Oct.  27  is  being  ob- 

served with  special  programs  on 
NBC,  Mutual  and  the  BLUE  the 
two  days  prior  to  that  date.  Last 
Sunday,  NBC  presented  an  hour 
program  consisting  of  20  separate 
pickups  from  ships  at  sea,  naval 
battle  stations  and  other  secret 
locations  around  the  world  where 
the  Navy  is  in  action.  The  Oct.  26 
program  of  Cavalcade  of  Arnerica 
on  NBC  will  be  dedicated  to  Navy 
Day  with  an  original  drama  "In 
The  Best  Tradition,"  starrinq; 
Orson  Welles.  Secretary  of  the 
Navy  Frank  Knox  and  Admiral 
Ernest  J.  King  spoke  on  Mutual 
Oct.  27  from  Navy  Day  dinners 
in  New  York  and  Chicago,  and  the 
BLUE  broadcast  talks  by  Rear 
Admiral  John  Downes  and  Ad- 

miral Wm.  D.  Leahy  from  the 
Chicago  and  Washington  dinners 
that  evening. 

KARRY  WOOD,  singinfr  star  of  the 
CBS  Hit  Parade,  and  "Treasury 
Troubadour"  of  the  Treasury  Dept.'s War  P.ond  drive,  on  Oct.  24  left  on  a 
tour  of  principal  cities  in  Canada  on 
behalf  of  the  Dominion's  "Victory 
Bond"  campaign. 

DEADLINE  for  1942  George 
Foster  Peabody  Radio  Award  ap- 

plications will  be  Dec.  15,  the 
NAB  announced  last  week.  At  the 
same  time  it  disclosed  two  new 

classifications  for  this  year's 
awards — one  each  to  local  and  re- 

gional stations.  The  1942  awards 
will  be  announced  in  April,  1943. 

Reacting  to  resentment  which 
arose  last  year  when  networks  re- 

ceived most  of  the  citations,  the 
Advisory  Committee  has  estab- 

lished an  award  for  the  program 
or  series  by  a  regional  station 
"which  made  an  outstanding  con- 

tribution to  the  welfare  of  the 

community  the  station  serves".  A similar  award  will  be  made  to  a 
local  station. 

Four  other  Peabody  prizes,  re- 
tained from  the  two  previous 

years,  are  for  outstanding  report- 
ing of  news;  entertainment  in 

drama;  entertainment  in  music; 
outstanding  educational  programs. 
The  prizes  are  awarded  by  the 
Henry  W.  Grady  School  of  Jour- 

nalism of  the  U  of  Georgia,  in  co- 
operation with  the  NAB. 

Who  May  Submit  Entries 

Entries  may  be  submitted  by  in- 
dividual stations,  networks,  radio 

editors  of  newspapers  and  maga- 
zines, listener  groups  or  any  per- 

son or  organization  wishing  to 
nominate  a  program.  The  board 
will  not  be  restricted  to  entries, 
however,  in  making  the  awards. 

According  to  the  instructions 
issued  by  the  NAB,  entries  must 
be  sent  to  the  Henry  W.  Grady 
School  of  Journalism,  U  of  Georgia, 
by  Dec.  15.  Forms  are  available 
at  NAB  headquarters,  Washing- 

ton, or  at  the  university.  One 
transcription  may  accompany  an entry. 

Peabody  Awards  were  first  made 
in  1941  for  the  year  1940.  Winners 
are  picked  by  the  advisory  com- 

mittee composed  of  Bruce  Barton, 

BBDO;  John  H.  Benson,  AAAA; 
Dr.  Ralph  Casey,  director,  U  of 
Minnesota  School  of  Journalism; 
Jonathan  Daniels,  editor  Raleigh 
News  and  Observer;  Mark  Eth- 
ridge,  general  manager,  Louis- 

ville Courier -J our yial  and  Times; 
James  H.  Jackson,  literary  editor, 
San  Francisco  Chronicle;  Walde- 
mar  Kaempffert,  science  editor. 
New  York  Times;  Alfred  A. 
Knopf,  publisher;  Edward  Weeks, 
editor,  Atlantic  Monthly;  Mrs. 
Beatrice  Sawyer  Rossell;  Dr.  I. 
Keith  Tyler,  director  of  evalua- 

tion of  school  broadcasts,  Ohio 
State  U;  Mrs.  Marjorie  Peabody 
Waite,  daughter  of  George  Foster Peabody. 

Awards  in  the  Past 

Awards  were  established  by  Mr. 
Peabody,  a  successful  New  York 
banker,  who  gave  much  of  his 
money  for  education  and  social 
enterprises.  Previous  winners 
were: 

1940,  CBS;  WLW,  Cincinnati; 
WGAR,  Cleveland;  KFRU,  Col- 

umbia, Mo. 
1941,  Alfred  Wallenstein,  MBS; 

NBC's  U  of  Chicago  Round  Table 
of  the  Air;  Sandra  Michael  and 
John  B.  Gibbs,  Against  the  Storm; 
Norman  Corwin's  The  Bill  of 
Rights;  with  special  awards  to 
Cecil  B  rown,  CBS,  and  to  the  in- 

ternational shortwave  broadcasters 
as  a  whole. 

Sterling  Revamped 
TO  MAKE  POSSIBLE  a  trans- 

formation of  Sterling  Products 
Inc.,  Wilmington,  Del.,  from  a 
"holding"  to  an  operating  com- 

pany, a  meeting  of  the  company's stockholders  voted  recently  to 

change  the  company's  name  to 
Sterling  Drug  Inc.  Sterling's  many well-known  brand  names  will  be 
retained,  and  advertising  programs 
remain  unaflrected.  The  Sterling 
name  may  appear  for  the  first 
time  on  packages. 

MGM  TO  USE  SPOTS 

FOR  mw  PICTURE 

METRO  -  GOLDWYN  -  MAYER, 
No"'  v^ri^^  line  with  a  policy  of 
expanding  its  radio  advertising, 
will  use  an  extensive  schedule  of 
syot  announcements  in  November, 
in  connection  with  the  national  re- 

lease of  "For  Me  &  My  Gal". 
Announcements  will  be  placed  on 

a  varying  number  of  stations  in 
50  key  cities,  with  additional  spots 
placed  by  local  distributors  in smaller  communities  where  the 
picture  opens.  National  campaign 
follows  a  local  New  York  drive, 
completed  this  week,  which  in- 

cluded spots  on  WMCA  WOR  and 
WJZ,  and  a  five-weekly  live  inter- 

view program  on  WHN,  New 
York. 

MGM  will  also  experiment  vwth 
a  platter  program  thrice-weekly 
on  WGN,  Chicago,  in  behalf  of 
"White  Cargo,"  for  a  13-week 

period,  in  connection  with  the  film's premiere  in  that  city.  If  success- 
ful, a  similar  program,  using  re- 

corded music  by  name  bands,  will 
be  used  nationally. 

MGM  radio  plans  are  the  most 
extensive  in  its  history,  accord- 

ing to  a  company  spokesman. 
Donahue  &  Coe,  New  York,  handles 
the  account. 

Cranberry  Firm  Opens 

Drive   on    19  Stations 

ANNUAL  pre-christmas  campaign 
of  the  American  Cranberry  Ex- 

change, New  York,  got  under  way 
Oct.  11,  with  a  schedule  calling  for 
one-minute  announcements,  and 
participations  on  home  economics 
programs  from  two  to  three  times 
weekly  on  19  stations. 
Wartime  ways  to  cook  fresh 

cranberries  using  any  one  of  three 
sugar-saving  substitutes,  are 
stressed  in  the  commercials.  An- 

nouncements, on  behalf  of  Eatmor 
Cranberries,  are  starting  on  vary- 

ing dates,  on  KLS  WFBR  KSO 
WMT  WNAX  KLZ  WIRE  KWTO 
KGGF  KFAL  KSTP  KOAM 
KFBD  KMMS  KBUR  WDMJ 
CFRB  WMBH  CJOR.  Radio  is 
being  used  in  conjunction  with  ap- 

proximately 2  0  0  newspapers. 
BBDO,  New  York,  handles  the  ac- count. 

Kolynos  Placement 
KOLYNOS  Co.,  Jersey  City,  which 
recently  appointed  Joseph  Jacobs 
Jewish  Market  Organization  to 
handle  advertising  for  its  tooth- 
powder  in  the  Jewish  field,  on  Oct. 
19  started  a  twice-weekly  quarter- 
hour  program  on  WEVD,  New 
York,  featuring  Menashe  Oppen- 
heim  as  the  Doctor  of  Mirth  & 
Song.  No  further  radio  in  this 
special  market  has  been  planned 
as  yet. 

WLW  Hearing  Nov.  26 
POSTPONEMENT  until  Nov.  26 
on  the  Commission's  motion  was 
announced  Oct.  19,  day  when  hear- 

ings were  set  on  the  application  of 
WLW,  Cincinnati,  for  an  increase 
of  power  to  500,000  watts,  until 
local  sunset,  and  50,000  watts 

night,  using  the  transmitter  of  ex- 
perimental station  W8X0. 

SHARE-THE-RIDE  partners  are  star  and  agency  producer  of  the 
weekly  BLUE  program,  In  Person,  Dinah  Shore.  With  gas  rationing- 
just  around  the  corner,  duo  solves  gas  and  tire  problem  with  this 
two-seated  midget  racer.  Co-workers  on  the  series,  sponsored  by 
Bristol-Myers  Co.  (Mum),  are  Miss  Shore  and  Bill  Lawrence,  Holly- 

wood producer  of  Pedlar  &  Ryan  Inc.,  agency  servicing  the  account. 
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David 

David  Is  Appointed 

As  FCC  Realigns 

Legal  Department 
War  Work  Gets  Attention; 
Plotkin,  Harris  Named 
RESHUFFLING  of  the  FCC  legal 
department,  to  give  special  em- 

phasis to  agencies  dealing  with  war 
problems  and  to  fill  vacancies  re- 

sulting from  the 
loss  of  key  execu- 

tives, was  com- 
pleted last  Fri- 

day with  promo- 
tion of  three 

members  of  the 
division. 
Nathan  H. 

David,  former  as- 
sistant to  Chair- 

man Fly  and  more 
recently  principal 

attorney  in  charge  of  legal  war  ac- 
tivities, was  appointed  assistant 

general  counsel  in  charge  of  the 
War  Problems  Division.  He  has 
headed  this  division  since  he  re- 

turned to  the  FCC  in  February 
after  a  special  assignment  as  radio 
liaison  officer  with  the  old  Office  of 
the  Coordinator  of  Information 
(Donovan  Committee),  now  merged 
into  the  Office  of  War  Information. 

This  appointment,  raising  the 
status  of  the  FCC  special  officer 
for  war  problems,  is  in  line  with 

the  Commission's  efforts  to  place 
special  emphasis  on  meeting  emer- 

gency problems. 

Others  Appointed 

The  Commission  last  Friday  also 
appointed  Harry  M.  Plotkin  as 
chief  of  the  litigation  and  adminis- 

tration division  and  Donald  M. 
Harris  was  named  principal  attor- 

ney. Mr.  Plotkin,  formerly  chief  of 
the  litigation  and  motions  section, 
will  handle  duties  once  adminis- 

tered by  Charles  R.  Denny,  new 
FCC  general  counsel,  while  Mr. 
Harris  fills  a  job  vacated  two 
weeks  ago  when  Rosel  H.  Hyde  be- 

came assistant  general  counsel  in 
charge  of  broadcasting  [BROAD- 

CASTING, Oct,  12,  19]. 

FCC's  legal  department  shakeup 
began  Sept.  23  when  Telford  Tay- 

lor, general  counsel,  resigned  to  go 
on  active  duty  as  a  major  with  the 
Army  Signal  Corps.  A  week  later 
Lucian  A.  Hilmer,  assistant  gen- 

eral counsel  in  charge  of  broad- 
casting, left  for  war  service  with 

the  Board  of  Economic  Warfare. 
Mr.  Denny,  appointed  to  succeed 

Maj.  Taylor,  left  vacant  the  post 
of  assistant  general  counsel  in 
charge  of  litigation  and  adminis- 

tration. This  work  will  now  be  han- 
dled by  Mr.  Plotkin,  Harvard  grad- 
uate who  has  been  in  the  Commis- 

sion's Legal  Division  since  January, 
1940,  originally  as  a  member  and 
later  as  chief  of  the  litigations  and 
motions  section. 

Mr.  Harris,  an  Amherst  and 
Columbia  graduate,  with  FCC 
since  1941,  will  now  be  principal 
attorney,  succeeding  Rosel  Hyde. 

NBC  TOUR  ROMANCE 

To  Crmax  When  Ex-Page 
■  Wins  His  Wings  

AN  NBC  TOUR  last  summer 
started  the  romance  that  will  lead 
to  the  altar  an  Atlanta  girl  who, 
while  on  a  Radio  City  tour,  met 
Larry  W.  Marks,  former  NBC 
page  boy,  now  a  cadet  in  the  Air 
Corps  Training  School  at  San  An- 

tonio. Cadet  Marks  will  marry 
Marjorie  Briggs  when  he  soon  re- 

ceives his  commission  as  flying  of- 
ficer. He  is  co-author  with  Dick 

Charles,  another  page,  of  two  hit 
songs,  "Mad  About  Him,  Sad  With- out Him,  How  Can  I  Be  Glad 
Without  Him  Blues"  and  "No  One 
Ever  Conies  Around  to  My  House." 

OWI  Station  Relations 

Now  Headed  by  Husted 
K.  WALLACE  HUSTED,  former 
general  manager  of  WLOL,  Min- 

neapolis, has  been  named  chief  of 
the  station  relations  division  of  the 

Radio  Bureau 
of  the  Office  of 
War  Informa- 

tion. In  this  ca- 
pacity he  will  be 

charged  with  su- 
pervising and 

t^fe^^^I^    main
taining  close ^^HBh    liaison   with  the 

Nm|^H    17   regional  con- 

I^^^H    sultants  appoint- 
ed recently 

ivi  XT  +  J  [Broadcasting, Mr.  Husted  ^q-^ 
Mr.  Husted  in  an  informal  ses- 

sion Oct.  29  in  Nashville,  will  meet 
with  five  district  consultants  to 
discuss  the  purposes  and  plans  of 
the  station  relations  program.  This 
session  will  precede  the  NAB  dis- 

trict meeting  on  the  following  day 
and  the  five  consultants  expected 
to  attend  are:  Truman  Ward, 
WLAC,  Nashville;  H.  K.  Carpen- 

ter, WHK-WCLE,  Cleveland;  Leo 
Fitzpatrick,  WJR,  Detroit;  Glenn 
T.  Snyder,  WLS,  Chicago;  Merle 
Jones,  KMOX,  St.  Louis.  Others 
attending  the  session  will  be  Doug- 

las Messervey,  assistant  chief  of 
OWI's  Radio  Branch,  and  Carl 
Haverlin,  special  station  relations 
consultant. 

HUDDLED  OVER  a  script  is  the 
trio  which  makes  the  weekly  NBC 
Jack  Benny  Show  tick.  Ninth  con- 

secutive season  was  launched  on 
Oct.  4  under  sponsorship  of  Gen- 

eral Foods  Corp.  (Grapenuts 
Flakes).  Talent-production  combi- 

nation (1  to  r)  includes  Jack  Ben- 
ny, star  of  the  show;  Robert  Welch, 

Hollywood  producer  of  Young  & 
Rubicam;  Walter  Bunker,  NBC 
production  representative. 

Survives  Plane  Crash 

R.  W.  SIDENBERG,  former  re- 
search department  head  at  WHCU, 

Ithaca,  who  enlisted  in  the  Army 
last  December,  is  one  of  the  sur- 

vivors of  the  recent  American  Ex- 
port Lines  ferry  plane  crash  in 

Newfoundland.  He  was  serving  as 
AriKiy  courier  with  the  American 
Embassy  in  London. 

WHITE  IS  ISAMED 

DIRECTOR  OF  BMI 

FRANK  K.  WHITE,  vice-presi- 
dent and  treasurer  of  CBS,  elected 

a  member  of  the  board  of  directors 
of  BMI  at  a  board  meeting  in  New 
York  last  Tuesday.  Mr.  White  re- 

places MelFord  R.  Runyon,  former 
CBS  vice-president  who  is  now  a 
lieutenant-commander  in  the  Na- 

val Reserve,  as  the  CBS  repre- 
sentative on  the  BMI  board. 

Resignation  of  Walter  J.  Damm, 
general  manager  of  WTMJ,  Mil- 

waukee, as  a  board  member  was 
also  announced  by  BMI,  which  said 
that  a  successor  will  be  elected  at 
the  next  board  meeting.  Mr. 
Damm's  resignation  was  caused  by 
pressure  of  business  at  his  station. 

Other  board  members  will  con- 
tinue for  another  year.  They  are: 

Neville  Miller,  president  of  BMI 
and  also  of  NAB;  John  Elmer, 
head  of  WCBM,  Baltimore;  Leon- 

ard Kapner,  manager  of  WCAE, 
Pittsburgh;  Paul  W.  Morency, 
manager  of  WTIC,  Hartford;  Wil- 

liam S.  Hedges,  NBC  vice-presi- dent. 

Bad  Fall  While  Hunting 

Injures  Frank  E.  Hurt 
FRANK  E.  HURT,  owner  of 
KFXD,  Nampa  Ida.,  was  treated 
for  a  serious  leg  injury  that  cut 
short  an  elk  hunt  in  the  rugged 
Luchsa  River  country  of  Northern 
Idaho  last  week.  He  suffered  a  six- 
inch  gash  which  severed  an  artery 
when  he  fell  from  a  log  in  a  high 
canyon.  A  companion  aided  him  in 
the  1%-mile  walk  back  to  the 
camp.  There  Mr.  Hurt  was  con- 

fined for  40  hours  awaiting  arrival 
of  horses  to  take  them  out,  and  then 
had  to  ride  22  miles  on  horseback 
and  300  miles  by  car  to  get  a 
doctor.  He  became  temporarily 
blind  and  fainted  several  times 
from  loss  of  blood  on  the  hike  back 
to  camp,  only  the  presence  of  his 
companion  saving  his  life.  The 
physician  said  last  week  the  leg 
would  be  saved.  The  party  bagged 
three  elk,  a  large  six-point  bull 
shot  by  Mr.  Hurt  being  the  largest. 

Injured  by  Gunshot 
LEW  CROSBY,  Hollywood  an- 

nouncer on  the  four-weekly  BLUE 
Lum  &  Abner,  sponsored  by  Miles 
Labs.  (Alka  Seltzer),  is  in  the  hos- 

pital after  shooting  off  a  big  toe 
while  cleaning  his  gun. 

WFVA  Loses  3  Days 

WFVA,  Fredericksburg,  Va.,  was 
off  the  air  three  days  when  a  46- 
foot  flood  buried  the  local  power- 
plant  Oct.  16-18,  and  cut  off  the 
station's  power  supply.  No  damage 
was  done  either  to  the  transmitter 
or  the  studios. 

Publishers  Using 

Los  Angeles  Time 
Press  Group  Sponsors  Joint 
Circulation  Campaign 

UTILIZING  radio  as  a  circulation 
builder  for  its  member  metropoli- 

tan publications,  Los  Angeles 
Newspaper  Publishers  Assn.,  Los 
Angeles,  on  Oct.  19  started  using 
a  total  of  65  transcribed  announce- 

ments weekly  on  16  stations  in  that 
area. 

List  includes  KFWB  KECA 
KFI  KMPC  KMTR  KRKD  KFVD 
KHJ  KNX  KGFJ  KFAC  KIEV 
KPAS  KWKW  KFOX  KGER.  Con- 

tracts are  for  26  weeks,  with  place- 
ment through  Dan  B.  Miner  Co., 

Los  Angeles.  D.  D.  Durr,  chairman 
of  the  newspaper  publishers  asso- 

ciation, is  also  manager  of  its  ad- 
vertising committee. 

Campaign  Plans 
Los  Angeles  Examiner,  in  a  gen- 

eral promotion  campaign  and  to 
stimulate  reader  interest  in  special 
features,  on  Oct.  8  started  using 
an  average  of  21  transcribed  one- 
minute  announcements  weekly  on 
each  of  15  Southern  California  sta- 

tions, KFAC  KFWB  KFOX  KPAS 
KMTR  KFVD  KWKW  KRKD 
KGER  KPRO  KXO  KPMC  KFMB 
KVOE  KFXM.  Others  will  be 
added  to  the  list.  Contracts  are  for 
13  weeks.  Allied  Adv.  Agencies,  Los 
Angeles,  has  the  account.  Howard 
Esary  is  agency  account  executive. 

Los  Angeles  Times  on  Oct.  19 
started  sponsoring  a  weekly  quar- 

ter-hour dramatic  series.  Eye  Wit- 
ness News,  on  KECA,  that  city. 

Contract,  placed  direct,  is  for  26 
weeks.  Under  a  similar  arrange- 

ment, the  Times  on  Oct.  18  started 
for  26  weeks  a  weekly  quarter- 
hour  news  commentary  featuring 
Dr.  Polyzoides  on  KHJ,  Hollywood. 
Los  Angeles  Daily  Nevrs  sponsors 

the  weekly  half-hour  studio  audi- 
ence participation  Bombardier 

Quiz  on  KHJ,  which  started  Oct.  8 
for  13  weeks. 

FCC  Acts  on  Two  CPs 

SHORTAGE  of  material  and  man- 
power was  the  reason  given  by  the 

FCC  Oct.  21  in  announcing  its  pro- 
posal to  deny  the  application  of 

WERE,  Wilkes-Barre,  Pa.,  for  a 
construction  permit  for  a  satellite 
station  in  Scranton  to  operate 
simultaneously  with  WERE,  using 

100  watts.  FCC  gave  the  same  rea- 
son for  announcing  at  the  time  its 

proposal  to  deny  a  construction  per- mit to  West  Allis  Broadcasting  Co. 
for  a  new  station  in  West  Allis, 
Wis.  to  operate  on  1480  kc.  with 250  watts,  day  only. 

Shreddies  on  Coast 
NATIONAL  BISCUIT  Co.,  Los 
Angeles  (Shreddies),  in  an  eight- 
week  campaign  which  started  Oct. 
19  is  using  daily  transcribed  one- minute  announcements  on  seven 
Pacific  Coast  stations.  List  in- cludes KNX  KHJ  KPO  KJBS 
KQW  KOIN  KIRO.  Agency  is 
Botsford,  Constantine  &  Gardner, 
Los  Angeles. 
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■lERE'S  a  circus  stunt  that  requires  teamwork  from  all  sides  to  do  the  job  per- 
fectly—teamwork between  people,  between  horses,  and  between  horses  and 

people.  In  the  three-ring  circus  of  business  that  is  war-time  Baltimore,  you'll  find 
WCBM  and  the  BLUE  NETWORK  offering  you  excellent  teamwork,  too.  Teamwork 

in  fine  programming,  in  complete  coverage,  and  in  real  economy.  Team  up  with 

WCBM  and  the  BLUE  for  your  most  economical  major  network  buy  in  Baltimore. 

National  Representatives 

SPOT  SALES,  INC. 

^0  New  York  -  Chicago  -  San  Francisco 

John  Elmer,  President 

George  H.  Roeder,  Gen.  Manager 

BALTIMORE'S  BLUE  NETWORK  OUTLET 
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i  Notes  and  Observations  on  British  Radio 

T  ONDON — Advertising  as  we 
hear  it  on  the  air  at  home  isn't 

permitted  on  the  BBC,  which  oper- 
ates very  much  like  a  private  cor- 

poration but  is  a  Government-char- 
tered monopoly  Government-owned. 

This  leaves  the  promotion  field 
pretty  much  to  other  media,  chiefly 
the  newspapers  and  magazines,  es- 

pecially since  the  Nazis  seized  Ra- 
dio Luxembourg,  which  operated 

with  some  200,000  watts  on  the  200 
kc.  longwave  and  which,  along  with 
the  powerful  standard  wave  Radio 
Normandie  in  France,  enjoyed 
enormous  audience  in  the  British 
Isles  before  the  war. 

Both  stations  carried  commercial 

programs,  the  sponsors  being  large- 
ly British  concerns  aiming  their 

advertising  at  the  British  buying 
public.  Especially  on  Sundays, 
when  during  the  regime  of  Sir 
John  Reith  as  BBC  director-gen- 

eral the  schedules  were  noted  for 
their  austerity  and  dullness,  lis- 

teners were  more  inclined  to  tune 
in  Normandie  or  Luxembourg  than 
BBC. 

Like  all  other  radio  stations  in 
conquered  Europe,  both  are  now 
mere  whistling  posts  for  Herr 
Goebbels — and  as  such  enjoy  no 
audience  here  worthy  of  mention. 

They're  seldom  heeded  even  out  of 
curiosity  any  more,  for  if  the  Nazi 
radio  says  anything  worth  repeat- 

ing it  is  well  recognized  that  its 
closely  monitored  utterances  will 
be  quickly  and  faithfully  reported 
by  the  British  radio  and  press. 

What  Newspapers  Look  Like 

IVTEWSPAPERS  in  London  and  in 
other  big  cities  here,  formerly 

as  hefty  and  as  replete  with  news 
features  and  advertising  as  the  big- 

gest American  dailies,  are  now 
down  to  rationed  four,  six,  eight 
or  at  most  10  pages.  Formats  are 
very  much  the  same  as  before  the 
war,  with  emblazoned  headlines 
over  very  abbreviated  news  stories ; 
only  the  news  from  the  major 
fronts  of  the  war,  or  something  like 
the  coal  problem  or  a  debate  in 
Parliament  over  Lord  Strabolgi's 
provocative  article  in  Colliers  on 
British  generalship,  are  reported 
as  fully  as  a  large  American  daily 
would  report  them.  Large  display 
ads  are  conspicuous  by  their  ab- 

sence, for  advertising  space  is  ra- 
tioned even  to  old  customers  like 

department  stores. 
The  newspapers  make  no  bid  for 

additional  circulation  for  the  sim- 
ple reason  that  they  cannot  get 

more  than  fixed  allotments  of  news- 
print. The  hotel  porter  does  you  a 

great  favor  to  deliver  copies  of  the 
Times,  Mail,  Express  or  Standard 
which  usually  are  soon  unavailable 
from  the  newsstands  or  from  the 
relatively  few  newsboys  (always, 
like  cab  drivers,  old  men)  at  rela- 

tively few  corners. 

War  Expansion  of  BBC;  Newspapers 

Still  Profitable;  Effects  of  Blitz 
MARTIN  CODEL,  publisher  of  Broadcasting,  has  just  returned  from  a 
trip  to  the  British  Isles,  specially  authorized  by  British  and  American 
authorities  to  enable  him  to  study  radio  operations  under  wartime  con- 
ditioyis.  He  flew  over  early  in  September  on  a  bomber,  returned  on  a 
transport  plane.  His  cabled  dispatches  were  published  in  preceding  issues. 
This  is  a  roundup  of  other  observations,  passed  by  the  censorship,  which 

he  brought  back  with  him  from  London. 

AMERICAN  FORCES  headquarters  in  London  sees  frequent  parleys 
like  this  by  Gen.  Dwight  (Ike)  Eisenhower,  commanding  general 
of  our  forces  in  the  European  theatre  (center),  with  Lt.  Com.  Harry 
C.  Butcher,  his  Naval  aide  (right),  and  Maj.  Ernest  R.  Lee,  his 
Army  aide.  Com.  Butcher  formerly  was  CBS  Washington  vice-president. 

Kind  of  Advertising 
A  DVERTISING  is  largely 

brand  name  and  institutional 

in  character,  with  the  Government's 
various  ministries  among  the 
largest  buyers  of  space — for  re- 

cruiting, bond  selling,  food  advice, 
fuel  "communiques"  and  the  like. 
Rotated  among  various  advertising 
agencies,  the  Government  advertis- 

ing campaigns  are  handled  like  any 
other  commercial  campaigns — and 
just  as  cleverly  and  effectively. 
Though  seldom  allocated  space 

more  than  2  columns  wide  by  15 
inches  deep,  copy  seems  sprightlier 
and  more  readable  than  it  was  in 
peacetime.  Deft  copy  devices  are 
used  by  commercial  concerns  to 
urge  the  public  to  keep  using  their 
products  while  at  the  same  time 
remarking  that  perhaps  those  prod- 

ucts cannot  be  bought  because  of 

shortages  or  rationing;  "austerity" is  the  term  used  here  to  connote 
the  universal  tightening  of  belts 
caused  by  shortages  and  the  ration- 

ing of  just  about  all  necessities. 

Newspapers  Still  Profitable 

"r|ESPITE  rationed  space  to  ad- vertisers  and  the  inevitably  re- 
duced total  lineage,  which  is  down 

to  about  one-fifth  of  peacetime,  no 
newspapers  have  gone  to  the  wall; 

indeed,  most  if  not  all  of  them  are 
doing  better  financially  than  they 
did  in  the  lush  days  just  preceding 
the  war,  according  to  World  Press 
News,  the  trade  journal  of  the  pub- 

lishing business.  Its  publisher  told 
me  that  advertising  rates  have  gone 
up  some  70%;  that  reduced  news- 

print allotments  and  ceiling  costs 
plus  combined  deliveries  have  cut 
down  a  major  item  of  production 
cost;  that  much  smaller  payrolls 
are  carried  due  to  the  fact  that  so 
many  editorial,  advertising  and 
plant  employes  (more  than  60%  of 
peacetime  averages)  have  been 
called  into  war  services  and  have 
not  been  replaced. 

What  Happens  to  Profits 

l^VEN  SO,  profits  are  at  record 
levels.  Take  the  case  of  Lord 

Beavei'brook's  London  Daily  Ex- 
press, which  with  its  daily  circula- 

tion of  more  than  2,500,000  is  one 
of  the  most  widely  circulated  news- 

papers in  the  world.  Its  report  on 
what  happened  to  earnings  points 
up  a  corporate  example  to  our  own 
radio  and  newspaper  businesses, 
now  that  our  tax  bill  has  been 
passed  and  President  Roosevelt  has 
undertaken  to  limit  spendable  in- 

come to  $25,000  for  any  single  indi- 
vidual. (Here  all  corporate  profits 

over  a  fixed  amount  are  taken  over 

by  the  Government,  with  some  re- 
bates due  to  be  given  after  the 

war;  a  man  earning  $5,000  a  year 

pays  at  least  $2,000  personal  in- 
come tax;  and  it  takes  personal  in- 

comes into  seven  figures  to  earn  the 
maximum  allowed  net  income  of 
around  $28,000 — so  that  many, 
many  people  are  living  on  capital.) 

London  Express  Newspaper  Ltd., 
publisher  of  the  Daily  Express, 
Sunday  Express  and  Standard,  re- 

porting on  its  earnings  for  the  year 
ended  last  June  30,  frankly  told 
its  readers  in  an  editorial  the  other 
day  where  those  earnings  went. 
The  year's  profits,  after  providing 
for  taxation,  depreciation  etc.,  were 
about  $710,000,  which  was  about 
$4,000  more  than  the  preceding 
year.  This  $710,000  was  left  after 
taxes  amounting  to  $2,260,000. 
A  final  dividend  of  2%%  on  Ordi- 

nary A  shares  was  recommended,! 

making  the  year's  rate  5%. 
Inasmuch  as  the  company  is 

closely  held  and  the  personal  tax 
rates  of  the  shareholders  can  be 
calculated,  the  Express  told  its 
readers  that  after  taxation  of  the 
payments  made  to  the  Ordinary 
shareholders  they  would  receive  a 
net  income  of  about  $28,000  from 
the  enterprise.  The  shareholders 
thus  were  left  a  spendable  income 

of  $28,000  out  of  more  than  $700,- 
000  of  net  profits ! 

"What  is  the  chief  need  of  capi- 
talization?" asked  the  newspaper  in 

its  editorial,  and  answered  it  with, 
"To  sustain  the  Government  and 

pay  for  the  war." 
Such  enormous  taxation  is  taken 

as  a  matter  of  course  here;  no 

squawks,  no  regrets.  We've  seen 
nothing  yet  at  home  to  compare — but  we  probably  will. 

Paying  for  Broadcasting 
"DRITISH  newspapers,  having  no 

stake  in  radio  as  so  many  have 

at  home,  take  freauent  occasions  to 

needle  the  BBC,  just  as  our  news- 
papers used  to  do — playing  up  the 

ills  or  errors  of  radio,  the  attacks 

upon  it  in  Parliament  (where  a  lot 
of  newspaper  proprietors  sit  as 
members  of  Commons  or  Lords) 

and  the  expenditures  for  the  broad- 
casting structure.  That  has  died 

down  recently,  however,  for  BBC's finances  are  no  longer  made  public 
due  to  the  large  sums  spent  on  its 

war  services,  notablv  its  well-geared international  broadcasts. 
Certainly  the  10  shillings  ($2) 

tax  collected  last  year  from  the 

8,625,579  license-paying  radio  set 

owners  (many  still  don't  pay  and 
are  quarries  of  frequent  collection 
drives  that  often  lead  to  court 
prosecutions)  do  not  begin  to  pay 
for  the  enormously  expanded  BBC 
structure,  now  employing  some 

12,000  persons  as  against  only 
about  2,000  before  the  war. 

Compare  this  with  our  own  Amer- ican industry's  fulltime  payroll  of 
about  25,000  (exclusive  of  artists 
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and  musicians)  in  our  network  or- 
ganizations and  our  nearly  900 

more  or  less  individually-owned 
stations — and  remember  that  all 
the  British  Isles  don't  embrace  as 
much  area  as  New  York  State. 

In  Many  Tongues 

'T'HE  GROWTH  of  BBC  is  a  war- 
time phenomenon  and  the  size  of 

its  staff  is  not  surprising  when  you 
consider  the  European  Service  and 
the  Overseas  Service  with  their 
separate  vast  staffs  of  executives, 
newsmen,  translators,  announcers, 
program  builders,  engineers  etc. 
They  broadcast  in  just  about  every 
tongue — in  English,  in  all  the  Euro- 

pean and  most  of  the  Asiatic  lan- 
guages, and  even  in  the  strange 

jargon  Afrikaans. 
Moreover,  the  wartime  expansion 

has  required  the  use  of  at  least  25 
office  buildings  scattered  over  Lon- 

don, not  to  mention  the  dozen  re- 
gional and  sub-regional  studio  set- 

ups in  the  provinces,  all  with  their 
own  staffs.  The  expansion  and  lo- 

cation of  plant  structure  and  engi- 
neering personnel  is,  of  course,  a 

closely  guarded  secret  for  obvious 
reasons. 

Two  Domestic  Systems 

/BRIEFLY,  however,  the  BBC's 
service,  so  far  as  the  ordinary 

listener  is  concerned,  is  domestic. 
Since  the  war,  the  old  national  and 
regional  structures,  the  latter  per- 

mitting regionalized  broadcasting 
comparable  somewhat  to  that  done 
by  our  own  regional  stations,  have 
been  replaced  by  two  networks  that 
are  entirely  national.  One  is  called 
the  Home  Service,  and  its  programs, 
broadcast  to  the  whole  country  on 
three  standard  waves  and  one 
shortwave  (locations  and  powers 
of  stations  unmentionable) ,  are 
intended  primarily  for  the  audi- 

ence in  the  British  Isles. 
The  other  is  called  the  Forces 

Service  and  is  carried  on  two 
standard  waves  and  one  shortwave. 
It  was  initially  designed  for  the 
British  forces  then  in  continental 
Europe,  and  it  carried  the  bulk  of 
the  lighter  stuff,  the  message-from- 
home  programs  and  the  like. 

Since  Dunkirk,  the  nomenclature 
has  not  been  changed,  though  ac- 

tually the  two  networks  now  give 
the  listener  a  choice  of  two  pro- 

grams, except  for  the  fixed  news 
periods  at  7,  8,  1,  6,  9  and  midnight 
which  are  piped  simultaneously 
over  both.  Occasionally,  also,  other 
programs,  such  as  a  momentous 
speech,  will  be  carried  on  both  net- 

works, and  more  than  often  a  pro- 
gram highly  popular  on  one  will 

be  repeated  within  the  week  on  the 
other. 

The  British  Program  Day 
'T'HERE  IS  REALLY  little  dif- 

ference between  the  two  net- 
works, except  that  it  might  be  said 

that  the  Forces  wavelengths  gen- 
erally carry  the  more  popular  fea- 

tures, the  Home  Service  the  heavier 
stuff — just  as  NBC  used  to  dump 
its  talks  and  other  sustainers  onto 
the  BLUE  before  their  separation 
into  two  different  entities.  Neither 

MR.  R.  W.  FOOT SIR  CECIL  GRAVES 

JOINT  DIRECTORS-GENERAL  OF  BBC,  responsible  to  a  board  of 
seven  governors  who  have  appointive  powers  over  their  positions  and 
those  of  BBC's  seven  so-called  controllers  or  heads  of  divisions,  are 
Sir  Cecil  Graves  and  R.  W.  Foot.  Two  of  the  governors  are  members 
of  Parliament  and  Parliament  appoints  the  governors.  The  joint 
setup  is  a  wartime  expedient,  with  Sir  Cecil,  a  former  Army  officer, 
concentrating  on  programs  and  Mr.  Foot,  former  general  manager 
of  Britain's  Gas  Light  &  Coke  Co.,  working  on  the  administrative  end. 

network  carries  a  streamlined  pro- 
gram balance  such  as  we  expect 

from  our  competitive  chains;  they 
don't  try  to  compete  for  audience 
(which  might  be  a  good  thing),  so 
that  one  will  appeal  to  one  seg- 

ment of  listeners  while  another  ap- 
peals to  another.  The  staffs  are  not 

separate  at  all. 
This  is  a  typical  day's  program 

listing  (for  Monday,  Oct.  5),  as 
reprinted  exactly  from  the  London 
Times,  which  carries  them  perhaps 
a  bit  more  completely  than  do  the 
other  more  tight-spaced  dailies; 
none,  incidentally,  attempts  to  give 
radio  programs  the  easy-to-read 
up-and-down  listings  American 
dailies  carry,  which  largely  ac- 

counts for  the  more  than  2,600,000 
circulation  of  BBC's  enormously 
profitable  weekly  Radio  Times: 

HOME  SERVICE 
203.5m.,  393.1m.,  449.1m.,  and  49.34m. 
[1474  kc,  763  kc,  668  kc,  6080  kc] 

7  a.m..  Time  ;  News.  7.15,  Records.  7.30, 
Physical  Exercises.  7.50,  Records.  7.55, 
Morning  prayers.  8,  News.  8.15,  The 
Kitchen  Front.  8.20,  Records.  9,  London 
Studio  Players.  9.30,  Talk  on  life  in  Scot- 

land. 9.45,  Cecil  Chadwick  (organ).  10.5, 
Schools.  10.15,  Service.  10.30,  Coventry 
Hippodrome  Orchestra.  11,  Schools.  12.20, 
B.B.C.  Orchestra. 

1,  News;  postscript  (recordings).  1.30, 
Records.  1.50,  Schools.  3.10,  B.B.C.  Sing- 

ers. 3.30,  Orchestre  Montmartre.  4,  Rec- 
ords. 4.30,  Freda  Townson  (contralto).  4.50, 

Records.  5,  News  and  a  talk  in  Welsh. 
5.20,  Children's  Hour. 6,  News  and  announcements ;  Scottish 
News-summary.  6.30,  News  in  Norwegian. 
6.45,  Moiseiwitsch  piano  recital.  7.15,  I'll Be  Back  ;  play  by  Allan  Jeayes.  7.35,  West- 

minster and  Beyond ;  a  talk.  8,  Monday 
Night  at  Eight.  9.  Big  Ben  ;  Minute  for  Re- 

flection ;  News.  9.20,  Professional  Portrait 
— Miner ;  talk  by  Harry  Williams.  10.5, 
Menges  String  Quartet.  10.45,  News  in 
Gaelic.  10.50,  Maurice  Winnick  and  his 
Orchestra.  11.35,  A  reading.  11.40,  Denise 
Lassimonne    (piano).    12,  News. 

PROGRAMME  FOR  THE  FORCES 
342.1m,  296.1m.,  and  49.86m. 
[877  kc,  1013  kc,  6017  kc] 

6.30  a.m..  Records.   7,  News.  7.15,  Rec- 
ords. 8,  News.  8.15,  Records.  9,  Home  Serv- 
ice.   9.45,    Cecil    Chadwick     (organ).  10, 

B.B.C.  Revue  Orchestra.  10.30,  Home  Serv- 
ice. 11,  R.A.F.  Station  Dance  Band.  11.40, 

Ernest  Leggett  and  the  Continental  Play- 

ers. 12.10,  Sandy  Macpherson  (organ). 
12.30,  E.N.S.A.  concert.  1,  News.  1.15, 
Sylvia  Marriott  (songs).  1.30,  Miscellany, 
produced  by  Leslie  Bridgmont.  2,  Records. 
2.30,  Derby  Borough  Police  Band.  3,  Eric 
Winstone  and  his  Band.  3.30,  Home  Serv- 

ice. 4.30,  Carroll  Gibbons  and  the  Boy 
Friends.  5,  Small  Change  (recording). 
5.15,  Programme  for  members  of  anti-air- 

craft and  balloon  barrage  units.  6,  News 
and  announcements ;  Scottish  news-sum- 

mary. 6.30,  Weekly  news-reel  for  Canadian Forces.  7,  Interlude.  7.5,  Programme  for 
members  of  the  U.  S.  Forces.  7.35,  Jack 
Payne  with  his  Orchestra.  8.20,  B.B.C. 
Northern  Orchestra.  9,  Big  Ben ;  Minute 
for  Reflection ;  News.  9.20,  Baseball  from 
U.S.A.  9.35,  Dance-Band  Championship. 
10.5,  Sandy  Macpherson  (organ).  10.30-11, 
Primo  Scala's  Accordion  Band. 

The  Program  Structure 
'T'HE  FOREGOING  listing  is 

typical  of  the  British  domestic 
broadcasting  day,  and  the  program 
titles  are  generally  self-explana- 

tory. Note  the  large  number  of 

record  periods,  which  refer  only  to 
programs  using  recordings,  largely 
of  American  orchestras  and  so- 

loists. Transcribed  programs,  pre- 
pared specially  for  broadcasting, 

are  not  listed  as  such  but  they  are 
numerous,  and  no  effort  is  made 
to  deceive  the  audience  into  think- 

ing they  are  actually  live  studios 
shows. 

Note  also  the  news  and  talks  in 
Welsh,  the  Scottish  news  summary, 
the  news  in  Norwegian  and  news 
in  Gaelic — on  the  Home  Service; 
the  weekly  newsreel  for  the  Ca- 

nadian forces,  the  7:05  p.m.  night- 
ly program  for  the  U.  S.  forces  (a 

sports  summary  by  young  Sgt.  Bill 
Carey,  of  Chicago,  working  for  the 
weekly  doughboys'  newspaper  Stars 
&  Stripes,  published  here)  and  the 
baseball  from  U.S.A.  (a  direct  re- 
broadcast  from  New  York  of  the 
day's  World  Series  summary)  — on 
the  Forces  Service. 

It  is  easy  to  see  that  such  pro- 
grams will  appeal  to  only  a  small 

fraction  of  the  residents  here — in 
the  case  of  news  in  Norwegian  to 

perhaps  a  mere  handful,  if  any — 
but  the  Home  and  Forces  wave- 

lengths are  just  about  the  only 
ones  available  for  these  specialized 

jobs  and  the  home  audience  is  sac- rificed for  them.  At  first  such  shows 
as  Command  Performance,  not 
carried  on  our  domestic  stations  or 
networks  but  designed  primarily 
for  shortwave  transmission  to  our 
boys  all  over  the  world,  and  Bob 
Hope  and  Jack  Benny  were  intend- 

ed primarily  for  the  forces — but 
they  have  proved  so  popular  with 
the  British  audience  that  they  are 

actually  highlights  of  the  day's listening  in  many  a  British  home. 

Listeners  Are  Critical 

JTPON  VISITING  British  homes and  talking  with  many  Britons, 
one  observes  that  they  seem  in- 

clined to  be  even  more  critical  of 

BBC  programs  than  American  lis- 
teners are  of  their  own — and  that's 

saying  a  lot.  For  what  American 

BRAINS  BEHIND  BRITAIN'S  highly  efficient  European  Service,  which 
broadcasts  in  more  than  a  score  of  languages  on  multiple  wavelengths 
around  the  clock  to  thousands  in  Europe  who  risk  their  lives  to  listen, 
are  I.  A.  Kirkpatrick,  controller  of  the  European  Service  (left),  and 
Noel  Newsome,  his  deputy  (center),  the  latter  a  recent  visitor  to 
America  to  arrange  for  fuller  collaboration  with  our  radio  authorities. 
Mr.  Kirkpatrick,  a  diplomat  formerly  in  the  Berlin  embassy  for  Great 
Britain,  is  the  man  who  identified  Rudolf  Hess  after  the  deputy  Nazi 
fuehrer  landed  by  parachute  in  Scotland.  They  are  here  shown  with 
R.  W.  Foot,  joint  BBC  director-general,  at  a  recent  art  exhibit  of 
paintings  by  BBC  staff  members. 
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listener  hasn't  a  pet  peeve  of  one 
sort  or  another  against  radio,  and 
where  will  you  find  anyone  at  home 
who  will  hesitate  at  the  drop  of  a 
hat  to  express  his  free  opinion 
about  any  or  all  programs? 

There  isn't  much  inclination  to- 
ward advertising  by  radio  for  the 

simple  reason  that,  except  for  the 
former  broadcasts  from  Luxem- 

bourg and  Normandie,  they  haven't 
had  many  tastes  of  it.  Commercial 
broadcasting  isn't  an  issue  here 
and  isn't  likely  to  be  for  a  long 
time  to  come,  if  ever;  probably 
never,  if  the  newspaper  proprie- 

tors, after  the  war,  continue  to 
sway  the  enormous  influence  they 
do  now. 

The  complaints  heard  are  largely 

against  the  dullness  of  BBC's  aver- 
age output.  In  fairness  it  must  be 

said  that  since  the  advent  of  Sir 
Cecil  Graves  as  joint  director-gen- 

eral, and  with  BBC  maintaining 
offices  in  the  United  States  and 
constantly  sending  emissaries  to 
America  to  study  our  radio  meth- 

ods, a  real  effort  is  being  made  to 
increase  the  popularity  of  the 
schedules  by  giving  listeners  more 
and  more  in  the  way  of  real  enter- 
tainment. 

'Mr.  Smith'  Speaks  His  Mind 
AT  THE  CABLE  office  where 

these  dispatches  were  filed,  the 
branch  manager,  after  reading  the 
first  of  them,  asked  whether  this 
reporter  would  like  to  have  a  can- 

did opinion  from  "Mr.  Smith,  Lon- 
doner," as  he  styled  himself.  Now 

this  is  a  free  country  and  every- 
one says  what  he  darn  well  pleases 

,  (in  Hyde  Park,  anyone  can  still  let 
off  steam  on  any  subject — and  does, 
even  in  these  war  days),  and  these 

opinions  may  be  just  this  chap's own.  But  he  wrote  them  out  as  fol- 
lows and  said  he  hoped  they  would 

be  published   somewhere,  so  they 

NOW  IT'S  'RADIOGENIC 

British  Adopt  Term  for 

 Microphone  Trait  

THE  BRITISH  have  an  uncom- 
monly good  word  for  that  nebulous 

thing  which  we  here  call  "radio 
personality".  The  word  is  radio- 

genic. By  common  consent.  Presi- dent Roosevelt  and  Winston 
Churchill,  utterly  different  in  their 
microphone  manner,  seem  to  be  re- 

garded as  the  most  radiogenic 
broadcasters  in  the  world. 

Both  are  great  orators  whose 
every  word  is  eagerly  awaited  by 
the  radio  audiences  of  both  nations, 
if  not  of  the  world.  Both  have  a 
remarkable  "radio  sense"  which 
keeps  them  from  overdoing  their 
broadcasts;  neither  will  speak  on 
the  air  except  after  long  intervals 
of  silence  for  the  good  and  suf- 

ficient reason  that  it  is  excellent 
psychology  not  to  be  heard  too 
often. 

Undoubtedly  their  high  offices 
have  a  lot  to  do  with  the  eager 
heed  accorded  all  their  broad- 

casts, but  the  experts  agree  that 
even  if  they  weren't  leaders  of 
world  powers  during  a  great  crisis, 
they  would  always  command  vast 
audiences  by  reason  of  the  fact 
that  they  both  possess  that  intangi- 

ble quality  called  radiogenic. 

are  here  printed  for  whatever  they 
may  be  worth: 
"BBC  during  peacetime  suffered 

by  the  fact  of  its  being  a  monopoly. 
Its  position  toward  the  listener 
was  expressed  when  one  official,  in 
his  official  capacity,  actually  said 
'The  public  is  going  to  get  what 
we  choose  to  give  them,  not  what 
they  want.'  That  was  a  nice  state 
of  affairs,  especially  when  you  were 
forced  to  pay  ten  shillings  per  year 
to  listen  to  utter  tripe,  and  if  you 
did  not  pay  your  license  fee  you 
were  pinched.  I  used  to  pay  just 

THE  'BRAINS  TRUST'  is  England's  counterpart  of  our  Information 
Please,  but  the  British  version  is  more  discursive  and  treats  with  such 
relatively  abstruse  questions  (in  profound  but  witty  manner)  as 
How  do  you  explain  the  mystery  of  size?  Why  can't  there  be  men  as small  as  mice,  and  mice  as  large  as  men?  or  By  what  arguments  may 
man  be  concluded  superior  to  women? 

Guests  are  invited  on  the  weekly  panel,  which  is  repeated  from 
transcriptions  so  that  those  who  might  miss  the  Tuesday  night  broad- 

cast can  hear  it  Sunday  afternoon.  This  is  a  typical  panel  (1  to  r)  : 
Com.  A.  B.  Campbell,  retired  Navy  officer  who  like  John  Keiran 
knows  a  little  about  lots  of  things,  especially  nature  study,  and  is  a 
regular;  Dr.  Malcolm  Sargent,  a  savant  appearing  as  guest;  Donald 
McCullough,  the  Clifton  Fadiman  of  the  show,  called  the  Question 
Master;  Lt.  Com.  Thomas  Woodroofe,  guest;  Howard  Thomas,  pro- 

ducer of  the  show;  Prof.  C.  E.  M.  Joad,  London  University  professor 
who  knows  and  can  talk  a  lot  about  everything  and  who  is  also  a 
regular.  Weekly  guests  include  outstanding  British  personalities  and 
occasionally  an  American  like  Quentin  Reynolds. 

for  the  privilege  of  listening  to 
foreign  broadcasts,  never  listened 
to  London  if  possible  to  avoid  it, 
except  for  its  news  bulletins. 

"Sunday  radio  in  pre-war  Brit- 
ain was  lousy.  It  was  church  ser- 

mons all  day  or  miserable  talks  no- 
body wanted  to  hear.  So  we  lis- 

tended  mostly  to  Europe,  especial- 
ly to  Luxembourg  and  Normandie 

and  Paris  and  Holland  even  with 
their  advertising.  I  am  willing  to 
bet  50  pounds  that  not  one  in  a 
thousand  listened  to  pre-war  Sun- 

day broadcasts  of  BBC,  and  week- 
days weren't  much  better  though 

there  were  some  slight  variations 
when  they  put  on  some  passable 
pi'ograms. 

"Generally  speaking,  BBC  treat- 
ed the  public  like  a  lot  of  kids.  One 

great  feature  of  BBC,  however, 
which  commanded  the  respect  of  all 
classes,  was  its  news.  Then  as  now 
it  gave  us  straight  uncolored  news. 
They  have  no  ax  to  grind  for  par- 

ticular readers.  You  hear  people 

still  say  they  don't  believe  what 
they  read  in  the  papers  but  they 
will  wait  for  the  BBC  news  bulle- 

tins to  get  the  truth. 
"You  know  what  you  hear  on  the 

BBC  are  carefully  checked  facts, 
even  now  in  wartime.  If  BBC  says 
a  thing  is  right  it  is  right.  That 
gives  the  public  confidence. 

"Today  BBC  is  also  doing  well 
entertaining  our  bored  troops  and 
weary  war  workers  and  is  putting 
over  home  consumption  propa- 

ganda such  as  urging  the  public  to 
use  less  fuel.  Until  after  the  war 

the  public  won't  realize  the  vitally 
important  work  presently  being 

carried  out  by  BBC's  various  for- 
eign service  broadcasts  and  its 

propaganda  in  dozens  of  lan- 

guages." 

This  chap,  who  constantly  con- 
tacts foreign  correspondents,  was 

one  of  the  very  few  who  told  me 

he  would  welcome  "publicity"  pro- 
grams, as  he  called  advertising 

sponsorship,  but  he  was  one  of 
many  who  asserted  he  would  like 
to  see  competition  introduced  here 
after  the  war.  Otherwise,  he  added, 
BBC  officials  might  return  to  the 
old  attitude  of  giving  the  public 
what  they  think  it  should  have 
rather  than  what  it  wants. 

When  the  Blitz  Struck 

TgROADCASTING  House,  the 
magnificent  shell-within-a-shell 

home  of  BBC  in  Portland  Place, 
came  through  the  1940  blitz  with 
only  one  direct  hit,  though  its 
facade  is  blistered  with  shrapnel 
marks  from  bombs  that  wrought 
havoc  in  the  immediate  neighbor- 
hood. 

This  is  the  same  section  from 
which  NBC  was  forced  to  vacate 
bombed  premises  twice,  one  of  the 
bombings  causing  severe  injuries 
to  Fred  Bate,  now  in  charge  of 
NBC's  international  services  in 
New  York.  CBS  moved  three  times. 
Both  still  have  their  offices  in  the 
same  section,  however,  for  they 
must  necessarily  be  nearby  so  that 
their  reporters  can  negotiate  the 
blackout   to   the    studios   on  the 

SGT.  BILL  CAREY  goes  before  the 
BBC  mikes  every  evening  at  7  to 
broadcast  five  minutes  of  sporting 
news,  including  interviews  with 
noted  athletes  now  with  the  forces, 
to  our  vast  army  of  troops  in  the 
British  Isles.  Though  he  is  neither 
a  former  broadcaster  nor  a  news- 

paperman, this  Chicago  lad  has  an 
extremely  pleasing  radio  style 
which  should  assure  him  a  good 

job  on  anyone's  station  after  the war.  He  is  attached  to  the  Stars  & 
Stripes,  weekly  newspaper  of  the 
doughboys  published  in  London 
and  edited  by  Maj.  E.  M.  Lewellyn, 
former  Seattle  advertising  agency 
owner  well-known  as  a  former 
buyer  of  time  in  the  Northwest. 

double-quick  at  all  hours  of  the 

night.  Midnight  here  is  7  o'clock  in the  evening  in  New  York,  it  must 
be  remembered. 

Direct  Hit  Killed  Seven 
'T'HE  BOMB  that  hit  Broadcast- 

ing  House  came  in  slantwise, 
landed  on  the  fourth  flour  and  ex- 

ploded, after  some  minutes,  in  the 
music  library,  killing  seven  persons, 

injuring  others  and  blowing  sev- 
eral floors  of  the  inner  shells  into 

a  shambles.  But  you  would  scarce- 
ly know  it  today,  for  an  amazingly 

clean  repair  job  has  been  done. 
Now  the  former  gleaming  white 
structure  is  camouflaged  a  dull 
color  and  would  be  a  difficult  tar- 

get indeed  for  an  enemy  bomber. 
The  wonder  of  it  was  that  the  Nazi 
dive  bombers  failed  to  hit  it  more 
often  during  the  horrible  days  of 
fall  and  winter  1940,  for  it  stood 
out  so  strikingly  in  its  area. 

Nearby  are  many  vast  cavities 
where  once  stood  fashionable  ho- 

tels and  apartment  buildings. 
Across  the  street,  thoroughly  gut- 

ted and  now  mere  shells  of  their 
once  proud  glory,  are  Queens  Hall, 
where  BBC  formerly  staged  its 

musical  shows,  and  St.  George's Hall,  where  all  BBC  variety  shows 

were  staged  before  invited  audi- ences. These  were  both  ancient  and 
honorable  theaters  whose  passing 
was  mourned  by  all  Londoners. 

Today  BBC,  in  addition  to  oper- 
ating from  some  25  office  and  stu- 

dio buildings  all  over  London,  also 
uses  three  other  theaters  and  one 

former  giant  skating  rink  for  stu- 
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where  the  water's 

Sales  are  where  you  find  them  and  they're  being  found  in  greater 
volume  than  ever  before  in  the  resource -rich  area  of  East  Texas, 

North  Louisiana  and  South  Arkansas.  That's  why  alert  advertisers 
are  buying  KWKH  for  dominant  coverage  of  this  rich  oil  and  gas 

market  ...  a  market  with  30,000  producing  oil  wells  and  more 

than  300  million  dollars  of  war  construction.  KWKH  stands  in  the 

heart  of  the  area  .  .  .  holds  an  influential  hand  on  the  purse-strings 

of  more  than  300,000  radio  families.* 

*CBS  sets  net  daytime  circulation  at 
313,000  radio  homes;  net  night- 

time at  425,000 

Member  South-Central  Quality  Network 
Ask  Branhom  Company  for  details 



British  Imitation  of  'Army  Hour^  Seen 
As  London  Asks  for  Format  of  Program 

dios.  Their  names  and  locations  are 
secret,  and  the  stages  in  several  of 
them  are  underground  and  reason- 

ably safe  from  bombs.  In  one  of 
them  I  visited,  a  famous  theater 

'     of  the  Victorian  era  where  some  of 

{[    Britain's  most  famous  Thespians <i    once  trod  the  boards,  the  Royal 
I    Box  is  now  a  control  room  and  the 

star's  dressing  room  is  an  office 
$    for   producers,   scriptwriters  and 
f  secretaries. 
^  Audience  shows  are  now  rare, 
1^  though  the  seats  are  still  there.  All 
I  over  the  place,  so  it  seemed,  were 
f  cots  and  double-deckers  where  the 
?  staff  slept  during  the  blitz  and 
p.  where  some  now  sleep  occasionally 
f|  rather  than  attempt  to  go  home  in 
'    the  suburbs  during  blackouts. 

Not  a  single  moment  of  broad- 
cast time  was  lost  by  BBC  during 

the  blitz,  not  even  when  nearby 

'•;     buildings  shook  and  microphones 
I    often    seemed   near   the  blasting 

i point  from  the
  noise. 

BBC's  System  of  ̂ Dispersal' 

I  ̂ NE  IMPORTANT  new  broad- 
I  ̂   cast  method  that  grew  out  of 
t'  the  blitz  experience  is  what  BBC 
I  calls  its  "dispersal"  system.  Va- 
V  riety  troupes  and  performers 

I  (vaudeville)  do  their  shows  from 
P  Somewhere  in  Wales;  symphonic 

music  and  religious  programs  are 
piped  from  a  South  Midlands  town; 

I  educational  and  children's  pro- I  grams  are  staged  in  Bristol.  There 

I  is  also  the  extensive  foreign  moni- 
k  toring  service,  located  in  a  remote 
I  spot  in  the  West  Midlands. 
I--  (For  some  unaccountable  reason, 
i  the  censorship  permits  naming  the 
I  Bristol  location,  but  not  the  others.) 
l_  During  an  average  week  the 
■'■  BBC's  secret  Variety  Valley,  as  it 

has  been  called,  will  present  two 
,  dozen  or  more  programs  on  the 
I  Home  and  Forces  wavelengths.  The 
ff.  reason  for  getting  the  ai'tist  away 
I  from  London  is  obvious;  the  show 
*■  must  go  on,  from  one  place  or  an- 
I  other,  come  what  may.  BBC  in- 
I  tends  to  maintain  its  record  of  los- 
?  ing  no  time  on  the  air  due  to  bomb- 
I  ings. 
I       The  townsfolk  at  these  dispersal 

I    points  love  it,  for  they  are  wel- 
I    comed  as  audiences.  Forced  to  live 

in  propinquity  for  weeks  at  a  time, 
tempermental  artists  often  get  into 
one  another's  hair,  and  are  fre- 

quently the  despair  of  the  BBC 
t    managers.  But  the  scheme  works 
I    well  if  the  performers  can  secure 
I    leave  to  go  to  London  often  enough. 
I       These  dispersal  points  are  in  ad- 
S    dition  to  BBC's  regular  regional 
f.    studios  and  offices  at  Birmingham, 

Bristol,    Manchester,  Edinburgh, 
Glasgow,  Cardiff  and  Belfast,  all 

,     of  them  manned  by  full  staffs,  and 
!(    its  sub-regional  offices  with  smaller 
S    staffs  at   Plymouth,  Carmarthen, 
t    Bangor,  Aberdeen  and  Newcastle. 

i      Equipment,  Girl  Operators 
TEASE-LEND  material  from 

America  is  evident  all  over  the 

BBC's  plants.  Most  of  the  record- 
ing apparatus  is  of  American 

make.  The  engineers  are  vitally  im- 
portant men  in  this  wartime  setup. 

But  they  talk  very  little,  for  their 

ESTABLISHMENT  of  a  radio 
branch  in  the  public  relations  de- 

partment of  the  British  Army  and 
production  of  an  English  equiva- 

lent of  the  Army  Hour  is  under 
consideration,  according  to  advices 
received  here. 

Lt.  A.  M.  Wharfield,  former  re- 
search specialist  with  C.  E.  Hooper 

now  on  the  public  relations  staff 
of  the  Army  in  London,  in  charge 
of  radio,  reported  last  week  to 
Lt.  Col.  E.  M.  Kirby,  in  charge 

of  the  Army's  Radio  Branch 
that  British  staff  officers  had  dis- 

cussed with  him  the  creation  of 
such  a  department.  Emphasis  was 
placed  upon  production  of  an  Eng- 

lish A7-my  Hour  to  be  shortwaved 
to  the  far-flung  forces  of  the  em- 

pire. Sample  scripts  and  an  explana- 
tion of  the  modus  operandi  of  the 

Hour  have  been  provided  the  Brit- 
ish staff,  along  with  data  with  re- 

spect to  the  Radio  Branch  func- 
tions. The  Army  Hour,  now  in  its 

22d  week,  is  rated  as  the  dominant 
daytime  program  of  the  week.  It 
has  a  Hooper  rating  of  between  8 
and  9,  and,  it  is  estimated,  costs 
approximately  half  a  million  dol- 

lars at  regular  costs  for  one  year's 
presentation. 

Lt.  Wharfield  reported  that  the 

British  plans  in  general  "will  par- allel those  of  our  radio  branch 
and  among  other  things  they  hope 
to  develop  an  English  equivalent 
of  the  Army  Hour. 

"Apparently  their  whole  staff  is 
much  impressed  with  the  success  of 
the  Army  Hour  and  are  eager  to 
know  its  formula.  I  have  told  them 
what  I  could  about  it,  but  they 
have  asked  for  any  descriptive  ma- 

terial which  may  have  been  re- 
leased on  the  program." 

In  the  22  weeks  since  the  Army 
Hour  began  on  NBC,  there  have 
been  a  total  of  1200  telephone  calls 
and  2000  long-distance  teletype 
messages.  There  have  been  87  do- 

mestic pickups  and  33  foreign. 
Extensive  use  of  teletype  and 

operations,  especially  at  the  trans- 
mitters, are  perhaps  the  most  se- 

cretive of  all — quite  properly  so. 
As  in  America,  they  have  been 
called  into  military  service  by  the 
hundreds  and  it  isn't  easy  to  get 
deferments  for  them  even  though 
radio  is  better  recognized  as  an 
arm  of  warfare  here  than  at  home. 
Between  400  and  500  women 

operators,  all  put  through  a  special 
BBC  school,  are  employed  at  the 
controls  and  girls  have  been  found 
especially  adept  at  recording  work. 
Radio  operators  licenses  are  not 
required  by  the  British  Government 
for  work  in  studio  control  rooms  or 
transmitters. 

Radio  Monitoring  Service 

QBSCURE  but  none  the  less  im- ^  portant — and  a  monument  to 
FCC  Chairman  Fly's  foresight  in 
establishing  it,  along  with  the  ex- 

cellent service  he  has  set  up  in  the 

OUR  WAR  DEPT.,  the  OWI  and 
Judge  Landis  all  lent  their  coopera- 

tion to  BBC  in  broadcasting  direct 
commentaries  from  New  York  or 
St.  Louis  each  afternoon  after  the 
recent  world  series  (early  evening 
in  England)  so  our  troops  could 
get  the  news.  Bill  Nevrton,  NBC 
special  events,  was  in  charge  of  the 
broadcasts,  in  which  even  British 
listeners  evinced  great  interest.  In 
the  BBC  booth  at  the  games  were 
Mel  Allen  (holding  mike) ;  Roy 
Lockwood,  BBC  producer  (center) ; 
Don  Dunphy,  who  did  the  commen- 

taries and  introduced  such  guests 
as  Hank  Greenberg,  Bob  Considine, 
Bill  Corum,  Red  Barber  and  others. 
This  special  service  within  a  few 
minutes  after  each  game  was  in 
line  with  policy  of  Sir  Cecil 
Graves,  joint  director-general,  to 
"give  American  listeners  and  par- 

ticularly those  in  uniform,  what 
they  want  to  hear  while  in  Britain." 

telephone  is  required  because  of 
the  careful  planning  entailed  in 
the  program  and  to  avoid  revela- 

tion of  military  secrets.  The  pro- 
gram is  regarded  by  the  War  De- 

partment as  a  "military  mission". 
Pickups  have  been  made  from 
every  continent  and  the  more  impor- 

tant United  Nation  headquarters. 

United  States — is  the  London  office 
of  the  Federal  Broadcasting  Intel- 

ligence Service,  the  monitoring  arm 
of  the  FCC.  It  is  headed  by  Peter 
Rhodes,  former  UP  war  corre- 

spondent, and  its  compact  but  effi- 
cient news  staff  includes  Dwight 

Mallon,  formerly  a  newscaster  on 
WKRC,  Cincinnati. 

Because  BBC's  monitoring  serv- 
ice is  so  extensive,  doing  a  far  bet- 
ter job  of  covering  Europe's  wave- 

lengths than  we  possibly  could,  the 
FCC's  job  here  is  largely  liaison 
and  news  processing.  It  gets  BBC's 
full  reports,  running  into  a  million 
or  more  words  a  day,  plus  all  the 
news  ticker  services,  and  it  pre- 

pares a  summary  report  for  the 
proper  American  authorities  here 
and  in  Washington.  This  news 
service  is  one  of  the  best  extant, 
and  obviously  most  important. 

BBC  through  the  Ministry  of  In- 

formation daily  makes  available  to 
newscasters  and  accredited  foreign 
correspondents  a  summary  of  its 
daily  monitoring  report,  which  is 
replete  with  newsworthy  items  and 
background  information  as  culled 
from  the  broadcasts  picked  up  by 
its  big  West  Midlands  listening 
post.  No  effort  is  made  to  doctor 
the  Nazi  and  other  broadcasts 
heard;  they  are  just  as  faithfully 
reported  as  other  news. 

This  gold-mine  of  material,  none 
of  it  containing  data  of  value  to 
the  enemy,  who  put  it  out,  and  little 
of  it  dangerous  to  security,  might 
well  be  made  available,  along  with 

summaries  of  the  FCC's  own  moni- 
tor pickups,  to  the  American  radio 

and  press.  It  would  round  out  the 
world  picture  for  our  newscasters 
and  commentators,  let  alone  our 
columnists,  and  there  is  no  earthly 
reason  why  either  FCC  or  OWI 
should  continue  to  hold  it  secret. 

OCCUPIED  NATIONS 

TO  CLEAR  PROGRAMS 

TO  COORDINATE  the  American 
radio  activities  of  occupied  coun- 

tries. International  Radio  Rela- tions has  been  formed  with  New 
York  offices  in  the  General  Motors 

Bldg.,  1775  Broadway.  Announce- ment was  made  last  week  by  Henri 
Milo,  member  of  the  executive 
committee  of  France  Forever,  who 
serves  as  legation  relations  direc- tor of  the  new  group,  charged  with 
field  work  and  contact  between  sta- 

tions and  official  legations  of  the 
countries  involved. 

Coordinating  director  in  the 
New  York  office,  is  H.  Emory  Ellis, 
who  has  received  leave  of  absence 
for  the  duration  from  WAAT, 
Newark,  where  he  served  as  pro- 

gram director,  having  previously 
been  radio  director  of  Klinger 
Adv.,  New  York. 

Official  members  of  the  organi- 
zation are  the  exiled  governments 

of  Axis-held  countries,  as  distinct 
from  the  United  Nations,  includ- 

ing Fighting  France,  Netherlands, 
Czechoslovakia,  Belgium,  Poland 
and  Greece.  China,  Denmark  and 
Luxembourg  will  join  shortly. 
With  the  primary  purpose  of 

stimulating  American  sympathy 
towards  countries  invaded  by  the 
Nazis,  the  IRR  will  serve  as  a 

clearing  house  for  news  of  "under- 
ground" activities,  interviews  with 

prominent  foreign  personalities, 
and  other  program  material  which 
might  further  an  understanding  of 
the  occupied  countries.  The  IRR 
itself  solicits  no  funds  and  is  not 
concerned  with  commercial  time. 

Defense  Disc  Planned 
AS  PART  of  an  educational  campaign, 
transcriptions  dramatizing  activities 
of  a  defense  industry  family,  will  be 
cut  in  Hollywood  and  distributed  to 
approximately  400  Defense  Councils 
nationally,  according  to  Ralph  Block, 
assistant  regional  director  of  civilian 
defense.  Ninth  Area  San  Francisco. 
In  charge  of  the  division  of  advice  and 
counsel,  he  was  in  Hollywood  in  mid- October  to  conclude  program  details 
during  a  series  of  conferences  with 
American  Federation  of  Radio  Artists. 
Radio  Writers'  Guild  and  Hollywood 
Victory  Committee. 
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from  our  fighting  men 

.  .  •  delivered  on  every  front  by  Western  Electric  equipment 

'Get  the  message  through!' is  the  tradition  of  men 

in  the  Signal  Corps.  More 
than  5,500  of  them  are 
from  the  Bell  System. 

OUT  of  peace-time  telephone  making 

come  war-time  telephones  like  these. 

On  every  front,  they  keep  the  armed  forces 

in  contact. 

In  the  air,  on  land  and  water  and  under 

the  sea,  they  give  commanders  control  of 

operations  .  .  .  multiply  the  effectiveness 

of  every  fighter. 

Like  the  men  who  use  them,  they  are 

tough  and  dependable.  They  come  from 

Western  Electric,  for  60  years  manufac- 

turer for  the  Bell  System. 

Western  Etectric 

ARSENAL   OF  COMMUNICATIONS^ 



Harry  Butcher  Shortwaves  Greetings 

To  WJSV  On  Its  Tenth  Anniversary- photograph  on  page  20 

Ed  Remembers 

ED  MURROW,  CBS  London 
commentator,  on  a  recent 
shortwave  program,  ap- 

pealed to  his  countrymen  to 
support  the  Community  and 
War  Chest  campaigns  in 
America.  Then  native  Tar 
Heels  from  Greensboro,  N. 
C,  Murrow's  home  town, 
straightened  in  their  chairs 
as  they  heard  him  add  that 
his  sponsors  would  turn  over 
his  entire  fee  to  the  Greens- 

boro Community  and  War Chest. 

and    to    world-wide    and  lasting 

FCC  REJECTS  WNYC 

FULLTIME  REQUEST 
PROLONGED  consideration  of 
the  application  of  WNYC,  New 
York,  for  permission  to  operate 
fulltime  on  830  kc,  ended  Oct. 
21  when  the  FCC  denied  the  re- 

quest of  the  municipally-owned 
station,  thus  preserving  the  clear 
channel  now  occupied  by  WCCO, 
CBS-owned   Minneapolis  outlet. 

In  the  coursp  of  proceedings,  the 
FCC  issued  proposed  findings  and 
conclusions  last  Feb.  11,  reject- 

ing the  request  on  grounds  th^t  it 
would  interfere  with  WCCO's  sec- 

ondary area.  Commissioner  George 
H.  Payne  dissented,  declaring  that 
WNYC  would  not  interfere  with 
WCCO  in  Minneapolis  and  Minne- 
sota. 

Mayor  LaGuardia  personally  ap- 
pealed for  the  extension  in  oper- 
ating time.  Last  week's  order, 

however,  makes  the  earlier  find- 
ings and  conclusions  final.  Com- 

missioners Payne  and  Walker  dis- 
sented. 

GREETINGS  via  shortwave  from 
its  best-known  alumnus,  now  sta- 

tioned 3,000  miles  away  in  Lon- 
don, were  a  highlight  of  the  spe- 
cial program  WJSV,  Washington, 

presented  last  Tuesday,  on  the  oc- 
casion of  its  tenth  anniversary  as 

a  CBS  affiliate.  The  speaker  was 
Harry  C.  Butcher,  former  CBS 
Washington  vice-president,  who 
was  WJiSV's  general  manager  at 
the  time  it  joined  CBS  and  now, 
as  a  lieutenant  commander  in  the 
Navy,  is  aide  to  Gen.  Dwight 
Eisenhower,  commander  of  Ameri- 

can Forces  in  the  European 
Theatre. 

Recalls  Old  Times 

With  Bob  Trout,  now  London 
correspondent  for  CBS  and  also  an 
alumnus   of  WJSV,  he  reviewed 

old  times  at  the  Washington  sta- 
tion and  extended  greetings  to 

his  family  and  friends  across  the 
Atlantic.  He  said: 
"Many  things  have  happened 

since  that  night  ten  years  ago, 
not  only  in  radio  but  in  the  world. 
When  that  switch  was  thrown  to 

join  the  new  WJSV  to  the  Colum- bia network  little  did  we  know 
that  the  network  and  the  station 
would  carry  such  news  of  world 
events  as  have  transpired.  Now 
we  must  hope  and  work  and  fight 
so  that  the  future  news  of  World 
War  II  will  become  more  favor- 

able, so  that  some  day  of  some 
year,  you  will  be  privileged  to 
hear  over  your  radios  that  all  of 
us,  by  doing  whatever  we  can, 
wherever  we  are,  will  have  brought 
the  war  to  a  successful  conclusion 

peace. 

"Over  here  everyone  is  keeping 
everlastingly  at  the  job  and,  judg- 

ing from  the  news  from  America, 
you  are,  too.  Our  40-hour  week  is 
more  like  a  40-hour  half-week, 
but  our  satisfaction  is  our  real  pay. 
Gen.  Eisenhower,  as  the  command- 

ing general  of  the  European 
theatre,  has  had  no  days  and  few 
hours  oflf  for  so  long  that  he 
wouldn't  know  what  to  do  with  a 
free  day  if  he  had  it. 

"Over  here  we  have  been  treated 
with  the  utmost  hospitality  by  the 
British.  The  American  forces  in 
the  British  Isles  constitute  the 
greatest  invasion  these  Isles  have 
ever  undergone — but  it  is  one  of 
good  neighborliness. 
"When  Americans  reach  that 

pitch  of  sacrifice,  hard  work  and 
perseverance  consistently  and 
quietly  practiced  by  the  British, 
then  we  really  will  be  hitting  our 
stride.  After  all,  there  is  nothing 
wrong  with  us  that  a  good  victory 

won't  cure." The  program  was  presided  over 
by  A.  D.  Willard  Jr.,  general  man- 

ager of  WJSV,  who  was  sales 
manager  of  the  station  in  1932  and 
whose  voice  was  the  first  to  be 
heard  over  the  station  during  the 
dedication  ceremonies  then.  Other 
WJSV  alumni  taking  part  in  the 
commemorative  program  were 
John  Charles  Daly,  former  WJSV 
announcer,  now  chief  CBS  special 
events  announcer  out  of  New  York, 
and  former  WJSV  Announcers 

Warren  Sweeney  and  Hugh  Con- 
over,  both  stationed  at  New  York. 

George  B.  Longan 
GEORGE  B.  LONGAN,  63,  presi- 

dent and  general  manager  of  the 
employe-owhed  Kansas  City  Star, 
operating  WDAF,  died  of  a  heart 
ailment  Oct.  16  in  Kansas  City.  He 
was  one  of  the  prime  movers  in  the 
establishment  and  direction  of 
WDAF  whose  manager,  H.  Deane 
Fitzer,  is  one  of  the  employe  group 

which  pooled  resources  and  pur- chased the  Star  and  its  station  in 
1926  from  the  estate  of  William 
Rockhill  Nelson.  Mr.  Longan 
started  wdth  the  Star  as  a  $4-a- 
week  reporter.  He  was  also  a  direc- tor of  the  Associated  Press. 

SPECIAL  AP  radio  wire  of  Press 
Assn.,  New  York,  has  been  acquired 
recently  by  WSUI,  Iowa  City.,  KSD, 
St.  Louis;  KVOO,  Tulsa;  WGH. 
Norfolk  ;  KMC,  Tacoma ;  WOT,  Iowa 
City. 

area  right  now  are  scorinq  I  —  
heavily. 

Business  was  never  better  in  the  rich  Nashville  market.  On 

WSIX,  with  its  5,000-watt  power  and  980-kilocycle  frequency,  you 
hit  this  market  with  a  medium  that  delivers  the  punch  of  proven 

popularity. 

For  availabilities,  wire  the  station  or 

SPOT  SALES,  INC.,  NATIONAL  REPRESENTATIVE 

5000 

WATTS 
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»'V£  BEEN  SOLD  ON  USING  THE 

AIR  TO  KEEP  A  TERRITORY 

UNDER  CONTROL  EVER  SINCE 

MY  OLD  BOSS  BEGAN  USING 

THE  COWLES  STATIONS 

SURE -THEY'VE  GOT  THE  AIR- 

POWER  AND  THE  SELLING- 

POWER  THAT  MAKES  IT  EASIER 

TO  REACH  AN  OBJECTIVE 

THEY  SERVE  OVER  6,000,000 

PEOPLE  -  IN  A  HIGH-INCOME 

AREA  THAT  PRACTICALLY 

LIVES  BY  RADIO 

CP5
 

PEOPLE  YOU  CAN  REACH 

AT  LOW  GROUP  RATES  -  AS 

LOW  AS  $61.50  FOR  A 

DAYTIME  QUARTER- HOUR 

WMTim?^  KSO CEDAR    RAPIDS    •   WATERLOO  THE  ^^PF  PES  MOINES 

COIVLES 

KRNT  WNAX 

KSO 

DES  MOINES 

DES  MOINES 
REPRESENTED  BV 

.  THE  KATZ  AGENCY SIOUX   CITY   •  YANKTON 
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New  Protest  Seen 

On  XEAW  Activity 
Collins  Station  on  1050  kc, 
Still  Violates  Treaty 

FOLLOWING  its  successful  pro- 
test against  operation  of  the  Mexi- 

can-border station  XEAW  on  1010 
ke.  [Broadcasting,  Oct.  5],  the 
State  Dept.  last  week,  upon  being 
advised  that  the  Carr  Collins  sa- 
tion  had  shifted  to  1050  kc.  in- 

stead of  the  Treaty-authorized 
1570  kc.  assigned  to  Mexico,  pre- 

pared to  file  another  formal  pro- 
test with  the  Mexican  Government. 

Operating  on  1050  kc,  the  station, 
located  at  Reynosa,  is  reported  to 
be  causing  serious  interference  ■■n 
this  country  in  violation  of  the 
Havana  Treaty,  notably  to  the 
50,000-watt  WHN,  New  York. 

The  reason  why  Mexico  per- 
mitted XEAW  to  shift  to  1050 

kc.  is  obscure,  inasmuch  as  that 
channel  had  been  assigned  to  XEG, 
Monterrey,  said  to  be  controlled 
by  Junco  de  la  Vega,  editor  of  the 
Monterrey  El  Sol,  in  addition  to 
being  used  by  WHN.  No  reports 
have  been  received  as  to  the  effect 
of  the  new  operation  on  XEG. 

Vacated  1010  kc. 

Previous  reports  were  to  the 
effect  that  XEAW,  authorized  to 
use  100,000  watts  but  believed  to 
be  using  lesser  power,  had  been 
required  to  vacate  1010  kc,  which 
the  FCC  has  assigned  to  KLRA, 
Little  Rock.  The  Mexican  Minis- 

try of  Communications  was  said 
to  have  voiced  no  objection  to  its 
operation  on  1570  kc,  but  Mr. 
Collins,  head  of  Crazy  Water  Crys- 

tals Co.,  Mineral  Wells,  Tex., 
worked  feverishly  to  avoid  use  of 
that  frequency  because  it  did  not 
have  the  coverage  possibilities  of 
frequencies  lower  in  the  broadcast 
band. 
When  Mr.  Collins  came  to  Wash- 

ington to  consult  with  FCC  and 
State  Dept.  officials  in  an  effort 
to  secure  their  approval  to  use 
of  a  lower  frequency,  they  gave 
him  no  comfort  whatever.  On  the 
contrary,  they  entered  vigorous 
protest  gainst  his  projected  shift 
to  1010  kc  since  that  frequency 
is  designated  as  a  Canadian  I-A 
with  Cuba  having  a  secondary 
outlet  on  it  and  this  country  hav- 

ing assigned  KLRA  to  it  as  a 
Class  II  outlet  under  the  Treaty. 

The  State  Dept.,  it  is  understood, 
insists  that  XEAW's  operation  on 
1050  kc.  violates  the  Havana 
Treaty  on  not  less  than  five  points. 

Florida  Citrus  Budget 
SPOT  RADIO  will  be  included  in 
media  to  be  used  this  season  by 
Florida  Citrus  Commission,  Lake- 

land, Fla.,  which  has  announced  an 
advertising  appropriation  of  more 
than  $1,000,000  for  its  record- 
breaking  crop  of  oranges,  grape- 

fruit and  tangerines.  No  details 
have  been  worked  out  as  yet  for  the 
radio  campaign,  according  to 
Blackett-Sample-Hummert,  New 
York,  agency  in  charge. 

GOSSIPING  ABOUT  Betty  Lou,  the  imaginary  youngster  on  the  weekly 
NBC  Tommy  Riggs  &  Betty  Lou  program,  sponsored  by  Lever  Bros. 
(Swan  soap),  are  star  of  the  program  and  these  Hollywood  agency 
officials.  Confabbers  (1  to  r)  are  Glenhall  Taylor  and  Tom  Harrington, 
Hollywood  manager  and  vice-president  in  charge  of  radio,  respectively, 
of  Young  &  Rubicam,  servicing  the  account;  Tommy  Riggs,  featured  on 
the  show,  and  Al  Scalpone,  in  charge  of  commercial  copy  for  that  agency. 

BUCKNELL  U  TURNS  TO  RADIO 

Time  Paid  For  by  Three  Radio-Minded  Trustees 

 To  Dramatize  Campus  Life  

WITH  its  third  broadcast,  Inter- 
American  Youth  For  Victory, 
aired  Oct.  17,  1:35-2  p.m.,  on  Mut- 

ual, Bucknell  U  of  Lewisburg,  Pa., 
takes  its  place  among  the  more 
progressive  institutions  of  higher 
learning  in  its  use  of  radio. 

Though  the  university  is  not  new 
to  the  air — having  broadcast  vari- 

ous special  events  programs  over 
major  New  York  and  Philadelphia 
stations  in  recent  years — it  started 
something  new  this  year  with 
dramatizations  of  university  life 
via  radio  presented  by  the  faculty 
and  students  in  time  bought  and 

paid  for  by  three  "radio-minded" 
members  of  the  university's  board of  trustees. 

Started  in  Spring 

The  first  of  these  broadcasts  was 
carried  by  WOR,  New  York,  lo- 

cally, on  April  26  of  this  year. 
Titled  Bucknell  Goes  to  War,  it 
carried  to  New  York  alumni  as 
well  as  to  the  metropolitan  listen- 

ing public  news  of  how  the  univer- 
sity campus  had  geared  itself  to 

wartime  conditions  through  thor- 
oughly-organized civilian  defense 

activities,  through  the  voluntary 
curtailment  of  about  one-half  of 
former  student  activities  in  order 
to  concentrate  on  war  work,  and 
through  participation  in  the  physi- 

cal fitness  program. 
When  Bucknell  adopted  the  new 

"war-accelerated"  course  plan  now 
in  effect  at  a  majority  of  colleges 
and  universities,  another  half-hour 
program  was  broadcast  July  19, 
1942,  on  KYW,  Philadelphia,  and 
KDKA,  Pittsburgh.  This  broadcast 
dramatized  the  accelerated  term 
which  cuts  the  three-month  sum- 

mer vacation  dowTi  to  a  few  weeks 
and  substitutes  a  summer  term 
from  June  through  September,  thus 
increasing  the  time  of  the  regular 
college  course  from  six  months  to 
one  year. 

So  far  as  the  records  show,  Buck- 
nell is  the  only  university  in  the 

United  States  to  interpret  and  ex- 

plain this  important  new  educa- 
tional development  and  its  rela- 

tion to  the  war  effort  by  means  of  a 
radio  program.  This  same  broad- 

cast also  treated  student  participa- 
tion in  the  war  effort  and  paid  a 

tribute  to  Bucknell  men  in  the 
armed  services,  including  Edward 
M.  Miller,  first  Bucknell  alumnus 
to  die  in  action  in  World  War  II. 

Federal  Cooperation 

An  Inter-American  Conference, 
held  on  the  Bucknell  campus  Oct. 
23-26  with  cooperation  of  the  Office 
of  the  Coordinator  of  Inter-Ameri- 

can Affairs,  furnished  the  occasion 
of  the  Oct.  17  broadcast.  The  pro- 

gram presented  wartime  university 
life  in  this  country  as  seen  through 
the  eyes  of  a  South  American  girl 
on  the  Bucknell  campus. 

Scripts  for  all  three  broadcasts 
were  written  for  the  university  by 
Anita  Grannis,  publicity  director 
of  the  Edward  L.  Wertheim 
Agency,  New  York,  which  handles 
the  Bucknell  account. 

Well  Satisfied 

Moving  spirits  behind  Buck- 
nell's  use  of  radio  are  said  to  be 
Dr.  Arnaud  C.  Marts,  president, 
and  Lee  Francis  Lybarger  Jr., 
alumni  secretary  of  the  university. 
Dr.  Marts  was  one  of  the  founders 
of  Marts  &  Lundy,  New  York  firm 
which  specializes  in  fund-raising 
campaigns  for  colleges,  universities, 
churches  and  other  educational  and 

philanthropic  institutions.  Lybar- 
ger in  his  promotional  work  for 

Bucknell  makes  constant  use  of 
transcriptions,  color  printing  and 
motion  pictures  of  college  life,  two 
of  which  were  requested  by  the 
State  Department  for  use  in 
Chilean  and  Argentinian  colleges  to 
give  young  Sudamericanos  an  idea 
of  what  goes  on  in  North  American 
educational  institutions. 

Bucknell  officials  express  as  be- 
ing well-satisfied  with  the  results 

of  their  paid  radio  programs. 
Bucknell  makes  a  feature  of  its 

FCC  OKAYS  SALE 

OF  THREE  OUTLETS 
TRANSFERS  of  three  Southern 
stations  were  approved  Oct.  20 
when  the  FCC  acted  favorably  on 
applications  of  KPAB,  Laredo, 
Tex.;  WJZM,  Clarksville,  Tenn.; 
WMSL,  Decatur,  Ala. 
KPAB  was  sold  by  Mervel  M. 

Valentine,  electrical  engineer, 
president  and  owner  since  the  li- 

cense was  granted  Feb.  9,  1938  to 
the  Laredo  Broadcasting  Co.  for 
$14,500  and  assumption  of  out- 

standing debts.  The  new  licensee 
company  is  composed  of  Howard 
W.  Davis  and  W.  W.  McAllister, 
partners  in  KMAC,  San  Antonio, 
as  president  and  secretary-treas- 

urer, respectively,  and  J.  K.  Ber- 
etta,  San  Antonio  and  Laredo 
banker,  as  vice-president.  A  second 
application  of  the  Laredo  Broad- 

casting Co.  for  a  new  station  with 
the  same  facilities  was  dismissed. 
The  Commission  authorized 

transfer  of  WJZM,  Clarksville, 
Tenn.,  for  the  second  time  this 
year.  Under  this  deal,  Roland 
Hughes,  who  acquired  the  station 
from  William  and  Violet  Hudson 

June  8,  1942,  sells  to  William  Klee- 
man,  local  Coco  Cola  executive,  for 
$25,000,  part  in  cash  and  part  in 
assumption  of  notes  held  by  the 
Hudsons. 

The  third  decision  allowed  ac- 
quisition of  WMSL  by  the  Mutual 

Savings  Life  Insurance  Co.,  De- 
catur, Ala.,  previously  holder  of 

26%%  of  the  stock.  The  insurance 
company  purchased  for  $4,000  a 
40%  interest  held  by  Clarence  J. 
Calhoun  Jr.,  one  of  the  group 
leasing  WGST,  Atlanta.  Ownership 
of  WMSL  now  rests  with  the  Mu- 

tual Savings  Life  Insurance  Co., 
which  holds  66%%,  and  William 
Bryan  McAfee,  attorney,  and  vice- 
president  of  the  insurance  com- 

pany, who  holds  the  remaining 
stock. 

Wolf  Heads  Rockhill 
STANLEY  J.  WOLF,  formerly 
secretary-treasurer  of  Rockhill 
Radio,  New  York  production  firm, 
has  been  elected  president,  suc- 

ceeding Joseph  Tennenbaum,  re- 
signed. Replacing  Ralph  E.  Sch- 

neider, who  has  resigned  as  vice- 
president,  is  Arthur  W.  Alsberg, 
for  the  last  five  months  script- 

writer at  Rockhill  and  previously 
scripter  of  the  CBS  Fred  Allen 
programs,  who  has  also  served  in 
the  advertising  department  of 
Schenley  Distillers  Corp.,  New 
York.  New  to  Rockhill  are  two 
men  formerly  associated  with  Mil- 

ler Broadcasting  Service,  oper- 
tors  of  the  Miller  tape  recording 
device.  A  former  sales  executive 
of  the  latter  firm,  Fred  Freeman, 
has  joined  Rockhill  as  salesman, 
while  Wally  Wolsky  has  assumed 
the  duties  of  chief  engineer,  a  title 
he  also  held  at  Miller.  Mr.  Wolsky 
replaces  Douglas  Hawkins. 

Radio  Workshop  and  has  a  fully 

equipped  control-room  on  the 
campus  through  which  weekly 
student  programs  are  fed  to 
WKOK,  Sunbury,  Pa.  WKOK, 
ovimed  by  the  Sunbury  Broadcast- 

ing Company,  was  formerly  WJBU, 
one  of  the  early  university-owned 
radio  stations  operated  by  Buck- 

nell for  several  years  after  1926. 
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Circumstances  today  make  "^9?"*  ♦S^,;;X'?o 
radio  programs  that  are  

easy  and  thrifty  to 
handle. 

United  Press  radio  news  feat
ures  meet  that  need. 

T"h":re'a7en!xteen  of  them-al.  cleHver
ed  reody 

for  broadcast.  All  you  need
  do  is  add  an  an 

nouncer— and  serve. 

As  for  sponsorship-here
's  what  stations  them- 

selves report: 

i 



HOLLYWOOD  TALEIST 

PLANS  WAR  EFFORT 

PUSHING  mobilization  of  radio 
talent  to  aid  the  Government  in  the 
home  front  war  effort,  Hollywood 
Radio  Section  of  the  Advertising 
Council  staged  its  first  mass 
meeting  Oct.  23  in  NBC  studios, 
that  city,  with  approximately  200 
attending.  Sidney  N.  Strotz,  mem- 

ber of  the  council  executive  com- 
mittee and  western  division  vice- 

president  of  NBC,  presided.  He  was 
pinchhitting  for  Jack  Smalley, 
Council  chairman  and  Hollywood 
manager  of  BBDO,  who  was  out  of 
town. 

Nat  Wolff,  Hollywood  deputy 
chief  of  the  OWI,  told  artists 
how  they  can  function  as  a  volun- 

tary agency  to  give  proper  im- 
petus to  Government  messages. 

To  channel  news  through  one 
source  and  thus  eliminate  con- 

fusion, Joe  Alvin,  assistant  pub- 
licity director  of  NBC  Hollywood, 

was  named  chairman  of  the  Coun- 
cil's publicity  committee,  the  ap- 

pointment   being    made    by  Mr. 

CAB  Plans  Convention 
ANNUAL  convention  of  the  Can- 

adian Assn.  of  Broadcasters  has 
been  announced  for  Feb.  15-17  at 
the  King  Edward  Hotel,  Toronto. 
This  will  be  the  ninth  annual  con- 

vention of  the  CAB. 

Smalley.  On  the  committee  are 
Andy  Kelly,  CBS;  Fair  Taylor, 
Mutual-Don  Lee;  Milton  Samuel, 
BLUE;  Harold  J.  Bock,  NBC; 
Matt  Barr,  KFI-KECA;  Leon  Gut- 
terman,  KFWB ;  Alice  Belding, 
KMPC;  Harry  Kerr,  J.  Walter 
Thompson  Co. ;  Carroll  Nye,  Young 
&  Rubicam;  Virginia  Lindsey,  Tom 
Fizdale  Inc.;  Bernard  Milligan, 
Earle  Ferris  Assoc.  In  an  advisory 
capacity  as  representatives  of  ra- 

dio trade  publications,  on  the  com- 
mittee are  Dave  Glickman,  Broad- 

casting; Jack  Willen,  Radio  Daily; 
Jack  Hellman,  Variety. 

Because  the  Council  feels  their 
experience  and  ideas  can  contribute 
materially  to  success  of  the  broad- 

casting industry's  all-out  war  ef- 
fort, radio  publicists  were  in- 

vited to  join  with  talent. 

FRIENDLY  ENEMY 

WGBF  Executives  Are  Rivals 

 For  Political  Post  

COMPETITORS  in  politics  only 
are  Clarence  Leich,  Republican 
candidate  for  County  Councilman 
at  Evansville,  Ind.,  and  Guy 
Crecelius,  Democratic  candidate 
for  the  same  post. 

Ordinarily  the  two  see  eye-to-eye, 
for  Clarence  Leich  is  manager  of 
WGBF-WEOA-W45V,  Evansville, 
and  Guy  Crecelius  is  sales  manager 
of  the  stations. 

A  &  P  Apple  Spots 
GREAT  ATLANTIC  &  Pacific  Tea 
Co.,  New  York,  through  its  local 
dealers,  has  been  placing  spot  an- 

nouncements on  26  stations  in  the 
Midwest  and  East  for  red  apples, 
on  a  six-a-week  basis.  Transcribed 
and  live  announcements  are  used, 
for  a  two-week  period  only.  Paris 
&  Peart,  New  York,  handles  the 
account. 

Foster  May  Adds 

Color  to  Election 

wow  Newscaster  Is  Running 

Against  Senator  Norris 
ALREADY  boasting  one  alumnus 
as  a  member  of  the  United  States 
Senate  in  the  person  of  Chan 
Gurney  of  South  Dakota,  ex- 
WNAX,  radio  may  possibly  get 
another  in  the  November  elections 
in  the  person  of  Foster  May,  the 
newscaster  of  WOW,  Omaha,  who 
is  described  as  adding  exceptional 

color  to  Nebraska's  campaign  in  an 
article  in  the  Scripps-Howard 
newspapers  by  its  political  cor- 

respondent, Thomas  L.  Stokes. 
Writing  from  Omaha  Oct.  16,  Mr. 
Stokes  reports: 

"A  goggle-eyed,  half-pint  radio 
announcer,  who  looks  somewhat 
like  Harold  Lloyd,  the  comedian  of 
silent-film  days,  and  somewhat  like 
Kay  Kyser,  the  band  leader,  is 
raising  particular  political  hell  in 
this  State. 

"Foster  May,  37  years  old,  is  the 
son  of  a  Methodist  minister.  He 

can't  weigh  much.  He's  a  voice  be- 
hind a  big  pair  of  horn-rim  spec- 

tacles. He  affects  dash  in  his  man- 
ner, and  flash  in  his  clothes. 

"He  aims  high.  He  aspires  to  the 
seat  in  the  United  States  Senate 
filled  notably  for  so  many  years  by 
Sen.  George  W.  Norris,  now  81.  He 
won  the  Democratic  nomination 
from  a  large  field  that  included 

Rep.  Coffee. 
"Sen.  Norris  was  thinking  seri- 

ously of  retiring  this  year.  One 
story  here  is  that  he  took  one  look 
at  the  radio  announcer  and 
changed  his  mind.  The  Senator  is 
running  as  an  Independent. 

Wows  the  Women 

"Foster  May  is  adept  at  the 
folksy-wolksy  stuff  which  already 
has  lifted  one  gentleman  to  the 

Senate  in  the  person  of  "Pass-the- 
Biscuits  Pappy"  O'Daniel  of  Texas. 
Mr.  May  uses  no  hillbilly  band.  He 

sizes  up  as  a  sort  of  milk-and- 
water  variety  of  the  Huey  Long- 
Gene  Talmadge-Gerald  K.  Smith 
school  of  self-annointed  apostles 
to  the  people. 

"He  definitely  lacks  their  rough- 
and-tumble  virility,  but  makes  up 
for  this  omission  by  a  wiry  sort  of 

energy  wrapped  about  a  deter- 
mined core  of  egoism  that  lets  it- 

self out  over  the  air,  like  a  whir- 
ring dynamo,  in  a  staccato  voice 

which,  for  several  years  now,  has 
made  the  average  Nebraska 
farmer,  his  wife  and  family  feel 
that  they  are  right  in  the  midst 
of  national  and  world  affairs. 

"Especially  the  wife.  He  ap- 

peals particularly  to  women — and women  do  vote  .  .  . 

"But  political  analysts  in  this 
State  confess  themselves  stumped 
at  the  moment,  all  because  of  the 
intangible  factor  in  the  radio  voice 
— which  is  a  strange  commentary 

on  politics  and  voters,  but  there  it 

is." 

Sl.LOUIS  LEADER 

Recently  Union-May-Stern,  one  of  the 
leading  fumitur-e  stores  in  the  United 
States,  selected  KSD  for  its  entire  St. 

Louis  Radio  advertising  appropriation. 

Another  largest  advertiser  of  its  kind 

in  St.  Louis  and  shrewd  buyer  of  ad- 
vertising is  The  Forum.  This  popular 

restaurant  serves  more  meals  than  any 
other  cafeteria  in  the  state. 

The  Forum  has  made  a  contract,  using 

KSD  exclusively  in  their  St.  Louis 
radio  advertising. 

It  is  significant  that  both  of  these  keen  value-discerning  buyers  of  advertis- 
ing should  make  KSD  their  choice  of  the  seven  St.  Louis  stations. 

A  Distinguished  Broadcasting  Station 

Station  KSD — The  St.  Louis  Post -Dispatch POST-DISPATCH  BUILDING,  ST.  LOUIS,  MO. 

FREE  &  PETERS,  INC.,  NATIONAL  ADVERTISING  REPRESENTATIVES 
NEW  YORK CHICAGO ATLANTA SAN  FRANCISCO HOLLYWOOD 
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Encore  ...  from  Cleveland 

From  Maine  to  Melbourne,  from  London  to  Lima 

....  people  around  the  globe  listened  to  last  season's 

world-wide  broadcasts  by  Dr.  Artur  Rodzinski  and 
the  celebrated  Cleveland  Orchestra  .  .  .  and  asked 

for  more. 

So  it  is  that  WGAR,  which  underwrote  those  con- 

certs, announces  a  second  series  of  special  radio 

performances  by  this  internationally  famous  sym- 

phonic organization.  Beginning  October  24th,  there 

will  be  a  full-hour  broadcast  each  Saturday,  origi- 

nated by  WGAR  for  Columbia  stations  from  coast 

to  coast  and  for  short  wave  throughout  the  world. 

Perhaps  the  philosophy  of  American  Radio  seems 

strange  to  some.  For  instance,  we  have  been  asked 

what  it  gains  a  single  radio  station  to  back  such  a 

venture.  Perhaps  the  answer  is  in  the  pride  we  at 

WGAR  have  in  doing  the  job  well .  .  .  and  the 

responsibility  we  feel  in  living  up  to  such  honors 

as  our  Variety  Award  for  Showmanagement  and 

our  Peabody  Award  for  Distinguished  Service. 

..J 

BASIC     STATION. ..COLUMBIA     BROADCASTING  SYSTEM 

G.  A.  Richards,  President  ...  John  F.  Patt,  Vice  President  and  General  Manager 

Edward  Petry  &  Company,  Inc. 

National  Representative 



KDKA,  WBAL  Complete 
Contracts    With  AFRA 
AMERICAN  Federation  of  radio 
artists  has  negotiated  contracts 
with  KDKA,  Pittsburgh,  and 
WBAL,  Baltimore,  the  talent  union 
announced  after  an  executive 
board  meeting  at  which  the  con- 

tracts were  approved.  They  were 
described  as  standard  AFRA  con- 

tracts, providing  for  guild  shop, 
wage  increases,  etc. 
AFRA  also  announced  that  the 

Portland,  Ore.,  local  has  elected 
Hartley  Sater  as  president  and 
Peggy  Williams  as  executive  sec- 
retary. 

Plans  for  putting  into  effect  the 
clause  in  the  union's  national  con- 

tracts providing  for  a  revision  of 
the  minimum  wage  scale  in  line 
with  increased  costs  of  living 
[Broadcasting,  Sept.  28]  are 
being  held  in  abeyance  pending  an 
analysis  of  the  recent  national 
wage  stabilization  order  by  AFRA 
counsel. 

It  Happened 

TEN  YEARS  AGO  THIS  MONTH 

From  the  1932  files  of  Broadcasting 

PORTENDING  serious  interference 
to  at  least  a  half  dozen  clear  channel 
stations  in  the  United  States  and 
several  in  Canada,  the  Mexican  Gov- 

ernment has  authorized  XER,  at  Villa 
Acuna,  across  the  Rio  Grande  from 
Del  Rio,  Texas,  to  increase  its  power 
from  75.000  to  500,000  watts,  which 
will  make  it  the  most  powerful  sta- 

tion in  the  world.  XER  is  controlled 
through  a  Mexican  corporation  by  Dr. 
John  R.  Brinkley,  former  Milford, 
Kan.,  station  operator.  It  was  granted 
the  right  to  operate  alternately  on 
the  mid-channels  of  735  and  655  kc, 
and  U.  S.  stations  on  adjacent  chan- 

nels have  filed  protests  with  the  State 
Department. 

• 

CHAN  GURNEY,  secretary-treasurer 
of  WNAX,  Yankton,  S.  D.,  has  been 
elected  vice-president  of  the  Yankton 
school  board. 

WIDENING  of  the  broadcast  band, 
to  make  available  to  North  America 
seven  additional  channels  of  10  kc. 
width  lying  below  550  kc,  has  been 
proposed  by  the  Canadian  delegation 
to  the  International  Radio  Confer- 

ence at  Madrid.  The  plan  has  been 
endorsed  by  both  Mexico  and  Cuba. 

• 
KSO,  Clarinda,  la.,  one  of  the  group 
of  Iowa  stations  owned  by  the  Des 
Moines  Register  £  Tribune,  on  Nov. 
5  will  join  the  NBC-WJZ  network. 
The  station  recently  was  authorized  to 
move  into  Des  Moines  but  faces  a  pro- 

test court  appeal  by  WMT,  Waterloo, la. 

• 
WASHINGTON'S  new  CBS  outlet, 
the  revamped  10,000-watt  WJSV, 
Alexandria,  Va.,  will  go  on  the  air 
with  a  full  schedule  of  network  pro- 

grams on  Oct.  20.  At  the  same  time 
AVMAL  will  leave  CBS  and  operate 
independently. 

Whether  behind  a  stack  of  chips  or  be- 
hind a  counter,  the  dealer  plays  the  game 

where  percentages  are  in  his  favor. 
DEALERS  IN  MERCHANDISE 

throughout  Kansas  and  five  adjoining  states 
are  quick  to  sense  the  increased  percentages 
in  their  favor  when  products  are  advertised 
over  WIBW. 

"I  can  tell  the  minute  a  manufacturer 
starts  to  advertise  on  WIBW,"  says  one 

dealer.  "My  customers  begin  asking  for  his 
product  by  name.  Wish  you'd  tell  them  to 
let  me  know  in  advance  when  they're  going 
to  start,  so  I  can  build  up  my  stock  to  meet 

the  demand  that  always  comes." 
To  do  the  most  effective  .  .  .  most  eco- 

nomical selling  job  in  Kansas  and  adjoin- 

ing states,  take  this  "on  the  spot"  advice 
from  dealers  who  know.  Use  WIBW  to  get 
action! 

WT  BW  ̂ o'C^^  %^  ̂   T^^t^ WW  *  WW  r  COLUMBIA  OUTLET  FOR  KANSAS I  =  BEN  LUDY,  G...M,r.  
REPRESENTED  BY  CAPPER  PUBLICATIONS,  INC. 

NEW  YORK  DETROIT  CHICAGO  KANSAS  CITY  SAN  FRANCISCO 

CONSTITUTING  the  largest  inde- pendent network  ever  arranged,  26 
stations  will  broadcast  the  weekly 
programs  of  Fr.  Charles  B.  Coughlin, 
beginning  Oct.  16,  when  the  militant 
Catholic  priest  resumes  his  radio  work, 
Sundays,  4-5  p.m.  (EST). 

• 
BLAYNE  BUTCHER,  formerly  with 
WLW,  Cincinnati,  has  joined  the  an- nouncing staff  of  WCAU,  Philadelphia, 
succeeding  Owen  Cunningham,  re- 

cently promoted  as  assistant  to  Horace 
Feyhl,  studio  manager. • 
TRUMAN  BRADLEY,  formerly  with 
CBS  in  New  York  and  KMTR,  Holly- 

wood, has  been  signed  as  regular  an- nouncer for  WBBM,  Chicago.  He  also 
takes  the  role  of  "Brad"  in  the 
Easy  Aces  program  on  CBS. • 
A.  D.  WILLARD,  formerly  with 
WCAO,  Baltimore,  and  at  one  time 
part  owner  of  a  Baltimore  advertising 
agency,  has  joined  the  staff  of  WJSV, 
new  CBS  Washington  outlet. • 
J.  L.  VAN  VOLKENBURG,  formerly 
radio  director  for  BBDO  in  Chicago, 
has  been  appointed  commercial  man- 

ager of  KMOX,  St.  Louis. • 
MILTON  BLINK,  general  manager  of 
Universal  Radio  Productions,  Chicago, 
and  Mrs.  Blink,  are  parents  of  a  baby 
girl,  Judy  Robin,  born  Sept.  24. • 
PURNELL  H.  GOULD,  commercial 
manager  of  WBAL,  Baltimore,  and 
Miss  Eloise  Ewens  White,  prominent 
in  Baltimore  social  circles,  were 
married  Oct.  8  and  will  spend  their 
honeymoon  in  the  South. • 
LLOYD  C.  THOMAS,  formerly  com- mercial director  of  the  Westinghouse 
stations,  has  been  appointed  commer- 

cial manager  of  local  station  sales 
for  NBC,  with  headquarters  in  New 
York. • 

.T.  H.  NBEBE,  vice-president  and  gen- 
eral manager  of  CKOK,  Windsor- Detroit,  announces  the  appointment  of 

W.  H.  Taylor,  formerly  vice-president 
of  Campbell-Ewald,  Detroit,  as  spe- 

cial representative  of  CBS  on  the 
staff  of  the  station. 

• 
PHIL  MERRYMAN,  formerly  with 
WRC,  Washington,  has  joined  the 
operating  staff  of  WJSV,  Alexandria, 
Va. • 
M.  S.  NOVIK  has  been  appointed  di- 

rector of  WEVD,  the  Socialist  sta- 
tion in  New  York. 

• 
HARBEN  DANIEL,  young  graduate 
of  Vanderbilt  University,  has  been  as- 

signed by  WSM,  Nashville,  to  take charge  of  its  merchandising  service, 
instituted  by  J.  Leslie  Fox,  recently 
appointed  commercial  manager. • 
JOSEPH  CHAMBERS,  technical  su- 

pervisor of  WLW,  Cincinnati,  has  be- 
come engaged  to  Miss  Cecilia  Byron, of  Ft.  Thomas,  Ky. 

• 
FRANK  CROWTHER  (Red  Cross), 
manager  of  WSPA,  Spartanburg.  R. 
C,  has  been  transferred  by  Virgil 
Evans,  owner  of  various  Southern 
stations,  to  WBHS,  Huntville,  Ala., 
as  manager. 

• 
WARREN  SWEENEY,  announcer 
and  concert  pianist  of  WMAL,  Wash- 

ington, and  Mrs.  Sweeney  are  the 
parents  of  a  daughter,  born  Oct.  6. 

• 
MYRON  J.  BENNETT,  who  recently 
moved  from  KFYR.  Bismarck,  N.  D., 
to  KTAT,  Fort  Worth,  has  been  ap- pointed studio  and  program  director of  KTAT. 

THE  52d  semi-annual  meeting  of 
the  Society  of  Motion  Picture  Engi- neers will  be  held  Oct.  27-29,  inclusive, 
at  the  Hotel  Pennsylvania,  New  York. 
Julius  Haber,  RCA,  is  chairman  of  the 
publicity  committee. 
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Ahoy  there!  Looking  for  a  trim  craft  to  convoy  your  sales  message 

to  wealthy  Midwestern  millions?  Better  consider  KMBC  —  the  station  that's 

"9  Ways  the  Winner"  and  fully  rigged  to  supply  smooth  sailing  for  shrewd 

advertisers  in  this  big  important  Kansas  City  area.  KMBC  is  manned  by 

a  hand-picked  crew  of  nearly  100  people  —  by  far  the  largest  station  staff 

in  this  territory.  They  provide  Kansas  City's  finest  programming  production, 

and  promotion  ...  In  the  wake,  come  Kansas  City's  largest  audiences.  No 

wonder  KMBC  carries  a  heavier  cargo  of  national  spot  business  than  any 

other  Kansas  City  station.  Haul  to  and  get  aboard,  won't  you? 
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In  each  of  these  stations  you 

will  find  a  Westinghouse  5  HV 

Transmitter  serving  faithfully 

and  economically,  just  as  West- 

inghouse 50  HG  Transmitters 

are  doing  in  the  50  kw  field. 

WNBC  ̂ ^m;,^ 

WPEN  ̂ ^Uliicte^iAia 

WCAO  eBoMm^y^ 

WAGA  Mamla 

WNBF  ̂ in^^Aa/frdcm. 

KGA  sf/ic^t^  (10HV) 
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MARYLAND'S  OLDEST  STATION  CHOOSES  NEWEST 

WESTINGHOUSE  TRANSMITTER 

Maryland's  oldest  radio  voice . . .  WCAO . . .  now  speaks  with  even  greater  authority. 
On  October  19,  WCAO  took  the  air  with  a  new  5000- watt,  5  HV  Westinghouse  Trans- 

mitter. This  substantial  boost  in  power  has  resulted  in  an  enormously  improved  signal 

for  WCAO's  home-town  listeners  in  Baltimore. 

What's  more,  WCAO's  new  highly  directive  antenna  is  providing  reliable  coverage 

of  Maryland's  rich  Eastern  Shore  .  .  ,  long  time  radio  orphan.  To  WCAO's  clients, 
this  represents  "bonus"  coverage  of  a  valuable  secondary  market. 

Selection  of  this  transmitter  was  made  only  after  careful  analysis  of  circuit  effi- 
ciency, operation  economy  and  design  simplicity.  It  is  significant  that  the  choice  was 

Westinghouse.  The  knowledge  accumulated  during  20  years  of  actual  station  operating 

experience  has  been  incorporated  into  its  design. 

Fuseless  overload  protection,  air-cooled  tubes  in  all  stages  and  surgeproof  metal 
rectifiers  cut  down  maintenance  and  give  extra  protection  against  program  interrup- 

tions. Automatic  control  and  simplified  circuit  adjustments  result  in  more  accurate, 
more  convenient  operation. 

For  these  reasons  and  for  the  way  Westinghouse  Transmitters  are  helping  to 

meet  today's  wartime  problems,  we  say,  "Keep  an  eye  on  those  stations  which  are 

Westinghouse-equipped."  j-08048 

T\^stinghouse 
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Manpower  Tips 
THE  BROADCAST  manager's  personnel 
problems  have  been  simplified,  to  a  degree  at 
least,  by  the  issuance  last  week  [Broadcast- 

ing, Oct.  19]  of  the  first  list  of  critical  occu- 
pations within  the  communications  industries 

(including  broadcasting),  prepared  by  the  War 
Manpower  Commission  and  transmitted  to 
every  local  board  in  the  country  by  National 
Selective  Service  headquarters.  Although  there 
is  just  cause  for  gratification  over  this  list,  its 
real  purport  should  not  be  confused. 

For  the  present  there  will  be  no  blanket  or 
automatic  deferment  for  any  occupation  within 
broadcasting  or  any  other  field  defined  as 

"critical".  Each  local  board  is  empowered  to 
consider  the  merits  of  each  case  and  to  grant 
or  deny  the  deferment  accordingly. 

Significant,  too,  is  last  week's  warning  from 
Paul  V.  McNutt,  WMC  chief,  calling  for  in- 

tensified recruitment  and  training  of  women 
workers  and  advising  employers  to  determine 

all  jobs  which  can  be  filled  by  women  and  "to 
prepare  for  employing  the  largest  possible 
number"  of  women. 

This  tips  off  broadcasting's  main  reservoir  of 
future  personnel,  other  than  older  men  and 
those  unsuited  for  military  service.  More 
women  must  inevitably  be  trained  to  perform 
jobs  previously  considered  outside  their  ken. 

The  latest  Selective  Service  directive  to  local 
boards  clearly  states  that  the  list  is  com- 

posed of  occupations  "which  require  six  months 
of  training  and  preparation".  Furthermore, 
the  directive  advises  each  board  to  consider 
the  availability  of  persons  possessing  such 
occupational  skill  and  the  length  of  time  neces- 

sary to  train  a  replacement. 
The  list  is  short  at  present  owing  to  the 

qualifications  established  in  the  definition  of 

"critical"  occupations.  In  the  future,  the  drain 
of  the  draft  on  other  occupations  will  likely 
create  a  need  for  revision  of  this  first  list. 
At  such  time  additions  would  likely  come  from 
the  elaborate  list  of  job  definitions  prepared  by 
BWC  for  WMC  [Broadcasting,  Oct.  12]. 
What  can  the  hard-pressed  broadcaster  do 

at  the  moment  about  his  manpower  problem? 
First,  prepare  a  complete  inventory  of  his 

"critical"  positions.  This  is  the  advice  of  Maj. 
Gen.  Hershey.  Local  boards  have  available 
Form  42-A  for  use  in  seeking  deferments  of 
necessary  men,  and  Selective  Service  advises 
employers  to  use  it  in  connection  with  all  key 

men  regardless  of  whether  they  have  been 
deferred  for  other  reasons. 

Then  begin  to  train  women,  older  men  and 
those  who  by  reason  of  physical  disabilities 
are  unlikely  to  be  called  up.  This  phase  of 
the  problem  now  calls  for  realistic  evaluation. 
The  old  prejudicies  against  women  must  be 
cast  aside.  Even  if  the  draft  seems  unlikely  to 
affect  a  male  employe,  it  is  conceivable  he  may 
be  taken  later  for  a  job  in  war  production,  if 
WMC  is  given  the  legislative  authority  it  seeks. 

Visit  the  local  board  and  contact  the  nearest 

office  of  the  U.  S.  Employment  Service  to  ob- 
tain precise  definitions  of  critical  occupations. 

And  to  clarify  the  status  of  particular  em- 
ployes, it  might  be  wise  to  change  titles  to 

conform  to  those  being  established  by  WMC. 

Sponsors'  Chance WHO  WILL  BE  the  first  sponsor  to  send  his 
broadcast  performers  abroad,  particularly  to 
England  and  Ireland,  to  entertain  our  vast 
army  of  troops  in  their  camps? 

The  need  is  crying,  as  reported  in  a  London 
dispatch  in  our  Sept.  28  issue.  Assuming  that 
transportation  can  be  made  available — and  we 
think  it  can — there  would  seem  to  be  hardly 
a  performer  unwilling  to  go  abroad,  despite 
the  inevitable  hardships,  to  do  his  bit  to  make 
life  brighter  for  the  boys  in  uniform. 

Certainly  the  problem  for  the  sponsor  is 
SVashington  Has  Worst  Flood  In  Its  History! 

— By  Talburt 

simple  if  the  regular  commercial  shows  can 
be  piped  back  on  schedule  via  shortwaves, 
which  is  entirely  feasible  if  done  in  the  British 
Isles  where  BBC  has  plenty  of  regional  pickup 
points.  And  the  British,  fully  cognizant  that 
their  own  traveling  troupes  generally  fall  flat 
when  performing  before  American-Canadian 
soldiers,  are  more  than  eager  to  cooperate. 

Indeed,  that's  why  BBC  has  sent  over  Pat 
Hilliard,  assistant  director  of  variety  pro- 

grams, on  the  "talent  scouting"  mission  first 
revealed  in  our  London  dispatches. 

The  enormous  success  of  Al  Jolson's  recent 
tour  of  our  camps  in  Britain  and  elsewhere, 
the  great  reception  Edgar  Bergen  and  Bob 
Hope  got  in  Alaska,  the  eagerness  of  our 
boys  for  more  such  entertainment  as  expressed 
to  our  own  traveling  correspondent  during 
his  visit  to  their  camps  in  England — all  point 
to  the  need  for  this  additional  contribution  by 
the  entertainment  world  to  troop  morale. 

Washington  Daily  News 

Double  Trouble 

THE  WAYS  of  government  sometimes  are  de- 
vious. During  wartime,  when  the  left  hand 

often  knoweth  not  what  the  right  hand  doeth, 
it  may  even  be  worse. 

A  case  in  point  is  the  foreign-language  pro- 
gram supervision  situation.  Formal  announce- 
ment was  made  that  the  Office  of  Censorship, 

one  of  the  most  efficiently  operated  units  of 
the  wartime  Government,  had  created  a  new 
foreign-language  section.  Only  a  few  days 
later,  when  the  supplemental  national  defense 
appropriation  bill  for  1943  was  released,  there 
was  disclosed  for  the  first  time  that  the  FCC 
has  in  mind  covering  this  whole  field,  and  then 
some  [BROADCASTING,  Oct.  12]. 

It  may  be  that  the  FCC  and  Censorship  Of- 
fice are  pursuing  two  different  functions, 

though  we  can't  reconcile  this  by  reading  the 
testimony  of  FCC  Chairman  Fly  to  the  House 
Appropriations  subcommittee  and  the  state- 

ment of  J.  Harold  Ryan,  assistant  director  of 
censorship  in  charge  of  radio. 

In  announcing  formation  of  the  new  sec- 
tion, headed  by  Robert  K.  Richards,  which  has 

been  functioning  quietly  and  without  fanfare, 
for  several  weeks,  Mr.  Ryan  said  it  would  as- 

sist foreign-language  stations  in  exercising 
their  responsibility.  Scripts  and  broadcasts 
are  being  checked  and  actual  monitoring  oper- 

ations are  being  installed.  Though  he  didn't 
say  so,  the  plan  also  is  understood  to  encom- 

pass checks  on  personnel  to  guard  against  sedi- 
tion, sabotage  or  enemy  aid. 

For  the  foreign-language  program  control, 
Chairman  Fly  sought  $16,240;  for  checking  of 
personnel  of  international  and  domestic 
foreign-language  stations,  plus  a  telegraph 
company  efficiency  inquiry  (the  two  were  not 
broken  down),  another  $93,000. 

No  one  will  question  the  need  for  close 
scrutiny  of  all  possible  angles  and  vistas 
where  the  safety  of  the  nation  is  concerned.  A 
few  thousand,  or  hundred  thousand,  on  the  war 

bill  perhaps  won't  make  much  difference.  But 
unnecessary  duplications  or  expenditures  cer- 

tainly should  be  avoided,  when  avoidable. 
There  are  and  will  be  many  more  wholly  un- 

necessary and  hurtful  regulatory  acts  com- 
mitted in  the  name  of  essential  wartime  work. 

Since  we're  all  in  it  for  the  same  ultimate 
goal — victory  and  freedom — let's  try  to  keep 
such  overlaps  at  a  minimum. 
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IRA  ARTHUR  HIRSCHMANN 

IF  you  should  happen  to  read the    file    folder    marked  Ira 
Arthur    Hirschmann   in  any 
newspaper  morgue,  you  would 

think  you  knew  a  lot  about  him — 
and  you  would  be  quite  wrong. 
You  would  find  that  under  his 

direction  the  advertising  and  re- 
search departments  of  Blooming- 

dale's  (New  York  department 
store)  have  won  several  awards 
during  the  past  few  years.  You 
would  learn  that  he  is  a  member 
of  the  Board  of  Higher  Education 
in  New  York  City,  founder  and 
president  of  the  New  Friends  of 
Music,  special  appointee  to  the 
War  Labor  Board,  civic  leader 
who  participates  in  radio  forums 
discussing  the  larger  issues  of  cur- 

rent events. 
Of  his  major  ambition,  recently 

realized,  you  would  find  practically 
no  mention,  so  here  is  the  unwrit- 

ten chapter: 
Mr.  Hirschmann  has  long  been 

determined  that  Bloomingdale's, 
and  its  affiliate,  Abraham  & 
Straus,  would  not  be  caught 
napping  when  the  inevitable  ex- 

pansion in  the  fields  of  FM  and 
television  come  after  the  war.  They 
won't  be.  W75NY,  a  new  station, 
goes  on  the  air  with  daily  pro- 

grams in  November,  and  its  engi- 
neering staff  is  collaborating  with 

General  Electric  on  television  de- 
velopment. W75NY  is  owned  and 

operated  by  Abraham  &  Straus  and 
Bloomingdale's,  the  subsidiary 
company  being  known  as  Metropoli- 

tan Television  Inc. 
"The  fields  of  FM  and  television 

are  open  for  new  blood,"  Mr. 
Hirschmann  said  in  discussing 
plans  for  the  station.  "They  can- 

not be  considered  as  supplements 
to  the  present  broadcasting  pro- 

grams. They  require  new  talents, 
new  people,  new  ideas.  It  will  be 
healthy  for  the  whole  radio  in- 

dustry to  have  a  new  outlet  for  the 
development  of  new  program  tech- 
niques. 

"Now  our  major  job  is  winning the  war.  Great  technical  advances 
are  being  made  in  equipment  for 

the  Army  and  a  whole  new  genera- 
tion of  skilled  technicians  is  being 

developed.  Public  taste  is  changing, 
veering  toward  programs  which 
give  behind-the-scenes  informa- 

tion on  events  which  shape  our 
daily  lives.  During  this  interim 
we  must  experiment  with  new 
ways  of  presentation;  we  must 
utilize  technical  advances  in  order 
to  provide  the  kind  of  programs 
the  public  will  want. 
"W75NY  will  be  known  as  The 

Information  Station,  and  will 
specialize  in  news,  music  and  edu- 

cation. Our  educational  system 
stands  ready  for  new  and  more 
graphic  teaching  methods.  Tele- 

vision can  reach  into  every  class- 
room, giving  the  most  remote  and 

poverty-stricken  schools  the  serv- 
ices of  the  most  brilliant  teachers. 

The  air  belongs  to  the  people  and 
should  be  harnessed  by  public- 
spirited  citizens  to  serve  the  coun- 

try at  large.  Better  informed  peo- 
ple are  happier  people,  less  in- 

clined to  move  toward  excesses." 
Mr.  Hirschmann's  enthusiasm 

for  radio  is  nothing  that  has  mush- 
roomed overnight.  While  at  L. 

Bamberger  &  Co.,  in  Newark,  he 
helped  in  the  development  of  WOR. 
There  he  arranged  the  first  Phil- 

harmonic broadcast  and  acted  as 
its  commentator.  As  early  as  1928, 
he  was  fascinated  by  the  possibil- 

ities of  television.  He  arranged  for 
experimental  work  at  WOR  with 
the  now  outmoded  scanning  device. 
Year  by  year  his  conviction  has 
grown  that  aural  programs  would 
become  visual  as  well. 
In  August,  1939,  just  after 

Abraham  &  Straus  and  Blooming- 
dale's applied  to  the  FCC  for  a 

license  to  operate  a  television  sta- 
tion, Mr.  Hirschmann  went  to 

London  where  he  made  a  study  of 
television  programs  and  equipment 
there.  Even  before  that,  he  had 
presented  television  fashion  shows. 
Since  then  he  has  followed  each 
technical  advance  with  keenest  in- 
terest. 

To  people  who  meet  Mr.  Hirsch- 

NOTES 

BOB  BOWMAN,  special  events  su- 
pervisor of  the  Canadian  Broadcast- 

ing Corp..  has  returned  to  Canada 
from  Britain  with  the  first  of  the 
wounded  of  the  Dieppe  raid  in  which 
he  also  took  part  as  the  CBC  report- 

er. Bowman  has  been  in  England 
since  December,  1939.  making  perio- dic visits  to  Canada  by  ship  and  by 
bomber.  He  is  in  charge  of  the  CBC 
Overseas  Unit. 

ROLAND  SCHWEER.  of  the  sales 
staff  of  KRGV,  Weslaco.  Tex.,  has 
joined  the  Army.  With  Craig  Leach 
and  Tom  Sammons  already  at  officer's training  school,  the  KRGV  sales  staff 
has  completed  a  100%  turnover.  Re- 

placements on  the  sales  staff  are 
Jim  Stanberry,  formerly  of  KGXC, 
Amarillo,  and  Grant  Pickens,  from 
the  KRGV  announcing  staff. 
DALE  DRAKE  commercial  manager 
of  WRR,  Dallas,  is  in  the  Army  Air 
Forces  at  Sheppard  Field.  Tex.  Im- mediately after  induction,  he  married 
Phyllis  Warem,  of  Wichita  Falls. 
LARRY  EDWARDSON,  commercial 
manager  of  WNBC,  Hartford,  Conn., 
has  one  of  his  photographs  included 
in  the  33rd  annual  Salon  of  Photo- 

graphy currently  being  held  in  Lon- don. The  event  is  sponsored  by  the 
London  Camera  Club  although  its  58- 
year-old  quarters  have  been  "blitzed" out.  Mr.  Edwardson  is  one  of  the 
ranking  exhibitors  of  this  country. 
ROSALIE  McCOT,  formerly  copy- 

writer of  Nystrom  Publishing  Co., 
Montgomery  Ward  &  Co.  and  Domes- 

tic Engineering  Publishing  Co.,  has 
joined  the  sales  promotion  department 
of  NBC  Chicago  as  the  department's first  woman  copywriter.  She  succeeds 
Glenn  Walser,  who  has  been  com- 

missioned a  lieutenant  in  the  Navy. 
DAVE  PRICE  has  resigned  from  the 
sales  staff  of  CHEX,  Peterboro,  Ont., 
to  accept  a  Government  position  as 
liaison  ofiicer  with  the  Dominion  Ra- 

tioning Board. 
.1.  ALLEN  BROWN,  sales  manager 
of  WHIT,  New  Bern,  N.  C.  will  leave 
Nov.  1  to  become  general  manager  of 
WFOY,  St.  Augustine,  Fla.  Mr.  Brown 
was  once  general  manager  of  WHMA, 
Anniston,  Ala. 

KEVIN  CRONIX,  display  advertis- ing salesman  for  the  Xew  York  Daily 
Mirror  for  the  last  2%  years,  has 
joined  the  sales  staff  of  Joseph  Her- 
shey  McGillvra,  Xew  York.  George  J. 
Arkedis  has  left  the  sales  staff  of  the 
station  representative  to  accept  a 
commission  in  the  Navy  as  a  lieuten- ant (j.g.). 

:\IARTIN  GOSCH,  producer  of  the 
NBC  Ahhott  and  Costello  series  for 
R.  J.  Reynolds  Tobacco  Co.,  Winston- 
Salem,  N.  C,  has  announced  his  en- 

gagement to  Helen  Hindin,  of  the 
San  Francisco  Light  Opera  Co.  The 
marriage  will  take  place  early  in November. 

THOMAS  FRY,  of  the  BLUE  sales 
staff,  has  received  a  commission  as 
captain  in  the  Marine  Corps  Reserve, 
and  will  leave  sometime  in  December for  active  duty. 

ED  WOLFE,  of  the  sales  staff  of 
WIL,  St.  Louis,  has  entered  the  Ma- rine Corps.  He  has  been  replaced  by 
Ray  L.  Wynne,  new  to  radio. 

HAROLD  B.  DAY,  former  promo- 
tion manager  of  Popular  Science  and 

previously  with  Lennen  &  Mitchell, 
New  York,  has  joined  the  sales  pro- 

motion staff  of  BLUE.  Prior  to  join- 
ing the  agency.  Day  handled  sales 

promotion  for  General  Electric  Co., Schenectady. 

SCOTT  FARON,  formerly  promotion 
director  of  Ross-Federal  Research 
Corp..  New  York,  and  account  exe- 

cutive of  Ward  Wheelock  Co.,  Phila- 
delphia, has  joined  the  Saturday  Even- ing Post  as  publicity  manager. 

ERNEST  BUSHNELL,  program 
supervisor  of  the  Canadian  Broad- casting Corp.,  Toronto,  has  been 
loaned  for  the  duration  to  the  Cana- 

dian Wartime  Information  Board  at 
Ottawa,  taking  charge  of  radio. 
HENRY  A.  HUTCHINS,  general 
sales  manager  of  National  Union 
Radio  Corp.,  Newark,  N.  J.,  has  en- tered active  service  with  the  U.  S. 
Naval  Reserve  as  lieutenant  command- er. 

WILLIAM  J.  HENNESSEY  Jr., 
CBS  executive  receptionist  for  the 
last  year  and  a  half,  left  the  network 
Oct.  20  for  Fort  Riley,  Kan.,  for 
training  in  the  cavalry  corps  of  the Army. 

MACKENZIE  WARD,  formerly  of 
BLUE  Chicago  local  sales  and  pre- 

viously of  the  Chicago  sales  staff  of 
WMCA,  X"ew  York,  has  joined  the sales  staff  of  WBBM.  Chicago. 

mann  for  the  first  time,  he  seems 
incredibly  young  and  remarkably 
well  informed  on  everything  from 
baseball  to  Bach.  Born  in  Balti- 

more, July  7,  1901,  he  majored  in 
economics  at  Johns  Hopkins  and 
studied  music  at  the  Peabody  In- 

stitute in  Baltimore.  Then,  while 

still  in  his  late  'teens,  he  went  to 
work  at  Bamberger's.  Within  a 
year  he  was  made  advertising  man- 

ager of  the  basement  and,  three 
years  later,  sales  and  publicity 
director  for  the  entire  store.  Leav- 

ing there  to  join  Lord  and  Taylor, 
and  later  Saks  Fifth  Avenue,  he 
has  shown  wherever  he  has  worked 
an  uncanny  foresight  in  sensing 

changes  in  public  taste.  It  is  rea- 
sonable to  assume  that  he  will 

carry  this  gift  over  to  the  formu- 
lation of  radio  programs. 

For  the  last  five  months  or  so, 

Bloomingdale's  has  sponsored  a 
radio  program  called  Wome7i  and 

the  War  which  is  broadcast  each 
weekday  morning  over  WQXR, 

New  York.  This  program's  vital contribution  as  war  propaganda, 
its  assistance  in  rallying  women 
to  serve  their  country,  and  its 

complete  freedom  from  any  hack- 
neyed ideas  of  what  a  department 

store  program  should  be,  give  a 
hint  of  the  vigor  and  originality 
which  may  be  expected  from  the 
new  station's  programs.  The  theory 
of  selling  an  institution  rather 
than  an  item  is  not  a  new  one  in 
store  advertising,  but  it  is  one  he 
clings  to,  not  just  in  theory,  but 
even  when  paying  for  radio  time. 

Mr.  Hirschmann  is  married  to 
the  concert  pianist,  Hortense 
Monath.  Their  apartment,  in  Man- 

hattan's elegent  East  80's,  centers 
around  its  music  room  where  Mrs. 

Hirschmann  prepares  for  her  fre- 
quent appearances  with  major 

symphony  orchestras. 
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REPftEStWIED    BY:  y 

JAY  SIMS,  newscaster  who  started 
with  CBS  in  1937  at  WBBM,  Chi- 

cago, and  who  recently  joined  WABC, 
New  York,  has  taken  over  the  CBS 
news  broadcast  schedule  of  George 
Bryan  who  has  left  the  network  to 
join  the  Army  Air  Forces  as  a  second 
lieutenant.  Replacing  Harry  Marble 
on  the  4  p.m.  news  program  on  CBS 
is  Mel  Allen,  CBS  sports  announcer 
and  news  broadcaster.  Mai'ble  has  re- 

signed to  enter  the  Army. 

DAVID  R.  WILLIAMS,  public  rela- 
tions and  promotion  manager  of  News- 

reel  Theatres  Inc.,  New  York,  has 
resigned  to  join  Press  Assn.,  New 
York,  as  station  relations  representa- tive. 

SAM  WOODSIDE,  sports  announcer 
of  WHCU,  Ithaca,  recently  became 
father  of  a  boy,  born  during  first 
quarter  of  the  Army-Cornell  game 
he  was  announcing  at  West  Point. 
Betty  Austin  former  WHCU  agri- 

cultural brief  writer,  is  now  a  lieuten- 
ant in  the  WAAC's.  Edith  Mellen, 

formerly  of  WNBF,  Binghamton,  N. 
Y^.,  has  joined  the  continuity  staff  of 
WHCU  and  also  airs  department 
store  programs  . 

HUBERT  PRYOR,  newswriter  in 
the  shortwave  department  of  CBS, 
is  acting  as  shortwave  news  editor 
in  place  of  John  Edwards,  who  has 
resigned  to  join  the  OWL 

BILL  CARD,  of  the  program  depart- 
mentv  of  WMCA,  New  York,  has 
joined  the  Army,  and  Joel  O'Brien, director  of  Prevues  and  Encores  on 
that  station  joins  the  Bomber  Ferry 
Command  Nov.  16.  Production  man- 

ager of  the  program,  Natalie  Flatow, 
will  take  over  O'Brien's  assignment, while  Betty  Hughes,  actress  in  the 
show,  becomes  production  manager. 
EARL  GODWIN,  BLUB  commenta- 

tor sponsored  by  the  Ford  Motor  Co., 
is  spending  this  week  at  Dearborn, 
Mich.,  where  he  is  touring  Ford's war  production  plants.  His  daily 
broadcasts  are  originating  from  the 
Governor  Oliver  Wolcott  Cottage, 
Dearborn  village,  where  telephones 
and  news  printers  of  AP,  UP  and 
INS  have  been  installed,  along  with 
broadcasting  facilities,  to  allow  him 
to  keep  in  touch  with  his  regular  news 
sources  and  have  as  much  free  time 
as  possible  for  visiting  the  various 
Ford  enterprises. 

ELLIOTT  SCOVILLE,  chief  an- 
nouncer of  KFIZ,  Fond  du  Lac,  Wis., 

enlisted  in  the  Naval  Reserve. 

NANCY  MANING  graduate  of  the 
Beck  School  of  Radio,  Minneapolis, 
has  joined  the  announcing  staff  of 
KID,  Idaho  Falls,  Idaho. 

JANE  BTTRROUS  and  Lawrence 
Watson  are  new  announcers  at 
WCBI,  Columbus,  Miss. 
MRS.  ADELE  HUNT  and  Monte 
Meecham  have  joined  WPAT,  Pater- 
son,  N  J.,  and  are  currently  con- 

ducting the  station's  new  daily  fea- 
ture. North  Jersey's  War  of  Produc- tion. Meecham  comes  from  WCAP, 

Asbury  Park,  N.  J.,  while  Mrs.  Hunt 
is  an  oldtimer  at  WPAT. 

FRANK  DTTNNE,  announcer  of 
Wf)R,  New  York,  is  the  father  of  a 
baby  ))oy. 

HOWARD  L.  EMICH,  formerly  news 
editor  of  WHBF,  Rock  Island,  111., 
has  been  transferred  from  the  Chicago 
radio  bureau  of  United  Press  to  the 
Indianapolis  bureau.  He  will  edit  the 
Indiana  and  Kentucky  radio  wire. 

BILL  DAY,  news  editor  of  KOA, 
Denver,  reports  Oct.  26  to  Kelly  Field 
as  cadet  officer  in  the  Army  Air 
Forces.  Rex  Brown  replaces  him.  Tom 
Mechling.  assistant  news  editor  of 
KOA  and  former  member  of  the  RAF, 
has  joined  the  U.  S.  Army.  Helen 
Loucks,  former  traffic  manager,  re- 

ported to  the  WAAC's  at  Fort  Des Moines,  la.,  Oct.  11.  Bob  Young, 
former  announcer  at  KOA  and  first 
employe  to  enter  the  Armed  Forces, 
has  been  promoted  from  lieutenant  to 
captain  of  infantry. 
BILL  RE  ID,  formerly  at  .  CKRN, 
Rouyn,  Que.,  has  been  added  to  the 
announcing  staff  of  CKWS,  Kingston, 
Ont. 
ERNEST  NEFF,  former  Pittsburgh 
announcer,  has  joined  the  staff  of 
WHK-WCLE,  Cleveland,  replacing 
Warren  K.  Deem,  who  is  now  with 
WTAM,  Cleveland.  Robert  Brown, 
time  salesman,  has  resigned  to  enter 
a  war  industry. 

KEN  CARPENTER,  Hollywood  an- 
nouncer on  the  weekly  NBC  Kraft 

Music  Hall,  sponsored  by  Kraft 
Cheese  Co.  (cheese,  salad  dressing), 
has  been  signed  to  portray  himself  in 
the  Paramount  film,  "True  to  Life". 
LARRY  CHATTERTON,  supervisor 
of  announcers  for  CBS,  Hollywood, 
has  resigned  and  moved  to  Seattle 
where  he  will  become  associated  with 
a  station. 

ROBERT  PEEBLES  formerly  an- 
nouncer of  WCAE,  Pittsburgh,  is 

program  director  of  WKNE,  Keene, 
N.  H. 
BOB  RAWSON,  announcer  of  WIL, 
St.  Louis,  recently  became  father  of 
a  boy,  his  first  child. 

PHIL  STEARNS,  Coast  newscaster, 
has  joined  the  news  department  of 
KQW,  San  Francisco. 

BILL  TREDWAY,  announeer-sports- caster  of  KTRI,  Sioux  City,  la.,  who 
has  been  with  the  station  since  it 
went  on  the  air  in  June,  1938,  re- 

cently entered  the  Navy  and  is  at 
the  Great  Lakes  Naval  Training  Sta- 

tion. Andy  Bogue  replaces  him.  His 
sports  programs  have  been  taken  over 
by  Bud  LaGrave  and  Dick  Huber. 
WILLIAM  FIFIELD,  former  staff 
announcer  of  WBBM,  CBS  Chicago 
outlet,  has  joined  the  CBS  New  York 
staff. 
GERALDINE  MERKEN,  formerly 
in  charge  of  continuity  at  WINS, 
New  York,  has  joined  the  continuity 
department  of  WOR,  New  York. 
LEONARD  SILLMAN,  producer  of 
Broadway  plays,  has  joined  the  sales 
department  of  Henry  Souvaine  Inc., 
New  York  radio  production  firm, 
where  he  will  handle  programs  pri- 

marily concerned  with  public  rela- 
tions. Sillman  will  also  work  on  his 

coming  Broaday  show,  "New  Shoes". 
ANN  HUNTER,  Eiiglish-born  com- mentator who  has  been  on  the  West 
Coast  for  the  past  six  months,  has 
resumed  the  quarter-hour  weekday 
program  A  Woman  Views  the  News, 
on  WAIT,  Chicago. 

TED  COLLINS,  producer-director  of 
the  Kate  Smith  programs,  sponsored 
by  General  Foods  Corp.,  New  York, 
on  CBS,  has  been  named  chairman 
of  the  radio  committee  for  the  United 
Hospital  Campaign,  of  which  William 
S.  Pale,y,  president  of  CBS,  is  general chairman. 
BOB  HEISS  is  chief  announcer  of 
WTMJ,  Milwaukee.  Warren  Mead 
has  shifted  from  program  supervisor 
of  W55M,  the  Journal's  other  station in  Milwaukee,  to  production  manager 
of  WTMJ-W55J.  Margie  Walters  re- 

places Marian  Ringenbach  in  the  pro- 
gram office. 

LADIES 

KATHRYN  CRAVENS 

"yiCTORIAN  is  the  setting Kathryn  Cravens  has  created 
for  herself  in  her  ofRce-apartment 
at  the  Hotel  Devon,  in  New  York, 
but  past  career  and  her  hopes  for 
the  future  are  distinctly  modern. 
Miss  Cravens  celebrates  her  14th 
year  in  radio  Oct.  30. 
"Women  can  do  anything  under 

the  sun  they  set  out  to  do,"  says this  woman  commentator  who  got 
her  start  in  radio  back  in  1929  on 
a  small  St.  Louis  station,  winning 
from  the  local  press,  the  title  of 
"The  Voice  of  St.  Louis."  Currently 
heard  on  WNEW,  New  York,  in  a 
five-weekly  quarter-hour  program 
for  Francis  Rogers  Department 
Store,  Miss  Cravens  admits  to  an 

ambition  to  become  a  foreign  cor- 
respondent. 
From  St.  Louis,  the  Pontiac 

Motor  Co.  brought  Miss  Cravens 
to  New  York,  and  encouraged  no 
doubt  by  her  proven  drawing  power 
in  the  Midwest,  put  her  on  CBS 
to  sell  Pontiacs,  thus  becoming  one 
of  the  first  automotive  sponsors 
of  a  woman's  program.  Titled 
News  Through'  a  Woman's  Eyes, 
the  broadcasts  built  up  a  sizeable 
audience,  a  fact  proven  at  some 
cost  to  the  sponsor,  when  it  was 
decided  to  test  their  listening 
scope.  A  polishing  cloth  was  se- lected as  a  premium  offer,  and  an 
initial  order  of  10,000  was  placed 
to  meet  the  demand.  Record  re- 

sponse to  CBS  daytime  programs 
at  that  time  was  110,000.  But 
228,000  women  listeners  sent  for 
the  cloth,  and  it  cost  Pontiac 
$45,000  to  be  reassured  that  women 
listened  to  news  through  a  woman's 

eyes. To  Miss  Cravens  have  come  sev- 
eral honors  and  positions  of  re- 

sponsibility. During  her  CBS 
broadcasts,  she  received  honorable 
mention  from  the  Women's  Na- tional Radio  Committee  in  its  an- 

nual award  for  six  different  types 
of  programs.  Radio  chairman  of 
the  National  League  of  American 
Penwomen,  Miss  Cravens  takes 
part  in  governmental  affairs 
through  her  membership  in  the 
League  of  Women  Voters.  For  the 
best  article  to  have  been  published 
by  a  woman,  Miss  Cravens,  who 
writes  poetry  and  feature  stories 
in  addition  to  her  radio  work,  re- 

ceived first  prize  in  an  award  made 
by  the  National  League  of  Ameri- 

can Penwomen  earlier  this  year. 
She  has  also  been  voted  the  best 
dressed  woman  in  radio. 
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NO.S"  IN  A  SERIES  PORTRAYING 
THE  AOVtNTUReS  OF  RAOIO'5 
INDISPENSABLE  MAN  WE 

TIME  BUYER  / 

TIN  HATS  ARt  TH'  TOPPER  FASHION  IN 

PORTLAND,  AIV\ER1CA'S  GREATEST  SHIP- BUILDING CENTER/   THAT  f^EANS  BIG 
PAY  AND  BIG  PAYROLLS.  KEX 

CARRIES  /OUR  [V^ESSAGE  INTO  HON^tS 
THROUGHOUT  THIS  RICH  AREf\. 

AT  KEX  THEY  SERVE  UP 

YOUR  PLATTERS  TO  THE  RADIO 

AUDIENCE  WITH  EXPERT  CARE 

AND  SKILL -AND  WITH  THE 

FINEST  REPRODUCTION  EQUIP- 
IVIENT/  YOUR  TRANSCRIBED 

SPOTS  WILL  REALLY  "SOUND 
GOOD"  OVER  KEX  / 

"^^^^ 

,  1  GENTLY  V,'^^ 

IF  RECORDIMG  PROBLE^AS  ARE  GETTIN' 
YOU  DOWN,  THE  KEX  STAFF  CAN  GIVE  YOU 

A'llVE-TALENT"  SHOW  GUARANTEED  TO 
ATTRACT  AN  AUDIENCE  AND  SELL  GOODS. 
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ELBERT  HALING  publicity-mer- 
chandising director  of  WBAP-KGKO, 

Fort  Worth,  who  originated  WBAP's rural  newspaper  show,  The  Suburban 
Editor,  and  wrote  and  directed  two 
popular  flying  cadet  enlistment  pro- 

grams, has  enlisted  as  a  private  in  the 
Air  Forces.  He  will  be  stationed  at 
Tarrant  Field,  Fort  Worth,  in  the 
public  relations  department. 
GEORGE  COREY,  scriptwriter  of 
BLUE'S  This  Nation  at  War,  has 
temporarily  taken  over  the  writing  of 
Women  and  War  during  the  illness  of 
his  wife,  Francis  Corey,  who  con- 

ducts the  program  on  WQXR,  New 
Torli.  Pinchitting  at  the  microphone 
for  Mrs.  Corey  is  Adelaide  Klein, 
actress. 

TOM  MOORE,  formerly  announcer  of 
WBBM,  Chicago,  is  m.c.  on  the  S20 
Club,  daily  hour  variety  program  and 
the  Pantry  Patter,  quarter-hour  five- 
day-a-week  women's  participation  show on  WAIT,  Chicago. 
TED  LLOYD,  formerly  on  the  staff 
of  Radio  Daily,  last  week  joined  the 
radio  department  of  Twentieth  Cen- 

tury Fox  Film  Corp.,  New  York,  to 
handle  picture  promotion  via  radio. 
Fox  Film  plans  to  step  up  this  phase 
of  its  publicity  to  the  proportions  of 
its  newspaper  and  magazine  depart- ments. 

RUDOLPH  WILLS,  formerly  of 
WLOF,  Orlando  replaces  Mary  Ray 
as  continuity  director  of  WGPC, 
Albany,  Ga.,  and  will  also  be  promo- 

tion manager. 
MATHEW  MURRAY,  announcer  of 
KMTR,  Hollywood,  known  as  The 
Ambassador  of  the  Air,  intersperses 
his  Sunday  evening  half-hour  program 
of  recorded  music  on  that  station  with 
short  talks,  home-spun  philosophy  and 
poetry  that  it  not  too  saccharine. 

Specialist 
TOD  HUNTER,  newscaster 
of  WBBM,  Chicago  has  a 
cock-eyed  hobby.  His  office  is 
lined  with  pictures  of  cross- 

eyed cats,  the  felines  per- 
sonally discovered  and  photo- 

graphed by  Tod  himself. 

TRUMAN  BRADLEY,  Hollywood 
announcer,  has  been  given  that  assign- 

ment on  the  weekly  half  hour  CBS 
Screen  Guild  Players,  sponsored  by 
Lady  Esther  Co.  (cosmetics).  Series 
was  launched  Oct.  19. 

HANK  McCUNE,  Hollywood  com- 
mentator on  the  weekly  NBC  program, 

It  Happened  in  the  Service,  has  joined 
Army  Ferry  Command. 
BOB  LEMOND,  announcer  of  CBS 
Hollywood,  has  joined  the  Army  Air 
Forces.  Allan  Botzer,  also  an  announ- 

cer, has  enlisted  in  the  Navy. 
PAUL  PIERCE,  West  Coast  con- 

tinuity director  of  CBS,  Hollywood, 
has  taken  over  new  duties  as  pro- 

duction supervisor  for  the  network 
in  that  region.  Everett  Tomlinson,  con- 

tinuity writer,  has  taken  over  the 
post  vacated  by  Pierce. 
PVT.  J.  C.  LEWIS  Jr.,  formerly  pro- 

ducer of  KHJ,  Hollywood,  has  written 
music  and  lyrics  of  the  all  soldier 
revue.  Hey  Rookie,  currently  being 
staged  at  Belasco  Theatre,  Los  An- 

geles. RUTH  ANDERSON,  commercial  an- 
nouncer of  KFRC,  San  Francisco, 

has  been  signed  as  newscaster  on  a 
five-weekly  quarter-hour  program, 
sponsored  by  O'Connor  &  Moffatt  Co., local  department  store. 

««•  and  made  room  lor 

74.000  new  folks  dom  here. 

Folks  wlio  would  be 

^petidifij  ihew  4111000,000 on 

YOUR  frodud  if  you  fold 

them  about  if.  You  can 

reach  fhcm  easAyforccMly 

and  economically  tte- 

DANIEL  BOONE  NET 

iu'ith  per itidjicnt  lines  behueen 

WOPI-WISE-WKPT 
9(>  Rttd Network  comrtiercial&wk)y. 

Harry  Cammings  "  Sou^  fa$f  Rep 
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ROBERT  ARDEN,  news  analyst  and 
commentator  of  KFWB,  Hollywood, 
for  outstanding  service  to  the  country 
in  combatting  enemy  activity  on  Oct. 
16  was  cited  by  the  17th  District, 
American  Legion.  This  is  his  third 
citation  in  a  year  for  ferreting  out 
subversive  elements. 

RALPH  M.  KISCH,  formerly  asso- 
ciated with  WWRL,  New  York,  and 

previously  handling  publicity  and  sales 
promotion  for  Gotham  Gold  Stripe 
hosiery,  has  been  appointed  to  the 
announcing  staff  of  W75NY,  New 
York  FM  station,  scheduled  to  go  on 
the  air  around  Nov.  1. 

GARY'^  LEE,  formerly  announcer  at 
WSON,  Henderson,  Ky.,  has  joined 
WKBN.  Youngstown,  O. 

ALAN  FREED  is  announcer  and  as- 
sistant program  director  of  WKST, 

New  Castle,  Pa.,  replacing  Bob  Fergu- son who  has  joined  the  Marine  Corps. 
Peggy  Boughter  transfers  from  the 
control  panel  to  the  announcing  staff, 
replacing  Chick  Wilson  who  has 
joined  the  Navy. 
ROBERT  WOODBURY  has  joined 
WRR.  Dallas,  as  an  announcer. 
Walter  Hanson,  WRR  announcer  for 
ten  years,  has  his  wings  in  the  Naval Air  Corps. 

JAMES  S.  ALDERMAN,  formerly 
newscaster  of  WFAA,  Dallas,  iy  chief 
announcer,  and  newscaster  for  AVRR Dallas. 

HELEN  HAMILTON  SMITH, 
formerly  with  KGLO,  Mason  City, 
Iowa,  has  joined  KWK,  St.  Louis. 
Nick  Stemmler,  KWK  sports  announ- cer who  won  a  nationwide  contest 
sponsored  by  General  Mills  and  Lever 
Brothers  for  commercial  copy,  has 
joined  the  commercial  announcing 
staff. 
CATHERINE  BURKHARDT,  pro- 

gram director  of  WBBR,  Buffalo,  is 
an  administrative  specialist  in  the 
WAAC. 
TOM  DOWNING,  announcer  of 
WSB,  Atlanta,  was  inducted  into  the 
Army  Oct.  16. 
JOHN  BONDESON,  four  years  with 
WREN,  Lawrence,  Kan.,  as  promo- tion director,  entered  the  Army  Oct. 
14.  New  announcers  are  James 
Officer  and  Ray  Helgesen. 

CARL  CARUSO,  announcer  of  WBZ- 
WBZA,  Boston-Springfield,  has  been 
appointed  chief  announcer,  succeed- 

ing Robert  E.  White,  who  resigned 
to  become  program  manager  of  KDKA, Pittsburgh. 

SHIRLEY  STAAB,  formerly  with 
WAJR,  Morgantown,  W.  Va.,  and 
WMMN,  Fairmont,  W.  Va.,  is  now 
director  of  women's  programs,  WEIM, 
Fitchburg,  Mass.  She  will  broadcast 
under  the  name  Joan  Shirlee  in  order 
to  continue  A  Bate  With  Joan,  pro- 

gram handled  by  Joan  Adams,  now 
with  the  Office  of  War  Information, 
New  York.  George  Nemett,  formerly 
of  WHYN,  Holyoke,  Mass.  and 
WMFF,  Plattsburgh,  N.  Y.,  has  joined 
the  announcing  staff  of  WEIM  and 
is  in  charge  of  the  daily  1340  Club show. 

TONY  WANDALL  announcer  of 
WTAG,  Worcester,  has  been  inducted into  the  Army. 

GILES  F.  O'CONNOR,  CBS'  first television  announcer,  has  been  sworn 
into  that  branch  of  the  Army. 

BILL  BROWN,  former  sports  editor 
of  WHO,  Des  Moines,  and  announcer 
for  10  years  on  Iowa  stations,  has 
been  named  program  director  of 
KPAC   Port  Arthur,  Tex. 

JAMES  DALE,  formerly  announcer 
of  woe,  Davenport,  has  joined  the 
announcing  staff  of  WIND,  Chicago. 

BROOKS  CONNALLY,  staff  an- 
nouncer of  WIND,  Chicago,  has  joined 

the  Navy  and  will  be  stationed  at 
Glenview  Naval  Aviation  Field,  Glen- view,  111. 

BARN  DANCE  VISITOR  is  Maj. 
Ernie  Sanders,  formerly  senior  an- 

nouncer and  studio  manager  of 
WHO,  Des  Moines,  returned  on  a 
sick  leave  caused  by  a  broken  arm. 
During  his  visit  Oct.  10,  he  paused 
to  exchange  pleasantaries  with 
Producer  Stan  Widney,  in  charge 
of  the  Iowa  Barn  Dance  Frolic. 

JOHNNIE  NEBLETT,  Chicago  free- 
lance announcer,  has  been  selected  to 

handle  the  broadcast  of  seven  Western 
Conference  Saturday  afternoon  foot- 

ball games  sponsored  on  WGN,  Chi- 
cago, by  the  Chicago  Motor  Club. 

ROY  GRANDEY,  formerly  program 
director  of  KOL,  Seattle,  has  joined 
KTKN,  Ketchikan,  Alaska. 
BILL  MOSHIER  publicity  director 
of  KIRO,  Seattle,  has  been  named 
chairman  of  the  radio  publicity  com- 

mittee handling  Farmers  Bond  Month. 

COY  WILLIAMS,  Hollywood  co- 
manager  of  Barle  Ferris  Assoc.,  na- tional radio  publicity  service,  is  the 
father  of  a  boy  born  Oct.  19. 

HERB  POLESIE,  Hollywood  pro- 
ducer, has  been  signed  in  that  ca- 
pacity for  the  CBS  Al  Jolson  Show, 

sponsored  by  Colgate-Palmolive-Peet Co.,  which  started  Oct.  13,  Tuesday, 
8:30-8:55  p.m.  (EWT),  with  West 
Coast  repeat  9-9:25  (PWT).  Initial broadcasts  are  from  New  York  with 
program  shifting  to  the  West  Coast in  January. 

JEAN  PECKENPAUGH,  formerly 
in  the  speech  department  of  Washing- ton State  College,  has  joined  KOL, 
Seattle,  as  continuity  and  publicity 
director.  Cotton  Wilcox,  assistant 
football  coach  of  U  of  Washington, 
has  started  a  weekly  quarter-hour 
sports  program. 
HOWARD  GEORGE  GORSEGNER, 
announcer  of  WAIT,  Chicago,  under 
nom  d'air  Howard  Roberts,  and 
Mildred  Martinson  were  married  Oct. 
24  in  Kenosha,  Wis. 
DONALD  K.  CURRLIN,  announcer 
formerly  of  KQW,  San  Francisco,  has 
joined  KGO,  in  that  city,  replacing 
George  Applegate  who  resigned  to 
take  a  position  in  a  San  Francisco 
shipyard. 
ANN  BALSTER,  recently  with  the 
miisic  library  of  CBS  Chicago,  is  sec- 

retary of  the  special  Army  Air  Forces 
Mechanics  Recruiting  Board  assigned 
to  San  Francisco. 
WAYNE  RICHARDS,  formerly  pro- 

motion manager  of  KSL,  Salt  Lake 
City,  recently  commissioned  a  captain 
in  the  Army  Air  Forces,  has  been 
named  adjutant  of  Mather  Field,  Sac- ramento. 

MARY  LOU  GIBBONS,  secretary  to 
John  H.  Norton  Jr.,  BLUE  station 
i-elations  manager,  has  left  BLUB  to 
be  married  Oct.  31  to  Cpl.  Hugh 
Mullen,  now  at  Officers  Training 
School,  Camp  Davis,  N.  C. 
GLADYS  CONRY,  script  writer,  who 
has  been  writing  the  NBC  Telephone 
Hour,  has  joined  the  continuity  staff  of 
World  Broadcasting  System.  Miss 
Conry  has  been  with  Benton  &  Bowles. 
N.  W.  Ayer  &  Son,  New  York,  and 
WGN,  Chicago. 
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I .T  IS  only  natural  that  WLAC  should  command  big  audiences.  Its  50,000 

watt  voice  is  crystal  clear.  Its  schedule  is  backed  by  practically  all  the  big- 

name  shows  of  CBS.  And  most  important  of  all,  WLAC  has  had  over  sixteen 

years  experience  in  catching  the  flavor  —  and  finding  the  favor  —  of  Middle 

Tennessee.  Here's  one  case  in  point:  It  proves  WLAC  has  the  knack  for 

building  programs  that  people  enjoy  . .  . 

Each  week  for  more  than  two  consecutive  years,  WLAC  has  been 

originating  "The  Garden  Gate"  to  the  coast-to-coast  Columbia  Net- 

work !   This  sustaining  network  program  —  featuring  "The  Old  Dirt 

Dobber"  —  has  also  been  sponsored  locally  (currently,  six  days  a 

week,  by  General  Mills)  for  more  than  eight  years! 

This  brand  of  showmanship  .  .  .  this  knack  for  building  a  local  organization 

into  a  nation-wide  favorite  .  .  .  this  policy 

of  never  being  satisfied  with  doing  "just 

as  good  as  the  competition"  has  built 

giant  audiences  for  WLAC.    And  giant 

sales  for  WLAC  advertisers. 

NOW 50,000  WATTS 

GATEWAY  TO  THE  INDUSTRIALLY  RICH  TENNESSEE  VALLEY 



LaVELL  WALTMAX.  formerly  of 
KROC.  Rochester.  Minn.,  has  joined 
WAVE.  Louisville,  and  is  conducting 
a  new  show,  Scramljlegrams.  He  re- 
lilaces  Ray  Marcus  who  went  into 
the  Army  shortly  after  coming  to 
WAVE. 
LEADING  AIRCRAFTSMAN 
Charles  W.  Tingwell.  announcer  of 
2CH.  Sydney.  Australia,  recently  paid 
a  visit  to  CHEX.  Peterborough.  Ont.. 
near  the  camp  where  he  is  now  train- 

ing as  a  member  of  the  Royal  Austral- 
ian Air  Force.  He  was  guest  announcer 

at  CHEX  and  took  part  in  an  inter- view on  life  in  Australia. 

DAVE  PRICE,  of  the  sales  staff  of 
CHEX.  Peterborough.  Ont..  has 
joined  the  Canadian  Wartime  Prices 
&  Trade  Board  as  a  liaison  officer  on 
the  rationing  board. 

ARXOLD  STINSON.  announcer  of 
CKLW.  Windsor-Detroit,  is  recover- 

ing from  an  appendectomy. 

HARRY  O'P.RIEX.  formerly  with CP.S  from  1!)80  to  1930.  and  .since 
that  date  affiliated  with  Sutton  & 
(J'Brien.  commercial  art  studio,  has 
returned  to  CBS  as  art  director  in 
charge  of  network  promotion. 

CLETE  ROBERTS,  special  events 
director  of  the  BLUE,  Hollywood,  has 
been  signed  to  do  a  trailer  narration 
and  spot  announcement  transcrip- 

tions for  20th-century  Fox  film, 
"China  Girl". 

ALICE  BELDIXG  has  been  aj)- 
pointed  pulilicit.v  and  promotion  di- 

rector of  KMPC.  Beverly  Hills,  Cal. 
The  wife  of  Don  Belding.  executive- 
vice-])resident  of  Lord  &  Thomas,  Los 
Angeles,  she  at  one  time  was  in  the 

promotion  department  of  Bullock's Inc.,  that  city. 

MARVIX  FISHER.  Hollywood 
writer,  has  joined  the  Army. 

«ANy  NIGHT'S  A  GOOD  NIGHT  TO  BE  RIOIN' 

THE  AIR  WAVES  OF  THE  RED  RIVER  VALLEY! 

TRY  A  FEW  SPOTS  ON  WDAY-AND  SEE 

FER  VERSEtF."' 

WDAY 

FARGO.  N  D.-5000  WATTS-N.B.C  AND  BLVt 

AFFftfATED  WITH  THE  FARGO  FORUM 

FREE  A  PETERS-  NAT'L  REPRESENTATIVES 
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KAY  HALLE,  only  woman  music  net- 
work annotator.  has  returned  as  com- 

mentator on  CBS  for  the  Cleveland 
Orchestra  concerts.  Miss  Halle  has 
been  a  "roving  commentator,"  for 
WGAR,  CBS  Cleveland  affiliate. 

:MIKE  HUXXICUTT.  formerly  of 
WIXG.  Dayton,  has  joined  the  an- 

nouncing staff  of  WFIL,  Philadelphia. 

AXXETTA  FARRAR.  auditor  of 
KROY.  Sacramento,  and  Sgt.  O.  L. 
Motter.  of  Camp  Young.  Cal.,  were 
married  Sept.  19  in  Parker,  Ariz.,  it 
was  recently  revealed.  Motter.  known 
])rofessionally  as  Lee  Bradley,  was 
formerly  on  the  acting  staff  of  KROY. 

•TOHX  FORREST,  announcer  of 
KFI-KECA,  Los  Angeles,  is  writer 
of  an  all-war-workers  revue,  "Thumbs 
Up",  currently  playing  in  Seattle. 
SHERRILL  MASOX.  in  the  traffic  de- 

partment of  BLUE  Hollywood,  with 
installation  of  that  network's  teletype and  Western  Union  wires,  has  taken 
over  duties  formerly  handled  by  men. 
Xetwork.  housed  in  same  building 
with  XBC  Hollywood,  has  iireviously 
shared  latter's  equipment. 
DOX  HARVEY,  announcer  of 
KOAM.  Pittsburg,  Kan.,  has  joined 
the  announcing  staff  of  KWTO. 
Springfield,  Mo, 
EXSIGN  FIEXRY  FLYNN,  formerly 
in  special  events  department  of  CBS 
Hollywood,  has  received  his  commis- 

sion as  lieutenant  (j.g. )  in  the  Nav.v. 
He  has  been  in  service  since  out- break of  the  war. 

DOROTHY  E.  BARTENBACK  has 
been  appointed  to  the  spot  and  local 
sales  division  of  NBC  Chicago,  and 
Esther  A.  Adams  has  been  added  to 
the  transcription  department. 

JOHN  D.  SCHEUER.  night  super- 
visor of  WFIL,  Philadelphia,  will 

marry  Lois  Andrews  of  the  promotion 
department  shortly. 

.JOHN  RAPP,  HoUywood  script 
writer  on  the  NBC  Time  to  Smile 
Shoic.  sponsored  by  Bristol-Myers  Co. 
( Ipaua,  Sal  Hepatica ) ,  is  the  father 
of  a  girl  born  Oct.  1.5. 

.JACK  .JOY.  formerly  program  direc- 
tor of  KH.J.  Hollywood,  has  been  ap- 

pointed music  advisor  to  the  Office 
of  War  Information.  In  addition,  he  is 
currently  music  director  of  the  weeklv 
NBC  The  Army  Hour. 

GEORGE  .JAY,  Hollywood  announ- 
cer, has  joined  the  Army  Air  Force. 

TOMMY  MacWILLIAMS.  continuity 
editor  of  WSIX.  Nashville,  is  co- 
writer  with  Frank  H.  Grey,  ASCAP, 
of  new  song.  "Little  Jack  Frost", pulilished  by  New  Dawn  Music  Corp., 
Hollywood.  The  team  also  wrote 
"Kappa  Sigma  Waltz",  aired  over a  thousand  times  during  past  .vear, 
published  by  Paul  Pioneer,  New  York. 

JERRY  BURNS,  former  sports  and 
special  events  man,  has  joined  KXOK. 
St.  Jjouis.  and  will  specialize  in  news 
and  special  events.  Al  Brandt,  news 
jn-ocessor  at  KXOK.  was  inducted 
into  the  Army  at  Peoria,  111.  Xo 
successor  has  been  named. 

ROBERT  ALLEX.  radio  actor  who 
hiis  appeared  in  Ayninst  ihe  Storm 
and  Jiixt  Plain  Bill,  has  been  given 
the  leading  role  of  Harry  Graves  in 
the  third  company  of  ".Junior  ^Miss", which  opens  in  Boston  Oct.  20. 

(iUY  SAVAGE,  has  resigned  as  staff 
aniuniiicer  of  WCIX,  Chicago,  to  free- 

lance. He  is  continuing  on  the  HiimiiK 
Side  of  Sport.t  (|uarter-hour  on  WCJX 
sponsored  by  I'eter  Hand  l^rewery 
Co..  Chicago  (  Meister  Brau )  five  days 
a  week. 
JOHX  HICKS,  formerly  of  WBAP 
and  KGKO.  Fort  AVorth,  has  joined 
the  newscasting  staff  of  WSAI,  Cin- cinnati. 

Three-Man  Board 

Heads  KFI-KECA 

Anthony  Taking  More  Active 
Part  in  Running  Stations 
THREE-MAN  board,  consisting 
of  department  heads  will  continue 
to  supervise  operation  of  KFI- 
KECA,  Los  Angeles,  with  no  suc- 

cessor being  named  at  this  time 
to  the  late  Harrison  Holloway, 
general  manager. 

Earle  C.  Anthony,  owner,  is 
taking  a  more  active  participation 
in  the  stations'  operation,  and  he 
will  supervise  activity  of  the 
board,  which  includes  Clyde  P. 
Scott,  commercial  manager;  John 

(Bud)  Edwards,  program  direc- 
tor and  Ernest  Felix,  auditor  and 

personnel  director. 
With  Bernard  Smith  having  re- 

signed his  dual  capacities  as  farm 
editor  and  director  of  public  rela- 

tions of  KFI-KECA  to  prepare 
for  induction  into  the  Army,  his 
former  duties  have  been  divided. 
Elmer  D.  Pederson,  national  sales 
executive,  will  be  in  charge  of 
public  relation  contacts.  Nelson 
Melnineh  has  been  assigned  farm 
editor.  Ken  Higgins,  staff  writer, 
has  taken  over  spot  announcements 
and  Government  messages.  Matt 
Barr,  formerly  of  NBC,  Holly- 

wood publicity  department,  re- 
cently added  to  the  KFI-KECA 

staff,  continues  as  publicity  di- rector. 

Carpenter  to  WKNE 
DAVID  CARPENTER,  formerly 
sales  manager  of  WHEB,  Ports- 

mouth, N.  H.,  has  been  appointed 
general  manager  of  WKNE,  Keene, 

N.  H.,  replacing 

Herman  Stein- 
bruch  who  has  re- 

signed to  become 
radio  advertising- 
manager  of  Va- riety. Mr.  Car- 

penter has  had 
wide  experience 
in  selling  and 
management 

since  entering  ra- 
dio as  a  part-time announcer  in 

1928.  Born  in  Kentucky  and  edu- 
cated at  Western  Reserve  Academy 

and  Wyoming  Seminary,  he  is 
married  and  has  two  children. 

Mr.  Carpenter 

Frederick  A.  Stock 
DR.  FREDERICK  A.  STOCK,  69, 

composer,  dean  of  American  con- ductors and  director  of  the  Chicago 
Symphony  Orchestra,  died  Oct.  20 of  a  heart  attack.  He  established  a 
world  record  for  service,  beginning 
this  fall  his  48th  season  with  the 
Chicago  Symphony  Orchestra,  his 
38th  as  its  conductor.  A  wage  dis- 

pute between  the  Orchestra  Assn. 
and  the  Chicago  Federation  of  Mu- 

sicians led  by  James  C.  Petrillo, 
caused  the  orchestra  to  disband 
during  1927,  but  funds  were  raised 
to  enable  the  musicians  to  re- 
organize. 

UPTOX  CLOSE.  XBC's  expert  on Far  Eastern  affairs,  is  the  author  of 
Behind  the  Face  of  Japan,  revised 
edition,  which  will  be  published  Oct. 
30  by  the  D.  Appleton-Century  Co. 
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  ,     tVie  Series  o£ 

,  Td  Another  m  «rhich 
Here  Is  Forward 

Continuous  Step   ̂ ^^^.^^  ̂ ^^^  as 

have  served
  Station^ 

The  Kansas -Oki^^^^^^  ̂ 

^^LSoZ^^S  DAILY 

ADD  THIS  UP: 

KFBI  OFFERS  THE  BLUE  NETWORK  plus  MUTUAL  plus 

the  MOST  LIVE  TALENT  SHOWS  plus  the  MOST  NEWS 

plus  the  MOST  SPORTS  plus  the  MOST  MERCHAND
IS- 

ING SERVICE  plus  WICHITA'S  BEST  WAVE-LENGTH. 

KFBI— THE  OLDEST  STATION  IN  KANSAS—KANSA
S' 

ONLY  24-HR.  STATION-IS  YOUR  BEST  BUY  TO  SELL. 

KFBI WICHITA 

RAY  LINTON,  GENERAL  MANAGER 

HOWARD  WILSON  CO.,  NAT'L  REPR. 



How  many  EARS 

are  you  getting 

in  ROANOKE? 

"or  lo,  these  many  months,  we've  been  telling  you 
that  the  only  way  to  get  listeners  in  Roanoke,  Va.,  is 

with  WDBJ.  And  now  here's  Mr.  Hooper  with  addi- 
tional proof. 

As  far  as  WDBJ  is  concerned,  much  the  same  situa- 

tion exists  throughout  the  entire  Roanoke-Southwest 

Virginia  market.  That's  because  WDBJ  is  the  only 
station  that  can  be  heard  satisfactorily  throughout 
the  whole  territory  at  all  times! 

Ergo :  If  you  want  listeners,  not  only  in  Roanoke  but 

in  26  other  rich*,  responsive  counties  as  well,  give 
your  message  to  WDBJ — the  big-audience  station  in 
this  neck  of  the  woods.  Write  for  full  details,  or  just 
ask  Free  &  Peters. 

$350  million  in  buying  power! 

ROANOKE VIRGINIA 

CBS  Affiliate  .  .  960  K.C.  IT  IT  W  SOOO  Watts  Full  Time 

Owned  and  Operated  by  the  TIMES-WORLD  CORPORATION 

f>^  PROGRAMS 

Free  &  Peters,  IE 
Exctutive  {National  Repreientativtt 

'T'HREE  programs  enlisting  high 
school  and  elementary  school 

youngsters  in  war  effort  projects 
have  been  arranged  by  WFIL, 
Philadelphia,  in  co-operation  with 
the  Philadelphia  Board  of  Educa- 

tion. Loudspeakers  and  radios 
bring  High  School  Victory  Corps 
and  Quaker  City  Scrappers  to  all 
public  schools  for  15-minute  periods 
on  Friday  afternoons.  Third  pro- 

gram, High  School  Parade,  is 
broadcast  Saturdays,  featuring 
musical  and  debating  programs 
from  a  different  school  each  week. 

*  *  * 
Oflf  to  School 

GAMES  and  musical  routines 
heard  in  a  six-weekly  breakfast 
program  on  WIP,  Philadelphia, 
are  designed  to  get  youngsters  out 
of  bed  and  oif  to  school.  Title  is 
Jolly  Jack. ^  ^  ^ 

Serving  Uncle 

GOVERNMENT  agency  cam- 
paigns, such  as  recruiting,  salvage 

or  service  announcements  are  fea- 
tured exclusively  on  Serving 

Uncle  Sam,  quarter-hour  program 
spotted  after  a  local  news  period 
on  WSBA,  York,  Pa. *  *  * 

School  Sports 
HIGH  SCHOOL  sports  are  the 
subject  of  a  five-minute  Saturday 
feature  on  WLIB,  Brooklyn,  titled 
The  Scholastic  Parade.  Sports  re- 

porters have  been  recruited  from 
each  of  the  city's  schools  to  tele- 

phone in  last-minute  football  scores 
of  afternoon  games. 

*  *  * 

Tribute  to  'Unsung  Heroes' 
NEW  ENGLAND'S  "unsung 
heroes"  of  World  War  II  receive  a 
brief  dramatic  tribute  in  the 
weekly  D  &  H  Musical  Gems  pro- 

gram aired  by  WBZ-WBZA,  Bos- 
ton, Tuesdays  at  7:30  p.m.  The 

Apollo  Club  of  Boston,  comprising 
60  prominent  businessmen,  partici- 

pates in  the  broadcast. *  *  * 

Consumer  Problems 

CONSUMER  problems  and  ration- 
ing are  topics  of  discussion  on 

series  of  broadcasts  entitled  OPA 
Talks  It  Over,  Sunday  quarter-hour 
on  WAAF,  Chicago.  Each  problem 
is  discussed  by  OPA  experts  and 
then  the  OPA  method  of  handling 
the  problem  is  dramatized.  Written 
by  Henry  Kingston  and  supervised 
by  the  OPA  Consumer  Division  in 
Chicago,  program  is  designed  to 
clarify  price  control  and  rationing 
questions  of  listeners. Destiny 

DESTINY  as  the  controlling 
factor  in  lives  of  men,  is  keynote 
of  the  twice-weekly  CBS  narra- 

tive-form program.  The  Changing 
Tide.  Title  is  taken  from  the  fa- 

miliar quotation:  "There  is  a  tide in  the  affairs  of  man  and  in  its 

ebb  and  flow  lies  all  of  our  destiny". Conceived  by  Russ  Johnston,  West 
Coast  program  director  of  the  net- 

work, the  quarter-hour  narrative  is 
produced  by  Ted  Bliss,  with  scripts 
edited  by  Everett  Tomlinson,  con- 

tinuity director. 

Overseas  Tales 

WITH  discontinuance  of  message 

type  programs  from  overseas 
troops  on  Oct.  25  by  the  Canadian 
Broadcasting  Corp.,  a  new  series  of 
programs  is  being  started  for  the 
folks  back  home.  Regimental 
Round-up  is  a  new  half-hour  Sun- 

day noontime  program  describing- activities  of  Canadian  units  over- 
seas. Khaki  Scrapbook  is  continu- 

ing as  a  Saturday  afternoon  gen- 
eral picture  of  Canadian  army  ac- 

tivities in  Britain  through  eye- 
witness accounts  and  actuality  in- 

serts. Wings  Abroad,  the  broad- 
cast newspaper  of  the  Royal  Can- 

adian Air  Force  in  Britain,  con- 
tinues on  Saturdays  as  a  record 

of  RCAF  activities.  Canadian  Cal- 
endar is  a  new  Saturday  evening 

half-hour  program  of  Canadian 
army,  navy,  air  force  and  civilian activities  as  seen  in  Britain. 

News  for  Troops 
LOCAL  NEWS  for  the  troops 
overseas  will  be  handled  in  a  new 
manner  early  in  November  by  the 
Canadian  Broadcasting  Corp., 
when  it  cables  each  week  300-word 
commentaries  on  home  news  from 
principal  Canadian  cities  to  the 
CBC  Overseas  Unit  in  Britain  for 
broadcasting  to  the  troops  on  BBC 
stations.  Such  homey  news  items 
as  new  stores  on  the  main  street, 
local  events  of  interest  only  to  the 
boys  from  that  particular  city, 
will  be  released  in  this  series, 
which  will  be  recorded  from  the 
cable  by  the  CBC  Overseas  Unit 
and  then  broadcast  to  the  troops. 

Marines  Data 

HISTORICAL  DATA  about  the 
Marines,  past  and  present,  is 
dramatized  on  the  half-hour  pro- 

gram, Fightin'  Leathernecks, heard  on  CBS  Sundays,  7:30-8 
p.m.  The  program  originates  at 
WBBM,  Chicago,  studios  and  dra- matic talent  is  supplied  by  AFRA 
and  writers  thru  the  courtesy  of 

the  Chicago  Radio  Writers'  Guild. 

AUDIENCE  OF 

WFBL 

SYRACUSE,  NEW  YORK 
FREE  &  PETERS,  HATIONAI  REPRESEHTATIVES 
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Il 'Farm  &  Home'  Awards 
NOW  in  its  15th  year  on  the  air, 
the  National  Farm  &  Home  Hour 
on   the   BLUE    has  changed  its 

l||format  to  increase  its  effectiveness 
1  in  bringing  information  and  enter- 
J  tainment  to  farm  families.  A  new 
j  weekly  feature  is  the  Merit  Award 
I  to  a  farmer  who  has  done  a  par- 
.'  ticularly    outstanding    job,  while 
'  news  coverage  has  been  increased 
V  with  the  addition  of  thrice-weekly 
.  farm  news  supplied  by  the  OWL 
Two  minutes  of  the  program  are 
also  devoted  daily  to  local  farm 
newscasts  from  each  BLUE  sta- 

tion carrying  the  broadcasts. 
^  *      *  * 

Radio  Sewing  Course 

'  SEWING  COURSE  for  beginners 
I  is  being  presented  on  WQXR,  New 
[  York,  Tuesdays  at  9:10  a.m.,  under 

■'the  sponsorship  of  Bloomingdale's r  Department  Store.  Program 
[  teaches  listeners  how  to  take  their 
l^own  measurements,  how  to  apply 
the  measurements  to  pattern  and 

'material,  how  to  cut  and  fit  a  gar- -ment.  Lucille  Rivers  of  McCall 
'Corp.,  director  of  the  broadcasts, 
has    written    six  supplementary 
booklets  for  students  who  register 
at  Bloomingdale's. 

)  Income  Tax  Advice 
i  TIMELY  program  to  help  listeners 
,  in  making  up  their  income  taxes 
1  under  the  new  laws,  vnW  start  on 
the  BLUE  Nov.  12  with  David  K. 

;  Lasser,  income  tax  consultant,  as 
commentator.  Titled  Your  Income 
Tax,    the    series    will    be  heard 
Thursday  evenings  at  10:45. 

For  Juveniles 
MOTHER  GOOSE  set  to  music  is 
the  theme  of  new  Sunday  morning 
juvenile  program  on  WJJD,  Chi- 

cago, entitled  Fun  for  Kids.  M.  C. 
of  the  program  is  Uncle  Willie, 
friends  of  the  children,  portrayed 
by  Bill  Evans. 

Best  Letters 
PERSONALIZED  birthday  cakes 
are  given  writers  of  ten  best  let- 

ters on  their  birthdays  in  a  new 
contest  on  So  This  Is  Your  Birth- 

day, show  sponsored  thrice-weekly 
on  KLZ,  Denver,  by  American 
Lady  Bakers.  Program  features 
sketches  and  songs  by  Barclay  Al- 
len. 

Eastman  on  CBS 
EASTMAN  School  of  Music, 
Rochester,  N.  Y.,  will  inaugurate 
a  series  of  weekly  half -hour  broad- 

casts of  symphonic,  choral,  cham- 
ber and  opera  music  on  CBS  Oct. 

30,  using  the  various  musical 
groups  of  the  institution.  Dr. 
Howard  Hanson,  director  of  the 
school,  will  serve  as  commentator. 

'E'  Award  on  Network 
ALL  SIX  stations  of  the  new  Con- 

necticut Broadcasting  System 
were  used  Oct.  15  on  a  two-hour 
sponsored  broadcast  of  the  Army- 
Navy  "E"  ceremony  at  the  Chase 
Brass  &  Copper  Co.,  Waterbury. 
Stations  are  WNBC,  Hartford; 
WELI,  New  Haven;  WATR,  Wat- 

erbury; WSRR,  Stamford;  WNAB, 
Bridgeport;  WNLC,  New  London. 

is  "edited 

for  FARMERS 

11 

bacltyard  gardeners! 

0  Food,  food,  food!  Food  for  our  fight- 
ing men,  food  for  our  allies,  food  for 

the  folks  at  home — KMA  farmers  are 

producing  it  by  the  trainload.  The  great- 
est production  in  the  history  of  this 

famous  region  of  record  crops! 

Think  about  that  for  two  consecutive 

seconds  and  you'll  see  why  1942  farm 
income  in  the  KMA  area  (150  rich  coun- 

ties around  Shenandoah,  Iowa)  will  top 
all  previous  records  too. 

What's  it  all  add  up  to?  One  of  the  best 
markets  in  America  today  —  nearly 
2,000,000  farm  and  small-town  people 
who  account  for  66%  of  all  retail  sales 
in  the  whole  region! 

Incidentally,  these  people  listen  to  KMA 
— not  only  for  their  news,  farm  infor- 

mation and  entertainment,  but  also  for 
ideas  on  what  to  buy!  Want  proof?  Send 

for  your  copy  of  our  latest  market  data 
brochure.  It's  an  eye-opener! 

The  No.  1  Farm  Station  in  The  No.  1  Farm  Market — 

150  Counties  Around  Shenandoah,  Iowa 

FREE  &  PETERS,  INC.,  Exclusive  National  Representatives 
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Clearly  2,000,000 

popufotion  buyinsc 

almost  everything 

from  U.S.A.  ̂  

It's  worth  keeping 

your  Puerto  Ricon 
market. 

BOX 4504  •  SAN  JUAN,PUERTO  RICO 

awNER:ENRIDUEABARCA'MANAGER:FELIXMUNIZ 

 '  7^ 

Day  and  Night — Jackpot — Winner  of  Award — 
Fuel  Tips — Bonds  and  Stamps 

EG 

lib 

'yO  PROMOTE  its  daytime  pro- 
grams  among  night  listeners, 

CBS  inaugurates  a  13-week  cycle 
Nov.  9,  presenting  full-length  sam- 

ples of  such  programs  as  Kate 
Smith  Speaks,  Second  Husband  and 
The  Pause  That  Refreshes  in  the 
Monday,  10:30-11  p.m.  period.  Both 
commercial  and  sustaining  shows 
will  be  heard  full  length  during 
the  series,  to  be  known  as  Day- 

time Showcase.  All  types  of  pro- 
grams will  be  represented  to  in- 

dicate the  full  range  of  entertain- 
ment covered  by  CBS  during  the 

daylight  hours. 
^  ^  ^ 

Blue  Uniformity 

IN  LINE  with  its  slogan  "It's Easy  to  Do  Business  With  the 
BLUE,"  that  network  has  rede- 

signed its  new  contract  forms  for 
network  and  local  facilities,  using 
simplified  terminology  and  larger 
type.  Under  the  direction  of  Fred 
Farrar,  the  BLUE's  design-con- 

sultant, the  new  forms  in  11-point 
type  are  now  similar  to  the  basic 
typography  and  layout  of  all 
BLUE  printed  matter. 

*  *  * 
Forces  in  Growth 

WMCA,  New  York,  using  a  grey 
folder  inscribed  "Was  greater 
tribute  ever  paid  a  radio  station?", 
is  sending  out  copies  of  the  scroll 
dated  Oct.  2,  1942,  which  Sachs 
Quality  Furniture,  New  York, 
gave  to  the  station  in  honor  of  its 
20th  year  of  broadcasting  on 
WMCA  [Broadcasting,  Sept.  28]. 
Signed  by  three  Sachs  executives, 
the  scroll  includes  the  phrase  that 
the  store  "believes  that  radio  in 
general  and  WMCA  in  particular 
have  been  the  most  constructive 

forces  in  our  growth." *  ❖ 
School  Guides 

A  LISTENING  GUIDE,  suitable 
for  posting  on  bulletin  boards,  is 
mailed  monthly  to  Chicago 
teachers,  schools  and  educational 
institutions  by  WBBM,  Chicago. 
The  guide,  issued  every  month 
during  the  school  year,  lists  edu- 

cational, cultural  and  war  service 

programs  on  WBBM-CBS. 

Telephones  Listeners 
WERX  JACKPOT,  sponsored  by 
M.  Werk  Co.,  St.  Bernard,  Ohio, 
on  WKRC,  Cincinnati,  gives  each 
person  $5  cash  who  has  a  box  of 
Werx  in  the  home  when  telephoned 
by  Nelson  King,  program  conduc- 

tor, during  the  broadcast.  Tele- 
phone numbers  are  selected  at 

random  from  the  directory.  Those 
who  do  not  have  Werx  on  hand 
get  a  repeat  call  several  weeks 
later  and  to  learn  whether  they 
really  have  the  product,  they  are 
asked  to  read  part  of  the  advertis- 

ing message. 
*  *  « 

Like  Teletype 

LETTER  simulating  a  teletype 
news  flash  was  sent  out  by  R.  C. 
Maddux,  sales  director,  of  WOR, 
New  York,  offering  sports  show 
by  Stan  Lomax  for  sponsorship. 

WOW  Magazine  Wins 

Ilk 
BC 

iti 

ONLY  RADIO  publication  to  re 
ceive  an  award  at  the  1942  Con 
ference  of  the  Southwestern  AssnKi 
of  Industrial  Editors  held  Oct.  1% 
at  Stillwater,  Okla.,  was  the  WOVl 
News  Tower  Magazine,  hous 
organ  of  WOW,  Omaha. 

Judged  on  the  basis  of  a  com 
parison  of  the  last  12  issues  with  ; 
similar  number  of  issues  a  yea 
ago,  the  WOW  News  Tower  won  ; 
triple  achievement  award  of  meri 
for  superiority  in  production,  edi 
torial  content  and  appearance 
More  than  100  house  publication 
completed. 

Heating  Books 
IMPORTANCE  of  the  local  heat 
ing  serviceman  in  the  nationa 
fuel  conservation  program  is  th( 

theme  of  the  booklet,  "Do's  anc Don'ts  of  Fuel  Saving,"  whicl 
Minneapolis-Honeywell  Regulate: 
Co.,  Minneapolis,  is  offering  listen 
ers  on  the  BLUE  program  Alia 
John  Freedom. 

The  company  sponsors  the  spj 
series  once  every  four  weeks  unde: 
the  BLUE's  teamed  sponsorship 
plan  for  manufacturers  no  longe: 
producing  for  the  consumer.  Als' distributed  to  radio  commentators 
newspaper  editors  and  columnists 
the  booklet  lists  simple  rules  tc 
make  a  house  easier  to  heat. 

Bond  Exhibits 
EXHIBITION  designed  to  show  th 
public  what  their  War  Bonds  anc 
War  Stamps  will  buy  has  beer 
opened  by  WTIC,  Hartford,  wit! 
purchase  of  a  War  Stamp  as  the 
price  of  admission.  On  display  art 
materials  ranging  from  machine 
gun  bullets  to  100  pound  demoli 
tion  bombs,  all  manufactured  ir 
nearby  plants. 

*      *  * 
Christmas  Tips 

CASH  or  War  Stamp  prizes  are 
given  for  the  best  25-word  letter^ 
on  "The  Most  Useful  Merchandise 
Gift",  on  Christmas  Dollars,  a 
ten-week  Christmas  series  opened 
on  WGL,  Fort  Wayne.  Program  i^ 
heard  a  half -hour  five  days  weekly 

S 

WITH 

REX  DAVIS 

4  TIMES  DAILY 
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HERO  of  World  War  II,  Carl  S. 
iDalby  Jr.,  radio  officer  of  the  U.  S. 

— i-IMerchant  Marine,  somewhere  on  the 
iijigh  seas,  was  saluted  on  his  21st 
lijirthday  Oct.  22  by  Fred  Waring's 

tej,;NBC  broadcast.  Officer  Dalby's  mother traveled  to  New  Yorlv  from  Oklahoma 
'City  for  the  occasion,  appeared  on  the l)rogram,  and  heard  the  bandleader 
dedicate  his  newest  tune,  "The  Mer- 
llehant  Marine  March",  to  her  son. 

iosj;  During  a  recent  naval  battle.  Officer 
Dalby  and  31  men  drifted  for  42  days 
without  food  or  water  until  rescued. 
On  a  visit  in  Oklahoma  City  he  was 
honored  on  a  WKY  program.  Dalby 
i "operated  his  own  radio  station, W5ESU,  at  the  age  of  12  and  was 
'later  an  announcer  in  Oklahoma  City. 

FOR  THE  SECOND  time  this  year 
ithe  National  Barn  Dance  of  WLS, 
Chicago,  gave  performances  outside  of 
Chicago  to  aid  in  the  national  scrap 
drive,  and  twice  succeeded  in  collecting 
over  1,000,000  pounds  of  scrap  metal 

j  and  rubber.  The  first  show  was  held 
,  in  Bloomington,  111.  on  June  23  and 
'attracted  7,500  persons,  while  the  most recent     performance     in  Danville, 
!'lll.  on  Oct.  14  drew  9,400.  Admission 
price  to  each  performance  was  100 
'pounds  of  scrap  but  many  of  those 
I!  who  attended  brought  double  and  triple 
[that  amount. 

HAROLD  ISBELL,  m.c.  of  Chicago, 
'  recently  celebrated  his  20th  anni- 
•versary  in  radio.  He  started  as  an 
i  announcer  on  KFI,  Los  Angeles,  two 
;  years  later  moved  to  KYW,  Chicago, 
^in  1926  joined  KNX,  Hollywood,  and 
ten  years  later  in  1936  joined  WBBM, 
Chicago  as  m.  c.  of  Spelling  Bee.  In 
1937  he  joined  the  faculty  of  North- 
western  U,  teaching  radio  speech  and 
radio  writing,  and  last  week  he  start- ed as  m.  c.  of  Meet  the  Missus  on 
WBBM,  replacing  Jim  Conway,  now 
in  Naval  aviation  officer  training  at 
Northwestern  U. 

TO  celebrate  the  publcation  of  Men 
Behind  the  War  by  Johannes  Steel, 
commentator  of  WMCA,  New  York, 
the  station  and  tlie  publisher,  Sheri- 

dan House,  will  give  a  literary  tea 
with  Elsa  Maxwell  as  hostess  in  the 
WMCA  studios  on  Oct.  26,  date  of 
publication. 

W47NY,  New  York,  FM  station,  has 
received  special  permission  from  Ran- 

dom House,  publishers,  and  Quentin 
Reynolds,  author,  to  present  readings 
of  Only  the  Stars  Are  Neutral.  Pro- 

;  gram  is  heard  thrice  weekly  at  1 
p.m. 

KGEI,  General  Electric  Co.'s  short- ,j  wave  station  in  San  Francisco,  saluted 
i;  KFAR,  Fairbanks,  with  a  special  half- 
hour  program  when  the  Fairbanks  sta- 

!  tion  increased  its  power  to  5,000  watts 
recently.  The  shortwave  salute  was 
rebroadcast  on  longwave  by  KFAR. 
WINNING  TITLE  for  the  Show 
Without  a  Name  contest,  conducted 
througli  its  local  affiliates  by  NBC,  is 
Everything  Goes.  Aleen  Wiggs,  of  New 
Albany,  Ind.,  won  a  $500  War  Bond 
for  submitting  the  winning  title. 

STAFF  MEMBERS  of  KXOK,  St. 
Louis,  have  organized  a  bowling  team 
to  roll  in  "The  Curfew  League",  one of  the  fastest  leagues  in  St.  Louis.  The 

If  team   will  roll   for  charity  benefits. 
.bJohn  C.  Roberts,  general  manager  of 
f  I  KXOK,  is  in  charge. 

:  KGKO,  Fort  Worth,  has  a  quarter- 
\  hour    dramatic    show.    Beyond  the 
Night,  in  cooperation  with  the  local 

■-  War  Chest  Drive.  Stories  are  based 
on  events  of  World  War  II. 

'  CBS  has  closed  its  publicity  office  in San  Francisco,  abolishing  the  position 
held  by  Marie  Houlahan.  'J'he  KQAV 
department  has  been  absorbed  by  the 
•snles  promotion  department. 

BUSINESS  FORUM  to  be  inaugu- 
rated on  WMCA,  New  York,  Oct.  30, 

will  be  designed  to  bring  to  owners 
and  operators  of  small  business  con- 

cerns in  the  metropolitan  area,  discus- sions of  various  Government  orders 
as  they  affect  the  retail  trade.  Key 
Government  officials  will  be  heard  in 
pickups  from  Washington,  followed  by 
studio  discussions  by  representatives 
of  the  retail  firms. 

WOWO-WGL,  Fort  Wayne,  Ind., 
played  an  important  part  in  a  civilian 
defense  film  recently  made.  Titled 
"Bombs  over  Fort  Wayne,"  the  film  de- 

picts what  would  happen  when  and 
if  an  air  raid  takes  place  at  Fort 
Wayne.  Clair  Weidenaar  of  WOWO- 
WGL  production  staff  directed  the 
film,  assisted  by  WOWO  personnel. 
ONE  HUNDRED  percent  cooperation 
under  the  payroll  deduction  plan  for 
the  purchase  of  War  Bonds,  has  been 
achieved  by  270  employes  of  NBC 
Chicago,  according  to  Harry  C.  Kopf, 
vice-president  and  general  manager  of 
the  NBC  central  division. 

WNEW,  New  York,  has  signed  a  con- 
tract with  Zeke  Manners  and  his  Hill- 
billy Gang  to  broadcast  exclusively 

for  the  station. 

KMOX  AU-Night 

FULLTIME  operation  for 
the  duration  was  begun  by 
KMOX,  St.  Louis,  Oct.  18, 
first  station  in  that  busy  in- 

dustrial city  to  operate  regu- 
larly around  the  clock.  Previ- 
ously, KMOX  had  been  on  the 

air  from  5-1:30  a.m. 

CARRYING  OUT  its  announced  pol- 
icy of  presenting  live  studio  produc- 

tions on  its  English  program  sched- 
ule, WOV,  New  York  foreign  lang- 
uage station,  has  lined  up  six  new 

features  to  replace  to  a  large  extent 
its  recorded  music  programs. 
WCHV,  Charlottesville,  Va.,  was 
forced  from  the  air  for  12  hours  when 
a  six-foot  flood  tide  washed  away  tele- 

phone lines  connecting  the  studio  and 
transmitter.  Coca-Cola's  Spotlight Bands,  Gracie  Fields  for  Pall  Mall, 
and  several  local  commercials  had  to 
be  cancelled.  Because  of  censorship. 
WCHV  refrained  from  mention  of flood. 

WKNE,  Keene,  N.  H.,  has  two  new 
programs  featuring  Henry  Davis  Na- 
dig,  local  newspaper  columnist.  Mr. 
Nadig  is  m.c.  on  a  half-hour  quiz 
program,  On  The  Spot,  and  modera- tor of  a  forum  consisting  of  Mayor 
Richard  L.  Holbrook,  and  other  prom- 

inent local  personalities. 
AN  ANTHOLOGY  of  radio  scripts 
exemplary  of  how  radio  writers  are 
treating  the  American  war  effort  is 
now  being  prepared  by  the  Radio  Writ- ers Guild  and  titled  Radio  Fights  the 
War.  A  group  of  non-member  judges 
will  select  the  scripts. 

COMPLETE  cast  of  Mr.  District  At- 
torney, NBC  program  sponsored  by 

Bristol-Myers  Co.,  New  York,  for  Vi- 
talis,  was  heard  on  MBS  last  week, 
in  a  special  script  written  for  MBS 
War  Bond  series.  The  Saturday  Night 
Bond  Wagon. 

WWVA,  Wheeling,  had  a  special 
broadcast  from  the  range  of  the  local 
civilian  defense  rifle  corps.  Jack  Welsh 
was  at  the  mike. 
WINX,  Washington,  began  Oct.  20 
a  three-weekly  sports  program  fea- 

turing John  Bartlett  who  interviews 
prominent  sports  pei'sonalities. 

Defense  industries — the  plants  which  are  arming  our 

nation — have  invaded  the  machine  tool  manufacturing 

center  of  America.  With  them  they  brought  employment 

and  increased  purchasing  power  for  thousands. 

These  workers  need  and  buy  the  products  they  hear 

advertised!  So,  advertisers  who  are  meeting  today's 

problems  with  today's  methods,  are  reaching  this  richer 
market  through  WSPD,  the  5,000  watt  Toledo  Station 

which  delivers  a  great  share  of  the  listening  audience 

of  Northwestern  Ohio  and  Southern  Michigan. 

5000  WATTS 

WSPD 

BASIC  NBC 

TOLEDO,  OHIO 

Since  1921  The  Voice  of  Toledo" 
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STATION  ACCOUNTS 

sp — studio  programs 
ne — news  programs 

t — transcriptions 
sa — spot  announcements 

ta — transcription  announcements 

WCHS,  Charleston,  W.  Va. 

General  Mills  Inc.,  Minneapolis  (Wheat- 
ies),  f,  thru  Knox  Reeves  Adv.  Inc., 
Minneapolis. 

Grove  Labs.,  St.  Louis  (Bromo  Quinine), 
sp,  thru  Russel  M.  Seeds  Co.,  Chicago. 

Fort  Pitt  Brewing  Co.,  Sharpsburg,  Pa.. 
sp.  thru  BBDO,  N.  Y. 

Weidemann  Brewing  Co.,  Newport,  Ky., 
t,  thru  Strauchen  &  McKim,  Cincin- nati. 

Chattanooga  Medicine  Co.,  Chattanooga, 
Tenn.  (Black  Draught,  Cardui),  ta, 
thru  McCann-Erickson,   N.  Y. 

Stanback  Co.,  Salisbury,  N.  C.  (Stan- 
back),  sa  and  ta,  direct. 

Lever  Bros.,  Cambridge,  Mass.  (Vimms), 
ta,  thru  BBDO,  N.  Y. 

Kellogg  Co.,  Battle  Creek  (All-Bran),  ta, 
thru  Kenyon   &   Eckhardt,   N.  Y. 

Manhattan  Soap  Co.,  New  York  (Sweet- 
heart), sa,  thru  Franklin  Bruck  Adv. 

Corp.,  N.  Y. 
Carter  Products,  New  York  (Carter's pills),  sa,  thru  Ted  Bates  Inc.,  N.  Y. 
Johnson  &  Johnson,  New  Brunswick,  N. 

J.  (surgical  dressings),  ta,  thru  Young 
&  Rubicam,  N.  Y. 

Brown  &  Williamson  Tobacco  Corp., 
Louisville,  Ky.  (Avalon  cigarettes),  ta, 
thru  Russel   M.   Seeds,  Chicago. 

Dr.  W.  B.  Caldwell  Inc.,  Monticello,  111. 
(syrup  pepsin),  ta,  thru  Sherman  & 
Marquette,  Chicago. 

Red  Top  Brewing  Co.,  Cincinnati,  ta, 
thru  Joseph  Adv.  Agency,  Cincinnati. 

Falls  City  Brewing  Co.,  Louisville,  Ky.,  ta 
thru  Anfenger  Adv.  Agcy.,  St.  Louis. 

BC  Remedy  Co.,  Durham,  N.  C.  (head- 
aehe  powders) ,  sa,  thru  Ferry-Hanley 
Co.,    N.  Y. 

Plough  Inc.,  Memphis,  Tenn.  (St.  Jos- 
eph Aspirin),  ta,  thru  Lake-Spiro- 

Shurrnan  Co.,  Memphis. 
Musterole  Co.,  Cleveland,  ta,  thru  Erwin, 
Wasey  &  Co.,  N.  Y. 

Beaumont  Co.,  St.  Louis,  Mo.  (4-Way 
cold  tablets),  sa,  thru  H.  "W.  Kastor  & Sons,  Chicago. 

WNEW,  New  York 

Musterole  Co.,  Cleveland,  3  f  weekly, 
26  weeks,  thru  Erwin,  Wasey  &  Co., 
N.  Y. 

New  York  State  Bureau  of  Milk  Pub- 
licity, Albany,  3  t  weekly,  26  weeks, 

thru  J.  M.  Mathes  Inc.,  N.  Y. 
Franck  Chicory  Co.,  3  sp  weekly,  thru 
BuUard  Agency,  Port  Huron,  Mich. 

THE  (Sudinad^  of 

BROADCASTING 

KOMA,  Oklahoma  City 

Curtiss  Candy  Co.,  Chicago  (Carlton  fruit 
juices),  390  ta,  thru  C.  L.  Miller  Co., N.  Y. 

Paramount  Pictures,  New  York,  52  ta,  1 
year,  thru  Buchanan  &  Co.,  N.  Y. 

Rit  Products  Corp.,  Chicago  (Rit),  120  ta, 
thru  Earle  Ludgin  Inc.,  Chicago. 

Carter  Products  Inc.,  New  York  (Car- 
ter's pills),  78  ta,  thru  Ted  Bates  Inc., N.  Y. 

Griesedieck  Bros.  Brewery,  St.  Louis,  6  ne 
weekly,  thru  RuthraufE  &  Ryan,  Chicago. 

Chamberlain  Sales  Corp.,  Des  Moines  (lo- 
tion), 78  ta,  thru  Cary-Ainsworth  Co., Des  Moines. 

Kellogg  Co.,  Battle  Creek  (corn  flakes), 
230  ta,  thru  J.  Walter  Thompson  Co., Chicago. 

Hubinger  Co.,  Keokuk,  la.  (Quick  Elas- 
tic starch),  104  ta,  thru  Ralph  Moore 

Inc.,   St.  Louis. 
Interstate  Cotton  Oil  Refining  Co.,  Sher- 

man, Tex.  (Mrs.  Tucker's  Shortening),  5 t  weekly,  thru  Crook  Adv.  Agency,  Dal- las. 
Vick  Chemical  Co.,  New  York,  3  ne 

weekly,  26  weeks,  thru  Morse  Interna- tional, N.  Y. 
Willard  Tablet  Co.,  Chicago  (stomach  tab- 

lets), 30  sp,  thru  First  United  Broad- 
casters, Chicago. 

Block  Drug  Co.,  Jersey  City  (Gold  Medal 
oil  capsules),  156  ta,  thru  J.  Walter 
Thompson  Co.,  N.  Y. 

Quaker  Oats  Co.,  Chicago,  35  ta,  thru 
RuthraufI  &  Ryan,  Chicago. 

Macfadden  Pubs.,  New  York,  6  ta,  thru 
Arthur  Kudner  Inc.,  N.  Y. 

Longines-Wittnauer  Watch  Co.,  New  York, 
78  t,  thru  Arthur  Rosenberg  Inc.,  N.  Y. 

Penick  &  Ford,  New  York  (My-T-Fine), 
44  ta,  thru  BBDO,  N.  Y. 

KOWH,  Omaha 

Quaker  Oats  Co.,  Chicago,  12  ta  weekly, 
thru  Ruthrauff  &  Ryan,  Chicago. 

Foreman  &  Clark,  Omaha  (Clothing 
Chain),  20  sa  weekly;  1  sp  weekly,  thru 
Firestone  Advertising  Agency,  St.  Paul. 

Uncle  Sam  Breakfast  Food  Co.,  Oma- 
ha, 12  sa  weekly,  thru  Buchanan-Thomas 

Adv.  Co.,  Omaha. 
Georgia  Porgie  Co.,  Council  Bluffs,  la. 

(cooked  cereal),  18  sa  weekly,  thru 
Buchanan-Thomas  Adv.  Co.,  Omaha. 

Sargent  &  Co.,  Des  Moines  (stock  feeds), 
3  sa  weekly,  thru  Fairall  &  Co.,  Des Moines. 

National  Soap  &  Refining  Co.  (Linal  gran- 
ulated soap),  Des  Moines,  la.,  6  sp 

weekly,  thru  Son  De  Regger  &  Brown 
Adv.  Agency,  Des  Moines. 

KHJ,  Los  Angeles 

Bond  Stores  Inc.,  New  York  (clothes),  6 
weekly  ne,  thru  Neff-Rogow,  N.  Y. 

Quaker  Oats  Co.,  Chicago,  6  weekly  ta, 
thru  Ruthrauff  &  Ryan,  Chicago. 

Noxzema  Chemical  Co.,  Baltimore,  weekly 
sp,  thru  Ruthrauff  &  Ryan,  N.  Y. 

WFIL,  Philadelphia 

Philadelphia  &  Reading  Coal  &  Iron  Co., 
Philadelphia,    2    sa    weekly,    26  weeks, 
thru  McKee  &  Albright,  Philadelphia. 

Yager's    Liniment    Co.,   Baltimore,    6  sa, 7    weeks,   thru   Harvey-Massengale  Co., 
Durham,  N.  C. 

Murine    Co.,    Chicago,    2    sa    weekly,  13 
weeks,  thru  BBDO,  Chicago. 

Pabst   Sales   Co.,    Chicago    (Pabst  Beer), 
1  sp,  12  weeks,  thru  Lord  &  Thomas, Chicago. 

Jacob  Hornung  Brewing  Co.,  Philadelphia 
1  sp  weekly,  13  weeks,  thru  John  Falk- ner  Arndt  &  Co.,  Philadelphia. 

Atlantic  Refining  Co.,  Philadelphia,   1  sp 
weekly,   8  weeks,  thru  N.  W.  Ayer  & 
Son,  Philadelphia. 

Allied  Mills,  Chicago   (Wayne  feed),  2  sp 
weekly,  32  weeks,  thru  Louis  E.  Wade, Fort  Wayne,  Ind. 

Lever  Bros.,   Cambridge,    (Vimms),   G  ta 
weekly,  6  weeks,  thru  BBDO,  N.  Y. 

National  Biscuit  Co.,  New  York  (Premium 
Crackers),  12  to  weekly,  14  weeks,  thru 
McCann-Erickson,  N.  Y. 

Quaker  Oats  Co.,  Chicago  (Mother's  Oats), 6  ta   weekly,   5   weeks,   thru  Ruthrauff 
&  Ryan,  Chicago. 

American    Chicle   Co.,   Long  Island  City, 
N.    Y.     (Chiclets),    60    sa    weekly,  14 
weeks,  thru  Badger,  Browning  &  Her- 
sey,  N.  Y. 

Beaumont    Co.,    St.    Louis     (4-Way  Cold 
Tablets),   11  so  weekly,   for  20  weeks, 
thru  H.  W.   Kastor  &  Sons,  Chicago. 

WTOC,  Savannah 
Beaumont  Co.,  St.  Louis  (cold  tablets),  5 

so  weekly,  16  weeks,  thru  H.  W.  Kas- 
tor &  Sons,  Chicago. 

Dr.  W.  B.  Caldwell  Inc.,  Monticello,  111. 
(laxative  senna),  6  fa  weekly,  14  weeks, 
thru  Sherman  &  Marquette,  Chicago. 

Gospel  Broadcasting  Assn.,  Los  Angeles 
(religious),  t  weekly,  1  year,  thru  R. 
H.  Alber   Co.,   Los  Angeles. 

Luden's  Inc.,  Reading  (cough  drops),  4  so. 
weekly,  20  weeks,  thru  J.  M.  Mathes 
Inc.,  N.  Y. 

Musterole  Co.,  Cleveland,  5  to  weekly,  26 
weeks,  thru  Erwin,  Wasey  &  Co.,  N.  Y. 

WABC,  New  York 

Spratt's  Patent  Ltd.,  Newark,  N.  J.  (dog 
food) ,     5    sa    weekly,    thru    Paris  & 
Peart,  N.  Y. 

A.  Goodman  &  Sons,  Brooklyn  (macaroni 
and   spaghetti),   2   sa  weekly,   thru  Al 
Paul  Lefton  Co.,  N.  Y. 

Studebaker  Corp.,  South  Bend,  Ind.  3  ne 
weekly,  thru  Roche,  Williams  and  Cun- 
nyngham,  N.  Y. 

R.  C.  Williams  &  Co.,  New  York  (Royal 
Scarlet  food),  3  so  weekly,  thru  Alley 
&  Richards  Co.,  N.  Y. 

Lehn  &  Fink  Products  Corp.,  New  York 
(Hind's  Honey  &  Almond  Cream),  5  so 
weekly,  thru  William  Esty  &  Co.,  N.  Y. 

WDAY,  Fargo,  N.  D.  i 

American  Chicle  Co.,  Long  Island  Cit; 
(gum),  106  to,  thru  Badger  &  Browning 
Boston. 

Beebe  Labs.,  St.   Paul    (poultry  vaccine) 
3  ta  weekly,  thru  Campbell-Mithun,  Inc. 
Minneapolis. 

Oyster  Shell  Products  Corp.,  New  Eochelle 
N.  Y.  (feed),  1  to  weekly,  1  year,  thri 
Cecil  &  Presbrey,  N.  Y. 

Chamberlain  Sales  Corp.,  Des  Moines  (lo 
tion),  78  so,  thru  Cary-Ainsworth,  Des Moines. 

Oelwein  Chemical  Co.,  Oelwein,  la.  (Occo) 
86  so,  thru  Cary-Ainsworth,  Des  Moines Mentholatum  Co.,  Wilmington,  Del.,  4  st, 
weekly,  thru  Dillard  Jacobs  Agcy.,  At-' 
lanta. Pennsylvania  Salt  Mfg.  Co.,  Philadelphia. 
3  so  weekly,  13  weeks,  thru  Sherman  K, 
Ellis  &   Co.,  Chicago. 

Plough  Inc.,  Memphis  (St.  Joseph  aspirin), 
6    to    weekly,    6    months,    thru  Lake- 
Spii'O-Shurman  Co.,  Memphis. 

Plough     Inc.,     Memphis     (Penetro  nose 
drops),    6    ta    weekly,    6   months,  thru 
Lake-Spiro-Shurman    Co.,  Memphis. 

J.   A.   Folger   &   Co.,   Kansas   City  (cof- 
fee), 5  t  weekly,  1  year,  thru  Lord  & 

Thomas,  Chicago. 
Roma    Wine    Co.,    Fresno,    Cal.,    195  so, 

thru  McCann-Erickson  Inc.,  N.  Y. 
Vick    Chemical    Co.,    New    York  (Vick 

chemical  products),  2  sp  weekly,  1  year,. 
thru  Morse  International,  N.  Y. 

Luden's   Inc.,   Reading    (cough  drops),  4. 
so  weekly,  7  months,  thru  J.  M.  Mathes 
Inc.,  N.  Y. 

Griggs,  Cooper  &  Co.,  St.  Paul  (food),  1 sa   weekly,    1   year,   thru   McCord  Co.J Minneapolis. 
Flex-O-Glass    Mfg.    Co.,    Chicago,    3  sj) 

weekly,  thru  Presba,  Fellers  &  Presba Chicago. 
Sunway  Fruit  Products  Co.,  Chicago  (vita- 

mins), 9  sp  weekly,  thru  Sorensen  & 
Co.,  Chicago. 

Pinex  Co.,  Fort  Wayne,  10  so  weekly,  22 
weeks,  thru  Russel  M.   Seeds,  Chicago 

Jacques  Seed  Co.,  Prescott,  Wis.  (seed 
corn),  3  so  weekly,  26  weeks,  thru  Tri-' angle  Adv.  Agency,  Chicago. 

Johnson  &  Johnson,  New  Brunswick,  N 
J.  (surgical  dressings),  10  ta  weekly,  17 
weeks,  thru  Young  &  Rubicam,  N.  Y. 

KHJ,  Los  Angeles 

Italian  Swiss  Colony,  San  Francisco,  Cal. 
(wine),  3  weekly  t,  thru  Leon  Liv- 

ingston  Adv.,   San  Francisco. Coast  Federal  Savings  &  Loan  Assn.,  Los 
Angeles,  B  weekly  sp,  thru  Robert  F 
Dennis    Inc.,    Los  Angeles. 

Ex-Lax  Inc.,  Brooklyn,  5  weekly  fa, 
thru  Joseph  Katz  Co.,  N.  Y. 

Steak  Specialties  Co.,  Los  Angeles  (Strato 
beef  steaks),  26  sp,  thru  Lockwood- Shackelford    Adv.    Agcy.,    Los  Angeles. 

Rockwood  &  Co.,  Brooklyn  (chocolate 
"bits"),  32  sp,  thru  Federal  Adv.  Agcy, N.  Y. 

Joseph    Dixon  Crucible    Co.,   Jersey  City 
(Ticonderoga  pencils),  35  t,  thru  Fed eral  Adv.  Agcy.,  N.  Y. 

Lever  Bros.  Co.,  Cambridge,  Mass.  (Rin- 
so),    179   to,   thru  Ruthrauff  &  Ryan, N.  Y. 

Sparkletts  Drinking  Water  Corp.,  Los 
Angeles  (Sparkletts),  2  weekly  t,  thru 
Raymond  R.  Morgan  Co.,  Hollywood. 

A.  S.  Boyle  Co.,  Vernon,  Cal.  (Harmony 
vitamins ) ,  3  weekly  ne,  thru  J.  Walter 
Thompson  Co.,  Los  Angeles. 

Bohemian  Distributing  Co.,  Los  Angeles 
(Acme  beer),  28  so  weekly,  thru  BriS' 
acher,  Davis  &  Staff,  San  Francisco. 

Oregon's  highest  power  station. 

Reps. — Joseph  Hershey  McGillvra— 10,000  Watts,  750  Kc. 

e> 

c 
AFFILIATES Adv.       New  York-Chicago  Reps.— The  Walker  Co. 

The  Winner — Blue  Ribbon  Coverage  in  Montana. 

Adv. 
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CORN  PRODUCTS  REFINING  Co., 
New  York  (Kremel  desserts),  has 
purchased  another  special  news  pack- 

age on  KSTP,  St.  Paul,  giving  that 
station  48  sponsored  news  periods 
weekly.  Other  news  sponsors  are 

I  Richman  Bros.  Cleveland ;  Phillips 
Petroleum  Co.,  Bartlesville,  Okla. ; 

':  Bristol-Myers  Co.,  New  York ;  Man- ■  hattan  Soap  Co.,  New  York ;  Griffin 
Mfg.  Co.,  Brooklyn ;  Model  Laun- 

dry, St.  Paul ;  Minnesota  Milk  Foun- 
dation ;  St.  Paul  Book  &  Stationery 

Co. ;  Gruen  Watch  Co.,  Cincinnati ; 
Vick  Chemical  Co.,  New  York. 

REV.  JOHN  F.  MacARTHUR. 
Eagle  Rock,  Cal.  (religious),  on  Oct. 
4  started  sponsoring  the  weekly  half- 
hour  program  Voice  of  Cahmrij,  on 
three  Don  Lee  California  stations 
(KGB  KXO  KVOE),  with  pickup 
from  KPAS,  Pasadena,  Sunday,  10- 
10:30  p.m.  (PWT).  Contract  is  for 
13  weeks.  Dean  L.  Simmons,  Los  An- 

geles, has  the  account. 
AIRPORT  Ground  Schools,  Inc., 
Hollywood  (technical  training),  in 
addition  to  a  daily  quarter-hour  of recorded  music  on  KIEV,  Glendale, 
also  uses  news  spots  on  that  station 
as  well  as  occasional  announcements 
on  KFWB.  Other  Southern  Califor- 

nia radio  is  contemplated.  Agency  is 
West-Marquis  Inc.,  Los  Angeles. 
John  L.  Buono  is  account  executive. 

EASTERN-COLUMBIA,  Los  Ange- 
les, chain  department  store,  in  a 

Christmas  shopping  campaign  which 
started  in  early  October,  currently  is 
using  a  total  of  100  transcribed  one- 
minute  announcements  weekly  on  four 
stations  in  that  area — KECA  KFVD 
KMTR  KMPC.  Stodel  Adv.  Co.,  Los 
Angeles,  has  the  account. 

NELSON  BROS.,  Chicago  (furni- 
ture) has  started  sponsorship  of  Sa- 

lute to  Victory,  interviews  with  Army 
and  Navy  recruits  and  inductees,  six 
evenings  a  week,  on  WBBM,  Chi- 

cago. Company  now  sponsors  4% 
hours  weekly  on  WBBM.  Agency  is 
Geo.  H.  Hartman  Co.  Chicago. 

ROCKWOOD  &  Co.,  Brooklyn  (can- 
dy), in  a  holiday  campaign  which 

started  Oct.  19,  is  sponsoring  partici- 
pation six  times  weekly  in  the  com- bined Sunrise  Salute  and  Housewives 

Protective  League  programs  on  KNX, 
Hollywood.  Contract  is  for  13  weeks. 
Federal  Adv.  Agency,  New  York,  has 
the  account. 
SPARKLETTS  DRINKING 
WATER  Co.,  Los  Angeles,  on  Oct.  19 
started  sponsoring  Fulton  Lewis  jr. 
twice-weekly,  on  KH.T,  Hollywood. Contract  is  for  52  weeks.  Firm  also 
sponsors  thrice-weekly  participation  in 
Homemakers  Club  on  that  station,  and 
in  addition  a  five  weekly  five-minute 
newscast  on  KFI,  Los  Angeles.  Agen- 

cy is  Raymond  R.  Morgan  Co.,  Holly- wood. 

Anderson  in  Army 

HUBBARD  E.  ANDERSON,  ad- 
vertising manager  of  Union  Oil 

Co.,  San  Francisco,  has  enlisted  as 
an  aircraft  mechanic  in  the  Army 
Air  Forces.  His  enlistment  came 
after  a  special  recruiting  drive  for 
men  with  manual  skill  which  the 
San  Francisco  Advertising  Club 
had  handled.  He  is  stationed  at 
Stockton  Field,  advanced  flying 
school  of  the  West  Coast  Army  Air 
Forces  Training  Center. 

MAPLE  LEAF  MILLING  Co.,  To- 
ronto (Monarch  Live  Stock  Feed  and 

Poultry  Feed),  on  Oct.  19  started  the 
10-minute  transcribed  program  Corner 
Store  three  times  weekly  on  CHNS, 
Halifax,  N.  S. ;  CJLS,  Yarmouth, 
N.  S.;  CKNB,  Campbellton,  N.  B. ; 
CFNB,  Fredericton,  N.  B. ;  CHSJ, 
St.  John,  N.  B. ;  CFCY,  Charlotte- 
town,  P.  E.  I.;  CHLT,  Sherbrooke, 
Que.;  CKCO,  Ottawa;  CKTB,  St. 
Catherines,  Ont. ;  CHEX,  Peterbor- 

ough Ont. ;  CKWS,  Kingston,  Ont. ; 
CKNX,  Wingham,  Ont.  Account  was 
placed  by  Cockfield,  Brown  &  Co., 
Toronto. 

KRUTH  CHINA  Co.,  St.  Louis,  re- 
turns to  KSD  Nov.  8  with  a  weekly 

15-minute  musical  show  titled  Sere- 
nade in  Waltg  Time,  Sundays,  2-2  :15 

p.m. SOLO'S  WOMEN'S  SPECIALTY 
SHOP,  Philadelphia,  has  renewed  The 
Name  You  Will  Remember  on  KYW, 
Philadelphia.  Vernik  Adv.  Agency  has 
the  account. 
MUSTEROLE  Co.,  Cleveland,  has 
contracted  to  present  Let's  Take  a 
Look  in  Your  Mirror  on  CFRB,  To- 

ronto;  CKCO,  Ottawa;  VOCM,  St. 
Johns,  Newfoundland.  Agency  is  Er- 
wm,  Wasey  &  Co.  New  York. 
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\     IN  SALES  INCREASE 
Gain  in  millions  (dollars) 

^  for  tho  twelve  months  ending  October 
31, 1942,  compared  with  the  year 

'%  endinjr  October  31, 1941,  according 
Si  to  Sales  Management  for  September 
»  1,1942. 

LOUISVILLE  i 

BIRMINGHAM 

ATLANTA 
NEW  ORLEANS; 
RICHMOND  ] 

NASHVILLE 
CHARLOTTE 
RALEIGH 

INCREASE 
50.45 

39.60 

37.90 
36.20 
34.50 

24.75 17.40 

11.15 
4.60 

There  IS  no  surer 
borometer  of  biisiness 

than  retail  sales  in- 
crease, and  Memphis  is 

far  and  away  ahead  of 
every  major  Southern 
city  in  this  vital  depart- 
ment. 

Tell  'em — and  Sell  'em 
over  WMC.  the  Pioneer 
Radio  Station  of  the 
Mid-South! 

WMC 

Memphis  I  Tennessee 
REPRESENTED  NATIONALLY 

BY 
THE  BRANHAM  CO. 

Member  »f 
South  Central  Quality  Network 

WMC— Memphis 
WJDX— Jackson,  Miss. 

KWKH-KTBS— Shreveport 
WSMB— New  Orleans 
KARK— Little  Rock 

5000  WATTS  DAY 
1000  WATTS  NIGHT 

• 
NBC  NETWORK 

OWNED  AND  OPERATED  BY 

The  Commercial  Appeal 
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THRIFTY  DRUG  Co.,  Los  Angeles 
(Southern  California  chain)  on  Oct. 
26  starts  sponsoring  a  five  weekly 
five-minute  newscast  hy  Dick  Joy  on 
KNX,  Hollywood.  Contract  is  for  52 
weeks.  Firm  also  sponsors  the  night- 

ly quarter-hour  commentary.  Inside 
llic  News  wiih  John  Burton,  on  KFI. 
Los  Angeles,  with  Erskine  Johnson's Holt  1/ wood  SpofUght  on  KECA  that 
city,  five  times  weekly.  An  average  of 
35  Win  ihe  ll'ar  time  signal  an- nouncements are  also  used  on  the  lat- 

ter station  each  week.  Latter  con- 
tract is  for  52  weeks,  having  started 

Oct.  15.  Agency  is  Hillman-Shane- 
Breyer  Inc.,  Los  Angeles. 
THREE  SPONSORS  of  transcribed 
series.  Flying  for  Freedom,  announced 
by  NBC's  radio^recording  division,  are  : 
Jacob  Reed  Stores  (men's  clothing), 
aired  on  KYW,  Philadelphia ;  Na- 

tional House  Furnishing  Co.,  on 
"WESX.  Salem,  Mass. ;  Selected  Dair- 

ies on  WSJS,  Winston-Salem,  N.  C. 

TWIN  CITY  SHELLAC  Co.,  Brook- 
lyn, has  signed  for  live  announcements 

on  WHN,  New  York,  adding  to  its 
schedule  of  seven  spots  weekly  on 
WEVD,  New  York  for  Dan-Dee  floor 
polish  and  wax.  Firm,  which  started 
on  WHN  last  fall  with  one-minute 
transcriptions,  may  expand  its  radio 
advertising.  Agency  is  Diener  &  Dors- 
kind,  New  York. 

WALTER  M.  LOWNEY  Co.,  Mon- 
treal (candy),  on  Oct.  19  started 

Loioney's  Young  Canada  Chih  thrice- 
weekly  as  quarter-hour  children's safety  program  by  children  on  CFRB, 
Toronto.  Dramatizations  of  what  Ca- 

nadian children  are  doing  in  the  war 
effort  will  be  featured.  Account  is 
handled  by  Harry  E.  Fester  Agencies, 
Toronto. 

EDELBRAU  BREWERY  Inc., 
Brooklyn,  on  Oct.  30  will  launch  a 
weekly  half-hour  program  on  WOR, 
New  York,  having  discontinued  sports 
and  music  program  on  three  other 
New  York  stations.  Aired  7  :30-S  p.m. 
the  series  will  feature  Ray  Block  with 
his  orchestra,  Jerry  Cooper,  vocalist, 
football  predictions  by  Tom  Meany, 
sports  columnist  of  PM,  New  York 
newspaper,  and  interviews  conducted 
by  Jimmy  Jemail,  Netv  York  Daily 
News  photographer.  Roy  S.  Durstine 
Inc.,  New  York,  handles  the  account. 

A.  S.  BOYLE  Co.,  Los  Angeles 
(Harmony  vitamins)  to  complete  a 
time  contract,  on  Oct.  14  started  spon- 

soring the  thrice-weekly  quarter-hour 
early  morning  MBS  commentary, 
Boake  Carter,  on  KHJ,  Hollywood. 
Contract  is  for  four  weeks.  Agency  is 
J.  Walter  Tliompson  Co.  Los  Angeles. 

COTTON'S  BAKERIES,  Baton 
Rouge.  Shreveport,  Alexandria,  La., 
and  Weil  Co..  New  Orleans,  (Holsum 
Bread)  are  placing  locally  one-minute transcribed  announcements  by  the 
Ten-tette,  talent  group,  with  Guy 
Savage  announcing.  Announcements 
were  produced  by  W.  E.  Long  Co.. 
Chicago. 

MANISCHEWITZ  Co.,  New  York 
(matzohs),  started  a  musical  program 
titled  Yiddish  Swing  on  WHN,  New 
York,  Oct.  25.  Now  in  its  fourth 
season,  the  series  is  aired  Sunday, 
1-1 :30  p.m.  presenting  Yiddish  folk- 

songs in  swingtime.  A.  B.  Landaii, 
New  York,  handles  the  account. 

BYERS  FLOUR  MILLS,  Camrose, 
Alta.,  has  started  a  weekly  transcribed 
program  on  a  number  of  western  Ca- nadian stations.  Account  is  placed  by 
Stewart-Mcintosh,  Calgary,  Alta. 

Pay  dirt! — 30  counties  of  it 
in  this  area — witli  8,114  ac- 

tive retail  outlets  to  work  through. 

WTAD  ranks  first  as  "listened 
to  most  often"  in  more  coun- 

ties (50  mile  radius)  than  all  other  sta- 
tions combined.  We  have  the  proof! 

R.   E.   Whitfield,  President, 
Illinois   Manufacturing  Co., 

Quincy:  "We  have  been  using  WTAD 
since  the  first  year  it  went  on  the  air,  over 

15  years  ago.  What  more  can  we  say?" 

NOW — Some   Good  Program  Buys 

That'll  Pay  Their  Way  and  Then  Some! "93 

QUINCY,  ILL.  C.  B.  S.    1000  Watts  | 
THE  KATZ  AGENCY  National  Representative 

NOTHING  TO  SELL,  but  Breezy 
Wynn,  former  Vol  football  star, 
signs  for  sponsorship  of  U  of  Ten- nessee football  games  on  WNOX, 
Knoxville.  Three  firms  that  Mr. 
Wynn  heads  are  now  engaged 
100%  in  war  work,  but  use  radio 
regularly.  Commercials  are  de- 

voted entirely  to  War  Bonds  and 
War  Stamps. 

PHILCO  Corp.,  Philadelphia,  in  ad- 
dition to  sponsoring  U  of  Pennsyl- 

vania football  games  on  WCAU,  Phil- 
adelphia, is  simultaneously  televising 

the  games  over  its  own  station, 
WPTZ.  Taylor  Grant's  play-by-play descriptions  are  used  on  both  stations. 

YELLOW  CAB  Co.,  Philadelphia 
(taxicabs),  has  renewed  its  contract 
with  WCAU,  Philadelphia,  for  an- 

other year  with  Powers  Gouraud  con- 
tinuing his  Night  Owl  programs  for 

another  52  weeks,  Mondays  thru  Fri- 
days, 11 :15  p.m.  Aaron  &  Brown, 

Philadelphia  agency,  handles  the  ac- count. 

GARRETT  &  Co.  Brooklyn  (Vir- 
ginia Dare  Wine),  including  South- 

ern California  in  its  Christmas  holi- 
day campaign,  on  Oct.  12  started  us- 
ing 17  spot  announcements  weekly  on 

KFWB,  Hollywood.  Agency  is  Ruth- 
rauff  &  Ryan,  New  York. 

O'HARRA  BUS  LINES,  Anchorage, 
Alaska,  in  early  October  started  spon- 

soring the  quarter  hour  transcribed 
adventure  serial,  Klondike,  on  KFQD, 
that  city.  Saga  of  Alaska's  gold  rush days  was  written  by  Hector  Chevigny, 
Hollywood  writer,  and  features  Bea 
Benadaret  and  Fred  Shields,  with 
original  music  by  Thomas  Poluse. 
Ralph  L.  Power  Agency,  Los  Ange- 

les, holds  sales  rights  to  the  series. 

T  ATM  AN  Inc.,  Chicago  (silver  and 
glassware  store),  on  Oct.  26  began 
sponsorship  of  one-hour  recorded  pro- 

gram of  classical  music.  Music  Lover's Hour  Monday  through  Saturday  on 
WCFL,  Chicago. 

HOPE  AND  FIBBER 

TOP  HOOPER  LIST 

THE  Oct.  15  Hooper  "national" 
program  ratings  report  shows  Bob 
Hope  in  first  place  with  81.7,  Fib- ber McGee  &  Molly  second  with 
28.8,  Charlie  McCarthy  and  Jack 
Benny  tied  for  third  with  24.8. 
Others  in  the  list  of  "First  15",  in order,  are  Aldrich  Family,  Radio 
Theatre,  Walter  Winchell,  Frank 
Morgan-Fanny  Brice,  Eddie  Can- 

tor, Mr.  District  Attorney,  Rudy 
Vallee,  Music  Hall,  Kay  Kyser, 

Burns  &  Allen,  and  One  Man's Family. 
Red  Skelton  continues  to  lead 

the  list  of  programs  measured  by 
partial  rather  than  full  national 
interviewing  coverage,  with  a  rat- 

ing of  23.7. 
The  evening  "Set-In-Use"  index published  in  the  Oct.  15  report 

stands  at  28.3,  up  2.9  from  the 
Sept.  30  report  and  off  0.5  from  the 
Oct.  15  of  last  year.  The  average 
evening  rating  was  9.9,  up  1.2  from 
the  Sept.  30  report  and  up  0.2  over 
last  year.  Programs  showing  losses 
of  audience  totalled  20,  70  showed 
gains,  and  five  were  unchanged. 

Hooper's  Oct.  15  report  also  in- cludes a  table  of  October  ratings 
for  Bob  Hope  from  1938  to  1942, 
as  follows:  14.1;  15.3;  22.9;  25.4, 
and  the  current  31.7. 

Women's  Survey 

RADIO  DRAMATIZATIONS 
based  on  motion  picture  scripts 
are  popular  with  71.40%  of  the 
women  surveyed  nationally  by  the 
Women's  Institute  of  Audience  Re- 

actions, under  the  direction  of  Mrs. 
Agnes  Grew.  The  survey  revealed 
that  women  were  found  to  like  good 

music,  poetry,  and  intelligent  dis- cussions of  current  news,  health 
and  diet,  as  part  of  their  radio  en- 

tertainment. The  Institute's  sur- veys show  that  women  buy  85% 
of  the  goods  sold  in  this  country, 
including  men's  clothes;  women 
compose  65%  of  the  audiences  in 
motion  picture  houses,  and  "women induce  99.44%  of  male  America  to 

accompany  them  to  evening  shows." 

WPDQ  Has  5,000  W. 
IT  WAS  erroneously  reported  in 
the  Oct.  12  Broadcasting  that 
WPDQ,  Jacksonville,  which  started 
operations  Oct.  9,  is  a  250-watt 
station.  WPDQ  operates  on  5,000 
watts  on  1270  kc. 
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Educators  Found 

To  Listen  Seldom 

TEACHERS,  the  most  persistent 
critics  of  radio,  are  among  those 
who  listen  least,  according  to  a 
survey  made  by  Lionel  W.  Nel- 

son of  WDBO,  Orlando,  Fla.,  on 
"The  Influence  Radio  Announcers 
Have  On  The  National  Frame  of 

.Speech". 
According  to  figures  supplied  by 

Mr.  Nelson,  University  professors, 
who  berate  radio  in  general,  and 
particularly  its  personnel  and  pro- 

nunciation, listen  an  average  of 
1.8  hours  per  day,  or  less  than 
10%  of  the  industry's  million  word 
daily  output. 

The  same  survey  shows  that  the 
less  critical  public  school  teachers 
listen  1.9  hours  daily. 

Mr.  Nelson's  study  included  in- 
vestigation of  the  qualifications  of 

radiomen  to  influence  the  national 
frame  of  speech.  He  found  that 
548  of  598  announcers  were  high 
school  graduates,  309  had  college 
degrees  and  54  were  doing  post- 

graduate work.  Half  the  announc- 
ers, 276,  had  special  training  in 

speech  and  dramatics. 
The  study  uncovered  strong  evi- 

dence that  standardization  of 
American  speech  is  underway,  with 
'regional'  and  'national'  service  of 
the  networks  tending  to  eliminate 
'localisms'.  Stations  and  station 
managers  testified  to  a  tendency 
toward  a  more  "conversational" 
type  of  speech. 

The  same  sources  revealed  that 

'dramatic'  presentation  of  sales 
copy  is  increasingly  frowned  on, 
with  station  owners  and  operators, 
rather  than  educators,  fathering 
the  reform. 

Adopt  Cadets 
JIM  AND  MARIAN  JORDAN,  who 
portray  Fibber  McGee  and  Molly  on 
the  weekly  NBC  program  by  that  title, 
having  ''adopted"  the  Army  Air  Force cadets  stationed  at  Lemoore  Field, 
recently  presented  them  with  special 
medals  for  athletic,  scholastic  and 
military  achievements.  At  request  of 
cadets,  the  medals,  in  form  of  silver 
identification  wristlets,  will  bear  etched 
autographs  of  "Mom"  and  "Pop" McGee. 

LOU  BRING,  Hollywood  conductor- 
composer,  in  early  November  joined 
the  BLUE,  Hollywood,  as  musical 
director.  He  will  be  featured  on  a 
twice-weekly  half-hour  program  Lou 
Bring  Presents,  which  starts  Nov.  3. 

Nxional  Reptesentatives: 
SPOT  SAltS,  Int.  '^S^ 

HOW  ACCIDENTS  HELP  the  Axis  was  demonstrated  by  WHK-WCLE, 
Cleveland,  Announcers  Bob  Geis  (1)  and  Fred  Smith.  As  'Hitler'  and 
'Hirohito'  they  gleefully  violated  Cleveland's  traffic  regulation  on  down- 

town streets  and  patted  jaywalkers  on  the  back.  Here  two  patrolmen 
show  how  they  would  handle  the  pair. 

REQUESTS  JUMP 

NBC  Notes  400%  Increase  In 

 Educational  Queries  

REQUESTS  from  listeners  for  in- 
formation about  NBC's  educational 

programs  and  allied  program  aids, 
have  jumped  400%  over  June,  ac- 

cording to  a  compilation  of  public 
service  queries  received  in  Septem- 

ber by  NBC's  information  depart- ment. 
This  increased  interest  in  more 

learned  broadcasts  has  not  di- 
minished the  usual  run  of  requests, 

both  light  and  serious  in  tone,  thf 
survey  shows. 
Few  letters  are  from  so-called 

"cranks",  NBC  reports,  although 
commentators  continue  to  receive 
caustic  criticism  from  those  dis- 

agreeing with  their  opinions,  as 
well  as  loyal  praise  from  listeners 
who  think  as  they  do. 

NBC's  Honor  Roll 
WITH  30  additional  employes  join- 

ing the  armed  forces  in  September, 
NBC  now  has  383  in  military  service. 
Of  this  number,  272  were  from  NBC 
headquarters  in  New  York  ;  38  from 
Chicago ;  29  from  Hollywood ;  16 
from  Denver  and  13  from  Washington. 
Nine  have  left  Cleveland  studios,  and 
six  have  gone  from  San  Francisco. 

NATIONAL  ASSN.  of  Broadcast 
Engineers  and  Technicians  (NABET), 
has  negotiated  a  contract  with  WPTF, 
Raleigh,  N.  C,  covering  wages  and 
working  conditions  of  station  engi- 

neers and  technicians.  Negotiations 
were  conducted  by  S.  E.  Newman, 
NABET  Washington,  D.  C.  represen- 

tative and  J.  N.  Weatherspoon,  presi- dent of  WPTF. 

AN  UNUSUAL  stage  presentation  at 
the  Roxy  Theati-e  in  New  York  fea- 

tures two  local  radio  commentators — 
Johannes  Steel.  WMCA,  and  George 
Hamilton  Combs,  WHN — in  a  ten- 
minute  spot  news  stint,  immediately 
following  the  newsreel  and  preceding 
the  main  picture. 

ORDER  was  adopted  by  the  FCC 
Oct.  21  granting  the  application  of 
WSAM,  Saginaw,  Mich.,  for  a  change 
of  frequency  from  1230  to  1400  kc, 
and  increase  of  power  from  100  watts 
part-time  to  2.'50  watts  unlimited. 

Play  by  Play 
BOB  KELLY,  assigned  by 
WJR,  Detroit,  to  cover  U  of 
Michigan  football  games, 
furnished  the  Michigan 
Daily,  university  student  pub- 

lication, with  a  play-by-play 
account.  The  paper  wanted 
more  than  the  running  ac- 

count of  the  game  made  avail- 
able through  the  Associated 

Press.  Bob  Kelly's  broadcasts 
were  used,  and  "extras" were  issued  on  the  first  two 
home  games  of  the  season. 

WHK  Store  Series 
WILLIAM  TAYLOR  SON  &  Co., 

one  of  Cleveland's  largest  and oldest  retail  stores,  has  contracted 
withi  WHK,  Cleveland,  for  a  series 
of  nightly  news  broadcasts  at  11 
p.m.  for  a  period  of  one  year.  Ef- 

fective immediately,  the  program's commentary  will  be  handled  by 
Murray  Young,  with  Francis  Pet- 
tay  as  announcer. 

Cotton  Pickers 
JACK  REILLY,  manager  of  KOY, 
Phoenix,  led  his  station  staff  into 
the  cotton  fields  recently  to  join  the 
Victory  Labor  Volunteers  in  harvest- 

ing Arizona's  lone  staple  crop.  Or- 
ganist Al  Becker  was  best  amateur 

cotton  picker  with  14  lbs.  to  his  credit. 
Program  Director  Jack  Williams 
grossed  13  lbs.  with  account  execu- 

tive John  Hogg  totaling  12  lbs. 

Pilots  Fortress  at  Rabaul 
FREDERICK  F.  WESCHE,  former 
NBC  page  boy,  took  part  in  the  bomb- ing of  the  Jaijanese  base  at  Rabaul, 
New  Britain  Island,  as  pilot  of  one  of 
the  big  Army  Flying  fortresses. 
Wesche's  name  has  appeared  from 
time  to  time  in  dispatches  from 
"somewhere  in  New  Guinea". 

Kate  Honored 
KATE  SMITH,  CBS  singing  star, 
has  been  made  an  honorary  life  mem- ber of  the  Blue  Star  Mothers  of 
America  for  "outstanding  ability,  su- 

perior entertainment  and  devotion  to 
service  for  our  sons  and  daughters 
in  the  armed  forces  of  the  nation." 
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TUSCOLA 
ILLINOIS 

1 000  WATTS 
of  many  WDZ 

You  may  have  cover- age. But  you  KNOW 
you  have  customers 
when  — for  WDZ's low  1000-watt  sales 
cost  —  you  bring  in 
3,343  cash  orders 
from  78  5-minute 
programs  (just  one "case  histories"). 
WDZ's  "DIRECTIONAL  PROG- 
GRAMMING"  does  it!  Tested  and 
proved  by  20  years  of  RESPONSE. 
Want  to — test  a  new  product  .  .  .  per- 

fect a  show  "package"  .  .  .  transform 

copy  "misses"  into  "hits"? 
Write  us  for  availabilities  and  pro- 

gram details  TODAY! 
HOWARD  H.  WILSON  CO.  -  Representatives 
New  York,  Chicago,  Kansas  City,  San  Francisco 

11 
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AUDIENCE  m  IS.  Y. 

MOSTLY  FEMIJSIISE 

MORNING,  noon  and  night,  the 
New  York  radio  audience  is  pre- 

dominantly feminine  and  in  .  the 
over-30  age  group,  according  to 
figures  released  last  week  by  the 
Pulse  of  New  York,  based  on  per- 

sonal interviews  covering  the 
months  of  August  and  September. 
For  the  entire  week,  from  9  a.m. 
Monday  to  10  p.m.  Sunday,  the 
average  audience  was  made  up  of 
667c  women  and  34%  men.  The 
age  breakdown  shows  18%  under 
20,  15%  from  20  to  29,  41%  from 
30-44,  26%  age  45  and  over. 

Study  shows  the  largest  percent- 
age of  women  during  the  morning 

hours  of  Monday-through-Friday, 
when  86%  of  the  listeners  were 
women.  Sundav  afternoons  had  the 
largest  masculine  audience,  with 
45%  of  the  listeners  men.  Average 
number  of  listeners  per  receiver 
was  highest  on  Sunday  evenings, 
with  2.2  listeners  per  set,  com- 

pared with  a  1.7  average  for  the 
entire  week. 

Research  has  so  far  failed  to 
disclose  any  very  important  dif- 

ferences between  women  who  listen 
to  daytime  serials  and  women  who 
don't.  Dr.  Paul  F.  Lazarsfeld,  di- 

rector of  the  Office  of  Radio  Re- 
search, Columbia  U,  told  a  lunch- 

eon meeting  last  Wednesday  in 
celebration  of  the  first  anniversary 
of  Pulse  of  New  York.  The  Gov- 

ernment as  well  as  advertisers,  he 
said,  realizes  the  importance  of 
this  audience  and  now  these  pro- 

grams are  filled  with  war  themes. 
Comparing  the  listeners  with  the 

Maj.  Murray  to  Move 
MAJ.  GLADSTONE  MURRAY, 
appointed  recently  to  the  newly- 
created  post  of  director-general  of 
broadcasting  of  the  Canadian 
Broadcasting  Corp.,  will  move  from 
Ottawa  to  Toronto  towards  the 
end  of  the  month,  making  his  head- 

quarters in  Toronto  where  the  na- 
tional program,  commercial,  sta- 

tion relations,  traffic  and  other 
departments  under  his  jurisdiction 
are  stationed.  He  will  occupy  an 
office  at  55  York  St. 

Paley's  London  Talk 
CBS  has  issued  a  booklet  titled  By 
Radio  from  London  containing  the  full 
transcript  of  the  talk  broadcast  Sept. 
19  by  William  S.  Faley,  president, 
during  his  recent  visit  to  England. 
Heard  as  part  of  The  World  Today 
news  program  on  CBS,  the  speech 
featured  Mr.  Paley's  reactions  to  war- time England. 

non-listeners,  he  continued,  women 
in  small  towns  tend  to  listen  more 
than  city  dwellers;  there  is  more 
listening  in  the  lower  income,  less 
well  educated  class  and  more  listen- 

ing in  non-telephone  that  in  tele- 
phone homes,  even  in  the  same  in- 
come brackets;  women  who  listen 

in  the  daytime  also  listen  more  at 
night  than  those  who  do  not  tune 
in  the  serial  dramas. 
Women  who  listen  to  the  serials 

are  found  in  all  age  groups.  Dr. 
Lazarsfeld  stated,  and  they  listen 
on  the  average  to  from  three  to 
five  serials  daily. 
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NORMA  STOREY 

PROBABLY  YOUN
GEST timebuyer  in  Canada  is  pretty 

blonde  Norma  Storey  who 
holds  that  important  post  at 

the  Toronto  office  of  Lord  &  Thomas 

of  Canada.  You  don't  ask  the  ladies 
their  age,  but  when  Norma  started 

her  career  in  radio  she  was  "per- 
haps 17",  according  to  her  former 

colleagues  at  the  Canadian  Broad- 
casting Corp.  And  it  is  but  simple 

arithmetic  after  that,  for  she  joined 
the  CBC  in  January  1935.  She 
came  to  Lord  &  Thomas  in  October 
1941,  when  that  agency  was  in  the 
market  for  a  timebuyer  because 
marriage  was  depriving  the  radio 
department  of  its  chief.  Scouting 
around,  Lord  &  Thomas  picked 
Norma  Storey  from  her  job  at  the 
CBC. 

Born  and  educated  at  Toronto, 
Norma  started  her  business  career 
right  out  of  the  Toronto  High 
School  of  Commerce,  as  steno- 

grapher and  teletype  operator  with 
the  CBC.  She  had  a  lot  to  learn, 
but  it  was  obvious  she  had  a  brain 
which  was  in  the  pink  of  condi- 

tion and  a  rare  appetite  for  the 
whys  and  wherefores.  She  learned 
quickly,  graduated  to  secretary  of 
the  traffic  manager  at  CBL,  Tor 
onto,  became  acting  traffic  manager 
for  a  brief  span,  then  secretary  tc 
the  station  manager.  From  that 
post  it  was  another  step  to  time- 
buyer  at  Lord  &  Thomas,  where  her 
knowledge  of  station  operations 
has  stood  her  in  good  stead. 

She  handles  network  shows  for 
Colgate-Palmolive-Peet  products, 
including  the  most  popular  daytime 
Canadian  program,  The  Happy 
Gang,  which  has  been  on  the  air 
continually  for  six  years;  Share 
the  Wealth,  weekly  quiz  show  in 

which  she  takes  part;  Penny's 
Diary,  weekly  family  sketch.  She 
also  places  live,  spot  and  network 
business  for  Quaker  Oats  Co. 
products,  Pepsodent  Co.  of  Canada, 
and  other  internationally  known 
accounts. 

Still  single,  she  spends  what 
little  time  she  has  to  spare  from 
her  radio  career  swimming  and 
riding. 

Craig  Takes  Radio  Post 
With  Benson  &  Bowles 
WALTER  CRAIG,  former  program 
director  of  WMCA,  New  York,  who 
resigned  Oct.  15,  is  joining  Benton 
&  Bowles,  New  York,  Nov,  1  in 
an  executive  capacity  in  the  agen- 

cy's radio  department.  He  previ- 
ously was  radio  director  of  Street 

&  Finney,  New  York,  and  prior 
to  that  was  with  World  Broadcast- 

ing System. Mr.  Craig  will  work  with  Kirby 
Hawkes,  manager  of  the  Benton  & 
Bowles  radio  department,  and  will 
probably  take  over  most  of  the 
talent  activities  formerly  handled 
by  Bert  Prager,  who  has  joined 
Donahue  &  Coe,  New  York,  as 
radio  director.  Assisting  Mr.  Craig 
will  be  Marion  Connolly,  former 
assistant  to  Esty  Stowell,  business 
manager  of  the  B  &  B  radio  de- 

partment. Mr.  Stowell  leaves  the 
agency  in  three  weeks,  having  re- 

ceived his  commission  as  first  lieu- 
tenant in  the  Marine  Cprps  Avia- tion. 

FTC  Medicine  Complaint 
WILLIAM  J.  COOK&EY,  operating 
as  the  World's  Medicine  Co.,  Indianap- 

olis, has  been  charged  with  false  ad- 
vertising in  a  complaint  issued  last 

week  by  the  Federal  Trade  Commis- sion. The  Commission  said  that 
"World's  Tonic"  falsely  claimed,  in 
radio  continuity  and  other  media,  to 
be  a  harmless  general  tonic,  but  in 
truth  might  be  dangerous  to  health  if 
administered  as  directed. 

CHNS 

Haljifax,_N.  S. 

Commanding  the  largest 
near  at  hand  audience  in 

the  marit'mes 

Ask  JOE  WEED 
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WALTER  S.  MAAS,  former  executive 
vice-president  of  Dorland  Interna- 

tional, New  York,  has  been  appointed 
'  president  of  the  agency,  succeeding Thomas  M.  Quinn,  who  has  resigned 
to  become  executive  vice-president  of 
Irwin  Vladimir  &  Co.,  New  York.  At 
Dorland,  Arthur  F.  Connolly  continues 
as  vice-president  and  Howard  S. 
Hadden  as  chairman  of  the  board. 

ALLEN  S.  FLOUTON,  assistant  ac- 
count executive  of  Compton  Adv., 

New  York,  has  left  the  agency  to  join 
the  Army. 

THEO  D.  MANDELSTAM,  former 
assistant  manager  of  Henry  J.  Kauf- 

man. Adv.,  Baltimore  oflBee,  and  more 
recently  production  manager  for  the 
headquarters  otfiee  in  Washington,  is 
now  in  officer's  training  school  of  the Signal  Corps.  Marshall  Jacobs,  former 
production  man  in  the  Kaufman 
agency,  is  with  the  air  cadets.  Larry 
Blumenfeld  is  with  the  Chemical  War- 

fare Division  of  the  Army. 

JACK  D.  TARCHER,  head  of  J.  D. 
Tarcher  &  Co.,  New  York,  has  been 
made  chairman  of  the  adveHising, 
publishing  and  public  relations  divi- 

sion of  the  New  York  and  Brooklyn 
Federations  of  Jewish  Charities  for 
the  1942  campaigns. 
EARLE  THORAS,  radio  director  and 
timebuyer  of  the  Chicago  office  of 
McCann-Erickson,  has  been  commis- 

sioned a  captain  in  the  Army  special- 
ist corps,  and  reported  for  training  last 

Thursday  at  Camp  Meade,  Md.  His 
duties  will  be  filled  by  James  Shelby, 
assistant  radio  director. 

H.  G.  McCOY,  who  recently  joined 
N.  W.  Ayer  in  Philadelphia  as  head 
of  the  public  relations  department, 
and  Donald  A.  Lang,  also  of  the 
agency's  publicity  department,  have  re- signed to  join  Lewis  &  Gilman,  new 
agency  organized  in  Philadelphia  by 
Paul  L.  Lewis  and  Wesley  A.  Gilman, 
former  vice-presidents  of  Ayer. 

THOMAS  D'A  BROPHY,  president of  Kenyon  &  Eckhardt,  New  York, 
was  in  Hollywood  this  past  week  look- 

ing for  a  successor  to  Joe  Stauffer, 
who  recently  resigned  as  radio  di- 

rector to  join  the  Army  as  instructor 
at  West  Point. 

WILLIAM  A.  WOOD  formerly  pub- 
licity director  of  Raymond  R.  Mor- 

gan Co.,  Hollywood  agency,  has  joined 
the  Army  as  lieutenant  and  is  sta- 

tioned at  Camp  Crowder,  Mo. 
NORMAN  STROUSE,  assistant 
Pacific  coast  manager  of  J.  Walter 
Thompson  Co.,  San  Francisco,  has 
enlisted  in  the  Army  Air  Forces  as  a 
private. 

SAM  PIERCE,  one-time  manager 
and  radio  director  of  Lennen  &  Mit- 

chell, Hollywood  offices,  now  discon- 
tinued, has  been  assigned  by  Ruth- 

rauff  &  Ryan  as  New  York  producer 
of  the  five-weekly  BLUE  Grade 
Fields,  five-minute  song  and  patter 
program  sponsored  by  American  Cig- arette &  Cigar  Co.,  New  York  (Pall 
Mall  cigarettes).  Show  moves  to  Hol- 

lywood within  two  months,  it  was 
said,  to  enable  Miss  Fields  to  com- 

plete a  motion  picture  assignment. 
MAURICE  MORTON,  formerly  in  the 
radio  department  of  William  Morris 
Agency,  Beverly  Hills,  Cal.,  talent 
service,  has  'oined  the  Marines  and  is currently  stationed  at  San  Diego  for 
officers  training. 
PAUL  R.  BARNES,  for  seven  years 
freelance  radio  comedy  writer,  has 
joined  the  copy  staff  of  Addison  Vars 
Inc.,  Buffalo.  Barnes  was  associated 
for  17  years  with  McCann-Eriekson, 
New  York,  in  a  similar  capacity. 

BILL  DAVISON,  assistant  time- 
buyer  of  J.  Walter  Thompson  Co., 
New  York,  has  resigned  to  start  officer 
training  for  the  Army. 
JACK  RHEINSTROM,  formerly  with 
Wilding  Picture  Productions,  and 
Walter  Hopkins,  formerly  with  Purity 
Bakeries,  have  joined  the  Chicago 
office  of  Campbell-Mithun,  Inc.,  in  the 
account  contract  dept. 
HELEN  ARSTEIN,  formerly  of  the 
Morton  Freund  Agency,  New  York, 
has  joined  Hillman-Shane-Breyer  Inc., 
Los  Angeles,  as  account  executive. 
MOUNCEY  FERGUSON,  formerly 
on  the  copy  staffs  of  Benton  &  Bowles 
and  Sherman  K.  Ellis  &  Co.,  New 
York,  has  joined  Federal  Adv.  Agency, 
New  York,  in  a  similar  capacity. 
CECILE  ROBINSON,  formerly  in 
the  radio  departments  of  the  ISiow 
Co.  and  the  Franklin  Bruck  Adv. 
Agency,  New  York,  has  joined  Wm. 
Esty  &  Co.,  New  York,  as  assistant 
timebuyer,  under  the  supervision  of 
Tom  Lynch. 
THOMAS  J.  COREY  has  left  the 
media  department  of  Compton  Adv., 
New  York,  to  join  the  Army, 
N.  LOYE  MINOR,  former  radio  direc- 

tor of  Equity  Advertising,  New  York, 
where  he  had  special  supervision  of 
the  American  School  account,  frequent 
user  of  radio  for  its  correspondence 
course,  is  now  in  the  Army. 
FLORENCE  STARR  CARSON,  for- 

merly in  the  radio  department  of 
Compton  Adv.,  New  York,  has  joined 
J.  D.  Tarcher  &  Co.,  New  York,  as 
radio  timebuyer. 
GEORGE  MacGREGOR  has  resigned 
as  assistant  to  the  advertising  man- 

ager of  Colgate-Palmolive-Peet  Co., Jersey  City. 
SHERMAN  K.  ELLIS  &  Co.,  New 
Yoi'k,  on  Oct.  16  moved  offices  from ,500  Fifth  Ave.  to  247  Park  Avenue. 

Like  Good  Company? 

WHCU's  Central  New  York  Market 

Means  R-E-S-U-L-T-S  To: 

Allts-Chalmers  Mfg.  Co. 
American  Agriculturist 
G.  L.  F.  Exchange,  Inc. 
The  F.  E.  Myers  &  Bros.  Co. 

International  Harvester  Co. 
Park  &  Pollard  Co. 
Portland  Cement  Assn. 
Solvay  Sales  Corp. 

AND  MANY  MORE 

HERE'S  YOUR  INVITATION  TO  BETTER  BUSINESS 

A 
Low  Cost 
Producer WHCU 

Ithaca,  N.  Y. 
CBS 

870  Kilocycles 

Krautter  Joins  Agency 

L.  MARTIN  KRAUTTER  has 
been  appointed  vice-president  and 
account  executive  of  Stockton-West- 
Burkhart,  Cincinnati  agency,  it  was 
announced  Oct. 
20  by  William  Z. 
Burkhart,  presi- 

dent. Mr.  Kraut- 
ter has  been  man- 

ager of  advertis- 
ing and  sales  pro- motion  for  the 

Crosley  Corp.  for 
the  last  2  V2  years. 
Before  that,  he 
was  in  the  adver- tising agency 
business  for  ten  years  in  creative 
and  executive  posts,  and  has  been 
identified  with  accounts  in  the  food, 

drug,  transportation  and  home- furnishing  fields. 

Mr.  Krautter 

Radio  Club  to  Move 

A  CHANGE  in  meeting  place  from 
the  Hotel  Lexington  to  the  Cafe 
Loyale  at  43d  and  Fifth  Ave.  was 
voted  Oct.  21  at  the  weekly  lunch- 

eon session  of  the  Radio  Executives 
Club  of  New  York,  which  an- nounced that  it  will  move  to  the 
new  location  Oct.  28.  Feature  of 
that  session  will  be  entertainment 
by  WJZ,  first  of  the  New  York 
stations  to  bring  its  talent  to  the 
club  this  season.  Last  week's  meet- 

ing was  a  closed  session. 

AGENCY 

TRAILER  CO.  OF  AMERICA,  Cincinnati, 
(Trailmobile) ,  to  Roy  S.  Durstine  Inc. 
New   York,    Media  plans  not  set. 
JENSEN  INDUSTRIES,  Inc.,  Chicago, 
(phonograph  needles)  to  Burton  Browne, 
Chicago.  Business  papers,  national  maga- 

zines, point  of  sale. 
CHICAGO  COLLEGE  OF  LAB.  TECH- NICIANS to  Bisberne  Adv.  Co.,  Chicago. 
Radiocasting,  newspapers,  magazines. 
FOX  STAND  FOODS,  Inc.,  Boston  (dried 
dog  food),  to  H.  L,  Moore,  Boston.  Ra- diocasting,  newspaper,  magazines. 
UNIVERSITY  OF  SAO  PAULO,  Sao 
Paulo,  Brazil,  to  J.  Walter  Thompson 
Co.,  Sao  Paulo,  for  project  to  raise  $312,- 000  for  National  Defense  Research. 
KRIPPENDORF-DITTMANN  Co,,  Cin- 

cinnati (Foot  Rest  shoes),  to  the  Keelor 
&  Stites  Co,,  Cincinnati,  Magazine,  trade 
paper,  direct  mail, 
RELIANCE  PENCIL  Corp.,  Mount  Ver- 

non, N.  Y.,  to  Lee  Stockman  Inc.,  N.  Y. 
PELHAM  HEATH  INN,  Pelham,  N.  Y., 
to  Arthur  Pine  Agency,  N.  Y.  Media 
plans  not  set. 

Named  V-Ps  at  R&R 
GEORGE  A.  HUHN  and  Luther  H. 
Wood,  account  executives  of  Ruthrauff 
&  R.van,  New  York,  have  been  elected 
vice-presidents,  Mr.  Huhn  has  been 
with  R&R  since  1925  and  Mr.  Wood 
since  1926. 

Donalo  Joins  Rambeau 
NAT  V.  DONATO,  formerly  of  the 
commercial  staff  of  WOV,  New 
York  and  previously  of  the  national 
advertising  department  of  the  New 
York  World-Telegram,  has  been 
appointed  manager  of  the  New 
York  office  of  William  G.  Ram- 

beau Co.,  station  representatives. 
He  succeeds  William  N.  Wilson, 
who  has  been  commissioned  lieuten- 

ant (j.  g.)  in  the  Navy  and  at 
present  is  at  Harvard  for  in- doctrination training. 

"AFTER  THE 

BALL  (GAMES) 

ARE  OVER" WSAI'S  SALES  AIDS 
1 .  Street  car  ond  bus 

cords 2,  Neon  Signs 
3,  Display  Cords 
4,  Newspoper  Ads 
5.  Toxicab  Covers 
6.  Downtown  Window Disploys 

7.  House-organ 
8,  "Meet  the  Sponsor" Broadcast 

points  out  Suzy  our 
Steno,  "WSAI  keeps  its 

listeners  through  Cincin- 
nati's finest  afternoon 

and  evening  schedule, 

including  'Club  Matinee', 'Between  the  Bookends', 
'Prescott  Presents',  an 
hour  for  children  and,  of 

course,  News  on  the 
Hour.  If  you're  looking 
for  results,  spot  your 

message  in  WSAi's 
afternoon  schedule." 

IT  SELLS   FASTER  IF  IT'S 

CINCINNATI'S    OWN  STATION 
NBC  a  BLUE  NETWORKS  •  5,000  Walls  Doy  ond   Might   •   Represented  by  Spot  Soles,  Inc. 
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Department  Store 

Series  Started  On 

Cooperative  Basis 
Seven  Competitive  Retailers 
On  the  Same  Program 

LONG  apathetic  to  radio  advertis- 
ing, leading  San  Francisco  depart- 

ment stores  and  specialty  shops, 
faced  with  changing  conditions, 
now  recognize  the  importance  of 
the  media  and  in  early  October 
started  sponsoring  on  a  coopera- 

tive basis  a  new  weekly  night-time 
45-minute  musical  program,  San 
Francisco's  Open  Door,  on  KQW, 
that  city.  In  the  past  various  de- 

partment stores  in  that  area  were 
intermittent  users  of  spot  an- 

nouncements, also  sponsoring  quar- 
ter-hour programs  for  special  oc- 

casions— but  none  ever  was  a  con- 
sistent radio  advertiser. 

Door   Is  Open 

When  some  of  the  local  depart- 
ment stores  recently  decided  to  re- 
main open  Thursday  nights  as  a 

convenience  to  defense  workers, 
KQW  seized  the  opportunity  to 
break  down  the  long-established 
resistance  to  radio  on  the  part  of 
this  important  retail  field.  An  in- 

expensive show,  San  Francisco's 
Open  Door  is  built  around  Ernest 
Gill  and  his  orchestra,  with  fea- 

tured vocalists. 
Dean  Stewart  does  the  announc- 

FIRST  LARGE  SCALE  radio  venture  by  San  Francisco  merchandising 
firms  brings  these  advertising  managers  of  competitive  department 
stores  and  specialty  shops  into  program  conference.  Weekly  45-minute 
evening  musical  program,  San  Francisco's  Open  Door,  on  KQW,  is 
cooperatively  sponsored  by  seven  firms.  Advertising  managers  talking 
over  details  with  Ralph  Brunton,  president  of  KQW,  are  (1  to  r)  : 
Margaret  Robinson  and  Virginia  Hole,  Ransohoff's;  Mrs.  Gertrude 
Scott,  Livingston  Bros.;  Mr.  Brunton;  Estelle  Lane,  H.  Liebes  &  Co.; 
Mrs.  Madeline  Starrett,  City  of  Paris. 

ing-selling  job.  It  was  offered  to 
the  department  stores  and  spe- 

cialty shops  on  a  participating 
basis,  with  suggestion  that  here 
was  a  means  by  which  they  could 
do  an  "industry"  job,  plus  direct selling. 

Five  competing  firms  immedi- 
ately signed:  I.  Magnin  &  Co., 

Ransohoff's,  City  of  Paris,  O'Con- 
nor &  Moffatt  &  Co.,  H.  Liebes  & 

Co. 
Morning    following     the  first 

Elmer  Diddler's  Doings: 

GENERAI.  ELECTRIC 

WGY 

50,000  WATTS 
SCHENECTADY,  N.  Y. 

VEN  if  a  station  had  only 

the  tremendous  popularity 

of  NBC  as  a  guide,  Elmer,  it 

would  still  go  places.  But  when 

there's  one  station  that  has  the 

most  popular  network  plus  the 

lowest  frequency  plus  the  high- 

est power  plus  local  programs 

that  have  their  own  large  foUow- 

ings,  then,  Elmer,  there's  not 
much  question  which  way  to  turn. 

WGY-82 

broadcast  found  customers  wait- 
ing outside  the  stores.  Sales  vol- 
ume for  that  day  was  greatest  in 

the  stores'  history,  it  was  said. 
As  result  KQW  was  forced  to  ex- 

tend the  program  time  to  45  min- 
utes, thus  accommodating  addi- 
tional sponsors.  Today  there  are 

seven.  Plus  the  five  mentioned, 
they  include  Livingston  Bros,  and 
Eagleson  Co. 
For  convenience  of  night-time 

shoppers,  and  at  special  request  of 
the  participating  stores,  Union 
Square  Garage,  largest  under- 

ground parking  lot  in  the  world, 
is  included  as  a  participant.  With 
additional  competitive  department 
stores  and  specialty  shops  request- 

ing time,  KQW,  according  to  C.  L. 
McCarthy,  general  manager,  has 
a  list  of  sponsors  waiting  to  get 
on  that  program. 

The  New  Angle 

"Cooperative  programs  are  not 
new  to  radio,  but  a  cooperative 
sponsored  by  seven  competitive  de- 

partment and  specialty  stores  cer- 
tainly is!"  he  declared.  "There- 

fore, San  Francisco's  Open  Door 
becomes  a  'radio  first'  on  two 
counts.  We  have  succeeded  in 
breaking  down  the  resistance  of 
the  department  store  field  to  radio 
advertising,  and  seven  competitive 
sponsors  are  cooperatively  pre- 

senting a  show.  Every  participat- 
ing store  in  this  notoriously-re- 

sistant .retail  field  is  well  on  the 
way  to  becoming  a  substantial 
user  of  radio  in  his  own  right". 

WHKY 

HICKORY 
NORTH  CAROLINA 

.    _ .  • 

sm 

♦VATT$  PAY 

1000 
WATTf  NICHT 

WHKY  offers  complete  cover- 
age of  the  Rich  Western  North 

Carolina  Market  at  one  LOW 
COST. 

1290  KC  BLUE  NETWORK 

NEW  LATIN  SERIES 

BY  ORSON  WELLES 
IN  COOPERATION  with  the 
Office  of  the  Coordinator  of  Inter- 
American  Affairs,  Orson  Welles  is 
starting  a  series  of  sustaining  pro- 

grams on  CBS  Nov.  1  with  the 
purpose  of  teaching  North  Ameri- cans something  about  their  Latin 
American  neighbors.  Titled  Hello, 
Americans,  the  new  series  will  be 
broadcast  Sunday  evenings,  8-8:30, 
with  Welles  as  writer,  producer, 
director  and  star.  Latin  American 
musicians  will  supply  suitable 
backgrounds  for  the  dramatic  nar- 

ratives, all  based  on  factual  infor- 
mation. Nine  broadcasts  are  sched- 

uled for  the  new  series,  with  the 
probability  that  it  will  be  extended indefinitely. 
Lockheed  &  Vega  Aircraft 

Corps.,  sponsors  of  Ceiling  Un- 
limited, quarter-hour  Monday  eve- 

ning series  which  will  start  on  CBS 
Nov.  9  with  Welles  as  star,  have 
granted  permission  for  him  to 
undertake  the  CIAA  sustaining- shows  as  well. 

Gilmore  Audience  Show  4  li 
GILMORE  OIL  Co.,  Los  Angeles, 
Nov.  2  starts  sponsoring  a  weekly 
half-hour  audience  participation 
program,  Gilmore  Furlough  Fun, 
on  five  NBC  Pacific  Coast  stations 
(KFI  KPO  KOMO  KGW  KMJ), 
Monday,  7:30-8  p.m.  (PWT).  With 
service  men  as  studio  audience  and 
participants,  program  features 
Beryl  Wallace  as  mistress-of-cere- monies,  with  Comedian  George 

Riley  and  Spike  Jones'  orchestra. Verne  Smith  has  been  assigned  as 
announcer.  Contract  is  for  52 
weeks.  Placement  is  through  Ruth- 
rauff  &  Ryan,  Hollywood.  John  H. 
Weiser  is  agency  account  execu- tive. 

New  FM  Station 

BECAUSE  no  new  equipment  is  in- 
volved, the  FCC  on  Oct.  21  granted 

the  application  of  Yankee  Network, 
Boston,  for  a  construction  permit 
for  a  high-frequency  FM  station 
to  operate  on  44.3  mc.  on  Mt.  Asne- 
bumskit,  near  Paxton,  Mass.,  with 
main  studios  in  Boston.  Permit  will 
specify  that  the  station  cover 
19,000  sq.  mi.  and  that  equipment 
of  W43B,  Paxton,  be  used.  W43B, 
formerly  experimental  station 
WIXOJ,  has  operated  under 
Special  Service  Authorization  on  a 
commercial  basis  since  April,  1941. 

Let  "WHEBBY" 
Spray  YOUR  Story 

over  the  1 ,000  Salt- 

water Watts  of — 

Boston  Rep.:  BERTHA  BANNAN 
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WSIX  and  Mutual 

Break  on  Contract 

WSIX,  Nashville,  and  MBS  are 
currently  at  odds  over  the  affilia- 

tion status  of  the  station  with  the 
network.  Mutual  maintains  that 
the  five-year  contract  signed  in 
January,  1941  is  still  in  effect, 
while  WSIX  holds  that  it  was 
terminated  Oct.  15  in  accordance 
with  its  notice  to  the  network. 
WSIX  for  some  time  has  been 
carrying  BLUE  programs,  and  now 
carries  no  MBS  programs. 

Basis  for  the  disagreement  goes 
back  to  l^st  March  when  MBS 
stopped  feeding  musical  programs 
to  the  station  after  the  AFM  had 
pulled  all  of  its  musicians  from 
Mutual  in  order  to  prevent  the 
network  from  feeding  music  to 
WSIX,  which  was  then  engaged 
in  a  dispute  with  the  AFM  Nash- 

ville local  [Broadcasting,  April  6]. 
At  that  time  Fred  Weber,  MBS 

general  manager,  explained  that 
"discontinuance  of  service  to  the 
Nashville  affiliate  was  unavoidable, 
in  view  of  the  fact  that  198  other 
Mutual  member  and  affiliated  sta- 

tions could  not  be  deprived  of 
service."  WSIX  contends  that  this 
curtailment  of  service,  which  had 
lost  the  station  a  number  of  com- 

mercial as  well  as  sustaining  Mu- 
tual programs,  violated  the  terms 

of  the  contract  and  was  sufficient 
basis  for  the  station's  termination 
of  its  Mutual  affiliation. 

Asked  for  a  statement  of  WSIX's 
legal  position,  Alfred  T.  Levine, 
the  station's  general  counsel,  as- 

serted: "WSIX  does  not  feel  it  is 
proper  to  discuss  this  matter  other 
than  to  say  that  Mutual  breached 
its  contract  with  WSIX." 

IN  ARMY  WAR  SHOW 

Six  Former  Radiomen  Are 

 With  Task  Force  

86  Stations  Benefit 

LATEST  survey  by  CBS  of  its  pro- 
grams heard  on  the  full  network 

to  earn  the  15%  discount  plan 
shows  that  86  stations  have  bene- 

fited by  the  plan,  adding  383  hours 
and  25  minutes  weekly  to  the  net- 

work's commercial  schedules.  Also 
revealed  was  the  fact  that  40.2%  of 
all  CBS  programs  presented  be- 

tween 7  and  11  p.m.  are  full-net- 
work shows.  After  Oct.  19  when 

Lady  Esther  Co.'s  Screen  Guild 
Players  goes  on  the  full  network, 
17  separate  sponsors  will  be  the 
total  presenting  26  individual  com- 

mercial shows  on  the  full  CBS  net- 
work. 

Propose  KRBA  Sale 
APPLICATION  for  assignment  of 
KRBA,  Lufkin,  Tex.,  to  Darrell  E. 
Yates,  manager  of  the  station  since 
it  went  on  the  air  June  15,  1938, 
has  been  filed  with  the  FCC.  Under 

the  deal,  Mr.  Yates  will  pay  "$10, 
and  other  good  and  valuable  con- 

siderations" to  the  three  partners, Ben  T.  Wilson,  automobile  dealer; 
R.  A.  Corbett,  oil  distributor,  and 
Thomas  W.  Baker,  engineer  and 
banker.  Reason  for  the  change  is 
said  to  be  the  enlistment  of  Mr. 
Corbett  in  the  armed  forces,  and 
the  desire  of  the  other  partners  to 
retire. 

SIX  former  radio  men  are  on  duty 
with  Victory  Division,  Army  War 
Show  Task  Force,  with  the  arrival 
of  Lt.  David  J.  Kempkes,  former 
CBS  engineer,  who  replaces  Lt. 
Charles  Carvajal,  NBC  Interna- 

tional Division  production  director, 
who  has  a  foreign  short  wave  as- 
signment. 

Others  with  the  show  are  Pvt. 
Bert  Parks,  CBS  announcer  who 
handled  cigarette  work  in  the  east; 
Pvt.  Bob  Waldrop,  NBC  staff  an- 

nouncer once  heard  on  Hour  of 
Charm  and  John's  Other  Wife; 
Pvt.  Don  L.  Kearney,  formerly 
with  WHAM,  Rochester,  WAGE, 
Syracuse,  WFAS,  White  Plains, 
N.  Y.;  Pvt.  Dick  Koster,  WCAU, 
Philadelphia;  Pvt.  George  Fuller, 
WFBR,  Baltimore. 

Gen.  Code  Adds  Duties 

In  Signal  Corps  Setup 
UNDER  a  realignment  of  the  Of- 

fice of  the  Army  Chief  Signal  Offi- 
cer, Brig.  James  A.  Code  Jr., 

Deputy  Chief  Signal  Officer,  has 
been  designated  as  Chief  of  the 
Signal  Operating  Services,  a  com- 

panion post  to  that  of  the  Chief  of 
the  Signal  Supply  Services  held  by 
Maj.  Gen.  Roger  B.  Colton.  Gen. 
Code  thus  will  hold  two  posts — 
Deputy  Chief  Signal  Officer  and 
Chief  of  the  Signal  Operating 
Services.  Under  Gen.  Code's  direc- 

tion in  the  new  organization  struc- 
ture are  the  Army  Pictorial  Divi- 
sion, headed  by  Col.  K.  B.  Lawton; 

the  Army  Communications  Divi- 
sion, Brig.  Gen.  Frank  E.  Stoner; 

the  Signal  Troops  Division,  Brig. 
Gen.  Charles  M.  Milliken. 

The  Signal  Supply  Services,  di- 
rected by  Gen.  Colton,  comprises 

the  Materiel  Division,  headed  by 
Eugene  V.  Elder,  and  the  Research 
and  Development  Division,  in 
charge  of  Col.  J.  D.  O'Connell.  The 
Army-Navy  Communications  Pro- 

duction Expediting  Agency  and 
Storage  &  Issue  Liaison  Branch 
are  placed  directly  under  Gen.  Col- 
ton's  executive  staff.  Col.  D.  McK. 
Crawford  continues  to  direct  the 
Communication  Coordination  Divi- 

sion which,  besides  four  branches, 
has  the  important  Army  Communi- 

cations &  Equipment  Coordination 
Branch  and  the  Signal  Corps  Tech- 

nical Committee.  Col.  C.  0.  Bickel- 
haupt  heads  the  Control  Division. 

McNutt  Statement 
(Continued  from  page  8) 

town.  These  offices  will  be  glad 
to  review  the  entire  question  with 
them. 

"I  wish  to  extend  my  apprecia- 
tion for  the  splendid  cooperation 

your  member  stations  and  the  radio 
industry  as  a  whole  have  given 
our  efforts.  And  at  the  same  time  I 
wish  you  every  success  with  your 
current  series  of  NAB  district 

meetings." MEREDITH  WILLSON,  musical  di- 
rector of  NBC  Hollywood,  has  been 

notified  that  his  truck  driver  song. 
My  Ten  Ton  Bahy  and  Me,  has  been 
adopted  as  official  campaign  song  by 
tlie  U.  K.  Truck  Conservation  Corps. 

WLB,J,  Bowling  Green,  Ky.,  oper- 
ating full  time  on  1340  kc.  with  250 

watts,  became  affiliated  with  Mutual 
Oct.  18,  bringing  the  total  number 
of  MBS  affiliates  to  208. 
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Popular 

.  .  .  "The^Classics  with  a  Blend 

of  the  Modern  .  .  and  MWS" WLIB  Broadcasts  Weekly: 
43  hours  of  the  best  liked  semi-classic 

and  classic  melodies  .  .  .  featuring 
OUTSTANDING  ARTISTS  AND 
COMPOSERS. 

19  hours  of  favorite  musical  comedy  - 
motion  picture  tunes  and  soft-sweet 
rhythms  —  familiar  music  by  LEAD- 

ING ORCHESTRAS   and  SINGERS. 
6  hours  of  operetta  and  opera  present- 

ing GREAT  VOICES. 
5  hours  of  novelty  music. 
9  hours  of  UNITED  PRESS  NEWS. 

And  here's   DEFINITE   EVIDENCE  that 
WLIB-listeners    buy    WLIB-ADVERTISED  - 
products  and  services.'  Last  month,  , 
WLIB'S   fifth   on  the  air,   we  received 
over  15,000  letters  from  listeners,  ̂ Q'/o 
containing  proof  of  purchase. 

And  Remember:  WLIB  ij  sfill  malntatn'ing fhe  LOWEST  RATE  FOR  COVERAGE  OF 
THE  NEW  YORK  MARKET. 

OFFICES:  RKO  BUILDING. 
New  York  City 

THE    VOICE    OF  LIBERTY 

ON  ICE! 

Even  when  your  stocks  are  frozen  and  your  plant  im- 

pressed for  war  production,  you  can't  just  put  your  good 

name  on  ice  for  the  duration  ...  or  you'll  be  left  out  in 
the  cold  when  peace  comes. 

To  have  a  warm  reception  waiting  for  your  product  when 

it  comes  home  from  the  war — give  the  people  who  were 

your  customers,  and  who  will  be  again,  something  they 

value — radio  entertainment — to  remember  you  by. 

CFRB 

TO  R  O  NTO 

860  KILOCYCLES 
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365.000  people  make  the 

Youngstown  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley.Reed  Co. 
National  Representatives 

WCHS 

CHARLESTON,  W.  VA. 

5,000'oN  580 
CBS  AFFILIATE 

560  KC 
5000  WATTS 

— Portland,  Maine — 

Georgia's  Most 

POTENT 

''Spot  Market''  DUO 

WATL  WRBL 
ATLANTA 
(WBS  2SOW 

COLUMBUS 
CBS  250W 

Represented  by  SPOT  SALES  Inc. 

STARS  AND  STATIONS  gave  time  for  war  relief  Oct.  13  when  MBS 
aired  a  quarter-hour  show,  Bundles  for  Amei-ica's  Gala  Radio  Show. 
Participating  were  (seated  1  to  r)  :  Mrs.  Wales  Latham,  national  presi- 

dent, "Bundles  for  America";  Roland  Young,  movie  star;  Bessie  Beatty, 
Mutual  and  WOR  commentator.  Standing  are  Frank  Forest,  tenor  on 
Double  or  Nothing;  Jean  Dickenson,  Metropolitan  Opera  soprano,  and 
star  of  Album  of  Familiar  Music;  Larry  Holcombe,  radio  department  of 
William  Esty  &  Co.,  New  York,  agency  which  produced  the  show  without 
charge;  Nat  Brusiloff,  whose  orchestra  gave  its  services;  Alois  Havrilla, 
announcer;  Frances  Scott,  CBS,  m.c.  Show  was  arranged  by  Mrs.  P. 
Wesley  Combs,  national  chairman  of  Bundles  for  America  radio  commit- 

tee, and  wife  of  the  vice-president  of  William  Esty  &  Co. 

Third  District's  Music  Stand 
{Continued  from  page  10) 

Petrillo  and  try  to  settle  the  mat- 
ter, the  Attorney  General  said  to 

me,"  Mr.  Kaye  continued,  "And  if 
you  do,  I'll  indict  both."  Mr.  Kaye said  that  he  was  afraid  that  in 
such  an  action,  Petrillo  would  be 
let  out  "and  the  broadcaster  might 
be  left  holding  the  bag." 

In  the  Middle 

Mr.  Kaye  reiterated  the  NAB 
point  of  view  in  the  Petrillo  mat- 

ter and  stated  that  it  expressed  the 
attitude  of  98%  of  the  radio  in- 

dustry. "We  don't  want  to  settle 
it,"  he  said,  "when  we  didn't  start 
it.  We  only  got  caught  in  the  mid- 

dle, and  instead  of  giving  up,  we 

are  going  to  fight  it  out." He  added  that  at  the  proper 
time,  an  injunctive  suit  would  be 
filed  against  James  C.  Petrillo  and 
the  AFM  in  the  New  York  State 
courts,  stating  that  in  similar  situa- 

tions, the  State  courts  have  ruled 
against  the  union. 

As  for  providing  added  employ- 
ment at  radio  stations  for  the  musi- 

cians, he  reminded  that  more  than 
200  stations  are  located  in  com- 

munities where  there  are  not 
even  enough  musicians  to  have  an 
AFM  local  represent  them.  More- 

over, in  many  towns  there  are  no 
real  professional  musicians,  only 
part-time  players,  "and  if  stations 
had  to  hire  them,  you  would  have 

to  pay  the  listeners  to  listen." 
OWI  Plans  Explained 

The  meeting  was  opened  by 
Neville  Miller,  president  of  the 
NAB,  and  Isaac  D.  Levy,  director 
of  the  district,  who  presided,  the 
morning  session  was  devoted  to 
addresses  by  representatives  of  the 
Government  agencies,  touching  on 
the  role  of  radio  in  the  war  effort. 

Douglas  Mesei'vey  and  Carl  Hav- 
erlin,  station  relation  consultants 
for  the  Office  of  War  Information, 
explained  why  the  OWI  was  set 
up,  what  it  is  trying  to  do  and  as- 

sured that  attempts  are  being  made 
to  simplify  the  procedure  of  getting 
news  to  radio. 

Mr.  Haverlin,  as  public  relations 
head  for  Broadcast  Music  Inc.,  un- 

til loaned  to  the  OWI,  also  stated 
that  800  stations  have  signed  with 
BMI  and  that  52%  of  all  the  music 
used  by  radio  is  now  owned  or  con- 

trolled by  BMI.  Lt.  Leon  Levy, 
president  of  WCAU,  Philadelphia, 
and  industry  consultant  in  radio 
for  the  OWI,  outlined  OWI  plans. 

The  problems  of  manpower  in 
the  radio  industry  were  presented 
by  Louis  B.  F.  Raycroft,  regional 
director  in  Pennsylvania,  New  Jer- 

sey and  Delaware  for  the  War 
Manpower  Commission.  He  urged 
that  radio  prepare  for  the  in- 

creased use  of  women  to  fill  man- 
power gaps,  especially  in  technical 

and  engineering  operations. 
Eugene  Carr,  assistant  director 

of  censorship  of  radio,  urged  broad- 
casters to  make  a  more  detailed 

study  of  the  code,  citing  instances 
of  code  violations. 

Provisions  for  the  replacement  of 
parts  for  home  receiving  sets  and 
for  station  transmitters  were  dis- 

cussed by  Frank  Macintosh,  of  the 

War  Production  Board.  He  dis- 
closed that  dry  cell  batteries  would 

be  made  available  for  farm  sets 
only,  none  being  available  for 
civilian  portable  sets.  Moreover, 
there  will  be  absolutely  no  spare 

parts  for  auto  radios. 
The  Tuesday  morning  session 

was  devoted  to  a  presentation  of 
panel  sales  and  business  topics  by 
Lew  Avery,  new  NAB  director  of 
broadcast  advertising.  Quoting 
Paul  F.  Peter,  research  director 
of  the  NAB,  he  said  that  the  1942 
volume,  based  on  actual  billings 
and  present  commitments,  vvdll  be 
from  8  to  10%  better  than  1941. 

Cottington's  Talk 
The  concluding  session  Tuesday 

afternoon  was  devoted  to  a  discus- 
sion of  sales  management.  John  E. 

Surrick,  sales  manager  of  WFIL, 
Philadelphia,  presided.  Highlight 
was  the  address  by  C.  H.  Cotting- 
ton,  radio  director  of  McCann- 
Erickson,  New  York,  who  discussed 
the  problems  facing  an  advertising 
agency's  radio  department  and 
what  the  station  sales  managers 
can  do  to  help  the  agency. 

Spot  campaigns  are  becoming 
increasingly  important  at  the  agen- 

cies, he  said,  and  now  is  the  time 
for  radio  to  convince  manufactur- 

ers of  the  opportunities  of  radio  as 
an  advertising  medium  by  use  of 
spots.  Yet  he  warned  that  radio 
should  not  let  the  one-minute  spot 
situation  get  out  of  hand. 
"We  may  be  approaching  the 

saturation  point  in  one-minute 

spots,"  said  Mr.  Cottington.  "Avail- ability is  increasinglv  difficult  to 
get  and  it  may  be  that  you  have 
too  many  of  them.  Some  day  the 
public  is  going  to  catch  on  and 
throw  you  out.  As  a  result,  it  might 
be  better  for  you  to  discourage  the 
one-minute  spots  before  the  public 

discourages  you." Mr.  Cottingt'^n  cited  the  great 
need  for  new  and  fresh  market  in- 

formation as  a  result  of  population 
shifts  and  the  concentration  of  in- 

dustries because  of  the  war  effort. 
He  asked  the  broadcasters  to  ease 

up  on  their  mailings  of  promo- 
tional material  to  the  agencies. 

"They  are  all  interesting  and  help- 
ful to  us,"  he  said.  "But  while  we 

want  everything,  we  don't  want  it 
all  at  once.  Don't  flood  us  with  de- 

tails until  we  ask  for  it." Mr.  Cottington  pointed  out  that 

eOVfiS  COLUMBUS  Jt&Af 

WBNS Central  Ohio's Only  CBS  Outlet 
I  JOHN  BLAIR  &  CO., Representatives  | 
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'')  the  outlook  for  the  new  year  was 
'  more  promising  than  a  year  ago  at 
'i  this  time.  Clients,  he  said,  are  will- 
'  ing  to  sit  down  and  discuss  1943 
'  budgets  instead  of  the  "let's  wait 
and   see  what  happens"  attitude 

I  that  marked  the  closing  months  of 
1941.  Most  encouraging,  he  added, 
is  the  fact  that  in  spite  of  the  war 
and  war-time  conditions,  radio  has 
held  on  to  virtually  all  of  its  net- 

-  work  shows.  "The  inevitable  hasn't 
,  happened,"  he  added.  "But  agency 
men  will  always  fear  it." 
*  Retail  Problems 

'  A  discussion  of  department 
stores  "and  why  they  should  buy 

{  more  rarlio"  was  led  bv  John  Gar- 
her,  advertising  manager  of  Straw- 

i  bridge  &  Clothier,  Philadelphia  de- 
.  partment  store.  The  job  of  radio 
ti  for  the  department  store,  he  said, 
•;  is  to  sell  merchandise  or  categories 
■:  of  merchandise.  The  mistake  is 
6  made,  he  said,  in  trying  to  sell  the 
3  entire  store  or  to  sell  radio  to  the 
I)  department  str>re  on  an  institu- 
'.  tional  basis.  "You  need  a  good  mer- 

chandising story,  not  a  program, 
;  to   sell  radio  to  the  department 
■  stores,"  said  Mr.  Garber. 
s      He    suggested    that    the  radio 
■  sales  managers  pick  out  merchan- 
a  dise  classifications  in  a  store,  build 
i  a  merchandising  story  around  it, 
t  and  then  present  it  to  the  depart- 
t  ment  store.  "Always  bear  in  mind," 

he  advised,  "that  radio  must,  as  do 
!  the  newspapers,  do  a  quick  and 
'  sharp  selling  business  for  the  de- 

partment store.  Radio  has  done  it 
'  nationally,  and  there  is  no  reason 
why  radio  should  not  be  able  to  do 
it  locally." 

Mr.  Garber  also  cautioned  the 
broadcasters  against  signing  de- 

partment stores  to  short-term  con- 
tracts. "Don't  sign  for  13  or  26 

weeks,"  he  said.  "You  have  to  keep 
it  on  the  air  for  at  least  a  year  in 

order  to  give  it  a  fair  chance."  He 
pointed  out  that  the  mortality  of 
department  store  shows  was  ex- 

ceedingly high  after  13  weeks,  but 
significantly  very  low  after  one 
year. 

He  pointed  out  that  it  is  a  false 
premise  for  broadcasters  to  feel 
that  the  department  store  is  antag- 

onistic to  radio.  While  not  protago- 
nistic,  Mr.  Garber  pointed  out  that 
the  department  stores  would  wel- 

come loosening  the  hold  the  news- 
papers have  on  them,  and  it  is  up 

to  radio  to  create  the  proper  sell- 
ing conditions. 

Vince  Callahan,  War  Bond  di- 

630   KC.    5000   WATTS    DAY  AND 
NIGHT  BLUE  NETWORK 

rector  of  press  and  radio,  denied 
there  are  too  many  plugs  for  War 
Bonds  and  Stamps  on  the  air  and 
urged  broadcasters  to  continue 
their  aid. 

Registered  at  the  District  meet- 
ing were : Elwood  C.  Anderson,  WEST,  Easton; 

C.  E.  Arney  Jr.,  NAB ;  Berton  Adam, 
WPB ;  Lewi:;  H.  Avery,  NAB ;  Stan  Lee 
Broza,  WCAU,  Philadelphia;  Joseph  C. 
Burwel],  WMBS,  Uniontown;  John  Bar- ber; Fred  S.  Boland,  WPB ;  Milton  M. 
Blink,  Standard  Radio;  R.  W.  Baker, 
WITH,  Baltimore;  James  P.  Begley,  KYW, 
Philadelphia;  Howard  Browning,  OWI. 
Edward  B.  Clery,  WIBG,  Glenside;  Clif- 

ford M.  Chafey,  WEEU  and  WRAR,  Read- 
ing; Vince  Callahan,  Treasury;  Roger  W. 

Clipp,  WFIL,  Philadelphia;  George  B. 
Coleman,  WGBI,  Scranton ;  C.  J.  Culmer, 
SESAC;  Roy  Croft,  WMT,  Cedar  Rapids, 
la. ;  Victoria  Corey,  KDKA,  Pittsburgh; 
S.  Eugene  Carr,  Office  of  Censorship; 
Henry  N.  Cocker,  WTEL,  Philadelphia ; 
C.  H.  Cottington,  McCann-Erickson,  New 
York;  Alex  W.  Dannenbaum,  WDAS,  Phil- 

adelphia; Edward  A.  Davies,  WIP,  Phila- 
delphia; Victor  C.  Diehm.  WAZL,  Hazel- 

ton;  Charles  E.  Denny,  WERC,  Erie. 
Elaine  C.  Ewing,  OWI;  Harold  Fellows, 

OWI;  Elmer  B.  Free,  OCD;  Hal  Feville, 
WJEJ,  Hagerstown,  Md. ;  J.  Robert 
Gulick,  WORK,  York ;  Raymond  A.  Gaul, 
WRAW,  Reading ;  Benedict  Gimbel  Jr., 
WIP,  Philadelphia;  John  A.  Garber, 
Strawbridge  &  Clotliier  Department  Store, 
Philadelphia:  Paul  F.  Harron.  WIBG. 
Glenside,  Pa.;  Carl  Haverlin,  OWI  and 
BMI;  K.  W.  Husteg,  OWI;  R.  B.  Hudson, 
Denver;  Lt.  Ashley  Halsey  Jr.,  USNR; 
E.   Douglass   Hibbs,   WTEL,  Philadelphia. 
Leslie  W.  Joy,  KYW,  Philadelphia; 

George  E.  Joy,  WRAK,  Williamsport;  Jor- 
dan Hawkins,  Westinghouse;  Leonard  Kap- 

ner,  WCAE,  Pittsburgh;  Mr.  Keachie, 
RCA;  Robert  F.  Kello,  AMP;  Gerald  King, 
Standard  Radio  ;  Edwai-d  J.  Kroen,  WKPA, New  Kensington;  Sidney  E.  Kaye,  NAB 
and  BMI ;  Harry  Kodinsky,  OWI;  Melvin 
Lahr,  WKOK,  Sunbury;  Leon  Levy,  OWI; 
Isaac  D.  Levy,  WCAU;  Harry  C.  Lewin, 
OWI;  O.  O.  Langlois,  Lang-Worth  Fea- ture Programs  Inc.;  Milton  Laughlin, 
WHAT.  Philadelnhia. 

C.  G.  Moss.  WKBO.  Harrisburg;  Walter 
P.  Miller,  WGAL,  Lancaster,  Harold  E. 
Miller,  WORK.  York;  Clair  McCullough, 
Mason-Dixon  Radio  Group;  Thomas  W. 
Metzger,  WRAK,  Williamsport;  Robert  G. 
Magee.  WEEU,  Reading;  Morton  A.  Mil- 
man,  Treasury;  Frank  Macintosh,  WPB; 
Robert  E.  McDowell,  WGBI.  Scranton  ;  John 
Mayo,  ARPA :  Douglas  Meservey,  OWI ; 
Joseph  K.  Miller.  NAB;  B.  A.  McDonald, 
KYW.  Philadelphia:  Jack  Maguire.  OWI; 
Gemld  Merrill.  OWI;  Joseph  M.  Nassau, 
WMRF,  Lewistown;  Leo  J.  Omelian, 
WLEU,  Erie:  Willis  B.  Parsons,  NBC; 
Herbert  L.  Pe^tey,  OWI. 

David  H.  Rosenblum,  WISR,  Butler;  A. 
K.  Redmond.  WHP,  Harrisburg:  Alex 
Rosenman,  WCAU.  Philadelphia:  Samuel 
R.  Rosenbaum,  WFIL,  Philadelphia :  Lt. 
Thomas  B.  Richter  Jr.,  USA;  Louis  B.  F. 
Rayeroft,  WMC  ;  Frank  R.  Smith  Jr.. 
WWSW.  Pittsburgh:  William  A.  Smith, 
CBS;  Charles  Stahl,  WDAS,  Philadelnhia; 
John  E.  Surriek,  WFIL,  Philadelphia; 
Arthur  Simon.  WPEN,  Philadelphia;  Wil- liam A.  Schmidt.  CBS. 

J.  C.  Tully,  WJAC,  Johnstown;  Roy  F. 
Thompson.  WFBG.  Altoona;  John  C. 
Treaby,  NBC;  James  Turner,  NBC  :  Harry 
G.  Templeton,  WLS.  Chicago,  111.:  Lt.  Com. 
J.  Tenney,  USNR;  Bigelow  Thompson, 
OWI.  J.  Gorman  Walsh,  WDEL  and 
WILM.  Wilmington,  Del.  ;  Tiene  Weis, 
Lang-Worth   Feature   Programs  Inc. 

Broadcasters! 
LET  YOUR  AUDIENCES  HEAR 
AMERICA'S  VICTORY  SHOUT 

HALLELU! 

(Judgment  Day  is  Comin') 
to  be  featured  by  Judy  Canova  in 
her    forthcoming    Republic  picture 
"Chatterbox".  Words  and  music  by Paul  J.  Winkoop 

and 
THE  BALLAD  WE  COULDN'T  HOLD  BACK 

STARLIGHT  SONATA 
the  most  unforgettable  melody  since 

"My  Sister  and  I" 
Lyrics  by  Helen  Bliss 

Music  by  Henry  Manners 
Both  songs  have  been  arranged  for 

orchestra  by  JACK  MASON 

BROADCAST  MUSIC,  Inc. 
580  Fifth  Ave.         -         New  York  City 

WIVES  of  WPEN,  Philadelphia, 
executives  assist  station's  War 
Bond  campaign.  Mrs.  Louis  London 
(1),  wife  of  the  program  director, 
and  Mrs.  Arthur  Simon,  wife  of 
the  station's  general  manager, 
joined  with  entire  office  staff  of 
WPEN  in  a  rally  night  for  War 
Bonds,  when  a  one-hour  sale-by- 
sale  broadcast  from  the  police  sta- 

tion, preceded  by  a  canvass  of  air 
raid  zone  33,  West  Philadelphia, 
netted  Uncle  Sam  $105,000. 

AS  PART  OF  the  nationwide  War 
Chest  campaign,  300  quarter-hour 
transcriptions,  recorded  by  NBG  Ra- 

dio-Record division,  have  been  re- 
leased to  local  stations  throughout  the 

country  by  the  War  Prisoners  Aid  of 
the  YMCA,  one  of  the  agencies  in- cluded in  the  War  Chest. 

CANTEENS  BATTLE 

OVER  AIR  RIGHTS 

FOLLOWING  up  reported  claim 
that  broadcast  originations  from 
the  newly-opened  Hollywood  Can- 

teen impair  program  value  of  the 
weekly  CBS  Stage  Door  Canteen 
sponsored  by  Corn  Products  Refin- 

ing Co.  (Mazola),  the  American 
Theatre  Wing  has  sent  Helen 
Menken,  New  York  actress,  active 
in  the  New  York  Stage  Door 
Canteen,  to  Hollywood,  as  its  rep- 

resentative to  straighten  out  the 
issue.  Accompanying  Miss  Menken 
is  an  executive  of  C.  L.  Miller  Co., 
New  York  agency  servicing  the 
account. 

As  sponsor  of  the  weekly  half- 
hour  show,  firm  claims  exclusive 
radio  rights,  with  American 
Theatre  Wing  backing  up  the  con- 

tention. Topics  to  be  covered  dur- 
ing the  conferences  were  expected 

to  include  the  fact  that  Hollywood 
Canteen  serves  as  broadcast  origi- 

nation and  also  that  it  receives  re- 
muneration for  the  privilege,  it 

was  said.  Claiming  conflict  with 
operation,  the  New  York  group 
feels  that  Hollywood  has  purloined 
its  ideas  without  permission.  Holly- 

wood Canteen  backers  deny  that 
there  was  any  "lifting"  of  ideas 
and  hope  to  amicably  settle  the controversy. 

WLS-WENR  Night  Hours 
WLS-WENR,  Chicago,  since  Oct.  12 
have  been  operating  on  a  split  sched- 

ule throughout  the  night,  with  WENR 
remaining  on  the  air  until  3  a.m. 
when  WLS  takes  over.  The  time- 

sharing stations  thus  complete  a  24- hour  cycle. 

THREE  BULLSEYES 

with  
 

ONE 

SCHENECTADY 

SHOT! 

r 

WIRY 

#  In  radio  sales,  just  as  in  war,  it's essential  to  conserve  ammunition.  WIRY 
offers  you  the  chance  to  save  your  shots 
—  and  to  save  your  money  too.  WTRY 
gives  you  exactly  the  right  aim  on  the 
important  Tri-City  target  with  the  three 
rich  bullseyes  —  Troy  —  Albany  —  Schen- 

ectady. Get  concentrated  coveroge  of 
this  area  Vfhose  buying  power  tapers 
off  sharply  at  the  city  limits  —  hit  all 
fhree  bullseyes  at  the  lowest  cost  per 
listener  on  WTRY 

TROY,  NEW  YORK 

1000  WATTS       980  KC 

ONLY  BASIC  BLUE  STATION  IN  EASTERN  NEW  YORK 
H.  C.  Wilder,  Pres.       Represented  by  Raymer 
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TEXT  OF  SENATOR  CLARK'S  BILL 

"/  bought  a  used  car  advertised 
over  WFDF  Flint  Michigan  so  I 

could  use  one  arm  on  the  curves." 

WHERE  THEY'LL  DO 
THE  MOST  good; 

Complete  coverage  of  the  rich  Gulf 
coost  area  .  .  .  teaming  with  war 
industries  and  a  new  listening  public. 

Blue  Net  work 

KFDM 

BEAUMONT 

REPRESENTED  BY  HOWARD  H.  WILSON  CO. 

RADIO 

STATION 

REPRESENTATIVES 

offices 

MONTREAL  •  WINNIPEG 
TORONTO 

KSTP 

50,000  WATTS 

CLEAR  CHANNEL 

Exclusive  NBC  Outlet 

MINNEAPOLIS     •     SAINT  PAUL 
Represented  Nationally  by  Edw.  Petry  Co. 

A  bill  to  prohibit  certain  contracts,  agreements,  conspiracies,  and  combinations 
which  prevent  the  making  of  recordations  for  use  by  radio  broadcasting  sta- 

tions and  coin-operated  phonographs. 
Whereas,  radio  broadcasting  is  an  essential  public  sreviee  and  is  strongly 

affected  with  the  national  public  interest;  and 
Whereas,  radio  broadcasting  is  of  great  importance  to  the  successful  prosecu- 

tion of  the  war ;  and 
Whereas,  the  use  of  recorded  music  by  radio  broadcasting  stations  is  es- 

sential to  the  optimum  utilization  of  radio  broadcasting  facilities,  and 
Whereas,  the  cessation  of  the  manufacture  of  phonograph  recordings  and 

eleerical  transci-iptions  would  threaten  to  eliminate  the  source  of  newly-recorded 
music ;  therefore 

Be  it  enacted,  etc.  that  any  provision  in  the  Act  entitled  "An  Act  to  sup- 
plement existing  laws  against  unlawful  restraints  and  monopolies  and  for  other 

purposes",  approved  Oct.  15,  1914,  to  the  contrary  notwithstanding,  it  shall 
be  unlawful  for  any  person  or  any  group  or  organization  of  persons  or  the 
oflScers,  representatives,  or  members  thereof,  to  make  any  contract  or  agree- 

ment, or  to  engage  in  any  combination  or  conspiracy  to  refuse  to  make  or 
manufacture  or  refuse  to  engage  in  the  making  or  manufacturing  of  phonograph 
records  electrical  transcriptions,  or  other  forms  of  recordation,  if  a  purpose  or 
effect  of  the  contract,  agreement,  conspiracy,  or  combination  is  to  limit  or 
curtail  the  supply  or  use  of  phonograph  records,  electrical  transcriptions,  or 
other  form  of  recordation  by  radio  broadcasting  stations  or  coin-operated  phono- 

graphs : Provided,  that  nc  such  contract,  agreement,  conspiracy,  or  combination 
shall  be  considered  unlawful  if  it  is  based  on  a  dispute  concerning  complaints, 
hours,  health,  -safety,  or  conditions  of  employment. 

Sec.  2.  Any  violation  of  the  provisions  of  this  Act  shall  be  punishable  by 
a  fine  not  exceeding  $5,000  or  by  imjirisonment  for  not  more  than  one  year, 
or  both. 

See.  3.  This  Act  shall  remain  in  force  during  the  continuance  of  the  present 
war  and  for  six  months  after  termination  of  the  war,  or  until  such  earlier  time 
as  the  Congress  by  concurrent  resolution  or  the  President  may  designate. 

Clark  Bill  Would  Curb  AFM 

{Continued  from  "page  10) 

Programs;  C.  M.  Finnev,  presi- 
dent, Associated  Music  Publishers; 

Gerald  Kin^,  president,  and  Milton 
Blink,  vice-president.  Standard  Ra- 

dio; Michael  M.  Sillerman,  presi- 
dent, Keystone  Broadcasting  Sys- 

tem. 
World  Broadcasting  System  re- 

ceived an  invitation  to  attend  but 
sent  no  representative  to  the  meet- 

ing's. No  comment  could  be  ob- 
tained from  World  executives  last 

week  nor  virould  they  discuss  ru- 
mors that  World  had  begun  in- 

dividual negotiations  with  Petrillo 
with  a  view  to  making  a  private 
settlement  which  would  permit 
World  to  employ  AFM  members 
for  the  manufacture  of  musical 
transcriptions.  No  confirmation  of 
such  negotiations  was  forthcoming 
from  the  musicians  union,  either, 
but  despite  this  lack  of  official  ad- 

mission, the  renorts  persisted  that 
a  private  deal  between  World  and 
the  AFM  was  in  the  works. 

Unfair  Competition 
If  suits  are  filed  in  the  State 

courts  against  Petrillo  and  the 
AFM,  they  are  expected  to  follow 
the  lines  of  argument  outlined  pre- 
viouslv  [Broadcasting,  Oct.  19], 
that  the  union  prohibition  of  single- 
use  commercial  transcriptions  of 
musical  programs  while  permitting 
the  same  programs  to  be  broadcast 
on  networks  constitutes  unfair 
competition,  and  that  the  AFM  is 
also  acting  illegally  in  refusing  to 
allow  its  members  to  work  for 
transcription  companies  while  at 
the  same  time  making  it  practi- 

cally impossible  for  them  to  use 
non-union  musicians. 

Several  transcription  executives 
expressed  the  feeling  that  if  such 

legal  action  is  undertaken  it  should 
be  done  collectively  by  the  major 
companies  and  not  individually.  So 
much  bitterness  has  already  been 
generated  in  the  dispute  that  these 
executives  fear  that  if  one  com- 

pany alone  should  sue  the  union  it 
would  draw  down  on  itself  the  per- 

sonal enmity  of  Petrillo.  Then, 
when  a  settlement  is  eventually 
reached  as  it  undoubtedly  will  be, 
they  said,  this  company  would  be 
onen  to  all  sorts  of  reprisals  from 
the  union  men,  which  could  serious- 

ly disrupt  operations.  One  mu- 
sician blowing  a  wrong  note  can 

spoil  an  entire  record,  they  pointed 
out,  and  such  sabotage  could  easily 
be  disastrous,  if  it  were  continued. 

Network  Letters 

As  proof  that  NBC,  CBS  and 
MBS  are  backing  the  fight  which 
the  NAB  is  waging  against  Pe- 
trillo's  ban  on  musical  recordings, 
the  NAB  last  week  made  public 
quotations  from  letters  it  had  re- 

ceived from  the  three  networks. 
Release  of  the  letters  followed 

the  appearance  in  the  New  ̂   York 
Times  last  Wednesday  of  a  story 

reporting  that  a  majority  of  "rank- 
ing radio  network  executives"  are 

out  of  sympathy  with  the  stand 
taken  by  the  NAB  and  believe  that 
"solution  of  the  problems  raised  by 
the  ban  of  the  AFM  on  recordings 
can  come  only  through  direct  ne- 

gotiations with  the  union's  leader, 
James  C.  Petrillo,  and  not  through 
any  protracted  legal  or  economic 

battle." 

Frank  E.  Mullen,  NBC  vice- 
president  and  general  manager, 
writing  to  Neville  Miller,  NAB 

president,  said :  "On  behalf  of  the 
company  I  would  like  to  assure  you 

that  we  feel  very  strongly  that  the 
matters  in  dispute  between  the 

broadcasters  and  the  musicians' 
union  are  industry  matters  and' 
they  are  very  appropriately  being 
handled  by  the  trade  association 
of  the  industry  of  which  we  are  a 
member.  We  have  confidence  that 
your  association  is  handling  the 
matter  in  the  interests  of  the  in- 

dustry and  of  the  public." Kesten's  Letter 

Paul  W.  Kesten,  vice-president 
and  general  manager  of  CBS, 
wrote  Mr.  Miller:  "CBS  as  a  net- 

work is  not  affected  by  the  Petrillo 
ban  as  it  does  not  employ  record- 

ings on  network  programs.  How- 
ever, we  have  a  real  interest  in  the 

matter  by  reason  of  our  ownership 
of  radio  stations  and  our  close  re- 

lations with  owners  of  other  sta- 
tions throughout  the  country. 

"Accordingly,  we  feel,  as  we  be- 
lieve do  substantially  all  other  sta- 
tion owners,  that  the  activities  of 

the  NAB  are  proper,  and  we  have, 
as  I  am  sure  you  know,  no  desire 
to  do  anything  other  than  to  sup- 

port your  position." The  Mutual  letter  said:  "MBS 
states  that  it  (the  matter  at  issue) 
is  entirely  an  independent  station 
matter  and  that  Mutual  will  be 
guided  by  the  interests  and  actions 
of  its  member  and  affiliated  sta- 

tions." 

The  Times  story  cited  the  net- 
work executives,  who  were  un- 

named as  they  do  not  "intend  to 
take  an  open  stand  against  the 
NAB"  and  against  the  opinions  of 
most  network  affiliates,  as  admit- 

ting "merit  in  Mr.  Petrillo's  argu- ment that  stations  using  music  all 

day  ought  to  pay  something  to  mu- 
sicians" and  as  agreeing  that  "the 

controversy  was  primarily  between 
the  union  and  the  record  compan- 

ies" and  feeling  that  "the  radio  in- 
dustry had  been  involved  unneces- 

sarily." 

WSYR 

Syracuse,  N.  Y. 

\.     and  other  stations,  large 
and  small,  coast  to  coast 

Available  also  to  agencies  and 
advertisers.  For  full  details,  write 

George  E.  Halley 
TEXAS   RANGERS  LIBRARY 
HOTEL  PICKWICK    •    KANSAS  CITY,  MO. 
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{Business  Organizations  Turn  to  Radio 

[Diversified  Campaigns, 

Some  Sponsored, 
Are  Outlined 

By  T.  J.  McINERNEY 
Publicity  Secretary 

Bronx  (N.  Y.)  Board  of  Trade 
THE  USE  of  the  radio  in  recent 

years  by  businessmen's  organiza- 
tions— trade  associations,  boards  of 

trade,  chambers  of  commerce  and 
civic  and  commercial  organizations 
— as  a  means  of  publicizing  their 

'  organizational  activities  and  adver- 
1  tising  their  communities,  has  in- 
'  creased  tremendously. 

So  potent  a  factor  has  radio  be- 
come in  this  connection  that  many 

of  these  organizations  employ  pub- 
licity representatives  whose  duties 

i  include  radio  script  vv^riting  and 
I  production  as  vi^ell  as  the  prepara- 
!  tion  of  material  for  news  stories. 

A  Third  of  Them  Pay 

[  The  majority  of  the  organiza- 
tions making  use  of  radio  depend 

on  sustaining  time,  but  this  is  not 
true  in  every  case.  Of  165  cham- 

bers of  commerce  and  similar  as- 
sociations which  received  a  ques- 

tionnaire sent  out  by  the  U.  S. 
Chamber  of  Commerce,  23  replied 

t  that  they  paid  for  their  radio  time. 
A  similar  number  reported  that 
they  paid  for  time  on  occasions, 
while  75  indicated  that  they  did  not 
pay  for  their  program  time. 

These  organized  spokesmen  for 
businessmen  have  turned  to  the 
ether  waves  for  the  same  reason 
that  political  parties  have  taken 
to  the  air  during  the  past  decade  or 
so :  It  enables  them  to  reach  hither- 

to unreachable  audiences.  Consider 
the  amazing  increase  in  the  num- 

ber of  radio  sets  in  this  country 
during  the  past  10  years. 

In  the  period  from  1931  to  1941 
there  was  an  increase  of  41,000,000 
sets  in  the  United  States.  The 
number  of  sets  in  use  in  1931  was 
estimated  at  15,000,000;  on  Jan.  1, 
1941,  it  was  estimated  that  there 
were  51,000,000  sets  in  operation. 
By  Dec.  1,  1941,  this  estimate  had 
jumped  to  more  than  56,000,000, 
or  an  increase  of  5,000,000  sets 
during  the  first  eleven  months  of 
last  year! 

The  widespread  use  of  the  radio 
by  trade  associations  and  civic- 
commercial  organizations  has  en- 

abled them  to  reach  a  far  more  di- 
versified public  than  they  did  prior 

to  making  use  of  this  medium  of 
publicity. 

Previously,  their  publicity  media 
consisted  almost  solely  of  their  own 
bulletins  and  magazines,  which 
reached  only  their  own  members, 
plus  whatever  newspaper  publicity 
they  received. 

A  moving  force  in  the  increased 
use  of  the  radio  by  business  men's 
group  has  been  the  U.  S.  Chamber 
of  Commerce,  parent  body  of  more 
than  1,500  boards  of  trade,  com- 

merce chambers  and  other  trade 
groups  throughout  the  country.  The 
radio  division  of  the  national  cham- 

LUCKY  POSTERITY 

CBS  Recordings  to  Preserve 
 War  Sounds  for  Future  

HISTORIANS  of  the  future  will 
be  able  to  reconstruct  the  sound 
and  fury  of  modern  war  if  records 
prepared  by  the  CBS  sound  effects 
depart  remain  intact. 

For  use  on  programs  with  war 
themes,  the  CBS  staff  of  21  sound 
men  has  catalogued  such  items  as 
aerial  dog  fights,  plane  crashes, 
anti-aircraft  guns,  circling  U.  S. 
bombers,  dive  bombers  in  action 
and  hundreds  of  others. 

ber,  under  the  direction  of  a  sea- 
soned radio  commentator,  has  be- 
come one  of  the  most  important 

units  within  that  organization. 

Nationwide  Series 

The  civic  and  commercial  or- 
ganizations which  use  radio  depend 

mainly  for  time  and  facilities  on 
the  local  stations  in  their  own 
communities,  although  some  of  the 
larger  groups  have  been  able  to 
secure  time  on  the  bigger  stations 
and  on  the  networks. 

The  U.  S.  Chamber  of  Commerce 
disclosed  that  among  the  associa- 

tions which  were  able  to  pay  for 
their  time  the  sums  set  aside  for 
the  purpose  ranged  from  as  little 
as  $75  to  as  much  as  $3,200.  The 
average  appropriations,  to  be  spent 
over  a  period  of  a  year  or  less,  were 
$200,  $800  and  $1,000. 

A  few  years  ago,  civic  and  com- 
mercial organizations  in  some  1,200 

communities  throughout  the  coun- 
try joined  forces  in  a  nationwide 

series  on  the  general  subject, 

"What  Helps  Business  Helps  You". 
The  radio  series  was  part  of  a  gen- 

eral campaign  to  awaken  public  in- 
terest in  and  an  appreciation  of 

the  problems  of  business  men. 
Some  of  the  worthwhile  activ- 

ities incorporated  by  business  or- 
ganizations in  their  radio  pro- 

grams, as  shown  by  a  recent  sur- 
vey, follow: 

The  Joplin,  Mo.,  Chamber  of 
Commerce  purchased  time  on  its 
local  radio  station  to  promote 
special  sales  events  and  other  cele- 
brations. 

The  Assn.  of  Commerce  in  Grand 
Rapids,  Mich.,  cooperates  with  the 
Michigan  State  Employment  Serv- 

ice by  presenting  I  Want  a  Job, 
a  program  of  radio  interviews  in 
which  jobless  persons  describe  their 
qualifications  for  the  benefit  of 
potential  employers. 

Diversified  Programs 
Industries  in  Portland,  Ore., 

were  given  an  opportunity  to  de- 
scribe  their  manufacturing 
processes  and  products  once  each 
week.  The  Chamber  of  Commerce 
members,  whose  plants  were  de- 

scribed, assumed  the  small  cost  of 
producing  and  recording  the  broad- 

casts. Announcers  and  technicians 
collaborated  on  a  word  picture  re- 

corded at  the  plant  itself  on  the 

day  preceding  that  of  the  broadcast. 
Since  December,  1937,  the  San 

Diego  Chamber  of  Commerce  has 
sponsored  a  weekly  broadcast 
known  as  Know  Your  San  Diego. 
It  presents  15-minute  addresses  by 
or  interviews  with  civic  leaders. 
Army  and  Navy  and  local  officials 

and  others  prominent  in  San  Diego's community  life  who  are  qualified  tc 
speak  on  subjects  of  local  interest. 

The  Atlantic  City  (N.  J.)  Cham- 
ber of  Commerce  inaugurated  an 

award  to  the  "Citizen  of  the 
Month"  as  part  of  a  regular  weekly 

program. Examples  of  the  diversity  of  ra- 
dio programs  by  trade  associations 

in  specialized  fields  show  a  wide 
range.  The  National  Assn.  of 
Manufacturers  conducts  a  nation- 

wide broadcast  designed  to  appeal 
to  the  average  listener  and  to  in- 

still in  him  an  appreciation  of  the 
work  being  done  by  manufacturers 
in  the  present  national  emergency. 
This  program  is  always  of  a  timely 
nature  and  is  conducted  by  a  popu- 

lar news  commentator,  a  combina- 
tion which  has  made  it  quite  suc- 

cessful. 
The  Cotton  Textile  Institute 

uses  paid-for  transcriptions  and 
spot  announcements  to  promote  the 
use  of  cotton  fabrics  in  clothing 
and  household  furnishings. 

The  National  Retail  Dry  Goods 
Assn.  has  prepared  scripts  adapt- 

able to  local  situations  and  which 
members  in  various  localities  use 
as  their  own.  The  Association  of 
Casualty  &  Surety  Executives  also 
uses  spot  announcements  to  pro- 

mote accident  prevention. 
The  New  York  Curb  Exchange, 

in  an  effort  to  promote  trading  on 
the  Curb,  arranged  vdth  300  sta- 

tions to  report  the  prices  of  the 
more  active  stocks  each  day.  Re- 

cently the  export  committee  of  the 
Radio  Manufacturers  Assn.  had  a 
joint  program  vdth  the  Export 
Managers  Club  of  New  York  con- 

cerning the  radio  export  situation 
and  the  program  was  shortwaved 
to  Latin  America. 

An  encouraging  feature  of  the 
picture  is  that,  where  their  re- 

sources permit,  these  organizations 
are  willing  to  pay  for  the  opportu- 

nity of  airing  their  programs. 

Treasury  Gets  AFM  Break 
AT  THE  REQUEST  of  the  Treasury, 
the  AFM  has  siven  RCA  special  per- 

mission to  record  two  new  patriotic 
tunes,  "Ev'rybody  Ev'ry  Payday"  and 
"March  for  the  New  Infantry."  The 
first  sons  urges  regular  purchases  of 
War  Bonds ;  the  second  is  a  para- 
troop  song.  Numbers  will  be  released  on 
Bluebird  records,  with  Barry  Woods 
as  vocalist,  backed  up  by  chorus  and 
orchestra. 

WCOP  has  done 
an  outstanding 

job  selling  WAR BONDS  ...  it 
can  sell  for  you, 
too! 

MEAOLEY-REED  CO. 

BELONGS  ON  YOUR  SCHEDULE 

by 

ENGINEERS 
I 

Wherever  installed  — 
Liqgo    R«tltafori  have «<i  ell  efficiency  ̂  

expectatioM.  No  wonder  ̂  
alert  engineer*  look  to  ii^ 

Lingo  tor  top  efficiency  ''i 
ana  managers  are  en-  j 
thused  by  the  increased  -si sales  made  possible 
by  increased  signal 
strength  and  coverage.  ' 

Photo  showt  in- stallation of  the 
350  ft.  Lingo  Tub- ular Steel  Radiator at  station  WBOC, Saliabti  ry,  Md. 

OFFICIAL  Navy  film.  "The  Battle 
of  Midway",  will  be  televised  by 
AVNBT.  NBC's  New  York  video  sta- 

tion. Oct.  26,  one  of  many  Government 
films  to  be  included  in  the  station's 
regular  Monday  evening  telecasts. 

RADIATORS 
JOHN  E.  LINGO  &  SON,  INC.,  CAMDEN,  N.  J. 
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Rosenbaum  Sharply  Criticizes 

NAB  Handling  of  AFM  Fight 

Says   Broadcasters   Should   Not   Carry   on  Fight 

For  Juke-Box  Industry 

See  also  story  on  page  10 
SHARPLY  disagreeing  with  the 
NAB  policy  in  the  current  record- 

ing controversy,  Samuel  R.  Rosen- 
baum, president  of  WFIL,  Phila- 

delphia, told  the  NAB  3rd  District 

meeting  Oct.  19  the  association's 
handling  of  the  music  situation 
was  a  "masterpiece  of  ineptitude" 
[see  story  of  meeting  on  page  10]. 
Sydney  Kaye,  NAB  counsel  in 

the  record  fight,  immediately  re- 
plied to  the  Rosenbaum  statement 

suggesting  in  his  answer  that  Mr. 
Rosenbaum  "does  his  thinking  in 
an  ivory  tower". 

In  rebuttal  to  Mr.  Kaye,  Mr. 
Rosenbaum  on  Oct.  23,  in  a  letter 
sent  to  all  stations,  said  it  was  a 
mistake  "to  send  Neville  Miller 
shopping  around  for  a  State  court 
judge  who  will  give  him  a  local 
injunction."  He  argued  that  the 
juke-box  industry  should  "justify 
its  own  existence." 

"Let  the  juke-box  do  as  we  did 
and  do  its  own  share  to  remedy  the 
conditions  against  which,  in  my 
opinion,  the  musicians  have  a  just 
complaint,"  he  declared. 

Full  text  of  Mr.  Rosenbaum's 
statement  at  the  District  3  meet- 

ing follows: 
"The  handling  of  the  Petrillo 

situation  by  the  National  Associa- 

Over  Recordings 

tion  of  Broadcasters  is  a  master- 
piece of  ineptitude. 

"For  the  past  year  or  two  the 
pressure  of  other  work  has  made 
it  impossible  for  me  to  take  a  di- 

rect part  in  the  work  of  the  trade 
organizations  in  the  broadcasting 
industry.  I  would  prefer  to  avoid 
entering  actively  into  the  so-called 
Petrillo  controversy,  but  as  a  mem- 

ber of  this  district  speaking  in  our 
local  meeting,  I  cannot  keep  silent 
when  I  see  how  it  is  being  mis- handled. 

"Our  Association  should  never 
have  taken  the  leadership  in  a 
fight  against  the  musicians.  Their 
fight  is  not  against  us  primarily, 
but  principally  against  the  juke- 

box barons  and  the  record-manu- 
facturers. Yet  we  have  engaged 

counsel  to  master-mind  the  cam- 
paign and  we  have  hired  a  high- 

pressure  publicity  firm  which  is 
inspiring  the  national  flood  of 
news  stories,  editorials  and  car- 

toons   against  Petrillo. 
Getting  Scorched 

"We  have  allowed  ourselves  to  be 
used  by  the  record-manufacturers 
to  pull  hot  chestnuts  out  of  the  fire 
for  them.  While  I  admire  the  in- 

genuity of  this  strategy,  it  is  our 
paws  which  are  being  scorched.  If 
we  keep  it  up  we  will  be  badly 
burned.  In  the  meantime  we  are 
paying  bills  for  services  which 
should  be  borne  by  the  manufac- 

turers, and  we  will  incur  the  odium 
of  a  method  of  warfare  contrary 
to  all  modern  ideas  of  dealing  with 
labor. 

"Having  entered  into  it,  we  are 
allowing  our  name  to  be  seriously 
damaged  by  letting  it  be  used  in 
a  form  of  labor-baiting  and  labor- 
leader  smearing  which  is  a  relic  of 
a  past  generation.  It  may  end  in 
losing  us  all  the  gains  we  have 
achieved  as  an  industry  in  20  years 
of  fair  dealing  with  labor.  Billings- 

gate, bilge  and  bluff  are  no  longer 
successful  weapons  in  a  labor  ne- 
gotiation. "With  the  entire  press  of  the 
United  States  at  our  disposal,  and 
with  powerful  branches  of  Govern- ment lending  themselves  amiably 
to  the  effort,  all  we  have  been  able 
to  think  of  is  to  attack  the  in- 

tegrity and  personal  character- 
istics of  one  labor  leader  who  hap- 
pens to  be  a  vigorous  and  out- 

spoken agent  of  his  craft. 
"It  will  do  us  no  good  to  destroy 

Petrillo  as  an  individual.  There 
will  only  rise  up  others  to  succeed 
him  who  may  be  more  diplomatic 
or  more  grammatical,  but  who  will 
be  even  more  determined  and  un- 

yielding in  carrying  out  the  man- 
dates of  their  people  and  they  will 

be  embittered  to  boot. 
"There  are  deep-lying  economic 

difficulties  to  be  met  in  this  con- 
troversy. What  have  we  contrib- 

uted toward  their  solution  by  this 
unseemly  brouhaha?  Not  one  con- 

structive thought  has  been  uttered. 
All  our  energy  has  been  concen- 

trated to  organize  a  legal  and 
newspaper  hue-and-cry.  The  only 
remedy  we  have  proposed  is  the  old 
reactionary  slogan,  "Keep  Every- 

thing As  Is." Chance  of  Legislation 

"It  is  my  belief  that  the  court 
action  which  was  started  with  in- 

sufficient forethought  and  inade- 
quate preparation  may  put  a 

clamp  on  us  which  will  discredit 
everybody  who  had  any  part  in 
this  cynical  proceeding.  It  is  dif- ficult for  me  to  believe  that  any 
of  the  lawyers  concerned  were 
really  convinced  the  action  would 
succeed.  I  can  only  presume  the 
Attorney  General's  approval  was obtained  because  he  is  too  busy 
with  major  war  problems.  It  is  at 
least  to  the  credit  of  the  Depart- 

ment that  the  action  was  limited 
to  a  civil  proceeding  instead  of 
firing  off  a  terrifying  blank  cart- 

ridge with  a  criminal  indictment. 
"As  for  legislative  action,  it  does 

GAGS  NOT  GRUB  occupied  in- 
terest of  this  NBC  Bob  Hope  Show 

kitchen  conference  in  the  newly 
opened  Hollywood  Canteen,  from 
whence  the  program  recently  origi- 

nated. Talent-production  trio  (1  to 
r)  are  Bob  Hope,  with  Norman 
Morrell  and  Thomas  Conrad 
Sawyer,  director  and  producer,  re- 

spectively, of  Lord  &  Thomas, 
agency  servicing  the  account  for 
Pepsodent  Co. 

not  take  much  reflection  to  realize 
that  introduction  of  repressive 
labor  legislation  in  Congress  will 
bring  in  the  whole  of  organized 
labor  to  fight  for  its  own.  Instead 
of  a  local  siege  we  will  find  we 
have  stirred  up  a  major  war  on 
a  wide  home  front  at  a  time  when 
we  have  plenty  to  do  in  the  War 
with  Japs  and  Germans. 

"Let  us  stop  trying  to  scare 
people  by  making  false  faces. 
Labor  won't  scare.  Petrillo  won't 
scare.  Maybe  after  Hallowe'en  the manufacturers  will  begin  to  think 
and  talk  sense,  and  our  National 
Association  of  Broadcasters  will 
stop  representing  manufacturers 
and  confine  itself  to  representing 
broadcasters. 

"This  is  a  case  that  can  and 

should  be  settled.  Petrillo's  objec- tives also  require  legislation  and 
it  is  probably  just  as  true  that 
any  legislation  he  wants  would 
stir  up  the  whole  underlying  prob- 

lem of  patents,  copyrights  and  re- 
straint of  trade,  so  it  is  out  of  the 

question  during  the  War.  Some- 
body ought  to  get  these  people 

together.  *  *  *  i  would  like  to 
present  these  views  to  my  neighbor 
broadcasters  as  no  doubt  a  resolu- 

tion will  be  offered  at  this  meeting 

approving  the  conduct  of  the  na- tional body,  and  I  appear  to  be  the 
only  broadcaster  who  has  seen  this 

thing  differently  from  the  start." 

Coast  Defense  Session 

CONTRIBUTING  toward  an  emer- 
gency broadcast  plan,  West  Coast 

industry  leaders  were  to  meet  Oct. 
26  with  the  IV  Fighter  Command 
in  San  Francisco.  Broadcasters,  at 
request  of  the  Command,  had 
studied  a  system  similar  to  that  in 
Southern  California  [Broadcast- 

ing, Sept.  28].  Richard  F.  Connor, radio  coordinator  of  the  Southern 
California  Broadcasters  Assn.  who 
is  acting  as  IV  Fighter  Command 
representative,  was  to  preside. 

Carmen  Miro  Appointed 

MISS  CARMEN  MIRO  has  been  ap- 
pointed director  of  the  foreign  de- 

partment of  HP5A-H0G,  Panama 
City,  and  HP5K-H0K,  Colon,  han- dling all  business  connected  with  La 
Cadena  de  las  Americas,  the  CBS 
Latin  American  network. 

IMPORTANT 

ANNOUNCEMENT 

• 

THE 

RADIO  EXECUTIVES  CLUB 

OF  NEW  YORK 

Effective  Wednesday,  Oct.  28 

will  hold  its  weekly  luncheons 

CAFE  LOYALE 

521  Fifth  Avenue  (43rd  St.  at  Fifth) 
• 

"WJZ  DAY"  will  be  the  theme  of  the  next  meeting, 
Oct.  28.  Among  the  talent  appearing  on  the  program 
will  be  Gracie  Fields,  Milton  Cross  and  Diane  Courtney. 

VISITING  STATION  MEN  ARE  CORDIALLY  WELCOMED. 
MEMBERSHIP  OPEN  TO  ALL  RADIO  PEOPLE. 

Tom  Lynch  (William  Esty  &  Co.,  Inc.) 
President,  Radio  Executives  Club  of  N.  Y. 
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Shortwave  Clause 

[n  Bill  Is  Amended 

Station  Owners  Protected  for 
Personal  Injury,  Slantler 

CO  PROTECT  owners  of  interna- 
ional  shortwave  stations  and  fa- 
•ilities  from  all  injury  to  persons 
)r  property  during  the  period  of 
■,heir  program  operation  by  the 
DfRce  of  War  Information  and  the 
Coordinator  of  Inter-American  Af- 
airs,  Elmer  Davis,  OWI  chief,  and 
Percy  Douglas,  acting  chief  of 
CIAA,  during  Mr.  Rockefeller's 
South  American  trip,  have  pro- 

posed to  amend  the  original  ver- 
ion  of  the  authorizing  bill  [Broad- 
:asting,  Oct.  12]  by  provisions  as 
ontained  in  the  House  deleting  the 

Iword  physical  to  m.ake  it  read, 
'damage  on  account  of  injury  to 
persons  or  property  arising  from 
such  use  of  said  radio  stations." 
This  was  revealed  last  week  with 
the  publication  of  the  subcom- 

mittee's   hearings   and  was  con- 
•tained  in  a  letter  signed  by  the 
Itwo  officials. 

I  Slander  Clause 
■  This  recommendation  was 
'adopted  by  the  Senate  in  its 
amended  version  which  was  re- 

turned to  the  House  for  concur- 
rence. At  the  same  time  it  was 

'shown  that  this  deletion  was  de- 
signed to  insure  the  station  owners 

against  "injury  in  the  form  of slanderous  statements  broadcast  in 
[programs  controlled  by  our  agen- 
icies,"  the  letter  states,  "for  which 
the  owners  would  be  legally  respon- 
sible." 
During  the  hearings,  Elmer 

IDavis  was  questioned  regarding 
the  use  of  his  appropriations,  and 
he  explained  that  one-fourth  is 
used  for  domestic  purposes  and  the 
remainder  of  the  $25,000,000  ap- 

propriation to  overseas  activities, 
explaining  that  various  countries 
are  reached  by  shortwave  and 
medium-wave  radio. 

Otherwise  the  net  effect  of  the 
Senate  hearings  was  nil,  with  no 
change  in  House-approved  appro- 

priations for  the  FCC  nor  any  re- 
vision of  the  appropriations  for 

use  of  radio  either  by  the  Rocke- 
feller's CIAA  or  the  OWI. 

BOOST 

YOUR 

SALES 

THE  OLDEST  SPONSORS  ON  WOR 

Station  Finds  41  Current  Advertisers  Have  Been 

 Using  Facilities  Over  Four  Yean  
OLDEST  SPONSOR  using  time 
on  WOR,  New  York,  is  Dugan 
Brothers,  New  York,  for  Whole 
Wheat  Bread,  acording  to  a  sur- 

vey by  the  station,  showing  also 
that  41  current  WOR  sponsors 
have  used  the  station  for  four  or 
more  consecutive  years,  while  10 
have  been  WOR  accounts  for  over 
seven  years.  The  list  of  41  includes 
more  food  sponsors  than  any  other 
category,  with  drugs  a  close  second. 
Dugan  Bros,  still  sponsors  the 

same  program  it  contracted  for  16 
years  ago  when  WOR  was  only  five 
years  old — McCann's  Pure  Food 
Hour,  then  conducted  by  Alfred 
McCann  Sr.,  and  now  presented 
five  times  weekly  by  his  son.  Ad- 

vertisers using  the  same  program 
by  McCann  for  a  14-year  period 
are  Hawaiian  Pineapple  Co.,  San 
Francisco  (Dole's  pineapple  juice), 
and  Richmond-Chase  Co.,.  San 
Francisco,  for  Heart's  Delight canned  fruits. 

R.  H.  Macy  &  Co.,  New  York  de- 
partment store,  has  presented 

various  programs  on  WOR  since 
1930,  and  is  now  using  a  Tuesday 
quarter-hour  titled  Sew  and  Save. 
Two  companies  have  been  on  WOR 
eight  vears — Fischer  Baking  Co., 
Newark   (bread  and  cakes),  now 

Lights  Out! 
TURN  OUT  the  lights  when 
you  tune  in  on  a  radio  pro- 

gram and  save  fuel,  suggests 
a  reader  of  the  London  Daily 
Telegraph,  who  writes : 
"Listening,  say,  to  the  9 

o'clock  news  can  be  just  as 
interesting  in  the  dark  as 
with  full  lights  on.  A  mathe- 

matical nephew  of  mine  has 
computed  a  saving  of  25,000 
tons  of  coal  a  year  if  each 
listener  switched  his  light  off 
only  a  quarter  of  an  hour 
a  night."  After  all  theaters 
and  concert  halls  are  dark- 

ened, and  sight  distracts  the 
listener. 

Advertise  over  Central  America's^^., 
most  modern  stations  ̂  

/ 90^0  00 

OF  THE  CANAL  ZONE 

Buy  AMERICAN 
R*p.:  Malchor  Guzman  Co.  Inc. 

9  Rockefelltr  Plaio,  Niw  York  City 

HOK^HPSK 
640  K«.  6,00»  Kc. 

using  thrice-weekly  news,  and 
Carter  Products  Co.,  New  York 
(Little  Liver  Pills),  now  sponsor- 

ing six  five-minute  health  talks weekly. 

Seven-year  users  of  the  station 
are:  Atlantic  Refining  Co.,  Phila- 

delphia; Philadelphia  Dairy  Prod- 
ucts, Philadelphia  (Dolly  Madison 

ice  cream),  and  its  subsidiary 
Breyer  ice  cream;  Serutan  Co., 
Newark  (proprietary). 

Six  year  advertisers  are:  Hoff- 
man Beverage  Co.,  BC  Remedy 

Co.,  Pinex  Co.,  Procter  &  Gamble 
Co.,  Olson  Rug  Co.,  D.  L.  &  Coal 
Co.,  New  York  Telephone  Co., 
Longines-Wittnauer  Watch  Co., 
Gambarelli  &  Davitto  Wine  Co., 
Bristol-Meyers  Co. 

Nine  sponsors  have  used  WOR 
five  years,  while  12  have  used  the 
New  York  station  for  the  last 
four  years. 

Latin  Programs  Up 

ACTIVITY  of  the  Hollywood  ra- 
dio division  of  Coordinator  of  In- 

ter-American Affairs,  under  direc- 
tion of  Jack  Runyon,  has  been 

stepped  up  to  such  an  extent  in  the 
last  13  weeks  that  100  programs, 
with  top-name  talent,  have  been 
either  recorded  or  shortwaved  to 
Latin-American  countries.  With 
release  of  approximately  1,000  sta- 

tions, the  production  schedule  will 
be  increased  by  at  least  25%  in 
the  next  four  months,  according  to 
Mr.  Runyon.  He  stated  that 
through  cooperation  of  the  Holly- 

wood Victory  Committee  and  re- 
cent network  contracts,  from  four 

to  seven  well-known  radio  and  film 
personalities  have  been  featured 
on  each  program,  with  that  policy 
to  continue  for  other  broadcasts 
as  well. 

Soap  Placements 
LOS  ANGELES  SOAP  Co.,  Los 
Angeles  (Scotch  cleanser) ,  in  a  free 
sample  contest  to  introduce  its  new 
product,  starting  in  early  Novem- 

ber will  conduct  a  series  of  two- 
week  test  campaigns  on  13  Califor- 

nia and  Nevada  stations.  Using  the 
daily  five-minute  transcribed  musi- 

cal program,  Guess-A-Tune,  initial 
two-week  test  starts  Nov.  2  on 
KMJ  KYOS  KERN,  to  be  followed 
for  a  similar  time  period  starting 
Nov.  9  on  KGDM  KTRB  KOH. 
Schedule  starts  Nov.  16  on  KSRO 
KIEM  KFBK  KHSL  KVCV 
KROW,  with  time  contracted  on 
KPO  starting  Dec.  7.  Agency  is 
Raymond  R.  Morgan  Co.,  Holly- wood. 

'Counterspy'  in  Spanish 
A  SPANISH  VERSION  of  Counter- 

spy, BLUE  program  sponsored  by 
Mail  Pouch  Tobacco  Co.,  Wheeling, 
is  being  shortwaved  to  South  America, 
with  commercials  deleted,  in  coopera- 

tion with  the  Office  of  the  Coordinator 
of  Inter-American  Affairs.  Program 
is  shortwaved  Tuesday,  9  :30  p.m.,  and 
rebroadcast  over  50  Latin  American 
stations.  Espionage  and  anti-Axis 
activities  in  this  country  are  dra- 

matized in  the  sei'ies.  Walker  & 
Downing,  Pittsburgh,  handles  the  com- 

mercial, domestic  broadcast. 

"SAVANNAH  BUSINESS 

SOARING  SKYWARD 

'BUY  SAVANNAH' 

IS  THE  BUY  WORD" 3  buzzing  shipyards  working 
around  the  clock  and  employing 
25,000  skilled  me.i  (many  new- 

comers to  Savannah). 
4  great  military  encampments 
in  our  primary  area.  Witnessed 
surveys  show  WTOC  to  be  the 
favorite  station  with  service men. 

THAT'S  THE  WHY— AND 
HERE'S  THE  BUY 

WTOC 

5000  Watts  •  CBS  •  UP  News 
REPS:  THE  KATZ  AGENCY 

FOR  OFFENSE  •  FOR  DEFENSE 
.  BUY  U.  S.  BONDS  TODAY  _ 

Columbians  Station  for  the 

SOUTHWEST 

KFH 

WICHITA 

KANSAS 

Call  Any  Edward  Petry  Office 
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

-OCTOBER  17  TO  OCTOBER  23  INCLUSIVE- 

Decisioiis  .  .  . 
OCT.  19 

K51L,  St.  Louis — Granted  continuance 
of  hearing  on  application  extend  comple- tion date. 
WLW,  Cincinnati — Granted  continuance 

on  Commission's  motion  until  Nov.  26  on application   increase  power. 
OCT.  20 

NEW,  John  W.  Choate :  Leanore  V. 
Choate.  E.  P.  Nicholson,  Jr.,  John  Wall- 
brecht ;  partnership,  Middlesboro,  Ky. — 
Granted  motion  dismiss  without  prejudice 
application   for  CP  for  new  station. 
WHCU;  Ithaca— Granted  petition  dis- 

miss without  prejudice  application  for  CP. 
KVOS,  Bellingrham,  Wash.— Denied  spe- 

cial service  authorization  to  operate  on 
790  kc,  granted  extension  of  CP. 
KPAB,  Laredo,  Tex. — Granted  consent 

to  assign  license  to  Laredo  Broadcasting Co. 
WJZM,  Clarksville,  Tenn.— Granted  con- 

sent to  assign  license  to  William  Kleeman. 
WMSL,  Decatur,  Ala. — Granted  consent 

to  sell  control  to  Mutual  Savings  Life Insurance  Co. 
Granted  renewal  of  license  until  Oct.  1. 1943:  KGIW. 
Granted  renewal  of  license  until  June 1,  1944  :  WMUR. 
Granted  renewal  of  license  until  Dec.  1 1942:  KAND  KBST  KCMC  KFBC  KFPY KFRO  KFXM  KGEK  KGFW  KGGF  KGKL KHBG  KID  KIEM  KMAC  KPLT  KRBA KRBC  KSWO  KVGB  KWFC  KWKH  KXL WBBZ  WBIR  WBNX  WCAZ  WCBT WBRW  WCOC  WCOP  WEDC  WFCI WFHR  WFIN  WFPG  WGES  WING WJBW  WLOF  WMRO  WNBZ  WNEL WOCB  WPAX  WSPB  WTEL  WTRC. 
International  broadcast  licenses  granted until  Nov.  1,  1943:  KGEI  WBOS  WCBX WCDA  WCRC  WGEA  WGEO  WLWO WNBI  WRCA. 
International  broadcast  license  renewed until  Dec.  1,  1942  :  WRUL. 
High  Frequency  license  renewed  until 

Dec.  1,  1942:  W5XAU  W9XLA. 
OCT.  21 

WNYC,  New  York— Adopted  order  mak- ing final  findings  of  fact  and  conclusion 
(B-140)  denying  application  to  operate fulltime. 
WSAM,  Saginaw,  Mich. — Adopted  order making  final  amended  findings  of  fact  and conclusion  (B-151)  granting  application to  change  from  12.30  to  1400  kc,  increase power  from  100  w  part-time  to  250  w fulltime. 
NEW.  West  Allis  Broadcasting  Co., West  Allis,  Wis.— Proposed  to  deny  ap- plication for  CP  for  new  broadcast  .sta- tion. (B-157). 
WERE,  Wilkes-Barre,  Pa.— Proposed  to deny  application  for  satellite  station  in Scranton  to  operate  with  100  w.  (B-158). NEW,  Yankee  Network,  Boston— Granted 

CP  for  high  frequency  FM  station  on  Mt. 
Asnebumskit,  near  Paxton,  Mass.  (B-1.55). 

Applications  .  .  . 
OCT.  22 

KDNT,  Denton,  Tex.— Change  frequency from    14.50   to    1400  kc. 
OCT.  23 

W6XYZ,  Los  Angeles — Amend  applica- tion for  CP  for  new  television  station  to 
request  1  kw.  power  for  aural  instead  of 2  kw. 

Tentative  Calender  .  .  . 
WJLS,  Beckley,  W.  Va.— CP  for  560  kc, 

100   w.    N,   250   w   D    (Oct.  24). 
WFAS,  White  Plains,  N.  Y.— Modify  li- 

cense for  1230  kc,  250  w  unlimited  (Oct. 26). 
NEW,  Wilkes-Barre  Broadcasting  Co.; 

Central  Broadcasting  Co.;  Northeastern 
Pcnn.  Broadcasters;  Key  Broadcasters; 
Wilkes-Barre,-  Further  hearing  on  CP  for 
stations  on  1240  kc.  250  w  unlimited, 
using  facilities  of  WBAX  (Oct.  27). 
WAAT.  Jersey  City,— CP  fo  970  kc,  5 

kw.,  unlimited    (Oct.  28). 

NOW  A  PRO,  Roy  Gould,  15-year- 
old  transmitter  operator  of  KFXM, 
San  Bernardino,  was  a  ham  with 
a  complete  layout  before  Pearl 
Harbor.  Since  then,  as  a  first  class 
licensee — a  ticket  he  has  held  for 
two  years — he  has  been  riding  gain 
for  the  California  station.  Unlike 
most  youth  he  sees  his  future 
clearly:  at  18,  he  expects  to  join 
the  Signal  Corps  and  after  the 
war  he  intends  to  go  to  college 
there  to  become  a  radio  engineer. 

No  Curtailment  Planned 

By  W55M  in  Milwaukee 
THE  Milwaukee  Jownal,  operat- 

ing WTMJ,  announced  Oct.  19  that 
no  voluntary  change  is  contem- 

plated in  the  FM  service  it  is 
providing  through  its  50,000-watt 
W55M.  This  statement  was  made 
to  refute  rumors  circulating  in  its 
territory  that  W55M  schedules 
were  to  be  curtailed  in  the  near 
future.  The  Journal  Company 
stated  it  realizes  that  no  operator 

COURSE  FOR  WAACs 

IN  RADIO  PLANNED 

ARMY  SIGNAL  Corps  will  train 
members  of  the  Women's  Army 
Auxiliary  Corps  to  replace  enlisted 
men  as  radio  operators  and  radio 
mechanics  in  Army  Air  Forces 
Headquarters  Companies,  the  War 
Dept.  announced  Oct.  22. 

The  training  will  be  conducted 
at  the  Midland  Radio  &  Television 
Schools,  Kansas  City,  chief  owner 
of  which  is  Arthur  Church,  presi- 

dent of  KMBC,  Kansas  City.  The 
first  class,  comprising  55  student 
operators  and  28  student  repair- 

men, will  begin  next  Nov.  30.  Sub- 
sequent classes  of  approximately 

the  same  proportions  will  be 
started  once  a  month  until  the 
requisite  number  of  radio  special- ists have  been  trained.  The  radio 
operators  will  receive  a  13-week 
training  course.  The  course  for  the 
radio  mechanics  will  run  eight 
weeks. 

Members  of  the  Women's  Army 
Auxiliary  Corps  will  be  selected 

for  the  operators'  and  mechanics' courses  during  basic  training  at 
the  Women's  Army  Auxiliary 
Corps  Training  Center,  Fort  Des 
Moines,  la.  Candidates  for  train- 

ing as  radio  operators  will  receive 
code  aptitude  tests,  while  those 
seeking  additional  training  as 
radio  maintenance  and  repair  spe- 

cialists will  be  given  examinations 
in  trade  aptitudes. 

of  a  broadcast  station,  either 
standard  or  FM,  can  be  sure  of 
securing  tubes  and  other  equipment 
necessary  to  future  operation.  Yet 
W55M  will  continue  to  be  on  the 
air  from  10  a.m.  to  10  p.m.  seven 
days  a  week  as  long  as  it  is  phy- 

sically possible  to  do  so. 
Far  from  reducing  service,  the 

company  even  plans  to  improve  the 
programs  offered  over  W55M, 
which  is  programmed  independ- 

ently of  WTMJ,  there  being  prac- 
tically no  duplication  of  programs 

between  the  two  stations. 

ILLI.XOIS  Iii.stituto  of  TocluioloK.v. 
Chicn'^o.  graduated  480  men  last  week 
who  will  rjualif.v  as  officers  and  en- 

listed reserves  in  the  Army  Signal 
(Jorps  as  nltra-high  fre(|iiency  radio 
engineers,  electronics  experts  and  ra- 

dio technicians.  Many  will  enter  active 
service  immediatelj-. 
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More  than  2  i  ,ooo  Lapp  Porcelain  Compres- 
sion cones  have  gone  into  service.  They 

'  range  from  tiny  3"  cones  for  pipe  masts  to 
^the  large  units  shown  above  and  recently 
installed  in  the  new  WABC  transmitter.  In 
the  history  of  these  insulators,  covering 
more  than  20  years,  we  have  never  heard  of  a 
^tower  failure  due  to  failure  of  a  Lapp  por- 

celain part.  Reason  enough  to  specify 
"Lapp"  for  tower  footing  insulators. 
Lapp  Insulator  Co.,  Inc.,  LeRoy,  N.  Y. 

This  giant  base  insulator 
supports  one  corner  of 
the  new  WABC  tower. 

FOR  SECURITY  IN 

ANTENNA  STRUCTURE  INSULATORS 

Wet  work  iKccovnL 
All  time  Eastern  Wartime  unless  indicate 

New  Business 
REPUBLICAN  National  Committee 
Washington,  on  Sun.,  Oct.  25,  8:15-9  p.mi 
sponsored  speech  by  Frank  Gannett,  at 
sistant  chairman.  Republican  Committe« 
on  69  BLUE  stations.  Placed  direct. 
DEMOCRATIC  National  Committee 
Washington,  on  Sat.,  Oct.  24,  10-10:3 
p.m.,  sponsored  speech  by  Senator  Albe 
Barkley  on  60  BLUE  stations,  and  oi 
Mon.,  Oct.  26,  10:45-11  p.m.,  sponsore^ speech  by  Sam  Rayburn,  Speaker,  Hous 
of  Representatives,  on  60  BLUE  stations 
Agency :  Wellman  Agency,  Philadelphia. 
AMERICAN  LABOR  PARTY,  New  Yor 
(Dean  Alfange,  gubernatorial  candidate) 
on  Fri.,  Oct.  23,  10:30-1  p.m.,  sponsored 
speech  by  Alfange,  and  will  sponso 
speeches  Fri.,  Oct.  30,  10:30-11  p.m.;  Sun 
Nov.  1,  6:45-7  p.m.;  and  Mon.,  Nov.  2 
10:45-11  p.m.  Agency:  Furman  &  Feinei N.  Y. 
GOTHAM  SILK  HOSIERY,  New  York,  o: 
Nov.  16,  for  5  weeks,  starts  Pegeen  Fltz 
gerald  in  Strictly  Personal  on  55  MBS  sta 
tions,  Mon.,  Wed.,  and  Fri.,  1:35-1:4 p.m.  Placed  direct. 
INDEPENDENT  DRUGGISTS  ASSOCIA 
TION,  Toronto  (chain  stores),  on  Oct.  1 
started  Public  Opinion  on  CKCL,  Toronto 
CROC,  Hamilton,  Ont.;  CKTB,  St.  Cath 
erines,  Ont.,  Wed.  8-8:30  p.m.  Agency 
A.  McKim  Ltd.,  Toronto. 
LOCKHEED  &  VEGA  AIRCRAFT  Corp. 
Los  Angeles  (Institutional),  on  Nov. 
will  start  Ceiling  Unlimited  on  56  CBi 
stations,  Mon.,  7:15-7:30  p.m.  (rebroad 
cast  11:15  p.m.).  Agency:  Lord  &  Thomas 
Los  Angeles. 
SMITH  BROS.  Co.,  Poughkeepsie,  N.  Y 
(cough  drops),  in  a  Pacific  Coast  winte: 
campaign  which  starts  Nov.  3,  will  spon 
sor  a  twice-weekly  five-minute  newscast 
featuring  Dick  Joy  on  7  CBS  West  CoasI 
stations,  KNX  KARM  KQW  KROY  KOI> 
KIRO  KFPY),  Tues.,  9:25-9  :30  p.m. 
Thurs.,  8:55-9  p.m.  (PWT).  Contract 
for  15  weeks.  In  addition,  starting  Nov 
16  for  17  weeks,  firm  will  sponsor  twici 
weekly.  Nelson  Pringle,  news  analyst  oi 
8  CBS  West  Coast  stations  (KNX  KARM 
KQW  KROY  KGDM  KOIN  KIRO  KFPY) 
Mon.,  Wed.,  7:45-8  a.m.  (PWT).  Agencj 
is  J.  D.  Tarcher  &  Co..  N.  Y. 
BEKINS  VAN  &  STORAGE  Co.,  Los 
Angeles,  has  started  Harry  W.  Flannery 
news  analyst,  on  five  CBS  Pacific  sta 
tions,  Mon.,  Wed.,  Fri.,  5:30-5:45  p.m 
(PWT).  Agency:  Brooks  Adv.  Agency Los  Angeles. 

Network  Changes 
LEWIS-HOWE  Co.,  St.  Louis  (Turns)  or 
Oct.  27  expands  from  51  stations  to  the  full 
NBC  network  of  125  stations  for  th< 
Treasury  Chest  program,  at  the  sam( 
time  cancelling  Treasury  Chest  repeat 
shows.  Agency:  Roche,  Williams  &  Cun^ nyngham,  Chicago. 
COLGATE-PALMOLIVE-PEET  Co.,  Jer- 

sey City  (shaving  cream),  on  Oct.  3  added 
59  NBC  stations  to  Bill  Stern's  Newsreel of  the  Air,  making  a  total  of  125  NBC 
stations,  Sat.,  10-10:15  p.m.  Agency:  Sher- man &  Marquette,  Chicago. 
S.  C.  JOHNSON  &  SON,  Racine,  Wis 
(Johnson's  Wax  and  allied  products),  or Oct.  20  adds  45  stations  to  Fibber  McGei 
and  Molly  on  82  NBC  stations  Tuesday 
9:30-10:00  p.m.,  making  a  total  of  12'; stations.  Agency :  Needham,  Louis  anc 
Brorby,  Chicago. 

Direct  Mail  Citations 

ALL  FOUR  major  networks  were' cited  as  "direct  mail  leaders  for 
1942"  in  the  annual  awards  of  the 
Direct  Mail  Advertising  Assn^ 
during  its  one-day  conference  oi^ 
Wartime  Direct  Mail  and  Printed 
Promotion  in  New  York,  Oct.  16j 
This  year  none  of  the  16  special 
award  plaques  previously  won  by 
radio  went  to  the  networks,  but 
cited  as  leaders  were:  BLUE,  B.  J 
Hauser,  sales  promotion  manager; 
CBS,  Frank  Stanton,  former  act 
ing  director  of  sales  promotion, 
now  vice-president;  MBS,  Robert 
A.  Schmid,  director  of  advertising 
promotion;  NBC,  Harold  E.  Bis- 
son,  manager  of  promotion  produc- tion. An  additional  honorable  men 
tion  went  to  CBS. 
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SHORTWAVE  LEASES 

AWAIT  SIGNATURE 

':  FORMAL  agreements  covering  the 
'  joint  leasing  of  10  existing  short- wave stations  by  the  Office  of  War 
Information  and  the  Coordinator 
of  Inter-American  Affairs  will  be 
signed  within  a  week,  it  was  learned 
last  week. 

Under  the  terms  of  the  leases, 
the  broadcasters  will  continue 
operation  of  the  facilities  at  cost 
and  the  Government  will  pay  the 
cost  of  operations.  Purpose  of  the 
program  is  twofold:  To  coordinate 
news  and  other  material  for  inter- 

national consumption,  and  to  em- 
ploy the  facilities  of  the  stations 

as  a  nucleus  in  the  Government's 
expansion  program  which  calls  for 
construction  of  22  additional  sta- 

tions in  the  near  future  [Broad- 
casting, Sept.  28]. 

The  Government  will  be  enabled 
by  this  program  to  prepare  and 
transmit  its  own  shortwave  pro- 

grams. At  the  same  time  certain 
of  these  programs  will  be  developed 
in  collaboration  with  the  program- 

ming staffs  of  NBC  and  CBS,  two 
of  the  expected  lessors. 

Explanation  of  Current  Netvs  Problems 

Commentators^  Main  Duty^  Says  Woods 

WOV,  New  York,  Using 

Added    Live  Programs 
CARRYING  OUT  its  announced 
policy  of  presenting  live  studio 
productions  on  its  English  pro- 

gram schedule,  WOV,  New  York 
foreign-language  station,  has  lined 
up  six  new  features,  to  replace  to 
a  large  extent  its  recorded  music 
programs.  Musical  programs  in- 

clude a  thrice-weekly  solo  piano 
music  series  by  Fred  Hall,  com- 

poser; Pan  Ameri-Cana,  a  six- 
weekly  presentation  of  Latin 
American  music  by  a  novelty  in- 

strumental quartet;  and  a  thrice- 
weekly  broadcast  by  a  girl  trio, 
singing  popular  tunes. 

Drama  will  be  represented  by  a 
Saturday  series  of  original  plays, 
and  by  a  five-weekly  midnight  re- 

view of  Broadway  productions  by 
David  Lowe,  commentator.  A  quar- 

ter-hour news  roundup  has  been 
added,  Monday  through  Saturday 
in  the  late  evening  period. 

Merit  Award  to  WLW 

A  CITATION  of  merit  was  pre- 
sented to  WLW,  Cincinnati,  Oct. 

25,  by  Dan  T.  Moore,  director  of 
Fifth  Corps  Area,  OCD.  In  mak- 

ing the  citation  to  James  D. 
Shouse,  vice-president  of  the  Cros- 
ley  Corp.  in  charge  of  broadcast- 

ing, Mr.  Moore  spoke  of  the  sta- 
tion's "leadership  and  the  splendid 

support  which  it  is  giving  to  the 
cause  of  civilian  defense." 

A  REGIONAL  conference  of  the  Assn.  for 
Education  by  Radio  on  the  subject  of  edu- 

cational radio  in  wartime  will  be  held 
Nov.  6-7  at  St.  Stephens  College,  Colum- 

bia, Mo.  An  attendance  of  400  is  antici- 
pated. 

THE  RADIO  commentator  today 
faces  the  gravest  challenge  and 
the  greatest  responsibility  of  his 
career,  according  to  Mark  Woods, 
president  of  the  BLUE  Network. 

"He  has  become  a  major  factor 
in  enlightening  the  public  on  issues 
of  vital  national  importance; 
stimulating  its  thought;  and  in- 

ducing unity  of  action",  Mr.  Woods said. 

"A  nation  committed  to  a  war 
of  survival  cannot  function  prop- 

erly if  its  people  are  torn  by 
selfish  interests,  partisan  and  sec- 

tional viewpoints.  The  real  issues 
become  clouded.  The  commentator 
performs  an  essential  service  in 
clearing  up  the  muddle  and  crystal- 

lizing national  thinking  in  logical 
channels",  Woods  continued. 

He  added  that  he  was  surprised 
at  the  extent  to  which  public  opin- 

ion is  still  unsettled  on  vital  issues 
of  the  day  and  in  confusion  over 
the  practicability  of  steps  taken  by 
the  nation's  leaders  in  the  conduct 
of  the  war. 

"I  have  talked  recently  with  war 
workers,  cab  drivers,  government 
officials,  porters,  business  men  and 
war  industry  executives;  all 
seemed  to  have  different  convic- 

tions on  how  this  war  should  be 
won.  Many  are  apparently  dissat- 

isfied with  the  role  we've  played 
to  date;  for  example,  many  East- 

erners   think    the    farm   bloc  is 

sabotaging  the  President's  anti- inflation  measures  while  Western- 
ers see  no  need  for  gas  rationing 

where  gas  is  plentiful.  Such  con- versations have  convinced  me  that 
the  perspective  of  many  people  is 
confined  to  the  immediate  bearing 
of  current  happenings  on  their  own 
lives,  without  due  regard  to  their 
effect  on  national  security.  To  a 
certain  extent,  this  reaction  is 
natural  to  all  of  us. 

"But  someone  must  present  these 
problems  in  their  relation  to  the 
over-all  picture,  someone  thorough- 

ly familiar  with  the  national  econ- 
omy, wartime  exigencies  and  the 

vital  need  for  concerted  support  of 
Government's  war  effort. 
"Commentators  such  as  Swing, 

Godwin,  Kaltenborn,  Clapper  and 
Shirer,  to  cite  only  a  few,  are  in 
the  position  to  present  the  true 
picture  of  affairs  to  the  country. 
Unhampered  by  party  ties,  parti- 

san loyalties  or  outside  affiliation, 
they  have  a  singular  opportunity 
for  giving  direction  to  thought  and 
purpose  by  presenting  the  facts  in 
their  proper  perspective. 

"Today's  commentators  are  find- 
ing their  place  in  a  democratic 

nation  and  are  doing  their  job 
ably  and  well.  I  am  convinced  they 
will  have  a  major  share  in  dispell- 

ing the  lack  of  understanding  and 
the  confusion  that  still  hampers 

our  war  effort." 

BLACK  TO  EXPEDITE 

MUSIC  FOR  CAMPS 

TO  GIVE  leaders  of  camp  bands 
and  amateur  groups  in  uniform 
an  opportunity  to  receive  orches- 

trations of  popular  music  as 
promptly  as  professional  groups, 
Dr.  Frank  Black,  NBC  general 
musical  director,  will  shortly  put 
into  effect  a  plan  of  distribution 
similar  to  that  servicing  big  name 
bands  throughout  the  country. 

Music  publishers  will  be  asked 
to  cooperate  through  their  own  or- 

ganizations, such  as  ASCAP,  BMI, 
SESAC,  etc.,  arranging  to  have 
them  print  several  hundred  extra 
copies  of  orchestrations  normally 
sent  only  to  the  commercial  bands. 
These  copies  would  be  collected 
weekly  and  mailed  to  the  person 
designated  by  each  of  the  various 
military  bases. 

Dr.  Black  conceived  the  idea 
after  talking  with  former  members 
of  NBC  orchestras,  now  in  the 
armed  forces,  who  informed  him 
that  such  orchestrations  were  diffi- 

cult to  obtain  and  when  received 
are  so  late  that  the  songs  have 
passed  their  peak  of  popularity. 

IT&T  Subsidiaries  Merged 
IT&T  on  Oct.  22  announced  that 
its  two  associate  manufacturing 
companies  in  the  United  States,  In- 

ternational Telephone  &  Radio 
Mfg.  Corp  and  Federal  Telegraph 
Co.,  have  been  merged.  Name  of 
the  corporation  resulting  from  the 
merger  is  Federal  Telephone  & 
Radio  Corp.  Newark,  and  hence- 

forth the  business  will  be  conducted 
under  the  new  name.  IT&T  also 
has  announced  plans  to  proceed 
with  the  construction  of  the  first 
unit  of  a  new  factory  at  Nutley 
and  Clifton,  N.  J.,  which  will  be- 

come the  home  of  Federal,  and  it  is 
planned  that  all  laboratory  and 
manufacturing  operations  associ- 

ated with  IT&T  in  the  United 
States  shall  be  centered  there. 

K  I  R  O 

THE  FRIENDLY  STATION 

SEATTLE     •     50,000  watts CBS 
Ask  your  Agency  to  ask  the  Colonel! 

^PREE  O-  PETERS,  Inc.,  National  Representatives 

. .  timely,  interesting 

and  worth  a  thirty  minute 

spot  on  the  schedule/' WIBX 

•  Any  ASCAP-licensed  station  may 
have  the  ASCAP  Radio  Program 
Service  without  cost.  We  provide 
well-written,  timely  shows  which 
will  be  of  special  interest  to  your 
Commercial  Department.  Write  or 
wire  at  once. 

ASCAP 

Radio  Program  Service 
30  Rockefeller  Plaza    •    New  York 

CLARK 

synonym  for 

QUALITY TRANSCRIPTION 

PROCESSING 

r  ^ 

'  Think  of  quality  transcrip*  ' 
tion  processing  and  you 

think  of  CLARK.  That's  na- 

tural as  ABC.  Since  radio's 
pioneer  days  CLARK  has 
been  the  symbol  for  pride  of 

workmanship  and  depend- 

ability of  performance.  All 
over  America  electrical 

transcriptions  bear  the 

stamp  of  CLARK  experi- 
ence. Today  nearly  every 

sizable  transcription  pro- 

ducer is  a  CLARK  client. 

How  about  you? 

Phonograph  Record  Co. 

216  High  St.  Humboldt  2-0880 

221  N.U$al[e  St.  Central  5275 
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SERIAL  CHARACTERS 

ON  VICTORY  SERIES 

FROM  its  daytime  serials  NBC 
will  draw  familiar  radio  characters 
such  as  Stella  Dallas,  Ma  Perkins 
and  others,  to  appear  in  a  Govern- 

ment series  titled  Victory  Volun- 
teers, similar  to  the  CBS  Victory 

Front  [Broadcasting,  Oct.  5]  now 
heard  in  the  10-10:15  a.m.  period, 
Monday  through  Friday. 
As  in  the  CBS  series,  different 

serials  will  take  over  each  week  in 
specially  written  episodes  designed 
to  show  how  the  well-known  charac- 

ters cope  with  war-time  problems. 
There  will  be  no  connection  with 
the  story  development  of  the  regu- 

lar dramas  from  which  the  actors 
are  drawn. 

The  series  will  be  presented  in 
cooperation  with  the  OWI,  with 
network,  agencies,  and  actors  con- 

tributing their  services.  Clifton 
F  a  d  i  m  a  n,  m.c.  of  Information 
Please,  and  chairman  of  the  War 
Writers  Board,  will  act  as  narra- 

tor, tying  together  the  five  pro- 
grams each  week,  and  reading  the 

government  message  at  the  end  of 
each  broadcast. 

THEY  ALL  'CADADICATE' 
Wine  Program  Spreads  Word 

 All  Over  Northeast  

IT  ALL  STARTED  with  one  word. 
No  one  quite  knew  what  it  meant. 
But  it  kept  cropping  up  again  and 
again  in  Molineaux  Wine  radio 
programs  in  New  England  and  soon 
"cadadicate"  buttons  on  coat  lapels 
were  traveling  in  the  best  circles. 
People  wanted  to  know  what  the 
word  meant.  Radio  listeners  asked 
wine  dealers,  and  wine  dealers 
queried  the  Molineaux  wine  sales- men. 

Actually,  "cadadicate"  stands  for 
everything  nice  in  life.  To  make  a 
hole-in-one — that  is  "cadadicate". 
To  win  the  war — that  is  "cadadi- 

cate"; likewise,  to  sink  a  Jap  ship. 
Now  everyone  in  New  England  is 
"cadadicate"-conscious — proof  that 
a  successful  radio  campaign  can 
be  swung  on  a  limited  budget,  if 
the  idea  back  of  it  is  properly  de- 

veloped through  radio. 

THE  FOUR  national  networks  were 
to  combine  the  night  of  Monday,  Oct. 
20,  10 :30-ll  p.m.,  to  carry  a  reoort 
by  Wendell  Willkie  on  his  recent world  tour. 

DIRECTORY 

Jansky  &.  Bailey 
An  Organization  of 

Qualified  Radio  Engineers 
Dedicated  to  the 

SERVICE  OF  BROADCASTING 
National  Press  BIdg.,  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.        Dl.  1205 
Washington,  D.  C. 

PAUL  F  GODLEY 

COA/SUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 
MO  2-7859 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

GEORGE   C  DAVIS 

Consulting  Radio  Engineer 
Munsey  BIdg.  District  8456 

Washington,  D.  C. 

CLIFFORD  YEWDALL 
Empire  State  BIdg. 
NEW  TORY  CITY 

An  Accounting  Service 
Particularly  Adapted  to  Radio 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Communications,  Inc. 
66  Broad  St.,  New  York,  N.Y, 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. Silver  Spring,  Md. 
(Suburb,  Wash.,  D.  C.) 

Main  Office:  Crossroads  of 
7134  Main  St.    /^^7\      the  World Kansas  City,  Mo  [    X.    J  Hollywood,  Cal. 

RING  &  CLARK 

Consulting  Radio  Engineers 

WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 
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CLvt7$$IFIED 

Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  week  preceding  issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, Washington,  D.  C. 

Help  Wanted 

ANNOUNCING  GOOD  OPENING  QUALI- 
FIED ANNOUNCER— For  New  Ensrland 

seacoast  station  goin<!r  places.  Salary 
worth  while.  Rush  transcription,  draft 
status,  references  direct  to  1000  watt 
WHEB,  Portsmouth,  New  Hampshire. Phone  2670. 

WANTED  for  New  York  City  Civilian  De- 
fense— A  man  or  woman  of  ability  in 

radio  publicity  and  promotion  to  do  a 
full  time  job— as  a  VOLUNTEER.  Un- 

usual opportunity  for  the  right  person  to 
perform  genuine  War  service.  This  could 
be  built  into  one  of  the  top-notch  radio accomplishments  of  the  war.  Apply: 
Public  Relations,  CDVO,  City  Hall,  New York. 

Wanted   by   Regional    Network  Affiliate — Woman  experienced  in  network  traffic 
and  programming.  Airmail  qualifications 
and  salary.  Box  973,  BROADCASTING. 

Commercial  Manager,  Salesman — 250  Watt 
network  affiliate,  prosperous  war  projects 
market.  Permanent.  KTEM,  Temple, Texas. 

Combination  Operator-Announcer  —  With 
first  or  second  class  license  for  station 
in  historic  Monterey.  California  on  Pa- 

cific Ocean.  Must  have  reasonable  draft 
exemption.  Submit  audition  record  of 
commercial  and  sustaining  announce- 

ments. Salary:  $45.00  weekly.  KDON, 
Monterey,  California. 

CHIEF  ENGINEER— 5000  Watt  Mid-West- 
ern Regional.  Draft  deferred.  Perma- 

nent. State  age,  experience,  salary  ex- 
pected.  Box   962,  BROADCASTING. 

Salesman — Chicago  Metropolitan  station 
wants  salesman  with  proven  ability. 
State  experience  and  dmft  statu=  in 
first  letter.  Box  963,  BROADCASTING. 

Announcer — $42  to  start.  WFDF,  Flint, Michigan. 

Chief  Engineer — Draft  Exempt.  State  qual- 
ifications and  references.  Box  969, BROADCASTING. 

Announcer — Chicago  Metropolitan  station. 
Position  now  available.  Good  salary. 
State  age,  experience  and  draft  status 
in  first  letter.  Box  964,  BROADCAST- 
ING. 

Combination    Announcer-Operator  Wanted 
— Excellent  announcer  with  first  class 
operator's  license.  Must  be  qualified newscaster.  Submit  transcription  of 
newscast  and  commercials  with  appli- 
cation.   KSEI,  Pocatello,  Idaho. 

Draft  Exempt  Announcer — Give  references, 
experience.  Permanent  job.  Station 
WAJM,  Anderson,  South  Carolina. 

Executive  Salesman  or  Manager— Of  fine 
local  radio  station.  Salary  and  bonus 
offered.  Write  detailed  experiences,  refer- ences, expected  salary.  Box  970,  BROAD- CASTING. 

WESTERN  STATION  WANTS— Experi- 
enced combination  operator-announcer 

who  can  read  news  and  write  copy.  Send 
qualifications,  snap-shot  and  recording 
of  voice,  reading  news  and  commercial 
copy.  Fly-by-nights  please  don't  apply. Desire  person  who  wants  permanent  po- sition. Box  967,  BROADCASTING. 

Experienced  Announcer — Wanted  by  5000 
watt  CBS  affiliate.  Airmail  qualifications, 
salary,  draft  status,  transcription.  Box 
974,  BROADCASTING. 

WANTED — Two  licensed  broadcast  engi- 
neers. Also  experienced  announcers. 

Popular  full  time  thousand  watt  Eastern 
station.     Attractive     salary.     Box  975, 

BROADCASTING. 

Help  Wanted  (Cont'd) 
Wanted  by  5000  Watt  Network  Affiliate — Woman  with  control  board  and  announc- 

ing experience.  Airmail  qualifications, 
salary,  photograph  and  transcription. 
Box  972,  BROADCASTING. 

Situations  Wanted 

General  Manager  or  Assi'^tant — At  pres- 
ent Radio  Director  for  well-known  East- 
ern agency.  Personally  producing  sell- 
ing and  acting  as  talent  on  forty-one 

programs  per  week.  Thoroughly  con- 
versant with  every  phase  of  station  oper- 

ation. Present  income  $9,000 — Can  you match  it  and  more  for  increased  profits  ? 
Wife  has  sinus  trouble,  compelling  move. 
One  month's  notice  necessary  to  present employer.  Draft  exempt.  Box  9C0, 
BROADCASTING. 

Continuity  and  Script  Writer — Young 
Woman,  college  grad,  attractive  in  ap- 

pearance, experienced,  capable,  usable 
voice,  original.  All  types  continuity.  Par- 

ticularly interested  women's  programs, dramatic  scripts.  Box  957,  BROAD- CASTING. 

COMBINATION — Conscientious  personnel 
value !  Musical  director,  organist,  pro- 

gramming, writer  with  ability  to  double 
announcing.  Network  affiliate  experience 
plus  incomparable  educational  nnd  musi- cal background  makes  this  advertiser  a 
a  top  personnel  buy!  Thorough  knowl- 

edge music  clearance.  Employed  on  re- 
gional 5-kw  CBS-  Married,  3-A.  Com- 

plete details  upon  receipt  of  your  letter. 
Box  959,  BROADCASTING. 

Engineer — Three  years'  experience  all 
phases  broadcasting.  First  class  phone 
license.  Classified  4-F.  Married.  Box  958. BROADCASTING. 

Thoroughly  Experienced  Announcer  News- caster— Married,  child.  Just  classified 
4-F  because  of  weak  abdominal  wall. 
Employed.  Seeking  change.  Excellent References.  Box  956,  BROADCASTING. 

Ten  Years  Radio — Married ;  Employed. 
Position  as  manager  or  sales  manager. 
Will  consider  radio  department  of  agen- 

cy. Box  955,  BROADCASTING. 

Engineer — Desires  Ca'ifornia  s+ation.  Wire C.  P.  Crosier,  1008  Morningside,  San 
Fernando,  California. 

Engineer — Twelve  years'  experience  clear 
channel.  Desires  change.  Consider  chief 
of  regional.  Deferred.  References.  Box 
968,  BROADCASTING. 

Announcer — Married — 2  chi'dren.  3-A  in 
draft.  Two  years'  experience  on  network affiliate  and  independent  stations. 
Handled  news,  remotes,  sports,  special 
events.  (State  maximum  starting  sal- 

ary.)   Box  971,  BROADCASTING. 
Wanted  to  Buy 

Radio  equipment — Suitable  for  5  kw.  trans- 
mission. Any  parts  or  whole  set-up.  Box 

965,  BROADCASTING. 
SMALL  STATION  IN  GOOD  COMMUN- 

ITY, FULL  TIME,  STATE  LOWEST 
CASH  PRICE,  RESPONSIBLE  PARTY. 
BOX  961,  BROADCASTING. 

WANTED — Copper  ground  wire ;  %  inch 
Co^^xial  line  Number  6  stranded  copper; 
RCA  open  wire  line  brackets.  Box  966, BROADCASTING. 

For  Sale 

TRUSCON  SELF  SUPPORTING  TOWER 
250  ft.  Unusually  heavy  construction  with 
lights  and  antenna  coupling  unit.  Excel- lent condition.  Five  years  old.  Now 
dismantled.    WCAX,    Burlington,  Vt. 

BROADCASTING  •  Broadcast  Advertising 
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ROOM 

ROYAL  O'REILLY,  former  announ- 
cer of  KRE,  Berkeley,  KROW  and 

KLX,  Oakland,  is  on  the  control  room 
staff  of  KFAR,  Fairbanks,  Alaska, 
and  helped  instal  the  station's  new 5,000  watt  transmitter.  Walt  Price, 
formerly  radio  engineer  in  the  test 
section  of  the  radio  laboratory  at 
Puget  Sound  Navy  Yai-d,  is  now  as- 

sistant engineer  of  KFAR. 
PALMER  GREER,  six  years  on  the 
engineering  stall:  of  WKRC,  Cincin- 

nati, has  joined  the  Western  Electric 
Co.'s  radio  division  doing  war  work with  the  Navy. 

JAMES  MURPHY,  former  CBC  en- 
gineer, interned  under  Canadian  De- 

fense Regulations  since  May  1941  at 
Hull,  Que.,  has  been  freed  and  re- turned to  his  home  at  Toronto.  He  was 
the  last  of  127  Canadians  held  for 
alleged  communist  activities.  Prior  to 
his  arrest  he  was  master  control  oper- ator at  the  CBC  Toronto  studios  and 
president  of  the  Association  of  Tech- 

S  nical  Employes. 

LT.  ARNOLD  C.  NYGREN,  former- 
ly chief  engineer  of  WFIL,  Philadel- 

phia, has  been  graduated  from  train- 
ing school  at  Fort  Schuyler,  New 

York,  and  has  been  assigned  to  the 
;  Navy  aircraft  factory  at  the  Philadel- 

phia Navy  Yard. 
MENASHE    MICHAELS,  formerlv 
of  WHAT,  Philadelphia,  has  joined 
the  engineering  staff  of  WPEN,  Phil- 

l  adelphia.  He  is  the  youngest  engineer 
■  on  the  staff,  being  only  18. 
■  CHARLES  YORK  and  Orlando  Webb 
have  joined  the  engineering  staff  of 
WREN,  Lawrence,  Kan. 
RALPH  H.  KNOWLBS  and  Wil- 

liam W.  Schooley  have  been  added  to 
NBC  Chicago  staff  as  apprentice  en- 
gineers. 

FRANK  BLOTTER,  formerly  sound 
effects  man  of  NBC  Chicago,  has 
joined  the  staff  of  WBBM,  Chicago, 
to  succeed  Lee  Randon  who  has 
joined  the  Army  Signal  Corps. 
ELBERT  WALKER,  in  the  sound 
department  of  KHJ,  Hollywood,  has 

,  joined  the  Navy. 

SIDNEY  V.  STADIB,  transmitter 
technician  of  WBZ,  Boston,  has  en- 

listed in  the  Navy  as  radio  techni- 
cian, second  class.  Paul  Kirby,  of  the 

Springfield  radio  test  department,  has 
been  transferred  to  the  Boston  staff. 

JEAN  SMITH,  control  engineer  of 
WRR,  Dallas,  has  joined  the  armed forces. 

KGW-KtX,  Portland,  Oregon. 
.  .  .  even  above  expectations 

...  an  understatement  to 
say  that  everyone  who  han- 

dles the  wire  is  enthusiastic 
about  it. 

Arden  X.  Pangborn, 
Managing  Director. 

WOMEN  WIN  THE  WAR  in  many 
ways.  This  member  of  the  Squier 
Laboratories  instruction  staff  is 

operating  meteoi'ological  equip- 
ment for  the  Signal  Corps.  Sorry — 

we  don't  even  know  her  telephone number! 

Engineers  to  Meet 

ENGINEERING  personnel  short- 
age, wage  stabilization  and  other 

prolalems  confronting  the  industry 
during  the  current  emergency  will 
be  discussed  at  the  annual  conven- 

tion of  the  National  Assn.  of 
Broadcast  Engineers  &  Techni- 

cians (NABET),  to  be  held  in 
Abbey  Hotel,  New  York,  for  one 
week  starting  Oct.  26.  Headed  by 
James  H.  Brown,  engineer  of  NBC, 
Hollywood,  and  president  of  the 
association,  convention  sessions 
will  be  attended  by  chairman  of 
NABET  locals  throughout  the 
country,  he  said.  Besides  NBC  and 
BLUE,  labor  oi'ganization  repre- 

sents engineering  personnel  of 
KFI-KECA  KFSD  WOW  WPTF 
WLS. 

SIDNEY  ADLER,  organizer  of  the 
Broadcast  Dept.  of  American  Com- 

munications Assn.,  CIO  affiliate,  has 
been  inducted  into  the  Army.  Prior  to 
joining  ACA,  Mr.  Adler  was  man- 

ger of  WHN,  New  York. 
CLIFFORD  RASMUSSEN,  techni- 

cian of  WTMJ-W55M,  Milwaukee,  has 
joined  the  Marine  Corps,  making  four 
operators  from  the  stations  now  in 
service. 
T.  M.  WYNN  replaces  Ray  Faust 
on  the  engineering  staff  of  WCBI, 
Columbus,  Miss.  Mr.  Faust  is  In  the Army. 

PETER  PETRUSHKA,  control  oper- 
ator of  WPAT,  Paterson,  N.  J.  and 

Edna  Kirchner  of  Jamaica,  N.  Y., 
have  announced  their  engagement. 
RUTH  SCHWEIKERT  has  joined 
the  control  staff  of  WKST,  New  Cas- 

tle, Pa. 

JAMES  SKIDMORE,  control  opera- 
tor of  KRGV,  Weslaco,  Tex.,  has 

transferred  to  the  transmitter  staff 
and  Mary  McAlpin  has  replaced  him 
in  the  control  room.  Rex.  Garret,  of 
the  control  staff,  has  passed  the  Civil- 

ian Pilot's  Training  course,  and  has been  called  for  induction  as  a  cadet. 
A.  C.  HECK,  chief  engineer  of 
WPIC,  Sharon,  Pa.,  has  been  named 
radio  aide  for  the  Mercer  County 
Defense  Council.  As  such  he  will 
have  charge  of  the  county's  defense radio  communications  system  and 
has  enlisted  most  of  the  station's 
engineering  staff  to  serve  as  emer- 

gency operators. 

NBC  PAYS  $1,000 

Cash  for  Millay  Manuscript 
 Goes  to  Czech  Relief  

RCA  stockholder,  Dr.  Charles 
Wolf,  New  York  dermatologist, 
impatient  with  the  pace  of  the 
bidding  during  an  auction  of  the 
original  manuscript  of  "The Murder  of  Lidice",  epic  poem  by 
Edna  St.  Vincent  Millay,  following 
its  NBC  premiere  last  Monday 
night  in  Radio  City's  Studio  8-H, offered  $1,000  in  the  name  of  NBC, 
and  the  document  went  for  that 
sum.  Although  the  bid  was  en- 

tirely unofficial,  the  network  will 
follow  through  with  the  purchase, 
the  proceeds  going  towards  the 
relief  of  Czechoslovakian  refugees. 
Dr.  Wolf  jumped  by  100%  the 
previous  bid  made  by  Frank  Mul- 

len, NBC  executive  vice-president. 
$1,000  is  probably  a  good  current 
value  for  the  manuscript,  accord- 

ing to  a  first  edition  expert. 
Composed  in  response  to  a  re- 

quest by  the  Writers'  War  Board, to  commemorate  Nazi  destruction 
of  the  Czech  town  of  Lidice,  the 
Millay  poem  was  shortwaved  to 
Latin  America  in  Spanish  simul- 

taneously with  the  domestic  broad- 
cast, and  was  rebroadcast  subse- 

quently twice  in  English,  and  once 
in  Portugese  via  shortwave  to 
Brazil,  on  NBC's  international stations  WRCA  and  WNBI  and 

Westinghouse's  WBOS. 

Power  Shortage  Plugs 

ANOTHER  wartime  shortage 
commodity  is  electric  power  in  in- 

dustrial areas  of  Ontario  and  Que- 
bec, where  Government  order  has 

curtailed  all  electric  sign  advertis- 
ing, store  window  lights,  marquee 

illumination,  street  lighting,  and 
domestic  power  consumption  in  or- 

der to  conserve  electric  power  for 
war  industries.  The  Ontario  Hy- 

dro Electric  Power  Commission, 
publicly-owned  organization  for 
supplying  most  of  Ontario  with 
electric  power,  has  started  on  a 
conservation  campaign,  including 
55  spot  announcements  urging 
housewives  to  save  power.  The 
campaign  started  Oct.  17  on  16 
Southern  Ontario  stations  and  runs 
four  weeks.  Account  was  handled 
by  J.  J.  Gibbons  Ltd.,  Toronto. 

Triple  Control 
NBC  engineers  on  Oct.  19  devised  an 
unusual  triple  control  system,  using  a 
voice  circuit  for  each  of  three  lan- 

guages, in  connection  with  the  broad- cast on  NBC  of  Edna  St.  Vincent 
Millay's  verse  narrative  "The  Murder 
of  Lidice".  The  special  control,  calling 
for  three  separate  casts  of  narrators 
and  actors,  gave  Spanish  and  Portu- 

guese listeners  in  Latin  and  South 
America  an  opportunity  to  hear  the 
verse  in  their  own  language,  accom- 

panied by  the  NBC  Symphony  Orches- tra playing  special  music  prepared 
and  conducted  by  Dr.  Frank  Black. 
The  broadcast  was  shortwaved  to 
South  America  on  NBC's  interna- tional stations  WRCA  and  WNBI, 
and  Westinghouse  station  WBOS. 

HOLLYWOOD  Radio  Club,  new  so- 
cial organization  consisting  of  South- ern California  area  AFRA  members, 

has  been  formed  with  Walter  White, 
Jr.  and  Katlierine  Keys  as  acting 
chairman  and  secretary,  respectively. 
Suitable  head(iuarters  will  be  estab- lished and  the  group  will  apply  for  a 
State  charter. 

WL  AW 
Lawranc«,  Mass. 
5000  Watts 
680  KC. 

C.B.S. 

THE 

CAPITAl 

OF 
NEW 

ENGLAND'S 

7TH  STATH 

Naf.  Rep.,  The  Katz  Agency 

Influencing  Sales 

FAR  Beyond  Pontiac 

In  cities  .  .  .  villages  .  .  .  farms 
.  .  .  for  miles  and  miles  around 
Pontiac  .  .  the  messages  of  na- 

tional, regional  and  local  adver- 
tisers are  heard  over  WCAR's 1000  streamlined  watts. 

GET  THE 
FACTS 
FROM 

WCAR 

PONTIAC,  MICHIGAN 
or  the  Foreman  Co.  •  Chicago  •  New  York 

THE  5000  WATT 

Voice  of  the  Tri-Cities 

ROCK  ISLAND  -  DAVENPORT  ■  MOLiML 

[ 

Hoping  for  sales  with  "Outside 
Voices"?  GET  sales  with  WHBF! 

1 

Affiliate:  Rock  Island  ARGUS 

Basic  Mutual  Network 
1270  KC  FULL  TIME 
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Wartime  Ad  Copy 

Reviewed  by  FTC 
STUDIES  of  radio  and  other  ad- 

vertising for  the  Office  of  Censor- 
ship, the  WPB  and  OPA,  are  re- 

vealed to  be  major  wartime  activi- 
ties of  the  Federal  Trade  Commis- 

sion, according  to  the  FTC  Sep- 
tember report.  The  studies,  it  was 

stated,  are  held  confidential. 
Reviewing  its  activities  for  the 

month,  the  Commission  outlined 
legal  and  investigating  work  it 
does  in  supervising  enforcement  of 
priorities  i-egulations ;  conducting 
cost,  price,  and  profit  studies;  pre- 

paring reports  on  advertising  that 
contains  possible  violations  of  the 
codes  of  wartime  practices  for 
press  and  radio. 
At  request  of  the  Director  of 

Censorship,  the  FTC  prepares 
analyses  and  reports  on  all  adver- 

tising in  magazines,  newspapers  or 
on  the  radio  that  refer  to  the  war, 
the  war  effort,  war  economy  or  war 
production,  the  armed  services,  the 
general  public  morale  or  health, 
price  rises  or  trends,  rationing, 
priorities,  and  conservation  of  rub- 

ber or  other  commodities. 
Censorship  gets  full  reports 

from  the  FTC  on  all  such  publica- 
tions that  may  violate  the  codes. 

Other  reports  on  advertising  are 
made  especially  for  the  WPB  and 
OPA. 

'Crime  Doctor'  on  Coast 
WITH  a  new  format  and  char- 

acters, the  weekly  25-minute 
mystery-drama  Crime  Doctor  spon- 

sored by  Phillip  Morris  &  Co., 
(cigarettes)  on  114  CBS  stations 
will  originate  from  Hollywood 
starting  Nov.  8,  Sunday,  8:30-8:55 
p.m.  (EWT),  with  West  Coast  re- 

peat 8-8:25  p.m.  (PWT).  Ted  Sills, 
recently  transferred  from  New 
York  to  Hollywood  as  production 
supervisor  of  the  Biow  Co,  will 
produce.  Max  Marcin,  writer- 
director  was  in  Hollywood  in  mid- 
October  for  conferences  with  Sills 
and  Vick  Knight,  West  Coast  ra- 

dio manager. 

Pabst  Moves  Account 
PABST  SALES  Corp.  Chicago 
(beer)  has  appointed  Warwick  & 
Legler,  New  York,  as  agency,  ef- 

fective immediately.  Henry  Legler 
is  account  executive.  Existing  con- 

tracts, including  sponsorship  of broadcasts  of  professional  football 
games  in  Chicago,  New  York, 
Detroit,  Pittsburgh,  Philadelphia, 
Cleveland  and  Washington,  will 
continue  through  Lord  &  Thomas, Chicago,  until  Jan.  1. 

'Soldiers  of  the  Press' 
FIRST-HAND  experiences  of  war 
correspondents  now  covering  the  vari- 

ous battle  fronts  are  dramatized  on 
the  new  transcribed  series  Soldiers  of 
the  Press,  which  United  Press  is  dis- 

tributing to  its  subscriber  stations 
free  of  charge.  Written  and  produccil 
by  Walt  Rundle,  TIP  promotion  man- 

ager, the  quarter-hour  programs  arc 
designed  particuhirly  as  jiromotion  foi' 
newscasts  on  individual  stations, 
while  each  has  special  sjiace  reserved 
for  tie-i)i  announcements  by  local spon.sors.  The  discs  are  delivered  to 
T  P  stations  on  a  basi.s  of  one-a-week 
for  a  13-week  period. 

'CONVENTION'  VIA  RADIO 
6,000  Grocery  Chain  Employes  Hear  Firm  President 

 At  Firesides;  Save  Rubber,  Gasoline  
FACED  with  gasoline  and  rubber 
shortages,  Colonial  Stores,  530- 
store  Southeastern  grocery  chain, 
replaced  its  company  convention 
this  year  with  a  "meeting"  of  its 
6,000  employes  over  seven  radio 
stations. 

Twice  a  year  for  the  past  six 
years  the  firm  has  held  regional 
dinners  at  key  points,  with  em- 

ployes participating  in  speeches, 
entertainment  and  service  awards. 
With  the  war  emergency,  the  com- 

pany set  out  to  "cut  frills",  and 
tried  a  series  of  15-minute  pro- 

grams on  seven  different  stations, 
with  Hunter  C.  Phelan,  president, 
talking  directly  to  employes. 

Radio  Solves  Problem 

In  attempting  to  plan  this  year's 
convention,  company  officials  had 
found  that  despite  eight  regional 
gatherings,  it  would  still  be  neces- 

sary for  some  employes  to  travel  as 
much  as  200  miles.  The  radio  pro- 

grams saved  the  situation,  for  they 
enabled  the  company  to  hold  the 
meetings,  honor  the  veteran  em- 

ployes, and  to  include  the  public, 
at  about  one  eighth  the  cost  of 
dinners. 

"This  year,"  the  company  ex- 
plained in  an  attractive  brochure 

that  promoted  the  series,  "in  salut- 
ing veteran  members  of  our  Colon- 
ial Family,  we  gladly  relinquish 

the  delightful  fellowship  of  group 
meeting  so  that  gasoline,  rubber 
and  time  may  be  conserved. 

"Radio  suggests  itself  as  the 
most  practical  method  for  us  to 
acknowledge  the  fine  performance 
of  these  veterans  and  chat  briefly 
with  all  of  the  6,000  employes  of 
our  organization.  Friends  of  Colon- 

ial Stores  are  cordially  invited  to 

tune- in." The  programs  were  promoted  by 
these  brochures,  distributed  at  the 
stores  and  by  word  of  mouth.  Ac- 

cording to  the  plan,  Mr.  Phelan's 

addresses  were  delivered  over  a 
different  station  each  night,  with 
each  talk  devoted  to  specific  terri- 
tories. 

Letters  Posted 

Four  days  before  a  talk,  letters 
were  posted  in  area  stores  urging 
employes  to  check  their  radios,  and 
inviting  customers  to  tune  in.  A 
day  or  two  later,  a  second  notice 
was  posted,  and  signs  were  placed 
in  store  windows  advising  that  they 

would  close  at  6  p.m.  to  hear  "a 
message  from  our  company  presi- 

dent." 

After  the  broadcast,  questioneers 
were  mailed  to  store  managers  to 
test  reaction.  Replies  showed  a 
favorable  result,  and  officials  be- 

lieve that  radio  drew  close  to  the 
90-95%  attendance  customary  at 
dinners.  Questioneers  are  now  be- 

ing checked  to  realign  areas  for  the 
next  broadcast. 

Stations  used  in  the  trial  series 
were  WBT,  Charlotte;  WPTF, 
Raleigh;  WTAR,  Norfolk;  WRVA, 
Richmond;  WSB,  Atlanta;  WTOC, 
Savannah;  WCSC,  Charleston. 

Three- Way 

RADIO  HISTORY  was  made 
in  Philadelphia  on  Oct.  17 
when  the  Penn-Princeton 
football  game  was  carried 
simultaneously  by  broadcast, 
television  and  FM.  Under 
sponsorship  of  Philco  Corp., 
Philadelphia,  the  game  was 
broadcast  by  WCAU  and  tele- 

vised by  Philco's  own  station, WPTZ.  In  addition,  WCAU 
was  permitted  to  broadcast 
the  game  over  its  FM  ad- 

junct, W69PH.  The  three- 
way  coverage  will  continue 
for  all  the  University  of 
Pennsylvania  football  games 
this  season. 

Drawn  for  Broadcasting  by  Sid  Hix 

"His  Forecasts  Are  So  Much  Better  Than  Our  Military Expert's  That  We  Hired  Him!" 

Women  Take  Charge 

For  War  Duration  of 

Balaban  &  Katz  Station 
THE  Balaban  &  Katz  television 
station,  W9XBK,  Chicago,  will 
operate  for  the  duration  staffed 
100%  in  both  production  and  tech- 

nical departments  by  women.  Six 
of  the  station's  engineers  have  been inducted  into  the  Navy  en  masse  as 
special  instructors  in  the  Navy Radar  School,  which  occupies  space 
adjacent  to  the  television  station 
in  the  State  Lake  Bldg.  About  Nov. 
1  the  station,  under  the  direction  of 
Helen  Carson,  will  be  on  the  air 
nightly  from  one  to  IVz  hours  with 
live  talent,  dramatic  skits,  lectures 
on  ceramics  by  the  Chicago'  Art Institute,  studio  wrestling  matches, 
news  programs  etc. 

Both  facilities  and  space  for  the 
Radar  School  have  been  donated  to 
the  Navy  by  Balaban  &  Katz.  The 
school  is  under  the  direction  of  Lt. 
W.  C.  Eddy,  on  leave  as  supervisor 
of  its  television  activities,  who  re- 

cently was  recalled  to  active  serv- 
ice to  direct  the  Radar  School. 

The  feminine  staff,  designated 

the  WATTS  by  Lt.  Eddy  (Women's Auxiliary  Television  Technical 
Staff),  was  selected  for  special 
aptitude  in  engineering.  They  are: 
Rachel  Stewart,  Jean  Shricker, 
Fran  Harris,  Eugenia  Minitz,  Es- 

ther Rojewski,  Margaret  Durnal. 
The  W9XBK  engineers  inducted 
into  the  Navy  are:  I.  Jacobson,  R. 
Shapiro,  Stanley  Osterlund,  James 
Lahey,  W.  H.  Kuntz,  W.  P.  Kusak. 

Technical  Course 

TO  MEET  wartime  shortage  of 
technicians,  executives  of  KROY 
and  KFBK,  Sacramento,  Cal.,  have 
set  up  a  five-weekly  two-hour  eve- 

ning class  to  train  applicants  for 
third  class  technicians  license. 
Those  who  show  special  capability 
will  be  allowed  to  continue  train- 

ing to  obtain  second  and  first  class 
licenses.  Fostered  by  Will  Thomp- 

son Jr.,  and  Lee  Ricketts,  man- 
agers respectively  of  those  stations, 

the  emergency  course  has  been 
given  status  of  an  adult  educa- 

tional class  at  Sacramento  Junior 
College,  and  is  patterned  along 
lines  of  the  condensed  curriculum 
used  in  training  men  for  the  Army 
Signal  Corps. 

Parliament  Pickup 

FIRST  American  broadcast  of  an 
English  Parliamentary  session  was 
carried  last  Wednesday  on  NBC 
the  BLUE  and  Mutual  from  11:30- 
a.m.  to  12:37  p.m.  on  the  occasion 
of  a  special  meeting  of  Parliament 
to  hear  Field  Marshal  Gen.  Jan 
Christian  Smut,  Premier  of  the 
Union  of  South  Africa.  No  official 
announcement  was  made  prior  to 
the  broadcast,  voluntary  censor- 

ship having  been  imposed  on  the networks. 

Hartz  Dog  Food 
HARTZ  MOUNTAIN  Products, 
New  York,  is  introducing  a  new 
dehydrated  dog  food,  Joy.  Com- 

pany will  use  a  Sunday  quarter- hour  weekly  on  WOR,  New  York, 
starting  Nov.  1,  devoting  commer- 

cials to  the  new  product  and  to 
the  bird  seed  and  allied  products. 
George  H.  Hartman  Co.,  Chicago, is  agency. 
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American  adverlising  has  built  up  a  fine 

tradition  through  the  years.  As  a  result,  peo- 
ple who  want  quality  merchandise  usually 

call  for  it  by  advertised  brand  name.  Con- 

sumers learned  to  buy  what  national  adver- 
tisers told  them  to  buy,  and  satisfaction  kept 

them  coming  back. 

"But  along  comes  the  war,  and  people  are 

told  they  can  expect  to  'do  without'.  And 
they  do,  but  it  has  cost  the  retailers  a  lot  of 

sales  they  should  not  have  lost.  Because 

unfortunately,  consumers  have  denied  them- 
selves to  a  greater  extent  than  is  necessary. 

They  just  stopped  using  some  things  we 
could,  and  still  can,  supply  in  plenty. 

"Because  of  this,  and  because  the  govern- 

ment is  sponsoring  a  consumer's  educational 
campaign  on  nutrition  to  keep  the  nation  fit, 

it  now  appears  that  adverlising  has  a  differ- 
ent job  to  do. 

"National  advertisers  can  accomplish  three 
important  things  by  continuing  their  adver- 

tising: 1.  Cooperate  with  the  government's 
drive  to  keep  public  health  up  to  standard. 

2.  Keep  the  retailer's  volume  up  by  sending 
people  to  our  stores  to  buy  the  things  they 

should  eat  to  keep  well.  3.  Perpetuate  their 
own  brand  names  and  sales  volume. 

"I  feel  that  this  job  must  be  done  to  sustain 
the  basic  structure  of  the  retail  food  business. 

But  it  will  be  easy  for  national  advertisers,  be- 
cause our  experience  in  this  war  has  proved 

that  consumers  will  do  what  they  are  told." 

Tit* 

''CONSUMERS  WILL  DO 

WHAT  YOU  TELL  THEM 

Says  WILBUR  D.  RIST,  Vice-President  and  General 
Manager  of  42  Oualily  Service  Stores  associated  with 
HAGEN-RATCUFF  &  COMPANY,  Huntington,  W.  Va. 

No.  5  OF  A  SERIES  -  WHAT  THE  MEN  WHO  MOVE  YOUR 
MERCHANDISE  THINK   ABOUT  WARTIME  ADVERTISING. 



RCA  TYPES  207,  »D1,  891-R,  892  and  892-R 

mmm  tubes 

An  RCA  Emergency  Service  to  Heip 

Keep  BM*oadca8t  Stations  on  the  Air 

Through  experience  gained  in  RCA  services, 
RCA  has  proved  that  it  is  entirely  feasible  to 
rebuild  certain  old  tubes  which,  although  worn 

out  electrically,  are  still  in  good  mechanical  con- 
dition. This  wartime  service  is  now  offered 

broadcast  stations  covering  RCA  Transmitting 

Tube  types  207,  891,  891-R,  892,  and  892-R. 
Under  this  plan,  old  tubes  of  the  five  types 

listed  are  returned  accompanied  by  a  suitable 

priority  order  which  will  enable  us  to  ship 
rebuilt  tubes  in  replacement.  At  present,  an  AIJ 
priority  under  terms  of  WPB  Order  PI  3  3  is 

required. 
Actual  use  in  RCA  services  over  a 

long  period  of  time  has  proved  the  j 
efficiency  of  RCA  Rebuilt  Tubes  i 
beyond  question.  They  are  fully  | 

guaranteed  against  defects  in  work- 
manship, materials  and  construc- 

tion, and  any  adjustments  will  be  | 
made  on  the  basis  of  85%  of  the 

adjustment   that  would   be  made 
on  new  tubes  of  the  same  type. 

Similarly,  prices  are  based  on 

85%  of  the  price  of  new  tubes.  Ratings  or  charac- 
teristics are  in  no  wise  impaired  or  changed. 

Although  even  this  service  must  be  carefully 

managed  to  avoid  any  interference  with  RCA's 
all-out  war  effort  and  is  subject  to  WPB  regula- 

tions, it  is  one  that  we  believe  will  play  an 

important  part  in  keeping  vital  broadcast  ser- 
vices on  the  air  during  these  critical  times  when 

new  tubes  for  civilian  uses  are  difficult  to  obtain 

promptly. 
If  your  station  utilizes  any  of  the  five  listed 

types,  we  suggest  that  you  write  today  for  full 
details  on  the  RCA  Rebuilt  Tube  Plan. 

Do  Mot  Send  Tabes 

Witbont  Retarn  Autborization  I 

Return  authorization  including  specific  ship- 

ping instructions  will  be  issued  by  RCA  covering 

old  tubes  to  be  turned  in  for  rebuilt  ones.  Do 

not  return  any  until  such  authorization  has 

been  obtained. 

BUY 

U.  S.  WAR 
BONDS 

iiii 

Tube  and 
IvlMion.   m  X   >I.A:>'I'FA4  Tl  4  0., 

Camden, 
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Newsmagazine  of  Radio 

the  MAYOR  says  it's  so . . . 
Ever  since  we've  been  knee- 

high  we've  talked  about  WOR's 
14  great  cities  of  more  than 

100,000  people  each.  Cities  like 
Newark,  Hartford,  Reading, 

Elizabeth,  Philadelphia,  et  al. 

Then  our  sleuths  got  curious. 

Said  they,  "Come,  Gentlemen, 
things  do  change.  Cities  grow. 

And  if  cities  ever  grew,  the 

growling,  vital  industrial  cen- 
ters of  the  WOR  area  are  grow- 

ing today." 

They,  the  sleuths,  sent  tele- 
grams; called,  poked,  came  up 

with  some  surprising  results. 

One  we  reproduce  above— more 
will  be  added. 

THE  POINT,  however,  is— WOR  today  is  covering 

15  of  the  greatest  war  work,  living,  listening  centers 

in  the  U.S.  WOR  today  is— for  the  price  of  one 

station— a  formidable  spot  network.  WOR,  in  fact, 

is  delivering  10%  more  listeners  than  ever  before. 

And  its  homes  with  radios  are  12%  greater  than  ever 

before— 4,678,000,  to  be  exact— 6,100,000,  if  you'd 
like  to  include  that  area  from  which  WOR  receives 

15%  of  its  total  station  mail! 

our  address  is 

WOR 

—that  power-full  station 

at  1440  Broadway,  in  New  York 



1,0  00,000 

POUNDS  OF 

SCRAP  IRON 

CONTRIBUTED  BY 

9,436  PEOPLE 

on  ONE  NIGHT  to  see  a  stage 

show  by  stars  of  the  WLS 

National  Barn  Dance  in  Danville, 

Illinois,  on  October  '14. 

MILLION  POUNDS  OF  SCRAP! 

FOR  GUNS,  and  tanks,  and  ships  —  9,436  guests  contributed  100  pounds 
of  scrap  metal  each  to  see  a  presentation  of  the  WLS  National  Barn 

Dance  in  the  high  school  auditorium  at  Danville,  Illinois,  on  the  night  of 
October  14! 

The  scrap  material  turned  in  by  these  loyal  Midwest  people  actually 

totalled  more  than  1,000,000  pounds.  All  proceeds  from  the  sale  of  the 

scrap,  $4,343,  were  donated  by  WLS-Prairie  Farmer  to  the  local  Vermilion 
County  U.S.O.  fund. 

This  is  the  second  million  pounds  of  scrap  raised  by  WLS-Prairie  Farmer; 

we  did  it  before  in  McLean  County  (Bloomington)  on  June  27  —  another 
million  pounds  of  scrap  metal  and  rubber,  with  proceeds  there  going  to 
the  local  U.S.O. ! 

We  are  proud  of  the  thousands  of  patriotic  listeners  who  contributed 
this  second  500  tons  of  scrap  .  .  .  and  happy  that  we  could  work  with  them 

and  the  local  Vermilion  County  Salvage  Committee  in  this  joint  contribu- 
tion to  the  nation's  war  effort. 

890  KILOCYCLES 

50,000  WATTS 
BLUE  NETWORK 

represented  by 

John  Blair  &  Company 

CH  ICAGO 

PRAIRIE 

FARMER 

STATION 

BuRRiDGE  D.  Butler 
President 

Glenn  Snyder Manager 

MANAGEMENT  AFFILIATED  WITH  KOY,  PHOENIX,  AND  THE  ARIZONA  NETWORK  — KOY  PHOENIX   *    KTUC  TUCSON   *    KSUN  BISBEE-LO WELL 
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The  first  requisite  is  to  get  your  messages  in  the  home — not  now 

and  then,  but  every  day!  Not  as  a  casual  visitor,  but  on  stations 

that  are  welcomed  as  long  established  friends  and  neighbors. 

Unless  you  are  a  native  born  New  Englander,  unless  you  know 

their  characteristics,  habits  and  qualities  of  loyalty  you  can't  appre- 

ciate how  important  this  is. 

Yankee  Network  hometown  stations  are  "friends"  of  years  stand- 

ing, known  and  preferred  in  the  20  key  markets  they  have  faithfully 

served. 

The  consistent  success  attained  by  scores  of  leading  national 

advertisers  is  the  most  significant  and  convincing  evidence  that 

the  sales-way  to  New  England  is  through  Yankee  Network's 

"accepted"  stations. 

THE  Yankee  Network,  mc. 

Member  of  ihe  Mutual  Broadcasting  System 

21    BROOKLINE  AVENUE,  BOSTON,  MASS.  EDWARD  RETRY  &  CO.,  INC.,  Exclusive  National  Sales  Represenfative 

Published  every  Monday,  53rd  issue  (Year  Book  Number)  published  in  February  by  Broadcasting  Publications,  Inc.,  870  National  Press  Building,  Washington,  D.  C.  Entered  as 
second   class   matter  March    14,   1933,   at  Post   Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 

ACCEPTANCE 

is 

The 

Ya  N  K  E  E 

NETWORK'S 

FOUNDATION 
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BUSINESS  NEVER  BEHER 

69  WNEW  Advertisers  Include  Local  Sponsors 

Block,  Ballroom 

Still  Tops  for 

Sales,  Ratings 

Radio's  Greatest  Salesman 
Producing  for  19  Sponsors 

Eight  years  ago  enough  lis- 
teners liked  WNEW's  "Make 

Believe  Ballroom"  to  influ- 
ence one  sponsor  to  take  a 

chance.  Today,  the  Ballroom 
is  New  York's  favorite  pro- 

gram for  12  of  its  14  quarter- 
hours  on  the  air- -with  spon- 

sor-appeal to  match. 
Nineteen  advertisers,  whose 

combined  years  on  the  Ball- 
room total  48,  are  now  taking 

advantage  of  radio's  top  sales- man and  most  merchandis- 
abie  personality  —  Martin Block. 
No  other  program  on  any 

station  can  boast  this  who's 
who  of  sponsorship;  Gruen, 
B-C  (6  years) ;  New  York  State 
Milk  Fund  (5  years) ;  Mission 
Bell  Wines  (4  years)  ;  Del 
Monte  Pine  Poods,  Andy  Boy 
Broccoli,  Abelson's  (3  years) ; 
Ivory  Snow,  Camay.  Dura- 
Gloss,  Lucky  Strike,  National 
Shoes,  Hensler  Beer  (2  years) ; 
and  in  their  first  year:  Mus- 
terole,  French's  Bird  Seed, 
The  Brunswick  Laundry, 
Howard  Clothes  and  Nedick's. 

H,  Morgenthau  Please  Copy 
Of  the  first  $250,000  worth 

of  War  Bonds  bought  by 
WNEW  listeners,  54  of  every 
100  were  $25  bonds. 

N.  Y.  Federal  Reserve  bond 
sales  (August)  show  72  of 
every  100  were  $25  bonds. 
WNEW  listeners  bought  a 

greater  percentage  of  bigger 
bonds  than  did  the  general 
public  in  Greater  New  York: 

WNEW     Fed.  Res. 
Bonds  Sales 

$    25  5i% 
50  19 
100  18 
500  5 
1,000  4 

Sales 
72% 

14 12 

1 
1 

-<S> 

ZEKE  MANNERS 

See  that  big  grin?  Noticed 
that  extra  zing  in  Zeke's  daily hour  of  corn  over  WNEW? 
There's  a  reason,  pardner. 

Zeke  Manners,  the  hillbilly, 
is  ten  years  old.  And  ten  years 
as  a  'biUy,  is  more  than  an  an- 

niversary— it's  a  record! 
A  few  years  ago,  Hillbillies 

from  all  over  America  left  the 
hills  and  came  to  New  York; 
Zeke  had  more  competition, 
than  he  had  audience. 

But  Zeke  stayed  head  and 
Stetson  above  the  field,  and 
he's  made  corn  pay  more  and 
make  more  than  anyone  who- 

ever split  an  infinitive.  Right 
now  he's  parlaying  an  accor- dion, an  ad  lib  or  two,  a  good 
versatile  gang  and  some  really 
fine  music  into  success  for 
Howard  Clothes,  Roma  Wines, 
Community  Opticians,  Cana- 

dian Fur  Corp.,  Ex-Lax  and 
Franck's  Chicory. 

Zeke  can't  read  the  "Pulse 
of  New  York"  September  rat- 

ings, but  we  tell  him  that  he 
averages  better  than  15%  of 
the  available  listeners  from 
9-10  A.M.,  and  he's  happy.  So 
are  the  sponsors. 
Who  wouldn't  be? 

Personal  Notes 
A.  Hitler:  Martin  Block  and  Spike 
Webb  have  made  New  York 
"Der  Peuhrer's  Face"  con- scious. WNEW  listeners  bought 
$60,000  worth  of  bonds  in  three 
days,  got  a  free  copy  of  Webb's Victor  recording  with  each 
bond.  That  disc's  a  delight, 
Adolf.  It'll  kill  you — we  hope. 

Ask  Retailers  About  Radio 

Checked  WNEW's "Pulse"  Lately? 

Ask  any  retailer  using  radio  about  his  station's  ef- 
fectiveness. When  a  merchant  totes  up  his  cash  register 

every  Saturday,  results  have  to  be  there!  Howard 

Clothes,  Nedick's,  Community  Opticians,  National  Shoe Stores-new  and  old  WNEW  advertisers  know  about  all  the  cus- 
tomers this  station  sends  in  to  be  satisfied. 

Consider  also  WNEW's  unique  record  of  producing  for  retail- 
ers with  restricted  trading  areas.  Rogers  Dept.  Store,  75-year- 

 ^  old  Bronx  institution,  is  using 
five  quarter-hours  a  week. 
Barney's  has  one  store;  Ca- nadian Pur  Corp.  has  one  New 
York  store,  one  in  Newark. 

L.  Bamberger  &  Co.  and 
other  New  Jersey  retailers 
know  WNEW's  low-cost  sell- 

ing strength  in  localized  areas 
of  this  station's  coverage. Hensler  Brewing  Co.,  selling 
50%  of  its  beer  in  Essex  coun- 

ty, is  in  its  second  52-week 
"Make  Believe  Ballroom"  con- 
tract. 
The  Brunswick  Laundry  of 

Jersey  City,  world's  largest, can  send  its  trucks  into  but 
three  New  Jersey  counties.  As 
its  only  radio  advertising, 
Brunswick  is  using  Martin 
Block  and  the  Ballroom,  for 
intensive  selling  where  it 
counts. 

More  power  to  WNEW  (10,- 
000  watts  since  last  December) 
has  meant  more  of  every- thing good. 
More  coverage;  more  radio 

homes;  more  listeners;  more 
business.  It's  meant  higher ratings,  too. 
For  example:  the  Septem- 

ber "Pulse"  shows  that — from 
6  AM.  to  12  Noon  — WNEW 
has  more  listeners  than  any 
other  station  in  the  metro- 

politan area. 
Just  what  you'd  expect  from 

one  of  America's  most  inde- 
pendent stations. 

BOTH  SIDES  OF  THE  MIKE 

WNEW's  "We  Refuse  To  Die,"  starring  Madeleine  Carroll  in~a radio  play  adapted  from  the  Paramount  Victory  Sliort,  a  smash 
show,  aptly  termed  "the  answer  of  free  peoples  to  Nazi  tyranny 
and  oppression"  .  .  .  Samuel  H.  CufE,  WNEW  news  analyst  heard 
Sundays  at  1:00  P.M.,  hit  a  2.3  "Pulse"  rating  (highest  for  that 
period)  in  September  ,  .  ,  Zeke  Manners,  driving  to  Newark  for  a 
rush  guest  appearance,  asked:  "Where  else  could  you  get  a  hillbillu 
—with  a  car— with  gas— at  a  minute's  notice?".  .  .  As  of  October  26, 
these  advertisers  are  using  WNEW  for  the  first  time:  Admiracion 
Shampoo,  Seamprufe  Slips,  Douglas  Shoes,  Super  Suds,  Franck's 
Chicory,  Howard  Clothes,  Allstate  Insurance,  Antiphlogistine,  Vir- 

ginia Dare  Wine,  Chidnoff  Studios,  Rogers  Dept.  Store,  Musterole, 
Wesson  Oil,  French's  Bird  Seed  .  .  .  Fourteen  Firsts!  .  .  .  John  B. 
Kennedy,  WNEW  commentator,  addressing'  Howard  Clothes  ex- 

ecutives at  a  luncheon  recently:  "Gentlemen,  I'm  glad  to  be  work- 
ing for  you  people.  I'll  tell  you  one  thing  right  now — No  Nazi  or 

Fascist  or  Jap  will  ever  buy  a  suit  of  Howard  Clothes!"  John  is still  thrilled  over  the  applause! 
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ONE    OF    A   SERIES    PRESENTING    THE    MEN    WHO    MAKE    FREE    &    PETERS  STATION 

J.  T.  Griffii 

mu,  RTIII,  TiLSA,  m  KOMI,  Oklahoma  cm 

1901 —  Began  career  in  retail  grocery  in  Mississippi 
1902 —  Moved  to  Indian  Territory,  entered  whole- 

sale grocery  business 
1908 — Founded  Griffin  Grocery  Co. 
1932—  Acquired  Station  KOWC  in  Chickasha, 

Oklahoma 
1933—  Moved  KOWC  to  Tulsa,  changed  call  letters 

to  KTUL,  500-250  watts 
1934_KTUL  affiliated  with  CBS 
1938 —  KTUL  raised  to  5,000  watts,  day 
1939—  Acquired  Station  KOMA,  Oklahoma  City, 

5,000  watts  day  and  night — CBS 
1940—  KTUL  raised  to  5,000  watts,  night 
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E  knows  his  groceries!  Thirty-nine  years 
ago,  J.  T.  Griffin,  sensing  the  new  markets 
and  new  opportunities  in  Indian  Territory, 

began  a  spectacular  career  in  the  wholesale 
grocery  business  in  what  is  now  Oklahoma. 
In  1932,  impressed  by  the  results  of  radio 
advertising,  J.  T.  entered  the  radio  business 
as  well.  Today  his  Griffin  Grocery  Co.  is 
doing  business  at  the  rate  of  $15,000,000 

per  year,  and  his  two  radio  stations —  KTUL 
at  Tulsa  and  KOMA  at  Oklahoma  City — are 
top-flight,  aggressive  merchandising  media 
in  Oklahoma. 

We  know  our  groceries,  too!  Here  at  F&P 

we  know  that  regardless  of  what  skill  is  dis- 
played in  creative  work,  the  sensing  of  market 

opportunities  and  the  selection  of  stations 
is  still  the  most  important  job  your  agency 

faces.  And  the  most  difficult,  too,  because 
it  is  not  illuminated  by  the  flash  of  genius, 

but  only  by  hard,  critical,  painstaking  work. 

Today,  with  changing  times  and  changing 

markets,  the  job  of  time -buying  is  now 
more  trying  than  ever.  But  for  ten  years 
we  have  made  it  our  concern  to  know 
American  markets  and  radio  stations  and  to 

keep  abreast  of  developments  by  constant 
travel  and  communication.  So  despite  these 

changing  times,  we  are  continuing  as  your 
No.  1  source  of  spot  information  on  spot 
broadcasting,  here  in  this  pioneer  group  of 

radio-station  representatives. 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WKBW  BUFFALO 
WJWC    .   .  CHICAGO-HAMMOND 
WCKY  CINCINNATI 
KDAL  DULUTH 
WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO  .KALAMAZOO-GRAND  RAPIDS KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN      .    .  MINNEAPOLIS-ST.  PAUL WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBL  SYRACUSE 

.  .  .  IOWA  .  .  . 
WHO  DES  MOINES 
woe  DAVENPORT KMA  SHENANDOAH 

...  SOUTHEAST  .  .  . 
WCSC  CHARLESTON WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  .  .  . 
KOB  ALBUQUERQUE 
KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  .  . 
KARM   FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX.  Inc. 

Free  &  Peters,  ih. 

Pioneer  Radio  Station  Representatives 
Since  May,  1932  ■*- 

CHICAGO:  i8o  N.  Michigan 
Franklin  6373 

NEW  YORK:  247  Park  Are. 
Plaza  5-4131 

SAN  FRANCISCO:  iiiSi/tter Sutter  4353 HOLLYWOOD:  ijraN.  Gordon 
Gladstone  3949 ATLANTA:  322  Palmer  Bldg. 

Main  5667 
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U.  S.  Poised  to  Lease  All  Shortwave  Stations 

11  of  14  Outlets  Tied 

Up  for  Unified 

Operation 
UNCLE  SAM  was  prepared  last 
weekend  to  become  the  virtual 

operator  of  America's  international 
shortwave  broadcasting  system, 
taking  over  full  scale  programming 
from  most  of  the  private  licensees, 
as  leases  for  facilities  were  being 
signed  with  five  companies  as  a 
war  emergency  measure. 

Several  of  the  leases  were  still 
being  negotiated  as  Broadcasting 
went  to  press  Friday,  but  the  basic 
scheme  of  Government  program 
operation,  which  was  ready  to  go 
into  effect  Nov.  1,  was  said  to 
have  been  approved  in  principle 
by  officials  and  companies  involved, 
and  all  the  leases  were  expected 
to  be  signed  by  Saturday,  Oct.  31. 

To  Reimburse  Costs 

Of  the  14  existing  international 
stations,  two  (KWID,  San  Fran- 

cisco, and  WLWO,  Cincinnati) 
have  been  fully  programmed  for 
some  time  by  the  Office  of  War  In- 

formation and  the  Coordinator  of 
Inter- American  Affairs  (Rocke- 

feller Committee).  Last  Friday 
representatives  of  OWI  and  CIAA 
had  concluded  or  were  about  to 
conclude  leases  for  10  stations  un- 

der the  terms  of  which  the  broad- 
casters are  to  continue  technical 

operation  of  their  facilities,  with- 
out profit,  in  return  for  which  the 

Government  will  pay  all  costs  of 
operation.  This  includes  costs  of 
staff,  power,  depreciation  and  up- 

keep, all  to  be  reimbursed  to  the 
private  operators. 

In  effect,  the  Government  is 
leasing  time  from  the  five  com- 

panies involved,  and  will  use  the 
facilities  for  preparing  and  trans- 

mitting shortwave  programs 
throughout  the  world  for  the  per- 

iod of  the  war.  Two  of  the  com- 
panies, CBS  and  NBC,  have  ar- 
ranged to  build  some  of  the  pro- 

grams in  collaboration  with  OWI 
and  CIAA,  but  the  Government 
agencies  are  virtually  in  control  of 
the  entire  program  structure. 

The  10  shortwave  stations  for 
which  formal  leases  were  being 
procured  are:  CBS's  WCRC, 
WCBX  and  WCDA,  New  York; 
Crosley    Corp.'s    WLWO,  Cincin- 

nati; General  Electric's  WGEO 
and  WGEA,  Schenectady,  and 

KGEI,  San  Francisco;  NBC's WRCA  and  WNBI,  New  York; 

Westinghouse's  WBOS,  Boston. 
World  Wide  Unsigned 

The  only  company  still  remain- 
ing outside  the  scheme,  but  ex- 

pected to  be  lined  up  shortly,  is 
World  Wide  Broadcasting  Foun- 

dation, Boston,  operating  three 
transmitters— W  R  U  L,  W  R  U  S, 
WRUW. 
A  lease  had  previously  been 

made  with  KWID,  San  Francisco, 
licensed  to  a  company  headed  by 
Wesley  I.  Dumm,  operator  of 
KSFO,  in  that  city,  and  the  oper- 

ation of  Crosley's  WLWO  by  OWI- 
CIAA  has  been  conducted  by  the 
Government  agencies  for  some 

months  under  a  gentlemen's  agree- 
ment, formalized  by  the  new  lease. 

OWI-CIAA  are  linking  all  the 
stations,  with  the  exception  of  the 
two  on  the  Pacific  Coast,  by  land- 

line.  The  technical  setup  calls  for 
so  grouping  the  stations  that  each 
group  can  simultaneously  broad- 

cast different  programs  to  differ- 
ent parts  of  the  world.  All  pro- 

grams will  clear  through  OWI's New  York  control  board.  Beaming 
will  be  used  extensively  and  vari- 

ous languages  will  be  employed 
under  the  program  of  psychologi- 

cal warfare  worked  out  by  Elmer 
Davis,  OWI  chief,  and  Nelson 
Rockefeller,  CIAA  coordinator. 
Both  last  week  were  represented 
as  highly  pleased  with  the  new 
setup,  praising  the  five  companies 
for  cooperating  with  the  Govern- 

ment in  its  "integration  plan." 
Division   of  Time 

Actual  negotiations  were  con- 
cluded by  their  radio  chieftains — 

Robert  Sherwood,  OWI  adminis- 
trative director  of  overseas  devel- 

opment, and  Don  Francisco,  direc- 
tro  of  the  Radio  Division  of 
CIAA.  They  worked  with  Gordon 

Persons  of  the  Communications 
Facilities  Bureau  of  OWI,  and 
Dudley  Bonsai,  CIAA  general 
counsel,  who  were  in  New  York 
last  week  concluding  the  leases. 
The  operations  plan  envisages 

use  of  the  facilities  by  CIAA  in 
general  from  5  p.m.  to  1  a.m. 
daily,  and  by  OWI  the  remainder 
of  the  time,  with  various  cut-ins 
by  each  for  special  programs  as 
required.  KWID  and  KGEI  are 
not  linked  into  the  landline  group- 

ing because  of  the  enormous  cost 
of  transcontinental  lines,  but  they 
will  be  linked  together  as  a  unit 

and  will  operate  as  a  separate  en- 
tity. For  example,  CIAA  will  pipe 

all  its  Spanish  and  Portuguese  pro- 
grams over  the  Eastern  segment 

of  stations  and  all  its  English 

programs  over  the  two  Pacific 
Coast  stations. 

Studios  of  NBC  and  CBS,  to- 
{Continued  on  page  ̂ 7) 

Mediators  Study  Detroit  Music  Strike 

Work  Stoppage  Averted ; 

Higher  Pay,  Fewer 
Hours  Sought 

A  THREATENED  strike  by  the 
Detroit  AFM  Local  No.  5  against 
three  Detroit  stations,  WJR, 
WXYZ  and  WWJ,  was  suspended 
last  week  when  it  was  agreed  to 
mediate  the  dispute  before  the 
Michigan  Mediation  Board  this 

Monday  (Nov.  2).  The  musicians' demands  include  increase  in  wages 
and  number  of  men  for  each  sta- 

tion, reduction  from  18  to  15  work- 
ing hours  per  week,  and  guaran- 
teed employment  with  two  weeks 

annual  vacation.  In  the  case  of 
WXYZ,  the  additional  expenditure, 
according  to  Manager  H.  Allen 
Campbell,  would  amount  to  ap- 

proximately $35,000  per  year.  In- 
creases for  the  other  two  stations 

would  parallel  this  figure. 
When  these  demands  were  re- 

fused by  the  stations  whose  con- 
tracts expired  a  few  weeks  ago, 

the  union  last  Monday  indicated 
its  intent  to  strike  to  the  State 
Mediation  Board.  According  to 
Michigan  law,  however,  the  union 
had  to  wait  five  days  before  strik- 

ing after  a  formal  strike  declara- 
tion. 

The  strike  possibilities  of  the 
dispute  were  greatly  reduced  when 
it  was  learned  AFM  headquarters 
in  New  York  had  notified  the  De- 

troit local  that  a  strike  would  be 
inadvisable  in  view  of  a  recent 

public  statement  addressed  to  Pres- 
ident Roosevelt  by  Dan  Tobin,  vice- 

president  of  the  AFL,  to  the  effect 
that  there  would  be  no  AFL  strikes 
for  the  duration. 

Jack  Ferentz,  president  of  the 
Detroit  local,  stated  that  if  no  set- 

tlement were  reached,  a  decision 
on  strike  action  would  be  made  by 
AFM  headquarters.  The  dispute 
may  also  be  reviewed  by  the  War 
Labor  Board,  whose  certification  of 
any  pay  raise  is  now  necessary. 

In  the  meantime  the  stations  are 

operating  under  the  provisions  of 
the  expired  contract. 

*      *  * 

Clark  Bill  Studied 

On  Capitol  Hill  the  bill  (S-2874) 
introduced  by  Senator  Clark  (D- 
Idaho)  to  curtail  Petrillo's  power 
to  pull  AFM  musicians  off  record- 

ing jobs  remained  status  quo  dur- 
ing the  week.  After  introduction 

Oct.  23  [Broadcasting,  Oct.  26], 
the  measure  was  sent  to  the  Inter- 

state Commerce  Committee,  of 
which  Senator  Wheeler  (D-Mont.) 
is  chairman. 

Neither  Senator  Wheeler  nor  the 
committee  took  any  action.  This  in 
itself  was  not  considered  signifi- 

cant inasmuch  as  Capitol  Hill  has 
been  slowed  to  a  walk  in  the  pre- 

election period.  Senator  Wheeler 
had  indicated  his  opposition  to  the 
bill  as  an  anti-strike  measure. 

The  Clark  bill  is  now  in  the 
hands  of  several  Government 
agencies  for  study.  Among  the 
agencies  are  the  War  and  Navy, 
FCC,  OWI  and  Dept.  of  Justice. 
Should  all  these  submit  favorable 
reports  on  the  proposed  legislation. 
Senator  Clark  will  be  in  a  position 
to  force  further  Senate  action  pro- 

vided Senator  Wheeler's  committee 
fails  to  reach  a  decision. 

Senator  Clark  has  received  large 
stacks  of  complaints  from  groups 
inside  and  outside  the  industry, 

requesting  action  to  thwart  the 
dictator  tactics  of  Petrillo  and  the 
union  he  dominates. 
No  committee  action  is  antici- 

(Continued  on  page  i2) 
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THE  REILLYS  MOBILIZE  for  victory!  Capt.  John  A.  Reilly,  man- 
ager of  KOY,  Phoenix,  now  stationed  at  Provost  Marshal  General's Training  Center,  Fort  Ogelthorpe,  Ga. ;  his  wife,  3d  Officer  Lillian  W. 

Reilly,  WAAC;  their  19-year-old-son,  John  A.  Reilly  Jr.,  Armored 
Forces,  met  in  Washington  last  week  for  a  quick  wartime  reunion. 
Capt.  Reilly  served  in  France  and  Germany  as  a  sergeant  of  infantry 
in  World  War  I.  There  he  met  his  wife  while  she  was  serving  as  chief 
physiotherapy  aide  in  the  Reconstruction  Service. 

ABA  Sounds  Industry  Desires 

On  Proposed  Permanent  Setup 

General  Meeting  to  Be  Held  if  Enough  Interest 

Is  Shown;  Paid  President  Is  Contemplated 

District  Meetings 

Voice  Approval  of 

NAB  Music  Stand 

Plan  to  Promote  Radio  Use 

By  Retailers  Endorsed 
For  altendance  lists,  see  page  4^ 

APPROVAL  of  the  NAB  effort  to 

remove  the  "unfair,  undemocratic 
and  un-American  Petrillo  ban  on 
recorded  music"  was  unanimously 
given  at  three  NAB  district  meet- 

ings during  the  last  10  days.  Simi- 
lar endorsement  was  given  the  re- 
tail promotion  committee  plan  to 

bring  about  wider  use  of  radio  by 
retail  stores,  especially  department 
stores   [see  story  on  page  9]. 

Discussion  of  wartime  broadcast 
problems  marked  the  three  sessions 
and  Government  speakers  went  into 
the  problems  of  interest  to  broad- 

casters and  the  public.  Among 
those  appearing  for  the  Govern- 

ment were  Carl  Haverlin,  head- 
quarters consultant  for  industry 

relations,  OWI;  Eugene  Carr,  as- 
sistant to  the  radio  censor;  Frank 

Mcintosh,  chief.  Radio  &  Radar 
Section,  WPB;  Marvin  Beers, 
OCD;  M.  A.  Milman,  Radio  & 
Press  Section,  Treasury. 
At  the  District  4  meeting  in 

Pinehurst,  N.  C.,  Oct.  23-24,  G. 
Richard  Shafto,  WIS,  Columbia, 
S.  C,  district  director,  presided, 
with  81  broadcasters,  Government 
and  industry  representatives  at- 

tending. At  a  dinner  Gov.  J.  Mel- 
ville Broughton,  of  North  Carolina, 

lauded  achievements  of  the  broad- 
casting industry  and  stressed  its 

part  in  the  war  effort. 

District  5  Sessions 

The  District  5  meeting  was  held 
in  two  sections.  The  Florida  sec- 

tion met  Oct.  25-26  at  the  George 
Washington  Hotel  in  Jacksonville. 
Frank  M.  King,  manager,  WMBR, 
Jacksonville,  presided,  with  40  in 
attendance.  President  Neville  Mil- 

ler was  unable  to  be  at  this  meet- 
ing, having  been  called  to  Wash- 

ington after  the  District  4  session. 
C.  E.  Arney  Jr.,  assistant  to  the 
president,  represented  Mr.  Miller. 
The  Georgia-Alabama  section 

met  Oct.  28-29  in  Atlanta,  with 
Mr.  King  again  presiding.  Sixty- 
five  persons  attended.  At  this  meet- 

ing John  M.  Outler  Jr.,  WSB,  At- 
lanta, 5th  District  sales  managers 

chairman  and  also  chairman  of  the 
NAB  Sales  Managers  Executive 
Committee,  discussed  the  retail 
sales  plan.  Lewis  H.  Avery,  NAB 
director  of  broadcast  advertising, 
reviewed  efforts  of  his  department 
to  promote  more  and  better  adver- 

tising. He  also  discussed  the  retail 
promotion  plan. 

Pepsodent  Breaks 
PEPSODENT  Co.,  Chicago, 
through  Lord  &  Thomas,  Chicago, 
on  Oct.  26  started  an  eight-week 
campaign  for  Pepsodent  tooth- 

brush. Live  daytime  chain-breaks 
have  been  placed  three  to  six  times 
a  week  on  90  stations  in  48  mar- 
kets. 

OVER  the  signatures  of  its  nine 
founders  and  directors,  the  newly- 
formed  American  Broadcasters 
Assn.,  projected  as  an  industry 
trade  group  designed  to  be  more 
representative  than  the  NAB,  last 
Thursday  sent  to  all  stations  a 
letter  stating  its  position  and  ask- 

ing owners  and  managers  to  signify 
on  an  enclosed  postcard  whether 
they  were  interested  in  making 
permanent  the  new  association. 

Formation  of  ABA  grows  out 
of  dissatisfaction  with  the  NAB's 
representation  in  Washington,  as 
expressed  in  recent  months  and  as 
acted  upon — favorably  to  continu- 

ance of  the  NAB  and  its  president, 
Neville  Miller — at  the  Oct.  13  meet- 

ing of  the  NAB  board  in  Chicago 
[Broadcasting,  Oct.  19]. 

Plans  for  Permanence 

If  enough  stations  are  interested 
in  ABA,  the  letter  states,  it  is 
proposed  to  have  a  general  meeting 
as  soon  as  possible  for  adoption  of 
permanent  by-laws  and  election  of 
directors.  ABA's  plan  also  is  to 
secure  as  paid  president  "a  man 
who  has  the  necessary  contacts  in 
Washington  to  properly  represent 
the  viewpoints  of  the  broadcasting 
industry  on  the  vast  number  of 
problems  which  are  constantly  aris- 

ing under  the  present  situation  and 
to  have  as  a  secretary-treasurer  a 
man  who  is  familiar  with'  actual 
broadcast  operations." 

In  this  connection,  one  trade  pub- 
lication hinted  at  the  possible  selec- 

tion of  FCC-BWC  Chairman  James 
Lawrence  Fly  for  an  unnamed 
trade  berth,  but  this  was  denied  to 
Broadcasting  by  ABA's  temporary 
president,  John  Shepard  3d,  presi- 

dent of  Yankee  Network,  while 
Mr.  Fly,  apparently  uninterested, 
stated  that  he  was  concerned  now 
only  with  serving  his  country 
where  he  could  do  the  most  good. 

The  ABA  letter  bore  the  signa- 
tures, besides  Mr.  Shepard  and 

Walter  J.  Damm,  WTMJ,  Milwau- 
kee, temporary  secretary-treasurer, 

of  Harry  Bannister,  WWJ,  De- 
troit; Ed  Craney,  KGIR,  Butte, 

Mont.;  Stanley  Hubbard,  KSTP, 
St.  Paul;  Eugene  Pulliam,  WIRE, 
Indianapolis;  James  D.  Shouse, 
WLW,  Cincinnati;  George  B. 
Storer,  Fort  Industry  Group;  O. 
L.  (Ted)  Taylor,  KGNC,  Amarillo, 
and  the  Taylor-Howe-Snowden 
group  of  stations. 

Text  of  Letter 

Full  text  of  the  letter  follows : 
For  many  months  the  undersigned 

have  not  been  satisfied  with  the  rep- 
resentation which  the  broadcasting  in- 

dustry has  had  in  Washington,  as  re- 
flected by  NAB.  The  American  Broad- 

casters Assn.  was,  therefore,  in- 
corporated and  set  up  to  comply  with 

the  various  legal  requirements  by 
adopting  temporary  by-laws,  electing 
temporary  directors  and  temporary 
oflScers.  In  the  hope  that  NAB  would 
make  various  changes  so  that  it  might 

represent  the  entire  industry  and  do  it 
more  effectively,  we  delayed  further 
activity  in  order  to  encourage  such  a 
move.  At  the  NAB  directors'  meeting 
in  Chicago,  as  you  have  doubtless  no- 

ticed from  the  press  reports,  no  ac- 
tion was  taken  to  accomplish  this  re- 

sult. We  realize  that  many  of  you,  to 
whom  this  letter  is  addressed,  believe 
that  any  change  is  unnecessary.  We 
also  are  sure  that  many  of  you  feel  as 
you  do  because  you  have  not  had  an 
opportunity  to  learn  the  facts. 

Rightly  or  wrongly,  NAB  is  con- sidered by  many  in  Washington  to  be 
more  representative  of  the  networks' attitude  than  it  is  of  the  attitude  of 
individual  stations,  and  we  understand  1" 
that  an  organization  composed  of  in- 

dividual stations  would  be  welcomed. 
The  ABA,  as  at  present  organized, 

is  open  to  the  networks  for  member- ship for  their  M  &  O  stations,  but  not 
to  the  networks  themselves  as  active 
members. 

It  is  our  belief  that  it  would  be  as 
beneficial  to  the  networks  as  to  the 
individual  stations  to  have  a  strong 
organization  in  Washington  that  rep- 

resents the  station's  viewpoint.  This  is not  a  reflection  on  the  networks  in  any 
way,  but  they  have  diiferent  problems 
from  the  individual  stations  and  they 
are  adequately  represented  in  Wash- ington to  protect  their  own  interests 
without  the  need  of  any  organization. 

The  ABA  Plan 

If  enough  stations  are  interested  in 
ABA,  it  is  proposed  to  have  a  general 
meeting  as  soon  as  possible  for  the 
adoption  of  permanent  by-laws  and  the election  of  directors  for  a  year.  It  is 
further  contemplated  that  the  officers, 
that  is,  the  president  and  the  secretary- treasurer,  will  be  fulltime  paid  people. 
The  ABA  plan  is  to  secure  as 

president  a  man  who  has  the  necessary 
contacts  in  Washington  to  properly 
present  the  viewpoints  of  the  broad- 

casting industry  on  the  vast  number 
of  problems,  which  are  constantly  aris- ing under  the  present  situation,  and 
to  have  as  a  secretary-treasurer  a 
man  who  is  familiar  with  actual  broad- 

cast operations.  It  is  our  feeling  that 
such  a  team  is  needed  to  properly 
represent  the  industry  in  Washington 
and  can  do  the  industry  a  vast  amount 
of  good. 

In  order  to  proceed  with  this  pro- 
posed setup,  it  is  necessary  that  we 

know  what  the  general  interest  in  the 
organization  would  be  among  broad- casters. The  undersigned  represent  27 
stations  so  that  we  have  a  good  nucleus 
as  a  start. 

In  order  that  we  may  know  of  your 
interest  one  way  or  the  other,  wiU  you 
please  check  the  enclosed  post  card 
and  mail  it  promptly  to  us? 

The  present  setup  of  dues  is  based 
on  the  same  amount  that  you  are  or 
would  be  paying  NAB.  If  a  sufficient 
number  join  ABA  it  can  then  be  de- cided by  the  members  whether  they 
wish  a  reduction  in  dues  or  extended 
service  from  ABA. 

P.S.  One  broadcaster,  vitally  con- 
cerned about  the  standing  of  NAB  in 

Washington,  is  understood  to  have 
made  an  inquiry  amongst  personal 
acquaintances  as  to  whether  NAB  had 
proper  and  adequate  Washington  re- lations. 

Four  out  of  five  Senators  said  "No". Seven  out  of  nine  Congressmen 

said  "No". 
Fifteen  out  of  18  radio  attorneys 

said  "No". 
Eighteen  out  of  21  people  connected 

with  various  war  agencies  said  "No". 
Doesn't  this  prove  that  something 

ought  to  he  done? 

OWI  Unit  in  N.  Y. 
FOLLOWING  PATTERN  of  the 
Hollywood  radio  division  of  OWI, 
Nat  Wolff,  deputy  chief,  is  in  New 
York  setting  up  facilities  for  a  simi- lar headquarters.  Organization  setup 
and  installation  of  personnel  follows 
several  days  of  conferences  with  W. 
B.  Lewis,  radio  director  of  the  OWI, 
on  operation  details. 
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Industry  Seeks  Fund  for  Retail  Study 

$150,000  Fund  Planned 

For  Coons  Survey 
Of  Problems 

I  LOOKING  to  increased  use  of  ra- 
dio by  retailers,  particularly  de- 

partment stores,  the  NAB's  retail 
promotion  committee,  headed  by 
Paul  W.  Morency,  WTIC,  Hart- 

ford, has  started  an  industry-wide 
campaign  for  $150,000  to  finance  a 
study  under  the  direction  of 
Sheldon  R.  Coons.  A  general  busi- 

ness counsel  of  New  York  City, 
Mr.  Coons  formerly  was  vice- 
president  and  merchandising  man- 

ager of  Gimbel  Bros,  and  for  ten 
years  was  executive  vice-president 
of  Lord  &  Thomas. 

The  study,  for  which  Mr.  Coons 
was  retained  last  July  on  a  pre- 

liminary basis,  will  analyze  pres- 
ent-day and  probable  future  prob- 

lems of  department  stores  and 
other  retail  establishments  with 
relation  to  cost  and  advertising 
matters  which  the  broadcasters 
might  aid  in  ameliorating.  Both 
members  and  non-members  of  the 
NAB  are  being  asked  to  aid  in 
the  financing  with  contributions 
ranging  from  $25  to  $750,  accord- 

ing to  a  scale  based  on  gross  sta- 
tion revenues. 

Committee  Named 

A  plan  for  cooperative  effort  be- 
tween retailers  and  broadcasters 

was  the  theme  of  discussion  at 
most  NAB  sales  managers  execu- 

tive meetings  last  year.  These  dis- 
cussions culminated  in  submission 

to  the  board  of  directors  at  the 
Cleveland  convention  last  May  of  a 
plan  to  be  sponsored  by  NAB  and 
endorsed  by  the  National  Retail 
Dry  Goods  Assn. 

Preliminary  to  exploration  of  the 
problem  by  broadcasters,  the  as- 

sistance and  cooperation  of 
NRDGA  was  enlisted,  this  or- 

ganization having  made  a  nation- 
wide survey  of  the  use  of  radio  by 

retailers  and  the  results  of  their 
experience. 

NAB's  board  of  directors  unani- 
mously endorsed  the  plan  after  it 

had  been  fully  explained  by  Gene 
Carr  and  Frank  Pellegrin,  then 
chairman  and  director  respectively 
of  its  sales  managers  division.  The 
retail  promotion  committee  headed 
by  Mr.  Morency  was  appointed  at 
that  time.  Its  members,  in  addi- 

tion to  Chairman  Morency,  are: 
Dietrich  Dirks,  KTRI,  Sioux  City; 
Walter' Johnson,  WTIC,  Hartford; 
Sheldon  R.  Coons;  Arthur  Hull 
Hayes,  WABC,  New  York;  Sher- 

man Gregory,  WEAF,  New  York; 
William  C.  Gillespie,  KTUL,  Tulsa; 
John  M.  Outler,  WSB,  Atlanta. 

In  August  Mr.  Coons,  working 
in  cooperation  with  this  committee, 
submitted  to  the  sales  managers 
committee  several  plans.  The  com- 

mittee decided  that  a  presentation 
consisting  of  slide  films,  transcrip- 

tions, live  talent  and  script  worked 

into  a  "packaged  show"  was  best 
suited  to  carry  out  the  project 
which,  it  was  estimated,  would  cost 
around  $150,000.  Retail  stores  will 
then  be  invited  by  broadcasters  and 
the  NRDGA  to  a  meeting  at  which 
the  plan  will  be  presented  and  dis- 

cussed in  the  ]ight  of  local  prob- lems. 

All  Stations  Eligible 

In  a  letter  Oct.  30  to  all  com- 
mercial broadcasting  stations  in 

the  United  States,  Chairman 
Morency  pointed  out  that  while  the 
preliminary  thinking  and  work  on 
the  plan  has  been  conducted  under 
the  direction  of  NAB,  participa- 

tion is  available  to  NAB  member 
and  non-member  stations  alike,  as 
well  as  to  Canadian  broadcasters. 
Enclosed  with  the  letter  was  a 
pledge  blank  and  schedule  of 
charges  for  participation,  based  on 
gross  income  of  the  individual  sta- 

tions during  1941. 

"Late  in  September,"  an  NAB 
statement  dated  Oct.  30  said,  "OPA 
Administrator  Leon  Henderson 
held  a  meeting  of  the  executives  of 
leading  retailers  in  Washington  to 
discuss  some  of  the  problems  with 
which  retailing  is  faced  in  a  war- 

time economy  which,  in  1943,  is 
expected  to  see  retailing  at  the 

Would  Conduct  Survey 

SHELDON  R.  COONS 

1932  depression  level  in  terms  of 
civilian  goods  available.  This  is  the 
very  type  of  research  and  study 
which  the  proposed  plan  of  the  re- 

tail promotion  committee  of  NAB 
contemplates. 

"In  the  preliminary  outline  of 
the  plan,  Mr.  Coons  proposed  to 

investigate  every  factor  which  ap- 
pears likely  to  influence  retailing 

during  the  stresses  and  strains  of 
this  period  of  wartime  priorities, 
rationing  and  restrictions. 

"His  investigation  will  also  in- 
clude an  analysis  of  some  of  the 

factors  that  are  likely  to  influence 
the  trend  and  character  of  retailing 
after  the  war  is  won. 

Subjects  Listed 
"Here  are  some  of  the  subjects 

that  will  be  included  in  Mr.  Coons' 
study : 

"What  was  the  trend  of  retail 
distribution  before  war  began? 

"What  is  the  war  doing  to  re- tail distribution? 

"What  is  the  department  store's dilemma? 
"What  are  the  dangers  faced  by 

the  retailer? 
"What  are  his  opportunities? 
"There  must  be  a  new  concept 

of  retail  advertising.  What  is  it 
and  how  does  it  apply  to  the  indi- 

vidual retailer's  problem?" Urgent  need  to  reduce  the  costs 
of  retail  distribution  has  been  the 

keynote  of  Mr.  Coons'  presentation, 
as  it  has  been  the  keynote  of  vari- 

ous plans  and  clinics  of  the  OPA 

working  with  retailers'  representa- 
tives. The  retail  promotion  commit- 

tee of  NAB  believes  the  answer  to 
retail  distribution  costs  is  to  in- 

crease the  volume  of  retail  sales 
through  broadcast  advertising,  well 

(Continued  on  page  AS) 

•Nothing  That  Extra  Revenue  Won't  Cure' — John  Outler 

Mr.  Outler 

FOR  THE  last  decade,  we  have 
been  skimming  the  cream  off  the 
pail  and  we  have  grown  fat  in  spite 
of  many  mistakes  and  errors — 
simply  because 
radio  advertising 

was  bigger  and 
better  and  more 
productive  and 
more  economical 
than  any  of  us 
realized.  And  I 
mean  that.  The 
time  is  here  when 
we  might  just  as 
well  face  a  few 
facts  squarely  and 
do  a  little  bit  of  personal  inven- 

tory. Because^with  each  passing 
day — the  buying  of  time  on  your 
station  and  mine  is  becoming  more 
and  more  scientific — more  and 
more  the  product  of  analysis  and 
knowledge  and  salesmanship. 

Intelligent  salesmanship — knowl- 
edge of  what  you  have  to  offer  and 

what  it's  worth  and  what  it  will 
produce  for  each  dollar  of  the  ad- 

vertiser's money,  is  requisite  to- 
day, and  will  be  more  so  tomorrow. 

Young  and  Virile 

The  youth  of  radio  advertising 
is  a  great  asset.  We  have  been  able 
to  take  advantage  of  the  mistakes 
made  by  publications  and  other 
media  in  the  longer  and  more  de- 

liberate period  of  their  develop- 
ment. But  that  same  youth  has 

denied  us  the  traditions,  the  heri- 

CHIEF  problem  facing  most  broad- 
casters today  is  development  of 

new  sources  of  revenue  due  to  war- 
time curtailments.  At  both  the 

Jacksonville  and  Atlanta  district 
meetings  of  NAB,  John  M.  Outler 
Jr.,  commercial  manager  of  WSB, 
Atlanta,  and  executive  committee 
chairman  of  the  NAB  Sales  Man- 

agers Division,  delivered  this  talk 
in  connection  with  the  projected 
department  store  survey. 

tage  and  the  ancestry  which  pro- 
tect us  against  petty  quarrels  and 

asinine  disagreements. 
How  many  of  you  here  have  seen 

meetings  like  this  in  the  recent 
past  broken  up  by  a  violent  discus- 

sion over  local  and  national  rates, 
or  by  a  vain-glorious  oration  on 
"How  we  do  it  in  Chitlin  Switch". 
I'm  afraid  that  there  still  remains 
many  a  station  sales  manager  who 
considers  himself  bigger  than  the 
industry  and  who  has  the  wind 
and  the  stamina  to  prove  it.  .  .  . 

Most  of  the  developments  in 
commercial  radio  in  the  past  ten 
years,  which  means  more  money 
for  you  and  me,  have  been  brought 
aboxit  by  the  advertiser,  the  adver- 

tising agency,  or  the  networks — 
not  by  the  stations,  the  station 
salesmen,  or  the  radio  industry. 

Who  sold  the  food  industry  on 
radio  advertising?  Or  the  tobacco 
people?  Or  the  folks  who  sell  soap? 
I  can't  tell  you  who  did,  but  I  know 
that  we  didn't.  We  got  the  business 

and  we  prospered  from  it  and 
howled  our  headjs  off  when  it 
didn't  come  our  way — but  did  we 
do  anything  to  develop  it — other 
than  provide  an  outlet?  You  tell 
me! 

I  have  heard  station  managers 

gripe  to  the  networks  about  the 
low  aesthetic  quality  of  present- 
day  soap  operas — and  I  have  heard 
a  prominent  Procter  &  Gamble  of- 

ficial say,  in  plain  words,  that  when 
anyone  presented  or  developed  a 
better  vehicle  than  a  serial  drama 

for  selling  soap,  P&G  was  a  defi- 
nite customer.  Yet,  that  job  of  find- 
ing the  better  vehicle  is  dumped 

in  the  laps  of  the  networks  or  the 
advertising  agencies. 

Now,  I'm  not  a  network  man  and 
I'm  not  waving  the  flag  for  any  of 
them.  But  I  do  contend  that  most 
network  affiliates  get  just  about 
what  they  deserve  in  their  network 
relations.  And  somehow  or  other, 
the  wail  that  the  networks  make 
too  damn  much  money  has  a  hypo- 

critical ring  to  it.  What  have  we 
done — either  as  individual  stations 
or  as  a  collective  group — to  de- 

velop a  new  field  of  advertising  or 
exploit  an  old  one? 

Up  until  about  1937 — nothing. 
Between  1937  and  1940 — mighty 
little.  In  1940  the  Dept.  of  Adver- 

tising of  the  NAB  really  began  to 
function  and  in  1941  all  of  us 
shared  in  the  good  fortune  when 

(Continued  on  page  ̂ 0) 
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Revisions  Sought 

In  Occupation  List 

By  B  W  C  Officials 
Basic  Schedule  of  Positions 
May  Be  Revised  Soon 
EFFORTS  were  made  last  week 
by  Board  of  War  Communications 
representatives  at  a  meeting  with 
War  Manpower  Commission  of- 

ficials to  obtain  a  revision  of  the 
list  of  essential  occupations  drafted 
by  WMC  and  transmitted  to  local 
boards  throughout  the  country. 
[Broadcasting,  Oct.  19].  Al- 

though no  concrete  progress  could 
be  reported  following  the  meeting, 
it  is  known  that  WMC  is  sym- 

pathetic to  any  needs  for  revision 
of  the  original  list  but  is  unable 
to  consider  revisions  before  mid- 
November  at  the  earliest. 
As  reported  in  Broadcasting, 

the  U.  S.  Employment  Service  ex- 
pansion of  the  basic  list  prepared 

by  WMC  is  currently  in  the  works 
and  is  now  expected  to  be  released 
next  week.  These  expanded  lists, 
developing  the  broader  classifica- 

tions now  in  the  hands  of  local 
boards,  will  be  used  by  USES  in 
advising  local  boards  on  occupa- 

tional deferments. 
Occupation  List 

Although  it  appeared  likely  last 
week  that  manpower  legislation 
was  in  the  offing,  pressure  from 
labor  union  leaders  has  induced 
the  Administration  to  try  every 
voluntary  method  conceivable  be- 

fore resorting  to  legislation.  In 
fact,  William  L.  Green,  APL  presi- 

dent, bluntly  proposed  control  of 
manpower  in  the  hands  of  WMC 
Chairman  McNutt,  with  no  more 
Army  or  Navy  recruiting,  during 
his  appearance  Oct.  30  before  a 
hearing  of  the  Senate  Military 
Affairs  Committee. 

A  logical  step  in  manpower  lists 
also  occurred  last  week  when  Se- 

lective Service  headquarters 
mailed  a  list  of  essential  occupa- 

tions involved  in  the  production 
of  communications  equipment  to 
local  boards.  Prepared  by  WMC, 
this  list  is  used  as  a  guide  by 
local  boards  in  drafting  men. 

'WOMANPOWER'  ON  CBS  STAFF 

Congressman  Asks  FCC 

To   Report  on  Co-Ops 
BEFORE  rturning  home  for  elec- 

tions. Rep.  Gehrmann,  (Prog.- 
Wis.),  sent  a  letter  to  FCC  Chair- 

man James  Lawrence  Fly  last 
week  asking  the  Commission  to 
advise  Congress  on  its  course  in 
the  resolutions  adopted  by  both 
houses,  proposing  an  investigation 
of  the  facts  involving  the  refusal 
of  NBC  and  CBS  to  sell  time  to  the 
U.  S.  Cooperative  League  [see 
story  on  page  12]. 

Rep.  Gehrmann's  letter  advised 
Chairman  Fly  that  the  situation 
calls  for  action  and  that  Congress 
depended  on  the  FCC  for  guid- 

ance since  it  (FCC)  "is  an  agency of  Congress  to  administer  the 
Communications  Act  of  1934." 

Local  cooperative  organizations 
in  Washington  used  a  full  page 
in  the  Washington  Daily  News  to 
tell  their  story  to  the  public. 

HELEN  PAYNE BETTY  TODD 

BEAUTEOUS  'PRODUCTION  MEN'  are  helping  alleviate  the  manpower 
shortage  at  CBS  New  York,  where  these  two  attractive  young  ladies 
have  joined  the  production  staff.  Helen  Payne  came  to  CBS  last  January 
in  the  television  department  but  soon  branched  into  assisting  in  produc- 

tion of  Second  Husband,  Life  Can  Be  Beautiful,  Joyce  Jordan  M.D.,  and 
other  major  shows.  Betty  Todd  started  in  1940  with  WBT,  Charlotte, 
and  is  now  handling  Big  Sister,  Dr.  Malone  and  Sing  Along. 

Radio  Equipment  Limitation 

Order  Is  Explained  by  WPB 
SINCE  General  Limitation  Order 
L-183  was  issued  Sept.  18  by  the 
War  Production  Board,  effective 
Oct.  3,  numerous  questions  have 
been  raised  as  to  its  applicability 
and  extent  to  which  various  broad- 

cast operators  are  affected  by  its 
terms.  To  clarify  the  situation. 
Broadcasting  asked  the  Civilian 
Radio  Section  of  the  WPB  Radio 
&  Radar  Branch  for  a  summary  of 
the  questions  most  often  raised  as 
well  as  their  answers. 
Through  the  cooperation  of 

Frank  H.  Mcintosh,  chief  of  the 
section,  this  list  was  prepared  ex- 

clusively for  Broadcasting  by 
Glenn  C.  Henry,  WPB  communica- 

tions analyst,  who  is  responsible 
to  Mr.  Mcintosh  for  the  adminis- 

tration of  Order  L-183.  Any  ques- 
tions not  answered  in  this  series 

may  be  directed  to  Mr.  Henry  per- 
sonally at  WPB,  Radio  &  Radar 

Branch,  Social  Security  Bldg., 
Washington. 

Questions  and  Answers 
Q.  What  apparatus  is  governed  iy 

the  Order? 
A.  The  definition  of  electronic  equip- 

ment is  interpreted  very  broadly  and 
inchules  within  its  meaning  anythins 
and  everything  in  the  electronic  field 
which  is  not  specifically  exempted  in 
Schedule  A  of  the  Order. 

Inter-communicating  equipment  in- 
volving the  use  of  vacuum  tubes  is 

covered  by  the  Order. 
Q.  Are  replacement  and  repair  parts 

covered  hy  the  Order? 
A.  Yes.  Replacement  and  repair 

parts  in  the  hands  of  the  manufacturer 
may  not  be  transfen-ed  except  in 
orders  bearing  a  preference  rating  of 
A-3  or  higher. 

Q.  Are  distributors  affected  hy  the 
Order? 

A.  No.  Distributors  are  restricted 
only  to  the  extent  that  they  must  ob- 

tain i)i'eference  ratings  before  they 
may  acquire  any  new  supplies. 

Q.  Does  L-183  apply  to  export 
sales? 

A.  Yes.  The  terms  of  the  Order  are 
entirely  general  and  apply  to  all  trans- 

fers regardless  of  conditions,  destina- 
tion or  pui-pose. 

Q.  What  is  the  basic  purpose  of  the 
Order? 

A.  The  purpose  of  the  Order  is 
twofold :  ( 1 )  To  prevent  the  con- 

sumption of  new  raw  material  and  the 
manufacture  of  non-essential  appara- 

tus;  (2)  To  distribute  existing  in- ventories on  an  equitable  basis. 
Q.  Are  dry  batteries  subject  to  the 

Order? 
A.  No.  The  production  of  dry  bat- 

teries is  controlled  by  Limitation 
Order  L-71. 

Q.  How  may  parts  for  maintenance 
and  repair  be  obtained? 

A.  Maintenance  and  repair  parts 
will  be  available  through  normal 
channels.  Distributors  of  such  parts 
may  obtain  preference  ratings  through 
the  use  of  PD-IX,  the  Distributor's Application  for  Preference  Rating. 

Q.  Are  recording  discs  subject  to 
the  Order? 

A.  Yes.  Recording  discs  are  subject 
to  the  restrictions  of  L-183  and  may 
be  obtained  through  distributors  who 
may  apply  for  preference  ratings  on 
Form  PD-IX  or  the  consumer  may 
apply  on  Form  PD-IA  for  his  require- ments. 

Welles  Opens  Nov.  15 
ORIGINALLY  scheduled  to  start 
Nov.  1,  Hello  Americans,  CBS  pro- 

gram to  be  produced  by  Orson 
Welles,  and  presented  in  coopera- 

tion with  the  Office  of  the  Coordi- 
nator of  Inter-American  Affairs 

[Broadcasting,  Oct.  29],  has  been 
postponed  to  Nov.  15. 

CBS-IBEW  Siorn 

One- Year  Contract 

40-Hour  Week,  Pay  Increases 
Granted  in  Agreement 
SIGNING  of  a  new  contract  be- 

tween CBS  and  the  International 
Brotherhood  of  Electrical  Work- 

ers, covering  all  technical  employes 

at  the  network's  owned  and  op- 
erated stations,  was  announced 

last  Friday  in  a  statement  issued 
jointly  by  the  company  and  the 
union.  Contract  climaxes  extended 
negotiations  for  an  agreement  to 
succeed  the  former  contract  which 
expired  Oct.  1,  negotiations  which 
at  one  point  reached  such  an  im- 

passe that  the  union  had  called  a 
strike  which  was  averted  only  at 
the  eleventh  hour. 
New  contract  calls  for  continu- 

ing the  previous  40-hour,  five-day 
week,  but  reduces  the  maximum 
workday  from  12  to  10  hours.  It 
also  provides  for  wage  increases 
varying  in  amount  up  to  $5  per 
week,  the  increases  being  subject 
to  approval  of  the  War  Labor 
Board.  Contract  also  includes  pro- 

vision for  an  apprentice  training 
program  which  both  CBS  and  the 
IBEW  hope  will  facilitate  the 
training  of  enough  technicians  to 
meet  the  wartime  manpower  short- 

age. As  in  previous  contracts,  the 
new  agreement  calls  for  union 
membership  of  all  technical  em- 

ployes. 
Agreement  covers  the  CBS  stan- 

dard commercial,  international 
shortwave,  FM  and  television  sta- 

tions, and  affects  265  employes,  in- 
cluding apprentices,  staffmen,  as- 

sistant supervisors  and  supervisors. 
Wage  increases  are  retroactive  to 
Oct.  1.  Changes  in  working  condi- 

tions become  effective  Nov.  1.  New 
contract  runs  for  one  year.  Pre- 

vious agreement  was  a  five-year 
contract,  with  provisions  for  an- 

nual readjustments. 
The  negotiations  with  CBS  were 

conducted  by  Lawson  Wimberly 
and  Freeman  L.  Hurd  on  behalf 

of  IBEW  locals  No.  40,  Los  An- 
geles; No.  1212,  New  York;  No. 

1215,  Washington;  No.  1216,  Min- neapolis; No.  1220,  Chicago;  No. 

1228,  Boston;  No.  1229,  Charlotte. 
CBS  stations  included  in  the 

agreement  are:  WABC  WE  EI 
WJSV  WBT  WBBM  WCCO  KNX 

WCBX  WCDA  WCRC  W67NY 
W67C  WCBW. 

Kate's  Million 

WELL  OVER  a  million  dollars— 
the  figure  released  by  WJSV  Audi- tor Harry  Crow  on  Thursday  was 
$1,015,590 — was  collected  for  Uncle 

Sam  by  Kate  Smith  and  Ted  Col- lins in  their  marathon  War  Bond 

drive  over  Washington's  WJSV Oct.  28.  The  noted  entertainment 
pair  went  on  the  air  with  their 
appeals  at  6:01  Wednesday  morn- ing and  from  then  on,  until  1  the 
following  morning,  were  heard  on 
every  available-station  break,  on 
every  one  of  the  station's  sustain- 

ing programs  and,  of  course,  na- 
tionally on  Kate's  noonday  chat show  on  the  network. 
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"What's  the  score?" 

"Let's  dance!" 

"What's  the  news?" 

So  they  tune 

in  WSIXI 

Yes,  sir,  in  Nashville  they  know  WSIX 

carries  more  sports,  more  music,  more 

news  than  any  other  local  station.  That 

accounts  for  a  big  part  of  WSIX's  heavy 

popularity. 

This  station's  recent  shift  to 

980  kilocycles  and  increase  to 

5,000  watts,  day  and  night,  auto- 

matically increased  its  listener  audience 

over  a  still  wider  area. 

Top  this  off  with  an  unprecedented  busi- 

ness boom  in  the  Nashville  area  and  you 

have  one  ideal  spot  for  your  radio  campaign. 

STATION 

Wire,  phone  or  write  this  sta- 

tion or  Spot  Sales,  Inc.,  National 

Representatives. 

5000 

WATTS 

mi 

If 

980 

KILOCYCLES 

NASHVILLE,  TENN. 
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Networks  Explain 

Positions  on  Co-Op 
Tell  FCC  Why  Program  of 
Association  was  Rejected 

REPLIES  from  both  CBS  and 
NBC  were  released  last  week  by 
the  FCC,  explaining  the  position 
of  each  network  with  regard  to 
refusals  to  sell  time  to  the  Co- 

operative League  of  the  U.S.A. 
Action  on  the  Norris  Resolution 

which  was  referred  to  the  Senate 
Interstate  Commerce  Committee 
[Broadcasting,  Oct.  19]  is  not  ex- 

pected until  after  the  elections. 
The  same  is  true  of  the  House  reso- 

lution referred  to  the  Rules  Com- 
mittee. 

The  letters  came  in  response  to 
a  request  by  the  FCC  for  a  state- 

ment of  the  facts  concerning  the 
alleged  discrimination  against  Co- 

operative's attempt  to  purchase time  for  a  transcribed  series 
[Broadcasting,  Oct.  12,  19,  26]. 
CBS  explained  in  its  reply  that 

the  network's  policy  is  opposed  to 
sale  of  time  "for  purposes  of 
propaganda  on  one  side  or  another 
of  any  controversial  issue".  In  ad- 

dition, the  letter  points  out  the 
programs  not  only  were  contro- 

versial but  were  "designed  to  pro- 
mote a  fundamental  change  in  the 

present  system  of  marketing." 
As  a  result  of  the  policy  against 

this  type  of  program,  the  CBS 
letter  signed  by  Paul  W.  Kesten, 
CBS  vice-president  and  general 
manager,  contends  the  network  has 
lost  $9,000,000  in  revenue.  As  an 
instance,  he  cited  the  network's 
opportunity  to  sell  time  to  people 
"who  wanted  to  fight  Congressional 
legislation  such  as  the  Public  Util- 

ity Holding  Company  Act  of  1935." 
Limit  on  Commercials 

As  a  minor  issue  in  the  case, 
the  letter  also  delineates  the  regu- 

lation which  limits  the  amount  of 
commercial  copy  allowed  to  be 
broadcast  on  any  commercial  pro- 

gram. Since  the  Cooperative  pro- 
posed program  series  actually 

would  promote  the  movement  in  the 
opinion  of  CBS,  this  represents 
a  further  obstacle  in  the  format 
of  the  proposed  series,  it  was 
stated. 

NBC,  according  to  a  letter  from 
Niles  Trammell,  NBC  president, 
after  an  examination  of  a  pro- 

posed program,  rejected  any  pro- 
posal for  sale  of  time  on  the 

grounds  that  the  time  would  not 
only  be  used  "to  sell  the  coopera- 

tive movement  generally,  but  to 
obtain  additional  members  for  its 

member  cooperatives".  This  is  op- 
posed to  the  network's  policy 

against  sale  of  time  for  solicitation 
or  membership  drives  except  for 
the  Red  Cross  and  the  annual 
March  of  Dimes  campaign  in  con- 

nection with  the  President's  birth- 
day. 

Mr.  Trammell's  letter  empha- 
sized the  network's  willingness  to 

sell  time  to  various  cooperatives 
to  promote  sales  of  goods.  In  fact, 
he  pointed  out  such  sales  have  been 

TUBES  HEAT  WJR  BUILDING 

Engineers  Rig  Up  Plant  From  Materials  Found 
 Around  Transmitter  Structure  

Mr.  Mitchell 

THE  OIL-HEATED  transmitter 
building  of  WJR,  Detroit,  will  be 
heated  this  winter — by  radio. 

Credit  the  ingenuity  by  WJR 
Chief  Engineer  Merrill  Mitchell 
and  his  staff,  who  constructed  the 

new  heating  plant 
for  the  building 

with  only  the  ma- terials at  hand. 
The  result 

saves  the  station's 
J         '  M'  '  money — and  the 

Wfl^||Mrf^B    nation's  oil. 
^Hnk  ̂ k^^l       The   new  sys- ■HmBKLSHH  tem  utilizes  the 

heat  generated  by 
the  anodes  of  the 

power  amplifier  tubes.  The  tubes 
of  the  50,000-watt  transmitter  are 
cooled  by  distilled  water  which  in 
turn  is  cooled  by  regular  water. 

Utilizing  only  equipment  for- 
merly used  in  cooling  an  auxiliary 

10,000-watt  transmitter  in  the  sta- 
tion, Mr.  Mitchell  built  his  new 

heating  plant.  The  radiators  of  the 
old  system  were  inserted  in  the 
tube-cooling  system  where  the 
water  temperature  is  about  130 
degrees  Fahrenheit. 

Air-fin  fans,  also  formerly  used 
in  the  10,000-watt  transmitter  cool- 

ing system,  were  installed  behind 
the  radiators  in  such  a  manner  that 
they  draw  the  cold  air  from  the 
floor  of  the  building  and  force  it 
through  the  hot  radiators. 

The  hot  air  is  directed  by  means 
of  a  wooden  duct  to  the  regular  hot 
air  duct  of  the  oil  furnace  and  thus 
distributed  evenly  to  the  entire 
building. 

Mr.  Mitchell  even  figured  down 
to  the  last  degree  of  temperature 

RADIATOR  and  blowing  equip- 
ment of  the  new  heating  plant  at 

WJR,  Detroit,  which  utilizes  old 
equipment  and  the  hot  water  from 
the  cooling  system  for  the  power 
amplifiers  to  heat  the  transmitter 
building.  System  replaces  oil  heat. 

the  possibilities  of  heating  the 
station.  He  found  that  oil  heat  alone 
produced  at  a  given  heat  outlet  a 
volume  of  air  at  110  degrees  Fahr- 

enheit. The  water  heat  provides  a 
stream  of  air  at  only  101  degrees, 
but  by  operating  his  blower  switch 
manually,  he  has  achieved  the  same 
room  temperature  as  under  the  old 

system. 

WHN  Names  Chason 

HERBERT  S.  CHASON,  for  three 
years  in  the  research  and  sales  pro- 

motion departments  of  CBS,  has 
been  appointed  advertising  and 
sales  promotion 
manager  of 
WHN,  New  York, 
it  has  been  an- 

nounced by  Her- 
bert L.  Pettey,  di- 

rector of  the  sta- 
tion. He  replaces 

Robert  G.  Patt, 
now  in  training 
at  Notre  Dame 
to  become  an  en- 

sign  in  the  Navy.  ̂ r.  Chason Prior  to  his  position  with  CBS,  Mr. 
Chason  was  in  the  advertising  de- 

partment of  E.,  I.  duPont  de 
Nemours  &  Co. 

approved  in  the  past  and  would 
continue  to  be  approved  in  the 
future.  Sustaining  time  for  dis- 

cussion of  cooperatives,  he  pointed 
out,  has  been  provided  in  the  past 
but  NBC  and  industry  policies  pre- 

clude the  sale  of  time  for  mem.ber- 
ship  campaigns  and  broadcast  of 
controversial  issues. 

Book  League  Planning 
Drive  on  200  Stations 
BOOK  LEAGUE  OF  AMERICA, 
a  subsidiary  of  Doubleday-Doran 
&  Co.,  New  York,  has  appointed 
Raymond  Spector  Co.,  New  York, 
to  place  advertising  for  specified 
books  from  time  to  time.  First 
book  to  be  handled  by  Spector  for 
the  League  will  be  How  to  Prepare 
Your  Income  Tax.  A  schedule  of 
spot  announcements  and  programs 
on  over  200  stations  is  planned. 

Huber,  Hoge  &  Sons,  New  York, 
handles  other  phases  of  League 
advertising,  and  is  currently  con- 

ducting a  nationwide  mail  order 
campaign  [Broadcasting,  Oct.  5]. 
Drive  expires  in  December,  and 
enters  a  new  cycle  in  January. 

Kemtone  Spots 

SHERWIN-WILLIAMS  Co.,  Cleve- 
land, for  its  new  paint  product 

Kemtone  is  conducting  a  spot  cam- 
paign of  about  25  announcements 

weekly  on  six  stations  in  four  mar- 
kets. The  campaign  has  been  run- 
ning since  Oct.  19  and  stresses  the 

fact  that  Kemtone  is  made  of  non- 
priority  material,  can  be  applied 
by  non-experts,  and  is  easily  mixed 
with  water.  Agency  is  Newell-Em- 
mett  Co.,  New  York. 

Horace  D.  Allen,  34, 

Dies   in  Hollywood 
HORACE  D.  (Don)  Allen,  34,  pro- 

duction manager  since  1935  of 
Standard  Radio  Inc.,  Hollywood 
transcription  library  service,  died 
in  Hollywood  Hospital,  that  city, 
on  Oct.  23  following  a  lingering 
illness.  Active  in  radio  for  more 
than  12  years,  he  at  one  time  was 
announcer-producer  of  KFWB, 
Hollywood. 

Shortly  after  Gerald  King,  then 
general  manager  of  that  station, 
left  to  form  Standard  Radio,  Mr. 
Allen  joined  him  as  production 
manager,  continuing  in  that  ca- 

pacity until  his  death.  Nationally 
known  in  radio,  Mr.  Allen  also  con- 

ducted his  own  orchestra,  which  is 
featured  on  many  of  the  Standard 
Radio  transcriptions. 

Funeral  services  were  held  Oct. 
27  at  Wilshire  Ward  Chapel,  with 
burial  in  Forest  Lawn  Memorial 
Park  Cemetery.  Besides  his  widow, 
Mrs.  Annabelle  Allen,  surviving  are 
three  children  by  a  previous  mar- 

riage, Robert,  12;  Joan,  9;  Ken- 
neth, 7;  and  his  parents,  Mr.  and 

Mrs.  Chester  Allen. 

Warren  B.  Worcester 
WARREN  B.  WORCESTER,  33, 

president  of  Worcester  Broadcast- 
ing Corp.,  which  operates  KFMB, 

San  Diego,  Cal.,  died  in  that  city 
Oct.  24  following  a  lingering  ill- 

ness. Born  in  Philadelphia,  he  was 
educated  in  Boston  at  Wentworth 
Institute.  Mr.  Worcester  came  to 
San  Diego  in  1930  and  was  as- 

sociated with  Ryan  School  of  Aero- 
nautics before  entering  radio  in 

August  1941.  In  addition  to  his 
radio  activities,  he  was  secretary- treasurer  of  Pacific  Square  Corp., 
which  operates  a  large  dance  pa- 

vilion in  San  Diego.  He  was  also 
interested  in  the  amusement  center 
at  New  Mission  Beach,  near  San Diego. 

Ernest  L.  Finley 

ERNEST  L.  FINLEY,  owner  of 
KSRO,  Santa  Rosa,  Cal.,  and  pub- 

lisher of  the  Santa  Rosa  Press- 
Democrat  and  Republican,  died 
Oct.  24  at  his  home.  He  had  been 
an  editor  and  publisher  45  years, 
starting  in  business  as  operator  of 
a  printing  shop.  He  established 
KSRO  in  1937. 

J.  S.  Curley 

J.  S.  (Jack)  CURLEY,  33,  origi- 
nator of  the  series  Chicago  at  Work 

on  WAIT,  Chicago,  died  of  a  heart 
attack  at  his  home  in  Chicago  on 
Oct.  24.  Burial  was  at  Mount  Ver- 

non, N.  Y.,  last  Wednesday.  The 
Chicago  at  Work  series  will  be 
continued  by  his  associates,  Lois 
Grey  and  Bob  Bryar. 

Col.  Adamson  Missing 

COL.  HANS  CHRISTIAN  ADAM- 
SON  of  the  Army  Air  Forces,  script- 

writer for  New  Horizons,  the  Wed- 
nesday broadcast  of  the  CBS 

American  School  of  the  Air,  is  listed 
among  those  "missing"  somewhere  in 
the  Pacific  with  Capt.  Eddie  Ricken- backer.  He  was  also  former  radio 
and  press  representative  for  the 
American  Museum  of  Natural  History 
in  New  York,  and  since  January 
had  been  working  in  the  public  rela- tions division  of  the  Army  Air  Forces. 
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iNO.  6  IN  A  SERIES  PORTRAYING 
I  THE  ADVENTURES  OF  RADIO'S 

."INDISPENSABLE  MAN" 
!    -THE  TIME  BUYER  / 

HORACE,  YOU'RE  DE^O  RIGHT/  THE  WAY PURCHASING  POWER  IN  THE  OREGON 

COUNTRY  IS  BOOMING,  YOUR  ADVICE 

TO  "GO  WEST"  IS  THE  PURE  QUILL 
FOR  RADIO  ADVERTISERS  / 

KEX  LEADS  THE  RADIO  PARADE  -  ITS 
A  "MUST"  ON  ANY  TIIVIEBUYER'S  LIST/ 

WRITE  OR  WIRE  FOR  AVAILABILITIES - 
OR  CALL  YOUR  NEAREST 
PAUL  fl.  T^AYMER  OFFICE/ 
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New  Wage  Order 

Forbids  Blanket 

Increases  of  Pay 
Individual   Adjustments  May 
Be  Allowed  by  Treasury 
ALTHOUGH  blanket  salary  and 
wage  increases  for  employes  earn- 

ing under  $5,000  a  year  were  for- 
bidden Oct.  27  by  order  of  Judge 

James  F.  Byrnes,  economic  stabili- 
zation director,  indications  last 

weekend  were  that  broadcasters 
will  retain  considerable  latitude  in 
dealing  with  individual  workers. 

Though  no  rulings  have  yet  been 
issued,  it  was  believed  at  the 
Treasury  that  many  studio  em- 

ployes— talent,  newsmen,  produc- 
tion men — not  bound  by  wage 

agreements  or  represented  by 
unions,  would  be  classified  as  bona 
fide  professional  workers,  and  in- 

cluded in  the  class  of  wage  earn- 
ers whose  incomes  will  be  limited 

by  the  Commissioner  of  Internal 
Revenue  rather  than  the  War 
Labor  Board. 

Regulations  Not  Ready 

At  the  same  time.  Assistant  Sec- 
retary of  the  Treasury  John  L. 

Sullivan  said  that  detailed  regula- 
tions were  not  ready,  although  a 

salary  stabilization  unit,  with  field 
offices,  will  go  into  action  vdthin  a 
few  days.  Some  Treasury  officials 
expressed  the  opinion  that  when 
the  regulations  are  completed,  it  is 
probable  that  they  will  provide 
simple  methods  of  adjusting  up- 

wards earnings  of  the  professional 
people  in  lower  income  groups. 

Other  broadcasting  employes — 
members  of  unions  or  wage  earn- 

ers operating  under  contracts — 
will  come  under  jurisdiction  of  the 
War  Labor  Board.  Individual  sal- 

ary changes  for  this  group  will  be 
allowed  without  permission  of  the 
WLB  only  in  five  types  of  cases, 
all  of  which  require  that  the 
change  be  part  of  a  regular  pro- 

motion system.  Stations  employing 
eight  or  less  persons  are  exempt 
from  the  stabilization  orders. 

Joseph  L.  Miller,  NAB  director 
of  Labor  Relations,  commented 
that  "the  order  is  one  of  the  most 
drastic  developments  in  labor  re- 

lations radio  has  ever  experienced." 
He  said  that  Judge  Byrne's  order 
will  govern  the  compensation  of  a 
great  majority  of  the  industry's 
employes,  and  urged  broadcasters 
carefully  to  acquaint  themselves 
with  provisions  of  the  act. 

Brewery's  Debut 
JOHN  EICHLER  BREWING  Co., 
New  York,  using  radio  for  the  first 
time  in  its  80-year  history,  will 
sponsor  all  of  the  New  York 
Ranger  home  games  of  the  National 
Hockey  League  on  WHN,  New 
York.  A  total  of  2.5  games  vdll  be 
broadcast,  starting  with  the  open- 

ing contest,  Saturday,  Nov.  7,  9:30 
p.m.  Bert  Lee,  sportscaster,  will 
do  the  play-by-play  descriptions 
with  Marty  Glickman,  WHN  sports 
director,  handling  color.  Agency  is 
Geare-Marston  Inc.,  Philadelphia. 

Willkie's  Big  Audience 
WENDELL  L.  WILLKIE,  1940 
Republican  candidate  for  President, 
attained  a  rating  of  48.0  for  his 
Oct.  26  speech  on  the  four  major 
networks,  according  to  a  survey 
made  by  C.  E.  Hooper  Inc.  immedi- 

ately following  the  broadcast.  The 
figure  represents  an  estimated 
listening  audience  of  36,320,000. 
President  Roosevelt,  who  hit  an 
all-time  high  Hooper  rating  with 
his  Dec.  9,  1941  speech  on  the  four 
networks,  received  a  rating  of  79.0 
at  that  time. 

SMALL  RECORDERS 

TO  ISSUE  PROTEST 
IN  PROTEST  against  the  proposed 
establishment  of  Government  re- 

cording studios  which  would  com- 
pete with  as  well  as  duplicate  pres- 
ent equipment  of  independent  stu- 

dios, the  Assn.  of  Recording  Stu- 
dios, organized  in  New  York  last 

August  [Broadcasting,  Aug.  10], 
is  planning  to  send  a  letter  of  com- 

plaint to  such  authorities  as  the 
WPB,  the  Assn.  of  Smaller  War 
Plants  Corp.,  the  Senate  and  House 
committees.  New  York  Senators 
and  the  Mayor  of  New  York. 
Announcement  of  the  decision 

was  made  at  the  association's 
monthly  luncheon  meeting  in  New 
York  Oct.  28,  at  which  a  commit- 

tee to  formulate  the  letter  was  an- 
nounced. It  will  consist  of  Hazard 

E.  Reeves,  Reeves  Sound  Record- 
ing Studios,  and  chairman  of  the 

ARS;  Ezekiel  Rabinowitz,  Audio- 
Scriptions;  Maurier  Wolsky,  Rock- 
hill  Radio;  Robert  Hyndman,  G. 
Schirmer  Recording  Studios,  and 
Warren  Troob,  New  York  attorney. 

The  letter  is  to  point  out  the  fact 
that,  although  17  independent  re- 

cording companies  were  named 
early  in  October  to  record  for  the 
Government  by  the  Procurement 
Division  of  the  Treasury  [Broad- 

casting, Oct.  5],  no  work  had  yet 
been  assigned  to  the  smaller  stu- 

dios. A  survey  among  the  ARS 
members  revealed  that  most  of 
their  studios  were  operating  at 
about  60%  capacity.  If  the  Govern- 

ment sets  up  its  own  recording  stu- 
dios, the  required  equipment  would 

be  duplicating  that  already  in 
existence  in  established  studios, 
many  of  whom  might  have  to  go 
out  of  business  if  their  equipment 
and  material  were  classified  as  in- 

active in  a  non-essential  plant,  it 
is  claimed. 

Plough  Expanding 
PLOUGH  Inc.,  Memphis,  currently 
sponsoring  four  quarter-hours 
weekly  six  days  a  week  on  eight 
stations  of  the  Atlantic  Coast  Net- 

work, on  Oct.  26  will  add  to  the  list 
the  two  ACN  supplemental  sta- 

tions— WJEJ,  Hagerstown,  Md., 
and  WBOC,  Salisbury,  Md.  The 
programs,  selected  by  the  agency, 
Lake-Spiro-Shurman,  Memphis,  are 
now  presented  for  St.  Joseph's 
aspirin  and  Penetro  products  on 
the  full  ACN. 

WJW,  AKRON,  SEEKS 
MOVE  TO  CLEVELAND 

PROPOSING  to  move  into  Cleve- 
land and  operate  there  as  the 

BLUE  outlet,  WJW,  Akron,  on 
Oct.  29  applied  to  the  FCC  for  an 
amended  construction  permit  which 
would  authorize  new  studios  at  815 
Superior  Ave.,  Cleveland,  and  a 
new  transmitter  in  Cuyahoga County. 

WJW  now  operates  with  250 
watts  on  1240  kc,  but  for  some 
time  has  held  a  CP  for  5,000  watts 
on  850  kc.  It  is  now  an  MBS  outlet, 
with  WAKR  on  the  BLUE  and 
WADC  on  CBS.  At  present  WCLE, 
500  watts  daytime  on  610  kc,  is 
a  part-time  Cleveland  MBS  outlet 
while  its  companion  station  of  the 
Cleveland  Plain  Dealer  group,  the 
5,000-watt  WHK,  is  a  fulltime 
MBS  outlet  and  no  longer  is  affili- 

ated with  BLUE,  which  has  no 
Cleveland  outlet. 

Industry  Figures  Attend 
Annual  AS  CAP  Dinner 

ASCAP  dinner  last  Thursday,  con- 
cluding the  general  membership 

meeting  in  the  afternoon,  for  the 
first  time  in  ASCAP  history  in- 

cluded broadcasters  and  other 
users  of  music  as  well  as  members 
of  the  society.  Deems  Taylor,  presi- 

dent of  ASCAP  and  toastmaster, 
welcomed  A.  J.  McCosker,  presi- 

dent of  WOR,  New  York,  and 
chairman  of  the  board  of  MBS; 
Mark  Woods,  president,  BLUE; 
Frank  E.  Mullen,  NBC  vice-presi- 

dent and  general  manager;  CBS 
Vice-Presidents  Frank  Stanton, 
Joseph  Ream,  Frank  White.  Mr. 
Taylor  described  it  as  an  "end  of 
the  war"  dinner. 
He  also  read  messages  from 

James  Lawrence  Fly,  FCC  chair- 
man; NAB  President  Neville  Mil- 

ler; William  S.  Paley,  CBS  presi- 
dent; Fred  Weber,  MBS  general 

manager;  Edward  Klauber,  CBS 
vice-president.  They  expressed  re- 

gret at  their  inability  to  attend. 
Mr.  Paley's  message  was  in  verse 
form  and  contained  the  suggestion 
that  it  should  qualify  him  for  AS- 

CAP membership.  Business  meet- 
ing in  the  afternoon  was  confined 

to  purely  routine  matters,  ASCAP 
spokesmen  reported.  Both  after- 

noon and  evening  sessions  were 
held  at  the  Hotel  Astor,  New  York. 

Broadcast  Project 

Deferred  by  Davis 

ELMER  DAVIS,  director  of  the 
Office  of  War  Information,  an- 

nounced last  week  that  action  on 
his  proposed  broadcast  series  had 
been  indefinitely  postponed  owing 
to  the  pressure  of  administrative 
duties.  Informed  sources  indicate 
this  is  neither  a  denial  nor  an  in- 

dication of  intent. 
Meanwhile,  considerable  stir  was 

caused  last  Thursday  when  pub- 
lished reports  had  it  that  Archi- 

bald MacLeish  resigned  as  assist- ant director  of  the  Office  of  War 
Information  to  devote  all  of  his 
time  to  his  duties  as  Librarian  of 
Congress.  The  former  director  of 
the  Office  of  Facts  &  Figures  de- 

nied this  story  and  explained  that 
he  would  maintain  his  present  posi- 

tion at  OWI  but  expected  to  devote 
more  time  to  his  duties  as  Librarian 
of  Congress. 

The  only  decisive  action  among 
OWI  personnel  came  last  Thurs- 

day when  Paul  C.  Smith,  form- 
erly editor  and  general  manager 

of  the  San  Francisco  Chronicle, 
and  a  lieutenant  commander,  de- 

tached, assigned  as  chief  of  the 
OWI  News  Bureau,  resigned  to  join 
the  Marines  as  a  private.  In  ex- 

plaining his  decision  he  said,  "I 
told  the  Navy  that  I  wanted  com- 

bat service  and  I  wasn't  qualified 
for  it  as  a  lieutenant  commander." To  replace  Mr.  Smith,  it  was 
announced  that  his  duties  would  be 
assumed  by  James  Allen  and 
George  Lyon.  Mr.  Allen,  formerly 
with  the  Security  and  Exchange 
Commission  and  the  Dept.  of  Jus- 

tice as  publicity  director,  will  be- 
come assistant  chief  of  operations 

and  Mr.  Lyon  becomes  chief  of  the 
News  Bureau. 

NBC  Loses  Directors 
NBC  will  lose  three  members  of 
the  director  staff  within  the  next 
few  weeks.  Anthony  Leader  will 
enlist  in  the  Civilian  pilot  train- 

ing course  of  the  Civil  Aeronau- 
tics Authority  Nov.  10  and  Van 

Fleming  has  been  given  an  indefi- 
nite leave  of  absence  due  to  illness. 

William  Wilgus  vdll  resign  in  a 
week  or  ten  days  to  join  the  Office 
of  the  Coordinator  of  Inter-Ameri- 

can Affairs,  where  he  will  direct 
two  Spanish  language  programs 
for  shortwaving  to  Latin  America. 

Nova  Scotia  Station 

CJFX,  Antigonish,  Nova  Scotia, 
is  now  on  the  air  with  1,000  watts 
on  580  kc.  The  station  is  owned 
by  Atlantic  Broadcasters  Ltd.,  in 
conjunction  with  St.  Francis 
Xavier  at  Antigonish, 

ROUNDING  'EM  UP  for  the  Red  Cross  Blood  Bank  is  Vaughn  DeLeath, 
"First  Lady  of  Radio",  now  on  staff  of  WHEN,  Buffalo.  WBEN  members, 
after  donating  blood  at  Red  Cross  headquarters,  are  (1  to  r)  :  Vaughn 
DeLeath;  Carl  Coleman,  organist;  George  Torge,  program  director; 
Edgar  H.  Twamley,  station  director;  Edwin  Reimers,  Fred  Keller  and 
Ken  Powell,  announcers;  Pat  Vastola  and  William  WuUen,  musicians. 
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"STATE  YOUB  BUSINESS,  FLEASE" 

Carefully  excluded  from  Westinghouse  Radio  Stations'  cordial  relations  with  the  public  are 

their  transmitting  stations  during  war-time.  At  KDKA,  high  on  a  commanding  hill,  visitors 

are  challenged  by  a  searchlight,  a  directionally  amplified  voice,  and  a  gun,  and  they  state 

their  business  into  a  microphone  before  they  come  near  the  tower. 

KDKA  has  pioneered  in  this  war-protection,  and  now  the  transmitter  at  every  Westinghouse 

station  is  inconspicuously  but  effectively  guarded  to  the  teeth. 

For  radio  is  too  important  to  victory,  free  speech  is  too  American,  Westinghouse  audiences 

are  too  war-essential,  to  let  sabotage  or  carelessness  interrupt  the  endless  flow  of  truth  and 

relaxation  and  inspiration. 

WESTINGHOUSE    RADIO    STATIONS  Inc 

WOWO    •    WGL   •    WBZ    •    WBZA    •    KYW    •  KDKA 
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R  adio  Censorship  Netivorks  Complete  Plans  for  Coverage 

Policy  Is  Praised  Of  Natiomvide  Election  Results  Nov,  3 
RADIO  is  setting  an  excellent  ex- 

ample for  newspapers  and  other  in- 
formation-disseminating agencies 

in  the  United  States  in  withholding 
vital  war  facts  from  the  enemy. 

This  fact  was  demonstrated  in  re- 
marks by  Announcer  Earl  Hague, 

of  WWDC,  Washington,  during  a 
morning  broadcast  Oct.  22.  By  con- 

trast, newspapers  of  the  country 
were  accused  of  doing  a  "poor  job" 
by  Byron  Price,  Director  of  Censor- 

ship, in  a  recent  speech  before  the 
Southei'n  Newspaper  Publishers 
Assn.,  at  Hot  Springs,  Ark. 

Said  Announcer  Hague,  in  part: 
"I've  received  a  lot  of  cards  and 
letters  requesting  me  to  announce 
birthday  or  anniversaries  on  a  par- 

ticular day  and  at  a  particular 
time  .  .  .  principally  on  this  pro- 

gram. This  I  cannot  do,  at  least  for 
the  duration  of  the  war — because 
it's  against  the  regulations  of  Cen- 

sorship Office  and  because  I  don't 
want  to  say  or  do  anything  that  will 
hamper  the  war  effort  in  any  way." 

Cites  Example 

After  praising  the  thoroughness 
of  the  Office  of  Censorship,  and  the 
vigilance  of  the  U.  S.  Government 
in  disposing  of  Nazi  spies,  Announ- 

cer Hague  cited  an  example  of  what 
might  happen  through  compliance 
with  a  listener's  request:  "Let's 
pretend  for  a  moment  you  are 
Foreign  Agent  192  and  you  want 
to  get  in  touch  with  Agent  84  with- 

out danger  to  yourself  through  cor- 
respondence. 

"You  could  very  well  send  in  a card  or  letter  to  our  station  which 

would  read  'Please  play  The  White 
Cliffs  of  Dover  for  me  tomorrow  at 

3  o'clock  and  wish  a  sunny  50th  an- 
niversary to  Mr.  and  Mrs.  Wil- 

loughby  of  323  Walnut  St.'  Sounds 
innocent,  doesn't  it?  But  do  you 
realize  that  could  mean:  50,000 
troops  embarking  for  England  to- 

morrow from  Pier  3.  Weather  fine. 
Contact  me  at  323  Walnut  Street?" 

While  official  Washington  has  in 
general  highly  praised  radio  for  its 
cooperation  in  strictly  observing 
censorship  regulations,  newspapers 
have  at  times  been  severely  criti- 

cized. Mr.  Price  said  in  part: 
"I  think  the  newspapers  have 

done  a  poor  job  of  informing  the 
public  why  some  information  has 
to  be  withheld.  The  Wartime  Code 
is  public  property,  but  I  doubt 
whether  a  half-dozen  newspapers 
have  ever  published  it,  either  as  a 
whole  or  section  by  section  over  a 
period  of  days,  or  taken  any  other 
steps  to  advise  their  readers  in  de- 

tail about  the  requests  made  by 
their  Government." 

After  suggesting  that  newspa- 
pers publish  "patient"  explanations 

of  the  Government's  reasons  for 
censorship,  Mr.  Price  continued: 
"What  is  the  basic  consideration  be- 

hind censorship?  It  is  simply  this: 
That  none  of  us  shall  provide  the 
enemy,  by  design  or  inadvertence, 
with  information  which  will  help 
him  to  kill  Americans.  Just  that, 
and  nothing  else." 

ELABORATE  preparations  have 
been  made  by  the  four  major  net- 

works for  complete  and  accurate 
coverage  of  nationwide  voting  Nov. 
3,  the  first  wartime  election  in  25 

years. To  supply  listeners  with  authen- 
tic trends  on  the  voting,  Fulton 

Lewis  Jr.,  MBS  commentator, 
broadcasting  from  New  York,  will 
telephone  prominent  political  per- 

sonages while  he  is  on  the  air.  He 
will  be  assisted  by  a  staff  of  news- 

men headed  by  Dave  Driscoll,  war 
service  director  of  WOR,  Mutual 
New  York  outlet,  while  a  special 
crew  of  tabulators  and  statisticians 
will  assist  on  the  results  of  the 
New  York  state  gubernatorial  race 
between  Thomas  E.  Dewey  and 
John  J.  Bennett  Jr.,  in  cooperation 
with  the  New  York  Herald-Tri- 
hxme. 

Frequent  Summaries 

NBC's  coverage  will  get  under 
way  at  7 :45  p.m.  Nov.  3  with  a 
last-minute  review  of  the  election 
picture  by  H.  V.  Kaltenborn,  NBC 
news  analyst.  At  half-hour  inter- 

vals throughout  the  evening,  NBC 
will  provide  three-minute  sum- 

maries of  late  returns  with  analy- 
ses by  Morgan  Beatty  from  Wash- 

ington, and  bulletins  from  NBC 
election  reporters  round  the  coun- 

try. Don  Goddard  will  headline  the 
coverage  of  the  New  York  State 
elections,  as  covered  by  WEAF, 
NBC  outlet  in  New  York. 

The  BLUE  will  present  Earl 
Godwin  at  8  p.m.  in  a  general  sum- 

mary, and  will  split  its  coverage 
of  the  bulletins  with  its  various 
affiliates  on  a  cooperative  basis. 
Every  half-hour  two-minute  re- 

ports will  be  broadcast,  with  Roy 
Porter  summarizing  at  scheduled 
intervals  from  New  York. 
Raymond  Gram  Swing  on  his 

regular  10  p.m.  news  program  will 

DEWEY  IN  ACTION 

Famous  Gases  DramaHzed  in 

'  Campaign  Series  

UNIQUE  political  broadcast  was 
aired  on  the  New  York  state  out- 

lets of  the  BLUE  Network  last 
week  in  connection  with  the 

Dewey-For-Governor  Committee's 
campaign.  Instead  of  the  usual 
speech-making  on  behalf  of  the 
candidate,  the  program  presented 
several  famous  eases  handled  by 
Thomas  E.  Dewey  when  he  was 
New  York's  district  attorney,  with 
Ford  Bond,  BLUE  announcer, 
questioning  leading  witnesses  in 
those  cases. 

The  program  was  written  by  Bob 
Shaw,  freelance  writer  formerly  in 
the  NBC  press  department,  and 
produced  under  the  direction  of 
Henry  Turnbull  of  Duane  Jones 
Co.,  New  York  agency  in  charge 
of  the  Republican  gubernatorial 
campaign. 

report  returns  and  the  11  p.m. 
Esso  Reporter  broadcast  will  be 
devoted  to  local  returns  in  New 
York.  BLUE  staff  reporters  also 

will  be  stationed  at  Dewey's  and 
Bennett's  headquarters,  with  plans 
to  originate  some  talks  from  those 
offices. 

Reporters  in  all  parts  of  the 
country  have  been  stationed  by 
CBS  to  broadcast  returns,  starting 
at  9:30  p.m.  with  John  Daly  from 
New  York.  Others  include  Jack 
Knell  from  Charlotte,  N.  C;  Wil- 

liam Mullins,  from  Boston;  Todd 
Hunter,  Chicago;  Francis  P.  Doug- 

las, St.  Louis;  Chet  Huntley,  Los 
Angeles,  and  back  to  New  York 
for  Ernest  K.  Lindley's  analyses. 
Late  returns  on  the  voting  for  gov- 

ernor and  other  officers  in  New 
York  will  be  given  by  John  Daly 
after  1  a.m.,  and  CBS  will  stay  on 
the  air  until  3  a.m.,  if  necessary, 
for  final  returns. 

Voluntary  Censorship 

Requires  Ample  News  of 

War,  Says  Byron  Price 
"UNLESS  ample  war  news  is  given 
out  by  the  Government,  our  volun- 

tary (censorship)  undertaking 
with  the  press  and  radio  will  col- 

lapse," Byron  Price,  director  of 
the  Office  of  Censorship,  warned  at 
a  forum  conducted  in  New  York 
last  Wednesday  under  auspices  of 
the  New  York  Times  and  broadcast 

by  WMCA,  New  York. Reassurance  that  complete  war 
news  would  be  available,  except  in 
cases  which  would  aid  the  enemy, 
came  from  Elmer  Davis,  director 
of  the  Office  of  War  Information 
when  he  pointed  out  that  up  to 
noon  last  Wednesday  all  sinkings 
of  major  U.  S.  naval  vessels  had 
been  reported  to  the  public  by  the 
Navy. 

Furthermore  Mr.  Davis  assured 

that  Navy  communiques  "have been  much  closer  to  the  complete 

story  than  those  of  the  enemy," and  observed  that  the  enemy  had 
been  more  secretive  about  its  losses 
than  the  U.  S.  Mr.  Price  consid- 

ered censorship  "a  necessary  evil" 
in  wartime  but  emphasized  the  re- 

sponsibility accepted  by  his  office 
in  preventing  restrictions  from  be- 

coming so  stringent  that  the 
American  public  is  ignorant  of  the 
progress  of  the  war. 

Serutan  Blue  Program 

Moves  Opposite  Benny 
SERUTAN  Co.,  Jersey  City,  spon- 

sor of  Drew  Pearson's  quarter-hour 
of  Washington  news  and  predic- 

tions on  the  BLUE  each  Sunday, 
6:30-6:45  p.m.,  is  shifting  the  pro- 

gram to  the  7-7:15  p.m.  period  op- 
posite Jack  Benny,  beginning  Nov. 

15,  at  the  same  time  increasing 
the  number  of  stations  from  28  to 
55. 

Raymond  Spector  Co.,  New  York, 
agency  in  charge,  stated  that  dur- 

ing the  past  year  the  program  has 
been  broadcast  in  Chicago  opposite 
Benny,  taken  off  the  line  and  re- 

corded for  a  delayed  broadcast  on 
WENR,  and  that  during  this 
period  sales  have  boomed  in  the 
Chicago  area.  Despite  the  hesitancy 
of  advertisers  generally  to  buck 
such  a  high-rating  program  as  the 
Benny  show,  the  Chicago  experi- 

ence has  encouraged  Serutan  to 
expand  its  competition  to  its  full 
network.  The  Serutan  programs 
are  produced  by  Henry  Souvaine. 

Spots  for  Tax  Book 
A  SPOT  campaign  to  publicize 
Your  Income  Tax  on  181  stations 
was  begun  Oct.  26  by  Simon  & 
Schuster,  New  York  publishers, 
and  will  consist  of  5  and  15-minute 
programs  3,  6  and  12  times  weekly, 
until  March  1,  1943.  Close  to  500 
stations  will  eventually  be  selected 
for  the  campaign.  Last  year  ap- 

proximately 70%  of  all  American 
stations  participated.  Agency  is 
Northwest  Radio  Adv.  Co.,  Seattle. 

Thriller  Returns 
CBS  will  resume  Suspense,  mystery 
series  authored  by  John  Dickson  Garr 
as  a  result  of  requests.  Returning  to 
the  air  Nov.  3,  the  weekly  program 
will  be  aired  in  its  regular  9:30  p.m. 
spot  starting  Nov.  10. 

GIFT  TO  ARTHUR  GODFREY  from  Spratts  Patent  (America)  Ltd., 
makers  of  dog  food,  and  new  participating  sponsor  on  his  early  morning 
program  on  WABC,  New  York,  is  this  Irish  setter,  focus  of  the  admiring 
glances  of  (1  to  r)  :  Arthur  Hull  Hayes,  general  manager,  WABC; 
Thomas  Young,  vice-president  and  general  manager  of  Spratts;  Arthur 
Godfrey,  commentator  and  m.c. ;  Robert  C.  Hazelton,  account  executive  of 
Paris  &  Peart,  New  York  agency  in  charge;  A.  P.  Ramsey,  of  Spratts. 
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In  dynamic  Detroit  the  automotive  industry, 
alone,  is  producing  more  than  $14,000,000  worth 
of  war  materiel  every  day!  And  still  production 
schedules  are  skyrocketing! 

Today,  there  are  more  than  580,000  hourly  paid 

workers  engaged  in  war  work  in  the  Detroit  in- 
dustrial area,  and  this  figure  is  growing  with  each 

passing  day. 

This  makes  Detroit  the  most  vital  and  re- 
sponsive market  now.  And  the  soaring  sales  of 

War  Bonds  guarantee  the  purchasing  power  of 
these  workers  in  the  future. 

Whether  you  have  merchandise  to  sell  now, 
or  a  good  name  to  uphold — the  Detroit  market 
can  be  reached  most  easily  and  economically  by 
using  WWJ — the  most  listened-to  station  in  this 
great  market. 
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Foreign  -  Language  Control 

Outlined  by  Federal  Officials 

Three- Way    System  of 
Reviewed  at  Meeting  of 

DEFINITE  outlines  of  Govern- 
ment and  industry  plans  for  regu- 

lating foreign-tongue  radio  pro- 
grams were  explained  in  Washing- 

ton Oct.  27  when  the  Foreign  Lan- 
guage Radio  Wartime  Control  Com- 

mittee met  for  four  hours  and 
heard  representatives  of  the  Office 
of  Censorship,  the  FCC  and  the 
OWL 

Government  plans  revealed  at 
the  meeting  indicated  that  initia- 

tive in  foreign-language  broadcast 
control  will  be  exercised  by  the 
Office  of  Censorship,  but  that  the 
FCC,  the  OWI  and  the  broadcast- 

ers themselves  will  have  important 
roles.  The  FLRWCC  will  be  the 
liaison  between  officials  and  indi- 

vidual broadcasters. 

How  It  Works 

Under  the  plan,  the  Office  of 
Censorship  will  monitor  programs 
and  advise  broadcasters  of  viola- 

tions of  the  voluntary  censorship 
code;  the  FCC  will  establish  a  new 
investigating  unit  to  prepare  re- 

ports on  the  backgrounds  of  em- 
ployes of  foreign-language  sta- 

tions; the  OWI  will  intensify  its 
creative  programming  activities. 

Despite  announcement  of  definite 
plans  for  Government  supervision 
of  foreign-tongue  radio,  Robert  K. 
Richards,  head  of  the  Office  of  Cen- 

sorship's new  Foreign  Language Section,  told  the  FLRWCC  session 
that  conditions  in  the  industry  are 
"quite  satisfactory".  He  said  that in  monitoring  programs  and  ex- 

amining scripts,  his  office  has  found 
that  individual  broadcasters  and 
the  FLRWCC  have  been  doing  a fine  job. 

Much  of  the  responsibility  for 
future  foreign-language  control 
will  be  in  Mr.  Richard's  hands,  as 
director  of  the  Foreign  Language Section.  His  job  will  be  to  assist 
broadcasters.  Responsibility  for 
programming  will  remain  in  the 
hands  of  station  managers. 

Until  now,  confusion  had  clouded 
the  function  of  Censorship,  FCC 
and  broadcasters  in  meeting  for- 

eign-language problems.  Both  Cen- 
sorship and  FCC  plan  monitoring 

services,  and  neither  agency  would 
accept  responsibility  for  the  in- 

vestigation of  personnel.  These  in- 
vestigations are  at  present  carried 

out  voluntarily  by  the  FLRWCC. 
Several  weeks  ago  the  Federal 

Bureau  of  Investigation  had  been 
asked  to  survey  personnel  of  for- 

eign-language broadcasting  sta- 
tions. J.  Edgar  Hoover,  director  of 

the  bureau,  refused  to  accept  the 
responsibility,  and  in  a  letter  to 
the  FCC  pointed  out  his  office  was 
overloaded  with  work.  As  a  result, 
FCC  will  do  the  investigating  it- 

self, Chairman  Fly  told  a  House 
Appropriations  subcommittee,  and 

Governmental  Direction 
Industry  Group 

will  set  up  a  new  staff  of  25  in- 
vestigators for  the  job  [Broad- 

casting, Oct.  12]. 

OWI's  part  in  the  foreign-lan- 
guage setup  was  explained  at  the 

FLRWCC  meeting  by  Lee  Falk,  its 
foreign-language  radio  director, 
who  indicated  his  department 
would  intensify  its  work  on  cre- 

ative programming.  Mr.  Falk  em- 
phasized OWI's  desire  for  continu- 

ance of  programs  in  foreign-lan- 
guages, but  with  "an  American 

approach"  that  would  avoid  "Euro- 
pean animosities."  Such  programs 

would  not  skirt  the  issue  of  war, 
but  would  take  the  "we  are  all 
Americans"  angle. 

Italian  Leads 

In  detailing  OWI's  work,  Mr. 
Falk  revealed  that  118  stations  had 
answered  a  questionnaire  sent  out, 
and  that  an  analysis  of  these  an- 

swers showed  that  Italian  pro- 
grams account  for  more  time  than 

any  other  tongue,  although  more 
stations  use  programs  in  Polish. 
Exclusive  of  spot  announcements, 
Mr.  Falk  told  the  FLRWCC,  this 
survey  shows  that  about  one-third 
of  the  time  is  sustaining,  and  that 
about  7%  of  foreign-language  time 

OUT  OF  THE  TURF  came  50,000  feet  of  pure  copper  ribbon  and  more 
than  300  pounds  of  99%  aluminum,  recovered  from  the  old  5,000-watt 
towers  of  WPTF,  Raleigh.  Richard  Mason  WPTF  manager  (left),  and 
Henry  Hulick,  chief  engineer,  are  looking  over  the  ribbon  pile  just  before 
it  was  carted  away  by  Raleigh  scrap  campaign  workers. 

is  given  to  public  service  programs. 
Almost  all  of  these  public  service 
features  consist  of  programs  pre- 

pared by  OWI. 
In  addition  to  Mr.  Richards  and 

Mr.  Falk,  Jerry  Spingarn,  of  the 
FCC  War  Problems  Division,  spoke 

briefly  on  plans  for  the  new  investi- 
gating service,  and  restated  broad- 

caster's responsibility  under  the 
War  Code.  Other  Government  ob- 

servers were  Edward  H.  Bronson, 
Mr.  Richard's  assistant  at  the  Of- 

fice of  Censorship,  and  Mrs.  Olivia 
Sachs,  FCC.  Russell  P.  Place  sat  in 
for  the  NAB. 
Two  new  directors  of  the 

Campaigns  to  Promote  Stars  of  Movies 

In  Air  Tieups  Are  Planned  by  Studios 

FOLLOWING  successful  test  cam- 
paigns in  connection  with  current 

releases,  20th  Century-Fox  Film 
Corp.,  plans  a  concerted  radio  tie- 
in  on  all  pictures  for  periods  of 
two  months  in  advance  of  showing 
until  film  is  well  underway  in  its 
second  run.  Tests  were  made  with 

"Tales  of  Manhattan"  and  "The 
Pied  Piper".  Results  are  stated  to 
have  been  definitely  of  box  office 
benefit  over  a  30-day  period. 

Radio  tieups  are  now  being  ar- 
ranged for  all  76  players  under 

20th  Century-Fox  contract.  Casting 
and  exploitation  departments  are 
coordinating  efforts  to  insure  avail- 

ability of  players  at  times  required 
for  radio  appearances.  Programs 
on  which  players  appeared  and 
plugged  pictures  during  the  past 
month  include  CBS  Lux  Radio 
Theatre;  BLUE  Coca  Cola  Spot- 

light; CBS  Chesterfield  Hour;  CBS 

Radio  Reader's  Digest;  BLUE  Jer- 
gens  Journal;  BLUE  Breakfast  at 
Sardi's;  CBS  Screen  Guild  Players, 
as  well  as  on  special  broadcasts 
over  CBS,  NBC  and  BLUE  net- 
works. 

Paramount  Plans 

Paramount  Pictures  will  give 
"Star  Spangled  Rhythm"  the  big- 

gest radio  exploitation  campaign 
it  ever  used  for  any  film,  according 

to  announcement.  Now  being  lined 

up  as  the  company's  holiday  season 
release,  hitting  key  cities  simul- 

taneously during  the  Christmas- 
New  Year's  period,  the  radio  plugs 
are  scheduled  for  all  national  net- 

works and  independent  stations  be- 
fore and  during  the  picture's  gen- eral showing. 

Film  cast  is  the  most  impressive 
in  Paramount's  annals,  with  main 
title  billing  calling  for  16  star 
names,  23  top  feature  players  in 
addition  to  three  directors  who  ap- 

pear before  the  cameras. 
This  array  of  talent  contains  21 

experienced  radio  personalities,  in- 
cluding Bing  Crosby,  Bob  Hope, 

Dorothy  Lamour,  Mary  Martin, 
Dick  Powell,  Victor  Moore,  Ray 
Milland,  Betty  Hutton,  Eddie 
Bracken,  Paulette  Goddard  and  Ve- 

ronica Lake  from  the  star  group, 
and  Betty  Rhodes,  Dona  Drake, 
Lynne  Overman,  Johnnie  Johnston, 
Gil  Lamb,  Cass  Daley,  Walter  Cat- 
lett  and  the  Golden  Gate  Quartette, 
from  the  feature  lineup,  and  Cecil 
B.  DeMille  of  the  directorial  trio. 

Majority  of  these  have  regular 
radio  commitments  which  give  them 
an  automatic  opening  for  picture 
plugs.  Other  talent  will  be  spotted 
on  a  wide  variety  of  networks  as 
well  as  local  programs  to  assist  in 
the  radio  buildup. 

FLRWCC  were  elected  at  the  meet- 
ing as  replacements  for  Griffith  B. 

Thompson,  former  manager  of 
WBYN,  Brooklyn,  and  Harry  Hen- 
schel,  former  manager  of  WOV, 
New  York,  both  of  whom  are  now 
in  the  armed  forces.  The  new  offi- 

cers are  A.  N.  Armstrong,  general 
manager  of  WCOP,  Boston,  and 
Patrick  Stanton,  manager  of 
WDAS,  Philadelphia. 
Members  of  the  FLRWCC  at- 

tending were  Arthur  Simon, 
WPEN,  chairman;  Joseph  Lang, 
WHOM,  Jersey  City,  treasurer;  C. 
M.  Dobyns,  KGER,  Los  Angeles; 
A.  N.  Armstrong,  WCOP,  Boston; 
Ralph  Weil,  WOV,  New  York; 
Arnold  Hartley,  WGES-WSBC, 
Chicago;  Pat  Stanton,  WDAS, 
Philadelphia. 

Burkland 

BVRKLAND  NAMED 

WJSV's  MANAGER 
CHARLES  J.  BURKLAND,  for  the 
last  year  a  member  of  the  New 
York  staff  of  Radio  Sales,  has  been 
appointed  general  manager  of 

WJSV,  CBS 
owned  and  oper- ated station  in 
Washington,  Dr. Frank  Stanton, 

CBS  vice-presi- dent, announced last  week. 
Burkland,  who 

will  take  over  his 

new  duties  with- in the  next  two 

weeks,  will  suc- ceed A.  D.  Willard  Jr.  who  has  been 
made  general  manager  of  WBT, 
Charlotte,  another  CBS  M  &  O 
station,  as  part  of  a  realignment 
of  the  managers  of  these  outlets 

that  moves  A.  E.  Joscelyn,  WBT's manager,  to  WCCO,  Minneapolis, 
and  brings  William  E.  Forbes  from 
that  station  to  New  York  as  an 
executive  assistant  to  the  network 
management  [Broadcasting,  Oct. 

26]. 

Born  in  Buffalo,  Minn.,  Burkland 
attended  the  U  of  Minnesota  and 
began  his  radio  career  in  1929 
when  he  joined  WCCO  as  an  an- nouncer. Working  subsequently  in 
the  station's  production  department 
and  as  a  salesman,  he  was  sales 
manager  of  WCCO  for  four  years. 
A  year  ago,  in  October  1941,  he was  transferred  to  the  staff  of 
Radio  Sales  in  New  York. 
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BIG  AGGIE 

I  Let  this  crashin',  smashin'  whirlwind  of  a 

record-bustin'  go-getter  put  you  across  the  goal. 

There's  no  stopping  Big  Aggie.  Power  to  bowl 
over  all  resistance  ...  a  clear  field  that's  free 

from  competition  .  .  .  and  a  special  "something" 
that's  not  in  the  rule  book.  She's  Triple-Threat 
for  sure  .  .  .  she  and  the  station  she  represents. 

WNAX  is  the  triple  threat  station  of  the  rich 

middle-west.  A  frequency  that  permits  reaching 
out  for  the  far  ones — strategic  location  far  from 
other  network  stations — and  enviable  soil  con- 

ductivity that  carries  the  signal  over  the  greater 
part  of  Iowa,  Minnesota,  Nebraska  and  the 
Dakotas. 

Get  WNAX  on  your  team.  Let  us  tell  you  how 

others  score  a  gain  and  a-gain. 

7^  Simm.P<>^&i^Afa^^ 

SIOUX  CITY  *  YANKTON 
Affiliated  With  Columbia  Broadcasting  System 

570  On  Your  Dial 



War  Lament  of  the  Puzzled  Locals 

Washington   Is  Resting 

While  We  Die, 

Says  One 

EDITOR,  Broadcasting: 
Three  thousand  miles  seem  a 

long  way  between  this  whistle-stop 
on  the  Pacific  Coast  and  Washing- 

ton, D.  C,  where  men  supposedly 
cogitate  the  fate  of  wartime  radio. 
And  an  even  greater  chasm  seems 
to  separate  the  small  station,  the 
familiar  250-watter,  and  a  deci- 

sion which  must  ultimately  be  made 
on  the  future  status  of  the-likes-of- 
us.  And,  so,  I  unburden  myself,  suf- 

fering pride  of  authorship,  and  put 
on  paper  a  few  questions  that  I  ask 
myself  every  day. 

1 —  What's  going  to  happen,  when 
small,  whistle-stop  stations  can 
still  operate  with  tubes  and  present 
equipment,  but  have  insufficient  ad- 

vertising income  upon  which  to 

justify  operation?  It's  coming,  you 
know!  It  is  estimated  in  Washing- 

ton, itself,  that  300,000  small  busi- 
nesses will  suffer  unquestionable 

death  by  the  end  of  1943.  And,  we 
of  the  whistle-stops  thrive  on  the 
so-called  small  business  man;  in 
fact,  he  and  we  are  one. 

Equipment   No  Problem 
Yet  the  NAB,  the  FCC,  conjure 

ways  and  means  to  ration  tube  and 
equipment  replacements,  when,  in 
the  background,  lurks  a  dismal 
problem  that  grows  more  menac- 

ing hourly.  A  problem  far  more 
serious  to  the  small  station  than 
equipment  shortages. 

2 —  What's  going  to  happen,  when the  small  stations  are  counted  out 
at  the  end  of  1943  along  with  300,- 
000  other  businesses  like  them?  Are 
licenses  to  be  forfeited,  discarded 
into  oblivion;  or  are  provisions  in 
the  offing  to  allow  license  suspen- 

sions for  the  duration? 

3 —  What's  going  to  happen,  when 
a  small  station,  like  300,000  small 
businesses  up  against  the  wall, 
loses  its  investment?  And  we  mean 
not  only  the  financial  investment 
in  equipment,  but  the  investment  in 
goodwill,  public  trust  and  commun- 

ity confidence  that  have  taken  years 
to  create  and  constant  alertness  to 
maintain. 

4 —  What's  going  to  happen,  when 
it  is  realized  in  Washington  that 
the  whistle-stops  have  a  vital  part 
to  play  in  the  war  effort?  Perhaps 
we  shouldn't  survive;  perhaps 
metropolitan  radio  is  sufficient  to 
fulfill  the  ever  enlarging  field  of 
radio's  responsibility  to  the  public; 
perhaps  our  contribution  to  the 
whole  is  negligible  and  our  contin- 

ued existence  unsound.  But — why 
not  an  answer  from  Washington? 
Decisions  must  be  made,  and  soon! 
The  250-watters,  sitting  out  on  the 
limb  of  uncertainty,  striving  to 
live  on  ever-dwindling  advertising 
revenue  and  still  maintain  public 
service  to  community  and  govern- 

ment, are  misplaced  entities  in  an 
economy  of  total  war. 
You  say:  work  harder;  no  one 

survived  without  effort;  nurture 
accounts  that  have  never  used  radio 
previously.  We  say:  you  cannot 
fight  the  battle  of  advertising  in 
the  whistle-stops  when  merchants 
can  no  longer  obtain  goods  nor  the 
personnel  to  sell  these  goods.  Stu- 

pidity abounds  in  a  situation  when 
you  fight  an  obviously  losing  and 
unproductive  battle  against  busi- 

ness ;  against  equipment  shortages ; 
against  the  problem  of  what  wages 
you  pay  and  what  you  should  pay; 
and  against  the  insurmountable 
problem  of  losing  station  person- nel. 

'All  in  Same  Boat' 
It  is  obvious  that  radio  is  in  no 

more  serious  straits  than  other 

business.  As  a  truism:  "We're  all 
in  the  same  boat."  But,  radio,  even 
in  the  whistle-stops,  has  a  respon- 

sibility to  the  public  that  surpasses 
that  of  any  other  business.  And 
the  answer  to  that  headache  must 
come  from  Washington.  And,  soon! 

But,  in  all  probability,  the  an- 
swer is  being  written  while  Wash- 

ington waits.  And,  once  again  in 
the  realm  of  conjecture,  perhaps 
that  is  best.  Radio  should  not  be 
exempt  from  the  benefactors  of 
this  war;  after  all,  this  war  is  go- 

ing to  unlearn  a  lot  of  people  and 
teach  most  of  us  many  an  important 
lesson.  If  the  wheels  slowly  grind 
forward,  forcing  closure  upon  a 

great  many  of  us  whistle-stops,  it 
may  be  that  the  greatest  good  has 
happened  after  all. 

Advantages 

What  good,  you  say!  Personally 
we  can  think  of  a  few  things  that 
would  not  be  amiss ;  and  we  suspect 
there  may  be  other  whistle-stop 
managers  who  might  see  eye-to- 
eye  and  tube-to-tube  with  us. 

1.  Just  think:  without  the  lip 
service  of  legal  counsel;  without 
Washington  hearings ;  without 
pressure  groups — ^the  general  mess on  the  ether  is  cleared.  As  the 
whistle-stops  disappear,  the  radio 
dial  clears  up  to  the  eternal  pleas- 

ure of  the  listener  and  the  FCC. 
2.  Just  think:  the  managerial 

bad-taste-in-the-mouth,  which  usu- 
ally occurs  every  morning  over  the 

mail,  is  no  more.  Just  think:  that 
the  morning  chore  of  discovering 
the  shortest  distance  into  the 
wastebasket  for  all  sorts  of  mail  is 
now  a  thing  of  the  past.  No  longer 
need  you  feel  shame-faced  about 
chucking  into  the  wastebasket  the 
latest  publicity  brainchild  out  of 
Washington,  requests  for  this-and- 
that  and  free  advertising,  mean- 

ingless inquiries  from  agencies  re- 
questing surveys,  and  a  hundred  of 

similar  items  of  insignificance  that 
used  to  harrass  you  daily. 

3.  Just  think:  no  more  fretful 
days  to  be  spent  over  an  applica- 

tion for  license  renewal  or  the  an- 
nual FCC  financial  report. 

4.  Just  think:  no  more  trouble- 
some questionnaires  to  come  your 

way  from  the  NAB  and  the  FCC. 
5.  Just  think:  no  more  concern 

over  what  your  underpaid  employ- 
ees think  of  you.  No  more  wrang- 

ling with  the  union  over  what- 
should-be  and  what-is-possible. 

6.  Just  think:  those  pesky  prob- 
lems that  seem  so  characteristic 

of  whistle-stop  radio,  adding  gray 
hairs  promiscuously,  are  all  swept 
away  with  one  full  swoop  of  cir- 
cumstance. 

Yes,  Mr.  Editor,  it  may  all  be 
for  the  best — this  death  of  whistle- 
stop  radio.  To  blazes  with  public 
service,  governmental  cooperation, 
and  civic  benefit.  Yes,  it  may  all  be 
for  the  best  that  our  swan  song 
is  being  sung  while  Washington  is 
silent  before  the  sweep  of  an  al- 

most uncheckable  circumstance. James  C.  Wallace,  j 

Manager,  KAST,  J 
Astoria,  Ore.  I 
Oct.  21,  1942. 

Purex  to  BBDO 

PUREX  Corp.,  Los  Angeles 
(bleaching  solution),  has  appointed 
BBDO,  Hollywood,  to  handle  its 
advertising,  according  to  Adrien 
Pelletier,  president  of  the  firm. 
W.  B.  (Doc)  Geissinger,  for  14 
years  advertising  manager  of  Cali- fornia Fruit  Growers  Exchange, 
Los  Angeles  (Sunkist  oranges, 
lemons),  and  now  with  BBDO,  is 
account  executive. 

advertising  budgets,  (3)  the  public 
patronage  reasonably  to  be  expected 
in  the  future,  (4)  the  increased  cost 
of  the  elements  entering  into  the  total 
of  advertising  expenditures,  (5)  the 
introduction  of  new  products  and  added 
lines,  and  (6)  buying  habits  neces- 

sitated by  war  restrictions,  by  prior- 
ities, and  by  the  unavailability  of 

many  of  the  raw  materials  formerly 
fabricated  into  the  advertised  prod- ucts. 

Types  of  Expenses 
Reasonable  expenses  incurred  by 

companies  in  advertising  and  adver- 
tising technique  to  speed  the  war  effort 

among  their  own  employes,  and  to  cut 
down  accidents  and  unnecessary  ab- 

sences and  inefficiency,  will  be  allowed 
as  deductions.  Also,  reasonable  ex- 

penditures for  advertisements,  includ- 
ing the  promotion  of  Government  ob- 

jectives in  wartime,  such  as  conserva- 
tion, salvage,  or  the  sale  of  war  bonds, 

which  are  signed  by  the  advertiser, 
will  be  deductible  provided  they  are 
reasonable  and  are  not  made  in  an 
attempt  to  avoid  proper  taxation. 

It  is  the  statutory  responsibility 
of  the  bureau  to  determine  and  collect 
Federal  taxes  among  which  are  the  in- 

come and  excess  profits  taxes,  and  to 
prevent  abuses  and  attemps  to  avoid 
the  high  tax  rates  to  which  business 
will  be  subject  under  the  proposed  tax 
bill  now  before  Congress. 
No  definite  rule  for  determining 

what  is  reasonable  in  the  case  of 
expenditures  for  advertising  can  be 
laid  down  in  advance  so  as  to  fit  all 
situations  and  all  classes  of  taxpayers. 
In  determining  whether  the  amounts 
are  reasonable,  it  is  necessary  to  take 
into  consideration  all  the  facts  and 
circumstances  in  each  particular  case. 

The  bureau  will  consider  applica- tions for  individual  rulings.  It  is, 
however,  busy  with  an  unusual  volume 
of  work,  and  it  is  believed  that  if 
taxpayers  will  keep  in  mind  the  fore- 

going general  rules,  individual  rulings 
will  not  be  necessary  except  under 
most  unusual  circumstances. 

Formal  Statement  of  Treasury 

Cites  Advertising  Tax  Stand 

Reasonable  and  Legitimate  Payments  Permitted, 

According  to  'Internal  Revenue  Bulletin' 
ADVERTISING  is  recognized  a? 
"a  necessary  and  legitimate  busi- 

ness expense  so  long  as  it  is  not 
carried  to  an  unreasonable  extent 
and  does  not  become  an  attempt 

to  avoid  proper  tax  payments"  in 
a  statement  published  last  week  in 
the  Internal  Revenue  Bulletin. 

The  statement  is  in  effect  an 
interpretation  of  Section  19.28 
(a) — 1  of  the  Internal  Revenue 
Code,  relating  to  business  expenses, 
and  it  is  a  reiteration  in  formal 
language  of  policy  enunciated  by 
Secretary  of  the  Treasury  Morgen- 
thau  before  the  Joint  Congressional 
Committee  on  Internal  Revenue 
Taxation  last  May  28  and  by  Com- 

missioner Guy  T.  Helvering  in  cor- 
respondence with  the  Assn.  of  Na- 

tional Advertisers  [Broadcasting, 
May  25,  June  1,  Oct.  5,  12]. 

Need  of  Advertising 

Expressing  unwillingness  to  lay 
down  a  definite  rule  as  to  what  are 
"reasonable"  expenditures  for  ad- 

vertising, the  Treasury  evinced  an 
appreciation  of  the  necessity  of  ad- 

vertising under  wartime  conditions, 
pointing  particularly  to  Govern- 

ment promotions  which  are  de- 
ductible, and  stated  it  would  con- 

sider  applications   for  individual 

rulings.  Because  of  its  unusual 
volume  of  work,  however,  it  asked 
that  taxpayers  bear  in  mind  gen- 

eral rules  it  laid  down  in  its  state- 
ment so  as  to  avoid  the  necessity  of 

individual  rulings. 

The  Revenue  Bureau's  statement, 
setting  forth  its  official  attitude 
on  tax  deductions  for  advertising, 
follows : 

Advice  is  requested  as  to  the  ex- tent expenditures  for  advertising  will 
be  deductible  from  gross  income  for 
Federal  income  tax  purposes. 
To  be  deductible,  advertising  ex- 

penditures must  be  ordinary  and 
necessary  and  bear  a  reasonable  rela- tion to  the  business  activities  in  which 
the  enterprise  is  engaged.  The  bureau 
recognizes  that  advertising  is  a  neces- 

sary and  legitimate  business  expense 
so  leng  as  it  is  not  carried  to  an  un- reasonable extent  or  does  not  become 
an  attempt  to  avoid  proper  tax  pay- ments. 

The  bureau  realizes  that  it  may  be 
necessary  for  taxpayers  now  engaged 
in  war  production  to  maintain, 
through  advertising,  their  trade  names 
and  the  knowledge  of  the  quality 
of  their  products  and  good  wiU  built 
up  over  past  years,  so  that  when  they 
return  to  peacetime  production  their 
names  and  the  quality  of  their  prod- 

ucts will  be  known  to  the  public. 
In  determining  whether  such  ex- 

penditures are  allowable,  cognizance 
will  be  taken  of  (1)  the  size  of  the 
business,    (2)    the  amount   of  prior 
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WQRC 

CONNECTICUT'S  PIONEER  BROADCASTER 

Prospective  Orders  on  Cross-Hauling 
To  Affect  Radio  Advertised  Products 

FOR  MORE  $ALE$ 

CARRYING  ALL  CBS  MAJOR  PROGRAMS 

KWKW 

1000  Watts 

at 

1430  Kilocycles 

Pasadena,  Calif. 

Servicing  the  whole 
Los  Angeles  Metropol- 

itan Area  3,000,000 
high    wage  earners. 

CROSS-HAULING  by  truck  of 
many  products  now  nationally-  ad- 

vertised by  radio  would  be  sharply 
curtailed  by  regulations  in  pre- 

paration at  Office  of  Defense 
Transportation,  with  marketing 
practices  certain  to  be  sharply 
affected.  Necessary  authority  for 
the  issuance  and  enforcement  of 
such  regulatory  measures  already 
exists,  according  to  ODT. 
"Luxury"  and  "non-essential" 

merchandise  are  slated  to  be  first 
to  feel  the  blow  of  these  constric- 

tive measures.  The  War  Produc- 
tion Board  and  ODT  are  now  mak- 

ing a  combined  study  of  merchan- 
dise within  these  categories.  Pend- 
ing final  official  decision  the  indi- 

vidual items  under  consideration 
were  not  named  even  tentatively. 

Eastman  Interested 

The  subject  is  receiving  serious 
consideration  by  Joseph  B.  East- 

man, director  of  ODT,  and  it  was 
said  no  hasty  or  ill-considered  de- 

cisions may  be  expected.  However, 
when  final  action  is  taken  concern- 

ing a  particular  luxury  or  non-es- 
sential, it  is  expected  the  ban  on 

"cross-hauling"    of    that  product 

will  be  made  efl'ective  almost  at 
once.  Bans  on  certain  products  with 
which  the  radio  industry  is  not 
directly  concerned  already  have 
been  issued,  an  example  being 
cement. 

Mr.  Eastman,  in  a  recent  speech, 
gave  the  following  definition  of 
cross-hauling : 

"It  has  been  an  American  prin- 
ciple, and  a  good  one,  to  let  people 

compete  freely  and  sell  and  trade 
where  they  will.  It  is  a  principle 
that  we  all  want  to  preserve — in 
times  of  peace.  But  we  are  in  an 
all-out  war.  Undoubtedly  this  way 
of  doing  business  increases  materi- 

ally the  amount  of  transportation 
to  be  performed.  A  producer  in 
Boston  sells  in  Chicago.  His  com- 

petitor in  Chicago  sells  in  Boston. 
Their  goods  cross  on  the  way. 
That  is  cross-hauling  in  its  narrow 
sense.  A  man  in  Worcester  may 
buy  in  Boston  or  he  may  buy  the 
same  goods  in  Chicago.  In  the 
latter  case,  the  amount  of  trans- 

portation is  much  greater.  This 
is  cross-hauling  in  a  broader  sense. 
A  more  precise  term,  of  course, 

would  be  excessive  hauling." 

WWNY,  Watertown,N.  Y. 
Dedicates  Transmitter 

WWNY,  Watertown,  N.  Y.,  on 
Oct.  21  formally  dedicated  its  new 
facilities,  1,000  watts  fuUtime  on 
790  kc,  with  an  hour  program 
written  and  produced  by  Thomas 
E.  Martin,  station  manager.  In- 

cluded on  the  program  were  Pvt. 
Stephen  Kennedy  and  Corp.  Earl 
Weidman,  Pine  Camp,  N.  Y.,  Bob 
O'Hara  and  his  Hotel  Woodruff 
orchestra  and  Harold  B.  Johnson, 
editor  and  publisher  of  the  Water- 
town  Daily  Times,  operator  of  the 
station.  Pvt.  Kennedy  appeared  on 
the  concert  stage  and  radio  before 
his  induction  into  the  Army  and 
Corp.  Weidman  on  nation-wide 
broadcasts  as  a  baritone. 

The  radio  station  was  established 
April  29,  1941  with  500  watts  on 
1300  kc.  daytime  only.  The  con- 

struction permit  for  the  new  sta- 
tion was  obtained  last  December. 

NBC  Defines  Duties 

TO  CLARIFY  misunderstandings 
concerning  the  recent  change  in 
positions  of  William  Burke  Miller 
and  Bertha  Brainard  in  NBC's 
program  department,  the  network 
issued  a  statement  last  week  to  this 
effect:  "William  Burke  Miller, 
NBC  eastern  program  manager, 
has  been  assigned  the  additional 
duties  of  war  program  manager, 
while  Miss  Brainard,  in  charge  of 
package  program  sales,  has  been 
appointed  an  assistant  to  C.  L. 
Menser,  NBC  vice-president  in 
charge  of  programs,  in  addition 
to  her  present  duties."  It  was  mis- takenly reported  in  the  Oct.  26 
Broadcasting,  that  Miss  Brainard 
had  been  appointed  assistant  to 
Mr.  Miller  in  connection  with 
NBC's  war  programs. 

Government's  Charges 

Against  German  Alien 
Announcer  Are  Dropped 

CHARGES  against  Heinzdeiter 
Baron  von  Schoenermarck,  a  Ger 
man  alien  formerly  employed  as  an 
announcer  and  newscaster  by 
WMFD,  Frederick,  Md.,  have  been 
dropped  by  the  Federal  authorities 
and  the  youth,  who  was  known  on 
the  air  as  Brandon  Roberts,  has 
been  released  on  parole.  He  was  ar- 

rested by  FBI  agents  last  July, 
after  having  been  discharged  by 
the  station.  He  was  charged  with 
failure  to  register  as  an  enemy 
alien  and  with  posing  as  an  Amer- 

ican citizen. 
At  the  time  he  pleaded  innocent 

and  was  held  in  Hagerstown,  under 
$10,000  bail  for  a  Federal  grand 
jury.  Four  charges  against  him 
were  dropped,  however,  after  it  was 
found  that  he  had  applied  for 
American  citizenship,  had  taken  out 
his  second  papers  and  had  been 
authorized  by  Federal  authorities 
to  use  the  name  Brandon  Roberts. 
Born  in  Heidelberg,  he  came  to  this 
country  in  1929  and  attended  Har- 

vard as  well  as  network  announc- 
cers'  school  in  New  York,  which 
recommended  him  to  the  Frederick 
station. 
WMFD  had  released  the  youth 

some  months  before  FBI  agents 
picked  him  up,  and  its  executives 
were  completely  surprised  when  he 
was  taken  into  custody.  A.  V.  Tid- 
more,  general  manager,  stated  that 
he  did  not  take  him  into  his  confi- 

dence when  employed,  and  added 
that  he  is  not  being  re-employed  by 
WMFD. 

Ruppert's  1943  Plans JACOB  RUPPERT  BREWERY, 
New  York,  currently  sponsoring 
Stan  Lomax  on  WOR,  New  York, 
as  well  as  spot  announcements  in 
selected  markets,  will  use  essen- 

tially the  same  radio  schedules 
during  1943,  according  to  Ruth- rauff  &  Ryan,  New  York,  agency 
in  charge,  which  is  now  working 
on  the  company's  advertising  plans for  next  year. 

Noxzema  Renewing 

NOXZEMA  CHEMICAL  Co.,  Bal- 
timore (skin  cream  and  lotions), 

during  the  month  of  October  has 
been  renewing  contracts  for  its 
quiz  programs,  titled  in  the  major- 

ity of  cases  Quiz  of  Two  Cities. 
Programs  are  now  heard  on  17 
stations  in  19  cities  in  various 
parts  of  the  country.  The  com- 

pany has  also  renewed  the  Battle 
of  the  Boroughs  on  WOR,  New 
York,  and  the  All  Iowa  Quiz  on 
WHO,  Des  Moines.  Agency  is 
Ruthrauff  &  Ryan,  New  York. 

"How  bout  WFDF  Flint  Michi- 

gan, ef  yore  a-huntin'  fer  spots!" 

ONA  MUNSON,  film  and  radio 
actress,  has  joined  KNX,  Hollywood, 
as  producer,  and  is  currently  assigned 
to  the  weekly  half-hour  all-girl  pro- 

gram, Victory  Belles.  Miss  Munson 
is  first  feminine  addition  to  that  sta- 

tion's pi'oduction  stafE. 

AN  INCREASE  in  the  participation  of  the  BLUE  Breakfast  Club  by 
Swift  &  Co.,  (meat  products)  is  given  the  signed  okay  by  Vernon  D. 
Beatty  (right).  Swift  advertising  manager,  while  Don  McNeill  (left), 
m.c.  of  the  program,  and  E.  R.  Boroff,  vice-president  of  BLUE  Chicago, 
give  the  approving  nod.  The  company  has  increased  from  three  to  five 
days  a  week,  and  from  87  stations  to  the  full  network  of  143. 
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GOOD,  MADAM?  WHY  IT'S  ADVERTISED  OVER  WBBMI 

wBBm 

CHICAGO 

50,000  WATTS 

For  17  straight  years  wBBm  has  sold  more  products 

for  dealers  and  done  more  direct  dealer  contacting 

than  any  other  Chicago  station.  This  is  one  of  the  rea- 

sons why  surveys  prove  dealers  have  a  30%  preference 

for  wBBm.  Let  this  preference  help  sell  your  product. 

"'0"  FOR  17  STRA»6ttV- 

wBBm  is  the  midwestern  key  station  for  the  Columbia  Broadcasting  System  and  is  represented 
nationally  by  Radio  Sales:  New  York,  Chicago,  St.  Louis,  Charlotte,  Los  Angeles,  San  Francisco 



'"^  ALUTING  civilians  engaged in  the  war  effort,  KDYL,  Salt 
Lake  City,  is  presenting-  a 
quarter-hour  weekly,  The 

Civilian  Soldier,  sponsored  by  Mul- 
lett-Kelly  Co.,  that  city.  Premier broadcast  Oct.  22  honored  the 

Utah  Copper  Co.'s  Bingham  open pit  copper  mine  and  its  thousands 
of  employes,  called  attention  to  the 
Army-Navy  'E'  awarded  the  firm. 
Show  is  written  and  produced  by 
Alvin  G.  Pack,  of  KDYL's  program department. ^  ^  ^ 

College  Programs 
COLLEGE  NEWS,  music,  plays 
and  special  features  are  included 
in  a  half-hour  program  The  Call 
of  the  Campus,  on  WEOA,  Evans- 
ville,  Ind.  Three  regular  weekly 
programs  now  originate  from  the 
campus  studio  of  Evansville  Col- 

lege, the  others  being  a  half-hour 
show,  The  Children's  Story  Hour, 
featuring  stories  especially  for 
school  children,  and  Prof.  Hjorts- 
vang's  program,  a  quarter-hour  of 
vocal  selections  by  the  professor 
and  his  students. 

^      ̂   ^ 
Baron  Eje 

A  SPANISH  Lord  Haw-Haw, 
named  "Baron  Eje"  (Eje  means 
Axis  in  Spanish),  bowed  in  over 
NBC  shortwave  facilities  Oct.  23, 
analyzing  the  propaganda  output 
of  Axis  radio  stations,  pointing 
out  their  contradictions  and  blun- 

ders. Portrayed  by  Rafael  Carvajal, 
Spanish-langage  writer  and  actor, 
"the  Baron"  is  heard  Fridays  8:45 
p.m.  (EWT)  over  WRCA-WNBI, 
and  presented  in  cooperation  with 
the  Coordinator  of  Inter-American 
Affairs. 

PROGRAMS 

Fort  Monmouth  Series 

FORT  MONMOUTH'S  latest  ra- 
dio series,  Music  From  Monmouth, 

featured  Sunday  afternoons  on 
WCAP,  Asbury  Park,  N.  J.,  does 
a  threefold  promotion  job.  It  gives 
the  post  musical  units  a  chance  to 
display  their  talents;  stresses  the 
importance  of  buying  War  Bonds; 
recruits  men  for  the  Army  Signal 
Corps.  Many  NBC  and  CBS  staff 
musicians  make  up  the  Fort  Mon- 

mouth band  roster  and  two  former 
radio  men,  Lt.  Spencer  Allen,  for- 

merly of  WGN,  Chicago,  and  Sgt. 
Tom  DeHuff,  formerly  of  NBC, 
New  York,  produce  and  write  the 
series. 

Map  and  War 
KGO,  San  Francisco,  collaborat- 

ing with  the  San  Francisco  Chroni- 
cle, has  started  a  war  coverage 

series  sponsored  by  the  newspaper. 

The  program  Let's  Look  at  the Map,  is  based  upon  a  large  map  of 
a  war  front  printed  in  the  Sunday 
Chronicle.  The  announcer  advises 
listeners  of  the  page  upon  which  it 
appears  and  asks  them  to  spread 
it  out  before  them.  Then,  pointing 
out  the  location  of  the  latest  war 
activity,  the  program  describes  the 
geographical  and  strategic  aspects 
of  the  area,  making  constant  refer- 

ence to  the  map. 

coil  m£  a. 

Don  Anthony  Best^  age 
5,  is  more  than  a  Boom 
Baby.  He^s  a  **Boom 
Baby  With  a  Future!" Because  he  was  born  in 
ff'ichita^^a  '^Boorn  Town 

With  A  Future!*'  Ask  Don*s  dad.  He  knows. 
Mr.  Best  is  assistant  power  plant  engineer  for 
the  big  Beech  Aircraft  plant  in  Wichita. 

Pholo  hy  Marcus  Studio 

Here  today  and  gone  tomorrow?  Not  Wichita! 
Every  sales  manager  in  the  country  has  his 
eyes  on  the  Wichita  area.  You  have  only  to 
read  the  newspaper  to  guess  Wichita's  future in  the  great  post  war  aviation  picture. 
Besides,  Wichita  is  built  on  a  solid  founda- 

tion in  oil  and  agriculture.  Now's  the  time to  sell  to  the  hundreds  of  thousands  of 
money-making  customers  in  this  area.  And 
KFH  will  do  the  job  for  you-^the  only  full- time  5000  Waiter  in  Kansas. 

That  Selling  Station  In 

Kansas'  Biggest,  Richest  Market 

KFH 

WICHITA 

CBS  .  .  .  5000  WATTS  DAY  &  NIGHT 
CALL  ANY 

EDWARD  PETRY  OFFICE 

Soldiers'  Quizzed 
QUIZ  PROGRAM  designed  for 
America's  fighting  forces  overseas 
has  been  inaugurated  over  the 
shortwave  facilities  of  NBC,  Wed- 

nesdays, 11:15  a.m.  Titled  What 
D'Ya  Knoiv?,  the  program  fea- 

tures Marjorie  Brook  and  Bill 
Lewis  as  narrators  who  challenge 
the  service  men  to  answer  ten  ques- 

tions on  a  given  subject. 

Opera  Interviews 
BACKSTAGE  interviews  with 
world  famed  opera  stars  is  a 
nightly  event  on  KYA,  San  Fran- 

cisco, during  the  current  season  of 
the  San  Francisco  Opera.  The  pro- 

gram. Opera  Curtain  Time,  is  di- 
rected by  Al  Zitcer.  Alfred  Frank- enstein and  Alexander  Fried,  music 

critics  of  the  Chronicle  and  Exami- 
ner, respectively,  appear  on  alter- 
nate nights  to  conduct  the  inter- 

views, which  originate  in  San 
Francisco's  War  Memorial  Opera House. 

*      *  * 

Youth's  War  Problems 

PROBLEMS  of  Canada's  younger element  will  be  discussed  in  a  new 
series  of  weekly  Canadian  Broad- 

casting Corp.  network  programs 
entitled  Youth  in  Wartime,  start- 

ing Nov.  3  as  an  afternoon  discus- 
sion program.  Topics  of  speakers 

will  be  "Meet  Wartime  Youth", 
"Youth  Grows  Up",  "Youth  Looks 
at  Life",  "Youth  &  Money",  "Bal- 

anced Education  for  Youth", 
"Youth  and  Recreation",  "Youth 
&  Democracy",  "A  Charter  for 

Youth". Highway  Tales 
AS  A  RESULT  of  public  response 
to  a  truck  driver  drama  broadcast 
last  summer  during  the  NBC 
Author's  Playhouse  series,  the  net- 

work has  started  a  regular  weekly 
program  presenting  experiences  of 
two  truck  drivers,  entitled  Road  to 
Danger.  Burma  Road,  setting  for 
the  first  broadcast,  and  other  high- 

ways of  the  world,  serve  as  settings 
for  the  adventure  series. 

For  Mothers 
A  NEW  inspirational  program  for 
the  mothers  of  the  boys  in  service 
was  inaugurated  on  WDAS,  Phila- 

delphia, as  a  Sunday  series.  Titled 
Mothers,  the  program  is  conducted 
by  Mae  Desmond,  dramatic  actress, 
whose  readings  are  designed  to 
raise  the  morale  of  the  parents  of 
the  men  in  service.  Program  is  pro- 

duced by  Frank  Fielder  and  in- 
cludes musical  selections  of  an  in- 

spirational nature. 

Fred  Allen's  Decade  ' WHEN  the  Oct.  25  Texaco  Star 
Theatre  was  heard  on  CBS,  Fred  Allen 
and  Portland  Hoffa,  stars  of  the  pro- 

gram, observed  their  tenth  year  on 
the  air.  Allen  first  began  broadcast- 

ing with  a  half-hour  series  on  CBS  on 
Oct.  23,1932,  with  Corn  Products  Re- 

fining Co.,  New  York,  as  sponsor. 
Texas  agency  is  Buchanan  &  Co.,  New York. 

THREE  TONS  of  old  furs  from  35 
States  was  the  response  to  appeals 
by  Newscasters  Tom  Mulready 
(left)  and  Bob  Burlingame  on  the 
War  Bulletin  Board  on  WHO,  Des 
Moines.  Public  response  was  so 
great  the  fur  industry  was  com- 

pelled to  ask  discontinuance  of  the 
appeals  until  the  industry  could 
handle  the  shipments. 

17  CBS  Programs 

Beamed  to  Troops 

WITH  THE  announcement  last 
week  by  Philco  Corp.,  Lockheed 
and  Vega  Aircraft  Corp.  and  R.  J. 
Reynolds  Tobacco  Co.,  that  they 
planned  to  shortwave  their  CBS 
programs  to  our  troops  overseas, 
the  list  of  CBS  commercial  shows 
being  sent  to  the  AEF  now  totals 17. 

Philco's  Our  Secret  Weapon  was 
first  shortwaved  Oct.  18,  6:45-7 
a.m.  (EWT),  and  is  heard  regu- 

larly on  CBS  Fridays  at  7:15  p.m. 
Ceiling  Unlimited,  the  new  Lock- heed show  with  Orson  Welles, 
scheduled  to  start  Nov.  9  at  7:15 
p.m.,  will  be  shortwaved  for  the 
first  time  Nov.  11,  6:45  a.m. 

The  Reynolds  program.  Thanks 
to  the  Yanks,  which  started  Oct.  31 
in  the  Saturday  evening  7:30  p.m. 

period,  will  be  shortwaved  Tues- 
days 7:15-7:45  a.m.,  starting  Nov. 

8.  Agency  for  Philco  is  Sayre  M. 

Ramsdell  Assoc.,  Lockheed's  ac- count is  handled  by  Lord  &  Thomas, 
while  Wm.  Esty  &  Co.  is  the  Rey- nolds agency. 

Following  is  the  list  of  CBS  com- 
mercial programs  scheduled  for 

shortwave  to  the  armed  forces: 
Our  Seci'et  Weapon,  Philco 

Corp.;  Texaco  Star  Theatre,  Texas 
Co.;  Burns  &  Allen,  Lever  Bros. 

Co.;  Major  Bowes'  Amateurs, 
Chrysler  Corp. ;  The  First  Line,  Wm. 
Wrigley,  Jr.  Co. ;  Your  Hit  Parade, 
American  Tobacco  Co.;  We,  The 
People,  Gulf  Oil  Corp.;  Thanks  to 
the  Yanks,  R.  J.  Reynolds;  Ceil- 

ing Unlimited,  Lockheed;  Take  H 
or  Leave  H,  Eversharp  Inc.,;  Ser- 

geant Gene  Autry,  Wrigley;  Lux 
Radio  Theatre,  Lever  Bros.;  The 

Family  Hour,  Prudential  Insur- 
ance Co.  of  America;  Gay  Nineties 

Revue,  U.  S.  Tobacco  Co.;  Camel 
Caravan,  R.  J.  Reynolds;  Al  Jolson, 
Colgate-Palmolive-Peet  Co.,  and Ben  Bernie,  Wrigley. 
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WJZ  Provides  Talent 

For  Executives  Lunch 

FIRST  luncheon  meeting  at  its  new 
location,  the  Cafe  Loyale,  was 
held  Oct.  28  by  the  Radio  Execu- 

tives Club  of  New  York,  with  en- 
tertainment provided  by  talent  of 

WJZ,  New  York,  first  station  this 
season  to  visit  the  club  with  guest 
artists. 

Ed  East,  m.c,  of  the  station's Breakfast  in  Bedlam  program, 
served  as  m.c,  introducing  Texas 
Jim  Robertson,  Diane  Courtney, 
Wilbur  Evans  and  Josephine  Hus- 

ton, all  singing  talent  of  WJZ. 
Guest  speaker  was  Roy  Porter, 
BLUE  news  commentator,  who 
talked  on  "From  War  Corre- 

spondent to  Radio  Commentator, 
and  its  Headaches." 

Out-of-town  guests  included  Leo 
Bowman,  Free  &Peters,  San  Fran- 

cisco; A.  N.  Armstrong,  WCOP, 
Boston; Arch  Shawd,WTOL,Toledo. 

NETWORK  ESCAPIST  PROGRAMS 

Hooper  Ratings  Show  Strong  Public  Desire 

 For  Adventure  Type  Shows  

No.  11  ol  a  Series 

Low-Cost  Rail  and 

Water-Borne 

Transpoitation 

FOLLOWING  upon  the  revival  of 
industry  in  the  Maritime  Provinces 

came  the  tremendous  demands  of  the 
present  war,  resulting  in  a  greater 
density  of  traffic  in  this  zone  than  in 
any  other  portion  of  the  Canadian 
National  Railways.  Several  millions 
have  since  been  spent  extending  facili- 

ties to  handle  the  huge  munition  and 
troop  trains  moving  in  a  steady  stream 
from  Central  Canada  to  East  Coast  ports. 
Much  progress  has  eJso  been  made  in 
improving  inland  transportation  facili- 

ties, as  well  as  providing  more  docks 
and  wharves  for  overseas  shipments. 
There  are  14,734  miles  of  highways  in 
Nova  Scotia,  with  the  more  heavily 
travelled  routes  paved.  Regular  truck 
as  well  as  railway  freight  service  is  thus 
available  to  all  points.  Well-placed 
airports  are  also  being  established. 
Finally,  the  fine  sheltered  harbours 
along  the  Atlantic  shore  of  Nova  Scotia 
are  open  for  twelve  months  of  the  year, 
giving  to  the  Province  a  commanding 
position  in  the  shipping  of  Canada. 

INVESTIGATE 

NOVA  SCOTrA 

Radio  Broadcasting  Station 

C  H  N  S 
HALIFAX,  NOVA  SCOTIA, 

CANADA 

USA  Rep.  •  Jot.  Weed  &  Co.  •  New  York  City 

ESCAPIST  radio  entertainment, 
whether  it  evades  the  daily  pres- 

sure of  war  headlines  through 
dramatized  mystery  and  ghost 
stories  of  the  past  or  through  cow- 

boy and  Indian  adventures  in  the 
old  West,  or  whether  it  takes  ad- 

vantage of  the  war  with  themes  of 
espionage  and  undercover  battles 
with  Nazi  agents,  seems  to  have 
reached  a  new  high,  according  to 
the  current  list  of  such  programs 
now  on  the  four  major  networks. 

Mostly  Sponsored 

Totaling  almost  30  separate  se- 
ries, the  programs  are  almost  all 

commercially  sponsored  by  nation- 
al advertisers,  who  are  either  pro- 

moting specific  products  or,  as  in 
the  case  of  Minneapolis-Honeywell 
Regulator  Co.,  Minneapolis,  using 
the  BLUE  Alias  John  Freedom 
program  every  fourth  week,  are 
keeping  on  with  institutional  ad- 

vertising despite  complete  conver- 
sion to  the  war  effort. 

If  a  radio  set-owner  is  interested 
in  hearing  one  of  these  mystery- 
spy-western  programs,  he  can  tune 
in  any  evening  in  the  week  to  any 
of  the  four  major  networks  and 
find  such  a  show  somewhere  be- 

tween the  hours  of  7  and  11  p.m. 
Those  seem  to  be  the  most  popular 

BALTIMORE'S  BLUE 
NETWORK 

OUTLET 

John  Elmer,  President 
George  H.  Roeder,  Gen.  Manager 

National  Representatives: 
SPOT  SALES,  INC. 

"     New  York  -  Cbiaago  -  Son  Francisco 

hours  for  the  mystery  and  spy 
dramas,  the  westerns  and  boy  ad- 

venture dramas  usually  being 
scheduled  nearer  the  dinner  hour  to 
catch  the  juvenile  listeners. 

Turning  to  the  ratings  for  these 
shows,  C.  E.  Hooper  reports  rat- 

ings as  high  as  17.5  for  NBC's Mr.  District  Attorney;  9.6  for  the 
CBS  Lights  Out  program,  and  7.8 
for  Gangbusters  on  the  BLUE. 
Now  in  its  sixth  year  on  Mutual, 
The  Shadow  was  so  popular  last 
season,  for  example,  that  a  Hoop- 

er survey  showed  it  had  more  lis- 
teners than  any  other  daylight  net- 

work program  on  the  air. 
With  a  general  idea  of  the  theme 

of  these  "escapist"  shows,  the  fol- 
lowing list  includes  those  current- 

ly on  the  networks  with  their  spon- sors: 

CBS 

Lights  Out,  Ironized  Yeast  Co. — Tales of  horror  and  the  supernatural,  written 
by  Arch  Oboler,  Tues.,  8  p.m. 

The  Crime  Doctor,  Philip  Morris  &  Co. 
(cigarettes) — Crimes  of  all  types  solved 
by  a  clever  detective-doctor.  Sun.,  8:30 

p.m. 

Mr.  Keen,  Tracer  of  Lost  Persons,  Biso- 
dol  Co.  (proprietary) — Methods  in  trac- ing missing  persons  dramatized.  Wed., 
Thurs.,  Fri.,  7 :45  p.m. 
Death  Valley  Days,  Pacific  Coast  Borax 

Co. — Mysterious  happenings  in  Death  Val- 
ley, or  tales  of -the  old  West,  Thurs.,  8:30 

p.m. 

The  Commandos — Sustaining,  featuring 
adventures  of  the  present-day  group  of 
that  name,   Sun.,  8  p.m. 

The  Return  of  Raffles  and  The  Whistler 
— Sustaining,  heard  on  West  Coast  only, 
adventures  of  mystery-solving  detectives. 
Wed.  and  Sun.,  9:15  p.m.,  respectively. 

Suspense,  sustaining,  starts  Nov.  3 — 
Dramatized  mysteries  by  John  Dickson 
Carr,  mystery  writer,   Tues.,  9:30  p.m. 

MBS 

The  Shadow,  D.  L.  &  W.  Coal  Co.  (Blue 
coal) — Criminal  activities  solved  by  "The 
Shadow"  and  his  assistant,  to  prove  that crime  does  not  pay.  Sun.,  5:30  p.m. 

The  Adventures  of  Bulldog  Drummond, 
locally  sponsored — Harum-soarum  adven- 

tures of  the  character  of  the  same  name, Mon.,   8:30  p.m. 
Superman,  available  for  local  sponsor- 

ship— Dramatizations  of  superhuman  and 
supernatural  powers  of  newspaper  report- 

er, wlio  changes  into  "Superman,"  Mon. thru  Fri.,   5:30  p.m. 
The  Lone  Ranger,  locally  sponsored  on 

West  Coast  Mutual  stations — Western  ad- 
ventures of  a  ranger,  10:30  p.m.  (PWT). 

Murder  Clinic,  sustaining — ^Dramatized 
versions  of  best-known  mystery-murder stories,  Tues.,  9:30  p.m. 

Dark  Destiny  (on  WOR,  MBS  New  York 
outlet) — Supernatural  stories.  Sat.,  8  p.m. 

NBC 

The  Adventures  of  the  Thin  Man,  An- 
drew Jergens  Co. — Dramatizations  of  the 

activities  of  Nick  Charles  and  his  wife. Wed.,  8  p.m. 
The  Adventures  of  EUery  Queen,  Emer- 

son Drug  Co. — Detective  cases  solved  by 
Queen,   Sat.,   7:30  p.m. 
Mr.  District  Attorney,  Bristol-Myers  Co. 

(Vitalis) — Cases  from  the  D.A.'s  records. Wed.   9:30  p.m. 
Whodunit?  Albers  Milling  Co.  (14  West Coast  stations  only) — Mystery  dramas, Fri.,   8:30   p.m.  (PWT). 
Hot  Copy,  sustaining — Precarious  adven- 

tures of  Anne  Rogers,  newspaper  report- 
er, Mon.,   11 :30  p.m. 

Road  to  Danger,  sustaining — Adventures 
of  two  truck  drivers  on  highways  through- out the  world,  Fri.,  11.30  p.m. 

BLUE 

Inner  Sanctum  Mystery,  Carter  Products 
Co.  (liver  pills) — Gory  mysteries  adapted 
from  best-sellers.  Sun.,  8:30  p.m. 

Gangbusters,  Dr.  Earl  S.  Sloan  (Sloan's liniment) — Dramatized  stories  of  actual 
criminal  cases,  Fri.,  9  p.m. 

Counterspy,   Mail  Pouch  Tobacco  Co. — 

How  American  undercover  men  are  work- 
ing in  this  war  to  combat  Axis  agents, Mon.,  9  p.m. 

Alias  John  Freedom,  Minneapolis-Honey- well Regulator  Co.  (institutionally,  every 
fourth  week) — American  agent  versus 
Axis  spies,  Mon.,  10:15  p.m. 
Famous  Jury  Trials,  Williamson  Candy 

Co. — Well-known  and  imaginary  trials  of 
murder  cases,  Tues.,  9  p.m. 
Manhattan  at  Midnight,  Cummer  Prod- 

ucts (Energine) — Mystery  tales  of  New 
York,  Wed.,   8:30  p.m. 

The  Lone  Ranger,  General  Mills  (Kix) 
— Western  adventures  of  a  ranger,  Mon., 
Wed.,  Fri.,  6  p.m. 
Captain  Midnight,  Wander  Co.  (Oval- 

tine) — Children's  dramatic  mystery sketches,  Mon.  thru  Fri.,  6 :45  p.m. 
Red  Ryder,  Langendorf  United  Bakeries 

(5  West  Coast  stations) — Cowboy  adven- tures,  Tues.,   Thurs.,   Sat.,  7:30  p.m. 
Don  Winslow  of  the  Navy,  General 

Foods  (Post  Toasties) — Hero  officer  in  the 
Navy  and  his  adventures,  Mon.  thru  Fri., 
6  p.m. Jack  Armstrong,  General  Mills  (Wheat- 
ies) — "Boy  Wonder  of  America"  and  his adventures,  Mon.  thru  Fri.,  5:30  p.m. 

AUDITIONS  AT  MET 

RESUMED  BY  S-W 
FOR  THE  EIGHTH  consecutive 
year,  Sherwin-Williams  Co.,  Cleve- 

land (paint),  will  sponsor  the  16- 
week  seasonal  series  Metropolitan 
Auditions  of  the  Air,  starting  Nov. 
29  on  137  BLUE  stations,  Sundays 6:30-7  p.m. 

As  in  the  past,  singers  and  or- 
chestra will  be  under  the  direction 

of  the  Metropolitan  Opera  con- 
ductor, Wilfred  Pelletier,  who  is 

also  a  member  of  the  Auditions 
Committee  of  Judges,  which  selects 
the  winners  for  the  scholarship 
award  of  $1,000  and  the  contract 
with  the  Metropolitan  Opera  Co. 
at  the  end  of  the  season. 

Preliminary  auditions  for  the 
series  got  under  way  Oct.  27  in 
Radio  City  and  will  continue  Tues- 

days and  Wednesdays  throughout 
the  major  part  of  the  season.  In 
its  seven  years  on  the  air,  the  pro- 

gram series  has  given  16  winners 
contract  with  the  Metropolitan,  as 
well  as  aiding  a  number  of  others 
to  become  members  of  that  organi- 

zation. Agency  for  Sherwin-Wil- liams is  Warwick  &  Legler,  New York. 

Stern's  AU-Star  Team 
ALL-AMERICAN  football  team  se- 

lected by  Bill  Stern,  NBC  director  of 
sports,  will  be  published  in  Look  Mag- 

azine Dec.  15.  Stern's  selections  are 
based  on  weekly  reports  from  the  184 
sports  announcers  on  NBG  stations, 
in  addition  to  the  players  he  person- 

ally has  seen  in  action  during  the  sea- 

son. SRITtSH  COIUMMA 
LAND  OF  OPPOtrUHITy 
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A  MARKET  OF 

TWENTY  MILirON 

PEOPLE  SOUTH 

OF  RIO  GRANDE 

BROADCASTING  STATIONS  AFFILIATED 
TO  RADIO  PR06RAMAS  DE  MEXICO,  S.  A. 

Acaputco.  Gro. 
Aguascalien+es.  Ags. 
Aguascalienfes,  Ags. 
Celaya,  Gto.  . 
C.  Delic!as,  Chih. 
C.  Guzman,  Jat. 
C.  JuArez,  Chih. 
C.  Victoria,  Tamps. 
Campeche,  Camp. 
C6rdoba.  Ver. 
Culidc^n,  Sin. 
Culiac^n,  Sin. 
Chihuahua,  Chih. 
^Chihuahua,  Chih. Durango,  Dgo. 
,  Fresnillo,  Zac. 
G6mez  Palacio,  Dgo. 
Guadalajara,  Jal. 
Guadalajara,  Jal. 
Hermosillo,  Son. 

XEKJ 
XEBI 
XELY 
XEJT 
XEJK XEBA 
XEP XEBJ 
XEA 

XECW 
XESA 
XEBL 
XEFI 
XE6U 
XEE 

XEMA 
XEOB 
XEDK 
XEHL 
XEBH 

Irapuafo,  Gto. 
Jalapa,  Ver. 
Le6n,  Gto. 
Le6n,  Gto. 
Linares,  N.  L. 
Los  Mochis,  Sin. 
Los  Mochis,  Sin. 
Matamoros,  Tamps. 
MazatUn,  Sin. 
Merida,  Yuc. 
Merida,  Yuc. 
MinatitlAn.  Ver. 
Morelia,  Mich. 
Morelia,  Mich. 
Monterrey,  N.  L. 
Monterrey,  N.  L. 
Navojoa,  Son. 
N.  Laredo,  Tamps. 
Oaxaca,  Oax. 
Orizaba,  Ver. 

XEBO XEJA 
XERZ 
XERVy XER 
XECF 
XEOX 
XEAM XERJ 
XEME 
XEFC 

XEDW XEI XELQ 

XEFB XEMR 
XEGL XEFE 
XEAX 
XEPP 

Orizaba,  Ver. 
Parral,  Chih. 
Piedras  Negras,  Coah. PuebIa,  Pue. 
Queretaro,  Qro. 
Sabinas,  Coah. 
Saltillo,  Coah. 
Saltillo,  Coah. 
San  Luis  Potosi.  S.L.P. 
San  Luis  Potost,  S.L.P. 
Tampico,  Tamps. 
Tampico,  Tamps. 
Tapachula,  Chis. Tepic,  Nay. Tepic,  Nay.^ 
Torre6n,  Coah. 
Tuxpam,  Ver. 
Uruapan,  Mich. Veracruz,  Ver. 
Veracruz,  Ver. 
Zamora,  Mich. 

TWO  N€TWORKS 
HEADED  BY XEW  XEQ 

KEY  STATION  TO KEY  STATION  TO 

XETO 

XEJR 
XEMU XEHR XEJX 
XEBX 
XEDE 
XEKS 
XECZ 
XEBM XES 

XETU XETS 
XERK 
XEXT XEBP 
XETL 
XEUF 

XEHV XEU XEGC 

In  Mexico  where  radio  ownership  exceeds  the 

comhined  total  circulations  of  all  newspapers  and 

magazines..radio  advertising  means  two  great  chains. 

Headed  by  NBC's  outlet  (XEW)  and  CBS'  (XEQ)  they 
handle,  between  them,  85  cents  out  of  every  radio 

dollar  spent  in  this  land  of  20.000,000  customers... 

90%  of  the  recorded  programs...90%  of  the  telephone' 

hook-ups  and  70%  of  the  spot  announcements. 

Obviously,  if  you're  entering  the  Mexican  market, 
there  can  be  no  question  as  to  the  right  starting  point! 

Wa>l6  PROGMMAS  PE  MEXICO 

LARGEST  LATIN  AMERICAN 

BROADCASTING  SYSTEM 

P.O.BOX  1324 

EMILIO  AZCARRASA  /^i^. 

MEXICO,  D.  F. 
CLEMENTE  SERNA  M  A  RTJ  N  EZ 
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COLLEGE  CONTEST 

TO  OPEJS  ON  BLUE 
UNIVERSITIES  and  colleges 
throughout  the  country  are  regis- 

tering for  the  second  series  of  Na- 
tional Intercollegiate  Radio  Prize 

Debates  to  be  held  under  the  aus- 
pices of  the  American  Economic 

Foundation,  295  Madison  Ave., 
New  York,  in  cooperation  with  the 
BLUE.  The  foundation  conducts 
the  Wake  Up,  America!  forum 
Sunday  afternoon  on  the  BLUE. 

Dr.  William  F.  Peiree,  chairman 
of  the  board  of  trustees  of  the 
American  Economic  Foundation 
and  formerly  president  of  Kenyon 
College,  will  moderate  the  local  and 
national  radio  debates  held  in  con- 

nection with  the  contest.  There  will 
be  eight  local  qualifying  debates 
broadcast  between  Feb.  15  and 
March  15,  1943,  the  winner  and 
second  best  to  receive  a  $50  and  a 
$25  cash  prize,  respectively.  The 
finals  will  be  debated  Sunday, 
April  18,  on  the  Wake  Up,  Amer- 

ica! period  3:15-4  p.m.,  EWT.  The 
winner  of  the  final  will  receive  a 
$1,000  War  Savings  Bond  and  $250 
cash  and  the  runner-up  a  $500  War 
Savings  Bond  and  $125  cash.  The 
subject  of  the  debate  is  "Should 
American  Youth  Support  the  Re- 
establishment  After  the  War  of 
Competitive  Enterprise  as  our 
Dominant  Economic  System?"  Col- 

leges receiving  invitations  have  un- 
til Nov.  15  to  notify  the  American 

Economic  Foundation  of  their  in- 
tention of  entering  students. 

HANDSHAKES  AND  GRINS  are  in  order  for  the  first  network  wine  ac- 
count, Cresta  Blanca  Wine  Co.,  following  the  recent  launching  of  Cresta 

Blanca  Carnival  on  the  full  MBS  station  list,  Wednesdays,  9:15-10  p.m. 
[Broadcasting,  Sept.  28].  Exchanging  congratulations  are  (1  to  r)  : 
Clilf  Hall,  comedian;  William  H.  Weintraub,  president  of  the  Weintraub 
&  Co.,  agency  for  Schenley  Import  Corp.,  New  York,  Cresta's  parent 
company;  Jack  Pearl,  comedian;  Scriptwriter  Billy  K.  Wells. 

WGY  Opens  Center 
A  NAVY  sub-information 
center  has  been  established 
by  WGY,  Schenectady,  as  its 
contribution  to  the  war  ef- 

fort. Periodic  announcements 
about  the  center  are  aired 
and  listeners  are  invited  to 
use  its  facilities  for  informa- 

tion on  various  branches  of 
service  open  to  enlistees. 

MUSIC  PRESS  Inc..  New  York,  pub- 
lisher of  classic  miKsic  and  contem- 
porary works  of  American  composers, 

has  joined  SESAC. 

OX  THE  AIR  since  1937,  Hohhu 
Lohby,  the  CBS  show  sponsored  by 
Colgate-Palmolive-Peet  Co.,  .lersev 
City,  on  Oct.  31  celebrated  its  fifth 
anniversary  under  the  guidance  of 
Dave  Elman.  Agency  i.s  Ted  Bates  Inc. 

I^l^yi  MBR    UliLO   WCAX    WAfO    KDTm'  W   KS<-J  WJIli. 

HU^  KSLM  WQBC  W50C  wdOL  WilBo  '''""'"  '■■"'>  l"">K  ncOi 

For  outstanding  performance  -  strength  to 
meet  severest  wind  conditions  and  low  init- 

ial cost  use  Wincharger  Vertical  Radiators. 
These  superior  radiators  are  already  demon- 

strating their  efficiency  and  economy  in  over 
300  commercial  broadcasting  and  police 
stations  throughout  the  United  States. 

Built  of  uniform  triangular  cross  sections  to 
insure  highly  efficient  radiation  -  designed 
and  built  to  withstand  100  mile  wind  veloc- 

ity -  these  towers  guarantee  you  years  of 
low  cost  service.  Complete  erection  service, 
including  lighting  equipment,  anchors,  base 
and  ground  systems  is  available. 

WRITE  TODAY  FOR  FULL  DETAILS  AND  QUOTATIONS 

WINCHARGER  VERTICAL  RADIATO 
WINCHARCER  CORPORATION  SIOUX  CITY,  IOWA 

AUDIENCE  FOR  BLONDIE 

Policy  of  Camels  Program 

 Changed  on  Request- 

isidieI 

am  I 

»  ! TO  GIVE  armed  forces  a  chance 
to  hear  the  Blondie  programs, 
sponsored  on  CBS  by  R.  J.  Rey- 

nolds Tobacco  Co.,  Winston-Salem, 
N.  C,  for  Camels,  the  company 

suspended  its  "no  audience"  rule for  the  show  when  it  returned 
to  the  air  recently.  Since  the  pro- 

gram started  in  July,  1939,  it  has 
been  closed  to  studio  audiences  so 
that  the  illusion  of  the  homey  lit- 

tle episodes  in  the  life  of  the  Bum- 
stead  family  would  not  be  broken. 
Wm.  Esty  &  Co.,  New  York, 

agency  in  charge,  received  so 
many  requests  for  tickets  last  sea- son that  the  show  will  be  aired 
this  year  from  a  large  studio  at 
CBS  in  Hollywood  with  service- 

men given  preference. 
Plot  of  the  series  will  continue 

to  tie  in  closely  with  the  King  Fea- 
tures comic  strip  by  Chic  Young. 

Alice  White  replaces  Penny  Sin- 
gleton as  Blondie  for  the  first  sev- 

eral broadcasts,  with  Arthur  Lake 
continuing  to  portrary  Dagwood 
Bumstead.  Billy  Artzt  has  been  re- 

signed as  musical  director.  Harlow 
Wilcox  is  announcer.  Johnny 
Greene  is  writer  of  the  series,  with 
Tom  Knight  as  agency  producer. 

High  Court  Denies 
Belo  Case  Review 

But  Wage-Hour  Boards  Plans 
To  Limit  Application 
CLOSE  on  the  heels  of  the  U.  S. 

Supreme  Court  last  Monday  refus- 
ing to  rehear  the  Belo  case — an interpretation  limiting  application 

of  Section  7(a)  of  the  Fair  Labor 
Standards  Act — a  spokesman  for 
the  Wage  &  Hours  Division  of  the 
Labor  Department  declared  that 
the  case  will  not  be  accepted  as  a 
general  limitation  on  the  Act. 
"We  will  take  a  strict  view  of 

the  decision,"  he  said,  "and  recog- 
nize only  contracts  that  fall  di- 

rectly into  line  with  the  case.  Any 
contract  that  differentiates  in  the 
slightest  will  be  challenged,  and 
we  will  leave  it  to  the  courts  to 
issue  further  interpretations  of  the 

law." 

Ruled  June  8 

The  Supreme  Court  ruled  June 
8  that  the  Belo  Corp.,  owners  of 
WFAA,  Dallas,  and  publishers  of 
the  Dallas  News  could  maintain 
with  its  employes  wage  contracts 
which  included  overtime  pay  in  the 
weekly  wage,  whether  or  not  the 
employes  worked  more  than  40 
hours. 

Pointing  to  other  decisions 
handed  down  at  the  same  time,  the 
Wage  &  Hours  Division  maintained 
that  contracts  should  be  based  only 
on  maximum  hours  before  overtime, 
and  that  they  should  have  separ- 

ate provisions  for  overtime  work. 

In  accepting  the  Supreme  Court's ruling  as  final  last  week,  the  Wage 
&  Hours  Division  pointed  out  that 
other  cases  are  bound  to  arise 

from  this  interpretation.  "Though contracts  between  the  Belo  firm 

and  its  employes  were  without  pro- 
tests from  the  staff,"  a  division 

spokesman  said,  "similar  contracts might  exist  vvrith  which  groups  of 
employes  are  not  satisfied,  and 
which  would  violate  their  rights 
under  the  Fair  Labor  Standards 

Act." 

PULSE  OF  NEW  YORK,  radio  re- 
search organization  for  the  Metropoli- 

tan area,  on  Oct.  26  moved  its  head- quarters from  1647  Broadway  to  500 
Fifth  Ave. 

kalo 
MASON  CITY.  IOWA 

^Now  5000  watts 

oip  INTO  T»t  ''*!L^r:s5i^srsTr^ 

-at  old  1000 

watt  rates 

still  In  effect 

CBS  AFFILIATE    ^     WEED  &  COMPANY,  NAT'L  REPRESENTATIVES 
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Death  and  Taxes 

THERE'S  COLD  COMFORT  for  many  of  the 
little  fellows  of  the  broadcasting  business  in 
the  Treasury  Department's  reiteration  of  its 
friendly  disposition  toward  advertising  as  a  de- 

ductible item  of  business  expense.  As  Man- 
ager Wallace,  of  KAST,  Astoria,  Ore.,  so 

pertinently  points  out  in  his  "plaint"  published 
elsewhere  in  this  issue,  what's  going  to  hap- 

pen to  small  business  anyhow — the  small  busi- 
nesses upon  which  the  "whistle-stop  stations" 

must  depend  for  their  commercial  existence? 

The  times  being  what  they  are,  even  the 
most  astute  prophet  could  hardly  essay  to  an- 

swer Mr.  Wallace's  well-put  queries.  War 
needs  and  the  higher  national  policies  are 
creating  conditions  and  trends  which  appar- 

ently canot  be  stayed,  for  the  duration  at  least 
— equipment  shortages,  inventory  depletions, 
population  shifts,  increased  rationing,  price 
controls  etc.  All  are  having,  or  will  have, 
their  inevitable  repercussions  on  the  business 
of  broadcasting,  especially  on  the  unfortu- 

nately-placed stations  whose  markets  and 
clients  are  already  feeling  the  pinch. 

Caught  by  market  conditions,  equipment 
shortages  and  the  manpower  problem,  a  few 
broadcasting  stations  appear  destined  to  go 
to  the  wall.  But  Mr.  Wallace  is  mistaken 
when  he  infers  that  the  Washington  authorities 
are  engaged  in  a  plot  against  the  little  fellow. 
On  the  contrary,  our  radio  officials  seem  to 
have  the  little  fellow  in  mind  constantly.  If 
some  of  them  must  shut  down  due  to  economic 
or  other  conditions,  we  have  no  doubt  their 
licenses  will  be  held  for  them;  if  some  must 
curtail  their  operating  hours  to  conserve 
equipment,  the  authorities  are  almost  certain 
to  give  them  a  sympathetic  ear. 

Everyone  is  cognizant  and  appreciative  of 
the  little  fellows'  contributions  to  the  war 
effort;  their  importance  to  their  communities; 
their  struggle  for  survival.  But  it  is  idle  to 
hope  for  any  governmental  subsidy  for  them, 
which  seems  about  the  only  way  some  can  be 
spared  from  extinction  if  the  war  lasts  long. 

Meanwhile,  national  network  and  spot  are 
holding  up  exceptionally  well — and  most  sta- 

tions appear  to  be  reasonably  safe  from  the 
fate  that  may  befall  some  of  their  lesser 
confreres.  If  they  can  get  the  equipment  and 
the  manpower  (or  womanpower),  they  should 
be  able  to  weather  the  .storm  fairly  well. 

Nearly  all  of  them,  like  the  "whistle-stops", 
report  diminishing  local  business;  but  some 

actually  are  ahead  of  last  year  in  gross  volume, 
thanks  to  national  advertising. 

Like  all  businesses,  radio  will  be  hard  hit . 
by  the  new  tax  laws,  which  mean  inevitably 
lower  profits.  But  it  is  gratifying  to  note  that 
advertising  as  a  legitimate  expense  in  the 
conduct  of  business  is  no  longer  eyed  with 
official  askance — indeed,  is  looked  upon  rea- 

sonably by  the  Treasury,  as  evidenced  by  its 
official  statement  published  in  this  issue.  The 
wonderful  war  record  of  the  advertising  in- 

dustry was  undoubtedly  a  basic  reason  for  a 
statement  like  this  from  the  Treasury: 

"The  bureau  realizes  that  it  may  be  neces- 
sary for  taxpayers  now  engaged  in  war  pro- 

duction to  maintain,  through  advertising,  their 
trade  names  and  the  knowledge  of  the  quality 
of  their  products  and  good  will  built  up  over 
past  years,  so  that  when  they  return  to  peace- 

time production  their  names  and  the  quality 

of  their  products  will  be  known  to  the  public." 

Recorded  Repeats 
IN  THE  REVEALATIONS  last  week  of  Mayor 
LaGuardia's  "secret"  shortwave  broadcasts  to 
Italy  via  NBC's  WRCA  and  WNBI,  a  signifi- 

cant fact  brought  out  was  his  use  of  recordings 
for  his  Italian-language  appeals  to  the  King 
and  people  of  Italy  to  revolt  against  their  Nazi 
masters.  As  done  on  a  large  scale  in  England 
[BROADCASTING,  Oct.  12],  and  as  may  be  in- 

creasingly required  here  for  censorship  pur- 
poses, he  spoke  his  pieces  onto  discs  which 

were  piped  into  the  shortwaves  at  times  most 
suitable  for  reception  in  Italy. 

There  are  times,  especially  on  shortwave 
programs,  when  this  technique  is  absolutely 
essential.  Though  there  are  good  arguments 
for  the  retention  of  the  "live"  character  of 
most  of  America's  network,  station  and  short- 

wave broadcasts,  we  doubt  whether  the  hard- 
and-fast  rule  against  using  transcriptions 
which  still  prevails  on  all  national  networks 
save  MBS  can  survive  present  conditions,  as 
outlined  in  our  London  dispatch  of  Oct.  12.  In- 

deed, there  are  evidences  already  that  the  net- 
work rule  is  cracking,  as  in  the  case  of  the 

BLUE's  repeat  of  Information  Please  on  its 
Pacific  Coast  segment,  done  from  an  off-the- 
line  recording  of  the  Friday  night  NBC  show. 

Even  when  AFM  ordered  a  ban  on  this 
recorded  repeat,  it  was  a  simple  matter  for 
Lucky  Strike  to  edit  out  the  musical  portion 
for  the  repeat  [BROADCASTING,  Oct.  12]  and  to 
have  it  substituted  with  a  live  musician. 

A  COUPLE  of  years  ago  Ted  Malone  set  out 
on  a  pilgrimage  to  the  literary  shrines  of 
America,  the  homes  and  rooms  in  which  our 
favorite  writers  have  lived  and  worked.  By 
radio,  the  listening  audience  heard  Malone  rap 
the  knocker,  open  the  door,  climb  the  stair, 
rock  in  the  favored  chair  or  otherwise  set  the 

scene  for  his  informal  discourse  on  the  writer's 
life  and  works.  In  American  Pilgrimage  [Dodd, 
Mead  &  Co.,  New  York,  $2.50],  16  of  these 
broadcasts  are  set  down  in  type  between  cov- 

ers, dealing  with  such  authors  as  Mark  Twain, 
O.  Henry,  Harriet  Beecher  Stowe,  Poe,  Haw- 

thorne, Melville  and  Emerson,  to  choose  a  few 
at  random.  In  another  recent  volume.  Pack  Up 
Your  Troubles  [Whittlesey  House,  New  York, 
$2],  Mr.  Malone  has  collected  some  of  the 
favorite  poems  of  listeners  to  his  Between  the 
Bookends  broadcasts,  many  of  them  suggested 
to  the  author  by  such  varied  public  figures  as 

Eddie  Cantor,  Amos  'n'  Andy,  H.  V.  Kalten- 
born,  Elsa  Maxwell,  Senator  Arthur  Capper 
and  others. 

A  REVISED  and  enlarged  edition  of  the  Ca- 
nadian Broadcasting  Corp.  Handbook  for  An- 

nouncers has  been  published  by  the  CBC  [Box 

500,  Toronto;  50c].  The  CBC  announcers'  guide does  not  attempt  to  set  up  any  single  standard, 
but  encourages  care,  discretion  and  clean  ar- 

ticulation. In  addition  to  general  remarks  on 
good  diction,  and  a  list  of  some  controversial 
words  with  recommended  and  permissible  pro- 

nunciations, the  handbook  contains  suggestions 
for  the  pronunciation  of  foreign  words  in  an 
English  context.  It  also  gives  simple  rules 
for  the  pronunciation  of  French,  German  and 
Italian — so  necessary  in  announcing  musical 
programs.  There  is  also  a  guide  to  the  pro- 

nunciation of  about  600  Canadian  place  names. 
There  is  a  foreword  by  Gladstone  Murray. 

AMERICAN  broadcasters,  educators  and  par- 
ents are  neglecting  an  opportunity  and  a  duty 

by  failing  to  use  radio,  which  plays  such  a 
large  part  in  the  lives  of  our  children,  to  edu- 

cate these  children  for  democracy  as  Hitler 
and  the  other  dictators  have  used  it  to  indoc- 

trinate youth  of  their  lands  with  totalitarian 
philosophies.  Such  is  the  charge  made  in  All 
Children  Listen  [George  W.  Stewart,  New 
York,  $1.50]  by  Dorothy  Gordon,  well  known 
writer  and  producer  of  children's  programs, 
who  backs  up  her  attack  with  a  thorough  re- 

view of  the  history  of  juvenile  radio  both  at 
home  and  abroad. 

THE  CORES  of  32  books  by  authors  ancient 
and  modern,  ranging  in  subject  matter  from 
poetry  to  the  science  of  society,  are  interpreted 
in  The  New  Invitation  to  Learning,  edited  by 
Mark  Van  Doren  and  based  on  dialogues  on 
the  CBS  program  of  the  same  name.  Contri- 

butors include  Irvdn  Edman,  Lin  Yutang, 
Allan  Nevins,  Bertrand  Russell  and  others. 
Authors  under  consideration  vary  from  Aesch- 

ylus to  Lewis  Carroll  and  from  Shakespeare 
to  Aesop  [Random  House,  New  York:  $3]. 

A  COMPREHENSIVE  bibliography  on  edu- 
cational broadcating  has  been  released  by  the 

U  of  Chicago  Press  [$5],  compiled  by  Isabella 
M.  Cooper  and  containing  nearly  5,000  items. 
Taking  two  years  to  complete,  it  represents  the 
complete  library  compiled  by  the  National  Ad- 

visory Council  on  Radio  in  Education. 
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ARTHUR  DeWALT  WILLARD  Jr. 

STRANGE  indeed  are  th
e  back- 

grounds of  many  of  our  radio 
celebrities,  and  Jess  Willard 
is  the  first  man  to  manage 

two     50,000-watt     stations  who 
started  his  career  as  a  male  cloth- 

ing model. 
Jess,  who  when  pressed  admits 

his  formal  name  as  Arthur  De 
Walt  Willard,  Jr.,  and  who  became 
a  member  of  the  U  of  Virginia's 
boxing  team  to  make  sure  he'd 
never  have  to  tell  anybody  what 
the  A.  D.  stood  for,  has  just  been 
appointed  general  manager  of  Co- 

lumbia's 50,000-watt  Southern  key 
station,  WBT,  Charlotte,  trans- 

ferring from  WJSV,  Washington. 
The  Governor  of  North  Carolina, 

a  gentleman  who  has  already 
achieved  immortality  for  his  terse 
and  timely  statement  to  the  Gov- 

ernor of  South  Carolina,  added 
another  handsome  bon  mot  to  his 
collection  when  he  greeted  Willard 
at  the  NAB  Fourth  District  meet- 

ing at  Pinehurst  last  week.  In- 
formed of  Willard's  transfer  to 

Charlotte,  the  Governor  said: 

"Any  move  that  is  made  from 
Washington  to  Charlotte  is  not  a 
transfer — it's  a  rescue,  sir". 

Willard  was  born  in  Frederick, 
Md.,  Sept.  15,  1904,  and  on  Sept. 
16  of  the  same  year  he  was  in- 

formed by  his  father  that  he  had 
his  choice  of  being  a  gentleman 
and  a  lawyer  or  being  disinherited. 
As  the  whole  industry  knows,  he 
never  quite  made  the  first  two,  and 
the  elderly  Judge  Willard  is  a  long 
way  from  handing  down  his  deci- 

sion on  the  inheritance.  Willard 
Pere  was  a  Circuit  Court  Judge 
of  Maryland's  Sixth  Judicial  Dis- 

trict and  Jess  dutifully  went  about 
the  job  of  learning  to  follow  in 
his  father's  footsteps,  despite  a 
deep  distaste  for  the  legal  pro- 

fession— a  distaste  which  intimate 
association  with  Paul  Porter  and 
Joe  Ream  has  not  lessened  one 
whit. 

He  studied  at  the  Tome  School, 
his  first  contact  with  damyankees. 

and  then  at  the  U  of  Virginia, 
where  he  was  an  alleged  student 
and  an  extremely  talented  boxer. 
The  shape  of  the  Willard  nose  at 
this  moment  attests  to  that,  as  well 
as  the  nickname  "Jess",  which  was 
the  first  name  of  the  Willard 
Dempsey  beat  for  the  heavyweight 
title.  Later  young  Willard  made 
a  stab  at  studying  law  at  the  U 
of  Baltimore.  It  was  no  go,  and 
Jess  was  soon  working  as  a  re- 

porter for  the  Bradstreet  Co.  of 
Baltimore.  While  at  this  job,  a 
local  clothing  concern  employed  the 
handsome  lad  as  its  "clothes- 

horse". He  worked  at  Bradstreet  two 
years  until  1926  when  he  joined  the 
Baer  Publicity  Co.,  of  Baltimore, 
where  his  great  talent  for  verbal 
legerdemain,  a  polite  term  for 
salesmanship,  came  to  the  fore.  He 
had  been  a  better  than  fair  talker 
while  he  was  in  school,  so  that 
talent  soon  had  him  picking  up 
some  extra  money  as  an  announcer 
at  WCAO,  Baltimore. 
In  Baltimore,  Willard  made 

radio  history  with  the  first  of  the 
morning  Musical  Clock  programs. 
In  1928,  WFBR  lured  Willard 
over  with  his  popular  program 
and  to  make  sure  he  was  busy 
afternoons  made  him  sales  man- 

ager. In  1930  he  became  station 
manager. 

It  was  during  those  early  days 
that  a  red-headed  freckle-faced  kid, 
wearing  a  sailor's  uniform,  walked 
into  the  WFBR  studio,  toting  a 
banjo,  having  been  goaded  by  his 
shipmates  into  taking  a  stab  at 
radio.  Willard  liked  his  warm  in- 

formal manner  and  put  him  on  the 
air.  Thus  for  the  first  time  a  radio 

audience  heard  the  words,  "Good 
mornin',  this  is  Arthur  Godfrey". Other  talented  members  of  the 
radio  craft  to  rise  under  the 
Willard  aegis  include  Bob  Trout, 
Warren  Sweeney,  Arch  McDon- 

ald, Hugh  Conover  and  John  Daly, 
although  he  is  quick  to  deny  that 
he  played  any  part  in  their  success 

NOTES 

H.  E.  WESTMORELAND,  sales  man- 
ager of  WLOL,  Minneapolis,  has  as- 

sumed the  duties  of  manager,  suc- 
ceeding K.  Wallace  Husted,  vice- 

president  and  general  manager  who 
has  been  appointed  chief  of  the  sta- tion relations  section,  Radio  Bureau, 
Office  of  War  Information  [Broad- 

casting, Oct.  26].  Mr.  Westmoreland 
formerly  was  with  the  national  adver- 

tising department  of  the  old  Minne- apolis Journal  and  for  several  years 
published  the  magazines  Golfer  and 
Sportsman.  Fred  F.  Laws,  WLOL 
account  executive,  has  been  appointed 
local  sales  manager. 
DONALD  J.  STERLING,  managing 
editor  and  vice-president  of  the  Port- 

land Oregon  Journal,  part-owner  of 
KOIN-KALE,  has  been  appointed  by 
WPB  Chairman  Donald  Nelson  as 
an  advisor  on  wartime  production  and 
operating  problems  in  the  newspaper 
and  publishing  fields,  aiding  in  the 
newsprint,  metal  supply  and  other 
problems. 
ALLAN  ZEE,  formerly  in  charge  of 
the  record  department  of  WHN,  New 
York,  has  been  made  night  station 
manager  replacing  Ted  Schneider, 
who  reports  Nov.  2  for  training  at 
the  Boston  Navy  Training  School  as 
an  ensign.  Bill  Bird,  of  the  copyright 
department,  becomes  supervisor  of  that 
division,  also  taking  over  Zee's  duties, assisted  in  the  latter  post  by  Johanna 
Silverstein  of  the  music  department. 
GRIFFIN  B.  THOMPSON,  former 
general  manager  of  WBYN,  Brooklyn, 
who  is  now  a  captain  in  the  army 
is  currently  working  on  Yanlc,  official 
Army  publication. 
DON  NATHANSON.  publisher  of 
Radio  Showmanship,  Minneapolis,  is 
father  of  a  girl. 
F.  C.  SOWELL  general  manager  of 
WLAC,  Nashville,  has  been  appoint- 

ed radio  chairman  for  the  Tennes- 
see War  Bond  drive. 

TED  BAILEE,  account  executive  of 
KMPC,  Beverly  Hills,  Cal.,  has  been 
inducted  into  the  Army. 

other  than  to  give  them  their 
microphone  start. 

In  October,  1932  WJSV  beckoned 
vdth  the  post  of  chief  announcer. 
In  January  of  the  following  year, 

he  was  appointed  WJSV  sales  man- 
ager, and  in  1936  he  was  made  as- 

sistant to  now  Lt.  Com.  Harry 
Butcher,  USN.  Willard  succeeded 
to  the  position  of  manager  when 
Butcher  was  named  CBS  vice- 
president  in  1937,  and  has  guided 
the  destiny  of  the  station  ever 
since. 

The  early  radio  story  which  he 
likes  to  tell  the  best  is  of  an  in- 

cident which  occurred  when  and 
Bob  Trout  were  rooming  together 
at  a  hotel  around  the  corner  from 

the  studios  of  Columbia's  then 
newly  acquired  station.  Scheduled 
to  handle  a  network  origination  at 
9  o'clock  one  morning,  and  waking 
up  to  find  the  light  of  day  beaming 
on  his  clock  at  8:50  a.m.,  Willard 
donned  an  overcoat,  a  pair  of  shoes 
and  absolutely  nothing  else.  He  ar- 

rived breathless,  but  in  time  for 
the  broadcast.  Probably  the  guests 

on  the  program  would  have  at- 

JOHN  M.  KANNAWIN,  Prairie  re- 
gional representative  of  CBC  at 

Winnipeg  for  two  years,  has  left 
Winnipeg  for  Toronto,  and  will  shortly 
proceed  to  England  to  take  charge  of 
the  CBC's  Overseas  Unit  at  London. 
He  succeeds  H.  R,  Pelletier,  who  has 
been  loaned  by  the  CBC  to  the  BBC 
for  the  duration.  Kannawin  has  been 
in  radio  since  1930,  starting  as  an 
announcer. 

HAROLD  BURLET,  former  com- mercial manager  of  CKWS,  Kingston, 
Ont.,  has  been  appointed  manager  of 
the  Montreal  office  of  Northern  Broad- 

casting &  Publishing,  Timmins,  Ont. 
He  has  also  served  on  CKVD,  Val 
d'Or,  Que.,  and  CKRN,  Rouyn,  Que. 
He  started  his  radio  career  in  Tor- 

onto as  producer  of  a  musical  show 
for  a  Toronto  newspaper. 

ED  WOLFE  has  resigned  from  the 
sales  staff  of  WIL,  St.  Louis,  to 
enter  the  Marine  Corps.  Ray  L. 
Wynne,  new  to  radio,  takes  his  place. WIL  Announcer  Bob  Rawson  is  the 
father  of  a  boy. 

G.  A.  (Dick)  RICHARDS,  president 
of  KMPC,  Beverly  Hills,  Cal.  who 
also  controls  WJR,  Detroit  and 
WGAR,  Cleveland,  is  currently  on  a 
three-week  business  trip  conferring 
with  executives  of  the  latter  stations. 
Bob  Reynolds  general  manager  of 
KMPC,  IS  currently  visiting  Chicago, 
Cleveland  and  New  York  on  station 
business. 
STORM  WHALEY,  manager  of 
KUOA,  Siloam  Springs,  Ark.  has  re- turned to  the  station  after  a  minor 
operation  at  the  John  Brown  U.  hos- 

pital. 

MARK  BROWN,  commercial  staff  of 
KTAR,  Phoenix,  left  for  Norfolk,  Va., 
Oct.  31  to  attend  a  Navy  physical  edu- 

cation school.  Barbara  Hughes,  form- 
erly of  Advertising  Counselors,  Inc., 

Phoenix,  has  joined  KTAR  business 
staff. 
GEORGE  L.  MOSKOVICS,  CBS 
West  Coast  sales  promotion  manager, 
recently  discussed  "Radio's  Place  in 
Advertising  Under  War  Conditions", as  guest  speaker  at  the  Long  Beach 
(Cal.)    Adv.  Club. 
GERALD  P.  FLOOD,  former  chief 
of  station  relations.  Radio  Section, 
Treasury  Dept.  War  Savings  Staff, 
has  been  commissioned  a  lieutenant 
in  the  Naval  Reserve  and  assigned 
to  the  Naval  Air  Station,  Quonset 
Point,  R.  I. 

tributed  the  overcoat  to  some  idio- 
syncrasy of  radio  announcers  had 

not  a  helpful  but  overzealous  re- 
ceptionist insisted  on  removing  it 

for  him  while  he  was  making  the 
lengthy  introduction  to  the  show. 
Just  for  the  records,  he  succeeded 
in  retaining  both  his  coat,  his 
dignity  and  his  copy. 

Jess  Willard  was  married  June 
26,  1928  to  Georgianna  Courtney. 
The  two  youngest  Willards  are 
Courtney,  10,  and  A.  D.  3rd,  3. 

Acclimated  to  Washington's  busy 
pace,  even  as  a  wartime  capital, 
Willard  still  finds  time  to  engage 

in  many  extra-curricular  activities. 
These  include  membership  on  the 
board  of  managers  and  board  of 
directors  of  the  Washington 
Y.M.C.A.,  service  on  the  board  of 
trustees  of  the  Washington  Boys 
Club,  and  radio  chairman  of  the 

Community  War  Fund.  He  is  also 
a  former  director  of  the  Kiwanis 
Club  of  Washington  and  past  presi- 

dent of  the  Tri-State  Golf  Assn. 
and  is  still  actively  engaged  in  both 
organizations,  as  well  as  a  member 
of  Delta  Sigma  Phi  fraternity. 
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LEE  KARSOX,  production  manager 
of  KTAR,  Phoenix,  has  reported  to 
Fort  MacArthur.  Calif.,  to  attend 
an  Army  Volunteer  Officer  Candidate 
School.  Harold  Lampel,  formerly  of 
WCBA-WSAN.  Allentown,  Pa.,  has 
joined  news  staff  of  KTAR. 

PAUL  HAVENS,  has  been  named 
manager  of  ■\V49FW,  FM  adjunct  of WOWO-WGL,    Ft.  Wa.vne. 
PAT  BURTON,  formerly  of  KFMB, 
San  Diego,  has  joined  the  news  staff 
of  WBBM.  Chicago. 

ALLEN  PRESCOTT,  m.e.  of  the 
tive  times  weekly  Prescott  Prese)iis 
program  on  the  BLUE,  left  the  net- 

work last  week  to  join  the  Navy  as 
a  lieutenant  (s.g. ).  Although  the  title 
and  format  of  the  show  will  be 
changed,  it  will  probably  continue 
with  another  m.c,  as  yet  unselected. 

.TIMMY  CREASMAN,  formerly  of 
KTAR,  Phoenix,  but  now  with  co- 

ordinator of  Inter-American  Affairs 
(Rockefeller  Committee),  is  father  of 
a  girl. 
FRED  L.  VAN  DEVENTER,  news 
staff  of  WJR.  Detroit,  has  taken  over 
the  program  Neivs  of  the  Hour  By 
Van  Deventer,  sponsored  jointly  by 
Sweetheart  Soap  and  B-C  headache remedies. 

BUCK  HINMAN,  announcer  and  pro- 
gi"am  director  of  WCBI,  Columbus, 
Miss.,  has  enlisted  in  the  Army  Air 
Corps. 

Ridiculous?  Sure — but  no  more  so  than  trying  to  cover 

the  big,  $210,000,000  Roanoke-Southwest  Virginia 

market  without  WDBJ!  The  truth  is:  WDBJ  is  the  only 

station  that  can  be  heard  clearly  at  all  times  in  all  of 

the  120,348  radio  homes  in  this  area.  Send  for  the 

proof  now. 

ROANOKE 

ROBERT  HAFTER,  producer  of 
CBS  Hollywood,  has  been  assigned 
as  assistant  to  Capt.  Charles  Vanda, 
producer  on  the  weekly  Your  Broad- 
ivay  <£•  Mine,  War  Dept.  show  short- waved  to  the  AEF. 

PAT  KELLY,  publicity  director  and 
producer  of  KFRC,  San  Francisco, 
and  Patti  Boyd,  assistant  music  librar- ian of  KH.J,  Los  Angeles,  will  be 
married  in  the  former  city  Nov.  G. 
LEITH  STEVENS,  musical  director 
of  NBC  Hollywood,  has  currently 
completed  scripts  for  series  of  shorts 
dealing  with  wartime  musical  propa- 

ganda. Material  will  be  submitted  to the  OWL 

HARRY  MITCHELL,  program  direc- tor of  KFAC,  Los  Angeles,  has 
joined  CBS  Hollywood  as  announ- cer. Don  Otis,  announcer  of  KFAC, 
has  taken  over  Mitchell's  former 
duties,  with  Mark  Breneman  being 
elevated  to  newscaster  and  chief  an- 

nouncer. New  to  the  staff  is  Gene 
Moser,  former  announcer  of  KSAL, 
Sr.lina,  Kan. 

RUTH  HOLLOWAT,  in  the  con- 
tinuity department  of  KHJ,  Holly- 

wood, has  been  named  assistant  music 
librarian,  replacing  Patti  Boyd,  re- 

signed. Ann  Cameron,  head  of  the 
script  department,  takes  over  Miss 
Holloway's  former  duties,  with  Helen 
Brough  being  elevated  to  head  of  the 
latter  department. 

BOB  FOUTS,  formerly  of  the  Cali- 
fornia State  Dept.  of  Agriculture,  has 

joined  KROY,  Sacramento,  as  spe- 
cial events  and  sports  announcer. 

BOB  HICKS,  once  with  WOKO,  and 
WABY.  Albany,  N.  Y''.,  has  joined WTRY,   Troy   as  announcer. 
R.  C.  SMUCKER,  formerly  of  KVOR, 
Colorado  Springs  and  KVSF,  Santa 
Fe,  is  doing  interpretation  and  pro- duction work  for  Horace  Heidt. 

BOB  GOODMAN,  news  editor  and 
announcer  of  KGEI,  San  Francisco, 
is  the  father  of  a  boy. 
JAMES  BIXLER,  night  production 
manager  of  the  BLUE,  has  been 
shifted  to  a  part  daytime  schedule, 
while  Addison  Amor,  his  assistant, 
will  take  over  some  of  the  night  as- 

signment under  the  supervision  of 
Harry  Frazee,  BLLTE  production  man- 

ager. RUTH  CLEMENS  has  resigned  as 
assistant  to  John  Almonte,  night  man- 

ager of  NBC,  to  engage  in  war  effort activities. 

DOROTHY  McGAHA,  formerly  of 
sales  promotion  department  of  KPO, 
San  Francisco,  became  a  member  of 
the  WAAC's  Oct.  16.  Lucille  Kale 
has  succeeded  Miss  McGaha  as  sec- 

retary to  Henry  Schaffer,  sales  pro- motion manager. 
JACK  IRELAND,  formerly  of 
KCRC,  Enid.  Okla.,  has  joined  the 
-staff  of  KSAL,  Salina,  Kan. 

Mr.  Steele 

Steele  to  Atlantic 

TED  STEELE,  singer  and  nova- chordist  heard  on  NBC  for  the 
last  year,  has  been  appointed  to 
the  newly-created  position  of  di- 

rector of  pro- 
grams for  the Atlantic  Coast 

Network,  it  was 
announced  last 
week  by  Edward 

Codel,  ACN  gen- e  r  a  1  manager. 
Mr.  Steele,  who 
has  done  radio 

and  stage  enter- taining on  a 
freelance  basis, 
started  as  an  NBC  page  boy  four 

years  ago,  and  is  currently  m.c.  of 
the  NBC  Saturday  night  show,  Ted 
Steele's  Studio  Club. 

JOE  FARRIS,  head  of  continuity  de- partment, of  WGKV,  Charleston, 
W.  Va.,  has  joined  the  Army  Reserve 
until  completion  of  studies  at  Morris 
Harvey  Coll.,  Charleston.  Ray  Penner, 
WGKV,  announcer,  has  been  ap- 

pointed head  of  the  publicity  and  pro- motion department.  Nancy  Flournoy, 
receptionist,  is  taking  a  regular  an^ 
nouncing  turn. 

BOB  GREEN,  announcer  of  CBS, 
Hollywood,  has  been  assigned  to  the 
weekly  West  Coast  sustaining  pro- 

gram, Hollywood  Showcase.  He  re- placed Bob  Lemond,  now  in  the  Army Air  Forces. 

WILLIAM  ANDREWS,  head  of 
guest  relations  depai-tment  of  NBC, 
Hollywood,  has  joined  the  Army  Air 
Forces.  He  is  assigned  to  operations 
specialist  division  of  the  6th  Ferry 
Command,  Long  Beach,  Cal. 
KENNY  BAKER,  Hollywood  radio 
singer,  is  the  father  of  a  boy  born 
Oct.  26. 

VERNON  McKENZIE,  formerly  di- rector of  the  school  of  journalism,  U  of 
Washington,  and  American  advisor  to 
the  British  Information  Services  in 
New  York  and  London,  is  conducting 
a  world  affairs  commentary  of  KIRO, 
Seattle. 
TRUMAN  BRIZEE  has  been  named 
promotion  director  of  WHAM,  Roch- ester, succeeding  Arthur  Kelly,  who 
was  transferred  to  the  engineering 
staff. 

BILL  LOVE,  announcer  of  CFCN, 
Calgary,  son  of  the  president  and 
general  manager  of  the  station,  is 
now  in  the  Surve.y  Wing  of  the 
Royal  Canadian  Artillery,  Petawawa, 
Ont.  W.  H.  Brown,  former  announce- 
er  of  CFCN,  has  been  promoted  to 
second  lieutenant  in  the  Royal  Ca- 

nadian Artillery,  stationed  at  Camp 
Shilo,  Manitoba. 

For  COMPLETE  COVERAGE  in 

it's 

VIRGINIA      %e  ALABAMA  TRIO 
CBS  Affiliate  .  .  960  K.C.  %A#  IT  IT  W  5000  Watts  Full  Time 

Owned  and  Operated  by  the  TIMES-WORLD  CORPORATION 

Free  &  Peters,  he. 

Today  smart  advertisers  who  want  complete  coverage 
of  Alabama's  vast  war  production  market— where 
payrolls  are  at  their  highest  peak — are  specifying 
the  ALABAMA  TRIO.  Its  power  blankets  the  entire 
state  .  .  .  and  you  get  a  10%  reduction,  too! 
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MARY  LOU  NICHOLS,  for  live 
years  main  receptionist  at  KOIN- 
KALE,  Portland,  has  married  Warde 
H.  Erwin,  Portland  attorney.  Largely- 
attended  wedding  reception  was  held 
at  the  home  of  0.  W.  (Chuck).  My- 

ers, the  bride's  uncle  and  president of  KOIN.  After  the  honeymoon  the 
bride  resumed  her  duties  at  KOIN- 
KALE  for  the  duration. 

ROGER  BOWMAN,  former  an- 
nouncer of  WLIB,  Brooklyn,  and 

WNYC,  New  York  municipal  sta- 
tion, has  joined  the  announcing  staff 

of  WHN,  New  York.  Bowman  has 
served  as  educational  advisor  and 
observer  for  the  CBS  Words  With- 

out Mttsic. 

BILL  BRENGLE  has  joined  the  an- 
nouncing staff  of  WWL,  New  Or- 

leans. For  six  years  he  broadcast  Tu- 
lane  U  football  games  for  Coca  Cola 
over  Gulf  Coast  stations. 
DAVID  ROSE,  Hollywood  musical 
director  of  the  weekly  NBC  Johnny 
Presents  Ginny  Simms,  sponsored  by 
Philip  Moi-ris  &  Co.  (cigarettes),  has 
joined  the  First  Photographic  Unit 
of  the  Army  Air  Forces.  He  will  be 
stationed  at  Hal  Roach  Studios,  Cul- 

ver City,  Cal. 
JERRY  KAYLE,  announcer  of 
KFVD,  Los  Angeles,  has  resigned  to 
join  the  Army  Air  Forces  technical 
training  school  in  St.  Louis.  Gene 
Milner,  formerly  of  KOIL,  Omaha, 
has  taken  over  his  duties. 

KEN  HIGGINS,  writer-producer  of 
KFI-KECA,  Los  Angeles,  is  the 
father  of  a  girl. 

NATHAN  SCOTT,  Hollywood  mus- 
ical director  of  the  BLUE,  Holly- 

wood, has  been  inducted  into  the 
Army. 

HARRY  VON  ZELL,  Hollywood  an- 
nouncer on  the  weekly  NBC  Time 

to  Smile  Shotc,  sponsored  by  Bris- 
tol-Myers Co.  (Ipana,  Sal  Hepatica), 

has  been  signed  for  a  role  in  the 
Warner  Bros,  film  "Thank  Your 
Lucky  Stars". 
JOE  EMERSON  announcer-director 
of  NBC  Hymns  of  All  Churches,  will 
make  his  final  aijpearance  with  the 
program  Nov.  23.  Before  returning  to 
radio  he  plans  to  spend  a  short  vaca- 

tion on  his  cattle  farm  in  North  Car- 
olina. The  program,  sponsored  by 

General  Mills,  Minneapolis,  will  con- 
tinue to  be  heard  Monday  through 

Thursday  2:45-3  p.m. 
HAROLD  MODLIN,  farm  editor- 
announcer  of  WLBC,  Muncie,  Ind., 
has  enlisted  in  the  Signal  Corps  Re- serve. 
BRYN  MORTEN  SON,  former  pro- 

gram director  of  WMVA,  Martins- 
ville, Va.,  has  joined  WPIC,  Shar- 

on, Pa.,  as  writer. 
TOM  HUSSEY,  commercial  announc- 

er of  Boston  Braves  and  Red  Sox 
games,  has  been  named  successor  to 
Jim  Britt  as  sports  expert  of  WNAC, 
Boston,  and  the  Yankee  Network. 
Britt  is  now  a  lieutenant  in  the 
Navy. 
LARRY  KRUPP,  chief  announcer  of 
WJW,  Akron,  was  recently  inducted 
into  the  Army.  Mickey  McClowery, 
new  announcer  at  WJW,  will  take 
over  some  of  his  duties. 
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AVILLIAM  H.  SCHWARZ,  form- 
erly of  the  CBS  page  staff,  has  been 

named  desk  assistant  in  CBS  news 
room,  replacing  Richard  Cooperman, 
who  has  resigned  to  join  the  Signal 
Corps  of  the  Army. 
DON  SHARON,  announcer  of 
CKLW,  Windsor,  Out.,  has  joined 
the  Canadian  Army. 
JOHN  AVISON,  musical  director  of 
CBR,  Vancouver,  has  left  to  join 
the  Canadian  Army  with  the  Irish 
Fusiliers. 

GILBERT  HODGES,  former  special 
events  chief  at  WTA6,  Worcester, 
married  Mary  Agnes  Pelot  Oct.  20. 
Corp.  Hodges  is  scheduled  to  enter 
Infantry  Officers'  Candidate  School at  Fort  Benning,  Ga. 

RICHARD  BIDDLE,  former  an- 
nouncer of  WRAW,  Reading,  Pa.  has 

joined  the  announcing  staff  of 
W49PH,  FM  station  of  WIP,  Phil- adelphia. 

MARY  L.  FAIRES,  of  the  contin- 
uity staff  of  KGKO,  Fort  Worth,  will 

shortly  marry  Ensign  Thomas  M. 
Dollins.  Irma  Belle  Porter,  hostess 
at  KGKO,  on  Oct.  13  married  Lieut. 
James  B.  White. 

Orchid  to  Mrs.  G. 

A  COASTWISE  radio  salute 

was  presented  by  Tom  Brene- 
man  during  Breakfast  at 
Sardi's,  BLUE  network  pro- 
ticipating  program,  to  Mrs. 
J.  F.  Glickman,  of  San  Fran- 

cisco, as  the  "good  neighbor" of  the  day  on  Oct.  23.  She  and 
her  husband  on  that  day  cele- 

brated their  golden  wedding- anniversary.  They  are  the 
parents  of  David  H.  Glick- man of  Hollywood,  West 
Coast  editorial  representative 
of  Broadcasting.  Mrs.  Glick- 

man was  sent  the  "good 
neighbor"  orchid  by  air  ex- 

press. CHARLES  ROGERS,  announcer, 
has  been  promoted  to  chief  announcer 
and  program  director  of  KIEV,  Glen- 
dale,  Cal.  Colman  Willson,  formerly  on 
the  news  staff  of  shortwave  station 
KWID,  San  Francisco,  has  joined 
KIEV  as  announcer. 

LEONARD  BROWN,  program  direc- tor and  farm  editor  of  KGFW, 
Kearney,  Neb.,  has  resigned  to  join 
the  Army  Signal  Corps.  His  duties 
have  been  assumed  by  Harold  Clark, 
former  continuity  chief  and  promotion 
manager  of  the  station.  New  farm 
editor  at  KGFW  is  Arnold  Kloxin, 
formerly  of  the  Hugo  Players,  who 
also  serves  as  news  announcer. 
Maurize  Wenzinger,  new  to  radio,  has 
joined  the  station  as  part-time  an- nouncer. 

BILL  HENRY,  NBC  news  analyst, 
sponsored  four  times  weekly  on  NBC 
Pacific  stations  by  American  Cliicle 
Co.,  Long  Island  City,  for  chewing 
gum,  is  on  a  "war  assignment"  some- where in  the  South  Pacific.  Replac- 

ing him  on  his  news  program  are 
Buddy  Twiss,  NBC  announcer,  who 
reads  the  news  headlines,  and  four 
speakers  giving  short  news  commen- taries. They  are :  Boyd  Comstock, 
Dr.  Nathaniel  Berovitz,  Relman 
Morin  and  Dan  Deluce. 

MAY  RATLIFF,  formerly  of  the 
sales  seci-etarial  staff  of  KPO,  San 
Francisco,  has  transferred  to  the  press 
department,  replacing  Edwarda 
Pickett   Gilmore,   who  resigned. 
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 "The  Voice  That  Speaks  From  the  Heart  of  Lima^^ 
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SID  SAUNDERS,  who  has  been  free- 
lancing in  Chcago,  has  rejoined  the 

announcing  staff  of  KMOX,  St.  Louis, 
where  he  served  from  1936  to  1940. 
JOSEPHINE  R.  YATES,  of  the 
transcription  staff  of  KOMO,  Seattle, 
recently  enlisted  in  the  WAVES  as 
apprentice  seaman.  Following  her  four- 
month  training  period,  she  will  be 
eligible  for  a  commission  as  ensign. 

ESTON  R.  PACE,  announcer-news- 
caster of  KTSA,  San  Antonio,  recent- 

ly became  the  father  of  a  girl. 

BILL  WALKER  former  special 
events  director  of  KILO,  Grand 
Forlfs,  N.  D.,  has  joined  the  staff 
of  KYSM,  Mankato,  Minn.,  as  pro- 

gram director,  replacing  Jack  Hans- 
sen,  who  resigned  Oct.  17  to  enter 
the  Army  Signal  Corps. 
FRED  GREENLEE,  announcer  of 
WNAX,  Yankton,  S.  D.,  has  entered 
the  Army  and  now  is  at  Fort  Kerns, 
Utah.  Bill  Sanford,  of  the  WNAX 
Sioux  City  sales  staff,  has  left  to  con- 

tinue radio  technician  studies  in  Min- 
neapolis. 

2  Tons  of  KEYS 

Just  2  brief  requests  by  Fulton 
Lewis,  Jr.,  during  his  broadcasts 
of  October  1  and  2  brought 
more  than  2  tons  of  keys  to 
be  added  to  the  Nation's  needed 
supply  of  brass  and  niiklL 
(and  they're  still  pouring  in!/ 

FULTON  LEWIS,  Jr. 

HAS  THE  "KEY"  THAT  WILL 

OPEN  MORE  SALES  FOR  YOU- 

TJiat  key  is  the  immense,  loyal  radio  family  that  listens  5  times 
weekly  to  Fulton  Lewis,  Jr.  They  are  an  exceptionally  responsive 
cross-section  of  America.  Typical  of  their  spirited  response  to 
the  country's  need  for  old  keys,  is  their  enthusiasm  for  the  more than  50  different  products  offered  by  Fulton  Lewis,  Jr.  Here  is 
radio's  outstanding  feature  of  the  year  with  a  background  of 
pulling  power  and  results  that  will  make  any  advertiser  sit  up 
and  take  notice.  Fulton  Lewis,  Jr.,  is  available  for  sponsorship 
over  YOUR  STATION— at  YOUR  OWN  ONE  TIME  QUARTER 
HOUR  RATE  PER  WEEK.  If  you  want  more  dope— wire, 
phone  or  write  WM.  B.  DOLPH,  WOL,  WASHINGTON,  D.  C. 

JAMES  ALDERMAN,  for  the  past 
five  years  in  charge  of  news  at  WFAA, 
Dallas,  has  joined  WRR,  Dallas,  as 
news  editor.  In  addition  to  handling 
AP  and  local  news.  Alderman  is 
doing  some  newscasting.  He  has  been 
newscaster  and  commentator  for  vari- 

ous stations,  such  as  WBAP,  Ft. 
Worth.,  WCKY  and  WLW,  Cincin- nati. 

LBNORE  KINGSTON,  who  plays 
the  feminine  lead  in  the  NBC  Procter 
&  Gamble  series  Against  The  Storm, 
has  received  the  first  woman's  War 
Emergency  Radio  Service  Operator's License  in  New  York.  Licensees  will 
operate  an  emergency  shortwave  com- 

munications system  for  handling  air 
raid  warden  reports,  in  case  land 
lines  are  broken  during  air  raids. 

PHOEBE  MINK  has  left  WMCA, 
New  York,  where  she  served  as  aide 
to  Leon  Goldstein,  director  of  publicity 
and  special  events.  No  replacement 
has  been  named. 

ERNESTA  BARLOW,  commentator 
and  author  of  "An  Uncensored  Diary 
From  the  Central  Empire"  is  heard 
in  a  series  of  weekly  talks  for  British 
women  on  NBC's  stations  WRCA 
and  WNBI  and  Westinghouse's WBOS.  Mrs.  Barlow  conducts  the 
Commando  Mary  programs  on  NBC. 

BILL  FULLER,  formerly  on  the 
radio  production  staff  of  Ruthrauff  & 
Ryan,  Hollywood,  has  joined  CBS, 
that  city,  as  an  announcer. 

LOYE  CRENSHAW,  new  to  radio, 
has  joined  the  announcing  staff  of 
KUOA,  Siloam  Springs,  Ark.  Clara 
Lou  Gehron  is  new  woman's  editor. 
HUBERT  BOWEN,  in  charge  of 
news  programs  at  KGNF,  North 
Platte,  Neb.,  has  been  inducted  into 
the  Army  Air  Forces. 

SPENCER  G.  McNARY,  formerly 
assistant  chief  of  the  allocations  di- 

vision of  the  OWI  Radio  Bureau 
and  the  NBC  program  department, 
has  resigned  to  enlist  as  a  volunteer 
officer  candidate. 

ERVIN  VIKTOR,  formerly  conduc- 
tor of  Suppertime  Frolic  over  WIND, 

Chicago,  and  later  chief  announcer 
and  program  director  of  WJJD,  Chi- 

cago, has  returned  to  WWL,  New 
Orleans,  where  he  began  his  career in  1930. 

LOUIS  G.  EMM,  announcer  of 
WHIO,  Dayton,  has  enlisted  in  the 
Air  Force  Mechanics  and  will  be  re- 

placed by  .John  R.  Murphy,  formerly 
of  WHBC,  Canton,  O. 

EVELYN  MARBLE,  formerly  with 
Robert  Nichols,  Seattle  agency,  has 
joined  KIBO,  Seattle,  as  a  dramatic writer. 

WAYNE  JONES,  sales  department  of 
WGKV,  Charleston,  W.  Va.,  has  en- 

listed in  the  Navy  at  Norfolk  Naval 
Training  Station. 

ED  LBEMY,  who.  joined  WBYN, 
New  York,  several  weeks  ago,  to 
handle  publicity,  joins  WPAT,  Pater- 
son,  N.  J.  this  week,  in  a  similar capacity. 

LOWELL  THOMAS,  BLUE  com- mentator sponsored  by  the  Sun  Oil 
Co.,  New  York,  has  been  made  presi- dent of  the  American  Platform  Guild, 
trade  association  formed  recently  by 
those  active  in  the  lecture  field. 

PERCY  HEARLE  has  joined  the  an- nouncing staff  of  WSB,  Atlanta. 
Mary  Caldwell  has  joined  the  WSB 
publicity  dept. 

BILL  EDWARDS,  announcer  of 
WHN,  New  York,  recently  became  the 
father  of  a  girl. 

DICK  ALLEN,  Jack  Lucas,  Yale 
sophomore,  and  J.  Franklin  Ruetz, 
Yale  divinity  student,  are  new  an- nouncers of  WELI,  New  Haven. 
Jane  Connors,  Cornell  U  graduate,  is 
new  WELI  continuity  editor.  Parley 
Dean  Thueson,  formerly  with  WELI, 
is  now  with  the  Army  in  Nebraska. 

ART  HOLTER,  formerly  head  of 
the  KPO-NBC  guest  relations  staff, 
San  Francisco,  recently  enlisted  as 
a  cadet  in  the  Army  Air  Forces. 

STEPHEN  PRICE,  producer-direc- 
tor for  the  Ofi^ce  of  War  Information 

in  New  York,  will  enter  the  Army 
early  this  month. 
GEORGE  CREAMER,  announcer  of 
WOV,  New  York,  is  the  father  of  a 
boy. 

ROLIN  BRADLEY,  producer  of 
KOMO-KJR,  Seattle,  Oct.  22,  joined 
the  visual  education  division  of  Boe- 

ing Aircraft,  as  writer-producer. 

LYLE  BURT,  announcer  of  KOMO- 
KJR,  Seattle,  has  become  engaged  to 
Helen  Dyser,  Seattle. 

WRIGHT  ESSER,  former  Hollywood 
and  Chicago  writer-producer,  has  been 
named  producer  of  KOMO-KJR, 
Seattle,  after  six  months  as  an  an- nouncer in  the  news  and  special  events 
department. 
LOUIS  COHEN,  formerly  stage  man- 

ager of  WWJ,  Detroit,  is  a  technical 
sergeant  stationed  at  Camp  Tilden, 
N.  Y. 

TRAFTON  ROBERTSON,  formerly 
of  WBT,  Charlotte,  has  joined  WOL, 
Washington. 

BILL  SMITH,  foi-merly  an  announcer 
of  WHAT,  Philadelphia,  is  in  the  Air 
Forces  doing  his  basic  training  at 
Victoria  Field,  Tex. 

LOUIS  GROSS,  former  conductor 
and  announcer  of  Jewish  programs 
over  WPEN,  Philadelphia,  has  joined 
WHAT,  Philadelphia. 

dollat  buij6  2  Ifi^  matket5 

WHEN  YOU  BUY 

WIBC 

I N  DIANAPOLIS 

!•  Indianapolis  with  its  huge  defense  payrolls. 

2.  Rural  Indiana's  wealthy  farm  district. 
Yes,  two  markets  covered  by  one  radio  station.  And  WIBC  IS  THE 
ONLY  INDIANAPOLIS  STATION  that  is  programmed  to  reach 
metropolitan  Indianapolis  and  rural  Indiana. 

Represented  Nationally  by  Paul  H.  Raymer  Company ORIGINATING  FROM  WOL  WASHINGTON,  D.  C. 

Affiliated  with  the  MUTUAL  BROADCASTING  SYSTEM 
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LADIE
S* 

JOSEPHINE  MARTIN 

CONSISTENCY  is  the 
 word 

for  Mrs.  Josephine  Martin, 
who  doubles  on  the  air  as 
Bess  Bye,  the  Market  Scout 

and  Emily  Barton  on  KFRC,  San 
Francisco. 

For  more  than  seven  years  this 
affable  lady  has  conducted  a  radio 
program  that  has  consistently 
maintained  the  highest  rating  of 
any  home  economics  type  program 
in  San  Francisco  and  Oakland.  This 
is  no  easy  feat,  especially  when  you 
have  to  get  up  at  6  every  morning 
to  gather  first-hand  material  for 
your  program. 

Six  days  a  week  at  6  a.m.  Mrs. 
Martin,  in  the  role  of  Bess  Bye,  the 
Market  Scout,  journeys  to  San 
Francisco's  wholesale  produce  dis- trict. For  one  hour  she  talks  to 
wholesalers,  gathering  the  latest  in- 

formation on  market  conditions 
and  retail  prices  on  perishable  com- 

modities. At  8:40  a.m.  she  reports 
the  complete  information  of  the 
"best  buys"  in  the  market  that  day to  her  radio  listeners. 
A  recent  tribute  to  Mrs.  Martin 

was  her  appointment  to  represent 
radio  economists  on  the  San  Fran- 

cisco County  Nutrition  Council  of 
the  Office  of  Civilian  Health  and 
Welfare.  Her  second  program, 
Emily  Barton,  was  launched  five 
years  ago.  It  appeals  to  the  major 
interests  of  daily  life,  the  home, 
husband  and  family. 

Prior  to  her  affiliation  with 
KFRC,  Josephine  Martin  was  in 
radio  for  seven  years  and  worked 
on  various  newspapers. 

RADIO 

STATION 

REPRESENTATIVES 
offices 

MONTREAL  •  WINNIPEG 
TORONTO 

Copies  to  Camps 
BEV  DEAN,  of  WLS,  Chi- 

cago, suggests  that  subscrib- 
ers save  old  copies  of  Broad- casting for  radio  men  in  the 

service.  Dean  says  they  like 
to  keep  contact  with  the  busi- 

ness and  he  and  his  friends 
have  been  sending  back  is- 

sues of  the  magazine  to 
nearby  camps  and  USO  read- 

ing rooms. 

Annual  AFRA  Session 
ANNUAL  membership  meeting  of 
the  New  York  Local  of  AFRA  will 
be  held  Nov.  5  at  the  Hotel  Astor, 
New  York.  Report  of  George 
Heller,  executive  secretary  of  the 
local,  election  of  the  local's  board of  directors  and  a  report  on  the 
status  of  AFRA's  cost-of-living 
clause.  Local  is  attempting  to  line 
up  1,000  members  to  participate  in 
AFRA's  Blood  Donation  Day, Nov.  16. 

NBC  Page  Policy 

TO  FILL  VACANCIES  occurring 
in  the  NBC  page  and  guide  staff, 
one  of  the  employment  classifica- 

tions hardest  hit  by  the  draft 
[Broadcasting,  Oct.  26],  the  net- 

work is  utilizing  young  men  work- 
ing their  way  through  college,  or 

awaiting  call  for  training  in  the 
Air  Forces.  Students  attending 
New  York  universities  are  em- 

ployed on  the  night  shift,  while 
daytime  shifts  are  using  teams  of 
two  and  three  boys  from  Antioch 
and  Fenn  Colleges.  The  students 
spend  from  three  to  six  consecu- 

tive months  in  NBC's  New  York 
studios  alternating  vdth  the  equiv- 

alent amount  of  time  at  college. 

HERBERT    GRIFFIN,    until  now 
executive  vice-president  of  the  Society 
of  Motion  Picture  Engineers,  has  been 
elected  president  of  the  society.  Action 
took  place  during  a  three-day  meet- ing at  the  Hotel  Pennsylvania,  New 
York,  last  week.  Griffin  is  vice-presi- dent of  the  International  Projector 
Corp.,  and  President  of  the  Libra- 
scope  Co.,  Burbank,  Cal. 

Wartime  Radio  Problems 

On  Agenda  of  Institute 
WARTIME  PROGRAMMING  of 

stations,  schools.  Government  de- 
partments, organizations  will  be 

studied  in  a  two-day  regional  radio 
conference  Nov.  6-7  at  Stephens 
College  for  Women,  Columbia,  Mo. 
Theme  of  the  discussion,  educa- 

tional radio  in  wartime,  will  be 
considered  by  guest  speakers  from 
all  parts  of  the  radio  industry,  who 
will  analyze  current  programs  and 
policies  and  what  can  be  done  to 
improve  the  shows. 
Among  the  50  scheduled  speak- 

ers from  colleges  and  radio  sta- 
tions are  I.  Keith  Tyler,  national 

vice-president  of  the  Assn.  for  Edu- 
cation by  Radio;  Hugh  Stephens, 

administrator  of  the  Missouri  State 
Council  of  Defense;  Charles  A. 
Siepmann,  Office  of  War  Informa- 

tion, Washington;  Dr.  Louis  Berg, 
psychiatrist,  New  York;  John  W. 
Tinnea,  program  director  of  KWK, 
St.  Louis. 

in  Chicago... 

WGN  holds  a  substantial  lead  over  all  50,000 

watt  Chicago  stations  in  vo/ume  of  /oco/  and  national 

spot  business. 

This  is  important  to  buyers  of  spot  time,  for 

WGN's  lead  is  irrefutable  evidence  of  WGN's  ability 

to  produce  sales  for  its  advertisers. 

A  Clear  Channel  Station 

50,000  WaHs 

ion  ̂  

M  U  T  U  A BROADCASTING  SYSTEM 

EASTERN  SALES  OFFICE:  220  E.  42nd  Street,  New  York,  N.  Y.  PAUL  H.  RAYMER  CO.,  Los  Angeles,  Cal.,  San  Francisco,  Cal. 
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THE  Suiinedd.  OF 

BROADCASTING 

STATION  ACCOUNTS 

sp — studio  programs 
ne — news  programs 

t — transcriptions 
sa — spot  announcements 

ta — transcription  announcements 

WGAR,  Cleveland 

Walker's   Austex   Chili   Co.,   Austin,  Tex. (chili  powder),  2  sa  weekly,  13  weeks, 
thru  Crook  Adv.  Agency,  Dallas. 

Royal  Lace  Paper  Works,  Brooklyn  (Roy- 
ledge    paper),    3    sa    weekly,    6  weeks, 
thru  Lawrence  C.  Gumbinner,  N.  Y. 

Procter     &     Gamble,     Cincinnati  (Lava 
soap),    12    sa   weekly,    26    weeks,  thru 
Biow   Co.,   N.  Y. 

Piso  Co.,  Warren,  Pa.  (proprietary),  5  sa 
weekly,  20  weeks,  thru  Lake-Spiro-Shur- 
man,  Memphis. 

Musterole  Co.,  Cleveland,  5  sa  weekly,  thru 
Erwin,  Wasey  &  Co.,  N.  Y. 

Mother    Hubbard    Products,     New  York 
(Golden    Center    wheat    germ),     3  sa 
weekly,  4  weeks,  thru  H.  C.  Morris  & 
Co.,  N.  Y. 

McKesson   &   Robbins,   Bridgeport,  Conn. 
(Calox),   5  sa   weekly,    10   weeks,  thru 
J.   D.    Tarcher   Inc.,    N.  Y. 

Kellogg    Co.,    Battle    Creek    Mich.  (All 
Bran),    10    so.    weekly,    8    weeks,  thru 
Kenyon  &  Eckhart,  N.  Y. 

Borden   Co.,   New   York    (Biolac),   15  sa 
weekly,  8  weeks,  thru  Young  &  Rubi- 
cam,  N.  Y. 

Serutan  Co.,  Jersey  City    (Serutan),   5  t 
weekly,  1  year,  thru  Raymond  Spector 
Co.,  N.  Y. 

Pabst  Sales  Co.,  Chicago   (cheese),  11  sp, 
thru   Lord   &  Thomas,  Chicago. 

Grove  Labs.,  St.   Louis    (Bromo-Quinine) , 
3  ne  weekly,  24  weeks,  thru  Russel  M. 
Seeds  Co.,  Chicago. 

Bond    Stores,    New    York    (men's  cloth- ing) ,   3    ne  weekly,    1   year,   thru  Neff- 
Rogow,  N.  Y. 

WCAO,  Baltimore 

Berkshire    Knitting    Mills,    Reading,  Pa. 
(hosiery),   6  sa  weekly,  13  weeks^  thru 
Geare-Marston.  Philadelphia. 

Pope  Labs.,  Hallowell,  Me.    (Joint  Ease), 
5  sa  weekly,  13  weeks,  thru  Charles  A. 
Weeks  Co.,   N.  Y. 

Philadelphia  &  Reading  Coal  &  Iron  Co., 
Philadelphia,  2  sa  weekly,  26  weeks,  thru 
McKee  &  Albright,  Philadelphia. 

Penick  &  Ford,  New  York  (My-T-Fine), 
5    sa    weekly,    13    weeks,    thru  BBDO, N.  Y. 

KECA,  Los  Angeles 

Benson  Shops  Inc.,  Los  Angeles  (chain 
women's  apparel),  13  t,  thru  Glasser- Gailey  &  Co.,  Los  Angeles. 

WHCU,  Ithaca,  N.  Y. 

Allis-Chalmers  Tractor  Division,  Milwaukee 
(farm   machinery),    5   sp   weekly,  thru 
Bert  S.  Gittins  Adv.,  Milwaukee. 

Solvay    Sales    Corp.,    New    York,    5  sp 
weekly  thru  Atherton  &  Currier,  N.  Y. 

Portland    Cement    Assn.,    Chicago,    5  sp 
weekly,   thru   Roche,    Williams   &  Cun- 
nygham,  Chicago. 

International  Harvester  Co.,  Chicago,  6  sa 
weekly,  thru  Aubrey,  Moore  &  Wallace, Chicago. 

William  Wise  &  Sons,  New  York  (Modern 
Home  Physician) ,  ta,  thru  Huber  Hoge 
&  Sons,  N.  Y. 

Widmer's   Wine    Cellars,    Naples,    N.  Y., 6  ta  weekly,  thru  Baldwin  &  Strachan, Buffalo. 
New  York  Telephone  Co.,  New  York,  29 

sa  weekly,  thru  BBDO,  N.  Y. 

CKWS,  Kingston,  Ont. 
National  Drug  &  Chemical  Co.  of  Canada, 
Toronto  (gin  pills),  65  ta,  thru  A. 
McKim  Ltd..  Toronto. 

Canadian  National  Carbon  Co.,  Toronto 
(batteries),  60  t,  thru  Locke,  Johnson  & 
Co.,  Toronto. 

Carnation  Co.,  Toronto  (condensed  milk), 
36  t,  thru  Baker  Adv.  Agency,  Toronto. 

British  American  Oil  Co.,  Toronto  (gaso- 
line), 19  sp,  thru  J.  Walter  Thompson 

Co.,  Toronto. 

CFRB,  Toronto 

Imperial  Optical  Co.,  Toronto,  sp  weekly, 
thru  Vickers  &  Benson,  Toronto. 

Honey  Dew  Ltd.,  Toronto  (chain  res- 
taurants) sp  weekly,  thru  F.  H.  Hay- 

hurst  Co.,  'Toronto. Canadian  Canners,  Hamilton,  O  n  t., 
(canned  baby  foods),  2  sp  weekly,  thru 
Russell  T.   Kelley  Ltd.,  Hamilton. 

WTOC,  Savannah 
Pinex   Co.,   Fort   Wayne,   2   ta   daily,  18 

weeks,  thru  Russel  M.  Seeds,  Chicago. 
Vicks   Chemical    Co.,    New   York  (Vapo- 

rub),    3    sp    weekly,    26    weeks,  thru 
Morse  International,  N.  Y. 

Vicks    Chemical    Co.,    New    York  (cough 
drops),    3    sa  weekly,    20    weeks,  thru 
Morse  International,  N.  Y. 

KYW,  Philadelphia 
Beaumont  Labs.,  St.  Louis  (4-Way  cold 

tablets),  5  sp  weekly,  thru  H.  W. 
Kastor  &  Sons,  Chicago. 

Studebaker  Corp.,  South  Bend,  Ind.  5  sp 
weekly,  thru  Roche,  Williams  &  Cunnyng- 
ham,  Chicago. 

Vick  Chemical  Co.,  New  York  3  sp  week- 
ly, thru  Morse  International,  N.  Y. 

WINX,  Washington 

American  Chicle  Co.,  Long  Island  City, 
N.  Y.,  554  sa,  thru  Badger  &  Brown- 

ing, Boston. 

KGNF,  North  Platte,  Neb. 
Paxton  &  Gallagher  Co.,  Omaha  (food), 

6  ne  weekly,  13  weeks,  thru  Buchanan- Thomas  Adv.  Co.,  Omaha. 
Storz  Brewing  Co.,  Omaha,  daily  sa,  7 

weeks,  thru  Buchanan-Thomas  Adv.  Co., Omaha. 
Procter  &  Gamble  Co.,  Cincinnati  (Duz 
soap  powder) ,  20  ta,  thru  Compton 
Adv.,   N.  Y. 

Morton  Salt  Co.,  Chicago  (smoked  salt), 
30  ta,  thru  Klau-Van  Pietersom-Dunlap 
Assoc.,  Milwaukee. 

Red  Top  Brewing  Co.,  Cincinnati,  4  ta 
weekly,  thru  Joseph  Adv.  Agency,  Cin- cinnati. 

Miles  Labs.,  Elkhart  (Alka  Seltzer),  4  i 
weekly,  1  year,  thru  Wade  Adv.  Agency, Chicago. 

Dr.  W.   B.   Caldwell  Inc.,  Monticello,  111. 
(laxative  senna),  daily  ta,  thru  Sherman 
&   Marquette,  Chicago. 

United    Drug    Co.,    New    York  (Rexall 
products),  14  ta,  thru  Street  &  Finney, 
N.  Y. 

WHK-WCLE,  Cleveland 

Quaker  Oats  Co.,  Chicago  (Mother's  oats), 12  ta  weekly,   5  weeks,  thru  Ruthrauff 
&  Ryan,  Chicago. 

Book  League  of  America,  New  York,  6  sp 
weekly,     thru    Raymond    Spector  Co., 
N.  Y. 

Pinex  Co.,  Fort  Wayne  (cough  medicine), 
220  sa,  thru  Russel  M.  Seeds,  Chicago. 

Sunway  Vitamin  Co.,  Chicago  (vitamins), 
2  sp  weekly,  thru  Sorensen  &  Co.,  Chi- cago. 

O'SuUivan  Rubber  Co.,  Winchester  Va. 
(heels  and  soles),  6  ta  weekly,  10  weeks, 
thru  Bermingham,  Castleman  &  Pierce, 
Inc.,  N.  Y. 

Family  Circle  Inc.,  Newark  (Family  Cir- 
cle magazine),  4  sa  weekly,  24  weeks, direct. 

Block  Drug  Co.,  Jersey  City  (Dentu-Grip) , 
6  sa  weekly,  1  year,  thru  J.  Walter 
Thompson  Co.,  N.  Y. 

Burma-Vita  Co.,  Minneapolis  (Burma- 
Shave)  ,  7  so  weekly,  22  weeks,  thru 
MacFarland,   Aveyard  &   Co.,  Chicago. 

KUOA,  Siloam  Springs,  Ark. 

Quaker  Oats  Co.,  Chicago  (Ful-O-Pep 
feeds),  6  ta  weekly,  26  weeks,  thru  Sher- man  &   Marquette,  Chicago. 

Nutrena  Mills,  Kansas  City  (feeds),  6  ne 
weekly,  thru  Ferry-Hanly  Co.,  Kansas 
City. 

Nehi  Corp.,  Columbus,  Ga.  (Royal  Crown 
cola),  6  ta  weekly,  1  year,  direct. 

WJAG,  Norfolk,  Neb. 
McKesson  &  Robbins,  New  York  (Bexel), 

65  sa,  thru  J.  D.  Tarcher  &  Co.,  N.  Y. 
General  Mills,  Minneapolis  (feed) ,  365  sa, 
thru  Blackett-Sample-Hummert,  Chica- 

go. 

Omar  Inc.,  Omaha  (flour),  260  t,  thru 
MacFarland,    Aveyard    &    Co.,  Chicago. 

WJZ,  New  York 
American  Labor  Party,  New  York  (politi- 

cal) ,  one  sp,  direct. Newsreel  Theatres,  New  York,  3  so, 
weekly,  direct. Atlantic  Macaroni  Co.,  L.  I.  City,  N.  Y. 
(pastes  and  soups),  5  sa  weekly,  thru 
Prudential   Adv.   Agency,   New  York. 

Readers'  Digest,  Pleasantville,  N.  Y.  3  sa 
weekly,  thru  BBDO,  N.  Y. 

New  York  Drafting  Institute,  New  York, 
weekly  t,  thru  Gunn-Mears  Adv.  Agen- 

cy, N.  Y. Empire  Gold  &  Diamond  Buying  Service, 
New  York,  5  sa  weekly,  52  weeks,  thru 
Furman,  Feiner  &  Co.,  N.  Y. 

F.  &  M.  Schaefer  Brewing  Co.,  New  York, 
6  sa  weekly,  thru  BBDO,  N.  Y. 

Cooper  Safety  Razor  Corp.,  Brooklyn,  N. 
Y.,  5  sa  weekly,  thru  Heffelfinger  Agen- 

cy, N.  Y. Lever  Bros.  Co.,  Cambridge,  Mass  (Rin- 
so),  10  sa  weekly,  ta,  thru  Ruthrauff 
&  Ryan,  N.  Y. Quaker  Oats  Co.,  Chicago  (Aunt  Jemima 
pancake  flour),  3  t  weekly,  thru  Sher- man K.  Ellis  &  Co.,  Chicago. 

KFAR,  Fairbanks,  Alaska 
Kraft  Cheese  Co.,  Chicago,  26  t,  thru  J. 

Walter  Thompson  Co.,  Chicago. 
R.  J.  Reynolds  Tobacco  Co.,  Winston- 

Salem,  N.  C.  (Camels),  weekly  short- wave, thru  William  Esty  &  Co.,  N.  Y. 
Bulova  Watch  Co.,  New  York,  140  sa, 

thru  Biow  Co.,  N.  Y. 
Avoset  Inc.,  San  Francisco  (Avoset  Real 

Cream),  68  sa,  thru  Botsford,  Constan- tine  &  Gardner,  Los  Angeles. 
Woolrich  Woolen  Mills,  Woolrich,  Pa.,  31 

sa,  thru  Edward  Cave  Co.,  N.  Y. 
Seattle  Fur  Exchange,  Seattle,  3  ne  week- 

ly, 1  year,  thru  Milne  &  Co.,  Seattle. 
Fisher  Flouring  Mills  Co.,  Seattle,  1  ne 

weekly,  1  year,  thru  Pacific  Natl.  Adv. 
Agency,  Seattle. Standard  Oil  Co.  of  Cal.,  San  Francisco, 
2  sa  daily,  1  year,  thru  BBDO,  N.  Y. 

Alaska  Steamship  Co.,  Seattle,  3  ne  week- 
ly, 1  year,  thru  Beaumont  &  Hohman, Seattle. 

Pan  American  Airways  System,  New 
York,  sa  nightly,  1  year,  direct. 

WTNJ,  Trenton 
Fischer  Baking  Co.,  Newark,  18  ta  week- 

ly, 26  weeks,  thru  Scheck  Adv.  Agency, Newark. 
Nehi  Corp.,  Columbus,  Ga.  (Royal  Crown 

Cola),  6  t,  one  year,  direct. 

Shows  Visiting  Canada 
A  GROWING  number  of  American 
network  shows  are  visiting  Can- 

adian cities,  the  latest  having  been 
the  Wrigley  Ben  Bernie  Show, 
which  originated  in  Toronto  Oct. 
30  and  Ottawa  Oct.  31.  Bernie  and 
his  troupe  were  taken  through 
munition  plants  on  their  Toronto 
visit  and  told  of  Canada's  war effort  on  the  air.  In  Ottawa  the 
Bernie  Show  joined  the  Saturday 
night  Canadian  Wrigley  quiz  pro- 

gram Treasure  Trail,  with  pro- 
ceeds from  admissions  going  to  the 

Ottawa  squadrons  of  the  Air  Cadet 
League  of  Canada,  a  teen-age  or- 

ganization for  training  future  air- men. 

Page  36  •  November  2,  1942 BROADCASTING  •  Broadcast  Advertising 



NEW  CONTRACTS  for  transcribed 
series  produced  by  NBC's  Radio-Re- cording Division  include  :  Betty  &  Bob, 
by  KRLD,  Dallas,  for  Skillern's  Drug Stores,  thru  Grant  Adv.  Agency. 
Flying  for  Freedom,  by  KYW,  Phila- 

delphia, for  Jacob  Reed  Stores ; 
WESX,  Salem,  Mass.,  for  National 
House  Furnishing  Co. ;  WJAC,  Johns- 

town, Pa.,  sustaining ;  WAPI,  Birm- 
ingham, Birmingham  Electric  Co. ; 

WTMA,  Charleston,  S.  C,  EmUy  of 
Charleston  (ladies  apparel).  Time  Out 
With  Ted  Steele  and  Time  Out  With 
Allen  Prescott  bv  WNEW,  New  York, 
KDKA  and  TVCAE,  Pittsburgh,  and 
WBEN,  Buffalo,  for  National  Biscuit 
Co.,  thru  McCann-Erickson. 
SEVEN  national  accounts  are  pre- 

senting a  five-weekly  50-minute  va- 
riety program,  7-7  :50  a.m.,  on  WHCU, 

Ithaca,  N.  Y.  The  show.  Musical 
Reveille,  contains  a  newscast,  imper- 

sonations and  musical  varieties.  Spon- 
sors are  Allis-Chalmers  Mfg.  Co., 

American  Agriculturist ;  Cooperative 
Grange  League  Federation  Exchange, 
F.  E.  Myers  &  Bros.  Co.,  Park  & 
Pollard  Co.,  Portland  Cement  Assn., 
Solvay  Sales  Corp. 
ST.  LOUIS  Union  Trust  Co.  has 
renewed  a  52-week  contract  for  five- 
min\ite  news  spot  on  KMOX,  St. 
Louis,  Sundays,  1  :55  p.m.  New  series 
is  titled  Here's  What  Happened  and reviews  events  of  25  years  ago  and 
their  relationship  to  current  events. 
Francis  P.  Douglas  news  editor  of 
KMOX,  is  scriptwriter. 

F.  &  J.  GALLO  WINERY,  Modesto, 
Cal.  (wines)  on  Oct.  29  started  spon- 

soring for  13  weeks  the  half-hour 
comedy  show.  Anything  For  a  Laugh, 
on  KHJ.  Hollywood,  Thursday,  7:30- 
8  p.m.  (PWT).  Designed  as  a  show- case for  undiscovered  comics,  talent 
for  the  weekly  programs  will  be  se- 

lected by  auditions.  Gary  Breckner 
is  m.c,  with  Ted  Dahl  and  Gay 
Stevens,  producers  assigned  by  Charles 
H.  Maynes  Co.,  Los  Angeles  agency 
servicing  the  account. 

40-FATHOM  FISH  Inc.,  Boston,  has 
started  transcribed  sea  chanties  on  a 
number  of  Ontario  and  Quebec  sta- 

tions. Account  was  placed  by  Alley  & 
Richards  Co.,  Boston. 
LIBBY  McNeill  &  LIBBY  of 
Canada,  Chatham,  Ont.  (tomato  juice) 
has  started  Pierre  &  Pierrette,  quarter- 
hour  live  musical  show  on  CKAC, 
Montreal,  and  transcribed  on  CHRC, 
Quebec,  four  times  weekly.  Account 
was  placed  by  McConnell  Eastman 
Co.,  Toronto. 

GREAT  WEST  DISTRIBUTORS, 
Calgary  (gas  and  oil  products)  has 
started  This  Week,  quarter-hour  pro- 

gram of  war  news  twice  weekly  on 
CFCN,  Calgary,  and  CFRN,  Edmon- 

ton. Account  was  placed  by  Stewart- 
Mcintosh  Ltd.,  Calgary,  Alta. 

The 

CLEVELAND 

ORCHESTRA 
Broadcastt 

A  NEW  SEKIES  OF  WORLD-WIDE 
RADIO  CONCERTS 

SATURDAYS  5  TO  6  "mLVVJ. 
Ow  lh»  Columbia  Broadcasting  Syrtem  and 

Shorf-Wava  Around  tho  World 
Sponsored  by  Radio  Station  W-G  A-R  Cleveland 

Boyle,  Anacin  Planning 

Network  and  Spot  Series 
A.  S.  BOYLE  Co.,  Jersey  City,  is 
planning  to  use  both  network  and 
spot  radio  as  part  of  its  campaign 
now  in  magazines  and  newspapers 
for  Old  English  scratch  removing 
polish,  following  tests  for  the  prod- 

uct in  New  England  earlier  this 
year.  Plans  are  not  yet  settled,  ac- 

cording to  Blackett-Sample-Hum- 
mert,  New  York,  agency  in  charge. 

The  same  agency  is  also  under- 
stood to  be  lining  up  a  campaign 

to  promote  Benefax,  a  new  vitamin 
in  capsule  form  manufactured  by 
Anacin  Co.,  Jersey  City.  Promo- 

tion will  probably  consist  of  spe- 
cial announcements  on  the  com- 

pany's current  network  programs, 
heard  on  NBC,  CBS  and  Mutual. 

HUBBARD  GROCERY  Co.,  Charles- 
ton, W.  Va.,  distributors  of  Moon 

Rose  Products,  has  signed  with 
WCHS,  Charleston,  for  two  15-minute 
programs  daily,  six  days  a  week.  Both 
programs  are  news  shows,  tied  up  with 
special  promotions  including  dealer 
letters,  special  displays  and  news- 

paper ads. 
PHILCO  Corp.  of  Canada,  Toronto 
(radio  sets)  has  started  Our  Secret 
Weapon,  CBS  network  show,  as  a  de- 

layed broadcast  weekly  on  CFRB, 
Toronto,  and  CKAC,  Montreal.  Ac- 

count was  placed  by  Hutchins  Adv. 
Co.  of  Canada,  Toronto. 

STEVENS  CHEMICAL  PROD- 
ucts  Co.,  Brampton,  Ont.,  (Eskimo- 
Kloth)  has  started  a  spot  announce- 

ment campaign  on  a  number  of 
Ontario  stations.  Account  was  placed 
by  F.  H.  Hayhurst  Co.,  Toronto. 

VrfOVERING  Portland  and 

Maine's  major  markets 
...  a  consumer  market 
which  has  mushroomed  in 

size  and  is  steadily  grow- 

ing .  .  .  where  DOL- 
LARS   are    being  spent. 

5000  WATTS— 560  KC CBS 

National  Representatives 
PAUL  H.  RAYMER  CO. 

"^^1^  PORTLAND 

HOW 

PRESTO 

RECORDERS 

ARE  USED 

IN 

WARTIME 

THIS  one  was  made  for  the  USO. 
Service  men  in  fifty  USO  Club- 

houses record  messages  to  be  sent 
home  to  their  families  and  friends  .  .  . 
also  record  local  radio  shows  to  be 

broadcast  over  the  camp-wide  "Star 

Spangled  Networks." Presto  recordings  are  heard  daily  throughout  the  world 

via  short  wave  rebroadcasts  to  various  time  zones  spread- 
ing news,  bringing  entertainment  from  home  to  troops  in 

far-off  countries,  combating  enemy  propaganda. 
War  material  manufacturers  make  Presto  records  of 

lectures  for  training  new  employees,  sound  only  or  sound 

for  slide  films.  They  record  machine  noises  which  indi- 
cate faulty  assembly  or  adjustment  of  equipment,  give 

new  inspectors  the  equivalent  of  a  year's  working  expe- 
rience in  a  few  weeks. 

Busy  war  industries  use  the  Presto  to  record  confer- 
ences, messages  and  reports.  Recording  saves  time,  im- 
proves accuracy.  The  records  can  be  filed  like  letters, 

transcribed  when  necessary. 

Perhaps  you  need  a  Presto  recorder  in  your  business. 
Phone  or  wire  your  nearest  Presto  Sales  Engineer.  Let 
him  plan  a  recording  installation  for  you. 

PRESTO  SALES  ENGINEERS 

R.  A.  Adams 
Detroit,  Mich. 
Univ.  1-0180 
Albert  Batis 
Phila.,  Pa. 
Penny  0542 
Leroy  W.  Beier 
Chicago,  Illinois 
Har.  4240 
Carl  L.  Johnson C.  E.  Terry 
Kansas  City,  Mo. Vic.  463 1 

Walter  P.  Downs Montreal,  P.  Q. 
Mar.  6368 

Toronto,  Ont. Hudson  0333 

George  S.  Driscoll Rochester,  N.  Y. 
Cu.  5  548 

Henry  M.  Lane Boston,  Mass. 
Bel.  4510 

L.  D.  Marsh 
Seattle,  Wash. 
Sen.  2560 
R.  C.  Mulnix 
Denver,  Colo. 

Ch.  4277 
Norman  B.  Neely 
Hollywood,  Calif. Hil.  9133 

San  Francisco, 
Calif.— Su.  88  54 

Ernest  P.  Scott 
Cleveland,  Ohio Me.  1565 

J.  Earl  Smith Dallas,  Texas Dallas  37093 

Morris  P.  Taylor 
Washington,  D.  C. 
Shep.  4003 

E.  H.  VanKrevelen 
Minneapolis,  Minn. 
Atlantic  42 16 

PRESTO 

RECORDING  CORP. 

242  WEST  55th  ST.N.Y. 

World's  Largest  Manufacturers  of  Instantaneous  Sound  Recording  Equipment  and  Discs 
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A(^ickandi6ln^  &  J^tomotion 
Station's  $15,000  Program — Restaurants'  SOS — 

Ears  of  Corn — Better  Rat  Trap 

NEARLY  $15,000  was 
 invest- 

ed by  WNEW,  New  York,  in 
an  elaborate  broadcasting 
and  promotion  setup  for  a 

special  program,  We  Refuse  to  Die, 
aired  on  Oct.  25  on  that  station 
and  the  seven  other  outlets  of  the 
Atlantic  Coast  Network.  Promi- 

nent figures  in  the  entertainment 
world  took  part  in  the  broadcast,  a 
dramatization  based  on  a  Para- 

mount short  portraying  the  Nazi 
massacre  in  the  town  of  Lidice, 
Czechoslovakia.  Presentation  in- 

cluded a  two-way  hookup  with 
London,  via  BBC.  Transcriptions 
were  subsequently  made  available 
to  shortwave  transmitters  for  re- 
broadcast  throughout  the  world. 
To  insure  a  wide  listening  audience 
for  the  public  service  feature, 
WNEW  placed  full-page  ads  in 
two  New  York  newspapers. 

Merry  Christmas,  Caledonia! 
BEST  CHRISTMAS  gift  some 
boys  in  New  Caledonia  will  receive 
this  year  will  be  a  joint  present, 
a  Christmas  greeting  in  transcrip- 

tion from  friends  and  relatives  in 
Fargo,  N.  D.,  made  in  the  studios 
of  WDAY,  that  city,  under  the 
direction  of  Howard  Nelson,  the 
station's  public  service  director. Christmas  messages  by  clergymen, 
hymns,  songs,  a  comedy  sketch, 
newscast  and  personal  messages 
completed  the  greeting.  Moving 
pictures  of  the  group  will  be  sent 
with  the  transcription  in  time  for 
Christmas. 

*      *  * 

Restaurants'  SOS 
DIFFICULTIES  and  handicaps 
under  which  restaurants  operate 
are  covered  in  a  six-weekly  five- 
minute  morning  feature.  News  of 
the  Home  Front,  on  KOB,  Albu- 

querque. Program  is  fed  by  re- leases from  the  Denver  office  of 
OWI,  and  has  been  successfully 
used  to  obtain  experienced  wait- 

resses and  other  help.  Only  copy 
used  is  a  tie-in  announcement  in 
the  body  of  the  broadcast,  which 
usually  refers  to  OPA  regulations 

or  explains  the  restaurant's  meth- 
ods of  overcoming  wartime  restric- 

tions on  supplies  and  service. 

Quilt  for  MacArthur 
A  CHRISTMAS  GIFT  project 
launched  by  Martha  Deane,  wom- 

en's commentator  of  WOR,  New 
York,  will  bring  General  and  Mrs. 
MacArthur  a  handmade  patchwork 
quilt,  besides  prompting  War 
Stamp  purchases  for  the  Treasury. 
Made  and  donated  by  an  anony- 

mous woman,  the  quilt  was  placed 
on  display  in  several  local  depart- 

ment stores  last  week.  Each  pur- 
chaser of  a  dollar's  worth  of 

stamps  added  his  signature  to  an 
autograph  book,  which  accompan- 

ied the  gift,  mailed  to  the  General 
and  his  wife  Oct.  30,  to  comply 
with  overseas  postal  regulations. 
Radio  listeners  unable  to  attend  the 
exhibit,  sent  their  stamp  orders 
and  signatures  by  mail. *  *  * 

To  Come 
IN  CONJUNCTION  with  the  start 
Oct.  28  on  CBS  of  Easy  Aces,  spon- 

sored by  Anacin  Co.,  and  Mr. 
Keen,  Tracer  of  Lost  Persons,  by 
Kolynos  Co.,  CBS  has  sent  sales 
promotion  department  of  its  affili- 

ated stations  a  large  red  brochure 
containing  suggested  announce- 

ments, ads,  pictures  and  publicity 
to  promote  the  programs.  Titled 
"14,976  Additional  Quarter-hours 
to  Come",  the  folder  was  prepared 
by  T.  J.  Connolly,  director  of  the 
program  promotion  division  of  the 
CBS  sales  promotion  department. 

4t         4:  4c 
Trapping  Business 

WIBW,  Topeka,  is  distributing  a 
very  business-like  rat  trap,  at- 

tached to  a  cardboard  on  which  is 
printed  a  sales  talk  for  war  bonds 
and  the  necessity  of  maintaining 
sales.  Theme  is:  Hire  WIBW  to 

help  you  "trap"  business  and 
"trap"  the  Axis  "rats",  the  four 
most  famous  of  which  are  well  de- 

picted in  a  cartoon. *  *  * 

Yanks  Thanks 
CBS  has  distributed  a  tobacco- 
col  o  r  e  d  envelope  promoting 
Thanks  to  the  Yanks,  with  Bob 
Hawk  as  m.c,  which  started  Oct. 
31  for  R.  J.  Reynolds  Tobacco  Co., 
Winston-Salem,  N.  C.  (Camels). 
Contains  history  of  the  company's 
advertising  and  suggested  promo- 

tion ideas  for  local  stations.  In- 
stead of  3,  5  or  10  cartons 

of  Camels,  as  originally  announced, 
contestants  can  try  for  a  5,  10  or 
15-carton  question. 

AS  A  LOCAL  promotion  "vehicle" for  Burns  &  Allen,  sponsored  on 
CBS  by  Lever  Bros.,  Cambridge, 
Mass.,  WCSC,  Charleston,  S.  C, 
decked  up  an  old  baby  carriage 
with  large  swans,  got  a  live  white 
duck  to  go  along.  The  duck,  named 
Herman,  accompanied  by  Hasell 
Collins,  perambulator-pusher,  rode 
around  the  shopping  district  the 

opening  day  of  broadcast,  with  Col- 
lins megaphoning  news  of  the  pro- 

gram to  shoppers. 

Farm  Market 

EARS  OF  CORN  were  mailed  to 

prospective  clients  by  the  Minne- sota Radio  Network,  composed  of 

KYSM,  Mankato;  KROC,  Roches- 
ter, and  KFAM,  St.  Cloud.  Tag  at- tached lists  the  BLUE  programs 

on  the  three  stations  and  describes 
Minnesota's  $517,000  farm  market, 
with  a  slogan  "Ears  to  You". 

Propaganda  Series 
IN  COOPERATION  with  the  Co- 

ordinator of  Inter-American  Affairs, 
NBC's  international  division,  on  Oct. 
23  started  a  weekly  quarter-hour  series on  its  shortwave  stations  WRCA  and 
WNBI,  and  the  Westinghouse  sta- 

tion WBOS,  with  the  aim  of  debunk- 
ing Axis  propaganda  for  South  Ameri- can listeners.  Speaking  in  Spanish, 

Rafael  Carvaja,  Latin  American  actor- writer,  ridicules  the  Axis  in  much  the 
same  manner  as  the  well-known  "Lord 
Haw-IIaw",  who  speaks  from  Ger- 

many. Title  of  the  series  is  Baron 
Eje,  the  latter  word  in  Spanish  mean- 

ing "Axis". 
FERNANDO  ORTIZ-ECHAGUE, 
United  States  correspondent  for  La 
Nacion,  Buenos  Aires  newspaper,  has 
inaugurated  a  series  of  twice-weekly news  commentaries  in  Spanish  over 
the  shortwave  facilities  of  NEC. 
Originating  in  Washington,  the  talks 
are  shortwaved  direct  to  Radio 
Splendid  network  in  Argentina  at 
7  p.m.  and  repeated  an  hour  later 
over  WRCA  and  WNBI,  NBC  sta- 

tions, and  over  the  NBC  Pan-Ameri- can network. 

W   Here's  why  WBIG  gets 
■  such  amazing  results.  ■ 

^    Our  5,000  watts  on  580 ■  kc  lays  down  a  signal  ̂  

^   equal  to  a  100,000  watt  ■ station  on  1,000  kc.  M 

Morning  Listeners 
in  PEORIAREA 

MBD  55.3%. 
Station  "A"  19.3% 
Station  "B"  8.2% 
Station  "C"  6.6% 
Station  "D"  5.3% All  Others  5.3% 

"  <;talir>i 

Afternoon  Listeners 
in  PEORIAREA 

MBD 

Station  "A" 
Station  "B" 
Station  "C" 
Station  "D" All  Others 

50.3% 
20.7% 
10.8% 8.4% 
5.9% 
3.9% 

Evening  Listeners 
in  PEORIAREA 

MBD  39.1  % 
Station  "A"  29.5% 
Station  "B"  12.5% 
Station  "C"  10.2%, 
Station  "D"  8.2% 
All  Others  0.5% 

Impressive  PERFORMANCE 
WMBD  is  undisputed  leader  in  community  in- 

terest and  civic  progress  in  Peoriarea.  That's 
why  radio  listeners  look  to  WMBD  for  the 
finest  entertainment — why  both  local  and  na- 

tional advertisers  look  to  WMBD  fo  carry  the sales  load. 

Morning,  Noon  and  Night  .  .  . 
C.  C.  Chappelle  surveys  show  the  enviable 
position  WMBD  holds  in  the  Peoriarea  see 
charts  at  left.  They'll  guide  you,  too,  in  budget- ing advertising  to  sell  Peoriarea. 

mm 

Write  for  full  information 
telling  how  folks  listen 
and    buy   through  WMBD. 

WMBD  is  a  member  of  CBS  network 

A  BILLION-DOLLAR 

MARKET  SURVEYED 

— vital  facts  disclosed 
Iowa  farmers  this  year  will  reap 
their  biggest  harvest  in  years. 
Do  you  know  how  best  to  reach 
them  via  radio?  The  new  "Sum- mers-Whan"  Iowa  radio  audi- 

ence survey  gives  the  whole 
story — station,  time  and  pro- 
g  r  a  m  preferences,  listening trends — all  the  facts  you  need 
to  sell  this  rich  market.  The 
fifth  of  a  continuing  survey, 
the  best  of  them  all! 

Write  for  your 

copy — it's  free! 
Address  Dept.  SW 

WHO 

Des  Moines 
50.000  watts 

WIBW  ̂ '^^TO PE^K  A 
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Compromise  Formula  Offered 

By  Director  of  Music  School 
Dr.  Hanson,  Eastman  Director,  Proposes  Scheme 

Similar  to  AFM-Industry  1937  Agreement 

DR.  HOWARD  HANSON,  direc- 
tor of  the  Eastman  School  of 

Music,  whose  students  have  been 
banned  from  the  air  because  of  an 
AFM  ruling  against  broadcasts  by 
non -professional  musicians  [Broad- 

casting, Sept.  21],  last  week  pro- 
posed a  compromise  solution  to  the 

controversy  over  the  union's  ban 
of  student  broadcasts  and  of  the 
use  of  recordings  on  the  air. 

His  compromise,  which  he  states 
"should  be  acceptable  both  to  the radio  stations  and  to  the  musicians 

union,"  is  that  "every  station 
broadcasting  commercially  should 
be  asked  to  employ  a  group  of  pro- 

fessional musicians,  the  size  of  that 
group  to  be  commensurate  with  the 
power  and  relative  importance  of 
the  station. 

Recordings  Vital 

"Those  stations  which  include  in 
their  annual  budget  a  reasonable 
expenditure  for  the  employment  of 
professional  musicians,"  he  con- 

tinues, "should  be  allowed  to  broad- 
cast student  organizations  or  re- 

cordings at  will,  so  long  as  these 
student  organizations  and  record- 

ings are  not  used  as  an  excuse  for 
the  withholding  of  legitimate  em- 

ployment from  professional  mu- 
sicians. The  same  procedure  could 

apply  equally  well  to  chain  broad- 
casting." 

Dr.  Hanson  states  that  "the  con- 
tribution of  recordings  to  the  musi- 

cal understanding  of  the  public  has 
been  enormous.  It  is  difficult  to  see 
how  education  in  music  could  pos- 

sibly proceed  without  their  con- 
tinued use.  A  small  station  located 

far  from  a  musical  center  will  ob- 
viously not  be  able  to  broadcast 

symphonic  music  except  through 
recordings." 

He  concludes  his  statement:  "A 
compromise  such  as  I  have  sug- 

gested would  protect  the  profes- 
sional musician  without  at  the  same 

time  sacrificing  any  of  the  educa- 
tional advantages  which  have  been 

gained  in  the  past  by  broadcasts 
which  are  now  in  dispute. 

"The  details  of  such  an  agree- 
ment would,  of  course,  need  to  be 

the  subject  of  careful  considera- 
tion, but  I  submit  the  principle 

both  to  the  musicians  union  and  to 
the  NAB  in  the  belief  that  under 
some  such  arrangement  this  con- 

troversy can  be  settled  without 
harm  to  the  musician,  the  broad- 

caster, or  to  that  forgotten  man — 
the  American  public." 

The  1937  Plan 

A  spokesman  at  NAB's  New 
York  offices  said  it  had  not  heard 
from  Dr.  Hanson  directly  and  that 
therefore  no  answer  to  his  pro- 

posal was  being  considered  at  this 
time. 

Dr.  Hanson's  method  of  solving 
the  AFM's  unemployment  problem 

is  essentially  that  which  was  adopt- 
ed by  the  broadcasting  industry  in 

1937,  when  industry  representa- 
tives were  summoned  by  the  AFM 

and  asked  to  increase  their  employ- 
ment of  musicians. 

After  extended  negotiations  be- 
tween committees  representing  the 

network  affiliate  stations  and  the 
non-network  broadcasters  and  AFM 
officials,  agreements  were  worked 
out  in  which  the  broadcasters 
pledged  themselves  to  increase 
their  expenditures  for  union  mu- 

sicians by  5.5%  and  the  union 
agreed  not  to  interfere  with  the 
broadcasting  by  complying  stations 
of  network  programs,  transcrip- 

tions and  phonograph  records. 
This  national  agreement,  which 

ran  for  two  years,  was  made  a  part 
of  the  individual  contracts  signed 
by  stations  with  the  AFM  locals 
in  their  cities.  At  the  time  of  its 
expiration  the  Dept.  of  Justice  in- 

formed broadcasters  that  any  at- 
tempt to  extend  the  plan  would  be 

considered  as  trying  to  force  ex- 
cess employment  of  musicians  upon 

stations  which  might  not  require 
the  services  of  these  extra  men 
and  so  a  violation  of  the  anti-trust 
laws. 

The  Major  Difference 
At  the  urging  of  their  commit- 

tees, most  broadcasters  agreed  to 
comply  with  the  terms  of  the  old 
national  plan  in  negotiating  new 
local  contracts. 

There  is  at  least  one  major  dif- 
ference, however,  between  the  situ- 

ations in  1937  and  1939  and  that 
of  today.  On  both  of  the  previous 
occasions  the  AFM  presented  de- 

Available  also  to  agencies  and 
advertisers.  For  full  details,  write 

B  &  W's  New  Format 
BROWN  &  WILLIAMSON 
Tobacco  Corp.,  Louisville,  has  re- 

vised the  format  of  Plantation 
Party  on  67  NBC  stations,  9:30-10 
p.m.  to  include  a  weekly  conclud- 

ing seven-minute  spot,  titled  Pij}e 
Dreams,  featuring  Mary  Ann 
Mercer,  vocalist,  advertising  Sir 
Walter  Raleigh  Smoking  Tobacco. 
The  remaining  23  minutes  of  Plan- 

tation Party  will  advertise  Kool 
Cigarettes  instead  of  Bugler 
Tobacco,  and  cast  will  include 
Whitey  Ford,  the  Doring  Sisters, 
Michael  Stewart  and  Louise  Mas- 
sey  and  the  Westerners.  People  Are 
Funny,  in  the  half -hour  period  fol- 

lowing at  10-10:30  p.m.  will  con- tinue to  be  heard  for  B  &  W 
Wings  cigarettes.  Russel  M.  Seeds 
Co.,  Chicago,  is  agency. 

GALE  ROBBINS,  vocalist  on  the 
Ben  Bernie  program  sponsored  by 
Wm.  Wrigley  Jr.  Co.,  Chicago  on 
CBS  Monday  through  Friday  at  5  :45- 
6  p.m.,  has  signed  a  contract  with  20th 
Century-Fox. 

mands  for  increased  employment 
directly  to  the  broadcasters.  Today, 
no  demands  have  been  made  of  the 
broadcasters.  In  fact,  the  AFM  has 
made  no  demands  at  all.  It  has 

merely  informed  the  makers  of  rec- 
ords and  transcriptions  that  the 

services  of  AFM  members  are  no 
longer  available  to  them  and  it  has 
enforced  that  prohibition. 

Army  Given  Authority 
Over  Puerto  Rican  Radio 
CONTROL  of  non-military  stations 
and  facilities  for  radio  and  wire 
communications  in  Puerto  Rico  has 
been  vested  in  the  War  Dept.  by 

Board  of  War  Communications  Or- 
der No.  23,  paralleling  a  similar 

provision  issued  last  summer  for 
Alaska. 

Under  the  order,  issued  Oct.  22, 
Puerto  Rican  stations  are  subject  to 
use,  control,  supervision,  inspection 
or  closure  by  the  Army  whenever 
it  is  deemed  necessary  for  the  na- 

tional security  and  successful  con- 
duct of  the  war.  At  present,  it  is 

believed  that  the  order  will  be  mere- 
ly a  grant  of  power,  and  that  the 

status  of  the  stations  will  remain 
unchanged. 

The  six  Puerto  Rican  broadcast- 
ing outlets  effected  are:  WPBA, 

Mayaguez;  WPAB  and  WPRB, 
Ponce;  WIAC,  WKAQ  and  WNEL, 
San  Juan. 

Bannerman  on  Tour 
GLEN  BANNERMAN,  president  and 
general  manager  of  the  Canadian  As- sociation of  Broadcasters,  Toronto,  is 
on  an  extended  tour  of  Eastern  Can- adian stations  to  discuss  wartime 
operation  problems  with  station  man- agements. Before  returning  to  Toronto 
about  mid-November  he  will  caU  on 
all  stations  in  the  three  Maritime 
provinces  and  Quebec. 

"Co 

m 

An  impulsive,  star-studded,  live 
talent  radio  show  is  changing 

New  York's  afternoon  listening 
pattern.  Gloom  Dodgers  skillfully 

blends  the  two  most  popular  pro- 
gram materials  .  .  .  variety  and 

news  .  . .  into  a  big  show,  keyed 
for  the  front  ranks  of  radio  and 

aimed  at  big  sales  results. 
This  is  the  program  of  comedy, 

music,  sports  and  news  that 
"inherits"  the  vast  audience  from 
the  Brooklyn  Dodgers  baseball 
series,  and  builds  from  there. 

Our  Sales  Representatives  will 

show  you  how  a  fifteen  minute 
participation  in  Gloom  Dodgers 
assures  an  unusually  profitable 
advertising  campaign. 

3  to  5  P.M. MONDAY thru 

SATURDAY 

George  E.  Halley 
TEXAS   RANGERS  LIBRARY 
HOTEL  PICKWICK    •    KANSAS  CITY.  MO. 

America's  most  powerful  indeper^dent  station 

Wlf  VV  W|    50,000  Watts  ■  lOSO  Clear  Channel 

W  n  II     'NEW  YO
RK Chicago  Office:  360  North  Michigan 
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Rolls  No  More 

EUGENIA  CLAIR  FLAT- 
TO,  Hollywood  radio  com- 

mentator and  socialite,  has 
tossed  her  $20,000  Rolls 
Royce  roadster  on  the  na- 

tion's scrap  metal  pile. 
Salvage  officials  blinked  when 
Mrs.  Flatto  handed  over  the 
flashy,  silver  car  and  an- 

nounced her  purpose,  but  they 
were  willing  if  she  was,  and 
promised  it  would  be  reduced 
to  scrap.  Bought  in  1934,  it 
has  been  driven  only  55,000 
miles.  The  tires  were  donated 
to  an  Army  canteen  service. 

Outler  on  New  Revenue  Sources 

(Continued  from  page  9) 

NOVEMBER 

NUGGET! 

Boston  Rep.:  BERTHA  BANNAN 

Frank  Pellegrin  began  to  do  his 
stuff  at  NAB  and  Gene  Carr  took 
over  the  chairmanship  of  the  sales 
manager's  committee. 

And  Then,  Action 

So  this  pair  began  to  do  some- 
thing about  it.  Nosing  around  for 

a  good  objective,  they  focused  both 
eyes  on  department  store  advertis- 

ing expenditures.  Here  was  a  class- 
ification spending  upwards  of 

$250,000,000  a  year,  with  less  than 
3%  going  into  radio.  They  gath- 

ered the  salesmanager's  committee 
together  and  we  started  a  little 
offensive  on  our  own  hook.  And  I'm 
frank  to  admit  that  our  first  few 
brushes  with  the  quarry  were  far 
from  encouraging. 

But  they  showed  us  that  there 
was  blood  on  the  moon.  We  got 
ourselves  invited  to  sit  as  a  panel 
of  experts  at  a  meeting  of  the 
NRDGA  in  New  York.  Those  de- 

partment store  men  were  really 
interested,  and  critical.  They  fired 
the  questions  and  we  gave  the 
answers. 

We  didn't  sell  anybody  anything, 
and,  to  be  honest,  we  came  off  sec- 

ond best  in  the  skirmish.  But  as 
a  result  of  this  meeting,  the  in- 

terest of  these  advertisers  in  radio 
as  a  medium,  and  a  little  work  in 

In 

War 

Dayton's  diversified  industries the  vast  farmlands  that  comprise  the Dayton  market  .  .  .  these  are  now 
tools  of  war,  manned  by  a  greatly 
increased  population.  ^ 

This  same  diversity  
of  tndustry 

business  and  agricultur
e 

Dayton  one  of  Americ
a's  most  sub 

stantial  markets  when
  peace  has 

come. 

Today,  in  war  .  .  ,  and  tomorrow,  in  peace  .  .  . 
you  may  rely  on  this  significant  sales  fact: 

WHIO  IS  THE 

DAYTON  MARKET! 

'^BASIC  CBS— 5000  WATTS   g.  p.  Hollingbery  Co.,  Representatives  'Tf 

the  promotion  department  of  the 
NRDGA,  they  sent  out  a  question- naire to  their  members  asking  for 
information  on  the  varied  and 
various  use  of  the  medium  and 
how  it  was  regarded.  We  learned 
quite  a  lot  from  a  digest  of  those 
answers. 

Then  came  Cleveland,  and  you  all 
know  what  happened  there.  Sev- 

eral charming  and  capable  gentle- 
men from  the  retail  field  spit  in 

our  eye  and  gave  us  a  challenge. 
The  situation  was  summed  up  by 
some  of  them  when  he  said,  in  plain 
words,  that  the  reason  why  more 
radio  was  not  used  by  retailers  was 
due  to  the  fact  that  the  depart- 

ment stores  were  too  damn  dumb 
to  buy  it  and  the  radio  stations 
were  too  damn  dumb  to  sell  it. 

Some  of  our  boys  were  entirely 
willing  to  admit  the  first  part  of 
the  premise,  but  they  took  umbrage 
at  being  called  dumb.  In  my  book, 
there  still  remains  something  to 
the  indictment  as  long  as  we  let 
publications  walk  away  with  a 
97%  split  of  $250,000,000 — and  I 
don't  care  what  the  reason  is. 

Preliminary  Study 

The  upshot  of  all  that  stew  was 

progress.  The  salesmanager's  com- mittee went  before  the  NAB  board 
with  a  tentative  plan.  The  board 
granted  permission  to  explore  the 
plan  and  appointed  a  committee, 
headed  by  Paul  Morency,  a  mem- 

ber of  the  board,  to  explore  the 
plan,  develop  it  and  report  back. 
That  has  been  done,  and  the  work 

has  been  the  most  pleasant  I've 
engaged  in — because  there  was 
definite  promise  at  the  end  of  the rainbow. 

We  explored  the  possibility  of 
working  with  and  through  one  of 
several  trade  associations  in  the 
retail  world,  and  discarded  the  idea 
on  the  simple  basis  that  here  was 
something  radio  could  and  should 
do  for  itself,  and  on  its  own  hook. 
We  studied  the  NRDGA  question- 

naires and  got  a  pretty  fair  slant 
on  the  other  fellow's  thinking.  And 
we  were  more  convinced  than  be- 

JOHNNY  LONG 

records  for 

LANG-WORTH 

Lincoln  (Neb.)  Journal-Star 

fore  that  we  had  an  opportunity. 

So  we  called  in  an  expert  in  ad- 
vertising and  retailing,  and  we 

think  we  got  the  best  in  America. 
He  is  Sheldon  R.  Coons,  general 
business  counsel,  of  New  York, 

who  serves  several  of  the  country's 
leading  advertisers  in  that  ca- 

pacity. .  .  . Now  this  planning  was  started 
in  June  of  this  year  and  you  have 
only  to  check  back  in  your  own 
mind  to  realize  the  changes,  the 

complexities  and  the  increased  dif- 
ficulties which  have  confronted  you 

since  the  beginning  of  the  summer. 
We  had  the  same  problems,  multi- 

plied. One  plan  after  another  was considered  and  discarded  because 
of  insurmountable  obstacles. 

But  we  held  to  the  original  thesis 
in  the  matter— we  had  to  have 
something  which  would  serve  both 
to  educate  the  retailer  in  the 

proper  use  of  radio  and  to  inform 
the  radio  salesman  in  the  proper 
manner  of  selling  and  servicing  the 
account. 

Clinic  Plan 

We  are  ready  to  proceed  with 
the  development  of  a  package  pres- 

entation, which  will  include  all  the 
mechanical  material  needed  to 
stage  the  presentation  in  any  city 
in  the  United  States  which  wants 
to  sponsor  the  effort.  We  estimate 
that  the  presentation  of  this  clinic 
will  require  about  four  hours,  to 
be  handled  at  a  luncheon  under  the 
sponsorship  of  a  local  committee 
of  broadcasters  and  merchants, 
presided  over  by  a  local  master  of 
ceremonies  and  followed  by  a  clini- 

cal discussion  of  the  material  that 
has  been  shown. 

It  is  anticipated  that  every  re- 
tailer or  merchant  present  will  be 

there  as  the  guest  of  some  broad- 
caster; and  we  anticipate  no  great 

difficulty  in  achieving  this.  Our  in- 
vestigations show  that  the  average 

retailer  in  the  United  States  is 

just  as  anxious  to  obtain  informa- tion which  will  enable  him  to  shape 
the  future  of  his  business  as  you 

are  to  get  a  slice  of  his  advertis- 
ing appropriation.  And  if  you  are 

inclined  to  disagree  ynt\i  that  state- 
ment, go  back  home  and  interview 

the  toughest  prospect  in  your  town 
and  see  what  he  says. 

As  I  said,  this  will  be  a  package 
presentation,  involving  a  sound 
and  slide  film  discussion  of  the 
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position  of  the  retailer — -and  par- 
ticularly the  department  store — in 

the  present  emergency,  and  how 
radio  can  be  used  to  meet  some  of 
its  problems.  This  is  to  be  comple- 

mented with  charts  and  a  planned 
pictorial  development  of  the  re- 

tailer's problems.  .  .  . 
Just  the  Facts 

Now,  the  answer  to  every  single 
retail-radio  question  is  of  vital 
interest  to  the  retail  advertiser 
with  money  to  spend — and  they 
should  be  equally  informative  to 
the  radio  time  salesman  or  station 
manager  who  can  use  the  extra 
revenue  the  retailer  has  to  spend. 

'  I  think  the  whole  presentation  idea 
is  best  summed  up  in  the  opening 
preface  suggested  for  use  as  the 
plan  is  opened.  It  is  naturally, 
addressed  to  the  retailer  who  is  to 
be  present  as  the  guest  of  the 
broadcaster: 

"We  are  going  to  tell  you  some- 
thing about  radio  and  the  retailer. 

In  doing  this  we  do  not  want  to 
bore  you  by  telling  you  things  you 
already  know  about  your  own  bus- 

iness, nor  will  we  try  to  sweep  you 
off  your  feet  with  glowing  statistics 
of  the  power  and  success  of  radio 
in  other  fields.  What  we  shall  give 
you  are  facts;  facts  about  the 
retail  business  against  the  back- 

ground of  a  changing  world,  and 
the  forces  which  here  and  in  other 
countries  are  having  a  vital  and 
often  a  fatal  influence  on  current 
retail  practices. 

"We  shall  also  give  you  facts about  radio — some  of  which  you 
may  have  heard  before — others  en- 

tirely new,  derived  from  a  nation- 
wide survey  made  among  your  own 

group  to  discover  how  retailers  are 
now  using  radio  most  successfully. 

"We  will  also  analyze  the  way  in 
which  men,  not  in  your  business, 
have  successfully  used  radio,  to  see 
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SYRACUSE  SOCIAL  WORK  PLAN 

Local  Agencies  Unite  to  Use  Radio  More 

 Effectively  Through  Clearing  House  

WHY  not  get  together  and  clear 
your  own  radio  programs  before 
asking  for  time?  That  was  the 
substance  of  advice  offered  a  social 
agency  representative  by  a  Syra- 

cuse, N.  Y.,  radio  executive,  ac- 
cording to  an  article  in  "Channels," New  York  social  work  publication. 

And  the  challenge  resulted  in  the 
organization  of  the  Radio  Clear- 

ing House  of  the  Syracuse  Pub- 
licity Council. 

The  first  step  was  naming  four 
social  agency  representatives,  one 
to  collaborate  with  each  of  the  sta- 

tions in  the  city.  At  first  there  were 
some  problems  but  the  program  has 
worked  to  the  mutual  benefit  of  the 
stations  and  the  social  agencies 
alike. 
Now  it  works  as  follows:  An 

agency  calls  the  central  publicity 
council  two  weeks  before  the  time 
is  desired  and  a  meeting  is  sched- 

uled between  the  publicity  repre- 

what  there  is  in  the  manner  of 
this  use  that  might  be  significant 
to  the  retailer  and  particularly  to 
the  department  store. 
"We  shall  tell  you  how  radio 

time  should  be  bought,  how  you 
should  measure  your  radio  audi- 

ence, how  to  insure  your  investment 
in  radio,  and  we  shall  try  to  show 
you  something  about  how  good 
radio  advertising  of  the  future  may 
be  written. 

"In  presenting  this  story  to  you 
we  have  tried  throughout  to  stay 
entirely  within  the  realm  of  veri- 

fiable fact.  When  we  give  you 
opinions  they  will  be  backed  hy 
the  highest  authorities,  or  be  made 
significant  by  the  unquestionable 
power  of  the  forces  they  represent. 

"It  is  our  hope  that  with  this 
presentation  we  may  show  you  how 
radio  can  be  used  successfully  to 
meet  the  urgent  problems  of  today, 
and  of  days  soon  to  come.  If  we 
do  not  convince  you,  we  hope  at 
least  to  throw  genuine  light  on 
the  role  which  we  feel  radio  is 
destined  to  play  in  the  world  of 
retail  distribution  and  consump- 

tion .  .  ." 

5000  WATTS 

AT  570  KC. 

The  Perfecf  Combination 

sentative  of  the  interested  agency 
and  the  central  group.  Next  each 
of  the  four  station  liaison  people 
contacts  one  station  to  determine 
possibilities.  Then  the  type  of  pro- 

gram, length  and  station  is  deter- 
mined and  the  participating  agen- 

cy is  informed.  The  responsibility 
of  preparation  rests  with  the  par- 

ticipating agency's  publicity  rep- resentative, servicing  the  station 
with  spots  and  all  needed  mater- 

ial. Scripts  must  be  in  the  hands 
of  the  clearing  house  members  at 
least  six  days  before  the  broadcast. 

and  then  the  program  becomes  a 
reality. 

As  a  result  of  this  plan,  fewer 
agencies  have  been  found  to  ask 
for  time,  planning  is  more  care- 

ful and  material  is  prepared  for 
the  widest  possible  audience.  The 
plan  has  produced  a  closer  rela- 

tionship between  stations  and  so- 
cial agencies  too,  for  OWI  and 

network  social  work  material  is 
submitted  to  the  clearing  house for  editing. 

INDEPENDENT  Citizens'  Committee for  the  Eelection  of  John  J.  Bennett 
Jr.,  candidate  for  New  York  Gover- 

nor, has  purchased  a  quarter-hour  on six  CBS  stations  in  New  York  State 
Nov.  2.  The  one-time  broadcast  will 
be  aired  at  10 :45  p.m.  Agency  is 
Leighton  &  Nelson,  Eehenectady. 

!  ATIONAL  ADVERTISERS  and  New  York's 
numerous  nationalities  have  one  thing 
in  common.  They  both  agree  that 

WBNX  is  THE  FOREIGN  LANGUAGE  STATION  of 
GREATER  NEW  YORK. 

No  wonder,  then,  that  WBNX  with  its  5,000  watts, 
directional,  plays  the  dominant  role  in  selling  the 
5,000,000*  foreign-language-speaking-audience  of 
the  world's  greatest  market. 
To  cash  in  on  the  opportunities  of  this  super-market, 
advertise  your  national  products  over  WBNX,  the 
Winner  of  the  Peabody  Citation  for  Public  Service  to 
Foreign  Language  Groups. 

*Over  70%  of  metropolitan  New  York's  population  ia foreign  born  or  of  foreign  parentage. 

Your  Best  National  Spot  Buy  .  .  . 

FOR  OFFENSE 
FOR  DEFENSE 

BROADCASTING   •  Broadcast  Advertising November  2,  1942  •  Page  41 



DON
'T 

PLA
CE 

AN 
 -X'

' 

BALLO
T  iKy

.ll 

Far  be  Hf---Au'-
 

influence  yo^r  ^^^^  ̂ bat 
think  you  ought  ̂ f^eakon 
Ballot  (Ky)  Vi^AVE  s 

candidate  is  the  Lo-         3,  5% 

^^"Msh'^po-ertbantbe „^orc  purcbasxn^P  d,... 

restotlientuckyco  ̂ ^^.^ 

^-•^^^^"^Tef^ge-^^^^"^" 

i=^ei?f--^^:: 

_  ^  *  0 

The  Greatest  Buy 
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DAY  and  NIGHT 
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at  LOW  COST! 

BASIC  BLOE 
NATIONAL  REPRESENTATIVES 
HEADLEY  REED  CO 

Strike  Averted 
{Continued  on  page  ̂ 2) 

pated  before  Senators  at  home  for 
the  elections  have  had  time  to  re- 

turn to  Washington  and  until  the 
usual  fortnight  elapses  for  Govern- 

ment study  of  the  Clark  legisla- tion. 

Finney  Sees  Wheeler 

Senator  Wheeler  met  last  Tues- 
day with  C.  M.  Finney,  president 

of  Associated  Music  Publishers  and 
Muzak.  Mr.  Finney  reported  that 
he  had  attempted  to  give  the 
Senator  a  picture  of  the  effects  of 
the  AFM  ban  on  recordings  on  his 
organization,  v^fhich  is  to  be  as- 

sumed to  be  similar  to  other  inde- 
pendent organizations  which  sup- 

ply transcriptions  to  broadcasters 
but  which  have  no  affiliations  with 
stations  or  networks.  He  expressed 
the  desire  of  his  organization  to 
work  out  a  solution  which  would 
permit  the  resumption  of  making 
musical  transcriptions,  he  said,  and 
to  do  whatever  can  be  done  legally 
to  bring  about  such  a  solution. 

In  his  conversation,  Mr.  Finney 
said,  he  pointed  out  that  no  specific 
demands  have  been  received  from 
the  AFM  and  that  it  is  hard  for 
any  one  to  solve  a  problem  when 
he  has  not  been  given  the  condi- 

tions on  which  that  solution  must 
be  based. 

ASCAP  Appreciation 
IN  A  LETTER  to  Niles  Trammell, 
president  of  NBC,  and  Arturo 
Toscanini,  noted  conductor-com- 

poser. Deems  Taylor,  president  of 
ASCAP,  has  expressed  the  Society's gratification  for  the  recognition 
given  American  composers  at  the 
opening  Nov.  1  of  the  concerts 
broadcast  on  NBC  by  the  NBC 
Symphony  Orchestra.  In  addition 
to  scheduling  an  all-American  pro- 

gram, Maestro  Toscanini  conducted 
the  Symphony's  playing  of  George 
Gershwin's   "Rhapsody   in  Blue." 

Dr.  Eddy's  Discovery 
DR.  WALTER  H.  EDDY,  president 
of  the  American  Institute  of  Food 
Products,  sponsor  of  the  cooperative 
Food  Forum  on  WOR,  New  York,  is 
co-discoverer  of  an  inexpensive  chemi- 

cal compound  which  will  destroy  any 
offensive  odor. 

Broadcasfers!^^"""^^"" LET  YOUR  AUDIENCES  HEAR 
AMERICA'S  VICTORY  SHOUT 

HALLELU! 

(Jndement  Day  is  Comin') 
to  be  featured  by  Judy  Canova  in 
her   forthcoming    Republic  picture 
"Chatterbox".  Words  and  music  by 

Paul  J.  Winkoop 
and 

THE  BALLAD  WE  COULDN'T  HOLD  BACK 
STARLIGHT  SONATA 

the  most  unforgettable  melody  since 
"My  Sister  and  I" 

Lyrics  by  Helen  Bliss 
Music  by  Henry  Manners 

Both  songs  have  been  arranged  for 
orchestra  by  JACK  MASON 

BROADCAST  MUSIC,  Inc. 
580  Fifth  Ave.        ■        New  York  City 

MONITOR  SETUP  AIDS  THE  WAR 

Two  Million  Words  Taken  OfF  the  Air  Per  Day 

 And  Boiled  Down  »o  40,000  
WITH  American  newsmen  and 
diplomats  barred  from  most  of 
Europe  and  large  areas  of  Asia 

by  the  war,  the  FCC's  Foreign Broadcast  Intelligence  Service  has 
been  playing  an  increasingly  im- 

portant role  as  source  of  informa- 
tion for  Government  military  and 

propaganda  agencies. 
Since  it  was  started  in  March, 

1941,  the  FBIS  has  been  expanded 
until  the  staff  now  includes  450 
monitors,  writers,  analysts,  editors 
and  translators.  From  four  posts 
in  the  United  States,  London  and 
Puerto  Rico,  the  service  records  2 
million  words  daily  and  Issues  at 
noon  a  40,000-word  summary  for 
the  benefit  of  the  OWI,  the  Office 
of  Strategic  Services  and  11 
other  war  agencies. 

British  Cooperation 

Headed  by  Dr.  Robert  Leigh,  for- 
merly special  advisor  to  the  Na- 
tional Resources  Planning  Boards, 

the  FBIS  hears  about  two-thirds 
of  enemy  signals  audible  in  the 
United  States.  By  arrangement 
with  BBC,  it  picks  up  a  special  re- 

port on  India,  and  Egyptian  af 
fairs  from  BBC  London  headquar- 

ters and  sends  it  by  wireless  to 
Washington. 
A  special  wire  links  the  listen- 

ing posts  and  Washington  head- quarters, and  a  teletype  system 
connects  FBIS  headquarters  with 
major  war  agencies.  A  continuous 
40,000-word  stream  summarizing 
and  analyzing  enemy  and  neutral 
broadcasts  pours  over  this.  Trans- 

lators, 30  in  number,  handle  pro- 
grams in  45  languages. 

Recent  FBIS  "exclusives"  were 
first  news  of  the  British  capture 
of  Tananarive,  capital  of  Madagas- 

car; a  "scoop"  over  the  assassina- 
tion of  Heydrich,  Gestapo  chief  of 

Czechoslovakia,  and  first  complete 
text  of  an  important  speech  by  J ap- 
anese  Admiral  Shimada. 

With  its  world  divided  into  three 
geograpical  areas  for  convenience, 
the  FBIS  gets  Asiatic  news  from 
Portland,  Ore.,  and  San  Francisco; 
Latin  American  from  Kingsville, 
Tex.,  and  African  and  European 
from  Puerto  Rico,  London,  and  Sil- 

ver Hill,  Md. 

At  Later  Hour 

WARTIME  regulations  have 
caused  a  major  studio  audi- 

ence participation  program 
on  WABC,  New  York,  CBS 

key,  to  be  recorded  and  re- broadcast  at  a  later  hour, 
8:30  a.m.  Housewives  attend 
the  six-weekly  broadcast  of 
The  Missus  Goes  A-Shop- 
ping,  quarter-hour  quiz  pro- 

gram, with  food  and  house- 
hold wares  as  prizes.  Spon- 

soring the  program  on  dif- 
ferent days  are  R.  C.  Wil- liams Co.,  New  York  (Royal 

Scarlet  food  products)  ;  B. 
Goodman  &  Son,  New  York 
(noodle  products)  ;  Sheffield 
Farms,  New  York  (Vitamin 
D.  Homogenized  Milk).  Spon- 

sors' products  are  exhibited on  the  stage. 

'Review'  Air  Column 

A  RADIO  COLUMN  has  been 
started  as  a  regular  feature  of 
the  Saturday  Review  of  Ldterature, 
weekly  literary  magazine  of  criti- 

cism. The  first  article,  titled  "Ra- 
dio and  the  Writer",  appeared  in the  Oct.  24  issue  as  the  beginning 

of  a  series  of  "critical  discussions 
of  radio  as  a  vehicle  of  public  serv- 

ice, as  a  means  of  expression,  and 
as  an  art."  Writer  of  the  weekly 
feature  is  Albert  N.  Williams, 
previously  NBC  writer  and  produc- 

tion manager,  and  radio  director  of 
the  Council  for  Democracy,  New 
York,  who  is  currently  associated 
with  a  Government  war  agency. 

Launched  by  Mrs.  Gilman 

MRS.  DON  E.  GILMAN,  whose  hus- 
band, Don  E.  Gilman,  is  BLUB 

Western  division  vice-president,  was 
the  first  wife  of  a  radio  executive  to 
christen  one  of  the  California  Ship- 

yard's Liberty  Ships  when  she  per- formed this  ceremony  at  launching 
Oct.  30  of  the  10,500-ton  Samuel  Nel- 

son at  Terminal  Island,  Cal. 

Jack  Harris  a  Major 
JACK  HARRIS,  former  news  and 
promotion  chief  of  WSM,  Nashville, 
who  has  been  working  as  a  civilian 
aide  to  Col.  Edward  M.  Kirby,  chief 
of  the  Army  Public  Relations 
radio  branch,  has  been  commissioned 
a  major  in  the  Army  Specialist  Corps. 
He  continues  on  Col.  Kirby's  staff. 

San  Francisco  Alert 
SAN  FRANCISCO  stations  went  off 
the  air  Oct.  80  at  10  :49  a.m.  (PWT) 
when  a  blue  air  raid  alert  was 
sounded.  The  alert  affected  other  Cen- 

tral California  coastal  points.  All- clear  signal  came  at  11 :30  a.m. 

\  *^fHERE'S  MORE  FOR  YOUR  MONEY  AT 

BOSTON  Vv  FREDERICTON  — N.  B. 
*rfelOOO  WATTS— BASIC  C^B.C.  OUTLET 

CFNB 

WEED  and  CO.- U.S.  Representatives 
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Meeting  With  AFM  Inevitable 

Some  Industry  Observers  Feel 

Tipoff  to  Possible  Negotiations  Found  in 
Suggestion  AFM  Demands  Be  Made  Public 

the 

FAILURE  of  the  Government 
court  action  against  Petrillo  and 
the  AFM  to  secure  any  relief  from 
the  prohibition  against  recorded 
music  has  resulted  in  an  increas- 

ingly wide  feeling  that  sooner  or 
later  the  makers  of  phonograph 
records  and  transcriptions,  either 
alone  or  in  the  company  of  the 
broadcasters  and  the  coin-operated 
phonograph  people,  will  necessarily 
enter  into  negotiations  with  Pe- 

trillo and  other  AFM  executives. 
Best  indication  of  this  attitude 

comes  from  suggestions  advanced 
recently  that  the  demands  of  the 
AFM  be  brought  out  into  the  open 
for  inspection  by  both  the  trade 
and  the  public. 

Reviewing  the  history  of  the 
union's  ban  upon  the  making  of 
musical  recordings,  it  is  pointed 
out  that  the  AFM  has  not  made 
any  demands  upon  either  the 
makers  or  users  of  recorded  music 
as  to  wages  or  terms  or  conditions 
of  employment  of  union  musicians, 
nor  has  the  union  invited  repre- 

sentatives of  these  industries  to 
join  in  a  conference  to  consider  the 
problem  which  led  the  union  to 
forbid  its  members  from  making 
any  more  records.  Here's  what  did 
happen : 

Early  in  June  Petrillo  told  the 
AFM's  national  convention  in 
Dallas  that  on  Aug.  1  the  union 
would  stop  work  on  recordings, 
amplifying  that  order  with  the 
statement  that:  "We  will  make 
records  for  home  consumption,  but 
we  won't  make  them  for  juke boxes.  We  will  make  them  for  the 
armed  forces  of  the  United  States 
and  its  allies,  but  not  for  commer- 

cial or  sustaining  radio  programs." 
Nothing  to  Consider 

On  June  25  he  notified  all  makers 
of  phonograph  records  and  tran- 

scriptions their  licenses  would  ex- 
pire July  31  and  would  not  be 

renewed.  "From  and  after  Aug. 
1,  1942,"  the  notice  continued, 
"the  members  of  the  AFM  will 
not  play  or  contract  for  record- 

ings, transcriptions  or  any  me- 
chanical reproductions  of  music." 

He  explained  at  a  press  con- 
ference that  special  permission  to 

use  musicians  would  be  granted  to 
companies  guaranteeing  to  the 
union  that  the  records  would  be 
restricted  to  home  use  only,  add- 

ing that  if  these  companies  really 
wanted  to  they  could  find  a  way  of 
legally  enforcing-  such  restrictions, 
despite  court  rulings  to  the  con- trary. 

On  frequent  occasions,  both  be- 
fore and  after  the  ban  on  records 

became  effective  on  Aug.  1,  Pe- 
trillo has  railed  at  the  recording 

companies  because  they  did  not 
send  representatives  in  to  see  him. 
But  he  has  as  yet  presented  no 
demands  which  they  can  legally 
consider.  Petrillo  has  repeatedly 
stated  that  he  has  no  quarrel  with 
the  broadcasters  and  that  this  dis- 

pute concerns  only  the  makers  of 
recordings,  yet,  as  the  NAB 
pointed  out  in  its  brief  filed  in  the 
Chicago  Federal  Court  prior  to 
the  hearing  of  the  Government  suit 
against  Petrillo: 

"It  would  appear  that  the  pur- 
pose of  the  order  preventing  the 

making  of  recordings  was  to  coerce 
the  recording  and  transcription 
companies  into  entering  into  a 
conspiracy  with  the  AFM  whereby 
the  use  of  recordings  would  be 
denied  to  those  broadcasting  sta- 

tions which  did  not  employ  a  num- 
ber of  musicians  satisfactory  to 

the  AFM  or,  in  the  alternative, 
pay  some  satisfactory  tribute  to 

the  AFM." 
Wagner  Mentioned 

Whether  this  conclusion  is  cor- 
rect or  not  only  Petrillo  and  his 

union  can  say.  Feeling  that  until 
this  situation  is  clarified  there  is 
little  that  can  be  done  toward  ef- 

fecting a  solution,  transcription 
industry  spokesmen  have  sug- 

gested that  some  impartial  public 
figure  should  be  requested  to  ap- 

proach Petrillo  and  ask  him  exactly 
what  he  desires  of  the  recording 
companies  that  it  is  in  their  power 
to  give.  Senator  Robert  F.  Wagner 

630   KG.    5000   WATTS   DAY  AND 
NIGHT    ic    BLUE  NETWORK 

The  Time  to  Buy  in 

Central  Pennsylvania 

WSBA 

900  . 

THE  "MID-POINT"  ON  YOUR  DIAL 

YORK,  PENNSYLVANIA 

National  Representative:  The  Walker  Co. 

Centaur  in  Southeast 

CENTAUR  Co.,  Rahway,  N.  J.,  on 
Nov.  2  starts  a  campaign  of  one- 
minute  spot  announcements  10 
times  weekly  on  stations  in  15 
southeastern  markets.  Heard  in  the 
interests  of  Fletcher's  Castoria, 
the  campaign  will  continue  through 
April  17,  1943.  Agency  is  Young  & 
Rubicam,  New  York. 

(D-N.  Y.),  a  recognized  friend  of 
labor,  has  been  suggested  as  a 

possible  choice. 
If  this  approach  through  a  pub- 
lic figure  is  not  feasible,  transcrip- 

tion spokesmen  stated  that  the 
broadcasting  industry  should  go  to 
Petrillo  and  ask  on  what  basis  the 
union  would  permit  its  members 
to  resume  work  on  recordings.  The 

problem  does  not  concern  the  re- 
cording companies  alone,  they 

pointed  out,  as  if  they  are  forced 
out  of  business  by  the  unions  ban 
the  stations  who  are  dependent  on 
recordings  will  likewise  be  seri- 

ously affected.  If  the  transcription 
companies,  collectively  or  individu- 

ally, attempt  to  make  their  own 
settlement  with  the  union,  the 
terms  will  also  affect  the  stations 
they  serve  and  they  will  be  severely 
criticized  for  taking  that  action. 
In  this  situation,  it  was  pointed 
out,  the  transcription  companies 
are  just  one  part  of  the  broadcast- 

ing industry  and  the  problem  is 
too  big  to  be  solved  by  any  part, 
but  must  eventually  be  met  by  con- 

certed action  by  the  entire  in- dustry. 

McCarthy,  Fibber  McGee 

At  Top  in  Hooper  List 
FIRST  PLACE  in  the  Oct.  30 
Hooper  "national"  program  ratings 
report  goes  to  Charlie  McCarthy 
with  30.0,  while  the  Fibber  McGee 
and  Molly  program  is  second,  27.9, 
and  Walter  Winchell  third,  27.3. 
Others,  in  order,  are  the  Aldrich 
Family,  Bob  Hope,  Frank  Morgan- 
Fanny  Brice,  Radio  Theatre,  Jack 
Benny,  Bing  Crosby,  Rudy  Vallee, 
Eddie  Cantor,  Screen  Guild  Play- 

ers, Mr.  District  Attorney,  Adven- 
tures of  the  Thin  Man  and  Kate 

Smith.  Red  Skelton  continues  to 
top  the  list  of  programs  measured 

by  partial  rather  than  full  "na- tional" coverage  with  a  rating  of 
29.9. 
The  average  evening  rating 

reaches  the  mark  of  10.5,  up  0.6 
from  the  Oct.  15  report.  Losses  of 
audience  are  shown  by  36  pro- 

grams, while  69  showed  gains  and 
five  remained  unchanged.  The  eve- 

ning "sets-in-use"  index  for  the 
week  Oct.  15-21  stands  at  30.4,  up 
2.1  from  the  Oct.  15  report. 

Video  Group  to  Meet 

MEMBERS  of  the  American  Televi- sion Society  interested  in  writing, 
acting,  production  and  direction  of 
television  programs,  will  meet  Nov.  5 
at  8  p.m.  in  the  office  of  Norman  D. 
Waters,  president,  to  discuss  means 
for  taking  advantage  of  the  offer  of 
W2XWV,  Du  Mont  television  station 
in  New  York,  to  make  use  of  its  fa- 

cilities for  program  experimentation. 
Kay  Reynolds  has  been  named  chair- man of  a  program  experimentation 
committee  of  ATS  and  Fay  Baker  is 
in  charge  of  talent. 

IN  THE  RADIO  LIMELIGHT 
a  series  of  informative  articles  for  radio  advertisers 

and  time-buyers,  prepared  by  The 'Branham  Company 

RADIO  STATION  WCPO  CINCINNATI,  OHIO 

250  Watts       1230  Kc.       Scripps-Howard  Radio  Inc. 
MORT  WATTERS,  General  Manager 

JL  HE  TALK  OF  THE  AGENCIES'  .  .  .  that's  WCPO  .  .  .  SCCOnd 
(and  sometimes  first)  ranking  station  in  Cincinnati  (see 
C.  E.  Hooper,  Inc.,  Dec.  thru  April,  1942). 
On  the  basis  of  cost  per  listening  home,  daytime,  WCPO  is 
the  top  station-buy  in  Cincinnati.  Large  audience  and  low 
cost  have  made  it  the  talk  of  the  agencies.  When  agencies 

and  advertisers  talk,  they  say  it  with  spots — scan  this  partial 
list  of  leading  national  accounts  using  WCPO:  Procter  & 
Gamble,  General  Mills,  Grove  Laboratories,  Household  Fi- 

nance, Grennan  Bakeries,  Quaker  Oats,  Beemans  Gum, 
Beaumont  Laboratories,  Pepsodent,  Burma  Shave,  Beech 
Nut,  Chicago  Sun,  Pels  Naphtha,  Reid  Murdoch,  Pall  Mall, 
Dr.  Caldwell,  Kellogg  Company,  Jelke,  Stanback  Company, 

Carter's  Little  Liver  Pills,  Socony  Vacuum,  Congress  Cigars, 
Manhattan  Soap,  Saturday  Evening  Post,  HRH-Absorbine, 
Phillips  "66"  Gas,  Shell  Gas. 
Radio  Station  WCPO  is  represented  nationally  by  the  bran- 
ham  COMPANY. 

FOR   SPOTS   THAT   SELL,   CALL   A  BRANHAM-MAN 

THE    BRANHAM  COMPANY 
CHICAGO  NEW  YORK 

DBTflOIT  ATUNTA  CHA1U.OTTE  DALUS  ST.  LOUIS  MEMPHIS 
KANSAS  OTf        SAN  f^ANCISCO        LOS  ANGELES  SEATTLE 
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JOHN  BLAIRA'™^ &  C()MPANT  riZ: 

DANIEL  (Danny)  DANKER,  South- 
ern California  vice-president  of  J. 

Walter  Thompson  Co.,  has  returned 
to  Hollywood  headquarters  following 
three  weeks  in  New  York.  John  Reber, 
New  York  vice-president  and  radio 
dii'ector,  accompanied  by  Willard 
Lachridge,  Chicago  vice-president  and 
executive  on  Kraft  Cheese  Co.  account, 
and  Jack  Piatt,  advertising  manager 
of  the  latter  firm,  are  in  Hollywood 
for  discussions  on  the  weekly  NBC 
Kraft  Music  Hall. 
JACK  MESSLER,  executive  of  Lord 
&  Thomas,  Los  Angeles,  on  the  Lock- 

heed and  Vega  Aircraft  Corp.  ac- 
counts, has  returned  to  his  West  Coast 

headquarters  after  New  York  and 
Washington  conferences  on  the  CBS 
Ceiling  Unlimited  series  starting  Nov. 
9  under  sponsorship  of  the  aircraft 
concerns. 
FRAN  ABRAHAM  has  been  made 
office  manager  of  Earle  Ferris  Assoc., 
Hollywood  publicity  service.  She  re- 

places Vivian  Woods  who  resigned  to 
.loin  her  husband  Jack  Woods  at  Fort 
MacArthur,  Cal. 

CHARLES  FUERY,  formerly  book- 
ing agent  for  Keith-Albee  Orpheum 

Corp.,  New  York,  is  serving  as  radio 
director  of  Roy  S.  Durstine,  New 
York,  having  joined  the  firm  some 
time  ago.  Fuery  was  previously  radio 
director  of  Moser  &  Cotins,  New  York, 
and  has  been  artists  representative 
and  freelance  producer. 
MARVIN  CORN  has  been  granted 
a  leave  of  absence  as  head  of  the 
copy  department  of  Grey  Adv.,  New 
York,  to  join  the  Army.  He  has  been 
replaced  by  Karl  Gauvert,  an  account executive. 

LEHIGH  STRUCTURAL  STEEL  CO. 17  BATTERY  PIACE,  NEW  YORK,  N.  Y. 

ACA  Convenes  Nov.  11 

ASSN.  of  Canadian  Advertisers 
will  hold  its  28th  annual  meeting 
at  Toronto,  Nov.  11-13.  Wartime 
advertising  topics  feature  the  con- 

vention program.  Among  guests 
-will  be  Dr.  Miller  McClintock  of 
the  Advertising  Council,  New  York, 
who  will  speak  on  "The  Power  of 
Advertising  in  Waging  Total 
War".  Other  speakers  will  discuss 
the  forthcoming  Canadian  nutri- 

tion campaign  and  activities  of 
the  Canadian  Wartime  Price  & 
Trade  Board. 

VIC  GEORGE,  president  of  White- hall Broadcasting  Ltd.,  Montreal,  has 
been  commissioned  a  major  in  the 
Canadian  Army  and  will  head  a  new 
unit  to  be  known  as  The  Army  Shoto 
which  will  be  recruited  from  the  ranks 
of  Canada's  army,  both  men  and 
women,  and  will  tour  Army  camps 
for  broadcasts.  Later  plans  call  for 
a  theatrical  circuit  and  sending  units 
to  Britain  and  other  overseas  points 
where  Canadians  are  stationed. 
EDWARD  J.  MeCORMACK.  form- 

erly with  Lord  &  Thomas,  Chicago, 
and  previously  with  Blackett-Sample- Hummert,  Chicago,  has  joined  the 
creative  staff  of  Ruthrauff  &  Ryan, 
New  York. 
BERNARD  J.  PROCKTBR,in  charge 
of  radio  management  and  station  rela- tions for  the  Blow  Co.,  left  Oct.  25 
for  Denver,  on  a  three-week  tour of  radio  stations  in  behalf  of  Bulova 
watches.  He  is  visiting  stations  in 
Texas  and  along  the  West  Coast. 
MacMARTIN  ADV.  AGENCY, 
Minneapolis,  successor  to  Erwin, 
Wasey  &  Co.,  both  of  which  occupied 
space  in  the  Midland  Bank  Bldg,  for 
a  quarter-century,  on  Nov.  1  moved 
to  the  top  floor  of  the  Rand  Tower. 
ROBERT  F.  HOLMAN,  research  di- rector of  H.  W.  Kastor  &  Sons  Adv. 
Co.,  Chicago,  has  joined  the  Army. 
Norvell  Steinbruegge  of  the  art  de- 

partment has  joined  the  Army  Air Forces. 

LOIS  FROST,  formerly  of  the  radio 
department  of  Benton  &  Bowles,  New 
York  and  previously  associated  with 
WMCA,  New  York,  joins  WNEW, 
New  York,  this  week  as  secretary  and 
assistant  to  Bernice  Judis,  general 
manager.  Miss  Frost  has  served  with 
Ward  Wheelock  Co.,  New  York,  and 
was  at  one  time  in  the  Chicago  office 
of  Edward  Petry  &  Co.,  station  repre- sentative. 
DONALD  H.  LONG,  for  eight  years 
on  public  relations  staff  of  N.  W.  Ayer 
&  Son,  has  resigned  to  join  the  public 
relations  staff  of  Lewis  &  Oilman, 
Philadelphia.  He  has  been  assigned  to 
the  Edward  G.  Budd  Mfg.  Co.  ac- count. 

RALPH  SINCLAIR,  for  the  last  15 
years  with  Ruthrauff  &  Ryan,  New 
York,  where  he  has  supervised  the 
preparation  of  numerous  campaigns, 
has  been  appointed  copy  director,  suc- ceeding Everett  J.  Grady,  recently 
named  executive  vice-president.  Sin- 

clair was  a  partner  in  Matheson- 
Sinclair  Agency  prior  to  joining  R 

&  R. DORIS  DOWD,  formerly  continuity 
writer  of  the  Kate  Smith  program  on 
CBS  for  General  Foods  Corp.,  New 
York,  joins  Compton  Adv.,  New  York, 
this  week,  as  copywriter. 

F.  B.  RYAN  Jr.,  vice-president  and account  executive  of  Ruthrauff  & 
Ryan,  New  York,  joined  the  Navy 
Oct.  27.  No  replacement  has  been named. 

ALMA  E.  MARKS,  in  charge  of  pro- 
gram research  in  the  radio  depart- ment of  N.  W.  Ayer  &  Son,  New 

York,  has  been  appointed  assistant 
talent  buyer  of  that  agency,  replacing 
Richard  Dunn,  now  in  the  Army. 
Miss  Marks  will  continue  to  assist 
Wallace  Magill,  producer  of  The 
Telephone  Hour,  NBC  program  spon- 

sored by  the  Bell  Telephone  System, 
New  York,  an  Ayer  account. 

NORMAN  S.  VAN  MATRB,  of  the 
W.  C.  Jeffries  Co.,  Los  Angeles,  has 
been  commissioned  a  first  lieutenant  in 
the  Army  Medical  Corps.  His  accounts 
have  been  taken  over  by  Mr.  Jeffries. 

ANNA  RECORDS,  formerly  asso- ciated with  the  late  Theodore  B. 
Creamer  in  the  Los  Angeles  agency 
bearing  his  name,  has  joined  Gerth- 
Pacific  Adv.,  that  city,  as  copywriter. 

A.  E.  McELFRESH,  New  York,  vice- 
president  of  Pedlar  &  Ryan,  agency 
servicing  the  Lady  Esther  account,  has 
returned  to  his  headquarters  after  wit- 

nessing initial  Hollywood  broadcast  of 
the  CBS  Screen  Guild  Players,  which 
started  Oct.  19  under  sponsorship  of 
the  cosmetic  firm. 

Stern  for  Old  Golds 

p.  LORILLARD  Co.,  New  York, 
has  started  sponsorship  of  thrice- 
weekly  sports  programs  by  Bill 
Stern,  NBC  sports  director,  on 
WEAF,  New  York.  The  broadcasts 
were  launched  Oct.  26,  in  the  6:30- 
7:45  p.m.  period,  Monday,  Wednes- 

day and  Friday,  with  Tuesday  and 
Thursday  sustaining.  Stern  is  spon- sored on  the  full  NBC  network 

each  Saturday  by  Colgate-Palm- olive-Peet  Co.,  Jersey  City,  N.  J. 
in  Sports  Newsreel  of  the  Air,  aired 
in  behalf  of  Shave  Cream.  Agency 
for  Old  Gold  is  J.  Walter  Thomp- 

son Co.,  New  York. 

AL  DAVIS,  formerly  of  the  Chicago 
sales  staff  of  Joseph  Hershey  Mc- 
Gillvra,  station  representatives,  has 
joined  O'Mara  &  Ormsbee,  Chicago, 
newspaper  representatives. 

Serving  Georgia's Richest  Market 

WITHOUT 

WASTE! 

WATL 
ATLANTA 

MBS  250  W  -  1400  K.  C.  ■ Represented  by  SPOT  SALES.  Inc. 
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1  Pacific  Advisory  Board 

Named    by  Advertisers 

TO  AID  OWI  on  public  informa- 
:  tion  problems,  an  advertising  ad- 

visory board  has  been  established 
on  the  West  Coast  according  to 
OWI.  The  board  will  operate  in 
California,  Oregon,  Washington, 
Nevada  and  Arizona. 
Members  of  the  board  who  are 

serving  without  compensation  are: 
Robbins  Milbank,  manager,  Young 
&  Rubicam,  San  Francisco;  Jack 
Smalley,  manager,  BBDO,  Los 
Angeles,  and  chairman.  Southern 
California  chapter,  AAAA;  Ralph 
Calkins,  Pacific  Northwest  man- 

ager, McCann-Erickson,  Portland, 
and  vice-chairman,  Oregon  chap- 

ter, AAAA;  W.  H.  Horsley,  presi- 
dent, Pacific  National  Adv.  Agency, 

Seattle,  and  chairman,  Washington 
chapter,  AAAA,  I.  N.  Shunn, 
president  Advertising  Counsellors 
Inc.,  Phoenix,  and  vice-president. 
District  5,  PAA;  Don  Belding, 
vice-president  and  manager,  Lord 
&  Thomas,  Los  Angeles,  represent- 

ing the  National  Advertising  Coun- 
cil; Larry  Lane,  publisher.  Sunset 

Magazine,  San  Francisco,  PAA 
president. 

Keystone  Disc  Network 
Includes    202  Stations 

KEYSTONE  Broadcasting  System, 
transcription  network,  organized 
less  than  two  years  ago  with  66 
affiliates,  now  includes,  with  the 
latest  additions  to  its  affiliate  list, 
202  stations.  M.  M.  Sillerman, 
president,  has  announced  the  net- 

work affiliation  of  WGOV,  Val- 
dosta,  Ga.,  KRLC,  Lewiston,  Ida.; 
WMFR,  High  Point,  N.  C;  WCRS, 
Greenwood,  S.  C;  KUJ,  Walla 
Walla,  Wash. 

In  a  resume  on  the  operations 
of  the  network,  Mr.  Sillerman  re- 

ported to  stations  that  Keystone, 
as  part  of  its  sustaining  service, 
has  provided  stations  with  four 
hours  of  daily  programming  com- 

prising tax-free  musical  tran- 
scriptions. In  addition  to  its  regu- 

lar releases  of  commercial  pro- 
grams, its  sustaining  schedule  and 

special  war  eff'ort  programs,  which 
are  tied  in  with  the  OWI  alloca- 

tion plan,  KBS  is  also  releasing 
on  a  "network"  basis  spot  an- 

nouncements to  its  affiliates,  both 
live  and  transcribed. 

WBBM  Staff  Changes 
IN  A  SHUFFLING  of  traffic  and 
production  staff  at  WBBM,  Chicago, 
William  Seymour  was  appointed  head 
of  program  traffic  department,  suc- 

ceeding Ben  Orloft,  who  was  filling 
that  position  temporarily.  Marion 
Reuter  is  now  assistant  traffic  man- 

ager while  Dick  Faulkner  takes  over 
Mr.  Seymour's  post  as  night  super- 

visor. Mr.  Faulkner's  position  in  pro- 
duction scheduling  has  been  filled  by 

George  Clare. 

GARRISON  RAWLINGS  BUB 

lyrORE  THAN  a  million  words 
of  commercial  copy  to  his 

credit  during  his  ten  years  in  ra- 
dio, Garry  Bub  has  now  stopped 

counting.  Little  wonder  now  that 
he  is  so  busy  as  radio  director  of 
the  Stewart-Jordan  Co.,  Philadel- 

phia advertising  agency,  handling 
radio  for  the  Chamberlin  Aircraft 
Corp.,  Philadelphia  Flower  Show, 
Lichtey's  Jewelers,  Land  Title Bank  and  Trust  Co.  and  a  dozen 
other  accounts.  When  he  first 
joined  the  agency  in  1940,  at  the 
invitation  of  his  father,  H.  J.  Bub, 
who  has  become  president  of 
Stewart-Jordan,  radio  was  virtu- 

ally a  step-child.  In  his  first  year, 
he  increased  radio  business  400%. 
As  a  reward  he  was  elected  vice- 
president  of  the  agency  in  1941. 

A  year  before  he  was  graduated 
from  Haverford  School  in  1925,  a 
private  school  in  suburban  Phila- 

delphia, he  broadcast  over  WFI, 
Philadelphia,  Percy  Mackaye's 
Gettysburg,  which  he  repeated  for 
several  years  around  Memorial 
Day.  Out  of  school,  he  joined  the 
E.  S.  Edmondson  Co.,  Philadelphia 
advertising  agency,  and  in  1927, 
organized  the  Bub  Advertising 
Agency,  which  was  dissolved  in 
1929.  He  was  responsible  for  one 
of  the  first  commercial  programs 
on  WCAU,  the  Penn  Aviators,  in 
1927  and  1928,  and  shortly  there- 

after originated  one  of  the  first 
rural  radio  programs  in  Philadel- 

phia on  WPEN,  titled  Hank  Little 
and  his  Littlevillians. 

To  broaden  his  show  experience 
he  became  manager  of  a  Swarth- 

WGR  WKBW 

Mutual  and  Columbia 

BufFalo 

Ask  your  Agency  to  ask  the  Colonel! 

^^FREE  &•  PETERS,  Inc.,  National  Represeniatives 
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more  Chautauqua  play  company, 
touring  the  New  England  states 
and  the  Maritime  Provinces  in 
Canada.  After  one  season,  he  re- 

turned to  Philadelphia  in  1930,  do- 
ing free-lance  work  for  a  short 

time  and  then  became  commercial 
manager  of  WPEN.  He  remained 
with  the  station  as  it  developed 
into  a  full-time  station  in  acquir- 

ing WRAX,  WFAB  (New  York 
City)  and  WTNJ  (Trenton,  N.  J.). 

In  1935,  he  went  to  Harrisburg, 
Pa.,  where  he  organized  an  adver- 

tising agency  with  John  R.  Hood, 
now  publisher  of  the  Harrisburg 
Telegraph.  Called,  Associated  Ad- 

vertisers, Inc.,  he  served  as  presi- 
dent of  the  agency  until  1940,  when 

he  was  called  to  the  Stewart- 
Jordan  Co. 

Garry  literally  lives  radio.  Con- 
sidering the  fact  that  radio  has 

never  let  him  down,  it  is  easy  to 
understand  why  he  is  completely 
sold  on  the  medium  and  its  vast 
potentialities.  Late  in  September, 
when  he  was  called  upon  to  stage 
the  Victory  Garden  Harvest  Show 
in  Philadelphia,  his  entire  promo- tion was  based  on  radio.  And  at 
the  moment,  his  major  interest  is 
in  presenting  Sweet  Land  of  Lib- 

erty on  WFIL,  a  patriotic  show  for 
the  Land  Title  Bank  and  Trust 
Co.  Ever  concerned  about  the 
dearth  of  live  talent  shows  in 
Philadelphia  radio,  Garry  has  pio- 

neered toward  the  establishment 
of  live  shows  that  will  compare 
favorably  with  network  material. 

Thirty-six  years  of  age,  Garry 
claims  radio  to  be  his  hobby.  So 

much  so  that  he  spends  all  his 
spare  time  in  teaching  it.  Back  in 
1932  and  1933,  he  taught  in  one  of 
the  first  radio  schools  in  the  city 
and  now  serves  on  the  faculty  at 
the  Bessie  V.  Hicks  School  teach- 

ing practical  radio,  writing,  pro- duction and  acting. 

USD  Camp  Show  Unit  No.  46,  com- posed of  14  members  of  the  talent 
staff  of  WLS,  Chicago,  has  given  a 
show  a  day  for  139  days  before  Army 
camps,  Navy  bases  and  various  train- ing stations  during  the  last  4% 
months.  During  that  time  the  group 
has  travelled  10.000  miles. 

1 

CBS\50,000  WATT 

STATION  COVERS  BOTH 

NORFOLK  AND 
« 

RICHMOND 

DOWN  IN  VIRGINIA! 

502  DUKE  STREET 

HOTEL  RICHMOND 

PAUL  H.  RAYMER  CO.,  NATIONAL  REPRESENTATIVE 

November  2,  1942  •  ̂ ^^^  4^}'= 



365,000  people  make  the 

Youngstown  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

WEIM,  Fitchburg,  Mass. 
.  .  .  AP  news  for  radio  is  excel- 

lent .  .  .  you  are  giving  us 
thorough  coverage  together 

v/'i\h  intelligent  and  timely news. 
Milton  H.  Meyers, 
General  Manager. 
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Alaska 

LOCATION 

"The  Nerve  Center" 
Hub  of  Alaska  Activities 
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1411  Fourth  Ave. 

Seattle,  Wash. 
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Tri-Cities 
Affiliate:  Rock  Island  ARGUS 

MUTUAL  NETWORK  - 1270  KC 

Influence  of  Radio 

Praised  by  Gerard 
Calls  for  Freedom  of  Air; 
Cites  British  Monopoly 

RADIO  and  the  press  were  de- 
scribed as  "the  most  powerful  in- 

struments for  the  preservation  of 
our  liberties  and  our  Constitution" 
by  James  W.  Gerard,  former 
United  States  Ambassador  to  Ger- 

many, in  an  address  broadcast 
Oct.  25  on  WINS,  New  York. 

Declaring  that  "the  greatest 
change  brought  about  by  the 
radio  is  the  restoration  of  individ- 

ual oratory,"  Mr.  Gerard  pointed 
out  that  "all  through  the  ages  the 
spoken  word  has  had  a  powerful 
influence  on  the  minds  and  the 
actions  of  men,  an  influence  over- 

shadowed for  a  time  by  the  news- 

papers." 

After  a  survey  of  influential 
oratory  from  the  speeches  of 
Demosthenes  in  ancient  Greece  up 
to   present   times,   he  continued: 

"The  newspapers,  in  the  last 
hundred  years,  could  print  or  sup- 

press an  oration  which,  unless  they 
gave  it  publicity,  was  heard  by  only 
a  few  people  within  the  sound  of 
the  speaker's  voice  and  reached 
only  those  others  to  whom,  per- 

haps, a  garbled  version  may  have 
been  repeated. 

And  then  Radio 

"And  then  came  the  radio  re- 
storing once  more  to  the  individual 

the  power  and  influence  of  oratory, 
not  the  flowery  sort  affected  in 
some  centuries,  but  the  kind  of 
speaking  which  belongs  to  common 
sense  and  the  good  sense  of  the 
era.  A  newspaper  of  the  greatest 
circulation  perhaps  reaches  three 
or  four  hundred  thousand  people 
in  the  vicinity  of  its  office,  but  a 
universal  hookup  on  the  radio 
reaches  a  whole  nation. 

"We  must  be  thankful  that  the 
radio  in  this  country  is  still  free. 
In  Great  Britain,  for  example,  at 
the  first  appearance  of  the  radio, 
the  government  seized  all  rights 
and  the  British  radio  is  a  govern- 

ment monopoly  supported  by  a 
special  tax  on  those  having  re- 

ceiving sets.  Nothing  can  be  broad- 
cast which  has  not  the  approval  of 

the  government. 
"Of  course,  advertisements  are 

done  away  with.  The  most  flowery 
oration  or  oratorio  is  not  followed, 
as  in  this  country,  by  a  recom- 

mendation of  a  toothpaste  or  a 
breakfast  food,  but  the  ultimate 
advantages  are  all  with  us. 

"Radio  commentators  today  can 
be  true  tribunes  of  the  people, 
more  independent  than  legislators, 
neither  looking  for  votes  nor  sub- 

servient to  pressure  groups.  We 
must  all  see  to  it  not  only  that 
freedom  of  the  press  is  preserved 
but  that  it  is  interpreted  to  mean 
as  well,  freedom  of  the  radio,  con- 

stituting with  the  press  the  most 
powerful  two  instruments  for  the 
preservation  of  our  liberties  and 

our  Constitution." 

HUGE  PARCEL  OF  TIME  purchased  by  Centlivre  Brewing  Corp.,  Fort 
Wayne,  on  WOWO,  that  city,  brought  this  group  together.  Charles  J. 
Reuss,  president  of  Centlivre,  contracted  for  Victory  Express,  handled 
by  Hilliard  Gates  and  Mary  Conn,  to  run  on  WOWO  7:15  a.m.  and  4 
p.m.  daily  except  Sunday,  in  addition  to  nightly  news  commentaries  by 

Hon.  Charles  L.  DeVault.  Present  were  (front  row,  1  to  r)  :  Lou  ~West- heimer,  president,  Westheimer  &  Co.,  agency  handling  the  account;  Mr. 
Reuss;  J.  B.  Conley,  general  manager  of  WOWO,  WGL  and  W49FW. 
Back  row:  Mr.  DeVault;  Miss  Conn;  John  Reuss,  sales  manager,  Cent- 

livre Brewing  Corp.;  Paul  E.  Mills,  WOWO-WGL  sales;  Mr.  Gates. 

WJR  on  24  Hours 
WJR,  Detroit,  was  to  begin 
round  -  the  -  clock  operations 
Monday  (Nov.  2),  according 
to  Leo  J.  Fitzpatrick,  gen- 

eral manager.  Mr.  Fitzpatrick 
said  programs  would  come 
from  CBS;  through  special 
wires  from  Chicago  and  Los 
Angeles ;  through  rebroad- casts  of  day  programs;  from 
transcriptions.  He  has  offered 
an  award  of  $10  to  any  sta- 

tion employe  submitting  a 
usable  idea  for  new  pro- 

grams for  the  added  time. 
News  will  be  broadcast  every 
hour  on  the  hour  from  1  to 
5  a.m. 

ACCEPTING  the  offer  of  the  Allen  B. 
Du  Mont  Labs.,  to  use  its  New  York 
television  station,  W2XWV,  for  ex- 

perimentation in  writing  and  produc- 
ing sight-and-sound  programs,  the 

American  Television  Society  has  ap- 
pointed a  committee,  headed  by  Kay 

Reynolds,  to  work  with  DuMont  exec- 
utives. 

Adventures  With  Navy 

Described    by  DriscoU 
UNDERSEA  activities  of  the 
Navy  were  described  to  Mutual  lis- teners last  week  in  two  unusual 
broadcasts  staged  by  Dave  Dris- 

coU, war  services  director  of  WOR, 
MBS  New  York  outlet.  On-the-spot 
recordings  made  by  Driscoll 
on  a  voyage  on  a  Navy  patrol 
ship  in  February,  during  intensive 
enemy  submarine  activity,  were  in- 

terwoven with  his  eyewitness  ac- 
count of  a  later  trip  with  an  At- 
lantic coast  convoy,  in  a  half-hour 

program  Oct.  25. 
Diving  helmets  served  as  studios 

for  an  underwater  broadcast  Oct. 
29,  conducted  by  Driscoll  and  John 
Whitmore,  of  the  WOR  war  serv- ice and  news  division,  from  a  Navy 
diving  school  at  the  site  of  the 
USS  Lafayette  (Normandie)  sal- 

vage operations.  In  addition  to  in- terviews with  the  men  attending 
the  school,  Driscoll  and  Whitmore 
descended  in  helmets  to  the  side  of 

the  submerged  hull  of  the  Norman- 
die, broadcasting  from  below  water. 

9  The  "balance  of  power"  has  shifted  in 
Southern  California!  KMPC  is  now  one  of  the 

first  three  stations  in  power  and  coverage  .  .  . 
but  fifth  in  cost! 
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I  Engineers  Union 

Parleys  With  NBC 

I  Seeks  Adjustments  in  Contract 
In  Line  With  Conditions 

NEGOTIATING  committee  of  the 
National  Assn.  of  Broadcast  Engi- 

neers &  Technicians,  independent 
union,  has  begun  discussions  with 
NBC  concerning  certain  adjust- 

ments in  their  contract  in  line  with 

changed  conditions.  The  union's contract  with  NBC  runs  until  the 
end  of  1943  and  is  not  being  re- 

opened at  this  time,  according  to 
J.  H.  Brown,  of  NBC's  technical 
staff  in  Hollywood,  NABET  presi- 
dent. 

The  committee,  which  includes 
Mr.  Brown,  H.  E.  Hiller  of  New 
York  and  C.  F.  Rothery  of  San 
Francisco,  held  its  first  conversa- 

tion last  Thursday  with  0.  B.  Han- 
son, NBC  vice-president  in  charge 

of  engineering.  Discussions  of  NBC 
{  contractual  readjustments  are  ex- 

pected to  be  completed  early  this 
week,  following  which  the  commit- 

tee will  open  negotiations  with  the 
BLUE  for  a  regular  contract  to 
replace  the  temporary  agreement 
under  which  the  union-company 
relationship  has  functioned  since 
the  separation  of  the  BLUE  from 
NBC  early  this  year. 

Wind  Up  Convention 
Conclusion  of  these  negotiations 

will  wind  up  the  ninth  annual  con- 
vention of  NABET,  which  opened 

last  Monday  at  the  Hotel  Abbey, 
New  York.  The  first  four  days  of 
the  convention  were  occupied  with 
internal  union  affairs,  Mr.  Brown 
said,  with  the  problems  arising 
from  the  loss  of  members  to  the 
armed  services  receiving  much  con- 

sideration. These  men  retain  their 
NABET  membership,  he  said,  but 

are  put  on  the  union's  inactive  list. 
Delegates  attending  the  conven- 

tion, in  addition  to  Messrs.  Brown, 
Hiller  and  Rothery,  include  V.  J. 
Duke,  NABET  vice-president;  S. 
E.  Newman,  Washington;  H.  V. 
Brandt,  Cleveland;  F.  C.  Schnep- 
per,  Chicago;  R.  C.  Thompson, 
Denver;  F.  R.  Rojas,  assistant  na- 

tional secretary-treasurer. 
NABET,  which  grew  out  of  the 

associated  technical  employes  of 
NBC,  now  represents  the  engineer- 

ing personnel  of  NBC  and  the 
BLUE  and  their  ovraed  and  oper- 

ated stations  and  also  of  KFI- 
KECA,  KFSD,  WOW,  WPTF  and 
WLS. 

New  KEYS  Partners 
REORGANIZATION  o  f  t  h  e 
Nueces  Broadcasting  Co.,  licensee 
of  KEYS,  Corpus  Christi,  Tex., 
was  approved  by  the  FCC  Oct. 
27,  with  H.  B.  Lockhart,  manager 
and  chief  engineer,  and  E.  C. 
Hughes,  commercial  manager,  each 
purchasing  a  quarter  interest  in 
the  partnership  for  $4,032.65.  Earl 
C.  Dunn,  member  of  local  law  en- 

forcement agencies,  and  Charles 
W.  Rossi,  oil  operator,  former 
partners  in  the  station,  will  each 
continue  to  hold  one-fourth  inter- 
ests. 

CHURCHILL   INCOGNITO?  No, 
just  Eugene  Brominski,  Polish  pro- 

gram announcer  of  WEXL,  Royal 
Oak,  Mich.,  who  challenges  Bud 
Wildy,  WIL,  St.  Louis,  for  the  title 
"Most  Likely  to  Pass  As  Winston" [Broadcasting,  Oct.  5].  According 
to  WEXL,  police  pushed  back 
crowds  "to  make  way  for  Mr. 
Churchill's  car"  when  Mr.  Bromin- 

ski recently  visited  a  United  Polish 
Army  Camp  near  Windsor,  Ont. 

Low-Radiation  Receivers 

Are  Ordered  for  Vessels 

AN  ORDER  for  2,600  low-radia- 
tion radio  receivers  for  installation 

on  vessels  of  the  merchant  marine 
has  been  placed  with  the  E.  H. 
Scott  Co.,  Chicago  manufacturer. 
Called  Marine  Model  Low  Radia- 

tion Receiver  SL.R-12-A  and  made 
under  specifications  of  the  FCC, 
they  are  designed  to  enable  sea- 

men to  keep  abreast  of  world  news 
and  enjoy  radio  entertainment. 
They  do  not  radiate  radio  waves 
and  therefore  cannot  be  used  by 
enemy  raiders  to  locate  shipping 
on  the  high  seas. 

Installations  were  ordered  by 
the  War  Shipping  Administration 
at  the  urgent  request  of  marine 
unions,  particularly  the  American 
Communications  Assn.,  represent- 

ing marine  radio  officers.  At  the 
out  break  of  the  war  all  receivers 
were  barred  from  merchant  vessels 
for  fear  their  re-radiations  might 
act  as  transmitters  and  betray 
vessel  locations  to  the  enemy. 

CRITCHELL  MILLER  Insurance 
Agency,  Chicago  (war  damage  insur- 

ance), on  Oct.  26  started  a  10-week 
campaign  on  WMAQ,  Chicago. 

Shortwave  Leases 

(Continued  from  page  7) 

gether  with  their  international 
broadcasting  staffs,  will  find  them- 

selves working  on  a  sort  of  "part- 
nership" basis  with  OWI  and 

CIAA,  with  OWI  maintaining  its 
own  studio  setup  in  New  York 
for  its  multi-lingual  schedules  and 
CIAA  utilizing  the  production  fa- 

cilities and  personnel  of  NBC  and 
CBS.  OWI  is  concerned  chiefly  with 
news  and  news  interpretation; 
CIAA  not  only  handles  news  but 
also  popular  programs  designed  to 
gain  good  will  in  the  Latin  Amer- ican countries. 

Plan  22  New  Stations 

The  11  stations  in  the  new  setup 
are  intended  to  serve  as  a  nucleus 
for  a  Government  shortwave  ex- 

pansion program,  which  according 
to  present  plans  embraces  the  pro- 

posed construction  of  22  additional 
transmitters  to  make  an  eventual 

system  of  36  stations.  It  is  under- 
stood that  this  project,  calling  for 

an  outlay  of  $4,400,000  for  trans- 
mitters alone,  bears  the  endorse- 

ment of  President  Roosevelt,  which 
may  or  may  not  assure  priorities 
on  equipment  in  view  of  pressing 
military  demands.  It  is  also  the 
present  plan  to  license  the  pro- 

jected new  stations  to  existing  or 

additional  private  operators,  the 
Government  bearing  all  the  ex- 

pense and  assuring  the  return  of 
the  plants  to  the  private  operators 
after  the  war.  Some  estimates  are 
that  all  or  some  of  the  22  new  sta- 

tions can  be  built  within  six 
months,  but  this  is  questionable  in 
view  of  radio  factory  and  man- 

power pressures  caused  by  war  con- ditions. 
The  recent  $25,000,000  appro- 

priation approved  for  OWI  in- cludes not  only  the  $4,400,000  for 
the  22  new  transmitters  but  also 
$910,000  for  antennas,  $300,000  for 
improving  and  renovating  present 
transmitters  and  $500,000  for  ad- 

ditional buildings.  CIAA  last  week 
was  granted  an  additional  $2,000,- 
000  for  its  shortwave  program 

projects. Eventually  it  is  hoped  to  discon- 
tinue using  the  supplemental  ra- 

diotelephone transmitters  taken 
over  some  time  ago  by  OWI  from 
AT&T,  RCA  Communications  and 
Press  Wireless,  but  it  is  understood 
that  for  the  present  these  will  con- 

tinue to  be  used  as  part  of  the  new 
system.  They  are  largely  used  for 
point-to-point  radiophone  relays, 
particularly  to  England  where 
some  of  OWI's  news  programs  tie 
into  the  British  Broadcasting 

Corp.'s  European  Service,  but  they 
are  also  being  used  for  broadcast- 

ing to  China,  Australia  and  other Trans-Pacific  areas.  J 

Elmer  Diddler's  Doings: 

NASHVILLE,  TENNESS 

THE  NflTIONflL  LIFE  AND  flCCIDEKT  INSURANCE  COMPflNY, 

WGY 

50,000  WATTS 
SCHENECTADY,  N.  Y. 

1.  With  the  buying  power  in  the 
Schenectady  Trading  Area  18% 
above  the  U.S.  average, 

2.  and  the  farm  income  of  N.  Y. 
state  up  44%  in  two  years, 

3.  and  with  WGY  having  the  airea's highest  power  (50,000  watts),  the 
lowest  frequency  (810  kilocycles), 
and  the  most  popular  network 
(NBC), 

4.  the  sum  is  this:  WGY  can  do  the 
best  job  of  selling  your  product 

in  one  of  the  nation's  boomingest markets. 
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7. 

WCOP  has  at- 
tracted top- 

notch  public 
spirited  execu- 

tives to  its  mic- 
rophone. Do  you 

know  why? 

BEPnESENTED  Or 
HEADLEY-REED  CO 

BELONGS  ON  YOUR  SCHEDULE 

WBIC 
CPEENyBORO,  N.C. 
CEO.P.  HOLLINCBERV  ■  CO..  NAT.  REP. 

Retail  Study 

{Continued  from  page  9) 

and  wisely  used,  since  in  many 
fields  of  distribution  manufactur- 

ers and  distributors  have  cut  costs 
in  this  manner. 

To  that  end  a  complete  and 
factual  study  of  the  use  of  broad- 

cast advertising  by  various  types 
of  accounts,  notably  recent  case 
histories  of  its  use  in  the  field  of 
retail  distribution,  will  be  made  by 
Mr.  Coons  and  the  committee.  In- 

cluded in  the  subjects  for  consid- 
eration are  the  following: 

Where  does  radio  fit  into  the  re- 
tailers' problems? 

What  is  the  retailers'  problem  in 
the  use  of  radio  as  revealed  by  the 
National  Retail  Dry  Goods  Assn. survey? 

How  should  you  buy  radio  time? 
How  should  you  measure  a  radio 

audience? 
How  can  you  insure  your  radio 

investment? 

How  do  you  set  up  a  radio  de- 
partment in  your  store? 

What  can  you  expect  from  your 
radio  station? 

"Preliminary  discussions  with 
leading  retailers  indicate  that  the 
answer  to  every  single  one  of  those 
questions  is  of  vital  interest  right 
now  to  every  retail  advertiser,"  the 
NAB  stated.  "The  plan  proposed 
by  the  retail  promotion  commit- 

tee of  NAB  will  seek  the  answers 
to  all  of  these  questions  and  en- 

deavor to  present  the  answers  in 
an  easily  understood  and  fully 
authenticated  fashion. 

"During  the  preliminary  discus- sions and  the  preparation  of  the 
outline  of  the  proposed  plan,  the 
retail  promotion  committee  of  NAB 
has  worked  very  closely  with  the 
sales  promotion  division  of  the  Na- 

tional Retail  Dry  Goods  Assn.  The 
final  outline  and  purpose  have  re- 

ceived the  unanimous  and  enthusi- 
astic endorsement  of  the  directors 

of  that  division  of  the  association." 
During  the  current  series  of 

NAB  district  meetings,  details  of 
the  proposed  plan  are  being  pre- 

sented to  station  executives  and 
sales  managers  by  Lewis  H.  Avery, 
director  of  the  department  of 
broadcast  advertising  of  NAB. 

Advertising  Agency 
Account  Executives 

Space   Buyers   &  Officers (Ross  Federal  Research 
&   Sales  Management) PICK 

Utica,  N.  Y.'s  ONLY  Radio Station! 

3|J|)^       In  Middle  Atlantic Test  Market 

Columbia's  Middle  Link 
in  Central  New  York 

Attendance  at 

NAB  SESSIONS 
{Story  on  page  8) 

At  Pinehurst  Meeting 
Philip  P.  Allen,  WLVA;  Campbell 

Arnoux,  WTAR;  L.  H.  Avery,  NAB  ;  Bryce 
P.  Beard,  WSTP ;  Marvin  Beers,  OCD; 
William  C.  Bourne,  OWI;  William  Bowry, 
WMBG;  Robert  E.  Bradham,  WTMA ; 
Harry  G.  Bright,  WGBR;  Walter  Brown, 
WSPA;  Ollie  L.  Carpenter,  WPTF;  Eu- 

gene Carr,  Office  of  Censorship;  Madeline 
Chace,  OCD  ;  Howard  L.  Chernoflf,  WCHS- 
WPAR-WSAZ-WBLK;  Mrs.  Gertrude  Clin- 

ton, U.  S.  Employment  Service;  Charles  H. 
Crutchfield,  WBT ;  Roland  D.  Cuddy, 
WBTM;  Maj.  Richard  E.  Daley;  Clay  B. 
Daniel,  WSJS  ;  B.  H.  Darrow,  OCD;  John 
H.  Dodge,  WRC;  Don  S.  Elias,  WWNC; 
Harold  Essex,  WSJS;  Jack  Field,  WPTF; 
Fred  Fletcher,  WRAL;  Elmer  D.  Free, 
OCD;  R.  Sanford  Guyer,  WBTM;  Milton 
N.  Gwaltney,  WPID;  Ralph  S.  Hatcher, 
WTAR;  Carl  Haverlin,  OWI-BMI ;  Harold 
Hayes,  OWI;  Sheldon  B.  Hickox  Jr.,  NBC; 
Charles  G.  Hicks,  WSOC;  Francis  M.  Hipp, 
WIS;  Ruffin  Horne,  WFNC;  Mrs.  C.  C. 
Hudson,  WBIG;  Nancy  Hudson,  WBIG; 
B.  Walter  Huffington,  WPID;  Henry 
Hulick,  WPTF;  E.  Z.  Jones,  WBBB  ;  Ray 
P.  Jordan,  WDBJ;  A.  E.  Joscelyn,  WBT. 

Herbert  Kendrick,  WJLS;  Stanton  Ket- 
tler,  WMMN;  John  W.  Kirkpatrick, 
WSPA;  Lt.  George  Kirksey;  C.  O.  Lang- 
lois,  Lang-Worth;  Capt.  Gleason  B.  Lee, 
Manpower  Branch,  Service  of  Supply; 
George  Ludlam,  OCD;  Richard  H.  Mason, 
WPTF;  Ezra  Mcintosh,  WWNC;  Neville 
Miller,  NAB;  M.  A.  Milman,  U.  S.  Treas- ury; R.  E.  Mitchell,  WMBG;  James  H. 
Moore,  WSLS;  Paul  Moyle,  WFNC;  John 
W.  New,  WTAR;  Charles  Parker,  OCD ; 
F.  F.  Patterson,  WSTP;  Royal  E.  Penny, 
WBT;  I.  E.  Pittle  ASCAP;  Graham  B. 
Poyner,  WPTF;  Ray  Reeve,  WRAL;  Edney 
Ridge,  WBIG;  J.  D.  Saumenig,  WIS  ;  Wil- 

liam A.  Schudt  Jr.,  CBS;  G.  Richard 
Shafto,  WIS;  Alex  Sherwood,  Standard 
Radio;  Carleton  Smith,  WRC;  George  W. 
Smith,  WWVA;  John  E.  Thayer,  WWNC; 
Harold  H.  Thorns,  WAYS;  Jack  Treacy, 
NBC;  George  W.  Walker,  WAIR;  Roland 
Weeks,  WCSC;  A.  D.  Willard  Jr.,  WJSV; 
T.  Doug  Youngblood,  WFIG. 

At  Jacksonville  Meeting 
J.  H.  Keachic  and  Stanley  W.  Goulden, 

RCA;  W.  Walter  Tison,  WFLA;  Arthur 
H.  Beckwith,  AMP;  Marvin  Cox,  OWI; 
Willett  Kempton,  OWI;  Francis  Wagner, 
NAS;  Fred  H.  Ford,  WMPG;  Alex  Camp- 

bell Jr.,  WKAT;  L.  S.  Mitchell,  WDAE ; 
Andrew  W.  Bennett;  Bey  Welling,  WTOC; 
Harry  E.  Cummings,  WJAX ;  Arch  Robb, 
WIOD ;  J.  Leonard  Reinsch,  WSB-WIOD; 
WiUiam  N.  Greer,  WFTL;  Tom  Gilchrist, 
WTMC  ;  Gilbert  Freeman,  WTAL;  John  B. 
Browning.  WSPB;  W.  C.  McBride,  WDBO; 
K.  S.  Skelton,  WDAN;  Frank  Tayior  Jr., 
WPDQ;  Glenn  Marshall  Jr.,  WMBR- WFOY;  Charles  Stone,  WMBR;  Tom  Case, 
WSAV;  Mark  Johnson,  WSAV;  Robert  R. 
Feagin,  WPDQ;  Lewis  H.  Avery,  NAB; 
Charles  S.  Davis,  WWPG ;  Morton  A.  Mil- 
man,  U.  S.  Treasury  Department;  Jack 
Treacy,  NBC  Recording;  C.  E.  Arney  Jr., 
NAB  ;  Thad  Holt,  WAPI;  Carl  Haverlin, 
OWI-BMI;  Frank  King,  WMBR;  C.  O. 
Langlois,  Lang-Worth;  Mrs.  Boote,  WJAX; 
John  Hopkins  III,  WJAX ;  Mr.  Jameson, 
Manpower  Commission;  William  Bennett, 
OWI. 

Atlanta  Attendance 

Frank  M.  King,  WMBR;  James  W. 
Woodruff  Jr.,  WATL-WRBL-WGPC;  Thad 
Holt,  WAPI ;  Ed  Norton,  WAPI;  Leonard 
Reinsch,  John  M.  Outler  Jr.,  Lorin  Myers, 
Mary  Caldwell  Alvilda  Lindsy,  Marcus 
Bartlett,  Beth  Barnes,  Charles  McClure, 
Add  Penfield,  WSB;  Don  loset,  T.  O.  Mc- 
CuUough,  Maurice  Coleman,  Joe  Robkin, 
Crenshaw  Monner,  Ford  Stoner,  WAGA; 
Zenas  Sears,  WATL;  J.  A.  Davenport,  Dan 
CRYSTALS  by  \ 

Thousands  of  vital  transmitting  installa- 
tions rely  on  the  accuracy  and  dependa- 

bility of  Hipower  Precision  Crystal units.  With  recently  enlarged  facilities; Hipower  is  maintaining  greatly  increased 
production  for  all  important  services. 
When  essential  demand  begins  to  return 
to  normal,  Hipower  will  be  glad  to  help with  your  crystal  needs. 

HIPOWER  CRYSTAL  CO, 
Sales  Division— 205  W.  Wacker  Drive,  Chicago 
Factory— 2035  Charleston  Street,  Chicaoo,  III. 

Hornsby,  Bill  Jones,  WATL;  John  Fulton, 
Frank  Gaither,  WGST;  R.  O.  Van  Duzer, 
WALB;  E.  K.  CargiU,  Wilton  Cobb, 
WMAZ;  Charles  Pittman,  Alfred  Lowe, 
John  Hogan,  WBML ;  W.  R.  Ringston, 
WRDW;  J.  B.  Fuqua,  WGAC ;  Charles 
Smithgall  Jr.,  WGGA;  W.  S.  Massie, 
WRBL;  Bill  Covington,  Jack  Hughes, 
WCOV;  Henry  P.  Johnson,  WSGN ;  John 
ConnoUy,  K.  G.  Marshall,  WBRC;  Harbin 
Daniel,  WSAV;  Weldon  Herrin,  WTOC; 
Henry  East,  WGPC;  Hugh  M.  Smith, 
WAML;  H.  Wimpy,  WPAX;  B.  M.  Adams, 
NBC;  S.  W.  Goulden,  J.  H.  Keachie,  RCA; 
Neville  Miller,  Lew  Avery,  NAB ;  I.  T. 
Cohen,  ASCAP ;  Jack  Treacy,  NBC-Re- cording. 

Lorin  L.  Watson,  Spot  Sales;  C.  O. 
Langlois,  Lang-Worth;  Gregg  Murphy, 
Headley-Reed  Co. ;  Fred  Bell,  Charlie  Cole- 

man, Katz  Agency;  Lt.  Harold  A.  Tyler, 
Corp.  Andrew  C.  Petty,  J.  E.  Pool,  Army 
Public  Relations;  Willett  Kempton,  regional 
OWI;  Irving  Beiman,  OWI  Alabama;  Eu- 

gene Carr,  Office  of  Censorship;  Madelinn 
Chase,  regional  director  OCD-Radio;  A.  H. Beckwith,  Associated  Music  Publishers. 

WAR  PERSONALITIES 

SKETCHED  BY  STEEL 
AS  AN  EVERYDAY  aid  in  under- 

standing the  daily  events  of  World 
War  II,  an  invaluable  guide  to  the 
personalities  most  prominently  in- volved therein  can  be  found  in 
Men  Behind  the  War,  by 
Johannes  Steel,  news  analyst  of 
WMCA,  New  York,  and  former 
foreign  correspondent  [Sheridan House,  New  York,  $3.50]. 

Gathered  together  in  the  book 
are  sketches  of  74  men  and  one 
woman  (Mme.  Chiang  Kai-Shek), 
who  are  leaders  in  their  own  coun- 

tries now  at  war,  or  who  will  be 
vital  personalities  in  the  difficult 
peace  to  come.  As  Mr.  Steel  says 
in  his  introduction  to  the  book,  the 

characters  he  has  sketched,  "how- ever different  their  origin  and  their 
careers  may  have  been,  have  one 
thing  in  common:  their  stories 
have  all  been  affected  by  the  storv 
of  Adolf  Hitler. 

"This  does  not  necessarily  mean 
that  they  rose  to  power  because 
of  Adolf  Hitler,"  he  continues, 
"but  rather  that  they  gained 
some,  and  in  a  few  cases,  most  of 
their  significance  as  world  figures 
in  relation  to  the  German  fuehrer." 

WMCA  Features 

FIRST  PROGRAM  broadcast  on 
WMCA,  New  York,  as  part  of  its 

new  policy  to  present  more  "big- name"  public  service  features,  was 
heard  Oct.  28,  8:45-9:45  p.m., 
when  "News  Dissemination  in 
Wartime"  was  discussed  by  Elmer 
Davis,  director  of  the  OWI,  and 
Byron  Price,  director  of  the  Office 
of  Censorship.  The  program  was 
staged  in  the  New  York  Times 
hall  as  one  of  a  series  arranged  by 
the  newspaper  and  WMCA.  Second 
will  take  place  Nov.  6  with  the 
featured  speaker  to  be  Wendell  L. 
Willkie,  1940  Republican  candi- 

date for  president,  who  has  just 
returned  from  a  flying  trip  around 
the  world. 

Radio  Stars  in  Films 
GINNY  SIMMS,  featured  on  the 
weekly  NBC  Johnny  Presents  Oinny 
Sims,  sponsored  by  Philip  Morris  & 
Co.  (cigarettes),  has  currently  com- pleted an  assignment  in  the  OWI  film 
short,  "Rose  of  No  Man's  Land".  Pro- duced by  RCM  Productions  Inc.,  film 
is  part  of  an  OWI  campaign  for  en- listments in  the  Nurses  Corps  of  the 
Army,  Navy  and  Red  Cross.  Lillian 
Randolph,  colored  maid  on  the  weekly 
NBC  Great  Gildersleeve,  sponsored  by 
Kraft  Cheese  Co.  (Parkay),  has  been 
signed  to  portray  a  similar  role  in  the 
Warner  Bros,  film,  "Mark  Twain". 
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OPEN  HOUSE  was  held  recently  to  celebrate  18th  birthday  of  WEBR, 
Buffalo,  and  introduce  the  station's  new  owners  to  local  advertising firms  and  civic  officials.  Behind  the  refreshment  table  are  (1  to  r)  :  Otto 
Brandt,  BLUE  station  relations;  Joseph  J.  Kelly,  Mayor  of  Buffalo;  Lt. 
Com.  William  J.  Conners,  publisher  of  the  Buffalo  Courier-Express  and 
board  chairman  of  WEBR;  Paul  Fitzpatrick,  part  owner  and  president. 

Qualifications  of  Applicant  for  WBAX 

Questioned  in  FCC  Hearing  Testimony 
REOPENING  of  FCC  hearings 
Oct.  27  on  the  applications  of  four 
Pennsylvania  companies  for  a  new 
station  on  facilities  of  WBAX, 
Wilkes-Barre,  Pa.,  brought  forth 
heated  charges,  counter-charges 
and  implied  involvement  of  a  di- 

versified group  of  organizations 
alleged  to  be  responsible  for  re- 

opening of  the  case.  All  seek  250 
watts  on  1240  kc,  the  present 
WBAX  assignment. 
Northeastern  Pennsylvania 

Broadcasters  Inc.,  of  which  Robert 
J.  Doran,  local  lawyer,  is  president, 
had  been  selected  as  the  successful 
applicant  under  an  FCC  decision 
July  14.  The  station  has  been  oper- 

ating since  1939  under  a  temporary 
license  issued  to  John  H.  Stenger 
Jr.,  which  expired  on  May  2,  and 
renewal  of  which  was  denied  by 
the  FCC  on  March  31. 

This  temporary  license  to  Mr. 
Stenger  has,  however,  again  been 
extended  for  an  indeterminate 
period  pending  final  selection  of  a 
successor  through  the  reopened  pro- 
ceedings. 

Following  issuance  of  the  FCC 
ruling  of  July  14  in  favor  of  North- 

eastern, a  petition  was  filed  with 
FCC  by  the  "Wyoming  Valley 
Victory  Committee"  of  Wilkes- 
Barre,  an  organization  formed  to 
coordinate  the  war-work  activities 
of  the  AFL,  CIO  and  railroad 
brotherhoods  in  that  community, 
and  a  second  petition  by  the  Wyom- 

ing Valley  Ministerial  Assn.,  of 
Wilkes-Barre,  charging  that  North- 

eastern is  "unfit"  to  own  and  oper- 
ate the  projected  station  because 

of  certain  allegedly  undesirable 
traits  of  its  president. 

Testimony  and  documentary  evi- 
dence presented  during  the  first 

three  days  of  the  hearing  brought 
into  the  record  many  references  to 
religious  organizations  and  person- 

ages, labor  unions,  and  allegedly 
"subversive"  agents  and  organi- 

zations, as  well  as  quantities  of  so- 
called  "subversive"  literature  sur- 

rendered to  FCC  investigators 
from  the  files  in  Mr.  Doran's  office. 

On  Oct.  28  a  telegram  was  sent 
to  Senator  James  J.  Davis  (R-Pa.) 

by  0.  E.  Gasaway,  president  of 
District  50,  United  Mine  Workers 
of  America,  protesting  against  the 
"persecution"  of  Mr.  Doran  before 
the  FCC,  and  demanding  an  in- 

vestigation of  "any  agency  which 
will  permit  such  un-American  ac- 

tivities". The  telegram  was  re- 
ferred to  the  Senate  Interstate 

Commerce  Committee. 

The  hearing  was  frequently  in- 
terrupted by  sharp  clashes  between 

Mr.  Marcus  Cohn,  FCC  counsel  and 
George  Porter,  counsel  for  North- 

eastern and  former  assistant  gen- 
eral counsel  of  the  FCC,  particu- 

larly in  connection  with  introduc- 
tion of  the  literature  in  evidence. 

Mr.  Porter  contended  that  mere 
possession  of  the  file  did  not  imply 
adherence  of  his  client  to  the  opin- 

ions contained  therein,  as  was  ap- 
parently the  intent  of  FCC  counsel. 

The  documentary  evidence  was 
ordered  retained. 

Mr.  Doran  was  the  first  witness 
called,  and  his  testimony  occupied 
the  first  day-and-a-half.  Then  fol- 

lowed several  representatives  of 
ministerial  associations  and  citi- 

zens' groups  of  Wilkes-Barre. 
Trend  of  the  testimony  indicated 
a  turbulent  situation  among  vari- 

ous civic  groups  in  the  city. 
All  applicants  seeking  the 

WBAX  license  were  represented  at 
the  hearings.  These  included 
George  C.  Sutton,  for  the  Wilkes- 
Barre  Broadcasting  Corp.;  Paul 
D.  Spearman,  for  the  Central 
Broadcasting  Corp.;  Thomas  A. 
Farrell,  for  Key  Broadcasters  Inc. ; 
and  a  representative  of  Mr.  Sten- 

ger. 

Examination  of  witnesses  and 
presentation  of  evidence  continued 
in  Washington  through  Oct.  30, 
and  it  is  understood  that  due  to 
unavailability  of  certain  witnesses, 
the  hearings  are  to  be  resumed 
later  at  Wilkes-Barre. 

AFL  Praises  NBC 

APPRECIATION  to  NBC  was  ex- 
pressed by  the  American  Federa- 

tion of  Labor  in  the  following  reso- 
lution, unanimously  adopted  during 

the  recent  AFL  convention  in 
Toronto:  "The  new  Labor  for  Vic- 

tory radio  program  gives  labor  a 
wider  opportunity  to  tell  its  story 
in  a  direct  and  undistorted  way  to 
the  public,  and  your  committee 
recommends  that  this  convention 
express  its  appreciation  to  NBC 
for  making  this  radio  time  avail- 

able to  the  AFL." 

NBC  Producers  Moved 

SHIFT  in  NBC,  Hollywood  pro- 
duction duties  has  placed  Ned  Tol- 

linger  in  charge  of  the  weekly  Bob 
Hope  Show,  sponsored  by  Pepso- 
dent  Co.  (toothpaste,  powder). 
Dave  Elton  has  taken  over  pro 
duction  of  the  Fibber  McGee 
Molly  program,  sponsored  by  S. 
Johnson  &  Son  (wax  products). 
Archie  Scott,  formerly  producer  of 
the  NBC  Bob  Hope  Show,  has  been 
assigned  to  Red  Skelton  &  Co., 
sponsored  by  Brown  &  Williamson 
Tobacco  Co.  (Raleigh  cigarettes). 
Scott  replaces  Earl  Ebi. 

& 

II 

We  consider  it  a 

highlight  among  our 

local  musical 

presentations.^ 

WDNC 

•  Expertly  written  and  commer- 
cially proved  radio  programs  are 

available  to  any  ASCAP-licensed 
station  without  cost.  If  you  are  not 
using  these  programs  write  or  wire 
us  at  once,  as  a  new  series  is  ready. 

ASCAP 

Radio  Program  Service 
30  Rockefeller  Plaza    •   New  York 

WCHS 

CHARLESTON,  W.  VA. 

5,000*oN  580 
CBS  AFFILIATE 

The    Northwest's    Best  [  1    Broadcasting       Buy  I 

WTCN 

BLUE  NETWORK 
MINNEAPOLIS  ST.  PAUL 

Owned  and  Operated  by 

ST.    PAUL   DISPATCH  PIO- 
NEER PRESS,  MINNEAPOLIS 

DAILY  TIMES. 

FREE   &    PETERS,    INC.    —    Natl.  Rep. 
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50,000  WATTS 

The  Greatest  Selling  POWER 

in  the  South's  Greatest  City 
CBS  AffiUate 

Nat'i  R«p.  -  Th«  Katz  Agency  Inc. 

lARK  OF  ACCURACY, 

SPEED  AND  INDEPENDENCE  IN 

WORLD  WIDE  NEWS  COVERAGE 

UNITED  PRESS 

THE  VOICE  OF  MISSISSIPPI 

5,000  0 

LAMAR 
LIFE  INSURANCE 

COMPANY 
JACKSON,  Mississirri 

WFBG 

ALTOONA,  PA. 
•  NBC  RED 
•  BLUE  NETWORK 
•  250  WATTS 
•  FULL  TIME  OPERATION 
•  RAILROAD  SHOPS  ON 

FULL    TIME  SCHEDULE 

WFBG  provides  the  only  full  cov- 
erage of  the  Alloona  trading  area. 

CANDIDATES  FIGHT  IT  OUT 

Station  Offers  Free  Time  to  Get  Competitors 

 On  Air  for  Pre-Voting  Debate  

ON  THE  PREMISE  that  "Ameri- 
can radio  is  the  ideal  medium 

through  which  candidates  for  po- 
litical office  can  meet  their  constitu- 

ents on  a  common  ground,"  WKIP, 
Poughkeepsie,  publicly  offered  an 
hour-and-a-half  of  free  time  for  a 

"public  forum"  to  two  political  con- 
testants for  Congress  from  New 

York  State :  Hamilton  Fish,  Repub- 
lican incumbent,  and  Judge  Ferdi- 
nand A.  Hoyt,  Democratic-Ameri- 

can Labor  choice. 

Both  candidates  agreed  to  the 
proposal,  designed  to  give  voters  a 
chance  to  challenge  contestants  on 
views  which  may  have  been  unex- 

pressed, or  deliberately  suppressed, 
in  the  usual  prepared  campaign 
speeches. 
To  obviate  possible  embarrass- 

ment from  "nuisance"  questions,  an 
impartial  board  of  review  was 
named  to  pass  on  all  questions  sub- 

mitted by  the  public  either  by 
phone  or  mail. 

Rebuttals  and  Answers 

Broadcast,  which  was  to  take 
place  Sunday,  Nov.  1,  3:30-5  p.m., 
included  10-minute  campaign  sum- 

maries by  each  of  the  candidates, 
with  an  additional  allowance  of  10 
minutes  apiece  for  rebuttal,  the  re- 

maining time  to  be  given  over  to 
voters'  questions,  limited  to  30 
words,  and  the  answers,  not  to  ex- 

ceed two  minutes.  Penalty  for  ex- 
ceeding the  time  limit  was  a  one- 

minute  rebuttal  from  the  opponent. 
Another  condition  was  that  both 
candidates  agree  to  answer  all 
questions  submitted  and  passed  by 
the  review  board,  which  consisted 
of  two  registered  impartial  inde- 

pendent voters,  one  partisan  ap- 
pointed by  each  candidate  with  a 

school  principal  as  chairman. 
In  making  the  offer,  which  took 

the  form  of  an  open  letter  in  the 
Poughkeepsie  New  Yorker,  WKIP 
pointed  out  that  both  candidates 

had  already  used  the  station's  fa- 
cilities on  the  usual  "paid  political 

time"  basis,  stating  further:  "It  is 
unfortunately  true,  however,  of 
this  and  most  campaigns,  that  the 
c  andidates  deliver  prepared 
speeches,  carefully  emphasizing 
issues  favorable  to  their  particular 
candidacy  and  carefully  avoiding 

Voters  Must 

RIGHT  TO  VOTE  is  con- 
sidered so  vital  by  the  Radio 

Bureau  of  OWI  that  a  mem- 
orandum was  mailed  to  all 

stations  last  Thursday  advis- 
ing them  to  broadcast  an- 

nouncements urging  listeners 
to  vote.  Stations  were  told 
to  give  such  announcements 
an  AA  priority  from  October 
30  to  Nov.  3  since  "the  fail- 

ure to  vote  is  a  betrayal  of 

our  freedom." 

those  issues  that  may  prove  embar- 
rassing to  them.  .  .  .  We  believe 

that  an  American  voter  has  a  right 

to  probe  a  candidate's  mind,  to 
probe  into  the  sincerity  of  the 
views  he  expresses,  to  obtain  from 
him  views  that  otherwise  he  might 
avoid  expressing  for  political  rea- 

sons." 

Stations  on  West  Coast 

Organize  War  Group  to 

Speed  Emergency  Action 
WITH  the  Fourth  Fighter  Com- 

mand having  tentatively  approved 
a  unified  emergency  broadcast  plan 
as  presented  by  Pacific  Coast  ra- dio executives,  a  War  Emergency 
Board  of  West  Coast  Broadcasters 
Assns.,  was  formed  in  San  Fran- cisco Oct.  26. 

Organized  for  the  purpose  of  fa- 
cilitating quick  action,  the  War 

Emergency  Board  includes  Harry 
Spence,  manager  of  KXRO,  Aber- deen and  president  of  Washington 
State  Broadcasters  Assn.;  Lee 
Bishop,  manager  of  KMED,  Med- 
ford,  and  president  of  Oregon 
State  Broadcasters  Assn.;  Arthur 
Westlund,  manager  of  KRE,  Berke- 

ley, and  president  of  Northern 
California  Broadcasters  Assn. ; 
Lawrence  W.  McDowell,  commer- 

cial manager  of  KFOX,  Long 
Beach,  and  president  of  Southern 
California  Broadcasters  Assn. ; 
Van  C.  Newkirk,  program  director 
of  Don  Lee  Broadcasting  System; 
John  W.  Swallow,  NBC  western 
division  program  manager;  Fox 
Case,  CBS  West  Coast  public  re- 

lations director;  Leo  B.  Tyson, 
BLUE  Western  division  program manager. 

Radio  coordinators  for  the  vari- 
ous districts  are  Maury  Rider, 

Seattle;  H.  M.  Swartwood  Jr., 
Portland;  George  Greaves,  San 
Francisco;  Sid  Fuller,  San  Diego. 
Richard  F.  Connor,  radio  coordina- 

tor of  the  Southern  California 
Broadcasters  Assn.,  is  also  coordi- 

nator of  a  special  network  setup 
and  which  includes  every  station 
in  the  three  Pacific  Coast  States 
[Broadcasting,   Sept.  28]. 

Broadcasters,  prior  to  the  San 
Francisco  meeting,  had  made  com- 

plete study  of  an  outlined  coordi- 
nating system  and  presented  their 

findings  to  the  Fourth  Fighter 
Command  and  Western  Defense 
Command.  Besides  network  execu- 

tives and  those  of  independent  sta- 
tions, meeting  was  attended  by 

FCC,  OWI  and  War  Dept.  officials, 
as  well  as  William  E.  Kepner,  com- 

manding general  of  the  command 
and  his  staff  officers. 

WABC  Fost  to  Doyle 

J.  E.  (Dinty)  DOYLE,  night  man- 
ager of  the  CBS  publicity  office  in 

New  York,  has  been  appointed  to 
the  newly-created  post  of  public- 

ity director  of  WABC,  network's key  station  in  New  York.  For  many 
years  he  served  as  radio  editor  of 
the  San  Francisco  Chronicle,  New 
York  American,  New  York  Journal- 
American,  and  as  radio  columnist 
for  the  syndicated  Hearst  papers. 

FCC  STUDIES  WMVR  I 

ROLE  IN  ELECTIONS 
COMPLAINTS  of  misuse  of 
WMUR,  Manchester,  N.  H.,  in  the; current  Senatorial  campaign  bj 
the  Democratic  nominee,  Francis 
P.  Murphy,  former  Governor  ol 
the  State  and  chief  owner  of  the 
station,  were  filed  with  the  FCC 
Oct.  26  by  Senator  Styles  Bridges, 
the  Republican  candidate  for  re- election. The  FCC  promptly  sent 
investigators  to  Manchester. 

Senator  Bridges  telegraphed  the 
FCC  "that  political  statements 
wholly  designed  to  promote  the 
candidacy  of  Mr.  Murphy  and  dis-| 
credit  other  candidates"  are  broad 
cast  in  news  programs,  and  that; 
"numerous  slanderous  statements, 
tending  to  degrade  other  candi 
dates"  are  being  made  by  speakers! 
on  WMUR. 

Meanwhile,  Senator  Ernest  W.; 
McFarland,  chairman  of  the  Sen- 

ate Campaign  Investigating  Com 
mittee,  reported  that  agents  from 
his  office  had  found  no  irregulari- 

ties in  the  use  of  the  station  or 
in  the  New  Hampshire  campaign. 
"Counsel  for  our  committee  found 
complaints  about  this  campaign  un- 

founded," Senator  McFarland  said. 
"Among  the  charges  our  investi 
gators  cleared  up  was  a  report  that 
WMUR  gave  time  without  charge 
in  behalf  of  Mr.  Murphy." 

Political  Debate 

RADIO  POLITICAL  DEBATE 
on  a  major  scale  was  held  in 
studios  of  WJR,  Detroit,  Oct.  25 
between  incumbent  Sen.  Prentiss 
M.  Brown  (D),  and  Circuit  Judge 
Homer  Ferguson  (R).  They  went 
on  the  air  with  WJR  News  Editor 
George  Gushing  as  moderator 
Time  was  donated  by  WJR,  in  co- 

operation with  the  Detroit  Free 
Press.  The  program  was  presented 
with  a  studio  audience,  and  with 
newsmen  and  photographers  pres 
ent.  The  debate,  scheduled  for  a 
half-hour,  became  so  heated  that 
neither  candidate  was  content  to 
stop  at  allotted  time,  and  a  succeed 
ing  half-hour  was  granted.  Large 
listener  response  testified  to  sue 
cess  of  the  experiment. 

a-,  ^ 

GUY  SAVAGE,  Chicago  freelance  an- nouncer, and  Roy  Herweg,  account 
executive  of  Mitchell-Faust  Adv.  Co., 
Chicago,  have  collaborated  on  a  song, 
"We  Got  To  Get  Up  Too  Early"  pub- 

lished by  the  Braun  Music  Co. 

Keep  Posted 

WITH  THIS  DATA 

AT  YOUR  ELBOW 

— you  are  equipped  to  get 

your  share  of  business  from 
the  12,000  national  and  sec- tional advertisers  and  their 

1,800  advertising  agencies. 
NATIONAL  REGISTER  PUB.  CO, 330  West  42nd  Street 
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RCA-NBC  Answer 

MBS  Suit  Charges 
Claim     Plaintiff    Also  Uses 

Exclusive  Option  Time 
RCA-NBC,  in  an  answer  filed  last 
Wednesday  in  the  Chicago  Federal 
District  Court,  categorically  denied 
allegations  in  the  $10,000,000  triple 
damage  suit  brought  against  it  by 
MBS  last  Jan.  10  and  asks  judg- 

ment dismissing  the  MBS  com- 
plaint. The  suit,  which  will  be  set 

for  trial  Dec.  11  by  Judge  John  P. 
Barnes,  charged  RCA-NBC  with 
violations  of  the  anti-trust  laws. 

In  reply  to  the  MBS  charges  of 
"unlawful  combination  and  con- 

spiracy to  injure  the  plaintiff," 
based  primarily  on  the  time-option 
provisions  of  the  NBC  affiliation 
contracts,  the  answer  contends  that 
"MBS  has  recognized  the  principle 
of  the  necessity  of  exclusive  option 
time  in  the  conduct  of  network 
broadcasting,  but  has  seen  fit  to 
limit  its  use  insofar  as  the  limita- 

tion would  injure  the  advertising 
revenue  of  NBC,  CBS,  and  BLUE 
networks  and  protect  and  augment 
the  present  advertising  revenue  of 
MBS  which  would  thereby  enjoy  a 
competitive  advantage  as  a  mere 
wire  network  without  expenses  for 

its  lines  or  sustaining  programs." 
The  RCA-NBC  answer  on  the 

other  hand  alleges  that  MBS  has 
and  is  operating  with  time-option 
clauses  "whereby  stations  have 
been  forbidden  to  accept  any  na- 

tional programs  from  any  national 
network  other  than  MBS." 

"In  some  instances,"  the  answer 
avers,  "stations  have  entered  into 
affiliation  contracts  with  MBS,  the 
written  form  of  which  did  not 
specify,  but  oral  understanding 
entered  into  in  connection  there- 

with did  specify  that  certain  hours 
during  the  day  were  to  be  regarded 
as  network  option  time  which  must 
be  cleared  for  MBS  commercial 

programs". Although  the  case  is  scheduled 
to  be  set  for  trial  Dec.  11,  Govern- 

ment's anti-trust  suits  against  both 
RCA-NBC  and  CBS  are  on  Judge 
Barnes'  calendar  for  the  same  date. 
Since  the  Dept.  of  Justice  suit 
against  the  networks  was  filed  ten 
days  previously  to  the  MBS  dam- 

age suit,  it  will  probably  be  argued 
first.  It  is  possible  that  the  MBS 
case  may  not  come  before  the  court 
before  the  first  of  the  year,  almost 
a  year  after  compalint  was  filed. 

The  60-page  RCA-NBC  answer 
was  filed  by  attorneys  Edwards  E. 
Johnston,  of  Chicago;  John  T.  Ca- 
hill,  of  New  York,  and  Joseph  A. 
McDonald,   NBC-Chicago  counsel. 

"THUMBS  DOWN"  but  it  was  no 
sign  of  depression  at  the  ceremony 
of  contract  signing  for  a  new 
Whodunit?  series,  weekly  NBC 
Pacific  Coast  network  mystery 

thriller.  Making  it  official  is  "In- 
spector Christopher  Case"  (Jack Kirkwood),  taking  the  print  of 

Alfred  M.  Ghormley,  president  of 
Albers  Milling  Co.  (seated).  On- 

lookers are  E.  I.  Harrington,  Lord 
&  Thomas  vice-president,  A.  P. 
Herold,  vice-president  and  general 
manager  of  Albers,  and  General 
Manager  John  W.  Elwood  of  KPO, 
San  Francisco. 

FLY  PRAISES  RADIO 

FOR  WAR  EFFORTS 

DISCUSSING  the  role  of  "Com- 
munications in  Wartime",  FCC 

Chairman  James  Lawi-ence  Fly,  in 
a  broadcast  over  NBC  last  Satur- 

day, praised  the  broadcasters  for 
their  commanding  role  in  the  war 
effort  through  the  transmission  of 
entertainment,  news  and  Govern- 

ment messages. 
Most  of  all,  he  said,  the  stations 

keep  us  informed  on  the  events 
on  the  far-flung  fronts  and  bring 
us  the  information  and  discussions 
necessary  to  bring  home  to  us  the 
realization  of  what  is  at  stake  in 
the  war.  Then  he  cited  the  elec- 

tronic progress  to  be  expected  in 
the  era  following  the  war,  ex- 

pressing great  hope  for  FM  broad- 
casting as  a  direct  result  of  its 

wartime  use. 

WLS  War  Director 
HARRY  TEMPLETON,  formerly 
secretary  to  M.  ClifEord  Townsend, 
Administrator  of  the  Agricultural 
Conservation  &  Adjustment  Adminis- 

tration and  previously  assistant  to 
Gov.  Harry  F.  Schricker  of  Indiana, 
has  joined  WLS,  Chicago,  as  war 
program  director.  He  was  at  one  time 
manager  of  the  Indiana  State  Eair. 

TESTINGl 

Reach  a  big  chunk 
of  ILLINOIS  ...  do 

your  testing  thru  the 
DECATUR  station 

250  W.  1340.  Full  Time. 
Sears  &  Ayer,  Reps. 
How  can  we  help  you? 

SOY 

More  Girls 

BECAUSE  of  the  "impossi- bility of  employing  boys  to 
replace  CBS  pages  who  have 
jointed  the  armed  forces," Francis  C.  Barton  Jr.,  CBS 
personnel  manager,  an- nounced last  week  that  two 
girls  have  been  hired  for  the 
New  York  page  staff  for  the 
first  time.  They  are  Nancy 
Martin  and  Geoi-gette  Finley, 
both  new  to  radio. 

RADIO  CONFERENCE 

SLATED  IN  CHICAGO 

RADIO'S  WARTIME  contribution 
to  education  will  be  discussed  at 
the  sixth  annual  meeting  of  the 
School  Broadcast  Conference  to  be 
held  at  the  Hotel  Morrison  in  Chi- 

cago Nov.  10-12.  Over  1,000  edu- 
cators, and  station  and  network 

public  service  directors  are  ex- 
pected to  attend.  Lt.  Col.  Edward 

M.  Kirby,  chief  of  the  radio  branch, 
Bureau  of  Public  Relations,  War 
Dept.,  and  Lyman  Bryson,  CBS 
director  of  education  and  chief  of 
the  OWI  bureau  of  special  opera- 

tions, are  scheduled  to  speak. 
Program  clinics  and  work  study 

groups  will  discuss  "Radio  and 
Vocational  Guidance",  "Radio  and 
Art",  "Radio  and  the  Assembly 
Program"  and  "Radio  Clubs  and 

Work  Shops". Organization  of  school  system 
radio  departments  will  be  out- lined in  seminars  conducted  by 
radio  educators.  Correlation  of 
radio  scripts,  use  of  transcriptions, 
radio  and  the  teaching  of  foreign 
languages,  and  class  room  demon- strations are  also  included  in  the 
curriculum  arranged  under  the  di- 

rection of  George  C.  Jennings,  act- 
ing director  of  the  conference.  The 

annual  conference  will  be  climaxed 
by  awards  and  citations  to  radio 
stations  and  individuals  in  the 
Third  Annual  Utilization  Compe- 
tion,  and  the  annual  award  of 
merit  to  the  person  who,  during 
the  past  year,  has  made  the  most 
outstanding  contribution  to  educa- tional radio. 

Concurrent  with  the  meetings  of 
the  School  Broadcast  Conference, 
sessions  will  be  held  by  the  Assn. 
for  Education  by  Radio,  National 
Assn.  of  Educational  Broadcasters, 
National  Institute  for  Music  Edu- 

cation in  Wartime. 

It^s  Always 

Fair  Weather 

There  are  no  dull  seasons  in  Win- 
ston-Salcm.  They  make  it  and  spend 
it  the  whole  year  'round.  Yes  and 
they're  guided  in  their  spending  by 
WAIR,  one  of  the  dangdest  sales  pro- 

ducers    this     side     of     the  equator. 

WAIR 

Winston-Salem,  North  Carolina 

LaROCHE  REFUTES 

NYE  ALLEGATIONS 
DENIAL  that  radio  officials  had 

in  any  way  requested  draft  defer- 
ment for  Kay  Kyser  or  other  lead- 

ing radio  entertainers  was  issued 
last  week  by  Chester  J.  LaRoche, 
chairman  of  the  board  of  Young  & 
Rubicam,  New  York,  and  chairman 
of  the  Advertising  Council.  Mr. 
LaRoche's  statement  followed 
charges  made  in  the  Senate  by 
Senator  Nye  (R-N.D.)  that  Kyser 
"and  others"  had  been  classified  as 
"being  more  essential  at  home"  by 
draft  boards  influenced  by  officials 
in  the  radio  industry. 

Senator  Nye  "is  absolutely  mis- 
informed," according  to  Mr.  La- 

Roche,  who  stated  that  "the  inter- est in  Kay  Kyser  came  from  the 
Army  itself,  not  from  any  commer- 

cial source." "I  was  asked,  in  common  with 
several  others,"  Mr.  LaRoche's 
statement  continues,  "by  a  ranking 
general  of  the  U.  S.  Army  con- 

cerned with  morale,  and  a  govern- 
ment radio  executive,  for  an  opin- 

ion on  the  value  of  certain  radio 
stars  to  the  total  war  effort.  I  was 
glad  to  say,  in  my  opinion,  that  the 
outstanding  job  Kay  Kyser  was 
performing  for  his  country  in  the 
camps  and  on  the  radio  made  him 
one  of  the  most  valuable  contribu- 

tors to  the  so-called  psychological 
war  effort  as  it  is  being  so  skill- 

fully developed  under  Elmer  Davis 
on  the  OWI. 

"It  was  my  feeling  then  and  it  is now  that  the  ability  of  Kay  Kyser, 
who  is  not  and  never  has  been  a 
client  of  mine,  to  .  .  .  arouse  masses 
of  people  to  an  understanding  of 
their  responsibility,  makes  him  a 
most  useful  man  to  aid  the  Army 
and  the  government  in  organizing 
the  home  front  for  total  war." 

^VIRGINIA 

YOU  REACH 
MORE  PEOPLE 

AT  LOW  COST 

*  ON 

richmondST:;^ 
STATION 

5000 

WATTS 

DAYan-' NIGHT 

910  KC 
EDWARD  RETRY &COJNC. 

NATIONAL  REPRESENTATIVES 
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

 OCTOBER  24  TO  OCTOBER  30  INCLUSIVE  

Decisions  .  .  . 
OCT.  27 

KEYS,  Corpus  Christi — Granted  consent 
for  voluntary  assignment  of  license  to 
newly  formed  partnership. 
WBRE,  Wilkes-Barre — Approved  power 

of  attorney  for  affairs  of  Louis  G.  Balti- 
more to  his  brother  Albert  C.  Baltimore 

for  the  duration. 
WHEB,  Portsmouth,  N.  H.— Denied  peti- 

tion transfer  control  without  hearing. 
WDSU,  New  Orleans,  WMIS,  Natchez, 

Miss.,  WGRM,  Greenwood,  Miss, — On  com- 
mission's motion  continued  hearings  from Nov.  17  to  Dec.  9  on  renewal  of  licenses; 

hearing  to  be  held  in  New  Orleans. 
WKBZ,  Muskegon,  Mich.,  New  Luding- 

ton  Broadcasting  Co.,  Ludington,  Mich. — 
Designated  for  hearing  applications  for 
CPs  (1)  for  WKBZ  to  shift  from  1490  to 
1450  kc ;  (2)  for  new  station  on  1490  kc. 
with  250  w  unlimited. 
NEW,  Chattahoochee  Broadcasting  Co., 

Columbus,  Ga. — Designated  for  hearing  ap- 
plication for  CP  on  1450  kc.  with  250 

w  unlimited. 
Temporary  renewal  of  license  granted: 

KGFJ  WCRW  KSEI. 
KIEM,  Eureka,  Cal. — Denied  special  ser- 

vice  authorization   for    1   kw.  nights. 
OCT.  28 

WCLE,  Cleveland — Granted  motion  to 
amend  application  to  request  change  of 
frequency  only. 
WFAS,  White  Plains,  N.  Y.— Denied 

petition  to  reconsider  action  of  May  19 
rejecting    application    to    modify  license. 
WPRA,  Mayagues,  Puerto  Rico — Adopted 

order  making  final  proposed  findings  of 
fact  and  conclusions  (B-152)  granting  re- newal of  license. 
NEW,  Puerto  Rico  Adv.  Co.,  Arecibo  and 

San  Juan,  Puerto  Rico,  and  Caribbean 
Broadcasting  Assoc.,  San  Juan — Denied  ap- 

plications for  CPs. 

Applications  .  .  , 
WTBO,  Cumberland,  Md.— Transfer  of  li- 

cense from  Aurelia  S.  Becker  as  admin- 
istratrix of  estate  of  Frank  V.  Becker  to 

her  own  name. 
WJW,  Akron — Modify  CP  to  move  studio 

from  Akron  to  Cleveland,  move  and  change 
type  of  transmitter,  extend  completion 
date. 

Tentative  Calendar  .  .  . 

WIOD,  Miami— CP  for  610  kc,  5  kw  N, 
10  D,  unlimited    (Nov.  2). 
KXO,  El  Centro,  Cal.— Modify  CP  for 

1230  kc,  100  w  unlimited    (Nov.  2). 
WHEB,  Portsmouth,  N.  H.— Transfer  of 

control    (Nov.  6). 

CBC  Staff  Shift 
JEAN  MARIE  BEAUDET,  Quebec 
regional  program  director  for  the 
Canadian  Broadcasting  Corp.  at  Mon- 

treal, has  been  moved  to  the  CBG 
national  program  office  at  Toronto  and 
will  devote  himself  entirely  to  the 
creative  and  artistic  side  of  broad- 

casting as  CBC  supervisor  of  music, 
according  to  an  announcement  Oct. 
28  by  Dr.  A.  Frigon,  CBC  assistant 
general  manager.  Beaudet  will  pay 
particular  attention  to  French-lan- 

guage network  programs,  and  will  act 
as  liaison  officer  between  French  and 
English  CBC  network  programs.  Dr. 
Frigon  will  have  immediate  control 
over  French  network  programs,  as- 

sisted by  an  administrative  committee 
consisting  of  Beaudet ;  Omer  Renaud, 
station  manager  of  CBC  Montreal 
studios ;  .T.  Arthur  Dupont,  CBC 
French-language  commercial  manager, 
Montreal ;  Leopold  Houle,  CBC 
French  press  and  information  repre- sentative. 

STAR  RADIO  PROGRAMS,  New 
York,  is  again  marketing  its  Christ- 

mas Tree  script  series  comprising  25 
half-hour  scripts  designed  for  live 
presentation  and  calling  for  one-man 
production. 

»M  Me  [77 

CONTROli 

ROOM 

KENNETH  RAYMOND,  formerly  of 
RCA  Victor  Co.,  Kansas  City,  has 
.joined  the  engineering  staff  of  KOA, 
Denver,  replacing  George  Pogue,  who 
went  to  KOA  transmitter.  Douglas 
Kahle,  studio  engineer,  will  leave  for 
Washington  for  service  with  the 
Army-Navy  Production  Expediting Agency. 

CHARLES  DROCK,  formerly  of 
WTTM,  Trenton,  N.  J.,  has  joined 
WIP,  Philadelphia,  as  an  engineer. 
ED  GRECCO,  engineer  of  WHN, 
New  York,  recently  appointed  war- 

rant officer  in  the  Navy,  has  left  the 
station  to  report  for  duty  at  a  Texas 
naval  base. 

ANDY  BROWNING,  assistant  chief 
engineer  of  WTAG,  Worcester,  has 
been  appointed  chief  engineer.  H.  H. 
Newell,  who  formerly  combined  this 
post  with  that  of  consulting  engineer, 
continues  in  advisory  capacity. 
JAMES  CARNEY,  control  room 
operator  of  WCED,  DuBois,  Pa., 
has  .joined  the  control  room  staff  of 
WKZO,  Kalamazoo.  George  Ludtke, 
engineer  of  WKZO,  recently  became 
the  father  of  a  girl. 
FRED  LOWELL,  engineer  of 
WNBC,  Hartford,  has  resigned  to 
take   a   position  in   New  York. 
LESTER  L.  WASHBURN,  former 
studio  engineer  of  NBC  Chicago,  has 
been  promoted  to  the  rank  of  cap- 

tain in  the  Army  Signal  Corps. 
ROBERT  ENGLE,  of  Seattle,  has 
placed  Vernon  Wilson  as  control 
room  operator  of  WELI,  New  Haven. 
Mr.  Wilson  has  become  a  laboratory 
technician  at  MIT,  Cambridge. 
WALTER  NINNEMAN,  formerly  of 
WOSH,  Oshkosh,  Wis.,  has  joined 
WIGM,  Medford,  Wis.,  as  chief  en- 
gineer. 
BOB  PETERSON,  control  room  chief 
of  KYSM,  Mankota,  Minn.,  has  been 
called  for  Army  service. 
GEORGE  MeCURDY,  chief  engineer 
of  CKLW,  Windsor-Detroit,  has 
joined  Northern  Broadcasting  Co.,  as 
chief  engineer  of  the  eight  stations 
operated  by  the  organization.  He  will 
make  his  headquarters  at  CKWS, 
Kingston,  Ont. 

HOMER  POPE,  operations  super- 
visor of  KOMO-KJR,  Seattle,  recently 

married  Ardella  Stoen. 

ED  ROMAN  and  Roy  Andriesse, 
formerly  in  guest  relations  at  KPO, 
San  Francisco,  have  been  transferred 
to  sound  effects.  Bobby  Wood, 
formerly  of  the  mail  room  staff,  is 
now  in  the  engineering  department. 

PERRY  HUFFMAN,  transmitter  en- 
gineer of  KYW,  Philadelphia,  has 

received  a  commission  in  the  Army 
Air  Corps. 

JUAN  TRASVINAS,  of  the  sound 
effects  department  of  KPO,  San 
Francisco,  recently  was  inducted  into the  Army. 

BERNIE  STEVENS,  engineer  of 
WOV,  New  York,  is  the  father  of  a boy. 

PERRY  ESTEN,  formerly  chief 
engineer  of  WENY,  Elmira,  N.  Y., 
on  Nov.  .5,  joins  WGRC,  Louisville, 
as  chief  engineer. 

Mr.  Azcarraga 

Azcarraga  Honored 
EMILIO  AZCARRAGA,  president 
of  Radio  Programs  de  Mexico,  own- ers of  XEW  and  XEQ,  Mexico 
City,  has  been  named  a  member  of 

the  Supreme  De- fense Council  of 
the  Republic  of 
Mexico  by  the 

president  of  that 
country.  This 
body  is  composed 
of  the  cabinet, 
representatives 

of  the  nation's legislative  and 
judicial  bodies, 
and  by  a  small 

group  of  financial,  commercial  and 
industrial  leaders,  presided  over 
by  the  president. 

SALESMEN  of  the  BLUE  and  WJZ, 
New  York,  costumed  as  beaux  of  the 
Gay  Nineties,  were  guests  at  a  party 
designed  to  highlight  the  entertain- ment value  of  Those  Good  Old  Days, 
regular  BLUE  program  presented  by 
entertainers  from  the  Gay  Nineties, 
New  York  cafe,  assisted  by  guest 
stars.  Party  wended  its  way  via  horse 
and  buggy  to  the  cafe. 
WTAG,  Worcester,  has  been  licensed 
by  FCC  to  operate  the  city's  first  re- lay broadcast  station  wih  call  letters 
WBEE,  according  to  E.  E.  Hill,  man- 

aging director.  The  new  portable-mo- 
bile station  supplements  the  portable 

recording  equipment  which  has  been 
used  extensively  by  WTAG  in  the 
past  at  fixed  points  remote  from  the 
studios.  WBEE  is  capable  of  trans- 

mitting a  radius  of  15  miles. 
WITH  the  newsroom  of  WNAX, 
Yankton,  S.  D.,  recently  moved  to  the 
Sioux  City  studios,  the  station  has 
appointed  Whitey  Larson  head  of  its 
news  department.  His  assistant  will 
be  Jack  Nott,  formerly  of  KARK, 
Little  Rock,  recently  honorably  dis- 

charged from  the  Marines  because  of 
physical  disability  incurred  during 
active  service. 

COMPLETE  SURGICAL  operation 
was  broadcast  over  Mutual  through 
WHB,  Kansas  City,  Oct.  14  during 
15th  Clinical  Assembly  of  American 
College  of  Osteopathic  Surgeons. 
From  behind  glass  panels  of  an  oper- 

ating room  observation  booth  at  Con- 
ley  Clinical  Hospital,  progress  of  the 
operation  was  described  by  Dr.  Orel 
F.  Martin,  of  Boston,  and  Dick  Smith, 
program  director  of  WHB. 

WQXR,  New  York,  has  bought  the 
broadcast  rights  for  a  series  of  16 
Sunday  concerts  by  the  New  Friends 
of  Music,  heard  last  season  on  WJZ, 
New  York.  Program  started  Oct.  25, 
presenting  the  last  half-hour  of  the concerts. 

SECOND  ISSUE  of  the  CBS  "Radio 
Roll  Call"  has  been  mailed  to  Army 
camps  throughout  the  country  where 
former  CBS  employes  are  stationed. 
Edited  by  Harry  Feeney  of  the  CBS 
publicity  staff,  the  "Roll  Call"  con- tains news  and  notes  about  CBS  war 
shows  or  other  programs  and  person- alities of  interest  to  the  CBS  men. 

KSAN,  San  Francisco,  has  opened 
studios  in  San  Jose,  50  miles  south  of 
San  Francisco.  The  studios  were  dedi- 

cated by  the  presentation  of  a  new 
thrice-weekly  commercial  program, 
Trading  Post,  patterned  as  a  radio 
auction. 

KGKO,  Fort  Worth,  broadcast  cere- 
monies during  which  the  Army-Navy 

"E"  was  awarded  to  Universal  Build- 
ing Products  Co.,  Dallas. 

Network  fKccovnti 
All  time  Eastern  Wartime  unless  indicated 

New  Business 

GILLETTE  SAFETY  RAZOR  Corp.,  Bos- 
ton, on  Nov.  6,  10  p.m.  will  sponsor  the 

Ray  Robinson-Vic  Dellicurti  boxing  bout 
on  207  MBS  stations,  and  on  Nov.  13,  10 
p.m.,  will  sponsor  the  Allie  Stolz-Beau Jack  bout  on  207  MBS  stations.  Agency: 
Maxon  Inc.,  N.  Y. 
LOS  ANGELES  SOAP  Co.,  Los  Angeles 
(Scotch  soap),  on  Oct.  26  started  for  52 
weeks.  Art  Baket — News,  on  3  NBC  Cali- 

fornia stations  (KFI  KPO  KM  J),  Men. 
thru  Fri.,  10:30-10^45  a.m.  (PWT)  Agen- 

cy :  Raymond  R.  Morgan  Co.,  Hollywood. 
PEPSODENT  Co.,  Montreal  (toothpaste), 
on  Oct.  23  started  Theatre  de  Chez  Nous 
on  CKAC,  Montreal;  CHRC,  Quebec,  Fri. 
9-9:30  p.m.  Agency:  Lord  &  Thomas  of 
Canada,  Toronto. 
RCA  VICTOR  Co.,  Montreal  (institution- al), on  Oct.  29  started  Voice  of  Victor  on 
30  Canadian  Broadcasting  Corp.  stations, 
Thurs.  8:05-8:30  p.m.  Agency:  Lord  & 
Thomas  of  Canada,  Toronto. 
NORTHERN  PUMP  Co.,  Minneapolis 
(war  equipment),  on  Oct.  28  only  spon- sored graduation  exercises  of  Great  Lakes 
Naval  Training  Station  on  116  CBS  sta- tions. Wed.,  5-5:30  p.m.  Agency:  BBDO, 
N.  Y. 

SHERWIN-WILLIAMS  PAINT  Co.,  Cleve- 
land, on  Nov.  29  resumes  Metropolitan  Au- ditions of  the  Air  on  137  BLUE  stations, 

Sun.,  6:30-7  p.m.  Agency:  Warwick  & 
Legler,  N.  Y. 

Network  Changes 

SERUTAN  Co.,  Jersey  City  (proprietary), 
on  Nov.  15  shifts  Drew  Pearson  from  28 
BLUE  stations.  Sun.  ,6:30-6:45  p.m.,  to 
55  BLUE  stations.  Sun.,  7-7:15  p.m.  Agen- 

cy: Raymond  Spector  Co.,  N.  Y. 

CBS  Los  Angeles  Pact 

With  AFM  Ready  Soon 
NEW  contract  between  CBS  and 
Los  Angeles  Musicians  Mutual  Pro- tective Assn.,  Local  47,  is  being 
worked  out  and  was  expected  to  be 
presented  to  network  officials  in 
early  November  for  signing. 
Though  union  officials  would  not 
divulge  context  of  the  proposed 
CBS  contract,  it  is  reported  as  sim- 

ilar to  that  recently  signed  with 
NBC  which  calls  for  an  average 
5%  wage  raise  over  the  present 
scale,  reduction  of  working  week 
from  six  to  five  days  and  an  in- crease in  number  of  staff  musicians 
employed. 

Contract  recently  signed  with 
NBC,  Hollywood,  calls  for  salary 
raises  of  staff  musicians  from  $85 
to  $95  per  week  for  each  man,  with 
hours  increased  to  20  instead  of  18 
weekly  as  in  the  past.  Staff  orches- tra has  also  been  increased  from 
16  to  24  men  with  NBC  now  per- 

mitted to  sell  the  aggregation  on  a 
Pacific  Coast  commercial. 

Convention  by  Radio 
WARTIME  TRAVEL  restrictions 
have  caused  the  New  York  State 
Teacher's  Assn.  to  hold  its  con- 

vention by  radio  for  the  first  time 
in  its  97-year  history.  A  State 
hook-up  of  seven  CBS  stations  will 
be  used  Nov.  12,  3:30-4  p.m.,  for  a 
broadcast  to  which  48,000  teachers 
have  been  urged  to  listen.  Groups 
of  teachers  throughout  the  State 
are  to  meet  locally  to  consider  war- 

time teaching  problems  and  to  dis- 
cuss issues  presented  on  the  pro- 

gram. It  is  estimated  that  1,000,- 000  school  children,  and  2,000,000 
parents  will  also  hear  the  broad- cast. Gov.  Herbert  H.  Lehman,  and 
various  education  officials  will 

speak. 
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CL4k^S$IFIED 

Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  week  preceding  issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, Washington,  D.  C. 

Wanted  to  Buy 

Help  Wanted 
Help  Wanted  (Cont'd) 

'Program  Director  Wanted — Prominent  mid- west 5KW  basic  Network  Station  has 
opening  for  thoroughly  experienced,  re- 

liable, sober  program  director.  Excep- 
tional opportunity  offered  the  man  who 

can  keep  his  feet  on  the  ground  and  be- 
come a  substantial  citizen  in  a  metro- 

politan city  of  half  a  million  popula- tion. Eeasonable  salary  and  advancement. 
All  replies  confidential.  Box  981, 
BROADCASTING. 

'Announcer — High  class  commercial  man 
immediately.  Metropolitan  market  of  one 
million.  AFRA  5  day  40  hour  week.  Give 
full  details  and  references.  Box  3, 
BROADCASTING. 

Chief  Engineer — ($210)  and  Operator — 
($167.50) — Good  voices  required,  combi- 

nation work,  new  California  IKW  re- 
gional station.  Box  977,  BROADCAST- ING. 

ANNOUNCER-ENGINEER  —  Any  ticket. 
Permanent.  Box  979,  BROADCASTING. 

Midwest  Local  Has  Opening — For  first  class 
operator,  also  full  time  announcer.  Posi- 

tion should  qualify  you  for  draft  defer- 
ment as  these  are  essential  placements. 

Reasonable  living  conditions.  State  sal- 
■|  ary  expected.  Apply  immediately.  Box 983,  BROADCASTING. 

'  Announcer — Experience  unnecessary.  Write complete  details.  Box  985,  BROADCAST- ING. 

■  Experienced  Radio  Salesipan — Straight  sal- ary. State  experience  and  references.  Ad- 
dress Sales  Manager,  WCAU,  Philadel- 

phia. 

;  Any   Class  Operator — Experience  unneces- 
I     sary.    Write  complete  details.   Box  984, BROADCASTING. 

'  Radio  Operator  Wanted  —  Unusual  im- ;  mediate  opening.  Experienced  man,  with 
)  first-class  license,  able  to  teach  students. 
;     Good  salary.  Box  986,  BROADCASTING. 

{Immediately — Young  lady  for  traffic,  copy 
writing,  special  events  announcing.  Mod- 

ern local  station.  Box  991,  BROADCAST- 
ING. 
1^  
{Experienced  Announcer — Immediately.  Good 

salary.  Permanent.  Send  draft  status, 
transcription.  WHIT,  New  Bern,  North 

'  Carolina. 

Announcer-Salesman  —  Live  N.  Y.  Local. 
Salary-commission-bonus.  Complete  de- 

tails first  letter.  Box  2,  BROADCAST- ING. 

Wanted  by  Strategic  5,000  Watt  Alaskan 
Station — Combination  announcer,  copy writer  ...  a  man  who  can  also  service 
accounts  and  run  a  studio  control  board. 
Single  man,  under  thirty  years  of  age 
preferred.  Any  draft  status  except  1-A 
acceptable.  Starting  salary  between 
$225.00  and  $250.00.  Write  W.  K.  Foster, 
KFAR,  Fairbanks,  Alaska. 

WESTERN  STATION  WANTS— Experi- 
enced combination  operator-announcer 

who  can  read  news  and  write  copy.  Send 
qualifications,  snap-shot  and  recording 
of  voice,  reading  news  and  commercial 
copy.  Fly-by-nights  please  don't  apply. Desire  person  who  wants  permanent  po- 

sition. Box  994,  BROADCASTING. 

Announcer — Versatile,  capable,  congenial. 
Good  opportunity  right  man.  State  ex- 

perience. New  York  State.  Box  999, 
BROADCASTING. 

Chief  Engineer — Draft  Exempt.  State  qual- 
ifications and  references.  Box  993, 

BROADCASTING. 

Announcer— $42  to  start.  WFDF,  Flint, Michigan. 

Combination    Announcer-Operator  Wanted 
— Excellent  announcer  with  first  class 
operator's  license.  Must  be  qualified newscaster.  Submit  transcription  of 
newscast  and  commercials  with  appli- 

cation. KSEI,  Pocatello,  Idaho. 

Salesman — Capable,  hard  worker,  make 
real  money,  commission,  bonus.  New 
York  State.  Draft  exempt.  Box  1, BROADCASTING.   

Operator — License  any  class  qualified  oper- ate broadcast  station.  Start  $130.00  a 
month,  advancement  as  justified.  WGH, 
Newport  News,  Virginia. 

First  or  Second  Class  Operator — Permanent 
position  for  draft-exempt  sober  man  or 
woman.  State  experience  and  references. 
Radio    Station    KLO,   Ogden,  Utah. 

Situations  Wanted 

ATTENTION,  STATION  OWNERS— Here 
is  just  the  combination  you  want.  A  sta- 

tion manager  and  a  program  director 
who  really  know  the  ins  and  outs  of 
radio  and  through  five  years  of  working 
together  at  local  and  regional  stations 
have  developed  the  close  cooperation 
necessary  to  successful  operation.  If  you 
need  such  a  combination  and  realize  its 
advantages,  write  Box  988,  BROAD- CASTING. 

Continuity,  Sales,  Sports — Draft  4F.  Col- 
lege Graduate.  Experienced.  Box  978, 

BROADCASTING. 

ENGINEER — First  class  license.  Married, 
child.  Box  980,  BROADCASTING. 

Engineer — Fourteen  years'  experience  man- ufacturing, installation  and  operation. 
Consider  chief  at  substantial  salary. 
Prefer  East  but  not  essential.  Draft  SA. 
Box  982,  BROADCASTING. 

Engineer — Eight  years  broadcasting,  five 
years  chief  engineer  IV  station.  Year  in- 

stallation and  maintenance  FM  com- 
munication equipment.  Thirty  one,  fam- 

ily, IIIA.  Now  employed.  Prefer  South, 
Southwest,  or  Rocky  Mountain  States. 
Box  989,  BROADCASTING. 

Experienced  Studio  Engineer — Also  trans- 
mitter, recording.  First  phone,  4F,  em- 

ployed. Permanent.  $50.  Box  990, 
BROADCASTING. 

EXEMPT  GENIUS  ?— Well,  hardly.  Experi- 
enced announcer  (25),  deferred,  now 

available.  Eastern  Net  Affiliate  preferred. 
Box  992,  BROADCASTING. 

Station     or     Commercial     Manager — Ten 
years'  experience  in  selling  and  program building  in  NBC  and  CBS  stations.  Five 
years  at  50,000  NBC  Red  Affiliate,  also 
Metropolitan  newspaper  experience.  Mar- 

ried, one  child,  draft  exempt,  permanent 
job  desired.  Box  997,  BROADCASTING. 

Engineer — Three  years'  experience  all phases  broadcasting.  First  class  phone 
license.  Classified  4-F.  Married.  Box  995, 
BROADCASTING. 

Announcer — Married — 2  children.  3-A  in 
draft.  Two  years'  experience  on  network affiliate  and  independent  statio  ns. 
Handled  news,  remotes,  sports,  special 
events.  (State  maximum  starting  sal- 

ary.) Box  996,  BROADCASTING. 

PROGRAM  DIRECTOR  -  ANNOUNCER— 
Seven  years'  experience  directing,  pro- ducing commercial  and  sustaining  shows. 
Six  years  baseball  play-by-play.  All  sports 
play-by-play  and  commentary.  News  and 
special  events  ;  continuity  ;  draft  exempt. 
Locate  anywhere,  south  or  southwest 
preferred.  Minimum  salary  $65  weekly. 
Employed — available  on  two  weeks'  no- tioe.  Box  4,  BROADCASTING. 

WILL  BUY  OR  LEASE  RADIO  STATION 
— Have  $6,000  as  down  payment  on  con- trol, or  will  consider  five  year  lease  in 
proper  market.  Experienced,  college, 
draft  exempt,  now  manager  in  major 
market  .  .  .  will  acknowledge  all  re- 

plies. .  .  .  strictest  confidence  observed. 
Box  976,  BROADCASTING. 

For  Sale 

For  Sale— One  6B  Western  Electric  1  KW 
Transmitter  complete  in  good  condition. 
Further  details  write  Box  987,  BROAD- 
CASTING. 

Portable  Phonograph  Recording  Equipment 
— Complete.  High  Fidelity.  Little  used. 
Bargain.  Box  998,  BROADCASTING. 

One  Currently  Approved  250  Watt  Trans- mitter— In  original  box,  used  short  time 
at  100  watts.  $1750.00  cash.  One  GR 
516-C  RF  Bridge,  Supreme  Signal  Gen- 

erator, and  GR  (jables,  used  only  seven 
hours,  $225.00  check  delivers.  Fred 
Grimwood,  Owner,  KLCN,  Blytheville, Ark. 

H.  J.  MANDERNACH,  newly  ap- 
pointed sales  manager  of  the  Replace- 

ment Tube  Section  of  General  Elec- 
tric's  radio,  television  and  electron- ics department,  Bridgeport,  Conn., 
has  been  designated  to  handle  re- 

placement sales  of  all  types  of  elec- 
tronic tubes  handled  through  distrib- 

utors including  tubes  for  radio  receiv- 
ers, transmitters,  industrial  control 

and  povi^er  applications. 

New  Westinghouse  Setup 
ELECTRIC  Appliance  Division  is  the 
new  name  given  to  Westinghouse  Elec- 

tric and  Mfg.  Co.'s  merchandising division,  according  to  J.  H.  Ashbaugh, 
manager.  The  change  was  made  be- cause the  new  name  better  indicates 
the  manufacturing  facilities  at  the 
Manfield,  O.,  and  Springfield,  Mass., 
plants.  The  division  is  producing  only 
for  war  now  but  will  later  build  elec- 

trical appliances  to  meet  future  needs. 

POSTER  STAMPS 

A  TIMELY  ANSWER 

FOR  AN  EFFECTIVE 
PREMIUM  PROGRAM 

Replaces  plastics  or  metal. 
Investigate  this  proven  quick 
action  premium  program.  Ex- 

clusive applications  can  tie-in 
with  products,  travel  and  re- 

sorts. Interesting  and  appeal- 
ing. Send  for  case  histories 

and  detailed  information  of 
How  You  Can  Use  Poster 
Stamps  Effectively  —  at  Low Unit  Cost.  No  obligation. 

Mid- States  Gummed  Paper  Co. 
2515  S.  Daman  Avenua,  Chicago,  III. 

PROFESSIONAL 

DIRECTORY 

Jansky  &.  Bailey An  Organization  of 
Qualified  Radio  Engineers 

Dedicated  to  the 
SERVICE  OF  BROADCASTING 

National  Press  Bldg.,  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  Bldg.        Dl.  1205 

Washington,  D.  C. 

PAUL  F  GODLEY 

COA/SUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 
MO  2-7859 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

GEORGE  C DAVIS 

Consulting  Radio Engineer Munsey  Bldg. District  8456 
Washington, D.  C. 

CLIFFORD  YEWDALL 
Empire  State  Bldg. 
NEW  YORY  CITY 

An  Accounting  Service 
Particularly  Adapted  to  Radio 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Communications,  Inc. 
66  Broad  St.,  New  York,  N.Y. 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
Silver  Spring,  Md. 

(Suburb,  Wash.,  D.  C.) 
Main  Office:  Crossroads  of 
7134  Main  St.  the  World 

Kansas  City,  Mo.  I     j[    J  Hollywood,  Cat. 

 Smy  

RING  &  CLARK 

Consulting  Radio  Engineers 

WASHINGTON,  D.  C. 

Munsey  Bldg.  •  Republic  2347 

BROADCASTINC 

FOR 

RESULTS! 
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Lucky  Strike,  Pall  Mall  Replies 

Deny  FTC  Advertising  Charges 

Fovir  Cigarette  Cases  Await  Hearings  as 
Tobacco  Firms  Stand  by  Promotion  Claims 

Major 

COMPLAINTS  of  the  Federal 
Trade  Commission  against  four 
major  tobacco  firms  for  alleged 
misleading  advertising,  were 
ready  for  hearing  following  filing 
of  the  answers  Oct.  26  of  American 
Tobacco  Co.  (Lucky  Strikes),  and 
its  subsidiary,  American  Cigarette 
&  Cigar  Co.  (Pall  Malls). 

All  four  companies  have  now 

denied  the  Government's  complaint, 
and  under  FTC  procedure  hear- 

ings must  be  held  before  further 
action  is  taken.  R.  J.  Reynolds 
(Camels)  and  Philip  Morris  filed 
their  answers  Sept.  29  and  Oct.  2, 
respectively. 

Lucky  Strike,  in  its  answer,  ad- 
mitted making  most  of  the  claims 

cited  by  the  FTC,  but  affirmed  that 
to  the  best  of  its  knowledge  such 
advertising  was  not  false  or  mis- 

leading. The  firm  also  pointed  out 
that  its  famous  "It's  Toasted" 
claim,  one  of  the  chief  items  chal- 

lenged by  the  Government,  had 
been  studied  by  an  FTC  board  of 
review  in  1930,  and  that  a  stipu- 

lation signed  at  that  time  defined 
the  conditions  under  which  the 
slogan  was  used. 

Pall  Mall  Answer 

Pall  Mall  likewise  signified  it 
would  defend  all  its  advertising 
slogans,  and  in  addition  denied  it 
deceived  the  public  into  believing 
that  Pall  Malls  are  an  English 
cigarette. 

The  Lucky  Strike  reply  made  no 
concessions  to  the  FTC.  The  firm 
maintained,  despite  the  Govern- 

ment's challenge,  that  its  cigarettes 
are  "toasted";  that  among  inde- 

pendent tobacco  experts,  buyers, 
auctioneers  and  warehousemen 
Lucky  Strikes  have  twice  as  many 
exclusive  smokers  as  all  other 
cigarettes  combined;  that  Luckies 
are  not  as  irritating  as  other 
brands;  that  they  offer  throat  pro- 

tection and  are  easy  on  the  throat; 
that  Luckies  offer  protection  from 
throat  irritation  and  coughing. 

In  three  instances,  however. 
Lucky  Strike  replied  that  its  ad- 

vertising had  not  been  correctly 
set  forth  in  the  complaint.  The 
exceptions  questioned  an  FTC 
generalization  that  the  advertis- 

ing quoted  "represented  and  still 
represents"  certain  claims.  Lucky 
Strike  replied  that  its  advertising 
no  longer  implies  that  Luckies  are 
less  acid  than  other  brands;  that 
other  popular  brands  contain  53 
to  100%  more  acidity;  that  Luckies 
contain  less  nicotine  than  do  com- 

peting brands;  but  that  it  did  use 
substantially  the  first  two  claims  in 
1936  and  the  third  in  1940. 

Lucky  Defends  Claims 

Lucky  Strike  maintained  that  in 
purchasing  tobacco,  the  firm  con- 

sistently paid  higher  average 
prices  than   the   average   of  the 

market,  and  has  purchased  what 
was,  in  its  opinion,  "the  lighter, 
the  finer,  the  milder  tobacco,  the 

cream  of  the  crop." 
The  firm  admitted  that  the  bet- 

ter grades  are  not  entirely  con- 
sumed by  Lucky  Strike.  But,  the 

reply  says,  "while  it  is  not  the 
only  cigarette  manufacturer  that 
purchases  the  better  grades  of 
tobacco,  it  does,  on  the  whole  pur- 

chase, for  use  in  Lucky  Strike 
Cigarettes,  tobacco  which,  in  its 
judgment,  is  better  in  quality  for 
smoking  than  the  tobacco  pur- 

chased and  used  by  manufacturers 

of  competing  brands." Lucky  Strike  closed  its  reply  by 
reminding  the  FTC  that  commenc- 

ing about  Oct.  28,  1930,  the  entire 
subject  of  the  "toasting"  process 
had  been  studied  by  the  Commis- 

sion, and  that  hearings  had  been 
held  and  scientific  information 
presented.  After  a  report,  the  Com- 

mission declined  to  consider  the 
"toasting"  advertising  as  unfair 
competition,  and  in  April,  1932 
dismissed  the  application  for  a 
complaint,  following  entry  of  a 
stipulation  limiting  the  use  of 
medical  testimonials. 

Pall  Mall's  reply  defended  the 
firm's  position  in  advertising  that 
the  cigarette  causes  noticeably  less 
finger-stain,  or  none  at  all;  and 
that  finger-stains  become  lighter 
or  tend  to  disappear  when  Pall 
Malls  are  smoked.  These  claims, 
the  firm  said,  "have  been  estab- 

lished as  a  scientific  fact  by  inde- 
pendent research."  Pall  Mall  de- 

nied that  the  coat  of  arms  used  on 
its  containers  represent  the  prod- 

uct as  English  or  as  endorsed  by 
the  royal  family  of  England,  or 
made  in  London,  or  that  the  seal 
in  form  or  pattern  was  distinctly 
a  British  coat-of-arms. 

Killed  in  Action 

STANLEY  KOPS,  former  con- 
tinuity writer  of  KFWB,  Holly- 

wood, was  killed  in  action  during 
battle  of  Solomon  Islands,  accord- 

ing to  advices  received  here.  He 
joined  the  Marine  Corps  shortly 
after  outbreak  of  the  war. 

PETRIE,  WEAF,  WINS 
AmOVNCING  AWARD 
HOWARD  A.  PETRIE,  NBC  an- 

nouncer since  1930,  currently  on 
the  staff  of  WEAF,  NBC  New  York 
outlet,  last  week  was  named  nation- al winner  in  the 

1942  H.  P.  Davis 

Memorial  An- nouncers Awards, 
given  annually  to 
competing  staff 
announcers  of 

JL      ̂   NBC-owned,  oper- *  '--^  ated  and  affiliated 

^^L^  stations.  The 
^HRbadHl  four  sectional 

^  p  t  •  Davis  awards — 

Mr.  fetrie       ^j^g        each  time 

zone — went  to  Lorne  Greene,  chief 
announcer  of  the  Canadian  Broad- 

casting Corp.  at  CBL,  Toronto; 
Fred  Moore,  WGL,  Fort  Wayne; 
Gil  Verba,  KOA,  Denver;  Ted 
Meyers,  KFI,  Los  Angeles. 

Presentation  of  the  gold  medal 
and  $300  to  Mr.  Petrie  and  the 
signet  rings  and  certificates  to  the 
other  four  winners  took  place  Nov. 
1  on  a  special  NBC  broadcast 
with  A.  L.  Ashby,  NBC  vice-presi- 

dent and  general  counsel,  making 
the  awards. 

Established  in  1933  by  Mrs.  H. 
P.  Davis  in  memory  of  her  late 
husband,  pioneer  Westinghouse 
executive  and  first  board  chairman 
of  NBC,  the  awards  are  given  by 
a  board  of  judges  headed  by  Mar- 
jorie  Stewart,  founder  of  the 
Microphone  Playhouse  in  Pitts- 

burgh. Selection  is  made  on  the 
basis  of  personality,  diction,  adapt- 

ability, voice  and  versatility,  as 
evidenced  by  recordings  made  with- 

out the  knowledge  of  the  contest- 
ants during  their  regular  assign- ments. 

J.  DOUGLAS  FORTUNE,  industrial 
sales  engineer  of  Thordarson  Electric 
Mfg.  Co.,  was  fatally  injured  while 
piloting  a  plane  near  Chicago  Oct.  17. 

FTC  Charges  Hit 

Ipana  Advertising 
Toothpaste  Firm,  Two  Agencies 
Are  Cited  for  Claims 

CHARGING  misrepresentation  in 
the  advertising  of  Ipana  tooth- 

paste on  the  air  and  in  other 
media,  the  Federal  Trade  Commis- 

sion Oct.  31  issued  complaints 
against  Bristol-Myers  Co.,  New 
York,  and  Pedlar  &  Ryan  and 
Young  &  Rubicam,  agencies  serv- 

icing the  account. 

The  complaint  charges  the  three 
firms  misrepresented  the  proper- 

ties of  the  toothpaste,  attacking 

particularly  the  "pink  toothbrush" 
and  "smile  of  beauty"  slogans. 

"A  beautiful  smile  or  increased 
popularity  are  dependent  on  many 
factors  which  would  not  be  influ- 

enced by  using  the  product"  the FTC  complaint  says,  adding  that 
in  some  cases  yellow  stain  may  be 
caused  by  tobacco  and  would  not 
be  whitened  by  use  of  the  product. 

Pink  Toothbrush 

Turning  to  the  "pink  tooth- 
brush" ads  and  the  supporting 

claims  that  Ipana  prevents  "gum 
trouble  caused  by  the  current 
American  diet  of  soft,  creamy, 

well-cooked  foods",  the  FTC 
charges  that  "the  product  has  no 
substantial  therapeutic  properties 
of  value  in  the  prevention  of  so 

called  'pink  toothbrush  gums,'  and 
there  "has  been  no  change  of  diet 
of  the  American  people  which  has 
been  of  any  consequence  so  far  as 
the  gums  are  concerned,  as  healthy 
conditions  of  the  gums  is  not  de- 

pendent on  the  amount  of  exercise 

they  receive  in  chewing  food." 
The  complaint  also  charges  that 

the  number  of  dentists  using  and 
recommending  the  product  does  not 
indicate  the  number  who  actually 
chose  it  because  of  belief  in  its 

efficiency  "for  the  reason  that  the 
product  has  for  many  years  been 
distributed  lavishly  and  gratu- 

itously among  dentists."  Answers must  be  filed  in  20  days. 

Drawn  for  Broadcasting  by  Sid  Hix 

"/  Wish  the  Senator  Would  Quit  Shouting — He's 
Going  to  Blow  the  Tubes!" 

Spadea  in  Army 
JOE  SPADEA,  manager  of  the 
Chicago  office  of  Joseph  Hershey 
McGillvra,  station  representatives, 
has  joined  the  Army  Air  Forces 
as  a  radio  technician.  He  started 
training  Nov.  2  at  Wright  Field, 

Dayton.  A  veteran  in  the  repre- 
sentative field,  Mr.  Spadea  was 

formerly  Detroit  manager  of 
Edward  Petry  &  Co.,  and  previously 
held  the  same  post  with  the  Scott 
Howe  Bowen  organization.  Suc- 

cessor to  Mr.  Spadea  has  not  been 
named.  Walter  Bedell,  formerly  of 
the  sales  staff  of  WAAF,  Chicago, 
WOW,  Fort  Wayne  and  WISN, 
Milwaukee,  last  week  joined  the 
Chicago  sales  staff  of  the  Mc- 

Gillvra organization. 
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KWIK  KWIZ 

For  ia^ 

As  you  were,  gentlemen  .  .  .  where  advertising 

is  concerned,  there  is  no  time  to  let  your  com- 

pany halt.  Sound  sales  strategy  calls  for  an 

all-out  offensive  in  this  wealthier-than-ever  Mid- 

western sector.  In  mapping  your  attack  and 

choosing  your  task  force,  remember  that  KMBC 

is  "9  Ways  the  Winner"  hereabouts.  In  this  area, 

it's  the  only  basic  station  of  CBS— by  surveys, 

Kansas  City's  favorite  network.  KMBC  is  first  in 

public  service— well  ahead  in  production  and 

program  promotion.  KMBC  leads  in  Kansas  City 

listeners  more  often  than  any  other  station— and 

carries  a  larger  volume  of  national  spot  business 

than  any  of  its  competitors.  If  you  want  your 

sales  to  go  over  the  top  instead  of  A.W.O.L.— 

just  give  KMBC  a  command.  We'll  lay  down  a 

barrage  of  promotion  behind  which  you  can 

advance  straight  to  your  objective. 

KMB(] 

OF  KANSAS  CITY 

FREE  &  PETERS,  INC.  CBS  BASIC  NETWORK 
13N010D 
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A  DOLLAR  SPREADS  FARTHER  ON  wky 

•  Yes,  it  spreads  farther  .  .  .  and  thicker!  A  dollar 
on  WKY  buys  67V2%  more  audience  than  the  same 
dollar  spent  on  the  second  station.  A  dollar  on  WKY 

buys  93%  more  audience  than  when  spent  on  the 

third  station;  more  than  twice  as  much  (110%  more) 
as  on  the  fourth  station.  These  are  facts  based  on 

July- August  Hoopera tings  and  13-time,  quarter-hour 
rates. 

Dollar  for  dollar,  WKY  is  decisively  the  best 
radio  buy  in  Oklahoma  City.  WKY  delivers  the 
largest  audience  at  the  lowest  cost  per  listener.  It 
spreads  advertising  dollars  the  way  advertising 
dollars  should  be  spread  to  make  selling  economical 
and  profitable  in  the  Oklahoma  City  market 



BER  9,  1942 

The  Weekly, Newsmagazine  €>f  Radio 

cast  Advertisingr 

"YES,  DEAR- 

YOU  LOOK  LOVELY!" 

#  Try  as  you  may,  you  can  hardly  blame  Mor- 
timer for  being  inattentive  at  a  time  like  this. 

Mortimer,  you  see,  is  deep  in  the  heart  of  the 

1942  Iowa  Radio  Audience  Survey.  And  he  has 

just  made  two  rather  startling  discoveries.  To  wit: 

The  Iowa  people  who  go  to  the  movies  most  often 

are  the  ones  who  spend  the  most  time  listening  to 

the  radio;  and,  the  more  papers  and  magazines  an 

lowan  reads,  the  more  he  also  listens  to  the  radio! 

Yes — and  these  facts  are  new  to  you  too,  aren't 

they?  They're  just  two  examples  of  the  Survey's  80 
pages  of  enlightening  data  about  typical  Mid- 
Western  radio  listeners.  In  fact,  the  Survey  answers 

almost  every  question  you  can  ask  about  the  Iowa 

radio  audience  and  its  listening  habits!  As,  for  in- 

stance, "What  radio  station  do  lowans  listen  to 

most?"  Answer:  WHO,  named  by  60.4%  of  the 
nighttime  listeners  (and  55.7%  in  the  daytime!). 

Like  its  four  predecessors,  the  1942  Summers- 

Whan  Survey  is  based  on  nearly  10,000  personal 

interviews  covering  every  county  in  Iowa.  And  its 

figures  are  broken  down  by  sex,  age-group,  edu- 

cational background,  place  of  residence  and  in- 
come bracket.  It  is,  in  short,  the  most  complete 

and  revealing  analysis  of  the  Iowa  radio  audience 
ever  compiled. 

Send  for  your  copy,  now!  It  will  be  mailed  you 

gratis,  of  course. 

WHO^ 

IOWA  PLUS!  + 

DES  MOINES  .  .  .  50,000  WATTS 

B.  J.  PALMER,  PRESIDENT 

J.  O.  MALAND,  MANAGER 

FREE  &  PETERS,  INC.  .  .  .  National  Representative* 



Intensive  Coverage  Northwest  Indiana. 
This  is  the  first  in  a  series  of  advertisements  to  show 
WLS  coverage  by  counties  in  Midwest  America.  The 
17  counties  pictured  here  comprise  the  first,  second 
and  third  congressional  districts  of  Indiana. 

Black  figure:  Radio  Homes,  1940 
Red  figure:  WLS  Mail,  1941 

In  This  Area 

Three  Out  of  five  Families  Wrote  Us! 

FIOM  the  section  of  Northwest  Indiana  pictured  above,  WLS  last  year 

received  132,620  letters.  That's  intensive  coverage — definite  proof  of 
listening  in  61%  of  the  radio  homes.  .  .better  than  three  out  of  every  five  fam- 

ilies! Note,  too,  that  from  several  counties  we  received  more  letters  than  there 

are  homes — irrefutable  evidence  of  intensive  and  frequent  listening! 
Of  course,  this  area  is  only  a  small  part  of  the  WLS  Major  Coverage  Area, 

spread  over  four  states:  Illinois,  Indiana,  Wisconsin  and  Michigan.  We've  deter- 

mmed  this  great  WLS  "Area  of  Influence"  through  mail  analysis.  If  you  want 
to  hear  any  more  .  .  .  about  sales  results  or  such  .  .  .  ask  your  John  Blair  man. 
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John  Blair  &  Company 

CHICAGO 
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A  program  on  WSM.  for  instance,  can  go  into  over  2,000,000  radio 

homes  at  a  very  low  cost  per  home.  Why  not  investigate?  We've 
got  50,000  watts  on  a  clear  channel  and  one  of  radio's  lowest  fre- 

quencies. We're  in  the  heart  of  a  $3,000,000,000.00  agricultural  mar- 
ket, and  our  industrial  growth  is  the  fastest  in  the  nation.  A  post  card 

will  bring  facts  and  figures. 

HARRY  L.  STONE,  Gen  l.  Msr. NASHVILLE,  TENNESSEE 
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F an  mail  from  Philly 

BROADASTING 

Sales  for  you  right  here 

You  get  both  with: 

NEW  ORLEANS 

50,000  watts  -  -  clear  channel 

Philadelphia  listeners  show  their  "brotherly  love"  by  writing  in  all 
the  way  to  WWL  in  praise  of  our  programs.  Our  mail  constantly 

shows  our  long-range  selling-POWER. 

But  it  is  much  more  important  to  you  that  we  dominate  completely 

the  rich  trade  area  around  New  Orleans — and  deliver  it  to  you  for 
your  sales  and  profit. 

The  greatest  selling  POWER 

in  the  South's  greatest  city 

CBS  Affiliate  —  Nat'!  Representatives,  The  Katz  Agency,  Inc. 

Page  4  •  November  9,  J  942 

The  Weekly. Newsmagazine  of  Radio 

^roadcast  Advertisingr 

VOL  23  •  NO.  19 NOVEMBER  9,  1942 

CONTENTS 

FCC  Puts  Industry  on  Full  War  Basis   9 
Federal  Units  for  Wage  Freeze   9 

FCC  Report  on  1941  Time  Sales   10 
War  Distribution  Marks  ANA  Agenda   10 
Impasse  in  Detroit  AFM  Dispute   12 

Manpower  Inventory  Plan  Projected   12 

Treasury's  Vinylite  Saving  Plan   16 
Shortwave  Absorption  to  Include  Employes   16 
District  Meetings  of  NAB   18 
Sales  Lessons  Learned  from  Year  of  War   20 
Broadcast  Service  Income  Statement   22 

Getchell,  Hit  by  War,  Liquidates  Agency   24 
ABA  Directors  to  Meet  in  Chicago   24 

Mr.  A's  Grid  Lesson   30 
Wage  Freeze  May  Restrict  Name  Talent   58 
AFRA  Seeks  Wage  Clarification   59 
Election  to  Have  Slight  Effect  on  Radio   60 
Ten  Years  Ago  This  Month   61 
CBS  and  RCA  Net  Lower  This  Year   66 

Govt,  Demands  NAB  Washington  Offices   66 

'Fortune'  Survey  of  High  School  Listening   66 
DEPAR THEN TS 

Agencies    47 

Agency  Appointments   51 
Behind  tlie  Mike   39 
Buyers  of  Time   54 
Classified   Advertisements  62 
Control    63 
Editorials    36 
FCC  Actions   64 
Meet  the  Ladies   40 

Hix  Cartoon 

Merchandising   46 
Network  Accounts   64 
Personal  Notes   37 

Purely  Program   44 
Radio  Advertisers   49 
Studio  Notes   43 
Station  Accounts   48 

They  Say   36 
We  Pay  Respects   37 

  66 

Subscription  $5.00  a  Year  0  Canadian  and  Foreign,  $6.00 
Published  every  Monday,  53rd  issue  (Yearboolc  Number)  Published  in  February 

^^Zntsqme  eeNuiN£  NYLON  HOSB 

DON  SEARLE— Gen'l  Mgr. 

Ed  Petry  &  Co.,  Not'l  Rep. 

A  better  buy  is  KFAB.  Fits  per- 
fectly over  the  farm  and  small  town 

markets  throughout  Nebraska  and 
her  neighboring  states.  Won't  pop 
a  runner  in  anybody's  advertising 
campaign.  For  sheer  profits,  get 

KFAB  to  give  you  a  "leg  up"  in  this 
midwest  area.  We're  rationing 
some  of  our  time — but  there  are 
still  good  availabilities  left,  for  you. 

KFAB 
I    N    C    O    I.  N 
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It  was  just  an  idea  the  first  of  August,  1942.  One 
month  later,  the  first  of  September,  the  biggest  Sponsor 

— Star— Program — Network — Station — Radio  Promo- 
tion ever  to  be  conceived  was  in  the  works  at  every 

NBC  affiliated  station  throughout  the  country ... 

A  promotion  of  such  proportions  meant  no  fooling. 

As  soon  as  the  idea  was  okayed  we  wired  our  sta- 

tions, "'Parade  of  Stars  coming  up!"  Our  sponsors 
'  lllu.,  , 

"ll'tl.,,. 



roiinded  up  their  stars  from  all  over  the  country, 

who,  breathless  from  army  camp  tours,  Victory  Bond 

Drives,  etc.,  began  to  "cut"  records  —  records  with 
all  the  umph,  appeal  and  personality  of  their  own 

"live  shows." 

While  this  was  going  on,  running  scripts  were  be- 
ing ground  out  to  go  with  these  records;  car  and  bus 

cards,  billboard  posters,  lobby  cards,  match  cases, 

milk  bottle  collars,  announcements,  news  releases, 

advertising  mats  were  being  designed  and  printed  — 

and  a  complete  gallery  of  the  stars'  pictures  was 
being  assembled. 

And  smack  went  the  whole  works  into  a  hefty 

portfolio— American  Express  delivered  — and  125 
NBC  affiliated  stations  went  to  work. 

•     •  • 

Then  things  began  to  happen!  To  date — one 
month  after  our  stations  received  the  promotion... 

21  top-flight  NBC  shows  are  on  records — totaling 

2063  "pressings." 
125  NBC  affiliated  stations  using  these  2063  record- 

ings, the  prepared  scripts  and  announcements,  are 

telling  in  "preview"  broadcasts  every  NBC  listener 
in  every  town,  city  and  hamlet  in  the  United  States 

that  these  stars  are  back  for  the  biggest  winter  sea- 
son ever! 

125  NBC  affiliated  stations  are  plastering  the 

country-side  with  posters  —  taking  space  in  buses 
and  cars  for  more  attention — setting  up  posters  in 

hotel  and  theatre  lobbies — giving  out  news  releases 

—  placing  advertisements  ranging  all  the  way  up  to 

full -page  and  double -truck  rotogravure  spreads  — 

distributing  match  cases — and  posting  the  stars' 
pictures  in  every  likely  nook  and  cranny! 

And  this  is  only  the  beginning — when  the  final  re- 
turns are  in,  the  figures  will  read  like  box  car  numbers  ! 

NATIONAL  BROADCASTI N G  COM P AN 

 A  Radio  Corporation  of  America  Service  ^ 



And  His  Orchestra 

October  I6th,  19^2 

^T,  James  L.  Free President 
Wright-Sonovox,  Inc. 
180  North  Michigan  Avenue Chicago,  Illinois 
Dear  Jim; 

.hat i.po.t.„ty,\-iS5x*ns;L.j 

a  per^o^^iJ^  t^T ̂ a^rSL^ZftxtrLtro^^^^^^^ 

rS^iS'so^NOVoJ  Td"""^  r*'".'''^  delighted onTnf  •      '  *o  ̂^'^w  that  we  consider  it 

iTs  aid'JLrrcSSlhS/rr  rec:n?'Ll long  as  we  arl  in  bSSss!  " Beet  regards. 

^i^cerely, Alvino  Key 

Alvino  Rey  plays  his  famous  electric  guitar,  while  lovely 
Louise  makes  it  talk  with  Sonovox 

AR/mp 

OlX  months  ago,  Alvino  Key's  Orchestra  was  plenty  good, 
but  hardly  different  from  several  other  top  dance  bands. 

Then  Alvino  Rey  heard  Sonovox,  and  determined  that  he 

would  teach  his  singing  guitar  to  really  sing  —  words! 
Now  Alvino  Rey  and  his  singing  guitar  are  a  smash  hit 

eagerly  picked  up  every  night  by  millions  of  listeners — 

and  "Stringy",  the  entirely  disembodied  voice  of  the  guitar, 

actually  gets  a  great  many  requests  for  "his"  autograph 

from  "his"  mystified  fans! 

Sonovox  can  personalize  and  dramatize  and  sell  your 

product  just  as  easily  and  efficiently  as  it  has  done  all 

these  things  for  Alvino  Rey's  Orchestra — for  Lever  Bros.' 

Lifebuoy  Soap — for  Colgate's  Vel  and  Palmolive — for 
Feltman  &  Curme  Shoes — for  Bromo-Seltzer — for  the 

Milwaukee  Road — for  Fould's  Macaroni,  and  for  several 

others.  How  about  letting  our  top-notch  Production 

Department  work  up  some  ideas  for  you?  There  will 
be  no  obligation,  of  course.  Address: 

WRIGHT-SONOVOX.  INC. 

''Talking  and  Singing  Sound" 

CHICAGO  ....  NEW  YORK  ....  HOLLYWOOD 

FREE  &  PETERS,  INC.,  Exclusive  National  Representatives 

CHICAGO:  i8o  N.  M/Mgaa  f*EW  YORK:  247  Park  Ave.  SAN  FRANCISCO: /// 5tt//er  HOLLYWOOD:  1512  N.  Gor</o«  ATLANTA:  322  Palmer BIdg. 
Franklin  6373  Plaza  5-4131  Sutter  4353  Gladstone  3949  Main  5667 
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FCC  Places  Industry  on  Full  War  Basis 

Decibel  Reduction, 

New  Standards 

Adopted 

RADIO  goes  on  full  wartime 
basis  as  a  result  of  FCC  action 

announced  last  Saturday 
which  enforces  a  horizontal 

reduction  by  one  decibel  of  all 
transmitter  radiated  power, 

relaxation  of  the  normal  en- 

gineering standards  and  sus- 

pension of  the  Commission's 
regulation  requiring  stations 

to  operate  at  least  two-thirds 
of  their  authorized  time  dur- 

ing the  broadcast  day. 
The  order  goes  into  effect 

Dec.  1. 

For  several  months  indus- 
try leaders  and  the  FCC  have 

recognized  the  need  for  the 

adoption  of  such  a  program, 
originally  proposed  by  the 
War  Production  Board  [Broad- 

casting, Aug.  17,  Oct.  26]  with 
a  view  to  extending  the  life  of 
existing  equipment  and  making  the 
most  of  reduced  critical  materials 
and  manufacturing  facilities. 

No  Noticeable  Effect 

At  a  special  meeting  last  Friday 
the  Commission,  presided  over  by 
Chairman  Fly,  adopted  Order  No. 
107  which  makes  the  readjustment 
of  broadcast  transmitters  manda- 

tory to  achieve  maximum  conser- 
vation of  equipment.  This  readjust- 

ment calls  for  a  decrease  by  1  db. 
of  broadcast  transmitter  power  but 
its  effect  will  not  be  noticeable  to 
the  broadcast  listener,  it  was  em- 

phasized, and  the  licensed  power 
of  stations  remains  unaffected. 
The  1  db.  reduction,  it  was  or- 

dered, must  be  offset  by  transmitter 
adjustment. 
With  a  view  to  war  needs,  the 

FCC  last  summer  quietly  conducted 
tests  in  reduction  of  db.  on  several 
stations.  The  time  was  selected,  it 
was  explained,  because  atmospheric 
or  noise  conditions  are  poorest  at 
that  time  of  the  year.  The  stations 
involved  operated  on  reduced  db. 
for  two  alternate  broadcast  days, 

with  no  effect  noticeable  by 
listeners.  In  proof,  it  was  pointed 
out  that  not  a  single  letter  of 
complaint  was  received. 

In  fact,  several  listeners  even 
though  aware  of  the  test  were  un- 

able to  detect  any  difference  at 
all,  the  FCC  reports.  Some  of  them 
even  reported  improved  reception 
during  the  reduction  periods.  In 
view  of  the  overwhelming  evidence, 
it  was  concluded  that  such  a  re- 

sult under  the  worst  possible  con- 
ditions made  it  extremely  un- 

likely that  any  difference  could 
be  noticed  at  any  other  season  of 

year. With  no  discernible  effect  by  the 
listener,  the  db.  reduction  takes 
on  added  import  when  it  is 
realized  that  the  extension  of  the 
life  of  components  is  as  much  as 
20  to  50%. 

To  aid  broadcast  stations  in  ad- 
justing equipment  to  obtain  maxi- 

mum life,  the  FCC  has  issued  in 
conjunction  with  this  reduction  a 
"Manual  on  the  Adjustment  of 
Standard  Broadcast  Transmitter" 
prepared  and  approved  by  the 
Board  of  War  Communications,  es- 

tablishing the  procedure  to  be  fol- 
lowed in  readjusting  equipment 

and  making  regular  checks  of  such 
adjustments. 

Voluntary  reduction  of  broad- 
cast time  is  now  also  possible  un- 

der this  wartime  basis  of  operation. 
Section  3.71  of  the  Rules  and  Reg- 

ulations which  requires  each  stan- 
dard broadcast  station  to  operate 

at  least  two-thirds  of  its  author- 
ized time  during  the  broadcast  day 

has  been  suspended.  In  its  place 
operation  is  now  required  only  one- 
third  of  the  broadcast  day. 

This  permits  a  voluntary  reduc- 
tion in  time  of  operation  from  12 

hours  daily  to  6  hours  daily  in  the 

Federal  Units  Set  Up  System 

To  Handle  Wage  Level  Freeze 

Definite  Action  on  Brynes  Order  Awaits  Detailed 

Regulations  to  Be  Issued  Within  Ten  Days 

Fo7-  Other  Wage  Freeze  Stories,  pages  58-59 
PLANS  for  administration  of  the 
wage  freeze  were  outlined  in 
Washington  last  Friday,  when 
Chairman  William  H.  Davis  of  the 
War  Labor  Board  revealed  that 
more  than  100  offices  of  the  Labor 
Dept.  Wage  &  Hour  Division  would 
open  Monday  (Nov.  9)  to  give  in- 

formation to  firms  considering  in- 
creases. Chairman  Davis  warned 

the  WLB  would  be  "pretty  damn 
tough"  in  approving  raises. 

At  the  Bureau  of  Internal  Rev- 
enue, meanwhile,  A.  D.  Burford, 

assistant  to  the  commissioner, 
charged  with  administration  of  the 
Treasury's  part  of  the  program, 
said  regulations  should  be  com- 

pleted within  ten  days.  As  profes- 
sional people,  most  broadcasting 

employes  not  coverd  by  trade 
agreements  will  be  under  his  jur- 
isdiction. 

Regional  Rulings 
The  Treasury  has  already  set  up 

field  offices  in  New  York,  Philadel- 
phia, Detroit,  Chicago,  San  Fran- 

cisco, Los  Angeles  and  Seattle  for 
supervision  of  the  freeze,  and  Mr. 
Burford  said  other  regional  offices 
will  be  opened  as  the  need  arises. 

Warning  against  the  danger  of 
misinterpreting  provisions  of  the 
freeze,  Mr.  Burford  urged  employ- 

ers to  submit  all  questions  about 
the  Act  to  the  field  offices  where 
veteran  Internal  Revenue  employes 

will  be  prepared  to  give  correct  in- 
formation about  salary  adjust- 

ments. Mr.  Burford  added  that  per- 
sonnel of  field  offices  will  include 

experts  in  industries  to  be  serviced 
and  that  broadcasting  will  probably 
be  among  those  represented. 

Internal  Revenue  officials  were 
unwilling  to  predict  the  amount  of 
leeway  employers  will  be  given  in 
raising  individual  salaries  without 
prior  consent  of  a  Treasury  field 
office.  However,  John  L.  Sullivan, 
Assistant  Secretary  of  the  Treas- 

ury, has  already  pointed  out  that 
in  six  specific  types  of  raises,  un- 

{Continued  on  page  59) 

case  of  an  unlimited  time  station. 
No  restriction  has  been  placed 

on  the  maximum  hours  of  operation 
except  as  established  by  present 
licenses  and  the  Rules  and  Regu- 

lations of  the  Commission. 

The  original  program  conceived 
by  the  WPB  called  for  a  reduction 
of  time,  revision  of  FCC  regula- 

tions to  allow  stations  to  share 
time,  reduction  of  db.,  amendment 
of  engineering  standards  to  allow 
relaxation  of  distortion  and  per- 

formance standards,  amendment  of 
FCC  regulations  to  permit  suspen- 

sion of  service  by  stations  for  the 
duration  without  loss  of  license. 

In  effect,  the  adoption  of  the 
tiiree-point  program  by  the  FCC 
is  already  the  realization  of  more 
than  half  the  originally  proposed 
program.  The  three  points  adopted 
were  the  only  ones  considered  by 
the  Commission  at  its  meeting  last 
Friday  and  the  remainder  of  the 
program  will  likely  be  considered within  the  next  two  weeks,  it 
was  indicated. 

Obstacle  to  Suspension 

At  present  the  major  obstacle  to 
suspension  of  service  for  the  dura- tion without  loss  of  license  hinges 

on  the  legality  of  such  a  prac- 
tice. FCC  lawyers  are  studying 

the  problem  carefully  and  some 
pronouncement  on  this  question  is 
expected  in  the  near  future.  Since 
some  200  stations  operated  at  a 
loss  last  year,  it  is  believed  likely 
that  the  FCC  will  act  to  aid  such 
operators,  if  legally  possible.  The 
remainder  of  the  proposals,  it  was 
learned,  have  not  been  acted  upon 

negatively  but  are  yet  to  be  con- 
sidered by  the  Commission. 

By  allowing  stations  to  operate one-third  of  their  broadcast  day, 

much  is  contributed  to  conserva- 
tion of  equipment.  Since  the  actual 

time  of  service  is  not  restricted, 
stations  are  then  allowed  to  serve 
their  listeners  as  they  see  fit, 
within  the  peculiarities  of  their 
listening  areas.  For  example,  a 
station  may  reduce  its  broadcast 
day  without  impairing  service  to 
v*^ar  workers  who  may  be  working 

at  irregular  hours. 

With  the  aid  of  a  reduced  broad- 
cast day  a  station  hard  pressed  for 

technicians    and   other  personnel 
{Continued  on  page  56) 
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Time  Sales  of  $178,091,043 

Shown  in  FCC  Data  for  1941 

Commission  Figures  Compare  With  $176,280,000 

Estimated  by  'Broadcasting'  last  February 
The  Commission  accountants  also 

reported  that,  among  the  817  com- 
mercial stations,  177  operated  at  a 

loss  during  1941.  Their  aggregate 
losses  were  $7,780,500,  an  average 
per  station  of  $43,958.  The  Com- 

mission's 1940  figures  showed  187 
stations  operated  that  year  at  a 
loss.  Of  the  817  stations  reporting 
for  1941,  658  reported  time  sales 
of  $25,000  or  more  each;  159  re- 

ported time  sales  of  less  than 
$25,000. 

Scare  Advertising  Drive 

Is  Lauded  by  Henderson 
PRAISE  came  last  week  from  Leon 
Henderson,  Office  of  Price  Admin- 

istration chief,  for  the  campaign 
against  "scare"  advertising  cur- 

rently being  carried  on  by  the  Na- 
tional Assn.  of  Better  Business  Bu- 

reau in  a  letter  sent  to  their  war 
activities  chairman,  Kenneth  Bar- 
nard. 

In  part  the  letter  read:  "Scare 
advertising  is  a  cheap  device  used 
to  swindle  the  public  by  creating 
false  stimulation  of  purchasing." Such  means  are  dishonest,  he  wrote, 
and  "serve  neither  country  nor 
themselves  [such  advertisers]  as 
they  too  suffer  in  the  end." 

THEY  DO  GROW  UP,  the  progeny 
of  radio's  still  young  veterans. 
Here's  Lew  Weiss,  Don  Lee  general 
manager  and  vice-president,  in  a 
happy  mood  as  he  was  snapped  at 
the  depot  before  bidding  farewell 
to  his  daughter  Patsy,  wed  last 
month  to  Lt.  Albert  F.  Hart,  Army. 

T.  H.  YOUNG,  director  of  adver- 
tising, U.  S.  Rubber  Co.,  has  been 

appointed  a  member  of  the  board  of 
directors  of  Advertising  Council,  New York. 

War  Distribution  Marks  ANA  Agenda 

See  table  on  page  22 

SUPPORTING  in  general  the  esti- 
mates of  1941  broadcast  times  sales 

reported  by  Dr.  Herman  S.  Het- 
tinger in  the  1942  BROADCAST- 

ING Yearbook,  the  FCC  Account- 
ing Division  last  week  made  pub- 

lic its  1941  income  statement  for 
817  commercial  stations,  three 
major  networks  and  five  regional 
networks. 

The  statement  showed  that  these 
outlets  accounted  for  a  dollar  vol- 

ume of  $178,091,043  last  year, 
whereas  the  Yearbook  estimate  was 
$176,280,000.  These  figures  were 
before  commissions  to  advertising 
agencies,  representatives,  brokers 
and  others. 

The  Commission's  capitulation 
showed  total  sales  of  time  by  the 
817  stations,  including  network- 
purchased  time,  amounting  to 
$129,472,200. 

Sale  of  station  time  to  national 
and  regional  sponsors  totaled  $45,- 
681,959.  Sale  of  station  time  to 
local  sponsors  amounted  to  $51,- 
697,651.  The  1942  Yearbook  esti- 

mated national  and  regional  non- 
network  business  at  $45,670,000, 
local  at  $47,610,000. 

Networks'  Largest  Sellers 
Revenue  from  the  sale  of  major 

network  time  (NBC's  two-networks 
counted  as  one;  CBS;  MBS) 
totaled  $79,621,534;  the  regional 
networks  accounted  for  $2,752,073. 
These  networks  paid  back  to  sta- 

tions $32,818,686,  says  the  report. 
The  net  time  sales  figures,  after 

deductions  of  commissions,  ran 
$116,538,261  for  the  817  commer- 

cial stations,  and  $37,050,836  for 
the  networks.  Included  in  the 
figure  for  the  817  stations  was 
$16,975,745,  representing  the 
amounts  retained  from  the  sale 
of  network  and  station  time  by  the 
33  managed  and  operated  stations. 

Additionally,  the  networks  and 
the  stations  showed  revenues  from 
incidental  broadcast  activities,  such 
as  talent  etc.,  amounting  to  $15,- 
190,335,  so  that  actual  total  broad- 

cast revenues  were  placed  at  $168,- 
779,432. 

177  Operated  at  Loss 
The  Commission  calculated  total 

broadcast  expenses  of  networks 
and  stations  at  $123,940,406,  thus 
leaving  as  the  "broadcast  service 
income"  $44,839,026.  No  calcula- tion of  tax  deduction  is  made.  The 
Commission  explains  that  this  sum 
is  simply  the  "excess  of  broadcast 
revenues  over  broadcast  expenses", 
adding  that  "net  income  is  not 
shown  because  many  station  li- 

censees conduct  more  than  one  type 
of  business  and  the  inclusion  of 
income  or  loss  from  another  type 
of  business  would  distort  the  re- 

lationship between  broadcast  serv- 
ice income  and  net  income." 

Advertisers,  Government 

To  Discuss  Problems 

In  New  York 

DONALD  M.  NELSON,  chairman 
of  the  War  Production  Board,  and 
William  M.  Jeffers,  director  of 
WPB's  rubber  program,  head  the 
list  of  speakers  at  the  wartime 
meeting  of  the  Assn.  of  National 
Advertisers,  to  be  held  Nov.  11-12 
at  the  Hotel  Pennsylvania,  New 
York. 

Mr.  Nelson  will  speak  at  the  din- 
ner meeting  at  the  Hotel  Commo- 

dore on  Wednesday  and  Mr.  Jef- 
fers at  the  dinner  meeting  at  the 

Pennsylvania  on  Thursday.  Be- 
cause of  the  importance  of  their 

addresses  these  sessions  will  be 
open  to  invited  guests.  Other  ses- 

sions of  the  two-day  meeting  are 
closed. 

Cowles,  Dyke  to  Talk 
Morning  session  on  Wednesday 

will  be  devoted  chiefly  to  the  war- 
time relationships  of  business  and 

Government  and  their  effects  on 
advertising.  Speakers  include  Gard- 

ner Cowles  Jr.,  director  of  domes- 
tic operations  of  the  Office  of  War 

Information ;  Ken  R.  Dyke,  chief  of 
the  OWI  campaigns  bureau;  Ches- 

ter J.  La  Roche,  chairman  of  the 
board  of  Young  &  Rubicam  and 
chairman  of  the  Advertising  Coun- 

cil ;  Arthur  R.  Burns,  member  of 
the  WPB  committee  on  concentra- 

tion, who  has  recently  returned 
from  England  where  he  studied  the 
British  system  of  concentration  of 
industry;  Howard  Coonley,  chair- 

man of  the  board  of  the  Walworth 
Co.,  who  has  been  giving  his  full 
time  to  the  Government  as  deputy 
director  of  the  conservation  divi- 

sion of  WPB. 

The  annual  business  meeting,  in- 
cluding the  election  of  officers  and 

reports  on  the  outlook  for  adver- 
tising media  and  on  the  plans  of 

national  advertisers  for  1943,  will 
be  held  Wednesday  afternoon. 

The  Thursday  daytime  meetings 
will  take  up  the  problems  facing 
national  advertisers.  T.  Mills 

Shepard,  vice-president  of  Daniel 
Starch  Inc.,  will  summarize  an 
analysis  of  readership  of  wartime 
magazine  advertising.  Dr.  Henry 
C.  Link,  vice-president  of  the  Psy- 

chological Corp.,  will  discuss  the 
high  spots  of  the  nation-wide  poll 
of  the  public  attitude  toward  war- 

time advertising  now  being  com- 
pleted for  the  ANA. 

H.  E.  Humphreys  Jr.,  executive 
vice-president  of  the  U.  S.  Rubber 
Co.,  will  speak  on  advertising  as 
seen  by  a  company  completely  con- 

verted to  war  production.  Paul  G. 
Hoffman,  president  of  Studebaker 
Corp.,  will  discuss  preparations 
that  should  be  made  now  for  the 
conditions  which  business  will  face 
when  the  war  ends.  The  Thursday 

STANDARDS  GROUP 

OF  WPB  TO  MEET 
STANDARDIZATION  will  occupy 
the  attention  of  the  War  Produc- 

tion Board's  replacement  parts  in- 
dustry advisory  committee  at  its 

next  meeting,  scheduled  on  orj 
about  Nov.  17.  | 

Considerable  progress  has  al-l 
ready  been  made  by  this  group,  ac-' cording  to  Frank  H.  Mcintosh, 
chief  of  the  radio  section  and  pre- 

siding officer,  and  manufacture  of 
new  parts  is  being  scheduled  in  the 
light  of  standardization  already 
effected  or  planned.  To  aid  in  the 
establishment  of  standard  prod- 

ucts, WPB  is  also  cooperating  with 
the  American  Standards  Assn. 

On  the  tube  front,  it  was  learned 
that  a  program  for  all  transmitter 
tubes  was  being  discussed  with  the 
WPB's  over-all  allocation  commit-' 
tee.  This  is  part  of  the  new  con- 

trolled materials  plan  which  calls 
for  programming  of  all  production 
to  conform  to  available  raw  ma- 

terials. Its  principles  have  governed 
manufacture  of  all  radio  equip- 

ment since  last  April. 
A  new  radio  industry  advisory  ; 

committee  to  deal  with  general 
policies  of  the  military  radio  pro- 

gram was  announced  last  week, 
with  Ray  C.  Ellis,  deputy  director 
of  WPB's  radio  and  radar  branch, 
as  chairman.  Members  of  the  com- 

mittee are:  W.  P.  Hilliard,  Bendix 
Radio  Co. ;  A.  S.  Wells,  Wells-Gard- ner &  Co.;  E.  E.  Lewis,  RCA  Mfg. 

Co.;  W.  F.  Hosford,  Western  Elec- 
tric Co. ;  Percy  L.  Schoenen,  Hamil- ton Radio  Corp.;  Max  F.  Balcom, 

Sylvana  Electric  Prods.;  Monte 
Cohen,  F.  W.  Sickles  Co. 

meetings  will  also  include  a  panel 
discussion  of  wartime  copy. 

Describing  the  sessions  as  "not 
a  convention  but  a  two-day  busi- 

ness meeting",  and  stating  that  the 
OWI  has  approved  the  meeting  and 
has  collaborated  with  the  ANA  in 
arranging  the  program,  Paul  West, 
ANA  president,  said: 

Need  for  Wartime  Meeting 

"We  decided  to  call  this  two-day 
wartime  meeting  because  of  the 
great  need  at  this  time  to  bring 
Government  and  business  close  to- 

gether and  to  bring  about  the 
needed  understanding  for  effective 

cooperation.  So  far  all  the  empha- 
sis in  Washington  and  in  business 

has  been  on  production.  We  are  at 
the  point  where  recognition  must 
be  given  to  the  distribution,  mar- 

keting and  advertising  side,  in 

other  words,  to  the  civilian  require- 
ments side  of  the  picture  which  is 

equally  important  to  the  military 
requirements  side. 

"Conversion  of  industry  to  the 
manufacture  of  war  materials  has 

necessarily  dislocated  the  produc- 
tion and  flow  of  civilian  goods.  This 

is  now  beginning  to  cut  deeply  and 

may  dangerously  impair  the  ma- chinery of  distribution,  marketing 
and  advertising  on  which  our  ci- 

vilian economy  and  therefore  our 

whole  effort  is  dependent." 
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"ELECTED!" 

United  Press  Flashed  It  First 
1 

Reports  from  radio  stations  and  newspapers 

v. 

i 

iail  over  the  country  show  that  at  any  given •1 
■I 

hour  during  election  night  and  the  next  day 

lUnited  Press  gave  decisive  returns  on  more 

^election  contests  than  any  other  news  service. 

UP 

THE  WORLD'S  BEST  COVERAGE 

OF  THE  WORLD'S  BIGGEST  NEWS 
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New  Manpower  Inventory  Is  Adopted 

Broadcasting  Included 
In  Method  to  Ease 

Labor  Problem 

TO  EASE  the  withdrawal  of  work- 
ers from  essential  activities  includ- 
ing broadcasting,  and  manufac- 

turing plants  whose  business  vol- 
ume is  75%  or  more  in  war  ma- 

terials, Paul  V.  McNutt,  War  Man- 
power chief,  last  Friday  announced 

a  "manning  table  plan"  for  vol- 
untary adoption  by  eligible  indus- 

tries. 
Under  the  system  evolved  jointly 

by  WMC  and  Selective  Service,  a 
"manning  table  is  developed  which 
lists  jobs,  not  men."  For  example, it  contains  the  different  kinds  of 
jobs  in  the  organization;  the  num- 

ber of  employes  necessary  for  each 
job;  the  essential  characteristics 
needed  by  each  worker  for  each 
job;  and  the  length  of  time  neces- 

sary to  replace  each  worker. 

'Complete  Inventory' 
In  practical  use,  it  is  a  record 

for  employers  of  all  personnel  to 
enable  the  release  for  military 
duty  of  all  men  who  are  eligible 
for  service  by  reason  of  age,  sex 
and  physical  condition,  and  their 
replacement  by  others  not  suitable 
for  active  service  who  can  be 
trained  to  take  their  places.  Re- 

gional offices  of  the  WMC  have 
been  instructed  to  provide  all  in- 

terested business  organizations  and 
trade  associations  with  complete 
information  concerning  the  plan. 

Essentially  the  program  is  a 
"complete  manpower  inventory  of 
the  plant  or  company  using  it," 
Mr.  McNutt  said.  "It  automatically 
emphasizes  the  need  and  opportu- 

nity for  training  and  upgrading 
workers,  points  out  ways  in  which 
women,  older  workers  and  handi- 

capped workers  may  be  used  and 
provides  data  for  forecasting  fu- 

ture labor  needs,"  he  added. 
He  explained  that  after  a  "man- 

ning table"  has  been  prepared  by 
an  employer,  it  must  be  reviewed 
and  accepted.  This  is  done  through 
the  regional  director  of  the  WMC, 
in  collaboration  with  the  State  di- 

rector of  selective  service.  As  a 
result,  justification  for  the  defer- 

ment of  men  in  essential  positions 
is  provided  within  the  limitations 
of  Selective  Service  regulations. 
This  then  provides  a  more  intelli- 

gent guide  for  local  boards  in 
determining  deferments,  Mr.  Mc- 

Nutt pointed  out. 
Forms  Provided 

Complete  forms  and  tables  for 
the  inception  of  the  plan  are  avail- 

able at  regional  and  area  offices 
of  the  WMC. 

Once  a  manning  table  has  been 
accepted  by  the  State  director  of 
selective  service,  a  station  manager 
or  suitable  authority  is  then  au- 

thorized to  use  the  prescribed 
State  acceptance  stamp  on  occu- 

pational classifications  (Form 
42A).  These  are  filed  under  this 

plan  for  all  employes  within  the 
age  liable  for  military  service  for 
whom  occupational  deferment  is 
necessary.  Forms  42A  filed  under 
this  plan  and  bearing  the  author- 

ized State  stamp  are  then  to  be 
forwarded  by  the  station  direct 
to  the  local  board  and  are  to  super- 

sede any  such  forms  or  request  for 
occupational  deferment  previously filed. 

However,  it  was  pointed  out  that 
"until  further  notice  it  will  not  be 
necessary  to  file  Form  42A  for 
registrants  who  have  wives  and 
children  or  who  have  children  with 
whom  they  maintain  a  bona  fide 

family  relationship  in  their  home." 
Informs  Local  Boards 

For  such  men,  an  employer 
should  file  Form  42B  and  when  the 
time  comes  to  reclassify  such  men, 
the  employer  may  then  file  42A. 

The  acceptance  of  such  a  plan 
by  the  State  Director  and  the  use 
of  the  approved  State  stamp  in- 

forms the  local  board  that  careful 
consideration  has  been  given  to 
occupational  classification  require- 

ments and  the  time  required  to 
replace  registrants  by  the  em- 

ployer, the  War  Manpower  Com- 
mission, and  by  the  State  Director 

of  Selective  Service.  Local  boards 
will,  however,  continue  to  give 
serious  consideration  to  requests 
for  deferment  from  plants  which 
do  not  use  the  manning  table  as 
they  have  in  the  past. 

THE  CAREER  of  KXKX,  Kansas 
City,  known  before  July  19,  1942 
at  KITE,  was  officially  ended  Nov. 
6  when  the  FCC  adopted  an  order 
denying  as  in  default  its  applica- 

tion for  renewal  of  license  to  oper- 
ate with  1,000  watts  on  1590  kc. 

fulltime  and  terminated  a  tem- 
porary license  issued  pending  hear- ings. 

According  to  the  FCC,  First  Na- 
tional Television  Inc.,  licensee  of 

the  station,  was  without  funds  to 
continue  operations.  The  denial 
followed  failure  of  the  station  to 
put  in  an  appearance  at  a  hearing 
scheduled  for  last  Oct.  5. 

The  station  want  on  the  air  with 
new  call  letters  and  from  new 
studios  in  the  Hotel  Continental 
when  it  changed  its  call.  It  was 
under  the  direction  of  Richarxi  K. 
Phelps,  president.  KXKX  carried 
some  MBS  night-time  programs 
after  the  signoff  at  sunset  of  the 
regular  MBS  outlet.  WHB. 

Checkered  History 

KXKX  was  founded  about  five 
years  ago  by  a  group  that  included 
Sam  Pickard,  former  Federal  Radio 
Commissioner  and  ex-CBS  vice- 
president;  Richard  K.  Phelps,  his 
brother-in-law,  an  assistant  district 
attorney  in  Kansas  City;  Leslie 
Herman,  New  York  attorney;  Sid- 

WMC  Regional  Offices 

REGIONAL  offices  of  the  War 

Manpower  Commission  where  ap- 
propriate forms  may  be  obtained, 

were  listed  as  follows  by  WMC: 
Region  1 — Maine,  New  Hampshire,  Ver- 

mont, Connecticut,  Rhode  Island,  Massa- chusetts; 10  Post  Office  Square  Bldg., 
Boston. 

Region  2— New  York  State;  11  W.  42nd 
St.,  New  York  City. 
Region  3 — Pennsylvania.  Delaware,  New 

Jersey;   1634  Widener  Bldg.,  Philadelphia. 
Region  4 — Maryland,  Virginia,  West 

Virginia,  District  of  Columbia,  North  Caro- lina; 405  Arlington  Hotel  Building,  1025 
Vermont  Ave.,   NW.,   Washington.   D.  C. 
Region  5 — Ohio,  Kentucky.  Michigan; 

521  Union  Commerce  Bldg.,  Cleveland. 
Region  6 — Indiana,  Illinois,  Wisconsin  ; 600  Bankers  Bldg.,  Chicago. 
Region  7 — Alabama,  Florida,  Georgia, 

Mississippi,  South  Carolina,  Tennessee; 
Lullwater  Bldg.,  Atlanta. 
Region  8  —  Minnesota,  Iowa,  North Dakota,  South  Dakota.  Nebraska;  c/o 

John  T.  McCuUen,  Federal  Office  Bldg., 
Minneapolis. 
Region  9 — Missouri,  Arkansas,  Kansas, 

Oklahoma;  414  Dierks  Bldg.,  Kansas  City. 
Region  10 — Texas,  Louisiana,  New 

Mexico;    Petroleum    Tower    Bldg.,  Dallas. 
Region  11 — Montana,  Wyoming,  Idaho, 

Utah,  Colorado ;  246  Equitable  Bldg., 
Denver. 

Region  12 — California,  Arizona,  Oregon, 
Washington,  Nevada ;  245  Furniture  Mart 
Bldg.,  San  Francisco. 

Quaker  Names  Agency 
QUAKER  OATS  Co.,  Chicago,  has 
appointed  Sherman  &  Marquette, 
Chicago,  to  handle  the  advertising 
for  its  cereal,  Sparkles.  Company 
has  in  the  past  used  spot  as  well 
as  network  radio  for  the  product. 

ney  Q.  Noel,  television  school  op- 
erator; Arthur  B.  Church,  chief 

owner  of  KMBC,  Kansas  City. 
Later  Mr.  Church  withdrew  from 

the  company  and  entered  into  liti- 
gation with  the  corporation  struc- 

ture, which  became  highly  involved 
and  confused.  New  stockholders  ap- 

peared of  record  in  the  persons  of 
D.  E.  Kendrick,  now  operating 
WINN,  Louisville,  who  became  the 
station's  manager,  and  M.  C.  Mc- 
Carten,  of  Louisville.  The  station 
has  undergone  many  management 
and  personnel  shifts,  the  latest 
having  been  ordered  last  July  when 
it  was  placed  under  the  direction 
of  Mr.  Phelps,  who  appointed  Sims 
Guckenheimer,  secretary  of  Trans- 
radio  Press,  New  York  as  its  man- 

ager. Last  November  an  application 
was  filed  to  sell  the  station  for  as- 

sumption of  its  liabilities  plus  a 
cash  sum,  totaling  $50,000,  to  A. 
L.  Glassman,  Utah  theatre  opera- 

tor and  chief  owner  of  KLO,  Og- 
den,  and  Paul  R.  Heitmeyer,  man- 

ager of  KLO.  This  deal,  however, 
fell  through  for  the  application 
was  not  pursued. 

The  latest  available  record  of 
stockholdings  as  .  of  June,  1941 
showed  Mr.  Kendrick  as  president, 
owning  18.58%;  Mr.  Pickard, 
37.15%;  Mr.  McCarten,  35.38%. 

Impasse  Develops 
In  Detroit  Dispute; 

Petrillo  Probe  Lags 

Stations  Balk  at  Demand  foij 
Use  of  More  Musicians 

A  DEADLOCK  has  developed  in 

the  negotiations  between  th^' 
Detroit  Federation  of  Musicians,! 
Local  5,  and  three  Detroit  stations 
—  WXYZ,  WWJ,  WJR  — after 
the  dispute  with  the  musicians  was 
mediated  intermittently  during  thq 
earlier  part  of  last  week  before! 
the  Michigan  State  Mediatiori Board.  j 

During  these  negotiations  be- 
fore R.  A.  Lomasney,  State  medil 

ator,  the  stations  conceded  to  the! 
union  their  demands  for  wage  in- 

creases, year-round  employment,i 
and  two  weeks'  annual  vacatior 
with  pay,  but  balked  at  union  de- mands increasing  the  number  oi, 
musicians  employed.  | 

The  union  is  asking  WXYZ  to 
increase  its  staff  by  3  men  to  21, 
and  the  other  stations  to  guarantee 
employment  of  a  minimum  •  of  21 
musicians.  In  commenting  on  the 
dispute,  Leo  Fitzpatrick,  managei 

of  WJR,  stated  that  "there  is  nc 
disagreement  on  wages  or  working 
conditions  but  the  issue  involved 
is  whether  the  union  can  dictate 

to  us  how  many  men  we  shall  em- 

plo^." 

Could  Be  National 
Although  the  possibility  of  a 

strike  seemed  remote  last  week, 
Jack  Ferentz,  president  of  the  AFM 
local,  stated  that  "we  will  strike 
only  as  a  last  resort.  This  thing 
has  got  to  be  decided  one  way  or 
the  other — maybe  Monday — Nov. 
9.  The  State  Mediation  Board 
asked  us  to  wait  for  a  few  days 
before  taking  any  action  but  we 
have  reached  the  stalling  stage  in 

negotiations. 
"We  have  filed  the  five-day  strike 

declaration  required  by  law  with 
the  State  Mediation  Board  on 
Oct.  26,  so  that  legally  we  can  walk 
out  anytime.  However,  we  would 
talk  first  to  the  War  Labor  Board 
before  going  on  strike,  although 
we  don't  have  to  abide  by  their 
decision.  Actually,  I  don't  believe 
we  are  far  from  a  settlement." 
A  strike,  if  called,  might  con- 

ceivably assume  nation-wide  pro- 
portions but  as  Broadcasting  went 

to  press,  musicians  were  remaining 
on  the  job  at  the  three  stations. 

Capitol  Hill  Quiet  i 

The  AFM  transcription  contro- 
versy remained  at  status  quo  oni 

the  Chicago  salient  last  week.  The 
AFM  board  held  a  two-day  session, 
Thursday  and  Friday  of  the  pre- 

ceding week,  Oct.  29-30,  but  noi 
statement  was  made  by  President 
James  C.  Petrillo.  The  music  czar; 
will  return  to  Chicago  this  Mon- day, Nov.  9.  j 

Interruption  of  legislative  busi- 
ness on  Capitol  Hill  during 

election  week  left  the  Clark  music 
(Continued  on  page  56) 

KXKX^  Kansas  City^  Gives  Up  the  Ghost 

As  FCC  Rules  Its  Renewal  in  Default 
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as  well  as  Clara,  Uncle  Bob  and  little  Nancy. 

Yes,  the  brook  still  turns  all  a  lovely  copper  color  when  the  sun 

sets,  Joe. 

Only  the  other  evening  Mother  and  I  were  looking  at  it  from  your 

favorite  corner;  you  know,  where  the  chair  is  with  the  horrible  old 

pillow  that  Dad  won  at  Coney  Island?  Well,  we  sat  looking  at  the  brook 

and  Mother  said  how  often  you  had  done  the  same  thing  —  sitting 

there  as  the  brook  got  red  and  warm  and  the  dark  came  up  across  the 

lawn  to  reach  the  house  where  the  lights  were.  I  sometimes  wonder,  Joe  — 

are  the  sunsets  so  nice  in  the  Pacific?  Or  can't  you  tell  me? 

WOR  is  a  great  comfort  to  Mother.  Now,  more  than  ever,  it  means 

so  much  to  all  the  family. 

You'd  love  to  see  the  way  her  face  lit  up  the  other  morning  at  breakfast 

when  WOR's  John  Gambling  told  one  of  those  silly  old  jokes  of  his. 

And,  Joe  —  she's  still  a  rabid  Bessie  Beatty  fan;  hangs  on  the  words 

of  the  woman!  If  Bessie  only  knew  that  she's  almost  as  faithful  a 

listener  to  Martha  Deane!  Dad  just  couldn't  live  without  Stan  Lomax 

and  those  wonderful  WOR  news  broadcasts.  And  try  and  keep  him 

away  from  the  WOR  variety  shows  and  commentators.  .  .  .  My! 

As  for  me  .  .  .  Well,  you  know  your  silly,  romantic  sister!  Give  me 

that  wonderful  music  of  WOR's  Morton  Gould,  and  the  Sinfonietta, 

and  .  .  .  But,  listen,  mister,  I  have  my  serious  side,  too!  However,  enough 

about  me.  We  all  think  so  very  much  about  you  and  pray  that  .  .  . 

— that  power-full  station  at  1440  Broadway,  in  New  York 



Treasury  Adopts  Vinylite  Saving  Plan 

Discs  Reprocessed  for 
Further  Use  Under 

New  System 

DETAILS  of  a  plan  to  recover 
and  reprocess  all  of  the  recordings 
distributed  to  stations  throughout 
the  country  by  the  War  Savings 
Staff  of  the  Treasury  Dept.,  with 
the  dual  purpose  of  conserving 
Vinylite  and  ensuring  the  continu- 

ance of  the  transcribed  campaigns 
for  War  Bonds  and  Stamps,  were 
disclosed  last  week  by  Vincent 
Callahan,  director  of  radio,  press 
and  advertising,  and  E.  G.  Opie, 
chief  of  recording  and  transcription 
for  the  War  Savings  Staff  of  the 
Treasury  Dept. 

Method  of  getting  the  discs  back 
from  the  stations  to  the  record 
manufacturing  plants,  where  they 
are  reprocessed  and  made  avail- 

able for  re-use  on  future  Treasury 
programs,  was  worked  out  in  a  se- 

ries of  conferences  between  the 
War  Savings  Staff,  the  War  Pro- 

duction Board's  synthetic  rubber 
division,  which  controls  the  allo- 

cation of  Vinylite  for  both  military 
and  civilian  needs,  and  the  record 
manufacturers. 

Saving  Shipping  Costs 

First  step  in  the  plan  was  to 
provide  for  the  return  of  the  rec- 

ords by  stations,  Mr.  Opie  said, 
pointing  out  that  formerly  most  sta- 

tions did  not  return  the  used  discs 
and  those  that  did  sent  them  back 
express  collect,  adding  dispropor- 

tionately to  the  cost  of  the  record- 
ed campaigns.  Under  the  new  plan, 

when  the  records  are  mailed  out 
under  Government  franks,  the  sta- 

tions also  receive  franked  labels 
for  use  in  mailing  them  back  to 
the  record  company  which  made 
them. 

Station  also  receives  instruction 
sheets  for  packing  and  returning 
the  discs  in  the  same  containers  in 
which  they  were  originally,  mere- 

ly repacking  them  and  pasting  the 
return  label  over  the  one  addressed 
to  the  station.  The  primary  reason 
for  the  plan,  of  course,  is  the  con- 

servation of  this  vital  material. 
This  plan  has  several  advan- 

tages, Mr.  Opie  explained.  First, 
it  enables  the  stations  to  return 
the  records  easily  and  without  ex- 

pense either  to  themselves  or  the 
Treasury.  Second,  it  insures  the 
return  of  all  records  to  the  com- 

panies which  made  them  and  not 
to  the  Treasury,  which  would 
otherwise  have  to  reship  them 
again,  or  to  other  companies  whose 
records  might  be  made  on  a  differ- 

ent formula.  Receiving  only  its 
own  discs,  the  recording  company 
is  able  to  refabricate  the  discs  for 
new  pressings. 

Credited  at  10  Cents 

When  the  used  discs  are  re- 
ceived by  the  recording  company, 

they  are  credited  to  the  Treasury 
Dept.  at  10  cents  a  record  and  a 
monthly  report  of  the  total  credit 

is  made  to  the  department.  When 
these  reports  have  been  received 
from  the  five  processing  plants 
which  are  accredited  to  handle 
Government  recording  work — Al- 

lied Phonograph  &  Record  Co., 
Columbia  Recording  Corp.,  Muzak 
Transcriptions,  NBC-RCA,  World 
Broadcasting  System — the  Treas- 

ury officials  can  then  go  to  WPB 
and  say  that  of  their  Vinylite  re- 

quirements for  the  coming  month 
they  have  this  much  on  hand,  so 
that  their  need  for  new  Vinylite  is 
appreciably  lessened. 

As  no  one  knows  exactly  what 
the  expenses  of  handling  the  re- 

turned records  and  keeping  the  de- 
tailed reports  of  returns  by  sta- 

tion and  program  the  Treasury 
Dept.  requires  will  amount  to,  the 
ten-cent  credit  figure  has  been  es- 

tablished for  three  months  only, 
Mr.  Opie  said,  from  Oct.  15,  1942, 
to  Jan.  15,  1943.  At  that  time  a 
permanent  credit  price  will  be  set, 
he  said. 

This  system  of  reclaiming  old 

FULL-SCALE  operation  of  all  but 
the  technical  phases  of  this  coun- 

try's international  shortwave 
broadcasting  stations,  begun  Nov. 
1  under  lease  deals  whereby  the 
private  licensees  give  up  virtually 
entire  program  control  but  retain 
and  are  reimbursed  for  the  rental 
of  their  facilities  [Broadcasting, 
Nov.  2],  means  absorption  into 
Government  agencies  of  a  large 
share  of  their  personnel.  All  li- 

censes except  World-Wide's  were under  lease  as  of  last  Friday. 
That  no  persons  will  be  out  of 

jobs  as  a  result  of  the  deals,  was 
the  assurance  forthcoming  last 
week  from  officials  of  the  Office 
of  War  Information,  whose  Over- 

seas Operations  Division  will  uti- 
lize the  facilities  two-thirds  of  the 

time  while  the  Coordinator  of  In- 
ter-American Affairs  (Rockefeller 

Committee)  uses  the  other  one- 
third.  Some  delays  in  placements 
may  be  occasioned  by  Civil  Serv- 

ice requirements,  it  was  stated,  but 
all  who  want  jobs  with  the  Gov- 

ernment will  get  them. 

First  of  the  top  shortwave  exec- 
utives to  go  over  to  OWI  was  John 

R.  Sheehan,  program  manager  of 
General  Electric's  WGEO  and 
WGEA,  Schenectady,  who  goes  to 
New  York  OWI  program  head- 

quarters as  assistant  to  F.  P. 
(Pete)  Nelson,  in  charge  of  facili- 

ties. Burk  Harris,  of  GE's  KGEI, 
San  Francisco,  will  join  the  CIAA, 
and  all  other  GE  personnel  are  ex- 

pected to  be  placed  shortly  with 
one  or  the  other  of  these  Govern- 

ment agencies,  according  to  Rob- 
ert Peare,  GE  manager  of  broad- casting. 

Mr.  Sheehan,  in  charge  of  the 

records,  which  provide  about  80 
to  85%  of  salvageable  material, 
will  probably  be  adopted  by  all 
Government  departments  using 
transcriptions.  Explaining  that 
the  plan  has  been  evolved  after 
months  of  consideration  by  Treas- 

ury Dept.  and  WPB  oflScials,  with 
the  cooperation  of  the  record  man- 

ufacturing company  executives, 
Mr.  Callahan  said  his  staff  began 
studying  the  situation  last  spring 
when  it  first  became  apparent  that 
the  military  requirements  of  Viny- 

lite and  of  the  machinery  which 
produces  both  Vinylite  and  certain 
types  of  synthetic  rubber  would 
result  in  a  shortage  of  Vinylite 
for  all  non-military  uses. 

Largest  Disc  User 
When  the  WPB  requested  the 

Treasury  to  work  out  a  plan  for 
recovering  the  Vinylite  used  in  its 
records,  it  was  glad  to  accede.  As 

the  country's  largest  user  of  tran- scriptions, currently  supplying 
three  quarter-hours  weekly  of  the 

GE  shortwave  programs  since 
1939,  will  aid  Mr.  Nelson  in  oper- 

ation of  the  so-called  Bronze  Net- 
work, which  now  links  most  of  the 

leased  stations  so  that  they  can 
furnish  multi-lingual  programs 
virtually  around  the  clock  to  one 
part  of  the  world  or  another. 

NBC  and  CBS  shortwave  staffs, 
it  was  stated  last  week,  may  be 
largely  retained  by  those  networks 
because  they  will  actually  produce 
some  programs  for  the  CIAA  un- 

der a  special  arrangement. 
Engineering  personnel  at  the 

transmitters  largely  remains  on 
the  payroll  of  the  private  opera- 

tors, but  OWI  is  taking  over  all 
studio  engineers  for  its  New  York 
controls.  OWI's  Communications 
Facilities  Bureau  is  the  immediate 
operating  contact  with  the  private licensees. 

OWI  Chiefs  and  Salaries 
The  programming  end  of  OWI 

in  New  York  is  headed  by  Joseph 
Barnes,  former  New  York  Herald- 
Tribune  foreign  correspondent,  as 
head  of  its  Eastern  Press  &  Ra- 

dio Bureau,  one  of  the  divisions  re- 
porting to  Robert  Sherwood,  ad- 

ministrative director  for  overseas 
operations.  His  salary  is  $7,500, 
and  his  staff  chiefs  and  their 
salaries,  as  listed  in  the  recent 
House  appropriations  subcommit- 

tee's hearings,  are:  Edward  W. 
Barrett,  formerly  with  Newsweek, 
chief  of  overseas  news  division, 
$6,400;  John  Housmann,  former 
vice-president  of  David  0.  Selz- 
nick's  Productions,  chief  of  pro- 

gram division,  $6,500;  Edd  John- 
son, former  CBS  newsman,  $5,600. 

Heading  the  Communications 
Facilities  Bureau,  also  reporting 

Treasury  Star  Parade  to  840  sta- 
tion, 24  of  the  three-minute  Treas- 

ury Song  Parade  programs  to  850 
stations  each  month,  and  numerous 
ti  inscribed  announcements  to  875 
stations,  the  War  Savings  Staff 
of  the  Treasury  is  naturally  ex- 

tremely anxious  to  do  all  that  is 
possible  to  ensure  a  continued  and 
adequate  supply  of  Vinylite,  Mr. 
Callahan  said. 

Stocks  Are  Frozen 

The  situation,  he  concluded,  has 
developed  as  foreseen  and  on  Nov. 
1  the  WPB  froze  all  stock  of  Viny- 

lite, prohibiting  the  use  of  any 
of  this  material  unless  authorized 

by  WPB. As  a  result,  all  stocks  now  in 
the  hands  of  disc  makers  have  been 
frozen  and  can  only  be  used  as  per- 

mitted by  WPB.  Vinylite  recovered 
from  old  records  is  now  being  con- 

trolled to  some  extent  for  use  in 
commercial  discs.  In  the  future, 

WPB  officials  indicate,  more  strin- 
gent control  of  reclaimed  Vinylite 

is  also  likely.  New  Vinylite  is  not 
available  because  it  is  used  in  the 

production  of  synthetic  rubber. 

WCCO  24  Hours 

WCCO,  Minneapolis  has  be- 
gun 24-hour  operation  to  pro- vide its  listeners  with  news, 

entertainment  and  educa- 
tional features  on  an  around- the-clock  basis. 

to  Mr.  Sherwood,  is  Murry  Brophy, 
formerly  with  CBS,  whose  salary 
is  also  $7,500.  His  division  chiefs 
are  Roy  C.  Corderman,  noted  ra- 

dio amateur  formerly  with  AT&T 

in  Washington,  chief  of  the  facili- 
ties division,  $5,600;  Carroll  R. 

Hauser,  formerly  with  the  FCC 
and  with  KMTR,  Hollywood,  chief 
of  the  Bronze  Network  division, 

$5,600;  Loring  B.  Andrews,  for- 
merly with  Westinghouse's  WBOS, 

Boston,  and  World  Wide's  WRUL- WRUW,  Boston,  chief  of  planning 
division,  $5,600;  Leslie  G.  Hewitt, 
former  chief  engineer  of  Worcest- er Broadcasting  Corp.  (KFMB, 

San  Diego),  chief  of  the  Pacific Network  division,  $5,600. 
The  Pacific  Bureau,  which  is 

largely  under  the  direction  of  Mr. 
Brophy,  is  headed  by  Lois  I. 
Burke,  who  with  Mr.  Brophy  for- 

merly served  with  Columbia  Man- 
agement Corp.  of  California,  and 

her  salary  is  $5,600.  Chief  of  the 
Pacific  Bureau's  radio  programs 
division  is  Carl  Crow,  noted  for- 

mer editor  of  English  newspapers 
in  China,  $6,500. 

*       *  * 

Recriminations  Over  Boston 

With  eleven  of  the  14  private- 
ly-licensed international  shortwave 

stations  already  under  lease, 
[Broadcasting,  Nov.  2],  Govern- 

ment representatives  were  in  con- ferences last  week-end  to  sign  up 
the  other  three— WRUL,  WRUS 
and  WRUW— all  of  Boston  and  all 
licensed  to  World-Wide  Broadcast- 

(Continued  on  page  52) 

U.  S.  Shortwave  Absorption 

To  Include  Most  of  Employes 

Page  16  •  November  9,  1942 BROADCASTING  •  Broadcast  Advertising 



BROADCAST  FACILITIES 

Technical  improvements  in  radio  are  frozen  for  the 

duration,  but  the  "freeze"  has  come  when  KLZ's  faciUties 
are  at  the  peak  of  perfection,  in  the  pink  of  condition. 

The  quaHty  and  condition  of  transmission  equipment 

is  vitally  important  today,  and  will  become  more  so. 
The  foresight  with  which  KLZ  adopted  every  technical 

advance,  the  care  with  which  its  facilities  were  maintained, 

and  its  judicious  selection  of  able,  experienced  technicians 
now  stand  it  in  good  stead.  KLZ  can  be  counted  on  to 

provide  continuous,  standout  service  to  the  Rocky  Moun- 
tain area,  both  in  signal  quality  and  coverage. 

The  Finest  Record- 
ing Equipment  in 

the  West  has  just 
been  installed  in 
KLZ's  studios.  By 

adopting  every  prov- 
en techincal  ad- vance, KLZ  today  has 

the  most  complete 
and  up-to-date  trans- 

mitting equipment  in 
the  Rocky  Mountain 
region. 

KLZ  Denver 

5,000  WATTS— 560  Kc. 
Affiliated  in  Management  With  The  Oklahoma  Publishing  Co. 
AND  WKY,  Oklahoma  City  *  Represented  by  The  Katz  Agency,  Inc. 

I 
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ATTENDING  NAB's  Fifth  District  meeting  in  Atlanta  last  month  were: 
Front  row  (seated,  1  to  r)  :  Mary  Caldwell,  Beth  Barnes,  Alwilda  Lind- 
sey,  WSB;  Madelinn  Chace,  OCD,  Atlanta;  Lew  Avery,  director,  NAB 
Department  of  Broadcast  Advertising;  Neville  Miller  NAB  president; 
Frank  King,  WMBR,  director,  Fifth  District;  Jim  Woodruff  Jr.,  WRBL, 
director-at-large.  Fifth  District;  John  M.  Outler  Jr.,  WSB,  Chairman, 
NAB  Sales  Managers  Committee;  Charles  Smithgall,  WGGA;  Green  B. 
Adair,  WGST. 

Second  row  (1  to  r)  :  Henry  P.  Johnson,  WSGN;  Jack  Treacy,  NBC 
Recording  Division,  New  York;  Elizabeth  McCarthy,  WGST;  J.  Leonard 
Reinsch,  WSB;  Hugh  M.  Smith,  WAML;  J.  A.  Davenport,  WATL;  Don 
loset,  Tom  McCullough,  Joe  Robkin  WAGA;  W.  R.  Ringson,  WRDW; 
Bill  Jones,  WATL;  W.  R.  Williams,  WBLJ;  R.  W.  Rousaville,  WGAA; 
Bob  Brown,  International  News  Service;  Loren  L.  Watson  Jr.,  WFBC. 

Third  row  (1  to  r)  :  James  Wilder,  WMGA;  Weldon  Herrin,  WTOC; 
"Red"  Cross,  WMAZ;  Crenshaw  Bonner  and  Julian  Flint,  WAGA;  John 
Connally,  WBRC;  Bert  M.  Adams,  NBC  stations  relations;  Ford  Stoner 
and  Dan  Hornsby,  WAGA;  John  C.  Hughes,  WCOV;  Zenas  Sears, 
WATL;  H.  R.  Mason,  PA  Inc.;  L.  H.  Christian,  WGGA;  W.  S.  Massie, 
WRBL;  Henry  Nevin,  WBLJ. 

Top  row  (1  to  r)  :  Ed  Norton,  WAPI;  Eugene  Carr,  Office  of  Censor- 
ship; F.  R.  Pidcock,  WMGA;  Carl  Haverlin,  Office  of  War  Information; 

Maurice  Coleman,  WAGA;  Cy  Langlois,  Lang-Worth;  H.  Wimpy, 
WPAX;  John  Hogan  and  Alfred  Lowe,  WBML;  and  R.  0.  Van  Duser, 
WALB. 

Not  present  when  the  picture  was  taken  were  Frank  Mcintosh,  WPB, 
Washington;  Thad  Holt,  WAPI;  J.  B.  Fuqua,  WGAC;  Spencer  Mitchell, 
WDAE;  Loren  Watson,  Spot  Sales  Inc.;  A.  H.  Beckwith  AMP. 

Radio  Aid  to  War  Industry  Employment 

Gets  OMcial  Praise  at  NAB  Session 

PRAISE  for  the  broadcasting  in- 
dustry for  its  part  in  the  reallo- 

cation of  men  from  non-essential 
to  war  industries  was  voiced  by 
A.  V.  Harris,  manager  of  the  Tulsa 
branch  of  the  U.  S.  Employment 
Service  speaking  in  Tulsa,  Nov.  2 
before  the  12th  NAB  District 
meeting. 

"In  my  estimation,"  he  said,  "the 
major  credit  for  the  success  of  this 
effort  belongs  to  the  radio  sta- 

tions. Broadcasting  stations  in  the 
district  have  given  unstintingly  of 
their  time  and  facilities  to  carry 
USES  appeals,"  he  added. 

The  12th  District  meeting  was 
called  to  order  in  the  Hotel  Tulsa 
by  William  B.  Way,  manager  of 
KVOO  and  district  director. 
Among  speakers  were  Neville  Mil- 

ler, NAB  president;  Herb  Hollis- 
ter,  KANS,  Wichita,  director-at- 
large;  Carl  Haverlin,  Office  of  War 
Information;  Eugene  Carr,  Office 
of  Censorship;  and  Lewis  H. 
Avery,  director  of  the  NAB  De- 

partment of  Broadcast  Advertis- 
ing. The  district  unanimously  en- 

dorsed the  NAB's  stand  on  the 
music   recording  situation. 

Sales  managers  of  the  district 
met  Nov.  .3  with  Clark  A.  Luther, 
of  KFH,  Wichita,  sales  managers' 
chairman  for  the  region,  presid- 

ing. The  Retail  Promotion  Plan 
was  unanimously  approved.  Sev- 

eral pledges  were  signed  and  more 
were  promised. 

1.3th  District  Meets 

A  two-day  meeting  of  the  13th 
District  was  held  Nov.  4-5  in  the 
Baker  Hotel,  Dallas,  with  Martin 
B.  Campbell,  of  WFAA-WBAP- 
KGKO,  Dallas-Fort  Worth,  acting 
as  chairman  in  the  absence  of  Dis- 

trict Director  Kern  Tips,  of  KPRC, 
Houston. 

Military  and  censorship  prob- 
lems   were    discussed    in  detail. 

Among  speakers  on  war  subjects 
were:  Col.  Royden  Williamaon, 
chief.  Public  Relations  Office, 
Eighth  Service  Command;  Capt. 
C.  L.  Steinmetz,  Signal  Corps; 
Lt.  H.  B.  Decherd  Jr.,  public  rela- 

tions officer,  Third  Army,  Southern 
Defense  Command;  Lt.  Louis  Read 
and  Lt.  Harold  Banks,  Eighth 
Naval  District;  Lt.  Lester  W.  Lin- 
dow,  public  relations  officer.  Camp 
Wolters,  Tex.;  Larry  L.  Sisk, 
OWI  regional  consultant;  Robert 
Wear,  OWI  Fort  Worth  manager; 
Paul  White,  OWI  Dallas  manager; 
Maurice  Gardner,  OWI  Houston 
manager;  David  R.  McGuire  Jr., 
OWI  New  Orleans  manager;  Mar- 

vin McAlester,  OWI  Kansas  City 
manager ;  Harrington  Wimbei-ly, 
OWI  Oklahoma  City  manager,  and 
Mr.  Carr. 

The  customary  OWI  and  AFM 
resolutions  were  unanimously 

passed. 
OWI  and  S.  S.  Plans 

Hoyt  B.  Wooten,  WREC,  Mem- 
phis, district  director,  presided  at 

the  6th  District  meeting  held  Oct. 
30-31  in  Nashville,  with  51  present. 

The  OWI  Industry  Cooperation 
Plan  was  considered,  along  with  oc- 

cupational problems  arising  under 
Selective  Service  and  war  indus- 

tries requirements.  The  AFM  reso- 
lution was  unanimously  passed. 

Wartime  radio  advertising  was 
taken  up  at  the  Oct.  31  session, 
presided  over  by  Joe  Eggleston, 
WMC,  Memphis,  sales  managers 
chairman  of  the  district. 
At  six  NAB  district  meetings 

held  thus  far  intense  interest  has 
been  shown  in  the  retail  promotion 
project,  according  to  Paul  Morency, 
of  WTIC,  Hartford,  chairman  of 
the  retail  promotion  committee.  Mr. 
Avery  has  been  questioned  at  length 
on  the  subject  at  all  meetings,  but 
no  serious  objection  has  yet  been 

Cisler  Joins  Marines 
S.  A.  (Steve)  CISLER,  general 
manager  of  WGRC,  Louisville,  has 
been  commissioned  a  first  lieuten- 

ant in  Marine  Corps  aviation,  and 
reports  that  he  expects  to  begin 
training  at  Quantico,  Va.,  shortly 
after  Jan.  1. 

presented  by  any  broadcaster,  ac- 
cording to  Mr.  Morency.  In  all,  59 

pledges  had  been  received  late 
last  week. 

The  14th  District  meeting  sched- 
uled for  Nov.  9-10  was  trans- 

ferred from  Ogden  to  the  Albany 
Hotel,  Denver,  because  of  the  hous- 

ing situation.  Ed  Yocum,  district 
director,  predicted  the  largest 
meeting  in  the  district's  history. 

Attending  Nashville  Meeting 
Burt  Adams,  NBC;  E.  A.  Alburty, 

WHBQ;  Lewis  H.  Avery,  NAB;  Claude 
Barrere,  NBC ;  J.  W.  Bridwell,  WBIR; 
H.  K.  Carpenter,  WHK;  Eugene  Carr, 
Office  of  Censorship ;  Madelinn  Chase, 
regional  director,  OCD;  S.  A.  Cisler. 
WGRC:  Marvin  Cox,  regional  director. 
OWI;  Edwin  W.  Craig,  WSM;  Jack  M. 
Draughon.  WSIX ;  Louis  A.  Draughon, 
WSIX;  Winston  S.  Dustin,  WSM ;  Eunice 
Eckhoff,  OWI;  Joe  Eggleston,  WMC; 
Elaine  Ewing,  OWI;  Bert  Ferguson,  WJPR; 
Albert  E.  Gibson,  WSM ;  James  C.  Han- 
rahan,  WMPS;  Carl  Haverlin,  BMI,  OWI; 
E.  Wallace  Husted,  OWI;  Ewing  Johnson, 
OWI;  Kenneth  K.  Kellam,  KTHS;  George 
A.  Kercher,  Edward  Retry  &  Co.  M.  L. 
Medley,  WHUB;  Douglas  W.  Meservey, 
OWI  ;  John  C.  McCormack,  KWKH ; 
Joseph  H.  McGillvra;  Bob  McRaney 
WCBI;  Neville  Miller,  NAB  ;  H.  L.  Patter- 

son, WFOR;  Bill  Reeves,  WHUB;  H.  W. 
Slavick,  WMC  ;  F.  C.  Sowell,  WLAC;  Burt Squire,  SESAC;  Powell  Stamper,  WSM; Jack  Stapp,  WSM;  Harry  Stone,  WSM; 
Jess  Swicegood,  WKPT;  J.  T  Ward 
WLAC;  T.  P.  White,  WJZM ;  W.  A.  Wil- 

son, WOPI  ;  Earled  Winger,  WOOD-  Jack Wolever,  WSIX;  Hoyt  B.  Wooten,  WREC; 
C.  J.  Wright,  WFOR  ;  E.  S.  Tanner,  WSIX; Milton  Blink,  Standard  Radio;  Harry  G. 
Templeton,  WLS;  Cy  Langlois,  Lang- 
Worth;  Carter  Parham,  WDOD  ;  John  M 
Outler  Jr.,  WSB;  Ken  D.  Given. 

Attending  Tulsa  Meeting 
L.  H.  Avery,  NAB;  Ellis  Atteberry, 

KCKN ;  Burt  Adams,  NBC;  Phillip  Alex- 
ander, ASCAP;  Lucille  Burns,  KOME; 

Tams  Bixby  Jr.,  KBIX;  ClauJe  Barerre, 
NBC  ;  Owen  Balch,  KSAL;  Jimmie  Barry 
KBIX;  Hillis  Bell,  KVSO;  Matt  Bonebrake, 
KOCY;  Gustav  Brandborg,  KVOO  ;  Ken 
Brown,  KVOO  ;  Eugene  Carr,  Office  of 
Censorship;  Fred  Case,  KWON;  Plez  S. 
Clark.  KFH;  I.  T.  Cohen,  ASCAP ;  Walt 
Dennis,    KVOO;     Willard    Egolf,  KVOO; 

Maxine  Eddy,  KGFF;  Harold  Grimes, 
KOME;  B.  M.  Grotkop,  KOME ;  William 
C.  Gillespie,  KTUL;  Herbert  HoUister, 
KANS;  Gus  Hagenah,  SESAC ;  Howard 
Hamilton,  KVOO;  Carl  Haverlin,  OWI- BMI;  Lillard  Hill.  KADA ;  Jack  Howell, 
KOMA;  Clark  A.  Luther,  KFH ;  Eugene 
McNally,  KVOO;  David  R.  Milsten,  KVOO- KOME;  Clem  Morgan.  KVGB;  Milton 
Blink,  Standard  Radio;  Neville  Miller,  NAB; 
Allen  Page,  KVOO;  Howard  Phillips, 
KVOO;  Albert  Riesen,  KVSO ;  Fred 
Schwartz,  KOME;  E.  Fred  Scraper,  KFH; 
Larry  L.  Sisk,  OWI;  Weldon  Stamps, 
KADA;  J.  W.  Slates,  KFPW;  Joe  Story, 
WIBW;  Jack  Todd.  KANS;  Karl  Troeglen, 
WIBW;  William  B.  Way,  KVOO;  Adelaide 
L.  Carrell,  WBBZ ;  John  Esau,  KTUL ; 
Robert  Enoch,  KTOK,  Oklahoma  City; 
Helen  Lee,  KTUL,  Tulsa. 

Attending  Dallas  Meeting 
M.  E.  Danbom,  KGKB;  E.  P.  Duffie, 

KGKB;  James  G.  Ulmer,  KGKB;  James 
R.  Curtis,  KFRO;  C.  K.  Beaver,  KARK; 
Paul  Godt,  KARK;  Jack  McGrew,  KPRC; 
G.  B.  Locke,  KFDM  ;  Bert  Mitchell,  Roose- 

velt Properties;  George  Cranston,  WBAP- 
KGKO;  Ed  Lally,  WBAP-KGKO;  John Rosser,  WTAW;  G.  E.  Zimmerman. 
KARK ;  Jimmie  Pate,  Lone  Star  Chain; 
Charlie  Nethery,  KXYZ;  T.  Frank  Smith, 
KXYZ-KRIS;  George  Erwin,  KFJZ;  Bert 
Horswell,  KNET;  A.  M.  Herman,  WBAP- KGKO;  Wes  Izzard,  KGNC;  Harold 
Hough,  WBAP-KGKO:  Ralph  Maddox, 
WFAA-KGKO  ;  Ralph  Nimmons,  WFAA- 
KGKO;  Harfield  Weedin,  WFAA-KGKO: 
Martin  Campbell,  WFAA-WBAP-KGKO; 
Alex  Keese,  WFAA-KGKO;  Boyd  Kelley, 
KRLD,  Earle  Fletcher,  KAND;  H.  K.  Tur- 

ner, WBAP-KGKO. 
T.  B.  Lansford,  KRMD  ;  Hugh  Halff, 

WOAI;  W.  L.  Klein,  KTSM;  Jack  Keas- 
ler,  WOAI;  Jack  Mitchell,  KTSA;  Au- 

brey Escoe,  KTBC ;  Lofton  Hendrick, 
KRRV;  Leslie  Pierce,  KWFT ;  J.  W. 
Crocker,  KRLD  ;  Joe  B.  Carrigan,  KWFT; 
Clyde  Rembert,  KRLD;  Eugene  Roth, 
KONO;  Pete  Teddlie,  WRR;  Chas.  B.  Jor- 

dan, WRR;  Lewis  Lacey,  KTSA ;  Wendell 
Mayes,  KBWD;  Lewis  O.  Seibert,  KPLT; 
Howard  Barrett,  KRBC;  Eugene  Carr,  Of- 

fice of  Censorship ;  Harrington  Wimberly, 
OWI:  Lt.  Harold  Banks.  PRO,  Eighth 
Naval  District :  George  Kercher,  Edward 
Petry  Company;  Marvin  McAlester,  OWI; 
David  R.  McGuire  Jr.,  OWI ;  Maurice 
Gardner,  OWI;  Lt.  L.  W.  Lindow,  PRO, 
Camp  Wolters,  Texas;  Larry  L.  Sisk,  OWI; 
Capt.  C.  L.  Steinmetz.  Signal  Corps ;  Lt. 
H.  B.  Decherd  Jr.,  PRO,  Third  Army, 
Southern  Defense  Command;  Col.  Royden 
Williamson,  Chief,  Public  Relations  Office. 
Eighth  Service  Command;  Lt.  Louis  Read, 
PRO,  Eighth  Naval  District;  Wilbur  Keith, 
Social  Security  Board;  Herbert  Denny, 
Standard  Radio;  Tom  Martin,  OCD;  Rob- 

ert Wear,  OWI;  Carl  Haverlin,  OWI; 
Claude  Barrere,  NBC;  Lew  Avery.  NAB  ; 
Paul  White,  OWI;  Philip  O.  Alexander, 
ASCAP;    Milton    Blink,    Standard  Radio; 
I.  T.  Cohen.  ASCAP ;  Burt  Adams,  NBC: 
Gus  Hagenah,  SESAC;  and,  Neville  Miller, NAB. 
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Sales  Lessons  Learned  From  Year  of  War 

Mr.  Thomas 

and  program 

OUR  FIRST  YEAR  of  wartime 
selling  is  almost  over  and  it  has 

taught  broadcasters'  sales  staffs  a 
few  important  things  in  the  follow- 

ing fields: 
1 —  Programming  to  increase  ra- 

dio audiences. 
2 —  Selling  this  increased  circu- 

lation to  advertisers. 

3 —  Finding  new  business  "where 
it  ain't". 

The  first  bomb  to  hit  Pearl  Har- 
bor also  jolted  broadcast  sched- 

ules. That  bomb  changed  listen- 
ers' desires,  making  them  more  in- terested in  news 

from  the  attack 
in  Hawaii  than 
in  the  New  York 
Giants  -  Brooklyn 
Dodgers  football 
classic,  both  of 
which  were 
broadcast  Dec.  7. 
Fortunately,  re- 
search  men 
quickly  spotted 
such  shifts  in  lis- 

teners' tastes 
builders  provided 

what  listeners  wanted.  As  a  result 
the  number  of  radio  listeners  in- 

creased and  salesmen  had  record- 
breaking  audiences  to  offer  to 
prospects. 

A  Year's  Transition 
What  has  been  added  to  radio 

schedules  to  make  more  people 
tune  in — and  the  programs  more 
salable?  To  find  out,  let's  com- 

pare this  week's  schedules  with 
those  of  last  November.  Take  as 
typical  the  program  schedules  of 
WABC,  WEAF,  WJZ  and  WOR, 
New  York  stations  of  the  four 
coast-to-coast  networks,  during  the 
8  a.m.  to  midnight  periods.  Some 
significant  changes  the  year  of  war 
has  brought  follow: 

NEWS — Boosters  of  news  pro- 
grams for  years,  these  stations 

have  increased  the  number  of  news 
and  news  commentary  broadcasts 
by  35%.  Last  year  the  number 
scheduled  during  the  8  a.m.  mid- 

night period  alone  was  231  per 
week;  this  year  it  is  311.  Further- 

more, as  the  number  of  news  broad- 
casts increased  the  number  of  lis- 

teners to  individual  news  broad- 
casts rose,  too  ...  as  much  as  an 

average  of  30%  per  evening  broad- 
cast, Crossley  reports. 

WOMEN'S  PROGRAMS— Day- 
time. Talks  to  women  about  them- 

selves, their  homes  and  their  world 
have  increased  in  number  by  17% 
and  have  upped  their  listeners  by 
50%.  One  New  York  station  which 
had  46  such  programs  a  week  last 
year  has  62  a  week  now.  Broadcasts 
about  food  are  demanded  especial- 

ly by  women  who  want  to  give 
their  families  nutritious  meals. 
The  Alfred  W.  McCann  Pure  Food 
Hour  in  1942  attained  the  high- 

est audience  rating  of  its  18-year 
career. 

COMEDY— As  the  strain  of  war 
grew,  so  did  the  call  for  radio  to 

Programming,  Sales  Changes  Occur; 

Means  of  Getting  New  Accounts 

By    EUGENE    S.  THOMAS 
Sales  Manager,  WOR,  New  York 

ON  THE  OFFENSIVE  during  the  last  two  months,  salesmen  of  WOR, 
New  York,  signed  92  contracts,  20  of  them  with  firms  that  never  used 
the  station  before.  Principals  in  WOR's  60-day  "New  Business  Front" 
were,  front  row  (1  to  r)  :  Herman  Maxwell;  R.  C.  Maddux,  vice-president 
in  charge  of  sales;  Joseph  Creamer,  promotion  director  and  originator 
of  the  campaign;  Eugene  S.  Thomas,  sales  manager;  Otis  P.  Williams. 
Top  row:  John  Nell,  Victor  Bennett,  Malcolm  Stuart,  George  Schmidt. 

provide  at  least  temporary  relief 
from  it.  These  four  New  York 
stations  last  year  presented  36 
nighttime  comedy  shows  a  week, 

but  they  now  offer  44.  The  "old" 
shows'  audiences  are  as  large  as 
ever  and  the  new  comedies  are  do- 

ing all  right.  For  the  first  time  in 
radio  history,  a  humorous  produc- 

tion, Can  You  Top  This?,  now  is 

being  broadcast  "live"  (not  a 
transcription)  twice  each  week — 
Tuesday  on  WOR  and  Saturday  on 
WEAF,    and    its    audience  has 

WOR's  60-Day  'New  Business  Fronf 

Brings    in   92    Contracts,    20  'Firsts' 
MOST  successful  60-day  sales 
period  in  its  history  was  re- 

ported Oct.  30  when  WOR,  New 
York,  closed  its  "New  Business 
Front"  campaign  which  had  been 
running  since  Sept.  1.  During  the 
drive,  92  new  business  contracts 
were  signed,  20  of  them  represent- 

ing advertisers  who  had  never 
used  WOR  before  [see  story  above]. 

The  20  advertisers  who  had 
never  used  WOR  prior  to  the  drive 
are:  Conformal  Footwear  Co., 
Para  Mfg.  Co.,  Edelbrew  Brewery, 
Burlington  Mills,  Liebmann  Brew- 

eries, Doubleday-Doran,  C.  A. 
Briggs  Co.,  Allen  V.  Smith  Co., 
Barclay  Tissue  Corp.,  Marcalus 
Mfg.  Co.,  Consolidated  Razor  Blade 
Co.,  San-Nap-Pak  Mfg.  Co.,  Gar- 

rett Co.,  Fruit  &  Vegetable  Pro- 
motions Inc.,  Hudson  Pulp  &  Paper 

Co.,  Newark  Cheese  Co.,  Jenkins 
Laboratory,  Ex-Lax  Inc.,  Dixie 
Hotel,  New  York  Night  Clubs  Inc. 

All  Departments  Cooperate 

Under  the  "New  Business  Front" 
campaign,  all  members  of  the  WOR 
staff  cooperated  with  sales  tips 
and  suggestions.  Prizes  were  of- 

fered for  members  of  the  sales 

staff  and  other  depai-tments  who 
contributed  most  heavily  to  the 
campaign. 

Otis  Williams,  WOR  account 
executive,  won  four  awards:  for 
largest  dollar  volume  in  relation  to 
individual  quota,  greatest  number 

of  sales  in  the  eight  weeks,  largest 
single  sale  in  October,  first  to  sell 
an  evening  program.  He  was  re- 

sponsible for  bringing  in  14%  ac- 
counts— one  shared  with  another 

salesman — the  largest  being  L.  E. 
Waterman's  sponsorship  of  Arthur 
Hale's  Confidentially  Yours.  Mr. 
Williams  won  a  radio  for  being 
one  of  the  first  to  sell  an  evening 
program.  Battle  of  the  Boroughs 
to  Noxema. 
Bob  Wood  shared  honors  in 

selling  the  first  evening  program, 
winning  a  radio  for  his  sale  of 
Stan  Lomax,  sportscaster,  to  Beau- 

mont 4-Way  Cold  Tablets.  Mr. 
Wood  also  had  the  largest  sale  in 
September — to  Purity  Bakery. 

Salesmen  Tied 

Five  salesmen  tied  for  bringing 
in  the  largest  number  of  new  ac- 

counts, each  with  three:  Otis 
Williams,  John  Nell,  Victor  Ben- 

nett, George  Schmidt,  Malcolm 
Stuart. 

Prizes  for  cooperative  effort  of 
personnel  outside  the  sales  staff 
went  to  J.  MacKenzie  Reid,  engi- 

neering field  supervisor;  Lillian 

Wagner,  of  the  Artist's  Bureau; 
Frieda  Schindell,  of  accounting. 
Honorable  mention  went  to  Jean 
Schaef  er,  program  department ; 
Edythe  Meserand,  war  services  and 
news;  Charles  Oppenheim,  pub- licity. 

mounted  steadily  since  Pearl  Har- bor. 

Many  news,  women's  and  com- edy programs  have  been  bought 
because  this  year  advertisers  ask 
for  talent  and  time  which  practi- 

cally is  certain  to  pay  "dividends" quickly.  The  newscaster  who  has 
a  better-than-average  rating  in 
1942  is  preferred  to  the  new  croon- 

er who'll  be  "the  hit  of  1943". 
Benson  &  Hedges,  noting  the  ef- 

fectiveness of  20  news  strips  a 
week  already  on  a  station,  could 
be  convinced  that  a  21st  news 
strip — broadcast  by  popular  Paul 
Schubert  at  a  time  when  he  would 
be  heard  by  a  multitude  of  B  &  H 
prospects — would  sell  Virginia 
Rounds  Cigarettes,  but  they 
showed  relatively  little  interest  in 
untested  programs. 

This  does  not  mean  that  adver- 
tisers are  buying  by  audience  rat- 

ings alone.  The  Food  Forum  with 
Dr.  Walter  H.  Eddy  had  ten  spon- 

sors before  its  first  broadcast  from 
WOR,  because  these  ten  believed 
that  public  interest  in  nutrition  is 

so  high  that  Dr.  Eddy's  audience would  be  large  and  responsive 
right  from  the  start. 

Price  Problems 
Programs  for  almost  any  sized 

budget  have  evolved  from  war  con- 
ditions. The  manufacturer,  whose 

plans  have  been  upset  by  short- 
age of  materials,  containers,  or 

other  war  factors,  and  therefore 
has  decided  to  reduce  his  adver- 

tising appropriation,  has  found  ra- 
dio stations  especially  resourceful 

in  helping  him  to  keep  his  name 
and  message  before  the  public 
while  staying  within  the  limited 
budget.  This  has  been  one  reason 
for  the  increase  in  participation 

programs,  which  give  the  adver- 
tiser frequency  of  mention  at  low 

cost.  One  of  New  York's  50,000- 
watters  now  provides  six-day-a- 
week  mention  in  a  participation 
program  for  as  little  as  $86  a  week. 

Sales  staffs  also  have  profited 

by  refusing  to  say  "good-bye"  to those  advertisers  who  cancelled  ra- 
dio campaigns  soon  after  the  war 

began.  Many  of  these  Pearl  Har- bor casualties  have  been  revived 

by  salesmen  who  paid  faithful  at- tention to  the  wartime  activities  of 
such  advertisers  and  who  did  some 
original  thinking  about  how  those 
ex-sponsors  could  use  radio  in 1942. 

Ford  and  General  Motors  al- 
ready have  returned  to  the  air. 

The  Atlantic  Refining  Co.,  after 
originally  indicating  that  war  con- 

ditions would  keep  it  from  spon- 
soring college  football  games,  at 

almost  the  last  hour  decided  to 
sponsor  the  games  again  this  year. 
Many  other  advertisers,  after  can- 

celling their  radio  campaigns  when 
their  peacetime  work  ended  or  de- 

clined, have  been  shovvnn  how  radio 
can  help  them  do  their  war  work 
— and  have  returned  to  the  air. 

Some  sales  have  been  facilitat- 
(Continued  on  page  45) 
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National  Representatives 

SPOT  SALES,  INC. 

New  York  -  Chicago  -  San  Francisco 

John  Elmer,  President 

George  H.  Roeder,  , 
Gen.  Manager  m 
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SAME  TIME! 

SAME  SPONSOR! 

BALTIMORE'S  NUMBER  ONE 

DAYTIME  PROGRAM! 

As  soon  as  the  alarm  clock  wakes  up  the  housewives 

of  Baltimore  and  vicinity  on  weekday  mornings,  they 

tune  their  radio  to  1400  "for  the  duration"  of  the 

morning.  What's  the  cause  of  this  mass  WCBM  hysteria? 

One  paramount  reason  . .  .  it's  Food  Fair's  "Dialing  for 

Dollars,"  still  making  and  breaking  local  records  in  its 

third  year,  and  "Diahng  for  Dollars'  "  versatile  emcee, 
Mr.  Fortune,  their  favorite  daytime  airwave  person- 

ality. Get  all  the  details  of  this  WCBM  morning  mastery 
of  Baltimore. 

An  independently-conducted,  impartial  survey  shows 

"Dialing  for  Dollars"  to  have  a  listening  audience  of 
74.6%  of  all  radios  tuned  on  at  the  time. 

BALIIMORE'S  BLUE  NETWORK  OUTLET 



Combined  1941  Broadcast  Service  Income  Statement 

Covering  3  Major  Networks,  5  Regional  Networks  and  817  Standard  Broadcast  Stations 
(Released  Nov.  3,  1942  by  the  FCC  Accounting  Division) 

standard  bioadcast  stations 

Item  Networks 

(Col.  1)  (Col.  2) 
A.  REVENUE  FROM  THE  SALE  OF  TIME 

(1)  Revenue  from  the  sale  of  station  time 
a.  Network — Sale  of  station  time  to  networks  and  stations 

Sale  of  station  lime  to  major  networks  
Sale  of  station  time  to  regional  networks  
Sale  of  station  time  to  other  networks  and  stations  

Total  sale  of  station  network  time  

b.  Non  network  (before  commissions) — Sale  of  station  time  to  advertisers  or  sponsors  (including  their  agencies) 
Sale  of  station  time  to  national  and  regional  advertisers  or  sponsors  '  Sale  of  station  time  to  local  advertisers  or  sponsors  

Total  sale  of  station  non  network  time  
Total  sale  of  station  time  

(2)  Revenue  from  the  sale  of  network  time: 
a.  Major  networks 

Sale  of  major  network  time  to  advertisers   $78,861,358 
Sale  of  other  major  network  time   760,176 

Total  sale  of  major  network  time   79 , 621 , 534 
b.  Regional  networks 

Sale  of  regional  network  time  to  advertisers   2,426,014 
Sale  of  other  regional  network  time   326,059 

Total  sale  of  regional  network  time   2 , 752 , 073 
Total  sale  of  network  time   82 , 373 , 607 

<3)  Deduct— a.  Portion  of  sales  of  time  paid  to  networks  and  stations   3  32,818,686 
Balance,  before  commissions   49,554,921 

b.  Commissions  to  regularly  established  agencies,  lepresentatives,  brokers  and  others   4  12,504,085 
Balance,  amount  retained  from  sale  of  network  and  station  time   37,050.836 

B.  REVENUE  FROM  INCIDENTAL  BROADCAST  ACTIVITIES  (after  deduction  for  commissions): 
Talent: 

Sale  of  lalent  under  contract  to,  and  in  the  pay  of,  networks  and  stations   1,686,702 
Commissions,  fees,  and  profits  from  obtaining  or  placing  talent   940,142 

Sundry  broadcast  revenues   3 , 709 , 645 
Total  revenue  from  incidental  broadcast  activities   6,336,489 

Total  broadcast  revenues   43,387,325 
C.  TOTAL  BROADCAST  EXPENSES  OF  NETWORKS  AND  STATIONS   31,986,417 

D.  BROADCAST  SERVICE  INCOMES   11,400,908 

33  managed and  operated 
stations  l 
(Col;  3) 

$6,511,000 
463,869 

6,974,869 

7,211,749 
4,558,740 
11,770,489 

18,745,3-58 

18,745,358 
1,769,613 

16,975,745 

978,026 
27,501 731,426 

1,736,953 
18,712,698 

12,330,742 

6,381,956 

784  otlier stations 
(Col.  4) 

$22,924,183 638,267 555,271 

25,117,721 

38,470,210 2  47,138,911 

85,609,121 
110,726,842 

936,078 
109,790,764 
10,228,248 
99,562,516 

3,969,616 
205,058 

2,942,219 7,116, 

106,679,409 

79,623,247 
27,056,162 

Total 
817  stations (Col.  5) 

$30,435,183 
1,102,136 555,271 

32,092,590 

45,681,959 
51,697,651 

97,379,610 
129,472,200 

936,078 
128,536,122 
11,997,861 

116,538,261 

4,947,642 
232,559 

3,673,645 
8,853,846 

185,392,107 

91,953,989 
33,438,118 

Grand  total 
(Col.  6) 

$178,091,043 24,501,946 
153,589,097 

6,634,344 1,172,701 
7,383,290 

15,190,335 
168,779,432 
123,940,406 

44,839,026 

1  Stations  licensed  to  major  and  regional  networks,  and  those  licensed  to  others  but  managed  by  networks  as  to  programs,  time,  or  sales.    Six  stations  less  after  December  26,  1941. 
2  Since  stations  with  revenue  of  less  than  $25,000  for  the  year  were  not  required  to  report  details,  this  figure  may  include  some  amounts  for  national  and  regional  non  network  business  and  does 

include  $64,361  for  network  business.    However,  the  greater  portion  .of  the  revenue  for  these  stations  is  from  time  sold  to  local  users. 
>  This  amount  does  not  agree  with  the  amount  shown  in  column  5  as  sales  to  major  networks  since,  in  addition  to  payments  by  regional  networks  to  stations,  it  includes  amounts  paid  by  major 

etworks  to  Canadian  and  other  extra-territorial  stations  and  to  other  networks. 
4  Applicable  to  the  total  sale  of  network  time,  $82,373,607. 
5  Excess  of  broadcast  revenues  over  broadcast  expenses;  net  income  is  not  shown  because  many  station  licensees  conduct  more  than  one  type  of  business  and  the  inclusion  of  income  or  loss  from 

another  type  of  business  would  distort  the  relationship  between  broadcast  service  income  and  net  income. 

Supply  Problem  Limits 

Chicory  Firm  Campaign 
HEINR.  FRANCK  SONS,  Port 
Huron,  Mich.,  grower  and  distribu- 

tor of  chicory,  is  sponsoring  Zeke 
Manners  three  quarter-hours  week- 

ly on  WNEW,  New  York,  and 
thrice-weekly  participations  on 
Euth  Wells  on  WGAR,  Cleveland. 
Product,  a  coffee  seasoner,  is  ad- 

vertised in  connection  with  the 
coffee  shortage. 

By  adding  chicory  the  strength 
of  coffee  is  increased  so  that  more 
cups  per  pound  can  be  made,  it  is 
stated.  Although  further  adver- 

tising has  been  planned  for  Pitts- 
burgh, Philadelphia  and  Chicago, 

the  company  is  not  at  present  ex- 
panding into  these  markets  be- 

cause of  difficulty  in  meeting  pres- 
ent commitments,  according  to  the 

Bullard  Agency,  Port  Huron, 
Mich.,  which  handles  the  account. 

UNITED  BUSINESS  NOVEMBER  FORECAST 

This  map,  reproduced  by  courtesy  of  United  Business  Service,  Boston, 
shows  business  conditions  in  all  parts  of  the  U.  S.  and  Canada 

as  indicated  in  its  surveys. 

CBS  la.st  week  aniioiinced  that  it  had 
signed  a  five-.vfar  contract  renewing 
its  copyright  licen.se  with  Associated 
Music  Publishers  Inc. 

ABOVE AVERACC 

AVERAGE 
m 

BELDW 
AVERAGE 

Big  Bank  Campaign 
CANADA'S  ten  chartered  banks 
are  expected  to  start  a  large-scale 
advertising  campaign  before  the 
end  of  the  year,  and  it  is  under- 

stood a  radio  campaign  is  included 
in  the  plans.  This  will  mark  the 
first  nationwide  bank  use  of  radio 
as  an  advertising  medium,  the 
banks  having  about  five  years  ago 
used  radio  in  a  regional  campaign 
in  western  provinces.  The  present 
campaign  is  planned  to  use  prac- 

tically every  Canadian  station, 
using  transcribed  dramatizations 
of  services  rendered  by  banks. 

Max  Factor  on  Coast 

SALES  BUILDERS  Inc.,  Los  An- 
geles (Max  Factor  cosmetics),  out 

of  radio  eight  years,  on  Nov.  6 
started  weekly  participation  in 
Breakfast  at  Sardi's  on  13  BLUE Pacific  Coast  stations,  Friday, 
9:30-10  a.m.  (PWT).  Contract  is 
for  13  weeks,  with  placement 
through  Smith  &  Drum,  Los  Ange- 

les. A.  R.  Pearson  is  account  exec- utive. 
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shopping  for  Shows?  — Here's  the  Best  in  Recorded  Broadcasting! 

LETS  TAKE  A  LOOK  IN  YOUfR  MIRROR 

WITH  STELLA  UNGER 

A  vital,  spontaneous,  timely  series  aimed  at  the  busy,  wide-awake 
woman  of  today.  Helpful  suggestions  on  gaining  and  keeping  charm 
and  poise  under  trying  conditions,  with  particular  emphasis  on 
woman's  job  in  wartime,  how  she  can  make  the  most  of  her  present 
wardrobe,  how  to  get  along  happily  without  many  household  prod- 

ucts not  now  available,  and  similar  subjects.  Doing  a  fine  job  for 
advertisers  selling  varied  products  to  women  in  today's  market. 

156  Fire-M inni>e  Programs— 3-a-week  for  52  weeks 

FLYING 

FOR  FREEDOM 
A  vivid  saga  of  daring  and  courage 
of  United  Nations'  fighting  men  — 
told  through  the  lives  of  an  Ameri- 

can, a  Canadian,  an  Englishman, 
and  an  Australian  in  training  to  be- 

come flying  officers,  and  during 
their  combat  operations  — ferrying 
bombers,  raids  over  enemy  territory 
and  supporting  ground  troops  in 
theatres  of  war.  Authentic,  thrill- 
packed,  inspiring  and  timely.  Espe- 

cially suited  to  use  by  wartime  ad- 
vertisers and  firms  presently  en- 

gaged in  war  production. 
28  Half-Hour  Dramas 

Here's  a  page-full  of  perfect  shows— 
'proven  in  popularity,  tested  as  sales-pro- 

ducers. 5-minute,  15-minute,  or  half-hour 

recorded  programs— with  music  or  with- 
out, comment  or  comedy,  drama  or  down- 

to-earth  talks . . .  every  one  of  them  timely 
and  thrilling!  Pick  the  programs  suited 

to  your  station's  needs. 

NEW! 

Theme:  the  world's  No.  1  subject  — peo- 
ple! Hard-hitting,  intensely  interesting 

personality  sketches  by  William  Lang 
about  people  in  the  news— ranging  from 
Madame  Chiang  Kai-shek  to  Arturo 
Toscanini,  from  Marshal  Simeon  Timo- 
shenko  to  J.  Edgar  Hoover. 

Perfect  title  for  tie-in  with  sponsor's 
name  and  business.  Arranged  for  a  3-a- 
week  broadcast  in  five-minute  periods. 
All-inclusive  merchandising  and  pub- 

licity plan,  with  complete  material  for 
sales  program.  Scoring  spectacular  success  as  local  "live" show.  The  title  alone  should  clinch  the  sale! 

Audition  THE  NAME  YOU  WILL  REMEMBER  for  your 
hard-to-sell  prospects! 

BETTY  AND  BOB 

The  story  of  "ordinary  folk  who 
lead  extra-ordinary  lives"  —  tops 
in  serial  drama,  with  a  record  of 
proved  selling  power.  Superbly 
cast  with  Arlene  Fran«is  as 

"Betty",  Carl  Frank  as  "Bob"  and 
Milton  Cross  announcing,-  against  a  rich  setting  of  full 
orchestral  theme  music  by  Allen  Roth.  Complete  promotion 
and  publicity  material. 

390  quart.er-hour  episodes  for  5-a-week  broadcasts. 
'Minimum  contract:  65  episodes 

Get  full  details  about  these  dollar-bringing  shows  today! 

TIME  OUT  FOR  FUN  AND  MUSIC 

Series  I  -With  Allen  Prescott,  M.C., 
Felix  Knight,  and  Ted 
Steele's  Novatones  (26) 

Series //-With  Ted  Steele  and 
Grace  Albert  (26) 

Sprightly  quarter-hours  filled  with amusing  banter  and  bright,  gay 
music.  Both  series  —  26  programs 
each— feature  an  original  theme  and 
a  build-up  by  the  artists  for  the 
commercials  by  local  announcer. 
Successfully  used  by  a  wide  variety 
of  sponsors.  For  one  or  two  broad- 

casts weekly. 

/f/fw""":^'^^!- 
NATIONAL  BROADCASTING  COMPANY,  RCA  BUILDING,  RADIO  CITY,  N.Y. 

Please  send  me  complete  information,  about  auditions,  rates, 
and  availability  of  t-he  following  programs : 
□  The  Name  You  Will  Remember     □  Flying  For  Freedom 

□  Let's  Take  a  Look  in  Your  Mirror  □  Betty  and  Bob 
□  Time  Out    (  )  Series  I     (  )  Series  II 

□  Send  meunformation  about  other  NBC  Recorded  Programs 

Name 

Station  or  Agency* . 
Address  

City  State . 
^Agevcies:  Include  list  of  markets  for  rate  quotations. 

[B-ll-9] 



Directors  of  A  B  A 

Will  Hold  Meeting 

Shepard    Summons  Session 
To  Decide  Future  Course 

A  MEETING  of  the  temporary  di- 
rectors of  the  American  Broad- 
casters Assn.,  projected  as  an  in- 
dustry trade  association  designed 

to  meet  objections  against  the 
NAB,  has  been  called  by  John 
Shepard  3d,  Yankee  Network  presi- 

dent and  ABA  temporary  chair- 
man, to  be  held  in  the  Ambassa- 

dor Hotel,  Chicago,  this  Wednes- 
day (Nov.  11). 

The  temporary  directors  are  the 
nine  who  signed  the  letter  sound- 

ing out  industry  sentiment,  which 
was  mailed  to  all  stations  Nov.  19, 
accompanied  by  a  return  postcard 
on  which  ovraers  and  managers 
were  asked  to  indicate  whether 
they  were  interested  in  making 
ABA  permanent  [Broadcasting, 
Nov.  2]. 

Seeks  Postcards 

In  a  follow-up  letter  last  Wednes- 
day, Mr.  Shepard  asked  those  not 

yet  replying  to  mail  their  post- 
cards immediately. 

"The  temporary  directors  of  the 
American  Broadcasters  Assn."  said 
Mr.  Shepard's  letter,  "  are  having 
a  meeting  in  Chicago  on  Wednes- 

day, Nov.  11,  to  decide  on  the 
future  course  of  action  in  regard 
to  the  association  and  that  is  the 
reason  for  urging  that  you  respond 
promptly  so  that  we  may  give  due 
consideration  to  your  opinion  at 
that  time.  If  you  do  not  mail  the 
return  postcard  on  or  before 
Saturday,  Nov.  7,  will  you  please 
wire  the  answer  to  me  at  the  Am- 

bassador Hotel,  Chicago,  on  next 
Monday.  I  feel  sure  that  we  can 
rely  on  your  cooperation  to  at 
least  give  us  ,the  benefit  of  your 

opinion." 

DR.  WALLACE  H.  WULFECK, 
formerly  associate  director  of  market 
research  for  Psychological  Corp.,  has 
joined  the  Federal  Adv.  Agency  as 
research  director  to  work  with  Don 
Parsons,  vice-president  in  charge  of 
marketing   and  merchandising. 

Getchell  Agency  to  Liquidate 

As  War  Cuts  Billings  Sharply 

J.  STIRLING  GETCHELL  Inc., 

one  of  the  nation's  largest  adver- 
tising agencies  with  offices  in  New 

York,  Chicago,  Detroit,  Kansas 
City  and  Milwaukee,  has  formally 
filed  a  certificate  of  dissolution  in 
Albany,  it  was  announced  last  week 
by  John  V.  Tarleton,  president  of 
the  agency.  The  company  plans  to 
liquidate  its  business  activities  by 
Feb.  1,  1943. 

Clients  of  the  agency  have  been 
notified  of  the  agency's  decision, 
it  was  stated,  together  with  the 
announcement  that  Getchell  will 
fulfill  all  its  current  contracts  with 
clients  by  the  above  date.  A  skele- 

ton staff  will  continue  to  operate 
the  New  York  office  to  carry  out  all 
obligations. 

War  Curtailments 

Wartime  conditions,  including 
the  cessation  of  motor  car  produc- 

tion and  the  rationing  of  tires  and 
gasoline,  have  brought  a  sharp  de- 

crease in  the  agency's  billings,  Mr. 
Tarleton's  announcement  read, 
while  "more  than  a  score  of  the 
company's  employes  are  already  in 
the  armed  forces,  and  others  are 

preparing  to  enter  the  services." 
Founded  in  1931  by  Mr.  Tarle- 

ton and  the  late  J.  Stirling  Get- 
chell, the  agency  grew  from  a  two- 

room  office  in  New  York  to  one  of 
the  10  biggest  advertising  agencies 
in  the  United  States  with  offices  in 
five  cities. 

It  was  responsible  for  the  plan- 
ning, creation  and  placement  of 

more  than  $75,000,000  worth  of 
advertising  in  the  past  decade  for 
such  accounts  as  the  Plymouth  and 
De  Soto  divisions  of  Chrysler 
Corp.;  Socony-Vacuum  Oil  Co.; 
Kelly-Springfield  Tire  Co.;  Allis- 
Chalmers  Mfg.  Co.;  Schenley  Dis- 

tillers Corp. 
Only  current  radio  contract 

placed  by  J.  Stirling  Getchell  is 
with  Socony-Vacuum  for  the  spon- 

sorship of  Raymond  Gram  Swing 
four  times  weekly  on  the  BLUE 
and  some  spot  announcements  in 

selected  markets.  It  is  probable 
that  another  agency  will  be  named 
in  the  near  future  to  take  over  the 
Socony  account. 

C.  A.  Snyder,  radio  director  of 
Getchell,  will  remain  with  the 
agency  for  the  next  several  weeks, 
it  was  stated,  while  Carolyn  Moser, 
assistant  radio  director,  resigned 
last  week. 

Second  Planning  Group 

Of  Blue  Meets  Nov.  18 

SECOND  group  of  members  of  the 
BLUE's  planning  and  advisory 
committee,  who  were  elected  last 
week  by  BLUE  affiliates  to  repre- 

sent the  network  in  the  seven  re- 
gions into  which  the  United  States 

is  divided  for  broadcasting  pur- 
poses, will  meet  for  the  first  time 

Nov.  18  in  the  board  room  of  the 
BLUE's  New  York  offices,  it  has 
been  announced  by  Mark  Woods, 
president  of  the  BLUE. 
New  members  of  the  committee 

according  to  the  regions  they  rep- 
resent follow:  Bill  Fay,  WHAM, 

Rochester,  N.  Y.,  Region  1;  Allen 
Campbell,  WXYZ,  Detroit,  Region 
2;  Earl  May,  KMA,  Shenandoah, 
la..  Region  3;  Henry  Johnston, 
WSGN,  Birmingham,  Region  4; 
Harold  Hough,  KGKO,  Ft.  Worth, 
Region  5;  Duncan  Pyle,  KVOD, 
Denver,  Region  6;  Bud  Stuht, 
KJR,  Seattle,  Region  7. 

Mentholatum  News 

MENTHOLATUM  Co.,  Wilming- 
ton, Del.  (proprietary),  since  mid- October  has  been  conducting  a 

campaign  of  thrice-weekly  quarter- 
hour  newscasts  by  Porter  Randall 
on  the  16  stations  of  the  Texas 
State  Network.  Agency  is  J.  Wal- 

ter Thompson  Co.,  N.  Y. 

ROGER  FORSTER,  announcer  of 
WNEW,  New  York,  is  narrator  on 
the  quarter-hour  series  Soldiers  of 
the  Press,  produced  by  United  Press 
for  some  400  stations  using  its  news 
service.  The  records  are  descriptions 
of  the  adventures  of  UP  correspon- dents on  the  war  front. 

CANADIAN  Broadcasting  Corp.'s  weekly  network 
show  Comrades  In  Arms  is  produced  and  acted  by  a 
number  of  former  broadcasters.  Seated  (front  row, 
1  to  r)  are:  Lt.  Court  Benson,  Canadian  Army  for- 

merly with  CFRB,  Toronto;  Lt.  Com.  William  Strange, 
Royal  Canadian  Navy,  public  relations  radio  repre- 

sentative, formerly  with  CBC,  Toronto;  AC2  J.  A. 
Martin,  Royal  Canadian  Air  Force,  former  CBC 
announcer;  Capt.  Dick  Diespeiker,  Canadian  Army 

public  relations  radio  representative,  formerly  with 
CJOR,  Vancouver;  Sgt.  D.  Baird,  Canadian  Army, 
formerly  with  CKWX,  Vancouver;  Flying  Officer  A. 
A.  McDermott,  Royal  Canadian  Air  Force  public  re- 

lations radio  representative,  formerly  with  Stovin  & 
Wright  Ltd.,  station  representatives;  AC2  J.  Levitt, 
formerly  with  CKAC  and  CBM,  Montreal.  With  backs 
to  camera  are  (1  to  r)  Frank  Willis  and  Mavor  Moore, 
CBC  producers.  Behind  Levitt  is  Neill  LeRoy,  Toronto. 

Post  in  Station  Relations 

Assigned  to  Sen  Kaney 

A.  W.  (Sen)  KANEY,  well-known in  radio  circles  since  1922  and  most 

recently  with  NBC's  continuity  ac- ceptance department  in  Chicago, 
has  been  ap- 

pointed manager 
of  NBC  station 
relations  for  the 
Central  Division, 

with  headquar- ters in  Chicago. 
William  S. 

Hedges,  NBC 
vice-president  in 

charge  of  the  sta- tions department, 
in  announcing  the 

new  position,  stated,  "It  was  cre- ated to  insure  better  coordination 
between  NBC  and  station  activi- 

ties. It  will  now  be  possible  to  main- tain more  intimate  contact  with 

network  stations." After  graduation  from  North- western U  Law  School,  Mr.  Kaney 
joined  KYW,  Chicago,  in  1922,  as 
an  announcer.  He  later  transferred 

to  WGN,  Chicago,  where  he  re- 
mained six  months  until  the  for- 

mation of  NBC  in  1926.  With  the 
network  he  has  held  such  varied 

positions  as  announcer,  news  com- 
mentator, sports  announcer,  and 

has  produced  and  directed  many 
NBC  sponsored  programs. 

Mr.  Kaney 

Schechter  Named  to  Head 

OWI's    Special  Events 
A.  A.  SCHECHTER,  program  co- 

ordinator of  the  Office  of  War  In- 
formation, last  Tuesday  was  named 

special  assistant  to  Gardner  Cowles 
Jr.,  director  of  domestic  operations. 
Mr.  Schechter  takes  charge  of  spe- 

cial events,  and  in  his  new  post 
will  be  responsible  for  promotional 
and  informational  activities  to  pro- 

mote interest  in  Government  cam- 
paigns and  programs. 

In  developing  special  events  to 
tie  in  with  Government  campaigns, 
Mr.  Schechter  will  use  all  media, 
working  through  media  bureau 
heads.  No  concrete  program  had 
yet  been  evolved  as  Broadcasting 
went  to  press.  Anthony  Hyde,  who 
was  formerly  in  charge  of  special 
events,  will  devote  his  full  time  to 
the  United  Nations  campaign  un- der Arthur  Sweetser. 

Griffith  Heads  KFMB 

HOMER  GRIFFITH,  Hollywood 
owner-manager  of  Homer  Griffith 
Co.,  and  Pacific  Coast  manager  of 
Howard  H.  Wilson  Co.,  both  sta- 

tion representatives,  following 
death  Oct.  24  of  Warren  B.  Wor- 

cester, owner  of  KFMB,  San  Diego, 
Cal.,  has  been  appointed  managing 
director  of  the  station  by  the  estate 
trustees.  Mr.  Griffith  will  divide  his 
time  between  Hollywood  and  San 
Diego.  The  appointment  in  no  way 
interferes  with  his  regular  business 
activities,  it  was  said. 

Magazine's  Spots 
POPULAR  SCIENCE  Publishing 
Co.,  New  York,  in  the  interests  of 
Popular  Science  Monthly,  is  cur- 

rently promoting  its  sale  on  news- 
stand with  radio  spot  announce- 
ments and  newspaper  ads  in  17 

major  markets.  Agency  is  Joseph 
Katz  Co.,  New  York. 
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ARKANSAS 
.SHREVEPORT    ̂   ̂ 

{MISS^ 

K  lOUISlANA^- I  TEXAS  \ 

*CBS  sets  net  daytime  circulation  at 
313,000  radio  homes;  net  night- 

time at  425,000 

Member  South-Central  Quality  Network 
Ask  Branham  Company  for  details 

East  Texas,  North  Louisiana  and  South  Arkansas  is  rightfully 

called  the  hub  of  the  world's  richest  oil  and  gas  producing  area. 
Here  30,000  producing  wells  are  pouring  black  gold  into  the 

wide-open  wallets  of  more  than  300,000  radio  families.*  Here, 

too,  is  more  than  300  million  dollars  of  war  construction  ...  a 

fast-growing  livestock  and  agricultural  market.  Buy  KWKH  for 

dominant  coverage  of  one  of  the  South's  richest  markets  .  .  . 
a  market  that  has  gushed  new  wealth  for  scores  of  KWKH 

advertisers. 
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What^s  Wrong  With  Radio  Rhetoric? 
Syntax  Student  Says 

Common  Usage 

Main  Factor 

By  OWEN  PATRICK  FLAHERTY 
WOAI,  San  Antonio 

ONE  OF  RADIO'S  most  popular 
features  in  many  sections  of  the 
country,  is  Reading  The  Funny 
Papers  With  Uncle  Joe,  but  as  a 
mother  put  it  on  the  telephone  one 
Sunday  morning,  "Your  idea  of 
reading  the  funny  papers  on  the 
air  for  the  children  is  fine  and 
dandy  and  no  doubt  is  a  great  help 
to  parents  who  would  otherwise 
read  them  for  the  children. 

"But  your  Uncle  Joe  is  such  a 
'murderer'  of  the  King's  English 
that  I,  for  one,  am  going  to  take 
over  my  old  job  of  reading  the  fun- 

nies for  my  youngsters  in  order  to 
protect  their  teacher's  and  my  work 
in  schooling  them  in  use  of  correct 
grammar  and  composition  of  the 

English  language." 
What  people  hear  on  the  radio 

is  looked  upon  as  authoritative.  It 
has  a  ring  of  sincerity  which  per- 

haps can  best  be  described  with  the 

familiar  saying,  "It  must  be  so,  the 
salesman  said  so." 

Legitimate  Complaint 

Therein  we  find  the  legitimate 
complaint  of  this  mother.  It  seems 
that  Uncle  Joe  was  given  to  ad-lib 
comments  about  this  and  that  comic 
strip  and  its  characters  but  was 
rather  careless  in  choice  of  words 
as  well  as  sentence  construction. 

In  the  present-day  picture  of 
American  language  and  grammar, 
"common  usage"  is  fast  becoming 
the  governing  factor  of  correct 
grammatical  form.  Radio  contri- 

butes to  this  trend  and,  although 
it  may  be  unintentional,  radio  is 
guilty  of  lowering  its  high  stand- 

ards— the  high  standards  it  has 
set  for  itself  in  various  other  de- 
partments. 

There  are  many  people  on  the 
radio  today  who,  expert  though 
they  may  be  in  their  particular 
lines  of  commentary,  reporting, 
lectures,  etc.,  have  absolutely  no 
license  or  authority  to  set  new 
grammatical  standards.  However, 
these  people  are  allowed  to  go  on 
committing  sentence  and  word  er- 

rors, as  well  as  mispronunciations, 
which  when  heard  by  the  listener, 
are  thought  to  be  correct. 

How  About  'Oftener'? 
How  often  have  you  heard  some 

one  say  "oftener"  in  the  script  of  a 
radio  program?  A  kindred  word — 
an  incorrect  cousin — used  frequent- 

ly, is  "pleasanter".  To  emphasize 
the  incorrectness  of  these  two  ex- 

amples, just  employ  their  super- 
lative form,  "oftenest"  and  "plea- 

santest". 
Needless  to  say,  common  usage 

does  have  its  place  in  the  American 
or  English  language,  but  it  should 
not  be  used  so  recklessly  and  with 

such  utter  abandon  of  respect  for 
rules  of  composition  and  rhetoric. 
An  example  of  this  may  be  found  in 
constant  usage  of  a  form  of  the 
adjective  "choice" — a  case  wherein it  has  taken  over  to  such  an  extent 
that  most  everyone  feels  entirely 
correct  in  referring  to  something  as 
being  the  "choicest".  However,  as 
you  drop  from  the  superlative  back 
to  the  comparative,  you  have  the 
word  "choicer"  which  sounds  a  bit 
absurd. 

Liberties  are  taken  in  the  com- 
position of  advertising  slogans  just 

as  song-writers  take  matters  in 
their  hands  in  the  composition  of 
lyrics.  There  seems  to  be  an  un- 

written law  which  permits  them 
to  take  these  liberties.  These  are 
sometimes  mistaken  for  the  real 
thing,  however,  and  thereby  create 
new,  so-called  authorized  changes 
in  composition  and  rhetoric.  As  a 
matter  of  fact,  many  will  point  to 
the  well-knovra  beer  slogan,  "The 
choicest  product  of  the  brewers' 
art".  Such  usage  does  not  make 
something  correct  any  more  than 
does  a  line  in  the  lyrics  of  a  song 

which  goes  something  like  "don't 
the  moon  look  pretty,  etc."  or  "I 
ain't  got  nobody." 

If  this  incorrect  usage  was  con- 

fined to  slogans  and  song  lyrics, 
the  picture  would  be  different  but  it 
is  constantly  creeping  into  radio  as 
sales  copy,  and  the  listening  public 
soon  thinks  it  correct — otherwise 
it  would  not  be  used  on  the  radio. 
Radio  must  not  be  guilty  of  spon- 

soring flagrant  violations  of  rhe- 
torical construction.  Radio  must 

not  be  the  vehicle  of  unwarranted 
"common  usage." 

Let's  take  the  well-known  milk 
company's  slogan,  "If  it's  (blank), 
it's  got  to  be  good!"  Yes,  it's  a  fine 
slogan  despite  the  bad  form  in  the 
second  half  of  the  statement.  "The 
word  "got"  is  superfluous.  What 
they  are  saying  is,  "It  has  to  be 
good!"  They  would  find  this  decla- 

ration much  easier  on  the  listener's 
ear. 

Misuse  of  'Got' In  a  majority  of  cases  where  it  is 
used,  "got"  is  superfluous  and  repe- 

titious, and  could  be  practically 
forgotten  as  far  as  its  use  on  radio 
is  concerned.  It  is  naturally  a  hard- 
sounding  word  and  makes  for 
equally  hard  listening  in  program 
commercials.  Let's  just  take  a  few 
examples  where  it  is  used  and 
could  just  as  well  be  omitted:  Have 
you  got  .  .  .  why  not  say,  Do  you 

AVOIDING  NEWS  TONGUE-TWISTERS 

KGW  News  Chief  Orders  Americanized  Pronunciation 

Of  Difficult  Foreign  Words" 
AN  APPEAL  for  Americanized 
pronunciation  of  foreign  nam.es 
and  places  in  the  news  was  made 
recently  by  Virgil  S.  Smith,  news 

editor  of  KGW- 
KEX,  Portland, 
in  a  letter  pub- 

lished by  Bill 

Moyes,  radio  col- umnist for  the 
Portland  Oregon- 
ian. 

C  o  m  p  1  aining 
that  it  was  almost 
impossible  for 

Mr.  Smith  newscasters  to find  proper  pro- 
nunciations for  many  foreign 

words,  Mr.  Smith  declared  the 
practice  of  KGW-KEX  would  be, 
"if  it  is  new  and  difficult,  to  Amer- 

icanize it  by  following  the  spelling 
as  closely  as  possible.  The  pur- 

pose of  newscasting  is  to  convey 
information,"  he  wrote.  "If  it 
helps  to  convey  that  information 
by  Americanizing  the  word,  we'll 

do  it." 

Praise  Received 

The  statement  of  policy  was 
warmly  complimented  by  Arden  X. 
Pangborn,  director  of  KGW-KEX, 
and  numerous  favorable  comments 
have  been  received  from  listeners 
since  the  letter  was  published. 

According  to  the  Moyes  column, 
Mr.  Smith  arrived  at  this  policy — 
"it  made  him  wince  every  time  he 
read  a  letter  or  heard  a  telephoned 
complaint  about  an  announcer  mis- 

pronouncing foreign  words." "This  is  one  voice  in  defense  of 
Americanized  pronunciation  of 

foreign   words,"   he   wrote.  "It's 

sensible,  patriotic  and  practical." "In  one  newscast  there  may  be 
words  from  eight  languages.  There 
are  no  master  keys  to  foreign  pro- 

nunciations. Prom  experience,  I 
know  it  takes  up  to  90  minutes  to 
determine  all  accepted  pronuncia- 

tions of  all  the  foreign  vvords  in  a 
15-minute  newscast.  Neither  edi- 

tors nor  newscasters  have  that 

much  time  for  the  task." Mr.  Smith  then  explained  that 
even  when  pronunciations  are  de- 

termined there  is  an  essential  dif- 
ference between  accent  and  pro- 

nunciation. "A  good  announcer, 
after  looking  up  a  Russian  word  in 
a  standard  reference  work,  can't pronounce  it  as  the  Russians 

would." 

"If  the  foreigners  themselves 
can't  agree  on  what's  correct,  and 
we  can't  roll  our  tongues  and  lips 
the  right  way,  why  make  the  ef- 

fort? Scholars  tell  us  how  to  pro- 
nounce a  foreign  city  name;  we  do 

it  his  way  and  a  fellow  who  was 
born  in  the  city  calls  to  tell  us  we 
are  all  wet.  Who's  right,  the scholar  or  the  native?  I  once 
watched  a  college  instructor  in 
Spanish  try  to  carry  on  a  conver- 

sation with  a  Mexican.  He  in- 
sisted afterwards  the  Mexican 

didn't  know  the  language." 
"Why  should  we  bring  foreign 

words  intact  into  our  language? 
It's  American  to  Americanize  for- 

eign words. 
"The  radio,  if  the  scholars  and 

students  of  foreign  tongues  will 
just  let  us  alone,  will  do  just  that 
— Americanize  these  foreign  words 
and  enrich  the  language  of  the 

United  States." 

have?  It's  got  everj^hing  .  .  ,  why 

not  say  ...  It  has  everything.  I've got  to  do  this  .  .  .  why  not  say  .  .  . 

I  must  do  this.  You've  got  five 
minutes  .  .  .  why  not  say  .  .  .  You 

have  five  minutes.  He's  got  .  .  . 
why  not  say  .  .  .  He  has  .  .  .  These 
few  examples  show  how  easy  it  is 
to  refrain  from  incorrect  form 
brought  on  by  common  usage  and, 
at  the  same  time,  retain  all  de- 

sired emphasis. 

Some  Other  Examples 

Let's  take  a  group  of  random 
examples  of  misuse  and  grammati- 

cally incorrect  passages  found  in 
radio  copy  today. 

"The  reason  is  because"  .  .  .  the 
use  of  "because"  is  absolutely  su- 

perfluous. "You  will  find  what  you  are  in- 
terested in"  ...  it  is  also  incorrect 

to  terminate  a  sentence  with  a 

preposition. "Love"  and  "like"  .  .  .  there  is  a 
difference    in    loving    and  liking 

something;    to   "love"  something, 
infers  it  has  life;  you  "like"  the| 
inanimate.  ' 

The  use  of  the  "first  person"  by 
an  announcer  who  is  not  exclusive 
in  his  service  or  a  direct  repre- 

sentative of  a  sponsor,  should  be 

frowned  upon.  "We  or  I  recom- 
mend this  and  that  etc."  should  be 

changed  to  make  it  the  sponsor's recommendation.  The  use  of  the 
negative  form  as  a  reminder  can 
be  replaced  by  a  direct  invitation, 
such  as  "be  sure  to  ask  for,"  in- 

stead of  "don't  fail  to  ask  for," 
since  there  is  no  need  to  inject  even 
a  hint  of  objection  which  you  do 

when  you  use  "don't  fail." Improvement  Helps  Sponsors 

Now  these  and  many  other  ex- 
amples may  seem  trifling  and  un- 

important because  they  are  used 
so  often.  Nevertheless,  radio  can- 

not afford  to  overlook  any  oppor- 
tunity to  improve  its  efforts  to 

achieve  results  for  the  sponsors. 
Radio  has  this  chance  in  its  prepa- 

ration of  advertising  copy  and  pro- 
gram scripts,  perhaps  not  in  the 

role  of  "Pollyanna"  but  at  least  in 
correcting  flagrant  violations  of 
rhetoric  and  composition  which  are 
really  the  products  of  lazy  minds. 

Radio  is  a  medium  of  advertis- 
ing, and  advertising  should  be  the 

truth  about  an  item  or  product, 

attractively  presented.  Proper  rhe- 
toric and  composition  make  for 

such  attractiveness. 

WiUkie  48.7  on  CAB 

WENDELL  L.  WILLKIE,  attained 
a  listening  rating  of  48.7  for  his 
report  via  the  four  major  networks, 
on  his  trip  to  Russia,  China  and 
the  Near  East,  according  to  mea- 

surements completed  by  the  Co- 
operative Analysis  of  Broadcasting. 

C.  E.  Hooper  rating  for  the  talk, 
delivered  Oct.  26,  was  48  [Broad- casting, Nov.  2]. 

WSAP  Defers  Debut 
WSAP,  Portsmouth,  Va.,  scheduled 
to  go  on  the  air  Nov.  1,  at  the  same 
time  becoming  a  Mutual  afBliate,  has 
postponed  its  starting  date  to  Dee.  1, 
due  to  construction  difficulties. 
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. .  for  the  boy  who 

is  after  our  job 

Sure,  fellow,  there's  a  great  future  in  Radio.  Here  is  the 
mightiest  of  all  salesmen  ...  a  moving  force  to  answer  the 

world's  need  for  better  understanding  . . .  the  voice  that  can 

help  hold  a  hard-earned  peace.  No  wonder  you've  dreamed 
of  the  time  when  you  may  direct  this  mighty  power. 

The  WJR  Radio  Scholarship  is  our  recognition  of  your 

coming  day.  That  is  why  it  prescribes  four  years  of  in- 
tensive study  for  you,  son.  You  will  delve  into  economic 

problems,  be  schooled  in  drama  and  radio  production. 

You  will  learn  advertising,  selling,  business  administra- 
tion. You  will  explore  the  mechanics  of  microphones  and 

the  mysteries  of  television. 

Those  of  us  on  the  job  today  created  this  thing  called 

Radio.  Built  it  from  our  experience  on  the  city  desk,  the 

stage,  at  the  little  transmitter  in  the  attic.  Some  measure 

of  success  has  been  ours,  and  we  hope  to  carry  on  still 

further.  But,  at  the  same  time,  we  want  to  pave  the  way 
a  bit  for  those  who  are  to  follow.  That  is  why  the  WJR 

Radio  Scholarship  has  been  established  .  .  .  for  the  boy  who 

is  after  our  job. 

BASIC  STATION.  ..COLUMBIA  BROADCASTING  SYSTEM 
G.     A.    Richards,     President  .  .  .  Leo    J.    Fitzpatrick,    Vice    President    and     General  Manager 

BROADCASTING  •  Broadcast  Advertising 

Edward    Petry   &   Company,  Inc. 
National  Representative 
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Women  In  Demand  as  Radio  Operators 

In  Nine  Branches  of  the  War  Service 

FM  Station  List 

Shows  37  Outlets 

Now  in  Operation 

Eight    Experimental  Stations 

On  Air;  Equipment  Shortage 

REPORTING  on  its  questionnaire 
survey  of  FM  broadcasting  station 
operation,  FM  Broadcasters  Inc.  on 
Nov.  3  stated  there  are  now  37 
commercial  FM  outlets  and  eight 
experimental  FM  transmitters  on 
the  air.  Those  theoretically  under 
construction  total  17,  but  only  a 
fraction  of  them  are  actually  being 
built  because  of  lack  of  equipment 
and  manpower,  the  association 
states. 
As  a  result  of  replies  from 

about  80%,  not  including  the  West- 
inghouse  stations  in  Boston  and 

Pittsburgh  and  General  Electric's 
W85A  in  Schenectady,  the  report 
summarizes  "the  more  interesting 
facts  we  discovered"  as  follows: 

"1.  The  average  length  of  the 
FM  program  day  is  10  Ms  hours, 
ranging  from  24-hour  service  in 
some  areas  to  the  FCC  six-hour 
minimum  in  others. 

Special  Programs 

"2.  The  average  FM  program 
schedule  is  73.2%  non-duplicated  in 
contrast  with  AM  service  offered 
to  the  same  area.  In  other  words, 
73.2%  of  the  programs  are  planned 
for  FM  and  heard  only  over  FM 
stations.  Percentages  range  from  a 
minimum  of  10%  (on  one  East 
Coast  FM  outlet  that  ought  to  be 
ashamed  of  itself  after  loudly  and 
publicly  proclaiming  such  undying 
faith  in  FM  just  one  year  ago)  to 
a  full  100%  non-duplication  over 
eight  others. 

"3.  At  least  28  of  the  commer- 
cial stations  maintain  full  or  par- 
tial staffs,  aside  from  any  person- 

nel that  also  works  for  an  affiliated 
AM  outlet  but  doubles  in  brass  on 
FM.  Incidentally,  six  FM  outfits 
have  no  connection  with  any  AM 
interests  and  are  operated  as  inde- 

pendent ventures. 

"4.  Here,  however,  is  the  princi- 
pal discovery  that  makes  us  clap 

our  lily-white  hands  in  delight.  Not 
a  single  one  of  all  the  operating 
stations  which  returned  our  ques- 

tionnaire reports  any  intention  of 
curtailing  its  operating  schedule. 
Three  of  them  admit  maybe  it 
might  be  necessary  at  some  later 
date  if  no  provision  could  be  made 
to  replace  transmitting  tubes  when 
they  wear  out.  Not  that  they  want 
to  curtail,  you  understand,  but 
rather  than  go  off  the  air  entirely 

they'd  prefer  to  cut  down  on  daily 
schedules  and  thus  prolong  the  life 
of  the  tubes.  And  we'd  call  it  wis- 

dom, too. 

"5.  We  also  found  that — of  those 
replying — nine  FM  broadcasters 
are  unable  to  serve  their  entire  as- 

signed area.  (We  suspect  that  may- 
be the  same  is  true  with  another 

four  or  five  who  didn't  answer  us.) 
Today  they're  serving  somewhat 
less  than  60%  of  the  territory  they 

WOMEN  who  can  pass  the  ama- 
teur radio  operator's  examination 

are  in  demand  for  radio  jobs  in 
nine  branches  of  the  war  service, 
according  to  George  W.  Bailey, 
chairman  of  the  radio  section.  Of- 

fice of  Scientific  Research  &  De- 
velopment, Washington.  Manpower 

problems  are  causing  an  increased 
demand  for  trained  women  and 
they  will  be  paid  salaries  of  $1,- 
400  up  to  $3,200,  according  to 
their  qualifications  and  experience, 
Mr  Bailey  stated 

Jobs  are  offered  in  the  follow- 
ing departments : 

The  Civil  Aeronautics  Adminis- 
tration offers  a  six-month  course 

at  $1,440  per  year,  with  an  ad- 
vance to  $1,620  upon  completion 

of  the  course  and  advancement 
with  experience.  The  position  is 
called  "trainee  junior  aircraft 
communicator"  and  is  handled  by 
Civil  Service. 

Air  Forces  Opening 

The  Army  Air  Forces  want 
women  student  instructors  and 

will  pay  $1,620.  Experienced  wom- 
en get  $2,000.  Four  schools  use 

women:  Scott  Field,  111.;  Chicago; 
Sioux  Falls,  S.  D.;  Madison,  Wis. 
Applications  are  made  through  the 
local  Civil  Service. 

The  Signal  Corps  General  De- 
velopment Laboratory,  Fort  Mon- 

mouth, N.  J.,  gives  women  from 
16  to  50  years  of  age  a  six  month 
course  and  $120  a  month,  with  an 
increase  to  $135  a  month  after  com- 

pletion of  the  training.  Lt.  John 
T.  Freeman,  assistant  personnel 
officer.  General  Development  Lab- 

oratory, Signal  Corps,  Fort  Man- 
mouth,  Red  Bank,  N.  J.,  is  re- 

ceiving applications. 
Women  are  also  needed  by  the 

radio  section.  Bureau  of  Ships, 
Navy  Dept.,  Washington.  The  po- 

sitions, for  which  salaries  are  of- 

will  eventually  whenever  full  in- 
stallation of  antennas  and  higher 

wattage  transmitters  becomes  pos- 
sible. Only  one  of  them  expects  this 

to  happen  before  the  war's  end; 
another  says  'maybe'." 

Shortage  of  Parts 

The  greatest  current  problems  in 
connection  with  continued  opera- 

tion was  said  to  be  scarcity  of 
transmitting  tubes  and  replace- 

ment parts.  A  close  second  was 
the  personnel  problem,  with  11  sta- 

tions admitting  "they're  scratching 
heads  about  the  shortage  of  suit- 

able technicians  and  program  peo- 
ple." Four  complained  that,  with 

the  FM  listening  audience  virtual- 
ly frozen  at  its  present  size,  they 

find  themselves  unable  to  secure 
sponsors  and  hence  can  count  upon 
no  revenue  to  lighten  the  cost  of 
continued  operation. 

"At  the  risk  of  being  redundant," 
the  report  adds,  "we  have  no  choice 
but  to  point  out  that  all  this  indi- 

cates there's  still  plenty  of  vigor  in 
the  realm  of  frequency  modula- 

tion." 

WATTS  IN  ACTION— three  of  the 
six  WATTS  (Women's  Auxiliary 
Television  Technicians)  handling 
production  and  engineering  at 
W9XBK,  Chicago,  Balaban  &  Katz 
television  station — are  (1  to  r)  Jean 
Schricker,  Fran  Harris  and  Rachel 
Stewart.  Men  who  formerly  held 
the  jobs  were  inducted  into  the 
Navy  as  instructors  in  Radar. 

fered  of  $1,400-$1,800,  and  for  col- 
lege graduates  $2,000-$3,200,  are 

under  Civil  Service.  Applications 
should  be  made  to  Lt.  L.  B.  Wheel- 

er, Bldg.  T-5,  Rm.  1012. 
The  Naval  Ordnance  Labora- 

tory, Washington,  has  a  number  of 
positions  for  trained  radio  oper- 

ators, with  salaries  starting  at 
$1,620.  Applications  are  handled 
by  Ralph  Cautley,  and  are  under 
Civil  Service. 

Radio  opportunities  in  the  Na- 
val Research  Laboratory,  Anacos- 

ta,  D.  C,  start  at  $1,440  and  are 
on  either  a  contract  or  Civil  Serv- 

ice basis.  Fred  A.  Pierce  is  in charge. 

A  few  openings  for  qualified 
women  are  available  at  the  Ra- 

diation Laboratory,  Massachusetts 
Institute  of  Technology,  Cam- 

bridge. Salaries  start  at  $1,500  and 
appointments  are  by  contract. 

Armed  Forces 

Enlisted  women  may  obtain  ra- 
dio assignments  in  the  WAVES 

by  applying  through  the  local Naval  Procurement  Office.  The 
WAACS  are  also  receiving  appli- 

cations from  radio  women  who 
have  a  high  school  education  in- 

cluding physics,  and  who  are  me- 
chanically inclined  and  can  pass 

the  Signal  Corps  aptitude  test. 
The  successful  applicants  will  be 
trained  at  a  civilian  school  in 
Kansas  City,  Mo.,  starting  as  of 
Nov.  30,  1942.  Other  groups  will 
be  accepted  Dec.  28,  1942,  Jan.  25, 
1943  and  March  1,  1943.  The 
women  who  pass  the  course  will 
be  assigned  positions  replacing 
AAF  enlisted  men. 

As  a  suggestion  to  women  who 
plan  to  obtain  an  amateur  radio 
license  to  qualify  for  one  of  the 
job  opportunities,  Mr.  Bailey  has 
proposed  one  of  two  courses:  In- 

dividual study  at  home  of  radio 
theory  from  books  such  as  License 
Manual;  Learning  the  Code;  How 

to  Become  a  Radio  Amateur  Oper- 
ator; The  Radio  Amateur's  Hand- 

hook,  all  published  by  the  Ameri- 
can Radio  Relay  League,  38  La- 

Salle  Road,  West  Hartford,  Conn. 
In  connection  with  home  study, 

code  practice  must  be  obtained, 
preferably  with  a  licensed  opera- 

tor, since  it  is  necessary  to  know 
the  code  in  order  to  take  the 
examination  for  an  amateur  radio 
license.  Women  are  not  employed 
as  code  operators,  however,  be- 

cause code  is  used  only  in  the  field 
where  women  are  not  used. 
A  second  method  of  getting  an 

amateur  radio  license  is  by  at- 
tendance at  a  commercial  or  Gov- 

ernment sponsored  radio  school,  or 
by  a  correspondence  course  from 
a  commercial  school. 

Examinations  for  license  are  giv- 
en by  the  FCC  in  selected  cities 

throughout  the  United  States.  The 
License  Manual  contains  informa- 

tion as  to  time  and  place  of  these 
examinations. 

CANADA  TO  TRAIN  ( 

WOMEN  FOR  JOBS 
CANADIAN  stations  have  been 
asked  by  the  Canadian  National 
Selective  Service  Board  to  do 
everything  in  their  power  to  train 
women  for  every  position  they  can 
possibly  handle,  Glen  Bannerman, 
president  and  general  manager  of 
the  Canadian  Assn.  of  Broad- 

casters, states  in  his  latest  "Presi- dent's Letter"  to   CAB  stations. 

He  reports:  "While  no  commit- ment has  been  made  to  date  con- 
cerning the  manpower  problem  of 

the  broadcasters,  a  policy  is  being 
formulated,  based  upon  our  asso- 

ciation's recommendations.  It  is 
hoped  that  in  the  near  future  the 

policy  will  be  finalized."  Canadian stations  were  notified  July  27  that 
the  broadcasting  industry  would  be 
considered  as  essential  to  the 
prosecution  of  the  war  on  the  same 
basis  as  the  newspapers  of  Canada 
[Broadcasting,  Aug.  3]. 
The  CAB  recently  surveyed  the 

manpower  situation  among  the 
member  stations  and  as  a  result 
presented  a  brief  to  Elliott  M. 
Little,  Director  of  National  Selec- 

tive Service,  Dept.  of  Labor, 
Ottawa,  in  which  the  problems  of 
Canada's  broadcasters  were  out- lined. 

POWERED  BY  GIRLS  is  KGY, 

Olympia,  Wash.,  with  Eileen  Johan- sen  (1) ,  holder  of  a  first  class  radio 
telephone  license,  on  regular  shift 
as  operator-announcer,  while  Mrs. 
Tom  Olsen,  wife  of  station  man- 

ager, handles  all  bookkeeping, 
auditing   and  other  office  details. 
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How  WLAC'S  50,000  watts 

power  is  being  promoted 

THE  SHELBYVILLE  GAZETTE 
Livestock  Shows  To 
Be  Held  Oct  2-3  At Hone  Show  GrouiKb 

GaaoEae  Ration      ITIiird  Problem       |T.  a  Webber.  Judge  Gazette  Spotuon 
Ordered  Of  Maneuver*.,..' ><r"*».  .'»^?!"if     Bedford  Co.Promun Natioo.Wde|^f...vir'-%v:^.;^iiyj^ 

Gazette  Sponsors 

Bedford  Co,Program 
>  5»  Over  WLAC  Thurs. 

Tune  Your  Radio  To  WLAC 
At  5:30  P.  M.  Today 
To  Hear  Broadcast 

Newspaper  Week 
Obaerved  Oct  1-8 

B;  Publuhen 

At  5:30  o'clock,  Thursday  after- 
noon, October  1,  the  WLAC  Radio 

Broadcasting  Station  is  featuring  a 
Bedford  County  program,  sponsored 
by  the  Shelbyville  Gazette. 

This  program  will  stress  Bedford 
County  as  a  leading  dairy  cattle 
section  and  make  announcements 
about  the  Mule  Show  at  9  A.  M.  Fri- 

day morning;  the  Bedford  County 
4-H  Club  Jersey  Show  at  1  P.  M. 
Friday  afternoon  and  the  annual 
Junior  Dairy  Show  for  Middle  Ten- nessee on  Saturday. 

The  script  for  the  opening  and 
the  closing  of  this  l5-minute  pro- 

gram was  prepared  by  the  editors 
of  the  Gazette.  The  script,  relative 
to  Bedford  County  resources  and 
the  two-day  shows,  was  preparci! 
by  Franklin  Yates,  County  Agent. 
A.  B.  Harmmon,  district  agent  ofi 
the  University  of  Tennessee  Agri-j 
cultural  Extension  Service,  will  re- 

present the  Gazette  and  Bedford 
County  during  the  radio  interview. 

Friends  and  readers  of  the  Shel- 
byville Gazette  are  urged  to  tune 

their  radios  to  WLAC  at  5:30  o'- clock, this  afternoon,  Thursday,  to 
hear  this  broadcast  about  Bedford County. 

The  editors  of  the  Gazette  have 
gladly  donated  this  radio  time  to  the 
dairy  industry  of  Bedford  County 
as  a  public  service,  and  it  is  their 
wish  that  as  many  Bedford  Coun- 
tians  as  possible  hearthis  program 

paf 

40-inch  ads  were  placed  in  26  county 

newspapers  in  towns  throughout  the 

station's  principle  coverage  area. 

These  newspapers  were  invited  to  send 

prominent  local  citizens  to  WLAC  to 

tell  hsteners  about  the  advantages  of 

their  respective  communities. 

A  100-inch  advertisement  was  run  in 

both  Nashville  newspapers. 

Large  2-color  anouncement  posters  were 

placed  in  the  windows  of  350  Esso  Service 

stations  within  a  100  mile  radius  of 

Nashville. 

'WLAC's  "Opening  Program"  brought  cards  and 

letters  from  171  counties  in  the  States  of  Ten- 

tnessee,  Kentucky,  Alabama  and  Mississippi. 

IHere's  proof  of  WLAC's  new  and  extended  cover- 

lage. 

WARD.  OWNER    F.  C.  SOWELL,  MANAGER 

RADIO  GATEWAY  TO  THE 

INDUSTRIALLY  RICH  TENNESSEE  VALLEY 

WLAC 

NASHVILLE,  TENN. 

AFFILIATE  OF  THE  COLUMBIA  BROADCASTING  SYSTEM 

PAUL  H.RAYMER  COMPANY,  NATIONAL  REPRESENTATIVES 
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Mr.  A's  Grid  Lesson 
 BY  MAURICE  CONDON  

Mr.  K.  W.  Amplistat,  continuing  his  crusade  against  cliches  in 
radio,  is  on  hand  to  censure  the  radio  descriptions  of  football 

contests. 

Ex-Radio  Soldiers  Open 

Okla.  Net  Variety  Show 

EX-RADIO  MEN  recruited  from 
stations  throughout  the  country 
and  now  attached  to  the  Enid  Army 
Flying  School,  Enid,  Okla.,  are 
presenting  a  Wednesday  half-hour 
variety  program  on  KCRC,  Enid, 
which  is  fed  to  the  entire  Oklahoma 
Network.  The  group  is  also  pre- 

senting a  16-act  musical  comedy 
show,  Out  of  the  Blue,  which  will 
tour  Oklahoma  for  the  benefit  of 
the  Soldiers  Welfare  Fund  and  the 
Army  Emergency  Relief. 

Former  radio  men  participating 
in  both  the  program  and  musical 
comedy  are:  Pvt.  Dan  Ryan,  for- 

mer producer  of  WGN,  Chicago, 
writer-producer  of  the  traveling 
show;  Pvt.  Patrick  Murphy,  for- 

mer actor  of  NBC  Chicago;  Cpl. 
Thomas  C.  Fleet,  former  news  and 
sports  editor  of  WBIG,  Greensboro, 
N.  C;  Cpl.  Mack  H.  Webb,  for- 

merly of  the  production  staff  of 
WSIX,  Nashville;  Pvt.  Stan  Pate, 
former  sportscaster  of  WKY,  Okla- 

homa City;  Pvt.  Stanton  Kramer, 
formerly  of  the  press  and  special 
events  department  of  WGN,  Chi- 

cago. Pvt.  Jack  Wilson,  former  an- 
nouncer of  WKY,  Oklahoma  City, 

wrote  the  hit  song  of  the  musical 
comedy,  "Mama  Gave  Up  Her 
Girdle  for  the  Army". 

CANADIAN  GOVERNMENT,  for 
its  power  conservation  campaign,  on 
Nov.  2  started  a  flash  announcement 
campaign  to  twice  daily  Dec.  16, 
Monday  through  Saturday  on  21  On- 

tario and  13  Quebec  stations.  Ac- 
count was  handled  for  the  Govern- 

ment by  the  Advertising  Agencies  of 
Canada,  Toronto. 

Q.  You  describe  football  games? 
A.  I  am  here  to  give  you  a  vivid 

word  picture  of  this  afternoon's 
fray  on  the  chalk-lined  gridiron. 

Q.  What  is  your  vantage  point? 
A.  I  am  in  the  radio  booth, 

perched  high  above  the  field,  wait- 
ing for  the  shrill  blast  of  the 

whistle. 
Q.  Is  there  a  considerable 

crowd? 
A.  The  oval  is  packed  and  what 

a  picture  it  makes.  The  waving 
pennants,  the  colorful  hats  of  the 
ladies,  the  various  uniforms. 

Q.  What  do  they  blend  into? 
A.  They  blend  into  a  riot  of  color. 
Q.  The  weather  is  suitable? 
A.  It's  a  perfect  football  day. 

Cold  and  crisp.  The  ground  is  firm 
and  hard. 

Q.  Is  it  time  to  begin? 
A.  They're  lining  up  for  the kickoff. 

Q.  Is  the  crowd  aware  of  it? 
A.  The  crowd  is  tense — everyone 

is  watching  the  players.  There's a  sudden  hush  over  the  stadium. 

Q.  And? 
A.  There's  the  whistle!  Mike 

Merkchoff  lays  his  toe  to  the  leather 
and  boots  a  beauty! 

Q.  Where  does  it  go? 
A.  The  spheroid  soars  down  the 

field  and  into  the  waiting  arms  of 
Bochalski  who's  off  like  a  scared 
rabbit. 

Q.  Is  Mr.  Bochalski  a  competent 
runner? 

A.  He's  tiny,  fast  and  tricky. 
His  legs  are  working  like  pistons, 

churning  the  ground.  He's  lugging 
that  oval,  flashing  across  the 
stripes. 

Q.  Are  there  attempts  made  to 
thwart  his  progress? 

A.  No.  36  tries  to  spill  him  but 
the  swivel-hipped  Bochalski  pirou- 

ettes past  him. 
Q.  Then  we  may  assume  that  a 

touchdown  is  in  the  offing. 

A.  No  TD  this  trip.  He's  dumped on  the  42. 

Q.  Regrettable. A.  The  boys  are  in  conference 
now— they  spread  back  and  it 
looks  to  me  like  a  pass  coming  up. 

Q.  Yes? A.  It  is  a  pass!  Eichel  hurls 

the  pigskin  in  a  long  arc  and  it's headed  for  Walknell,  the  sticky- 
fingered  end. 

Q.  It  is  received? 
A.  Walknell  plucks  it  out  of  the 

ozone  and  is  carrying  the  mail. 
Q.  Is  he  advancing? 
A.  He  roars  down  the  field  like 

an  express. 
Q.  It  is  fortunate  that  the  field 

is  hard  and  firm.  Suppose  it  was wet  and  soggy? 

A.  He  would  be  slushing  through 
the  ooze.  He's  a  good  mudder. 

Q.  What  is  the  result  of  this run? 
A.  He  flashes  across  the  pay 

stripe  and  chalks  one  up  for  Gron- nus  U. 

Q.  And  the  crowd? 
A.  Pandemonium  reigns  in  the 

stands.  Everbody's  on  their  feet! 
Q.  You  mean,  on  his  feet? 
A.  Whose? 

Q.  A  grammatical  correction. 
However  what  follows? 

A.  The  marker  after. 
Q.  How  is  this  described? 
A.  Spollack's  educated  toe  gets 

the  bid  and  again  the  stands  are 
hushed. 

Q.  Will  Spollack  make  the  point 
after  touchdown? 

A.  The  oval  sails  over  the  cross- 

bar and  splits  the  uprights.  There's the  clincher. 
Q.  Gratifying.  It  argues  well  for 

Gronnus  U.  As  the  game  pro- 
gresses, will  there  be  similar  ex- 

citing moments? 
A.  Undoubtedly  there'll  be  a  sen- 

sational run  by  Michlik,  the  will  o' 
the  wisp  halfback. 

Q.  Yes? A.  We  can  expect  Fullback 
Cernecki  to  hit  that  line. 

Portland    (Me.)    Sunday  Telegram 

News  item:  Army  Football  coaches 
are  rumored  to  be  sending  in- 

structions from  the  bench 

by  shortwave 

Q.  Will  it  hold? A.   He'll  hit  that  line  like  a 
battering  ram.  .  .  . 

Q.  And? A.  He'll  go  through  it  like  it  was 
made  of  paper.  He'll  pull  his  head down  and  bull  his  way  through  it. 
The  defense  will  be  scattered  like 
leaves  in  the  wind. 

Q.  But  if  he  fails  to  get  through? 
A.  The  line  will  hold  like  a  stone 

wall.  There'll  be  the  thud  of  body 
against  body. 

Q.  An  impasse.  What  follows? 
A.  The  quarterback  will  call  the 

boys  into  a  meeting  and  master- mind them  out  of  the  tough  spot. 

Q.  What  about  the  coach? 
A.  He'll  be  nervously  pacing  in 

front  of  the  bench,  plotting strategy. 

Q.  Will  he  be  successful? 
A.  The  old  grid  mentor  is  chew- 

ing on  his  famous  cigar  and  you 
can  be  sure  he'll  pull  one  out  of 
the  hat.  He's  got  something  up  his 
sleeve,  you  can  bet. 

Q.  Are  there  any  players  on  the 
bench? 

A.  Another  squad  is  warming 
the  maple,  picking  up  slivers. 
Others  are  prancing  nervously 
about,  eager  to  get  in  the  fray. 

Q.  All  in  all,  would  you  say  this 
is  an  interesting  game? 

A.  It's  the  game  of  the  year  I 
The  battle  of  the  mastodons !  What 
fleet-footed  ends!  What  pile-driv- 

ing backs!  What  ferocious  offense! 
What  dogged  defense!  What  raz- zle-dazzle! 

Q.  Thank  you,  Mr.  Football  an- 
nouncer. I'm  sure  that  does  it. 

Cowles  Benefactions 
THE  Gardner  Cowles  Foundation,  es- 

tablished in  1924  by  the  president  of 
the  Des  Moines  Register  &  Tribune 
Co.,  and  father  of  Gardner  Cowles 
Jr.,  president  of  Iowa  Broadcasting 
Co.,  now  assistant  director  for  domes- tie  operations  of  OWI,  has  donated 
to  Grinnell  College  in  Iowa  a  $125,- 
000  residence  building  and  dining  hall 
as  an  addition  to  the  men's  dormitory system.  The  new  building  is  called 
Cowles  Hall.  The  senior  Mr.  Cowles, 
who  attended  Grinnell  more  than  60 
years  ago,  and  his  wife  have  given 
$500,000  to  Iowa  institutions  during the  last  seven  years. 

Just  what  the  PUERTO  RICAN 

audience  wants! 

*  Local  and  international  AP  news 

*  Good  Commentators 

*  Sports  programs 

*  Children  programs 

*  Dramatizations 

*  Popular  music 

*  Comedy  sketches 

*  Religious  programs 

*  Variety 

*  Well  balanced  schedule  from 

7  AM  to  n  PM 

WIAC 

"First  on  all  P.  R.  dials" 

Box  4504-San  Juan,  P.  R. 
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ther  minds  chart  the  course,  other  voices  bark  the  commands,  other 

hands  release  the  bombs  .". .  but  yon  are^there.  too. 

Yon  are  there  as  surely  as  though  yon  sighted  the  target  yourself. 

Bfo  matter  if  yon  are  on  the  other  side  of  the  sea  ...  if  your  job  is  talking 

into  a  mike  or  spraying  a  fuselage  or  patrolling  an  air-raid  sector  or 

harvesting  wheat  in  a  Kansas  field.  There  are  countless  war-ways  to  ac- 

company that  heroic  crew  on  its  mighty  mission  to  Berchtesgaden. 

You^re  flying  with  them.   They'll  never  get  there  without  you. 
\ 

Let's  go !  Were  on  our  way_to  Berchtesgaden ! 



LITTLE  JOYCE'S  BIG  BOOST 

'Sonovox'  Personality  With  Deep  Bass  Voice 

 Proves  Popular  Sales  Assistant  on  KROC  

Sports,  Olson  Feature 
Radio   Executives  Club 

ENTERTAINMENT,  centering  on 
sports  and  the  "show  business", was  the  highlight  of  the  Nov.  4 
luncheon  meeting  of  the  Radio 
Executives  Club  of  New  York.  Ole 
Olson,  co-owner  with  Chic  John- 

son, of  "Sons  o'  Fun"  Broadway 
show,  was  the  joke-telling  m.c.  for 
a  session  on  baseball  and  other 
sports  as  discussed  by  Sportswrit- 
ers  Tom  Meany  and  Tom  Reilly  of 
PM,  New  York  daily  newspaper, 
and  Lester  Bromberg,  New  York 
World  Telegravi. 

Out-of-town  guests  were  George 
Xiasker,  WORL,  Boston;  Joseph 
Keown,  WJBO,  Baton  Rouge,  and 
Alex  Sherwood,  Standard  Radio, 
Chicago. 

MAINTAINING  a  custom  which  has 
marked  most  important  elections,  the 
last  minute  election  returns  of  WFIL, 
Philadelphia,  were  brought  to  its  audi- 

ence on  Tuesday  night  by  Samuel  R. 
Rosenbaum,  president  of  the  station. 
The  election  returns  were  sponsored 
by  Spatola  Wines. 

THE  STORY  OF  the  success  of 
"Little  Joyce  with  the  peculiar 
voice",  a  Sonovox  radio  personality 
developed  by  Velie-Ryan  Soft  Drink 
Distributors  of  Rochester,  Minn.,  is 

graphically  told  in  a  ten-page,  two- 
color  brochure  prepared  by  the 
Sonovox  Division  of  Free  &  Peters. 

Altogether,  160  daytime  an- 
nouncements were  used  during  a 

one-month  period  last  summer  on 
KROC,  Rochester,  Minn.,  advertis- 

ing Nesbitt's  Orange  Drink.  Half 
of  the  spots  were  straight  one- 
minute  transcribed  announcements 
selling  the  orange  drink,  and  the 
other  half  were  30  seconds  of  Lit- 

tle Joyce  and  30  seconds  of  a  local 
announcer  giving  details  of  a  Lit- 

tle Joyce  contest. 
As  a  checking  and  merchandis- 

ing feature  of  the  spots  a  contest 
with  cash  prizes  for  the  best  imita- 

tion of  the  "peculiar  voice  of  Little 
Joyce"  was  held.  The  finals  were 
judged  on  a  Saturday  morning  at 
a  local  theater  before  an  audience 

of  1,600  youngsters  who  were  ad- 
mitted to  the  theater  with  five  Nes- 

bitt  bottle  crowns  each.  Thus  8,000 
proofs  of  purchase  were  represent- 

ed by  the  youngsters  who  judged 
the  contest. 

According  to  Richard  Ryan  part- 
ner of  the  soft  drink  distributors, 

during  the  one-month  campaign, 
sales  increased  31%  over  the  pre- 

vious year  and  the  advertising 
costs  were  nearly  50%  less  than 
promotional  expenditures  during  a 
corresponding  period  of  a  previous 

year. 

23  SPONSORS  BEAM 

NBC  NET  PROGRAMS 

NBC  is  now  shortwaving  23  com-  | 
mercial  programs  to  United  States 
armed  forces  stationed  abroad.  All 
but  three  of  the  total  are  rebroad- 
cast  by  transcription:  Three-Ring 
Round  Up,  P.  Ballantine  &  Son;  ' Esso  Reporter,  Standard  Oil  Co. 
of  N.  J.;  Sports  Roundup,  R.  J. 
Reynolds  Tobacco  Co. 

Transmitted  by  transcription  in 
order  to  reach  camps  and  posts  at  i 
the  most  convenient  time  for  ser- 

vicemen are:  Bill  Stern's  Sports 
Newsreel,  Colgate-Palmolive-P  e  e  t 
Co.;  Bandwagon,  F.  W.  Fitch  Co.; 
Fibber  McGee  &  Molly,  S.  C.  John- 

son &  Son;  National  Barn  Dance, 
Miles  Labs.;  Truth  or  Conse- 

quences, Procter  &  Gamble  Co.; 
Music  Hall,  Kraft  Cheese  Co.; 
Johnnie  Presents,  Philip  Morris, 
Ltd.;  Steelmakers,  Wheeling  Steel 
Corp.;  Grade  Fields,  American 
Cigar  &  Cigarette  Co. ;  Information 
Please,  American  Tobacco  Co.; 
Voice  of  Firestone,  Firestone  Tire 
&  Rubber  Co.;  Dr.  I.  Q.,  Vick 

Chemical  Co.;  Horace  Heidi's Treasure  Chest,  Lewis-Howe  Co.; 
Famous  Jury  Trials,  Williamson 
Candy  Co.;  Kay  Kyser,  American 
Tobacco  Co.;  Inner  Sanctum  Myst- 

eries, Carter  Products;  Can  You 
Top  This?,  Colgate-Palmolive-Peet 
Co.;  Tommy  Riggs,  Lever  Bros.; 
Meet  Your  Navy,  Hall  Bros.;  and 
Abbott  and  Costello,  R.  J.  Reynolds 
Tobacco  Co. 

Lucken  King  Is  Named 

To  Top  New  Media  Body 
FORMATION  of  the  Assn.  of 

Agency  Media  Men  and  the  elec- tion of  temporary  officers  for  the 
organization  was  announced  last 
week,  following  a  preliminary 
meeting  in  New  York  Oct.  28.  Pur- 

pose and  aims  of  the  association 
have  not  yet  been  announced,  pend- 

ing a  second  meeting  Nov.  18  at 
the  Hotel  Sheraton,  New  York, 
during  which  tentative  by-laws  will 
be  submitted  by  selected  commit- 
tees. 

Temporary  officers  elected  were 
Lucien  King,  Arthur  Kudner  Inc., 
chairman;  Joseph  Burland,  Kelly, 
Mason  Inc.,  vice-president;  Robert 
R.  White,  Wm.  Esty  &  Co.,  secre- 

tary, and  Marc  Seixas,  White, 
Lowell  &  Owen,  treasurer. 

Discs  in  Library 

FREDERIC  W.  ZIV  Inc.,  Cincin- 
nati agency,  reports  that  the  nine 

discs  of  the  new  transcribed  show 
Eye  Witness  News,  now  carried  by 
72  stations,  will  be  on  file  in  the 
Library  of  Congress  as  part  of  the 
permanent  record  of  World  War 
II.  Produced  by  John  L.  Sinn,  vice- 
president  in  charge  of  the  New 
Y"ork  office,  the  show  dramatizes 
eyewitnesses  accounts  of  the  United 
Nations  at  war.  Press  Association 
Inc.  is  donor. 

CBC  Board  Meets  Nov.  30 
FIRST  MEETING  of  the  board  of 
governors  of  the  Canadian  Broadcast- 

ing Corp.  under  the  new  general  man- agership of  Dr.  J.  S.  Thomson,  is 
scheduled  for  Nov.  30  at  Ottawa.  Dr. 
Thomson  took  over  his  duties  on 
Nov.  2,  while  Maj.  Gladstone  Murray, 
former  general  manager,  became  di- rector-general of  broadcasting  on  that 
day,  with  headquarters  at  Toronto. 

.  .  .  that  you  didn't  even  get  a postcard  from  PISCATAQUIS 
COUNTY  in  Maine!  You  see, 
WHN,  PISCATAQUIS 
COUNTY  happens  to  be  where 
WLBZ  was  "born  and  brung 
up"  years  ago  .  .  .  21  years  ago, in  faa! 

While  we're  now  in  PENOB- 
SCOT COUNTY,  Maine  .  .  . 

Bangor  to  be  exact,  we're  still "at  home"  to  the  folks  in  PIS- 

CATAQUIS. Even  though  we've taken  on  "airs"  with  most  of 
"them  outside  programs"  we're 
still  the  "home"  station  to  PIS- 

CATAQUIS folks  ...  and  the 
rest  of  the  Maine  people  who  ap- 

preciate the  fact  that  WLBZ 
never  forgets  it  is  the  MAINE 
station  FOR  MAINE  people! 

We  do  congratulate  you  on 
having  received  some  mail from  Maine. 

WLBZ 

620  KC. 

1000  WATTS  DAY 

FULL  TIME 

500  WATTS  NIGHT 

Our  local  programs  are  specially  built  for  the  Maine  audience.  WLBZ  is  also  available  through 
the  National  Broadcasting  Co.,  the  Yankee  Network  and  the  New  England  Regional  Network 

THE  MAINE  BROADCASTING  COMPANY,  Inc.  •  Bangor,  Maine 
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V/ 

WKZO  KICKS  GOAL 

GRAND  RAPIDS! 

New  studios  in  Western  Michigan's  greatest  de- 
partment store,  Herpolsheimers  in  Grand  Rapids; 

an  increase  in  nighttime  power,  pouring  the  equiv- 
alent of  25,000  watts  in  the  direction  of  Grand 

Rapids;  and  more  than  fifty  headline  CBS  shows 

per  week — that's  our  record  for  1942. 

FREE  &  PETERS,  INC., NATIONAL  REPRESENTATIVES 

z  o 

John  E.  Fetzer, 

President  &  General  Manager 

The  strongest  selling  force  in  the  KALAMAZOO-GRAND 

RAPIDS  AREA  and  the  great  Western  Michigan  market. 
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"AltlH  IVn  THi:  fllXXKII  TAIII.K^ 
Served  «>  Yottr  Taste  Each  E\entn;4  at  6.15  to  6,45  P.  Ni 

George  Ycatnian's  Orchesti-a  With  Songs  By  Margie  Wc<tid 



nean  more  listeners 

kyourWBALpitM
nams 

FULL  PHGES  111  1942 

in  the 

BRLTimORE  HEUIS-PDST 

(Largest  Evening  Circulation  in  the  South) 

Pounding  away,  week  after  week,  month  after  month,  all  through  1942, 

WBAL  has  been  winning  more  listeners  for  YOUR  programs  with  these 

powerful,  full  page  ads  in  the  Baltimore  News-Post. 

It's  one  of  the  great  radio  station  promotion  campaigns  of  all  time! 

one  OF  nniERicAS 

GREAT  RADIO  STATIORS 

REPRESENTED  NATIONALLY  BY  EDWARD  PETRY  &  CO.,  INC. 
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Wage  Puzzle 

IF  THE  INDUSTRY  is  confused  by  the  new 
salary  and  wage  freeze,  and  if  it  wonders  what 
to  do  when  a  prize  announcer  is  tempted  away 
by  an  offer  of  $5  more  from  the  50,000-watter 
in  Bigtown,  it  has  a  lot  of  company  in  the  busi- 

ness world-.  As  the  situation  stands  today,  it  is 
hard  to  find  anyone — well-informed  officials  in- 

cluded— who  will  hazard  an  estimate  of  how 
much  autonomy  in  adjusting  pay  scales  the 
individual  radio  station  executive  retains  to 
prevent  pirating  of  his  staff. 

John  L.  Sullivan,  Assistant  Secretary  of  the 
Treasury,  said  employers  paying  stenographers 
$30  a  week  cannot  pay  $40  merely  because 
others  offer  that  money.  Yet,  asked  if  the 
Treasury  contemplates  freezing  persons  in 
their  jobs  to  prevent  shifts  of  salaried  people, 

Mr.  Sullivan  replied,  "This  is  not  the  function 
of  the  Treasury." 

Radio  station  people  face  this  problem  every 
day.  Eventually  Paul  V.  McNutt,  Judge 
Byrnes,  the  Treasury,  or  someone  somewhere  is 
going  to  discover,  as  businessmen  know,  that 
the  salary  freeze  is  unworkable  unless  freezing 
wages  and  freezing  jobs  are  treated  as  one 
problem. 

Best  hope  for  immediate  relief  is  to  be  found 
at  the  field  offices  the  Treasury  is  now  estab- 

lishing in  major  cities  to  administer  the  freeze. 
There,  veteran  employes  of  the  Bureau  of  In- 

ternal Revenue  will  interpret  the  eligibility 
for  salary  increases  of  individual  white  collar 
workers,  executives  and  professional  workers. 
Other  employes,  covered  by  wage  contracts,  are 
under  jurisdiction  of  the  War  Labor  Board. 

For  his  health's  sake,  and  for  safe  informa- 
tion, the  confused  station  executive  should  not 

look  to  Washington  but  should  go  to  his  nearest 
field  office  and  put  his  problem  in  the  Treas- 

ury's lap. 

Manpower  Must 

SEVERAL  months  ago,  Maj.  Gen.  Hershey 
advised  the  nation's  industries  to  take  an  in- 

ventory of  their  essential  employes  and  plan 
replacement  programs  to  care  for  vacancies 
created  by  the  draft.  Some  broadcasters  have 

already  decided  upon  their  "essential  men", 
and  others  are  in  the  process  of  completing 
their  lists. 

Inquiries  have  come  to  Broadcasting  from 
station  operators  anxious  to  know  the  best 
way  to  protect  key  personnel.  Selective  Serv- 

ice anticipated  this  question  several  weeks 
ago  when  it  announced  that  a  form  (42-A) 
had  been  prepared  for  use  by  employers  in 
furnishing  local  boards  with  necessary  infor- 

mation on  "essential"  employes.  Every  sta- 
tion manager  should  obtain  from  local  boards 

enough  forms  for  all  his  key  men  now  and 
file  them  with  local  boards  immediately. 

This  will  provide  local  boards  with  vital 
information  concerning  registrants  and  enable 
them  to  handle  individual  cases  more  intelli- 

gently. Statements  of  essentiality,  represented 
by  these  forms,  should  be  filed  immediately. 
Forewarned,  a  board  can  be  fair  with  employer 
and  employe  alike.  Uninformed,  a  board  can 
not  be  expected  to  know  that  a  man  is  essen- 

tial and  deferable  under  the  recently  an- 
nounced essential  categories  [Broadcasting, 

Oct.  19]. 

The  Coons  Study 

SELF-INTEREST  ALONE  should  dictate 
strong  industry  support  for  the  NAB  retail 

promotion  committee's  projected  study  of  re- 
tailers, particularly  department  stores,  as  a 

potentially  larger  and  more  effective  user  of 
radio  time.  If  the  tiniest  idea  should  evolve 
therefrom  to  give  any  station,  large  or  small, 
an  additional  sales  approach  to  hesitant  retail 
establishments,  it  should  be  well  worth  the 
cost. 

The  retailers,  too,  are  facing  enormous  per- 
plexities in  the  light  of  war  demands,  and  the 

Sheldon  Coons  study  [Broadcasting,  Nov.  2] 
is  calculated  to  help  broadcasting  by  help- 

ing retailers  solve  their  own  problems.  Vast 
changes  are  obviously  coming  in  the  consumer 
economy,  changes  which  the  commercial  de- 

partments of  broadcasting  stations  may  be  able 
to  help  their  clients  meet. 

The  business  forecasters  seem  agreed  that 
1942  Christmas  business  will  be  the  highest 
on  record  for  dollar  sales  volume  of  most  mer- 

chandise concerns,  except  for  certain  stores 
operating  in  non-defense  areas  and  companies 
dependent  upon  hard  goods.  Inventories  are 
still  large,  and  people  in  most  communities 
have  more  money  to  spend  than  ever  before. 
But  the  end  to  the  lush  days  may  come  soon 
after  irreplaceable  inventories  are  depleted. 

As  one  of  the  best  of  the  business  writers 
put  it,  most  civilian  businesses  are  now  feeling 
the  war  in  only  minor  preliminary  ways.  He 

calls  the  present  period  a  "hangover"  from 

AND  STILL  THEY  COME 

WHEN  this  war  started,  almost  a  year  ago 
we  frankly  figured  that  FM  was  in  for  a  long 
spell  of  hibernation  along  with  all  the  other 
finer  but  non-essential  things  that  were  be- 

ginning to  take  their  places  in  the  pattern  of 
American  living.  Some  of  our  worst  expecta- 

tions were  realized.  The  WPB  clamped  down 
on  the  manufacture  of  further  FM  receivers, 
and  much  of  the  material  used  in  constructing 
new  stations  was  frozen  tighter  than  a  skat- 

ing rink.  Today  there's  a  shortage  of  skilled 
manpower  to  run  the  gadgets  and  glinkets 
behind  FM  control  panels,  and  the  replace- 

ment of  vacuum  tubes  in  FM  transmitters  is 
little  more  than  a  fluffy  daydream. 

And  yet — in  spite  of  those  limitations — FM 
stations  keep  going  on  the  air.  Maybe  not  so 
big  or  so  powerful  as  original  plans  called 
for — but  they  still  get  on  the  air.  Usually  it's 
by  virtue  of  material  already  on  hand,  or 
equipment  partially  completed  when  the  war 
started.  (No  black  market  in  FM  transmitters, 
if  that's  what  you're  thinking.)  To  us,  this  is 
clear  indication  of  the  tremendous  momentum 
FM  broadcasting  had  built  up  in  pre-war 
months — a  momentum  that  carries  over  into 
wartime  and  will  probably  keep  FM  quietly  idl- 

ing until  the  time  arrives  to  open  up  the 
throttle  again. — From  the  Bulletin  of  FM 
Broadcasters  Inc. 

THE  RADIO  SERIAL 

THE  RADIO  serial  is  basically  a  moderniza- 
tion of  one  of  the  most  ancient  entertainment 

forms.  Since  the  beginning  of  time,  men  and 
women  have  told  one  another  stories — not  for 
the  sake  of  escape,  but  simply  to  give  pleasure. 

Ancient  epics  like  'Beowulf',  recited  install- 
ment fashion  for  weeks  on  end,  illustrate  this 

art  of  continuous  narration.  And  I  believe  this 
should  be  the  function  of  radio  story-telling 
today. 

There  is  plenty  of  room  in  radio  for  writers 
with  new  and  interesting  viewpoints  and  tech- 

niques, and  radio,  being  a  specialized  medium, 
should  produce  its  own  brand  of  creative 
authors.  When  script-writers  more  fully  realize 
that  radio  is  a  full-fledged  art  in  its  own 
right,  then  radio  as  an  authentic  art  form  will 
have  no  limits. 

In  radio  we  don't  have  the  physical  limita- 
tions of  the  stage  and  films.  On  the  air  any 

desired  setting  can  be  created  easily.  And 
radio  parts  leave  a  lot  of  room  for  individual 
development  and  interpretation  by  the  actor 
or  actress — which  is  a  good  thing.  Given  a 
fair  chance,  I  think  radio  performers  do  far 
and  away  the  best  acting  of  the  day. 

The  time  isn't  far  off  when  radio  will  boast 
its  own  Eugene  O'Neills  and  G.  B.  Shaws — • 
they  probably  exist  already,  just  waiting  for  a 
fuller  chance  to  develop  and  exhibit  their  tal- 

ents. Give  them  just  a  little  more  time.  After 
all,  radio  is  still  an  infant  art  form  compared 
to  mediums  like  the  theatre.  But  a  mighty 

precocious  infant  if  you  ask  me! — Sandra 
Michael,  author  of  NBC  serial  'Against  the 
Storm',  Peabody  prize  winner. 

peacetime.  He  reckons  that  the  great  wave 
of  changes  to  come  will  take  about  six  months. 

Radio  and  its  clients  must  prepare  for  those 
changes.  An  objective,  analytical  study  of  re- 

tail trends  should  help  build  bulwarks  against 
the  inevitable  tides  that  might  easily  engulf the  unwary. 
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OLIVER  GRAMLING 

One  word  better  than  any  oth- er perhaps  describes  Oliver 
Gramling,  38-year-old  as- 

sistant general  manager  of 
Press  Association  Inc. — energy.  Al- 

most since  the  time  as  a  youngster 
that  he  thought  he  would  take  up 
sign  painting  as  a  career,  Gramling 
has  been  telescoping  two  working 
days  into  the  space  of  one.  As  wit- 

ness the  publication  this  week  of  his 
second  book,  Free  Men  Are  Fight- 

ing, which  he  had  to  write  in  the 
spare  moments  he  could  squeeze 
from  his  myriad  duties  with  PA, 
which  distributes  Associated  Press 
news  to  radio  stations  and  engages 
in  many  other  activities  in  the  radio 
field. 

His  book  Free  Men  Are  Fighting, 
is  the  story  of  World  War  II  and 
covers  the  period  from  Aug.  28, 
1939  to  July  4,  1942.  Co-authors 
with  Gramling  are  AP  correspond- 

ents around  the  world.  The  volume 
is  dedicated  to  newsmen  every- 

where. And  the  publisher's  advance 
reports  are  that  it  will  be  a  best 
seller. 
That  sign  painting  career  of 

Gramling's  was  very  short  lived. 
Once  the  decision  was  made,  he 
equipped  himself  with  brushes  and 
paints  and  set  about  to  drum  up 
business.  That  was  in  Tallahassee, 
Pla.,  where  he  was  born  Aug.  30, 
1904.  His  first  customer  was  the 
owner  of  the  only  shoe  repair  shop 
in  town.  He  was  to  paint  six  signs 
reading,  "Hurry  to  W.  Giles  Shoe 
Shop  to  Get  Your  Shoes  Repaired." 
For  this,  he  was  to  get  $9.  He 
painted  and  posted  the  signs  along 
the  highway  outside  of  town,  then 
went  to  collect.  Mr.  Giles  said  he'd 
have  to  see  the  signs  first.  He  went 
out  a  couple  of  days  later,  by  which 
time  road  crews  had  torn  down  the 
signs.  Mr.  Giles  said  that,  under 
the  circumstances,  he  couldn't  pay 
cash,  but  made  Gramling  a  pair  of 
shoes  instead.  Gramling  decided 
sign  painting  was  not  the  right 
career. 

It  was  about  this  time  that 
Gramling  got  his  first  taste  of 

radio.  The  local  Elks  club  purchas- 
ed a  crystal  set  and  a  pair  of  ear- 

phones. Every  night,  people  would 
line  up  for  blocks  for  the  opportun- 

ity to  listen  for  a  moment  or  two 
to  the  magical  music  coming  as 
from  nowhere.  Many  a  night 
Gramling  stood  in  that  line.  It 
wasn't  long  before  he  had  the  attic 
of  his  home  cluttered  with  coils, 
pieces  of  bakelite,  wires  and  more 
wires.  He  never  got  a  set  that  would 
work  then,  but  in  the  years  that  fol- 

lowed, as  radio  grew  and  as  Gram- 
ling worked  on  newspapers  and 

then  with  the  Associated  Press,  he 
never  lost  his  interest  in  radio. 

After  a  brief  tour  as  doorkeeper 
of  the  Florida  State  Senate  during 
which  he  drew  $6  a  day  while  the 
lawmakers  got  $7,  Gambling  turn- 

ed to  newspaper  work  at  the  age  of 
15.  His  first  job  was  on  the  Talla- 

hassee Daily  Democrat — no  salary. 
He  was  attending  high  school  at  the 

time.  But  even  that  wasn't  enough 
to  consume  his  seemingly  unlimited 
energy.  So  he  and  an  itinerant 
newsman  on  the  paper  took  a  brief 
fling  at  running  a  matrimonial 
bureau  on  the  side — chiefly  with  the 
idea  of  finding  a  bride  for  the  itin- 

erant newsman.  This  failing,  the 
bureau  was  closed. 
From  high  school,  Gramling 

went  to  Oglethorpe  U  on  a  football 
scholarship.  Once  again  his  energy 
led  him  into  a  side  field — the  col- 

lege's semi-professional  stock  com- 
pany. He  wrote  a  play  entitled,  of 

all  things,  "Back  From  Africa."  It's still  used  as  a  model.  After  two 
years  at  Oglethorpe,  Gramling 
went  to  work  for  the  AP  at  Atlanta 
and  Raleigh.  Later  he  resigned  to 
attend  Columbia  U,  where  he  re- 

ceived his  degree.  Following  gradu- 
ation, he  went  to  work  on  the  New 

York  Times  and  then  rejoined  AP. 
That  was  the  start  of  the  trail 
which  led  him  to  radio.  After  serv- 

ice as  a- reporter,  editor  and  execu- 
tive in  the  news  division,  Gramling 

became  executive  assistant  to  Gen- 
eral Manager  Kent  Cooper.  His 
(Continued  on  page  38) 

NOTES 

ROBERT  S.  COLLINS,  former  Chi- 
cago sales  manager  of  Newspaper 

Groups  Inc.,  has  joined  the  Chicago 
sales  staff  of  Free  &  Peters,  station 
representatives.  Mr.  Collins,  whose 
work  has  been  concentrated  during 
the  last  15  years  on  the  newspaper 
supplement  field,  had  previously  been 
with  Lord  &  Thomas  and  Conover- 
Mooney,  Chicago  agencies. 

EDWARD  P.  SHURICK,  recently 
national  advertising  manager  of  the 
Ogden  Standard-Examiner,  has  re- 

joined KLO,  Ogden,  as  advertising 
manager.  Frank  Kaull  has  resigned 
as  sales  accountant  of  KLO  to  work 
at  the  Ogden  Quartermaster  Depot. 
Harold  S.  Yoe,  for  15  years  with 
newspapers  in  Chicago,  New  York 
and  San  Francisco,  has  joined  the 
station  as  account  executive. 

WALTER  BEADELL,  sales  and  pro- 
motion manager  of  WAAF,  Chicago, 

formerly  with  WISN,  Milwaukee, 
WOWO,  Fort  Wayne,  and  WFBM, 
Indianapolis,  has  joined  the  Chicago 
sales  staff  of  Joseph  Hershey  Mc- 
Gillvra,  station  representative. 

LAWRENCE  LOWMAN,  former 
vice-president  of  CBS  New  York,  and 
now  a  major  in  the  Army,  is  tempor- 

arily on  the  West  Coast. 

RAY  L.  MOSS,  formerly  in  sales  de- 
partment of  WJPF,  Herrin,  111.,  has 

joined  the  sales  department  of  WMC, 
Memphis. 

KATHERINE  MacEWEN,  formerly 
with  the  Bridgeport  Times  Star  and 
the  Patterson  Morning  Call,  has  joined 
the  sales  department  of  WSRR,  Stam- ford, Conn. 

BENEDICT  GIMBEL  Jr.,  president 
of  WIP,  Philadelphia,  last  week  cele- 

brated his  twelfth  year  in  radio.  In 
1931,  he  resigned  from  a  vice-presi- 

dency and  directorship  in  the  Gimbel 
Brothers  department  store  to  become 
president  of  WIP. 

DON  S.  ELIAS,  vice-president  of  the 
Asheville  (N.  C.)  Citizen-Times,  in 
charge  of  the  operation  of  WWNC, 
was  honor  guest,  along  with  Charles 
A.  Webb,  president,  and  D.  H.  Ram- 

sey, general  manager,  at  a  recent  dis- 
trict meeting  of  the  American  Legion 

held  to  award  the  newspaper  a  spe- 
cial citation  for  news  coverage  of 

the  Legion's  1941-42  program. 

J.  C.  ALDIGE,  formerly  in  adver- 
tising work  in  Los  Angeles,  has  joined 

the  commercial  department  of  KGW- 
KEX,  Portland,  Ore.  He  fills  the 
vacancy  of  Chester  L.  Blomsness,  now 
a  first  lieutenant  in  the  Army  Air Forces. 

THEODORE  GRANIK,  attorney  and 
founder  of  the  MBS  American  Forum 
of  the  Air,  on  Nov.  1  was  named 
spokesman  and  national  general  coun- 

sel for  the  American  Business  Con- 
gress, a  country-wide  organization  of 

little  businessmen. 

JOEL  H.  SCHEIER,  former  insur- 
ance man,  has  joined  the  staff  of 

WMFF,  Plattsburg,  N.  Y.,  as  com- 
mercial manager. 

S.  A.  CISLBR,  general  manager  of 
WGRC,  Louisville,  recently  became 
the  father  of  a  boy. 

FRANK  RADCLIFFE  has  been  ap- 
pointed manager  of  CFOS,  Owen 

Sound,  Ont.,  succeeding  Ralph  Snel- 
grove,  who  has  joined  the  Royal 
Canadian  Navy. 

EARL  McCOLLUM,  since  1928  first 
vice-president  and  assistant  general 
manager  of  the  Kansas  City  Star, 
operating  WDAF,  has  been  elected 
pi'esident  and  general  manager,  suc- 

ceeding the  late  George  B.  Longan. 
C.  G.  Wellington,  assistant  managing 
editor,  fills  Mr.  Longan's  vacancy  on the  board.  Henry  J.  Haskell,  editor, 
has  been  named  first  vice-president, 
and  Roy  A.  Roberts,  managing  Editor, 
becomes  second  vice-president. 
VERNON  G.  MITCHELL,  formerly 
associated  with  Eli  Lilly  &  Co., 
Indianapolis,  has  been  appointed  gen- eral sales  manager  of  White  Labs., 
Newark,  sponsor  of  Douhle  or  Nothing 
on  MBS  through  Pharmaco  Inc.,  in 
behalf  of  Feena-Mint. 

EDGAR  KOBAK,  executive  vice- 
president  of  BLUE,  last  week  re- turned from  a  tour  of  Rochester, 
Buffalo,  Cincinnati,  Nashville  and 
Atlanta,  where  he  conferred  with  man- 

agers of  BLUE  affiliates,  advertisers 
and  agencies.  While  in  Nashville, 
Kobak  looked  in  on  the  NAB  district 
meeting,  and  visited  his  son  Edgar 
H.  Kobak,  an  aviation  cadet  at  the 
Army  Air  Forces  classification  center. 
LARRY  E.  GUBB,  chairman  of  the 
board  of  Philco  Corp.,  has  been  elected 
president  of  the  Cornell  U  Alumni 
Assn.  Mr.  Gubb  graduated  from 
Cornell  in  1916. 

EDWIN  MOSS  WILLIAMS,  vice- 
president  and  general  business  man- ager of  United  Press,  New  York,  is 
father  of  a  baby  girl,  born  Oct.  27. 
ARTHUR  DART,  editor  of  the  Shell 
Oil  Co.,  magazine  Progress,  San  Fran- 

cisco, has  joined  the  Army  Air  Forces 
as  a  private. 
DAVID  H.  HARRIS,  recently  traffic 
manager  of  WXYZ,  Detroit,  has  been 
named  program-production  manager  of 
WTAG,  Worcester,  replacing  William 
T.  Cavanagh.  He  has  been  associated 
with  the  King-Trendle  Broadcasting 
Corp.  for  the  last  nine  years,  the  last 
year  as  traffic  manager  of  the  Michi- 

gan Radio  Network  where  his  duties 
include  supervision  of  programming. 

CARL  I.  WHEAT,  former  FCC  as- 
sistant general  counsel,  has  formed  a 

law  partnership  with  Robert  E.  May, 
to  be  known  as  Wheat  &  May,  with 
offices  in  the  Shoreham  Bldg  ,  Wash- 

ington, and  the  Mills  Towers,  San Francisco. 

ALDEN  R.  GRIMES,  operator  of 
Associated  Radio  Markets,  Minne- 

apolis special  representative  firm,  re- ported for  military  duty  Nov.  3,  and 
has  closed  down  his  concern. 

JULES  ALBERTI.  BLUE  director- 
producer,  has  joined  the  Treasury 
war  savings  staff  in  charge  of  station relations. 

W.  R.  GARDNER  has  been  ap- 
pointed manager  of  CKMO,  Van- couver, B.  C,  succeeding  Roy  Wright, 

who  has  joined  CFAR,  Flin  Flon, 
Man.,  as  manager. 
HARRY  BURWELL  has  joined  tke 
staff  of  WMBS,  Uniontown,  Pa.,  as 
commercial  manager,  and  Dolores 
Martin  as  continuity  writer.  Mr.  Bur- 
well  replaces  Michael  Slagel. 
ROY  HOFF,  former  salesman  of 
CKWS,  Kingston,  Ont.,  has  been  ap- pointed commercial  manager  of  the 
station.  Bill  Aldrieh  has  joined  the 
CKWS  sales  staff,  coming  from 
CKGB,  Timmins,  Ont. 
O.  L.  SMITH,  account  executive  of 
WNOX,  Knoxville,  has  been  appointed 
a  colonel  on  the  staff  of  Gov.  Prentice 
Cooper,   of  Tennessee. 
PHIL  CARLIN,  vice-president  in 
charge  of  programs  of  BLUE,  was 
guest  of  honor  last  week  at  a  luncheon 
of  the  Metropolitan  Opera  Guild  in 
New  York. 

TOM  COLTON,  manager  of  WWSR, 
St.  Albans,  Vt.,  is  father  of  a  baby 
girl,  born  Oct.  1. 
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Today  the  news 

is  strictly  personal 

It  was  yesterday  that  the  people  listened  to 

news  reports  objectively. 

Today  the  news  is  strictly  personal — 

your  son  in  Australia — his  nephew  in  Britain 

— her  husband  in  Egypt.  They're  all  part 

of  today's  news. 
The  radio  station  which  does  the  best  job 

of  reporting  the  news  is  doing  the  best  job 

for  the  radio  industry  and  the  public. 

WGN  is  doing  that  kind  of  a  job  in 

Chicago. 

WGN  reports  the  news  frequently  and 

regularly. 

WGN  supplements  these  regular  news 

broadcasts  with  informal  and  authoritative 

interviews  with  people  who  have  first-hand 

knowledge  concerning  the  latest  news 

events. 

WGN — Mutual  present  competent  com- 
mentators whose  expert  analyses  clarify  the 

sometimes  confusing  succession  of  events — 

men  like  Boake  Carter,  Gabriel  Heatter, 

Raymond  Clapper,  John  B.  Hughes  and 

Stanley  Johnston. 

WGN  broadcasts  two  of  the  foremost 

public  discussion  forums — the  Northwest- 

ern Reviewing  Stand  and  the  American 

Forum  of  the  Air. 

Because  WGN  does  such  an  excellent 

job  of  news  reporting,  more  people 

listen  to  WGN's  news  broadcasts  than 

to  those  of  any  other  Chicago  station. 

A  Clear  Channel 

Station 
50,000  WaHs  •  720  Kilocycles 

MUTUAL  BROADCASTING  SYSTEM 

EASTERN  SALBS  OFFICE: 
220  E.  42nd  Sfreet 
New  York,  N.  Y. 

PAUL  H.  RAYMIR  CO. 
Los  Angeles,  Cal. 
San  Francisco,  Cal. 

Oliver  Gramling 
(Continued  from  page  37) 

specific  duties  were  as  head  of  the 
membership  department,  which  in 

radio  parlance  is  "station  rela- 

tions." 

It  was  while  on  this  time-consum- 
ing job  that  he  found  time  to  write 

his  first  book,  a  best-seller,  AP — 
The  Story  of  News.  Then,  late  in 
1940  came  his  chance  to  jump  into 
radio  with  both  feet.  The  AP  had 
decided  to  organize  a  subsidiary  to 
prepare  and  distribute  AP  news  to 
radio.  William  J.  McCambridge, 
who  had  risen  through  the  ranks 
of  the  traffic  department  to  become 
assistant  general  manager  of  AP, 
was  to  head  up  the  subsidiary, 
Press  Association  Inc.  Gramling 
was  offered  the  post  of  assistant 
general  manager.  He  saw  here  a 
chance  to  get  into  a  field  that  had 
been  beckoning  for  many  years.  He 
and  McCambridge  are  of  direct  op- 
posites  in  background  and  interests, 
but  a  hand-and-glove  combination 
in  business,  as  many  people  in  radio 
have  remarked. 

While  McCambridge  handled  the 
thousand-and-one  technical  details, 
Gramling  busied  himself  setting 
up  news,  sales  and  business  staffs. 
In  setting  up  the  news  staff  with 
Tom  O'Neil  as  editor,  Gramling's 
office  became  a  laboratory  where  the 
news  staff  wrote,  rewrote,  experi- 

mented and  went  into  all  angles  of 

presenting  news  for  radio.  Deter- 
mined to  create  the  ideal  news  re- 

port tailored  for  the  ear,  and  not  as 
in  the  past  for  the  eye,  top  radio 
newsmen  were  invited  to  help.  So 
that  they  could  criticize,  a  radio 
news  wire  "to  nowhere"  was  set  up 
across  a  small  room.  News  was  filed 
at  one  end  of  the  room  and  taken 
off  at  the  other  end.  Then  it  went 
to  the  battery  of  critics  for  their 
suggestions,  whence  it  reached  the 
writers  again  by  microphone.  From 
this  unheralded  beginning,  came 
the  PA  leased  wire  circuit  that  now 
reaches  into  every  corner  of  the 
nation. 

As  assistant  general  manager  of 
PA,  Gramling  keeps  in  close 
check  with  the  news  report,  handles 
personnel  matters  and  supervises 
promotion  and  sales.  Many  of  his 
promotion  ideas  have  drawn  high- 

HONEYMOONERS  are  Mr.  and 
Mrs.  Martin  Gosch.  She  formerly 
was  Helene  Hindin,  vocalist  of 
the  San  Francisco  Light  Opera 
Co.  He  is  producer  of  the  weekly 
NBC  Abbott  &  Costello  Show,  spon- 

sored by  R.  J.  Reynolds  Tobacco  Co. 
(Camels).  They  were  married  Nov. 
7  at  Agua  Caliente,  Mexico. 

est  praise  from  the  industry.  One  of 
the  brochures  he  designed  when  PA 
was  launched  still  is  in  wide  de- mand. 

Besides  all  of  these  duties, 
Gramling  only  recently  was  ap- 

pointed secretary  to  the  special 
committee  named  by  the  AP  board 
of  directors  in  connection  with 
the  Government's  anti-trust  suit 
against  the  world's  largest  news gathering  agency. 

Only  recently,  Mr.  Gramling 
was  married  to  Mariana  Smilie.  A 
resident  of  mid-town  Manhattan, 
just  a  hop-skip-and-jump  from  his 
office,  he  says  that  if  he  could  take 
the  next  year  or  so  off,  he  probably 
would  go  fishing — provided  he  could 
also  take  along  his  Capehart  and 
record  library.  For  music  is  his 
chief  hobby.  He  also  likes  golf,  but 

in  his  own  words,  he's  "vdld  as 

hell." 

Canada  Shifts  Personnel 

To   Fill  Key  Positions 
REALIGNMENTS  throughout  the 
CBC  have  been  completed,  follow- 

ing a  change  in  the  personnel  of 
the  Overseas  Unit.  Rooney  Pelle- 
tier,  recently  in  charge  of  the 
Overseas  Unit,  has  returned  to  di- 

rect North  American  programs  on 
loan  to  BBC.  His  place  in  London 
will  be  filled  by  John  Kannawin, 
CBC  Prairie  regional  representa- tive in  Winnipeg. 

New  Winnipeg  representative  is 
H.  G.  Walker,  manager  of  CBL  and 
CBY,  Toronto,  while  Dick  Claring- 
bull,  CBC  Ontario  regional  repre- 

sentative, will  add  management  of 
these  two  stations  to  his  duties. 
Walter  C.  Anderson,  manager  of 

CBO,  Ottawa,  will  be  night  man- ager of  the  stations,  and  Charles 
Wright,  senior  CBC  producer  at 
Winnipeg,  will  be  manager  of  CBO. 

Comedians  Plan  Tour 
WITH  PLANS  for  an  entertainment 
itinerary  which  will  carry  them  to 
several  war  fronts  where  American 
troops  are  fighting  or  in  training  for 
action,  Bud  Abbott  and  Lou  Costel- lo, comedians  featured  on  the  weekly 
NBC  show,  sponsored  by  R.  J.  Rey- nolds Tobacco  Co.  (Camel  cigarettes), 
expect  to  leave  Hollywood  following 
completion  of  their  current  motion  jjic- ture  assignment. 
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CAPT.  BRICE  DISQUE  Jr.,  former 
assistant  manager,  NBC  script  divi- 

sion, is  now  assigned  to  active  duty 
as  staff  officer  with  the  52nd  Troop 
Carrier  Wing  at  Pope  Field,  Fort 
Bragg,  N.  C.  A  new  branch  of  the 
Army  Air  Forces,  the  troop  carrier 
command  transports  parachutists  and 
airborne  troops  to  battle  areas  by 
means  of  planes  and  gliders. 
IAN  ROSS  MacFARLANE,  of  the 
Merchant  Marine,  inaugurates  a  series 
of  five-weekly  commentaries  on  MBS Nov.  9. 

MART  ZOSTANT,  secretary  to 
Edward  Evans,  head  of  research  of 
the  BLUE,  is  engaged  to  Joseph 
Snicer,  of  Albany,  now  in  the  U.  S. 
Navy. 
HERB  DUBROW,  announcer  of 
WBAB,  Atlantic  City,  leaves  next 
week  to  join  the  Army. 
RUBEN  GAINES,  announcer  of 
KHJ,  Hollywood,  was  severely  in- 

jured when  struck  by  an  automobile 
Oct.  31.  He  will  be  confined  to  his 
bed  four  months  or  more,  it  was  said. 
CATHERINE  DALCH,  former  writer 
and  announcer  of  WDWS,  Champaign, 
111.,  has  joined  the  continuity  staff 
of  WHBF,  Rock  Island. 
RAY  ANDERSON,  assistant  in  the 
news  department  of  CBS  Hollywood, 
reports  Nov.  10  for  Army  induction. 
MILLICENT  POLLEY,  formerly  of 
the  continuity  staff  of  WHBF,  Rock 
Island,  111.,  has  been  transferred  to 
the  sales  department. 

LEE  LAWLEY  has  joined  the  an- 
nouncing staff  of  KLO,  Ogden,  Utah. 

CHARLES  SCHON,  formerly  of 
WORC,  Worcester,  Mass.,  has  joined 
the  announcing  staff  of  WTRY,  Troy, 
N.  Y. 

BILL  GORDON,  script  writer  of 
Don  Lee  Broadcasting  System,  Holly- 

wood, is  the  father  of  a  boy  born 
Oct.  31. 

BEN  WILLS,  formerly  announcer  of 
WGPC,  Albany,  Ga.,  has  joined  the 
staff  of  WRBL,   Columbus,  Ga. 
JACK  MOHLER  has  resigned  from 
the  promotion  department  of  WOR, 
New  York,  to  enter  military  service. 
DOUGLAS  HUTTON  special  events 
director  of  KMTR,  Hollywood,  has 
joined  the  Army. 
MRS.  ANN  RUDOLPH,  new  to  radio, 
has  joined  the  sales  staff  of  WPDQ, 
Jacksonville,  replacing  Kay  Wear, 
who  resigned  to  accept  an  announcing 
position  in  the  Midwest. 

LESTER  VAIL,  NBC  production  di- 
rector, returns  to  his  network  duties 

Nov.  16,  after  a  two-month  leave  of 
absence  to  direct  the  Theatre  Guild 
play,  "Mr.  Sycamore",  scheduled  to open  in  New  York  Nov.  13. 

CHARLES  DAVID,  formerly  an- 
nouncer of  WLIB,  Brooklyn,  and 

previously  with  WPAT,  Paterson, 
N.  J.,  has  joined  WOV,  New  York, 
in  a  similar  capacity. 
CHARLES  SEBASTIAN,  formerly 
of  KSCJ,  Sioux  City,  la.  and  WDAN, 
Danville,  111.,  has  joined  the  announc- 

ing staff  of  WHBF,  Rock  Island,  111. 
ELBERT  J.  HALING,  merchandis- 

ing director  of  WBAP-KGKO,  Ft. 
Worth,  is  now  in  the  Army  Air  Forces 
at  Tarrant  Field,  Tex.  Harry  Flowers, 
his  former  assistant,  is  stationed  at 
the  same  place. 

ROGER  BAKER,  director  of  public 
relations  for  WLW,  WSAI  and 
WLWO,  Cincinnati,  addressed  stud- 

ents of  Henry  W.  Grady  School  of 
Journalism,  U  of  Georgia,  on  Nov. 
4.  He  also  spoke  before  the  Athens 
Rotary  Club,  and  during  the  after- noon conferred  with  members  of  the 
class  in  radio  at  the  Grady  School. 

DAVE  VAILB,  formerly  production 
manager  of  KQW,  San  Francisco,  has 
joined  CBS  Hollywood,  as  announcer. 
He  replaces  Bob  LeMond,  who  joined 
the  Army  Air  Forces.  Harry  Mitchell, 
formerly  Honolulu  announcer,  has  also 
joined  the  CBS  staff. 

VINCENT  ELLIOT,  formerly  con- 
tinuity editor  of  KFXM,  San  Ber- 

nardino, Cal.,  has  joined  KFI-KECA, 
Los  Angeles,  as  announcer.  George 
Dvorak,  KFI-KECA  announcer,  has 
joined  the  Army  Air  Forces  and  is 
assigned  to  bombardier  training. 

VERN  BUCK,  former  Chicago  orches- 
tra leader,  has  joined  NBC  Hollywood. 

BOB  TYROL,  announcer  of  WTIC, 
Hartford,  who  has  been  m.c.  of  the 
show  Coast  Guard  on  Parade,  en- 

listed in  the  Coast  Guard  on  Nov. 
2  and  has  been  assigned  to  the  New 
London  Coast  Guard  Academy. 

Officer  Enlists 

ANNOUNCERS  often  leave 
radio  to  become  officers.  But 
the  trend  was  reversed  at 
WREN,  Law^rence,  Kan.,  re- 

cently, where  an  officer  en- 
tered the  broadcasting  indus- 

try to  become  an  announcer. 
His  name — James  Officer. 

CHARLES  F.  PENDLETON,  form- 
erly announcer  and  in  charge  of  mer- 

chandising promotion  of  KIBM, 
Eureka,  Cal.,  has  joined  the  announc- 

ing staff  of  KSFO,  San  Francisco. 

HERB  KENNEDY,  formerly  an- 
nouncer and  newscaster  of  KLX, 

Oakland,  has  joined  the  announcing 
staff  of  KSFO,  San  Francisco. 
JOHN  BAUMGARTNER,  continuity 
writer  of  WFDF,  Flint,  Mich.,  has 

been  accepted  by  the  Army  for  officers' training  in  the  communications 
branch. 

CHARLES  L.  ANDREWS  has  joined 
the  staff  of  WLAC,  Nashville,  as 
promotion  manager. 

ARNOLD  STINSON,  announcer  of 
CKLW,  Windsor-Detroit,  has  re- turned to  duty  after  recovering  from 
an  operation  for  appendicitis. 
NELLE  MARIE  PETERSON,  form- 

erly of  KHBG,  Okmulgee,  Okla.,  has 
joined  the  continuity  staff  of  KVOO, 
Tulsa,  and  Ben  Henneke  is  a  new 
part-time  announcer.  Paul  Miner, 
KVOO  sports  announcer  has  joined  the 
Navy  as  yeoman  3d  class. 
LARRY  CHATTERTON,  former  su- 

pervisor of  announcers  for  CBS 
Hollywood,  is  now  announcing  and 
producing  for  KIRO,  Seattle. 
JOHNNY  GROVES,  Portland  radio 
and  stage  actor,  has  joined  the  an- 

nouncing staff  of  KGW-KEX,  that 
city,  replacing  Ed.  Watson  who  re- 

cently resigned  to  enter  the  Merchant Marine. 

FRANK  SWEENEY,  announcer  of 
WGN,  Chicago  has  resigned  to  join 
the  Navy  Aviation  Corps. 
JOHN  DUNHAM,  announcer  of 
W67C,  Chicago,  has  joined  the  Army 
Air  Forces  and  has  been  succeeded 
by  Tom  Builta.  Ira  Hirsch,  freelance 
announcer,  has  joined  W67C. 
BOB  GARDNER,  announcer  of 
KYSM,  Mankato,  Minn.,  has  enlisted 
in  the  Army  Air  Forces. 

Q^tRlNCAMAl?|ff 

THAT'S  WAITING 

TO  BUY 

I  HERE'S  so  much  cash  money  pouring  into  the 
Nashville  market  right  now  that  people  are  literally 
waiting  in  line  to  buy  the  things  they  want.  If  there 

ever  was  a  seller's  market,  this  is  it. 
You  can  cover  this  market  adequately  and  suc- 

cessfully through  one  tested  medium — WSIX. 
Ample  power  (5,000  watts  day  and  night)  .  .  . 

PLUS  a  good  spot  on  the  dial  (980  kc)  .  .  .  PLUS 

proven  listener  preference,  make  an  established  audi- 
ence ready  to  hear  what  you  have  to  say, 

SPOT  SALES,  INC. 

NATIONAL  REPRESENTATIVES 

5000 

WATTS 

980 
KILOCYCLES 

NASHVILLE,  TENN. 
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Recently  stepped  up  to 
5,000  watts  day  and  night, 
it  assures  advertisers  wider 
and  more  concentrated 
coverage  than  ever,  in  a 
m  a  r  k  e  t — (D  elaware, 
southern  New  Jersey,  parts 
of  Maryland  and  Virginia) 
— booming  with  war  pro- 

duction. Advertise  your 
product  in  this  buying 
market.  WDEL  can  do  a 
standout  selling  job  for 
you  at  surprisingly  low 
cost.    Write  direct  or  to: 

• 

Sales  Representative: 

PAUL  H.  RAYMER  CO. 

New  York  Chicago 
San  Francisco 

STANLEY  BABINGTON,  former 
radio  director  of  the  Ralph  Hubbell 
Agency,  Cleveland,  has  joined  WGRC, 
Louisville,  as  news  editor  and  news- 

caster. Mrs.  Gertrude  Hardeman, 
formerly  of  Zimmer  Agency,  Louis- 

ville, has  joined  the  WGRC  continuity 
staff. 
JACK  TIERNEY  has  joined  the  staff 
of  WMFF,  Plattsburg,  N.  Y.  as  pro- 

gram director,  succeeding  Earl  Shar- 
land  who  has  enlisted  in  the  Army 
Signal  Corps.  Norman  Gero,  of 
Plattsburg,  is  a  new  addition  to  the 
WMFF  announcing  staff. 

NED  LEFEVRE,  announcer-actor  of 
NBC  Chicago,  has  resigned  to  enlist 
in  the  Coast  Guard. 

LOU  HUSTON,  production  manager 
of  KMPC,  Beverly  Hills,  Cal.,  joined 
the  Army  in  early  November.  Jack 
Stafford,  sports  editor,  has  joined  the 
Army  Air  Force  and  is  awaiting  call. 

MRS.  SHIRLEY  HORTON,  until  re- 
cently publicity  director  of  Don  Lee 

Broadcasting  System,  Hollywood,  is 
the  mother  of  a  boy,  born  Oct.  30. 

DOUGLAS  COULTER,  program  di- 
rector of  CBS  New  York,  has  returned 

to  his  desk  after  Hollywood  confer- ences. 

RICHARD  BIDDLE,  formerly  of 
WRAW,  Reading,  Pa.,  has  joined  the 
announcing  staff  of  W49PH,  FM  ad- 

junct of  WIP,  Philadelphia. 
ALEX  BIDDLE,  formerly  assistant 
in  the  news  department  of  KYW, 
Philadelphia,  has  been  placed  in 
charge  of  the  station's  transcription library. 

STUART  WAYNE,  formerly  of 
WTHT,  Hartford,  has  joined  the  an- 

nouncing staff  of  KYW,  Philadelphia. 

HAROLD  DAVIS,  program  director 
of  WDAS,  Philadelphia,  whose  asso- ciation with  the  station  dates  back  to 
the  early  days  of  radio,  leaves  to  join 
the  Army  Nov.  19. 
JACK  RIASKA,  recently  with  KVOS, 
Bellingham,  Wash.,  has  returned  to 
KLO,  Ogden,  Utah,  as  production 
manager  of  the  station's  Salt  Lake 
City  studios. 
FRANK  F.  FIRNSCHILD  formerly 
program  director  of  WSOO,  Sault 
Ste.  Marie,  Mich.,  has  joined  the  staff 
of  WFDF,  Flint,  Mich.,  as  an  an- 
nouncei'-writer. 
JERRY  DBANE  of  the  announcing 
staff  of  WEBC,  Duluth,  has  been 
promoted  to  program  director.  He 
succeeds  Don  MeCall,  who  resigned 
to  enter  the  Army  Air  Forces  as  a 
radio  specialist.  Herbert  Sonnenburg 
is  the  new  promotion  manager  at 
WEBC.  For  the  last  16  years  he  had 
been  on  the  staff  of  Stewart  & 
Taylor,  advertising  agency. 
ART  BAKER,  Hollywood  announcer 
and  m.c,  has  been  assigned  in  the 
former  capacit.y  to  the  thrice-weekly 
quarter-hour  CBS  serial,  Today  at 
the  Duncans,  sponsored  by  California 
Fruit  Growers  Exchange  (Sunkist). 

LEON  (Bill)  DORAIS,  of  the  pro- duction staff  of  KNX,  Hollywood,  has 
been  transferred  to  the  publicity  de- 

partment of  CBS,  that  city. 
WALT  DENNIS,  sales  promotion 
manager  of  KVOO,  Tulsa,  has  re- ceived an  award  of  merit  for  editorial 
excellence  from  the  Southwestern 
Assn.  of  Industrial  Editors. 

KNOX  MANNING,  formerly  news- 
caster of  CBS,  Hollywood,  and  now 

captain  in  the  Army  Air  Forces,  has 
been  assigned  to  the  First  Motion 
Picture  Unit  of  the  Army  Morale 
Division,  and  is  stationed  in  that city. 

ERNIE  COURTNEY  has  been  pro- 
moted to  program  director  of  CFCH, 

North  Bay,  Ont. 

HARRISON  FLINT  has  been  ap- 
l^ointed  program  director  of  CKGB, 
Timmins,  Ont.  Cliff  Wingrove  has 
joined  the  sales  staff. 

TOD  WILLIAMS,  formerly  of 
WTCN,  Minneapolis,  has  been  named 
program  director  of  WSPD,  Toledo. 
In  addition  to  supervising  studio  pro- 

gramming, he  will  direct  merchandis- ing and  handle  advertising.  Glenn 
Jackson,  formerly  chief  announcer  of 
WSPD,  has  been  named  production 
manager,  and  Bill  Howard  has  been 
added  to  the  staff  as  continuity  writer 
and  announcer. 

TOM  WYATT,  public  relations  di- 
rector of  WCKY,  Cincinnati,  has  en- 

listed in  the  Marine  Corps  and  is  in 
recruit  training  at  San  Diego,  Cal. 
Jerry  Belcher,  public  events  director 
of  the  station,  is  chairman  of  a  com- 

mittee collecting  relic  cannon  and  field 
pieces  for  scrap  and  salvage. 

CHARLES  F.  PENDLETON,  form- 
erly announcer  and  pi'omotion  man- ager of  KIEM,  Eureka,  Cal.  has 

joined  KSFO,  San  Francisco. 

MARION  BASEL,  formerly  on  the 
announcing  staffs  of  WEVD,  New 
York,  and  KPLC,  Lake  Charles,  La., 
is  currently  a  commentator  at  Radio 
City  Music  Hall,  New  York. 

AUDREY  CALDER,  known  on  the 
air  as  Yvonne  Dale,  has  been  ap- 

pointed war  program  manager  of 
KHUB,  Watsonville,  Cal.,  in  addition 
to  her  duties  as  assistant  to  William 

Murphy,  program  manager,  now  await- ing call  to  active  duty  in  the  Navy. 

RUSSELL  J.  CAMPBELL,  salesman 
of  WHBF,  Rock  Island,  111.,  has 
joined  the  Army. 

ROBERT  FASSON,  news  commenta- tor of  KPO,  San  Francisco,  recently 
became  a  grandfather  when  a  boy 
was  born  to  his  daughter  in  Win- 

chester, England. 

NORMAN  BROWN  has  joined  the 
sales  staff  of  CHEX,  Peterborough, 
Ont. 
ALLAN  RICE,  of  the  talent  staff  of 
WLS,  Chicago,  has  joined  the  Army. 
CYRIL  KING  and  Fred  Darling  have 
joined  the  announcing  staff  of  CKGB, 
Timmins,  Ont.,  the  former  coming 
from  CJKL,  Kirkland  Lake,  Ont. 
Warren  Robinson,  new  to  radio,  has 
joined  the  announcing  stafE  of  CFCH, 
North  Bay  Ont. 

WALTER  WINDSOR,  chief  an- 
nouncer of  KLO,  Ogden,  Utah,  has  left 

for  New  York  to  be  inducted  into the  Army. 

DOUGLAS  FLEMING,  formerly 
with  NBC  Chicago,  has  joined  the 
news  staff  of  WCPO,  Cincinnati.  He 
became  the  father  of  a  baby  girl  on Oct.  27. 

RAY  WALTON,  announcer  of 
WEST,  Easton,  Pa.,  is  the  father  of a  baby  boy. 

JANE  BUTLER 

JANE  BUTLER  has  been  re
com- 

mending personal  items  and 
houseliold  needs  for  the  women 
in  the  Greater  Miami  area  for 

the  last  5V2  years  on  her  Jane 
Recommends. 

Mrs.  Butler  for  a  number  of 

years  was  a  professional  accom- 
panist, having  worked  with  Mar- garet Speaks,  Richard  Maxwell, 

Fred  Hufsmith  and  others.  Before 
that,  in  Chautauqua,  concert  and 
vaudeville,  she  traveled  the  country. 

Her  musical  background  is  not 
forgotten  today,  for  her  one  out- side activity  is  playing  the  organ 
in  church.  Otherwise  her  private 
life  as  the  wife  of  Don  Butler,  con- 

tinuity head  of  WIOD,  is  concerned 
with  her  home  and  small  daughter. 

Mrs.  Butler  is  a  graduate  of 
Denison  U  in  Ohio.  She  taught 
English  in  high  school  at  Constan- 
tine,  Mich.,  and  public  speaking  at 
Tarkio  College  in  Missouri.  Her 
only  previous  radio  affiliation  was 
at  WHKC,  Columbus,  where  she 
conducted  a  woman's  program,  was 
studio  accompanist,  and  took  part 
in  a  domestic  sketch  with  her  hus- 
band. 

ROBERT  M.  HENDRICKS,  man- 
ager, ticket  distribution  section  of 

NBC's  guest  relations  in  New  York, 
has  been  appointed  head  of  NBC 
guest  relations  in  Hollywood,  his 
home  town,  replacing  Bill  Andrews, 
who  has  entered  the  army. 

.NOW- 

foi    COMPLETE  Ceoeiatje 

%e  ALABAMA  TRIO 
Alabama's  vast  spending  power  extends  the  length  of  the state  and  payrolls  are  at  record  figures.  There's  a  better rate — and  better  coverage — on  the  ALABAMA  TRIO.  Save 
a  full  10%  vphen  you  use  all  three! 

WSGN 
BIRMINGHAM 

WSFA MONTGOMERY 
WALA MOBILE 
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Special  Technique 

Needed  in  Appeals 

To  Latin  America 

United  Fruit  Co.  Tells  How 
Radio  Can  Be  Effective 

CRITERION  for  sponsors  contem- 
plating entry  into  the  field  of  radio 

advertising  in  Central  and  South 
America  has  been  formulated  by 
United  Fruit  Co.,  probably  the  old- 

est and  largest  of  American  firms 
doing  business  South  of  the  Rio 
Grande.  United  Fruit  has  long  fos- 

tered a  good  neighbor  policy  be- 
tween the  United  States  and  the 

Latin  republics. 
"Radio  used  with  intelligence", 

suggests  the  company,  "is  our  most 
important  method  of  communicat- 

ing goodwill.  Used  carelessly,  it  can 
turn  upon  its  handler. 

Regions  Differ 

"Broadcasters  in  Central  Amer- 
ica have  unearthed  regional  pe- 

culiarities which  must  be  taken 
into  account,  and  they  have  learned 
that  broadcasting  to  Central  Amer- 

ica cannot  simply  follow  an  overall 
technique.  Although  the  common 
language,  for  instance,  of  Guate- 

mala, El  Salvador,  Honduras,  Nica- 
ragua, Costa  Rica  and  Panama  is 

Spanish,  in  each  of  these  countries 
accents  and  idioms  differ." 

For  this  reason,  among  others, 
United  Fruit  suggests  the  use  of 
local  announcers  and  facilities 
wherever  possible,  even  where  a 
shortwave  broadcast  is  picked  up 
and  rebroadcast.  Economically,  the 
North  American  agency  or  adver- 

tiser will  accomplish  a  good  pur- 
pose by  practical  demonstration  of 

desire  to  invest  or  assist  in  the 
economy  of  Central  America,  it  is 
stated. 

The  trend  in  Central  and  South 
America  is  emphatically  toward 
short  commercials.  The  highest 
form  of  goodwill  advertising,  where 
no  specific  product  is  endorsed,  is 
simply  to  name  the  sponsor  at  be- 

ginning and  end  of  the  program, 
and  include  a  courteous  reference 
to  the  people  and  Government  of 
the  country  where  it  takes  place; 
the  most  acceptable  plug  for  a  spe- 

cific product  follows  this  line,  ac- 
cording to  United  Fruit: 

"Our  (product)  will  be  found  on 
sale  at  the  main  office  and  branches 
of  the  well-known  concern  of 

(firm),  one  of  (name  of  country's) 
outstanding  establishments." 

Use  Local  Talent 

The  company  further  advises 
that  local  agents  in  each  country 
should  be  consulted  in  preparing 
texts,  rather  than  attempt  a  stand- 

ard text.  In  this  way  broadcasts 
may  be  given  a  local  touch,  and 
the  "foreign  flavor"  will  be  dis- 

pelled. "The  Central  American  lis- 
tener should  be  made  to  feel  that 

the  advertiser  or  agency,  although 
North  American,  is  attempting  to 
become  a  part  of  the  economy  and 
language  of  the  country,"  says  UF. 

^    "In  considering  the  kind  of  pro- 

UP  Appoints  Emich 
HOWARD  EMICH,  formerly  in 
the  Chicago  bureau  of  United 
Press  and  previously  with  WMAM, 
Marinette,  Wis.,  and  WHBF,  Rock 
Island,  111.,  has  been  appointed 
radio  editor  of  the  UP  Indianapo- 

lis bureau.  UP  announced  that 
KMBC,  Kansas  City,  and  WJBC, 
Bloomington,  111.,  had  contracted 
for  the  full  radio  news  and  fea- 

ture service  of  UP,  while  contract 
renewals  have  been  signed  with 
KIT,  Yakima,  Wash.;  KMO,  Ta- 
coma;  KFXD,  Nampa,  Ida.  To  in- crease its  volume  of  sectional  news 
from  the  Puget  Sound  area,  UP 
has  created  a  new  radio  news  bu- 

reau in  Tacoma. 

gram  .  .  .  good  music  is  always  ac- 
ceptable .  .  .  and  classical  music 

will  be  appreciated,  no  matter  what 

its  national  origin." 
One  criticism  offered  concerning 

North  American  sponsors  is  their 
practice,  in  their  zeal  to  show  good 
neighborliness,    of    filling  Latin- 

American  ears  with  our  night  club 
versions  of  their  own  native  tangos, 
rhumbas  and  sambas.  One  per  pro- 

gram is  acceptable,  says  UF,  but 
the  Central  American  listener  does 
not  have  to  tune  in  a  North  Ameri- 

can program  to  hear  his  native 
music. 

Don't  Be  Patronizing 

"Above  all,"  concludes  the  UF 
suggestion,  "the  North  American 
advertiser  or  agency  should  remem- 

ber that  the  people  of  Central  and 
South  America  are  intelligent, 
sympathetic,  friendly  and  fair. 
They,  like  anyone  else,  are  im- 

pressed by  sincerity,  and  they  are 
unimpressed  by  artificial  compli- 

ments whitewashed  over  a  program 
which  has  shown  no  real  thought 
for  their  interest. 

"Intelligence,  rather  than  patron- 
age, is  the  keynote  of  effective  Cen- 
tral American  broadcasts." 

AVERAGE  LISTENER 

Audience  Analyzed  on  Basis 
 ^Of  WBBM  Program  

A  COMPOSITE  portrait  of  an  av- 
erage listener  has  been  drawn  by 

Paul  Gibson,  director  of  House- 
wives' Protective  League  of 

WBBM,  Chicago  from  a  survey 
made  of  6,000  radio  listeners  of 
Mr.  Gibson's  participating  pro- 

grams, Sunrise  Salute  and  House- 
vjives'  Protective  League. 

According  to  the  survey  the  av- 
erage listening  family  consists  of 

mother,  father  and  child.  The  typ- 
ical housewife  does  her  own  laun- 
dry and  is  adept  at  canning,  and 

strangely  enough  according  to  Gib- 
son, 94%  of  the  women  do  their 

own  baking.  Two  out  of  three 
fathers  drive  cars.  More  than  50% 
of  the  wage  earners  represented 
work  in  offices,  clerical  positions 
or  war  production  plants.  Only  one 
out  of  five  is  a  laborer. 

W  A  G  A  is 

Programmed 

For  Their 

Interests. 

Ask  John  Blair 

S90  Arc.  w/T» 
^10 

ATLANTA,  GEORGIA 

"The   Blue  Ribbon  Station  of  the  South^^ 
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OWI  Italian  Discs 

WOV,  New  Yoi'k,  has  been  selected 
by  the  OWI  as  key  Italian-lan- 

guage station  for  the  production  of 
transcribed  Americanization  pro- 

grams, which  are  distributed 
through  the  OWI  to  other  Italian- 
language  outlets  throughout  the 
country.  At  present  61  of  the  69 
stations  broadcasting  in  Italian 
are  using  Uncle  Sa^n  Speaks,  and 
50  are  using  You  Can't  Do  Busi- ness With  Hitler,  another  WOV 
transcription.  Victory  for  America 
— Freedom  for  Italy  has  been  re- 

quested by  30  stations  to-date. 
Mario  Hutton,  WOV  program  di- 

rector, supervises  the  project. 

HEAVY  INDUSTRY'S  GOODWILL 
Sponsors  Football  Broadcasts,  But  Has  No  Product  to 

 Offer  on  Commercial  Market  for  Duration  

WLIB,  Brooklyn,  has  appointed  The 
Walker  Co.,  as  national  sales  repre- sentative in  all  but  the  eastern  area. 

TYPICAL  of  the  broad  public 
spirit  that  develops  as  the  coun- 

try's all-out  war  effort  grows  is 
the  sponsorship  by  one  of  Cincin- 

nati's leading  industries,  Alumi- 
num Industries  Inc.,  of  the  U  of 

Cincinnati's  play-by-play  football 
broadcasts  on  WKRC,  with  Dick 
Nesbitt,  former  AU-American  and 
Chicago  Bears  star  at  the  micro- 

phone. Why  should  a  manufacturer  of 
aluminum  and  magnesium  cast- 

ings, aluminum  paints,  and  auto- 

«8ANGIN'  AWAY  AT  THE  *600,000,000 

WYIH'  POWER  OF  THE  RED  RIVER  VALLEY? 

LOAD  VP  WITH  SOME  SPOTS  ON  WDAY — 

THE  VAttEy'S  FAVORITE  STATION.'^ 

WDAY 

motive  and  aircraft  parts,  who  is 
selling  nothing  direct  to  the  con- 

suming public  at  the  present  time 
sponsor  a  series  of  football  game 
broadcasts? 

In  answering,  Harry  J.  Hater, 
vice-president  and  general  manag- 

er of  Aluminum  Industries,  said: 
"We  feel  that  every  manufactur- 

ing company,  aside  from  doing  its 
part  in  war  equipment  production, 
has  a  public  service  to  perform  that 
is  as  definite  as  that  of  any  citi- 
zen. 

"It  has  the  duty  of  maintaining 
and  stimulating  workers'  morale 
by  intensifying  their  natural  pride 
in  their  achievements;  it  should 
contribute  to  unity  of  thought  and 
effort  by  helping  keep  the  commun- 

ity acquainted  with  the  record  its 
industrial  workers  are  making  in 
supporting  our  armed  forces;  it 
should  use  every  logical  means  to 
promote  the  sale  of  War  Bonds,  to 
maintain  public  support  of  the 
scrap  metal  campaign  and  of  the 
Red  Cross. 

Maintain  Goodwill 

"As  a  duty  to  its  employes,  the 
community  and  its  stockholders, 
the  company  also  has  the  respon- 

sibility (without  interference  with 
its  war  effort)  of  maintaining 
goodwill  for  its  brand  name,  so 
that  it  may  have  a  market  for  its 
products  and  employment  for  its 
workers  after  victory  is  won." 

As  the  weekly  broadcasts  begin 
15  minutes  before  each  game,  and 

there  are  the  usual  "time  outs" 
during  play,  in  addition  to  the  be- 
tween-halves  period,  there  are 
many  opportunities  for  Syd  Cor- 

nell, m.c,  to  interpose  the  type  of 
public  service  messages  outlined 
by  Mr.  Hater,  without  interfering 
with  the  listeners'  enjoyment  of  the 
play-by-play  broadcast. 

Various  means  are  used  to  give 
these  messages  variety  and  inter- est. 

An  Aluminum  Industries  work- 
er's family,  including  members  of 

three  generations,  has  been  inter- 
viewed. Members  of  the  personnel 

department  and  of  the  employes 
credit  union  have  given  brief  mes- 

sages of  interest  about  the  pur- 
poses of  their  departments.  A 

woman  member  of  the  WKRC  staff 
is  scheduled  to  interview  some  of 
the  women  workers,  to  get  a  war 
production  story  from  the  wom- an's viewpoint. 

The  mayor  is  scheduled  to  ap- 
pear on  one  program  to  tell  some- 

thing of  Cincinnati's  part  in  the 
war  effort.  Leaders  of  War  Bond, 
Red  Cross  and  Salvage  Drives  are 
given  the  opportunity  to  put  over 
their  messages. 

All  interviews  with  workers  are 
broadcast  by  transcription  to  per- 

mit any  necessary  censoring. 

640  Kc.  Applicants 

TWO  AMENDED  50,000-watt  ap- 
plications involving  640  kc.  were 

filed  with  the  FCC  last  week — one 
by  WCLE,  Cleveland,  and  the 
other  by  WBIG,  Greensboro,  N.  C. 
WCLE,  previously  seeking  50,000 
watts  fulltime  on  610  kc.  in  lieu  of 
its  present  part-time  500-watt operation  on  that  frequency, 
changed  its  application  to  ask  for 
640  kc.  WBIG,  seeking  a  shift  from 
5,000  watts  on  1470  kc.  to  50,000 
on  640  kc,  amended  its  request  to 
ask  for  changes  in  its  licensed  di- 

rectional antenna  for  night  use  and 
omitted  its  proposal  to  move  its 
transmitter  site,  build  a  new  trans- 

mitter and  increase  the  power. 

On  Award  Committee 
RADIO  MEMBERS  of  the  medal 
award  committee,  which  selected 
Wendell  L.  Willkie  as  the  recipient 
of  the  1942  American  Hebrew 
Medal  for  the  promotion  of  bet- 

ter understanding  between  Chris- 
tians and  Jews,  include  A.  J.  Mc- 

Cosker,  chairman  of  the  board  of 
MBS;  Donald  Flamm,  part-owner 
of  WPAT,  Paterson,  N.  J.;  David 
Sarnoff,  president  of  RCA;  Ray- 

mond Gram  Swing  and  Lowell 
Thomas,  BLUE  commentators,  and 
Eddie  Cantor,  radio  star.  The  com- 

mittee is  made  up  of  a  group  of 
65  prominent  Americans  of  all faiths. 

RENSSELAER  Polytechnic  Institute, 
Troy,  N.  Y.,  soon  will  have  its  own 
campus  "gaspipe"  radio  station, 
thanks  to  the  efforts  of  three  enter- 

prising freshmen.  One  of  them  is 
Har%-ie  Schwartz  Jr.,  staff  transmitter 
engineer  of  WTRY,  Troy,  Call  letters 
will  be  WRPI. 

FARGO,  N  D.-5000  WATTS-N.B.C  AND  BLUE 

^  AFFILIATED  WITH  THE  FARGO  FORUM 

FREE  A  PETERS.  NAT'L  REPRESENTATIVES 
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BUILT  AROUND  Columbia's  School 
of  the  Air  of  the  Americas  and  pre- 

ceded by  a  concentrated  introductory 
campaign,  the  1942-43  educational 
activities  of  KIRO,  Seattle,  are  off 
to  a  good  start.  Hazel  Kenyon  is 
education  director.  Promotion  began 
with  broadcast  of  three  special  pro- 

grams, arranged  by  the  network,  to 
reintroduce  to  parents  and  other 
adults  the  American  School  series.  Be- 

cause KIRO  could  not  take  the 
broadcasts  when  offered,  they  were 
transcribed.  Discussion  groups  from 
various  high  schools  have  been  sched- 

uled for  appearances  during  the  Fri- 
day broadcasts.  KIRO  is  also  tran- 

scribing the  series  for  KFAR,  Fair- 
banks, Alaska. 

EDWARD  TOMLINSON,  BLUE 
commentator  and  authority  on  inter- 
American  affairs,  who  returned  re- 

cently from  a  17,000-mile  tour  of 
hemispheric  defenses,  last  week  began 
a  two-week  lecture  tour  in  the  Mid- 

west. His  Saturday  and  Sunday 
Broadcasts  on  BLUE  will  be  heard 
at  irregular  intervals  during  the  tour, 
and  upon  resuming  the  commentai'ies 
on  a  regular  basis  Nov.  21,  he  will  be 
heard  at  8 :15  p.m.  instead  of  at 
6:45  p.m. 

NEWSCASTER  John  Thomas,  of 
WIRE,  Indianapolis,  recently  gave  a 
regularly  scheduled  newscast  by  re- 

mote control  from  the  stage  of  con- 
vention hall  of  Franklin  College, 

Franklin,  Ind.,  before  several  hundred 
delegates  to  the  Indiana  High  School 
Press  Assn.  convention.  Later  in  the 
same  day  Mr.  Thomas  addressed  an- 

other convention  audience,  and 
answered  questions  of  the  young 
journalists. 

TOM  SLATER,  m.c.  and  announcer, 
conducts  a  sports  series  on  MBS, 
titled  Fight  Night.  Inside  gossip  of 
the  boxing  world  is  combined  with 
interviews  with  prominent  ringside 
personalities  on  the  program. 

BOB  ORTH,  of  the  NBC  page  and 
guide  staff,  had  just  assumed  direc- 

tion of  a  weekly  paper  written  for 
the  staff,  when  he  was  transferred  to 
the  NBC  news  and  special  events  di- 
vision. 

REPLACEMENT  for  the  Prescott 
Presents  program,  heard  four  times 
weekly  on  the  BLUE,  will  be  titled 
The  Three  R's,  featuring  Glenn  Riggs. Joe  Rines  and  Ray  Knight.  Allen 
Prescott,  who  formerly  conducted  the 
series,  has  joined  the  Navy  as  a  lieu- 
tenant. 

WWL,  New  Orleans,  is  publishing  a 
new  station  bulletin  titled  Inside. 
The  house  organ  editorializes  on  means 
of  increasing  eflaciency  in  various  de- 

partments, has  many  personals  and 
general  infoi-mation  about  station  ac- tivities. 

THREE  STATIONS  to  sign  recent- 
ly for  the  special  AP  radio  wire  of 

Press  Assn.,  AP  radio  subsidiary,  are : 
KFWB,  Los  Angeles  ;  WATN,  Water- 

^  town,  N.  Y. ;  KCRC,  Enid,  Okla. 

NBC's  guide  and  page  staff  has  start- 
ed a  weekly  mimeographed  paper  con- 

taining news  of  interest  to  the  guest 
relations  staff  and  titled  G.  R.  News. 
Al  O'Connor,  a  staff  supervisor,  is in  charge  of  the  bulletin. 

AS  PART  of  the  local  publicity  for 
the  Third  Victory  Loan,  Canadian 
troops  occupied  CKWS,  Kingston, 
Ont.  They  rushed  the  studios  and 
broke  in  on  an  announcer  in  the  mid- 

dle of  a  newscast  and  assumed  com- 
plete charge  of  the  station. 

KFPY  20th  Birthday 

20TH  ANNIVERSARY  of  KFPY, 
Spokane,  was  celebrated  Oct.  17 
with  KIRO,  Seattle,  broadcasting 
a  half-hour  salute.  Highlights  of 
the  past  were  recalled  during  the 
program,  which  was  aired  simul- 

taneously on  KIRO  and  KFPY. 
Features  included  a  greeting  to 
Arthur  L.  Bright,  vice-president  of 
Symons  Broadcasting  Co.,  from  H. 
J.  Quilliam,  KIRO  general  man- 

ager, and  reminiscences  by  KIRO 
Announcers  John  Mallow  and 
Frank  Cooley,  both  formerly  with 
the  Spokane  station. 

IN  LIEU  OF  SALES  CONVENTION  this  year,  Libby,  McNeill  &  Libby, 
Chicago  (canned  food  products),  sponsored  a  special  half -hour  broadcast 
on  137  BLUE  stations  recently.  Discussing  the  program,  titled  Napoleon 
Was  Right,  which  combined  a  dramatization  of  current  food  problems  and 
the  forthcoming  advertising  campaign  of  Libby,  are  (1  to  r)  :  E.  R. 
Borroff,  vice-president  and  general  manager  of  the  BLUE  Central  Divi- 

sion; Daniel  W.  Creeden,  president,  Libby,  McNeill  &  Libby;  Henry  T. 
Stanton,  vice-president  and  Western  manager  of  J.  Walter  Thompson  Co.; 
John  Battle,  author  and  producer  of  the  broadcast. 

NBC  Honors  Marines 
IN  HONOR  of  the  167  anniversary 
of  the  founding  of  the  Marine  Corps, 
celebrated  Nov.  10,  NBC  broadcast  a 
special  program  last  Sunday  titled 
"Hail  to  the  Marines".  No  marine  was 
heard  on  the  show,  which  presented 
pickups  from  various  parts  of  the 
world  with  those  who  have  been  helped 
by  the  Marines  or  worked  with  them 
telling  the  gallant  story  of  the  Corps' present  and  past  deeds. 

Everyone's  talking 

about  this  answer 

to  "Plug  Slirinl^ers" 

Have  you  read  it  in  PRINTERS'  INK? 

WHEN  Reader's  Digest  formed the  "Plug  Shrinkers"  crusade 
against  radio  commercials,  it 
stepped  on  the  toes  of  admanager 
Wolstencroft,  Esterbrook  Pen  Co. 

In  his  rage  he  wrote  some  sim- 

ple truths  that  make  the  "Plug 
Shrinker"  charter  look  silly.  These 
Printers'  Ink  printed  under  the 

caption  "In  Re  Plug  Shrinkers." 
Like  many  ideas  that  appear  in 

Printers'  Ink,  this  one  became  a 
conversation  topic  in  advertising 
circles,  lewis  allen  weiss,  Vice- 

President,  don  lee  network  com- 
mented: "This  article  is  as  humaji 

and  intelligent  as  radio  broadcast- 
ing itself.  It  shears  away  all  the 

fantasy  and  sophomoric  thinking 
that  has  characterized  the  discus- 

sion in  the  Reader's  Digest." 
Valuable  for  Radio  Salesmen 

"Our  salesmen  can  use  reprints  of 
'In  Re  Plug  Shrinkers'  in  their 

daily  contacts,"  said  George  Mos- kovics.  Sales  Promotion  Manager, 
CBS,  PACIFIC  network. 

FREE  REPRINTS 

For  Your  Salesmen 

Post  your  men  on  "In  Re  Plug 
Shrinkers."  Radio  executives  say 
it  is  the  sincerest  answer  to  the 

Reader's  Digest  crusade  against 
radio  commercials.  Get  free  re- 

prints from  the  advertising  de- 
partment, printers'  ink,  185  MAD- 

ISON  avenue,   new   YORK,   N.  V. 
(There  is  a  small  charge  for  large 

quantity  orders.)  Write  now! 

PRINTERS'  Ink 
The  Weekly  Magazine  of  Advertising,  Management  and  Sales 
185    MADISON    AVENUE  •  NEW    YORK,  N .  Y. 
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To  SHOW  how  thousands  have geared  their  talents  to  the  war 
effort,  and  to  offer  specific  in- 

formation on  how  others  may 
follow  suit,  the  BLUE  has  inaugu- 

rated a  weekly  series.  What's  Your War  Job,  in  cooperation  with  the 
OWI,  assisted  by  the  U.  S.  Employ- 

ment Service  and  the  War  Man- 
power Commission.  With  Milo  Boul- 

ton  as  m.c,  and  interspersed  with 
light  orchestra  music,  the  program 
will  present  real-life  dramatiza- 

tions showing  how  many  have 
adapted  themselves  to  new  wartime 
jobs.  Questions  from  listeners  re- 

garding available  war  work  are 
answered. 

*      *  * 

Children's  Feature 

NEW  CHILDREN'S  program,  the 
Jordan  Marsh  Good  Sports  Club, 
a  five-weekly  5-5:30  p.m.  on  WCOP, 
Boston,  sponsored  by  Jordan  Marsh 
department  store,  was  started  Nov. 
2.  Designed  primarily  to  interest 
elementary  and  high  school  chil- 

dren, the  broadcast  will  be  con- 
ducted by  Margaret  Ford,  editor 

of  the  Sunday  Herald's  "Good  Sport 
Page",  script  preparation  will  be 
handled  by  John  C.  Dowd  Adv. 
Agency.  Featured  will  be  educa- 

tional items,  pets,  hobbies,  handi- 
craft, nature  lore,  humor,  voca- 
tional guidance,  heroes,  fun  trips, 

entertainment,  music,  stories,  and 
inspirational  talks  on  the  war 
effort. 

PROGRAMS 

News  After  Midnight 
TO  GIVE  graveyard  and  swing 
shift  defense  industry  workers  a 
complete  news  service  similar  to 
that  offered  during  its  daytime 
schedule,  KHJ,  Hollywood,  on  Nov. 
2  started  a  five-weekly  half-hour 
Victory  Newsreel,  Tuesday  through 
Saturday,  1:30-2  a.m.  (PWT).  Pat- 

terned after  five  daytime  presen- 
tations of  the  Don  Lee  Newsreel 

Theatre,  the  early  morning  news 
summary  is  first  of  its  type  to  be 
featured  on  West  Coast  broadcasts 
designed  especially  for  war  work- 

ers, according  to  Van  C.  Newkirk, 
program  director  of  Don  Lee  net- work. 

Play  on  Words 
A  NEW  feature  initiated  by 
WDRC,  Hartford,  on  its  early 
morning  Shopper's  Special  is  called 
Entrance  to  Etymological  Edifica- 

tion, and  clarifies  the  meaning  of 
little-used  words.  The  program, 
which  is  not  more  than  a  minute 

daily,  is  conducted  by  "Professor" Harvey  Olson,  chief  announcer. 
The  idea  is  to  teach  the  audience 
one  new  word  daily,  and  listeners 
are  asked  to  send  in  word  sugges- tions. 

Worcester's  in  this 

tiling  too... Adolf! 

By  the  time  you  check  a  hundred 
different  war  time  products  pouring  out 
of  its  500  industries  you  will  recognize 
the  New  England  area  as  a  huge  Vic- 

tory Arsenal  —  making  parts  and  equip- 
ment for  every  division  of  our  war 

machine. 
Buying  power  is  a  match  for  this 

boom  activity  of  industry,  too.  Industrial 
payroll  runs  32%  ahead  of  last  year. 

But,  you  lose  radio  coverage  the 
minute  you  leave  out  WTAG,  the  only 
station  with  twice  the  regular  audience 
of  all  other  stations  heard  in  the  area. 

Military  Pattern 
RE-DESIGNED  especially  to  en- 

tertain men  in  the  armed  forces, 
format  of  the  weekly  CBS  Holly- 

wood Showcase  now  includes  a 
jury  of  a  dozen  service  men  who 
act  as  judges  of  the  competitive 
talent.  Twelve  jurymen,  from  a 
different  camp  each  week,  select  the 
outstanding  act  and  award  a  gift 
from  the  camp.  In  addition,  votes 
of  servicemen  throughout  the  West 
are  polled  to  determine  the  three 
best  acts.  Winning  three  are  held 
over  for  a  paid  engagement  the 
following  week. 

*      *  * 

Radio  School 
RADIO  technique  and  methods  are 
featured  in  Marquette  U's  annual Radio  Workshop  program  on 
WTMJ,  Milwaukee,  which  began 
Oct.  31  this  year.  Built  around  a 
"This  Is  America"  theme,  program 
held  a  tryout  in  which  41  of  65 
auditioned  high  school  students 
were  chosen  to  make  up  the  pro- 

duction staff  of  the  Workshop.  Ac- 
tors are  classed  as  regulars  and 

apprentices.  Apprenticeship  ends 
when  a  student  has  participated  in 
five  radio  productions. 

The  Sage  Way 

WEEKLY  educational  program. 
How  Do  You  Pronounce  It?,  con- 

ducted by  George  Smith,  chairman 
of  the  speech  department  from  the 
Russell  Sage  College  campus,  on 
WTRY,  Troy,  scrutinizes  and  cor- 

rects commonly  mispronounced 
words  sent  in  by  listeners  and 
grammar  and  high  school  students. 
Sixteen  area  schools  are  regular 
listeners. 

Take  Your  Pick 
CARSON  FURNITURE  Co.,  St. 
Louis,  sponsors  of  The  Gift  Chest, 
half -hour  nightly  program  on  WIL, 
that  city,  invite  listeners  to  write 
in  telling  what  gift  they  would  like 
to  receive  from  the  firm  and  why. 
They  are  asked  to  include  the  birth 
date  and  wedding  anniversary,  if 
married.  Winners  receive  their 
gift  from  The  Gift  Chest. 

NBC  BASIC  RED  NETWORK 
EDWARD  RETRY  &  COMPANY 
NATIONAL  REPRESENTATIVE 

Owned  and  operated  by  The  Worcester  Telegram-Gazette 

Pasadena  Star-News. 

'Boy!    This    Next    Question's  a 

Toughy!" Voices  of  Women 

WOMEN'S  VOICES  only,  with  or- 
chestral accompaniment,  are  heard 

on  the  half-hour  Close  Your  Eyes 
program  aired  Thursday  nights  on 
KIRO,  Seattle.  Emphasis  is  on  soft, 
dreamy  songs,  smooth-flowing  or- 

chestrations and  narration,  includ- 
ing poetry  and  prose  in  the  same 

vein.  Margaret  Barry  is  narrator 
and  Martha  Wright  the  soloist, 
with  music  by  the  Aaron  Sten 
orchestra.  Program  is  sponsored  by 
Binyon  Optical  Co. 

Anything  Goes 
SHOWCASE  for  program  ideas  is 
a  new  series  of  five-weekly  shows 
on  WWL,  New  Orleans,  10:30  p.m. 
Titled  Surprise!,  the  broadcasts 
are  entirely  different  each  night. 
No  advance  hints  as  to  content 
are  given  the  public  and  the  pro- 

gram may  consist  of  patriotic  nar- ration, hot  music,  poetry  with 
organ  accompaniment,  a  story,  or 
an  operetta. 

Music  for  Workers 

W45V,  FM  adjunct  of  WGBF, 
Evansville,  is  directing  a  special 
daily  two-hour  musical  program  to 
war  plants  in  Evansville  area. 
Program,  broadcast  during  the 
lunch  hour,  is  interspersed  with 
short  newscasts  and  will  eventually 
include  factory  talent  and  news 
items  about  working  people  them- 

selves. The  station  is  cooperating 
with  individual  factories  in  attach- 

ing FM  receivers  to  the  factory 
p. a.  system  to  broadcast  the  pro- 

gram within  the  plant.  The  music 
is  expected  to  be  a  factor  in  boost- 

ing morale  and  speeding  up  pro- duction. 

SHE  ALWAYS  KKJITS 

WHEKI  SHE  LISTENS 

°  KXOK 

sr.  LOUIS.  MO. 

630   KG.   5000   WATTS   DAY  AND 
NIGHT    ̂     BLUE  NETWORK 
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War  Sales  Lessons 

{Continued  from  page  20) 

ed  by  presentation  of  the  clearer 
picture  of  the  radio  audience  which 
qualitative  surveys  give.  These  tell 
the  advertiser  not  only  how  many 
listeners  a  program  has,  but  what 
kind  of  listeners  they  are.  For 
example,  a  prospective  sponsor  can 
be  told  that  in  every  ten  homes 
of  "Uncle  Don's"  audience  there 
are  the  following  listeners:  14  chil- 

dren, 8  women  and  4  men.  Such 
breakdowns  of  audience  by  sex  and 
income  bracket  have  helped  adver- 

tisers to  fit  programs  to  their  needs 
more  exactly  than  they  could  pre- 
viously. 

Two  Programs  a  Day 

The  two-program-a-day  sponsor 
has  been  developed  to  a  greater 
degree  this  year.  As  war  produc- 

tion schedules  gave  our  population 
three  shifts,  advertisers  were  shown 
the  wisdom  of  talking  to  each  shift. 
The  National  Shoe  Stores,  which 
formerly  used  evening  time  only, 
this  year  are  sponsoring  both 
morning  and  evening  programs 
five  days  weekly.  Gotham  Hosiery 
Co.  Inc.  and  the  makers  of  Dolly 
Madison  Ice  Cream  are  using  both 
morning  and  afternoon  programs, 
Gotham  three  days  a  week  and 
Dolly  Madison  five  days  a  week. 

Advertisers  who  want  to  start 
radio  campaigns  but  are  not  cer- 

tain that  war  conditions  will  per- 
mit the  completion  of  their  series 

are  being  helped  over  this  hurdle 
as  stations  give  them  contracts 
containing  war  cancellation 
clauses. 

So,  as  cancellations  and  sudden 
changes  have  occurred,  we  have 
been  able  to  offset  them  to  a  good 
degree  by  use  of  larger  circula- 

tion, more  knowledge  of  the  qual- 
ity of  the  circulation,  higher  pur- 

chasing power,  low-cost  programs 
and  war  clauses. 

New  Users  of  Radio 

We  have  left  the  beaten  path 
this  year  to  find  new  business — 
and  it  has  paid.  Early  this  year 
our  station  launched  a  drive  to 
get  orders  from  those  accounts 
which  had  not  yet  been  cultivated 
intensively.  During  a  three-week 
period,  we  called  on  87  such  ac- 

counts and  made  15  sales,  an  aver- 
age of  five  a  week.  The  newest 

man  of  the  staff  had  most  such 
accounts  and  he  made  most  sales. 

Our  Pegeen  Prefers  is  a  war- 
born  program  which  illustrates 
what  can  be  done  to  win  new  lis- 

teners and  new  sponsors.  Recog- 
nizing that  women  want  to  know 

how  to  live  better  on  less  during 
wartime,  we  asked  Pegeen  Fitzger- 

ald, fashion  designer  and  former 
advertising  manager,  to  broadcast 
a  program  giving  such  informa- 

tion. This  was  started  as  a  15- 
,  minute  show,  presented  three  days 
weekly  last  spring.  Today  it  is  a 
25-minute  feature,  six  days  a  week. 
We  purposely  offered  this  show, 

with  its  up-to-the-minute  copy 
slant,  to  advertisers  who  had  al- 

ways said  "No"  to  radio.  Today 
seven  of  Pegeen's  nine  sponsors 
never  used  radio  before,  and  all 
have  extended  their  original  experi- 

mental length  contracts  into  52- 
week  commitments.  Furthermore, 
one  of  these  advertisers  who  never 
had  used  radio,  the  Gotham  Hos- 

iery Co.,  has  bought  a  second  show 
by  Pegeen  Fitzgerald,  called 
Strictly  Personal.  This  new  con- 

vert to  radio  broadcasts  his  second 
show  three  days  a  week  not  only 
over  WOR  but  also  over  the  Mu- 

tual Network. 

New  Business  Front 

To  point  up  our  efforts  to  obtain 
new  business,  everyone  at  our  sta- 

tion from  President  McCosker  and 
General  Manager  Streibert  to  the 
youngest  messenger  recently  par- 

ticipated in  a  "New  Business 
Front".  During  this  difficult  war- 

time period  all  at  the  station 
agreed  to  work  toward  this  goal — 

Tootsie  Rolls  Plans 

SWEETS  Co.  of  America,  Hobo- 
ken,  N.  J.,  has  named  Duane  Jones 
Co.,  New  York,  as  agency  for 
Tootsie  Rolls.  Radio  will  probably 
be  used,  and  advertising  will  get 
under  way  under  the  newly  ap- 

pointed agency  in  January.  Firm 
launched  a  spot  campaign  on  ap- 

proximately 12  stations  in  March 
for  a  26-week  period. 

to  beat  all  previous  records  in  the 
following  six  fields: 
Number  of  new  business  sales 

during  a  corresponding  period 
(eight  weeks). 
Number  of  sales  to  accounts 

which  never  used  WOR  before. 
Largest  individual  sale. 
Sale  of  station-built  shows. 
Number  of  calls  on  prospects. 
Quickest  sale  in  a  single  week. 
Cash  prizes  ranging  from  $20 

to  $100  were  offered  to  the  account 
executives  leading  in  each  of  these 
fields.  Also  cash  prizes  from  $10 

to  $50  were  offered  to  members  of 
the  station  not  in  sales  and  sales 
promotion  departments  who  should 
give  the  most  help  to  the  sales 
staff  during  the  New  Business Front. 

The  results  included  new  all- 
time  records  in  the  number  of  new 
business  sales  (92  in  eight  weeks) 
and  in  sales  to  accounts  never  us- 

ing WOR  previously  (20  in  eight 
weeks).  Not  only  during  these 
recent  eight  weeks,  when  the  num- 

ber of  new  converts  to  WOR  aver- 
aged two-and-a-half  per  week,  but 

throughout  1942  we  have  averaged 
two  such  sales  a  week.  Other  sta- 

tions also  can  give  encouraging  re- 
ports on  selling  radio  to  advertis- ers who  never  used  the  medium  in 

peacetime. Such  reports  indicate  that  our 
first  year  of  wartime  selling  has 
taught  us  some  things  that  will  be 
valuable  long  after  the  last  shot  is fired. 

-c 
^  i 

wo  A I  has  only  ONE  thing  to  sell  to  advertisers  -  and  that  commodity  is 
Audience ! 

These  listeners  in  the  Central  and  South  Texas  market  -  embracing  metro- 
politan centers,  thriving  towns  and  prosperous  farms  and  ranches  -  are 

reached  by  WOAI's  powerful  clear  channel  voice  and  sold  by  the  station's 
matchless  programming. 

Yes,  WOAI  delivers  the  bulk  of  the  listeners  in  half  of  the  great  Lone  Star 
State  -  in  a  single  50,000-watt  package! 

50,000-WATTS 
CLEAR  CHANNEL 

AFFILIATE  NBC 

MEMBER  TQN 

OAI 

Represented  Nationally  by  EDWARD  RETRY  CO. 

THE    POWERFUL  ADVERTISING   INFLUENCE   OF  THE  SOUTHWEST 
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Buffalo's 

Most 

Powerful 

Transmitter 

Plant 

WATT  S 

-Blanketing  11 
Seaboard 

227,000  Square 
Over  12,000,000  peo] 

BASIC 

COLUMBIA 

1520  K.C. 

New  $350,000  Transmitter  Plant 
BUFFALO 

BROADCASTING  CORPORATION 
tinnal  Hepresentatii 
iEt  &  PETERS,  1^' 

Abie's  Irish  Rose  Reunion — Drug,  Grocery  Brochures — 
Plane  Sigs — Hook  and  Ear 

"jVAMESAKES  of  Rosemary -^^  Murphy,  Patrick  Murphy, 
Solomon  Levy  and  Abe  Levy,  all 
characters  in  NBC's  Abie's  Irish 
Rose,  are  being  invited  to  the  net- 

work's studios  Nov.  21  for  a  broad- 
cast of  the  Procter  &  Gamble  series. 

In  addition  to  sending  out  invita- 
tions to  all  those  bearing  the  name 

and  living  in  Greater  New  York, 
Ann  Nichols,  author  of  the  pro- 

gram, will  insert  classified  ads  in 
New  York  newspapers,  in  an  effort 
to  reach  those  not  listed  in  the 
city's  telephone  directories.  There will  be  no  one  in  the  studios  that 
night  whose  name  does  not  conform 
with  that  of  the  show's  characters. 
Agency  for  P  &  G  for  Drene  Sham- 

poo is  H.  W.  Kastor  &  Sons  Adv. 
Co.,  Chicago. 

Sponsor  Bulletins 
LAUNCHING  a  new  service  to 
advertisers,  KQW,  San  Francisco, 
has  issued  the  first  of  its  quarterly 
bulletins  to  the  drug,  tobacco  and 
grocery  fields.  The  bulletins, 
printed  on  maroon-bordered  yellow 
sheets,  list  all  products  advertised 
over  KQW,  together  with  the  name 
of  the  advertiser  and  complete 
broadcast  identification.  One  thou- 

sand bulletins  have  been  mailed  to 
leading  wholesalers,  jobbers,  dis- 

tributors and  retailers  in  the  drug, 
tobacco  and  grocery  fields  in  the 
KQW  area. 

KFDM'S
 

And  so  will  the  220,900  peo- 
ple in  the  Gull  Coast  Area  (Jef- 

ferson and  Orange  Counties). 
Right  now,  a  total  of  $4,215,000,- 
000  a  month  in  industrial  pay- 

rolls is  being  spent.  Check  up 
on  your  sales  par,  then  place 
your  spot  schedule  on  KFDM  . . . 
the  full  coverage  station. 

BLUE  NETWORK 

KFDM 

BEAUMONT 
REPRESENTED  BY  HOWARD  H.  WILSON  CO. 

Signed  for  Service 
TO  ACCELERATE  sale  of  War 
Bonds  and  Stamps,  purchasers  of 
$1  or  more  of  the  latter  at  CBS 
Hollywood,  are  permitted  to  auto- 

graph surface  of  a  P-38  Lockheed 
Interceptor.  Under  constant  mili- 

tary guard,  the  plane  now  on  ex- 
hibit at  the  network's  forecourt  is 

partitioned  off  so  Stamp  and  Bond 
buyers  may  direct  their  signatures 
to  Hitler,  Hirohito  or  Mussolini. 
Last-named's  section  is  the  tail  end 
of  the  Interceptor. 
When  signature  space  is  filled, 

the  plane  will  be  turned  over  to 
Army  officials  for  service  with  the 
Air  Forces.  Promotion  stunt  is  an 
indirect  tie-in  with  the  weekly 
quarter-hour  of  dramatized  vig- 

nettes on  aviation,  sponsored  by 
Lockheed  &  Vega  Aircraft  Corps., 
which  starts  Nov.  9  on  57  CBS  sta- 

tions, Monday,  7:15-7:30  p.m. 
(EWT),  with  West  Coast  repeat, 
8:15-8:30  p.m.  (PWT). 

*  *  * 
MBS  Brochure 

LATEST  promotion  piece  of  MBS 
is  an  illustrated,  colorful  brochure 
of  large  dimensions,  titled  The 
Bump  on  the  Hook.  Its  story  runs 
something  like  this:  Just  as  hooks 
and  eyes  in  dress  fashions  of  the 
'90s  often  failed  to  meet  or  stay 
joined,  so  early  radio  had  loose 
connections  and  bare  spots.  Just 
as  the  hook  and  eye  problem  was 
solved  by  ingenuity  of  a  new  twist 
or  bump  on  the  wire  hook,  so 
technicians  have  obtained  a  vast 
audience  for  the  network  by  four 
bumps,  perfected  in  the  Mutual 
"hook  and  ear"  factory  —  finer 
facilities,  good  program-building, 
Mutual's  "point-of-broadcast  bally- 

hoo" and  better  rates. 

Diamond  Plugs 
SMOOTH  handling  of  commercials 

in  Ed  Wilson's  twice  daily  "M.J.B." show,  on  KWK,  St.  Louis,  boosts 
diamonds  for  Schneider's  Credit 
Jewelers  and  Opticians,  sponsors. 
The  jewelry  store's  biggest  feature is  diamonds,  so  Ed  interviews  a 
romantic-looking  couple  in  his  audi- 

ence, starts  a  conversation  about 
engagements  and  rings  and  gets  in his  plugs. 

"We  find  these 

programs  to  be  ideally 
suited  to  our  particular 
needs.  wsoc 

•  Programs  prepared  by  the 
ASCAP  Radio  Program  Service  are 
salable  and  entertaining.  Written 
by  the  best  script  writers  in  the 
business,  they  are  available  to 
any  ASCAP-licensed  station  with- 

out cost.  Write  or  wire  at  once. 

ASCAP 

Radio  Program  Service 
30  Rockefeller  Plaza    •   New  York 

HOW  TO  DRAW  CROWDS  and  in- 
terest people!  Dual  publicity  stunt 

for  KLZ,  Denver,  and  Shrine  Cir- 
cus finds  Jack  Sherlock,  announcer, 

interviewing  circus  elephant  trainer 
in  front  of  the  studios. 

*  *  ^ 

Sports  Contest 
FOOTBALL  SCORES  contest, 
conducted  by  Tony  Wakeman, 
WINX,  Washington,  sports  re- 

porter, during  his  quarter-hour 
sports  program  for  Valley  Forge 
(Adam  Scheldt  Brewing  Co.,  Nor- 
ristown.  Pa.),  offers  two  $5  war 
stamps  to  those  with  perfect  fore- 

casts for  20  outstanding  games 
each  week,  while  the  next  ten  high- 

est get  two  tickets  to  the  outstand- 
ing local  college  or  professional 

game  of  the  following  week.  Grand 
prize  for  the  highest  score  at  close 
of  the  season  is  two  tickets  and 
all-expense-paid  trip  to  the  Na- 

tional Professional  Football  League 
championship  game. 

*  *  * 
Treasure  Island 

MAP  of  the  guaranteed  area  of 
WOR,  New  York,  "drawn  in  the 
mood  of  Treasure  Island,"  accom- 

panies a  station  promotion  letter 
sent  out  recently  by  Joseph 
Creamer,  promotion  and  research 
director.  Keynote  of  the  mailing 

piece  is  the  idea  that  the  station's 
listening  area,  with  its  15  indus- 

trial cities,  or  "treasure  spots",  is 
virtually  a  "Treasure  Island", 
boasting  more  than  million  radio 
homes,  and  a  WOR  audience  in- 

creased by  10  to  15%  over  1941. 
The  two-tone  map  is  drawn  in  old 
cartography  style,  with  decorative embellishments. 

*  *  * 
Newspaper  Spots 

SPECIAL  SUPPLEMENT  of  The 
Philadelphia  Record,  morning  news- 

paper,  for  Wendell  Willkie's speech,  was  promoted  with  more 
than  45  spot  announcements  on  the 
eight  Philadelphia  stations.  Cam- 

paign was  part  of  the  extensive  ra- dio promotion  used  by  the  paper 
under  a  space-for-time  swap  ar- 
rangement. 

We  don't  hit  PUMPKIN  CENTER 

ATLANTA 
.  MBS 

/Represented  by  SPOT  SALES  Inc. 
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STANLEY  L.  MUSSELMAN,  form- 
erly vice-president  of  William  A. 

Schautz  Adv.,  New  York,  has  been 
elected  president  of  the  agency  in  a 
reorganization  of  officers  occasioned 
by  the  death  of  Mr.  Schautz.  Miss 
Erau  Karr,  previously  copy  director 
of  the  firm,  and  prior  to  that,  office 
manager  of  George  Bijur  Co.,  New 
York,  has  been  named  radio  director. 
New  secretary  and  treasurer  is  Dale 
Woodward,  formerly  art  director. 

BARTON  A.  STEBBINS,  head  of 
the  Los  Angeles  agency  bearing  his 
name,  has  joined  the  Army  Special 
Services  as  captain,  and  will  be  sta- 

tioned in  Washington.  Arthur  W. 
Gudelman,  space  buyer  and  production 
manager,  and  Lee  Crosby  and  Nat 
Jeffras,  account  executives,  will  oper- 

ate the  agency. 

ROBERT  STINSON,  formerly  of 
the  publicity  department  of  N.  W. 
Ayer  &  Son,  Philadelphia,  and  more 
recently  of  the  publicity  department 
of  the  Curtis  Publishing  Co.,  Phila- 

delphia, has  joined  the  Marine  Corps. 

GEORGE  F.  DAVIS  has  joined 
Aitkin-Kynett  Co.,  Philadelphia,  as  ac- count executive. 

IRVING  SOLOMAN  has  left  J.  M. 
Korn  Adv.  Agency,  Philadelphia,  to 
join  the  Army. 

MURIEL  LONG,  formerly  in  the  traf- 
fic department  of  Sherman  K.  Ellis 

&  Co.,  New  York,  has  been  named 
art  director  of  Liquor  Publications, 
New  York. 

CLIFFORD  PANGBURN,  formerly 
of  J.  Stirling  Getchell  Inc.,  and  Lord 
&  Thomas,  New  York,  has  joined  the 
War  Dept.  Price  Adjustment  Board, 
Washington. 

MISS  MITCHELL  TAYLOR,  for- 
merly of  the  copy  department  of  Mc- 

Cann-Erickson,  New  York,  has 
joined  the  copy  stafE  of  William  H. 
Weintraub  Co.,  New  York. 

HOWARD  PERRY,  sales  manager 
of  WGRC,  New  Albany,  Ind.,  has 
joined  M.  R.  Kopmeyer,  Louisville 
agency,  as  account  executive.  Porter 
Smith,  former  assistant  manager, 
has  taken  over  sales  direction  of 
WGRC. 

FRANCIS  N.  McGEHBE,  former 
general  sales  manager  of  Outdoor  Adv., 
and  previously  with  the  Scripps-How- 
ard  Newspapers,  has  joined  Warwick 
&  Legler,  New  York,  in  an  executive 
capacity. 

WALTER  HOPKINS,  formerly  as- 
sistant advertising  manager  of  Pur- 

ity Bakeries,  Chicago,  and  Jack 
Rheinstrom  formerly  of  the  adver- 

tising staff  of  Wilding  Pictures  Pro- 
ductions, Chicago,  have  joined  the 

Chicago  ofiice  of  Campbell-Mithun  as 
contact  men.  Ralph  B.  Campbell, 
president  of  the  agency,  with  head- 

quarters in  Minneapolis,  will  divide 
his  time  between  that  city  and  the 
Chicago  offices,  which  service  the  Pur- 

ity Bakeries  account. 

JAMES  McFADDEN,  vice-president 
and  radio  director  of  McKee  &  Al- 

bright, New  York,  has  returned  to  his 
desk  after  Hollywood  conferences 
with  Dick  Mack,  producer  of  the 
weekly  NBC  Rudy  Vallee  Shoto,  spon- 

sored by  Sealtest  Inc. 

GARRY  CARTER  has  joined  Fron- 
tenac  Broadcasting  Co.,  Toronto,  as 
vice-president,  and  will  take  charge 
of  the  newly  formed  production  and 
transcription  department  which  will 
cater  to  the  needs  of  advertising  agen- 

cies. He  was  formerly  with  Exclusive 
Radio  Features  Ltd.,  Toronto. 

PETER  POTTER,  announcer-m.c. 
having  enlisted  in  the  Army  Air 
Forces,  George  Irwin,  account  exec- 

utive and  producer  of  Smith  &  Bull 
Adv.,  Los  Angeles  agency,  in  addi- 

tion to  his  regular  duties  on  Oct.  31 
took  over  the  nightly  recorded  Music 
Box,  and  2%-hour  Sunday  morning 
program  0#  the  Record,  both  spon- 

sored by  Washington  Motor  Co.,  on 
KMPC,  Beverly  Hills,  Cal.  Mr.  Ir- 

win also  has  been  appointed  South- 
ern California  radio  director  of  the 

Gas  Rationing  Division,  Office  of 
Price  Administrator. 
LYNN  BAKER,  president  of  the 
New  York  advertising  agency  bearing 
his  name,  has  entered  the  armed 
services.  The  firm,  located  at  521  Fifth 
Ave.,  is  expected  to  discontinue  oper- 

ations about  January  1. 
ARTHUR  MOTT,  space  buyer  for 
Lord  &  Thomas,  San  Francisco,  re- 

cently enlisted  in  the  Army  Air 
Forces. 

MABEL  COBB,  for  several  years 
active  in  television,  is  now  head  of 
the  radio  department  of  J.  Walter 
Thompson  Ltd.,  Toronto. 

J.  A.  Barnett  Is  Named 

Sherman-Marquette  V-P 
JAMES  ALLEN  BARNETT,  ac- 

count executive  of  Sherman  & 
Marquette,  Chicago,  has  been  ap- 

pointed a  vice-president  of  the 
organization.  Mr.  Barnett,  form- 

erly of  Benton  & 
Bovi^les,  New 
York,  handles  the 

Colgate  -  Palm- olive-P  e  e  t  ac- 
count and  super- 

vises the  Al  Jol- son  broadcasts 
heard  for  Colgate 
toothpovi^der  o  n 
CBS,  Tuesdays, 
8:30-9  p.m.  and 
Sports  Newsreel Stern    on  NBC, 

Barnett 

Brindley  Named 

DOREMUS  &  Co.,  national  adver- 
tising agency,  has  announced  the 

appointment  of  Ronald  C.  Brindley 
as  manager  of  its  San  Francisco 
office.  He  has  been  associated  with 
the  firm  on  the  Pacific  Coast  for 
12  years.  Henry  W.  Grady,  vice- 
president  of  the  company,  in  charge 
of  that  office  for  14  years,  has  been 
transferred  to  Boston.  He  is  in 

charge  of  the  firm's  commercial  di- vision in  that  city. 

featuring  Bill 
Saturdays,  10-10:15  p.m.  for  Col- 

gate shave  creams. 
Herb  Polesie,  former  producer 

of  NBC  Kraft  Music  Hall  has  been 
appointed  radio  director  of  the 
agency's  New  York  oflSce  to  direct 
production  of  the  Al  Jolson  pro- 

gram. Dorothy  Andrews,  formerly 
assistant  manager  of  WNEW, 
New  York,  and  previously  of  the 
radio  department  of  Ruthrauff  & 
Ryan,  New  York  and  Barton  A. 
Stebbins,  Los  Angeles,  will  assist 
Mr.  Polesie  in  production. 

FOREIGN  Adv.  and  Service  Bureau, 
New  York,  has  moved  from  7  East 
42nd  St.,  to  342  Madison  Ave. 

DON  G.  MITCHELL,  for  three  years 
vice-president  and  sales  director  of 
Pepsi-Cola  Co.,  Long  Island  City, 
extensive  user  of  radio,  has  been 
named  vice-president  in  charge  of  sales 
of  Sylvania  Electric  products.  Suc- 

ceeding Mitchell  at  Pepsi-Cola  is  John P.  Clarkin. 

HOW  TO  GET  THE  MOST 

OUT  OF  YOUR  RADIO  DOLLAR 

IN  CENTRAL  NEW  YORK 

Pick  the  one  Syracuse  Sta- 

tion in  four  that  consistently 

shows  more  audience  than 

the  other  three  stations 

combined.  Does  it  six  times 

a  day  —  day-in  and  day-out. 
Pick  .  .  . 

wyprBL 

Buffalo's 
Most 

Powerful 

Transmitter 

Plant 

MEMBER  OF  BASIC  NETWORK  COLUMBIA  BROADCASTING  SYSTEM 

FREE  Si  PETERS,  Inc.    ̂   Exclusive  l\'ational  Representatives 

New  $350,000  Transmitter  Plant 
BUFFALO 

BROADCASTING  CORPORATION 
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STATION  ACCOUNTS 

sp — studio  programs 
ne — news  programs 

t — transcriptions 
so — spot  announcements 

ta — transcription  announcements 

WHO,  Des  Moines 
Ex-Lax  Inc.,  Brooklyn,  N.  Y.,  100  ta,  thru 

Joseph  Katz  Co.,  N.  Y. 
Curtiss  Candy  Co.,  Chicago,  195  so,  thru 

C.  L.  Miller  Co.,  Chicago. 
Dr.  W.  B.  Caldwell,  Inc.,  Monticello,  111., 

150    sp,    thru    Sherman    &  Marquette, 
Chicago. 

G.  E.  Conkey  Co.,  Cleveland  (feeds),  26 
sp,  thru  Rogers  &  Smith,  Chicago. 

Noxzema  Chemical  Co.,  Baltimore.  52  sp, 
thru  Ruthrauff  &  Ryan  Inc.,  N.  Y. 

Pennsylvania  Salt  Co.,  Philadelphia,  39 
sa,  thru  Sherman  K.  Ellis  &  Co.,  Chicago. 

McConnon  &  Co.,  Winona,  Minn,  (groc- 
eries, toiletries),  100  sa  thru  Cramer- Krasselt,  Milwaukee. 

United  Drug  Co.,  Boston,  Mass.  (Rexall 
products),  4  t  thru  Spot  Broadcasting, 
N.  Y. 

Grove  Labs.,  St.  Louis   (Bromo  Quinine), 
8  sp,  46  f,  42  ta,  thru  Russel  M.  Seeds 
Co.,  Chicago. 

Johnson  &  Johnson,  New  Brunswick  (first 
aid    products),   212   ta,   thru   Young  & 
Rubicam,  N.  Y. 

Beech-Nut  Packing  Co.,  Canajoharie,  N.  Y. 
(gum),    ta,    thru    Newell-Emmett  Co., N.  Y. 

Peter  Paul  Inc.,  Naugatuck,  Conn.,  156  sa, 
thru  Platt-Forbes  Inc.,  N.  Y. 

Mentholatum  Co.,  Wilmington,  Del.,  26  sp, 
thru  J.  Walter  Thompson  &  Co.,  N.  Y. 

Pinex    Co.,    Fort  Wayne    (cough  syrup), 
110  aa,  22  sp,  thru  Russel  M.  Seeds  Co., 
Chicago. 

Studebaker  Corp.,  South  Bend   (sales  and 
service),  22  sa,  thru  Roche,  Williams  & 
Cunnyngham,  Chicago. 

Miles  Labs,   Elkhart,  Ind.    ( Alka-Seltzer) . 
52  sa,  thru  Wade  Adv.  Agency,  Chicago. 

Campbell   Cereal   Co.,   Minneapolis  (Malt- 
O-Meal),  21  ne,  63  sa,  63  t,  thru  H.  W. 
Kastor  &  Sons,  Chicago. 

Beaumont    Co.,    St.    Louis     (4-Way  cold 
tablets),   18  sa,  thru  H.  W.   Kastor  & 
Sons,  Chicago. 

Nutrena   Mills   Inc.,    Kansas    City  (stock 
feeds),    156   sa,   thru   Ferry-Hanly  Co., Kansas  City. 

Carey  Salt  Co.,  Hutchinson,  Kan.,  26  sa, 
thru  McJunkin  Adv.  Co.,  Chicago. 

WLAV,  Grand  Rapids 
Mutual  Benefit  Health  &  Accident  Assn., 

Detroit,  6  sp  weekly,  direct. 
Congress     Cigar    Co.,     New    York  (La 

Palina),  18  sa  weekly,  thru  Schwimmer 
&  Scott,  Chicago. 

THE  Kudineid.  of 

BROADCASTING 

KPO,  San  Francisco 
Vick  Chemical  Co.,  New  York  (Vapo-Rub) 

3  sp  weekly,  thru  Morse  International, 
N.  Y. 

Mothers'  Cake  &  Cookie  Co.,  Oakland,  3 
sp   weekly,   thru   Emil   Reinhardt  Adv. 
Agency,  Oakland. 

Berkshire    Knitting    Mills,    Reading,  Pa. 
(hosiery)     5    sa    thru  Geare-Marston, Philadelphia. 

Grove  Labs.,  St.  Louis   (Bromo  Quinine), 
4  t  weekly,  thru  H.  W.  Kastor  &  Sons, Chicago. 

Continental  Baking  Corp.,  New  York,  6 
sa  weekly,  thru  Ted  Bates  Inc.,  N.  Y. 

Acme  Breweries,  San  Francisco,  3  f  weekly, 
thra  Brisacher,  Davis  &  Staff,  San 
Francisco. 

Quaker  Oats  Co.,  Chicago  (Quaker  Oats 
and  Mothers  Oats),  3  sa  weekly,  thru 
Ruthrauff  &  Ryan,  Chicago. 

WOR,  New  York 
Seeman  Brothers,  New  York  (Pique  Kit- 

chen Magic),  5  sa  weekly,  52  weeks,  thru 
J.  D.  Tarcher  &  Co.,  N.  Y. 

Miles  Labs.,  Elkhart,  Ind.  (One-A-Day  Vit- amins), 5  so.  weekly,  13  weeks,  thru 
Wade  Adv.  Agency,  Chicago. 

A.  Goodman  &  Sons,  New  York  (vegetable 
soup,  noodles),  weekly  ne,  52  weeks,  thru 
Al  Paul  Lefton  Co.,  N.  Y. 

L.  E.  Waterman  Co.,  New  York  (fountain 
pens,  pencils),  3  ne  weekly,  52  weeks, 
thru  Charles  Dallas  Reach  Co.,  Newark. 

Land  O'  Lakes  Creameries,  Minneapolis,  3 
ne  weekly,  52  weeks,  thru  Campbell- 
Mithun,  Minneapolis. 

Gambarelli  &  Davitto,  New  York  (Swiss 
Colony  wines),  weekly  ne,  52  weeks, 
thru  de  Biasi  Adv.  Agency,  N.  Y. 

Vick  Chemical  Co.,  New  York  (Vapo-Rub, 
Va-tro-nol),  3  ne  weekly,  20  weeks,  thru 
Morse  International,  N.  Y. 

WOWO,  WGL,  Fort  Wayne 
Plough  Inc.,  Memphis,  260  so,  thru  Lake- 
Spiro-Shurman,  Memphis. 

Allied  Mills  Inc.,  Chicago  (I.Q.  dog  food), 
300   sa,   thru   Louis   E.   Wade  Agency, 
Fort  Wayne. 

Nehi  Corp.,  Columbus,  Ga.   (Royal  Crown 
cola),  52  t,  thru  BBDO.  N.  Y. International      Harvester     Co.,  Chicago 
(trucks,   tractors),    1   sa,  thru  Aubrey, 
Moore  &  Wallace,  Chicago. 

G.    E.    Conkey,    Cleveland    (Y-O  poultry 
feed;   remedies),   54  sa  thru  Rogers  & 
Smith  Adv.  Agency,  Chicago. 

Dr.   W.   B.   Caldwell  Inc.,   Monticello,  111. 
(Laxative   Senna),   260   ta,   thru  Sher- man &  Marquette,  Chicago. 

Congress  Cigar  Co.,  New  York  (La  Palina 
cigars),  546  ta,  thru  Schwimmer  &  Scott 
Adv.  Agency,  Chicago. 

Little    Crow    Milling    Co.,    Warsaw,  Ind. 
(Coco-Wheats),    40   sa   thru   Rogers  & 
Smith  Adv.  Agency,  Chicago. 

WKRC,  Cincinnati 
M.  Werk  Co.,  St.  Bernard,  O.  (Werx),  6 

sp  weekly,  thru  Frederic  W.  Ziv  Inc., Cincinnati. 

WELL,  we've  found  one 
GUY  WHO  SAYS  HE  DOESN'T THINK  OUR  BOOM  AREA 

IS  A  GOOD  BUY...  !y 

<VJEET/riV£f7-/ 

WGY,  Schenectady 
Macfadden  Publications,  New  York,  ta,  1 

year,  thru  Arthur  Kudner  Inc.,   N.  Y. 
McKesson  &  Bobbins  Inc.,  Bridgeport, 

Conn.  (Soretone  liniment),  5  ta  weekly, 
4  weeks,  thru  J.  D.  Tarcher  &  Co.,  N.  Y. 

Readers  Digest,  Pleasantville,  N.  Y.,  20  sa 
weekly,  thru  BBDO,  N.  Y. 

Philadelphia  &  Reading  Coal  &  Iron  Co., 
Philadelphia,  3  so  weekly,  26  weeks,  thru 
McKee  &  Albright,  Philadelphia. 

International  Harvester  Co.,  Chicago,  6  sa 
weekly,  thru  Aubrey,  Moore  &  Wallace, Chicago. 

New  York  Telephone  Co.,  New  York,  sa, 
thru  BBDO,  N.  Y. 

Lever  Bros.,  Cambridge,  Mass.   (Rinso) ,  5 
t    weekly,    1    year,    ta,    8    weeks,  thru 
Ruthrauff  &  Ryan,  N.  Y. 

Luden's  Inc.,  Reading  (cough  drops),  156 sa,  thru  J.  M.  Mathes  Inc.,  N.  Y. 
Musterole    Co.,    Cleveland,    130    sa,  thru 

Erwin,  Wasey  &  Co.,  N.  Y. 
Beaumont   Labs.,   St.   Louis    (4-Way  cold 

tablets),   72  so,  thru  H.  W.  Kastor  & 
Sons,  Chicago. 

Hudson  Coal  Co.,  Scranton,  sp,  5  months, 
thru  Leighton  &  Nelson,  Schenectady. 

Pinex    Co.,    Fort  Wayne    (cough  syrup), 
132  so,  thru  Russel  M.  Seeds  Co.,  Chicago. 

Charles  Gulden  Inc.,  New  York  (mustard), 
3  ne  weekly,  30  weeks,  thru  (jharles  W. 
Hoyt  Inc.,  N.  Y. 

Arvey  Corp.,  Chicago   (R-V-Lite),  25  so, thru  First  United  Broadcasters,  Chicago. 
N.  Y.   State  Bureau  of  Milk,  Albany,  78 

sa,  thru  J.  M.  Mathes  Inc.,  N.  Y. 
Studebaker  Corp.,  South  Bend,  3  ne  weekly, 

12     weeks,    thru    Roche,     Williams  & 
Cunnyngham,  Chicago. 

B.  Meier  &  Son  Inc.,  New  York  (Golden 
Center  wheat  germ,  corn  flakes),  6  so 
weekly,  3  weeks,  thru  H.  C.  Morris  &  Co., N.  Y. 

Lehn  &  Fink  Products  Corp.,  New  York 
(Hinds  Honey  &  Almond  cream),  t,  3 
weeks,  thru  Wm.  Esty  &  Co.,  N.  Y. 

Great  Atlantic  &  Pacific  Tea  Co.,  New 
York  (apples),  sa,  9  days,  thru  Paris &  Peart,  N.  Y. 

Swift  &  Co.,  Chicago  (Sunbrite  cleanser), 
6  sa,  thru  Needham,  Louis  &  Brorby, Chicago. 

Flex-O-Glass  Mfg.  Co.,  Chicago  (glass 
substitute) ,  12  sp,  thru  Presba,  Fellers 
&  Presba,  Chicago. 

Potter  Drug  &  Chemical  Corp.,  Maiden. 
Mass  (Cuticura),  6  ta  weekly,  1  year, 
thru  Atherton  &  Currier,  N.  Y. 

C.  A.  Briggs  Co.,  Cambridge,  Mass.  (H-B 
cough  drops),  2  sp  weekly,  16  weeks,  thru 
Horton-Noyes  Co.,  Providence. 

V.  LaRosa  &  Sons  Inc.,  Brooklyn  (maca- 
roni products),  130  sa,  thru  M.  H. Hackett  Inc.,  N.  Y. 

CROC,  Hamilton,  Ont. 
Kellogg  Co.  of  Canada,  London,  Ont.  (corn 

flakes),  80  so,  thru  Kenyon  &  Eckhardt, Montreal. 
Nova  Kelp  Co.,  Montreal  (medicinal),  52 

ta,  thru  A.  McKim  Ltd.,  Montreal. 
Stevens  Chemical  Products  Ltd.,  Bramp- 

ton, Ont.  (Eskimo-Kloth) ,  65  ta,  thru 
F.  H.  Hayhurst  Co.,  Toronto. 

WHN,  New  York 
Pepsi-Cola  Co.,  Long  Island  City,  N.  Y., 

ta,  52  weeks,  thru  Newell-Emmett  Co., N.  Y. 
Beech-Nut  Packing  Co.,  Canajoharie,  N.  Y. 

(gum) ,  so,  15  weeks,  thru  Newell- Emmett  Co.,  N.  Y. 
Detroit  Bible  Class,  Detroit  (religious), 
weekly  sp,  52  weeks,  thru  Aircasters, Detroit. 

Quaker  Oats  Co.,  Chicago,  so,  5  weeks,  thru Ruthrauff  &  Ryan,  Chicago. 
F.  &  M.  Schaeffer  Brewing  Co.,  Brooklyn, 

3    ne    weekly,    13    weeks,   thru  BBDO, N.  Y. 
U.  S.  Tobacco  Co.,  New  York  (Model 
smoking  tobacco) ,  sa,  13  weeks,  thru 
Arthur  Kudner  Inc.,  N.  Y. 

Twin  City  Shellac  Co.,  Brooklyn  (Dan- Dee  floor  polish,  wax) ,  sa,  52  weeks,  thru 
Diener  &  Dorskind,  N.  Y. 

Lever  Bros.,  Cambridge  (Rinso),  to,  3 
weeks,  thru  Ruthrauff  &  Ryan,  N.  Y. 

Wesley  Radio  League,  Detroit  (religious), 
weekly  sp,  52  weeks,  thru  Aircasters, Detroit. 

P.   Lorillard   Co.,   New  York    (Old  Gold 
cigarettes),  sa,  14  weeks,  thru  J.  Walter 
Thompson  Co.,  N.  Y. 

Colgate-Palmolive-Peet    Co.,    Jersey  City 
(Super  Suds),  so,  11  weeks,  thru  William Esty  &  Co.,  N.  Y. 

Garrett  &  Co.,  Brooklyn    (Virginia  Dare 
wine) ,  so,  3  weeks,  thru  Ruthrauff  & 
Ryan,  N.  Y. 

P.  Duff  &  Sons  Inc.,  Pittsburgh  (ginger- 
bread mix),  so,  B  weeks,  thru  W.  Earl 

Bothwell  Adv.  Agency,  Pittsburgh. 
Corn   Products   Refining  Co.,   New  York 

(Kre-Mel  Dessert),  so  and  12  ne  weekly, thru  C.  L.  Miller  Co.,  N.  Y. 
Stanback  Co.,  Salisbury,  N.  C.  (Headache 

Powders),    sa,    59    weeks,   thru  Klinger 
Adv.,  N.  Y. 

B.  C.  Remedy  Co.,  Durham,  N.  C.  (B.  C 
Powders ) ,  7  ne  weekly,  52  weeks,  thru 
Charles  W.  Hoyt  Co.,  N.  Y. 

Lehn  &  Fink  Products  Corp.,  Bloomfield 
N.   J.    (cosmetics),  sa,   6  weeks,  thr 
William  Esty  &  Co.,  N.  Y. 

WKZO,  Kalamazoo 

•u 

i 

Atlas  Brewing  Co.,  Chicago,  27  so  weekly, 
13  weeks,  thru  Arthur  Meyerhoff  &  Co., Chicago. 

Sempray-Jovenay  Co.,  Grand  Rapids,  10 
ta  weekly,  10  weeks,  thru  Roche,  Wil- liams &  Cunnyngham,  Chicago. 

Utilities  Engineering  Institute,  Chicago,  3 
ap  weekly,  13  weeks,  thru  First  United Broadcasters,  Chicago. 

American  Chicle  Co.,  New  York  (gum) , 
82  ta,  13  weeks,  thru  Grant  Adv.,  Chi- cago. 

Compagnie  Parisienne  Inc.,  San  Antonio 
(perfumes),  6  t,  1  week,  thru  North- west Radio  Adv.  Co.,  Seattle. 

Ex-Lax  Inc.,  New  York,  69  ta,  14  weeks, 
thru  Joseph  Katz  Co.,  N.  Y. 

Fox  De  Luxe  Brewing  Co.,  Grand  Rapids, 
18  ta  weekly,  thru  Schwimmer  &  Scott Adv.  Agency,  Chicago. 

Plough  Inc.,  Memphis  (St.  Joseph  medi- cines, Penetro  products),  to,  20  weeks, 
thru  Lake-Spiro-Shurman,  Memphis. 

KMPC,  Beverly  Hills,  Cal. 

Christian  Reform  Church,  Chicago  (re- 
ligious), weekly  t,  thru  Florence  Chap- man Radio  advertisers,  Chicago. 

Oregon's  highest  power  station. 

Reps. — Joseph  Hershey  McGillvra— 10,000  Watts,  750  Kc. 

You  can't  beat  the  Z  net. 

Adv. 

AFFILIATES 

New  York-Chicago  Reps.^ — The  Walker  Co. Adv. 

Page  48  •  November  9,  1942 BROADCASTING  •  Broadcast  Advertising 



UNITED  DRUG  Co.'s  "Rexall  FaU 
One-Cent  Sale"  was  promoted  in  nine areas  by  transcriptions  of  the  Parade 
of  Stars  programs,  placed  by  Street 
&  Finney,  Nov.  1-7  on  WEAF,  New 
York  ;  KPO.  San  Francisco  ;  WOWO, 
Fort  Wayne  ;  WBZ,  Boston  ;  WBZA, 
Springfield,  Mass.;  WGY,  Schenec- 

tady; WTAM,  Cleveland;  KDKA, 
Pittsburgh ;  KTW,  Philadelphia. 
NBC  national  spot  and  local  sales 
division  also  announced  the  following 
additional  contracts :  One-minute  an- 

nouncements by  United  States  Tobacco 
Co.,  for  Model  smoking  tobacco,  over 
KPO,  San  Francisco;  KTW,  Phila- 

delphia ;  WRC,  Washington ;  WTAM, 
Cleveland,  through  Arthur  Kudner 
Inc.  agency.  One-minute  announce- 

ments and  station  breaks  by  Lehn  & 
Fink  Products  Corp.,  for  Hinds  Honey 
and  Almond  Cream,  over  WGY. 
Schenectady  ;  WMAQ,  Chicago  ;  WRC, 
Washington ;  KOA,  Denver ;  KPO, 
San  Francisco  ;  WOWO,  Fort  Wayne. 

NOVA  KELP  Co.,  Montreal  (me- 
dicinal food)  has  started  a  series  of 

transcribed  announcements  four  times 
weekly  on  a  number  of  Canadian 
stations.  Account  was  placed  by  A. 
McKim  Ltd.,  Montreal. 

CHRIS.  HANSEN  LABS.,  Toronto 
(Junket),  on  Nov.  2  started  three 
transcribed  announcements  weekly 
for  28  weeks  on  CFCF,  Montreal; 
CKCL,  Toronto;  CKTB,  St.  Catha- 

rines, Ont. ;  C  JRC,  Winnipeg  ;  CKCK, 
Eegina,  Sask. ;  CFAC,  Calgary,  Alta. ; 
CJCA.  Edmonton,  Alta.;  CKWX, 
Vancouver ;  and  live  French  an- 

nouncements on  CKAC,  Montreal. 
Account  was  placed  through  A. 
McKim  Ltd.,  Toronto. 

CHATTANOOGA  MEDICINE  Co.. 
Chattanooga,  Tenn.  (Black-Draught, 
Cardui),  is -placing  transcription  an- 

nouncements on  WCHS,  Charleston, 
W.  Va.,  through  Nelson  Chesman  Co., 
Chattanooga.  In  the  Oct.  26  Beoad- 
CASTING  this  account  was  erron- 

eously reported  as  placed  through 
McCann-Erickson,  New  York. 
BENSON  &  HEDGES,  New  York 
(Virginia  Rounds  cigarettes),  now 
using  thrice-weekly  morning  quarter- 
hour  newscasts  on  WEAF,  New  York, 
with  Rad  Hall,  NBC  staff  announcer, 
will  add  three  broadcasts  of  the  same 
length  on  WEAF,  starting  Nov.  10. 
Account  is  handled  by  Duane  Jones, 
New  York. 

PETROL  Corp.,  Los  Angeles,  with 
broadcast  of  Oct.  26  shifted  the  weekly 
half-hour  program,  P.D.Q.  Quiz  Court 
on  KFI,  that  city,  to  KNX,  HoUy- 
wood,  Monday,  9-9:30  p.m.  (PWT). 
New  contract  is  for  52  weeks.  Munici- 

pal Ck>urt  Judge  LeRoy  Dawson  con- 
tinues as  judge,  with  Gary  Breckner 

m.c.  and  quiz  master.  Agency  is  Dana 
Jones  Co.,  Los  Angeles. 

BRASS  RAIL  RESTAURANTS, 
New  York,  successful  user  of  Mo- 

ments of  Memory  on  New  York  sta- tions  [Broadcasting,  June  29], 
marked  the  first  anniversary  of  the 
program  Oct.  31.  Featuring  record- 

ings of  oldtime  tunes  interwoven  with 
reminiscences  of  the  past  three  dec- 

ades, the  feature  is  now  aired  on 
WLIB,  Brooklyn,  as  well  as  on  WOR, 
New  York,  and  WMCA,  New  York, 
where  it  was  first  presented.  Agency 
is  Blackstone  Co.,  New  York. 

KELITE  PRODUCTS  Inc.,  Los  An- 
geles (Kenu  cleaner)  in  a  Southern 

California  campaign  started  Oct.  26, 
is  sponsoring  daily  participation  in 
J^orman  Young's  Happy  Homes  on 
KHJ,  with  four-per-week  in  Agnes 
White's  California.  Home,  and  one 
weekly  in  Mirandy's  Garden  Patch on  KFI.  Contracts  are  for  13  weeks. 
Agency  is  Little  &  Co.,  Los  Angeles. 
SAWYER  BISCUIT  Co.,  Chicago 
(Baker  Boy  crackers)  on  Nov.  2 
began  sponsorship  of  quarter-hour 
Rhymster  Tyme,  with  Eddie  and  Fan- nie Cavanaugh,  on  WLS,  Chicago, 
five  times  weekly.  Geo.  H.  Hartman 
Co.,  Chicago,  is  agency. 

LOEWs  Inc.,  New  York  (M-G-M motion  pictures)  on  Nov.  3  began 
sponsorship  of  a  thrice-weekly  quar- 

ter-hour program  The  Lion's  Roar, 
on  WGN,  Chicago.  In  addition  to  re- corded music  the  show  will  feature 
Bill  Anson  interviewing  stars  of 
M-G-M  pictures. 
RAINDEER  BREWING  Co..  San 
Francisco,  in  a  60-day  California 
campaign,  will  use  seven  spot  an- 

nouncements weekly  on  KFBK,  Sac- 
ramento, with  a  similar  number  on 

KGO,  San  Francisco.  In  addition  four 
spots  weekly  will  be  used  on  KFSD, 
San  Diego.  Firm  also  started  for  six 
weeks  a  twice-weekly  five-minute 
sports  review  b.y  Tom  Hanlon  on 
KNX,  Hollywood.  Agency  is  Buch- 

anan &  Co.,  Los  Angeles. 

You 
keep 

customers 

when  you 

KEEP 

SPOTS 

BEFORE 

THEIR 

EARS! 

I  ASK  A  JOHN  BLAIR  MAN 
ABOUT  SPOT  RADIO 

i2 

LXJ 

CHICtGO 
KEW  TORK 
ST.  LOUIS 
SAN  FRANCISCO 
LOS  IKCELCS 

&'  COMPANY 
NATIONAL  RADIO  STATION  REPRESENTATIVES 

The  greaiesf  schedule  of  programs  in  fhe 

world  is  broadcast  by  WMAQ  Chicago  — 
fhe  first  station  in  the  second  largest  market 

in  the  United  States. 

Jack  Benny 

Bing  Crosby 

*    Kay  Kyser 
Charlie  McCarthy 

■iir     Aldrich  Family 

Baby  Snooks 
Red  Skelton 

-Ar    Mr.  District  Attorney 

ic    Rudy  Vallee Truth  or  Consequences 
Eddie  Cantor 

if     Bob  Hope Fibber  McGee 

if     Abbott  and  Costello 

if    Abie's  Irish  Rose 
if    Fitch  Bandwagon 
if    Information  Please 

if     Horace  Heidt 
if    March  of  Time 
if     Album  Familiar  Music 

if    Ginny  Simms 
if    Tommy  Dorsey 
if    Great  Gildersleeve 
if     Doctor  I.  Q. 

if     Ma  Perkins 
if    Pepper  Young 
if    Right  to  Happiness 
if    Young  Widder  Brown 
if    Road  of  Life 

if     Mary  Marlin if    Stella  Dallas 
if    Lorenzo  Jones 
if    Guiding  Light 
if    Vic  and  Sade 

These  top-flight  programs  make  listening  to 
WMAQ  a  habit  in  the  Chicago  area.  Take 

advantage  of  this  habit  by  placing  your 

campaigns  on  WMAQ. 

WMAQ-CHICAGO  KEY  STATION  OF  THE  NBC  NETWORK 
50,000  WATTS    •    670  KILOCYCLES 

REPRESENTED  NATIONALLY  BY  NBC  OFFICES  IN 
NEW  YORK  BOSTON  CHICAGO  WASHINGTON  CLEVELAND 

DENVER    SAN  FRANCISCO  HOLLYWOOD 
WIBW»te //I  TOREK  A 
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OXFORD  University  Press,  Toronto 
(publishers)  has  started  Sunday  af- 

ternoon recorded  five-minute  book  re- 
views on  CHNS,  Halifax;  CFCF, 

Montreal;  CKCO,  Ottawa;  CFRB, 
Toronto;  CJRC,  Winnipeg;  CJOR, 
Vancouver.  Account  was  placed  by 
E.  W.  Reynolds  Ltd.,  Toronto. 

WITH  cooperation  and  approval  of 
the  Library  and  Parent-Teachers  as- 

sociations, H.  C.  Capwell  Co.,  Oak- 
land, Cal.  (department  store),  is 

sponsoring  the  daily  quarter-hour 
Story  Teller  on  KROW,  that  city. 
Written  by  Nelda  Ormiston,  the  pro- 

gram is  designed  to  entertain  chil- 
dren without  excessive  use  of  action. 

CORN  PRODUCTS  REFINING  Co., 
New  York,  on  Nov.  7  began  spon- 

sorship of  thrice-weekly  quarter-hour 
newscast  on  WON,  Chicago,  with 
John  Holbrook  as  commentator.  Agen- 

cy is  C.  L.  Miller  Co.,  New  York. 

INDEPENDENT  THEATRE 
Owners  Group,  Los  Angeles,  in  a 
13-week  theatre  attendance  building 
campaign,  on  Nov.  18  starts  sponsor- 

ing We  Pay  You,  weekly  quarter-hour 
cash  quiz  program  on  KHJ,  Holly- 

wood. Remoted  from  a  different 
theatre  in  the  Los  Angeles  area  each 
week,  participants  are  selected  from 
the  audience  to  match  wits  with  ques- 

tions sent  in.  Jack  Bailey  and  Jack 
Young  are  co-m.c.'s.  Allied  Adv.,  Los 
Angeles,  has  the  account. 
GOODYEAR  SERVICE  STORES, 
Los  Angeles,  auto  accessories  chain, 
on  Nov.  2  started  sponsoring  a  daily 
early  morning  quarter-hour  of  re- 

corded music  and  chatter  titled  Musi- 
cal Clock  on  KECA,  that  city.  Con- 

tract is  for  52  weeks,  with  Bill  Dav- 
idson handling  the  program.  Agency 

is  Smith  &  Bull  Adv.,  Los  Angeles. 
John  Cohan  is  account  executive. 
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so  IT'S  EASY  TO 

SEE  WHY  KFBI  OFFERS  THE 

MOST  LISTENERS— HOUR  BY  HOUR 

NOW  OPERATING  24  HOURS  DAILY 

WICHITA,  KAN. 

RAY  LINTON 
GENERAL  MANAGER 

HOWARD  H.  WILSON  CO. 
REPRESENTATIVES 

1  0  7  0  K.  C.  ★  ★  ★ 

NEWS  SPONSORSHIP,  hitherto  banned  from  WKY,  Oklahoma  City, 
affiliated  with  the  Oklahoma  City  Oklahoman  and  Times,  last  month 
■was  sold  for  the  first  time  to  Halliburton's,  big  local  department  store. 
The  contract  represented  the  store's  largest  radio  expenditure  to  date. 
Shown  listening  to  the  first  broadcast  are  (1  to  r)  :  Walter  Dean, 
Halliburton's  assistant  manager ;  Gayle  V.  Grubb,  WKY  manager ;  James 
Andrews,  the  store's  advertising  manager;  J.  C.  Halliburton,  the  store's 
vice-president  and  general  manager;  Bob  Mitchell,  WKY  sales. 

HAAS  BROTHERS,  San  Francisco 
(Trupak  Foods)  on  Nov.  2  started 
a  quarter-hour  morning  program  A 
Date  at  Eight,  featuring  Art  Link- 
letter,  six  times  weekly  on  KPO,  San 
Francisco.  Agency  is  Leon  Livingston 
Adv.,  San  Francisco. 
HOTEL  ST.  GEORGE,  Brooklyn, 
sponsor  of  Requestfully  Yours  on 
WAAT,  Newark,  started  an  additional 
recorded  music  program  on  WLIB, 
Brooklyn,  Nov.  4.  Liberty  Music  Hall 
is  used  to  promote  the  hotel's swimming  pool  three  days  weekly 
while  banquet  facilities  are  advertised 
Saturdays  and  Sundays.  The  half- 
hour  series  was  bought  on  a  13- 
week  basis,  through  E.  T.  Howard 
Co.,  New  York. 
AVALON  LANE  Co.,  New  York, 
through  its  newly-appointed  agency, 
Director  &  Lane,  New  York,  on  Oct. 
2.5  launched  a  test  campaign  on 
WLIB,  Brooklyn,  using  15  spot  an- 

nouncements weekly  for  a  13-week 

period. 
SEEMAN  BROTHERS.  New  York 
(Flava  Bake)  and  Hudson  Pulp 
Paper  Co.  (paper  napkins)  have 
signed  for  participations  in  the 
Bessie  Beatty  program  on  WOR,  New 
York,  five-weekly  45-minute  show. Both  contracts  are  for  52  weeks. 
J.  D.  Tarcher  is  agency  for  Seeman 
Brothers,  and  Joseph  Katz  for 
Hudson  Pulp  Paper  Co. 

BROADWAY  -  HOLLYWOOD  De- 
partment Store,  Hollywood,  Cal.,  on 

Nov.  4  started  sponsoring  a  thrice- 
weekly  quarter-hour  morning  general 
commentary  featuring  Stu  Wilson  on 
KHJ,  that  city  for  52  weeks.  Lee 
Ringer  Adv.,  Los  Angeles,  has  the 
account. 

HARTZ  MOUNTAIN  Bird  Products, 
New  York,  on  Nov.  1  started  spon- 

sorship of  weekly  quarter-hour  pro- 
gram. The  Master  Radio  Canaries, 

on  WGN,  Chicago.  Geo.  H.  Hart- man  Co.,  Chicago,  is  agency. 

CHARLES  MICHELSON,  New  York 
transcription  firm,  has  sold  36  pro- 

grams of  Five-Minute  Mysteries,  to 
Erwin,  Wasey  &  Co.,  New  York,  for 
placement  on  WCCO,  Minneapolis, 
on  behalf  of  Harvester  Cigars,  prod- 

uct of  Consolidated  Cigar  Corp.,  New York. 

SUPERIOR  SEAFOOD  Co.,  Los  An- 
geles, in  a  local  campaign  which  starts 

Nov.  16  will  sponsor  a  thrice-weekly 
quarter-hour  program  titled  Mirandy, 
on  KECA,  that  city.  Contract  is  for 
52  weeks.  Agency  is  Hillman-Shane- 
Breyer,  Los  Angeles. 

FATHER  JOHN'S  MEDICINE  Co., 
Lowell,  Mass.,  has  started  spot  an- 

nouncements on  eight  eastern  Canad- ian stations.  Account  was  placed  by 
McConnell  Eastman  &  Co.,  Ltd.,  Mon- treal. 

PUREX  Corp.,  Los  Angeles  (bleach- 
ing fluid),  in  a  local  campaign  *?tarted 

Nov.  4  is  sponsoring  thrice-weekly 
participation  in  Art  Baker's  Note Book  on  KFI  as  well  as  a  similar 
schedule  in  Norma  Young's  Happy 
Homes  on  KH.J.  Contracts  are  for  13 
weeks.  Agency  is  Lord  &  Thomas,  Los 
Angeles. 
ARCADY  FARM  MILLING  Co., 
Chicago,  on  Nov.  9,  started  sponsor- 

ship of  five-a-week  quarter-hour  series 
featuring  news  of  farming  and  stock 
breeding  with  Jim  Poole  commenta- 

tor, on  WGN,  Chicago.  Agency  is 
Presba,  Fellers  &  Presba,  Chicago. 
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CYPRESS  ABBEY  Co.,  Colma,  Cal.  (Flo- 
ranite  fertilizer),  to  Gerth-Pacific  Adv. 
Agency,  San  Francisco. 
WESLEY  RADIO  LEAGUE,  Detroit,  on 
Nov.  1  started  sermons  by  Rev.  John  E. 
Zoller  on  205  MBS  stations.  Sun.,  11- 
11:30  a.m.  Agency:  Aircasters  Inc.,  De- troit. 
DART  BOARD  EQUIPMENT  Co.,  Phila- 

delphia, to  Oswald  Adv.  Agency,  Phila- 
delphia. Earl  W.  James  is  account  execu- tive. 

NATIONAL  DRUG  Co.,  Philadelphia 
(drugs),  to  John  Falkner  Arndt  &  Co., 
Philadelphia. 
LINCOLN  ENGINEERING  Co.,  St.  Louis 
(Centro-Matic  lubricating  system),  to 
Arthur  R.  Mogge  Inc.,  Chicago.  Said  to 
use  radio. 
MANSFIELD  SHOES,  Whitman,  Mass.,  to 
Fuller  &  Smith  &  Ross  Inc.,  New  York. 
Said  to  use  radio. 
EMMCO  INSURANCE  Co.  Inc.,  South 
Bend,  Ind.  (auto  &  household  insurance), 
to  MacDonald-Cook  Co.,  South  Bend.  Said 
to  use  radio. 
DYE-ANA  DYES  Inc.,  Chicago  (Dye- 
Ana  Tint  &  Dye  Tablets),  to  Fogarty- 
Jordan-Phelps  Co.,  Chicago.  Said  to  use radio. 
GEO.  B.  EVANS  LABS.,  Inc.,  Philadel- 

phia, to  John  Falkner  Arndt  &  Co.,  Phila- 
delphia. 
DR.  PETER  FAHRNEY  &  Sons  Co., 
Chicago,  to  Roche,  Williams  &  Cunnyng- 
ham  Inc.,  Chicago. 
LAMBERT  PHARMACAL  Co.,  St.  Louis 
(indigestion  &  laxative  products),  to 
Ruthrauff  &  Ryan  Inc.,  Chicago. 
I.  V.  C.  WINERIES,  Guasti,  Cal.,  to  Dan 
B.  Miner  Co.,  Los  Angeles.  May  use  radio. 
WELCH  FRUIT  PRODUCTS  Co.,  Chicago 
(Black  Cow  soft  drink),  to  Reincke-Ellis- 
Younggreen  &  Finn,  Chicago.  May  use 
radio. 
CARNATION  MILK  Co.,  Milwaukee,  to 
Erwin,  Wasey  &  Co.,  London  (British  ad- 

vertising) . 
NATIONAL  DRUG  Co.,  Philadelphia,  to 
John   Falkner  Arndt  &  Co.,  Philadelphia. 
GEORGE  B.  EVANS  LABORATORIES, 
Philadelphia,  to  John  Falkner  Arndt  &  Co., 
Philadelphia. 

New  Oscillograph 

TO  MEET  critical  war  require- 
ments, Allen  B.  Du  Mont  Labs., 

Passaic,  N.  J.,  has  developed  a  new 
oscillograph.  Type  224,  character- 

ized by  a  greatly  extended  fre- 
quency range,  more  versatility  in 

handling  applied  signals  and 
special  pickup  means  whereby  in- 

put capacitance  is  reduced  and 
stray  pickup  eliminated,  the  com- 

pany reports.  Instrument  has  a 
uniform  Y-axis  or  vertical  deflec- 

tion response  which  is  uniform 
from  20  cps.  to  2,000,000  cycles  and 
a  comparably  faithful  square  and 
sinusoidal  wave  response,  with  the 
X-axis  having  a  uniform  charac- 

teristic from  10  cps.  to  100  kc. 

Girl  Show  Tours  Camps 

FIRST  "portable"  all-girl  variety 
show,  the  weekly  Victory  Belles  on 
KNX,  Hollywood,  started  touring 
Southern  California  military  camps  in 
late  October.  Augmented  all-feminine 
troupe  includes  Mabel  Todd,  comedi- 

enne ;  Jean  Porter,  featured  vocalist, 
and  an  all-girl  orchestra.  Lurene  Tut- 
tle  and  Beverly  are  co-m.c.'s,  with 
Ona  Munson,  producer. 

WILLIAM  L.  SHIRER,  CBS  news- 
caster, author  of  Berlin  Diary,  has 

written  a  play  about  the  foreign  cor- 
respondent. It  is  not  yet  titled  and 

production  plans  are  unsettled. 

WNEW  School  Forums 

TO  FILL  A  GAP  in  the  public  in- 
formation field  by  finding  out  what 

the  future  generation  of  citizens 
thinks  about  the  war,  WNEW, 
New  York,  on  Nov.  9  is  starting  a 
series  of  "high  school  forums",  to be  conducted  by  Samuel  H.  Cuff, 
WNEW  news  commentator  and 
analyst.  Covering  five  schools  week- 

ly, Mr.  Cuff  will  tour  the  station's primary  listening  area.  Results  will 
be  summarized  by  WNEW  and 
made  available  to  libraries,  re- 

search organizations,  as  well  as  in- 
terested Government  Bureaus. 

Cups  to  Scrap 
CLAUDE  SWEETEN,  musical  di- 

rector of  KFI-KECA,  Los  Angeles, 
and  an  expert  golfer,  raided  his  trojihy 
room  to  aid  the  Government  salvage 
drive.  As  result  he  has  consigned 
10  trophy  cups,  won  in  golf  tourtia- ments,  to  the  scrap  pile. 

Penalty  Pays 

A  30-SECOND  APPEAL  to 

buy  war  bonds,  "penalty"  im- posed on  a  participant  who 
missed  an  answer  on  Truth 
or  Consequences,  NBC  quiz 
program,  resulted  in  over 
$100,000  in  actual  sales.  For 
her  super-salesmanship,  Mrs. 
Jeannette  Brenner  was  given 
a  prepaid  round  trip  to  Camp 
Shelby,  Miss.,  to  visit  her  son 
stationed  there.  KGIR,  Butte, 
Mont.,  one  of  the  22  stations 
carrying  a  repeat  broadcast, 
raised  almost  half  of  the 
total  reported.  Procter  & 
Gamble  Co.,  Cincinnati,  spon- 

sors the  program  for  Ivory soap. 

BASED  on  Cran  Chamberlain's  ra- 
dio program  by  that  title,  MGM  has 

started  producing  a  film  short  titled, 
"Don't  You  Believe  It". 

SAMMY  KAYE,  band  leader  heard  on 
NBC  Sunday  afternoons,  is  the 
author  of  volume  of  verse  titled 

Sammy  Kaye's  Sunday  Serenade  Book of  Poetry.  Republic  Publishing  Corp., 
New  York,  is  publisher. 

Lorillard  Takes  Time 

On  17  College  Stations 
EXTENSIVE  use  of  the  full  Inter- 

collegiate Broadcasting-  System  of 
17  campus  radio  stations  has  been 
undertaken  by  P.  Lorillard  Co. 
(Old  Gold  cigarettes),  with  the 
five-weekly  five-minute  program 
Old  Gold  Campus  News  featuring 
campus  news  and  sports. 

Other  IBS  campaigns  have  been 

sponsored  by  Reader's  Digest,  Bilt- more  Hotel  and  N.  Y.  Telephone 
Co.  Special  programs  designed  for 
college  students,  and  prepared  by 
OWI,  will  soon  be  offered  for  spon- 

sorship. IBS  has  outlets  at  Ala- 
bama, Rhode  Island,  Connecticut, 

Brown,  Columbia,  Cornell,  George- 
town, Barnard,  Pembroke,  Union, 

Hamilton,  Harvard,  Knox,  Prince- 
ton, Wesleyan,  Williams,  and  Yale. 

BEAMONT  LABORATORIES  Inc., 
for  Grove's  4-Way  Cold  Tablets,  has 
signed  Richard  Harkness,  of  the 
Philadelphia  Inquirers  Washington 
bureau,  for  three  five-minute  news 
commentaries  per  week  at  8 :05  a.m. 
on  WRC,  Washington,  starting  Nov. 
9,  two  others  to  run  sustaining. 

-AND  YOU  CAN  COVER  THIS  GREAT 

TRADE  AREA  AT  ONE  LOW  COST  THROUGH 

BROADCASTING  STATION 

WREC 

According  to  the  current  issue  of  Sales  Management 
Magazine  the  Memphis  Trade  territory  ranks  12th 
among  the  36  largest  population  areas  in  the  United 
States — and  business  is  humming  in  this  great  market. 

WREC 

is  first  in  coverage  of  the  South's  biggest  and  best  trade  area 
.  .  .  first  in  listener  acceptance  .  .  .  first  in  sales  results. 

AO  CASTING  5T4r/o,V 

CBS  —  600  KILOCYCLES  —  5000  WATTS  —  CBS 

Represented       ^Nationally      by      THE      K  AT  Z  AGENCY 
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RADIO  BANQUET  tendered  by  Col.  Paul  C.  Wilkins, 
commanding  officer  of  Duncan  Field,  San  Antonio,  at 
the  Gunter  Hotel  there  for  managers  and  production 
men  of  the  various  stations  in  that  city.  Represented 
were  stations  which  broadcast  Duncan  Field's  weekly 
progi-ams  (1  to  r)  :  George  Johnson,  general  manager, 
KTSA;  Lew  Lacy,  war  relations,  KTSA;  Howard 
Davis,  general  manager,  KMAC;  Ted  Eckman,  chief 
announcer,  KABC ;  Fred  Hammond,  program  direc- 

tor, KONO;  Staff  Sgt.  Will  (Douglas)  Dougherty, 
chief,  radio  branch,  Duncan  Field  public  relations 
office;  Tommy  Reynolds,  production  department, 
KABC;  Lt.  Col.  Richard  T.  Adlworth,  Duncan  Field; 
Bill  Michaels,  sports  announcer,  KABC;  Maj.  Moiris 
Martin,  executive  officer  and  public  relations  officer, 
Duncan  Field;  Eugene  Roth,  general  manager, 
KONO;  George  Marks,  production  chief,  WOAL  The 
programs  have  been  acclaimed  by  listeners. 

Cor  win  to  Resume 

NORMAN  CORWIN,  ace  CBS  pro- 
ducer-director who  has  just  re- 

turned from  four  months  in  Lon- 
don where  he  produced  a  series  of 

shortwave  programs  titled  An 
American  In  England,  on  Nov.  24 
will  extend  the  series  in  this  coun- 

try with  six  programs  on  CBS, 
Tuesdays,  10-10:30  p.m.  Narrator 
for  the  new  series,  titled  An  Ameri- 

can In  London,  wall  probably  be 
Joseph  Julian,  who  worked  with 
Corwin  in  a  similar  capacity 
abroad.  Mr.  Corwin  discussed  his 
overseas  radio  experiences  at  a 
press  luncheon  given  by  CBS  last 
Friday  at  the  Hotel  Berkshire,  New 
York. 

Shortwaves 

{Continued  from  page  16) 

ing  Corp.,  of  which  Walter  W. 
Lemmon  is  president.  Negotiations 
were  still  in  progress  last  Friday 
as  Broadcasting  went  to  press, 
with  Mr.  Lemmon  in  Washington 
to  consult  with  officials. 

Differences  between  Mr.  Lemmon 
and  the  Government  agencies  have 

arisen  largely  out  of  the  former's insistence  upon  the  retention  of 
some  of  the  tried  and  proved  pro- 

grams of  his  stations  to  the 
amount  of  about  four  hours  per 
day.  The  OWI  has  insisted  upon 
complete   program  autonomy. 

The  impasse  that  has  prevailed 

"SWING  SHIFT, smiles   Suzy    our  Steno, 
"means  late  hours  for  thou- 

sands of  workers  in  Cincin- 
nati, machine  tool  capital 

of  the  world.  But  though 
warwork  may  change  night 
to  day,  WSAI  audiences  get  / 
top-notch    entertainment  ^ 
'round  the  clock.  WSAI  airs  ? 
a   constant   stream   of  popular 
programs,    styled    for  greatest 
listener-appeal.  To  our  adver- 

tisers this  means  a  bigger  market 
.  .  .  thoroughly  covered  through 

smart  programming  and  WSAI's 
unique  "off-the-air"  Sales  Aids. 

WSAI'S  SALES AIDS 
1. Street  cor  end  bus cords 2. 

Neon  Signs 
3. Display  Cords 4. 

Newspaper  Ads 5. Taxicab  Covers 
6. Downtown  Window Displays 7. 

House-organ 8. "Meet  the  Sponsor" Broadcast 

IT  SELLS    FASTER   IF  IT'S 

CINCINNATI'S    OWN  STATION 
NBC  &  BLUE  NETWORKS  •  S.OOO  Wolls  Day  ond   Night   •   Represented  by  Spot  Soles,  Inc. 

during  the  last  two  weeks  between 
Mr.  Lemmon's  organization  and 
the  Government  agencies  led  OWI 
and  the  Rockefeller  Committee  to 
issue  a  press  release  Nov.  2,  read- 

ing as  follows : 
OWI- CI  A  A  Statement 

"The  Office  of  War  Information 
and  the  Coordinator  of  Inter- 
American  Affairs  today  issued  the 
following  joint  statement: 

"Mr.  Walter  Lemmon  states  that 
he  has  not  yet  signed  the  proposed 

Government  leasing  contract  'be- 
cause no  provision  has  yet  been 

made  to  safeguard  the  tremendous 
audiences  (Station  WRUL)  has 
already  built  up  in  all  parts  of 

Europe.' 
"This  statement  is  not  accurate. 
"Mr.  Lemmon  has  not  yet  signed 

because  of  a  disagreement  over  the 
sum  which  the  government  should 
pay  for  the  facilities  of  WRUL. 

"Station  WRUL  is  owned  by  the 
World  Wide  Broadcasting  Corp.,  of 
which  Mr.  Lemmon  is  the  ma- 

jority stockholder.  This  is  presum- 
ably a  non-profit  corporation.  But, 

in  the  opinion  of  the  Office  of  War 
Information,  the  Coordinator  of 
Inter-American  Affairs  and  the 
Federal  Communications  Commis- 

sion, the  sum  demanded  by  Mr. 
Lemmon  from  the  Government 
would  give  the  corporation  a  sub- 

stantial annual  profit. 
"All  contracts  with  shortwave 

broadcasters  have  been  on  a  cost 

in«,w  TROY,  N.  Y. 
lOOOW  '  980KC 

Basic  N  B  C  Blue 

An  H.  C.  Wilder  Station 
Represented  by  Raymer 

basis.  In  all  cases,  except  that 
of  WRUL,  there  has  been  full 
agreement  between  the  Govern- 

ment agencies  and  the  private  com- 
panies as  to  what  constitutes  a 

fair  price.  WRUL  has  for  some 
time  past  been  receiving  a  subsidy 
from  the  United  States  Govern- 

ment." 

Dr.  Shapley  Replies 
This  evoked  an  immediate  reply 

from  Dr.  Harlow  W.  Shapley,  the 
well-known  Harvard  astronomer 
and  a  trustee  of  WRUL. 

"We  of  WRUL  ask  only,"  Dr. 

Shapley  stated,  "that  if  the  Gov- ernment bureaus  must  take  over 

all  of  the  time  of  WRUL,  they  con- 
sider the  importance  of  maintain- 

ing the  general  character  of  the 
international  programs  we  have 
been  broadcasting  in  a  score  of 
languages  to  all  parts  of  the 
world. 

"There  is  no  question  of  a  lack 
of  cooperation  or  censorship  with 
OWI,  for  such  cooperation  has  been 
maintained  from  the  beginning. 
There  is  no  question  of  financial 
arrangements  in  the  proposed  lease 
notwithstanding  the  press  release 
of  last  night  from  Washington,  be- 

cause we  have  repeatedly  gone  on 
record  and  have  demonstrated  to 
the  Government  agencies  that 
WRUL  is  a  non-profit  organiza- tion. 

"The  question  is  wholly  that  of 
the  value  and  necessity  for  dem- 

onstrating, during  this  world  war 
for  freedom,  that  freedom  is  still 
respected  in  the  United  States  of 
America.  We  ask  if  the  voice  of 
the  station  need  be  completely 
Goebbelized. 

"Our  board  of  trustees  has  an 
important  trust  and  responsibility 
to  the  millions  of  listeners  who 
have  come  to  trust  the  reports  of 
Radio  Boston  and  to  appreciate  its 

good  will  ideals.  We  have  a  respon- 
sibility to  our  collaborating  agen- 

ices  in  this  good  will  work  through 
which  we  have  tried  to  build  hope- 

fully for  the  future  and  give  hu- 
mane and  spiritual  meaning  to  our 

war  aims. 

Cooperating  Agencies 
"Such  cooperating  agencies  are 

the  Radio  Board  of  Harvard  Uni- 
versity, the  American  Philosophi- 

cal Society,  and  the  great  church 
organizations  that  use  our  facili- 

ties to  bring  hope  and  courage  to 
the  conquered  peoples.  We  certain- 

Gel  the  faos  trom  WOl- WASHINGTON.  D.  C. 
Alliliated  »ith  MUTUAL  BROADCASTING  SYSTEM 
National  Representatives^ 
SPOT  SALES,  Int. 
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•ly  would  have  betrayed  our  trust 
j,if  we  had  not  requested  of  the 
OWI  that  it  "give  consideration  to 
our  conviction  that  WRUL,  used 
selectively,  could  assist  effectively 
iin  the  prosecution  of  the  war,  and 
in  the  planning  for  the  post-war 
era." 
"If  our  prestige  can  be  main- 

tained, WRUL  could  be  a  powerful 
voice  at  the  conclusion  of  the  war 
in  helping  to  salvage  a  stricken 
world.  If  its  character  is  lost 
(through  abject  surrender  of  free- 

dom and  principles,  it  will  be  only 
a  suspected  and  useless  tool." 

Strictly  Noncommercial 

Both  Dr.  Shapley  and  Mr.  Lem- 
mon  emphasized  that,  unlike  other 
shortwave  stations  which  have 
signed  contracts  with  the  Govern- 
iment,  WRUL  is  strictly  noncom- 

mercial. Most  of  the  other  short- 
wave outlets  are  attached  directly 

to  commercial  longwave  combina- 
tions. These  shortwave  stations 

are  able  to  draw  on  profits  of  the 
longwave  commercials. 

Because  of  this  basic  difference 
in  structure  and  in  purpose, 
WRUL's  trustees  say  they  are  ask- 

ing what  they  consider  to  be  rea- 
sonable safeguards  whereby 

WRUL  wants  to  keep  alive  its  own 
individuality  now  and  in  the  peri- 

od of  world  reconstruction. 

Statement  by  Royal 

Neither  CBS,  GE  nor  Westing- 
.  house  last  week  made  any  state- 
inent  with  regard  to  the  new  leas- 

ing deal,  which  has  been  signed 
by  all  of  them  but  which  has 
some  of  their  officials  still  dissatis- 

fied. However,  John  F.  Royal,  NBC 
vice-president,  issued  a  guarded 
statement  on  Nov.  2  in  which  he 
said : 

"To  win  the  war  in  the  quickest 
possible  time  is  the  primary  pur- 

pose of  the  NBC  and  we  have  been 
and  are  now  anxious  to  lend  every 
possible  aid  in  the  radio  war  ef- 

fort. In  the  field  of  international 
shortwave  broadcasting,  which  we 
pioneered  many  years  ago,  our 
company  is  now  placing  all  our 
experiences  and  research  at  the 
disposal  of  the  OWI  and  CIAA. 
"We  have  been  assured  that  the 

OWI  is  eager  to  continue  the  com- 
petitive program  policy  which  has 

been  the  foundation  of  the  Ameri- 
can system  of  broadcasting  and 

which  has  made  the  shortwave 
programs  from  the  United  States 
the  most  eagerly  listened  to  of 
any  country  in  the  world." 

Would  Surpass  Axis 

"The  plans  of  the  Government 
engineers  and  those  of  the  private 
companies  give  every  indication  of 
equalling  and  even  surpassing 
what  is  being  done  by  Axis  coun- 

tries. This  means  more  high-pow- 
ered transmitters  and  frequencies 

which,  I  understand,  have  been  ar- 
ranged for,  and  close  coordination 

between  practical  radio  operators 
and  those  of  the  government  agen- 

cies who  can  give  proper  direc- 
tives ... 

"We  have  spent  hundreds  of thousands  of  dollars  in  shortwave 

Years  Later 

TO  PROVE  the  value  of  re- 
taining consumer  conscious- 

ness of  brand  names,  to  po- 
tential advertisers  with  little 

or  no  goods  for  sale  due  to 
wartime  conditions,  Arthur 
Hull  Hayes,  general  manager 
of  WABC,  New  York,  in  a 
promotion  message,  tells  of  a 
letter,  recently  received,  con- 

taining six  negatives,  and 
the  request  that  they  he  de- 

veloped. Research  into  the 
files  disclosed  that  the  order 
could  refer  only  to  an  offer 
made  on  WABC  b^ck  in  1939 
by  Posto-Photo  Inc.  during 
a  five-week  campaign.  The 
advertising  message  was  re- 

tained, and  produced  a  sale, 
more  than  1,095  days  after 
it  was  last  broadcast. 

development  and  operation.  This 
was  done  as  a  contribution  to  the 
art  of  radio.  Only  two  years  ago 
we  were  permitted  by  government 
regulation  to  offer  commercial  pro- 

grams on  our  short  wave  stations. 
More  than  forty  American  firms 
have  utilized  this  new  opportunity 
for  increasing  understanding  of 
American  business.  It  is  my  under- 

standing the  OWI  and  OCIA  will 
solicit  the  continued  cooperation  of 
the  radio  advertisers  in  permitting 
the  use  of  the  great  list  of  talent 
now  being  used  on  the  domestic 
networks. 
"Our  contracts  call  for  five 

years'  lease  but  may  be  cancelled 
by  the  Government  before  that 
period.  The  contracts  for  the  leas- 

ing of  the  transmitters  have  been 
signed  by  us  and  we  agreed  to 
start  working  on  program  coordi- 

nation at  once  while  we  continued 
to  work  out  details  of  the  program- 

ming contract.  Because  our  experts 
have  explained  the  great  impor- 

tance of  the  time  factor,  we  were 
most  anxious  to  have  the  United 
States  radio  effort  functioning  as 
soon  as  possible.  We  know  that 
the  Axis  nations  are  planning  even 
greater  efforts  through  radio.  It  is 
one  of  their  most  important  fronts. 
American  broadcasters  and  the 
government  are  now  cooperating 
to  speedily  overtake  the  Nazis 

with  the  weapon  of  radio." 

New  Oboler  Book 

ARCH  OBOLER,  network  author, 
producer  and  director,  currently  writ- 

ing the  CBS  Lights  Out  series,  has 
compiled  a  volume  of  anti-Fascist 
radio  plays  titled  Plays  for  Americans, 
based  on  his  recent  NBC  series  bear- 

ing that  name.  The  book  is  available, 
free  of  royalties,  for  the  duration  of 
the  war,  to  any  group  wishing  to 
present  the  plays.  Farrar  &  Rinehart, 
New  York,  is  publisher  of  the  book, 
to  be  released  some  time  this  month. 

ELMER  DAVIS,  director  of  the 
Office  of  War  Information,  will  be 
one  of  the  speakers  at  the  11th 
forum  on  current  problems  to  be  held 
under  the  auspices  of  the  Neiv  York 
Herald-Tribune,  Nov.  16-17  at  the 
Hotel  Waldorf-Astoria,  New  York.  Mr. 
Davis  will  speak  on  "Free  Ideas  and 
Communications"  at  the  third  session 
of  the  forum  on  Tuesday  afternoon. 

STORY 

IN  PRODUCTION 

THERE'S  NEW  MONEY  IN  AMERICA'S  NUMBER 
ONE  ARSENAL- — thousands  of  new  workers. 
PAYROLLS  HIT  ALL-TIME  HIGH — 44  per  cent 
above  1941 — 170  per  cent  above  1939. 

YES,  MR.  ADVERTISER,  YOU'VE  GUESSED  IT — 
greater  sales  opportunities  than  ever. 
Let  "THE  STATION  THAT  SELLS"  help  YOU  get 

your  share! 
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•  Costly  telegraph  de- 
lays are  out!  POSTAL 

"Automatic"  is  in! 
Amazing  machines  —  only  re- 

cently perfected  by  Postal 
Telegraph  engineers  —  now 
flash  messages  to  any  part  of  the 
country  at  record-breaking 
speed  —  and  with  incredible 
accuracy.  These  "Automatic" 
machines  are  PoSTAL's  — exe/z/- 
sively.  Messages  sent  "Auto- 

matic" cost  you  not  one  penny more.  So  — 

Try  ihts  NEW  SUPEH-SPEED 
SERVICE  today! 

CALL 

For  vour  convenience,  charges 
for  telegrams  telephoned  -  in 
appear  on  your  telephone  bill.* 

*For  descriptive  folder  —  addreit  Postal Telegraph,  157  Chambers  St.,  New  York 
or  ask  local  branch  manager. 

Capt.  Inglas  Promoted 

In   Navy  Realignment 
REGROUPING  of  the  functions 
of  the  Office  of  Naval  Communica- 

tions under  a  deputy  director  and 
five  assistant  directors  was 
ordered  by  Capt.  Carl  F.  Holden 
last  vi^eek  to  expedite  handling  of 
the  tremendously  increased  load  of 
work.  Thomas  B.  Inglas,  assistant 
director  for  the  past  10  months, 
was  named  deputy  director. 

Four  of  the  Assistant  Directors 
have  been  appointed,  and  the  fifth 
will  be  named  in  the  near  future. 
They  are:  Capt.  Earl  E.  Stone, 
Capt.  James  M.  Fernald,  Com. 
A.  J.  Detzer,  Lt.  Com.  Paul  Cros- 
ley.  Capt.  Charles  F.  Fielding  re- 

mains as  the  Navy's  Communica- tions Officer. 

Live  Name  Talent  Used 

In  New  WMCA  Program 
BEGINNING  what  the  station 
describes  as  "an  interesting  in- 

novation in  local  programming", 
WMCA,  New  York,  is  broadcasting 
name  dance  bands  in  specially  pre- 

pared programs  at  peak  evening 
hours.  Benny  Goodman  started  the 
series  on  Saturday,  10-10:30  p.m.; 
Vaughn  Monroe  will  be  heard  every 
Tuesday  9-9:30  p.m.,  and  arrange- 

ments are  under  way  to  put  Harry 
James,  Guy  Lombardo  and  similar 
first-ranking  bands  into  the  other evenings. 

Stating  that  for  many  years 
local  stations  have  depended  ex- 

clusively upon  recordings  for 
name-orchestras,  WMCA  says  its 
new  plan,  which  it  admits  is  en- 

tirely experimental,  is  in  line  with 
the  station's  policy  of  replacing 
recorded  shows  with  comparable 
live  talent.  With  the  Petrillo  ban 
on  records  imperilling  the  stations' 
future  supply  of  recorded  music, 
WMCA  suggests  many  stations  lo- 

cated in  cities  where  the  better 
bands  are  available  will  follow 
WMCA's  example. 

Miami  AFRA  Elects 
DON  BUTLER,  WIOD  writer  and 
freelance  actor,  was  elected  president 
of  the  Miami  chapter  of  the  American 
Federation  of  Radio  Artists  last  week. 
Others  elected  officers  of  the  chapter 
are :  Fred  Leslie,  WKAT  news  com- 

mentator, vice-president ;  Fred  Hand- 
rich,  ex-WMAQ  announcer  (dis- 

charged last  winter  but  recently  or- 
dered reinstated  by  the  National  Labor 

Relations  Board),  secretary;  Al  Col- 
lins, WKAT  announcer,  treasurer. 

Everything's  PLUS, 
except  the  cost 

It's  a  RO^EY  picture  in  Savan- 
nah these  days.  Retail  sales 

soaring — population  up  by  the 
THOU^AND^  —  ̂ HIP- 
BUILDING  buzzing  in  3  great 
plants  —  HOUSING  UNITS 
going  up  on  all  sides — CB$  & 
national  BILLING^  highest 
ever. 
THAT'S  THE  WHY— AND 

HERE'S  THE  BUY 

WTOC 

Savannah,  Ga. 
CBS    •    5000  WATTS 

Natl.  Reps:  KATZ  AGENCY 

VICTOR  GEORGE 

SPEAK  TO  STATION  men 
 in Canada  and  they  will  immedi- 

ately identify  Vic  George, 

president  of  Whitehall  Broad- 
casting Ltd.,  Montreal,  as  the 

man  who  placed  all  radio  ad- 
vertising for  Imperial  Tobacco  Co. 

of  Montreal.  Speak  to  old  timers  in 
Canadian  radio  broadcasting,  and 
they  will  tell  you  that  Vic  George 

pioneered  in  two-way  trans-Atlan- tic commercial  broadcasts.  But 

then  Vic  George  is  one  of  the  veter- 
ans of  Canadian  radio. 

Right  now  he  is  pioneering 
again,  this  time  with  a  war  job. 
He  has  been  commissioned  a  major 
in  the  Canadian  Army  to  head  a 
new  unit  called  The  Army  Show, 
composed  of  enlisted  members  of 
the  Canadian  Army  and  the  Ca- 

nadian Women's  Army  Corps  who 
have  had  theatrical  and  radio  ex- 

perience. The  Army  Show  unit  will 
give  broadcasts  from  Army  train- 

ing camps  throughout  the  Domin- 
ion, will  later  give  theatrical  ap- 

pearances, and  will  create  units  to 
send  overseas  for  entertainment  of 
Canadian  troops  serving  outside 
the  Dominion. 

Vic  started  nearly  19  years  ago 
as  an  assistant  and  general  handy- 

man of  former  CNRO,  Ottawa.  In 
those  early  days  he  had  many  jobs 
to  do  at  the  station,  was  soon  its 
assistant  manager,  hobnobbed  with 

Canada's  "big  shots"  as  he  intro- 
duced them  to  the  air  audience.  Be- 

fore he  was  21  years  of  age  he  had 
been  made  manager  of  the  Ca- 

nadian National  Railway's  radio 
station,  CNRA  at  Moncton,  N.  B., 
and  after  four  years  there  he  be- 

came assistant  to  the  radio  direc- 

tor of  the  CNR  which  in  the  20's 
had  the  only  network  of  radio  sta- 

tions in  Canada.  When  the  CNR 
stations  were  about  to  be  turned 
over  to  the  Canadian  Radio  Broad- 

casting Commission,  Vic  George 
joined  CFCF,  Montreal,  as  man- 

ager in  1931.  Four  years  later  he 
formed  Whitehall  Broadcasting, 
has  been  operating  that  firm  now 
for  seven  years. 

The  technical  as  well  as  execu- 
tive experience  of  those  early  days 

of  radio  helped  him  with  carrying 
a  large  share  of  the  responsibility 
for  broadcasting  the  arrival  in 
Canada  in  1930  of  the  British  di- 

rigible R-lOO,  with  organizing  the 
broadcast  of  the  total  eclipse  of 
the  sun  in  1931,  the  arrival  at 
Montreal  of  the  Italian  air  armada 
under  Gen.  Balbo  in  1933. 

The  following  year  he  started 
the  first  commercial  two-way  trans- 
Atlantic  commercial  broadcasts  for 
Imperial  Tobacco  by  broadcasting 
the  British  Empire  Games  from 
England.  He  produced  the  first  two 
and  three-way  transcontinental 
broadcasts  for  the  same  sponsor  in 
1935,  linking  New  York,  Hollywood, 
pilot  boats  off  the  Atlantic  and  Pa- 

cific coasts  and  other  cities  in  a 

great  round  robin  New  Year's broadcast. 

Imperial's  Pioneering 
He  expanded  this  type  of  broad- 

cast the  following  two  years  to 
Europe,  bringing  Canadian  and 
European  cities  into  a  network  for 
commercial  sponsorship  by  Imperial 

Tobacco.  While  today  these  world- 
wide leaps  are  relatively  common- 

place, as  recently  as  1937  they  were 
something  new. 

While  Vice  George  has  been  iden- 
tified with  Imperial  Tobacco  he 

handles  a  number  of  other  accounts 
from  his  office  in  Montreal,  includ- 

ing a  soap  account. 
His  chief  hobby  is  broadcasting, 

but  he  likes  to  write  and  contributes 
articles  on  radio  to  various  Ca- 

nadian publications.  He  plays  ten- 
nis and  badminton,  was  at  one  time 

a  champion  rifle  shot.  He  was  born 
in  Ottawa  on  June  27,  1904.  In 
1929  he  married  Dorothy  Cooke, 
born  in  Iowa,  and  they  have  a 
twelve-year-old  daughter  Barbara. 

CAB  Plans  Drive 
CANADIAN  Assn.  of  Broadcasters 
plans  a  membership  drive  to  get  as 
many  as  possible  of  the  14  privately- owned  stations  in  Canada  not  yet 
members  of  the  CAB,  into  its  organi- 

zation. The  CAB  has  a  membership 
of  61  independent  stations.  In  ad- 

dition there  are  10  Canadian  Broad- 
casting Corp.  stations  not  eligible  for 

membership.  There  is  only  one  non- 
commercial station  in  operation  in 

Canada  at  present,  CFRC,  Kingston, 
Ont.,  owned  by  Queen's  University. 
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DEDICATION  of  the  new  $200,000  Radio  Center  and 
plant  of  WSPA-WORD,  Spartanburg,  S.  C,  brought 
to  that  city  last  week  many  State  and  radio  notables. 
Right  photo  shows  facade  of  Radio  Center.  At  left 
are  some  of  the  200  guests  at  the  barbecue  supper 
marking   the   opening.    Clockwise,   they   are  Roger 

Peace,  owner  of  WFBC,  Greenville,  S.  C;  Horace 
Lohnes,  Washington  attorney;  Mayor  Jennings 
Thompson  of  Spartanburg;  Federal  Judge  Cecil 
Wyche;  William  Schudt  Jr.,  CBS  station  relations; 
Earl  Gammons,  CBS  Washington  vice-president.  Both 
stations  are  headed  by  Walter  Brown. 

Kids  Pass  Quiz 

UNDER  supervision  of  Wil- 
liam Eddy,  head  of  the  Navy 

Radio  Material  School,  Chi- 
cago, the  Quiz  Kids  took  the 

"Eddy  Test",  aptitude  exam 
for  technical  radio.  Quiz  Kids 
Claude  Brenner,  14,  Van 
Dyke  Tiers,  15,  and  Richard 
Williams,  12,  passed  and 
would  be  classified  as  Radio 
Technicians  2d  class,  were 
they  old  enough  to  enter  the 
service. 

Steingut  Re-elected 
IRWIN  STEINGUT,  chairman  of 
the  board  of  WLIB,  Brooklyn,  was 
re-elected  to  the  New  York  State 
Assembly  for  another  two-year 
term  in  the  Nov.  3  elections.  He 
was  candidate  on  the  Democratic- 
American  Labor  Party  ticket. 

CHAIRMEN  of  a  new  cycle  in  the 
CBS  series  Invitation  to  Learning, 
Nov.  8  through  May  30,  will  be : 
Irwin  Edman,  philosophy  professor  of 
Columbia  U ;  Louis  Untermeyer, 
author  and  compiler  of  anthologies ; 
Harry  Gideonse,  economies  expert ; 
Lewis  Gannett,  book  critic  of  the 
Neiv  York  Herald-Trihiine ;  John 
Anderson,  drama  critic  of  the  Neiv 
York  Jou  rna  I- Am  erica  n . 

WLAW 
Lawranc*.  Matt. 
5000  Watts 
680  KC. 
C.B.S 

WLAW 
THE 

CAPITAL 
OF 

NEW 

ENGLAND'S 7TH  STATE 
Nat.  Rep.,  The  Katz  Agency 

WAKEFIELD  PRAISES 

RADIO  WAR  EFFORT 

AMERICAN  broadcasting  has 
grown  up  in  the  spirit  of  free  en- 

terprise and  should  contia'ie  in  this 
atmosphere,  said  Ray  C.  Wake- 

field, FCC  commissioner,  in  an  ad- 
dress last  week  before  the  Com- 

monwealth Club  of  San  Francisco. 

Although  independent  broadcast- 
ing has  not  devclopcKi  to  th.e  limit 

of  its  potentialities  in  the  public 
interest  in  the  past,  Mr.  Wake- 

field believes  that  it  can  and  will 
do  so  in  the  future. 

He  described  the  increased  par- 
ticipation of  FCC  in  war  activities, 

citing  the  work  of  900  engineers 
and  radio  technicians  of  the  Radio 
Intelligence  Division  who  uncover 
subversive  radio  activities  and  in- 

tercept enemy  communications  on 
submarines  and  planes  off  the 
coast.  He  lauded  the  accomplish- 

ments of  the  450  experts  of  the 
Federal  Broadcast  Intelligence 
Service  who  through  world  wide 
monitoring  and  news  analysis  di- 

gest 2,000,000  words  of  broadcasts 
daily  and  supply  American  Govern- 

ment and  military  agencies  with 
competent  information  on  enemy 
activities. 

The  FBI's  monitoring  system, 
Commissioner  Wakefield  pointed 
out,  has  uncovered  distorted  and 
exaggerated  statements  made  by 
Rome,  Berlin  and  Tokyo  propa- 

gandists, who  in  some  instances 
beamed  a  different  account  of  the 
same  story  to  several  countries  in 
order  to  further  Axis  interests. 

FCC's  stand  on  controversial 
issues  such  as  the  chain  broadcast- 

ing and  network  regulations  and 
the  Petrillo  ban  on  recording  was 
discussed  by  Mr.  Wakefield.  He 
said  the  FCC  "sought  to  prevent 
stations  from  entering  into  con- 

tractual relationships  with  net- 
works which  made  it  impossible 

for  them  to  fulfill  their  duty  in 
the  public  interest."  FCC  intends 
to  stimulate  or  at  least  permit  the 
growth  of  other  networks,  he  de- clared. 

Mr.  Wakefield  favored  licensing 
of  educational  institutions  and 
other  non-profit  bodies  for  their 
increased  use  of  radio  if  in  so 
doing  program  content  is  placed 
above  commercialization,  and  the 
democratic  process  is  furthered. 

Television  Experiments 
IN  PREPARATION  for  the  formal 
reopening  of  WPTZ,  television  sta- tion of  Philco  Corp.,  Philadelphia, 
the  new  television  transmitter  at 
Wyndmoor,  Pa.,  is  conducting  a  se- 
rie.s  of  test  programs  on  Philco's  ex- perimental television  station,  W3XE, 
so  that  owners  of  receiving  sets  may 
make  directional  adjustments  to  the 
receiving  antenna.  Started  Oct.  28, 
and  continuing  each  Wednesday  eve- 

ning, W3XE  transmits  a  receiver  test 
chart  and  a  feature  film,  and  the  tele- 

vision audience  is  being  polled  on  the 
quality  of  reception  of  these  exp?ri- mental  programs. 

New  Spartanburg 

Radio  Center  Open 

"RADIO  DAY"  was  officially  pro- 
claimed Oct.  30  by  Mayor  Jennings 

L.  Thompson,  of  Spartanburg,  S.  C., 
to  mark  the  dedication  and  opening 
of  the  new  Radio  Center  housing 
WSPA  and  WORD.  Both  are  now 
housed  in  the  center  which  was  re- 

cently completed  at  a  cost  of  more 
than  $75,000,  and  represented  the 
final  phase  of  a  $200,000  equip- 

ment and  building  program. 
National  figures  joined  Walter 

Brown,  director  of  the  stations,  and 
local  officials  in  dedicating  the  sta- 

tions' new  home.  Director  of  Eco- 
n  o  m  i  c  Stabilization  James  F. 

Byrnes,  Spartanburg's  "first  citi- zen", sent  greetings  by  transcrip- 
tion, while  Senator  Burnet  R.  May- 

bank  (D-S.C.)  spoke  in  person. 
Others  present  included  Earl  Gam- mons, William  Schudt,  C.  J.  Jacobs, 
A.  E.  Joscelyn  and  A.  D.  (Jess) 
Willard  Jr.,  of  CBS;  Roger  Peace 
and  Bevo  Whitmire,  owner  and 
manager  of  WFBC,  Greenville,  and 
others  prominent  in  local,  regional 
and  national  radio  circles.  Chair- 

man James  L.  Fly,  of  the  FCC, 
sent  greetings  by  letter. 

The  new  structure,  which  houses 
more  than  8,000  square  feet  of  stu- 

dios, staff  and  administrative  of- 
fices, incorporates  modern  develop- ments of  radio  building. 

HECTOR  CHEVIGNY,  Hollywood 
radio  writer,  has  completed  a  new  his- 

torical novel.  Lord  of  Alaska:  Bara- nov  and  the  Russian  Adventure. 

,,.,.m€Bf ^oSVs  wild?  Wye. 

m<icle  our  neck  o^\\\q  ivooJs 

<l  ̂ol  J  m  i  ne  for  f  be  p  w  p^cf  or 

t\poQ  New  folks  wifK 

YlXl,ooo,ooo\K\^c^ev\st  money 

-FIRE.  BET  fc'^f>^>i<'..'Cmon<jotvn».cind 

5ehd  you  f  hie^4^^ -lottiem  ov'^r 

DANIEL  BOONE  NET 

luith  permdjficnfc  lines  befcu>eeii 

WOPI-WISE-WKPT 

96  Rttd,  Network  comrnerciaJstoMy. 

BURN-SMIT«'r/W 
Harry  Cutnm  mgs  -  Soaiii  f a$f  Rep 
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AFRA  SOON  TO  ASK 

WAGE  INCREASES 

AMERICAN  Federation  of  Radio 
Ai-tists  will  soon  ask  employers  of their  members  for  increases  in  the 
minimum  wage  scales  in  proportion 
"with  increases  in  the  cost  of  living 
as  called  for  in  AFRA  contracts, 
George  Heller,  executive  secretary 
of  the  New  York  local,  told  the 
local's  annual  membership  meeting last  Thursday.  Demands  for  these 
increases  will  be  submitted  to  em- 

ployers in  the  near  future,  he  said, 
■and  then  referred  to  the  War 
Labor  Board  for  approval,  as  stip- 
xilated  in  the  wage  regulations  re- 
■cently  set  out  by  the  Government. 

Mr.  Heller's  annual  report  dealt 
largely  with  the  local's  war  activi- 

ties including  the  work  of  its  mem- 
bers in  helping  to  establish  and 

maintain  the  Stage  Door  Canteen 
and  in  arranging  for  the  commer- 

cial radio  series  of  that  name.  On 
the  business  side,  he  stated  that 
the  New  York  local  had  collected 
■claims  totaling  $73,281  for  its  mem- 

bers in  the  past  year,  covering 
1,456  individual  claims. 

Local  board  members  for  the  com- 
ing year  were  elected  as  follows : 

Actors — Bill  Adams,  John  Brown, 
Alan  Bunce,  Ted  DeCorsia,  Eric  Dress- 

ier, Betty  Garde.  House  Jameson, 
Anne  Seymour,  Ned  Wever. 

Announcers  —  Mel  Allen,  Ben 
Grauer,  George  F.  Putnam  Jr. 
( NBC ) ,  Jen  Roberts,  Warren 
Sweeney. 

Singers — Gordon  Cross,  Phil  Duey, 
Felix  Knight.  Evelyn '  MacGregor, 
Alex  McKee,  Walter  Preston,  Claude 
Heese. 

Fred  Birnhach 

PRED  BIRNBACH,  52,  of  New 
York,  international  secretary  of 
the  American  Federation  of  Mu- 

sicians, died  Nov.  2  at  Minneapo- 
lis. Mr.  Birnbach,  a  native  of  Min- 

nesota, had  been  secretary  of  the 
AFM  since  1936.  He  is  survived  by 
bis  wife,  known  professionally  as 
Helen  Westlake. 

LUD  GLUSKIN,  musical  director  of 
CBS  Hollywood,  has  been  signed  to 
■compose  and  conduct  musical  score  of 
the  RKO  film,  ''Two  Weeks  to  Live", starring  Liim  &  Ahner. 

Detroit  Impasse 
{Continued  from  page  12) 

bill  (S-2874)  in  the  pigeonhole  of 
the  Interstate  Commerce  Commit- 

tee. Meanwhile,  the  Clark  Bill  is 
being  studied  by  several  Govern- 

ment agencies,  among  them  the 
Army  and  Navy,  FCC,  OWI  and 
Dept.  of  Justice. 
Neither  Senator  Clark  (D- 

Idaho)  nor  Senator  Wheeler  (D- 
Mont.)  indicated  as  the  weekend 
approached  that  any  immediate 
action  on  the  measure  was  likely. 
Senator  Wheeler  had  conferred 

during  the  previous  week  [BROAD- 
CASTING, Nov.  2]  with  representa- 

tives of  the  competing  parties  in 
the  AFM  recording  strike,  but  he 
was  not  ready  to  announce  any 
action  leading  toward  a  possible 
settlement  of  the  dispute. 

As  a  result  of  the  elections  last 
week,  whittling  the  Democratic 
plurality  down  to  a  small  number 
of  votes,  talk  is  heard  in  Congres- 

sional circles  that  labor  legislation 
may  be  introduced  in  the  next  Con- 

gress, after  it  convenes  in  Janu- 
ary. Present  labor  laws  protect  the 

AFM  in  its  made-work  tactics  and 
use  of  standby  musicians.  Dept. 
of  Justice  efforts  to  amend  the  anti- 

trust laws  have  also  been  directed 
toward  revision  of  Federal  labor 
laws. 

New  Publication 

A  NEW  publication.  Electronic  In- 
dustries, devoted  to  applications  of 

the  electronic  arts  to  industry, 
made  its  appearance  this  month.  It 
is  published  by  Caldwell-Clements 
Inc.,  New  York,  publishers  of 
Radio  Retailing  Today.  Its  editor 
is  0.  H.  Caldwell,  former  Federal 
radio  commissioner. 

DENNIS  DAT,  vocalist  on  the  week- 
ly NBC  Jack  Benny  Show,  sponsored 

by  General  Foods  Corp.  (Grape- 
Nuts),  has  been  signed  to  a  five-year 
film  contract  by  Charles  Rogers  Pro- ductions. 

ASKED  BY  EISENHOWER 

General   Sought  Appointment 
of  Butcher  as  Aide 

IT  WAS  the  personal  request  of 
Gen.  Dwight  D.  Eisenhower,  rather 
than  any  other  influence,  which  led 
to  the  appointment  of  Lt.  Com. 
Harry  C.  Butcher,  former  CBS 
Washington  vice-president,  as  na- 

val aide  to  the  commander  of  the 
American  forces  in  the  European 
theatre  stationed  in  London. 

It  was  erroneously  stated  in 
Broadcasting  that  the  White 
House  made  the  appointment, 
which  actually  grew  out  of  Com. 
Butcher's  intimate  personal  friend- 

ship with  the  general.  How  the 
appointment  came  about  is  stated 
in  an  article  on  Gen.  Eisenhower 
appearing  in  the  Nov.  9  Life,  which 
states : 

"The  General  lives  with  his  naval 
aide  and  long-time  friend,  Lt. 
Com.  Harry  C.  Butcher,  in  a  fur- 

nished hotel  flat.  An  extremely  gre- 
garious man,  Eisenhower  is  un- 

happy unless  he  has  old  friends 
by  his  side  ...  To  obtain  the  ser- 

vices of  Com.  Butcher  —  a  naval 
reserve  officer  and  a  former  vice- 
president  of  CBS  —  Eisenhower 
first  had  to  win  Navy  approval  of 
the  appointment.  After  due  con- 

sideration, the  Navy  legalists 
could  find  no  precedent  for  grant- 

ing his  request,  but  neither  could 
they  find  any  precedent  for  deny- 

ing it.  Now,  says  Butcher,  'I'm  an 

amphibian.' " 

FCC  War  Ruling 

(Continued  from  page  9) 

may  obviously  solve  this  problem. 
There  is  still  a  possibility,  too,  that 

the  FCC  may  see  fit  to  allow  sta- 
tions within  a  given  area  permis- 

sion to  work  out  a  staggered  broad- 
cast schedule  which  would  serve 

to  conserve  equipment  and  still 
provide  service  to  listeners. 

Relaxation  of  engineering  stand- 
ards is  realized  in  part  through 

reduction  of  db.,  offset  by  adjust- 
ments of  the  transmitter  which 

compensates  for  the  reduction  of 
radiated  power  incurred  by  the 
db  reduction.  To  permit  this  change 
without  any  loss  of  effectiveness 
the  BWC  Manual  of  Instructions 
which  is  being  mailed  to  stations 
will  explain  the  manner  in  which 
maximum  conservation  can  be 
realized  without  any  injury  to  ser- 
vice. 

Pooling  Plan 

A  voluntary  pooling  plan  is  still 
under  study,  it  is  understood. 
Effectiveness  of  such  a  program  is 
questioned  in  some  official  and  in- 

dustry quarters  ovidng  to  the  rigid 
control  now  exerted  by  the  WPB 
over  tubes  and  replacement  parts. 
It  is  pointed  out  that  WPB  allows 

equipment  only  when  it  is  con- 
vinced that  all  replacement  efforts 

have  failed. 

IN  THE  RADIO  LIMELIGHT 
a  series  of  informative  articles  for  radio  advertisers 
and  time-buyers,  prepared  by  The  Branhom  Company 

RADIO  STATION  KTHS  HOT  SPRINGS,  ARK. 

10,000  Watts  Days,  1,000  Watts  Nights,  1090  Kc,  Blue  Network 
KENNETH  K.  KELLAM,  Manager 

America's  leading  bands  —  playing 
from  War  Camps  and  War  Plants 

BLUE     0«^n>'  M.    EVERY  NIGHT 
NETWORK  Zzi^:ZJ:ll^^OEPT  SUNDAY 

KTHS  at  Hot  Springs,  paradoxically  speaking,  is  the 
oldest  and  newesf  radio  station  in  Arkansas.  Oldest 
station  serving  Arkansas  (one  of  the  oldest  in  the  U.  S.), 
it  is  the  newest  in  point  of  equipment,  programming 
and  management. 

Under  new  management  (Radio  Broadcasting,  Inc.) 
headed  by  John  McCormack,  Radio  Station  KTHS  is 
winning  new  listeners  and  new  adveitisers. 

With  10,000  watts,  KTHS  offers  the  best  daytime  cov- 
erage in  Arkansas  (171,489  radio  homes).  It's  the  most 

powerful  Blue  Network  outlet  in  this  section  —  also 
a  clear  channel  station,  thereby  reaching  a  large  rural 
audience  with  increased  incomes  from  lumber  in- 

dustries, farming  and  big  war  projects. 

KTHS  is  represented  nationally  by  The  Branham  Co. 

For  Spots  that  SELL,  Call  a  BranHam-man 

THE    BRANHAM  COMPANY 
CHICAGO  NEW  YORK 

DETROIT  ATLANTA  CHARLOHE  DALLAS  ST.  LOUIS  MEMPHIS 
KANSAS  CITY         SAN  FRANCISCO         LOS  ANGELES  SEAHLE 
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Over  100  Pledged 

For  Retail  Survey 
Morency  Finds  Good  Response 

To  Fund-Raising  Campaign 
WELL  OVER  100  stations  have 
pledged  their  support  to  the  re- 

tail study  proposed  by  the  NAB, 
it  was  reported  at  a  meeting  of 
the  association's  Retail  Promotion 
Committee  in  New  York  last  Fri- 

day. Paul  W.  Morency,  WTIC, 
Hartford,  chairman  of  the  com- 

mittee, told  Broadcasting  the  com- 
mittee was  "highly  pleased"  with 

the  results  of  the  announcement  of 
the  plan  at  NAB  district  meetings 
and  with  the  response  to  the  com- 

mittee's original  mailing. The  more  than  100  stations 
which  hove  already  pledged  con- 

tributions to  the  industry-wide 
campaign  for  $150,000  to  finance 
the  retail  study  represent  a  cross- 
section  of  the  industry,  Mr.  Mor- 

ency said,  including  stations  in 
all  categories — national,  regional 
and  local,  and  comprising  both  net- 

work affiliated  and  non-network 
stations. 

Non-Members  Sign 
The  plan,  which  is  expected  to 

result  in  an  appreciable  increase 
in  the  use  of  radio  by  department 
stores  and  other  retail  establish- 

ments, calls  for  a  study  analyzing 
the  present  and  probable  future 
problems  of  retail  merchandising, 
to  be  made  under  supervision  of 
Sheldon  R.  Coons,  general  business 
counsel,  of  New  York.  The  study 
is  to  be  financed  by  the  broadcast- 

ing industry,  NAB  members  and 
non-members  alike  [Broadcasting, 
Nov.  2].  A  number  of  stations 
which  are  not  NAB  members  have 
already  pledged  their  support  of 
the  program,  it  was  stated. 

Attending  the  New  York  meet- 
ing were:  Mr.  Morency;  Mr. 

Coons;  Walter  Johnson,  WTIC, 
Hartford;  Dietrich  Dirks,  KTRI, 
Sioux  City;  Arthur  Hull  Hayes, 
WABC,  New  York;  John  M.  Cut- 

ler, WSB,  Atlanta;  William  C. 
Roux,  WEAP,  New  York,  repre- 

senting Sherman  D.  Gregory.  Wil- 
liam C.  Gillespie,  KTUL,  Tulsa, 

was  unable  to  attend.  C.  E.  Arney, 
assistant  to  the  president  of  NAB, 
sat  at  the  session. 

JOHANNES  STEEL,  news  com- 
mentator of  WMCA,  New  York,  has 

signed  a  contract  with  the  Tslew  York 
Post  for  a  thrice-weekly  column  to 
appear  on  the  editoral  page  under  the 
heading,  "Steel  Filings". 

50,000  WATTS 

CLEAR  CHANNEL 
Exclusive  NBC  Outlet 

MINNEAPOLIS    •    SAINT  PAUL 
Rapresented  Nationally  by  Edw.  Patry  Co. 

Swats  Joins  Rep 

ROBERT  L.  SWATS,  Jr.,  form- 
erly in  charge  of  testimonials  and 

publicity  on  individual  accounts 
for  Blackett-Sample-Hummert,  Chi- 

cago, has  joined 
Radio  Advertis- 

ing Corp.,  sta- 
tion representa- 

tives, as  manager 
of  the  Chicago 
office.  Mr.  Swats 
who  handled  pro- 

motion, premium 
offers  and  con- 

tracts with  sta- 
tions on  The  Gen- 

eral Mills,  Proc-  Mr.  Swats ter  &  Gamble,  Falstaff'  and  Wander 
Co.  accounts,  succeeds  James  Kel- 
ley,  who  is  awaiting  induction  or- 

ders from  the  Navy. 

Late  Personal  Notes 

Higgins  Succeeds  Spadea 
HAROLD  HIGGINS,  formerly 
manager  of  the  Chicago  sales  office 
of  WOR,  New  York,  and  Western 
manager  of  Paul  Raymer  Co.,  sta- 

tion representative,  has  joined 
Joseph  Hershey  McGillvra  as 
manager  of  the  Chicago  office.  Mr. 
Higgins,  a  veteran  in  radio  sales, 
was  at  one  time  manager  of  WBZ, 
Boston.  He  succeeds  Joe  Spadea, 
who  has  entered  the  Army  Air 
Forces  as  a  radio  technician. 

MBS  45.8%  Gain 

MUTUAL's  gross  billings  for  the 
first  10  months  of  1942  were  $7,- 
865,138,  an  increase  of  45.8%  over 
the  figure  for  the  same  period  last 
year,  and  the  highest  total  to  be 
attained  by  the  network  in  its 
eight  years  of  operation.  Gross 
billings  for  the  full  12  months  of 
1941  were  $7,300,955.  October's billings  this  year  dipped  from 
$839,829,  for  the  same  month  in 
1941,  to  $773,222,  a  drop  of  7.9%. 

San-Nap-Palc  Spots 
SAN-NAP-PAK  MFG.  Co.,  New 
York,  currently  conducting  an  in- 

tensive newspaper  campaign  in 
Eastern  cities  for  its  sanitary  nap- 

kins, is  also  using  spot  announce- 
ments for  the  product  in  New  York, 

Hartford  and  Boston.  Commercials 
include  an  offer  of  a  box  of  Lydia 
Grey  cleansing  tissues  free  with 
each  purchase  of  a  box  of  San- 
Nap-Pak.  Agency  is  Blow  Co., 
New  York. 

THE  MOST  INTIMATE 

AND  EFFECTIVE  SALES 

APPROACH  TO  AMERI- 

CA'S LARGEST  MARKET. 

FOR  OFFENSE  •  FOR  DEFENSE 
BUr  U.  5.  BONDS  TODAY 

ARTHUR  GOLDMAN,  director  of 
printed  advertising  of  the  American 
Tobacco  Co.,  New  York,  and  formerly 
account  executive  for  Lucky  Strikes 
at  Lord  &  Thomas,  New  York,  has 
resigned. 
HERBERT  L.  WILSON,  formerly 
consulting  engineer  of  WBNX,  New 
York,  has  been  promoted  from  cap- tain to  major  in  the  Signal  Corps. 
TOM  CARSON,  timebuyer  of  Pedlar 
«&  Ryan,  New  York,  has  been  inducted 
into  the  Army,  reporting  Nov.  13.  No 
successor  has  yet  been  named. 
IRWIN  ROBINSON,  executive  edi- 

tor of  Advertising  Age,  has  resigned 
to  take,  over  the  newly-created  posi- tion of  director  of  information  of  the 
Advertising  Council.  He  will  assume 
his  new  duties  in  about  two  weeks. 

JACK  SULLIVAN,  promotion  man- 
ager of  WNEW,  New  York,  has  been 

inducted  into  the  Army  and  reports 
Nov.  11  to  Camp  Upton,  Long  Island. 
WNEW  has  not  yet  named  his  suc- cessor. 

FRANK  J.  O'CONNELL,  for  1-5 years  on  the  Chicago  sales  staff  of 
Newspaper  Gi'oups  Inc.,  has  joined 
the  Chicago  staff  of  BLUE  spot  sale<. 
ERIC  SEVAREID,  chief  of  the  CBS 
Washington  news  bui-eau,  returned  to 
his  desk  last  Wednesday,  fully  re- 

covered from  an  appendectomy. 

BRUCE  DODGE,  producer  of  Take 
It  Or  Leave  It,  the  Sunday  night 
CBS  program  sponsored  by  Eversharp, 
was  inducted  into  the  Army  last 
week.  No  successor  has  as  yet  been 
named  by  Viek  Knight,  executive 
producer  of  radio  for  the  Blow  Com- 

pany,   agency  handling   the  show. 
HERMINIO  TRAVIESAS,  chief  f 

the  traffic  department  of  NBC's  In- ternational Division,  has  resigned  to 
join  the  Coordinator  of  Inter-American 
affairs  as  traffic  manager  in  the  radio 
division.  Succeeding  him  at  NBC  is 
.John  B.  Williams,  former  assistant 
traffic  manager. 

SHERMAN  D.  GREGORY,  general 
manager  of  WEAF  New  York,  under- 

went an  emergency  appendectomy  in 
Doctors  Hospital,  New  York,  lasc 
Friday. 

JANE  TIFFANY  WAGNER  ,  form- 
erly director  of  home  economics  for 

the  public  relations  division  of  Stand- 
ard Brands,  has  been  appointed  di- 

rector of  women's  war  activities  for 
NBC,  William  S.  Hedges,  vice-presi- dent in  charge  of  stations,  announced 
last  Fi'iday.  Appointment  becomes 
effective  Nov.  9.  Mrs.  Wagner  will 
be  available  to  NBC  affiliates  for  con- 

sultation on  war  problems,  Mr.  Hedges 
said. 

GEORGE  ALLEN,  program  director 
of  WABC,  CBS  New  York  key,  is  in 
the  New  Rochelle,  N.  Y.  hospital,  fol- 

lowing an  attack  of  isneumonia. 

MUSIC 

ANNOUNCEMENTS 

MAKE  CASH-REGISTER 

MUSIC 

FOR  THE  LEVIS  MUSIC  STORES 

Western  New  York's Leading  Music  Merchants 

WERE  IT  possible  for  the  Levis  Music  Store  to  take  inventory 
of  their  customers,  hundreds  would  be  found  to  have  origi- 

nated through  WHEC.  For,  from  purchaser  of  a  Steinway  to 
buyer  of  records,  or  to  students  in  the  instruction  courses 
sponsored  by  the  Levis  Stores,  the  first  germ  of  the  idea  is 

often  implanted  by  Levis  Music  Stores' simple  chain  break  announcements. 
SEVEN  YEARS  of  non-stop  broadcasting 
on  this  station  shows  the  important  part 
WHEC  plays  in  Levis  advertising. 

WHEC   

ROCHESTER,NiI: BASIC  CBS       McKinney  &  Son,  Representative 
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Bhie-NABET  Dicker 
NEGOTIATING  committee  of  the 
National  Assn.  of  Broadcast  Engi- 

neers &  Technicians  held  discus- 

Use  of  Name  Talent  May  Be  Restricted 

As  Result  of  Federal  Wage  Freezing 
sions  with  BLUE  Network 
executives  last  week  regarding  a 
permanent  contract  covering  their 
members  who  are  now  employed  by 
the  BLUE  [Broadcasting,  Nov. 
2].  Since  separation  of  the  BLUE 
from  NBC,  BLUE  engineers  have 
operated  under  the  terms  of  the 
NBC  contract.  A  tentative  BLUE 
contract  was  drawn  up  and  dis- 

cussed last  week,  but  was  tempo- 
rarily shelved  until  the  committee 

can  discuss  its  terms  and  condi- 
tions with  the  NABET  member- 

ship. 

HARD  HIT  by  the  wage  freezing 
order,  text  of  which  was  announced 
Oct.  29  by  the  Economic  Stabiliza- 

tion Committee,  Hollywood  origi- 
nating transcontinental  and  re- 
gional network  shows  utilizing 

name  guest  talent  are  jittery  with 
no  apparent  solution  to  the  situa- 

tion. Under  present  set-up,  numer- 
ous programs  may  have  to  forego 

guest  stars  unless  some  new  inter- 
pretation is  to  be  read  into  the 

$25,000  annual  wage  ceiling. 
Reverberations  of  the  order  are 

making  themselves  felt  among  na- 
tional advertising  agencies  using 

film  guest  stars.  A  couple  of  ad- 
vertising agencies,  it  is  understood, 

have  already  met  with  refusals 
from  talent  agents  who  decline  to 
consider  player  deals  for  sponsored 
network  programs  until  the  matter 
of  client  remuneration  has  been 
satisfactorily  cleared. 

Two  Stars  Cancel 

Paulette  Goddard  was  the  first 
film  star  to  cancel  a  radio  appear- 

ance because  of  the  salary  freeze. 
She  refused  to  make  a  scheduled 

appearance  on  the  Nov.  9  broad- 
cast of  the  CBS  Lux  Radio  Theatre, 

sponsored  by' Lever  Bros.  (Lux). As  result,  J.  Walter  Thompson 
Co.,  agency  servicing  the  account, 

brought  in  Varonica  Lake  as  sub- 
stitute star.  When  advised  she 

would  not  be  paid  for  the  broad- 
cast, after  admitting  having  earned 

more  than  $67,250  thus  far  this 
year,  Miss  Goddard  cancelled  off 
the  program. 

Agency  executives  declare  her  at- 
titude did  not  reflect  the  general 

feeling  of  film  talent  for  radio  ap- 
pearances. It  was  pointed  out  that 

90%  of  the  top  stars  are  willing  to 
cooperate,  realizing  the  value  of 
radio  exploitation  to  their  names 
and  vehicles. 

J.  Walter  Thompson  Co.  has 
made  a  few  advance  bookings  for 
Lux  Radio  Theatre,  and  also  for 
the  weekly  NBC  Chase  &  Sanborn 
Show  sponsored  by  Standard 
Brands  (coffee).  Beyond  that,  how- 

ever, agency  executives  decline  to 
make  predictions. 

It  is  generally  believed  the  CBS 
Screen  Guild  Players,  sponsored  by 
Lady  Esther  Co.  (cosmetics),  will 
not  be  affected  by  the  ruling  inas- 

much as  all  name  talent  appearing 
on  that  broadcast  do  so  without 
compensation.  Players  donate  serv- 

ices gratis,  with  money  derived  as 
salary  going  to  the  Motion  Picture 
Relief  Fund. 

Of  immediate  concern  to  adver- 
tising agencies  is  whether  film  stu- 

dios will  permit  contract  players 
and  stars  to  make  radio  appear- 

ances. Such  outside  work,  it  was 
pointed  out,  would  raise  earnings 
of  talent  to  the  ceiling  limit  and 
thus  deter  further  picture  work. 
Film  producers,  under  those  condi- 

tions, might  insist  that  contractees 
first  work  out  their  allowable  in- 

come within  the  motion  picture  in- dustry. 

Incorporated  Talent 
Since  a  clause  in  the  directive 

permits  payment  to  a  corporation, 
wage  ruling,  unless  otherwise  in- 

terpreted, will  not  affect  the  NBC 
Rudy  Vallee  Show,  sponsored  by 
Sealtest  Inc.,  it  is  generally  be- 

lieved. In  instance  cited,  weekly 
salary  is  made  payable  to  Rudy 
Vallee  Orchestra  Units  Corp.,  with 
greater  portion,  it  was  said,  being 
tmmed  over  to  the  Coast  Guard 
and  Navy  Relief.  Bing  Crosby,  star 
of  NBC  Kraft  Music  Hall,  spon- 

sored by  Kraft  Cheese  Co.,  report- 
edly falls  into  a  similar  corpora- tive category. 

With    the    weekly    NBC  Jack 

Benny  Show,  sponsored  by  General  ̂  
Foods  Corp.  (Grapenuts  Flakes),  r 
subject  to  the  new  ruling,  plans 
had  been  set  up  at  press  time  for  a  , 
conference  of  agency  and  talent  \ 

representatives  to  arrive  at  a  work-  ,' ing  solution  of  the  problem.  As  a  ]; 
package  show  at  a  reported  $22,500  ;  g 
weekly,  opinion  was  not  clear  as  to  |{  jj 
whether  the  program  was  under  jj  j, 
jurisdiction  of  the  wage-limit  leg-  ij  j 
islation.  !|  ̂ 
Young  &  Rubicam,  agency  serv-  ,  p 

icing  the  foods  account,  has  two  j  p; 
other  West  Coast  originating  net-  |  ^■ 
work  shows.  They  include  the  NBC  !  j- 
Time  to  Smile,  sponsored  by  Bris-  ^ 
tol-Myers  Co.,  and  the  CBS  Burns  j 
&  Allen  Show,  sponsored  by  Lever  j 
Bros.  (Swan  soap).  ,  g 

Money  in  Escrow  t 
Meanwhile,  with  status  still  un-  j 

determined,  agencies  at  press  time   i  j 
were  proposing  to  issue  pay  to  mu-  p 
sicians    and    talent    of    package    -  j shows.  Monies  normally  due  those  i 

who  are  already  beyond  the  maxi-    '  . mum  earning  range  of  the  year 
would  be  put  into  escrow,  it  was 

said.  Another  plan  suggested  was  ' 
to  hold  back  issuance  of  checks  un-  ' til  application  of  the  ruling  is  made 
clear. 

There  are  close  to  50  Hollywood 

radio  stars  classified  as  film  stars  ' 
also  who  are  affected  by  the  stabili-  j 
zation  order.  With  various  interpo-  I 

lations  to  the  freezing,  advertising  ' 
agency  and  network  executives.  ' 
as  well  as  talent  and  their  brokers,  ' 
are  hoping  for  a  clarification  of 
the  situation. 

Some  15  major  talent  agencies 
handling  about  90%  of  the  talent 
for  film  and  radio  with  commis- 

sions on  same  estimated  as  between 
six  and  seven  million  dollars  an- 

nually are  affected.  With  no  inter- 
pretation of  the  ruling,  they  too 

are  at  a  loss  as  to  show  how  it  ap- 
plies in  their  particular  case. 

Helen  Troy  Horton 
HELEN  TROY  HORTON,  38, 

Hollywood  radio  and  film  comedi- 
enne, died  Nov.  1  following  an  ill- 

ness of  two  years.  Known  profes- 
sionally as  Helen  Troy,  she  was  in 

radio  more  than  14  years,  having 
started  on  KYA,  San  Francisco, 
teaming  up  with  John  Patrick,  in 
one  of  radio's  earliest  serials, 
Cecil  &  Sally.  Surviving  are  her 
husband.  Dr.  Alton  E.  Horton,  and 
two  children,  Kathryn  Jane  and 
Troy  Thomas.  Funeral  services 
were  held  in  Los  Angeles  Nov.  3 
with  burial  in  Holy  Cross  Ceme- 

tery, San  Mateo  County,  Cal. 

CALLING  CARDS 

A  calling  card  gives  your  name  .  .  .  and  that's 

about  all.  It  doesn't  make  much  impression  on  a 
stranger  ...  an  old  friend  deserves  something  a 

little  more. 

Are  you  just  doing  "calling  card"  advertising  for 

the  duration?  Or  are  you  really  keeping  the  in- 

terest and  goodwill  of  your  old  customers,  and 

your  after-the-war  prospects,  by  giving  them  some- 

thing they  value — radio  entertainment — to  remem- 

ber you  by? 

IT  s  NO  MILITARY  SECRET  that  over 

$200,000,000  is  being  spent  for  defense 
and  allied  industries,  with  an  increase  in 
the  annual  payroll  of  $25,000,000,  at 
San  Bernardino,  California. 

Home     m£r  J^M  Mutual 
of        IV  ■    W  IVl    Don  Lee 

The  Only  Local  Network  Station  Serving  This  Great  Wealth 

CFRB 

TORONTO 

860  KILOCYCLES 
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AFRA  ChiefsVisit  Washington 

To  Quiz  Government  on  Freeze 

Urge  That  Wage  Order  Be  Interpreted  To  Allow 
Continuation  of  Private  Broadcasting  System 

CONCERNED  with  the  possible 
effects  of  the  salary  limitations 
order  issued  by  James  F.  Byrnes, 
Director  of  Economic  Stabiliza- 

tion, upon  the  continuance  of  the 
present  system  of  broadcasting  and 
particularly  upon  the  employment 
of  members  of  the  American  Fed- 

eration of  Radio  Artists,  three 
AFRA  representatives  —  Emily 
Holt,  national  executive  secretary, 
George  Heller,  national  associate 
secretary,  and  Henry  Jaffe,  na- 

tional associate  counsel — w^ent  to 
Washington  last  Tuesday  to  dis- 

cuss the  matter  with  the  govern- 
ment officials  charged  with  the  ap- 

plication and  enforcements  of  the 
provisions  of  the  ruling. 

On  their  return  to  New  York  on 
Thursday  they  reported  that  in 
their  conversations  they  had  ex- 

plained the  apparent  effects  of  the 
ruling  upon  the  various  classes  of 
AFRA  members  and  had  urged 
that,  so  far  as  is  possible  within 
the  limitations  of  the  ruling,  it  be 
interpreted  so  as  to  permit  the 
present  system  of  broadcasting 
and  the  advertising  upon  which  it 
is  based  to  continue  without 
change.  Declining  to  speak  fur- 

ther at  this  time,  they  expressed 

']  the  hope  that  clarification  would 
j  be  forthcoming  from  the  govern- 

ment in  the  near  future. 

Checks  Withheld 

A  similar  reticence  in  making 
definite  statements  on  the  effect  of 
the  Byrnes  ruling  was  shown  by 
leading  New  York  advertising 
agencies,  which  handle  major  radio 
talent,  when  they  were  queried 
last  week  by  Broadcasting  as  to 
their  future  policy  on  weekly  pay- 

ments to  radio  stars  affected  by  the 
ruling. 

Both  Young  &  Rubicam  and  Lord 
&  Thomas  withheld  last  week's 
check  distributions  to  their  respec- 

tive radio  stars  who  have  already 
been  paid  more  than  the  authorized 
$25,000  for  this  year,  it  was 
learned,  and  it  is  probable  that 
other  agencies  with  talent  affected 
by  the  Byrnes  edict  acted  likewise. 
The  agencies  contacted  by  Broad- 

casting all  reported  that  the  salary 
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limitations  order  was  now  being 
studied  by  lawyers  and  tax  ex- 

perts, and  that  no  statements  will 
be  made  until  the  ruling  is 
thoroughly  clarified  and  a  payment 
policy  can  be  set  up. 

Letter  Sent  Out 

Earlier  in  the  week  members 
of  AFRA  received  a  letter  signed 
by  Mrs.  Holt,  Mr.  Heller  and  Mr. 
Jaffe  advising  them  to  notify 
AFRA  immediately  if  employers 
withhold  payment  of  any  increases 
in  compensation  called  for  by  their 
contracts  and  "to  sign  no  modifi- 

cations of  existing  agreements  at 
the  request  of  your  employers 
without  consulting  National  AFRA 
and  to  enter  into  no  new  agree- 

ments without  such  consultation." 
Stating  that  "certain  fundamen- 

tal principles  appear  to  be  estab- 
lished and  others  remain  to  be 

clarified  by  further  opinions  and 
regulations,"  the  letter  itemizes 
the  following  interpretations  of 
the  present  status  of  the  contracts 
of  AFRA  members: 

Status  of  Members 

1.  Increases  in  your  compensation 
pursuant  to  the  terms  of  your  indi- vidual contract  under  an  established 
plan  of  pay  increases  based  on  length 
of  service  (such  as  so-called  "option" contracts)  are  not  affected  by  the 
Order  nor  subject  to  the  approval  of 
any  Board  or  Commission  (except  as 
aif  eeted  by  jjaragraph  "4"  belowj . Your  employer  is  not  justified  in 
withholding  any  compensation  under 
such  contracts.  If  this  occurs,  you  are 
requested  to  notify  the  AFRA  Na- tional office  immediately. 

2.  If  you  are  a  staff  employe  under 
an  AFRA  contract  providing  for  stat- 

ed increases  in  pay  dependent  upon 
length  of  service,  individual  promo- 

tions or  merit  increases  you  are  en- 
titled to  such  increases  and  your  em- 

ployer is  not  justified  in  withholding 
such  payments.  If  such  withholding 
occurs,  you  are  requested  to  notify 
the  AFRA  national  office  immediate- ly. 

3.  AYith  respect  to  increases  under 
basic  collective  bargaining  agreements 
dependent  on  cost  of  living  clauses, 
the  National  War  Labor  Board  has 
jurisdiction  and  its  approval  must  be 
obtained.  AFRA  will  take  appropriate 
steps  to  consult  with  your  Locals  and 
advise  you  of  any  proceedings  and 
their  results. 

4.  The  limitation  on  individual 
earnings  over  $25,000  a  year  does  not 
presently  admit  of  any  general  state- 

ment to  the  membership  at  large.  In- dividual cases  should  be  referred  to  the 
AFRA  national  office,  and  with  the 
greatest  possible  celerity  AFRA  will 
seek  to  clarify  the  various  problems 
and  to  secure  appropriate  governmen- 

tal rulings  concerning  them. 
5.  The  problems  of  free  lance  play- 

ers receiving  above  minimum  does  not 
appear  to  be  embraced  under  any 
existing  regulations  with  any  degree 
of  definiteness  which  justifies  advice 
as  to  their  status  at  this  time.  We 
realize  that  this  is  a  matter  of  grave 
concern  to  many  of  our  members  and 
appropriate  steps  are  being  taken  to 
clarify  the  situation. 

Federal  Wage  Limits 
(Continued  from  page  9) 

der  established  merit  and  promo- 
tion systems,  increases  will  be  per- 

mitted without  the  routine  of 
Treasury  approval. 

Under  the  Stabilization  Act,  em- 
ployes in  executive,  administrative 

and  professional  positions — includ- 
ing radio  talent,  newsmen,  produc- 
tion men — but  not  bound  by  formal 

wage  contracts,  are  under  au- 
thority of  the  Bureau  of  Internal 

Revenue.  Other  employes  under 
contract  will  be  regulated  by  the 
War  Labor  Board.  Wage-Hour  Act 
definitions  which  will  be  used  in 
interpreting  the  Act  require  that 
executives  receive  at  least  $30  a 

week,  and  "administrative"  not  less 
than  $200  a  month. 

Establishments  employing  eight 
or  less  are  exempt  from  the  freeze. 

Field  Offices  Opened 

War  Labor  Board  will  handle  ap- 
plications for  raises  in  cases  of  em- 

ployes covered  by  wage  agreements 
through  ten  regional  offices  soon  to 
be  set  up,  and  through  more  than 
a  hundred  offices  of  the  Wage  & 
Hour  Division  now  in  operation. 

Employers  and  union  represen- 
tatives seeking  upward  wage  ad- 

justments will  receive  information 
at  the  Wage  &  Hour  offices,  and 
file  their  applications  at  the  new 
regional  WLB  offices  soon  to  be 
opened  in  Boston,  New  York,  Phil- 

adelphia, Atlanta,  Dallas,  Kansas 
City,  Cleveland,  Chicago,  Denver, 
San  Francisco  —  the  ten  Office  of 
Emergency  Management  regions. 

Under  plans  of  the  Bureau  of  In- 
ternal Revenue  and  the  WLB,  de- 

cisions will  be  issued  by  the  re- 
gional offices,  with  possible  appeal 

to  Washington  headquarters  in 
cases  of  fact. 

Educators  Meet 

MORE  than  10,000  members  of 
the  Minnesota  Education  Assn., 
meeting  at  the  Minneapolis  Munici- 

pal Auditorium  for  their  State 
convention  Oct.  29-31,  visited  the 
WCCO  booth  on  display  there.  The 
School  of  the  Air  of  the  Americas 
was  featured  in  the  WCCO  ex- 

hibit, devoted  to  the  display  of 
teaching  and  learning  tools  and 
equipment.  Each  registrant  re- 

ceived the  Teacher's  Manual  and Classroom  Guide.  Max  Karl, 
WCCO's  educational  director,  was 
in  charge  of  the  broadcast  as  well 
as  of  the  booth. 

Gospel  Series  Renewed 
GOSPEL  BROADCASTING 
Assn,,  Los  Angeles,  on  Oct,  31  re- 

newed for  52  weeks  the  Old-Fash- 
ioned  Revival  Hour  on  the  full 
Keystone  transcription  network  of 
202  stations.  The  weekly  hour  pro- 

gram is  also  heard  live  on  200  MBS 
stations,  Sundays  at  9-10  p,m.,  and 
transcribed  on  almost  100  addi- 

tional stations,  making  a  total  of 
approximately  500  stations  that 
carry  the  program  weekly.  R.  H. 
Albers  Co.,  Los  Angeles,  is  agency. 

'Beats  anything 

we've  ever  done' It  takes  more  than  a  title  to 

make  a  homemakers'  hour. 
Chief  ingredient  is  a  home- 
maker  who  knows  her  stuff, 

and  how  to  get  it  across — 
like  Helen  Watts  Schrei- 

ber,  nationally-known  feature 
writer,  whose  daily  program  on 
KSO  has  produced  generously 

for  participating  sponsors  both 
local  and  national,  including 
Blue  Barrel  Soap.  Carey  Salt, 
Hilex,  Scotch  Tape. 

Writes  one  sponsor:  "Our results  from  Helen  Watts 

Schreiber's  program  are  more 
than  gratifying — a  large  num- 

ber of  good  inquiries." 
Says  another:  "The  response 

outshines  anything  else  we 

have  done,  and  at  far  less  ex- 
pense. We'd  have  been  happy 

with  20  returns;  we  received 

102." 

Helen  Watts  Schreiber  is 

just  one  of  many  Iowa  person- 
alities who  give  KSO  and 

KRNT  the  Personality  that 
makes  friends  with  our  listen- 

ers— and  customers  for  our  ad- 
vertisers. 
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New  Coalitions  Seen  as 

Factor  When  78th 

Congress  Meets 
EXCEPT  for  the  possibility  of 
tighter  Congressional  coalitions 
against  New  Deal  ventures,  the 
surprisingly  large  Eepublican 
gains  in  last  vs^eek's  elections 
should,  judged  preliminarily,  have 
little  or  no  effect  upon  the  radio 
and  advertising  businesses  so  far 
as  legislation  is  concerned. 

Political  observers  generally  saw 
in  the  Republican  gains  of  more 
than  40  seats  in  the  House  and  nine 
in  the  Senate  a  blow  at  the  Ad- 

ministration, although  the  Demo- 
cratic majority  continues  in  both 

houses — very  slight  in  the  House, 
still  substantial  in  the  Senate.  It 
it  too  early,  it  was  conceded,  to 
forecast  just  what  effect  the 
changes  will  have  on  radio.  It  all 
depends  on  the  calibre  and  inter- 

ests of  the  men  elected.  They  take 
their  seats  next  Jan.  3,  and  few 
if  any  of  the  new  electees  are 
notable  for  their  radio  back- 

grounds. 
May,  Murphy  Lose 

Two  men  closely  identified  with 
radio  went  down  to  defeat  in  the 
elections,  both  seeking  Senatorial 
togas.  Foster  May,  the  newscaster 
of  WOW,  Omaha,  running  as  a 
Democrat,  ran  third  on  the  ballot 
which  swamped  the  veteran  Sen- 

ator Norris,  Nebraska  independent, 
whose  place  will  be  taken  by  Ken- 

neth S.  Wherry,  a  Republican. 
Senator  Norris,  who  bore  President 
Roosevelt's  endorsement,  after- 

wards blamed  Foster  May's  insist- 
ence upon  remaining  in  the  race 

for  his  defeat. 
Former  Gov.  Francis  P.  Murphy, 

who  switched  from  the  Republican 
to  the  Democratic  party  last  year, 
was  defeated  by  incumbent  Repub- 

lican Senator  Styles  Bridges  in 
the  New  Hampshire  elections,  dur- 

ing the  course  of  which  Mr. 
Murphy  was  charged  with  using 
his  own  radio  station,  WMUR, 
Manchester,  a  new  regional  outlet 
which  went  into  operation  last 
year,  to  take  unfair  advantage. 
These  charges  led  to  an  FCC  in- 

quiry [Broadcasting,  Nov.  2]. 
Introducers  of  Senate  and  House 

bills  to  investigate  the  broadcast- 
ing industry  as  a  result  of  network 

refusal  to  accept  a  proposed  pro- 
gram of  the  Cooperative  League  of 

the  U.S.A.  were  defeated  in  the 
election,  according  to  unofficial  re- 

turns. The  Senate  bill  was  intro- 
duced by  Senator  Norris,  the  House 

bill  by  Rep.  Gehrmann  (Prog.- Wis.). 

Defeated  in  the  State  of  Wash- 
ington, where  he  ran  for  Congress 

from  the  Spokane  district,  was 
former  Senator  Clarence  C.  Dill, 
co-author  of  the  old  Radio  Act 
and  also  of  the  Communications 
Act  of  1934.  The  Democratic  ex- 
Senator    Dill's   comeback  attempt 

THIS  IS  THE  ARMY  and  Stan  Lee 
Broza,  program  director  of  WCAU, 
Philadelphia  (center),  as  a  volun- 

teer waiter  at  the  Philadelphia 
Stage  Door  Canteen,  is  taking 
orders  from  Staff  Sgt.  Ezra  Stone 

(right),  who  was  radio's  original "Henry  Aldrich",  and  Corp.  Pinkey 
Mitchell,  also  a  former  radio  enter- 

tainer, who  are  with  the  all-soldier 
show,  "This  Is  the  Army."  It 
wasn't  so  many  years  ago  that 
Stone  and  Mitchell  used  to  take 
orders  from  Broza  on  the  long- 
running  WCAU  Children's  Hour for  Horn  &  Hardart. 

was  defeated  by  a  Republican, 
Walter  Horan. 

Retaining  their  seats  in  Congress 
are  Karl  Stefan  (R-Neb.),  former 
announcer  of  WJAG,  Norfolk,  Neb., 
and  Richard  B.  Wigglesworth 

(R-Mass.),  a  frequent  critic  of  ra- 
dio and  its  regulation. 

WHIS  Owner's  Short  Term 
The  newspaper-radio  ranks, 

which  last  year  furnished  the  U.  S. 
Senate  with  an  appointive  short- 
term  Senator  in  the  person  of 
Roger  Peace,  publisher  of  the 
Greenville  (S.C.)  News-Piedmont 
and  owner  of  WFBC,  will  have  an- 

other such  figure  in  the  upper 
chamber  during  the  next  six  weeks. 
He  is  Hugh  Ike  Shott  Sr.,  president 
of  the  Bluefield  (W.  Va.)  Tele- 
graph,  licensee  of  WHIS,  a  one- 

time Republican  member  of  the 
House  who  was  elected  last  week 
to  serve  until  next  Jan.  3 — or  until 
Senator-elect  Chapman  Revercomb, 
Republican,  can  take  the  seat. 

Mr.  Revercomb,  incidentally,  de- 
feated West  Virginia's  Gov.  M.  M. 

Neely,  Democrat,  for  the  regular 

six-year  term;  Gov.  Neely's  initials were  used  for  the  call  letter  of 
WMMN,  Fairmount,  W.  Va.,  when 
that  station  was  founded  during 
his  former  incumbency  as  a  Sena- 

tor, though  he  has  no  financial  in- 
terest in  the  Storer-owned  outlet. 

Some  changes  will  occur  on  the 
various  committees  charged  with 
radio  legislation,  with  more  Repub- 

licans likely  to  get  places  when 
the  committee  reorganizations 
come  next  January  and  with  the 
margin  of  Democratic  control  nar- 

rowed down.  The  Senate  Interstate 
Commerce  Committee  will  continue 
to  be  headed  by  Senator  Wheeler 
(D-Mont.),  who  was  not  up  for 
reelection.  Senator  D.  Worth  Clark 

(D-Idaho),  proponent  of  the  Pe- 
trillo  inquiry,  also  was  not  re- 

quired to  run.  Progress  in  the  Sen- 
ate on  the  proposed  Petrillo  probe, 

incidentally  was  completely  stymied 
last  week  by  the  election. 

Committee  Lineup 

Chairman  Wheeler's  committee 
loses  only  one  member.  Senator 
Schwartz  (D-Wyo.),  who  was  de- 

feated by  E.  V.  Robertson,  Repub- 
lican. Mr.  Robertson  may  win  an 

assignment  to  the  committee,  which 
will,  unless  unexpected  changes  are 
sought  next  January,  still  have 
on  it  such  Republicans  who  have 
always  evinced  an  interest  in  radio 
as  Senators  Wallace  White  Jr., 
of  Maine;  Charles  W.  Tobey,  of 
New  Hampshire,  Chan  Gurney,  of 
North  Dakota,  none  of  whom  had 
to  stand  for  election  this  year. 

On  the  House  side  the  chief  radio 
committee,  House  Interstate  &  For- 

eign Commerce  Committee,  had 
already  lost  two  Democratic  mem- 

bers in  the  primaries — Rep.  Jared 
Sanders  of  Louisiana,  author  of 
the  apparently  moribund  Sanders 
Resolution,  and  Rep.  Luther  Pat- 

rick, former  news  commentator  of Birmingham. 

Rep.  Lea  Reelected 
Chairman  Clarence  Lea  (D-Cal.) 

will  continue  to  head  the  House 
committee,  but  these  members  will 
not  return:  William  P.  Cole  Jr. 
(D-Md.) ;  Edward  A.  Kelly  (D- 
111.) ;  W.  E.  Courtney  (D-Tenn.) ; 
Charles  L.  South  (D-Tex.) ;  Oscar 
Youngdahl   ( R-Minn. ) . 

Of  some  interest  to  the  broad- 
casting industry  was  the  election  of 

John  J.  Dempsey,  former  Congress- 
man from  New  Mexico  and  later 

an  Assistant  Secretary  of  the  In- 
terior, to  the  governorship  of  that 

State.  As  a  Democratic  member  of 
the  House,  Mr.  Dempsey,  father  of 
William  Dempsey,  former  FCC 
chief  counsel  now  in  radio  prac- 

tice in  Washington,  successfully 
sponsored  establishment  of  separ- 

ate radio  press  galleries  in  Con- 

gress. GREGOR  ZIEMER,  foreign  expert 
of  WLW,  Cincinnati,  and  author  of 
Education  for  Death,  was  technical 

director  for  the  RKO  picture  "Hitler's 
Children,"  based  on  his  book. 

5SS  vSy  vtith^
 

^ATTS 

WCK  Y  /li  s 

STATION 

Page  60  •  JSovember  9, 1942 BROADCASTING  •  Broadcast  Advertising 



It  Happened 

TEN  YEARS  AGO  THIS  MONTH 

From  the  1932  files  of  Broadcasting 

REORGANIZATION  of  the  NAB 
"to  make  it  the  formidable  trade  asso- 

ciation it  should  be  to  fight  the  battles 
of  the  industry",  and  the  advisability of  abolishing  the  executive  committee 
and  engaging  a  paid  president,  were 
among  the  issues  at  the  tenth  annual 
NAB  convention  in  St.  Louis  Nov. 
14-16.  The  convention  elected  Alfred 
J.  McCosker,  director  of  WOR, 
Newark,  as  president,  pending  plans  to 
engage  a  paid  executive,  and  gave  a 
vote  of  confidence  to  Oswald  F. 
Schuette,  NAB  director  of  copyright 
activities,  for  his  campaign  against 
ASCAP.  Philip  G.  Loucks  was  re- 

tained as  managing  director  with  a 
10%  increase  in  salary  to  $10,000 
per  year. • 

WORLD  Broadcasting  System  has 
opened  a  new  production  studio  on  the 
25th  floor  of  the  Chicago  Daily  News 
Bldg.,  where  the  WMAQ  studios  are 
located.  This  is  the  third  of  the  WBS 
studio  group,  the  others  being  in  New 
York  and  Hollywood.  Opening  of  the 
Chicago  plant  was  directed  by  A.  J. 
Kendrick,  president  of  Sound  Studios 
of  New  York  Inc.,  WBS  subsidiary. 
Edward  G.  Forman  Jr.,  formerly  with 
Blackett-Sample-Hummert  &  Gardner, 
Chicago,  has  been  assigned  to  take 
charge  of  the  studios. 

• 

RCA  and  its  various  subsidiaries,  in- 
cluding NBC  and  RCA  Victor  Co., 

become  wholly  independent  in  status 
by  virtue  of  a  consent  decree  entered 
by  the  Federal  District  Court  at  Wil- 

mington, Del.,  Nov.  21,  settling  with- 
out prosecution  the  anti-trust  suit 

Instituted  against  RCA  and  a  dozen 
associated  and  afiSliated  companies  in 
May,  1930.  Under  the  decree.  General 
Electric  and  Westinghouse  must  divesL 
themselves  entirely  of  their  present 
stock  control  of  RCA. 

• 
IN  AN  opinion  denying  the  conten- 

tion of  abridgement  of  free  speech  on 
the  air,  and  rejecting  the  theory  of 
radio  property  rights,  the  Court  of 
Appeals  of  the  District  of  Columbia 
Nov.  28  aflirmed  the  decision  of  the 
Radio  Commission  deleting  KGEF, 
Los  Angeles,  because  of  the  utterances 
of  Rev.  Robert  P.  Shuler. 

• 
AN  EXCHANGE  arrangement  has 
been  made  by  KMOX,  St.  Louis,  with 
the  St.  Louis  Star-Times,  whereby  the 
newspaper  presents  three  10-minute 
newscasts  over  the  station  and  in  re- 

turn gives  KMOX  a  half-column  ad 
daily.  The  deal  was  made  by  Elzey 
Roberts,  publisher,  former  chairman  of 
the  ANPA  radio  committee. 

• 
WHEC,  Rochester,  has  been  sold 
in  part  to  the  Gannett  Newspapers, 
publishing  the  Rochester  Democrat  & 
Chronicle  and  Times-Union,  by  Clar- 

ence Wheeler.  Mr.  Wheeler  will  con- 
tinue to  direct  WHEC,  and  Gunnar  O. 

Wiig  will  remain  as  general  manager. 
• 

A  TOTAL  sales  gain  of  35.1%  for  all 
radio  advertised  products  in  radio 
homes,  as  compared  with  non-radio 
homes,  is  shown  in  an  analysis  made 
for  CBS  by  Prof.  Robert  F."  Elder,  of the  Massachusetts  Institute  of  Tech- 
nology. 

• 
HAROLD  A.  LAFOUNT,  Federal 
Radio  Commissioner,  was  speaker  at 
the  inaugural  program  of  the  new 
50,000-watt  WSM,  Nashville,  held 
Nov.  12.  Among  the  guests  were 
George  F.  McClelland,  assistant  to 
President  M.  H.  Aylesworth  of  NBC, 
and  Vice-Presidents  Niles  Trammell 
and  Frank  Mason  of  NBC. 

RADIO  will  be  used  with  newspapers 
in  a  million  dollar  advertising  cam- 

paign to  be  financed  by  the  Brazilian 
Government  to  promote  the  sale  of 
coffee.  N.  W.  Ayer  &  Son  handles  the 
account. 

• 
WILLIAM  C.  GILLESPIE,  formerly 
with  WKY,  Oklahoma  City,  and 
WMBD,  Peoria,  has  been  appointed 
manager  of  KSO,  which  has  just  been 
moved  from  Clarinda  to  Des  Moines 
by  the  Des  Moines  Register  d  Trib- 
une.  Steve  Cisler,  formerly  with  WLS, 
Chicago,  WGAR,  Cleveland,  and 
WMBD,  has  been  named  assistant 
manager,  and  Dan  Frey,  former  radio 
director  of  the  Stoner-McCray  System, 
is  advertising  manager. 

• 
JULIUS  SEEBACH,  CBS  director  of 
program  operations,  on  Oct.  26  was 
awarded  a  medal  by  the  Poor  Richard 
Club  of  Philadelphia,  which  he  ad- 

dressed on  the  subject  of  advertising 
the  same  day. 

• 
DONALD  S.  SHAW,  formerly  a 
partner  in  the  agency  of  Cleveland  & 
Shaw,  and  until  recently  with  Wil- 

liams &  Saylor,  New  York  agency, 
has  joined  the  New  York  sales  staff 
of  NBC. 

• 
HARRY  SADENWATER.  former 
supervisor  of  installation  and  tests  for 
General  Electric  Co.  and  since  1930 
with  RCA  Victor  Co.  as  division  engi- 

neer, has  been  promoted  to  sales  man- 
ager of  the  engineering  products  divi- sion of  RCA  Victor. 

• 
HAROLD  THOMAS,  formerly  with 
WEAN,  Providence,  has  joined  the 
engineering  staff  of  WSAR,  Fall 
River,  Mass. 

• 
WALTER  LOCHMAN,  formerly  with 
WNAX,  Yankton,  and  WIBW, 
Topeka,  is  now  program  director  of 
KGBX,  which  recently  was  moved 
from  St.  Joseph  to  Springfield,  Mo. 

• 
MILTON  H.  Blow,  president  of  the 
Blow  Co.,  New  York  agency,  has  pur- 

chased WAAM,  Newark,  which  shares 
time  with  WGCP  and  WODA. 

• 
HERBERT  HOLLISTER,  president 
and  manager  of  WLBF,  Kansas  City, 
Kan.,  and  Mrs.  Hollister  are  parents 
of  a  son. 

FORT  INDUSTRY  Co.,  Toledo,  has 
acquired  the  special  AP  radio  news 
wire  from  Press  Assn.  for  all  of 
its  six  stations —  WAGA  WLOK 
WSPD  WHIZ  WMMN  WWVA. 

"Vm  curious  to  try  any  product 
that  can't  be  sold  by  WFDF 
Flint  Michigan." 

FCC  DENIES  SHIFT 

OF  WBAX  HEARING 

MOTION  of  counsel  for  North- 
eastern Pennslyvania  Broadcasters 

Inc.,  Wllkes-Barre,  Pa.,  seeking 
to  own  and  operate  the  facilities 
of  WBAX,  that  city,  to  hold 
further  hearings  in  the  case  at 
Wilkes-Barre  instead  of  in  Wash- 

ington, was  denied  Nov.  6  by  the 
FCC  at  a  full  meeting  of  the 
Commission.  However,  the  examiner 
before  whom  the  reopened  hearings 
will  be  conducted  may,  at  his  dis- 

cretion, order  the  hearings  moved 
to  Wilkes-Barre  if  future  develop- 

ments warrant  such  change. 
The  reopened  hearings  by  the 

FCC  to  consider  further  the  fitness 
of  Northeastern  and  its  president, 
Robert  J.  Doran,  to  operate 
WBAX,  were  recessed  Oct.  31 
when  George  Porter,  counsel  for 
the  applicant,  entered  the  formal 
motion  to  hold  further  hearings  in 
Wilkes-Barre.  The  recess  on  Oct. 
31  followed  five  days  of  testimony- 
taking  which  had  produced  sharp 
legal  clashes  between  counsel,  and 
sensational  charges  against  Mr. 
Doran  [Broadcasting,  Nov.  2]. 
No  date  has  been  set  for  re- 

sumption of  the  hearings  in  Wash- 
ington, and  no  rebuttal  testimony 

or  cross-examination  of  witnesses 
was  undertaken  by  Mr.  Porter 
prior  to  the  recess. 

HOWARD  K.  SMITH'S  book.  Last Train  From  Berlin,  an  account  of  the 
CBS  correspondent's  experiences  while on  assignment  in  Germany,  has  been 
sold  for  movie  purposes  to  Twentieth 
Century  Fox  Film  Corp. 

WCOP  coordi- 
nates radio 

technique  with 

selling  ability^ 
to  make  pro- 

grams pay  a 

profit. 
HEADLEY-REED  CO.  ■ 

BELONGS  ON  YOUR  SCHEDULE 

acceptance 

BY  LOCAL  ADVERTISERS  IS  THE 

BEST  EVIDENCE  OF  STATION  POPULARITY 

W  I  S  H  has  more  local  Advertisers  than 

any  other  Indianapolis  Radio  Station  .  .  • 

You  can't  "kid"  a  LOCAL  client.  He  KNOWS  which. 
Indianapolis  station  has  the  greatest,  most  loyal  lis- 

tener following,  hie  KNOWS  which  Indianapolis  Sta- 
tion GETS  ACTION  .  .  .  PRODUCES  SALES.  Take  a 

cue  from  HIM.  He  buys  WISH  to  reach  the 
pocketbooks  of  the  prosperous  Indianapolis  Market.. 
You'll  find  it  profitable,  too! 

\ 
'•  J      tUi"'J  ■ 

,SH  never 
.■out-perf""^'  • 

REPRESENTED    NATIONALLY  BY 
FREE  &  PETERS.  Inc. 

INDIANA'S  'P%04^fte^A£v4,  STATION 

WISH 

INDIANAPOL 

f^n<mc*t<^  (oitH  Oie  B  I  {}  E  NETWORK 
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Phil's  Parody 
QUIP  OF  THE  WEEK  can 
probably  be  credited  to  Phil 
Baker,  m.c.  of  Take  It  Or 
Leave  It,  sponsored  on  CBS 
Eversharp,  Chicago.  Baker 
parodied  on  last  week's  pro- 

gram, "Praise  Petrillo  and 
pass  the  transcriptions." 

Pickle  Test 

PERFECT  PACKED  Products, 
Long  Island  City,  to  H.  A.  Salz- 
man.  New  York,  for  Colonial  brand 
pickles  and  relishes.  Company  is 
testing  one-minute  announcements 
in  New  York,  Hartford  and  Spring- 

field, with  a  view  to  expanding  the 
campaign  along  the  Eastern  Sea- board. 

KGER,  Los  Angeles,  Cal. 

.  .  .  AP  is  the  best  thing  that  ever 

happened  to  KGER's  News 
on  the  Hour  Every  Hour. 

C.  Merwin  Dobyns, 
Pres.  &  Gen.  Mgr. 

WNEW  Buys  Space 
NEXT  to  the  advertising  columns  of 
the  New  York  Times  and  Neiv  York 
HeraM-Trihune  on  a  twice-weekly 
basis,  WNEW,  New  York,  is  placing 
a  series  of  five-inch  ads,  set  in  the 
type  style  of  the  respective  newspaper, 
and  carrying  a  picture  of  an  adver- 

tising or  agency  man  connected  with 
one  of  WNEW's  clients.  The  cam- 
l)aign  started  last  week  with  a  picture 
of  Norman  Livingston,  radio  director 
of  Redfield-Johnstone,  New  York 
agency  which  places  the  Howard 
Clothes  account  on  WNEW. 

ALL  TIME  available  for  commercial 
sponsorship  on  Ed  East's  Breakfast in  Bedlam  program,  heard  six  times 
weekly,  7-7 :45  a.m.,  on  W.JZ,  New 
York,  has  been  sold  to  sponsors,  it 
was  announced  last  week.  Participat- 

ing are :  Schaefer  Brewing  Co., 
O'Sullivan  Rubber  Co.,  Johnson  & 
Johnson,  E.  Fougera  &  Co.,  Oakland 
Chemical  Co.,  Griffin  Mfg.  Co.,  Adler 
Shoes,  Cooper  &  Cooper. 

PROFESSIONAL 

DIRECTORY 

Jansky  &  Bailey 
An  Organization  of 

Qualified  Radio  Engineers 
Dedicated  to  the 

SERVICE  OF  BROADCASTING 
National  Presa  BIdg.,  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.        Dl.  1205 
Washington,  D.  C. 

PAUL  F  GODLEY 

CO/VSUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 
MO  2-7659 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

GEORGE  C DAVIS 

Consulting  Radio Engineer 
Munsey  BIdg. District  8456 

Washington, D.  C. 

CLIFFORD  YEWDALL 
Empire  State  BIdg. 
NEW  YORY  CITY 

An  Accounting  Service 
Particularly  Adapted  to  Radio 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Communications,  Inc. 
66  Broad  St.,  New  York,  N.Y. 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
Silver  Spring,  Md. 

(Suburb,  Wash.,  D.  C.) 
Main  Office:  Crossroads  of 
7134  Main  St.  the  World 

Kansas  City,  Mo.  I    X    J  Hollywood,  Cal. 

RING  a:  CLARK 

Consulting  Radio  Engineers 

WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 

BROADCASTING 

FOR 

RESULTS! 
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CLA^SSir  lED 

Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  week  preceding  issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, Washington,  D.  C. 

Help  Wanted 

Experienced  Announcer  —  Draft  exempt. 
Flat  salary  plus  commercial  fees  on  one 
of  South's  most  progressive  stations. 5,000  watt  network  affiliate.  Write,  wire 
or  phone  Henry  P.  Johnston,  WSGN, 
Birmingham,  Alabama. 

Topflight  Announcer — Progressive  NBC  af- 
filiate in  Southeast  has  opening  for  ver- 
satile announcer  capable  opei-ating  studio 

controls.  Good  opportunity  for  advance- ment. Outline  qualifications,  draft  status, 
references,  past  and  expected  earnings, 
first  letter.  Box  5,  BROADCASTING. 

Salesman — Capable,  hard  worker,  make 
real  money,  commission,  bonus.  New 
York  State.  Draft  exempt.  Box  14, 
BROADCASTING. 

Wanted — By  5  KW  Network  affiliate,  ex- 
perienced continuity  writer.  Rush  quali- 
fications, age,  salary  requirements  and 

draft  status  to  Box  17,  BROADCAST- ING. 

First  or  Second  Class  Operator — Permanent 
position  for  draft-exempt  sober  man  or 
woman.  State  experience  and  references. 
Radio  Station  KLO,  Ogden,  Utah. 

Announcer — Michigan. 
to    start.    WFDF,  Flint, 

Chief  Engineer — Draft  Exempt.  State  qual- 
ifications and  references.  Box  9,  BROAD- CASTING. 

Combination    Announcer-Operator  Wanted 
— Excellent  announcer  with  first  class 
operator's  license.  Must  be  qualified newscaster.  Submit  transcription  of 
newscast  and  commercials  with  appli- 

cation. KSEI,  Pocatello,  Idaho. 

Announcer-Salesman  —  Live  N.  Y.  Local. 
Salary-commission-bonus.  Complete  de- 

tails first  letter.  Box  15,  BROADCAST- ING. 

WESTERN  STATION  WANTS  Experi- 
enced combination  operator-announcer who  can  read  news  and  write  copy.  Send 

qualifications,  snap-shot  and  recording 
of  voice,  reading  news  and  commercial 
copy.  Fly-by-nights  please  don't  apply. Desire  person  who  wants  permanent  po- sition. Box  11,  BROADCASTING. 

First  Class  Operator — For  network  station. 
Experience  in  broadcasting  not  neces- 

sary. Just  so  you  hold  a  first  class  ticket. 
Good  salary.  Call  or  wire  WCBT  Roa- noke Rapids,   N.  C. 

Draft  Exempt  Announcer — Permanent  Job. 
State   all.    WMSL,  Decatur,  Alabama. 

5,000  Watt  Western  Network  Station- Wants  man  or  woman  experienced  in 
traffic.  Must  be  able  to  take  shorthand 
and  type.  Rush  complete  details  includ- 

ing age,  experience,  salary  requirements 
and  draft  status  to  Box  16,  BROAD- CASTING. 

Operator — License  any  class  qualified  oper- ate broadcast  station.  Start  $130.00  a 
month,  advancement  as  justified.  WGH, 
Newport  News,  Virginia. 

Announcer — Versatile,  capable,  congenial. 
Good  opportunity  right  man.  State  ex- perience. New  York  State.  Box  13, 
BROADCASTING. 

WANTED— OPERATOR  WITH  1ST  CLASS 
TICKET— Wire,  write,  or  phone  date 
available  and  pay  expected.  Good  job. 
Good  station,  Good  gang.  Good  Climate. 
KTSM,  1000  Watts-NBC.  Karl  O.  Wyler, 
Gen.  Mgr.,  EL  PASO,  TEXAS. 

Chief  Engineer — Permanent  Job.  Progres- sive southwest  station.  New  ownership. 
Applications  from  any  class  operator  also 
wanted.  Box  21,  BROADCASTING. 

Situations  Wanted 

Newspaper  Advertising  Executive  and  Pro- motional Man — Desires  association  with 
dominant  station  having  definite  market 
coverage.  Age  37,  one  child,  3A.  Fifteen 
years  newspaper  work,  last  ten  in  own 
business.  Change  to  war  economy  elim- inates my  business.  While  past  earnings 
have  been  $7,000  principal  considerations 
are  congeniality  and  progressiveness  of 
ownership  and  offering  of  concrete  mar- ket to  advertiser.  Available  immediately. 
Box  19,  BROADCASTING. 

Announcer — Excellent  selling  voice.  College 
graduate,  experienced.  Handle  all  assign- ments. Not  in  the  draft.  Not  4-F.  A 
young  lady.  Box  20,  BROADCASTING. 

ENGINEER — Broad  experience.  Consider 
chief  of  regional.  Available  after  Febru- 

ary first.  Box  22,  BROADCASTING. 

STATION  MANAGER  —  And  stockholder. 
Seven  years  newspaper  advertising.  Five 
years  local  and  regional  radio.  Desires 
larger  station  or  more  prosperous  mar- ket. Box  8,  BROADCASTING. 

Cultured  Young  College  Woman — Of  good 
family  desires  position  of  responsibility 
with  well-established,  reputable  station 
or  agency.  Six  years'  experience  in  meet- ing people;  sales  service;  national  sales 
promotion;  continuity  ;  traffic  ;  commer- 

cial announcing.  Expert  typist.  Fa- miliar with  studio  audio  equipment. 
Talented  musician.  Box  18,  BROAD- 
CASTING. 

Thoroughly  Skilled  News  Man — Able  to  do topnotch  job  of  writing,  broadcasting 
heading  department.  Journalism  gradu- ate with  newspaper  background.  Knows 
news-gathering  and  radio  style.  Employed 
at  good  salary  but  seeks  affiliation  with larger  station.  Draft  deferred.  Box  6, 
BROADCASTING. 

Engineer — Three  years'  experience  all 
phases  broadcasting.  First  class  phone license.  Classified  4-F.  Married.  Box  10, 
BROADCASTING. 

Program  Director — Capable  man  for  either network  or  independent  station.  No  big 
shot  nor  flash  in  the  pan.  Can  produce 
excellent  references.  Draft  free.  Box  24, 
BROADCASTING. 

ANNOUNCER — Network  experience.  Now 
working  New  York  City.  Seven  years  of 
radio.  College  trained,  sober,  reliable. 
Wishes  aifiliation  with  progressive  sta- 

tion. Married — two  children — 3A  in  draft. 
AFRA.  Box  23,  BROADCASTING. 

Available — Chief  Engineer — Twenty  years' experience.  Age  41,  dependents.  First 
Class  Telephone  license.  State  salary  and 
details.  Prefer  location  in  east  but  will 
consider  others.  Box  25,  BROADCAST- ING. 

Wanted  to  Buy 

One  Good  Used  Portable  Recorder — Prefer- ably Presto  Y-2  or  similar.  Two  Western Electric  or  RCA  70B  or  70C  turntables 
with  pickups.  One  good  tube  to  line transformer.  Radio  Station  KLO,  Ogden, Utah. 

For  Sale 

W.E.  310-B  250  Watt  Transmitter — Com- plete. 175-foot  Blaw-Knox  self-supporting radiator.  Delivery  January.  Box  7, 
BROADCASTING. 

For  Sale— One  6B  Western  Electric  1  KW 
Transmitter  complete  in  good  condition. 
Further  details  write  Box  12,  BROAD- CASTING. 

BROADCASTING  •  Broadcast  Advertising 



CONTRO 

ROOM 

DEAN  WICKSTROM,  studio  tech- 
nician of  KPAS,  Pasadena,  Cal.,  has 

joined  CBS,  Hollywood.  Dean  Bi-iggs, 
technician  of  KGI?'J,  Los  Angeles,  has 
taken  over  Wickstrom's  former duties. 

EMIL  TAUBE,  formerly  of  Sears- 
Koebuck,  Philadelphia,  and  George  J. 
Frank,  an  instructor  at  the  Mast- 
baum  Vocational  School,  Philadelphia, 
are  new  additions  to  the  engineering 
staff  of  KYW,  Philadelphia. 

JOHN  VINCENT,  technician  of 
'  KWKW,  Pasadena,  Cal.,  has  resigned 
:  to  join  KPAS,  that  city.  Robert 
[  Squire,  new  to  radio,  has  taken  over 
.  Vincent's  former  duties. 
i  JACK  CENTER,  engineer  of  WINX, 
■  Washington,    has    qualified    for  ap- 
■  pointment  as  an  Army  aviation  ca- 
■  det,  but  will  not  leave  the  station  un- til early  next  year. 

!  THORUS  LaCROIX,  engineer  of  the 
•  BLUE  Hollywood,  is  the  father  of  a 
'  baby  boy,  born  Oct.  27. 
ERNEST  TEAGUE,  staff  engineer  of 

1  WSRR,  Stamford,  Conn.,  entered  the 
■  Army  last  Wednesday  at  Camp  Dev- ens,  Mass. 
\  OSCAR  ANDERSON,  technician  of 
,  KGW-KEX,    Portland,    Ore.,  is  the father  of  a  boy. 

ARTHUR  MUHLBNBEIN,  former 
vaudeville    juggler,    has    joined  the 

I  engineering  staff  of  WMFF,  Platts- 
1  burg,  N.  Y. 

•  MALCOLM  MOBLEY  Sr..  new  to 
'  radio,  has  joined  the  technical  staff 
of    KGFJ,    Los    Angeles.    His  son, 
Malcolm  .Jr..  is  engineer  of  KMPC, 

.  Beverly  Hills. 

MELVIN  CODY,  technician  of 
i  KFOX.  Long  Beach,  Cal.,  has 
;  joined  KMPC,  Beverly  Hills,  Cal. 

-  CHARLES    DROCK,    formerly  of 
\  WTTM,  Trenton,  N.  J.,  has  joined 
J  the  engineering  staff  of  WIP,  Phila- delphia. 
ROBERT  ROYAL,  control  operator 

1  of  WPTF,  Raleigh,  has  enlisted  in  the 
^  Army  Air  Forces  as  a  radio  mechanic. 
JEAN    KIRWAN,     receptionist  of 
WDRC,  Hartford,  has  been  appointed 

'  a  control  room  operator.  Miss  Louise 
I  Gates  takes  over  the  reception  desk. 
PAUL     LINDSAY,      formerly  of 
WCAX,  Burlington,  Vt.,  has  been  ap- 

pointed   chief    engineer    of  WHEB, 
;  Portsmouth,  N.  H. 

;  MARSHALL  SEACRIST,  engineer  of 
WGES,  Chicago,  has  joined  the  Navy 
as  chief  petty  officer. 

RAYMOND  BROOKS  and  William 
Blaine   are   recent   additions   to  the 

1  technical  staff  of  WOWO-WGL,  Fort 
Wayne,  Ind. 

WHKY 

HICKORY 
NORTH  CAROLINA 

5,000 IVATT5  PAV 

1,000 tVATT*  NIfiHT 

^WHKY  offers  complete  cover- 
age of  the  Rich  Western  North 

Carolina  Market  at  one  LOW 
COST. 

1290  KC  BLUE  NETWORK 

EMPLOYES  OF  WFBR,  Baltimore,  express  their  regard  for  the  sta- 
tion management,  giving  their  third  annual  dinner  to  the  board  of  direc- 
tors at  the  Lord  Baltimore  Hotel  Oct.  24.  Fulton  Lewis  jr.,  MBS  com- 

mentator, was  guest  of  honor.  At  the  head  table  are  (1  to  r)  :  Robert 
S.  Maslin  Jr.,  publicity  director;  Joseph  Imbrogulio,  musical  director; 
Harold  Batchelder,  treasurer;  Fulton  Lewis  jr.;  Stewart  Kennard, 
special  events  director  and  toastmaster;  Hope  Barroll,  executive  vice- 
president;  Mrs.  Fulton  Lewis  jr.;  William  Katencamp,  chairman  of 
the  board,  National  Central  Bank  of  Baltimore. 

FTC  Gets  First  'Headache^  Case  Replies; 

Chelf  Says  Label  Warns  Against  Overuse 
FIRST  ANSWERS  to  Federal 
Trade  Commission  complaints 
against  makers  of  six  headache 
preparations  were  filed  with  the 
Commission  last  week,  when  Chelf 
Chemical  Co.,  Richmond  (CCCC) 
and  Ulrici  Medicine  Co.,  New  York, 
and  Trans-Pac  Services,  Long 
Island  City  (Ceregen)  denied  the 
charges  of  alleged  misleading  ad- 

vertising [Broadcasting,  Oct.  26]. 
The  complaints  against  these 

firms  and  four  others — B.  C.  Rem- 
edy Co.,  Durham,  N.  C.  (BC  Head- 
ache Powder)  ;  Stanback  Co.,  Salis- 

bury, N.  C.  (Stanback  Headache 
Powder)  ;  Emerson  Drug  Co.,  Bal- 

timore (Bromo-Seltzer)  ;  Capudine 
Chemical  Co.,  Raleigh  (Hick's 
Liquid  Capudine) — were  filed  Oct. 
21.  Under  FTC  procedure  answers 
to  all  complaints  must  be  returned 
in  20  days. 

One  of  Five  Cases 

The  CCCC  citation  was  one  of 
five  cases  where  the  principal 
charge  was  failure  to  warn  that 
the  medicines,  if  taken  in  quanti- 

ties exceeding  the  recommended 

doses,  "may  cause  dependence  on 

WDRC 

CONNECIICUT'S  PIONEER  BROADCASTER 

the  drugs,  and  when  administered 
to  children  may  be  dangerous  and 

injurious  to  health." In  defending  their  advertising, 
including  radio  continuity,  CCCC 

declared  it  did  not  represent  "use 
of  its  preparation  will  remove  or- 

ganic cause  and  effect  a  permanent 
cure  of  any  organic  physical  and 
nervous  disorders  which  are  usual- 

ly manifest  by  headaches,  neural- 

gia, muscular  pain  and  other  symp- 

toms." 

The  firm  strongly  defended  mea- 
sures it  had  taken  to  prevent  over- 

use of  the  product,  and  denied  that 
its  use  in  dosage  prescribed  on  the 
label  is  harmful  to  the  system. 
CCCC  pointed  out  that  each  con- 

tainer bears  a  warning:  "Not  over 
two  doses  in  24  hours;  not  for  chil- 

dren unless  prescribed  by  a  physi- 
cian; not  to  be  used  by  those  with 

kidney  and  other  organic  diseases 
unless  advised  by  a  physician.  Do 
not  exceed  the  recommended  dos- 

age. Frequent  and  continuous  use 

may  result  in  serious  effects." Ulrici  Medicine  Co.,  described  in 
the  FTC  complaint  as  the  firm  con- 

trolling Ceregen,  denied  it  cooper- 
ates with  Trans-Pac  Services  in 

the  sale  and  distribution  of  the 
product,  and  therefore  alleges  it 
was  involved  in  no  misleading  ad- 

vertising. Trans-Pac  Services,  in 
its  answer,  also  said  it  was  not  co- 

operating with  Ulrici.  The  firm 
said  the  FTC  complaint  was  based 
on  faulty  translation  of  its  Span- 

ish-language newspaper  and  radio advertising. 

ORGANIZED  in  part  to  speed  up  the 
training  of  NBC  pages  and  guides,  a 
series  of  weekly  meetings  conducted 
by  department  heads  is  in  process 
at  NBC.  The  rapid  turnover  of  guides 
and  pages  has  necessitated  the  meet- 

ings, vt^here  company  officials  explain 
the  function  and  operation  of  various 
departments  for  the  benefit  of  older 
staff  members  as  well  as  new  mem- 

bers of  the  guest  relations  division. 

Broadcasters! 

LET  YOUR  AUDIENCES  HEAR 

STARLIGHT  SONATA 

the  most  unforgettable  melody  since 

"My  Sister  and  I" 

Lyrics  by  Helen  Bliss 

Music  by  Henry  Manners 

and 
AMERICA'S  VICTORY  SHOUT 

HALLELU! 

(Judgment  Day  is  CominM 

to  be  featured  by  Judy  Canova  in  her  forthcoming 

Republic  picture  "Chatterbox" 
Words  and  music  by  Paul  J.  Winkoop 

Both  songs  have  been  arranged  for 
orchestra  by  JACK  MASON 

BROADCAST  MUSIC,  INC. 
580  Fifth  Ave. New  York  City 
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

 OCTOBER  31  TO  NOVEMBER  6  INCLUSIVE  

Decisions  .  .  . 
November  5 

WMIS,  Natchez:  WGRM,  Greenwood, 
Miss. — Passed  motion  to  take  depositions 
in  re  applications  for  renewal  of  license. 
WGAR,  Cleveland  —  Granted  motion  to 

take  depositions  in  re  CP  ;  granted  motion 
to  amend  application  for  CP  for  hearings 
Dec.  4  in  re  applications  of  WGAR  WHBC 
WADC. 
KFXM,  San  Bernardino  —  Granted  per- 

mission to  amend  application  for  unlim- 
ited time  and  to  remove  hearing  from 

docket. 
NEW.  Northeastern  Penna.  Broadcasters 

Inc.,  Wilkes-Barre  —  Referred  to  full  Com- 
mission petition  for  further  hearing  at 

Wilkes-Barre. 
WORK,  York,  Pa. — Granted  continuance 

of  hearing  from  Nov.  16  to  Dec.  16  in  re 
application  for  CP. 
KWFT,  Wichita  Falls.  Tex.— Denied  pe- 

tition discontinue  proceedings  in  re  appli- 
cation to  modify  license. 

WBYN,  Brooklyn  —  Granted  dismissal 
without  prejudice  of  application  to  modify license. 
WHEB,  Portsmouth,  N.  H.  —  Granted 

motion  dismiss  without  prejudice  applica- 
tion  for  transfer  of  control. 

WBOW,  Terre  Haute,  Ind.— Granted  dis- 
missal of  application  for  CP. 

NOVEMBER  6 
WIAC,  San  Juan,  Puerto  Rico — Granted 

modification  of  license  to  move  main  studio 
from  San  Juan  to  Hato  Rey. 
KROC,  Rochester,  Minn. — Granted  con- 

sent to  transfer  license  from  Gregory  P. 
Gentling,  deceased,  to  his  widow,  Agnes 
P.  Gentling. 
WLW,  Cincinnati — On  commission's  mo- tion adopted  order  supplementing  issues 

for  Nov.  26  hearing. 
NEW,  Fort  Hamilton  Broadcasting  Co., 

Hamilton,  O.  ;  Eastern  Broadcasting  Co., 
Huntington,  N.  Y. — Designated  for  hear- ing applications  for  1450  kc.  with  250  w 
unlimited  and  1520  kc.  1  kw.  limited  to 
WKBW.  respectively. 
KXKX,  Kansas  City— Adopted  order  de- 

nying as  in  default  application  for  re- newal of  license. 

Applications  .  .  . 
October  31 

WNYC,  New  York — Special  service  au- 
thorization to  operate  6  a.m.  to  10  p.m. with   1  kw.  on  830  kc. 

WCLE,  Cleveland  —  Amend  application 
for  CP  for  change  from  610  to  640  kc, 
unlimited  to  omit  request  for  new  trans- mitter. 
WBIG,  Greensboro,  N.  C. — Amend  ap- 

plication for  CP  for  change  from  1470 
to  640  kc.  to  omit  request  for  new  trans- mitter. 

November  3 
KVRS,  Rock  Springs,  Wyoming — Trans- 

fer of  control  from  R.  R.  West  to  Marjorie Lannen  McCracken. 
NOVEMBER  6 

NEW,  General  Electric  Co.,  San  Fran- 
cisco— Application  for  A3  Emission  amend- 
ed to  request  change  of  frequency  to 

30820,  33740,  35820,  37980  kc. 

Tentative  Calendar  .  .  . 
WINK,  Louisville — Modification  of  CP 

for  1  kw.  N  5  kw.  D  unlimited  on  1080  kc. 
(Nov.  13). 

'Raditone'  in  Canada 
A  COML'OSITE  of  Canadian  station 
program  .sfhedules,  titled  Jiadiotone, 
was  issued  Xov.  2  by  Elliott-IIayncs, 
Toronto  and  Montreal  market  re- 

search organization.  The  book  is  to 
be  issued  fnrtniglitly  for  the  present, 
weekly  later.  The  first  issue  contains 
conden.sed  i)rogram  schedules  of  35 
subscribing  Canadian  stations,  each 
station's  program  schedule  being  con- densed to  one  page  of  the  Ijook.  The 
publication  goes  to  timebuyers,  ad- 

vertising account  executives,  and  ad- vertisers. 

WPB  BANS  PARTS 

FOR  RAID  ALARMS 
FRANK  H.  MacINTOSH,  chief  of 
the  civilian  radio  section  of  the 
War  Production  Board,  advised 
broadcasters  last  Friday  that  pref- 

erence rating  certificates  to  be  used 
in  the  purchase  of  electronic  de- 

vices for  air  raid  warning  sys- 
tems would  not  be  allowed. 

Some  confusion  has  existed,  he 
explained,  as  a  result  of  FCC  reg- 

ulations covering  air  raid  warn- 
ing systems.  The  use  of  electronic 

devices  in  air  raid  warning  sys- 
tems was  not  made  compulsory  nor 

has  their  use  been  requested  by  any 
Government  agency  insofar  as 
WPB  could  determine. 

It  was  pointed  out  in  certain 
regulations  that  should  a  station 
desire  to  use  such  devices  it  must 
conform  to  certain  required  speci- 

fications, as  approved  by  interest- 
ed Government  agencies.  This  did 

not  mean  however  that  the  sta- 
tions were  legally  bound  to  use 

such  devices. 

"Strategic  materials  necessary 
in  their  manufacture  are  consid- 

ered more  essential  for  military 

equipment,"  Mr.  Macintosh  ob- served. Furthermore,  he  said,  air 
raid  control  systems  have  been  in 
operation  for  many  months  in 
some  sections  of  the  country  and 
no  demand  has  been  placed  on 
manufacturers  for  strategic  mater- 

ials to  insure  their  operation. 
Many  stations  have  already 

found  it  possible  to  build  auto- 
matic devices  from  parts  in  their 

junk  boxes,  according  to  Mr.  Mac- 
intosh. He  praised  the  ingenuity 

of  broadcast  engineers  who  solved 
their  many  problems  in  peacetime 
and  felt  certain  that  broadcast  en- 

gineers can  be  depended  on  to 
utilize  the  same  ingenuity  to  solve 
their  problems  in  wartime  without 
asking  for  strategic  materials. 

FIRST  GIRL  pages  to  join  the 
NBC  guide  and  page  staff  are  Miss 
Gertrude  Vander  Poel,  Mrs.  Rebecca 
Shaw,  formerly  fashion  stylist  of 
WFLA.  Clearwater,  Fla.,  and  Mrs. 
Kathryn  Cole. 

Premature 

ALTHOUGH  publicity  de- 
partment sources  released  the 

photograph  on  page  38,  an- 
nouncing the  Nov.  7  mar- 

riage of  Martin  Gosch,  pro- ducer of  the  NBC  Abbott  & 
Costello  Show  sponsored  by 
Camels,  a  telegraphed  report 
from  Hollywood,  received 
Friday  night  as  Broadcast- ing closed  its  last  forms, 
stated  that  his  wedding  to 
Helene  Hinden  has  been  post- 

poned. The  press  form  con- 
taining the  photograph  was 

printed  Thursday. 

He/a/or/i  (Kccovnb 
All  time  Eastern  Wartime  unless  Indicated 

FIRST  MIKE  ever  used  at  WBT, 
Charlotte,  affectionately  known  as 
"Betty",  is  turned  over  by  A.  E. 
Joscelyn  (left)  to  A.  D.  (Jess) 
Willard  Jr.,  as  a  symbol  of  the  lat- 
ter's  assumption  of  the  manager- 

ship of  WBT  last  week  [BROAD- CASTING, Oct.  26,  Nov.  2].  Mr. 
Joscelyn  has  become  manager  of 
WCCO,  Minneapolis;  Mr.  Willard 
left  the  managership  of  WJSV, 
Washington,  to  take  the  Charlotte 
post,  his  place  in  Washington  hav- ing been  assumed  by  Charles  J. 
Burkland,  ex-WCCO. 

Dr.  L.  P.  Wheeler  Named 

To  Presidency  of  IRE 
FOLLOWING  the  count  of  mail 
ballots  last  week,  the  Institute  of 
Radio  Engineers  reported  that  Dr. 
Lynde  P.  Wheeler,  chief  of  the 

FCC  Engineering  Department's technical  information  section,  had 
been  elected  president  for  the  1943 
term.  Elected  vice-president  was 
Frederick  S.  Barton,  chief  of  the 
British  Air  Commission's  radio  di- vision in  Washington. 

Of  the  six  nominees  for  direc- 
tors, the  following  were  elected: 

Prof.  Wilmer  L.  Barrow,  Massa- 
chusetts Institute  of  Technology; 

Frederick  B.  Llewellyn,  circuit  re- 
search engineer.  Bell  Laboratories; 

Harold  A.  Wheeler,  Hazeltine  Ser- vice Corp. 

Chemists  to  See  Exhibit 

Of  Electron  Microscope 

RECOGNIZING  the  importance  of 
the  electron  microscope,  which  sees 
deeply  into  the  sub-microscopic 
world,  the  National  Chemical  Ex- 

position and  Industrial  Chemical 
Conference,  meeting  Nov.  24-29  at 
Chicago,  will  feature  the  first  sym- 

posium on  the  instrument's  use and  achievements  to  date.  Dr.  V. 
K.  Zworykin,  associate  director  of 
RCA  Laboratories,  will  discuss 
"The  Electron  Microscope  in  Re- 

lation to  Chemical  Research".  For 
the  first  time,  the  RCA  electron 
microscope  will  be  displayed  at  the 
conference.  As  part  of  the  exhibi- 

tion, a  gallery  of  micrographs  ob- 
tained by  photographing  specimens 

as  viewed  by  the  electron  micro- 
scope will  be  shown. 

That  the  RCA  electron  micro- 
scope is  playing  an  ever-increasing 

role  in  the  war  effort,  is  found  in 
the  announcement  that  43  of  the 
instruments  are  now  in  use,  where 
they  will  be  of  greatest  service 
in  bacteriology,  chemistry  and 
metallurgy.  Seven  of  these  instru- 

ments are  installed  in  England. 

New  Business 

J.  TETLEY  Co.,  New  York  (Jiffy  Soup 
Mix),  on  Nov.  10  starts  Morning  Market 
Basket  on  8  BLUE  stations,  Tues.,  Thurs. 
and  Sat.,  10-10:15  a.m.  C.  F.  Mueller  Co., 
Jersey  City,  on  Nov.  9,  shifted  sponsor- 

ship from  Wed.,  Thurs.  and  Fri.,  10-10:15 a.m.  to  Mon.,  Wed.,  and  Fri.  Agency: 
Duane  Jones  Co.,  New  York; 
ADAM  HAT  STORES,  New  York,  on 
Nov.  17,  10:15  p.m.,  will  sponsor  the 
Turkey  Thompson-Gus  Dorezio  bout  on 
127  BLUE  stations,  and  on  Dec.  1,  10:15 
p.m.,  will  sponsor  the  Bob  Montgomery- 
Maxie  Shapiro  bout  on  127  BLUE  sta- 

tions. Agency:  Glickman  Adv.,  N.  Y. 
ST.  LAWRENCE  STARCH  Co.,  Port 
Credit,  Ont.  (Bee  Hive  corn  syrup*  on 
Oct.  31  started  for  the  eighth  season  Bee 
Hive  Sportsviews  with  Wes  McKnight, 
on  39  Canadian  Broadcasting  Corp.  sta-JS 
tions.  Sat.  7-7:15  p.m.  Agency:  Mc- Connell  Eastman  &  Co.  Ltd.,  Toronto. 
SALES    BUILDERS    Inc.,    Los  Angeles 
(cosmetics),   on      Nov.   6  started  for  13  " 
weeks,     participation     in     Breakfast  at Sardi's  on  13  BLUE  Pacific  Coast  stations, Fri.,     9:30-10     a.m.      (PWT).  Agency: 
Smith  &  Drum,  Los  Angeles. 
STOKELY    BROS.    &    Co.,  Indianapolis 
(Van    Camp's     Tenderoni) ,    on    Nov.  5 started      five-minute      participations      In  F 
Breakfast  at  Sardi's,  on  13  Pacific  BLUE 
stations,   Thurs.,    and    Fri.,    9:30-10  a.m 
Agency:    Calkins   &  Holden,   N.  Y. 

Renewal  Accounts 
WM.  WRIGLEY  JR.  Co.,  Chicago  (Dou- 
blemint  Gum ) ,  has  renewed  Sergeant  Gene 
Autry  on  116  CBS  stations.  Sun..  6:30-7 
p.m.  Agency :  J.  Walter  Thompson  Co. N.  Y. 
WM.  WRIGLEY  JR.  Co.,  Chicago  (chew, 
ing  gum),  has  renewed  Ben  Bernie  on  119 
CBS  stations,  Fri.,  5:45-6  p.m.  Agency: 
Arthur  Meyerhoff  &  Co.,  Chicago. 
AMERICAN  TOBACCO  Co.,  New  York 
(Lucky  Strike  Cigarettes),  on  Nov.  13 
renews  Information  Please  on  109  NBC 
stations,  Fri.,  8:30-9  p.m.  (rebroadcast 
Tues.,  8:30-9  p.m.  PWT).  Agency:  Lord 
&  Thomas,  N.  Y. 
WESSON  OIL  &  SNOWDRIFT  Co.,  New 
Orleans  (Wesson  oil),  has  renewed  for  52 weeks  its  NBC  Coast  network  program 
Hawthorne  House,  weekly  half-hour  dra- 

matic program,  starting  its  eighth  year  on 
the  air.  The  renewal  was  secured  by  Earl 
Mitchell,  NBC  network  sales  representa- 

tive, through  Fitzgerald  Adv.  Agency,  Newi 
Orleans.  KPO  originates  the  program 
Writers  are  Ray  Buffum  and  Don  Thomp- son. 
AUSTIN  STUDIOS,  Los  Angeles  (portrait; 
photographer),  on  Nov.  14  renews  for  13 
weeks  Hero  of  the  Week  on  8  BLUE  Cali-i fornia  stations  (KECA  KGO  KFSD, 
KTMS  KERN  KFBK  KTKC  KWG),  Sat., 
6:55-7  p.m.  (PWT).  Agency:  Glasser- 
Gailey  &  Co.,  Los  Angeles. 

lllf 
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it 
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Network  Changes 

EMERSON  DRUG  Co.,  Baltimore  (Bromo. 
Seltzer),  on  Nov.  16  adds  6  CBS  stations 
to  Vox  Pop,  making  a  total  of  76  CBS 
stations,  Mon.,  8-8:30  p.m.  Agency:  Ruth- rauff  &  Ryan,  N.  Y. 
CHESEBROUGH  MFG.  Co.,  New  York 
(vaseline),  on  Nov.  4  added  51  CBS  sta- tions to  Dr.  Christian,  making  a  total  of 
116  CBS  stations.  Wed.,  8:30-8:55  p.m. (rebroadcast  11:30  p.m.).  Agency: 
McCann-Erickson,  N.  Y. 
A.  S.  BOYLE  Co.,  Vernon,  Cal.  (Harmony 
vitamins.  Old  English  products),  on  Nov. 
2  increased  from  3  to  5  participations 
weekly  in  Breakfast  at  Sardi's  on  13  BLUE Pacific  Coast  stations,  Mon.  thru  Fri. 
9:30-10  a.m.  (PWT).  Agency:  J.  Walter Thompson  Co.,  Los  Angeles. 
STANDARD  OIL  Co.  of  Cal.,  San  Fran-j 
Cisco,  on  Nov.  22  shifts  Standard  Sym- 

phony on  6  Pacific  NBC  stations  from  San 
Francisco  to  Hollywood  for  10  weeks,  Sun- 

day, 9-9:45  p.m.  (PWT).  Agency:  BBDO, San  Francisco. 
IMPERIAL  OIL  Ltd.,  Toronto,  on  Oct.  31 
added  to  Imperial  Hockey  Broadcasts 
CKNX,  Wingham,  Ont.,  and  CHOV,  Pem- 

broke, Ont.,  making  a  total  of  43  Cana- dian stations  carrying  the  hockey  games. 
Sat.  9-10:30  p.m.  Agency:  MacLaren  Adv. 
Co.,  Toronto. 

J.  L.  ALEXANDER,  Toronto,  has 
been  appointed  exclusive  representa- tive for  OJFX,  Antigonish,  Nova 
Scotia,  new  Canadian  station  oper- ating with  1,000  watts  on  580  kc. 
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'Rural  Areas  Show 

Business  Uptrend 
i  Rationing  Is  Keeping  Trade 
lln  Towns  Near  Home 

,  SMALL  TOWN  business  through- I  out  the  United  States  appears  to 
^be    definitely    improving,  despite 
wartime  priorities  on  many  classes 
■of   merchandise    and    present  or 
prospective  restrictions  on  trans- 

,  portation    and    cross-hauling  of 
'  many     luxury     or  non-essential 
goods,  according  to  Earl  E.  Sproul, 
vice-president  of  Western  News- 

paper Union,  writing  in  Bankers 
Monthly. 

Trend  of  improved  business  in 
the  "small  towns"  of  the  country 
lis  attributed  in  large  measure  to 
the  tire  and  gasoline  shortage  and 
the  constrictive  effect  it  has  had 
ton  the  travel  of  farmers  and  resi- 
I  dents   of  the   small   towns.  This 

'substantial  group  of  buyers,  says Mr.  Sproul,  is  now  forced  to  trade 
:'in  the  small  towns  nearer  home, 

'',  instead  of  in  larger  cities  farther 
^  away,  where  they  went  when  they 
■'  could  travel  without  restriction. 

Surveys  Confirm  Upturns 

i  As  a  result  of  various  surveys 

i  conducted  by  Mr.  Sproul's  organ- 
'  ization,  verification  of  this  changed trend  was  found  in  virtually  every 
'-section  of  the  United  States,  both 
from  wholesalers  and  retail  merch- 

■  ants.  "Many  local  stores  were  tak- 
ing on  new  life,  enlarging  and 

freshening  up  their  stocks,  improv- 
ing their  properties,  increasing 

their    advertising,"    Mr.  Sproul 
■  stated. 
;  Mr.  Sproul  expresses  the  opinion 
that  the  tire  shortage  for  average 
civilian  use  cannot  be  remedied  for 
at    least    three    years — probably 

i  longer. 
I     "This   means   that   the  present 
.  rejuvenation  of  the  small  town  is 

ino  temporary  thing,"  Mr.  Sproul 
continues.  "That  it  will  last  long 

.  enough  for  people  to  form  a  new 
■ihabit,  that  of  buying  at  home,  seems 
certain.  How  long  that  new  habit 
may   endure  will   depend  largely 
upon  two  conditions: 

I     "First,  the  length  of  time  re- 
quired  to  lure  farm  and  town  fam- 

j  ilies  back  to  the  roaming  customs 
.,  into  which  the  automobile  had  led 
'  them ;  and,  second,  the  success  of 
small-town  merchants  in  serving 
their  customers  so  that  they  will 
not  want  to  wander  back  to  distant 

;  retail  'pastures'  which  they  may 
have  thought  looked  greener  than 
their  own. 

"So,  the  conclusion  is,  that  our 
country  towns  are  due  for  a  long 
period  of  retail  merchandising  ac- 

tivity. Manufacturers  and  whole- 

GUIDING  BRAINS  of  the  new  weekly  half-hour  NBC  Furlough  Fun, 
service  men's  participation  show,  the  triple-threat  production  squad  at 
left  earns  sceptical  approval  of  talent  trio.  Sponsored  by  Gilmore  Oil  Co. 
on  five  NBC  Pacific  Coast  stations,  the  half -hour  series  started  Nov. 
2  for  52  weeks.  Sextet  are  (1  to  r)  Nate  Tufts,  production  supervisor 
of  Ruthraufi"  &  Ryan,  Hollywood,  agency  servicing  the  petroleum  ac- count; Dave  Elton  NBC  producer;  Bill  Davidson,  agency  producer; 
Beryl  Wallace,  mistress  of  ceremonies;  Spike  Jones,  musical  director; 
George  Riley,  comedian  featured  on  the  show. 

WHN-ACA  Sign 

AMERICAN  Communications 
Assn.  (CIO)  and  WHN,  New  York, 
have  signed  a  one-year  closed  shop 

agreement  covering  the  station's technical  employes,  ACA  has  an- 
nounced. Contract  provides  for  a 

starting  salary  of  $52.50  weekly, 
said  to  be  the  highest  paid  by  any 
major  station.  All  hiring  will  be 
done  through  the  union,  with  mini- 

mum salary  of  $85  weekly  for  su- 
pervisors; two  weeks  vacation  with 

pay  after  six  months  of  service, 
three  weeks  after  one  year;  $2.50 
weekly  increase  every  six  months; 
establishment  of  grievance  ma- 

chinery for  settling  all  disputes. 
Contract,  retroactive  to  Oct.  1,  was 
signed  by  Herbert  L.  Pettey,  gen- 

eral manager  of  WHN,  and  by 
Joseph  P.  Selley,  ACA  president, 
and  Joe  Ehrlich,  organizer  of 
ACA's  broadcast  division. 

AFRA  to  Revise  Rules 
or  who  own  interests  in  any  firms 
in  those  fields,  from  becoming  li- 

To     Cover    Dealings    of    censed  agents.  And  they  rule  
that 

Radio    Artists,  Agents 
AMERICAN  Federation  of  Radio 
Artists  has  revised  its  Rule  12, 
covering  dealings  of  AFRA  mem- 

bers with  the  agents  who  represent 
or  manage  them,  and  will  shortly 
issue  the  new  regulations  as  Rule 
12-A.  Rules,  which  have  been  dis- 

cussed with  representatives  of  the 
major  talent  agent  organizations, 
are  now  getting  a  final  inspection 
by  AFRA  attorneys  and  are  ex- 

pected to  be  published  shortly. 
New  rules,  which  will  go  into 

effect  Nov.  2,  1943  and  run  until 
June  1,  1948,  vary  in  several  re- 

spects from  the  former  regulations. 
They  cover  contracts  with  agents 
for  work  on  phonograph  records  as 
well  as  in  radio;  limit  the  length 
of  contracts  between  artists  and 
agents  to  a  maximum  of  three 
years  in  place  of  the  five-year  maxi- 

mum formerly  permitted;  limit 
commissions  to  a  maximum  of  10% 
for  all  artists,  dropping  the  pro- 

visions for  an  extra  5%  which 
announcers  and  singers  might  pay 
to  agents  under  guarantee  man- 

agement contracts. 
New  regulations  also  contain  a 

"continuity  of  management"  clause 
requiring  at  least  one  person  at 
the  agency,  who  is  named  in  the 
artists's  contract  with  the  agency, 
to  remain  active  with  the  agency 
for  the  duration  of  the  contract. 
They  prohibit  persons  who  are  pro- 

ducers or  employers  or  independent 
contractors  in  the  broadcasting, 
transcription  or  phonograph  rec- 

ord fields;  who  are  engaged  in  the 
advertising  agency  business;  who 
own  or  control  stations  or  net- 

works; who  act  as  artists  bureaus, 

salers  are  so  convinced  of  this  that 
many  of  them  are  altering  their 
sales  plans  to  a  degree  that  no 
mere  brief  emergency  would  induce 

them  to  undertake." 

agents  for  employers  of  AFRA 
members  or  for  clients  engaged  in 
package  show  activities  shall  not 
collect  commissions  from  AFRA 
members  for  work  on  these  pack- 

age shows. 
RILEY  JACKSON,  former  program 
director  of  WIND,  Chicago,  has  been 
appointed  assistant  to  Edward  E. 
Simmons,  head  producer  of  Wade 
Adv.  Agency,  Chicago.  He  will  aid 
in  directing  the  BLUE  Quig  Kids  and 
NBC  National  Barn  Dance,  spon- 

sored by  Miles  Labs.,  and  Sachs 
A.maieur  Hour,  sponsored  on  WENR, 
Chicago,  by  Morris  B.  Sachs,  Chicago. 

AFM  Coast  Deals 
WITH  new  contracts  covering 
wage  and  working  conditions  hav- 

ing been  signed  with  CBS  and 
NBC,  Los  Angeles  Musicians  Mu- tual Protective  Assn.,  Local  47, 
has  started  negotiating  a  similar 
deal  with  Don  Lee  Broadcasting 
System,  Hollywood.  Although  de- tails of  the  proposed  contract  with 
Don  Lee  network  were  not  revealed, 
union  officials  stated  that  it  is  sim- 

ilar to  those  signed  by  NBC  and 
CBS.  Latter  two  granted  5%  sal- 

ary increases  to  staff  musicians, 
and  added  additional  men  to  house 
orchestras  with  working  week  cut 
from  six  to  five  days. 

WJWC HAMMOND— CHICAGO 

Supercharged  Coverage  of  Chicago's 
New  Wealth  —  the  Working  People! 

^  Ask  your  Agency  to  ask  the  Colonel! 
I^FREg  6>  PETERS.  Inc.,  National  Representotives 
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CBS  and  RCA  Net 

Lower  This  Year 

Both  Show  Gains  in  Gross  But 

Operating  Costs  Increase 
CBS  consolidated  income  state- 

ment for  the  nine  months  ended 
Oct.  3,  1942,  shows  a  gross  income 
for  the  network  of  $45,293,615,  an 
increase  of  2.8%  from  ■  the  gross 
of  $44,049,683  for  the  nine  months 
ending  Oct.  4,  1941. 

Net  profit  for  the  period  shows 
a  drop  of  23.6%,  however,  from 
$3,815,435  last  year  to  $2,893,670 
this  year,  due  chiefly  to  an  in- 

crease in  operating  costs  from 
$17,744,351  in  1941  to  $19,842,023 
in  1942.  Figures  are  not  exactly 
comparable,  however,  as  the  1941 
period  included  40  weeks  while  only 
39  weeks  are  included  in  the  1942 
period. 

Statement,  released  Nov.  4  by 
Frank  K.  White,  CBS  vice-presi- 

dent and  treasurer,  shows  earn- 
ings per  share  for  the  nine  months 

of  $1.69  this  year  compared  with 
$2.22  last. 

The  CBS  board  of  directors  on 
Nov.  4  declared  a  year-end  cash 
dividend  of  60  cents  a  share  on 
the  Class  A  and  Class  B  stock  of 
$2.50  par  value,  payable  Dec.  4  to 
stockholders  of  record  at  close  of 
business  Nov.  13. 

RCA's  Net  Drops 

Although  RCA's  gross  income 
for  the  first  three-quarters  of  1942 
totaled  $136,523,433,  up  24.6% 
from  the  gross  of  $109,589,947  for 
the  same  period  of  1941,  the  com- 

pany's net  income  after  provisions 
for  taxes  was  only  $5,158,058  this 
year  as  compared  with  $6,611,560 
last,  a  drop  of  22%.  Difference  is 
accounted  for  by  the  increase  in 
Federal  taxes  from  $9,803,600  for 
the  first  nine  months  of  1941,  to 
$15,811,400  for  the  same  part  of 
1942. 

For  the  third  quarter  of  this 
year  RCA  grossed  $46,427,841,  a 
gain  of  14.1%  from  the  gross  of 
$40,698,568  in  the  like  period  of 
last  year,  but  the  net  in  1942  was 
down  15.0%,  from  $2,510,464  in 
1941  to  $2,133,937  in  1942.  Earn- 

ings per  share  of  common  stock, 
after  preferred  dividends  were  de- 

ducted, amounted  to  $.096  for  the 
third  quarter  and  $.198  for  the  nine 
months  of  1942,  as  against  $.123 
and  $.302  respectively  in  1941. 
Figures  were  released  Nov.  4  by 
David  Sarnoff,  RCA  president. 

Government  Demands  Offices 

Occupied  by  NAB  in  Capital 
PROBABILITY  loomed  last  week 
that  the  NAB,  occupying  the  en- 

tire ninth  floor  of  the  Normandie 
Bldg.,  1626  K  St.,  N.  W.,  Wash- 

ington, would  shortly  be  required 
to  vacate  the  premises  under  a 
Federal  condemnation  order  de- 

manding that  all  occupants  of  the 
building  move  out  to  make  way 
for  the  staff  of  the  Reconstruction 
Finance  Corp.  assigned  to  the  syn- 

thetic rubber  program. 
A  copy  of  the  order  from  the 

district  court  was  posted  in  the 
building  last  Wednesday,  taking 
all  tenants  by  surpi-ise.  The  exact 
time  of  moving  was  not  indicated 
in  the  order,  though  the  landlord 
stated  he  had  been  instructed  to 
collect  November  rentals  when  first 
approached  by  the  RFC  to  sell  or 
rent  the  building. 

Objections  Raised 

In  the  absence  of  President  Nev- 
ille Miller,  C.  E.  Arney,  his  assist- 

ant, in  response  to  a  request  from 
RFC,  wrote  a  letter  Thursday  ad- 

vising the  RFC  that  NAB  is  repre- 

sentative of  the  broadcasting  in- 
dustry which  has  been  classified 

as  an  essential  war  industry,  and 
that  moving  at  this  time,  in  the 
face  of  a  lease  which  has  until  Dec. 
31,  1943,  to  run,  would  seriously 
hamper  its  operations.  Other  ten- 

ants, largely  attorneys  and  trade 
associations,  are  also  understood 
to  have  entered  objections. 

The  NAB's  by-laws  require  that 
headquarters  be  maintained  in 
Washington.  The  overcrowded  office 
building  situation  in  the  capital 
renders  it  virtually  impossible  to 
secure  adequate  space  in  other 
office  buildings,  but  possibly  a  pri- 

vate residence  could  be  obtained 
for  the  association.  Even  residen- 

tial space  on  a  rental  basis  is  ex- 
tremely scarce,  though  houses  are 

still  available  for  purchase. 
President  Miller  and  the  NAB 

board  may  be  faced  with  the  prob- 
lem either  of  purchasing  a  Wash- 

ington structure  of  some  sort,  or 
else  moving  the  NAB  to  another 
city. 

'Fortune^  Reveals  High  School  Students 

Use  Radio  as  Principal  Source  of  News 

RADIO  is  the  prime  source  of  news 
for  the  country's  high  school  stud- 

ents, according  to  a  survey  re- 
ported in  the  November  Fortune 

Magazine  conducted  by  Elmo 
Roper.  An  average  figure  for  all 
students  shows  that  57.2%  of  them 
rely  on  radio  for  their  news,  con- 

trasted with  34.8%  for  newspapers 
and  5.6%  for  magazines.  Broken 
down  by  sex,  the  boys  were  56.6% 
for  radio  and  the  girls  indicated 
a  57.7%  preference. 

The  survey  represents  "  a  faith- 
fully balanced  cross  section  of  high 

school  students,"  the  article  points 
out,  and  was  considered  important 

by  the  magazine's  editors  because 
this  group  will  be  the  country's 

soldiers  in  the  near  future  as  well 
as  voters  in  the  postwar  period. 
In  conducting  the  survey,  the  gen- 

eral purpose  was  to  determine  the 
opinions  of  this  important  group 
on  a  variety  of  issues  ranging 
from  their  opinions  on  our  form  of 
Government  and  economic  system 
to  their  purposes  in  fighting  the 
war. 

Talking  a  Big  Source 

The  question  which  placed  radio 
at  the  top  as  a  news  source  was 
phrased,  "Where  do  you  get  most 
of  your  news — from  newspapers, 
radio,  magazines,  talking  with 

people  or  where?"  Talking  re- ceived considerable  strength  in  the 

New  WNYC  Application 
FOLLOWING  refusal  of  the 
FCC  to  grant  permission  for  it 
to  operate  fulltime  on  830  kc, 
clear  channel  now  occupied  by 
WCCO,  CBS-owned  Minneapolis 
outlet,  WNYC,  New  York  City's 
municipally-owned  station,  filed 
with  the  Commission  Oct.  31  an 
application  for  special  service 
authorization  to  operate  on  the 
frequency  from  6  a.m.  to  10  p.m. 
with  1,000  watts  [Broadcasting, 
Oct.  26]. 
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Drawn  for  Broadcasting  by  Sid  Hix 

He's  a  Mess  Sergeant  Over  at  Camp  Lee!" 

group  average — 20.7  % — although it  was  third  behind  radio  and  the 
newspapers.  Indecision  was  small, 
only  1.4%  reporting  other  sources 

or  that  they  didn't  know. Differences  in  age,  economic 
levels  and  geographical  homes  had 
little  effect  upon  opinions,  the 
Fortune  article  reports.  The  main 
contrast  occurs,  it  is  stated,  in  sex 
differences.  Boys,  it  is  contended, 
are  better  informed  and  more  con- 

scientious newspaper  readers. The  Survey 

Where  do  you  get  most  of  your  news — 
from  newspapers,  radio,  magazines,  talk- 

ing  with  people,  or  where? 

All Students 

Boys 

Girls Radio 

57.2% 56.6% 
57.7% 

Newspapers  
_  34.8 40.1 29.4 Talking 

20.7 15.6 25.8 
Magazines   _  5.6 6.4 4.9 
Other  and don't  know  _  1.4 1.4 1.3 

119.7% 120.1% 
119.1% 

As  between  economic  levels  and  size  of 
place,  and  even  as  between  ages,  there 
are  only  very  small  differences  in  news- 
getting  habits — none  comparable  with  the contrast  between  the  sexes.  Boys,  who 
are  more  conscientious  newspaper  readers 
than  girls,  are  much  the  better  informed. 
The  relationship  is  reflected  in  another 
way  in  the  following  tabulation; 

Newspapers 
and  News- radio*  papers  Radio  Other 

Well  informed-  25.7%  23.0%  17.5%  15.1% 
Poorly  informed  45.5     42.0      43.2  36.9 
Uninformed    __  28.8      35.0      39.3  48.0 
*  Because  of  the  complexity  of  tabulating 
multiple    answers,    these   headings  would, 
from    left    to    right,    be   more  accurately 
described  as:  "newspapers  and  radio,  plus 
maybe  a  few   others";   "nevjspapers  plus 
maybe  a  few  others  except  radio";  "radio plus   maybe   a   few   others   except  news- 

papers" ;  "other,  excluding  radio  and  news- 

papers." 

Hackett's  Bond  Post 
CECIL  H.  HACKETT,  managing 
director  of  WINS,  New  York,  has 
been  appointed  chairman  of  the 
radio  committee  of  the  New  York 

War  Savings  Staff,  it  was  an- 
nounced last  week  by  Arthur  Kud- 

ner,  chairman  of  the  Committee 
on  Information  and  president  of 
the  Arthur  Kudner  Agency.  Mr. 
Hackett  was  in  the  bond  business 
prior  to  entering  radio,  serving  as 
manager  of  the  New  York  and  New 
Jersey  bond  departments  of  Gert 
ler  &  Co.,  and  later  with  his  own 
firm  of  Lord  &  Hackett.  He  has 
also  had  positions  with  WHN  and 
WMCA,  New  York. 

Pillsbury  Uncertain 
ALTHOUGH  Pillsbury  Flour  Mills 
Co.,  Minneapolis,  on  Dec.  4  discon- 

tinued Clar,  Lu  'n'  Em  on  40 CBS  stations,  11-11:15  a.m.,  the 
company  is  undecided  about  future 
radio  plans.  Under  consideration 

is  a  possible  campaign  of  one-min-l 
ute  and  participating  announce-! 
ments  in  selected  markets  or  pos- 

sibly another  network  program. 
McCann-Erickson,  Chicago  is 
agency. 

'Info  Please'  Renewed 
AMERICAN  TOBACCO  Co.,  New 
York,  has  renewed  its  contract 
with  NBC  for  the  Friday  night 
half-hour  Information  Please 
which  will  continue  to  be  broadcast 
over  109  stations  for  Lucky 
Strikes.  Lord  &  Thomas  is  agency 
The  program  has  been  on  NBC 
continuously  since  Nov.  15,  1940 
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Ho.  6  OF  A  SERIES-WHAT  THE  MEN  WHO  MOVE  YOUR 
MERCHANDISE  THINK  ABOUT  WARTIME  ADVERTISING. 

Says  N.  E.  KREUZBERG,  Sales  and 
Advertising  Manager  of  75  U-Be-See  Food 
Stores  associated  with  THE  LIMA-KENTON 
GROCERY  COMPANY,  Lima,  Ohio. 

As  I  see  it,  the  fate  of  all  food  manufacturers  is 

now  entirely  in  the  hands  of  the  retailer.  From 

my  own  personal  observations,  the  retailer  is 

generally  interested  in  some  private  brand  that 

he  suggests  and  generally  sells,  should  the  ad- 
vertised brand  be  out  of  stock. 

"It  appears  that  unknown  brands  are  quite  likely 
to  make  great  strides  unless  all  possible  adver- 

tising support  is  continued  for  known  brands  in 
the  retail  food  business. 

"No  right-thinking  retailer  can  blame  a  manu- 
facturer if  war  shortages  make  it  impossible  to 

supply  normal  amounts  of  his  product.  But  he 

_      can  find  fault  if  advertising  and  point-of- 
sale  support  are  withdrawn  altogether. 

i  "Continued  advertising  is  essential  even 
B  though  it  may  indirectly  result  in  the 

B  sale  of  private  brands  due  to  unavoid- 
B  able  shortages  of  nationally  advertised 

merchandise. 

"This  may  seem  to  be  a  "reverse"  role 
for  national  advertising — but  the  im- 

portant thing  is  that  it  will  keep  alive 

the  consumer's  desire  to  buy  nation- 
ally advertised  brands  .  .  .  and  it  will  help  the 

retailer  stay  in  business. 

"Therefore,  such  a  policy  will  pay  big  dividends 
with  those  retailers  when  manufacturers  are  able 

to  produce  consumer  goods  in  abundance  once 

more." 

THE     NATION'S     MOST     MERCHANDISE-ABLE  STATION 



RCA  Laboratories  Scientists  and  the  new  RCA  Electron  Scanning  Microscope.  Dr.  James  Hillier  (foreground).  Dr.  V.  K.  Zworykin  and  Richard  L.  Snyder. 

FROM  THREE  WONDERS... A  FOURTH! 

Like  a  vast,  flowing  river,  the  progress  of  inven- 
tive science  is  fed  by  many  tributary  streams 

.  .  .  streams  of  earlier  research,  discovery  and 
invention. 

Three  such  distinct  streams  converge  in  the  new 

RCA  Electron  Scanning  Microscope  . .  .  and  flow 
towards  the  horizons  of  the  future.  For  this  new 

instrument  embodies  the  principles  of  television, 

facsimile,  and  the  electron  microscope. 

Surface  of 
etched  nickel, 
as  seen  by  the 
new  RCA  Elec- tron Scanning Microscope. 

Still  in  the  development  stage  in  the  RCA  Lab- 
oratories, this  new  microscope  permits  study  and 

analysis  of  surfaces  of  opaque  objects  —  even 

metals.  "Scanning"  the  surface  with  a  beam  of 
electrons,  it  prints  a  greatly  enlarged  picture. 

A  sheet  of  metal,  smooth  as  glass  to  the  unaided 

eye,  looks  like  an  airplane  view  of  the  Grand 

Canyon.  Every  detail  of  its  surface  is  shown 

sharp  and  clear . .  .The  Electron  Scanning  Micro- 
scope is  but  one  of  the  many  research  projects  in 

RCA  Laboratories  which  link  the  present  with 

the  future  of  Electronics. 

BUY  U.  S.  WAR  BONDS  EVERY  PAYDAY 

RCA  LABORATORIES 

A  Service  of  Radio  Corporation  of  America,  RCA  Building,  Nev/  York 

PIONEER  IN  RADIO,  ELECTRONICS,  TELEVISION 

Other  Services  of  RCA:  RCA  Manufacturing  Co.,  Inc.  •  R.  C.  A.  Communications,  Inc.  •  Radiomarine  Corporation  of  America 
National  Broadcasting  Co.,  Inc.  •  Blue  Network  Co.,  Inc.  •  RCA  Institutes,  Inc. 





Intensive  Coverage  —  "»  Central  Illinois.  This ts  the  second  tn  a  serres  of  advertisements  showing 
WLS  coverage  by  counties  in  Midwest  America.  These 
19  counties  comprise  the  17th,  18th  and  19th  congres- 

sional districts  of  Illinois. 

Black  figure:  Radio  Homes.  1940 

Red  fig^ure:  WLS  Mall,  1941 

Here — 

Two  Out  of  THREE  Families  Wrote  Us! 

TTERE,  in  Central  Illinois,  there  are  173,491  radio  homes.  Last  year,  WLS 

X  X  received  from  this  area  117,871  letters — representing  68  letters  for  every 
100  radio  families,  or  better  than  two  out  of  three! 

That's  intensive  coverage  . .  .  but  these  districts  are  only  a  small  part  of  our 
WLS  Major  Coverage  Area.  Throughout  most  of  Illinois,  Indiana,  Wisconsin 

and  Michigan,  radio  listeners  habitually  turn  to  WLS.  They  listen  and  respond 

. . .  with  more  than  a  million  letters  a  year! 
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MANAGEMENT  AFFILIATED  WITH  KOY,  PHOENIX,  AND  THE  ARIZONA  NETWORK  — KOY  PHOENIX   ♦    kTUC  TUCSON   *    KSUN  BISBEE-LOWELL 



m-  HE  GETS  ALL  3  WHEN  HE  BUYS  TIME 

Many  a  time  buyer  is  doing  double  duty 

these  days  as  a  spotter  both  for  his  office 

and  the  OCD.  And  when  he's  buying  time, 

your  good  spotter  uses  the  "Rule  of  3". 

In  any  one  market,  he  places  his  spot 

campaign  with  the  radio  station  which 

gives  him  the  best  combination  of  cover- 

age, programs  and  rate. 

In  the  rich  Hartford  Market,  his  first 

choice  is  WDRC. 

Here's  how  the  ''Rule  of  3  "  fits  WDRC : 

As  Connecticut's  Basic  CBS  Station, 

WDRC  gives  complete  coverage  and  a  top- 

flight program  schedule. 

With  a  low  uniform  rate  for  all  adver- 

tisers .  .  .  national,  regional  and  local  .  .  . 

WDRC  does  a  big  job  at  a  low  cost  in  this 

important  market. 

Published  every  Monday,  53rd  issue  (Year  Book  Number)  published  in  February  by  Broadcasttng  Publications,  Inc.,  870  National  Press  Building,  Washington,  D.  C.  Entered  as 
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ADVERTISERS 

NOW  GETTING 
RESULTS  ON  WOL 

WOL 

FOLLOWS  THRU! 

WOL  does  a  COMPLETE  job  for 
every  advertiser  .  .  .  and  foUows 
through  with  a  top-notch  announc- 

ing staff  and  program  personnel  to 
a  complete  merchandising  depart- ment that  assures  the  success  of 
every  program  or  announcement. Among  the  many  helps  are: 

*  Personal  calls  on  tcholesalers  and  retailers 
*  Courtesy  pre-announcements 
*  Newspaper  advertisements  and  publicity 
*  Direct  mail  to  selected  lists 
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WENR  attracts  important  people 

— and  we  mean  advertisers 

Andrew  Jergens  Company  —  Walter  Winchell  and 
The  Parker  Family 

Bristol-Meyers— DinaA  Shore 
Coca-Cola  — Spotlight  Bands 
Ford  Motor  Co.-  Watch  the  World  Go  By 
General  Foods- Don  Winslow 

General  Mills— /acfc  Armstrong  and  Lone  Ranger 

Longines-Wittnauer  Watch  Co.  —  Symphonette 
Miles  Laboratories  — ^uiz  Kids  and  Lum  &  Abner 
Pabst  Brewing  Co.  —  Professional  Football  Games 
Maurice  B.  Sachs  Clothing  Co.  — Amateur  Hour 
Dr.  Earle  Sloan,  Jr.  — Gang  Busters 
Socony- Vacuum  — JRaymond  Gram  Swing 
Williamson  Candy  Co.  — Famous  Jury  Trials- 
Wander  Co.  —  Captain  Midnight 

Complete  list  on  request 

■  Yes,  we  mean  advertisers— big  ones  whose  products 

are  household  names.  Many  are  now  using  WENR 

and  getting  the  extra  value  WENR  offers  all  ad- 

vertisers in  the  rich  Chicago  market.  But  that's 
only  half  the  story.  The  splendid  programs  of  these 

advertisers  are  also  attracting  more  and  more  listen- 

ers to  WENR,  building  a  loyal  audience  that  is 

becoming  increasingly  valuable. 

Now  is  the  time  to  climb  with  WENR.  It's  an 

opportunity  you  seldom  find.  WENR  is  not  only 

the  best  buy  in  Chicago  but  has  a  brilliant  record 

of  performance.  Ask  any  Blue  Spot  Sales  represen- 
tative for  details. 

CHICAGO'S  BASIC  BLUE  NETWORK  STATION 

50,000  WATTS    890  Kc. 

• 

IS  OWNED  AND  OPERATED  BY  THE  BLUE  NETWORK  COMPANY 

REPRESENTED  NATIONALLY  BY  BLUE  SPOT  SALES 

NEW  YORK  .  CHICAGO  •  SAN  FRANCISCO  •  HOLLYWOOD  •  DETROIT 



HERR  BRAUN HAD  A  BROTHER  IN  COLOGNE 

When  the  Nazis  ordered  Herr  Braun  to  re- 
port for  farm  work  in  the  south  of  Germany, 

he  made  an  arrangement  with  his  brother, 
who  worked  in  the  railroad  yards.  He  was  to 
write  him  from  Cologne  every  week,  no  mat- 

ter what  happened. 
For  a  while  the  letters  came.  Written  on 

cheap,  thin  paper,  they  always  said  the  same 

thing:  "Am  as  well  as  can  be.  Nothing  new 
in  Cologne." 

But  one  week  the  letters  stopped.  No  ex- 
planation. No  reason... Of  course,  Herr  Braun 

did  see  a  little  item  in  the  local  Nazi  paper 
about  an  ineffective  British  raid  on  Cologne. 

But  didn't  the  paper  say  the  damage  was 
small  —  mostly  schools  and  hospitals?  And 
wasn't  the  Luftwaffe  invincible?  It  would 
never  let  the  enemy  reach  Cologne  in  force. 

. . .  Still,  the  letters  did  not  come.  And  be- 
sides, Herr  Braun  began  to  hear  strange  ru- 

mors . . .  spread  quietly  behind  the  backs  of 
the  Nazis  . . .  disturbing  rumors  about  a  big 
raid  on  Cologne  . . .  the  biggest  air  raid  in 
history . . . 

One  night  Herr  Braun  tuned  his  radio  to  a 
forbidden  station— an  American  short-wave 
station.  And  there  it  was— the  facts,  the  fig- 

ures, the  full  grim  story  of  the  mighty  Ger- 
man city  blown  to  bits  from  the  air... Yes, 

the  railroad  yards  were  destroyed. 
And  Herr  Braun  began  to  wonder ...  So  the 

Nazi  paper  had  lied.  The  Luftwaffe  was  not 
invincible.  The  British  and  Americans  would 
come  and  bomb  German  cities  despite  Der 

Fuehrer's  boast  that  it  would  never  happen 
...And  the  faith  of  Herr  Braun  began  to  fade. 

The  faith  Goebbels  and  Goering  and  Hitler 
had  been  building  up  in  Herr  Braun  for  nine 

long  years— began  to  crumble. 
*       *  * 

RCA  equipment,  used  by  short-wave  stations 
WRCA  and  WNBI,  is  helping  reach  thou- 

sands of  Herr  Brauns  with  the  truth  . . .  the 
truth  to  shake  their  faith  in  Fascism.  But  to- 

gether with  the  destruction  of  that  faith, 
these  messengers  from  America  are  molding 
a  new  faith.  A  faith  that  out  of  the  chaos  and 
destruction,  out  of  Nazi  defeat,  and  out  of 
the  victory  of  the  United  Nations— will  come 
a  better  and  freer  life  . . .  for  Herr  Braun  and 
for  all  the  world. 

★     BUY  U.  S.  WAR  BONDS  EVERY  PAYDAY  ★ 

RCA  BROADCAST  EQUIPMENT 

RCA  MANUFACTURING  COMPANY,  INC.,  CAMDEN,  N.  J. 



ONE    OF   A   SERIES    PRESENTING    THE    MEN    WHO    MAKE    FREE    &    PETERS  STATIONS 

MAiilGER,  ROB,  ALBlIllllERqilE  ^ 

1 

1926- 
1931- 
1933- 1935 

1939- 
1939- 
1940 
1941- 

1941- 

-Salesmaii,  Early  Coffee  Company,  Denver 
-Manufacturers'  Representative,  Denver 
-Salesman,  Radio  Station  KLZ,  Denver 
-Commercial  Manager,  Radio  Station  KLZ, 
Denver 

-Manager,  Radio  Station  KOB,  Albuquerque 
—Exclusive  clear  channel  operation  on 
1180  KC 

-Assigned  to  1030  KC 
-Power  increased  to  50,000  watts,  day, 
25,000  watts,  night 

-Special  authorization  for  770  KC 

T 
0  Frank  Quinn,  the  command  "Go  West, 

young  man"  was  not  a  romantic  directive 
to  fun  and  fortune — it  was  doctor's  orders, 
and  pretty  grim  business  at  that.  But  Frank 
did  go  West,  was  completely  cured,  and  then 
found  fun  and  fortune  in  the  bargain!  Today 

as  manager  of  KOB,  50,000-watt  NBC  and 
Blue  outlet,  Frank  is  one  of  the  really 
successful  radio  men  in  the  Southwest,  and 

it  would  probably  take  nothing  short  of 

dynamite  to  move  him  East  again  —  or 
$25,000.00  NET  per  year! 

Far  be  it  from  us  to  act  like  Pollyannas,  but 
it  does  seem  to  us  that  all  the  old  gags  about 

silver  linings  really  do  work  out  in  most  amaz- 
ing ways.  Take  our  own  corporate  beginnings, 

for  instance.  Free  &  Peters  was  founded  in 

the  "merry"  month  of  May— 1932 !  At  that 
time  strong  old  companies  were  falling  like 

ten-pins.  Business  prospects  were  about  as 
optimistic  as  a  death  rattle,  and  when  we 

claimed  we  were  going  to  be  radio-station 
representatives,  nobody  had  even  heard  the 
expression  before.  But  we  started  up  just 

the  same,  and  we  guess  you  know  the  rest. 

Today  lots  of  people  are  again  discouraged 

about  the  future.  JFe're  not.  We're  going  right 
ahead  doing  the  best  job  we  know  how,  to 
make  spot  radio  easier  to  use,  easier  to  buy, 

easier  to  cash-in  on.  And  we'll  take  any  bets 

you  offer  that  when  the  War  is  over,  we're 
still  going  to  be  the  firm  you  prefer  to  do 
business  with,  here  in  this  group  of  pioneer 

radio-station  representatives! 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WKBW  BUFFALO 
WJWC    .   .  CHICAGO-HAMMOND 
WCKY  CINCINNATI 
KDAL  DULUTH 
WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO  .KALAMAZOO-GRAND  RAPIDS 
KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN     .   .  MINNEAPOLIS-ST.  PAUL 
WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBL  SYRACUSE 

.  .  .  IOWA  .  .  . 
WHO  DES  MOINES 
woe  DAVENPORT 
KMA  SHENANDOAH 

.  .  .  SOUTHEAST  .  .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  .  .  . 
KOB  ALBUQUERQUE 
KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  .  . 
KARM   FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX.  Inc. 

Free  &  Peters,  ih. 

Pioneer  Radio  Station  Representatives 

Since  May,  IQ^2  ■*■ 

CHICAGO:  i8o  N.Michigan            NEW  YORK:  247  Park  Ave.             SAN  FRANCISCO: /ri  Wfr            HOLLYWOOD:  1^12  N.  Gorcion            ATLANTA.:  322  Palmer  BUg. 
Franklin  6373  Plaza  5-4131  Sutter  4353  Gladstone  3949    ̂   ̂   .  ,    Main  5667  
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Advertisers  Mustered  for  War  Campaign 

Government  Urojes 

ANA  to  Expand 

Its  Help 

WARTIME  advertising  prob- 
lems, especially  those  calling 

for  close  cooperation  between 
the  advertising  industry  and 
the  Government,  occupied  the 
spotlight  at  the  wartime 

meeting  of  the  Assn.  of  Na- 
tional Advertisers,  held  at 

the  Hotel  Pennsylvania,  New 
York,  last  Wednesday  and 

Thursday,  to  the  complete  ex- 
clusion of  all  other  topics 

from  the  convention  program. 
Speakers  from  advertising  and 

from  Government,  many  of  the  lat- 
ter advertising  veterans  who  are 

currently  lending  their  knowledge 
and  skills  to  the  nation's  war  pro- 

gram and  who  expressed  a  feeling 
of  being  "home  again"  in  the  midst 
of  the  ANA  membership,  praised 
the  contributions  advertising  has 
already  made  in  the  war  effort  and 
urged  the  national  advertisers  to 
increase  their  cooperation  with  the 
Government  in  the  coming  year. 

Council  Praised 

The  Advertising  Council  was 
especially  lauded  for  its  fine  work 
in  coordinating  the  contributions 
of  advertising  with  the  require- 

ments of  the  Government. 
The  speakers  from  Washington, 

discussing  frankly  the  suspicion 
with  which  some  Government 
officials  view  all  advertising,  ex- 

plained that  this  distrust  is  not  at 
all  unanimous  and  stated  that  the 

industry's  outstanding  contribu- 
tions to  the  war  are  winning  many 

converts  to  the  side  of  advertising 
by  demonstrating  its  unique  ability 
not  merely  to  inform  the  public  but 
to  stimulate  them  into  action. 

Disavowing  any  idea  of  using 
the  war  as  a  screen  to  put  over  any 
anti-advertising  legislation,  they 
asserted  that  whatever  restrictions 
had  been  placed  on  manufacturing 
and  marketing  civilian  goods  have 
been  done  solely  because  they  were 
necessary  to  help  in  the  job  of 
winning  the  war. 

As  Chester  J.  La  Roche  stated, 
advertising's   voluntary  contribu- 

tions may  in  the  future  result  in 
the  entrance  of  the  Government 
into  the  field  of  national  advertis- 

ing as  one  of  the  largest  users  of 
paid  space  and  time. 

'Path  Is  Clear'— Cowles 
Chairman  Donald  M.  Nelson,  of 

the  War  Production  Board,  in  his 
address  at  the  Wednesday  evening 
dinner  session,  mentioned  the  cur- 

tailments in  production  of  con- 
sumer durable  goods,  the  limita- 

tion of  basic  raw  materials  to  the 
manufacture  of  absolutely  essen- 

tial articles  and  the  rationing  of 
other  essential  commodities  and 

stated,  "We  are  doing  these  things 
because  we  have  to  do  them  to  win 
the  war  and  for  no  other  reason." 
[See  report  of  speech  on  page  11.] 
Gardner  Cowles  Jr.,  head  of  two 

newspapers,  a  magazine  and  four 
radio  stations  as  well  as  director 

of  the  OWI's  domestic  operations. 

stated  his  conviction  that  "a  free 
enterprise  system  is  the  bone  struc- 

ture of  a  free  political  and  social 
system  and  that  advertising — of 
the  right  sort  and  properly  used — 
is  absolutely  essential  to  a  continu- 

ance of  free  enterprise  in  the 

United  States." 
West  Sounds  Keynote 

Urging  advertisers  to  be  real- 
istic in  their  thinking  in  these  days 

of  total  war,  Paul  B.  West,  ANA 
president,  opened  the  meeting  on 
Wednesday  with  an  address  which 
listed  the  functions  of  advertising 
under  the  changed  conditions  of  a 
wartime  economy,  as  follows: 

"To  continue  to  inform  the  public 
in  those  cases  where  there  are 
products  to  sell. 

"To  inform  the  public  about  the 
changes  in  the  quality,  content  and 
appearance  of  a  product  necessi- 

tated by  the  war. 

"To  help  the  war  effort  by  in- 
forming the  public  and  arousing 

action  in  such  a  way  that  the  pub- 
lic, the  industry  and  the  war 

effort  will  all  benefit.  The  salvage 
campaigns  are  a  good  example. 

"Incidentally,"  he  continued, 
"this  is  the  best  kind  of  institu- 

tional and  goodwill  advertising. 
Many  companies  will  be  dependent 
on  this  kind  of  advertising,  when 
they  are  wholly  converted  or  in 
large  part  converted  to  war  works, 
in  order  to  preserve  the  values  they 
have  built  up  for  their  trade  marks 
and  trade  names. 

"To  inform  the  trade,  as  in  the 
case  of  the  public,  as  to  changes  in 

quality,  styles,  etc.,  and  of  post- 
war, new-product  developments. 

This  function  becomes  increasingly 

important  as  salesmen  are  neces- 
sarily withdrawn. 

"As  a  means  of  stimulating  plant 

Senate  Inquiry  Into  Petrillo  Ban  Set 

Clark's  Subcommittee 
To  Hold  Hearings; 

NAB  Ready 

A  BROAD  inquiry  into  the  AFM 
ban  on  transcriptions  and  records 
was  assured  last  week  when  Sena- 

tor Wheeler,  chairman  of  the  Sen- 
ate Interstate  Commerce  Commit- 
tee, appointed  a  subcommittee  to 

hold  hearings  on  the  resolution  (S. 
2874)  introduced  Oct.  23  by  Sena- 

tor Clark  (D-Ida.).  Senator  Clark, 
who  has  been  in  the  forefront  in 
demanding  a  probe  of  Music  Czar 
James  C.  Petrillo's  rampages,  will 
head  the  subcommittee  and  he  has 
indicated  he  will  probably  start  the 
hearings  late  this  month  or  early 
in  December. 

Other  members  of  the  subcom- 
mittee are  Senators  White  (R-Me.), 

co-author  of  the  Communications 
Act  of  1934  and  the  Radio  Act  of 
1927;  Tobey  (R-N.H.),  long  a 
critic  of  radio;  McFarland  (D- 
Ariz.)  ;  Tunnell  (D-Del.).  Senator 
Clark  said  he  will  call  his  commit- 

tee into  executive  session  early  this 
week  to  decide  upon  procedure, 
which  may  involve  calling  Mr.  Pe- 

trillo as  the  first  witness. 

Every  segment  of  the  broadcast- 
ing, transcription,  recording  and 

associated  industries  is  expected  to 
be  prepared  to  lay  its  case  before 
the  committee,  which  has  a  $5,000 
appropriation  for  the  hearings. 

Last  Friday  Sidney  Kaye,  spe- 
cial NAB  counsel,  conferred  with 

Senators  Clark  and  Wheeler,  ac- 
companied by  C.  E.  Arney  Jr.,  as- 

sistant to  NAB  President  Neville 
Miller.  Shortly  after  their  confer- 

ences on  Capitol  Hill,  the  NAB  for 
the  first  time  revealed  the  person- 

nel of  its  Music  Steering  Commit- 
tee, appointed  last  summer  by  the 

NAB  board  to  act  for  it  between 
board  meetings. 

Steering  Committee 

The  existence  of  this  committee 
had  been  kept  secret  until  last  Fri- 

day. It  has  no  chairman,  though  its 
executive  officer  is  Mr.  Miller.  Its 
membership  comprises  Mark  Eth- 
ridge,  general  manager  of  the 
Louisville  Courier- Journal  and 
Times,  operating  WHAS,  who 
served  as  interim  president  of  the 
NAB  during  the  previous  dispute 
with  AFM  over  musician  employ- 

ment; John  Gillin  Jr.,  WOW, 
Omaha;  Kolin  Hager,  WGY,  Sche- 

nectady; Harry  LePoidevin,  WRJN, 
Racine,  Wis.;  Paul  Morency,  WTIC, 
Hartford;  G.  Richard  Shafto,  WIS, 
Columbia,  S.  C. 

Upon  revelation  of  the  Steering 
Committee's  existence,  the  NAB 
made  the  statement  that  it  "has 
been  preparing  for  the  next  move 
on  the  Petrillo  front,  whether  that 
move  will  be  the  forthcoming  in- 

vestigation of  the  Petrillo  ban  un- 
der Senate  resolution,  litigation  or 

any  other  activity  that  may  be  in- 
dicated." Adding  that  much  factual 

data  on  the  effect  of  the  ban  and  as 
to  the  availability  of  musicians 
throughout  the  country  has  been 
prepared  for  presentation,  the  NAB 
asked  all  station  managers  to  re- 

ply at  once  to  questionnaires  sent 
out  earlier  this  month  as  to  the  im- 

pact of  the  ban  on  their  broadcast- 
ing activities. 

"The  replies  so  far  received,"  it 
was  stated,  "have  indicated  that  in 
town  after  town  new  and  acute 
shortages  of  trained  instrumental 
musicians  have  been  caused  by  the 
enrollment  of  musicians  in  the 
armed  services  and  in  war  indus- 

try." 

Also,  last  Friday,  the  Steering 
Committee  issued  to  all  stations  a 

statement  setting  forth  its  con- 
clusions, as  a  representative  cross- 

section  of  the  industry,  which  re- 
view and  clarify  "the  basic  posi- tion of  the  broadcasting  industry 
{Continued  on  page  61) 
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morale,  better  employe  relations, 
better  workmanship." 

Speaking  on  "Advertising  in 
Total  War",  Chester  J.  LaRoche, 
chairman  of  the  board  of  Young  & 
Rubicam  and  chairman  of  the  Ad- 

vertising Council,  urged  that  ad- 
vertising men  "stop  thinking  of 

ourselves  merely  as  men  who  write 
or  okay  advertising.  Instead,  let 
us  see  ourselves  as  an  industry 
making  a  mighty  war  product.  We 
are  the  West  Pointers— the  Anna- 

polis men  of  our  psychological 
warfare." 

Congress  Problem 
Stating  that  there  is  no  com- 

plete agreement  on  the  desirability 
of  Governmental  use  of  paid  ad- 

vertising, either  in  the  advertising 
industry  or  in  Government,  he 
pointed  out  that  neither  the  former 
Office  of  Facts  &  Figures  nor  the 
new  Office  of  War  Information  has 
asked  Congress  for  an  appropria- 

tion for  paid  advertising,  appar- 
ently thinking  that  this  is  not  the 

time  to  make  such  a  request. 
"Suppose  Government  officials 

decided  to  try  to  get  advertising 
appropriations  from  Congress. 
They  would  have  to  take  time  from 
their  important  war  work  to  pre- 

sent a  case  for  advertising  (a  case, 
by  the  way,  which  advertising  it- 

self has  not  presented).  Isn't  it 
better,  instead  of  debating  now, 
to  get  advertising  action  now?  And 
they  can  get  action ! 

"They  can  get  it  from  advertis- 
ers both  local  and  national.  They 

can  get  it  simply  by  making  known 
their  needs.  Hundreds  are  eager  to 
help.  Hundreds  have  offered  to 
help.  Recognizing  the  need  for  ac- 

tion more  than  a  year  ago,  the  en- 
tire advertising  industry —  adver- 

tisers, media  and  agencies,  large 
and  small,  from  coast  to  coast — 
organized  to  make  their  facilities 
available  to  the  Government.  They 
financed  the  effort  with  $100,000 
from  their  own  pockets,  and  or- 

ganized the  Advertising  Council." 
Thousands  of  Ads 

Describing  the  Council  as  a  vol- 
unteer organization  with  a  paid 

staff  "just  large  enough  to  give 
continuity  and  business  manage- 

ment to  the  volunteer  help  of  all 
of  us,"  Mr.  La  Roche  explained  the 
way  in  which  the  Council  works 
to  help  put  over  a  Government  war 
message  and  reviewed  some  of  its 
accomplishments,  including  the 
radio  allocation  system,  the  writ- 

ing of  advertisements  for  the 
Treasury,  the  organization  of  the 
scrap  salvage  campaign  and  the 
many  details  of  carrying  it 
through,  even  to  aiding  the  Govern- 

ment in  finding  the  funds  to  finance 
the  campaign,  and  the  fats  salvage 
campaign. 

"Over  4,000  advertisements  have 
been  provided  by  the  Council  crea- 

tive groups  for  submission  to  the 
Government.  In  addition  there  have 
been  scores  of  portfolios,  leaflets 
and  folders  written  and  hundreds 
of  posters  developed.  One  agency 
alone  has  written  and  produced  in 
the  last  seven  months  over  2,500 
radio  shows  and  spots  for  the  Gov- 
ernment. 

New  ANA  Chairman 

CHARLES  G.  MORTIMER  JR. 

"Measured  vidth  reasonable  ac- 
curacy, the  war  work  done  to  date 

by  the  various  advertising  agencies 
shows  that  their  volunteer  time 
amounts  to  the  equivalent  of  $3,- 
000,000  in  payroll  Jtime.  The  Dept. 
of  Commerce  estimates  the  dona- 

tions of  space  and  time  to  the  Gov- 
ernment at  $60,000,000.  In  addition 

to  the  organized  help  offered  by 
the  Advertising  Council,  the  gov- 

ernment has  been  aided  by  the 
initiative  of  many  advertisers  act- 

ing on  their  own." Looking  at  the  prospects  for  the 
future,  Mr.  La  Roche  said  that 
while  "there  is  little  doubt  that 
Government  advertising  help  from 
certain  sources  is  going  to  shrink 
very  greatly  in  the  next  year,  the 
skrinkage  will  probably  be  more 
than  offset  by  four  very  unusual 
and  powerful  sources  of  help  that 
may  be  opened  to  the  Government. 

Watchful  Minority 

"I  doubt  that  Government  of- 
ficials would  use  advertising  ap- 

propriations to  further  selfish 
political  interests.  Any  efforts  in 
this  direction  would  be  pointed 
out  promptly  by  the  minority.  The 
advertising  itself  would  be  too 
much  out  in  the  open. 

"Will  Congress  appropriate  the 
money?  I  think  they  will,  if  it 
becomes  necessary  to  do  so.  They 
appropriated  $85  million  for 
Kaiser  to  experiment  in  war 
planes.  If  and  when  they  are 
given  an  understanding  of  what 
advertising  can  do  toward  unifying 
the  country,  I  am  sure  they  will 
respond  to  any  reasonable  request 
that  Mr.  Elmer  Davis,  head  of 
the  Office  of  War  Information,  for 
example,  might  make. 

"Will  the  Congressmen  and  Sen- 
ators interfere  with  the  administra- 

tion of  an  appropriation?  I  think 
some  might,  if  they  are  not  prop- 

erly informed.  The  job  of  inform- 
ing them  is  up  to  the  advertising 

business.  What  advertising  man 
has  ever  spent  time  with  a  Sen- 

ator or  Congressman  to  tell  him 

how  advertising  works?  However, 
there  has  been  little  or  no  inter- 

ference with  the  sizable  Navy 
campaign. 

"I  hope  I  have  made  it  clear 
that  war  conditions  should  not 
allow  us  to  stop  what  we  are 
doing  and  enter  into  a  debate  for 
paid  advertising.  I  am  for  the 
principle  of  paid  advertising,  when 
conditions  make  it  desirable.  But 
I  am  dead  against  the  advertising 
man  who  sits  back  and  feels  there 

is  nothing  to  do  until  the  Govern- 
ment decides  to  buy  paid  space. 

Let  us  bury  our  disputes  as  to 
whether  paid  or  donated  advertis- 

ing should  do  this  job.  For  of  one 
thing  I  am  certain — the  need  will 
not  wait.  This  job  must  be  done 

now!" 

Cowles  and  Council 

Praise  for  the  Advertising  Coun- 
cil and  a  plea  for  greater  co- 

operation by  advertisers  were  ex- 
pressed by  Gardner  Cowles  Jr., 

director  of  domestic  operations  of 
the  OWL 

Stating  that  when  he  went  to 
Washington  in  July  he  found  many 
problems  which  called  for  the  tal- 

ents of  trained  advertising  men 
but  only  rare  instances  where  ad- 

vertising men  had  been  called  in, 
he  said  that  he  quickly  decided 
"to  set  up  in  OWI  a  Bureau  of 
Campaigns  and  to  call  heavily  on 
the  Advertising  Council  to  give 
us  the  best  possible  talent  from  the 
advertising  world. 

"Whenever  now  any  Government 

agency  has  a  program  which  re- 
quires explaining  to  the  public, 

and  which  calls  for  action  by  the 

public,  we  put  the  Bureau  of  Cam- 
paigns to  work  studying  and  an- 

alyzing the  problem.  Frequently 
this  first  involves  getting  several 
different  Government  agencies  to 
agree  on  what  the  problem  is  and 
how  best  it  may  be  tackled. 

"Then  the  Bureau  of  Campaigns 
calls  on  the  Advertising  Council 
and  works  out  a  complete  program, 
including  the  copy  theme,  the  part 
to  be  played  by  each  of  the  various 
media  bureaus  of  OWI,  and  the 

part  to  be  played  by  private  in- dustry. 

"Your  Advertising  Council  not 
only  sends  us  top  men  to  help  in 

1943  ANA  Officers 

Chairman  of  the  Board — Charles  G. Mortimer  Jr.,  General  Foods  Corp. 
Vice-Chairmen  —  Carleton  Healy, 
Hiram  Walker  Inc.,    (reelection)  ; 
C.  C.  Carr,  Aluminum  Company  of America. 

President — Paul  B.  West  (reelection). 
Newly-Elected  Directors — Thomas  H. 

Young,  U.  S.  Rubber  Co.;  H.  M. 
Warren,  National  Carbon  Co.  (re- 

election) ;  Robert  V.  Beucus,  An- drew Jergens  Co. ;  H.  W.  Roden, 
Harold  H.  Clapp  Inc.  (reelection)  ; 
H.  H.  Simmons,  Crane  Co. ;  Gordon 
E.  Cole,  Cannon  Mills. 

Hold-Over  Directors — Albert  Brown, 
Best  Foods  Inc. ;  Robert  B.  Brown, 

Bristol-Myers  Co. ;  A.  O.  Bucking- 
ham,CIuett  Peabody  &  Co. ;  Paul  S. 
Ellison  Sylvania  Electric  Products ; 
W.  A.  Hart,  E.  I.  du  Pont  de 
Nemours  &  Co. ;  M.  H.  Leister,  Sun 
Oil  Co. ;  J.  P.  Miller,  Pet  Milk  Sales Corp. 

working  out  the  programs  of  the 
Bureau  of  Campaigns,  but  also 
serves  as  the  very  important  con- 

tact between  the  Government  and 

the  voluntary  help  from  commer- 
cial advertisers.  And  right  here  I 

want  to  express  my  views  on  this 
voluntary  help  from  commercial 
advertisers,  because  it  is  becoming 
increasingly  important.  g 

They  Would  Compel  " 
"Almost  daily  at  OWI  we  get 

letters  and  calls  from  people  urg- 
ing us  to  compel  different  media 

to  do  this  or  that,  to  compel  in- 
dustry to  stop  advertising  or  to 

make  industry  advertise  only  in 
accordance  with  some  Government 
strait-jacket  plan.  I  always  reply 
to  these  compulsion  suggestions  by 
trying  to  explain  the  fundamental 
nature  of  advertising.  It  supports 
the  information  media  which  make 

democracy  possible.  The  whole  pat- 
tern of  our  American  way  of  life 

would  change  if  the  heavy  hand 
of  Government  guided  all  media 
and  all  advertising. 

"In  the  year  ahead  Government 
campaigns  are  going  to  need  help 
in  a  major  way  from  the  advertis- 

ing world.  We  are  going  to  need 
administrative  talent  to  help  us 
plan,  and  much  donated  space  and 
time.  Except  to  a  limited  degree, 
the  Government  itself  can  not 
wisely,  in  my  opinion,  buy  paid 

space  or  time.  The  political  handi- 
caps do  not  permit  such  an  opera- 

tion on  a  big  scale  even  if  a  sound 
case  for  it  can  be  made  out  on 

paper. 

Must  Have  Help 

"The  real  lift  to  Government 
campaigns  must  come  from  space 
and  time  donated  by  commercial 
advertisers.  We  in  OWI  are  strug- 

gling right  now  with  more  than  60 
Government  problems,  important 
problems,  which  the  American 
people  must  understand,  and  do 
something  about,  if  the  war  on 
the  home  front  is  to  move  ahead 
Vidsely  and  efficiently. 

"Is  this  asking  too  much?  After 
all,  what  matters — what  really 
matters  in  1943 — except  that  we 
make  substantial  strides  toward 
winning  this  war?  The  burden 
of  the  cost  of  winning  can  not  be 

spread  with  absolute  justice.  In- 
dustry must  enlist  with  all  its  re- 

sources. There  isn't  time  to  work 

out  the  equitable  details." 
Dyke  Tells  of  Campaigns 

The  operations  of  the  OWI 
Bureau  of  Campaigns  were  ex- 

plained in  more  detail  by  its  di- 
rector, Ken  R.  Dyke,  who  followed 

Mr.  Cowles  in  the  morning  session. 
Pointing  out  that  a  Government 
advertising  campaign  needs  as 
adequate  planning  and  prepara- 

tion as  that  of  a  commercial  adver- 
tiser and  that  there  are  now  64 

Government  campaigns  under  way, 
most  of  them  involving  from  three 
to  five  separate  Government 

agencies,  he  said  that  the  Bureau's function  is  chiefly  that  of  a  traffic 
cop. 

First,  he  said,  the  bureau  at- 
(Continued  on  page  5i) 
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Nelson  Reviews  Advertising's  War  Role 
WPB    Chieftain  Points 

To  Curtailed  Field 

Of  Operations 
ADVERTISING  has  a  useful  role 
in  the  war  effort  but  in  turn  will 
operate  in  a  rather  sharply  re- 

stricted field,  Donald  M.  Nelson, 
chairman  of  the  War  Production 
Board,  told  the  Assn.  of  National 
Advertisers  at  its  Nov.  11  dinner 
meeting  at  the  Hotel  Commodore, 
New  York,  during  the  ANA's  an- nual session. 

Candidly  reciting  what  the  war 
is  doing  to  the  nation's  economy, he  reminded  the  ANA  that  the 
war  won't  last  forever.  When  it 
ends,  he  predicted,  "our  Ameri- 

can free  enterprise  system  is  go- 
ing to  face  the  most  magnificent 

opportunity  any  man  could  ask. 
If  we  have  wisely  preserved  the 
basic  structure  of  our  economy 
during  the  war,  we  can  then  move 
on  to  a  higher  level  of  useful  ac- 

tivity than  we  have  ever  known 
before.  Dark  and  terrible  as  these 
hours  of  war  may  be,  there  are 
a  test  which  our  America  is  go- 

ing to  pass  with  flying  colors." 
Overconfidence  Warning 

Mr.  Nelson  warned  advertisers 
and  media  that  the  nation  must 
not  smugly  lick  its  lips  over  re- 

cent military  successes.  Rather,  he 
said,  the  buoyancy  and  confidence 
must  be  turned  back  into  war- 
winning  achievements. 

Excerpts  from  Mr.  Nelson's  talk follow : 

"We  are  fighting  this  war  to 
make  possible  the  continuation  and 
the  constant  improvement  of  that 
complex  set  of  economic,  social  and 
political  privileges  which  we  fond- 

ly refer  to  as  'the  American  Way 
of  Life.'  There  are  many  differ- 

ent elements  in  that  way  of  life, 
of  course,  and  you  could  probably 
define  it  in  any  one  of  a  dozen 
different  ways.  But  on  the  econom- 

ic side  it  is  perfectly  clear  that 
this  way  of  life  we  are  fighting  to 
maintain  is  based  on  the  greatest 
possible  degree  of  plenty  for  the 
greatest  possible  number  of  peo- 

ple. It  always  has  meant  that,  in 
America,  and  unless  we  lose  our 
ideal  completely  it  always  will. 
Now  in  this  modern  world,  plen- 

ty means  mass  production.  The  suc- 
cessful working  of  a  mass  pro- 
duction system  is  basic  to  modern 

America's  way  of  life. 
"Advertising  is  part  of  our  com- 

munications system.  As  far  as  in- 
dustry is  concerned,  it  is  an  es- 
sential part.  It  is  the  means  by 

which  business  can  address  itself 
to  people  from  one  end  of  the  coun- 

try to  the  other.  It  is  essential — 
as  far  as  I  can  see,  it  always  will 
be  essential — to  the  attainment  of 
a  high  standard  of  living.  Hence 
it  has  a  vital  role  to  play  in  mod- 

ern American  life.  If  it  were  re- 
moved we  should  have  to  develop 

an  entirely  different  kind  of  dis- 

tribution system — which  is  to  say 
that  we  would  be  compelled  to  re- 

model our  entire  economic  struc- 
ture. 

"We  can  agree,  therefore,  that 
in  ordinary  times  advertising  has 
an  absolutely  indispensable  place 
in  American  life.  But  these  are 
not  normal  times.  They  are  by  all 
odds  the  most  abnormal  times  we 
in  America  have  ever  lived 
through,  because  the  emergency 
our  country  faces  is  an  unlimited 
emergency.  I  would  like  to  spend 
just  a  moment  reminding  you  of 
the  terrific  impact  which  this  war 
is  making  on  our  whole  economic 
system  in  order  that  you  may  un- 

derstand clearly  why  the  normal 
course  of  our  distributive  and  mar- 

keting mechanism  has  got  to  un- 
dergo great  changes  until  the  war 

is  won. 

Advertising's  Role 
"Therefore  it  is  utterly  impos- 

sible for  any  of  us  to  think  of  ad- 
vertising in  peacetime  terms  today, 

just  as  we  can  no  longer  think 
of  any  other  part  of  our  econom- 

ic structure  in  peacetime  terms. 
We  can  agree  at  the  start  that 
whatever  role  advertising  may  have 
in  this  war,  it  won't  be  the  role 
it  has  known  in  the  past. 

"What  place,  then,  does  advertis- 
ing have  in  a  war  economy?  Is  it 

simply  doomed,  until  the  war  ends 
— an  instrument  magnificent  for 
peace  but  utterly  useless  in  time 
of  war? 

"To  the  greatest  possible  extent, 
we  are  going  to  cut  out  the  waste 
of  manpower   and  the  waste  of 

NAB's  Finance  Committee  went 
into  a  huddle  in  Washington  last 
weekend  with  C.  E.  Arney  Jr.,  as- 

sistant to  President  Neville  Miller, 
who  is  now  in  the  West  attending 
district  meetings,  to  determine  the 
course  to  be  taken  as  a  result  of 
final  orders  received  last  week  to 
vacate  the  ninth  floor  of  Washing- 

ton's Normandy  Bldg.  to  make 
way  for  the  staff  of  the  Recon- 

struction Finance  Corp.  synthetic 
rubber  program. 

Along  with  several  score  other 
tenants,  NAB  must  vacate  the 
premises  by  Dec.  5  under  a  con- 

demnation order  posted  by  the 
Government  requiring  all  tenants 
to  vacate.  In  view  of  the  over- 

crowded office  building  situation  in 
Washington,  it  appeared  virtually 
a  certainty  that  NAB  would  under- 

take to  purchase  a  residential  or 
store  structure  for  its  new  quar- 

ters. Mr.  Miller  has  empowered  Mr. 
Arney  to  look  over  available  prop- 

erties near  the  downtown  district 
with  a  view  to  purchasing. 

The  Finance  Committee  is  headed 

by  Frank  King,  WMBR,  Jackson- 

material  in  the  production  of  civil- 
ian goods  by  a  process  of  simpli- 

fication of  lines  and  styles.  Some- 
times simplification  is  confused 

with  standardization.  Complete 
standardization  eliminates  compe- 

tition and  initiative.  It  deadens  the 
whole  economy.  Except  perhaps  in 
a  few  instances,  it  does  not  offer 
a  better  solution  to  our  pressing 
need  for  more  material  and  more 

manpower.  Complete  standardiza- tion would  mean  to  me  that  we 
would  all  be  in  uniform — and  pos- 

sibly in  blue  denim,  at  that. 

Preserve  Enterprise 

"But  we  must  push  simplifica- 
tion, because  it  will  enable  us  to 

get  more  goods  with  less  man- 
power and  less  material.  It  will 

help  us  to  gird  our  strength  for 
war,  giving  the  civilian  population 
the  greatest  quantity  of  essential 
goods  at  the  greatest  saving  in 
time,  material  and  energy — and  it 
will  also  leave  room  for  individual 
enterprise  and  initiative  even  in  a 
war  economy. 

"In  fact,  because  it  does  leave 
room  for  initiative  it  will  be  more 
effective  than  straight-out  stan- 

dardization could  hope  to  be.  It 
will  enlist  American  enterprise  in 
the  program.  We  are  determined, 
not  merely  to  preserve  our  free 
enterprise  system,  but  to  use  it  to 
the  limit  in  this  great  fight  for  its 
survival. 

"All  of  this  is  just  another  way 
of  saying  that  our  distributive  and 
marketing  machinery  still  has  a 
vital  role  to  play  in  our  economy. 

ville,  and  includes  Harold  Ryan, 
WSPD,  Toledo,  now  assistant  di- 

rector of  censorship  for  radio,  and 
Paul  Kesten,  CBS  vice-president, 
all  members  of  the  association's 
board.  Their  recommendations  will 
be  wired  to  board  members  in  a 
referendum  required  by  by-laws, 
Mr.  Kesten  was  in  Canada  last  Fri- 

day and  designated  Earl  Gammons, 
CBS  Washington  representative,  to 
sit  in  for  him. 
Some  sentiment  has  developed 

for  moving  NAB's  headquarters  to 
New  York,  but  this  is  not  antici- 

pated in  view  of  the  fact  that  prac- 
tically the  entire  staff  would  be  re- 
quired to  be  in  Washington  most  or 

all  of  the  time,  contacting  Govern- 
ment departments  and  agencies  on 

broadcasters'  wartime  problems. 
The  NAB  by-laws  require  main- 

taining headquarters  in  Washing- 
ton, and  permit  ownership  of  prop- 
erty. Since  NAB  pays  $9,400  a  year 

rental  for  its  present  premises,  it  is 
in  a  good  position  to  purchase  and 
finance  new  quarters.  There  are 
plenty  of  structures  in  the  capital 
available  for  sale,  but  very  few 
for  rent. 

It  is  a  role  vastly  different  from 
that  of  peace,  but  it  is  still  a 
vital  one.  It  can  help  to  cushion 
our  conversion  to  an  all-out  war 
effort;  through  it,  our  basic  struc- 

ture can  be  preserved  and  kept 
sound  for  the  years  of  peace  and 
prosperity  which  lie  ahead. 

Concentration  Plans 

"Concentration  is  a  necessary 
step.  Most  of  our  civilian  indus- 

tries cannot  expect  to  operate  at 
anything  resembling  their  normal 
peace-time  capacity.  In  many  cases 
the  operating  level  will  be  so  low 
that  if  all  of  the  units  in  the  in- 

dustry were  kept  in  operation,  no 
one  could  operate  at  a  profit;  at 
the  same  time,  there  would  be  an 
immense  waste  of  factory  capacity 
and  man-power,  and  waste  of  that 
kind  is  the  one  thing  above  all 
others  which  we  cannot  tolerate 
in  an  all-out  war  economy. 
"When  you  start  concentrating 

an  industry  into  a  few  factories, 
you  face  many  problems.  There  is 
the  problem  of  preserving  the  deal- 

ers, for  in  many  instances  the  deal- 
ers play  an  important  part  in 

keeping  the  products  in  repair. 
There  is  the  problem  of  what  to 
do  with  the  plants  that  are  closed 
down,  and  the  problem  of  the  dis- 

tribution of  profits.  The  solution 
of  all  these  lies  ahead  of  us.  It 
unfortunately  is  not  possible  at 
the  present  moment  to  give  you 
a  clear  blue-print  of  the  whole 
thing  so  that  every  manufacturer 
can  know  exactly  what  to  expect. 

"But  I  can  tell  you  this.  The 

job  won't  be  done  on  a  hit-or-miss 
basis,  and  it  won't  be  handled 
in  an  arbitrary  manner.  We  are 
preparing  a  complete  program  for 
the  production  of  civilian  goods  in 
American  during  the  coming  year. 
Industry  will  be  consulted  in  the 
formation  of  this  program.  Every 
effort  will  be  made  to  get  a  well- 
rounded  opinion  before  we  act.  And 
as  concentration  programs  grow 
out  of  this  over-all  civilian  pro- 

gram, the  industries  concerned  will 
again  be  consulted  and  we  will  do 
everything  well-intentioned  men 
can  do  to  evolve  programs  that  are 
fair  and  equitable. 

Bright  Spots 

"I  won't  pretend  that  this  makes 
a  bright  picture  for  the  individual 
business  man.  But  I  insist  that  the 
picture  is  not  wholly  black,  either. 
I  see  no  reason  why  any  man 
should  assume,  now,  that  no  scope 
is  going  to  be  left  for  the  free 
exercise  of  his  talents:  I  see  no 
reason  to  assume  that  the  field  is 
going  to  tighten  up  so  much  that 
advertising  will  not  still  have  an 

important  job  to  do  in  the  distri- bution of  goods. 

"For  advertising,  I  must  repeat, 

is  an  essential  part  of  our  com- 
munications system.  We  dare  not 

destroy  or  cripple  that  communi- 
cations system  in  war  time,  and 

we  have  no  remotest  desire  to  do 
so.  Indeed,  precisely  because  some 

(Continued  on  page  62) 

NAB  Looks  for  New  Quarters 

As  U.  S.  Leases  Present  Site 
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Radio-Radar  Unit  Dr.  Miller  McClintock  Chosen 

WPB  "sCSu^e  ̂ i***^  ̂ ^^^  President  of  Mutual Old  Branch  jNom*  Full  Division 
On  Level  ̂ -ith  Aircraft  Etc. 
RADIO  and  radar  take  on  new 

importance  in  the  V.'PB  function- al structure  as  a  result  of  the  re- 
organization ordered  Nov.  11, 

which  promoted  the  old  Radio  and 
Radar  Branch  to  a  di\nsion  on  the 
level  with  aircraft,  shipping  and 
rubber,  with  authority  to  report 
directly  to  Charles  E.  Wilson, 
WPB  vice-chairman. 
With  the  exception  of  radio, 

shipping,  rubber  and  aircraft,  all 
other  industries  are  combined  as 
sections  of  five  new  commodity  di- 

visions, all  under  Ernest  Kanzler, 
chief  of  the  reorganized  industry 
branch  setup,  and  Ferdinand  Eber- 
stadt,  WPB  program  vice-chair- 

man, who  has  been  newly  named 
director  general  for  operations. 

Structure  of  the  radio  and  radar 
group  remains  virtually  un- 

changed, with  Ray  C.  Ellis,  for- 
merly deputy  director  in  charge 

of  the  branch,  now  a  full  division 
director,  and  each  of  the  former 
section  chiefs  now  a  branch  chief. 
Radio  and  radar  branch  chiefs  are: 
Frank  H.  Mcintosh,  civilian  radio 
branch;  Marvin  Hobbs,  special 
electronics  applications  and  radio 
&  radar  receivers  and  transmit- 

ters; Lt.  W.  A.  Gray,  vacuum 
tubes;  S.  K,  Wolf,  radio  and  radar 
components ;  Milton  Lowenstein, 
critical  materials;  Mji-on  Whitney, 
plant  facilities  and  schedules. 

F.  S.  Boland  replaces  Frank  S. 
Horning  as  chief  of  priorities,  and 
Mr.  Horning  takes  charge  of  the 
Field  Branch,  formerly  the  indus- 

trial section. 
While  the  new  Radio  and  Radar 

Division  reports  directly  to  Mr. 
Wilson,  thus  simplif  jing  and 
speeding  up  its  activities,  for  ad- 

ministrative purposes  it  ties  in 
with  Mr.  Eberstadt's  Office  of  Gen- 

eral Operations. 

APPOIXTMEXT  of  Dr.  Miller  Mc- 
Clintock, executive  director  of  the 

Advertising  Council  since  its  in- 
ception last  ■winter,  as  first  salaried 

president  of  the  Mutual  Broad- 
casting System  has  been  announced 

by  W.  E.  Macfarlane,  business 
manager  of  the  Chicago  Tribune, 
one  of  the  founders  of  Mutual  and 

president  since  the  network's  in- 
ception in  1934.  Mr.  Facfarlane 

will  continue  as  chairman  of  Mu- 
tual's  executive  committee.  Alfred 
J.  McCosker,  president  of  WOR, 
New  York,  continues  as  chairman 
of  the  board  of  directors,  and  Fred 
Weber  continues  as  general  man- 

ager of  the  network.  It  is  reported 
without  verification,  however,  that 
Mr.  Weber  may  shortly  join  the 
armed  forces. 

Stockholders  Approve 

Announcement  of  the  appoint- 
ment was  made  by  Mr.  Macfarlane 

following  a  vote  of  unanimous  ap- 
proval by  the  Mutual  stockholders. 

The  great  increase  in  the  number 
of  MBS  stations  and  in  the  volume 
of  programs  necessitates  a  paid 
president  who  can  devote  fulltime 
to  the  administration  of  Mutual 
activities,  the  announcement 
stated. 

Dr.  McClintock  is  48  years  old 
and  a  native  of  Nebraska.  A 
graduate  of  Leland  Stanford  U 
and  possessor  of  a  Doctor  of  Phil- 

osophy degree  from  Harvard,  he 
has  served  as  director  of  the  Bu- 

reau of  Street  Traffic  Research,  as 
executive  head  of  the  Traffic  Audit 
Bureau  and  as  technical  director  of 

the  Advertising  Research  Founda- 
tion, where  he  supervised  the  in- 

auguration of  the  continuing  study 
of  newspaper  readership. 

He  will  take  over  his  new  duties 
at  Mutual  in  the  near  future,  as 
soon  as  a  successor  has  been  ap- 

pointed as  executive  director  of  the 

DR.  McClintock 

Advertising  Council,  which  last 
week  relieved  Dr.  McClintock  of 
the  duties  of  that  post,  at  the  same 
time  electing  him  president  of  the 
Council. 

Col.  Stoopnagle  Sponsored 
SCHUTTER  CANDY  Co.,  Chicago 
(Bit-o-Honey  candy  bars),  on  Jan. 
10,  1943,  will  start  a  weekly  quar- 

ter-hour starring  Colonel  Stoop- 
nagle, the  comedian,  on  40  CBS 

stations.  Exact  nature  of  the  show's 
format  has  not  been  announced, 
but  it  will  be  heard  Sundays,  1:45- 
2  p.m.  Agency  is  Roche,  Williams 
&  Cunnyngham,  Chicago. 

Overnight  Sponsors 
AN  INNOVATION  in  time-signal 
sponsorship  is  claimed  by  WJR, 
Detroit,  which  recently  went  to  24- 
hour  operation.  Bulova  Watch  Co., 
already  using  18  time  signals  daily 
on  WJR,  has  purchased  them  also 
everv  hour  from  midnight  to  5  a.m. 
WJR  also  has  sold  12:.30-12:45 
a.m.  to  United  Aircraft  Training. 

tnoto  courtesy  J:,tectronic  Industries. 

EXECUTIVES  OF  THE  WPB  Radio  &  Radar  Division  are  (standing,  1  to  r) :  Marvin  Hobbs,  chief,  special 
electronic  applications  and  radio  &  radar  receiver  and  transmitter  branches;  Myron  E.  Whitney,  chief, 
plant  facilities  &  schedule  branch;  Gerald  E.  Miller,  staff  assistant;  Frank  H.  Mcintosh,  chief,  civilian 
radio  branch;  Sidney  K.  Wolf,  chief,  radio  &  radar  components  branch;  Frank  S.  Horning,  chief,  field 
branch;  seated  (1  to  r)  :  Milton  J.  Lowenstein,  chief,  critical  materials  branch;  Lt.  William  A.  Gray, 
chief,  vacuum  tubes;  John  S.  Timmons,  assistant  to  the  director;  Ray  C.  Ellis,  director  of  the  division. 
F.  S.  Boland,  chief  of  priorities,  is  missing  from  the  group. 

AFM  Local  Signs 

In  Detroit  Dispute 

Pact  Grants  Pay  Rise,  Shorter 

Hours,  But  No  New  Jobs 

THE  DISPUTE  between  the 
Detroit  Federation  of  Musicians 
and  the  three  Detroit  stations — 
WXYZ,  WJR  and  WW.J— was  of- 

ficially settled  last  Fridav  at  5 
p.m.  when  the  board  of  directors 
of  the  AFM  Local  5  accented  the 
compromise  proposals  of  the  three 
stations.  The  new  contracts  with 
the  three  stations  provide: 

1.  Reduction  of  hours  from  18 
to  16%  a  week. 

2.  Increase  in  wages  from  |68  to 

§75  a  week. 
3.  Fifty-two  weeks  of  employ- ment. 

4.  Two  weeks  vacation  with  pay. 

5.  Number  of  musicians  em- 
ployed on  the  three  stations  to 

remain  at  status  quo. 

No  New  Jobs 

Negotiations  were  deadlocked 
for  the  last  two  weeks  on  the  last 
provision.  Although  WWJ  and 
WJR  were  using  21  men  and 
WXYZ  17,  the  union  had  asked 
for  a  straight  21-man  minimum, 
but  accepted  the  compromise  pro- 

posal for  the  retention  of  the  pres- 
ent number  of  musicians  on  the 

three  stations.  Jack  Ferentz,  presi- 
dent of  the  local,  said  that  he  felt 

the  new  contracts  represented  an 
equitable  adjustment  by  both  sides. 
The  Michigan  State  Mediation 

Board  acted  as  mediator  in  most 
of  the  negotiations.  The  contract 
must  be  submitted  to  the  War 
Labor  Board,  which  certifies  pay 
raises  under  the  stabilization  order. 

Lambert's  Tests 
LAMBERT  PHARMACAL  Co.,  St. 

Louis,  is  testing  an  anti-acid  stom- 
ach tablet  formerly  called  Milk-o- 

Mag  with  33  one-minute  announce- 
ments and  a  ouarter-hour  program 

weeklv  on  WFBM,  Chicago,  and 
WIRE,  Indianapolis.  Expansion 
into  other  markets  will  probably 
be  made  as  a  result  of  the  test, 
which  is  reported  to  be  successful. 
Current  contracts  expire  Dec.  21. 
Agency  is  Ruthrauff  &  Ryan,  Chi- cago. 

Harder  Joins  Army 

GEORGE  A.  HARDER,  advertis- 
ing and  publicity  manager  of  West- 

inghouse  Radio  Stations  Inc.,  has 
reported  to  Edgewood  Arsenal, 
Edgewood,  Md.,  as  a  captain  in  the 
Army  Chemical  Warfare  Service. 
A  veteran  of  the  St.  Mihiel  and 
Muese-Argonne  offensives  of  the 
last  war,  Mr.  Harder  joined  radio 
in  1927,  and  was  with  WBZ-WBZA, 
Boston-Springfield,  until  1940  when 
he  took  over  the  advertising  and 
publicity  post  with  Westinghouse 
stations  at  their  Philadelphia  head- 

quarters. 
KICD.  Speueer,  Iowa,  has  appointed 
Hal  Holmau  Co.,  Chicago,  as  na- 

tional representatives. 
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The  first  CAB  report  on  the  new  continuous  recall  basis  shows 

that  one  network,  NBC,  not  orily  carries  8  out  of  the  first  10, 

16  out  of  the  first  20,  but  32  out  of  the  top  50  programs  on  the  air! 

This  record  is  especially  significant  when  you  consider  that 

the  prograiii-builders  have  not  just  two,  but  four,  national 

networks  to  choose  from.  It  goes  a  long  way,  too,  toward 

explaining  why  NBC  is  today,  as  it  always  has  been. 

THE  NETWORK  MOST  PEOPLE  LISTEN  TO  MOST 



Shortwave  Outlets  Geared  for  African  Push 

Workl-WideStation 

Taken  Over  on 

BWC  Order 

QUIETLY  and  without  any  pub- 
licity until  after  the  North  African 

invasion  had  gotten  under  way, 
the  Office  of  War  Information,  un- 

able to  reach  an  agreement  with 
World-Wide  Broadcasting  Corp. 
over  terms  of  the  leasing  of  its 
three  international  shortwave 
broadcasting  stations  in  Boston 
(WRUL,  WRUS,  WRUW),  took 
over  those  stations  on  Nov.  5  under 
a  special  order  issued  by  the  Board 
of  War  Communications. 
The  stations  were  immediately 

integrated  into  the  hookups  of  the 
other  11  privately  owned  stations 
whose  programming  had  earlier 
been  taken  over  under  leases  call- 

ing for  cost  reimbursement  until 
after  the  war  [BROADCASTING,  Nov. 

2,  9].  World-Wide's  setup  was  at 
once  employed  to  prepare  for  the 
African  propaganda  campaign, 
and  is  now  being  so  used  under  the 
OWI-Rockefeller  Committee  plan 
of  time-leasing. 

Secret  Orders 

When  the  higher  OWI  officials 
were  secretly  informed  that  all 
stations  must  stand  by  for  the 
radio  phase  of  the  big  American 
push  in  North  Africa,  they  secured 
the  order  from  WCB  and  sent  Roy 
Corderman,  chief  of  the  facilities 
section  of  Robert  Sherwood's  Over- 

seas Operation  Division,  to  Boston 
to  take  over.  He  took  possession  at 
3:30  p.m.  Nov.  5,  technically 
closing  down  the  station  but  act- 

ually turning  it  over  to  the  new 
governmental  setup.  He  was  said 
to  have  given  notice  that  all 
World-Wide  personnel  would  be  re- 

tained, but  the  purpose  of  the 
summary  action  was  not  then  dis- 

closed— probably  because  it  was 
not  known  to  Corderman  himself. 

Not  until  Sunday  night,  Nov.  8, 
did  OWI  release  an  announcement 
in  the  name  of  Elmer  Davis,  OWI 
director,  and  James  Lawrence  Fly, 
FCC-BWC  chairman,  stating  only: 

"Because  of  the  need  of  having 
all  shortwave  facilities  available 
to  the  Government  before  offensive 
action  by  American  troops  started 
in  the  European  theater,  the  War 
Communications  Board  on  Thurs- 

day of  last  week  took  possession  of 
Station  WRUL,  Boston,  and  made 
those  facilities  available  to  the 
Office  of  War  Information.  Fair 
compensation  for  use  of  these  facil- 

ities will  be  determined  in  accord- 
ance with  the  statutory  provisions 

which  provide  for  government  use 
of  such  facilities." 

President's  Recording 
Except  for  Mr.  Davis,  Mr.  Sher- 

wood and  Milton  Eisenhower,  as- 
sociate director  of  OWI  and  a 

brother  of  Maj.  Gen.  Dwight  Eisen- 
hower, it  is  believed  that  no  one  in 

OWI  had  been  told  beforehand 
about  the  African  invasion.  Presi- 

dent Roosevelt's  transcribed  mes- 
sage, in  French,  which  went  out 

over  all  stations  and  was  many 
times  repeated,  had  been  recorded 
some  time  before  by  a  military 
technician.  Admiral  William  D. 

Leahy,  the  President's  chief  of 
staff,  took  personal  charge  of  the 
recording,  keeping  copies  here  for 
release  at  the  propitious  time  and 
dispatching  a  courier  to  London — 
and  probably  others  to  other  points 
— with  copies  for  broadcasts  over 
all  United  Nations  wavelengths  at 
the  signalled  hour. 

The  secret  was  thoroughly  kept. 

Great  Barrage 

Both  in  its  shortwave  broadcast- 
ing directly  from  this  country,  and 

in  its  radio  announcements  from 
portable  transmitters  landed  with 
the  troops  on  the  North  African 
shores,  the  OWI's  Overseas  Opera- 

tions Division  is  generally  accredit- 
ed with  having  performed  a  mag- 

nificently successful  feat  of  radio 
coverage,  and  ever  since  the  land- 

ings it  has  been  on  the  air  almost 
constantly  with  news  broadcast  in 
more  than  a  score  of  languages. 
OWI  stated  last  Thursday  that  its 
shortwave  broadcasts  of  American 

news  are  "finding  a  tremendous 
audience  in  Europe  and  Africa." 
To  prove  this  assertion,  it  quoted 
enemy  broadcasts  warning  Euro- 

pean and  African  people  not  to 
heed  United  Nations  news  reports. 

All  of  this  country's  14  short- 
wave stations,  along  with  some 

additional  radio  telephone  trans- 
mitters taken  over  from  communi- 

SO  WELL  GEARED  after  more 
than  three  years  of  training  to 
handle  spectacular  news  as  it  de- 

velops in  World  War  II,  American 
radio  was  able  to  take  in  its  stride 
the  news  of  the  North  African  in- 

vasion by  the  Allies  Nov.  7,  giving 
the  American  people  immediate 
and  factual  reports  of  the  action, 
as  well  as  speeding  the  news 
throughout  the  world  via  short- wave. 

On  a  basis  very  different  from 
the  first  years  of  the  war,  the  net- 

works did  not  cancel  any  of  their 
commercial  programs  to  carry  spe- 

cial programs  on  the  invasion,  and 
only  interrupted  five  commercial 
shows  Saturday  night  when  the 
news  first  broke.  Regular  news 
roundups  were  filled  with  reports 
from  network  correspondents  at 
different  points  around  the  world, 
already  organized  to  report  on 
emergencies. 

As  soon  as  the  "go-ahead  sig- 
nal" was  given  by  Washington,  the 

major  networks  came  on  the  air 

cations  companies,  went  into  action 
at  8:57  p.m.  Saturday  night  (Nov. 
7)  to  broadcast  to  the  world, 
"Stand  by  for  important  announce- ments from  the  United  States  of 

America."  Then,  beamed  to  all 
parts  of  the  globe,  came  the  re- 

corded speech  of  President  Roose- 
velt in  French,  the  announcement 

from  the  White  House  concerning 
the  landings  and  the  statement  of 
Gen.  Eisenhower. 

First  transmissions  were  in  Eng- 
lish, French,  Spanish,  Italian  and 

Portuguese.  Soon  other  languages 
were  added  and  all  stations  went  on 
the  air  on  a  22-hour  schedule,  giv- 

ing the  news  of  military  activities 
and  the  objectives  of  the  United 
States. 

Enemy  Surprised 

Apparently  the  Axis  was  taken 
by  surprise  by  this  shortwave  bar- 

rage, because  the  enemy  was  not 
prepared  to  jam  the  transmissions 
effectively.  Reception  conditions, 
which  had  been  bad  earlier,  turned 
good  over  the  weekend. 

It  was  stated  that  OWI  had  rep- 
resentatives with  the  armed  forces, 

using  portable  transmitters  at  first 
and  then  more  substantial  fixed 
stations — all  set  up  by  the  Army 
Signal  Corps  and  all  presumably 
being  fed  from  OWI's  New  York 
studios  as  well  as  from  Gen.  Eisen- 

hower's secret  headquarters.  Sealed directives  were  said  to  have  been 
handed  to  the  OWI  field  represen- 

tatives before  they  left  for  their 
unknown  destinations.  OWI's broadcasters  with  the  armed  forces, 
however,  were  allowed  to  improvise 
their   own  announcements  within 

with  short  bulletins  on  the  Allied 
offensive  in  North  Africa.  CBS  cut 
in  on  the  Lucky  Strike  Hit  Parade 
program  from  9:02-9:05  p.m.  with 
its  bulletin,  while  NBC  interrupted 
the  National  Barn  Dance  show, 
sponsored  by  Miles  Labs,  for  Alka- 
Seltzer,  at  9:26  p.m. 

The  BLUE  announced  the  news 
at  9:30  p.m.  and  at  9:55  p.m.  at 
the  beginning  and  end  of  Coca 
Cola's  Spotlight  Bands  show,  and 
NBC  again  interrupted  a  commer- 

cial show  at  9:40  p.m.  when  it  pre- 
sented George  Putnam  reading  an 

English  translation  of  President 
Roosevelt's  French  address  during 
the  Can  You  Top  This?  show,  spon- 

sored by  Colgate-Palmolive-Peet Co. 

CBS  followed  up  its  initial  bulle- 
tin with  further  details  at  9:45 

p.m.,  cutting  off  a  little  over  two 
minutes  of  the  Pet  Milk  Co.  Satur- 

day Night  Serenade.  All  three  net- 
works reported  that  full  rebates 

(Continued  on  page  58) 

the  framework  of  the  directives. 
American  troops,  of  course,  can 

be  presumed  to  have  taken  over 
broadcasting  stations  in  the  occu- 

pied territory  which  were  not  de- stroyed. 

So  elated  were  military  and  OWI 
officials  in  Washington  over  the  ap- 

parent success  of  their  "psychologi- 
cal barrage"  via  radio,  as  well  as 

via  other  means  of  communications, 
such  as  wire  networks  and  leaflet 
barrages,  that  it  was  indicated  this 
phase  of  the  campaign  contributed 
notably  to  the  quick  termination  of 
resistance  of  the  French  in  Mor- 
roco  and  Algeria. 

*      *  * 

World-Wide's  failure  to  turn 
over  its  stations  to  the  Govern- 

ment concurrently  with  the  coun- 
try's other  shortwave  facilities, 

in  the  disagreement  over  program 
policy,  ended  abruptly  when  the 
Government  took  over  the  trans- 

mitters on  Nov.  5,  since  which  date 
World-Wide  has  been  operating  the 
stations  for  the  Government  but 
without  the  responsibility  of  pro- 

gramming them.  Mr.  Lemmon  and 
his  associates  had  previously  con- 

tended that  World-Wide's  unique 
program  structure  had  proved  it- self too  valuable  to  be  discarded, 
whereas  the  Office  of  War  Informa- 

tion insisted  on  complete  program autonomy. 

'Order  of  Closure' 

The  formal  "order  of  closure" 
of  the  BWC  against  the  three 
World-Wide  stations,  issued  by 
BWC  as  Order  No.  24,  bears  the 
signature  of  FCC-BWC  Chairman 
James  Lawrence  Fly  and  is  at- 

tested by  Herbert  E.  Gaston,  As- sistant Secretary  of  the  Treasury 
who  is  BWC  secretary.  Its  full 
text  follows: 

Whereas,  The  Board  of  War  Com- munications has  determined  that  the 
national  security  and  defense  and  the 
successful  conduct  of  the  war  demand 
that  the  operation  of  International Radio  Broadcast  Stations  WRUL, 
WRUS  and  WRUW  shaU  be  subject 
to  control  by  the  Government  of  the United  States; 

Now  therefore,  by  virtue  of  the 
authority  vested  in  the  Board ; 

It  is  hereby  ordered.  That  Inter- national Radio  Broadcast  Stations 
WRUL,  WRUS,  and  WRUW  be,  and 
they  are  hereby  designated  for  closure 
and,  effective  immediately,  are  hereby 
closed ; 

It  is  further  ordered,  that  notwith- 
standing the  provisions  of  the  para- 

graph immediately  preceding,  effec- tive immediately,  the  OfBce  of  War 
Information,  on  behalf  of  the  United 
States  of  America,  be,  and  it  hereby 
is  authorized  to  use  and  control  the 
said  international  radio  broadcast  sta- 

tions and  any  or  all  of  their  appar- 
atus and  equipment  in  accordance  with 

the  terms  of  Executive  Order  8964 
of  Dec.  10,  1941,  and  the  Federal 
Communications  Act  of  1934,  as 
amended,  all  in  such  manner  and  upon 
such  further  terms  as  the  Director 
of  the  Office  of  War  Information 
may  deem  necessary  for  the  national 
security  and  defense  and  the  success- ful conduct  of  the  war. 

Subject  to  such  further  Order  as 
the  Board  may  deem  appropriate. 

Done  by  the  Board  in  Washington, 
D.  C.  at  3  :30  p.m.,  Eastern  War  Time, 
.November  4,  1942. 

Broadcast,  Shortwave  Bands 

Cover  AEF  Drive  Intensively 
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No.  1  station  with  local  advertisers, 

WSIX  offers  you  the  same  intensive  cov- 

erage that  it  delivers  for  Nashville  retailers  and  dis- 

tributors. 

Its  demonstrated  ability  to  pull  is  a  guide-post  to  the  agency  or  advertiser 

whose  campaign  must  get  results. 

Whether  for  a  test  run  or  as  part  of  a  general  schedule,  WSIX — 5,000  watts, 

day  and  night,  on  980  kc — offers  an  outstanding  *'buy" — a  key  station  covering  a  big 

market  now  at  the  peak  of  prosperity. 

Spot  Sales,  Inc.,  National  Representatives 

If 

980 

KILOCYCLES 

NASHVILLE,  TENN. 
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Dissolution  Is  Voted  by  ABA 

As  Lack  of  Interest  Is  Noted 

Shepard  Says  Survey  Revealed  Half  of  Stations 

Replying   Were    Dissatisfied   With  NAB 

AMERICAN  Broadcasters  Assn., 
temporarily  organized  in  Chicago 
seven  weeks  ago  as  a  trade  group 
horizontally  competitive  with  NAB, 
has  voted  to  disband  after  a  poll  of 
stations  indicated  a  disinterest  in 
setting  up  the  new  trade  group  on 
a  permanent  basis  with  paid  repre- 

sentation in  Washington. 
In  an  announcement  following 

the  one-day  meeting  in  Chicago  last 
Wednesday  of  the  temporary  board 
of  directors,  headed  by  John  Shep- 

ard 3d,  president  of  Yankee  Net- 
work and  temporary  president  of 

the  projected  association,  the  ABA 
stated,  "In  recent  weeks  the  ABA, 
in  a  frank  letter  to  all  stations, 
stated  its  position  and  in  a  ques- 

tionnaire attempted  to  elicit  clearly 
the  degree  to  which  the  thinking  of 
its  organizers  was  shared  by  all 
the  broadcasters." 

Half  of  Replies  Favorable 
From  the  replies,  it  was  said 

that  the  board  "cannot  infer  that 
the  majority  of  stations  are  dis- 

satisfied with  the  representation 
they  are  now  getting,  or  are  con- 

vinced of  the  seriousness  of  the 

situation." 
Although  the  response  was  "dis- 

appointing", 50%  of  the  stations 
who  replied  were  in  favor  of  set- 

ting up  the  permanent  organiza- 
tion, it  was  said. 

"We  have  shown,"  one  board 
member  said,  "that  there  was  wide- 

spread dissatisfaction  with  the 
NAB.  This  dissatisfaction  probably 
represents  a  minority  in  the  indus- 

try, but  a  minority  that  should  be 
heard.  The  ABA  in  its  short  seven 
weeks  existence,  if  nothing  else,  we 
feel  has  served  to  emphasize  that 
all-important  fact." 
The  dissolution  of  the  ABA 

closes  a  chapter  in  industry  trade 
relations  that  started  with  the  for- 

mation of  the  Broadcasters  Victory 
Council  last  January  to  act  as  all- 
industry  wartime  liaison  with  gov- 

ernmental departments.  The  indus- 
try trade  associations — NAB,  Na- 

tional Independent  Broadcasters, 
Network  Affiliates  Inc.,  FM  Broad- 

casters Inc.  and  Clear  Channel 
Broadcasting  Service — were  repre- 

sented on  the  Council,  which  was 
headquartered  in  Washington. 

Dissatisfaction  by  a  majority  of 
the  BVC  with  Washington  repre- 

sentation of  the  NAB  and  with 
President  Neville  Miller  was  cli- 

maxed with  the  organization  of  the 
ABA  last  Sept.  25,  when  both  the 
NAB  board  of  directors  and  the 
BVC  met  simultaneously  in  Chi- 

cago. When  negotiations  were  not 
initiated  to  compose  differences,  the 
BVC  group  announced  organiza- 

tion of  the  ABA  and  the  dissolu- 
tion of  the  BVC. 

Organizational  plans,  however, 
were  withheld  until  the  NAB  spe- 

cial board  session  of  Oct.  13-14, 
convened  to  vote  on  the  retention 
or  ouster  of  President  Miller.  When 

Pij'esident  Miller  was  given  a  2-to-l 
vote  of  confidence,  the  ABA,  over 
the  signature  of  nine  founders  and 
directors,  circularized  all  stations 
on  whether  they  were  interested  in 
making  the  ABA  permanent. 

Six  Directors  Present 

Present  at  the  ABA  dissolution 
meeting  were  six  of  the  nine  di- 

rectors— Mr.  Shepard;  Walter  J. 
Damm,  WTMJ,  Milwaukee;  Harry 
Bannister,  WWJ,  Detroit;  Stanley 
E.  Hubbard,  KSTP,  St.  Paul;  Eu- 

gene Pulliam,  WIRE,  Indianapolis; 
James  D.  Shouse,  WLW,  Cincin- 
nati. 

Ed  Craney,  KGIR,  Butte;  0.  L. 
(Ted)  Taylor,  KGNC,  Amarillo, 
and  the  Taylor-Howe-Snowden 
group  of  stations  in  Texas;  and 

Ellsworth  to  Congress 
OREGON  will  send  a  practical 
broadcaster-publisher  to  the  78th 
Congress  when  it  convenes  next 
Jan.  3,  according  to  word  received 
here  last  week.  He  is  Harris  Ells- 

worth, publisher  of  the  Roseburg 
News-Review,  which  operates 
KRNR,  local  outlet  in  that  com- 

munity which  he  helped  found.  Mr. 
Ellsworth,  in  addition  to  managing 
the  daily  newspaper,  also  is  25% 
stockholder  in  the  station.  He  is  a 
Republican  and  was  elected  by  an 
overwhelming  majority  from  the 
newly  created  4th  Oregon  district. 

George  Storer,  Fort  Industry  Co. 
group,  were  absent. 

The  ABA  formal  statement  is- 
sued after  the  meeting  follows: 

ABA  Statement 

"The  organizers  and  directors  of 
the  American  Broadcasters  Assn. 
comprise  a  group  of  independent 
broadcasters  who  have  seriously 
been  concerned  with  the  necessity 
for  a  strong  and  forceful  represen- 

tation in  Washington.  They  have 
been  genuinely  concerned  with  the 
type  of  representation  which  has 
been  available  in  the  present  trade 
association  to  the  extent  that  they 
have  individually  and  collectively 
given  both  their  time  and  financial 
support  to  provide  a  proper  vehicle 

Debut  of  the  New  'Crosley  Square' 

WHEN  stone  cutters  inscribed  the 

words  "Crosley  Square"  on  the 
facade  of  what  formerly  was  the 
"Elk's  Temple",  many  of  the  plans 
to  take  over  the  large  six-story 
stone  building  by  the  WLW-WSAI 
broadcasting  organizations  had  to 
be  revised. 

According  to  James  D.  Shouse, 
Crosley  Corp.  vice-president  in 
charge  of  broadcasting  (center), 
announcement  of  the  structure's 
new  name  was  to  coincide  with  the 
official  opening  and  dedication  of 
the  premises  in  January. 

But  the  men  on  the  scaffold  and 
an  alert  reporter  combined  to  make 
the  "Crosley  Square"  identification 
public  property.  Mr.  Shouse  there- 

upon announced  that  the  revamped 
Lodge  No.  5  of  the  Benevolent  Pro- 

tective Order  of  Elks  would  hence- 
forth be  known  as  Crosley  Square. 

During  christening  ceremonies, 
Mr.  Shouse  announced  the  joint 
winners  of  the  stationwide  contest 
which  had  been  conducted  by  the 
building  committee  to  find  an  ap- 

propriate name  for  the  WLW- WSAI  downtown  quarters.  They 
are  staff  announcers  Bob  Freed 
(left)  and  John  Cornell  (right), 
each  of  whom  received  the  contest 
award  of  a  $25  War  Bond  from 
Mr.  Shouse. 
A  further  note  of  significance 

incident  to  adopting  Crosley  Square 
for  all  future  references  to  the 
WLW-WSAI  place  of  operation, 
Shouse  announced  a  change  in  the 

wording  of  WLW's  station  identifi- cation. 

In  the  future  it  will  read  "This 
is  WLW,  the  Nation's  Station, 
Crosley  Square,  Cincinnati." 

through  which  the  independent  re- 
sponsible broadcaster  might  best 

serve  the  Government  during  the 
war  and  through  which  the  Gov- 

ernment might  best  be  informed  of 
the  proper  problems  with  which  the 
broadcaster  is  becoming  increas- 

ingly confronted. 
"The  directors  of  the  NAB  have 

been  consistently  informed  from 
time  to  time  of  the  dissatisfaction 
with  the  representation  provided 
through  the  NAB  on  the  principle 
that  even  in  a  democracy  a  mi- 

nority has  an  inalienable  right  to 
become  voluble. 

"In  recent  weeks  the  American 
Broadcasters  Assn.  in  a  frank  let- 

ter to  all  stations  stated  its  posi- 
tion and  in  a  questionnaire  at- 

tempted to  elicit  clearly  the  degree 
to  which  the  thinking  of  its  organ- 

izers was  shared  by  all  of  the 
broadcasters.  The  response,  in  the 
opinion  of  the  ABA  board,  was  not 
conclusive  and  the  board  cannot  in- 

fer from  the  replies  that  a  ma- 
jority of  the  responsible  stations 

are  either  convinced  of  the  serious- 
ness of  the  situation  or  are  dis- 

satisfied with  the  representation 
the  industry  is  getting. 

"The  ABA  has  never  attempted 
to  disrupt  the  broadcasting  indus- 

try. It  has,  the  directors  felt, 
served  its  purpose  by  providing  a 
means  through  which  the  attention 
of  the  broadcasters  could  be  focused 
on  what,  with  conviction,  the  di- 

rectors felt  to  be  a  vital  problem. 
"In  view  of  these  conclusions, 

the  directors  voted  to  discontinue 
the  organization.  The  board  deeply 
appreciates  the  cooperation  of  the 
many  stations  whose  words  of  en- 

couragement made  a  difficult  task 

less  difficult." 

AFA  Elects  Radiomen 

WILLARD  EGOLF,  vice-president 
of  the  Advertising  Federation  of 
America  and  commercial  manager 
of  KVOO,  Tulsa,  was  elected  dis- 

trict governor  of  the  AFA  Tenth 
District  at  a  meeting  in  Dallas, 
last  week.  Mr.  Egolf  succeeds  Les 
Harris,  of  Dallas.  Recognition  of 
restrictions  by  war  regulations  and 
an  all-out  effort  to  support  the  war 
production  program  were  pledged 
by  the  group.  Included  among  other 
directors  elected  at  the  meeting 
were :  James  W.  Pate,  KGKO,  Fort 
Worth;  Gene  Roth,  KONO,  San 
Antonio;  Clark  Luther,  KFH, 
Wichita. 

Omega  Oil  Spots 
OMEGA  CHEMICAL  Co.,  Jersey 

City,  is  using  spot  radio  in  addi- 
tion to  newspaper  and  farm  maga- zines to  advertise  Omega  Oil,  a 

liniment,  in  its  largest  campaign 

in  a  number  of  years.  Firm  is  run- 
ning three  quarter-hour  Musical 

Clock  programs  weekly  on  WGR, 
Buffalo,  and  five-minute  musical 
programs  six-times  weekly  on 
WFBL,  Baltimore;  also  live  an- nouncements six  times  weekly  on 
KGKO,  Dallas,  and  KMBC,  Kansas 
City.  Campaign  started  Oct.  19  and 
continues  through  April  of  next 
year.  Cecil  &  Presbrey,  New  York, 
handles  the  account. 
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AIMING  AT  THE 

GREAT  BOSTON  MARKET? 

All  the  new  signs  point  to  WBZ 

METROPOLITAN  MARKET:  3,000,000  people,  97%  of  whose  homes  have 
radios  that  can  tune  WBZ. 

REGIONAL  MARKET:  82%  of  all  New  England  is  in  WBZ's  Primary  area 
— nearly  two  million  homes. 

PROSPERITY:  Textile,  manufacturing,  ship  building — New  England  enter- 
prise has  passed  capacity  and  is  still  expanding. 

50,000  WATTS:  Radio's  top  power,  further  intensified  by  directing  all  signal 
towards  land. 

SALT  WATER  TAKE-OFF:  New  England's  only  station  with  a  clear 
approach  over  salt  water,  radio's  most  efficient  path.  No  interference. 

NETWORK  LEADERSHIP:  NBC  programs  corral  the  hsteners  for  nation- 
wide favorites  throughout  network  hours. 

LOCAL  POPULARITY:  WBZ  is  a  forceful  worker  in  all  war  efforts.  It  has 

built  leading  sports,  housekeeping,  and  news  programs. 

ADVERTISING  LEADERSHIP:  A  steadily  growing  list  of  top-notch 
national,  regional,  spot  and  local  sponsors  proves  its  worth  to  you. 

For  a  full  resume  of  the  facts  behind  WBZ's  value  to 

you,  write  for  a  copy  of  "Check  List  for  Advertisers". 

WESTINKHOUSE  RADIO  STATIONS  Inc 

wowo    •    WGL    •    WBZ    •    WBZA    •    KYW    •  KDKA 

REPRESENTED     NATIONALLY     BY     NBC     SPOT  SALES 
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Local  Boards  Advise  on  Wages,  Hours 

Government  Units  Make 

Progress  in  Aiding 

Employers 

OPERATION  of  the  wage  and  sal- 
ary stabilization  program  was  un- 
der way  last  week,  with  more  than 

100  offices  of  the  Labor  Dept.'s 
Wage  &  Hour  Division  through- 

out the  country  open  to  advise  em- 
ployers on  proper  procedure  under 

the  national  cost-of-living  freeze 
program. 

Machinery  for  handling  wage 
adjustments  already  had  been  set 
up  by  the  War  Labor  Board,  which 
will  open  its  ten  regional  offices 
Monday  (Nov.  16)  in  Boston,  New 
York,  Philadelphia,  Atlanta,  Dal- 

las, Chicago,  Kansas  City,  Cleve- 
land, Denver,  San  Francisco.  The 

Treasury,  which  will  rule  salaries 
of  executives  and  professional  peo- 

ple, is  expected  to  outline  its  plans 
this  week. 

Sept.  15  Freeze 
On  the  basis  of  War  Labor 

Board  regulations  outlined  to  the 
press  Nov.  6,  salaries  of  the  ma- 

jority of  the  nation's  workers  will 
be  frozen  at  the  level  of  Sept.  15, 
1942,  though  exceptions  in  the  Act 
make  adjustments  in  many  individ- 

ual cases  relatively  easy. 
In  five  particular  instances,  all 

involving  employment  under  a  reg- 
ular promotion  system,  or  merit 

increases,  no  recourse  to  a  Gov- 
ernment agency  is  required.  In 

other  cases,  permission  must  be  ob- 
tained for  raises  from  the  Treas- 

ury in  cases  of  employes  who  come 
under  Wage  &  Hour  law  defini- 

tions of  "professional,  executive 
and  administrative",  and  from  the 
WLB  for  other  employes. 

The  War  Labor  Board,  in  issu- 
ing its  plans  for  administering  the 

wage  stabilization,  made  clear  that 
it  intends  to  be  "pretty  damn 
tough".  Though  the  "Little  Steel" 
formula  will  be  used  in  deciding 
the  maximum  increases  permitted 
— a  wage  15%  above  that  paid  on 
Jan.  1,  1941 — the  board  said  that 
even  requests  for  this  increase  will 
have  to  be  justified  and  the  board 
"will  examine  carefully  each  claim 
for  exceptional  treatment  before 
approving  any  increase." 

A  level  15%  above  Jan.  1,  1941 
will  be  "a  terminal  point  for  gen- 

eral wage  increase",  the  board 
said,  one  member  adding  that  those 
who  have  already  attained  this 
wage  "might  just  as  well  not  waste 
time  applying  for  further  in- 
creases". 

Washington  was  not  yet  clear  on 

what  percentage  of  radio's  employ- 
es would  be  under  jurisdiction  of 

the  Treasury,  but  study  of  the 
Wage  &  Hour  definitions,  which 
decide  all  doubtful  cases  under  the 
order  of  Judge  James  F.  Byrnes, 
economic  stabilization  chief,  indi- 

cates that  employes  paid  less  than 
$50  a  week  will  probably  not  be 

HOW  WAGE  STABILIZATION  WORKS 

1.  All  organizations  employing  eight  persons  or  less  are  exempt 
from  the  order. 

2.  Upgrading  of  individuals  is  permitted  without  previous  approval 
of  any  government  agencies  in  cases  of  individual  promotions  or  re- 

classifications; individual  merit  increases  within  established  salary  rate 
ranges;  operation  of  an  established  plan  of  increases  based  on  length 
of  service;  increased  productivity  under  incentive  plans;  operation  of 
a  trainee  system. 

3.  Increases  for  executives,  supervisory  officials  and  professional 
people  under  Wage  &  Hour  Board  definitions  will  be  granted  only  with 
approval  of  the  Commissioner  of  Internal  Revenue.  This  permission  must 
be  sought  at  seven  field  offices  now  being  opened  in  New  York,  Chicago, 
Detroit,  Philadelphia,  San  Francisco,  Los  Angeles  and  Seattle. 

4.  All  other  employes  are  under  the  War  Labor  Board,  assisted  by 
the  field  offices  of  the  Department  of  Labor's  Wage  &  Hour  Division  and 
the  U.  S.  Conciliation  Service. 

More  than  100  offices  of  the  Department  of  Labor's  Wage  &  Hour 
Division  will  be  prepared  to  explain  the  proper  procedure  in  individual 
cases,  and  to  rule  whether  or  not  the  employes  involved  are  under 
jurisdiction  of  the  Treasury  or  under  the  War  Labor  Board.  Wage  & 
Hour  offices  will  have  authority  to  rule  whether  the  proposed  increases 
fall  into  the  classes  excepted  above,  and  can  be  granted  without  approval 
of  the  Board.  If  the  increase  must  be  approved  by  the  Board,  the  ap- 

plication will  then  go  to  the  nearest  of  ten  regional  offices — Boston, 
New  York,  Philadelphia,  Atlanta,  Dallas,  Kansas  City,  Cleveland,  Chi- 

cago, Denver,  San  Francisco— for  a  decision  which  in  most  cases  will 
be  final. 

considered  professional  or  admin- istrative. 
According  to  one  official  of  the 

Wage  &  Hour  office,  the  safest 
course  for  broadcasters  faced  with 
the  need  of  wage  adjustments  is 
to  present  their  problems  to  offi- 

cials at  the  nearest  field  office  of 
the  Wage  &  Hours  Division.  Wage 
&  Hour  administrators  have  been 
given  power  by  the  War  Labor 
Board  to  issue  official  opinions  on 
whether  the  proposed  increases 
need  be  ratified  by  the  WLB  re- 

gional office. 
The  Wage  &  Hour  field  offices, 

this  official  pointed  out,  are  pre- 
pared to  advise  employers  on 

whether  the  particular  case  comes 
under  the  Treasury  or  the  War 
Labor  Board,  since  these  officials 
are  familiar  with  the  Wage  & 
Hour  law  definitions  of  adminis- 

trative and  professional  people. 
They  will  also  supply  application 
forms  for  appeals  to  the  WLB, 
and  advise  on  filling  them  out. 

The  WLB  administration  of  the 
wage  freeze  involves  approval  of 
wage  adjustments  by  a  regional 
director.  Appeal  is  permitted  at 
the  regional  office  to  a  triparte 
panel  consisting  of  prominent  local 
citizens  serving  without  compensa- 

tion. Further  appeals  to  Washing- 
ton are  allowed. 

Treasury's  Field  Offices 
Officials  of  the  Bureau  of  In- 

ternal Revenue  were  still  studying 
the  setup  for  administration  of  the 
salary  freeze,  but  the  word  last 
week  is  that  the  program  will  be 
far  less  extensive  than  the  ma- 

chinery established  by  the  War 
Labor  Board.  The  Treasury  is 
opening  seven  field  offices  to  rule 
on  salary  increases,  and  expects  to 
complete  its  program  this  week. 
The  offices  will  be  in  New  York, 

Philadelphia,  Chicago,  Detroit, 
San  Francisco,  Los  Angeles,  and 
Seattle,  and  will  have  power  to 
issue  virtually  final  decisions. 

Application  of  the  Wage  & 
Hour  definitions  means  that  only 
top  studio  personnel  and  sales 
executives,  as  well  as  agency  peo- 

ple, will  come  under  the  Treasury. 
One  official  said  the  best  rule-of- 
thumb  test  is,  "If  he  works  under 
the  Wage  &  Hour  Act,  he  is  non- 

professional and  non-executive,  and 
will  be  regulated  by  the  WLB." A  second  test  is  the  salary  test, 
a  minimum  wage  of  $200  a  month 
being  considered  "the  best  single 
test  of  the  employer's  good  faith 
in  characterizing  the  employment 

as  of  a  professional  nature",  ac- 
cording to  the  Wage  &  Hour  ad- 

ministrators. 

Wage  &  Hour  definitions  of  pro- 
fessional people  require  that  their 

work  be  "predominately  original 
and  creative  in  character,"  a  group 
interpreted  as  including  musicians, 
conductors  and  soloists  as  well  as 
writers  who  supply  their  own  sub- 

jects. "The  requirement  would  al- so be  met,  generally  speaking,  by 
persons  holding  the  more  respon- 

sible and  better  paid  positions  in 
editorial  departments  of  newspa- 

pers and  advertising  agencies,"  the 
Wage  &  Hour  Division  has  said. 

Executives  and  administrators 
are  those  whose  primary  duty  is 
management  and  directing  other 
employes  and  who  exercise  discre- 

tionary power,  while  administra- 
tive people  are  those  whose  work 

involves  administration  under  only 
general  supervision. 

WBBM  AUGMENTING 

NEW  YORK  OFFICE 

CBS  Radio  Sales  has  augmented 
its  New  York  staff  to  provide 
wider  representation  in  New  York 
for  WBBM,  CBS  key  station  in 
Chicago.  Ernest  Shomo,  of  WBBM 

Mr.  Shomo Mr.  Sutton 

local  sales  and  Chicago  Radio  Sales, 
has  been  named  eastern  sales  man- 

ager of  the  station,  according  to  J. 
Kelly  Smith,  CBS  Radio  Sales  di- rector. Mr.  Shomo  will  divide  his 
time  between  New  York  and  Chi- cago. 

David  Sutton  has  been  trans- 
ferred from  the  Chicago  to  the  New 

York  staff  of  Radio  Sales  where 
he  will  represent  WBBM  exclu- 

sively. Ed  Furman  of  the  WBBM 
local  staff  has  been  appointed  Chi- 

cago sales  contact  and  liaison  on 
all  New  York  originated  accounts 
while  Rolf  Warner,  WBBM  mer- 

chandise manager,  will  continue  in 
charge  of  managing  eastern  ac- counts in  the  Chicago  area. 

COCA  COLA  DISCS 

STANDBY  ON  BLUE 
FOR  USE  in  emergencies  such  as 
line  failures.  Coca  Cola  Co.,  At- 

lanta, has  prepared  a  special  tran- 
scription of  a  typical  Spotlight 

Band  program  to  be  held  in  readi- 
ness at  WJZ,  New  York  key  of  the 

BLUE.  The  transcription,  featur- 
ing Xavier  Cugat's  Orchestra,  has 

been  approved  by  the  American 
Federation  of  Musicians  and  can 
be  fed  to  local  BLUE  affiliates  in 
case  the  usual  BLUE  broadcast  of 
the  series  cannot  be  carried  due  to 
some  technical  difficulty.  The  disc 
would  be  destroyed  after  one-time 
use,  in  accordance  with  the  AFM 
ban  on  transcriptions,  and  also 
because  the  company  would  not 
want  it  played  a  second  time. 
Agency  is  D'Arcy  Adv.  Co. Also  in  connection  with  its  BLUE 
Spotlight  Band  series,  Coca  Cola 
is  understood  to  be  considering  a 

plan  whereby  an  eight-man  or- chestra would  be  sent  overseas  to 
entertain  American  troops  as  well 
as  to  broadcast  programs  via  short- 

wave. Formation  of  this  "Over- 
seas Spotlight  Band"  is  still  at  an indefinite  stage,  and  permission 

would  have  to  be  received  from 
the  War  Dept.,  before  plans  could 
be  completed. 

For  official  Wage  &  Hour 
definitions,  see  page  52. 

Nursery  Campaign 

ALL  MAJOR  markets  from  New 
York  to  Texas  will  be  used  by 
Springhill  Nursery  Co.  Tipp  City, 
O.  (Bohlender  Nurseries),  which 
has  tripled  its  radio  budget  for 
1943.  Broadcasting  schedules  are 
as  yet  incomplete  but  the  company 
plans  to  use  a  large  list  of  sta- 

tions, with  Jan.  18  as  beginning 
date  for  a  campaign  in  central  and 
southwestern  markets.  Others  are 
to  start  Feb.  2  and  9.  Account  is 
handled  by  Leo  Boulette  Agency, 
Three  Rivers,  Mich. 

Page  18  •  November  16,  1942 BROADCASTING  •  Broadcast  Advertising 



station  B's  Survey
 [Stations  "listened  to^Most  ̂ ^stAT^k

 iia  —    

LINN  COUNTY 

DAYTIME 

WMT.... 
Station  B . 

.63.3% 

NIGHT  TIME 
WMT  

Station  B . . 

..32.3% 

...61.9% 

(Based  on  about  200  c
alls) 

TTERE  WE  WUZ,  playin'  the  game  and  mindin'  our  own  business,  when  ups  they 
come  with  a  haymaker  that  hit  below  the  belt.  Sure,  you've  seen  it  .  .  .  that  survey 

of  Station  B's  that  hit  the  sidewalk  awhile  back.  Accordin'  to  them  we  might  as  well 
sell  our  transmitter  for  scrap  and  start  shinin'  shoes. 

Of  course,  we  ain't  goin'  to  do  that,  'cause  we  wuz  robbed,  and  we  can  prove  it. 
That  "umpire"  just  had  faulty  eyesight. 

Just  to  make  it  legal,  we  calls  in  Brother  Hooper  to  do  a  little  checkin'  for  us.  Mr. 
Hooper  made  7388  calls  in  Cedar  Rapids  while  Station  B's  "white  paper"  shows  they 
made  about  200  calls  in  our  home  town.  Station  B  wuz  way  off  base  in  Linn  County. 

(That's  our  home.) 

All  you  guys  know  that  Hooper  is  reliable.  So  what  does  he  find?  Get  this!  Most  of 
the  time  WMT  has  more  listeners  in  Cedar  Rapids  than  all  other  stations  combined. 
And,  all  of  the  time,  WMT  has  approximately  twice  the  listeners  of  Station  B.  Their 
survey  claimed  they  wuz  first  at  night.  Can  you  imagine? 

Yep,  we're  goin'  to  keep  on  doin'  business  at  the  same  old  stand  on  Iowa's  finest 
frequency,  600  kc.  WMT  continues  to  get  the  listeners  .  .  .  and  WMT  continues  to  reach 
more  of  the  important  markets  in  Iowa  because  we  are  located  approximately  in  the 
center  of  their  concentration.  And  remember,  boys,  our  rates  are  still  the  lowest  in  Iowa 
per  radio  family,  regardless  of  power! 

BASIC  COLUMBIA  NETWORK 

CEDAR  RAPIDS 

5000  Watts  Day  and  Night  •  600  K.C. 

Coincidental  T  •  x 
^^^^  miDs 

WMT.
  """

""^ 

Station  B ^"^^ 

 23.5% 

Station  B 

 29.90/ 

A  COWLES  STATION 

1  WATERLOO 
Represented  by  the  Katz  Agency 



FCC  Order  No.  107 

Covering  Changes  in  Method  or  Methods  of  Determining  Certain  Constants 

of  Standard  Broadcast  Stations 

Note :  Manual  on  the  Adjustment  of  Standard  Broadcast  Transmitters  and  book  of  instructions  on  Protection  and  Operation  of  Domestic  Broadcasting 
Stations  in  Wartime  were  mailed  to  all  licensees  last  week  by  the  FCC  to  enable  them  to  prepare  for  Dec.  1,  1942  effective  date  of  this  order. 

At  a  session  of  the  FCC  held  at  its  offices  in  Washington  on  the  6th  day  of 
November,  1942. 

Pursuant  to  the  request  of  the  Board  of  War  Communications, 
It  is  ordered : 
1.  That  the  provision  of  Section  3.52  of  the  Rules  and  Regulations  with 

respect  to  determining  the  operating  power  of  Standard  Broadcast  stations  by 
the  indirect  method  be,  and  they  are  hereby,  suspended,  and  in  lieu  thereof,  the 
following  provisions  be,  and  they  are  hereby  substituted : 

Operating  power;  indirect  measurement. — The  operating  power  determined 
by  indirect  measurement  from  the  plate  of  input  power  of  the  last  radio  stage  is 
the  product  of  the  plate  voltage  (E),  the  total  plate  current  of  the  last  radio 
stage  (Ip),  and  the  proper  factor  (F)  given  in  the  following  tables:  that  is 

Operating  Power  Ep  X  Ip  X  F 
A.  Factor  to  be  used  for  stations  employing  plate  modulations  in  the  last  radio 

stage  ̂  Factor  (F)  to  be  used  in 
determining  the  operating 

Maximum  rated  carrier  power  from  the  plate  in- 
power  of  transmitter  :^  put  power 

100-1,000  watts    0.88 
5,000  and  over  watts    1.00 

B.  Factor  to  be  used  for  stations  of  all  powers  using  low  level  modulation  ^ 
Factor  (F)  to  be  used  in 
determining  the  operating 

Class  of  power  amplifier  power  from  the  plate  in- 
in  the  last  radio  stage :  put  power 

Class  B    0.44 
Class  BC  ̂    0.82 

C.  Factors  to  be  used  for  stations  of  all  powers  employing  grid  modulation  in 
the  last  radio  stage'^ 

Factor  (F)  to  be  used  In 
determining  the  operating 

Type  of  tube  in  the  last  radio  stage :  power  from  the  plate  in- 
put power Table  C  ̂     0.32 

Table    0.44 

2.  That  the  provisions  of  the  6th  paragraph  of  Section  7,  "Further  Require- 
ment for  Direct  Measurement  of  Power",  of  the  Standards  of  Good  Engineering Practice,  reading 

"An  accui'ate  determination  of  the  antenna  resistance  can  only  be  made 
by  taking  a  series  of  measurements  each  for  a  different  frequency.  From  10  to  12 
resistance  measurements  covering  a  band  50  to  60  kc.  wide  with  the  operating 
frequency  near  the  middle  of  the  band  must  be  made  to  give  data  from  which 
accurate  results  may  be  obtained.  The  values  measured  should  be  plotted  with 
frequency  as  abscissa  and  resistance  in  ohms  as  ordinate  and  a  smooth  curve 
drawn.  The  point  on  the  ordinate  where  this  curve  intersects  the  operating  fre- 

quency gives  the  value  of  the  antenna  resistance." Be,  and  they  are  hereby,  suspended  and  in  lieu  thereof  the  following  provisions 
be,  and  they  are  hereby,  substituted  therefor : 

An  accurate  determination  of  the  antenna  resistance  can  only  be  made  by 
taking  a  series  of  measurements  each  for  a  different  frequency.  From  10  to  12 
resistance  measurements  covering  a  band  50  to  60  kc.  wide  with  the  operating 
frequency  near  the  middle  of  the  band  must  be  made  to  give  data  from  which 
accurate  results  may  be  obtained.  The  values  measured  should  be  plotted  with 
frequency  as  abscissa  and  resistance  in  ohms  as  ordinate  and  a  smooth  curve 
drawn.  The  value  of  the  point  on  the  ordinate  where  this  curve  intersects  the 
operating  frequency  multiplied  by  the  factor  1.26,  gives  the  value  of  the  antenna 
resistance. 

3.  That  each  broadcast  station  shall  operate  in  accordance  with  best  engi- 
neering practice  for  the  conservation  of  equipment.  The  instructions  and  sug- 
gestions set  forth  in  "The  Manual  for  the  Adjustment  of  Broadcast  Equipment" 

and  any  subsequent  amendments  or  additions  thereto  shall  be  the  basis  of  such 
operation  and  for  points  not  specifically  covered  or  where  they  may  not  be 
specifically  applicable  to  the  particular  equipment,  the  principles  set  out  shall  be 
followed.  In  all  other  particulars,  operation  shall  be  in  accordance  with  the 
Rules  and  Regulations  and  Standards  of  Good  Engineering  Practice  governing 
Standard  Broadcast  stations. 

It  is  further  ordered.  That  the  license  of  each  standard  broadcast  station 
shall  be  modified  so  as  to  conform  to  this  order. 

This  order  shaU  be  effective  at  8  a.m.  (EST)  on  Dec.  1,  1942. 

^  See  Power  Rating  of  Vacuum  Tubes. 
2  The  maximum  rated  carrier  power  must  be  distinguished  from  the  operatmg  power. (See  sections  2.18  and  2.19). 
3  All  linear  amplifier  operation  where  efficiency  approaches  that  of  Class  C  operation. 

FCC  Issues  War  Conservation  Orders 

Manual  of  Instructions 

Covers  Handling  of 

Equipment 
IN  THE  WAKE  of  its  two  orders 
issued  Nov.  6,  placing  the  broad- 

casting industry  on  a  full  wartime 
basis  [Broadcasting,  Nov.  9],  the 
FCC  last  week  mailed  to  all  stand- 
aird  broadcast  station  licensees  the 
Manual  on  the  Adjustment  of 
Standard  Broadcast  Transmitters 
prepared  by  the  BWC  Domestic 
Broadcasting  Committee,  and  ap- 

proved by  the  BWC.  The  BWC  also 
sent  out  a  book  of  instructions 
titled  Protection  and  Operation  of 
Domestic  Broadcast  Stations  in 
Wartime. 

The  manual,  consisting  of  12 
mimeographed  pages,  is  designed 
to  aid  station  technicians  in  adjust- 

ing their  equipment  for  the  1  db. 
reduction  in  transmitter  radiated 
power  required  by  Order  No.  107, 
the  FCC  action  effective  Dec.  1  that 
relaxes  normal  engineering  stand- 

ards in  an  effort  to  lengthen  the 
life  of  equipment  [see  text  above]. 

The  second  publication  is  a  76- 
page  book,  also  mimeographed,  and 
marked   "restricted,"   which  con- 

tains instructions  for  the  protec- 
tion of  stations,  as  well  as  texts 

of  BWC  wartime  orders. 

New  Specifications 

Meanwhile,  last  weekend  the 
FCC  began  to  mail  to  all  standard 
broadcast  stations  superseding 
licenses  which  specify  revised  an- 

tenna currents  and  resistance  re- 
quired by  the  readjustments.  These 

superseding  licenses  in  no  way 
change  the  licensed  power  of  the 
stations,  the  FCC  explained,  but 
merely  change  the  base  on  which 
the  power  is  computed.  Issuance  of 
superseding  licenses  will  be  auto- 

matic, and  no  applications  are 
necessary. 

FCC  adopted  two  orders  Nov.  6 
at  the  special  meeting  presided 
over  by  FCC-BWC  Chairman 
James  Lawrence  Fly,  In  addition 
to  Order  No.  107  relaxing  engi- 

neering standards  and  calling  for 
the  1  db.  reduction,  the  Commis- 

sion adopted  Order  No.  94-A, 
superseding  previous  Order  No.  94 
and  suspending  Section  3.71  of  the 
Rules  and  Regulations,  thus  per- 

mitting stations  at  their  discretion 
to  cut  their  operating  time  to  one- 
third  of  the  broadcast  day,  which  is 

six  hours  daily  in  the  case  of  un- 
limited stations  [see  page  44  for text]. 

Engineers  at  the  FCC  predicted 
the  db.  reduction  will  have  no  dis- 

cernible effect  on  the  listener. 
After  extensive  tests  at  several 
stations  last  summer,  in  anticipa- 

tion of  war  needs,  Commission  en- 
gineers stated  there  was  no  de- 

tectible  reduction  in  service,  and 
not  a  single  letter  of  complaint  was 
received. 

Order  No.  107,  requiring  adjust- 
ment of  standard  broadcast  trans- 

mitters, is  expected  to  conserve 
equipment,  particularly  vacuum 
tubes,  but  to  maintain  the  efficiency 
of  the  broadcast  service.  "This  ac- 

tion has  been  found  necessary  be- 
cause of  increasing  needs  of  the 

armed  forces  for  radio  equipment 
and  consequent  decreasing  supply 
of  such  equipment  available  for 
other  uses,"  the  FCC  explained. 

Tube  Life  Doubled 

The  readjustments  will  include 
a  reduction  in  antenna  current,  and 
the  filament  and  plate  voltage  ap- 

plied to  the  tubes,  particularly  the 
filament  voltage  of  tubes  employ- 

ing tungsten  filaments.  FCC  esti- 

mates that  5%  reduction  in  fila- 
ment voltage  in  this  type  tube  will 

approximately  double  the  life  of the  tube. 

In  its  notice  to  licensees  accom- 
panying the  instruction  manual, 

the  FCC  stated,  "These  changes 
will  have  no  practical  effect  so  far 
as  service  to  the  broadcast  listen- 

ers is  concerned,  but  will  result  in 
a  material  increase  in  the  life  of 

the  equipment." The  manual  setting  forth  the 
procedure  of  adjustment  should  be 
easily  followed  by  all  engineers,  ac- 

cording to  the  FCC.  The  procedure 
was  successfully  tried  on  several 
stations  including  250-watt,  5,000- 
watt  and  50,000-watt  outlets.  How- 

ever, the  FCC  said  that  when  the 
manual  failed  to  cover  a  point, 
stations  will  be  expected  to  follow 
the  principles  set  forth,  and  they 
will  be  held  responsible  accordingly,  i 

Due  to  their  complicated  nature, 
the  FCC  anticipates  that  stations 
will  begin  making  their  transmitter 
adjustments  immediately  so  all  sta- 

tions will  be  operating  under  the 
new  rules  on  Dec.  1. 

Time  Requirements 

FCC's  notice  advised  that  sta- 
tions taking  advantage  of  the  re- 

laxation   of    time  requirements 
should  arrange  their  schedules  so 

{Continued  on  page  H.) 
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DIRECT  ROUTE  TO  AMERICA'S  NO.  1  MARKET 
The  Travelers  Broadcasting  Service  Corporation 

Member  of  NBC  and  New  England  Regional  Network 

Represented  by  WEED  &  COMPANY,  New  York,  Boston, 
.  Chicago,  Detroit,  San  Francisco  and  Hollywoc 
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Advertising  Won't  Be  Killed  hy  the  War NO  ADVERTISING  man  needs  to 
to  be  told  that  these  war  times  are 
tragic  times — for  war  is  but  a 
synonym  for  economic  insanity. 
War  is  the  prime  destroyer, 
whereas  advertising,  by  its  very 
nature,  is  a  prime  creator,  a 
medium  whereby  things  construc- 

tive get  done. 
One  could  spend  much  time  and 

space  in  plotting  and  describing 
the  many  unsettling  influences  of 
such  a  herculean  conflict.  Limita- 

tions of  space,  however,  permit  me 
to  sketch  but  a  few  of  its  dis- 

ordering influences  on  advertising 
and  to  suggest  that  the  advertising 
picture  has  some  brighter  spots 
in  it  than  some  have  thought, 
harassed  as  they  are  by  the  un- 

settling influences  of  the  present. 
So  far,  since  Pearl  Harbor,  ad- 

vertising has  been  taking  it  on  the 
chin.  Advertising  budgets  have 
been  cut,  in  many  cases  sharply, 
and  the  net  effect  has  been  that  the 
sum  total  spent  for  promotion,  Jan- 

uary to  July,  1942,  has  shrunk  over 
9%  over  the  same  period  of  1941. 
Shrewd  guesses  are  to  the  effect 
that  total  U.  S.  spending  for  the 
full  year  1942  may  be  15-18%  less 
than  1941's  total. 

On  the  Chin 

Under  these  conditions,  it  is  not 
surprising  that  some  advertising 
men  are  telling  us  that  advertis- 

ing is  fighting  for  its  life,  and 
that,  if  war  is  to  be  our  lot  for 
two,  three  or  five  more  years,  it 
may  succumb  and  thus  provide  one 
of  the  war's  major  casualties. 

Such  pessimism  is  hardly  un- 
justified. It  has  the  one  merit  of 

being  human.  War  is,  of  course,  a 
magnificent  fertilizer  for  the  soil 
of  pessimism.  It  causes  unrest  to 
flourish,  it  breeds  uncertainty,  un- 

certainty for  production  lines,  for 
normal  selling  processes,  and  hence 
for  advertising,  the  handmaiden  of 
selling  whether  it  be  goods  or  ser- 
ices. 

If  we  are  realists  (and  war 
again  is  the  breeder  par  excellence 
of  realism)  we  cannot  overlook 
the  extra  burdens  World  War  II  is 
imposing  and  is  likely  to  impose 
for  many  months  to  come  on  ad- 

vertising. The  current  conflict  is 
indubitably  spewing  forth  a  num- 

ber of  hazards — some  of  them  very 
real  and  very  forbidding. 
The  "smart"  advertising  man, 

however,  is  going  to  mull  them 
over,  evaluate  them  from  the  view- 

point of  his  own  particular  busi- 
ness and  regard  them  as  a  chal- 

lenge to  his  ingenuity.  And, 
further,  he  is  going  to  console  him- 

self with  the  fact  that  some  of  the 
most  forbidding-looking  ones  are 
either  not  going  to  materialize  or 
will  not  be  half  so  bad  in  practice 
as  they  seemed  in  prospect. 

What  are  the  major  hazards  of 
the  current  period?  First  and  fora- 
most  is  conversion,  the  shift-over 
to  a  national  war-economy,  which 
gives  us,  for  example,  the  picture 

Period  of  Reconstruction  to  Provide 

Excellent  Opportunity  to  Sell 

By  CHARLES  W.  WILLIAMS 

AN  INNOVATION  which  other  trade  associations  may  be  forced  to 
follow  as  war  restrictions  become  more  severe,  is  the  convention-by-mail 
of  the  Financial  Advertisers  Assn.  This  always  radio-alert  trade  group, 
cojuprising  the  advertising  directors  of  banks  and  other  financial  houses, 
has  been  exchanging  its  views  by  mail  through  its  Chicago  headquarters. 

The  paper  published  herewith  is  one  of  the  most  significant  "speeches" 
of  the  FAA's  27th  annual  "convention"  and  its  conclusions  are  applicable 
to  advertising  as  a  whole.  The  author  is  professor  of  economics  and 

commerce  at  the  University  of  Louisville. 

of  tanks  rolling  out  of  automobile 
factories,  of  machine  guns  coming 
out  of  stove  factories.  In  sum  total, 
this  girding  for  total  war  is  caus- 

ing an  amazing  reversal  of  the 
normal  production  curves.  In  norm- 

al boom  times,  the  producers'  goods 
curve  mounts  sharply  and  the  con- 

sumers' goods  curve  does  likewise. 
Today,  the  producers'  goods 

curve  mounts  sharply  but  the  con- 
sumers' goods  curve  drops  sharply. 

And  the  advertising  man  who 
normally  "pushes"  one  or  the  other 
or  both,  finds  that  it  is  considered 
unpatriotic  and  hence  unwise  to 

push  such  consumers'  goods  as 
there  are ;  and  the  producers'  goods 
are  almost  entirely  war  products 
that  need  no  pushing  other  than 
that  which  Government  and  the 
emergency  provide. 

Corollaries  to  the  war  diversion 
campaign  are  rationing  and  price- 
freezing.  We  do  not  need  to  quibble 
over  either  the  necessity  for  or  the 
effective  date  of  rationing  and 
price  freezes.  We  already  have 
some  of  both  and  the  outlook  is 
indubitably  for  much  more  of  both. 
The  point  is  we  must  recognize 
both  as  hazards  to  normal  adver- 

tising techniques  and  media. 

New  Standardization 

Standardization  is  another  bogey 
for  the  advertising  man.  War 
again  is  providing  the  incentive 
for  a  super-standardization  that  its 
most  ardent  advocates  never 
dreamed  of  in  times  past.  Multiple 
competing  lines,  which  provided 
much  of  the  advertising  incentive 
of  peace  times,  are  to  be  sharply 
curtailed.  The  net  effect  is  to  be  far 
less  of  competition,  the  great  peace- 

time stimulator  of  markets.  We 
have  lifted  competition  out  of  the 
domestic  field  and  into  the  inter- 

national, where  it  boils  itself  down 
to  the  greatest  competitive  race  of 
all  time,  the  race  between  Demo- 

cratic Capitalism  and  Anything- 
But-Democratic  Fascism. 

Thus,  with  far  fewer  goods  and 
services  to  sell  Mr.  and  Mrs.  Amer- 

ican Consumer  (regardless  of  the 
fact  that  their  pockets  are  fuller 
than  ever  before  with  the  "where- 
with-to-buy" — with  national  in- 

come this  year  estimated  at  $110 
billions,  and  next  year,  perhaps 
$120  billions)  the  advertising  man 

FAA  Elects  by  Mail 

BALLOTING  by  mail  for  the  first 
time  in  its  27-year  history,  mem- 

bers of  the  Financial  Advertisers 
Assn.  "attending"  a  convention-by- 
mail,  elected  officers  for  the  com- 

ing year  as  follows:  President,  L. 
E.  Townsend,  assistant  vice-presi- 

dent, Bank  of  America,  San  Fran- 
cisco; first  vice-president,  Lewis  F. 

Gordon,  assistant  vice-president Citizens  &  Southern  National 

Bank,  Atlanta;  second  vice-presi- 
dent, J.  Lewell  Lafferty,  vice-pres- 

ident. Fort  Worth  National  Bank, 
Fort  Worth.  It  is  the  custom  of  the 
association  to  move  its  vice-presi- 

dents up  each  year.  The  office  to  be 
filled  by  a  newcomer  to  the  official 
family  is  third  vice-president.  Dale 
Brown,  assistant  vice-president. 
National  City  Bank,  Cleveland,  was 
elected  to  that  office.  Fred  W. 
Mathison,  assistant  vice-president. 
National  Security  Bank  of  Chicago, 
was  re-elected  treasurer.  Preston 
E.  Reed,  who  presides  at  the  asso- ciation office  at  231  South  La  Salle 

St.,  Chicago,  was  re-elected  execu- 
tive vice-president. 

is  hard  put  to  it  even  to  make  a 
pretense  of  steering  a  rational 
course. 

Government  policy  with  regard 
to  advertising,  always  semi-mys- 

terious, frequently  inconsistent,  be- 
comes even  more  so  in  war  time. 

Since  Pearl  Harbor  a  number  of 
war  threats  to  advertising  have 
become  visible.  Government  "busi- 

ness" is,  of  course,  increasing;  in 
fact,  it  is  now  around  50%  of  all 
business,  and  the  outlook  is  for  the 
Government  share  to  grow  until  it 
reaches  a  sort  of  mythical  ceiling 
of  perhaps  65  or  70%  of  all  busi- 

ness— and  that  within  the  next  12- month. 

On  Government  contracts  there 
is  little  disposition  to  make  much 
allowance  for  advertising  expense, 
even  though  a  certain  amount  of  it 
is  undoubtedly  incurred  and  is 
probably  justified. 
Then  there  is  that  forbidding 

man,  the  Assistant  Attorney  Gen- 
eral in  charge  of  anti-trust  en- 

forcement. From  his  chair  in 
Washington,  he  continues,  quite 
consistently,  it  must  be  admitted, 

to  inveigh  against  "Big  Business," 
even  in  war-time,  perhaps  with  the 
knowledge  that  most  of  the  magnifi- 

cent accomplishment  on  the  produc- 

tion side  of  our  war  effort  is  at- 
tributable to  this  same  Big  Busi- 

ness. His  public  writings  and  as- 
sertions lead  us  to  believe  that  he 

is  against  advertising,  regards  it 
as  an  effective  instrument  for  the 
creation  of  bigger-but-not-better 
corporations.  He  thus  pays  an  un- 

witting compliment  to  advertising, 
but  he's  still  "agin  it" — and  he 
wields  a  big  stick  which  should  be 
watched. 

Leon  Henderson  and  OPA  are 
another  branch  of  Government 
worrying  the  honest  advertising 

man.  OPA  professes  to  be  "for" advertising  in  wartime,  but  slyly 
suggests  that  the  correct  course  is 
for  advertising  allowances  and  ex- 

penses to  be  cut  to  keep  prices 
under  the  ceilings. 

Of  all  the  Government  agencies, 
the  U.  S.  Treasury  probably  exerts 
the  most  potent  influence  on  ad- 

vertising. To  be  sure,  it  has  the 
task  of  raising  the  most  stupend- 

ous amounts  of  money  ever  at- 
tempted. And  for  the  sake  of  every 

mother's  son  of  us,  it  had  better 
do  a  good  job.  Quite  naturally,  the 
Treasury  is  alert  to  prevent  any 
"take-out"  from  Government  reve- 

nue. Business  concerns,  whether 
they  are  banks,  bond  houses,  or 

manufacturers,  which  "pad"  ad- vertising expenditures  in  order  to 
get  themselves  into  lower  brackets 
for  excess  profits  tax  purposes, 
find  themselves,  quite  properly, 

running  afoul  the  Internal  Reve- 

nue Department.  But  the  "catch" is  that  advertisers  never  know 

when  or  how  much  they  are  "out 
of  bounds"  on  advertising  expendi- 

tures: The  Treasury  admits  it 
treats  each  case  on  its  merits.  And 
the  net  effect  is  to  add  another  to 
the  list  of  wartime  hazards  for advertising. 

The  Other  Side 

The  above  list  of  war  hazards 
for  advertising  is,  in  some  respects, 
a  forbidding  one.  Fortunately, 
there  is  another  side,  the  brighter side. 

Advertising  expenditures  of 
American  business  have  not  fallen 
as  far  or  as  fast  as  the  gloomy 

prophets  predicted.  The  fact  that 
such  appropriations  still  run  at 
80-90%  of  pre-war  totals  is  an  ex- 

cellent sign  that  advertising  still 
possesses  in  large  meagre  its  pre- 

war virility.  There  can  be  but  two 
explanations:  either  it  is  in  high 
degree  socially  useful  and  thus 
needed  even  amid  the  disordered 
business  conditions  of  a  planetary 
war,  or  its  men  and  tools  and  media 
are  clever  enough  to  adapt  them- 

selves and  their  art  to  the  emer- 
gency and  to  keep  it  going,  not  at 

full  speed,  but  at  a  sufficiently 
high  level  to  provide  us  with  a  clue 
to  what  can  be  done  once  the  emer- 

gency is  over  and  brighter  days  are 
here. 

There  is  much  evidence  to  sup- 
(Continued  on  page  50) 

Page  22  •  November  16,  1942 BROADCASTING  •  Broadcast  Advertising 



HOW  MANY  TIMES 

€loes  33  go  into  2f886,330 ? 

That  sounds  like  a  problem  in  arithmetic, 

but  it  is  actually  a  problem  in  radio,  and 

the  answer  is  .  .  .  every  day.  The  33  rep- 

resents the  number  of  stations  that  release 

your  message  when  you  advertise  on  the 

Don  Lee  Network,  and  the  2,886,330  rep- 

resents the  number  of  radio  families  in 

Don  Lee's  Primary  Coverage  area.  (More 

than  9  out  of  every  10  families  here  on 

the  Pacific  Coast  have  radios.)  Add  the 

fact  that  more  than  9  out  of  every  10  radio 

families  on  the  Pacific  Coast  live  within 

25  miles  of  a  Don  Lee  station,  and  you 

Thomas  S.  Lee,  President 

Lewis  Allen  Weiss,  Vice-President,  General  Manager 

5515  Melrose  Ave.,  Hollywood,  Calif. 

have  the  answer  .  .  .  complete,  primary 

coverage  of  the  Pacific  Coast  by  Don  Lee, 

every  day. 

When  you  buy  Don  Lee,  you  buy  local 

coverage  within  every  important  trading 

area  on  the  Coast.  Your  message  becomes 

an  integral  part  of  the  daily  lives  of  the 

people.  If  you  have  a  message  that  you 

consider  important  enough  for  all  the 

radio  families  on  the  Pacific  Coast  to 

hear,  use  the  only  network  with  enough 

stations  to  do  the  job  .  .  .  Don  Lee. 

THE  NATION'S  GREATEST  REGIONAL  NETWORK 



9:40pm 

KMBC 

SPORTSCAST 

as  a 

SUPER-SILLING  SPOT 

Call  Walt  Lochman  the  favorite 

air  personality  in  this  vast  Missouri- 
Kansas  territory — and  you'll  be 
just  about  right.  Call  him  one  of  the 
best  microphone  salesmen  in  the 

business — and  nobody  will  argue. 

We've  prepared  a  presentation  on Walt  Lochman  and  his  9:40 

Sportscast.  It's  full  of  audience 
figures  and  data  on  the  commercial 

history  of  this  "spot  of  gold." 
Ask  for  a  copy  at  your  nearest 
Free  &  Peters  office — or  write 
KMBC  direct.    But  today. 

KMBO 

OF  KANSAS  CITY 

Free  &  Peters,  Inc.  CBS  Basic  Network 

WHEN  THE  annual  pilgrimage  of 
the  Catholic  Boy  Scouts  of  the  Dio- 

cese of  Harrisburg,  Pa.,  was  can- 
celled this  year,  A.  K.  Redmond, 

manager  of  WHP,  Harrisburg,  was 
notified  inasmuch  as  the  station  usual- 

ly broadcast  the  ceremonies.  Mr.  Red- 
mond immediately  suggested  that  the 

ceremonies  be  held  as  usual — but  by 
radio.  As  a  result,  the  various  Scout 
troops  of  the  parishes  were  instructed 
to  tune  their  radios  to  WHP  at  the 
designated  hour. 

MAKING  and  distributing  of  toys 
by  the  Lexington  Homecrafters,  an 
organization  of  business  and  profes- 

sional men  having  their  own  home 
workshops,  will  be  dramatized  Dec. 
20  from  the  U  of  Kentucky  studios, 
over  the  facilities  of  WHAS,  Louis- 

ville. Distribution  of  the  toys  to 
needy  children  will  take  place  in 
eight  of  the  University's  radio  lis- 

tening centers  in  the  Kentucky  moun- tains. 

WAIT,  Chicago,  has  merged  all  af- 
ternoon programs  into  a  three-hour 

show  titled  Victory  Spotlight.  Pro- 
grams featured  in  this  potpourri  of 

song  and  patter  are  Chicago  at  Work, 
educational  and  musical  shows  and 
The  820  Clul,  m.c.'d  by  Tom  Moore. 
RETURNING  to  WHN.  New  York, 
for  the  third  season  Kid  Wizards 
again  presents  a  trio  of  juvenile  in- 

formation experts  who  remain  as  the 
regular  features  of  the  program  until 
dethroned  by  a  winning  team.  School 
heads  cooperate  by  encouraging  out- 

standing pupils  to  take  part  in  the 
(piiz  series,  and  hold  school  tests  to 
select  school  representatives. 

CKOV,  Kelowna,  B.  C,  has  started 
an  annual  scholarship  for  high  school 
students  of  the  Okanagan  Valley  of 
British  Columbia.  Any  student  in  jun- 

ior matriculation  who  proposes  to  take 
further  training  in  an  educational  in- 

stitution is  eligible  and  the  Okanagan 
Valley  Teachers'  Assn.  has  set  up three  committees  for  the  area  to  es- 

tablish rules  and  regulations  of  com- 
petition and  select  the  ranking  pupils 

in  each  of  three  school  districts.  The 
awards  this  year  were  $.50  bursaries, 
and  next  year  are  to  be  increased  to 
.$100  bursaries.  James  Browne,  own- 

er of  the  station,  started  the  scholar- 
ships to  encourage  higher  education 

among  boys  and  girls  of  the  district. 

WAR  BOND  sales  totaling  $101,8.50 
resulted  from  a  month's  campaign carried  on  by  NBC  Central  Division 
employes.  A  goal  of  $27,000  had  been 
set  for  the  month  with  270  employes 
each  responsible  for  a  $100  sale,  but 
the  success  of  the  sale  pushed  the  gnnl 
to  $50,000  and  then  to  $100,000 
three  weeks  later.  Top  man  was  Wil- 

liam Weddell,  salesman,  who  sold  $30,- 
300  bonds  during  the  month. 
ENGLISH  Yuletide 
recorded  as  a  featur 
her  release  to  NBC 
scribers.   and   as  a 
giving  Day  feature, 
Recording  Division 
script  for  use  with 
Thesaurus  recording 
Oboler. 

carols  have  been 
e  of  the  Novem- 
Thesaurus  sub- 
special  Thanks- 
the  NBC  Radio- 
has  prepared  a 
The  Rich  Kid, 
written  by  Arch 

THE  Business  Forum,  inaugurated  on 
WMCA.  New  York  [Broadcasting, 
Oct.  26]  is  presented  in  cooperation 
with  the  Commerce  &  Industry  Assn. 
of  New  York,  whose  president  serves 
as  moderator.  New  York's  wartime 
transportation  was  the  subject  of  the 
first  broadcast  last  week. 

.JOHN  T.  FREDERICK,  CBS  book 
critic,  who  conducts  the  network's Of  Men  &  Boohs  program,  has  taken 
on  an  additional  assignment,  having 
joined  the  staff  of  the  Chicago  Sun 
to  conduct  a  Sunday  column  titled 
"I've  Been  Reading." 

EXAMPLE  OF  WAR  PRODUCTION  by  a  radio  equipment  manufactur- 
ing plant  is  this  use  of  the  product  of  Wincharger  Corp.,  Sioux  City,  a 

subsidiary  of  the  Zenith  Radio  Corp.,  Chicago,  now  engaged  in  the 
manufacture  of  Wincharger  Wagons  for  the  armed  forces.  One  of 
the  wagons  is  shown  here  in  use  at  the  Fort  Benning,  Ga.  parachute 
school  to  train  students  in  the  technique  of  controlling  wind-filled 
parachutes.  The  Wincharger  Wagon,  designed  by  Com.  E.  F.  McDonald 
Jr.,  president  of  Zenith,  consisting  of  a  Ford  chassis  equipped  with 
a  propeller  belted  to  the  engine,  can  run  by  wind  power,  and  is  also 
used  for  ground  training  of  glider  pilots. 

Same  Name 

WHEN  Al  Zink,  chief  an- 
nouncer of  WGY,  Schenec- 

tady, was  recently  summoned 
to  the  reception  desk  of  the 
station  to  meet  a  woman  visi- 

tor he  was  greeted  with, 

"Why  you  don't  look  a  year 
older."  This  puzzled  him  for 
he  had  never  seen  her  before 
but  patient  inquiry  revealed 
that  10  years  earlier  she  had 
taken  an  audition  in  Buffalo 
where  his  father  is  in  radio. 
Mistaken  identity  solves  the 

plot! 

WNEW,  New  York,  last  week  in- augurated a  weekly  series  of  BBC 
programs  titled  Woi-ld  News  Roundup, 
with  J.  B.  IMcGeachy,  BBC  corre- 

spondent, sununing  up  the  news  from 
London.  Featured  on  the  broadcasts 
are  news  pickups,  live  and  recorded, 
from  Moscow,  CairM,  Sydney  and 
various  battlefronts  of  the  world. 

WBEN,  Buffalo,  has  acquired  the 
special  AP  radio  news  wive  i'rom  Press Assn.,  AP  radio  subsidiary. 
ENCOURAGING  extra  effort  and 
originality  among  members  of  the 
production  and  programming  staffs, 
WEIM,  Fitchburg,  Mass.,  has  placed 
in  operation  an  "achievement  chart" on  which  stars  are  placed  for  (1)  gen- 

eral excellence;  (2)  outstanding  pro- 
duction; (3)  announcing  artistry; 

(4)  efficiency  and  effort;  (5)  "clam- bake supreme."  A  prize  is  being awarded  to  the  individual  showing  the 
best  record  and  the  least  number  of 
"clambakes"  at  the  end  of  each  three- 
month  period. 

WORL,  Boston,  was  recipient  of  a 
flag  representing  outstanding  contri- bution in  radio  to  the  yearly  drive  of 
The  Veterans  of  Foreign  Wars.  Pre- sentation by  John  E.  Lee,  State  VFW 
commander,  to  George  Lasker,  gen- 

eral manager  of  WORL,  was  made  on 
Gordon  Wayne's  Millions  for  Victory 
program  Nov.  15. 
AS  JOINT  newspaper  and  station 
promotion,  Susan  Little,  home  eco- nomics director  of  KROW,  Oakland, 
and  the  Post-Enquirer,  that  city,  is 
conducting  a  bi-weekly  program  featur- 

ing informal  discussion  among  club 
women. 
FOR  THE  third  time,  WHOM,  Jersey 
City,  has  raised  its  quota  for  War 
Bond  sales — the  goal  is  now  $1,000,- 
000,  to  be  reached  by  Dec.  1.  Sta- 

tion's original  quota  of  $250,000  was 
passed  within  two  weeks. 

SEN.  AIKEN  SEEKS 

FCC  CO-OP  RULING 
SENATOR  George  D.  Aiken  (R- 
Vt.) ,  a  strong  advocate  of  all  forms 
of  cooperatives,  last  week  sent  a 
letter  to  Chairman  Fly  of  the  FCC, 
askinsr  whether  the  refusal  of  CBS 
and  NBC  to  sell  time  to  the  Co- 

operative League  for  its  Let's  Get Together.  Neighbor  program  would 
"automatically  bar  from  the  air 
credit  unions,  farm  marketing  co- 

operatives, mutual  insurance  com- 
panies and  savings  banks,  and  sav- 

ings and  loan  associations." These  membership  organizations, 
Senator  Aiken  pointed  out,  are 
similar  in  fundamental  respects  to 
consumer  cooperatives  in  that  they 
are  considered  "controversial"  by some  of  their  competitors,  and  they 
make  a  "fundamental  change  in 
the  present  system  of  marketing 
and  distribution  of  goods  and  ser- 

vices"— two  of  the  reasons  given 
by  the  networks  for  barring  the 
co-ops  from  the  air  [Broadcasting, 
Nov.  2]. 

"We  are  entitled  to  have  an  un- 
derstanding," Senator  Aiken  de- 

manded, "of  how  this,  the  public 
ether,  is  governed  and  why  and 
how  these  rules  for  approving  and 
disapproving  applicants  for  radio 
time  are  devised  by  these  broad- 

casting companies." 
Hooper  Pacific  Ratings 

OCTOBER  Pacific  program  ratings 
by  C.  E.  Hooper  list  Walter 
Winchell  in  the  lead  with  22.5,  fol- 

lowed by  the  Aldrich  Family  in 
second  place  with  21.1  and  Frank 
Morgan-Fanny  Brice  third  with 
20.4.  Point  Sublime,  which  ap- 

peared in  ninth  place  on  the  "Top 10"  in  September,  is  now  fourth with  16.6.  Others  in  the  group  of 
ten  in  order  are  Adventures  of  the 

Thin  Man,  Kay  Kyser,  One  Man's Family,  Great  Gildersleeve,  Mr. 
District  Attorney,  Fred  Waring. 

FTC  Diathermy  Order 
ELECTRO-HEALTH  Appliance  Co., 
Los  Angeles  (Short  wave  Diathermy) 
was  ordered  Nov.  10  by  the  Federal 
Trade  Commission  to  cease  certain 
advertising  practices  in  newspapers 
and  on  a  Los  Angeles  radio  station. 
The  Commission  ordered  that  the 
advertising  should  qualify  in  repre- sentations that  the  device  is  a  cure  for 
illnesses,  and  that  they  should  clearly 
and  conspicuously  reveal  that  the  de- vice is  not  safe  unless  prescribed  by 
competent  medical  authority,  and 
until  the  user  has  been  adequately 
trained  in  its  operation. 
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FimctionsChanged 

On  Canada  Board 

Divided  Responsibilities  Are 
Lifted  Under  New  Setup 
AMENDMENTS  to  the  Canadian 
Broadcasting  Act  came  into  opera- 

tion with  the  taking  over  of  duties 

by  Canadian  Broadcasting  Corp.'s 
new  general  manager,  Dr.  J.  S. 
Thomson.  Under  the  amendments, 
the  general  manager  again  be- 

comes chief  executive  officer  of  the 
CBC,  responsible  only  to  the  board 
of  governors. 

This  position  was  defined  in  the 
original  act  in  1936,  but  in  April, 
1941  was  changed  so  that  there 
was  a  division  of  responsibilities 
between  the  general  manager  and 
the  assistant  general  manager, 
Maj.  Gladstone  Murray  and  Dr.  A. 
Frigon  respectively.  An  executive 
committee  of  the  CBC  board  was 
set  up  at  that  time  over  the  gen- 

eral manager,  and  provision  made 
for  a  controller  of  finance  if  neces- 
sary. 

Change  in  Duties 

With  the  appointment  of  Dr. 
Thomson,  who  took  over  Nov.  2, 
1942,  the  act  was  changed  to  the 
original  clause  defining  the  duties 
of  general  manager  and  the  1941 
clauses  were  rescinded.  The  general 
manager  now  has  control  over  em- 

ployment, dismissals  and  remuner- 
ation of  all  officers  and  employes  of 

the  CBC.  He  is  the  chief  executive 
officer,  must  be  present  at  all  board 
meetings,  may  delegate  his  powers, 
must  submit  financial  and  activity 
reports  to  the  CBC  board  from 
time  to  time  and  give  a  financial 
estimate  about  the  first  day  of  the 
calendar  year  and  a  financial  re- 

port at  the  end  of  each  fiscal  year 
(March  31).  He  cannot  engage  in 
other  employment  without  consent 
of  the  CBC  board.  The  assistant 
general  manager,  who  can  take  his 
place  when  the  general  manager  is 
absent,  may  also  not  engage  in 
other  employment  without  board 
permission. 

The  divided  authority  brought 
about  considerable  internal  difficul- 

ties in  the  CBC,  and  the  change  to 
the  original  control  of  the  general 
manager  is  expected  to  clear  up 
much  of  the  difficulty  under  which 
the  CBC  has  operated  for  some  18 
months. 

Hooper  Expansion 
SUBSCRIPTION  LIST  to  the  C. 

E.  Hooper  "Continuing  Measure- 
ments of  Radio  Listening"  now 

comprises  128  stations  in  32  cities, 
which  have  just  received  the  re- 

ports for  the  summer  of  1942,  ac- 
cording to  Hooper.  This  list  repre- 

sents an  increase  of  57  stations 

over  last  year's  group,  and  an  in- 
crease of  100  over  two  years  ago. 

BOB  BAILEY,  CBS  actor  formerly 
on  That  Brewster  Boy  and  now  ap- 

pearing in  Mayor  of  Our  Town,  both 
CBS  shows,  has  been  signed  by  20th 
Century-Fox  for  several  pictures. 

DO  you  WANT  SOME  TUBES? 

KSCJ  Has  a  Hunch  and  Pretty  Soon  the  Local 

-Hams  Bring  in  a  Few  Good  Ones- 
TUBES — scarce,  rare  tubes — have 
been  located  in  unsuspected  places 
by  Alvin  H.  Smith,  chief  engineer 
of  KSCJ,  Sioux  City,  la. 
Aware  that  many  amateurs 

own  transmitter  tubes  of  various 
types,  Mr.  Smith  suggested  to 
Manager  Eugene  T.  Flaherty  that 
the  station  broadcast  some  an- 

nouncements designed  to  reach 
hams.  To  their  surprise  many  tubes 
came  to  light,  two  of  which  proved 
useful  to  KSCJ. 

Mr.  Flaherty  passes  along  the 
idea  for  the  benefit  of  stations 
v/hich  may  be  desperately  in  need 
of  certain  types  of  tubes. 

These  are  typical  announcements : 
Amateur  radio  activities  have  been 

curtailed  during  war  time.  This  has 
left  a  large  amount  of  transmitting 
equipment  remaining  idle.  Get  it  into 
circulation.  If  you  are  in  possession 
of  usable  transmitting  tubes,  send  fuU 

particulars  to  KSCJ  in  Sioux  City. 
Here  is  a  special  message  for 

Amateur  Radio  Operators.  Demands 
of  the  Army  and  Navy  Departments 
plus  the  needs  of  our  allies,  have 
created  a  serious  shortage  of  radio 
transmitting  tubes.  You  radio  ama- 

teurs can  help  keep  the  radio  stations 
of  America  on  the  air  by  selling  your 
transmitting  tubes.  If  you  want  to 
turn  your  idle  tubes  into  cash,  write 
to  radio  station  KSCJ,  in  Sioux  City, 
stating  the  type,  quantity,  condition 
and  price  for  any  transmitting  tubes 
that  you  may  have.  The  address 
again  is  KSCJ  in  Sioux  City. 

Work  in  the  radio  field  cannot  con- tinue without  transmitter  tubes.  Since 
many  of  the  essentials  used  in  the 
manufacture  of  the  tubes  are  needed 
in  war  production,  steps  must  be 
taken  to  utilize  all  old  usable  tubes. 
So,  all  amateur  radio  operators  could 
be  of  great  service  if  they  would 
turn  in  their  tubes.  Send  complete 
details,  including  number,  size  and 
value  of  your  transmitter  tubes  to 
Station  KSCJ. 

Pacific  Advisory  Board 

Is    Organized   by  OWI 
ESTABLISHMENT  of  a  West 
Coast  Advertising  Advisory  Board 
to  consult  with  and  assist  on  public 
information  problems  has  been  an- 

nounced by  the  regional  Office  of 
War  Information,  operating  in 
Washington,  Oregon,  California, 
Nevada  and  Arizona. 

Board  members,  serving  without 
compensation,  are  W.  H.  Horsley, 
president.  Pacific  National  Adv. 

Agency,  Seattle;  A.  Robbins  Mil- 
banks,  manager  of  Young  &  Rubi- 
cam,  San  Francisco;  Jack  Smalley, 
manager  of  BBDO,  Hollywood; 
Ralph  Calkins,  Pacific  Northwest 
manager  of  McCann-Erickson, 
Portland;  I.  N.  Shun,  president  of 
Adv.  Counselors  Inc.,  Phoenix.  Don 

Belding,  Southern  California  exe- 
cutive vice-president  of  Lord  & 

Thomas,  Los  Angeles,  represents 
the  National  Adv.  Council,  with  L. 
W.  Lane  for  the  Pacific  Adv.  Assoc. 
on  the  board. 

Hold  on  there!  Don't  throw  up  your 

hands  and  say,  ̂ ^Show  me  a  ZSO-watter 

that's  worth  a  damn!"  All  we  want  you  to 

do  is  have  a  look  at  this  WHIZ  baby* 

Youll  pin  a  rose  on  us         when  you  get 

the  results  from  our  dyed-in-the-wool 

yard -wide  listeners*  Clap  hands  '^^^  for 

WHIZ,  a  Southeastern  Ohio  champ,  and 

a  Fort  Industry  Co*  Product! 

John  Blair  Has  the  Dope 

N.B.C.  RED 

— and  proud  of  it! 
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Radio  Educators  Call  for  Unity 

In  Assisting  the  War  Eftort 

Value  of  Propaganda  in  Achieving  Victory  for 

Allies  Stressed  at  Stephens  College  Session 

THE  MAN  I  LOVE 

By  CLARA  E.  WALDROP 
RECOGNIZING  the  immediate 
need  for  coordinating  the  poten- 

tialities of  radio  in  the  war  effort, 
leaders  in  the  industry  gathered 
on  the  campus  of  Stephens  Col- 

lege, Columbia,  Mo.,  Nov.  5-6,  to 
discuss  means  of  "doing  the  tre- 

mendous job  radio  is  called  upon  to 
do  now."  More  than  950  delegates 
from  eight  States  registered  for 
the  regional  conference  of  the  As- 

sociation for  Education  by  Radio. 
Speaking  at  the  banquet  Friday 

night,  Charles  A.  Siepmann,  of  the 
Office  of  War  Information,  gave 
the  challenge  and  voiced  the  fact 
which  all  Americans  have  been 
seeking  since  Pearl  Harbor: 
"There  is  no  status  quo.  We  can 
step  back  or  step  on.  We  cannot 
stand  still." 

Propaganda's  Place 
Mr.  Siepmann,  formerly  with 

BBC,  showed  how  propaganda  can 
help  win  the  war  and  the  peace  to 
follow.  First,  radio  must  enable 
the  public  to  know  the  enemy, 
recognize  his  creed,  logic  and  am- 

bitions. Second,  radio  must  inform 
us  about  our  Allies.  Third,  radio 
must  show  us  our  own  history. 

Louis  Berg,  New  York  psychia- 
trist and  author,  hit  the  same  basic 

theme  as  he  explained  the  task  of 
coordinating  entertainment  and 
wartime  morals. 

"Radio  is  the  outstanding  weapon in  both  an  offensive  and  defensive 

psychological  warfare,"  said  Mr. 
Berg  at  the  banquet.  To  put  over 
a  morale  building  program  via  ra- 

dio, the  industry  must  organize  an 
over-all  unified  plan.  He  empha- 

sized that  counter-propaganda  is 
not  very  effective  and  that  instead 

of  fighting  the  enemy's  propaganda, 
we  must  create  a  propaganda  of 
our  own.  Dr.  Berg,  usually  a  foe 
of  the  soap  opera,  gave  it  a  high 
place  as  a  potential  wartime  mo- 

rale builder. 
Again  the  challenge  was  echoed 

in  the  banquet  discussion  by  Har- 
vey Wertz,  regional  director  of  the 

Office  of  Civilian  Defense  at 
Omaha,  "Radio  is  the  most  im- 

portant medium  in  the  greatest 
educational  task  ever  undertaken," he  said. 

Recording  Ban 

Mr.  Wertz  pointed  out  the  im- 
portance of  using  regional  and 

preferably  local  plugs  for  civilian 
defense.  He  insisted  national  pro- 

grams fail  to  do  the  job.  A  former 
newspaperman  who  changed  his 
profession  after  18  years  to  radio, 
praised  the  industry  for  the  splen- 

did success  the  OCD  has  had  by 
using  it. 
John  J.  Gillin  Jr.,  of  WOW, 

Omaha,    discussed    the  Petrillo- 

recording  controversy.  In  review- 
ing the  AFM  situation,  the  director 

of  the  NAB  10th  District  pointed 
out  the  extent  to  which  educators 

throughout  the  country  are  detri- 
mentally affected  by  the  recording 

ban. 

The  conference,  which  was  di- 
rected by  Sherman  P.  Lawton  of 

the  Department  of  Radio  &  Visual 
Education  at  Stephens  College, 
opened  Nov.  5  with  welcomes  from 
members  of  the  Stephens  College 
faculty  and  a  foreword  by  I.  Keith 
Tyler,  national  vice-president  of 
the  Association  for  Education  by 
Radio.  Hugh  Stephens,  grandson 
of  the  founder  of  Stephens  Col- 

lege, sounded  the  keynote  of  the 
meeting.  Stephens,  administrator 
for  Missouri  State  Council  for  De- 

fense, said:  "National  radio  policy 
is  still  confused.  The  purpose  of 
this  conference  is  to  help  local 
broadcasters  formulate  their  own 
wartime  policies  until  such  time 
as  the  Government  issues  direc- 

tions." 
Radio  in  Wartime 

Acting  as  the  spark-plug  of  the 
roundtable  session  on  radio  in  war- 

time, Wauhillau  La  Hay,  radio 
editor  of  the  Chicago  Sun,  strong- 

ly presented  and  upheld  radio's stand  that  it  is  an  asset  to  the  war 
effort.  Miss  La  Hay,  along  with 
Mrs.  Doris  Corwith,  assistant  to 
the  public  service  counsellor  of 
NBC  New  York,  spurred  the  con- 

vention discussion  by  taking  the 
theme  that  radio  is  a  necessity. 

Paul  Weaver,  head  of  the  de- 
partment of  philosophy  and  direc- 

tor of  the  Burrall  Class  of  Steph- 
ens College,  led  a  discussion  on  re- 

ligious programs  in  wartime.  Re- 

His  life  began  : 
A  wrinkled,  wizened  mass  he  was, 
Emerged  to  light  of  day. 
And  there  and  then  evolved  a  plan 
That  did  not  gang  agley,* For  even  as  a  dribbling  tot. 
He  mouthed  each  toothsome  word. 
He  listened  hard  and  learned  a  lot. 
Amazed,  his  parents  heard 
Him  speak  without  restriction 
In  a  most  King's  English  diction, 
And  then  as  year  took  toll  upon  him 
His  vocabulary  grew. 

He  added  words  like  "Vladivostok", 

"jerk" And  "entre-nous." He  bought  himself  some  baggy  tweeds 
That  had  a  casual  flair. 
And  took  to  making  corny  jokes 
That  crept  into  my  hair. 
He  learned  to  drape  his  shoulders  in  a 
Fashionable  slouch 

And  murmur  slopiiy  lyrics  'til  even 
Lovers  hollered  "Ouch  !" He  toiled,  he  sweat,  he  tarried. 
Wore  himself  down  to  the  bone 
And  now,  praise  be,  he's  married To  his  goddamned  microphone. ■ — Mrs.  Cy  Newman, 

WPDQ,  Jacksonville. 
*Editor's  Note:  The  best  laid  schemes  of 
mice  and  men  gang  aft  agley.  Ref.  Scotch 
and  plenty  of  soda. 

ligion  in  wartime  has  the  big  job 
of  showing  the  soldier  he  has 
something  to  fight  for  and  making 
nations  aware  of  Christian  broth- 

erhood everywhere,  he  asserted,  as 
did  Edwin  C.  Browne,  educational 
director  of  KMBC,  Kansas  City. 

Writing  War  Plugs 
Participants  went  back  to  Mr. 

Siepmann's  plea  for  a  realization of  our  aims  and  declared  that  in 

the  last  analysis  radio  and  its  audi- 
ence must  decide  what  we  in  Amer- 

ica and  in  the  war  are  driving  to- 
ward. But  all  concerned  agreed 

that  an  absolute  diet  of  100%  war 
programs  on  the  air  would  not  be 

palatable. One  question  arising  often  dur- 
ing the  convention  was  whether 

station  managers  like  to  have  the 
Government  write  spots  or  pro- 

grams concerning  defense.  The 
answer  without  exception  was: 
"Not  if  we  can  possibly  write  them 

Wanf  to  show  off  fo  your  friends  when  you  visit  a  broadcast?  Study  these 
"handies"  and  you'll  know  what  a  director  means  when  he  starts  to  work. 

First,  we  have  the  sign  which 
means  "Okay." 

The  third  one  finds  our  plump  pal 
asking  a  question.  It's  "How's 
the  balance?" 

Then,  the  loud  looking  signal  asks 
for  more  volume  — louder  sound. 

Finally,  we  have  a  call  for  a  "re- peat." This  happens  during  a rehearsal  when  all  is  not  right. 

ourselves."  The  directors  believe 
the  Government  is  doing  a  good 

job  of  writing  the  plugs — better 
than  at  first — but  the  local  angle 
gives  the  plug  its  lifeblood  and 
should  be  guarded. 

Out  of  the  entire  conference  one 
solution  for  the  type  and  method 
of  broadcast  most  adaptable  to  all 
stations  was  submitted.  Mrs.  Har- 

riet Hester,  educational  director  of 

WLS,  Chicago,  offered  the  me-to- you  broadcast  as  the  solution  for 
one  of  radio's  biggest  problems  at 
this  time — how  valuably  to  present 
the  needed  war  plugs  for  all  the 
different  agencies  and  projects. 

Mrs.  Hester,  chairman  of  this 
round  table,  along  with  other  par- 

ticipants, pointed  out  somewhat 
limited  opportunities  for  women  in 
radio  production  work.  Mrs.  Hester 
believes  women  will  not  be  used  as 
announcers  in  the  near  future  but 
says  the  place  where  women  are 
needed  is  in  background  and  sec- 

retarial work. 

Many  Radio  Speakers 
One  important  future  in  radio 

education  was  pictured  by  Albert 

N.  Crews,  speech  and  radio  pro- fessor at  Northwestern  U.  Mr. 

Crews  told  of  Northwestern's  new 
apprenticeship  program,  designed 
for  next  fall.  This  program  will 
give  the  student  one-quarter  of  a 
semester  apprenticeship  in  a  radio 
station. 
Among  the  speakers  from  the 

radio  field  participating  were: 
Miss  Dorothy  McCune,  director  of 
women's  activities,  KVOO;  Mrs. 
Ellen  Lee  Brashear,  educational 
director,  KMOX;  Miss  Ruth  Sha- 
heen,  WJJD;  Earl  Winger,  WDOD; 
John  W.  Tinnea,  program  direc- 

tor, KWK;  Miss  Virginia  Bahn, 
program  director,  KFVS;  Foster 
Brown,  program  manager,  KFRU; 
Storm  Whaley,  KUOA;  C.  L. 
Thomas,  manager,  KXOX;  Miss 
Judith  Waller,  Midwest  director  of 
public  service  and  education,  NBC; 
James  M.  Daugherty  of  Jimm 
Daugherty  Inc.,  St.  Louis;  Robert 
Compton,  WCAZ;  Arthur  Casey, 
director  of  public  relations,  KMOX; 
Miss  Helen  Carson,  director  of 

women's  activities,  W9XBT- 
W9XBK;  H.  Clay  Harshbarger, 
WSUI;  Mrs.  Jack  Sexton,  WTAD. 

Radio  Talent  in  Films 
TOMMY  COOK,  Hollywood  boy 
actor  who  portrays  Little  Beaver 
in  the  thrice-weekly  quarter-hour 
BLUE  Pacific  Red  Ryder;  spon- 

sored by  Langendorf  United 
Bakers,  has  a  major  role  in  the 
Universal  film  "Hi,  Buddy".  Jack Edwards  also  on  that  program,  is 
currently  in  Texas  working  in  the 
Walter  Wanger  film  tentatively 
titled  "We've  Never  Been  Licked". 
The  Music  Maids,  radio  quartette, 
has  a  vocal  spot  in  the  Paramount 
film,  "Salute  for  Three".  Charles 
Dant,  musical  director  of  NBC 
Hollywood,  is  scoring  the  film, 
"The  Pay-Off",  to  be  produced  by 
Jack  Schwarz  for  Producers  Re- leasing Corp. 

From  the  WOR  News 

KGO,  San  Francisco,  on  Nov.  1 
.started  operating  24  hours  daily  to 
serve  war  i^lant  workers  on  the  swing shift. 
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BUY 

A  BIG  FROG  IN  A  BIG  POND 

•  If  you  want  sales  in  the  Scranton  — Wilkes-Barre  area 

(and  it's  the  nation's  19th  market)  you  want  WGBI.  It's 
the  only  regional  or  clear-channel  station  covering  this 

prosperous  population  of  629,581  .  .  .  it's  the  only  station 
heard  throughout  the  market. 

•  Outside  stations  can't  get  in  over  the  Pocono  Mountains 

.  .  .  and  they  wouldn't  stand  much  chance  if  they  could 
because  WGBI  attracts  and  holds  98%  of  daytime  Usten- 

ers  and  96%  of  nighttime  listeners  throughout  Scran- 

ton's  home  county.  (Dr.  Starch  and  Staff  Survey).  Call 
your  John  Blair  man  and  BUY  WGBI. 

SCRANTON 

CBS  AFFILIATE 

910  KC 
lOOO  WATTS  DAY 
500  WATTS  NIGHT 

PENNSYLVANIA 

JOH 

&>  COMPANY 

National  Representatives 

FRANK  MEGARGEE,  President 



Office  of  Censorship  Explains  Rules  Governing  Radio-Press  Releases 

1.  WHY  IS  CERTAIN  NEWS 
WITHHELD? 

Some  of  the  news  is  not  published 
in  newspapers  nor  broadcast  by  radio 
stations  in  these  critical  times.  The 
reason  is  that  editors  and  broadcasters 
are  cooperating  with  the  Government 
to  deprive  the  enemy  of  certain  infor- 

mation which  would  help  him  to  kill 
Americans. 
A  Code  of  Wartime  Practices  for 

press  and  radio  was  drawn  up  by  the 
Office  of  Censorship  last  January  and 
has  undergone  revision  from  time  to 
time  in  the  light  of  experience.  The 
preamble  of  the  Code  puts  it  this  way  : 

"It  is  essential  that  certain  basic facts  be  understood.  The  first  of  these 
facts  is  that  the  outcome  of  the  war 
is  a  matter  of  vital  personal  concern 
to  the  future  of  every  American  citi- 

zen. The  second  is  that  the  security  of 
our  armed  forces  and  even  of  our  homes 
and  our  liberties  will  be  weakened  in 
greater  or  less  degree  by  every  disclos- 

ure of  information  which  will  help  the 
enemy," The  Code  suggests  that  editors  and 
broadcasters  act  as  their  own  censors, 
applying  the  dictates  of  common 
sense.  It  is  recommended  that  they 
ask  themselves  "Is  this  information  I would  like  to  have  if  I  were  the 
enemy?"  and  then  act  accordingly. 

The  Code  lists  certain  classes  of  in- 
formation which  would  be  of  obvious 

value  in  enemy  hands.  It  does  not  deal 
with  editorial  opinion,  or  criticism  of 
the  Government,  but  is  confined  solely 
to  the  distribution  of  information, 

2.  THE  BASIS  OF  COOPERATION 
The  Wartime  Code  under  which 

editors  and  broadcasters  cooperate  with 
the  Government  rests  on  an  assump- 

tion that  certain  kinds  of  informa- 
tion should  be  published  only  when  of- 

ficially disclosed. 
The  reason  for  this  assumption  is 

set  forth  as  follows  in  the  Code  it- 
self: 

"Special  attention  is  directed  to  the fact  that  all  of  the  requests  (in  the 
Code)  are  modified  by  a  proviso  that 
the  information  listed  may  properly 
be  published  when  authorized  by  ap- 

propriate authority.  News  on  all  of 
these  subjects  will  become  available 
from  Government  sources  ;  but  in  war, 
timeliness  is  an  important  factor,  and 
the  Government  unquestionably  is  in 
the  best  position  to  decide  when  dis- 

closure is  timely." 
In  other  words,  editors  and  broad- 

casters are  asked  to  recognize  that 
"business  as  usual"  will  not  be  in 
order  during  the  war,  but  are  assured 
at  the  same  time  that  there  will  be  no 
news  or  editorial  blackout  because  of- 

ficial sources  themselves  will  be  mak- 
ing completely  privileged  disclosures  as 

often  as  they  may  be  made  safely. 
"It  is  the  hope  and  expectation 

of  the  Ofiice  of  Censorship"  says  the 
Code,  "that  the  columns  of  American 
publications  will  remain  the  freest  in 
the  world,  and  wiU  tell  the  story  of  our 
national  successes  and  shortcomings 
accurately  and  in  much  detail." The  specific  requests  in  the  Code  and 
the  reasons  behind  them  are  discussed 
below. 

3.  TROOPS 

The  voluntary  censorship  Code  re- 
quests that  there  be  no  unauthorized 

disclosure  of  the  size,  location,  move- 
ments or  weapons  of  our  fighting 

forces. 
Newspapers  and  broadcasters  natu- 

rally learn  a  great  deal  about  troon 
movements  and  the  identity  of  regi- 

ments overseas.  The  reasons  for  with- 
holding this  news  are,  in  the  main,  ob- 

vious. No  one  wants  to  teU  the  enemy 
that  certain  troop  transports  are  on  the 
high  seas,  or  to  advise  him  that  tank 
or  air  force  units  are  being  concen- 

trated at  a  certain  point. 
Enemy  spies  like  to  report  exactly 

what  fighting  men  are  where  and  what 
equipment  they  have. 

THOUGH  they  operate  under  separate  Codes,  which  overlap  in  many 
instances,  and  though  the  administration  of  the  Codes  is  under  separate 
radio  and  press  sections  of  the  Office  of  Censorship,  radio  and  the  press 
are  in  the  same  boat,  so  far  as  the  problem  of  withholding  certain 
information  of  value  to  the  enemy  is  concerned.  There  have  been  no 
recent  changes  in  the  'Code  of  Wartime  Practices  for  Broadcasting', 
published  in  full  text  in  the  June  29  Broadcasting,  but  the  Office  of 
Censorship  under  Director  Byron  Price,  in  response  to  many  inquiries 
from  press  and  radio,  has  decided  to  issue  this  explanatory  statement 
on  rules  and  regulations  of  the  voluntary  censorship  as  it  affects  both 

media.  Portions  relating  to  press  only  are  deleted. 

At  first  thought  it  might  seem  harm- 
less to  say  that  Willie  Jones  was  with 

the  Nth  Field  Artillery  in  Australia. 
But  by  picking  up  such  items  here  and 
there  an  enemy  agent  could  piece  to- 

gether the  whole  story  of  General  Mac- 
Arthur's  manpower,  his  equipment,  and 
what  special  training  his  troops  have had. 

Anyone  having  this  information 
could  make  a  good  guess  how  the  troops 
would  be  used,  and  how  strong  a  force 
would  be  needed  to  defeat  them. 

4.  SHIPS 
The  voluntary  censorship  Code  asks 

that  the  movements,  identities,  and 
cargoes  of  naval  and  merchant  ships 
be  not  reported,  and  that  details  of 
construction  and  prospective  launch- 
ings  be  withheld  except  as  officially announced. 

Ten  months  of  naval  warfare  under- 
line this  request.  Enemy  spies  risk 

their  lives  in  attempts  to  report  ship- 
ping information. 

If  we  tell  the  enemy  where  our 
ships  are,  he  will  know  where  to  at- 

tack them.  If  we  tell  him  what  cargo 
they  are  carrying,  he  will  know  which 
ships  would  be  his  most  valuable 
prizes.  If  we  tell  him  that  we  know 
where  his  own  ships  are,  he  is  likely 
to  move  them  to  our  disadvantage. 

The  enemy  is  especially  anxious  for 
information  about  convoying  methods, 
new  shipping  routes,  how  shipments  of 
strategic  materials  can  be  cut  off,  and 
technical  details  of  our  busy  shipyards. 
He  will  make  good  use  of  every 

scrap  of  information  on  any  of  these 
subjects. 

5.  ENEMY  ATTACKS 
The  voluntary  censorship  Code  re- 

quests that  only  official  statements  be 
published  regarding  the  sinking  or 
damaging  of  ships  from  war  causes ; 
or  regarding  other  enemy  damage  to 
military  objectives  such  as  docks,  rail- 

roads, airfields,  and  war  plants. 
The  less  the  enemy  knows  about  the 

effectiveness  of  his  guns,  bombs,  and 
torpedoes  the  less  solid  ground  he  will 
have  for  planning  future  attacks. 

Enemy  forces  often  are  out  of  com- 
munication with  their  bases.  Very  of- 

ten they  will  not  know  what  points 
have  been  left  vulnerable  unless  some- 

one tells  them. 
Detailed  stories  about  ship  sinkings, 

told  by  survivors  and  others,  can  do 
immense  harm.  Information  about  car- 

goes and  destinations  will  form  an  in- 
dex to  our  supplies  of  strategic  ma- 

terials. Information  about  the  precise 
effect  of  torpedo  hits  wDl  tell  the  enemy 
how  effective  his  weapons  are. 
An  attacking  submarine  can  report 

only  incomplete  information,  and  it 
can  make  that  report  only  by  radio  at 
great  risk  to  itself  or  by  returning  to 
its  base,  which  many  submarines  never 
do. 

One  of  the  most  important  and  dif- 
ficult tasks  of  an  attacking  command- 

er is  to  gauge  the  effect  of  his  fire. 
Enemy  commanders  should  not  be  aid- ed in  this  task. 

6.   AIR  ATTACKS 
The  voluntary  censorship  Code  asks 

that  radios  be  silent  during  an  air 
raid  except  as  used  by  our  own  armed 
forces ;  that  newspapers  publish  only 
official  statements  during  a  raid ;  and 
that  the  greatest  care  be  taken  after- ward to  exclude  unconfirmed  reports 
and  sensationalism. 

It  may  be  assumed  that  anv  air 
raid  on  continental  United  States 
would  be  designed  for  morale  rather 
than  military  effect.  If  the  enemy  can 
spread  panic,  he  wUl  have  accom- plished his  purpose. 

Radio  is  asked  to  be  silent  not  only 
because  radio  stations  act  as  beacons 
to  guide  enemy  planes,  but  because 
broadcasting  would  instantly  convey 
valuable  information  to  the  enemy 
overhead. 

Air  raids  are  always  accompanied 
by  rumors  of  aU  sorts,  and  many  of 
these  rumors  may  be  started  by  enemy 
agents  to  increase  panic. 

An  attacking  plane  usually  flies  high 
and  cannot  always  be  certain  of  its 
exact  route  or  location.  If  the  enemy 
is  told  that  his  planes  were  on  the 
target  or  off  the  target,  or  that  they 

DECIBEL  READING  was  sole  criterion  in  the  woman's  announcers 
auditions  held  recently  by  WRC,  Washington.  So  lovely  Mrs.  Marey  E. 
Shaw  (right)  came  out  second  best  in  the  finals,  which  were  won  by 
Mrs.  Betty  Monroe,  of  Arlington,  Va.  (second  from  left).  Bill  Herson 
(left),  WRC  timekeeper,  watches  as  Chairman  Bruce  Allen,  of  Wash- 

ington's Community  War  Fair,  presents  a  War  Bond  to  Mrs.  Monroe. 

followed  this  or  that  route,  he  will 
make  good  use  of  that  information  next time. 

If  a  raid  comes,  the  city  under  at- 
tack will  be  actually  in  the  war  zone. 

Many  things  representing  good  judg- ment in  ordinary  cases  wUl  not  apply 
at  such  a  time  and  place. 

7,  PLANES 
The  voluntary  censorship  Code  re- 

quests that  nothing  be  said  except  on 
official  authority  regarding  the  dispo- 

sition, movements  or  new  characteris- 
tics of  our  fighting  planes,  or  the  ac- 

tivities of  the  Civil  Air  Patrol  or  the 
Ferrying  Command. With  so  much  of  this  war  being 
fought  in  the  air,  and  so  many  battles 
turning  on  air  support,  it  is  no  more 
than  common  sense  to  be  extremely 
cautious  about  every  disclosure  re- 

lating to  air  forces. 
Planes  and  their  armament  and 

equipment  are  being  changed  constant- 
ly as  a  result  of  experience  and  sci- entific development.  The  tempo  of  these 

changes  will  vitally  effect  the  out- come of  the  war. 
Furthermore,  many  military  and 

civil  missions  of  high  wartime  impor- 
tance are  carried  out  by  air.  Even  news 

of  the  training  of  our  air  forces  calls 
for  special  scrutiny  because  it  is  bound 
up  with  technical  development,  speed, 
armament  and  tactics. 

Our  planes  will  be  kept  flying  and 
will  be  able  to  surprise  and  cripple  the 
enemy  more  effectively  if  public  discus- sion of  movements  and  other  details  is 
kept  to  a  minimum. 

8.  FORTIFICATIONS 

The  voluntary  censorship  Code  re- 
quests that  the  location  and  nature 

of  fortifications,  bomb  shelters  and 
camouflaged  objects  be  kept  out  of 
the  news  except  as  announced  official- ly. 

It  stands  to  reason  that  the  more 
the  enemy  knows  about  the  strong  and 
weak  points  on  our  Coast  lines,  or 
about  the  number  and  location  of  our 
anti-aircraft  guns,  the  better  he  wiU 
know  how  to  attack. 

In  this  global  war  the  mere  news 
that  the  United  States  is  setting  up 
defenses  at  various  points  of  the  world 
will  call  attention  to  expected  opera- 
tions. 

Even  if  many  people  see  some  of 
these  fortifications,  that  doesn't  prove that  the  information  has  reached  the 
enemy.  Actually  the  enemy  is  thank- ful for  small  bits  of  information. 

One  enemy  agent  may  see  a  part  of 
the  picture ;  but  if  every  newspaper 
presents  a  part  of  the  picture,  or  if 
radio  stations  broadcast  parts  of  it,  it 
will  be  easy  for  the  enemy  to  put  the 
pieces  together.  That  is  what  his  in- 

telligence services  are  for. 
In  a  country  as  large  as  this,  with 

additional  bases  in  many  distant  parts 
of  the  globe,  the  enemy's  task  in  es; 
timating  the  strength  of  our  fortifica- tions will  be  hopeless  unless  we  help him. 

9.  PRODUCTION 
The  voluntary  censorship  Code  re- 

quests that  it  be  left  to  the  Govern- 
ment to  decide  when  over-all  produc- 

tion figures  or  new  military  experi- 
ments are  to  be  announced,  or  what 

details  of  war  production  methods  can 
safely  be  published.  It  is  requested 
also  that  nothing  be  said  a-bout  sabo- 

tage except  upon  authority. 
A  major  purpose  of  the  Axis  war 

effort  against  the  United  States  is  to 
cripple  or  slow  down  our  war  produc- tion. We  are  short  of  certain  materials 
and  of  certain  implements  of  war. 
Enemy  spies  and  saboteurs  try  des- 

perately to  find  out  what  materials  are 
most  critical,  and  at  what  point  the 
production  process  is  most  vulnerable. 

The  Army  and  Navy  are  carrying 
out  a  tremendous  program  of  experi- mentation. Designs  are  being  changed 
constantly  in  the  light  of  experience. 
Some  of  these  changes  are  revolution- 
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ary.  It  is  best  that  the  enemy  learn 
about  them  first,  as  a  surprise,  on  the 
field  of  battle. 

Similarly,  if  he  knew  just  what  suc- 
cess, if  any,  his  saboteurs  were  hav- 

ing, the  enemy  would  be  able  to  change 
or  intensify  certain  methods  of  kill- 

ing Americans. 
Every  community  where  a  war  in- 

dustry is  located  knows  something 
about  war  production.  If  all  of  this 
were  published  or  broadcast  from  every 
community,  the  enemy  would  have  a 
blueprint  worth  many  divisions  of 
troops. 

10.  WEATHER 

The  voluntary  censorship  Code  re- 
quests that  only  the  most  restricted 

information  regarding  weather  fore- 
casts or  weather  conditions  be  pub- 
lished and  that  none  of  this  informa- 

tion be  broadcast  except  in  extraordi- 
nary cases. 

United  States  weather  moves  from 
east  to  west  with  a  few  variations. 
Meteorology  has  advanced  to  a  point 
where  scraps  of  current  weather  infor- 

mation from  as  few  as  three  well- 
separated  western  points  can  supply 
the  basis  for  excellent  forecasts  of  to- 

morrow's weather  in  the  east. 
It  has  long  since  been  established 

that  meteorologists  serve  as  senior 
officers  on  enemy  naval  craft  in  the 

Atlantic.  A  few  drops  of  rain  at  El 
Paso,  high  winds  at  Kansas  City,  and 
a  snowfall  in  Detroit  will  indicate  to 
enemy  ships  which  parts  of  the  Coast 
will  have  rough  weather  or  fog  a  day 
or  two  later. 

Radio  is  under  a  more  stringent  re- 
striction than  newspapers  on  questions 

of  weather  because  the  transmission  of 
the  information  is  instantaneous.  Many 
American  broadcasting  stations  can 
easily  be  heard  off  shore. 

Scientific  advancement  in  weather 
forecasting  will  fight  on  our  side  only 
if  we  refrain  from  telling  the  world  all 
we  know. 

11.  RUMORS 

"The  spread  of  rumors  in  such  a 
way  that  they  will  be  accepted  as 
facts,"  says  the  voluntary  censorship 
Code,  "will  render  aid  and  comfort  to 
the  enemy.  The  same  is  true  of  enemy 
propaganda  or  material  calculated  by 
the  enemy  to  bring  about  division 
among  the  United  Nations." Any  nation  which  prides  itself  on 
freedom  of  speech  will  be  a  target  for 
divisionist  propaganda. 

It  is  well  established  that  Axis 
propaganda  is  seeking  not  only  to  de- ceive us,  but  to  divide  the  United 
Nations  socially,  politically,  and  racial- 
l.V. Many  false  reports  are  originated 

Publisher  on  321 
EXPANDING  the  radio  campaign 
of  Simon  &  Schuster,  Northwest 
Radio  Advertising  Co.,  Seattle,  re- 

ports that  it  was  using  321  sta- 
tions during  the  week  starting 

Nov.  9.  Nearly  200  additional  sta- tions were  to  receive  orders  last 
week.  Campaign  uses  two-minute 
five-minute  and  15-minute  periods 
from  one  to  four  times  daily  and 
will  continue  until  next  March  1. 

without  vicious  intent.  Many  others 
are  circulated  deliberately  by  the 
enemy.  All  such  reports  must  be  care- 

fully sorted  over  on  news  desks. 
Editors  have  been  advised  to  exer- 

cise discretion  in  the  publication  of 
enemy  propaganda  from  the  short- wave radio  and  Morse  code  trans- missions. 
The  enemy  deliberately  puts  out 

certain  "reports"  in  the  hope  that  they 
will  gain  circulation  through  our  news 
channels.  The  "reports"  are  often aimed  at  provoking  official  replies 
which  will  give  the  enemy  exact  in- 

formation, at  diverting  attention  from 
a  vital  area,  at  confusing  American 
opinion,  or  at  directing  American 
opinion  ujion  specific  issues.  For  ex- 

ample, the  enemy  may  "report"  the alleged  sinking  of  American  troop 
transports  at  a  time  public  opinion  is 
focused  on  an  Allied  offensive,  or  the 
alleged  sinking  of  merchant  ships  en- route  to  Russia  at  a  time  when  aid  to 
the  Soviet  Union  is  the  subject  of 
widespread  discussion.  For  security 
reasons  it  may  be  inadvisable  for  the 
Government  to  deny  these  propaganda 
claims  until  the  ships  have  safely  re- 

turned to  their  home  ports  some  weeks 
later. 
When  news  actually  comes  from  an 

enemy  source  the  source  is  always  con- 
spicuously identified  before  the  in- foi'mation  is  placed  before  the  public. 

The  American  people  are  entitled  to 
know  the  source  of  wartime  informa- 

tion, particularly  of  a  social  or  politi- cal character. 
They  also  have  the  right  to  know 

about  the  progress  of  the  war,  and  they 
are  being  told  about  it  daily  to  an 
extent  never  equalled  in  any  previous 
war. 
12.  PHOTOGRAPHS  AND  MAPS 
[Applicable  to  press  only.] 

13.  MISCELLANEOUS 
The  Code  of  voluntary  censorship 

makes  certain  general  requests  on 
such  subjects  as  casualty  lists,  in- 

terned aliens,  and  movements  of  im- portant official  personages. 
If  all  casualties  were  identified  as 

to  specific  military  units  or  exact  loca- tions, the  enemy  would  learn  a  great 
deal  he  does  not  know  about  the  effects 
of  his  operations. 

The  restrictions  regarding  interned 
persons  arise  from  considerations  of 
personal  safety,  as  well  as  from  the 
possibilities  of  reprisal  in  case  of  un- substantiated reports  regarding  camp 
conditions. 

The  request  that  there  be  no  dis- closure about  the  movements  of  the 
President  and  of  other  official  per- 

sonages is  based  on  reasons  of  safety. 
The  President  is  the  Commander-in- Chief.  He  and  his  officers  do  certain 
traveling,  and  it  is  obvious  that  the 
enemy  would  like  to  know  about  it 
and  would  like  to  do  what  he  can about  it. 

It  is  requested  that  there  be  no  pre- 
mature disclosure  of  diplomatic  nego- 

tiations. This  is  a  total  war.  A  defeat 
on  the  diplomatic  front  might  easily 
be  as  damaging  as  a  military  defeat, 
and  disclosure  of  plans  beforehand 
might  be  as  disastrous  in  the  one  case 
as  in  the  other. 

It  is  true  that  some  of  the  facts 
regarding  many  things  mentioned  in 
the  Code  will  be  known  to  many 
Americans.  But  the  same  is  true  of 
almost  all  war  information,  including 
the  time  and  sailing  of  military  con- voys. The  voluntary  Code  appeals  to 
newspapers  and  broadcasters  not  to 
spread  such  inf©rmation  still  further. 
NOTE  :  Anyone  who  wants  a  com- 

plete copy  of  the  Code,  either  in  order to  understand  better  the  wartime 
problems  of  newspapers  and  radio  or 
for  his  own  guidance  in  helping  to 
keep  dangerous  information  out  of 
circulation,  may  obtain  such  a  copy 
by  writing  the  Office  of  Censorship, 
Washington,  D.  C. 

Red  Cross  Dramas 

AS  A  PART  of  its  nation-wide 
drive,  the  American  Red  Cross  is 
completing  arrangements  for  a  se- 

ries of  15  transcriptions,  tentative- 
ly titled  This  Is  My  Story,  for 

distribution  and  release  on  radio 
stations  throughout  the  country. 
Using  scripts  prepared  by  Holly- 

wood Writers  Mobilization,  each 
program  will  dramatize  an  actual 
case  in  which  the  Red  Cross  has 
given  aid,  with  appeals  by  soldiers 
in  the  various  battle  zones  to  be 
dubbed  in  at  end  of  the  transcrip- 

tions. Participations  of  name  tal- ent in  the  series  has  been  approved 

by  Hollywood  Victory  Committee. 

Since  January  1,  1942,  more  than  325  leading  advertisers  have  used  KTAR,  Phoenix.  It's  the 
greatest  volume  of  business  ever  handled  by  any  radio  station  in  this  area— another  FIRST  for 

Arizona's  most  powerful  broadcasting  station.  The  great  Southwestern  market,  completely 
served  by  this  popular  NBC-Blue  Network  outlet,  has  never  been  richer  in  merchandising 
opportunities.  Get  your  share  through  KTAR,  Phoenix. 

WuAona.  BROADCASTING  C0.<^. 
Represented  Nationally  by 

Hftf  York Oetfott Son  Froncisco to»  Angelet 
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SPONSORS  BUYING 

SERIES  IN  SPANISH 

PARTICIPATING  in  a  three- 
quarter-hour  series  six  times 
weekly  on  WBNX,  New  York,  as 
The  Spanish  Horn-,  are  seven  na- 

tional and  local  advertisers,  rep- 
resenting the  clothing,  jewelry  and 

pharmaceutical  industries,  as  well 
as  a  business  school  and  a  chain  of 
music  stores.  News  and  music  are 
featured  on  the  program,  aired 
7:30-8:15  p.m. 

Sponsors,  all  of  whom  have 
signed  for  the  broadcasts  through 
Consolidated  Adv.,  New  York,  are: 
Cabby's  Dress  Center;  Castellanos 
Molina  Corp.,  music  stores;  Mario 
Gonzalez  Inc.,  clothing  stores; 
Latin  American  Institute,  commer- 

cial school;  Rodriguez  Bros.,  jew- 
elry firm;  Stanback  Co.,  Salisbury, 

N.  C,  Plough  Inc.,  Memphis  (Pen- 
etro,  St.  Joseph's  Aspirin). Gonzalez  and  Castellanos  also 
sponsor  quarter-hour  segments  of 
a  Sunday  hour  on  WBNX  handled 
by  Consolidated.  A  half-hour  of 
this  section  is  given  over  to  a  sus- 

taining Spanish  series  presented  by 
World  Peaceways,  New  York,  for 
the  promotion  of  a  better  under- 

standing among  the  Spanish- 
speaking  people  of  the  Americas. 
Title  is  Let  Us  Be  Good  Neighbors. 

Radio's  20 -Year -Club 

Expands  to  65  Members 

H.  V.  KALTENBORN,  NBC  com- 
mentator and  president  of  the 

Twenty  Year  Club,  announces  that 
65  persons  have  now  qualified  as 
charter  members  of  the  organiza- 

tion, founded  April  4  of  this  year 
for  radio  veterans  associated  di- 

rectly or  indirectly  with  the  broad- 
casting industry  for  two  decades 

or  more.  Latest  additions  to  the 
original  list  of  charter  members 
which  appeared  in  Broadcasting, 
Aug.  10,  are: 

Gerald  Bourke,  CKCA,  Kenora, 
Ont. ;  Carl  Butman,  radio  consult- 

ant, Washington,  D.  C;  Robert 
Campbell,  Greenwich  Times,  Green- 

wich, Conn.;  A.  0.  Coggeshall, 
WGY,  Schenectady;  Edward  Cul- 
len,  NBC;  Orrin  Dunlap,  RCA; 
John  Plynn,  WEAF,  New  York; 
Charles  Francis,  WEAF;  Arthur 
Giammatteo,  WEAF;  Henry  Gold- 
enberg,  WHB,  Kansas  City;  Sher- 

man D.  Gregory,  WEAF;  William 
Jacoby,  WJR,  Detroit;  F.  W.  Ken- 
worth,  NBC;  Edwin  Kraft,  North- 

west Radio  Adv.,  Seattle;  Vincent 
Kraft,  KXA,  Seattle;  John  Patt, 
WGAR,  Cleveland;  J.  R.  Poppele, 
WOR,  New  York;  John  Schilling, 
WHB,  Kansas  City;  Joseph  White, 
NBC;  Gordon  Windham,  NBC. 

Kyser's  Camp  Plans 
IF  SATISFACTORY  arrange- 

ments can  be  made,  Kay  Kyser  will 
take  his  orchestra  and  radio  troupe 
overseas  for  USO  camp  shows  and 
personally  pay  all  expenses.  Kyser, 
star  of  the  weekly  NBC  College  of 
Musical  Knowledge,  sponsored  by 
American  Tobacco  Co.  (Lucky 
Strike),  reportedly  volunteered 
this  service  to  the  War  Dept.  and 
is  awaiting  sanction.  How  it  will 
affect  his  sponsorship  was  not  re- 

vealed but  it  is  generally  believed 
that  if  satisfactory  broadcast  ar- 

rangements cannot  be  made,  the 
sponsor  will  give  him  a  brief  leave 
of  absence  to  entertain  the  AEF. 
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buy  in  Northern  California. 
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SOLVING  A  WARTIME  PROBLEM 

Station  Develops  Programs  Designed  to  Aid  in 

 Solving  the  Employment  Problem  

MIDWAY  ISLAND  drama  was  re- 
enacted  by  these  Marines  during 
the  weekly  Halls  of  Mo:itezuma, 
half-hour  program  originating 
from  the  San  Diego  (Cal.)  Marine 
base  and  released  on  Mutual.  Re- 

creating the  actual  battle  experi- 
ence are  (1  to  r)  Pvt.  N.  D.  Jolley, 

former  writer  -  announcer  of 
KOME,  Tulsa,  and  Cpl.  George 
Collender,  narrator  for  the  broad- 

cast and  former  New  York  an- 
nouncer. 

Bank  Group's  Campaign 
CANADIAN  BANKERS  ASSN., 
Montreal  (chartered  banks),  on 
Nov.  9  started  transcribed  drama- 

tized spot  announcements  on  a  large 
number  of  Canadian  stations 
thrice-weekly.  Campaign,  which  is 
tied  up  with  a  newspaper  campaign 
along  similar  lines,  is  handled  by 
A.  McKim  Ltd.,  Cockfield  Brown  & 
Co.,  and  R.  C.  Smith  &  Son,  all  of 
Toronto. 

By  GEORGE  H.  JASPERT 
General  Manager,  WPAT,  Paterson,  N.  J. 
HOW  A  LOCAL  station  can  do  an 
out-and-out  job  of  aiding  the  war 
effort,  is  demonstrated  by  what  we 
have  been  doing  since  last  month. 
On  Oct.  19,  after  a  tryout  period, 
WPAT  started  a  series  of  week- 

day half-hour  programs  titled 
North  Jersey  Women  at  War,  now 
called  North  Jersey  War  of  Pro- 
duction. 

It  was  an  entirely  new  sort  of 
program.  It  was  not  conceived  and 
developed  with  the  idea  of  making 
money.  All  it  hoped  to  do  was  fill  a 
want  which  we  felt  only  a  radio  sta- 

tion could  fill.  Now  it's  sponsored. 
For  a  long  while,  those  in  charge 

of  war  production  in  New  Jersey 
and  others  were  aware  that  the 
employment  problem  in  New  Jersey 
war  plants  was  growing  more  and 
more  acute.  Jobs  were  going  beg- 

ging— with  no  one  to  fill  them. 
Employment  managers  were  plead- 

ing everywhere  for  help.  They  were 
appealing  to  men,  and  they  were 
appealing  to  women.  The  response 
was  small.  A  survey  was  made  of 
Government  agencies  and  indus- 

trial plants  and  as  a  result  WPAT 
started  its  program. 

Recognizing  that  if  even  out-of- 

State  help  was  available,  there 
would  be  a  housing  shortage  were 
that  help  to  come  to  New  Jersey, 
WPAT  believed  the  only  solution  to 
the  problem  was  to  make  New 
Jersey  women  war-plant- job  con- 

scious, and  to  arouse  in  them  the 
desire  to  make  a  concrete  contribu- 

tion towards  the  war  effort.  And 
so  North  Jersey  War  of  Produc- 

tion is  aimed  directly  at  them,  with 
these  three  points  in  mind:  (1)  to 
encourage  them  to  take  jobs  in  war 
industries,  (2)  to  urge  them  to  per- 

suade their  men-folk  to  investi- 
gate war-work  opportunities,  (3) 

to  bring  their  influence  to  bear 
upon  production  efforts  by  male 
and  female  workers. 

Based  on  Letters 

Every  weekday  at  10  a.m.  the 
program — much  of  the  script  is 
based  on  letters  received  by  WPAT 
— is  on  the  air.  It  is  conducted  by 
Monte  Meacham  as  m.c.  and  Adele 
Hunt  as  employment  counsellor, 
both  of  whom  are  employed  by 
WPAT  exclusively  for  the  daily 
broadcast. 

The  program  features:  "Need for  Skilled  and  Unskilled  Work- 
ers", "Positions  Available", 

"Homemakers  Becoming  War 
Workers".  It  tells  women  specifi- 

cally how  they  can  get  jobs  in  war 
industries  even  if  they  are  un- 

skilled or  no  longer  young.  Re- 
cently interviewed  by  Mrs.  Hunt 

was  a  young  woman  worker  in  a 
war  plant  who  is  totally  blind. 

Despite  that  handicap  she  is 
doing  a  25%  better  job  than  girls 
with  full  sight  because  of  her 
specially  developed  sense  of  touch. 
In  addition  to  interviews  with  em- 

ployes and  employers,  the  whole 
program  is  spiced  with  martial 
music  which  Program  Director 
Henry  Miller  finds  inspires  list- 

eners and  breaks  the  tedium  of 
words  alone. 
Women  who  for  various  reasons 

are  unable  to  get  into  war  work 
themselves  are  told  how  they  can 
help  in  other  ways.  They  are  urged, 
for  instance,  to  use  their  influence 
to  induce  old  or  retired  industrial 
workers  to  go  back  to  work.  They 
are  told  to  stir  to  punctuality  men 
and  women  already  employed,  for 
lateness  and  absenteeism  cause 
more  loss  of  time  to  essential  in- 

dustry than  do  strikes.  They  are 
shown  the  need  for  providing  living 
quarters  for  war  workers  in 
crowded  areas.  And  they  are  edu-. 
cated  to  the  importance  of  safety 
off  the  job  as  well  as  on  the  job. 

Scripts  Checked 

Points  highlighted  in  the  talks 
are  "Replacement  of  Men  by 
Women",  "Importance  of  Working 
Near  to  Home",  "Age  Limits", 
"Wage  Scales",  "Factory  Sanita- 
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tion",  "Labor  Relations",  "Child 
Care",  "Personnel  Relations", 
"Safety",  "Proof  of  Citizenship", 
"Lateness". 

Before  a  syllable  was  sent  out 
on  the  air,  scripts  were  submitted 
to  the  Office  of  Censorship  in 
Washington.  Now  material  for  the 
broadcasts  is  obtained  through  the 
various  Government  departments, 
including  the  War  Production 
Board,  the  Civil  Service  Commis- 

sion and  the  U.  S.  Employment 
Service.  Although  it  started  out 
as  a  non-commercial  feature,  it  is 
now  being  sponsored  by  the  Wright 
Aeronautical  Corp.  of  Paterson, 
the  Star  Electric  Motor  Co.  of 
Bloomfield,  and  the  Walter  Kidde 
Co.,  of  Belleville,  all  in  New  Jersey. 

Each  sponsor  is  given  an  equal 
break  on  every  broadcast.  When 
some  individual  is  not  highlighted, 
individual  jobs  that  can  be  filled 
are  played  up.  Some  excellent  re- 

sults have  been  obtained  both  in 
the  placement  of  individuals  par- 

ticularly suited  to  a  special  job, 
and  in  mass  response. 

Our  North  Jersey  War  of  Pro- 
duction is  doing  a  good  job.  Not 

only  has  it  found  work  for  a  great 
many  people  but  it  has  awakened 
the  interest  of  thousands  of  women 
who  had  not  realized,  prior  to 
listening  to  the  broadcasts,  how 
much  of  a  part  they  must  play  on 
the  war  production  front. 

Patent  Granted  Method 

Of  Protecting  Wireless 

Message  From  Jamming 
:  A  METHOD  of  sending  secret 
wireless  messages  that  cannot  be 
jammed  is  described  in  Patent  No. 
2,298,562  issued  by  the  U.  S.  Pat- 

ent Office  to  Francois  Charles 
Pierre  Henroteau,  of  Ottawa,  and 
described  as  follows  by  Science Service : 

"Jamming  wireless  signals  or  a radio  program  is  quite  easy.  All 
the  malevolent  spirit  has  to  do  is 
to  send  out  a  wave  of  precisely 
the  same  frequency  as  that  on 
which  the  message  is  being  sent, 
and  howls  and  whistles  in  the  re- 

ceivers make  it  unintelligible.  This 
can  be  done,  the  inventor  states, 
with  any  of  the  secret  message 
systems  so  far  proposed  except 
those  using  ultra-high  frequency, 
and  these  are  not  of  great  value 
because  of  their  short  range. 

"His  method  of  avoiding  jam and  still  maintaining  secrecy  is  to 
distort  the  sending  wave  by  means 
of  what  he  calls  a  key  plate,  which 
varies  the  frequency  of  the  wave 
in  an  irregular  way  according  to  a 
pattern  on  the  plate.  A  similar 
key  plate  at  the  receiving  end  re- 

moves the  distortion.  If  an  enemy 
should  happen  to  find  out  the  pat- 

tern being  used,  the  key  plates  can 
be  changed. 

"The  sending  wave  cannot  be 
jammed  in  this  system  because  the 
enemy  would  have  to  vary  the  fre- 

quency of  his  wave  in  precisely 
the  same  way." 

WLOF,  Orlando,  Fla.,  has  appointed 
Burn-Smith  Co.  a.s  national  repre- 

sentative, excluding  the  southern  ter- 
ritory which  will  continue  to  be  repre- 
sented hy  B.  Frank  Cook,  Atlanta. 

Louisville  Group  Obtains  CP  Dismissal 

As  Part  of  Equipment  Is  Unobtainable 

UNABLE  to  obtain  equipment  due 
to  the  freeze  order,  the  group  of 
liOuisville  citizens  who  last  year 
obtained  a  construction  permit  for 
a  new  regional  station  there,  to  be 
known  as  WINK,  last  week  se- 

cured a  dismissal  of  the  CP  with- 
out prejudice.  The  FCC  was  in- 

formed that  the  company,  Mid- 
America  Broadcasting  Corp.,  was 
unable  to  meet  the  April  27  con- 

struction deadline.  Although  it 
once  had  most  of  the  equipment  on 
hand,  some  of  the  elements  could 
not  be  obtained  and  the  other 
equipment  accordingly  was  sold. 

The  dismissal  Nov.  11  came  al- 
most one  year  to  the  day,  Nov.  12, 

1941,  when  the  FCC  authorized 
the  new  station  to  operate  with 
1,000  watts  night  and  5,000  day 
on  1080  kc. 

The  company  included  among  its 
officers  and  stockholders  James  F. 

Brownlee,  president,  head  of 
Frankfort  Distilleries  Inc.;  Milton 
S.  Trost,  vice-president,  director 
of  the  Kaufman-Straus  Co.  de- 

partment store;  Edward  L.  Alt- 
shuler  Jr.,  secretary,  head  of  a 
local  tire  agency;  L.  T.  Smyser, 
treasurer,  realtor;  Henry  Fitz- 
hugh  Jr.,  insurance  man;  Willard 
G.  Johnson,  director,  secretary  of 
the  local  Pepsi-Cola  Bottlers  Inc.; 
Lawrence  Jones,  director,  chair- 

man of  the  Frankfort  Distilleries; 
Emanuel  Levi,  former  business 
manager  of  the  Louisville  Courier- 
Journal  and  Times,  now  president 
of  the  Independence  Insurance  Co. 

Seventh  to  Drop 

The  surrender  of  WINK's  con- 
struction permit  is  the  seventh  of 

record  so  far  this  year.  The  other 
authorized  new  stations,  most  of 
them  locals,  which  will  not  be  built. 

Ellis  Joins  WCAO 

ROBERT  ELLIS,  former  CBS  an- 
nouncer-vocalist, has  been  selected 

to  conduct  the  Morning  Musical 
Clock  on  WCAO,  Baltimore,  par- 

ticipating show broadcast  daily 
except  Sunday 
6-9  a.m.  Mr.  Ellis 
was  featured  over 
CBS  on  the  Song 
Styles  program 
originating  from 
WJSV,  Washing- ton. He  was  also 
soloist  with  the 
Marine  Band 

during  the  Na- tional Capital  Cherry  Blossom 
Festival  in  Washington.  Prior  to 
joining  WCAO  he  was  with  WHP, Harrisburg. 

in  most  cases  due  to  equipment 
shortages,  are  WPER,  DeLand, 
Fla.;  KODK,  Kodiak,  Alaska; 
WHAL,  Saginaw,  Mich.;  KTOM, 
Brainerd,  Minn.;  KTRN,  Tacoma, 
Wash.;  WMAW,  Worcester,  Mass. 

Mr.  Ellis 
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Eqnipment  Economy 
NEITHER  stations  nor  sponsors  need  have 
any  qualms  about  the  transmitter  adjustments 
ordered  into  effect  Dec.  1  as  a  wartime  equip- 

ment conservation  move.  Actually,  the  one 
decibel  power  reduction,  applicable  horizontally 
to  all  stations,  means  no  diminution  of  service 
area  worthy  of  mention  whether  the  station 
is  large  or  small. 

It  does  mean  an  infinitessimal  loss  of  qual- 
ity, a  comedown  from  the  extremely  high 

standards  always  enforced  by  the  FCC,  but 
even  this  loss  will  not  be  discernible  to  the 
human  ear.  Best  of  all,  no  station  suffers  to  the 
advantage  of  another,  and  the  whole  industry 
should  benefit  from  the  increase  in  the  life 

of  components  which  the  change  will  afford — 
estimated  by  FCC  engineers  at  anywhere  from 
20  to  50%. 

This  approach  to  the  problem  of  equipment 
economy  was  not  done  hastily  or  with  any 
thought  of  crackdown  in  mind.  The  Commis- 

sion ordered  its  engineers  to  conduct  field  tests 
in  an  eastern  city  last  summer  where  all  six 
broadcast  transmitters,  varying  in  power  from 
250  to  50,000  watts,  were  asked  to  adjust 
themselves  to  the  1  db.  reduction.  The  tests 
were  entirely  successful.  Not  even  the  station 
staffs,  who  were  pledged  to  secrecy,  let  alone 
the  public,  noticed  any  difference  whatsoever. 
The  ear  attunes  itself  to  new  conditions  very 
readily  and,  like  the  sound  of  transcriptions 
made  specially  for  broadcasting,  no  one  could 
discern  any  difference  from  the  original. 

American  broadcasting,  some  of  its  segments 
fearing  extinction  because  of  the  equipment 
shortage,  thus  meets  that  problem,  in  part  at 
least,  with  the  cooperation  of  the  Commission 
and  its  engineers.  And  so  far  as  the  economic 
problem  is  concerned,  the  Commission  took  cog- 

nizance of  that,  too,  when  it  ordered  discretion- 
ary reductions  in  operating  hours  which  may 

help  counter  not  only  the  loss  in  local  sponsor- 
ship but  the  technician  shortage  in  some  com- 

munities. Fulltime  stations  may  now  operate 
as  little  as  six  hours  a  day,  picking  their  own 
times  according  to  the  convenience  of  their 
audience  and  clients,  if  they  find  they  must 
curtail. 

Further  curtailments  may  be  forced  as  the 
war  continues  and  as  the  business  situation 
shakes  down.  It  may  be  that  some  stations 
vrill  want  to  suspend  operations  entirely  with- 

out losing  their  licenses.  The  FCC  appears 
to  be  fully  cognizant  of  this  desire  and  sympa- 

thetic toward  it.  But  it  does  not  want  to  order 

any  station  off  the  air  yet  and  is  unlikely  to  do 

so  in  the  light  of  radio's  recognition  as  an 
industry  essential  to  the  war  effort.  It  recog- 

nizes that  some  stations  most  seriously  affected 
by  the  changing  economic  picture  are  the  very 
ones  in  remote  areas  which  the  Government  is 
most  anxious  to  keep  on  the  air. 

There  is  no  disposition  to  order  any  station 
off  the  air.  But  if  some  do  ask  to  suspend, 
for  good  reason,  there  is  ground  to  expect  that 
they  will  regain  their  licenses  when  the  war 
is  over,  though  it  is  practically  a  certainty 
that  their  equipment  will  either  be  purchased 
or  borrowed  for  other  essential  needs,  broad- 

casting or  otherwise. 
It  is  something  of  a  tribute  to  the  staying 

power  of  the  industry  that  since  Pearl  Harbor, 
though  six  holders  of  construction  permits  for 
new  stations  surrendered  their  CP's  for  in- 

ability to  get  equipment  or  unwillingness  to 
venture  into  new  radio  enterprise  in  these 

times,  only  four  licensed  stations  have  actu- 
ally gone  off  the  air.  The  reasons  are  not  clear 

in  all  instances,  though  in  the  case  of  one 
(KFPL,  Dublin,  Tex.)  it  gave  up  the  ghost 
voluntarily  because  of  inability  to  get  tech- 

nicians. One  other,  the  high  school-owned,  non- 
commercial, part-time  WSVS,  Buffalo,  also 

voluntarily  surrendered  its  license.  The  other 
two  apparently  were  victims  of  the  times — the 
1,000-watt  KXKX,  Kansas  City,  and  the  100- 
watt  KIDW,  Lamar,  Col.,  both  of  which  de- 

faulted their  license  renewals.  In  no  instance 
was  there  any  appreciable  loss  of  service  in 
their  areas,  which  are  otherwise  well  covered 
by  other  stations. 

Uncle  Sam  Steps  In 
AGAIN  the  Government's  machinery  prepares 
to  go  into  action  against  the  American  Federa- 

tion of  Musicians  in  its  recording  strike  and 
in  its  local  strike  threats  against  broadcasters. 
After  delay  on  Capitol  Hill,  Senator  Wheeler 
at  last  has  named  a  five-man  subcommittee  to 

go  into  the  heart  of  the  AFM's  stranglehold 
on  the  broadcasting,  phonograph  and  juke-box 
industries. 

Preliminary  evidence  uncovered  at  Senator 

Clark's  short  probe  before  the  Senate  ordered 
an  AFM  inquiry  was  so  damaging  to  the  union 
that  a  complete  investigation  was  inevitable. 
Thus  while  the  union  escaped  a  Federal  court 
injunction  on  a  legal  precedent  based  on  juri- 

dical technicalities,  it  now  faces  a  wide-open 
exposure  of  its  strangling  operations  by  a  Sen- 

ate committee.  Senator  Clark  showed  his  mettle 

in  the  preliminary  probe  by  fearlessly  going 
into  the  vulnerable  operations  of  the  AFM. 

Still  another  Government  weapon  may  enter 
the  music  melee.  This  time  it  is  the  War  Labor 
Board,  and  AFM  talk  would  indicate  that  the 
union  wants  no  part  of  this  generally  pro- 
labor  administrative  agency.  The  WLB  angle 
rises  out  of  the  possibility  that  negotiations 
such  as  those  between  the  Detroit  AFM  Local 
No.  5  and  Stations  WJR  WXYZ  WWJ,  might 
bog  down  before  the  local  mediation  boards. 

If  strike  threats  become  serious,  the  stations 
might  ask  the  U.  S.  Conciliation  Service  to 
intervene.  Assuming  the  stations  are  firm  in 
refusing  to  yield  to  unreasonable  demands,  the 
battle  would  then  go  to  the  WLB,  which  at 
present  has  little  inclination  to  approve  such 
business-as-usual  demands  as  shorter  work- 

weeks along  with  creation  of  unnecessary  jobs. 

FRANKLY  recognizing  itself  in  the 
minority  as  a  result  of  its  postcard 
survey,  the  founding  directorate  of  the 
projected  American  Broadcasters 
Assn.  has  voted  to  disband  it.  Granted 

that  disaffection  toward  NAB  still  pre- 
vails, is  it  too  much  to  hope  for  that  in- 

ternal unity  can  now  prevail  and  that 
any  needed  reforms  can  be  effected 
from  within  the  framework  of  NAB? 

Untold  Saga 

WHEN  THE  WHOLE  story  of  radio's  role  in 
the  current  American  invasion  of  Africa  can 
be  told,  it  will  provide  a  saga  in  the  history 
of  broadcasting.  For  obvious  reasons,  both  our 
military  and  civilian  battlers  on  the  psycho- 

logical war  front  cannot  give  out  all  details 
as  yet.  It  can  only  be  conjectured  just  how 
the  French  were  bombarded  with  Allied  mes- 

sages as  the  invasion  proceeded ;  did  our  forces, 
as  the  Nazis  always  have  done,  make  radio 
stations  one  of  their  first  quarries,  or  did  our 
Army  Signal  Corps  land  portable  broadcast 
transmitters  on  the  beaches  with  them? 

We  do  know  that  President  Roosevelt's 
message  to  the  French  people,  in  France  and 
in  the  invaded  colonies,  was  one  of  the  signals 
for  invasion.  We  do  know  now  that  the  Presi- 

dent transcribed  his  messages  in  his  own 

French,  and  had  them  translated  onto  tran- 
scriptions in  a  score  of  languages,  well  ahead 

of  the  operation.  We  know  that  the  secret  was 
well  kept  by  everyone  who  worked  on  the 
radio  end. 

These  went  out  via  our  own  battery  of 
shortwave  stations  and  of  course  must  have 
been  carried  over  the  BBC  European  and 
Overseas  services'  multiplicity  of  long,  short 
and  medium  waves.  There  were  also  the  mo- 

mentous broadcasts  by  General  Eisenhower, 
General  DeGaulle,  General  Giraud  and  pre- 

sumably by  the  American  commanders  in  the 
field.  It  was  a  tremendous  radio  operation,  ap- 

parently finely  synchronized  to  the  battle  plan. 
Hitler's  minions  must  have  had  a  great  time 
trying  to  jam  this  rain  of  frequencies,  if  they 
tried. 

It  was  inevitable  that  the  American  short- 
wave stations  should  have  been  brought  into  an 

"integrated  whole"  in  preparation  for  this  and 
other  military  operations.  It  matters  little  now 
whether  private  or  Government  agents  op- 

erate those  stations,  so  long  as  they  play  their 
part  in  the  military  scheme  properly  and efficiently. 
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COLONEL  ALFRED  WARRINGTON  MARRINER 

■  1  HIS  is  a  war  of  commu- 
I    nications."  Because  broad- 
-M.   casting,  radiotelephony, 

radiotelegraphy,  and  other 
forms  of  transmitting  information 
are  so  vital,  the   Directorate  of 
Communications  has  been  organ- 

ized by  the  Army  Air  Forces.  In 
charge  of  this  fast-growing  agency 
is  Col.  Alfred  W.  Marriner,  who 
bears  the  title  of  Director  of  Com- 

munications, Headquarters,  Army 
Air  Forces. 

Known  to  hundreds  in  the  broad- 
casting industry,  Col.  Marriner  has 

many  ex-broadcasters  on  his  staff 
to  aid  in  developing  this  phase  of 
war-waging.  Indication  of  the 
rapid  growth  of  the  Directorate  of 
Communications  is  found  in  the 
revelation  that  more  than  100,000 
men  have  been  trained  this  year  in 
Army  Air  Forces  communications. 
The  Directorate  of  Communications 
handles  all  communications  dealing 
with  the  Air  Forces. 

Col.  Marriner,  now  51,  has  the 
finest  sort  of  technical  background 
for  his  task.  Born  Aug.  16,  1891, 
he  attended  the  U  of  Illinois,  tak- 

ing an  electrical  engineering  and 
mechanical  engineering  course.  In 
1918  he  was  commissioned  a  second 
lieutenant  in  the  Aviation  Section 
of  the  Signal  Corps.  He  was  ap- 

pointed a  first  lieutenant  in  the 
Air  Corps  on  July  1,  1920. 
From  that  point  he  has  been 

through  all  grades  of  the  Army, 
from  a  second  lieutenant  to  a  full 
colonel.  Moreover,  he  is  rated  as 
an  airplane  observer. 

Col.  Marriner  took  the  aeronauti- 
cal construction  course  at  Massa- 

chusetts Institute  of  Technology 
after  having  specialized  in  gas  en- 

gines. Since  1920,  he  has  lived  and 
worked  in  communications,  day  and 
night.  During  his  exciting  Army 
career  he  has  had  a  variety  of  as- 

signments and  his  official  record  is 
dotted  with  stories  of  technical  in- 

novations. Among  these  was  the 
first  broadcast  from  a  Zeppelin. 

For  three  years  Col.  Marriner 
was  director  of  the  Air  Corps  Com- 

munications School.  He  is  a  gradu- 
ate of  Air  Corps  Tactical  School  and 

the  Army  Industrial  College,  and 
was  instructor  in  tactical  communi- 

cations at  the  former  school.  Prior 
to  assignment  as  Director  of  Com- 

munications, he  was  technical  exec- 
utive and  communications  officer. 

Materiel  Division,  Wright  Field, 
Dayton. 

As  a  matter  of  fact,  Col.  Marri- 
ner has  been  actively  engaged  in 

communications  work  in  the  Air 
Corps  longer  than  any  other  officer 
in  that  branch  of  the  Army.  He  has 
built  and  operated  various  Air 
Corps  and  amateur  stations,  and 
has  been  associated  with  de- 

velopment, procurement,  installa- 
tion, maintenance,  operation,  per- 

sonnel and  training  functions  of 
the  Air  Corps  communications. 

The  staff  of  the  Director  of  Com- 
munications includes  many  names 

familiar  to  broadcasters.  Among 
those  associated  with  Col.  Marriner 
are  Lt.  William  J.  Scripps,  former 
manager  of  WW  J,  Detroit;  Capt. 
J.  Elroy  McCaw,  president  and  gen- 

eral manager  of  KELA,  Centralia, 

Wash. ;  Capt.  John  A.  Hax'tman  Jr., 
former  FCC  attorney;  Lt.  George 
X.  M.  Collier,  formerly  of  WCCO, 
Minneapolis;  Capt.  Arthur  H. 
Schroeder,  formerly  of  KFAB- 
KOIL-KFOR,  in  Nebraska;  Lt. 
Col.  Wilmer  Allison,  formerly  of 
KNOW,  Austin,  Tex.;  Lt.  Col.  Mar- 

shall S.  Orr,  FCC  attorney;  Lt. 
Col.  Theodore  L.  Bartlett,  FCC  at- 

torney; Lt.  Gerald  E.  Branch,  of 
WLW,  Cincinnati;  Lt.  Lefferts  A. 
McClelland,  formerly  with  NBC 
Washington. 

The  job  of  these  radio  men,  work- 
ing with  Col.  Marriner,  is  to  aid  iri 

setting  up  a  super-communications 
system,  which  the  Army  claims  is 
essential  to  smashing  victories  on 
all  fronts.  In  this  war  of  speed, 
with  communications  the  first  line 
of  defense  and  first  weapon  of  of- 

fense. Col.  Marriner  brings  to  his 

NOTES 

C.  E.  ARNEY  Jr.,  assistant  to  NAB 
President  Neville  Miller,  was  married 
in  Washington  Oct  16  to  Miss  Sherley 
Rude,  formerly  of  Seattle. 

ROGER  W.  CLIPP,  vice-president 
and  general  manager  of  WFIL,  Phila- 

delphia, has  been  elected  to  the  board 
of  directors  of  the  City  Business  Club 
of  Philadelphia. 

BART  McHUGH,  vice-president  of 
Music  Corp.  of  America,  left  New 
York  last  week  to  become  manager  of 
the  company's  radio  activities  in  the West  Coast  office. 
MAXINE  EDDY,  former  advertising 
manager  of  KGFF,  Shawnee,  Okla., 
has  been  appointed  manager  of  that 
station,  effective  Nov.  11. 

GEORGE  BINGHAM,  account  exec- utive of  WGNY,  Newburgh,  N.  Y.,  has 
joined  the  armed  forces.  Joseph  Rake 
has  been  promoted  to  advertising  man- 

ager of  the  station  but  will  con- 
tinue to  m.c.  the  Breakfast  Club  pro- 

gram. RICHARD  W.  DAVIS,  general  man- 
ager of  WNBC,  Hartford,  has  been 

appointed  chief  yeoman  in  the  Navy, 
and  assigned  to  Flotilla  719,  U.  S. 
Coast  Guard  Auxiliary.  For  the  time 
being,  he  will  carry  on  his  regular 
duties  at  WNBC. 

CLEM  J.  RANDAU,  former  vice- 
president  and  general  business  mana- 

ger of  United  Press,  has  been  ap- 
pointed business  manager  of  the  Chi- 

cago Sun,  which  is  affiliated  with 
WJWC,  Chicago. 

HENRY  FRANKEL,  of  the  radio 
department  of  A.  &  S.  Lyons,  New 
York  talent  agency,  has  resigned  to 
join  the  Frederick  Bros.  Music  Corp., 
ISTew  York,  where  he  will  organize 
and  manage  a  radio  department. 

ROBERT  WOOD,  of  the  Chicago 
sales  staff  of  WOR.  New  York,  is 
the  father  of  a  boy  born  Nov.  8. 

KEITH  KIGGINS,  BLUE's  vice- president  in  charge  of  stations,  is  in 
Florida  for  a  three-week  vacation  to 
recuperate  from  an  attack  of  influenza. 

CLIFF  NELSON,  business  manager 
of  KVOA,  Tucson,  is  father  of  a 9-lb.  4-oz.  baby  boy. 

IRENE  DAVIS  former  commercial 
manager  of  WNEW,  New  York,  has 
completed  her  basic  training  as  a WAAC. 

JIMMY  FOX,  account  executive  of 
KWKW,  Pasadena,  Cal.,  has  joined 
the  Navy.  He  is  the  son  of  J.  Leslie 
Fox,  Southern  California  manager  of 
Paul  H.  Raymer  Co.,  station  represen- 
tatives. 

AMOS  BARRON,  account  executive 
of  KFI-KECA,  Los  Angeles,  has  joined the  Army. 

PETER  O'CROTTY,  West  Coast  ex- ploitation director  of  CBS  Hollywood, 
has  resigned  to  join  the  OWI  in 
New  York,  and  will  be  assigned  to overseas  duty. 

important  post  a  background  of  ex- 
perience and  training  that  permits 

split-second  coordination  and  quick 
decisions  under  difficult  circum- 
stances. 

Appropriately,  Col.  Marriner's hobby  is  flying.  He  is  an  associate 
member  of  the  Institute  of  Radio 
Engineers  and  a  member  of  Chi 
Phi  fraternity. 

DAVID  A.  BENNETT,  formerly  of 
the  sales  staff  of  WJWC,  Chicago, 
and  of  the  advertising  department 
of  the  Chicago  Sun,  has  joined  the 
sales  department  of  WAIT,  Chicago. 
He  at  one  time  operated  his  own 
agency  in  Chicago.  Mark  Love, 
formerly  music  director  of  W.IWC, 
Chicago-Hammond,  has  joined  WAIT 
as  narrator  of  the  one-hour  daily  pro- 

gram of  recorded  classical  music.  Sym- 

phony Hall. 
JENNINGS  PIERCE,  station  rela- 

tions manager  and  public  service  pro- 
grams director  of  NBC  Hollywood, 

is  currently  on  a  conference  tour  of 
network  affiliated  and  operated  sta- tions in  the  Western  area. 

HAROLD  R.  CARSON,  CFAC,  Cal- 
gary, and  All-Canada  Radio  Facili- 

ties Ltd.  has  been  in  Toronto  in  con- 
nection with  business  of  the  Air  Ca- 

det League  of  Canada,  junior  air 
force,  of  which  he  is  a  director, 
JOHN  G.  PORTER,  formerly  with 
the  General  Electric  Co.  publicity 
department,  Schenectady,  has  been  ap- 

pointed in  charge  of  all  sales  promo- tion activities  of  the  transmitter  and 
electronic  tube  divisions  of  the  radio, 
television  and  electronics  department. 

CLARENCE  G.  COSBY,  commer- cial manager  of  KXOK,  St.  Louis, 
has  returned  to  his  desk  after  con- 

ferring with  West  Coast  agencies. 

JEROME  B.  HARRISON,  salesman 
of  WABC  New  York,  has  been  named 
chairman  of  the  advertising  division 
committee  of  the  Young  Men's  Board of  Trade  of  New  York. 

PRODUCTION  STAFF 

REALIGNED  BY  NBC 
IN  A  REALIGNMENT  of  the 
NBC  production  staff,  which  has 
lost  several  members  recently 
[Broadcasting,  Nov.  2],  Mel  Fer- 

rer has  been  appointed  to  replace 
William  Wilgus,  production  direc- tor, who  has  resigned  to  join  a 
Government  agency.  Former  stage 
manager  and  actor,  Ferrer  has 
lately  been  writing  and  producing 
radio  programs  on  the  West  Coast. 
James  Haynes,  another  NBC  direc- 

tor, has  resigned  to  join  the  OWI 
as  assistant  studio  manager.  Gor- 

don Whyte,  who  substituted  for 
Lester  Vail  while  the  latter  was  on 
leave  of  absence,  will  be  retained 
as  a  permanent  member  of  the  pro- duction staff.  Vail  returns  this 
week. 

Other  changes  include  the  pro- motion of  Elizabeth  Shay,  formerly 
in  charge  of  talent  booking  and 
auditions,  to  night  administrative 
assistant,  and  the  advancement  of 
Alberta  Hackett  to  day  adminis- 

trative assistant,  replacing  Sue 
Foster,  resigned.  Winifred  Law 
takes  over  Miss  Shay's  duties,  as- 

sisted by  Eleanor  Kilgallen,  daugh- 
ter of  James  L.  Kilgallen  of  INS, 

and  sister  of  Dorothy  Kilgallen, 
columnist  of  the  New  York  Jour- 

nal-American. Louis  Welsh  as- 
sumes Miss  Hackett's  work,  with 

Marie  Brehart  as  her  assistant. 

MCA  Coast  Depletion 
WITH  Walter  Johnson,  West  Coast 
radio  manager  of  Music  Corp.  of 
America,  assuming  his  Marine  lieu- 

tenancy Dec.  15  and  Lester  Linsk 
of  that  department  in  the  Army,  drain 
o;i  manpower  through  draft  and  en- listment has  cut  deep  into  personnel 
of  the  talent  service.  Others  already 
in  service  from  the  Beverly  Hills, 
Gal.,  staff  are  Harry  Tatelman,  Levis 
Green,  Art  Winston,  Amory  Eckley, 
Abe  Meyer,  Art  Parks,  Herman  Stein, 
Robert  Turner  and  Reul  Freeman. 
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MARIE  HOULAHAN,  formerly  pub- 
licity director  of  KQW,  San  Jose, 

Cal.,  has  been  named  publicity  direc- 
tor of  WEEI,  Boston,  according  to 

Harold  E.  Fellows,  general  manager. 
Miss  Houlahan  will  take  over  her  new 
duties  Nov.  10,  replacing  Walter  J. 
Murphy,  who  has  joined  the  CBS  pub- 

licity department  in  Nevs^  York. 
ROLF  H.  HERTSGAARD,  former- 

ly of  KROC,  Rochester,  and  George 
W.  Johnson,  formerly  of  WHLB,  Vir- 

ginia, Minn.,  have  joined  the  an- 
nouncing staff  of  WCCO.  Minneapolis. 

Ed  Wegener  has  left  the  station  to 
join  WLB  in  the  same  city.  Jane 
Davis  Wall  has  ioined  the  publicity 
department  of  WCCO. 

OWEN  McFARLAND,  former  an- 
nouncer of  WSGN,  Birmingham,  has 

joined  WCBM,  Baltimore,  succeeding 
Thomas  J.  Severin,  who  has  enlisted 
in  the  Army.  McFarland  was  at  one 
time  page  and  later  a  supervisor  of  the 
NBC  guest  relations  staff. 

RANDY  HALL,  formerly  producer- 
writer  of  McCann-Erickson,  Los  An- 

geles, and  more  recently  with  Stan- 
dard Radio,  Hollywood,  has  joined 

the  staff  of  the  Coordinator  of  Inter- 
American  Affairs  in  the  latter  city. 
Working  under  direction  of  Jack  Run- 
yon,  West  Coast  radio  manager,  he 
will  produce  recorded  programs  for 
shortwave  to  Latin- American  coun- tries. 

FRANKLIN  MacCORMACK,  former 
narrator  on  the  Wayne  King  pro- 

grams, on  Nov.  23  becomes  commen- 
tator on  Hymns  of  All  Churches, 

thrice-weekly  program  on  NBC,  spon- 
sored by  General  Mills.  He  succeeds 

Joe  Emerson,  who  retired  recently 
after  nine  years  on  the  program. 

JACK  STAFFORD,  sports  announc- 
er of  KMPC,  Beverly  Hills,  Cal.,  and 

Elizabeth  Merrill  of  that  city,  were 
married  Nov.  1  in  Phoenix,  Ariz. 
Stafford  is  currently  awaiting  call  to 
the  Army  Air  Forces. 

PAUL  MASTERSON  and  Bill  Stok- 
ey,  announcers  of  BLUE  Hollywood, 
have  been  inducted  into  the  Army. 
Bill  Walker,  of  the  guest  relations 
page  staff,  has  taken  over  Stokey's former  assignment. 

DAN  HYLAND  Jr.,  former  assistant 
program  director  of  WFBA,  Man- 

chester, N.  H.,  has  joined  the  staff 
of  WHAI,  Greenfield,  Mass. 

BILL  FEILD,  former  salesman-an- 
nouncer of  KFJZ,  Fort  Worth,  has 

joined  the  merchandising  and  an- 
nouncing staff  of  WRR,  Dallas. 

HARRY  ROBATOR,  formerly  of 
WATR,  Waterbury,  has  joined  the 
announcing  staff  of  WMAS,  Spring- field, Mass. 

PAT  KELLY,  publicity  director  of 
KFRC,  San  Francisco,  married  Patti 
Boyd,  formerly  assistant  music  li- 

brarian of  KHJ,  Los  Angeles,  on 
Nov.  6  at  San  Francisco. 

JEAN  MORK,  recent  graduate  of 
Beck  School  for  Radio,  Minneapolis, 
has  joined  the  staff  of  WOAI,  San  An- tonio. 

FRANK  MARTIN,  Hollywood  radio 
actor,  has  been  assigned  as  announcer 
of  the  weekly  CBS  Lights  Out,  spon- 

sored by  Ironized  Yeast  Co.  He  re- 
places Bob  LeMond  who  recently 

joined  the  Army  Air  Force. 

HELEN  KUBLIN,  of  the  BLUE  re- 
search staff,  was  married  Nov.  7  to 

Leonard  Gacki,  of  the  Fairchild  Avi- ation Corp. 

Many  Clianges  at  KLX 
EARLE  CALDWELL,  former 
theatrical  agent,  has  been  added  to 
the  public  relations  staff  of  KLX, 
Oakland.  Virginia  Hildreth,  KLX 
office  manager,  was  married  to  Pvt. 
E.  May  just  before  his  departure 
for  camp.  James  Hayes,  formerly 
of  KMJ,  Fresno,  and  Gene  Norman, 
formerly  with  several  New  York 
stations,  have  joined  the  KLX 
announcing  staff.  Don  Mozeley  has 
joined  the  station  as  news  editor, 
and  Josephine  Marston,  formerly 
on  the  American  consulate  staff 
at  Prague,  Czechoslovakia,  has 
been  appointed,  secretary  to  Gen- 

eral Manager  Adriel  Fried. 

JOHN  WILLIAMS,  chief  announcer 
of  WDEV,  Waterbury,  Vt.,  has  been 
appointed  program  director,  replacing 
Harold  Deal.  Stuart  Perry  has  been 
named  news  editor  in  addition  to  his 
announcing  duties,  and  Mrs.  Olive 
Whittemore  has  been  appointed  to  the 
commercial  continuity  staff.  Al  San- ders, formerly  theater  publicity  man, 
has  joined  the  WDEV  sales  staff. 

JACK  WAGES,  announcer-producer 
of  KOY,  Phoenix,  has  returned  to  his 
desk  after  being  confined  to  his  home 
with  an  attack  of  influenza. 

AL  LAUGHREY,  newswriter  of 
KHJ,  Hollywood,  and  Esther-Lou Hatch,  continuity  writer  of  Raymond 
R.  Morgan  Co.,  agency  in  that  city, 
announced  their  engagement  Nov.  1. 
They  plan  to  be  married  before  the 
Christmas  holidays. 

JOHN  GROLLBR,  former  announc- er of  WGBI,  Scranton,  Pa.,  has 
joined  KFAC,  Los  Angeles. 

KAY  KEMPER,  head  of  script  de- 
partment of  KH.T,  Hollywood,  has 

been  transferred  to  the  transcription 
department  as  aide  to  Von  Urbanski. 
Andy  Sijakovich  has  taken  over  Kem- 

per's former  duties. 
FAY  RUMAGE,  auditor  of  KMTR, 
Hollywood,  and  Pvt.  Alan  Snodgrass 
of  Gary,  Ind.,  were  married  recently. 

PEGGY  HOFFMAN  BRENNEN, 
formerly  of  J.  M.  Mathes  Inc.,  New 
York  agency  has  joined  the  continuity 
department  of  KOY,  Phoenix.  Glenn 
Horton,  also  of  that  department,  has resigned. 

RAY  MACKNESS,  announcer-pro- ducer at  Canadian  Broadcasting  Corp. 
Vancouver  studios,  has  joined  the 
Royal  Canadian  Air  Force  as  pilot 
officer,  and  is  going  to  Gi-eat  Britain 
in  charge  of  recordings  and  recording 
equipment  for  RCAF  radio  broad- casts on  Canadian  stations.  Mackness 
has  been  in  radio  in  Vancouver  for 
the  past  16  .years,  starting  as  a  ship's operator  and  engineer.  He  has  been 
with   CBC   since  1938. 

DON  FORBES,  formerly  Hollywood 
newscaster  on  the  nightly  Pacific  NBC 
Richfield  Reporter,  sponsored  by  Rich- 

field Oil  Co.,  now  in  the  Army  Sig- 
nal Corps,  is  stationed  in  Seattle  with 

the  engineei'ing  division  of  the  Alaska Communication  System. 
BOB  STERENBERG,  newsman  of 
KFNF,  Shenandoah,  la.,  recently  mar- 

ried Alberta  M.  Jensen  of  Esther- 
ville.  la.  Al  Staas,  production  man 
of  KFNF,  recently  became  father  of 
a  girl,  born  Oct.  6. 
EMA  LOU  BIRELINE,  formerly  a 
newspaper  reporter,  has  joined  the 
staff  of  KSAL,  Salina,  Ivans. 
TED  TAYLOR,  announcer  of  WFDF, 
Flint,  Mich.,  has  enlisted  in  the  Army 
as  an  air  cadet. 
LILLIAN  GOLDEN  formerly  of 
WMCA,  New  York,  has  been  named 
publicity  director  of  WBYN,  Brook- 
lyn. 
JOHN  C.  SCHRAMM,  assistant  man- 

ager of  the  public  service  division  of 
the  BLUB,  has  been  transferred  to 
the  production  staff  where  he  serves 
as  a  producer-director,  effective  Nov. 
16.  Ed  Carroll,  BLUE  production 
man,  joined  the  Coast  Guard  the  same 
day. 

JOSEPHINE  WETZLER,  formerly 
in  charge  of  women's  programs  at WMBD,  Peoria,  has  joined  WJWC, Chicago. 

ART  FORD,  formerly  of  WOV,  New 
York,  has  joined  the  staff  of  WBYN, 
New  York,  as  special  features  director. 
LBN  STERLING,  announcer  of 
WOR,  New  York,  is  father  of  a  boy, 
born  Oct.  31.  Virginia  Cornish,  of  the 
WOR  publicity  department,  resigned 
Nov.  13  to  join  the  staff  of  Mademoi- selle Magazine. 

FRANK  BINGHAM,  Hollywood  an- nouncer on  the  weekly  NI3C  Great 
Gildersleeve,  sponsored  by  Kraft 
Cheese  Co.  (Parkay),  has  joined  the 
Army  Signal  Corps  Reserve.  Ken 
Carpenter  has  assumed  his  duties. 

HAL  STYLES,  Hollywood  commenta- tor featured  on  the  daily  Face  the 
Fads  on  KFWB,  that  city,  and 
Lenore  Cordial,  his  secretary,  were 
married  Nov.  9. 

ROBERT  GREENE,  former  an- nouncer of  KOIN,  Portland,  Ore.,  has 
joined  KROW,  Oakland,  Cal. 
LOU  LONDON,  program  director  of 
WPEN,  Philadelphia,  has  been  named 
publicity  chairman  of  the  newly-or- ganized Neighborhood  Victory  Bond 
Committee  in  Philadelphia  under  the 
auspices  of  the  Treasury's  war  bond sales  oflices. 

LYLB  BURT,  announcer  of  KOMO- KJR,  Seattle,  has  enlisted  in  the  Navy 
and  is  temporarily  stationed  at  Brem- 

erton, Wash.  Alice  MacLean  has  re- 
joined the  station  after  several  years 

absence,  and  Alice  Selander  has  joined 
the  accounting  department. 

%e  ALABAMA  TRIO 

1
^
 

Complete  Coverage  Of  A  Great  Market 

And  A  10%  Saving! 

In  buying  radio  coverage — just  as  in  war  production  work — you 
need  the  riglit  combination  of  "tools"  to  get  the  job  done.  The 
"right  combination"  in  Alabama's  vast  war  production  market 
is  the  ALABAMA  TRIO.  These  three  stations  blanket  the  en- 

tire state  and  parts  of  six  others.  Look  into  the  BIG  savings 
offered  by  this  right  combination — 10%,  to  be  exact! 

BIRMINGHAM WSFA 

  MONTGOMERY 
ij.i.wAariJja 

Page  38  •  November  16,  1942 BROADCASTING  •  Broadcast  Advertising 



LEITH  STEVENS,  musical  director 
of  NBC  Hollywood,  after  completing 
two  more  broadcasts  of  the  weekly 
NBC  Abbott  &  Costello  Shoic,  spon- 

sored by  R.  J.  Reynolds  Tobacco  Co. 
(Camel  cigarettes),  will  be  assigned 
an  overseas  post  with  the  Office  of 
War  Information.  Stevens  may  head 
OWI  radio  division  in  Australia,  it 
was  reported. 
JACK  MATHER,  Hollywood  an- 

nouncer, has  been  assigned  to  the 
weekly  NBC  Tommy  Riggs  <£  Betty 
Lou  Shoic,  sponsored  by  Lever  Bros. 
(Swan  soap).  He  replaces  Frank 
(jraham. 
TOM  NOONE,  formerly  announcer  of 
KFH,  Wichita,  Kan.,  has  .ioined  KFI- 
KECA,  Los  Angeles.  He  replaces 
George  Dvorak  who  joined  the  Army 
Air  Force. 

BERNIE  SMITH,  formerly  farm  edi- 
tor and  public  relations  dii-ector  of 

KFI-KECA,  Los  Angeles,  has  been  in- 
ducted into  the  Army. 

RAY  SCHULTZ,  in  the  publicity  de- 
partment of  NBC,  Hollywood,  has 

joined  the  Navy.  Bertie  Nichols,  for- 
merly in  the  advertising  department 

of  I.  Magnin  &  Co.,  Los  Angeles  wom- 
en's apparel  shop,  has  taken  over 

Schultz's  duties. 
MAX  HUTTO,  formerly  NBC  Holly- 

wood, producer  and  now  in  the  Army 
Air  Force,  is  stationed  at  Stuttgart 
Field,  Ark. 
RAY  ANDERSON,  of  the  CBS  Hol- 

lywood, news  bureau,  has  joined  the 
Army. 

LOWELL  SMITH,  formerly  announc- 
er of  KFXM,  San  Bernardino,  Cal., 

has  joined  KNX,  Hollywood,  in  a  sim- 
ilar capacity. 

JOHNNY  GREEN,  New  York  writer 
on  the  weekly  CBS  Blondie  program, 
sponsored  by  R.  J.  Reynolds  Tobacco 
Co.  (Camel  cigarettes),  is  currently 
in  Hollywood  for  script  conferences 
with  Tom  McKnight,  producer  of  AVil- 
liam  Esty  &  Co. 

PHIL  WATER,  formerly  of  announc- 
ing staff  of  WIZE,  Springfield,  O.,  is 

now  with  the  Army's  803rd  Chemical Co.,  at  Herbert  Smart  Airport,  Macon, 
Ga. 

HERBERT  O.  MORRISON,  form- 
erly of  WCAE,  Pittsburgh,  has  been 

promoted  to  the  rank  of  captain  of 
the  Army  Air  Forces  at  the  Oklahoma 
City  Air  Depot,  where  he  is  assistant 
operations  officer. 

RAY  HUNT,  formerly  of  WHAS, 
Louisville,  has  joined  the  announcing 
staff  of  WBT,  Charlotte. 

RUTH  FREISS,  formerly  of  KUJ, 
Walla  Walla,  Wash.,  is  now  in  charge 
of  the  transcription  library  of  KSL, 
Salt  Lake  City.  James  Burdette  Clark, 
formerly  of  KFPY,  Spokane,  has 
joined  the  announcing  staff  of  KSL. 

TED  WILLIAMS,  formerly  racing 
expert  of  KFAC,  Los  Angeles,  has  re- 

joined the  staff  of  AVIND,  Chicago, 
after  an  absence  of  several  years,  to 
resume  his  turf  announcing  job  on 
the  afternoon  Sports  Edition  broad- casts. 

HAL  CULVER,  announcer  of  WLS, 
Chicago,  is  the  father  of  a  boy  born 
Nov.  4. 

DUNCAN  T.  JENNINGS,  formerly 
assistant  to  Carl  Coerper.  sales  man- 

ager of  A.  S.  Boyle  Co.,  Vernon, 
Cal.  (Old  English  household  cleaner, 
polish),  has  joined  KTAR,  Phoenix, 
as  continuity  editor.  Mr.  Jennings  at 
one  time  was  radio  director  of  Logan 
&  Arnold  Inc.,  Los  Angeles  agency. 

SUE  FOSTER  has  resigned  as  office 
manager  of  the  NBC  production  de- 

partment, New  York. 

KATHRYN  CRAVENS,  commenta- 
tor of  WNEW,  New  York  will  serve 

as  national  radio  contest  chairman 
for  the  National  League  of  American 
Pen  Women  for  the  fourth  consecu- 

tive year. 

AL  BRAMSTEDT,  announcer  of 
KSFO,  San  Francisco,  has  resigned 
to  return  to  KFAR,  Fairbanks, 
Alaska. 
FRANK  CADY,  former  announcer 
of  BBC,  London,  has  joined  KYA, 
San  Francisco. 

DAVE  VAILE,  announcer  of  KQW, 
San  Fi'ancisco,  recently  resigned  to 
join  CBS  Hollywood. 

FRED  RUEGG,  announcer,  has  been 
transferred  from  the  San  Jose  studios 
of  KQW  to  the  San  Francisco  studios. 

VIRGINIA  MIKULAK,  wife  of 
"Iron  Mike"  Mikulak,  Oregon  and 
Minnesota  football  star,  now  an  Army 
major  overseas,  recently  joined  the 
continuity  department  of  KGO,  San Francisco. 

BILL  EDMUNDS,  announcer  of 
WHN,  New  York,  recently  became  the 
father  of  a  girl. 

KEITH  KERR,  has  taken  over  the 
announcing  duties  of  Tom  Noone  of 
KFH,  Wichita  Kan.  Noone  is  join- 

ing the  announcing  staff  of  KFI,  Los 
Angeles. 

STANLEY  F.  CAREY  has  been 
named  chief  announcer  of  WGNY, 
Newburgh,  N.  Y. 

Radio  Writers  Elect 

ARCH  OBOLER,  Hollywood  writ- 
er-producer of  the  weekly  CBS 

Lights  Out,  sponsored  by  Ironized 
Yeast  Co.,  has  been  elected  vice- 
president  for  the  Western  region 
of  the  Radio  Writers  Guild,  suc- 

ceeding John  Boylan.  Paul  Frank- 
lin, writer  of  the  thrice-weekly 

quarter-hour  serial.  Red  Ryder, 
sponsored  by  Langendorf  United 
Bakeries  Inc.,  on  BLUE  Pacific 
Coast  stations,  was  voted  national 
president  by  the  Western  group 
subject  to  New  York  and  Chicago 
balloting.  John  Boylan,  Hector 
Chevigny,  Don  Quinn  and  Carle- 
ton  E.  Morse,  were  elected  to  the 
directorate  of  the  Authors  League 
of  America  and  Western  region 
of  the  RWG  Council.  Other  West- 

ern region  council  members  voted 
into  office  were  John  Dunkel,  Hal 
Fimberg,  John  Guedel,  Chet  Hunt- 

ley, Sam  Moore,  Ashmead  Scott, 
Everett  Tomlinson,  Shirley  Warde. 
Georgia  Backus  and  David  Novin- 
son  continue  on  the  board  for  an 
additional  year. 

'New  Yorker'  Considers 

Dorothy  Parker  Column 
DOROTHY  PARKER,  verse- 
writer,  and  a  former  book  re- 

viewer for  the  New  Yorker  Maga- 
zine, has  been  invited  by  that  pub- 

lication to  contribute  a  series  of 
articles  on  radio.  If  the  offer  is  ac- 

cepted, it  will  be  the  first  time  the 
magazine  has  carried  reviews  of 
broadcasts  since  the  death  of  Ring 
Lardner  in  1933. 

Reason  given  for  the  hiatus  in 
radio  comment  is  that  no  accept- 

able material  had  been  submitted. 
Miss  Parker  was  to  appear  on 
NBC's  Information  Please  Nov.  13, 
having  last  taken  part  in  the  pro- 

gram in  1939.  A  regular  weekly 
column  on  radio  has  started  in  the 
Saturday  Review  of  Literature 
[Broadcasting,  Nov.  2]. 

FRANK  GRAHAM,  who  portrays  all 
characters  in  the  CBS  series,  Cos- 

mo Jones,  has  been  given  a  similar 
assignment  in  the  Monogram  film, 
"Adventures  of  Cosmo  Jones". 
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Orchids  for  All 

ORCHIDS  will  be  air  ex- 
pressed from  Hollywood  to 

mothers  of  all  soldiers,  sail- 
ors and  marines  attending 

the  Christmas  morning 
broadcast  of  the  BLUE 

Breakfast  at  Sardi's  cooper- 
atively sponsored  half-hour 

program.  Servicemen  will  be 
special  guests  that  morning 
of  Tom  Breneman,  m.c.  fea- 

tured on  that  six-weekly 
show,  with  party  being 
financed  by  contributions  of 
the  regularly  attending 
guests. 

Pacific  Council  Elects 

AT  THE  annual  meeting  of  the 
Pacific  Council  of  the  American 
Assn.  of  Advertising  Agencies, 
Dan  B.  Miner,  president  of  Dan  B. 
Miner  Co.,  Los  Angeles,  and  Joseph 
R.  Gerber,  president  of  Joseph  R. 
Gerber  Co.,  Portland,  were  re- 

elected governors  for  two-year 
terms.  Governors  continuing  in 
office  are:  Raymond  P.  Kelley,  sec- 

retary-treasurer, Syverson-Kelley 
Inc.,  Spokane;  James  C.  Knollin, 
president,  Knollin  Adv.  Agency, 
San  Francisco;  Terrell  T.  Mc- 
Carty,  president,  the  McCarty  Co., 
Los  Angeles.  Officers  were  reelected 
for  1942-43,  as  follows:  Dan  B. 
Miner,  chairman;  Joseph  R.  Ger- 

ber, vice-chairman;  Terrell  T.  Mc- 
Carty, secretary-treasurer. 

MINNEAPOLIS ST.  PAUL 
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FRANK  SILVERNAIL 

"C'ARLY  experience  in  the  talent 
end  of  radio  has  given  Frank 

Silvernail,  timebuyer  of  Young  & 
Rubicam,  New  York,  a  special  ad- 

vantage in  buying  time  for  his  ac- 
counts— a  behind-the-scenes  in- 
sight built  up  when,  with  Norman 

Clark,  he  was  part  of  the  South 
Sea  Islanders  program  on  WEAF, 

New  York,  in  the  station's  early days. 
His  entrance  into  the  entertain- 

ment world  was  preceded  by  the 
position  of  assistant  national  sales 
promotion  manager  for  General 
Outdoor  Advertising  in  New  York, 
as  well  as  several  years  in  sales 
for  various  companies  and  a  year 
of  banking.  Born  in  Rochester, 
N.  Y.,  Frank  is  a  graduate  of  the 
U  of  Rochester  and  spent  two 
years  in  the  Army  during  World 
War  I  as  a  first  lieutenant  of  in- 

fantry in  the  78th  Division,  one 
year  in  France. 

In  1929,  after  four  years  as 
scheduled  talent  on  WEAF,  he  be- 

came merchandising  counsel  of 
NBC,  staying  with  the  infant 
network  until  1932  when  he  re- 

signed to  join  the  advertising  de- 
partment of  J.  C.  Penney  Co.  in 

the  New  York  office.  This  merch- 
andising and  general  advertising 

background  led  again  to  the  radio 

field,  to  which  Frank  seems  to  have 
been  irresistibly  drawn  at  various 
stages  in  his  career.  He  joined 
Stephen  Slesinger  in  New  York, 
promoting  that  company's  NEA 
radio  program  service. Frank  entered  the  timebuying 
field  in  1988  when  he  joined  Ped- 

lar &  Ryan,  buying  time  at  that 
agency  for  Chipso  and  Camay, 
both  Procter  &  Gamble  Co.  prod- 

ucts extensively  promoted  by  ra- 
dio; Lady  Esther  Co.  (cosmetics); 

Vitalis,  a  Bristol-Myers  Co. 

product. 
Since  April,  1941,  at  Young  & 

Rubicam,  Frank  has  handled  Gulf 
Oil  Co.  network  and  Gulfspray 

spot  radio,  Postum  and  La  France- 
Satina  daytime  radio  for  General 
Foods.  He  now  handles  the  Kale 
Smith  Speaks  program  on  CBS 
for  Swansdown  and  Calumet, 
General  Foods  products;  spot  ra- 

dio for  Iglehart  Bros.  Swansdown 
Family  Flour  and  Birdseye 
Frosted  Foods;  all  radio  for  the 
various  Grape-Nuts  products;  the 

BLUE  program  Duffy's  Tavern for  Minit-Rub  and  Sal  Hepatica; 
the  NBC  Eddie  Cantor  show  for 
Ipana  and  Sal  Hepatica;  and  spot 
campaigns  for  those  same  Bristol- 
Myers  products. Married  to  the  former  Ruth  Drew 
of  Wilton,  Me.,  Frank  has  a  13- 
year-old  son,  John. 

Carrier  and  Gray  Named 

To  Standard  Oil  Posts 
IN  A  GROUP  of  personnel  changes 
in  its  advertising  department, 
Standard  Oil  Co.  of  New  Jersey, 
New  York,  announced  last  week 
that  Vernon  G.  Carrier  has  been 
appointed  assistant  to  J.  A.  Miller, 
advertising  manager,  to  handle  ad- ministration and  distribution. 

Robert  M.  Gray  has  been  named 
assistant  to  Miller  in  charge  of  cre- 

ative work,  production  and  media; 
Barry  F.  Meglaughlin  was  placed 
in  charge  of  the  company's  publi- 

cations, as  well  as  all  sales  depart- 
ment publicity;  Donald  J.  O'Brien, 

continues  to  manage  all  radio  oper- 
ations, including  the  Esso  Reporter 

program,  and  E.  F.  Phillips  has 
been  named  editor  of  the  Esso 
Marketer  and  the  Esso  Dealer. 

HAROLD  WAGNER,  formerly  ad- 
vertising manager  of  Deep  Rock  Oil 

Co.,  Chicago,  has  joined  the  Local 
Loan  Corp.,  Chicago,  as  advertising 
manager.  Company,  which  has  44 
branches  in  principal  cities,  is  using 
radio  primarily  in  New  York,  Chicago 
and  on  the  West  Coast,  placed  direct. 
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HENRY  O.  PATTISON  Jr.,  form- 
erly in  charge  of  creative  work  for 

various  accounts  of  J.  Walter  Thomp- 
son Co.,  Nevr  York,  vFhere  he  has  been 

for  the  last  ten  years,  joins  the 
copy  department  of  Benton  &  Bowles 
Nov.  16.  A  graduate  of  the  Massachu- 

setts Institute  of  Technology,  Pattison 
was  at  one  time  technical  editor  of 
Aviation  Magazine  and  has  managed 
an  agency  of  his  own. 

HERBERT  SANPORD,  assistant  in 
charge  of  production  in  the  radio  de- 

partment of  N.  W.  Ayer  &  Son,  New 
York,  is  leaving  in  December  to  be- come a  lieutenant  in  the  aviation 
branch  of  the  Navy.  No  replacement 
has  been  named  as  yet  by  the  agency. 

CURT  PETERSON,  radio  director 
of  Marschalk  &  Pratt,  New  York,  has 
been  called  up  for  induction  by  the 
Army  on  Nov.  17. 
BURKE  HERRICK.  radio  director 
of  Leo  Burnett  Co.,  Chicago,  has  re- 

turned after  an  absence  of  six  weeks 
due  to  illness. 

RALF  M.  SPANGLER,  head  of  Gen- 
eral Adv.  Agency,  Hollywood,  recently 

joined  the  Coast  Guard  as  yeoman 
first  class  and  is  in  charge  of  recruit- 

ing at  Long  Beach,  Cal. 

ROBERT  M.  HIXSON,  executive  of 
Hixson-O'Donnell  Adv.,  Los  Angeles, has  returned  from  New  York,  Chicago 
and  Washington  where  he  conferred 
on  winter  advertising  plans. 

BURTON  DURKEE,  account  exe- 
cutive of  Botsford,  Constantine  & 

Gardner,  Portland,  Ore.,  recently  was 
elected  president  of  the  Advertising 
Federation  of  Portland.  H.  E.  Short, 
executive  of  Short  &  Baum  Adv.,  that 
city,  is  secretary-treasurer. 

WILLIAM  BLEES  has  been  trans- 
ferred from  New  York  to  Hollywood 

as  Young  &  Rubicam  executive  cn 
the  Consolidated  Aircraft  account. 

ESTY  STOWELL,  business  manager 
of  the  radio  department  of  Benton 
&  Bowles,  New  York,  and  with  the 
agency  since  1934,  has  resigned  to 
join  the  Marine  Corps  Reserves  with 
a  lieutenant's  commission.  Walter 
Craig,  who  joined  the  agency  Nov. 
1,  having  recently  resigned  as  pro- 

gram director  of  WMCA,  New  York, 
has  taken  over  Stowell's  duties. 
HENRY  BELLEVELLE  has  left  the 
publicity  department  of  N.  W.  Ayer 
&  Son,  Philadelphia,  to  join  the  staff 
of  the,  Philadelphia  Record. 

MELVILLE  H.  SMITH  Jr.,  former 
account  executive  of  N.  W.  Ayer  & 
Son,  Philadelphia,  has  resigned  as 
assistant  advertising  manager  of 
White  Labs.,  Newark,  returning  to 
the  agency  field  with  James  G.  Lamb 
Adv.  Agency,  Philadelphia. 

H.  W.  VOELLER,  owner  of  Pan- 
American  Enterprises,  Hollywood 
agency  booking  radio  programs  and 
talent  for  South  America,  has  been 
inducted  into  the  Army.  His  asso- 

ciate, William  T.  Mulechy,  has  as- 
sumed management  of  the  agency. 

SAMUEL  GRODEN,  formerly  of  the 
production  staff  of  Pettingell  &  Fen- 
ton,  New  York,  has  joined  Jasper, 
Lynch  &  Fishel,  New  York,  as  pro- 

duction manager.  Muriel  L.  Spanier 
has  been  named  publicity  director. 

HELENE  BURTON,  New  York  com- 
mercial writer  of  Young  &  Rubicam, 

has  been  transferred  to  that  agency's Hollywood  offices  to  collaborate  with 
Al  Scalpone  on  West  Coast  pro- duced network  shows. 

H.  W.  KASTOR  &  SONS  has  moved 
its  Los  Angeles  offices  to  10514 
Cheviot  Drive,  that  city. 

ROBERT  H.  KNOLLIN,  Los  Angeles 
manager  of  KnoUin  Adv.  Agency,  has 
;'oined  the  Army.  His  father,  James 
C.  Knollin,  who  heads  the  organiza- 

tion, will  divide  his  time  between  San 
Francisco  headquarters  and  the  Los 
Angeles  office. 
CARLETON  H.  SIECK,  formerly  ra- dio director  of  H.  Charles  Sieck  Inc., 
Los  Angeles,  is  now  in  Army  officers 
training  school. 

JOSEPH  LEWELLEN.  account  ex- 
ecutive of  West-Marquis  Inc.,  Los 

Angeles  agency,  has  been  inducted  into the  Army. 

WHILA  WILSON,  formerly  of  Ben- 
ton &  Bowles,  Hollywood,  has  joined 

Ward  Wheelock  Co.,  that  city,  as 
Hollywood  representative.  She  re- 

places Mary  Garvin. 
JULES  BUNDGUS,  West  Coast  pub- 

licity director  of  Benton  &  Bowles, 
Hollywood,  has  resigned  to  join  the 
Navy  as  yeoman. 
MICHAEL  TEARMAN,  in  the  radio 
department  of  Feldman-Blum  Corp., 
Beverly  Hills  (Cal.)  talent  agency, 
has  been  inducted  into  the  Army. 
VINTON  HALL,  account  executive 
of  McCann-Erickson,  Los  Angeles,  has 
been  appointed  in  the  Navy  to  rank  of 
lieutenant  (j.g. ). 

TOM  D.  SCHOLTS,  radio  director 
of  Scholts  Adv.  Service,  Los  Angeles, 
has  joined  the  Merchant  Marine  as 
radio  operator.  His  agency  duties  have 
been  taken  over  by  Fred  Montgomery. 

BYRON  BROWN  and  Ed  Farns- 
worth,  account  executives  of  the  Mc- 
Carty  Co.,  Los  Angeles  agency,  have 
been  inducted  into  the  Army. 

MEL  SMITH,  Los  Angeles  manager 
of  Robert  Smith  Adv.  Agency,  having 
joined  the  Navy  as  lieutenant  (j.g), 
the  office  has  been  discontinued  for 
the  duration. 

W.  AUSTIN  CAMPBELL,  having 
been  inducted  into  the  Army,  has  dis- 

continued his  Los  Angeles  agency  for 
the  war  duration. 

H.  C.  McCOLLUM  Jr.,  has  been 
appointed  space  buyer  at  Benton  & 
Bowles  Inc.,  replacing  Bronson 
Tweedy,  now  an  ensign  in  the  Navy. 
ALEXANDER  CHARLES,  formerly 
of  WINX,  Washington,  has  joined 
the  Kal  Adv.  Agency  of  that  city, 
as  timebuyer. 

DON  BBLDING,  executive  vice- 
president  of  Lord  &  Thomas,  has  re- 

turned to  his  Los  Angeles  headquar- 
ters after  conferences  in  Chicago  and 

New  York. 

HARRY  JOB  SON,  formerly  of  State 
Adv.  Agency,  Chicago,  has  joined 
Schwimmer  &  Scott  as  account  execu- 

tive. David  Lewis,  formerly  of  Harry 
Atkinson  Inc.,  Chicago,  has  joined 
the  copywriting  staff. 

IN  KANSAS  CITY 

Basic  Blue  Network 

MORE  PULL 

[        MORE  COVERAGE 
L    FOR  YOUR  MONEY 

Seeds  Promotes  Guedel 
JOHN  GUEDEL,  writer  and  pro- 

ducer of  People  Are  Funny,  spon- 
sored on  NBC  by  Brown  &  Wil- 

liamson Tobacco  Corp.,  Louisville, 
has  been  appointed  vice-president 
of  the  Russel  M.  Seeds  Co.  in 
charge  of  all  Pacific  Coast  opera- 

tions. Mr.  Guedel,  formerly  vice- 
president  and  radio  director  of  the 
Dan  B.  Miner  Co.,  Los  Angeles, 
joined  the  Seeds  agency  last  April. 
He  will  supervise  production  of  the 
Seeds  network  programs  out  of 
Hollywood  sponsored  by  Brown  & 
Williamson:  Red  Skelton  and  Co. 

(Raleigh  cigarettes),  Tommy  Dor- 
sey  (Raleigh  cigarettes  and  tobac- co), People  Are  Funny  (Wings)  on 
NBC;  Dick  Joy  and  the  News 
(Avalon  cigarettes)  on  CBS  Pa- cific, 

Twin  City  Merger 

CONSOLIDATION  of  D.  S.  Man- 
son  &  Associates  and  the  Gold 
Adv.  Agency,  Minneapolis  agen- 

cies, into  the  firm  of  Manson-Gold 
Adv.  Agency,  has  been  announced. 
The  Manson  agency  had  special- 

ized in  radio,  and  the  Gold  agen- 
cy in  newspaper,  outdoor  and 

transportation  advertising.  Jean 
Hadley  has  been  appointed  radio director. 

TEST  IT  GNi 

HHRTFORD 
FULLTIME  : 

5,000  Watts 
flDVtRTISERS  RECOGNIZE^ 
ITS   SELLING  POWER! 

LOW  RATES! 

C.  H.  WOLFE,  for  the  last  two  years 
advertising  manager  of  Pabst  Sales 
Corp.,  Chicago,  on  Dec.  1  will  join  the 
Blow  Co.,  New  York  as  executive  on 
the  Proctor  &  Gamble  account.  Before 
joining  Pabst,  Mr.  Wolfe  was  sales 
promotion  manager  of  Swift  &  Co., 
Chicago,  and  of  Ralston-Purina  Co., St.  Louis. 

Basic  Blue.  Ne 

HFADLEY  REED  CO 

Broadcasters ! 

LET  YOUR  AUDIENCES  HEAR 

STARLIGHT  SONATA 

the  most  unforgettable  melody  since 

"My  Sister  and  1" 

Lyrics  by  Helen  Bliss 

Music  by  Henry  Manners 

and 

AMERICA'S  VICTORY  SHOUT 

HALLELU! 

(Judgment  Day  is  Comin') 
to  be  featured  by  Judy  Canova  in  her  forthcoming 

Republic  picture  "Chatterbox" 
Words  and  music  by  Paul  J.  Winkoop 

Both  songs  have  been  arranged  for 
orchestra  by  JACK  MASON 

BROADCAST  MUSIC,  INC. 
580  Fifth  Ave. New  York  City National  Representative 

JOSEPH  HERSHEY  McGILLVRA 
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COOPERATION 

WCPO  Furnishes  Election 

 Returns  to  Rival 

COOPERATION  between  rival  ra- 
dio stations  was  illustrated  on  the 

Nov.  3  Election  Night  by  a  news- 
man of  WCPO,  Cincinnati.  The 

newsman  was  assigned  by  WCPO 
to  cover  the  election  information  at 
Democratic  headquarters,  where  he 
assembled  and  compiled  the  infor- 

mation for  broadcasting  by  his  sta- 
tion. 

Throughout  the  evening,  the 
telephone  assigned  to  the  WCPO 
newsman  was  frequently  called — 
by  Station  WKRC,  Cincinnati! 
Purely  as  a  goodwill  gesture,  and 
without  revealing  his  identity,  the 
WCPO  newsman  kept  dishing  out 
the  news  to  his  competitor. 

fa4  PRO
GRAMS 

G 

EORGE  COREY,  chief  doc- 
umentary writer  of  the 

BLUE'S  This  Nation  at  War, 
now  in  England  as  an  ac- 

credited war  correspondent,  to  pre- 
sent four  broadcasts  of  the  series 

from  that  country  [BROADCASTING, 
Oct.  19],  will  launch  the  first  pro- 

gram Nov.  24  in  the  regular  10:15- 
10:45  p.m.  period. 

Format  of  the  broadcast  will  be 
"person  to  person"  talks  between 
U.  S.  war  industry  workers  build- 

ing weapons  of  war  in  this  country, 
and  the  fighters  using  them  over- 

seas. Featured  on  the  programs 
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will  be:  A  flier  who  once  worked 
in  an  airplane  factory,  speaking  to 
his  former  companions;  a  bombar- 

dier, speaking  to  a  relative  in  a 
defense  plant;  an  aerial  gunner  ad- 

dressing someone  making  aerial  in- 
struments; and  a  seaman  convers- 

ing with  a  shipyard  worker. 
In  addition  to  the  usual  radio 

audience,  thousands  of  defense 
workers  will  be  hearing  the  pro- 

gram over  public  address  systems, 
while  war  workers  speak  directly 
to  the  fighters  in  England,  report- 

ing on  their  jobs,  and  asking  how 
equipment  is  responding  under 
combat.  Corey  is  gathering  mater- 

ial for  the  broadcasts  also  from 
American  troops  in  England.  The 
American  portion  of  the  programs 
is  being  written  by  Sam  J.  Slate. 
This  Nation  at  War  is  presented 
on  BLUE  in  cooperation  with  the 
National  Assn.  of  Manufacturers. 

*  =!J  * 
CPA's  Answers 

LEON  HENDERSON,  director  of 
the  Office  of  Price  Administration, 
has  started  a  series  of  broadcasts 
presented  on  CBS  through  arrange- 

ment with  the  OWI  under  the  title 
A  Hundred  Million  Questions. 
Second  of  the  series  was  heard 
Thursday,  Nov.  12,  6:30-6:45  p.m., 
with  Mr.  Henderson  answering 
questions  on  price  fixing,  rationing 
and  other  subjects  under  the  juris- diction of  the  OPA. 
Whenever  possible,  Henderson  is 

to  conduct  a  question  and  answer 
forum  on  the  air,  permitting  par- 

ticipation in  the  broadcasts  by 
members  of  local  rationing  boards, 
city  officials,  businessmen,  shop- 

keepers, housewives,  and  others. *      *  * 
'What  Am  I  Bid?' 

NEW  AUCTION  TWIST  is  the 
theme  of  Wednesday  night  half- 
hour  program,  Crazy  Auction,  on 
WJWC,  Chicago,  featuring  Bert 
Julian  as  m.c.  The  show  is  broad- 

cast from  the  Paramount  Theater, 
Hammond,  Ind.,  and  consists  of  an 
auction  of  articles,  such  as  ash 
trays,  wearing  apparel,  card  tables 
etc.  After  bidding  has  ceased  on 
a  specific  item,  the  bidder  is  in- 

vited to  the  stage  where,  through 
the  use  of  a  gag  or  stunt,  he  is  al- 

lowed to  reduce  the  price  offered 
for  the  auctioned  article. 

Juvenile  Fun-Ship 
BUILT  AROUND  the  theme  of 
the  Good  Ship  Opportunity,  bound 
for  entertainment  harbors  and 
manned  by  merry-making  juvenile 

seamen,  a  new  program,  Uncle  Tom's Juveniles,  Sundays,  9:30-10  a.m., 
on  WTAG,  Worcester,  gives  young- 

sters an  opportunity  to  demon- 
strate their  dramatic,  dancing  or 

musical  talent  and  gain  radio  ex- 
perience. Recruiting  talent  for  the 

show  are  "Uncle  Tom"  Hal  Wil- 
lis, director  and  children's  coach, 

and  Hazel  MacFarlane,  co-director. *  *  * 

Navy  Info 
INQUIRIES  concerning  men  in 
the  service  or  of  general  interest 
relative  to  the  Navy  will  be 
answered  by  Admiral  John 
Downes.  commandant  of  the  Ninth 
Naval  District,  in  a  weekly  quar- 

ter-hour program  from  the  Great 
Lakes  Naval  Training  Station  on 
WLS,  Chicago.  Program,  titled 
Meet  Admiral  Downes,  is  present- 

ed in  cooperation  with  the  Navy 
and  is  under  the  direction  of  Al 
Boyd,  WLS  production  manager. *  *  * 

War  on  Syphilis 
U  OF  KENTUCKY  has  prepared 
a  series  of  10  quarter-hour  pro- 

grams titled  Venereal  Diseases — 
Our  Hidden  Enemy,  to  meet  a  Ken- 

tucky problem.  When  local  sta- 
tions fearing  audience  offense,  hes- 

itated to  use  them,  the  recordings 
were  offered  the  National  Assn.  of 
Educational  Broadcasters  for  use 

by  member  stations.  KOAC,  Cor- 
vallis.  Ore.,  was  first  to  use  them. 
Other  Western  stations  have  re- 

quested the  series,  the  university 
reports. 

*  ■    ❖  ❖ 

Entertaining  War  Workers 
WAR  WORKERS  in  factory,  on 
the  farm  and  in  the  home  are  in- 

vited to  participate  in  a  noontime 
25-minute  informal  news  and  music 
series.  Music  for  Victory,  on 
WREN,  Lawrence,  Kan.  Personal 
interviews,  timely  topics,  news  re- 

ceived from  various  war  factories, 
farm  groups  plus  music  varieties 
are  featured. 

Educational  Features 
ASBURY  PARK  High  School  is 
cooperating  with  WCAP,  that  city, 
in  a  two-weekly  series  of  forum  dis- 

cussions, The  School  in  War  Time. 
Phases  of  school  life  are  featured. 
A  permanent  line  has  been  installed 
from  station  studios  to  auditorium 
and  gym  of  the  high  school. 

•  Tennessee  farmers  hit  pay-dirt  in  December. 

The  hurley  tobacco  markets  open  next  month 

putting  hundreds  of  dollars  in  pockets  of 

thousands  of  farmers.  And  WJHL  is  the  only 

single  station  that  can  reach  the  farmers 

served  by  the  five  big  markets  in  this area. 

1000  WATT  •  910  KG  •  BLUE  NET 

SPOT  SALES,  Inc. 

Representatives 

WJHL 
Johnson  City,  Tenn. 

W.  Hanes  Lancaster Manager 
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Flying  High 
DRAMATIZING  combat  experi- 

ences of  the  Army  Air  Forces,  a 
new  weekly  all-soldier  program, 
titled  Wings  to  Victory,  was  in- 

augurated on  BLUE  Nov.  5,  10:15- 
10:45  p.m.  (EWT)  with  West  Coast 
transcribed  repeat,  8:30-9  p.m. 
(PWT).  Originating  from  the  San- 

ta Ana  (Cal.)  West  Coast  Air 
Forces  Training  Center,  and  Gov- 

ernment endorsed,  the  program  is 
written  by  Capt.  Frederick  Hazlett 
Brennan  and  narrated  by  Capt. 
Mel  Ruick.  Lt.  Robert  B.  Sinclair 
and  Bob  Moss,  producer  of  the 
BLUE  Hollywood,  are  co-produc- 

ers with  Capt.  Eddie  Dunstedter 
as  musical  director. 

OCD  Audiences 
CIVIL  DEFENSE  workers  pro- 

vide audience  and  participants 
alike  for  the  True  or  False  broad- 

cast Dec.  14  on  BLUE.  Arranged 
by  J.  Walter  Thompson  Co.  in  co- 

operation with  District  of  Colum- 
bia defense  officials,  the  plan  is 

being  considered  by  other  sponsors 
of  quiz  programs.  Civil  defense 
officials  point  out  that  the  volun- 

teers are  civic-minded  community 
leaders  and  provide  a  good  audi- 

ence and  good  competitors,  besides 
getting  a  bit  of  reward  for  their 
defense  activities. 

School's  War  Effort 
PRACTICAL  education  in  con- 

crete action  is  the  underlying 
theme  of  educational  series. 
Schools  at  War,  on  WBIG,  Greens- 

boro, N.  C,  in  which  some  200 
elementary  and  high  school  chil- 

dren will  participate.  Programs, 
which  will  give  Tar  Heel  listen- 

ers a  weekly  glimpse  into  all 
phases  of  children's  promotion  of 
war  effort,  are  under  the  super- 

vision of  Miss  Aleph  Cason,  radio 
chairman  for  the  public  schools. 

Radio  Itself 

BELIEVING  that  most  listeners, 
though  intensely  interested  in  ra- 

dio, have  small  knowledge  of  the 
production  machinery  required  for 
broadcasting,  Ed  Randall,  author 
of  Let's  Be  Friends,  twice-weekly 
series  on  WCCO,  Minneapolis., 
without  technicalities  describes  in 
detail  the  operation  of  his  own  pro- 

gram and  tells  in  a  spontaneous 
running  account  about  the  types 
of  commercials,  types  of  programs 
and  types  of  broadcasting  systems. 

LADIES 

EDNA  WHITTINGTON 

ENTERING  radio  as 
 a  recep- tionist with  WIP,  Philadel- 

phia, in  January,  1936,  Edna 
Whittington  has  since  become 

a  versatile  radio  woman  putting  in 
her  licks  in  every  department  where 

the  station  employs  women.  "Dick", as  she  is  pleasantly  hailed  by  her 
associates,  now  finds  her  place  in 
the  organization  as  chief  continu- 

ity writer  and  keeper  of  6,500  rec- 
ords and  twice  that  number  of 

transcriptions. 

One  of  her  first  program  ideas 
to  be  broadcast  by  the  station,  spon- 

sored by  Gimbel  Bros.,  Philadel- 
phia, Avas  a  series  of  daily  inter- 
views with  store  and  department 

heads  throughout  its  anniversary 
sales. 

Before  radio,  she  was  a  success- 
ful model  appearing  in  magazine 

advertisements  throughout  the 
country  as  well  as  in  demand  as  a 
fashion  model.  Born  in  New  York 
City  of  English-Irish  parents,  her 
schooling  consisted  of  the  Convent 
of  the  Sacred  Heart,  Wilmington, 
Del.,  and  Friend's  High  School, 
Morristown,  N.  J.  Subsequently  she 
attended  the  Philadelphia  School  of 
Design  for  Women. 

Currently,  she  writes  copy  for 
WIP  sustaining  musical  programs, 
several  of  which  are  carried  by 
MBS  as  Quaker  City  Serenade, 
Frasetto  Frivolities,  Musical  Night- 

cap, Mood  Indigo,  and  Cocktails  for 
Two.  Her  ambition — to  handle  pro- 

duction and  televise  ballet  when 
WIP  gets  its  eyes. 

CAB  Music  Leaders 

LEADING  in  audience  ratings  for 
half-hour,  all-musical  programs,  as 
measured  by  the  Cooperative  Analy- 

sis of  Broadcasting  for  October  is 
Phil  Spitalny's  Hour  of  Charm, 
with  an  11.5  day  part  rating  and  a 
coincidental  rating  of  11.7,  placing 
it  ahead  of  Manhattan  Merry-Go- 
Round,  which  had  the  same  day 
part  figure,  but  a  lower  coinciden- 

tal of  10.7.  The  Album  of  Familiar 
Music  follows  with  11.3,  succeeded 
by  The  Voice  of  Firestone,  with 
9.05.  CAB  ratings  of  other  pro- 

grams in  this  category  are:  Pru- 
dential Hour,  8.8;  Andre  Kostel- 

anetz'  Pause  That  Refreshes,  8.6; 
Cities  Service  Concerts,  7.9;  and 
Telephone  Hour,  lA. 

VALUE  of  MANUFACTURED  PRODUCTS 
Source:    —   Census   of   Manufactures,  1939 
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WPB  RULE  ALLOWS 

SERVICING  OF  SETS 

MANUFACTURERS  who  cus- 
tomarily serviced  owners  of  re- 

ceiving sets  with  replacement  parts 
■will  be  able  to  continue  this  serv- 

ice, under  an  interpretation  of 
'General  Limitation  Order  L-183 
issued  Nov.  7  by  the  WPB. 

L-183,  which  went  into  effect 
Oct.  3,  prohibited  manufacture  and 
delivery  of  electronic  devices,  in- 

cluding vacuum  and  gaseous  tubes, 
except  to  meet  preference  ratings 
of  A-3  or  higher.  While  persons 
buying  replacement  parts  for  homes 
sets  did  not  need  preference  rat- 

ings, the  order  required  that  dis- 
tributors obtain  them  exclusively 

through  use  of  PD  1-X,  and  there 
had  been  some  question  whether 
manufacturers  could  continue  to 
supply  consumers  directly. 

The  order,  as  explained  by  offi- 
cials of  the  Radio  &  Radar  Branch, 

permits  continuation  of  this  service 
provided  the  firm  separates  its  dis- 

tribution business  from  its  manu- 
facturing, and  keeps  separate  rec- 

ords for  each  branch.  When  trans- 
fers of  parts  are  made  from  the 

manufacturing  to  the  distributing 
branches,  the  servicing  branch 
must  obtain  a  preference  rating 
just  as  if  it  were  a  separate 
form. 

FCC  Order  No.  94.A 

Reducing  Minimum  Operating 

Schedules 

At  a  session  of  the  FCC  held  at  its  offices  in  Washington,  D.  C.  on  the  6th 
day  of  November,  1942 ; 

It  appearing  (1)  That  the  demand  by  the  military  services  has  decreased 
the  supply  of  trained  personnel  available  for  the  operation  of  broadcast  stations, 
and  (2)  that  there  is  a  scarcity  of  materials  for  the  maintenance  of  broadcast 
stations,  and 

It  further  appearing  that  a  relaxation  of  the  Commission's  Rules,  Regula- 
tions and  other  requirements  with  respect  to  minimum  operating  schedules  for 

broadcast  stations  will  serve  the  public  interest ; 
Now,  therefore  it  is  ordered : 
1.  That  until  further  order  of  the  Commission  Section  3.71  of  the  Rules 

and  Regulations  with  respect  to  minimum  operating  schedules  for  standard 
broadcast  stations  be,  and  it  is  hereby,  suspended  ;  and  in  lieu  thereof,  except 
Sundays,  the  minimum  operating  schedule  for  standard  broadcast  stations  shall 
be  one-third  of  the  total  hours  it  is  authorized  to  operate  between  6  a.m.  and 
midnight,  local  standard  time,  except  that  in  an  emergency,  due  to  causes  beyond 
the  control  of  the  licensee,  it  becomes  impossible  to  continue  operating,  the 
station  may  cease  operation  for  a  period  of  not  to  exceed  10  days,  provided  that 
the  Commission  and  the  Inspector  in  Charge  shall  be  notified  in  writing  immedi- 

ately after  the  emergency  develops. 
It  is  further  ordered.  That  Order  No.  94  be,  and  it  is  hereby,  repealed. 

TWIN  60-foot  television  towers  in 
the  Maryland  countryside  just  out- 

side of  Washington,  where  the  late 
C.  Francis  Jenkins,  pioneer  radio  in- 

ventor, launched  experiments  in  tele- 
vision, were  torn  down  last  week  for 

metal  scrap. 

Haakon  H.  Hammer 

HAAKON  H.  HAMMER,  56,  Pacific 
Coast  director  of  INS,  died  Nov.  7 
following  a  heart  attack  at  his  home 
in  Belvedere,  Cal.  A  world-traveler 
since  his  early  youth.  Hammer  had  a 
master's  license  to  sail  the  seven  seas, 
and  was  one  of  aviation's  pioneers.  He was  born  in  Denmark,  where  Ms 
mother  still  resides.  He  leaves  his 
wife,  Obera  Hammer. 

Elmer  Diddler's  Doings:  j^J^i/ 

IS 

FCC  War  Order 

{Continued  from  page  20) 

they  best  serve  the  public.  "But, 
insofar  as  possible,"  the  FCC  said, 
"the  number  of  operating  periods 
should  not  be  increased  since  the 
heating  and  cooling  of  the  tubes 
sets  up  strains  which  may  cause 

them  to  fail  prematurely."  Much 
of  the  procedure  outlined  in  the 
manual  on  readjustment  is  de- 

voted to  tube  care. 
"The  necessity  of  each  broadcast 

station  conserving  its  equipment  to 
the  maximum  cannot  be  over- 

estimated," the  FCC  said  in  its  in- 
structions. Pointing  to  a  BWC  re- 

port indicting  that  unless  new 
tubes  were  available,  67%%  of  the 
broadcast  stations  would  be  silent 

in  a  year,  the  FCC  added,  "The several  Government  departments 
concerned  in  this  are  making  every 
effort  to  provide  adequate  replace- 

ments of  tubes  and  parts. 
"However,  it  is  apparent  that 

the  full  cooperation  of  each  user 
of  such  equipment  must  be  obtained 
if  broadcasting  is  to  be  maintained 

at  its  present  high  level." The  manual  on  adjustment  of 

standard  broadcast  transmitters  is 
divided  into  two  sections,  Part  I 
involving  a  readjustment  of  an- 

tenna current  based  on  an  increase 
of  effective  antenna  resistance  by 
26%  and  a  readjustment  of  the 
antenna  current  by  approximately 

11%.  The  second  part  concerns  ad- 
justment of  the  filament  voltage  of 

all  tubes  in  order  to  insure  that 
tubes  operate  with  voltage  giving 
maximum  life  consistant  with  good 

performance. 
The  new  formula  for  achieving 

the  output  power  prescribed  in  the 
manual  requires  that  antenna  cur- 

rent be  approximately  89%  of  its 
previous  value.  Output  power  will 
be  the  same  as  shown  on  the  pres- 

ent license,  the  manual  explains, 
but  it  will  be  computed  from 

present  licenses  with  antenna  cur- 
rent reduced  11%,  times  the  pres- 
ent effective  antenna  resistance 

when  multiplied  by  1.26.  The 
manual  recommends  that  plate 
voltages  in  both  the  lower  and  final 
radio  frequency  stages  be  reduced 
as  much  as  practicable. 

Instructions  for  transmitters 

using  tubes  having  "coated"  type filaments  (thoriated  tungsten, 
oxide  coated),  generally  employed 
in  transmitters  whose  output  is 
rated  at  1,000  watts  or  less,  stress 
the  importance  of  maintaining 
manufacturers'  rated  voltage,  with 
voltage  measurements  made  di- 

rectly across  the  filament  terminals 
of  the  tubes. 

Care  of  Tubes 

More  detailed  instructions  are 

provided  for  care  of  tungsten  fila- 
ment tubes,  found  in  transmitters 

having  outputs  of  5,000  watts  or 
more.  Seven  steps  describe  care  of 
this  equipment.  Frequent  tests  are 
advised  to  insure  proper  operation 
of  tubes  and  to  detect  aging. 

A  full  appendix  to  the  manual 
discusses  12  factors  affecting  the 
life  of  vacuum  tubes,  including 
filament  voltage,  plate  voltage, 

fatigue  of  tube  metal  parts,  heat- 
ing and  cooling  cycles,  efficiency  of 

cooling  system  etc. 
FCC  recommends  that  filament 

voltage  be  measured  weekly,  and 
gives  detailed  procedure  involved, 

GENERAL  m  ELECTRIC 

WGY 

50,000  WATTS 
SCHENECTADY,  N.  Y. 

THE  clock  is  upside-down  all the  time  to  thousands  of  war 
workers  up  this  way,  to  thousands 
of  men  who  are  breakfasting  as  you 

go  yawning  to  bed.  WGY  is  sure  of 
their  loyalty  because  it  is  the  only 
station  in  this  region  that  broad- 

casts 24  hours  out  of  24,  through- 
out the  night,  winning  the  ears  and 

the  loyalty  of  the  men  whose  in- 
comes have  boosted  thisairea's  buy- 

ing power  18%  above  the  national 
average.  Other  reasons  why  WGY 
excels  in  this  booming  market : 

the  airea'i  highest  power  v/gy-ss the  airea's  lowest  frequency 
the  most  popular  network  (NBC) 

Like  Good  Company? 

WHCD's  Central  New  York  Market 

Means  R-E-S-U-L-T-S  To: 
Allis-Chalmers  Mfg.  Co. 
American  Agriculturist 
G.  L.  F,  Exchange,  Inc. 
The  F.  E.  Myers  &  Bros.  Co. 

International  Harvester  Co. 
Park  &  Pollard  Co. 
Portland  Cement  Assn. 
Solvay  Sales  Corp, 

AND  MANY  MORE 

HERE'S  YOUR  INVITATION  TO  BETTER  BUSINESS 

A 
Low  Cost 
Producer WHCU 

Ithaca,  N.  Y. 

CBS 870  Kilocycles 

Page  44  •  November  16,  1942 BROADCASTING  •  Broadcast  Advertising 



warning  that  meticulous  care 
should  be  given  oxide  coated  and 
thoriated  tungsten  filament  tubes. 
It  advises  applying  plate  voltage 
gradually  to  prevent  impairing  the 
emission  of  these  tubes.  High  plate 
voltage  may  cause  overloads  which 
cause  tube  elements  to  release  gas 
and  thus  destroy  the  emission 
efficiency,  the  FCC  warns. 

The  manual  also  points  out  that 
after  long  use,  metal  parts  may 
become  brittle,  and  severe  shocks 
may  damage  the  tubes.  Along  the 
same  line,  it  recommends  that  fila- 

ments be  kept  lighted  to  eliminate 
the  shock  from  alternate  heating 
and  cooling  of  the  elements.  When 
the  silence  extends  an  hour  or  more 
the  filaments  should  be  extin- 

guished, however. 
The  manual  discusses  in  detail 

the  construction  and  care  of  all 
types  of  tubes,  giving  hints  for  pro- 

longing their  use.  Included  also 
is  advice  about  storage  space 
for  tubes  and  the  reactivation  of 
thoriated  and  oxide  tubes  that  have 
been  damaged  through  overloading. 

Though  no  details  of  the  book  on 
wartime  station  management  may 
be  published,  the  instructions  dis- 

tributed by  the  FCC  cover  precau- 
tions to  be  taken  against  sabotage, 

hints  about  personnel  protection, 
advice  about  what  to  do  in  case 
of  bombing  or  shell  fire,  fire  fight- 

ing, how  to  protect  the  primary 
power  supply,  alternate  studio  set- 

ups, auxiliary  transmitters  and 
antenna,  emergency  repair  parts 
and  spares,  and,  finally,  direct  war 
functions  of  radio. 

vWrl  1  Kwl 

1  ROOM 

Charles  A.  McMahon 

CHARLES  A.  McMAHON,  63,  for 
22  years  editor  of  Catholic  Action, 
national  organ  of  the  Catholic  Wel- 

fare Conference,  died  in  Washington 
Nov.  8.  He  was  active  in  the  radio 
field  and  for  more  than  10  years  was 
a  member  of  the  executive  board  of 
the  Catholic  Hour,  broadcast  on  NBC 
each  week  under  the  sponsorship  of 
the  National  Council  of  Catholic  Men. 

Tin  Restriction 

USE  of  tin  for  radio  and  radar  equip- 
ment, when  it  is  for  the  account  of 

the  armed  forces,  and  where  it  is 
required  by  specifications,  is  exempt 
from  the  restrictive  provisions  of  Tin 
Conservation  Order  M-43-a,  accord- 

ing to  an  official  interpretation  issued 
Nov.  7  by  the  WPB  Director  General 
for  Opei-ations. 

EARL  BLAKESLEY  has  been  pro- 
moted to  chief  engineer  of  KFNF, 

Shenandoah,  la.  First  woman  control 
operator,  Freda  Knodle,  also  doubles as  announcer. 

DENNIS  R.  DOUGHTY,  radio  en- 
gineer until  1936  when  he  took  up  the 

job  of  running  a  bakery,  has  .ioined 
W53PH,  Philadelphia,  FM  adjunct 
of  WFIL,  as  transmitter  engineer.  He 
served  in  the  last  war  as  a  radio  oper- 
ator. 
COLIN  RUTLBDGE,  of  the  control 
staff  of  CHML,  Hamilton,  Ont.,  has 
joined  the  Royal  Canadian  Navy. 
DeFOREST  T.  LAYTON  Jr.,  for- 

merly of  the  engineering  staffs  of 
WTRY.  Troy,  and  WHYN,  Holyoke, 
has  joined  WGAC,  Augusta,  Ga.,  as 
chief  engineer,  replacing  Jack  Joplin, 
who  has  joined  the  Army  Air  Forces. 

GEORGE  L.  McCLANATHAN  and 
Howard  M.  Zile,  of  the  engineering 
staff  of  WAIT,  Chicago,  have  joined 
the  Army  Signal  Corps. 

J.  KNOWLES,  transmitter  operator 
of  CKY,  Winnipeg,  was  recently  mar- ried to  Lillian  Stevenson. 

CLAUDE  SNIDER,  formerly  chief 
operator  of  CKX,  Brandon,  Man.,  has 
been  promoted  to  major  in  the  Royal 
Canadian  Artillery.  Following  a  peri- 

od of  service  overseas,  he  is  now  sta- tioned in  Canada. 

FRED  BARRY,  technician  of  KOMO- 
KJR,  Seattle,  left  last  week  for  Mass. 
Institute  of  Technology,  where  he  will 
engage  in  research  work. 

G.  HAROLD  BREWER,  chief  engi- 
neer of  WJEJ,  Hagerstown,  Md.,  has 

entered  the  civilian  pilot's  training course  at  Scranton.  Pa.  Replacing  him 
is  George  W.  Mclntire,  formerly  of 
Bell  Telephone  Co.  of  Penna. 

ROY  ROBERTS,  of  the  engineering 
staff  of  WSBC.  Chicago,  has  re- 

signed to  join  the  Navy. 

ROBERT  L.  HENDERSON,  engineer 
of  WBZ-WBZA,  Boston-Springfield, 
has  joined  the  Navy  as  a  warrant 
officer  and  is  now  serving  in  the  Carib- bean area. 

CBC  Arctic  Broadcasts 

For  Far  North  Resumed 

FOR  THE  22nd  consecutive  year 
Canadians  living  in  the  Artie  and 
sub- Artie  regions  will  receive  mes- 

sages from  friends  and  relatives 
throughout  the  long  winter  by 
radio.  Started  in  1921  as  a  Satur- 

day night  service  by  KDKA,  Pitts- 
burgh, the  service  has  since  been 

carried  annually  by  Canadian  sta- 
tions. 

For  the  ninth  consecutive  year 
the  Canadian  Broadcasting  Corp. 
resumed  the  weekly  Northern  Mes- 

senger service  Nov.  13,  a  service 
started  by  its  predecessor,  and  be- 

fore that  by  KDKA.  This  year, 
due  to  wartime  restrictions  and 
early  shutdowns  to  save  equipment, 
the  service  will  not  be  carried  by  a 
national  network,  but  goes  on  from 
CKY,  Winnipeg,  and  CBK,  Wat- 
rous,  Sask.,  after  the  day's  regular broadcast  activities,  or  from  11:30 
p.m.  [CWT].  This  year  also,  mes- 

sages are  being  recorded  at  Tor- 
onto in  English  and  at  Montreal 

in  French,  then  sent  to  CKY  and 
CBK  with  all  messages  being 
checked  at  Ottawa  first  for  war- 

time security  reasons. 

WHEN
  THE

 

HATIO
H  CA

LLS 

-_ine»ruction  on  local  aere"
»''  k 

X  tf--  b
o„d.-di«en,-,n,.,

on  of 

news — . ^riiTioN  WANTS  MAXIMUM 

X^lorm?OURO..IN.O  
AR.AS 

BL AW-KNOX  VER
TICAL  RADIATO

RS 

VT  later   cover
age^more  listeners.

 

C  af:Ced  b
y  experience  cove

nns 

the  entire  history  of
  radio. 

BLAW-
KNOX 

VERTICAL 

RADIA
TORS 

AND  TELEVISION 
 TOWERS 

BLAW-KNOX  D
IVISION 

of  Blaw-Knox  Comp
any 

F3r^ers  Bank  BuUd-mg,  
Pittsburgh.  Pa. 

RADIO 

STATION  \ 

REPRESENTATIVES 

I  ,  Y'.^  p  offices 
MOKITREAL  •  WINNIPEG 

,    ̂      ,  JpRONTO 

BROADCASTING  •  Broadcast  Advertising November  16,  1942  •  Page  45 



THE  f!udinad.±  OF 

BROADCASTING 

STATION  ACCOUNTS 

sp — studio  programs 
ne — news  programs 

t — transcriptions 
sa — spot  announcements 

ta — transcription  announcements 

WMAQ,  Chicago 
Swift  &  Co.,  Chicago   (Silverleaf  lard),  7 

sa    weekly,    5    weeks,    thru    J.  Walter 
Thompson  Co.,  Chicago. 

Continental     Baking     Corp.,     New  York 
(Wonder  bread),  5  ta  weekly,  4  weeks, 
thru  Ted  Bates  Inc.,  N.  Y. 

Olson   Rug  Co.,   Chicago,   5  sa  weekly,  4 
weeks,   thru   Presba,   Fellers   &  Presba, 
Chicago. 

Glaser-Crandell  Co.,  Chicago  (Derby  bar- 
becue sauce),  3  sp  weekly,  26  weeks, 

thru  Earle  Ludgin,  Chicago. 
Wilson  &  Co.,  Chicago  (Ideal  dog  food, 

Mor),  6  sp  weekly,  26  weeks,  thru  U.  S. 
Adv.   Corp.,  Chicago. 

American  Industries  Salvage  Co.,  New 
York,  74  sa,  thru  McCann  Erickson, N.  Y. 

Orange  Crush  Co.,  Chicago   (beverage) ,  6 
ta  weekly,  50  weeks,  thru  Aubrey,  Moore 
&  Wallace,  Chicago. 

Musterole  Co.,  Cleveland    (proprietary),  7 
sa  weekly.  26  weeks,  thru  Erwin,  Wasey 
&  Co.,  Chicago. 

Milk  Foundation,  Chicago  (dealers  associa- 
tion),   7    ta    weekly,    13    weeks,  thru 

McCann-Erickson,  Chicago. 
Fould's   Milling  Co.,  Libertyville,  111.,  117 ta,  thru  Campbell-Ewald,  Chicago. 
Lever  Bros.,  Cambridge,  80  ta,   8  weeks, 

thru  Ruthrauff  &  Ryan,  N.  Y. 
General   Mills   Inc.,    Minneapolis  (Cheeri- 

Oats) ,    1    sa    weekly,    52    weeks,  thru 
Blackett-Sample-Hummert.  Chicago. 

C.  A.  Briggs  Co.,  Cambridge   (H-B  cough 
drops),   32  sp,  16  weeks,  thru  Horton- 
Noyes  Co..  Providence. 

Fruit     &     Vegetable    Promotions  (Long 
Island  cauliflower) ,  8  sa,  4  weeks,  thru 
Marvin  Agency,  N.  Y. 

Pepsodent    Co..    Chicago    (tooth  brushes), 
24  sa,  thru  Lord  &  Thomas,  Chicago. 

Popular  Science  Magazine,  New  York,  13 
sa,  thru  Joseph  Katz  Agency,  N.  Y. 

Washington  State  Apple  Adv.  Commission, 
Wenatchee,  Wash.,  16  sa,  thru  J.  Walter 
Thompson,  Seattle. 

Lehn  &  Fink  Products  Corp.,  New  York 
(Hinds   Honey   and    Almond   Cream),  8 
ta,  thru  William  Esty  &  Co.,  N.  Y. 

Industrial  Undergarment  Corp.,  New  York 
(smocks),  5  sa,  thru  Norman  D.  Waters 
&  Assoc.,  N.  Y. 

Universal  Pictures  Co.,  Inc.,  New  York,  5 
sa,  thru  J.  Walter  Thompson,  N.  Y. 

KFAC,  Los  Angeles 
Beneficial  Casiialty  Co.,  Los  Angeles  (life 

insurance),  weekly  sp,  thru  Stodel  Adv., 
Los  Angeles. 

WBT,  Charlotte 
Yager  Liniment  Co.,  Baltimore,  3  sa  week- 

ly, thru  Harvey-Massengale,  Durham, N.  C. 
Chatham  Mfg.  Co.,  Elkin,  N.  C.  (blank- 

ets), 3  ne  weekly,  thru  Cahn-Miller  Inc., Baltimore. 
D.    Cohen    &    Son,    New    York  (men's clothes),  3  sa  weekly,  thru  Atlantic  Adv. 

Co.,  N.  Y. 
Consolidated  Drug  Trade  Prods.,  Chicago, 

6  sp  weekly,  thru  Benson  &  Dall  Inc., Chicago. 
Beaumont  Labs.,    St.   Louis    (4-Way  cold 

tablets),   6   ta  weekly,   sa,  thru  H.  W. 
Kastor  &  Sons,  Chicago. 

Quaker  Oats  Co.,  Chicago,  1  t  weekly,  thru 
Sherman  &  Marquette,  Chicago. 

Grove  Labs.,  St.  Louis    (Bi-omo  Quinine), 5  sa,  thru  Russel  M.  Seeds,  Chicago. 
Lehn  &  Fink  Products  Corp.,  New  York, 

5  ta  weekly,  thru  Wm.  Esty  &  Co..  N.  Y. 
Luden's  Inc.,  Reading,  Pa.   (cough  drops), 5  so  weekly,  thru  J.  M.  Mathes  Inc., 
N.  Y. 

Wm.  B.  Reily  &  Co..  New  Orleans  (coffee 
6  tea),  7  sa  weekly,  thru  Walker  Saussy, 
New  Orleans. 

Murine  Co.,  Chicago,  2  ta  weekly,  thru 
BBDO,  Chicago. 

Pierce's  Medicine  Inc.,  Buffalo,  6  ta  week- ly, thru  Duane  Jones  Co.,  N.  Y. 
National  Toilet  Co.,  Paris.  Tenn.  (cos- 

metics), 5  ta  weekly,  thru  Roche,  Wil- liams &  Cunnyngham,  Chicago. 
Skinner  Mfg.  Co.,  Omaha  (macaroni  prod- 

ucts), 7  ta  weekly,  thru  Ferry-Hanly  Co., Kansas  City. 
Stardust  Mfg.  Co.,  New  York  (blouses), 

1  ta  weekly,  thru  Norman  D.  Waters, 
N.  Y. 

Fleming  &  Sons  Inc.,  Dallas  (Wallrite), 
4  sa  weekly,  thru  Couchman  Adv.  Agen- 

cy, Dallas. 
WSPA,  Spartanburg,  S.  C. 

American  Chicle  Co.,  New  York  (Dentyne 
gum),  95  ta,  thru  Badger  &  Browning, 
Boston. 

Beech-Nut  Packing  Co.,  Canajoharie,  N.  Y. 
(gum),  77  ta,  thru  Newell-Emmett  Co., N.  Y. 

Beeman's  Lab.  Inc.,  Atlanta  (cold  remedy), 
100  ta,  thru  Harvey-Massengale  Co., 
Atlanta. 

Dr.   W.  B.   Caldwell   Inc.,   Monticello,  111. 
(Laxative  Senna),  100  ta,  thru  Sherman 
&  Marquette,  Chicago. 

Carolina  Baking  Co.,  Columbia.  S.  C,  264 
ta,  thru  Freitag  Adv.  Agency,  Atlanta. 

Plough  Inc.,  Memphis  (St.  Joseph  aspirin, 
Penetro  nose  drops),  500  ta,  thru  Lake- 
Spiro-Shurman  Inc.,  Memphis. 

Terre   Haute  Brewing   Co.,   Terre  Haute, 
26  sp,  thru  Pollyea  Adv.  Agency,  Terre Haute. 

WROK,  Rockford 
Smith  Bros.,  Poughkeepsie,  N.  Y.  (cough 

drops),  52  sa,  thru  J.  D.  Tarcher  & 
Co.,  N.  Y. 

Voice  of  Prophecy  Inc.  (Seventh  Day  Ad- ventist  Church  Commission),  13  sp,  thru 
G.  C.  Hoskin  &  Assoc.,  Chicago. 

Pharmaco  Inc.,  Newark  ( Feen-A-Mint) ,  52 
sp,  thru  Wm.  Esty  &  Co.,  N.  Y. 

WIND,  Chicago 

Esquire  Inc.,  Chicago  (Coronet  Magazine), 
36  sa,  thru  Schwimmer  &  Scott,  Chicago. 

Macfadden  Publications,  New  York  (True 
Story    Magazine),    11    sa,    thru  Arthur Kudner  Inc.,  N.  Y. 

The  Chicago  Daily  News,   Chicago,   6  sa, direct. 
U.  S.  Tobacco  Co.,  New  York  (Model 
smoking  tobacco),  12  sa  weekly,  13 
weeks,  thru  Arthur  Kudner  Inc.,  N.  Y. 

Berghoff  Brewing  Corp.,  Fort  Wayne,  Ind., 
6  sa  weekly,  8  weeks,  thru  L.  W.  Ram- 

sey Co.,  Chicago. 
General  Seafoods  Corp.,  Boston  (Forty- 
Fathom  fish),  3  sa  weekly,  10  weeks, 
thru  Alley  &  Richards  Co.,  N.  Y. 

Union  Life  Insurance  Co.,  Chicago,  4  sp 
weekly,  thru  Rocklin  Irving  Assoc.,  Chi- cago. 

Royal  American  Shows,  Chicago,  8  sp,  8 
sa,  direct. 

Bulova  Watch  Co.,  New  York,  42  sa  week- ly, 13  weeks,  thru  Blow  Co.,  N.  Y. 
Cooperative  League  of  U.  S.  A.,  New  York, 

1  sp  weekly,  13  weeks,  thru  Atherton  & 
Currier,  Inc.,  N.  Y. 

Carolene  Products  Co.,  Litchfield,  111. 
(milk  compounds),  6  sa  weekly,  13  weeks 
thru  Henri,  Hurst  &  McDonald,  Chicago. 

The  Chicago  Sun,  Chicago,  8  sa,  thru  Wade Adv.  Agency,  Chicago. 
Reid,  Murdoch  &  Co.,  Chicago  (Monarch 

foods),  35  sa  weekly,  9  weeks,  thru 
Rogers  &  Smith,  Chicago. 

Universal  Pictures  Co.,  New  York,  6  sa, 
thru  J.  Walter  Thompson  Co.,  N.  Y. 

Henry  C.  Lytton  &  Sons,  Gary,  Ind.,  16 
sa,  direct. 

KFRC,  San  Francisco 
Italian  Swiss  Colony,  San  Francisco 

(wines),  3  sp  weekly,  thru  Leon  Liv- 
ingston Adv.,  San  Francisco. 

Campbell  Cereal  Co.,  Minneapolis  (Malto- Meal),  2  sa  weekly,  thru  H.  W.  Kastor 
&  Sons,  Chicago. 

O'Connor,  Moffatt  &  Co.,  San  Francisco (department  store),  6  sp  weekly,  thru 
Ruthrauff  &  Ryan,  San  Francisco. 

Dr.  Pepper  Bottling  Co.,  San  Francisco 
(Dr.  Pepper  beverage),  3  t  weekly,  thru 
Tracy-Locke-Dawson,  Dallas. 

Acme  Breweries,  San  Francisco,  weekly 
sp,  4  sa  weekly,  thru  Brisacher,  Davis  & 
Staff,  San  Francisco. 

Allcock  Mfg.  Co.,  Ossining,  N.  Y.  (porous 
plasters),  52  ta,  thru  Small  &  Seiffer, N.  Y. 

Pepsodent  Co.,  Chicago  (tooth  brushes), 
6  sa  weekly,  thru  Lord  &  Thomas,  Chi- cago. 

The  Emporium,  San  Francisco  (depart- 
ment store),  series  of  sa,  direct. 

Seven-Up  Co.,  San  Francisco,  weekly  sa, 
thru  Rhoades  &  Davis,  San  Francisco. 

McUhenny  Co.,  Avery  Island,  La.  (tobasco 
sauce) ,  3  sa  weekly,  thru  Aubrey,  Moore 
&  Wallace,  Chicago. 

WHEB,  Portsmouth,  N.  H. 
H.  P.  Hood  &  Sons,  Charlestown,  Mass. 

(dairy  products),  t,  13  weeks,  thru 
Harold  Cabot  &  Co.,  Boston. 

WLS,  Chicago 
Belgian  Information  Center,  N.  Y.,  2  sa 

weekly,  4  weeks,  thru  Albert  Frank- Guenther  Law  Inc.,  N.  Y. 
Spiegel  Inc.,  Chicago  (mail  order),  19  sa 
weekly,  3  weeks,  thru  J.  L.  Stewart 
Agency,  Chicago. International  Harvester  Co.,  Chicago,  5 
sa  weekly,  5  weeks,  thru  Aubrey,  Moore &  Wallace,  Chicago. 

United  Drug  Co.,  Boston,  4  sp,  1  week, 
thru  Spot  Broadcasting  Co.,  N.  Y. 

Olson  Rug  Co.,  Chicago,  2  sa,  twice  week- 
ly, 10  days,  thru  Presba,  Fellers  & Presba,  Chicago. 

Pennsylvania  Salt  Mfg.  Co.,  Philadelphia, 
3  sa  weekly,  13  weeks,  thru  Sherman  K. Ellis   Co.,  Chicago. 

Lever  Bi-others,  Cambridge,  Mass.  (Rinso 
&  Vimms),  17  so  weekly,  9  weeks,  thru Ruthrauff  &  Ryan,  N.  Y. 

Allcock  Mfg.  Co.,  Ossining,  N.  Y.  (surgi- 
cal dressings),  3  sa  weekly,  22  weeks, 

thru  Small  &  Seiffer  Inc.,  New  York. 
Consolidated  Products  Co.,  Danville,  111. 

(buttermilk),  156  sp,  thru  Mace  Adv. 
Agency,   Peoria,  111. American  Cranberry  Exchange,  New  York, 
9  sa,  thru  BBDO,  N.  Y. 

KQW,  San  Francisco 
Eagle  Vineyards,  San  Francisco  (Baronet 

wines),  2  sa  weekly,  thru  Frederick  Seid, 
San  Francisco. 

Sunlite  Bakery,  San  Francisco   (bread) ,  3 
sp  and  t  weekly,  thru  W.  E.  Long  Co., 
Chicago. 

A.  B.  Joffe  Co.,  San  Francisco  (men's clothing),  7  sa  weekly,  thru  Arthur  Kap- 
lan Adv.,  New  York. 

Acme  Breweries,  San  Francisco,  30  ta 
weekly,  thru  Brisacher,  Davis  &  Staff, 
San  Francisco. 

Langendorf  United  Bakers,  San  Francisco, 
11  4a  weekly,  thru  Erwin,  Wasey  &  Co., 
San  Francisco. 

National  Biscuit  Co.,  New  York  (Shredded 
Wheat),  6  ta  weekly,  thru  Botsford-Con- stantine  &  Gardner,  San  Francisco. 

Leslie  Salt  Co.,  San  Francisco,  5  ta  weekly, 
thru  Erwin,  Wasey  &  Co.,  San  Francisco. 

Quaker  Oats  Co.,  Chicago  (Aunt  Jemima 
Pancake  Flour) ,  3  t  weekly,  thru  Sher- man K.  Ellis,  Chicago. 

Seven-Up  Co.,  St.  Louis  (beverage) ,  4  sa 
weekly,  thru  Rhoades  '&  Davis,  San  Fran- 
cisco. 

Morton  Salt  Co.,  Chicago,  3  ta  weekly, 
thru  Klau-Van  Pietersom-Dunlap  Assoc., Milwaukee. 

Rosefield  Packing  Corp.,  Alameda,  Cal. 
(Skippy  Peanut  Butter),  weekly  t,  thru 
Sidney  Garfinkel  Adv.  Agency,  San  Fran- cisco. 

Seeck  &  Kade  Inc.,  New  York  (Pertussin), 
5  ta  weekly,  thru  Erwin,  Wasey  &  Co. 

Musterole  Co.,  Cleveland  (proprietary),  5 
ta  weekly,  thru  Erwin,  Wasey  &  Co., 
New  York. 

McKesson  &  Bobbins,  New  York  (Sore- 
tone)  ,  4  ta  weekly,  thru  J.  D.  Tarcher  & 
Co.,  N.  Y. Macfadden  Publications,  New  York  (True 
Story),  6  ta  weekly,  thru  Arthur  Kudner 
Inc.,  N.  Y. Ex-Lax  Mfg.  Co.,  Brooklyn  (laxative),  5 
ta  weekly,  thru  Joseph  Katz  Co.,  Balti- more. 

KFNF,  Shenandoah,  la. 
Wm.  H.  Wise  &  Co.,  New  York  (books), 

t,  thru  Huber  Hoge  &  Sons,  N.  Y. Sunway    Vitamin   Co.,    Chicago,    sp,  thru 
Sorensen  &  Co.,  Chicago. 

Atlas   Mutual   Benefit  Assn.,  Wilmington, 
sp,  thru  Shaffer,  Brennan,  Margulis  Adv. 
Co.,  St.  Louis. Pin  ex  Co.,  Fort  Wayne  (cough  syrup),  t, 
thru  Russel  M.  Seeds  Co.,  Chicago. 

Reps. — Joseph  Hershey  McGillvra— 10,000  Watts,  750  Kc.  Adv.      New  York-Chicago  Reps. — The  Walker  Co.  Adv. 
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AYARD  BAKING  Co.,  New  York, 
began  sponsorship  Nov.  9  of  the  pro- 

gram Tip-Top  o'  the  Morning,  on 
WBEI,  Boston,  Mon.  thru  Sat.  7- 
7  :15  a.m.  The  program  features  Carl 
Moore  and  Ray  Girardin,  and  is  pre- 

sented for  promotion  of  Tip-Top 
Bread.  Format  of  the  show  is  strict- 

ly informal,  consisting  of  songs  by 
Moore  and  Girardin,  piano  playing 
by  Moore,  and  humorous  patter.  Jack 
Lawrence  announces.  Agency  is  J. 
Walter  Thompson  &  Co.,  New  York. 

AMERICAN  SCHOOL,  Chicago,  of- 
fering high  school  home  study  courses, 

has  started  sponsorship  of  weekly 
fjuarter-hotir  program  titled  Music Moods  With  Milton  Charles  on 
WBBM,  Chicago.  Account  was  placed 
through  Buchanan  &  Co.,  Chicago. 
LITTLE  CROW  MILLING  Co.. 
Warsaw,  Ind.  (Coco  Wheats)  is 
sponsoring  a  quarter-hour  juvenile 
program  six  times  a  week  on  WLS, 
Chicago,  featuring  Jay  Gould  as 
"Uncle  Jay"'. 

O'KEEFE  &  MERRITT  Co.,  Los Angeles  (gas  stoves,  appliances),  in 
a  local  institutional  campaign  which 
started  Oct.  26  for  52  weeks  is  using 
daily  spot  announcements  on  KHJ,  in 
addition  to  a  thrice-weekly  quarter- 
hour  newscast  on  KFI.  Richard  B. 
Atchison  Adv.,  Los  Angeles,  has  the 
account. 

BLUE  BIRD  POTATO  CHIPS  Inc., 
Oakland,  Cal.  (Laura  Scudder  food 
products),  is  continuing  its  North- 

ern California  spot  campaign  in  se- 
lected markets,  having  renewed  Nov. 

9  for  six  weeks  daily  announcements 
on  KLX.  that  city ;  KMYC,  Marys- 
ville;  KROY,  Sacramento;  KMJ, 
Fresno.  Agency  is  Brisaeher,  Davis  & 
Staff,  Los  Angeles. 

GROVE  LABS.,  St.  Louis  (Bromo 
Quinine)  has  started  sponsoi-ing  the 
five-weekly  Day  in  Washington  feature 
of  the  Don  Lee  Newsreel  Theatre  on 
KHJ,  Los  Angeles.  Contract  is  for 
52  weeks,  having  started  Nov.  4. 
Handling  broadcasts  are  George 
Martin  and  Bill  Haworth.  Agency  is 
Russell  M.  Seeds  Co.,  Chicago. 

THOMAS  MARTINDALE  Co..  Phil- 
adelphia, returns  to  radio  on  WPEN, 

Philadelphia,  starting  Nov.  30,  in  the 
interests  of  the  Martindale  food  stores. 
The  firm  will  sponsor  David  V. 
Busch's  The  Voice  of  Courage  Mon- days through  Fridays,  7 :15  to  7 :30 
p.m.,  the  program  comprising  inspira- 

tional talks  and  original  poetry.  The 
radio  campaign  lias  been  set  for  52 
weeks,  through  Frank  Wellman 
Agency,  Philadelphia. 

CAMPBELL  CEREAL  Co.,  Chicago 
(Malto-Meal)  started  a  five-minute 
participation  twice-weekly  in  Bess 
Bye,  Market  Scout  on  KFRC,  San 
Francisco.  Agency  is  H.  W.  Kastor 
&  Sons,  Chicago. 

O'CONNOR,  MOFFAT  &  Co.,  San Francisco  (department  store)  re- 
cently renewed  for  13  weeks  Last 

Minute  'News  with  Connie  Moffatt,  six times  weekly  on  KFRC,  San  Fran- 
cisco. Agency  is  Ruthrauff  &  Ryan, San  Francisco. 

ROSEFIELD  PACKING  Corp.,  Ala- 
meda, Cal.  (Skippy  Peanut  Butter) 

has  started  Skippy  Hollywood  Theater 
weekly  transcribed  half-hour  on  KQW, 
San  Jose,  Cal.  Agency  is  Sidney  Gar- 
finkel  Adv.,  San  Francisco. 

ALBERT  S.  SAMUELS  Co.,  San 
Francisco  (jewelers)  recently  started 
for  52  weeks  What  Bo  You  Think, 
with  Art  Linkletter,  on  KFRC,  San 
Fi-aneisco.  Placed  direct. 

PROFESSIONAL  SERIES 

New  England  Optometrists 

Combine  Sponsorship"""" WEIM,  Fitchburg,  Mass.,  is  pre- 
senting a  transcribed  series  each 

Sunday  titled  The  Marvel  of  Vi- 
sion, produced  by  the  Better  Vision 

Institute.  The  program  is  unusual 
in  that  it  is  sponsored  by  a  pro- 

fessional group.  All  optometrists  in 
Fitchburg,  Gardner,  Leominster 
and  Winchendon  join  in  the  pres- 
entation. 

The  program  is  completely  in- 
stitutional, commercial  time  being 

used  for  two  purposes:  (1)  To 
promote  greater  attention  to  care 
of  the  eyes,  and  (2)  To  acquaint 
the  public  with  the  services  of  an 
optometrist  as  compared  to  simi- 

lar practices.  Names  of  individual 
contributors  are  not  mentioned. 
They  are  referred  to  only  as  the 
optometrists  of  the  cities  partici- 

pating. The  program  was  sold  by 
means  of  a  meeting  and  audition, 
arranged  by  the  station  and  at- 

tended by  the  entire  group. 

B.  C.  TREE  FRUITS  Ltd.,  Van- 
couver (apples)  has  started  spot  an- nouncements on  a  number  of  Western 

Canadian  stations.  Account  was 
placed  by  Canadian  Advertising 
Agency  Ltd.,  Kelowna,  B.  C. 
REGENT  KNITTING  MILLS  Ltd., 
Montreal  (knitting  wool)  has  started 
spot  announcements  for  its  baby  knit- 

ting book  on  CKAC,  Montreal.  Ac- 
count was  placed  by  Stevenson  & 

Scott  Ltd.,  Montreal. 
LONGINES-WITTNAUBR  Co.,  of 
Canada  Ltd.,  Montreal  ( Longines 
Watches)  has  started  Sunday  half- 
hour  transcribed  programs  on  a  num- ber of  Canadian  stations.  Account  was 
placed  by  Russell  T.  Kelley  Ltd.,  Mon- treal. 
KERR  BROTHERS  Ltd.,  Toronto 
(candy)  has  started  Saturday  eve- 

ning hour  Sicing  Session  on  CKOC, 
Hamilton  Ont.  Account  was  placed 
by  Ellis  Adv.  Co.,  Toronto. 

Shreddies  in  Canada 
CANADIAN  SHREDDED  WHEAT 
Co.,  Ltd.,  Toronto  (Shreddies)  on 
Nov.  16  started  the  five-minute  tran- 

scription Today's  Adventure  with  Gor- 
don Sinclair,  Toronto  newsman-globe 

trotter,  Monday  thru  Friday,  on 

CHNS,  Halifax  ;  CHSJ,  St.  "  John, N.  B. ;  CFCY,  Charlottetown,  P.  E. 
I. ;  CFCF,  Montreal ;  CFPL,  London, 
Ont.;  CKCO.  Ottawa;  CFRB,  To- 

ronto; CKY,  Winnipeg;  CKCK,  Re- 
ginia ;  CFQC,  Saskatoon,  Sask. ; 
CFAC,  Calgary,  Alta ;  CFRN,  Ed- 

monton, Alta  ;  CJOR,  Vancouver.  Ac- 
count was  placed  by  Cockfield  Brown 

&  Co.,  Ltd.,  Toronto. 

SEND  FOR  THIS 

BOOK  TODAYl 

You'll  want 

it  for  Facts  on  the 

big  Iowa  market 

Here's  a  survey  conducted by  Dr.  F.  L.  Whan,  Univ. 
of  Wichita,  covering  9,218  Iowa  families 
in  all  99  counties,  fifth  in  a  series  of 
annual  studies  of  the  Iowa  radio  audience. 
New  facts  and  figures  revealed  on  this 
billion-dollar  market!  Tells  virtually  every- 

thing about  Iowa  listeners.  Every  execu- 
tive needs  it.  Write  for  your  free  copy. But  hurry! 

Address  Dept.  RS, 

CENTRAL  BROADCASTING  CO. 
Pes  Moines,  lov/a 

Falls  City  Beer  Using 
10  Hours  on  One  Outlet 

FALLS  CITY  BREWING  Co., 
Louisville,  through  Anfenger  Adv. 
Agency,  St.  Louis,  has  placed  10i/4 
hours  of  advertising  weekly  on 
WGKV,  Charleston,  W.  Va.  Set  for 
a  52-week  run,  the  campaign  in- 

cludes UP  newscasts,  sports  and 
late  evening  dance  sessions,  Mon- 

day through  Saturday. 
Utilizing  their  consumer  slogan, 

the  programs  on  WGKV  are  titled 
Morning  Neivs  Get  Together,  Let's Get  Together  on  Sports,  11th  Hour 
News  Get  Together  and  Let's  Get 
Together  and  Dance.  Joe  Mat- 

thews, WGKV  sportscaster,  and 
Sam  Baiter  are  featured  on  the 
sports  show.  Ray  Penner  handles 
the  late  evening  shift.  Series  is 
produced  by  Vernon  Moreluck,  ra- 

dio director  of  Anfenger  from  the 
agency's   St.   Louis  office. 

McCann  Hour  Sponsors 
WITH  THE  addition  of  Planned 
Foods,  New  York,  and  Florida  Citrus 
Exchange,  Tampa,  Fla.,  as  sponsors 
of  the  Alfred  W.  McCann  Pure  Food 
Hour  on  WOR,  New  York,  the  five- 
weekly  program  now  has  a  total  of 
eight  sponsors.  Agency  for  Planned 
Foods,  makers  of  Rose  Mill  Pate 
Gras,  is  Blaker  Adv.,  New  York, 
while  W.  W.  Garrison  Co.,  Chicago 
handles  the  Florida  Citrus  Exchange account. 

TO  PROMOTE  the  start  Nov.  9  of 
the  new  Lockheed  «&  Vega  Aircraft 
Corp.  program  starring  Orson  Welles. 
CBS  has  issued  a  large  red-white-and- blue  folder  on  the  story  of  American 
aviation,  along  with  its  usual  program 
promotion  envelope. 

When  you  think  of 

SPOTS... 

think  of  John  Blair! 

@ 
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INVEST  IN 

RESULTS!  V 

With  a  primary  coverage  of  over  8,000,000  people,  CKLW  and 
Its  complete  coverage  of  this  able-to-buy  war  workers'  market, 
reprecents  the  biggest  value  package  ever  offered  per  time  dollar 
spent.  If  you're  selling  this  fertile  market  invest  in  low  cost 
response  through  CKLW. 

5,000  Watts  Day  and  Night 
MUTUAL  BROADCASTING  SYSTEM 
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JOHN  BLAIR/'""""'^ i  COMPANY^:.::: 
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STATION 

WLIB  Campaign — Children  Mobilize — NBC  Sales  Booklet 
Tin  Can  Ducats — BLUE  Recipes 

WLIB,  Brooklyn,  si
x-month- old  station  currently  en- 

gaged in  extensive  promo- 
tion, last  week  placed 

display  ads  in  every  New  York 
newspaper  as  well  as  in  major 
local  papers,  calling  attention  to 
its  musical  policy  of  "popular  clas- 

sics with  a  blend  of  the  modern." 
Trade  papers  are  also  being  used 
in  the  advertising  campaign.  Pro- 

motion pieces  include  a  weekly  re- 
lease to  agencies  and  advertisers, 

presenting  success  stories  on  spon- 
sors using  the  station. *  * 

Junior  Guard 

THE  Junior  Guard,  juvenile  vic- 
tory regiment,  has  been  organized 

by  WLS,  Chicago,  and  its  affiliate. 
Prairie  Farmer,  to  furnish  ele- 

mentary grade  children  in  rural  as 
well  as  urban  areas  with  opportu- 

nity to  aid  in  the  war  effort.  Under 
the  direction  of  Gladys  Blair,  mem- 

bers receive  club  pins,  copies  of 
organization  publication  and  are 
urged  to  cooperate  in  local  and  na- 

tion victory  campaigns.  Present 
plans  include  a  weekly  program  on WLS. 

Sales  Building 
EXAMPLES  of  the  sales-building 
possibilities  of  the  transcribed  se- 

ries of  personality  sketches.  The 
Name  You  Will  Remember,  pro- 

duced by  the  NBC  Radio-Recording 
Division,  are  related  in  an  illus- 

trated pamphlet  now  being  distrib- 
uted to  advertising  agencies.  One 

of  the  success  stories  was  con- 
tributed by  Solo's  Women's  Spec- 

ialty Shop,  Philadelphia.  The  se- 
ries is  running  as  a  sponsored  fea- 

ture on  KYW,  KARK,  WMBG, 
CHNS. iji  ^ 

Tin  Can  Party 

DUCATS  to  the  recent  "Tin  Can 
Party,"  staged  by  Jane  Weston, directress  of  the  Modern  Home 
Forum  on  WOWO,  Fort  Wayne, 
were  tin  cans.  The  party  netted 
over  2,000  cans,  all  properly  pro- 

cessed and  ready  for  pickup,  with 
one  woman  contributing  89  cans. 
Guests  numbered  125  women. 

^EVD
 

NEW  YORK'S  STATION  OF 
DISTSNCTIVE  FEATURES 

NOW 5000 WATTS 

The  unique  position  of  WEVD  with  a  large 
section  o£  Metropolitan  New  York^s  radio 
audience  is  evidenced  by— — 

(1)  .  The   feature   boxes   of  newspaper 
radio  program  pages 

(2)  .  The  large  number  of  famous  adver- 
tisers on  the  station  continuously 

year  after  year. 
Ask    for    **Who*8    Who    On    WEVD"   .    .  . sent  on  reqiuest. 

WEVD 
117-119  West  46th  St.,  New  York,  N.  V. 

Yeast  Recipes 

TYING  in  with  its  thrice-weekly 
quarter-hour  BLUE  program 
Songs  of  a  Dreamer,  Northwest- 

ern Yeast  Co.,  Chicago,  has  dis- 
tributed to  grocers,  a  display  car- 

ton designed  to  save  time  in  filling 
grocery  orders.  Featuring  photo- 

graphs of  an  assortment  of  rolls 
and  a  loaf  of  bread  with  a  slogan 
"Saves  Time,  Saves  Money,  Saves 
Waste",  and  containing  copies  of 
tested  recipes,  point-of-sale  display 
can  be  placed  near  the  cash  regis- 

ter so  that  shoppers  may  be  re- 
minded of  the  product.  MacFar- 

land,  Aveyard  &  Co.,  Chicago,  is 
agency. 

*         ̂   4^ 
Public  Service  Award 

PRESENTATION  of  a  plaque  to 
Cunningham's  Drug  Stores,  De- 

troit, in  recognition  of  its  News 
Ace  broadcasts  and  their  messages 
on  behalf  of  the  war  effort,  was 
made  Nov.  3  by  D.  C.  (Bill)  Mur- 

ray, president  of  the  Adcraft  Club 
of  Detroit,  to  Nate  S.  Shapero, 

president  of  Cunningham's,  at  the 53d  anniversary  dinner  of  the  drug 
store  chain.  Programs  are  heard 
on  CKLW  WCAR  WWJ  WJBK 
WXYZ. 

i!:  '-l-  ❖ 
Theatre  Tieups 

TO  PROMOTE  its  daily  1%-hour 
kid  shows  on  KGO,  San  Francisco, 
Gil  Paltridge,  sales  promotion  man- 

ager, has  started  a  series  of  mati- nees in  San  Francisco  and  Oakland 
theatres.  The  shows  feature  KGO 
talent  and  other  acts,  cartoons  and 
western  films.  A  box  top  from  the 
products  advertised  on  the  radio 
Itid  shows  is  a  prerequisite  for  ad- 

mission. Programs  included  in  the 
promotion  include  Jack  Armstrong 
for  Wheaties;  Don  Winslow  of  the 
Navy  for  General  Foods;  Hop  Har- 
rigan  for  General  Mills;  Captain 
Midnight  for  Ovaltine;  Red  Ryder 
for  Langendorf  Bakers. :i:  *  * 

Cards  and  Signs 

THE  Ralph  Atlass  stations,  WJJD- 
WIND,  Chicago-Gary,  are  prepar- 

ing a  promotional  campaign  with 
the  placement  of  car  cards  on  street 
cars,  "L"  and  suburban  trains  and 
billboards  in  metropolitan  Chicago 
and  surrounding  towns.  Copy  fea- 

tures the  24-hour  news  service  of 
WIND  and  the  musical  programs 
on  WJJD.  Car  cards  were  placed 
through  Schwimmer  &  Scott,  Chi- 

cago, and  billboards  through  Good- kind,  Joice  &  Morgan,  Chicago. :ii  *  * 

Youth  Features  on  WJZ 

A  CHILDREN'S  participation  pro- 
gram inaugurated  on  WJZ,  New 

York,  features  child  contestants  in 
a  multiple-quiz  type  broadcast, 
with  tongue-twister,  musical  num- 

ber and  word  tests.  An  additional 
feature  is  a  jingle  contest  for  the 
best  War  Bond  and  Stamp  tune. 
A  boy  m.c.  and  a  drum  major 
take  part  in  each  program,  which 
also  include  interviews  with  the 
"Youth  of  the  Week,"  chosen  for 
his  outstanding  contribution  to  the 
war  effort. 

Persistence  Wins 

PRIOR  to  July,  1941,  the 
two  department  stores  of 
Davenport,  la.,  were  decided- 

ly cool  toward  use  of  radio. 
During  that  month,  however, 
Frank  Gorman,  new  to  radio, 
joined  the  WOC  sales  staff, 
resolved  to  change  that  atti- 

tude. In  October  1942,  _  15 
months  and  76  solicitations 

later,  Parker's  signed  a  52- week  contract  for  an  early 
evening  news  period,  seven 
days  weekly.  During  the  same 
month — and  on  the  112th 
call,  Petersen's  also  signed 
for  52-weeks,  tying  WOC's popular  woman  commentator, 
Mary  Louise  Marshall,  to  an 
exclusive  contract  for  a  daily 
program  devoted  to  the  war effort. 

WGAC-Newspaper  Tieup 

WGAC,  Augusta,  is  running  a  se- 
ries of  quarter-page  ads  in  the  Sun- 
day Augusta  Herald,  under  the 

theme  "Meet  the  Voice."  A  large 
picture  of  an  announcer  and  de- scription of  his  work  appears.  The 
ads  are  to  be  extended  to  county 
newspapers. 

Spots  Talk ADVERTISERS  who  have  used 

WOR,  New  York,  for  spot  an- 
nouncements, are  listed  in  a  pro- 

motion piece  titled  "Speaking  of 
Spots".  Included  are  success  stories 
and  a  comparison  table  of  cost-per- 
1,000  homes  for  WOR  and  another 
leading  metropolitan  station. 

Wingo  to  Y  &  R 
OTIS  T.  WINGO  Jr.,  formerly 
Washington  editor  of  Executives 
War  Digest  and  Washington  com- mentator for  WMCA,  New  York, 
and  the  Atlantic  Coast  Network, 

has  joined  t'ne  public  relations  de- partment of  Y oung  &  Rubicam, 
New  York.  Another  addition  to  the 
same  division  is  Harold  A.  Smith, 
previously  promotion  jnaiiager  cf 
Liberty  magazine. 

Promotes  Noel  Coward  Film 

MARTIN  STARR,  former  radio  pro- ducer and  commeutator  of  WMCA, 
New  York,  has  joined  United  Artists 
Corp.,  New  York,  to  handle  radio 
promotion.  His  first  assignment  is 
Noel  Coward's  picture,  as  yet  unre- 
leased,  "In  Which  We  Serve."  Pro- motion was  launched  last  week  with 
a  qnarter-hour  musical  and  dramatic 
program  on  WINS,  New  York.  Simi- 

lar promotional  tie-ins  will  be  pre- 
sented on  other  Hearst-owned  stations 

and  on  the  networks. 

THE  5000  WATT 

Voice  of  the  Tri-Cities 

ROCK  ISLAND  -  DAVENPORT  ■  MOLINE 

[ 

"As  many  radio  homes  as  Del- 
aware, Nevada,  New  Mexico 

and  Wyoming  together." 
J 

ultieF 
Affiliate:  Rock  island  ARGUS 

Basic  Mutual  Network 
L     1270  KC  FULL  TIME  J 
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FEMININE  NEWSCASTER  com- 
mercially sponsored  is  attractive 

Connie  MofFatt  (Ruth  Anderson), 
who  writes,  edits  and  presents  a 
six-weekly  15-minute  program  on 
KFRC,  San  Francisco  for  O'Con- nor, Moffatt  Co.,  San  Francisco 
department  store.  Account  is  serv- 

iced by  Ruthrauff  &  Ryan.  Be- 
lieved to  be  the  first  woman  com- 

mentator to  be  sponsored  in  Cali- 
fornia, Miss  Moffatt  very  definite- 

ly has  telegenic  attributes. 

CBS  Training  Girls 

WITH  organization  of  a  "junior 
workshop"  for  75  feminine  staff 
members  of  CBS  Hollywood,  that 
network  is  currently  offering  a  pro- 

gram of  training,  aimed  at  prepar- 
ing girls  with  talent  for  positions 

vacated  by  men  leaving  for  the 
armed  forces.  Under  direction  of 
Frances  Farmer  Wilder,  West 
Coast  director  of  education,  the 
workshop  vdll  be  preceded  by  sev- 

eral weeks  of  classroom  instruc- 
tion covering  acting,  contact  pro- 

duction, direction,  transcription 
operations,  sound  effects,  writing, 
publicity,  announcing  and  news 
writing.  Network  officials  from 
various  departments  will  act  as 
teachers. 

PRUDENTIAL  INSURANCE  Co. 
of  America,  New  York,  on  Nov.  15 
relinquished  its  regular  5-5 :45  p.m. 
broadcast  of  The  Family  Hour  on 
CBS,  to  make  way  for  a  special 
Philippines  Commonwealth  Day  pro- 

gram. Highlights  of  the  broadcast 
were  speeches  by  President  Roosevelt, 
President  Quezon  of  the  Philippines 
and  President  Camaeho  of  Mexico. 

THE  BBC  TURNS  TO  WOMEN 

Girl  Engineers  and  Executives  Are  Efficient; 

 Women  Comprise  20%  of  Staff  
COMPLETE  mobilization  of  men 

and  women  in  Britain's  all-out  war 
has  brought  women  in  increasing 
numbers  to  highly  important  tech- 

nical and  executive  positions  in  the 
BBC.  They  are  replacing  men  as 
announcers,  junior  executives,  pro- 

ducers, scriptwriters,  monitors  and 
have  even  invaded  the  most  sacred 
masculine  stronghold,  the  engineer- 

ing department. 
Before  the  war  7%  of  BBC's  staff 

were  women.  The  proportion  at  the 
beginning  of  1942,  according  to  the 
BBC  publication  London  Calling, 
had  risen  to  20%  and  is  still  climb- 

ing. Every  week  more  male  staff 
members  disappear  into  the  armed 
services. 

There  are  changes  also  in  the 
age  groups  of  women  employed  in 
BBC.  Several  years  ago  the  ma- 

jority of  women  employed  in  secre- 
tarial capacity  was  between  the 

ages  of  20  and  30.  Recently  it  was 
found  that  the  British  Government 
has  been  calling  these  women  into 
active  service  and  their  work  is  be- 

ing done  by  young  girls  of  16  and 
17,  as  well  as  older  women  who  have 
come  out  of  retirement  to  aid  in  the 
war  effort. 

Promotions  are  rapid.  Secreta- 
ries become  announcers,  presenta- 
tion assistants  or  scriptwriters. 

There  is  more  opportunity  than 
ever  before  for  women  to  write 
radio  plays,  scripts,  or  plan  and 
produce  special  features,  and  fresh 
talent  is  constantly  discovered. 
Women  are  trained  for  the  skilled 

exacting  tasks  of  the  Monitoring 
Service  and  work  side  by  side  with 
the  men.  Control  operators  and  as- 

sistants take  the  BBC  Engineering 
Training  School  course — a  month  of 
theoretical  study  of  principles  of 
electricity,  magnetism  and  so  on, 
with  two  months  of  practical 
training  in  a  specialized  branch  of 
the  work. 

Girls  completing  the  course  are 
sent  to  the  posts  men  previously 
handled — bleak  and  lonely  spots, 
often  requiring  long  and  late  hours. 
They  suffer  the  same  hardships  and 

9  The  newest,  biggest  value  in  Southern 

California  radio!  The  most  pov/erful  inde- 

pendent station  in  the  West,  KMPC  gives  un- 

surpassed coverage  at  minimum  cost. 

KMPC^
 

their  masculine  co-workers  report 
that  they  are  as  keen,  efficient  and 
reliable  as  the  men  they  have  re- 

placed. As  these  skilled  women  are  called 
for  Government  service,  new  ad- 

justments are  made  in  BBC.  The 
gaps  in  the  ranks  are  filled  by 
new  workers  who  have  been 

groomed  by  BBC's  constant  and  re- sourceful mobilization  of  human 
material. 

Christmas  Seal  Drive 
GROUP  OF  12  well-known  radio stars  have  contributed  their  services 
for  quarter-hour  and  spot  announce- 

ment transcriptions  for  the  36th  an- nual Christmas  Seal  campaign  of  the 
National  Tuberculosis  Assn.,  which 
starts  Nov.  23.  The  NTA  will  dis- 

tribute the  discs  through  its  local  to 
stations  throughout  the  country  to  use 
during  the  drive.  Radio  stars  assisting 
include  Kay  Kyser,  John  Nesbitt, 
Jack  Benny,  Bob  Hope,  Ezra  Stone, 
.John  Kieran,  Jay  Jostyn,  Lanny  Ross, 
Rudy  Vallee,  Ted  Husing,  Raymond 
Gram  Swing,  Dinah  Shore. 

AGEICY 

CHEMICALS  INC.,  Oakland,  Cal.  (Vano), 
to  Sidney  Garfinkle  Adv.  Agency,  San Francisco. 

LOMA  LINDA  FOOD  Co.,  Arlington,  Cal., 
to  Gerth-Pacific  Adv.  Agency,  San  Fran- cisco. 

THE  SWEETS  Co.  of  America,  Hoboken, 
N.  J.  to  Duane  Jones  Co.,  New  York. 
C.  S.  DENT  &  Co.,  division  of  Grandpa 
Soap  Co.,  Cincinnati  (Dent's  tooth  gum, tooth  drops,  ear  drops),  to  Keelor  &  Stites 
Co.,  Cincinnati. 
M.  A.  HANNA  Co.,  Philadelphia  (coal), 
to  Gray  &  Rogers,  Philadelphia. 

SAPOLIN  Co.,  New  York  (Mello-Lux 
paint),  to  Duane  Jones  Co.,  New  York. Radio  will  probably  be  used. 

CARTER  PRODUCTS  Co.,  New  York,  to 
J.  Walter  Thompson  Co.,  New  York,  for 
new  product,  Superin  Aspirin.  One-min- 

ute spot  announcements  will  be  used,  al- 
though no  details  have  been  released. 

WING  TABOR  WESTMORE,  char- 
acter impersonator  who  was  heard 

during  the  Twenties  on  WABC  and 
WEAF,  New  York,  has  returned  to 
the  air  over  WBNX,  New  York,  with 
a  weekly  program  titled  the  Gay  Head 
Corners  Society.  Character  sketches 
and  stories  are  presented  on  the  pro- 

gram, with  Westmore  as  the  sole  actor. 

Wine  Account 

McKESSON  &  ROBBINS,  New 
York  (Liquor  Division),  is  cur- 

rently using  radio  for  its  Sande- 
man  ports  and  sherries  and  Santa 
Alicia  wines  in  selected  markets 
through  Ivey  &  Ellington,  Phila- 

delphia. The  campaign  consists  of 
transcribed  spot  announcements  on 
a  varying  basis  on  WMCA,  New 
York,  for  the  Sandeman  brands, 
and  on  WICC,  Bridgeport,  WNAC. 
Boston,  and  WEAN,  Providence, 
for  Santa  Alicia  Wines. 

INDIANA'S  PROGRESSIVE  RADIO  STATION 

BUT 

J \ Th
at's  why  l

eading  Loca
l  and 

National  Spot  advertiser
s 

prefer  WISM
  

^^^^^^^ 
in  the  Indianapol

is  
Market 

REPRESENTED  NATIONALLY  BY 
FREE  &  PETERS.  Inc. 

CAPITOL   BROADCASTING   C  O  R  P.,  I  N  D  I  A  N  A  P  O  L I  S,  I  N  D. 

LOS  ANGELES ★  710  KC 

^ND  WGAR,  CLEVEIANDV-NATIONAL  REPRESENTATIVE:  PAUL  H.  RAYMER  COj 
i 
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OWI  Cuts  Distribution 

Of  Press  Information 

Except  by  Local  Agents 
NEW  REGULATIONS  issued  to 
all  Federal  agencies  by  the  Office 
of  War  Information  sharply  cur- 

tail the  issue  and  distribution  of 
"non-essential"  information  for  the 
duration  of  the  war.  News  release 
distribution,  pamphlets,  speeches 
and  periodicals  are  affected  by  the 
OWI  order,  which  curtails  or  elim- 

inates 523  Government  publica- 
tions. 

The  new  regulation  is  based  on 
recommendations  of  the  recently 
created  Inter-Agency  Publications 
Committee  composed  of  Government 
information  men,  and  is  effective 
at  once. 
Among  the  changes  inaugurated 

are  discontinuance  of  mailing  press 
releases  from  Washington  to  news- 

papers throughout  the  country; 
except  for  specialized  releases, 
news  releases  will  be  issued  to 
local  papers  from  field  offices;  re- 

cipients of  free  periodicals  or  other 
publications  will  be  queried  as  to 
necessity  of  continued  receipt  dur- 

ing the  war.  Speeches,  except  by 
department  or  agency  heads,  will 
be  summarized,  and  then  furnished 
only  to  wire  services  and  Wash- 

ington correspondents. 
Libraries  designated  by  law  as 

depositories  of  official  publications 
or  bona  fide  libraries  to  whom  the 
service  has  been  available  in  the 
past,  are  to  continue  receiving- 
printed  and  processed  Government 
publications  on  request. 

War  Won't  Kill  Advertising 
{Continued  from  page  22) 

port  the  thought  that  both  the  cor- 
porations who  provide  the  money 

for  advertising  and  the  public  who 

provide  the  incentive  and  "market" 
are  still  "sold"  on  the  need  of  its 
continuance.  Suppose  the  war  does 
take  up  to  two-thirds  of  all  national 
income.  It  is  obviously  a  rapidly 
rising  variable  and  if  it  reaches 
$120  billion,  as  it  well  may  next 
year,  there  will  still  be  $40  or  more 
billion  of  "civilian"  consumer 
money  and  market.  That's  the  equal of  1932  or  1933  when  more  than 
$1  billion  were  spent  for  advertis- 

ing— and  more  could  and  should 
have  been  spent  at  that  time. 

The  attitude  of  leading  corpora- 
tions and  their  boards  of  directors 

affords  a  constructive  item  for  ad- 
vertising men  to  mull  over.  Most  of 

them  are  still  paying  and  paying 

well,  merely  to  "keep  the  name"  or 
"keep  the  brand"  or  "keep  the 
service"  before  the  public,  wisely 
reasoning  that  war  will  not  last 
forever  and  that  the  days  to  come 
will  probably  offer  the  most  gorg- 

eous period  of  "selling  activity" ever  seen  in  these  United  States. 

One  of  the  most  inspiring  ac- 
tivities of  the  advertising  field  as  a 

whole  today  is  the  way  it  has  taken 
hold  in  the  emergency,  revamped 
its  outlook,  and  seized  the  war-in- 

spired opportunity  for  Conserva- 

WHAM  KEEPS  'EM  BUYING 

IN  51,880  RETAIL  OUTLETS 
WHAM  gives  you  intensive  coverage  of 
the  buying  areas  surrounding  Rochester's 4,745  retail  outlets  ...  of  Monroe 
County's  5,625  retail  outlets  ...  of 
WHAMLAND'S  51,880  OUTLETS.  Here is  the  rich  43-county  buying  area,  where 
WHAM's  clear  channel,  50,000  watt  sig- 

WHAM 

ROCHESTER,  N.  Y. 

nal  stands  for  selling  prestige. 

Day  and  night,  twenty-four  hours  per 
day,  WHAM  brings  its  audience-chosen 
programs  to  900,000  radio  homes  ...  at 
approximately  one-third  the  cost  of  lo- 

calized coverage  of  the  same  area. 

National  Representatives: 
GEORGE  P.  HOLLINGBERY  CO. 

50,000  Watts  .  .  .  Clear  Channel  ...  1180 
Kilocycles  .  .  .  Full  Time  .  .  .  Affiliated  with 
the  National  Broadcasting  Co.,  and  The  Blue 
Network,  Inc. 

Hon.  The  automobile  and  tire  and 
rubber  ads,  the  telephone  ads,  the 
millions  of  "plugs"  via  radio,  news- 

paper and  billboard  for  bond  sales, 
for  USO  and  other  worthy  war 
activities  and  organizations  are 
beautifully  illustrative  of  the 
worthy  role  advertising  can  play 
and  is  playing  in  the  national emergency. 

Post-War  Period 
And  then  there  is  the  nebulous 

period  of  the  peace.  We  all  fer- 
vently look  forward  to  peace  and 

victory.  If  we  are  realistic,  we  also 
view  this  period-to-come  with  a  cer- 

tain amount  of  apprehension.  I 
do  not  profess  to  know  when  or  how 
it  will  come.  And  I  have  little 

confidence  in  any  specific  "blue- 
print" of  the  future.  But  I  do  know 

that  this  era-to-come  is  going  to 
provide  us  with  the  most  signifi- 

cant challenge  of  all  time.  Adver- 
tisers are  going  to  have  an  amaz- 

ing opportunity  to  "show  their 

stuff." 

The  real  problem  of  the  future 
is  to  revamp  our  economy,  re- 

place the  tools  of  war  and  the 
products  of  war  with  those  of 
peace.  That  will,  necessarily,  in- 

volve the  cleverest  leadership  we 
have  ever  been  called  on  to  produce 
the  " — great  depression"  of  the 
early  '30's  will  be  a  "piker"  by 
comparison  as  we  seek  to  replace 
25-35  millions  in  peace-time  pur- 

suits, to  make  the  great  substitu- 
tion of  peace-time  goods  and  ser- 

vices for  those  of  wartime. 
In  this  effort,  the  advertising 

man  has  a  major  role.  His  task  will 
be  that  of  selling  us  sound  and 
enduring  POLICIES  for  the 
future.  No  one  of  us  has  sufficient 
foresight  or  wisdom  to  know  spe- 

cifically what  will  be  the  most  in- 
telligent business  and  advertising 

policies  of  1945-46  or  7  or  when- 
ever it  is  that  we  are  first  given 

opportunity  to  exhibit  again  peace- 
time economic  statesmanship.  But 

the  following  may  be  suggestive 
of  some  worthwhile  points  of  at- 
tack: 

As  advertising  men  why  not  seek 
to  imbue  in  every  way  possible 
the  price-makers  in  industry  with 

the  goal  of  price-reduction?  Not 
quality-cutting  or  high-profit-per- 
unit  production,  but  genuine,  long- 
term  market  stimulus  through  pas- 

sing on  to  the  consumer  every  con- 
ceivable gain  in  technological  pro- 

gress, every  economy  in  physical 
distribution?  (Hasn't  the  bane  of 
our  democratic  capitalism  and  its 
chief  nemesis  always  been  recur- 

ring depression  and  inadequate 
purchasing  power — a  disease  that 
has  played  into  the  hands  of  re- formers and  radicals  the  world 

over?  Isn't  this  the  most  practical 
way,  far  more  so  than  bread-lines 
and  doles  and  so-called  "unemploy- 

ment insurance"?  And  isn't  it 
likely,  if  broadly  practiced,  to  be 
far  more  profitable  in  the  long- 
run  to  have  such  a  continuous 
broad  market?) 

Dangers  Ahead 
As  financial  advertising  men, 

there's  a  tremendous  challenge, 
the  challenge  to  contribute  to  the 
restoration  of  the  best  parts  of 
living,  workable,  democratic  capi- 

talism. When  we  win,  it  will  re- 
emerge,  to  be  sure;  but  it  will  be 
weakened  by  two  sets  of  forces 
unless  we  are  careful  to  nurse  it 
and  nurture  it  back  to  full  health 
and  vigor — wartime,  governmental 
controls  and  the  contest  with  na- 

tional socialism,  both  of  which,  we 
shall  probably  find,  have  sapped  it, 
made  it  anemic. 

Financial  advertising  men  can 
do  a  whale  of  a  lot  if  they  spread 
its  message  of  powerful,  unbeat- 

able individualism,  if  it  is  con- 
nected with  a  broad  social  view- 

point, by  insisting  on  such  things 
as  truth-in-securities,  more  honest 
men  and  more  honest  markets,  full 
and  more  helpful  information, 
equitable  financing  costs,  fewer 
"take-outs,"  fair  service  charges. 

Most  of  us,  of  course,  have 
preached  these  things,  but  in  the 
world  of  tomorrow  more  have  got 
to  practice  them  so  that  the  public 
(usually  pretty  fair  and  pretty  dis- 

cerning in  the  long  run)  will  recog- 
nize them,  not  as  claims  or 

promises  but  as  the  real  thing  in 
action.  In  other  words,  it's  the 
old,  old,  prescription  but  cast  in 
a  new  role  and  so  re-vitalized  that 
it  can't  help  winning  if  we  pre- 

scribe it  on  a  broad  enough  front. 

H  AT  T 
A  N  O 

O  O 

TEN 

RLPRESENTATIVE  .    PAUL   M    RfliVMER  CO 
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The  Other  Fellow's 
Viewpoint 

CHOOSING  SITES  for  a  network  of  emergency  communications  stations 
should  New  Orleans  be  bombed  are  three  of  WWL's  engineers,  active  in 
the  War  Emergency  Radio  Service,  an  auxiliary  group  to  OCD.  Gazing 
over  the  city  are  (1  to  r)  :  Francis  Jacob,  president  of  Local  139,  IBEW; 
Jefferson  Davis  Bloom,  WWL,  chief  engineer;  Bobby  Grevemberg,  trans- 

mitter operator. 

PROGRESS  FOR  AM 

IS  SEEN  BY  EDDY 

FREQUENCY  modulation  "is  not 
nearly  so  important  an  advance  as 
heretofore  believed,  and  the  core 
of  the  problem  lies  in  radio  re- 

ceivers," according  to  Lt.  William 
Eddy,  USN,  speaking  before  a  re- 

cent meeting  of  the  Chicago  Radio 
Management  Club. 

"On  the  contrary  the  core  of  the 
problem  lies  in  the  radio  receiv- 

ers, and  once  manufacturers  build 
sets  capable  of  receiving  on  a  wid- 

er range,  standard  AM  broadcast- 
ing will  sound  practically  on  a  par 

with  FM,"  he  said. 
Lt.  Eddy  indicated  that  ad- 

vances made  by  the  Army  and 
Navy  radio  divisions  would  shed 
new  light  on  the  post-war  future 
of  broadcasting,  television  and  ul- 

tra-high frequency  transmission. 
"The  techniques  already  in  actual 
use  in  the  armed  services  undoubt- 

edly will  be  utilized  in  commercial 
radio  after  the  war,"  he  added. 
"Not  only  are  we  developing 
equipment,  but  we  are  also  train- 

ing the  men  to  handle  it — men  who 
will  be  available  for  commercial  ra- 

dio as  soon  as  the  war  is  over." 
Lt.  Eddy,  inventor  and  pioneer 

in  television,  formerly  in  charge 
of  Balaban  &  Katz  television  sta- 

tion W9XBK,  Chicago,  was  re- 
cently recalled  to  active  duty  to 

take  charge  of  the  B  &  K  Navy 
Radar  School,  run  in  conjunction 
with  the  television  station. 

The  meeting  was  presided  over 
by  Buckingham  Gunn,  radio  direc- 

tor of  the  Chicago  office  of  J.  Wal- 
ter Thompson  Co.,  who  was  elect- 
ed president  of  the  club,  succeed- 
ing Earl  G.  Thomas,  formerly  ra- 
dio director  of  the  Chicago  office 

of  McCann-Erickson,  who  was  re- 
cently commissioned  a  captain  in 

the  Army. 

BILL  HENRY,  Hollywood  commen- 
tator featured  on  NBC  By  the  Way 

sponsored  by  American  Chicle  Co. 
(Dentyne  gum),  having  returned  from 
his  South  Pacific  war  correspondent 
assignment,  has  resumed  that  four- 
weekly  quarter-hour  series  on  Pacific Coast  stations. 

BLACKOUT  SURVEY 

WOR  Finds  More  Listeners 

 As  Lights  Fade  
NO  RADICAL  change  in  listening 
habits  has  resulted  from  test 
blackouts  of  all  or  parts  of  New 
York,  according  to  measurements 
of  reactions  during  three  trial 
blackouts  by  Crossley  interviewers 
and  released  by  the  Continuing 
Study  of  Radio  Listening  in 
Greater  New  York  of  WOR,  New 
York. 

Results  show  that  the  number  of 
sets  turned  on  increased  slightly 
during  the  "lights-out"  period 
usually  between  9:30-10:30  p.m., 
then  fell  sharply  during  the  15 
minutes  following  the  blackouts. 

The  WOR  study  also  revealed 
that  weekend  radio  listening 
jumped  approximately  50%  during 
June,  July  and  August  of  this  year 
compared  to  the  same  period  in 
1941,  with  Saturday  evening  lis- 

tening up  37%,  and  Sunday  eve- 
ning showing  a  gain  of  61%. 

During  September,  evening  lis- 
tening was  20%  greater  than  Sep- 
tember 1941,  with  Sunday  evenings 

increasing  by  40%.  Carrying  "rat- 
ings" based  merely  on  radio  homes 

one  step  further,  the  WOR  study 
is  now  presenting  comparisons  of 
the  number  of  men,  women  and 
children  actually  listening  to  a  pro- 

gram inside  each  home  inter- 
viewed. 

PAUL  SULLIVAN,  former  CBS 
commentator  now  with  WMCA,  New 
Yorls,  has  started  a  five-weelily  news 
period  on  the  latter  station. 

50,000  WATTS 

CLEAR  CHANNEL 
Exclusive  NBC  Outlet 

MINNEAPOLIS    •    SAINT  PAUL 
Represented  Nationally  by  Edw.  Pelry  Co. 

Small  Station's  Plea 
EDITOR,  Broadcasting: 

Let  me  say  that  I  think  the  18th 
District  meeting  at  Dallas  last 
week  was  very  helpful  to  every 
broadcaster  who  attended.  How- 

ever, those  who  should  have  at- 
tended were  the  smaller  stations — 

I  imagine  that  they  did  not  come 
because  of  lack  of  time,  manpower 
or  finance. 

One  of  those  questions  that  I 
think  these  smaller  stations  would 
have  wanted  discussed  more  fully 
was  that  brought  up  by  Joe  Carri- 
gan  of  KWFT,  Wichita  Falls,  to- 
wit:  "The  Government  is  spending 
money  to  advertise  for  the  Army, 

etc.  in  the  papers — why  shouldn't 
they  do  the  same  thing  in  radio." I  noticed  that  the  attitude  of  the 
bigger  stations  seemed  to  be  that 
even  if  the  Government  were  will- 

ing to  pay  for  such  radio  advertis- 
ing that  they  would  still  be  willing 

to  run  it  gratis.  This  is  something 
I  don't  quite  understand.  Radio  is 
doing  plenty  in  the  war  effort,  but 
the  smaller  stations  can't  continue 
to  do  so  if  they  don't  get  revenue in  some  form. 

I  call  your  attention  to  the  ar- 
ticle "War  Lament  of  the  Puzzled 

Locals",  page  20,  Nov.  2,  Broad- casting and  to  the  editorial  in  the 

same  issue,  "Death  and  Taxes". Newspapers  get  the  money  at  every 
chance.  Our  local  editor-publisher. 
Col.  Carl  Estes,  once  said  to  our 
organization  "You  boys  have  the 
good-will  but  I  get  the  revenue". They  pushed  special  pages  and  all 
of  that  sort  down  the  merchants 
mouths  and  they  got  the  money — 
we  got  the  good  will.  It  is  time 
now  that  we  must  have  a  certain 

amount  of  money  or  we  won't  even 
be  able  to  provide  the  good  will  fa- cilities. .  .  . 

James  L.  Curtis, 
KFRO,  Longview,  Tex. 

Nov.  8,  1942 

Discs  for  Alaska 

TO  HELP  entertain  servicemen  sta- 
tioned in  Alaska,  the  Don  Lee  Net- 

work has  shipped  91  discs  totaling  22 
hours  of  transcribed  MBS  programs, 
to  that  country.  West  Coast  pro- 

gram librarians  cheeked  over  1,209 
transcriijtions  before  making  the  final 
selections. 

Money 

Talks 

It^s  one  thing  to  TALK  productive 
markets.  It's  quite  another  to  MAKE 
GOOD.  A  trial  campaign  on  WAIR 
will  prove  to  you  that  Winston-Salem 
has  the  dough  and  WAIR  knows  how 
to  get  it  for  you. 

WAIR 

Winston-Salem,  North  Carolina 

w 

B 

N 

CREATING 

Amicizia 
Freindshaft 

Przyjazn 

Amistad 
Freundschaft 

FRIENDSHIP  is  spelled  difFerently  in  every 

language  but  5,000,000*  listeners  In 
greater  New  York  have  learned  to  identi- 

fy WBNX  as  the  FRIENDLY  VOICE  of 
their  own  tongue.  All  of  which  adds  up 
to  proven  sales  satisfaction  for  na- 

tional and  regional  advertisers  in  the 
world's  richest  market.  For  effective  yet 
•conomical  coverage  of  metropolitan  New 
York,  WBNX  is  an  outstanding  value. 

Over  70%  of  New  York's  popu- 
lotton  is  foreign  born  or  of  for- 

eign parentage. 

r 1 

Winner  of  the  PEABODY 

CITATION  for  Public  Ser- 
vice to  Foreign  Language Groups. 

J 

WBNX 

5000  Watts 

FOR  OFFENSE^„,tf.^,  ifi'i 

FOR  \sam,iwl'^>^ 
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Official  Wage  and  Hour  Definitions 
Under  Fair  Labor  Standards  Act  of  1938,  Sec.  13(a)(1) 

{See  story  on  page  18) 

Radio  Stars  Likely 

To  Give  Up  Movies 

Wage  Limitation  Forces  Choice 
Between  Screen,  Air  Careers 
MAJORITY  of  radio  talent  now 
engaged  in  both  radio  and  screen 
activities  will  probably  confine 
themselves  almost  exclusively  to 
radio  when  the  $25,000  salary  limi- 

tation goes  into  effect  Jan.  1,  1943, 
Hollywood  advertising  agency 
executives  indicated  last  week. 

The  choice  of  medium  will  rest 
squarely  on  the  merits  of  both 
fields  in  a  star's  personal  popular- 

ity, the  agency  people  pointed  out, 
but  general  opinion  is  that  radio 
people  will  follow  the  example  of 
Jack  Benny,  who  has  already  in- 

dicated that  he  will  give  up  the 
movies. 

Agencies  predict,  however,  that 
network  programs  using  guest 
talent,  will  have  to  focus  attention 
on  secondary  feature  players,  those 
rating  $500  for  a  single  perform- 

ance. Movie  stars  whose  15%  char- 
ity allowance  has  not  been  used 

up  may  do  radio  work  provided  the 
money  is  turned  over  to  some 
philanthropy,  such  as  the  Holly- 

wood Canteen  or  Motion  Picture 
Relief  Fund. 

Some  of  the  predominately  radio 
people  with  additional  motion  pic- 

ture activities  who  are  affected  are 
Jim  and  Marion  Jordan  {Fibber 
McGee  &  Molly),  George  Burns 
and  Gracie  Allen,  Jean  Hersholt, 
Eddie  Cantor,  Hal  Peary  {Great 
Gildersleeve) ,  Bob  Burns,  Arthur 
Lake  and  Penny  Singleton  {Dag- 
wood  and  Blondie  Bumstead), 
Irene  Rich,  Bing  Crosby,  Bob  Hope, 
Red  Skelton,  Bud  Abbott  and  Lou 
Costello. 

Gilman  a  'Coloner 
DON  E.  GILMAN,  BLUE  western 
division  vice-president,  has  been  made 
an  honorary  colonel  of  Kodiak  Island, 
Alaska.  Honor  was  conferred  upon 
him  by  Gov.  Mary  Sather.  It  was  re- 

sult of  a  mock  political  campaign  con- 
ducted by  KODK,  and  was  given  for 

Mr.  Oilman's  willingness  to  go  out of  his  way  to  aid  and  comfort  those 
traveling  with  him. 

REGULATIONS 

Section  451.1 — Executive 
The  term  "employee  employed  in  a 

bona  fide  executive  *  *  *  capacity" in  section  13  (a)  (1)  of  the  act  shall 
mean  any  employee — 

(A)  Whose  primary  duty  consists 
of  the  management  of  the  establish- ment in  which  he  is  employed  or  of  a 
customarily  recognized  department  or 
subdivision  thereof,  and 

(B)  who  customai-ily  and  regu- 
larly directs  the  work  of  other  em- 

ployees therein,  and 
(C)  who  has  the  authority  to  hire 

or  fire  other  employees  or  whose  sug- 
gestions and  recommendations  as  to 

the  hiring  or  firing  and  as  to  the 
advancement  and  promotion  or  any 
other  change  of  status  of  other  em- 

ployees will  be  given  particular 
weight,  and 

(D)  who  customarily  and  regu- larly exercises  discretionary  powers, 
and 

(E)  who  is  compensated  for  his 
services  on  a  salary  basis  at  not  less 
than  $30  per  week  (exclusive  of 
board,  lodging,  or  other  facilities), 
and 

(F)  whose  hours  of  work  of  the 
same  nature  as  that  performed  by 
nonexempt  employees  do  not  exceed 
20  percent  of  the  number  of  hours 
worked  in  the  workweek  by  the  non- 
exempt  employees  under  his  direc- 

tion ;  provided  that  this  subsection 
(F)  shall  not  apply  in  the  case  of  an 
employee  who  is  in  sole  charge  of  an 
independent  establishment  or  a  phy- 

sically separated  branch  establish- 
ment. 

Section  541.2 — Administrative 

The  term  "employee  employed  in  a 
bona  fide  *  *  *  administrative 
*  *  *  capacity"  in  section  13  (a) 
(1)  of  the  act  shall  mean  any  em- 

ployee— 
(A)  who  is  compensated  for  his 

services  on  a  salary  or  fee  basis  at 
a  rate  of  not  less  than  $200  per 
month  (exclusive  of  board  lodging, 
or  other  facilities),  and 

(B)  (1)  who  regularly  and  di- rectly assists  an  employee  employed 
in  a  bona  fide  executive  or  adminis- 

trative capacity  (as  such  terms  are 
defined  in  these  regulations),  where 
such  assistance  is  nonmanual  in  na- 

ture and  requires  the  exercise  of  dis- 
cretion and  independent  judgment ;  or 

(2)  who  performs  under  only  gen- 
eral supervision,  responsible  non-man- 

ual office  or  field  work,  directly  re- 
lated to  management  policies  or  gen- 

eral business  operations,  along  spec- ialized or  technical  lines  requiring 
special  training,  experience  or  knowl- edge, and  which  requires  the  exercise 
of  discretion  and  independent  judg- ment ;  or 

(3)  whose  work  involves  the  exe- cution under  only  general  supervision 
of  special  nonmanual  assignments  and 
tasks  directly  related  to  management 
policies  or  general  business  operations 
involving  the  exercise  of  discretion  and 
independent  judgment. 

Section  541.3 — Professional 

The  term  "employee  employed  in 
a  bona  fide  *  *  *  professional *  *  *  capacity"  in  section  (13  (a) 
(1)  of  the  act  shall  mean  any  em- 

ployee who  is — • 
(A)  engaged  in  work — - (1)  predominantly  intellectual  and 

varied  in  character  as  opposed  to  rou- 
tine mental,  manual,  mechanical,  or 

physical  work,  and 
(2)  requiring  the  consistent  exercise 

of  discretion  and  judgment  in  its  per- formance, and 
(3)  of  such  a  character  that  the 

output  produced  or  the  result  accom- 
plished cannot  be  standardized  in  re- lation to  a  given  period  of  time,  and 

(4)  whose  hours  of  work  of  the 
same  nature  as  that  performed  by  non- 
exempt  employees  do  not  exceed  20 
percent  of  the  hours  worked  in  the 
workweek  by  the  nonexempt  employ- 

ees ;  provided  that  where  such  non- professional work  is  an  essential  part 
of  and  necessarily  incident  to  work 
of  a  professional  nature,  such  essen- tial and  incidental  work  shall  not  be 
counted  as  nonexempt  work ;  and 

(5)  (a)  requiring  knowledge  of  an advanced  type  in  a  field  of  science  or 
learning  customarily  acquired  by  a 
prolonged  course  of  specialized  intel- 

lectual instruction  and  study,  as  dis- 
tinguished from  a  general  academic 

education  and  from  an  apprenticeship 
and  from  training  in  the  performance 
of  routine  mental,  manual,  or  physi- 

cal processes ;  or 
(b)  predominantly  original  and  cre- ative in  character  in  a  recognized  field 

of  artistic  endeavor  as  opposed  to 
work  which  can  be  produced  by  a 
person  endowed  with  general  manual 
or  intellectual  ability  and  training, 
and  the  result  of  which  depends  pri- 

marily on  the  invention,  imagination, 
or  talent  of  the  employee,  and 

(B)  compensated  for  his  services 

Toledo  Blade 

"Opinions  expressed  on  this  program 
are  necessarily  those  of  this  sta- 

tion, the  sponsor,  the  speaker 

or  anyone  else  you  can  sue!" 

on  a  salary  or  fee  basis  at  a  rate  of 
not  less  than  $200  per  month  (ex- clusive of  board,  lodging,  or  other 
facilities)  ;  provided  that  this  sub- section (B)  shall  not  apply  in  the 
case  of  an  employee  who  is  the  holder 
of  a  valid  license  or  certificate  per- 

mitting the  practice  of  law  or  medi- cine or  any  of  their  branches  and  who 
is  actually  engaged  in  the  practice thereof. 

Paul  Franklin  Is  Elected 

Head  of  Radio  Writers 
PAUL  FRANKLIN  has  been 
elected  national  president  of  the 
Radio  Writers  Guild,  following 
regional  meetings  held  last  week. 
He  succeeds  Henry  Fisk  Carlton, 
who  has  been  commissioned  a  ma- 

jor in  the  Army  Air  Forces.  Vice- 
president  of  the  eastern  region  is 
John  Vandercook ;  midwestern 
region,  George  Roosen;  western 
region.  Arch  Oboler. 

Members  of  the  National  Coun- 
cil as  announced  by  the  RWG 

are:  Georgia  Backus,  Erik 
Barnouw,  John  Boylan,  Hector 
Chevigny,  Norman  Corwin,  Les 
Edgley,  Hal  Pimberg,  Sidney  Ger- 
son,  Stuart  Hawkins,  Harry  R. 
Herrmann,  Pauline  Hopkins, 
Chester  Huntley,  Fred  Kress, 
Jerome  Lawrence,  Peter  Lyon, 
Richard  McDonagh,  Sidney  Mar- 

shall, J.  T.  W.  Martin,  Sam  Moore, 
Carlton  E.  Morse,  David  Nowinson, 
Jack  Paine,  Don  Quinn,  Addy 
Richton,  George  Roosen,  Lewis 
Scofield,  William  L.  Shirer,  George 
Stellman,  Ruth  Walliser,  Kenneth 
Webb. 

Denny's  New  Series 
GEORGE  V.  DENNY,  moderator 
of  America's  Town  Meeting  of  the 
Air  on  BLUE,  is  also  moderator  of 
a  morning  series  of  discussions  re- 

lating to  war  activities,  and  in- 
augurated on  WMCA,  New  York 

last  week.  Originating  from  Town 
Hall,  New  York  educational  organi- 

zation of  which  Mr.  Denny  is  presi- 
dent, the  Monday  programs  are 

given  over  to  symposiums  on  vari- ous member  countries  of  the  United 
Nations. ,  The  Tuesday  broadcasts 
started  off  with  a  discussion  of 

war  aims  by  individuals  represent- 
ing a  cross-section  of  the  United 

States.  The  twice-weekly  series 
vvdll  run  for  a  period  of  20  weeks. 

...and  what  about  WSYR? 

1942 

More  than  ever  it's  your  most  efFective  means  of 
reaching  and  selling  this  booming,  buying  area, 
WSYR  covers  not  only  Syracuse  but  over  20  rich, 
spending  counties  of  Central  New  York.  They  lisfen 
to  WSYR  —  the  only  Basic  Red  Station  in  this  area. 

NBC 

Red 5000 Watts SYRACUSE,  N.  Y. 

Only  Basic  Red  Sfafion  Covering  Cenfral  New  Vorfc  —  Represented  by  Raymer 
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PET  MILK,  along  with  KMDX,  St.  Louis,  and  Gardner  Adv.  Co.,  fetes 
Mary  Lee  Taylor,  starting  her  tenth  successive  year  on  CBS  with  a 
twice-a-week  daytime  program  of  household  hints.  Around  the  table 
are:  (1  to  r)  Wendell  B.  Campbell,  general  sales  manager  of  KMOX; 
Merle  S.  Jones,  general  manager  of  KMOX;  Mrs.  Erme  Proetz,  execu- 

tive vice-president  and  account  executive  of  Pet  Milk  account; 
E.  A.  W.  Schulenburg,  secretary  and  media  director  of  Gardner  Adv. 
Agency;  Jack  L.  Van  Volkenburg,  assistant  manager  of  WBBM,  Chicago; 
William  T.  Nardin,  general  manager  of  Pet  Milk  Corp.;  C.  J.  Hibbard, 
advertising  manager  of  Pet  Milk;  Gordon  Ellis,  announcer;  Miss  Taylor; 
Arthur  Casey,  director  of  public  relations  for  KMOX. 

SHORTWAVE  SERIES 

REVISED  BY  CBS 
A  REVISED  program  schedule  for 
programs  shortwaved  to  South  and 
Central  America  on  WCRC,  WCDA 
and  WCBX,  CBS  international  sta- 

tions, has  been  announced,  effec- 
tive immediately,  including  addi- 

tional dramatic  and  educational 
programs,  news  broadcasts  every 
hour  on  the  half-hour,  and  three 
hours  of  additional  air  time  per 
day. 
Two  of  the  new  programs  are 

Cultural  News,  conducted  by  Jose 
Santos  Quijano,  and  Mail  Bag, 
with  Carlos  Videla  answering  ques- 

tions submitted  by  listeners.  Both 
men  are  members  of  the  CBS 
shortwave  department.  An  innova- 

tion for  the  Portuguese  schedule  on 
WCBX  will  be  a  series  of  weekly 
interviews  with  Brazilian  citizens 
visiting  in  the  United  States. 

With  the  new  schedule  in  effect, 
broadcasts  to  Spanish  -  speaking 
South  American  countries  are 
heard  on  WCRC  from  5:30  p.m., 
an  hour  and  a  half  later  than  be- 

fore, through  midnight.  The  Cen- 
tral American  program  service  on 

WCDA  starts  at  7:30  p.m.  instead 
of  5  p.m.  and  continues  until  2 
a.m.  instead  of  the  former  11  p.m. 
sign-off  Portuguese  broadcasts  are 
now  heard  on  WCBX,  5-11:30  p.m., 
instead  of  4-11  p.m. 

New  Features  Scheduled 

In  Met  Opera  Programs 
INNOVATION  in  the  BLUE 
broadcasts  of  the  Metropolitan 
Opera  Co.  1942-43  season  will  be 
intermission  features,  keyed  to  the 
fact  that  the  entire  series  is  to  be 
dedicated  to  the  United  Nations. 
One  intermission  period  each  week 
Vidll  be  devoted  to  an  "Opera  War 
Victory  Party",  bringing  the  radio 
audience  talks  from  opera  stars 
and  leading  nationals  of  our  allies. 

The  "Opera  Forum  Quiz,"  will 
occupy  another  intermission  period, 
with  Olin  Downes,  Robert  Law- 

rence and  Dr.  Sigmund  Spaeth, 
music  critics,  featured.  News  and 
anecdotes  about  the  opera  world 
will  be  presented  in  an  additional 
program,  when  there  is  a  third  in- 

termission. Title  will  be  The  Met- 
ropolitan Opera  Column  of  the  Air. 

The  series  opens  Nov.  28,  under 
the  sponsorship  of  The  Texas  Co., 
New  York,  producers  of  Texaco. 
Agency  is  Buchanan  &  Co.,  New 
York. 

MEREDITH  WILLSON,  Hollywood 
musical  director  of  the  weekly  NBC 
Maxwell  House  Coffee  Time,  sponsored 
by  General  Foods  Corp.,  has  composed 
a  new  song  "Hit  the  Leather",  dedi- 

cated to  Fort  Riley,  Kan.,  Cavalry School. 

Packs  a  SUNDAY  PUNCH 

Represented  by  SPOT  SALES  Inc. 

Lucky  White 
BUILT  around  the  catch  line, 
"Lucky  Strike  Green  Has 
Gone  to  War",  American  To- bacco Co.  (Lucky  Strikes)  on 
Nov.  9  launched  a  campaign 
on  its  three  network  pro- 

grams to  publicize  switch  in 
the  field  of  its  cigarette  pack 
from  green  to  white.  Govern- 

ment use  of  all  green  dye  for 
camouflage  work  caused  the 
tobacco  company  to  change 
its  colors.  Transcontinental 
shows  plugging  the  altera- 

tion include  the  weekly  NBC 

Kay  Kyser's  College  of  Musi- cal Knowledge,  NBC  Infor- 
mation Please  and  CBS  Your 

Hit  Parade.  Lord  &  Thomas 
figures  radio  comedians  will 
seize  opportunity  to  "gag" the  campaign,  thus  making 
the  changeover  more  effec- tive. 

Approve  Coast  Plan 
UNIFIED  emergency  broadcast 
plan  as  set  up  by  Pacific  Coast  ra- 

dio executives,  has  been  approved 
and  accepted  by  the  Fourth  Fighter 
Command  and  Western  Defense 
Command  [Broadcasting,  Nov.  2]. 
Plan  includes  a  special  network 
comprising  every  station  in  the 
three  Pacific  Coast  States.  With 
Richard  F.  Connor,  radio  coordi- 

nator of  the  Southern  California 
Broadcasters  Assn.,  appointed  in 
that  capacity  for  the  entire  West 
Coast,  coordinators  of  the  various 
control  areas  are  Maury  Rider,  Se- 

attle; H.  M.  Swartwood  Jr.,  KOIN, 
Portland;  George  Greaves,  KPO, 
San  Francisco;  Sidney  W,  Fuller, 
KGB,  San  Diego. 

Dr.   Chappell  Speaks 
DR.  MATTHEW  N.  Chappell,  tech- 

nical consultant  to  C.  E.  Hooper  Inc., 
New  York,  will  speak  on  "The  Day- 

time Serial  Drama — Its  Psychological 
Background  and  its  Current  Popular- 

ity Trend"  at  a  special  meeting  of 
networks,  stations,  advertisers,  agen- 

cies and  representatives  called  by 
Hooper  for  Nov.  16  at  the  Hotel 
Roosevelt,  New  York.  A  discussion 
period  will  follow  Dr.  Chappell's  talk. Invitations  to  the  meeting  were  sent 
to  subscribers  of  the  Hooper  Radio 
Reports  in  seven  Eastern  cities. 

Edna  May  Oliver 
EDNA  MAY  OLIVER,  59,  noted  mo- 

tion picture  character  actress,  who 
starred  early  this  summer  in  The  Re- 

markable Miss  Tiittle  sponsored  on 
NBC  by  Lever  Bros.  Co.,  Cambridge, 
died  Nov.  9  in  Hollywood  after  a 
lengthy  illness  from  an  intestinal  dis- 

order. Miss  Oliver  was  forced  to  retire 
from  the  radio  series  m  August  be- 

cause of  illness,  and  was  replaced  by 
Mary  Boland,  stage  and  screen  star. 
Bora  Edna  May  Nuttej-  in  Boston, 
Miss  Oliver  had  a  long  career  on  the 
stage  and  in  numerous  motion  pic- tures. 

Canadian  Stations  Plan 

A  Radio  Audit  Bureau 
PLANS  for  a  Canadian  Radio 
Audit  Bureau  were  discussed  by  G. 
Walter  Brown,  chairman  of  the 
Canadian  Assn.  of  Broadcasters 
research  committee  at  the  annual 
meeting  of  the  Assn.  of  Canadian 
Advertisers  at  Toronto  Nov.  12.  He 
reported  that  the  study  of  radio 
measurement  by  the  committee  has 
been  divided  into  two  different 
types  of  measurement:  (1)  cover- 

age of  radio  stations,  (2)  measur- 
ing relative  popularity  of  radio 

programs.  Out  of  the  first  it  is 
hoped  to  develop  a  method  by  which 
a  map  can  be  prepared  ̂ or  every 
radio  station  in  Canada  defining  its 
primary  and  secondary  areas,  and 
showing  the  value  of  the  market 
embraced  by  these  areas.  For  the 
measurement  of  program  popular- 

ity, the  committee  is  studying  the 
various  methods  now  in  use  in 
Canada  and  the  United  States  and 
will  recommend  the  one  best  suited 
to  Canadian  conditions. 
The  CAB  research  committee 

was  set  up  last  February,  and  con- 
sists of  G.  Walter  Brown,  chair- 

man; Henry  Gooderham,  CKCL, 
Toronto,  and  Jack  Cooke,  CKGB, 
Timmins,  Ont.,  representing  the 
broadcasters;  Lou  Phenner,  Cana- 

dian Cellucotton  Products,  To- 
ronto, and  Tom  MacReynolds,  Col- 

gate-Palmolive-Peet  Co.,  Toronto, 
representing  the  ACA;  Adrian 
Head,  J.  Walter  Thompson  Ltd., 
Toronto,  and  Ray  Barford,  J.  J. 
Gibbons  Ltd.,  Toronto,  representing 
the  Canadian  Assn.  of  Advertising 

Agencies. 

IN  THE  RADIO  LIMELIGHT 
a  series  of  informative  articles  for  radio  advertisers 
and  time-buyers,  prepared  by  The  Branham  Company 

RADIO  STATION WMC EMPHIS,  TENN. 

Owned  and  Operated  by  THE  COMMERCIAL  APPEAL 
5,000  WATTS  790  Kc.  NBC  NETWORK 

H.  W.  SLAVICK,  Gen.  Mgi.  JOE  EGGLESTON,  Comm'}  Mgr. 

Latest  national  report  by  C.  E.  Hooper,  Inc.  shows 

WMC  in  Memphis  carrying  13  of  the  15  top  programs 

in  popularity,  the  second  station  carrying  only  2  (rated 

No.  8  and  No.  13  in  popularity)  among  the  first  fifteen! 

Now,  with  the  new  night-time  power  —  5,000  watts, 
with  its  scientifically  modern  radiating  system,  WMC 

offers  even  more  coverage  and  finer  reception  in  this 

great  mid-south  market  where  it  reaches  nearly  400,000 
radio  homes. 

WMC  is  represented  nationally  by  The  Branham  Co. 

For  Spots  that  SELL,  Call  a  Branham-man 

THE    BRANHAM  COMPANY 
CHICAGO  NEW  YORK 

DETROIT  ATLANTA  CHARLOHE  DALLAS  ST.  LOUIS  MEMPHIS 

KANSAS  CITY     '    SAN  FRANCISCO         LOS  ANGELES  SEAHLE 
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THE  VOICE  OF  MISSISSIPPI Advertisers  Mustered  for  War 

(Continued  from  page  10) 

N.  B.  c. 

All  UPS  in  Mississippi 
Value  1942  Cotton  Crop 

68%  UP  over  1941 
Value  1942  Cotton  Seed 

71%  UP  over  1941 
Value  of  1942  Livestock 

29%  UP  over  1941 
Value,  all  farm  products 
1942   $311,929,540.00 

Gainful  employment  in 
business  and  industry 
1942   30%  UP  over  1940 

Invest  your  odvertising  dollars  with 
WJDX — dominant  radio  station  in 
the  UP  Mississippi  marl<et. 

Member   of  Southcentral 
Quality  Network 

WJDX  —  WMC  —  WSMB  —  KARK 
KWKH  —  KTBS 

Owned  and  Operated  by  : 
.  LAMAR 

LIFE  INSURANCE 
COMPANY 

JACKSON,  MISSISSIPPI 

WCOP  has  117 
accounts  on  its 

airways  this 
week  .  .  .  and 
more  are  added 
weekly. 

BELONGS  ON  YOUR  SCHEDULE 

tempts  to  get  from  the  interested 
Government  agencies  a  picture  of 
the  message  they  want  presented 
to  the  public.  Then  the  objectives 
are  stated — what  they  want  to  do 
and  what  they  want  the  people 
to  do.  Third,  the  advertising  ap- 

proach, the  techniques  to  be  used, 
are  outlined. 

Next,  a  copy  platform  is  set 
up  as  a  basis  for  what  they  are 
going  to  tell  the  people.  At  this 
stage  the  plan  is  mimeographed 
and  distributed  to  the  OWI  media 
chiefs,  the  interested  Government 
agencies  and  anyone  else  con- 

cerned, and  a  conference  is  held 
for  a  general  discussion.  Finally, 
the  media  men  go  to  work,  prior- 

ities are  established,  facilities  al- 
located, and  the  advertising  goes 

out. 
He  outlined  a  few  of  the  64 

Government  campaigns,  including 
transportation  conservation,  which 
comprises  voluntary  tire  conserva- 

tion, idle  tire  purchase  plan,  na- 
tional mileage  rationing  plan,  bus 

and  rail  travel  conservation,  con- 
sumer deliveries  conservation, 

truck  conservation  plan,  car  pool- 
ing; salvage,  including  scrap 

metal,  rubber,  rags,  paper,  fats, 
etc.;  Treasury  War  Bond  and 
Stamp  sales  drive;  anti-inflation 
campaign,  interpreting  price  con- 

trol to  public  and  trades  and  teach- 
ing anti-hoarding;  rationing  cam- 

paign, including  fuel  oil,  gasoline, 
sugar,  coffee,  meat;  conservation, 
with  campaigns  for  household 
equipment,  foods,  clothing,  homes, 
etc.;  manpower  problem,  very  seri- 

ous at  the  moment  and  requiring 
localized  treatment;  nutrition;  war 
information,  involving  16  Govern- 

ment agencies;  recruiting,  for  the 
armed  forces;  OCD,  recruiting  and 
education. 

Following  these  talks  there  was 
an  off-the-record  question  and 
answer  session,  with  William  B. 
Lewis,  OWI  radio  chief,  and  H. 
Andrew  Dudley,  deputy  director 
of  the  Bureau  of  Campaigns,  as- 

sisting Mr.  Cowles  and  Mr.  Dyke 
in  explaining  OWI  operations  to 
the  advertisers. 

British  Experiences 

The  necessity  of  concentrating 
some  civilian  industries  into  cer- 

tain plants,  with  others  closed  or 
converted  to  war  work,  for  the 
purpose  of  releasing  materials, 
labor  or  facilities  needed  in  the 
war  program,  was  discussed  at  the 
Wednesday  afternoon  session  by 
Arthur  R.  Burns,  chief  economic 
adviser.  Office  of  Civilian  Supply, 
War  Production  Board. 

He  outlined  the  three  main  prob- 
lems of  concentration  as  the  selec- 

tion of  the  plants  to  remain  in  pro- 
duction, the  arrangements  made  to 

enable  closed  plants  to  continue 
providing  goods  to  their  customers, 
and  the  compensation,  if  any,  to  be 
paid  to  the  closed  plants.  Since  the 
concentration  program  is  so  new 
in  this  country,  Mr.  Burns  drew 

chiefly  on  the  experiences  of 
England  in  his  examples. 

"The  WPB  will  certainly  en- 

deavor to  prevent  any  such  un- 
equal distribution  of  scarce  prod- 
ucts. Furthermore,  some  manu- 

facturers' distribution  organiza- 
tions perform  valuable  repair  and 

maintenance  services,  and  the 
Board  has  no  intention  of  destroy- 

ing these  organizations  except 
where  the  demands  of  the  war  pro- 

gram necessitate  it.  Essential  re- 
pair and  maintenance  services 

must  obviously  be  maintained. 

"Policy  with  regard  to  brand 
names  is  equally  undeveloped. 
Bicycles  are  now  produced  in  only 
two  plants  and  carry  no  brand 
names,  but  stove  manufacturers, 

having  been  limited  in  the  ma- 
terials they  may  use,  are  not  pre- 
vented from  placing  their  names  on 

their  product.  The  pressure  of  war 

is  very  likely  to  require  the  sim- 
plification of  many  products,  and 

manufacturers  may  prefer  not  to 
have  their  names  on  these  products. 

"In  some  industries  it  may  prove 
difficult  to  maintain  all  brands  and 
be  unfair  to  maintain  some.  In 
this  matter  the  desires  expressed 
by  business  will  be  an  important 
guide.  But  the  primary  test  in 
making  policy  with  regard  to  sup- 

plies of  goods  to  closed  plants 
and  with  regard  to  brand  names 
will  always  be  the  potential  gain 

to  the  war  program." 
Simplification  Plans 

Howard  Coonley,  deputy  direc- 
tor of  the  Conservation  Division 

of  the  WPB  as  well  as  chairman 
of  the  board  of  the  Walworth  Co., 
described  the  Government  program 

of  standardization  and  simplifica- 

tion to  reduce  the  number  of  types 
of  products  and  parts  to  produce 
greater  interchangeability. 

In  addition  to  the  savings  in 
materials  and  labor,  this  may  also 
save  lives  if  not  battles,  he  said, 
stating  that  in  the  present  war 
United  Nation  tanks  have  been 
kept  out  of  action  for  lack  of  nuts 
and  bolts  and  similar  small  parts 
which  might  have  been  taken  from 
other  tanks  if  there  had  been  any 
interchangeability. 

The  necessity  of  setting  stand- 
ards and  quality  definition  or 

identification  for  certain  types  of 
products  was  discussed  by  Willis 
S.  MacLeod,  chief  of  technical 
operations,  Standards  Division, 
OPA,  who  said  that  quality  levels 
and  price  ceilings  go  together.  It 
should  not  interfere  in  any  way 
with  advertising  of  these  products, 
he  stated.  Mr.  Willis  was  the  last 
speaker  of  the  afternoon,  which 
concluded  with  the  business  session 
and  the  election  of  officers  for  the 
coming  year. 

Some  Jolting  News 

Speakers  at  the  Wednesday  din- 
ner meeting  were  Donald  Nelson 

[see  page  11],  and  Capt.  the  Right 
Honorable  Oliver  Lyttelton,  British 
Minister  of  Production,  who  re- 

cently arrived  in  this  country. 
Capt.  Lyttelton  did  not  touch  on 
advertising  but  discussed  impor-. 
tant  problems  of  the  war  of  con- 

cern to  England,  America  and  the 
other  United  Nations. 

George  S.  McMillan,  ANA  Sec- 
retary, who  headed  a  panel  discus- 

sion on  some  of  the  wartime  prob- 
lems facing  national  advertisers, 

which  opened  the  Thursday  morn- 
ing session,  jolted  his  listeners  at 

the  outset  by  reporting  that  the 
paper  mills  have  been  frozen  to 
a  monthly  production  based  on  that 
for  April,  1942,  which  may  lead 
to  a  limitation  in  the  size  of  news- 

papers and  other  publications,  and 
followed  up  with  the  even  more 
disturbing  news  that  the  supply  of 

FREqUENtY!
 

S60KC 

NBC RED 

COLUMBIA,  5. C. 

FREE  &  PETERS.Inc    National  Representatives 
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KOIN'S  'VICTORY  HARVEST'  played  for  five  weeks  as  a  special  road 
show  in  rural  Oregon  and  netted  $3,509,170  in  actual  cash  purchases 
of  War  Bonds  and  Stamps.  The  Treasury  was  so  enthused  over  the 
campaign  that,  along  with  the  Portland  (Ore.)  station,  it  is  making 
the  plan  available  for  use  by  other  stations.  C.  W.  (Chuck)  Myers, 
KOIN  president,  went  to  Washington  Nov.  5  to  report  on  the  plan 
at  a  special  luncheon,  which  was  attended  by  (1  to  r)  :  Ted  Gamble, 
former  Oregonian  now  assistant  to  Secretary  of  Treasury  Morgenthau 
Jr.  in  charge  of  the  War  Savings  Staff ;  Capt.  Leland  P.  Lovette,  Navy 
director  of  public  relations;  Col.  E.  M.  Kirby,  chief  of  the  Army  public 
relations  department's  radio  branch;  Mr.  Myers. 

tubes  for  radio  receivers  is  dwindl- 
ing with  no  replacements  being 

made. 

"The  best  information  we  have," 
he  stated,  "is  that  when  the  sup- 

ply is  gone  the  sets  might  go 
out  at  the  rate  of  60,000  a  day, 
which  will  affect  your  listening 
audience." 

[Editor's  Note:  Inquiry  Friday 
at  responsible  quarters  at  the 
War  Production  Board  failed 

to  substantiate  Mr.  McMillan's 
assertion,  the  source  of  his  in- 

formation being  a  puzzle  in  the 
light  of  recent  WPB  assur- 

ances of  a  reasonable  supply 
of  replacement  tubes]. 

Industry  Experiences 

Stating  that  more  than  100  in- 
dustries are  being  studied  with  a 

view  to  possible  concentration, 
which  he  termed  the  greatest 
threat  to  consumer  acceptance  of 
trademarks  and  brand  names,  Mr. 
McMillan  urged  national  adver- 

tisers to  study  the  situation  and 
plan  in  advance  how  it  can  best 
be  met  if  it  does  arise  in  their 
particular  fields. 

Such  questions  as  the  desira- 
bility of  using  a  company  name  or 

trademark  on  a  product  inferior  to 
that  normally  produced  deserve 
careful  study,  he  said,  and  should 
not  be  put  off  until  an  immediate 
decision  must  be  made.  He  cited 
the  new  White  Knight  Mattress 
recently  brought  out  by  the  Sim- 

mons Co.,  who  in  their  introduc- 
tory advertising  stress  the  fact 

that  they  are  bringing  out  this  all- 
cotton  mattress  as  a  wartime 
measure  while  the  steel  that  for- 

merly was  used  in  its  Beautyrest 
products  is  now  all  going  into  war 
uses. 

George  W.  Penny,  advertising 
manager  of  the  Rumford  Chemical 
Works,  described  the  success  of 
his  company  in  conserving  the 
tires  used  by  Rumford  salesmen 
by  encouraging  the  use  of  public 
transportation  whenever  possible 
through  bonus  payments  for  re- 

duced mileage,  vWth  the  result  that 
after  four  months  the  total  mile- 

age had  been  reduced  by  one-third. 
Walter  A.  Bowe,  advertising 

manager.  Carrier  Corp.,  told  how 
his  company,  with  most  of  its  pro- 

duction converted  to  Government 
work,  is  advertising  to  maintain 
its  position  in  the  industry,  so  it 
will  not  be  forgotten  when  peace 
arrives.  "We  can't  accumulate 
funds  today  for  advertising  tomor- 

row," he  declared,  "but  we  can  ad- 
vertise today  for  the  accumulated 

buying  power  of  tomorrow." 

Sylvania's  Researches 
Alfred  McQuillan,  Sylvania  Elec- 

tric Products  Inc.,  described  the 
research  into  probable  post-war 
conditions  conducted  by  his  com- 

pany, which  is  analyzing  its  ac- 
counts to  determine  which  will  be 

active  in  the  days  immediately  fol- 
lowing the  end  of  the  war  when 

many  manufacturers  will  be  en- 
gaged in  reconversion  from  war  to 

peace  production. 
The  new  advertising  campaign 

designed  to  get  people  to  buy  War 
Bonds  now  so  they  can  buy  Hot 
Point  electric  kitchens  after  the 

war,  which  serves  the  dual  pur- 
pose of  aiding  the  Government  now 

and  keeping  the  Hot  Point  name 
alive  for  the  duration,  was  out- 

lined by  W.  A.  Grove,  advertising 
manager,  Edison  General  Electric 
Appliance  Co. 

War-Slanted  Copy 

Following  the  panel  discussion, 
T.  Mills  Shepard,  vice-president 
of  Daniel  Starch  Inc.,  reported  on 
a  study  of  readership  of  advertis- 

ing in  17  recent  magazines,  which 
showed  that  nearly  half  of  the  ad- 

vertisements had  some  kind  of  a 
war  slant.  Study  indicated  that 
men  are  more  interested  in  war- 
product  and  war-slanted  copy  than 
women,  although  they  both  are 
generally  more  interested  in  fu- 

ture-inspirational copy  and  in  copy 
stressing  conservation  than  in  that 
devoted  to  straight  product  sell- 

ing, he  reported. 
Dr.  Henry  C.  Link,  vice-presi- 

dent of  the  Psychological  Corp., 
reported  on  the  second  survey  of 
public  attitudes  toward  wartime 
advertising  conducted  for  the 
ANA,  stating  that  the  public  be- 

lief that  industry  is  doing  a  good 
job  to  help  win  the  war  is  higher 
than  it  was  six  months  ago.  Other 
conclusions  drawn  from  the  survey 
which  comprised  1,000  interviews 
with  individuals  making  up  a  cross- 
section  of  the  country's  population, 
are: 

What  People  Think 

(1)  Growing  confidence  on  the 
part  of  the  public  in  the  role  ad- 

vertising is  playing  and  can  play 
in  the  war  effort;  (2)  an  appre- 

ciation of  this  advertising,  but 
also  a  critical  attitude  discrimi- 

nating between  different  types  of 
advertisements;  (3)  a  sincere  ap- 

proval of  scrap  salvage  and  War 
Bond  advertising;  (4)  a  belief  that 

advertising  about  Army-Navy  "E" awards  contribute  to  national  mor- 
ale. 

People,  it  was  found,  want  ad- 
vertisers to  tell  them  about  their 

regular  products,  but  above  all  how 
to  conserve  what  they  now  have; 
They  want  the  companies  to  tell 
about  their  war  efforts,  but  with- 

out too  much  boasting;  and  they 
continue  to  expect  from  advertis- 

ing inspiration  and  a  vision  of  the 
future  for  which  we  are  fighting. 

Speaking  at  a  copy  panel  discus- 
sion Thursday  afternoon,  Dr. 

George  Gallup,  vice-president  of 
Young  &  Rubicam  and  conductor 
of  the  Gallup  polls,  pointed  out 
that  this  public  distaste  for  boast- 

ful advertising  is  not  war  phenom- 
enon but  has  caused  most  com- 

plaints about  advertising  for  some 
years.  He  said  that  a  small  group, 
recently  asked  if  they  favored  a 
tax  on  advertising,  said  they 
thought  it  would  be  a  good  thing 
and  he  urged  that  the  advertising 
industry,  which  has  sold  every  type 
of  product  and  institution  except 
itself,  do  something  about  its 
public  relations.  Dr.  Link,  Mr. 
Shepard,  and  R.  H.  Bernard,  vice- 
president  of  Owens-Illinois  Glass 
Co.,  participated  in  the  discussion, 
which  was  prefaced  by  a  satirical 
slide-film  presentation  on  wartime 
advertising,  presented  by  CBS, 
with  Jascha  Frank  as  writer  and 

producer. 
The  Rubber  Problem 

H.  E.  Humphreys  Jr.,  vice-presi- 
dent and  chairman  of  the  finance 

committee  of  United  States  Rubber 

Co.,  expressed  the  views  of  a  finan- 

cial man  on  wartime  advertising, 
stating  that  while  his  company  can 
certainly  not  justify  its  advertis- 

ing expenditures  on  the  basis  of 
sales  to  the  public,  he  felt  it  an 

essential  part  of  the  company's 
war  effort.  Paul  G.  Hoffman,  pres- 

ident, Studebaker  Corp.,  conclud- 
ed the  afternoon  meeting  with  an 

off-the-record  talk  on  what  adver- 
tising should  do  now  to  prepare 

for  post-war  conditions. 
Urging  advertisers  to  help  him 

explain  the  rubber  situation  to  the 
public,  William  M.  Jeffers,  WPB 
rubber  director,  speaker  at  the 
Thursday  dinner  meeting,  ex- 

pressed "complete  confidence  in  the 
willingness  of  the  American  peo- 

ple to  carry  on  that  conservation 
if  they  know  just  exactly  what 
needs  to  be  done  and  why  it  is 

necessary." "That  is  my  selling  problem," 
Mr.  Jeffers  asserted. 

He  pointed  out  that  the  great- 
est difficulty  in  carrying  out  that 

sales  message  is  loose  and  carelesi 
talk  and  publication  which  con- 

fuses the  public.  Nobody  is  par- 
ticularly at  fault  or  deliberately 

misleading  his  fellow  citizens,  he 
said,  but  the  results  are  the  same. 

"I  am  sure,"  he  continued,  "that 
you  will  agree  with  me  that  if  all 
the  people  have  a  clear  picture  of 
the  rubber  situation  all  the  time, 
they  themselves  will  solve  the  pres- 

ent rubber  conservation  problem. 
"With  your  help,  we  can  give 

them  that  picture.  In  the  newspa- 
pers, on  the  radio,  in  the  maga- 

zines, in  articles,  broadcasts  and 
advertisements,  we  can  paint  for 
the  people  the  exact  picture  of 
where  we  are  on  rubber.  If  you 
will  think  in  the  broad  national 
sense  each  time  you  write  or  talk 
about  rubber,  there  will  be  no  con- 

fusion, and  if  there  is  no  confu- 
sion the  American  people  will  go 

along  with  the  rubber  conserva- 

tion program  100%." 

Buys  Time  for  E's RETURNING  to  network  radio  for 
the  first  time  since  1929,  A  Schrad- 
er's  Sons,  Brooklyn,  a  division  of 
Scovill  Mfg.  Co.,  will  be  the  13th 
war  industry  plant  to  use  BLUE 
facilities  for  broadcasting  cere- 

monies in  connection  with  special 
government  awards  for  production 
achievements.  The  entire  BLUE 
network  will  be  used  for  the  pro- 

gram Tuesday,  Nov.  17,  4:15-5  p.m. Lowell  Thomas  will  serve  as  m.c. 
Participating  in  the  presentation 
of  the  award  of  the  Army-Navy 
"E"  pennant,  will  be  company  and 
military  officials.  Agency  is  E.  M. 
Freystadt  Associates,  New  York. 

Silver  Fox  Spots 

PETER  FOX  BREWING  Co., 

Chicago,  is  widening  its  distribu- 
tion of  Silver  Fox  Beer  into  South- 
ern markets  with  the  placement 

of  a  five-minute  program  and  two 
one-minute  spot  announcements 
daily  on  KFVS,  Cape  Girardeau, 
Mo.;  two  one-minute  daily  spot 
announcements  on  KWOC,  Poplar 
Bluff,  Mo.,  and  WAML,  Laurel, 
Miss.;  three  daily  spots  on  WMC, 
Memphis.  Schwimmer  &  Scott, 
Chicago,  is  agency. 
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BRITISH  COLUMIIA 
LAND  OF  OPPOHONITT 

i 

VANCOUVER,  CANADA 
J.  H.  McGILLVRA  (US) 
H.  N.  STOVIN  (CANADA) 

^  now  MORE mf/ em . 

365,000  people  make  the 

Younggtown  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

KWKW 

1000  Watts 

at 

1430  Kilocycles 

Pasadena,  Calif. 

Servicing  the  whole 
Los  Angeles  Metropol- 

itan Area  3,000,000 

high    wage  earners. 

r/ie 

CLEVELAND 

ORCHESTRA 

firoac/casfs 
A  NEW  OF  WORLD-WIDE 

RADIO  CONCERTS 

SATURDAYS  5  TO  6 '""E.W.T. 
Over  ffie  Cotumbia  Broadcasting  System  and 

Short-Wave  Around  the  World 

Sponsored  by  Radio  Station  W-G-A-R  Cleveland 

Broadcasters  Urged  To  Prepare  Lists  Nets  Won't  Submit 
Of  Essential  Jobs  Under  Manning  Plan  Entries  to  Peabody 
BROADCASTERS,  along  with 
members  of  36  other  industries 

listed  as  "essential  to  the  support 
of  the  war  effort"  were  urged  by 
the  War  Manpower  Commission 
last  week  to  study  their  employ- 

ment needs  with  the  view  in  mind 

of  preparing  a  "manning  table"  to aid  local  Selective  Service  boards 
in  the  orderly  replacement  of  essen- 

tial men  who  may  be  called  for 
military  service. 

Although  a  score  of  broadcast 
jobs  have  been  defined  as  critical 
by  Selective  Service  National  head- 

quarters, and  local  boards  have 
been  so  advised,  Paul  V.  McNutt, 
WMC  chairman,  has  warned  the 
"deferments  are  temporary,  and  do 
not  constitute  exemptions." 

"The  purpose  of  these  defer- 
ments," he  has  stated,  "is  to  pre- 

vent breakdown  of  essential  activi- 
ties so  that  other  workers — women 

and  those  men  not  qualified  by 
physical  condition  or  age — can  be 
trained  to  replace  those  required 

for  the  armed  forces"  [Broadcast- ing, Oct.  26]. 

Boards  to  Use  Plan 

National  Selective  Service  head- 
quarters on  Nov.  6  instructed  local 

boards  in  the  use  of  manning  tables 
as  an  official  guide  in  granting  tem- 

porary deferments  so  that  critical 
men  may  be  replaced.  Under  the 
manning  table  plan,  drawn  up  by 
WMC  and  Selective  Service,  an  em- 

ployer lists  all  essential  jobs  in- 
volved in  operating  his  organiza- 

tion, along  with  the  minimum  time 
needed  to  train  replacements. 

Lists  will  be  studied  and  ap- 
proved by  State  Selective  Service 

headquarters,  and  a  time-value 
alloted  to  each  job  for  replacement. 
The  employer  then  files  Form  42A 
with  the  local  board,  giving  the 
name  of  the  employe  holding  the 
critical  job.  National  Selective 
Service  headquarters  has  advised 
local  boards  that  they  should  defer 
these  men  for  the  time  permitted 
by  the  State  director. 

General  opinion  in  Washington 
was  that  use  of  the  manning  table 
should  give  station  operators  suf- 

ficient time  to  replace  their  techni- 

cal men  in  the  draft-age  bracket. 
Fate  of  other  studio  employes  in 
non-technical  critical  jobs  was  not 
clear,  although  the  consensus  was 
that  the  problem  of  replacing  them 
would  not  be  considered  sufficiently 
vital  to  win  many  of  them  defer- 

ment under  the  manning  plan. 

NBC  STAYS  ON  TIME 

O.  B.  Hanson  Demonstrates 
' — New  Coast-to-Coast  Switch— 

0.  B.  HANSON,  NBC  vice-presi- 
dent in  charge  of  engineering, 

demonstrates  the  adjustment  of 
NBC's  new  highly  accurate  time- 
clock  system,  currently  being  in- stalled in  all  NBC  divisional  plants 

0.  B.  Hanson  and  Time  Panel 

as  a  means  of  attaining  perfect 

synchronization  in  NBC's  constant 
switching  of  operations  from  coast- 
to-coast.  Based  fundamentally  on 
the  use  of  a  special  tuning  fork 
operating  in  a  vacuum  chamber, 
this  clock  control  system  draws  its 
basic  power  from  the  city  power 
mains,  but,  in  case  of  emergency, 
automatic  devices  would  connect 
the  control  equipment  to  reserve 
power  source  derived  from  storage 
batteries. 

The  master  clock  in  each  NBC 
divisional  headquarters  is  checked 
daily  with  Naval  Observatory 
Time,  and  affiliated  stations  may 
check  their  clocks  with  the  NBC 
time  signal  transmitted  daily  at 
9  a.m.  and  5  p.m.  from  Radio 
City,  New  York. 
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YES,  77! 

That's  the  percentage  of  mail  received  in  October  by  WIBC 
CONTAINING  PROOF  OF  PURCHASE. 

To  sell  your  merchandise  now  in  metropolitan  Indianapolis 
and  all  over  rural  Indiana  put  your  message  on  WIBC,  the 
only  Indianapolis  station  that  is  programmed  to  reach  both 
markets. 

WIBC 

PAUL  H.  RAYMER  CO.,  NATIONAL  REPRESENTATIVES 

AFTER  numerous  discussions  dur- 
ing the  past  week  among  network 

program  officials,  it  is  generally' understood  that  Mutual  will  be  the 

only  network  to  submit  entries  to^ 

the  advisory  committee  for  the' 1942  George  Foster  Peabody 
Awards. 
NBC,  CBS  and  the  BLUE,  pre 

sumably  out  of  consideration  for 
the  feelings  of  the  committee 
which  selects  the  winners,  would 
make  no  statements  on  the  matter, 
although  they  are  understood  to  be 
planning  to  submit  no  entries  for 
their  programs. 

The  BLUE  further  clarified  its 
position  in  a  letter  sent  by  Harri 
son  B.  Summers,  director  of  public 
service  for  the  network,  to  Dean. 
John  E.  Drury  of  the  Henry  Grady 
School  of  Journalism,  U  of  Georgia,! 
which  administers  the  awards. 

Stating  that  in  wartime  radio 
has  many  vital  functions  as  aj 
medium  to  maintain  public  morale: 
as  well  as  a  means  of  dispersing' 
government  propaganda,  the  letter; 
explained  that  the  BLUE  felt  it;|a 
should  devote  its  time  to  these 

duties.  Any  recognition  the  com- mittee cared  to  give  BLUE  pro 

grams  would  be  welcomed,  the  let- ter continued. 

Can  Judge  for  Itself 
While  no  CBS  nor  NBC  official 

would  discuss  the  matter,  the  net 
works  seem  to  be  of  the  opinion, 
that  it  is  better  for  the  advisory 
committee  to  select  the  program^»l 
it  feels  the  most  noteworthy  rather 
than  consider  specific  programs  se- 

lected by  the  networks  themselves 

In  past  years,  it  was  expressed,^ 
too  much  emphasis  has  been  laid 

on  the  excellence  of  the  networks' 
presentations  to  the  Peabody  Ad- 

visory -Committee  rather  than  on 
the  merit  of  the  programs  per  se 

HOLLYWOOD  has  raided  the  talent 
staff  of  WBBM  Chicago.  Signed  with- in the  last  few  months  by  Hollywood 
studios  for  screen  appearances  are 
Dale  Evans  and  Gale  Robbins,  vocal 
ists;  Bob  Bailey,  actor;  Fred  Brady, 
comedian ;  and  Bob  Atcher  and  Bon- nie Blue  Eyes  (Mrs.  Atcher),  hillbilly 
duo. 

FOREMAN  Co.,  station  representa- tive, has  opened  a  West  Coast  service office   at  205   South   Beverly   Drive.l  , 
Beverly    Hills,    Gal.    Telephone    is  ™ Crestview  1-2166.  iler 
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"Who  do  you  think  you  are — the 
Green  Hornet  over  WFDF  Flint 

Michigan?" 
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FROM  1  BARN  TO  2  MILLIONS 

Livestock  Broker  Credits  Radio  for 

-Rapid  Business  Expansion- 

I        By  MERVIN  CLOUGH 
"I'VE  NEVER  been  as  lucky  as 
the  day  I  stopped  Bill  LeBarron  on 
the  street  in  Gothenburg  and  asked 
for  15  minutes  on  his  radio  station." 

Col.  E.  C. 
Stickleman,  typi- 

cal western  cattle 

buyer  and  auc- 
tioneer of  Got- 

h  e  n  b  u  r  g,  Neb., 
made  that  state- 

ment in  crediting 
the  success  of  ra- 

dio in  building  his 
livestock  commis- 

sion sales  busi- 
ness into  one  of 

Col.  Stickleman 
fi 

;  the  leading  livestock  sales  firms  in 
r  the  Midwest. 

A  business  that  in  10  years  has 
1  grossed  more  than  20  million  dol- 
i  lars  sales  volume,  and  averages 
si  more  than  2  millions  in  yearly  sales 
§  volume.  A  business  that  began  via 
I;  "ranch-to-ranch"  visits  in  a  second- 
n  hand  touring  car,  and  newspaper 
3!  advertising,  in  July  of  1931. 

In  the   summer  of  that  year 
Stickleman,  beset  by  bank  failures 

'  in  Iowa,  packed  his  vnte,  five  sons and  a  daughter  into  the  auto  and 
headed  west  to  the  Nebraska  cattle 
country.  He  had  long  been  a  cattle 

'  buyer    and    auctioneer    in  many 
1  sales    blocks   in    Iowa,  Missouri, 
South  Dakota  and  Minnesota.  The 
family    landed    in  Gothenburg, 
where    Stickleman    was    able  to 
secure  lease  on  a  small  acreage. 

Started  With  One  Barn 

Here,  with  only  a  small  barn, 
)!and  one  acre  of  pens  built  by  the 
a:  colonel  and  his  five  boys,  Stickle- 
tman  opened  his  livestock  commis- 
i;sion  company.  All  his  contacts  the 
f  first  year  were  made  by  driving 
thousands  of  miles  in  the  cattle 

"  country  adjacent  to  Gothenburg. 
l)  He  made  these  personal  contacts  to 
it  follow  up  his  small  newspaper  ad- 
it vertising  budget.  However,  Stickle- 
I  man  realized  there  was  need  for 
;  him  to  expand — to  serve  an  even 
larger  area  with  his  livestock  sales. 

First  Radio  Contact 

Thirty-five  miles  west  of  Gothen- 
burg KGNF,  North  Platte,  was 

serving  the  farm  and  ranch  area  in 
which  Stickleman  was  building  his 

sales  service.  With  expansion  in 
mind,  Stickleman  cultivated  the 
acquaintance  of  the  two  LeBarrons, 
Vida  J.  and  W.  I.,  who  operated  the 
radio  outlet,  and  decided  to  use  15 
minutes  weekly.  Although  he  knew 
nothing  of  microphone  technique, 
Stickleman's  experience  as  an 
auctioneer  gave  him  a  definite  style 
from  which  he  has  patterned  his 
delivery  on  these  1932  broadcasts. 
He  continued  his  visits  to  the 

ranch  and  farm  homes,  following 
up  his  radio  contacts  in  person. 
The  program  was  broadcast  each 
week  for  the  next  year,  with  con- 

signors at  the  sales  barn  growing 
in  number  as  the  months  passed. 

During  the  heavy  fall  marketing 
season  in  1938,  Stickleman  ex- 

panded his  radio  time  15  minutes, 
using  a  half -hour  for  a  few  months, 
resuming  his  quarter-hour  spot 
early  in  the  winter. 

Price  Forecast  Added 

First  Stickleman  programs  were 
devoted  entirely  to  news  of  the 

previous  weeks'  sale,  and  invita- tions extended  to  both  buyers  and 
sellers  to  attend  the  following 
week.  Later,  names  of  the  consig- 

nors were  added,  as  well  as  a  list 
of  what  their  livestock  brouglit 
that  week  in  the  auction  sale  ring. 
Also  presented  was  information  and 
suggestions  for  the  coming  sale,  an 
indication  of  what  prices  might  be, 
and  what  livestock  would  be  avail- 

able for  buyers. 
Three  years  ago  the  program 

was  sold  for  a  noon  half-hour  spot, 
retaining  its  Friday  12:45  p.m. 
period,  but  adding  the  extra  quar- 

ter-hour. In  this  program  was 
added  sales  information  from  the 
Sutherland  Livestock  Commission 
Co.  at  Sutherland,  Neb.  Stickle- 

man had  opened  this  additional 
sales  company  to  accommodate  the 
livestock  men  in  the  western  part 
of  the  area  covered  in  his  broad- 
casts. 

To  add  variety  to  his  program, 

Stickleman  supplemented  his  sales 
news  and  market  data  with  musical 
selections  from  the  KGNF  tran- 

scription library,  making  dedica- 
tions to  listeners  in  his  audience. 
What  Radio  Has  Done 

Facts  prove  what  radio  has  done 
for  the  Stickleman  Livestock  Com- 

mission Company! 

Three  years  after  the  company's broadcast  was  first  heard,  the  firm 
was  handling  livestock  from  nine 
western  States.  Horses,  cattle, 
sheep,  and  hogs  are  all  marketed  at 
top  prices,  and  word  of  the  service 
rendered  at  both  Gothenburg  and 
Sutherland  has  increased  consign- 

ors of  livestock  as  the  years  roll 
on.  Nearly  any  week  it  is  possible 
to  mingle  with  buyers  from  Iowa, 
Missouri,  and  points  as  far  away 
as  Illinois,  Ohio,  Indiana,  Pennsyl- 

vania, New  York,  West  Virginia, 
Georgia,  Kentucky,  Michigan,  and 
Florida. 

In  place  of  the  small  barn  and 
single  acre  of  pens  that  encom- 

passed the  full  assets  of  the  Stickle- 
man firm  at  the  outset  in  1931,  now 

stands  a  huge  white  sales  barn, 
and  12  acres  of  pens  and  corrals. 
The  barn  is  equipped  with  a  mod- 

ern auction  sales  ring,  seats  many 
hundreds,  and  is  complete  with 
office  facilities  and  a  modern  cafe. 
The  12  acres  of  pens  and  corrals 
accommodate  the  large  numbers  of 
livestock  handled  each  week  by  the firm. 

When  paid  tribute  in  July,  1941 
by  friends,  neighbors,  and  business 
associates  on  the  occasion  of  the 
10th  anniversary  of  the  opening  of 
his  first  barn,  Col.  Stickleman  gave 
his  family  full  share  of  the  honor, 
and  was  explicit  in  his  praise  for 
the  part  radio  has  had  in  the  suc- 

cess of  his  livestock  sales  company. 

As  he  said,  "It  has  been  through 
the  use  of  radio  that  the  farmers 
and  ranchers  have  been  serviced 
with  market  news;  the  business 
men  of  Gothenburg  have  received 
added  income;  and  my  family  has 
had  the  pleasure  of  building  an 
excellent  business  and  home  among 

friends." 

CELEBRATING  the  first  month  of 
Occident  Flour's  new  Golden  Dawn 
News  on  WKBN,  Youngstown, 
Karl  Bates  and  Jay  Miltner,  pro- 

gram announcers  invited  three  sta- tion receptionists  to  a  party  in 
Studio  A.  Under  the  Occident  hats 
are  (1  to  r)  :  Elaine  Rhodes,  Wini- 

fred Corkill,  Mr.  Bates,  Mr.  Milt- 
ner, Ginny  Walshlag. 

Plug  That  Hurts 
COMMERCIAL  on  Nov.  29 
broadcast  of  the  weekly  NBC 
Chase  &  Sanborn  Show,  spon- 

sored by  Standard  Brands 
(coffee,  tea),  will  operate  un- 

der unique  handicap.  Offset- ting value  of  usual  plug  is 
the  current  interpolated  Gov- ernment message  assigned  by 

OWI  to  that  program.  Mes- 
sage stresses  scarcity  of  cof- fee and  necessity  of  using  it 

sparingly. 

FM  News  Tieup 

THE  New  York  Herald-Tribune 
will  supply  all  news  for  the  three 
daily  news  periods  scheduled  by 
W75NY,  FM  station  of  Metropoli- 

tan Television  Co.,  which  begins 

operations  Nov.  16  as  New  York's eighth  FM  station.  To  be  known  as 
the  "The  Information  Station," 
W75NY  will  operate  from  3  to  9 
p.m.  daily.  Marcus  Duffield,  of  the 
Herald-Tribune' s  editorial  staff, 
will  supervise  the  newscasts,  sched- 

uled for  3:50-4,  6:30-7  and  8:30-9, 
Sunday  through  Friday,  and  for 
3:30-3:45  and  8:30-9,  Saturday. 

TROY.  .  .  ALBANY.  .  .  SCHENECTADY. 

*7<4e  lU-Giiif,  ManJiet 

Always  a  rich  market  —  now  more  than  ever  a 
booming  market  —  a  buying  market: 

*  Buying  power  1 8  %  greater  than  U.  S.  overage. 

*  Ranks  41  st  in  population  but  24th  in  income.* 
And  when  it  comes  to  selling  this  great  three-in-on4B 

combination,  take  a  look  at  the  station  that  can  prove 
MORE  COVERAGE  PER  DOLLAR 

  *Source:  Sales  Management,  October  10,  1942 

The  Only  Basic  BLUE  Station  in  the  Tri-City  Area  represented  by  raymes 
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50,000  WATTS 

The  Greatest  Selling  POWER 

in  the  South's  Greatest  City 
CBS  Affiliate 

Nal'l  Rep.  -  The  Katz  Agency  Inc. 

11 

Columbia's  Station  for  the 
SOUTHWEST 

KFH 

WICHITA 

KANSAS 

Call  Any  Edward  Petty  Office 
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Covering  the  AEF 
{Continued  from  page  H) 

will  be  made  to  the  five  sponsors 
whose  shows  were  interrupted. 
WOR,  New  York  outlet  of  Mu- 

tual, first  flashed  its  announcement 
at  9:08  p.m.  during  the  Chicago 
Theatre  of  the  Air  program,  and 
MBS  made  arrangements  for  its 
affiliates  to  break  the  news  locally 
at  the  times  they  selected. 

MBS  also  carried  a  special  pro- 
gram between  1:18  and  1:37  a.m. 

Nov.  8  consisting  of  a  two-way 
conversation  between  Dave  Dris- 
coll,  MBS  director  of  war  services, 
and  Paul  Schubert,  Mutual  naval 
expert,  speaking  from  Bridgeport. 
WOR  at  1:55  a.m.  presented  a  spe- 

cial talk  by  Andre  Phillippe,  Free 
French  Commissioner  of  the  In- 
terior, 

Blue  Roundup 

The  BLUE  cancelled  two  of  its 
remote  band  pickups  at  11:30  p.m. 
and  12  midnight  to  present  the 
speech  in  French  by  President 
Roosevelt  along  with  an  English 
translation,  followed  by  roundups 
of  comments  by  Maj.  Gen.  Paul  B. 
Malone,  of  San  Francisco,  a  per- 

sonal friend  of  Lt.  Gen.  Dwight  D. 
Eisenhower,  in  command  of  the 
Allied  forces  in  North  Africa;  Wil- 

liam Hillman  from  Washington; 
Roy  Porter  from  New  York;  Dean 
Dickason,  San  Francisco. 
NBC  again  broke  its  rule  against 

broadcasting  recordings  to  carry 
the  President's  French  speech  at 
11:30  p.m.,  marking  the  third  time 
it  has  carried  a  recorded  program. 
The  two  previous  times  were  re- 

cordings of  the  burning  of  the  di- 
rigible Hindenhurg,  and  the  abdi- 
cation of  King  Edward  VIII  of 

England.  First  comment  from  Lon- 
don on  the  new  offensive  was  pre- 

sented Nov.  7  by  NBC  when  it 
called  in  Alex  Dreier  at  9:42  p.m. 
and  again  at  11:12  p.m.  for  spe- 

cial commentaries. 
Throughout  the  remainder  of  the 

weekend,  the  networks  relied  on 
their  regularly  scheduled  news 
roundups  to  handle  the  develop- 

ments in  Africa  as  they  were  re- 
layed to  this  country.  No  further 

commercial  programs  were  inter- 
rupted, nor  were  any  broadcasts 

possible  from  the  area  of  the  new 
front  itself. 

The  CBS  correspondent  in  Cairo, 
Winston  Burdett,  was  heard  Nov. 
8  in  his  usual  roundup  spots — 9 
a.m.  and  2:30  p.m.,  while  NBC 
brought  in  a  report  from  Grant 
Parr,  its  correspondent  in  Cairo, 
on  its  9  a.m.  news  roundup  Nov.  8. 

With  the  Troops 

With  the  fighting  forces  in  North 
Africa,  it  was  reported,  are  Charles 
Collingwood  for  CBS,  and  John 
McVane,  covering  for  both  the 
BLUE  and  NBC.  As  Broadcasting 
went  to  press,  neither  correspond- 

ent had  been  heard  direct  from  any 
of  the  areas  invaded  by  the  Allies, 
although  it  is  probable  that  broad- 

casts from  the  invaded  territory 

Coincidence 

ENTIRELY  by  coincidence, 
the  foreign  language  section 
of  OWI  introduced  a  new 
French-language  news  pro- 

gram on  five  New  England 
stations  on  the  same  day  that 
American  troops  opened  the 
offensive  in  French  North 
Africa.  The  first  program. 
Revue  de  la  Semaine,  con- 

tained a  message  from  Presi- 
dent Roosevelt,  although  the 

program  was  not  especially 
aimed  at  rallying  U.  S. 
French  -  speaking  nationals 
behind  the  anti-Vichy  drive. 

may  be  set  up  when  broadcasting 
facilities  are  available. 
One  of  the  more  interesting 

phases  of  listener  reaction  to  ra- 
dio's thorough  coverage  of  the  in- 

vasion developed  at  WOR,  New 
York,  after  the  station  had  broad- 

cast a  recording  of  the  President's message  to  the  French  people  in 
their  native  language  at  5:15  p.m. 
on  Nov.  8.  Telephone  calls  poured 
into  the  station  urging  WOR  to 
repeat  the  recording,  on  so  insis- 

tent a  basis  that  it  was  presented 
on  MBS  at  7:30  p.m.  along  with 
an  English  translation,  and  again 
on  WOR  locally  at  11:15  p.m. 

OWI  Bulletins 

Setting  up  a  triple  "network 
system",  the  Office  of  War  Infor- 

mation, which  took  control  of 
shortwave  facilities  early  this 
month,  went  on  the  air  at  8:57 
p.m.  on  Saturday  night  with  15- 
second  spot  announcement  bulletins 
in  six  languages  on  about  21  short- 

wave stations. 

The  three-pronged  system  broad- 
cast on  the  European  beam  in 

English,  French,  German  and 
Italian  on  one  group  of  stations; 
the  second  group  consisted  of  sta- 

tions with  strong  beams  in  the 
Mediterranean  area  transmitting  in 
English,  French,  Spanish  and 
Portuguese,  while  still  a  third  con- 

centrated on  France  and  French 

possessions  with  quarter-hours  in 
French  interspersed  with  five  min- utes in  English. 

All  broadcasts  presented  on  these 
"networks"  were  written,  produced 
and  directed  by  the  OWI  ,which 
reported  that  two  of  the  special 
programs  included  frequent  pres- 

entations of  the  President's  speech as  well  as  the  soundtrack  of  an  old 
newsreel  featuring  the  late  Mar- 

shal Foch  speaking  in  French  to 
an  American  Legion  convention  in 

Paris  on  "Comradeship  in  Arms". 
The  French  national  anthem,  "The 
Marseillaise",  was  also  played  fre- 

quently throughout  the  night. 
From  9  p.m.  Saturday  night 

when  the  first  news  of  the  invasion 
broke  until  midnight  Sunday,  the 
full  forces  of  the  press  and  radio 
divisions  of  the  Office  of  Coordina- 

tor of  Inter-American  AfFairs  con- 
centrated on  material  for  transmis- 

sion to  Latin  America  using  the 
three  CBS  international  stations 
as  well  as  other  transmitters. 

CIAA   newswriters   turned  out 

some  50,000  words  of  spot  news, 
commentaries,  communiques,  and 
announcements  for  translation  into 
Spanish  and  Portuguese.  Reactions 
to  the  news  of  press  and  public 
officials  in  Latin  American  coun- 

tries were  amassed  in  the  CIAA 
New  York  office  and  transmitted 
back  to  Latin  America  on  Nov.  8. 

Estamos  En  Guerra,  a  news  doc- 
umentary program  broadcast  on 

CBS  shortwave  stations  and  re- 
broadcast  on  23  Latin  American 
affiliated  stations,  was  rewritten 
Sunday  around  the  North  Africa 
event,  and  featured  Vice-President 
Wallace  giving,  in  Spanish,  the 
President's  message  to  the  French, 
For  Brazil,  Sunday  night,  the 

President's  talk  was  shortwaved  to 
the  official  Brazilian  network,  fol- 

lowed by  a  Portuguese  translation, 
and  later  a  commentary  by  Dr. 

Julio  Barrata,  head  of  the  Coor- 
dinator's Brazilian  department. 

To  augment  the  numerous  short- 
wave news  broadcasts  by  CBS 

given  every  half-hour  from  Satur- 
day until  Sunday  night,  a  flow  of 

background  material  was  broadcast 
from  the  CBS  shortwave  studios  by 
Mario  Camargo,  Alejandro  Sux, 
Julio  Barrata,  Roberto  Unanue, 
and  Alberto  Zalamea,  all  prominent 
in  Latin  America  as  news  analysts. 

Many  of  the  CBS  Latin  Ameri- 
can programs  were  fed  to  other 

stations  for  rebroadcast,  including 
WRUL,  WRUS,  WRUW,  WLWO, 
W004,  WRUX  and  WGEA  and 
Latin  American  stations  of  the 
CBS  La  Cadena  de  las  Americas. 

WBOS,  Boston  shortwave  sta- 
tion, usually  carrying  NBC's  short- wave programs,  was  not  able  to 

transmit  programs  to  Europe, 
continent  to  which  NBC  beamed  its 
shortwave  broadcasts,  until  late 
Sunday  night,  because  of  damage 
by  a  slight  fire  at  its  transmitter  in 
Hull,  Mass. 

Band  Joins  Marines 
PHIL  HARRIS,  Hollywood  musical 
director  of  the  weekly  NBC  Jack 
Benny  Show,  sponsored  by  General 
Foods  Corp.,  (Grapenuts),  together 
with  his  entire  orchestra  personnel 
joined  the  Merchant  Marines  Nov. 
6.  He  was  given  rank  of  lieutenant 
( jg) .  Harris  will  be  permitted  to  finish out  his  current  radio  contract  with 
salary  being  donated  to  the  Merchant Marine  Relief  Fund,  it  was  said. 
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.  AT  NAB'S  13TH  DISTRICT  meeting  Nov.  4-5  in  Dallas  were  (front  row, seated,  1  to  r)  :  Claude  Barrere,  NBC,  Thesaurus;  Larry  L.  Sisk, 
OWI;  G.  E.  Zimmerman,  KARK;  Hugh  Hallf,  WOAI;  Neville  Miller, 

"/president,  NAB;  Kern  Tips,  KPRC;  Eugene  Carr,  Office  of  Censorship; 
<  E.  P.  Duffie,  KGKB;  George  A.  Kercher,  Edward  Petry  &  Co. 

Second  row:  Alex  Keese,  WFAA-KGKO;  Joe  B.  Carrigan,  Leslie 
i  Pierce,  KWFT;  M.  E.  Danbom,  KGKB;  James  R.  Curtis,  KFRO;  Frank 
O.  Myers,  KCMC;  Howard  Barrett,  KRBC;  Eugene  J.  Roth,  Bob  A. 

J  Roth,  KONO;  Jack  Keasler,  WOAI. 
Third  row:   Ralph  W.  Nimmons,  WFAA-KGKO;   Wm.  G.  Fields, 

,'Lee  Myres,  WRR;  Wm.  A  Roberts,  KRLD;  Ed  Lally,  George  Cranston, 

H.  R.  Turner,  WBAP-KGKO;  Harold  Hough,  WBAP;  J.  M.  Moroney, 
WFAA-KGKO;  Lewis  O.  Seibert,  KPLT;  Lt.  Lester  W.  Linlow,  public 
relations  office,  Camp  Wolters,  Tex. 

Fourth  row:  Lewis  Lacey,  Jack  0.  Mitchell,  KTSA;  Ken  McClure, 
WBAP-KGKO;  Earle  Fletcher,  KAND;  Charlie  Nethery,  T.  Frank 
Smith,  KXYZ-KRIS;  A.  M.  Herman,  WBAP-KGKO;  C.  B.  Locke, 
KFDM;  Herbert  Denny,  Standard  Radio;  Ed  Bryant,  WFAA-KGKO; 
C.  K.  Beaver,  KARK;  Lt.  H.  Ben  Decherd  Jr.,  public  relations  office, 
3d  Army,  Southern  Defense  Command. 

Fifth  row:  Willard  L.  Kline,  KTSM;  Lewis  H.  Avery,  NAB;  Tom 
Shugart,  KGKO;  T.  B.  Lanford,  KRMD;  Bert  Horswell,  KNET. 

1  Denver  Has  2-Day 

'NAB  Area  Session 
.  CRITICAL  interest  of  listeners  in 

tradio's  promotion  of  the  war  effort 
jwas  discussed  by  Mrs.  Dorothy 
Lewis,  traveling  representative  of 
.the  NAB  at  the  14th  NAB  Dis- 

trict meeting  in  Denver,  Nov.  8-9. 
Speaking  briefly  of  her  talks  with 
listener  groups  throughout  the 
country,  she  emphasized  that  audi- 
;ences  are  alert  to  the  part  radio 
,is  playing  in  the  war,  stressing 
itheir  interest  in  the  part  the  in- 

dustry will  play  in  the  post-war 
readjustment. 
The  meetings  of  the  14th  Dis- 

trict, the  largest  geographic  NAB 
junit,  were  attended  by  49  broad- 
isasters,  government  and  industry 
representatives.  Sessions  were 
called  to  order  at  the  New  Albany 
Hotel  by  Ed  Yocum,  district  direc- 
tor. 

OWI  Plan  Approved 

During  the  first  day,  Carl  Hav- 
;rlin,  representing  the  Office  of 
War  Information,  and  Robert  B. 
Hudson,  of  the  Rocky  Mountain 
^adio  Council,  a  regional  consult- 
int  of  the  OWI,  presented  the  new 
)WI  station  allocation  plan  which 
vill  go  into  operation  Jan.  1,  1943. 
Broadcasters  unanimously  en- 
lorsed  the  plan. 
Other  speakers  at  the  opening 

ession  were:  Lt.  Col.  R.  G. 
Valters,  commander  of  Security 
Mstrict  No.  7;  Lt.  Comdr.  Lloyd 

Yoder,  Navy  public  relations; 

Vitapac  Test 
VITAPAC  Co.,  Chicago,  is  adver- 

tising a  new  vitamin  product 
through  Schwimmer  &  Scott,  Chi- 

cago, marketed  by  mail.  Company 
is  testing  an  early  morning  quar- 

ter-hour five  tirnes  a  week  on  WGN, 
Chicago,  and  five-minute  musical 
program  three  times  a  week  on 
WLW,  Cincinnati.  More  stations 
will  be  added,  according  to  Walter 
Schwimmer,   account  executive. 

Maj.  L.  G.  Ruth,  Army  public 
relations;  Maj.  Howard  Peterson, 
chief,  Seventh  Service  Command 
public  relations  radio  bureau. 

Mrs.  Lewis  talk  was  followed  by 
a  plea  from  Earl  J.  Glade,  KSL, 
Salt  Lake  City,  for  more  intelli- 

gent handling  of  announcements 
and  government  programs  devoted 
to  the  prosecution  of  the  war. 

Mr.  Carr  Speaks 

Eugene  Carr  of  the  Office  of 
Censorship  addressed  the  afternoon 
meeting,  urging  careful  study  of 
the  Code,  and  citing  examples  of 
good  and  bad  judgment.  The  ses- 

sion, like  all  other  district  meet- 
ings so  far,  unanimously  endorsed 

the  NAB  stand  in  the  Petrillo  dis- 

pute. Second-day  meeting  was  devoted 
to  sales  problems  under  the  chair- 

manship of  Wagstaff,  KDYL,  dis- 
trict chairman  of  the  Sales  Man- 
agers Committee.  A  panel  discus- 

sion was  held  in  the  morning,  fol- 
lowed by  presentation  of  the  re- 

tail promotion  committee  plan  to 
increase  the  percentage  of  retail 

advertising  budgets  spent  in  broad- 
casting. Lewis  H.  Avery  addressed 

the   luncheon   meeting   on  "Good 
Taste  in  Radio  Advertising." 

Attending  Denver  Meeting 
Colorado — R.  H.  Owen,  C.  C.  Moore  and James  R.  MacPherson,  KOA;  Hugh  B. 

Terry,  KLZ;  V.  W.  Corbett.  T.  C.  Ekrem, 
William  D.  Pyle  and  Con  Hecker,  KVOD  ; 
Cecil  Seavy,  Wally  Reef,  Holly  Moyer, 
Gene  O'Fallon  and  Frank  Bishop,  KFEL; Robert  B.  Hudson,  Rocky  Mountain  Radio 
Council;  Rex  Howell,  KFXJ;  Maj.  L.  G 
Ruth,  Public  Relations  Officer,  Buckley 
Field;  Lt.  Com.  Lloyd  E.  Yoder,  Navy 
Public  Relations  Office:  Sgt.  Herb  Track- 

man and  Lt.  Arwin  D.  Way,  Army  Pub- 
lic Relations  Office,  Fort  Logan.  Montana 

—Sacs  Vratis  and  W.  J.  Mosby,  KGVO;  Ed 
Yocum,  KGHL.  California — J  e  n  n  i  n  g  s 
Pierce,  NBC;  Ralph  Block,  Office  of 
Civilian  Defense.  New  York — Mrs.  Dorothy 
Lewis,  NAB;  E.  J.  Gough,  SESAC;  Carl 
Haverlin,  OWI  and  BMI.  Nebraska — Maj. Howard  Peterson,  Chief,  Radio  Branch, 
Public  Relations  Bureau,  Seventh  Service 
Command.  Washington,  D.  C. — Eugene 
Carr,  Office  of  Censorship  ;  Lewis  H.  Avery 
and  Neville  Miller,  NAB.  Idaho — Ruth  A. Fletcher  and  Henry  H.  Fletcher,  KSEI; 
Boyd  Braithwaite  and  Mrs.  C.  G.  Phil- 

lips, KIDO;  Mrs.  Florence  M.  Gardner, 
KTFI;  O.  P.  Soule,  KTFI-KSEI.  Utah— 
W.  E.  Wagstaff,  S.  S.  Fox  and  G.  A. 
Provol,  KDYL;  Earl  J.  Glade,  Dan  H. 
Vincent,  Ralph  W.  Hardy  and  Ed  J.  Bro- 
man,  KSL;  George  C.  Hatch,  KLO-KOVO- 
KEUB.  Wyoming — Donald  Hathaway, 
KDFN;  Lt.  Col.  R.  G.  Walters,  Command- 

er. Seventh  Security  District;  W.  C.  Grove, 
KFBC;  Milton  Blink,  Standard  Radio. 

Red  Heart's  Spots MORRELL  PACKING  Co.,  Chicago 
(Red  Heart  Dog  Food)  has  placed 
six  20-second  station-break  announce- 

ments a  week  on  WOR,  New  York,  and 
WBBM,  Chicago.  Announcements,  of 
a  good  will  nature,  explain  present 
distribution  problems  and  inform  buy- 

ers to  return  to  grocery  stores  for  Red 
Heart  if  present  supply  is  exhausted. 

WCKY 

The  L  B.  Wilson 

Station 

CINCINNATI    .   50,000  watts   •  CBS 
Ask  your  Agency  to  ask  the  Colonel! 

^  FREE  6-  PETERS,  Inc.,  Nationol  Representatives 

"We  like  the  scripts 

..,we  like  the  ideas . . . 

we  like  the  program" WAGM 

•  If  you  are  an  ASCAP-licensed 
station  you  will  like  these  pro- 

grams, too.  They  are  furnished 
without  cost,  and  more  than  five 
hundred  stations  are  using  them 
regularly.  If  you  are  interested  in 
turning  your  music  costs  into  music 
profits,  write  or  wire  at  once. 

ASCAP 

Radio  Program  Service 
30  Rockefeller  Plaza    •    New  York 

And  this  job  takes 

priority  over  All 
—with    W  B  I G  ! 

easting  System  Afflli-  /Si 

ate.  I'> 

WBIC 

CREENy-BORO,  N.C. 
CEO.P.HOLLINCBERY  -  CO.,  NAT.  REP. 
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FOR  VICfORY  TODAY 

TOMORROW 

4 

Get  This  Flag  Flying  Now! 

This  War  Savings  Flag  which  flies  today 
over  companies,  large  and  small,  all  across 
the  land  means  business.  It  means,  first, 

that  \0%  oi  the  company's  gross  pay  roll  is 
being  invested  in  War  Bonds  by  the  workers 
voluntarily. 

It  also  means  that  the  employees  of  all  these 
companies  are  doing  their  part  for  Victory 
.  ;  .  by  helping  to  buy  the  guns,  tanks,  and 
planes  that  America  and  her  allies  must  h&ve 
to  win. 

It  means  that  billions  of  dollars  are  being 

diverted  from  "bidding"  for  the  constantly 
shrinking  stock  of  goods  available,  thus  put- 

ting a  brake  on  inflation.  And  it  means  that 
billions  of  dollars  will  be  held  in  readiness 

for  post-war  readjustment. 

Think  what  10%  of  the  national  income, 
saved  in  War  Bonds  now,  month  after  month, 

can  buy  when  the  war  ends! 

For  Victory  today  . .  .  and  prosperity  tomoT' 
row,  keep  the  War  Bond  Pay-roll  Savings 
Plan  rolling  in  your  firm.  Get  that  flag  fly- 

ing now!  Your  State  War  Savings  Staflf  Ad- 
ministrator will  gladly  explain  how  you  may 

do  so. 

If  your  firm  has  not  already  installed  the  Pay- 
roll Savings  Plan,  now  is  the  time  to  do  so. 

For  full  details,  plus  samples  of  result-getting 
literature  and  promotional  helps,  write  or 
wire:  War  Savings  Staff,  Section  F,  Treasury 
Department,  709  Twelfth  Street  NW., 
Washington,  D.  C. 

>ave With 

War  Savings  Bonds 

This  Space  Is  a  Contribution  to  America's  All-Out  War  Prosram  by 

BROADCASTING  MAGAZINE 
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"OUTSTANDING  BASEBALL  Commentator  of  1942"  is  the  title  given 
Bill  Corum,  sports  columnist  of  the  New  York  J  our  ;ml- American,  for 
his  broadcasting  of  the  World's  Series  over  MBS.  The  trophy  was 
awarded  by  Coxswain  Charles  C.  Spink  of  the  Coast  Guard,  son  of 
J.  G.  Taylor  Spink,  publisher  of  Sporting  News,  in  a  WOR  broadcast 
Nov.  5.  Participating  were  (1  to  r)  :  Coxswain  Charles  C.  Spink;  Mr. 
Corum;  J.  G.  Taylor  Spink;  Tom  Slater,  MBS  director  of  sports  activ- 

ities; Arthur  Flynn,  New  York  representative  of  Sporting  News,  which 
made  the  award. 

Petrillo  Inquiry 
(Continued  from  page  9) 

in  the  light  of  the  facts  disclosed 
in  the  more  than  three  months  of 
the  Petrillo  ban  on  transcriptions 
and  records."  The  statement  fol- 
lows: 

Committee's  Statement 
The  ban  on  recordings  was  im- 

posed by  Mr.  Petrillo  without  prior 
or  subsequent  demand  or  negotiation, 
and  in  the  face  of  the  existence  of 
many  contracts  between  stations  and 
locals  of  the  American  Federation  of 
Labor  which  specifically  provide  that 
there  shall  be  no  interference  with 
the  free  flow  of  recordings.  The  unani- 

mous endorsement  of  the  NAB's  posi- tion, at  all  district  meetings  thus  far 
held,  makes  it  clear  that  the  National 
Association  of  Broadcasters  is  ac- 

curately expressing  the  industry's sentiments  on  these  points : 
1.  THE  BROADCASTERS'  IN- TERESTS ARE  AT  STAKE.  Mr. 

Petrillo,  by  his  own  oral  and  written 
statements,  made  both  before  and 
after  his  ban  became  effective,  has  not 
left  the  industry  in  the  dark  as  to 

I  his  ultimate  objective :  he  is  trying 
to  obtain  money  from  broadcasting 
stations  through  the  device  of  forced 
employment.  His  ban  was  imposed  in 
an  attempt  to  use  the  recording  and 
1  transcription  companies  as  a  lever  to 
force  unneeded  employment,  or  pay- 

ment in  lieu  of  employment,  on  broad- 
casting stations.  Accordingly,  the  in- 

dustry has  come  to  the  obvious  con- 
clusion that  this  is  a  broadcasters' 

problem,  even  though  the  interests  of 
recording  and  transcription  companies 
and  of  the  juke  box  industry  are  also 
involved. 

2.  THERE  IS  NO  REAL  ISSUE 
OF  UNEMPLOYMENT.  The  three 
■months  since  August  1  have  demon- 

strated that  the  present  public  con- 
cern is  with  a  manpower  shortage  in 

relation  to  the  war  effort  rather  than 
with  alleged  unemployment.  In  com- mon with  virtually  all  other  industries, 
the  broadcasting  industry  is  encount- 

ering growing  difficulty  in  finding 
trained,  competent,  full-time  em- 

ployees. The  eifect  of  enlistment,  in- 
duction and  absorption  into  war  in- 

dustry on  Mr.  Petrillo's  union  is  al- ready widespread ;  and  this  assumes 
added  significance  when  coupled  with 
the  union's  admission  in  1940,  before 
war  factors  were  felt,  that  fully  one- 
half  of  its  membership  consisted  of 
non-professionals  engaged  primarily  in 
trades  and  professions  other  than 
music, 

3.  COLLABORATION  WITH  MR. 
PETRILLO  IS  IMPOSSIBLE.  Mr. 
Petrillo's  failure  to  make  specific  de- 

mands on  the  affected  industries  pre- 
sumably stems  from  his  counsel's warning  that  an  attempt  to  obtain 

forced  employment  from  some  broad- 
casting stations,  using  recordings  as 

a  lever,  would  expose  the  president 
of  the  American  Federation  of  Musi- 

cians to  prosecution  for  violation  of 
law.  Equal  illegality  might  well  at- 

tach to  anybody  else  who  might  ad- 
vance such  proposals,  especially  since 

the  Department  of  Justice  has  warned 
that  it  would  regard  a  repetition  of 
the  1937  IRNA  deal  as  a  violation  of 
the  anti-trust  laws.  Moreover,  the 
NAB  has  no  right  or  authority  to 
suggest  and  no  power  to  bind  any 
broadcasting  station  to  any  expendi- ture. If  Mr.  Petrillo  elected  to  make 
specific  demands  on  individual  sta- 

tions, each  station  affected  would  con- 
sider these  demands  in  the  light  of 

individual  facts  and  circumstances.  In 
this  connection  it  will  be  recalled  that 
most  stations  already  employ  musi- 

cians and  enjoy  good  relations  with 
their  local  unions ;  of  the  remainder, 
the  majority  are  located  in  communi- ties which  either  have  no  local  union 
or  in  which  competent  full-time  musi- 

cians are  absolutely  unavailable.  It 
will  also  be  noted  that  some  200  sta- 

tions are  even  now  losing  money,  and 

\  *^A:;fHERE'S  MORE  FOR  YOUR  MONEY  AT 

BOSTON  V\  F  R  E  D  E  R  I  C  T  O  N  — N.B. 

^oSlOOO  WATTS— BASIC  C»B.C.  OUTLET 

,  CFNB 

Fox  Fur  on  10 

I.  J.  FOX,  New  York,  furrier,  will 
continue  its  schedule  of  a  total  of 
600  transcribed  announcements 
weekly  on  approximately  10  sta- tions in  the  New  York  area  for  the 
winter  season,  Tom  Slater,  m.c.  of 
Mutual 's  This  is  Fort  Dix,  and 
The  Better  Half,  is  announcer  in 
a  new  series  of  Fox  recordings  now 
in  preparation  for  use  during  the 
coming  months.  Lew  Kashuk,  the 
firm's  advertising  manager,  placed 
the  business. 

any  substantial  increase  in  their  bud- 
gets would  end  the  services  which 

these  stations  provide  for  their  com- 
munities. Another  consideration  in- 

volved is  that  no  proposal  can  be 
made  by  any  of  the  parties  at  interest 
which  changes  the  legal  right  of  the 
purchaser  of  a  record  to  use  it  as 
he  sees  fit,  without  paying  tribute  to 
Mr.  Petrillo's  union.  Any  attempt  to 
forbid  such  use  would,  therefore,  be 
unenforceable.  Finally,  the  broadcast- 

ing industry  rejects  any  proposal  that 
would  require  it  to  establish  a  pri- 

vate system  of  unemployment  relief 
for  the  benefit  of  union  musicians.  Un- 

employment, when  that  condition 
exists,  and  the  current  manpower 
shortage  are  both  problems  of  broad 
national  concern.  The  broadcasting  in- 

dustry has  greatly  widened  the  em- 
ployment opportunities  of  musicians 

and  is  paying  fair  wages  to  those  it 
employs.  In  addition,  no  one  today 
should  offer  to  subsidize  a  man  in 
order  to  keep  him  out  of  war  work. 
4.  PUBLIC  OPINION  SUP- 

PORTS OUR  POSITION.  Public  re- 
action to  Mr.  Petrillo's  order  against recordings,  and  to  his  other  acts,  was 

spontaneous.  Although  Mr.  Petrillo 
has  sought  to  ascribe  this  reaction  to 
an  inspired  "smear  campaign,"  the fact  is  that  the  NAB  issued  no  public 
statement  and  engaged  in  no  press 
activity  until  the  ban  went  into  effect 
on  August  1.  By  that  time,  public 
attitudes  had  already  been  crystallized 
and  most  of  the  country's  newspapers had  carried  editorials  intensely  critical 
of  Mr.   Petrillo's  action. 

.5.  GOVERNMENT  INTERVEN- 
TION RESULTED  DIRECTLY 

FROM  MR.  PETRILLO'S  ACTION. 
The  Department  of  Justice  initiated 
the  action  against  Mr.  Petrillo  in  the 
Federal  Court.  The  investigation  of 
the  effect  of  his  ban  by  the  Federal 
Communications  Commission  was  in- 

itiated by  the  Commission.  The  in- 
vestigation of  his  activities  in  the 

United  States  Senate  likewise  came 
about  without  action  or  suggestion  by 
the  NAB.  The  NAB  has  cooperated 
with  the  Department  of  .Justice,  as 
it  has  and  will  with  all  other  govern- 

ment  departments   interested  in  the 

PAUL  H.  RAYMER  CO.,  NAIIONAI  KCPRtSCtTiATIVC WEED  and  CO.- U.S.  Representatives 

problem.  It  tiled  a  brief  in  the  Fed- eral case  as  a  friend  of  the  court,  at 
the  specific  request  of  a  representa- tive of  the  Department  of  .Justice,  but 
it  did  not  participate  in  the  argument 
on  the  government's  motion  for  a temporary  injunction.  The  NAB  has 
indicated,  moreover,  that  it  will  par- 

ticipate, to  the  extent  that  the  in- terests of  broadcasters  are  involved,  in 
any  private  litigation  which  may  be brought. 

6.  ONLY  MR.  PETRILLO  CAN 
SOLVE  THE  PROBLEM  HE  HIM- 

SELF HAS  CREATED.  The  situa- 
tion which  now  exists  is  wholly  one 

of  Mr.  Petrillo's  creation.  He  has failed  to  identify  the  persons,  if  any, 
against,  whom  he  asserts  a  grievance, 
or  to  make  known  what  he  expects 
these  persons  to  do  about  it.  Obviously, 
only  Mr.  Petrillo  can  solve  this  prob- lem. No  one  else  can  formulate  a 
grievance  for  him,  or  determine  which 
per.sons,  if  any,  should  offer  what  to 
whom.  The  NAB,  therefore,  does  not 
have  open  to  it  any  course  but  to  con- 

tinue to  oppose  the  ban  which  is 
imposing  hardships  upon  our  industry 
and  upon  the  public  it  serves. 

CLAIMING  it  as  a  first  in  radio 
history,  WBYN,  Brooklyn,  presented 
transcribed  rebroadcasts  of  President 
Roosevelt's  Armistice  Day  Speech 
every  hour  on  the  hour  from  12  noon 
to  6  p.m.,  Nov.  11,  during  its  We 
Bring    You   News  periods. 

WILSON  Employment  Service  Inc.,. 
Cleveland,  recently  added  a  radio- 
placement  department  in  response  to 
requests  for  help  in  locating  radio- 
personnel.  J.  Leonard  Beaner  is  ia charge. 

LEO  BOULETTE,  head  of  the  Le» 
Boulette  Agency,  Three  Rivers,  Mich, 
who  was  critically  injured  in  an  auto- mobile accident  in  June,  has  returned, 
to  his  office. 

BALTIMORE'S  BLUE 
V    .  NETWORK 

OUTLET 

n  Elmer,  President  ^^^H 

•rge  H.  Roeder,  Gen.  Manoger^^^H 
National  Kepresentatives: 

SPOT  SALES,  INC. 
New  York  -  C/ii'sago  -  Son  Francisco 
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WCHS 

CHARLESTON,  W.  VA. 

5,000'oN  580 

CBS  AFFILIATE 

For 

COLD  TURKEY 

on    coverage,  choice 

availabilities,  and  low 

cost  wire — 

Boston  Rep:  BERTHA  BANNAN 

WSNY,  Schenectady,  N.Y. 
.  .  .  our  entire  news  staff  joins 

me  in  congratulating  you 
on  the  splendid  job  you 
are  doing. 

George  R.  Nelson, 
General  Manager. 

♦ 

J.50 

Market 

Donald  Nelson 

(Continued  from  page  11) 

of  the  functions  of  that  system 
must  be  restricted  in  time  of  war, 

the  proper  exercise  of  the  remain- 
ing functions  become  more  impor- 

tant than  ever.  Our  civilian  econ- 
omy is  not  a  lot  of  separate  pieces, 

scattered  helter-skelter  over  the 
landscape;  it's  all  one  thing,  an 
integrated  whole  which  operates 
to  keep  the  nation  itself  function- 

ing. Every  job  in  it  is  important. 
The  jobs  change,  as  war  comes,  to 
be  sure — but  they  are  still  jobs 
the  country  needs,  and  the  job  of 
advertising  is  far  from  least  among 
them. 

Uses  for  Advertising 

"What,  then,  are  the  needed  uses 
for  advertising  in  our  war  econ- 

omy? As  I  see  it,  they  are  prin- 
cipally these: 

"First,  where  a  manufacturer 
continues  to  have  goods  to  sell  to 
the  civilian  market,  advertising  has 
the  same  role  it  always  had — to 
help  him  sell  them. 

"Second,  the  manufacturer  who 
is  now  selling  his  goods  to  the 
Government  instead  of  to  the  civil- 

ian may  still  have  a  very  proper 
need  for  advertising.  He  can  very 
usefully,  for  instance,  tell  his  for- 

mer customers  how  to  use  and  con- 
serve and  service  the  goods  which 

he  has  previously  sold  them.  Those 
goods  in  service  may  very  well 
constitute  the  country's  sole  re- 

maining stock  of  such  articles — a 
stock  which  will  have  to  do  until 
the  war  ends.  It  is  certainly  right 
for  the  manufacturer  to  use  adver- 

tising to  help  make  that  stock  last. 
"Then  there  are  companies 

which,  as  far  as  the  consuming 
public  is  concerned,  are  virtually 
out  of  business — either  actually, 
or  through  conversion  to  war  pro- 

duction. Where  such  a  company 
expects  to  return  to  the  civilian 
market  after  the  war,  it  has  a  per- 

fect right  to  use  advertising  to  pre- 
serve its  name  and  its  good  will. 

The  Government  fully  recognizes 
the  propriety  of  reasonable  expen- 

ditures for  advertising  to  preserve 
the  value  of  those  assets. 

"Lastly,  advertising  has  a  very 
great  usefulness  as  a  means  by 
which  a  company  can  participate 
directly  in  the  war  effort.  Some 
extremely  valuable  work  has  been 
done  by  the  national  advertisers, 
the  great  advertising  agencies  and 
the  various  advertising  media,  in 

supporting  such  things  as  the  sal- 
vage drive,  for  example.  I  would 

like  to  pay  tribute  right  now  to 
the  innumerable  organizations  in 
individuals  which  have  contributed 

time,  money  and  skill  to  such  cam- 
paigns. They  have  been  a  direct 

and  genuine  help  toward  winning 
the  war — and  I'm  sure  that's  all 
the  thanks  any  patriotic  American 
wants  in  these  days. 

A  Legitimate  Tool 

"The  Government  recognizes  ad- 
vertising as  a  legitimate  tool  of 

business  and  believes  it  has  a  use- 
ful role  in  our  war  effort.  The  var- 

MODERNISTIC  IN  DESIGN  is  the  home  of  the  new  50,000-watt  RCA 
transmitting  equipment  of  KTRH,  Houston,  which  will  soon  take  the 
air  on  740  kc.  Located  near  Goosecreek,  Tex.,  on  Cedar  Bayou,  the  plant 

is  equipped  with  spacious  living  quarters  for  the  engineering  staff  and 
their  families.  In  the  background  can  be  seen  the  four-antenna  direc- 

tional array.  KTRH,  Houston,  now  operating  with  5,000  watts  on  1320  kc, 
is  about  to  go  to  its  new  power  and  wavelength. 

Meeting  of  AAAA 

Is  Slated  Nov.  17 

Eastern   Session  to  Consider 

Advertising's  War  Role 
EASTERN  annual  meeting  of  the 
American  Assn.  of  Advertising 
Agencies,  to  be  held  at  the  Hotel 
Roosevelt,  New  York,  Nov.  17,  will 
be  devoted  chiefly  to  discussions  of 
what  advertising  is  doing  and  what 

more  it  can  do  in  the  nation's  war 
effort. 

Paul  Hollister,  CBS  vice-presi- 
dent in  charge  of  advertising  and 

sales  promotion,  will  report  on 
"How  Radio  Is  Meeting  War  Con- 

ditions"; Frank  E.  Tripp,  general 
manager,  Gannett  Newspapers,  will 

analyze  current  newspaper  adver- 
tising and  Col.  Willard  Chevalier, 

publisher.  Business  Week,  will 

speak  on  business  paper  advertis- 
ing in  a  session  on  media  which 

will  be  part  of  the  afternoon  meet- 
ing. 

Advertising's  Role 

Other  speakers  and  topics  sched- 
uled for  the  afternoon,  when  at- 

tendance will  be  restricted  to 
AAAA  members,  are:  Ken  R. 
Dyke,  chief,  bureau  of  campaigns, 

OWI,  "The  Job  Ahead  for  Adver- 

tising as  Seen  by  the  Government"; Dr.  Kenneth  Dameron,  director. 
Committee  on  Consumer  Relations 

in  Advertising,  "The  Consumer 
Looks  at  Advertising  in  Wartime"; Walter  von  Tresckow,  economist, 
writer  and  president,  Halstead 
Traffic  Communications  Corp., 
"What  Is  the  Place  of  Advertising 

in  a  Changing  National  Economy?;" C.  B.  Larrabee,  president.  Printers 

Ink  Publishing  Co.,  "Problems  Con- 
fronting Advertising  Under  a  Shift 

to  a  War  Economy". 
The  aims,  policies,  projects  and 

ious  restrictions  which  affect  bus- 
iness and  hence  affect  advertis- 

ing arise  from  the  necessities  of 
the  war  situation  and  from  nothing 
else.  We  ask  you  to  recognize,  in 

turn,  that  you  can't  hope  to  have business  as  usual  during  this  war, 
and  that  until  peace  comes,  the 
field  in  which  you  can  operate  will 

be  rather  sharply  restricted — but 
the  field  will  continue  to  be  there, 
and  it  won't  be  restricted  any  more 

than  is  absolutely  necessary." 

accomplishments  of  the  Advertising 
Council  will  be  presented  during 
the  dinner  and  evening  meeting,  to 
which  all  eastern  advertising  agen- 

cies, whether  AAAA  members  or 
not,  have  been  invited.  Chester  J. 
LaRoche,  chairman,  and  Dr.  Miller 
McClintock,  executive  director  of 
the  Council,  will  speak  during  this 
part  of  the  program. The  council  vnll  also  display  a 

comprehensive  exhibit  of  the  ad- 
vertising material  prepared  for 

various  Government  departments 
working  through  and  with  the 
council.  Exhibit  will  include  adver- 

tising from  projected  campaigns 
not  yet  released  as  well  as  adver- 

tising which  has  already  run  as 
part  of  previous  campaigns. 

New  York  Council  of  the  AAAA 
is  sponsoring  the  meeting. 

Xmas  Club  Campaign 

CHRISTMAS  CLUB,  a  corpora- 
tion with  headquarters  in  New 

York,  will  inaugurate  its  annual! 
pre-holiday  campaign  in  behalf  of 
its  savings  accounts  Dec.  1,  using 
a  radio  schedule  somewhat  larger,, 

than  last  year.  Transcribed  an- nouncements will  be  aired  about 
five  times  weekly  on  from  45  to 

50  stations  for  one  week.  Commer- cials will  promote  a  contest  foij 

the  best  slogan  on  the  general  sub- ject of  thrift.  A  total  of  $5,000; 
in  War  Bonds  will  be  distributed 
as  prizes.  Brooke,  Smith,  French  M &  Dorrance,  New  York,  is  th^ 
agency. 

Canary  Test 
CANARY  BIRDS  Co.,  Chicago 

has  purchased  a  quarter-hour,  si3 

times  a  week  on  WIBC,  Indianapo  ~ 
lis,  as  a  test  for  selling  canaries  bj" mail.  Canaries,  expressed  from  Chi 
cago,  sell  for  $9.95,  collect.  Agency 
is  United  Adv.  Cos.,  Chicago. 

WORSE  'N  TriAT- 
,^OW  MOM  vvonI'Y 
LET/Hg  LIS-TEN  TO KXOK 

Yoa'LL  H     »»  «  V  »  i GET  A  ,\  ST.  LOO/S,  MO.  Ji 
IICKlNQ/h  ^rj-  

630   KG.    5000   WATTS   DAY  AND 

NIGHT    if    BLUE  NETWORK 
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CL47$$IFIED 

Situations  Wanted,  10c  per  word.  IHelp  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  week  preceding  issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, Washington,  D.  C. 

Help  Wanted 

ANNOUNCER— With  a  sincere  selling 
voice  who  can  either  sell  or  write  copy. 
Draft  exempt.  Good  salary  and  commis- 

sion to  right  man.  WKPT,  Kingsport, Tennessee. 

FEMALE  COMMERCIAL  COPY  WRITER 
Who  can  write  selling  copy.  Salary  sec- 

ondary if  you  can  do  the  job.  WKPT, 
Kingsport,  Tennessee. 

Salesman  —  For  progressive  midwestern 
5,000  watt  CBS  affiliated  station.  Straight 
salary.  Please  state  marital  and  draft 
status  in  first  letter,  also  salary  ex- 

pected, and  if  convenient,  enclose  photo. 
Box  26,  BROADCASTING. 

Chief  Operator — Permanent  position  with 
progressive  local.  Give  complete  details. 
Box  42,  BROADCASTING. 

First  or  Second  Class  Operator — Permanent 
position  for  draft-exempt  sober  man  or 
woman.  State  experience  and  references. 
Radio  Station  KLO,  Ogden,  Utah. 

ANNOUNCER-SALESMAN— Local  market. 
Salary  plus  commission.  Job  has  been 
paying  up  to  $265  monthly.  Full  details 
first  letter.   Box  27,  BROADCASTING. 

['WESTERN  STATION  WANTS  —  Experi- enced combination  operator-announcer 
,  who  can  read  news  and  write  copy.  Send 

qualifications,  snap-shot  and  recording 
I'  of  voice,  reading  news  and  commercial 

copy.  Fly-by-nights  please  don't  apply. Desire  person  who  wants  permanent  po- 
sition. Box  31,  BROADCASTING. 

Combination    Announcer-Operator  Wanted 
— Excellent  announcer  with  first  class 
operator's  license.  Must  be  qualified newscaster.  Submit  transcription  of 
newscast  and  commercials  with  appli- 

cation. KSEI,  Poeatello,  Idaho. 

Experienced  Announcer-News  Man  —  Ship 
audition  transcription  and  letter  con- 

taining experience,  draft  status,  photo, 
etc.,  to  Henry  Hickman,  WFBR,  Balti- 

more, Maryland.  Material  will  be  re- turned. 

ANNOUNCER— Good  salary,  talent  oppor- 
j    tunities.  Send  audition  transcription  and 

details.  WJTN,  Jamestown,  N.  Y. 

;ll  [ENGINEERS— Both  transmitter  and  con- 
trol  for  midwest  5  KW  network  station. 
State  education,  experience,  draft  status, 
expected  salary  (open),  and  send  photo- 

graph. Box  29,  BROADCASTING. 

Engineer — Immediately.  Pleasant  surround- 
0    ings.  Good  wages.  Wire  Station  KFMB, San  Diego,  California. 

Experienced  Time  Salesman — Midwest  re- 
Bjn    gional  CBS  afl^Iiate.  Excellent  opportun- 
■  ■    ity.   Contact   W.    J.   Rothschild,  Station J       WTAD,  Quincy,  Illinois. 

Announcer  —  Versatile,  capable,  congenial. Good  opportunity  right  man.  State  ex- 
[    perience.    New    York    State.    Box  32, BROADCASTING. 

Salesman  —  Capable,  hard  worker,  make real  money,  commission,  bonus.  New 
York  State.  Draft  exempt.  Box  33, BROADCASTING. 

!NGINEER-ANNOUNCER  —  50  dollars weekly  for  48-hour  week.  First  ticket 
with  limited  maintenance  ability  only. Box  28,  BROADCASTING. 

mnouncer-Salesman  —  Live  N.  Y.  Local. 
Salary  -  commission  -  bonus.  Complete  de- tails first  letter.  Box  34,  BROADCAST- ING. 

t  wo  Good,  Experienced  ANNOUNCERS— 
Right  salary  to  right  men.  PERMA- 

NENT connection.  Near  Detroit.  Write 
full  details.   Box  45,  BROADCASTING. 

Help  Wanted  (Cont'd) 
WANTED — Young  woman  for  responsible 

position  on  Virginia  local  station.  Must 
be  able  to  type,  write  continuity  and 
meet  people.  Sales  experience  also  de- sired. Permanent  position  for  the  right 
person.  Send  full  particulars  first  letter. 
Box  44,  BROADCASTING. 

Situations  Wanted 

Announcer — 23,  College  graduate,  4-F.  Two 
years'  experience — network  affiliate  and independent  stations.  Handled  News, 
name  bands,  special  events,  production, 
acting.  Desire  position  in  or  near  San 
Francisco,  Chicago,  or  New  York.  Con- sider others.  State  maximum  starting 
salary.  Box  47,  BROADCASTING. 

Small  station  Manager — Desires  permanent 
location.  Married,  4-F,  college,  depend- 

able, sober,  honest.  Fully  experienced. 
Capable,  complete  control.  Give  full  de- 

tails. Box  48,  BROADCASTING. 

Engineer — Desires  affiliation  with  progres- 
sive regional.  Handle  all  engineering 

problems  and  supervise  technical  opera- 
tions. Now  employed  but  desire  change. 

Box  40,  BROADCASTING. 

STATION  MANAGER— Desires  change  to 
more  prosperous  market  or  commercial 
manager  for  larger  station.  Five  years' radio  experience  local  and  regional  and 
seven  years'  newspaper  advertising.  Box 36,  BROADCASTING. 

Announcer — Experienced.  Versatile.  News- 
caster. Operates  control  board.  Recently 

nineteen.  Mature  voice.  Available  after 
21st.  Network  preferred.  Anywhere.  Wil- 

bur Dillner,  WMOG,  Brunswick,  Georgia. 

Program  Director  in  Small  Station  —  13 
years'  experience.  Announce,  write  com- mercial, sustaining,  act,  direct,  produc- 

tion, station  publicity  and  promotion, 
write  and  announce  P.  I.,  ad  lib  hill- 

billy to  symphony.  Write  Box  37, BROADCASTING. 

SALESMAN  —  Merchandising  man.  Em- 
ployed. Married.  Children.  College,  adver- 
tising agency,  sales  promotion  back- 
ground. Opportunity  important.  Outline 

proposition.   Box   39,  BROADCASTING. 

First  Class  Phone  License — Some  experi- 
ence. Draft  deferred.  Kindly  give  details 

about  job  and  salary  in  answer.  Box  38. BROADCASTING. 

Writer-Production  Man-Announcer  —  Draft 
deferred.  Employed.  Available  for  Mid- 

west station  or  agency.  Box  35,  BROAD- CASTING. 

FARM  PROGRAM  DIRECTOR— Experi- 
enced in  planning,  writing,  announcing, 

producing.  Presently  employed  at  station 
with  large  rural  audience.  Married,  two 
children,  3A.  Box  43,  BROADCASTING. 

Wanted  to  Buy 

An  Individual  Desires  a  250  Watt  Radio 
Station — In  the  southern  or  western  part 
of  the  U.  S.,  but  will  also  consider  any 
good  proposition.  State  full  particulars. 
All  replies  confidential.  Box  46,  BROAD- CASTING. 

One  Good  Used  Portable  Recorder — Prefer- 
ably Presto  Y-2  or  similar.  Two  Western 

Electric  or  RCA  70B  or  70C  turntables 
with  pickups.  One  good  tube  to  line 
transformer.  Radio  Station  KLO,  Ogden, Utah. 

For  Sale 

W.E.  310-B  250  Watt  Transmitter  —  Com- 
plete. 175-foot  Blaw-Knox  self-supporting 

radiator.  Delivery  January.  Box  41, BROADCASTING. 
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I      BAILEY  TORPEDOED I  Quiz  Kids  Business  Manager 
'  To  Return  to  Duty  

LT.  (J.G.)  JOSEPH  W.  BAILEY, 
USNR,  formerly  of  Louis  G. 
Cowan  Co.,  Chicago,  and  business 
manager  of  the  Quiz  Kids,  spon- 

sored on  the  BLUE  by  Miles  Labs., 
Elkhart,  returned  to  Chicago  last 
week  after  his  ship  had  been  sunk 
by  a  Nazi  submarine  in  the  At- lantic. 

Commander  of  the  gun  crew 
aboard  ship,  Lt.  Bailey  related  that 
after  the  freighter  had  been 
torpedoed  he  spent  about  two  hours 
in  the  water,  when  he  was  picked 
up  by  one  of  the  life  boats.  The 
morning  following  the  sinking,  the 
submarine  came  up  and  the  com- 

mander distributed  ersatz  bread 
and  German  cigarettes  among  the 
torpedoed  victims,  informing  them 
they  were  800  miles  from  land. 

After  the  submarine  left,  the 
boat  containing  Lt.  Bailey  and 
other  members  of  the  crew  was 
adrift  for  six  days  when  it  was 
found  by  an  Argentine  tanker 
bound  for  Buenos  Aires.  Lt.  Bailey 
is  expected  to  return  to  active 
duty  within  a  few  days. 

San  Francisco 

and  other  stations,  large 
>^  and  small,  coast  to  coast 

Available  also  to  agencies  and 
advertisers.  For  full  details,  write 

George  E.  Hatley 
TEXAS  RANGERS  LIBRARY 
HOTEL  PrCKWICK    •    KANSAS  CITY.  MO. 

PROFESSIONAL 

DIRECTORY 

Jansky  &  Bailey An  Organization  of 
Qualified  Radio  Engineers 

Dedicated  to  the 
SERVICE  OF  BROADCASTING 

National  Press  BIdg.,  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.        Dl.  1205 
Washington,  D.  C. 

PAUL  F  GODLEY 

COA/SUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 
MO  2-7859 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

GEORGE  C DAVIS 

Consulting  Radio 
Engineer Monsey  BIdg. District  8456 

Washington, D.  C. 

CLIFFORD  YEWDALL 
Empire  State  BIdg. 
NEW  YORY  CITY 

An  Accounting  Service 
Particularly  Adapted  to  Radio 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Communications,  Inc. 
66  Broad  St.,  New  York,  N.Y. 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. Silver  Spring,  Md. 
(Suburb,  Wash.,  D.  C.) 

Main  Office:  Crossroads  of 
7134  Main  St.  the  World 

Kansas  City,  Mo.  I  J  Hollywood,  Cal. 

RING  &  CLARK 

Consulting  Radio  Engineers 

WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

 NOVEMBER  7  TO  NOVEMBER  13  INCLUSIVE  

Decisions  .  .  . 
NOVEMBER  9 

NEW,  Northeastern  Pcnna.  Broadcasters 
Inc.,  Wilkes-Barre — Denied  petition  to  hold 
hearings  at  Wilkes-Barre. 

NOVEMBER  12 
WMIS,  Natchez,  WGRM,  Greenwood, 

Miss. — Granted  motion  to  take  depositions. 
WKBW-WGR,  Buffalo^Granted  motion 

postpone  hearing  scheduled  for  Nov.  20  to 
Dec.  8. 
WTCN,  Minneapolis — Granted  motion  to 

intervene  in  hearings  on  WMRO,  Aurora, 
III.,  application  for  modification  of  license. 
WHKC — Columbus.  O. — Denied  motion  to 

cancel  hearing  set  for  Dec.  2.  On  Commis- 
sion's motion,  hearing  continued  to  Dec. 16. 

WIOD,  Miami — Granted  motion  to  dis- 
miss without  prejudice  application  for  CP. 

NEW,  Raymond  C.  Hammett,  Talladega, 
Ala. — Granted  dismissal  without  prejudice of  application  for  CP. 
WINK,  Louisville — Granted  dismissal 

without  prejudice  of  application  to  modify license. 

Applications 
NOVEMBER  10 

KFXM,    San    Bernardino,    Cal. — Amend 
CP  to  ask  change  in  hours  of  operation only. 

NOVEMBER  11 
WNAC,    Boston — Extend   special  service 

authorization  for  5  kw  until  Oct.  1,  1944. 
NOVEMBER  12 

KVOO,    Tulsa — Extend    special  service 
authorization  for  25  kw  N,  50  kw  D,  until 
Feb.  3,  1943. 

Tentative  Calendar  .  .  . 

WMRO,  Aurora,  III.— Modification  of  li- 
cense for  1280  kc.  with  100  w  N,  250  w  D, 

unlimited.  (Nov.  19). 
WALB,  Albany,  Ga. — Consolidated  hear- 

ing for  voluntary  assignment  of  license;  re- 
newal of  license  for  1590  kc,  1  kw,  un- 

limited; CP  for  1550  kc,  1  kw,  unlimited. 
(Nov.  19). 

WRNL  Training  Girls 

For    Engineering  Staff 
THREE  WOMEN  of  Richmond, 
are  well  on  their  way  to  being  li- 

censed as  radiotelephone  operators, 
second  class,  as  a  result  of  en- 

couragement offered  by  WRNL, 
Richmond. 

Mrs.  Dorothea  Brown,  Mrs.  Ruth 
Dorin  and  Miss  Ethel  Teal  are  at 
present  on  the  station's  payroll  and 
undergoing  training  at  Richmond 
College  and  under  the  tutelage  of 
Walter  Selden,  chief  engineer.  Mrs. 
Brown  and  Mrs.  Dorin  have  been 
housewives  for  the  last  ten  years, 
while  Miss  Teal  has  been  on  "util- 

ity" duty  at  WRNL  since  her 
graduation  from  William  &  Mary 
last  June.  Mrs.  Brown  is  the  only 
one  of  the  trio  who  had  had  prior 
practical  experience  in  radio,  being 
the  first  woman  in  Virginia  to 
obtain  a  shortwave  operator's  li- 

cense, at  the  age  of  17. 

FTC  Headache  Cases 

EXTENSIONS  until  Dec.  9  were 
given  by  the  Federal  Trade  Com- 

mission last  week  to  B.  C.  Remedy 
Co.,  Durham,  N.  C.  (BC  Headache 
Powder)  and  Emerson  Drug  Co., 
Baltimore  (Bromo-Seltzer) ,  two  of 
six  headache  powder  and  medicinal 
remedy  firms  charged  with  mis- 

leading advertising  in  complaints 
issued  Oct.  21. 

TOP  PRICES  FIXED 

ON  SCRAP  RECORDS 

MAXIMUM  prices  for  scrap  rec- 
ords at  the  present  market  level 

were  established  by  the  Office  of 
Price  Administration  Nov.  8  in  a 
move  to  maintain  a  steady  flow  of 
scrap  material  to  permit  and  en- 

courage the  production  of  new  rec- ords. 
In  issuing  the  order,  OPA  said 

that  it  intended  to  restore  normal 

prices  for  scrap,  "which  in  some  in- stances has  increased  to  unwar- 
ranted levels".  The  regulations  re- 

quire that  when  a  manufacturer 
or  dealer  receives  old  records  or 
scrap  in  connection  with  the  sale 
of  new  records,  he  may  not  pay 
more  than  6  cents  a  pound  for 
record  scrap  in  bulk;  4  cents  for 
each  12-inch  record;  2V2  for  each 10-inch  one. 

Retail  dealers  must  make  mini- 
mum allowance  for  records  turned 

in  toward  new  ones  of  2  cents  for 
10-inch  solid  stock;  3  cents  for  12- 
inch  solid  stock;  1  cent  for  10-inch 
laminated;  IV2  for  12-inch  lam- 

inated; 4  cents  for  broken  record scrap. 

MANPOWER    PROBLEM  at 
KNDT,  Denton,  Tex.,  was  partially 
solved  by  comely  and  smooth-as- 
velvet  voiced  Eloise  Johnson,  18- 
year-old  North  Texas  State  Teach- 

ers College  student,  who  does  a 
seven-hour  stint  daily  as  staff  an- 

nouncer. Miss  Johnson  bicycles 
from  downtown  studios  to  campus 
classes,  and  reads  everything  from 
football  scores  to  aspirin  squibs; 

PRINTERS  INK  Corp.,  New  York, 
on  Nov.  15  moved  from  its  present 
quarters  at  385  Madison  Ave.,  to  205 
East  42nd  St. 

Moseley's  31st 
SYDNEY  MOSELEY,  MBS  com- 

mentator, who  stated  in  his  auto- 
biography, Truth  About  a  Journalist, 

that  he  would  write  no  more  books, 
is  at  work  on  his  31st  publication, 
tentatively  titled  The  Battle  for 
America.  Based  on  the  author's  per- sonal experiences  as  reporter  in 
Europe  and  this  country,  the  book 
deals  with  lessons  to  be  learned  from 
the  current  conflict. 

ARE YOU 

Making  Good  in  Your  New  Radio  Job? 

There  is  no  "ceiling"  to  the  better  jobs  available  today.  CREI  home  study 
courses  provide  the  practical  technical  training  you  need  to  "make  good"  in 
your  present  job — and  to  prepare  for  a  secure  future  after  the  war  is  over. 
Hundreds  of  practical  radiomen  have 
been  placed  in  responsible  operating  and 
engineering  jobs  in  the  broadcasting  in- 

dustry .  .  .  jobs,  which  in  many  instances, 
require  a  thorough  knowledge  of  practical 
radio  engineering.  This  message  is  ad- 

dressed to  you,  who  are  now  in  jobs 
which  may  be  "over  your  head".  We  can 
help  you  now. 

//  yov,  are  a  practical  radioman  who  real- izes that  fortunate  circumstances  have 
placed  you  in  a  job  requiring  technical 
ability  of  a  high  calibre  .  .  . 
//  you  are  smart  enough  to  know  that 
you  will  "get  by"  only  so  long  as  a  fully qualified  man  is  unavailable  .  .  . 
If  you  have  the  ambition  to  make  good  in 
your  new  job  and  to  rise  to  even  a  still 
better  job   .    .  . 

CREI  Students^  Graduates, 
ATTENTION  I 

The  CREI  Placement  Bu- 
reau is  flooded  with  re- 

quests for  radiomen. Em- 
ployers in  all  branches 

of  radio  want  trained 
men.  Your  Government 
wants  every  man  to 
perform  his  job,  or  be 
placed  in  a  job,  that 
will  allow  him  to  work 
at  maximum  productiv- 

ity. If  you  are  or  will 
be  in  need  of  re-em- 

ployment write  your 
CREI  Placement  Bu- reau at  once. 

— then  a  CREI  home  study  course  in  Practical  Radio 
Engineering  will  help  you  to  acquire  the  necessary 
technical  knowledge  and  ability  which  is  demanded 
by  the  better,  higher-paying  technical  positions  in broadcasting. 

SEND  FOR  OUR  FREE  BOOKLET 
about  CREI  Home  Study  Courses 

If  you  are  a  professional  radio- man and  want  to  make  more 
money,  let  us  prove  to  you  that 
we  have  something  you  need  to 
qualify  for  a  better  engineering 
job.  To  help  us  intelligently 
answer  your  inquiry,  please 
state  briefly  your  background 
of  experience,  education  and 
present  position. 

CAPITOL  RADIO  ENGINEERING  INSTITUTE 
Home  Study  Courses  in  Practical  Radio  Engineering  for  Professional  Self-Improvement 

DEPT.  B-ll,  3224  16th  Street,  N.W. -  -  ?  —  —  -  —   / 
Contractors  to  U.  S.  Signal  Corps  and  V.  S.  Coast  Guard. 
Providers  of  well-trained  Technical  Radiomen  for  Industry 

Washington,  D.  C. 

Wet  work  Accounts 
All  time  Eastern  Wartime  unless  indicated 

New  Business 
ACME  BREWERIES,  San  Francisco 
(Acme  Beer),  on  Nov.  6  started  4  broad- 

casts Jack  Kirkwood' 3  Breakfast  Club  on eight  Mutual-Don  Lee  California  stations 
(KFRC  KIEM  KHSL  KVCV  KDON  KYOS 
KMYC  KFRE)  Fridays,  8:15-8:30  a.m. 
(PWT).  Agency:  Brisacher,  Davis  &  Staff, San  Francisco. 
ITALIAN  SWISS  COLONY.  Asti,  Cal. 
(wines),  on  Oct.  12  started  51  broad- casts of  Fulton  Lewis  Jr.  on  3  Mutual-Don Lee  California  stations  (KHJ,  KFRC, 
KGB)  Men.,  Wed..  Fri.,  9:45-10  p.m. (PWT).  Agency:  Leon  Livingston  Adv., 
San  Francisco. 
GOTHAM  SILK  HOSIERY  Co.,  New 
York,  on  Nov.  16  starts  Pegeen  Fitz- 

gerald's Strictly  Personal  on  56  MBS  sta- 
tions, Mon.,  Wed.,  Fri.,  1:35-1:45  p.m. 

Placed  direct. 
A.  SCHRADER'S  SONS,  Brooklyn  (war 
industry),  on  Tues.,  Nov.  17,  4:15-5  p.m., 
will  sponsor  single  broadcast  of  "E"  award ceremonies  on  143  BLUE  stations.  Agency : 
E.  M.  Freystadt  Associates,  N.  Y. 
LUMBERMEN'S  MUTUAL  Casualty  In- 

surance Co.,  Chicago,  on  Nov.  22  starts 
Upton  Close,  Commentator,  on  56  MBS 
stations.  Sun.,  5:15-5:30  p.m.  Agency: Leo  Burnett  Co.,  Chicago. 

Renewal  Accounts 
CHLORINE  SOLUTIONS  Inc.,  Los  An- 

geles (Hy-Pro  bleach,  cleaner),  on  Dec.  5! renews  for  13  weeks,  participation  in 
Breakfast  at  Sardi's  on  9  BLUE  Califor- nia stations,  plus  KEX,  Portland,  Sat., 
9:30-10  a.m.  (PWT).  Agency:  Barton  A.j Stebbins  Adv.,  Los  Angeles. 

Network  Changes  [ 

SERUTAN  Co.,  Jersey  City,  (Serutan),' on  Nov.  15  shifted  Drew  Pearson  from 
6:30-6:45  p.m.  to  7-7:15  p.m.,  at  thej 
same  time  adding  27  BLUE  stations,  mak- ing a  total  of  54  BLUE  stations.  Agency. 
Raymond  Spector  Co.,  N.  Y. 
LEWIS  HOWE  Co.,  St.  Louis  (Tums). 
on  Nov.  17  shifts  Treasure  Chest  on  125 
NBC  stations,  Tuesday,  8 :30-9  p.ra 
(EWT),  from  New  York  to  Hollywood 
Agency:  Roche,  Williams  &  Cunnyng 
ham,  N.  Y. 
FISHER  FLOURING  MILLS  Co.,  Seattle 
(waffle  flour),  on  Dec.  1  for  13  weeks,  in- creases participation  in  Breakfast  at 
Sardi's  on  13  BLUE  Pacific  stations 
Tues..  Thurs.,  9:30-10  a.m.  (PWT).  Agen 
cy:   Pacific  National  Adv.,  Seattle. 

Quaker  Agencies QUAKER  OATS  Co.,  Chicago,  ac 
cording  to  announcement  by  Donald 
B.  Douglas,  vice-president  In 
charge  of  advertising,  has  ap- 

pointed Sherman  &  Marquette 
Chicago,  as  its  agency  for  the 
placement  of  magazine,  newspaper 
and  outdoor  advertising  on  the 
Sparkles  and  Puffed  Wheat  ac counts.  Ruthrauff  and  Ryan,  Chi 
cago,  will  continue  to  handle  the 
Sparkles  radio  advertising  as  well 
as  the  advertising  for  Quaker  and 
Mother's  Oats,  Oaties,  Quaker 
Corn  Meal  and  Ken-L-Ration  while 
Sherman  &  Marquette  directs  the 
Quaker  Ful-O-Pep  Feeds  account 

GLENN  WHEATON,  Hollywood  pro 
ducer-director  of  Command  Perforin 
ance,  program  shortwaved  to  the 
AEF,  was  in  Washington  last  weel- for  conferences  on  the  Christmas  Bv( 
broadcast  of  that  show  with  Lt.  Col 
Ed  M.  Kirby,  chief  of  the  radif 
branch,  War  Dept.  Bureau  of  Public 
Relations.  Wheaton  currently  is  ii 
New  York  to  produce  three  programs 

trai 

WILLIAM  GALLOW,  media  direc 
tor  of  William  H.  Weintraub  &  Co, 
New  York,  has  been  named  treasure 
of  the  agency,  and  Elkin  Kaufman 
previously  secretary-treasurer,  ha 
been  appointed  vice-president  an( secretary.  Paul  Rand,  art  director,  ha 
become  a  vice-president. 
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Fly  Foresees  a  Tremendous  Post-War 

Is  Outlined  by  IRE  Expansion  for  Radio  and  Television 

New  War  Program 

Viti. 

Van  Dyck  Praises  Radio 
Engineers  for  Efforts 
WARTIME  needs  and  obligations 
of  the  Institute  of  Radio  Engineers 
will  be  met  in  a  five-point  war 
program  announced  last  week  by 
Arthur  F.  Van  Dyck,  president 
of  the  IRE,  at  a  meeting  of  the 
Institute  in  Rochester,  N.  Y.  The 
program  follows: 

1.  Aid  in  allocation  of  manpower 
to  improve  the  war  effort. 

2.  Aid  in  standardization  and 
simplification  of  parts  and  equip- 

ment in  radio  material  used  by 
the  armed  forces. 

3.  Broaden  the  scope  of  opera- 
tions to  include  new  applications 

of  radio,  which  may  be  called  elec- 
tronics or  radionics. 

4.  Streamline  the  IRE  organiza- 
tion to  operate  at  maximum  effi- 

ciency. 

5.  Conduct  post-war  planning  for 
radio  and  radionics,  particularly 
television. 

Big  Post-War  Job 

Mr.  Van  Dyck,  who  will  be  suc- 
ceeded as  1943  IRE  president  by 

Dr.  Lynde  P.  Wheeler,  of  the  FCC 
[Broadcasting,  Nov.  9],  stressed 
the  extraordinary  importance  of 
radio  in  the  war  and  said  that  to 
the  radio  engineer  must  go  credit 
for  developments  which  have 
greatly  enhanced  the  communica- 

tion of  planes,  ships  and  tanks, 
as  well  as  that  of  the  infantry.  He 
pointed  to  the  increased  utiliza- 

tion of  radio  made  possible  by  new 
devices,  many  of  which  must  re- 

main military  secrets  until  after 
the  war. 

"Radio  engineers  are  devoting 
I  time  and  overtime  in  helping  to 
'Win  the  war,"  said  Mr.  Van  Dyck. 
"They  will  be  entitled  to  good 
vacations  when  it  is  over,  but  even 
then  they  are  not  likely  to  get  any 
time  to  rest  up.  The  Armistice  of 
this  war  will  be  heralded  by  radio 
loudspeakers  all  over  the  world, 
and  will  mark  not  only  the  end 
of  the  conflict  but  the  beginning  of 
a  new  period  in  which  radio  engi- 

neers will  find  it  a  vital  duty  to 
translate  radio  war  developments 
to  peacetime  benefit  as  rapidly  as 

possible." 
Darlington  on  BWC 

EDGAR  T.  DARLINGTON,  vice- 
president  of  the  American  Communica- 

tions Association,  CIO  affiliate,  has 
oeen  appointed  ClO  representative  on 
:he  Domestic  Broadcast  Committee  of 
;he  BWC.  He  is  a  veteran  of  30  years 
n  the  communications  field. 

PREDICTING  a  great  expansion 
of  radio  in  all  its  phases  after  the 
war  is  over,  FCC  Chairman  James 
Lawrence  Fly  on  Nov.  9  urged  a 
joint  meeting  of  the  Institute  of 
Radio  Engineers  and  the  Radio 
Manufacturers  Assn.,  at  Rochester, 
N.  Y.,  to  complete  formation  of  a 
committee  or  committees  to  work 
on  post-war  problems.  He  suggest- 

ed that  the  technicians  continue 
the  development  of  new  ideas  and 
exchange  ideas  toward  the  solu- 

tion of  present  problems  and  those 

"just  around  the  corner." Chairman  Fly,  commenting  on 
the  radio  engineering  phases  of  the 
war,  said  that  radio  equipment  now 
in  use  by  our  fighting  forces  is 
"matching  our  highest  hopes"  but 
warned  against  overconfidence  and 
pointed  to  the  paths  ahead. 

"It's  always  a  bit  awe  inspiring 
to  undertake  to  get  the  experts 
told,"  said  Mr.  Fly 

Wheeler,  Jett  Lauded 

"The  datelines  on  daily  news  stor- 
ies show  how  far  afield  our  various 

machines  of  war  operate,"  said  Mr. 
Fly.  "None  operate  more  remotely 
than  our  submarines.  Incidentally, 
it  may  surprise  many  of  you  to 
learn  that  the  man  who  will  be 
the  IRE  president  in  1943  [Dr. 
L.  P.  Wheeler,  chief  of  the  FCC 

Engineering  Department's  techni- 
cal information  center],  contrib- 

uted a  great  deal  to  make  these 
submarine  operations  possible. 
Over  long  periods  he  conducted  re- 

search inside  a  'pig  boat',  as  it 
lay  on  the  bottom  of  Hawaiian 
waters.  His  work  on  electronics 
has  done  much  to  make  our  sub- 

marines the  most  feared  in  the 
world. 
"We  know  that  after  this  war 

our  radio  machine  will  be  plung- 
ing ahead  with  a  far  greater  speed. 

The  machines  cannot  be  stopped 
nor  even  permitted  to  slow  down. 
At  that  time  we  will  have  to  read- 

just its  direction  and  continue  to 
move  ahead  ...  I  want,  therefore, 
to  suggest  that  you  consider  the 
formation  of  a  committe  or  com- 

mittees to  work  on  post-war  prob- 

lems." 
Jett  a  'Spark  Plug' 

Mr.  Fly  took  occasion  to  praise 
highly  the  work  of  Ewell  K.  Jett, 
FCC  chief  engineer,  whom  he 
characterized  as  the  "spark  plug 
of  the  Board  of  War  Communica- 

tions." 
"In  addition  to  the  problems  of 

readjustments,  reorganization,  re- 
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250  W.  1340.  Full  time. 
Sears  &  Ayer,  Reps. 
How  can  we  help  you? 
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conversion  of  plant  equipment  and 
the  many  others  with  which  we 
have  had  experience  in  passing 

from  peace  to  war,"  he  said,  "there are  others  which  we  can  see  most 
clearly  at  this  time: 

"First,  we  can  confidently  pre- 
dict a  great  expansion  of  the  tele- 

vision and  frequency  modulation 
broadcast  and  general  communica- 

tions services,  and  planning  for 

their  proper  development  is  defi- 
nitely in  order.  As  you  know,  the 

present  plant  and  status  of  the 
broadcasting  industry  is  practical- 

ly frozen,  both  by  license  and  pri- 
ority regulations. 

"Therefore,  a  committee  work- 
ing on  this  problem  can  do  so  with 

relative  confidence  because  depre- 
ciation and  obsolescence  of  exist- 

ing plant  is  running  on  just  as 
usual.  With  time — and  the  possi- 

bility of  fully  developed  plans  for 
television  and  frequency  modula- 

tion and  improvements  in  the  other 
fields — the  economic  obstacles  nor- 

mally facing  new  technological 
advances  will  be  of  less  concern. 
This  will  be  particularly  true 
where  our  business  executives  see 
that  sound  depreciation  policies 
continue  to  be  employed. 

Leftover  War  Supplies 

"Second,  somewhat  related  to  the 
first  problem,  is  the  fact  that  there 
will  be  a  great  surplus  of  radio 
war  equipment.  In  addition,  there 
will  be  new  types  which  are  the 
result  of  new  developments  and  in- 

ventions which  may  not  be  revealed 
at  this  time.  The  disposal  of  this 
equipment  certainly  constitutes  a 
major  objective. 

"Third,  there  will  be  many  thou- 
sands of  men  with  new  skills 

gained  in  the  armed  forces — skills 
in  radio  which  will  have  to  find 
a  place.  Then  there  are  the  many 
women  who  have  absorbed  skills 
in  radio  repair  and  installation 
while  working  in  the  aircraft  fac- 

tories and  other  plants  now  de- 
voted to  war  production.  It  is  cer- 

tain that  an  appreciable  propor- 
tion will  want  to  continue  in  this 

line  of  work.  Employment  for  all 
of  these  people,  who  most  certain- 

ly will  want  to  work  with  us  in 
radio,  is  something  to  think  about 
at  this  time. 

"Fourth,  radio  has  been  on  the 
move  into  fields  other  than  com- 

munications. This  trend  started 
even  before  the  war.  In  the  case 
of  medicine  and  surgery  as  many 
as  80,000  diathermy  machines  have 
been  registered  with  the  Commis- 

sion; and  this  hardly  indicates  the 
extent  to  which  radio  is  being  used 
for  the  relief  of  human  life.  Ra- 

dio is  moving  rapidly  into  indus- 
trial applications,  too,  for  precision 

measurements  and  testing  and  for 
the  synthesis,  manufacture  and 
processing  of  new  materials.  Its 
progress  needs  to  be  carefully 
watched  in  this  direction  as  it  is 
likely  to  become  an  essential  and 
invaluable  tool  of  almost  every 
modern  industry.  Better  health, 
comfort,  convenience  and  safety 
are  only  a  few  of  the  boons  which 
post-war  radio  will  give  mankind. 

"It  is  quite  probable  that  in  the 
post-war  period  we  shall  become 
the  world's  principal  suppliers  of 
radio  equipment.  We  shall  have  to 
make  provision  for  this  export 
trade.  And  in  this  connection  we 

must  not  overlook  the  potential  im- 
portance of  international  broad- 

casting as  a  method  of  assuring  an 
enduring  peace.  New  methods  and 
techniques  may  be  found  in  the 
broadcasting  of  sound  and  pictures 
to  peoples  of  foreign  lands  to  give 
visual  and  living  emphasis  to  as- 

pirations common  to  people  of  good 
will  everywhere.  Color  television 
must  be  developed.  The  distance 
limitations  hitherto  imposed  upon 
television  must  be  broken  down. 

You  engineers  already  have  a  pin- 
cers movement  under  way  against 

this  one  obstacle.  We  are  bound  to 
have  a  feasible  method  for  the  long 
distance  relay  of  television  by  high 

frenuencv  emissions." 

^VIRGINIA 

Halifax,  N.  S. 

One-third  of  all  the  radio 
sets  in  Nova  Scotia  are 

within  25  miles  of  our 
antenna 

Ask  JOE  WEED 

5000 

WATTS 

DAYand  NIGHT 

910  KC 
EDWARD  PETRY&COJNC. 

NATIONAL  REPRESENTATIVES 
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Wider  Scope  for  Radio  Seen 

At  Chicago  Educators  Session 

Commercial  Broadcasting  Praised  for  Service 

And  Educational  Programs;  Citations  Given 

GREATER  utilization  of  radio  in 
education  in  connection  with  the 
war  effort  was  emphasized  at  the 
Sixth  Annual  School  Broadcast 
Conference  held  last  Tuesday 
through  Thursday  at  the  Morrison 
Hotel,  Chicago,  while  the  coopera- 

tion of  commercial  radio  in  pre- 
senting service  and  educational 

programs  was  praised  by  the  500 
radio  educators. 

The  annual  banquet  Wednesday 
evening  was  presided  over  by  Maj. 
Harold  W.  Kent,  executive  chair- 

man of  the  School  Broadcast  Con- 
ference, on  active  duty  with  the 

radio  branch  of  the  War  Dept.  The 
annual  award  of  merit  for  out- 

standing service  in  educational  ra- 
dio during  the  past  year  was  pre- 

sented to  Robert  B.  Hudson,  di- 
rector of  the  Rocky  Mountain  Ra- 

dio Council,  Denver. 
A  special  citation  was  awarded  to 

KIRO,  Seattle,  and  to  Lt.  Hazel 
Kenyon,  educational  director,  who 
last  week  joined  the  WAVES,  and 
to  Gordon  Davis,  script  writer,  for 
the  pledge  of  allegiance  program 
broadcast  by  KIRO  to  workers  in 
industry  three  times  every  24 
hours. 

Easing  Teacher  Shortage 

Due  to  the  present  shortage  of 
teachers,  greater  use  of  radio  in 
education  was  predicted  during 
panel  discussions,  and  the  function 
of  the  OWI  in  clearing  informa- 

tion to  the  schools  through  radio 
was  praised  as  an  aid  to  the  war 
effort. 

Thomas  D.  Rishworth,  assistant 
public  service  director  of  NBC,  out- 

lined before  a  discussion  group  the 
accomplishments  of  the  Inter- 
American  University  of  the  Air, 
while  Lyman  Bryson,  educational 
director  of  CBS,  revealed  that 
CBS  has  filled  142,000  requests  for 
school  manuals,  an  increase  of  30% 
over  last  year. 

Dr.  Bryson,  who  delivered  the 
major  address  at  the  banquet, 
pointed  out  that  radio  has  an  im- 

portant function  as  a  post-war  pub- 
lic forum,  not  to  settle  questions 

specifically  but  to  provide  an  im- 
partial sounding  board  where  the 

real  issues  can  be  put  before  the 
people  to  determine  for  themselves. 
He  said  that  CBS  at  present  has 
six  research  workers  in  its  educa- 

tional department  studying  post- 
war radio  plans. 

Regarding  his  work  with  the 
OWI,  Dr.  Bryson,  who  is  also  serv- 

ing with  that  agency  as  chief  of 
special  operations,  said  "this  bu- 

reau has  had  a  strong  fight  against 
secrecy  but  the  fight  pertains 
chiefly  to  facts  the  public  should 
know.  Radio  has  been  one  of  the 
contributing  factors  toward  unify- 

ing the  country,  and  the  people 
through  that  medium  of  radio  are 

better  informed  than  they  were  in 

the  previous  war." 
Citations  to  Teachers 

Citations  were  awarded  at  the 
banquet  to  individual  teachers  for 
the  best  classroom  utilization  of 
the  educational  broadcasts  Young 
America  Answers  on  WBBM,  Let 
the  Artist  Speak  on  WIND,  and 
Mother  Goose  Lady  on  WAIT,  all 
Chicago  stations. 

Station  and  network  executives 
and  educational  directors  who  par- 

ticipated in  the  three-day  confer- 
ence were:  Michael  Hanna, 

WHCU,  Ithaca;  Chester  Duncan, 
Luke  Roberts,  KOIN,  Portland; 
Erwin  Johnson,  WBNS,  Columbus; 
Jennings  Pierce,  NBC,  Los  An- 

geles; Judith  Waller,  NBC,  Chi- 
cago; Thomas  D.  Rishworth, 

Dwight  Herrick,  NBC;  M.  S. 
Novik,  WNYC,  New  York;  Harold 
McCarty,  Harold  Engle,  WHA, 
Madison,  Wis.;  Lyman  Bryson, 
Leon  Levine,  CBS,  New  York;  Prof. 
J.  T.  Frederick,  Lavinnia 
Schwartz,  CBS,  Chicago;  William 

E.  Drips,  Blue;  Richard  S.  Lam- 
bert, Canadian  Broadcasting  Corp.; 

Carl  George,  WGAR,  Cleveland; 
Mrs.  Dorothy  Lewis,  NAB;  Clar- 

ence Moore,  KOA,  Denver;  Leon- 
ard Gross,  KPO,  San  Francisco; 

Al  Hollender,  WJJD,  Chicago; 

George  C.  Jennings,  Radio  Council, 
Chicago. 

Rishworth  Is  Inducted 
THOMAS  D.  RISHWORTH,  NBC 
Eastern  Division  public  service  pro- 

gram manager,  has  been  inducted  into 
the  Army  and  leaves  for  Fort  Dix 
Nov.  16.  His  duties  will  be  assumed 
by  William  Burke  Miller,  who  will 
continue  as  Eastern  Division  program 
manager  and  war  program  manager. 

Cooper  Blade  Expands 

COOPER  SAFETY  Corp.,  Brook- 
lyn, in  a  drive  to  promote  a  new- 

type  razor  blade  [Broadcasting, 
Sept.  21]  has  increased  its  i-adio 
schedule  with  participations  five- 
times  weekly  on  WJZ,  New  York, 
using  Ed  East's  morning  program 
plus  The  Kibitzers  six-times  weekly 
on  WMAL,  Washington.  With  an- nouncements on  WEBR,  Buffalo, 
started  several  months  ago.  Cooper 
is  now  using  three  stations,  and 
will  expand  to  other  markets  as 
soon  as  distribution  plans  are  com- 

plete. Radio  is  being  used  in  con- 
junction with  newspapers  and 

magazines.  With  increased  restric- tions on  the  manufacture  of  blades, 
commercials  are  stressing  the  steel 
conservation  angle,  stating  that 
the  Cooper  blade  allows  15  to  30 
shaves  to  one  blade.  HelTelfinger 
Agency,  New  York,  handles  the 
account. 

Smithgall  Heads  WAGA 
CHARLES  A.  SMITHGALL  Jr., 
for  ten  years  prominent  in  the  At- 

lanta broadcasting  field,  was  named 
general  manager  of  WAGA  last 
week  by  George  B.  Storer,  presi- 

dent of  Fort  Industry  Co.  Mr. 
Smithgall,  a  graduate  of  Georgia 
Tech  who  was  recently  elected  vice- 
president  of  the  Georgia  Assn.  of 
Broadcasters  and  has  served  as 
radio  director  of  the  Burton  E. 
Wyatt  Company,  Atlanta  agency, 
succeeds  Don  loset,  who  has  been 
called  to  the  home  office  of  the  Fort 
Industry  Co.  in  Toledo  to  fill  an 
executive  post  created  by  induction 
of  company  personnel  into  the 
armed  forces. 

NRDGA  Conference 

NATIONAL  RETAIL  Dry  Goods 
Assn.  will  hold  a  five-day  confer- 

ence at  the  Pennsylvania  Hotel, 

New  York,  starting  Jan.  11.  "The Effects  of  Ihe  War  on  Retailing 
During  1943,"  vdll  be  discussed  at 
the  opening  session  on  the  night  of 
Jan.  11,  with  Frank  M.  Mayfield, 
NRDGA  president,  as  a  speaker. 
Included  among  the  topics  to  be 
considered  are:  "Price  Regula- 

tions," Jan.  13,  and  "Post  War 
Planning,"  Jan.  14. 

GOVERNMENT  GETS 

GRID  GAME  PLUGS 
ARRANGEMENTS  have  been  com- 

pleted for  War  Bond,  Army  and 

Navy  plugs  on  three  major  net- works during  the  broadcast  of  the 
Army-Navy  game  Nov.  28  from 
Annapolis,  according  to  Charles  J. 
Gilchrest,  chief  of  the  radio  section 
of  the  Treasury  War  Savings  Staff. 
Approximately  400  stations  of 

NBC,  CBS  and  MBS  will  carry  the 
game  which  will  be  sponsored  on  the 
Atlantic  seaboard  by  the  Standard 
Oil  Co.  of  New  Jersey  for  Esso 
Marketers.  The  company  is  paying 
$100,000  for  broadcast  rights  and 
the  sum  will  be  divided  equally  be- 

tween the  Army  Emergency  Fund 
and  the  Navy  Relief  Society. 

It  is  estimated  300  stations  will 
carry  the  War  Bond-Army-Navy 
plugs,  chiefly  in  midwestern  and western  States,  while  Esso  plugs 
reach  eastern  listeners.  The  ar- 

rangement has  been  approved  by 

the  Treasury,  Office  of  War  Infor- 
mation, the  Army,  Navy,  Standard 

Oil  and  Marschalk  &  Pratt,  agency 

in  charge,  as  well  as  the  three  net- works. Shortwave  arrangements 
are  also  under  way. 

The  game  will  be  covered  for 
NBC  by  Bill  Stern,  vdth  color  by 
Ken  Carpenter;  for  CBS  by  Ted 
Husing  assisted  by  Jimmy  Dolan; 
Mel  Allen  and  Connie  Desmond 
will  announce  for  Mutual.  A  record 
audience  is  expected  to  hear  the 
game,  since  civilian  travel  has  been 
restricted  by  the  Government  and 
attendance  will  be  small. 

Elgin's  Salutes ELGIN  WATCH  Co.,  Elgin,  111., 
through  J.  Walter  Thompson  Co., 

Chicago,  in  a  salute  to  men  in  serv- 
ice, will  sponsor  two  special  pro- 

grams of  two  hours  each  on  CBS stations  on  Thanksgiving  Day, 
Thursday,  4-6  p.m.  (EWT),  and 
Christmas  Day,  Friday,  4-6  p.m. 

(EWT).  Originating  from  Holly- wood with  Don  Ameche  as  m.c,  the 
variety  type  shows  will  also  be shortwaved  and  feature  top  film 
and  radio  talent.  J.  Walter  Thomp- 

son Co.  has  assigned  its  entire 
Hollywood  writer  and  director  staff 
to  production  details. 

Fanny  Farmer  to  Radio 
FANNY  FARMER  Candy  Shops, 
Rochester,  N.  Y.,  following  a  series 
of  tests  last  summer  in  Detroit,  is 

changing  the  emphasis  for  adver- tising its  stores  from  newspapers, 
to  radio,  using  the  latter  media  for 
the  first  time  in  its  history.  Start-, 
ing  at  varying  times  this  winter,! 

the  company  will  use  women's  par- 
ticipation programs  on  21  sta-i tions.  Agency  is  J.  Walter  Thomp-| 

son  Co.,  New  York. 

Upton  Close's  New  Sponsor 
LUMBERMAN'S  MUTUAL  Casual- 

ty Co.,  Chicago,  sponsor  of  Sunday 
broadcasts  by  NBC's  commentator,  H. V.  Kaltenborn,  until  May  of  this 
year,  has  signed  for  a  Sunday  news 
program  on  Mutual,  featuring  Upton 
Close,  author  and  commentator.  Se- 

ries starts  Nov.  22,  in  the  5:15-5:30 
p.m.  period.  Mr.  Close,  a  free  agent in  his  radio  affiliations,  is  currently 
sponsored  on  NBC  Sundays  3  :15-3  :3( 
p.m.  by  W.  A.  SheafEer  Co.,  Fort Madison,  la.  (pens  and  pencils).  In 
surance  firm's  agency  is  Burnett  Co. Chicago. 
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FROM  HERE  ON,  IT'S  UP  TO  THE  RETAILER 

ti 

Says  H.  R.  BAKER,  Field  Agent  for 
56  Volunleer  Slores  associated  with 
THE  GILBERT  GROCERY  COMPANY, 

Portsmouth,  Ohio. 

Wow,  more  lhan  ever,  ihe  movement  of  any  one  producl  is  up  to  the  retailer. 

Our  experience  shows  that  when  a  customer  calls  for  a  nationally  advertised 

product,  and  it  is  out  of  stock,  she  will  take  any  brand  recommended  by  the 

grocer,  at  least  fifty  per  cent  of  the  time. 

"Therefore,  it  would  appear  logical  that  manufacturers  give  more  thought  and 
attention  to  dealers  than  ever.  Goodness  knows  a  retailer  has  enough  problems, 

what  with  price  ceilings,  shortages  that  make  it  hard  to  keep  volume  up,  etc.  Now, 

if  these  problems  are  further  complicated  by  the  loss  of  advertising  help,  the  good 

will  and  desire  to  co-operate  that  have  been  built  up  through  the  years  will  be  lost. 

"The  war  has  done  one  thing — it  has  brought  into  sharp  focus  the  true  importance 
of  the  dealer  in  relation  to  the  whole  food  distribution  picture.  And  any  advertiser 

who  now  ignores  this  fact  will  be  sharply  reminded  of  it,  at  considerable  expense, 

in  the  future." 

No.  7  OF  A  SERIES- 
MERCHANDISE  THINK 

WHAT  THE  MEN  WHO  MOVE  YOUR 
ABOUT    WAR-TIME  ADVERTISING. 

NATION'S     MOST     M  E  R  C  H  A  N  D  I  S  E- A  B  L  E  STATION 



3)£cUaA^  DOMINANCE! 

«  There  has  never  been  any  doubt  concerning  the 
leadership  of  WKY  in  Oklahoma  City.  There  can  be 
none  today. 

Hooper's  summer  report  for  the  five  months,  May 
through  September,  1942,  again  establishes  WKY's 
program  dominance  decisively. 

WKY  was  first  during  85  out  of  100  weekday 

morning  periods,  80  out  of  100  weekday  afternoon 

periods,  10  out  of  12  Sunday  daytime  half-hours,  and 

59  out  of  63  nighttime  half-hours. 
Not  only  that  .  .  .  during  62.8  %  of  the  time,  more 

persons  were  listening  to  WKY  than  to  all  three 

other  Oklahoma  City  stations  put  together!  

That's  why  WKY  is  doing  such  a  magnificent 
selling  job  for  its  advertisers.  That's  why  WKY  is  the 
station  for  YOUR  advertising! 
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PRICE  15  CENTS 

The  Weeklv Newsmcigazirie  of 

vertisin 

In  Midwest  America 

MORE  than  a  million  letters  a  year 
for  12  years  (1942  will  make  it  13) 

is  plain  evidence  that  WLS  influ- 
ences people  in  Midwest  America.  WLS 

is  conceded  to  be  the  dominant  station 

on  Midwest  farms.  But  WLS  is  listened 

to  in  the  cities,  too — 123  cities  with  over 

10,000  population  are  within  the  four- 
state  WLS  Major  Coverage  Area. 

Everywhere  in  the  Midwest,  people 

listen  to  WLS  .  .  .  listen  and  respond. 
They  have  confidence  in  WLS  .  .  .  and  in 

products  associated  with  the  WLS  name. 

890  KILOCYCtES 
50,000  WATTS BLUE  NETWORK 

In  Arizona 

UNDER  the  same  management
  and 

with  the  same  principles  of  service 

as  WLS,  the  Arizona  Network  is 

doing  a  similar  fine  job.  Arizona  is  a  big 
market,  centered  around  KOY,  Phoenix; 

KTUC,  Tucson,  and  KSUN,  Bisbee- 
Lowell.  The  Arizona  Network  effective- 

ly serves  and  sells  the  area  where  90% 

of  the  state's  retail  dollars  are  spent! 

With  choice  CBS  programs  and  their 
own  local  staff,  the  Arizona  Network  is 

"First  in  Arizona"  .  .  .  with  listeners  and 
advertisers.    Ask  any  John  Blair  man. 

A     ̂   1000  WATTS 

H^^r  DAY  AND  NIGHT 

CBS  Affiliate    %l       kilocycles  /. 

REPRESENTED  BY  JOHN  BLAIR  &  COMPANY PHOENIX,  ARIZONA 
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BIG  NAMES,  OF  COURSE 

BU¥  QUJIUnr  TOO! 

\vc\press\ye\ 

That's  the  one  word  that  can  adequately  describe  Standard  Radio 

talent.  Big  names  —  network  names  —  commercial  names  — 

all  of  them: 

DAVE  ROSE,  ALVINO  REY,  BOB  CROSBY,  TED  FIO-RITO,  RAY 

NOBLE,  DUKE  ELLINGTON,  FREDDY  MARTIN,  OZZIE  NELSON, 

SPIKE  JONES  AND  THE  CITY  SLICKERS  (of  "Fuehrer's  Face" 

fame),  MATTY  MALNECK,  ABE  LYMAN  —  and  ffie/'re  nof  a/// 

But  we  do  more  than  give  our  station  subscribers  big  names. 

We  record  their  music  with  that  expert  touch  of  showmanship, 

that  technical  perfection  that  assures  highest  quality  reproduction. 

Reason  enough  why  Standard  maintains  its  leadership  —  with 

the  largest  list  of  library  subscribers. 

360  N.  MICHIGAN  AVENUE 

CHICAGO,  ILLINOIS 
6404  HOLLYWOOD  BOULEVARD 

HOLLYWOOD,  CAL. 

Published  every  Monday,  53rd  issue  (Year  Book  Number)  published  in  February  by  Broadcasting  Publications,  Inc.,  870  National  Press  Building,  Washington,  D.  C.  Entered 
second  class  matter  March  14,  1933,  at  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 
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Sales  for  you  right  here  •  • 
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NEW  ORLEANS 

50,000  watts  -  -  clear  channel 

Philadelphia  listeners  show  their  "brotherly  love"  by  writing  in  all 
the  way  to  WWL  in  praise  of  our  programs.  Our  mail  constantly 

shows  our  long-range  selling-POWER. 

But  it  is  much  more  important  to  you  that  we  dominate  completely 

the  rich  trade  area  around  New  Orleans — -and  deliver  it  to  you  for 
your  sales  and  profit. 

The  greatest  selling  POWER 

in  the  South's  greatest  city 
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W^^!^^ZTi/Tru  Ex
r/^A  FUEL  OIL  ? 

0  A  better  buy  is  KFAB.  Delivers  your 
advertising  message  to  a  warm,  recep- 
tive  audience  throughout  the  farm 
areas  of  Nebraska  and  her  neighbor' 

ft  ing  states.  Has  helped  many  other 
advertisers  achieve  the  hottest  sales 

.  records  in  years.  Can  do  the  same 
for  you!  We  still  have  a  little  time 
that  isn't  rationed.  Better  call,  today. 

DON  SEARLE— Gen'i  Mgr 
Ed  Petry  &  Co.,  NatM  Rep.  ̂  

ilFAB 
I    N    C    O   L  N 
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DID  you  ever  wade  in  mud  up  to  your  waist  with  reptiles 
and  vermin  attacking  you  on  all  sides  —  and  bullets 

whizzing  over  your  head?    Lots  of  Americans  have. 

Put  yourself  in  their  shoes — millions  of  them.  When  you  come 
marching  home  what  companies  would  you  prefer? — The  ones 
that  made  life  a  little  easier  while  you  were  in  the  mud — or  the 

ones  that  didn't? 
Practically  all  industries  are  contributing  directly  or  indirectly 
to  the  war  effort  now.  But  does  everybody  know  about  it?  Does 
that  boy  in  the  mud  know  that  soap  manufacturers  make  glycer- 

ine for  his  ammunition? 

Industry  has  a  story  to  tell — a  story  of  cooperation.  Call  it  in- 
stitutional advertising,  if  you  will,  but  put  yourself  in  a  dough- 

boy's shoes  and  you'll  call  it  direct  selling. 
For  years  one  of  the  best  media  in  the  South  has  been  the 
powerful,  50,000  Watt  voice  of  clear  channel  WSM.  Over  2 
million  radio  homes  in  the  WSM  market,  housewives,  fathers, 
mothers  and  friends  of  service  men.  Why  not  tell  them  what 
YOU  are  doing  to  help  THEIR  soldiers?  Tell  them  in  the  WSM 
market — A  pre-war,  mid-war  and  post-war  market  of  oppor- 
tunity. 

HARRY  L.  STONE,  Gcn'l.  Mgr. NASHVILLE,  TENNESSEE 

OWNED  AND  OPERATED  BY 

THE   NATIONAL   L  I  F  E      N  D      C  C  I  D  E  N  T    INSURANCE  C  O  M  P  fl  N  Y,    I  N  C  . 
NATIONAL  REPRESENTATIVES,   EDWARD  PETRY  &  CO.,  INC. 
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Smart  Advertisers  have  found  a 

BOMB  SKiHI  TO  HIP  BALIIMOBE! 

Near  misses  don't  count  in  radio.  National 
and  local  advertisers  are  learning  that.  In 

Maryland  they've  discovered  that  WFBR 
covers  the  vital  Baltimore  market  as  eflfec- 

tively  as  some  of  the  recently  introduced 

Allied  "Block  Busting"  Bombs.  You  hit  the 
target  you  aim  at ! 

And  when  you  hit  the  6th  largest  city  in 

the  country,  with  WFBR's  concentrated  force, 
something  happens  to  sales. 

WFBR  doesn't  try  to  cover  Virginia,  Penn- 
sylvania, New  Jersey,  Delaware  or  West  Vir- 

ginia. Our  job  is  Baltimore.  We  use  the 

electrical  power  that  does  just  that.  WFBR 
believes  that  those  scattered  states  have  radio 

stations  right  in  their  own  backyards  with 

their  own  loyal  listeners. 

In  Baltimore  ...  it  all  adds  up  to  this:  In 

Baltimore  .  .  .  WFBR  gives  a  magnificently 

clear  signal  DAY  and  NIGHT.  Baltimore 

people  enjoy  the  station.  Advertisers  save 

money  by  buying  coverage  .  .  .  and  not  just 

power  that's  costlier  and  too  often  wasteful. 

RADIO  STATION WFBR BALTIMORE 

NATIONAL  REPRESENTATIVE JOHN     BLAIR     &  CO 



iHE  gentleman  with  the  undisguised  good-nature  is  affectionately  known  around  the 

Twin  Cities  and  the  Northwest  as  "Uncle  Mac".  He's  keeping  his  regular  date  as  M.  C. 

of  the  high-flying  "Red  River  Valley  Gang"— which  is  another  WCCOshow  with 

That  Northwest  Flavor.'*^ 

Thirty  weeks  ago  the  Gang  had  their  first  get-together  on  WCCO.  Since  then, 

they've  really  gone  to  town— and  country.  In  their  first  thirteen  weeks... and  in  their 

try-out  spot  on  one  of  the  busiest  broadcasting  nights  in  the  week . . .  they  built  up  a 

ivhooper  of  a  Hooper. 

Like  all  original  WCCOshows,  "Red  River  Valley  Gang"  is  specially  built  for  the 

850,000  radio  homes  in  WCCO's  primary  listening  area.  Drawling  Uncle  Mac... the 

famous  Plehal  Brothers  with  their  harmonizing  harmonicas . . .  songstress  Mary  and  bash- 

ful Hjalmar . . .  those  musical  lads,  Gus,  Curley  and  Ernie . . .  provide  one  more  example  of 

the  deft  programming  that  has  brought  WCCO  a  larger  share  of  the  Northwest  audience 

— morning,  noon  and  night— than  any  other  Twin  City  station. 

If  you'd  like  to  know  more  about  the  Red  River  Valley  Gang  (or  WCCO)  get  in 

touch  with  us  or  your  nearest  Radio  Sales  office. 

*north'west'  fla'vor  ( -west  fla'ver ) ,  n.  that  special  qual- 
ity which  recommends  a  radio  program  to  the  tastes  of 

Northwesterners.  See  also:  TANG,  ZEST,  SHOWMANSHIP. 

50,000  WATTS  WHERE  IT  COUNTS  THE  MOST 

Minneapolis- St.  Paul.  Owned  and  operated  by  the  Columbia  Broadcasting  System.  Represented  nation- 
ally by  Radio  Sales  with  offices  in  New  York,  Chicago,  St.  Louis,  San  Francisco,  Los  Angeles,  Charlotte 

WCCO 



ONE  OF  A  SERIES   PRESENTING  THE  MEN   WHO   MAKE   FREE  &  PETERS  SERVICE 

P-s-s-s-t!- 

we  converted 

Wm 

I 

Robert  S.  Conns! 

Ever  since  we've  been  walking  up  and  down 
Michigan  Ave.  ourselves,  Bob  Collins  has 

been  one  of  Chicago's  well-known,  active 
and  successful  advertising  men.  Actually, 

it's  been  twenty-one  years.  But  recently  Bob 
has  come  to  the  conclusion  that  spot  radio 
is  the  ideal  medium  either  to  buy  or  to  sell 
in  advertising.  So  having  convinced  himself 
on  that,  Bob  has  now  taken  the  logical  next 

step  and  left  a  big  job  in  "printed"  advertising 
to  join  us  here  at  F&P. 

What  do  you  think?  Isn't  it  true  that,  this 
year  especially,  spot  radio  is  made-to-order 
for  you?  Using  spot  radio,  you  get  the  full 
attention  of  your  audience,  whether  you  use 

big  "space"  or  small.  .  .  .  You  can  advertise 
exclusively  to  the  markets  you  want,  without 
waste  or  duplication.  .  .  .  Where  desirable, 
for  instance,  spot  radio  enables  you  (by  your 

choice  of  stations  and  time)  to  secure  audi- 
ences made  up  almost  entirely  of  housewives, 

or  sports  fans,  or  farmers,  or  children — and 
gives  you  a  discount  for  missing  the  people 

you  didn't  even  want! 

If  you  are  wondering  about  media  for  any 
of  your  accounts,  let  us  tell  you  some  ways 
that  spot  broadcasting  has  been  used  for 

similar  sponsors  or  products.  That's  the  best 
sales  material  we  have,  here  in  this  pioneer 

group  of  radio-station  representatives. 

Four  years,  Conover-Mooney  Agency 

Two  years,  Lord  &  Thomas 

Fifteen  years,  Chicago  Sales  Manager, 
Newspaper  Groups,  Inc. 

Free  &  Peters  (Chicago  Office)  since 
October,  1942 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WKBW  BUFFALO 
WJWC    .   .  CHICAGO-HAMMOND WCKY  CINCINNATI 
KDAL  DULUTH 
WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO  .KALAMAZOO-GRAND  RAPIDS KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN     .   .  MINNEAPOLIS-ST.  PAUL V/INS  NEW  YORK 
V/MBD  PEORIA 
KSD  ST.  LOUIS 
WFBL  SYRACUSE 

.  .  .  IOWA  .  .  . 
WHO  DES  MOINES 
V/OC  DAVENPORT 
KMA  SHENANDOAH 

.  .  .  SOUTHEAST  .  .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  .  .  . 
KOB  ALBUQUERQUE 
KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  .  . 
KARM   FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
:0  SEATTLE 
and  WRIGHT-SONOVOX.  Inc. 

Free  &  Peters,  ih. 

Pioneer  Radio  Station  Representatives Since  May,  iq^2 

CHtCAGO:  i8o  N.Michigan  NEW  YORK:  247  Park  Ave.  SAN  FRANCISCO:  i/z  5////fr  HOLLYWOOD:.  15/2  N.  Gor<^o«  ATLAHT  A:  ̂ 22  Palmer  Bldg. Franklin  6373  ^  PJa2a5-4l31_  Sutter  4353  Gladstone  3949  .      .  Main  5667 
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WPB  to  Provide  Set  Replacement  Tubes 

Receivers  Will  Be 

Kept  in  Service 

For  Duration 

ORDERS  for  a  replacement  tube 
program  that  will  insure  continued 
operation  of  the  vast  majority  of 
civilian  radio  receivers  for  the  du- 

ration were  near  completion  at 
the  WPB  Radio  &  Radar  Division 
in  Washington  last  week. 

A  concentrated  effort  to  produce 
an  adequate  supply  of  tubes  will 
be  launched  before  the  first  of  the 
year,  according  to  Frank  H.  Mc- 

intosh, chief  of  the  renamed  For- 
eign &  Domestic  Broadcast  Branch. 

These  developments  completely 
set  at  rest  rumors  that  broadcast 
receivers  were  about  to  go  out  of 
service  at  the  rate  of  50,000  to 
60,000  a  day.  Agency,  advertiser 
and  broadcasting  circles  had  been 
upset  by  circulation  of  these  ru- 
mors. 

'Victory  Model'  Line 
The  WPB  program,  designed  to 

head  off  a  newly-discovered  short- 
age in  replacement  part  inventor- 
ies, involves  production  of  a  "Vic- 

tory Model"  line  of  standardized 
parts,  with  sufficient  variety  to  ser- 

vice more  than  90%  of  the  nation's 
receiving  sets.  WPB  expects  that 
the  remaining  10%,  requiring  rare 
types  of  tubes  not  included  in  the 
Victory  Model  line,  will  be  pro- 

tected by  reserves  now  on  dealer 
shelves. 

The  new  tube  program  will  in- 
clude the  110  common  tube  types,  a 

reduction  from  the  350  types  per- 
mitted under  Tube  Order  L-76. 

These  cover  all  high-demand  types 
as  determined  by  dealer  and  manu- 

facturer reports. 
Material  will  be  made  available 

for  the  program  by  the  Radio  & 
Radar  Division,  which  has  power 
to  allocate  supplies  to  meet  its 
program.  Production  of  tubes  will 
be  portioned  among  dealers  in  pro- 

portion to  their  1941  output.  Some 
plants,  engaged  in  war  work,  may 
not  participate  however.  Tubes  will 
bear  the  maker's  trademark,  but 
other  parts  may  use  the  "Victory" label. 
The  new  tube  program  was 

spurred  by  a  report  last  week  that 
inventories  on  jobber  shelves  were 
far  below  the  stockpile  estimated 

in  WPB  quarters.  A  report  from 
the  Tube  &  Replacement  Parts 
Committee  of  the  National  Elec- 

tronic Dealers  Assn.  showed  un- 
expected shortages  of  several  im- 

portant tube  types,  and  revealed 
that  a  large  proportion  of  the  tube 
reserve  consisted  of  the  slower  sell- 

ing, less  commonly  used  varieties. 
Until  now,  WPB  has  held  up 

production  of  replacement  tubes 
under  a  deliberate  plan  to  exhaust 
existing  stocks  before  lifting  re- 

strictions on  production  for  civi- 
lians. An  impression  had  existed 

in  some  Washington  circles  that 
as  many  as  50,000,000  tubes  were 
available  as  replacements. 
WPB  suspected  its  civilian  radio 

replacement  allocations  were  in- 
sufficient when  distributors  began 

filing  applications  for  priority  as- 
sistance  under   Limitation  Order 

Injunction  Plea  Denied 

In  Monopoly  Rules 

Issued  by  FCC 
STARTING  immediately  after  the 
three- judge  statutory  Federal 
Court  in  New  York  had  handed 
down  its  decision  dismissing  the 
petitions  of  NBC  and  CBS  for 
injunctions  restraining  the  FCC 
from  putting  into  effect  its  so- 
called  network-monopoly  regula- 

tions, these  networks  last  week 
were  speeding  preparations  for 
prompt  appeals  to  the  Supreme 
Court  of  the  United  States. 

Stay  Order 
Dismissal  was  issued  Monday 

afternoon  (Nov.  16)  in  an  opinion 
written  by  Circuit  Judge  Learned 
Hand,  with  District  Judges  Henry 
W.  Goddard  and  John  Bright  con- 

curring. Trio,  which  heard  oral 
arguments  from  attorneys  for 
NBC  and  CBS,  requesting  injunc- 

tive relief  from  the  application  of 
the  FCC's  promulgated  regula- 

tions, and  from  counsel  for  the 
FCC  and  for  MBS,  asking  for 
summary  judgment  dismissal  of 
the  suits  early  last  month  [Broad- 

casting, Oct.  12],  is  the  same  panel 
which  in  February  had  held  by  a 
2-1  vote.  Judge  Bright  dissenting, 
that  it  held  no  jurisdiction  to  rule 

L-183.  A  broad  picture  of  inven- 
tories of  jobbers  and  distributors 

showed  evidence  of  spotty  short- 
ages of  important  types.  The  Vic- 
tory Model  program  of  a  stream- 
lined stock  of  important  types  of 

tubes  and  other  replacement  parts, 
already  drawn  up  at  WPB  head- 

quarters, was  then  proposed  to  the industry. 

Plan  All  Ready 

The  plan  was  studied  and  ap- 
proved by  manufacturers  and  deal- 

ers throughout  the  country  "with 
very  little  change",  according  to 
Mr.  Mcintosh.  It  was  presented 
to  the  NEDA  tube  and  replacement 
part  committee  in  Washington  last 
Thursday,  and  approved  with  some 
changes.  It  now  is  almost  ready 
to  go  into  production,  awaiting 
only  the  formal  order  which  is 

Full  text  of  the  Federal  court's 
decision    in    the  network- 
monopoly  case  will  be  found  on 

page  24. 

on  the  validity  of  the  Commission's regulations  [Broadcasting,  March 2]. 

While  denying  the  attempts  of 
CBS  and  NBC  to  outlaw  these 
regulations,  the  court  did  not,  how- 

ever, empower  the  FCC  to  put  its 
proposed  rulings  into  immediate 
effect,  but  continued  the  stay  order 
maintaining  the  status  quo  until 
Feb.  1,  1943,  or  until  the  appeal 
has  been  argued  in  the  Supreme 
Court,  whichever  is  earlier. 

FCC  Chairman  James  Lawrence 
Fly,  the  mainspring  in  the  move 
to  impose  the  network-monopoly 
rules,  asked  to  comment  on  the  de- 

cision, would  only  say,  "The  court's decision  speaks  for  itself.  I  do  not 
think  any  comment  from  me  would 

be  appropriate." 
Paley  Comments 

William  S.  Paley,  president  of 
CBS,  made  the  following  state- ment: 

"We  are  taking  immediate  steps 
to  bring  the  case  before  the  Su- 

preme Court,  which  earlier  in  the 
year  reversed  a  prior  decision  of 

expected  shortly.  Other  industry 
committees  are  expected  to  study 
the  plan,  and  Victory  Model  parts 
will  be  submitted  to  the  American 
Standards  Assn.  for  assignment  of 

type  numbers. 
The  new  production  plan  consists 

of  more  than  replacement  tubes, 
although  the  tube  part  of  the  plan 
will  be  the  first  to  go  into  effect. 
Volume  controls,  resistors  and  con- 

densers, as  well  as  14  types  of  re- 
placement transformers,  also  are 

provided.  Key  to  the  program  is 
concentrated  production  of  a  sim- 

plified list  of  most  commonly  used 
replacement  parts. 

The  plan  will  insure  operation  of 
all  radios  manufactured  in  the  last 
12  years,  or  even  older,  the  WPB 
believes,  with  only  obsolete  or  other 

rare  type  outfits  not  covered.  Re- 

this  statutory  court  on  the  ques- 
tion of  jurisdiction  in  the  same 

case.  We  believe  any  enforcement 
of  the  proposed  FCC  rules  would 
seriously  jeopardize  the  vital  role 
which  network  broadcasting  is 
playing  in  the  war  effort,  and  we 
will  vigorously  defend  our  right 
to  continue  the  nationvdde  service 
which  we  are  rendering. 

"The  text  of  the  statutory  court 
decision  seems  to  us  to  be  based 

upon  a  narrow  legalistic  interpre- 
tation of  the  Communications  Act, 

with  which  we  frankly  disagree, 
and  which  wholly  disregards  the 
irreparable  damage  which  might 
be  done  to  American  broadcasting. 
"We  are  confident  that  no  final 

determination  of  this  case  can 
ignore  the  fact  that  our  present 
American  system  of  broadcasting 
has  produced  the  highest  level  of 
audience  approval  and  of  public 
service  of  any  country  in  the 

world." 

Niles  Trammel,  NBC  president, 

stated,  "Steps  will  be  taken  im- mediately to  perfect  an  appeal  to 

the  U.  S.  Supreme  Court." When,  last  June,  the  Supreme 
Court  overruled  the  Federal  Statu- 

tory Court's  decision  that  it 
lacked  authority  to  decide  the  issue 
and  remanded  the  case  back  for  a 

(Continued  on  page  52) 

NBC,  CBS  to  Appeal  Network  Ruling 
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ports  show  sufficient  supply  of 
parts  for  these  receivers. 

Rumor  of  a  serious  tube  short- 
age had  circulated  at  the  Assn. 

of  National  Advertisers  meeting 
in  New  York  Nov.  11-12  [Broad- 

casting, Nov.  16].  Moreover, 
George  D.  Barby,  president  of  the 
NEDA,  recently  had  stated  he  be- 

lieved the  shortage  was  already 
critical.  After  the  meeting  with 
WPB  last  Thursday,  Mr.  Barby 
said,  "The  program  looks  good, 
and  our  committee  is  encouraged 
by  prospects  of  an  adequate  supply 
of  replacement  tubes." 

Shortage  Threat 

NEDA,  it  is  understood,  sub- 
mitted to  Mr.  Mcintosh  figures 

which  tended  to  confirm  Mr.  Bar- 
by's  statement  of  a  threatened 
tube  shortage.  In  its  industry  pub- 

lication, NEDA  on  Oct.  1  asked  the 
600  jobbers  throughout  the  country 
to  report  their  inventories. 

"Here  is  a  real  emergency,"  the 
NEDA  wrote.  "Some  replacement 
tubes  simply  are  not  available." 

Mr.  Barby  said  the  committee, 
of  which  Walter  C.  Braun  is  chair- 

man, had  presented  evidence  of  the 
need  of  tubes  to  Mr.  Mcintosh — 
figures  which  tended  to  prove  that 
jobbers  now  lack  certain  tube  types, 
including  several  important  types. 
He  said  the  WPB  program  then 
proposed  seemed  adequate  to  over- 

come all  these  shortages. 
WPB  declared  the  new  program 

was  based  on  its  awareness  of  the 
importance  of  radio  to  the  war 
effort.  Commenting  on  the  rumor 
that  replacement  parts  would  be 
allowed  to  become  exhausted,  a 

WPB  official  said,  "It  seems  ridicu- 
lous to  assume  that  no  provision 

is  being  made  for  such  vital  needs 
as  may  exist  for  radio  receiver 

components." 
"It  may  not  be  as  easy  to  pur- 

chase a  vacuum  tube  today  as  for- 
merly, but  temporary  shortage  in 

one  locality  should  not  create  panic 
as  to  the  whole  future  of  radio," 
the  WPB  spokesman  added. 

Transmitters,  Too 

"The  WPB  has  studied  the  needs 
and  inventories  of  broadcast  trans- 

mitters, police,  forestry  and  other 
governmental  agencies,  and  expects 
to  maintain  these  services  as  well." 

Explaining  the  appearance  of  a 
tube  shortage,  despite  estimates  of 
responsible  officials,  the  WPB  in- 

dicated the  shortage  probably  re- 
sulted from  overestimation  of  tube 

stocks  in  the  hands  of  distributors 

and  dealers  coupled  with  "raids" 
by  military  purchasing  agents  on 
stocks  provided  for  civilians.  Capt. 
William  A.  Gray,  chief  of  the  WPB 
Vacuum  Tube  Branch  pointed  out 
that  there  is  no  shortage  of  fa- 

cilities for  tube  production,  and 
said  "we  have  adequate  capacity 
to  meet  civilian  needs  without  in- 

terfering with  military  require- 
ments." 
According  to  Bond  Geddes,  ex- 

ecutive vice-president  and  manager 
of  the  Radio  Manufacturers  Assn., 
31,000,000  replacement  tubes  had 
been  shipped  in  the  first  nine 
months  of  1942,  a  substantial  in- 

Federal  Policy  Is  Laid  Down 

To  Defer  Essential  Workers 

FIELD  OFFICES  of  the  U.  S.  Em- 
ployment Service  will  support  de- 

ferment of  men  in  "essential  activi- 
ties"— including  communications — 

only  when  the  job  is  essential  to 
the  war  effort  and  when  it  cannot 
be  filled  by  a  man  with  less  than 
six  month's  training,  according  to 
instructions  mailed  last  week  to 
1,500  field  offices  by  the  War  Man- 

power Commission. 
The  statement,  in  the  form  of  an 

introduction  to  the  List  of  Essen- 
tial Occupations  for  Essential  Ac- 

tivities, now  under  preparation, 
points  out  that  local  Selective  Ser- 

vice Boards  may  seek  advice  of 
the  USES  before  deciding  on  the 
essential  character  of  so-called  de- 

fense jobs.  A  list  of  these  essen- 
tial jobs  is  now  being  determined 

for  each  of  the  37  essential  activi- 
ties, and  a  definition  of  each  job 

will  be  supplied  to  the  field  offices. 
Must  Meet  Two  Tests 

To  be  included  in  the  list  of 
titles,  the  job  must  meet  two  tests, 
the  intoduction  points  out:  "Does 
the  replacement  require  at  least 

crease  over  the  similar  period  last 
year,  when  24,500,000  were  shipped. 
At  WPB,  however,  some  doubt  was 
expressed  that  all  these  were  re- 

served for  civilian  use. 
Mr.  Geddes  pointed  out  that 

while  the  number  of  tubes  shipped 
through  September  had  been  en- 

couraging, production  has  fallen 
off  sharply  since  then  because  of 
a  shortage  of  materials.  Capt. 
Gray  declared  he  did  not  believe 
that  in  event  that  materials  con- 

tinued scarce,  civilian  radio  tubes 

would  "be  the  first  casualty". 
Rather,  he  foresaw  a  scaling  down 
all  around,  with  minimum  civilian 
requirements  being  met.  Mr.  Mc- 

intosh declared  that  material 
would  be  made  available  for  mak- 

ers of  Victory  Models. 
Cut  to  110  Types 

Tentative  list  of  Victory  Model 
tubes  includes  110,  reduced  from 
an  original  list  of  almost  700  tube 
types  before  Order  No.  L-76  lim- 

ited production  to  350  types  last 
spring. 

Also  included  are  14  varieties  of 
transformers  and  chokes,  reduced 
from  155  types  previously  used. 
These  include  six  types  of  power 
transformers,  and  4  and  8-watt 
output  transformers ;  small  3 : 1 
input  transformer  for  AC-DC  and 
large  universal  input  transformer; 
tapped  universal  driver  with  three 
popular  ratios;  and  three  types  of 
choke. 

Nine  varieties  of  dry  electrolytic 
condensers  vnW  be  made  under  the 
program,  and  11  types  of  paper 
tubular  condensers.  Eighteen  sizes 
of  untapped  universal  volume  con- 

trol of  both  audio  and  linear  taper 
are  provided  for,  and  some  27  types 
of  special  volume  controls. 

six  months?  Is  it  necessary  in  per- 
forming the  particular  activity? 

"Workers  who  can  acquire  rea- 
sonable proficiency  in  less  than  six 

months  are  not  included  in  the  list 

of  titles,"  the  introduction  adds,  in- 
dicating they  will  not  be  consid- 

ered for  deferment.  "The  six 
months'  period  is  intended  to  cover 
the  time  necessary  for  a  worker  to 

attain  normal  proficiency,"  it  ex- 

plains. Outlining  its  tests  of  "essential 
to  an  essential  occupation",  the 
WMC  said  "promotion  men,  sales- 

men, occur  in  many  establishments 
engaged  in  essential  activities,  yet 
for  purposes  of  the  war  program, 
the  service  of  promotion  men  and 
salesmen  are  not  considered  essen- 

tial, and  they  have  accordingly 

been  omitted  from  the  list." 
As  work  on  the  lists  of  essential 

occupations  progresses,  the  intro- 
duction says,  the  War  Manpower 

Commission  is  taking  a  stricter 
attitude  in  interpreting  these  re- 

quirements, and  many  jobs  listed 
in  the  "essential  activity"  list  of 
July,  1942,  have  been  eliminated. 
The  list  for  communications  has 
not  yet  been  completed,  and  there 
is  no  indication  what  classes  of 
broadcasting  employes  will  be  in- 

cluded, although  Communications 
has  been  listed  as  an  essential  in- dustry. 

Westinghouse  to  Start 

Sunday  Afternoon  Show 
WESTINGHOUSE  Electric  &  Mfg. 
Co.,  East  Pittsburgh,  Pa.,  has  con- 

tracted with  NBC  for  a  Sunday 
afternoon  musical  show  to  start 
shortly  after  the  first  of  the  year 
on  an  institutional  basis.  The 
period  set  aside  for  the  Westing- 
house  program  is  2:30-3  p.m.,  now 
occupied  by  the  University  of  Chi- 

cago Round  Table  broadcasts,  which 
will  probably  be  shifted. 

Tentative  cast  for  the  new  series 
includes  John  Charles  Thomas,  a 
Lynn  Murray  chorus,  John  Nesbitt, 
and  Mark  Warnow's  orchestra. 
Agency  handling  institutional  ad- 

vertising for  Westinghouse  is 
Young  &  Rubicam,  New  York. 

Gillette  Signs  Bowl 

FOR  THE  FOURTH  consecutive 
year,  Gillette  Safety  Razor  Corp., 
Boston,  will  sponsor  the  Sugar 
Bowl  football  game  on  the  BLUE. 
The  annual  New  Year's  Day  event, 
to  be  held  in  New  Orleans,  will 
be  broadcast  on  from  90  to  130 
stations,  starting  at  3:15  p.m.  and 
continuing  until  its  conclusion. 
Maxon  Inc.,  New  York,  is  the agency. 

OWI  Stations  Post 

Is  Given  to  Connor 

Pacific  Coast  Coordinator 
Heads  Washington  Activity 

RICHARD  F.  CONNOR,  for  ap- 
proximately one  year  radio  coordi- 

nator of  the  Southern  California 
Broadcasters  Assn.,  Los  Angeles, 
has  been  appointed  chief  of  station 

relations.  Radio 
Bureau,  Office  of 
War  Information, 
and  assumes  his 
new  duties  in 
Washington  Dec. 
12.  Appointment 
was  announced 

by  William  B. 
Lewis,  chief  of Mr.  Connor  the  bureau. 

Mr.  Connor  has  relinquished  his 
post  as  radio  consultant  of  the 
OWI  and  also  resigned  as  radio 
coordinator  of  the  War  Emergency 
Board  of  West  Coast  Broadcasters 
Assns.,  recently  set  up  under  direc- 

tion of  the  IV  Fighter  Command 
and  Western  Defense  Command. 
Successors  to  his  former  West 
Coast  duties  had  not  been  an- 

nounced at  press  time. 
Coast  Radio  Record 

In  radio  since  1928  as  announcer- 
producer  and  writer,  Mr.  Connor 
at  one  time  was  general  manager 
of  KMPC,  Beverly  Hills,  Cal.  For 
more  than  four  years  he  operated 
his  own  advertising  agency  in  Los 
Angeles.  Over  a  ten-month  period 
in  1941  during  California  State 
Legislature  sessions  he  conducted 
a  daily  interview  program.  Affairs 

of  State,  over  Don  Lee  Broadcast- 
ing System,  originating  the  series 

from  the  State  Capitol  at  Sacra- mento. 

Prior  to  that  for  a  period  of 
eight  years,  along  with  other  radio 
activity,  he  conducted  civic  broad- 

casts from  Los  Angeles  city  hall 
over  various  Southern  California 
stations. 

*      *  * 

Rusted  Resigns 

K.  WALLACE  HUSTED,  recently 

appointed  chief  of  the  station  re- 
lations division  of  the  Radio  Bu- 

reau of  the  Office  of  War  Informa- 
tion [Broadcasting,  Oct.  26]  has 

resigned  to  accept  a  position  as 
Overseas  Director  of  the  American 
Red  Cross.  In  his  new  job,  Mr. 
Husted  will  leave  the  country  soon 
for  a  post  abroad. 

Formerly  general  manager  of 
WLOL,  Minneapolis,  Mr.  Husted 
joined  OWI  to  supervise  and  main- 

tain liaison  with  17  regional  con- sultants of  the  Radio  Bureau. 

MEYERS  STUDIOS,  Toronto 
(chain  photographic  stores)  has 
started  a  weekly  transcribed  program, 
Rhapsody  in  Rhythm,  on  15  Canadian 
.stations.  Account  was  placed  by  All- 
Canada  Radio  Facilities,  Toronto. 

Vick  Tests  New  Item 
VICK  CHEMICAL  Co.,  New  York, 
is  considering  a  test  campaign  in 
selected  markets,  using  spot  an- 

nouncements and  newspapers  for 

the  promotion  of  a  new  children's laxative,  Vick-lax.  No  further  de- 
tails on  the  drive  are  available 

from  Marschalk  &  Pratt,  New 
York,  agency  handling  the  new 
products  division  of  Vicks. 
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Food  Industry  Plans  Promotion  Drive 

Grocery  Group  Project 

To  Improve  Public 

Understanding 

PLANS  for  a  nationwide  public 
relations  program  for  the  food  in- 

dustry to  bring  about  "a  better 
understanding  of  this  industry 
with  the  farmers,  food  industry 
employes,  the  Government  and  the 
general  public,"  were  disclosed  last 
week  by  Paul  S.  Willis,  president 
of  the  Grocery  Manufacturers  of 
America. 

Delivering  the  keynote  address 
at  the  opening  session  of  the 
GMA's  three-day  annual  meeting, 
held  at  the  Waldorf-Astoria,  New 
York,  Nov.  18-20,  Mr.  Willis  said 
that  the  time  has  come  to  put  into 
action  suggestions  "that  the  in- 

dustry should  undertake  a  greatly 
enlarged,  industry-wide  program  to 
improve  our  relations  with  the 

public." 
Radio's  Prospects 

Mr.  Willis  did  not  go  into  the 
operating  details  of  the  plan,  but 
it  was  learned  that  discussions  to 
date  have  resulted  in  preliminary 
pledges  of  more  than  $1,000,000  to 
underwrite  the  campaign,  which 
will  utilize  all  major  advertising 
media. 

The  promotional  program  will 
probably  get  under  way  shortly 
after  the  first  of  the  year,  it  was 
reported.  Since  grocery  manufac- 

turers are  among  the  largest  users 
of  radio  advertising  for  their  in- 

dividual products  and  services,  it 
may  be  expected  that  a  sizable  pro- 

portion of  the  appropriation  will 
be  devoted  to  broadcasting. 

Reporting  that  the  public  rela- 
tions department  of  GMA  has  been 

informing  the  public  on  the  sub- 
jects of  food  prices,  food  supplies, 

rationing  and  nutrition  in  a  cam- 
paign aimed  mainly  at  the  consum- 

ing public,  Mr.  Willis  said  the  time 
has  come  to  broaden  the  scope  of 
this  work. 
The  farmer,  who  is  the  food 

manufacturer's  main  source  of  raw 
materials  just  as  the  manufacturer 
is  his  principal  outlet,  he  said, 
should  "be  approached  with  a  real- 

istic explanation  of  why  America's 
system  of  food  manufacturing  and 
distribution  is  the  most  economical 
and  efficient  system  in  the  world." 

The  employes  of  food  manufac- 
turers, he  continued,  "should  have 

a  clear  understanding  of  your  vari- 
ous operations,  why  you  do  them, 

why  you  spend  money  on  research, 
on  advertising,  on  merchandising, 
packaging,  and  so  on.  They  should 
have  an  appreciation  that  whatever 
affects  the  company  will,  sooner  or 
later,  affect  them." 

Job  to  Be  Done 

There  is,  Mr.  Willis  declared, 
"an  immediate  job  to  be  done  with 
the  public.  There  are  a  lot  of 
things  which  must  be  explained  to 
the  housewife.  She  needs  an  answer 
to  why  there  are  shortages,  new 

packaging,  rationing,  price  changes, 
why  certain  products  have  disap- 

peared from  the  grocers'  shelves. 
"An  example  of  the  kind  of  job 

we  might  do  in  the  matter  of  in- 
forming the  public  is  evident  in  the 

current  discussion  of  food  prices. 
You  have  heard  much  talk  of  con- 

sumer complaints  relating  to  the 
cost  of  food.  And  yet  it  is  a  fact 
that,  in  relation  to  income,  food 
costs  are  not  unreasonable.  The  lat- 

est figures  from  the  Bureau  of 
Labor  Statistics  now  show  that 
the  housewife,  on  the  average, 
spends  only  22c  out  of  every  in- 

come dollar  for  food  today — and 
that  is  the  lowest  percentage  in 
over  29  years. 

"The  public  is  vitally  interested 
in  all  of  these  matters  which  affect 
food.  We  know  that  because  we 
have  been  telling  that  story  and  the 
results  have  been  good.  But  it 
would  be  so  much  more  effective  if 
our  complete  story  were  now  told. 

"Another  important  objective  is 
the  development  of  a  better  under- 

standing between  the  food  industry 
and  government.  I  could  go  on 
naming  more  examples  but  think 
I  have  made  clear  what  is  on  our 
minds. 

Federal  Director 

"You,  right  here  in  this  room,  are 
the  world's  most  skillful  practi- 

tioners of  the  science  of  building 
consumer  goodwill.  You  have  built 
a  wide  acceptance  for  your  branded 
products.  You  have  helped  to  build 
a  standard  of  living  for  all  income 
groups  which  is  the  envy  of  the 
entire  world.  You  have  employed 
every  known  medium  of  adult  edu- 

cation, including  newspapers,  mag- 
azines, radio,  billboards,  motion 

pictures,  and  so  on,  to  do  that  job. 
"It  is  now  my  recommendation 

that  we  do  a  similar  job  of  building 
goodwill  for  the  food  industry  as 

a  whole." 
Urging  immediate  appointment 

of  a  Government  food  director, 
with  authority  to  coordinate  all 
parts  of  the  total  food  picture,  Mr. 
Willis  said  that  unless  this  unified 

command  is  soon  secured,  "we  will 
surely  face  a  food  scandal  far 

greater  than  the  rubber  situation." At  present,  he  pointed  out,  there 
is  a  separate  Government  agency 
for  each  step  in  food  production — 
harvesting,  processing,  packaging, 

shipping  and  distribution— each 
agency  with  authority  over  some 
important  phase  of  production  or 
distribution,  but  none  with  any  re- 

sponsibility for  the  industry  as  a whole. 

Hettinger  Discusses  OWI 
One  of  a  number  of  Government 

officials  who  discussed  various 

phases  of  Government's  relation- ship with  the  food  industry  in  the 
wartime  problems  of  properly  feed- 

ing both  the  armed  forces  and  the 
civilian  population  was  Herman  S. 
Hettinger,  campaign  manager  of 
the  OWI  Bureau  of  Campaigns. 

An  important  OWI  function,  he 

stated,  is  telling  the  public  "what 
they  must  give  up  and  do,  why  this 
is  necessary  and  how  their  sacri- 

fices are  essential  to  the  war  effort. 
Give  them  the  facts,  explain  the 
problem  to  them  clearly,  show  them 
them  its  relation  to  the  war  effort, 
tell  them  specifically  how  they  can 

help,  and  they'll  do  the  rest,"  he declared. 
Two  important  phases  of  the  war 

program  which  the  food  industry 
advertising  can  most  logically  as- 

sist, he  said,  are  nutrition  and  con- 
servation. Praising  the  work  al- 

{Continued  on  page  48) 

BLUE'S  NEW  STATION  ADVISORY  BOARD 

Harold  Hough  Is  Named 

To  Serve  as  Chairman 
Of  Blue  Advisory  Group 

HAROLD  V.  HOUGH,  general 
manager  of  KGKO,  Fort  Worth- 
Dallas,  and  representative  from 
District  5  on  the  BLUE  Network 
Station  and  Advisory  Committee, 
was  elected  chairman  of  the  group 
at  its  first  meeting  last  Wednesday 
at  BLUE  headquarters  in  New 
York. 

Mark  Woods,  BLUE  president; 

Edgar  Kobak,  executive  vice-presi- 
dent; Phillips  Carlin,  vice-presi- dent in  charge  of  programs,  and 

John  Norton  Jr.,  manager  of  sta- 
tion relations,  addressed  the  meet- 
ing, outlining  plans  for  the  coming 

year.  Group  discussed  a  number  of 
problems  of  station-network  rela- 

tionship and  adopted  a  resolution 
providing  for  the  election  of  repre- 

sentatives of  the  odd-numbered  and 
even-numbered  districts  on  alter- 

nate years,  to  insure  a  carry-over 
of  half  of  the  committee's  members each  year. 

Full  committee  attended  the  all- 
day  meeting.  Membership,  in  addi- 

tion to  Mr.  Hough,  includes:  Wil- 
liam Fay,  WHAM,  Rochester,  Dis- trict 1 ;  H.  Allen  Campbell,  WXYZ, 

Detroit,  District  2;  Earl  E.  May, 
KMA,  Shenandoah,  District  3; 
Henry  P.  Johnston,  WSGN,  Bir- mingham, District  4;  W.  D.  Pyle, 
KVOD,  Denver,  District  6;  W.  B. 
Stuht,  KJR,  Seattle,  District  7. 
Elected  by  the  142  BLUE  affiliate 
stations,  the  committee  will  serve 
for  one  year. 

AFFILIATES  OF  ISBC 

NAME  PLANS  GROUP 

NEW  NBC  Stations'  Planning  & 
Advisory  Committee,  recently  elect- 

ed by  all  NBC  affiliates  to  serve 
from  Dec.  1,  1942,  to  Nov.  30,  1943, 
includes  the  following  members, 
listed  by  the  districts  they  repre- sent: 1.  Paul  W.  Morency,  WTIC, 
Hartford;  2.  G.  Richard  Shafto, 
WIS,  Columbia,  S.  C;  3.  James  D. 
Shouse,  WLW,  Cincinnati;  4. 
Harry  D.  Stone,  WSM,  Nashville; 
5.  Stanley  E.  Hubbard,  KSTP, 
Minneapolis-St.  Paul;  6.  G.  E. 
Zimmerman,  KARK,  Little  Rock; 
7.  Sydney  S.  Fox,  KDYL,  Salt 
Lake  City;  8.  Arden  X.  Pangborn, 
KGW,  Portland,  Ore. 
Formed  last  year  to  study  the 

problems  of  individual  stations  in 
their  relationship  to  the  network, 
the  committee  has  submitted  recom- 

mendations resulting  in  numerous 

improvements,  according  to  Wil- 
liam S.  Hedges,  NBC  vice-president 

in  charge  of  stations  departments. 

NEW  MEMBERS  of  the  BLUE  Network's  planning  and  advisory  com- 
mittee, elected  early  this  month  by  the  independent  network  affiliates, 

met  in  the  BLUE's  New  York  offices  Nov.  18.  Standing  are  (1  to  r) :  John 
H.  Norton  Jr.,  BLUE  station  relations  manager;  Henry  Johnston,  WSGN, 
Birmingham;  Edgar  Kobak,  BLUE  executive  vice-president;  Duncan 
Pyle,  KVOD,  Denver;  Phillips  Carlin,  BLUE  vice-president  in  charge  of 
programs;  Bud  Stuht,  KJZ,  Seattle.  Seated:  Earl  May,  KMA,  Shenan- 

doah, la.;  Bill  Fay,  WHAM,  Rochester;  Harold  Hough,  KGKO,  Fort 
Worth;  Mark  Woods,  BLUE  president;  Allen  Campbell,  WXYZ,  Detroit. 

Stuhler  to  Gen.  Foods 

WILLIAM  R.  STUHLER,  former- 
ly an  executive  of  A.  &  S.  Lyons, 

New  York,  talent  agency,  and  pre- 
viously of  Young  &  Rubicam,  New 

York,  has  joined  the  advertising 
staff  of  General  Foods  Corp.,  New 
York,  it  was  announced  last  week 
by  Charles  G.  Mortimer  Jr.,  G-F 
general  advertising  manager.  Mr. 
Stuhler,  who  has  also  held  positions 
with  Firestone  Tire  &  Rubber  Co. 
and  BBDO,  will  work  with  Mr. 
Mortimer  on  a  variety  of  radio  ad- 

vertising problems,  nature  of  which were  not  defined  by  the  company. 
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Wartime  Equipment  Pool  Adopted  by  FCC 

Voluntary  Spread 

Of  Materials 

SouDfht 

A  NEW  PROGRAM  designed  to 
ease  operation  of  broadcasters 
under  wartime  equipment  short- 

ages was  adopted  by  the  FCC  Nov. 
20,  when  the  Commission  an- 

nounced it  would  sponsor  a  ques- 
tionnaire to  collect  information 

for  a  pool  of  surplus  and  salvage- 
able radio  parts. 

Letters  containing  the  report 
forms  will  be  mailed  to  all  licensees 

—  broadcasting,  point  -  to  -  point, 
marine,  police — and  participation 
will  be  virtually  mandatory,  the 
FCC  said.  The  surplus  parts  pool 
was  recommended  by  the  Board  of 
War  Communications  and  the  FCC 
agreed  to  act  as  an  agency  for  the 
collection  of  information. 

Fourth  Plan  Adopted 
Adoption  of  the  pooling  plan 

marks  the  fourth  of  five  BWC  con- 
servation recommendations  that 

FCC  has  put  into  effect.  Previously, 
the  Commission  ordered  a  1  db.  cut 
in  transmitter  output,  relaxed  en- 

gineering standards  and  amended 
regulations  to  cut  required  daily 
operating  hours  [Broadcasting, 
Nov.  9,  16].  Action  on  the  fifth 
point — permission  for  voluntary 
suspension  of  operation  for  the 
duration — may  be  taken  at  an 
early  meeting  of  the  Commission. 

The  new  pooling  plan,  similar  in 
some  respects  to  one  operated  by 
the  NAB,  will  provide  licensees. 
Government  agencies  and  other  in- 

terested parties  with  lists  of  avail- 
able supplies.  FCC  expressed  hope 

that  on  the  basis  of  questionnaire 
reports  it  will  be  able  to  work  out 
a  plan  for  voluntary  redistribution 
of  extra  equipment. 
The  letter  accompanying  the 

questionnaire  stated  that  such  a 
plan  for  pooling  surplus  materials, 
and  redistributing  them  would 
operate  with  cooperation  of  the 
WPB. 

To  Be  Published 

Operation  of  this  plan,  the  FCC 
said,  should  permit  many  stations 
to  continue  uninterrupted  opera- 

tion, when  they  might  otherwise 
have  been  forced  to  remain  silent 

at  least  for  temporary  periods.  "At 
the  same  time  it  will  not  require 
the  use  of  materials  and  manu- 

facturing facilities  urgently  needed 
for  military  equipment,"  the  let- ter said. 

"This  will  also  permit  stations 
to  dispose  of  equipment  which  is 
of  no  use  to  them  but  very  useful 
to  others,"  the  FCC  pointed  out. 

The  letter  urges  licensees  to  fill 
out  and  file  an  enclosed  form  im- 

mediately, and  to  return  it  to  the 
FCC  engineering  dept.  surplus 
equipment  section  not  later  than 
Dec.  10.  The  questionnaire  should 
mention  only  material  actually 
available,  and  the  FCC  should  be 

informed  if  it  is  no  longer  on  hand. 
Questionnaires  will  be  analyzed 

catalogued  by  items  of  equipment 
and  distributed  as  a  Federal  pub- 

lication, the  FCC  said.  No  actual 
exchange  of  material  will  take 
place  through  the  FCC,  but  lists 
of  equipment  held  vnll  be  circu- 

lated so  licensees  needing  particu- 
lar parts  will  know  which  stations 

have  them  on  hand. 

No  Prices  Quoted 

The  FCC  letter  stresses  that 
licensees  should  take  extreme  care 
in  describing  their  surplus  items. 
"It  is  suggested  that  even  though 
it  is  a  unit  of  standard  manufac- 

ture that  adequate  description  be 
given  to  properly  identify  it  both 
as  to  its  general  nature  and  as  to 
its  characteristics  such  as  size, 
power,  frequency  range,  emission, 
resistance  capacitance,  scale,"  the letter  said. 

Information  relative  to  condi- 
tion should  be  specific  in  all  cases, 

and  if  the  categories  mentioned  are 
inadequate  or  not  applicable, 
further  explanation  should  be 
given,  the  FCC  advised. 

Junk,  scrap  and  equipment  which 
cannot  be  repaired  should  not  be 
registered,    the    letter    said,  but 

Hecker  Products  Buys 
All  Best  Foods  Shares 

HECKER  PRODUCTS  Corp.,  New 
York,  has  purchased  for  $5,500,000 
the  General  Foods  Corp.  29% 
ownership  in  Best  Foods  Inc.,  it 
was  announced  last  week  by  Wil- 

liam Wardall,  chairman  of  Hecker, 
who  stated  that  the  transaction 
gives  Hecker  100%  control  of  Best 
Foods  and  was  made  in  the  inter- 

ests "of  more  effective  operation". Both  Hecker  and  Best  Foods  are 
extensive  users  of  radio,  both  net- 

work and  spot.  Hecker  Products  in- 
clude breakfast  food,  flour,  and 

various  cleansers  and  shoe  polishes. 
Best  Foods  manufactures  Nucoa 

oleomargarine,  Hellman's  mayon- naise, and  other  products  in  the 
condiment  line. 

Thompson  in  Africa 

LATE  LAST  week,  Mutual  re- 
ceived its  first  word  from  John 

Thompson,  MBS  and  Chicago 
Tribune  correspondent,  whom  the 
network  had  understood  was  in 
Oran.  A  New  York  Times  dispatch 
revealed  that  Thompson  had  been 
seen  bailing  out  of  a  plane  with 
U.  S.  paratroops  as  they  descended 
on  an  undisclosed  airfield  some- 

where en  route  to  Tunisia.  Mutual 
officials  said  they  are  making  every 
effort  to  contact  Thompson,  and 
that  broadcasts  will  be  scheduled 
as  soon  as  he  has  been  located. 

riRST  broadcast  from  the  Belgian 
Congo  since  the  Allied  invasion  of 
North  Africa  on  Nov.  7  was  presented 
on  NBC  last  Wednesday  morning  at 
8  a.m.  (EWT)  when  Jack  lams,  news- 

paperman now  with  the  OWI,  spoke 
from  Leopoldville  via  the  shortwave 
facilities  of  Radio  Congo  Belgique. 
lams  described  the  town  of  Leopold- ville under  wartime  conditions. 

should  be  otherwise  disposed  of 
in  the  interests  of  the  war  effort. 
Selling  prices  are  not  to  be  quoted 
in  the  survey,  and  listing  will  not 
necessarily  mean  willingness  to 
sell. 
Normal  spares  need  not  be 

listed  in  the  survey,  nor  should 
transmitters  presently  licensed, 
including  those  for  which  a  con- 

struction permit  is  outstanding. 
However,  if  completion  of  the  con- 

struction is  not  now  contemplated, 
the  letter  suggests  the  construction 
permit  be  surrendered  and  the 
equipment  registered. 

Compromise  Urged 

A  decision  on  the  BWC  proposal 
for  voluntary  suspension  of  opera- 

tion for  the  duration  without  loss 
of  license  by  stations  faced  with 
insurmountable  war  problems  may 
be  made  within  a  few  weeks,  the 
FCC  indicated.  Some  modifications 
in  this  plan  are  understood  to  be 
under  consideration. 

The  plan  had  been  opposed  in 
some  quarters  on  grounds  that  sta- 

tions most  likely  to  close  would  be 
those  in  isolated  areas,  where  con- 

tinuation of  radio  service  is  most 
urgent.  A  compromise  proposal  to 
permit  such  suspensions  in  areas 

WORC  to  Join  Blue 
WORC,  Worcester,  will  become  a 
basic  BLUE  outlet  April  5,  1943, 
bringing  the  total  of  BLUE  affili- 

ates to  145.  The  station  is  owned 
and  operated  by  Alfred  Frank 
Kleindienst  on  a  fulltime  basis, 
using  a  frequency  of  1310  kc.  with 
1,000  watts.  Rate  per  evening  hour 
is  $180. 

Chick  Bed  Plans 

CHICK  BED  Co.,  Cedar  Rapids, 
la.  (poultry  bedding),  has  placed 
a  split  schedule  of  half-minute  Son- ovox  transcribed  announcements  on 
WMT,  Cedar  Rapids,  and  WNAX, 
Yankton,  S.  D.,  and  a  news  pro- 

gram on  KMA,  Shenandoah,  la. 
More  stations  will  be  added.  Agen- 

cy is  W.  D.  Lyon  Co.,  Cedar  Rapids. 

Brown  Heads  KOMA 

SUCCEEDING  Jack  Howell,  who 
has  entered  military  service.  Ken- 
yon  Brown,  for  five  years  an  an- nouncer and  sales  executive  of 
KVOO,  Tulsa,  has  become  general 
manager  of  KOMA,  Oklahoma 
City.  He  began  his  radio  work  as 
an  engineer  for  W9XBY  and  next 
became  an  announcer  of  WLBF 
(now  KCKN),  Kansas  City,  Kan. 
He  went  next  to  KSO-KRNT,  Des 
Moines,  as  announcer  and  in  1937 
to  KVOO. 

Westlund  Elected 
ARTHUR  WESTLUND,  manager 
of  KRE,  Berkeley,  was  re-elected director  of  the  NAB  15th  District 
at  the  closing  session  of  the  dis- 

trict meeting,  held  Nov.  15-16  in 
San  Francisco.  [See  story  of  dis- trict meeting  on  page  28]. 

where  facilities  are  duplicated  has 
been  put  forward,  it  is  understood. 

Action  on  the  license  suspension 
had  also  been  held  up  by  legal 
difficulties.  But  reports  last  week 
indicated  the  FCC  now  believes  its 
war  powers  are  sufficiently  broad 
to  permit  the  action. 

Meanwhile,  the  FCC  engineering 
department  continued  to  urge 
broadcasters  who  have  not  already 
made  adjustments  for  the  1  db. 
reduction  of  antenna  output,  to 
make  necessary  preparations.  The 
order  will  go  into  effect  Dec.  1,  and 
all  stations  must  operate  under  the 
new  rules  by  that  date. 

JERGENS  JUGGLES 
BLUE  NET  SERIES 

THE  Sunday  night  schedule  of 
sponsored  programs  on  the  BLUE 
will  undergo  a  complete  change 
Dec.  27  with  announcement  by  An- 

drew Jergens  Co.,  Cincinnati,  that 
it  will  replace  the  Parker  Family 
in  the  9:15-9:30  p.m.  period  imme- 

diately following  Walter  Winchell, 
with  a  quarter-hour  of  Hollywood 
gossip  by  Hedda  Hopper.  Miss 
Hopper  was  sponsored  for  a  three- 
year  period  by  California  Fruit Growers  Exchange,  Los  Angeles, 
until  Oct.  28  of  this  year. 

At  the  same  time  it  was  revealed 
that  Carter  Products,  New  York, 
will  shift  Jimmie  Fidler  from  Hol- 

lywood, 9:30-9:45  p.m.,  to  avoid 
following  the  Hopper  show,  which 
deals  with  similar  material.  Fidler 
will  be  moved  to  8:45-9  p.m.,  time 
now  occupied  by  the  last  half  of 
the  Inner  Sanctum  Mystery,  also 
sponsored  by  Carter. 

The  latter  program  will  move  to 
the  full  half -hour  9:30-10  p.m. 
This  last  shift  will  be  possible  as 
the  contract  for  Dorothy  Thomp- 

son's 9:45-10  p.m.  newscast  for 
Trimount  Clothing  Co.,  New  York, 
expires  about  that  time. 

The  four  shows  in  order,  heard 
on  the  BLUE  8:45-10  p.m.  after 
Dec.  27,  will  then  be  as  follows: 
Jimmie  Fidler,  Walter  Winchell, 
Hedda  Hopper  and  Inner  Sanctum 
Mystery.  Agency  for  the  two  Jer- 

gens programs  is  Lennen  &  Mitch- 
ell, New  York;  Carter's  Liver Pills,  promoted  on  the  mystery 

show,  is  handled  by  Ted  Bates  Inc., 
New  York;  Carter's  Arrid,  adver- 

tised by  Fidler,  is  handled  by  Small 

&  Sieffer,  New  York.  Trimount's Agency  is  Emil  Mogul  Co.,  New 
York. 

Steinkopf  Sponsored 
ALVIN  J.  STEINKOPF,  former 
chief  of  AP  bureaus  in  Berlin,  Vienna 
and  Budapest,  who  returned  to  this 
country  six  months  ago  has,  joined 
WBBM,  Chicago,  as  commentator.  He will  be  heard  three  nights  a  week 
starting  Nov.  24  in  a  10-minute  news 
summary  sponsored  by  Barbasol  Co., 
Indianapolis  (shave  cream).  Agency 
is  Brwin,  Wasey  &  Co.,  Chicago. 

FOLLOWING  his  recent  successful 
two  weeks  engagement  at  the  Roxy 
Theatre,  George  Hamilton  Combs,  Jr., 
news  commentator  of  WHN,  New 
York,  has  been  rebooked  for  an  ex- tensive run  at  the  50th  St.  &  7th 
Ave.  Playhouse,  New  York,  to  an- nounce and  analyze  the  latest  news 
bulletins. 
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ff£  KETCHED  US 

THREE  COYOTES! 

#  Gosh,  you  know  we  receive  so  many  fan  letters, 

box-tops  and  dollar  bills  here  at  WHO  that  some- 

times, Lord  help  us,  we  suppose  we  get  a  little 

blase.  But  here's  one  that  sets  us  back  on  our 

heels! 

Seems  we've  been  running  a  few  plugs  recently 

asking  for  old  furs  to  be  made  into  warm  vests  for 

the  Merchant  Marine.  Sure,  we  knew  we'd  get  a 

few,  but  Iowa  is  a  long  way  from  the  ocean.  .  .  . 

Then  the  furs  started  coming  in.  Boxes  of  them. 

BROADCASTING  •  Broadcast  Advertising 

Boxes  and  bags  and  packages.  The  last  time  we 

checked,  over  3  tons  had  come  in!  One  friend  over 

in  Nebraska  didn't  have  any  fur — so  he  got  out 

his  dogs,  hunted  down  three  coyotes,  and  sent  their 

skins  to  us.  .  .  . 

Does  that  sort  of  response  make  us  proud?  Yes, 

but  pretty  humble,  too.  Knowing  that  60.4%  of  all 

the  radio  listeners  in  Iowa  "listen  most"  to  this  one 

big  station  nighttime  (see  1942  Iowa  Radio  Audi- 

ence Survey) — knowing  that  this  enormous  audi- 

ence is  depending  on  us  for  the  news,  entertain- 

ment, farm  service  .  .  .  and  yes,  the  advertising 

.  .  .  that  they  live  by — 

Well,  how'd  you  feel?  You'd  try  to  give  them  the 

best  you  have.  And  that's  what  we  do.  And  that's 

why  WHO  will  continue  to  be  the  best-loved,  best- 

listened-to,  best-to-advertise-on  station  in  Iowa. 

WHO 

'^fir  IOWA  PLUS!  + 
DES  MOINES  .  .  .  50,000  WATTS 

B.  J.  PALMER,  PRESIDENT 

J.  O.  MALAND,  MANAGER 
FREE  &  PETERS,  INC.  .  .  .  National  Representatives 
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Maintenance,  Repair  Order 

Is  Explained  by  WPB  Official 

43.3%  Have  Radios 

Among  Non-Whites 
Census  Data  Shows  That  86.8% 
Of  White  Homes  Have  Sets 

THAT  43.3%  of  the  non-white 
households  in  the  United  States  are 
equipped  with  radios  is  disclosed 
in  a  press  release  issued  by  the 
Bureau  of  the  Census  Nov.  19. 
The  census  tabulation,  giving  totals 
by  States,  shows  that  86.8%  of 
the  30,721,944  white  households  re- 

porting on  this  item  had  radios, 
as  contrasted  with  the  43.3%  of 
the  3,168,562  non-white  (mostly 
Negro)  households. 

In  general,  the  Census  Bureau 
stated,  the  differences  between  the 
two  groups  were  largest  in  the 
States  where  the  non-white  popu- 

lation is  mainly  rural,  and  smallest 
in  the  States  where  most  of  the 
non-white  population  is  urban. 
The  Census  Bureau's  release 

supplements  the  release  on  its 
Series  H-13,  No.  1,  which  presented 
data  on  home  radios  for  States 
by  urban  and  rural  areas,  and 
which  were  the  basis  for  the  pro- 

jected NAB  radio  home  estimates 
published  in  the  supplement  to  the 
Sept.  7  Broadcasting.  Data  for 
counties,  for  rural-non-farm  and 
rural-farm  parts  of  counties,  and 
for  cities  of  25,000  or  more  also 
were  presented  in  the  BROADCAST- 

ING supplement. 
The  special  breakdowns  in  the 

table  below  were  obtained  from  the 
U.  S.  summary  of  the  Second 
Series  Housing  Bulletins: 

White  Non-White 
Households  Households 
with  radio  with  radio 

State  No.       Pet.  No.  Pet. 
V.  S   26,674,737  86.8    1,373,482  43.3 
Alabama  ___  271,869  63.7  49,802  22.2 
Arizona   84,125  75.4  3,656  23.3 
Arkansas  —  219,531  61.3  25,055  20.4 
Cal.    1,872.907  93.5  60,121  79.0 
Colorado  254,707  84.7  3,866  77.1 
Conn.    409,987  95.8  7,272  89.0 
Delaware   __  54,966  91.1  4,955  58.1 
Dist.ofCol.-  127,067  97.4  31,310  80.9 
Florida    287,062  77.0  39,385  30.0 
Georgia    ___  329,994  69.0  51,674  20.7 
Idaho   118,106  86.7  718  53.0 
Illinois    1,888,875  92.7  85,729  83.7 
Indiana  800,127  88.5  26,477  80.9 
Iowa    613.028  90.3  3,978  79.7 
Kansas    398,694  83.5  13,290  72.0 
Kentucky  414,852  66.7  29,564  50.7 
Louisiana  __  254,192  69.0  53,691  25.6 
Maine    183,767  86.5  581  76.4 
Maryland  354,313  92.0  42,025  65.0 
Mass.    1,030,390  96.3  14,440  86.8 
Michigan   __  1,228,287  93.6  43,212  88.0 
Minnesota    _  643,064  91.3  4,435  75.6 
Miss.    164,763  63.4  40,850  16.0 
Missouri      _  787,530  80.7  45,060  67.2 
Montana  ___  132,437  87.1  2,066  51.7 
Nebraska   —  295,047  84.8  3,743  77.4 
Nevada    25,609  83.4  591  39.8 
New  Hamp._  116,636  90.0  173  82.4 
N.  J   978,513  96.4  41,953  78.9 
N.   Mex   65,255  55.8  1,354  16.5 
New  York—  3,252,442  95.7  133,178  92.0 
N.  Caro   407,854  71.8  64,009  32.7 
N.    Dak   130,003  89.0  997  48.6 
Ohio    1,627,678  92.2  69,994  81.3 
Oklahoma    _  386,266  71.9  19,488  3.7.2 
Oregon     ___  288,177  88.8  2,464  71.9 
Penn.    2,168,679  92.7  97,242  85.5 
R.    I   173,988  95.9  2,751  87.3 
S.    Caro   179,070  72.1  30,472  17.5 
S.    Dak   134,292  86.0  1,757  37.3 
Tenn.    384,851  67.6  49,882  39.5 
Texas    1,007,582  72.3  82,624  34.9 
Utah    125,592  93.0  826  48.3 
Vermont    —  80.106  88.6  147  78.6 
Virginia  354,544  75.5  55,434  39.2 
Wash.    465,750  90.9  6,803  72.1 
W.  Va   307,556  75.6  18,791  68.5 
Wis.    738,151  91.8  4,927  78.0 
Wyoming  56,456  84.8  670  58.5 

SINCE  P-133,  the  communica- 
tions maintenance  and  repair 

limitation  order,  was  issued  last 
Oct.  5  by  the  WPB,  numerous  in- 

quiries have  been  raised  about 
methods  of  operation  under  it.  To 
clarify  the  situation,  Broadcast- 

ing, asked  WPB's  Foreign  &  Do- 
mestic Broadcast  Branch,  headed 

by  Frank  H.  Mcintosh,  for  a  sum- 
mary of  the  regulations. 

Through  the  cooperation  of  Mr. 
Mcintosh,  the  summary  was  pre- 

pared by  Wiley  Wenger,  assistant 
to  Mr.  Mcintosh.  Any  question 
not  answered  in  the  interpretations 
may  be  directed  to  the  WPB  Radio 
&  Radar  Division,  Social  Security 
Building,  Washington.  The  sum- 

mary follows: 
What   Can   Be  Purchased 

"First  it  should  be  pointed  out 
that  Limitation  Order  L-183  has 
no  connection  with  Preference 
Rating  Order  P-133.  The  questions 
most  generally  asked  concerning 
the  assignment  of  Preference  Rat- 

ing P-133  are  questions  as  to  just 
what  particular  items  can  be  pur- 

chased with  the  rating  of  A-l-j 
assigned  to  the  order  by  the  oper- 

ators of  broadcast  stations.  The 
following  can  be  purchased  with  a 
rating  of  A-l-j  assigned  by  the 
stations,  in  accordance  with  the 
form  printed  in  the  order: 

"Material  necessary  for 
maintaining  equipment  in  good 
working  condition  or  for  the  re- 

pair or  reconstruction  or  re- 
storation, without  expansion, 

improvement  or  change  of  de- 
sign of  any  portion  of  an  oper- 

ator's buildings,  structure  and 
equipment  when  it  has  been 
rendered  unsafe  or  unfit  by 
wear  and  tear  or  other  similar 
causes  but  not  including  recon- 

struction or  restoration  of  any 
portion  damaged  or  destroyed 
by  fire,  flood,  tornado,  earth- 

quake, Act  of  God  or  the  pub- 
lic enemy  or  theft  or  other 

complete  demolishment  or  loss. 

On  Handling  Replacements 

"The  question  asked  in  regard 
to  such  cases  as  lost  or  stolen  re- 

mote amplifiers  are  answered  by 
stating  that  the  broadcast  station 
must  apply  on  Form  PD-IA  for 
replacement  of  equipment  lost  to 
service  by  such  means  as  flood,  fire 
etc.  In  this  way,  each  individual 
unit  needed  to  be  completely  re- 

placed is  considered  on  its  par- 
ticular merits. 

"The  purchase  of  recording  discs 
cannot  be  made  with  the  assistance 
of  a  preference  rating  assigned 
under  P-133.  This  is  pointed  out 
in  the  Order  where  it  states  under 
operating  supplies  that  the  word 
does  not  mean  recording  discs, 
film  or  other  recording  media.  The 
purchase  of  recording  discs,  if 
made  through  regular  jobbing 
channels,  should  be  done  without 
the  aid  of  priority  assistance,  the 

jobber  securing  a  rating  to  give 
to  his  manufacturer  by  means  of 
application  to  the  War  Production 
Board  on  Distributors'  Form  PD- 
IX.  Should  the  station  be  ac- 

customed to  purchasing  the  blanks 
directly  from  the  manufacturer, 
he  must  apply  to  the  War  Produc- 

tion Board  for  preference  rating 
of  A-3  on  Form  PD-IX. 

Tube  Applications 

"If  vacuum  tubes  are  not  avail- 
able and  will  require  a  higher  rat- 
ing than  A-l-j  to  secure,  appli- 

cation must  be  made  on  a  PD-IA 
form  to  the  WPB  for  an  assign- 

ment of  rating.  In  order  to  comply 
with  the  inventory  requirements 
specified  in  P-133,  it  should  be 
pointed  out  on  the  back  of  the 
PD-IA  application  that  the  tubes 
asked  for  will  not  increase  the 

inventory  above  the  minimum  neces- 
sary spare  tubes.  Likewise,  care 

should  be  taken  to  point  out  that 
all  tubes  above  25  watts  in  power 
will  be  returned  to  the  manufac- 

turer upon  purchase  of  new  tubes 
asked  for  as  must  also  be  done 

when  applying  an  A-l-j  rating 
under  P-133. 

"Too  much  emphasis  cannot 
be  placed  upon  the  apparent 
need  for  all  station  engineers 
to  take  every  means  possible 
to  conserve  equipment.  It  may 
be  desirable  to  point  to  a  few 
examples: 

How  to  Conserve 

"A  new  air-conditioning  unit 
cannot  be  purchased  under  P-133 
as  a  means  of  conserving  tube 
life.  If  you  did  not  have  the  unit 
to  operate  before,  you  cannot  pur- 

EARL  GODWIN,  BLUE  commenta- 
tor (center),  who  visits  the  home- town of  his  sponsor.  Ford  Motor 

Co.,  Detroit,  from  time  to  time, 
is  shown  during  a  recent  trip  with 
D.  V.  Doss,  general  sales  manager 
of  Ford  (left)  and  Mrs.  Godvidn. 
Photo  was  snapped  in  the  replica 
of  the  Oliver  Wolcott  home  in 
Dearborn  Village,  Mich.,  whence 
the  Godwin  broadcasts  emanate 
when  the  commentator  is  in  the 
Detroit  area.  Maxon  Inc.,  New 
York,  is  the  agency. 

chase  one  now  under  the  term 
'Maintenance'. 
"New  remote  amplifiers  cannot 

be  purchased  to  take  care  of  in- 
creased remote  broadcasts  by  the 

simple  assignment  of  A-l-j  prefer- 
ence rating  to  the  Order. 

"If  an  amplifier  burns  out  a 
power  transformer,  clean  the  wax 
out  of  the  tube  sockets,  clean  up 
the  chassis  as  best  you  can,  re- 

place the  power  transformer  with 
one  you  secure  under  a  P-133  as- 

signment of  A-l-j  but  do  not  buy 
a  new  amplifier. 

"If  the  stations  sell  more  re- 
mote broadcasts  than  you  have 

fixed  amplifiers  to  install,  do  not 
assume  that  a  new  one  is  necessary 
to  "maintain"  your  station.  If  you 
cannot  make  one  out  of  the  junk- 
box,  you  just  have  to  carry  the 
portable  unit  around  more  often. 

"And,  by  the  way,  if  you  have 
portable  battery  operated  units, 
you  had  better  make  up  an  adaptor 
harness  to  convert  it  to  standard 
batteries  since,  under  Limitation 
Order  L-71,  no  more  odd  size  bat- 

teries are  being  made  and  only 
standard  sizes  will  be  available 

when  stocks  are  depleted." 

GOVERNMENT  SEEKS 

SHELLAC  SUPPLIES 

GOVERNMENT  ofl'er  to  buy  stocks 
of  shellac  frozen  in  dealer's  hands 
by  WPB  Conservation  Order  No. 
M-106  was  announced  Nov.  14, 
when  the  Defense  Supplies  Corp. 
began  to  accept  offers  through  As- 

sociated Representatives,  155  John 
St.,  New  York.  The  Government 
will  pay  10%  less  than  the  price 
specified  for  particular  grades  in 
OPA  Maximum  Price  regulation 
No.  245. 

Purpose  of  the  plan  is  to  build  a 
stockpile  of  shellac  to  meet  war 
needs  until  shipping  from  India, 
chief  source  of  the  material,  can  be 
resumed.  According  to  informed  of- 

ficials, the  program  is  not  likely  to 
make  more  of  the  finished  product 
available  to  private  industry  at  this 
time. 

Silver  Sponsor  Ponders 

Program  Format  Change 
INTERNATIONAL  SILVER  Co., 
Meriden,  Conn.,  which  currently 
sponsors  Edward  R.  Murrow  from 
London,  on  CBS,  Sunday  evenings 
6-6:15,  is  understood  to  be  consid- 

ering a  change  in  the  program  in 
the  near  future,  discontinuing  Mur- 
row's  talks  in  order  to  resume  its 
former  series,  the  International 
Silver  Theatre. 

Problems  now  being  worked  out 
to  effect  the  change  include  a  shift 
in  time  of  the  Dear  John  program, 
sponsored  by  Welch  Grape  Juice 
Co.  in  the  6:15-6:30  p.m.  period,  to 
allow  a  full  half -hour  for  the  Silver 
Theatre.  Also  necessary  is  an  ad- 

vance lineup  of  Hollywood  stars 
available  for  the  series  in  view  of 
the  $25,000  salary  restrictions  soon 
to  go  into  effect.  Agency  is  Young 
&  Rubicam,  New  York. 

WHEB,  Portsmouth,  N.  H.,  has  ap- 
pointed the  Walker  Go.  as  national 

representative.  Bertha  Bannen  con- tinues as  special  Boston  representative. 
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BACK  TO  WBAL,  Baltimore,  came  Sgt.  Harold  Azine  of  the  Marines 
(center)  to  present  Harold  Burke,  manager  (right),  with  a  set  of  paint- 

ings of  actual  battle  scenes  of  the  historic  stand  of  the  Marines  at  Wake 
Island  in  appreciation  of  WBAL  promotion  for  the  corps.  Sgt.  Azine, 
onetime  with  WLS,  Chicago,  was  production  manager  of  WBAL  before 
he  enlisted  in  the  Marines  prior  to  Pearl  Harbor.  He  is  now  on  recruiting 
service  in  Washington.  At  left  is  Sgt.  James  C.  Parrish  of  the  Baltimore 
Marine  recruiting  station. 

Disc  Firms  Consider  Plans  for  Revival 

Of  Suit  to  Test  Excess  Copyright  Fees 

Compton  Is  Named 

To  Take  Account 

Of  Socony-Vacuum 

Agency  Expected  to  Absorb 
Getchell  Branch  Offices 

THE  Socony-Vacuum  Oil  Co.  ac- 
count, which  has  been  on  the 

market  for  the  past  two  weeks 
since  J.  Stirling  Getchell,  New 
York,  announced  the  liquidation  of 
its  agency  Feb.  1,  1943,  will  be 
handled  by  Compton  Adv.,  New 
York,  according  to  Eben  Griffiths, 
Socony  advertising  manager,  who 
stated  that  Compton  would  not  take 
over  the  active  management  of  the 
account  until  Getchell  has  closed  its 
New  York  office. 

Although  no  official  announce- 
ment has  been  made,  it  is  reported 

that  the  Chicago,  Detroit,  Kansas 
City  and  Milwaukee  offices  of  J. 
Stirling  Getchell  will  be  taken  over 
by  Compton,  with  the  personnel  in 
those  offices  remaining  intact  in 
most  cases. 

Branch  Offices 

These  branch  offices  have  charge 
of  the  advertising  for  Socony  sub- 

sidiary regional  sales  organiza- 
tions: Wadhams  division  in  Mil- 

waukee, White  Star  division  in  De- 
troit, White  Eagle  in  Kansas  City, 

and  Socony-Vacuum,  Chicago. 
In  Chicago,  L.  0.  Holmberg  of 

J.  Stirling  Getchell  will  remain  as 
manager  of  the  Compton  office,  with 
Merrell  Boyce,  assistant  account 
executive,  and  Suzanne  Anderson, 
office  manager.  This  change  will 
take  effect  by  Feb.  1,  it  is  under- 

stood, and  will  in  no  way  affect  the 
present  Compton  radio  representa- 

tive in  Chicago,  Jane  Stockdale. 
She  is  supervisor  of  three  daytime 
serials,  sponsored  by  Procter  & 
Gamble  Co.  and  originating  in  Chi- 

cago, including  Vic  &  Sade,  Road 
p^Life  and  Right  to  Happiness. 

It  is  not  known  whether  the  in- 
dustrial portion  of  the  Allis-Chal- 

mers  Mfg.  Co.  account  serviced  by 
the  Getchell  Milwaukee  office,  and 
the  portion  of  the  Chrysler  Corp. 
account — DeSoto  and  Plymouth  di- 

visions— serviced  by  the  Detroit 
Getchell  office,  will  be  assigned  to 
the  Compton  agency  when  it  takes 
over  these  offices.  Compton  has  had 
no  offices  in  those  two  cities  nor  in 
Kansas  City  previously.  Present 
managers  of  the  Getchell  branch 
offices  are  Randolph  Heizer,  De- 

troit; Karel  Rickerson,  Kansas 
City,  and  H.  H.  Scott,  Milwaukee. 

Griffin  Joins  Staff 

In  New  York,  Compton  reported 
that  Frank  R.  Griffin,  a  vice- 
president  of  Getchell,  will  re-join 
Compton.  Mr.  Griffin  was  account 
executive  on  Vacuum  Oil  Co.  when 
that  account  was  handled  by 
Compton  prior  to  the  merger  with 
Standard  Oil  Co.  of  New  York.  He 
went  with  Getchell  after  the 
merger  of  the  two  companies  and 
has  had  active  supervision  of  the 
Socony-Vacuum  account  since  that 
time. 

POSSIBILITY  of  reviving  plans 
for  legal  action  to  test  the  rights 
of  musical  copyright  owners  to 
charge  transcription  companies  re- 

cording fees  in  excess  of  2c  per 
pressing  per  composition,  set  as 
the  maximum  by  the  Copyright 
Act,  is  again  under  discussion 
among  transcription  manufactur- 

ers, particularly  those  companies 
active  in  the  transcription  library 
field. 

Immediate  cause  of  these  discus- 
sions is  the  notice  given  last  week 

by  Harry  Fox,  agent  and  trustee 
for  a  large  number  of  copyright 
owners,  that  the  license  fees  for 
1943  will  return  to  their  former 
rate  of  $15  a  year  for  each  master 
of  each  composition.  For  1942  this 
was  lowered  to  $10. 

Why  It  Was  Done 
This  reduction,  Mr.  Fox  ex- 

plained, was  made  a  year  ago  be- 
cause at  that  time  the  broadcast- 

ing industry  had  just  made  peace 
with  ASCAP  and  a  relatively  few 
stations  had  taken  out  licenses  en- 

abling them  to  use  music  licensed 
by  ASCAP,  of  which  most  of  Mr. 
Fox's  principals  are  members. 
Now  that  most  of  the  country's 

stations  are  again  licensed  by  AS- 
CAP, Mr.  Fox  said  there  no  longer 

is  any  reason  for  a  reduced  rate 
and  so  the  former  rate  has  been 
reestablished.  ASCAP  said  last 
week  that  approximately  600  sta- 

tions have  taken  out  blanket  sus- 
taining licenses,  permitting  unre- 
stricted use  of  ASCAP  music  on 

sustaining  programs,  which  is  the 
most  frequent  use  of  library  re- cordings. 

Several  transcription  company 
executives  disagreed  with  this  rea- 

soning, however,  reporting  last 
week  that  a  large  percentage  of 
the  subscribers  to  their  library 
services  do  not  have  blanket  sus- 

taining licenses  from  ASCAP. 

Without  disputing  ASCAP's  fig- 
ures, they  pointed  out  that  while 

most  of  the  larger  stations  have 

taken  out  such  blanket  licenses, 
many  of  the  smaller  stations,  who 
are  the  most  dependent  on  recorded 
music  and  who  make  the  most  use 
of  library  recordings,  have  not 
taken  out  such  licenses  and  are  not 
broadcasting  the  ASCAP  selections 
contained  in  their  recorded  li- 
braries. 

Even  the  $10  fee  is  high  for  the 
relatively  few  stations  making  use 
of  ASCAP  numbers  on  library 
transcriptions,  these  executives 
state,  and  the  $15  fee  is  practically 

prohibitive. 
Mr.  Fox  has  also  notified  Associ- 

ated Music  Publishers  that  it  must 
take  out  separate  licenses  for  music 
used  by  its  subsidiary,  Muzak, 
which  supplies  music  by  wire  to 
restaurants,  hotels  and  apartment 
buildings  on  a  fee  basis.  In  1935 
Muzak  was  permitted  as  an  experi- 

ment to  use  the  tunes  licensed  by 
Mr.  Fox's  principals  for  the  same 
fee  for  which  they  were  recorded 
for  the  AMP  transcription  service 
and  this  gratis  experimental  license 
has  continued  ever  since,  Mr.  Fox said. 

Test  Litigation 

Belief  that  the  charges  of  the 
copyright  owners  for  recording 
rights,  which  for  commercial  use  on 
transcriptions  sponsored  by  na- 

tional advertisers  amount  to  25c  to 
50c  per  pressing  per  composition 
as  well  as  the  flat  annual  $15  re- 

cording fee  for  library  discs,  are 
illegal  have  given  rise  to  announce- 

ments of  proposed  test  suits  on  sev- 
eral occasions,  the  most  recent  be- 
ing last  March,  when  AMP  an- 

nounced the  retention  of  Sydney 
Kaye,  attorney  in  charge  of  NAB 
musical  legal  matters,  to  prosecute 
such  a  suit  [Broadcasting,  March 
16].  For  one  reason  or  another, 
none  of  these  suits  has  ever  reached 
the  trial  stage. 

NBC,  which  at  one  time  consid- 
ered instituting  such  action  on  be- 
half of  its  Thesaurus  recorded  li- 

brary  service,   did   not   take  out 

Recording  Assn.  Meets 

To  Stop  'Discrimination' CHIEF  TOPIC  at  the  next  meet- 
ing of  the  Assn.  of  Recording  Stu- 

dios, to  be  held  Nov.  25  at  the  Ho- 
tel Edison,  New  York,  will  center 

around  the  report  made  public  last 
week  by  Howard  L.  Volgenau,  in- 

dustrial consultant  for  the  War 
Council  of  the  State  of  New  York, 
to  the  effect  that  smaller  inde-  : 
pendent  recording  studios  will  be 
denied  future  government  business  'a when  the  Government  sets  up  its 
own  recording  studios  through  the 
Overseas  Branch  of  the  OWI. 

The  association,  through  its  sec- 
retary, Maurice  Walsky,  sent  out  a 

letter  of  protest  against  this  pro- 
posed "discrimination"  early  this 

month  [Broadcasting,  Nov.  2],  re- 
questing the  cooperation  of  such 

authorities  as  the  FCC,  the  Smaller 
War  Plants  Corp.,  the  mayor  of 
New  York  and  House  and  Senate 
committees.  The  association  has  not 
announced  the  reactions  it  received 
from  this  letter,  and  at  its  next 
meeting  will  also  consider  a  plan  to 
send  a  special  committee  to  Wash- 

ington to  confer  with  government 
officials  on  the  matter. 

NAB  Will  Buy 

THAT  the  NAB  will  purchase  an 
office  or  residence  structure  for  its 
Washington  headquarters,  was 
virtually  assured  last  week  when  a 
majority  of  the  board  of  directors, 
contacted  by  telegraph,  voted  in 
favor  of  a  purchase  plan.  The  as- 

sociation must  vacate  its  quarters 
in  the  Normandy  Bldg.  by  Dec.  5 
under  a  government  order  taking 
over  the  building  for  William 
Jeffers  and  his  rubber  conserva- 

tion staff  [Broadcasting,  Nov.  9, 
16].  There  is  a  possibility,  accord- 

ing to  C.  E.  Arney  Jr.,  assistant  to 
President  Miller,  who  with  the 
NAB  Finance  Committee  has  been 
looking  over  prospective  proper- 

ties, that  a  short  extension  of  time 
will  be  given  to  tenants  in  the 
Normandy  Bldg.  to  enable  them 
to  complete  their  removals. 

ASCAP  Motion  Denied 

DENYING  ASCAP's  motion  to  dis- miss the  suit  of  BMI  and  Edward 
B.  Marks  Music  Co.  against  the  So- 

ciety, New  York  Supreme  Court 
Justice  Ernest  Hammer  ruled  last 
Wednesday  that  the  suit  properly 
belongs  in  the  State  Court  and  not 
in  the  Federal  Court  as  ASCAP 
had  contended.  Case,  designed  to 
determine  the  control  of  perform- 

ance rights  to  music  written  by 
ASCAP  members  but  published  by 
a  company  which  now  licenses  its 
music  through  BMI,  will  probably 
reach  the  trial  stage  early  next 

year,  BMI,  said. 

LAWRENCE  L.  SHENFIBLD,  New 
York  vice-president  in  charge  of  radio 
for  Pedlar  &  Ryan,  has  returned  to 
his  desk  following  Hollywood  confer- ences with  Bill  Lawrence,  West  Coast 
radio  director. 

licenses  from  Mr.  Fox  following 
the  return  of  ASCAP  music  to  the 
air,  but  made  individual  contracts 
directly  with  a  number  of  publish- 

ers for  the  right  to  transcribe  their 
music,  a  move  which  was  dupli- 

cated by  several  other  transcrip- 
tion companies. 
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COMMUNICATIONS 

...directing  arm  of  combat 
This  battle  drawing  was  prepared  with 
the  aid  of  Army  and  Navy  authorities 

IN  modern  battle,  our  fighting  units  may  be  many  miles 

apart.  Yet  every  unit,  every  movement,  is  closely  knit  into 

the  whole  scheme  of  combat  —  through  communications. 

Today  much  of  this  equipment  is  made  by  Western  Electric, 

for  60  years  manufacturer  for  the  Bell  System. 

Here  are  some  examples  of  communications  in  action. 

1  Field  H.Q.  guides  the  action  through 
field  telephones,  teletypewriters, 
switchboard8,wire,cable,radio.Backof 
it  is  G.  H.  Q.,  directing  the  larger  strat- 

egy . . .  also  through  electrical  commu- nications. The  Signal  Corps  supplies 
and  maintains  all  of  this  equipment. 

2  Air  commander  radios  his  squad- 
ron to  bomb  enemy  beyond  river. 

3  On  these  transports,  the  command 
rings  out  over  battle  announcing  sys- 

tem, "Away  landing  force!" 
4  Swift  PT  boats  get  orders  flashed 

by  radio  to  torpedo  enemy  cruiser. 

5  From  observation  post  goes  the  tele- 
phone message  to  artillery,  "Last  of enemy  tanks  about  to  withdraw  across 

bridge  . . ." 
O  Artillery  officer  telephones  in 

reply,  "Battery  will  lay  a  5  minute 
concentration  on  bridge." 
7  Tanks,  followed  by  troops  in  per- 

sonnel carriers,  speed  toward  right  on 
a  wide  end-run  to  flank  the  enemy. 
They  get  their  orders  and  keep  in  con- tact— by  radio. 

^estern  Electric] 
"ARSENAL  OF  COMMUNICATIONS' 
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Radio's  Contribution  in  War 

Told  to  AAAA  by  HoUister 

CBS  Vice-President  Explains  How  Networks  and 

Stations  Provide  Massive  Total  of  Programs 

DECLARING  "radio  has  gone  to 
"war  on  four  major  networks,  on 
924  United  States  stations,"  Paul 
Hollister,  CBS  vice-president,  told 
the  eastern  annual  meeting  of  the 
American  Assn.  of  Advertising 
Agencies,  held  last  Tuesday  at  the 
Hotel  Roosevelt,  New  York,  that 
the  major  wartime  contribution  of 
the  nation's  radio  advertisers  is 
their  expenditure  for  radio  time 

which  "pays  the  costs  not  only  of 
the  offering  of  goods  and  services, 
but  makes  possible  likewise  the 
massive  total  of  sustaining  or  non- 

commercial programs." 
War  Broadcasts 

As  an  example  of  what  the  net- 
works are  doing,  Mr.  Hollister  cited 

figures  taken  from  CBS  records  for 
the  first  six  months  of  this  year, 
when  this  one  network  broadcast 
3,013  war  programs  (with  woven- 
in  war  themes),  of  which  1,661 
were  sponsored;  2,340  war  an- 

nouncements and  1,640  news  broad- 
casts, about  half  sponsored  and 

half  sustaining.  "In  short,"  he  sum- 
marized, "from  30%  to  40%  of  the 

total  hours  this  single  network 
broadcast  those  six  months  was 
war  matter:  Vital  programs,  vital 
announcements,  vital  news." 

Stating  that  no  one  could  tabu- 
j  late  the  war  broadcasts  of  the  re- 
i  gional  networks  and  individual  sta- 

tions, Mr.  Hollister  continued : 

"They  have  broadcast,  as  indi- 
vidual stations,  a  tall  stack  of  re- 

cordings made  by  the  Government 
agencies.  They  have  organized  local 
war-effort,  civilian  defense,  count- 

less other  activities,  with  a  pene- 
trating home-town  poignancy  that 

transcends  the  most  adroit  drama. 
They  have  carried  the  voices  of  the 
town  officers  and  the  county  officers 
and  the  state  officers  and  their  na- 

tional representatives  promptly  and 
freely. 

Guidance  from  Washington 

"They  have  tied  in  with  the 
nearby  camps.  They  have  leapt  (as 
has  the  whole  industry  of  radio 
producers  and  broadcasters)  to  the 
swift  and  steady  interpretation  of 
the  directives  which  stem  out  of  the 

President's  war  aims  speech  of January. 
"You  can  thank  the  Office  of 

Facts  &  Figures  and  its  successor, 
the  OWI,  for  starting  the  war-in- 

formation effort  on  a  basis  of 
guided  voluntary  enterprise,  in- 

stead of  Goebbels'  ring-in-the-nose, 
or  rubber-hose  control.  By  and 
large,  radio  has  censored  itself,  has 
controlled  itself,  and  above  all  has 
wheeled  into  position  and  kept  fir- 

ing in  a  manner  which  ought  to 
command  the  ungrudging  respect 
of  its  most  biased  critics — too  many 
of  whom  confuse  manner  with  mat- 
ter. 

"The  net  result  of  the  war  serv- 

ice of  American  radio  is  that  our 
nation  is  the  largest  body  of  human 
beings  on  earth  in  full  possession 
of  information  concerning  its  na- 

tional obligation  and  choice  of 
fates..  This  state  of  national 
awareness  has  come  about  in  less 
than  one  year,  through  the  sensi- 

tive competitive  teamwork  of  a 
free  press  and  a  free  radio,  work- 

ing as  hard  as  they  know  how  to 
keep  a  free  people  free. 

"I  do  not  wish  to  leave  the  im- 
pression that  radio  is  responsible 

for  the  lifting  of  the  national 
morale  in  dire  emergency  beyond 
the  fact  that  radio  (which  is  sup- 

ported by  advertising)  has  served 
as  a  pretty  keen,  self-reliant,  versa- 

tile soldier  in  the  correct  American 
tradition,  and  has  used  its  com- 

plex new  instrument  of  public  in- 
formation with  unexpected  skill. 
Serial  Heroines 

"Maybe  there  has,  in  fact,  been 
'too  much  on  the  air  about  war'. 
Perhaps  to  hear  about  your  coun- 

try 48  times  a  day,  on  a  single  net- 
work, and  to  bump  into  it  as  many 

times  on  three  other  networks,  and 
on  the  beams  of  the  366  individual 
stations  which  are  not  on  a  net- 

work, is  just  too  much  to  bear. 
"Perhaps  it  is  selling  the  radio- listener  down  river  to  have  her 

discover  that  the  heroine  of  her 
favorite  peacetime  daytime  serial 
is  driving  an  ambulance,  or  going 
to  a  nurse's-aide  class,  or  giving  a 
lift  to  a  soldier.  (I  don't  believe  it 
is,  and  the  Hooper  and  CAB  rat- 

ings indicate  that  the  radio  audi- 
ence can  take  it  without  loss  of 

confidence  in  their  heroines.) 
"Maybe  the  individual  enterprise 

of  the  thousands  of  people  in  radio- 
commerce  to  interpret  war  in  all 
of  its  stark  phases  has  led  to  over- 
concentration,  overloading,  of  war- 
morale,  on  the  air — a  medium  con- 

ceived in  novelty,  born  in  informa- 
tion, and  reared  in  the  technique 

of  dramatic  enlightenment.  Maybe 
it  is  lop-sided  that  not  only  the  war 
broadcasts,  so-called,  and  the  war 
announcements,  and  the  war  news 
programs,  but  literally  every  item 
of  entertainment,  instruction,  in- 

junction and  diversion  that  flows 
outward  from  a  major  network 
should  be  screened  through  a  fine 
mesh  to  decide  what  this  contrib- 

utes towards  victory — which  is 
literally  the  case  with  the  output 
of  network  radio  today. 

"I  do  not  believe  that  anything 
short  of  this  voluntary  policy  ap- 

proaches all-out  contribution  to  the 
national  effort.  Nor  is  there  evi- 

dence that  the  advertisers  who  sup- 
ply the  sinews  of  radio  war  would 

have  it  otherwise.  They  are,  in  fact, 
a  simple  folk,  of  singular  optical 
limitation;  for  they  can  see  only 

forward." Other  speakers  during  the  after- 

LIGHT  BLUE  uniforms  now  adorn 

CBS  messengerettes.  Claire  Davi- 
son, one  of  CBS's  nine  mail  girls, delivers  the  mail  in  her  new  attire. 

The  first  messengerette  was  hired 
by  Columbia  last  August. 

noon  session,  which  was  open  to 
AAAA  members  only,  included  C. 

B.  Larrabee,  president.  Printers' Ink  Publishing  Co.,  discussing  the 
problems  confronting  advertising 
under  a  shift  to  a  war  economy; 
Frank  E.  Tripp,  general  manager, 
Gannett  Newspapers,  who  com- 

mented on  the  part  of  newspaper 
advertising  in  the  war  effort;  Col. 
Willard  T.  Chevalier,  publisher. 
Business  Week,  analyzing  wartime 
magazine  advertising;  Ken  R. 
Dyke,  chief,  Bureau  of  Campaigns, 
OWI,  who  reported  on  the  job 
ahead  for  advertising,  as  seen  by 
the  Government;  John  Benson, 
AAAA  president,  telling  how  the 
committee  on  consumer  relations  in 
advertising  gears  in  with  the  war 
effort;  Walter  Von  Tresckow,  pres- 

ident, Halstead  Traffic  Communi- 
cations Corp.,  discussing  the  prob- 

able effects  of  the  new  economic 
conditions  toward  which  we  are 

heading  on  advertising,  and  Wil- 
liam Reydel,  partner,  Newell-Em- mett  Co.  and  chairman  of  the 

AAAA's  executive  board,  who 

spoke  on  advertising's  responsibili- ties today. 

The  dinner  meeting  speeches, 

made  by  Chester  La  Roche,  chair- 
man. Young  &  Rubicam,  and  chair- 
man. The  Advertising  Council,  and 

by  Miller  McClintock,  president  of 
the  Council,  were  devoted  primarily 
to  a  review  of  the  inception  and  de- 

velopment of  the  Council,  its  past 
achievements  and  its  future  goals. 

Abrahamson  Head 

Of  Canada  Group 

ACA  Discusses  War  Problems 
With  U.  S.  Executives 
THE  ANNUAL  meeting  of  the 
Association  of  Canadian  Adver- 

tisers held  at  Toronto  Nov.  11-13 
elected  Paul  K.  Abrahamson,  ad- 

vertising manager  of  the  Borden 
Co.,  Toronto,  as  president  for  1943. 
The  meeting  was  international  in 
character  with  many  United  States 
advertising  executives  present  to 
study  Canada's  war  effort  and  to 
tell  Canadian  advertisers  how  cer- 

tain wartime  problems  have  been 
solved  in  the  United  States. 

Among  those  addressing  the  con-  i 
vention  were   Thomas   P.  Joyce, 
RCA    advertising    director,  who 

spoke  on  the  "Beat  The  Promise" campaign   among   RCA  workers; 
J.   K.   Hough,   Goodyear   Tire  & 
Rubber   Co.  advertising  director, 
who  discussed  employe  cooperation;  i 
Dr.   Miller  McClintock,  executive  I 
director  of  the  Advertising  Coun-  I 
cil.  New  York,  and  newly-elected  f 
president  of  Mutual;   Chester  J. 
LaRoche,    executive    director  of 
Young  &  Rubicam. 

Other  Topics 

Canadians  addressing  the  meet- 
ing were  G.  Douglas  Scott,  E.  B. 

Eddy  Co.,  Hull,  Que.,  who  spoke 
on  "Advertising  Through  to  Vic- 

tory"; J.  C.  Wilson,  vice-president 
of  Thompson  Products,  St.  Cath- 

erines, Ont.,  who  discussed  em- 
ployes' suggestions;  D.  B.  Chant, 

of  the  Industrial  Relations  Divi- 
sion of  National  Selective  Service, 

Ottawa;  T.  B.  McReynolds,  of 
Colgate-Palmolive-Peet  Co.,  Tor- 

onto; R.  E.  Jones,  of  General 
Foods,  Toronto;  Dr.  L.  B.  Pett, 
director  of  Nutrition  Services  of 
the  Department  of  Pensions  & 
National  Health,  Ottawa;  G.  Wal- 

ter Brown,  Ronald  Adv.  Agency, 
Montreal. 

Officers  elected  for  1943,  in  ad- 
dition to  Mr.  Abrahamson,  were: 

Vice-presidents,  J.  W.  Moore, 
Maple  Leaf  Milling  Co.,  Toronto; 
R.  L.  Sperber,  Sterling  Products, 
Windsor,  Ont.;  H.  E.  Stephenson, 
Canada  Starch  Co.,  Montreal;  J.  E. 
Mason,  Canada  Dry  Ginger  Ale, 
Toronto.  Directors  elected  were 
Geo.  S.  Bertram,  Swift  Canadian 
Co.,  Toronto;  L.  E.  Phenner,  Can- adian Cellucotton  Products  Co., 

Toronto;  Lee  Trenholm,  Under- wood-Elliott-Fisher, Toronto ;  Syd 

R.  Skelton,  Goodyear  Tire  &  Rub- 
ber Co.,  New  Toronto,  Ont. ;  Robert 

E.  Jones,  General  Foods,  Toronto; 
Neill  B.  Powter,  Howard  Smith 
Paper  Mills,  Montreal;  S.  H. 
Young,  Christie  Brown  &  Co.,  Tor- 

onto; D.  E.  Bankart,  Northern 
Electric  Co.,  Montreal;  A.  Usher, 
RCA  Victor  Co.,  Montreal. 

W.  0.  H.  James,  Dominion  Bank, 
Toronto,  was  re-elected  treasurer, 
and  Athol  McQuarrie  was  reap- 

pointed secretary-manager, 

RAYMOND  GRAM  SWING,  the  ra- 
dio commentator,  is  subject  of  a  series 

of  two  "Profiles"  appearing  in  the 
Nov.  14  and  21  issues  of  the  New 
Yorker. 
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Daytime  Serials  Behind  Times,, 

Losing  Appeal,  Says  Chappell 

Hooper  Consultant  Finds  They  Are  Out  of  Tune 

With  the  Nation's  Wartime  Psychology 
DAYTIME  SERIALS,  radio's 
wonder-workers  of  the  1930's,  are 
out  of  tempo  with  the  stepped-up 
pace  of  American  life  today  and 
are  losing  their  audience-appeal, 
Dr.  Matthew  N.  Chappell,  con- 

sultant to  C.  E.  Hooper  Inc.,  told 
more  than  100  radio  executives  of 
advertising  agencies,  stations  and 
networks,  meeting  last  week  in 
New  York. 

Meeting  was  called,  according  to 
Mr.  Hooper,  who  acted  as  chair- 

man, because  of  the  discovery  by 
Hooper  researchers  of  a  steadily 
declining  audience  for  the  script 
shows,  a  fact  which  seemed  im- 

portant enough  to  be  brought  to  the 
attention  of  subscribers  to  Hooper 
Radio  Reports. 

Other  Meetings 

If  the  reaction  to  the  session  is 
favorable,  Mr.  Hooper  said,  similar 
meetings  will  be  held  in  the  future 
whenever  other  findings  justify 
them. 

Discussion  following  Dr.  Chap- 
pell's  paper  indicated  that,  while 
many  did  not  agree  with  his  ex- 

planation of  the  loss  of  audience 
of  the  serial  shows,  most  of  those 
attending  thought  the  meeting  an 
excellent  idea. 

Excerpts  from  the  talk  follow: 

"To  perceive  the  problem  cur- 
rently presented  by  the  daytime 

serial  drama,  it  is  necessary  to 
view  it  in  perspective.  Otherwise 
we  will  overlook  certain  important 
relations  between  it  and  other  ele- 

ments in  our  culture.  First  it  must 
be  recognized  that  the  daytime 
serials  are  produced,  not  primarily 
for  those  whose  interests  are  sat- 

isfied by  classic  literature,  but 
rather  for  humble,  simple  folk  who 
have  not  had  the  benefits  of  college 
training  or,  perhaps,  even  a  taste 
for  it. 

"The  serial  could  have  developed 
nowhere  but  in  America  for  only 

here  do  we  have  the  necessary  con- 
ditions— adequate  radio  facilities 

and  humble  folk  sufficiently  im- 
portant to  demand  their  own  lit- 

erature. 

"From  50  to  60  serials  are  pre- 
sented daily  on  the  four  nationwide 

networks,  not  to  mention  sustain- 
ing serials  on  these  networks,  those 

sponsored  and  sustaining  on  the 
regional  networks  or  those  pre- 

sented locally  by  stations.  If  we 
assume,  as  may  be  reasonable,  that 
listening  to  the  daytime  serial 
drama  is  limited  to  50%  of  the 
families  of  the  nation,  we  must  con- 

clude that  from  five  to  eight  day- 
time serial  dramas  are  heard,  on 

the  average,  in  each  of  these  listen- 
ing homes  day  after  day,  five  days 

of  every  week. 
"In  the  daytime  serial  drama 

we  have  a  literary  form  which  hour 
after  hour  and  day  after  day 
furnishes  vicarious  experience  with 
life  which,  of  necessity,  reinforces 
and  magnifies  many  important 
emotional  attitudes,  convictions  and 
beliefs  which  the  listeners  already 
hold  and  builds  up  others  not  previ- 

ously held. 
"The  work  of  Dr.  Paul  Lazars- 

feld  of  the  Office  of  Radio  Research 
reveals  that  many  people  who 
listen  to  these  programs  are  clearly 
aware  of  numerous  situations  in 
which  their  attitudes,  convictions, 
beliefs  and  actions  have  been  for- 

mulated and  crystallized  by  the 
daytime  serial  drama. 

"This  is  particularly  significant 
in  view  of  the  fact  that  we  are 
rarely  able  to  verbalize  causes  of 
our  own  behavior.  If  many  listeners 
are  clearly  aware  of  the  influence 
of  the  serial  on  some  of  their  be- 

havior, on  how  much  more  is  it  ex- 
erting an  influence  of  which  they 

are  not  clearly  aware?  Judging 
from  our  knowledge  of  commercial 
influences,  it  must  be  tremendous. 

"We   know  that  if  we  ask  a 

COSMETICS  FOR  BRITAIN,  where  they  are  so  difficult  to  obtain,  are 
given  a  holiday  touch  and  sent  for  Christmas  by  the  girls  of  KDKA, 
Pittsburgh  (1  to  r)  :  Mrs.  Vickey  Corey,  Marjorie  Thoma,  Shirley  Leiser, 
Gundla  Johnson,  Mary  Kenny,  Dorothy  Grant,  Relda  Garrett. 

sample  of  people  why  they  use  a 

given  product  they  will  say  "My 
mother  used  it",  "A  friend  told  me 
about  it",  "The  grocer  recom- 

mended it",  etc.  Almost  none  will 
say  "Because  I  listen  to  the  radio 
program".  Very  few  people  ap- 

pear to  be  aware  of  the  influence 
which  radio  advertising  exerts  on 
their  buying  behavior.  But  we 
know  from  the  products  bought 
that  the  unconscious  influence  is 
tremendous.  So  with  the  program 
content  of  the  daytime  serial,  if 
many  people  are  aware  of  some 
influence,  the  further  influence  of 
which  they  are  unaware  must  be 
very  great. 

"If  this  is  the  case,  we  must 
then  conclude  that  the  daytime 
serial  drama  is  just  about  the 
greatest  molder  of  the  atti- 

tudes, beliefs,  ideas,  convic- tions and  behavior  of  women 
that  we  have  in  our  society; 

that  it  is  America's  most  pow- erful educational  institution. 

"Since  the  daytime  serial  drama 
is  literature  for  humble  folk,  it 
would  be  expected  that,  like  the 
dime  novel,  it  would  exalt  the  char- 

acteristics and  ideals  of  humble 

people  and  their  ability  to  over- 
come obstacles  through  their  own 

efforts.  However,  much  of  the  criti- 
cism that  has  been  leveled  against 

the  form  arises  from  the  fact  that 
it  not  only  fails  in  this  respect 
but  rather  that  it  rationalizes  the 
failures  and  frustrations  of  the 
humble  man;  that  when  he  suc- 

ceeds in  the  serial  it  is  a  matter  of 

luck;  that  for  most  part,  the  char- 
acters of  the  stories  are  burdened 

down  with  troubles,  trapped  by  cor- 
cumstances  too  much  for  them. 

"Anyone  who  has  examined  the 
daytime  serial  drama  at  length 
must  agree  that  such  is  the  case — 
that  not  the  ability  of  the  indi- 

vidual to  overcome  obstacles 

through  perseverance  and  individ- 
ual effort,  but  rather  the  willing- 

ness to  accept  frustration  is  ex- 
alted. 
"How  has  such  a  condition  come 

about?  Here  we  are,  a  people  striv- 
ing to  a  successful  issue  of  the 

greatest  task  we  have  ever  faced 
and  the  most  widespread  and  in- 

fluential literary  form  in  our  cul- 
ture is  teaching  the  submission  to 

frustrating  obstacles.  The  explana- 
tion of  this  anomalous  condition 

would  appear  to  lie  in  two  factors. 
"The  first  of  these  is  the  time 

at  which  radio's  problem  child  was 
born,  and  the  second  is  the  fact 
that  the  medium  is  far  more  power- 

ful than  advertisers  and  their 

agencies  realize. "The  serial  was  born  with  the 
(Continued  on  page  38) 
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This  advertisement,  apftearing  also  in  FORTUNE  Magazine  for  November,  is  the  third  of  a  FORTUNE 
series  published  in  the  interest  of  Radio  Stations  represented  by  John  Blair  &  Company. 

with 

Long^ines 

time  their  advertising  budgets  to  sales  volume 

SPOT  BROADCASTING
* 

From  the  start,  Spot  Broadcasting  has  kept 

watch  sales  ticking  for  Longines  because  it  permits  the 

company  to  sales-manage  radio  advertising.  By  wasting  no 

dollars  on  dead  spots,  they  have  more  left  for  the  live  spots, 

more  left  to  turn  problem  spots  into  profitable,  productive 

territories.  Because  Spot  Radio  is  both  fast  and  flexible, 

Longines  advertising  stays  in  perfect  timing  with  every 

market  no  matter  how  quickly  conditions  change. 

In  the  markets  _yo«  want,  Spot  Broadcasting  assures 

maximum  effectiveness  through  free  choice  of  the  best 

stations  and  of  times  having  ready-made  audiences.  You 

can  arrange  Spot  Broadcasts  quickly  for  immediate  action 

anywhere  and  for  the  swift  consumer  reaction  that  Radio 

offers  everywhere  .  .  .  with  either  programs  or  announce- 

ments, on  a  schedule  that  fits  your  budget. 

•  An  interesting,  informative  booklet,  "Spot  Broadcasting," 
will  be  sent  on  request  to  advertisers  and  their  agencies 
together  with  a  list  of  John  Blair  markets  and  radio  stations. 

Now,  while  markets,  quotas  and  selling  problems 

shift  faster  and  faster,  the  flexibility  of  Spot  Broadcasting 

is  proving  itself  the  salvation  of  many  an  advertiser.  Talk 

to  a  John  Blair  man  about  this  sensible  market-by-market 

advertising.  He  not  only  represents  many  of  the  country's 
finest  radio  stations,  but  he  knows  merchandising  and  he 

can  help  you  use  radio  profitably  today! 

*Spot  Broadcasting  is  radio  advertising  oj  any  type  (from  25-word  announcements 
to  full-  hour  shows)  planned  and  placed  on  a  flexible  market  -  by  -  market  basis. 

&-  COMPANY 

Chicago 

New  York 
St.  Louis 
Los  Angeles 

San  Francisco 

EXCLUSIVELY  REPRESENTING  LEADING  RADIO 

STATIONS  THROUGHOUT  THE  UNITED  STATES 



Net  Reporters  at  Scene  of  AEF  Drive 

Collingwood,  MacVane 
First  to  Be  Heard 

From  Algiers 
FIRST  TWO  broadcasts  from  the 
territory  in  North  Africa  invaded 
Nov.  7  by  Allied  forces  came 
through  to  this  country  within  a 
half-hour  period  Saturday,  Nov. 
14,  with  Charles  Collingwood  re- 

porting from  Algiers  on  the  CBS 
World  Today  program,  6:45  p.m., 
and  John  MacVane  broadcasting 
for  NBC  at  7:15  p.m.,  also  fi'om  Al- 
giers. 

Both  correspondents  were  known 
to  be  with  the  North  African  in- 

vasion forces,  but  could  not  be  con- 
tacted by  the  networks  until  the 

BBC  had  informed  them  that  com- 
munications were  established  with 

Allied  headquarters  in  Algiers  and 
broadcasting  facilities  made  avail- 

able. Though  he  is  not  known  to 
have  had  any  hand  in  the  radio 
arrangements,  it  was  also  learned 
last  week  that  Lt.  Com.  Harry  C. 
Butcher,  former  CBS  Washington 
vice-president,  is  at  American 
headquarters  in  North  Africa  with 
General  Dwight  D.  Eisenhower, 
commander  of  all  our  forces  there. 
Lt.  Com.  Butcher  is  General  Eisen- 

hower's naval  aide. 
Algiers  Quiet 

At  the  beginning  of  his  broad- 
cast from  Station  TPZ-2,  Algiers, 

Collingwood  stated  that  "Algiers  is 
quiet  tonight,  that  is,  there  is  no 
sniping,  no  disturbances  and  no 
hostilities  toward  the  British  and 
American  troops  who  throng  the 
city  .  .  .  but  that  is  not  to  say  that 
it  is  normal.  A  large-scale  move- 

ment of  this  kind  brings  in  its 
train  scores  of  big  and  small  dis- 
locations." 

He  also  described  the  "difficult 
political  situation"  existing  in  the 
occupied  territory  because  of  en- 

mity between  pro-Vichy  and  anti- 
Vichy  elements  of  the  population. 
All  this,  however,  is  "overshadowed 
first  by  the  popularity  of  the  Amer- 

ican Army  in  North  Africa,  and 
second  by  the  hatred  of  these  peo- 

ple here  for  the  Germans  and  Ital- 
ians," Mr.  Collingwood  stated. 

This  same  admiration  of  the 
French  for  the  American  troops 
as  compared  to  the  feeling  for  the 
Axis  was  graphically  described  by 
John  MacVane,  in  his  NBC  report. 
Each  time  a  truckload  of  the  "gor- 

geously uniformed  Italians"  went 
through  the  streets  of  Algiers, 
MacVane  said,  "the  crowd  shouted 
mockingly  .  .  .  When  the  Germans 
went  by,  they  stopped  mocking.  It 
was  a  tense  moment,  a  stiffening 
of  the  crowd.  A  low  growl  held  all 
of  the  bitter  hatred  in  the  world. 

"A  couple  of  trucks  full  of  RAF 
troops  and  food  supplies  went  by 
and  the  crowd  cheered,"  he  con- 

tinued. "I  was  wearing  an  Ameri- 
can Army  uniform  and  a  woman  of 

50-odd  came  up  and  wrung  my 
hand,  and  the  hands  of  a  couple 
of  other  correspondents,  and  kept 

WITH  OUR  TROOPS 

Mr.  McVane       Mr.  Collingwood 

saying,  'Thank  God,  Thank  God, 

you're  here.'  " John  MacVane  broadcast  a  sec- 
ond report  from  Algiers  at  1  p.m., 

Nov.  15  and  NBC  is  now  present- 
ing him  as  often  as  possible  on  the 

daily  7:15  p.m.  world  news  broad- 
casts with  John  W.  Vandercook. 

NBC's  representative  in  London 
since  June  1,  1940,  MacVane  has 
been  handling  regular  newscasts 
from  that  city  since  that  time. 
Previously,  he  was  in  Paris  with 
the  Paris  Bureau  of  the  London 
Daily  Express  and  INS,  and  two 
years  before  that  was  sub-editor 
of  the  Daily  Express  in  London. 
Prior  to  going  abroad,  he  was  a 
reporter  and  ship  news  editor  for 
the  Brooklyn  Daily  Eagle  and  re- 

porter and  rewrite  man  for  the 
New  York  Sun.  A  graduate  of 
Williams  College  and  a  B.  Litt. 
from  Oxford  U,  he  is  a  native  of 
Portland,  Me. 

Charles  Collingwood  has  been 
with  CBS  since  March  22,  1940, 
and  has  been  that  network's  cor- 

respondent   in    London,  covering 

ABOUT  7  o'clock  last  Saturday 
evening  [Nov.  7],  a  young  United 
States  Naval  officer  stepped  into 
the  office  of  Joseph  Barnes,  chief 
of  the  New  York  headquarters  of 
the  Overseas  Branch  of  the  Office 
of  War  Information.  He  had  come 
in  a  great  hurry  from  the  White 
House  in  Washington.  He  had 
something  under  his  arms.  It 
looked  like  a  lone  phonograph  rec- 

ord. In  fact,  it  was. 
There  was  a  great  deal  of  ac- 

tivity in  the  office  of  Mr.  Barnes, 
who  is  responsible  for  the  dissemi- 

nation of  American  propaganda  to 
all  points  abroad  except  Latin 
America.  At  4  p.m.  the  New  York 
Bureau  had  received  an  alert. 
Something  important  was  up.  The 

human  interest  type  broadcasts  on 
the  people  of  Britain,  until  his  as- 

signment to  cover  the  North  Afri- 
can invasion.  Born  in  Three  Riv- 
ers, Mich.,  he  was  graduated  from 

Central  High  School  in  Washing- 
ton, D.  C,  attended  Deep  Springs 

College  in  California,  and  is  a 
graduate  of  Cornell.  After  work- 

ing with  the  U.  S.  Forest  Serv- 
ice and  spending  a  summer  of 

study  in  Geneva,  Switzerland,  Col- 
lingwood went  to  England  when 

the  war  broke  out  in  September, 
1939,  to  join  the  United  Press.  He 
later  took  up  a  Rhodes  Scholarship 
he  had  won  at  Oxford  to  study  in 
Amsterdam  for  three  months,  re- 

turning to  England  in  June,  1940. 
A  third  radio  man  came  into 

prominence  last  week  in  connec- tion with  the  African  invasion 
when  Harold  V.  Boyle,  correspon- 

dent for  the  Associated  Press,  sent 
in  dispatches  from  French  Moroc- 

co describing  the  exploits  of  Staff 
Sgt.  John  Anspacher,  formerly  in 
the  press  department  of  WOR, 
New  York.  According  to  Mr. 
Boyle's  report  on  the  sinking  of 
his  landing  barge,  "Staff  Sgt.  John 
Anspacher  of  102  W.  85th  St.,  New 
York,  my  public  relations  escort, 
and  I  discarded  our  lifebelts  and 
turned  toward  shore.  We  had  to 
clamber  across  a  100-yard  patch  of 
spike-sharp  coral  reef  and  wade  to 

the  beach." After  telling  how  the  Allied 
forces  stormed  French  batteries  on 
shore,  Boyle  v^nrote: 

"Sgt.  Anspacher  and  I  turned toward  the  beach.  We  heard  the 
roar  of  engines  overhead  and  looked 
up  to  see  eight  pursuit  planes  head- 

young  naval  officer  sat  down, 
clutching  his  phonograph  record 
tightly.  He  continued  to  clutch  it 
as  the  minutes,  then  an  hour,  then 
nearly  two  hours  ticked  by.  His 
orders  were  not  to  give  it  to  any- 

body until  a  certain  flash  arrived 
from  the  White  House. 

White  House  Flash 

At  8:57  o'clock  that  evening,  if 
you  had  been  listening  to  the 
American  short-wave  stations,  you 
would  have  heard  a  program-break 
and  then  the  following  cryptic  an- 

nouncement in  English,  French, 
Italian,  German,  Spanish  and  Por- 

tuguese: "Attention!  Attention! 
Stand  by  for  an  important  an- 

(Continued  on  page  ̂ 6) 

ing  beachward.  We  watched  casu- 
ally until  they  had  nosed  down 

sharply  and  begun  to  spit  machine 

gun  slugs. 
"They're  French!"  shouted  Sgt, 

Anspacher. 
"The  sergeant  and  I  and  his  tom- 

my gun  dived  together  into  the  j| 

nearest  beach  trench  and  hugged  '' its  sand  walls  as  the  planes  strafed 
seaward,  turning  back  only  when 
they  ran  into  a  wall  of  anti-air- craft fire  .  .  . 

"As  twilight  began  to  fall,  the 
American  troops  consolidated  their 
positions  and  dug  themselves  into 
thousands  of  fox  holes,  the  only 
available  shelter.  Sgt.  Anspacher 
wangled  us  a  beach  shack  and  some 
blankets  from  a  grinning  French- 

man and  we  lay  down  to  sleep." 
Network  Reporters  Abroad 

Foreign  correspondents  current- 
ly covering  world  news  in  all  parts 

of  the  globe  for  the  four  major 
networks  are  listed,  with  their  as- 

signments, as  follows: 
MBS  —  Frank  Cuhel,  Austra- 

lia; Owen  Cunningham,  Honolulu; 
Leslie  Nichols,  Cairo;  Jack  Thomp- 

son, Oran  (pending) ;  Arthur 
Mann  and  John  Steele,  London. 

NBC  and  BLUE— Sidney  Al- 
bright, Australia ;  David  Anderson, 

Sweden;  Paul  Archinard,  Switzer- 
land; Everett  A.  Bauman,  Argen- 
tina; Bjorn  Bjornson,  Iceland; 

A.  D.  Bramstedt,  Alaska;  Peter 
Brennan,  Panama;  Mary  Brock, 
Iran;  William  Chaplin,  India;  Has- 
soldt  Davis,  Africa;  Alex  Dreier, 

England;  George  T.  Folstar,  Aus- 
tralia; Reece  Hatchitt,  Chile;  Har- 

wood  Hull  Jr.,  Puerto  Rico;  John 
MacVane,  Africa;  Robert  Magi- 
doff,  Russia;  Frances  Muir,  India; 
Grant  Parr,  Egypt;  Stanley  Rich- 

ardson, England;  Stanley  Ross, 
Venezuela;  M.  K.  Slosberg,  New 
Zealand;  Helen  Townsley,  Brazil; 
Jim  Wahl,  Hawaii. 
CBS — Edward  Murrow,  Bob 

Trout  and  Paul  Manning,  London; 
Charles  Collingwood,  Africa;  Bill 
Downs  and  Walter  Kerr,  Moscow; 
Howard  Smith,  Berne;  Winston 
Burdett  and  Larry  LeSueur  (on 

way  home),  Cairo;  Bernard  Val- 
ery,  Stockholm;  Gunner  Paulsson, 
Reykjavik,  Iceland;  Harry  Zinder, 
Jerusalem;  James  Stewart,  Chung- 

king; William  J.  Dunn  Jr.,  Syd- 
ney; Quentin  Pope,  Wellington, 

New  Zealand;  Webley  Edwards, 

Honolulu;  William  Gillman,  Ju- 
neau, Alaska;  Robinson  McLean, 

Toronto;  Daniel  Lundberg,  Mexico 
City;  Peter  Muir,  New  Delhi; 
Jack  Fendell,  Panama;  Alex  Gar- 

cia, Havana;  Herbert  Clark,  Bue- 
nos Aires;  Sergia  Peraz,  Guaya- 

guil,  Columbia;  Jorge  Mantillas, 
Quito,  Colombia;  Franklin  Whait, 
Caracas,  Venezuela;  John  Adams, 
Rio  de  Janeiro;  Charles  Griffin, 
Santiago,  Chile;  Claude  Guiant, 
Lima,  Peru;  John  Vebber,  Asun- 
cia,  Paraguay;  Joel  Nystrom,  Mon- 

tevideo, Uruguay;  Willie  Gutier- 
rez, La  Paz,  Bolivia. 

RESULTS  OF  PROPAGANDA  DRIVE 

Shirer  Describes  Opening  Moves  by  This  Country  in 

 Radio  Preparation  for  African  AEF  
NO  ONE  in  America  is  tetter  qualified  than  Bill  Shirer  to  comment  on 
the  radio  phases  of  the  campaign  of  psychological  warfare,  launched 
concurrently  with  the  American-British  African  drive  hy  the  Office  of 
War  Information  and  signaled  by  the  Nov.  7  release  of  President  Roose- 
velfs  French-language  broadcast  from  recordings.  Obviously,  the  whole 
story  of  the  radio  campaign  cannot  yet  be  told,  but  Mr.  Shirer's  version, 
as  released  by  the  New  York  Herald-Tribune  Syndicate,  is  here  excerpted: 

By  WILLIAM  L.  SHIRER 
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KWIK  KWIZ 
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Want  to  know  what's  cooking  in  Kansas  City? 

Well,  KMBC,  for  one  thing,  is  busy  stirring  up 

some  tempting  sales  dishes  for  advertisers  who 

want  to  talk  to  ladies.  If  you'd  like  a  delicious 

helping  of  the  same,  this  recipe  is  recommended. 

Take  one  moderate  portion  of  KMBC  time  .  .  . 

add  an  established  KMBC  program  for  women 

.  .  .  and  garnish  with  promotion  for  your  prod- 

uct. You'll  shortly  have  a  piping-hot  success 

story  guaranteed  to  satisfy  any  adman's  appe- 
tite. But  remember,  the  essential  ingredient  is 

KMBC— the  "9  Ways  the  Winner"  station  whose 

Department  of  Women's  Features  includes 

Nancy  Goode,  director  of  the  Happy  Kitchen; 

Caroline  Ellis,  the  Midwest's  best-loved  woman 

commentator;  and  June  Martin,  the  famed 

KMBC  Food  Scout.  As  the  proof  of  the  pudding 

is  in  the  eating,  so  is  the  proof  of  the  program 

in  the  selling.  How  about  testing  some  of  our 

sales  recipes  soon? 

agoNviOD  V  SI  3 
a3iV3a  V  SI  a 
aaHsvw  V  SI  w 
31113)1  V  SI  M 

SUBMSNV  3H1 

OF  KANSAS  CITY 

FREE  &  PETERS,  INC. CBS  BASIC  NETWORK 



Decision  of  Federal  Court  in  Networii:-Monopoly  Case 

FULL  TEXT  of  the  decision  of  the 
U.  S.  District  Court,  Southern  Dis- 

trict of  New  York,  handed  down 
Nov.  16  in  the  case  of  NBC,  Wood- 

men of  the  World  Life  Insurance 
Society  and  Stromberg-Carlson 
Telephone  Mfg.  Co.,  plaintiffs,  v. 
the  USA,  FCC  and  MBS,  and  CBS, 
plaintiff,  v.  USA,  defendant,  and 
FCC  and  MBS,  intervenors,  written 
by  L.  Hand,  CJ,  and  concurred  in 
by  Goddard  and  Bright,  D.  J  J., 
follows : 

L.  Hand,  C.  J. :  These  cases  come 
before  us  a  second  time  upon  motions 
made  by  the  defendants  and  the  MBS 

■ — which  has  intervened — summarily  to 
dismiss  the  complaints.  The  motions 
are  made  upon  the  complaints,  upon 
certain  affidavits  of  the  counsel  for 
the  Commission,  upon  the  Commis- 

sion's report  and  all  the  proceedings 
and  evidence  before  it,  and — we  shall 
assume — upon  the  affidavits  filed  by 
the  plaintiffs  on  their  motions  for 
preliminary  injunctions. 
We  shall  not  repeat  the  outlines  of 

the  controversy  as  set  forth  in  our 
opinion  in  44  Fed  Suppl.  688,  and  in 
that  of  the  Supreme  Court  which  re- 

versed our  judgments  dismissing  the 
complaints,  316  U.S.  407 ;  but  shall 
proceed  directly  to  consider  the  points 
raised. 

Power  of  Commission 

The  most  important  of  these  is 
whether  the  Commission  had  power  to 
pass  the  challenged  regulations.  Every- one agrees  that  in  granting  licenses 
under  §309  of  Title  47,  U.  S.  Code,  it 
must  distribute  the  available  wave- 

lengths so  as  to  give  greatest  possible 
service,  and  that  it  must  see  to  it 
that  all  applicants  have  the  necessary 
technical  ability  to  broadcast  pro- 

grams, that  the  stations  are  properly 
constructed  and  properly  manned  and 
do  not  interfere  with  other  stations, 
and  that  the  licensees  are  responsible, 
morally  and  financially. 

All  these  things  and  perhaps  more, 
the  Commission  may  regulate  in  dis- 

charge of  its  duty  to  promote  the 
"public  convenience,  interest,  or  ne- 

cessity". The  regulations  at  bar  have, 
however,  nothing  to  do  with  these 
qualifications  of  a  licensee ;  they  are 
addressed,  not  to  his  ability  to  broad- 

cast any  programs  which  he  may  ac- cept, but  to  his  freedom  to  procure 
other  programs  than  those  to  which  by 
contract  with,  or  by  the  control  of, 
the  "networks"  he  is  limited ;  they 
touch,  not  how  he  shall  broadcast, 
but  how  unrestricted  he  shall  be  in 
doing  so. 

The  plaintiffs  say  that,  judged  both 
by  its  history  and  by  its  language,  the 
Act  gave  thi  Commission  power  to 
consider  only  the  qualifications  first 
specified,  leaving  outside  any  adminis- trative control  all  arrangements  by 
which  a  station  secures  its  programs. 
They  say  that,  although  it  is  true 
that  §313  makes  "all  laws  *  *  * 
relating  to  unlawful  restraints  *  *  * 
applicable  to  *  *  *  interstate  or  for- 

eign radio  communications,"  and  that the  courts  have  jurisdiction  in  this 
way  to  annul  monopolies  or  restric- 

tive contracts  which  affect  broadcast- 
ing, only  courts  may  do  so ;  the 

Commission  must  disregard  any  such 
considerations  when  deciding  when  to 
grant  or  refuse  a  license 

Meaning  of  Second  Clause 

Section  303  defines  the  Commis- 
sion's powers ;  its  original  was  §4 of  the  Radio  Act  of  1927  which 

had  11  subdivisions,  of  which  the 
first  10  were  the  same  as  the  first  11 
of  §303  except  for  a  new  subdivision 
("g")  introduced  into  §303.  The 
eighth  subdivision  ("h")  of  §4  of 
the  Radio  Act  (now  the  ninth  ("i") 
of  §303)    gave  the  Commission  "au- 

thority to  make  special  regulations 
applicable  to  radio  stations  engaged  in 
chain  broadcasting" ;  and  on  it  the 
Commission  particularly  relied.  The 
plaintiffs  answer  that  it  was  meant 
merely  to  give  the  Commission  con- 

trol over  the  power  and  wavelengths 
used  by  stations  while  connected  with 
"networks"  for  "chain  broadcasting." 

It  was  introduced  by  an  amendment 
ill  the  Senate  and  originally  read  that 
the  Commission  should  have  power, 
"when  stations  are  connected  by  wire 
for  chain  broadcasting,"  to  "determine the  power  each  station  shall  use  and 
the  wavelengths  to  be  used  during 
the  time  stations  are  so  connected 
and  so  operated,  and  make  all  other 
regulations  necessary  in  the  interest 
of  equitable  radio  service  to  the 
listeners  in  the  communities  or  areas 
affected  by  chain  broadcasting."  The first  clause  of  this  amendment  was  in- 

deed limited  as  the  plaintiffs  say ; 
but  the  same  was  not  true  of  the 
second  clause. 

"Equitable  radio  service  to  the 
listeners"  was  a  comprehensive 
phrase  ;  read  most  naturally,  it  should 
include  the  best  possible  service  com- 

patible with  such  burdens  as  it  was 
reasonable  to  impose  upon  the  "net- 

works" and  their  "affiliates" — "equit- 
able," that  is,  in  the  sense  that  the interests  of  both  sides  were  to  be 

weighed.  The  fact  that  the  occasion  for 
the  amendment  apijears  to  have  been 
the  Senate's  apprehension  that  the 
"networks"  might  drown  out  "unaffili- 

ated" stations,  by  no  means  circum- 
scribed the  scope  of  these  words. 

This  amendment  finally  emerged 
from  Conference  and  was  enacted, 
in  the  broad  terms  we  have  quoted ; 
it  would  be  altogether  unwarranted  to 

assume  that  it  was  intended  to  adopt 
the  limited  clause  and  to  abandon  the 
general  one.  We  may  start  therefore 
with  the  strong  probability  that  even 
in  the  Radio  Act  of  1927  the  Com- 

mission had  power  by  virtue  of  this 
subdivision  to  regulate  "chain  broad- 

casting" generally  in  the  interest  of "listeners". 
The  amendment  to  §303  of  the 

Communications  Act  of  1934,  that  is, 
the  interpolation  of  subdivision  "g", 
confirms  this  interpretation.  That  sub- 

division reads  as  follows  :  "Study  new 
uses  for  radio,  jirovide  for  experi- 

mental uses  of  frequencies,  and  gen- 
erally encourage  the  larger  and  more 

effective  use  of  radio  in  the  public 
interest."  We  can  see  no  reason  for 
confining  the  last  clause  to  scientific 
or  engineering  problems  ;  the  purpose 
is  apparent  to  give  the  Commission 
power  to  foster  the  industry  in  all 
appropriate  ways. 

Revocation  Clause 
It  is  not  clear  that  this  was  a 

new  purpose ;  but  if  it  was,  it  in- fused the  powers  already  granted  in 
the  earlier  act,  broadening  them  in 
accord  with  the  changed  outlook — the 
power  granted  under  subdivision  "i" among  the  rest.  The  duty — for  the 
power  imposed  a  corresponding  duty — 
to  "encourage"  the  "larger"  use  of 
radio  incidentally  presupposed  a  power 
to  prevent  the  frustration  of  the 
purpose  so  disclosed ;  we  are  not  to 
construe  the  section  as  at  war  with 
itself.  Therefore,  even  if  §303  stood 
alone,  we  should  hold  that  subdivision 
"i"  granted  power  to  the  Commission 
to  consider  the  effect  upon  a  station's choice  of  programs  of  any  controls 
or  restrictions  exercised  by  the  "net- 

works". 

However,  §303  does  not  stand  alone. 
In  addition  to  providing  that  all  laws  1 
"relating  to  unlawful  restraints  and  1 
monopolies  and  to  combinations,  con-  i 
tracts,  or  agreements  in  restraint  of  \ 
trade"  should  apply  to  "radio  com- 

munications," §313  also  took  over  from 
§15  of  the  Act  of  1927  the  provision 
that  in  actions  brought  under  those 
laws    or   in    proceedings    to  enforce 
orders  of  the  Federal  Trade  Commis- 

sion,   whenever  "any    licensee  shall 
be  found  guilty  of  the  violation  of  tho 
provisions  of  such  laws  or  any  of 
them,  the  court,  in  addition  to  the 
penalties  imposed  by  said  laws,  may 
*  *  *  decree  that  the  license  of  such 

licensee  shall  *  *  *  be  revoked." As  will  be  observed,  revocation  was  ! 
here  made  a  penalty  like  other  penalties 
for  monopoly  or  restraint  of  trade ;  , 
the  courts  were  not  to  use  it  as  a  : 
means   of   compelling   a   licensee  to 
furnish    service   free   from  unlawful 
restrictions,  but  to  punish  him  for  his 
past   misconduct,    the   discretion  ac- corded them  being  exercised  according 

to  the  degree  of  his  "guilt." This  was  in  harmony  with  the  gen- 
eral scheme,  for  a  court  is  not  in  ; 

good   position   to  know   how   far   a  j monopolistic    or    unfair    competitive  i 

practice  may  interfere  with  "the  larger and  more  effective  use  of  radio  in  the 
public  interest ;"  if  any  official  was  j 
competent  to  do  so,  it  was  the  Com- mission. Section  13  of  the  Radio  Act 
of  1927  had  provided  that  if  a  court 
revoked  a  license  the  Commission  must  i 
refuse  to  renew  it,  but  it  had  stopi^ed  • 
there  ;  and,  as  the  law  then  stood,  it 
might  perhaps  have  been  argued  with  , 
some  show  of  plausibility  that  an  ap-  i 
plicant's  monopolistic  or  unfair  com- petitive  practices  in  the  past  were  ; 
not  relevant  to  the  grant  of  a  license. 

Monopoly  Guilt 
However  that  may  have  been,  §13 

was  amended  in  1934  by  adding  a 
new  clause,  and  the  resultant  §311, 
in  addition  to  retaining  the  old  lan- 

guage forbidding  the  restoration  of  a 
forfeited  license,  contained  a  new 
one  providing  that  the  Commission  is 
"authorized  to  refuse  such  station 
license"  whenever  the  applicant  had 
been  "finally  adjudged  guilty"  by  a 
"Federal  court  of  *  *  *  attempting 
unlawfully  to  monopolize  radio  com- munication *  *  *  or  to  have  been 
using  unfair  methods  of  competition."  | That  power  was  certainly  not  to  , 
be  used  as  a  punishment ;  the  Com- mission was  not  to  overrule  the  court 
which  had  decided  not  to  impose  the 
penalty.  Such  a  power  would  have  j 
been  open  to  serious  constitutional 
objection.  What  use  then  was  the 
Commission  to  make  of  an  adjudica- 

tion of  the  applicant's  "guilt"?  Only, 
we  submit,  by  considering  it  as  evi- dence that,  if  granted  a  license,  he 
would  not  use  it  for  the  "public  con- 

venience, interest,  or  necessity,"  i.e., that  the  grant  of  a  license  would  not 
"encourage  the  larger  and  more  effec- 

tive use  of  radio  in  the  public  in- 

terest." 

The  necessary  implication  from  this 
was  that  the  Commission  might  infer 
from  the  fact  that  the  applicant  had 
in  the  past  tried  to  monopolize  radio, 
or  had  engaged  in  unfair  methods  of 
competition,  that  the  disposition  so 
manifested  would  continue  and  that 
if  it  did  it  would  make  him  an  unfit 
licensee.  Thus,  whatever  may  have 

been  the  limits  of  the  Commission's earlier  powers,  manifestly  after  1934 
they  included  a  consideration  of  how 
far  licensees  might  be  improperly  re- 

stricted in  the  exploitation  of  their licenses. 
The  plaintiffs  do  not  concede  even 

this,  as  we  understand  it,  but  in  any 
event  they  insist  that  the  exercise  of 

(Continued  on  page  50) 

ARRANGEMENTS  for  the  Emergency  Broadcast  Plan  of  the  Pacific 
Coast  were  recently  completed  in  San  Francisco.  The  IVth  Fighter  Com- 

mand set  Nov.  15  as  the  date  for  operations  to  become  effective.  In  addi- 
tion to  those  pictured  here,  others  in  attendance  in  completing  the  ar- 

rangements were:  Sydney  Strotz,  NBC  vice-president;  Donald  Thorn- 
burgh,  CBS  vice-president;  Lewis  Allen  Weiss,  Mutual-Don  Lee  vice- 
president;  Donald  Gilman,  BLUE  vice-president;  John  Swallow,  NBC; 
Fox  Case,  CBS;  Leo  Tyson,  BLUE;  Van  C.  Newkirk,  Mutual-Don  Lee; 
regional  inspectors  of  the  FCC  and  officers  of  the  Western  Defense  Com- 

mand. In  photo  (1  to  r)  :  Lawrence  W.  McDowell,  president.  Southern 
California  Broadcasters'  Assn.;  Henry  Swartwood,  board  of  governors, 
Oregon  State  Broadcasters'  Assn.;  Brig  Gen.  William  E.  Kepner,  com- 

manding IVth  Fighter  Command;  Harry  W.  Spence,  president  Washing- 
ton State  Broadcasters'  Assn.;  Arthur  Westlund,  president,  Northern 

California  Broadcasters'  Assn. 
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WISE  OWL  SAYS:  A,"R0\3'SX) 

LARGEST  COAST 

DRUG  CHAIN 

REPORTS 

"QUICK  REACTION'! 

"Everybody  profits,  all  around," 
when  an  advertiser  puts  KNX  on 

his  list  to  cover  Southern  Califor- 

nia. For  there's  a  quick  impact  on 
the  sales  front— in  the  retail  stores. 

This  impact  is  the  most  important 

product  of  the  prestige  and  sales- 

power  that  KNX  has  built  for  itself 

through  brilliant  programming, 

intense  50,000-watt  coverage,  alert 

merchandising  cooperation  and 

long-term  community  leadership. 

Your  dealers  feel  this  sales-power 

the  moment  your  story  goes  out 

over  KNX. 

*The  Owl  Drug  Company  operates  134  drug 
stores  throughout  the  Pacific  Coast  states. 

657  MISSION  STREET 
AN  FRANCISCO.  CALI  F. 

LOS  ANGELES  OFFICES 
Movennbor  J,  19142 

Mr.  Meredith  R.  Pratt 
Sales  Service  Manager,  KNX 
Columbia  Square 
Hollywood,  Calif. 

Dear  Merrle: 

It  certainly  looks  like  KMX  is  going  to  town  on  drug  store 

items  this  season.    Thanks  for  telling  us  about  it. 

The  way  you  keep  us  informed  about  these  campaigns  over 

KNX  is  deeply  appreciated.    We  pass  the  word  along  to  our 

store  managers,  because  we  have  repeatedly  noticed  that 

there  is  a  quick  reaction  in  our  stores  irtienever  a  campaign 

starts  on  KUX. 

Such  Information  helps  us  to  estimate  demand,  check  on 

stocks,  and  arrange  displays  more  intelligently.    At  the 

same  time,  it  helps  to  get  the  advertiser  a  100%  return  on 

his  investment,  so  that  everybo^  profits,  all  around. 

Anything  which  makes  operations  easier  these  days  is  all 

to  the  good. 
Sincerely, 

r 

F.  J.  McGreal Advertising  Manager 

50.000
 

Owned  and  operated  by  the  Columbia  Broadcasting  System. 
Represented  nationally  by  Radio  Sales:  offices  located  in 
New  York,  Chicago,  St.  Louis,  Charlotte  and  San  Francisco 

COLUMBIA'S     STATION     FOR     ALL     SOUTHERN  CALIFORNIA 



PAUL  SULLIVAN,  former  CBS  newscaster  (center),  has  returned  to 
the  air  as  a  commentator  for  WMCA,  New  York.  Shown  with 
him  are:  Don  Shaw,  WMCA  general  manager  (left),  and  Sydney 
Moseley,  British  commentator  (right),  who  welcomed  him  to  the  sta- 

tion for  his  new  schedule  of  five  newscasts  weekly  at  9:30  p.m. 

Paley  Salary  Cut, 

Pension  Plan  on 

CBS  Vote  Agenda 
Stockholders  to  Meet  Dec.  16; 

President's  Salary  $65,000 
EEADJUSTMENTS  of  the  com- 

pensation to  be  paid  by  CBS  to 
President  William  S.  Paley  and 
other  officers,  executives  and  em- 

ployes, along  with  the  introduc- 
tion of  a  pension  plan  for  officers 

and  employes  earning  more  than 
$3,000  a  year,  will  be  voted  upon  by 
CBS  stockholders  and  their  proxies 
at  a  special  meeting  ordered  Nov. 
14  by  the  board  of  directors,  to  be 
held  in  the  CBS  offices  in  New 
York  Dec.  16. 

Mr.  Paley's  present  employment 
contract  running  to  Dec.  31,  1945, 
which  now  provides  for  a  fixed 
salary  plus  profit-sharing,  and  the 
total  of  which  for  1941  was  $202,- 
155  and  in  1942  would  be  $187,- 
000,  would  be  modified  under  the 
board's  recommendation  to  stock- 

holders so  that  he  will  receive  a 
flat  annual  salary  of  $65,000,  with 
no  profit-sharing.  This  would  bring 
his  contract  Mathin  the  maximum 
gross  compensation  permitted 
under  present  statutes,  orders  and 
regulations  of  the  Government. 

Retirement  Income 

The  pension  plan  would  provide 
an  income  after  retirement  for 
each  eligible  officer  and  employe 
of  CBS  who  participates,  as  well 
as  death  benefits  for  participants 
who  may  die  while  in  the  employ 
of  the  corporation.  Eligible  em- 

ployes are  fulltime  active  officers 
or  employes  not  employed  as  mu- 

sicians, stage  employes  or  primari- 
ly as  talent  who  have  been  with  the 

company  three  years  or  more  (ser- 
vice in  the  armed  forces  or  govern- 
ment service  not  counted)  ;  who  are 

receiving  more  than  $3,000  a  year 
in  regular  compensation;  and  who 
are  not  less  than  35  nor  more 
than  60  years  of  age. 

It  is  estimated  that  12  present 
officers  and  341  other  employes  of 
CBS  would  benefit,  and  that  the 
cost  of  the  plan  would  not  exceed 
$280,000  in  1942,  before  taxes. 

Reduces  Bonuses 

The  stockholders  will  also  con- 
sider a  plan  for  reducing  the 

amount  which  would  have  been 

distributable,  under  Columbia's  ex- 
isting additional  compensation 

plan,  to  officers,  executives,  junior 
executives  and  other  employes. 
Heretofore  they  have  shared  6% 
of  the  net  profits,  and  it  is  pro- 

posed to  change  the  formula  for 
this  distribution  which  in  1941 
amounted  to  $261,000  distributed 
among  160  persons.  Mr.  Paley 
would  not  participate  in  the  ad- 

ditional compensation  plan,  which 
ties  in  with  the  new  pension  plan. 

The  notice  to  stockholders  recites 
tTiat  the  total  compensation  paid  to 
President  Paley  and  Vice  Presi- 

dents Paul  W.  Kesten,  Edward 
Klauber,  Mefford  R.  Runyon  and 
H.  Leslie  Atlass  during  1941  was 

$202,155,  $62,543,  $102,400,  $41,- 
840  and  $34,559,  respectively.  The 
last  four  sums  include  the  respec- 

tive sums  of  $25,770,  $55,535,  $15,- 
460  and  $6,530  distributed  as  ad- 

ditional compensation  under  the 
plan  prevailing  for  last  year. 

"If  the  pension  plan  is  adopted 
for  the  corporation,"  the  notice 
states,  "and  there  is  no  subsequent 
change  in  adjusted  compensation 
thereunder,  it  is  expected  that  the 
following  named  persons  will,  upon 
retirement  at  age  60,  receive  the 
following  respective  annuities 
thereunder  and  that  the  corpora- 

tion will  pay  the  following  respec- 
tive annual  premiums  with  respect 

to  such  persons:  William  S.  Paley, 
annuity  $15,000,  premium  $10,272 
less  policy  dividend;  Paul  W. 
Kesten,  annuity  $11,760,  premium 
$10,011,  less  policy  dividend;  H. 
Leslie  Atlass,  annuity  $6,195, 
premium  $7,504,  less  policy  divi- 

dend." 

Rate  of  Annuity 

Each  participant  in  the  pension 
plan  will  receive  at  or  after  the 
anniversary  of  the  plan  nearest  his 
60th  brithday  an  annuity  in  an 
amount,  subject  to  certain  limita- 

tions and  conditions,  equal  to  1%% 
of  the  total  of  his  adjusted  com- 

pensation during  the  period  of  his 
participation  under  the  plan  to  and 
including  his  normal  retirement 
date.  His  beneficiaries  will  be  paid 
in  the  event  of  his  death. 

"Because  it  provides  for  retire- 
ment at  age  60  rather  than  a  later 

age,"  states  a  letter  to  stockholders 
by  Mr.  Paley,  "it  is  particularly 
desirable  from  a  personnel  stand- 

point. It  has  the  double  advantage, 
at  what  seems  to  me  to  be  a  small 
net  cost  to  your  company,  of  tend- 

ing to  hold  capable  and  loyal  per- 
sonnel, and  to  attract  younger  men 

as  our  older  employes  reach  the 

age  of  retirement." 
New  Klauber  Contract 

Another  proposal  of  the  board 
to  be  voted  upon  involves  exe- 

cution of  a  new  contract  with 
Edward  Klauber,  recently  suc- 

ceeded as  executive  vic-e-president 
by  Mr.  Kesten.  Mr.  Klauber  at 
present  is  paid  $50,000  a  year  and 

Aiding  OWI 
DONATING  ideas  and  time, 
15  Hollywood  gag  writers 
each  week  are  pooling  their 
efforts  to  better  present  the 
Government's  war  needs  as 
outlined  by  OWI.  Through  a 
rotation  scheme,  60  writers 
in  that  city  contribute  talent 
for  one  week  during  the 
month  in  formulating  Gov- 

ernment messages  which  are 
used  on  network  sponsored 
programs.  With  the  recently 
established  Hollywood  Radio 
Idea  Exchange  serving  as  a 
nucleus  for  pertinent  ideas, 
the  group  of  writers  drafts 
messages  which  are  worked 
in  on  the  most  suitable  pro- 

gram. 
Wolff's  OWI  Task 

NAT  WOLFF,  chief  deputy  of  the 
Hollywood  radio  branch  of  the 
OWI,  will  remain  in  New  York 
until  early  January  supervising 
setup  and  personnel  installation  of 
a  New  York  headquarters  similar 
to  that  on  the  West  Coast.  It  is 
understood  the  New  York  office 
will  be  headed  by  Jack  Van  Nos- 
trand  and  Pete  Barnum.  With  re- 

turn of  WoM  to  Hollywood,  Corn- 
well  Jackson,  his  chief  aide,  will  be 
shifted  to  the  New  York  office  for 
a  month  or  more. 

Bond  Song  Promoted 
In  WHAT  is  believed  to  be  one 
of  the  biggest  song  promotions  in 
history,  the  Treasury's  new  pay- 

roll savings  song,  "Everybody, 
Every  Payday,"  written  by  Tom Adair  and  Dick  Uhl,  will  reach 
the  public  through  872  radio  sta- 

tions and  375,000  juke  boxes,  ac- 
cording to  Charles  J.  Gilchrest, 

chief  of  the  Radio  Section,  War 
Savings  Staff. 

in  1941  received  $55,535  additional 
compensation  and  in  1942  will  re- 

ceive approximately  $15,000  ad- 
ditional. It  is  proposed  that  the 

new  contract  with  Mr.  Klauber 
provide  for  a  salary  of  $25,000 
per  year  until  his  60th  birthday  in 
1947  and  a  pension  of  $15,000  a 
year  thereafter  during  his  life- time. 

NEW  ALASKA  OUTLET 

GOES  ON  THE  AIR 

KTKN,  Ketchikan,  Alaska,  new 
station  licensed  to  Edwin  A.  Kraft, 
started  regular  broadcast  sched- 

ules Nov.  14.  Mr.  Kraft,  president 
of  Northwest  Radio  Advertising 
Co.,  Seattle  agency,  also  ovras 
KINY,  Juneau.  KTKN  was  author- 

ized upon  the  direct  request  of  the 
Office  of  War  Information  to  pro- 

vide news  and  entertainment  to 
American  forces  stationed  in  the Territory. 

Many  of  the  major  chain  pro- 
grams are  being  transcribed  by  the 

Government,  and  these  are  flown 
to  Alaska  by  military  planes,  and 
released  for  the  benefit  of  the  sol- 

diers and  sailors.  Roy  Grandey, 
formerly  of  KHQ,  Spokane,  KOL, 
Seattle,  and  CBS  Hollywood,  is 
manager.  Perry  Hilleary,  formerly 
with  KOMO,  Seattle,  is  program 
director.  Dallas  Williams,  news- 

man from  KOL  and  KIRO,  Seat- 
tle, is  news  editor. 

Construction  was  completed  in 
record  time  under  the  supervision 
of  Vincent  I.  Kraft,  engineer,  who 
is  associated  with  his  brother  in 
the  Seattle  office.  More  than  50  sta- 

tions recorded  special  programs  of 

greetings  to  the  soldiers  and  sai- 
lors. These  programs  were  broad- 

cast over  KTKN  during  its  initial 
week  of  operation. 

Col.  Adamson  Rescued 

COL.  HANS  CHRISTIAN  ADAM- 
SON,  of  the  public  relations  divi- sion, Army  Air  Forces,  previously 
listed  as  missing  in  the  Pacific 
[Broadcasting,  Nov.  2],  was  res- 

cued with  Capt.  Eddie  Ricken- backer  and  another  companion 
after  floating  three  weeks  on  a 
rubber  life  raft,  the  Navy  an- 

nounced Nov.  14.  Col.  Adamson 
was  formerly  scriptwriter  for  New 
Horizons,  Wednesday  broadcast  of 
the  CBS  American  School  of  the 
Air,  and  at  one  time  was  radio  and 

press  representative  for  the  Ameri- can Museum  of  Natural  History, 
New  York. 

McCarty  to  OWI 

H.  B.  McCARTY,  since  1931  direc- 
tor of  the  U  of  Wisconsin's  non- commercial broadcasting  station, 

WHA,  Madison,  and  associate  pro- fessor of  radio  education,  has  been 
granted  a  leave  of  absence  as  of 
Dec.  1  to  serve  as  senior  program 
technician  with  the  International 
Press  &  Radio  Bureau  of  the  Office 
of  War  Information  in  New  York. 
Mr.  McCarty,  former  president  of 
the  National  Assn.  of  Educational 
Broadcasters  and  regional  vice- 
president  of  the  Assn.  for  Educa- 

tion by  Radio,  stated  that  he  plans 
to  return  to  WHA  as  soon  as  his 
services  are  no  longer  needed  by 
OWL 

Trenner  Joins  MBS 

HARRY  TRENNER,  sales  man- 
ager of  WNBF,  Binghamton,  N.  Y., 

MBS  affiliate,  joins  the  MBS  staff 
Nov.  23  as  sales  representative.  On 
the  same  date,  George  Maitland 
Chambers,  formerly  of  the  national 

advertising  staff  of  Barron's,  fi- 
nancial weekly,  becomes  sales  ser- 

vice representative,  replacing  John 
Mitchell,  who  resigned  last  week 
to  assume  his  duties  as  ensign  in 
the  Coast  Guard. 
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LAUDATORY  OF  THE  JOB  being  done  by  Southern 
California  broadcasters  in  the  war  effort  was  Wil- 

liam B.  Lewis,  chief  of  the  OWI  Radio  Bureau, 
during  his  visit  to  Los  Angeles  for  the  NAB  16th 
District  meeting.  Pleased  accorders  are  (left  photo 
1  to  r,  seated):  Eugene  Carr,  Office  of  Censorship; 
Neville  Miller,  NAB  president;  Calvin  J.  Smith, 
manager  of  KFAC,  Los  Angeles,  and  16th  District 
chairman;  Robert  C.  Coleson,  West  Coast  director. 
Radio  Branch,  Bureau  of  Public  Relations  of  the 
War  Dept.  Standing,  Lewis  H.  Avery,  director  of 

NAB  Dept.  of  Broadcast  Advertising;  Richard  F. 
Connor,  radio  co-ordinator,  Southern  Cal.  Broadcast- 

ers Assn.  Carl  Haverlin,  radio  consultant,  OWI. 
Retail  promotion  plan  got  special  scrutiny. 

Scrutinizers  are  (right  photo,  1  to  r)  Karl  O.  Wyler, 
manager  of  KTSM,  El  Paso;  Charles  A.  Storke,  sec- 

retary-treasurer, KTMS,  Santa  Barbara;  Lawrence 
McDowell,  commercial  manager  of  KFOX,  Long 
Beach,  and  president  of  Southern  California  Broad- 

casters Assn.;  Harold  A.  Safford,  program  director, 
WLS;   Dick  Lewis,  manager,  KTAR,  Phoenix. 

Manpower  Problems^  War  Restrictions 

Featured  at  Los  Angeles  NAB  Session 

MULLING  wartime  problems  fac- 
ing the  radio  industry,  members 

of  NAB  16th  District,  meeting 
Nov.  12-13  with  national  officials 
of  that  organization  and  those  of 
various  Government  agencies  in 
Los  Angeles,  spent  a  major  por- 

tion of  the  iirst  day  in  discussion 
of  the  manpower  shortage. 

Admittedly  the  most  serious  of 
the  problems,  with  impact  sever- 

est in  the  technician  and  engineer 
fields,  the  assembled  station  oper- 

ators and  representatives  from 
Southern  California,  Arizona  and 
New  Mexico  were  told  that  the  sit- 

uation would  become  "progressive- 
ly worse". 

'Do  More  With  Less' 
Col.  Gordon  Snow,  of  Selective 

Service  Hdqrs.,  indicated  the  only 
solution  is  to  "do  more  with  less". 

Interpreting  the  manpower  prob- 
lem. Col.  Snow's  question  and answer  discussion  was  aimed  at 

an  explanation  of  the  selective 
service  operations.  It  was  urged 
that  station  managers  make  every 
effort  for  deferment  of  techni- 

cians necessary  to  station  opera- 
tion. In  instances  where  draft  and 

enlistment  necessitates  replace- 
ments, Neville  Miller,  NAB  pres- 
ident, interpolated  that  labor 

unions  are  willing  to  go  along  with 
the  stations.  Where  women  are  be- 

ing used  on  technical  jobs  vacated 
by  men,  he  went  on,  unions  pre- 

fer that  wives  of  men  taken  for 
war  service  be  selected. 

Turning  to  radio's  part  in  the 
war  effort,  Carl  Haverlin,  consul- 

tant of  the  OWI,  explained  the 
local  station  allocation  plan.  He 
suggested  that  station  operators 

appoint  a  war  program  manager 
for  more  effective  handling  of  gov- 

ernment messages. 
A  plea  for  more  rigid  voluntary 

censorship  on  the  part  of  each  sta- 
tion was  made  by  Eugene  Carr, 

Office  of  Censorship,  who  said  the 
Government  had  no  intention  of 
putting  shackles  on  radio.  Urging 
each  station  to  be  its  own  censor, 
he  called  censorship  a  potent  im- 

plement of  warfare,  put  to  good 
use  by  the  Axis  propagandist. 
A  detailed  discussion  of  the 

strained  relations  between  radio 
and  American  Federation  of  Mu- 

sicians was  pursued  under  guid- 
ance of  NAB  President  Miller, 

bringing  the  first  day  session  to  a 
close.  Calvin  J.  Smith,  manager 
of  KFAC,  Los  Angeles,  and  16th 
District  director,  presided  as  chair- 

man of  the  day,  introducing  the 
various  speakers. 

What  broadcasters  can  expect  in 
gasoline  and  tire  rationing  was 

(Continued  on  page  4^7) 

District  15  Meets 

At  San  Francisco 

Broadcasting's  Morale  Value 
Cited  by  Federal  Officials 
"BROADCASTING  — the  Ameri- 

can way — should  be  kept  to  the 
level  of  its  current  high  standard 
during  the  war  period,  as  a  morale 
builder  for  civilians  and  for  the 
morale  of  our  armed  forces  in  all 

parts  of  the  globe.  Radio  entertain- 
ment and  the  motion  pictures  are 

of  inestimable  value  in  these  criti- 

cal days." 
In  those  words  William  R.  Hop- 

kins, regional  director  of  five  west- 
ern states  of  the  War  Manpower 

Commission,  suggested  forcefully 
to  some  60  broadcasters  attend- 

ing the  regional  meeting  of  the 
15th  NAB  District  that  they  keep 
up  the  good  job  they  are  doing. 

Federal  Officials  Speak 

The  15th  District  meeting  con- 
vened in  the  Fairmont  Hotel  in 

San  Francisco  Nov.  16-17.  Arthur 
Westlund,  manager  of  KRE,  dis- 

trict director,  called  the  meeting 
to  order  and  then  handed  over  the 
gavel  to  NAB  President  Neville Miller. 

Among  those  to  speak  at  the 

opening  day's  sessions  were  Lt. Com.  Lawrence  Lovett,  Navy  pub- 
lic relations;  Maj.  John  S.  Winch, 

Marine  Corps,  and  Col.  Kern  Cran- 
dall,  who  conducted  a  session  on 
public  relations  and  radio;  Carl 
Haverlin,  head  consultant  of  the 
Radio  Bureau  of  OWI;  William 
Lewis,  chief  of  the  Radio  Bureau  of 

OWI;  Ralph  Block,  regional  direc- tor for  nine  western  states  of  the 
Office  of  Civilian  Defense,  who  told 
how  radio  is  cooperating  in  the 
activities  of  civilian  defense;  Gene 
Carr,  assistant  to  J.  Harold  Ryan, 
chief  of  censorship. 

The  second  day's  sessions  con- 
sisted of  a  sales  meeting,  presid- 

ed over  by  Wilt  Gunzendorfer, 
KSRO,  in  which  station  sales  prob- 

lems in  wartime  and  a  retail  pro- 
motion plan  were  the  principal 

topics  up  for  discussion. 

ATTENDING  NAB'S  15TH  DISTRICT  meeting,  Nov.  16-17  in  San  Fran- 
cisco were  (first  row,  seated,  1  to  r)  :  E.  J.  Gough,  SESAC;  Chas.  P. 

Scott,  KTKC;  Ed  Franklin,  KJBS;  Wilt  Gunzendorfer,  KSRO;  D.  E. 
Lundy,  KROY;  Art  Westlund,  district  director,  KRE;  Neville  Miller, 
president,  NAB;  Chas.  Paul  Corbin,  KIEM;  Kenneth  Craig,  KQW; 
Jess  Rodman,  KFRE;  Will  Thompson  Jr.,  KROY;  Wilfrid  Davis,  KYA. 

Second  Row:  Lewis  H.  Avery,  NAB;  V.  Ford  Greaves,  FCC;  Gerald 
King,  Standard  Radio;  A.  Leo  Bowman,  Free  &  Peters;  Clyde  A.  Coombs, 
KARM;  Wm.  H.  Bates  Jr.,  KTRB;  Bill  Smullin,  KIEM;  Bob  Shuetz, 
NBC  Thesaurus;  Bernard  E.  Coonev,  KDON;  Howard  V.  Walters. 
KDON;  Les  Hecker,  KVEC;  George  Ross,  KWG;  Adriel  Fried,  KLX; 

Keith  B.  Collins,  KMJ;  Lindsey  Spight,  John  Blair  &  Co.;  William  D. 
Pabst,  KFRC;  William  E.  Shea  Jr.,  KPO;  John  Brunton,  KQW;  Paul  R. 
Bartlett,  KFRE;  Don.  J.  Fedderson,  KYA;  John  W.  Elwood,  KPO- 
NBC;  Lincoln  Dollar,  KSFO;  W.  B.  Ryan,  KGO;  Carl  Haverlin,  OWI- 
BMI;  H.  H.  Wickersham,  KJBS;  George  Taylor,  KSAN. 

Third  Row:  John  Livingstone,  AMP;  Hewitt  Kees,  KOH;  Robert 
E.  Dwan,  KGO;  Ed.  Buckalew,  CBS;  Leo  A.  Ricketts,  KFBK;  J.  G. 
Paltrige,  KGO;  Ray  Rhodes,  KGO;  Jerry  Akers,  KSAN;  Don  F.  Martin, 
KPO;  Bob  Seal,  KPO;  Philip  G.  Lasky,  KROW;  Byron  Mills,  KPO; 
Lt.  Com.  L.  L.  Lovett,  USN;  George  Greaves,  KPO-NBC.  Problems  of 
wartime  broadcasting  were  discussed  at  the  meeting. 
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Mr.  Cleveland  has  his  say 

No  man  speaks  his  mind  more  freely  than  does  patriotic 

John  Q.  Cleveland  at  Saturday  forums  of  the  popular  City 

Club.  Isn't  free  speech  his  birthright?  Isn't  it  his  privilege 
to  listen,  evaluate,  challenge?  So  it  is  that  no  guest  is  too 

big,  too  prominent  to  escape  John  Q's  searching  questions. 
Men  like  Franklin  Roosevelt  and  Leon  Henderson  and 

Eamon  DeValera  .  .  .  like  David  Lawrence  and  Hamilton 

Fish  and  William  Green  have  faced  these  barrages.  Major 

Alexander  de  Seversky  soon  will  have  his  chance  to  sell  the 

theory  of  mass  aerial  warfare.  Dr.  Carl  Hambro  of  Norway's 

parliament  will  face  queries  on  his  people's  ability  to  help 
throw  off  the  Nazi  yoke.  Wendell  Willkie  has  been  invited 

to  elaborate  on  his  second-front  ideas. 

IC     STATION.  ..COLUMBIA  BROADCA 

Radio  Station  WGAR  has  been  broadcasting  these  City 

Club  sessions  for  several  years  .  .  .  has  discovered  that 

listeners  regard  them  as  the  best  forum  on  the  air.  Even 

though  all  questions  today  must  be  rephrased  by  the  chair- 
man to  conform  to  wartime  precautions,  these  weekly 

one-hour  broadcasts  still  remain  Cleveland's  favorite  sound- 

ing board  of  public  opinion.  They  are  another  of  Radio's 
contributions  to  the  first  of  the  Four  Freedoms  .  .  .  these 

radio  programs  that  help  keep  free  speech  free. 



Gags  That  Gag-Col.  Kirby  Offers  Tips  to  Air  Comics 

THIS  is  a  letter  which  was  addressed 
last  week  to  all  leading  radio  entertain- 

ers by  Lt.  Col.  E.  M.  Kirhy,  chief  of  the 
Radio  Branch,  War  Dept.  Bureau  of  Pub- 

lic Relations.  While  expressing  apprecia- 
tion of  their  patriotic  efforts,  it  warns 

against  the  use  of  "gags"  that  are  out- 
of-place  in  the  light  of  the  current  grim 
turn  of  the  war.  It  is  reprinted  in  full 
here  because  of  its  importance  to  every- 

one concerned  with  radio  programming. 

THE  WAR  DEPT.  has  been  pleased  from  time 
to  time  to  authorize  the  origination  of  your 
program  from  various  camps,  and  to  note  that 
you  intend  to  continue  such  originations. 

The  Army  is  most  grateful  for  the  generous 
manner  in  which  you  have  gone  about  the  pro- 

viding of  entertainment  and  diversion  for  the 
troops.  Surely  no  written  word  of  thanks  can 
mean  quite  as  much  as  the  thanks  you  your- 

self hear  directly  from  the  soldier  audiences 
as  you  stand  before  them. 
Your  network  programs  from  camps  are 

providing  more  than  entertainment — import- 
ant as  this  is  to  both  military  and  civilian 

morale.  They  are  providing  links  between  the 
Army  and  the  families  of  the  men  who  must 
fight  this  war  and  win  it.  With  the  Army 
ranging  upward  of  seven  million,  it  is  obvious 
that  almost  every  other  home  up  and  down 
Main  Street  has  a  son,  a  relative  or  a  close 
friend  in  service.  And  this  statistical  and 
sentimental  fact  brings  us  face  to  face  with  a 
mutual  concern. 

Certainly,  the  Army  doesn't  want  to  tell  you 
anything  about  how  to  run  your  program.  That 
is  definitely  your  business  and  not  ours.  Our 
business  is  to  fight  a  war,  and  that's  what 
we'd  like  to  talk  about  briefly,  and  seriously. 

The  war  has  entered  its  active,  fighting 
stage.  More  and  more  of  our  men  are  going 
to  face  the  enemy  on  the  field  of  battle.  And  to 
put  it  grimly,  more  and  more  casualties  are 
going  to  result.  This  is  the  price  of  victory,  as 
it  ever  has  been  since  we  first  won  our  free- 
dom. 

So,  what  was  funny  soldier  humor  before, 
is  not  so  funny  now.  The  Army  hasn't  lost 
its  sense  of  humor — men  still  laugh  in  the 
face  of  death,  and  crack  good  American  jokes 
huddled  in  the  Arctic  circle,  or  sweltering  in 
the  African  heat.  That's  as  it  should  be,  and ever  shall  be. 

But  what  we're  referring  to  is  this:  From 
time  to  time  on  various  shows  originating  from 

camps,  soldiers  are  used  for  "interview"  pur- 
poses, when,  as  a  matter  of  fact,  they  are 

used  as  mere  stooges,  or  forced  to  "act  out 
lines"  in  competition  with  professional  line 
readers,  and  made,  unwittingly,  to  appear  as 
somewhat  stupid  and  dull,  when  as  a  matter 
of  fact,  in  their  line  of  business,  they  are 
far  from  it. 

Other  times,  the  soldier's  normal  interest  in 
"girls"  is  emphasized  and  stretched  to  an  un- 

wholesome and  unwarranted  degree  by  writers 
who  see  only  the  all-male  soldier  audience, 
forgetting  about  the  all-family  audience  at 
home. 

When  such  material  reaches  the  home  by 
radio  from  Army  property,  it  is  resented  by 
great  numbers  of  peoples,  and  by  great  num- 

bers of  soldiers  who  dislike  being  reflected  to 
their  home  folks  and  to  the  world  at  large  in 
this  manner.  Our  mail  is  a  clear  reflection  of 
this. 

We  don't  need  to  tell  you  what  you  have 
already  observed  in  your  many  visits  to  the 
various  camps:  The  American  soldier  today  is 
a  pretty  serious  young  man,  hardened  by 
training,  ready  to  risk  his  life  in  any  quarter 
of  the  globe  for  those  he  leaves  behind.  He  is 
proud  of  his  best  girl,  proud  of  his  country, 
proud  of  his  uniform.  He  laughs  at  hardships, 
wisecracks  at  the  other  guy,  and  looks  for 
humor  in  every  situation. 
We  think  he'd  prefer  it  if  radio  reflected 

something  more  of  this  spirit  to  his  people 
back  home — and  less  of  the  other.  We  think 

his  people  prefer  it  that  way,  too,  for  that's 
the  way  it  really  is.  And  we  believe  it  can  be 
done  without  in  any  way  disturbing  the  en- 

tertainment value  of  any  camp  radio  broad- 
cast. 

So  we  come  to  you  for  help.  What  we  are 
talking  about  is  a  mutual  problem,  not  one 

of  personalities.  As  one  of  America's  great 
entertainers  whose  sincere  interest  the  Army 
appreciates,  we  are  bringing  this  problem  to 
you  and  your  colleagues  that  you  may  give  it 
the  benefit  of  your  vast  experience  related  to 
the  new  conditions  coming  out  of  the  war. 

We  know  you  will  give  it  your  early  and  best 
attention. 

LEPRECHAUNOUS  GROHMS  ACTIVE 

Cousins  of  Gremlins,  Aided  by  Wangliks, 

 Plague  NBC  Central  Division  Staff  

COCA  COLA  PLANS 

CHRISTMAS  BANDS 

COCA  COLA  Co.,  Atlanta  (bever- 
age), sponsor  of  the  six  times 

weekly  BLUE  program  Spotlight 
Bands,  announced  last  week  an  un- 

usual series  of  broadcasts  from 
camps  and  naval  bases  all  over 
the  nation  on  Christmas  Day  for 
the  benefit  of  America's  fighting men  and  their  families. 

Forty  top  bands  will  be  selected 
to  play  over  142  BLUE  stations 
from  Army  Camps  and  Navy,  Ma- 

rine and  Coast  Guard  bases  for 
quarter-hour  periods,  with  each 
band  then  giving  a  three-hour  show 
exclusively  for  the  fighting  men  at 
each  base. 

The  programs  will  start  at  12 
noon  (EWT),  with  22  of  the  bands 
appearing  for  15  minutes  each  un- 

til 5:30  p.m.  The  schedule  will 
continue  during  the  evening,  6:15- 
6:45;  7-7:30;  8:30-9;  9:30-10,  and 
from  10:30  p.m.  until  midnight. 
The  best  popular  music  and 

music  appropriate  for  Christmas 
will  be  featured  along  with  dra- 

matic descriptions  of  the  holiday 
arrangements  for  the  men,  which 
will  interest  the  families  at  home. 

Agency  in  charge  is  D'Arcy  Adv. 
Co.,  New  York,  with  Steve  Hanna- 
gan  handling  publicity. 

KWBW  Joins  NBC 

KWBW,  Hutchinson,  Kan.,  will  be- 
come affiliated  with  NBC  Nov.  22, 

bringing  the  total  of  NBC  outlets 
to  140.  Owned  and  operated  by  the 
Nation's  Center  Broadcasting  Co., 
the  station  operates  on  1450  k.c, 
250  watts. 

RADIO  RELATIVES  of  the  Amer- 
ican Air  Forces  and  Royal  Air 

Force  gremlins,  those  leprechaun- 
ous  creatures  whose  pestiferous 
plots  have  recently  been  reported 
in  the  press,  have  been  annoying 
the  NBC  Central  Division  staff  for 
many  years.  The  gremlins  are  those 
unseen  gnomes  who  harass  pilots 
by  boring  holes  in  gas  tanks,  de- 

stroying landing  gears  and  whisp- 
ering "you're  flying  upside  down" to  blind  flying  pilots. 

The  gremlins'  radio  cousins, 
dubbed  grohms,  according  to  NBC- 
Chicago  employes,  are  omnipres- 

ent from  a  director's  stopwatch  to 
an  engineer's  monitor.  Some  of  the 
more  common  type  of  grohms  are 
the  grassis-greeners,  who  hover 
around  a  sponsor,  convincing  him 
his  program  would  have  twice  as 
high  a  rating  if  it  moved  to  an- 

other time,  already  occupied  by  an- 
other sponsor,  the  plugsnitchen, 

who  make  an  announcer  read  his 
copy  incorrectly  by  inserting  the 
name  of  competing  product;  the 
wangliks,  whose  main  interest  in 

life  is  inserting  the  word  "yes" 
into  the  program  manager's  mouth 
when  he  means  "no"  in  answer  for 
request  for  time  on  the  air.  Some 
of  the  other  grohms  are: 
The  messibelles,  little  girl 

grohms,  whose  see-sawing  on  the 

control  room  fader  knobs  mess  up 
the  decibel  levels. 

The  fluffniks,  invisible  grohms 
who  scramble  up  a  microphone  and 

toss  pebbles  into  an  actor's  mouth, 
causing  a  fluffed  line. 
The  locksniffs,  the  key-toting 

type  who  lock  the  sound  effects 
door  just  as  the  script  calls  for door  opening. 

The  holdouts,  whose  specialty 
is  confusing  the  musical  conductor 
by  grabbing  eighth  notes  in  mid-air 
and  holding  them  to  quarter  and half  notes. 

And  finally,  the  tempofugues, 
especially  active  near  the  end  of  a 
tight  program,  who  pull  the  min- 

ute hand  forward  while  the  direc- 
tor glances  away  from  the  clock 

for  just  one  second. 

Watch  Firm's  Debut 
ENTERING  RADIO  for  the  first 
time,  Harvel  Co.,  New  York 
(watches),  is  urging  listeners  to 
buy  War  Bonds  now,  and  to  wait 
until  after  the  war  to  purchase 
the  firm's  watches.  The  campaign 
started  Nov.  8  and  continues  until 
Dec.  23,  using  chain  breaks,  five- 
minute  and  quarter-hour  newscasts 
and  five-minute  music  programs  on 
more  than  16  stations  in  the  South, 
Southwest  and  Midwest.  Agency  is 
A.  W.  Lewin  Co.,  New  York. 

Elgin  Show  Plans 
TOP  NAME  talent  signed  for  the 
special  Thanksgiving  Day  salute  to 
men  in  service,  to  be  sponsored  by 
Elgin  Watch  Co.,  Elgin,  111.,  on 
CBS  stations,  Thursday,  4-6  p.m. 
(EWT),  with  shortwave  to  the 
AEF,  includes  Don  Ameche  as  m.c. 
Originating  from  Hollywood,  the 
variety  show  will  include  Edgar 
Bergen  and  his  wooden  Charlie 
McCarthy;  Elsie  Janis,  Sweetheart 
of  the  AEF;  Gene  Krupa,  with  a 
novelty  band;  Golden  Gate  Quar- tet; Dale  Evans,  vocalist;  Judy 
Canova,  comedienne;  Jose  Iturbi, 
pianist;  Walter  Pidgeon,  film  ac- 

tor; Spike  Jones'  novelty  band;  30- 
piece  orchestra.  Bill  Goodwin  will 
announce.  Writing  and  production 
details  are  being  worked  out  by  the 
Hollywood  staff  of  J.  Walter 
Thompson  Co.,  agency  servicing 
the  account.  A  similar  type  of  va- 

riety show  directed  to  men  in  serv- ice is  being  lined  up  by  the  Elgin 
Watch  Co.,  for  release  on  CBS  sta- tions on  Christmas  Day. 

Photo  Firm's  Radio 
HOLLYWOOD  FILM  Studios,  Hol- 

lywood (photo  enlargements), 
through  Milton  Weinberg  Adv.  Co., 
Los  Angeles,  is  sponsoring  thrice- 
weekly  five-minute  participations 
in  Friendly  House  on  WIBC,  In- 

dianapolis, with  a  similar  schedule 
in  a  hillbilly  program  on  WSAZ, 
Huntington,  W.  Va.  Daily  five- minute  commercials  are  being  used 
on  WLDS,  Jacksonville,  111.; 
WPEN,  Philadelphia;  KMJ,  Fres- 

no. Spot  announcements  are  used 
on  KPOW,  Powell,  Wyo.;  KFMB, 
San  Diego;  KFBK,  Sacramento; 
KFNF,  Shenandoah,  la. 
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The  FCC's  Round 
THE  FATE  of  the  American  system  of  radio, 

notably  that  phase  of  it  relating  to  network- 
station  time  option  and  business  relationships, 
is  now  up  to  the  Supreme  Court  of  the  United 
States.  Last  week  the  Federal  District  Court 

in  New  York  dismissed  the  pleas  of  the  pio- 
neer nationwide  networks  for  the  right  to  con- 

tinue under  their  present  formulas.  But  the 
court  did  not  take  the  responsibility  for  putting 
into  immediate  effect  the  new  principles  em- 

bodied in  the  network-monopoly  regulations 
projected  in  May,  1941 — instead  providing  for 
continuance  of  the  status  quo  until  NBC  and 
CBS  can  take  appeals  to  the  Supreme  Court, 
whose  answer  will  be  final. 

If  the  Commission  should  win  the  final  round, 
most  American  broadcasters  will  have  to  ad- 

just themselves  to  a  new  way  of  life.  Accord- 
ing to  the  majority  of  FCC  members,  who 

produced  their  new  rules  for  network  opera- 
tion over  the  vigorous  opposition  of  the  minor- 

ity commissioners,  the  new  way  will  free  the 
individual  broadcasters  from  the  onerous  bur- 

dens imposed  on  them  by  the  networks  with 
which  they  are  affiliated.  According  to  many 
industry  leaders,  the  new  way  will  create  a 
chaos  that  will  deprive  the  networks  of  their 
ability  to  offer  advertisers  the  guaranteed  cov- 

erage upon  which  the  commercial  support  of 
broadcasting  is  based,  resulting  in  a  free-for- 
all  scramble  in  which  the  more  powerful,  better 

located  stations  will  inevitably  secure  the  lion's 
share  of  the  business  at  the  expense  of  the 
smaller,  less  well  situated  affiliates. 

Furthermore,  the  new  system  will  deprive 
the  networks  of  incentive  to  provide  their 
present  excellent  sustaining  program  service  to 
the  American  listener.  If,  as  would  be  the 
case  under  the  proposed  rules,  a  station  affiliat- 

ed with  one  network  were  free  to  accept  pro- 
grams from  all  other  networks,  it  would  tend 

to  reject  sustaining  programs,  no  matter  how 
fine,  when  offered  a  commercial  program  by 
another  network.  Network  sustaining  support 
of  symphony  orchestras  or  of  world-wide  news 
organizations,  to  mention  only  two  of  their 
major  services  to  the  American  public,  would 
be  practically  impossible  under  the  new  rules. 

That  such  changes  should  impend  in  normal 
times,  would  be  bad  enough.  But  that  an  in- 

dustry which  has  so  faithfully  and  whole- 
heartedly gone  all  out  in  its  contributions  to 

every  phase  of  the  country's  war  effort  should 
be  faced  with  upheaval  at  the  very  time  when 
its  continued  efficient  operation  is  most  essen- 

tial, seems  unthinkable.  Every  station  manager 
today  is  faced  with  a  struggle  for  existence 
what  with  uncertain  business  conditions  and 
manpower  losses;  this  just  takes  heart  and 
incentive  out  of  a  great  segment  of  broadcast 
operation.  Moreover,  it  is  hard  to  conceive  that 
the  FCC  itself  can  undertake,  in  times  like 
these  and  in  the  face  of  its  own  great  burden 
of  war  activity,  to  expand  its  already  overbur- 

dened staff  to  set  up  an  additional  policing  sys- 
tem over  the  business  side  of  broadcasting. 

Admitted  that  network  operation  has  not  al- 
ways been  and  is  not  now  so  perfect  that  it 

cannot  be  improved,  yet  so  drastic  a  solution 
as  the  FCC  proposes  is  not  the  way  to  bring 
about  any  reforms.  Nor  is  this  the  time. 

Recordings  on  Blue o 

WE  STAND  corrected  by  Edgar  Kobak,  exec- 
utive vice-president  of  the  BLUE,  in  refut- 

ing our  editorial  headed  "Recorded  Repeats" 
in  the  Nov.  2  issue.  At  the  same  time  it 

must  be  pointed  out  that  Mr.  Kobak's  obser- 
vations are  a  tacit  endorsement  of  the  stand 

taken  in  that  editorial — namely,  that  it  is 
shortsighted  policy  on  the  part  of  the  major 
networks  to  have  a  fixed  and  unalterable 

rule  against  the  broadcasting  of  transcrip- 
tions except  for  background  noises. 

Indeed,  there  is  evidence  that  the  pressure 
of  events  is  forcing  an  inevitable  relaxation 
of  the  rule,  for  NBC  on  the  first  night  of  the 
African  invasion  carried  President  Roosevelt's 
speech  in  French  off  the  now  famous  secret 
recording.  It  was  said  to  be  only  the  third 

time  in  NBC's  history  that  it  departed  from 
its  network  anti-recording  policy,  though  its 
owned  and  affiliated  stations,  like  those  of  CBS, 
are  regular  users  of  transcriptions  for  delayed 
or  repeat  shows.  The  other  two  times  were 
the  broadcasts  of  the  recording  of  the  Hinden- 
hurg  disaster  and  of  the  abdication  of  King 
Edward  VIII.  MBS  of  course  has  never  im- 

posed the  rule. 
"The  three  networks— NBC,  CBS  and  the 

BLUE — according  to  the  editorial  writer's 
statements,  maintain  a  hard  and  fast  rule 

against  the  use  of  transcriptions,"  writes  Mr. 
Kobak.  "In  the  first  place,  the  BLUE  Network 
does  not  maintain  hard  and  fast  rules.  We  rea- 

lize that  with  a  nation  and  an  industry  partic- 
ularly devoted  to  successful  prosecution  of  the 

war  effort,  we  are  constantly  faced  with  chang- 
ing conditions  and  situations  that  may  at  a 

The  RADIO 

BOOK  SHELF 

HOW  THE  Nazis  and  their  partners  use  their 
news  organizations  along  with  their  military 
forces  in  this  global  war,  their  methods  for 
getting  their  own  particular  brand  of  news 
into  our  radios  and  newspapers  and  what  we 
can  do  to  understand  and  combat  these  news 
offensives  are  described  and  explained  by 
Matthew  Gordon,  former  news  editor  of  CBS 

and  now  chief  of  the  OWI's  foreign  service 
division,  in  News  Is  a  Weapon  [Alfred  A. 
Knopf,  New  York  $2.50].  In  the  foreword, 
Elmer  Davis,  OWI  director,  says:  "This  book 
ought  to  be  required  reading  for  anybody 
in  the  news  business,  news  editors  especially; 
for  in  the  defense  against  this  psychological 

offensive  they  are  the  interceptor  command." 

THE  1942  EDITION  of  Recordings  for  School 
Use  by  J.  Robert  Miles  of  the  General  Educa- 

tion Board's  Evaluation  of  School  Broadcasts 
project  is  now  in  print  [World  Book  Co.,  Yon- 
kers,  N.  Y.].  Book  is  a  guide  for  effective  pur- 

chase and  use  of  phonograph  records  in  schools. 

moment's  notice  necessitate  the  changing  of existing  rules. 

"Even  if  this  were  not  the  case  it  would 
be  impossible  for  the  BLUE  to  maintain  a  hard 
and  fast  regulation  banning  transcriptions  on 
the  network  inasmuch  as  there  does  not  and 
never  has  since  the  formation  of  the  BLUE 
Network  Co.  existed  such  a  rule.  In  fact  we 
will  be  more  than  glad  to  discuss  transcribed 
programs  to  be  broadcast  over  the  entire 

BLUE  Network  with  any  client  at  any  time." 

We'll  Have  Tubes 

BASELESS  RUMORS,  those  nasty  little  bor- 
ers-from-within  that  have  been  used  with  tell- 

ing effect  in  the  organized  psychological 
sabotage  campaigns  of  Herr  Goebbels  and  his 
minions,  can  appear  in  the  most  unusual  and 
respectable  places.  Even  such  responsible  meet- 

ings as  the  recent  ANA  sessions  in  New  York 
weren't  immune  from  irresponsible  talk  de- 

signed to  make  the  timid  tremble. 
There  was  the  remark,  for  example,  of  a 

high  placed  official  of  the  ANA  to  the  effect 
that  the  supply  of  radio  receiving  tubes  is 
dwindling.  Quoth  he,  as  reported  in  the  dis- 

patch published  in  our  last  issue,  "The  best information  we  have  is  that  when  the  supply 
is  gone  the  [radio]  sets  might  go  out  at  the 
rate  of  60,000  a  day,  which  will  affect  your 

listening  audience." If  the  speaker  had  had  better  information, 
or  if  he  were  more  familiar  with  the  activ- 

ities and  intentions  of  the  Civilian  Radio 

Branch  of  WPB's  Radio  &  Radar  Division 
under  Frank  H.  Mcintosh,  he  would  know  that 
the  powers  ruling  our  productive  effort  have 
indicated  clearly  that  the  supply  of  receiver 
tubes  is  not  going  to  be  exhausted  for  a  long 
time  to  come.  Tubes,  like  food,  may  become 
scarcer,  but  there  is  no  disposition  whatever  to 
cut  off  the  supply.  Recognizing  radio  as  the 
closest  of  all  links  between  the  Government  and 

the  people,  Washington  has  given  ample  evi- 
dence of  its  hope  of  keeping  radios  in  working 

order  for  the  duration. 
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DR.  LYNDE  PHELPS  WHEELER 

YOU  MIGHT  locate  him  a
top 

a  250-foot  radio  beacon  tow- 
er, or  250  feet  below  the 

ocean's  surface  in  a  subma- 
rine, conducting  advanced  experi- 

ments in  electronics.  Or  you  might 
find  him  in  the  staid  and  quiet  sur- 

roundings of  his  desk  as  chief  of 
technical  information  of  the  FCC's 
Engineering  Department  in  Wash- 

ington. But,  wherever  you  find  Dr. 
Lynde  Phelps  Wheeler,  newly- 
elected  1943  president  of  the  Insti- 

tute of  Radio  Engineers,  you  will 
find  a  quiet,  genial  man  whose 
whole  life  is  centered  in  the  prog- 

ress of  radio  communications. 

Dr.  Wheeler  was  born  in  Bridge- 
port, Conn.,  July  27,  1874 — a  date 

he  is  reluctant  to  name  and  which 
is  belied  by  his  youthful  appear- 

ance and  energetic  actions.  He  was 

graduated  from  Yale's  Sheffield School  of  Science  in  1894.  His  alma 
mater  claimed  his  services  the  fol- 

lowing year.  So  he  remained  at 
Yale  until  1926  as  a  professor  of 
science.  This  period  was  inter- 

rupted only  by  his  service  during 
the  Spanish-American  War  in  the 
Navy. 
He  also  served  during  World 

War  I  while  remaining  at  Yale, 
where  he  organized  and  set  up  the 
course  for  Signal  Corps  Officer 
Candidates  School  in  1918.  He  is 
co-author  of  the  text  Principles 
Underlying  Radio  Communications, 
as  well  as  many  articles  and  book 
reviews  on  physical  optics,  thermo- 

dynamics, electrical  theory,  metal- 
lic reflection  in  various  media, 

radioactivity,  high-frequency  al- 
ternating current,  thermionic 

vacuum  tubes  and  other  subjects. 
The  genial  doctor  will  tell  you 

that  he  did  not  choose  radio  elec- 

tronics as  a  career.  "I  was  slugged 
into  it,  during  the  last  war,"  he 
said.  "I  hadn't  done  much  in  radio 
communications  before  that.  They 
sort  of  'drafted  me'  into  it." 

However,  in  1926  the  subject  had 
so  entranced  him  that  he  was  per- 

suaded to  come  to  the  Naval  Re- 

search Laboratory  at  Anacostia,  D. 
C.  to  continue  his  experiments  and 
research. 

Dr.  Wheeler  spent  most  of  1929 
and  1930  with  various  units  of  the 
U.  S.  Fleet,  conducting  radio  ex- 

periments on  aircraft  carriers  and 
in  "pig  boats",  at  Panama,  Ha- 

waii and  various  other  places,  dur- 
ing which  he  greatly  advanced 

means  and  methods  of  communi- 
cating with  submarines  below  sur- 

face and  between  aircraft  and  their 
carriers.  He  modestly  brushes  aside 
any  credit  for  these  accomplish- 

ments, however.  The  details  are,  of 

course,  "military  secrets". 
Dr.  Wheeler  will  tell  you  that 

his  life  has  been  free  of  adven- 
ture or  excitement  except  that 

"I've  had  a  helluva  good  time,  and 
nothing  more  exciting  than  taking 
off  from  an  airplane  carrier,  or 

going  down  in  a  'pig  boat'  for  the first  time. 

"There  are  a  lot  of  things  I 
would  like  to  say, — but  they  will 
have  to  wait  until  the  war  is  over." 

Dr.  Wheeler  relinquished  Navy 
research  in  1933  and  became  an  in- 

dependent consulting  engineer  in 
Washington.  However,  after  two 

years  of  thoroughly  "enjoying  life" in  this  status.  President  Roosevelt 
created  a  Science  Advisory  Board 
to  aid  various  government  depart- 

ments and  he  was  persuaded  to 
serve  on  the  council.  Then,  in  July, 
1936,  his  longtime  friend.  Com.  T. 
A.  M.  Craven,  of  the  FCC,  per- 

suaded him  to  accept  his  present 
position  with  the  FCC. 

The  latest  acknowledgement  of 
Dr.  Wheeler's  vast  accomplish- 

ments in  the  field  of  radio  electron- 
ics came,  of  course,  when  he  was 

elected  to  the  1943  presidency  of 
IRE  in  its  mail  ballots  counted  in 
latter  October. 

"One  of  the  pleasant  things  I 
have  to  look  back  upon,"  says  Dr. 
Wheeler,  "is  the  number  of  men 
who  have  passed  through  my  hands 
and  have  gone  on  to  conspicuous 

NOTES 

EMERSON  MARKHAM,  in  charge 
of  farm  and  science  broadcasting  for 
General  Electric,  has  also  been  ap- 

pointed manager  of  GE's  FM  station 
W85A,  Schenectady,  it  has  been  an- nounced by  Robert  S.  Peare,  manager 
of  GE  broadcasting.  He  succeeds  John 
R.  Sheehan,  who  left  the  company 
last  week  to  join  the  Office  of  War  In- formation in  New  York.  In  addition  to 
his  duties  at  station  W85A,  Mr. 
Markham  will  continue  to  supervise 
the  Science  Forum,  Farm  Forum  and 
Farm  Paper  of  the  Air  programs  of 
WGY,  as  well  as  Excursions  in  Sci- ence, a  national  radio  service. 

J.  LEONARD  REINSGH,  general 
manager  of  WSB,  Atlanta,  was  a  re- 

cent guest  speaker  at  the  121st  annual 
session  of  the  Georgia  Baptist  Con- 

vention, which  met  in  Macon.  His 
topic  was  "Religion  and  Radio". 
HAROLD  A.  ENGBL,  public  rela- tions director  of  WHA,  Madison,  Wis., 
has  been  commissioned  a  first  lieuten- 

ant in  the  Army  and  has  reported  for 
active  duty  with  the  anti-aircraft forces  at  Camp  Callan,  Cal.  He  had 
previously  served  for  10  years  as  a 
reserve  oflScer  in  the  infantry. 
NORTON  R.  COTTERILL,  formerly 
vice-president  of  World  Broadcasting 
System,  New  York  transcription  firm, 
has  joined  Sheffield  Farms  Co.,  New 
York,  as  sales  promotion  and  advertis- 

ing manager. 

accomplishments  after  leaving  my 
classes  at  Yale.  Among  them  were 
Dr.  Lee  de  Forest,  known  as  the 
'father  of  broadcasting';  A.  W. 
Hull,  assistant  director  of  the  Gen- 

eral Electric  Laboratories,  and  E. 
0.  Lawrence,  Nobel  Prize  winner 
and  inventor  of  the  'atom  buster'. 
And  so  many  others  I  can't  go 
back  and  pick  them  out." If  you  ask  Dr.  Wheeler  about 
post-war  radio  problems,  he  wiil 
give  you  some  intensely  interest- 

ing and  warmly  human  views: 
"There  will  be  lots  of  problems. 

But  one  of  the  most  serious  will 
be  what  to  do  with  the  vast  number 
of  men,  now  in  the  armed  services 
— perhaps  more  than  a  million  of 
them — trained  in  radio  and  elec- 

tronic techniques.  This  type  of 
work  will  be  their  only  means  of 
making  a  living.  What  can  be  done 
for  them? 

"The  industry,  and  everybody 
concerned,  must  get  together  and 
see  what  can  be  done.  We  must 
take  care  of  such  a  situation.  The 
big  expansion  in  television  will 
take  care  of  some;  the  big  ex- 

pansion in  FM  broadcasting  will 
take  care  of  some;  their  existence 
will  make  servicing  of  home  and  in- 

dustrial sets  better  than  ever  be- 
fore. Then  there  vdll  be  the  large 

increase  in  export  trade  of  radio 
equipment  of  all  kinds,  because 
other  countries  will  be  lagging  far 
behind  for  a  long  time  due  to  lack 
of  materials.  These  things  will 
take  care  of  many  men. 

"But  what  we  ought  to  do  now 
is  form  committees  to  determine 
how  many  men  can  be  used  here, 
how  many  there.  We  must  plan  for 
this  large   body  of  trained  men 

LT.  ROBERT  G.  JENNINGS,  for- 
mer vice-president  of  Crosley  Radio 

Corp.  and  recently  vice-president  in 
charge  of  radio  for  H.  W.  Kastor  & 
Sons  Adv.  Co.,  Chicago,  has  been  ap- 

pointed to  the  staff  of  the  Southeast 
Air  Corps  Training  Center  Public 
Relations  Division,  Montgomery,  Ala. 

BART  McHUGH,  New  York  assist- 
ant to  Hal  Hackett,  radio  director  of 

Music  Corp.  of  America,  has  been 
transferred  to  Hollywood.  Heading 
the  West  Coast  radio  division,  he  re- 

places Walter  Johnson,  commissioned 
a  first  lieutenant  in  the  Marines. 

RAI  PURDY,  of  Rai  Purdy  Produc- 
tions, Toronto,  has  joined  the  Cana- 

dian Army  to  take  charge  of  radio 
production  of  its  newly  organized  unit, 
called  Army  Show  [Broadcasting, 
Oct.  19].  E.  W.  Edge  will  continue 
Rai  Purdy  Productions  as  manager. 

J.  L.  (Joe)  ALLABOUGH  Jr.,  for 
more  than  11  years  associated  with 
W.TJD,  Chicago,  has  been  appointed 
commercial  manager  of  KFM13,  San 
Diego,  Cal.  He  succeeds  Ed.  Cunniff 
who  recently  joined  the  Navy. 

JACK  SLATTER,  manager  of  Radio 
Repi'esentatives  Ltd.,  Toronto,  is  re- 

covering from  a  tonsil  operation. 

HUBERT  COOK,  local  golf  profes- 
sional, has  joined  the  sales  staff  of 

CKBI,  Prince   Albert,  Sask. 

EVERETT  E.  REVERCOMB,  NAB 
auditor,  became  the  father  of  a  boy, 
born  Nov.  13. 

JACK  PIETRIE,  commercial  man- 
ager of  WDLP,  Panama  City,  Fla., 

has  joined  the  Army  Signal  Corps. 

that  will  be  available.  Chairman 
Fly,  of  the  FCC,  spoke  of  this  at Rochester  recently. 

"Then  there  will  be  the  matter 
of  an  enormous  surplus  of  radio 
equipment,  which  will  rapidly  be- 

come obsolete  because  of  new  de- 
velopments. 

"Reconversion  of  plants  from 

war  to  peacetime  work  and  busi- ness will  be  another  big  problem. 
"Without  in  any  way  slowing 

up  our  war  effort,  we  should  now 
be  considering  these  post-war 

problems. "Getting  back  to  the  manpower 
problem — we  should  begin  to  see 
now  what  can  be  done  to  absorb 
these  men  into  industry.  We  should 
try  to  make  it  better  for  them  this 
time  than  after  the  last  war.  Ra- 

dio and  vacuum-tube  techniques 
are  now  going  into  all  sorts  of  in- 

dustries, the  textile  industry,  for 
instance,  and  some  uses  which  are 
still  military  secrets.  These  will 
absorb  some.  But  let's  get  the  facts 
together  now,  as  much  as  possible, 
to  be  prepared  for  the  future. 

"We  were  not  prepared  for  the 
war.  For  God's  sake,  let's  get  pre- 

pared for  the  peace!" Dr.  Wheeler  married  Frances 
Weems,  at  Detroit,  Oct.  8,  1910, 

and  they  have  one  daughter,  Eliza- 
beth, now  Mrs.  Harold  Ross,  whose 

husband  is  an  Army  officer.  Dr. 
Wheeler  disclaims  any  "hobby 
vices",  but  admits  that  in  the  "dis- 

tant days  of  his  youth"  he  was fond  of  tennis,  and  also  will  tell 
you  that  he  did  not  miss  a  Yale- 
Harvard  football  game  from  1895 
to  1915.  He  still  looks  young  and 
energetic  enough  to  wield  a  wicked racket. 
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HAL  TOTTEN,  former  news  and 
sports  announcer  for  NBC  and  the 
BLUB,  who  recently  has  been  hand- 

ling baseball  on  WCFL,  Chicago,  has 
returned  to  the  Chicago  Daily  Neivs 
staff  as  a  sports  writer.  Formerly  a 
reporter  on  the  News,  he  started  in 
radio  on  the  station  that  newspaper 
once  owned,  WMAQ. 

DON  COCHRAN,  announcer  of 
KWK,  St.  Louis,  has  resigned  to 
enter  government  service. 

HUGH  BADER  and  John  Knudsen. 
of  the  announcing  staff  of  KBON, 
Omaha,  have  joined  the  Army  Air 
Forces.  Dr.  Dayton  Heckman,  of  the 
U  of  Omaha,  has  joined  the  staff  as 
news  editor,  and  Ed  Skogman,  for- 

merly of  KFEL,  Denver,  as  announc- 
er. Lyle  F.  Mellen  and  Mary  Louise 

Votava,  are  new  members  of  the  com- 
mercial and  promotion  departments. 

ROBERT  M.  EASTMAN,  former 
news  editor  of  WKY,  Oklahoma  City, 
is  now  in  the  Army  and  has  been  as- 

signed to  the  Oklahoma  City  Air  De- 

pot. BOB  MABRY,  formerly  of  WCAR, 
Pontiac,  has  joined  the  staff  of  WFDF, 
Flint.  Mich. 

KATHERINE  MAY  HITTE,  writer 
announcer,  has  joined  the  staff  of 
WLDS,  Jacksonville,  Fla.,  collaborat- 

ing with  Rowe  Samuell,  who  doubles 
as  reporter-writer-announcer. 

Oscar,  there,  is  in  for  a  slight  surprise.  So  are  advertisers 

who  attempt  to  cover  the  big,  rich  Roanol<e-Southwest 

Virginia  market  without  WDBJ.  It  just  can't  be  done. 
Because,  of  the  902  radio  stations  in  this  country,  only 

WDBJ  reaches  all  the  radio  homes  in  this  area  with  a 

strong,  clear  signal  at  all  times.  Want  us  to  prove  it? 

ROANOKE 

CBS  Affiliate  .  .  960  K.C. 

VIRGINIA 

5000  Watts  Full  Time 

Owned  and  Operated  by  the  TIMES-WORLD  CORPORATION 

GUY  LOWE,  traffic  manager  of 
KXOK,  St.  Louis,  has  been  inducted 
into  the  Army,  and  Curt  Bradley,  in 
charge  of  the  transcription  library, 
has  taken  over  the  traffic  job.  Elmer 
Muschany  has  assumed  the  transcrip- tion cares.  Janet  Mumbrauer  and 
Peggy  Englesing  have  joined  the 
KXOK  news  department,  and  Robert 
Gotsch  is  newly  assigned  to  transcrip- tions. Bill  Lauth  is  a  new  member  of 
the  studio  orchestra,  replacing  John 
Rose,  bass  player,  who  has  joined  the 
St.  Louis  Symphony  orchestra. 

ED  LYTELL,  announcer  of  WHAM, 
Rochester,  is  father  of  a  boy,  born 
Nov.  3.  Truman  Brizee  has  been  ap- 

pointed promotion  director  of  WHAM. 
DUDLEY  MANLOVE,  producer  and 
announcer,  formerly  with  Frank 
Wright  &  Associates,  has  joined  KQW, 
San  Francisco. 

ROBERT  GREENE,  announcer,  for- 
merly of  KOIN,  Portland,  Ore.,  and 

KFRC,  KPO  and  KYA,  San  Fran- 
cisco, has  joined  KROW,  Oakland. 

BOB  McKENNA,  formerly  of 
WWSW,  Pittsburgh,  has  joined  the 
announcing  staff  of  WCAE,  Pitts- 

burgh. Herbert  Morrison,  formerly  of 
promotion  department  of  WCAE,  is  in 
the  Army  and  has  been  promoted  to 
the  rank  of  captain.  He  is  stationed 
at  the  Oklahoma  City  Air  Depot. 

GERALDINE  WRIGHT,  formerly 
of  KRBC,  Abilene,  Tex.,  has  joined 
the  announcing  staff  of  WBAP- 
KGKO,  Fort  Worth. 

JIMMIE  LITTLE,  former  news  edi- 
tor of  WTAG,  Worcester,  obtained  a 

release  from  the  Army  in  order  to  ac- 
cept an  appointment  Nov.  21  as  lieu- tenant in  the  Navy.  Tommy  Russell, 

announcer  of  WTAG,  reported  at  Fort 
Devens  Nov.  21  for  induction  into  the Army. 

BILL  BRENGEL  took  over  m.c. 
duties  for  the  New  Orleans  half  of 
the  Quie  of  Two  Cities  between  New 
Orleans  and  Houston  for  Noxzema 
on  Nov.  8,  replacing  Woody  Hattic, 
who  has  moved  to  the  West  Coast. 
Brengel  also  replaces  Hattic  as  sports- caster  for  Falstaff  Brewing  Corp., 
New  Orleans. 

GILBERT  KINGSBURY  has  joined 
the  newswriting  staff  of  WLW-WSAI, Cincinnati. 

ALTHEA  GREEN,  for  the  last  three 
years  on  the  Canadian  Broadcasting 
Corp.  press  and  information  staff 
at  Toronto,  has  been  married  to  Capt. 
Edward  Armour.  T.  W.  Baker,  su- 

pervisor of  program  clearances  for 
the  CBC  at  Toronto,  and  the  Can- adian anchor  of  the  CBC  Overseas 
Unit  in  Britian,  has  resigned  to 
handle  family  business  in  London, 
Ont. 

JOHN  GULLY  COLE,  director  of 
Vox  Pop,  CBS  program,  will  join 
the  Coast  Guard  as  chief  petty  offi- cer. He  will  be  stationed  in  New 
York  in  the  public  relations  office  as 
a  radio  specialist.  Prior  to  joining 
Ruthrauff  &  Ryan,  New  York,  agen- 

cy for  Bromo-Seltzer,  product  adver- tised on  Vox  Pop,  Cole  was  a  radio 
copy  supervisor  for  a  number  of  P  &  G 
programs  for  Compton  Adv.,  and  was 
previously  assistant  radio  director  of 
Gardner  Adv.,  St.  Louis.  His  succes- 

sor as  director  of  the  CBS  program 
is  Bob  Byron,  formerly  of  WHN, 
New  York,  and  CBS. 
TED  COTT,  m.c.  of  musical  quiz 
programs,  has  replaced  Albert  Spald- 

ing, musician,  as  m.c.  of  the  Pause 
that  Refreshes  on  the  air,  sponsored 
on  CBS  by  Coca  Cola  Co.,  New  York. 
NORMAN  LUCAS,  producer  at  the 
Toronto  Canadian  Broadcasting  Corp. 
studios,  has  been  transferred  to  the 
CBC  studios  at  Winnipeg. 

NEILL  HARVEY,  announcer  of 
W53PH,  FM  adjunct  of  WFIL,  Phil- 

adelphia, has  resigned  to  enlist  in  the 
Army. 

EUNICE  DOTY  has  been  added  to 
the  promotion  department  of  KSO- KRNT,  Des  Moines.  She  replaces 
Lois  Jory  who  now  assists  Edmund 
Linehan,  program  director.  Mary 
Little,  publicity  director  of  KSO- 
KRNT  and  radio  editor  of  the  Regis- 

ter &  Tribune,  was  married  last 
month  in  Minneapolis,  to  Lt.  Ray 
Spatz  of  the  Army. 

ARMAND  R.  LAPOINTE,  staff  an- nouncer of  WMUR,  Manchester,  N. 
H.,  has  been  promoted  to  chief  an- nouncer. 

DON  BRYAN  has  resigned  as  musi- cal director  of  WMCA,  New  York.  His 
resignation  is  effective  within  eight 
weeks. 
TOM  SLATER,  director  of  sports  of 
MBS,  is  serving  as  m.c.  of  the  Mutual Go  Get  It  program,  sponsored  by 
Krueger  Brewing  Co.,  Newark.  He 
replaces  Bob  Emory,  who  is  devoting 
his  time  to  the  Rainhow  House 
broadcasts  on  WOR. 

GALE  GORDON,  who  portrays 
Mayor  La  Trivia  on  the  weekly  NBC 
Fibber  McGee  &  Molly,  has  enlisted 
in  the  Coast  Guard  and  is  awaiting 
call. 

DICK  JOT,  Hollywood  announcer, 
has  been  signed  to  portray  a  news- 

caster in  the  film,  "Corregidor",  to  be 
produced  by  Dixon  R.  Harwin  for 
Producers  Releasing  Corp.  He  re- cently was  assigned  to  weekly  CBS 
Those  We  Love,  sponsored  by  General 
Foods  Corp.  (Grape  Nuts  Flakes). 

CONSTANCE  LEON,  former  secre- tary to  Henry  Hayes,  of  the  NBC 
Radio-Recording  Division,  has  joined 
the  script  staff  of  BLUE,  where  she 
does  play-reading  and  works  on  pro- 

gram ideas. 

Free  &  Peters,  ii. 
Exclusive  National  Heprestntativa 

.jUSi  RADI
O  ii'--  • 
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KENNETH  MICHAEL,  formerly  on 
the  BLUE  night  program  staff,  has 
shifted  to  the  production  staff  as 
assistant  to  Robert  Tormey  in  the 
handling  of  recorded  programs.  He 
replaces  Edward  Carroll,  now  in  the 
Coast  Guard. 

ROT  WEINEDEL,  sports  and  public- 
ity director  of  WSLI,  Jackson,  Miss., 

is  the  father  of  a  boy,  born  Nov.  8. 
CPL.  ELMO  ISRAEL,  former  studio 
production  manager  and  public  rela- 

tions director  of  WSB,  Atlanta,  has 
been  appointed  to  the  staff  of  the 
Southeast  Air  Corps  Training  Center 
Public  Relations  Division,  Montgom- 

ery, Ala. 
GERALD  PATRICK  FLOOD  of  the 
radio  section  of  the  War  Savings 
Staff,  Treasury  Dept.,  has  been  com- 

missioned a  lieutenant  in  the  Navy 
and  assigned  to  Quonset  Point,  R.  I. 

CARL  REED,  former  dramatic  pro- 
ducer of  WLW,  Cincinnati,  has  joined 

the  news  staff  of  WHEB,  Ports- 
mouth, N.  H.  Ted  Bodge,  new  to  radio, 

has  joined  the  staff  as  part-time  an- nouncer. 
CAM  MITCHELL,  announcer  of 
WSRR,  Stamford,  has  become  a  mem- 

ber of  the  Connecticut  State  Guard. 
Freddie  (Pied)  Pieper,  WSRR  sports- 
caster,  has  enlisted  in  the  Army  Sig- 

nal Corps  and  is  stationed  at  Camp 
Devens. 
ROBERT  S.  HALLORAN.  auditor 
of  WBZ-WBZA,  Boston,  has  enlisted 
in  the  Army  and  is  now  stationed  with 
the  Coast  Artillery  at  Fort  Totten, 
N.  T. 

CARLETON  C.  IDE,  announcer  of 
WBZ-WBZA,  Boston,  has  been  in- 

ducted into  the  Army  and  is  now  in 
training  at  a  Texas  camp.  Helen 
(Tommy)  Little,  former  Worcester 
newspaperwoman,  has  joined  the 
WBZA  news  staff.  Ruth  Sherrill  has 
joined  W67B,  Boston,  as  announcer. 

RUSS  SHEPPARD,  announcer  of 
shortwave  station  KGEI,  San  Fran- 

cisco, recently  became  the  father  of  a 
baby  boy. 
WARREN  RICHARDS,  formerly  of 
WILL,  Urbana,  111.,  and  Glenn  Far- 
rington,  actor,  have  joined  the  an- 

nouncing staff  of  WCBS,  Springfield, 
111. 

JOSEPH  PARKER,  radio  producer 
of  the  Office  of  the  Coordinator  of 
Inter-American  Affairs,  Hollywood,  is 
the  father  of  a  boy  born  Nov.  12. 

FLORENCE  GIDLEY,  of  NBC  pub- 
licity department,  Hollywood,  and 

Pvt.  Robert  Dailey  of  the  Marines, 
were  married  Nov.  14  in  San 
Fernando. 
NEIL  REAGAN,  announcer  of 
KFWB,  B[ollywood,  has  been  signed 
for  a  character  role  in  the  Columbia 
Pictures  film,  "Destroyer". 
EUGENE  D.  HILL,  coordinator  of 
war  activities  of  WLOF,  Orlando, 
Fla.,  and  Miss  Joaquin  Murrell,  for- 

merly of  WRUF,  Gainesville,  Fla., 
and  KFRU,  Columbia,  Mo.,  were  mar- ried Nov.  7. 

"Cap"  Cotton  says: 

"MEMPHtS  IS  THE 
COTTON  CAPITAL  OF 
THE  WORLD  AND  THE 
INDUSTRIAL  CAPITAL 
OF  THE  MID-SOUTH." 

Covered  by  5,000  Watts  Day 

lAfjyi^  ^   1,000  Waffs  Night ^  MEMPHIS,  TENN. 
NBC  RED  NETWORK 

Owned  and  Operated  by 
THE  COMMERCIAL  APPEAL 
Represented  Nationally  by 

THE  BRANHAM  CO. 

KAY  SMITH  has  joined  the  staff  of 
WLDS,  JacksonviUe,  111.,  to  handle 
women's  programs,  replacing  Becky 
Vaughn,  who  left  last  month.  Miss 
Smith  will  handle  the  daily  News  for 
Women  and  Theater  Time,  and  the 
weekly  Do  Or  Don't  Quiz,  juvenile Saturday  morning  feature.  Rowe 
Samuel,  former  Jacksonville  news- 

paperman, new  to  radio,  has  joined 
WLDS  as  news  reporter  and  an- nouncer. 

BETH  GARDNER,  assistant  con- 
tinuity editor  of  KPO,  San  Francisco, 

has  resigned. 
JANICE  ANDERSON,  assistant 
press  manager  of  KPO,  San  Fran- 

cisco, recently  resigned  to  rejoin  the 
editorial  staff  of  the  Oakland  Post- 
Enquirer,  as  reporter  and  feature writer. 

NORMA  RUDE  of  the  audience  mail 
department  of  KGO,  San  Francisco, 
on  Nov.  15  joined  the  WAVES.  Nell 
Fanning  replaced  her  at  KGO. 

JACK  TEMPLE,  announcer,  for- 
merly of  KYA,  San  Francisco,  has 

joined  KQW,  San  Francisco. 
JOE  HANSEN,  new  to  radio,  has 
joined  KWKW,  Pasadena,  as  an- nouncer. 

FRED  DAIGER,  announcer-news- caster of  shortwave  station  KGEI, 
San  Francisco,  and  Peggy  Franes,  for- 

merly secretary  to  Buck  Harris,  for- 
mer general  manager  of  KGEI,  were 

married  Nov.  13  in  San  Francisco. 

JIM  CAMPBELL,  announcer  of 
WGN,  Chicago,  is  the  father  of  twins, 
a  boy  and  a  girl. 

WILLIAM  HART  has  joined  the  an- 
nouncing staff  of  WDRC,  Hartford. 

BLANEY  HARRIS  has  been  shifted 

from  guest  relations  to  the  BLUE's 

night  program  staff". 
AL  SACKS,  violinist,  is  acting  musi- cal director  of  Don  Lee  Broadcasting 
System,  Hollywood,  having  taken  over 
when  Dave  Rose  resigned  to  join  the 
Army  Air  Forces. 

JACK  DE  MELLO,  music  director  of 
KGO,  San  Francisco,  on  Nov.  25  joins 
the  Army  as  sergeant-bandmaster  at 
Camp  McQuaide,  Cal.  Three  KGO 
leaders — Phil  Bovero,  Al  White  and 
Otto  Clare — will  divide  the  assign- 

ments formerly  handled  by  de  Mello. 

JACK  MOHLER  has  resigned  from 
the  promotion  department  of  WOR, 
New  York,  to  enter  military  service. 

MARY  ELLEN  RYAN  has  been  pro- 
moted to  traffic  manager  of  Don  Lee 

Broadcasting  System,  Hollywood, 
succeeding  Emily  Peters,  resigned. 
Betty  Secrest  and  Betty  Cowen,  have 
been  made  assistants  to  Miss  Ryan. 
EMILY  PETERS,  traffic  manager  of 
Don  Lee  Broadcasting  System, 
Hollywood,  and  J.  Glenn  Turner,  for- 

merly master  control  supervisor  of 
KH.T,  that  city,  and  now  in  govern- 

ment service,  are  to  be  married  in 
Philadelphia  in  early  December. 
PATRICIA  NEILL  and  Velva  Best 
have  joined  CKMO,  Vancouver. 

BERT  HALL,  formerly  of  WGIL, 
Galesburg,  111.,  and  KDRO,  Sedalia, 
Mo.,  has  joined  the  announcing  staff 
of  WIL,  St.  Louis,  replacing  John 
Lambur,  who  was  inducted  into  the 
Army. 

CARL  PIERCE  has  succeeded  John 
W.  Nelson  as  Hollywood  producer- 
announcer  of  the  daily  half  hour 
Breakfast  at  Sardi's  program  on 
BLUE  stations. 

JANE  WEST,  scriptwriter  of  The 
O'Neills,  NBC  daytime  serial,  is  seri- ously ill  at  her  home  in  Danbury, 

Conn. 

BECAUSE  WSIX  has  taken  the 

lead  for  many  years  in  broad- 

casting local  events  and  in  publicis- 

ing features  of  local  importance,  this 

station  has  well  earned  its  outstand- 

ing popularity  and  its  title  as  "the 

Voice  of  Nashville". 

Whether  it  is  local  interest  the  listen- 

ers crave  or  local  popularity  the  ad- 

vertisers want,  both  turn  to  "the 

Voice  of  Nashville". 

We  offer  you,  Mr.  National  Advertiser,  the  same  proven 

popularity  that  these  local  advertisers  so  plainly  endorse 

by  their  preferred  patronage  of  this  station. 

SPOT  SALES,  INC.    •    NATIONAL  REPRESENTATIVES 

5000 
WATTS 

980 

KILOCYCLES 

NASHVILLE,  TENN. 

BROADCASTING  •  Broadcast  Advertising November  23,  1942  •  Page  35 



DON'
T  SI

T 

UNDE
R 

THE 

TREEl
 

„f  Kentucky  I'"**  ,v,atlbc  APP^« 

Ucvly-^i*'!*ru-  Louisville 

Trading  A^ea  ̂ ^^^^  ̂ ^.t 
orchard,  total  buy- 

57.5%  of  l^--*'*^t  ̂,,vest  your 
ing  income  .  •  • '  Area  s 

AL  TARANTO,  timebuyer  of  Ted 
Bates  Adv.,  New  York,  has  been  in- 

ducted into  the  Army.  William  Deck- 
er recently  joined  the  agency's  radio 

department  to  handle  space  and  time- buying. 

JOHN  D.  ANDERSON,  former  ac- 
count executive  of  Ruthrauff  &  Ryan, 

New  York,  has  been  commissioned 
lieutenant  (s.g.)  and  assigned  to  the 
Navy  Aviation  Intelligence. 
ISABEL  OLMSTEAD,  of  the  radio 
copy  department  of  Compton  Adv., 
New  York,  has  been  made  head  of 
the  agency's  casting  office.  Miss  Olm- stead  was  formerly  publicity  director, 
a  position  now  held  by  Joan  Geddes. 
DON  STAUFFER,  New  York  radio 
director  of  Ruthrauff  &  Ryan,  is  in 
Hollywood  for  conferences. 

FRANK  DELANO,  account  contact 
executive  of  Young  &  Rubicam,  New 
York,  is  in  Hollywood. 

TORREY  &  TORREY  ADV.,  Los 
Angeles  agency,  has  discontinued  busi- 

ness for  the  duration.  John  S.  Torrey 
is  devoting  his  time  to  manufacturing 
of  defense  equipment. 

SIDNEY  W.  DEAN  Jr.,  formerly 
vice-president  of  J.  Walter  Thomp- 

son Co.,  New  York,  has  resigned  from 
the  Lend-Lease  Administration,  Wash- 

ington, to  enlist  in  the  Army  as  a 
volunteer  officer  candidate. 

JOHN  RIDER,  formerly  of  the  pub- 
lic relations  and  sales  departments  of 

KNX,  Los  Angeles,  has  joined  the 
Biow  Co.,  Hollywood,  as  office  man- 

ager. Rider  also  worked  on  the  March 
of  Dimes,  Rudy  Vallee  and  Fred 
Allen  shows  and  later  worked  for  the 
Treasury  Dept.  as  radio  promotion 
co-ordinator  for  the  Pacific  Coast. 
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EMMETT  CORRIGAN,  formerly 
first  vice-president  and  treasurer  of 
Albert  Frank-Guenther  Law,  New 
York,  has  been  named  chairman  of 
the  board,  assuming  the  position  pre- 

viously held  by  Russell  Law,  who  con- tinues as  chairman  of  the  executive 
committee.  Succeeding  Corrigan  as 
first  vice-president  and  treasurer  is 
Victor  J.  Cevasco,  formeidy  vice- 
president  and  secretary,  the  latter  of- 

fice going  to  Harold  B.  Maples,  vice- 
president.  Two  account  executives, 
IBenjamin  F.  Lincoln,  and  William  T. 
Cobb,  have  been  made  vice-presidents. 

ELEANOR  N.  LARSEN,  head  time- 
buyer  of  Geyer-Cornell  &  Newell.  New 
York,  is  now  directing  the  Frank 
Parker  program,  sponsored  on  CBS 
by  E.  R.  Squibb  &  Sons,  New  York. 

GILBERT  H.  WILLIAMS,  copy  di- 
rector, and  MacGregor  Ormiston,  art 

director  of  Federal  Adv.,  New  York, 
have  been  elected  vice-presidents.  They 
will  both  serve  on  the  plans  board. 

RALPH  R.  LEDDER,  account  execu- 
tive of  Barnes  Chase  Co.,  Los  Angeles 

agency,  has  joined  Duncan  A.  Scott  & 
Co.,  publisher's  representatives,  that 
city,  in  a  similar  capacity.  He  suc- 

ceeds Dave  Mealiffe  who  has  joined 
the  Navy  as  an  ensign. 

RANDOLPH  PETERS,  formerly  of 
the  estimate  bureau  of  N.  W.  Ayer  & 
Son,  Philadelphia,  has  joined  the 
media  department  of  Gray  &  Rogers, 
Philadelphia. 

RALPH  D.  LOCKWOOD,  secretary 
and  account  executive  of  Lockwood- 
Shackelford  Adv.,  Los  Angeles,  has 
joined  the  Army  Special  Services  and 
currently  is  stationed  in  that  city. 

GEORGE  BRENGLE,  formerly  tal- 
ent buyer  of  Compton  Adv.,  New 

York,  joined  the  radio  promotion 
staff  of  the  President's  Birthday  Com- mittee. 

L.  E.  DAKE,  owner  of  Dake  Adv. 
Agency,  San  Francisco,  recently  was 
appointed  to  an  executive  post  with 
the  Dept.  of  Agriculture  in  Washing- 

ton. His  father,  L.  W.  Dake,  who 
retired  from  the  agenc.y  business  some 
time  ago,  has  returned  to  operate  the firm. 

JAMES  B.  MACKENZIE,  formerly 
president  of  Fox  &  Mackenzie  Agency, 
Philadelphia,  was  appointed  Nov.  16 
as  art  director  of  Lewis  &  Gilman, 
that  city.  Mr.  Mackenzie  is  president 
of  the  Art  Directors'  Club,  Phila- delphia. 

LAWRENCE  SCHENFIBLD,  New 
York  vice-president  and  radio  director 
of  Pedlar  &  Ryan,  is  in  Hollywood 
seeking  talent  for  a  new  show. 

MABEL  COBB,  of  the  radio  depart- 
ment of  J.  Walter  Thompson  Ltd., 

Toronto,  has  returned  to  the  New  York office  of  the  agency. 

BOB  HUSSEY  has  resigned  as  as- 
sociate of  Frank  W.  Vincent  Agency, 

Beverly  Hills,  Cal.  talent  service. 
Prior  to  entry  into  the  agency  field, 
Hussey  was  West  Coast  director  of 
radio  activities  for  Paramount. 

R.  C.  BRINDLEY,  formerly  of  the 
Los  Angeles  office  of  Doremus  &  Co., 
recently  was  transferred  to  the  San 
Francisco  office  as  local  manager.  He 
succeeded  H.  W.  Grady,  transferred  to 
the  East. 

GERTRUDE  BERG,  scriptwriter  and 
star  of  The  Ooldhergs,  sponsored  on 
CBS  by  Procter  &  Gamble  Co.,  Cin- 

cinnati, entered  her  14th  year  with 
the  program  Nov.  20.  The  five-weekly 
serial  is  aired  in  behalf  of  Duz. 
Agency  is  Compton  Adv.,  New  York. 

Frank  Silvernail 

EDITOR'S  NOTE:  Through  an  un- 
fortunate printer's  inadvertence, 

the  picture  of  Ranald  West  shown 
on  the  opposite  page  was  carried 
as  Frank  Silvernail  in  the  last  is- 

sue of  Broadcasting.  This  is  Frank 
Silvernail,  timebuyer  of  Young  & 
Rubicam,  New  York,  whose  sketch 
was  carried  under  the  "Buyers  of 
Time"  caption  last  week.  We  deeply 
regret  the  error. 

Warwick  &  Legler  Adds 

Rohn  to  Media  Branch 
EDWARD  J.  ROHN,  formerly 
space  buyer  of  Maxon  Inc.,  New 
York,  has  joined  the  media  depart- ment of  Warwick  &  Legler,  New 
York.  The  latter  agency  has  ac- 

quired a  number  of  additions  to 
its  stalf  recently,  including  Wil- 

liam P.  Lillicrapp  and  Thomas  P. 
Dough  ten,  who  have  joined  the  pro- d  u  c  t  i  o  n  department.  Lillicrapp 
comes  from  McCann-Erickson  and 
Doughten  from  J.  Stirling  Getch- 
ell,  New  York,  where  he  served  as 
control  production  manager. 

Ethel  Harris  Gregory,  until  re- 
cently specialist  in  radio  commer- cial writing  for  Duane  Jones  Co., 

New  York,  and  previously  with 
Lord  &  Thomas,  New  York,  has 
also  joined  Warwick  &  Legler.  She 
has  been  added  to  the  copy  depart- 

ment along  with  Albert  S.  White. 

CAMPBBLL-EWALD  Co.,  New 
York,  has  changed  its  corporate  name 
to  Eastern  Division  of  Campbell- Ewald  Co. 

WQRC 
CONNECTICUT'S  PIONEER  BROADCASTER 
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RANALD  S.  WEST 

TF  YOU'RE   satisfied  when  the 
triple  threat  star  is  called  a 

utility  man,  you  won't  mind  seeing 
"Ran"  West  listed  simply  as  a 
"Buyer  of  Time". 

True  enough,  he  is  timebuyer  for 
Stockton,  West,  Burkhart  Inc.  in 
Cincinnati.  But  as  vice-president  in 
charge  of  all  production,  it's  only 
a  small  part  of  his  job.  Actually 
his  buying  of  time  is  just  another 
chore  in  a  close-knit  and  hard 
working  organization.  His  real  job 
is  to  create.  It  so  happens  that 
much  of  this  creative  work  is  in 
radio,  but  he  is  equally  at  home  in 
black  and  white  media. 

Ran's  career  sounds  like  it  should 
have  been  a  lot  of  fun.  He  organ- 

ized his  own  dance  band  in  college, 
and  ran  it  for  five  years.  He  wrote 
music  for  college  musicals  and  per- 

formed in  them.  He  graduated  in 
law,  then  took  up  advertising. 
(That  versatility  came  in  handy 
later.)  He  was  part  of  a  two-man 
singing  team  over  three  stations 
in  Cincinnati. 

Ran  West's  radio  selling  started 
in  '32  when  he  collaborated  on  pro- 

gram ideas,  edited  scripts  and 
wrote  commercials  for  the  Heat- 
rolatown  Herald.  He  wrote  scripts 
and  commercials  for  the  Williams 
Glider  program  on  NBC,  back  in 
'33,  and  the  Tony  Wons  show  on 
CBS  for  1847  Rogers  Bros.  He 
wrote  all  the  Gruen  time  spot  an- 

nouncements in  '34.  And,  for 
Kroger,  he  wrote  words  and  music 
for  the  theme,  set  the  pattern  and 
wrote  the  Wisecrackers  show;  he 
wrote  scripts  for  the  House  of  a 
Thousand  Eyes,  and  Clock  Bread 
announcements. 

For  the  Drackett  Co.,  he  col- 
laborated on  Hello,  Peggy,  an 

early  daytime  serial;  and  he  also 
wrote  and  directed  the  Windex 
Wandering  Minstrel. 

For  the  U.  S.  Shoe  Corp.,  Ran 
wrote  commercials,  edited  and  pro- 

cured scripts  for  a  series  of  five- 
minute  Hollywood  Gossip  programs 
transcribed  for  broadcast  on  175 
stations. 

Did  anyone  mention  versatility? 
Well,  Ran  also  wrote  the  scripts 

for  the  Union  Gas  &  Electric  Co.'s 
municipal  ownership  campaign 
back  in  '36,  featuring  Smilin'  Ed 
McConnell.  He  wrote,  in  '41, 
scripts  and  commercials  for  Striet- 
man  Biscuit  Co.  (soda  crackers) 
shows  on  ten  Southern  stations. 
He  also  created  a  child  psychology 
program  for  Strietman.  And  his 
latest  achievement  is  agency  direc- 

tion and  scripting  for  Views  on  the 
Nevjs,  a  weekly  news  roundtable 
originated  by  WLW  to  an  NBC 
network  for  the  Ohio  Oil  Co. 

Versatile?  Oh,  yes.  Ran  also 
created  the  first  and  only  psy- 

chological Talent  Test  (a  test  made 
without  music)  for  the  Baldwin 
Piano  Co.  They're  still  using  it  to 
get  prospects. 

With  it  all.  Ran  is  no  human 
dynamo.  At  36,  he  just  works  hard 
at  his  job,  and  as  a  family  man. 
His  wife  was  Margaret  Dillen- 
court,  of  Cincinnati,  and  they  have 
two  daughters,  Patricia,  9,  and 
Margaret,  7.  Patricia  has  already 
promised  to  follow  in  the  footsteps 
of  her  dad.  She  was  the  photo- 

graphic model  for  the  Community 
Chest  Poster  in  Cincinnati  and 
some  30  other  cities  in  1941. 

HAPPINESS  is  the  watchword  as 
Theresa  Wilson,  advertising  man- 

ager for  W.  &  J.  Sloane,  San  Fran- cisco (retail  furniture),  signs  a 
contract  renewal  for  This  Is  Your 
Hoyne,  on  KPO,  San  Francisco. 
Milton  Seropan,  KPO  sales  repre- 

sentative (center),  and  Walter 
Tolleson  of  the  A.  E.  Nelson  Adv. 

Agency,  are  the  smilers. 

Anderson,  Davis  &  Platte 

Opens  Office  in  Capital 
ANNOUNCEMENT  was  made 
last  week  of  the  establishment  of 
the  Washington  advertising  agen- 

cy of  Anderson,  Davis  &  Platte, 
with  headquarters  in  New  York. 
For  the  last  several  months  the 
firm  has  been  operating  a  Wash- 

ington office  to  service  several  ac- counts. 

"Our  experience  during  this  per- 
iod," said  T.  Hart  Anderson,  presi- 
dent, "has  shown  the  need  for  a 

complete  advertising  and  public  re- 
lations organization  in  Washing- 

ton to  render  special  service  to 
companies  whose  selling  problem  is 
now  largely  centered  there,  or 
whose  economic  future  may  depend 
on  decision  now  being  made  there. 
Mr.  Anderson  stated  specifically 
that  the  firm  would  not  engage  in 
any  form  of  lobbying. 

For  the  present,  Harvey  H. 
Smith,  radio  director,  and  L.  G. 
Van  Aiken,  timebuyer,  will  divide 
their  time  between  the  New  York 
and  Washington  offices.  The  capi- tal branch  is  located  at  831  15th 
St.,  N.W.;  telephone.  National  7142. 

It  Is  225  Miles  From  KSD 

to  the  Nearest  NBC  Station 

IN  ST.LOUIS 

KSD  Has  the 

LARGEST  DAYTIME 

COVERAGE  AREA 

of  Any  Sto  Louis 

Radio  Station 

A  Distinguished  Broadcasting  Station 

Station  KSD — The  St.  Louis  Post -Dispatch POST-DISPATCH  BUILDING,  ST.  LOUIS,  MO. 

FREE  &  PETERS,  INC.,  NATIONAL  ADVERTISING  REPRESENTATIVES 

NEW  YORK  CHICAGO  ATLANTA  SAN  FRANCISCO  HOLLYWOOD 
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PAY  FREEZE  HALTS 

CAMEL  COAST  SHIFT 

FORESEEING  possible  difficulties 
in  booking  Hollywood  name  talent 
under  the  current  wage  stabiliza- 

tion order,  the  plan  to  shift  origi- 
nation of  the  weekly  NBC  Camel 

Caravan,  sponsored  by  R.  J.  Rey- 
nolds Tobacco  Co.,  from  New  York 

to  Hollywood  has  been  cancelled, 
according  to  executives  of  William 
Esty  &  Co.,  agency  servicing  the 
account.  Such  a  shift  was  regarded 
as  inadvisable  until  further  clari- 

fication of  the  salary  freeze. 
With  the  ruling  currently  forc- 

ing a  choice  between  radio  and 
picture  work  by  Hollywood  talent 
for  the  coming  year,  the  number  of 
guest  stars  available  for  network 
appearances  will  be  cut  consider- 

ably, it  was  pointed  out.  Additional 
difficulty  is  that  motion  picture 
studios  may  not  permit  radio  ap- 

pearances of  its  contracted  players 
and  stars  until  they  have  worked 
out  their  allowable  maximum  in- 

come within  the  industry. 
It  was  the  belief  of  several  New 

York  advertising  agencies  booking 
talent  for  network  sponsored  shows 
that  guest  stars  would  be  more 
easily  obtained  from  the  stage  and 
night  clubs  of  that  city,  where  the 
wage  ceiling  involves  only  a  few 
performers. 

Chappell  on  Daytime  Serials 
{Continued  from  page  20) 

EUGENE  AGUAIS,  storekeeper  of 
the  GBS  stockroom  in  New  York  since 
1932,  died  recently  at  the  age  of  68. 

depression,  a  period  in  which 
American  morale  hit  an  all-time 
low.  Until  1929,  an  American  was 
responsible  for  his  own  destiny. 
We  were  a  race  of  'self-made 
men'.  Then  came  the  crash.  We 
all  lost  our  money,  most  of  which 

we  never  had.  The  self-made,  'suc- 
cesses' of  the  summer  of  1929 

refused  to  accept  the  simple,  obvi- 
ous fact  that  they  must  then  be 

the  'self-made  failures'  of  the 
winter  of  1929. 

Traditional  Concepts 

"There  were  many  causes  of  our 
universal  'failure'  but  none  that 
was  cared  to  admit  was  our  respon- 

sibility. We  searched  for  the  goats, 
for  ways  of  rationalizing  the  loss 
of  our  worldly  goods.  We  demanded 
soothing  explanations  to  avoid  ac- 

cepting the  responsibilities  which 
the  American  conception  demanded. 
Because  the  American  way  was 
always  there  in  the  back  of  our 
minds  accusing  us  for  avoiding 
reality,  we  not  only  demanded  the 
soothing  syrup  but  set  about  doing 
our  best  to  kill  our  traditional 
conception  of  the  American  way. 
"The  content  of  the  daytime 

serial  dramas  is  exactly  what  was 

$7,098,742.00  for  feeds,  alone,  is  spent 

annually  by  the  Farmers  in  WTAD's  pri- 
mary and  secondary  areas.  Are  you  over- 

looking this  fertile  sales  field? 

The  voice  that  reaches  most  of 

the  people  most  of  the  time  is  the 

one  that  will  SELL  your  product.  That's 
WTAD.  Ask  us  for  the  PROOF! 

\mmvi 

A.  G.  Schultz,  President, 
Schultz,  Baujan  &  Co.,  Beardstown,  Illinois: 
"Our  lO-minute,  5-time-a-week  program  on  WTAD 
has  very  materially  increased  our  business  both  in 
the  Illinois  and  Missouri  coverage  area.  Reason 
enough  why  we  have  just  renewed  on  WTAD  for  our 
fourth  consecutive  52  weeks  of  broadcasting." 

For  SALES^  Just  Remember^ 

theyHl  HEAR  your  message  at 

demanded  in  the  1930's.  They  satis- 
fied to  a  marked  degree  the  na- 

tional mental-set  of  that  period. 
But  now  the  national  mental-set 
has  changed.  We  have  been  shaken 
out  of  our  psychological  hog-wal- 

low by  the  brutal  designs  of  the 
Axis.  We  now  reaffirm  the  import- 

ance of  the  individual.  We  have 

again  adopted  the  mental-set  of 
'Christian'  in  Pilgrim's  Progress. 
We  now  'take  arms  against  the 
sea  of  trouble  and,  by  opposing, 

end  them.' "Why,  then,  are  the  daytime 
serials  still  oriented  to  conform 
to  the  mental-set  of  the  past  de- 

cade? The  answer  is  inertia  and 
lack  of  understanding  of  the  im- 

portance of  the  national  mental-set 
in  the  success  of  the  daytime 
serials.  By  good  luck,  radio  pro- 

ducers struck  the  formula  for  the 

daytime  serial  in  the  '30's. "It  was  a  marvelous  success  be- 
cause it  furnished  just  what  the 

nation  demanded:  the  rationaliza- 
tion of  national  frustration.  Not 

understanding  clearly  the  basis  of 
its  success,  its  producers  see  no 
reason  to  change  the  formula  in 
any  detail.  As  a  result,  the  day- 

time serial  is  distinctly  out  of 
rapport  with  the  present  national 
mental-set. 

"It  is  so  far  out  of  rapport  with 
present  day  public  attitudes  that 
it  is  now  being  used  most  effectively 
as  comedy  foil  for  nighttime  va- 

riety radio  programs.  It  is,  in 
fact,  nighttime  radio  which  is  cur- 

rently making  the  most  devastating 
attacks  on  the  daytime  form. 

Serial  a  Sick  Child 

"But  if  the  daytime  serial  drama 
were  so  far  out  of  rapport  with  the 
listener's  current  psychology,  it 
would  not  enjoy  good  health.  Does 
it?  Or  is  the  daytime  serial  a  sick 
child,  getting  sicker  every  day? 
Psychological  reasoning  tells  us 
that  if  the  radio  industry  wants 
to  save  the  problem  child,  it  had 
better  call  the  doctor  now,  because 
it  is  in  a  bad  way. 

"Chart  I  shows  that  the  average 
monthly  ratings  for  daytime  serial 
dramas  was  lower  in  1941  than  in 
1940  in  nine  months  and  higher 

RADIO  BIRDS,  not  turkey,  in  the 
pen!  But  turkey  looks  on.  Florence 
Murphy,  radio  promotion  manager 
of  the  Cowles-published  Minneapo- 

lis Star  Journal  and  Tribune 
and  Lt.  George  Grim,  former  radio 
director  of  the  newspaper,  now  in 
officers'  training  school,  are  in  the 
cages.  The  turkey  was  received 
from  Abbott  &  Costello  with  a 
note:  "Beginning  Thursday  over 
NBC,  we  will  give  you  enough 
corn  every  week  to  get  this  turkey 

fat  by  Thanksgiving."  The  turkey 
is  now  Florence's  household  pet. 

in  three.  One  of  the  months  in 

which  1941  was  higher  was  De- 
cember when,  immediately  after 

Pearl  Harbor  radio  listening  to 
all  types  of  programs  took  a 

marked  rise,  the  listeners'  desire 
being,  apparently,  to  get  news flashes. 

"Serial  ratings  for  1942  started 
the  year  well  below  the  1940  and 
1941  levels  and  remained  down 

until  May  when,  as  a  result  of  re- strictions in  travel  and  greater 
numbers  of  people  staying  at  home, 
ratings  took  a  major  jump,  re- 

versing the  seasonal  trend.  These 
higher  ratings  were  obtained 
throughout  the  summer  until  Octo- 

ber when,  despite  the  greater  num- 
ber of  people  staying  at  home,  they 

fell  below  the  1941  level. 

"It  might  appear  from  the 
higher  ratings  in  the  summer  of 
1942  that  the  serial  drama  was  re- 

gaining its  health.  That  such  is 
not  the  case  is  revealed  by  making 

a  comparison  of  serial  drama  rat- 
ings with  ratings  for  other  pro- 

grams. From  the  time  when  travel 
began  to  be  restricted  in  May 
1942  through  October  1942,  the 
average  rating  for  daytime  serial 
dramas  increased   13%   over  the 
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average  rating  for  the  same 
months  of  1941.  The  average  rat- 

ing for  all  other  sponsored  net- 
work daytime  programs  during  the 

same  period  of  months  was  44% 
higher  in  1942  than  in  1941. 

"In  order  to  perceive  changes  in 
the  importance  of  the  daytime 
serial  drama  in  the  total  broad- 

casting structure,  it  is  necessary 
to  examine  not  only  the  rating 
trends  but  also  the  listener-hour 
index  trends.  How  do  the  hours 
devoted  to  listening  to  daytime 
serial  dramas  now  compare  with 
hours  devoted  to  listening  pre- 

viously? The  Listener-Hour  index 
is  a  function  not  only  of  average 
audience  size. but  of  the  number  of 
broadcasting  hours  devoted  to  this 
type  of  program. 

Index  Shows  Losses 

"The  Listener-Hour  index  trends 
from  January  1940  to  October 
1942  are  shown  in  Chart  IL  This 
chart  reveals  that  from  April  1941 
to  October  1942,  a  period  of  18 
months,  the  monthly  Listener-Hour 
index  for  daytime  serial  dramas 
reached  the  1940  level  only  twice: 
in  December  1941,  following  Pearl 
Harbor,  and  in  May  1942,  when 
travel  was  reduced. 

"Despite  the  greater  number  of 
people  at  home  during  the  past 
summer,  the  Listener-Hour  index 
hit  new  lows  from  July  through 
October.  Comparison  of  the  index 
figures  for  these  four  months  in 
1940  and  1942  shows  the  follow- 

ing losses  in  listener  hours  in 
1942:  July,  down  21%;  August, 
down  20%;  September,  down  20%; 
October,  down  22%. 

"To  sum  up,  gentlemen,  the  radio 
industry  has  a  most  promising 
and  magnificent  child.  It  has  been 
reared  on  a  formula  that  proved 
very  satisfactory  for  some  time. 
On  this  formula,  it  enjoyed  ex- 

cellent health  and  grew  rapidly. 
But  the  formula  no  longer  agrees 
well  with  the  child.  Upset,  he  is 
growing  thinner  and  losing  evi- 

dence of  his  lusty  vigor. 
"What  shall  we  do  about  it? 

Or  more  to  the  point,  what  will 
you  do  about  it?  For  in  all  his 
promise  and  magnificence,  he  is 
your  child.  There  would  appear  to 
be  three  possible  lines  of  action. 
First  you  may  leave  the  child  on 
the  present  formula — and  pray. 
Secondly,  you  can  take  your  child 
and  his  formula  to  the  side  door 
of  the  foundling  home  and  there 
desert    him.    Thirdly,    you  can 

CHNS 

Halifax,  N.  S. 

One-third  of  all  the  radio 
sets  in  Nova  Scotia  are 

within  25  miles  of  our 
antenna 

Ask  JOE  WEED 

change  his  formula  and  let  him 
regain  his  vigor  and  resume  his 

growth. "Obviously,  the  third  is  the  only 
sensible  line  to  follow.  Either  of 
the  first  two  would  be  stupid.  The 
correction  of  the  formula  and  the 
discovery  of  the  ingredients  re- 

quired to  bring  the  child  back  to 
health  is  by  no  means  a  burden- 

some task.  It  does  require  research 
— research  that  reveals  the  char- 

acteristic attitudes,  emotions,  be- 
liefs and  ideas  which  constitute 

the  prevalent  national  mental-set. 
With  these  revealed  by  psycho- 

logical analysis,  the  new  emotional 
and  attitudinal  ingredients  of  the 
child's  formula  are  at  hand.  And 
your  child  will  resume  his  amazing 

career." 

Paramount  Promotes 

PARAMOUNT  PICTURES,  New 
York,  is  using  transcribed  and  live 
announcements  on  seven  New 
York  stations,  Nov.  11-24,  to  pro- 

mote "The  Avengers".  A  total  of 
116  announcements  are  being  used 
on  WJZ  WMCA  WHN  WOR 

WQXR  WABC  WNEW.  A  tran- 
scribed dramatic  "teaser,"  recreat- 

ing the  mood  of  the  picture,  is  fol- 
lowed by  a  live  commercial  re- 

vealing the  name  of  the  show.  Ra- 
dio plans  for  the  film's  national  re- lease are  not  yet  available. 

Buchanan  &  Co.,  New  York, 
handles  the  account. 

LESLIE  HOWARD,  actor-producer, 
has  purchased  film  rights  to  the  radio 
play,  "We  Deliver  the  Goods",  aired during  one  of  the  BBC  programs  in 
the  series,  Britain  to  America,  heard 
on  BLUE.  Film  will  be  titled  "Liberty 

Ship". 

Fulton  Lewis  jr.  Tour 

FULTON  LEWIS  Jr.,  MBS'  Wash- ington commentator,  embarks  on  a 
cross-country  lecture  tour  at  the  end 
of  the  month.  He  will  broadcast  his 
regular  nightly  news  programs  from 
Mutual  outlets  en  route.  He  will  visit 
Wichita,  Houston,  Los  Angeles,  Port- 

land, Ore.,  Tacoma,  Seattle,  Spokane, 
Kansas  City,  Denver,  and  Emporia, 
returning  to  the  capital  Dec.  16. 

Ray  Kelly  Is  Assigned 
Production  Post  at  NBC 
N.  RAY  KELLY,  manager  of 
NBC's  sound  effects  division,  has 

been  appointed  to  the  network's production  staff,  according  to  an 
announcement  last  week  by  Wynn 
Wright,  eastern  division  production 
director.  Frederick  G.  Knopfke,  as- 

sistant to  Kelly  since  1938,  becomes 
sound  effects  manager. 

Kelly  joined  NBC  in  1930,  to 
create  and  direct  its  first  sound 
effects  department.  He  has  become 

recognized  as  one  of  the  country's leading   air   sound  technicians. 
Knopfke  entered  radio  in  1926 

with  the  BBC  in  London,  coming  to 
the  United  States  two  years  later 
to  join  NBC  as  a  student  ap- 

prentice. Subsequently  he  returned 
to  Europe,  remaining  with  the 
German  Broadcasting  Co.  until 
1933,  when  he  came  back  to  NBC. 
Clem  J.  Walter,  senior  techni- 

cian in  NBC's  sound  effects  depart- 
ment, has  been  appointed  assistant 

to  Knopfke. 

October 
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Another  reason  why  WGN  leads  all  other  Chicago  50,000 

watt  stations  in  volume  of  local  and  national  spot  business 

50,000  Walts 
720  Kilocycles A  Clear  Channel  Station 
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STATION  ACCOUNTS 

sv — studio  programs 
ne — news  programs 

t — transcriptions 
so — spot  announcements 

to — transcription  announcements 

WRC,  Washington 
American  Popcorn  Co.,  Sioux  City,  la..  5 

sa,  thru  Buchanan-Thomas  Adv.  Co., Omaha. 
Harvel   Co..   New  York    (watches),  8  ne, 

thru  A.  W.  Lewin  Co.,  Newark. 
Thomas     Leeming     &     Co.,     New  York 

(Baume  Bengue),  sa,  5  weeks,  thru  Wm. 
Esty  &  Co.,  N.  Y. 

Readers  Digest  Assn.,  Pleasantville,  N.  Y. 
(magazine),  43  sa,  thru  BBDO,  N.  Y. 

Yager's   Liniment   Co.,   Baltimore,   25  so, thru  Harvey-Massengale  Co.,  Atlanta. 
Esquire  Inc.,  Chicago  (Coronet  Magazine), 

21  so,  thru  Schwimmer  &  Scott,  Chicago. 
Mangels-Herold     Co.,     Baltimore  (King 

syrup),  50  so,  thru  Stewart-Jordan  Co., Philadelphia. 
Rock  Creek  Ginger  Ale  Co.,  Washington, 

sa,  4  weeks,  thru  H.  J.  Kaufman  Adv., 
Washington. 

Clicquot   Club   Co.,    Millis,    Mass.  (ginger 
ale),   104  sa,  thru  N.  W.  Ayer  &  Son, Philadelphia. 

P.  Duff  &  Sons,  Pittsburgh  (ginger  bread 
mix),    41    sa,    thru    W.    Earl  Bothwell 
Adv.  Agency,  Pittsburgh. 

General    Baking    Co.,    New    York  (Bond 
bread),    54  sa,   thru  Ivey   &  Ellington, Philadelphia. 

Industrial      Undergarment     Corp.,  New 
York    (slips,    blouses),    5    sa    daily,  4 
weeks,  thru  Norman  D.  Waters  &  As- 

sociates, N.  Y. 
Philadelphia  &  Reading  Coal  &  Iron  Co., 

52    sa,    thru    McKee    &    Albright  Inc., Philadelphia. 

WSAN,  Allentown,  Pa. 
Pepsi-Cola    Co.,    New    York  (beverage), 1248  ta,  placed  locally. 
General  Foods  Corp.,  New  York  (LaFrance, 

Satina),  780  so,  thru  Young  &  Rubicam, N.  Y. 
Johnson  &  Johnson,  New  Brunswick,  N.  J. 

(surgical  dressings),  170  sa,  thru  Young &  Rubicam,  N.  Y. 
Orange-Crush  Co.,  Chicago  (drink),  624  sa, direct. 
Beech-Nut  Packing  Co.,  Canajoharie,  N.  Y. 

(gum),  96  so,  thru  Newell-Emmett  Co., N.  Y. 
Fleet-Wing  Corp.,  Cleveland  (gasoline), 216  sa,  direct. 

WABC,  New  York 
E.  Fougera  &  Co.,  New  York,  (Magi-Tex 

dog  shampoo),  3  sa  weekly,  thru  Berm- 
ingham,  Castleman  &  Pierce,  N.  Y. 

Pepsodent  Co.,  Chicago  (tooth  brushes),  2 
sa  weekly,  thru  Lord  &  Thomas,  Chicago. 

THE  /?uiineii  OF 

BROADCASTING 

WOR,  New  York 

Fischer  Baking  Co.,  Newark,  3  ne  week- 
ly, 52  weeks,  thru  Scheck  Adv.,  N.  Y. 

Hoffman  Beverage  Co.,  Newark  (beer),  3 
}?e  weekly,  52  weeks,  thru  BBDO,  N.  Y. 

B.  C.  Remedy  Co.,  Durham,  N.  C.  (head- 
ache powders),  3  ne  weekly,  52  weeks, 

thru  Charles  W.  Hoyt  Co.,  N.  Y. 
Bristol-Myers  Co.,  New  York  (Sal  Hepati- 

ca),  3  ve  weekly,  52  weeks,  thru  Young  & 
Rubicam,  N.  Y. 

General  Motors  Corp.,  N.  Y.  (institution- 
al), weekly  f,  13  weeks,  thru  Campbell- Ewald  Co.,  Detroit. 

Planned  Foods,  New  York  (Rose  Mill  Pate 
Gras),  5  sa  weekly,  13  weeks,  thru 
Blaker  Adv.,  N.  Y. 

Florida  Citrus  Exchange,  Tampa,  5  so. 
weekly,  26  weeks,  thru  W.  W.  Garrison 
&  Co.,  Chicago. 

Seeman   Bros.,   New  York    (Flava  Bake), 
5  sa  weekly,  52  weeks,  thru  J.  D.  Tarcher 
6  Co.,  N.  Y. 

Hudson  Pulp  &  Paper  Co.,  New  York,  5 
sa  weekly,  52  weeks,  thru  Joseph  Katz 
Co.,  Baltimore. 

WJZ,  New  York 
E.  Fougera  &  Co.,  New  York  (Magitex 

dog  shampoo),  5  sa  weekly,  thru  Berm- 
ingham,  Castleman  &  Pierce,  N.  Y. 

Rum  &  Maple  Tobacco  Corp.,  New  York 
(pipe  tobacco),  5  sa  weekly,  1  week, 
thru  Raymond  Spector  Co.,  N.  Y. 

Standard  Oil  Co.  of  N.  J.,  New  York,  42 
ne  weekly,  13  weeks,  thru  Marschalk  & 
Pratt,  N.  Y. 

J.  C.  Eno  Ltd.,  Bloomfield,  N.  J.  (Eno 
Salts) ,  4  sa  weekly,  thru  Atherton  &  Cur- 

rier, N.  Y, 
John  Morrell  &  Co.,  Ottumwa,  la.  (Red 

Heart  dog  food) ,  5  ta  weekly,  thru  Henri, 
Hurst  &  McDonald,  Chicago. 

Paramount  Pictures  Inc.,  New  York  ("The 
(Avengers"),  6  so  weekly,  2  weeks,  thru Buchanan  &  Co..  N.  Y. 

WEAF,  New  York 
Quaker  Oats  Co.,  Chicago,  5  ta  weekly, 

thru  Ruthrauff  &  Ryan,  N.  Y. 
C.  F.  Mueller  Co.,  Jersey  City  (macaroni), 

3  ne  weekly,  thru  Duane  Jones,  N.  Y. 
Ward  Baking  Co.,  New  York  (Tip-Top 

bread ) ,  5  so  weekly,  thru  J.  Walter 
Thompson  Co.,  N.  Y. 

Beaumont  Labs.,  St.  Louis  (Four-Way 
Cold  Tablets),  5  t  weekly,  thru  H.  W. 
Kastor  &  Sons,  Chicago. 

Fanny  Farmer  Candy  Shops,  Rochester,  N. 
Y.,  5  sa  weekly,  thru  J.  Walter  Thomp- 

son Co.,  N.  Y. 

KSLM,  Salem,  Ore. 

Swift  &  Co.,  Chicago  (All-Sweet  margar- 
ine) ,  5  ta  weekly,  39  weeks,  thru  J. 

Walter  Thompson  Co.,  Chicago. 
National  Schools,  Los  Angeles  (correspond- 

ence course) ,  7  so  weekly,  thru  Equity 
Adv.  Agency,  N.  Y. 

Miles  Labs.,  Elkhart.  Ind.  ( Alka-Seltzer) , 
15  t  daily,  1  year,  5  ta  weekly,  39  weeks, 
thru  Wade  Adv.  Agency,  Chicago. 

QUICK  RESULTS,  THAT5 
WHAT  WE  dET  OUT 
HERE  IN  OREGON 

WHETHER  it's:  BUILDING 

SHIP5  OR  TELLIN'yOUP. 
STORY  OVER  KXL! 

KMMJ,  Grand  Island,  Neb. 
Gooch    Milling    &    Elevator    Co.,  Lincoln, 

Neb.    (flour  &  feeds),  6  sp  weekly.  36 
weeks,  thru  Potts-Turnbull,  Kansas  City. Willard    Tablet    Co.,    Chicago    (drugs),  3 
sp  weekly,  26  weeks,  thru  First  United Broadcasters,  Chicago. 

Simon  &  Schuster,  New  York  (tax  book), 
3  sp  weekly,  thru  Northwest  Radio  Adv. 
Co.,  Seattle. American  Poultry  Journal,   Chicago,  6  so 
weekly,  thru  Shaffer,  Brennan,  Margulis 
Adv.  Co.,  St.  Louis. 

Flex-O-Glass    Mfg.    Co.,    Chicago  (glass 
substitute),   52  so,  thru  Presba,  Fellers 
&  Presba,  Chicago. 

Merchants  Biscuit  Co.,  Omaha,  78  so,  thru 
Allen  &  Reynolds,  Omaha. 

G.  E.  Conkey  Co.,  Cleveland   (feeds),  156 
sa,  thru  Rogers  &  Smith,  Chicago. 

Cudahy  Packing  Co.,  Kansas  City  (feeds), 
78  so,  thru  Campbell-Sanford  Adv.  Co., Cleveland. 

Spark-O-Life  Co.,  Kansas  City,  6  sp 
weekly,  thru  Ferry-Hanly  Co.,  Kansas City. 

WADC,  Akron 
Purity  Bakeries   Corp.,   Chicago  (Taystee 

bread),  6  sp  weekly,  1  year,  thru  Camp- bell-Mithun,  Minneapolis. 
Akron  Savings  &  Loan  Co.,  Akron,  5  sp 

weekly,  1  year,  direct. 
McKesson    &   Robbins,    Bridgeport  (Calox 

tooth  powder),   5  sa  weekly,  39  weeks, 
thru  J.  D.  Tarcher  &  Co.,  N.  Y. 

Bulova  Watch  Co.,  New  York,  7  so  weekly, 
26  weeks,  thru  Blow  Co.,  N.  Y. 

Procter  &  Gamble  Co.,  Cincinnati  (Duz),  2 
ta  weekly,  1  year,  thru  Compton  Adv., 
N.  Y. 

George  J.  Renner  Brewing  Co.,  Akron,  12 
sa  and  ne  weekly,  direct. 

Roman  Cleanser  Co.,  Detroit  (proprietary), 
9  so  weekly,  1  year,  thru  Gleason  Adv. 
Agency,  Detroit. 

WGY,  Schenectady 
Fanny  Farmer  Candy  Shops,  Rochester, 

3  so  weekly,  52  weeks,  thru  J.  Walter 
Thompson  Co.,  N.  Y. 

Skinner  Mfg.  Co.,  Omaha  (Raisin-Bran, 
cereal,  fruit),  12  to  weekly,  52  weeks, 
thru  Ferry-Hanly  Co.,  Kansas  City. 

V.  La  Rosa  &  Sons,  New  York  (maca- 
roni), 5  so  weekly,  24  weeks,  thru  M. H.  Hackett  Inc.,  N.  Y. 

Lehn  &  Fink  Products  Corp.,  New  York 
(Hinds  honey  &  almond  cream),  6  sa 
weekly,  9  weeks,  thru  Wm.  Esty  &  Co., N.  Y. 

Smith  Bros.,  Poughkeepsie  (cough  drops), 
35  so  weekly,  thru  J.  D.  Tarcher  &  Co., 
N.  Y. 

WRR,  Dallas 
Dallas  Power  &  Light   (institutional),  13 

so    weekly,    26    weeks,    thru    Bozell  & Jacobs,  Omaha. 
San  Antonio  Brewing  Assn.,  6  ne  weekly, 

14  ta  weekly,  thru  Pitluk  Adv.  Co.,  San Antonio. 

KFI,  Los  Angeles 

Fleming  &  Sons,  Dallas  (Wallrite),  3 
weekly  ta,  thru  Pondrom  &  Collins. 
Dallas. Lever  Bros.,  Cambridge,   Mass.  (Vimms), 
64  ta,  thru  BBDO,  N.  Y. 

Swift  &  Co.,  Chicago  (Allsweet  margarine), 
3  weekly  sp,  thru  J.  Walter  Thompson 
Co.,  Chicago. Procter  &   Gamble  Co.,   Cincinnati  (Lava 
soap),  9  weekly  sa,  thru  Blow  Co.,  N.  Y. 

Purex  Corp.,  Southgate,  Cal.    (bleach),  3 
weekly   sp,    thru   Lord  &  Thomas,  Los 
Angeles. Lehn  &  Fink  Products  Corp.,  New  York 
(Hinds  honey  &  almond  cream),  2  week- 

ly ta,  5  weekly  so,  thru  William  Esty  & 
Co.,  N.  Y. Mission  Packing  Co.,  Los  Angeles  (fruit), 
8  weekly  sp,  thru  Allied  Adv.,  Los 
Angeles. Musterole  Co.,  Cleveland  (proprietary),  5 
weekly  sa,  thru  Erwin,  Wasey  &  Co., N.  Y. 

Bookhouse  for  Children,  Chicago  (chil- 
dren's books),  2  weekly  sp,  thru  Presba, Fellers  &  Presba,  Chicago. 

Kellogg  Co.,  Battle  Creek,  Mich.  (All 
Bran),  10  ta  weekly,  thru  Kenyon  & 
Eckhardt,  N.  Y. 

Nehi  Corp.,  Columbus,  Ga.  (Royal  Crown 
cola),  4  weekly  sa,  thru  BBDO,  N.  Y. 

Quaker  Oats  Co.,  Chicago  (Mother's  Oats), 6  weekly  ta,  thru  Ruthrauff  &  Ryan, Chicago. 
Quaker  Oats  Co.,  Chicago  (Aunt  Jemima 
pancake  flour),  3  weekly  f,  thru  Sher- man K.  Ellis  &  Co.,  Chicago. 

Dryden  &  Palmer  Inc.,  New  York  (Gravy 
Master  seasoning),  weekly  sp,  thru  Sam- uel C.  Croot  Co.,  N.  Y. 

Maryland  Pharmaceutical  Co.,  Baltimore 
(Rem,  Rel),  99  ta,  thru  Joseph  Katz  Co., 
Baltimore. 

Washington  State  Apple  Adv.  Commission, 
Wenatchee,  Wash,  (apples),  3  weekly  so, 
thru  J.  Walter  Thompson  C!o.,  San  Fran- cisco. 

Kelite  Products  Inc.,  Los  Angeles  (Kemu), 
5  weekly  sp,  thru  Little  &  Co.,  Los  An- 

geles. 

Leslie  Salt  Co.,  San  Francisco,  6  weekly  ta, 
thru  Erwin,  Wasey  &  Co.,  San  Fran- cisco. 

Industrial  Undergarment  Corp.,  New 
York  (Stardust  slips,  blouses),  100  so, 
thru  Norman  D.  Waters  &  Associates, 
N.  Y. 

Federal  Savings  &  Loan  Institute,  Los 
Angeles,  weekly  sp,  thru  Elwood  J. 
Robinson,  Los  Angeles. 

WCBI,  Columbus,  Miss. 
Vick  Chemical  Co.  New  York  (Vapo 
Rub),  so,  13  weeks,  thru  Morse  Inter- national, N.  Y. 

Faultless  Starch  Co.,  Kansas  City,  so,  1 
year,  thru  Ferry-Hanly  Co.,  Kansas 
City. 

Morton   Salt  Co.,   Chicago,   so,   10  weeks, 
thru  Sears  &  Ayer  Inc. 

Stanback   Co.  Ltd.,   Salisbury,  N.  C,  sa, 
1  year,  direct. Terre  Haute   Brewing   Co.,   Terre  Haute, 
Ind.,  ne,   26  weeks,   thru  Pollyea  Adv., 
Terre  Haute. 

Coca-Cola  Co.,  Atlanta,  daily  ne,  1  year, direct. 

WHAM,  Rochester 
Bausch  &  Lomb  Optical  Co.,  Rochester, 

N.  Y.,  weekly  sp,  26  weeks,  direct. Eastman  Kodak  Co.,  Rochester,  weekly  sp, 
26  weeks,  direct. 

Studebaker  Corp.  of  America,  South  Bend, 
Ind.,  3  sp  weekly,  thru  Roche,  Williams 6  Cunnyngham,  Chicago. 

Oregon's  highest  power  station. 

Reps. — Joseph  Hershey  McGillvra— 10,000  Watts,  750  Kc. 
Adv. 

N 
B 
c 
AFFILIATES 

New  York-Chicago  Reps. — The  Walker  Co. 

The  greatest  performer  in  the  cow  country.  Balance 
and  coverage — The  Montana  Z  Net. 

Adv. 
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KASPER  -  GORDON  Inc.,  Boston 
transcription  syndicators,  reports  ad- 

ditional sponsors  for  the  following 
shows  :  Santa's  Magic  Christmas  Tree, Bon  Marche  Dept.  Store,  KOL, 
Seattle;  Charles  Stores,  WMBG, 
Richmond ;  Fligelman's  Dept.  Store, KFPA,  Helena.  Adventures  in  Christ- 
mastree  Grove,  Sears  Roebuck  &  Co., 
WLBZ,  Bangor,  Me.  Imperial  Leader, 
James  Allen  &  Co.  (.iewelers),  WCSC, 
Charleston.  S.  C. ;  Moncrief  Furnace 
Co.,  WATL,  Atlanta.  The  Enemy 
Within,  Cohen  Furniture  Co.,  WMBS, 
Uniontown,  Pa.  8ongs  of  Cheer  & 
Comfort,  Grimshaw  Mortuary,  KOY, 
Phoenix  ;  -Chelf's  Drug  Stores, WMBR,  Jacksonville;  Silvers  Stores, 
WSFA,  Montgomery,  Ala. ;  Retail 
Furniture  Dealers  Assn.,  WPID, 
Petersburg,  Va. ;  Bowman's  Bakery, AVDBJ,  Roanoke.  Know  Your  Furs, 
House  of  McKittrick,  AVORD.  Spar- 

tanburg, S.  C. ;  Ballard  &  Smith  Dept. 
Store,  WLPM,  Suffolk,  Va. 

A.  S.  BOYLE  Co.,  Vernon,  Cal., 
(Harmony  vitamins.  Old  English  prod- 

ucts), supplementing  its  five-weekly 
participation  in  Breakfast  at  Sardi's 
on  13  BLUB  Pacific  stations,  Mon. 
thru  Fri.,  9:30-10  a.m.  (PWT),  on 
Nov.  11  started  for  13  weeks,  in  a 
special  campaign,  using  daily  spot  an- 

nouncements on  KNX,  Hollvwood  and 
KOMO,  Seattle.  Other  West  Coast 
stations  will  be  added  to  the  spot 
campaign  list.  Agency  is  J.  Walter 
Thompson  Co.,  Los  Angeles. 

EAGLE  ROLLER  MILL,  New  Ulm, 
Minn.,  has  signed  with  KYSM,  Man- 
kato,  Minn.,  for  six  quarter-hour  pro- 

grams each  week,  Mondays  through 
Saturdays,  to  promote  Eagle  flour  and 
feed  products.  The  programs  are  di- 

rected to  eai'ly  morning  farm  audi- ences. 

CUNNINGHAM  DRUG  Stores,  De- 
troit chain,  has  purchased  36  five- 

minute  newscasts  weekly,  over  WJR, 
Detroit,  beginning  at  midnight  and 
lasting  through  5  a.m.  WJR  began 
24-hour  operation  Nov.  2  to  serve 
factory  workers  of  the  area,  thousands 
of  whom  have  their  leisure  hours  be- 

tween midnight  and  morning  [Broad- 
casting, Nov.  2]. 

FRED  BENIOFF,  San  Francisco 
(retail  furrier),  in  addition  to  a 
thrice-weekly  quarter-hour  moi-ning 
commentary.  Keeping  Up  With  the 
World,  in  early  November  augmented 
the  schedule  with  three  similar  nightly 
broadcasts  on  KROAV,  Oakland.  Mrs. 
James  E.  Sidney  Wales  is  featured 
commentator. 

P.  S.  BUSTIN  DRUG  Co.,  Toronto, 
has  started  five-weekly  transcribed 
announcements  on  CKCL,  Toi-onto, 
and  plans  to  expand  to  other  stations. 
Account  is  placed  by  Frontenac  Broad- 

casting Co.,  Toronto. 

GOT  A 
GRAND 

CANT  HELP  IT-  I'M GOING  MOMB  And 
LISTEN  TjO 

KXOK 

GREEN'S  CHILDRENS  Shoe  Stores, 
Los  Angeles  (chain),  and  Gorton's Childrens  Wear  Shops,  Pasadena 
(chain),  are  cooperatively  sponsoring 
the  daily  half-hour  afternoon  program, 
Uncle  Charlie,  on  KPAS,  in  the  latter 
city.  Charles  N.  Stahl  Adv.,  Holly- 

wood, is  the  agency. 

YORKTOWN  SHIRT  SHOPS,  Los 
Angeles  (chain  haberdashers),  in  a 
52-week  campaign  started  in  early 
November,  is  sponsoring  a  thrice- 
weekly  quarter-hour  newscast  on 
KFWB,  Hollywood.  Firm  will  expand 
to  include  other  Los  Angeles  area  sta- 

tions. Charles  N.  Stahl  Adv.,  Holly- 
wood, has  the  account. 

MILLER  FUR  Co.,  Chicago  (retail 
furriers)  has  purchased  four  one- 
minute  spot  announcements  daily  on 
W59C,  FM  adjunct  of  WGN,  Chicago. 
Julian  Frank  Adv.  Co.,  Chicago,  is 
the  agency. 

ROSE  HILL  Memorial  Park,  Los 
Angeles  (cemetery),  on  Nov.  22  started 
sponsoring  a  weekly  half-hour  all- 
girl  musical  program.  Golden  Strings, 
on  KHJ,  that  city.  Contract  is  for  52 
weeks.  Agency  is  Philip  J.  Meany  Co., 
Los  Angeles. 

GEORGE  B.  EVANS  LABS.  Phila- 
delphia (druggists),  in  placing  its 

account  this  month  with  .John  Falk- 
ner  Arndt  Adv.  Agency,  Philadelphia, 
has  scheduled  an  announcement  series 
on  WFIL,  Philadelphia,  for  eye  lotion 
and  eye  drops.  Started  Nov.  9  for  an 
indefinite  period,  six  spot  announce- 

ments are  used  weekly  with  tran- 
scribed spots  to  be  added  later  in  the 

campaign. 

LOS  ANGELES  RAILWAY  Co.,  Los 
Angeles  (transportation),  in  a  two 
months  campaign  ending  Dec.  31  cur- 

rently is  using  a  total  of  42  spot 
announcements  per  week  on  five  sta- tions in  that  area,  KECA  KFWB 
KMPC  KFAC  KFVD.  Designed  to 
attract  new  employes,  particularly 
women  workers,  the  campaign  is  also 
directed  to  passengers  on  using  street 
car  facilities  to  secure  maximum  of 
service.  A  new  and  extensive  radio 
educational  campaign  is  slated  for 
1943,  plans  having  been  completed. 
Smith  &  Bull  Adv.,  Los  Angeles,  has 
the  account. 

JOHN  NORTHWAY  &  Son,  Toronto 
(chain  women's  clothier),  has  started Christmas  On  the  Moon,  transcribed 
program,  thrice-weekly  on  CHML, 
Hamilton,  Ont.,  placed  direct. 

Jackson  for  Harder 
WILLIAM  E.  JACKSON,  sales 
manager  of  Westinghouse  Radio 
Stations  Inc.,  with  headquarters 
in  Philadelphia,  has  been  given 

the  added  respon- 
sibilities of  ad- vertising and 

publicity  former- ly handled  by 

(jeorge  A.  Hard- 
er, who  has  re- entered the  Army 

as  a  captain  in 
the  Chemical 
Warfare  Service, 
it  was  announced 
by  Lee  B.  Wailes, 
manager  of  WRS. 

Mr.  Jackson  will  handle  both  de- 
partments until  Mr.  Harder  re- 

turns. Mr.  Jackson  joined  the 
headquarters  staff  of  WRS  early 
in  1941.  Prior  to  that  he  was  for 
four  years  sales  manager  of 
KDKA,  Pittsburgh,  and  has  been 
associated  with  the  parent  com- 

pany since  1930. 

BUYING  POWER 

18%  ABOVE 

NATIONAL 

AVERAGE 

HERE  today  in  the  11  cities  of WGY's  primary  airea  are  the  best 

possible  growing  conditions  for  a  suc- cessful spot  campaign.  For  instance, 
although  the  Schenectady  trading  zone 

ranks  41st  in  population,  it's  24th  in income.  Good  plugs, 

landing  on  such  fertile 

ground,  can't  fail! 

630   KG.    5000   WATTS   DAY  AND 
NIGHT    if    BLUE  NETWORK 

THIS  promising  sales  picture  extends  also  to  th
e 

84,404  farm  homes  reached  by  WGY,  for  farm 

incomes  up  this  way  have  increased  34%  in  the 

last  year,  44%  in  the  past  two  years,  well  above 

the  national  average. 

While  we're  on  factual  data,  you  might  note  that 

recent  surveys  conducted  by  the  General  Electric 

Market  Research  Department  have  indicated  that 

WGY  has  more  listeners  in  this  airea  than  all  other 

stations  combined. 

Briefly:  in  this  region  where  spot  campaigns  are 
smiled  upon  by  some  of  the  best  income  data  in 

the  country,  WGY  has  the  power  and  the  popular- 
ity to  bring  results. 

GENERAL^)  ELECTRIC 

WGY 
SCHENECTADY,  N.  Y. 

*      the  airea's  highest  power 
(50,000  wans) 

the  most  popular  network (NBC) 
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New  Recording  Studios 

Of  WOR  in  Operation 
NEW  recording  studios  of  WOR, 
New  York,  have  been  opened  fol- 

lowing 14  months  of  construction, 
with  the  latest  type  equipment,  ac- 

cording to  Ray  Lyon,  manager  of 
the  studios. 

Several  of  the  machines,  includ- 
ing two  Scully  recording  lathes, 

were  the  last  ones  assembled  by 
the  manufacturers  before  convert- 

ing their  plants  to  the  war  effort, 
Mr.  Lyon  said.  Designed  under  the 
supervision  of  sound  control  ex- 

perts of  Electrical  Research  Prod- 
ucts Inc.,  the  studios  have  walls 

with  special  obtuse  angles  to  con- 
trol reverberation  and  eliminate 

reflections,  are  entirely  air-condi- 
tioned and  offer  14  channels  for  re- 

cording programs  at  all  times.  A 
separate  dubbing  room  contains 
four  dual  speed,  constant  velocity 
turntables  and  reproduction  is 
achieved  through  the  use  of  four 
high-fidelity  lateral-vertical  re- 
producers. 

More  Woman  Power 

SUCCEEDING  Miss  Dorothy 
Weise,  for  the  last  four 
years  program  director  of 
KGHI,  Little  Rock,  another 

young  lady 
has  been 

named  pro- 

gram direc- tor of  the 
stat  ion. 
With  Miss 

Weise  re- porting shortly 
for  duty 
with  the 

W  A  A  C's, her  place  has  been  taken  by 
Miss  Anne  MehafFy,  formerly 
in  charge  of  continuity.  Miss 
Weise  is  awaiting  orders  to 
report  either  at  Fort  Des 
Moines  or  West  Palm  Beach. 

Miss  Mehaffy 

Latins  Visit  Stations 

TEN  visiting  Latin  American 
newspapermen,  four  Bolivian  and 
six  Mexican,  will  visit  broadcast- 

ing stations  as  part  of  the  four 
week  tour  of  the  United  States 
they  are  now  making  under  spon- 

sorship of  the  CIAA.  The  visitors 
spoke  on  WWDC,  Washington, 
Nov.  16.  On  their  trip,  they  will 
visit  NBC  New  York;  WEGO,  GE 
shortwave  station  in  Schenectady, 
and  WGN,  Chicago. 

Cloyd  Marshall 
CLOYD  MARSHALL,  74,  electrical 
engineer  and  former  manufacturer 
of  radio  condensers,  died  Nov.  14  in 
his  home  in  Hollywood,  Cal.,  after  a 
short  illness.  Mr.  Marshall,  who  was 
vice-president  and  general  manager  of 
the  Dubilier  Condenser  Corp.  of  New 
York  and  New  .Jersey  1914-27,  was 
in  charge  of  the  electrical  exhibits 
at  the  St.  Louis  Exposition  of  1904 
and  was  for  a  time  general  manager 
of  United  Wireless  Co.,  New  York. 

T. 

Sky  Buddy 

■was  grood.-.tut- 

HOUSANDS  OF  HALLICRAFTERS  SKY  BUDDIES  GAVE  faithful  service 

.  .  .  years  of  excellent  performance!  Sky  Buddy  owners  will  be  amazed  at  how  far- 
reaching  the  progress  of  research  and  new  electronic  development  has  been,  even  in 
the  past  year. 

When  Hallicrafters  are  again  permitted  to  sell  communications  receivers  for 

civilian  use  your  new  Sky  Buddy  will  have  so  many  improvements,  comparison  with 
the  old  models  will  be  a  difficult  accomplishment. 

Illustration   (top)    partial  view  of  Hallicrafters  Signal  Corps  communications  equipment. 

"^7 — 7^ 

CONTROL 

ROOM 

HARLAN  GREGG,  of  the  engineering 
staff  of  WBBM,  Chicago,  has  been  ap- 

pointed a  warrant  officer  of  the 
Marine  Corps.  Wilson  Lockridge,  engi- 

neering apprentice  of  the  same  station, 
has  entered  the  Army  Air  Forces,  and 
Edward  Burnham,  FM  engineer,  has 
joined  the  Navy  as  chief  petty  officer. 
EDDIE  PIERCE,  chief  engineer  of 
WDLP,  Panama  City,  Fla.,  has  joined 
the  Army  Signal  Corps. 

.TAMES  MORAN,  engineer  of  KMOX, 
St.  Louis,  has  been  appointed  a 
lieutenant  in  the  Navy,  and  is  assigned 
to  duty  at  the  U  of  Arizona. 

JOHN  VINCENT,  former  technician 
of  KWKW,  Pasadena,  has  joined 
KPAS,  that  city,  in  a  similar  capacity. 
KATHERINE  HAMILTON  has  been 
appointed  to  the  engineering  staff  of 
WBAP-KGKO,  Fort  Worth. 

JOHN  DINTER,  engineering  staff 
of  WHAM,  Rochester,  is  father  of  a 
girl,  born  Nov.  7. 
RALPH  WARD,  former  control  room 
engineer  of  WFIL,  Philadelphia,  is 
now  in  the  ground  crew  of  the  Army 
Air  Forces  at  Atlantic  City. 

CHARLES  COLEMAN,  former  engi- 
neer of  WFIL,  Philadelphia,  has  been 

graduated  from  the  Army  Air  Forces 
Officers  Training  School  at  Miami 
Beach  as  a  lieutenant  and  is  now 

adjustment  supply  and  communica- tions officer  at  Warrensburg,  Mo. 

CHARLES  MOORE,  transmitter 
technician  of  KOH, .  Reno,  became 
the  father  of  a  girl  Oct.  16. 

DARREL  LAIRD,  of  KSO-KRNT, 
Des  Moines,  left  recently  for  Florida 
where  he  was  commissioned  a  lieuten- 

ant in  the  Army  Air  Forces. 

BERNIE  ANDERSON,  17,  amateur 
operator  for  the  last  three  years, 
has  joined  the  engineering  staff  of 
WSRR,  Stamford,  Conn. 

Jeffers  Joins  OWI 
CHARLES  JEFFERS,  since  1941 
technical  director  of  WOAI,  San 
Antonio,  has  joined  the  staff  of 
the  Communications  Facilities 
Bureau  of  the  Office  of  War  In- 

formation's Overseas  Branch.  He 
will  serve  in  Washington  as  assist- 

ant radio  engineer  in  charge  of 
securing  and  installing  transmit- 

ters and  equipment  for  shortwave 
and  other  services.  His  chief  is 
James  0.  Weldon,  formerly  with 
border  stations,  who  is  chief  radio 
engineer  in  the  bureau  under Murry  Brophy. 

WAKE  UP Your 
Georgia 

Sales 

^  with 

SWRBL 

31  COLUMBUS 

Represented  by  SPOT  SALES  Inc. 
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f>^  PROGRAMS 

PROMPTED  by  the  hopef
ul 

outlook  for  France  sug- 
gested by  current  headlines, 

Schiaparelli  Parfum,  New 
York  has  signed  for  a  twice- 
weekly  series  on  WQXR,  New 
York,  in  which  the  gayety  and 
charm  of  Paris  is  recreated  through 
records,  selected  and  annotated  by 
Irving  Deakin,  creator  and  com- 

mentator of  the  same  station's 
Music  for  the  Theater.  French  com- 

posers and  artists  will  appear  on 
the  program  from  time  to  time. 
Titled  Paris  Again,  the  broadcasts 
are  aired  Tuesday  and  Friday, 
9:30-9:55  p.m.  Account  placed  di- rect. 

t-  *  -!= 
Union  Program 

RECENTLY  started  weekly  pro- 
gram on  KYA,  San  Francisco,  is 

Road  to  Victory  under  sponsorship 
of  the  San  Francisco  Joint  Council 
of  Building  Service  Employes.  One 
or  more  of  the  union  organizations 
sponsors  a  luncheon  program.  Fol- 

lowing the  forum  pattern,  it  en- 
ables one  segment  of  organized 

labor  to  present  its  case  fully  and 
continuously  to  the  listeners. 

*      *  * 
Frost  Warnings 

WITH  approval  of  the  Western 
Defense  Command,  KFI,  Los  An- 

geles, as  a  public  service  to  citrus 
growers  in  the  Southern  Califor- 

nia area,  on  Nov.  15  starting  giv- 
ing nightly  five-minute  frost  warn- 

ings. Broadcasts  are  handled  by 
Floyd  D.  Young  of  the  Fruit  Frost 
Service,  Dept.  of  Commerce. 

Jj:  *  * 

Big  Response 
A  SALUTE  by  WCAE,  Pittsburgh, 
to  a  war  plant  in  the  area  on  its 
program  Song  of  the  Forge,  fol- 

lowed by  a  bond  rally  at  the  com- 
pany thus  honored  has  resulted  in 

a  100%  response  by  the  workers 
of  two  firms  in  pledging  10%  of 
their  wages  to  War  Bonds:  The 
Thomas  Mfg.  Co.  and  the  Hanlon- 
Gregory  Galvanizing  Co. 

-7 

Pulling-Power 
SO  war-plant  conscious  have  New 
Jersey  women  become  as  a  result  of 
broadcasts  such  as  North  Jersey 
War  of  Production  [Broadcasting, 
Nov.  16]  on  WPAT,  Paterson,  that 
the  Newark  Chamber  of  Commerce 
and  some  department  stores  have 
complained  to  Joseph  F.  Hussey, 
recruit  representative  of  Newark's Civil  Service  Commission,  that  it 
is  luring  too  many  women  from 
civilian  to  Government  and  war- 
plant  jobs.  Applicants  for  jobs 
since  the  program  started  Oct.  19 
have  jumped  from  a  daily  total  of 
400  to  1,000.  Material  for  the  series 
is  obtained  through  various  Gov- 

ernment departments,  including  the 
War  Production  Board,  the  U.  S. 
Employment  Service  and  the  Civil 
Service  Commission. 

Programs  of  the  Week 
BUDD  HULICK,  comedian  and 
co-m.c.  on  Studio  X,  heard  on 
WEAF,  New  York,  has  become 
permanent  m.c.  of  the  quiz  pro- 

gram on  WMCA,  New  York,  titled 
Did  You  Hear.  The  series  tests  the 
knowledge  of  the  studio  audience 
on  programs  heard  during  the 
week. 

*      *  * 

AP  In  Yiddish 
LAST-MINUTE  AP  news  stories 
are  heard  in  dramatized  form  in 
variety  program  inaugurated  on 
WBYN,  Brooklyn.  Designed  for 
Jewish  listeners,  the  program  fea- 

tures live  orchestra  music,  and 
Yiddish  and  international  songs. 

^  ^  ^ 

Recruiting  Marines 
MARINE  CORPS  series  has  been 
started  on  WJTN,  Jamestown,  N.  Y. 
and  WHDL,  Clean,  N.  Y.  Titled 
The  Leatherneck  Digest,  programs 
are  authored  and  produced  by  Staff 
Sgt.  Phil  Edwards  of  the  Buffalo 
recruiting  office.  He  answers  re- 

cruiting questions  and  interviews 
Marines  who  have  seen  action. 

The  Coca-Cola  Company  presents 

America's  leading  bands  ~~  playing 
from  War  Camps  and  War  Plants 

BLUE     0*^n  P        EVERY  NIGHT 

NETWORK  Z!r>?  '  ̂T:  EXCEPT  SUNDAY 

Jinx  Program 
SUPERSTITIOUS  listeners  on 
Friday  the  13th  were  invited  by 
Bill  Herson,  morning  timekeeper  on 
WRC,  Washington,  to  phone  him 
about  their  pet  jinx.  In  a  few  hours 
more  than  200  called  about  their 
superstitions,  most  of  them  men- 

tioning black  cats,  walking  under 
ladders  and  three  on  a  match.  One 
listener  always  walked  downstairs 
on  the  13th  with  one  shoe  on  and 
one  off,  another  never  went  to  work 
on  the  13th,  and  a  farmer  who 
had  13  mules  and  13  horses  lost  his 
barn  in  a  fire  on  the  13th.  But 
Herson  finished  the  program  with- 

out catastrophe. 

Mike  to  Milk 

JACK  MATHER,  Hollywood 
announcer  assigned  to  the 
weekly  NBC  Tommy  Riggs  & 
Betty  Lou,  sponsored  by 
Lever  Bros.  (Swan  soap), 
milks  cows  seven  days  per 
week  for  the  Government.  He 
volunteered  services  from  5 
to  9  a.m.  daily  at  one  of  the 
Los  Angeles  dairies. 

WILLIAM  HART,  new  announcer  of 
WDRC,  Hartford,  claims  to  be  the 
tallest  announcer  in  the  business.  Hart 
is  6  feet,  7  inches. 

New  Electronics  Paper 
ANOTHER  new  publication  in  the 
electronics  field  made  its  bow  with  the 
November  issue.  It  is  the  Industri- 
electronic  Distributor,  published  in 
pocket-size  form,  with  Charles  H. 
Farrell  as  editor-publisher.  Its  offices 
are  at  19  E.  47th  St.,  New  Torlt. 

«WHAT  WITH  US  RED  RIVER  VALLEY  FOLKS 

PILIHG  VP  THE  BIGGEST  FARM  INCOME 

IN  HISTORY,  ADVERTISERS  USIHG  MfVAY 

ARE  PIHVIHG  PLEHTY  TO  CHEER  ABOUT 

THESE  DAYS!" 

COPYRIGHT  1942,  THE  COCA-COLA  COMPANY 

WDAY 

FARGO,  N,D.-5000  WATTS-N.B.C  AND  BLVE 
AFFILIATED  WITH  THE  FARGO  FORUM 

rHEEA  PETERS.  NAT'L  REPRESENTATIVES 
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Mr,  A's  ToUticos 
-BY  MAURICE  CONDON- 

CLARK 

synonym  for 

QUALITY 

TRANSCRIPTION 

PROCESSING 

•Think  of  quality  transcrip^l tion  processing  and  you 

think  of  CLARK.  That's  na- 

tural as  ABC.  Since  radio's 
pioneer  days  CLARK  has 

been  the  symbol  for  pride  of 

workmanship  and  depend- 

ability of  performance.  All 
over  America  electrical 

transcriptions  bear  the 

stamp  of  CLARK  experi- 

ence. Today  nearly  every 

sizable  transcription  pro- 
ducer is  a  CLARK  client. 

How  about  you? 

Phonograph  Record  Co. 

216  High  St.  Humboldt  2  0880 

221  N.LaSalieSt.  Central  5275 

Election  Day  is  past  and  therefore  Mr.  K.  W.  Amplistat  feels 
that  now  is  the  time  to  forestall  future  political  cliches  by  the 

radio  politician. 

Q.  Before  you  get  into  your 
speech,  tvhat  do  you  strongly  urge 
your  listeners  to  do? 

A.  I  strongly  urge  every  man 
and  woman  of  voting  age  within 
hearing  distance  of  my  voice  to 
exercise  their  inalienable  preroga- 

tive to  signify  at  the  polls  their 
choice  of  public  official — a  preroga- 

tive that  our  forefathers  .  .  . 
Q.  Thank  you.  How  do  you  also 

refer  to  the  people  listening? 
A.  My  vast  unseen  audience. 
Q.  On  behalf  of  your  candidate, 

at  what  do  you  point? 
A.  I  point  with  pride  to  his  rec- ord. 

Q.  His  record — 
A.  Speaks  for  itself. 
Q.  How  would  you  describe  this 

record? 
A.  Unblemished. 
Q.  Who  can  be  proud  of  it? 
A.  It  is  a  record  of  which  every 

true  American  can  be  proud. 
Q.  Is  there  any  other  adjective 

you  use  with  American? 
A.  Red-blooded. 
Q.  Yes,  quite.  How  do  you  stand 

behind  your  candidate's  record? 
A.  I  stand  four-square. 
Q.  How  do  you  describe  your 

candidate? 
A.  He  is  an  intelligent,  courage- 

ous, far-seeing  legislator. 
iQ.  He  is  also  what? 
A.  He  is  aggressive,  forthright, 

astute  and  two-fisted. 
Q.  He  is  never  what? 
A.  He  is  never  a  rubber  stamp. 
Q.  He  is  loved  by  whom? 
A.  People  from  all  walks  of  life. 

Q.  Why? 
A.  My  candidate  has  tried  in 

every  respect  to  represent  the  in- 
terests of  all  the  people.  He  is  no 

tool  of  the  big  interests,  of  the 
privileged  few. 

Q.  For  whom  does  he  labor. 
A.  He  labors  on  behalf  of  all  his 

constituents,  regardless  of  race, 
color  or  creed. 

Q.  With  what  effort  does  he 
labor? 

SPOTS 

(t^HEae  thev'll  qo 
THE  mOSTGOOP  . ,  o 

Complete  coverage  of  the  rich  Gulf 
coast  area  .  .  .  teaming  with  war 
industries  and  a  new  listening  public. 

Blue  Net  work 

KFDM 

BEAUMONT 

REPRESENTED  BY  HOWARD  H.  WILSON  CO. 

A.  Unflagging  effort. 
Q.  How  is  his  character, 
A.  He  is  a  man  of  tough  moral fiber. 

Q.  Where  are  his  roots, 
A.  His  roots  are  firmly  imbedded 

in  the  fertile  soil  of  this  great  land. 
Q.  Is  he  a  friend  of  the  laboring 

class. 
A.  The  laboring  class  never  had 

a  better  friend  than  my  candidate. 
Q.  What  kind  of  a  fight  has  he 

fought? A.  He  has  fought  the  good  fight. 

Q.  His  reputation  is — A.  Enviable. 

Q.  His  qualifications  are — A.  Outstanding. 

Q.  How  has  he  voted? 
A.  Regai'dless   of  party  affilia- tions. 
Q.  A  vote  for  him  is  a  vote  for 

what  ? 
A.  Democracy. 

Q.  Therefore  he  deserves  what? 
A.  That  reward  of  faithful  serv- 
ice— the  opportunity  to  serve  his 

constituency  again. 
Q.  What  about  his  opponent? 
A.  With  all  due  respect  to  our 

opponent — • Q.  Yes? A.  He  has  been  weighed  in  the 
balance  and  found  wanting. 

Q.  How  has  he  treated  your  can- 
didate? 

A.  With  flagrant  abuse. 
Q.  His  has  been  a  what? 
A.  A  smear  campaign. 

Q.  Prior  to  these  regrettable  tac- 
tics, what  had  you  not  intended? 

A.  I  had  not  intended  to  inject 
personalities  into  this  campaign, 
but  our  opponent,  in  a  cheap  and 

Writer  Asks  Release 
SANDRA  MICHAEL,  authoress  of 
the  NBC  serial  Against  the  Storm, 
has  asked  the  sponsor,  Procter  & 
Gamble  Co.,  Cincinnati,  for  a  release 
from  her  contract,  it  was  learned  last 
week.  Option  date  for  the  program's renewal  is  Nov.  25,  although  the  pro- 

gram would  be  broadcast  through  De- 
cember even  if  P&G  decides  to  dis- 

continue the  series.  Miss  Michael's five-year  contract  with  the  sponsor  for 
the  show  still  has  two  more  years  to 
run  if  her  request  for  a  release  is  de- 

nied. Agency  for  program,  heard  in 
the  interests  of  Ivory  soap,  is  Comp- 
ton  Adv.,  New  York. 

WHKY 

HICKORY 
NORTH  CAROLINA 

5,000 
WATTS  PAY 

1000 

WATTi  HfCHT 

For  complete  details  write 
HOWARD  H.  WILSON  CO. 
Chicago    -    New  York    -    Kansas  Cily 

San  Francisco    -  Hollywood 

1290  KC  BLUE  NETWORK 

desperate  attempt  to  prejudice  the| 
public  and  get  votes,  has  seen  fit 

to  drag  my  candidate's  reputation 
through  the  political  mire. 

Q.  This  has  been  the  work  o) 

your  opponent? A.  And  his  political  satellites. 
Q.  But  you  are  not  worried  for 

your  supporters  are — A.  They  are  staunch  supporters, 
Q.  And  the  great  mass  of  intelli 

gent  voters  listening  will  not  per- 
mit themselves  to  be — 

A.  Hoodwinked! 
Q.  They  know  that  this  country 

stands  on  the  brink  of — 
A.  Chaos! 

Q.  Comparable  to  when? A.  Such  as  never  before  in  the 
annals  of  history. 

Q.  Yet  your  candidate  affiryns 
what? 

A.  He  affirms  his  faith  in  the 
future  of  this  great  country. 

Q.  Which  he  describes  as — 
A.  The  melting  pot  of  the  world 
Q.  But  isn't  there  something 

you've  forgotten? 
A.  What? 

Q.  Do  you  not  describe  the  im- mensity of  this  country  by  referring 
to  the  rockbound  coasts  of  New 
England  and  the  sunny  shores  of 

California — 
A.  No  indeed,  Mr.  Amplistat. 

That,  sir,  is  definitely  hackneyed; 
almost,  you  might  say,  a  cliche. 
Very  corny. 

Q.  On  second  thought,  I  see  it  is. 

Thank  you,  and  I'm  sure — A.  Don't  neglect  your  precious 
heritage.  Be  sure  to  vote. 

Q.  Thank  you,  I  will,  without 

fail. 

A.  It's  bullets  or  ballots,  Mr. 
Amplistat,  bullets  or  ballots. 

Democracy  Handbook 
A  HANDBOOK  for  speakers,  teachers 
and  writers,  Voices  of  Democracy,  pre- 

pared and  compiled  by  Bernard 
Molohon,  now  head  of  the  radio  de- 

partment. Agricultural  Marketing 
Adm.,  under  direction  of  Chester  S. 
Williams,  assistant  administrator, 
Federal  Forum  Project,  is  being  dis- 

tributed for  use  by  members  of  the 
field  offices  of  the  Office  of  Civilian 
Defense,  Kiwanians  and  local  service 
clubs.  The  booklet,  Bulletin  No.  8, 
U.  S.  Office  of  Education,  Federal 
Security  Agency,  containing  expres- 

sions on  liberty,  freedom,  and  democ- 
racy, may  be  obtained  from  the  Su- 

perintendent of  Documents,  Wash- 
ington, D.  C.  [15c]. 

Glynn  in  Navy  Radio 
PAUL  T.  GLYNN,  for  the  last  two 
years  chief  of  CBS  publicity  in  Wash- 

ington, left  Nov.  21  to  join  the  Navy 
as  a  lieutenant  (j.g.).  He  goes  first  to 
Dartmouth  for  an  indoctrination 
course,  then  returns  to  the  Navy  Dept., 
Washington,  to  serve  in  public  rela- tions under  Jack  Hartley.  Lt.  William 
D.  Bailey,  also  of  Mr.  Hartley's  staff, was  married  Nov.  11  to  Miss  Anne 
Lawler. 

NORMAN  CORWIN's  series  of  CBS 
programs  from  Britain,  titled  An American  in  England,  is  to  be  extended 
for  five  broadcasts,  starting  Tuesday, 
Dec.  1.  10:30  p.m.  (EWT).  The  pro- ducer, director  and  writer,  accompanied 
by  his  narrator,  Joseph  .Julian,  re- turned recently  from  England  where 
he  spent  four  months  writing  and  di- 

recting the  first  group  of  broadcasts shortwaved  via  facilities  of  the  British Broadcasting  Corp. 
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War  Plant  Series 

On  Coast  Honored 

CITED  for  outstanding  merit  by 
the  School  Broadcast  Conference 
in  competition  with  programs  re- 

leased by  stations  throughout  the 
United  States  are  two  series  on 
KIRO,  Seattle — Pledge  Allegiance 
to  Your  Job  and  Youth  Looks  to 
Tomorrow. 

The  latter  was  a  vocational  guid- 
ance series  for  high  school  stu- 

dents, aired  last  spring,  which 
emphasized  long-time  planning  for 
employment  after  the  war. 

The  Pledge  Allegiance  series,  be- 
gun last  spring  and  still  on  the 

air,  is  designed  to  promote  the  in- 
dustrial effort  of  war  plants  in  the 

Seattle  area.  It  was  planned  by 
Miss  Hazel  Kenyon,  KIRO  educa- 

tion director,  and  the  training  de- 
partments of  Seattle-Tacoma  Ship- 

5  building  Corp.,  Boeing  Aircraft  Co. 
and  Puget  Sound  Navy  Yard. 
Announcement  of  the  awards  to 

the  KIRO  programs  by  George 
Jennings,  executive  secretary  of 
the  School  Broadcast  Conference 
held  in  Chicago  [Broadcasting, 
Nov.  16],  was  coincident  with  Miss 

Kenyon's  departure  for  the WAVES. 
Boosting  Morale 

Pledge  Allegiance  aims  to  build 
plant  morale  and  worker  under- 

standing of  the  problems  which 
face  them  by  two  devices:  First, 
by  showing,  through  dramatic 
narration,  the  parallel  between 
their  work  on  the  industrial  front 
and  fighting  in  the  actual  battle 
area;  second,  by  presenting  dis- 

cussions by  supervisors  from  one 
of  the  three  war  plants. 

These  talks  deal  with  production 
and  personnel  problems  on  the  so- 

lution of  which  depends  higher  pro- 
duction efficiency.  The  three  firms 

take  turns  on  the  programs. 
Entitled  Your  Work  Is  a  Wea- 

pon is  a  related  series  now  being 
broadcast  to  give  job  and  train- 

ing information  of  help  to  persons 
seeking  work  in  war  industries.  It 
was  worked  out  in  cooperation 
with  Washington  War  Industries, 
U.  S.  Employment  Science,  U.  S. 
Civil  Service  Commission  and  other 
interested  agencies. 

Of  the  Pledge  Allegiance  series, 
Lt.  Com.  O.  D.  Adams,  training  of- 

ficer, Puget  Sound  Navy  Yard, 
said,  "We  believe  this  medium  will 
have  immediately  perceptible  ef- 

fects on  supervisory  efficiency  and 

WARTIME  PROGRAMMING  as  well  as  general  station  operations 
were  discussed  by  these  executives  during  the  recent  visit  of  Maury 
Ryder  (seated,  right),  program  director  of  KIRO,  Seattle,  to  CBS 
Hollywood.  Conference  quartet  besides  Mr.  Ryder  includes  (1  to  r) : 
Edwin  W.  Buckalew,  West  Coast  stations  relations  manager;  Hal 
Hudson,  West  Coast  program  manager  of  the  network;  Archie  Morton, 
national  sales  service  department  director  on  the  Pacific  Coast. 

FM  POLICE  RADIO 

HAS  mw  FEATURES 

MOBILE  FM  police  radio  equip- 
ment developed  by  General  Elec- 

tric electronic  engineers,  and  be- 
ing manufactured  for  the  "radio 

reserve  pool"  established  by  WPB, 
incorporates  many  new  features, 
some  of  them  suggested  by  police 
users  in  many  parts  of  the  coun- 

try, according  to  D.  L.  Chesnut, 
of  the  GE  Radio,  Television  and 
Electronics  Department. 

"Iron  core,"  or  inductive  tuning 
(the  closely  controlled  movement  of 
an  iron  core  in  and  out  of  a  small 
form-wound  coil)  is  widely  used. 
This  permits  easier  and  more  ac- 

curate tuning,  and  reduces  the  ef- 
fects of  car  vibration  on  tuning 

adjustments.  Receiver  battery 
drain  has  been  reduced  35%  and 
a  material  improvement  made  in 
the  eff^ective  communication  range. 

A  convenient  "work  bench"  sup- 
port, which  also  serves  as  a  part  of 

the  cover-latch  mechanism  of  the 
transmitter  and  receiving  units, 
provides  a  rigid  support  when  the 
chassis  is  inverted  for  inspection 
or  repair.  A  series  of  test  jacks 
permits  direct  simultaneous  read- 

ings of  several  functions  at  one 
time.  All  tube  sockets  and  tuning 
controls  are  clearly  stenciled  on 
the  top  of  the  chassis. 

worker  morale.  It  enables  us  to 
cope  quickly  with  new  problems 

that  arise." H.  Stubbs,  supervisor  of  train- 
ing at  Seattle-Tacoma  Shipbuild- 
ing Corp.,  commented,  "Ordinarily our  supervisors  know  the  problem 

and  why  it  is  a  problem;  just  as 
often  our  mechanics  and  other 
workers  do  not,  because  under  or- 

dinary circumstances  we  don't 
have  time  to  discuss  problems  at 
length  with  these  thousands  of 
men  and  women  who  are  so  im- 

portant to  maximum  output.  Ra- 
dio gives  us  this  opportunity." 

Budd  I.  Davis,  training  official 
of  the  Boeing  Aircraft  Co.,  de- 

clared the  men  in  the  Boeing  plants 
would  be  attentive  listeners. 

Each  quarter-hour  program  is 
released  weekly  and  broadcast 
three  diff'erent  times  for  the  con- 

venience of  workers  on  three 
shifts.   The  broadcasts   are  inte- 

grated parts  of  regular  plant 
training  programs  and  transcrip- 

tions are  available  to  the  partici- 
pating firms  for  use  in  foreman 

training  conferences. 

ALLEN  B.  DUMONT  Television 
Labs.,  in  cooperation  with  the  pro- 

gram experimentation  committee  of 
the  American  Television  Society,  has 
arranged  to  open  the  studios  of 
W2XWV,  New  York,  Nov.  24  to  give 
the  group  an  opportunity  to  experi- ment with  ideas  and  camera  shots. 

"WFDF  Flint  Michigan  advises 
whistling  to  help  one's  morale" 

^^^t-FiR^  
BEr 

Oursfll^s  strategy  is  based 

on  our  dbilify  to  aifockwifh 

full  strengili  on3  fronts. Our 

objective  -  to  reach  Qm,ooo,Qoo 

market  with  75,000  NEW  people  Our 

ammunition— super-fine  enter- 

toinment,coupled  with  Your. 
SALES  STORY.  Oyr  success  IS  Assured 

DANIEL  BOONE  NET 

tuith  jpermojnettt  lines  beiiueen 

WOPI-WISE-WKPT 

9y  RedNehuorK  comrnerc'talswIOy. 

BURN-SMIT«»^.^ 
Harry  Cummings  -  Soatti  East  Rep 
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WHEN  YOUR 

MESSAGE 

MUST  GET 

THROUGH 

FASTER 

"AUTOMATIC^ 

Today  -  amazing 

^>  ?ostaI  telegra
ph 

OA^}     -Automatic"  equ
ip- 

is  shattering  aU  previo
us 

telegraph  reW^fo-pee^, accuracy.  0"^^/ seconds  count 

^"'XTtrklchances.  Whenever 

Vou'havf  imP°«-^ to  send  .  •  • 

Telegraph 

I 

For  your  convenience,  charges 
for  telegrams  telephoned  -  in 
appear  on  your  telephone  bill. 

*For  descriptive  folder  —  address  Postal Telegraph,  137  Chambers  St.,  New  York 
or  ask  local  branch  manager. 1 

Shirer's  Report 
{Continued  from  page  22) 

nouncement  from  the  U.  S.  A.!" 
At  exactly  9  p.m.,  the  flash  that 

the  young  officer  had  been  waiting 
for  came  from  the  White  House. 
He  relaxed  his  grip  on  his  parcel, 
undid  it  and  handed  over  the  lone 
phonograph  record.  Within  a  few 
seconds  it  was  being  played  in  a 
radio  studio  down  the  hall.  More- 

over, it  was  being  heard  3000  miles 
away  in  France.  It  was  the  record- 

ing of  the  President's  voice  telling 
the  French  people  in  their  own 
language  that  American  troops  had 
landed  in  North  Africa  and  ex- 

plaining why. 
It  marked  the  climax  of  many 

months  of  careful  preparation  of 
the  political,  psychological  and  dip- 

lomatic aspects  of  our  military 
seizure  of  French  Africa.  The  ob- 

jective was  to  make  the  occupa- 
tion as  bloodless  and  as  rapid  as 

possible,  and  in  this  first  attempt 
to  aid  our  military  machine  by  po- 

litical warfare  we  achieved  great — 
if  not  complete — success.  .  .  . 

Political  Blitz 

Stiff  fighting  there  has  been  at 
local  points,  due  to  the  personal 
loyalty  to  Petain  of  a  handful  of 
French  naval  and  army  officers. 
But  the  half-hearted  fighting  of 
many  French  soldiers,  the  appear- 

ance of  Henri  Giraud  on  our  side 

and  perhaps  even  the  hasty  capitu- 
lation  of   Admiral  Jean  Darlan, 

r  - 

demonstrates  Suzy  our 

Steno.  "You  can  de- 
pend on  WSAI  to  carry 

the  ball  for  you  with 

league-leading  effect- 
iveness. High-scoring 

WSAI  carries  EXTRA- 
WEIGHT  with  Cincin- 

nati audiences. ..keeps 
people  remembering, 
keeps  them  buying, 

keeps  them  well-in- 
formed! WSAI's  service 

to  listeners  and  adver- 
tisers is  as  fluid  as  to- 

day's business  condi- 
tions, skillfully  styled  to 

pack  a  winning  punch." 
IT  SELLS    FASTER   IF  IT'S 

CINCINNATI'S    OWN  STATION 
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Mr.  Shirer 

commander-in-chief  of  all  French 
forces,  and  Gen.  Alphonse  Juin, 
commander  of  French  forces  in 
Africa,  at  Algiers  were  not  mere 
accidents.  By  all  accounts  the  over- 

whelming mass  of  the  French  peo- 
ple welcomed  our  move.  In  this, 

Anglo  -  American 
propaganda,  by 
radio,  pamphlet 
and  other  means, 

played  an  im- portant part. 
Indeed,  one  vet- eran American 

c  o  r  r  e  s  p  ondent 
who  had  long 
been  stationed  in 
Vichy  called  from 
neutral  Berne  an 
effective  answer  to  those  critics 
who  refused  to  take  our  broadcasts 

to  France  seriously.  "American 
broadcasts,"  he  reported,  "were 
listened  to  all  day  and  night  despite 
the  fact  that  (in  France)  it  is  il- 

legal to  do  so.  It  is  certain  that  a 
great  impression  was  produced  .  .  . 
Very  impressive  also  was  the  re- 

iteration that  the  'American  phase 
of  the  war  has  begun.' "  For  more than  two  months  the  OWI  had 
hammered  that  phrase  into  the 
French  mind  in  hundreds  of  broad- 
casts. 

The  full  story  of  our  first  major 
attempt  at  political  warfare  can- 

not yet  be  told,  for  obvious  rea- 
sons. Some  chapters  in  it  are  as 

exciting  as  any  thriller  you  ever 
read.  In  the  employment  of  radio 
alone  new  technical  tricks  were 
used  which  still  have  the  Axis 
strategists  guessing  .  .  . 

German  Reaction 

Back  at  the  New  York  office  of 
OWI,  the  zero  hour  of  9  p.m.  had 
struck,  our  naval  officer  had  given 
up  his  parcel  and  the  United  States 
went  to  work  to  tell  the  French 
people  what  was  up  and  to  enlist, 
if  possible,  their  support.  It  was 
also  important  to  tell  the  other 
peoples  of  Europe  and  even  of  Asia 
and  South  America  the  truth  both 
as  to  our  action  and  our  motives 
before  the  Axis  could  spread  its 
misrepresentations. 
How  well  we  succeeded  in  get- 

ting our  message  across  was  at- 
tested by  the  repeated  Vichy  exhor- 
tation to  the  French  people  not  to 

believe  the  foreign  broadcasts.  Ap- 

KGO,  San  FranciscoJCal. 

...  it  has  proven  itself  from 

every  angle  .  .  .  well  bal- 
anced .  .  .  excellent  quality. 
Robert  E.  Dwan, 

Program  Manager. 

parently  even  the  German  people 

got  the  news  first  from  our  broad- 
casts for  by  the  time  the  newspa- 
pers came  out  in  Berlin,  the  citi- 
zens there  literally  tore  them  from 

the  vendors'  hands,  according  to 
the  Berlin  correspondent  of  the 
Basler  Nat.  Zeitung.  This  had  not 
happened  before  in  Berlin,  even  on. 
the  day  Germany  went  to  war.  But 
last  Sunday  Germans  were  anxious 
about  the  news.  It  seemed  to  her- 

ald the  beginning  of  the  second 
front,  that  nightmare  of  all  Ger- 

mans. It  showed  that  America's 
participation  in  the  war  was  not 
merely  academic  any  more  than  it 
had  been  the  last  time  when  the 
Germans  blamed  us  for  snatching 
victory  from  their  grasp.  Certain 
brave  Reich  citizens,  at  the  risk  of 
their  necks,  must  have  picked  up 

the  gist  of  the  news  of  our  Ameri- can invasion  from  our  shortwave 
stations  early  Sunday  morning  and 
passed  it  along  to  the  neighbors. 
That  is  why  they  bought  the  papers 
so  avidly  later  in  the  day. 

Nine  p.m..  Eastern  War  Time, 
on  Saturday,  when  the  President 
released  the  news  of  our  action  in 
Africa,  was  3  a.m.  Sunday  morn- 

ing in  France.  At  that  hour  we 
had  only  one  shortwave  transmit- ter beamed  toward  France.  The 
rest  of  our  14  stations  were  either 
off  the  air  or  beamed  on  South. 
America.  This  situation  was  soon 
remedied.  By  9:30  we  had  three 
transmitters  on  the  air  to  France 
and  the  Mediterranean  area.  By 
11  o'clock  three  more  transmitters 
were  added  and  by  midnight,  which 
was  6  a.m.  in  France  and  about 
the  time  the  first  ordinary  listen- 

ers tune  in,  there  were  eight  send- ers in  action. 

A  few  days  before  the  Govern- ment had  taken  over,  by  lease,  the 
private  shortwave  transmitters,  so 
that  for  the  first  time  in  this  war 
OWI  was  able  to  direct  them  as  a 
team.  Three  networks  were  hastily 
set  up,  one  broadcasting  on  a  gen- 

eral European  beam  in  English, 
French,  German  and  Italian,  a 
second  concentrating  on  the  Medi- 

terranean area  in  English,  French, 
Spanish  and  Portuguese,  and  the 
third  alternating  5  minutes  of 
English  with  15  minutes  of  French 
and  beamed  on  France. 

Weather  Favors  Us 

Luck  was  with  us  that  night. 
Reception  in  Europe  of  American 
broadcasts  had  been  abominable 
for  weeks  because  of  the  equinocti- 

al storms.  But  Saturday  night 
and  Sunday  our  shortwave  radio 
signals  were  heard  very  clearly  in 

Europe  and  around  the  Mediter- ranean. This  was  of  immense  help 
to  the  British  Broadcasting  Corp., 
which  cooperated  splendidly 

throughout  the  week.  It  was  BBC's job  to  pick  up  our  shortwave 
broadcasts  and  rebroadcast  them 
to  France  and  Europe  over  the  long 
and  medium-wave  stations  which 
every  small  set  on  the  Continent can  pick  up. 

As  soon  as  the  Germans  and 
Italians  had  recovered  from  their 
surprise  they  began  jamming  our 
broadcasts  and  those  relayed  by 
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the  BBC,  but  they  could  not  jam 
them  all  and  even  many  which  were 
disturbed  came  through  the  air 
clearly  enough  for  all  to  under- 

stand what  was  being  said. 

Foch  Speech  Resurrected 

It  ought  to  be  reported,  too, 
that  our  propagandists  showed  a 
great  deal  of  imagination  and 
adaptability  on  the  first  night  of 
the  political  offensive.  A  newsreel 
sound  track  of  the  late  Marshal 
Foch  saluting  the  American  flag 
and  paying  tribute  to  the  American 
Army  was  dusted  off  and  broadcast 
to  the  French  people.  The  premier 
of  Quebec  was  roused  from  bed 
and  quickly  put  on  the  air.  Most 
of  the  translations  had  been  done 
beforehand,  but  in  the  hurry  some 
had  to  be  improvised.  At  one  mo- 

ment late  Saturday  night  Play- 
wright Robert  Sherwood,  head  of 

the  Overseas  Branch  of  OWI, 
might  have  been  observed  in  Wash- 

ington telephoning  in  French  the 
text  of  a  communique  to  Mr. 
Barnes  in  New  York,  who  repeated 
it  in  French  to  secretaries,  who 
rushed  it  to  the  announcers  wait- 

ing in  the  studios. 
All  in  all,  in  our  first  political 

offensive  we  got  off  to  a  good  start. 

Exciting  News  From  African  Campaign 

Leads  to  Increase  in  Radio  Listening 
THE  North  African  invasion  kept  measured,  was  only  31%  and  30% 
news-hungry    listeners    at    their  respectively. 
radios  in  unusually  high  numbers  The  following  table  shows  the 
after  the  9  p.m.  period  Nov.  7,  average   number   of  sets   in  use 
according  to  The  Pulse  of  New  for    each    hour    of   the  evening, 
York,  which  has  released  a  com-  measured  every  quarter-hour: 
parison  of  the  average  sets-in-use  Hour           Sept.  i9      Oct.  s     Nov.  7 

during  the  hours  from  6  p.m.  to       ̂ "'^  i^-"*  ^''•^  ^^•'^ .  ,  ,     .  o   J.      J  •    1,4.   16-2  17.4  17.9 midnight  for  one  Saturday  night       g.g  20.8  23.2  25.7 
each  in   September,  October  and       9-io  24.3  28.9  29.2 
November  ^""^   ^-^  ^^-^  ^^-^ 

Listening  did  not  fall  off  as  much  Individual    news  programs  re- 
for  the  last  two  hours  of  Saturday  fleeting  a  decided  increase  in  radio 
night,  Nov.  7,  as  it  did  for  the  listening  on  the  eventful  night  of 
similar  period  on  Saturdays,  Sept.  the   invasion,   as   compared  with 
19  and  Oct.  3.  For  example,  using  figures  for  Saturday,  Oct.  3  were 
a  yardstick  of  100  to  represent  John    B.    Hughes,    sponsored  by 
sets-m-use  from  9  to  10  p.m.,  Sep-  Anacin  Co.  on  WOR,  10-10:15  p.m., tember    and    October    sets-in-use  ^ith  October  and  November  rat- 
from  10  to  11  p.m.  were  respec-  ings  of  3.0  and  8.3  respectively; 
tively  40%  and  45%  of  the  pre-  John    Gunther,    on   WJZ,  10:30- 
yious  hour,  while  the  Nov.  7  figure  i0:45  p.m., 2.0  and  3.7  respectively; 
is  58%.  Maj.    George    Fielding   Eliot,  on 

Midni  ht  Di  WABC,  11:10-11:15  p.m.,  2.0  and 3.0  respectively;  George  Putnam, 
For  the  latter  date,  for  the  11-12  on  WEAF,  6:15-6:30  p.m.  and  11 

hour,  the  sets-in-use  were  41%  of  p.m.,  1.7  and  3.0  respectively;  and 
the  9-10  hour,  while  the  figure  for  Charles  Woods,  on  WOR,  11-11:15 
the  same  time  for  the  September  p.m.,  sponsored  by  Look  Magazine, 
and     October     Saturday    nights  2.3  and  5.3  respectively. 

C.  p.  MacGregor,  C.  P.  MacGregor  Record- 
ing Studios;  Walter  McCreery,  OWI ;  Don 

MeNdmara,  KFI-KECA;  Lawrence  McDow- 
ell, KFOX;  Neville  Miller,  NAB;  George 

Moskovics,  KNX;  Chester  Matson,  Edward 
Petry  &  Co.;  Harry  Maizlish,  KFWB;  Mar- 

shall Neal,  KWKW;  Van  Newkirk,  KHJ. 
Don  Otis,  KFAC;  Murray  Ostroff, 

KFWB  :  Richard  Powers,  ASCAP;  Jen- 
nings Pierce,  NBC;  Howard  Ray,  KPRO ; 

Dorothy  Roe,  KFI:  Oma  Rhodes,  KFI; 
Calvin  J.  Smith,  KFAC;  E.  L.  Spencer, 
KVOE  ;  Chas.  Storke,  KTMS;  Clyde  Scott, 
KFI;  L.  A.  Schampblin,  KPMC;  Glenn 
Snyder,  KOY;  Le  Roy  Spencer,  KFI ;  Sid- 

ney Strotz,  NBC;  Col.  Gordon  Snow,  Se- lective Service;  Bob  Schuetz,  NBC  ;  Harold 
Safford,  KOY;  Winifred  Scott,  KFI-KECA; Lyman  M.  Smith,  KMTR;  Bartley  Sims, 
KWJB;  F.  J.  Smalley,  KFVD. 
Don  Thornburgh,  CBS;  Leo  B.  Tyson, 

Blue  Network;  Ken  Thornton,  KXO  ;  R.  O. 
Tinkham,  KMTR;  M.  A.  Vroman,  KFXM; 
Jimmy  Vandiveer.  KFI;  W.  S.  Wiggins, 
KVOE;  Harry  Witt,  KNX;  Jack  Willen, 
Press ;  Lee  Wynne,  KGER;  Karl  Wyler, 
KTSM. 

Now  Represented  by 
The 

WALKER  COMPANY 
New  York  City 

Los  Angeles  NAB 

(Continued  from  page  28) 

told  by  Paul  Barksdale  D'Orr, 
State  Rationing  Director  of  South- 

ern California.  He  said  broadcast- 
ers would  be  affected  as  much  as 

the  general  public,  with  only  a  few 
being  considered  essential  workers 
and  receiving  special  considera- 
tion. 

Ralph  Block,  Regional  Director 
of  the  Office  of  Civilian  Defense, 
Ninth  Area,  said  his  bureau  was 
urging  750  civilian  defense  councils 
in  the  region  (eight  Western 
States),  to  "set  up  information 
committees  made  up  of  local  news- 

paper and  radio  representatives". 
Job  of  the  committees  would  be  to 
release  information  on  current  ac- 

tivities of  the  United  States  citi- 
zens service  corps. 

Sales  managers  problems  and  the 
retail  promotion  plan  took  a  ma- 

jor portion  of  the  final  sessions. 
Charles  A.  Storke,  secretary- 
treasurer  of  KTMS,   Santa  Bar- 

bara, Cal.,  presided,  with  Lewis  H. 
Avery,  director  of  the  NAB  De- 

partment of  Broadcast  Advertising 
as  speaker.  The  promotion  plan 
was  unanimously  approved.  The 
customary  OWI  and  AFM  resolu- 

tions were  unanimously  adopted. 
William  B.  Lewis,  chief  of  the 

OWI  Radio  Bureau,  from  the  floor 
at  conclusion  of  the  session,  paid 
tribute  to  the  efficiency  of  the 
Southern  California  Broadcasters 
Assn.,  and  stressed  the  important 
part  it  is  playing  in  the  war  ef- 

fort. Association  was  host  to  the 
NAB  members  and  visitors,  with 
Leo  B.  Tyson,  Western  division 
program  manager  of  BLUE,  Hol- 

lywood, as  entertainment  chair- man. 

Los  Angeles  Attendance 
John  L.  Ackerman,  KPAS;  Joe  Allbaugh, 

KFMB;  Lewis  Avery.  NAB ;  H.  L.  Blat- 
terman,  KFI;  E.  W.  Buckalew,  CBS  ;  Ralph 
Block,  OCD  ;  Mark  Brenneman,  KFAC; 
Dean  Banta.  KERN;  Frank  Burke  Jr., 
KFVD;  Matt  Barr,  KFI;  Fox  Case,  KNX; 
Russ  Clancy,  Associated  Press;  Volney  Cun- 

ningham, KFI ;  W.  P.  Casson,  KFI;  Rob- 
ert Coleson,  War  Dept.;  Eugene  Carr, 

Office  of  Censorship ;  Merwin  Dobyns, 
KGER;  Bud  Edwards,  KFI. 
Harry  Engels,  BMI;  Ernest  Felix,  KFI; 

Homer  Griffith,  KFMB;  Richard  Graham, 
NBC;  E.  J.  Gough.  SESAC  &  Treasury 
Department;  Carl  Haverlin,  BMI-OWI;  T. 
P.  Hunter,  KGER;  Duke  Hancock,  KGFJ  ; 
E.   L.   Hughes,  KFWB. 

Cornwall  Jackson,  OWI;  Dean  Jennings, 
OWI ;  Jerry  King,  Standard  Radio;  J.  Liv- ingston, AMP;  Howard  Langley,  OWI; 
Dick  Lewis,  KTAR;  Wally  McLain,  KNX; 

Boston  Rep:  BERTHA  BANNAN 
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OWI  Starts  News  Wire 

Exposing  Enemy  Claims 
TO  EXPOSE  operation  of  enemy 
news-propaganda  machines,  the 
Foreign  Service  Division  of  the 
Office  of  War  Information  last 
week  began  operation  of  a  special 
news  wire  to  radio  networks  and 
news  services.  The  service  provides 
a  24-hour  daily  report  of  informa- 

tion to  refute  enemy  claims. 
Service  is  under  direction  of 

Mathew  Gordon,  former  news  edi- 
tor of  CBS  New  York.  Complete 

reports  of  the  FCC  Foreign  Broad- 
cast Intelligence  Service  monitors, 

and  information  gathered  by  U.  S. 
agencies  overseas,  are  used  as 
sources.  Already  subscribing  are 
AP,  UP  and  INS.  CBS  and  Trans- 
Radio  news  are  expected  to  receive 
reports  beginning  this  week. 

Treasury  Series 

THE  Treasury  last  weekend 
launched  a  one-week  intensified 
War  Bond  and  Stamps  drive  di- 

rected to  the  women  of  the  nation 
and  known  as  "Women  at  War 
Week".  The  activities  include  com- 

prehensive radio  coverage  on  a  na- 
tional and  local  scale,  under  the 

supervision  of  Marjorie  L.  Spriggs, 
chief  of  women's  programs.  The 
campaign  will  be  opened  the  night 
of  Nov.  22,  by  a  coast-to-coast  CBS 
broadcast  from  7-7:30  p.m. 
(EWT).  Other  radio  activities  in- 

clude three  special  Treasury  Star 
Parade  programs  to  be  heard  on 
some  820  stations  during  the  week. 

Food  Industry 
(Continued  from  page  11) 

ready  done  by  food  advertisers,  he 

urged  them  to  continue  "promot- 
ing the  idea  of  proper  nutrition, 

showing  the  vital  relation  which 
exists  between  proper  nutrition  and 
the  most  effective  conduct  of  the 

war  and  by  getting  people  to  under- 
stand what  is  involved  in  proper 

nuti'ition  and  how  they  can  achieve 
it.  Advertising  can  render  a  great 
service  in  showing  people  how  to 
avoid  waste  of  food  stuffs  and  how 
to  get  the  most  out  of  what  they 

buy." 

Status  of  Radio  Copy 

Discussing  nutrition  education 
of  the  public,  Dr.  Helen  S.  Mitchell, 
principal  nutritionist.  Office  of  De- 

fense Health  &  Welfare  Service, 
pointed  out  the  need  for  improve- 

ment in  radio  advertising,  which, 

she  stated,  "has  lagged  behind  the 
printed  copy  in  many  instances  in 
conforming  to  the  spirit  of  educa- 

tional advertising  using  the  Gov- 
ernment food  rules. 

"Obviously  home  makers  are  wel- 
coming timely  information  which 

will  help  them  in  meal  planning, 
but  they  dislike  and  distrust  ex- 

travagant radio  advertising.  Some 
radio  programs  aim  to  give  just 
the  kind  of  information  about  nu- 

trition which  might  be  given  in  a 
Red  Cross  nutrition  class,  showing 
how  a  particular  food  fits  in  with 
the  Government  food  rules.  Others 

IN  THE  RADIO  LIMELIGHT 
a  series  of  informative  articles  for  radio  advertisers 
and  time-buyers,  prepared  by  The  Branham  Company 
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10.000  WATTS 

WNOX KNOXVILLE,  TENN. 
CBS  NETWORK 990  Kc. 

Scripps-Howard  Radio,  Inc. 
Affiliated  with  THE  KNOXVILLE  NEWS-SENTINEL 

R.  B.  WESTERGAARD,  General  Manager 

Mid-Summer  Station  Listening  Index  for  Knoxville, 

Tenn.,  compiled  by  C.  E.  Hooper,  Inc.,  gave  WNOX 

almost  as  many  listeners  as  all  other  stations  combined 

and  during  certain  periods  more  listeners  than  all 
ofher  stations  combined. 

That  was  before  WNOX  turned  on  its  new  power  — 

10,000  watts  day  and  night. 

Ask  a  Branham-man  to  show  you  the  Hooper  Report; 

how  WNOX  today  can  give  you  superior  coverage  in 
this  rich  market  of  East  Tennessee. 

For  Spots  that  SELL,  Call  a  Branham-man 

WITH  MANPOWER  shortage  the  topic  of  discussion,  listening  in- 
tensely are  (1  to  r)  Kenneth  H.  Thornton,  manager  of  KXO,  El  Centro, 

Cal.,  and  Donald  W.  Thornburgh,  CBS  West  Coast  vice-president,  as 
Burridge  D.  Butler,  head  of  WLS,  Chicago,  and  KOY,  Phoenix,  expresses 
his  views  between  sessions  of  the  recent  NAB  16th  District  meeting. 

still  continue  to  make  extravagant 
claims  about  some  one  particular 
trade  named  product — claims  that 
the  housewife  with  some  nutrition 

knowledge  is  prone  to  doubt." 
Miller  McClintock,  president  of 

the  Advertising  Council  and  soon 
to  become  the  first  paid  president 
of  MBS,  discussed  the  power  of 
advertising  in  assisting  the  nation 
in  waging  total  war.  Reviewing 
the  work  of  the  Council  in  putting 
the  brains  and  facilities  of  all 
branches  of  advertising  at  the  dis- 

posal of  all  branches  of  the  Gov- 
ernment, he  cited  specifically  the 

work  of  a  Chicago  advertising 
group  headed  by  Vernon  Beatty, 
advertising  manager  of  Swift  & 

Co.,  in  developing  the  "Share  the 
Meat"  campaign,  in  which  radio  is 
playing  an  important  role. 
When  the  campaign  was  submit- 

ted to  Secretary  of  Agriculture 
Wickard,  Mr.  McClintock  related, 

the  secretary  told  Mr.  Beatty:  "I 
didn't  know  that  advertising  could 
do  this  kind  of  thing.  You  have 
taken  something  that  seemed  to  us 
here  in  the  food  requirements  com- 

mittee very  complex  and  you  have 
made  it  very  simple.  I  would  ask 

no  better  contribution." 
Paul  V.  McNutt,  chairman  of  the 

War  Manpower  Commission,  said 
the  food  industry  can  perform  a 
patriotic  service  by  using  its  ad- 

vertising and  merchandising  chan- 
nels to  tell  the  public  that  "essen- 

tial food  is  as  necessary  a  war  ma- 

terial as  any  in  our  arsenal." 

i  THE  MARK  ;«|| 

lOF  ACCURACY,!"- 
g     SPEED  AND 
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IN  WORLD  WIDE 

NEWS  COVERAGE 
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UnitscLJress 

nOFE  NOW  IN  LEAD 

ON  HOOPER  REPORT 
CONTINUING  a  steady  increase 
in  listening  audience  during  the 
past  five  years,  as  measured  by 
C.  E.  Hooper  Inc.  in  its  bi-weekly 
Program  Rating  Report,  Bob  Hope 
heads  the  Nov.  15  listing  with  a 
rating  of  32.3.  Bob  Hope's  gradual 
rise  in  popularity  is  reflected  in  a 
five-year  summary  of  his  Novem- 

ber Hooper  ratings  as  follows: 
1938,  14.3;  1939,  19.1;  1940,  25.0; 

1941,  27.7;  1942,  32.3.  Hope's  aver- age gain  from  year  to  year  for  this 
month  is  4.5  points. 

Jumping  from  fifth  place  in  the 
Oct.  30  national  program  ratings 
to  top  the  Nov.  15  list,  Hope  dis- 

places Charlie  McCarthy,  who  oc- 
cupies second  place  with  a  rating 

of  31.4,  followed  by  Fibber  McGee 
&  Molly,  with  31.1.  Another  come- 

dian to  gain  noticeably  over  the 
previous  Hooper  rating  is  Jack 
Benny,  who  moves  from  eighth 
place  to  fourth,  with  27.4,  followed 
by  the  Aldrich  Family  and  Frank 
Morgan  -  Fanny  Brice,  placing 
solid  comedy-variety  and  comedy- 
drama  programs  in  the  upper-six 
brackets  of  the  list. 

Others  in  order  are:  Walter 
Winchell,  Radio  Theater,  Music 
Hall,  Mr.  District  Attorney,  Kay 
Kyser,  Eddie  Cantor,  Rudy  Vallee, 
Screen  Guild  Players  and  Fred 
Allen.  Red  Skelton  continues  to 
head  the  list  of  pregrams  measured 

by  partial  rather  than  full  "Na- tional" interviewing  with  a  rating 
of  33.7. 

The  average  evening  rating  con- 
tinues to  rise  with  11.3,  a  gain  of 

0.8  over  the  Oct.  30  report,  and 
up  1.3  from  last  year.  Also  continu- 

ing to  gain,  the  evening  "sets-in- use"  index  is  32.4,  up  2.0  from  the 
Oct.  30  report  and  up,  0.2  from 
last  year.  Losses  of  audience  are 
shown  by  37  programs,  while  73 
show  gains,  and  one  remains  un- changed. 

Farm  Program  to  Capital 
THE  CBS  Country  Journal,  weekly 
"radio  newspaper"  ( Saturdays  1-1 :30 
p.m.  EWT),  will  move  its  headquar- ters from  St.  Louis  to  Washington 
Dec.  5  to  facilitate  wartime  news  cov- 

erage in  cooperation  with  the  Dept.  of 
Agriculture  and  other  agencies  re- 

porting farm  news.  Editor  is  Charles 
(Chuck)  Worcester,  who  will  be  as- 

sisted by  Leon  Levine,  assistant  educa- 
tion director  of  CBS.  Spot  news  re- 

ports of  local  events  will  be  continued, 
with  farm  reporters  in  key  agricultural 
areas  to  supplement  coverage. 

THE    BRANHAM  COMPANY 
CHICAGO  NEW  YORK 
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GOOD-NEIGHBOR  policy  was  helped 
along  by  a  broadcast  from  the  studios 
of  WCAU,  Philadelphia,  Nov.  12  when, 
31  Army  officers  from  16  Latin  Ameri- 

can nations,  in  full  uniform,  stepped 
individually  to  the  microphone  to  send 
greetings  to  friends  at  home.  Two 
WCAU  announcers  were  used  for  the 
broadcast — Hugh  Walton  to  call  the 
roll  of  nations,  and  Herb  Newcomb, 

.  Spanish-speaking  announcer,  to  in- 
"  troduce  the  officers.  The  officers  had 
just  graduated  from  a  class  at  the 
Chemical  Warfare  School  at  Edge- 

1  wood  Arsenal,  Md. 

;  ARRIVING  at  a  New  York  armory  in 
an  Army  jeep  filled  with  Christmas 

\  presents,  and  clad  in  full  Kris  Kringle 
regalia,  Dick  Gilbert,  record  m.c.  of 
WHN,  New  York,  last  week  dis- 

tributed gifts  of  games  and  other  plav 
equipment  to  servicemen  stationed 
there.  The  presentation  was  made  pos- 

sible by  Gilbert's  radio  listeners  who responded  to  his  request  for  gifts  for 
members  of  the  armed  forces  lacking 
recreational  and  play  facilities. 

KXL,  Portland,  Ore.,  inaugurated 
service  from  its  new  studios  and  offices 
on  Nov.  15,  with  an  hour-long  variety 
program  which  included  several  promi- 

nent speakers.  The  new  home  of  KXL 
occupies  the  entire  top  floor  of  the 
Orpheum  Building,  and  incorporates 
the  latest  developments  in  studio  con- 

struction, including  an  audience- 
participation  studio  seating  75  per- sons. 

RECORDINGS  were  made  free  of 
charge,  from  civilians  to  members  of 
the  armed  services,  and  from  men  in 
the  service  to  their  folks,  at  Bond 
Square,  52d  St.  and  Sixth  Ave.,  New 
York.  Civilians  were  required  to  pur- 

chase War  Bonds  and  Stamps  before 
making  recordings.  Bond  Square  is 
being  operated  by  Gem  Safety  Razor 
Corp. 

WLAC,  Nashville,  last  week  gave  a 
"farewell  party"  for  its  5,(X)0-watt transmitter,  which  served  until  its 
power  was  increased  to  50,000  watts 
in  September.  Manager  F.  C.  Sowell 
gave  a  "farewell  address",  which  was followed  by  hotdogs  and  buns. 
EMPLOYES  of  KGKO,  Fort  Worth, 
went  to  great  length  in  writing  to  a 
former  fellow  worker,  Johnny  Gra- 
velle,  who  is  confined  to  the  hospital 
at  Quantico,  Va.,  where  he  is  at- 

tending the  Marine  Corps  Officers' Training  School.  The  letter  was  more 
than  six  feet  long,  and  was  accom- 

panied by  a  floral  greeting.  Gravelle 
formerly  headed  the  KGKO  transcrip- 

tion library. 

KTOK,  Oklahoma  City,  has  acquired 
the  special  AP  radio  news  wire  from 
Press  Assn.,  AP  radio  subsidiary. 

THE  MAYOR  of  Philadelphia, 
Bernard  Samuel,  has  started  a  series 
of  weekly  chats  on  WIP,  Philadelphia, 
in  which  he  discusses  municipal  gov- 

ernment problems  and  civilian  defense 
activities. 

The  Selling  P.«
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The  Branham Company' 

Plant  Sponsors 
TWO  BIG  Rochester  war 
plants,  Bausch  &  Lomb  Opti- cal Co.  and  Eastman  Kodak 
Co.,  have  purchased  time  on 
WHAM,  Rochester,  for 
special  programs.  The  former 
has  taken  24  Sunday  night 
shows  for  the  purpose  of  re- 

cruiting new  employes,  each 
highlighting  an  employe  who 
was  in  a  different  line  of 
work  before  the  war.  East- 

man's 26-week  schedule  in- 
cludes the  Rochester  Orches- 

tra, Eastmanaires  and  such 
guest  soloists  as  Jane  Fro- 
man,  Walter  Cassell,  Vivien 
della  Chiesa  and  Jan  Pierce, 
and  is  produced  by  Maury 
Holland,  of  J.  Walter  Thomp- son Co. 

N.  Y.  Media  Meeting 
THIRD  MEETING  of  the  Media 
Men's  Assn.  of  New  York,  held  last 
Wednesday  night  at  the  Hotel 
Sheraton,  was  attended  by  44  space 
buyers  from  leading  New  York 
agencies,  it  was  reported  [Broad- 

casting, Nov.  9]  will  continue  until 
Dec.  9  when  the  next  meeting  will 
be  held  to  elect  permanent  officers. 
By-laws  of  the  organization  will  be 
approved  at  that  time  and  a  con- 

structive program  of  educational 
work  for  the  coming  year  will  be 
outlined.  Temporary  chairman  is 
Lucien  King,  Arthur  Kudner  Inc., 
New  York. 

Series  for  Armed  Forces 

ENTERTAINMENT  and  informa- 
tion on  the  home  front  will  be  fea- 

tured in  a  BLUE  program  for  the 
armed  forces,  to  be  started  Satur- 

day, Nov.  28,  with  the  cooperation 
of  the  OWI  and  the  War,  Navy 
and  Treasury  Departments.  Titled 
Over  Here,  the  series  will  originate 
in  New  York  and  Hollywood,  with 
radio,  stage  and  movie  stars  fur- 

nishing the  entertainment,  and  Ron- 
ald Coleman,  as  m.c,  giving  news 

of  the  home  front  between  the  acts. 
At  least  one  half-hour  portion  of 
each  performance  will  be  recorded 
for  shortwave  broadcasts  and  for 
distribution  by  bomber  ferry  to 
troop  concentrations  abroad.  Pro- 

gram will  be  aired  from  8:30-9:30 
p.m.  on  the  full  BLUE  network. 
William  Bacher  will  be  in  charge. 
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PARTICBPATOR    DOUBLES  I 

CBS  Announcer's  Ad  Libbi 
 Brings  New  Sponsors- 

E.  FOUGERA  Co.,  New  York,  has 
doubled  participations  in  the  early- 
morning  program  after  its  first 
week  of  advertising  on  WABC, 
New  York.  Fougera,  makers  of 
Magi-Tex  Dog  Shampoo,  jumped 
from  three  to  six  participations 
weekly  in  the  three-quarter-hour 
broadcasts,  consisting  of  informal 
chatter,  interviews  and  recordings 
conducted  by  Arthur  Godfrey. 
Fougera  also  uses  participations 
on  Ed  East's  Breakfast  in  Bedlam 
on  WJZ,  New  York.  Agency  is 
Bermingham,  Castleman  &  Pierce, 
New  York. 

Godfrey's  ad  libbing  has  also 
received  the  "go  ahead"  signal 
from  Spratt's  Patent  (America) 
Ltd.,  New  York,  makers  of  dog 
food,  now  using  five  participations 
weekly  through  Paris  &  Peart, 
New  York.  The  six-weekly  pro- 

gram, is  now  virtually  completely 
booked  up  with  commercials.  Ad- 

ditional sponsors  and  number  of 
participations  for  each  are:  Smith 
Bros.,  18;  Pepsi-Cola  Co.,  12; 
Simon  &  Schuster,  6;  B.  C.  Remedy 
Co.,  6;  Lehn  &  Fink  Products 
Corp.,  5;  Paramount  Pictures,  3; 
O'Sullivan  Rubber  Heels,  3;  Grif- 

fin Mfg.  Co.,  3;  Schutter,  4;  Pepso- dent  Co.,  2. 

Alien  Copyrights  Placed 

In  Crowley  Jurisdiction 
SUBJECT  to  control  now  by  Lea 
T.  Crowley,  Alien  Property  Custo- 

dian, are  all  transactions  involving- 
U.  S.  copyrights  and  patents  in 
which  any  foreign  country  or  for- 

eign national  has  an  interest.  This 
control,  heretofore  exercised  by  the 
Treasury  Dept.,  now  functions 
through  three  general  orders  and 
supplementary  regulations  issued 
by  Mr.  Crowley. 

General  Order  No.  11  forbids 
filing  and  prosecution  of  applica- 

tions and  execution  and  recording- of  other  instruments  in  the  U.  S. 
Patent  Office  involving  certain  for- 

eign countries,  their  nationals  un- 
less authorized  by  the  Custodian 

by  means  of  licenses  or  other  regu- 
lations. Excepted  are  persons  re- 

siding in  this  country  on  Dec.  7, 
1941,  who,  if  occupied  in  legitimate 
capacities,  are  free  to  deal  with 
their  inventions  as  they  wish.  Also 
excepted  are  certain  transactions. 
General  Order  No.  13  is  similar 
but  applicable  to  copyrights. 
Further  regulations  on  copyrights: 
will  be  issued  soon. 

HOWARD  GARDNER,  formerly  on 
the  sales  staff  of  John  H.  Perry  As- 

sociates, New  York,  and  previously  of 
NBC,  is  joining  Pedlar  &  Ryan,  New 
York,  this  week,  replacing  Tom  Car- 

son, timebuyer,  who  has  been  inducted in  the  Army. 

No  Xmas  Ad  Ban 

THTERE  is  to  be  no  wartime  ban  on 
Christmas  advertising  in  Canada,  the 
Wartime  Prices  &  Trade  Board,  Ot- 

tawa, has  announced,  even  though  a 
ban  on  Christmas  advertising  has  been 
instituted  in  Australia  to  discourage 
the  spending  of  money  on  holiday 
gifts.  Only  if  the  advertising  resulted 
in  encouraging  hoarding  will  the 
WPTB  step  into  the  picture  in  Ca- nada, it  was  stated  at  Ottawa. 

Since  W  H  K  added  Mutual,  our  advertisers 
are  able  to  associate  themselves  with  TWO  net- 

works. They  are  now  enjoying  greater  audiences 
than  ever  before,  and  as  a  result,  our  commercial 

program  schedule  is  the  best  yet.  Advertisers, 
both  national  and  network,  are  singing  a  song 

of  sales,  "IT'S  MUTUAL". 

Represented  by 

Paul  H.  Raymer  Co. 
WHK 

CLEVELAND,  OHIO 
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Influencing  Sales 

FAR  Beyond  Pontiac 

In  cities  .  .  .  village!  .  .  .  farms 
.  .  .  for  miles  and  miles  around 
Pontiac  .  .  .  the  messages  of  na- 

tional, regional  and  local  adver- 
tisers are  heard  over  WCAR's 1000  streamlined  watts. 

GET  THE 
FACTS 
FROM WCAR 

PONTIAC,  MICHIGAN 
or  the  Foreman  Co.  •  Chicago  #  New  York 

TRY 

AUDIENCE  OF 

WFBL 

SYRACUSE,  NEW  YORK 
FREE  &  PHERS,  NATIONAL  REPRESENTATIVES 

DID  YOU  KNOW 

WTOC  stands  for  "Welcome 
To  Our  City."  Savannah  is  the 
city  of  gracious  hospitality. 
WTOC  is  received  in  thousands 
of  Georgia  homes  as  a  member 
of  the  family.  They  listen — 
they  BUY. 
Ask  Katz  Agency,  or  write  for 
folder. 

WTOC 

Savannah,  Georgia 
CBS    -  UP  News  -  5,000  Watts 

USE  RADIO 

WOW 

FOR  276  RICH  COUNTIES 
Mainly  in  Nebraska  and  Iowa 

590  KG.'' 5000  WATTS 
JOHN  J.  nil  I  IN.  .IR..  RFN'I  MRR 

Court  Decision 

{Continued  from  page  2i.) 

any  such  power  was  conditioned  upon 
an  earlier  adjudication  by  some  court. 
We  can  see  no  reason  to  suppose 
(although  apparently  the  Commission 
does  not  agree)  that  an  applicant's violation  of  the  statutes  against  mono- 

poly and  unfair  competition,  as  such 
and  alone,  ever  disentitles  him  to  a 
license. 

It  is  indeed  evidence  relevant  to 
his  fitness  for  the  reasons  we  have 
just  given ;  but  it  is  such  only  as 
any  past  conduct  may  be  an  earnest 
of  what  is  to  be  expected  in  the  future, 
and  because  a  repetition  would  be 
prejudicial  to  the  public  interest.  We 
construe  this  clause  of  §311  as  going 
no  further  than  to  provide  the  Com- 

mission with  an  estoppel  as  to  any 
facts  which  a  court  may  have  found ; 
these  may  be  taken  as  data  for  any 
rational  inference  that  can  be  drawn 
from  them  relevant  to  the  ultimate 
issue  ;  but  "guilt"  as  "guilt"  is  not  the ultimate  issue. 

Certainly  that  is  the  only  effect 
which  it  is  necessary  to  give  the 
clause  ;  there  is  not  the  slightest  war- 

rant for  inferring  that  in  the  absence 
of  an  adjudication,  the  Commission 
may  not  determine  what  has  been  an 
applicant's  past  conduct,  or  may  not consider  how  far,  if  repeated,  it  would 
interfere  with  the  fullest  use  of  his 
license. 

Whatever  may  be  the  mysteries  en- 
veloping an  adjudication  of  "guilt" under  the  anti-trust  laws  which  make 

that  issue  unfit  to  be  entrusted  as 
such  to  profane  hands,  the  Commis- 

sion is  certainly  peculiarly  competent 
to  appraise  the  effect  upon  broadcast- 

ing of  restrictive  or  monopolistic  prac- 
tice.s.  and  is  as  competent  to  decide 
whether  an  applicant  is  likely  to 
engage  in  them  as  it  is  to  decide 
any  of  the  other  is-sues  which  come 
before  it.  The  decision  in  FCC  v. 
/Zanders  Brothers  Radio  Station,  309 
U.  S.  470,  is  irrevelant ;  the  only 
question  decided  was  whether  the  in- 

jury suffered  by  an  existing  station 
was  a  material  factor  in  licensing  a 
new  station. 

Right  to  Intervene 
The  plaintiffs  next  challenge  the 

regulations  because  they  lay  down 
general  conditions  for  the  grant  of 
licenses  instead  of  reserving  decision 
until  the  issues  arise  upon  an  ap- 

plication. Such  a  doctrine  would  go 
far  to  destroy  the  power  to  make  any 
regulations  at  all ;  nor  can  we  see 
the  advantage  of  preventing  a  gen- 

eral declaration  of  standards  which, 
applied  in  one  instance,  would  in  any 
event  become  a  precedent  for  the 
future.  It  may  perhaps  be  true  that  a 
party,  who  had  no  notice  of  the 
hearings  before  the  Commission  and 
no  opportunity  to  present  his  side, 
would  be  entitled,  when  applying  for 
a  license,  to  a  reconsideration  of  those 
findings  upon  which  the  regulations 
rested. 

None  of  the  plaintiffs  at  bar  are  in 
that  position ;  they  were  amply  ad- 

vised of  what  the  Commission  pro- 
posed ;  they  were  invited  to  attend ; 

all  but  the  co-plaintiff  "affiliates"  of the  NBC  did  so,  put  in  whatever 
evidence  they  wished  and  were  heard 
before  the  original  regulations  were 
passed,  and  again  at  the  rehearing. 
They  at  any  rate  were  accorded 

all  the  privileges  they  would  have  had 
if  they  had  intervened  in  an  applica- tion for  a  license.  It  would  be  futile 

LADIES 

ELIZABETH  D.  HUNTLEY 

MOST  recent  successor  
to  the nom-de-plume  "Betty  Len- 

nox", household  expert  per- 
sonality of  WGY,  Schenec- 

tady, is  Elizabeth  D.  Huntley,  a 
Schenectady  young  woman  with 
sound  ideas  on  home  economics,  and 
a  pleasing  voice. 

Miss  Huntley  joined  WGY  re- 
cently from  WOKO-WABY,  Al- 

bany, where  she  started  on  the 
sales  staff,  and  later  introduced  a 
sustaining  show.  Women  In  the 
News.  A  graduate  of  Emerson  Col- 

lege, Boston,  where  she  specialized 
in  speech,  drama  and  English,  Miss 
Huntley's  original  ambition  was  the theatre  but  she  was  teaching  school 
in  Peekskill,  N.  Y.,  when  she  decid- 

ed to  go  into  radio. 

after  the  expenditure  of  so  much  time 
and  labor  to  hold  that  the  proceedings 
were  only  advisory  and  concluded 
nobody  ;  indeed,  the  mere  fact  that  the 
regulations  are  "orders"  reviewable 
under  §402 (a)  would  seem  to  pre- clude such  a  conclusion.  We  do  not 
understand  the  Supreme  Court  to 
mean  that  every  minatory  gesture  of 
the  Commission  is  reviewable  under 
that  section. 

Power  of  Free  Speech 

The  next  objection  is  that  the  Com- mission did  not  really  find  that  the 
forbidden  practices  worked  against 
"the  public  convenience,  interest,  or 
necessity",  but  that  it  rested  \ipon 
its  supposed  duty  to  deny  the  applica- 

tions of  all  who  proposed  to  use  their 
licenses  in  violation  of  the  anti-trust 
laws.  The  Commission  in  one  passage 
of  its  report  does  indeed  seem  so  to 
have  understood  the  statute,  though 
it  would  scarcely  be  fair  to  say  that 
it  held  as  much ;  but,  be  that  as  it 
may,  it  did  not  base  its  action  upon 
that  theoi-y. 

It  made  specific  findings  in  the  case 
of  each  regulation  that  the  contract 
or  the  control  which  it  forbade  was 
against  the  public  interest  because 
it  took  away  the  stations'  free  choice 

KDAL 
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without  any  corresponding  advantage 
to  the  industry  as  a  whole.  Each  regu- 

lation was  a  specific  exercise  of  power, 
addressed  to  a  particular  practice 
which  interfered  with  the  most  "effec- 

tive use  of  radio  in  the  public  inter- 

est". 

The  only  constitutional  objections 
which  we  need  consider  are  two : 
That  the  standard  set  by  §303  ("pub- 

lic convenience,  interest,  or  necessity") 
is  too  vague ;  and  that  the  regulations 
invade  the  privilege  of  free  speech. 
Although  the  Supreme  Court  has 
twice  at  least  upheld  the  standard 
when  applied  to  the  construction  of 
stations  or  to  the  allocation  of  wave 
lengths  (Federal  Radio  Commission V.  Nelson  Brothers  Bond  &  Mortgage 
Co.,  289  U.  S.  266,  28.5;  FCC  v. 
Pottsville  Broadcasting  Co.,  309  U.  S. 

134,  137,  138;  (semble)  Panama  Re- fining Co.  V.  Ryan,  293  U.  S.  388, 
428),  the  plaintiffs  insist  that  it  will 
not  serve  if  used  to  regulate  the  busi- 

ness arrangements  of  a  station. 
We  are  assuming  that  when  so  used 

it  demands  the  widest  practicable  va- 
riety in  the  choice  of  programs  avail- able for  broadcasting;  that  system 

which  will  most  stimulate  and  liberate 
the  ingenuity  of  those  who  purvey 
them  to  the  public.  There  can  be  no 
doubt  that,  if  the  introductory  clause 
of  §303  will  bear  that  construction 
the  test  is  definite  enough — and  in- 

deed peculiarly  adapted  to  the  putative 
proficiency  of  the  Commission  in  its 
field. 

A  Clue  for  Action 
Nor  can  we  see  why,  when  applied 

to  the  issue  of  the  licensee's  freedom from  restraint,  the  test  is  not  a  fair 
gloss  to  be  imposed  upon  the  clause. 
It  is  impossible  in  a  single  rubric  to 
specify  all  the  occasions  to  which  it 
will  apply,  and  the  effort  at  specifica- tion is  usually  abortive  for  they  cannot 
all  be  foreshadowed.  It  is  enough 
if  the  delegated  power  be  so  defined 
that  a  clue  can  be  found  in  it  for 
dealing  with  the  several  occasions 
which  may  arise.  That  seems  to  us 
to  be  the  situation  here. 

The  argument  drawn  from  the  First 
Amendment,  as  we  understand  it,  is 
this.  It  is  true  that  the  regulations 
do  not  profess  directly  to  control  what 
programs  the  stations  may  broadcast ; 
but  they  do  so  indirectly.  They  do  this 
by  forbidding  them  to  make  the  for- 

bidden contracts  with  "networks" even  though  they  believe  that  these 
will  bring  them  better  programs  than 
they  can  get  in  any  other  way ;  and 
it  is  not  necessary  for  a  law  directly 
to  control  the  substance  of  an  utterance 
for  it  to  invade  the  right  of  free 

speech. We  agree  that  the  regulations  might 
be  invalid  though  they  do  not  pro- 

hibit programs  on  the  basis  of  their 
contents ;  they  do  fetter  the  choice 
of  the  stations ;  absolutely  free  choice 
would  include  the  privilege  of  decid- 

ing that  they  preferred  the  oppor- 
tunities open  to  them  under  the  "net- works' "  contracts  to  those  which 

would  be  otherwise  available. 
The  Commission  does  therefore 

coerce  their  choice  and  their  free- 
dom ;  and  perhaps,  if  the  public  in- terest in  whose  name  this  was  done 

were  other  than  the  interest  in  free 
speech  itself,  we  should  have  a  problem under  the  First  Amendment ;  we 
might  have  to  say  whether  the  interest 
protected,  however  vital,  could  stand 
against  constitutional  right.  But  that 
is  not  the  case. 

Protecting  Listeners,  Licensees 
The  interests  which  the  regulations 

seek  to  protect  are  the  very  interests 
which  the  First  Amendment  itself 
protects,  i.e.  the  interests,  first,  of 
the  "listeners",  next,  of  any  licensees 
who  may  prefer  to  be  freer  of  the "networks"  than  they  are,  and  last, 

of  any  future  competing  "networks". Whether  or  not  the  conflict  between 
these  interests  and  those  of  the  "net- 

Ask  your  Agency  to  ask  the  Colonel! 
FREE       PETERS.  Inc.,  Nationol  RepresentoHves 
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works"  and  their  "affiliates"  has  beeu 
properly  composed,  no  question  of  free 
speech  can  arise. 

The  last  question  upon  the  merits 
is  whether  the  Commission's  findings 
are  so  plainly  without  support  in  the 
evidence  as  to  be  "arbitrary  or  capri- 

cious", §402 (e)  ;  that  is,  whether the  regulations  are  certain  not  to 
promote  the  "public  convenience,  in- 

terest, or  necessity".  A  majority  of the  Commission,  after  a  long  and 
painstaking  investigation,  has  con- cluded that  the  net  result  will  be  to 
give  a  larger  choice  to  stations  with- 

out sensibly  diminishing  the  services 
of  "chain  broadcasting",  which  the 
report  highly  commended. 
We  are  asked  to  say  that  there  is 

no  reasonable  basis  for  such  a  conclu- 
sion ;  to  say  that  no  reasonable  person 

could  find  in  the  evidence  any  support 
for  it.  The  industry  at  large  holds 
conflicting  views  ;  the  plaintiffs  on  the 
one  hand  believe  that  the  prohibitions 
will  in  the  end  destroy  "chain  broad- 

casting" altogether ;  the  MBS  and  a number  of  other  interested  persons 
think  otherwise. 
Each  side  has  stated  its  reasons 

and  the  Commission  has  chosen.  It 
was  created  to  make  such  choices  be- 

cause Congress  believed  that  it  would 
acquire  in  its  special  sphere  a  skill 
which  coui-ts  could  not  match  ;  and  it 
is  now  hornbook  law  that  the  con- 

clusions of  such  tribunals  are  not  to 
be  disturbed  except  in  the  plainest 
case.  That  doctrine  applies  here  with 
especial  force  just  because  the  find- 

ings are  necessarily  prospective ;  time 
alone  can  decide  their  success  or  their 
failure. 

Procedural  Issue 

The  measure  of  our  power  is  to  say 
whether  there  was  any  substantial  evi- 

dence that  the  added  freedom  given 
to  stations  will  outweigh  the  reduc- 

tion in  the  opportunities  which  will 
remain  open  to  the  "networks".  We cannot  say  that  there  was  no  such 
evidence.  To  take  the  regulation  which 
is  the  head  and  front  of  the  Commis- 

sion's offending — 3.104 — it  indeed  does 
limit  the  power  of  a  "network"  to 
furnish  large  advertisers  with  the  time 
of  all  its  "affiliates",  for  it  must  al- ways run  the  risk  that  after  its  last 
inquiry  a  station  may  have  "sold" 
to  another  "network"  the  time  which 
it  proposed  to  "buy"  of  that  station. 

On  the  other  hand,  it  is  certainly 
possible  that  the  present  contracts 
give  the  "networks"  so  strong  a  hold upon  the  industry  as  to  keep  down 
competition  which  would  prove  bene- 

ficial. Upon  such  an  issue  nobody  who 
is  not  steeped  in  the  details  of  the 
business  is  really  entitled  to  an 
opinion,  and  indeed  even  the  opinions 
of  those  who  are  so  steeped  must 
be  largely  speculation.  But  that  does 
not  mean  that  the  industry  must  be 
left  to  itself ;  the  Commission  was 
created  precisely  to  say  how  far  it 
was  best  to  let  things  stand,  and  how 
far  to  intervene. 

There  remains  only  the  question 
of  procedure :  Whether  a  motion  for 
summary  judgment  is  proper,  or 
whether,  as  the  plaintiffs  argue,  the 
causes  should  go  to  trial  and  be  heard 
upon  evidence  taken  de  novo.  That 
depends  upon  what  effect  we  should 
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give  to  the  Commission's  findings.  If 
the  plaintiffs  intervened  in  a  pro- 

ceeding by  one  of  their  "affiliates"  for the  renewal  of  a  license,  they  could 
not  comijel  the  Commission  to  recon- 

sider the  findings  of  the  report. 
As  we  have  said,  they  had  had  ade- 

quate notice  and  full  opportunity  to 
be  heard  ;  indeed  neither  of  the  com- 

plaints alleges  that  they  had  not. 
Upon  appeal  to  the  Court  of  Appeals 
of  the  District  of  Columbia  under 
§402  (b),  the  whole  record  before 
the  Commission  upon  the  hearings 
which  resulted  in  the  regulations 
would  be  part  of  the  record,  and  the 
only  issues  open  would  be  whether 
there  was  substantial  support  for  the 
findings  in  the  record,  and  whether 
the  findings  were  "arbitrary  or  capri- 

cious," §402 (e). 
That  record  and  those  issues  are 

before  us  here.  The  plaintiffs  did  not 
choose  to  wait  and  intervene,  but 
adopted  the  alternative  of  an  action 
in  equity  to  "set  aside"  and  "annul" 
the  regulations  as  "orders".  The  reason 
that  they  have  been  allowed  to  pro- 

ceed in  this  way  is  that  the  regula- 
tions inflicted  a  present  injury  upon 

them  from  which  they  were  entitled 
to  present  relief ;  but  the  determining 
issues  in  each  case  are  the  same.  Con- 

gress, having  meant  the  validity  of 
an  order  refusing  a  license  to  be  de- 
termijitd  as  an  appeal  upon  the  record 
m&de  before  the  Commission,  cannot 
have  meant  to  allow  a  larger  scope 
of  review  because  the  Commission 
threatens  for  the  same  reasons  to 
refuse  all  licenses. 

This  is  confirmed  by  considering 
what  use  we  could  make  of  any  evi- 

dence if  we  took  it.  It  might  go  to 
show  that  the  Commission  had  failed 
to  give  adequate  notice  to  the  plain- 

tiff of  what  is  proposed,  or  an  ade- 
quate opportunity  to  put  in  their 

own  evidence,  or  an  adequate  hearing 
upon  all  the  evidence ;  but  aside  from 
the  fact  that  the  record  is  before  us 
and  does  not  bear  out  such  a  con- 

tention, neither  complaint,  as  we 
have  just  said,  alleges  anything  of 
the  kind. 

Other  Citations 
On  the  other  hand,  if  the  evidence 

went  to  contradict  or  overthrow  the 
findings,  we  could  not  bring  it  into 
hotchpot  with  the  evidence  taken  by 
the  Commission,  without  deciding  the 
issues  in  the  first  instance  ourselves. 
We  have  no  such  power ;  it  would 
upset  the  whole  underlying  scheme  of 
an  expert  commission,  whose  orders 
must  stand  or  fall  upon  such  evidence 
as  it  had  before  it.  Tagg  Bros.  & 
Moorhead  v.  United  States,  280  U. 
S.  420;  Acker  v.  United  States,  298 
U.  S.  426.  If  an  aggrieved  party 
wishes  to  supplement  that  evidence  he 
must  apply  to  the  Commission  itself, 
§405. 

The  plaintiffs  somewhat  faintly  in- 
voke the  doctrine  of  Crowell  v.  Benson, 

285  U.  S.  22,  Baltimore  d  Ohio  Rail- 
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road  Co.  v.  United  States,  298  U.  S. 
349,  and  St.  Joseph  Stock  Yards  Co. 
V.  United  States,  298  U.  S.  38.  Assum- 

ing that  that  doctrine  is  still  law 
(Railroad  Commission  of  Texas  v. 
Rowan  <£  Nichols  Oil  Co.,  310  U.  S. 
573;  S.  C.  311,  U.  S.  570),  it  does 
not  apply.  The  "networks"  are indubitably  engaged  in  interstate 
commerce  and  so  are  their  "affiliates"  ; it  is  a  question  of  law,  not  of  fact, 
whether  the  regulations  are  within 
the  Commission's  powers,  and  the  only 
issue  of  fact,  assuming  it  can  be  called 
such,  is  whether  there  was  evidence 
to  support  the  findings.  Unless  the  dis- tinction between  what  is  jurisdictional 
and  what  goes  to  the  exercise  of  a 
power  is  to  disappear  altogether,  the 
Commission's  jurisdiction  did  not  de- 

pend upon  whether  they  rightly  esti- 
mated the  "public  convenience,  in- 

terest, or  necessity". The  complaints  will  be  dismissed ; 
and  as  there  has  been  no  trial,  we 
need  make  no  findings.  As  before,  we 
will  grant  a  stay,  this  time  until 
Feb.  1,  1943,  or  until  the  argument 
of  the  appeal  in  the  Supreme  Court, 
whichever  is  earlier.  The  same  findings 
which  we  then  made  will  serve  with 
slight  verbal  changes.  We  are  filing 
the  judgments,  the  stays  and  findings 
along  with  this  opinion. 

Complaints  dismissed. 

Whitlow's  New  Post 

R.  HOY  WHITLOW,  well-known 
in  Southern  radio  circles,  has  been 
appointed  program-  production 
manager  of  WGTC,  Greenville,  N. 
C,  heading  up  two  former  depart- 

ments. He  first  joined  WGTC's sales  department  several  months 
ago  after  having  served  with 
WMFR,  High  Point,  N.  C; 
WMVA,  Martinsville,  Va.;  WISE, 
Asheville,  N.  C. 

YES!  Portland's  industrial 
payroll  is  460%  (plus)  above 
normal.  Percentage  gain  in  re- 

tail sales — the  highest  in  the 
country — is  steadily  increasing. 

YES!  WGAN  advertisers  are 

establishing  new  sales  records 

in  Portland  and  Maine's  Major Markets. 
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LET  YOUR  AUDIENCES  HEAR 

STARLrGHT  SONATA 

the  most  unforgettable  melody  since 

"My  Sister  and  I" 

Lyrics  by  Helen  Bliss 

Music  by  Henry  Manners 

and 

AMERICA'S  VICTORY  SHOUT 

HALLELU! 

(Judgment  Day  is  Comin') 
to  be  featured  by  Judy  Canova  in  her  forthcoming 

Republic  picture  "Chatterbox" 
Words  and  music  by  Paul  J.  Winkoop 

Both  songs  have  been  arranged  for 
orchestra  by  JACK  AAASON 

BROADCAST  MUSIC,  INC. 
580  Fifth  Ave. New  York  City 
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ACTIOIS  IS  PENDING 

ON  CO-OP  DISPUTE 
PLANS  for  a  hearing  on  the  bill 
introduced  by  Senator  George  Nor- 
ris  (Ind.-Neb.)  calling  for  inves- 

tigation of  CBS  and  NBC  refusal 
to  sell  radio  time  to  the  Coopera- 

tive League  of  the  USA  [Broad- 
casting, Oct.  12,  et  seq.]  await 

■early  return  to  Washington  of 
Senator  Johnson  (D-Col.). 

Appointment  of  a  special  sub- 
committee of  the  Senate  Commit- 

tee on  Interstate  Commerce  to 
study  the  Norris  bill  -was  an- 

nounced last  week  by  Interstate 
Commerce  Committee  Chairman 
Wheeler  (D-Mont.).  Named  to 
serve  with  Senator  Johnson  are 
Senators  Tobey  (R-N.H.) ;  Hill 
(D  -  Ala.)  ;  Tunnell  (D  -  Del.)  ; 
"White  (R-Me.);  Reed  (R-Kan.) ; Bone  (D-Wash.). 

A  report  of  FCC  investigation 
of  the  complaints  made  by  the 
Cooperative  League  was  sent  Tues- 

day to  Senator  Wheeler  by  FCC 
Chairman  Fly.  The  report,  how- 

ever, was  not  made  public  by  Mr. 
Fly  or  Senator  Wheeler. 

Food  Disc  Oflfered 

A  DRAMETTE  in  the  Carl  Sand- 
burg-Vachel  Lindsey  style  titled 
Food  Is  a  Weapon  is  offered  to  sta- 

tions by  the  Agricultural  Market- 
ing Adm.  The  quarter-hour  pro- 

gram, written  by  Millard  C. 
Faught  and  narrated  by  Ted  Di 
Corsi,  was  recorded  by  Brincker- 
hoff  Studios,  New  York,  and  may 
be  obtained  through  the  nearest 
AMA  office. 

WCOP  averages 
684  letters  each 
week  of  fan  mail 
alone  .  .  .  and 

going  higher 
every  week. 

Networks  to  Appeal 

{Continued  from  page  9) 
full  hearing  [Broadcasting,  June 
8],   the    Supreme   Court  Justices 
were  divided  5-to-3  on  the  ques- 
tion. 

Chief  Justice  Stone  wrote  the 
majority  opinion,  with  Associate 
Justices  Roberts,  Murphy,  Byrnes 
and  Jackson  concurring.  The  dis- 

senting opinion  was  written  by  As- 
sociate Justice  Frankfurter,  who 

was  joined  by  Associate  Justices 
Reed  and  Douglas.  Associate  Jus- 

tice Black  did  not  participate  in  the 
decision,  presumably  because  his 
brother-in-law,  C.  J.  Durr,  is  a 
member  of  the  FCC.  Since  then, 
Mr.  Byrnes  has  left  the  court  to 
become  Director  of  Economic  Sta- 

bilization and  to  date  no  successor 
has  been  appointed  to  replace  him. 

License  Powers 

Stating  that  the  most  important 
point  raised  is  that  of  the  Commis- 

sion's "power  to  pass  the  chal- 
lenged regulations"  the  decision continues : 

"Everyone  agrees  that  in  grant- 
ing licenses  ...  it  must  distribute 

the  available  wavelengths  so  as 
to  give  greatest  possible  service, 
and  that  it  must  see  to  it  that  all 
the  applicants  have  the  necessary 
technical  ability  to  broadcast  pro- 

grams, and  that  the  stations  are 
properly  constructed  and  properly 
manned  and  do  not  interfere  with 
other  stations  and  that  the  li- 

censees are  responsible,  morally 
and  financially.  All  these  things 
and  perhaps  more  the  Commis- 

sion, may  regulate  in  discharge  of 

its  duty  to  promote  the  'public  in- 
terest, convenience  and  necessity'. 

"The  regulations  at  bar  have, 
however,  nothing  to  do  with  these 
qualifications  of  a  licensee;  they 
are  addressed,  not  to  his  ability  to 
broadcast  any  programs  which  he 
may  accept,  but  to  his  freedom  to 
procure  other  programs  than  those 
to  which  by  contract  vdth,  or  by  the 

control  of,  the  'networks'  he  is 
limited;  they  touch,  not  how  he 
shall  broadcast,  but  how  unre- 

stricted he  shall  be  in  doing  so. 
The  plaintiffs  [CBS  and  NBC]  say 
that,  judged  both  by  its  history 
and  by  its  language,  the  [Com- 

munications] Act  gave  the  Com- 
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National  Representatives 

PRAISE  THE  PIE  and  pass  another  slice  is  the  keyword  of  these  staff 
members  of  WTAG,  Worcester,  Mass.,  as  the  Morning  Journal's  editor, 
Mildi'ed  Bailey,  slices  generous  portions  of  an  immense  pre-Thanksgiving 
mince  pie.  Offering  was  contributed  by  the  Whipple  Co.  (Grandmothers 
Mince  Meat)  one  of  her  sponsors.  WTAG-ers  waiting  their  turn  are: 
Front  row  (1  to  r) :  Announcers  Barry  Barents  and  Bob  Dixon;  Virginia 
Hanson,  Secretary  to  Miss  Bailey;  Miss  Bailey;  back  row,  Marguerite 
McEvoy,  Harriet  Mahoney,  Emmanuel  Martines,  Earl  Dudley  of  the 
Harry  M.  Frost  Agency  who  placed  the  account;  Eleanor  Parmer; 
Bob  Brown,  Pierrina  Zampatti,  Katherine  Norsten  and  Muriel  French. 

mission  power  to  consider  only  the 
qualifications  first  specified,  leav- 

ing outside  any  administrative 
control  all  arrangements  by  which 

a  station  secures  its  programs." 
Quoting  Section  303,  subdivision 

"i",  of  the  Communications  Act, 
giving  the  Commission  "authority 
to  make  special  regulations  applic- 

able to  radio  stations  engaged  in 
chain  broadcasting,"  on  which  the 
Commission  "particularly  relied" 
in  issuing  its  new  regulations,  the 
decision  answers  the  claim  of  the 
plaintiffs  that  this  authority  is 
limited  to  control  over  power  and 
wavelengths  by  revievvdng  the 
origin  of  this  subsection. 

New  Radio  Uses 

This  interpretation  is  confirmed, 
the  decision  continues,  by  subdi- 

vision "g"  of  the  Act,  authorizing 
the  Commission  to  "study  new 
uses  for  radio,  provide  for  ex- 

perimental uses  of  frequencies  and 
generally  encourage  the  larger  and 
more  effective  use  of  radio  in  the 

public  interest." The  court  states:  "We  can  see 
no  reason  for  confining  the  last 
clause  to  scientific  or  engineering 
problems;  the  purpose  is  apparent 
to  give  the  Commission  power  to 
foster  the  industry  in  all  appro- 
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Represented   Nationally  by   Edw.   Petry  Co. 

priate  ways.  It  is  not  clear  that 
this  was  a  new  purpose;  but  if 
it  was,  it  infused  the  powers  al 
ready  granted  in  the  earlier  act, 
broadening  them  in  accord  with 
the  changed  outlook — the  power 

granted  under  subdivision  " 
among  the  rest  .  .  .  Even  if  Sec- 

tion 303  stood  alone,  we  should 

hold  that  subdivision  'i'  granted 
power  to  the  Commission  to  con 

sider  the  effect  upon  a  station's 
choice  of  programs  of  any  con- 

trols or  restrictions  exercised  by 

the  'network'." However,  the  court  states.  Sec- 
tion  303  does  not  stand  alone.  See 

tion  313,  providing  that  all  anti- 
monopoly  laws  shall  apply  to  radio 
communications,  also  provides  that 
whenever  "any  licensee  shall  be 
found  guilty  of  the  violations  of 
the  provisions  of  such  laws  or  any 
of  them,  the  court,  in  addition  to 
the  penalties  imposed  by  said  laws, 
may  .  .  .  decree  that  the  license  of 

such  licensee  ...  be  revoked." The  decision  also  cites  Section 

311,  which  "in  addition  to  for- 
bidding the  restoration  of  a  for- 

feited license"  authorizes  the  FCC 
to  refuse  to  grant  a  license  to  an 

applicant  "finally  adjudged  guilty" 
by  a  Federal  court  of  "attempting 
unlawfully  to  monopolize  radio 
communication  ...  or  to  have  been 

using  unfair  methods  of  competi- 

tion." 

Estoppel  of  Facts 
The  court  goes  on  to  state  that: 

"We  can  see  no  reason  to  sup- 

pose .  .  .  that  an  applicant's  viola- 
tion of  the  statutes  against  mono- 
poly and  unfair  competition,  as 

such  and  alone,  ever  disentitles 
him  to  a  license  .  .  .  we  construe 
this  clause  of  Section  311  as  going 
no  further  than  to  provide  the 
Commission  with  an  estoppel  as  to 
any  facts  which  a  court  may  have found. 

"Whatever  may  be  the  mysteries 

II 

le 

)1 

BELONGS  ON  YOUR  SCHEDULE 
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,  enveloping    an    adjudication  of 
j  'guilt'  under  the  anti-trust  laws 
,  which  make  that  issue  unfit  to  be 
entrusted  as  such  to  profane  hands, 
the   Commission  is  certainly  pe- 

culiarly competent  to  appraise  the 
effect   upon   broadcasting   of  re- 

strictive or  monopolistic  practices, 
jjand   is    as    competent   to  decide 
whether  an  applicant  is  likely  to 
engage  in  them  as  it  is  to  decide 
any  of  the  other  issues  which  come 
before  it." 

Commenting  on  the  challenge  of 
the  regulations  by  NBC  and  CBS 
because  the  rules  "lay  down  gen- 

eral conditions  for  the  grant  of 
licenses  instead  of  reserving  deci- 

sion until  the  issues  arise  upon 
an  application,"  the  court  states: 
Such   a   doctrine  would  go  far 

I  to    destroy   the  power   to  make 
any  regulations  at  all;   nor  can 

{ we  see  the  advantage  of  prevent- 
ing a  general  declaration  of  stand- 

j |ards  which,  applied  in  one  instance, 
would  in  any  event  become  a  prece- 

dent for  the  future." 
To  the  plaintiffs'  charge  that  the 

Commission  "did  not  really  find 
/that     the     forbidden  practices 
■worked  against  'public  interest,  con- 
.  venience  or  necessity',  but  that  it 
rested  upon  its  supposed  duty  to 

.  deny  the  applications  of  all  who 
proposed  to  use  their  licenses  in 
violation  of  the  anti-trust  laws," 

,  the  court  responds  that  "the  Com- 
mission did   not  base   its  action 

upon  that  theory"  but  "made  spe- 
cific findings  in  the  case  of  each 

regulation   that   the   contract  or 
the  control  which  it  forbade  was 
against  the  public  interest  because 
it   took  away   the  stations'  free 
choice  without  any  corresponding 
advantage  to  the  industry  as  a 
whole." 

Constitutional  Angle 

The  decision  also  denies  the  con- 
stitutional objections  that  the 

standard  set  by  Section  303  (pub- 
lic convenience,  interest  or  neces- 

sity) is  too  vague,  and  that  the 
lew  regulations  invade  the  privi- 

lege of  free  speech.  "It  is  enough 
if  the  delegated  power  be  so  de- 

fined that  a  clue  can  be  found  in 
it  for  dealing  with  the  several 

occasions  which  may  arise,"  the court  declares.  And  on  the  free 

speech  issue  it  states  that  "the 
regulations  ...  do  fetter  the  choice 
of  stations;  absolutely  free  choice 
would  include  the  privilege  of  de- 
iciding  that  they  preferred  the  op- 
iportunities  open  to  them  under  the 

WLW  Hearing  Dec.  9 

FURTHER  postponement  of  hear- 
ings in  the  application  of  WLW, 

Cincinnati,  for  an  increase  of 
power  was  granted  Nov.  18,  when 
the  FCC  changed  the  scheduled 
date  from  Nov.  26,  Thanksgiving 
Day,  to  Dec.  9.  WLW  has  asked 
permission  to  operate  with  500,000 
watts  until  local  sunset,  and  50,000 
watts  night,  using  the  transmitter 
of  experimental  station  W8X0 
[Broadcasting,  Oct.  26]. 

'networks'  contracts  to  those  which 
would  be  otherwise  available. 
"The  Commission  does  there- 

fore perhaps  coerce  their  choice 
and  their  freedom;  and  perhaps,  if 
the  public  interest  in  whose  name 
this  were  done  were  other  than  the 
interest  in  free  speech  itself,  we 
should  have  a  problem  under  the 
First  Amendment;  we  might  have 
to  say  whether  the  interest  pro- 

tected, however  vital,  could  stand 
against  constitutional  right.  But 
.  .  .  the  interests  which  the  regu- 

lations seek  to  protect  are  the 
very  interests  which  the  First 
Amendment  itself  protects,  i.e.  the 

interests,  first,  of  the  'listeners', 
next,  of  any  licensees  who  may  pre- 

fer to  be  freer  of  the  'networks' 
than  they  are,  and  last,  of  any 

future  competing  'networks'. Whether  or  not  the  conflict  between 
these  interests  and  those  of  the 
'networks'  and  their  'affiliates'  has 
been  properly  composed,  no  ques- 

tion of  free  speech  can  arise." 
Stay  Granted 

On  the  question  as  to  whether 
the  Commission's  findings  are  "so 
plainly  without  support  in  the  evi- 

dence as  to  be  'arbitrary  and  cap- 
ricious,' "  the  court  points  out  that 

"the  industry  at  large  holds  op- 
posing views",  with  NBC  and  CBS 

taking  one  side  and  Mutual  the 

other,  and  adds  that  "the  Commis- 
sion was  created  precisely  to  say 

how  far  it  was  best  to  let  things 
stand  and  how  far  to  intervene." 
The  decision  concludes:  "The 

complaints  will  be  dismissed;  and 
as  there  has  been  no  trial,  we  need 
make  no  findings.  As  before,  we 
will  grant  a  stay,  this  time  until 
Feb.  1,  1943,  or  until  argument  of 
the  appeal  in  the  Supreme  Court, 
whichever  is  earlier." 

NOTHING  TO  SELL 

But  Lathe  Maker  Buys  Time 

5000  WATTS 

AT  570  KC. 

The  Perfect  Comb'inafion 

-For  Donor  Series- 

time  devoted  to  blood  donation 

pleas. 

Edward  E.  Stokes,  president,  is 
heard  on  each  program  with  a 
personal  message  to  support  the 
blood  bank.  The  weekly  quota  for 
the  Cincinnati  district  has  been 
raised  from  1,000  to  1,800  pints. 
A  "Man  of  the  Week,"  selected 

for  outstanding  work  in  the  civil- 
ian war  program,  is  acclaimed  on 

each  program.  Each  week  a  repre- 
sentative piece  of  music  from  one 

of  the  Allied  nations  will  be  played 
by  Anton  Bilotti  and  his  string 
quintet  with  vocals  by  Elaine 
Bauer.  The  series  is  being  pro- 

duced by  Al  Bland,  WCKY  pro- 
duction manager  and  was  written 

by  Elmer  H.  Dressman.  Narrations 
are  by  Jack  Foster  and  William Dawes. 

CIVIC-MINDED  Cincinnati  lathe 
manufacturer,  Edward  E.  Stokes, 
with  nothing  to  sell,  buys  WCKY 
time  to  plug  American  Red  Cross 
blood  donor  service.  He  is  shown 
(left)  at  the  premiere  of  the  series 
last  week,  with  Al  Bland  (center), 
who  produces  the  program  and  El- 

mer H.  Dressman,  who  is  writing 
the  show  titled  Let  Freedom  Rmg. 

A  LATHE  manufacturer  with 
nothing  to  sell  the  public  at  this 
time  has  purchased  a  patriotic 
series  on  WCKY,  Cincinnati,  titled 
Let  Freedom  Ring,  to  stimulate 
donations  to  the  American  Red 
Cross  blood  donor  service.  Com- 

mercial announcements  on  the 
series,  sponsored  by  the  Sebastian 
Lathe  Co.,  Covington,  Ky.,  are  be- 

ing held  to  a  minimum  and  the 

Tomlinson  Honored 

FOR  "outstanding  achievement  in 
creating  good  neighborliness  and 
solidarity  through  the  western  hemi- 

sphere," Edward  Tomlinson,  BLUE 
authority  on  Latin  America,  will  re- 

ceive an  Award  of  Merit  Dec.  18  from 
the  City  Business  Club  of  Philadel- 

phia. The  award  is  presented  annually 
to  the  man  or  woman  who  has  con- 

tributed most  to  the  general  welfare  or 
cultural  uplift  of  the  nation^ 

FM  News  Letter  Dropped 
FM  Broadcasters  Inc.  announced  last 
week  that  it  is  discontinuing  its  weekly 
news  letter,  but  that  this  does  not 
mean  disbandment  of  the  organization 
whose  board,  headed  by  Walter  J. 
Damm,  W55M-WTM.J,  Milwaukee, 
will  continue  to  function.  The  news 
letter  has  been  written  by  Dick  Dor- ranee. 

CUSTOMERS 

are  people 

When  you  set  out  to  win  friends  and  influence 

people,  you  don't  do  all  your  talking  about  your- 
self .  .  .  you  show  some  interest  in  the  other  fellow. 

Customers  are  people  .  .  .  much  more  interested 

in  their  own  problems  than  in  yours. 

One  well  proven  way  to  keep  customers  and 

influence  prospects  is  to  take  their  minds  off  their 

troubles  —  entertain  them.  Give  your  customers 

something  they  value  —  radio  entertainment  —  to remember  you  by. 
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■THE 

TREASURY 

STAR  PARADE 

Foreword  by  William  A.  Bacherl 
Introduction  by 

Henry  Morgenthau,  Jr. 

THIS  is  a  collection  of  28 

masterpieces  of  today's  radio writing.  Produced  for  the  sale  of 
War  Bonds  and  Stamps,  these 
plays  present  an  amazing  picture 
of  the  fight  to  preserve  our  way 
of  life.  The  first  actors  of-  the 
land  have  played  them,  the  first 
writers  of  the  land  have  written 
them.  $2.50 

PLAYS  FOR 

AMERICANS 

By  ARCH  OBOLER 

THESE  thirteen  plays  are  im- 
portant war  documents  reflect- 

ing our  time,  but  they  are  not 
"war  plays".  They're  about 
people  at  home,  people  who  are 
proud  of  this  country.  The  scripts 
are  prepared  for  _  ,  ,.  ,  ,  , 

amateur  groups.  Published  by 
$2.50  FARRAR  & 

Both  available  RINEHART 
on  non-royalty  232  Madison  Ave. 
agreements.  New  York 

LINGO 

FOR  AM-FM 

Lingo  AM  and  FM 
radiators  are  creating 
new  performance 
records  throughout  the 
broadcasting  field.  Im- 

proved designs  and 
exclusive  features  are 
responsible  for  their 
high  efficiency,  unex- celled stability  and 
lov^  maintenance  cost. 

LOOK  TO  LINGO— 
tor  proven,  factual 
information  on  mod- ern antenna  aijetems. 

The  Other  Fellow's 
Viewpoint 

Advertising  Ethics 

EDITOR,  Broadcasting: 

I've  just  learned  that  my  radio station  and  all  the  hundreds  of 
other  non-netwoi'k  outlets  will  be 
off  the  air  by  next  spring.  No,  I 
didn't  learn  it  from  the  FCC,  the 
WPB  or  any  other  governmental 
agency.  I  learned  it  from  one  of 
my  advertisers  who  let  me  in  on 
our  biggest  problem  brought  on  by 
the  AFM  ban. 

Far  from  ethical,  one  of  the 
major  film  advertising  representa- 

tives has  hit  town  to  sign  up  my 
radio  accounts  for  screen  advertis- 

ing, all  because  I'll  be  off  the  air  in a  very  few  months.  Further,  to 
prove  his  point,  he  has  all  the  NAB 
material  regarding  the  local's  prob- 

lems due  to  the  music  ban.  And, 
go  to  think  of  it,  some  of  the  ma- 

terial can  be  used  to  an  advantage 
by  such  unscrupulous  beings. 
According  to  his  story,  backed 

by  the  same  NAB  material,  we 
indies  will  bite  the  dirt  because 
we  have  no  canned  music  to  stay 
on  with.  This,  of  course,  is  far  from 
the  truth.  Certainly  we'll  all  suffer until  some  relief  comes  from  the 

AFM  deadlock,  but  there's  always music  to  be  obtained  from  some 
source.  If  nothing  better,  we  can 
change  transcription  services  every 
so  often,  which  will  net  new  ar- 

rangements if  nothing  more. 
This  letter  is  written  to  your 

valuable  publication  with  the  hope 
that  it  will  put  other  station  oper- 

ators on  guard,  and  that  they  will 
inform  every  advertiser  of  the 
true  facts  regarding  the  recording 
situation.  The  tactics  used  in  La- 
Grange  may  be  brought  to  your 
town  tomorrow. 

EDWIN  MULLINAX, 
General  Manager,  WLAG, 
LaGrange,  Ga. 

Nov.  12. 

How  to  Use  Discs 

EDITOR,  Broadcasting: 
Martin  Codel  discussed  BBC 

transcription  use  in  BROADCASTING, 
Oct.  19.  Eight  days  later,  WRVA 
broadcast  a  full-hour  transcribed 
Navy  Day  show  portraying  "Fifth 
Naval  District  at  War."  Because 
land-lines    were    unavailable  in 

BIDDING  ADIEU  to  A.  D.  (Jess)  Willard  Jr.  (center)  on  his  departure 
last  week  to  take  over  the  managership  of  WBT,  Charlotte,  were  several 
hundred  radio,  business  and  advertising  men  of  Washington.  Party  at 
the  Carleton  Hotel  was  given  by  Earl  Gammons,  manager  of  the  CBS, 
Washington  office  (left)  shown  with  Mr.  Willard  and  with  Carl  J.  Burk- 
land,  formerly  of  WCCO,  Minneapolis,  and  recently  with  Radio  Sales  in 
New  York,  who  succeeds  Willard  at  the  helm  of  WJSV,  Washington. 

some  instances  and  because  antici- 
pated timing  was  impossible  in 

others,  transcribing  on-the-scene 
was  the  only  satisfactory  method 
of  getting  what  we  wanted. 

Discs  were  cut  on  various  days 
between  Oct.  16-27.  Some  bits  of  5 

to  7  minutes  required  a  full  day's work,  starting  at  5:30  a.m.  and 
ending  at  7  or  8  p.m.  The  result : 

1.  Fanfares  by  Naval  Air  Sta- 
tion Band  .  .  .  two-announcer  open- 
ing .  .  .  Anchors  Aweigh  .  .  . 

Marines  Hymn  .  .  .  Semper  Par- 
atus.  2.  Rear  Admiral  Simons.  3. 
Navy  Seabees  landing  operation 
.  .  .  establishing  beachheads  etc.  4. 
Naval  Training  Station  Band, 
Stars  and  Stripes  Forever.  5.  Navy 
Yard,  Portsmouth,  at  building 
ways.  6.  Coast  Guard  Vessel,  one- 
hour  out  from  Hampton  Roads.  7. 
Naval  Hospital,  Portsmouth,  York- 
town  survivors  interview.  8.  Naval 
Training  School,  Hampton  Insti- 

tute, Negro  seamen  training.  9. 
Seabees  landing,  Part  Two,  estab- 

lishing gun  positions.  10.  Elizabeth 
City,  N.  C,  in  cabin  of  blimp  re- 

turning from  anti-submarine  pa- 
trol. 11.  Richmond — swearing  in 

of  Navy  Day  recruits. 
Music  by  Air  Station  and  Train- 

ing Station  Bands  from  Norfolk 
was  interspersed. 

IRVIN  G.  ABELOFF, 
Program  Service  Manager, 
WRVA,  Richmond. 

DISCS  FOR  HOLIDAYS 

OCIA  Sending  Disc  Greetings 
 To  Latin  Nations  

CHRISTMAS  MUSIC  will  be  dis 
tributed  in  two  half-hour  tran 
scriptions  to  over  100  Latin  Amer^ 
ican  stations  early  in  December 
through  the  Office  of  the  Coordi- 

nator of  Inter-American  Affairs. 
Leading    artists    and  musical 

groups  have  donated  their  services 
in  the  preparation  of  the  records, 
titled  Feliz  Navidad  and  FeliceS' 
Pascuas.  Bing  Crosby,  Vivian  dellai 

Chiesa  and  Dr.  Frank  Black's  Sym phony  Orchestra  are  among  those, 
heard  on  the  programs,  which  in 
elude  sacred  music  as  well  as  Holi 
day  tunes  in  a  lighter  vein.  Thej 
season's  greetings  in  Spanish  are 
presented    by    Crosby    and  Miss 
della  Chiesa  in  behalf  of  all  North 
American  artists. 
The  OCIA  is  sending  another 

program  to  Latin  America  forj 
broadcasting  during  the  Christmas 
season — a  Spanish  adaptation  of| 

the  morality  play,  "Everyman". 

Nc 13. 

TED  HODGE,  son  of  Mrs.  Gladys 
Hodge,  women's  commentator  of 
G.JOR,  Vancouver,  was  killed  recently 
in  an  airplane  explosion  while  serving 
with  the  Royal  Canadian  Air  Force. 

Radio  Executives  Club 

Hears  Vandercook  Talk 

BASED  on  the  premise  that  a  clear 
understanding  of  the  nature  of  the 
terrain  on  which  a  battle  is  fought 
is  vital  to  comprehension  of  the 
present  conflict  in  the  Solomons 
and  New  Guinea,  John  W.  Vander- 

cook, news  commentator  on  NBC 

and  BLUE,  gave  a  "travelog"  talk on  those  areas  last  Wednesday  at 
the  luncheon  meeting  of  the  Radio 
Executives  Club  of  New  York. 

Out-of-town  guests  at  the  meet- 
ing, held  in  the  Cafe  Loyale,  in- cluded: Sherman  Marshall,  WOLF, 

Syracuse;  Major  Edward  A. 
Davies,  WIP,  Philadelphia;  John 
Toothill,  Burn-Smith,  Chicago; 
Loren  Stone,  KIRO,  Seattle;  Ben 
Baylor,  WMAL,  Washington,  and 
Robert  Van  Clevel,  WKNY,  Kings- 

ton, N.  Y. 

Get  the  facts  Irom  WOl- WASHINGTON,  D.  C. 
AKiliatcd  with  MUTUAL  BROADCASTING  SYSTEM 
National  Reprcsentalivei: 
SPOT  SALES,  I 

Presto  Signs  Stipulation 
PRESTO  RECORDING  Corp.,  242 
W.  55th  St.,  New  York,  has  stipulated 
with  the  Federal  Trade  Commission 
to  cease  representing  that  the  bases 
of  the  discs  are  composed  of  plate 
glass,  the  FTC  announced  Nov.  21. 

LINGO 

VERTICAL^^jjJ 

JOHN  E.  UNCO  &  SON,  INC.,  CAMDEN,  N.  J. 
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AGENCY 

yn'ppainttnefCh 
KOLYNOS  Co.,  New  Haven,  Conn.,  to 
Compton  Adv.,  New  York,  to  handle  its 
new  toothpowder.  No  radio  plans  have 
yet  been  announced. 
CREST  OIL  Co.,  Cincinnati  (gasoline),  to 
Keelor  &  Stites  Co.,  Cincinnati. 
HENRY  KELLY  IMPORTING  &  Distrib. 
Co.,  New  York  (Old  Dutch  Brand  Wines), 
to  Walter  W.  Wiley  Adv.,  New  York.  Ra- 

dio will  be  used  later,  in  conjunction  with 
newspapers  and  magazines. 
GEORGE  EHRET  BREWERY,  Brooklyn, 
to   Jones   &   Brakeley,   New  York,   for  a 
special  campaign.  No  radio  for  the  present. 
CERTIFIED  EXTRACTS,   New   York,  to 
Duane  Jones  Co.,  New  York,  for  Cakex, 
and  other  products.  Media  plans  not  set. 
HUMPHREYS     HOMEOPATHIC  MEDI- 

CINE Co.,  New  York  (ointment),  to  Erwin, 
Wasey  &  Co.,  New  York. 
SAL-FA  YNE    CORP.,    Dayton  (headache 
capsules),  to  Ankeney  Adv.  Agency,  Day- ton. 
FLORIDA  CITRUS  EXCHANGE,  Tampa, 
to  W.  W.  Garrison  &  Co.,  Chicago. 
Popular  Science  Monthly,  New  York,  to 
Joseph  Katz  Co.,  New  York. 
BARCLAY  TISSUE  CORP.,  New  York, 
(facial  tissue),  to  Grey  Adv.  Agency,  New York. 

Blue  Refuses  to  Cancel  Jimmy  Fidler 

As  Studio  Bars  Its  Talent  From  Network 

IN  THE  NAVY  now  as  an  ensign 
is  John  W.  Nelson  (right),  radio 
director  of  Raymond  R.  Morgan 
Co.,  Hollywood  advertising  agency. 
He  was  sworn  in  by  Lt.  John 
Canady  (left),  of  the  Naval  Re- 

serve, former  Los  Angeles  free- 
lance sports  announcer. 

Radio  Stars  in  Films 
GINNY  SIMMS,  Hollywood  mistress 
of  ceremonies  on  the  weekly  NBC 
Johnny  Presents  Ginn.y  Simms,  spon- 

sored by  Philip  Morris  &  Co.  (cigar- 
ettes, tobacco),  has  been  signed  for 

the  feminine  lead  in  the  Universal 
film,  "Oh,  Doctor",  featuring  also Bud  Abbott  and  Lou  Costello,  starred 
on  the  weekly  half-hour  show  bearing 
their  names  sponsored  on  NBC  by 
R.  J.  Reynolds  Tobacco  Co.  (Camels). 
Bill  Walker,  NBC  announcer  has  a 
similar  role  in  the  Universal  film, 
"We"ve  Never  Been  Licked". 

BOOST 

YOUR 

SALES 

DESPITE  the  ban  issued  by  20th 
Century-Fox  Film  Corp.  forbid- 

ding radio  appearance  of  its  con- 
tract players  and  stars  on  NBC 

and  BLUE  sponsored  programs  be- 
cause of  an  alleged  remark  by  Jim- 

mie  Fidler,  Hollywood  BLUE  com- 
mentator, Don  E.  Oilman,  western 

division  vice-president  of  the  latter 
network,  on  Nov.  16  stated  the 
commentary  will  continue. 

Ban  followed  reference  by  Fid- 
ler during  the  Sept.  20  broadcast 

of  his  weekly  quarter-hour  chatter 
program,  sponsored  by  Carter 
Products  (Arrid),  to  Gene  Tierney, 
20th  Century-Fox  player,  as  smok- 

ing a  cigar.  Remark,  according  to 
Fidler,  although  allegedly  based  on 
fact,  had  been  intended  as  a  gag, 
but  was  taken  otherwise  by  film 
studio  executives  who  declared  that 
more  than  400  protest  letters  from 
fans  followed  the  broadcast. 

Issued  by  Goetz 
Ultimatum,  issued  by  William 

Goetz,  vice-president,  20th  Century- 
Fox,  embraces  both  NBC  and 
BLUE,  and  will  remain  in  force 
until  "something  is  done  about  the 
Fidler  incident",  it  was  said.  NBC 
executives  declared  the  ruling  un- 

fair, inasmuch  as  Fidler's  program 
is  sponsored  on  BLUE  stations.  It 
was  indicated  that  little  less  than 
cancellation  of  the  Fidler  commen- 

tary would  be  considered  satisfac- 
tory appeasement.  This  Mr.  Gil- 

man  refused  to  sanction. 

"Only  BLUE  officials  can  deter- 
mine who  will  or  will  not  appear 

on  the  network",  Mr.  Oilman  said. 
"Naturally  we  should  not  be  in- 

fluenced by  biased  opinions  of 
others.  We  have  always  protected 
the  motion  picture  industry  inter- 

ests and  will  continue  that  policy, 
but  no  one  outside  our  own  busi- 

ness can  dictate  programs  or  per- 
sonalities on  the  BLUE  network." 

Stating  that  the  network  has  the 
right  to  cancel  any  program  under 
provisions  of  a  "nuisance"  clause, 
he  declared  there  was  no  ground 
for  such  action  against  Fidler. 

Sidney  N.  Strotz,  western  divi- 
sion vice-president  of  NBC  Holly- 

HOK-HP5K 
640  Kc.  6,003  Kc. 

wood,  was  in  San  Francisco  at 
press  time  and  no  official  statement 
was  forthcoming. 

Strained  relations  between  the 
film  studio  and  networks  were  first 
revealed  when  Martin  Gosch,  pro- 

ducer of  the  weekly  NBC  Abbott  & 
Costello  Show  sponsored  by  R.  J. 
Reynolds  Tobacco  Co.,  got  a  turn- 

down in  attempting  to  book  either 
Miss  Tierney  or  Linda  Darnell  for 

a  guest  spot  on  the  Nov.  12  broad- 
cast. Film  studio  refused  the  re- 
quest, serving  notice  at  that  time 

that  players  would  not  be  available 
for  shows  on  the  network.  As  a  re- 

sult, Wm.  Esty  &  Co.,  agency  ser- 
vicing the  account,  protested  the 

talent  freeze  to  NBC.  It  is  also  un- 
derstood that  request  for  Betty 

Grable  on  the  NBC  Jack  Benny 
Show,  sponsored  by  General  Foods 
Corp.  (Grape  Nuts  Flakes),  met 
with  a  similar  refusal. 

ADAPTED  FROM  RADIO 

Stage  Offered  Air  Technique 
 For  Play  Tryouts  

AN  UNUSUAL  plan  employing 
radio  technique  in  trying  out  plays 
for  Broadway  managers,  picture 
companies  and  playwrights  has 
been  evolved  by  Fritz  Blocki,  radio 
writer-director  of  Benton  &  Bowles, 
New  York. 

Any  theatrical  manager  or  play- 
wright interested  in  testing  the 

probable  success  of  a  play  may 
submit  it  to  Mr.  Blocki,  who  will 

arrange  for  an  "Audition-Preview" of  the  script  in  a  radio  studie  with 
a  pre-rehearsed  cast  enacting  the 
play,  complete  with  sound  effects and  music.  In  this  way,  a  producer 
can  hear  the  play  without  seeing 
the  cast  until  the  audition  is  over, 
and  can  judge  its  merit  through 
the  plot  and  words  alone. 

According  to  Mr.  Blocki,  these 
audition-previews  can  be  staged 
at  a  fraction  of  the  cost  of  out-of- 
town  tryouts,  made  doubly  difficult 
now  by  transportation  difficulties. 
The  method  will  also  serve  to  bring 
new  people  to  the  attention  of 
Broadway  managers,  including 
leading  radio  actors  who  might  be 
interested  in  stage  careers. 

Benny  to  New  York 
LONG-DELAYED  eastern  tour  of 
Jack  Benny's  NBC  program  gets  un- der way  this  week,  with  broadcasts 
scheduled  from  Radio  City,  New  York, 
and  from  service  camps  across  the 
Continent  on  the  way  back  to  Holly- 

wood. The  Benny  program,  originally 
scheduled  to  open  in  New  York  Oct. 
4,  has  been  broadcast  out  of  Holly- wood, due  to  the  necessity  for  retakes 
on  Benny's  new  film,  "George  Wash- 

ington Slept  Here".  General  Foods 
Corp.,  New  York,  sponsors  the  pro- 

gram for  Grape  Nuts  Flakes. 

MAJ.  GEORGE  FIELDING  ELIOT, 
CBS  commentator  and  military  ex- 

pert, and  .Tune  Hynd,  formerly  as- 
sistant to  Margaret  Cuthbert  in  the 

NBC  Women's  Division,  have  an- nounced their  engagement.  They  will 
be  married  New  Year's  Day.  Mrs. Hynd  is  now  with  Kellogg  Service, 
New  York. 

THE  MOST  INTIMATE 

AND  EFFECTIVE  SALES 

APPROACH  TO  AMERI- 
CA'S LARGEST  MARKET. 

FOR  OFFENSE  •  FOR  DEFENSE 
BUY  as.  BONDS  TODAY 

''We  have  found  these 

programs  admirably 

adapted  to  our 

schedule/'  wmva 

•  If  you  have  not  yet  scheduled 
the  ASCAP  Radio  Program  Serv- 

ice, do  so  at  once.  You  will  find 
these  programs  a  real  help  in 
changing  music  costs  into  music 
profits.  It  is  without  cost  to  any 
ASCAP-licensed  station. 

ASCAP 

Radio  Program  Service 
30  Rockefeller  Plaza    •    New  York 

WCHS 

CHARLESTON,  W.  VA. 

5,000  ON  580 

CBS  AFFILIATE 

Columbia's  Station  for  the 

SOUTHWEST 

KFH 

WICHITA 

KANSAS 

Call  Any  Edward  Petry  Office 

Advertise  over  Central  America  s  ?^ 
most  modern  stations 

/ 90^0  00 

AMeRICAMS 
OF  THE  CANAL  ZONE 

BUr  AMERICAN 
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

 NOVEMBER  14  TO  NOVEMBER  20  INCLUSIVE  

Decisions  .  .  . 
NOVEMBER  16 

WALB,  Albany — On  Commission  motion, 
continued  consolidated  hearing  from  Nov. 
19  to  Dec.  15,  on  applications  for  renewal 
and  voluntary  assignment  of  license  and 
CP  to   change  frequency. 
Granted  renewal  of  license  until  Feb. 

1,    1943:   KGEK   KPHO   KYSM  WJNO. 
Granted  renewal  of  license  until  April 

1.  1943:  KFBC  KMAC  KOVO  KPFA 
WPAX  WRAL. 

Granted  renewal  of  license  until  June 
1.  1943:  KAND  KVOX  KWIM  WFIG 
WFHR. 

Granted  renewal  of  license  until  Aug. 
1,    1944:    KFPY  KSWO. 

Granted  renewal  of  license  until  Oct.  1, 
1944:  WHBI. 
Granted  renewal  of  license  beginning 

Dec.  1,  1942  and  ending  Oct.  1,  1943: 
WNAB. 
Granted  renewal  of  license  beginning 

Dec.  1,  1942  and  ending  Dec.  1,  1943: 
KTBI. 
Granted  renewal  of  license  beginning 

Dec.  1,  1942  and  ending  Oct.  1,  1943: 
WWDC 

Granted  renewal  of  license  until  April 
1,    1943:    KFXM  WBIR. 

NOVEMBER  17 
KFDM,  Beaumont,  Tex.— Granted  CP  to install  new  transmitter. 
KLRA,  Little  Rock — Granted  extension 

of  special  service  authorization  until  expi- ration date  of  CP,  Mar.  13,  1943. 
WFIL,  Phladelphia  —  Granted  dismissal 

without  prejudice  application  for  CP  for 
new  transmitter  and  increased  power. 
WEW,  St.  Louis — Denied  special  service 

authorization  to  increase  operating  hours 
from  daytime  to  unlimited. 
WERC,  Erie,  Pa. — Designated  for  hear- 

ing application  for  license  modification  to 
change  frequency  from  1490  to  1330  kc, 
and  reduce  nighttime  power  to  100  w., 
unlimited. 

NOVEMBER  18 
WLW,  Cincinnati — Granted  motion  to 

continue  hearing  from  Nov.  26  to  Dec.  9, 
in  re  modification  of  license  to  operate 
with  BOO  kw,  N. 
KVOE,  Santa  Ana,  Cal. — Granted  motion 

for  postponement  of  hearing  on  applica- tion for  CP,  and  granted  petition  for  order 
to  take  depositions. 
WMIS,  Natchez;  WGRM,  Greenwood, 

Miss. — Denied  motion  for  continuance  of 
hearing  now  set  for  Dec.  9. 

K5IL,  St.  Louis — Denied  motion  for  con- tinuance of  hearing ;  granted  dismissal 
without  prejudice  of  application. 
KWFT,  Wichita  Falls,  Tex.— Granted dismissal  without  prejudice  application  for 

modification  of  license. 
NEW,  Olympic  Radio  Co.,  Hoquiam, 

Wash. — Granted  dismissal  without  preju- dice application  for  CP. 
NEW,  Ludington  Broadcasting  Co.,  Lud- 

ington,  Mich. — Granted  dismissal  without 
prejudice  application  for  CP. 
NEW,  Hughes  Productions  Div.,  of 

Hughes  Tool  Co.,  Los  Angeles — Granted continuance  of  hearings  set  for  Dec.  7  to 
May  7,  1943,  on  application  for  new  tele- vision stations  in  Los  Angeles  and  San 
Mateo  Co.,  Cal. 
WDAF,  Kansas  City,  Mo. — Dismissed 

without  prejudice  petition  for  leave  to  in- 
tervene and  enlarge  issues  in  application 

of  KOBH  for  CP. 

Applications  .  .  . 
NOVEMBER  17 

WGAR,   Cleveland— Amend    CP    for  in- 
creased power  to  request  move  of  trans- 
mitter    to     Broadview    Heights  Village, 

Ohio. 
KTHS,     Hot    Springs     National  Park, 

Ark. — Extension  special  service  authoriza- 
tion to  operate  unlimited  time  (simul- 

taneous with  WBAL)  with  power  1  kw. 
N,  10  kw.  D,  for  period  ending  April  1, 
1944    (1090  kc.) 

NOVEMBER  18 
WATR,  Waterbury — Resubmitted  volun- 

tary assignment  of  license  from  The 
WATR  Co.,   Inc.,   to   Harold  Thomas. 
W9XZV,  Chicago — For  renewal  of  tele- vision broadcast  station. 

NOVEMBER  20 
WABI,  Bangor,  Me.— Modification  of  CP tor  transmitter. 
WOOD,  Grand  Rapids,  Mich. — License  to cover  CP. 

Tentative  Calendar  .  .  . 

WFAS,  White  Plains,  N.  Y.— Further hearing  on  modification  of  license  to  250 
w,  unlimited,  on  1230  kc.  (Nov.  25). 

CBC  Political  Spots 
REGULATIONS  covering  the  use 
of  spot  broadcasts  of  recorded  po- 

litical speeches  will  be  considered 
at  the  forthcoming  meeting  of  the 
board  of  governors  of  the  Canad- 

ian Broadcasting  Corp.  at  Otta- 
wa Nov.  30,  it  was  announced  at 

Ottawa  by  Dr.  S.  J.  Thomson,  CBC 
general  manager.  Broadcasts  of 
political  speeches  over  networks 
are  prohibited  by  the  CBC  except 
by  recognized  political  parties  at 
election  time,  but  the  use  of  re- 

corded speeches  by  different  sta- 
tions at  varying  or  staggered  times 

has  received  the  consideration  by 
CBC  officials  since  it  was  used  re- 

cently in  Quebec  Province  by  Max- 
ime  Raymond,  leader  of  a  new 
Bloc  Populaire  party. 

Ham  Agency  Suspends 
MASON  L.  HAM,  owner  of  the 
Boston  advertising  agency  oper- 

ating under  that  name,  has  been 
commissioned  a  lieutenant  in  the 
Naval  Reserve.  Effective  Nov.  23, 
his  staff  joins  Harold  Cabot  & 
Co.  Inc.,  which  will  service  the 
Ham  accounts  during  Mr.  Ham's absence. 

DON  WILSON,  Hollywood  announcer 
on  the  weekly  NBC  Jack  Benny  Show, 
sponsored  by  General  Foods  Corp. 
(Grape  Nuts  Flakes),  has  been  signed 
for  a  spot  in  the  Warner  Bros,  film, 
"Thank  Your  Lucky  Stars".  Betty 
Garde,  featured  on  the  weekly  NBC 
Abie's  Irish  Rose,  sponsored  by 
Procter  &  Gamble  Co.  (Drene),  has 
a  part  in  the  MGM  film  version  of 
"G-String  Murder". 

FTC  Headache  Cases 

EXTENSIONS  until  Dec.  9  were 

given  by  the  Federal  Trade  Com- mission last  week  to  Stanback  Co., 

Salisbury,  N.  C.  (Stanback  Head- 
ache Powder)  and  Capudine  Chemi- 
cal Co.,  Raleigh  (Hick's  Liquid 

Capudine),  remaining  two  of  six 
headache  powder  and  medicinal 
remedy  firms  charged  with  mis- 

leading advertising  [Broadcast- 
ing, Oct.  26].  Two  firms  had  al- 

ready filed  denials  of  the  charges, 
and  two  others  had  previously  been 
granted  extensions  until  Dec.  9 
[Broadcasting,  Nov.  9,  16]. 

FCC  Will  Investigate 

RCAC  License  Renewals 

HEARINGS  have  been  ordered  by 
the  FCC  on  renewal  licenses  of 

RCA  Communication  Inc.'s  point- to-point  radiotelegraph  stations  at 
New  York  City,  Rocky  Point,  N.  Y., 
New  Brunswick,  N.  J.,  Tuckerton, 
N.  J.,  Marion,  Miss.,  Bolinas,  Cal., 
and  San  Juan,  Puerto  Rico,  and  of 
its  point-to-point  telephone  and 
telegraph  stations  at  Kahuku,  Ha- waii. 

Reason  for  the  hearings,  the  FCC 
stated,  rests  primarily  on  the  de- 

sire of  the  FCC  to  determine 
whether  RCAC  "has  entered  into 
any  contracts  or  agreements  which 
have  the  effect  of  preventing  the 
establishment  by  other  American 
carriers  of  international  parallel 
communications  circuits,  and 
whether  these  contracts  or  agree- 
mests  would  result  in  undue  pref- 

erence to  RCAC  or  undue  preju- 
dice to  other  American  carriers. 

"The  hearings,"  the  FCC  an- 
nouncement of  Nov.  20  added,  "are also  expected  to  reveal  whether  any 

of  the  outstanding  contracts  or 
agreements  entex'ed  into  by  RCAC 
have  the  effect  of  hampering  or  de- 

laying the  institution  of  additional 
channels  of  communication  desira- 

ble for  the  successful  conduct  of 

the  war." WHKY,  Hickory,  N.  C,  has  appointed 
Howard  H.  Wilson  Co.,  Chicago,  as 
national  representatives. 

Network  K^ccovnls 
All  time  Eastern  Wartime  unless  Indicated 

New  Business 
METRO-GOLDWYN-MAYER  Corp.,  New 
York  (motion  pictures),  on  Nov.  30 
starts  The  Lion's  Roar  on  54  BLUE  sta- tions, Mon.  thru  Fri..  7-7:05  p.m.  Agency: 
Donahue  &  Coe,  N.  Y. 
GILLETTE  SAFETY  Razor  Corp.,  Bos- 

ton, on  Fri.,  Dec.  11,  10  p.m.,  will  spon- 
sor the  Tami  Mauriello-Lou  Nova  bout 

on  207  MBS  stations,  and  on  Friday,  No- 
vember 27,  will  sponsor  Jimmy  Bivins  vs. 

Lee  Savold  on  207  MBS  stations.  Agency: 
Maxon  Inc.,  New  York. 
CALAVO  GROWERS  of  California,  Los 
Angeles  (avocados),  on  Dec.  1  starts  for 
13  weeks  particir>ation  in  Breakfast  at 
Sardi's  on  13  BLUE  Pacific  stations,  Tues., 
Thurs.,  9:30-10  a.m.  (PWT).  Agency:  J. 
Walter  Thompson  Co.,  Los  Angeles. 
GILLETTE  SAFETY  RAZOR  Corp..  Bos- 

ton, on  Jan.  1,  3:15  p.m.,  will  sponsor 
Sugar  Bowl  football  game  on  between  90 
and  130  BLUE  stations.  Agency:  Maxon Inc..  N.  Y. 

Renewal  Accounts 
SKELLY  OIL  Co.,  Kansas  City  (petro- 

leum products),  on  Dec.  14  renews 
quarter-hour  news  program,  8-8:15  a.m., Mon.  thru  Fri.  on  21  NBC  stations.  On 
that  date  Alex  Dreier  returns  as  regular 
commentator,  replacing  Clifton  Utley. 
Agency  is  Henri,  Hurst  &  McDonald,  Chi- cago. 
CONTINENTAL  BAKING  Co.,  New  York 
(Wonder  Bread,  Hostess  Cake),  on  Nov.  30 
renews  Bachelors  Children  on  45  CBS  sta- 

tions, Mon.  thru  Fri.,  10:45-11  a.m. 
(reb.,  3:45-4  p.m.).  Agency:  Ted  Bates Inc.,  N.  Y. 
COCA  COLA  Co.,  Atlanta,  on  Nov.  29  re- news Pause  That  Refreshes  on  the  Air,  on 
117  CBS  stations.  Sun.,  4:30-5  p.m. 
Agency:  D'Arcy  Adv.,  N.  Y. 

NAB  Retail  Committee 

Adds  New  Members 

In  Expansion  of  Project 
NAB's  retail  promotion  committee 
has  been  enlarged  in  order  that  all 
parts  of  the  industry  may  be  rep- 

resented and  to  provide  wider  geo- 
graphical representation,  it  was  an- nounced Friday  by  Paul  Morency, 

WTIC,  Hartford,  chairman.  New 
members  are:  Robert  E.  Bausman, 
WISH,  Indianapolis,  Ind.;  Gene  L. 
Cagle.  Texas  State  Network;  Ken- 

neth K.  Hackathorn,  WHK-WCLE, Cleveland;  C.  L.  McCarthy,  KQW, 
San  Jose,  Cal.;  Oliver  Runchey, 
KOL,  Seattle. 

The  original  members,  in  addi- 
tion to  Chairman  Morency,  who 

will  continue  to  serve  are:  Dietrich 
Dirks,  KTRI,  Sioux  City;  William 
C.  Gillespie,  KTUL,  Tulsa;  Sher- 

man D.  Gregory,  WEAF.  New 
York:  Arthur  Hull  Hayes,  WABC, 
New  York;  Walter  Johnson,  WTIC, 
Hartford;  John  M.  Outler  Jr., 
WSB,  Atlanta;  Sheldon  R.  Coons, 
director  of  the  proposed  retail  store survey. 

NAB  reports  an  encouraging  re- 
sponse to  its  proposed  retail  promo- 

tion survey  [Broadcasting,  Nov. 
2].  It  reported  last  week  that  123 
stations  had  pledged  support.  The 
fund-raising  campaign  will  be  re- 

viewed at  the  next  meeting  of  the 
full  committee  scheduled  in  Chi- 

cago Nov.  30,  coincident  with  the 
meeting  of  the  9th  District. 

WITH  shortage  of  store  personnel 
and  merchandise,  as  well  as  to  allevi- 

ate the  transportation  problem.  Down- 
town Business  Men's  Assn.,  Los  An- 
geles, emphasizing  early  Christmas 

shopping,  currently  is  using  an  aver- age of  25  spot  announcements  weekly 
on  seven  local  area  stations — KFI KECA  KNX  KHJ  KFWB  KMPC 
KFAC.  Mays  &  Bennett  Adv.,  Los 
Angeles,  has  the  account. 

ON  THt,l*!*,7^nN£ 

COI More  than  20  years  of  service  records 
prove  that  the  Lapp  curved-side 
compression  cone  of  electrical  por- 

celain meets  every  operating  require- 
ment. It  affords  double  the  strength 

of  an  ordinary  straight-side  cone, 
assuring  the  maximum  in  security  and  permanence.  Finally, 
each  insulator,  before  shipment,  is  tested  by  loading  to  50% 
more  than  maximum  design  load.  Most  radio  engineers  know 
they've  covered  the  insulator  question  adequately  when  they 
say  to  their  tower  manufacturer,  "Use  Lapp  Insulators." Lapp  Insulator  Co.,  Inc.,  LeRoy,  N.  Y. 

FOR  SECURITY  IN  M 

ANTENNA  STRUCTURE  INSULATORS 
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Situations  Wanted,  10c  per  word.  Help  Wanted  and  otiier  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  week  preceding  issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, Washington,  D.  C. 

Help  Wanted 

I  Wanted  By  Mid  West  Station — Operator 
with  first  class  license  to  be  chief  engi- 

ii  neer.  Local  draft  board  advises  this  rea- 
son for  deferment.  Good  pay,  good  work- 
ing conditions.  State  salary.  Box  60, 

BROADCASTING. 

Announcer — With  good  selling  voice  who 
can  also  aid  in  copy  writing.  Good  propo- 

sition for  the  right  man.  Send  full  de- 
tails, WHBL,  Sheboygan,  Wisconsin. 

SOUND  EFFECTS  MEN  —  Experienced, 
sound  technicians  for  Midwest  network 
originating  station.  Outline  qualifications, 
draft  status,  salary.  References.  Box  59, 
BROADCASTING. 

I  Draft  Exempt  Chief  Engineer-Announcer — 
Good  wages,  ideal  surroundings,  non  de- 

fense area.  WAIM,  Anderson,  South 
Carolina. 

If  You  Are  A  Top-Notch  Announcer — In search  of  a  permanent  position  with  a 
progressive  5,000  watt  network  station, 
rush  your  qualifications,  draft  status, 
age,  and  availability  to  Box  52,  BROAD- CASTING. 

Salesman — For  Washington,  D.  C.  radio 
station.  Salary  and  commission.  State  ex- 

perience, reference,  when  available  and 
draft  status.  Box  51,  BROADCASTING. 

First  Class  Operator — Announcing  helpful. 
Chief  engineer's  position.  250-watt  local. Position  now  open.  Non-defense  area. 
WLAG,  LaGrange,  Georgia. 

TWO  ANNOUNCERS  AND  ONE  SALES- 
MAN— One  announcer  for  commercials, 

news  etc.,  the  other  for  play  by  play  of 
sports,  with  heavy  basketball  schedule. 
The  Salesman  will  be  given  accounts  now 
on  in  addition  to  live  prospect  list.  An- 

nouncers on  straight  salary.  Salesman 
on  salary  and  commission,  or  commis- 

sion and  drawing  account.  Please  give 
complete  details  first  letter.  Jack  Falvey, 
KBIZ,  Ottumwa,  Iowa. 

Excellent  Positions — Open  for  first,  second 
and  third  class  engineers;  production 
men;  junior  and  senior  announcers;  news 
editors ;  station  executives;  time  sales- 

men; radio  telephone  and  telegraph  oper- 
ators. Wilson  Employment  Service,  Inc., 

Union  Commerce  Building,  Cleveland, 
Ohio. 

Experienced  Time  Salesman — Midwest  re- 
gional CBS  affiliate.  Excellent  opportun- 

ity. Contact  W.  J.  Rothschild,  Station 
WTAD,  Quincy,  Illinois. 

ANNOUNCER— Good  salary,  talent  oppor- tunities. Send  audition  transcription  and 
details.  WJTN,  Jamestown,  N.  Y. 

First  or  Second  Class  Operator — Permanent 
position  for  draft-exempt  sober  man  or 
woman.  State  experience  and  references. 
Radio  Station  KLO,  Ogden,  Utah. 

ENGINEERS— Both  transmitter  and  con- 
trol for  midwest  5  KW  network  station. 

State  education,  experience,  draft  status, 
expected  salary  (open),  and  send  photo- 

graph. Box  56,  BROADCASTING. 

Combination    Announcer-Operator  Wanted 
— Excellent  announcer  with  first  class 
operator's  license.  Must  be  qualified newscaster.  Submit  transcription  of 
newscast  and  commercials  with  appli- 

cation. KSEI,  Pocatello,  Idaho. 

WESTERN  STATION  WANTS  —  Experi- 
enced combination  operator-announcer 

who  can  read  news  and  write  copy.  Send 
qualifications,  snap-shot  and  recording 
of  voice,  reading  news  and  commercial 
copy.  Fly-by-nights  please  don't  apply. Desire  person  who  wants  permanent  po- 

sition.  Box  55,  BROADCASTING. 

Situations  Wanted 

PROGRAM  MANAGER  —  Extensive  War 
Radio  Background — Young  lady  holding 
nationally  important  executive  radio  po- 

sition would  like  change.  Seven  years' network  experience.  Prefer  Southeastern 
Station.  Box  61,  BROADCASTING. 

STATION  OR  COMMERCIAL  MANAGER 
— Successful  background  with  large  East- ern Station  for  twelve  years.  Box  54, 
BROADCASTING. 

BUSINESS  -  COMMERCIAL  MANAGER— 
38,  married,  deferred.  Excellent  refer- ences, successful  record  managing  two 
southern  stations.  Employed,  good  sales- 

man, announcer.  10  years'  experience. Christian,  hard  worker.  Available  two weeks.  Prefer  east  or  south.  Box  53, 
BROADCASTING. 

SALES  MANAGER— 33,  married,  family. 
Eight  years  present  position.  Interested 
only  permanent  position — better  market with  reputable  organization  either  large 
station  sales  or  local  station  manage- 

ment. Prefer  East.  Box  50,  BROAD- 
CASTING. 

HAS  NEW  ENGLAND  AGENCY  OR  RA- 
DIO NETWORK— Opportunity  for  young 

(3-A  family)  man?  Ten  years'  copy  and promotion  experience  with  Newspaper, 
Radio,  Department  Store  and  Agency. 
Now  earning  $4,000  commission  as  sales- 
promotion  manager  in  competitive,  local 
radio  market  .  .  .  but  seeks  chance  to 
"grow"  under  friendly,  progressive  man- agement. Box  49,  BROADCASTING. 

NEED  A  MANAGER  FOR  THE  DURA- 
TION?— Radio  executive,  nine  years' wide  experience,  now  employed,  with  ex- 
cellent background  and  references.  Avail- able for  best  opportunity  anywhere  in 

the  U.  S.  Box  62,  BROADCASTING. 

Announcer — 23,  College  graduate,  4-F.  Two 
years'  experience — network  affiliate  and independent  stations.  Handled  News, 
name  bands,  special  events,  production, 
acting.  Desire  position  in  or  near  San 
Francisco,  Chicago,  or  New  York.  Con- sider others.  State  Maximum  starting 
salary.  Box  57,  BROADCASTING. 

Wanted  to  Buy 

WILL  INVEST— In  minority  stock  of  ra- 
dio station  along  with  my  services  as 

general  manager.  Exceptional  qualifica- 
tions and  references.  Box  63,  BROAD- CASTING. 

One  Good  Used  Portable  Recorder — Prefer- 
ably Presto  Y-2  or  similar.  Two  Western Electric  or  RCA  70B  or  70C  turntables 

with  pickups.  One  good  tube  to  line 
transformer.  Radio  Station  KLO,  Ogden, 
Utah. 

SONGS  PUBLISHED— Arranged  &  Com- 
posed. Royalty  Basis !  Licensed  for  Ra- 

dio. Melody  Song  Bureau,  P.  O.  Box  147, 
Greenfield,  Mass. 

For  Sale 

One     500-Watt     Composite    Transmitter — 
Now  in  operation.  Motor-generator  high- 
voltage  supply.  Available  for  sales  ap- 

proximately December  1,  1942.  Also  in- 
cidental transmitting  parts.  Reason  for 

disposal :  moving  to  entire  new  installa- 
tion. Address  inquires  to  Box  64,  BROAD- 

CASTING. 

Mr.  Radio  Advertiser-Showman — Here's  a pip  with  no  audience  appeal  (after  two 
years  on  leading  station).  No  possi- 

bilities-losing money.  What  am  I  offered 
for  sales  rights  or  interest.  Box  65, 
BROADCASTING. 

TEN  YEAR  CLUB  of  KSO,  Des 
Moines,  celebrating  its  first  decade 
of  existence  this  month,  consists 
of  two  members — Dale  Morgan,  an- 

nouncer (left)  and  Jack  Stilwell, 
salesman  (center),  shown  here 
being  presented  with  gold  pen 
and  pencil  sets  by  Craig  Lawrence, 
manager,  who  himself  joined  the 
Des  Moines  Register  &  Tribune 
radio  organization  in  December, 
1932.  Staff  luncheon  was  addressed 
by  Gardner  Cowles  Jr.,  president 
of  Iowa  Broadcasting  Co.,  now  on 
leave  as  assistant  director  of  the 
Office  of  War  Information,  who 
flew  in  from  Washington  for  the 
occasion. 

Jansky  &  Bailey An  Organization  of 
Qualified  Radio  Engineers 

Dedicated  to  the 
SERVICE  OP  BROADCASTING 

National  Press  BIdg.,  Wash.,  D.  C. 

PAUL  F  GODLEY  * 
COA/SUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 
MO  2-7859 

GEORGE  C  DAVIS 

Consulting  Radio  Engineer 
Munsey  BIdg.  District  8456 

Washington,  D.  C. 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Communications,  Inc. 
66  Broad  St.,  New  York,  N.Y. 

RING  a:  CLARK 

Consulting  Radio  Engineers 
WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 

Accessory  Tested 
VACU-MATIC  CARBURETOR 
Co.,  Los  Angeles  (auto  gasoline 
economizer),  in  a  13-week  West 
Coast  test  campaign  which  started 
Nov.  1  currently  is  using  five- 
minute  transcribed  commercials, 
five  times  per  week  on  six  Califor- 

nia stations,  KFVD  KPAS  KFWB 
KMPC  KFOX  KSAN.  Using  par- 

ticipation programs  as  well  as 
transcribed  commercials,  some  38 
West  Coast  stations  will  be  added 
to  that  list  by  Dec.  1,  according 
to  Charles  N.  Stahl  Adv.,  Holly- 

wood agency  servicing  the  account. 

NETWORK  STATION  IN  BIG 

EASTERN  MARKET 
WANTS 

•  Salesman  *  News  Editor 
•  Announcer  •  Engineer 
•  Scriptwriter-Producer 

Male  or  Female 

Fine  opportunities 
Send    full    details    of  experience 
and  background  to: 

BROADCASTING,  BOX  58 
All  replies  held  in  confidence 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.        Dl.  1205 
Washington,  D.  C. 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

CLIFFORD  YEWDALL 
Empire  State  BIdg. 
NEW  YORY  CITY 

An  Accounting  Service 
Particularly  Adapted  to  Radio 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
Silver  Spring,  Md. 

(Suburb,  Wash.,  D.  C.) 
Main  OfTice:  Crossroads  of 
7134  Main  St.    /"^^     the  World Kansas  City,  Mo.  I    X.  J  Hollywood,  Cal. 

BROADCASTING 

FOR 

RESULTS! 

PROFESSIONAL 

DIRECTORY 
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Senate  Investigation  Into  AFM 

Is  Slated  for  Dec.  7  Opening 

Petrillo  Likely  to  Be  Star  Witness  at  Inquiry 

By  Clark  Subcommittee  Into  Record  Ban 

SENATE  investigation  into  the 
nationwide  ban  on  transcriptions 
and  phonograph  recordings,  im- 

posed by  James  C.  Petrillo,  presi- 
dent of  the  American  Federation 

of  Musicians,  is  scheduled  to  start 
Dec.  7. 

Senator  Clark  (D-Idaho),  chair- 
man of  the  special  Interstate  Com- 

merce subcommittee  appointed  to 
conduct  the  Petrillo  investigation, 
said  Friday  that  the  subcommittee 
plans  a  meeting  during  the  current 
week  to  perfect  its  investigation 
program. 

Petrillo  to  Appear 

Slated  to  be  star  witness  at  the 
Senate  probe  is  Mr.  Petrillo  him- 

self. Czar  of  the  musicians  union 
and  imposer  of  the  recording  ban, 
he  did  not  appear  before  the  Sen- 

ate Interstate  Commerce  subcom- 
mittee which  conducted  a  pre- 

liminary investigation  Sept.  17-21. 
At  that  time  Mr.  Petrillo  was  rep- 

resented by  Joseph  A.  Padway,  his 
personal  counsel  as  well  as  general 
counsel  of  the  AFM  and  the  Ameri- 

can Federation  of  Labor. 

The  preliminary  investigation 
had  been  designed  to  discover 
whether  a  general  probe  should  be 
conducted  under  a  resolution 
(SRes-286)  introduced  Aug.  27  by 
Senator  Clark. 

Since  the  findings  were  over- 
whelmingly against  Mr.  Petrillo 

and  his  union,  the  Senate  later 
passed  the  Clark  Resolution,  auth- 

orizing the  investigation  and  pro- 
viding $5,000  to  get  it  under  way. 

Senator  Wheeler  (D-Mont.),  chair- 
man of  the  Interstate  Commerce 

Committee,  appointed  the  five-man 
subcommittee  headed  by  Senator 
Clark  a  fortnight  ago  [Broadcast- 

ing, Nov.  16].  With  the  end  of  the 
current  Congress  only  a  few  weeks 
away  and  with  the  holidays  eating 
up  much  of  that  brief  period,  quick 
action  by  the  subcommittee  will  be 
necessary.  Senator  Clark  and  the 
other  members  of  his  subcommittee, 
with  this  in  mind,  plan  to  get  their 
investigation  program  under  way 
as  soon  as  possible. 

Plenty  of  Evidence 

A  huge  volume  of  evidence  and 
complaints  involving  Mr.  Petrillo's 
recording  ban  has  come  into  Sena- 

tor Clark's  office.  This  material  is 
expected  to  provide  a  basis  for 
questioning  of  witnesses  to  be 
called  by  the  subcommittee. 

Available  to  the  investigators  is 
testimony  taken  at  the  September 
hearings.  This  the  subcommittee 
may  decide  to  incorporate  into  its 
records  in  toto,  or  it  can  call  these 
witnesses  again. 
Among  those  who  appeared  at  the 

preliminary  hearings  were  Elmer 
Davis,  director  of  the  Office  of  War 

Information;  James  Lawrence  Fly, 
chairman  of  the  FCC  and  Board  of 
War  Communications,  and  Thur- 
man  Arnold,  chief  of  the  Dept.  of 
Justice  Anti-Trust  Division.  Mr. 
Padway  appeared  unexpectedly  at 
the  hearings  on  behalf  of  President 
Petrillo.  Another  witness  was 
James  Nemee,  West  Palm  Beach 
attorney,  who  described  an  inci- 

dent affecting  the  services  of  an 
Army  band  at  a  war  bond  rally. 

NAB  Studies  Data 

Members  of  the  subcommittees, 
besides  Chairman  Clark,  are  Sena- 

tors White  (R-Me,),  co-author  of 
the  Communications  Act  of  1934 
and  the  Radio  Act  of  1927;  Tobey 
(R-N.  H.),  radio  critic;  McFar- 
land  (D-Ariz.);  Tunnell  (D-DeL). 
Also  available  to  the  subcommit- 

tee will  be  a  large  volume  of  ma- 
terial gathered  by  the  NAB  Music 

Steering  Committee,  appointed  by 
the  board  of  directors  last  summer 

to  conduct  NAB's  music  battle. 
For  some  time  the  NAB  has  been 

digesting  answers  to  questionnaires 
sent  to  all  station  managers  some 
time  ago.  These  questionnaires  are 
designed  to  show  how  the  Petrillo 
recording  strike  has  affected  sta- 
tions. 

A  number  of  broadcasters  have 
expressed  the  hope  that  if  Petrillo 
is  called  to  testify  before  the  sub- 

committee he  will  be  questioned  on 
his  reasons  for  the  recording  ban. 
So  far,  broadcasters,  transcription 
firms,  recording  firms,  phonograph 
recording  firms,  and  others  inter- 

ested have  been  unable  to  find  out 
just  what  Mr.  Petrillo  wants.  The 
music  czar  called  his  strike  last 
summer  and  never  has  given  any 
indication   of   what   he  demands 

MGM  Blue  Series 

METRO  -  GOLDWYN  -  MAYER 
Corp.,  New  York,  on  Nov.  30  will 
launch  the  first  regular  network  se- 

ries to  be  sponsored  by  a  motion 
picture  producer  with  a  five-min- 

ute program  titled  The  Lion's  Roar on  the  BLUE  five  times  weekly. 
Starring  Col.  Stoopnagle,  the  se- 

ries, described  as  a  half-hour 
comedy  show  condensed  to  five  min- 

utes, will  feature  chatter  about 
MGM  pictures  and  stars,  although 
no  formal  commercial  will  be  used. 
It  will  be  heard  7-7:05  p.m.  on  54 
stations.  Agency  is  Donahue  &  Coe, 
New  York. 

from  those  who  employ  musicians 
for  recording  purposes. 

Those  affected  by  the  strike  have 
been  held  back  by  indication  from 
the  Dept.  of  Justice  that  special 
deals  with  the  AFM  might  involve 
violation  of  the  anti-trust  laws. 
The  IRNA  deal  with  the  AFM  in 
1937  is  regarded  by  the  department 
as  an  anti-trust  violation,  it  is 
understood. 

During  the  hearings,  it  is  possi- 
ble that  the  subcommittee  will  con- 

sider anti-trust  phases  of  the  re- 
cording strike  involved  in  Senator 

Clark's  bill  (S-2874)  to  amend  the 
anti-trust  laws.  This  bill  was  in- 

troduced in  the  Senate  Oct.  23  by 
Senator  Clark  and  referred  to  the 
Interstate  Commerce  Committee, 
which  has  not  yet  acted. 

The  bill  would  amend  the  Clay- 
ton anti-trust  law  by  making  it 

unlawful  to  engage  in  any  agree- 
ment or  conspiracy  interfering 

with  manufacturing  of  phonograph 
records  and  transcriptions,  if  the 
purpose  of  the  action  is  to  limit  or 
curtail  the  supply  or  use  of  such 
recordings  for  broadcasting  or 
coin-operated  phonographs. 

Senator  Wheeler,  as  chairman 
of  the  Interstate  Commerce  Com- 

mittee, may  decide  to  participate 
in  the  subcommittee  hearings  from 
time  to  time.  He  is  an  old  hand  at 
dealing  with  witnesses  in  Sena- 

torial probes. 

Increase  in  Scale 

Is  Asked  by  AFRA 
Union  Seeks  to  Invoke  Clause 

Based  on  Cost  of  Living 

NETWORKS  and  stations  which 

two  years  ago  signed  the  basic  sus- 
taining agreement  of  the  Ameri- 

can Federation  of  Radio  Artists, 
covering  actors  and  singers,  and 
those  which  have  signed  AFRA 
contracts  for  staff  announcers,  re- 

ceived notice  last  week  that  the 
union  is  asking  increases  for  these 
members  in  accordance  with  the 
cost-of-living  clause  in  the  con- 
tracts. 

This  clause  provides  that  if  the 
cost  of  living  index  issued  by  the 
Bureau  of  Labor  Statistics  rises  10 
points  or  more  from  its  level  at  the 
time  the  contract  was  signed, 
AFRA  may  request  that  the  con- 

tract be  reopened  to  permit  adjust- 
ments in  the  pay  of  radio  artists  in 

conformity  with  the  increased 
costs  of  living.  AFRA  is  asking 
that  wages  based  on  the  Sept.  15, 
1940,  index  be  raised  16.9%  and 
that  those  based  on  the  Sept.  15, 
1941,  index  be  raised  10.2%. 

Five-Day  Clause 

Under  the  contract  the  employ- 
ers are  allowed  five  days  in  which 

to  reply  to  the  union's  requests.  If 
they  do  not  accede,  they  are  re- 

quired to  negotiate  with  the  union. 
If  five  days  of  negotiation  fail  to 
produce  an  agreement,  the  contract 
provides  for  arbitration  under  the 
auspices  of  the  American  Arbitra- 

tion Assn.,  by  whose  decision  both 
parties  are  bound.  In  addition,  any 
increase,  whether  granted,  negoti- 

ated, or  awarded  by  arbitration, 
must  be  submitted  to  the  War 
Labor  Board  for  approval. 

AFRA  reports  that  40  or  more 
contracts  will  be  affected,  contracts 
with  the  nationwide  networks  and 
their  affiliates  in  New  York,  Chi- 

cago, Los  Angeles  and  San  Fran- 
cisco, as  well  as  with  WLS,  Chi- 
cago; WTAM,  Cleveland;  WINX, 

Washington  and  a  number  of  other 
stations  having  contracts  with 
AFRA  covering  staff  announcers 
and  other  staff  personnel. 

Although  the  increase  requested 
for  the  wages  established  in  1940 
exceeds  slightly  the  15%  maximum 
of  the  Little  Steel  formula,  which 
has  been  taken  as  a  general  stand- 

ard by  the  War  Labor  Board, 
AFRA  believes  that  this  will  not 

hinder  the  WLB's  approval  of  its 
requests. 

The  union  points  out  that  these 
contracts  were  made  several  months 

before  Jan.  1,  1941,  date  of  the  in- 
dex on  which  the  Little  Steel  for- 

mula was  based,  and  that  there 
are  other  factors  to  be  considered, 
such  as  the  fact  that  AFRA  re- 

frained from  requesting  higher  fees 
for  its  members  for  the  entire 
period  of  the  contracts,  which  run 
until  Nov.  1,  1943,  only  because  the 
contracts  contained  provisions  for 
interim  adjustments  in  line  with 
rising  costs  of  living. 
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We  live  now  in  a  new  world  of  action.  As  America  stripped  the  fabric  of  peacetime  living 

from  its  people  to  prepare  for  bitter  war,  there  were  those  who  felt  that  advertising,  as  a 

symbol  of  more  care-free  days,  could  have  no  important  part  in  winning  that  war.  Now  we 

know  this  is  not  so  ̂   For  in  the  months  since  Pearl  Harbor  the  words  of  our  radio  and  the 

pages  of  our  press. have  shown  our  real  and  stubborn  strength.  Competitive  American  enter- 

prise, itself  made  stronger  by  the  means  which  give  it  voice,  fans  the  fury  of  a  free  people 

fighting  for  its  very  way  of  life  .  .  .  hurls  its  own  shout  of  defiance  at  our  enemies  ̂   This  we 

believe :  that  no  power  on  earth  can  bring  us  to  our  knees  save  a  spirit  of  defeat.  And 

history  may  well  record  tomorrow  that  Freedom's  battle  finally  was  won  on  a  front  lost  to  our 

enemies  before  a  single  bomb  was  dropped — the  indomitable  will  to  win  of  a  free  people  in- 

spired by  the  politically  untrammelled,  economically  independent  voice  of  its  radio  and  press. 

"Shouf  of  Defiance"  —  a  new  book  just  off  the  press  —  presents  significant  observations 

on  advertising  in  total  war  —  ten  by  important  business  executives,  three  by  govern- 

ment officials.  And  the  comments  of  dealers  on  wartime  advertising,  surveyed  in  the 

WLW  coverage  area.   A  copy  of  "Shout  of  Defiance"  will  be  mailed  on  request. 



T  NEWS 

VERAGE 

Coverage  of  special  events  and  spot 
news  in  the  Denver  area  provides  frequent 

accents  in  the  normal  flow  of  KLZ  program- 
ming. They  satisfy  the  normal  human 

curiosity  concerning  what  is  happening  in 
the  world  now  .  .  .  and  give  the  listener  the 
feeling  of  having  been  there  when  it  hap- 

pened. 
A  stop-over  interview  with  Cecil 

Brown,  a  chat  with  Secretary  of  War  Stim- 
son,  or  spot  coverage  of  a  train  wreck  (all 
pictured  above)  are  just  a  few  of  scores  of 
news-worthy  events  which  KLZ  covers  at 
every  opportunity. 

Such  outstanding  service  "beyond  the 
call  of  duty"  on  the  part  of  KLZ  has  estab- 

lished for  it  a  plus  value  among  listeners 
which  advertisers  find  translated  into  stand- 

out result  value. 

KLZ  Denver 

5,000  WATTS— 560  Kc. 
Affiliated  in  Management  With  The  Oklahoma  Publishing  Co. 
AND  WKY,  Oklahoma  City  -(i  Represented  by  The  Katz  Agency,  Inc. 
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PRICE  15  CENTS 

TING 

The  ̂ ^^^^y^^^ Newsmagazine  of  Radio 

ir 
roadcast  Advertisingr 

or  primer 

WOR  is  a  great  station 

grown  greater  in  1942. 

For  instance — 

WOR's  women's  programs 

have  twice  as  many 

listeners  today  than  they 

had  in  1941. 

This  station's  evening 

dramatic  and  news  programs 

have  30  to  50%  more 

listeners  than  they 

had  last  year. 

WOR  covers  15  prosperous 

industrial  cities  of  more 

than  100,000  people  each. 

And  the  retail  sales 

in  these  cities  for  1943 

are  expected  to  greatly 

top  those  for  1942. 

Approximately  half  of 

all  spots  placed  on 

all  New  York  stations  in  1942 

were  placed 

on  WOR— And  not, 

mind  you,  by  all  the  big 

buyers,  but  lots 

of  little  advertisers 

who  know  a  good  thing 

when  they  hear  it. 

WOR  also  brings  you 

12%  more  homes  with  radios 

in  1942  than  it  did 

in  1941— Not  mentioning 

the  fact  that  this 

great  station 

also  covers  63  of  the  nation's 
largest  military 

camps  and 

naval  bases. 



Intensive  Coverage  _  Southern  Wisconsin. 
This  is  the  third  in  a  series  of  advertisements  showing 
WLS  coverage,  by  counties,  in  Midwest  America. 
These  20  counties  comprise  the  first,  second  and  third 
congressional  districts  of  Wisconsin. 

Black  figure:  Radio  Homes,  1940 

Red  figure:  WLS  Mail,  1941 

From  This  Part  of  Wisconsin 

One  Out  of  THREE  Families  Wrote  Us! 

FROM  this  southern  part  of  Wisconsin  WLS  received  82,565  letters  last  year, 

representing  37%  of  the  radio  homes  in  the  area.  That's  intensive  coverage 

— definite  evidence  of  listening  from  more  than  one  of  every  three  radio  homes! 

This  is  but  one  small  part  of  the  WLS  Major  Coverage  Area,  which  extends 

over  the  greater  portions  of  Illinois,  Indiana,  Wisconsin  and  Michigan.  Through- 

out this  great  area,  people  listen  .  .  .  and  respond  ...  to  WLS. 

represented  by 

John  Blair  &  Company 

CHICAGO 

890  KILOCYCLES 

50,000  WATTS 
BLUE  NETWORK 

PRAIRIE 

FARMER 

STATION 

BuHHiDGE  D.  Butler 
President 

Glenn  Snyder 
Manager 

MANAGEMENT  AFFILIATED  WITH  KOY,  PHOENIX,  AND  THE  ARIZONA  NETWORK  — KOY  PHOENIX    *    KTUC  TUCSON   *    KSUN  BISBEE-LOW 



THERE
'S 

COMMUNITY 

H  E  is  either  the  initiator  or  chief  endorser  of  every  worthwhile  project  for 

local  betterment.  When  people  want  something  done,  they  give  the  job  to  a 

busy  man,  and  he  is  the  man.  Then  he  in  turn  sells  the  project  back  to  the 

people.  It's  essentially  a  selling  job,  and  he  puts  the  same  intelligence  and 
drive  into  the  job  that  he  gives  to  his  own  business.  When  he  speaks  he  is 

listened  to  with  respect  because  he  is  always  associated  with  successful 
undertakings. 

There  are  Yankee  Network  stations  in  20  New  England  cities. 

Each  of  these  stations  is  like  a  leading  citizen.  It  is  called  on  to  par- 

ticipate in  every  civic  enterprise.  When  patriotic  committees  wish  to  get 

a  message  to  the  people  quickly  and  forcefully,  they  turn  to  the  local 
Yankee  station. 

Each  station  is  thus  closely  identified  with  the  civic  life  of  the  community. 

Its  part  is  essentially  a  selling  job.  And  whether  it  is  participating  in  a 

patriotic  or  local  business  promotion,  it  has  earned  the  goodwill  and  respect 

of  the  community.  It  has  the  loyal  listenership  of  that  community,  and  this  ac- 

ceptance is  a  vital  part  of  its  sales  influence  in  purely  commercial  broadcasts. 

When  you  are  making  up  your  advertising  schedule  for  this  market, 

consider  the  long  established  acceptance  of  these  20  stations,  that  give 

you  a  sales  grasp  of  all  New  England. 

Yankee  Network,  mc. 

Member  of  the  Mutual  Broadcasting  System 

21   BROOKLINE  AVENUE,  BOSTON,  MASS.  EDWARD  RETRY  &  CO.,  INC.,  Exclusive  National  Sales  Representative 

THE 

Published  every  Monday,  53rd  issue  (Year  Book  Number)  published  in  February  by  BROADCASTING  Publications,  Inc.,  870  National  Press  Building,  Washington,  D.  C.  Entered  as 
second  class  matter  March  14,  1933,  at  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 
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CROWDED  and  BUSY  . . . 

■^J^E'RE  already  apologizing  to  tourists  as  they  elbow  their  way around  Tampa's  crowded  streets  trying  to  locate  "two 
rooms  with  bath"  for  the  "winter  season".  Frankly,  we're  sorry, 
but  Tampa's  too  busy  trying  to  take  care  of  the  housing  needs 
of  war  workers  and  an  eVer-increasing  army  personnel  to  think 
much  about  "seasons".  Army  and  shipyard  payrolls  give  Tampa 
a  plus  in  purchasing  power  that  is  year-round — quite  ungeo- 
graphically,  all  peaks  and  no  valleys.  Of  course,  we'll  miss  the 
tourists.  But  Tampa  ofiFers  you  a  richer  market  this  "winter 
season"  than  ever  before.  And  so  does  WFLA — the  NBC 
station  in  the  Tampa  area. 

TAMP 
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STATION 
Nashville's  total  volume  of  radio  advertising 

feooo 

WATTS 

for  11  months  of  1942  is  running  well  ahead 

of  last  year.  Merchants  as  well  as  national  advertisers  are 

cashing  in  on  a  continuing  boom  market. 

WSIX  offers  ample  coverage  of  this  market.  Not  only  in  power  and  frequency  (5,000 

watts  on  980  kc)  but  in  proven  listener  preference  does  this  station  meet  the  specifications 

of  time-buyers  who  know. 

For  full  information  on  this  market  and  on  the  station's  rates  and  availabilities,  con- 

tact WSIX  or 

Spot  Sales,  Inc.,  National  Representatives 

If 

980 

KILOCYCLES 

NASHVILLE,  TENN. 
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Get  up  among  these ★  *  ★ 

WENR 

★  ★  * 

audience  building 

stars 

The  stars  have  shifted  over  Chicago. 

Many  nationally  famous  programs 

are  now  being  aired  over  WENR. 

And  the  list  is  growing  very  fast. 

These  programs  hold  listeners  and 

build  audiences.  Thus  making 

WENR  a  better-than-ever  buy. 

Hitch  your  commercial  wagon  to 

WENR'S  rising  star.  Here's  a  not- 
to-be-missed  opportunity.  Value? 

On  cost  alone,  WENR  is  the  best 

buy  in  Chicago.  Performance  ?  Just 

take  a  look  at  WENR'S  record,  or 

ask  any  WENR  advertiser.  A  Blue 

Spot  Sales  representative  will  gladly 

give  you  all  the  facts. 

CHICAGO'S  BASIC  BLUE   NETWORK  STATION 

50,000  WATTS    890  KC. 

IS  OWNED  AND  OPERATED  BY  THE  BLUE  NETWORK  COMPANY 

REPRESENTED  NATIONALLY  BY  BLUE  SPOT  SALES 

NEW  YORK  .  CHICAGO  •  SAN  FRANCISCO  •  HOLLYWOOD  .  DETROIT 



ADVERTISERS  IN  THEIR  NO.  I  MARKET 

f  AUTOMOTIVE.  LUBRICANTS,  AIRCRAFT Chrysler  Corporation Gulf  Oil  Corp. 
Lockheed  Aircraft  Corp. 
Studcbaker  Corporation 
Texas  Co. 

BUILDING  MATERIALS 
Johns->IanviIIe  Corp. 

CIGARS,  CIGARETTES,  TOBACCO 
American  Tobacco  Co. 
Liggett  &  Myers  Tobacco  Co. P.  Lorillard  Co. 
Philip  Morris  Co.  Ltd.,  Inc. 
Pcnn  Tobacco  Co. 
R.  J.  Reynolds  Tobacco  Co. 
XJ.  S.  Tobacco  Co. 

CONFECTIONERY  and  SOFT  DRINKS 
Beech-Nut  Packing  Company 
Coca-Cola  Co. 
Curtis?  Candy  Co. 
Pepsi-Cola  Company 
Schutter  Candy  Company 
Wm.  Wriglcy  Jr.,  Co. 
DRUGS 

American  ITomc  Products  Corp, B.  C.  Remedy  Co. 
The  Barbasol  Co. 
Chcsebrouph  Manufacturing  Co. 
Colgate-Palinolive-Peet  Co. Emerson  Drug  Co. 
E.  Fougera  &  Company 
Johnson  &  Johnson 
Lady  Esther,  Ltd. Lehn  &  Fink  Products  Corp. 
Lever  Brothers  Co- 
Lewis  Howe  Co. 
Manhattan  Soap  Co.,  Inc. 
Maryland  Pharmaceutical  Co. Musterole  Co. 
The  Pepsodent  Co. 
Plough,  Inc. Smith  Brothers 
E.  R.  Squibb  &  Sons 
Sterling  Products,  Inc. 
Vick  Chemical  Co. 

Here  are  the  82  nationally-known  advertisers  who  have  already  selected 

WABC  to  sell  their  products  for  them  during  the  Fall  and  Winter  of  1942-43. 

How  about  your  campaign  in  WABC's  4,000,000  radio  family  market?  Better 

'phone  WABC  (WIckersham  2-2000)  now  for  complete  details  on  the  choice  time 

periods  and  programs  still  available. 

WABC,  NEW  YORK,  50,000  WATTS  •  OWNED  AND  OPERATED  BY  CBS  •  REPRESENTED  BY  RADIO  SALES 

ENTERTAINMENT 
Paramount  Pictures 
R.K.O.  Radio  Pictures 
Select  Theatres  Corp. 

FINANCE  and  INSURANCE 
Christmas  Club,  a  Corporation 
Prudential  Insurance  Co. 
Savings  Banks  of  New  York  State 

FOODS  and  GROCERY  PRODUCTS 
B.  T.  Babbitt  Co. 
Bowey's,  Inc. 
California  Fruit  Growers  Exchange 
Campbell  Soup  Co. 
Continental  Baking  Co. 
Corn  Products  Refining  Co. General  Foods  Corp. 
General  Mills,  Inc. 
A.  Goodman  &  Sons,  Inc. 
Griffin  Manufacturing  Co.,  Inc. 
Kibblets,  Inc. 
V,  La  Rosa  &  Sons,  Inc. 
Lever  Brothers  Co. Maltex  Co. 
Manhattan  Soap  Co. 
N.Y.  State  Bureau  of  Milk  Publicity 
Pacific  Coast  Borax  Co. 
Penick  &  Ford  Ltd.,  Inc. 
Pet  Milk  Sales  Corp. 
Pillsbury  Flour  Mills  Co. 
Procter  &  Gamble  Co. 
Quaker  Oats  Company 
Spratt's  Patent  (America)  Ltd. Ward  Baking  Co. 
Welch  Grape  Juice  Co. 
R.  C.      illiams  &  Co. 

HOUSE  FURNISHINGS 
Armstrong  Cork  Co. 

JEWELRY  and  SILVERWARE 
Bulova  Watch  Company 
Elgin  National  Watch  Co. International  Silver  Co. 
RADIO 

Columbia  Recording  Corporation 
Continental  Radio  &  Television 
General  Electric  Co. Philco  Corp. 

STATIONERY  and  PUBLISHERS 
Eversharp.  Inc. 
Parker  Pen  Co. 

WEARING  APPAREL 
Ceianese  Corp. 
Melville  Shoe  Corp. 



ONE    OF   A   SERIES    PRESENTING    THE    MEN    WHO    MAKE    FREE    &    PETERS  STATIONS 

tun  I  Coombs 

nU  PRESIDENT  AND  MAMGER,  KIRM,  FRESIO 

1926 
1920-30 

1930.34- 

1934-38 
1938-40 
1940 
1941 
1941 

Graduated  in  engineering  at  Urah  University, 
and  emploved  by  G.  E.  Co.,  Schenectady 
Post-Graduate  engineering.  Union  College 
Radio  engineering.  General  Electric  Co.,  in- 

cluding development,  design  and  erection  of 
broadcasling  stations 
Design,  engineering,  conslructioii  and  sales 
for  RCA  Mfg.  Co. 
Account  Executive  for  NBC  in  San  Francisco 
Account  Executive  for  CCS  in  San  Francisco 
Appointed  Manager,  KARM  (250  watts) 
KARM  raised  to  5000  watts,  full  time 
KARM  completed  new  plant  and  offices. 

0 THE  ENGINEERS  have  hairy  ears  and 

live  in  caves  and  ditches" — but  not  Clyde 
F.  Coombs!  Leaving  a  distinguished  career 
as  a  successful  radio  engineer,  Clyde  came 
over  into  the  sales  side  of  radio  back  in 

1934.  Since  then  he  has  proved  his  ability 

by  developing  into  an  all-round  authority 
on  radio,  sales  and  merchandising  in  Central 

California — and  even  helped  build  the  origi- 
nal audience-participation  show  (Who  Ami?) 

which  still  holds  the  West  Coast  record  for 

mail  response! 

But  why  should  you,  as  an  advertiser,  be 
interested  in  the  personalities  and  abilities 
of  the  men  who  manage  radio  stations?  Ah, 

friend,  why  indeed?  Because  good  station- 

management  means  as  much  to  you  as  it 

does  to  the  station's  own  stock-holders — 
dividends  on  your  money.  In  radio  just  as 
surely  as  in  your  own  line  of  business,  good 
management  insures  good  values  to  the 

patron.  .  .  . 
Here  at  F&P  we  know  that  few  advertisers 

can  alford  to  run  around  the  country  inquir- 
ing into  the  management  of  the  stations  they 

propose  to  use.  So  we've  done  it  for  you. 
When  you  choose  a  station  that  we  repre- 

sent, you  can  bank  on  receiving  from  that 
station  every  value  that  good  management 
can  provide.  Because  we  represent  only 

well-managed  stations,  here  in  this  pioneer 

group  of  radio-station  representatives. 

EXCLUSIVE  REPRESENTATIVES 
WGR-WKBW  BUFFALO 
WJWC     .    .  CHICAGO-HAMMOND WCKY  CINCINNATI 
KDAL  DULUTH 
WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO  .KALAMAZOO-GRAND  RAPIDS KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN      .    .  MINNEAPOLIS-ST.  PAUL WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBL  SYRACUSE 

.  .  .  IOWA  .  .  . 
WHO  DES  MOINES 
woe  DAVENPORT 
KMA  SHENANDOAH 

.  .  .  SOUTHEAST  .  .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  .  .  . 
KOB  ALBUQUERQUE 
KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  .  . 
KARM   FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX,  Inc 

Free  &  Peters,  ijic. 

Pioneer  Radio  Station  Representatives Since  May,  1932 

CHICAGO:  j8oN.  Michigan  NEW  yOftK;  247  Park  Ate.  SAN  FRANCISCO:  ,11  Sutler  HOLLYWOOD:  1572  N.  Gordon  ATLANTA:  ^22  Palmer  Bldg. 
Franklin  6373  Plaza  5-4131  Sutter  4353  Gladstone  3949  Main  5667 
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Transmitter  Tube  Replacements  Promised 

High  Preference  to 

Be  Provided  if 

Necessary 

ADEQUATE  supplies  of  ra- 
dio transmitter  tubes  will  be 

allotted  for  civilian  use  to 

keep  broadcasting  stations  op- 
erating, according  to  WPB 

Radio  &  Radar  Division  offi- 
cials. 

No  special  program  for 
transmitter  tubes  is  contem- 

plated at  present,  said  Frank 
H.  Mcintosh,  chief  of  the 
Foreign  &  Domestic  Broad- 

cast Branch,  but  he  added 

that  "it  is  the  policy  of  the 
Radio  &  Radar  Division  to 

keep  essential  radio  communi- 
cations, including  broadcasting,  in 

operation."  As  evidence  of  this  he 
remarked  that  "so  far  as  known, 
no  station  has  yet  complained  that 
it  would  have  to  suspend  opera- 

tion for  lack  of  tubes." 
Tube  Allocation 

Transmitter  tubes  will  continue 
to  be  allocated,  he  said,  in  the 
regular  manner  under  Mainte- 

nance Order  P-133.  However,  he 
added,  the  Radio  &  Radar  Division 
intends  to  give  only  preference  rat- 

ings that  will  actually  get  broad- 
casters the  tubes  they  need.  "If  a 

station  has  difficulties  getting  its 
parts,  we'll  give  them  ratings  nec- 

essary to  procure  the  tubes." 
Plans  to  make  P-133  ratings  ef- 

fective involve  providing  factories 
vdth  necessary  authority  to  pro- 

duce tubes  to  supply  essential  radio 
service.  The  program  has  been  in 
operation  for  some  time,  but  was 

I  retarded  until  WPB  was  able  to 
I  show  that  the  industry  had  been 

converted  to  a  wartime  basis. 
Meanwhile,  plans  for  the  WPB 

I  tube  replacement  program  and  the 
I   Victory  Model  line  of  replacement 

parts  for  receiving  sets  [Broad- 
casting, Nov.  23]  are  now  almost 

completed,  and  WPB  will  present 
them  at  industry  advisory  commit- 

I  tee  meetings  early  in  December. 
I  Mr.  Mcintosh  said  WPB  hopes  to 

have  both  programs  in  regular  pro- 
duction on  shortly  after  the  first  of 

the  year. 

The  twin  programs  for  receiver 
parts  and  receiver  tubes  will  be 
designed  to  keep  listening  sets  in 
operation  for  the  duration.  Plans 
provide  for  production  of  116  fast 
selling  types  of  tubes,  instead  of 
350  types  permitted  under  Tube 
Order  L-76,  and  of  a  limited  vari- 

ety of  the  most  important  volume 
controls,  resistors  and  condensers. 
At  WPB,  officials  made  clear 

that  materials  were  available  for 
the  receiving  set  program.  Chief 
restraining  factor  is  a  desire  by 
the  Radio  &  Radar  Division  to  get 
adequate  reaction  from  the  indus- 

try before  freezing  the  lists  of  Vic- 
tory models  and  replacement  tubes. 

Parts  in  the  Victory  Model  line 
will  bear  a  Victory  label,  but  the 
tube  program  is  expected  to  be 
parceled  to  manufacturers  in  pro- 

portion to  their  1941  output.  Some, 
engaged  in  war  work,  may  not  par- 
ticipate. 

Meetings  Planned 

The  tube  program  will  be  dis- 
cussed at  a  session  of  the  receiving 

tube  advisory  committee,  which 
will  meet  Dec.  7.  The  parts  in- 

dustry committee  meeting  later  this 

Saving  of  Equipment 
Is  Basis  of  Station 

Regulations 
ALL  BROADCASTING  stations 
will  go  on  a  full  wartime  technical 
operating  basis  tomorrow  (Dec.  1) 
when  two  FCC  equipment  conser- 

vation orders  readjusting  operating 
standards  go  into  effect.  Changes 
involve  a  1  db  reduction  of  trans- 

mitter radiated  power  and  relaxa- 
tion of  normal  engineering  stand- 
ards [see  texts  of  orders  in  Broad- 

casting, Nov.  16]. 

Can't  Be  Detected 

According  to  the  FCC  Engineer- 
ing Department,  most  stations  have 

already  completed  arrangements 
for  the  changeover,  and  some  began 
operating  on  the  new  standards 
during  the  last  fortnight.  FCC 
tests  previous  to  adoption  of  the 
orders,  and  observations  since  some 
stations  began  functioning  under 
the  new  rules,  show  that  the  changes 
cannot  be  detected  by  the  listener. 

month  will  study  the  parts  pro- 
gram. The  American  Standards 

Assn.  will  meet  Dec.  1  to  assign 

type  numbers  to  'Victory'  parts. 
Because  of  the  nature  of  the 

transmitter  tube  problem,  a  WPB 
spokesman  told  Broadcasting,  no 
special  production  program  is  nec- 

essary. Under  pressure  of  a  tre- 
mendous expansion  to  meet  mili- 

tary needs,  the  entire  output  of 
transmitter  tube  manufacturers 
now  goes  to  the  armed  forces. 
WPB  confines  its  efforts  to  reserv- 

ing stock  piles  at  the  factories  for 
civilian  users. 

Mr.  Mcintosh  pointed  out  that  in 
the  competition  for  raw  materials, 
and  for  the  finished  tubes,  conser- 

vation measures  put  into  effect  by 
the  FCC  and  the  Board  of  War 
Communications  will  definitely  help 

the  replacement  tube  picture.  "The 
problem,"  he  said,  "is  to  show  the 
need  for  sacrificing  a  small  frac- 

tion of  total  production  now  going 
to  military  use  in  order  to  maintain 

broadcasting." At  first,  one  spokesman  said,  the 
situation  was  far  more  serious,  for 
the  transmitting  tube  industry  in 

Application  of  the  relaxed  en- 
gineering and  transmitter  adjust- 

ment rules  is  part  of  a  program 

drawn  up  by  Board  of  War  Com- 
munications to  make  broadcasting 

equipment  last  through  the  war. 
The  plan  is  also  favored  by  the 
WPB  Radio  &  Radar  Division, 
which  considers  conservation  es- 

sential to  insure  a  sufficient  stock 
of  transmitter  parts  [see  story  on this  page.] 

The  FCC  also  has  ordered  a 
survey  of  spare  parts  held  by  all 
radio  licensees  [Broadcasting, 
Nov.  23]  and  will  encourage  shar- 

ing of  such  extra  equipment.  Only 
point  in  the  original  BWC  conser- 

vation program  not  yet  treated  is 
permission  for  voluntary  suspen- 

sion of  operation  by  stations  facing 
insurmountable  war  problems. 
FCC  Chairman  Fly  at  his  press 

conference  last  week  implied  that 
no  significant  action  on  voluntary 
suspensions  could  be  expected  at 
this  time.  Mr.  Fly,  speaking  on  the 
need  for  continued  radio  cover- 

age of  outlying  areas,  said  he  was 

1941  produced  only  $3,000,000 

worth  of  supplies.  In  a  year-and-a- 
half,  output  has  jumped  to  $280,- 
000,000. 

"In  other  words,"  he  said,  "only 
a  minute  fraction  of  present  pro- 

duction is  needed  to  keep  broad- 
casting going,  for  the  $3,000,000 

production  of  1941  supported  the 
entire  23,000  licensed  transmitters 
needed  for  broadcast,  police  and 

other  radio  work." But  Not  Plentiful 
He  warned,  however,  that  despite 

this  "pleasing"  leap  in  production 
figures,  tubes  would  not  be  plenti- 

ful. "Tube  production  has  kept  up 

with  tank  and  plane  production," 
he  said,  "but  the  margin  of  differ- 

ence doesn't  leave  much  room  for 

complacency." "Moreover,"  he  added,  "we  must 
now  supply  the  entire  Allied  world 
with  tubes  and  parts."  The  spokes- 

man said  that  demands  are  par- 
ticularly heavy  in  Latin  America. 

"While  we  do  not  anticipate  special 
production  of  parts,  particularly 
receiving  sets,  for  this  market,  we 
may  find  it  desirable  to  release 
some  of  our  inventories,"  he  said. 

afraid  the  very  stations  in  remote 
areas  most  urgently  needed  would 
be  the  ones  to  suspend  under  the 

plan. 

In  a  statement  to  the  radio  in- 
dustry prepared  for  Broadcasting, 

FCC  engineers  restated  directions 
for  operation  under  the  new  regu- 

lations. The  order,  they  said,  "is 
designed  to  increase  the  life  ex- 

pectancy of  vacuum  tubes  and 
other  critical  transmitter  compon- 

ents." 

The  statement  warns  that  com- 
pliance is  expected  of  all  licensees, 

and  requests  licensees  to  refrain 
from  making  special  requests  for 

non-compliance.  "Uniform  obser- 
ance  thereof  will  not  adversely  af- 

fect interference  or  service  con- 
ditions," the  FCC  said,  "whereas 

permission  of  a  few  exceptions  will 

in  most  instances  do  so." 
FCC  Instructions 

FCC's  summary  of  the  change 
follows : 

Effective  Dec.  1,  1942,  Commission 
Order  No.  107  suspends  Section  3.52 {Continued  on  page  44) 

FCC's  War  Rules  Go  Into  Operation 

BROADCASTING  •  Broadcast  Advertising November  30,  1942  •  Page  9 



Lower  Network  Wire  Charges 

At  Issue  in  FCC  Toll  Probe 

Fly  Says  Reduction  Would  Permit  Small  Stations  To 
Get  Institutionals,  Ease  War  Problems 

NEW  REDUCTIONS  in  long- 
line  wire  charges  for  national  and 
regional  radio  networks  will  be 
considered  as  part  of  the  inquiry 
into  rates  of  the  AT&T  Long  Lines 
Dept.  ordered  Nov.  21  by  the  FCC, 
Chairman  James  Lawrence  Fly  said 
last  week. 
The  FCC  order,  the  fourth 

against  the  corporation  in  five 
years,  directed  that  hearings  should 
be  held  Dec.  16  to  determine  why 
long-distance  toll  charges  should 
not  be  substantially  reduced.  Ac- 

cording to  the  Commission's  state- 
ment, the  Long  Lines  Dept.  earn- 

ings for  nine  months  ending  Sept. 
30,  1942,  on  an  annual  basis,  range 
between  $47,000,000  to  $62,000,000, 
depending  upon  allowable  rate  of 
return  and  income  tax  rate. 

The  Commission  said  that  this 
constitutes  24.37%  on  the  net  book 
investment  before  Federal  taxes 
and  surtaxes,  and  14.92%  after  new 
1942  Federal  normal  and  surtaxes. 

Would  Ease  Problems 

Commenting  on  the  FCC  in- 
quiry order.  Chairman  Fly  said, 

"These  excess  earnings  bear 
heavily  at  this  time  both  on  the 
cost  of  the  war  and  on  the  cost 

of  living."  At  his  press  conference 
last  week,  Mr.  Fly  enlarged  on  the 
case  "as  a  very  fortunate"  factor 
in  easing  the  problems  of  small 
radio  stations. 

"We  want  to  do  everything  to 
encourage  extending  broadcast  net- 

work services,"  the  Chairman  said, 
"particularly  to  the  far  reaches where  service  is  needed. 

"One  limitation  on  the  spread  of 
this  service  has  been  the  long  haul 

charge  to  reach  these  stations,"  he 
said.  "The  very  places  where  net- 

work programs  are  most  needed 
are  cut  off  by  toll  expense.  Any 
rate  reduction  to  meet  this  need 

would  be  a  fortunate  result." 
In   three   previous  FCC-AT&T 

GREETINGS  to  Mutual's  newly 
named  president.  Miller  McClin- 
tock,  executive  director  of  the  Ad- 

vertising Council  (right)  are  ex- 
tended by  Alfred  J.  McCosker, 

chairman  of  the  MBS  board  at  a 
dinner  at  which  the  network's  exe- 

cutives and  staff  met  their  new 
chief.  It  is  anticipated  Mr.  McClin- 
tock  will  take  over  about  Jan.  1. 
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rate  investigations  ordered  in  the 
last  four  years,  rate  reductions 
were  obtained  through  negotiations. 
Though  the  corporation  has  not 
officially  replied  to  the  FCC  order, 
Walter  S.  Gilford,  AT&T  presi- 

dent, said  last  week  that  the  Com- 
mission's figures  "are  misleading" 

and  "the  company  therefore  feels 
it  must  resist  a  reduction." 

Mr.  Gilford  said  the  circumstan- 
stances  under  which  the  FCC 

ordered  the  inquiry  "would  seem  to 
make  no  sense."  Referring  to  Chair- 

man Fly's  statement  on  the  effect 
of  long  distance  charges  on  the 
cost  of  living,  the  AT&T  executive 
declared,  "I  fail  to  see  how  by  any 
stretch  of  the  imagination  a  reduc- 

tion in  long  distance  rates  will  help 
win  the  war."  He  pointed  out  that 
the  firm's  advertising  urges  the 
public  to  reduce  its  use  of  long 
distance  facilities,  while  the  Com- 

mission's action,  lowering  rates, 
would  have  the  opposite  effect  at  a 
time  when  "lines  are  overloaded." 

At  the  time  of  a  rate  reduction 
agreement  reached  in  June,  1941, 
the  FCC  estimated  that  networks 
spent  approximately  $5,376,000  for 
long-line  wire  facilities.  The  saving 
estimated  at  the  time  amounted  to 
$250,000,  and  an  additional  $25,- 
000  for  other  lines. 

Last  Year's  Cut 
The  1941  reduction  totaled  about 

$14,000,000  of  all  Long  Lines  Dept. 
income.  The  FCC  figure  for  broad- 

casting's total  payments  to  the  firm 
was  $7,968,940  for  telephone  line 
facilities,  including  local  as  well 
as  network  operations.  The  three 
networks  at  that  time  spent  $5,- 
178,730  for  network  service  lines, 
and  an  additional  $733,375  for 
facilities  for  23  M&O  stations.  Five 
regionals  spent  $197,314  for  wire 
hookup  service. 

At  his  press  conference  Nov.  23, 
Chairman  Fly  said  that  the  FCC 
was  anxious  to  do  everything  pos- 

sible for  the  small  station,  and  that 
this  rate  reduction  might  be  bene- 
ficial. 

"Small  stations  today  have  a 
difficult  situation",  he  said.  "Net- 

work advertising,  mostly  good  will 
and  institutional  programs  spon- 

sored by  firms  with  nothing  to  sell 
— or  not  enough  to  go  around — 
is  available  in  larger  cities,  but  the 
little  stations  are  not  getting  much 
of  this  business.  Revenue  of  the 
retail  businesses  on  which  they  de- 

pend is  tending  to  dry  up." He  reiterated  that  FCC  hopes 
to  do  something  about  this  through 
its  proposed  AT&T  rate  reduction. 

SENATE  Judiciary  Committee  last 
week  reported  favorably  a  bill  (HR- 
7151)  ameuding  the  War  Powers  Act, 
1941,  to  extend  censorship  of  com- 

munications to  messages  between  the 
United  States  and  its  territories  and 
possessions.  The  bill  had  been  passed 
by  the  House. 

NAB's  New  Quarters 

NEW  HOME  OP  THE  NAB  in 
Washington  will  be  occupied 
within  the  next  few  weeks  as  a 
result  of  purchase  consummated 
last  week  with  approval  of  the 
board  majority,  voting  by  mail  on 
the  basis  of  pictures  of  various 
properties  offered.  It  cost  $31,000 
cash.  The  four-story  13-room  struc- 

ture, former  home  of  Columbus 
University  Junior  College,  is  lo- 

cated at  1760  N  St.  NW,  just  off 
Connecticut  Ave.,  about  two  blocks 
from  the  Mayflower  Hotel.  NAB 
along  with  all  other  tenants  has 
been  ordered  to  vacate  the  Nor- 

mandy Bldg.  on  K  Street  early  in 
December  to  make  way  for  the 
RFC  rubber  conservation  staff. 

DAY  FOR  UNCLE  SAM 

KFWB  Turns  Over  Dec.  6  to 

 Federal  Agencies  

DIRECTING  its  efforts  to  a  24- 
hour  campaign  for  War  Bond  sales, 
KFWB,  Hollywood,  on  Dec.  6  will 
suspend  all  sponsored  as  well  as 
sustaining  programs.  Observing 
one  year  of  war,  station  personnel 
and  facilities  will  be  turned  over 
to  the  Treasury  and  other  govern- 

ment agencies  for  the  day,  accord- 
ing to  Harry  Maizlish,  general 

manager. 

Only  regular  features  to  be  re- 
tained are  newscasts  and  war  bul- 
letins which  will  be  interspersed 

with  War  Bond  announcements. 
Under  slogan,  I  Buy  for  Venge- 

ance, special  programs  with  guest 
talent  will  be  used  on  the  24-hour 
schedule  as  stimulants  for  War 
Bonds  and  a  salute  to  the  AEF. 
Federal,  State  and  city  defense 
councils  are  cooperating,  with 
auxiliary  police  and  air  raid  ward- 

ens actively  participating  in  the 
programs.  Air  raid  quarters  will 
remain  open  during  the  24  hours 
to  accommodate  bond  buyers. 

SENATE  VOTES  BILL 

FOR  SMALL  FIRMS 
RELIEF  from  burdensome  paper 
work  is  possible  for  smaller  radio 
stations  as  well  as  the  larger  sta- 

tions as  the  result  of  the  Senate 
passage  by  unanimous  vote  of  a 
bill  (S-1666),  sponsored  by  Sena- 

tor Murray  (D — Mont.),  chairman 
of  the  Senate  Committee  on  Small 
Business.  The  bill  now  goes  to  the House. 

The  bill's  principal  objectives 
aim  at  coordination  and  reduction 
of  Federal  reporting  services  and 
to  lessen  the  responsibility  on  busi- 

ness in  general,  with  particular 
emphasis  on  the  smaller  business, 
of  furnishing  many  reports  and 
diverse  information  to  various 
Federal  agencies. 

Anothier  concern  of  the  commit- 
tee is  the  wartime  position  of  many 

small  businesses.  Last  week  it  was 
learned  that  the  committee  is  will- 

ing to  study  the  problems  of 
smaller  radio  stations  affected  by 
various  wartime  effects  of  a  re- 

duced civilian  economy.  This  atti- 
tude was  made  known  to  a  rep- 

resentative of  the  NAB  but  no 
positive  action  is  expected  on  this 
before  the  return  of  Neville  Miller 
from  a  tour  of  district  meetings  or 
possibly  before  the  next  board 
meeting,  likely  in  January. 

Proposed  Net  Program 
Offered    to  Paramount 

PARAMOUNT  Pictures,  New 

York,  is  considering  a  weekly  half- 
hour  program  submitted  to  it  for 
possible  network  sponsorship  by 
the  Women's  Institute  of  Audience 
Reactions,  and  produced  by  Agnes 
Grew,  director  of  the  Institute 
and  head  of  its  radio  department. 

It  is  understood  the  program 
tackles  story  and  talent  problems 
as  well  as  carrying  specific  and- institutional  advertising.  Directed 
by  Mitchell  Grayson,  the  audition 
transcription  now  under  considera- 

tion by  Paramount  executives  fea- tures a  cast  of  Selena  Royle, 
Santos  Ortega,  Chester,  Stratton, 
Florence  Robinson,  Lorena  Scott, 
Randolph  Echols,  Frank  Butler 
and  Jay  Wesley. 

Blue  Drops  Chimes 
FURTHER  emphasizing  the  sepa- 

ration of  BLUE  and  NBC  as  in- 
dependent and  competing  net- 

works, the  BLUE  will  discontinue 
Dec.  1  the  ringing  of  chimes  as 
chain  breaks,  singing  off  thereafter 
with  the  words,  "This  is  the  BLUE 
network".  The  three  notes,  NBC 
symbol  shared  by  the  BLUE  up 
until  now,  will  not  be  replaced  by 
the  latter  network  until  the  con- clusion of  the  war.  It  was  found 
that  equipment  needed  to  develop 
a  new  symbol  involved  the  use  of 
strategic  war  materials. 

Pabst  Music  Series 
PABST  SALES  Co.,  Chicago,  has 
a  six-weekly  music  program  on 

WMCA,  New  York,  titled  Jump  'n' Jive,  heard  8:30-9  p.m.  Series 
started  Nov.  2  and  will  continue  for 
52  weeks,  presenting  recorded 
dance  music  nightly  except  Tues- 

day, when  the  program  is  live. 
Agency  is  Lord  &  Thomas,  Chicago. 
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NBC  Adopts  New  Organizational  Setup 

Fast  Action  Sought 

By  Plan,  States 
Trammell 

AN  EXTENSIVE  revision  of 

NBC's  organizational  setup,  em- 
bodying the  establishment  of  a 

number  of  planning  and  super- 
visory committees  to  "expedite 

planning  and  action  on  the  major 
functions  of  the  company"  and  the 
creation  of  two  new  departments, 
was  announced  Nov.  24  by  Niles 
Trammell,  NBC  president,  at  a 
dinner  meeting  of  some  200  ex- 

ecutive employes  of  the  network  at 
the  Waldorf-Astoria,  New  York. 

At  the  same  time  the  creation  of 
a  junior  management  committee, 
whose  activities  will  be  closely  co- 

ordinated with  those  of  the  net- 

work's management  committee,  and 
of  an  NBC  executive  group,  in- 

cluding all  of  the  company's  New 
York  executive  personnel,  was  an- 

nounced [See  separate  story  on 
this  page]. 

Group  Thinking 

In  a  letter  to  vice-presidents  and 
department  heads,  dated  Nov.  24, 
Mr.  Trammell  called  special  atten- 

tion to  "two  forward  steps  in  our 
organization  setup.  The  first  is  the 
creation  of  several  committees 
which  have  been  established  to  ex- 

pedite planning  and  action  on  the 
major  functions  of  the  company. 

Each  committee  is  composed  of 
executives  most  familiar  with  the 
problems  to  be  dealt  with  by  such 
committee.  Coordinated  group 
thinking  and  common  understand- 

ing of  the  company's  problems  are 
certain  to  aid  substantially  in  car- 

rying out  the  companys'  policies 
and  attaining  its  objectives. 

"The  second  equally  important 
step,"  he  stated,  "is  the  material 
strengthening  of  our  public  ser- 

vice organization.  The  war  has 
greatly  increased  the  activities  of 
the  network  in  this  field.  Today 
public  service  is  more  important 
than  ever.  This  fact  has  been  rec- 

ognized by  the  establishment  of  a 
separate  public  service  department." 

Reporting  on  NBC's  operations 
for  the  year  to  date,  Mr.  Trammell 
said  that  despite  the  loss  of  ap- 

proximately 400  employes  at  the 
time  of  the  separation  of  the  BLUE 
from  NBC,  of  85  more  when  the 
Artists  Service  was  separated  and 
of  almost  400  additional  employes 
to  the  government  and  the  military 
services,  "we  have  managed  this 
year  not  only  to  maintain  but  ac- 

tually to  increase  the  quantity  and 
improve  the  quality  of  our  service 
to  the  public,  the  Government  and 
American  business." 
NBC  network  sales,  he  reported, 

are  more  than  7%  ahead  of  last 
year  and  the  increase  in  time  sales 
on  the  M  &  0  stations  is  more 
than  10%.  He  quoted  the  CAB  re- 

port for  Nov.  16  as  showing  that 
NBC  has  31  of  the  50  most  popular 

programs  on  the  air  and  in  the  field 
of  public  service  he  mentioned  The 
Army  Hour,  NBC  Symphony,  Chi- 

cago Round  Table,  Inter-American 
University  of  the  Air  and  Pan- 
American  Holiday  as  NBC  pro- 

grams that  are  outstanding.  NBC's 
broadcasts  of  special  programs 
furthering  the  war  effort  currently 
average  more  than  hours  daily, 
he  said. 

Committee  Report 

The  organization  changes,  Mr. 
Trammell  announced,  were  based 
on  the  recommendations  of  a  com- 

mittee which  he  appointed  at  the 
last  annual  meeting  of  NBC  ex- 

ecutives in  Hot  Springs  to  devise 
methods  "for  further  improving 
our  operating  efficiency  and  for 
executive  handling  of  the  extra- 

ordinary burden  of  duties  and  re- 
sponsibilities occasioned  by  the  war 

emergency." Committee  members  included  Dr. 

James  Rowland  Angell,  NBC's  pub- 
lic service  counsellor;  William  S. 

Hedges,  vice-president  in  charge 
of  stations;  C.  L.  Menser,  vice- 
president  in  charge  of  programs; 
John  H.  MacDonald,  assistant  sec- 

retary and  assistant  to  the  vice- 
president  and  general  manager, 
and  Sheldon  Coons,  business  con- 

sultant who  was  recently  chosen 
by  the  NAB  to  direct  its  projected 
study  of  the  problems  of  depart- 

ment store  merchandising  and  their 
possible  solution  through  radio  ad- 

vertising [Broadcasting,  Nov.  2]. 
First  of  the  new  committees, 

which  will  meet  regularly  at  least 
monthly,  is  the  Policy  Committee, 

Two  New  Management  Groups 

Formed  Among  NBC  Officers 
TO  SUPPLEMENT  the  work  of 

NBC's  management  committee, 
comprising  all  the  network's  of- ficers and  key  operating  executives, 
in  planning  and  directing  the  gen- 

eral network  policy  and  operations, 
NBC  has  created  two  additional 
management  groups,  whose  estab- 

lishment was  announced  last  Tues- 
day at  a  dinner  meeting  of  some 

200  NBC  New  York  executive  em- 
ployes at  the  Waldorf-Astoria. 

First  new  management  group  is 
a  junior  management  committee  of 
17  members,  chiefly  of  assistants 
to  heads  of  departments.  Easton  C. 
Woolley,  assistant  to  William  S. 
Hedges,  vice-president  in  charge 
of  stations,  is  head  of  this  new 
committee  and  will  act  as  liaison 
between  it  and  the  senior  manage- 

ment committee  of  which  he  is 
also  a  member. 

Executive  Group 

Second  new  group  is  made  up  of 

all  executive  personnel  of  NBC's 
New  York  headquarters  staff,  ap- 

proximately 200  persons.  Both  of 
the  management  committees  are 
also  members  of  this  group,  known 
as  the  NBC  Executive  Group.  Un- 

like the  management  committees, 
which  meet  on  call,  about  once  a 
month,  this  larger  group  will  as- 

semble three  times  a  year,  in  the 
spring,  fall  and  winter  quarters. 
The  dinner  session  last  week  was 
the  first  meeting  of  the  group. 

Purpose  of  the  organization  of 
this  executive  group,  to  familiarize 
all  executives  with  the  overall 
problems  of  network  operations  as 
well  as  with  those  of  their  own 
particular  jobs  and  to  encourage 
them  to  contribute  suggestions  and 
criticisms  to  the  company's  man- 

agement, was  outlined  by  Niles 
Trammell,  NBC  president,-  and 
Frank  E.  Mullen,  vice-president 
and  general  manager. 

Mr.   Trammell   also  announced 

the  formation  of  several  new  exe- 
cutive committees  to  guide  the 

major  activities  of  NBC  and  of 
other  organizational  changes  [See 
story  on  this  page]. 

Various  phases  of  the  outlook 
for  NBC  during  the  coming  year 
were  also  discussed,  with  especial 
attention  given  to  war  problems 
of  programming  and  publicity. 

Management  Group 

Membership  of  the  NBC  manage- 
ment committee  takes  in  all  the 

network's  officers,  including  divi- 
sional vice-presidents  stationed  out- 

side of  New  York,  plus  Clayland 
T.  Morgan,  assistant  to  the  presi- 

dent; Albert  E.  Dale,  director  of 
the  department  of  information; 
Charles  B.  Brown,  director  of  ad- 

vertising and  promotion;  W.  F. 
Brooks,  director  of  news  and  spe- 

cial events;  John  McKay,  manager 
of  the  press  department;  R.  J. 
Teichner,  treasurer;  Dr.  James 
Rowland  Angell,  public  service 
editor;  Harry  F.  McKeon,  con- 

troller; James  V.  McConnell,  man- 
ager, national  spot  sales  depart- 
ment; Roy  Norr,  of  Ames  &  Norr, 

public  relations;  Sheldon  Coons, 
business  consultant. 
The  junior  management  com- 

mittee, in  addition  to  Mr.  Woolley, 
its  chairman,  includes  the  follow- 

ing individuals,  listed  with  their 
departments:  Ernest  de  la  Ossa, 
personnel;  Sheldon  B.  Hickox,  sta- 

tions; Edward  R.  Hitz,  I.  E.  Show- 
erman,  sales;  William  Burke  Mil- 

ler, public  service;  Bertha  Brain- 
ard,  Wynn  Wright,  Lewis  H. 
Titterton,  programs;  Joseph  A. 
Ecclesine,  William  E.  Webb,  Irene 
Kuhn,  advertising  and  sales  pro- 

motion; Sydney  Eiges,  press; 
Francis  C.  McCall,  news  and  spe- 

cial events;  Stockton  Helffrich,  con- 
tinuity acceptance;  George  McEl- 

rath,  engineering;  Noran  E.  Ker- 
sta,  television. 

Math  Mr.  Trammell  as  chairman; 
Frank  E.  Mullen,  vice-president 
and  general  manager  of  NBC,  as 
first  vice-chairman;  Mr.  Hedges  as 
second  vice-chairman;  Dr.  Angell; 
Mr.  Menser;  Roy  C.  Witmer,  vice- 
president  in  charge  of  sales,  and 
Mr.  MacDonald,  who  will  serve  as 
secretary  of  the  committee. 

The  Policy  Committee,  according 
to  Mr.  Trammell's  memorandum 
to  the  network's  vice-presidents, 
department  and  division  heads, 
"will  review  and  formulate  the 
policies  governing  the  operations 
of  the  company.  It  will  direct  its 
attention  specifically  to  program, 
station  relations,  sales,  labor  and 

personnel  policies,  and  to  coopera- 
tion with  governmental  agencies 

on  our  war  activities.  The  Policy 
Committee  will  call  on  other  execu- 

tives of  the  company  to  meet  viath 

it  whenever  the  need  arises." 
Public  Relations 

A  Public  Relations  Committee, 
to  "formulate  plans  and  procedures 
governing  our  contacts  vdth  the 
public  in  order  to  maintain  the 
company's  position  of  leadership 
in  its  services  to  the  public,"  is 
headed  by  Mr.  Mullen  as  chairman ; 
Albert  E.  Dale,  director  of  infor- 

mation, is  vice-chairman,  and  mem- 
bers are:  John  Royal,  vice-presi- 
dent in  charge  of  international 

broadcasting;  Frank  M.  Russell, 
vice-president  in  charge  of  the 
Washington  office;  John  McKay, 
manager  of  the  press  department; 
Dr.  Angell;  Charles  Brown,  direc- 

tor of  advertising  and  promotion; 
William  Brooks,  director  of  news 
and  special  events.  Clayland  T. 
Morgan,  assistant  to  the  president, 
will  serve  as  secretary. 

Mr.  Menser  is  chairman  of  the 
new  Program  Committee,  whose 
functions  are  to  "formulate  and 
review  program  policies  and  pro- 

gram content.  It  will  function  as 
a  creative  group  in  the  develop- 

ment of  new  program  ideas  cover- 
ing both  public  service  and  com- 

mercial programs  and  will  give 
special  attention  to  national  needs 

arising  out  of  the  war  emergency." 
Members  of  the  Program  Com- 

mittee, in  addition  to  Mr.  Menser, 
are:  Dr. Angell;  Samuel  Chotzinoff, 
manager  of  the  music  division ;  Mr. 
Witmer;  Mr.  Brooks;  Mr.  McKay; 
Mr.  Dale.  Miss  Bertha  Brainard 
will  serve  as  secretary. 

A  Technical  Development  Com- 
mittee has  been  set  up  with  0.  B. 

Hanson,  vice-president  and  chief 
engineer,  as  chairman  and  Mr. 
Brown  as  vice-chairman.  Commit- 

tee, reporting  to  the  vice-president 
and  general  manager,  "constitutes 
a  Progress  Planning  Staff  to  con- 

duct studies,  investigations  and 
technical  research  on  engineering 

developments  promising  new  ser- vices. 

"Such  developments  include  tele- 
vision,   facsimile    and  frequency 

modulation,  as  well   as  improve- (Continued  on  page  50) 

BROADCASTING   •  Broadcast  Advertising November  30,  1942  •  Page  11 



Revision  of  Occupation  Titles 

Planned  for  Communications 

Six  Committees  of  BWC  Will  Study  New  List; 

Criticism  by  Industry  to  Be  Considered 

Advice  From  WMC 

MANPOWER  officials  last  week 
completed  their  list  of  communica- 

tions industry  occupational  titles 
to  be  used  by  the  U.  S.  Employ- 

ment Service  to  guide  local  draft 
boards  in  deferring  essential  men. 

The  list,  a  revision  of  one  con- 
tained in  Selective  Service  Occu- 

pational Bulletin  No.  27  [Broad- 
casting, Oct.  19],  will  be  studied 

by  representatives  of  six  Board  of 
War  Communications'  committees 
meeting  with  War  Manpower  Com- 

mittee representatives  at  the  FCC 
today  (Nov.  30),  and  may  be  is- 

sued within  a  few  days. 

Changes  Effected 

BWC  called  the  meeting  of  its 
committee  chairmen  at  the  request 
of  the  War  Manpower  Commis- 

sion, which  is  understood  to  have 
made  some  changes  in  the  original 
list  of  essential  communications 

employes.  At  today's  meeting,  in- 
dustry leaders  are  to  study  the 

revised  list  in  its  semi-finished 
form.  This  may  be  the  last  revi- 

sion of  the  list. 

The  War  Manpower  Commission 
pointed  out  recently  in  a  statement 
of  policy  sent  to  1,500  field  offices 
of  the  USES  that  it  would  be  in- 

creasingly severe  in  designating 
jobs  worthy  of  deferment.  The 
present  list  contains  occupational 
titles,  similar  to  the  laymen  desig- 

nations in  Selective  Service  Bulle- 
tin No.  27,  as  well  as  dictionary 

definitions  precisely  defining  the 
labor  covered  by  each  title  [Broad- 

casting, Nov.  23]. 

Communications  industry's  list 
has  brought  critical  reactions  from 
both  the  industry  and  the  War 
Manpower  Commission.  Industry 
officials  have  complained  they  were 
unable  to  recognize  essential  jobs 
under  the  laymen  titles,  and  that 
many  important  positions  were  not 
covered,  although  some  minor  ones 
were. 

Those  invited  to  participate  at 
the  meeting  were  Committee  III, 
Cable;  Committee  IV,  Domestic 
Broadcasting;  Committee  VI,  In- 

ternational Broadcasting;  Commit- 
tee VII,  Radiocommunications; 

Committee  IX,  Telegraph,  and  Com- 
mittee X,  Telephone.  Howard  S. 

Frazier,  engineering  director  of 
the  NAB,  and  Russell  P.  Place, 
counsel,  will  represent  the  broad- 

casters in  the  absence  of  Neville 
Miller,  NAB  president,  and  chair- 

man of  Committee  IV.  Earl  H. 
Gammons,  CBS  Washington  direc- 

tor, is  expected  to  represent  Com- 
mittee VI. 

According  to  telegrams  sent  out 
by  the  BWC  over  signature  of  E. 
K.  Jett,  FCC  chief  engineer  and 
chairman  of  the  BWC  coordinat- 

ing committee,  each  of  the  six 
BWC  branches  has  been  asked  to 

designate  one,  but  not  more  than 
two  committee  members  to  meet 
with  a  man  from  the  War  Man- 

power Commission  on  a  revised  list 
of  essential  communications  titles. 

In  calling  the  meeting,  the  BWC 
said  it  had  never  assumed  that 
Occupational  Bulletin  No.  27  would 
represent  the  final  list  of  essen- 

tial jobs.  "The  list  had  to  be  stud- 
ied and  revised  by  the  WMC,  just 

as  lists  for  others  of  the  37  'essen- 
tial industries'  are  being  revised," the  BWC  said. 

Adam  Hat  Spots 
EXTENDING  its  annual  Christ- 

mas promotion  campaign  to  a  na- 
tionwide basis  for  the  first  time, 

Adam  Hat  Stores,  New  York,  will 
use  100  stations  in  key  cities  pe- 

riod Nov.  30  through  Dec.  23. 
Campaign  will  consist  of  one- minute  transcribed  announcements 

for  the  company's  hats,  with  Henry 
Morgan,  of  WOR,  New  York,  de- 

livering the  commercials  in  a  hu- 
morous vein.  Transcriptions  will 

be  heard  five  days  a  week,  both 
daytime  and  evening  on  a  varying 
basis.  Agency  is  Glicksman  Adv. 
Co.,  New  York. 

BROADCASTERS  should  continue 
to  depend  on  Selective  Service 
Form  42A  for  deferment  of  essen- 

tial workers,  War  Manpower  offi- 
cials advised  last  week,  suggesting 

that  the  industry  avoid  the  use  of 
manning  tables. 

"As  an  essential  industry,  under 

War  Manpower  Commission's  defi- nitions, communications  people  are 
eligible  to  participate,  and  we  have 
no  objection,"  the  officials  said. But  the  WMC  pointed  out  that  the 
number  of  employes  eligible  for 
deferment  under  the  manning  plan 
would  be  extremely  small  in  each 
station  and  that  manning  table 

machinery  is  "too  cumbersome." The  manning  table  plan  provides 
a  schedule  for  replacement  of 
draftable  "essential  workers".  To  be 
included  in  such  a  schedule  how- 

ever, a  man  must  be  of  such  skill 
that  several  months  will  be  needed 
to  train  his  successor. 

Insurance  Spots 
NORTHERN  MUTUAL  Casualty 
Ins.  Co.,  Chicago,  is  sponsoring 
Harland  Read  on  a  thrice-weekly 
quarter-hour  newscast  on  WBBM, 
Chicago;  five  participations  a 
week  on  Eddie  Chase,  WXYZ,  De- 

troit, and  thrice-weekly  quarter- 
hour  live  talent  programs.  Home- 
folks,  on  WCAR,  Pontiac,  Mich. 
Agency  is  First  United  Broad- 

casters, Chicago. 

Recorders  Act 

AFTER  consideration  of  the  re- 
plies to  its  recent  letter  of  protest 

[Broadcasting,  Nov.  2]  over  the 
Government's  possible  entrance 
into  recording  through  studios  set 
up  by  the  OWI  Overseas  Branch, 
the  Assn.  of  Recording  Studios 
adopted  a  resolution  at  its  Nov.  25 
meeting  giving  authority  to  the 
original  committee  which  drafted 
the  letter  to  take  what  action  was 
necessary  to  solve  the  problem.  The 
committee  consists  of  Hazard  E. 
Reeves,  Reeves  Sound  Recording 
Studios,  and  chairman  of  the  ARS ; 
Ezekiel  Rabinowitz,  Audio-Scrip- 
tions;  Maurier  Wolsky,  Rockhill 
Radio;  Robert  Hyndman,  G.  Schir- 
mer  Recording  Studios,  and  War- 
i-en  Trobb,  New  York  attorney. 

BELL  TELEPHONE  Co.  of  Canada, 
Montreal,  on  Dec.  7  starts  a  spot 
campaiprn  on  the  theme  "Don't  Tele- 

phone Home  This  Christmas"  on  10 Ontario  and  Quebec  stations  daily 
till  Christmas.  Account  was  placed  by 
Cockfield  Brown  &  Co.  Ltd.,  Montreal. 

WOMEN  PAGES  on  NBC's  wartime  staff,  replacing  men  in  military  serv- 
ice, now  number  nine,  including  Patricia  O'Hara,  wife  of  Fiske  O'Hara, 

noted  Irish  actor.  Lined  up  (1  to  r)  are:  Mrs.  O'Hara,  Gertrude  Vander 
Poel,  Gertrude  S.  Cole,  Rebecca  D.  Shaw,  Marie  A.  Mayer,  Catherine 
M.  Collins,  Orilla  H.  Kidder,  Margaret  Hemingway,  Johanna  Boekholtz. 

Victor  Sholis  Is  Feted; 

To  Enter  Army  Shortly 
VICTOR  SHOLIS,  since  February, 
1941,  director  of  the  Clear  Chan- 

nel Broadcasting  Service,  formed 
by  clear-channel  stations  to  repre- 

sent their  inter- 
ests, was  guest  of 

honor  at  a  fare- well party  Nov. 
28  at  the  Wash- 

ington home  of 
Louis  G.  Cald- 

well, counsel  for 
the  Service.  He 

expected  to  be  in- ducted into  the 
Army  shortly. 

Mr.  Sholis,  for- 
mer political  editor  of  the  Chicago 

Times,  who  came  to  Washington  in 
1939  as  assistant  to  Harry  Hop- 

kins, then  Secretary  of  Commerce, 
has  notified  the  board  of  his  im- 

pending departure.  It  is  expected 
he  will  be  succeeded  by  his  assist- 

ant, Allen  Miller,  who  will  con- 
tinue to  be  headquartered  at  the 

Washington  offices  in  the  Shore- ham  Bldg. 

Mr.  Sholis 

Networks  in  Hollywood 

Seek  More  Studio  Space 
FACING  a  lack  of  accommodations 
for  new  programs,  BLUE,  Holly- 

wood, on  a  month-to-month  basis, 
has  rented  a  studio  from  KFWB, 
that  city,  for  temporary  origina- 

tion of  the  five-weekly  five-minute 
program.  Grade  Fields,  sponsored 
by  American  Cigarette  &  Cigar  Co. 
(Pall  Mall),  Monday  through  Fri- 

day, 9:55-10  p.m.  (EWT).  Shift- 
ing from  New  York  to  Hollywood 

with  broadcast  of  Nov.  30,  the 
series  will  emanate  from  the  West 
Coast  for  several  weeks  during 
Miss  Fields'  film  assignment. 

Network  recently  acquired  Holly- 
wood Radio  Playhouse  under  lease, 

but  that  structure  will  not  be 
ready  for  occupancy  in  time  to  ac- 

commodate the  program  shift.  Lo- 
cated at  Highland  Ave.  and  Mc- 

Cadden  PI.  and  seating  300,  the 
playhouse  will  undergo  extensive 
alterations  before  network  pro- 

grams will  originate  there,  accord- 
ing to  Don  E.  Oilman,  Western  di- 

vision vice-president.  It  will  also 
be  utilized  by  NBC  on  a  monthly rental  basis. 

CBS,  Hollywood,  to  meet  a  simi- 
lar space  shortage,  has  also  con- 

tracted for  rental  of  a  KFWB 
studio  to  house  the  thrice-weekly 
Harry  James,  sponsored  by  Liggett 
&  Myers  Tobacco  Co.  (Chesterfield 
cigarettes).  Program  moves  from 
New  York  to  Hollywood  in  early 
December  so  that  James  can  com- 

plete an  MGM  film  assignment. 

Crash  Kills  Frear 

LT.  ROBERT  H.  FREAR,  26,  for- 
mer chief  announcer  of  WIBX, 

Utica,  N.  Y.,  was  killed  last  week 
when  his  Army  P-39  plane  crashed 
as  he  was  about  to  land  at  Cross 
City  Field,  Fla.,  after  a  routine 
training  flight.  Lt.  Frear,  an  ex- 

perienced civilian  pilot,  had  re- 
ceived his  Army  commission  only 

ten  days  before  the  fatal  accident. 
Funeral  services  were  held  at 
Utica  last  Friday  afternoon.  At 
WIBX  he  had  edited  the  Farm 
News  program  and  handled  the 
Socony- Vacuum  newscast  seven times  daily. 
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Serials  and  Their  Casts  Going  to  War 

Soap  Operas  Take  Active 

Part  by  Assisting  in 

OWl  Campaigns 

LONG-ESTABLISHED  serials, 
along  with  their  casts,  long  dear 
to  many  a  daytime  radio  listener 
familiar  with  their  daily  tribula- 

tions, are  now  working  for  the 
war  effort  with  startling  effec- 
tiveness. 

Entirely  aside  from  their  week- 
day appearances  on  reeularlv 

scheduled  commercial  serials,  the 
heroes  and  heroines  of  the  "soap 
operas"  have  taken  on  the  addi- 

tional task  of  performing  special 
dramas  on  the  NBC  Victory  Vol- 

unteers series  and  the  CBS  Victory 
Front  programs,  both  of  which  are 
produced  by  the  advertising 
agencies  concerned,  CBS  and  NBC 
in  cooperation  with  OWI. 
CBS  has  set  aside  the  Monday 

through  Friday  period  9:45-10  a.m. 
while  NBC  presents  its  OWI  serials 
five  times  weekly  10-10:15  a.m. 

Facilities  Donated 
The  networks  supply  their  facil- 

ities, and  participants  in  the  pro- 
ject donate  their  services  as  a  con- 

tribution to  the  war  effort.  This 
includes  actors,  actresses,  adver- 

tisers and  their  advertising 
agencies,  announcers,  directors, 
narrators  and  special  guests,  with 
the  American  Federation  of  Radio 
Artists  waiving  all  talent  fees. 
The  war  themes  selected  for 

each  week's  presentations  usually 
tie  up  with  a  nationwide  war  in- 

formation campaign  currently  in 
progress,  thus  emphasizing  the  im- 

portance of  that  particular  drive, 
as  well  as  presenting  information 
about  it  to  listeners  through  a 
favorite  medium. 

One  of  the  more  pertinent  stories 
presented  to  date  in  the  OWI  pro- 

ject used  as  its  subject  the  need 
for  converting  heating  facilities 
from  fuel  oil  to  coal.  This  cam- 

paign, doubly  urgent  as  cold 
weather  approached,  came  to  life 
during  the  week  of  Oct.  26  on  NBC 
with  the  cast  of  Lorenzo  Jones  en- 

acting five  quarter-hours  of  human 
interest  comedy  built  around 
Lorenzo's  futile  attempt  to  invent 
a  gadget  to  heat  his  home  without 
coal  or  oil. 

On  the  Sad  Side 

On  the  tragic  side,  CBS  pre- 
sented that  same  week  a  grim 

picture  of  "the  nature  of  the 
enemy"  by  the  cast  of  Life  Can  Be 
Beautiful.  No  listener  tuning 
faithfully  to  the  five  episodes  of 
that  story  could  resist  the  force- 

ful message  it  presents  on  what 
could  "happen  here",  or  the  theme 
that  "life  cannot  be  beautiful" 
under  Axis  domination. 

Using  the  dream  technique,  the 

story  told  of  a  young  girl's  dream that  the  Nazis  had  come  to  this 
country,  how  they  sentenced  to 
death  the  old  bookseller  whom  she 
assists,  how  a  cripple  in  the  shop 
is  sent  to  an  institution  from  which 

BUY  A  BOND  and  sign  a  plane,  was  theme  of  the  recent  War  Bond  drive 
of  CBS  Hollywood,  when  Lockheed  P-38  Interceptor  went  on  display 
for  a  week  in  the  network's  forecourt.  Bond-buyers  autographing  the 
P-38,  which  was  under  constant  military  guard,  are  (1  to  r)  Eleanore 
Pelletreau,  of  network  exploitation  department;  Ben  Paley,  West  Coast 
production  manager,  and  Harry  W.  Witt,  sales  manager  of  KNX. 

he  will  never  return,  and  how  she 
herself  must  kill  a  Nazi  officer  to 
defend  herself. 

The  theme  of  home  nursing  has 
been  used  on  the  CBS  Victory 
Front  series  with  characters  from 
Young   Dr.   Malone   showing  the 

present  need  for  knowledge  of  first 
aid  in  one's  community.  Pepper 
Young's  Family  has  put  over  the 
message  on  scrap  salvage  as  part 
of  the  NBC  series  for  the  OWI, 
and  the  other  subjects  covered  on 
the  two  networks  by  the  OWI  in- 

Average  Rating  of  Quiz  Programs  Drops^ 

Says  Chappell;  Serial  Dramas  Decline 
IN  A  SORT  of  postscript  to  his 
analysis  of  the  loss  of  appeal  of 
the  daytime  serials  [Broadcast- 

ing, Nov.  23],  Dr.  Matthew  Chap- 
pell, consultant  to  C.  E.  Hooper 

Inc.,  has  released  comparable  data 
for  listening  to  quiz  shows  and 
serial  dramas  during  the  past  two 

years. From  January,  1940  to  January, 
1941,  he  states,  the  average  rating 
of  quiz  programs  dropped  from 
approximately  13.0  to  11.3,  while 
the  number  of  sponsored  network 
hours  devoted  to  such  programs 
rose  from  4y2  to  7%  a  week.  From 
January  1941  to  January  1942  the 
average  quiz  show  rating  rose  from 
11.3  to  12.1,  while  the  weekly  total 
of  network  hours  dropped  from  7% 
to  51/2. 

Average  Rating 

"When  all  other  things  are 
equal,"  Dr.  Chappell  states,  "the 
above  two-year  comparison  on  quiz 
programs  represents  the  norm  on 
established  types  of  radio  pro- 

grams. That  is  to  say,  when  the 
total  number  of  programs  offered 
increases  above  a  certain  point,  the 
listeners  are  divided  more  ways. 
And  as  the  people  listen  less  to 

each  program,  the  'average  rating' 
goes  down.  Trends  in  total  inter- 

est in  a  classification  can  be  judged 
only  by  observing  the  changes  in 
total  listening  which  result  from 
the  inter-working  of  both  factors, 

'average  rating'  and  'total  hours'." 

But,  daytime  serials  do  not  fol- low the  same  pattern  as  quiz 
shows.  From  January  1940  to 
January  1941  sponsored  network 
daytime  dramatic  serials  increased 
from  55  hours  to  63^/4  hours 
weekly,  with  an  accompanying 
drop  in  average  rating  from  7.0 
to  about  6.1,  Dr.  Chappell  reports. 
From  January  1941  to  January 
1942  the  network  time  consumed 
by  these  programs  dropped  from 
63%  to  60%  hours  weekly,  but  the 
average  rating,  instead  of  rising, 
also  dropped — from  slightly  above 
6.1  to  slightly  below  5.9. 

During  1942  this  down  trend  has 
continued.  From  January  to  Oc- 

tober the  weekly  network  hours  of 
daytime  dramas  dropped  from 
60%  to  50,  while  the  average  rat- 

ing likewise  declined  from  about 
5.9  to  5.1,  more  than  the  expected 
seasonal  change.  When  the  two  fac- 

tors are  combined  into  a  "Listen- 
ing Hour  Index",  Dr.  Chappell 

states,  the  drop  from  January 
1941  through  October  1942  is  seen 
as  follows: 

Listening  Hour  Index,  January, 
1941,  384;  January,  1942,  359; 
October,  1942,  256. 

"This  trend,"  he  concludes,  "is 
contrary  to  that  observed  in  the 
performance  of  radio  in  the  eve- 

ning, Sunday  afternoons,  early 
morning  and  later  afternoon,  in 
short,  whenever  the  air  is  not 
dominated  by  daytime  dramatic 

serials." 

elude  price  control,  the  merchant 

marines,  women  in  the  war,  "V- 
Homes",  the  United  Nations,  and 
children  in  wartime. 

Purposely,  the  OWI  keeps  its 
schedule  of  advance  programs 
flexible,  so  that  an  unexpected  war 
information  campaign  with  no 
previous  notice  can  be  made  the 
theme  of  a  particular  serial  with  a 
comparatively  easy  shift  of  dates 
or  programs — facilitated,  of  course, 
by  the  full  cooperation  of  the  net- 

works, advertisers,  agencies,  and 
talent. 

Such  well-known  figures  as  Clif- 
ton Fadiman  and  John  W.  Vander- 

cook  for  NBC,  and  Conrad  Nagel, 
Rex  Stout  and  Bob  Hawk  for  CBS 
have  already  served  voluntarily  as 
guest  speakers,  to  present  pleas 
relating  to  the  topics  dramatized. 

Setting  an  Example 
Turning  from  the  OWI  series 

itself  to  the  regular  commercial 
versions  of  the  daytime  serials, 
many  of  the  characters  in  the  50 
odd  serials  currently  on  the  four 
major  networks  are  setting  an  ex- 

ample to  listeners  by  joining  the 
armed  forces,  setting  up  day 
nurseries  for  children  of  war 
workers,  or  making  some  other 
effort  to  help  the  Allied  cause. 

The  hero  of  Our  Gal  Sunday, 
CBS  serial  sponsored  by  Anacin 
Co.,  owns  an  aircraft  factory  and 
has  gone  into  victory  farming. 
Chichi  Conrad,  star  of  Life  Can 
Be  Beautiful  (Procter  &  Gamble 
Co.,  CBS),  dances  with  soldiers  in 
a  canteen  and  has  three  beaux,  all 
in  the  armed  forces.  Against  the 
Storm  (P&G,  NBC),  was  one  of 
the  first  serials  to  place  its  char- 

acters in  locales  affected  by  the 
war,  and  is  currently  laid  in  Den- 

mark where  its  characters  battle 

with  Axis  agents  in  the  under- 
ground movement.  One  of  the  cast 

of  Young  Dr.  Malone  (General 
Foods  Corp.,  CBS  and  NBC),  is 
now  in  England  on  a  special  war 
mission;  Mollie  of  The  Goldbergs 
(P&G,  CBS),  enthusiastically  runs 
a  day  nursery.  Joyce  Jordan,  M.D. 
(General  Foods,  CBS),  is  a  doctor 
in  a  war  factory,  and  is  active  in 

promoting  a  day  nursery  and  vic- 
tory foods. 

All  the  family  and  most  of  the 

friends  of  Pepper  Young's  Family 
(P&G,  CBS  and  NBC),  are  in 
some  phase  of  war  work.  Stella 
Dallas  (Chas.  H.  Philipps  Chemi- 

cal Co.,  NBC),  not  only  works  in 
a  munitions  factory,  but  also  spon- 

sors a  sewing  society  for  war 
workers. 

Although  these  examples  are  se- 
lected from  less  than  half  the 

current  serials  now  on  the  net- 
works on  a  five-weekly  basis,  they 

do  illustrate  how  the  "soap  opera", oft-accused  of  being  pure  escapist 
drama,  is  proving  its  mettle  under 
wartime  conditions. 

New  Vitamin  Account 
DePREE  Co.,  Holland,  Mich.,  has 

appointed  Roche,  Williams  &  Cun- nygham  as  agency.  Company  will 
use  radio  in  Minneapolis  area  to 

promote  Wheatamin  Brand  mono- 
caps,  a  vitamin  capsule.  Phil  Stew- art is  account  executive. 
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For  "Extraordinary  Heroism 

...Great  Devotion  to  Duty... 

Meritorious  Public  
Service" 

in  Covering  the  News  at  Oran 

The  United  States  Army  Awards 

the  Order  of  the  Purple  Heart  to 

Leo  S.  Disher,  of  the  United  Press 

Major-General  Lloyd  R.  Fredendall,  of  the 
A.  E.  F.  in  Africa,  on  November  22nd awarded 
the  Order  of  the  Purple  Heart  to  United  Press 

War  Correspondent  Leo  S.  Disher. 

The  citation  accompanying  the  award  read: 

"Leo  S.  Disher,  Jr.,  while  serving  with  a  United  States  landing 
force  in  the  capacity  of  war  correspondent,  at  the  harbor  of  Oran 
during  the  early  morning  hours  of  Nov.  8,  1942,  distinguished 
himself  by  extraordinary  heroism  and  meritorious  performance  of 
duty  against  an  armed  enemy  during  the  attack  on  that  port. 

"In  the  face  of  withering  enemy  fire,  although  several  times 
wounded,  Disher  remained  at  his  post  on  the  vessel  which  was 
taking  him  ashore  and  continued  to  report  for  the  public  press  a 
lucid,  accurate  and  detailed  account  of  the  action,  in  which  the 

greater  part  of  the  military  and  naval  personnel  aboard  the  ship 
became  casualties. 

"After  being  ordered  to  abandon  ship,  Disher  swam  to  shore  and, 
although  again  wounded  four  times,  continued  to  perform  his  duty 
in  an  exemplary  manner.  With  complete  disregard  for  his  personal 
safety,  Disher  displayed  great  devotion  to  duty  and  rendered 
meritorious  public  service  by  recording  the  details  of  the  attack 

on  the  harbor  of  Oran." 

UNITED  PRESS 
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Revenue  Decision 

On  Tax  Status  of 

Free  Time  Sought 
Donations  to  the  Government 

Involved  in  IRB  Study 
TREASURY  officials  revealed  last 
week  that  the  Internal  Revenue  Bu- 

reau is  considering  issuance  of  a 
ruling  to  decide  what  total  deduc- 

tions radio  stations  may  make  in 
1942  income  tax  payment  for  time 
donated  to  Government  campaigns 
and  programs. 

It  was  learned  by  Broadcasting 
that  a  ruling  for  radio  station  man- 

agers can  be  expected  within  the 
next  week  or  ten  days,  following 
weeks  of  study  by  the  Internal 
Revenue  Bureau. 

The  ruling  will  include  an  in- 
terpretation of  an  amendment  in 

the  1942  tax  law  to  the  famous 
section  23q  of  the  income  tax  stat- 

ute. This  amendment  reads,  in 
part : 

"In'the  case  of  a  corporation  con- 
tributions or  gifts  payment  of 

which  is  made  within  the  taxable 
year  to  or  for  the  use  of  the  United 
States,  any  State,  territory  or  any 
political  subdivision  thereof  or  the 
District  of  Columbia,  or  any  pos- 

session of  the  United  States,  for 
exclusively  public  purposes  ...  to 
an  amount  which  does  not  exceed 

5  per  centum  of  the  taxpayer's  net 
income." 

How  Much  to  Deduct 

The  question  to  be  decided  by  In- 
ternal Revenue  officials  is  whether 

or  not  radio  stations  make  a  "con- 
tribution" in  money  when  they  give the  Federal  and  State  Governments 

free  time,  equipment  and  talent.  If 
that  is  the  case,  radio  stations  are 
of  course  entitled  to  a  5%  income 
tax  deduction. 
Some  Internal  Revenue  policy 

makers  believe  that  radio  stations 
do  not,  in  presenting  free  Govern- 

ment shows,  make  an  actual  mone- 
tary contribution  to  or  for  the  use 

of  the  United  States.  They  reason 
that  the  radio  stations  do  not  have 
to  pay  for  the  time  but  are  merely 
offering  use  of  their  facilities. 

It  has  already  been  decided  that 
newspapers  cannot  claim  a  5%  de- 

duction. The  Internal  Revenue  Bu- 
reau has  declared  that  ads  donated 

by  the  papers  to  promote,  for  ex- 
ample, sale  of  War  Bonds  are  not 

an  actual  monetary  contribution  to 
the  United  States. 

Nor  can  newspapers  claim  that 
these  ads,  as  "goodwill  advertise- 

ments," are  legitimate  business  ex- 
penses. Internal  Revenue  experts 

have  decided  that  it  is  the  "duty 
and  the  business"  of  a  newspaper 
to  advise  the  public  to  buy  War 
Bonds  etc.  Thus,  they  declare,  these 
advertisements  are  not  institutional 
ads. 

In  other  words,  a  steel  corpora- 
tion, for  instance,  could  deduct,  as 

legitimate  advertising  expense  and 
as  a  "contribution  to  or  for  the 
use  of  the  United  States,"  for  an 
ad  asking  the  public  to  purchase 
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THE  THIRD  MAN  to  serve  as 
head  of  the  radio  regulatory  au- 

thority in  this  country,  Maj.  Gen. 
Charles  McKinley  Saltzman,  chair- 

man of  the  Fed- 
eral Radio  Com- 

mission  from 
1930  to  1932,  died 
at  Walter  Reed 
Hospital  in 
Washington  last 
Wednesday  after 
a  brief  illness. 
Gen.  Saltzman, 
who  came  to  the 

ri„„   c  It  Radio  Commis- Gen.  Saltzman  ^j^^  ̂ ^^^^  ̂ ^^.^^ 
served  as  the  Army's  chief  signal officer,  was  in  his  seventy-second 

year. A  native  of  Panora,  la.,  where 
he  was  born  on  Oct.  18,  1871,  Gen. 
Saltzman  retired  from  the  Army 
Jan.  8,  1929.  He  was  named  a  mem- 

ber of  the  Radio  Commisison  on 
May  2,  1929,  succeeding  Sam  Pick- 
ard  as  Fourth  Zone  (Midwest) 
Commissioner.  President  Coolidge 
appointed  him  chairman  on  Feb. 
28,  1930,  succeding  Judge  Ira  E. 
Robinson,  who  remained  as  a  mem- 

ber. Gen.  Saltzman  resigned  July 
19,  1932,  to  return  to  private  life. 

Gen.  Saltzman  was  graduated 
from  West  Point  in  1896,  at  the 

head  of  his  class.  He  saw  action  in 
the  Spanish-American  War  and  in 
the  Philippine  Insurrection.  In 
1913  he  transferred  to  the  Signal 
Corps,  and  was  assigned  to  a  series 
of  international  missions  relating 
to  communications.  A  1921  gradu- 

ate of  the  Army  War  College,  he 
served  thereafter  as  assistant  to 
the  Secretary  of  War,  and  in  1923 
was  appointed  acting  chief  signal 
officer.  The  following  year  he  was 
given  this  post  for  a  four-year 
tenure.  He  held  the  Distinguished 
Service  Medal  and  the  Silver  Star 
with  oak  leaf  cluster,  awarded  for 
gallantry  in  action. 

Gen.  Saltzman  is  survived  by  his 
widow,  who  resides  in  suburban 
Washington,  and  a  son,  Col. 
Charles  E.  Saltzman,  of  the  Signal 
Corps,  now  stationed  abroad.  The 
younger  Saltzman,  also  a  West 
Point  honor  graduate,  was  an  ex- 

ecutive of  the  New  York  Stock  Ex- 
change before  the  war. 

Funeral  services  were  held  Nov. 
27  with  interment  at  Arlington  Na- 

tional Cemetery.  High  Army  and 
Government  officials,  as  well  as 
former  colleagues,  were  present. 
On  Nov.  27  the  FCC  adopted  a 
resolution  expressing  its  sorrow 
over  Gen.  Saltzman's  passing. 

Delay  in  Starting  AFM  Probe 

By  Senate  Group  Is  Foreseen 

But  Clark  Resolution  Has    Status    of    Law  and 

Will  Not  Die  With  End  of  Current  Congress 
Hearings  on  the  resolution 

(SRes-286),  introduced  last 
August,  are  tentatively  scheduled 
to  begin  Dec.  7,  but  the  crush  of 
wartime  activity  and  the  holiday 
season  likely  will  necessitate  a 
delay. 

Whereas  pending  legislation  cus- 
tomarily dies  with  the  end  of  each 

Congress,  it  was  pointed  out  au- 
thoritatively that  the  Clark  resolu- 

tion, having  been  adopted  by  the 
Senate,  has  the  status  of  a  law.  It 
thus  carries  over  into  the  next  ses- 

sion and  until  such  time  as  the 
mandate  of  the  Senate  to  the  in- 

vestigating subcommittee  has  been fulfilled. 

SINE  DIE  adjournment  of  Con- 
gress when  the  year  ends  will  not 

kill  the  Clark  resolution  for  a  Sen- 
ate investigation  into  the  ban  on 

transcriptions  and  phonograph  re- 
cordings invoked  by  AFM  Presi- 

dent James  C.  Petrillo,  according 
to  Congressional  parliamentarians. 

War  Bonds.  A  newspaper  could  not. 
Newspapers  will  have  to  consider 

such  ads,  the  Internal  Revenue  Bu- 
reau says,  normal  business  ex- 
penses and  can  deduct  only  the  cost 

of  ink,  printing,  newsprint  etc., 
just  as  they  would  for  any  other 
news  or  advertising  page. 

Whether  or  not  this  interpreta- 
tion will  also  be  placed  on  radio's 

efforts  on  behalf  of  the  war  pro- 
gram has  not  been  decided.  Some 

observers  at  the  Revenue  Bureau 
feel  that  radio  stations  might  well 
be  given  a  more  liberal  deduction 
than  is  now  allowed  newspapers. 

These  observers  also  believe  sta- 
tions should  be  given  the  right  to 

deduct  something  for  such  cam- 
paigns as  they  may  have  waged  for 

War  Bond  sales  etc.  Extraordinary 
expenses,  they  claim,  such  as  the 
use  of  additional  switchboard  oper- 

ators to  handle  War  Bond  calls 
etc.  should  be  deductible. 

It  is  not  considered  likely,  how- 
ever, that  radio  stations  will  be 

given  the  full  5%  deduction  for 
"contributi  ons". 

Subcommittee  to  Meet 

The  subcommittee  is  headed  by 
Senator  Clark  (D-Idaho).  Other 
members  are  White  (R-Me.),  Tobey 
(R-N.H.),  McFarland  (D-Ariz.), 
and  Tunnell  (D-Del.).  Senator 
Clark  said  last  Friday  he  planned 
to  get  the  subcommittee  together 
this  week,  in  the  hope  of  setting  a 
definite  hearing  date. 

First  witness  to  be  called  under 
present  plans,  will  be  Mr.  Petrillo 
himself.  The  union  leader  stead- 

fastly has  refused  to  explain  why 
he  arbitrarily  invoked  the  record- 

ing ban  five  months  ago,  in  the  face 
of  wartime  requirements.  Pleas 
from  high  Government  officials 
identified  with  the  war  effort  that 

the  ban  be  relaxed  have  been  all 
but  ignored  by  the  AFM  head. 
When  he  failed  to  answer  an  in- 

quiry from  Chairman  Wheeler  (D- 
Mont.),  of  the  Senate  Interstate 
Commerce  Committee,  proposing 
negotiation  of  some  sort  of  settle- 

ment, the  Montanan  promptly  an- 
nounced formation  of  the  subcom- 

mittee to  conduct  the  inquiry,  pur- 
suant to  Senator  Clark's  resolution. 

Precisely  when  the  hearings  will 
begin  is  problematical.  Senator 
Clark  said  he  would  be  guided  by 
the  judgment  of  a  majority  of  the 
committee.  It  may  be  possible  to 
get  them  under  way  before  ad- 

journment, he  said.  But  even  if 
that  does  not  come  about,  his  plan 
is  to  initiate  the  fuUscale  investiga- 

tion early  in  the  new  session. 
The  resolution,  adopted  unani- 

mously by  the  Senate,  carries  a 
$5,000  initial  fund.  In  addition  to 
the  Clark  resolution,  there  also  will 
come  before  the  committee  the 
Clark  bill  (S-2874)  for  amendment 
of  the  anti-trust  laws  to  outlaw 
strikes  that  interfere  with  the  war 
effort  for  the  war's  duration  and 
six  months  thereafter.  Introduced 
a  month  ago,  this  bill  is  pending 
before  the  Interstate  Commerce 
Committee. 

In  addition  to  the  subcommittee 
membership  of  five,  it  is  expected 
Senator  Wheeler  will  participate  in 
the  inquiry,  because  of  his  Interest 
in  the  recording  strike. 

Orchestra  Unionized 

There  was  little  discernible  activ- 
ity in  the  music  situation  on  other 

fronts  during  the  last  week, 
though  preparations  were  being 
made  for  presentation  of  industry 
testimony  to  the  Clark  subcommit- 

tee. Some  question  arose  last  week 
whether  the  major  networks  them- 

selves would  participate  in  the  pro- 
ceedings, probably  leaving  the  in- 

dustry case  to  the  NAB,  which  has 
retained  Sydney  M.  Kaye,  well- 
known  New  York  attorney,  former 
executive  head  of  Broadcast  Music 
Inc.  and  expert  in  the  music-copy- 

right field,  as  its  chief  counsel  in 
the  entire  music  controversy. 

Regarded  as  of  some  significance 
was  the  disclosure  last  Thursday 
that  the  Boston  Symphony  Orches- 

tra, only  major  entity  in  the  United 
States  which  had  remained  outside 
the  union  fold,  had  come  to  an 
agreement  with  AFM  and  Mr. 
Petrillo.  The  orchestra  has  been 

barred  from  the  air  by  AFM  be- 
cause of  its  non-union  status. 

The  agreement,  it  was  said, 
would  enable  the  orchestra,  di- 

rected by  Sergei  Koussevitzky,  to 
return  to  radio  work.  Off  the  air 
since  1940,  it  is  expected  that  the 
Boston  Symphony  will  be  heard  on 
CBS  shortly.  It  also  may  resume 
recording  work,  though  the  Petrillo 
ban,  as  now  interpreted,  would  stop 
recorded  performances  for  radio, 
juke  boxes,  or  other  mechanical means. 

STELLA  UNGER,  newspaper  col- 
umnist and  Hollywood  news  com- mentator formerly  heard  on  NBG,  will 

be  featured  on  the  BLUE  in  a  five- 
weekly  quarter-hour  program,  Your Hollyicood  News  Girl,  starting  Dec.  7. 
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THE  HEROES  DEPART 

With  the  Army  welcoming  18-year-olds, 
with  kids  by  the  thousand  rushing  to 
enlist  at  once,  it  occurred  to  Westing- 

house  Station  KYW  that  Philadelphia's 
first  contingent  deserved  a  real  salute — 
and  that  Philadelphians  deserved  to  hear 
and  feel  the  mood  of  the  departure. 

So  Will  Osbornfe's  dance  band,  the  sing- 
ing Andrews  Sisters,  and  the  KYW 

audience  dedicated  a  half  hour  at  the 

railroad  station  to  the  war's  youngest volunteers. 

Dedicated?  They  never  had  a  better 
time!  The  audience  heard,  not  a  sad  fare- 

well, but  a  picnic,  a  jive  session,  and  a 
block  party  all  in  one.  The  kids  took 
over  the  music,  the  girls,  the  station,  and 
the  whole  salute.  Wisecracks  and  rumbas 
mixed  hilariously  with  farewell  kisses 

and  catchy  songs.  And  KYW's  millions 
dried  their  tears,  and  laughed  until  the 
tears  came  back,  and  realized  the  war 
was  in  the  right  hands  now. 

Advertising  men  sense  this  mirror  of 
America  in  Westinghouse  programs.  They 
recognize  it  as  an  essential  public  service, 
as  the  essence  of  modern  showmanship, 
as  a  sure-fire  audience  guarantee. 

WESTINGHOUSE  RADIO  STATIONS  Inc 

WOWO  •  WGL  •  WBZ  •  WBZA  •  KYW  •  KDKA 
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Personnel  Losses 

Of  Stations  Shown 

In  Study  by  NAB 
70%  Leave  in  Last  Two  Years 
According  to  New  Survey 
NEW  LIGHT  on  the  manpower 
problems  of  individual  station  op- 

erators is  revealed  by  answers  to 
the  NAB  manpower  survey  now 
being  compiled.  The  survey  in- 

cludes answers  from  615  of  919 
stations  licensed  by  the  FCC  as  of 
Sept.  15. 

On  the  basis  of  returns,  the  sur- 
vey concludes  that  stations  suf- 

fered a  69.5%  personnel  loss  in  a 
two-year  period  from  Oct.  19,  1940 
to  Sept.  15,  1942.  The  analysis 
shows  that  26.2%  of  the  persons 
employed  Oct.  19,  1940,  were  lost 
to  the  armed  forces  during  the 
period.  The  remaining  45.3%  left 
the  station  for  other  jobs  or  to 
enter  Government  service. 

Changes  at  Locals 

NAB's  report  on  the  survey  was 
prefaced  with  a  warning  state- 

ment that  reports  tended  to  em- 
phasize the  importance  of  small 

stations'  problems,  and  that  figures 
might  have  been  admittedly  low  be- 

cause reaction  from  smaller  sta- 
tions tended  to  weight  the  figures. 

On  this  basis,  the  survey  showed 
that  the  average  station  employed 
22.5  persons  in  1940,  and  21.1  in 
1942.  Using  these  figures,  the  per- 

centages of  turnover  meant  that 
4.7  persons  went  into  military  serv- 

ice and  10.9  of  the  22.5  took  other 
jobs. 

Broadcasters  employ  draft-age 
men,  18  to  45,  in  68.7%  of  the  jobs, 
the  survey  indicated.  Of  these, 
however,  78%  are  in  Selective 
Service  Classification  3A;  7.3%  in 
lA  or  IB;  5.1%  in  4F.  Of  the 
3 A  men  67%  have  children,  and 
will  be  among  the  last  called  for 
service. 

Heaviest  manpower  losses  are 
among  technicians,  particularly 
among  technical  employes  of  local 
stations.  During  the  two-year  peri- 

od, clear-channel  stations  had 
56.2%  manpower  turnover;  region- 

al 69.9%;  locals  96.8%. 
Reports  indicate  that  some  locals 

had  better  than  a  complete  turn- 
over in  first  class  technicians,  a 

double  turnover  in  second  class 
technicians,  and  a  complete  turn- 

over in  program  employes.  Indivi- 
dual returns  showing  losses  during 

the  two-year  period  three  times  as 
great  as  the  number  employed  in 
October,  1940,  were  not  uncommon. 

The  average  station  in  the  NAB 
survey  had  4.1  persons  listed  as 
essential  for  continued  operation. 
Tl  e  average  station  employes  4.9 
women,  the  survey  shows,  an  in- 

crease of  .6%  in  two  years. 

Alpha  Catalog  to  AMP 

RADIO  rights  to  the  catalog  of  Al- 
pha Music,  formerly  handled  by  BMI, 

are  now  administered  by  Associated 
Music  Publishers,  according  to  a  let- 

ter sent  by  AMP  to  its  licensees.  Sev- eral selections  will  not  come  under 
AMP's  control  until  .Jan.  1  ;  otherwise 
the  change  was  effective  this  mouth. 

SURPRISE  TESTIMONIAL  luncheon  was  held  at  Cincinnati's  Nether- 
lands Plaza  Hotel  Nov.  18  by  the  personnel  of  WLW-WSAI  to  honor 

James  D.  Shouse,  vice-president  and  general  manager,  on  the  occasion 
of  his  fifth  anniversary  as  president  of  the  Crosley  broadcasting  organi- 

zation. In  token  of  appreciation  for  his  leadership,  "Jimmy"  Shouse  was presented  with  a  scroll  on  which  all  400  members  of  the  station  staffs 
had  signed  their  names.  Left  to  right:  Jimmy  Leonard,  WSAI  pro- 

gram director;  Harry  Mason  Smith,  WLW  sales  manager;  William 
Dowdell,  WLW-WSAI  news  editor;  William  Robinson,  WLW  special 
sales  representative  (background)  :  Carl  D.  Groat,  editor,  Cincinnati 
Post;  Chester  Herman,  production  manager;  Robert  E.  Dunville,  vice- 
president  and  general  sales  manager;  Mr.  Shouse;  Archie  Grinalds, 
newly  appointed  to  the  WLW  New  York  office;  George  C.  Biggar, 
WLW  program  director. 

Schwimmer  Aids  OWI 
TO  ASSIST  the  Radio  Bureau  of 
the  Office  of  War  Information  in 
the  preparation  of  tailor-made 
spots  on  behalf  of  the  war  effort, 
the  OWI  has  appointed  Walter 
Schwimmer,  pai'tner  of  Schwimmer 
&  Scott,  Chicago  agency,  as  ad- 

visor and  consultant.  Mr.  Schwim- 
mer will  report  directly  to  William 

B.  Lewis,  bureau  chief,  and  Doug- 
las Meservey,  assistant  chief,  and 

will  work  with  a  committee  includ- 
ing Robert  Knapp,  I.  J.  Wagner, 

Roderick  McKenzie,  Fred  Vosse 
and  David  Lewis.  He  will  serve 
without  pay. 

CBS  SCRIPT  POST 

IS  GIVEN  LANDRY 
ROBERT  J.  LANDRY,  radio  edi- 

tor of  Variety  and  a  member  of  the 
War  Writers  Board,  on  Dec.  1  will 
join  CBS  in  the  newly-created 
executive  position  of  director  of 
program  writing,  it  was  announced 
last  week  by  Douglas  Coulter,  CBS 
director  of  broadcasts. 

In  his  new  position,  Mr.  Landry 
will  be  resnonsible  for  the  entire 
range  of  CBS-built  programs,  Mr. 
Coulter  stated,  adding  that  "it  has 
long  been  a  tradition  of  the  CBS 
program  department  that  the  most 
important  element  of  any  broad- 

cast is  the  writing  that  goes  into 
it  .  .  .  we  believe  that  Landry's  un- usual talents  and  experience  will 
contribute  greatly  to  the  further 
development  of  our  broadcasts." Well-known  as  a  student  and 
critic  of  broadcasting,  Mr.  Landry 
is  the  author  of  the  book  Who, 
What,  Why  Is  Radio?  He  has 
studied  radio  in  England,  France, 
Canada,  Cuba  and  Mexico  as  well 
as  this  country,  and  has  written 
numerous  articles  on  radio  for 
such  magazines  as  the  Public 

Opinion  Quarterly,  Reader's  Di- gest, Atlantic  Monthly  and  The 
New  Republic. 

Landry  has  also  lectured  on  ra- 
dio at  Harvard,  Dartmouth,  Co- 

lumbia, Ohio  State  and  New  York 
U,  and  addressed  the  annual  con- ventions of  the  ANA  and  the 
AAAA  in  1936-37.  He  was  origina- 

tor of  the  annual  Va7-iety  show 
management  awards  in  1933. 

EXECUTIVE  LINEUP 

CHANGED  BY  WLW 
REALIGNMENTS  of  personnel 
and  functions  within  the  WLW- 
WSAI  broadcasting  organization 
have  been  announced  by  James  D. 
Shouse,  vice-president  of  the  Cros- 

ley Corp.  in  charge  of  broadcasting. 
Affected  by  the  change  are: 

Walter   A.    Callahan,  who  takes 

Mr.  Callahan         Mr.  Bauer 

over  the  general  managership  of 
WSAI  from  his  duties  as  adminis- 

trative assistant  to  the  offices  of 
the  vice-presidents;  Archie  Grin- 

alds, WSAI  head,  who  joins  the 
WLW  New  York  office;  E.  K. 
Bauer,  stations'  business  manager, 
who  becomes  administrative  as- 

sistant to  Mr.  Shouse  and  Robert 
E.  Dunville,  WLW  vice-president 
and  general  sales  manager. 
Joining  the  organization  as 

comptroller  will  be  Elmer  Boos, 
prominent  Cincinnatian,  associated 
for  many  years  with  the  Cincinnati 
Street  Railway  Co.  as  treasurer 
and  chief  auditor.  Mr.  Boos  will 
have  charge  of  accounting  and auditing. 

FM  Letter  Resumed 

FORTNIGHTLY  newsletter  of  FM 
Broadcasters  Inc.  will  be  resumed 
Nov.  30,  the  national  trade  asso- 

ciation of  FM  stations  has  an- 
nounced. It  will  be  edited  in  Wash- 

ington by  Dick  Dorrance,  former 
general  manager  of  FMBI.  Num- 

erous letters  led  the  directors  of 
FMBI  to  reverse  their  original  de- 

cision to  suspend  publication.  Those 
interested  persons  may  receive  the 
newsletter  by  writing  FM  Broad- 

casters Inc.,  752  National  Press 
Bldg.,  Washington,  D.  C. 

P&G  SEEKS  SERIAL 

REPLACING  'STORM' PROCTER  &  GAMBLE  Co.,  Cin- 
cinnati, has  decided  to  discontinue 

sponsorship  of  the  NBC  five-times 
weekly  serial  Against  the  Storm, 
following  a  request  by  Sandra 
Michael,  scriptwriter  of  the  series, 
for  a  release  from  her  five-year 
contract  with  P  &  G  on  that  show 
[Broadcasting,  Nov.  23].  The  pro- 

gram will  continue  for  Ivory  Soap 
Monday  through  Friday  11:30- 
11:45  a.m.,  until  Dec.  25,  when 
the  current  13-week  series  is  sup- 

posed to  terminate. 
Compton  Adv.,  New  York, 

agency  for  the  show,  has  made  no 
announcement  of  a  replacement, 
but  is  considering  a  serial  version 
of  William  Ford  Manley's  half- 
hour  program  Snow  Village 
Sketches.  Miss  Michael  will  con- 

tinue as  owner  and  co-author  with 
her  brother  of  Lone  Journey,  an- 

other P&G  serial  on  NBC  pro- 
moting Dreft.  Agency  for  the  latter 

show  is  Blaekett-Sample-Hum- mert,  Chicago. 
Another  P&G  cancellation  was 

indicated  last  week,  when  the  spot 

campaign  for  Lava  Soap  was  re- 
ported going  off  the  market  Dec. 6.  No  confirmation  was  made  by 

Blow,  agency  in  charge. 

AFRA  Seeks  to  Confer 

On    Living-Cost  Raise 
NEGOTIATIONS  for  increases  in 
the  basic  sustaining  agreements  of 
the  American  Federation  of  Radio 
Artists  with  the  major  networks 
proportionate  with  increases  in  the 
cost  of  living  since  the  contracts 
were  signed  are  expected  to  get 
under  way  this  week.  Union 
notified  the  networks  recently  that 
it  was  invoking  the  clause  in  its 
contracts  providing  for  such  con- 

tracts [Broadcasting,  Nov.  23]. 
A  meeting  of  AFRA  officials 

with  executives  of  NBC,  CBS  and 
BLUE  networks  and  of  Mutual 
members  WOR,  New  York,  WGN, 
Chicago,  and  the  Don  Lee  network, 
which  signed  individual  contracts 
with  AFRA,  will  be  held  in  New 
York  early  this  week,  according  to 
Emily  Holt,  executive  secretary  of 
AFRA.  At  this  meeting  arrange- 

ments for  negotiations  will  be  made 
or,  if  the  network  representatives 
are  unwilling  to  negotiate,  the  ques- 

tion will  be  submitted  for  arbitra- 
tion, as  provided  in  the  contracts. 

Griffin  to  Be  V-P 
FOLLOWING  a  report  two  weeks 
ago  that  Frank  R.  Griffin,  a  vice- 
president  of  J.  Stirling  Getchell, 
New  York,  would  join  Compton 
Adv.,  New  York  [Broadcasting, 
Nov.  23],  that  agency  last  week 
announced  that  Mr.  Griffin  would 
definitely  become  a  vice-president 
of  the  company  about  Jan.  1,  1943. 
Compton  will  be  agency  for  the 
Socony- Vacuum  Oil  Co.  account 
when  the  Getchell  firm  is  liquidated 
next  February,  and  Mr.  Griffin  will 
probably  serve  in  a  supervisory 
capacity  for  that  account.  No 
further  information  was  available 
as  Broadcasting  went  to  press  on 
the  report  that  the  Getchell  branch 
offices  and  personnel  would  be  ab- 

sorbed by  Compton  after  Feb.  1. 
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RESTS  DURING  STANDBY  PERIODS 

Alean  Longer  Life  For  Your  Transmitting  Tubes 

It  pays  to  let  transmitting  tubes  "take  it  easy"  during 
standby  periods!  Even  though  such  care  might  not  be 
considered  normally,  it  now  looms  important  in  gaining 
the  last  possible  hour  of  operation  from  tubes  that  may 
be  difficult  to  replace. 

HEATER-CATHODE  TYPE  TUBES -Where  some  oper- 
ating delay  can  be  tolerated,  it  is  a  good  practice  to  drop 

the  heater  voltage  as  much  as  20%  during  long  or  fre- 
quent standbys.  This  conserves  the  cathode  and  mini- 
mizes contamination  of  the  grid  by  active  material 

evaporated  from  the  coating. 

TUNGSTEN  AND  THORIATED-TUNGSTEN-FILAMENT  TYPE 

TUBES  — Every  time  a  filament  is  turned  on  or  off,  it 
passes  through  a  temperature  range  in  which  it  has 
reduced  strength.  This  repeated  action  may  cause  warp- 

ing and,  eventually,  grid-filament  shorts.  Rather  than 
turning  off  the  filament  during  short  standbys, 
reduction  of  filament  voltage  to  80%  of  normal 
will  prevent  warping,  will  enable  the  filament 
to  come  up  to  operating  temperature  quickly, 
and  will  avoid  evaporation  of  emissive  material. 

During  standby  periods,  tubes  using  thoriated-tungsten 
filaments  should  have  their  filament  voltage  decreased  to 
80%  of  normal  provided  the  periods  are  of  less  than  15 

minutes'  duration.  For  longer  standby  periods,  the  fila- 
ment voltage  should  be  turned  off. 

Tubes  using  tungsten  filaments  should  have  their  fila- 
ment voltage  decreased  to  80%  of  normal  for  standby 

periods  of  less  than  two  hours.  For  longer  periods,  the 
tubes  should  be  shut  down.  At  reduced  voltage,  a  tung- 

sten-filament tube  will  last  about  ten  times  as  long  as  at 

normal  voltage.  Its  hot  filament  also  acts  as  a  "getter"  to 
maintain  a  high  vacuum  within  the  tube. 

Care  should  always  be  taken  in  starting  up  tungsten 
filaments,  and  never  should  the  filament  current  exceed, 
even  momentarily,  a  value  of  more  than  150%  of  normal. 
Wherever  possible,  it  is  wise  to  operate  the  filaments  of 
all  types  of  tubes  on  the  low  side— perhaps  5%  down 

when  only  light  loads  are  involved.  As  previ- 
ously explained,  even  this  small  reduction  may 

actually  double  tube  life  — a  mark  well  worth 
shooting  at  these  days,  even  at  the  possible  cost 
of  some  slight  decrease  in  station  efficiency. 

THansnUUing  Tubjcs 

RCA   MANUFACTURING   CO.,    INC.,   CAMDEN,    N.   J.   ...  A   SMV/CE  OF  THE  RADIO  CORPORATION  OF  AlAlklCA 



Banking  on  the  Radio  Industry 
Letter  Addressed  to  American  Broadcasters  Through  'Broadcast- 

ing' By  Secretary  of  the  Treasury  Henry  Morgenthau  Jr. 

THE  SECRETARY  OF  THE  TREASURY 
WASHINGTON 

NOV  2  1  )Syi2 

Dear  Fir.  Codel: 

As  the  Treasury  Department  moves  into  full  stride  in  its 
payroll  savings  campaign  to  TOP  TFIAT  TEN  HiRCa'T  BY  NQ7  YEAR'S, we  at  the  Treasury  Department  are  impressed,  once  again,  with 
the  fine  cooperation  of  the  entire  broadcasting  industry.  V/ith- 
out  exception,  all  four  of  the  major  networks,  every  affiliate 
of  CBS,  MBS,  NBC,  every  local  station,  has  given  freely  of 
broadcasting  time,  talent  and  promotional  ideas  to  reach  the 
public  with  our  Vifar  Bond  messages. 

The  cooperation  of  the  radio  industry  with  the  Treasury 
Department  not  only  has  been  unselfish  and  complete  but  it  has 
been  and  is  productive  of  magnificent  results.    Merely  one 
example  of  what  you  have  helped  to  accomplish  may  be  seen  in 
this  fact:    In  October,  1942,  there  were  23,300,000  American 
men  and  women  putting  ;j;287, 000,000  of  their  pay  into  War  Bonds 
every  month  through  payroll  savings. 

Now  we  are  banking  on  t  he  radio  industry  —  with  confidence 
to  help  the  Treasury  Department  sign  up  30,000,000  working  men 
and  women  in  payroll  savings  for  Bonds  equal  to  at  least  ten 
per  cent  of  their  gross  pay. 

There  is  no  need  to  tell  you  how  important  the  success  of 
this  drive  is  to  the  successful  financing  of  our  war  effort,  and 
to  the  checking  of  inflation. 

The  radio  industry  has  proved  its  understanding  of  our  War 
Savings  Campaign  through  its  generous  cooperation.    On-behalf  of 
the  Treasury  Department,  I  should  like  to  extend  my  thanks  and 
congratulations. 

Sincerely  yours. 

Martin  Codel,  Publisher 
The  Broadcasting  Magazine 

?»mTNational  Press  Building, "■"c'.V/ashington,  D.C. 

U.  S.  Recognizes  Radio's  War  Effort 

ASCAP  Provides 

New  War  Series 

Designed  for  Use  Following 
Five-Minute  News  Programs 

A  NEW  SERIES  of  wartime  pro- 
grams, titled  Marching  to  Music 

and  featuring  two  compositions  and 
a  patriotic  script  within  the  10 
minutes  allotted  for  each  broad- 

cast, will  be  available  Dec.  15  for 
all  stations  licensed  to  broadcast 
the  music  of  ASCAP  members. 

Keyed  to  the  tempo  of  a  world  at 
war,  the  series  should,  its  produc- 

ers feel,  prove  especially  valuable 
for  use  following  five-minute  news- 

casts, filling  the  remainder  of  the 
quarter-hour  in  an  appropriate 
manner. 

Profit  From  Music 

This  is  the  second  program  to  be 
issued  by  the  ASCAP  Radio  Pro- 

gram Service  Division,  headed  by 
Robert  L.  Murray,  public  relations 
director  of  the  Society.  Following 
the  negotiation  of  new  contracts 
between  ASCAP  and  the  broad- 

casters after  a  period  of  strife,  Mr. 
Murray  began  searching  for  some 
way  in  which  ASCAP  might  help 
the  broadcasters  to  turn  the  So- 

ciety's music  licenses  into  means  of 
profit  rather  than  expense. 

Mr.  Murray  began  his  sales-aid 
campaign  by  offering  ASCAP- 
licensed  stations  a  series  of  weekly 
half-hour  scripts  allowing  time  for 
eight  musical  numbers.  Appended 
to  each  script  is  a  sheet  suggesting 
three  or  more  possible  compositions 
for  each  musical  spot,  and  giving 
the  names  of  composers  and  pub- 

lishers and  also  the  numbers  of 
phonograph  records  and  transcrip- 

tions of  each  suggested  tune. 
Scripts  are  sent  to  stations  in  13- 
week  groups  to  enable  them  to  pre- 

sent a  full  campaign  to  prospective 
sponsors. 

The  first  batch  of  the  half-hour 
programs  went  out  last  spring ;  the 
third  13-week  series  has  just  been 
mailed  to  stations  requesting  it,  a 
total  of  548  United  States  stations 
and  about  60  more  in  Canada,  Mr. 
Murray  reported.  With  the  intro- 

duction of  the  new  ten-minute  daily 
scripts  and  the  continuation  of  the 
half-hour  weekly  series,  ASCAP  is 
now  making  available  to  each  of 
its  radio  licensees  a  total  of  78 
hours  of  programs  annually,  in  ad- 

dition to  special  scripts  for  use  on 
holidays  or  special  occasions,  he 
said. 

Coast  Finance  Spots 

PERSONAL  FINANCE  Co.,  Hol- 
lywood (finance),  in  a  West  Coast 

winter  campaign  is  utilizing  a  se- 
ries of  transcribed  announcements 

featuring  Ken  Carpenter,  announc- 
er, on  a  list  of  15  stations.  With 

local  office  tiein,  an  average  of  one 
daily  is  being  used  on  KLO  KROY 
KUTA  KGB  KGO  KFRC  KDB 
KTMS  KGDM  KPAS  KRSC 
KOMO  KEX  KGW  KVOS.  Series 
was  cut  by  NBC  Hollywood-Radio 
Recording  Division.  Agency  is  Al 
Paul  Lefton  Co.,  Hollywood. 

Key  Officials  Laudatory 

Of  Industry's  Part 
In  Beating  Axis 

REASSURANCES  that  the  role 
of  broadcasting  in  the  war  effort 
is  not  going  unrecognized,  are  con- 

tained in  a  series  of  letters  to  the 
NAB  from  key  Washington  of- 

ficials whose  agencies  have  made 
the  most  frequent  calls  upon  radio 
for  aid  in  their  various  appeals  to 
the  public.  Addressed  in  most  cases 
to  President  Neville  Miller,  the 
letters  in  the  main  set  forth  at- 

titudes and  policies  of  the  respec- 
tive agencies  toward  radio's  whole- 

hearted donation  of  its  facilities, 
all  on  a  gratis  basis,  for  the  various 
campaigns  for  which  the  Govern- 

ment has  sought  the  assistance  of 
the  industry. 
Even  FCC-BWC  Chairman 

James  Lawrence  Fly,  often  labelled 
as  anti-NAB,  took  occasion  last 
month  to  write  to  Mr.  Miller  to 
state  his  belief  that  "unanimous 

recognition  should  be  given  to  the 
necessity  for  preserving  this  serv- 

ice at  peak  efficiency  so  that  it 
may  continue  its  manifold  contri- 

butions to  the  prosecution  of  the 
war."  Mr.  Fly's  significant  letter follows  in  full  text: 

Essential,  Says  Fly 

It  seems  to  me  that  the  importance 
of  radiobroadcasting  in  the  national 
war  effort  is  self-evident  and  can 
hardly  be  overstated. 

Kffective  mass  communication  of 
information  as  to  why  we  fight,  what 
we  .ire  fighting  against,  and  the  efforts 
which  are  now  being  made  and  must 
in  the  future  be  made  to  guarantee 
victory  is  assured  if  radio  stations 
can  operate  at  full  efficiency.  Officials 
of  other  agencies  of  the  government 
may  well  be  able  to  inform  you  better 
than  I  of  the  part  radio  has  played 
in  achieving  public  cooperation  and 
response  to  specific  civilian  endeavors 
such  as  the  elimination  of  waste, 
scrap  collections,  and  war  bond  sub- 

scriptions, to  name  only  the  most 
obvious.  The  Office  of  Civilian  De- 

fense has.  I  believe,  placed  a  great 
deal  of  reliance  upon  radio  to  inform 
citizens  of  the  steps  necessary  for  the 
adequate  protection  of  the  public  in 
the  case  of  airplane  attack.  The  armed 

Twenty  Year  Club  List 
Will  Be  Issued  Dec.  15 
MEMBERSHIP  ROSTER  of  the 
Twenty  Year  Club,  radio  veterans 
group  headed  by  H.  V.  Kalten- 
born,  NBC  commentator,  will  be 
issued  as  a  private  publication  Dec. 
15,  and  will  be  sent  only  to  ac- 

credited enlisted  members.  Contain- 
ing biographies  of  some  70  mem- 

bers associated  with  the  radio 
industry  for  at  least  20  years,  and 
published  by  the  Brooklyn  Press, 
the  book  will  be  available  to  the 
general  public  at  a  cost  price  of  $1, 
through  H.  V.  Kaltenborn,  9  Gar- 

den Place,  Brooklyn,  N.  Y. 
Recent  additions  to  the  member- 

ship list  [Broadcasting,  Aug.  10, 
Nov.  16}  are:  Patrick  Henry 
Barnes,  NBC;  Thomas  Cowen, 
WNYC,  New  York;  Vaughn  De 
Leath,  Buffalo;  Walter  Van  Nos- 
trand,  Atlanta;  Judith  C.  Waller, 
NBC,  Chicago;  W.  Gordon  Swan, 
WBZ-WBZA,  Boston;  Frank  A. 
Arnold,  radio  consultant;  Robert 
H.  Owen,  KOA,  Denver;  M.  H. 
Shapiro,  Radio  Daily,  New  York. 
Deadline  for  acceptance  of  applica- 

tions for  memberships  to  be  listed 
in  the  book  is  Dec.  1. 

Quiz  Show  Bond  Tour 
PLANS  to  send  the  popular  quiz 
program  Information  Please  on  a 
personal  appearance  tour  to  sell 
war  bonds,  were  announced  last 
week  by  NBC.  First  engagement  is 
from  Symphony  Hall  in  Boston, 
Dec.  4,  with  war  bonds  serving  as 
admission  tickets.  Further  out-of- 
town  broadcasts  of  the  program 
will  be  about  one  month  apart,  the 
remaining  broadcasts  each  month 
continuing  as  usual  to  originate 

from  Radio  City,  New  York.  Amer- 
ican Tobacco  Co.,  New  York,  spon- 
sors the  series  for  Lucky  Strike. 

Agency  is  Lord  &  Thomas,  New York. 

forces  have  been  aided  in  recruitment 
drives  and  in  other  ways  through 
the  use  of  station  facilities.  As  you 
know,  the  Office  of  War  Information 
has  issued  several  revisions  of  the 
Radio  AVar  Guide,  and  even  the  most 
cursory  examination  of  this  document 
should  reveal  the  essential  character 
of  the  information  which  can  be  and 
is  being  conveyed  to  the  public  through 
the  medium  of  radio. 

Over  and  above  this  sketchy  list  of 
specific  services  performed  by  radio, 
I  cannot  emphasize  too  strongly  the 
vital  role  radio  plays  in  the  main- 

tenance and  building  of  morale.  Radio 
carries  programs  of  sustaining  spirit- 

ual inspiration.  Its  news  services  and 
commentators  convey  the  realities  of 
the  present  struggle  and  bring  realiza- tion of  the  necessity  for  emergency 
measures.  Its  importance  in  providing 
entertainment  and  recreation  during 
periods  of  rest  should  by  no  means be  minimized. 
The  War  Manpower  Commission 

and  the  Selective  Service  System  have 
classified  radiobroadcasting  as  an  es- sential service.  It  is  my  belief  that 
unanimous  recognition  should  be  given 
to  the  necessity  for  preserving  this 
service  at  peak  efficiency  so  that  it 
may  continue  its  manifold  contribu- tions to  the  prosecution  of  the  war. 

From  Federal  Security  Adminis- 
(Continued  on  page  38) 
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For  today's  test ... 

LET'S  TAKE  SCRANTON! 

•  Whether  you  have  advertising  or  products  to 

test,  you  need  a  market  that's  hot  and  you  need  real  coverage 
in  that  market.  WGBI  gives  you  BOTH !  It  gives  you  Pennsyl- 

vania's prosperous  Scranton— Wilkes-Barre  area  (the  nation's 

19th  market)  .  .  .  and  it  gives  you  coverage  that's  complete! 

•  WGBI  is  the  only  regional  or  clear  channel  station  serving 

this  spending  population  of  629,581.  Outside  stations  just 

don't  get  in  over  the  Pocono  mountains.  And  even  if  they  could 

they'd  be  up  against  the  hard  fact  that  98%  of  all  daytime  lis- 
teners and  96%  of  all  nighttime  listeners  throughout  Scran- 

ton's  home  county  tune  in  WGBI  regularly.  (Dr.  Starch  and 
Staff  Survey.) 

•  Is  it  any  wonder  that  so  many  advertisers  who  took  WGBI 

for  example,  KEFT  WGBI  FOR  GOOD! 

SCRANTON 

CBS  AFFILIATE 

910  KC 
1000  WATTS  DAY 
500  WATTS  NIGHT 

PENNSYLVANIA 

BIAIR 

&-  COMPANY 

National  Representatives 

FRANK  MEGARGEE,  President 
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A(etcAandi5in^  &  J^xomotton 
Underground  Journalism — ^House  Organ — ^Farm 

Problems — Drug  Promotion  Plan 

^X^FREE  &  PETERS.  INC.  National  Representatives 
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AN  EXCITING  and  authentic  re- 
/%  minder  of  the  war  being 
/~m  fought  in  the  cellars  of  Nazi- 

occupied  Europe  was  avail- able to  listeners  last  week  who 
wrote  in  to  WQXR,  New  York, 
after  the  10  p.m.  broadcast  of  La 
Lihre  Belgique  (Free  Belgium)  on 
Nov.  26.  The  broadcast  was  a 
dramatization  of  how  an  under- 

ground newspaper  is  printed  in  the 
cellar  of  an  occupied  country,  with 
those  distributing  it  facing  almost 
certain  death.  A  complete  copy  of 
La  Libre  Belgique,  dated  June  1, 
1941,  recently  reached  the  Belgian 
Information  Center,  New  York,  and 
reprints  were  offered  to  listeners 
requesting  it. 

The  newspaper  gives  as  the  name 
and  address  of  its  editor  "Peter 
Pan,  Jardin  D'Egmont,  Bruxelles", a  statue  in  a  park  of  the  Belgian 
capital.  The  address  of  the  editorial 
offices  is  that  of  the  German  mili- 

tary commander  at  1  Place  du 
Trone. 

*      *  * 

B  &  W  House  Organ 

BROWN  &  WILLIAMSON  To- 
bacco Corp.,  Louisville,  has  started 

distribution  of  a  monthly  house 
organ  called  B  &  W  Radio  News. 
The  four-page  publication  features 
merchandising  suggestions  to  sales- 

men and  dealers,  a  "guestatorial" column  by  company  executives, 
news  and  pictures  of  B  &  W  spon- 

sored programs.  Plantation  Party, 
Pipe  Dreams,  Tommy  Dorsey, 
People  Are  Funny,  Red  Skelton  & 
Co.  Agency  is  Russel  M.  Seeds  Co., Chicago. 

Dr.  Malone's  Kits 
FIRST-AID  KITS  have  been  dis- 

tributed to  radio  editors  by  Benton 
&  Bowles,  New  York,  as  promotion 
for  the  NBC  daytime  serial.  Dr. 
Malone.  Card  enclosed  with  each 
gift  bears  the  names  of  the  two 
leading  characters.  General  Foods 
Corp.,  New  York,  a  B  &  B  account, 
sponsors  the  program  on  behalf  of 
Post  Bran  Flakes. 

^  ^  ^ 
Newspaper  Tieup 

SIX  DAYS  a  week,  7:15-7:30  a.m., 
the  Boston  Traveler  sponsors  over 
WEEI,  that  city.  The  Traveler 
Goes  to  Work,  and  at  4:45-5  p.m., 
The  Traveler  Goes  Home.  Pro- 

grams are  largely  news  and  inter- 
views with  plugs  for  the  news- 

paper. Interviews  include  talks 
with  reporters,  editors,  feature 
writers,  camera  men,  business  of- 

fice and  composing  room  employes. 
^  ^  ^ 

Farm  Problems 

TO  PUBLICIZE  IN  rural  commun- 
ities its  National  Farm  Radio  Forum 

the  CBC  is  sending  to  cooperative  so- 
cieties, farm  community  centers,  rural 

post  oflBces  and  other  rural  distribut- 
ing posts  a  folder  on  its  farm  broad- casts. The  folder  lists  the  44  CBC 

and  privately-owned  stations  carrying 
the  farm  broadcasts  and  the  forum  for 
discussing  the  wartime  problems  of 
the  farmer.  A  list  of  coming  discussion 
subjects  is  detailed. 

Farm  Award 

FARMERS  of  the  Midwest  may 
compete  for  an  award  instituted  by 
Mai  Hansen,  farm  service  director 
of  KSO-KRNT,  Des  Moines.  Mer- 

its are  judged  on  these  points :  Un- 
usual record  in  war  production 

during  1942;  activity  in  commu- 
nity agricultural  affairs;  unusual 

farming  ability  with  extremely  lim- ited labor. 
*      *  * 

WOV's  War  Bond  Rally 

RECENT  War  Bond  Rally  held 
by  WOV,  New  York,  at  Manhattan 
Center,  netted  Uncle  Sam  $313,000. 
More  than  5,000  patriotic  Ameri- 

cans of  Italian  origin  bought  War 
Bonds,  the  price  of  admission  to 
the  program.  The  station  prepared 
a  souvenir  program  booklet,  telling 
the  story  of  WOV  and  its  guiding 
principles,  sale  of  which  aided  the 
Italian  division  of  the  USO. 

Hawk's  Jokes 

FIRST  of  a  series  of  questions, 
answers  and  jokes  taken  from  Bob 
Hawk's  CBS  program.  Thanks  to 
the  Yanks,  has  been  issued  by  the 
network  in  the  form  of  a  news 

release  titled  "Posers  &  Pranks". 
It  will  be  a  regular  feature.  The 
quiz  program  is  sponsored  by  R. 
J.  Reynolds  Tobacco  Co.,  Winston- 
Salem,  N.  C.  Agency,  William  Esty 
&  Co.,  New  York. 

DRUG  ITEM  PLAN 
Minnesota  Druggists  Hail 

 Year  Round  Idea  

A  NEW  kind  of  drugstore  product 
merchandising  campaign,  spon- 

sored and  endorsed  by  the  Minne- 
sota Pharmaceutical  Assn.,  the 

Twin  City  Retail  Drug  Assn.  and 
the  Minnesota  Pharmaceutical 
Travelers,  will  be  started  Dec.  1 

by  KSTP,  St.  Paul. 
Member  druggists  of  the  State 

and  Twin  City  associations  will 
tie  into  a  year-round  merchandis- 

ing calendar  to  be  adapted  to  local 
merchandising  conditions.  Promo- tions will  be  one  to  three  weeks  in 

length  with  two  one-minute  an- nouncements daily  on  KSTP. 
The  KSTP  merchandising  plan 

differs  from  other  radio-drug  group 
plans  in  that  the  Minnesota  Phar- maceutical Travelers,  representing 

drug  manufacturers  and  wholesal- 
ers, will  be  merchandising  ambas- 

sadors for  KSTP-advertised  prod- 
ucts. There  will  also  be  a  store 

tie-in  link  between  the  radio  adver- 
tising of  each  promotion  and  the 

actual  point  of  purchase.  Druggists 

will  be  provided  with  a  "Radio 
Recommended"  poster  which  will 
plug  radio  promoted  items,  not 
only  those  currently  advertised,  but 
other  KSTP  promotions  as  well. 

Druggists  of  Minnesota  are  en- thusiastic about  the  plan,  it  was 
reported  after  a  recent  meeting  of 
more  than  450  druggists  of  the State. 
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16th  District  Urges 

FCC  to  Ease  Rules 

Operator  Requirements  Are 
Held  Too  Strict  at  this  Time 

AFTER  unanimously  re-electing 
Harry  R.  Spence,  KXRO,  Aber- 

deen, Wash.,  as  district  director  for 
a  two-year  term,  the  16th  NAB 
District,  meeting  in  Portland  Nov. 
19-20,  adopted  a  resolution  to  be 
forwarded  to  the  FCC  petitioning 
that  agency  to  relax  some  of  the 
regulations  covering  operator  re- 

quirements. The  resolution  sought 
relief  from  this  phase  of  the  grow- 
ingly  acute  manpower  problem  at 
Northwest  stations,  and  was  intro- 

duced by  Marshall  H.  Pengra, 
KRNR,  Roseburg,  Ore. 

The  meeting,  like  all  of  the  pre- 
ceding district  meetings,  after 

hearing  NAB  President  Neville 

Miller's  report  on  the  AFM- 
Petrillo  situation,  unanimously  en- 

dorsed the  NAB  stand.  Speakers  at 
the  two-day  session,  presided  over 
by  Mr.  Spence,  included:  Ralph 
Block,  OCD  regional  director;  Eu- 

gene Carr,  Office  of  Censorship; 
Ensign  Philip  N.  Bladine,  Navy 
pubic  relations;  Sgts.  R.  N.  Vern- 
strom  and  W.  J.  Vessey,  Marine 
Corps;  Palmer  Hoyt,  publisher  of 
the  Portland  Oregonian;  Lew 
Avery,  NAB  director  of  adver- 
tising. 

Support  Retail  Plan 

Stations  pledged  financial  sup- 
port to  the  retail  promotion  plan 

after  hearing  Mr.  Avery  at  a  sales 
session  presided  over  by  Arthur 
Gerbel,  KOMO-KJR,  Seattle.  The 
proposed  OWI  station  plan  was 
later  presented  to  the  whole  group 
by  Carl  Haverlin,  BMI,  acting  for 
OWI,  and  by  OWI's  Radio  Branch 
chief,  William  B.  Lewis,  and  it  was 
unanimously  endorsed.  Among 
guests  at  the  meetings  was  Harris 
Ellsworth,  part  owTier  of  KRNR, 
Roseburg,  newly  elected  Congress- 

man from  Oregon.  Attending  were : 

Attending  Portland  Meeting 

Harry  R.  Spence  and  Fred  G.  Goddard, 
KXRO;  Chet  Wheeler,  Warren  E.  Stoffer, 
Ralph  R.  Cronise  and  Hal  Byer,  KWIL; 
James  C.  Wallace,  KAST;  Frank  H.  Log- 
gan,  KBND;  Joe  Chytil,  KELA ;  C.  O. 
Chatterton,  KWLK;  Sheldon  F.  Sackett 
and  Ben  Stone,  KOOS-KVAN;  Lee  Bishop, 
KMED  ;  Mr.  &  Mrs.  Tom  Olsen,  KGY; 
Hank  Swartwood,  Harry  H.  Buckendahl 
and  Ted  Kooreraan,  KALE;  Mary  Eliza- 

beth Gilmore,  KBPS;  Arden  X.  Pangborn, 
H.  Quenton  Cox,  Homer  J.  Welch,  Nor- 

man J.  Sugg  and  Harold  C.  Singleton, 
KEX  ;  C.  W.  Myers,  Art  Kirkham  and  Ted 
W.  Cooke,  KOIN-KALE;  Chester  R.  Dun- 

can and  Charles  Couche,  KOIN ;  W.  J. 
Jerman  and  Art  L.  Morey,  KWJJ;  Marshall 
H.  Pengra,  KRNR;  Robert  S.  Nichols, 
KEVR;  Arthur  Gerbel  Jr.,  Charles  A. 
Bailie.  John  Pearson  and  Beatty  Stevens, 
KOMO-KJR;  O.  A.  Runchey,  KOL;  Robert 
N.  Priebe,  KRSC;  Florence  Wallace,  KXA; 
Harvey  Wixson,  KHQ-KGA;  A.  O.  Moore, 
KMO ;  Barney  Kenworthy,  KODL-KWRC; 
S.  W.  McCready  and  Sidney  Leeman, 
KVAN;  Donald  A.  Wike,  KUJ ;  J.  A. 
Murphy,  KMO-KIT;  Jennings  Pierce,  NBC 
station  relations ;  Gerald  King.  Standard 
Radio ;  Carl  HaverHn,  BMI-OWI ;  E.  J. 
Gough,  SESAC-Treasuy;  J.  F.  Gale,  United 
Press;  John  Livingston,  Associated  Re- 

corded Program  Service ;  Trevor  Evans, 
Washington  State  Defense  Council  (Radio 
Director) ;  Frank  L.  Hill  and  L.  W.  Trom- 
mlitz,  KORE;  L.  L.  King  and  Ralph  E. 
Smith,  KUIN;  J.  F.  Hiddleston.  KIRO; 
George  Ludlam,  asst.  chief  of  radio,  OCD, 
Washington ;  Maj.  Carlton  Spencer,  Selec- 

tive Service,  Oregon ;  Florence  Clements, OWI,  Seattle. 
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Percentage  of  Listening  Audience 

The  biggest  news  in  the  radio  business 

today  is  the  spectacxilar  way  WCAE  has 

zoomed  to  the  top  in  Pittsburgh. 

Eight  months  ago  WCAE  was  trailing  the 

three  other  neivjo'tk  staixoyis  in  the  race  for 

afternoon  listeners.  Then  things  started  to 

happen.  WCAE  started  to  climb.  One  by 

one  the  competing  netiuorJt  stations  were 

"polished  ofi",  until  now  WCAE  is 

running  in  a  photo  finish  for  first  place. 

The  "Tune  Factory  Program"— MUSIC 
and  NEWS  every  afternoon  from  1:00  to 

5:30 — has  sparked  this  tremendous^  surge 
of  WCAE  to  the  top.  X 

The  facts  speak  for  themselves!  WCAE/ 

can  deliver  an  afternoon  audience  far  greater 
than  two  of  the  other  network  stations  and 

only  %o  of  \%  behind  the  leader ! 

For  availabilities  and 

complete  information 
consult  WCAE  I 

-or- 

THE  KATZ  AGENCY 

New  York         Chicago  Detroit 
Kansas  City       Atlanta  Dallas 

San  Francisco' 

1250  K.  C. 5000  WATTS 

MUXyAL-BROADCASTING  SYSTEM 
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We're  expennfienting 

so  you  won't  have  to 

General  Electric  is  operating  today  one  of  the  world's 
most  complete  television  stations,  WRGB,  at  Schenec- 

tady. There,  within  the  limitations  of  full-scale  war 
production,  G.  E.  is  gaining  practical  knowledge  on 
which  to  build  a  new  industry. 

For  a  clear  television  picture  on  a  fluorescent  screen 

is  only  the  beginning  of  television.  From  there  on  out, 

problems  still  loom.  What  will  television  offer  that 
movies,  theater,  concert  hall,  school,  and  radio  cannot 



To  help  you  'plan  for  television,  visit  General  Electrics  f roving-ground  station  WRGB,  shown  above 

offer?  Will  the  television  screen  make  a  good  teaching 

platform?  Will  it  further  the  fine  arts,  science,  industry? 

What  has  it  to  contribute  uniquely  to  the  church? 

How,  in  short,  will  television  best  serv'e  the  public 
welfare?  How  best  improve  our  lives? 

General  Electric  electronic  engineers  are  studying 

and  improving  transmission  and  reception.  And  studio 

manager  and  program  staff  are  urged  jo  give  xullesx 
expression  to  creative  talents  and  ideas.  For  the  General 

Electric  vision  is  to  make  television  stand  on  its  own 

feet  as  a  new  cultural  and  entertainment  medium,  with 

its  own  important  place  in  our  affairs. 

In  the  future,  when  you  are  planning  your  television 

station.  General  Electric  will  be  ready  with  a  wealth 

of  experience  in  television  programming  and  tech- 

niques. General  Electric  today  is  scanning  tomorrow. 
Radio,  Television,  and  Electronics  Department,  General 

Electric  Company,  Schenectady,  New  York. 

LEADER     IN     RADIO,     TELEVISION,     AND     ELECTRONIC  RESEARCH 

GENERAL  #  ELECTRIC  I ISION 
I  60-AI -69  18 



Calavo  Growers  Signed 

For  Blue  Sardi's  Series 
CALAVO  GROWERS  of  California 
have  signed  for  two  five-minute 
participations  weekly  in  the 
blue's  Breakfast  at  Sardi's, 
bringing  the  total  of  sponsors  to 
nine,  and  completing  the  sale  of  all 
available  time  on  the  program.  Six 
of  the  advertisers  are  in  the  food 
business. 

They  are,  in  adidtion  to  Calavo 
Growers,  Skinner  &  Eddy  Corp., 
Minute  Man  Soup  Mix;  Fisher 
Flouring  Mills,  flour  and  cereal 
products;  Washington  Cooperative 
Egg  &  Poultry  Assn.,  Lynden 
chicken;  Kellogg  Co.,  Pep.  Other 
sponsors  are:  Sales  Builders,  Max 
Factor  cosmetics;  A.  S.  Boyle  Co., 
Old  English  products;  Chlorine  So- 

lutions, Hy-Pro.  Agency  for  Calavo 
is  J.  Walter  Thompson  Co.,  San 
Francisco. 

Plan  to  Collect  Radio^  Juke  Box  Fees 

On  Recordings  for  Live  Music  Proposed 

MAURICE  C.  DREICBR,  commen- 
tator, on  Dee.  2  starts  weekly  review 

of  war  propaganda  of  the  Axis  and  the 
United  Nations  on  WBNX,  New  York. 

A  PROPOSAL  to  form  a  National 
Foundation  of  Music,  which  would 
collect  from  juke  box  and  radio 
performances  of  recorded  music 
and  use  that  money  to  employ  live 
musicians  for  public  performances, 
is  advanced  by  Bernard  B.  Smith, 
New  York  attorney,  as  a  solution 
to  the  present  AFM  ban  on  re- 

corded music,  in  an  article,  "What's 
Petrillo  Up  To?",  in  the  December 
issue  of  Harper's  Magazine. 

After  reviewing  the  history  of 
the  Petrillo  edict  and  the  growth  of 
recorded  music,  with  its  concomit- 

ant decrease  in  employment  oppor- 
tunities for  live  musicians,  Mr. 

Smith  raises  two  questions: 
"First,  do  the  American  people 

like  canned  music  so  well  that  they 
are  willing  for  it  to  replace  the 
'live'  variety?  And  second,  if  so, 
does  a  democracy  have  any  obliga- 

tion to  those  workers  who  are  dis- 
placed by  technological  improve- 

ments?" 

Fee  Plan  Suggested 

Stating  that  a  large  number  of 
people  want  live  music,  Mr.  Smith 
suggests  "that  a  National  Founda- 

tion of  Music  be  organized,  com- 
posed of  three  members — one  desig- 

nated by  the  AFM,  one  by  the 
broadcasting  and  recording  indus- 

tries, and  a  third  by  the  FCC.  This 
Foundation  would  collect  from  the 

places  in  which  juke  boxes  are  lo- 
cated a  percentage  of  the  revenue 

of  each  machine.  (Perhaps  20%, 
or  1  cent  out  of  every  nickel,  would 
be  a  reasonable  figure.)  ...  A  some- 

what different  arrangement  would 
have  to  be  made  with  respect  to  the 
radio  industry. 

"Stations  might  for  instance  be 

Ttte  3 tost  Weleome  0wuest 

At  Texas  Firesides 

Down  here  in  Central  and  South 
Texas,  fireside  may  mean  the  front 

"gallery"  of  a  prosperous  home. 
For,  in  much  of  this  favored  sec- 

tion, about  the  only  sign  of  winter 
is  that  a  new  growing  season  is 
under  way. 

Fireside  is  another  word  for  home 

50,000  WATTS 
CLEAR  CHANNEL 

AFFI  LIATE  NBC 

MEMBER  TQN 

T  H  E^fJbiWE  R  F  UL  .  ADVERT! 

and,  in  these  Texas  homes — with 
their  newly  multiplied  buying  pow- 

er—the 50,000-watt  voice  of  WOAI 
is  the  most  welcome  guest,  as  evi- 

denced by  EVERY  C.  E.  Hooper 
Listening  Index  for  San  Antonio, 
Austin  and  Corpus  Christi  over  a 
period  of  more  than  a  year. 

OAI 

San  ̂ riicmux 

Represented  Nationally  by  EDNjCARD  RETRY  6-  CO. 

required  to  set  aside  a  percentage 
of  the  revenue  they  derive  from 
broadcasting  recorded  or  tran- 

scribed music  on  commercially 
sponsored  programs.  (Again,  20% 
might  be  appropriate;  but  this 
could  be  adjusted  to  the  various 
economic  factors  involved.) 

"The  station  could  use  the  money 
which  was  set  aside  in  this  way  to 

pay  the  salaries  of  such  'house'  mu- sicians as  it  saw  fit  to  employ, 
turning  over  to  the  Foundation 
that  part  of  the  money  which  was 
not  so  used.  Such  a  plan  would  en- 

courage the  use  of  live  musicians 
by  stations  which  now  employ  few 
or  none,  and  would  not  interfere  at 
all  with  those  stations  whose  pay- 

roll for  musicians  already  equaled 
or  exceeded  20%  of  the  revenue 
from  recorded  or  transcribed  pro- 

grams." 

Mr.  Smith  goes  on  to  point  out 
that  to  pay  a  percentage  of  income 
from  the  use  of  records  to  Petrillo 

and  the  AFM  would,  when  "added 
to  the  existing  practice  of  demand- 

ing 'standby'  orchestras  and  gross- 
ly oversized  radio  'house'  bands, 

constitute  in  effect  a  virtual  recog- 

nition by  the  AFM  that  'live'  music 
must  continue  inevitably  to  in- 

crease. We  shall  end  by  having  not 
jobs  for  unemployed  musicians  but 
a  dole  for  unemployed  incompe- 

tents." 

More  Than  a  Dole 
In  answer  to  his  second  question, 

he  concludes:  "If  it  became  clear 
that  the  American  people  no  longer 

want  to  hear  'live'  music  the  Na- 
tional Music  Foundation  could  then 

be  empowered  to  see  that  the  charge 
made  upon  the  public  performances 
of  recorded  music  be  devoted  there- 

after to  compensation  of  displaced 
musicians  during  a  reasonable 
period  of  vocational  retraining. 

"Whether  men  spend  their  lives 
acquiring  skill  in  the  use  of  a 
trowel  or  a  bassoon  is  not  of  basic 
importance.  What  is  important  is 
that  we  should  have  a  democracy 
which  provides  something  more 
than  a  dole  for  those  of  its  citizens 
who  are  robbed  of  their  craft  by 

the  impact  of  technological  labor- 

saving  improvements." 
More  Listening 

WITH  particular  emphasis  on  ra- dio news  commentators,  there  has 
been  a  25%  increase  in  radio  lis- teners since  Pearl  Harbor,  George 
Moskovics,  West  Coast  sales  pro- 

motion director  of  CBS  Hollywood, 
stated  in  discussion  during  the 

Nov.  15  broadcast  of  What's  It  All 
About,  weekly  educational  feature 
released  to  Pacific  Coast  stations 
of  that  network.  He  declared  this 
trend  will  continue  after  the  war, 
thus  keeping  the  public  informed 
on  the  peace  settlement  to  come. 

INFLUENCE SOUTHWEST: 

C.  E.  HOOPER  rating  for  President 
Roosevelt's  address  over  the  four  ma- 

jor networks,  Tuesday,  Nov.  17,  at 
the  closing  session  of  the  New  York 
Herald-Trihune  Forum,  was  48.0 — the 
same  as  that  received  by  Wendell 
Willkie  for  his  Oct.  26  broadcast  on 

the  same  hookup.  The  chief  executive's radio  audience  is  estimated  at  36,350.- 
000,  while  the  former  Republican 
ciiiididate  rated  a  slightly  lower  figure, 
36,320,000. 
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WITH  two  sponsore

d  pro- 
grams featuring  the  Metro- 

politan Opera  Co.  already 
on  BLUE,  an  additional 

series  was  launched  Nov.  26  on 
the  same  network  on  a  sustain- 

ing basis  by  the  Opera  Guild  under 
the  title  Metropolitan  Opera, 
U.S.A.  With  Lawrence  Tibbett, 
baritone,  as  m.c,  the  program  pre- 

sents young  artists  who  have  al- 
ready gained  opera  contracts  for 

this  season.  The  half-hour  broad- 
casts are  aired  on  the  BLUE 

Thursday,  7:30  p.m.,  followed  by 
a  repeat  on  WJZ  for  the  New  York 
area  at  11 :15  p.m. 

Other  "Met"  programs  on  the 
BLUE  are:  Metropolitan  Auditions 
of  the  Air,  sponsored  Sunday, 
6:30-7  p.m.  by  Sherwin-Williams 
Co.,  Cleveland,  and  broadcasts  of 
the  Saturday  afternoon  perform- 

ances of  the  opera  company,  spon- 
sored by  Texas  Co.,  New  York. 

Sear's  War  Bond  Show 
FOUR  Sunday  programs,  titled 
Peoples  Payroll  Party,  are  a  new 
series  inagurated  by  KOIN,  Port- 

land, Ore.,  and  sponsored  by  Sears, 
Roebuck  &  Co.,  to  boost  the  Treas- 

ury's War  Bond  sales  campaign. Format  of  the  show  is  informal, 
with  comedy  by  Owen  Dunning, 
stories  by  Charles  Robison,  music 
by  Joseph  Sampietro's  studio  or- chestra and  mixed  vocal  chorus. 
Johnny  Carpenter  is  ringmaster 
and  Bill  Mears  does  the  script. 
Director  of  Sears  promotion  in 
Portland,  Dave  Showalter,  reads 
a  letter,  "Sin-Searsly-Yours"  ad- 

dressed to  former  employes  now  in 
the  armed  forces. 

Youth  in  War 
ANALYZING  elements  of  the 
home  in  relation  to  wartime  circum- 

stances and  development  of  child- 
ren, a  weekly  half-hour  program. 

Our  Home,  a  Workshop  in  Living 
Together,  has  been  inaugurated  on 
Pacific  Coast  stations  of  Don  Lee 
Broadcasting  System,  Friday, 
1:15-1:30  p.m.  (PWT).  Series  of 
five  weekly  broadcasts  started  Nov. 
20  under  supervision  of  Mrs.  W.  K. 
Cobb,  director  of  the  department 
of  home  service  for  the  Parent- 
Teacher  Association. 

LATENT  TALENT  among  the  an- 
nouncers of  WKZO,  Kalamazoo, 

provide  a  quarter-hour  hillbilly 
act  for  Foley  &  Co.,  Chicago  (home 
remedies).  Music  makers  are  (1  to 
r)  :  Joe  Hooker,  Paul  Aurandt  and 
Johnny  VandenBosch. 

Tune  Guessing 

LISTENERS  are  called  upon  to 
guess  the  titles  of  the  recorded 
popular  music  played  on  the  Guess 
the  Tune  program  heard  thrice- 
weekly  at  noon  over  WIP,  Phila- 

delphia. Winners  selected  among 
those  sending  in  the  correct  titles 
are  awarded  movie  passes  for 
downtown  theatres.  Accompanying 
the  answers  with  a  box  cover  of 
Dr.  Jayne's  Cough  Remedy,  spon- 

sor of  the  program,  brings  the 
winner  an  additional  $5  cash  prize. 
The  quarter-hour  program  is  con- 

ducted by  Doctor  Rhythm,  assumed 
by  Howard  Jones  of  the  WIP  an- 

nouncing staff.  The  program  is 
produced  by  the  J.  M.  Korn  Agency, 
Philadelphia. 

Dental  Tips 

ST.  LOUIS  Dental  Society  is  heard 
in  a  broadcast  over  WIL,  St.  Louis, 
each  Monday  afternoon.  The  pro- 

gram is  presented  in  cooperation 
with  the  Office  of  Civilian  Defense, 
and  advises  listeners  on  dental 
care  and  mouth  hygiene  as  es- 

sential in  the  execution  of  a  total 
war  effort.  Prominent  local  den- 

tists participate. 

Books  Aloud 

READING  ALOUD  from  best- 
selling  novels  and  popular  classics, 
for  housewives  engaged  in  their 
morning  tasks,  Maurice  Joachim, 
writer,  producer  and  storyteller, 
has  started  a  five-weekly  series  on 
WHN,  New  York,  titled  To  Be 
Continued.  Books  will  be  read  in 
their  entirety.  It  is  estimated  that 
over  the  period  of  a  year,  the  series 
will  make  available  to  radio 
listeners  from  30  to  40  novels  and 
stories. 

*      *  * 

More  Radio  Gremlins 

TO  ASSIST  listeners  in  preserving 
the  life  of  their  receiving  sets, 
NBC  on  Dec.  4  at  10:30  p.m.  EWT 
will  broadcast  Frankly  Mr.  Feeb- 
ish,  a  drama  about  a  "gremlin" who  attacks  radio  sets  rather  than 
airplanes.  Program  was  written  by 
Neal  Hopkins,  NBC  staff  writer, 
and  Morris  Mamorsky  has  com- 

posed special  music. 

Program  For  Pets 
SATURDAY  morning  quarter- 
hour  program,  Aniynals  in  the 
News  on  WAIT,  Chicago,  con- 

ducted by  Dr.  W.  A.  Young,  man- 
aging director  of  the  Anti-Cruelty 

Society  of  Chicago,  covers  care  and 
feeding  advice  for  any  sort  of  pet 
animal.  Amusing  tales  of  unusual 
pets  and  the  role  dogs  play  in  the 
war  effort  are  also  covered  by  Dr. 
Young's  discussions. 

*  * 
Feats  of  Heroes 

FEATURING  STORIES  of  the 

feats  of  America's  war  heroes,  It 
Happened  in  the  Service,  formerly 
heard  on  NBC  Pacific  Coast  sta- 

tions only,  is  now  presented  on 
the  full  NBC  network  with  the 
exception  of  WEAF,  New  York. 

IT'S  KOA 

IN  DENVER 

It  doesn't  take  a  mathematical  marvel  to  figure 
the  "best  buy"  in  Denver  radio.  It's  as  easy  as 
ABC  to  see  it's  KOA  ...the  only  station  in  Colo- 

rado that  can  put  50,000  watts  behind  your 
sales  messages.  Not  only  that,  but  KOA  is 

owned  and  operated  by  the  National  Broad- 
casting Company  .  .  .  the  network  most  people 

listen  to  most. 

Let  your  nearest  NBC 
representative  give  you 
the  full  story.  Call  him 
today  about  KOA! 

From  every  Vantage  Point 

REPRESENTED  NATIONALLY  BYO^  SPOT  SALES  OFFICES IS  AiK:  
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The  MOMENT  Your  Orde 

NT  MERCHANDISIN 

The  Indianapolis  Times 

T^HC  INDIAN APO
US  NEWS 

THE  l^^jjU'^Sfc^S^
l 

I  PRE-ANNOUNCEMENTS 

WISH  schedules  at  least  2  pre-announcements  each 
day  for  one  full  week  in  advance  of  the  beginning  of 

any  new  program  series.  Best  available  times  are 

used  for  these  "advance"  announcements. 

2  DIRECT  MAIL  LETTERS 

WISH  will  create  and  mail,  first  class,  letters  to  the 

trade:  jobbers,  wholesalers,  voluntary  and  national 
chain  offices  and  important  retail  outlets.  This  service 

is  available  WITHOUT  COST  to  advertisers  using  a 
minimum  schedule  of  13  weeks. 

3 PERSONAL  CALLS-SURVEYS 
A  member  of  the  capable  and  experienced  WISH 

Merchandising  Staff  is  available  at  all  times  to  make 
a  reasonable  number  of  calls  on  the  trade,  conduct 

surveys,  or  promote  WISH  programs.  Counter  dis- 
plays, store  signs,  or  simple  window  displays  of  the 

sponsor's  merchandise  are  arranged. 



Illlll 

SERVICE 

4  DISPLAY  ADVERTISING 

WISH  buys  and  schedules  display  advertising  in 

Indianapolis  newspapers  to  publicize  new  or  estab- 
lished radio  programs.  Prior  to  the  beginning  of  a 

jprogram  series,  WISH  will  schedule  a  minimum  of 
,200  lines  of  display  advertising.  Additional  advertis- 
iing  is  provided  throughout  the  life  of  the  program. 

5  STR EET  CORNER  POSTERS 

For  "program"  advertisers,  WISH  will  produce  and 
display,  two-color  posters  (32  inches  long  by  24 
inches  wide)  in  special  display  frames  located  on  100 

jof  the  busiest  street  corners  in  Indianapolis.  These 
posters  carry  the  name  of  the  product  as  well  as  the 

program  they  publicize. 

6 OUTDOOR  ADVERTISING 

WISH  uses  dominant  billboard  advertising,  with 

standard  General  Outdoor  24-sheet  posters,  to  keep 

sponsors'  programs  "in  the  public  eye."  At  choice 
locations,  throughout  the  metropolitan  area,  these 

outdoor  displays  call  favorable  attention  to  the  pro- 
grams of  WISH  advertisers. 

/  WINDOW  STREAMERS 

WISH  will  create  and  provide  the  sponsor's  salesmen 
or  delivery  men  with  a  minimum  of  300  window 

streamers  (30  inches  in  length  by  12  inches  in  width) 

for  use  in  promoting  WISH  programs  in  windows  or 
interiors  of  retail  outlets.  If  desired,  WISH  programs 
will  distribute  the  window  streamers  at  a  small  cost 

to  the  client.  - 

8  STUDIO  SALES  MEETINGS 

WISH  provides  attractive  facilities  for  large  or  small 

sales  meetings  to  be  conducted  by  WISH  clients.  For 

example — one  WISH  sponsor  recently  invited  his  45 

salesmen  and  their  wives  to  attend  a  "preview"  of 
his  new  WISH  radio  program.  A  special  15-minute 

entertainment  feature,  using  the  station's  staff  talent, 
was  presented  for  their  pleasure.  An  executive  of 

WISH  then  addressed  the  guests,  explaining  the  ad- 
vantages of  their  forthcoming  radio  series.  A  special 

audition  of  the  program  concluded  the  "Preview." 

L L 
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'Radio  Fatigue' 
AS  UNCLE  SAM'S  time-clearance  agency, 
manned  by  case-hardened  radio  and  agency  men 
drawn  largely  from  industry  ranks,  no  estab- 

lishment of  the  wartime  Government  is  more 
keenly  aware  than  the  OWI  Radio  Branch  of 
that  indefinable  something  called,  for  want  of 

better  nomenclature,  "radio  fatigue".  Too  much 
of  the  same,  dinned  into  the  ears  over  and 
over  again,  can  defeat  the  end  in  view — and  the 
end,  in  the  case  of  the  Government's  many  radio 
campaigns,  is  the  enlistment  of  public  support 
of  the  many  war  drives. 

But  the  public  can  be  dinned  to  death  with 
appeals  to  buy  War  Bonds,  register  tires  on 
time,  join  the  ration  card  lines,  enlist  in  this 
branch  of  the  service  or  that.  If  OWI  Director 

Elmer  Davis'  estimate  before  a  Congressional 
committee  recently,  that  radio's  free  time  con- 

tributions are  at  the  rate  of  $64,000,000  per 
year,  is  accurate — and  it  probably  is  as  nearly 
accurate  as  it  is  possible  to  estimate — the 
enormity  of  Uncle  Sam's  "sponsorships"  can 
be  gauged  in  the  light  of  the  $175,000,000 
worth  of  business  done  by  all  radio  stations 
and  networks  last  year. 

Hence  it  is  gratifying  to  learn  from  OWI's 
Radio  Bureau,  the  chief  funnel  for  government 
approaches  to  stations,  that  its  policy  hence- 

forth will  be  to  concentrate  not  on  placing  more 
government  advertising  on  the  radio  but  on  im- 

proving what  is  already  on  the  boards.  Quality 
rather  than  quantity,  its  officials  say,  must 
now  be  stressed — and  to  insure  quality  they 
are  seeking  the  advice  and  assistance  of  some 
of  the  best  copywriting  brains  in  the  industry. 

The  network  allocation  plan  of  OWI  has 
worked  well.  The  big  job  to  be  done  now  is 
among  stations,  besought  to  use  Government 
spots  and  transcriptions.  These  must  be  timed 
and  spaced  and  synchronized  with  network  ap- 

peals so  that  the  public  won't  be  oversold. 
Plans  are  afoot  to  effectuate  a  modus  operandi 
which  will  work  to  the  advantage  of  Govern- 

ment and  stations  alike.  There  is  such  a  thing 

as  foo  much  advertising ,  '  which,  inducing 
"radio  fatigue",  defeats  its  own  end. 

The  Ladies  Will  Decide 

AGAIN  the  soap  opera  gets  -its  sporadic  shell- 
ing from  some  quarters  and  its  sporadic 

encomiums  from  others. 

Inevitably,  any  mention  of  the  five-a-week 
portrayals  of  American  life  and  loves  will 
start  an  argument  in  radio  and  advertising 

circles.  And  that's  what  Dr.  Matthew  N. 
Chappell,  C.  E.  Hooper  consultant,  started 
when  he  told  a  group  of  broadcasters  and  ad- 

vertising folk  in  New  York  that  the  soap  opera 
is  out  of  tempo  with  the  stepped-up  pace  of 
American  life  and  that  it  is  losing  its  ap- 

peal. Though  Dr.  Chappell  supported  his  deroga- 
tory data  with  graphs  and  trend  lines,  many 

of  his  audience  failed  to  agree  that  these 
harbingers  of  romantic  achievement  and  frus- 

tration have  actually  lost  their  hold  on  Amer- 
ica's housewives.  They  agreed,  though,  that  it 

was  a  good  idea  to  take  apart  the  serial  and 
expose  it  to  impartial  clinical  treatment. 

Just  as  the  ink  was  drying  on  Dr.  Chap- 
pell's  charts,  the  Office  of  War  Information 
lent  its  approval  to  a  resume  of  wartime 
achievements  registered  by  the  much-maligned 
soap  operas  [see  article  in  this  issue]. 

Here  the  daytime  serials  are  praised — and 
with  official  blessing — as  a  highly  helpful  in- 

stitution for  promotion  of  the  war  effort  and 
the  elevation  of  public  morale.  Through  the 
serials  the  OWI  is  reaching  countless  mil- 

lions every  quarter-hour  with  messages  about 
rationing  and  furnace  conversion  and  all  the 
other  projects  involved  in  gearing  the  nation  to 
victory  over  the  Axis. 

Dr.  Chappell's  data  carries  the  voice  of 
statistical  conviction.  And  the  OWI's  pleasure 
at  the  serial's  value  as  a  wartime  weapon  is 
equally  convincing. 

The  answer? 
As  usual,  it  will  be  supplied  by  the  millions 

of  housewives  whose  ears  will  be  lured  or  an- 
tagonized by  the  devious  denouements  that 

fill  the  network  air  from  dawn  to  dusk.  So  long 
as  the  ladies  listen,  the  sponsors  will  pour  their 
good  money  into  serials.  If  they  stop  listening 
in  any  appreciable  numbers,  the  sponsors  will 
soon  know  it  and  the  serials  will  quickly  dis- 

appear. 

Post-War  Planning 
OB  SCU;RELY  mentioned  in  FCC-WBC 
'Chairman  Fly's  recent  address  before  the 
Rochester  convention  of  the  Institute  of  Ra- 

dio Engineers  [Broadcasting,  Nov.  16],  was 
the  necessity  for  what  he  called  "sound  de- 

preciation policies"  in  the  light  of  war-worn 
equipment.  Mr.  Fly  was  forecasting  an  enor- 

mous post-war  expansion  of  tadio  and  tele- 
vision after  the  war.  He  urged  the  engineers 

to  set  up  post-war  planning  committees,  for 
he  inferentially  foresaw  a  virtual  reshaping  of 

The  RADIO 

BOOK  SHELF 

THE  STORY  of  World  War  II,  from  the  Nazi 
invasion  of  Poland  on  Sept.  1,  1939,  to  July  4, 

1942,  is  told  by  Oliver  Gramling,  assistant  gen- 
eral manager  of  Press  Association,  and  65  AP 

correspondents  around  the  world  in  Free  Men 
Are  Fighting  [Farrar  &  Rinehart,  New  York. 

$3.50]. Insofar  as  was  feasible  the  day-to-day  his- 
tory is  given  by  the  stories  filed  by  the  re- 

porters, with  Gramling  supplying  the  connec- 
tive background  material.  So  skilfully  has  he 

done  the  job  that  what  might  have  been  a  mere 
scrap-book  emerges  as  a  colorful  continuous 
report  of  a  global  war.  Every  reader  will  find 
his  own  highlights  in  the  volume,  which  in- 

cludes every  type  of  news  story. 
Numerous  maps  throughout  the  volume 

illustrate  the  actions  described  in  the  text  and 
an  appendix  gives  thumbnail  biographies  of 
the  correspondents  on  whose  material  the  book 
is  based. 

COMPLETE  with  a  new  50-page  chapter  on 
the  War  Emergency  Radio  Service,  the  20th 
edition  of  the  American  Radio  Relay  League's 
Radio  Amateur's  Handbook  is  now  available 
[The  Rumford  Press,  Concord,  N.  H.,  $1]. 
This  year's  wartime  edition  points  out  that  in 
tens  of  thousands  of  minds  the  thought  is 
echoed  "Someday  the  war  will  be  over  .  .  . 
someday  we'll  be  on  the  air  again."  Book  gives 
radio  theory,  FCC  regulations,  information 
about  parts  and  other  reference  data  for 
radio  technicians,  amateur  and  professional. 

our  communications  system,  especially  broad- 
casting, after  the  war  is  won  and  when  new 

radio  equipment  and  personnel  are  again  avail- 
able for  normal  pursuits. 

We  asked  Mr.  Fly  to  elucidate  his  point  re- 
garding depreciation.  He  said  he  felt  the  exist- 

ing broadcasters,  large  and  small,  must  not  be 
caught  unaware  by  changing  techniques  and 
new  equipment  requirements  after  the  war. 
They  must,  if  they  can,  bank  enough  money 
to  be  ready  for  "new  technological  advances 
like  FM  and  television".  The  Treasury's  obso- 

lescence factor  for  depreciation  writeoffs  in 

taxes  may  not  be  sufficient  to  meet  post-war 
needs,  and  some  new  policies  of  accounting 
may  have  to  be  instituted,  he  said. 

Mr.  Fly  admitted  he  had  not  had  time  to 
give  the  depreciation  and  obsolescence  factor 
enough  study  to  make  definite  recommenda- 

tions. He  believes  the  broadcasters  themselves, 
working  with  the  best  brains  in  the  engineering 
and  accounting  fraternities,  must  lay  the  pre- 

liminary groundwork.  The  Commission's  reg- 
ulations may  be  relaxed,  as  they  have  been,  for 

the  war's  duration  in  order  to  conserve  equip- 
ment— but  they  will  be  tightened  again,  and 

tightened  hard,  when  the  war  is  over. 
The  prudent  radio  executive  must  be  pre- 

pared, not  only  with  a  knowledge  of  the  prob- 
able things  to  come  but  with  ample  reserves 

for  the  great  post-war  changes  that  will  come 
to  his  business.  Granted  that  business  in  many 
localities  is  slipping,  and  that  the  high  war 
taxes  are  reducing  profits,  the  broadcaster  to 
stay  in  business  must  still  be  ready  for  the  de- 

mands that  will  be  made  upon  him,  technical- 
ly and  financially,  when  hostilities  cease.  The 

IRE  and  NAB  could  do  nothing  more  use- 
ful than  to  create  joint  committees  now  to 

prepare  for  that  day. 
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WILLIAM  LUNZ  LAWRENCE 

CIRCUMSTANCES,  not  choice, 
conspired  to  catapuli  Wil- 

liam Lunz  Lawrenf",  West 
Coast  director  of  raaic  ipcr- 

ations  for  Pedlar  &  Ryrn,  into  a 
radio  career.  Back  ii'  carlv  1925 
jobless  19-year-old  Bii:  j-'^^^ered 
an  ad  in  a  Minneapolis  newsi'uper. 
WAMD  neeeded  an  announcer. 

Lawrence  appeared  for  the  audi- 
tion. 

Directed  to  a  studio,  he  was 
handed  a  sheaf  of  news  clippings 
and  told  to  start  reading.  Young 
Lawrence  read  steadily  for  almost 
15  minutes — until  he  was  halted  by 
an  announcer  who  identified  the 
station.  Then  Bill  learned  he  had 
been  on  the  air  all  the  time! 

Three  months  later  Stanley  E. 
Hubbard,  today  operator  of  KSTP, 
that  city,  fired  the  boy  with  the  re- 

mark that  he  was  the  "worst  an- 
nouncer I  have  ever  heard".  Dis- 

mayed but  undaunted,  the  young 
hopeful  went  directly  to  WCCO,  he 
crashed  the  offices  of  the  late  Henry 
Bellows,  then  station  manager  and 

vice-president  of  CBS.  Bill  didn't 
spare  himself.  After  telling  Mr. 
Bellows  that  he'd  just  been  fired 
for  being  the  "worst  announcer", 
Bill  countered  that  he  didn't  agree 
with  the  man  who  said  it.  Mr.  Bel- 

lows, startled  by  such  frankness, 
hired  the  boy.  From  then  on  Law- 

rence went  places. 
Born  in  Two  Harbors,  Minn., 

Oct.  9,  1906,  Lawrence  began  early 
to  acquire  the  sort  of  background 
which  has  proved  invaluable  in  his 
radio-agency  career.  His  first  essay 
into  the  dramatic  field  was  as  an 
amateur  actor  when  he  played 
lead  in  his  high  school's  senior 
play. 

During  the  summer  of  1923  Bill 
went  on  tour  producing  home  tal- 

ent shows  in  the  hinterlands.  The 
company  supplied  lyrics,  costumes 
and  scenery,  using  local  home  tal- 

ent. Upon  occasion  director  Bill 
was  called  upon  to  take  part  in  the 
show  and  therefore  had  to  under- 

study all  parts.  In  one  instance  he 

was  forced  to  don  flowing  robes 
and  pose  as  the  Statue  of  Liberty. 
Young  Lawrence  paid  his  way 

through  U  of  Minnesota  during 
1924  and  1925  by  leading  his  own 
dance  band,  tooting  a  saxophone 
and  part-time  announcing  on 
WCCO.  Summers,  band  and  leader 
played  in  Estes  Park,  Colorado,  as 
The  Royal  Entertainers.  When  the 

agggregation  went  back  to  Minne- 
sota, it  became  The  Rocky  Moun- 
tain Entertainers.  One  summer 

Bill  took  over  Dave  Rubinoff's  Or- 
chestra, acquiring  costumes,  scen- 

ery and  trick  properties,  success- 
fully touring  the  Midwest.  Con- 

tinuing with  his  WCCO  announcing 
chores,  he  gradually  abandoned 
outside  interests,  and  took  on  sta- 

tion production  duties,  eventually 
becoming  program  director. 

In  fall  of  1933,  long  before  radio 
discovered  Hollywood,  Lawrence 
decided  that  there  were  opportuni- 

ties in  southern  California.  He 
went  West  and,  to  use  his  own 
words,  "starved  to  death"  for  two 
years  as  a  freelance  Hollywood  an- 

nouncer. Going  to  work  in  1935 
for  KNX,  then  an  independent  sta- 

tion, he  wrote  and  presented  four 
newscasts  daily.  Seven  months 
later  CBS  acquired  the  station  as 
its  Los  Angeles  outlet.  With  change 
in  status  to  a  network  station,  Bill 
became  producer  of  Reunion  of  the 
States,  sponsored  by  Forest  Lawn 
Memorial  Park  Assn.  Augmenting 
his  production  responsibilities,  he 
was  assigned  by  McCann-Erickson 
to  direct  the  weekly  CBS  Dr. 
Christian  series,  sponsored  by 
Cheseborough  Mfg.  Co.  He  held 
that  post  during  1938  and  1939. 

During  his  association  with  CBS, 
.  Lawrence  found  plenty  to  do.  It 
was  his  job  to  produce  the  first 
completely  visual  radio  show  for 
that  network.  Titled  Your  Witness, 
the  successful  experiment  in  tele- 

vision technique  was  broadcast 
during  1936  and  1937.  In  1938 
Lawrence  created  the  I  Was  There 
program.    Assignments    had  him 

NOTES 

EDGAR  KOBAK,  executive  vice- 
president  of  BLUE,  left  New  York 
Nov.  26  for  a  tour  of  the  West  Coast. 
V.  here  he  will  confer  with  network 
affiliates,  starting  with  a  meeting  with 
Don  Oilman,  vice-president  in  charge 
of  the  BLUE  western  division,  in 
Spokane.  En  route  to  the  West  Coast, 
Kobak  was  scheduled  to  visit  the 
Chicago  office  of  the  network.  He 
will  return  Dec.  14. 

FRED  L.  ALLEN,  Southern  Cali- 
fornia manager  of  William  G.  Ram- 

beau  Co.,  station  representatives,  has 
been  placed  in  charge  of  Pacific  Coast 
operations.  He  will  work  out  of  Holly- 

wood, offices  having  been  moved  to 
5883  Fernwood  Ave.,  that  city.  Tele- 

phone is  Granite  3636. 
JACK  RADFORD,  station  relations 
supervisor,  Canadian  Broadcasting 
Corp.,  Toronto,  is  on  a  tour  of  the 
Maritime  stations,  returning  early  in 
December. 

LOUIS  MAIN,  former  space  sales- man for  Red  Arrow  Publications,  has 
joined  the  sales  staff  of  KDB,  Santa 
Barbara. 

DANIEL  C.  BEATTIE  has  been 
appointed  sales  and  production  direc- 

tor of  the  U.  S.  Recording  Co.,  Wash- 
ington. He  was  writer-director  of  the 

daytime  serial  Helen  Holden,  Govern- 
ment Girl,  formerly  heard  on  MBS. 

BOB  WOOD,  Chicago  representative 
of  WOR,  New  York,  is  the  father  of  a 

.'■.oy. 

LT.  WARD  INGRIM,  formerly  com- 
mercial manager  of  KFRC,  San  Fran- 

cisco, has  been  graduated  from  the 
Army  officers  training  school  at  Mi- ami Beach,  Fla.,  and  is  now  assigned 
to  public  relations  section  of  Army 
Air  Forces  West  Coast  Training  Cen- 

ter, Santa  Ana,  Cal. 
TRACY  MOORE,  Western  division 
sales  manager  of  BLUE  Hollywood, 
discussed  "Radio's  First  War"  as 
guest  speaker  at  the  Santa  Barbara 
xVdvertising  &  Merchandising  Club 
meeting  Nov.  23. 
BENSON  KING  PRATT,  New  York 
radio  publicist  and  talent  manager, 
on  Nov.  21  married  Mildred  Har- 

riett Holmer,  pianist,  in  Elkton,  Md. 
NAT  DONATO,  manager  of  the  New 
York  office  of  William  G.  Rambeau 
Co.,  station  representative,  has  been 
inducted  into  the  Army. 
GALEN  GILBER.  sales  manager  of 
KUOA,  Siloam  Springs,  Ark.,  is  the 
father  of  a  boy  born  Nov.  15. 

GORDON  DAVIS,  producer  and  dra- matic writer  of  KIRO,  Seattle,  has 
been  appointed  education  director  in 
place  of  Miss  Hazel  Kenyon,  who  has 
joined  the  WAVES.  Davis  was  for- 

merly with  WILL,  Urbana,  education- al station  of  U  of  Illinois,  and  radio 
director  at  Cornish  School  of  the 
Arts,  Seattle. 
H.  S.  PUTNAM  has  been  appointed 
supervisor  of  personnel  relations  for 
the  Canadian  Marconi  Co.,  it  has  been 
announced  by  Reginald  M.  Brophy, 
general  manager.  He  formerly  was  in 
charge  of  the  company's  advertising 
and  general  publicity,  which  he  will 
continue  to  supervise. 
FRANCIS  (Frank)  HEADY,  formerly 
Hollywood  radio  talent  agent  and  ra- dio contact  of  RKO  Radio  Pictures 
Inc.,  and  now  a  major,  is  stationed 
at  Fort  Worth  flying  training  com- 

mand headquarters  of  the  Army  Air 
Forces,  as  public  relations  officer. 
ED  WILKERSON  Jr.,  commercial 
manager  of  WSLI,  Jackson,  Miss., 
is  the  father  of  a  girl  born  Nov.  18. 

busy  on  production  of  Camel  Cara- 
van, Texaco  Star  Theatre,  Jack 

Oakie  Show  and  other  outstanding 
network  sponsored  programs. 

In  1939  he  left  that  network  to 
produce  and  announce  the  weekly 
NBC  /  Want  a  Divorce,  sponsored 
by  S  &  W  Fine  Foods  Inc.  (coffee). 
Bill  worked  with  Emil  Brisacher, 
president  of  Brisacher,  Davis  & 
Staff,  San  Francisco  agency  serv- 

icing the  foods  account,  on  the 
half-hour  series  until  early  1940. 
In  April,  Lord  &  Thomas  beckoned, 
and  the  now  seasoned  veteran  pro- 

duced the  NBC  Union  Oil  Show. 
During  the  three  summer  months, 
he  handled  the  weekly  NBC  Union 
Oil  Opera.  Fall  of  1940  saw  him 
assuming  new  agency  responsibili- 

ties as  he  took  over  production 
reins  of  the  NBC  Bob  Hope  Show, 
sponsored  by  Pepsodent.  That  as- 

signment continued  until  the  fall 
of  1941  when  Bill  formed  his  pres- 

ent association  with  Pedlar  & 

Ryan. 
With  purchase  of  Orson  Welles' services  for  a  CBS  program,  under 

sponsorship  of  Lady  Esther  Co., 
Pedlar  &  Ryan  appointed  Bill  Law- 

rence its  West  Coast  director  of 
operations.  He  continued  in  his 
general  supervisory  capacity  until 

last  January,  when  Welles'  good- will trip  to  South  America  left  a 
blank  spot  on  the  Lady  Esther 
calendar.    With    Freddy  Martin 

{Continued  on  page  37) 

R.  C.  Maddux  Is  Named 

To  Board  of  Bamberger 

R.  C.  Maddux,  vice-president  in 
charge  of  sales  of  WOR,  New  York, 
has  been  elected  a  member  of  the 
board  of  directors  of  the  Bamberger 
Broadcasting  Service,  operator  of 

WOR,  as  well  as 
member  of  the 

station's  execu- tive committee,  it 
was  announced 
Nov.  23  following 

a  director's  meet- 

„  ing. 

£  .  ^    \       Mr.  Maddux 

f^'^l^^m    joined    WOR  in 

-^^^  December,  19  40, 

Mr.  Maddux  as  director  of 
sales,  and  last 

year  was  appointed  vice-president in  charge  of  sales.  A  graduate  of 
Washington  and  Lee  U  and  the 
Harvard  Business  School,  Mr. 
Maddux  was  previously  managing 
director  of  the  New  Jersey  Council 
For  Industrial  Development,  and 

prior  to  that  director  of  advertis- 
ing and  publicity  for  the  New  Eng- land Council.  He  has  also  served 

as  sales  manager  of  the  New  Eng- 
land Division  of  the  Pan-American 

Petroleum  Co. 

ROr.IX  HARRIS.  New  York  news- 
paperman and  movie  writer,  has  been 

named  director  of  publicity  for  United 
Artists  Corp..  filling  a  post  vacant 
since  last  spring,  when  Albert  Mar- 
golies  resigned. 
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DAVE  ELTON,  producer  of  NBC 
Hollywood,  has  been  assigned  per- 

manently to  the  weekly  Furlough 
Fun,  sponsored  by  Gilmore  Oil  Co. 
(petroleum  products),  on  that  net- 

work. Elton,  currently  working  under 
direction  of  Nate  Tufts,  production 
supervisor  of  Ruthrauff  &  Ryan  Inc., 
agency  handling  the  account,  is  one 
of  three  producers  originally  assigned 
to  the  show. 

TODD  HUNTER,  formerly  newscast- 
er of  WBBM,  Chicago,  has  joined  the 

Marines  as  a  first  lieutenant  and  will 
be  stationed  at  the  Navy  Pier  in 
Chicago. 

BARRY  BARENTS,  announcer  of 
WTAG,  Worcester,  has  resigned  to 
become  Central  New  England  repre- 

sentative of  Transit  Adv.,  New  York. 
Olive  Merrill  has  joined  the  continu- 

ity staff  of  WTAG. 
PAUL  LANGFORD,  special  events 
director  of  KPAS,  Pasadena,  Cal., 
has  joined  the  Army  Air  Forces. 

JACK  TEMPLE,  formerly  announc- 
er of  KYA,  San  Francisco,  has  joined 

KQW,  that  city. 
ENS.  HOWARD  M.  PAUL,  on  leave 
as  continuity  and  publicity  writer  of 
WTMJ,  Milwaukee,  recently  became 
father  of  a  girl.  He  is  now  public 
relations  officer  at  the  Naval  Aviation 
Training  School,  Navy  Pier,  Chicago. 

BILL  MARLOWE,  former  music  di- 
rector-announcer of  WLOK,  Lima,  O., 

and  WKST,  Newcastle,  Pa.,  has 
joined  the  announcing  staff  of  WKBN, 
Youngstown. 
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Newest  WAAC 

NORINE  LOWE,  director  of 
women's  program  activities 
of  WWNC,  Asheville,  N.  C, left  that 

post  last week  to  be- 
come a  pri- vate in  the 

WAAC,  at 
Fort  Des Moines, 

Iowa.  Miss 

Lowe  re- ceived sev- 
eral fare- well gifts 

from    s  t  a- 
Miss  Lowe 

tion  owners  and  staff,  and  be- 
came the  first  member  of 

WWNC's  program  depart- ment to  enter  the  armed 
services. 

HILDEGARDE  DYER,  formerly  of 
Magazine  Digest,  has  joined  the  pub- 

licity department  of  WOR,  New  York, 
replacing  Virginia  Cornish,  who  re- 

signed to  go  with  Mademoiselle  Maga- 
zine. The  stations'  artists  bureau  has 

lost  Joseph  Wider,  who  entered  mili- 
tary service  ten  days  ago. 

CY  NEWMAN,  former  program  di- 
rector of  WPDQ,  Jacksonville,  has  re- 
signed to  join  WIOD,  Miami. 

LARRY  ROTHMAN,  former  pro- 
gram director  of  WALB,  Albany,  Ga., 

has  been  commissioned  second  lieuten- 
ant in  tho  Coast  Artillery  and  is  now 

stationed  at  Camp  Stewart,  Ga. 
ALLAN  PAGE,  program  director  of 
KVOO,  Tulsa,  has  been  appointed 
chairman  of  Tulsa  War  Program 
Managers  Committee,  which  will  in- 

tegrate OWI  releases  on  the  three 
Tulsa  stations.  Jack  Hoffman,  KTUL, 
and  Jim  Neal,  KOMA,  are  other committee  members. 

AARON  G.  HANGER,  of  the  sales 
department  of  WOR,  New  York,  is  the 
father  of  a  girl. 

RALPH  L.  POWER,  Los  Angeles 
radio  counsellor,  who  recently  ob- 

served his  twentieth  anniversary  in  the 
industry,  has  been  elected  to  the  grade 
of  Companion  in  the  Australian  In- 

stitute of  Radio  Engineers. 
DAVID  STARLING,  formerly  an- 

nouncer of  KFI-KECA,  Los  Angeles, 
is  now  an  officer  candidate  at  In- 

fantry School,  Fort  Benning,  Ga. 
FRANK  DUNNE,  announcer  of 
WOR,  New  York,  is  the  father  of  a baby  boy. 

VERNA  E.  WISHART,  secretary  to 
Glen  Bannerman,  president  and  gen- 

eral manager  of  the  Canadian  Assn. 
of  Broadcasters,  is  to  be  married 
to  Signalman  S.  C.  D.  Smith  Dec.  5, 
at  Toronto. 
FRANK  WILLIS,  Canadian  Broad- 

casting Corp.  special  features  super- visor, Toronto ;  Peter  Stursberg,  CBC 
roving  reporter,  Vancouver;  Clifford 
Speer,  CBC  mobile  unit  engineer,  To- 

ronto;  T.  O.  Wiklund,  CBC  special 
events  chief,  Toronto,  were  present 
at  the  opening  of  the  Canada-Alaska 
Highway  Nov.  22,  feeding  the  cere- monies to  the  CBC  network. 
THOMAS  FLYNN,  CBS  publicity staff  member,  reported  Nov.  27  at 
Camp  Dix  for  induction  into  the 
Army. 

A.  BURKE  CROTTY,  of  NBC's  tel- evision department,  is  the  father  of  a 
girl  born  Nov.  13. 

ED  CERNEY,  assistant  music  su- 
pervisor of  NBC  Chicago,  was  recent- 

ly inducted  into  the  Army. 
CLAUDE  TAYLOR  has  been  named 
program  director  of  WLVA,  Lynch- 

burg, replacing  Eric  Lund,  now  in the  Army. 

CLAIRE  HARRISON  CARI-OAKI, 
continuity  director  of  KWK,  St. 
Louis,  recently  was  counsellor  on  ra- 

dio at  a  vocational  guidance  confer- ence held  at  Lindenwood  College,  St. 
Charles,  Mo.,  for  students  of  several 
midwestern  colleges  and  universities. 

JIMMIE  WILLSON,  former  pro- 
gram director  of  WWL,  New  Orleans, 

and  latterly  announcer  of  WWDC, 
Washington,  on  Dec.  6  joins  WAPI, 
Birmingham,  in  charge  of  night  pro- 

grams. He  will  be  succeeded  by  Jack 
Lowe,  from  WAIR,  Winston-Salem, 
N.  C. 
JAMES  CLARK,  former  announcer 
of  WWJ-W45D,  Detroit,  has  complet- 

ed the  officers'  pre-candidate  train- ing course  at  Camp  Robinson,  Ark., 
and  is  home  on  furlough,  following 
which  he  will  report  to  Officers  Can- 

didate School,  Fort  Benning,  Ga. 
WATSON  HUMPHREY,  formerly 
producer  of  Uncle  Walter's  Doghouse and  Plantation  Party  for  the  Russel 
M.  Seeds  Co.,  Chicago,  has  joined 
the  production  staff  of  KGO,  San 
Francisco. 

ARNOLD  WILKES  and  Roger  Good- 
rich, announcers  of  WGY,  Schenec- 
tady, have  been  inducted  into  the 

Army.  Three  new  announcers  on  the 
WGY  staff  are:  Earle  Pudney,  for- 

merly of  WIOD,  Miami ;  Jarvis  Rice 
and  Ed  Barry,  formerly  of  WGBO- 
WGEA,  Schenectady  shortwave  sta- tions. 

FRED  LEVING,  formerly  publicity 
director  of  Hal.  R.  Makelim  Produc- 

tions, Chicago,  has  joined  the  produc- tion staff  of  WGN,  Chicago. 

CLETE  ROBERTS,  special  events 
director  of  BLUB  Hollywood,  has 
taken  on  additional  duties  of  news 
broadcast  director.  He  also  serves 
as  on  of  the  trio  of  commentators 
on  the  five-weekly  BLUE  sustaining 
feature.  Men  of  the  Land,  Sea  d: Air. 

CHARLES  PENDLETON,  announc- er, formerly  of  KIEM,  Eureka,  Cal., 
has  joined  the  staff  of  KSFO,  San Francisco. 

TOR  DANLEY,  formerly  of  the  CBS 
publicity  department,  has  taken  over 
the  radio  publicity  work  formerly 
handled  by  Lois  Lorraine  as  a  free- lance. Miss  Lorraine  is  now  press 
representative  of  WEAF,  New  York. 
EDWARD  TOMLINSON,  BLUB 
commentator  and  authority  on  Latin- 
American  affairs,  is  author  of  a  series 
of  articles  appearing  in  the  Sunday 
section  of  the  New  York  Herald- Tribune. 
LT.  ROBERT  SINCLAIR,  formerly 
New  York  stage  director  and  now  in 
the  Army  Air  Forces,  has  been  given 
a  similar  assignment  on  the  weekly 
BLUE  Wings  to  Victory,  government- endorsed  half-hosr  program  originating 
from  Santa  Ana,  Cal. 

LUIS  ALCIVAR  of  the  special  events 
staff  of  the  CBS  Latin  American  di- 

vision, has  joined  the  entourage  of 
Ecuador's  President  Carlos  A.  Arroyo 
del  Rio,  now  visiting  the  United 
States,  and  is  broadcasting  a  nightly 
summary  of  the  president's  activities on  CBS  international  stations  WCDA 
and  WCRC. 

CBS-50  KW
 

inline  Buyi
ng 
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STEPHEN  J.  BURKE,  formerly  of 
WTAG,  Worcester,  and  Russell  H. 
Snow,  formerly  of  WCOP  and 
WHDH,  Boston,  have  joined  the  an- 

nouncing staff  of  WBZ,  Boston.  Arch 
MacDonald,  former  announcer  of 
WBZ-WBZA,  has  been  commissioned 
a  lieutenant  (jg)  in  the  Navy. 
LOWELL  SMITH,  formerly  pro- 

gram director  of  KFXM,  San  Bernar- 
dino, Cal.,  has  joined  KH.T,  Holly- 
wood, as  announcer,  not  KNX,  as  er- 

roneously announced  in  Beoadcabt- 
ING  Nov.  16. 
GPL.  HILLIARD  H.  MARKS,  of  the 
Army  Air  Forces,  and  formerly  gag 
writer  on  the  weekly  NBC  Jack 
Benny  Show  sponsored  by  General 
Foods  Corp.  (Grape  Nuts  Flakes), 
married  Harriette  Haddon,  film  actress 
of  Beverly  Hills,  on  Nov.  23.  Cpl. 
Marks  is  the  brother  of  Mary  Liv- 

ingston (Mrs.  Benny). 
LESLIE  RATTATZ,  formerly  on  the 
staff  of  Allen  Gordon,  Beverly  Hills, 
publicity  service,  has  joined  NBC 
Hollywood,  in  charge  of  trade  news. 
LEO  ARNAUD,  Hollywood  musical 
director,  is  guesting  on  the  Don  Lee 
Network,  Hollywood,  pending  ap- 

pointment of  a  permanent  musical  di- 
rector. Post  had  been  held  for  the  last 

five  years  by  David  Rose  who  recently 
joined  the  First  Photographic  Unit  of 
the  Army  Air  Forces. 
TOM  TURNBULL,  merchandising 
manager  of  WMRN,  Marion,  O.,  and 
formerly  of  the  staff  of  WFMJ, 
Youngstown,  has  left  to  join  the  Army. 
VERA  BROWN,  receptionist  of 
KOA,  Denver,  recently  visited  her 
husband,  Stan  Brown,  former  news 
editor  of  KOA,  at  Fort  Leonard  Wood, 
Mo.  Elsie  Alexander  has  joined  the 
secretarial  staff. 

ELIZABETH  PENNELL,  script- 
writer, has  joined  KJBS,  San  Fran- cisco. 

DAVE  SCOFIELD,  announcer  of 
KFRC,  San  Francisco,  has  joined 
the  Army  Air  Forces. 

BILL  GAVIN,  formerly  music  super- 
visor of  KOMO-KJR,  Seattle,  has 

joined  KQW,  San  Francisco.  He  is 
m.c.  of  his  own  program.  Hi  Neigh- 
ior,  six  mornings  weekly. 

BILLY  GRATTON  has  joined  the 
announcing  staff  of  KIDO,  Boise. 
Betty  Nelson,  hostess,  was  married  re- 

cently to  Sgt.  Don  Nelson  of  Gowen 
Field,  Boise. 

BOB  FIDLAR,  announcer  of  WHIO. 
Dayton,  recently  became  the  father  of 
a  girl. 

JOHN  RICHBOURG,  announcer  of 
WLAC,  Nashville,  is  the  father  of  a 
boy  born  Nov.  14. 

PHIL  BECKER,  former  announcer 
of  WTIC,  Hartford,  has  joined  the 
Army  and  is  now  in  officers  training 
school  at  Ft.  Monmouth,  N.  J. 

DON  deWALD,  formerly  of  the  dra- 
matic staff  of  KHUB,  Watsonville, 

Cal.,  has  been  promoted  to  fulltime 
announcer  and  producer.  Pat  Hettick 
is   night  operator-announcer. 

DAN  RAFFERTY,  former  announc- 
er of  woe,  Davenport,  has  joined 

the  announcing  staff  of  WHO,  Des 
Moines. 

IRWIN  DARLINGTON,  former  an- 
nouncer of  WRVA,  Richmond,  and 

WDNC,  Durham,  has  joined  the  staff 
of  WJSV,  Washington.  . 

BOB  LAMB,  formerly  of  NBC  Chi- 
cago and  now  chief  announcer  of 

WDSU,  New  Orleans,  has  been  chosen 
quiz-master  of  the  Do  You  Enow  the 
Answer?  show  presented  by  Holsum 
Bakers. 

LOU  EMM,  former  announcer  of 
WHIO,  Dayton,  is  now  a  member  of 
the  Army  Air  Forces  stationed  at 
Patterson  Field.  John  Murphy,  for- 

merly of  WHBC,  Canton,  has  re- 
placed him. 

HAL  GIBNEY,  formerly  announcer 
of  BLUE  Hollywood  and  now  in  the 
Army  Air  Forces,  has  been  promoted 
to  sergeant.  He  is  attached  to  the 
radio  production  unit,  Santa  Ana, 
Cal.,  as  announcer. 
BOB  ANDERSON,  freelance  an- 

nouncer, has  joined  KGFJ,  Los  Ange- 
les, and  is  currently  conducting  the 

seven-weekly  midnight  to  6  a.m.  pro- 
gram. Hank  the  Watchman,  sponsored 

by  Victor  Clothing  Co.  He  replaces 
Nick  Tomes. 
PHIL  NORMAN  of  Los  Angeles 
City  College  dramatic  department,  has 
joined  KGFJ,  that  city,  as  announc- 

er, replacing  Myron  Marks.  George 
Skinner,  formerly  on  the  relief  staff 
of  KFVD,  Los  Angeles,  has  also 
joined  KGFJ  as  announcer. 
CHARLES  ISAACS,  former  writer 
on  the  weekly  CBS  Camel  Caravan, 
sponsored  by  R.  J.  Reynolds  Tobacco 
Co.  (Camel  cigarettes),  has  joined 
the  Coast  Guard. 
BETH  GARDNER,  of  music  rights 
department,  NBC  San  Francisco,  has 
joined  the  WAVES. 

ANN  TRIPPE,  formerly  of  KSO,  Des 
Moines,  has  joined  WSBA,  York,  Pa., 
as  continuity  editor.  Helen  Eagle 
joined  the  staff  as  music  librarian. 

UNSUPERSTITIOUS  honeymoon- 
ers  are  Hal  Styles,  commentator  on 
the  daily  program,  Face  the  Facts, 
on  KFWB,  Hollywood,  and  Lenore 
Cordial,  his  secretary.  Married  on 
Friday,  Nov.  13,  Styles  interviewed 
the  bride  on  his  program  two  hours 
later. 

Paley  Fetes  Journalists 
DELEGATION  of  Latin  American 
journalists  now  in  this  country  under 
sponsorship  of  the  Coordinator  of  In- 

ter-American Affairs  were  guests  last 
Wednesday  at  a  cocktail  party  in  their 
honor  by  William  S.  Paley,  president 
of  CBS,  following  a  tour  of  the  CBS 
shortwave  department. 

In  Canada's  Senate 
W.  RUPERT  DAVIES,  of  CKWS, 
Kingston,  Ont.,  and  CHEX,  Peter- 

borough, Ont.,  and  P.  R.  DuTremb- 
lay,  CKAC,  Montreal,  have  been 
appointed  to  the  Canadian  Senate 
by  Prime  Minister  Mackenzie  King. 
In  Canada  all  senatorial  seats  are 
held  by  appointees  for  life.  P.  R. 
DuTremblay  is  also  president  of 
Montreal  La  Presse,  French- 
language  daily,  while  W.  R.  Da- 
vies  is  president  of  the  Kingston 
Whig -Standard  and  the  Peterbor- 

ough Examiner. 

RECENT  STAFF  changes  at  NBC 
Chicago  were :  Robert  M.  Guilbert, 
of  the  continuity  department,  promot- 

ed to  the  post  of  continuity  acceptance 
editor  succeeding  A.  W.  ("Sen") 
Kaney,  recently  appointed  station  re- lations manager  of  the  NBC  Central 
Division.  Madeleine  Clark,  graduate 
of  the  NBC  Northwestern  U  Summer 
Radio  Institute  of  1942  has  joined 
the  continuity  department.  Jerome 
Meer,  graduate  of  Marquette  U,  has 
been  appointed  a  writer  in  the  news 
and  special  events  department,  suc- ceeding John  R.  Fahey,  resigned  to 
enter  the  service. 

Here^s  Something 

Sensational  to 
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Newspaper  Group  Plans 
To  Confer  With  Davis 

REPLACING  its  annual  spring 
meeting,  the  American  Society  of 
Newspaper  Editors  will  meet  in 
Washington  Jan.  22-23  with  Elmer 
Davis,  director  of  the  Office  of  War 
Information,  to  discuss  the  news- 

papers' part  in  the  war  effort. 
Other  government  officials  \vill  par- 

ticipate in  the  discussions  being 
arranged  by  ASNE's  War  Emer- 

gency Committee  comprising  W.  S. 
Gilmore,  Detroit  News  (WWJ), 
the  Society's  president;  Erwin  Can- 
ham,  Christian  Science  Monitor; 
Wilbur  Forrest,  New  York  Herald- 
Tribune;  Alexander  F.  Jones, 
Washingto7i  Post;  David  Lawrence, 
Vnited  States  News;  Dwight  Mar- 

vin, Troy  Record;  Ben  McKelway, 
Washington  Star  (WMAL)  ;  Roy 
Roberts,  Kansas  City  Star;  Basil 
L.  Walters,  Minneapolis  Star- 
Journal  and  Tribune  (Iowa  Broad- 

casting Co.). 

Morse  Rejoins  Buchen 
JOHN  H.  MORSE  has  rejoined 
The  Buchen  Co.,  Chicago  agency, 
as  economic  consultant,  after  a  two- 
year  absence  during  which  he  has 
served  as  chief  of  the  Division  of 

Comm  e  r  c  i  a  1  & 
Economic  Infor- 

mation, Bureau 
of  Foreign  &  Do- mestic Commerce, 
i  n  Washington. 
Mr.  Morse  was 

also  editor-in- chief  of  the  Dept. 

of  Commerce  pub- 
lications Domes- 

Mr.  Morse  tic  Commerce, 
Foreign  Commerce  Weekly  and 
Survey  of  Current  Business  and 
was  author  of  many  articles  on 
advertising.  Mr.  Morse  was  form- 

erly a  vice-president  of  the  Buchen 
Co. 

BLUE  DRAMA  TRYOUTS 

I  BLUI 

I  'Audition-Preview'  of  Plays ■  Early  in  December  

DWIGHT  WEIST,  announcer  of  the 
Valiant  Lady  broadcasts,  is  now  nar- rator of  Pathe  newsreels. 

TAKING  advantage  of  the 

newly-evolved  plan  of  "audition- 
previews"  for  prospective  Broad- 

way plays  [Broadcasting,  Nov. 
23],  the  BLUE  will  try  out  a  series 
of  plays  early  in  December,  pre- 

senting them  before  a  microphone 
with  special  casts  of  radio  and 
stage  actors.  Conceived  by  Fritz 
Blocki,  radio  writer,  director  of 
Benton  &  Bowles,  New  York,  the 
production  will  be  "staged"  by  an unseen  announcer  together  with 
sound  effects  and  music — a  blend 
of  radio  and  stage  technique.  At- 

tending the  first  tryout,  to  be  broad- 
cast on  the  BLUE,  will  be  cele- 

brities of  radio,  stage  and  screen, 
while  specially  invited  critics  will 
be  asked  their  opinion  of  the  new 
method  in  an  interview  after  the 

performance. 

C^^.  .  to  do  a  radio  job 

in  Texas. .  the  rictiHijj^endis  a.. 

LOWER  RIO  GRANDE  VALLEY 

+o  Texas'  4fh  CifLj" 

There  are  23,481  radio  units  in  the  eight  counties  .  .  . 
and  KRGV,  Weslaco,  is  the  ONLY  network  outlet  to 
cover  them  with  primary  signal.  More  than  a  quarter 
million  people  listen  consistently  to  outstanding  NBC, 
news  and  local  interest  programs  over  KRGV,  one  of  Taylor-Howe-Snowden 
Group — 

Here's  the  picture  ...  40 
communities,  within  a 

compact  50-mile  radius 
.  .  .  crops  every  month 
from  the  richest  soil  in 
the  United  States  ...  a 
strategic  military  area 
with  four  army  bases  and 

payrolls  .  .  .  yet  isolated 
from  the  rest  of  Texas 
and  its  stations. 

HARRY  BENNETT,  account  execu- 
tive of  Elwood  J.  Robinson  Adv.,  Los 

Angeles,  recently  resigned  to  join  Rod- 
erick Mays  in  establishing  their  own 

agency  under  firm  name  of  Mays  & 
Bennett  Adv.,  at  412  W.  Sixth  St., 
that  city.  Telephone  is  Trinity  8534. 
Lucile  Johnson  has  joined  the  agen- 

cy as  office  manager.  She  also  was 
formerly  associated  with  Elwood  J. 
Robinson  Adv. 

ALLEN  M.  WHITLOCK,  formerly 
publicity  director  of  Benton  &  Bowles, 
Hollywood,  and  now  administrative  of- 
iicer  of  the  public  relations  section. 
Army  Air  Forces  West  Coast  Train- 

ing Center,  Santa  Ana,  Gal.,  has 
been  promoted  to  first  lieutenant. 

J.  H.  (Jake)  BREIEL,  former  as- sistant to  the  president  of  N.  W. 
Ayer  &  Son,  Philadelphia,  in  charge 
of  public  relations,  has  been  commis- 

sioned a  captain  and  assigned  to  the 
Marine  Corps  public  relations  depart- ment, Philadelphia. 
PLUMMER  WHIPPLE  has  closed 
his  public  relations  business  to  join 
the  Philadelphia  office  of  N.  W.  Ayer 
&  Son.  He  formerly  served  the  Ayer 
agency  in  Detroit,  Philadelphia  and 
New  Tork. 

LT.  MARK  PARNALL,  formerly  ac- count executive  of  Lee  Anderson  Adv. 
Agency,  Detroit,  and  now  in  the  Army 
Air  Forces,  has  been  transferred  from 
recruiting  duty  in  Oakland,  Cal.  to 
Hobbs  Field,  N.M.,  as  public  relations officer. 

WINSTON  H.  HAGBN  has  resigned 
as  treasurer  of  Bermingham,  Castle- 
man  &  Pierce,  New  York,  having  been 
commissioned  a  lieutenant  in  the 
Naval  Reserve  Air  Intelligence.  His 
successor  is  Loretta  Saunders.  Also 
entering  the  service  is  Gerard  J. 
Cassidy,  account  executive,  as  a  lieu- 

tenant  (j.g.)   in  the  Naval  Reserve. 
LT.  PETER  MOTHERAL,  formerly 
account  executive  of  McCann-Erick- 
son  Inc.,  and  BBDO,  San  Francisco, 
and  now  in  the  Army  Air  Forces,  has 
been  graduated  from  officers  training 
school  at  Miami  Beach,  and  is  as- 

signed to  Army  Air  Forces  advanced 
flying  school,  Stockton  Field,  Cal.,  as 
public  relations  officer. 
MAURICE  MORTON,  of  the  radio 
department  of  William  Morris  Agency, 
Beverly  Hills,  talent  service,  has 
joined   the  Marines. 
EARL  R.  GULP,  account  executive 
of  John  H.  Riordan  Co.,  Los  Ange- 

les, has  resigned  to  form  his  own  ad- 
vertising agency  at  3237  Velma  Drive, 

Hollywood.  Telephone  is  Granite 
1592. 

TED  WICK,  former  producer  of 
CBS  Hollywood  and  Pedlar  &  Ryan, 
has  joined  Lord  &  Thomas,  that  city. 

MARGARET  McDERMOTT,  former- 
ly of  MaeManus,  John  &  Adams, 

Los  Angeles,  staff  prior  to  discontinu- ing of  that  office,  recently  joined 
Buchanan  &  Co.,  that  city,  as  media 
director. 

II.  C.  ROSSI,  for;n('r!y  account  exe- cutive of  Director  &  i.«ne,  New  York, 
has  joined  Van   r>  ii,  Givaudan  & 
Masseek,  New  YiuU,  in  a  similar 
capacity.  He  will  .specialize  in  food 
and  related  products. 

ARTHUR  R.  ANDERSON,  form- 
erly vice-president  of  Marschalk  & 

Pratt,  New  York,  has  joined  the  ad- 
vertising staff  of  Woman's  Day,  a 

magazine  of  feminine  interest.  No  re- placement has  been  named  at  the 
agency. 
ALEXANDER  GADDESS,  former 
publicity  director  of  Ivey  &  Elling- ton. Philadelphia,  has  joined  the 
public  relations  staff  of  N.  W.  Ayer 
&  Son,  that  city. 

KGNC  KFYO  KTSA  KRGV 

AMARILLO  LUBBOCK  SAN  ANTONIO  WESLACO 
Central  Sales  Office  805-6  Tower  Petroleum  BIdg..  Dallas,  Texas 
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New  Agency  Setup 

At  General  Baking 

Bond  Bread  Account  Assigned 
To  BBDO  in  New  York  Area 

GENERAL  BAKING  Co.,  New 
York,  which  in  November,  1940, 
divided  its  account  among  four 
agencies  [Broadcasting,  Nov.  1, 
1940],  has  reappointed  BBDO, 
New  York,  as  agency  for  Bond 
Bread,  effective  Jan.  1,  1943,  ac- 

cording to  an  announcement  by 
George  L.  Morrison,  president  of 
General  Baking. 
BBDO  handled  the  account  for 

a  21-year  period  prior  to  1940, 
when  it  was  distributed  territori- 

ally to  Newell-Emmett  Co.,  for  the 
New  York  area;  Ivey  &  Ellington 
for  the  Pennsylvania  area,  and 
Mitchell-Faust  Adv.  Co.,  for  the 
Chicago  and  Southwest  division. 
BBDO  will  take  over  the  New  York 
region,  and  the  other  two  agencies 
will  continue  to  service  the  account 
in  their  specific  regions. 

Radio  Campaigns 

Management  executive  for  Bond 
Bread  at  BBDO  will  be  Alex  Os- 
born,  executive  vice-president  of 
the  agency,  assisted  by  Leicester 
Slierrill  and  Lyle  T.  Johnston,  who 
recently  joined  BBDO  from  J. 
Walter  Thompson  Co.,  New  York. 
Although  General  Baking  is 

using  no  radio  for  Bond  Bread 
at  present,  it  has  sponsored  ex- 

tensive campaigns  in  the  past,  in- 
cluding The  Lone  Ranger  on  Mu- 

tual, Gene  &  Glenn  transcriptions 
in  selected  areas,  as  well  as  quiz 
programs  and  spot  announcements. 
The  company's  most  recent  cam- 

paign of  spot  announcements  and 
chain-breaks  was  in  New  York, 
New  England,  Maryland  and  Penn- 

sylvania. [Broadcasting,  Aug.  17]. 

Barnam  to  OWI 
MERRITT  S.  BARNAM,  former 
radio  director  of  Ruthrauff  &  Ryan, 
New  York,  has  been  named  deputy 
director  of  the  Radio  Bureau  of 
the  Office  of  War  Information  in 
charge  of  the  New  York  office.  He 
will  formally  accept  the  post  dur- 

ing the  week,  and  vdll  be  charged 
with  responsibility  for  agency  con- 

tacts, the  allocation  program,  and 
talent. 

WDRC 

CONNECTICUT'S  PIONEER  BROADCASTER 

Caiman  Opens  Agency 

CARL  CALMAN,  active  in  radio 
for  20  years  and  most  recently  gen- 

eral manager  of 
WINS,  New 
York,  last  week 
opened  his  own 
advertising  agen- 

cy at  55  W.  42d 
St.,  New  York. 
Telephone  is 
Longacre  5-2248. The  Carl  Caiman 

agency  will  de- vote itself  to  ra- 
dio accounts,  but 

as  yet  no  details  as  to  personnel  or 
accounts  is  available. 

SALES  make  NEWS 

when  he  airs 

his  views  •  •  • 
Mr.  Caiman 

The  Other  Fellow's 

Viewpoint 

Radio  Rhetoric 

EDITOR,  Broadcasting: 

I  don't  know  where  Mr.  Flaherty 
got  his  stuff  on  radio  rhetoric  in 
your  Nov.  9  issue — unless  perhaps 
he's  been  sitting  up  late  reading 
Fowler's  Modern  English  Usage; 
but  if  script  writers  followed  his 
formula  instead  of  their  sense  of 

actual  speech  rhythms,  we'd  be  in 
a  bad  way.  You  write  a  good  radio 
script  with  your  throat  muscles. 
You  don't  write  it  according  to  the rules  of  what  Mencken  has  called 
"schoolmarm  English" — that  popu- 

lar petrifaction  of  a  set  of  rules 
founded  on  a  set  of  Latin  rules  that 
were  irrelevant  to  start  vdth. 

Who's  to  judge  between  "have" and  its  perfectly  sound  colloquial 
intensive  "have  got"?  Obviously, 
the  people  who  use  it,  and  the  occa- 

sions they  use  it  for,  and  not  a 
set  of  preconceived  rules.  Language 
doesn't  follow  rules ;  it  breaks  rules 
by  inventing  new  ones. 
And  all  this  anguish  about  the 

so-called  dangling  preposition : 
somebody  once  told  John  Dryden, 
who  wrote  better  English  than 
either  Mr.  Flaherty  or  I  will  ever 
write,  that  dangling  prepositions 
were  anathema  and  that  his  "Essay 
of  Dramatique  Poesie"  was  full  of 
them.  Dryden  rewrote,  getting  rid 
of  anathema  and  incidentally  ruin- 

ing the  English. 
Or  does  somebody  want  to  come 

forward  to  defend  the  non-dangling 
expression,  "About  whom  the  hell 
are  you  talking?" W.  M.  Spackman,  Director, 

Office  of  Public  Information, 
University  of  Colorado, 
Boulder,  Colo. 

Meal  for  Servicemen 

CHRISTMAS  breakfast  and  enter- 
tainment will  be  provided  service 

men  Christmas  morning  through 
the  generosity  of  the  studio  audi- 

ence of  blue's  Breakfast  at 
Sardi's.  Financed  by  contributions 
from  those  attending  the  six-weekly 
breakfast  broadcasts  in  Hollywood, 
the  party  will  start  at  11  a.m.,  with 
the  first  broadcast  of  the  program 
continuing  until  after  1  p.m.,  time 
of  the  30-minute  airing  for  Pacific 
Coast  listeners.  Dozens  of  orchids 
will  be  sent  air  express  that  day 
to  mothers  of  soldiers,  sailors  and 
marines  attending  the  event,  and 
there  will  be  gifts  for  the  men 
themselves.  The  series  is  sponsored 
on  a  participating  basis. 

upstate  New  York's  most 
popular  news  commentator,  whose  daily  "New  Slants  on  the  News" 
is  eagerly  awaited  by  WSYR's  great  audience  in  more  than  twenty 
of  New  York's  richest  counties. 

First  sponsored  as  a  test  program  by  Beechnut  Cigarettes  some  2 1 

months  ago,  "New  Slants  on  the  News"  introduced  this  new  low- 
priced  brand  to  the  Syracuse  market.  Since  then  it  has  been  the  sole 
advertising  medium  of  this  great  product  .  .  .  since  then  it  has  been  8 
times  renewed! 

Why?  Because  Beechnut  sales  have  steadily  reached  new  peaks 
each  week  .  .  .  because  Beechnut  Cigarettes  have  become  by  far  the 

most  popular*  brand  in  their  field  throughout  this  area — all  through 
Vadeboncoeur's  "New  Slants  on  the  News."  It's  effective  proof  of 
WSYR's  ability  to  combine  fine  staff  talent  with  fine  products  and 
get  results!  Maybe  We  Can  Do  The  Same  For  You! 

*  According  to  authentic 
lurvij  of  drug  and  cigar 
storts  and  cigaritti 

jobhtrs. 
UlfVR 

SYRACUSE,  NEW  YORK 
5000  Wotts        570  Kc. 

Established  1921 

H.  C.  WILDER,  Pres. 
Represented  by  Raymer 
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THE  Sudinadd.  OF 

BROADCASTING 

STATION  ACCOUNTS 

sp — studio  programs 
ne — news  programs 

t — transcriptions 
sa — spot  announcements 

ta — transcription  announcements 

KFRC,  San  Francisco 
United  States  Tobacco  Co.,  New  York 

(Model  tobacco),  14  sa  weekly,  thru 
Arthur  Kudner  Inc.,  N.  Y. 

Langendorf  United  Bakeries,  San  Fran- 
cisco, 7  so  weekly,  thru  Ruthrauff  & 

Ryan,  San  Francisco. 
Lever  Brothers,  New  York  (Rinso)  13  sa 

weekly,  thru  Ruthrauff  &  Ryan,  N.  Y. 
Feminine  Products  Co.,  New  York  (Arrid) 

4  sa  weekly,  thru  Small  &  Seiffer,  Inc., 
N.  Y. 

Dr.  W.  B.  Caldwell,  Inc.,  Monticello,  HI. 
(Laxative  Senna)  5  sa  weekly,  thru 
Sherman  &  Marquette,  Chicago. 

Breuner's,  Oakland,  Cal.  (furniture)  sa, thru  Emil  Reinhardt  Adv.,  Oakland. 
KSAL,  Salina,  Kan. 

American  Cranberry  Exchange,  New  York 
(Eatmor  cranberries),  3  sa  weekly,  9 
weeks,  thru  BBDO,  N.  Y. 

Bita-Life  Co.,  Kansas  City   (Bita-Life),  6 
ne    weekly,     13    weeks,    thru  Merritt 
Owens  Adv.  Co.,  Kansas  City. 

Double  Mix  Inc.,  100  sa,  thru  Jerome  G. 
Galvin  Adv.  Co.,  Kansas  City. 

Nourse  Oil  Co.,  Kansas  City,  52  sa,  thru 
Barrens  Adv.  Co.,  Kansas  City. 

Dr.   Pepper  Co.,  Dallas    (beverage),   3  t 
weekly,  1  year,  thru  Tracy-Locke-Daw- 
son,  N.  Y. 

Staley  Milling  Co.,  Kansas  City  (feed),  6 
t  weekly,  1  year,  thru  Potts-Turnbull 
Co.,  Kansas  City. 

WHIG,  Dayton 
Fred  W.  Amend  Co.,  Danville,  111. 

(Chuckles  candy),  30  so  weekly,  13 
weeks,  thru  George  H.  Hartman  Co., 
Chicago. 

Thomas  Leeming  &  Co.,  New  York  (Baume 
Bengue),  10  ta  weekly,  thru  Wm.  Esty 
&  Co.,  N.  Y. 

Little    Crow    Milling   Co.,    Warsaw,  Ind. 
(Coco  Wheats),  5  t  weekly,  thru  Rogers 
&  Smith,  Chicago. 

Luden's  Inc.,  Reading,  Pa.  (cough  drops), 5  sa  weekly,  thru  J.  M.  Mathes  Inc., N.  Y. 
Penick  &  Ford,  New  York  (My-T-Fine), 

5  ta  weekly,  thru  BBDO,  N.  Y. 
Penn  Salt  Mfg.  Co.,  Philadelphia  (smoked 

salt) ,  3  sa  weekly,  thru  Sherman  K.  Ellis 
6  Co.,  Chicago. 

M.  Werk  Co.,  Cincinnati  (Werx  soap),  1 
sp  weekly,  thru  Frederic  W.  Ziv  Inv., Cincinnati. 

KDKA,  Pittsburgh 
Philadelphia  Co.,  Pittsburgh  (electric  serv- 

ice) ,  sp,  9  months,  direct. 
Forty  Fathom  Fish  Inc.,  Boston,  10  so, 

thru  Alley  &  Richards,  Boston. 
G.  E.  Conkey  Co.,  Cleveland  (feed),  6  sa 

weekly,  1  year,  thru  Rogers  &  Smith, 
Chicago. 

Coca  Cola  Co.  of  Pa.,  Pittsburgh,  t,  1  year, 
thru  D'Arcy  Adv.  Co.,  St.  Louis. Ex  Lax  Inc.,  New  York,  t,  13  weeks,  thru 
Joseph  Katz  Co.,  N.  Y. 

Beaumont  Labs.,  St.  Louis  (4- Way  cold 
tablets),  4  ne  weekly,  17  weeks,  sa,  17 
weeks,  thru  H.  W.  Kastor  &  Sons  Adv. 
Co.,  Chicago. 

Pinex  Co.,  Fort  Wayne,  Ind.  (cough  syrup), 
6  sa  weekly,  5  months,  thru  Russel  M. 
Seeds  Co.,  Chicago. 

Meadow  Gold  Dairies  Inc.,  Pittsburgh,  3 
sp  weekly,  thru  W.ilker  &  Downing, Pittsburgh. 

Fort  Pitt  Bedding  Co.,  Pittsburgh  (mat- 
tresses ) ,  sp,  13  weeks,  thru  Smith,  Tay- lor &  Jenkins,  Pittsburgh. 

National  Supply  Co.,  Ambridge,  Pa.  (oil 
field  equipment),  1  sp,  thru  Walker  & 
Downing,  Pittsburgh. 

Widmers  Wine  Cellars  Inc.,  Naples,  N.  Y., 
ta,  6  months,  thru  Baldwin  &  Strachan, 
Buffalo. 

Arvey  Corp.,  Chicago  (glass  substitute, 
poultry  screening ) ,  so,  4  weeks,  thru 
First  United  Broadcasters,  Chicago. 

Frank  &  Seder  Inc.,  Pittsburgh  (depart- 
ment store),  to,  3  weeks,  1  sa  weekly,  1 

year,  thru  W.  Earl  BothweU  Adv.,  Agen- 
cy, Pittsburgh. 

General  Foods  Corp.,  New  York  (Calu- 
met), sa,  3  months,  thru  Young  &  Rubi- cam,  N.  Y. 

Rock  wood  &  Co.,  New  York  (chocolate 
bits),  so,  3  months,  thru  Federal  Adv. 
Agency,  N.  Y. 

General  Mills  Inc.,  Minneapolis  (Cheeri- 
Oats),  sa,  1  year,  thru  Blackett-Sample- Hummert,  Chicago. 

Piso  Co.,  Warren,  Pa.  (cough  syrup),  3  sa 
weekly,  18  weeks,  thru  Lake-Spiro-Shur- 
man,  Memphis. 

Fleet  Wing  Corp.,  Cleveland  (oil),  sa,  12 
weeks,  thru  Griswold-Eshleman  Co., Cleveland. 

International  Harvester  Co.,  Chicago,  so, 
6  weeks,  thru  Aubrey.  Moore  &  Wal- 

lace, Chicago. Kasco  Mills  Inc.,  Toledo  (dog  food),  so 
3  months,  thru  Campbell-Sanford  Adv. 
Co.,  Cleveland. National  Biscuit  Co.,  New  York,  t,  3 
months,   thru   McCann-Erickson,   N.  Y. Fanny  Farmer  Candy  Shops,  Rochester, 
N.  Y.,  sa,  1  year,  thru  J.  Walter  Thomp- son Co.,  N.  Y. 

Peter  Paul  Inc.,  Naugatuck,  Conn.  (Can- 
dy), ne,  3  months,  thru  Platt-Forbes Inc.,  N.  Y. 

William  S.  Scull  &  Co.,  Seattle  (Minute 
Man  soup ) ,  3  so.  weekly,  4  weeks  thru 
Compton  Adv.  Inc.,  N.  Y. 

Spiegel  Inc.,  Chicago  (mail  order  house), 
so,  3  weeks,  thru  J.  L.  Stewart  Agency, Chicago. 

WOV,  New  York 
Miramar  Trading  Corp.,  New  York  (Conti 

Castile  soap),  6  sp  weekly,   52  weeks, 
thru  Manhattan  Adv.,  N.  Y. 

Gem  Packing  Co.,  New  York  (Oil),  6  sp 
weekly,  52  weeks,  thru  Piedmont  Adv., 
N.  Y. 

Procter  &  Gamble,  Cincinnati  (Duz),  10  ta 
weekly,  52  weeks,  thru  Compton  Adv., N.  Y. 

Royal  Watches  &  Diamonds,  New  York 
(jewelry),  5  sa  weekly,  9  weeks,  direct. 

Look  Magazine,  Chicago,  21  so  weekly,  52 
weeks,  direct. 

Buitoni  Products,  New  York  (spaghetti  & 
sauce) ,  6  to  weekly,  62  weeks,  thru 
Carlo  Vinti  Adv.,  N.  Y. 

N.  Y.  Tunnel  Authority,  New  York 
(Queens  Midtown  Tunnel),  2  so  week- 

ly, 39  weeks,  thru  Grey  Adv.,  N.  Y. 
Pasteur  &  Co.,  New  York  (Pasteur  prod- 

ucts), 6  sp  weekly,  52  weeks,  thru  An- sonia  Adv.,  N.  Y. 
Etne  Food  Products,  New  York  (Capona- 

tina),  3  sp  weekly,  52  weeks,  thru  Crisci Adv.,  N.  Y. 
V.  La  Rosa  &  Sons,  New  York  (macaroni), 

6  sp  weekly,  52  weeks,  thru  Commercial Radio  Service,  N.  Y. 
R.  Lomonte  Co.  New  York  (surgical  ap- 

pliances), 6  sp  weekly,  52  weeks,  direct. Mama  Mia  Importing  Co.,  New  York  (oil) . 
6  sp  weekly,  52  weeks,  direct. 

De  Martini  Co.,  New  York  (macaroni),  6 
sp  weekly,  52  weeks,  placed  direct. 

A.  Corrao,  New  York  (oil),  6  sp  weekly, 
52  weeks,  thru  De  Lucca  Adv.,  N.  Y. 

WHO,  Des  Moines 
Russell-Miller  Milling  Co.,  Minneapolis,  104 

ta,  thru  Campbell-Mithun,  Minneapolis. 
Securities  Acceptance  Corp.,  26  so,  thru 

Bozell  &  Jacobs,  Omaha. 
Christian  Science  Committee  on  Publica- tions, Nevada,  la.  (religious),  52  sp, 

thru  Fairall  &  Co.,  Des  Moines. 
Harvel  Watch  Co.,  New  York,  26  so,  thru 

A.  W.  Lewin  Co.,  N.  Y. 
Oyster  Shell  Products  Co.,  New  York 

(poultry  feed),  52  to,  thru  Cecil  & Presbrey,  N.  Y. 
Tidy  House  Products  Co.,  Des  Moines 

(cleanser,  polish),  5  so  weekly,  thru 
Cary-Ainsworth  Adv.  Co.,  Des  Moines. 

Olson  Rug  Co.,  Chicago,  8  sp,  thru  Presba, Fellers  &  Presba,  Chicago. 
Omar  Inc.,  Omaha  (flour),  33  t,  thru  Mac- Farland,  Aveyard  &  Co.,  Chicago. 

KOH,  Reno 
Associated  Oil  Co.,  2  sp,  thru  Lord  & 
Thomas,  San  Francisco. 

The  Mentholatum  Co.,  Wilmingrton,  Del.,  7 
sa,  thru  J.  Walter  Thompson  Co.,  Chi- 
cago. Avoset  Inc.,  San  Francisco  (canned 
cream) ,  101  so  <fe  ta,  thru  Botsford,  Con- stantine  &  Gardner,  Portland. 

Chamberlain  Sales  Corp.,  Des  Moines,  la. 
( lotion ) ,  7  so,  .  thru  Cary-Ainsworth, 
Des  Moines,  la. 

WBBM,  Chicago 

utilities  Engineering  Institute,  Chicago 
(school)  6  t  weekly,  thru  United  Broad- casters, Chicago. 

U.  S.  Tobacco  Co.,  N.  Y.  (Model  pipe  to- 
bacco) 6  to  weekly,  13  weeks  thru 

Arthur  Kudner  Inc.,  N.  Y. 
C.  A.  Briggs  Co.,  Cambridge,  Mass.  (H-B cough  drops),  4  sa  weekly,  16  weeks,  thru 
Horton-Noyes  Co.,  Providence. 

American  Iron  &  Steel  Institute,  New 
York  (salvage  campaign),  62  ta,  thru 
McCann-Erickson,  N.  Y. 

Penn  Tobacco  Co.,  Wilkes-Barre  (Kentucky 
Club  tobacco),  3  sp  weekly,  13  weeks, 
thru  H.  M.  Kiesewetter  Adv.  Agency, N.  Y. 

Luden's  Inc.,  Reading,  Pa.  (cough  drops), 
3  so  weekly,  26  weeks,  thru  J.  M.  Mathes 
Inc.,  N.  Y. 

Chicago  Milk  Foundation,  Chicago  (dealers 
associations),  6  to  weekly,  13  weeks,  thru McCann-Erickson,  Chicago. 

Andes  Candies,  Chicago,  2  so  weekly,  13 
weeks,  placed  direct. 

John  Morrell  &  Co.,  Chicago  (Red  Heart 
dog  food)  6  so  weekly,  26  weeks,  thru 
Henri,  Hurst  &  McDonald,  Chicago. 

W.  J.  Howey  Co.,  Lake  County,  Fla. 
(hotel  resort)  6  so,  18  weeks,  thru  Beau- mont &  Hohman,  Chicago. 

Seeck  &  Kade,  Inc.,  New  York  (Pertussin) 
3  t  weekly,  26  weeks  thru  Erwin,  Wasey 
&  Co.,  N.  Y. 

Washington  State  Apple  Commission, 
Wenatchee,  Wash,  (apples),  9  so  thru 
J.  Walter  Thompson  Co.,  San  Francisco. 

Pepsodent  Co.,  Chicago  (toothbrush) ,  6 
so  weekly  thru  Lord  &  Thomas,  Chicago. 

Corn  Products  Refining  Co.,  New  York 
(Kre-Mel)  3  sp  weekly,  thru  C.  L. Miller  Co.,  N.  Y. 

WHN,  New  York 
I.  Rokeach  &  Sons,  New  York  (Nyafat 
shortening,  Rokoh  soap),  6  ne  weekly, 
52  weeks,  thru  Advertisers  Broadcasting 
Co.,  N.  Y. Simon  &  Schuster,  New  York  (Your  In- come Tax),  6  sp  weekly,  26  weeks,  thru Northwest  Radio  Adv.,  Seattle. 

P.  Lorillard  Co.,  New  York  (Old  Golds), 
4  ne  weekly,  52  weeks,  thru  J.  Walter 
Thompson  Co.,  N.  Y. 

Macfadden  Publications,  New  York  (True 
Story  Magazine),  so,  thru  Arthur  Kudner 
Inc.,  N.  Y. 

WLIB,  Brooklyn 

John  Mullens  &  Sons,  New  York  (furni- 
ture) ,  sp  and  42  sa  weekly,  62  weeks, 

direct. 
Avalon  Lane  Co.,  New  York  (Vita-Man 

tablets),  15  so  weekly,  12  weeks,  thru Director  &  Lane,  N.  Y. 
Brass  Rail  Restaurants,  New  York,  14  sp 

weekly,  13  weeks,  thru  Blackstone  Co., N.  Y. 

KECA,  Los  Angeles 
The  Frito  Co.,  Dallas,  Texas   (Fritos),  3 
weekly  ne,   thru  Ray   K.   Glenn  Adv., 
Dallas,  Texas. Pennant  Oil  &  Grease  Co.,  Los  Angeles 
(motor  oil),  weekly  sp,  thru  Brisacher, 
Davis  &  Staff,  Los  Angeles. 

Log  Cabin  Bread  Co.,  Los  Angeles,  10  so, 
thru  Dan  B.  Miner  Co.,  Los  Angeles. 

Benson  Shops  Inc.,  liOS  Angeles  (women's apparel    chain) ,    13    so,    thru  Glasser- Gailey  &  Co.,  Los  Angeles. 

Reps. — Joseph  Hershey  McGUlvra— 10,000  Watts,  750  Kc.  Adv.      New  York-Chicago  Reps. — The  Walker  Co.  Adv. 
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GROVE  LABS.,  St.  Louis  (Bromo- 
quiniue),  has  taken  over  the  sponsor- 

ship of  Capt.  Robin  Flynn,  British 
flying  hero  of  World  War  I,  for  a 
series  of  news  contmentations  on 
WCAU,  Philadelphia.  Started  Nov. 
20,  the  program  is  scheduled  Mon- 

days, Wednesdays  and  Fridays  6-6  :10 
p.m.  Until  recently,  Capt.  Flynn  did 
a  nightly  news  broadcast  for  KHQ, 
Spokane,  and  i^reviously  with  KGW, 
Portland,  Ore.  Agency  is  Russell  M. 
Seeds  Co.,  Chicago.  , 
BEVERLY  HILLS  Transfer  & 
Storage  Co.,  Beverly  Hills,  Cal.  (mov- 

ing, storage),  has  started  sponsoring 
a  weekly  quarter  hour  program, 
Human  Side  of  Sports,  on  KECA,  Los 
Angeles.  Hal  Cowan  is  commentator. 
Contract  is  for  13  weeks  ending  Feb. 
3.  Placed  through  Ted  Factor  Adv., 
Los  Angeles. 

OMEGA  SHOE  POLISH  Co.,  Los 
Angeles,  out  of  radio  for  the  past 
year,  in  a  seven-week  campaign  which 
started  iSTov.  23  is  using  12  spot  an- 

nouncements weekly  on  KECA,  that 
city.  Agency  is  John  H.  Riordan  Co., 
Los  Angeles. 

LOS  ANGELES  NUT  HOUSE,  Los 
Angeles  (peanut  butter),  in  a  13.- 
week  winter  campaign  ■which  started Nov.  20,  is  sponsoring  locally  the 
transcribed  repeat  broadcast  of  the 
weekly  BLUE  program.  Scramble,  on 
KECA,  that  city,  Friday  7:30-8  p.m. 
( PWT ) .  W^estern  Adv.  Agency,  Los Angeles,  has  the  account. 

ABBOTTS  DAIRIES,  Philadelphia 
(Abbott's  Milk),  starts  a  new  ra- dio series  on  WFIL,  Philadelphia, 
Nov.  30,  for  its  dairy  products,  in 
taking  over  local  sponsorship  of 
Baukhage.  BLUE  commentator.  Rich- 

ard A.  Foley,  Philadelphia,  is  agency. 
POTTER  DRUG  &  CHEMICAL 
Corp.,  Maiden,  Mass.,  as  part  of  its 
.<ipot  schedule  on  approximately  40 
stations  throughout  the  country,  has 
renewed  its  contract  with  NBC's  Na- 

tional Spot  and  Local  Sales  Division 
for  announcements  in  behalf  of  Cuti- 
cura  Soap  on  nine  stations.  Plan 
calls  for  six  five-minute  programs  each 
week  on  WEAF,  New  York,  and  12 
one-minute  announcements  weekly  on 
WMAQ  KPO  WTAM  WRC  KOA 
WGY  WBZ-WBZA  KDKA.  Agency 
is  Atherton  &  Currier. 

THE  Aircraft  Times,  Los  Angeles 
publication,  placing  direct,  currently 
sponsors  a  weekly  quarter-hour  pro- 

gram Fashion  Communique,  on  KHJ, 
Hollywood.  Velma  Cloward  is  com- 
mentator. 

Will.  L.  Lawrence 

{Continued  from  page  31) 

signed  to  finish  out  the  season,  Bill 
was  transferred  to  New  York  to 
produce  the  weekly  substitute 
shows. 

He  bought  a  return  ticket  to 
Hollywood  five  months  later  when 
Dinah  Shore  was  signed  by  Bristol- 

Myers  Co.  to  star  on  that  firm's 
weekly  quarter  hour  BLUE  pro- 

gram, In  Person — Dinah  Shore. 
Concurrently,  the  CBS  Freddy 
Martin  program  was  transferred  to 
the  West  Coast  for  origination, 
with  Lawrence  continuing  as  produ- 

cer of  that  show  until  Oct.  19,  1942. 
Expanding  its  radio  activities  at 
that  time,  Lady  Esther  Co.  re- 

placed the  musical  program  with 
CBS  Screen  Guild  Players.  Pro- 

duction assignment  on  that  half- 
hour  dramatic  show  fell  on  Bill's 
broad  shoulders. 

In  addition  to  current  production 
duties,  he  also  carries  the  varied 
executive  responsibilities  of  Pedlar 
&  Ryan  on  the  West  Coast. 

His  twinkling  hazel  eyes  and  wide 
grin  are  good  evidence  that  Bill  as 
a  person  is  not  lost  in  the  man-sized 
job  he  is  doing.  Popular  with 
agency  and  radio  men  alike,  he  has 
sincere  cooperation  from  talent  as 
well.  They  like  to  work  with  him 
despite  the  fact  that  he  demands 
real  labor — a  recommendation  of 
high  order.  Lawrence  finds  relaxa- 

tion in  bridge  and  poker.  He's  never 
played  golf,  but  went  in  for  football 
and  basketball  in  college. 

Bill  will,  upon  urging,  display  his 
collection  of  magic  and  sleight-of- 
hand  tricks.  Though  it  is  noc  gen- 

erally known,  he  is  a  member  of  the 
American  Society  of  Magicians. 
Howard  Thurston,  well-known  pro- 

fessional magician,  sponsored  his 
membership  some  years  ago.  Among 
other  hobbies  he  includes  a  midget 
racer  which  averages  about  50 
miles  per  gallon.  But  that,  accord- 

ing to  Bill,  is  about  to  pass  out  of 
the  luxury  classification  of 
"hobby"! 

Married  to  Helen  Davis,  Holly- 
wood actress,  on  March  16,  1938, 

following  a  whirlwind  courtship  of 
exactly  five  days.  Bill  and  his  wife 
make  their  home  in  San  Fernando Valley. 

DON'T  BE  OFFENDED 

Best  Program  We  Could  Find, 
 Piel  Tells  Audience  

PIEL  BROS.,  Brooklyn,  on  Nov. 
23  took  over  sponsorship  of  the 

quiz  show  "in  reverse"  titled  It Pays  to  Be  Ignorant  on  WOR, 
New  York,  at  the  same  time  shift- 

ing it  from  Thursdays  8:30-9  p.m. 
to  Monday  evenings  at  7:30.  Show, 
featuring  Tom  Howard,  George 
Shelton,  Lulu  McConnell  and  Harry 
McNaughton,  is  being  promoted  by 
Piel  salesmen  this  month,  who  are 
making  their  calls  wearing  large 
paper  dunce  caps. 

In  the  spirit  of  the  show  also, 

the  brevdng  company's  commercials 
are  based  on  the  "apologetic 
theme",  stating  that  the  program 
"is  the  best  the  company  could 
find"  and  Piel's  "hopes  its  listeners 
won't  be  offended",  etc.  Agency  in 
charge  is  Sherman  K.  Ellis  &  Co., 
New  York. 

J  &  J  Names  Cosgrove 

F.  A.  COSGROVE,  treasurer  of  John- son &  Johnson,  New  Brunswick,  N. 
J.,  radio  advertisers,  has  been  elected 
acting  president,  assuming  the  duties 
of  Arthur  R.  Clapham,  who  is  join- 

ing the  Navy  as  a  lieutenant  com- mander, assigned  to  the  office  of  the 
Secretary  of  the  Navy.  P.  D.  L'Hom- 
medieu,  general  counsel  and  newly- 
named  vice-president,  becomes  execu- 

tive assistant  to  Cosgrove,  as  does 
Kenneth  Perry,  who  relinquishes  the 
position  of  secretary  to  John  J.  Gib- son Jr.  Johnson  &  Johnson,  makers 
of  surgical  dressings,  sponsors  Ed- 

win C.  Hill  on  CBS,  and  a  spot  cam- 
paign for  Band-Aid. 

CHICIGO 
NCW  TORI 
ST.  lOUIS 
UN  riANCISCO 
m  INGELU 

In  the 

Salt  Lake 

Market 

retail  sales  are 

up  21  %  over last  year/ 

NBCs 

Parade  of  stars 

keeps  em 
listening  to 

D 

^  w . POPULAR 

station, 

So/i  loir  Ciir  ^  

JOHN  BLAIR/-' 
&  COMPANY!;:': 

COMPANY 
NATIONAL  RADIO  STATION  REPRESENTATIVES 

N  B  C STATION 
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365,000  people  make  the 

Youngstown  metropoli- 
lan  district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

and 

RADIO 

STATION 

REPRESENTATIVES 
offices 

MONTREAL  •  WINNIPEG 
TORONTO 

NEW  ORLEANS 

5O9OOO  WATTS 

The  Greatest  Selling  POWER 

In  the  South's  Greatest  City 
CBS  AffiUate 

Nal'l  R«p.  -  The  Ka»z  Agency  Inc. 

Here's  why  WIBW  gets 
such  amazing  results. 
Our  5,000  watts  on 
580  kc  lays  down  a 
signal  equal  to  a 
100,000  watt  station 
on  1,000  kc. 

Radio's  War  Effort 

{Continued  from  page  20) 

trator  Paul  "V.  McNutt,  who  is  also 
head  of  the  War  Manpower  Com- 

mission, came  additional  assur- 
ances of  radio's  recognition  as  an 

essential  war  activity.  Wrote  Mr. 
McNutt: 

The  War  Manpower  Commission 
recognizes  the  vital  role  that  radio 
broadcasting  is  playing  in  the  welfare 
and  defense  of  our  country.  Radio 
communications  have  been  classified 
as  an  essential  war  activity. 

This  Commission  has  been  working 
with  the  Selective  Service  System,  th«^ 
War  Department,  the  Navy  Depart- 

ment and  other  Government  agencies 
to  assure  that  employes  possessing 
critical  skills  are  not  inducted  into 
the  military  services  in  such  a  manner 
as  to  interrupt  essential  war  ac- tivities. 
The  War  and  Navy  Departments 

have  announced  policies  with  respect 
to  voluntary  enlistment  under  which 
men  who  are  classified  by  the  Selective 
Service  System  as  being  in  essential 
war  occupations  will  not  be  accepted 
for  enlistment  without  the  approval 
of  their  local  Selective  Service  IBoards. 
We  in  the  War  Manpower  Com- 

mission realize  the  need  for  orderly 
withdrawals  so  that  replacements  can 
be  trained  and  established  in  their 
new  tasks,  and  are  working  to  that 
end.  It  is  important,  however,  that  all 
war  industries  keep  this  thought  in 
mind  :  As  the  war  continues  and  the 
personnel  requirements  of  our  armed 
services  increase,  all  able-bodied  men 
within  the  military  service  age  bracket 
will  be  subject  to  call. 

While  it  will  continue  to  be  the 
policy  of  the  War  Manpower  Commis- 

sion to  work  with  Selective  Service 
for  the  purpose  of  securing  defer- 

ments for  essential  workers,  it  should 
be  noted  that  deferments  are  tempor- 

ary and  do  not  constitute  exemption. 
The  purpose  of  these  deferments  is  to 
prevent  breakdowns  in  essential  ac- 

tivities so  that  other  workers — women 
and  those  men  not  qualified  by 
physical  condition  or  age  to  perform 
military  service — can  be  trained  to 
replace  those  required  for  the  armed 
forces.  Thereafter  periods  of  defer- 

ments are  justified  only  in  those  in- 
stances where  key  workers  cannot  be 

replaced. 
Because  the  Manpower  situation 

varies  in  different  sections  of  the  coun- 
try, I  suggest  that  radio  station  oper- 

ators take  their  local  problems  to  the 
office  of  the  United  States  Employ- 

ment Service  in  their  home  town. 
These  offices  will  be  glad  to  review 
the  entire  question  with  them. 

I  wish  to  extend  my  appreciation 
for  the  splendid  cooperation  your 
member  stations  and  the  radio  in- 

dustry as  a  whole  have  given  our efforts. 

Secretary  Wickard's  Views 

Secretary  of  Agriculture  Claude 
R.  Wickard,  whose  department  has 
been  a  prime  user  of  radio  ever 
since  broadcasting  began,  calls 

radio's  service  to  the  country  "a 
national  asset  of  the  greatest 
value."  His  letter  follows: 
The  Department  of  Agriculture 

greatly  appreciates  the  splendid  serv- 
ices rendered  to  it  by  the  radio  sta- 

tions and  the  networks.  All  have  been 
most  liberal  in  contributing  time  for 
both  national  and  local  farm  programs 
broadcast  by  Government  agencies. 
Also  they  have  furthered  the  wartime 
farrn  programs  in  the  networks'  and 
stations'  own  news,  entertainment  and 
other  broadcasts  serving  farm  listeners. 

The  farmer  is  playing  a  most 
important  part  in  our  war  effort  by 
providing  food  for  our  fighting  men, 
our  allies,  and  our  own  citizens.  In 
this  work  the  various  farm  programs. 

LADIES 

EVELYN  BOYD 

LADY  with  three  jobs  is  Evelyn 
Boyd.  On  her  gossip  program 

I  thrice-weekly  for  V  i  c  k  '  s 
products  on  KGNC,  Ama- 

rillo,  Tex.,  she  tells  Araarillo  resi- 
dents all  the  things  she  can't  print in  her  newspaper.  She  happens  to 

be  the  Amarillo  News-Globe  wom- an's editor. 

Her  two  jobs  dovetail,  rather 
than  overlap,  she  says.  In  the  paper 
she  tells  'em  Mrs.  John  Adams  and 

Mrs.  Henry  Brown  are  spending 
the  week  in  Houston.  On  the  air 

she  tells  why  they  went — ^both  be- 
came grandmothers  on  the  same 

day  in  a  city  clear  across  the  State. 
What  appears  in  the  paper  she 
omits  from  broadcasts. 

But  Evelyn  Boyd  is  not  gossipy 

by  nature,  she  says — only  curious. 
She  never  planned  to  do  radio 
work,  had  no  preparation  for  it, 
and  was  and  still  is  surprised  as 
anyone  else  that  her  program  is  so 
popular.  She  attributes  her  early 
success  to  her  naivete.  "I  didn't know  what  I  was  getting  into  when 
I  dared  tell  about  the  engagements 
I  had  heard  about  and  the  babies 
that  were  about  to  join  certain  peo- 

ple's families,"  she  reminisces.  She 
soon  learned  how  to  chat  without 
getting  her  head  chopped  off. 
Evelyn  studied  journalism  at 

Northwestern  U,  worked  more  than 
six  years  on  the  Lubbock  (Tex.) 
Avalanche -Journal  before  joining 
the  Amarillo  News-Globe  where 
she  has  worked  four  years.  She  is 
married  and  lists  her  husband  as 
her  "one  true  radio  fan." 

Her  hobby,  photography,  has  led 
to  her  third  job — staff  photographer 
on  her  newspaper.  And  this  winter 
she  hopes  to  learn  to  fly  a  plane. 
"Then,"  she  says,  "I  feel  that  I  will 
have  been  part  of  the  four  most  in- 

teresting professions  that  this  era 
offers:  Newspaper,  radio,  photog- 

raphy and  aeronautics.  They  take 
a  person  from  every  depth  to  every 

height  of  living." 
market  reports  and  other  information 
of  vital  importance  to  the  farmer,  all 
carried  over  the  radio,  is  of  the 
greatest  help.  Broadcasting  plays  an 
important  part  in  the  success  of  our 
farm  program. 

This  country  of  ours  is  large  in 
extent,  but  radio  by  its  excellent 
coverage  affords  us  a  means  of  reach- 

ing instantaneously  even  the  remotest 
areas.  Such  a  means  of  mass  com- 

munication is  valuable  even  in  normal 
times,  the  maintenance  of  it  is  of  the 
utmost  importance  at  a  time  such  as 
this  when  we  face  emergencies  almost 
daily.  That  radio  stands  ready  to  serve 
the  country  at  a  moment's  notice  is  a national  asset  of  the  greatest  value. 

OWI  Needs  Coverage 

We  wish  to  extend  the  Depart- 
ment's appreciation  to  the  broadcast- ing industry  for  the  services  being 

rendered  in  assisting  the  Department 
in  all  of  its  activities,  and  to  assure 
the  industry  that  such  services  are 
of  inestimable  value  not  only  to  the 
Department,  but  to  the  effective  prose- 

cution of  the  farm  part  in  the  war effort. 

Thus  far  the  chief  contact  be- 

tween the  Government  and  the 
industry  has  been  the  Radio 
Bureau  of  the  Office  of  War  In- 

formation, headed  by  William  B. 
Lewis,  former  CBS  program  vice- 
president.  Its  interest  in  main- 

taining the  integrity  and  coverage 
of  the  existing  system  is  stated  by 
Mr.  Lewis  as  follows: 

The  OWI  has  a  direct  and  vital 
concern  with  the  maintenance  of  radio 
coverage  in  this  country.  It  is  one  of 
the  most  important  media  for  the 
conveyance  of  war  information  in  gen- 

eral to  the  people,  and  may  become 
of  still  greater  importance  when  there 
is  occasion  for  emergency  messages 
from  the  national  leadership. 

The  radio  industry  has  been  of  in- valuable service  in  the  war  to  date 
in  serving  its  government  with  a  score 
of  important  war  messages.  The  latter 
range  from  recruiting  campaigns  for 
the  armed  forces  through  such  varied 
public  appeals  as  salvage,  rationing, 
conservation,  war  bonds  and  many 
others. 

It  should  be   stressed,   also,  that 

#  When  you're  looking  for  a  better  buy, 
look  to  KMPC!  No  other  station  offers  as  com- 

plete and  intensive  coverage  of  Southern  Cali- 
fornia for  as  little  money. 

WIBW»te ma,. ^HO  WGAR/ CLEVEIANDVNATIONAI.  REPRESENTATIVE! PAUL  H.  RAYMER  COU •  I  I  I   II  I\  iiiilliM 
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radio  has  contributed  greatly  of  its 
personnel  and  its  time  in  providing 
entertainment  programs  which  main- 

tain the  spirit  and  confidence  of  the 
country,  and  it  is  through  the  large 
audiences  which  radio  has  built  that 
the  government  may  speak  quiclvly  and 
effectively  to  the  people. 
The  maintenance  of  radio  as  an 

essential  industry,  so  classified  by  the 
Manpower  Commission,  is  of  utmost 
importance  to  the  prosecution  of  the 
war. 

OCD  Is  Pleased 

James  M.  Landis,  director  of  the 
Office  of  Civilian  Defense,  ex- 

presses himself  as  highly  pleased 
with  the  cooperation  of  the  in- 

dustry in  its  projects.  He  wrote: 
We  wish  to  express  our  deep  ap- 

preciation for  the  cooperation  of  your 
organization  and  of  local  stations 
throughout  the  country  in  creating 
public  interest  in  the  oflicial  OCD 
publication,  "What  Can  I  Do"  and 
in  the  "V-Homes"  campaign.  As  you know,  many  stations  have  contributed 
far  more  of  their  broadcast  time  and 
effort  to  these  projects  than  we  have 
asked.  This  cooperation  of  stations 
is  extremely  important  to  us  because 
the  Ofiice  of  Civilian  Defense  is  re- 

sponsible for  interpreting  and  activ- 
ating many  major  wartime  programs 

in  communities. 
We  look  forward  to  the  continua- 

tion of  this  relationship. 

Challenge  Met — Klrby 
The  NAB  itself  contributed  Lt. 

Col.  E.  M.  Kirby,  its  former  di- 
rector of  public  relations,  to  the 

War  Department's  Bureau  of  Pub- 
lic Relations,  where  he  first  headed 

up  its  radio  branch  as  a  civilian 
on  leave  from  the  association  and 
later  was  commissioned  into  active 
service.  Col.  Kirby  wrote  as  fol- 
lows: 
When  the  history  of  these  critical 

times  is  finally  written,  I  believe  that 
one  of  the  brightest  pages  in  the 
story  of  America's  mobilization  for total  war  will  be  the  account  of  how 
the  entire  radio  industry  threw  all  of 
its  vast  resources  into  the  fight,  with- 

out reservation,  with  complete  un- 
selfishness, and  with  a  determination 

characteristic  of  true  Americans. 
For  the  past  two  years  the  in- 

dustry has  worked  in  complete  har- 
mony with  the  Radio  Branch  of  the 

War  Department  Bureau  of  Public 
Relations.  Every  member  of  this 
Branch  will  remember  how  the  in- 

dustry rose  to  meet  the  pre-war  chal- 
lenge of  preparedness,  and  how  it 

superbly  met  the  greater  challenge  on 
December  7.  The  momentum  gained 
in  those  days  has  never  faltered ;  as 
our  participation  in  the  war  became 
increasingly  grim,  necessitating  as  it 
did  the  spurring  on  of  our  military 
and  civilian  forces  alike,  radio's  par- 

ticipation, too,  increased  with  re- 
sourcefulness and  energy. 

But  the  war  is  yet  far  from  won. 
The  peace  for  which  we  are  all  fighting 
may  be  long  delayed.  Yet,  on  the 
record,  we  are  confident  that  as  each 
new  crisis  arises,  on  any  front,  the 
immeasurable  power  of  radio  will 
freely  be  offered  in  the  service  of  our 
nation  by  those  splendid  Americans 
who  comprise  America's  broadcasters, 
and  who  so  capably  are  performing  the 
wartime  missions  assigned  them. 

Every  member  of  our  staff  joins 
me  in  this  word  of  well-merited  thanks, 
and  pledges,  on  our  part,  all  the 
services  and  cooperation  it  is  within 
our  power  to  render. 

The  Navy's  Views 
J.  Harrison  (Jack)  Hartley,  also 

from  the  broadcasters'  ranks,  as civilian  chief  of  the  radio  section 

of  the  Navy's  Office  of  Public  Re- 

lations, expressed  the  attitude  of 
that  department  in  the  following 
letter : 

As  you  know,  unlike  most  govern- 
ment agencies,  the  Navy  has  re- 

ligiously adhered  to  a  policy  of  not 
competing  with  the  radio  industry. 
Radio  programs  are  neither  written 
nor  produced  by  this  office. 

Our  method  of  operation  has  been 
to  frankly  tell  the  industry  our  prob- 

lems and  ask  them  to  accept  the  re- 
sponsibility of  giving  us  the  best 

possible  assistance  at  their  command. 
This  ofBce  has  said  publicly  many 

times  that  the  broadcasters  have  given 
wholehearted  and  most  tangible  as- 

sistance with  every  problem.  In  the 
Ninth  Naval  District  alone,  com- 

prising 13  mid-western  States,  over 
four  thousand  programs,  predomi- 

nantly Navy  in  character,  were 
written  and  produced  by  the  broad- 

casters during  August,  1942. 
The  primary  objective  of  the  Navy 

is  to  win  this  war.  To  accomplish  this, 
we  must  have  men  and  equipment  and 
a  well-informed  home  front. 

Radio  is  doing  a  perfectly  grand 
job  of  recruiting  and  disseminating 
news  and  general  information  for  the 
Navy  of  interest  to  those  who  have 
to  stay  at  home. 

The  broadcasters  can  only  continue 
to  maintain  their  important  position 
in  the  War  Effort  by  being  permitted 
to  retain  the  highly  trained  personnel 
that  has  been  with  Industi-y  during its  coming  of  age. 

It  is  hoped  that  the  National  Asso- 
ciation of  Broadcasters  is  in  a  position 

to  bring  to  the  attention  of  all  con- 
cerned, the  importance  of  broadcasting 

in  the  War  Effort,  and  the  absolute 
necessity  of  its  being  directed  and 
operated  by  teams  of  trained  per- sonnel. 

From  The  Air  Forces 

Drawing  heavily  from  the  radio 
ranks  for  its  radio  personnel,  the 
Army  Air  Forces  has  used  radio 
extensively  in  its  recruiting  drives. 
Capt.  J.  Elroy  McCaw,  chief  owner 
and  former  manager  of  KELA, 
Centralia,  Wash.,  had  this  to  say 
about  the  industry's  assistance  in 
its  drives  to  enlist  specialists  for 
Air  Forces  training: 

Radio  broadcasting  stations  through- 
out the  United  States  are  cooperating 

splendidly  with  the  Army  Air  Forces 
and  are  performing  many  vital  serv- ices. 

The  Army  is  frequently  obliged  to 
request  the  assistance  of  the  nation's broadcasters.  Recently  they  have 
been  instrumental  in  organizing 
classes  for  training  thousands  of 
specialists  in  the  Enlisted  Reserve 
Corps  of  the  Army  Air  Forces.  In 
addition  to  publicizing  the  need  for 
men,  many  broadcasters  have  con- 

ducted classes  and  have  assisted  schools 
in  organizing  these  classes. 

Similar  cooperation  has  been  ex- 
tended in  the  matter  of  broadcasting 

information  about  Air  Force  Recruit- 
ing drives. 

Another  important  function  of 
broadcasters  has  been  to  establish,  at 
their  own  expense,  facilities  for  emer- 

gency communication  whereby  mili- 
tary authorities  might  be  able  to  com- 

municate with  the  public  in  time  of 
emergency.  The  importance  of  main- 

taining a  means  of  instantaneous  com- 
munication with  the  public  cannot  be 

overemphasized. 
Every  effort  should  be  made  to  in- 

sure that  radio  broadcasting  continue 
to  serve  the  war  effort. 

The  NO.  1  FARM  STATION 

MAJ.  PAUL  C.  RABORG,  military 
analyst  of  WINS,  New  York,  has 
learned  that  he  will  receive  a  medal 
for  services  rendered  to  the  Govern- 

ment 23  years  ago.  It  is  the  Medal 
of  German  Occupation,  granted  to 
American  troops  who  moved  into  the 
Rhineland  after  the  1918  armistice. 

in  the  NO.  1  FARM  MARKET! 

T  OOK  WHERE  YOU  WILL,  you'll  find  no  other  farna  market  to 
•"-^  equal  that  served  by  KMA !  In  the  words  of  Leslie  M.  Carl, 
State  Agricultural  Statistician,  farm  output  in  the  KMA  area  has 

reached  "a  level  that  has  never  before  been  equalled  in  a  single 

season  on  any  comparable  area  of  land.'"''' 
Spectacular?  Yes.  Unusual?  No!  In  any  year,  the  KMA  area  is 

first  in  corn — hogs — poultry  and  eggs — horses — farm  telephones 
— value  of  farm  buildings — and  so  many  other  wealth-indicating 

classifications,  it  is  indisputably  America's  No.  1  Farm  Market. 

That  goes  for  farm  income,  too.  Take  the  figures  of  the  1940 
census:  in  our  71  primary  Iowa  counties,  KMA  farmers  enjoy 
an  average  annual  income  of  $3,184;  in  our  38  primary  Nebraska 
counties,  $1,918;  in  our  27  primary  Missouri  counties,  $1,082; 

in  our  11  primary  Kansas  counties,  $1,632;  in  our  total  151- 
county  primary  area,  $2,397! 

And  1942  income  is  up  43%! 

If  you  want  to  know  more  about  our  3,000,000  people,  who 

normally  spend  820  million  dollars  a  year  in  retail  stores — if  you 
want  to  know  how  to  reach  the  most  prosperous  rural  market  in 

America — send  for  your  copy  of  our  market  data  brochure! 
*  Actual  production  records  will  he  supplied  on  request. 

KMA 

The  No.  1  Farm  Station  in  the  No.  1  Farm  Market 

151  COUNTIES  AROUND 

ta&  Peters,  ii. 
Excluihe  Nfliionat  Repreientatives SHENANDOAH,  IOWA 
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AGEICY 

jH'ppaintmeith 

PERSONAL  PRODUCTS  Corp.,  Milltown. 
N.  J.  (Meds),  to  Federal  Adv.,  New York. 

VANGUARD  SALES  Co.,  New  .York 
(hand  protector),  to  Abbott  Kimball  Inc., 
New  York.  Some  spot  tests  now  in  pro- cess in  New  England. 

WINTERINE  MFG.  Co.,  Denver  (Ant- 
arctic Anti  Freeze),  to  Lane  &  Freiberger, 

Denver.  Said  to  use  radio. 

THIOKOL  Corp.,  Trenton,  N.  J.  (Thiokol 
synthetic  rubber) ,  to  Newell-Emmett  Co., 
N.  Y.  Newspapers,  direct  mail,  house 
organs  and  business  publications  will  be 
used. 

FOXSTAND  FOODS  Inc.,  Boston,  Mass. 
(dog  food),  to  H.  L.  Moore  Co.,  Boston. 
SOY  FOOD  MILLS,  Chicago  (griddle  cake 
mix),  to  Jim  Duffy  Inc.,  Chicago. 
SHEFFIELD  BRICK  &  TILE  Co.,  Shef- 

field, la.,  to  W.  D.  Lyon  Co.,  Cedar  Rapids. 

BERNARR  MACFADDEN's  Cereal  Co., New  York  (Mealene  cereal),  to  Jasper, 
Lynch  &  Fishel  N.  Y.,  Newspapers  and 
magazines  will  be  used. 

GRANT  ADV.  S.  A.  Mexico  City, 
Mexico,  subsidiary  of  Grant  Adv.,  Chi- 

cago, has  been  appointed  agency  for 
the  promotion  in  Mexico  of  the  Latin- American  air  mail  edition  of  Time  and 
of  Selecciones  de'l  Reader's  Digest, monthly  magazine  in  Spanish  published 
by  Reader's  Digest,  Pleasantville,  N.Y., and  distributed  throughout  Latin 
America. 

MRS.  NELLIE  McCLUNG,  Victoria, 
B.  C.,  a  governor  of  the  Canadian 
Broadcasting  Corp.  since  its  inception 
in  November,  1936,  has  resigned  due 
to  ill  health. 

Welch  to  Join  Agency 

WAYNE  WELCH,  sales  promotion 
and  merchandising  manager  of 
KSO-KRNT,  Des  Moines,  and  with 
the  Cowles  stations  since  1935,  has 
announced  that  he  will  resign  Dec. 
5  to  become  account  executive  of 
the  Meneough  Adv.  Agency,  Des 
Moines.  Mr.  Welch  has  been  in  ad- 

vertising and  sales  work  in  Des 
Moines  for  11  years. 

N.  Y.  Club  Meets 

MEMBERS  of  the  Radio  Execu- 
tives Club  of  New  York,  meeting 

last  week  for  their  Wednesday 
luncheon,  enjoyed  entertainment 
supplied  by  WOR,  New  York,  in- 

cluding talks  by  John  Gambling, 
Newscaster  Frank  Singiser,  Paul- 

ine Albert,  pianist,  and  a  "quiz" session,  based  on  the  WOR  show 
The  Better  Half,  and  m.c.'d  by  Tom 
Slater,  sports  director  of  MBS. 
Out-of-town  guests  were  Harold 
Cassill,  WGNY,  Newburgh,  N.  Y., 
James  Fishback,  WOL,  Washing- 

ton, and  Odin  Ramsland,  KDAL, 
Duluth. 

Congress  in  Action 
SENATE  and  House  Committee 
chairmen  are  heard  on  Congres- 

sional Record  of  the  Air  on  WHN, 
New  York,  in  a  series  of  weekly 
legislative  talks  originating  in 
Washington.  Inaugurating  the 
series.  Senator  Robert  F.  Wagner 
of  New  York,  spoke  as  chairman 
of  the  Senate  Banking  and  Cur- 

rency Committee,  discussing  in- 
formally the  work  of  this  group  in 

guiding  Government  spending  and 
financing. 

KING  WHYTE 

THE  OUTBREAK  o
f  war brought  King  Whyte  back  to 

his  native  Canada  to  join  the 
Royal  Canadian  Air  Force  in 

which  his  father  had  been  a  pilot  in 
the  First  World  War.  He  had  left 
the  staff  of  WLW,  Cincinnati,  to 
join  the  colors,  but  was  told  he 
was  too  old  for  the  RCAF.  Today 
he  occupies  the  important  post  of 
timebuyer  and  radio  director  of 
the  Montreal  head-office  of  Cock- 
field  Brown  &  Co.,  one  of  the 
Dominion's  largest  agencies. 

Born  June  3,  1911,  in  Montreal, 
he  moved  with  his  parents  to  Win- 

nipeg where  he  was  brought  up 
and  educated.  At  14  he  left  for 
California  and  broke  into  show 
business  as  a  night  club  singer 
and  entertainer,  playing  in  num- 

erous theatrical  presentations 
throughout  the  western  States.  In 
1928  he  made  his  microphone  debut 
at  KOH,  Reno.  Since  then  he  has 
served  on  stations  in  San  Diego, 
Los  Angeles,  San  Francisco  and 
Zanesville,  O.  He  was  manager  for 
four  years  of  KVOA,  Tucson,  and 
has  seen  service  with  MBS,  CBS 

YORK  PENNSYLVANIA 
National  R  e  pr  e  senla  t  i  v  e  ;  The  Walker  Co. 

CBC  ASSUMES  CFPR 

IN  PRINCE  RUPERT 

IN  AN  EFFORT  to  improve  serv- 
ice to  American  and  Canadian 

troops  in  the  central  British  Co- 
lumbia defense  sector  on  the  Pa- 

cific Coast,  the  Canadian  Broad- 
casting Corp.  as  of  Dec.  1  takes 

over  CFPR,  Prince  Rupert,  B.  C. 
Ira  Dilworth,  CBC  regional  repre- 

sentative at  Vancouver,  completed 
arrangements  at  Prince  Rupert 
with  governmental  and  military  au- 

thorities, it  was  announced  at  CBC 
offices  at  Vancouver. 

It  is  expected  that  new  transmit- 
ter and  receiving  equipment  cannot 

possibly  be  installed  until  after  the 
first  of  the  year.  The  station,  one 
of  two  50-watt  stations  in  Canada, 
operates  on  1240  kc.  With  the  in- 

creasing wartime  importance  of 
Prince  Rupert,  a  more  powerful 
station  has  for  some  time  been 
deemed  necessary  there.  Until  new 
transmitter  equipment  can  be  in- 

stalled, the  CI3C  has  arranged  to 
carry  over  CFPR  transcriptions  of 
the  best  in  radio  entertainment 
both  in  Canada  and  the  United 
States. 
American  networks  have  agreed 

to  transcribe  their  largest  commer- 
cial shows,  as  well  as  sustaining 

shows,  regardless  of  commercial 
coverage.  CFPR  is  at  present  un- 

able to  reach  beyond  a  50-mile 
radius,  and  reception  of  outside 
stations  in  this  area  is  poor  because 
of  geographic  position  of  the  city. 
CBC  engineers  are  now  at  CFPR 
to  improve  the  station's  equipment. 

and  NBC.  When  Canada  went  to 
war  he  was  at  WLW. 
When  the  RCAF  turned  him 

down  Whyte  joined  the  Canadian 
Broadcasting  Corp.  at  Toronto  as  a 
writer  -  producer,  writing  and 

broadcasting  some  of  Canada's  first war  programs.  Desiring  to  get  back 
into  the  commercial  aspects  of 
broadcasting  in  1941,  he  produced 
a  new  show  for  Miles  Labs.,  Public 
Opinion,  out  of  the  Montreal  office 
of  Cockfield-Brown,  and  stretched 
the  original  contract  from  13  to 
64  weeks.  He  has  also  produced  the, 
Red  River  Barn  Dance  for  Hud- 

son's Bay  Co.  at  Winnipeg;  has 
handled  recruiting  campaigns ; 
does  all  Canadian  commercials  for 
Miles  Labs.;  has  produced  a  radio 
essay  contest  show  for  the  Can- 

adian Government;  handled  the 
radio  end  of  a  wartime  gasoline 
conservation  campaign  for  Ottawa ; 
does  a  daily  newscast  on  CFCF, 
Montreal,  for  Molson's  Brewery; handles  three  other  daily  news^ 
casts  for  other  Cockfield-Brown clients. 

The  Northwest's  Best Broadcasting  Buy 

WTCN 

BLUE  NETWORK 
MINNEAPOLIS  ST.  PAUL 

I Owned  a
nd  Operated 

 by 

ST.    PAUL   DISPATCH  PIO- 
NEER PRESS,  MINNEAPOLIS 

DAILY  TIMES. 

FREE   &    PETERS,    INC.    —    Natl.  Rep. 

IN  THE  RADIO  LIMELIGHT 
a  series  of  informative  articles  for  radio  odvertisers 
and  time-buyers,  prepared  by  The  Branham  Company 

RADIO  STATION WCHS CHARLESTON,  W.  VA. 

5000  WATTS  580  Kc.  CBS  WEST  VIRGINIA  NETWORK 
JOHN  A.  KENNEDY,  Pres.        HOWARD  L.  CHERNOFF,  Mgr.  Dir. 

An  optional,  supplementary  station  to  CBS  basic  net- 
work, WCHS  nevertheless  carries  almost  90%  of  the 

basic  network  shows.  Here's  why: 
5000  watts  on  580  kilocycles  blankets  most  of  West 

Virginia,  part  of  Kentucky,  Ohio  and  Virginia,  an  area 

of  510,871  radio  homes . . .  WCHS  delivers  Charleston's 
metropolitan  market  plus  a  large  rural  audience. 

Gauge  this  area's  potentialities  by  its  retail  sales:  over 
one-halt  billion  doUarsl  WCHS  covers  Kanawha  Valley 

—  vital  war  production  area  with  unlimited  natural 
resources.  Intense  business  and  industrial  activity  is 

reflected  in  wages  paid,  which,  for  Kanawha  County 
alone,  are  37.1%  ahead  of  last  year. 

For  Spots  that  SELL.  Call  a  Branham-man 

THE    BRANHAM  COMPANY 
CHICAGO  NEW  YORK 

DETROIT  ATLANTA  CHARLOHE  DALLAS  ST.  LOUIS  MEMPHIS 
KANSAS  CITY        SAN  FRANCISCO         LOS  ANGELES  SEAHLE 
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Radio  Contribution  FM  Network  to  Link  Gaspipe  Stations 

To  War  Described  In  Series  of  War  Programs  for  Youths 

By  Chairman  Fly 
REVIEWING  the  place  of  radio  in 
wartime,  FCC-BWC  Chairman 
James  Lawrence  Fly  told  listeners 
at  the  Detroit  Athletic  Club  last 

Wednesday  that  radio's  effect  will 
he  felt  in  "most  of  the  fields  of 
human  activity".  Furthermore,  he 
pointed  out  the  close  contact  ex- 

pected to  prevail  in  the  post-war 
world  and  emphasized  that  com- 

munications "must  be  an  instru- 
ment of  national  policy". 

First  he  described  the  stringent 
citizenship  requirements  imposed 
upon  100,000  radio  operators 
aboard  ship,  at  international  sta- 

tions and  on  amateur  operators, 
as  well  as  employes  of  cable  and 
telegraph  companies.  He  showed 
the  President's  recognition  of  the 
importance  of  radio  communica- 

tions by  creation  of  the  Board  of 
War  Communications. 

Removal  of  Hams 

Mr.  Fly  cited  the  removal  of 
55,000  amateur  operators  from  the 
air  and  the  registration  of  dia- 

thermy machines  in  putting  radio 
under  proper  wartime  controls.  He 
showed  the  recognition  of  need  and 
the  actual  resulting  creation  of  the 
War  Emergency  Radio  Service  in 
cooperation  with  the  Office  of  Ci- 

vilian Defense  to  insure  an  alter- 
nate means  of  communications 

during  air  raids.  Control  of 
foreign-language  stations  to  pro- 

duce an  affirmative  public  opinion 
among  foreign-born  populations 
was  another  step. 

Besides  the  various  steps  of  con- 
trol. Chairman  Fly  described  the 

valuable  work  carried  on  by  the 
FCC's  Radio  Intelligence  Service 
which  is  responsible  for  "around- 
the-clock  surveillance  of  the  whole 
radio  spectrum",  to  insure  aid 
against  fifth-column  radio  activity 
or  use  of  radio  for  illegal  means 
such  as  race-track  operations. 
Chairman  Fly  recited  cases  of 

collaboration  with  the  armed  forces 
for  effective  military  purposes  such 
as  radio  signals  to  aid  bombers  and 
ferry  pilots  in  providing  them  with 
locations.  He  mentioned  the  loca- 

tion of  espionage  s.tations  and  dis- 
tressed ships  as  another  wartime 

service  rendered  by  the  FCC. 
The  Foreign  Broadcast  In- 

telligence Service  came  in  for 
praise  when  Chairman  Fly  showed 
how  material  picked  up  from  its 
monitoring  operations  had  been 
used  in  the  successful  prosecution 
of  William  Dudley  Pelley  and 
others  for  sedition,  showing  how 
they  were  following  closely  the 
thinking  of  the  Nazis.  This  moni- 

tored information,  he  said,  was 
used  by  other  government  agencies 
for  intelligence  purposes. 

Finally  he  took  note  of  the  short- 
wave stations'  function  and  told 

how  the  FCC  had  cooperated  with 
OWI  and  CIAA  in  effecting  a 
propaganda  mechanism  which  has 
become  vital  in  modern  warfare  for 
psychological  counter-attacks. 

FIRST  SERIES  of  intercollegiate 
network  broadcasts,  linking  12  col- 

lege radio  stations  of  the  Intercol- 
legiate Broadcasting  System  in  co- 

operation with  the  American  Net- 
work of  FM  stations,  will  start 

Dec.  1  at  7:15  p.m.,  it  was  an- 
nounced last  week  by  Louis  M. 

Bloch  Jr.,  IBS  business  manager. 
The  inaugural  series,  titled  You, 

the  War,  and  the  Future,  will  fea- 
ture V/illiam  T.  McCleery,  Sunday 

picture  editor  of  the  New  York 
newspaper  PM,  as  commentator, 
and  will  be  heard  Dec.  8  and  Dec. 
15  at  the  same  hour. 

Originating  at  the  studios  of  FM 
station  W47NY,  the  college  broad- 

casts will  be  transcribed  to  FM  sta- 
tions W2XMN,  Alpine,  N.  J.; 

W65H,  Hartford;  W43B,  Boston; 
W39B,  Mt.  Washington,  and  W47A, 
Schenectady.  College  stations  lo- 

cated in  the  area  covered  by  those 
FM  stations  have  installed  FM  re- 

ceivers, which  enable  them  to  pick 
up  the  FM  transmissions  and  re- 
broadcast  them  on  the  longwave 
band  to  their  campus  audiences 
on  an  exclusive  basis. 

Students  on  the  campuses  of 
Brown,  Columbia,  Connecticut, 
Hamilton,  Harvard,  Rhode  Island 
State,  Princeton,  Dartmouth, 
Union,  Wesleyan,  Williams  and 
Yale  vnll  be  able  to  hear  Mr.  Mc- 
Cleery's  war  information  series, 
which,  Mr.  Bloch  stated,  represents 
a  major  venture  in  the  IBS  war 
activity  program.  Leslie  Katz,  IBS 
program  director,  is  in  charge  of 
the  series. 

With  the  establishment  of  college 
radio  stations  as  a  network,  Ameri- 

can universities  can  now  be  reached 
as  a  unit  for  the  first  time  t.irough 
radio.  The  idea  grew  from  an  inter- 
room  communication  system  de- 

vised by  two  freshmen  at  Brown  in 
1936.  When  the  college  finally  de- 

veloped its  own  station,  other  col- 
leges began  to  show  interest  and 

install  stations,  with  the  result  that 
a  nucleus  was  formed  consisting  of 
Brown,  Wesleyan,  Williams,  Cor- 

nell and  Harvard,  first  members  of 
IBS. 

Today,  Mr.  Bloch  reports,  the  fol- 
lowing colleges  have  campus  radio 

stations :  Antioch,  Alabama,  Brook- 

Parodies  for  Bonds 

PARODIES  on  popular  tunes 
of  the  day,  using  War  Bond 
messages,  is  the  inspired  idea 
of  a  group  of  Tin  Pan  Alley- ites  who  have  offered  their 
services  to  the  Treasury 
Dept.  to  produce  them.  Chair- 

man of  the  group  is  Bob 
Coe,  whose  committee  in- cludes Cliff  Friend,  Sammy 
Stept,  Charles  Tobias,  Eddie 
DeLange,  Mitchell  Parrish, 
Charles  and  Nick  Kenny  and 
others.  They  will  try  to  per- 

suade leading  radio  bands 
and  artists  to  use  the  songs 
on  their  programs. 

lyn,  Brovra,  Columbia,  Connecticut, 
Cornell,  Dartmouth,  Georgetown, 
Hamilton,  Harvard,  Haverford, 
Knox,  Nebraska,  Ohio  State, 
Princeton,  R.  I.  State,  Swarthmore, 
Union,  Wellesley,  Wesleyan,  Wil- 

liams and  Yale. 

Colleges  whose  stations  will  be  in 
operation  in  the  very  near  future 
include  North  Carolina,  Michigan, 
Massachusetts  State,  Maryland, 
Emerson  and  Ohio  U.  Mr.  Bloch 
also  stated  that  additional  pro- 

grams for  the  IBS-American  Net- 
work broadcasting  schedule  are 

now  being  worked  out. 

Pacific  Loan  Series 

CONSUMERS  CREDIT  Co.,  Hoi- 
lywood  (personal  loans),  in  a  win- 

ter campaign  is  utilizing  a  new  se- 
ries of  12  transcribed  one-minute 

announcements,  featuring  Frank 
Bingman,  announcer,  on  11  West 
Coast  stations.  With  local  office  tie- 
in,  an  average  of  one  announce- 

ment daily  is  being  used  on  KFWB 
KFXM  KFSD  KVOE  KPMC  KMJ 
KGW  KFBK  KJR  KIT  KJBS. 
Transcriptions  were  cut  and  pro- 

duced by  NBC  Hollywood-Radio 
Recording  Division  under  joint  su- 

pervision of  Robert  P.  Scott,  West 
Coast  advertising  manager  of  the 
sponsoring  firm,  and  Dorothy 
Stewart,  Hollywood  manager  of  Al 
Paul  Lefton  Co.,  agency  servic- 

ing the  account. 

ATIONAL  ADVERTISERS  and  New  York's 
numerous  nationalities  have  one  thing 
in  common.  They  both  agree  that 

WBNX  is  THE  FOREIGN  LANGUAGE  STATION  of 
GREATER  NEW  YORK. 
No  wonder,  then,  that  WBNX  with  its  5,000  watts, 
directional,  plays  the  dominant  role  in  selling  the 
5,000,000*  foreign-language-speaking-audience  of 
the  world's  greatest  market. 
To  cash  in  on  the  opportunities  of  this  super-market, 
advertise  your  national  products  over  WBNX,  the 
Winner  of  the  Peabody  Citation  for  Public  Service  to 
Foreign  Language  Groups. 

*Over  70%  of  metropolitan  Neto  York's  population  is foreign  born  or  of  foreign  parentage. 

Your  Best  National  Spot  Buy  .  .  . 

FOR  DEFENSE 
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Fighting  Axis  on  the  Radio  Front 

Both  Sides  Enjoying 

Superiority  in 
Some  Phases 

By  HERBERT  ROSEN 

NBC's  research  department  has  re- 
cently published  a  report  stating 

that  "the  Axis  countries  have  271 
radio  stations,  while  the  United 
Nations  and  neutral  countries  have 

2,210  stations." 
This,  in  itself,  would  seem  to 

place  the  United  Nations  and  neu- 
tral countries  in  top  radio  position. 

Yet,  even  if  we  accept  these  figures 
as  correct,  they  do  not  give  a  true 
picture  of  the  radio  situation  in 
our  own  and  enemy  nations. 

Behind  the  statistics  lies  the  all- 
important  kilowatt  power  of  radio 
and  the  development  of  the  short- 

wave broadcasting,  which  increases 
the  importance  of  radio  and,  in 
wartime,  the  efficiency  of  radio  as 
a  weapon  of  war. 

Good  Study  by  IBU 
The  most  comprehensive  picture 

of  the  broadcasting  networks  and 
the  number  and  power  of  stations 
yet  available  was  published  in 
June,  1942,  by  the  International 
Broadcasting  Union,  Geneva.  The 
study,  The  Situation  of  the  Broad- 

casting Networks  at  the  End  of 
IQJfl,  was  made  by  the  Secretary- 

BALTIMORE'S  BLUE 

V  NETWORK 

OUTLET 

'Voice  of  China' 
PRESUMABLY  American- 
built  with  lend-lease  equip- 

ment, XGOY,  Chunking, 
China,  is  Chang  Kai-Chek's major  propaganda  outlet, 
broadcasting  in  11  languages 
daily  from  10  a.m.  to  4  p.m. 
and  from  7  p.m.  to  midnight 
Greenwich  Time.  Reports 
from  the  Chinese  capital  say 
this  "Voice  of  China"  has  in- 

creased its  power,  though  the 
power  and  frequencies  are 
not  stated.  Its  staff  consists 
largely  of  students  who  have 
studied  in  the  United  States 
and  other  countries,  and  its 
chief  engineer,  Fung  Chien, 
was  trained  by  General  Elec- 

tric in  Schenectady. 

General  of  IBU.  It  covers  the  de- 
velopment of  radio  in  ail  countries 

for  which  statistics  could  be  ob- 
tained. 

Included  in  this  study  are  many 
interesting  tables  of  statistics.  One 
of  these  tables  gives  the  number 
of  stations,  their  power,  and  aver- 

age power  in  the  continents  of  the 
world : 

Continents 

No.  of 

stations 
Africa    75 
North    America— 1,122 
Central   America.  279 
South    America   471 
Asia    179 
Australia  and 
Oceania    172 
Europe    470 

Total 

power 
(kw) 
304.49 

5,706.85 276.56 
1,666.39 1,045.34 
423.65 

12,156.45 

Aver, 

power 
(kw) 

4.06 5.09 
0.99 

3.54 5.84 

2.46 25.86 
Total   2,768      21,579.73  7.80 
From  these  statistics  we  can 

learn  that  Europe,  indeed,  has  only 
470  stations  and  that  North 
America  has  1,122  stations.  How- 

ever, in  the  broadcasting  field  it 
is  not  important  to  note  the  num- 

ber, but  the  power  of  stations.  It 
is  the  total  power  of  the  stations 
in  kilowatts  which  is  decisive. 
We  discover,  for  example,  that 

the  470  stations  in  Europe  have  a 
total  power  of  12,156  kw.  while 
the  1,122  stations  of  North 
America  have  a  total  power  of  only 
5,706  kw.  The  average  power  of  the 
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stations  in  Europe  is  25.86,  almost 
five  times  as  great  as  the  5.09 
average  of  North  America. 
Numerous  technical  devices  for 

radio  developed  espesially  in  Ger- 
many to  a  high  degree  of  efficiency, 

with  a  consequent  increase  in  radio 
power,  are  chiefly  responsible  for 
the  dominant  position  of  the  Axis 
radio  stations.  They  surpass  in 
power  even  the  English  stations 
which  have  grown  so  tremendously 
in  the  last  two  years. 
An  examination  of  the  number 

and  power  of  Axis  and  Axis-domi- nated stations  versus  the  stations 
of  United  Nations  and  neutral 
countries  on  the  continents  does 
not,  therefore,  present  an  entirely 
rosy  picture: 

selves.  They  signify  in  any  case 
that  it  is  important  to  develop 
radio  in  the  interest  of  the  war 
effort.  An  initial  step  in  the  use 
of  radio  for  war  was  the  develop- 

ment of  foreign-language  broad- 
casts via  shortwaves.  Several  na- 

tions have  developed  their  foreign- 
language  service  in  recent  times  to 
a  high  standard  of  perfection.  Sta- 

tistics show  that  England  leads  the 
other  countries  by  broadcasting 
news  and  other  information  in  38 
different  languages,  carrying  some 
even  in  Arabian,  Cantonese,  Bur- 

mese, Malayan,  Thai,  etc. 
The  present  world  situation 

forced  the  United  States  to  develop 
its  foreign-language  service,  too.  In 
a  very  short  time  it  has  been 
brought  up  to  a  high  standard, 
and  at  this  moment  broadcasts 
are  sent  out  in  24  different  lan- 

Continents 

Trans- 

mitters 
Europe    225 
Asia    141 
Africa    l 
North  America  
Central  America   
South  America   
Australia  and  Oceania   9 

Axis 
{Including  occupied 

territory) 

Poioer (kw.) 

6,876.15 750.84 
50.00 

67.00 

United  Nations 
Trans-  Power mitters 

106 

34 

37 
1122 
277 
98 

163 

(kw.) 

3,250.30 
277.20 
118.95 

5,706,85 264.66 
655.02 
356.65 

Neutral  Countries 
Trans-  Power mitters  (kw.) 
139 

4 
37 
2 

373 

2,030.00 17.50 135.54 
11.9 

1,011.37 
Total   376 

Axis  Audience  Greater? 
It  is  disappointing  to  discover 

from  the  foregoing  data  that,  while 
the  United  Nations  and  neutral 
countries  lead  the  Axis  in  the  num- 

ber and  total  power  of  stations,  the 
7,743  kw.  power  of  the  376  Axis 
transmitters  is  greater  in  degree 
than  the  13,835  kw.  power  of  the 
2,392  United  Nations  and  neutral 
transmitters.  It  is  obvious  that  a 
lesser  number  of  powerful  Axis 
stations  might  reach  a  larger  audi- 

ence than  the  numerous  weaker 
stations  of  the  United  Nations  and 
neutral  countries. 

Since  these  statistics  include  all 
stations  together — domestic  and 
shortwave — let  us  now  see  how  it 
is  with  the  shortwave  stations 
alone : 

UNITED  NATIONS 
Stations  Power 

(kw.) 

1,550 
60 

480 

340 
2,430 

1,420 
710 
400 
250 
80 

170 

3,030 

7,743.99  1,837 10,629.63  555 
3,206.31 

England   22 
Australia   4 
Russia   10 
U.  S.  A.  11 

TOTAL   47 

Germany   30 
Italy   11 
Japan   8 
Finland   5 
Holland   2 
Dutch  India  3 

AXIS 

TOTAL 
-59 

These  statistics  speak  for  them- 

PieHtf  Of-  SLEE^P.GOOD  T000\ AMD  LET  HIM  LlSTfeM  To 

KXOK 
ST.  LOUIS,  MO. 

630  KG. 
NIGHT 

5000  WATTS  DAY  AND 
ir    BLUE  NETWORK 

guages.  Among  these  are  Arabic, 
Albanian,  Jugoslavian,  Greek  and Czech. 

Of  the  Axis  nations,  Italy  is 
the  leading  foreign-language 
broadcaster  with  20  languages,  in- 

cluding Bengalese,  Hindustani, 
Corsican  and  Persian.  Germany 

has  only  16  languages  on  her  sched- 
ule, but  the  Nazis  undoubtedly  co- 

ordinated its  broadcasts  with  Italy. 
It  is  not  necessary  for  Germany 

to  give  information,  for  instance, 
in  Maltese  or  Arabic,  because 

Italy's  transmitters  can  more  easily 
reach  these  countries.  On  the  other 
hand,  Germany  has  developed  an 
excellent  service  for  the  Scandi- 

navian countries  and  the  Baltic 
states,  thus  relieving  the  Italians 
of  serving  these  nations. 

The  third  Axis  partner,  Japan, 

has  the  position  of  fourth  leading 
nation,  serving  mainly  the  East, 
and  therefore  we  find  among  its 
17  foreign  languages  the  various 
Chinese  dialects  and  also  Hindu- 

stani, Burmese,  Malayan  and  Thai. 
Russia  broadcasts  in  13  lan- 

guages, Finland  in  11,  Turkey  in 
10.  Finland's  service  is  for  her 
surrounding  countries,  broadcast- 

ing news  in  Estonian,  Latvian, 
Lithuanian,  Swedish  and,  natural- 

ly, Russian,  while  Turkey  concen- trates mostly  on  the  Southern 
European  and  Asiatic  countries. 
All  of  the  smaller  European  na- 

tions broadcast  in  the  four  most 

important  languages  —  English. 
French,  German  and  Spanish. 

It  is  interesting  to  note  that  the 
Vatican  broadcasts  in  11  lan- 

guages, and  is  the  only  station 
which  broadcasts  in  Latin.  For- 

eign-language broadcasts  in  France 
have  ceased  since  the  Armistice, 
and  broadcasts  are  in  French  only. 
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I  AID  TO  BRITAIN  as  Beth  Barnes, 
WSB,  Atlanta,  helps  RAP  Pilot 
Officer  George  Wills  select  a  va- 

riety of  gifts  before  returning  to 
'  his  home  in  Lands  End.  Cornwall, 

England.  Beth,  who  recently  inter- 
I  viewed  the  former  Cambridge  stud- 

ent at  the  local  service  mens'  cen- 
ter, is  lending  the  feminine  touch. 

PEACE  OF  MIND  PLAN 

Bank  Promotes  Tax  Budget 
 In  One-Month  Test  

A  BUDGET  PROGRAM  named 
"Your  Peace  of  Mind  Plan"  is 
offered  the  public  via  a  local  radio 
and  newspaper  campaign  con- 

ducted by  the  Drydock  Savings 
j  Institution,  New  York,  through  its 

agency,  Anderson,  Davis  &  Platte, 
New  York.  In  conjunction  with  a 
one-month  test  campaign  in  the 

I  New  York  Daily  News,  the  bank- 
ing firm  is  using  three  quarter- 

hour  segments  weekly  on  Martin 
Block's  Make  Believe  Ballroom 
Time  on  WNEW,  New  York,  and 
six  participations  weekly  in  Ed 
East  in  Breakfast  in  Bedlam,  on 
WJZ,  New  York.  Both  are  morning 
programs. 
The  copyrighted  savings  plan, 

created  for  Drydock  by  the  agency, 
is  designed  "to  help  keep  families solvent  despite  new  taxes  and 
other  government  demands  on  in- 

come", and  this  keynotes  the  com- mercials. Listeners  are  offered  a 
12-page  book  outlining  the  budget 
scheme,  and  a  work  sheet  for  pre- 

liminary figuring. 

WWVA  Staff  Is  Shifted 

To    Assist    War  Effort 
CLIFF  ALLEN,  former  program 
director  of  WWVA,  Wheeling,  has 
been  assigned  to  the  fulltime  posi- 

tion of  news  supervisor  and  war 
program  director,  the  latter  post 
newly-created  in  an  effort  by  the 
station  to  better  coordinate  its  news 
service  with  the  various  govern- 

ment war-effort  broadcasts.  Lew 
Clawson,  heretofore  chief  an- 

nouncer, has  been  appointed  pro- 
gram director. 

George  D.  Skinner,  of  WWVA's 
promotion  department  has  been 
transferred  to  production  and 
placed  in  charge  of  special  events, 
also  taking  over  the  early  morning 
variety  show,  Koo  Koo  Klock, 
formerly  m.c.'d  by  Clawson.  Jack 
Welsh,  WWVA  announcer,  has  been 
assigned  to  the  5 :05  Local,  matinee 
variety  program. 

WONDERFUL  SMITH,  Hollywood 
colored  comedian  featured  on  the  week- 

ly NBC  Red  Skelton  &  Co.,  spon- 
sored by  Brown  &  Williamson  Tobac- 

co Corp.  (cigarettes,  tobacco),  has 
joined  the  Army.  He  will  not  be  re- 

placed on  the  program. 

LOCAL  SPONSORS 

USING  DISC  SERIES 

FIFTEEN  new  contracts  for  syn- 
dicated programs  were  announced 

Nov.  23  by  NBC's  Radio-Recording Division.  The  new  contracts  include 
Flying  for  Freedom,  taken  by  KOB, 
Albuquerque,  N.  M.,  for  the  local 
Sinclair  Oil  distributor;  by  WKPT, 
Kingsport,  Tenn.,  for  First  Na- 

tional Bank;  by  WFMJ,  Youngs- 
town,  0.,  for  Carlson  Electric  Co.; 
by  WISR,  Butler,  Pa.,  for  a  group 
of  companies  which  have  received 
the  Army-Navy  "E"  award;  the 
Arizona  Broadcasting  Co.,  for  the 
Tovrea  Packing  Co.,  using  seven 
Arizona  stations  (KTAR  KYUM 
KGLU  KWJB  KCRJ  KYCA 
KSUN).  Betty  &  Bob  was  signed 
for  Watt's  Bakery  for  use  on 
WOPI,  Bristol,  Tenn.;  WJHL, 
Johnson  City,  Tenn.;  WKPT, 
Kingsport,  Tenn.  The  Name  You 
Will  Remember,  will  be  broadcast 
over  WJTN,  Jamestown,  N.  Y.,  for 
the  Haglund  Furniture  Co.;  by 
WMBG,  Richmond,  Va.,  for  a  soft 
drink  manufacturer ;  and  by 
WIOD,  Miami.  Five  Minute  Mys- 

teries, will  be  heard  over  WMAQ, 
Chicago,  for  the  Consolidated  Cigar 
Co.,  through  Erwin,  Wasey;  and 
over  WTBO,  Cumberland,  Md. 

Other  new  contracts  were  signed 
with  KTSM.  El  Paso,  for  Holly- 

wood Headliners;  with  WCHS, 

Charleston,  W.  Va.,  for  Let's  Take 
a  Look  in  Your  Mirror;  with  Gor- 

don Schonfarber  &  Associates, 

Providence  aeency,  for  Who's News,  over  WPRO;  with  Irwin 
Vladimir  &  Co.,  agency,  for  Ro- 
mance  and  Melody  to  be  broadcast 
in  Mexico. 

U.  S.  District  Tribunal 

Given  Ruling  on  IBEW 

JOHN  KIRKLAND  CLARK,  spe- 
cial master  appointed  to  hear  the 

complaints  of  11  electrical  manu- 
facturing companies  against  Local 

3  of  the  International  Brotherhood 
of  Electrical  Workers  alleging 
union  activities  in  violation  of  the 
Sherman  Anti-trust  Law,  who  a 
year  ago  rendered  an  opinion  in 
favor  of  the  plaintiffs,  last  Tuesday 
presented  that  opinion,  together 
with  findings  of  fact  and  conclu- 

sions of  law,  to  the  U.  S.  District 
Court  in  the  Southern  District  of 
New  York.  Hearings  of  the  plain- 

tiffs' suit  for  permanent  injunc- tion to  restrain  the  union  from 
such  actions  will  now  be  placed  on 
the  court's  calendar. 

Plaintiff  comnanies  are:  Allen 
Bradley  Co.,  Allis-Chalmers  Mfg. 
Co.,  Clark  Controller  Co.,  Colt's 
Patent  Fire  Arms  Mfg.  Co.,  Cut- 

ler-Hammer Inc.,  Electric  Control- 
ler &  Mfg.  Co.,  General  Electric 

Co.,  Monitor  Controller  Co.,  Square 
D  Co.,  Trumbull  Electric  &  Mfg. 
Co.,  Westinghouse  Electric  &  Mfg. 
Co.  Defendants  are:  Local  3  of  the 
IBEW  and  five  individual  officers 
of  the  union.  Walter  Gordon  Mer- 
ritt  is  counsel  for  the  plaintiffs. 

NEW  YORK  Employing  Printers 
Assn.  has  awarded  the  BLUB  a  cer- 

tificate for  "an  outstanding  example 
of  printing," — a  booklet  of  biographies 
of  network  executives  issued  in  Feb- 

ruary under  the  title  "Who's  Who  on 
the  BLUE". 

WAR  knu  01  THE  WHOIE  WOUD 
THE  VAST  PACIFIC  BATTIECFIOUND 
EAST  INDIES  AND  THE  milPPINES 

EUROPE  FROM  THE  ATIANTIC  TO  THE  URAIS 
TERRnORIES  OF  THE  NORTH  ATIANTIC 

THE  MEDITERRANEAN  AND  ITS  NATIONS 
AIR  DKTANCE  MAP  OF  THE  WORID 
WEST  INDIES -AMERICA'S  OUTPOSTS INDIAN  OCEAN  AND  THE  FAR  EAST 
AUSTRAllA  AND  THE  PACinC  ISLES 

THE  JAPANESE  EFAPIRE  AND  NEIGHBORING  TERRITORIES 

1^ 

if 

YOUR  NAME  AND  MESSAGE  HERE 

This  16'Page 

WAR  ATLAS 

Now  Ready 

The  whole  country  has  become  map- 
conscious.  Wherever  you  go,  you  see  people 

pouring  over  maps. 

Every  day  the  news  mentions  new  names: 

Where  is  Gabes,  Bizerte,  Novocherkask,  Kras- 

nodar, Buna,  Salamaua,  Papua? 

Without  a  good  atlas  the  war  is  just  a  jum- 

ble of  strange  words — with  it,  our  strategy  and 

that  of  our  enemies  becomes  crystal-clear. 

COMPLETE  AND  COLORFUL 

INS  has  published  a  16-page  up-to-date 
World  War  Atlas,  in  full  colors,  of  the  entire 

world.  No  matter  where  action  takes  place,  this 

atlas  shows  the  battle  area  at  a  glance. 

This  INS  Atlas  is  ready  for  distribution. 

With  your  message  and  imprint  on  the  front 

cover  it  will  make  valuable  good  will  promo- 

tion for  your  station  or  your  advertisers. 

Write  or  wire  today  for  very-low  quantity 
rates  and  sample. 

INTERNATIONAL  NEWS  SERVICE 

235    East    45th     Street,    New  York 
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FCC's  War  Rules  in  Operation 

162 
Advertising  Agency 
Account  Executives 

Space   Buyers   &  Officers 
(Ross  Federal  Research 
8C  Sales  Management) 

PICK 

Utica,  N.  Y.'s  ONLY  Radio 
Station! 

3flQ^       In  Middle  Atlantic *  Test  Market 

Columbia's  Middle  Link 
in  Central  New  York 

NASHVILLE,  TENNESS 

THE  KflTlONflL  LITE  AND  ftCCIDOTT  INSIJRANCE  COMPJDTr. 

We  don't  hit  PUMPKIN  CENTER 

ATLANTA 

.  MBS 

{Continued 
of  the  Rules  and  Regulations  and 
Paragraph  6  of  Section  7  of  the 
Standards  of  Good  Engineering  Prac- 

tice and  substitutes  therefor  a  differ- 
ent method  for  the  determination  of 

output  power  of  all  standard  broad- cast stations. 
Adopted  on  the  recommendation  of 

the  Board  of  War  Communications, 
Order  No.  107  is  designed  to  increase 
the  life  expectancy  of  vacuum  tubes 
and  other  critical  transmitter  com- 
ponents. 
The  attention  of  consulting  and 

station  engineers  is  directed  to  the 
provisions  of  Order  No.  107  affecting 
the  determination  of  power  by  the 
direct  method.  New  operating  resist- ance values  will  be  determined  by 
multiplying  the  actual  measured  re- 

sistance of  non-directional  antennas 
by  the  factor  1.26. 

The  new  operating  resistance  of  di- rectional antennas  will  be  determined 
by  first  determining  the  measured 
value  and  then  applying  the  factor 
1.26  and  the  provisions  of  paragraph 
9(f)  of  the  Standards  of  Good  Engi- 

neering Practice. 
That  is,  there  are  two  factors  to  be 

used  in  the  determination  of  the 
operating  resistance  of  directional  an- 

tennas, 1.26  and  either  0.925  if  the 
power  involved  is  5  kw  or  less  and 
0.95  if  the  power  is  in  excess  of  5 
kw.  The  necessity  for  dealing  with 
two  factors  for  directional  antennas 
can  be  eliminated  by  using  the  prod- 

uct of  0.925  and  1.26  (1.1655)  as  one 
factor  applicable  to  powers  of  5  kw 
or  less  and  the  product  of  1.26  and 
0.950  (1.197)  as  one  factor  applicable 
to  powers  in  excess  of  5  kw. 

Summary 

The  above  may  be  briefly  summar- ized as  follows : 
1.  For  non-directive  operation  re- 

gardless of  power  multiply  the  mea- 
sured antenna  resistance  by  1.26  to 

determine  operating  resistance. 
2.  For  directive  operation  with 

power  of  5  kw  or  less  multiply  the 
measured  resistance  by  1.1655  to 
determine  the  operating  resistance. 

3.  For  directive  operation  with 
power  in  excess  of  5  kw  multiply  the 
measured  resistance  by  1.197  to  de- 

termine the  operating  resistance. 
In  each  instance  the  current  in 

amperes  at  the  point  of  measurement 
shall  be  the  square  root  of  the  quotient 
obtained  by  dividing  the  authorized 
power  in  watts  by  the  operating  re- 

sistance in  ohms  as  determined  by 
(1),  (2),  or  (3)  above. 
As  a  final  result  in  both  directional 

and  non-directional  operation  the 
current  to  the  antenna  system  should 
be  approximately  89.1%  of  that  pre- 

viously specified. 
In  connection  with  performance 

proofs  for  directional  antennas  and 

from  Tpage  9) 

license  data  for  either  directional  or 
non-directional  antennas  (FCC  Forms 
Nos.  302  and  306)  such  proofs  and 
data  shall  be  submitted  on  exactly  the 
same  basis  as  heretofore.  That  is 
operating  constants  for  non-direction- al operation  shall  be  determined  while 
the  actual  authorized  power  is  being 
delivered  to  the  antenna  and  these 
values  specified  in  the  data  submitted 
to  the  Commission. 

For  directional  operation  the  con- 
stants submitted,  including  all  field 

intensity  measurements,  shall  be  de- 
termined during  operation  with  the 

actual  authorized  power  being  deliv- 
ered to  the  antenna,  it  being  assumed 

as  heretofore  that  7%%,  if  power 
is  5  kw  or  less,  and  5%,  if  power  is 
in  excess  of  5  kw  is  lost  in  the  branch- 

ing and  phasing  equipment  of  the 
directional  system.  Proper  correction 
factors  for  compliance  with  Com- 

mission Order  No.  107  will  be  ap- 
plied by  the  Commission  when  in- struments of  authorization  are  issued. 

Compliance  with  Commission  Order 
No.  107  is  expected  of  all  licensees. 
Uniform  observance  thereof  will  not 
adversely  affect  interference  nor  serv- ice conditions,  whereas  the  permission 
of  a  few  exceptions  will  in  most  in- 

stances do  so.  The  Commission  re- 
quests that  licensees  refrain  from 

making  special  requests  for  non-com- 
pliance. 

'Swing  Shift' 
HARRY  FEIGENBAUM, 
Philadelphia  agency,  links 
two  of  its  accounts  on  a 

single  pi'ogram  scheduled 
nightly  at  midnight  for  an 
hour  on  WIP,  Philadelphia. 
The  joint  sponsors  are  Doug- 

las Miller  Co.,  Philadelphia 
(K-7  headache  tablets),  us- 

ing radio  for  the  first  time, 
and  Goldban  Pharmaceutical 
Co.,  Camden,  (Tarpinod 
cough  remedy),  which  has 
long  used  radio.  The  pro- 

gram, Swing  Shift,  compris- 
ing news  and  popular  rec- ords, is  slanted  principally 

to  reach  the  swing-shift 
workers  at  the  war  plants  in 
the  Philadelphia  area.  The 
first  five  minutes  of  news  is 
in  the  interests  of  Tarpinod 
while  the  remaining  55  min- 

utes of  recordings  serves  the 
K-7  product.  The  full  hour 
is  handled  by  Bill  Manns,  of 
the  WIP  announcing  staff. 

Represented  by  SPOT  SALIS  Inc. 

AVAILABLE  for  IMMEDIATE  SALE 

Top-ranking  regional  station  in  key  South- 
ern market. 

Major  network  affiliate. 

Owner  of  this  pioneer  station  will  sell 

promptly  (subject  to  FCC  approval)  on  cash 

basis,  or  equivalent. 

State  full  particulars  in  wire  or  letter  to: 

BROADCASTING,  BOX  81 

IN  HUSBAND'S  footsteps,  Janet 
Niles,  new  staff  announcer  of 
WAAF,  Chicago,  succeeds  Fred 
Niles,  now  with  the  Army  Air 
Forces,  and  receives  last-minute 
script  instructions  from  him. 
First  woman  announcer  on  full 
schedule  in  Chicago,  Janet  is 

known  as  the  "Victory  Girl". 

QUIET  IN  NEWSCASTS 

Evansville  Stations  Propose 

 Phones  Be  Silenced  

A  CAMPAIGN  to  eliminate  annoy- 
ing phone  calls  while  newscasts  are 

on  the  air  has  been  started  by 
WGBF,  WEOA  and  W45V,  Evans- 

ville, Ind,  stations  owned  by  Clar- ence Leich.  Because  of  the  intense 
interest  in  news  programs,  super- 

fluous telephone  calls  during  the 
news  periods  can  be  most  disturb- 

ing, especially  to  those  families with  men  on  scattered  battle  fronts, 
according  to  Mr.  Leich. 

Campaign,  keyed  by  the  slogan, 
"Do  not  use  your  phone  while  a 
newscast  is  on  the  air",  is  sup- 

ported by  articles  in  Listen,  station 
publication,  distribution  of  20,000 
vest  pocket  news  schedules  calling 
attention  to  the  inconvenience 
caused  by  telephoning  people  and 
plugging  of  the  slogan  on  the  air. The  Indiana  Bell  Telephone  Coi 
has  expressed  its  approval  of  the 
plan  since,  as  a  wartime  measure, 
they  are  trying  to  reduce  the  num- ber of  local  calls.  Station  listeners 
have  been  asked  to  precede  per- 

sonal calls  with  the  inquiry,  "Are you  listening  to  the  news?  If  so, 
I'll  call  you  back." 

RONNY  LISS,  CBS  actor  and  m.c.  of 
Victory  Is  Our  Business,  transcribed 
series  sponsored  by  General  Motors 
Co.,  is  doing  a  series  of  transcribed 
spot  announcements  in  behalf  of 
Vimms,  vitamin  tablets  currently  ad- vertised by  Lever  Bros.,  Cambridge, 
Mass.,  in  a  national  spot  campaign. 

WFBG 

ALTOONA,  PA. 
•  NBC  RED 
•  BLUE  NETWORK 
•  250  WATTS 
•  FULL  TIME  OPERATION 
•  RAILROAD  SHOPS  ON 

FULL    TIME  SCHEDULE 

WFBG  provides  the  only  full  cov- 
erage of  the  Altoona  trading  area. 
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Networks  Prepare 

Monopoly  Appeals 
NBC    Files    Formal  Notice; 

CBS  Prepares  Pleadings 

FOLLOWING  through  on  its  an- 
nounced intention  of  fighting  the 

FCC's  network  monopoly  regula- 
tions through  the  highest  courts, 

NBC  last  Thursday  gave  formal 
notice  of  its  intention  to  appeal  to 
the  Supreme  Court  from  the  ruling 
of  the  statutory  three-judge  court 
in  New  York,  dismissing  its  plea 
for  injunctive  relief.  The  formal 
notice  was  filed  in  the  Federal 
Court  in  New  York  by  John  T. 
Cahill,  NBC  head  counsel. 

Simultaneously,  it  was  learned 
that  Charles  Evans  Hughes  Jr., 
chief  counsel  for  CBS,  is  perfect- 

ing his  pleadings  along  the  same 
line  and  that  notice  shortly  will  be 
filed  with  the  three-judge  court. 

Both  NBC  President  Niles  Tram- 
mell  and  CBS  President  William 
S.  Paley  announced  Nov.  16, 
promptly  following  the  three- judge 
court  opinion,  that  appeals  would 
be  taken.  The  New  York  Court, 
while  it  denied  the  injunctive  pleas, 
nevertheless  granted  a  stay  order 

against  the  FCC's  provocative  regu- 
lations until  Feb.  1,  or  until  the 

appeal  has  been  argued  in  the 
highest  tribunal,  whichever  comes 
first. 

NBC,  in  its  notice,  reiterated  its 
objections  to  the  regulations,  con- 

tending in  effect  it  would  stifle  de- 
velopment of  broadcasting  and 

would  discommode  current  recog- 
nized and  essential  practices  in 

broadcasting  and  network-affiliate 
relationships. 

Reaction  in  the  industry,  since 
the  New  York  Court's  ruling,  had 
not  crystallized,  despite  the  lapse 
of  a  fortnight.  It  was  generally 
felt,  however,  that  enforcement  of 
the  regulations,  if  finally  upheld 
by  the  Supreme  Court,  would  be  as 
much  of  a  blow  to  individual  sta- 

tions as  to  the  networks.  Generally, 
it  was  thought  the  lower  court  mis- 

construed the  Congressional  intent 
in  holding  the  FCC  had  sufficient 
power  to  regulate  pure  business  re- 

lationships of  stations,  networks 
and  advertisers. 

Leave  for  Winchell 

WALTER  WINCHELL,  radio  gos- 
sip columnist  heard  Sundays  on 

the  BLUE  for  Andrew  Jergens  Co., 
Cincinnati,  has  been  granted  a 
leave  of  absence  of  several  weeks 
following  his  Nov.  29  broadcast, 
to  undertake  a  Government  mis- 

sion. A  lieutenant  commander  in 
the  Navy,  Winchell  has  been  on 
special  duty  since  Dec.  7,  1941, 
and  is  currently  in  Miami.  Lennen 
&  Mitchell,  New  York,  the  Jergens 
agency,  stated  last  week  that  a 
news  show  would  fill  Winchell's 
9-9:15  p.m.,  period  on  the  BLUE 
during  his  absence,  but  that  details 
had  not  yet  been  worked  out. 

Boston  Symphony 

Joins  AFM  Ranks 
Orchestra  Permitted  to  Hire 
Musicians  from  Other  Areas 

THE  BOSTON  SYMPHONY  Or- 
chestra may  soon  be  heard  in  a 

series  of  network  broadcasts,  prob- 
ably on  CBS,  it  was  reported  last 

week  following  completion  of  an 
agreement  between  officials  of  the 
orchestra  and  the  AFM  by  which 
the  Boston  Symphony  relinquishes 
its  position  as  the  only  major  non- 

union orchestra  in  the  country. 

CBS  executives,  however,  de- 
clined to  comment  on  reports  that 

the  network  would  broadcast  the 
Boston  Symphony  and  that  the 
orchestra  would  record  for  Col- 

umbia Recording  Corp.,  a  CBS 
subsidiary,  at  such  time  as  the 
AFM  ban  on  recordings  is  lifted. 
Orchestra  previously  had  recorded 
for  RCA-Victor. 

Outside  Employment 

Affiliation  of  the  Boston  Sym- 
phony with  the  AFM  came  only 

after  the  union  had  agreed  to  mod- 
ify its  by-laws  to  guarantee  the 

conductor  full  control  over  the  em- 
ployment and  discipline  of  the 

members  of  the  orchestra.  For- 
merly the  AFM  regulations  forbade 

a  conductor  from  going  outside  the 
jurisdiction  of  the  local  in  hiring 
musicians.  The  Boston  Symphony 
officials  demanded  that  Serge  Kous- 
sevitzky,  conductor  of  the  orches- 

tra, have  the  right  to  hire  in- 
strumentalists from  any  part  of 

Yes,  more  than  77%  of  all  letters  received  by  WIBC  in 
October  had  the  thing  most  advertisers  want — PROOF  OF 
PURCHASE. 

To  sell  merchandise  irv  metropolitan  Indianapolis  and  all  over 
rural  Indiana  put  your  message  on  WIBC,  the  only  Indianapolis 
station  that  is  programmed  to  reach  both  markets. 

WIBC 

PAVL  H.  RAYMER  CO.,  NATIONAL  REPRESENTATIVES 

TIPS  ON  EDITING  and  newswrit- 
ing  are  given  these  two  feminine 
additions  to  news  department  of 
CBS,  Hollywood,  by  Fox  Case, 
West  Coast  public  relations  direc- 

tor of  that  network.  They  are  first 
women  to  be  employed  there  in 
that  capacity.  Scanning  the  news 
(1  to  r)  are  Theola  Carr,  Mr. 
Case  and  Barbara  McGee. 

Open  Mike THIS  is  the  story  behind 
Pippo  &  Poppo,  joke-swap- 

ping program  on  WOV,  New 
York:  Paolo  Sereno  and  Ar- 
rigo  Colombo,  Italian  an- 

nouncers, were  exchanging 
jokes  one  afternoon  for  their 
own  amusement  in  a  WOV 
studio.  An  open  mike,  previ- 

ously used  for  announcer  au- 
ditions, carried  their  chatter 

into  the  office  of  Connie  Por- 
reca,  assistant  manager,  who 
promptly  called  in  Ralph 
Weil,  manager,  to  listen.  The 
reward — a  daily  five-minute 
program  of  their  own. 

the  country,  if  he  considered  them 
more  desirable  than  those  available 
in  Boston. 

Conclusion  of  an  agreement  be- 
tween the  orchestra's  officials  and 

James  C.  Petrillo,  AFM  president, 
came  after  months  of  negotiations 
which  had  been  preceded  by  years 
of  controversy  and  verbal  assaults 
between  the  union  and  the  hold-out 
orchestra.  Mr.  Petrillo,  who  had 
contended  during  the  discussions 
that  the  AFM  by-laws  could  not  be 
altered  except  at  the  union's  an- nual convention,  finally  agreed  to 
poll  the  AFM  locals  by  telegraph 
in  an  elfort  to  speed  a  settlement. 
The  resulting  votes  approved 
amendment  of  the  by-laws  to  give 
the  orchestra  control  of  employ- ment. 

Agreement  enables  the  orches- 
tra to  resume  its  broadcasting  ac- 

tivities, from  which  it  was  barred 
several  years  ago  by  Mr.  Petrillo, 
who  forbade  broadcasting  and  re- 

cording companies  with  whom  the 
AFM  had  closed  shop  agreements 
from  employing  the  Boston  Sym- 

phony on  threat  of  losing  all  union 
musicians.  Orchestra  cannot,  of 
course,  make  any  recordings  until 
the  lifting  of  the  ban  on  all  record 
making  which  the  AFM  put  into 
effect  Aug.  1,  1942. 

Small-Sized  Microscope 

Is  Announced  by  RCA 
RCA  LABORATORIES  have  de- 

veloped a  new  electron  microscope 
small  enough  and  inexpensive 
enough  to  make  it  available  for  use 
by  many  medical,  university  and  in- dustrial research  institutions.  Dr. 
V.  K.  Sworykin,  associate  director 
of  the  laboratories,  announced  last 
Thursday  at  a  joint  meeting  of  the 
National  Industrial  Chemical  Con- 

ference and  the  Chicago  section  of 
the  American  Chemical  Society  in Chicago. 

Only  16  inches  long  and  light 
enough  to  be  portable,  the  new  in- 

strument is  capable  of  magnifica- 
tion up  to  100,000  times,  equaling 

in  this  respect  the  performance  of 
the  standard  size  electron  micro- 

scope introduced  by  RCA  two  years 
ago.  Dr.  Zworykin  said  that  while 
the  small  model  in  no  way  super- 

sedes the  larger  instrument,  in 
much  research  the  versatility  of 
the  latter  is  unnecessary. 

Dodge  Gets  WKRC  Post 
FRED  DODGE,  formerly  program  di- rector and  assistant  general  manager 
of  WFIL,  Philadelphia,  has  become 
program  manager  of  WKRC,  Cincin- nati, replacing  Syd  Cornell,  according 
to  Ken  Church,  general  manager.  Mr. 
Dodge  has  also  been  affiliated  with 
N.  W.  Ayer  «&  Son  and  Ward  Wheel- 
ock,  Philadelphia.  He  has  also  written 
and  produced  many  network  programs. 
Mr.  Cornell  becomes  sales  service 
manager,  a  newly-created  post,  effec- tive Nov.  30. 

WITH  John  DeWitt,  writer  of  the 
CBS  dramatic  series,  David  Harum, 
in  the  Navy,  the  show  has  a  new 
author — Mrs.  John  DeWitt.  Mrs.  D«- 
Witt  tried  her  hand  at  a  few  sample 
scripts.  They  proved  so  excellent  that she  was  immediately  signed. 

^VIRGINIA 

CROSSE  &  BLACKWELL,  Toronto 
(sauces)  has  started  test  flash  an- 

nouncements twice-daily,  five-weekly, 
on  CFRB,  Toronto.  Campaign  is  to 
be  extended  to  other  stations.  Account 
is  placed  by  A.  McKim  Ltd.,  Toronto. 

5000 

WATTS 

DAY*ND  NIGHT 

910  KC 

EDWARD  PETRY&COJNC. 
NATIONAL  REPRESENTATIVES 
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Wire  for 

DECEMBER 

DYNAMITE! 

Naf.  Rep.:  The  Walker  Company 
Boston:  Bertha  Bannan 

Broadcasters!  """""^^ 
LET  YOUR  AUDIENCES  HEAR 

STARLIGHT  SONATA 
the  most  unforgettable  melody  since 

"My  Sister  and  I" 
Lyrics  by  Helen  Bliss 

Music  by  Henry  Manners 
and 

AMERICA'S  VICTORY  SHOUT 
HALLELU! 

(Jndgrment  Day  is  Comin') 
to  be  featured  by  Judy  Canova  in 
her    forthcoming    Republic  picture 
"Chatterbox".  Words  and  music  by Paul  J.  Winkoop 
Both  songs  have  been  arranged  for 

orchestra  by  JACK  MASON 

BROADCAST  MUSIC,  Inc. 
580  Fifth  Ave.         -         Newr  York  City 

HER  FRIENDLY  ADVICE, 

^   v\  WIT  AND  HUMOR,  KEEP 
\Kt  JL-^  WOMEN  TUNED  TO ... . 

WC  K  Y 

STATION 

Columbians  Station  for  the 
SOUTHWEST 

KFH 

WICHITA 

KANSAS 

Call  Any  Edward  Petry  Office 

TRAINING  NEW  ENGINEERS 

Philadelphia  ACA  Unit,  Stations  Cooperate 

 Under  Plan  Now  In  Operation  
DETAILS  of  the  training  plan 
proposed  by  the  Philadelphia  local 
of  the  American  Communcations 
Assn.  to  train  replacement  engi- 

neers for  broadcasting  stations 
were  worked  out  at  a  recent  meet- 

ing of  the  union,  management  and 
board  of  education.  The  group  un- 

animously approved  arrangements 
presented  by  Charles  C.  Smith, 
chairman  of  the  union  committee. 
The  plan  will  apply  to  two 

classes  of  trainees.  The  first  class 
consists  of  persons  who  already 

hold  operator's  licenses  but  have 
no  practical  experience  in  a  radio 
broadcast  station.  The  second 
group  of  trainees  will  be  those 
who  have  not  yet  had  the  theoreti- 

cal course  required  for  obtaining 

an  operator's  license. In  respect  to  the  first  group,  the 
union  is  selecting  a  tested  list  of 
qualified  applicants  who  hold  li- 

censes. These  applicants  will  be 
distributed  and  routed  by  the  union 
through  the  stations  so  that  each 
applicant  will  spend  one  week  in 
succession  at  each  of  the  eight 
Philadelphia  stations.  In  this  man- 

ner, each  applicant  will  receive 
actual  experience  in  every  variety 
of  station,  large  and  small.  He  will 
receive  no  pay  for  this  training 
period,  to  be  given  by  union  mem- 

bers, who  will  receive  no  extra  pay 
for  this  effort. 

Course  Lasts  8  Weeks 

At  the  end  of  the  eight  weeks 
period  of  practical  experience,  if 
the  applicant  is  approved  by  the 
chief  engineers  of  the  stations  and 
by  the  union  shop  stewards  in  the 
stations,  he  will  be  eligible  for 
employment  by  managements  and, 
if  employed,  will  come  in  under 
the  existing  agreements  now  in 
force  between  the  union  and  the 
eight  Philadelphia  stations.  All 
the  stations  operate  under  CIO 
union-shop  agreements. 

Second  group,  includes  applicants 
approved  by  the  union  who  are  ac- 

cepted as  students  at  the  Dobbins 
Vocational  School,  where  a  course 
for  radio  technicians  will  be  given 
under  the  supervision  of  W.  E. 
Brunton,  associate  director  of  War 
Production  Training  of  Philadel- 

phia, under  the  Board  of  Educa- 
tion. The  teachers  in  this  special 

course  will  be  experienced  techni- 
cians who  are  now  members  of  the 

union. 
First  group  in  the  theoretical 

course  will  consist  of  25  applicants, 

wjn 

the  work  requiring  15  school  hours 
per  week  which  will  continue  for 
13  weeks.  It  will  commence  Dec. 
7.  On  completion  of  the  course, 
the  applicants  vnW  be  eligible  for 
the  eight  weeks  practical  training 
course  in  the  stations.  First  group 
to  receive  practical  training  at  the 
stations  started  on  Nov.  18. 

Smith  in  Charge 

The  entire  procedure  is  being 
supervised  by  Charles  C.  Smith, 
chairman  of  the  union  committee, 
which  includes  Dick  Shipp,  WPEN, 
Paul  Krantz,  WIBG,  Frank  Plaff, 
WIP,  I.  N.  Erney  and  C.  E.  Roder 
of  KYW. 

Samuel  R.  Rosenbaum,  president 

of  WFIL,  is  chairman  of  the  man- 
agement committee,  which  includes 

as  station  representatives:  George 
Lewis,  chief  engineer,  and  David 
P.  Gillett,  WCAU;  Benedict  Gim- 
bel  Jr.,  president,  and  Clifford 
Harris,  chief  engineer,  WIP; 
Milton  Laughlin,  general  manager, 
WHAT;  Edward  Clery,  general 
manager,  WIBG;  Ernest  Gager, 
chief  engineer,  KYW;  Arthur 
Simon,  general  manager,  WPEN, 
and  Alexander  W.  Dannenbaum 
Sr.,  president  of  WDAS. 

The  Board  of  Education  is  repre- 
sented by  W.  E.  Brunton,  associate 

director  of  War  Production  Train- 
ing of  Philadelphia;  I.  N.  Baker, 

principal  of  the  Dobbins  Vocational 
School,  and  L.  J.  Lipp,  co-ordinator 
at  the  school. 

Moral:  Stay  Home! 

BERNICE  BARRE,  of  the 
program  department  of 
WINX,  Washington,  left  her 
home  for  the  studio  last  Tues- 

day, only  to  find  upon  arrival 
at  her  desk  that  a  telephone 
call  had  been  made  to  her 
home  a  few  minutes  after  her 
departure  —  from  a  cash 
telephone-award  program  on 
another  Washington  station. 
The  other  station  would  have 
netted  her  the  sum  of  $250 
had  she  been  able  to  answer 

her  phone.  "What  a  trous- seau that  would  have 
bought,"  said  Miss  Barre, who  is  to  be  married  as  soon 
as  her  fiance,  Richard  P. 
Morten,  finishes  the  course 
at  officers  candidate  school. 
Ft.  Monmouth,  N.  J. 

"  \      ̂ ^THERE'S  MORE  FOR  YOUR  MONEY  AT 

BOSTON  ̂  

^^^yp-i  ntnt  o  muni:  run  luun  munti 

^-  F  R  E  D  E  R  I  C  T  O  N  — N.B. 
^^1000  WATTS— BASIC  CB^C.  OUTLET 

WEED  and  CO.-U.S.  Representatives 

CFNB 

Screen  Guild  Gets 

Special  Tax  Ruling 

Talent  May  Include  Minimum 
AFRA  Scale  on  Returns 

UNDER  special  ruling  handed 
down  by  the  Treasury  Dept.,  radio 
and  film  talent  appearing  on  the 
weekly  CBS  Screen  Guild  Players, 
sponsored  by  Lady  Esther  Co. 
(cosmetics),  will  include  only 
AFRA  minimum  wage  scale  paid 
them  as  part  of  their  taxable 
gross  income.  Ruling  modifies 
operations  of  the  wage  ceiling  to 
be  enforced  starting  Jan.  1. 

Dependent  almost  entirely  on 

guest  stars,  the  half-hour  show  is 
one  of  the  most  heavily  affected 
Hollywood  originating  programs 
under  the  wage  freezing  order. 
Talent  on  that  network  show  con- 

tributes services  gratis.  Money 
derived  as  salary  is  turned  over 
by  the  sponsor  to  the  Motion  Pic- 

ture Relief  Fund  for  maintaining 
a  home  for  indigent  members  of 
the  industry. 

Conferences  Held 

This  special  dispensation  by  the 
Treasury  was  made  possible  be- 

cause of  certain  waivers  granted 
Screen  Guild  Players  by  AFRA 
and  cannot  be  obtained  for  any 
other  network  program,  it  was 
declared.  Ruling  was  made  through 
Norman  D.  Cann,  acting  Commis- 

sioner of  Internal  Revenue,  follow- 
ing a  week's  conference  in  Wash- 

ington between  Government  offi- 
cials and  a  Hollywood  committee 

comprised  of  Jean  Hersholt,  star 
of  the  weekly  CBS  Dr.  Christian, 
sponsored  by  Chesebrough  Mfg. 
Co.  (Vaseline  products),  and 
MPRF  president;  I.  B.  Kornblum, 
Hollywood  executive  secretary  and 
attorney  of  AFRA,  and  Ewell  D. 
Moore,  attorney  of  MPRF. 
According  to  the  last  named 

group,  real  value  of  a  player's  j services  rendered  need  not,  under 
the  special  ruling,  be  included  in 
his  or  her  gross  income  for  Fed- 

eral tax  purposes.  However, 
amount  actuallv  paid  them  accord- 

ing to  the  AFRA  minimum  scale 
must  be  included  as  taxable  in- 

Lowell  Appointed 

EDWARD  M.  LOWELL,  with  NBC's general  service  department  since  1931 
and  for  six  years  manager  of  the  net- 

work's building  maintenance  division, 
has  been  appointed  director  of  the 
general  service  department,  replacing 
Vincent  .T.  Gilcher,  resigned.  In  his 
new  post,  Lowell  is  responsible  for 
general  maintenance,  repairs  and  up- 

keep of  NBC's  quarters  in  the  RCA 
BIdg.,  New  York. 

Service  Series  Nationwide 

SERVICE  men's  di-amatized  interview 
program,  It  Happened  in  the  Service, 
on  NBC  Pacific  stations,  with  broad- cast of  Nov.  24  became  a  weekly 
transcontinental  feature,  Tuesday, 
7:.30-7:45  p.m.  (EWT).  Ben  Alex- 

ander is  nari-ator,  with  Earl  Ebi  pro- 
ducer. Exploits  of  servicemen  as  re- 

lated on  the  program  are  turned  over 
to  the  UP,  AP  and  INS  for  national news  release. 
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BBC  European  Service 

Now  Carrying  Total  of 

87  Newscasts  Per  Day 

BRITISH  Broadcasting  Corp.'s 
European  Service,  broadcasting 
news  on  long,  medium  and  short- 

wave, is  carrying  a  total  of  87 
periods  daily,  each  running  from 
10  to  15  minutes,  in  19  languages, 
to  inform  the  people  of  Europe  on 
the  North  African  campaign. 

According  to  a  London  dispatch 
to  the  New  York  Times,  it  is  evi- 

dent that  this  constant  news  bar- 
rage is  beginning  to  have  an  effect. 

The  Nazi-controlled  Radio  Paris  is 
now  complaining  that  the  Allies 
have  intensified  their  war  nerves 
and  are  flooding  France  vdth  their 
news. 

"With  the  power  of  their  micro- 
phones," Radio  Paris  was  quoted 

as  stating,  "they  are  endeavoring to  spread  doubt  at  the  very  heart 
of  our  Government  and  to  throw 
confusion  among  our  soldiers, 
colonies  and  natives."  In  an  at- 

tempt to  counteract  the  British 
news,  the  Axis  started  a  new  sta- 

tion in  France  which  calls  itself 
"Loyal  France".  The  station's  first broadcast  gave  a  pro-German  re- 

view of  the  war  disguised  as  re- 
ports coming  from  Stockholm. 

Rome  Radio  also  is  complaining 
about  the  British  news,  asserting 
that  it  "makes  the  population 
think  nothing  can  stop  the  Anglo- 
Americans". 

Award  to  Donald  Nelson 

By  Poor  Richard  Club 
DONALD  M.  NELSON  is  to  be 
awarded  the  Poor  Richard  Club's 
Gold  Medal  of  Achievement  for 
this  year  in  recognition  of  what 
he  has  done  in  directing  the  pro- 

duction of  the  vast  quantities  of 
tools  of  war  by  American  industry 
for  the  United  States  and  our  Al- 

lies. The  War  Production  Board 
chairman  will  be  presented  with 
the  medal  at  the  38th  annual  ban- 

quet of  the  Poor  Richard  Club  of 
Philadelphia,  advertising  agency 
organization,  on  Jan.  16  at  the 
Bellevue-Stratford  Hotel.  As  guest of  honor,  Mr.  Nelson  will  deliver 
the  principal  address  which  will  be 
broadcast  over  a  nationwide  hook- 
up. 

The  theme  of  the  dinner  vdll  be 
Production  For  Victory,  and  in  ad- 

dition to  Mr.  Nelson,  will  also 
honor  the  wartime  industries  in 
the  Philadelphia  area  which  have 
won  the  Army-Navy  "E."  Among 
those  who  have  received  the  club's 
gold  medal  in  recent  years  are 
Capt.  Eddie  Rickenbacker,  Ad- 

miral Richard  E.  Byrd,  Will  H. 
Hays,  David  Sarnoff  and  Walter 
D.  Fuller. 

MORE  RADIO  in  education  was  advocated  at  the  recent  annual  School 
Broadcast  Conference  in  Chicago.  Snapped  at  the  CBS  booth  are  these 
executives  of  CBS  affiliates  and  the  network  (seated,  1  to  r) :  Luke 
Roberts,  educational  director,  KOIN,  Portland;  Lyman  Bryson,  CBS  edu- 

cation director,  and  chief,  special  operations  section,  OWI;  Lavinia  S. 
Shwartz,  educational  director,  WBBM,  Chicago;  Leon  Levine,  CBS 
assistant  education  director.  Standing:  Irwin  Johnson,  education  di- 

rector, WBNS,  Columbus;  Chester  Duncan,  director  public  relations, 
KOIN,  Portland;  Mark  L.  Hass,  director  public  relations,  WJR,  Detroit; 
Michael  Hanna,  manager,  WHCU,  Ithaca,  N.  Y. 

BRITISH  RADIO  SETS  SURVIVE 

Only  10%  Silent  Despite  Lack  of  Replacement 

 Parts;  Tube  Production  Almost  Stopped  

CIVILIAN  radio  receivers  con- 
tinue to  operate  in  Britain  despite 

almost  three  years  of  severe  limi- 
tation on  replacement  parts,  ac- 

cording to  information  provided  by 
the  British  Supply  Council. 

No  new  sets  have  been  manufac- 
tured in  Britain  since  March, 

1941,  the  Council  said,  and  pro- 
duction of  tubes  has  virtually 

stopped  since  February  1941. 

Only  20%  of  Normal 
About  2,000,000  tubes,  approxi- 

mately 20%  of  the  normal  number 
consumed,  have  been  provided  in 
1941  and  1942.  Production  in  1943 
will  probably  remain  at  that  level. 
Many  of  the  tubes  available  are 
military  rejects  which  the  Gov- 

ernment passes  on  to  civilians. 

All  radio  components  are  con- 
trolled by  "Inter-Service"  Com- 
mittees representing  all  user  de- 

partments. Civilian  needs  are  met 
only  after  essential  users  are  cared 
for. 

There  is  no  rationing  of  the 
scanty  tube  allotment,  however. 
Existing  stocks  are  passed  on  to 
dealers.  Consumers  in  Britain  are 
so  conditioned  to  shortages  that 
the  public  itself  voluntarily  per- 

mits tubes  to  go  where  they  are 
most  vitally  needed. 
The  Supply  Council  estimates 

that  about  10%  of  civilian  radio 
sets,  totaling  9,000,000  before  the 
war,  are  now  out  of  operation 
because  of  part  shortages.  This 
figure,  however,  does  not  give  a 
true  picture  of  the  problems  Bri- 

tish radio  faces. 

Need  Increases 
Inasmuch  as  there  has  been  no 

production  of  new  sets  for  two  years 
demand  for  replacement  parts  in 
older  sets  has  increased  sharply. 
Further  need  for  parts  has  resulted 
from  bombings,  for  one  out  of  five 
British  homes  have  been  bombed 

out,  with  resulting  damage  or  de- 
struction to  radios.  Moreover,  im- 

ports, an  important  pre-war  source 
of  tubes,  are  now  cut  off. 

Radio  plays  an  important  war- 

TESTINGl 

Reach  a  big  chunk 
of  ILLINOIS  ...  do 

your  testing  thru  the 
DECATUR  station 

250  W.  1340.  Full  Time. 
Sears  &  Ayer,  Reps. 
How  can  we  help  you? 

SOY 

WHAT  STATION  IS 

"LISTENED  TO  MOST" 
BY  55.7%  OF  IOWA? 

Newest  survey  tells  all! 
The  biggest  and  best  of  the  famous 
"Summers-Whan"  surveys  on  Iowa  ra- 

dio   audiences.    Gives    oil    the  facts 
plainly,  impartially — listening  trends, 
station  and  program  preferences,  ef- 

fects of  age  and  education  on  listen- 
ing, etc.  Every  sales  executive  needs 

this  book.  Get  yours  today.  No  cost! 
Address  Dept.  S, 

CENTRAL  BROADCASTING  CO. 
Des  Moines,  Iowa 

(-GET THIS  BIG 

BOOK  TODAY! 
No  Cost 

No  Obligation 

time  role  in  the  islands,  for  news- 
papers are  now  reduced  in  size, 

theaters  close  early,  and  black- 
outs keep  the  people  indoors  when 

they  return  from  their  war  jobs. 
As  war  goes  on,  and  the  parts 

shortage  in  outmoded  sets  becomes 
more  serious,  Britain  reports  that 
thousands  of  more  sets  are  likely 
to  go  out  of  commission.  Only 
bright  side,  according  to  one  offi- 

cial, is  that  there  is  no  problem 

about  automobile  radios.  "We  sim- 
ply can't  drive  our  cars  for  lack 

of  petrol,  you  know,"  he  said. 

Walter  Teagle  Retires ; 

Gallagher  Is  Successor 
WALTER  C.  TEAGLE,  chairman 
of  the  board  of  Standard  Oil  Co. 
of  New  Jersey,  last  week  retired 
formally  from  that  position  under 
the  company's  age  limit  provisions 
providing  for  voluntary  retirement 
after  the  age  of  60  and  compulsory 
retirement  at  75.  Mr.  Teagle  will 
reach  the  latter  age  in  May,  1943. 

At  the  same  time  Mr.  Teagle  an- 
nounced election  of  R.  W.  Gal- 
lagher, Standard  Oil  vice-presi- 

dent in  charge  of  finance  and  a  di- 
rector, to  succeed  him  as  chairman 

of  the  board,  with  W.  S.  Farish 
continuing  as  president.  Also  re- 

tiring under  the  age  limit  rules  are 
E.  J.  Sadler,  operating  vice-presi- dent and  director,  to  be  replaced 
by  Wallace  E.  Pratt,  and  D.  L. 
Harper,  vice-president  in  charge 
of  sales  and  a  director.  Succeeding 
Mr.  Gallagher  as  vice-president  in 
charge  of  finance  is  Eugene  Hol- 

YES!  Portland's  industrial 
payroll  is  460%  (plus)  above 
normal.  Percentage  gain  In  re- 

tail sales — the  highest  in  the 
country — is  steadily  increasing. 

YES!  WGAN  advertisers  are 

establishing  new  sales  records 

in  Portland  and  Maine's  Major Markets. 

5000  WATTS — 560  KC 
CBS 

National  Representatives 
PAUL  H.  RAYMER  CO. 

^'^^  PORTLAND 
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IPA]\A  and  AGENCIES 

DENY  FTC  CHARGES 
CHARACTERIZING  Federal 
Trade  Commission  citations  against 
advertising  of  Ipana  tooth  paste 
as  "not  fair  and  accurate  repre- 

sentations", Bristol-Myers  Co., 
New  York,  makers  of  the  product, 
and  Padlar  &  Ryan  and  Young  & 
Rubicam,  agencies  servicing  the 
account,  in  a  joint  answer  last 
week  denied  the  complaints  filed 
Oct.  31  [Broadcasting,  Nov.  2]. 
The  answer  denied  that  Ipana 

toothpaste  was  a  cosmetic  prepa- 
ration as  defined  by  the  Federal 

Trade  Commission  Act,  and  that 
the  two  agencies  cited  had  par- 

ticipated in  disseminating  advertis- 
ing referred  to  in  the  complaint. 

Remainder  of  the  answer  as- 
sert that  quotations  used  by  the 

FTC  in  attacking  the  "Smile  of 
Beauty"  slogan  were  out  of  con- text. A  similar  defense  answered 

FTC  citations  of  Ipana's  "Ameri- 
can diet"  copy.  Respondents  reas- serted that  dentists  recommend  the 

product,  but  denied  representing 
that  it  will  prevent  decay,  or  that 
it  is  used  in  schools. 

PROMPTED  by  the  success  of  a 
radio  debate  contest  for  colleges, 
conducted  earlier  this  year  by  the 
American  Economic  Foundation  in 
cooperation  with  the  BLUE,  the 
organization  has  launched  a  second 
series,  through  its  regular  pro- 

gram, Wake  Up,  America.  Students 
of  185  universities  and  colleges 
representing  44  states  and  the 
District  of  Columbia  entered  the 
first  competition.  

WCOP  consis- 
tently receives 

testimonials  un- 
solicited from 

advertisers  .  .  . 
v/ant  to  see 
them? 

FOR  DEPARTMENT  STORES  ONLY 

KWKW,  Pasadena,  Styles  Tune-ln-Anytime  News 
 Commentaries  for  Retailers  

IN  A  SPECIAL  pitch  for  local  re- 
tail dry  goods  store  advertising, 

KWKW,  Pasadena,  Cal.,  designed 
and  is  currently  releasing  two  com- 

mentary programs  for  department 
stores.  It  also  handled  the  recent 
campaign  of  a  third  firm.  With 
coming  curtailment  of  the  number 
of  products  sold  by  stores  in  gen- 

eral, KWKW  anticipates  an  in- 
creased business  on  the  part  of 

the  larger  retail  stores,  according 
to  Marshall  S.  Neal,  general  man- 

ager. The  Broadway  Department 
Store,  long  a  user  of  radio  for  its 
Los  Angeles  and  Hollywood  stores, 
is  currently  utilizing  six-weekly 
45-minute  morning  news  periods  on 
behalf  of  its  Pasadena  store, 
Broadway-Pasadena. 

News  and  More  News 

Program  consists  of  an  initial 
20-minute  newscast  followed  by  a 
repeat  of  the  same  material  for 
the  remainder  of  the  contracted 
time.  Arrangement  allows  listen- 

ers to  tune  in  anytime  during  the 
three-quarter  hour  interval  and 
ride  the  news  around  to  its  begin- 

ning regardless  of  when  they  hap- 
pened to  dial. 

Second  department  store  user  of 
radio,  F.  C.  Nash  &  Co.,  sponsors 
a  six-weekly  quarter-hour  general 
commentary  with  Burritt  Wheel- 

er. The  15-minute  program  fea- 
tures an  old-fashioned  manner 

with  recounting  of  true  to  life 
episodes.  Commentary  which  start- 

ed Sept.  14  is  the  first  major  ra- 
dio venture  of  the  firm. 

Using  radio  in  a  ten-day  cam- 
paign to  promote  its  October  sale. 

Sears  Roebuck  &  Co.,  Pasadena, 
sponsored  twice  daily  newscasts  on 
KWKW,  Oct.  14-24.  To  achieve 
maximum  effectiveness,  that  sta- 

tion arranged  for  placement  of 
a  UP  teletype  in  the  store  win- 

dow. Morning  and  afternoon  15- 
minute  broadcasts  were  released 
from    the    display   window  with 

^^l^gj     BKITISH  COLUMMA 
LAND  OF  OPPORTUHITT 

BELONGS  ON  YOUR  SCHEDULE 
I 

VANCOUVER  CANADA 
i.  H.  McGILLVRA  (U  S.) 
H.  N.  STOVIN  (CANADA) 

loudspeakers  placed  for  conven- 
ience of  the  audience  gathered  in 

front  of  the  window. 
According  to  report  of  Sears 

Roebuck  officials,  the  campaign  en- 
abled that  store  to  outstrip  all 

others  in  the  Southern  California 
area.  It  also  increased  sales  over 
last  year  more  than  any  other 
store. 

Taught  by  Radio 
SPONSORED  broadcasts 
have  taught  her  and  her 
children  much,  declares  a 
mother  in  a  prize-winning 
letter  in  a  contest  sponsored 
by  The  Woman,  a  national 
magazine.  She  wrote  that 
among  other  things  they  be- 

came accustomed  to  brushing 
their  teeth  regularly,  going 

to  the  dentist's  on  schedule 
and  paying  attention  to  vita- 

mins. Grateful  for  what  com- 
mercials have  contributed  to 

rearing  of  her  children,  she 

criticised  the  article  "Radio's 
Plug-Uglies"  in  the  August 
Reader's  Digest.  Another  let- 

ter criticising  the  article  in- 
sisted that  the  educational 

and  entertainment  value  of 
the  programs  were  worth 
any  accompanying  ''plug 

ugly". Dispute  Settled CONTRARY  to  reports  that  WBYN, 
Brooklyn,  would  be  unable  to  broad- 
east  the  "Night  of  Stars"  celebration Ijoui  Madison  Square  Garden,  New 
York,  last  Tuesday  night,  because  of 
a  union  dispute  over  the  status  of 
the  WBYN  house  band,  the  station 
carried  an  exclusive  broadcast  from 
the  benefit  from  10  :30  p.m.-l  a.m.  Ac- cording to  William  Norins,  general 
manager  of  WBYN,  the  house  or- 

chestra continued  its  regular  broad- 
casts last  week,  and  the  reported  dis- 
pute seems  to  have  been  settled 

amicably.  Argument  is  said  to  have 
arisen  with  Local  802  of  the  Ameri- 

can Fedei-ation  of  Musicians  when 
WBYN  attempted  to  give  its  house 
band  an  eight-week  notice,  and  the 
union  refused  to  recognize  its  legality. 

JOHN  C.  WOODEN,  for  15  years  dis- trict manager  of  the  Des  Moines 
regional  ASCAP  office,  has  been  ap- 

pointed midwestern  supervisor  with 
offices  in  Chicago.  He  will  be  in  charge 
of  the  ASCAP  district  offices  in  Chi- 

cago, Cleveland,  Detroit,  Minneapolis, 

ANOTHER  LAUNCHING  in 
Henry  Kaiser's  home  town.  New 
studios  of  KXL,  Portland,  Ore., 
were  "launched"  recently  by  Mayor 
Earl  Riley  when  he  caressed  the 
noggin  of  Manager  Hal  Wilson 
with  a  bottle  of  champagne.  Wit- 

nesses and  principals  are  (1  to  r) : 
Mayor  Riley;  Dennis  Howard,  pro- 

duction manager;  H.  S.  Jacobson, 
commercial  manager;  backing  up 
Mr.  Wilson  is  his  secretary,  whose 
name  was  unfortunately  omitted. 

SERGEANT  IN  LONDON 

McClure  Sees  the  King  and 

 Makes  a  Call  at  BBC  

SGT.  KENNETH  McCLURE,  for- 
mer salesman  of  WFMJ,  Youngs- 

town,  is  finding  things  quite  lively 
in  London,  according  to  an 
INS  dispatch  printed  by  the 
Youngstown  Vindicator.  Turret 
gunner  in  a  Flying  Fortress,  Mr. 
McClure  recently  went  to  London 
on  a  weekend  leave. 

In  a  stroll  around  the  town,  he 
noted  some  excitement  at  Bucking- 

ham Palace.  Looking  in  on  pro- 
ceedings, he  found  King  George 

decorating  members  of  the  British 
armed  services.  "The  King  looked 
fine,"  Ken  told  an  INS  reporter 
who  interviewed  him.  "He  smiled 
and  shook  hands  warmly  with  the 
men  he  was  decorating."  Later  on Ken  visited  BBC  headquarters. 

The  sergeant's  bomber  is  nick- named Old  Faithful,  and  the  crew 
was  enjoying  leave  after  a  busy 
week  of  raiding  on  the  French 
coast.  "We  went  through  plenty  of 
flak  but  suffered  no  serious  dam- 

age," Ken  said.  "None  of  our  crew 

was  hit." 

Sgt.  McClure  was  inducted  last 
April,  and  was  graduated  from 
machine-gun  school  at  Las  Vegas, 
Nev.  His  home  is  in  South  Bend, 
Ind.  He  was  at  WBLK,  Clarksburg, 
W.  Va.,  before  joining  WFMJ  in 
1940. 

ANOTHER  WEEK— ANOTHER  $20,000,000 

Every  week  it  seems,  the  Big  Kaiser  Steel  Plant,  the  Gi- 
gantic Air  Depot,  the  Huge  Home-Building  Project, 

or  some  other  installation  announces  another  20-miIlion- 
dollar  expenditure  in  San  Bernardino.  With  a  35% 

increase  in  population  and  thousands  more  coming — 
well,  where  would  YOU  spend  your  Radio  Advertising dollar? 

KFXM 
SAN  BERNARDINO,  CALIF. 
SEE  THE  JOHN  BLAIR  MAN 
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I  Kate  Smith  Takes  Lead 

!In  Hooper  Day  Report 
THE  HOOPER  November  daytime 
report  of  weekday  programs  lists 
Kate  Smith  Speaks  in  first  place 
with  a  rating  of  8.4,  followed  by 

j  Big  Sister  with  8.3  and  When  a 
I  Girl  Marries  with  8.1.  Others  in  the 
'  list  of  "Top  10"  weekday  programs, 
in  order,  are  Road  of  Life,  Stella 
Dallas,  Right  to  Happiness,  Young 
Widder  Brown,  Our  Gal  Sunday, 
Romance  of  Helen  Trent  and  Por- 

tia Faces  Life. 
Not  included  in  this  list  are  the 

top  ranking  weekend  daytime 
shows  which  William  L.  Shirer 

I  leads  with  12.3,  followed  by  World 
News  Today,  rating  8.7.  Hooper 
also  reports  that  listening  to  spon- 

sored network  news  programs  on 
Sunday  Nov.  8,  the  day  after  the 
African  invasion,  increased  70% 
over  the  average  rating  for  these 
programs  on  Sunday,  Oct.  10. 

BLUE'S  BRITISH  DISCS 
Transcriptions  Are  Shipped 

 Across  Atlantic  

Benny  on  Camp  Tour 
WITH  the  weekly  NBC  Jack  Benny 
Show,  sponsored  by  General  Foods 
Corp.  (Grape-Nuts  Flakes)  to 
originate  from  Army  camps  and 
bases  in  the  eastern  area  for  the 
next  several  months,  program 
troupe  leaves  the  West  Coast  Dec. 
7  for  New  York.  Show  is  scheduled 
to  emanate  from  the  Vanderbilt 
Theatre,  New  York,  on  Dec.  13, 
with  future  itinerary  not  an- 

nounced at  press  time.  With  Phil 
Harris,  musical  director,  held  in 
Hollywood  by  Merchant  Marine 
duties,  and  Harry  James  signed  for 
an  MGM  film  starting  in  early 
December,  it  was  anticipated 
Benny  Goodman  would  assume  the 
musical  assignment  for  New  York 
originations.  Harry  James,  how- 

ever, remains  under  commitment 
for  two  appearances. 

KROY  Stock  Transfers 

UNDER  PROVISIONS  of  an  ap- 
plication filed  with  the  FCC  on 

Nov.  27,  Royal  Miller,  owner  of 
KROY,  Sacramento,  would  make  a 
voluntary  assignment  of  license  to 
a  partnership  comprising  himself, 
his  wife,  Marion  Miller,  Mr.  and 
Mrs.  L.  H.  Penney,  certified  public 
accountants,  and  Will  Thompson 
Jr.,  doing  business  as  Royal  Miller 
Radio.  Mr.  Thompson  is  general 
manager  of  the  station,  while  Mrs. 
Miller  has  heretofore  been  super- 

visor of  operations.  Under  the  pro- 
posed agreement,  Miller  and  his 

wife  would  each  retain  22%%  of 
the  stock;  Mr.  and  Mrs.  Penney 
would  acquire  22%%  of  the  stock 
for  $6,750  each;  Mr.  Thompson 
would  purchase  10%  for  $5,000. 

IN  LINE  WITH  its  policy  of  main- 
taining "no  hard  and  fast  regula- 

tion banning  transcriptions"  from 
the  network,  [Broadcasting,  Nov. 
23],  the  BLUE  is  currently  making 
plans  to  broadcast  the  sustaining 
Sunday  series  Britain  to  America 
via  transcriptions  shipped  to  this 
country  from  England.  Feeling  is 
that  programs  could  always  be 
heard  clearly,  if  recorded,  as  at- 

mospheric conditions  often  inter- 
fere with  its  transmission  from 

overseas. 
The  BLUE  tried  another  re- 

cording exneriment  on  Nov.  17 
when  the  Thompson-Dorazio  prize 
fight,  sponsored  by  Adam  Hats, 
was  interrupted  after  15  minutes 
to  allow  the  BLUE  to  present 
President  Roosevelt  speaking  from 
the  New  York  Herald-Tribune 
Forum.  At  the  close  of  the  chief 
executive's  talk,  an  announcer  gave 
a  resume  of  the  first  three  rounds, 
after  which  listeners  heard  the  re- 

maining seven  rounds  via  tran- 
scription. 

Would  Ban  Song 
DEMAND  THAT  the  popular 
song  "Praise  the  Lord  and  Pass  the 
Ammunition"  be  eliminated  from 
radio  broadcasts,  was  voiced  by  the 
Virginia  Methodist  Advocate  in  a 
recent  editorial.  "There's  no  deny- ing that  the  tune  is  a  catchy  one, 
but  the  words  are  not  a  credit  to 
America's  chaplains,"  the  paper  as- 

serts. "As  to  whether  the  song  is 
sacrilegious  may  be  a  debatable 
point,  but  the  fact  that  it  gives  an 
entirely  erroneous  conception  of  a 
chaplain's  activities  is  not  debat- 

able. .  .  .  Why  the  Federal  Govern- 
ment continues  to  allow  the  song  to 

be  sung  over  the  radio  is  something 
we  do  not  understand." 

WINS  Wage  Boost 
A  WAGE  INCREASE  of  $5  per 
man,  has  been  effected  for  the  nine- 
man  orchestra  and  leader,  Henry 
Sylvern,  of  WINS,  New  York,  sub- 

ject to  the  approval  of  the  War 
Labor  Board.  The  raise,  which  is 
retroactive  to  Oct.  1,  is  somewhat 
less  than  the  figure  originally  con- 

templated in  conjunction  with  the 
station's  projected  power  increase 
to  50,000  watts.  Following  WINS' decision  to  forego  an  increase  in 
power,  an  amicable  agreement  was 
reached  with  Local  802,  musicians' union,  on  a  lower  figure. 

Trans-Pac  Spots 
TRANS-PAC  SERVICES  Inc., 
New  York,  has  named  Irwin  Vladi- 

mir &  Co.,  New  York,  to  handle  all 
export  advertising  of  Ceregen 
Tonic,  Oca  Pink  Ovals  and  Cuajani 
Jordan  cough  syi'up.  Spot  an- nouncements are  used  for  all 
products  in  Mexico,  Puerto  Rico, 
Panama  and  Cuba,  with  a  special 
hour  program  on  Sunday  in  the 
latter  city  for  Cuajani  Jordan. 

DOROTHY  THOMPSON'S  short- wave broadcasts,  titled  Listen  Hans! 
and  directed  in  German  to  the  people 
of  the  Reicli,  have  been  edited  and  re- 

written and  incorporated  into  a  book 
just  published  by  Houghton  Mifflin, 
New  York. 

Bigger  Blue  Hookups 
UPWARD  TREND  in  the  average 
number  of  stations  used  by  com- 

mercial sponsors  on  the  BLUE, 
continued  in  November,  according 
to  a  report  made  last  week  by  Ed- 

ward Evans,  research  manager,  to 

Edgar  Kobak,  executive  vice-presi- 
dent of  the  BLUE.  Average  num- 

ber of  outlets,  per  program,  used 
for  the  evening  commercial  pro- 

grams on  the  BLUE  in  November 
was  89,  compared  with  84  in  Oc- 

tober and  80  in  September.  Figures 
exclude  Pacific  coast  programs. 
More  than  100  BLUE  stations  are 

used  by  14  of  the  network's  com- mercial programs. 

Ten  Music  Trucks 
GRAND  recreation  halls  and 
service  clubs,  but  no  musical 
instruments  was  the  sad  com- 

plaint of  Capt.  Torrey  T.  Mc- 
Kenny,  commandant  of  ca- dets of  Walnut  Ridge  Flying 
School,  Walnut  Ridge,  Ark., 
to  Jerry  Hoekstra,  director 
of  war  programs  of  KMOX, 
St.  Louis.  Hoekstra  promised 
to  do  something  about  it.  He 
explained  to  his  KMOX  lis- teners where  the  instruments 
were  needed.  He  called  Capt. 
McKenney,  who  arrived  with 
ten  trucks  to  collect  32  pi- 

anos, three  radios  and  three 
phonographs. 

RADIO  MEN  TO  GET 

SPECIAL  ARMY  CARD 
TO  FACILITATE  and  regulate 
news  coverage  in  the  event  of  en- 

emy action  within  the  Continental 
United  States,  the  War  Depart- 

ment Bureau  of  Public  Relations 
is  issuing,  through  Headquarters, 
Eastern  Defense  Command  and 
First  Army,  credential  cards  for 
use  during  enemy  action.  These 
credentials  will  be  issued  through 
the  public  relations  office  of  the 
Eastern  Defense  Command  to  ra- 

dio announcers,  production  men  and 
engineers  of  networks  and  radio 
stations  in  the  States  bordering  the 
Atlantic  Seacoast  from  Maine  to Florida. 

Distribution  of  credentials  to  the 
radio  industry  will  be  made  as  au- 

thorized by  the  War  Dept.  and  on 
the  following  basis:  Credentials  for 
six  men  will  be  issued  to  all  major 
networks  through  the  management 
thereof  and  not  through  their  prin- 

cipal or  key  stations;  credentials 
for  three  men  will  be  issued  to  all 
radio  stations  irrespective  of 
power.  Credential  cards  will  be  is- 

sued only  to  announcers,  produc- 
tion men  and  engineers  who  are 

nominated  by  the  managers  of  the 
networks  and  stations,  who  as- 

sume full  responsibility  for  the men  in  their  employ. 

State  and  municipal  authorities 
have  been  furnished  facsimile  cop- 

ies of  credential  cards  and  re- 
quested to  cooperate  with  the  Army 

in  facilitating  activities  of  accred- ited correspondents. 

You  can  still  sponsor 

DICK 

GILBERT 

on  WHN,  Monday  thru  Friday,  at  a  time 
when  he  has  the  largest  independent  station 
audience*  in  New  York  City. 

Dick  Gilbert  is  the  personality  who  brings  to  his 

programs  an  "infectious  gayety" — who  sells 

huge  volumes  of  merchandise,  because  he  "makes 
them  all  sound  such  extremely  civilized  and  pleas- 

ant things." He  has  a  truly  different  and  appealing  radio  pro- 
gram with  a  vast  and  loyal  audience  among  the 

iS, 398, 40i  people  in  W^HN^'s  coverage  area. 
As  of  today,  Dick  Gilbert  is  available  on  a  five- 
day-a-week  basis.  May  we  supply  you  with  further 
details?  The  complete  story  is  as  close  to  you 
as  your  telephone. 
♦Source;  C.  E.  Hooper 

CLEAR  CHANNEL 

BRyant  9-7800 

WHI 50,000  WATTS 
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KRAFT  MUSIC  HALL 

CUT   TO  HALF-HOUR 

ONE  OF  the  last  full  hour  pro- 
grams on  the  major  networks  will 

cut  its  format  to  a  half-hour  when 
Kraft  Cheese  Co.,  Chicago,  drops 
the  last  half-hour  of  the  Kraft 
Music  Hall  on  NBC,  effective  Jan. 
7,  1943.  Starring  Bing  Crosby,  the 
show  will  continue  to  feature  the 
same  supporting  cast,  and  will  still 
be  heard  on  87  NBC  stations  after 
the  shift  to  the  9-9:30  p.m.  period. 

Filling  the  half  hour  vacated  by 
Kraft  will  the  Sealtest  Rudy  Val- 
lee  show,  currently  heard  on  NBC 
Thursday  evenings,  10-10:30.  No 
replacement  for  the  latter  time  had 
been  announced  last  week  by  the 
network.  Agency  for  Kraft  is  J. 
Walter  Thompson  Co.,  Chicago, 
and  McKee  &  Albright,  Philadel- 

phia, handles  the  Sealtest  account. 
Robert  Brewster  is  agency  pro- 

ducer for  Music  Hall  with  Arnold 
Marquis  representing  NBC.  Car- 

roll Carroll  and  Emanuel  Manheim 
are  the  writers.  Ken  Carpenter  an- 

nounces. Kraft  Music  Hall  origi- 
nally started  as  a  two-hour  show. 

For  the  past  eight  years  it  has 
utilized  a  60-minute  spot  on  the 
network  each  week. 

Campana's  12th  Year 
A  DOZEN  years  of  continuous  broad- 

casting was  celebrated  on  the  Nov.  29 
program  of  First  Nighter,  sponsored 
on  MBS  by  Campana  Sales  Corp., 
Batavia,  111.  Currently  co-starring  Les 
Tremayne  and  Barbara  Luddy,  show 
has  given  early  radio  recognition  to 
such  cinema  attractions  as  Don 
Ameche,  Gale  Paige  and  Tyrone 
Power.  Original  cast  member  Eric 
Sagerquist  also  celebrates  his  12th 
anniversary  as  orchestra  leader  on  the 
program. 

GEORGE  FISHER,  Hollywood  film 
news  commentator  on  the  twice-week- 

ly CBS  sustaining  feature,  Holly- 
wood Whispers,  has  enlisted  in  the 

Army  and  reports  Jan.  1  for  offi- 
cers training. 

HHRTFORD 

\  m  HTT  5         HKAULEV  BF.ED  COMrAKY Susie  8115 

RECENT  NEWCOMERS  to  the  production  staff  of  NBC  Chicago  receive 
welcoming  handshake  from  Charles  C.  Urquhart,  manager  of  the  de- 

partment. Welcomed  as  full-fledged  producers  are  (1  to  r)  :  Arthur 
Jacobson,  former  NBC  actor;  Homer  Heck,  former  manager  of  WNAD, 
U  of  Oklahoma,  Norman,  Okla.;  Al  Morey,  former  comedy  writer  of 
NBC  Kraft  Music  Hall  and  Uncle  Walter's  Dog  House;  Wheeler  Wads- 
worth,  formerly  program  director  of  W51C,  Chicago. 

New  NBC  Setup 

{Continued  from  page  11) 

ments  in  present  day  sound  broad- 
casting practices."  The  committee is  also  instructed  to  work  with 

other  department  heads  on  "eco- nomic and  social  studies  related  to 
the  technical  phases  under  con- 

sideration" and  to  coordinate  its 
activities  with  those  of  other  RCA 
companies.  Noran  E.  Kersta,  direc- 

tors of  television,  is  secretary  of 
the  committee. 

Public  Service 

NBC's  public  service  activities, 
which  were  formerly  handled  by  a 
division  of  the  program  depart- 

ment, are  now  set  up  as  a  separate 
department  under  the  direction  of 
Dr.  Angell.  William  Burke  Miller, 
formerly  eastern  program  man- 

ager, has  been  appointed  manager 
of  the  public  service  department, 
which  is  responsible  for  all  NBC 
programs  "in  all  fields  of  national 
public  service  department,  which 
is  responsible  for  all  NBC  pro- 

grams "in  all  fields  of  national 
service,  including  education  and 
information,  religion,  public  dis- 

cussion and  forums,  special  pro- 
grams dealing  with  women's  and 

children's  interests  and  other  re- 
lated activities." 

This  department,  the  order 
states,  "shall  maintain  the  neces- 

sary contacts  in  the  public  service 

Secret  Weapon 

TELEVISION  today  is  a 
weapon  of  war.  Richard  W. 
Hubbell  of  CBS  television 
news  department  and  author 
of  the  recently  published 
i.,000  Years  of  Television,  de- 

scribed in  a  recent  broad- 
cast how  observation  posts 

were  set  up  in  the  "front 
lines",  enabling  officers  at 
headquarters  to  observe 
events  as  they  happened. 

"He  kept  in  training  by  tuning 
WFDF  Flint  Michigan  at  six 

o'clock  every  morning" 

field  of  broadcasting  and  will  util- 
ize all  of  the  resources  of  the  com- 

pany for  the  development  and  ex- 
tension of  the  company's  contri- 

bution to  the  national  welfare." 
It  will  collaborate  with  the  pro- 

gram department  in  creating  and 
producing  such  programs  and  will 
call  on  the  music  division  of  the 

program  department  for  coopera- 
tion in  developing  public  service 

programs  dealing  with  music. 
Personnel  of  the  public  service 

department,  in  addition  to  Mr. 
Miller,  are:  Sterling  Fisher,  direc- 

tor of  the  Inter-American  Univer- 
sity of  the  Air;  Max  Jordan,  di- 

rector of  research  for  the  Inter- 
American  University  of  the  Air; 
Doris  Corwith,  public  service  lec- 

turer; Margaret  Cuthbert,  direc- 
tor of  women's  and  children's  pro- 

gams;  Dwight  Herrick,  assistant 
in  the  department. 

Spot  Sales 
National  spot  sales,  formerly  a 

division  of  the  stations  depart- 
ments, is  established  as  a  separate 

department.  James  V.  McConnell, 
its  manager,  will  report  to  the 
vice-president  and  general  man- 

ager. William  0.  Tilenius,  assist- 
ant maanger  of  the  national  spot 

sales  department,  will  supervise 
spot  sales  in  the  eastern  district 
and  both  spot  and  local  sales  of 
WEAF,  New  York. 

National  spot  sales  activities  at 
division  points  will  be  under  the 
direction  of  the  national  manager, 
with  immediate  supervision  being 

given  by  divisional  vice-presidents. 
The  department's  offices  at  Cleve- land and  Boston  will  continue  to 
report  to  the  national  manager. 
Local  sales  activities  in  Denver, 
Cleveland,  San  Francisco  and 
Washington  will  be  directed  by 
the  station  managers,  while  the 
spot  sales  offices  in  New  York  and 
Chicago  will  handle  local  sales  in those  cities. 

Other  changes  in  the  organiza- 
tion setup  include  the  following: 

A.  L.  Ashby,  vice-president  and 
general  counsel,  henceforth  reports 
to  the  president,  John  McKay, 
manager  of  the  press  department, 
reports  to  the  vice-president  and 
general  manager.  In  the  absence  of 
the  vice-president  and  general  man- 

ager, Mr.  Hedges  will  have  charge 
of  the  operations  of  NBC. 

John  H.  MacDonald,  formerly  as- 
sistant treasurer,  has  been  ap- 
pointed to  the  newly  created  post 

of  financial  officer,  with  the  treas- 
urer, controller,  personnel  director 

and  manager  of  the  general  service 
department  reporting  directly  to 
him. 

Station  Operations 
The  vice-president  and  general 

manager  will  be  responsible  for 
operations  of  the  network's  M  &  0 
stations  —  WEAF,  New  York; 
WTAM,  Cleveland;  KOA,  Denver 
—  while  the  vice-presidents  in 
charge  of  the  Washington  office 
and  central  and  western  divisions 
will  supervise  the  operations  of 
WRC,  Washington;  WMAQ,  Chi- 

cago, and  KPO,  San  Francisco, 
respectively. 

William  C.  Roux,  national  spot 
sales  promotion  manager,  reports 
to  the  national  manager  of  spot 
sales,  coordinating  his  activities 
with  the  director  of  advertising 
and  promotion.  In  Cleveland,  Den- 

ver, San  Francisco  and  Washing- 
ton, station  managers  will  direct 

their  own  local  promotion.  In  New 
York,  the  WEAF  sales  promotion 
manager  will  report  to  Mr.  Roux. 

In  Chicago,  the  local  sales  pro-" 
motion  for  WMAQ  will  be  admin- 

istered by  the  central  division  sales 
promotion  manager,  in  coordina- 

tion with  the  Chicago  spot  sales 
manager  and  Mr.  Roux.  Station 
managers  will  handle  their  own 
local  sales  promotion,  subject  to 
the  approval  of  the  national  spot 
sales  promotion  manager. 

Comedy  for  Caravan 
AS  THE  RESULT  of  a  canvass  of 
servicemen's  preferences,  conducted 
by  the  five  traveling  units  of  the 
Camel  Caravan,  the  Caravan  Hour 
last  week  adopted  a  new  policy  call- 

ing for  comedy  as  a  regular  fea- 
ture. At  least  four  comics  will  be 

heard  on  the  CBS  series,  in  addi- 
tion to  music  by  Xavier  Cugat  and 

guest.  The  survey,  which  revealed 
that  comedy  was  just  as  popular 
with  the  armed  forces  as  music, 
was  made  by  managers  of  the 
Caravan  show  units,  touring  the 
country's  military  centers  to  enter- 

tain the  soldiers,  sailors  and  ma- 
rines. R.  J.  Reynolds  Tobacco  Co., 

Winston-Salem,  N.  C,  sponsors  the 
Caravan  Hour.  Wm.  Esty  &  Co., 
New  York,  is  agency. 
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WFBL,  Syracuse,  now  has  four  men 
qualified  for  the  Twenty  Year  Club. 
Those  who  have  been  with  WFBL 
since  the  station  first  went  on  the  air 
are :  Samuel  "Woodworth,  general 
manager ;  Charles  Phillips,  commer- 

cial manager ;  Bob  Aller,  control 
room  operator  and  Lt.  Col.  Al  Marcy, 
now  serving  in  the  Signal  Corps  in 
Hawaii.  WFBL  will  mark  its  21st 
birthday  on  Feb.  6,  1943. 

RUSH  HUGHES,  of  KWK,  St. 
Louis,  who  conducts  two  recorded 
programs  daily,  totaling  2  hours  and 
45  minutes,  has  offered  to  act  as  a 
clearing  house  for  listeners  who  de- 

sire to  send  Christmas  greetings  to 
their  favorite  orchestra  leaders  who 
may  now  be  in  the  armed  services. 
WITH  the  establishment  of  a  new 
Servicemen's  center  in  St.  Paul,  KSTP has  taken  over  the  job  of  keeping  it 
supplied  with  regular  news  bulletins, 
bringing  to  three  the  number  of  places 
locally  supplied.  The  others  are  St. 
Paul  Athletic  Club  and  Golden  Rule 
Department  Store,  also  serviced  by 
direct  wire. 

MILITARY  SERVICE  depleted 
NBC's  five  divisions  by  21  more  em- ployes during  October,  bringing  the 
total  number  of  men  and  women  in  war 
service  to  404.  Of  the  October  depar- 

tures. 12  were  from  Xew  York,  five 
from  San  Francisco,  two  from  Chicago 
and  one  each  from  Denver  and  Holly- wood. 

WLS.  Chicago,  has  started  Bitnkhouse 
Jamhoree,  a  program  of  recorded  vari- 

ety music  broadcast  3-5  a.m.  daily. 
Jerry  Campbell  is  m.e. 

KHUB,  Watsonville.  Cal.,  is  airing  a 
new  request  program.  Hi  Yah  Soldier, 
for  benefit  of  nearby  Army  camps.  Re- 

quests must  be  from  a  soldier  or  for 
one.  Program,  which  includes  interest- 

ing squibs  from  camp  life,  is  conducted 
by  Yvonne  Dale. 

WCCO,  Minneapolis,  annual  award  for 
the  best  presentation  of  radio  news  in 
high  school  newspapers  has  just  been 
presented  to  St.  Paul  Central  High 
School  for  the  column  "Xet-Works",  by Barbara  Maccoubrey  and  Ethelind 
Krawetz. 

EVERY  TIME  the  call  letters  of 
WIBG,  Glenside,  Pa.,  go  on  the  air, 
they  are  followed  by  the  words  :  "What 
are  you  doing?"'  Started  Nov.  29,  the sentence  is  a  build-up  teaser  for  the 
Dec.  7  call-letter  plugs,  which  *iU 
read :  "One  year  ago  today,  the  Japs attacked  your  country  and  you.  What 
are  you  doing  about  it?" 
PROPER  CARE  of  animals  is  stres- 

sed on  the  weekly  quarter-hour  broad- 
east  over  WIL,  St.  Louis,  by  the  Hu- 

mane Society  of  Missouri.  A  descrip- 
tion of  dogs  being  held  at  the  Society's 

shelter  awaiting  owners  to  claim  them, 
is  also  included  on  each  program. 

THE  WAR  forced  cancellation  of  a 
dual  anniversary  celebration  by 
WFBL,  Syracuse,  of  its  18th  year 
m  the  Onondaga  Hotel,  and  21st  year 
on  the  air.  However,  two  features 
survived  :  17  big  billboards  around  the 
city  tell  the  story ;  each  board  fea- 

tures two  of  WFBL's  program  head- 
liners,  giving  34  sponsors  a  plug.  Dou- 

ble width  car-cards  also  tell  of  the 
station's  anniversary. 

SUGAR  RATIONING  and  the  prospect  of  other  material  shortag'es  did 
not  deter  Grennan  Bakeries  from  starting  an  ambitious  regional  pro- 

motion plan  by  sponsoring  two  quarter-hours  of  the  Saturday  night 
radio-stage  show  Brush  Creek  Follies,  on  KMBC,  Kansas  City.  Signing 
the  contract  is  D.  W.  Elliott,  vice-president  of  Purity  Baking  Co., 
Grennan's  parent  concern.  Looking  on  (1  to  r)  are:  Sam  H.  Bennett, 
KMBC  sales  director;  Charles  R.  Loyd,  manager  of  Kansas  City  Grennan 
plant;  C.  H.  Carlson,  Grennan  divisional  sales  manager;  Arthur  H. 
Frost,  Grennan  Kansas  City  sales  manager. 

Christmas  Payoff 
MIKE-MEN  at  KDB,  Santa 
Barbara,  gasped  the  other 
afternoon  when  the  local  an- 

nouncer concluded  a  spot 
with  the  words,  "Be  wise  .  .  . 
it  pays  to  shop  early  for 
Christmas."  "It  pays  to  be 
ignorant!"  boomed  a  network 
voice,  announcing  the  title  of 
the  program  to  follow. 

WOL,  Washington,  has  sent  more 
than  1,500  pieces  of  sheet  music  and 
orchestrations  to  men  in  the  service 
since  Dec.  7,  1940.  Some  orchestras 
have  been  about  to  leave  for  foreign 
shores  at  the  time  of  their  requests  for 
music. 
FORMER  EMPLOYES  of  WW  J  and 
the  Detroit  Xews  now  in  the  armed 
services  will  be  kept  informed  of  hap- 

penings at  the  station  and  the  paper 
by  means  of  a  small  newspaper,  with 
no  specified  date  of  issuance.  Locations 
of  the  men  in  service  will  be  pub- 

lished, insofar  as  permissible. 
MARKING  the  beginning  of  its  third 
year  of  broadcasting,  Spirit  of  '42, CBS  program  on  Dec.  5  assumes  the 
title  Spirit  of  '43.  Series  continues  to feature  music  by  service  bands  and 
documentary  broadcasts  from  military 

posts. FAMOUS  speeches  transcribed  for  the 
recorded  library  of  KDYL,  Salt  Lake 
City,  are  being  loaned  to  the  philosonhv 
and  history  classes  of  the  U  of  Utah 
for  class  and  seminar  work. 

BROADCASTING  and  public  address 
system  equipment,  provided  by  KNX, 
has  been  installed  at  Hollywood  Can- 

teen under  supervision  of  Les  Bowman, 
western  division  chief  engineer  of  CBS. 
Equipment  will  provide  permanent 
facilities  for  the  many  programs  broad- 
east  from  the  service  men's  canteen. 
WWVA,  Wheeling,  recently  turned  its 
announcers  into  Jamhoree  entertainers, 
with  each  member  of  the  production 
staff  singing  an  oldtime  hill-billy  song, 
accompanied  by  one  of  the  WWVA 
acts.  The  announcers  drew  a  record 
crowd  and  received  an  ovation  despite 
their  inexperience.  WWVA  Jamhoree 
has  presented  500  consecutive  shows 
since  1933. 

WHEN  a  P-38  pursuit  plane  on  tour 
arrived  at  Riverside.  Cal.,  on  the  an- 

niversary of  KPRO,  the  station 
capitalized  on  the  fact  that  the  date 
was  also  the  opening  of  the  second 
front  in  Africa  by  arranging  to  allow 
everyone  buying  War  Bonds  and 
Stamps  to  autograph  the  log-book  of 
the  plane.  W.  L.  Gleeson,  president, 
and  Howard  Ray,  manager,  super- vised the  affair. 

WALTER  WINCHELL,  BLUE  com- 
mentator, celebrates  the  tenth  anni- 

versary of  his  Sunday  night  radio 
broadcasts.  Dee.  4.  He  is  currently 
sponsored  by  Jergens  Co.,  Cincinnati 
(Jergens  Lotion)  through  Lennen  & 
Mitchell.  New  York. 

^^^pyy
^y^for

  the  Red 
 River FARGO,  N.  D.    •   5000  watts    •  NBC 

Ask  your  Agency  to  ask  t/ie  Colonel! 
^FREE       PETERS,  Inc.,  National  Representatives 

KMOX  Names  Gornwell 

BLAINE  CORNWELL  has  been 
appointed  program  director  of 
KMOX,  St.  Louis,  it  has  been  an- 

nounced by  Merle  S.  Jones,  general 
manager.  He  replaces  Chester 
(Tiny)  Renier,  who  is  now  with 
CBS  New  York.  Cornwell  joined 
KMOX  in  November,  1941,  and 
has  been  production  manager  for 
the  last  several  months.  He  began 
his  radio  career  in  1929  with 
WRC,  Washington,  and  subsequent- 

ly served  at  WFBR,  KVOO  and 
KXOK. 

JOHNNY  LONG
 

records  for 

LANG-WORTH 

That  Certain 

Something 

Experienced  advertisers  know  that 
some  stations  have  the  ahility  to  do 
an  nnbelievable  selling  job,  while 
other  stations  never  make  the  ̂ ade. 
WAIR  is  one  of  the  outstanding 
monev-making    stations    of  America. 

WAIR 

Winston-Salem,  North  Carolina 

KFMB,  San  Diego,  Cal. 

with  huge  number  of  news- 
casts, your  service  takes  care 

of  all  our  needs  .  .  .  your 

programs  are  well  written. Ed.  CunnifF, 
Commercial  Manager. 

The 

CLEVELAND 

ORCHESTRA 
Broadcasts 

A  NEW  SERIES  OF  WORLD-WIDE 
RADIO  CONCERTS 

SATURDAYS  5^°  6"  "E.W.T. 
Over  the  Columbia  Broadcasting  System  and 

Short-Wave  Around  the  World 

Sponsored  by  Radio  Station  W-G-A-R  Cleveland 
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

 NOVEMBER  21  TO  NOVEMBER  27  INCLUSIVE  

Decisions  .  .  . 
NOVEMBER  21 

W45BR,  Baton  Rouge,  La.— Granted  li- cense to  cover  CP. 
W69PH,  Philadelphia— Granted  license to  cover  CP. 

NOVEMBER  24 
WAPI,  Birmingham — Granted  modifica- tion CP  for  approval  of  directional  antenna. 
KBTM,  Jonesboro,  Ark. — Granted  modi- 

fication of  license  to  increase  power  from 
100  to  250  w,  N. 
KYA,  San  Francisco — Set  for  hearing 

application  for  modification  of  license  to 
move  main  studio  from  San  Francisco  to 
Palo  Alto,  Cal. 
KEX,  Portland,  Ore. — Denied  special 

service  authorization  for  10  kw.  trans- 
mitter and  10  kw  power  with  present 

vertical  antenna,  until  Jan.  1,  1943  (pres- 
ent assignment,  1190  kc,  5  kw  power,  un- 

limited) .  Set  for  hearing  application  for 
CP  new  transmitter  and  increase  from 
5  to  50  kw. 
Granted  temporary  renewal  of  license 

to  Jan.  1,  1943:  KTUL  WALA  WCBA 
KQV  KARM  KCRC  KDTH  KEVE  KFMB 
KGCX  KGIR  KINY  KLO  KPRO  WAAB 
WDBC  WHK  WHOM  WOKO  WQBC 
WWRL  KBST  KCMC  KCRJ  KGEZ  KGFW 
KGGF  KGKL  KHBC  KHBG  KID  KIEM 
KPLT  KRBA  KRBC  KVGB  KWFC 
KWKH  KXL  WBBZ  WBNX  WBRW 
WCAZ  WCBT  WCOC  WCOP  WEDC 
WFCI  WFIN  WFPG  WFTC  WGES  WING 
WJBW  WLBJ  WLOF  WMRO  WNBZ 
WOCB  WSPB  WTEL  WTRC  W5XAU 
W9XLA  W8XO  WRUL. 

Granted  temporary  renewal  of  license 
to  Feb.    1,    1943:   KBUR   WCRS  WSYB. 
KPAS,  Pasadena — Granted  modification 

CP  for  approval  directional  antenna,  con- 
ditional upon  protection  other  station  as- 

signments on  1110  kc. 
KFAB,  Lincoln;  WBT  Charlotte; 

WBBM,  Chicago;  WJAG,  Norfolk,  Neb. 
— Set  for  further  hearings  applications  of 
(1)  KFAB  for  CP  to  install  new  trans- mitter and  directional  antenna  for  night 
use,  change  transmitter  and  studio  loca- 

tion from  Lincoln  to  Omaha,  and  change 
from  780  kc,  10  kw.  simultaneously  day 
and  sharing  night  with  WBBM;  (2)  WBT 
for  CP  install  directional  antenna  night 
and  change  transmitter  location;  (3) 
WBBM  for  modification  of  license  on  780 
kc.  with  50  kw.,  from  simultaneously  day- 

time and  sharing  night  with  KFAB,  to 
unlimited  time;  (4)  WJAG  for  CP  to  in- 

stall new  antenna  and  change  operating 
assignment  from  1090  kc,  1  kw.,  limited 
to  local  sunset  at  WBAL  and  KTHS.  to 
780  kc.  1  kw.  daytime  only. 
WSAY,  Rochester,  N.  Y.— Granted  modi- 

fication of  CP  authorizing  change  in  fre- 
quency, increase  in  power,  installation  of 

directional  antenna  for  day  and  night  use, 
new  transmitter,  move  of  transmitter  and 
extension  completion  date  to  May  1,  1943. 
WRDO,  Augusta,  Me. — Granted  postpone- ment hearing  on  CP  to  Dec.  18. 
WDSU,  New  Orleans;  WMIS,  Natchez; 

WGRM,  Greenwood,  Miss. — Denied  motion 
to  continue  hearing  set  for  Dec.  9  ;  granted 
motion  to  take  depositions,  and,  on  Com- 

mission's own  motion,  issues  supplemented relative  to  license  renewal  for  WMIS, 
WGRM. 

NOVEMBER  25 
WHKC,  Columbus,  O. — Denied  motion  for 

continuance  of  hearing  on  CP  set  for 
Dec.  16. 
NEW,  J.  C.  Kaynor,  Ellensburg,  Wash. 

— Denied  petition  to  defer  action  on  appli- cation for  CP  for  new  station. 
WLW,  Cinncinnati — Denied  motion  for 

leave  to  strike  hearing  issues  from  appli- 
cation foi"  modification  of  licf^nse.  On 

Commission's  own  motion  granted  leave  to amend  application  and  strike  hearing  is- 
sues 6,  7,  8  from  amended  application. 

KWG,  Stockton;  K.  ROY,  Sacramento — 
Granted  dismissal  without  prejudice  of 
applications  for  CP. 
NEW,  Olympic  Broadcasting  Corp., 

Bremerton,  Wash. — Granted  dismissal  with- 
out prejudice  of  application  for  CP  for 

new  station. 
WTNJ,  Trenton,  N.  J.— Granted  petition to  continue  consolidated  hearing  until  Dec. 

21.  with  WCAM,  Camden,  and  WCAP, 
Asbury  Park,  for  renewal  and  modification 
of  licenses. 

Applications  .  .  . 
NOVEMBER  27 

WCAR,  Pontiac,  Mich. — Special  service 
authorization  to  ooerate  7  a.m.  to  'ocal 
sunrise  during  Dec,  1942;  Jan.,  Feb., 
March,  1943,  with  power  250  w,  1130  kc. 
NEW,  Crosley  Corp.,  Mason,  O. — CP  for new  international  broadcast  station  to 

operate  on  6080,  9590,  11710,  15250,  17800 
and  21650  kc,  with  power  200  kw.,  A3 Emission. 
WSJS,  Winston-Salem,  N.  C— License 

to  use  present  licensed  RCA  250-D  trans- mitter as  auxiliary  transmitter  with  power 
of  250  w,  600  kc. 
KROY,  Sacramento — Voluntary  assign- 

ment of  license  from  Royal  Midler  to 
Royal  Miller,  Marion  Miller,  L.  H.  Penney, 
Gladys  W.  Penney,  Will  Thompson  Jr.,  do- 

ing business  as  Royal  Miller  Radio. 
WTOC,  Savannah,  Ga.— Modification  of 

CP  for  antenna  and  increase  in  power ; 
extension  completion  date  to  Feb.  15,  1943. 
KBTB,  Duluth,  Minn. — License  to  cover 

CP  for  move  of  transmitter  of  relay  broad- cast station. 
KHSL,  Chico,  Cal. — License  to  cover  CP 

for  increase  in  power,  installation  of  di- rectional antenna. 

Tentative  Calender  .  .  . 

KWG.  Stockton,  Cal.— CP  for  1230  kc, 250  w,  unlimited.  (Nov.  30) 
NEW,  Wilkes-Barre  Broadcasting  Co.; 

Central  Broadcasting  Co. ;  Northeastern 
Penn.  Broadcasters;  Key  Broadcasters, 
Wilkes-Barre — Further  hearings  on  CP 
1240  kc,  250  w  unlimited,  using  facilities 
of  WBAX.  (Nov.  30) 
WTNJ,  Trenton — Further  hearng  on  re- 

newal and  modification  of  license  (Dec.  2). 
WCAM,  Camden — Further  hearing  on  re- newal and  modification  of  license  (Dec.  2). 
WCAP,  Asbury  Park — Further  hearing on  renewal  and  modification  of  license 

(Dec  2). 
WGAR,  Cleveland;  WHBC,  Canton; 

WADC,  Tallmadge,  O. — Further  consoli- 
dated hearing  on  applications  for  CP. 

Other  participant,  WCAU,  Philadelphia (Dec  11). 

McNary  to  Air  Forces 

JAMES  C.  McNARY,  head  of  the 
Washington  radio  engineering  firm 
of  McNary  &  Wrathall,  has  been 
commissioned  a  major  in  the  Army 

Air  Forces  and 
has  been  assigned 
to  duty  at  the  Air 
Forces  Training 
Center  at  Miami. 
Major  McNary 
was  technical  di- 

rector of  the 
NAB  during  the 

period  1933  -  35. Before  receiving 

his  present  com- 
mission, Maj.  Mc- 

Nary had  been  called  in  as  consul- tant numerous  times  in  recent 
months  by  the  armed  services  _  in 
connection  with  radio  engineering 

problems. 

Maj.  McNary 

THE  FOUR  major  networks  will  all 
carry  broadcasts  this  year  from  the 
annual  meeting  of  the  National  Assn. 
of  Manufacturers,  to  be  held  Dec.  2-4 
at  the  Hotel  Waldorf-Astoria,  New York. 

Retail  Group  Meeting 
PLEDGES  by  stations  on  behalf  of 
the  NAB  Retail  Promotion  Com- 

mittee have  been  received  from 
164  stations,  according  to  the  NAB. 
The  list  includes  28  promised 
pledges.  The  committee  meets  Nov. 
30  in  Chicago,  with  Chairman  Paul 
W.  Morency,  of  WTIC,  Hartford. 

RADIO     FAMILY     JONES  —  In 
case  Webster  C.  J.  Jones,  studio 

engineer  of  KLZ  Denver,  couldn't show  up  for  work  some  morning, 
his  wife  Gwendalyn  could  take 
over  his  duties.  Like  her  husband, 
she's  had  years  of  experience  as  a 
"ham"  operator  and  possesses  first 
class  telephone  and  second  class 
telegraph  commercial  licenses.  She 
has  taught  a  radio  defense  class  in 
code  and  theory  in  Denver.  Her 
station,  W9RXM,  shown  here,  is  a 
750  watt  phone  and  cw.  transmitter 
which  she  built  herself.  Both  Gwen- 

dalyn and  her  husband  (W9M0I) 
were  members  of  the  Army  Ama- 

teur net.  With  them  is  their  eight- 
year-old  son,  Marquez,  who  copies 
code  at  8  words  per  minute. 

CONTROL 
M 

i  ROOM 

JIM  SHANNON,  engineer  of  WOR, 
New  York,  has  resigned  to  enter  the 
Navy  as  a  lieutenant.  He  is  re- 

placed by  Davis  .Joseph  Connor. 

JACK  HODGKINSON  and  Don  Hap- ner,  of  the  engineering  staff  of  WHIG, 
Dayton,  recently  became  fathers  of  a 
girl  and  boy,  respectively. 
DOUGLAS  (Pinky)  KAHLE,  of  the 
engineering  staff  of  KOA,  Denver, 
on  Dec.  5  joins  the  Army-Navy  Com- munications Production  Expediting 
Agency  in  Washington. 
LT.  COL.  ALFRED  R.  MARCY, 
former  chief  engineer  of  WFBL,  Syra- 

cuse, now  stationed  in  Hawaii,  has 
passed  up  promotion  to  full  colonelc.y 
to  transfer  to  the  Signal  Corps — and radio. 

RUSS  IRELAND,  formerly  newscas- ter of  KTMS,  Santa  Barbara,  has 
joined  KDB,  same  city,  as  engineer- announcer. 

GLEN  BRONNER,  formerly  techni- 
cian of  KGFJ,  Los  Angeles,  has 

joined  KFAC,  that  city,  in  a  similar 
capacity.  He  replaces  C.  B.  Mc- Knight,  technician,  who  joined  CBS 
Hollywood. 
JOHN  BEESTON,  research  engineer 
of  WHO,  Des  Moines,  is  back  after 
several  weeks  at  WOC,  Davenport,  as- 

sisting with  equipment  installations. 
JOHN  DURANTE,  formerly  of  the 
engineering  staff  of  KIDO,  Boise,  is 
now  working  in  a  research  laboratory 
on  radio  equipment  at  Wright  Field, 
Dayton,  O. 
RICKER  BODHOLDT  has  joined 
NBC  Chicago  as  an  apprentice  engi- neer. 

WILLIAM  LORAINY,  engineer  of 
WFIL,  Philadelphia,  was  inducted  in- to the  Army  Nov.  20. 
FREDERICK  E.  LOWELL,  former- 

ly with  Muzak  Corp..  WNBC,  Hart- ford, and  WOLB,  Hyannis,  Mass., 
has  joined  WINS,  New  York,  as  con- trol engineer. 
WESLEY  CRAIG,  technician  -  an- nouncer of  KERN,  Bakersfield,  Cal., 
is  the  father 'of  a  girl  born  Nov.  16. 
GRANT  CAREY,  transmitter  engi- 

neer of  WBT,  Charlotte,  is  the  father 
of  a  boy  born  Nov.  15. 

Network  ̂ ccovnts 
All  time  Eastern  Wartime  unless  indicated 

New  Business 

McCOLL-FRONTENAC  Oil  Co.  Ltd., 
Toronto  (gasoline  and  oil)  on  Nov.  28, 
started  Metropolitan  Opera  on  35  Cana- 

dian Broadcasting  Corp.  stations.  Sat.  2-5 
p.m.  Agency:  Ronald  Adv.  Agency,  Mon- 
treal. 
WHEELING  CORRUGATING  Co..  Wheel- 

ing, (Subsidiary  of  Wheeling  Steel  Corp.) 
(war  industry),  on  Tues.,  Nov.  24,  11:45 
a.m. -12 :15  p.m.  sponsored  one-time  broad- 

cast of  "E"  award  ceremonies.  Agency: Critchfield  &  Co.,  Chicago. 
KELLOGG  Co.,  Battle  Creek  (Pep),  on 
Jan.  4  starts  fivp-minute  pa^ticinat'on  in Breakfast  at  Sardi's,  on  13  BLUE  Pacific 
stations,  Mon.  thru  Fri..  9 :30-10  a.m. 
Agency:  Kenyon  &  Eckhardt,  N.  Y. 

Renewal  Accounts 

BORDEN  Co..  New  York  (Horton's  Ice Cream),  on  Dec.  14  renews  for  39  weeks 
Bulldog  Drummond  on  207  MBS  stations, 
Mon.,  8 :30-9  p.m.  Agency :  Young  &  Rubi- cam,  N.  Y. 
WESTERN  CONFERENCE  of  Teamsters, 
Los  Angeles  (labor  union),  on  Nov.  23 
renewed  for  13  weeks  Curtain  America  on 
38  Don  Lee-Mutual  We=t  Coast  stations, 
Mon.  6:30-7  p.m.  (PWT).  Agency:  Clar- ence B.  Juneau  Agencies,  Los  Angeles. 

Network  Changes 

NEIGHBORS  OF  WOODCRAFT,  Port- 
land, Ore.  (insurance),  on  Nov.  22  shifted 

Grandpappy  &  His  Pals,  on  25  BLUE 
Western  stations,  from  Sun.,  9-9:30  p.m., 
to  2-2:30  p.m.  (PWT).  Agency:  Showalter 
Lynch  Adv.,  Portland. 
AMERICAN  CIGARETTE  &  CIGAR  Co., 
New  York  (Pall  Mall),  on  Nov.  30  shifts 
Gracie  Fields  on  BLUE  stations,  Mon. 
thru  Fri.,  9:55-10  p.m.  (EWT).  from  New 
York  to  Hollywood.  Agency:  Ruthrauff  & 
Ryan  Inc.,  N.  Y. 
KRAFT  CHEESE  Co.,  Chicago  (cheese 
and  salad  dressing),  on  Jan.  7,  1943,  shifts 
Kraft  Music  Hall  on  87  NBC  stations, 
Thurs.,  from  9-10  p.m.  to  9-9:30  p.m. Agency :  J.  Walter  Thompson  Co.,  Chicago. 
SEALTEST  Inc.,  New  York  (milk  and 
ice  cream),  on  Jan.  7  1943,  shifts  Sealteat 
Rudy  Vallee  program  on  68  NBC  stations, 
Thurs.,  from  10-10:30  p.m.  to  9:30-10 
p.m.  Agency:  McKee  &  Albright,  Phila- delphia. 
MILES  LABS.,  Elkhart,  Ind.  ( Alka-Seltzer 
and  One-A-Day  vitamins),  on  Nov.  23 
added  95  stations  to  News  of  the  World, 
7:15-7:30  p.m.  on  NBC,  making  a  total  of 
126  stations.  Agency:  Wade  Adv.  Agency, Chicago. 

Waring  Show  Re-Titled 
WITH  SERVICEMEN  now  build- 

ing the  five-weekly  NBC  show. 
Pleasure  Time,  the  series  has  been 
renamed  Victory  Tune  Time.  Selec- 

tions played  by  Fred  Waring  and 
his  orchestra,  glee  club  and  solo- 

ists, are  chosen  by  balloting  the 
personnel  of  the  military  training 
center  to  which  each  broadcast  is 
dedicated.  Sponsored  by  Liggett  & 
Myers  Co.,  New  York,  on  behalf  of 
Chesterfield  cigarettes,  the  pro- 

gram is  aired  on  NBC  Monday 
through  Friday  at  7  p.m.,  with  re- 

peat performance  for  Pacific  Coast listeners  at  11  p.m.  Agency  is 
Newell-Emmett  Co.,  New  York. 

OWI  Consultants  Meet 
FOLLOWING  his  return  from  dis- 

trict NAB  meetings  that  took  him 
to  the  West  Coast,  William  B. 
Lewis,  chief  of  the  Radio  Bureau 
of  the  Office  of  War  Information, 
announced  last  week  that  he  had 
called  a  meeting  of  all  OWI  radio 
consultants  to  be  held  in  Washing- 

ton Oct.  28-30.  They  will  meet  with 
regional  directors  and  the  OWI 
headquarters  staff  to  perfect  plans 
for  coordinating  government  pro- 

grams originating  regionally  and locally. 
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Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
flcations,  15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 
triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  week  preceding  issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, Washington,  D.  C. 

Help  Wanted 
NETWORK  PRODUCTION  MANAGER - 

Applicants  should  forward  full  report 
giving  experience,  education,  age,  draft 
status  and  references.  Background  in 
music,  radio  directing  and  administrative 
work  required  and  elementary  training 
in  engineering  and  announcing  experi- 

ence desirable.  All  applications  confi- 
dential. Reply  Box  83,  BROADCASTING. 

Sales  Promotion  and  Publicity  Manager — 
Wanted  by  large  clear-channel  midwest 
station.  Interested  particularly  in  young 
man  with  enthusiasm  and  sound  ideas. 
Excellent  opportunity.  Send  full  de- 

tails including  photo  and  draft  status 
to  Box  67,  BROADCASTING. 

Announcer — For  prosperous  progressive 
New  York  State  network  station.  Ex- 

ceptional opportunity  for  intelligent  ma- 
ture and  versatile  person.  Salary  $40.00 

and  talent  fees.  Send  details.  Box  80, 
BROADCASTING. 

Two  Positions  Open — 5,000  watt  South- 
eastern station  Metropolitan  Market. 

Good  sales  position  for  right  man.  Also 
producer-announcer  needed.  Give  full  de- 

tails first  letter.  Box  71,  BROADCAST- ING. 

ENGINEER— VIRGINIA  5KW  NET- 
WORK STATION  HAS  OPENING  FOR 

TRANSMITTER  ENGINEER.  BOX  74, 
BROADCASTING. 

Excellent  Positions — Open  for  first,  second 
and  third  class  engineers;  production 
men;  junior  and  senior  announcers;  news 
editors;  station  executives ;  time  sales- 

men ;  radio  telephone  and  telegraph  oper- 
ators. Wilson  Employment  Service,  Inc., 

Union  Commerce  Building,  Cleveland, 
Ohio. 

Combination    Announcer-Operator  Wanted 
— Excellent  announcer  with  first  class 
operator's  license.  Must  be  qualified newscaster.  Submit  transcription  of 
newscast  and  commercials  with  appli- 

cation. KSEI,  Pocatello,  Idaho. 

ENGINEERS — Both  transmitter  and  con- 
trol for  midwest  5  KW  network  station. 

State  education,  experience,  draft  status, 
expected  salary  (open),  and  send  photo- graph. Box  79,  BROADCASTING. 

WESTERN  STATION  WANTS  —  Experi- 
enced combination  operator-announcer who  can  read  news  and  write  copy.  Send 

qualifications,  snap-shot  and  recording 
of  voice,  reading  news  and  commercial 
copy.  Fly-by-nights  please  don't  apply. Desire  person  who  wants  permanent  po- 

sition. Box  78,  BROADCASTING. 

First  or  Second  Class  Operator — Permanent 
position  for  draft-exempt  sober  man  or 
woman.  State  experience  and  references. 
Radio  Station  KLO,   Ogden,  Utah. 

Chief  Engineer — At  once,  permanent.  Must 
be  capable  of  taking  complete  charge  of 
all  equipment.  New  W.E.  Gice  complete 
details.  Apply  to  Earl  Dougherty,  KHMO, 
Hannibal,  Missouri. 

Radio  Announcer — With  mail-pull  experi- 
ence. Real  opportunity  with  progressive 

5000  watt  Blue  and  Mutual  station  in 
rich  market.  Contact  KFBI,  Wichita, Kansas. 

Announcer — Married,  with  dependents.  By 
five  kw  NBC  station.  Desire  capable,  am- 

bitious man  with  minimum  three  years' experience.  Send  small  photo,  employ- 
ment background,  desired  salary.  Station 

WIS,  Columbia,  South  Carolina. 
General  Manager — Wanted  at  once  for  pro- 

gressive local  station  doing  nice  volume. 
Excellent  opportunity  for  reliable  man. 
Send  references,  qualifications.  Box  86, 
BROADCASTING.  

Experienced  Announcer — Immediately.  Pre- fer ticket  holder.  Good  voice  essential. 
Permanent  position,  good  salary.  Wire 
or  call  WHIT,  New  Bern,  North  Caro- lina. 

Help  Wanted  (Continued) 

Progressive,    5,000    watt    CBS    affiliate  — 
Offering  unlimited  possibilities  desires 
services  of  competent  director  of  women's programs.  Requires  knowledge  of  copy 
writing  and  service.  Complete  details  in 
first  letter  should  include  transcription, 
photograph,  references  and  salary  de- 

sired. Address  KGVO,  Missoula,  Mon- 
tana, attention  Socs  Vratis. 

Wanted — An  engineer  by  a  5000  watt  CBS 
station  in  Middle  West.  Please  state  draft 
and  marital  status  in  first  application. 
Write  box  85,  BROADCASTING. 

Situations  Wanted 

Here  Is  The  Man  You  Want  For  Your  Sta- 
tion— Experienced  in  all  aspects  of  pro- 

duction. Is  a  good  announcer,  can  also 
handle  copy.  Varied  background  of  agen- 

cy and  station  experience.  Draft  status 
4F.  Box  84,  BROADCASTING.  

Chief  Engineer — Network  station.  Desires 
change.  Box  82,  BROADCASTING. 

CAPABLE,     RESPONSIBLE  WOMAN— 
Program  Director-Writer-Announcer-Pro- 

ducer wants  Rocky  Mountain  region  as- 
signment Box    73,  BROADCASTING. 

Combination  Announcer-Engineer  —  Long 
experience,  draft  exempt,  ad-lib  com- mercials, news,  sports.  Can  handle 
heaviest  schedule  on  board  and  sell  the 
products.  Box  76,  BROADCASTING. 

Man  and  Wife — Twelve  years'  experience 
writing,  performing,  producing,  man- 

aging, announcing,  newscasting.  Draft 
exempt.    Box   72,  BROADCASTING. 

AVAILABLE — Eight  successful  years  an- 
nouncing, programming,  sales,  sales 

manager,  operations  manager.  Out  of 
radio  last  ten  months,  logical  reason. 
Single,  draft  exempt,  seeking  permanent 
connection  with  opportunity.  Box  69, 
BROADCASTING. 

Program  Director,  Production  Manager, 
Announcer — Now  working  in  small  net- 

work station,  wants  change.  Can  operate 
board.  3-A.  Box  66,  BROADCASTING. 

Program-Production  Manager — Nine  years' experience  all  departments,  desires  posi- 
tion with  aggressive  station.  Married — 

low  draft  classifications.  Best  of  refer- 
ences. Now  employed  by  large  network 

outlet.  Five  years'  programming  experi- ence.  Box  68,  BROADCASTING. 

Proven    Quality   Commercial   Announcer — 
Strong  news,  capable  programming. 
Nine  years,  two  networks.  Absolutely 
permanent  for  pleasant  conditions,  ad- 

vancement. Family,  32.  Northeast  inter- 
esting. State  salary,  don't  misrepresent. Box  70,  BROADCASTING. 

ANNOUNCER — Salesman  or  combination 
available.  Pacific  Coast  only.  35  and  3A. 
Child's  health  necessitates  move.  For details  write  mv  boss,  Karl  O.  Wyler, 
Mgr.,  KTSM,  El  Paso.  Allen  Hamilton. 

All  Around  Broadcaster — Over  ten  years' experience-Manager-Announcer-S  a  1  e  s  - 
man-Continuity-Engineer.  Draft  exempt. 
Start.  $65.00  week.  Wife  also  experi- enced-Continuity -  Restricted  Operator. 
Box  75,  BROADCASTING. 

STATION  OR  COMMERCIAL  MANAGER 
— Successful  background  with  large  East- 

ern Station  for  twelve  years.  Box  77, 
BROADCASTING. 

Wanted  to  Buy 

WILL  BUY  RADIO  STATION— Write  full 
details  to  Apartment  10,  4704  East  Wash- 

ington,   Indianapolis,  Indiana. 
One  Good  Used  Portable  Recorder — Prefer- 

ably Presto  Y-2  or  similar.  Two  Western Electric  or  RCA  70B  or  70C  turntables 
with  pickups.  One  good  tube  to  line 
transformer.  Station  KLO,  Ogden,  Utah. 

Woman  Heads  WNAD 
VIRGINIA  HAWK,  formerly  with 
BLUE  in  Washington  and  recently 
with  the  Radio  Bureau  of  the 
Office  of  War  Information,  has  been 
named  manager  of  the  U  of  Okla- 

homa's non-commercial  station, 
WNAD,  Norman.  She  succeeds 
Homer  R.  Heck,  who  has  joined NBC. 

FOR  A  ̂ „ 

$ALE$  RE$ULT$ 
CARRYING  ALLCeS 
MAJOI^  PROGRAMS 

Honolulu 

\.     and  other  stations,  large 
and  small,  coast  to  coast 

Available  also  to  agencies  and 
advertisers.  For  full  details,  write 

George  5.  Halley 
TEXAS  RANGERS  LIBRARY 
HOTEL  PICKWICK    •    KANSAS  CITY.  MO. 

PROFESSIONAL 

DIRECTORY 

Jansky  &.  Bailey An  Organization  of 
Qualified  Radio  Engineers 

Dedicated  to  the 
SERVICE  OP  BROADCASTING 

National  Press  BIdg.,  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.        Dl.  1205 
Washington,  D.  C. 

PAUL  F  GODLEY 

COA/SUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 

MO  2-7859 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

GEORGE  C. DAVIS 

Consulting  Radio Engineer Munsey  BIdg. District  8456 

Washington, D.  C. 

CLIFFORD  YEWDALL 
Empire  State  BIdg. 
NEW  YORY  CITY 

An  Accounting  Service 
Particularly  Adapted  to  Radio 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Commanications,  Inc. 
66  Broad  St.,  New  York,  N.Y. 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
Silver  Spring,  Md. 

(Suburb,  Wash.,  D.  C.) 
Main  Office:  Crossroads  of 
7134  Main  St.  the  World 

Kansas  City,  Mo.  [     jC    J  Hollywood,  Cal. 

RING  &  CLARK 

Consulting  Radio  Engineers 

WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 

BROADCASTING 

FOR 

RESULTS! 

BROADCASTING   •  Broadcast  Advertising November  30,  1942  •  Page  53 



Quicker  Preparation  of  Copy 

By  Advertising  Agencies  Urged 

Hayek  Is  Renamed 

As  NAB  Director 

Little  Intelligent  Criticism  Of 
Radio,  Says  Weaver 

THE  average  listener  would  ap- 
preciate radio  more  if  he  had  to 

pay  for  the  entertainment  and 
information  it  provides,  Luther 
Weaver,  business  counsel  and  in- 

structor in  the  U  of  Minnesota 
extension  service,  told  the  11th 
District  NAB  convention  in  Min- 

neapolis last  week. 

The  two-day  session,  Nov.  23- 
24,  was  attended  by  48  broad- 

casters and  government  and  in- 
dustry representatives.  Following 

the  first  day's  luncheon  meeting, 
Ed.  L.  Hayek,  KATE,  Albert  Lea, 
Minn.,  acting  district  director,  was 
elected  district  director  for  a  two- 
year  term. 

Answers  Critics 

Mr.  Weaver  made  his  statement 
about  listener  appreciation  at  the 
second  day  luncheon.  "I  have  heard 
radio  criticized  for  its  bad  Eng- 

lish," he  said  "yet  radio  has 
brought  good  English  into  millions 
of  homes  that  never  heard  it  be- 

fore. I  have  heard  radio  criticized 
for  the  type  of  music  it  broad- 

casts, yet  radio  has  brought  good 
music  to  homes  that  never  heard 

of  a  symphony." 
He  declared  there  is  little  intelli- 

gent criticism  of  radio,  because 
intelligent  criticism  of  radio  re- 

quires careful  consideration  of 
many  difficult  problems.  More  than 
100  women,  members  of  the  Radio 
Council  of  Minnesota,  as  well  as 
convention  guests,  heard  the  talk. 

Resolutions  passed  by  the  meet- 
ing unanimously  endorsed  the  OWI 

announcement  scheduling  plan ; 
the  NAB  stand  in  the  Petrillo  af- 

fair and  the  projected  retail  pro- 
motion plan.  The  meeting  also 

supported  NAB  directors  oppos- 
ing use  of  government  money  for 

broadcast  advertising. 
Dr.  Harold  C.  Deutsch,  WCCO 

news  commentator,  spoke  on  world 
news  trends  at  the  opening  lunch- 
eon. 

At  Minneapolis  Meeting 
Lewis  H.  Avery,  NAB;  C.  Alden  Baker, 

WCCO:  Milton  Blink,  Standard  Radio; 
Eugene  Carr,  Office  of  Censorship  ;  Frank 
E.  Chizzini,  NBC  Thesaurus;  Donn  Clay- 

ton. North  Central  Broadcasting  System. 
NCBS;  Tom  Curran,  United  Press;  Howard 
Dahl,  WKBH;  Bob  DeHaven,  WTCN ;  A. 
A.  Fahy.  KABR;  F.  E.  Fitzsimonds, 
KFYR;  Edwin  G.  Foreman,  Jr.,  Foreman 
Co.  ;  Oliver  Gramling,  Press  Assn.;  Carl 
Haverlin,  BMI-OWI;  Mayor  Ed.  L.  Hayek, 
KATE;  C.  T.  HaRTnan,  WTCN;  Morton 
Henkin,  KSOO-KELO;  Edward  Hoffman, 
WMIN;  Phil  Hoffman,  WNAX ;  H.  S. 
Hyatt,  WMFG;  Maxine  Jacobs,  KROC; 
A.  E.  Joscelyn,  Sam  Kaufmann,  WCCO ; 
Robert  S.  Keller,  AMP;  "Cy"  Langlois, Lang- Worth;  T.  H.  Lathrop,  KATE;  Bar- 

ney Lavin.  WDAY;  Dalton  LeMasurier, 
KILO-KDAL;  H.  W.  Linder,  KWLM; 
George  Ludlam,  OCD.;  W.  H.  McCall,  United 
Press;  Manny  Marget,  KVOX;  John  F. 
Meagher,  KYSM;  Lynn  L.  Meyer.  WLOL ; 
Lucile  Miller,  KFAM;  Neville  Miller,  NAB; 
Georgene  0"Donnell.  Office  of  Civilian  De- fense; E.  W.  Peterson,  ASCAP;  Greg  Rou- 
lean,  WHLB;  Fred  Schilplin,  KFAM;  Al 
Sheehan,  WCCO;  Arthur  J.  Smith, 
WNAX;  Wallace  E.  Stone,  Press  Assn.; 
Harvey  J.  Struthers,  WCCO;  Warner  Tide- 
mann,  KATE;  F.  Van  Konvnonburg, 
WTCN;  H.  E.  Westmoreland,  WLOL;  Lee 
L.  Whiting,  WDGY;  M.  H.  White,  KWNO; 
Jerry  Wing.  KROC;  Harry  Woodworth, 
WCCO;  Dr.  George  W.  Young,  WDGY. 

EDITOR,  BROADCASTING: 
Mail  deliveries  these  days  are  not 

what  they  used  to  be.  Of  course, 
we  all  know  why  the  mails  are  de- 

layed and  realize  that  there  is  not 
much  hope  for  improvement  soon. 
In  fact,  the  mails  will  probably 
become  more  jammed  up  as  we  get 
deeper  into  the  war. 

Lately  we  have  had  several  in- 
stances of  orders  and  copy  arriv- 

ing too  late,  which  leads  u?  to  be- 
lieve that  the  production  depart- 

ments of  many  advertising  agen- 
cies have  not  as  yet  become  aware 

of  the  urgency  of  the  situation. 
A  little  publicity  might  bring  to 

light  the  necessity  of  stepping  up 
the  preparation  of  copy  and  sched- 

ules so  as  to  have  a  cushion  against 
mail  delays. 

H.  R.  Goldberg, 
The  Katz  Agency, 
New  York. 

Nov.  20,  1942. 

Willis  Re-elected 
PAUL  S.  WILLIS  was  re-elected 
president  of  the  Grocery  Mfrs.  of 
America  for  the  coming  year,  the 
association  announced  Nov.  21,  at 
the  time  of  its  annual  meeting 
[BROADCASTING,  Nov.  23].  Other 
officers  elected  for  1943  include: 
F.  K.  Montgomery,  National  Bis- 

cuit Co.,  first  vice-president;  W.  R. 
Barry,  General  Mills,  second  vice- 
president;  G.  C.  Pound,  Kraft 
Cheese  Co.,  third  vice-president; 
Mark  Upson,  Procter  &  Gamble 
Co.,  secretary;  B.  E.  Snyder,  R.  B. 
Davis  Co.,  treasurer;  Hanford 
Main,  Loose  Wiles  Biscuit  Co., 
chairman  of  the  legislative  commit- 

tee; B.  C.  Ohlandt,  Grocery  Store 
Products  Sales  Co.,  chairman  of 
the  merchandising  committee ; 
Charles  Wesley  Dunn,  general 
counsel. 

At  Home 
BECAUSE  of  gasoline  and 
tire  rationing,  Al  Jarvis,  m.c. 
of  the  five-weekly  transcribed 
musical  Make  Believe  Ball- room on  KFWB,  Hollywood, 
with  broadcast  of  Nov.  23, 
started  remoting  the  60-min- 
ute  evening  program  from  his 
home  in  Glendale,  Cal.  In  ad- 

dition he  also  conducts  a  two- 
hour  daytime  cooperatively 
sponsored  program  by  that 
title  on  KFWB,  Monday 
through  Friday,  11  a.m.-l:30 
p.m.  (PWT). 

FCC  Gets  New  Protest 

On  Cal  Tinney  Scripts 
A  LETTER  complaining  against 
broadcasts  by  Cal  Tinney,  MBS 
commentator,  was  filed  last  week 
with  the  FCC  by  former  Magis- 

trate Goldstein  of  New  York.  The 
letter,  it  is  understood,  charges 
Mr.  Tinney's  broadcasts  are  harm- ful to  the  war  effort. 

Judge  Goldstein's  complaint  fol- lows earlier  charges  against  Mr. 
Tinney  by  Congressmen,  and  a 
complaint  by  the  War  Dept.  last 
summer.  FCC  Chairman  James 
Lavv'rence  Fly  said  the  new  com- 

plaint now  rests  with  the  legal 

department  and  that  Mr.  Tinney's scripts  will  probably  be  studied, 
"although  FCC  has  very  little  to 
say  about  what  any  individual  may 

say  on  the  air." 
YASHA  FRANK,  formerly  of  the 
CBS  sales  promotion  department,  has 
joined  D'Arcy  Adv.  Co.,  New  York, to  serve  as  executive  producer  of  the 
CBS  Coca  Cola  program  The  Pause 
That  Refreshes  on  the  Air.  George 
Zachary  continues  as  active  director 
of  the  Sunday  afternoon  show. 

War  Race  Ruling 

Applies  to  Radio Federal  Committee  Interprets 
Executive  Order  Clause 

RADIO  stations  and  other  broad- 

casting organizations  are  "defense 
industries"  within  the  President's 
Executive  Order  No.  8802,  forbid- 

ding discrimination  in  hiring  be- 
cause of  "race,  color  or  creed",  ac- 

cording to  a  statement  issued  last 
week  by  the  Fair  Employment 
Practices  Committee  of  the  War 
Manpower  Commission. 
The  ruling  is  interpreted  to 

mean  that  the  War  Manpower 
Commission  has  power  to  act  where 
such  discrimination  in  employment 
practices  are  demonstrated. 

Negro  Problem 
According  to  Lawrence  Cramer, 

executive  secretary  of  the  FEPC, 
no  specific  complaints  have  been 
lodged  against  broadcasters.  He 
said,  however,  there  have  been 
persistent  complaints  that  Negroes 
are  barred  from  studio  orchestras, 
and  that  some  of  these  complaints 
maintained  discrimination  was  in- 

stigated by  James  C.  Petrillo  in 
AFM  contract  negotiations. 

Mr.  Cramer  said  the  committee 
has  failed  to  substantiate  the 
charges.  He  added  that  David 
Sarnoff,  RCA  president  and  mem- 

ber of  the  FEPC,  has  acted  to 
employ  Negro  musicians  in  the 
NBC  orchestra. 

Public  Ownership  Poll 
Is  Conducted  in  Canada 

SLIGHTLY  MORE  than  half  the 
population  of  Canada  is  satisfied 
with  radio  broadcasting  under  pub- 

lic ownership  as  at  present,  ac- 
cording to  a  poll  by  the  Canadian 

Institute  of  Public  Opinion  (af- 
filiated with  Gallup),  as  reported 

in  the  Nov.  21  Toronto  Star.  Asked 
whether  programs  would  be  better  i 
under  private  ownership,  56%  re- 

ported satisfied  as  at  present  under 
Canadian  Broadcasting  Corp.,  23% 
preferred  private  ownership,  and 
21%  were  undecided. 

[Editor's  Note:  From  the  stand- 
point of  program  origination,  the 

question  cannot  be  considered  ac- 
curate, since  the  network  programs 

must  all  come  through  the  CBC 
whether  originating  in  CBC  studios, 
in  private-owned  stations  on  the 
network,  or  brought  in  from  United 
States  networks.  The  CBC  owns 
10  of  the  84  stations  in  Canada, 
with  from  30  to  35  stations  being 
regularly  on  the  CBC  commercial network.] 

The  poll  showed  that  most  farm 
areas  favored  public  ownership, 
while  in  urban  centers  a  larger 
number  were  in  favor  of  private ownership. 

KGGF  Joins  Blue 

KGGF,  Coffeyville,  Kan.,  will  be- come affiliated  with  BLUE  as  a 
supplementary  outlet  Jan.  15,  1943, 
making  a  total  of  144  BLUE  sta- 

tions. Owned  by  Hugh  J.  Powell, 
the  station  operates  fulltime  with 
1,000  watts  on  690  k.c.  Network 
rate  is  $60  per  evening  hour. 
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WKYs  Hooper 

Is  Super- Duper! 
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ti»pToJuetion  nl  Oklmhomti  Cily  Honprr 

DECISIVE  DOMINANCE! 

This  is  the  way  Oklahoma  City  listerfs  to 
radio.  This  is  the  way  Oklahoma  City  listens 
to  radio  advertising. 

The  only  new  thing  about  this  picture  is 
the  NEW  HIGH  in  afternoon  and  evening 

listening  for  WKY.  WKY  has  been  the  pre- 
dominant favorite  of  Oklahoma  City  listeners 

as  far  back  as  radio  goes  .  .  .  not  by  a  hair,  not 
by  a  nose,  but  decisively! 

WKY  alone  has  more  listeners  than  all 
three  other  Oklahoma  City  stations  combined,. 
One  dollar  on  WKY,  in  fact,  buys  35%  to 
100%  more  listeners  morning,  afternoon  or 
evening  than  on  any  other  single  Oklahoma 
City  station. 



PRICE  15  CENTS 

The  Weekl^S'  Newsma< 
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rniEHVS-VIA  
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0  We  guess  everybody  who  knows  anything  at 

all  about  radio  in  Iowa  also  knows  that  WHO  is 

"listened-to-most"  by  60.4%  of  all  Iowa  radio 

families  (nighttime) — that  WHO  covers  this  big 

State  from  top  to  bottom  and  from  side  to  side. 

So  just  for  fun  we'd  like  to  tell  you  a  rather  inter- 

esting story  concerning  our  secondary  coverage! 

Seems  that  a  Gawgia  man  who  listens  regularly  to 

who's  news  broadcasts  recently  sent  our  Bob 

Burlingame  a  basket  of  peaches.  Bob  acknowledged 

the  gift  over  the  air — and  the  peaches  sounded  so 

good  that  a  lady  down  in  Jasper,  Texas,  wrote  the 

Georgia  man  to  order  a  basket  for  herself.  It  then 

turned  out  that  the  Georgia  man's  son  knew  the 

Texas  lady's  daughter  from  school  days — so  the 
Georgia  man  ordered  a  War  Bond  from  WHO, 

to  celebrate  the  reunion! 

The  moral?  Well,  during  the  winter,  60%  of 

who's  mail  comes  from  Iowa,  the  balance  from 

35  to  45  states.  (Summer  mail  comes  from  30  to 

37  states.)  To  us,  that  seems  to  prove  something 

about  who's  personality  and  WHO's  program- 

ming. Would  you  like  all  the  facts?  Write! 

WHO 

T"  for  IOWA  PLUS !  + 

DES  MOINES  .  .  .  50,000  WATTS 

B.  J.  PALMER,  PRESIDENT 

J.  O.  MALAND,  MANAGER 

FREE  8C  PETERS,  INC.  .  .  .  National  Representatives 
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HARRY  L.  STONE,  Gen'l.  Mgr. 

American  Industry  has  a  few  tricks,  too.  For  instance 
those  who  cannot  sell  their  products  to  the  public  for  the 

duration  are  keeping  the  public  sold  on  them  anyway. 

It's  not  hard  to  do.  All  it  takes  is  the  courage  and  vision to  invest  a  few  dollars  to  save  a  few  million  dollars  worth 

of  good-will  and  the  ability  to  pick  the  right  spots. 

One  very  effective  means  to  this  end  is  clear  channel 
50,000  watt  WSM.  Over  2,000,000  radio  homes  prospering 
from  war  contracts,  and  industrial  growth  that  is  the 
fastest  in  the  nation  and  a  staple  three  billion  dollars 

worth  of  agriculture  year  in  and  year  out  combine  to 

make  the  WSM  market  the  right  spot — a  pre-war,  mid- 
war  and  post-war  market  of  opportunity.  A  post  card 
will  bring  some  mighty  interesting  facts.  Have  your 

secretary  drop  us  one  now. 

NASHVILLE,  TENNESSEE 

OWNED  AND  OPERATED  BY 

THE   NflTIONflL   LIFE   AND   OCCIDENT    INSURANCE  C  O  M  P  il  N  Y,  INC. 
NATIONAL  REPRESENTATIVES,  EDWARD  PETRY  &  CO.,  INC. 

Published  every  Monday,  53rd  issue  (Year  Book  Number)  published  in  February  by  BROADCASTING  Publications,  Inc.,  870  National  Press  Building,  Washington,  D.  C.  Entered  as 
second  class  matter  March  14,  1933,  at  Post  OflSce  at  Washington,  D.  C,  under  act  of  March  3,  1879. 



K ind  words  from  Quebec 

Sales  for  you  right  here  •  • 

WWL  Daytime  Coverage 
PRIMARY  and  SECONDARY 

You  get  both  with: 

NEW  ORLEANS 

50,000  watts  -  -  clear  channel 

Listeners  in  the  far  North  hear  WWL  clearly.  And  they  prove  our 

power  by  writing  in  to  say :  "Program's  coming  in  fine." 

Listeners  in  the  deep  South  go  to  their  retailers — and  prove  WWL's 
selling-POWER — by  buying  the  products  we  help  advertise.  WWL 

gives  you  complete  dominance  over  the  New  Orleans  area — growing, 
prospering,  and  profiting  smart  WWL  advertisers. 

The  greatest  selling  POWER 

in  the  South's  greatest  city 

CBS  Affiliate  —  Nat'l  Representatives,  The  Katz  Agency,  Inc. 
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DON  SEARLE— Gen'l  Mgr. 

Ed  Petry  &  Co.,  Nat'l  Rep. 

You'll  have  better  luck  buying  spots 
on  KFAB.  We're  rationing  some  of 
our  time,  but  there  are  still  places 
on  our  schedule  open  to  smart, 
quick-moving  advertisers  who  .never 
let  good  opportunities  knock  twice. 
You  really  need  this  station,  to  do 
a  complete  selling  job  in  the  farm 
markets  throughout  Nebraska  and 
her  neighboring  states.  Call  us,  today. 

FAB 

N    c    a   L.  N 
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CBS,  by  a  painstaking,  cautious,  conserva- 
tive combing  of  every  one  of  3072  counties  of 

the  USA,  can  tell  you  how  to  reach  the  gentle- 
man in  the  picture,  together  with  the  family  for 

whom  he  works— how  to  reach  him  more  often, 

for  less  cost,  than  has  ever  been  possible  in 
human  communication  before.  The  nature  of 

what  you  tell  him  is  up  to  you  to  decide,  up  to 

him  to  judge  — but  there  he  is,  and  CBS  knows 
concretely  where  he  is,  and  how  often  he  listens 

—  and  from  that  you  will  get  helpful  guidance. 

The  sooner  you  translate  whatever  claim  you 

may  have  to  his  respect  and  support  into  action, 
the  more  soundly  you  will  sleep  nights 

hecauseyou  have  taken  him  into  a  gen- 

uine fartnershif-of-purfose  with  you. 



Ifs  right  in  his  lap 

The  subject  of  the  photograph  is  named  John. 

He  is  the  Average  American. 

A  very  i^«-average  person  he  is.  He  and  his  wife  and  kids  (in  the  service  or 

not)  are  'what  makes  America  go'.  He  works  for  somebody  or  other  — maybe 

himself,  even — but  he  runs  the  country.  Increasingly  it  becomes  apparent  to  him 

that  his  responsibilities  and  those  of  his  kids  are  not  limited  by  our  national 

boundaries. 

He  runs  the  country? 

Yes.  What  is  perhaps  more  urgent  is  that  HE  RUNS  YOU. 

He's  got  the  major  problems  of  the  world  squarely  in  his  lap.  He  realizes 

that  if  he  doesn't  tackle  and  solve  them  he  will  have  to  take  orders  from  who- 

ever tackles  and  solves  them  first.  He  is  thinking  very  hard  these  days. 

He  doesn't  like  to  sound  off  an  opinion  without  plenty  of  facts  to  fortify 
his  instincts. 

He  relies  on  radio,  enormously  and  increasingly,  for  the  facts  and  impres- 

sions on  which  he  bases  his  judgments.  He  and  his  family  listen  some  5  hours  a 

day.  He  is  cagey  as  a  fox  about  believing— or  disbelieving— the  information,  argu- 

ment and  emotion  he  gets  from  the  air.  But  out  of  his  weighing,  accepting  and 

rejecting  of  everything  he  hears,  he  forms  an  opinion,  and  acts  on  it.  This  is 

called  'public  opinion.  Radio  public  opinion  is  3 1  million  families  strong. 

His  personal  opinion— no  matter  what  the  captains  and  the  kings  may  say- 

will  decide  what  happens  to  the  USA  in  the  factory,  the  military  field,  and  the 
home. 

He  is  not  to  be  trifled  with,  nor  deceived— especially  on  the  air.  He  is  "open 

to  argument",  and  in  the  long  run  he  is  just.  He  is  grateful  for  a  good  time, 

bountiful  in  his  generosity,  scornful  of  fraud 

—and  loyal  to  tried  friends. 

He's  worth  taking  up  your  case  with.  In 

28  million  homes  he  and  his  family  listen 

to  CBS.  After  all,  he's  your  boss. 

CBS 



ONE    OF   A   SERIES    PRESENTING    THE    MEN    WHO    MAKE    FREE    &    PETERS  STATIONS 

Philip  G.  Lisry 

MilMGER,  KROW,  OAKLAID-SAI  FRAMCISCO 

1919 —  Built  his  own  experimental  station,  9DHI 
1920 —  Associated  with  W.  D.  ("Doc")  Reynolds  in 

building  9ZAF— later  KLZ,  Denver 
1922 —  Elected  a  Junior  of  the  Institute  of  Radio 

Engineers 
1923 —  Became  a  sea-going  wireless  operator,  hold- 

ing ''pink  ticket"  No.  17 1925— Worked  on  development  of  aircraft  radio 
for  U.  S.  airmail  service 

1927— Went  with  KDYL,  Salt  Lake  City,  as  Secre- 
tary and  General  Manager 

1935 — Appointed  Manager  of  KTAB,  San  Fran- 
cisco— changed  call  letters  to  KSFO 

1937— Affiliated  with  CBS — built  new  5,000-watt 
transmitter 

1939—  Undertook  management  of  KROW,  as  well 
as  KSFO 

1940 —  Resigned  from  KSFO  to  become  part  owner 
and  head  of  KROW. 

T, HIRTY-SIX  years  ago  a  whirlwind  named 

Philip  G.  Lasky  blew  into  the  world.  At 

thirteen,  this  cyclonic  young  man  built  his 

own  amateur  station.  At  fifteen,  a  High 

School  sophomore,  the  Denver  Po5f  was  call- 

ing him  ''a  boy  wonder".  At  twenty-one  he 
was  General  Manager  of  a  successful,  fast- 

growing  station.  And  today  Phil  Lasky,  still 

a  storm  of  energy  and  achievement,  is  one 
of  the  leaders  of  radio  on  the  West  Coast. 

We  think  you  know  what  we  believe  about 

Management  in  radio  stations — that  even 

more  important  than  power  and  frequency. 

it's  the  big  thing  in  station  productivity.  Not 
that  every  well-managed  station  is  headed 

up  by  men  of  exactly  similar  temperament, 

because  that  of  course  isn't  true.  But  find  a 
station  that  gives  you  unusually  excellent  re- 

sults, and  there  you  II  find  good  management. 

Here  at  F&P,  we've  tried  to  reverse  the 

sequence  on  that  last  sentence:  We've 
found  the  well-managed  stations,  and  you'll 
find  that  they  give  you  unusually  excellent 

results.  We'd  welcome  a  chance  to  prove  it, 

here  in  this  pioneer  group  of  radio-station 

representatives. 

1 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WKBW  BUFFALO 
WJWC    .    .  CHICAGO-HAMMOND 
WCKY  CINCINNATI 
KDAL  DULUTH 
WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO  .KALAMAZOO-GRAND  RAPIDS 
KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN     .    .  MINNEAPOLIS-ST.  PAUL WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBL  SYRACUSE 

.  .  .  IOWA  .  .  . 
WHO  DES  MOINES 
woe  DAVENPORT 
KMA  SHENANDOAH 

.  .  .  SOUTHEAST  .  .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  .  .  . 
KOB  ALBUQUERQUE 
KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  .  . 
KARM   FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX,  Inc. 

Free  &  Peters,  |sc. 

Pioneer  Radio  Station  Representatives Since  May,  1932 

CHtC/KGO:  180  N.  Michigan  HEW  VOHti:  247  Park  Ave.  SAN  FRANCISCO:  ij/ S«//fr  HOLLYWOOD:  i^i2N.  Gordon  ATLANTA:  322  Palmer  Bldg. 
Franklin  6373  Plaza  5-4131  Sutter  4353  Gladstone  3949  Main  5667 
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Bingham  to  Direct  Senate  Petrillo  Probe 

AFM  Head  Slated 

To  Testify 

Jan.  12 

CONVINCED  that  the  Petrillo- 
invoked  recording  ban  must  be 
lifted  promptly  lest  national  mor- 

ale efforts  become  seriously  un- 
dermined, the  Senate  Petrillo  Probe 

Subcommittee  has  completed  plans 
for  its  legislative  inquiry  into  the 
whole  music  situation,  with  hear- 

ings definitely  set  to  begin  Jan.  12. 
After  contacting  his  five-man 

committee,  Chairman  D.  Worth 
Clark  (D-Idaho)  announced  last 
weekend  that  the  committee  had 
retained  Herbert  M.  Bingham,  well- 
known  Washington  attorney,  as 
special  counsel  for  the  inquiry.  Si- 

multaneously, he  disclosed  that 
James  C.  Petrillo,  AFM  president, 
would  be  the  first  witness. 

Small  Stations  Endangered 

Retention  of  Mr.  Bingham  was 
viewed  as  assuring  a  thorough- 

going inquiry,  looking  toward  rem- 
edial legislation  in  event  the  AFM 

president  does  not  lift  the  ban  on 
recordings  and  relax  other  of  his 
actions  which  have  been  branded 
as  arbitrary  and  as  constituting 
interference  with  the  war  effort. 
The  inquiry  will  be  conducted 

under  authorization  of  the  Clark 
resolution  (SRes-286),  rather  than 
on  Senator  Clark's  bill  (S-2874) 
to  amend  the  anti-trust  laws.  The 
latter  measure,  introduced  in  the 
Senate  Oct.  23,  will  die  with  ad- 

journment of  this  Congress — before 
the  Petrillo  inquiry  gets  under  way. 
New  legislation,  however,  to 

amend  the  anti-trust  laws  and  make 
it  unlavirful  to  engage  in  any  agree- 

ment interfering  with  production 
of  vital  morale  material  or  pur- 

suits will  be  introduced  by  the 
committee  chairman  if  that  course 
becomes  necessary. 

Determination  of  the  committee 
to  retain  counsel  and  to  get  the 
hearings  under  way  promptly  with 
opening  of  the  new  session  was 
reached  as  it  became  increasingly 
evident  that  many  smaller  stations 
might  fall  by  the  wayside,  for  lack 
of  program  material,  if  the  Aug. 
1  edict  prohibiting  AFM  members 
from  recording  for  public  perform- 

ance continues  in  force. 
The  committee  has  before  it  the 

testimony  of  such  figures  as  Elmer 
Davis,  director  of  the  Office  of  War 
Information;  James  Lawrence  Fly, 
chairman  of  the  FCC  and  Board  of 
War  Communications  and  Thur- 
man  Arnold,  Assistant  Attorney 
General,  presented  at  its  prelim- 

inary inquiry  last  September.  At 
this  session  the  committee  con- 
eluded  that  national  morale  in  war- 

time is  threatened  and  that  many 
broadcast  stations  will  be  crippled 
if  the  recording  ban  is  not  lifted. 

Efforts  since  made  by  officials 
prominent  in  war  work  to  arbitrate 
the  recording  issue  have  proved 
futile.  It  was  largely  for  that  rea- 

son that  Chairman  Wheeler  (D- 
Mont.),  of  the  Interstate  Com- 

merce Committee,  authorized  the 
subcommittee  to  proceed  promptly 
with  corrective  legislation  the  goal 
unless  some  speedier  solution  is 
found. 

It  is  presumed  the  committee 
will  seek  to  learn  why  the  AFM 
president  invoked  his  ban  last  Aug- 

ust and  what  solution  he  demands. 
He  has  never  given  a  satisfactory 

MR.  BINGHAM 

answer  to  anyone,  either  in  indus- 
try or  public  life,  so  far  as  is 

known,  adhering  steadfastly  to  his 
claim  that  canned  music  constitutes 
unfair  competition  with  and  re- 

sults in  unemployment  of  union 
musicians. 

Chairman  Clark  has  not  an- 
nounced committee  plans  beyond 

the  calling  of  Mr.  Petrillo.  He  as- 
serted, however,  that  Mr.  Bing- 

ham is  analyzing  the  tremendous 
volume  of  complaints  and  evidence 
presented  to  his  committee  since 
introduction  of  his  original  reso- 

lution Aug.  27. 

Requests  to  Appear 

Several  score  requests  and  ap- 
pearances have  been  filed,  includ- 

ing those  from  the  affected  indus- 
tries —  broadcasting,  transcription, 

juke  box,  and  other  public  per- 
formers of  recordings.  Music  or- 

ganizations and  societies  which 
have  felt  the  sting  of  the  AFM 
orders  likewise  have  sought  the 
right  to  appear. 

It  is  expected  the  NAB,  which 
has  retained  Sydney  M.  Kaye,  for- 

mer executive  and  attorney  for 
Broadcast  Music  Inc.  as  its  chief 
counsel,  will  present  considerable 
testimony  based  on  surveys  it  has 
undertaken  since  the  recording  ban 
was  imposed.  The  major  networks 
do  not  propose  to  appear,  at,  this 
stage  in  any  event. 
Chairman  Clark  last  week  con- 

ferred with  members  of  his  com- 
mittee regarding  the  Petrillo  in- 

quiry and  procured  approval  of 
the  modus  operandi,  plus  the  re- 

tention of  Mr.  Bingham.  Other 
committee  members  are  White  (R- 
Me.),  co-author  of  the  Radio  Act, 
who  is  well-informed  on  radio  op- 

erations; Tobey  (R-N.  H.),  who 
in  recent  years  has  envinced  great 
interest  in  radio;  McFarland  (D- 
Ariz.),  and  Tunnell  (D-Del.). 

The  pressure  of  wartime  legis- 
lative activity,  plus  the  interven- 

ing Thanksgiving  holiday,  pre- 
cluded any  earlier  contacts  with 

all  of  the  committee  members. 

Bingham's  Career 
Mr.  Bingham  made  no  comment 

regarding  the  inquiry  beyond  ex- 
pressing satisfaction  over  his  ap- 

pointment. He  said  he  had  no  pre- 
conceived notions  about  the  in- 

quiry, but  appreciated  the  impor- tance of  the  whole  subject  in  the 
national  war  effort. 

A  native  of  Montana,  Mr.  Bing- 
ham is  senior  member  of  the  law 

firm  of  Kremer  &  Bingham,  en- 
(Continued  on  page  ̂ 8) 

Sales  Policy,  Rate  Structure 

Of  Networks  Probed  by  FTC 

All  Chains  Are  Included  in  Preliminary  Study; 

No  Sign  of  Punitive  Action  Is  Yet  Indicated 
RATE  AND  discount  structures  of 
all  four  nationwide  networks,  along 
with  sales  policies  and  practices, 
are  being  studied  by  the  Federal 
Trade  Commission  in  a  preliminary 
investigation,  it  was  learned  au- 

thoritatively last  week.  The  infor- 
mal study,  an  essential  preliminary 

to  any  action,  does  not  mean  that 
formal  proceedings  of  any  charac- 

ter will  be  instituted. 

All  Networks  Included 

Commissioner  Ewin  L.  Davis, 
veteran  member  of  the  agency,  told 
Broadcasting  last  week  that  the 
Commission  had  authorized  the 

preliminary  investigation  after  re- 
ceipt of  repeated  complaints.  It  was 

made  clear,  however,  that  all  com- 
plaints believed  to  have  substance 

are  investigated  as  a  condition 
precedent  to  action.  The  vast  ma- 

jority of  such  preliminary  inquiries 
do  not  result  in  issuance  of  formal 
complaints. 

It  is  understood  the  investiga- 

tion, to  which  an  investigator  was 
assigned  about  a  month  ago,  came 
after  receipt  of  a  complaint  against 
one  network,  dealing  largely  with 
its  rate  and  discount  structure.  In 
authorizing  the  investigation,  how- 

ever, the  Commission  included  all 
networks. 

For  several  years,  it  was  learned, 
the  FTC  has  received  criticisms  of 
network  practices  on  one  account 
or  another.  Several  weeks  ago,  it 
is  understood,  the  Commission  de- 

cided to  look  into  the  whole  mat- 
ter. The  FCC,  about  a  month  ago, 

was  contacted  for  information  in 
its  files  dealing  with  network  rates 
and  structures,  but  was  not  in  a 
position  to  supply  up-to-date  data. 
Presumably  the  lack  of  new  facts 
led  to  determination  of  the  FTC  to 
conduct  its  own  study. 

Initially,  the  matter  was  handled 
by  correspondence  and  about  a 
month  ago  a  field  investigator  was 
assigned  to  the  task.  He  has  con- 

(Continued  on  page  U) 
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Lest  We  Forget:  Radio's  Roll  of  Honor  Since  Pearl  Harbor 

JUST  A  YEAR  AGO  Japan  committed
 

history's  most  heinous  crime  with  its  in- 
famous attack  upon  Pearl  Harbor,  Over- 

night the  United  States  was  plunged  into  total, 
globe-encircling  warfare.  Instantly,  all  Ameri- 

can radio  became  a  potent  and  active  war 
weapon. 

But  that  was  not  enough.  Red-blooded  radio 
men,  like  those  in  every  other  walk  of  life, 
flocked  to  the  colors.  Executives,  engineers, 
announcers,  performers  and  page  boys  mus- 

tered in.  They  were  dispatched  to  Australia, 
Africa,  England,  Iceland,  Ireland,  the  Pacific, 
on  the  seas  and  in  the  air — wherever  the  flag 
flies. 

Available  published  records  show  that  a 
dozen  radio  men  have  given  their  lives  or  are 
missing  in  action.  There  may  be  others  yet 
unreported.  The  first  tragic  report  came  from 
Pearl  Harbor,  where  Ensign  Thomas  A.  Mc- 

Clelland, former  KLZ  chief  engineer,  made 
the  supreme  sacrifice. 

On  the  first  anniversary,  all  in  radio  rever- 
ently and  humbly  salute  the  heroes  who  died 

so  honorably,  and  extend  to  their  bereaved 
families  deepest  sympathies  and  gratitude. 

Lest  we  forget.  Radio's  Honor  Roll  of  those 
reported  dead  or  missing  since  Pearl  Harbor 
is  recorded  herewith: 

Ensign  Thomas  A.  McClelland,  USNR^Killed 
at  Pearl  Harbor.  Former  chief  engineer 
KLZ,  Denver. 

Seaman  Don  Crocker,  USN — Killed  at  Manila. Former  NBC  page. 

Lt.  Donald  L.  Chase,  Airmy  Air  Forces — Killed 
in  plane  crash  in  New  Jersey  while  on  ac- 

tive duty.  Former  engineer  of  WTMJ,  Mil- waukee. 

Capt.  Harold  Smith,  Army  Air  Forces — ^Killed 
in  plane  crash  in  Virginia  while  on  active 
duty.  Former  FCC  examiner. 

Lt.  Barron  Chandler,  USNR. — Killed  in  action 
while  commanding  motor  torpedo  boat  in 
South  Pacific.  Former  NBC  page. 

Capt.  Derby  Sproul,  Army  Air  Forces — Killed 

in  plane  crash  on  active  duty  in  Africa. 
Former  production  manager  KLZ,  Denver, 
and  KDKA,  Pittsburgh. 

Sgt.  Lester  M.  Galloway,  Army — Died  in 
Alaska  military  hospital  of  yellow  jaundice. 
Former  singer  on  California  stations. 

Sam  Miller,  Radioman,  USN — Killed  in  naval 
operations  in  North  Atlantic.  Former  en- 

gineer KLRA,  Little  Rock. 
Pvt.  Edwin  T.  Bottelson,  Army  Air  Forces — 

Lost  in  action  in  air  attack  on  Japanese 
while  serving  as  gunner.  Posthumously 
decorated  for  valor.  Former  assistant  pub- 

licity director,  Russel  M.  Seeds  Co.,  Chicago. 
Ensign  Stephen  Fuld,  Coast  Guard — Missing 

in  action  while  on  convoy  duty  in  Atlantic. 
Formerly  member  CBS  station  relations 
staff.  New  York. 

Pvt.  Stanley  Kops,  Marine  Corps — Killed  in  ac- 
tion during  Solomon  Islands  campaign. 

Formerly  continuity  writer,  KFWB,  Holly- 
wood. 

Lt.  Robert  H.  Frear,  Army  Air  Forces — Killed 
in  plane  crash  on  active  duty  in  Florida. 
Formerly  chief  announcer,  WIBX,  Utica. 

Observance  of  Attack  on  Pearl  Harbor 

Marked  by  Special  Network  Progams 

SERIAL  SUBSTITUTE 

IS  PICKED  BY  P&G 

PROCTER  &  GAMBLE  Co.,  Cin- 
cinnati, which  is  discontinuing 

Sandra  Michael's  Against  the 
Storm  daytime  serial  on  NBC  after 
the  Dec.  25  broadcast  [Broadcast- 

ing, Nov.  30],  will  replace  it  on 
Monday  Dec.  28,  probably  in  the 
same  11:30-11:45  a.m.  period  five 
times  weeklv,  with  Snow  Village. 
Written  by  William  Ford  Manley,  a 
resident  of  New  England,  the  series 
has  been  on  the  air  previously  as 
a  nighttime  half-hour. 

Varying  from  the  usual  daytime 
serial,  Snow  Village  will  have  no 
feminine  lead  in  the  five-weekly 
quarter-hour  version,  but  will  deal 
with  the  everyday  and  often  humor- 

ous events  in  the  lives  of  Dan'l 
Dickey  and  Hiram  Neville,  natives 
of  a  small  New  Hampshire  town. 

The  show  will  be  heard  in  the 
interests  of  Ivory  Soap  as  was 
Against  the  Storm,  but  it  has  not 
been  decided  whether  the  same  to- 

tal of  81  NBC  stations  will  con- 
tinue to  be  used.  Agency  is  Comp- 

ton  Adv.,  New  York. 

OWI  Policy  Is  Opposed 

To    Personnel  Pirating 
RESPONDING  to  allegations  that 
OWI  Overseas  Branch  personnel 
were  approaching  domestic  sta- 

tions with  offers  of  more  money 
for  technical  personnel,  Murry 
Brophy,  chief  of  the  bureau  of  com- 

munications facilities  and  deputy 
director  in  charge  of  international 
broadcasting  of  the  Overseas 
Branch  of  OWI,  has  stated  that 
his  branch  will  not  proposition 
men  now  in  the  employ  of  domes- 

tic broadcasting  stations. 
Furthermore,  Mr.  Brophy  asked 

any  broadcasters  familiar  with 
such  a  condition  to  inform  him  and 
he  promised,  "I  will  summarily 
discharge  such  employe."  Instances of  this  sort  were  reported  to  the 
NAB  and  the  NAB  immediately 
asked  Mr.  Brophy  for  a  statement 
of  policy. 

IN  OBSERVANCE  of  the  first  an- 
niversary of  the  Japanese  attack 

on  Pearl  Harbor,  the  four  major 
networks  were  to  expend  special 
efforts  Dec.  7  as  well  as  the  pre- 

ceding day  to  bring  listeners  com- memorative items  of  the  event. 
How  a  year  of  war  has  changed 

the  way  of  life  of  the  American 
people  on  the  home  front  was  to  be 
described  on  the  Year  of  War, 
documentary  broadcast  scheduled 
Dec.  7  by  Mutual.  Created  and 
produced  by  Dave  Driscoll  and 
John  Whitmore  of  the  war  services 
and  news  division  of  WOR,  the 
feature  was  to  be  presented  9:30- 
10  p.m.  with  Gabriel  Heatter,  MBS 
news  analyst,  as  narrator. 

War  workers,  a  typical  war  plant 
executive,  a  representative  of  a 
peacetime  business,  and  members 
of  a  typical  American  family  were 
to  give  their  reactions  to  the  events 
of  the  last  12  months. 

Networks  Active 

Mutual's  Radio  Chapel  program 
traveled  overseas  for  the  first  time 
Dec.  6  to  present  the  religious 
services  for  American  soldiers  in 
Honolulu  and  England  marking  the 
Pearl  Harbor  anniversary,  while 
later  the  same  day  Mutual  carried 
an  American  Legion  program, 
showing  the  work  of  the  Navy 
since  that  infamous  day. 
NBC  marked  the  anniversary  the 

same  day  with  a  dramatic  half- 
hour  program  which  avoided  the 
usual  pattern  of  such  broadcasts. 
Titled  The  Man  Who  Missed  a 
Year,  the  feature  dealt  with  an 
imaginary  isolationist  suddenly 
rendered  unconscious  just  before 
Pearl  Harbor,  who  wakes  up  one 
year  later  to  find  the  nation  intent 
on  the  one  purpose  of  victory. 

To  inaugurate  a  War  Bond  drive 
in  Hawaii  on  Dec.  7,  NBC  in  co- 

operation with  the  Treasury  Dept., 
was  to  carry  a  broadcast  from 
Honolulu,  with  officials  of  the 
Treasury  staff  describing  the  life 
on  the  islands  and  how  Hawaiians 
are  helping  to  win  the  war. 

In  cooperation  with  the  OWI,  the 
BLUE  broadcast  a  special  hour- 
long  program.  Deliver  Us  From 
Evil,  on  Dec.  7,  and  on  Sunday  car- 

ried a  portion  of  the  requiem  mass 
conducted  by  Rev.  James  J.  Sween- 

ey, Bishop  of  Hawaii. 
Wide  Variety 

On  the  eve  of  the  anniversary, 
the  CBS  We,  the  People  show  pre- 

sented the  radio  premiere  of  a  new 

American  war  song,  "We've  Just 
Begun  to  Fight",  written  by  one 
of  the  collaborators  of  "Remember 
Pearl  Harbor."  The  CBS  Radio 
Reader's  Digest  Dec.  6  dramatized 
"A  Review  of  America's  First  Year 
at  War",  with  Raymond  Massey  in 
the  leading  role. 

On  Dec.  7,  David  Ross  was  to 
read  a  special  editorial  to  Ameri- 

cans on  the  Keep  Working,  Keep 
Singing  America  program  on  CBS, 
with  war  songs  featured  during  the 
remainder  of  the  broadcast.  Lux 
Radio  Theatre  is  presenting  a  spec- 

ial drama  "The  War  Against  Mrs. 
Hadley",  and  the  Screen  Guild 
Players  are  reenacting  "Mrs.  Mini- 

ver". Yox  Pop  on  CBS  the  anni- 
versary night  features  Parks  John- 

son and  Wally  Butterworth  inter- 
viewing survivors  of  the  Pearl 

Harbor  attack,  while  CBS  corres- 
pondent Webley  Edwards,  speak- 

ing from  Honolulu,  will  interview 
several  persons  on  the  scene. 
WFIL,  Philadelphia,  and 

WNEW,  New  York,  are  present- 
ing two  special  observance  pro- 

grams of  unusual  interest.  The 
former  is  dramatizing  a  half-hour 

show  at  7  p.m.,  titled  Revengeful- 
ly Yours,  featuring  three  drama- 

tized memoranda — one  each  to  Hit- 
ler, Tojo  and  Mussolini.  Supple- 

mented by  an  18-piece  orchestra, 
the  program  will  also  include  a 
special  tribute  to  the  Lukens  Steel 
Co.,  Coatesville,  Pa.,  for  an  out- 

standing war-production  record. 
The  WNEW  program  is  a  special 
tribute  to  the  Allied  fighting 
forces  all  over  the  world,  and  in- 

cludes a  45-minute  news  roundup 
from  world  capitals,  8-8:45  p.m. 
News  pickups  direct  from  London, 
Moscow,  Cairo  and  Sydney  are  to 
be  included. 

'Daily  Worker'  Seeking 
Time   for  News  Series 

THE  Daily  Worker,  organ  of  the 
Communist  Party,  is  interested  in 
sponsoring  a  news  program  on  one 
of  the  major  networks,  it  was 
learned  last  week,  although  plans 
are  "in  a  tenuous  state"  and  not 
much  farther  than  the  discussion 
stage,  an  official  of  the  publication 
told  Broadcasting.  Some  prelimi- 

nary queries  have  been  proffered 
NBC  and  CBS  as  to  time,  and  it  is 
understood  that  Communist  Leader 
Earl  Browder  is  being  considered 
for  the  commentator. 

Neither  NBC  nor  CBS  would 
make  any  official  statements  on  the 
Daily  Worker's  proposals,  and  the 
publication  itself  did  not  care  to 
discuss  the  matter  "for  at  least 
another  two  weeks". 

Florida  Citrus  Spots 

FLORIDA  CITRUS  COMMIS- 
SION, Lakeland,  Fla.,  on  Dec.  10 

will  start  its  annual  winter  cam- 
paign for  oranges,  grapefruit  and 

tangerines,  using  a  20-week  series 
of  100-word  spot  announcements 
and  chain  breaks  on  about  20  sta- 

tions. Areas  covered  are  in  the 
South  and  in  New  England.  Agen- 

cy is  Blackett-Sample-Hummert, New  York. 
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Sales  Secrets  of  a  Department  Store 

IT  IS  A  STRANGE  situation  when 
the  largest  advertisers  on  the  local 
merchandising  front  usually  avoid 
the  largest  selling  medium.  But  de- 

partment stores  in  general  are 
rather  pessimistic  where  radio  ad- 

vertising is  concerned.  Several  have 
made  sporadic  attempts  at  selling 
over  the  air,  but  only  a  few  found 
the  intricate  combination  that  opens 

listeners'  pocketbooks.  Others  re- 
tired from  the  air  waves  with  bit- 

ter resolve  to  stick  to  their  known 
media. 
At  the  NAB  convention  in 

Cleveland,  this  year,  NRDGA  mem- 
bers discussed  radio  advertising. 

They  revealed  that  a  bare  40%  of 
their  stores  trying  radio  had  even 
passable  results.  Yet  department 
stores  are  among  the  largest  ad- 

vertisers on  any  local  merchandis- 
ing front — and  radio,  as  has  been 

demonstrated  with  product  after 
product,  can  sell  practically  any- 

thing. It  would  be  helpful  to  both 
stores  and  stations  to  evolve  a 
method  of  mutual  cooperation  for 
effective  selling. 

Ik  A  Distinct  Medium 

Lit  Brothers  feels  that,  with 
WFIL,  Philadelphia,  it  has  found 
such  a  method,  and  has,  further- 

more, succeeded  with  radio  adver- 
tising in  accomplishing  what  it  set 

out  to  do. 
To  its  use  of  radio  Ldt  Brothers 

assigns  part  of  the  credit  for  its 
rise  in  recent  years  to  a  leading 
position  among  Philadelphia  de- 

partment stores,  as  well  as  other 
significant  advancements  in  its 
progress  and  profit. 
Why  has  Lit  Brothers  succeed- 

ed in  its  advertising  over  WFIL 
when  over  60%  of  the  department 
stores  mentioned  above  had  only 
sob  stories  to  write  in  their  radio 
columns?  I  believe  this  is  due  chief- 

ly to  Lit  Brothers'  recognition  of 
radio  as  a  separate  and  distinct  ad- 

vertising medium,  entirely  differ- 
ent from  newspapers;  a  medium 

with  its  own  peculiar  advantages 
and  limitations,  and  deserving  of 
special  treatment  as  such. 
Not  always,  however,  have  we 

had  clear  sailing  over  the  air- 
waves. Lit  Brothers'  first  aerial 

ventures  varied  considerably  in 
both  quantity  and  quality.  Respon- 

sibility for  radio  was  shifted  from 
department  to  department  within 
the  store.  The  set-up  was  somewhat 
variable  and  unstable,  and  result- 

ed, for  this  chapter  of  Lit  Broth- 
ers' radio  history,  in  the  usual 

streaky  run  of  department  store 
luck  with  radio. 

In  1939,  when  I  set  up  the  New 
Business  Department  of  Lit  Broth- 

ers, under  management  of  Mr.  Sid- 
ney Berg,  radio  at  last  found  a  real 

home  in  the  store  organization.  The 
New  Business  Department  took  en- 

tire charge  of  Lit  Brothers'  radio 
work,  giving  it  as  much  attention, 
study,  time  and  effort  as  the  reg- 

ular advertising  department  gave 

Sponsor-Station  Cooperation  Found 

Key  to  Successful  Use  of  Air 

By    WALTER    T.  GROSSCUP 

Executive  Vice-President 
Lit  Brothers  Department  Store,  Philadelphia 

WHERE  others  have  failed,  Lit  Brothers  big  store  in  Philadel- 
phia has  been  successful  in  its  use  of  the  broadcast  medium.  It 

traces  part  of  its  rise  in  recent  years  to  radio,  and  has  learned  a 
few  secrets  in  the  process.  Complicated?  Not  at  all!  Just  a  few 
simple  principles  that  anybody  should  know  anyhow.  Principles 
like  cooperative  planning  between  station  and  store,  and  recog- 

nition of  radio  is  a  distinct  advertising  medium  deserving  of 
special  treatment.  The  Lit  Brothers  radio  experiences  oflFer  some 
good  tips  to  those  interested  in  retailing  via  radio. 

the  old,  tried-and-true  medium — 
newspapers. 

Lack  of  success  with  radio  can, 
in  most  cases,  be  traced  to  insuf- 

ficient knowledge  of  the  medium, 
its  limitations  and  possibilities. 
Some  department  stores,  in  their 
initial  radio  ventures,  try  spot  ad- 

vertising of  individual  items  in  the 
store.  Frequently,  they  expect  a 
few  words  to  produce  a  country- 

wide effect,  much  in  the  same  man- 
ner that  Orson  Welles'  fluke  caused 

panic  throughout  New  Jersey.  A 
better  acquaintance  with  radio 
would  reveal  that  such  accidents 
are  rare  exceptions;  that  radio  ad- 

vertising's effectiveness  depends  a 
great  deal  on  many  repetitions  of 
a  single  idea. 

'Smattering  of  Ignorance' 

Similarly  "a  smattering  of  ig- 
norance" is  all  that  some  radio 

salesmen  have  concerning  the  or- 
ganization of  a  department  store. 

This  meager  acquaintance  can  eas- 
ily result  in  the  wrong  prescrip- 
tion for  a  store's  advertising  prob- lems. 

Some  salesmen  think  of  radio 
time  and  programs  in  relation  to 
single  items — cigarettes,  headache 
pills,  cereal,  etc.  Why,  Lit  Broth- 

ers' drug  department  alone  has  over 
25,000  different  items!  The  most 
potent  form  of  radio  advertising 
for  department  stores,  then,  would 
not  be  selling  specific  products  sold 
in  the  store,  but  selling  the  store 
itself — institutional  advertising. 

Therefore,  at  the  very  outset.  Lit 
Brothers  and  WFIL  avoided  the 
greatest  stumbling  block  in  the  path 
of  radio-department  store  coopera- 

tion. Station  executives  met  with 
store  executives  and  discussed  their 
mutual  problems.  WFIL  learned 
more  about  Lit  Brothers;  what  the 
department  store  needed;  what  it 
was  trying  to  accomplish.  And  Lit 
Brothers  learned  what  WFIL  had 
to  offer,  and  how  it  could  best  be 
obtained. 
Because  they  knew  each  other. 

MR.  GROSSCUP 

WFIL  did  not  make  the  mistake 
of  trying  to  sell  Lit  Brothers  time 
on  the  air — and  nothing  else.  Lit 
Brothers,  on  the  other  hand,  knew 
something  of  what  to  expect  from 
their  programs,  and  did  not  ask 
WFIL  to  perform  short-term  mir- acles. 

Four  Programs 

Lit  Brothers'  present  pattern  of 
advertising  on  the  air  consists  of 
four  separate  programs,  aimed  at 
four  distinct  audiences.  For  the 
housewife,  the  family  shopper,  who 
makes  up  the  volume  of  the  depart- 

ment store  business,  Lit  Brothers 
has  one  program  designed  to  pro- 

vide merchandising  information,  en- 
tertainment and  consumer  educa- 

tion: Shopper  at  The  Mike,  which 
is  heard  Mondays,  Wednesdays  and 
Fridays  at  11:45  a.m.  and  is  an 
audience-participation  quiz  pro- 

gram chiefly  concerned  with  qual- 
ity and  care  of  various  kinds  of 

merchandise. 
The  program  comes  direct  from 

the  Lit  Brothers  store,  and  adds  its 
audience  of  several  hundred  house- 

wife-shoppers to  the  daily  store 
traffic.  On  this  quiz  program,  mem- 

bers of  the  audience  are  chosen 

by  lot  to  be  the  "experts"  and answer  questions  on  merchandise, 

etc.,  winning  prizes  of  gift  certifl- 
cates.  The  program  does  not  at- 

tempt to  sell  speciflc  items;  it  fo- 
cuses on  consumer  interest,  offer- 

ing information  on  determining 
values,  and  on  care  and  conserva- 

tion of  materials. 

Shopper  at  The  Mike  also  pre- 
sents speakers  outstanding  in  their 

particular  fields  of  merchandising. 
"How  to  Judge  Value"  leaflets  are 
also  distributed  by  Shopper  at  the 
Mike  and  are  offered  free  to  any  lis- 

teners writing  in  for  them,  serving 

the  dual  purpose  of  further  insti- 
tutional advertising  and  a  "hook" to  draw  audience  mail.  This  is  one 

of  the  ways  Lit  Brothers  has  de- 
termined that  the  program  has  a 

large,  interested,  invisible  audience, 
as  well  as  the  visible  one  in  the 
studio. 
For  an  audience  of  men  and 

sports  lovers,  Lit  Brothers  spon- 
sors Hal  Simonds,  sports  commen- 

tator, for  three  15-minute  programs 
weekly,  6:30  p.m.  Mondays,  Wed- 

nesdays and  Fridays.  Commercial 
copy  on  this  program  concerns 
mainly  institutional  mention  of  Lit 
Brothers  Men's  Store. 

News  at  Noon 

Noontime  news  listeners  and 
housewives  interested  in  current 
events  comprise  the  listening  au- 

dience of  A.  D.-News  Commentator, 
who  reviews  world  events  thrice- 
weekly,  Tuesdays,  Thursdays  and 
Saturdays  at  1:45  p.m.,  in  con- 

versation with  "an  average  house- 
vdfe",  Miriam.  News  commentary, 
while  it  is  as  up-to-the-minute  as 
what  is  running  off  the  teletype, 

is  slanted  along  lines  of  special  in- 
terest to  women  at  home.  This  pro- 
gram, incidentally,  proved  popular 

enough  to  receive  sponsorship  of  a 
store  vendor — Fikany  Shoes. 
No  department  store  program 

pattern  would  be  complete  without 
entertainment  for  tiny  tots. 
Streamlined  Fairy  Tales,  a  series 
of  transcribed  modernizations  of 
favorite  myths,  by  the  Koralites, 
plays  to  its  young  audience  over 
WFIL  three  times  a  week,  Mon- 

days, Wednesdays  and  Fridays,  5- 5:15  p.m.  This  is  a  good  spot  at  the 

beginning  of  the  Children's  Hour of  the  radio  day.  Added  attraction 
for  both  the  little  listeners  and  Lit 
Brothers,  is  the  Magic  Lady,  who 
introduces  the  program. 

She  stimulates  the  interest  of  the 

youngsters  with  the  Magic  Listen- 
ers Club,  and  sends  out  a  little 

Magic  News  to  children  who  write 
for  it.  Judging  from  the  stacks  of 
fan  mail  received.  Streamlined 
Fairy  Tales  plays  to  an  enthusias- 

tic young  audience.  The  Fairy  Tales 
popularity  brought  it  the  sponsor- 

ship of  the  Lit  Brothers  candy  de- 

partment. Potential  department  store  cus- 
tomers include,  of  course,  practi- 

{Continued  on  page  52) 
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WPB  Realignment 

Clarifies  Powers 

Radio  &  Radar  Division  May 
Have  Added  Authority 

INCREASED  authority  for  the 
WPB  Radio  &  Radar  Division  in 
directing  production  of  radio  parts 
and  in  allocating  materials  was 
seen  in  Washington  last  weekend 
as  a  result  of  an  agreement  be- 

tween the  WPB  and  the  Armed 
Services  enlarging  the  powers  of 
Program  Vice-President  Charles 
E.  Wilson. 

The  agreement,  signed  by  WPB 
Chairman  Donald  Nelson,  Secre- 

tary Stimson  and  Secretary  Knox 
gives  Mr.  Wilson  direct  control  of 
radio,  detection  equipment,  air- 

craft and  escort  vessel  production, 
as  well  as  general  supervisory  au- 

thority over  scheduling  of  all  arms 
output. 

In  effect,  the  services  by  this 
agreement  recognize  the  final  au- 

thority of  Mr.  Wilson  in  fixing  pro- 
duction schedules,  although  the  or- 

iginal schedules  will  be  drawn  up 
by  the  military  subject  to  WPB 
approval. 

Recently,  Radio  &  Radar  was 
established  as  an  separate  Division 
of  the  WPB  reporting  directly  to 
Mr.  Wilson  [Broadcasting,  Nov. 
16].  With  Mr.  Wilson  now  firmly 
established  as  a  final  authority  on 
production,  it  was  generally  felt 
the  Division  will  have  more  com- 

plete control  over  radio. 

Tube  Action  Awaited 

ASSIGNMENT  of  type  numbers  to 
"Victory  Model"  replacement  parts 
to  be  made  under  the  WPB  repair 
parts  program  was  postponed  last 
week  when  a  scheduled  meeting  of 
the  American  Standards  Assn.  was 
upset  by  transportation  difficulties. 

Representatives  of  the  Radio  & 
Radar  Division  who  were  en  route 
to  New  York  to  present  the  pro- 

gram turned  back  when  a  railroad 
tieup  prevented  them  from  arriv- 

ing in  time  for  the  session.  The 
ASA  is  expected  to  take  up  the 
program  at  another  meeting  sched- 

uled tomorrow  (Dec.  8). 

WJW  Is  Authorized  to  Move, 

Bringing  Blue  Into  Cleveland 

New  5, 000- Watt  Transmitter  Transferred  for 
Better  Coverage;  Studios  to  Be  Shifted 

NAB  MEET  FEATURES 

TALK  BY  KENNEDY 

FEATURED  speaker  on  the  sec- 
ond day  of  the  meeting  of  the 

Eighth  District  of  NAB  at  the  Co- 
lumbia Club,  Indianapolis,  Ind., 

Dec.  2-3,  was  Miss  Helen  Kennedy 
of  the  Kroger  Grocery  &  Baking 
Co.,  who  outlined  the  experience  of 
her  company  with  broadcast  adver- 
tising. 

The  usual  resolutions  endorsing 
the  OWI  plan,  the  NAB  stand  on 
AFM-Petrillo  and  the  retail  pro- 

motion plan  were  passed. 
Among  other  speakers  were : 

John  E.  Fetzer,  district  director; 
Neville  Miller,  president  of  NAB; 
Carl  Haverlin,  headquarters  con- 

sultant, radio  branch.  Office  of  War 
Information;  Gene  Pulliam,  WIRE, 
Indianapolis. 

BASING  its  action  on  lack  of  an 
available  outlet  for  the  BLUE  in 
Cleveland,  the  FCC  last  Friday  an- 

nounced that  WJW,  Akron,  had 
been  authorized  to  locate  its  new 
5,000  watt  transmitter  about  14 
miles  closer  to  the  metropolis,  with 
its  main  studios  switched  from 
Akron  to  Cleveland. 

The  decision,  reached  Dec.  2  by 
a  split  vote  but  not  announced  until 
Dec.  4,  tends  further  to  complicate 
the  legal  situation  surrounding  the 
breakdown  of  the  850  kc.  clear 
channel,  on  which  WHDH,  Boston, 
was  assigned  over  the  protest  of 
KOA,  Denver,  dominant  station  on 
the  frequency,  and  on  which  WJW 
has  been  authorized  to  operate. 

The  U.  S.  Court  of  Appeals  for 
the  District  of  Columbia  last  Sep- 

tember reversed  the  FCC's  deci- 
sion in  the  WHDH  case,  but  the 

Commission  plans  to  appeal  to  the 
Supreme  Court  shortly. 

To  Move  Transmitter 

WJW  last  January  v/as  author- 
ized to  operate  on  850  ke.  with  5,000 

watts  power  for  primary  service 
in  Cleveland.  It  now  is  assigned 
to  1240  kc,  with  250  watts.  Last 
October,  WJW,  after  consultation 
with  the  BLUE  Network,  applied 
to  the  FCC  for  modification  of  its 
construction  permit  to  move  its 
transmitter,  now  being  installed, 
from  its  location  about  midway  be- 

tween Akron  and  Cleveland,  to  a 
point  13.8  miles  closer  to  Cleveland. 

It  also  asks  for  change  of  loca- 
tion of  its  main  studios  from  Akron 

to  Cleveland.  It  set  forth  in  its 
application  that  no  new  construc- 

tion of  studios  would  be  involved, 
since  it  had  arranged  to  lease  ade- 

quate studios  from  NBC,  which 
operates  WTAM,  Cleveland. 

Simultaneously,  the  FCC  an- 
nounced that  it  had  denied  the 

NBC  petition  against  the  WJW 
grant,  which  had  been  filed  a  fort- 

night following  the  original  au- 
thorization. It  said  it  had  found 

that  the  public  interest  would  be 
served  by  the  modified  grant  to 
WJW,  making  it  in  fact  a  Cleve- 

land station,  and  held  that  the  peti- 
tion for  rehearing  directed  against 

the  original  WJW  construction 
permit  be  denied  "without  preju- 

dice, however,  to  the  filing  by  NBC 
of  a  new  petition  for  rehearing  di- 

rected against  the  grant  to  WJW 
Inc.,  as  modified  by  the  Commis- 

sion's action  of  Dec.  2,  1942." 
Commissioners  Craven  and  Case, 

who  steadfastly  have  supported 
clear-channel  operation  and  who 
opposed  the  original  breakdovra  of 
the  850  channel  through  assign- 

ment of  WHDH  on  it,  dissented 
from  the  Commission's  action.  It 
was  indicated  they  felt  it  was  not 
in  accord  with  the  full  spirit  of 
the  April  27  freeze  order,  although 
it  was  claimed  that  very  little  new 

material  would  have  to  be  pur- chased. 

WJW  is  believed  to  have  prac- 
tically completed  installation  of  its 

new  5,000-watt  plant  at  the  mid- 
way location.  Under  the  authoriza- 

tion, the  four-tower  directional 
array,  transmitter  and  other  equip- 

ment would  be  moved  to  the  new 
site,  where  a  new  transmitter  house 
would  be  built  and  the  equipment 
reinstalled.  It  was  estimated  the 
job  would  take  several  months. 

Future  of  WJW 

WJW  will  continue  operating  on 
its  local  frequency  as  MBS  outlet 
in  Akron  until  completion  of  the 
new  station.  After  that,  it  is  pre- 

sumed that  the  1240  kc.  assign- 
ment vdll  become  vacant,  although 

the  company  operating  the  station 
offered  to  continue  operations  in 
that  area.  The  station  is  owned  by 
William  M.  O'Neil,  who  serves  as 
its  general  manager.  He  is  the  son 
of  the  president  of  the  General  Tire 
&  Rubber  Co.  Mr.  O'Neil  purchased 
the  original  WJW  two  years  ago. 

The  FCC  action,  granting  the 
modification,  specifies  operation  on 
850  kc.  with  5,000-watts  unlimited 
time,  with  a  directional  antenna  for 
day  and  night  use.  The  express 
conditions  in  the  authorization 

were  that  no  interference  -will  be 
caused  to  CFRB,  Toronto,  con- 

trary to  the  Havana  Treaty  pro- 
visions, and  that  no  construction 

shall  take  place  until  after  mea- 
surements regarding  such  interfer- 

ence have  been  made. 

In  its  application  for  modifica- 
tion filed  Oct.  23  by  W.  Theodore 

Pierson,  Washington  counsel,  WJW 
explained  that  Cleveland  is  with- 

out BLUE  Network  service  and 
that  this  seriously  impaired  the 
ability  of  the  network  to  sell  time 
nationally.  It  stated  that  while  the 
immediate  injurious  result  is  to 
deprive  Cleveland  listeners  of  serv- 

ice, actually  listeners  in  the  entire 
country  are  threatened  with  injury 
through  the  "serious  impairment, 
if  not  the  destruction  of  the  Blue 

Network". It  was  claimed  that  little  addi- 
tional material  would  be  needed  to 

remove  the  station,  most  of  which 
could  be  obtained  without  the  bene- 

fit of  preference  ratings  from 
WPB.  In  addition  to  the  technical 
plant,  the  application  said  it  would 
be  necessary  to  build  a  transmitter 
house  at  a  maximum  cost  of  $5,000. 
Practically  all  of  the  equipment  in 
the  transmitter  house  at  the  origi- 

nal location  could  be  salvaged,  it was  said. 

FRANK  PARKER,  singing  star  of 
the  E.  R.  Squibb  &  Sons  CBS  pro- 

gram Keep  Working,  Keep  Singing, 
America,  has  enlisted  in  the  Merchant 
Marine  and  will  probably  report  for 
active  duty  the  middle  of  this  month. 
No  replacement  has  been  named  as 
yet  to  star  on  the  program. 

WKBB  CONSIDERS 

LEAVING  THE  AIR 

BECAUSE  of  financial  difficulties, 
as  well  as  other  war  considerations, 
Walter  E.  Klauer,  owner  of 
WKBB,  Dubuque,  la.,  last  week 
notified  the  FCC  he  contemplates 
turning  in  his  license  for  the  dura- 

tion. It  was  learned,  however,  that 
Mr.  Klauer  has  been  reconsidering 
because  he  thought  the  FCC  al- 

ready had  decided  to  allow  stations 
to  suspend  without  prejudice  to 
their  return  to  the  air  after  the war. 

WKBB,  which  is  celebrated  for 
the  case  it  lost  after  going  all  the 
way  to  the  Supreme  Court  on  the 
competition  issue,  notified  the  FCC 
that  the  going  was  rough  and  that 
it  planned  to  turn  in  its  license 
Dec.  31.  Similar  notice,  it  is  under- 

stood, went  to  the  BLUE  head- 
quarters, with  which  the  station  is affiliated. 

In  its  famous  law  suit  WKBB 

opposed,  on  economic  grounds,  li- 
censing of  the  newspaper-owned 

KDTH  in  Dubuque,  claiming  the 
market  could  not  support  the  two 
and  that  WKBB  could  not  stand 
the  competition. 

Mr.  Klauer  is  head  of  a  manu- 
facturing company  engaged  in  war 

contract  work  which,  it  is  reported, 
contributed  to  his  determination  to 
suspend  station  operation.  But  he 
did  this  on  the  mistaken  notion  that 
the  FCC  regulations  permitted  it. 
No  word  has  come  from  the  FCC 
on  the  matter. 

NBC  Board  Names 

MacDonald  as  V-P 
Recently  Had  Been  Appointed 

To  Newly-Created  Post 
JOHN  H.  MacDONALD,  assistant 
secretary  and  assistant  to  the  vice- 
president  and  general  manager  of 
NBC,  who  recently  was  appointed 
to  the  newly-created  post  of  finan- 

cial officer,  with  the  treasurer,  con- 
troller, personnel  director  and  man- 

ager of  the  general  s  e  r  v  i  c  e 
department  reporting  directly  to 
him  [Broadcasting,  Nov.  30], 

gained  another  new  title  last  Fri- 
day when  the  NBC  board  of  direc- 

tors, at  its  regular  monthly  meet- 
ing, voted  his  appointment  as  a 

vice-president  of  NBC. 
A  graduate  of  New  York  U, 

where  he  subsequently  became  an 
assistant  professor  in  the  School  of 
Commerce,  MacDonald  left  the 
academic  field  to  become  office  and 

personnel  director  of  McGraw- 
Hill  Publishing  Co.  and  later  was 
controller  of  A.  I.  Namm  &  Sons 
and  Walker  &  Heisler. 

Joining  Tradeways  in  1932,  he 
spent  three  years  in  research  on  the 
management  problems  of  NBC,  a 
Tradeways  client,  and  then  joined 
the  network  to  put  into  effect  the 
results  of  his  studies,  serving  as 
budget  director  and  as  business 
manager  of  the  Radio-Recording 
Division.  A  year  ago  he  joined  the 
network's  top  executives  group  to 
assist  in  working  out  the  problems 
arising  from  the  separation  of  the 
BLUE  Network  from  NBC. 

Page  12  •  December  7,  1942 BROADCASTING  •  Broadcast  Advertising 



If  you're  now  using  radio  i 

morket-or  pkmning  to  do  so 

in  tiie  intare— 3fM  siMmid  soo 

Hio  C!rosdoy  Study  fust 

COflDnPAOIiOClB 

5000 

on  580 WCHS 

CBS 

Affiliate 

John  A.  Kennedy.  President       Howard  L.  Chernoff,  Managing  Diiectoi 

represented  by  THE  BRANHAM  COMPANY 
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WLWs  500  kw.  Transmitter 

Slated  for  Psychological  War 

W8XO  Experimental  License  on  500  kw.  Cancelled; 

Application  for  750  kw.  Rejected  by  FCC 

PROSPECTIVE  use  of  WLWs 
500,000-watt  standard  broadcast 
transmitter  for  international  short- 

wave broadcasting  as  an  integral 
part  of  the  Government's  far- 
reaching  psychological  warfare 
program  in  the  foreign  field  was 
seen  last  week  follovdng  confer- 

ences in  Washington. 
Likelihood  of  this  move,  in  co- 

operation with  the  Crosley  Corp., 
arose  after  the  FCC  announced 
Nov.  30  its  order  and  decision  deny- 

ing the  application  of  the  Crosley 
Corp.  to  increase  the  power  of  the 
developmental  broadcast  station, 
W8X0,  from  500,000  to  750,000 
watts.  Simultaneously,  the  Com- 

mission ordered  that  the  outstand- 
ing license  for  W8X0,  which  is 

WLW's  experimental  adjunct,  be terminated  in  accordance  with  its 
conditions,  effective  Jan.  1,  1943. 

That  would  pave  the  way  for 
use  of  the  transmitter — ^most  pow- 

erful in  the  United  States  and  prob- 
ably as  powerful  as  any  in  the 

world — for  international  shortwave 
purposes  under  the  direction  of 
the  Overseas  Branch  of  OWL 

Effect  of  Decision 

James  D.  Shouse,  vice-president 
of  the  Crosley  Corp.  in  charge  of 
broadcasting,  was  in  Washington 
last  week  and  conferred  with  a 
number  of  Government  officials, 
presumably  on  the  relinquishment 
of  the  transmitter  for  the  war's 
duration.  WLW,  the  only  station 
in  the  United  States  ever  to  oper- 

ate with  power  in  excess  of  50,- 
000  watts,  since  1934  has  used  the 
500  kw.  transmitter  for  develop- 

mental and  experimental  purposes 
between  midnight  and  6  a.m. 

It  has  an  application  pending, 
designated  for  hearing  on  Jan.  8. 
for  use  of  500,000  watts  daytime 
for  WLW.  With  the  prospect  of  di- 

version of  the  large  transmitter 
for  international  service,  however, 
chances  for  the  granting  of  this 
application  would  evaporate. 

Sought  750,000  Watts 

Crosley  sought  authority  to  in- 
crease the  power  of  W8X0  from 

500,000  watts  to  750,000  watts  for 
the  purpose  of  developing  an  en- 

tirely new  type  of  transmitter.  No 
other  transmitter  of  that  output 
yet  has  been  built,  so  far  as  is 
known.  The  Commission,  it  is  un- 

derstood, took  the  position  that 
WLW's  high  power  experimenta- 

tion during  the  last  decade  had 
contributed  a  maximum  of  infor- 

mation on  scientific  development 
and  that  little  more  could  be  done 
in  this  field.  Thus  it  appears  that 
the  whole  question  of  greater  pow- 

er for  standard  broadcast  stations 
will  be  shelved  at  least  for  the 
war's  duration. 

The  Government,  through  OWI 

and  the  Rockefeller  Committee,  re- 
cently leased  all  14  existing  U.  S. 

international  stations  [Broadcast- 
ing, Nov.  2-9].  The  broad  expan- 
sion program  now  being  evolved 

contemplates  construction  of  22  ad- 
ditional transmitters  for  an  even- 

tual international  system  of  36 
stations,  v^dth  a  budget  of  $4,400,- 
000  set  aside  for  transmitters 
alone. 

In  its  formal  decision  and  order 

denying  W8X0's  application  for 
750,000  watts  and  terminating  its 
current  license  Jan.  1,  the  Com- 

mission said  it  was  not  satisfied 
that  the  continued  operation  of  the 
developmental  station  as  regularly 
authorized  would  be  in  the  public 
interest.  It  pointed  out  that  while 
the  application  might  have  been  de- 

nied without  a  hearing,  it  never- 
theless would  give  Crosley  the  op- 

portunity to  testify. 

Waived  Evidence 

While  Crosley  filed  an  appear- 
ance, it  did  not  offer  evidence  in 

support  of  its  proposal,  but  waived 
the  opportunity  to  offer  evidence 
and  requested  a  decision  on  the 
basis  of  information  already  sup- 

plied. "The  applicant  has  thus  failed 
to  take  advantage  of  the  opportun- 

ity given  it  to  offer  evidence  upon 
the  issues  in  this  proceeding.  The 
Commission  has  no  more  informa- 

tion than  it  had  when  it  designated 
the  application  for  hearing.  We 
were  unable  then  and  are  equally 
unable  now  to  find  that  either  the 
proposed  increase  in  power  for 
W8X0  or  the  continued  operation 
of  that  station  would  be  in  the 
public  interest,  convenience  and 

necessity." 

Cleaner's  Big  Contract 
L.  BLAU  &  SONS,  Long  Island 
City,  N.  Y.  (dry  cleaner),  has 
contracted  for  seven  hours  per 
week  on  WLIB,  Brooklyn,  for  a  13- 
week  period.  Blau  last  week  started 
sponsorship  of  Great  Classics, 
heard  on  WLIB,  11-12  Noon,  Mon- 

day thru  Sunday.  A  newcomer  to 
radio,  the  firm  is  stressing  the 
theme  "conservation  in  clothing 

through  dry  cleaning  in  war  time". Display  ads  placed  in  New  York 
newspapers  last  week  called  atten- 

tion to  the  program,  and  the  firm's 12  delivery  trucks  carried  posters 
promoting  the  show.  Business  was 
placed  direct. 

Price  Called  for  Probe 

Of  Censorship  Activity 
REVIEW  of  the  entire  censorship 
machinery  has  been  called  for  by 
the  Senate  Judiciary  Committee  as 
the  result  of  closed  session  com- 

plaints last  Monday  by  Gov.  Ernest 
Gruening  of  Alaska  and  according- 

ly, Byron  Price,  director  of  the  Of- 
fice of  Censorship,  will  be  called 

before  the  committee  this  week. 
The  Senate  on  Nov.  27  passed  a 

bill  introduced  by  the  House  ap- 
proving censorship  of  communica- 

tions between  the  U.  S.,  its  posses- 
sions and  territories  and  extending 

censorship  to  communications  be- 
tween the  possessions  and  the  ter- ritories themselves.  When  Gov. 

Gruening's  testimony  was  heard  it was  decided  to  recall  the  bill  and 
action  now  awaits  a  review  of 
charges  made  in  the  light  of  testi- 

mony by  Mr.  Price. 

WLAG  Joins  MBS 

WLAG,  La  Grange,  Ga.,  250-watt, 
unlimited  time  station  operating  on 
1240  kc,  joined  Mutual  Dec.  1, 
making  a  total  of  209  MBS  outlets. 
Station  is  owned  by  La  Grange 
Broadcasting  Co.  Another  new  Mu- 

tual affiliate,  already  announced, 
WAAB,  Worcester,  Mass.,  goes  on 
the  air  Dec.  13  from  its  new  loca- 

tion, as  a  member  of  the  Mutual 
and  Yankee  networks.  Due  to  de- 

lays in  construction  work,  WSAP, 
Portsmouth,  Va.,  and  WCNC,  Eliz- 

abeth, N.  C,  will  not  join  MBS until  Dec.  15. 

CBS  Cites  Errors 

By  Federal  Court 
In  Network  Ruling 

Basis  for  Filing  of  Appeal 

To  Supreme  Court  Stated 
FILING  its  petition  for  appeal  to 
the  U.  S.  Supreme  Court  from  the 
adverse  ruling  of  the  statutory 
three-judge  court  in  New  York 
which  dismissed  the  plea  of  CBS 
for  an  injunction  to  restrain  the 
FCC  from  putting  into  effect  its 
network  monopoly  regulations, 
CBS  on  Nov.  27  joined  NBC  in 
taking  the  first  step  necessary  for 
a  hearing  of  its  case  by  the  high- 

est court  in  the  country.  NBC  had 
filed  its  petition  on  Nov.  25 
[Broadcasting,  Nov.  30]. 

Errors  Assigned 

In  the  assignment  of  errors  ac- 
companying the  petition,  CBS  de- 

clared the  statutory  court  had 
erred  in  ruling  that  the  order  of 
the  FCC  was  within  the  authority 
committed  to  the  Commission  by 
the  Communications  Act  of  1934; 
that  the  court  had  erred  in  failing 
to  rule  that  the  FCC  had  based  its 
oi'ders  upon  an  erroneous  interpre- 

tation of  the  extent  of  its  power 
and  duty  and  that  these  orders 
should  therefore  be  set  aside;  that 
the  court  erred  in  failing  to  rule 
that  the  construction  put  on  the 
Act  by  the  FCC  is  an  unlawful 
delegation  of  legislative  power  in 
contravention  of  Article  I,  Section 
1,  of  the  Constitution  of  the 
United  States,  of  the  First  Amend- 

ment to  the  Constitution,  guaran- 
teeing freedom  of  speech  and  press, 

and  also  of  the  due  process  clause 
of  the  Fifth  Amendment;  that  the 
court  erred  in  failing  to  rule  that 
the  FCC  orders  are  arbitrary  and 

capricious  in  that  they  bear  no  rea- 
sonable or  rational  relation  to  the 

standard  of  public  interest,  con- 
venience and  necessity,  and  so 

should  be  set  aside;  that  the  court 
erred  in  failing  to  order  a  trial; 
and  finally  that  the  court  erred  in 
dismissing  the  complaint  and  in 

failing  to  grant  the  plaintiff's  ap- 
plication for  a  preliminary  injunc- tion. 

The  lower  court  ordered  the  ap- 
peal allowed,  paving  the  way  for 

CBS  to  file  a  formal  appeal  for 
a  hearing  before  the  Supreme 
Court. 

Calavo  Growers 

CALAVO  GROWERS  of  Califor- 
nia, Los  Angeles  (avocados),  on 

Dec.  2  started  for  13  weeks  on  a 
scattered  schedule,  because  of 
market  conditions,  twice-weekly 
participation  in  Breakfast  at 
Sardi's  on  13  BLUE  Pacific  sta- 

tions, Wednesday,  Friday,  9:30-10 
a.m.  (PWT).  In  addition  firm  is 
using  twice-weekly  participation  in 
Hopeful  Homer  on  KPRC,  Hous- 

ton; Marilyn  Day,  KSL,  Salt  Lake 
City;  Budget  Brigade  on  KLZ, 
Denver,  with  other  stations  to  be 
added  to  the  list  in  January.  Agen- 

cy is  J.  Walter  Thompson  Co.,  Los 
Angeles. 
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Do  Department  Stores 

Use  Radio  in  Detroit? 

More  than  one  hour  of  WWJ's  time— every 

day  in  the  week— is  sponsored  by  one  or  more 

of  Detroifs  leading  department  stores! 
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Roma  and  Central 

Sold  to  Schenley; 

Both  Using  Radio 
National   Distillers   May  Get 

Italian  Swiss  Colony 
SCHENLEY  DISTILLERS  Corp., 
New  York,  has  purchased  two 
major  California  wine  firms,  Cen- 

tral Winery  and  Roma  Wine  Co., 
both  radio  advertisers,  located  in 
Fresno,  Cal. 

Deal  was  made  several  weeks 
ago,  and  involves  purchase  of 
Roma  Wine  in  its  entirety  for 
$6,400,000,  and  acquisition  of  the 
plant  and  present  wine  stocks  of 
Central  Winery  for  $3,800,000, 
name  brands  and  vineyards  re- 

maining the  property  of  the  latter 
firm. 

Advertising  for  Central  Winery 
has  been  dormant  since  Oct.  1  of 
this  year,  when  spot  broadcasting 
was  discontinued  on  WOR,  WMCA 
and  WHN,  New  York,  evidently  in 
view  of  the  pending  reorganization. 
Weiss  &  Geller,  New  York,  is  the 
present  agency  for  Central  Winery. 

Roma's  Schedule 

Roma  Wine  Co.  currently  has  an 
extensive  schedule  of  spot  broad- 

casting in  the  New  York  area,  the 
Midwest,  Arizona  and  the  West 
Coast,  placed  through  McCann- 
Erickson,  New  York,  which  will 
continue  as  agency  for  the  com- 

pany under  Schenley  ovsoiership. 
Roma  products  are  advertised  on 

a  weekly  news  program  on  WOR, 
New  York,  and  news  and  music 
programs  on  WNEW,  New  York; 
also  through  Italian-language  par- 

ticipations on  WHOM,  Jersey  City, 
and  though  twice-weekly  news 
broadcasts  by  Fulton  Lewis  jr.  on 
WFBR,  Baltimore,  and  WOL, 
Washington. 

Radio  is  also  used  in  Pennsyl- 
vania, and  regular  five  and  ten- 

minute  programs  are  scheduled  in 
Minnesota,  North  Dakota,  Mexico 
and  Texas.  In  addition  to  five- 
weekly  news  programs  on  Arizona 
outlets,  KOY  KUSN  KTUC,  Roma 
uses  the  complete  Don  Lee  Net- 

work in  California  for  News  and 
Views,  five-weekly  quarter-hour 
program. 

Schenley  on  Mutual 

Schenley  recently  started  the 
Cresta  Blanca  Carnival,  variety 
program  featuring  Jack  Pearl  on 
Mutual  for  Cresta  Blanca  Wines. 
Schenley  agency  is  William  H. 
Weintraub  Co.,  New  York. 
Further  realignment  in  the 

liquor  industry  was  indicated  last 
week  as  negotiations  were  nearing 
conclusion  for  the  acquisition  of 
Italian  Swiss  Colony  wines,  located 
in  San  Francisco,  by  National  Dis- 

tillers Corp.,  New  York. 
Announcement  was  made  by  Ed- 

mund A.  Rossi,  president  of  Colony 
wines,  who  stated  that  the  arrange- 

ment will  be  such  that  the  identity 
and  management  of  his  firm  would 
be  preserved,  at  the  same  time  mak- 

ing available  to  Colony  wines  the 

FOCAL  FIGURES  in  NBC's  new  organization  revision  [Broadcasting, 
Nov.  30],  photographed  at  the  New  York  dinner  at  which  the  new  plans 
were  announced,  are  (1  to  r)  :  Easton  C.  Woolley,  assistant  to  William 
S.  Hedges,  vice-president  in  charge  of  stations;  Frank  E.  Mullin,  vice- 
president  and  general  manager;  Niles  Trammell,  president;  Dr.  James 
Rowland  Angell,  public  service  counsellor. 

Manpoiver  Clarification  Marking  Time 

Awaiting  Decision  on  National  Policy 
UNTIL  the  national  manpower 
muddle  is  dissolved  there  is  little 
likelihood  that  the  broadcasting  in- 

dustry can  look  for  a  universal 
system  of  intelligent  classification 
and  coordinated  effort  between 
draft  boards  and  local  USES  offi- 

ces, informed  sources  indicate. 
National  manpower  unity  may 

be  expected,  however,  since  in- 
formed quarters  expected  the  uni- 

fication of  the  various  agencies 
under  Paul  V.  McNutt,  WMC  chief. 

Radio  broadcasting  officials  along 
with  other  communications  repre- 

sentatives of  the  numbered  BWC 
committees  conferred  with  War 
Manpower  Commission  officials  last 
Monday  to  discuss  the  possible  re- 

vision of  the  original  list  of  essen- 
tial communications  occupations 

contained  in  Occupational  Bulletin 
Number  27  issued  in  October 
[Broadcasting,  Oct.  19].  It  was 
learned  that  the  net  effect  of  the 
meeting  was  not  encouraging  for  it 
does  not  appear  likely  that  WMC 
is  currently  in  a  mood  to  revise 
this  list. 

BWC  Studies  Breakdown 

At  the  same  time,  WMC  officials 
were  anxious  to  develop  an  intelli- 

gent breakdown  of  these  broad  oc- 
cupations included  in  the  original 

list.  Consequently  another  meeting 
was  held  on  Friday  between  broad- 

casting representatives  and  WMC 
representatives  to  consider  the 
breakdown  list  which  specifically 
defines  all  of  the  jobs  named  in  the 
original  Occupational  Bulletin. 
When  the  Occupational  Bulletin 

was  first  issued  early  in  October, 

USES  officials  promised  to  com- 
plete the  breakdown  of  each  title 

within  a  week  or  10  days.  Actually 
this  list  was  only  completed  during 
the  past  week  and  then  it  was  sub- 

mitted to  the  industry  representa- 
tives on  Friday  for  their  approval 

and  suggestions. 
Although  the  actual  list  is  not 

yet  available  it  is  understood  that 
the  complete  set  of  definitions  con- 

tained is  complicated  and  even  con- 
fusing in  instances.  Nevertheless, 

it  will  probably  be  released  to  local 
USES  offices  for  use  in  guiding 
draft  boards  within  the  next  week 
or  10  days. 

Value  Doubtful 

The  value  of  such  a  list  is  moot 
in  the  minds  of  some  broadcasters, 
whereas  others  look  to  it  hopefully. 
Already  some  broadcasters  report 
success  in  individual  cases  which 
deserved  deferments  as  a  result  of 
positions  named  in  the  original  bul- 

letin. Others,  on  the  basis  of  ex- 
perience, are  not  optimistic  about 

the  prospect  of  local  boards  accept- 
ing guidance  from  USES  offices. 

The  most  hopeful  event  of  the 
week  on  the  manpower  front  took 
place  with  the  announced  absorp- 

tion of  the  USES  by  the  War  Man- 
power Commission.  This  reduces 

the  number  of  competing  man- 
power agencies  by  one.  However, 

the  biggest  news  on  manpower  is 
expected  from  the  White  House  at 
any  time.  At  his  Friday  press  con- 

ference. President  Roosevelt  had 
nothing  concrete  to  report,  but  in- 

dicated that  action  could  be  ex- 
pected very  soon. 

"prestige  and  wider  sales  distribu- 
tion facilities"  of  National  Distil- lers. 

The  company,  through  its  agency, 
Leon  Livingston,  San  Francisco,  is 
using  a  transcribed  news  program 
on  three  Don  Lee  California  sta- 

tions, and  some  additional  spot 
broadcasting  [Broadcasting,  April 
6].  Various  agencies  handle  Na- 

tional Distiller  accounts. 

Central  AAAA  Session 
SERVICE  TO  THE  PUBLIC  and 
the  war  effort  through  advertising 
was  discussed  at  the  annual  meet- 

ing of  the  Central  Council  of  the 
American  Assn.  of  Advertising 
Agencies,  held  last  Thursday  in 
Chicago.  R.  J.  Scott,  of  Schwim- 
mer  &  Scott,  Chicago,  Central 
Council  chairman,  presided.  Speak- 

ers included  Chester  J.  LaRoche, 
president  of  Young  &  Rubicam. 

U.  S.  MAY  DEFER 
MONOPOLY  ACTIONS 

PROSPECTS  of  a  postponement 
of  several  months  in  the  trial  of 
the  Government  anti-trust  suits 
against  RCA-NBC  and  CBS,  alleg- 

ing monopoly  in  network  opera- tions, were  foreseen  last  week  in 
view  of  the  impending  appeals  to 
the  Supreme  Court  by  the  networks 
from  the  three- judge  court  decision 
in  New  York  refusing  them  injunc- 

tive relief  from  the  FCC's  network- 
monopoly  regulations. 

While  no  action  has  yet  been 
taken,  it  was  apparent  that  the 
Dept.  of  Justice,  in  the  light  of  the 
pendency  of  the  FCC  litigation, 
would  ask  a  postponement  of  at 
least  three  months.  The  anti-trust 
case  is  scheduled  for  trial  Dec.  11 
before  Federal  Judge  John  P. 
Barnes  in  Chicago. 

It  was  thought  likely  the  Anti- Trust  Division  would  ask  the  court 
this  week  for  a  postponement,  either 
to  a  certain  date  or  until  the  prior 
litigation  in  the  Supreme  Court  is 
adjudicated.  The  networks  have 
until  Feb.  1  to  perfect  their  ap- 

peals to  the  Supreme  Court,  under 
the  New  York  court  action. 

FCC  Approval  Granted 

To  KHUB's  Assignment 
CONSENT  WAS  granted  by  the 
FCC  Dec.  1  for  the  voluntary  as- 

signment of  license  of  KHUB,  Wat- sonville,  Cal.,  from  John  P.  Scripps, 

publisher  of  the  Watsonville  Reg- 
ister-Pajaronian,  to  Luther  E.  Gib- 

son, editor  and  publisher  of  the 
Vallejo  (Cal.)  Chronicle  and 
Times-Herald.  The  transfer  is  the 
result  of  an  outright  purchase  for 
the  sum  of  $29,137,  of  which  $22,- 
000  will  be  paid  to  Mrs.  Anna  At- kinson, widow  of  the  former  owner 
of  KHUB,  to  satisfy  a  note,  the 
remainder  going  to  Mr.  Scripps. 

The  decision  of  the  FCC  con- 
tained the  stipulation  that  the  as- 

signment was  "subject,  however, 
to  the  express  condition  that  this 
action  is  without  prejudice  to  the 
application  to  the  licensee  of  any 
report,  policy,  rule  or  regulation 
which  may  result  from  the  proceed- 

ings under  Order  No.  79"  (the newspaper  ownership  order). 

Mrs.  FDR  for  Candy 
COUNCIL  OF  CANDY,  Chicago, 
a  trade  association  of  candy  manu- 

facturers promoting  consumption 
of  candy  as  a  food  in  the  war  effort, 
is  sponsoring  Mrs.  Eleanor  Roose- 

velt in  a  one-time  half-hour  pro- 
gram on  the  BLUE  network  titled 

Report  to  the  Mothers  of  the  Na- tion. Mrs.  Roosevelt  on  the  Dec.  9 
broadcast,  10:15-10:45  p.m.  on  135 
stations,  will  relate  her  impres- 

sions of  wartime  living  in  England 
and  her  visit  with  the  American 
troops  in  the  British  Isles.  BBDO, 
Chicago,  is  agency. 

Lea  &  l*errins  Names 
LEA  &  PERRINS,  New  York, 
makers  of  Worcestershire  sauce, 
has  appointed  McCann-Erickson, 
New  York,  to  handle  its  advertis- 

ing. Company  has  used  spot  broad- 
casting in  the  past,  and  is  current- 

ly inactive  in  radio,  with  no  fur- 
ther plans  for  the  present. 
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two-step  without  moving  their  feet.  And 
the  Mayor's  office  was  frequently  be- 

sieged by  diverting  and  passionate  tax- 
payers:  an  elderly  gentleman  who  could 

get  KDKA  on  the  steel  rims  of  his 
spectacles,  a  woman  who  was  warned 
of  the  approach  of  earthquakes  by  a 
sharp  twinge  in  her  left  side  .  .  . 

—  Excerpt  from  James  Thurber's 
"Memoirs  of  a  Drudge,"  The 
New  Yorker  (or  Oct.  3,  1942. 

SPECtacular! 

Maybe  Mr.  Thurber  wasn't  fooling.  Maybe  the  elderly 
gentleman  did  get  KDKA  through  the  steel  rims  of  his 

spectacles.  We  wouldn't  know. 

Something  of  which  we  are  sure,  however  (and  in  which  all 
advertisers  are  concerned),  is  that  plenty  of  people  do  get 
KDKA  in  the  regular  way:  Through  their  radio  sets  with 
the  usual  tubes,  condensers,  coils,  and  what  not. 

Recent  instance:  More  than  37,000  people  "got"  KDKA 
and  an  advertiser's  message,  as  proved  by  his  mail,  through- 

out the  run  of  a  60-announcement  daytime  schedule.  If 
low-cost-per-inquiry  interests  you,  be  sure  to  schedule 
50,000-watt  KDKA,  Pittsburgh. 

With  nation-wide  gas-rationing  now  in  effect,  and  with  tires 
irreplaceable,  make  sure  your  product  is  moving  off  shelves 

...  in  the  stores  "just  around  the  corner"  from  1 V4  million 
stay-at-home  families  in  the  KDKA  Primary  Area. 

~    WESTINGHOUSE  RADIO  STATIONS  Inc WOWO  •  WGL  •  WBZ  •  WBZA  •  KYW  •  KDKA 
REPRESENTED    NATIONALLY    BY   NBC    SPOT  SALES 

mm 
PITTSBURGH 

50,000  WATTS 



Treasury  Orders  Rigid  Salary  Freeze 

Regulations  Completed ; 

Split  Jurisdiction 
Is  Clarified 

REGULATIONS  that  will  guide 
the  Salary  Stabilization  Unit  of 
the  Bureau  of  Internal  Revenue  m 

enforcing  the  Treasury's  pai't  of 
the  National  Economic  Stabiliza- 

tion program  were  announced  last 
■week,  with  indications  that  salary 
adjustments  will  be  granted  only 
under  exceptional  circumstances. 

"Increases  in  salary  rates  will 
not  be  approved  unless  necessary 
to  correct  maladjustments  or  in- 

equalities, or  to  aid  in  the  effective 
prosecution  of  the  war,"  the  reg- ulations declare.  Increases  will  be 
approved,  however,  in  salaries  of 
less  than  $5,000  per  year,  when 
such  payments  are  below  the  gen- 

eral level  existing  for  the  same 
or  comparable  work  in  the  local 
area  on  Sept.  15,  1942. 

Split  Jurisdiction 

Salary  Stabilization  Unit  will 
control  all  salaries  where  payments 
exceed  $5,000  per  year;  where  pay- 

ments are  $5,000  or  less  in  cases 
of  individuals  who  are  serving 
as  bona  fide  executives,  administra- 

tors or  professional  employes  not 
represented  by  labor  unions;  or 
where  'agricultural  labor'  is  in- volved. 

Jurisdiction  in  the  wage  and 
salary  freeze  was  divided  between 
the  Treasury  and  the  War  Labor 
Board  by  the  Executive  Order  of 
Oct.  27.  The  War  Labor  Board  was 

given  power  over  wages  of  un- 
skilled workers,  union  members, 

and  white  collar  people  earning 
less  than  $5,000  [Broadcasting, 
Nov.  9]. 
The  freeze  order  stated  that 

"executive,  administrative  and  pro- 
fessional" employes  under  the  pro- 

gram would  be  determined  from 
the  definitions  in  the  Fair  Labor 
Standard  Act  of  1938  [Broadcast- 

ing, Nov.  16] .  Both  the  War  Labor 
Board  regulations  and  the  Treas- 

ury orders  have  restated  the  texts 
of  these  definitions. 

In  its  order  last  week,  the  Treas- 
ury declared  that  "employer"  shall 

be  interpreted  to  include  organiza- 
tions ordinarily  exempt  from  in- 
come taxes,  and  also  Government 

agencies.  An  officer  of  a  corpora- 
tion, or  any  member  who  performs 

services  for  compensation  shall  be 
considered  an  employe.  Directors, 
however,  shall  be  exempt  provided 
their  services  consist  only  of  at- 

tending and  participating  in  meet- 
ings of  the  board  of  directors. 

Two  major  topics  of  the  Treasury 
order  were  adjustment  of  salaries, 
and  limitation  of  incomes  above 
$25,000.  All  changes  in  salary 
rates,  whether  or  not  on  recom- 

mendation of  an  arbitrator,  or  on 
the  basis  of  previous  agreement, 
will  have  to  be  approved  by  the 
Stabilization  Unit,  the  regulations 
state.  Applications  are  to  be  filed 
at  regional  offices  which  the  Sta- 

bilization Unit  will  open  in  thirteen 
major  cities :  New  York,  Chicago, 
Detroit,  Philadelphia,  San  Fran- 

cisco, Los  Angeles,  Seattle,  Wash- 
ington, Kansas  City,  Mo.,  Boston, 

Cleveland,  Atlanta,  Dallas. 
According  to  the  regulations,  the 

burden  of  justifying  a  salary  in- 
crease will  rest  on  the  employer 

seeking  such  increase.  Promises  of 
increases,  even  though  made  prior 
to  Oct.  3,  1942,  will  generally  not 
be  considered  in  determining 
whether  the  change  is  necessary, 
the  Treasury  said. 

Exceptions  Listed 
In  certain  cases,  as  provided  by 

the  original  freeze  order,  no  prior 
approval  will  be  necessary  for  indi- 

vidual wage  increases,  the  Treas- 
ury pointed  out.  These  are:  indi- 

vidual promotions  or  reclassifica- 
tions; individual  merit  increases 

within  established  salary  rates 
ranges;  operation  of  an  established 
plan  for  salary  increases  based  on 
length  of  service;  increased  pro- 

ductivity under  incentive  plans; 
operation  of  a  trainee  system;  and 
other  circumstances  that  may  be 
prescribed  from  time  to  time. 

"Salary  agreements",  the  Treas- 
ury pointed  out,  need  not  neces- 

sarily be  written  contracts  or 
agreements,  but  may  be  based  on 
salary  policy  as  evidenced  by  pay- 

roll data.  The  existence  of  such 
a  policy  must  be  established  to  the 
satisfaction  of  the  Commissioner  if 
the  increase  is  challenged,  the  bur- 

den of  proof  resting  on  the  em- 

ployers. Bonuses  will  be  permitted  under 
the  freeze  without  prior  approval, 
the  Treasury  said,  if  they  do  not 
exceed  bonuses  of  previous  years. 
If  bonus  compensation  is  based  on 
a  fixed  percentage  of  sales  and  the 

Only  Stamps  Today 
NO  COMMERCIALS  were 
to  be  broadcast  on  WIBG, 
Philadelphia,  on  Dec.  7,  anni- 

versary of  Pearl  Harbor.  The 
day  was  reserved  for  War 
Bond  selling,  with  all  com- mercials used  for  War  Bond 
and  Stamp  plugs,  and  only 
program  credits  for  sponsors. 
Station's  Housewives'  Jack- 

pot program,  which  usually awards  Bonds  and  Stamps  to 
persons  identifying  products 
sponsored  on  the  show,  on 
that  day  gave  prizes  to  per- 

sons describing  denomination 
of  War  Stamps  and  Bonds. 

percentage  is  not  changed,  no  ap- 
proval is  needed,  even  though  the 

amount  of  the  bonus  increases. 

Main  Requirements 

The  Treasury  rules  require  that: 
1.  Payments  for  overtime  shall 

constitute  an  increase  in  salary 
rate,  and  must  be  approved;  un- 

less such  overtime  payments  are 
customary,  and  the  rate  of  pay- 

ment remains  unchanged. 
2.  Changes  in  salary  rates  pro- 

vided by  agreements  made  before 
Oct.  3  in  cases  of  salaries  of  $5,000 
or  less,  and  before  Oct.  27  in  those 
above  $5,000,  shall  not  take  effect 
without  approval  of  the  Commis- sioner. 

3.  Changes  in  salary  rates  re- 
sulting from  an  arbitrator's  award 

are  subject  to  the  Commission's 

approval. 4.  Mere  change  of  name  or  fi- 
nancial structure  will  not  enable 

a  firm  to  set  new  salary  rates  with- 
out the  Commissioner's  approval. 

The  Treasury  stated  that  it  in- 
tended to  fix  salaries  at  approxi- 

mately the  level  of  Sept.  15,  1942, 
and  made  no  mention  of  the  15% 
upward  adjustment  above  the  level 
of  Jan.  1,  1941,  maximum  increase 
that  will  be  considered  by  the  War 
Labor  Board. 

"No  increase  in  salary  shall  re- 
sult in  substantial  increases  in  the 

level  of  costs,  or  furnish  the  basis 
either  to  increase  price  ceilings  of 
the  commodity  or  the  service  or  to 
resist  otherwise  justified  reduc- 

tions in  such  price  ceilings,"  the order  said. 

Top  Salaries 
Dealing  with  the  $25,000  a  year 

salary  limitation,  the  order  said, 
"the  general  rule  is  that  no  amount 
of  salary  may  be  paid  or  author- 

ized to  be  paid  to  or  accrued  to 
the  account  of  an  employe  or  re- 

ceived by  him  during  the  calendar 

year  1943  .  .  .  which,  after  reduc- 
tion by  Federal  taxes  on  the 

amount  of  such  salary,  computed 
without  regard  to  other  income 
taxes  or  without  regard  to  deduc- 

tions or  credits,  would  exceed 

$25,000." 

On  this  basis,  the  maximum  sal- 
ary for  1943  would  be  $67,200,  the 

Treasury  said,  but  several  allow- 
ances are  included  to  prevent 

'hardships.' 

Regulations  provide  that  with 
approval  of  the  Commissioner,  an 
amount  of  salary,  in  addition  to 
the  basic  allowance,  will  be  per- 

mitted to  allow  maintainance  of 
"customary  contributions  to  char- 

itable, educational  or  other  organi- 
zations". Other  allowances  vsdll  be 

permitted  for  insurance  payments 

if  they  cannot  be  met  "without 
disposing  of  assets  at  a  substantial 
financial  loss";  meeting  fixed  ob- 

ligations; for  certain  Federal  in- 
come taxes  previously  accrued. 

The  regulations  repeated  that 
salaries  from  multiple  sources  shall 
not  exceed  the  $25,000  net  limi- (Continued  on  page  50) 

SALES  MANAGERS  AND  ANNOUNCERS  of  Pitts- 
burgh area  stations  carrying  Braun  Baking  Co. 

programs  aired  their  views  of  Braun  advertising  in 
a  recent  one-day  meeting  held  in  Pittsburgh  by  the 
W.  E.  Long  Co.,  Chicago,  agency  for  the  account. 

Conference,  consisting  of  informal  discussions  with 
criticism  or  suggestions  for  Braun  advertising,  was 
climaxed  by  a  tour  through  the  Braun  plant. 

Present  at  the  meeting  were:  (reading  clockwise) 
Walt  Sickles,  WWSW,  Pittsburgh;  Bob  Kaufman, 
WISR,  Butler;  Bob  Pryor,  WMBS,  Uniontown;  Lew 

Kay,  KQV,  Pittsburgh ;  John  M.  Croft,  WJPA,  Wash- 
ington; Jimmy  Thompson,  KQV,  Pittsburgh;  John 

Patrick,  WHJB,  Greensburg;  Tom  Price,  WWSW, 
Pittsburgh;  E.  J.  Sperry,  director  of  radio,  W.  E. 
Long  Co.,  Chicago;  E.  R.  Braun  Jr.,  Braun  Baking 
Co.;  Charles  Baker,  Braun  Baking  Co,;  Frank  Lee, 
WJPA,  Washington;  Dick  Bachman,  Ed.  Schaug- 
hency,  Bernie  Armstrong,  Paul  Shannon,  KDKA, 
Pittsburgh;  Bob  Donley,  WCAE,  Pittsburgh;  Mar- 
jorie  Thoma,  Jack  de  Roessy,  KDKA;  Bob  Struble, 
W.  E.  Long  Co. 
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Utile  Man.  lYeVe 

had  a  Busy  Vear 

Things  have  been  humming  in  Big  Aggie's  back- 
yard this  year, — and  it's  not  the  result  of  a  defense 

industry  shot-in-the-arm. 

It's  agriculture  .  .  .  the  steady,  dependable,  day-in 
day-out  job  of  feeding  a  fighting  nation  and  her 
allies.  In  the  five-state  territory  served  by  WNAX, 
farm  income  is  up  to  more  than  ̂ 1,500,000,000.00 
for  the  year.  Highest  farm  income  among  all  CBS 
stations.  And  three  million  of  the  nearly  four  million 
folks  living  here  are  farmers  .  .  .  farmers  with  MORE 
money  to  spend  for  the  fewer  articles  offered  for 
sale. 

Big  Aggie's  station  WNAX  has  had  a  busy  year, 
too  .  .  .  with  more  accounts,  more  mail  and  more 
sales  than  ever  before. 

Advertising  dollars  sowed  here  reap  sales  now — 
and  maintain  your  brand  with  folks  who  will  be 
buying  in  peace  time  as  well  as  during  the  war 

'Keep  this  in  mind  when 

planning  for  1943" 

IT'S  ECONOMICAL  TO  BUY 
THE  BIG  STATION 

7^  S'cm>H.P<f^&ct^A^eM4:^ 

SIOUX  CITY  *  YANKTON 
Affiliated  With  Columbia  Broadcasting  System 

570  On  Your  Dial 



Willson,  Manners  Named 

To  ASCAP  Membership 

MEREDITH  WILLSON,  conduc- 
tor of  the  orchestra  on  the  General 

Foods  Maxwell  House  Coffee  Time 
program  on  NBC,  and  Zeke  Man- 

ners, hillbilly  actor  of  WNEW, 
New  York,  are  among  the  20 
writers  elected  to  membership  in 
ASCAP  last  week.  The  board  also 
announced  the  election  of  five  new 
publisher-members. 

Other  new  writer-members  in- 
clude: Charles  O.  Banks,  Vera 

Bloom,  Carl  Busch,  Walter  Dono- 
van, Milton  Keith  Ebbins,  Seger 

Ellis,  Pearl  Fein,  Don  George, 
Schuyler  Greene,  Fred  Hillebrand, 
Arthur  Kent,  Hazel  G.  Kinscello, 
I.  B.  Kornblum,  Richard  Charles 
Krieg,  Irwin  Rowan,  Igor  Stravin- 

sky, Mrs.  Joe  Taylor  Torrance, 
Bernard  Wagenaar.  New  pub- 

lisher-members are:  Bloch  Publish- 
ing Co.,  Glenmore  Music  Inc.,  J. 

C.  Marchant  Co.,  Noble  Music  Co., 
Tempo  Music  Inc. 

SCARE  ADVERTISING  CRITICIZED 

Diversion  of  Needed  Funds  From  Armed  Forces 

-Criticized  by  Commerce  Dept.  Organ- 
CLAIM  that  the  Government  is 

against  all  advertising  is  vigorous- 
ly refuted  by  the  attitude  of  the 

Dept.  of  Commerce,  declares  the 
department's  weekly  Domestic  Com- 

merce in  its  Nov.  26  issue.  The  con- 
viction is  rather  that  informative 

advertising  is  a  necessary  tool  of 
commerce,  for  the  exchange  of 
goods  and  services,  it  is  stated. 
"Scare"  advertising,  such  as  that 
urging  people  to  buy  goods  because 
of  impending  rationing  or  short- 

ages, is  described  as  a  blot  on  the 
information  industry. 

"The  Department,  however,  views 
as  decidedly  harmful  and  un- 
American  all  scare  advertising," 
the  article  continues.  "Promoted 
by  some  short-sighted  retailers,  it 

is  actively  hindering  the  war  effort. 
"Such  advertisements  urge  peo- 

ple to  buy  merchandise  because  of 
expected  shortages  or  impending rationing. 

Induces  Panic 

"They  build  up  unnecessary  fears 
and  send  a  panicky  public  rushing 
to  stores.  They  cause  needless  buy- 

ing. They  foster  hoarding.  They 
speed  the  day  of  actual  shortages. 

"Most  important,  this  scare  type 
of  advertising  robs  our  fighting 
forces  of  funds  needed  to  buy  guns 
and  other  munitions.  These  funds 
bring  temporary  prosperity  to 
scare  advertisers  and  permanent 
loss  to  our  war  savings  bond  cam- 

paign. 
"Today's  advertiser  has  a  tre- 

STATION 

Tennessee  is  divided  into  three  distinct  sections — East, 

Middle,  and  West. 

Middle  Tennessee,  v/ith  its  hub  at  Nashville,  is  covered 

thoroughly  by  one  advertising  medium  —  Radio  Sta- 

tion WSIX.  Engineers'  surveys  show  EVERY  county  of  Middle  Ten- 
nessee plus  sixteen  counties  in  Southern  Kentucky  included  in  this 

station's  0.1  MV/M  signal.  Population,  1,264,494  .  .  .  Families, 
312,822  .  .  .  Radio  Homes,  202,200. 

SPOT  SALES,  INC. NATIONAL  REPRESENTATIVES 

5000 

WATTS 
ml 

980 
KILOCYCLES 

NASHVILLE,  TENN, 

mendous  opportunity  in  this  war. 
He  can  be  a  leader  for  good.  He 
can  mold  minds  in  the  right  direc- 

tion. And  through  the  medium  of 
newspapers,  magazines,  radio,  di- 

rect mail,  or  outdoor  advertising, 
he  can  dramatize  to  the  public  the 
part  it  must  play  in  helping  win the  victory. 

"Yes,  the  advertiser  can  do  all 
these  things.  And  praise  be,  literal- 

ly hundreds  of  advertisers  are  do- 
ing them  every  day.  They  stand  as 

an  enlightened  information  indus- 
try functioning  for  the  common 

good." 

Copyright  Owners  File 
Revised  Canada  Tariffs 
ALTHOUGH  FEES  were  frozen 

last  December,  the  Canadian  Per- 
forming Rights  Society,  Canadian 

ASCAP,  and  BMI  Canada,  on  Nov. 
30  filed  tariffs  with  the  Canadian 
Copyright  Appeal  Board.  Fees  were 
frozen  for  the  duration  by  agree- 

ment last  year,  covering  the  1942 
calendar  year,  due  to  price  ceiling 
regulations  and  because  it  was  felt 
by  the  Copyright  Appeal  Board 
that  war  was  not  a  time  to  revise 
such  fees  upward  as  CPRS  had 
asked  in  their  tariff.  This  month, 
it  is  expected,  the  parties  to  the 
tariff  and  others  paying  CPRS 
fees,  as  well  as  the  Canadian  Assn. 
of  Broadcasters,  will  appear  before 
the  Copyright  Appeal  Board  at 
Ottawa  to  meet  the  new  judge,  who 
has  yet  to  be  appointed  and  who 
will  succeed  the  late  Justice  A.  K. 
McLean  before  whom  recent  ap- 

peals have  been  heard. 

KOCY  Sale  Approved 
UNDER  DECISION  of  the  FCC 
Dec.  1,  consent  was  granted  for 
relinquishment  of  control  of  KOCY, 
Oklahoma  City,  from  M.  S.  Mc- 
Eldowney,  local  hardware  dealer 
and  banker,  to  the  Plaza  Court 
Broadcasting  Co.,  John  D.  Thomas 
and  C.  E.  Johnson,  by  virtue  of 
transferee's  purchase  of  300 
shares,  or  32.6%,  of  the  issued  and 
outstanding  stock  of  the  licensee 
for  $30,000.  Previously,  Mr.  Mc- 
Eldowney  held  600  of  the  920  out- 

standing shares.  Under  the  new 
alignment  he  retains  300  shares; 
the  Plaza  Court  Broadcasting  Co. 
purchases  200  shares  for  $20,000; 
John  D.  Thomas  and  C.  E.  John- 

son, already  holders  of  150  shares 
each,  purchase  50  additional  shares 
for  $5,000.  M.  H.  Bonebrake,  gen- 

eral manager  of  KOCY,  owns  the 
remaining  20  shares.  Mr.  Thomas 
is  vice-president  and  manager  of 
the  Plaza  Court  Investment  Co 
and  Mr.  Johnson  is  an  Oklahoma 
City  attorney. 

Wins  Women's  Medal 
NANCY  BOOTH  CRAIG  has  re 

ceived  the  19th  annual  Women's International  Exposition  Medal  for 
Distinguished  Radio  Achievement 
for  her  program  on  WJZ,  New 
York,  titled  Woman  of  Tomorrow 
The  award  was  made  at  the  Wo- 

men's International  Exposition  of 
Arts  &  Industries,  meeting  in  New 
York  recently.  The  citation  stated 
that  the  program,  begun  well  be- 

fore the  days  of  Pearl  Harbor 
'  "helped  pave  the  way  for  a  unifiec 

effort  in  every  phase  of  woman's 

wartime  role." 
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Carrying  the  story  of  the  war  to  the  people — the  needs  of 

the  Red  Cross,  War  Industries,  Civilian  Defense,  Recruit- 

ing, Armament,  the  U.  S.  O.,  Rationing,  Bond  Sales  and  the 

building  of  a  War  Consciousness  

Keeping  faith  in  the  performance  of  a  sacred  mission  while' 

this  nation  is  at  war  

KANSAS  CITY 



WNYC  Granted  Added  Hours 

On  Clear  Channel  of  WCCO 

'Special  Service'  Authorization  Gives  Station 
Right  to  Operate  From  6  a.  m.  to  10  p.  m. 

HAVING  ALL  the  earmarks  of 
political  inspiration,  WNYC,  mu- 

nicipally-owned station  in  New 
York  used  by  Mayor  LaGuardia 
as  his  mouthpiece,  was  authorized 
by  the  FCC  last  Monday  to  oper- 

ate practically  fulltime  on  the  830 
kc.  clear  channel  ocupied  domi- 
nantly  by  WCCO,  Minneapolis, 
CBS-owned  station. 

Under  a  "special  service  author- 
ization", which  used  to  be  labelled 

"special  experimental",  the  Com- 
mission by  a  split  vote  authorized 

WNYC  to  operate  from  6  a.m.  to 
10  p.m.,  in  lieu  of  limited  time 
operation  on  the  frequency.  WNYC 
had  sought  fulltime  operation  on 
the  frequency  for  several  years, 
with  Mayor  LaGuardia  personally 
leading  the  fight,  but  the  Commis- 

sion on  Oct.  21  denied  the  request 
and  preserved  the  status  of  the 
frequency. 

Two  Dissent 

Commissioners  Case  and  Craven 
dissented  from  the  Dec.  1  special 
service  authorization,  but  did  not 
hand  down  a  written  opinion.  The 
authorization  was  made  subject  to 
engineering  limitations,  to  be  ap- 

proved by  the  chief  engineer. 

The  grant  stimulated  consider- 
able interest.  The  Commission  said 

the  authorization  was  only  for  the 
duration  of  WNYC's  license.  A 
check  of  the  records  revealed  the 
license  runs  until  Feb.  1,  1944. 

Irrespective  of  the  language 
used  by  the  Commission,  the  au- 

thorization was  viewed  as  one  that 
breaks  down  another  clear  chan- 

nel. Moreover,  it  was  held  in  some 
quarters  that  it  conflicts  with  the 
April  27  equipment  freeze  order, 
since  additional  material  and  per- 

sonnel would  be  required  for  the 
increased  operation  of  WNYC,  par- 

ticularly in  the  light  of  the  re- 
quirement that  a  directional  an- 

tenna be  installed. 

CBS  May  Protest 
It  was  indicated  that  CBS,  as 

WCCO  owner,  would  protest  the 
grant  as  tantamount  to  the  break- 

ing down  of  the  clear  channel  and 
in  the  face  of  the  clear-cut  Oc- 

tober decision  denying  the  fulltime 
request.  That  opinion,  it  is  under- 

stood, had  been  rewritten  several 
times,  possibly  to  couch  it  in  such 
language  as  to  make  possible  the 
special  service  authorization. 

Should  the  FCC  deny  the  CBS 

HOW  TO  GET  THE  MOST 

OUT  OF  YOUR  RADIO  DOLLAR 

IN  CENTRAL  NEW  YORK 

Pick  the  one  Syracuse  Sta- 

tion in  four  that  consistently 

shows  more  audience  than 

the  other  three  stations 

combined.  Does  it  six  times 

a  day  —  day-in  and  day-out. 

Pick  .  .  . 

■J 

WFBL 

GREETING  Upton  Close  (center), 
writer  and  commentator,  who 
started  a  series  of  Sunday  broad- 

casts on  Mutual  Nov.  22,  are  Ed- 
ward W.  Wood  Jr.  MBS  sales  man- 

ager, (left)  and  Carey  Struther, 
of  Leo  Burnett  Co.,  Chicago,  agency 
for  Lumberman's  Mutual  Casualty 
Insurance  Co.,  Chicago,  sponsor. 

protest,  the  way  would  be  opened 
to  litigate  the  issue.  It  is  presumed 
that  in  such  litigation  the  Clear 
Channel  Broadcasting  Service,  rep- 

resenting independently  owTied 
clear-channel  outlets,  would  inter- vene. 

When  the  Commission  last  Oc- 
tober denied  WNYC  fulltime,  Com- 

missioners Payne  and  Walker  dis- 
sented. The  formal  denial  came 

after  the  Commission's  majority 
had  concluded  that  the  fulltime 
operation  would  interfere  with 
WCCO's  secondary  service  area. 
The  special  service  authoriza- 

tion allows  WNYC  to  operate  with 
1,000  watts,  using  a  non-direction- 

al antenna  between  local  sunrise 
and  sunset  at  Minneapolis,  and  a 
directional  antenna  prior  to  local 
sunrise  and  from  local  sunset  at 
Minneapolis  until  10  p.m.,  adjust- 

ed so  as  to  radiate  approximately 
56  millivolts  in  the  direction  of 
WCCO.  The  data  setting  forth  the 
details  of  the  antenna  readjust- 

ments were  made  subject  to  ap- 
proval of  the  chief  engineer. 

WNYC  also  was  granted  authority 
to  replace  portions  of  the  phasing 
equipment. *      *  * 

Station  Gets  Ready 

WNYC  will  begin  its  evening 
operations  in  a  few  weeks,  accord- 

ing to  Morris  Novik,  general  man- 

ager,  who  explained  that  the  sta- 
tion already  operates  with  a  direc- 

tional antenna  and  that  only  minor 
adjustments  in  the  directional  pat- 

tern are  necessary. 
These  will  reduce  the  signal 

strength  to  the  west,  he  said,  cur- 
tailing the  WNYC  audience  in  New 

Jersey,  but  it  will  also  cause  an 

equal  increase  in  the  station's  sig- nal to  the  east,  building  up  the 
audience  in  Queens  and  on  Long Island. 

This  grant  of  permission  to  op- 
erate until  10  p.m.  is  strictly  a 

wartime  measure,  made  under  the 
"war  service"  authority  of  the 
Commission  and  it  in  no  way  in- 

volves the  dispute  over  the  clear 
channel  issue  which  has  been  waged 
by  WNYC  against  WCCO,  Mr. 
Novik  declared. 

To  Expand  War  Services 
This  extended  time  of  operation 

will  enable  WNYC  to  continue  and 
to  expand  its  war  service  activities, 
he  explained,  pointing  out  that  this 
month  the  station  was  forced  to 
discontinue  its  daily  broadcasts  of 
instruction  to  and  information 
about  the  Air  Warden  and  Fire 
Warden  Services,  the  Selective 
Service  and  the  U.  S.  Employment 

Service.  These  programs  ai"e  sched- uled between  6:30  and  7  p.m.,  he 
said,  to  reach  people  who  are  not 
able  to  listen  during  the  daytime, 
adding  that  a  later  hour  would  be 
even  better  but  that  under  the 
previous  arrangement  whereby  the 
station  signed  off  at  sunset  Min- 

nesota time  the  6:30-7  p.m.  period 
was  lost  only  for  the  month  of  De- 

cember, whereas  the  7-7:30  p.m. 
period  was  out  for  four  months  of 
the  year. 

Other  Civilian  Defense  programs 
will  be  added  to  the  evening  sched- 

ule, Mr.  Novik  said,  and  in  addi- 
tion the  Treasury  concerts  will  be 

moved  from  their  present  after- 
noon time  into  evening  hours. 

Other  musical  programs  will  also 
be  added,  with  the  monthly  con- 

certs of  the  National  Orchestral 
Assn.  already  scheduled. 

Assured  of  broadcast  time  until 

10  p.m.  the  year  'round  for  the 
duration,  instead  of  for  two  months 
only — June  and  July — as  was  for- 

merly the  case,  WNYC  can  now 
devote  more  attention  to  building 
programs  for  the  family  evening 
audience,  Mr.  Novik  said,  an  en 
deavor  which  was  hardly  worth 
while  under  previous  conditions 
where  listeners  gained  during  June 
and  July  were  lost  by  fall  as  the 
station's  schedule  was  shortened 

MEMBER  OF  BASIC  NETWORK  COIXMBIA  BROADCASTING  SYSTEM 
FREE  &  PETERS,  Inc.  Exritishe  .\ational  Representatives 
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William  S.  Parish 

WILLIAM  S.  FARISH,  61,  presi- 
dent of  the  Standard  Oil  Co.  of 

New  Jersey  and  a  pioneer  in  the 
development  of  the  oil  industry, 
died  Nov.  29  at  Millbrook,  N.  Y. 

following  a  heart  attack.  Mr.  Far- 
ish  helped  organize  the  Humble 
Oil  Co.,  which  uses  extensive  radio 
as  does  Standard  Oil,  and  was  also 
an  organizer  and  later  president 
of  the  American  Petroleum  Insti- 

tute. He  is  survived  by  his  widow 
a  son  and  a  daughter. 

BROADCASTING  •  Broadcast  Advertising 



IT  GROWS 

BluuER 

III 

FERTIirGROIlNII 

Alert  advertisers  are  sowing  "seeds  for  greater  sales" 

when  they  cover  the  "fertile"  East  Texas-North  Louisiana- 

South  Arkansas  market.  It's  an  area  with  30,000  pro- 

ducing oil  wells,  more  than  300  million  dollars  of  war 

construction  plus  a  rapidly  growing  livestock  and  agri- 

cultural industry.  KWKH — with  50,000  watts — stands  in 

the  heart  of  the  area  .  .  .  holds  an  influential  hand  on 

the  purse-strings  of  more  than  300,000  radio  families.* 

Buy  KWKH  for  dominant  coverage  of  this  rich  market 

i  ^ 
■^j  A/IXANSAS 

*  SHREVEPORT  ̂ , 
mss. 

'  TEXAS  ^ 

*CBS 

sets  net  daytime  circulation 
at  313,000  radio  homes; 
net  nighttime  at  425,000. 

Member 
South  Central  Quality  Network. 

Ask  The  Branham  Company 
for  details. 

f 
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FIVE  OF  THE  SEVEN  men  who  have  served  as  chairmen  of  the  NAB 
Sales  Managers  Executive  Committee  since  the  founding  of  the  Sales 
Managers  Division  at  the  Chicago  NAB  convention  in  1936  w^ere  brought 
together  by  coincidence  at  the  NAB  10th  District  meeting  in  Des  Moines 
Nov.  27-28.  They  are  (1  to  r) :  John  M.  Outler  Jr.,  WSB,  Atlanta,  pres- 

ent chairman;  Lewis  H.  Avery,  NAB  director  of  broadcast  advertising, 
who  served  1937-38;  J.  Buryl  Lottridge,  WOC,  Davenport,  founder  and 
first  chairman,  1936-37;  Eugene  Carr,  Office  of  Censorship,  1941-42; 
Craig  Lawrence,  Iowa  Broadcasting  Co.,  1938-89.  Absent  were  William 
R.  Cline,  WLS,  1939-40,  and  Ed  Y.  Flanagan,  WSPD,  1940-41. 

Industry  Entitled  to  Seek  Deferment 

Of  Vital  Men^  Asserts  Maj.  Culligan 

"Ye  ain't  heerd  no  news  on 
WFDF  Flint  Michigan  'bout  the 
battle  of  Gettysburg,  hev  ye?" 

THE  MOST  INTIMATE 

AND  EFFECTIVE  SALES 

APPROACH  TO  AMERI- 

CA'S LARGEST  MARKET. 

FOR  OFFENSE  •  FOR  DEFENSE 
BUY  as.  BONDS  TODAY 

RADIO 

STATION  \ 
REPRESENTATIVES 

offices 

MONTREAL  •  WINNIPEG 

TORONTO' 

Packs  a  SUNDAY  V^QW 

Represented  by  SPOT  SALES  Inc. 

Manpower  Topic 

For   10th  District 

1943  Opportunities  Outlined 
By  Commercial  Managers 

STATION  managers  heard  the 
Iowa  State  Selective  Service  di- 

rector and  Army  and  Navy  repre- 
sentatives discuss  manpower  at 

the  10th  District  meeting  of  the 
NAB  at  Des  Moines  Nov.  27-28. 
At  the  same  time,  sales  managers, 
at  a  separate  meeting,  reviewed 
opportunities  for  the  coming  year. 

The  two  sessions  were  held  on 
the  second  day  of  the  district  meet- 

ing. On  the  previous  day,  John  J. 
Gillin,  district  director,  presided 
at  the  opening  session.  Speakers 
included  Lt.  Col.  H.  H.  Glidden; 
NAB  President  Neville  Miller; 
Carl  Haverlin,  OWI;  Eugene  Carr, 
Office  of  Censorship;  John  Nollen, 
Iowa  War  Bond  Committee;  Maj. 
H.  0.  Peterson.  NAB  Director  of 
Broadcast  Advertising  Lewis  Avery 
had  described  the  retail  promotion 

plan. Manpower  speakers  on  the  sec- 
ond day  included  Brig.  Gen.  Charles 

H.  Grahl,  Iowa  Selective  Serv- 
ice Director;  Howard  Wertz,  Sev- 

enth Defense  Region,  and  Lt.  Den- 
nis, Navy.  Mr.  Avery  addressed 

the  sales  meeting. 
At  the  second  day  luncheon,  Ne- 

ville Miller,  NAB  president,  de- 
scribed radio's  war  job — to  build 

the  spirit  necessary  for  final  vic- 
tory, to  hold  and  advance  the  home 

front. 

At  Des  Moines  Meeting 
Ed.  Anderson,  WOW:  Larry  Andrews, 

KICD;  Lewis  H.  Avery,  NAB;  L.  D.  Barn- 
hart,  KXEL;  Richard  W.  Beckman,  WOI; 
Sam  H.  Bennett,  KMBC ;  Milton  Blink, 
Std.  Radio  ;  Hale  Bondurant,  WHO;  L.  W. 
Born,  KGLO;  Edward  Breen,  KVFD;  Pearl 
B.  Broxman,  WSUI;  Harry  Burke,  WOW; 
Eugene  Carr,  Office  of  Censorship;  Frank 
E.  Chizzini,  NBC;  Neil  C.  Conklin,  WOC; 
Clarence  G.  Cosby,  KXOK;  Lois  Crawford, 
KFGQ;  Bob  Dillon,  KSO-KRNT;  Dietrich 
Dirks,  KTRI;  Joe  Du  Mond,  Jack  Du 
Mond,  KXEL;  F.  C.  Eighmer,  KGLO;  Ted 
Enns,  IBS  ;  Ralph  Evans,  Harold  Fair, 
WHO;  Jack  Falvey,  KBIZ;  L.  O.  Fitz- 
gibbons,  WOC;  Wm.  L.  Flanagan,  KSO- 
KRNT;  Harold  W.  Fulton,  WHO;  Dean 
Fitzer,  WDAF;  James  M.  Gaines,  NBC; 
John  J.  Gillin  Jr.,  WOW;  Gene  Godt, 
WHO;  K.  S.  Gordon,  KDTH;  Josephine 
Griffin,  KFGQ;  Gaston  M.  Hagenah.  SE- 
SAC;  Carl  Haverlin,  U.  S.  Treas. ;  Jerry 
Hoekstra,  KMOX ;  Dick  Hull,  WOI;  Bob 
Hurleigh,  Assoc.  Press;  Merle  S.  Jones, 
KMOX;  A.  W.  Kaney,  NBC;  Harry  J. 
Kaufmann,  WDAF;  Robert  S.  Keller, 
AMP  ;  Jack  Kerrigan,  WHO;  Wm.  Kotera, 
WOW;  Karl  Koerper.  KMBC;  Howard  C. 
Lane,  CBS;  "Cy"  Langlois,  Langworth; Glen  B.  Law,  KSO-KRNT ;  Craig  Law- 

rence, Edmund  Linehan,  IBS;  Buryl  Lott- 
ridge, WHO;  George  Ludlam,  O.C.D. ;  G. 

B.  McDermott,  KBUR;  Don  Macon,  KMBC; 
Marie  Maher,  KBON ;  Joe  Maland,  WHO; 
Earl  E.  May,  KMA;  Martin  Meltzer,  AS- 
CAP;  Carl  Menzer,  WSUI;  Neville  Miller, 
NAB;  Tom  Mulready,  WHO;  Soren  Mun- 
kof,  WOW;  L.  W.  Nolan,  KICD;  John  M. 
Outler  Jr.,  WSB;  Gerald  Patterson,  KSO- 
KRNT;  Herb  Plambeck,  WHO;  D.  J. 
Poyner,  WMBH;  S.  D.  Quarton,  C.  F. 
Quentin,  WMT;  J.  C.  Rapp.  KMA;  Glenn 
Ripper,  KMMJ ;  Charles  L.  Sanders, 
WSUI;  Thomas  Seheer,  WHO;  Don  Searle, 
KOIL-KFAB-KFOR;  John  T.  Schilling, 
WHB;   Frank   Samuels  Jr.,  KOIL-KFAB; 
F.  E.  Shopen,  KOWH;  Owen  Saddler, 
KMA;  Morgan  Sexton,  KROS;  Stuart 
Steelman,  WHO;  L.  Von  Linder,  WMT ; 
John  Wahlstedt,  WHB;  Otto  Weber,  Woody 
Woods,  WHO;  Wm.  Wiseman,  WOW. 

NEAV  YORK  stations  are  donating 
at  least  .34  broadcasts  of  quarter-hour 
and  half-hour  programs  between  Nov. 
23  and  Dec.  26  to  the  Christmas  seal 
drive  of  the  New  York  Tuberculosis 
and  Health  Assn. 

"BROADCASTERS  have  a  respon- 
sibility to  fight  for  the  deferment 

of  any  employe  whose  removal 
would  seriously  interfere  with  sta- 

tion operations,"  Maj.  Ernest  M. 
Culligan,  of  Selective  Service, 
Washington,  told  the  90  assembled 
broadcasters  at  the  9th  District 
meeting  of  the  NAB  held  last 
Monday  and  Tuesday  at  the  Pal- mer House  in  Chicago. 

"The  War  Manpower  Commis- 
sion," he  said,  "has  certified  radio 

as  a  necessary  war  activity.  There 
is  nothing  unpatriotic  in  asking 
for  deferment  or  appealing  a  case 
to  the  State  board  or  even  to  Wash- 

ington, if  necessary. 
"The  deferment  at  the  same  time 

must  be  considered  as  a  temporary 

loan  by  the  Government  to  the  em- 
ployer of  the  deferred  individual," 

Maj.  Culligan  continued.  "The broadcasting  industry  has  been 
far-sighted  in  training  women  as 
a  partial  solution  to  their  man- 

power problem,  in  the  future  more 
women  and  older  men  will  have  to 

be  trained." The  broadcasters  wound  up  the 
two-day  session  by  the  election  of 
Leslie  C.  Johnson,  WHBF,  Rock 
Island,  111.,  as  regional  director  of 
District  9  to  succeed  Edgar  Bill, 
WMBD,  Peoria. 

At  a  luncheon  meeting  Monday 
the  retail  promotion  plan  was  out- 

lined in  detail  by  Lew  Avery,  NAB 
director  of  broadcast  advertising. 

The  Tuesday  session  was  occu- 
pied by  sales  problems,  the  music 

situation  and  short  talks  by  Lew 

Avery  on  "good  taste  in  radio  ad- 
vertising". Milton  Blink  of  Stan- 

dard Radio,  "Cy"  Langlois  of 
Lang-Worth,  Carl  Haverlin,  of 
BMI  and  Bob  Keller  of  AMP 
talked  briefly  on  music  problems. 

Others  who  addressed  the  two- 

day  sessions  were:  Edgar  Bill, 
former  director  9th  district;  Ne- 

ville Miller,  NAB  president;  Eu- 
gene Carr,  Office  of  Censorship; 

John  Wooden,  ASCAP;  Kenneth 
Carpenter,  Treasury  Dept.;  M.  A. 
Peterson,  Radio  Bureau,  OWI; 
Lt.  (s.g.)  Paul  Holman  Faust,  Lt. 
(j.g.)  Bruce  Dennis,  9th  Naval 
District,  public  relations;  John  N. 
W.  Sloan,  OCD. 

At  Chicago  Meeting 
Ed.  Allen,  WIBA;  Lewis  H.  Avery, 

NAB;  Frank  M.  Baker,  WJWC;  R.  E. 
Bausman,  WISH;  Lawrence  Bendiner, 
OCD;  Edgar  L.  Bill,  WMBD;  John  Blair, 
John  Blair  &  Co.;  Milton  Blink,  Standard 
Radio;  P.  H.  Booton,  WDZ ;  Walter  J. 
Buxton,  WBBM;  Gene  Cagle,  KFJZ;  Em- 

mons C.  Carlson,  N«C-WMAQ ;  Eugene 
Carr,  Office  of  Censorship;  Frank  E.  Chiz- zini, NBC;  Marie  E.  ClifEord,  WHFC; 
William  R.  Cline,  WJWC;  Sheldon  R. 
Coons,  NAB;  Maurice  Corken,  WHBF; 
Dietrich  Dirks,  KTRI;  Frances  J.  Dixon, 
WENR;  John  A.  Dyer,  WAIT-WGES- WSBC. 

Leslie  Edgley,  WENR;  Brad  Eldmann, 
WAAF ;  Edwin  G.  Foreman,  Jr.,  Fore- 
Man  Co.;  Maj.  R.  P.  Forster,  British  Em- bassy; James  M.  Gaines,  NBC ;  S.  D. 
Gregory,  WEAF;  Gaston  W.  Grignon, 
WISN;  K.  K.  Hackathorn,  WHK;  Harold 
M.  Harvey,  Michigan  Council  of  Defense ; 
Carl  Haverlin,  BMI-OWI;  Arthur  Hull 
Hayes,  WABC;  William  S.  Hedges,  Jules 
Herbuveaux,  NBC;  Clair  B.  Hull,  WDZ; 
Bob  Hurleigh,  Press  Assn.;  W.  E.  Hutch- 

inson, WAAF;  C.  Johnson,  WHBF;  Wal- ter Johnson,  WTIC;  Paul  H.  Jordan, 
OWI;  A.  W.  Kaney,  NBC;  Robert  S. 
KeUer,  AMP;  Lt.  Col.  E.  M.  Kirby,  War 
Dept.;  Harry  C.  Kopf,  NBC ;  James  F. Kyler,  WCLO ;  C.  Howard  Lane,  CBS; 
"Cy"  Langlois,  Lang-Worth;  Harry  R. 
LePoidevin,  WRJM;  George  A.  Mann, 
OWI;  C.  L.  McCarthy,  KQW;  Joseph  A. 
McDonald,  WMAQ;  A.  M.  McGregor, 
WJBC ;  Vincent  McMahon,  Press  Assn.  ; 
Neville  Miller,  NAB;  Chester  Miller, 
WJWC;  Frank  R.  Mills,WDWS. 

Vernon  Nolte,  WMBD;  Georgene  O'Don- 
nell,  OCD;  Hugh  O'Malley,  WISN;  John M.  Outler,  Jr.,  WSB;  Robert  Parsons, 
WMBI;  S.  J.  Paul,  Broadcasting;  Wal- ter J.  Preston,  WBBM;  Paul  Ray,  John 
Blair  &  Co.;  Ray  E.  Schwartz,  WOSH; 
Alex  Sherwood,  Standard  Radio ;  John 
Sloan,  Div.  of  Public  Advice  &  Counsel; 
J.  Kelly  Smith,  WBBM;  Bert  Squire, 
SESAC;  James  L.  Stirton,  WENR;  Wal- 

lace Stone,  Press  Assn.;  Harry  G.  Tem- pleton,  WLS;  Paul  B.  Upson,  WTRC; 
J.  L.  Van  Volkenburg,  KBBM;  Pierre 
Weis,  Lang  Worth;  John  C.  Wooden, ASCAP. 
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PORTRAYING  TWE  FURTHER 
ADVENTURES  OF  RADIO'S 
INDISPENSABLE  MAN 
THE  TIME  BUVER  / 
NO.7  IN  A  SERI&S 

\  / 

KEITH,  YOU'RE  A  WIZARD  ON  TH' 
KEYS,  BUT  THE  SWEETEST  MUSIC  TO 

JHE  EARS  OF  ALL  AFFILIATED  STATIONS 

IS  THE  "BIG  PARADE"  OF  TOPNOTCH 
SHOWS  ON  THE  BLUE  NETWORK 

THIS  SEASON/ A1AA// 

CALLING  ALLTIMEBUyERS/ 

CALLING  ALLTIMEBUYERS  /  HERE'S THE  STATION  YOU  WANT  FOR 

THAT  SELLING  JOB  IN  PORTLAND, 

OREGON  -  IT'S  KEX  /  FULL 
DESCRIPTION  FOLLOWS: 

G 

THESE  OREGON  FOLKS  HAVE  CONSISTENTLY 

MADE  NATIONAL  RECORDS  IN  SUCH  THINGS 

AS  WAR  PRODUCTION,  NAVAL  ENLISTMENTS, 

SCRAP  COLLECTION,  WAR-BOND  PURCHASES/ 
BUT,  WITH  TWE  BIGGEST  PAYROLLS  IN 

4^lS^0Ry,  they've  got  plenty  of  money 
LEFT  TO  BUY  LOTS  OF  YOUR  PRODUCT  ' 

7^
 

JOHNNY  SPEAK! N',  FOLKS.' 
RADIO  LISTENING  IN  T+^E  KEX  AREA 

HAS  INCREASED  TREMENDOUSLY  IN 

RECENT  MONTHS,  PARTICULARLY 
AMONG  WAR  INDUSTRY  WORKERS 

KEX  IS  yOUR  STATION  FOR 
SALES  RESULTS/ 

r RECOGNIZING  THAT  NEWS  IS  ONE  OF  THE 

MOST  IMPORTANT  FACTORS  IN  STATION  POP-- 
-  ULARITY,  KEX  BRINGS  LISTENERS  A  COMPLETE 

I  SCHEDULE  OF  NEWSCASTS  -  A  BATTERY  OF  NEWS 
PERSONALITIES -AND  ALL  THREE  OF  THE 

LEADING  NEWS  SERVICES.  IT'S  A  SET-UP 
UNMAtC-HED  BY  OTHER  PORTLAND  STATIONS/ 
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Mayo,  Flanagan  Leave 
WOR  to  Enter  Service 
BOB  MAYO,  account  executive, 
and  Alvin  Flanagan,  producer-di- 

rector of  WOR,  New  York,  have 
left  the  station  to  enter  military 
service,  bringing  the  total  number 
of  WOR  members  in  the  armed 
forces  to  30.  Mayo  left  Dec.  4,  to 
report  to  the  Naval  Air  Training 
Station,  Quonset,  Rliode  Island,  as 
a  lieutenant  (j.g.).  He  is  succeeded 
by  John  Nell,  previously  account 
executive  for  retail  accounts,  this 
position  now  being  filled  by  Bill 
Crawford,  of  the  promotion  depart- 

ment. Sherman  A.  MacGregor, 
at  one  time  NBC  producer-direc- 

tor, and  recently  stage,  screen  and 
radio  actor,  replaces  Flanagan, 
who  left  Nov.  28  to  report  to 
Marine  Officer's  Training  School. 

AFRICAN  STATIONS  SPARED 

French  Broadcasts  Continue  Under  Censorship 

— Of  Army;  Americans  Set  Up  Own  Station — 
ONLY  DRIBLETS  of  information 

about  the  radio  phase  of  the  Amer- 
ican occupation  of  North  Africa 

have  been  released  by  the  military 
authorities  and  the  Office  of  War 
Information,  both  of  which  utilized 
special  broadcast  equipment  for 
their  communications  setup  and  for 
reaching  the  populaces  of  the  occu- 

pied territories. 
It  was  learned  last  week,  how- 

ever, that  none  of  the  French 
broadcasting  stations  was  actually 
taken  over  by  the  American  forces; 

Maybe  this  looks  silly  to  you.  But  have  you  ever  tried 

to  carve  out  radio  sales  in  the  big  (798,000  people), 

rich  ($352,000,000  in  buying  power)  Roanoke- 

Southwest  Virginia  market  v»/ithout  using  WDBJ?  For 

the  record,  WDBJ  is  the  only  station  able  to  reach  every 

radio  home  in  this  area  v/ith  a  clearly  audible  signal  at 

all  times!  Just  ask  us  to  prove  it. 

ROANOKE 

CBS  Affiliate  .  .  960  K.C. m 

VIRGINIA 

5000  Watts  Full  Time 

Owned  and  Operated  by  the  TIMES-WORLD  CORPORATION 

Free  &  Peters,  i.\c. 
Eiclufifc  National  Repreteniativtt 

instead,  in  order  to  further  the 
policy  of  friendly  cooperation  with 
the  French,  the  station  staffs  were 
permitted  to  operate  as  usual  but 
under  American  Army  sui'veillance and  censorship. 

None  Destroyed 

So  far  as  Washington  was  able 
to  learn,  no  French  broadcasting 
station  was  destroyed  during  the 
invasion.  This  may  later  be  dis- 

proved, however. 
That  the  American  Army  brought 

along  at  least  one  broadcast  sta- 
tion of  its  own  to  Morocco,  was  re- 

ported by  the  Associated  Press  in 
a  dispatch  Nov.  24  from  Harold  V. 
Boyle,  its  correspondent  with  our 
forces.  Technical  details  of  the 
transmitter,  he  wrote,  are  a  mili- 

tary secret,  but  he  stated  that  the 
"Voice  of  the  American  Forces" 
kept  in  contact  for  four  days  at 
irregular  intervals  with  the  French 

public. 
On  the  day  of  the  landing,  Nov. 

8,  the  station  went  into  operation, 
working  the  same  wavelength  as 
Radio  Morocco  at  Rabat.  It  broad- 

cast President  Roosevelt's  French- 
language  proclamation  as  well  as 
instructions  from  Gen.  Dwight  D. 
Eisenhower  to  the  French  troops 
willing  to  cooperate  and  French 
Gen.  Henri  Giraud's  messages  to 
the  French  soldiers  not  to  resist 
the  Americans.  News  from  the  bat- 
tlefront  was  also  broadcast. 

About  noon,  Mr.  Boyle  relates. 
Radio  Morocco  began  warning  its 
listeners  against  the  "clandestine 
station"  on  its  wavelength,  but  the 
"Voice  of  the  United  States  Army," 
speaking  in  the  name  of  Maj.  Gen. 
George  S.  Patton  Jr.,  interrupted 
repeatedly  and  called  on  the  French 
to  lay  down  their  arms.  When  the 
German  Armistice  Commission 
(later  captured)  angrily  directed 
the  French  to  track  down  and 
smash  the  "outlaw"  station,  they 
failed  to  find  it  and,  in  desperation, 
were  forced  to  resort  to  jamming. 
But  the  Army  station  would  not 
stay  jammed,  and  its  power  was 
strong  enough  to  make  it  heard  as 
far  away  as  London  where  some  of 
its  programs  were  rebroadcast  by 
the  BBC. 

A  considerable  staff  of  OWI  i-a- 
dio  and  news  experts  is  known  to 
have  landed  with  the  American 
forces,  but  their  activities  and 
whereabouts  are  still  unreported. 

Sherwood  Praises  Shortwave 

Assurance  that  American  short- 
wave broadcasts  to  Axis-domi- 

nated Europe  and  Asia  are  heard 
by  people  in  those  countries  is  of- 

fered by  Robert  E.  Sherwood,  Di- 
rector of  Overseas  Operations  for 

the  OWI,  writing  in  the  Dec.  7 
issue  of  the  Army  &  Navy  Journal. 

Although  no  polls  of  opinion  can 
be  taken  in  these  countries,  Mr. 
Sherwood  says,  we  get  the  answer 

SHOWING  that  WFBR,  Baltimore, 
has  trained  25  or  more  of  its  em- 

ployes in  advanced  first  aid.  Dr. 
Samuel  J.  McLanahan,  (r)  chair- 

man of  the  Baltimore  chapter  of 
the  American  Red  Cross,  presents 
Harold  W.  Batchelder,  station  vice- 
president,  with  a  Red  Cross  Volun- 

teer First  Aid  Detachment  certi- 
ficate. WFBR  has  equipment  and 

personnel  to  handle  emergencies. 

from  the  enemy  himself  in  his  in- 
creasing admonitions  to  his  people 

not  to  believe  "Allied  lies".  "Our 
enemies  wouldn't  be  denying  these 
'lies'  if  their  people  in  ever  in- 

creasing numbers  had  not  heard 
or  read  them,"  Mr.  Sherwood writes. 

Use  of  BBC  facilities  has  made 

possible  the  distribution  of  Ameri- 
can news  to  Europe,  the  article 

states,  for  "several  times  each  day 
the  people  of  Europe  can  hear  the 
voice  of  America  rebroadcast  by 

the  powerful  battery  of  BBC  trans- 
mitters, longwave  as  well  as  short- 

wave." 

According  to  Mr.  Sherwood,  more 
than  50  transmitters  on  both  sides 
of  the  Atlantic  were  used  to  carry 
President  Roosevelt's  address  to 
the  French  people  to  herald  arrival 
of  the  AEF  in  North  Africa. 

The  article  stresses  the  import- 
ance of  words  in  the  war  against 

the  Axis.  "Words  can  bolster  the 
morale  of  our  friends  overseas  and 
thus  increase  the  powers  of  their 
resistance.  Words  can  disrupt  the 
morale  of  our  enemies  and  thus  de- 

crease the  powers  of  their  resis- 
ance,"  Mr.  Sherwood  says. 

"We  have  been  sending  the  word 
over  there  by  radio,  by  press  serv- 

ices, by  pamphlets,  leaflets,  post- 
ers, movies,  and  even  by  word  of 

mouth  which  travels  with  mysteri- 
ous speed  and  effectiveness  and 

penetrates  the  stoutest  walls  of  cen- 
sorship and  suppression  that  the 

Nazis,  the  Fascists,  or  the  fanati- 
cal militarists  of  Tokyo  can  build 

about  their  own  conquered  peoples. 
"  'The  Yanks  are  coming!'  " 

Ma  Perkins'  Tenth 
MA  PERKINS,  main  character  in 
the  serial  of  that  name,  entered 
her  tenth  year  of  broadcasting  on 
NBC  Dec.  4.  The  soap  opera  came 
to  NBC  in  1933  from  WLW,  Cin- 

cinnati, NBC  affiliate.  Members  of 
the  cast,  network  and  agency  pro- 

duction men  and  representatives  of 
the  sponsor,  Procter  &  Gamble  Co., 
Cincinnati,  celebrated  at  a  dinner 
party  in  Chicago. 

Page  26  •  December  7,  1942 BROADCASTING  •  Broadcast  Advertising 



LISTENERS 

SCRATCHED  THEIR 

HEADS  AT  11:15  P.  M. 

1%^ 

and  Victor  Record 

demand  goes  up  and  up! 

Where  except  in  New  York  and  how  except 

through  WEAF  could  you  find  3-1.182  in- 
dividuals who  are  willing  to  sweat  over  a 

complicated  musical  contest,  write  up  an- 

swers and  mail  things — all  between  11:1.5  and 
11 :30  at  night  and  on  the  strength  of  a  mere 

ten  fifteen-minute  programs?  No  wonder 

RCA  Victor's  Mr.  Joyce  was  surprised — 
and  that  Victor  sales  are  booming.  There 

are  two  outstanding  reasons  for  this 

mail  pull  though:  WEAF  is  the 

'  number  one  station  in  New  York 

at  that  time  of  night.  Its  local 

programs   (including  the 
"Sounding  Board")  are 

geared  and  produced  to 

sell,  as  well  as  to  at- 
tract, listeners. 

Mr.  Thomas  F.  Joyce,  Vice  Presideni  of  RCA  Victor, 
pvzzles  over  this  late-night  viail-pvll  as  Ted  Cott, 
emcee  of  the  Victor  Record  '^Sounding  Board"  ( 11:15- 
11:30,  Thursdays)  points  out  what's  behind  it. 

50,000  WATTS  •  660  KILOCYCLES  •  NBC  NETWORK 



KMA  Sets 

Mail  Record 

for  1941-42 

KMA,  a  5,000-watt  regional  at 
Shenandoah,  Iowa,  produced  more 
inquiries  and  orders  per  advertis- 

ing dollar  than  any  other  station 
during  the  1941-42  radio  season. 
Commercial  mail  for  the  year  end- 

ing August  31,  1942,  totalled  523,- 
911  pieces  containing  $67,410.54  for 
premiums  and  offers.  An  additional 
52,426  fan  letters  boosted  the  KMA 
total  to  576,337,  a  figure  which 
would  make  most  50,000-watters 
stand  up  and  cheer. 

Using  Columbia's  mail  response 
formula,  this  mail  indicates  KMA 
primary  coverage  of  151  counties 
as  illustrated  below. 

The  clients  that  established  the 
KMA  commercial  mail  record  were 
all  national  or  regional  advertisers, 
such  as  Oxydol,  Wheaties,  Ovaltine, 
Coco-Wheats,  Folger's  Coffee  and 
Standard  Brands.  Many  KMA 
clifents  (Bristol-Myers,  Coca-Cola, 
Ford,  Dreft,  Omar  Flour)  made  no 
mail  solicitations  whatever — but  all 
enjoyed  their  share  of  the  pros- 

perous KMA  mai-ket,  for  the  audi- 
ence served  by  KMA  is  the  most 

responsive  in  the  world. 

If  you  would  like  to  know  more 

about  the  KMA  area's  3,000,000 
people,  who  normally  spend  820 
million  dollars  a  year  in  retail 
stores — if  you  want  to  know  how 
to  reach  the  most  prosperous  rural 
market  in  America — write  now  for 

a  copy  of  KMA's  latest  market  data brochure. 

KMA 

The  No.  1  Farm  Station 
in  the  /Vo.  I  Farm  Market 

151  COUNTIES 

AROUND  SHENANDOAH,  lA. 

Free  &  Peters,  i\f. 

WOODEN  MOTIF  for  Hickory,  N.  C,  is  found  in  studios  of  WHKY, 
which  recently  increased  its  power  to  5,000  watts  daytime,  1,000  night,  on 
1290  kc.  New  equipment  includes  four  205-foot  Winchargers,  21-A  Collins 
transmitter,  E.  J.  Johnson  phasing  and  tuning  units,  Victor  Andrews 
phase  monitor.  Shown  is  the  hardwood  floor,  natural  panel  walls  and 
Celotex  ceiling  enti'ance  to  the  new  brick  building. 

Physiological,  Psychological  Effects 

Of  Daytime  Serials  Arouse  Psychiatrist 
IN  AN  EIGHT-PAGE  pamphlet, 
"Radio  and  Civilian  Morale,"  Dr. 
Louis  Berg,  psychiatrist,  gives  the 
daytime  dramatic  serial  the  sever- 

est going-over  this  form  of  radio 
entertainment  has  had  in  its  en- 

tire hectic  history. 
Reporting  on  two  months  listen- 

ing to  eight  script  shows,  covering 
about  40  episodes  of  each  program, 
Dr.  Berg  charges  that  these  pro- 

grams not  only  produce  harmful 
physiological  and  psychological  ef- 

fects upon  the  individual  listener, 
but  even  outdo  enemy  propaganda 
in  producing  an  over-anxiety  state 
that  "lays  the  ground-work  for 
civilian  panic  in  emergencies." 

Clinical  Tests 

Dr.  Berg  and  another  investiga- 
tor, subjects  of  the  experiment, 

each  listened  alone  to  the  programs 
"for  full  concentration"  and  took 
notes  on  what  they  heard.  "Pulse 
and  blood  pressure  readings  were 
made  of  both  of  us  before  and  after 

listening  to  each  serial." 
Stating  that  the  psychological 

techniques  of  the  serials  induce  the 
listeners  to  identify  themselves  with 
the  characters  and  to  suffer  with 

them  "as  they  run  the  emotional 
gamut  through  the  dark  mazes  of 
the  twists  and  turns  of  the  plot;" 
to  retreat  from  reality  into  a  fan- 

tastic never-never  land,  and  to  lis- 
ten vicariously  to  "our  hidden 

thoughts,  our  forbidden  desires, 

our  profane  loves,  our  illicit  hates," 
Dr.  Berg  declares  that  "sinister 
as  are  these  devices,  the  ultimate 
in  the  destructive  effect  of  these 
programs  is  accomplished  by  poi- 

soning the  wells  of  family  life,  in 
pretending  to  mirror  relationships 
around  the  hearth  and  home." 

Since  the  "family  is  the  unit  of 
the  community  and  therefore  the 
basic  unit  of  the  nation,"  Dr.  Berg 
considers  that  to  present  the  ab- 

normal family  relationships  of  the 
daytime  serial  as  normal  situations 
"is  to  blast  at  the  bastion  of  na- 

tional morale."  Contrasting  the 
serials  studied  with  the  Peabody 
prize  winner  Against  the  Storm, 

this  program,  he  says,  utilizes  the 
same  psychological  devices  as  the 
other  daytime  dramas  but  in  such 
a  way  as  to  "leave  the  listener  with the  conviction  that  he  has  a  moral 
obligation  never  to  yield  in  the 
battle  against  the  evil  forces  be- 

sieging mankind." National  Interest 

Damning  the  sponsors  of  the 
typical  daytime  serials  for  allowing 
mass  appeal  to  outweigh  "any  con- siderations of  morality,  decency  or 

patriotism".  Dr.  Berg  concludes 
that  "the  type  of  radio  program 
permitted  to  be  broadcast  becomes 
not  only  a  matter  for  its  potency 
in  selling  soap  or  cereals,  not  only 
a  matter  of  its  worthwhile  or 
shabby  story  material,  not  only  a 
matter  whether  it  does  or  does  not 
offend  the  obvious  conventions  or 
violate  the  standards  of  broadcast- 

ing, but  a  matter  of  what  it  does 
or  does  not  do  in  the  national  in- 
terest. 

"For  anxiety  states  are  the  back- 
ground against  which  civilian  panic 

in  emergencies  result;  anxiety 
states  muddy  the  waters  of  per- 

sonal and  family  relationships  and 
break  up  the  harmony  of  the  home 
and  the  family  without  which  no 
nation  can  produce  the  united  ef- 

fort necessary  to  win  a  war;  anx- 
iety states  set  wife  against  hus- 

band, mother  against  child;  yes, 
even  man  against  himself. 

"To  use  the  hearts  and  minds  of 
millions  of  women  without  regard 
to  their  mental  or  emotional  wel- 

fare to  sell  any  product  is  little 
short  of  treason  in  a  nation  at 

Safety  Awards 
BAYUK  CIGARS  Inc.,  Philadelphia, 
on  the  Dec.  4  Mutual  bi-oadeast  of  Gal 
Tinney's  fixing  Up  the  Neios  was  re- 

cipient of  the  National  Safety  Coun- 
cil's first  Distinguished  Service  for 

Safety  award.  On  the  same  date  the 
Petersburg,  Va.,  plant  of  the  Brown 
&  Williamson  Tobacco  Corp.,  received 
a  "Smash  the  Seventh  Column" 
award  from  the  Liberty  Mutual  In- 

surance Co.,  during  its  regular  broad- 
cast of  Plantatio7i  Party  on  NBC. 

Technician  Raids 

Are   Held  Unfair 

Union  Obstacles  to  Training 
of  Women  Are  Criticized 

VOICING  disapproval  of  union- 
imposed  obstacles  to  training  of 
women  for  replacement  in  techni- 

cal posts  in  radio,  along  with  "dou- 
ble staff"  requirements,  S.  A.  Cis- 

ler,  general  manager  of  WGRC, 
Louisville,  last  week  protested  to 
the  Louisville  local  of  Internatisnal 
Brotherhood  of  Electrical  Workers 

against  "raiding"  of  the  technical staffs  of  smaller  stations. 
In  a  letter  to  Guy  Horne,  of 

WHAS,  Louisville,  identified  as 
connected  with  the  union,  Mr.  Cis- 
ler  said  he  had  been  informed  that 
a  member  of  his  engineering  staff 
had  been  offered  a  technical  post 
at  WHAS  through  the  union.  He 
asked  for  an  immediate  conference 
between  the  union,  the  two  sta 
tions  and  "such  Government  agen 
cies  as  may  be  concerned,  to  work 

out  alternate  relief." Mr.  Cisler,  who  recently  was 
commissioned  a  first  lieutenant  in 
the  Marine  Corps,  said  his  station 
protested  this  "taking  of  scarce technical  men  from  the  smaller 
stations  to  maintain  status  quo 

conditions  at  larger  stations."  He 
added  he  was  advising  all  Govern- 

ment agencies  concerned  with  man- 
power stabilization  of  the  develop ment. 

Union  Rule  Criticized 

Criticizing  current  union  rulings 
Lt.  Cisler  said  he  understood 
WHAS  has  20  technicians  as 
against  5  on  WGRC.  Whereas 
WHAS  works  its  men  only  40 
hours  per  week,  WGRC  works 
them  50  or  more.  Because  of  union 
opposition,  he  said  he  understood 
WHAS  does  not  at  present  use 
women  for  certain  technical  dutieS; 
whereas  WGRC  has  two. 

By  union  conditions,  Lt.  Cisler 

continued,  WHAS  is  required  "to maintain  two  men  in  some  jobs 
where  one  could  do  the  work,  con- 

sidering the  present  wartime  con 
ditions."  He  held  IBEW  "has  never 
been  able  to  provide  replacements 
for  its  contract  obligations  at 

WGRC,  except  in  one  instance." 
Asserting  he  understood  WHAS 

shortly  would  increase  its  opera 
tions  to  a  24-hour  schedule,  Lt. 
Cisler  said  that  if  this  increase  re- 

lates to  the  war  effort,  "we  feel 
the  union  should  relax  such  restric 
tions  within  its  present  WHAS 
contract  that  contribute  to  the 

'labor  pirating'  in  this  instance." 
The  union  was  asked  specifically 

to  eliminate  union  obstacles  to 

training  of  women  for  replace- 
ments, and  their  employment  there 

after;  the  restriction  of  work  to 
40  hours  per  week  at  WHAS  when 
overtime  could  be  used;  and  th^ 
elimination  of  "double  staff"  where 
"single  man"  operation  could  b€ 
used.  He  held  these  acts  would  con 
tribute  materially  to  solving  th( 
shortage  of  technicians. 
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Hollywood  can  coll  fhis  picture  "colossal"  without 

stretching  a  single  point.  In  KMBC's  primary  area 
alone  are  more  than  half  a  million  radio  homes  with 

far  more  income  than  ever  before!  And  it's  KMBC 

that's  "packin'  'em  in"  —  leading  in  Kansas  City 
listeners  more  often  than  any  other  station.  Your 

show  on  KMBC  is  a  n/ne-bell  performance  replete 

with  brilliant  cast  (drown  from  the  largest  and  finest 

radio  staff  in  Kansas  City)  —  skilled  production  (that 

won  Variety's  last  Showmanship  Award  for  Program 

Origination)  —  and  the  best  of  companion  features 

(provided  by  CBS,  Kansas  City's  favorite  network.) 

Best  of  all,  KMBC  pays  off  at  the  box-office  as  shown 

by  the  fact  that  advertisers  place  more  national 

spot  business  on  KMBC  than  on  any  other  Kansas 

City  station.  Next  time  you  book  an  attraction  for 

your  Midwestern  customers,  be  very  sure  it  makes  its 

premiere  on  the  "9  Ways  the  Winner"  station  you 
hear  so  much  about. 
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Radio's  One-Third 
SERIOUS  CONCERN  is  being  evinced  in 
official  Washington  over  the  plight  of  small 
business  enterprises  faced  with  possible  ex- 

tinction as  the  war  effort  moves  forward. 
Something  is  going  to  be  done  about  it,  we 
judge,  though  the  wheels  of  Government  grind 
slowly  in  such  matters. 

Brought  into  direct  focus  is  the  bleak  out- 
look for  the  small  broadcast  stations  in  the 

secondary  markets.  They  face  not  only  the  per- 
sonnel and  equipment  troubles  of  their  more 

fortunate  contemporaries,  but  the  drying  up  of 
local  business  as  well.  National  business,  while 

it  has  kept  up  remarkably  well,  isn't  getting 
to  all  the  secondary  markets.  Local  retail  out- 

lets, receiving  less  and  less  merchandisable 

goods,  aren't  disposed  to  spend  as  much  for 
advertising. 

We  have  the  anomoly  of  Government  demand 
for  continued  operation  of  most  of  these  sta- 

tions in  the  war  interest,  and  of  declining 
revenues.  Yet  station  overhead  is  skyrocket- 

ing. The  law  of  diminishing  returns  sets  in. 
Without  some  sort  of  relief,  these  stations — 
perhaps  200  to  300 — are  confronted  with 
eventual  suspension. 

We  don't  profess  to  know  the  answer.  But 
there  are  several  possibilities.  We  must  pre- 

suppose that  the  Government,  as  OWI  Direc- 
tor Elmer  Davis  has  said,  wants  the  entire 

radio  structure  to  function  with  maximum 
effectiveness.  Radio  is  part  of  the  American 
way  of  life — an  essential  medium.  It  is  the 
fastest  route  to  the  fireside.  It  is  a  fundamen- 

tal medium  for  the  maintenance  of  public 
morale. 

In  Alaska  and  in  Hawaii,  OWI  saw  to  it 
that  stations  maintained  regular  schedules  so 
the  populace  and  the  military  forces  could  be 
kept  informed  and  entertained.  Time  is  bought 
over  the  stations  on  a  bulk  basis,  and  pre- 

selected programs  are  broadcast.  That  isn't 
subsidy — which  to  all  broadcasters  is  distaste- 

ful. It  constitutes  practical  application  of  a 
sound  policy  to  meet  conditions  provoked  by  a 
war  emergency. 

Perhaps  that's  the  answer,  with  modifica- 
tions, for  radio's  domestic  economic  problem, 

which  is  bound  to  develop  soon,  if  it  isn't 
already  here.  Since  the  war's  advent,  our  in- 

dustry has  not  sought  payment  for  time  de- 
voted to  Government  programs — time  esti- 
mated to  be  valued  at  some  $64,000,000  on  an 

annual  basis.  Radio  does  not  plead  a  special 

case;  it  has  asked  only  that  there  be  no  dis- 
crimination. 

Small  newspapers  are  faced  with  the  same 

grim  prospects.  Why  shouldn't  the  Govern- 
ment pay  for  some  of  the  time  and  space  it 

uses  to  promote  aspects  of  the  war  effort? 
Early  in  the  war,  purchase  of  space  for  re- 

cruiting campaigns  discriminated  against  radio. 
Some  space  is  still  being  used  on  that  basis.  If 
both  media — essential  in  the  war — are  treated 
alike,  there  can  be  no  legitimate  complaint. 

The  Special  Congressional  Committee  study- 
ing the  small  business  problem  might  well  look 

into  this  whole  picture.  There's  the  possibility 
of  long-term  loans,  through  the  Reconstruc- 

tion Finance  Corp.,  as  another  alternative. 
Adequate  legislative  safeguards,  it  seems  to 
us,  could  be  adopted  to  insure  return  of  the 
station  properties  and  mortgage  paper  after 
the  war. 

We  leave  to  better  minds  in  Government  and 
industry  the  solution  of  this  dilemma  in  which 

possibly  a  third  of  the  nation's  stations  may 
find  themselves.  The  problem  requires  action 
yiow — not  after  the  dam  breaks. 

Jimmy's  Moment AT  LONG  LAST,  AFM  Czar  James  C.  Petrillo 
is  going  to  make  a  public  appearance  in  Wash- 

ington. He's  the  headliner  in  the  premiere 
booked  for  Jan.  12  by  the  Senate  subcommittee 
looking  into  the  whole  music  ban  business. 

Since  Jolting  Jimmy  invoked  his  ban  on 
recordings  and  transcriptions  for  public  per- 

formance last  June,  he  has  persisted  in  main- 

taining his  "public  be  damned  attitude".  He 
has  never  answered  the  pleas  of  such  public 
officials  as  Elmer  Davis,  James  Lawrence  Fly, 
Thurman  Arnold  and  Senator  Wheeler  that  he 
call  off  his  ridiculous  ukases,  in  the  war  in- 
terest. 

The  committee,  we  assume,  will  want  to 
know  the  whys  and  wherefores  of  these  tac- 

tics, invoked  under  the  guise  of  unemployment, 
when  that  term  because  of  war  manpower  de- 

mands is  practically  eliminated  from  our  lexi- 
con. The  nation,  the  industries  affected  and 

the  musicians  themselves  have  a  right  to  know 
the  answer. 

Despite  the  rigors  of  wartime  demands  and 
the  unavoidable  delays,  the  Senate  committee, 
under  the  leadership  of  Chairman  D.  Worth 
Clark  of  Idaho,  has  perfected  its  plans  for  the 
inquiry,  which  was  authorized  unanimously  by 
the  Senate.  The  committee  has  retained  as  its 

counsel  Herbert  M.  Bingham,  a  practical,  hard- 
hitting Washington  attorney.  Mr.  Bingham, 

while  a  general  practitioner,  is  familiar  with 
the  music  problem  by  virtue  of  his  representa- 

tion of  several  stations. 

We  are  glad  to  see  the  committee  pursue 
such  a  course.  By  retaining  counsel  of  the 
calibre  of  Mr.  Bingham,  the  nation  is  assured 
of  a  business-like  inquiry  that  will  get  down 
to  the  issues.  If  legislative  relief  is  required  to 
end  this  unprecedented  rampage  that  inter- 

feres with  the  ability  of  essential  industries 
and  services  to  perform  effectively  in  the  war 
interest,  the  results  of  the  Clark  inquiry  should 
reveal  the  need. 

Mr.  Petrillo's  day  (or  days)  in  court  should 
prove  very  enlightening. 

Evidently,  the  FCC  majority  feels  the 
war  is  about  over.  Pre-war  and  pre-freeze 
order  activities,  covering  such  things  as 
"special  service  authorizations",  are  in 
vogue  again,  it  appears.  It  looks  like  a 
busy  winter. 

Questionnaire  Query 

PUNCH-DRUNK  broadcasters  who  have 
wrestled  many  years  with  FCC  questionnaires 
and  forms  penetrating  innermost  aspects  of 
their  operation  and  personnel,  must  view  with 

forgivable  glee  the  move  of  the  Joint  Com- 
mittee Investigating  Nonessential  Federal  Ex- 

penditures to  find  a  cure  for  the  whole  ques- 
tionnaire epidemic. 

The  Congressional  committee,  it  appears,  is 

mainly  concerned  with  the  hundreds  of  war- 
born  questionnaires  that  have  all  but  led  public 
and  industry  alike  to  distraction.  We  have  a 
hunch,  however,  that  the  guiding  genius  of  the 
current  questionnaire  quandary  will  turn  up  as 
a  former  FCC  lawyer  who  devised  intricate 
forms  of  the  kind  that  have  haunted  station 
managers  and  their  auditing  and  legal  staffs. 

We  can  think  of  no  one  else  who  could  con- 
jure up  such  questions  as  the  relationship  of 

the  program  director's  uncle-in-law  to  the  sta- 
tion's ownership  and  program  policy.  Or 

perhaps  the  broadcaster  would  prefer  that  dilly 
about  how  he  earned  each  dollar  he  had  saved, 
with  a  strict  accountability  for  the  past  dozen 

years  or  so. 
The  committee  is  asking  all  Government 

agencies  for  copies  of  all  questionnaires  sent 
out  in  the  last  year.  It  proposes  to  follow 
through  to  ascertain  what  use  has  been  made 
of  the  returns. 

Maybe  the  FCC  was  ahead  of  the  procession 
when  it  launched  its  great  questionnaire  forays 

in  1937  or  thereabouts.  Maybe  it  didn't  have 
the  authority  to  collect,  annually,  volumes  of  \ 
data  about  programs,  finances,  profits  and 
losses  (because  the  law  still  says  such  annual 
surveys  can  be  undertaken  only  with  specific, 
authority).  In  these  tough  times,  the  industry 

isn't  much  concerned,  because  it's  sort  of  case- 
hardened  on  questionnaires. 

While  the  joint  committee  is  about  it,  we 
hope  it  orders  its  truck  to  back  up  at  the  FCC 
for  one  copy  each  of  its  forms  and  inquiries. 
The  truck  may  have  to  make  several  trips.  But 
the  questions  should  make  interesting  reading] 
— if  the  committee  can  understand  them. 
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EMILIO  AZCARRAGA 

THEY    SHOULD    call
  him 

Mexico's   "Mr.   Radio".  For 
he's  synonymous  with  every- 

thing   good  radiobroadcast- 
ing stands  for  in  our  Good  Neigh- 
bor nation  to  the  South.  And  it's 

all  strictly  by  the  American  Plan. 
This  Emilio  Azcarraga  is  a  fabu- 

lous sort  of  man.  Self-made,  too! 
He  looks,  performs  and  talks  like 
a  Mexican  edition  of  Wendell 

Willkie,  whom  he  admires.  He's 
6  feet  2,  weighs  228,  talks  English 
like  an  American  and  maintains  a 
strictly  open  door  policy  at  all  three 
of  his  offices  in  Mexico  City. 

Don  Emilio  (they  all  call  him 
that,  from  page  boy  to  politician) 
is  the  custodian  of  more  radio 
watts  than  any  caballero  in  all 
Mexico.  His  interests  transcend 
radio,  however,  for  he  runs  two  of 

Mexico's  largest  theatres,  a  hotel, 
a  night  club  or  two,  Mexico's  first 
network  -  programming  organiza- 

tion, the  most  important  talent 
bureau,  and  practically  all  of  Mex- 

ico's transcription  industry.  He's 
a  director  of  a  couple  of  banks,  is 
active  in  civic  work,  but  has  never 
held  political  office. 

In  calculating  Don  Emilio's 
watts,  the  current  equipment  bot- 

tleneck must  be  taken  into  account. 
He  has  250,000  watts  authorized 
for  his  pioneer  station,  Mexico 
City's  XEW,  but  is  transmitting 
with  only  100,000,  to  conserve 
tubes.  XEQ,  his  second  clear- 
channel  outlet  in  the  Mexican  capi- 

tal, is  rated  at  100,000,  but  uses 
50,000  temporarily  for  the  same 
reason.  Each  station  has  a  short- 

wave adjunct  (XEWW  and 
XEQQ)  using  10,000  watts,  broad- 

casting the  same  programs  as  the 
parent  standard  transmitters. 
Wrapped  up  in  these  stations 

Don  Emilio  has  an  investment  of 
about  $1,500,000  (dollars,  not 
pesos).  A  few  months  ago  he  built 
new  studios  for  XEW  at  a  cost  of 
$300,000.  XEW  is  an  NBC  affili- 

ate; XEQ,  CBS.  The  stations  are 
maintained    separately,   and  are 

competitive,  though  Don  Emilio 
runs  both.  As  a  matter  of  fact 
XEW  is  about  sold  out,  and  the 

competition  among  Mexico's  lead- 
ing stations  is  brisk  and  getting 

more  so,  as  more  American  dollars 
(through  Mexican  corporations) 
invade  this  thriving  market. 

Though  it  may  not  be  generally 
known,  Don  Emilio  is  more  re- 

sponsible than  probably  any  other 
individual  in  Mexico  for  the  suc- 

cess of  the  Havana  Treaty,  which 
resulted  in  the  great  reallocation 
of  1941,  involving  all  broadcast 
frequencies.  Evolved  in  1937,  the 
treaty  wasn't  finally  ratified  by 
Mexico  until  two  years  later — after 
the  Mexican  Senate  twice  had  re- 

jected it.  Then  Don  Emilio  stepped 
in,  and  the  Senate  changed  its 
mind. 

Don  Emilio  visits  this  country  at 
least  once  a  year.  He  knows  Ameri- 

can radio,  and  has  adopted  what 
he  regards  as  the  best  of  our  me- 

thods and  practices.  He's  against 
frequency  discounts;  you  can  buy 
one  hour  or  365  on  XEW  and  the 
hour  rate  is  the  same.  Radio  talent 
on  his  stations  may  be  booked  non- 
competitively  in  theatres,  clubs  or 
on  tours,  but  not  on  any  other  sta- 
tion. 

Don  Emilio's  prime  radio  inter- 
est today  is  the  development  of  a 

fulltime  wire  network.  In  1940  he 
formed  Radio  Programmes  De 
Mexico  as  a  wire  network.  About 
IV2  hours  daily  is  sold  by  wire- 

line, along  with  3V2  hours  of  re- 
cordings (which  they  call  deferred 

broadcasts,  not  electrical  transcrip- 
tions). Part  of  this  time  is  bought 

by  the  Rockfeller  Committee  for 
our  news  broadcasts  in  the  inter- 

est of  hemispheric  solidarity.  There 
are  62  affiliates  of  Radio  Pro- 

grammes. Of  these  54  are  used 
for  the  U.  S.  news  broadcasts- — ■ 
two  stations  in  each  metropolitan 
district  and  four  in  Mexico  City. 

A  few  weeks  ago,  Mexico's  Presi- 
dent, Manuel  Avila  Comacho, 

named  a  Supreme  Defense  Council 

CHARLES  V.  SEACORD,  formerly 
with  Johns-Manville  Corp.,  New 
York,  and  until  recently  in  the  in- 

surance business,  has  joined  John  H. 
Perry  Associates,  newspaper  and  ra- 

dio representative,  replacing  Howard 
Gardner,  now  time  buyer  of  Pedlar 
&  Ryan,  New  York. 
DONALD  W.  THORNBURGH,  West 
Coast  vice-president  of  CBS,  has  been 
appointed  radio  representative  on  the 
Los  Angeles  War  Council,  civilian  ad- 

visory board  directing  all  community 
wartime  activities.  Mr.  Thornburgh  is 
currently  in  New  York  attending  a 
semi-annual  CBS  executives  meeting. 

CAPT.  JOHN  PAUL  DICKSON, 
former  Berlin  correspondent  of  MBS, 
now  attached  to  the  public  relations 
division  of  Marine  Corps  headquar- 

ters, Washington,  was  married  recent- 
ly to  Miss  Mary  Ann  Kullmer,  of  that 

city. 

LESLIE  T.  HARRIS,  formerly  on 
the  production  staff  of  WQAM,  Mi- 

ami, joined  CBS  as  assistant  director Dec.  1. 

ERNEST  DE  LA  OSSA,  personnel 
director  of  NBC  New  York,  was  in 
Hollywood  during  late  November  on 
a  manpower  survey  of  the  network's western  division. 

.T.  .7.  CLARY,  exnort  advertising  man- 
ager of  Bristol-Myers  Co.,  New  York, 

has  left  his  post  with  the  radio  divi- 
sion of  the  Coordinator  of  Inter- American  Affairs  to  return  to  his 

Bristol-Myers  position. 
WILLIAM  E.  SHEA  Jr.,  manager 
of  the  press  department  of  KPO,  San 
Francisco,  recently  became  the  father of  a  boy. 

FRANK  MIIRTHA,  formerly  of 
NBC,  and  with  National  Concerts  & 
Artists  Corp.,  New  York,  since  the 
first  of  the  year,  has  been  placed  in 
charge  of  person nl  annearances  for  tal- 

ent booked  by  NCAC.  it  has  been  an- 
nounced by  Mr.  Tuthill,  vice-president in  charge. 

HENRY  JAFFE.  attorney  for  the 
American  Federation  of  Radio  Artists 
and  American  Guild  of  Musical  Ar- 

tists, is  the  father  of  a  boy. 

representing  government  and  lead- 
ers of  essential  industries.  Don 

Emilio  was  selected  to  represent 
radio,  and  sits  with  the  Chief  Exec- 

utive and  his  cabinet  on  all  vital 

matters  concerning  "the  defense  of 
our  cause  and  the  integrity  of  our 

nation". 
The  Horatio  Alger  formula 

doesn't  fit  Emilio  Azcarraga,  be- 
cause he  started  with  a  $3,000 

legacy,  as  did  each  of  his  four 
brothers.  His  father.  Customs  House 
chief  at  the  port  of  Vera  Cruz, 
had  died  in  1915  when  Emilio  was 
20.  And  Emilio  has  built  that  into 
what  is  reputed  to  be  one  of  the 
biggest  fortunes  in  Mexico. 

Emilio  Azcarraga  was  born  in 
Tampico  March  2,  1895,  of  Basque 
stock  on  both  sides.  At  12  he  was 
sent  to  school  in  the  United  States 
■ — first  in  San  Antonio;  later  at  St. 
Louis  College  and  St.  Edwards  in 
Austin.  A  6  foot,  185  lb.  young 

MURRAY  xVRNOLD,  program  direc- tor of  WIP,  Philadelphia,  left  on 
Dec.  5  to  join  the  Army.  Associated 
with  Philadelphia  radio  since  the  early 
days  of  the  industry,  Mr.  Arnold  spent 
most  of  his  career  at  WIP,  starting 
as  an  announcer  and  serving  in  num- 

erous executive  capacities.  He  served 
for  a  time  as  program  director  of 
WEIL,  Philadelphia.  Ed  Wallace,  as- 

sistant program  director  and  director 
of  public  relations,  moves  into  Mr. 
Arnold's  post  and  Sam  Serota,  pro- 

duction manager,  takes  over  Mr.  Wal- lace's post. 

JOE  ALLABOUGH,  formerly  pro- gram director  of  W.I.TD,  Chicago,  has 
joined  the  CBS  Hollywood  staff  as production  contact.  He  replaces  Byron 
Palmer  who  enlisted  in  the  Army  Air 
Forces.  Walter  Snow,  formerly  sound 
effects  engineer  on  the  NBC  Bob  Hope 
Show,  sponsored  by  Pepsodsnt  Co. 
(toothpaste,  powder),  has  also  joined 
the  CBS  production  contact  staff.  He 
succeeds  Ted  Wick  who  resigned  to 
join  Lord  &  Thomas,  that  city,  as 

producer. STERLING  TRACY,  producer  of 
CBS  Hollywood,  has  resigned  to  join 
the  Special  Services  division  of  the 
Army.  Cliff  Howell  takes  over  his 
duties  on  the  weekly  United  We  Sing, 
sponsored  by  Norris  Stamping  &  Mfg. 
Co.,  on  KNX,  Hollywood.  Bob  Hafter 
replaces  Tracy  as  producer  of  the 
weekly  CBS  Soldiers  With  Wings, 
government-endorsed  program. 
WALTER  HACKETT,  formerly  in 
the  radio  section  of  the  American  Red 
Cross  as  well  as  writer  and  producer 
for  network  programs,  has  been  ap- 

pointed by  the  OWI  to  serve  as  radio information  specialist  for  the  New 
England  regional  office.  One  of  Mr. 
Hackett's  one-act  radio  plays,  already 
printed  in  an  anthology,  is  also  being 
reprinted  by  the  Treasury. 

THOMAS  F.  JOYCE,  vice-president and  advertising  director  of  RCA  Mfg. 
Co.,  Camden,  N.  J.,  is  scheduled  to  ad- dress the  advertising  and  selling  course 
of  the  Advertising  Club  of  New  York, 
Monday,  Dec.  7,  on  the  subject  of 
"Selling  Employes  on  Breaking  Pro- 

duction Records." 
JOHN  M.  GREENE  of  NBC's  net- work sales  department  has  been  in- ducted into  the  Army. 

JOHN  R.  OVERALL.  MBS  sales  rep- resentative in  New  York,  has  been 
commissioned  a  lieutenant  in  the  Navy 
and  left  the  network  last  week  to  re- 

port for  active  duty. 
WILLIAM  CHAIKIN,  graduate  of 
Ohio  State  U,  has  joined  the  mer- chandising and  promotion  department 
of  WHK-WCLE,  Cleveland. 

giant  at  16,  he  played  tackle  in 
football,  center  in  basketball  and 
first  base  in  baseball  all  through 

school.  He  doesn't  admit  it,  but  the 
report  is  that  his  father  pulled  him 
out  of  college  because  he  was  play- 

ing semi-pro  ball  on  the  side. 
In  1913,  at  18,  Emilio  left  college 

and  worked  in  a  shoe  store  in  Vera 
Cruz — the  trade  selected  by  his 
father.  He  was  graduated  as  a 
shoe  clerk  a  year  or  so  later  and 
worked  in  his  home  town  of  Tam- 

pico. In  1915  he  was  retained  by 
the  A.  W.  Tedcastle  Co.,  shoe  job- 

bers of  Boston,  to  travel  the  Mexi- 
can market.  On  his  very  first  trip 

he  collided  with  Pancho  Villa's 
revolution.  His  train  was  held  up 
and  247  of  the  Mexican  troops  in 
the  front  cars  were  killed.  But 

that  didn't  deter  him,  for  he  con- 
tinued as  a  traveling  salesman. 

In  1917  Emilio  joined  three  of 
(Continued  on  page  iO) 
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WILLIAM  M.  MILLER,  in  charge  of 
magazines  and  feature  syndicates  in 
the  NBC  press  department,  on  Dec. 
15  resigns  from  the  network  to  ac- 

cept position  with  the  OWL  After  sev- 
eral months  training  he  will  be  sent 

overseas  with  one  of  the  OWI  out- 
post divisions.  Successor  has  been  se- 

lected, and  will  be  announced  after 
Mr.  Miller's  departure. 
CHARLES  ATCHISON,  former 
sports  and  news  announcer  of  WDBF, 
Chattanooga,  John  French,  former 
news  and  special  events  announcer  of 

VIRGINIA  MARIE  COOKE  has 
been  re-signed  to  write  the  weekly 
half-hour  Curtain  America,  sponsored 
by  the  Western  Conference  of  Team- 

sters on  38  West  Coast  Mutual-Don 
Lee  stations,  Thurs.,  6 :30-7  p.m. 
(PWT).  Felix  Mills  is  musical  di- 

rector with  Edward  Robinson  pro- 
ducer. Clarence  B.  Juneau  Adv.  Agen- 

cies, Los  Angeles,  has  the  account. 

BLAINE  BUTZ,  in  the  production 
department  of  KHJ,  Hollywood,  was 
married  to  Ralph  Spurrier,  aircraft 
worker,  on  Nov.  28. 
EDAVARD  J.  CONTURE,  program 
director  of  WDLP,  Panama  City,  Fla., 
has  been  appointed  War  Program 
Manager,  for  liaison  with  the  OWI. 

VERNE  SMITH,  formerly  freelance 
actor-announcer  of  Chicago,  has  been 
signed  to  share  the  announcing  assign- 

ment with  Gayne  Whitman  on  the 
weekly  CBS  Boh  Burns  8hoiv,  spon- 

sored by  Lever  Bros.  ( Lifebuoy ) . 

LEON  (Bill)  DORAIS,  of  CBS  Hol- lywood publicity  staff,  has  been  placed 
in  charge  of  trade  news.  Joyce  Moss, 
formerly  in  public  relations  work, 
Honolulu,  and  new  to  the  staff,  has 
taken  over  Dorais'  former  duties. 
WILEY  ROBBINS,  announcer  of 
KIEV,  Glendale,  Cal.,  known  profes- sionally as  Bill  Wiley,  has  joined  the 
Army  Signal  Corps. 

FREDDIE  RICH  replaces  Leith  Ste- vens as  musical  director  on  the  weekly 
NBC  Ahhott  d  Costello  Shoio,  spon- 

sored by  R.  J.  Reynolds  Tobacco  Co- 
(Camels).  Gordon  Jenkins  assumed 
similar  duties  on  the  weekly  CBS' Mayor  of  the  Town,  sponsored  b.y 
Lever  Bros.  (Rinso),  when  Stevens 
resigned  to  join  radio  division  of  the 

OWI.  ■■'■i'^'- PERCY  MADDUX  has  reSigned  as 
stafE  announcer  of  WLLH,*  Lowell, Mass. 

JANE  LEE,  publicist,  writer  and 
home  economics  authority,  has  joined 
KPO,  San  Francisco,  and  is  conduct- 

ing Woman's  Magazine  of  the  Air six  mornings  weekly,  co-sponsored  by 
Pan-American  Coffee  Bureau,  Pure 
Foods  Products,  Berkshire  Knitting 
Mills  and  others. 
TRUMAN  THOMPSON,  formerly 
announcer  of  WCLO,  Janesville,  Wis., 
has  joined  the  staff  of  KFRC,  San 
Francisco. 

JACK  LACY,  chief  announcer  of 
WNBC,  Hartford,  has  been  inducted 
into  the  Army.  Leo  Keegan,  sales  staff 
member,  also  has  entered  the  service. 

TOM  McGOWAN  has  joined  the  an- 
nouncing staff  of  KJBS,  San  Fran- 

cisco, while  on  a  six  months  leave  from 
a  Navy  pre-flight  training  school,  re- cuperating from  a  broken  wrist. 

BOB  GOERNER.  announcer,  former- 
ly with  various  San  Francisco  area 

stations,  has  joined  KQW,  San  Jose. 
MARY  JO  TATE,  staff  announcer  of 
WMPS.  Memphis,  was  married  Nov. 
26  to  Sgt.  Joseph  G.  Mulherin,  of  the 
Army.  Mrs.  Mulherin  will  continue 
her  duties  with  WMPS. 

JANE  ROWLEY,  newest  staff  mem- 
ber of  WOAI,  San  Antonio,  has  been 

assigned  to  Woman's  Page  of  the Air,  and  other  programs  of  feminine 
interest.  She  was  a  student  of  radio 
at  U  of  Iowa. 
ROBERT  DILLER,  formerly  of 
WMRO,  Aurora,  111.,  has  succeeded 
Riley  Jackson  as  program  manager 
of  WIND,  Gary,  Ind.  Mr.  Jackson  is 
now  on  the  production  staff  of  Wade 
Adv.  Agency,  Chicago. 
JOHN  RICHBERG.  announcer  of 
WLAC,  Nashville,  is  father  of  a  girl born  Nov.  21. 

ETHEL  MELOY,  program  depart- 
ment of  WJSV,  Washington,  recently 

was  married  to  Lt.  Leland  J.  Casey,  of 
the  Army.  Harriett  Miller,  formerly  of 
WINX,  AVashington.  and  KSTP, 
Minneapolis,  has  joined  the  produc- tion staff  of  WJSV. 

DID  YOU  KNOW....? 

WTOC  stands  for  "We  Thank 
Our  Clients"  for  making  this 
our  greatest  year  for  CBS  and 
National  business.  There  must 

be  a  reason.  Write  for  folder — 
It  tells  all  about  our  money 
market. 

WTOC 
Savannah,  Georgia 

CBS  -  UP  News  -  5,000  Watts 

JANE  WINDOM 

A NEWCOMER  to  radi
o,  Jane 

Windom,  has  had  a  varied 
background  in  journalism 
which  holds  her  in  good 

stead  in  prejiaring  her  daily 
Woman's  Page  of  the  Air  pro- 

gram on  WSVA,  Harrisonburg, 
Va.  Miss  Windom  began  as  a  State 
attache  in  the  Court  of  States  at 
the  Century  of  Progress  Exposi- 

tion of  1933-34.  She  edited  a  tourist 
magazine  for  two  seasons  in  New 
England,  did  newspaper  sales- 
promotion  work  in  Florida, 
Georgia,  Maryland,  Pennsylvania 
and  West  Virginia,  and  was  for 
five  years  editor  of  a  country  news- 

paper. 
BETTY  HUESTON  of  the  production 
department  of  CHML,  Hamilton,  Ont., 
is  now  writing  and  announcing  a  new 
women's  show  on  CHML.  New  ap- 

pointments are:  Stu  Kenney,  announ- 
cer, as  program  director;  Norm  Mar- 

shall, sportscaster,  to  director  of  spe- cial events  department ;  Harold  Stubbs 
as  chief  announcer. 

KATHERINE  TIFT-JONES,  active 
for  many  years  on  New  York  stations, 
has  joined  the  talent  staff  of  WGN, 
Chicago.  She  will  be  featured^  in  a 
quarter-hour  program,  Miss  Kather- ine  and  Calliope. 

CARROLL  GRAHAM,  formerly  a 
Hollywood  writer  and  now  in  the 
Army,  currently  is  stationed  at  Camp Blanding,  Fla. 

ANN  TRIPPE,  formerly  of  KSO, 
Des  Moines,  has  been  named  con- tinuity editor  of  WSBA,  York,  Pa. 
Another  addition  to  the  staff  is  Helen 
Eagle,  new  to  radio,  as  music  librarian. 

PHIL  COOK,  early  morning  enter- tainer of  WINS,  New  York,  is  writing 

jingles  for  the  Treasury  Department's transcribed  bond  discs. 

LOUIS  CHAPIN  Jr.,  formerly  of 
WHDH  and  WRUL,  Boston,  has 
joined  the  announcing  staff  of  WTAG, Worcester. 

IRWIN  BUCKSTAN,  of  the  guest 
relations  staff  of  KHJ,  Hollywood,  has 
resigned  to  enroll  in  the  Signal  Corps 
Radio  School  at  Camp  San  Luis 
Obispo,  Cal. 
COLIN  HAAGENSON,  graduate  of 
the  Beck  School  for  Radio,  Minnea- 

polis, has  joined  KHAS,  Hastings, 
Neb.,  as  an  announcer. 

JOE  McCAULEY  has  taken  a  six- month  leave  of  absence  as  announcer 
of  Dauni  Patrol,  all-night  program  on 
WIP,  Philadelphia.  He  has  been  re- placed by  Tom  Livezey,  formerly  of AVCAI^ 

WKMO,  Kokomo,  Ind.  and  Lewis 
Aiken,  formerly  of  KMOX,  St.  Louis 
and  AVLAV  and  WCPO,  Cincinnati, 
have  joined  the  announcing  staff  of 
WSGN,  Birrningham.  Larry  Yester 
lias  been  switched  from  announcing  to 
trafiic. 

JOSEPH  E.  (Dinty)  DOYLE,  pub- 
licity director  of  WABC,  New  York, 

has  lieen  in  the  Park  East  Hospital, 
recuperating  from  an  operation.  He  is 
expected  to  return  to  his  post  shortly. 

RICHARD  J.  PUFF,  chief  statisti- 
cian in  the  Mutual  sales  promotion  de- 

partment, has  been  granted  a  year's leave  of  absence  because  of  illness. 

FRED  WOOD,  formerly  of  WIP, 
Philadelphia,  and  WJNO,  AVest  Palm 
Beach,  has  been  commissioned  lieuten- 

ant (j.g. )  in  the  Navy  and  is  sta- 
tioned at  Naval  Air  Station,  Corpus 

Christi,  Tex. 

HELEN  MURDOCK,  formerly  of  the 
Schick  Razor  Co.,  has  been  appointed 
chief  accountant  of  AA^SRR,  Stamford, 
Conn.,  replacing  Emma  Benevelli, 
who  has  joined  Pitney-Bowes.  Richard 
Baseheart,  formerly  with  Hedgerow 
Theater,  Moylan,  Pa.,  has  joined  the 
announcing  staff  of  AA^SRR. 
EARL  HOTALING,  chief  announcer 
of  AVBTM,  Danville,  Va.,  has  been 
inducted  into  the  Army. 

KATHERINE  GRASTY  has  been  ap- 
pointed trafiic  director  of  the  tri- 

city  stations  of  Virginia,  AVLVA, 
Lynchburg,  WBTM,  Danville,  and 
AVRLS,  Roanoke. 
WARREN  M.  LEWIS,  Hollywood 
writer  of  the  weekly  quarter-hour 
program.  Newsmaker,  sponsored  by 
Packard  Bell  Co.  (radios),  on  5  NBC 
Pacific  stations,  has  joined  the  Army 
Air  Forces  and  is  stationed  at  West 
Coast  Air  Forces  Training  Center, 
Santa  Ana,  Cal. 

•  •  • 

Tobacco  markets  open  in  this 

areq  pec.  7tii  with  pricer  the 

highest  in  many  years.  Live  stock 

pi-ices  are  aho  higher  t*ion  ever: 

WitH  ihest  high  prices  on  our  two 

main  produces,  an<i  u>/th  more 

defense  money  bemg  Jpewt  iV?  iUis 

ferritory,  owr  neighbors  luill  have 

plenty  of  ready  caiU  for  your  producfs. 

Invesfi'^o+e  -Wi/s  morkef  tod<y» 

DANIEL600NE  NET 

luith  permdncht  lines  betiueen 

WOPI-WISE-WKPT 

.  BURN-SMIT«»^.' 
Harry  Cummin^s  -  Soatti  fast  Rep 

mSTERN  N.  CAROLINA  -SOUlHWeST VIRGINIA  BAST  reNN£SS££ 
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PHOTO  BY  WIDE  WORLD 

ON  TARGET! 

IT  CAN  BE  DONE  IN  BALTIMORE  RADIO.  TOO 

The  ack-ack  boys  know  it  isn't  just  a  case 
of  fill  the  air  with  fire  power.  You've  got  to 
get  on  the  target.  And  you've  got  to  hit  with 
concentrated  fire. 

The  smarter  users  of  spot  radio  have  learned 
the  same  thing.  Take  Baltimore.  How  do  you 
cover  the  now  6th  largest  city  in  the  U.S.A.? 

More  and  more  the  advertisers  who  look  to 

reduce  their  sales  costs  are  using  WFBR  for 

3  big  reasons: 
1.  WFBR  covers  Baltimore  DAY  and  NIGHT 

with  an  efficiency  known  to  few  stations  in 
so  big  a  city.  There  are  no  dead  spots.  That 

isn't  magic  .  .  .  it's  just  good  engineering. 

2.  There  is  no  waste  with  WFBR.  WFBR  does 

not  use  a  hopped -up  signal  to  cover  the 
surrounding  states  in  which  you  may  or  may 

not  have  sales  ...  or  states  in  which  you  have 

already  bought  time.  Our  job  is  the  Baltimore 

trading  area.  Not  Pennsylvania,  West  Vir- 
ginia, Delaware,  New  Jersey,  Virginia. 

3.  WFBR  is  the  station  all  Baltimore  has  been 

listening  to  for  21  years.  In  the  last  3  years 

over  one  half  million  people  visited  our 

studios  or  participated  in  sponsored  shows. 

It's  good  business  to  get  on  the  target  in 
Baltimore.  WFBR  makes  it  automatic. 

RADIO  STATION WFBR BALTIMORE 

NATIONAL      REPRESENTATIVE:      JOHN      BLAIR     &  CO 



SZATH-MYRI 
records  for 

LANG-WORTH 

Broadcasters! 

LET  YOUR  AUDIENCES  HEAR 

STARLIGHT  SONATA 
the  most  unforgettable  melody  since 

"My  Sister  and  I" 
Lyrics  by  Helen  Bliss 

Music  by  Henry  Manners 
and 

AMERICA'S  VICTORY  SHOUT 
HALLELU! 

(Jndgrment  Day  is  Comin') 
to  be  featured  by  Judy  Canova  in 
her   forthcoming    Republic  picture 
"Chatterbox".  Words  and  music  by Paul  J.  Winkoop 
Both  songs  have  been  arranged  for 

orchestra  by  JACK  MASON 

BROADCAST  MUSIC,  Inc. 
580  Fifth  Ave.        •         New  York  City 

THE  VOICE  OF  MISSISSIPPI 

5,000  D 
1.000  N 

Owned  and  Operated  by 
LAMAR 

LIFE  INSURANCE 
COMPANY 

JACKSON,  MISSISSIPPI 

il 

Columbia's  Station  for  the 
SOUTHWEST 

KFH 

WICHITA 

KANSAS 

Call  Any  Edward  Petry  Office 

GARY  MUELLER,  continuity  writer, 
and  John  McCormick,  announcer,  of 
WBBM,  Chieagb,  recently  became 
fathers  of  girls,  and  Rolf  Warner, 
merchandising  manager,  made  it  a 
triple  for  the  station  in  one  week,  as 
the  father  of  a  boy. 

MARTY  GLICKMAN,  sports  direc- 
tor of  WHN,  New  York,  has  been 

scheduled  by  the  OWI  for  a  regular 
series  of  Saturday  shortwave  pro- 

grams of  sports  news  and  features 
for  members  of  the  armed  forces  over- seas. 

ROBERT  M.  PEEBLES,  former  an- 
nouncer of  WCAE.  Pitt.sburgh,  has 

joined  the  staff  of  WKNE,  Keene,  N. 
H..  as  program  director. 
ALUN  .TENKINS.  formerly  announc- 

er of  WHK-WCLE,  Cleveland,  now  a 
yeoman  in  the  Navy,  married  Jean- nette  Owen  at  Washington  Nov.  27. 
EDWIN  LILJA,  announcer  of 
WHEB,  Portsmouth,  N.  H.,  has 
joined  the  Army. 
TOM  CAFFERTY,  formerly  chief 
announcer  of  KDYL,  Salt  Lake  City, 
has  joined  the  announcing  staff  of 
WGN,  Chicago. 
ED  DINSMORB,  foi-mer  announcer 
of  WORL,  Boston,  has  joined  the 
Army  Signal  Corps  and  leaves  Dec.  26 
for  officers'  training. 
LUTHER  EVANS,  formerly  of  guest 
relations  department,  NBC  Holly- 

wood, has  joined  the  Army. 
AUBREY  ISON,  former  announcer 
of  NBC  Hollywood,  and  now  in  the 
Army  Air  Forces,  has  been  promoted 
to  second  lieutenant.  He  is  stationed 
at  Baltimore. 

PAUL  GRANNIS,  maintenance  de- 
partment of  NBC  Hollywood,  has 

joined  the  Coast  Guard. 
KEN  NILES,  announcer  on  the  week- 

ly NBC  Ahlott  &  Costello  Show, 
sponsored  by  R.  J.  Reynolds  Tobacco 
Co.  (Camels),  has  been  signed  as  nar- 

rator on  the  trailer  for  the  20th-cen- 
tury Fox  film.  "My  Friend  Flicka". 

TOM  McKNIGHT,  for  two  years 
Hollywood  producer  of  the  weekly 
CBS  Blondie,  sponsored  by  R.  j. 
Reynolds  Tobacco  Co.  (Camels),  has 
joined  the  Special  Services  division 
of  the  Army  as  captain.  Don  Bernard, 
New  York  freelance  director,  has 
taken  over  program  production  for 
William  Esty  &  Co.,  the  agency. 

BOB  BOVARD,  formerly  of  KSFO, 
San  Francisco,  has  joined  KROW, 
Oakland,  as  music  editor  and  announ- 

REED  WHvSON,  announcer  of 
WWNC,  Asheville,  has  joined  the 
Army  as  staff  sergeant,  and  is  assigned 
as  chief  of  radio  section.  Public  Rela- 

tions, Army  Air  Base,  Maxton,  N.  C. 

KEL  FOX,  new  to  radio,  has  joined 
the  news  staff  of  KOY,  Phoenix,  as 
writer. 

DOROTHY  STORY,  receptionist  of 
WDLP,  Panama  City,  Fla.,  has  been 
transferred  to  program  department, 
where  she  will  serve  as  engineer- 
announcer.  Billy  Crable,  new  to  radio, 
has  also  been  added  as  an  engineer- announcer. 

DOROTHY  FEY,  formerly  of  Mac- 
bain,  Carlson  &  Associates,  Chicago 
publicity  and  public  relations  firm,  has 
joined  Atlantic  Coast  Network  as  as- 

sistant to  Ted  Steele,  ACN  director 
of  programs.  Miss  Fey  will  handle  pro- 

gram publicity. 

Radio  Gossip  for  Army 
DON  WILSON.  Hollywood  announcer 
of  the  NBC  Jack  Benny  Show,  spon- 

sored by  (Jeneral  Foods  Corp.,  (Grape 
Nuts  Flakes),  has  been  commissioned 
l)y  the  OWI  to  make  a  series  of  five 
weekly  quarter-hour  records  for  Army 
camps.  Titled  Alain  Street,  U.S.A., 
the  series  features  gossipy  news  about 
radio  and  motion  picture  personalities. 

Willson  in  Army 

MEREDITH  WILLSON,  for  six 
years  Hollywood  musical  director 
of  the  weekly  NBC  Maxwell  House 
Coffee  Time,  sponsored  by  General 
Foods  Corp.,  has  resigned  that  post 
to  join  the  Army  Special  Services 
division  with  commission  of  cap- 

tain. He  is  currently  stationed  in 
Los  Angeles.  Carmen  Dragon,  for 
several  years  Willson's  assistant and  arranger,  has  temporarily 
taken  over  the  musical  directorship 
of  the  program.  Benton  &  Bowles, 
agency  serving  the  account  and 
producing  the  show,  has  not  de- cided whether  to  replace  Willson 
with  a  director  who  can  double  in 
character  roles  or  continue  with 
Dragon  as  straight  musical  di- rector. 

NCAC  Staff  Revisions 

ED  BROWNE  of  the  publicity 
staff  of  National  Concert  &  Artists 
Corp.,  New  York,  has  been  named 
director  of  publicity  of  the  popu- 

lar division,  in  a  reallocation  of  the 
company's  promotion  and  publi- 

city personnel.  His  assistant  is 
Peggie  Kingston,  formerly  of  the 
special  attractions  department  of 
NCAC.  Dick  Leach  heads  publicity 
for  the  concert  division,  assisted 
by  Shirley  Metz,  and  Philip  Kerby 
continues  as  director  of  advertis- 

ing and  publicity  for  NCAC,  hand- 
ling institutional  advertising  and 

promotion  etc. 

Food  Victims  Recover 

J.  M.  (Bill)  BAILEY,  news  editor 
of  the  radio  branch,  Bureau  of 
Public  Relations,  War  Dept.,  and 
Mrs.  Madie  L.  Cardwell,  stenog- 

rapher of  that  office,  were  victims 
of  attacks  of  food  poisoning  suf- 

fered Dec.  1  when  a  large  number 
of  people  were  infected  by  food 
served  in  the  War  Dept.  Pentagon 
building  cafeteria.  Both  are  now 
fully  recovered. 

PHIL  BAKER,  m.c.  of  the  weekly 
CBS  Take  It  or  Leave  It  program, 
sponsored  by  Eversharp,  has  been 
signed  to  a  film  contract  by  20th- 
century  Fox.  His  first  assignment  is 
in  "The  Girls  He  Left  Behind  Him", 
starring  Carmen  Miranda  and  Betty 
Grable.  Eddie  O'Shea,  New  York  ra- 

dio actor,  has  been  signed  to  a  seven 
year  film  contract  by  MGM,  and  will 
play  the  male  lead  opposite  Bar- 

bara Stanwyck,  in  "G-String  Mur- 

der". 

Mr.  Crandall 

CBS  Publicity  Post 

Is  Given  Crandall 

GEORGE  CRANDALL,  acting  di- 
rector of  publicity  for  CBS  since 

Sept.  1,  has  been  made  director  of 
publicity  for  the  network,  effective 
immediately,  it 
was  announced 
last  week  by 
Frank  Stanton, 

CBS  vice-presi- dent. 
Entering  radio 

as  manager  of 
WIBX,  U  t  i  c  a, 
Mr.  Crandall  had 

previously  been 
on  the  staff  of 

two  Utica  news- 
papers and  had 

taught  music  theory  at  the  Utica 
Conservatory  of  Music.  He  joined 
CBS  four  years  ago,  and  in  1940 
was  made  assistant  publicity  direc- 

tor for  CBS  under  Louis  Ruppel, 
then  publicity  director. 

Knows  the  Nation 

His  duties  were  outside  the  ac- 
tual department  as  contact  man, 

requiring  constant  travel  around 
the  country  to  visit  more  than  100 
of  the  CBS  affiliate  stations.  He 
also  visited  newspapers  and  maga- 

zines all  over  the  country  and  be- 
came well-known  among  newsmen 

from  coast  to  coast. 

In  announcing  Mr.  Crandall's 
appointment,  Mr.  Stanton  stated 
that  he  "is  exceptionally  well 
equipped  for  his  new  responsibili- 

ties because  of  his  intimate  knowl- 
edge of  radio  station  operation  and 

his  frequent  contacts  with  radio 
editors"  in  cities  where  CBS  sta- 

tions are  located. 
Mr.  Crandall  also  accompanied 

Edward  R.  Murrow,  CBS  London 
representative,  when  he  toured  this 
country  early  this  year.  In  July 
when  Hal  Rorke  resigned  as  as- 

sistant publicity  director  inside  the 
CBS  organization,  Mr.  Crandall 
took  over  his  duties,  later  becom- 

ing acting  publicity  director. 

KENT  COOPER,  general  manager  of 
Associated  Press,  is  the  author  of  a 
book  on  news  agencies,  to  be  pub- 

lished Dec.  S  by  Farrar  &  Rinehart, 
New  York,  under  the  title  Barriers Doivn. 

xg^  must  RADIO 
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CONTRO 

ROOM 

CHARLIE  MATHEWS,  control  oper- 
ator of  WLAC,  Nashville,  has  been 

promoted  to  maintenance  engineer  and 
will  be  stationed  at  the  new  50,000- 
watt  transmitter.  Jim  Connolly,  for- 

merly of  WLAY,  Muscle  Shoals,  has 
joined  WLAC  as  control  operator, 
replacing  Larry  Roser,  now  in  Flor- ida. 

GEORGE  HOOPER  of  the  engineer- 
ing staff  of  WIBG,  Philadelphia,  re- 

cently became  the  father  of  boy  and 
girl  twins. 

WAYNE  M.  JOHNSON,  formerly 
technician  of  KLX,  Oakland,  has 
joined  KYA,  San  Francisco,  in  a 
similar  capacity.  He  replaces  Carl 
Christiansen,  who  joined  the  Army 
Signal  Corps. 
JIM  ROSS,  formerly  technician  of 
KOY,  Phoenix,  Ariz.,  has  joined  the 
Army.  Edgar  Poole,  formerly  of 
KFEL,  Denver,  has  taken  over  Ross' duties. 

M.  HAMILTON  COLLINS,  former- 
ly in  recording  department  of  KHJ, 

Hollywood,  has  joined  KFWB,  that 
city,  as  technician. 

JOSEPH  J.  SMIDL,  technician, 
announcer  of  KWJJ,  Portland,  Ore., 
recently  married  Violette  A.  Tasche- 
reau,  of  the  Portland  Branch,  Pacific 
T  &  T  Co.  The  complete  ceremony 
was  transcribed. 

DONALD  J.  WILSON  has  joined 
the  NBC  central  division  staff  as  an 
apprentice  engineer. 

JESSE  BROWN,  of  Toronto,  has 
joined  CKWS,  Kingston,  Ont.,  as 
transmitter  engineer. 

JOHN  QUINN,  formerly  technician 
of  KJBS,  San  Francisco,  has  joined 
shortwave  station  KGEI,  that  city. 
He  replaces  James  Brown,  resigned. 
Thompson  Magowan  and  Erwin  Dodd, have  joined  KJBS. 

ALLEN  McLANE,  formerly  techni- 
cian of  KSRO,  Santa  Rosa,  Cal.,  has 

joined  KRE,  Berkeley,  in  a  similar 
capacity. 

GEORGE  EVANS,  formerly  techni- 
cian of  KJBS,  San  Francisco,  has 

joined  the  Navy  as  warrant  oflScer. 
Eddie  Tabor,  same  station,  has  joined 
KQW,  that  city,  as  announcer. 

GORDON  FRANCE,  formerly  tech- 
nician of  KGDM,  Stockton,  Cal.,  has 

joined  KLS,  Oakland,  in  a  similar 
capacity. 
GEORGE  MATHIESON,  formerly technician  of  KQW,  San  Francisco, 
has  joined  the  Navy. 

LYLES  BYNUM,  formerly  of  the  en- 
gineering staff  of  WLVA,  Lynchburg, 

is  now  a  sergeant  in  the  Army  Sig- 
nal Corps,  and  Maynard  M.  Duvall, 

also  engineering,  is  awaiting  orders  for 
active  duty  in  the  same  Corps.  An- 

other former  engineer,  B.  Booker 
Jones,  is  now  in  the  Marine  Corps. 

New  KVGB  Setup 

UNDER  provisions  of  an  applica- 
tion filed  with  FCC  Dec.  1,  the 

license  of  KVGB,  Great  Bend, 
Kan.,  would  be  voluntarily  assigned 
from  Helen  Townsley,  local  busi- 

nesswoman, to  KVGB  Inc.,  for  $1 
"and  other  considerations".  Organ- 

ization of  the  corporation  acquir- 
ing the  station  is  given  as  follows: 

R.  C.  Russell,  president,  who  will 
acquire  300  shares;  Clem  Morgan, 
vice-president,  50  shares;  M.  F. 
Russell,  treasurer,  300  shares;  Mel- 
vina  Morgan,  secretary,  no  shares. 
Mrs.  Townsley,  the  licensee,  who 
is  at  present  on  a  prolonged  visit 
to  South  America,  will  receive  100 
shares  in  KVGB  Inc.  Mr.  Morgan 
has  been  general  manager  of  the 
station  since  it  was  purchased  by 
Mrs.  Townsley  in  January,  1939, 
and  will  continue  in  that  capacity. 
Attorney  is  R.  C.  Russell,  president 
of  KVGB  Inc. 

Joint  Renewal  Hearing 
In  New  Orleans  Dec.  9 

A  CONSOLIDATED  hearing  in- 
volving renewal  of  licenses  of 

WDSU,  New  Orleans;  WMIS, 
Natchez,  Miss.,  and  WGRM,  Green- 

wood, Miss.,  has  been  sdieduled 
by  the  FCC  in  New  Orleans  Dec. 
9  before  Commissioner  George  H. 
Payne. 

The  issues,  it  is  understood,  em- 
brace largely  questions  of  adher- 

ence to  FCC  technical  regulations 
and  to  ownership  of  the  two  Mis- 

sissippi stations  by  P.  K.  Ewing, 
vice-president  and  general  mana- 

ger of  WDSU.  Joseph  H.  Uhalt  is 
the  owner  of  the  New  Orleans  sta- 

tion, a  regional  and  the  BLUE 
outlet.  The  Mississippi  stations  are 
locals. 

Annual  Bar  Meeting 
SPEAKER  at  the  annual  dinner  of 
the  Federal  Communications  Bar 
Assn.  to  be  held  at  7 :00  p.m.  Dec. 
12  in  the  Mayflower  Hotel,  Wash- 

ington, will  be  Commissioner  T.  A. 
M.  Craven,  whose  subject  will  be 
"International  Broadcasts  in  Time 
of  War".  The  business  session  con- 

venes in  the  North  room  at  10  a.m. 

BILL  STERN,  NBC  sports  director, 
will  take  part  in  a  Broadway  play, 
"The  Sun  Field",  scheduled  to  open 
Dec.  9,  doing  a  mock  sports  broad- cast via  recording. 

You  can  still  get  all 

replacement  parts  for 

your  Presto  Recorders 

and  Transcription  Tables 

There  is  no  need  to  cut  down  on  necessary  record- 

ing at  your  station  nor  to  let  your  recording  equip- 

ment deteriorate  for  lack  of  proper  maintenance. 

All  vital  replacement  parts  such  as  idler  wheels, 

turntable  tires,  bearings  and  miscellaneous  small 

parts  are  on  hand  for  immediate  delivery.  Cutting 

heads  and  pickups  are  being  reconditioned  promptly. 

An  A- 3  preference  rating  is  sufficient  to  obtain  any 

parts  or  factory  service.  There  is  no  shortage  of 

discs.  Your  local  radio  distributor  can  deliver 

discs  and  needles  immediately  from  his  stock  with- 

out requiring  a  preference  rating  on  your  order. 

But  remember,  these  conditions  may  not  last  in- 

definitely. Wartime  demands  may  at  any  time  pre- 

vent our  offering  this  service  to  Presto  owners.  We 

suggest  that  you  recondition  your  turntable  equip- 

ment v^ithout  delay  and  carry  a  full  stock  of  discs 

and  needles  at  your  station.  Order  through  Graybar 

Electric  Company  or  your  local  radio  parts  dis- 

tributor. 

PRESTO 
In  Other  Cities,  Phone  .  .  .  ATLANTA.  Jack.  4372  •  BOSTON,  Bel.  4510 
CHICAGO,  Hot.  4240  •  CLEVELAND,  Me.  1565  •  DAUAS,  37093  •  DENVER, 
Ch.4277  .  DETROIT,  Univ.  1-0180  •  HOLLYWOOD,  Hil.  91 33  .  KANSAS 

ni-nnnni.in    nnnr.        CITY,  Vi<,  4631  •  MINNEAPOLIS,  Atlantic  4216  •  MONTREAL,  Mar,  63«» RcCOROING  CORP.    Toronto,  Hud.  0333  .  Philadelphia,  Penny.  0542  .  Rochester, 
ijlOlliroTCtril.OT  u  V       Cul.  5548      •      SAN  FRANCISCO,  Su.  8854      •     SEATTLE,  Sen.  2560 ^4cWtol  aatnbl.N.T.  Washington,  d.  c,  shep. 4003 
Woeld's  Largest  Manufacturers  of  Instantaneous  Sound  Recording  Eijuipment  and  Discs 
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IMJL  PROGRAMS 

Influencing  Sales 

FAR  Beyond  Pontiac 

In  citist  ,  .  .  villages  .  .  .  formi 
.  .  .  for  mile<  and  miles  around 
Pontiac  .  .  .  the  messages  of  na- 

tional, regional  and  local  adver- 
tisers are  heard  over  WCAR's 1000  streamlined  watts. 

GET  THE 
FAaS 
FROM WCAR 

PONTIAC,  MICHIGAN 
or  the  Foreman  Co.  •  Chicago  •  New  York 

CINCINNATrS  MOST  POPULAR  COMEOIAN 
AL.  BLAND  and  MOSE 

D  A  1  LV 
WCKY 
CINCINNATI 

CLEVELAND 

ORCHESTRA 

Brooc/cos/s 
A  NEW  SER/ES  OF  WORLD-WIDE 

RADIO  CONCERTS 

SATURDAYS  5  TO  6  pmLW.!. 
Over  the  Columbia  Broadcasting  System  and 

Shoii-Wove  Around  the  World 

Sponsored  by  Radio  Station  W-G-A-R  Cleveland 

AUTHORS  subject  themselves to  a  barrage  of  criticism  from 
Lreaders  and  reviewers  in  a 
weekly  program  on  WHN, 

New  York,  under  the  title  Author 
Meets  the  Critics.  Every  other 
broadcast  consists  of  transcriptions 
of  a  literary  forum  aired  on  WGY, 
Schenectady,  while  alternate  weeks 
are  given  over  to  a  live  show  pat- 

terned after  the  WGY  series, 
known  as  Speaking  of  Books,  and 
conducted  by  Granville  Hicks,  au- 

thor and  critic.  The  live  version 
originating  in  New  York,  is  head- 

ed by  Lewis  Gannett,  book  editor 
of  the  New  York  Herald-Tribune. 

First  author  to  be  literally  bound 
and  gagged  at  WHN  while  the 
critics  had  their  way  was  W.  L. 
White,  writer  of  They  Were  Ex- 

pendable. Author  is  allowed  a  re- 
buttal. 
Added  feature  is  a  contest  in 

which  listeners  are  invited  to  send 
letters  telling  whether  or  not  and 
why  they  would  read  the  book  after 
hearing  the  program.  Prize  is  a 
subscription  to  the  Book-Of-The- Month  Club. 

*  * 
Novel  Cookery 

OUT-OF-THE-RUN  facts  about 
cooking  are  revealed  by  The  Mys- 

tery Chef  in  a  five  weekly  series 
on  BLUE.  Special  emphasis  is 
placed  on  food  shortages. 

How  To  Write  Letters 
HOMETOWN  NEWS  prepared 
especially  for  servicemen  is  pro- 

vided in  a  five-minute  Sunday  se- 
ries on  WCAU,  Philadelphia,  titled 

Postscript.  To  encourage  people  to 
write  men  in  the  armed  forces,  a 
"home  town  news  service"  con- 

taining items  of  interest  to  soldiers 
that  might  be  overlooked  by  the 
average  letter-writer,  is  oifered 
listeners  who  may  write  in  for 
copies  of  the  broadcast  to  send  with 
their  own  letters.  Conducted  by 
Norman  Jay  and  sponsored  by  the 
Yellow  Cab  Co.,  the  series  was 
placed  through  Aaron  &  Brown 
Agency,  Philadelphia. *      *  * 

Ten-Pin  Topics 

TIEING  in  with  the  Oakland 
(Cal.)  Post-Enquirer,  KROW,  that 
city,  currently  is  conducting  a 
bowling  tournament  for  shipyard 
workers  in  that  area.  Tourney  com- 

mittee, composed  of  public  relation 
officials  of  the  various  shipbuilding 
fii-ms,  is  under  direction  of  Lloyd 
Maddock,  Post-Enquirer  sports 
writer  and  commentator  on 
KROW.  Participants  are  inter- 

viewed during  the  weekly  Ten-Pin 
Topics  on  that  station. 

Favorite  Recordings 

RECORDED  MUSIC  program  with 
a  twist  is  On  the  Record,  weekly 
evening  series  on  WHN,  New 
York.  Conducted  by  Irvine  Kolodin, 
music  editor  of  the  New  York  Sun, 
the  program  brings  name  guests — 
musical  celebrities,  and  music- 
lovers  from  diverse  fields —  who 
present  their  favorite  recordings, 
and  give  the  reasons  for  their 
preferences.  First  guest  was  Oscar 
Levant,  pianist. 

For  Swing  Shifts 

CAR  RADIOS  of  the  swing-shift 
workers  of  Duncan  Field,  on  the 
long  drive  into  town  from  San  An- 

tonio Air  Depot,  pick  up  a  sum- 
mary of  the  afternoon  and  early 

evening  news  on  a  KMAC,  San  An- 
tonio, program,  which  is  the  brain 

child  of  Staflr  Sgt.  "Will  Douglas" 
Dougherty.  Featured  are  inter- 

views with  field  personalities,  re- 
quest tunes  and  latest  sports 

flashes. 

Toasting  the  Past 

IMPORTANT  happenings  on  cor- 
responding dates  in  the  past  are 

featured  on  a  new  KSD,  St.  Louis, 
program  A  Toast  to  Melody,  pre- 

sented twice  weekly  by  Italian 
Swiss  Colony  Wines,  Asti,  Cal.  An- 

nouncer Joe  Evans  gives  the  his- 
torical data,  while  the  musical  por- 

tion includes  recordings  by  popular 
orchestras. 

New  York's  Boy  Heroes 

NEWS  of  New  York  City's  boys 
in  training  in  Army  camps 
throughout  the  United  States  is 
broadcast  on  WLIB,  Brooklyn,  six 
times  weekly.  Feature  of  each 
broadcast  is  a  tribute  to  an  out- 

standing accomplishment  of  a  local 
boy,  either  at  camp  or  at  the  front. 

Toward  Victory 

TO  SHOW  how  thousands  have 
geared  their  talents  to  the  war  ef- 

fort, and  to  offer  specific  informa- 
tion on  how  others  may  follow  suit, 

the  BLUE  has  inaugurated  a 

weekly  series.  What's  Your  War Job,  in  cooperation  with  the  OWI, 
assisted  by  the  U.  S.  Employment 
Service  and  the  War  Manpower 
Commission.  With  Milo  Boulton  as 
m.c,  and  interspersed  with  light 
orchestra  music,  the  program  will 
present  real-life  dramatizations 
showing  how  many  have  adapted 
themselves  to  new  wartime  jobs. 
Questions  from  listeners  regarding 
available  war  work  are  answered. 

^  4:  « 
Accidents  Dramatized 

ACCIDENT  preventive  measures 
are  stressed  in  a  series  of  programs 
to  be  aired  on  Philadelphia  stations 
by  the  Philadelphia  Record,  to  call 
attention  to  the  accident  insurance 
policy  it  offers  to  readers.  Prepared 
by  Enid  Hager,  radio  promotion  di- 

rector of  the  newspaper  from  ma- terial obtained  through  its  city 
desk,  the  programs  will  feature 
dramatizations  of  the  day's  acci- 

dents and  will  run  on  stations  hav- 
ing a  space-for-time  swap  arrange- ment with  the  newspaper. 

*  ❖ 
Smokes  for  Canadian  Forces 

CANADIAN  OVERSEAS  forces 
are  still  enjoying  the  luxury  of 
smokes  and  CHML,  Hamilton,  Ont., 
has  undertaken  a  series  of  Sun- 

day night  broadcasts  to  provide them  with  an  unfailing  supply. 
Program  features  flash  descriptions 
and  scores  of  hockey  games  and 

requests  donations  to  the  "Cigar- 
ettes for  the  Armed  Forces"  fund. Prizes  of  articles  difficult  to  secure 

in  wartime  are  offered  to  contribu- tors. 
*      *  * 

Spirit  of  Harlem 
ELDER  SOLOMON  Lightfoot 
Michaux,  known  as  the  "Happy 
Am  I"  preacher,  has  inaugurated 
a  series  of  Sunday  broadcasts  on 
WHN,  New  York,  in  which  he  aims 
to  acquaint  New  York  with  "the true  spirit  of  the  colored  American 
who  lives  in  Harlem."  The  pro- 

gram is  semi-religious,  featuring 
singing  by  choir  and  congregation, 
and  concluding  with  a  sermonette, 
originating  from  a  Harlem  audi- torium. 
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Blanketing  11  BBMern 
Seaboard  States 

227,000  Square  Miles 
Over  12,000,000  people 

A 

New  $350,000  Transmitter  Plant 
BUFFALO 

BROADCASTING  CORPORATION 

Emilio  Ascarraga 

( Continued  from  page  33 ) 
his  brothers  in  the  then  booming 
automotive  field  and  became  a  Ford 
dealer.  By  1920  they  had  seven 
dealerships  throughout  Mexico. 
Emilio  managed  four — in  Monter- 

rey, San  Luis  Potosi,  Saltillo  and 
Leon. 

The  Victor  Talking  Machine  Co. 
offered  the  fast-moving  brothers 
the  distributorship  for  North  Mex- 

ico in  1921.  They  soon  had  the  en- 
tire country  for  Victor,  continuing 

also  for  Ford.  The  Victor  business 
outgrew  the  automotive,  which 
proved  the  entering  wedge  for 
Emilio's  interest  in  radio,  though 
he  didn't  know  it  at  the  time.  Emilio 
wanted  to  build  a  market  for  RCA- 
Victor  receivers  (after  the  merger 
of  the  two  companies).  He  found 
himself  pioneering  in  broadcasting. 

In  1926  Emilio  moved  to  Mexico 
City  and  began  devoting  all  his 
time  to  Victor.  One  brother,  Rog- 
erio,  remained  his  partner,  and  the 
others  took  the  automotive  busi- 

ness. Another  brother,  Raoul,  had 
started  station  CYL  in  1922,  but 
had  given  it  up  three  years  later. 
In  1929  Emilio  established  XEW, 
with  a  half-dozen  stations  of  non- 

descript character  already  in  the 
city.  To  sell  sets,  he  found  people 
wanted  to  hear  programs  froin 
Mexico  City.  The  combination 
proved  a  prompt  success,  just  as 
it  did  when  RCA  formed  NBC  in 
1926. 

'5jfl|lllJ" 

JOB 

And  this  job  takes 

priority  over  All 
—with    W  B  I G  ! 

A    Columbia,  Broad- eastino  Syetem  Afflli-  jj^ ̂   EDNEY 

(^1^  RIDGE 

DIRECTOR 
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CREENySORO,  N.C. 
CEO.P.  HOLLINCBERr  •  CO.,  NAT.RER 

It  was  a  job  from  the  ground  up, 
for  talent  was  not  abundant.  So 
Emilio  found  himself  in  the  talent 
business,  too.  In  1931,  when  the 
crash  hit  Mexico,  his  brother  Rog- 
erio  took  over  the  Victor  distribu- 

torship, which  he  still  holds.  Raoul 
is  still  in  the  automotive  field,  while 
Gaston  is  the  head  of  the  Chrysler 

assembling  plant  for  all  its  pro- 
ducts in  Mexico.  Luis,  the  fourth 

brother,  is  associated  with  Emilio 
in  all  his  ventures. 

Emilio  does  everything  on  a 

grandiose  scale.  "When  he  built  the Alemada  Theatre  (3,300  seats)  in 

1935,  he  stinted  on  nothing.  It's 
said  to  be  the  best  in  Latin  Amer- 

ica. His  Bucareli  Theatre  (2,200 
seats)  also  stands  out. 

In  1933  XEW  had  50,000  watts, 
equal  to  the  power  of  any  regu- 

larly licensed  station  in  the  United 
States.  Four  years  later  it  had 
100,000  watts.  Amplifiers  have  been 
added  capable  of  250,000  watts  out- 

put. James  Weldon,  chief  engineer 
of  the  Office  of  War  Information, 

in  charge  of  the  shortwave  con- 
struction program,  built  the  super- 

power unit. XEW  has  a  staff  of  175,  includ- 
ing 42  technicians.  XEQ,  estab- 

lished four  years  ago,  has  80  em- 
ployes. Some  300  exclusive  artists 

are  contracted  to  the  Azcarraga  or- 
ganization, including  the  bulk  of 

the  top  music  authors  of  the  Re- 

public. 
Along  with  Southern  Music  Co., 

Don  Emilio  owns  PHAM,  the  music 
publishing  firm  which  was  so  in- 

strumental in  winning  early  suc- 
cess for  BMI  in  the  ASCAP-copy- 

right  fight.  It  was  PHAM  (which 
Emilio  calls  a  purely  philanthropic 
institution)  that  contributed  some 
18,000  numbers  to  the  BMI  reper- 

toire, including  such  outstanding 
hits  as  "Perfidia",  "Frenesi"  and 
"Maria  Elena". 

Don  Emilio  organized  the  Mexi- 
can Assn.  of  Broadcasters  in  1933, 

and  twice  has  served  as  its  presi- 
dent. A  convention  is  held  in 

Mexico  City  once  a  year.  The  or- 
ganization collaborates  with  the 

government  in  the  regulation  and 
administration  of  radio.  Not  only 
engineers,  but  announcers  must 
pass  rigid  examinations  to  become 
eligible  for  station  assignments. 

Radio   "circulation"   in  Mexico 

is  recognized  as  five  times  that  of 
the  combined  circulation  of  its 

newspapers,  according  to  Don  Emi- lio. Most  Mexicans,  he  says,  have 

learned  to  "read  through  their 

ears". 

Don  Emilio's  hobbies  are  almost 
boundless.  He  devotes  all  possible 
time  to  his  family.  Mrs.  Azcarraga, 
a  famed  and  beautiful  hostess,  is 
the  former  Laura  Milmo,  born  in 
San  Antonio.  Her  mother  was 

American.  They  have  three  chil- 
dren, Laura,  16,  Carmen,  14  and 

Emilio,  Jr.,  12.  The  girls  attend 
Villa  Duchesne,  Clayton,  Mo.  Their 
home  in  Mexico  City,  built  four 

years  ago,  is  one  of  the  show- places.  All  of  the  furnishings  were 
made  in  Paris.  Part  of  the  winter 
is  spent  in  Acapulco,  Pacific  beach 
resort  where  Don  Emilio  owns 

the  Papagayo,  a  250-room  resort 
hotel.  He  predicts  Acapulco  will 
become  the  Riviera  of  the  New 
World. 

A  walk  down  a  Mexican  thor- 
oughfare with  Don  Emilio  reveals 

his  humanitarian  side.  A  bright- 
eyed  newsboy,  with  noticeable  limp, 
greets  him.  An  inquiry  from  an  as- 

sociate brings  the  story  that  the 
lad  had  been  club-footed,  and  that 
Don  Emilio  had  paid  for  the  cor- 

rective operation.  He's  done  it  in 
dozens  of  other  cases,  but  you'd never  learn  it  from  him. 

It's  easy  to  get  Emilio  to  play 
bridge  or  poker.  He  keeps  abreast 
of  all  American  sports,  plus  those 
native  to  Mexico.  The  bull  fight  is 
the  thing  to  Emilio,  however,  and 
he  never  misses  them  on  Sundays. 

He  displays  more  admiration  for 
a  good  bull  than  he  does  for  the matador. 

"That's  a  damn  fine  bull,"  he 
comments.  With  the  next  charge 
(if  the  bull  does  what  bulls  should) 
he  let's  loose  in  faultless  Brooklyn- 
ese:  "That  bull  is  terrific". 

In  all  Mexico,  they'll  tell  you 
Don  Emilio  is  terrific  in  any  lan- 

guage.   

Combs  in  Movie 
GEORGE  HAMILTON  COMBS  Jr., 
news  analyst  of  WHN,  New  York,! 
is  featured  in  a  special  traOer  spon- 
soi-ed  by  the  War  Activities  Commit- tee of  the  motion  picture  industry. 
The  film  is  to  be  distributed  to  movie 
houses  throughout  the  country  as  part 
of  the  film  War  Bond  drive,  known  [ 
as  "Avenge  Dec.  7th,  On  to  Victory". 

3  Out      4  ̂J-i-avc  crJt 

Yes,  more  than  77%  of  all  letters  received  by  WIBC  in 
October  had  the  thing  most  advertisers  want — PROOF  OF 
PURCHASE. 

To  sell  merchandise  in  metropolitan  Indianapolis  and  all  over 
rural  Indiana  put  your  message  on  WIBC,  the  only  Indianapolis 
station  that  is  programmed  to  reach  both  markets. 

WIBC 

PAUL  H.  RAYMER  CO.,  NATIONAL  REPRESENTATIVES 

Page  40  •  December  7,  1942 BROADCASTING  •  Broadcast  Advertising 



Buffalo's 
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Powerful 
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Plant 

FCC  Freeze  Hits 

WKPT  and  WGRC 

I  Commission  Explains  Denial 
Of  1,000  Watts  on  790  Kc. 

CONSISTENT  with  its  "freeze 
order"  of  April  27,  the  FCC  last 
Monday  announced  proposed  find- 

ings of  facts  and  conclusions  pro- 
posing to  deny  without  prejudice 

the  applications  of  WGRC,  New 
Albany,  Ind.,  and  WKPT,  Kings- 
port,  Tenn.,  for  assignment  on  790 
kc.  with  1,000  watts.  The  action, 
the  Commission  said,  was  taken 
because  the  applications  involved 
use  of  materials  and  personnel  and 
therefore  were  in  conflict  with  the 
freeze  order. 

WGRC  sought  to  shift  its  fre- 
quency from  1400  to  790  kc.  and 

increase  its  power  from  250  watts 
to  1,000  watts,  using  a  directional 
both  day  and  night.  WKPT  sought 
an  identical  shift,  with  a  power 
increase  from  250  watts  using  a 
directional  nighttime  only. 

WIBM  Denied 

J  The  Commission  also  announced 
proposed  findings  of  facts  and  con- 

clusions proposing  to  deny  with- 
out prejudice  the  application  of 

Herman  Radner,  operator  of 
WIBM,  Jackson,  Mich.,  for  a  new 

I  station  in  Dearborn  to  operate  on 
680  kc.  with  250  watts  daytime 
only.  The  action  was  based  on  con- 

flict with  the  April  27  freeze  order, 
in  view  of  use  of  materials  and 
personnel. 

Supplemental  finding  of  facts 
and  conclusions  on  the  application 
of  Butler  Broadcasting  Corp.  for 
a  new  station  at  Hamilton,  O.,  also 

I  was  issued,  holding  that  granting 
.  of  the  application  would  not  be 
consistent  with  the  April  27  freeze 

I  order  and  that  the  proposed  grant 
.  would   not   serve  public  interest. 
The  Commission  said  it  had  con- 

sidered all  of  the  evidence  in  the 
case  and  found  unnecessary  the 
adoption  of  conclusions  on  issues 

;  other  than  those  having  to  do  with 
.  the  freeze  order. 

■  The  Commission  announced  adop- 
tion of  an  ordei  making  final  its 

II  proposed  findings  of  fact  denying 
without  prejudice  the  application 

,  of  Louis  G.  Baltimore,  owner  of 

j  WERE,  Wilkes-Barre,  for  a  con- 
struction permit  for  a  satellite  sta- 

tion at  Scranton  to  operate  with 
I  100  watts  simultaneously  with  the 
250-watt  WERE. 

HOME  FOR  A  BREATHER,  Larry 
LeSueur  of  the  CES  foreign  news 
staflF  (left),  points  out  to  Paul 
White,  news  chief  for  the  network, 
the  Russian  battlefront  whose  ac- 

tivities he  has  been  reporting  for 
CES  for  the  past  year.  Making  his 
last  broadcast  from  Russia  Oct.  21, 
LeSueur  went  to  Cairo  where  he 
was  heard  several  times  while  in- 

specting the  Egyptian  campaign. 
He  arrived  in  New  York  Nov.  25 
and  made  his  first  back-home  broad- 

cast Nov.  29  on  the  Sunday  after- 
noon world  news  roundup  on  CES 

at  2:30.  He  is  to  be  succeeded  at 
Moscow  by  William  Downs,  for- 

merly with  the  UP  London  bureau. 

Sargent  Aids  in  Fire 
LOU  SARGENT,  announcer  of 
WEEI,  Boston,  was  one  of  the  res- cuers to  enlist  his  services  at  the  time 
of  the  Cocoanut  Grove  nightclub  fire 
in  Boston  a  week  ago,  when  he  hap- 

pened to  pass  the  club  en  route  to 
handle  a  dance  pickup  from  Boston's Hotel  Statler.  Leaving  his  overcoat 
with  the  rescuers,  Sargent  went  on  to 
do  his  broadcast,  but  returned  when 
it  was  over  and  assisted  workers  in 
carrying  victims  to  ambulances. 

ARMY  SOS  HANDLES 

OVERSEA  PROGRAMS 

TRANSFER  of  responsibility  for 
the  production  of  shortwave  radio 
programs  intended  primarily  for 
American  troops  overseas  was  an- 

nounced by  the  War  Dept.  Nov.  28, 
with  the  Radio  Section  of  the  Spe- 

cial Service  Division,  Service  of 
Supply,  relieving  the  Bureau  of Public  Relations. 

Change  is  in  line  with  the  War 
Dept.  program  toward  development 
of  a  sharper  line  of  delineation  be- 

tween the  divisions.  Special  Serv- 
ice Division  is  concerned  with 

morale  of  troops,  while  the  Bureau 
of  Public  Relations  is  charged 
with  bringing  information  to  the 
public,  the  announcement  explained. 

Radio  Branch  of  the  Bureau  of 
Public  Relations  will  continue  as 
liaison  between  stations,  networks 
and  advertisers  and  the  War  Dept. 
on  matters  involving  Army  broad- 

casts over  domestic  stations  and 
networks.  It  will  also  clear  pro- 

grams originating  at  Army  Posts. 
Shows  appearing  at  camps,  but  not 
bi'oadcast,  will  be  handled  by  Spe- 

cial Service  Division,  as  will  com- 
mercial programs  recorded  for  re- 

broadcast  to  troops  overseas. 

INTER-AMERICAN  Radio  Projects 
Inc.,  New  York,  made  application 
Dec.  3  with  the  Dept.  of  State  in 
Ilarrisburg,  Pa.,  for  a  certificate  of 
authority  to  open  a  branch  office  in 
Pennsylvania.  The  company,  of  which 
Eugene  Gordon  is  president,  is  a  ra- 

dio program  producing  organization 
and  is  expected  to  open  its  branch  in 
Philadelphia. 

DON'T
 

wait  till  the  sun  shines 

The  sun  in  the  sky  shines  the  same  on  the  just  and 

on  the  unjust.  But  the  business  manager  who  idly 

waits  for  the  sunshine  of  prosperity  to  come  out 

from  behind  the  war  clouds  is  very  liable  to  find 

himself  left  in  the  shade  of  his  growing  competi- 
tors. 

If  you  want  to  sell  your  product  after  the  war, 

keep  selling  your  name  now.  Give  your  old  cus- 
tomers and  your  new  prospects  something  they 

value — radio  entertainment — to  remember  you  by. 
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STATION  ACCOUNTS 

sp — studio  programs 
ne — news  programs 

t — transcriptions 
sa — spot  announcements 

tor— transcription  announcements 

WJJD,  Chicago 

Walgreen  Co.,  ChieaRO  (drug  chain), 
weekly  sp,  thru  Schwimmer  &  Scott, 
Chicago. 

U.    S.    Tobacco    Co.,    New    York  (Model 
smoking  tobacco),  12  sa,  1.3  weeks,  thru 
Arthur  Kudner  Inc.,  N.  Y. 

Spiegel's  Inc.,  Chicago   (mail  order),  6  sp weekly,   52   weeks,   thru   J.    L.  Stewart 
Agency,  Chicago. 

Americayi  Poultry  Journal,  Chicago.  6  sp, 
thru  Shaffer  Brennan,  Margulis  Adv.  Co., 
St.  Louis. 

Paramount  Hosiery  Co..  Lexington.  N.  C, 
3  sp  weekly,  thru  Shaffer  Brennan,  Mar- 

gulis Adv.  Co.,  St.  Louis. 
Block  Drug  Co.,  Jersey  City  (Gold  Medal 

capsules ) ,  3  sp  weekly.  52  weeks,  thru 
J.  Walter  Thompson  &  Co.,  N.  Y. 

Rev.  Floyd  Hitchock,  Springfield,  Mo.  (re- 
ligious), 1  sp,  26  weeks,  direct. 

CKWS,  Kingston,  Ont. 

Hydro-Electric  Power  Commission  of  On- 
tario, Toronto,  55  ta,  thru  J.  J.  Gibbons 

Ltd.,  Montreal. 
Maple  Leaf  Milling  Co.,  Toronto  (feed), 

78  t,  thru  Cockfield,  Brown  &  Co.,  Mon- treal. 
Pierce  Proprietaries,  Buffalo,  132  f,  thru 

F.   H.    Hayhurst    Co.,  Toronto. 
Nyal  Drug  Co.,  Ltd.,  Toronto  (chain 

stores)  156  ta,  thru  A.  McKim  Ltd.,  To- ronto. 
Dominion    Government,    Ottawa  (electric 

power  conservation),  78  sa,  thru  E.  W. 
Reynolds   &   Co.,  Toronto. 

Murphy  Paint  Co.,   Toronto.   65  ta,  thru 
Cockfield,  Brown  &  Co.,  Montreal. 

Canadian    Bankers'    Assn.,    Montreal,  182 ta.  thru  R.  C.  Smith  &  Son.  Toronto. 

WLIB,  Brooklyn 

Barney's     Clothes,     New     York  (men's clothing  stores).  70  ta  weekly,  13  weeks, 
thru  Emil  Mogul  Co..  N.  Y. 

Sachs  Quality  Furniture,  New  York,  t  and 
42  sa  weekly,  13  weeks,  thru  Neff-Rogow, N.  Y. 

WEAF,  New  York 

Planters  Peanut  &  Chocolate  Co.,  Wilkes- 
Barre,  Pa..  3  ne  weekly,  13  weeks,  thru 
J.  Walter  Thompson  Co.,  N.  Y. 

THE  nudlnadi.  of 

BROADCASTING 

KECA,  Los  Angeles 
Los  Angeles  Nut  House,  Los  Angeles  (pea- 

nut butter),  weekly  f,  thru  Western  Adv., 
Los  Angeles. 

Goodyear  Service  Stores,  Los  Angeles  (auto 
accessories),   6  weekly   t,  direct. 

Los  Angeles  Railway  Corp.,  Los  Angeles 
(transportation).  26  sa,  thru  Smith  & 
Bull  Adv.,  Los  Angeles. 

B.  C.  Remedy  Co..  Durham,  N.  C.  (head- 
ache powders),  3  weekly  t,  thru  Harvey- Massengale  Co. 

Bateman-Eichler  &  Co.,  Los  Angeles 
(stocks,  bonds),  72  sp,  thru  Elwood  J. 
Robinson  Adv.,  Los  Angeles. 

Thrifty  Drug  Co.,  Los  Angeles  (chain 
stores),  5  weekly  sp,  thru  Hillman- 
Shane-Breyer,  Los  Angeles. 

Mission  Packing  Co.,  Los  Angeles  (fruit), 
7  weekly  ta,  thru  Allied  Adv.,  Los  An- 
geles. Thomas  Leeming  Co.,  New  York  (Baume 
Bengue),  11  weekly  sa,  thru  William 
Esty  &  Co.,  N.  Y. 

Broadway  Department  Stores  Inc.,  Los  An- 
geles. 3  weekly  sp,  165  sa,  thru  Lee 

Ringer  Adv.,  Los  Angeles. 
Washington  State  Apple  Adv.  Commission, 

Wenatchee,  Wash,  (apples),  6  weekly  sa, 
thru  J.  Walter  Thompson  Co.,  San  Fran- cisco. 

Turco  Products  Inc.,  Los  Angeles  (cleaner), 
3   weekly   ;.   thru   Warren    P.  Fehlman 
Adv.,  Huntington  Park,  Cal. 

Superior   Sea   Food    Co.,   Los    Angeles,  3 
weekly   sp,   thru  Hillman-Shane  Breyer, 
Los  Angeles. 

WLS,  Chicago 
Chicago  Mail  Order  Co.,  Chicago,  3  sp 

weekly,  5  weeks,  thru  Buchanan  &  Co., Chicago. 
General  Stores,  Chicago  (pens),  3  sp 

weekly,  thru  United  Adv.  Companies, Chicago. 
Sawyer  Biscuit  Co.,  Chicago,  5  sp  weekly, 

52  weeks,  thru  George  H.  Hartman  Co., Chicago. 
Lever  Bros.,  Cambridge,  Mass.  (Rinso- 
Vimms),  12  .»",  2  weeks,  thru  Ruthrauff, 
&  Ryan,  N.  Y. 

Bayer-Semesan  Co.,  Wilmington,  Del. 
(chemicals).  6  sa  weekly,  4  weeks,  thru 
Thompson-Koch  Co.,  Cincinnati. 

Skelly  Oil  Co.,  Chicago,  5  sp  weekly,  52 
weeks,  thru  Henri,  Hur.st  &  McDonald, 
Chicago. 

KNX,  Hollywood 
Grove  Labs.,   St.   Louis    (vitamins) ,   3  sp 

thru  Russel  M.  Seeds  Co.,  Chicago. 
Johnson  &  Johnson,  New  Brunswick,  N.  J. 

(Band-aid),   21    ta   weekly,   thru  Young &  Rubicam.  N.  Y. 
Columbia  Recording   Corp.,   Bridgeport,  6 

sp  weekly,  thru  Benton  &  Bowles,  N.  Y. 
WTAG,  Worcester,  Mass. 

Worcester  Cooperative  Federal  Savings  & 
Loan  Assn.,  Worcester,  weekly  sp,  20 
weeks,  direct. 

THE  "BiqqEST  BOOM 
IN  A  Siq  BOOM 

MARKET 

Oregon's  most  powerful  station. 
Reps. — Joseph  Hershey  McGillvra— 10,000  Watts,  750  Kc. 

KQW,  San  Francisco 
Procter  &  Gamble,  Cincinnati  (Duz), 
weekly  sp,  thru  Compton  Adv.  Inc., 
New  York. 

Simon  &  Schuster,  New  Yoi-k  (tax  book), 3  sp  weekly,  thru  Northwest  Radio  Adv., 
Seattle. 

Bell   Brook  Dairies,    San   Francisco,   4  sa 
weekly,    thru    Botsford,    Constantine  & 
Gardner,  San  Francisco. 

Parrott  &  Co..  San  Francisco  (Simi  wines), 
3  sa  weekly,  thru  Blum's  Adv.  Agency, San  Francisco. 

Acme    Breweries,    San    Francisco,  weekly 
.90,  thru  Brisacher,  Davis  &  Staff,  San Francisco. 

Kilpatrick's  Bakery.  Oakland,  Cal.,  3  sa 
weekly,  thru  Emil  Reinhardt  Adv..  Oak- land. 

Nehi  Corp.,  San  Francisco  (Royal  Crown 
cola),  sa  weekly,  thru  BBDO,  San  Fran- cisco. 

Shasta  Water  Co.,  San  Francisco  (spark- 
ling water),  weekly  ne,  thru  Brisacher, 

Davis  &  Staff,  San  Francisco. 

WINS,  New  York 

I.  J.  Fox,  New  York  (furs),  70  sa  weekly, 
thru  Louis  Kashuk,  N.  Y. 

Colgate-Palmolive-Peet    Co.,     Jersey  City 
(Super  Suds),  30  sa  weekly  for  10  weeks. 
thru  William  Esty  &  Co.,  N.  Y. 

Simon     Ackerman     Clothes,     New  York 
(men's    clothes),    15   sa    weekly    for  26 weeks,  thru  Ehrlich  &  Neuworth,  N.  Y. 

Servus  Clothes,  New  York  (men's  clothes), 7  sa  weekly  for  13  weeks,  thru  Klinger 
Adv.  Corp.,  N.  Y. 

Hercules  Welding  School,  New  York,  4  sa 
weekly  for  13  weeks,  thru  J.  R.  Kupsick 
Adv.  Agency,  N.  Y. 

KPAS,  Pasadena 

McMillan  Petroleum  Corp.,  Los  Angeles 
30  sa  weekly,  direct. 

Caminol  Oil  Co..  Norwalk,  Cal.  (Beacon 
gasoline),  15  sa  weekly,  direct. 

Krieger  Oil  Co.,  Clearwater,  Cal.  (petro- 
leum products),  30  sa  weekly,  direct. 

Rosicrucian  Fellowship.  Santa  Monica, 
Cal.  (religious),  3  weekly  sp,  thru  Dean 
L.  Simmons,  Los  Angeles. 

Los  Angeles  Railway  Corp.,  Los  Angeles 
(transportation).  5  weekly  sp,  thru  Ham- mel  &  Hammel  Adv.,  Los  Angeles. 

Belgium  Information  Service,  New  York, 
13  sa,  thru  Frank-Guenther  Law,  N.  Y. 

WJZ,  New  York 
American    Chicle   Co.,    New    York,   N.  Y. 

(chewing  gum),  weekly  ta,  thru  Badger &  Browning  &  Hersey,  N.  Y. 
Beecham's    Pills    Inc.,    Bloomfield,    N.  J., 5  sa  weekly,  thru  Atherton  &  Currier, 
N.  Y. 

WFIL,  Philadelphia 

Willard  Tablet  Co.,  Chicago  (Willard  tab- 
lets), 5  sa  weekly,  thru  First  United Broadcasters,  Chicago. 

Pierce-Phelps,  Inc.,  Philadelphia  (insula- 
tion), 6  sa  weekly,  26  weeks,  thru  Adrian 

Bauer  Adv.  Agency,  Philadelphia. 
Lydia  E.  Pinkham  Medicine  Co.,  Lynn, 

Mass.  (proprietary),  4  sa  weekly,  23 
weeks,  thru  Erwin,  Wasey  &  Co.,  N.  Y. 

George  B.  Evans  Labs.,  Philadelphia  (Eye 
lotion  &  drops),  6  sa  weekly,  thru  John 
Falkner  Arndt  &  Co.,  Philadelphia. 

Hardwick  &  Magee  Co..  Philadelphia  (floor 
coverings),  6  sp  weekly,  52  weeks,  thru 
Harry  Feigenbaum  Adv.  Agency,  Phila- 
delphia. 

Garrett  &  Co.,  Brooklyn  (Virginia  Dare 
wine),  100  sa,  1  year,  thru  Ruthrauff  & 
Ryan,  N.  Y. 

William  H.  Wise  &  Co..  New  York  (Mod- ern Home  Physician),  3  sa  weekly,  thru 
Huber  Hoge  &  Sons,  N.  Y. 

Parkway  Baking  Co.,  Philadelphia,  5  sa 
weekly,  thru  J.  M.  Korn,  Philadelphia. 

Seeck  &  Kade,  New  York  (Pertussin 
cough  medicine) ,  3  ta  weekly,  thru  Er- 

win, Wasey  &  Co.,  N.  Y. 
Allcock  Mfg.  Co.,  Ossining,  N.  Y.  (porous 

plaster) .  3  ta  weekly,  thru  Small  &  Self' fer,  N.  Y. 
Breyer  Ice  Cream  Co.,  Philadelphia,  7  sa 

weekly,  thru  McKee  &  Albright,  Phila- 
delphia . Abbotts  Dairies,  Philadelphia  (Jane  Logan 

ice  cream),  1  sa  weekly,  thru  Richard  A. 
Foley  Adv.  Agency,  Philadelphia. 

D'Arrigo    Bros.    Co.,    Boston    (Andy  Boy 
broccoli),  3  sa  weekly,  thru  Chambers  & 
Wiswell,  Boston. 

Dr.  Locke  Shoe  Stores,  Philadelphia,  1  sa 
weekly,  thru  Aaron  &  Brown,  Philadel 

phia. 

Land  Title  Bank  &  Trust  Co.,  Philadelphia 
(banking  service),  1  sp  weekly,  thru 
Stewart-Jordon,  Philadelphia. 

KTKN,  Ketchikan,  Alaska 

Mentholatum  Co.,  Wilmington,  Del.,  daily 
sa.  thru  J.  Walter  Thompson  Co.,  N.  Y 

Gospel  Broadcasting  Assn.,  Pasadena  (re- 
ligious), 1  sp  weekly,  thru  R.  H.  Alber 

Co.,   Los  Angeles. 
Seattle  Rubber   Stamp,    Seattle,   daily  sa. 

thru  Northwest  Radio  Adv.  Co.,  Seattle. 
Washington    Cooperative    Egg    &  Poultry 

Assn.,  Seattle,  daily  sa,  direct. 
Standard  Oil  Co.  of  Cal.,  San  Francisco, 

weekly   sp,  direct. 
Borden's  Farm  Products,  New  York,  daily 

sa,  thru  Young  &  Rubicam,  N.  Y. 
Pacific    Natl.    Bank    of    Seattle,  Seattle, 

daily   sa,  direct. 
Alaska   Steamship    Co.,   Seattle,   daily  ne, 

thru  Beaumont  &  Hohman  Inc.,  Seattle. 
New  England  Fish  Co.,  Seattle,  daily  sa, direct. 
Simon  &  Schuster,  New  York  (publishers), 

daily  sp,  13  weeks,  thru  Northwest  Ra- dio Adv.  Co.,  Seattle. 
Garden  City  Pub.  Co.,  New  York  (Blue 
Ribbon  books),  daily  sp,  thru  North- west Radio  Adv.  Co.,  Seattle. 

CKGB,  Timmins,  Ont. 

Dept.  of  Labor,  Ottawa  (Selective  Service), 
13  to  thru  R.  C.  Smith  &  Son,  Toronto. 

W.  K.  Buckley  Ltd.,  Toronto  (proprietary), 
100  ta,  thru  Walsh  Adv.  Co.,  Toronto. 

BARRING  EVERY  NIGHT 

KGIPv 

KRBM 

hPFA 

For  the  smoothest  performance  in 
Montana — the  Z  net. 

Adv.      New  York-Chicago  Reps.— The  Walker  Co. 

Adv. 
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WARD  BAKING  Co.,  New  York,  has 
purchased  the  recorded  serial,  Judy 
and  Jane,  produced  by  Henry  Sou- 
vaine  Inc.,  New  Tork,  for  the  New 
York  territory,  and  wOl  launch  the 
program  on  WOR,  New  York,  Jan.  4, 
on  a  five-weekly  basis,  in  the  12  :45-l 
p.m.  spot.  Ward  may  spread  the  pro- 

gram to  other  stations  in  the  Eastern 
area  at  a  later  date.  Agency  is  J. 
Walter  Thompson  Co.,  New  York.  The 
serial  is  sponsored  on  Midwestern  sta- 

tions by  Folger  Coffee  Co.,  Kansas 
City,  through  Lord  &  Thomas,  Chi- 

cago, and  on  West  Coast  outlets  by 
Carter  Products  Corp.,  New  York,  for 
Carter's  Little  Liver  Pills,  through Ted  Bates  Inc.,  New  York. 
KIBBLETS  Inc.,  Newark,  (dog  food) 
through  its  newly  appointed  agency, 
Al  Paul  Lefton  Co.,  New  York,  has 
entered  radio  with  participations  on 
Adelaide  Hawley's  Woman's  Page  of the  Air,  on  WABC,  New  York,  start- 

ing Nov.  21,  and  participations  in 
Imogene  Wolcott's  five-weekly  pro- gram on  the  New  England  Regional 
Network,  cooperatively  sponsored  by 
First  National  Stores.  The  latter 
schedule  started  Aug.  10.  The  Phila- 

delphia, Baltimore  and  Washington 
area  is  being  covered  by  newspaper ads. 

MISSION  PAK  Co.,  Los  Angeles 
(glace  fruits),  in  an  extensive  pre- 
Christmas  campaign,  is  using  a  heavy 
schedule  of  spot  announcements  and 
participations  on  stations  in  Califor- 

nia. Allied  Adv.  Agencies,  Los  Angeles, 
has  the  account. 

O 

When  you  think  of 

SPOTS... 

think  of  John  Blair! 

O 

lAIR 
&  COMPANY 

^•uiuiuny      NATIONAL  STATION 
REPRESENTATIVES 

CMUSO  •  MW  TOII  '  MIIOil  ■  IT  iOUII  •  UM  (lANOKO  .  iOt  ANMUI 

SACHS  QUALITY  Furniture  Store, 
Isew  York,  has  launched  a  thrice- 
weekly  quarter-hour  program  on 
WMCA,  New  York,  featuring  Maxine 
Keith,  bringing  news  of  women's  ac- 

tivities and  interviews  with  well-known 
personalities  and  people  with  interest- 

ing stories  to  tell.  Program  title  is 
From  Me  to  You.  In  addition  to  spon- 

soring a  Sunday  variety  show  on 
WMCA,  Sachs  uses  60  announcements 
weekly  on  that  station.  Agency  is 
Neff-Rogow  Co.,  New  York. 

NELSON  DOUGLAS  Co.,  Los  An- 
geles (investments),  new  to  radio,  on 

Dec.  1  started  sponsoring  a  twice- 
weekly  quarter-hour  commentary, 
Busy  Money,  on  two  Don  Lee  Cali- 

fornia stations  (KHJ  KGB).  Tues- 
day, Thursday,  9 :15-9  :30  p.m.  (PWT) . 

Contract  is  for  52  weeks.  Barton  A. 
Stebbins  Adv.,  Los  Angeles,  has  the account. 

KILPATRICK'S  BAKERY,  Oak- 
land, Cal.  (Roman  Meal  Bread)  Nov. 

30  started  for  52  weeks  Ifs  Glen 
Again  starring  Glen  Hurlburt,  six 
times  weekly  on  KGO,  San  Francisco. 
Agency  is  Emil  Reinhardt  Adv.,  Oak- land. 

Miles  Discs  on  126 
MILES  LABS.,  Elkhart,  Ind.,  has 
started  a  39-week  campaign  for 
Nervine  and  Anti-Pain  Pills,  the 
original  products  of  the  company. 
One-minute  transcriptions  titled 
Historical  Almanac  of  the  Air  have 
been  placed  on  126  Keystone  sta- 

tions, five  days  a  week  and  on  11 
regional  stations.  Transcription  is 
version  of  Miles  Historical  Al- 

manac distributed  for  the  past  52 
years  through  druggists  which  has 
been  discontinued  this  year  be- 

cause of  curtailment  of  printing 
materials.  Agency  is  Wade  Adv. 
Agency,  Chicago. 

BARKER  BAKERIES,  Toronto  (re- 
gional), Nov.  25  started  test  mid- 

afternoon  half-hour  quiz  show  on 
CFRB,  Toronto,  with  studio  audi- 

ence. It  is  planned  to  expand  to  an 
Ontario  network.  Account  was  placed 
by  Tandy  Adv.  Agency,  Toronto. 
KAY  JEWELRY  Co.,  San  Francisco, 
Nov.  24  started  Sweetheart  Swingtime 
thrice-weekly  quarter-hour  on  KPO, 
San  Francisco.  Agency  is  Sidney  Gar- 
finkel  Adv.,  San  Francisco. 

INDEPENDENT  theaters  of  Chicago 
have  started  sponsorship  of  weekly 
quarter-hour  program  titled  Tate's Theatre  Guide  on  WAIT.  Chicago. 
Film  chatter  will  be  handled  by  Hal 
Tate  and  Nikki  Kaye.  Agency  is  Mal- 

colm-Howard Adv.  Agency,  Chicago. 
SINCLAIR  REFINING  Co.,  New 
York,  has  renewed  Fifteen  Melodious 
Minutes,  thrice-weekly  musical  quar- 

ter-hour on  WGN,  Chicago,  for  13 
weeks.  Agency  is  Hixson-O'Donnell 
Adv.,  New  York. 

Knox  Spots 

CHARLES  B.  KNOX  GELATINE 
Co.,  Johnstone,  N.  Y.,  user  of  both 
spot  and  network  radio  from  time 
to  time,  recently  started  partici- 

pations on  women's  programs  in 
New  York,  Chicago  and  New  Eng- 

land. Sponsor  participates  in  the 
Marjorie  Mills  on  the  New  England 
Regional  Network;  on  Mary  Mar- 

garet McBride's  five-weekly  period on  WEAF,  New  York;  and  on 
June  Baker's  program  on  WGN, 
Chicago.  Agency  is  Kenyon  & Eckhardt,  New  York. 

KSD ST.  LOU  IS 

Has  a  Greater  Daytime  Population  Coverage  Area 
Tlian  Any  Other  St.  Louis  Broadcasting  Station 

I 

PUT  YOUR 

MESSAGE 
ON 

KSD 

A  Distinguished  Broadcasting  Station  Hi^^H 

Station  KSD— The  St.  Louis  Post-Dispatch POST-DISPATCH  BUILDING,  ST.  LOUIS,  MO, 

FREE  &  PETERS,  INC.,  NATIONAL  ADVERTISING  REPRESENTATIVES 

NEW,  YORK  CHICAGO  ATLANTA        °       «;am  TrPAMrTsnrk  xjot  t  v«7/->/-,i^ 
ATLANTA SAN  FRANCISCO HOLLYWOOD 
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FTC  Studies  Net  Policies 
(Continued  from  page  9) 

tacted  the  New  York  headquarters 
of  the  networks. 

The  complaint  which  led  to  the 
preliminary  study  is  believed  to 
have  been  made  by  interests  which 
persistently  have  complained  about 
radio  competition.  This  could  not 
be  verified  formally  because  of  the 
statutes  governing  Commission  pro- 
cedure. 

Serious  question  arises,  too,  it 
was  learned,  whether  the  FTC,  un- 

der any  of  the  several  statutes  gov- 
erning its  operations,  has  authority 

to  inquire  into  any  acts  and  prac- 
tices pertaining  to  newspaper  or 

radio  advertising  rates. 
The  Wheeler-Lea  Act,  amending 

the  original  Federal  Trade  Com- 
mission Act,  makes  unlawful  unfair 

methods  of  competition  in  com- 
merce and  unfair  or  deceptive  acts 

or  practices  in  commerce.  The  Rob- 
inson-Patman  Act  specifies  in  eifect 
that  every  seller  shall  offer  his 
goods  on  proportionately  equal 
terms.  But  the  statutes  have  never 
been  tested  on  the  question  of  ad- 

vertising regulation. 

Thus,  it  is  felt  a  delicate  ques- 
tion of  jurisdiction  is  involved. 

There  is  also  embraced  the  "com- 
modity or  sei'vice"  question.  Before 

the  Robinson-Patman  Act  became 
law  several  years  ago,  it  was  re- 

called the  Trade  Commission  had 
issued  a  complaint  against  the 
American    Assn.    of  Advertising 

"3 

scores  Suzy  our  Steno. 
"WSAI's  close  relations 
with  the  men  who  handle 
your  product,  a  unique 
8  Point  Merchandising 
Service,  a  larger  staff 
and  fine  technical  facili- 

ties .  .  .  are  unsurpassed  by 
any  other  Cincinnati  sta- 

tion .  .  .  and  they're  the 
three  points  that  count  in 
making  your  Cincinnati  cam- 

paign a  complete  success. 

|1 

WSAI'S  SALES  AIDS 
1 .  Street  car  and 

bus  cards 
2.  Neon  Signs 
3.  Display  Cards 
4.  Newspaper  Ads 
5.  Taxicab  Covers 
6.  Downtown  Win- dow Displays 

7.  House-organ 
8.  "Meet  the  Spon- 

sor" Broadcast 

"Let  WSAI  put  its  tested 
and  proven  program  to 
work  for  you/  We  get 

results!" 
IT  SELLS  FASTER 

IT'S 

CINCINNATI'S    OWN  STATION 
NBC  t  BLUE  NETWORKS  •  5,000  Wolfs  Doy  one)   Night  •   Represented  by  Spot  Soles,  Inc. 
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Agencies,  involving  rates  and  com- 
missions.   The    complaint  subse- 

quently was  dismissed. 
Observers  familiar  with  FTC 

procedure  pointed  out  that  hun- 
dreds of  preliminary  investigations 

are  started  annually,  but  that  most 
of  them  never  see  the  light  of  day. 

One  official  commented  that  no 
formal  action  would  be  instituted 
against  the  networks  unless  there 
is  adequate  reason  to  believe  that 
the  law  has  been  violated. 

In  New  York  it  was  learned  that 
Samuel  Williams,  FTC  investigator, 
has  spent  some  time  at  CBS  going 
over  their  billings  for  a  typical 
week  and  comparing  them  with  con- 

tracts, getting  explanations  for  all 
discrepancies  due  to  power  failure 
and  other  program  interruptions, 
changes  in  station  lineups  and 
other  deviations  from  normal  pro- 
cedures. 

The  investigator  also  has  gone 
over  the  MBS  books  and  billings, 
and  may  go  to  Chicago  for  further 
investigation  regarding  accounting 

details  of  that  network's  operations. 
He  has  made  a  preliminary  visit  to 
the  BLUE,  explaining  what  rec- 

ords he  desires  to  examine  and  is 
expected  there  any  day.  He  has  also 
conferred  with  representatives  of 
NBC,  and  presumably,  under  his 
instructions,  will  subject  its  billing 
records  to  the  same  sort  of  scrutiny. 

Dog  Food  Spots 
FLAG  PET  FOOD  Corp.,  New 
York,  through  its  newly  appointed 
agency.  Peck  Adv.,  New  York,  will 
launch  a  national  campaign  of  spot 
broadcasting  in  behalf  of  its  dog 
food.  Firm  has  already  signed  for 
five  participations  weekly  on  Mary 
Margaret  McBride's  program  on 
WEAF,  New  York,  starting  Jan. 
4,  and  other  stations  will  be  added. 

AT  A  PRESS  luncheon  given  last 
Thursday  by  CBS  for  Larry  Lesueur, 
recently  returned  from  Moscow  where 
he  has  been  reporting  the  war  for 
CBS,  Paul  White,  director  of  news 
and  special  events  for  the  network,  re- 

vealed that  Alfred  A.  Knopf  will  pub- 
lish a  book  by  Mr.  Lesueur  on  his  ex- 

periences as  a  radio  war  corres- 
pondent. 

365,000  people  make  the 

Youngstown  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

THURSDAY  VACANCY 

ON  NBC  TO  CAMELS 
CONCURRENT  with  the  shift  on 
Jan.  7,  1943,  of  the  Sealtest  Rudy 
Vallee  shov/  from  10-10:30  p.m.  to 
9:30-10  p.m.  Thursdays  on  NBC, 
R.  J.  Reynolds  Tobacco  Co.,  Win- 

ston-Salem, N.  C,  v/ill  move  Ab- 
bott &  Costello  up  from  their  pres- 

ent 7:30-8  broadcast  time  the  same 
evening  on  NBC  to  the  vacated  10 
p.m.  period.  Now  heard  on  54  NBC 
stations,  the  comedians'  show  will 
be  placed  on  the  full  NBC  network 
when  it  shifts  to  tlie  later  hour, 
and  the  present  broadcast 
for  the  West  Coast  will  be  dropped, 
according  to  William  Esty  &  Co., 

agency  for  Camels. 
The  change  in  time  of  the  Seal- 

test  program  was  effected  when 
Kraft  Cheese  Co.,  Chicago,  an- 

nounced its  decision  to  cut  down 
the  Kraft  Music  Hall  to  the  half- 
hour  period  9-9:30  p.m.  on  NBC 
[Broadcasting,  Nov.  30]. 
As  Broadcasting  went  to  press, 

it  was  reported  that  Lever  Bros. 
Co.,  Cambridge,  was  interested  in 
shifting  the  NBC  Tommy  Riggs 

program  for  Swan  soap  from  Fri- 
days 7:30-8  p.m.  to  Thursdays 

7:30-8  after  Abbott  &  Costello  has 
changed  times.  No  confirmation  of 
this  could  be  obtained  from  Young 
&  Rubicam,  New  York,  the  Swan agency. 

Newkirk  Now  Directing 

Coast   Emergency  Plan 

VAN  C.  NEWKIRK,  program  di- 
rector of  Don  I^ee  Broadcasting 

System,  Hollywood,  has  been  ap- 
pointed temporary  coordinator  of 

the  West  Coast  War  Emergency 
Broadcast  plan.  Largely  responsi- 

ble for  the  network  traffic  opera- 
tions of  the  War  Emergency 

Broadcast  of  West  Coast  Broad- 
casters Assns.,  his  taking  over  was 

at  suggestion  of  industry  leaders 
and  with  approval  of  the  IV  Fight 
er  Command.  Newkirk  will  handle 
all  operations  until  a  permanent 
coordinator  is  appointed,  it  was 
said. 

Richard  F.  Connor  who  formerly 
held  that  post,  and  recently  ap- 

pointed chief  of  station  relations. 
Radio  Bureau,  Office  of  War  In- 

formation, takes  over  his  new 
duties  in  Washington  Dec.  12 
[Broadcasting,  Nov.  23].  He  was 
honored  Dec.  1  at  a  farewell  lunch- 

eon staged  by  the  executive  com- mittee and  officers  of  the  Southern 
California  Broadcasters  Assn.  Con- 

nor was  also  radio  coordinator  of 
the  latter  association  and  in  addi- 

tion radio  consultant  of  the  OWL 

ilfl 
if 
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Hooper  List  Revised  "|Jlj 
WITH  the  release  of  its  Nov.  3ofiiiff, National  Evening  Ratings  Report, 
C.  E.  Hooper  Inc.,  New  York,  last 
week   announced   that  henceforth, 
the  lists  of  "First  15"  evening  pro 
grams  and  the  "Top  10"  daytime and  Pacific  programs  will  not  carryl 
ratings,  but  "just  the  names  of  the 
leaders".  The  "First  15"  evening 
shows  on  the  Hooper  Nov.  30  list 
are  in  order:  Bob  Hope,  Fibber 
McGee  &  Molly,  Charlie  McCarthy 
Aldrich    Family,    Jack  Benny 
Walter   Winchell,  Radio  Theatre 
Frank  Morgan-Fanny  Brice,  Biny 
Crosby,    Mr.    District  Attorney Eddie  Cantor,  Kay  Kyser,  Rudil^^ 
Vallee,  Abbott  and  Costello,  Tak It  or  Leave  It.  \\ 
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ISETS,  AFRA  AGREE 

VN  WAGE  PROPOSAL 
AN  INCREASE  of  10%  of  the 
minimum  scale  paid  to  performers 
on  sustaining  programs  was  agreed 
upon  last  Thursday  evening  be- 

tween officials  of  the  American 
Federation  of  Radio  Artists  and 
representatives  of  NBC,  CBS,  MBS 
and  individual  key  stations  which 
hold  similar  contracts.  The  BLUE 
has  delayed  its  decision  awaiting 

;  the  outcome  of  further  individual 
negotiations. 

In  all,  these  negotiations  repre- 
sent 42  separate  contracts  with 

individual  provisions  covering  free- 
lance employes  as  well  as  staff  em- 

ployes; some  contracts  are  collec- 
tive and  others  are  individual.  All 

agreements  run  until  Nov.  1,  1943. 
The  agreement  needs  approval  of 
the  War  Labor  Board.  Although 
some  doubt  existed  whether  WLB 
would  accept  the  terms  the  AFRA 

'  representatives  were  confident  of 
being  upheld  by  WLB. 

Negotiations  which  started  last 
Monday  and  lasted  all  week  repre- 

,  sent   a   compromise   between  the 
'l6.99o  boost  sought  by  AFRA  and 
5%  offered  by  the  broadcasters. 
The  cost  of  living  clause  was  re- 

tained in  all  contracts.  Confirma- 
tion of  the  agreement  by  the 

union's  board  of  directors  is  ex- 
pected early  this  week  although 

I  an   attempt  was   being   made  to 
'hold  such  a  meeting  last  Saturday. 
I  A  BLUE  spokesman  said  the 
network  felt  it  was  uncertain  of 
.ability  as  a  new  organization  to 
^afford  a  10%  increase. 

Donate  Time  to  U.  S. 

CONTRIBUTION  to  the  Treasury 
of  5%  of  radio  time  bought  by 
drug,  cosmetic  and  allied  indus- 

tries for  promotion  of  War  Bonds 
and  War  Stamps  was  announced 
last  week,  with  the  Government 
getting  the  use  for  five  months 
of  42  programs  of  an  estimated 
$4,000,000  value  in  time.  The  gift 
was  arranged  by  a  policy  commit- 

tee of  the  industry,  in  cooperation 
with  the  Advertising  Council.  All 
commercials  are  devoted  to  War 
Bonds,  with  sponsors  getting  only 
;redit  lines  [Broadcasting,  Aug. 

Keystone's  Second  year 
lEYSTONB  Broadcasting  System, 
.ranscription  network,  servicing  sec- 
)ndary  areas,  marked  its  second  year 
>f  operation  last  week.  Organized  in 
he  final  months  of  1940  with  66  affili- 
ites,  the  network  has  expanded  to  204 
vith  the  recent  addition  of  KSWO, 
jawton,  Okla.,  and  KOTN,  Pine 

i.ilufe,  Ark.  . 

MAMA,  DON'T  DO  THAT/ ,  HOW  CAM  VOU  LI  STEM  .ID 

',Sr.  LOUIS,  MO. 

lilt 

630   KG.    5000   WATTS    DAY  AHD 
NIGHT    i(    BLUE  NETWORK 

Gen.  Mills  Baseball 

THE  General  Mills  policy  of  broad- 
casting baseball,  will  remain  es- 

sentially the  same  during  1943 
as  last  season,  it  was  indicated 
at  the  meetings  of  major  and 
minor  baseball  leagues  last  week 
in  Chicago.  The  major  leagues  and 
the  larger  minor  leagues  will  at- 

tempt to  keep  their  clubs  in  op- 
eration during  the  coming  season, 

although  it  will  necessitate  trav- 
eling and  other  curtailments.  The 

outlook  for  the  smaller  clubs  is 
not  encouraging,  according  to  W. 
G.  Branham,  president  of  National 
Assn.  of  Professional  Baseball 
Leagues.  Last  season  General 
Mills  sponsored  baseball  on  84 
stations  in  73  cities. 

20  Banks  Buy  Time 

TWENTY  leading  New  Eng- 
land Federal  Savings  &  Loan 

Assns.  will  sponsor  a  half- 
hour  Sunday  radio  show  Fire- side Melodies,  over  WTAG, 
Worchester,  and  the  New 
England  Regional  Network, 
beginning  Dec.  13.  Stations, 
in  addition  to  WTAG,  are 
WBZ,  Boston;  WBZA, 
Springfield;  WTIC,  Hart- 

ford; WJAR,  Providence; 
WFEA,  Manchester.  Bres- 
nick  &  Solomont,  Boston  is 
the  agency,  with  Joseph  Blue 
as  account  executive. 

WOV,  New  York,  has  appointed  Jo- 
seph H.  McGillvra  Inc.,  New  York, 

to  handle  all  of  its  national  advertis- 
ing except  the  Eastern  Seaboard. 

GEORGE  K.  THROCKMORTON, 
chairman  of  the  executive  committee 
of  RCA  Mfg.  Co.,  was  elected  a  di- 

rector of  RCA  by  the  board  Friday. 

CONSOLIDATED  DRUG  Trade 
Products,  Chicago,  has  supplemented 
its  current  five-weekly  schedule  for 
Cousin  Emmy,  half-hour  hi'lbiUy musical  program  on  WBBM,  Chicago, 
with  the  addition  of  a  Saturday  pro- 

gram. Agency  is  Benson  &  Dall,  Chi- cago. 

KOIN's  10-Year  Club 

TEN  NEW  MEMBERS  were  added 
to  the  roster  of  the  Ten- Year-Club  of 
KOIN,  Portland,  Ore.,  at  a  recent 
banquet  at  the  Hotel  Benson.  The 
club  was  founded  in  1940  by  Charles 
W.  (Chuck)  Myers,  KOIN  president, 
and  the  late  C.  Roy  Hunt,  general 
manager,  with  13  charter  members, 
giving  recognition  to  stafE  members 
serving  a  decade  or  more  at  the  sta- 

tion. The  Ten-Year-Club  now  has  22 
names  on  its  roll,  the  new  additions 
being  Louis  S.  Bookwalter,  technical 
director ;  Charles  E.  Couche,  adver- 

tising manager ;  Earl  W.  Granger, 
auditing  depai-tment ;  Ivan  Jones, 
night  operations  manager ;  Byron 
Paul,  transmitter  engineer ;  Clyde  E. 
Phillips,  treasurer ;  .lames  A.  Riddel, 
chorus  director ;  H.  M.  Swartwood  Jr., 
program ;  Frank  Trevor,  musician ; 
Lloyd  A.  Woodell,  transmitter  engi- neer. Gold  emblems  were  awarded  each initiate. 

THE  Chicago  Sun  last  week  started  a 
daily  ten-minute  newscast  on  WMAQ, 
Chicago,  titled  Air  Edition  of  the  Sun 
and  featuring  Myron  Wallace  as  com- mentator. Account  was  placed  direct 
and  is  a  time-space  exchange. 

Sweet 

dreams! 

WGN  carries  more  local  and  national  spot  business  than 

any  two  other  ma/or  Chicago  stations 

P.S 
A  Clear  Channel  Station 

WGN's  Funny  Paper  Party 
featuring  the  reading  of  the 

Chicago  Sunday  Tribune 
comics  on  Sunday  morning 
is  available. MUTUAL BROADCASTING  SYSTEM 
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NORMAN  MORRELL,  vice-president 
of  Lord  &  Thomas,  and  manager  of 
the  firm's  Hollywood  radio  depart- 

ment, has  been  relieved  of  latter  du- 
ties to  devote  full  time  to  production  of 

the  NBC  Bob  Hope  Shotv,  sponsored 
by  Pepsodent  (toothpaste,  povrder). 
Don  Belding,  executive  vice-president 
of  the  agency  supervises  activity  of 
that  office  as  well  as  those  in  down- 

town Los  Angeles. 

WLAW 
Lawrcne*.  Mats. 
5000  Watts 
680  KC 
C.B.S. 

WLAW 
THE 

CAPITAL 
OF 

NEW 
r^^.  ENGLAND'S 7TH  STATE 

Naf.  Rep.,  The  Kotz  Agency 

ARNO  H.  JOHNSON,  director  of 
research  of  J.  Walter  Thompson  Co., 
New  York,  has  been  named  director 
of  media  and  research,  following  a 
consolidation  of  those  two  depart- 

ments. The  change  merges  the  func- 
tions of  market  analysis  and  selec- 

tion of  media,  with  the  staff  managers 
of  various  media  continuing  in  their 
supervisory  capacities  as  follows :  Lin- nea  Nelson,  radio ;  Alvin  Dreyer, 
magazines  ;  .Tames  Short,  newspapers  ; 
Louise  Dykes,  trade ;  George  Glad- 

den, motion  pictures ;  Walter  Manss, 
outdoor. 

G.  WALTER  BROWN,  director  and 
partner  in  Ronald  Adv.  Agency,  Mon- 

treal and  Toronto,  account  executive 
for  Bristol-Myers  Co.  of  Canada,  has 
been  appointed  vice-president  of  Bris- 

tol-Myers. Mr.  Brown  started  in  the 
advertising  field  in  1924,  and  before 
joining  Ronald  in  1928  occupied  posts 
with  North  American  Life  Insurance 
Co.,  of  Toronto,  and  Ford  Motor  Co. 
of  Canada.  He  is  also  chairman  of  the 
research  committee  of  the  Canadian 
Assn.  of  Broadcasters. 

MacDONALD  DUNBAR,  former 
executive  of  Ben  Moore  Paint  Co., 
New  York,  has  joined  the  media  de- 

partment of  Ted  Bates  Inc.,  New 
York. 

BRUCE  DODGE  has  left  Biow  Co., 
New  York,  where  he  handled  audi- 

tions, to  enter  the  armed  forces.  He 
has  been  succeeded  by  Dick  Lewis  of 
the  agency's  radio  department. 
TOM  RILEY,  formerly  with  the  NBC 
production  staff,  has  joined  Pedlar  & 
Ryan,  New  York,  replacing  Jack  Mc- 
Clean  as  supervisor  of  daytime  pro- 

grams. McClean  joins  the  Naval  Re- 
serve Dec.  11. 

COVERS 

RICHMOND  AND 

NORFOLK ! 

50,000 WATTS  DAY 

AND  NIGHT  CBS 

PAUL  H.  RAYMER  CO.,  NATIONAL  REPRESENTATIVE 
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OFFICIALS  OF  NBC  and  the  Canadian  Broadcasting  Corp.,  met  recently 
in  Radio  City,  New  York,  for  conferences  concerning  future  activities 
of  the  two  organizations.  Hosts  of  the  Canadian  visitors  were  Niles 
Trammell,  NBC  president  (second  from  left),  and  William  S.  Hedges, 
NBC  vice-president  in  charge  of  stations'  department  (right) ;  CBC 
officials  are  Dr.  J.  S.  Thomson,  newly-named  general  manager  (third 
from  left),  Donald  Manson,  chief  executive  assistant. 

CLARE  OLM  STEAD,  former  pro- 
ducer of  Young  &  Rubicam,  New 

York,  and  most  recently  production 
manager  of  Orson  Welles  in  his  ra- dio work,  is  rejoining  Y  &  R  the 
end  of  the  year  to  handle  production 
for  the  new  half-hour  musical  series  to 
be  sponsored  on  NBC  by  Westing- 
house  Electric  &  Mfg.  Co.  [Broad- 

casting, Nov.  23].  Series,  slated  to 
start  probably  Jan.  10  in  the  2:30-3 
p.m.  period  Sunday  afternoons,  will 
feature  John  Charles  Thomas,  John 
Nesbitt,  Mark  Warnow's  orchestra 
and  A.  Lynn  Murray  Chorus. 

L.  C.  DeFOREST,  former  advertis- 
ing manager  of  Hills  Bros.  Co.,  New 

York  (food  products),  has  joined 
Biow  Co.,  New  York,  in  an  executive 
capacity.  Biow  handles  the  Hills  ac- count. 

LELAND  STANFORD  BRIGGS  has 
replaced  Raymond  Atwood  as  general 
manager  of  the  New  York  office  of 
McCann-Brickson,  where  he  has  until 
now  been  in  charge  of  all  creative  ac- 

tivities. Brigffs  was  associated  with 
the  original  H.  K.  McCann  Agency, later  forming  the  agency  Briggs  & 
Varley,  New  York,  resigning  subse- quently to  join  his  present  firm. 
LT.  COL.  ARTHUR  C.  FARLOW, formerly  vice-president  of  J.  Walter Tlaompson  Co.,  San  Francisco,  and Mrs.  L«ona  Dalton  were  married  in 
that  city'  Nov.  29. 
MITCHELL  J.  HAMILBURG  Agen- 

cy, Hollywood  talent  service,  has moved  to  9130  Sunset  Blvd.,  that  city Telephone  is  Crestview  1-5108. 
KIRBY  KATZ,  formeriy  copywriter 
of  H.  W.  Kastor  &  Sons,  Chicago, and  Benton  &  Bowles,  New  York,  has 
joined  the  copy  staff  of  Leo  Burnett Co.,  Chicago. 

HAROLD  W.  CLARK,  in  charge  of 
copy  for  West  Coast  accounts,  was recently  made  office  manager  of  Buch- 

anan &  Co.,  Los  Angeles. 

NORMAN  S.  VAN  MATRE,  ac- count executive  of  the  W.  O.  Jeffries 
Co.,  Los  Angeles  agency,  was  recent- 

ly commissioned  a  first  lieutenant  in 
the  Army  Medical  Corps. 
DORA  MAY  TALCOTT,  formeriy 
with  the  Institute  of  Public  Rela- 

tions, New  York,  has  joined  the  pub- 
licity staff  of  Newell-Emmett  Co., 

New  York. 

ALBERT  W.  MARTINEZ,  former 
publicity  representative  for  the  West- 
inghouse  Lamp  division,  has  joined 
the  publicity  staff  of  J.  M.  Mathes 
Inc.,  New  York. 

HELEN  BROWN  has  left  Pedlar  & 
Ryan,  New  York,  to  join  the  radio 
department  of  J.  Walter  Thompson 
Co.,  New  York,  as  a  writer. 

ROBERT  M.  MUCKS,  formerly  ex- 
ploitation director  of  Calavo  Growers 

of  California,  has  joined  the  publicity 
department  of  Young  &  Rubicam, 
Hollywood,  and  is  assigned  to  the 
weekly  NBC  Jack  Benny  Show,  spon- 

sored by  General  Foods  Corp. 

BLWOOD  K.  GRADY,  account  execu- tive of  J.  Walter  Thompson  Co.,  Los 
Angeles,  has  joined  the  Office  of 
Civilian  Defense,  Washington. 

HOWARD  ESARY,  account  execu- 
tive of  Allied  Adv.  Agencies,  Los  An- 

geles, has  entered  the  Navy  as  an  en- sign. 

AETNA  ADV.,  New  York,  last  week 
moved  from  1560  Broadway  to  larger 
quarters  at  1776  Broadway  to  aecom 
modate  an  enlarged  staff.  New  phone 
number  is  Circle  7-7510. 

Henry  P.  Jenks 
HENRY  P.  JENKS,  28,  a  lieutenant 
(j.g. )  in  the  Naval  Reserve,  has  been 
killed  in  action,  his  family  announced 
last  week.  A  graduate  of  Hamiltoi 
College  Class  of  '36,  Lt.  Jenks  had been  a  partner  in  Fenton  Kelsey  agen 
cy,  New  York,  until  he  enrolled  in  the 
Navy  in  September,  1940.  He  was  un 
married. 

C.  Percival  Mason 
C.  PERCIVAL  MASON,  39,  presi 
dent  of  Mason  United  Adv.  Agency, 
Toronto,  died  at  Toronto  Nov.  18.  He 
was  also  president  of  Mason  Reme-: 
dies  Ltd.,  the  International  Associ- 

ated Proprietaries,  and  Mason's  Pre scription  Labs.,  Toronto. 

Keep  Posted 
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Moratorium  Ruled 

In  740  kc.  Contest 

KQW,  KSFO  Await  War's  End 
For  Decision  by  FCC 

MORATORIUM  for  the  war's  dura- 
tion in  the  heated  contest  between 

KQW  and  KSFO,  San  Francisco 
stations,  for  the  50,000-watt  as- 

signment of  740  kc.  was  declared 
by  the  FCC  last  Monday  in  pro- 

posed findings  of  facts  and  conclu- 
sions on  the  applications  of  the 

^  two  stations. 
The  fact  that  neither  station  has 

the  necessary  equipment  to  make 
the  high-power  installation,  even 
if  a  decision  were  reached,  is  under- 

stood to  have  motivated  the  Com- 
mission in  its  declaration.  KQW 

now  is  the  occupant  of  the  740 
kc.  channel,  using  5,000  watts.  A 
year  ago  it  became  the  San  Fran- 

cisco outlet  for  CBS,  replacing 
KSFO. 

Effect  of  Grant 

In  declaring  the  moratorium,  the 
Commission  said  the  continued  op- 

''p'eration  of  KQW  on  740  kc.  under 
authority  of  a  temporary  license 
shall  not  be  deemed  to  affect  the 
position  of  any  party  in  connection 
with  operation  on  that  frequency 
"when  conditions  permit  the  con- 

struction of  other  facilities  for  op- 
erji'  eration  on  said  frequency." 

KSFO,    owned    by    Wesley  I. 
Dumm,  now  operates  on  560  kc. 
with  5,000  watts  day  and  1,000 
watts  night.  It  sought  the  740  kc. 

I  assignment  with  50,000  watts,  when 
J  this  facility  became  available  under 
eithe   Havana    Treaty  reallocation 
af  effected  in  March,  1941.  KQW,  lo- 

cated midway  between  San  Jose 

'*||and  San  Francisco,  was  assigned 
to  the  740  kc.  channel  as  an  out- 

growth of  the  Treaty  and  promptly 
sought  an  increase  in  power  from 
5,000  to  50,000  watts  fulltime. 

'Cavalcade'  Shift 
JSC  EDWARD  ARNOLD,  film  actor, 
ican  be  featured  as  Daniel  Webster  in 
ithe  dramatic  skit  "The  Man  Who 
.Wouldn't  Be  President",  E.  I.  Dupont de  Nemours   Co.,    Wilmington,  Del. 
(institutional),  on  Dec.  14  only  shifts 

,  the  Weekly  Cavalcade  of  America  on 
"^62  NBC  stations  from  New  York  to 
g Hollywood,  Hon.,  8-8  :30  p.m.  (EWT), 
Wfwith  West  Coast  repeat,  8:30-9  p.m. 
**MPWT).  Arnold  portrayed  that  char- acter in  the  film  version.  Production 

letails  will  be  handled  by  the  Holly- 
jitvood  staff  of  BBDO,  agency  servic- 

ing the  account. 

THEY  ADVERTISE  IN  WARTIME 

Station  Brochure  Reproduces  Institutional  Ads 

 And  Analyzes  Firms'  Expenditures  
A  SERIES  OF  institutional  ad- 

vertisements on  the  status  of  war- 
time advertising  carried  in  Broad- 

casting and  elsewhere  by  WLW, 
Cincinnati,  provides  inspiration 
for  an  elaborate  brochure.  The  ex- 

penditures of  the  ten  companies 
whose  heads  were  represented  in 
the  series  remained  for  the  first 
eight  months  of  1942  at  85.1% 
of  the  level  maintained  for  peace- 

time advertising,  it  is  shown, 
though  seven  of  the  ten  companies 
have  been  converted  to  war  indus- 
tries. 
WLW  had  asked  executives  of 

ten  firms  who  in  1941  invested 
more  than  $20,000,000  in  adver- 

tising to  give  their  observations 
on  advertising  in  total  war.  In- 

dustry leaders  such  as  Charles  E. 
Wilson,  president,  the  General 
Electric  Co.;  J.  Howard  Pew,  pres- 

ident, the  Sun  Oil  Co.;  Robert 
Shannon,  president,  RCA  Mfg.  Co. ; 
and  Paul  Garrett,  vice-president 
and  director  of  public  relations. 
General  Motors  Corp.,  and  others, 
were  unanimous  in  declaring  in 
their  copy  for  WLW  that  adver- 

tising has  an  important  place  in 
wartime  America. 

Study  of  Expenditures 

Interested  in  the  advertising  poli- 
cies of  these  ten  concerns,  WLW 

arranged  with  Publishers'  Infor- 
mation Bureau  to  study  advertis- 

ing expenditures  for  the  first  eight 
months  of  1941  compared  to  the 
first  eight  months  of  1942  in  three 
media  classes — magazines,  farm 
papers  and  network  radio.  It  was 
discovered  that  the  ten  companies 
have  "hurled  their  shout  of  de- 

fiance at  our  enemies"  by  a  re- 
markably high  advertising  record 

despite  the  fact  that  seven  of  the 
ten  are  now  all  for  war. 

The  book  records  the  reactions 
to  wartime  advertising  by  distrib- 

utors, including  such  executives  as 
E.  H.  Strubbe,  secretary,  treasurer 
and  general  manager  of  White  Vil- 

la Grocers;  W.  H.  Albers,  presi- 
dent of  Albers  Super  Markets;  J. 

W.  Cassin,  president  and  general 

manager  of  the  Dow  Drug  Co.,  and 
others,  who  unanimously  support 
national  advertising  for  brands. 

Only  plug  for  WLW  is  a  state- 
ment on  the  last  page:  "These 

pages  serve  to  remind  you  again", 
with  a  terse  17-word  message  about 
its  coverage. 

Seymour  Korman  Heard 
On  MBS  From  London 

SEYMOUR  KORMAN  of  the  Lon- 
don Bureau  of  the  Chicago  Tribune 

is  now  heard  regularly  on  MBS 
from  London  every  Thursday  and 
on  alternating  Tuesdays,  replac- 

ing Arthur  Mann,  who  has  joined 
John  Thompson  as  Mutual  cor- 

respondents with  the  AEF  in  North 
Africa.  Korman,  who  has  been 
with  the  Tribune  since  1933  and 
in  the  London  office  for  the  past 
several  months,  will  work  under 
John  Steele,  head  of  the  MBS  Lon- 

don bureau. 
Mutual's  weekly  news  schedule, 

built  up  since  Pearl  Harbor,  now 
includes  80  individual  news  com- 

mentaries by  19  news  analysts,  ac- 
counting for  19  hours  and  18  min- 

utes of  broadcast  time  each  week. 
Straight  news  bulletins  from  AP 
and  UP  are  heard  every  half-houv 
from  New  York,  Washington,  Chi- 

cago and  Los  Angeles,  supple- 
mented by  four  weekly  BBC  news 

readings  from  London. 

Game  Capsuled  for  AEF 
IN  ORDER  that  the  American 
armed  forces  throughout  the  world 
might  hear  the  highlights  of  the 
Army-Navy  game,  played  at  An- 

napolis on  Saturday,  Nov.  28,  the 
transcription  division  of  Columbia 
Recording  Corp.  worked  all  through 
that  night,  completing  the  task  of 
compressing  the  account  of  the 
gridiron  classic  into  a  half-hour 
program.  In  getting  the  records 
into  the  studios  for  shortwaving  at 
7  a.m.  on  Sunday,  time  was  so  close 
that  the  first  15-minutes  went  on 
the  air  while  the  last  quarter-hour 
recording  was  receiving  its  final 
audition  from  the  Army  censors. 

IBTP
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...  of  the  brave  men 

and  women  who  died 

in  the  yellow  treachery 

of  Pearl  Harbor. 

WHEB 

CRYSTALS  by 

Thousands  of  vital  transmitting  installa- 
tions rely  on  the  accuracy  and  dependa- 

bility of  Hipower  Precision  Crystal 
units.  With  recently  enlarged  facilities, 
Hipower  is  maintaining  greatly  increased 
production  for  all  important  services. 
When  essential  demand  begins  to  return 
to  normal,  Hipower  will  be  glad  to  help 
with  your  crystal  needs. 

HIPOWER  CRYSTAL  CO. 
Sales  Division— 205  W.  Waclcer  Drive,  Chicago 
Factory— 2035  Charleston  Street,  Chicago;  III. 
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NBC Dominant  liDU  Basic  Station 
In  This  Area 

Sales  Representative: 
PAUL  H.  RAYMER  CO. 

New  York  Chicago 
San  Francisco 

Petraio 

{Continued  from  page  9) 

gaged  in  general  court,  depart- 
mental and  administrative  practice 

in  Washington.  While  he  was  born 
in  New  York  and  spent  most  of  his 
early  life  in  Butte,  he  has  been 
a  resident  of  Washington  since 
1933. 

Active  in  Washington  affairs, 
Mr.  Bingham  was  president  of  the 
Federal  Communications  Bar 
Assn.  in  1940-41.  He  served  as  sec- 

retary of  the  American  Bar  Assn.'s Administrative  Law  Institutes  held 
in  Washington  during  the  last  few 

years. Mr.  Bingham  was  born  in  New 
York  on  Nov.  12,  1901.  He  was  edu- 

cated at  Culver  Military  Academy, 
graduated  in  1920;  University  of 
Pennsylvania  (B.S.)  1924;  Leland 
Stanford  University  (J.D.)  1928. 
Mrs.  Bingham  is  the  former  Eliza- 

beth Nichols  of  Chicago.  They  have 
three  daughters,  11,  8  and  3.  The 
late  J.  Bruce  Kremer,  Democratic 
National  Committeeman  from  Mon- 

tana, was  Mr.  Bingham's  law 
partner. 

Disc  Firms  Concerned 

News  of  the  postponement  of  the 
Senate  investigation  was  received 
with  some  concern  by  executives  of 
transcription  companies  in  New 
York,  who  had  hoped  that  the  hear- 

ings might  pave  the  way  for  a  set- 
tlement with  the  AFM.  The  pro- 

ducers of  transcribed  library  serv- 
ices are  especially  desirous  of  an 

early  resumption  of  recording. 
Although  they  recorded  large 

supplies  of  material  before  the 
AFM  ban  went  into  effect  last  Aug. 
1,  and  although  they  are  including 
new  music  in  their  releases  through 
the  use  of  a  cappella  choruses  and 
of  the  harmonica  and  other  musi- 

cal instruments  not  recognized  by 
the  union,  there  is  no  doubt  that 
by  spring  if  not  before  they  will  be 
hard  pressed  to  supply  their  regu- 

lar monthly  releases. 
Other  possibilities  for  resolving 

the  issue  were  being  considered, 
but  the  consensus  last  week  was 
that  probably  nothing  will  be  done 
until  after  the  Clark  hearings  have 

". . .  has  been  sponsored 

by  three  local  merchants 

from  the  very  first 

broadcast "  wsar 

•  ASCAP  Radio  Program  Service 
provides,  without  cost  to  any 
ASCAP-licensed  station,  programs 
of  proved  salability.  If  you  are 
not  using  them  write  or  wire  us  ot 
once. 

ASCAP 

Radio  Program  Service 
30  Rockefeller  Plaza    •   New  York 

Third  AP  Man  Placed 

THIRD  news  reporter  of  the  As- 
sociated Press  staff  to  be  placed  in 

radio  by  Press  Assn.  Inc.,  radio 
subsidiary  of  AP,  is  Alvin  J.  Stein- 
kopf,  former  AP  foreign  corre- 

spondent in  Europe,  who  has  joined 
WBBM,  Chicago,  as  a  news  ana- 

lyst. The  other  two  AP  newsmen 
are  Morgan  Beatty,  NBC  news 
analyst,  and  Roy  Porter,  BLUE 
news  analyst.  The  new  relationship 
between  PA  and  radio  was  adopted 
several  months  ago  to  supply  able 
news  analysts  for  the  air  waves. 
In  arranging  contracts  between  the 
newsman  and  a  radio  station,  PA 
serves  only  as  an  agent,  making 
only  a  "handling  charge",  it  was stated. 

Boston  Symphony  Pact 

Is  Verified  by  Petrillo 
VERIFYING  the  earlier  report 
that  the  Boston  Symphony  Orches- 

tra had  reached  an  agreement  vntln. 
the  American  Federation  of  Mu- 

sicians [Broadcasting,  Nov.  30], 
James  C.  Petrillo,  AFM  president, 
last  Thursday  told  a  press  confer- 

ence that  the  union's  Boston  local 
had  signed  a  three-year  contract 
vnth  the  orchestra  and  that  all 
members  of  the  orchestra,  includ- 

ing Serge  Koussevitzky,  its  leader, 
have  become  AFM  members. 

It  was  also  learned  that  negotia- 
tions were  in  progress  between  Bos- 

ton Symphony  officials  and  BLUE 
Network  program  executives  for 
for  broadcasting  weekly  concerts 
of  the  orchestra,  with  expectations 
that  a  contract  for  such  a  series 
might  be  signed  over  the  weekend. 
Details  of  arrangements  were  un- 

available as  Broadcasting  went  to 
press  on  Friday,  but  it  is  under- 

stood that  the  broadcasts  will  be 
weekly  and  will  begin  late  this 
month.  This  conflicts  with  earlier 
reports  that  the  symphony  was  go- 

ing to  broadcast  on  CBS,  on  which 
CBS  has  declined  to  comment. 

been  held.  One  suggestion  was  that 
the  decision  of  Federal  Judge  John 
P.  Barnes  that  the  ban  on  record- 

ing involves  a  "labor  dispute"  be 
taken  as  sufficient  grounds  for  ask- 

ing the  War  Labor  Board  to  con- 
sider the  complaints  of  AFM  that 

the  use  of  recorded  music  consti- 
tutes unfair  competition  with  live 

musicians  and  to  work  out  a  basis 
of  compensation  which  would  per- 

mit the  musicians  to  return  to  work 
for  the  recording  companies. 

The  plan  of  settlement  outlined 
by  Bernard  B.  Smith  in  the  Decem- 

ber Harper's  magazine  [Broad- 
casting, Nov.  30]  has  received 

careful  attention,  but  most  com- 
ments have  described  it  as  too 

idealistic  and  impossible  of  practi- 
cal application. 

Networks^  Co  -  Op 

Plan  Code  Session 

Code  Ruling  to  Be  Discussed 
At  Meeting  Set  for  Dec.  14 
APPLICATION  of  the  NAB  Code 

to  consumers'  requests  such  as  that 
of  the  Cooperative  League  of  the 
USA  for  paid  time  on  the  air  will 
be  considered  at  a  meeting  Dec. 
14-15  of  the  NAB  code  commit- 

tee with  representatives  of  NBC, 
CBS  and  the  Cooperative  League. 

The  groups  are  involved  in  a  dis- 
pute over  refusal  of  NBC  and  CBS 

to  sell  time  to  the  League  [Broad- 
casting, Oct.  12  et  seq.] 

The  meeting,  a  result  of  a  con- 
ference Nov.  24  in  New  York  be- 

tween NBC  and  the  Cooperative 

League  to  discuss  the  network's stand  that  to  sell  time  to  the  lea- 
gue would  violate  the  NAB  Code, 

is  scheduled  to  take  place  at  the 
Mayflower  Hotel,  Washington. 

Attending  the  Dec.  14-15  ses-  ̂ ' sion  will  be  members  of  the  NAB 
code  committee:  Earl  Glade,  chair- 

man, KSL,  Salt  Lake  City;  Rus- sell P.  Place,  acting  secretary; 
Grant  Ashbacker,  WKBZ,  Muske- 

gon, Mich.;  Edney  Ridge,  WBIG, 
Greensboro,  N.  C;  Stockton  Helff- 
rich,  representing  NBC;  Jan  Shi- 
mek,  representing  CBS;  William 
B.  Quarton,  WMT,  Cedar  Rapids, 
la.;  Arden  X.  Pangborn,  KEX, 

Portland,  Ore.;  Lee  Wailes,  West- 
inghouse  stations;  William  B. 

Way,  KVOO,  Tulsa. 
Also  slated  to  attend  are:  Ne- 

ville Miller,  NAB  president;  Frank 
Russell,  NBC  Washington  v  i  c  e- 
president;  Frank  Mullen,  NBC 
vice-president  and  general  man 
ager;  Frank  Stanton,  CBS  vice- 
president;  Earl  Gammons,  in 
charge  of  the  CBS  Washington  of- 

fice. Representing  the  Cooperative 
League  will  be  Murray  Lincoln, 
president;  E.  R.  Bowen,  executive 
secretary;  John  Carson,  chief  of 
the  League's  Washington  office; 
Wallace  Campbell,  assistant  sec- 

retary for  public  relations. 
Meanwhile,  Senator  J  o  h  n  s  o  n 

(D-Col.),  chairman  of  the  sub- 
committee of  the  Senate  Commit- 

tee on  Interstate  Commerce  ap 
pointed  to  investigate  alleged  dis 
crimination  against  the  Coopera 
tive  League  (SRes.  305),  had  not 
called  a  meeting  of  his  committee 
as  Broadcasting  went  to  press. 
The  subcommittee  was  not  expect- 

ed to  meet  before  Dec.  14. 

Action  by  the  House  Rules  Com- 
mittee as  a  result  of  Rep.  Gehr- 

mann's  (Prog. -Wis.)  companion 
resolution  in  the  House  likewisi 
awaited  outcome  of  the  meeting. 
The  league  plans  to  submit  to 

the  FCC  a  brief  in  reply. 

f 

WISH the  Merchandising  Station  j 
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Ask  your  Agency  to  ask  the  Colonel! 
^FREE  Cf  PETERS.  Inc.,  National  Representatives 
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^FEDERAL  PROGRAMS  Rubicam  Back  at  Desk 

J  REACH  HIGH  TOTAL 

IBROADCASTS  during  August, 
September  and  October  included 
1,534,190    station  -  sponsored  an- 
^nouncements  and  160,100  programs 
jfor  various  Government  agencies, 
according   to   the   NAB.  Biggest 
laser  of  time  was  the  Treasury 
With  475,340  spots,  1,740  5-min.,  410 
10-min.,  5,930  15-min.  live  and 
39,490  15-min.  ET  programs. 
:  The  Army  used  126,710  spots, 
1,460   5-min.,   510    10-min.,  4,590 
.15-min.  live  and  9,150  15-min.  ET 
^programs.  The  Marines  used  98,760 
spots,  460  5-min.,  360  10-min., 
3,480  15-min.  live  and  3,970  ET 
programs. 
The  Coast  Guard  used  66,330 

spots,  170  5-min.,  310  10-min.,  580 
15-min.  live  and  10  ET  programs. 
Civil  Service  used  65.190  spots,  20 
5-min.,  10  10-min.,  150  15-min.  live 
md    50    15-min.    ET  programs. 
sLabor  recruiting  and  war  industry 
:raining  used  45,560  spots,  820 
5-min.,  170  10-min.,  1.470  15-min. 
jlive  and  230  15-min.  ET  programs. 

The  CAA  used  6,390  SDots,  220 
5-min.  and  90  15-min.  live  pro- 
Drograms.  Army  Emergency  Relief 
ased  7,920  spots,  200  5-min.  and 
■270  10-min.  live  programs.  USO 
ased  22.660  spots,  70  5-min.,  10  10- 
nin.,  630  15-min.  live  and  10  15- 
nin.  ET  urograms.  The  Red  Cross 
ased  66,330  spots,  330  5-min.,  580 
10-min.,  1.000  15-min.  live  and  10 
L5-min.  ET  programs. 

Civilian  Defense  (all  kinds)  used 
16,650  spots,  3,750  5-min.,  520  10- 
nin.,  3,690  15-min.  live  and  180  15- 
nin.  ET  programs.  Nutrition  used 

RAYMOND  RUBICAM,  chairman 
of  the  executive  committee  of 
Young  &  Rubicam,  New  York,  who 
has  been  doing  special  Government 
work  for  several  months  as  head 
of  the  public  relations  division  of 
the  War  Manpower  Commission,  is 
taking  over  his  position  at  the 
agency  this  week  upon  completion 
of  his  special  assignment.  T.  S. 
Repplier,  associate  copy  director  of 
Y&R,  who  accompanied  Mr.  Rubi- 

cam in  his  work  in  Washington,  is 
also  returning  to  his  desk. 

Lucky  Strike  Uncertain 
AMERICAN  TOBACCO  Co.,  New 
York  (Lucky  Strikes),  may  discon- 

tinue its  sponsorship  of  Informa- 
tion Please,  heard  Fridays  at  8:30 

p.m.  on  NBC,  shortly  after  Feb.l, 
it  was  understood  last  week,  al- 

though Lord  &  Thomas,  New  York, 
the  agency,  would  make  no  com- 

ment on  the  rumor.  The  quiz  show 
had  its  first  session  away  from 
New  York  last  Friday  night  when 

it  was  staged  in  Boston's  Sym- phony Hall,  first  engagement  in  a 
once-a-month  tour  to  sell  War 
Bonds. 

6,640  spots,  760  5-min.,  660  10-min., 
1,020  15-min.  live  and  160  ET  pro- 

grams. Fire  prevention  week  (Oct. 
only)  used  11,240  spots,  200  5-min., 
80  10-min.,  330  15-min.  live  and  890 
ET  programs. 
OWI-WPB-OPA-Agriculture  used 

245,000  spots  and  21,810  programs 
of  various  length.  Other  agencies 
used  30,340  spots,  880  5-min.,  920 
10-min.,  7,010  15-min.  live  and 
5,710  ET  programs. 

Lawyer  Levy 

ISAAC  D.  LEVY,  chairman 
of  the  board  of  WCAU,  Phil- 

adelphia, and  a  member  of 
the  board  of  CBS,  made  an 
unexpected  "personal  appear- 

ance" in  Quarter  Sessions 
Court  in  Philadelphia  Nov. 
27  when  called  by  Judge  Vin- 

cent A.  Carroll  to  come  for- 
ward and  represent  a  de- 

fendant without  counsel.  Mr. 
Levy  was  visiting  the  court 
to  show  procedure  to  his 
son.  Formerly  a  practicing 
attorney,  although  inactive 
for  several  years,  Mr.  Levy 

accepted  the  judge's  invita- tion and  won  acquittal  for 
his  client. 

Paramount  Spots 

PARAMOUNT  PICTURES,  New 
York,  is  running  a  series  of  spot 
announcements  on  seven  New  York 
stations,  Dec.  2-10  to  promote 
"Palm  Beach  Story",  film  having 
its  world  premiere  in  New  York 
Dec.  10.  Some  stations  are  carry- 

ing all  live  announcements  while 
others  present  live  announcements 
combined  with  brief  transcriptions, 
consisting  of  "teaser"  phrases recreating  scenes  from  the  film.  A 
total  of  74  announcements  are  used 
from  4  to  21  times  on  WOR  WJZ 
WABC  WNEW  WMCA  WHN 
WQXR.  Radio  advertising  plans 
for  national  release  of  the  picture 
are  not  set.  Buchanan  &  Co.,  New 
York,  handles  the  account. 

Four  Sets  Per  Home 

A  SURVEY  of  listening  habits  of 
1,000  elementary  school  children 
of  Glencoe,  111.,  fashionable  North 
Chicago  township,  was  made  by 
Edith  Edmonds  of  the  Glencoe  Cen- 

tral School.  Results  show  that 
homes  in  Glencoe,  one  of  the  coun- 

try's highest  per  capita  income 
areas,  averaged  four  radio  sets 
and  that  children  from  6  to  13 
years  of  age  listen  to  the  radio 
mostly  in  the  evening  for  a  total  of 
about  three  hours.  Most  children, 
according  to  the  survey,  listen  to 
newscasts  and  favorite  types  of 

program  were  comedy  and  mys- 
tery shows.  Voted  the  five  favorite 

programs  were:  NBC  Henry  Aid- 
rich,  CBS  Lux  Radio  Theatre,  NBC 
Boh  Hope  Show,  BLUE  Lone 
Ranger  and  NBC  Maxwell  House 

Coffee  Time. 

Silver  Extension 

INTERNATIONAL  SILVER  Co., 
Meriden,  Conn.,  has  extended  its 
sponsorship  of  Edward  R.  Mur- 
row's  Sunday  evening  quarter-hour 
talks  from  London  on  CBS  for  an- 

other week  after  Dec.  27,  date  on 
which  Murrow  was  understood  to 

be  going  off  the  air  for  that  spon- 
sor. According  to  Young  &  Rubi- 
cam, New  York,  the  agency,  plans 

are  still  indefinite,  pending  settle- 
ment of  International  Silver's  pro- 
posal to  resume  its  half -hour  Silver 

Theatre  programs  [BROADCASTING, Nov.  23]. 
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BELONGS  ON  YOUR  SCHEDULE 

Salary  Freeze 
{Continued  from  page  18) 

tations,  and  that  corporations 
jointly  paying  an  individual  must 
adjust  their  payments  so  that  they 
will  not  contravene  the  act. 

According  to  the  order,  salary 
payments  shall  include  all  forms 
of  compensation,  direct  and  indi- 

rect. Bonuses,  gifts,  loans,  com- 
missions, fees,  additional  compen- 

sation will  be  included,  and  rents 
and  royalties  may  in  fact  be  sal- 

ary. Insurance  and  pension  pay- 
ments 'in  reasonable  amount'  will 

be  excluded,  however. 
Nowhere  in  the  order  did  the 

Treasury  instruct  the  Bureau  of 
Internal  Revenue  to  consider  in- 

come from  investments,  and  other 
so-called  "unearned"  sources  as 
part  of  the  basic  allowance  of 
$25,000.  At  his  press  conference 
last  Tuesday,  President  Roosevelt 
mentioned  this  loophole  in  the  sta- 

bilization program,  and  suggested 
that  legislation  may  be  introduced 
to  remedy  this. 

New  WLB  Forms 

Meanwhile,  the  War  Labor 
Board  last  week  distributed  the 
forms  which  employers  will  use  in 
applying  to  local  offices  of  the  Wage 
and  Hours  Public  Contracts  Di- 

vision when  seeking  permission  to 
raise  wages  of  workers  under  War 
Labor  Board  jurisdiction.  The 
form,  which  must  be  made  with 
five  carbons,  calls  for  complete  in- 

formation shovwng :  maladjust- 
ments; inequalities  and  gross  in- 

equalities; substandard  of  living. 
The  board  has  already  made  clear 
that  it  will  grant  increases  only 
under  such  circumstances,  and  that 
it  is  not  likely  to  approve  raises 
where  payments  are  already  15% 
above  the  rate  of  Jan.  1,  1941. 

Lowell  Thomas  Honored 

LOWELL  THOMAS,  news  commen- 
tator for  Sun  Oil  Co.  on  the  BLUE, 

was  guest  of  honor  Dec.  2  at  the 
weekly  luncheon  meeting  of  the  Ad- 

vertising Club  of  New  York.  The  day- 
was  designated  "Lowell  Thomas  Day" in  recognition  of  his  past  services  to 
the  club  as  president  for  two  terms. 
Among  the  speakers  were  Cecil 
Brown  and  William  L.  Shirer,  CBS 
commentators. 

HOTEL 

REFORfllfl 

THE  HOTEL  OF  TOMORROW 
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PARTY  WAS  STAGED  by  girls  of  KSO-KRNT,  Des  Moines,  for  Mary 
Little,  radio  editor  of  the  Register  &  Tribune  and  publicity  director  of 
the  Iowa  Broadcasting  Co.,  who  was  recently  married  to  Lt.  Ray  Spatz, 
Lois  Jory  and  Helen  Watts  Schreiber  were  hostesses.  Attending  were  (1 
to  r) :  Blythe  McFarland  (white  blouse),  Virginia  Melton,  Naomi  Ach- 
termann,  Jessie  Axmear,  Esther  Sipling,  Mary  Little,  Barbara  Lee 
Oliver,  Helen  Schreiber,  Phyllis  Shaw,  Mary  Ingram,  Lois  Jory;  top 
row:  Eunice  Doty,  Ruth  Ruben,  Virginia  Poepping,  Mabel  Boddicker, 
Helen  Mekus,  Joan  Fitzpatrick,  Dorothy  Miller. 

Western  OWI  Session 
TO  CORRELATE  their  future 
plans  and  to  review  current  war 
time  activity,  Arizona  station  exec- 

utives met  recently  with  Richard 
F.  Connor,  regional  radio  con- 

sultant of  the  OWI,  in  Phoenix. 
Besides  discussing  the  package  plan 
of  spot  announcements  and  tran- scribed shows  to  be  released  by  the 
OWI  shortly,  attending  executives 
conferred  with  public  relations  offi- 

cers at  Luke  Field,  Ariz.,  to  analyze 
radio's  role  in  the  war  effort.  Rich- 

ard Lewis,  manager  of  KTAR,  and 
assistant  radio  consultant  of  the 

OWI,  presided.  Attending  the  meet- ing, which  was  preceded  by  a 
luncheon  at  the  Adams  Hotel,  were 
Frances  C.  Myers,  Harry  Safford, 
KOY;  Donald  C.  Reese,  KPHO; 
Roberta  Pfister,  KYCA;  Paul  Mer- 

rill, KGLU;  Wade  Sanders,  KTUC; 
Andrew  White,  Bud  Williams, 
KVOA;  Harper  Phillips,  KYUM; 
Burridge  D.  Butler,  WLS ;  Pauline 
Brown,  OWL 

Series  for  AEF 
AEF  BASES  throughout  the  world 
are  enjoying  the  drama  of  the  late 
World  Series  between  the  St.  Louis 
Cardinals  and  the  New  York 
Yankees  by  means  of  14,500  rec- 

ords prepared  by  the  Gillette  Safety 
Razor  Co.  The  company  prepared 
500  complete  sets  of  the  series  at 
its  own  cost  to  bring  the  event  to 
the  thousands  of  service  men  pre- 

vented from  hearing  the  short- wave broadcasts  conicident  with 
the  games. 

Ge.  .he  (am  w  WOL  -  WASHINGTON,  D.  C. 

Aflilia.ed  witK  MUTUAL  BROAOCASTINC  SYSTEM 
National  Representatives: SPOT  SALES,  I 

Cross-Haul  Study 

Still  in  Progress 

REGULATIONS  governing  "cross 
hauling"  by  trucks  of  many  "lux- ury" and  "non-essential"  items  of 
merchandise  now  nationally  adver- 

tised are  still  undergoing  inten- 
sive study  and  research  by  the  War 

Production  Board,  [Broadcasting,' Nov.  2],  and  there  is  no  indication 
that  the  list  of  restricted  items  will 
be  forthcoming  within  the  near  fu 
ture. 

However,  according  to  an  official 
of  the  Office  of  Defense  Transpor 
tation,  of  which  Joseph  B.  Eastmarii 
is  director,  the  trend  of  the  govern- 

ment's study  of  this  subject  has 
changed,  with  basic  heavyweight 
items  receiving  primary  consider- 

ation for  restriction,  instead  of  the; 
so-called  "luxury"  items  of  lesser 
weight  and  bulk.  This  is  based  on 
the  theory  that  material  avail- 

ability restrictions  imposed  by  the 
WPB  vnW  automatically  curtail 
the  "non-essentials". 

On  Regional  Basis 

The  studies  are  being  conducted 
on  a  regional  basis,  and  some  of 
the  bulk  items  being  considered 
are  flour,  apples,  potatoes  and  cit 
rus  fruits.  Trend  of  the  research|tfc. 
is  to  prevent  California  citru 
fruits  from  being  shipped  to  Geor- 

gia, if  similar  fruit  is  available 
from  Florida ;  Idaho  potatoes  \n\\ 
not  be  shipped  to  Maine,  and  vic^ 
versa;  Oregon  apples  will  not  be 
shipped  to  New  York,  where  a 
native  crop  is  available.  Items  like 
machine  tools,  or  technical  and  spe 
cialized  items  not  of  great  tonnage 
are  not  to  be  restricted. 

It  was  emphasized  that  the  in 
vestigation  of  the  cross-haulin; 

problem  remains  in  the  "study' phase,  and  any  specific  item  her 
mentioned  is  purely  illustrative 
The  ODT  reports  that  both  rail 
roads  and  the  larger  trucking  com 
panics  are  cooperating  in  the  gov 
ernment's  campaign  to  gain  mor( 
ton-miles  from  existing  transpor 
tation  facilities  by  voluntarily  giv- 

ing priority  to  essential  war  prod 
ucts  and  necessities  which  mus 
have  inter-regional  movement 

Lii 
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THE  FAMOUS  "Country  Store"  in- 
augurated by  WOL,  Washington,  in 

1940,  which  had  become  a  familiar 
Yuletide  sight  on  Pennsylvania  Ave- 

nue, v?ill  be  missing  this  year.  Short- 
age of  material  and  fuel  to  erect  and 

maintain  the  building  vras  given  as 
the  reason.  For  the  last  two  years  it 
has  been  built  as  an  exact  replica  of 
an  old-fashioned  country  store,  includ- 

ing cracker  barrels  and  pot-bellied stove.  Art  Brown,  the  storekeeper  and 
m.c.  of  the  morning  Musical  Clock,  is 
asking  his  audience  to  donate  to  the 
Community  War  Fund  instead. 

iwCCO,  Minneapolis,  will  present  for 
the  third  consecutive  season  a  series 
of  weekly  roundtable  discussions 
What's  the  Answer?  Presented  in  co- 

operation with  the  Minnesota  Foun- 
dation of  the  U  of  Minnesota,  a  dif- 

Iferent  group  of  faculty  members  will 
participate  on  each  broadcast.  Pro- 

ducer and  m.c.  is  Max  Karl,  educa- 
tional director  of  WCCO.  First  discus- 

sion will  be  on  manpower. 

KICD,  Spencer,  la.,  and  WHAT, 
Philadelphia,  have  taken  the  AP  ra- 

dio news  from  Press  Assn.,  AP  ra- 
ijdio  subsidiary. 
CKOV,  Kelowna,  B.  C,  has  started 

SS^a  four-page  tabloid  weekly  newspa- 
per, CKOV  News.  The  issue  contains 

juews  of  programs  and  personalities  on 
front  and  back  page,  program  sched- 
,'ale  and  advertising  on  inside  pages, 
"it  is  edited  by  Jim  Browne,  CKOV 
bwner.  Mary  Royle  writes  a  column 
i"Around  the  Studio". 

^BOND  SALES  made  through  ap- 
,'peals  on  a  recent  afternoon  program 5f  Dick  Gilbert,  m.c,  on  WHN,  New 
York,  totalled  $21,000.  Purchases  were 
Stimulated  by  Gilbert's  offer  of  pairs 
of  tickets  to  the  Broadway  hit,  "Life 
With  Father,"  to  listeners  who  phoned 
lim  personally  during  the  broadcast, 
for  bond  units  of  $1,000.  Howard 
Lindsay,  leading  actor  in  the  play, 
served  as  guest  telephone-order  taker. 

sser 
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WLAC,  Nashville,  has  started  a  six- 
,«reekly  quarter-hour  program.  Beyond 
'the  Looking  Glass,  sponsored  by  Love- 
nan's,  local  department  store.  Theme 

''  s  expressed  by  m.c.  Virginia  Mansell : 
t'Step  with  me  .  .  .  beyond  the  look- 

ing glass  into  a  new  world  of  beauty," 
the  )ii  hereby  creating  the  mood  for  Love- 
yljnan's  as  the  store  of  beautiful  things '  'or  women. 

JNITED  CHINA  RELIEF  is  cur- 
rently engaged  in  a  series  of  Sunday 

^jyDrograms  on  the  Atlantic  Coast  Net- work, originating  at  WNEW,  New 
fork.  Prominent  persons  concerned 
vith  the  welfare  of  the  country  are 

cit|)ieard  in  the  series,  which  concludes 
3ec.  13. 

PVHOM,  Jersey  City,  N.  J.,  has 
,,i|)assed  the  million-dollar  mark  in  di- 
*X'ect  sales  of  War  Bonds  to  foreign anguage  listeners.  A  total  of  4,500 

lersons  had  made  bond  purchases  from 
t  beb  he  station  as  of  Nov.  30. 
e  if 
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Affiliate  Station  WLS  Chicago 

KC "Thai  Explains 
ffie  Covarage" 

Ad-Lib  Practice 

PRACTICE  session  to  loosen 
up  six  new  announcers,  and 
get  them  acquainted  with  the 
art  of  ad-lib,  is  used  weekly 
at  WDRC,  Hartford.  Infor- 

mal discussion  by  the  an- 
nouncers is  recorded  and 

played  back  for  them  to  hear. 
Talks  are  not  heard  on  the 
air  schedule  of  WDRC. 

TIME  AND  TALENT  sales  for 
WQXR,  New  York,  for  the  first  nine 
months  of  1942,  exceed  by  48%  the 
same  period  in  1941.  Recent  new  busi- 

ness includes  a  contract  for  36  an- 
nouncements weekly  for  Vitamins 

Plus,  New  York,  placed  through 
Morse  International,  New  York; 
Schiaparelli  Parfums,  New  York, 
twice-weekly  program  of  recorded 
music,  and  additional  spot  announce- ments for  Parfums  WeU,  Paris,  which 
also  renewed  its  schedule  of  31  time 
signals  weekly.  Andrew  Jergens  Co., 
Cincinnati,  has  renewed  an  hour-long 
daily  program.  Just  Music,  in  behalf 
of  its  cosmetics.  Renewals  include 
Corn  Products  Refining  Co.,  New 
York,  52  spot  announcements  weekly ; 
Jacob  Ruppert  Beer,  Brooklyn,  12 
spots  weekly ;  J.  B.  Williams  Co., 
Glastonbury,  shaving  products,  four 
announcements  weekly. 

MODEL  WARPLANES,  made  by 
pupils  of  Milwaukee  public  schools, 
are  given  in  a  new  War  Bond  show 
featuring  Heinie  (Jack  Bundv)  and 
the  Grenadiers  over  WTM.T.  Milwau- 

kee, each  Tuesday  night,  6:30-7:00. 
Models  with  the  names  of  bond  buyers 
inscribed  on  the  fuselage  are  hung  on 
the  walls  of  Radio  City's  auditorium studio  in  formation.  Fighter  planes 
represent  a  ."R25  purchase,  medium 
bombers  a  $100  purchase. 

BREAKING  his  recorded  music  shows 
in  the  middle.  Rush  Hughes,  announc- 

er of  KWK.  St.  Louis,  brings  his  lis- 
teners a  five-minute  spot  news  sum- 

marv,  including  brief  background  ma- 
terial to  relate  forp^sn  geographv  to 

that  familiar  to  Midwesterners.  Two 
or  three  of  the  most  important  news 
items  are  covered  in  each  period. 

INTER-CITY  competition  has  entered 
the  field  of  radio's  efforts  to  sell 
War  Bonds.  WEBC,  Duluth,  Minn., 
has  a  weekly  program,  Bondspiel, 
sponsored  by  the  Duluth  water  and 
gas  department.  Recently  the  pro- 

gram pitted  Duluth  against  Superior, 
Wis.,  and  during  the  one-hour  show 
the  station  handled  302  telephone  or- 

ders for  $81,1.50  in  bonds. 
KOY,  Phoenix,  now  opens  at  6  a.m., 
(MWT)  with  a  daily  newscast.  La 
Hora  Mexicana,  foreign  language  pro- 

gram, is  scheduled  at  6  :30  a.m. 

KFQD 

ANCHORAGE 

Alaska 

LOCATION 

"The  Nerve  Center" 
Hub  of  Alaska  Activities 

Low  Rates  -  Real  Results 

Represen  tati  ves 
ROMIG  FULLER 
1411  Fourth  Ave. 

Seattle,  Wash. 
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Dimout  Affects  Radio 
BROADCASTING  of  evening 
football  games,  boxing  bouts  and 
all  other  outdoor  events  in  Phila- 

delphia, has  been  ruled  out  for  the 
duration.  Acting  on  a  request  of 
the  Third  Army  Corps,  dimout 
regulations  will  be  provided  for 
the  entire  Philadelphia  metro- 

politan area,  taking  in  a  radius  of 
25  miles  and  including  neighboring 
towns  in  Southern  New  Jersey. 
The  dimout,  to  be  put  in  force  this 
month,  will  rule  out  the  usual  radio 
coverage  each  spring  and  summer 
of  evening  baseball  games,  boxing 
bouts  and  wrestling  matches,  all 
held  outdoors.  The  dimout  will  also 
affect  the  broadcast  of  the  many 
floodlight  semi-pro  baseball  games 
by  radio  stations  in  Eastern  Penn- 

sylvania included  in  the  dimout 
area. 

VINYLITE  ALLOTTED 

FOR  SOME  RECORDS 

ALTHOUGH  WPB  officials  em- 
phasized that  no  permanent  relief 

from  the  Vinylite  shortage  is  in 
sight,  a  small  quantity  of  new 
Vinylite  has  been  allocated  for 
commercial  recordings  in  Decem- 

ber. None  of  the  product  was  re- 
served for  commercial  use  in  No- 
vember or  October. 

The  Vinylite  shortage  will  con- 
tinue until  the  synthetic  rubber 

program  begins  to  yield  results, 
the  WPB  explained,  and  may  not 
then  be  relieved.  Vinylite  is  being 
used  as  a  rubber  substitute  for 
military  raincoats,  hospital  sheets, 
life  rafts  and  other  war  necessities. 

«By  CRACKY,  IT'S  ALMOST  AS  EASY  TO  FALL 
OFF  A  LOG  AS  REACH  THE  RED  RIVER 

VALLEY'S  350,000  RADIO  HOMES  WITH 

WDAV-THE  OHLY  NBC  STATION  FOR  I90 

MtLES  AROVHDr* 

WDAY 

^FARCO,  N.  D.-5000  WATTS-N.B.C.  AND  BLVt 
%  AFFILIATED  WITH  THE  FARGO  FORUM 

FREE  &  PETERS,  NAT'L  REPRESENTATItTES 

December  7,  1942  •  Page  51 



Midway  Battle  Movies 

Shown  to  Club  in  N.  Y. 

MOVING  pictures  of  the  battle  of 
Midway  together  with  a  movie  of 
the  training  course  of  the  Chapel 
Hill  Naval  Cadets  highlighted  the 
Dec.  2  luncheon  meeting  of  the  Ra- 

dio Executives  Club  of  New  York. 
Lt.  Com.  J.  Clement  Boyd,  in 
charge  of  public  relations  and  a 
member  of  the  Naval  Cadet  Selec- 

tion Board,  outlined  to  the  club  the 
extensive  training  courses  set  up 
for  all  Naval  flyers. 

It  was  announced  that  the  Dec. 
9  meeting  would  be  "United  Press" 
day,  and  key  correspondents  from 
Tokio  and  Berlin  would  give  the 
club  background  news  on  personal 
experiences  in  those  war  capitals. 
In  addition,  the  Radio  Executives 
Club  will  participate  in  the  Dec.  8 
meetings  of  the  NAB  District  2 
sessions  to  be  held  at  the  Hotel 
Roosevelt,  New  York. 

No.  12  of  a  Series 

HALIFAX 
NOVA  SCOTIA: 

Ce/itra/  depot  for 

World  Export 

HALIFAX  is  the  one  Canadian  port  that 
is  "always  open  to  all  shipping",  be- 
ing ice-free  and  easy  of  access  in  all 

weathers.  It  has  no  tidal  extremes  (4  fo  6 
ft.)  and  is  so  naturally  endowed  and  mag- 

nificently equipped  that  it  is  the  only  har- 
bour in  America,  aside  from  New  York, 

which  can  dock  ships  of  the  Queen  Eliza- 
beth class. 

Five  lailways  serve  Halifax,  two  transcon- 
tinental and  three  provincial,  and  have  ac- 

cess to  twenty  large  waterfront  transit 
sheds,  heated,  or  wi'.h  cold  storage  facili- 

ties available  for  perishable  products.  Its 
modern  grain  elevator  has  two  and  a  half 
million  bushels'  capacity.  In  aviation  its 
strategic  location  is  ideal. 
With  Halifax  as  a  location  you  can  make 
the  most  of  the  Nova  Scotian  market. 

INVESTIGATE 

NOVA  :>COTIA 

Radio  Broadcasting  Station 

w4. 
C  H  N  S 
HALIFAX,  NOVA  SCOTIA, 

CANADA 

Nat.  Rep.-Joe  Weed  &  Co.,  New  York 

Dept.  Store 
{Continued  from  page  11) 

cally  everyone.  Lit  Brothers'  pre- 
sent program  pattern  reaches 

housewives,  shoppers,  men  sport 
fans,  noontime  news  listeners,  and 
children,  but  we  do  not  feel  that 
our  radio  radius  has  been  complete- 

ly covered.  We  are  still  working  on 
possibilities  for  an  evening  shov/ 
which  will  appeal  to  the  whole 
family.  Such  a  show  would  round 
out  our  program  pattern  to  include 
a  general  audience  group,  as  well 
as  several  separate  groups. 

Store  Talent 

A  talent  controversy  often  crops 
up  in  department  store-radio  plans. 
Some  stores  feel  it  is  essential  to 
have  talent  come  directly  from  the 
store  itself,  in  order  to  properly 
put  the  sales  message  across.  We 
do  not  feel  store  talent  is  essential 
for  that  purpose.  However,  because 
of  the  nature  of  the  programs 
and  close  tie-ins  between  results 
and  store  organization  we  do  use 
store  talent  on  three  of  the  four 
programs.  On  the  other  hand, 
Sportscaster  Hal  Simonds  is  a 
WFIL  man,  the  m.c.  of  Shopper 
at  the  Mike  is  a  WFIL  man,  and 
A.  D.  is  a  writer  for  a  Philadelphia 
newspaper. 

One  bogey  that  turns  up  with  an- 
noying regularity  in  the  question  of 

department  store-radio  alfairs,  par- 
ticularly in  program  production,  is 

the  costs  problem.  The  greatest  dif- 
ficulty in  exercising  this  evil  spirit 

is  the  lack  of  specific  figures  of  ra- 
dio unit  costs  versus  direct  sales 

results — which  makes  highly  dubi- 
ous any  attempts  at  exact  compari- 
son, for  example,  with  newspaper 

costs  and  results.  Lit  Brothers 
feels,  however,  that  for  what  we  ask 
of  radio,  in  institutional  value,  store 
promotion  and  goodwill,  the  cost  is 
quite  moderate ;  in  relation  to  other 
more  important  factors,  it  is  incon- 
sequential. 

The  crux  of  the  present  radio-de- 
partment store  problem  appears  to 

me  to  be  a  matter  of  education — 
education  of  department  stores  to 
the  possibilities,  limitations  and  cor- 

rect use  of  radio,  and  education  of 

P0»  THE  BEST  NEWS  SE  AVICI! 

WIND 
24  HOURS  A  DAY 

STRANGE  COINCIDENCE  marks  the  adjacent  placement  of  billboards 
WIND,  Gary-Chicago,  and  the  Chicago  Sun,  each  promoting  selected 
news  as  the  central  theme,  in  the  same  color  schemes  and  using  the  same 
areas  for  their  exploitation.  Ironically  the  combined  message  reads,  "In 
War  News,  The  Truth,  The  Chicago  Sun"  and  "For  the  Best  News 
Service,  Tune  in  W-I-N-D".  WJWC,  Chicago,  broadcasts  the  Chicago 
Sun  air  edition,  featuring  Clifton  Utley  several  times  each  day 

radio  stations  to  the  organization 
and  aims  of  a  department  store. 
When  department  stores  realize 

that  radio  advertising  effectiveness 
grows  in  direct  proportion  to  the 
length  of  time  it  is  heard,  they 
won't  wonder  why  short-term  cam- 

paigns fail  to  achieve  desirable  re- 
sults. 

Lit  Brothers  advertises  52  weeks 

out  of  the  year.  We  realize  that  ra- 
dio programs  and  bonds  have  this 

in  common :  It  usually  takes  a  defi- 
nite period  of  time  for  them  to  ma- 
ture and  pay  dividends.  Because  of 

the  "nature"  of  a  department  store 
— because  it  contains  hundreds  of 
departments  with  thousands  of  sep- 

arate items  for  sale,  advertising  of 
an  institutional  type  is  far  more  ef- 

fective, in  the  long  run,  than  at- 
tempts to  "plug"  specific  products. 

Of  course,  if  only  one  product  is 
to  be  "plugged"  on  a  program,  e.g. 
Fikany  Shoes,  on  A.  D.  program, 
that  is  a  different  matter.  But  for 
other  cases,  there  is  no  repetition 
value,  no  particular  effect  on  the 
minds  of  listeners,  of  a  program 
that  might  mention  perfume  one 
day  and  parkas  the  next. 

"If  I  Were  a  .  .  ." 
If  I  were  a  radio  time  salesman, 

anxious  to  tap  the  department 
store  market,  I  would  certainly  not 
proceed  as  some  do,  to  contact  store 
management  immediately  with  an 
offer  of  radio  time  on  any  sustain- 

ing program  we  had  at  the  moment. 
First  of  all,  I  would  study  that  par- 

ticular store ;  learn  its  policies ;  how 
they  were  trying  to  accomplish  the 

kolo 
MASON  CITY.  IOWA 

Bought  any  bacon  lately?  If  so, 

you  KNOW  why  farmers  in  this 

territory  have  plenty  "do-re-mi" 
to  lay  on  the  line. 

DIP  INTO  l»t  ''^^L^-SiiSri^T^ 

NOW  5000  WATTS 

Old  1000  watt  rales 
are    still    in  effect 

store's  aims;  how  nearly  they  were succeeding. 

After  thorough  research,  I  would 
get  in  touch  with  the  management 
and  say,  "I  have  noticed  what Blank  Brothers  has  been  trying  to 
do;  I  believe  your  problems  are 
so  and  so.  I  believe  our  station  may' 
be  of  some  help  to  you  in  solving 

them." 

I  would  be  fortified  with  the  facts 

behind  that  statement.  After  a  dis-' 
cussion  of  the  store's  problems,  I 
would  return  to  the  station,  where,' 
with  the  cooperation  of  station^ 
executives,  a  program  series  would 

be  developed  to  fit  the  special  needsj'^S of  that  store. 
Definite  Scheme 

Then,  with  concrete,  specific  pro-^  m 
gram  suggestions,  I  would  be  able 
to  make  a  definite  offer  of  program 

and  time  to  store  management — an 
offer  individually  tailored  to  their 
needs.  If  that  type  of  study  and^jj 
research  were  done  for  each  store,  j 
before  a  salesman  offered  the  store., 
either  program  or  time,  there  would;  [i,^ 
be  far  less  feeling  among  departi^jj 

ment  store  executives  against  radio, 
advertising;  there  would  be  a  far^ 

greater  degree  of  success  in  ad- 
vertising carried  out. 

The  successful  cooperation  of  Litf— Brothers  and  WFIL  indicates  tc 
me  that  mutual  understanding  of 

department  stores  and  radio  sta- 
tions should  not  be  very  difficult  tc 

achieve — particularly  if  the  radio 
station  will  put  more  of  its  time  or 

the  department  store's  problem,  and the  department  store  will  put  mor^ 
of  its  time  on  the  air. 

KWBW,  Hutchinson,  Kan.,  ha 
named  Radio  Adv.  Corp.  as  nationa 
representative,  effective  Dec.  1.  Th^ 
station  joined  NBC  Nov.  22  as  ar affiliate. 
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For  complete  dptails  write 
HOWARD  H.  WILSON  CO. 
Chicago    -    New  York    -    Kansas  City 

San  Frannisco    -  Hollywood 
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Mrs»  Lewis  Finds  Listener  Resentment 

At  Heavy  Schedules  of  War  Campaigns 

ijROWING  discontent  with  over- 
3xtensive  war  drives  and  propa- 

ganda' and  a  definite  resentment 
against  abuse  of  patriotism  by  ra- 

dio advertisers  are  among  the  lis- 
;ener  reactions  reported  by  Mrs. 
Dorothy  Lewis  who,  as  coordina- 

tor of  listener  activities  of  the 
:NAB  has  just  completed  a  two- 
ifnonth  tour  of  the  country. 

Mrs.  Lewis  conducted  about  17 

ionferences  on  the  subject  "Radio 
Serves  the  War  and  the  Post- War 
Era,"  in  which  she  outlined  the 
3xtent  and  nature  of  American  ra- 

dio's wartime  participation,  with 
isteners  revealing  their  reactions 
to  current  radio  material. 

Too  Many  War  Plays? 

While  in  general  openly  approv- 
ng  the  manner  in  which  radio  is 
jerving  the  war  effort,  listeners 

isaw  room  for  improvement.  As  to 
leavy  schedules  for  war  drives, 
isteners  reported  messages  would 

ij,!.j5oon  be  going  in  one  ear  and  out 
[;he   other.    It   was  learned  that 
jkvhere  stations  created  their  own 
, shows,  results  were  "phenomenal". 

[IVIany  suspected  that  news  is  being 
psychoanalyzed  for  them  and  fear 
;hey   were   being   conditioned  by 
Government  agencies.  They  were 
'eported  to  be  eager  for  "more 

rojciews,  more  direct,"  provided  it  did 
lot  aid  the  enemy. 
Most  groups  were  unanimously 

"^■n  favor  of  a  weekly  summary  of iif  lews  by  Elmer  Davis,  OWI  chief, 
'preferably  late  Sunday  afternoon 

"  ')r  evening.  Station  representatives 
'J' '  .ailed  for  a  "judicious  use  of  the 
Y'Me  pencil"  on  OWI  material,  indi- ating  also  that  material  should  be 

feared  closer  to  the  local  station 
''f^bicture. 

"Children  in  Wartime"  was  the 

elling  Pouier 

lOUIEST  PRICE 

subject  of  a  series  of  conferences 
lead  by  Mrs.  Lewis,  and  attended 
by  state  and  local  leaders  of  civic 
welfare  organizations,  educators 
and  broadcasters.  Mrs.  Lewis  re- 

ports that  new  radio  councils  are 
being  formed  in  a  number  of  com- 

munities, including  Toledo,  Man- 
kata,  Fargo,  Omaha,  Des  Moines, 
Kansas  City,  Wichita,  Inter- 
Mountain  Area,  Missoula,  Spokane 
Sacramento,  San  Francisco,  Oak- 

land, and  suburban  Los  Angeles. 
Resuming  her  travels,  Mrs.  Lewis 

left  Washington  Dec.  3  for  a  short 
trip  through  Ohio  and  New  York. 
On  Dec.  4  she  spoke  at  a  luncheon 
of  the  Radio  Council  of  Greater 
Cleveland. 

Fund  Sought  to  Aid 

Reporters  Abroad 
Overseas  Press  Club  Moving 

To  Help  Correspondents 

PROMPTED  by  the  realization 
that  American  correspondents  and 
commentators  serving  abroad  share 
the  same  trials  and  dangers  as  the 
armed  forces,  and  calling  atten- 

tion to  the  fact  that  nine  press  and 
radio  representatives  have  been 
killed  in  the  war  to  date,  the  Over- 

seas Press  Club  of  America  last 
week  took  action  towards  establish- 

ment of  a  "correspondent's  fund," 
at  a  meeting  of  its  board  of  gover- 

nors, Nov.  30. 
Announcement  was  made  by 

Lowell  Thomas,  president  of  the 
club  and  BLUE  commentator.  The 
fund  will  be  launched  with  the 
American  premiere  of  Noel  Cow- 

ard's film,  "In  Which  We  Serve", 
at  the  Capitol  Theater,  New  York, 
Dec.  23. 

The  fund  has  been  set  up  to  give 
aid,  in  the  event  of  illness,  injury 
or  death  resulting  from  service,  to 
"deserving  men  and  women  who 
have  served  the  American  press, 
radio,  newsreels  and  allied  Ameri- 

can services  of  public  information 
in  foreign  lands  or  outside  the  con- 

tinental borders  of  the  United 

States."  Wife,  child,  or  other  im- 
mediate dependent  of  a  person  los- 

ing his  life  in  service  will  be  pro- 
vided for  by  the  fund,  as  will  those 

no  longer  actively  engaged  in  the 
public  information  field.  Finances 
will  be  devoted  principally  to  the 
aid  of  freelance  correspondents  or 
those  on  special  missions  who  are 
not  protected  by  insurance. 

Nineteen  American  correspon- 
dents have  been  hurt  or  wounded 

since  the  war  started  in  September, 
1939,  according  to  a  count  reported 
by  Walter  E.  Schneider  in  Editor 
&  Publisher,  recently. 

Administrators  of  the  fund  are: 
Lowell  Thomas,  H.  V.  Kaltenborn, 
NBC  commentators ;  Johannes 
Steel,  commentator  of  WMCA, 
New  York;  Wythe  Williams,  com- 

mentator of  WHN,  New  York,  and 
other  members  of  the  board  of  gov- 

ernors of  the  Press  Club. 

Appeal  for  Radios 
BUNDLES  for  Britain  Inc., 
New  York,  has  issued  an  ap- 

peal for  funds  to  purchase 
radios  for  British  troops  in 
Africa,  stating  also  it  would 
welcome  second-hand  radios 
in  good  condition.  The  ap- 

peal followed  a  message  from 

England  stating,  "We  know how  much  radio  contributes 
to  morale,  especially  the  pro- 

grams of  music  which  give 
immortal  strength  to  those 

who  listen." 

WQAM  Women's  Day 
AS  A  Minute  Women  at  War  Week 
stunt,  WMAQ,  Miami,  turned  the 
station  over  to  women  from  6 : 30 
a.m.  to  6:30  p.m.  Nov.  27  and 
thereby  sold  $20,100  worth  of  War 
Bonds.  Six  women,  working  in  two- 
hour  shifts,  made  all  station  breaks, 
handled  sustaining  programs  and 
made  bond  selling  talks.  Purchases 
ranged  from  scores  of  $25  bonds 
to  one  order  for  $5,100  in  $100 
bonds  to  be  used  as  Christmas  gifts 
for  30  grandchildren. 

AT&T  Is  Denied  Delay 

In  Long  Distance  Probe 
ACTING  on  the  AT&T  motion  for 
continuance  of  the  rate  reduction 
hearing  scheduled  for  Dec.  16,  the 
FCC  denied  the  request  and  ord- 

ered the  respondent  to  appear  on 
that  date  with  all  evidence  then 

prepared  plus  an  outl'ne  of  the other  evidence  to  be  prepared  and 
the  time  it  would  take  to  prepare  it. 

This  action  followed  an  explana- 
tion by  the  company  earlier  last 

week  that  reduction  of  rates  for 

long  distance  toll  service  "would interfere  with  successful  prosecu- 
tion of  the  war,"  s^'nce  an  increase in  business  resulting  from  reduced 

rates  was  not  in  the  public  interest. 
The  statement  was  a  response  to 
an  FCC  order  directing  the  com- 

pany to  show  cau^e  why  rates  for 
its  long  distance  lines  department 
should  not  be  reduced  [Broadcast- 

ing, Nov.  301. 
This  reply  also  represents  an 

answer  to  Chairman  Fly's  asser- tion that  such  a  reduction  in  cost 
would  increase  the  number  of  net- 

work affiliates.  Coincident  with  the 

reply,  AT&T  had  sought  the  post- 

ponement. 

Series  for  Latins 
ORIGINATING  in  the  studios  of 
WMCA,  New  York,  but  not  heard  lo- 

cally, The  Magazine  of  the  Air,  Por- 
tuguese program  featuring  Raymond 

Paige's  orchestra  and  guest  soloists, 
is  transmitted  by  direct  line  to  Rio 
de  Janeiro,  under  the  auspices  of  the 
Coordinator  of  Inter-American  Af- fairs. 

To  Pick  War  Song 

BEST  WAR  SONG  to  be  published 
professionally  during  the  year  end- 

ing Dec.  7,  1942,  has  been  selected 
by  a  board  of  judges  represent- 

ing the  radio  and  music  fields,  and 
will  be  announced  on  NBC's  Hit Parade  Dec.  12.  Barry  Wood, 
singer,  instituted  the  award.  A 
plaque  will  be  presented  to  the writer  of  the  winning  song. 

IN  THE  RADIO  LIMELIGHT 
a  series  of  informative  articles  for  radio  advertisers 
and  time-buyers,  prepared  by  The  Branham  Company 
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RADIO  STATION  KRLD  DALLAS,  TEXAS 
The  TIMES  HERALD  Station 

50,000  WATTS  1080  Kc.  CBS  Network 
C.  W.  REMBERT,  Station  Manager 

Two  markets  for  the  price  of  one! 

KRLD,  oldest  and  biggest  CBS  affiliate  in  Texas  covers 
the  vast  market  of  North  Texas  and  Southern  Okla- 

homa, delivering  both  Dallas  and  Ft.  Worth. 

These  two  cities  —  with  close  to  600,000  metropolitan 
population,  will  show  a  combined  retail  sales  gain 

of  $67,550,000  for  1942  over  1941.  "Sales  Manage- 
ment" Magazine  estimates. 

In  an  area  of  1,423,508  radio  families,  you  get,  with 

KRLD's  50,000  watts,  the  metropolitan  markets  of 
Dallas  and  Ft.  Worth  and  the  big  rural  audience  in 
towns  and  on  farms  of  North  Texas  and  Southern 

Oklahoma.  Ask  about  KRLD's  phenomenal  perform- ance on  mail  .  ,  . 

For  Spots  that  SELL,  Call  a  Branham-man 

THE    BRANHAM  COMPANY 
CHICAGO  NEW  YORK 

DETROIT  ATLANTA  CHARLOHE  DALLAS  ST.  LOUIS  MEMPHIS 
KANSAS  CITY        SAN  FRANCISCO         LOS  ANGELES  SEAHLE. 
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HP's  Service  Is  Added 

By  Crosley  to  Newsroom 
ADDITION  of  UP  service  to  the 
newsroom  of  WLW-WSAI,  Cincin- 

nati, was  announced  last  week  by 
James  D.  Shouse,  vice-president  of 
Crosley  Corp.,  to  establish  the 
station's  newsroom  as  the  first  in 
the  area  to  be  served  by  AP,  UP 
and  INS,  in  addition  to  the  Ren- 

ter's European  news  service. 
This  addition  marks  another  step 

in  the  planned  expansion  of  the 
news  department,  according  to 
Mr.  Shouse,  and  he  reviewed  the 
addition  of  personnel  as  well  as 
services  to  the  newsroom.  Current- 

ly the  WLW  staff  includes  William 
Dowdell,  editor  of  the  news  rooms; 
Gregor  Zeimer,  Carroll  D.  Alcott, 
Arthur  Reilly  and  John  Stinson. 
William  H.  Hessler,  foreign  editor 
of  the  Cincinnati  Enquirer,  also 
joins  in  special  broadcasts.  WSAI's newsrom  includes  Milton  Chase, 
Carlton  Boudette,  Cecil  Hale  and 
Bob  Bentley. 

Mr.  A^s  Plug  Studies 

Federal  Gets  'M' 
FEDERAL  RADIO  &  Telephone 
Corp.,  Newark,  equipment  manu- 

facturing subsidiary  of  IT&T,  was 
among  nine  manufacturing  plants 
designated  for  Maritime  Commis- 

sion honors  in  production  of  ma- 
terials for  the  Victory  fleet,  H.  L. 

Vickery,  vice-chairman  of  the  Mari- 
time Commission,  announced  last 

week.  The  firm  will  receive  the 

Maritime  "M"  pennant,  Victory 
Fleet  flag,  and  labor  merit  badges 
for  its  employes  at  award  cere- 

monies later  this  month. 

NOVi  READY 

Only  Postal  Telegraph HAS  it!  So  next  time  you 
have  messages  that  must  get 
through  .  .  .  messages  that  call  for 
extra  speed  and  extra  accuracy  (at no  extra  cost)  .  .  . 

CALL 

Tostat 

Telegraph 

For  your  convenience,  charges 
for  telegrams  telephoned -in 
appear  on  your  telephone  bill. 

•For  descriptive  folder  —  addr est  PotI'd 
Telegraph,  157  Chambers  St.,  Sew  York or  ask  local  branch  manager. 

-BY  MAURICE  CONDON- 

The  busy  office  of  the  station's  commercial  continuity  writer  is invaded  by  K.  W.  Amplistat,  on  his  mission  of  isolating  cliches in  radio. 

Q.  What  is  your  work? 
A.  I'm  the  commercial  continuity 

writer.  When  the  salesman  brings 
in  a  new  client,  I  have  to  write 
the  announcements. 

Q.  That  is  an  important  job. 
What  are  some  of  the  accounts? 

A.  Restaurants,  jewelers,  florists, 
clothing  stores  —  anything  and 
everything. 

Q.  Let's  try  some  copy  for  the 
local  jeweler.  His  firm  is  what? 

A.  A  reliable,  friendly  store. 
Q.  How  will  you  describe  his 

stock? 
A.  Ample,  varied. 
Q.  Does  he  carry  diamonds? 
A.  There  is  a  large  selection  of 

quality,  blue-white  stones  priced  to 
suit  every  purse. 

Q.  The  listener  is  urged  to  buy 
a  diamond  for  whom? 

A.  For  the  girl — for  the  girl  of 
your  choice — ^the  one  and  only — or 
that  very  special  someone. 

Q.  Why? 
A.  A  gorgeous,  sparkling  dia- 

mond is  every  woman's  heritage. 
The  symbol  of  eternal  love  and  de- 
votion. 

Q.  Will  the  recipient  appreciate 
it? 

A.  She  fill  cherish  it  always. 

Q.  I  imagine,  then,  it  is  an  at- 
tractive stone? 

A.  Breathtaking  in  its  loveliness. 
Q.  Is  the  mounting  suitable? 
A.  The  scintillating  beauty  of  the 

diamond  is  enhanced  by  the  distinc- 
tive mounting,  a  worthy  setting  for 

this  precious  gem. 
Q.  Are  there  watches  for  sale? 
A.  A  large  variety  of  dependable 

watches. 
Q.  How  about  silverware? 
A.  An  indispensable  adjunct  to 

gracious  living  is  beautiful  silver- 
ware. Here  I  bring  in  the  gleam  of 

candles  and  the  snowy  linen  of  the 
dinner  table. 

Q.  A  compelling  picture.  What 
is  that  you  are  preparing  to  write? 

A.  We  just  sold  a  dog  food  ac- 
count. 

Q.  From  diamonds  to  dog  food! 
Versatility  indeed!  What  will  you 
say  to  urge  dog  owners  to  purchase 
this  brand? 

A.  I  start  it  with  a  dog  barking. 

Q.  Why? 
A.  Then  I  write:  "If  your  dog 

could  talk,  he'd  demand  Canine 

Choice." Q.  I  see,  personalize  the  dog. 
And  why  should  he  demand  it? 

A.  Because  it  gives  him  a  prop- 
erly balanced  diet — it's  appetizing 

and  nourishing  and  vitamin  en- riched. 

Q.  What  will  it  do  for  the  dog? 
A.  Give  him  plenty  of  pep  and 

energy,  bring  back  the  bright  spar- 
kle to  his  intelligent  eye,  return 

that  sleek,  glossy,  healthy  look  to 
his  coat. 

Q.  How  do  dogs  regard  Canine 
Choice? 

A.  They  crave  it. 
Q.  What  will  the  reaction  of  the 

master  be? 
A.  He'll  be  surprised  with  its 

economy.  And  it's  easy  to  serve. 
Q.  Is  there  any  other  reason  why 

the  dog  deserves  this  brand? 
A.  The  dog  is  man's  best  friend ; he  deserves  the  best. 
Q.  Excellent.  Now  what  do  we 

have? 

A.  Chrysanthemum  Corner — it's a  florist. 

Q.  And  flowers  are — A.  The  most  flattering  of  all 
gifts.  The  perfect  gift.  The  gift 
from  the  heart.  The  gift  that 
speaks  for  you. 

Q.  They— 
A.  Cast  radiant  cheer,  brighten 

up  the  home.  Flowers  lead  the  way 
to  a  woman's  heart. 

Q.  Then  if  I'm  in  doubt — A.  Send  flowers. 
Q.  Thank  you.  Why  are  you 

drooling? 
A.  I  am  getting  ready  to  vsrrite 

a  spot  for  Sam's  Steakburgers. 
Q.  And  what  are  they  like? 
A.  They  are  delicious,  toothsome, 

mouth-wateringly  good.  They  are 
made  from  selected  cuts  of  the  fin- 

est meats. 
Q.  How  are  they  prepared? 
A.  Carefully,  skillfully. 

Q.  And  they  reach  me — A.  Sizzlingly  hot,  ready  to  melt 
in  your  mouth. 

Q.  On  what  is  the  steakburger 

placed? A.  On  a  big,  crisp,  golden-toasted 
bun,  with  plenty  of  rich  creamery 
butter.  The  taste-tantalizing  flavor 
is  heightened  by  tangy  relish,  cat- 

sup or  mustard. 
Q.  And  coffee? 
A.  And  a  cup  of  steaming,  frag- 

rant coffee. 

Q,  When  should  I  go  to  Sam's? A.  Now!  Right  Away! 
Q.  Is  there  anything  else? 
A.  Yes,  take  home  a  bag  of  Sam's Steakburgers,  famed  for  their 

super-goodness.  The  family  will 
love  'em. 

Q.  Suppose  you  are  writing  an 
announcement  for  a  public  event? 

A.  Then  it's  bigger  and  better 
than  ever — a  show  you  won't  want 
to  miss — a  top  flight  extravaganza 
— a  gargantuan  spectacle.  Get  your 
tickets  today! 

Q.  What  about  a  cosmetic  ac- 
count? 

A.  They  say  that  beauty  is  only 
skin  deep — protect  that  natural beauty. 

Q.  Is  the  cosmetic  product  well 
liked? 

A.  A  favorite  with  discriminat- 
ing women.  It's  a  precious  tribute to  beauty. 

Q.  //  you  mention  blemishes,  how 
will  you  describe  them? 

A.  Unsightly  blemishes. 
Q.  And  this  product  leaves  the 

skin  how? 
A.  Delightfully  fresh,  soft  and 

touchable  as  rose  petals. 
Q.  How  about  soap  flakes? 
A.  I  bear  heavy  on  the  suds 

angle. 
Q.  And  what  are  the  suds? 
A.  They  are  gentle,  soft,  creamy, foamy. 

Q.  How  do  you  describe  their 

quantity? A.  There  are  mounds  of,  piles  of, 

handfuls  of,  oodles  of,  and  moun- 
tains of. 

Q.  Do  these  soap  flakes  cut 

grease? 
A.  They  cut,  zip  through,  banish, 

chase. 

Q.  With  what  speed? A.  With  lightning  speed,  in  a 

jiffy,  in  jigtime,  or  before  you  could 

say  presto. 
Q.  Then  dishes  are — A.  Beautifully  clean,  sparkling 

or  glittering. 

Q.  Washes  are — A.  Snowy  white,  dazzlingly 
white.  And  sweet  smelling! 

Q.  When  you  write  of  a  store 
sale,  what  is  it? 

A.  An  opportunity:  unparal- 
leled, or  grand,  or  unusual,  or  re- 

markable or  exceptional.  Some- 
times all  of  these. 

Q.  Does  it  offer  savings? 

A.  Substantial,  great,  unbeliev- 
able, tremendous,  unheard-of. 

Q.  Prices,  then  have  been — 
A.  Cut,  slashed,  lowered  without 

regard  to  profit.  Also  reduced drastically. 

Q.  In  the  face  of  what? 
A.  Difficult  market  conditions. 

Q.  What  will  I  remember? 
A.  You  will  long  remember  this 

greatest  value  event  of  the  year. 
Q.  I  see.  Why  are  you  rapping 

your  knuckles  on  the  desk? 
A.  I  may  use  it  as  an  opener. 

Sound  effect  of  knocking — then, 
"Opportunity  knocks!"  See? 

Q.  Yes. A.  Or  a  bell.  "Spelvin  Rings  the 

Bell  for  Bargains!" 

Q.  I  see. A.  Or  a  police  whistle.  "Stop  at 
Spelvin's  and  Save!" 

Q.  Hm^-m — A.  Or  a  locomotive  toot.  "Stop — Look — Listen!  Sensational  Savings 

at  Spelvin's!" Q.  Er.  .  .  . 
A.  Or  a  lion's  roar.  "Get  the 

lion's  share  of  the  savings  at  Spel- 

vin's!" 

Q.  I  think — A.  Or  an  avalanche.  "A  land- 

slide of  big  bargains  at  Spelvin's!" 
See?  Hey,  Mr.  Amplistat!  What's that  you're  doing? 

Q.  It's  a  sound  effect.  Of  a  door 
closing.  Behind  me.  Good  day. 

Choices  of  Students 

KATHRTN  CRAVENS,  commenta- tor of  WNEW,  New  York,  shares  first 
place  with  Gabriel  Heatter,  Mutual 
commentator,  as  favorite  of  the  Straus 
Movie  and  Radio  Appreciation  Club, 
a  group  of  40  Brooklyn  high  school students. 
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HARLEYSVILLE  MUTUAL  Casualty  Co. 
and  Mutual  Auto  Fire  Insurance  Co.,  both 
of  Harleysville,  Md.,  and  the  Camden  Fire 
Insurance  Assn.,  Camden,  N.  J.,  to  Gray  & 

.  Rogers,  Philadelphia. 
BALDWIN-HILL  Co.,  Trenton,  N.  J. 
(heat  insulators),  to  Gray  &  Rogers,  Phila- delphia. 
DIAMOND  STATE  BREWERY  Inc., 
Wilmington,  Del.  (beer),  to  Stewart- 
Jordan  Co.,  Philadelphia.  H.  Wachtel,  gen- 

eral manager  of  the  brewery,  is  now  con- 
ferring with  the  agency  on  plans  for 

!  winter  advertising,  and  radio  is  expected  to 
be  included. 
OZOMULSION  Co.,  New  York  (chemist), 
to  Irwin  Vladimir  &  Co.,  New  York,  for 
export  advertising.  No  radio  planned. 
HANAN  &  SON  Inc.,  Chicago  (shoes), 
to  Oren  Arbogust  Adv.,  Chicago. 
LIME  COLA  Co.,  Montgomery,  Ala. 
(drink),  to  Associated  Adv.  Agency,  Los 
Angeles. 
VITAMIN  NUTRITION  PKoducts,  Chi- 

cago (Vitapac),  to  Schwimmer  &  Scott, 
Chicago.  Will  use  newspapers,  magazines, and  radio. 
LEWIS,  HUBBARD  &  Co.,  Charleston, 
W.  Va.  (Conquest  wheat  cream  cereal), 
to  Robert  Porter  King,  Parkersburg,  W. 
Va.  Newspapers,  outdoor  and  radio  to  be used. 
LINNEA  Inc.,  Chicago  (perfume),  to 
Frank  R.  Steel  Associates  Inc.,  Chicago. 
Magazines,  newspapers,  trade  papers  and 
radio  to  be  used. 
PRINCE  MACARONI  MFG.  Co.,  Lowell, 
Mass.,  to  Van  Dolen,  Givaudan  &  Masseck, 
New  York.  Spot  broadcasting  scheduled  to 
start  on  several  New  England  stations 
Dec.  1,  temporarily  held  up  by  cellophane 
shortage. 
NORTHWESTERN  BELL  Telephone  Co., 
[Minneapolis  Division],  to  BBDO,  Minne- 
apolis. 
LAROS  TEXTILES  Co.,  Bethlehem,  Pa. 
(lingerie)  to  Lewis  &  Gilman,  Philadelphia. 
IMPERIAL  CHEMICAL  Industries  Ltd., 
Calcutta,  to  J.  Walter  Thompson  Co.,  Cal- 

cutta. Public  relations  now  in  preparation 
for  release  in  January. 

Food  Reports  Shifted 
TO  IMPROVE  service  to  consumer 
listeners,  OPA  has  requested  the 
'Agricultural  Marketing  Adminis- 
.tration  to  assume  responsibility 
beginning  Dec.  3  for  issuance  of  the 
weekly  "best  buys"  reports  to  radio 
stations,  covering  market  supplies 
and  price  trends  of  fruits  and  vege- 

tables, it  was  announced  last  week 
by  Elwyn  T.  Rowell,  head  of  the 
Radio  and  Market  News  Section 
of  the  AMA.  The  releases  will  be 
available  to  all  radio  stations  and 
will  be  issued  locally  each  Thurs- 

day afternoon  from  appi'oximately 
29  AMA  centers  throughout  the 
United  States.  Previously  OPA  had 
prepared  the  market  releases  based 
on  information  supplied  by  the 
Quartermaster  Corps  through  their 
purchases  of  food  for  military 
forces.  The  reports  were  issued 
at  OPA  headquarters.  The  radio 
releases,  titled  "Wartime  Food  Bul- 

letin", will  feature  Victory  food 
specials,  current  supplies  and  price 
trends  in  local  areas  of  fruits, 
vegetables  and  other  foods. 

Firestone's  15th  Year 
ENTERING  its  fifteenth  year  on 
NBC,  Monday,  Dec.  7,  The  Voice  of 
Firestone  marks  14  years  of 
almost  continuous  broadcasting, 
sponsored  by  Firestone  Tire  and 
Rubber  Co.,  Akron,  0.  Sweeney  & 
lames  Co.,  Cleveland,  is  agency. 

CONGRATS  FOR  KOA  as  James  R.  McPherson,  general  manager  of 
KOA,  Denver,  extends  his  mitt  to  Gil  Verba,  chief  announcer  of  the  sta- 

tion, at  the  formal  presentation  of  a  ring  to  Verba  signifying  the  winning 
of  the  H.  P.  Davis  Memorial  Announcers  Award  for  1942  in  the  Mountain 
Time  Zone.  Watching  are  (standing  1  to  r) :  Mr.  McPherson;  Mr.  Verba; 
Clarence  C.  Moore,  program  director.  Seated  at  roundtable  are  announcers 
Andrew  Gainey  and  Steve  Robertson,  and  production  manager  T.  E. 
Stepp.  Another  member  of  KOA's  announcing  staff  received  the  award 
last  year,  Ed  Brady,  now  a  lieutenant  in  the  Army  Air  Forces. 

HECKER,  BEST  FOODS 
MERGER  PROPOSED 

APPROVAL  of  stockholders  of 
Hecker  Products  Corp.,  New  York, 
will  be  sought  at  a  special  meet- 

ing Dec.  29  during  which  the  pro- 
posal to  combine  Hecker  and  Best 

Foods  Inc.  into  a  single  operating 
company  at  the  end  of  1942  will 
be  discussed,  it  was  announced  last 
week  by  William  J.  Wardall,  Chair- 

man of  Hecker. 
The  stockholders  will  be  asked 

to  approve  the  move,  adopt  the 
name  of  Best  Foods  as  the  desig- 

nation of  the  combined  company 
and  charge  off  the  item  of  good- 

will which  results  from  the  mer- 
ger to  a  combined  capital  surplus 

in  the  amount  of  $16,652,344. 
The  merger  proposal  follows  re- 

cent purchase  by  Hecker  of  Gen- 
eral Foods  Corp.'s  29%  interest  in 

Best  Foods,  giving  Hecker  100% 
ownership  [Broadcasting,  Nov. 
2].  Hecker  at  present  is  conduct- 

ing an  intensive  spot  radio  and 
newspaper  campaign  for  its  H-0 
oats,  Presto  Self-Rising  Flour,  en- 

riched cream  farina,  and  Hecker 
and  Ceresota  brands  of  family 
flour,  all  of  which  are  placed  by 
Arthur  Kudner  Inc.,  New  York. 

5000  WATTS 

AT  570  KC. 

The  Perfect  Combination 

IREENE  WICKER,  known  as  "The 
Singing  Story  Lady,"  on  CBS,  has been  named  coordinator  of  radio  in 
the  child  care,  development  and  pro- 

tection department,  Civilian  Defense 
Volunteer  Office,  New  York. 

PABST  TO  SPONSOR 

PRO  GRID  WllSDVP 
PABST  SALES  Corp.,  Chicago, 
which  has  been  sponsoring  profes- 

sional football  broadcasts  in  seven 
cities  during  the  past  season,  on 
Dec.  13  will  sponsor  exclusive  Mu- 

tual coverage  of  the  1942  pro  foot- 
ball championship  game  between 

the  Chicago  Bears,  western  divi- 
sion winners,  and  the  Washington 

Redskins,  eastern  title  holders. 
Played  at  Griffith  Stadium,  Wash- 

ington, the  game  will  be  broadcast 
at  1:45  p.m.  to  its  finish  on  over 
60  Mutual  stations  throughout  the country. 

Harry  Wismer,  well  -  known 
BLUE  football  announcer,  will 
handle  the  play-by-play  account, 
assisted  by  two  "color"  men,  Russ 
Hodges,  who  has  been  handling  the 
Redskin  games  on  WOL,  Washing- 

ton, and  Jack  Dreese,  announcer 
for  the  Bears  on  WENR,  Chicago. 
All  three  will  donate  their  entire 
salary  for  the  game  to  one  of  the 
armed  forces  relief  societies. 

Agency  handling  pro  football 
games  sponsored  by  Pabst  through 
Jan.  1,  1943,  is  Lord  &  Thomas, 
New  York,  although  Warwick  «& 
Legler,  New  York,  was  recently  ap- 

pointed for  all  other  advertising 
by  Pabst  for  its  beer.  [Broadcast- ing, Oct.  26]. 

Impressive  PERFORMANCE 
WMBD  is  undisputed  leader  in  community  in- 

terest and  civic  progress  in  Peoriareo.  That's 
why  radio  listeners  look  to  WMBD  for  the 
finest  entertainment — why  both  local  and  na- 

tional advertisers  look  to  WMBD  to  carry  the 
sales  load. 

Mornings  Noon  and  Night  .  .  . 
C.  C.  Chappelle  surveys  show  the  enviable 
position  WMBD  holds  in  the  Peoriareo — see 
charts  at  left.  They'll  guide  you,  too,  in  budget- 

ing advertising  to  sell  Peoriareo. 

Write  for  full  information 
telling  how  folks  listen 
and   buy  through  WMBD. 

WMBD  is  a  member  of  CBS  network 

mm,  \n. 
Exdmivt  NmiMtud 

Rtprantttivet 
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

 NOVEMBER  28  TO  DECEMBER  4  INCLUSIVE  

Decisions  .  .  . 
NOVEMBER  30 

KMPC,  Beverly  Hills,  Cal— Granted 
license  to  cover  CP  increase  power,  etc. 
WWNY,  Watertown,  N.  Y.— Granted 

license  to  cover  CP  increase  power,  etc. 
KGCX,  Sidney,  Mont. — Granted  modifi- 

cation of  license  to  change  location  of 
main  studio  to  Main  St.,  Sidney. 
WCAO,  Baltimore — Granted  license  to 

cover  CP  increase  power,  etc. 
NEW,  Butler  Broadcasting  Corp.,  Hamil- 

ton, O. — Denied  CP  for  new  standard 
broadcast  station :  vacated  proposed  find- 

ings and  conclusions  adopted  Feb.  17,  1942 
( Supplemental  findings ) . 
WERE,  Wilkes-Bxrre,  Pa.— Denied  with- 

out prejudice  application  for  CP  for  satel- 
lite station  at  Scranton,  Pa.,  to  operate 

with  100  w  power,  simultaneously  with 
WERE  (Order  making  final  proposed  find- 
ings). 
W8X0,  Crosley  Corp.,  Cincinnati — De- 

nied application  for  CP  to  increase  power 
of  developmental  broadcast  station.  Fur- 

ther ordered  that  outstanding  license  for 
operation  of  W8XO  be  terminated  effec- 

tive Jan.  1,  1943  (Decision  and  Order). 
DECEMBER  1 

WNYC,  New  York— Granted  applica- 
tion (Commissioners  Case  and  Craven  dis- 

senting) for  Special  Service  Authorization 
to  change  hours  of  operation  from  limited 
to  6  a.m.  to  10  p.m.  with  power  of  1  kw., 
using  non-directional  antenna  between  local 
sunrise  and  sunset  at  Minneapolis,  and 
directional  antenna  prior  to  local  sunrise 
and  from  local  sunset  at  Minneapolis  until 
10  p.m.,  adjusted  so  as  to  radiate  approxi- 

mately 56  m/v  in  direction  of  WCCO : 
antenna  readjustments  subject  to  approval 
of  chief  engineer;  also  granted  authority 
to  replace  portions  of  phasing  equipment. 
KHUB,  Watsonville,  Cal.— Granted  con- 

sent to  voluntary  assignment  of  license  of 
KHUB  from  John  P.  Scripps  to  Luther 
E.  Gibson,  without  prejudice  to  any  action 
under  Order  No.  79. 
KOCY,  Oklahoma  City — Granted  con- 

sent to  relinquishment  of  control  of  KOCY 
from  M.  S.  McEIdowney  to  Plaza  Court 
Broadcasting   Co.,    John    D.    Thomas  and 
C.  E.  Johnson,  by  transferee's  purchase of  300  shares  or  32.6%  of  the  issued  and 
outstanding  stock  of  licensee  for  $30,000. 
WOOD-WASH,  Grand  Rapids,  Mich.— 

Granted  application  of  WOOD  for  license 
to  cover  CP  5  kw.  1300  kc.  Set  for  hearing 
modification  of  WASH  license  to  authorize 
operation  with  new  equipment  authorized 
for  station  WOOD,  affirming  Com.  Craven's denial  for  temporary  authority  to  WASH 
to  operate  WOOD'S  transmitter. 
NEW,  Lakes  Broadcasting  Co.,  Superior, 

Wis. — Set  for  hearing  application  for  new 
high  frequency  (FM)  broadcast  station  to 
operate  on  44,500  kc,  with  coverage  of 
2,754  square  miles;  hours  of  operation:  6 
D,  5  N. 
WCOA,  Pensacola,  Fla.^ — Granted  post- 

ponement of  hearing  to  Jan.  18,  1943,  on 
application  for  CP. 

DECEMBER  2 
WMIS,  Natohez,  Miss;  WGRM,  Green- 

wood, Miss. — Denied  review  of  action  of 
Nov.  18  denying  motion  for  continuance 
and  severance  in  re  applications  for  re- newal of  licenses. 
WLW,  Cincinnati — Granted  postpone- 

ment of  hearing  to  Jan.  8,  1943,  on  appli- cation for  modification  of  license. 
WNYE,  Brooklyn — Granted  license  to 

cover  CP  for  changes  in  equipment,  fre- 
quency 42,100  kc,  power  1000  w,  special 

emission  for  FM  with  maximum  frequency 
swing  75  kc. 
W9XBB  (mobile),  Chicago  area. — Grant- ed license  to  cover  CP  authorizing  new 

experimental  television  broadcast  station; 
frequencies  384-396000  kc,  10  w,  condition- ally on  experimental  basis  only. 
WJW,  Akron  —  (Commissioners  Case, 

Craven  dissenting)  grart"d  application  of 
WJW  Inc.,  for  modification  of  construc- 

tion permit  (B2-P-3263,  as  modified,  for 
change  in  operation  from  1240  to  850 
kilocycles,  increase  n"wer  from  250  watts 
to  5  kilowatts,  unlimited  time,  vpith  direc- 

tional antenna  for  day  anJ  night  use), 
to  change  location  of  the  transmitter  from 
East  side  of  Akron-Boston  Mills  Road, 
Northhampton  Township,  to  northwest  of 
the  intersection  ■^f  Ohio  State  HiT^way 
No.  94  and  Walling  Road,  Cuyahoga 
County,    Ohio.    The   studios   will   also  be 

moved  as  a  result  of  the  grant  from  Akron 
to  Cleveland,  and  the  type  of  the  transmit- 

ter changed.  The  commencement  and  com- 
pletion dates  of  the  construction  have  been 

extended  from  Aug.  15,  1942  and  Jan.  13. 
1943,  to  60  days  after  grant  and  180  days 
thereafter;  respectively,  on  the  express  con- 

ditions that  (a)  the  towers  associate  with 
this  station  shall  be  marked  in  accordance 
with  Section  303  (q)  of  the  Communica- 

tions Act;  (b)  that  no  interference  will  be 
caused  to  Canadian  Station  CFRB,  Toronto, 
Ontario,  contrary  to  the  provisions  of  North 
American  Regional  Broadcasting  Agree- 

ment; (c)  that  the  nuisance  contour  of 
CFRB  shall  be  determined  by  measure- 

ments, and  no  construction  shall  take  place 
until  such  measurements  have  been  sub- 

mitted and  approved;  and  (d)  subject  to 
submission  of  proof  of  performance.  De- 

nied the  petition  for  rehearing  filed  Feb. 
9,  1942  by  National  Broadcasting  Co.,  Inc., 
directed  against  the  action  of  the  Com- 

mission on  Jan.  20,  1942.  granting  without 
hearing  the  application  B2-P-3263  of  WJW 
to  change  frequency  from  1240  to  850  kilo- 

cycles, increase  power  from  250  watts  to 
5  kilowatts  and  install  directional  antenna. 
However,  the  denial  was  without  prejudice 
to  the  filing  by  National  Broadcasting  Co., 
Inc.,  of  a  new  petition  for  rehearing  di- 

rected against  the  grant  to  WJW  as  modi- 
fied by  the  above  action. 

Proposed  Findings  .  .  . NOVEMBER  30 
NEW,  Herman  Radner,  Dearborn,  Mich. 

(Docket  No.  6220) — To  deny  without  pre- 
judice application  for  CP  new  standard 

broadcast  station,  in  view  of  fact  that 
proposal  involves  use  of  materials  and 
personnel  and  is  in  conflict  with  Memoran- 

dum Opinion  of  April  27,  1942. 
WGRC,  New  Albany,  Ind.  (Docket  No. 

6052) — To  deny  without  prejudice  applica- 
tion for  CP  to  move  transmitter  locally, 

increase  power,  install  new  transmitter, 
change  frequency  and  install  directional 
antenna;  reasons  as  stated  for  Docket  No. 6220  above. 
WKPT,  Kingsport,  Tenn.  (Docket  No. 

6249)— Same. 
KSFO,  San  Francisco — Same. 
KQW,  San  Jose,  Cal.— Same. 

Applications  .  .  . DECEMBER  1 
WAAB,  Worcester,  Mass. — License  to 

cover  CP  which  authorized  move  of  trans- 
mitter and  studio,  increase  power,  install 

new  transmitter  and  directional  antenna. 
KMA,  Shenandoah,  la. — Modification  of 

CP  for  antenna,  increase  power,  extension 
of  completion  date. 
KVGB,  Great  Bend,  Kans. — Voluntary 

assignment  of  license  from  Helen  Townsley 
to  KVGB  Inc.  (resubmitted). 
W9XBT,  Chicago — For  renewal  of  ex- 

perimental  television   broadcast  station. 
DECEMBER  2 

WAGE,  Syracuse — CP  to  install  RCA 250-E  transmitter  for  auxiliary  purposes 
only;  using  250  w  power  and  employing 
DA-night   (620  kc.) 
W41MM,  Winston-Salem — License  to 

cover  CP  for  new  high  frequency  broad- 
cast station. 

woe,  Davenport,  la. — ^License  to  cover 
CP  for  change  in  frequency,  increase  pow- 

er, etc. 
WOWO,  Fort  Wayne,  Ind. — Extension 

of  special  service  authorization  to  operate 
unlimited  to  April  1,  1944,  and  modifica- 

tion of  license  to  change  operating  houi-s from  simultaneous  daytime  and  sharing 
nighttime  with  WWVA  to  unlimited  time 
(1190  kc.) 

DECEMBER  3 
WCAO,  Baltimore — License  to  use  for- 

merly licensed  RCA  1-D-E  transmitter  as 
an  auxiliary  with  power  of  500  watts  N, 
1  kw,  D  (600  kc). 
KFEQ,  St.  Joseph,  Mo. — Modification  of CP  and  license  to  cover  CP  authorizing 

installation  new  transmitter  and  direction- al antenna,  change  in  hours,  increase  power 
and  move  transmitter  (680  kc. ) 

Tentative  Calendar  .  .  . 
WQAM,  Miami— Modification  of  CP  for 

560  kc,  1  kw.  N,  5  kw.  D;  unlimited  (Dec. 8). 
WKBW,  Buffalo — Renewal  of  license 

(main  &  aux. )  for  1520  kc,  50  lew.  un- 
limited; DA-day  &  night  (Dec.  8). 

WGR,  Buffalo — Renewal  of  license  (main 

Arturo  a  Fan 

ARTURO  TOSCANINI,  not- 
ed conductor,  is  an  average 

radio  listener  who  writes  a 
fan  letter  when  a  program 
pleases  him,  WOV,  New 
York,  discovered  last  week. 
Ettore  Manfredi,  "Happy 
Vagabond"  on  an  early  morn- 

ing record  show  in  Italian  on 
WOV,  received  a  spontaneous 
note  from  the  Great  Maestro 

himself,  expressing  "all  my 
admiration".  The  note  was 
in  longhand,  a  rarity  as  it  is 
known  that  Toscanini  seldom 
writes  his  notes,  usually  dic- 

tating them  to  a  secretary. 

WPB  Drawing  Program 
To  Limit  Civilian  Goods 

A  THREE-WEEK  study  of  sim- 
plifications in  consumer  goods  that 

have  taken  place  since  the  outbreak 
of  war  is  now  underway,  the  WPB 
announced  last  week,  with  a  view 
toward  further  standardization  of 
production.  The  survey  is  under 
Irvin  0.  Wolf,  consultant  to  the 
Deputy  Director  of  Civilian  Sup- 

ply, and  a  member  of  the  Civilian 
Supply  Inventory  Committee. 

According  to  the  WPB,  the  sur- 
vey is  the  "first  step"  in  carrying 

out  a  request  of  James  F.  Byrnes, 
Director  of  Economic  Stabilization 
for  a  vigorous  program  for  simpli- 

fication and  standardization  of  con- 
sumer goods.  In  addition  to  elimi- 

nating frills  and  wasteful  prac- 
tices, the  program  would  promote 

concentrated  production  of  a  rela- 
tively few  types  of  goods  of  stand- 

ardized quality,  design  and  price. 

WBT  Tower  Damaged 

IN  THE  WAKE  of  tornado  winds 
and  severe  electrical  storms,  the 
top  section  of  the  tower  of  WBT, 
Charlotte,  toppled  to  the  ground 
at  7:08  o'clock  the  night  of  Dec.  1, 
causing  Manager  Jess  Willard  and 
station  engineers  to  battle  wind, 
rain  and  mud  to  complete  emer- 

gency repairs  and  return  the  trans- mitter to  operation  at  almost  full 
efficiency  about  three  hours  after 
the  accident.  No  other  time  was 
lost,  WBT  reports,  and  work  was 
immediately  begun  to  repair  the 
damaged  section. 

THE  NEW  PLANT  of  the  National 
Union  Radio  Corp.  at  Lansdale,  Pa., 
was  formally  opened  last  week  with 
impressive  ceremonies  in  which  Army 
and  Navy  officers  participated.  A 
subsidiary  of  the  Philco  Corp.,  the 
new  plant,  40,0(10  square  feet  in  area, 
will  produce  electronic  tubes  for  mili- 

tary purposes.  After  the  war,  the 
plant  will  produce  tubes  for  tele- vision. 

&  aux.)  for  550  kc,  1  kw.  N,  5  kw.  D; unlimited;  DA-night  (Dec.  8). 
WDSU,  New  Orleans;  WMIS,  Natchez; 

WGRM,  Greenwood,  Miss. — Consolidated 
hearing  at  PO  Bldg.,  New  Orleans  (Com. 
Payne) :  WDSU,  for  CP  for  1280  kc,  5  kw., 
DA-day  &  night ;  unlimited;  renewal  of 
license  for  1280  kc,  1  kw.,  D  &  N ;  un- 

limited. WMIS,  renewal  of  license  for 
1490  kc,  250  w;  unlimited.  WGRM,  re- 

newal of  license  for  1240  kc,  250  w;  un- limited.  (Dec.  9). 
WFLA,  Tampa— CP  for  970  kc,  5  kw ; 

unlimited;   DA-night    (Dec.  11). 
WLW,  Cincinnati — Modification  of  li- 

cense for  700  kc.  50  kw.  N,  500  kw.  D; 
unlimited;  using  W8X0  transmitter.  (Jan. 
8). 

Wet  work  Accounts 
All  time  Eastern  Wartime  unless indicateti 

New  Business 

ADAM  HAT  STORES,  New  York  (men's hats),  on  Mon.,  Dec.  14,  10:15  p.m.,  will 
sponsor  Ray  Robinson-Al  Nettlow  boxing 
bout  on  127  BLUE  stations.  Agency:  Glicks- 
man  Adv.,  N.  Y. 
GILLETTE  SAFETY  RAZOR  Corp.,  Bos- 

ton, on  Fri.,  Dec.  18,  10  p.m.,  will  spon- 
sor Beau  Jack-Tippy  Larkin  boxing  bout 

on  the  full  MBS  network.  Agency :  Maxon 
Inc.,   N.  Y. 

Renewal  Accounts 
CARNATION  Co.,  Milwaukee  (condensed 
milk),  on  Jan.  4,  1943  renews  Carnation Contented  Program,  on  63  NBC  stations, 
Mon.,  10-10:30  p.m.  Agency:  Erwin,  Wasey 
&  Co.,  N.  Y. 
F.  W.  FITCH  Co.,  Des  Moines  (shampoo), 
on  Jan.  3,  1943  renews  Fitch  Bandwagon, 
Sun.,  7:30-8  p.m.  on  131  NBC  stations. 
Agency :  L.  W.  Ramsey  Co.,  Davenport. 

Network  Changes 

PROCTER  &  GAMBLE  Co.,  Cincinnati 
(Ivory  soap),  on  Dec.  28  replaces  Against the  Storm  with  Snow  Village  on  NBC 
Mon.  thru  Fri.,  11:30-11:45  a.m.  Agen- 

cy: Compton  Adv.,  New  York. 
R.  J.  REYNOLDS  TOBACCO  Co.,  Win- ston-Salem, N.  C.  (Camels),  on  Jan.  7, 
1943,  shifts  Abbott  &  CosteUo  from  54 
NBC  stations,  Thurs.,  7:30-8  p.m.,  to full  NBC  network,  Thurs.,  10:30  p.m. 
Agency:  Wm.  Esty  &  Co.,  N.  Y. 
LOS  ANGELES  SOAP  Co.,  Los  Angeles 
(Scotch  soap),  on  Jan.  4  adds  13  stations 
to  Art  Baker — News,  making  a  total  of 
16  NBC  West  Coast  stations,  Mon.  thru 
Fri.,  10:30-10:45  a.m.  (PWT).  Agency: 
Raymond  R.  Morgan  Co.,  Hollywood. 

ROUISDVP  IS  USED 

AS  WINCHELL  SUB 

ANDREW  JERGENS  Co.,  Cin- 
cinnati ( Jergens  lotion) ,  as  a  re- 

placement for  Walter  Winchell's  9- 9:15  p.m.  broadcast  on  the  BLUE 
Dec.  6,  arranged  an  unusual  three- 
way  coverage  of  the  news  with  a 
special  program  titled  Three 
Thirds  of  the  News.  Featured  were 
Baukhage  giving  the  actual  news 
developments  of  the  week,  John 
Gunther  analyzing  the  same  news, 
and  Robert  St.  John  contributing 
additional  color. 

Last  Sunday's  broadcast  was  the 
first  the  sponsor  had  to  fill  with  a 
substitute  program  during  the  sev- 

eral weeks  absence  of  Mr.  Winchell, 
reported  to  be  on  a  Government 
mission.  Jergens  did  not  announce 
whether  or  not  the  three-commen- 

tator replacement  would  continue. 
It  was  reported  last  week  that 

Jergens  is  considering  sponsorship 
of  the  radio  version  of  Mr.  &  Mrs. 
North,  based  on  the  stories  by 
Frances  and  Richard  Lockridge  in 
the  New  Yorker  magazine.  The 
comedy  show  is  expected  to  replace 
The  Adventures  of  The  Thin  Man 
in  the  Wednesday  8-8:30  p.m. 
period  on  NBC,  probably  Dec.  30. 
No  confirmation  of  this  could  be 
gotten  from  Lennen  &  Mitchell, 
New  York,  agency  in  charge. 

ANDREW  JERGENS  Co.,  Cincin- nati (Woodbury)  through  the  agency, 
Lennen  &  Mitcliell,  New  York,  has 
contracted  for  the  use  of  Sonovos 
sound  effects  on  Adventures  of  the 
Thin  Man,  on  NBC  Wednesdays,  8- 8  :30  p.m. 

BARBASOL  Co.,  New  York  (shaving:^ 
cream),  on  Dee.  4  starts  John  B_. 
Kennedy,  news  commentator,  on  35 
CBS  stations,  Monday,  Wednesday, 
Friday,  6-6:10  p.m.  Agency  is  Erwin. 
Wasey  &  Co.,  New  York. 
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Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  week  preceding  issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, Washington,  D.  C. 

Help  Wanted 

CONTINUITY  CHIEF-WRITEK  —  Excel- 
lent opportunity  for  young  woman  with 

thorough  knowledge  of  continuity  and 
good  personality  at  Midwestern  chain  sta- 

tion. Applicants  should  furnish  full  in- 
formation immediately  including  experi- 

ence, salary  expected,  photo,  etc.  to 
Box  99,  BROADCASTING. 

ENGINEER — Male  or  female.  Any  class. 
Experience  unnecessary.  Good  salary. 
WJTN,  Jamestown,  New  York. 

ANNOUNCER — Experienced,  draft  defer- red. 5,000  watt  midwestern  network  affil- 
iate. Permanent  position  with  opportun- 

ity for  advancement  to  executive  position. 
Salary  open.  Box  92,  BROADCASTING. 

First  or  Second-class  operator — Man  or 
woman.  Exnerience  unnecessary.  Apply Box  89,  BROADCASTING. 

i  Immediate  opening — For    announcer  able 
i     to  handle  daily  live  studio  audience  vari- 
1     ety  show  and  two  hour  platter-chatter 

program.  WLAV,  Grand  Rapids,  Michi- 
gan. 

Wanted — Studio  or  transmitter  engineer, WHIO,  Dayton,  Ohio. 

Operator — First  or  second  class  license  for 
regional  Columbia  station.  Good  work- 

ing conditions,  low  living  cost,  fine  cli- 
mate. Give  draft  status  and  salary.  Wire 

KROD  El  Paso,  Texas. 
ANNOUNCER-ENGINEER  —  Any  ticket. Permanent.  Box  98,  BROADCASTING. 
Wanted — An  engineer  by  a  5000  watt  CBS station  in  Middle  West.  Please  state  draft 
and  marital  status  in  first  application. 
Write  box  97,  BROADCASTING. 

Announcer — Married,  with  dependents.  By five  kw  NBC  station.  Desire  capable,  am- 
bitious man  with  minimum  three  years' experience.  Send  small  photo,  employ- ment background,  desired  salary.  Station WIS,  Columbia,  South  Carolina. 

Combination   Announcer-Operator  Wanted 
— Excellent  announcer  with  first  class 
operator's  license.  Must  be  qualified newscaster.  Submit  transcription  of newscast  and  commercials  with  appli- cation. KSEI,  Pocatello,  Idaho. 

Chief  Engineer — At  once,  permanent.  Must 
be  capable  of  taking  complete  charge  of 
all  equipment.  New  W.E.  Give  complete 
details.  Apply  to  Earl  Dougherty,  KHMO, Hannibal,  Missouri. 

(  First  or  Second  Class  Operator— Permanent 
position  for  draft-exempt  sober  man  or 
woman.  State  experience  and  references. Radio  Station  KLO,  Ogden,  Utah. 

ANNOUNCER— For  New  England  ba^ic network  station.  Salary  $30.00,  plus  tal- ent fees.  Work,  straight  announcing  for the  most  part.  Will  consider  man  with- 
out full  experience.  Send  transcription comprising  news,  short  commercials.  Box 104,  BROADCASTING. 

WGCM,  Gulfport,  Miss. — Has  opening  for first  or  second  class  operator. 
Announcer — With  good  selling  voice,  cap- able of  ad  lib.  Also  one  newscaster.  These 
positions  are  not  for  the  duration,  but 
permanent  with  a  growing  organization, 
noted  for  its  pleasant  working  conditions 
and  promotion  opportunities.  Please  send all  information  and  photo.  Box  106, BROADCASTING. 

Situations  Wanted 

Available  January  First — Station  Manager 
with  wide  experience.  Fine  record.  With 
present  company  nine  years.  Excellent 
recommendations.  Newspaper  advertising 
background.  Hard  worker  and  producer. 
Box  100,  BROADCASTING. 

Situations  Wanted  (Cont'd) 
Educational  and  Public  Service  Director — 
Woman  :  B.S.  and  M.A.  wants  position  in 
progressive  station.  Experience:  Three 
years  conducting  children's  program — - 5  K.W.  stations.  Background-principal : 
County  supervisor  public  schools.  College 
teacher.  Box  101,  BROADCASTING. 

Woman — Long  experienced  broadcasting. 
Excellent  expressive  radio  voice.  Copy 
writer,  sales  producer.  Box  103,  BROAD- CASTING. 

Announcer-Operator  —  First  class  ticket. 
News,  ad  lib,  production.  Draft  exempt. 
Rocky  mountain  or  Western  state.  State 
salary.  Box  102,  BROADCASTING. 

All  Around  Radio  Man — Wants  position  as 
production  man  or  program  director. 
Background  includes  announcing,  writ- 

ing, programming  and  production.  Will 
not  be  called  for  military  service.  Salary 
$45.  Box  105,  BROADCASTING. 

WRITER — Commercials,  scripts.  Major  net- work experience.  Original  programs  air 
experienced  on  50,000  watt  outlet  on 
specialized  programs.  Draft  exempt. 
Copy,  references,  picture  available  State 
salary,  please.  Box  90,  BROADCASTING. 

Operator — First  class.  Available  January. 
No  combinations.  Box  87,  BROADCAST- 
ING. 

Salesman — Five  years'  network  experience. Excellent  references.  Draft  exempt.  Avail- 
able now.  Box  91,  BROADCASTING. 

CHIEF  ENGINEER— 5000  watt  station- 
Desires  position  offering  greater  respon- 

sibility. 15  years  experience  qualifies  for 
work  in  either  broadcasting  or  shortwave 
system.  Age  34,  Draft  3A.  Box  95. 
BROADCASTING. 

Clever,  resourceful  college  woman — Ex- 
perienced promotion,  publicity,  merchan- 

dising, seeks  difficult  job,  commensurate 
remuneration.  Make  offer.  Box  88, 
BROADCASTING. 

Salesman — Good  experience,  references, 
over  40,  3A.  Four  dependents,  qualified 
for  Commercial  or  Station  Manager. 
Starting  minimum  $75  weekly  with  fu- 

ture. Box  93,  BROADCASTING. 
FIRST  CLASS  LICENSEE  —  With  two 
years'  experience  desires  position  with progressive  station.  Transmitter,  con- 

trol, remote,  operating,  maintenance,  and 
installation  experience.  RCA,  Collins,  and 
Composite  equipment.  4-F.  State  location, 
salary,  hours,  and  local  living  conditions. 
Box  107,  BROADCASTING. 

Wanted  to  Buy 

One  Good  Used  Portable  Recorder — Prefer- 
ably Presto  Y-2  or  similar.  Two  Western 

Electric  or  RCA  70B  or  70C  turntables 
with  pickups.  One  good  tube  to  line 
transformer.  Station  KLO,  Ogden,  Utah. 

For  Sale 

Power  Supplies — Modulator  units  for  250w 
transmitter.  Amertran  deluxe  transform- 

ers. Photographs,  specifications.  Box  94, BROADCASTING. 

GETTING  YOUR  SHARE— Of  free  pub- licity for  your  local  or  network  shows  ? 
In  "HOW  TO  BUILD  THE  RADIO 
AUDIENCE",  famous  Agency  Radio Head  Doug  Connah  gives  1000  tested, 
audience  building  ideas  for  "writing  pro- 

gram publicity  that  newspapers  print", 
"using  the  sponsor's  dealer  organization", 
"a  sprinkle  of  space  ads",  etc.  Pub.  at $3.00.  $1.98  for  your  free  exam.  (Send 
no  money).  Only  37  copies  available. 
SALES  RESEARCH  ASSOC.,  31  E.  27 
St.,  N.Y.C.    (Tel.  Mu  5-1449). 

BROADCASTING  •  Broadcast  Advertising 

Radio's  Tallest! 
HERE'S  another  tall  story— 
and  this  time  it's  WPAT, 
Paterson,  N.  J.,  which  claims 
it  has  the  tallest  program  di- 

rector in  radio.  Henry 
(Hank)  Miller,  by  name,  is  6 
feet,  7  inches  in  his  stocking 

feet,  and  in  his  shoes,  he's 
just  "out  of  this  world",  his fellow  workers  claim. 

Seek  Air  School  Manuals 
REPRESENTING  a  30%  increase 
over  last  year's  requests,  the  CBS School  of  the  Air  of  the  Americas 
program  has  already  received  142,258 
requests  for  teachers'  manuals,  accord- 

ing to  Leon  Levine,  assistant  direc- 
tor of  education  of  CBS,  who  stated 

that  it  was  the  largest  number  of 
queries  in  the  12  years  the  program 
has  been  on  the  air. 

Clair  Hull  to  Agency 

CLAIR  B.  HULL,  manager  and 
commercial  manager  of  WDZ,  Tus- 

cola, ni.,  on  Dec.  15  will  join  Ferry- 
Hanly  Co.,  Kansas  City,  as  account 
executive,  working  on  that  agen- 

cy's radio  accounts.  Mr.  Hull  is 
part  owner  of  WDZ,  whose  opera- tions are  directed  by  Edgar  L.  Bill, 
manager  and  chief  owner  of 
WMBD,  Peoria,  one  of  the  chief stockholders. 

KVEC,  San  Luis  Obispo,  Cal. 

.  .  .  and  we  think  AP  is  terrific. 

SONTAG  DRUG  Stores,  Los  Angeles 
(chain),  in  a  special  30-day  local 
campaign  which  started  Nov.  23,  is 
sponsoring  a  six-weekly  quarter-hour 
newscast  on  KFVD,  that  city.  Firm 
in  addition  sponsors  locally  the  five- 
weekly  quarter-hour  BLUB  program, 
Baukhage  Talking,  on  KECA.  Agency 
is  Milton  Weinberg  Adv.  Co.,  Los 
Angeles. 

Al  Carmona, 

Program  Director. 

PROFESSIONAL 

DIKKCTOKY 

Jansky  &.  Bailey An  Organization  of 
Qualified  Radio  Engineecs 

Dedicated  to  the 
SERVICE  OF  BROADCASTING 

NatUnal  Prus  Bide..  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.        Dl.  1205 
Washington,  D.  C. 

PAUL  F  GODLEY 

CONSUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 
MO  2-7859 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

GEORGE  C.  DAVIS 

Consulting  Radio  Engineer 
Munsey  BIdg.  District  8456 

Washington,  D.  C. 

CLIFFORD  YEWDALL 
Empire  State  BIdg. 
NEW  YORY  CITY 

An  Accounting  Service 
Particularly  Adapted  to  Radio 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Communications,  Inc. 
66  Broad  St,  New  York,  N.Y. 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
Silver  Spring,  Md. 

(Suburb,  Wash.,  D.  C.) 
Main  OflFice:    Crossroads  of 
7134  Main  St.    /^^/^     the  World Kansas  City,  Mo.  (     jC       Hollywood,  Cal. 

RING  &  CLARK 

Consulting  Radio  Engineers 

WASHINGTON,  D.  C. 

Munsey  Bids-  •  Republic  2347 
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Retail  Promotion  A  rmy  Simplifies  Setup  of  Radio  Branch 

Receives  Support  To  Centralize  Operation  in  Washington 

200-Station  Mark  Is  Neared; 
Executive  Group  Named 

INDUSTRY-WIDE  campaign  to 
raise  $150,000  for  a  promotional 
plan  designed  to  increase  radio 
retail  revenue  moved  a  step  closer 
to  realization  with  the  pledges  of 
almost  200  stations  received  by  the 
NAB  at  the  end  of  last  week. 

According  to  Paul  Morency, 
WTIC,  Hartford,  chairman  of  the 
retail  promotion  plan  committee 
which  met  last  Monday  in  Chi- 

cago, support  of  the  plan  has  been 
pledged  last  week  by  the  8  CBS 
owned  and  operated  stations, 
KMOX  KNX  WABC  WBBM  WBT 
WCCO  WEEI  WJSV  and  by  the 
6  NBC  operated  stations,  KOA 
KPO  WEAF  WMAQ  WRC 
WTAM. 

Committee  Enlarged 

At  the  Chicago  meeting  the  re- 
tail promotion  plan  committee  was 

enlarged  to  13  members  with  the 
addition  of  Robert  E.  Bausman, 
WISH,  Indianapolis;  Gene  L. 
Cagle,  Texas  State  Network;  C. 
L.  McCarthy,  KQW,  San  Fran- 

cisco; Oliver  Runchey,  KOL,  Se- 
attle; Kenneth  Hackathorn,  WHK- 

WCLE,  Cleveland.  The  other  mem- 
bers include  Mr.  Morency,  Sher- 
man Gregory,  WEAF,  New  York; 

Dietrich  Dirks,  KTRI,  Sioux  City; 
Arthur  Hull  Hayes,  WABC,  New 
York;  Walter  Johnson,  WTIC, 
Hartford;  John  M.  Outler  Jr., 
WSB,  Atlanta;  William  C.  Gilles- 

pie, KTUL,  Tulsa  and  Sheldon  R. 
Coons,  business  consultant  who  will 
be  in  charge  of  the  projected  pro- 
motion. 
An  executive  committee  that 

could  be  convened  either  in  New 
York  or  Washington  on  short  no- 

tice on  problems  that  necessitate 
immediate  action  was  appointed. 
Members  are  Messrs.  Morency, 
Hayes,  Gregory,  Outler,  Bausman 
and  Hackathorn.  All  attended  the 
one-day  Chicago  session  except 
Mr.  Gillespie,  whose  plane  was 
grounded. 

The  committee  reclassified  the 
scale  of  individual  station  contri- 

bution for  participation  in  the 
plan.  The  original  classification 
ran  from  $25  for  stations  with 
gross  revenue  under  $15,000  to 
$250  for  stations  grossing  be- 

tween $90,000  to  $99,000  and  then 
jumped  to  $500  for  stations  whose 
gross  was  between  $100,000  and 
$200,000.  This  latter  classification 
has  been  revised  as  follows :  sta- 

tions with  $100,000-$125,000  gross 
revenue  pay  $325;  $125,000-$150,- 
000  pay  $400;  $150,000-$200,000 
pay  $500.  The  tariff  for  stations 
between  $200,000  and  $500,000  re- 

mains $600  and  $750  for  over 
$500,000. 

TRAINED  since  last  May,  .30  women 
have  been  hired  by  Braniff  Airways 
as  radio  operators  to  replace  that 
number  of  men  detached  for  flight 
and  ground  communications. 

PURSUANT  to  the  broad-scale  re- 
organization of  the  Army  Public 

Relations  Bureau  eff'ected  under 
the  direction  of  Maj.  Gen.  Alexan- 

der D.  Surles,  bureau  chief,  the 
Army's  radio  branch  has  been 
streamlined,  with  centralization  of 
operations  in  Washington. 

Lt.  Col.  E.  M.  Kirby,  who  or- 
ganized the  radio  branch,  retains 

his  status  as  chief.  Maj.  Jack 
Harris,  formerly  of  WSM,  Nash- 

ville, was  named  executive  officer 
and  second  in  command  of  the  ra- 

dio branch.  Commissioned  in  the 
Specialists  Corps  last  October,  just 
before  its  abolition,  Harris  last 
week  was  appointed  to  the  Army 
of  the  United  States  with  rank  of 
captain,  in  view  of  Army  age  spec- 

ifications. He  is  30. 

Three  Sections 

The  reorganized  radio  branch 
constitutes  three  sections,  as 
against  seven  under  the  former  or- 

ganization. Its  functions — handling 
of  all  domestic  Army  radio  matters 
— remain  substantially  the  same. 
Radio  matters  related  directly  to 
troop  morale  have  been  transferred 
to  the  Special  Service  Branch,  un- 

der Maj.  Tom  Lewis.  The  latter 
branch  recently  took  over  produc- 

tion of  Cmmand  Performance,  tran- 
scribed program  for  overseas 

forces.  Glenn  Wheaton,  writer  and 
producer  of  the  program,  likewise 
has  shifted  to  Special  Service. 

Capt.  Hal  Rorke,  former  assis- 
tant publicity  director  of  CBS,  is 

chief  of  the  placement  section. 
Capt.  Frank  Pellegrin,  former 
NAB  Director  of  Broadcast  Ad- 

vertising, is  in  charge  of  the  ra- 
dio branch  planning  section.  Jack 

Joy,  erstwhile  West  Coast  pro- 
ducer and  musical  director,  for- 
merly with  Don  Lee,  is  in  charge 

of  the  broadcast  service  section. 
Under  the  main  centralization 

program,  effected  last  October  by 
Gen.  Surles,  the  New  York  of- 
fic  of  the  Bureau  of  Public  Rela- 

tions was  discontinued.  The  radio 
branch  no  longer  maintains  a  reg- 

ular office  there,  though  Willis 
Cooper,  writer  and  producer  of 
The  Army  Hour,  is  still  headquar- 

tered at  9  Church  St.  to  handle 
that  program  alone.  All  other  New 
York  activity  involving  radio  is 
handled  through  Washington 
headquarters. 

Maj.  Harold  Kent,,  formerly  in 
charge  of  radio  for  the  Chicago 
public  school  system,  has  been 
transferred  from  the  radio  branch 
to  the  review  branch  of  the  public 
relations  office.  Lou  Cowan,  Quiz 
Kid  originator,  who  has  served  as 
consultant  of  the  radio  branch  and 
liaison  officer  with  the  OWI  over- 

seas branch,  is  now  permanently 
connected  with  the  latter  organi- 

zation in  charge  of  the  overseas 
forces  division  and  as  an  assistant 
to  OWI  Assistant  Director  Robert 
Sherwood. 

Maj.  Watson  Abroad 

Maj.  Brooks  Watson,  former 
executive  office  of  the  radio  branch, 
has  been  assigned  to  the  European 
theatre  of  operations,  handling  ra- 

dio public  relations.  Capt.  Rankin 
Roberts,  formerly  of  Texas  State 
Network,  is  on  duty  as  radio  pub- 

lic relations  officer  of  American 
forces  in  China. 

The  West  Coast  office  of  the  Ra- 
dio Branch,  in  Hollymood,  is  being 

continued  under  the  direction  of 
Robert  C.  Coleson. 

W.  J.  HERBERT,  producer  and  an- 
nouncer of  GBR,  Vancouver,  with  Ca- 

nadian Broadcasting  Corp.'s  reporter, 
Peter  Stursberg,  and  CBC  engineers, 
F.  B.  C.  Hilton  and  Clayton  Wilson, 
have  just  completed  an  aerial  trip  of 
Canadian  Pacific  coast  defenses,  mak- 

ing recordings  for  a  new  CBC  program 
feature  Wings  Over  the  Pacific. 

NETWORKS  PREPARE 

FOR  BOWL  PICKUPS 
THE  Rose  Bowl  game,  annual  New 
Year's  Day  football  event  in  Pasa- 

dena, Cal.,  will  again  be  covered 
exclusively  by  NBC,  which  has  a 
five-year  contract  for  broadcasting- 
rights  to  the  game.  While  the  three 
other  major  networks  are  schedul- 

ing similar  New  Year's  Day  foot- ball broadcasts  on  a  commercial 

basis,  NBC's  coverage  is  not  avail- able for  sponsorship. 
Gillette  Safety  Razor  Corp.,  Bos- 

ton, vTill  sponsor  the  Cotton-Bewl 
game  (Georgia  Tech  vs.  Texas  U) 
on  Mutual;  the  Sugar  Bowl  game 
(Tulsa  vs.  Tennessee)  on  the 
BLUE,  and  is  lining  up  CBS  sta- 

tions to  cover  the  Orange  Bowl 

game. 

This  will  be  the  third  year  the 
BLUE  has  broadcast  the  Sugar 
Bowl  game  under  Gillette  sponsor- 

ship, this  time  using  from  between 
90  and  130  stations.  The  full  Mu 
tual  network  will  be  used  for  the 
Cotton  Bowl  game,  while  the  num- 

ber of  CBS  outlets  to  be  used  is-, 
not  yet  set.  Agency  for  Gillette  is; 
Maxon  Inc.,  New  York. 

Mutual  has  again  secured  ex 
elusive  broadcasting  rights  for  the 
Hialeah  racetrack  events  in  Flor- 

ida, which  take  place  during  the 
Christmas  season.  No  particular 
broadcasts  have  been  scheduled, 
the  network  planning  to  cover  as 
many  of  the  races  as  possible  on 
the  full  station  lineup.  Bryan 
Field  -will  be  sportscaster  for  the 
event,  which  will  be  aired  on  a  sus- 

taining basis. 

Gilchrest  Enters  Navy, 

Wife  Takes  Bond  Post 

MARJORIE  L.  SPRIGGS,  former- 
ly director  of  women's  and  chil- 

dren's programs  for  the  radio  sec- 
tion of  the  Treasury  War  Sa-vings 

Staff,  has  been  promoted  to  chief  of 
the  radio  section,  Vincent  F.  Cal 
lahan,  director  of  press  and  radio 
for  the  Treasury,  announced  last 
week.  Miss  Spriggs  -wdll  succeed  her husband,  Charles  J.  Gilchrest,  who 
resigned  from  the  post  last  week 
to  accept  a  commission  in  the  Na-vy. Mr.  Gilchrest  had  been  with  the 
Treasury  since  opening  of  the  Bond 
and  Stamp  campaign  in  April, 
1941.  Formerly  he  had  been  -with. Radio  Features  Inc.  as  general 
manager  for  Earl  Ferris  and  be- 

fore that  news  and  special  events 
director  of  WBZ-WBZA,  Boston, 
and  for  ten  years  radio  editor  of 
The  Chicago  Daily  News.  Miss 
Spriggs,  well-kno-vvn  in  New  Eng land  radio  circles,  had  been  pub- 

licity director  of  WBZ-WBZA, 
Boston-Springfield,  and  publicity 
and  continuity  editor  of  WORL, Boston. 

Dra-sTO  for  Broadcasting  by  Sid  Hix 

"So  You  See,  Kiddies,  Santa  Was  Drafted  and  I'm  Taking  His  Place!" 

M-G-M  Blue  Series 

FIRST  netwoi'k  series  sponsored  by 
a  film  company  was  started  Nov. 
30  when  Metro-Gold-vsryn-Mayer 
Studios  launched  its  five-weekly 
five-minute  program,  The  Lion's 
Roar,  on  56  BLUE  stations,  Mon- 

day through  Friday,  7-7:05  p.m. 
(EWT),  with  West  Coast  tran- 

scribed repeat,  6:25-6:30  p.m. 
(PWT).  Series  features  Col.  Stoop- 
nagle,  aided  and  abetted  by  Fred 
Uttal,  announcer.  Donahue  &  Coe. 
New  York,  services  the  account  of 
Loew's  Inc.,  parent  organization  of MGM. 
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CONSUMER  COortRATIVE  MOVEMENT? 

Just  how  important  are  they?  Does  the 

cooperative  movement  work  for  or 

against  the  consumer?  How  deeply 

are  women's  organizations  .  .  .  labor 

organizations  ,  .  .  farm  organizations 

.  .  .  interested  in  the  consumer  move- 

ment? What  is  its  possible  future? 

To  seek  an  answer  to  these  perplexing 

questions,  WLW  some  months  ago  es- 

tablished a  fellowship  at  the  Graduate 

School  of  Arts  and  Sciences  of  the 

University  of  Pennsylvania.  Under  the 

direction  of  the  Marketing  Department, 

Instructor  Charles  W.  Lewis  sp^nt  a  year 

investigating  the  consumer  movement 

in  all  its  forms  in  the  Ohio  Valley. 

Mr.  Lewis'  authoritative  study  is  just 

being  completed  by  the  University  of 

Pennsylvania  Press.  When  published,  it 

should  throw  revealing  light  on  the  sub- 

ject which  has  recently  caused  so  much 

controversy  in  the  advertising  field. 

"The  Consumer  Movement  in  the  Ohio  Valley"  will  be  published  by  the 
University  of  Pennsylvania  Press  in  January.  Advance  copies  may  be 

reserved  by  writing  to  WLW,  Crosley  Sq.,  140  West  9th  St.,  Cincinnati,  O. 

WLW 

THE  NATION'S  MOST  MERCHANDISE-ABLE  STATION 



PROGRAM 

PROMOTION 

#  Not  (he  le«M  of  the  reason*  for  KLZ't  Handout 
position  with  listener*  in  the  Denver  area,  and  for  its 
standout  performance  for  advertisers,  may  be  found  in 
KLZ's  own  performance  in  selling  itself.  Promotion, 
exploitation,  and  merchandising  of  programs,  employ- 

ing various  method*  and  mediums,  is  a  major  and  ron 
tinuing  activity  at  KLZ.  Recognition  for  outstanding 
publicity,  exploitation,  and  merchandising  cooperation 
ha*  coma  to  KLZ  from  such  national  advertiser*  and 
trade  paper*  a*  Armour  ft  Company  and  Billboard 
magazma. 

I 

KLZ  Denver 

5,000  WATTS— 560  Kc. 
Affiliated  in  Management  With  The  Oklahoma  Publishing  Co. 
AND  WKY.  Oklahoma  City      Represented  by  The  Katz  Agency,  Inc. 

KLZ  PROGRAMS  PROMOTED  WITH  MANY  MEDIUMS 

i          "f  - 

NEWSPAPER  ADS  promote  reg- 
ular and  special  KLZ  programs 

consistently  in  Denver  news- 
papers with  a  circulation  of 

1.58.000  daily,  264.000  Sunday. 

TAXI  SIGNS  and  street  car 
cards  keep  Denverites  thinking 
of  and  listening  to  KLZ  pro- 

grams day  in  and  day  out, 
month  in  and  month  out. 

WINDOW  DISPLAYS  for  key 
dealers  are  arranged  for  by 
KLZ.  Illuminated  lobby  displays 
and  display  windows  are  also 
available  to  sponsors. 

MOVIE   TRAILERS   in   two  of 
Denver's  largest  downtown  the- atres promoting  KLZ  programs 
are  seen  by  147,000  persons every  week. 

MONTHLY  PROGRAM  SCHED 
ULES  are  mailed  to  6,000  pel 
sons  regularly.  Letters  are  sef 
to   dealers   calling  attention 
programs,  contests,  etc. 
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clip  and  keep  this  important  list . . . 

Here  are  the  16  great  war-active 

cities  of  more  than  100,000 

people  each  covered  every  hour 

of  every  day  by  WOR. 
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tion, in  these  cities  and  beyond 
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Intensive  Coverage  _  in  Western  Michigan. 
This  is  the  fourth  in  a  series  of  advertisements  show- 

ing WLS  coverage,  by  counties,  in  Midwest  America. 
These  19  counties  comprise  the  fourth,  fifth  and 
ninth  congressional  districts  of  Michigan. 

Black  figure  :  Radio  Homes,  1940 
Red  fisiire:  WLS  Mail,  19*1 

From  This  Area  ^ 

One  Out  of  THREE  Families  Wrote  Us! 

FROM  this  area  of  Michigan,  WLS  last  year  received  70,398  letters.  In  the 
area  there  are  189,550  radio  homes.  Thus  we  received  definite  evidence  of 

listening  from  37%  of  the  radio  homes  —  better  than  one  out  of  three!  That's 
intensive  coverage!  The  WLS  Major  Coverage  Area,  as  proved  by  mail  response, 

extends  over  an  even  larger  area  of  Michigan  and  includes  the  majority  of 

Illinois,  Indiana  and  Wisconsin  as  well!  This  is  Midwest  America,  where  the 

thousands  of  radio  families  habitually  tune  to  WLS.  They  listen  and  respond  .  .  . 

with  more  than  a  million  letters  a  year! 

represented  by 

John  Blair  &  Company 

8  90  KILOCYCLES 

50,000  WATTS 
BLUE  NETWORK 

CHICAGO 

PRAIRIE 
FARMER 

STATION 
BuRRiDGE  D.  Butler 

President 
Glenn  Snyder 

Manager 

MANAGEMENT  AFFILIATED  WITH  KOY,  PHOENIX,  AND  THE  ARIZONA  NETWORK  — KOY  PHOENIX   *    KTUC  TUCSON   *    KSUN  BISBEE-LO WELL 
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Motorman  Botts  has  discovered 
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NO.  1   CENTER  OF  WAR  ACTIVITY 

Metropolitan  Area  Population  Now  — 

lasi^ooo  ̂  a  25%  increase  of  231,000  persons  since  1940 

Tell  your  message  in  America's  key  market  at 
WOL's  low  rates.  No  rate  increase  since  1938 

Gel  the  Facti  from  WOL  — Washinjion,  D.  C.  —  Allilialed  wilh  MUTUAL  BROADCASTING  SYSTEM 

Z 
★    ★    SPOT  SALES,  INC.-Natl.  Rep.,  New  York,  Chicago,  San  Francisco    it  * 
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Independent 

WORLD  NEWS  COVERAGE 

•  From  its  organization  in  1907  the  United  Press  has  gathered  worldwide 

news  from  its  independent  sources,  from  its  own  American  trained  corre- 

spondents. Likewise  since  this  date  it  has  distributed  American  news  abroad 

in  a  constantly  growing  volume. 

Such  barriers  as  existed  to  free  and  independent  news  gathering  and 

distribution  throughout  the  world  were  leveled  by  the  U.P.  very  shortly 

after  its  organization.  The  result  was  a  revolution  in  world  news-gathering 

and  distributing  methods. 

Since  1907,  the  news  of  the  North  American  continent  has  been  dis- 

tributed to  newspapers  in  foreign  countries  via  cable  and  wireless  by  the 

United  Press. 

The  United  Press  began  the  sale  of  world  news  to  the  newspapers  of 

Latin  America  in  191 6,  more  than  two  years  prior  to  any  attempt  by  any 

other  American  news  agency  to  operate  in  that  field  which  theretofore  had 

been  monopolized  by  the  Havas  Agency. 

United  Press  clients  never  have  been  dependent  for  their  world  news 

coverage  on  the  propagandized  and  often  nationally  biased  services  furnished 

by  Reuters  (British),  Havas  (French),  or  Wolff  (German). 

NOW  AS  ALWAYS 

The  World's  Best  Coverage  of  the  World's  Biggest  News 

by  UNITED  PRESS 



On  Jf^BC  leading  station  in  New  York 

SMITH  SOLD 

B |efore  sunrise  on  October  6th  Kate  Smith 

arrived  at  the  studios  of  WABC,  485 

Madison  Avenue,  Manhattan.  At  6 : 00  A.M. 

she  went  on  the  air  for  5  minutes  urging 

people  to  buy  War  Bonds  and  to  telephone 

or  telegraph  their  orders  to  her  personally. 

During  the  rest  of  that  day  and  night 

(until  2:00  A.M.  the  following  morning) 

she  was  on  the  air  30  different  times.  Ted 

Collins  alternated  with  her  on  the  air  with 

31  eloquent  appeals.  And  22  times  that  day  and  night  WABC's  staff  announcers  made  appeals. 

Under  Kate  Smith's  leadership,  the  coordination  of  her  magnificent  talents  with  the  facilities 

of  WABC^  the  New  York  Telephone  Company  and  the  Postal  Telegraph  Company,  a  day  in  radio, 

the  like  of  which  no  man  has  ever  heard,  and  a  personal  patriotic  triumph  the  like  of  which  no 

man  or  woman  has  ever  matched,  resulted  in  the  sale  at  WABC  of  $572,000  in  U.  S.  War  Bonds. 

And  during  this  day  and  night  Kate  Smith  personally  answered  over  1900  telephone  calls  from 

purchasers— answered  them  graciously,  unhurried,  warm  and  friendly,  as  only  Kate  can  be.  The 

New  York  banks  gallantly  and  eagerly  added  their  sales  of  War  Bonds  for  the  day  to  swell  this 

amazing  total  to  $2,013,500. 

Of  the  humble  but  efficient  part  which  WABC  played  in  this  historic  achievement,  we  are 

pardonably  proud.  We've  never  assisted  in  a  more  inspiring  demonstration  of  the  power  of  radio 

to  reach  the  hearts  and  minds  and  pocketbooks  of  the  world's  greatest  city. 

Owned  and  operated  by  the  Columbia  Broadcasting  System.  Represented  nationally  by 
Radio  Sales  with  offices  located  in  Chicago,  Los  Angeles,  St.  Louis,  San  Francisco,  Charlotte. 

NEW  YORK 

THIS    IS   THE    POWER  OF 



.on  WJSV  leading  station  in  Whshington 

3,000,000  IN  WAR  BONDS! 

^ree  weeks  after  her  New  York  success,  Kate  Smith  stood  before  a  WJSV  microphone  in  Wash- 

ington, D. C,  at  daybreak  of  October  29th.  As  the  studio  clock  clicked  to  6:05  A.M.  she  went  on 

the  air  to  speak  for  five  minutes  about  the  purchase  of  War  Bonds.  It  was  the  first  of  29  patriotic 

pleas  Kate  Smith  made  before  one  o'clock  the  next  morning. 

For  nineteen  tireless  hours  Kate  "stood  by"  at  microphone  and  telephone  —  making  and  taking 

orders  for  War  Bonds— bringing  to  bear  on  this  great  cause  all  the  deep  sincerity  of  her  nature, 

the  persuasive  power  of  her  personality.  At  her  side  was  Ted  Collins,  joining  his  efforts  to  Kate's 

with  23  air-appeals  of  his  own. 

Both  Postal  Telegraph  and  the  Chesapeake  &  Potomac  Telephone  Company  lent  their  facilities 

to  the  campaign.  And  as  in  New  York  the  listen- 

ing public  responded  magnificently —  telephon- 

ing and  wiring  Kate  Smith  at  WJSV  until  War 

Bond  sales  for  the  day  soared  to  $511,650. 

Washington's  banks— sharing  the  warm  enthu- 

siasm of  the  public— donated  their  sale  of  Bonds 

to  the  Kate  Smith  campaign  to  bring  the  day's 
total  to  $1,016,750. 

In  this  great  tribute  to  a  cause,  Kate  Smith 

stands  supreme.  WJSV  feels  privileged  to  have 

been  the  means  of  carrying  Kate's  voice  to  every 

corner  of  the  nation's  capital  market. 

WASHINGTON 

Owned  and  operated  by  CBS. 
Represented  by  Radio  Sales :  New 
^ork,  Chicago,  Los  Angeles,  St. 
Louis,  San  Francisco,  Charlotte. 

LEADERSHIP    IN  RADIO 



Ulhat  do  you  think  of  SONOUOX,  Hitler? 

Now  the  War  of  Nerves  is  backfiring! 

On  September  21,  untold  thousands  of  Ger- 

mans and  their  conquered  slaves  heard  the 

first  of  a  new  kind  of  radio  propaganda 

program,  sent  as  part  of  the  dedicatory 

program  of  WGEO,  General  Electric's  new 
100,000-watt  shortwave  station  beamed  at 

Europe. 

The  program  was  a  three-quarter-hour  broad- 

cast written  by  Ted  Huston  and  produced 

under  the  direction  of  John  Sheehan.  In 

blood-curdling  dramatic  re-enactment  it 

depicted  the  horrors  of  the  German  war 

machine  in  its  ruthless  march  against  civili- 

zation. Then  it  foretold  the  revenge  of  justice 

and  the  inevitable  doom  of  Hitlerism.  In  a 

rising  roar  of  wind  and  factory  whistles  and 

wheels  of  American  production,  the  voice  of 

fate  spoke  out — in  actual  words — to  promise 
the  death  of  the  Nazi  monster.  .  .  . 

We  wish  you  could  have  heard  it.  Like  us, 

you  would  have  been  shocked  and  thrilled 

and  stirred.  Like  us  you  would  have 

been  deeply  impressed  with  the  capacity 

of  Sonovox  to  create  dramatic  illusions — to 

help  sell  Freedom  as  easily  as  it  helps  sell 

any  of  the  products  listed  at  the  right.  .  .  . 

How  can  you  use  Sonovox  to  increase  the 

effectiveness  of  your  radio  efforts?  Our  top- 

flight Production  Department  would  be  glad 

to  submit  some  ideas.  Get  them!  No  obliga- 

tion, of  course.  Address: 

WRIGHT-SONOVOX,  INC 

"Talking  and  Singing  Sound'" 

CHICAGO  ....  NEW  YORK  ....  HOLLYWOOD 

FREE  &  PETERS,  INC.,  Exclusive  National  Representatives 

SONOVOX  CAMPAIGNS 

Allied  Mills,  Inc.  (IVayne  Feeds) 
American  Chicle  Co.  {Black  Jack  Gum) 

American  Industries  Salvage  Committee 
{Steel  Scrap  Drive) 

Bismarck  Hotel  Co. 

Buick  Motors  Division  of  General  Motors Sales  Corp. 

Chicago,  Milwaukee,  St.  Paul  and Pacific  R.  R. 

Chick  Bed  Company  {Chick  Bed  Litter) 
Emerson  Drug  Company  {Bromo  Seltzer) 
Christian  Feigenspan  Brewing  Company 

{Feigenspan  and  Dobler  P.  O.N. Beers  and  Ales) 

Colgate-Palmolive  Peet  Company 
{l^el,  Palmolive) 

Feltman-Curme  Shoes 
Forum  Cafeterias  of  America 
Grocery  Store  Products  Sales  Co.,  Inc. 

{Fould's  Macaroni  Products) 
Christian  Hansen  Laboratory,  Inc. 

(Junket  Quick  Fudge  Mix) Lever  Brothers  Co.  {Lifebuoy  Soap) 

Naval  Aviation  Selection  Board 
Navy  Sea  bees  {U.  S.  Navy,  Construction Battalions) 

Pan  American  Coffee  Bureau 
Purity  Bakeries  Corp.  {Taystee  Bread, Grennan  Cakes) 

Alvino  Rey  and  his  Orchestra  (in  all broadcasts) 

Shell  Oil  Company 

U.  S.  Treasury  Dept. 

Velie-Ryan,  Inc.  {Nesbitt's  California Orange  Drink) 

CHICAGO:  ,  80S.  Michigan,  NEW  YORK:  247  Park  Are.  SAN  FRANCISCO:  ;// W/er  HOLLYWOOD:  /  5  ;j  N.  Cord'on  ATLANTA:  ^22  Palmer  131  Jg. 
Franklin  6373  Plaza  5-4131  Sutter  4353  Gladstone  3949  Main  5667 
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Tax  Relief  Available  on  Excess  Profits 

11
1 

Treasury  to  Rule 

On  Individual 

Petitions 

RELIEF  from  the  90%  tax  on 
excess  profits  may  be  procurable 
by  many  broadcasters  under  Sec- 

tion 222  of  the  Revenue  Act  of 
1942,  officials  of  the  Bureau  of  In- 

ternal Revenue  told  Broadcasting 
last  week.  Each  appeal  for  relief, 
however,  must  be  decided  separ- 

ately and  no  provision  of  the  Act 
will  provide  general  benefit  for  the 
industry. 

The  new  Section  222  amends  and 
liberalizes  reductions  permitted  last 
year  under  Section  722,  extending 
permission  for  corporations  to  com- 

pute their  tax  on  the  net  income 
for  an  average  base  period  instead 
of  on  capital  investment. 

Types  of  Adjustments 

Industry  observers  have  pointed 
out  that,  as  a  service  industry, 
broadcasting  has  a  relatively  light 
capital  investment  and  that  with- 

out benefit  of  the  average  income 
tax  base,  the  taxable  excess  profits 
would  be  much  higher. 

The  1942  tax  law  virtually  per- 
mits all  corporations  to  use  average 

income  over  a  period  of  years  as 
the  basis  of  excess  profits  calcu- 

lations. Section  222  provides  a  num- 
ber of  instances  in  which  the  "aver- 
age income"  may  be  modified  to 

reduce  the  tax  in  case  the  sample 
years  1936-39  do  not  fairly  repre- 

sent "average  years"  of  the  firm's 
operations. 
Some  of  the  instances  where 

broadcasters  may  expect  adjust- 
ments are: 

1.  Where  production  of  serv- 
ice was  interrupted  in  the  pe- 

riod 1936-39  by  fire,  strikes 
and  other  events,  and  where 
earnings  have  therefore  suf- 

fered. Such  a  year,  the  Internal 
Revenue  people  say,  is  not  rep- 

resentative of  the  earnings  of 
the  corporation. 

2.  Where  one  or  more  of  the 
base  years  was  particularly  un- 

profitable because  of  unusual 
economic  conditions.  This  has 
been  interpreted  by  the  Bureau 
of  Internal  Revenue  to  include 
unfavorable  local  business  con- 

ditions or  other  individual  eco- 
nomic reverses. 

3.  Where  a  broadcaster  has 
suffered  from  economic  rever- 

ses common  to  the  entire  in- 
dustry, if  figures  proving  such 

a  reverse  can  be  demonstrated 
for  one  of  the  base  years. 

4.  Where  the  taxpayer  either 
during  or  immediately  prior  to 
the  base  period  1936-39  has 
commenced  business,  or 
changed  the  character  of  his 
business.  The  law  states  that 
if  the  earning  level,  by  the  end 
of  the  base  period  had  not 
reached  an  amount  it  would 
have  attained  if  the  change 
had  been  made  two  years  pre- 

vious to  the  date  it  was  actual- 
ly made,  relief  may  be  had. 

"Change"  here  will  be  inter- 
preted as  a  change  in  the  op- 

eration or  management;  a  dif- 
ference in  the  product  or 

services  offered;  a  difference 
in  capacity  for  production  or 
operation;  a  difference  in  the 
ratio  of  non-borrowed  capital 
to  total  capital. 

5.  Any  other  factor  which 
might  reasonably  be  consid- 

ered as  resulting  in  an  inade- 
quate standard  of  normal  earn- ings. 

These  five  opportunities  for  ad- 

Expense  in  Sale  of  War  Bonds 

Is  Deductible,  Treasury  Rules 

But  5%  Net  Income  Deduction  for  Time  Donated 

To  Federal  Programs  Is  Deemed  Unlikely 

WHILE  THE  Treasury  has  not 
yet  formally  decided  whether  broad- 

cast stations  will  be  permitted  to 
make  a  5%  net  income  deduction 
on  tax  returns  for  time  donated  to 
Government  programs,  it  was  indi- 

cated in  a  ruling  of  the  Bureau  of 
Internal  Revenue  covering  time 
donated  for  War  Bond  sales  that 
such  special  credits  probably  will 
not  be  allowed. 

Guy  T.  Helvering,  Commissioner 
of  Internal  Revenue,  last  Wednes- 

day notified  the  NAB  that  expenses 
incurred  in  connection  with  sales  of 

War  Bonds  are  "deductible  as  or- 
dinary and  necessary  business  ex- 

penses". He  said  the  same  reason- 
ing had  been  applied  in  the  case 

of  newspapers. 

'Ordinary,  Necessary' 

Mr.  Helvering's  letter  was  in 
response  to  questions  propounded 
by  Russell  P.  Place,  NAB  counsel, 
last  July,  having  to  do  with  War 
Bond  sales.  The  direct  question  of 
tax  deductions  for  all  types  of  Gov- 

ernment campaigns  and  programs 
was  not  covered,  though  observers 

felt  Commissioner  Helvering's  con- 
clusion in  the  War  Bond  case  prob- 

ably would  apply  to  the  broader 

question. The  test  of  whether  expenditures 
are  deductible  from  gross  income 
is  whether  they  are  ordinary  and 

necessary  costs  directly  connected 

with  or  pertaining  to  the  taxpayer's trade  or  business,  Commissioner 
Helvering  wrote  apropos  the  bond 
sale  question. 

By  broadcasting  information  as 
to  the  necessity  of  buying  War 
Bonds,  he  added,  stations  are  car- 

rying on  "one  of  the  functions  for 
which  they  are  organized  and  the 
expenses  incurred  in  connection 
therewith  are  deductible  as  ordi- 

nary and  necessary  business  ex- 
penses on  the  basis  of  the  reason- 

ing applied  in  the  case  of  news- 

papers". 

At  the  Treasury  it  was  reported 
that  the  matter  of  total  deductions 
for  Government  programs  was  still 
under  consideration.  This  will  in- 

volve an  interpretation  of  an 
amendment  to  the  1942  tax  law  al- 

lowing a  maximum  of  5%  of  the 

taxpayer's  net  income  to  be  de- ducted where  contributions  or  gifts 
to  Federal  and  State  governments 
are  involved.  If  it  is  concluded  that 
the  donations  of  time  by  stations 
constitute  contributions,  stations 
will  be  permitted  to  deduct  the  5% 
item. 

Letter  a  Precedent 

Although  there  was  no  formal 
statement  from  Internal  Revenue, 
it  was  indicated  that  the  NAB  let- 

(Continiied  on  page  A7) 

justments,  the  Bureau  of  Internal 
Revenue  explained,  can  legitimate- 

ly be  interpreted  to  allow  major 
relief  for  stations  that  have  in- 

creased their  facilities,  or  improved 
their  network  affiliations  in  recent 

years.  Such  adjustments  may  easi- 
ly be  interpreted  to  mean  "chang- 

ing the  character  of  the  business" 
under  (4)  above.  The  same  provi- sion will  be  of  considerable  aid  to 
operators  who  have  taken  over 
their  property  since  1936,  and  who 
suffered  depressed  earnings  in  the 
base  year  period. 

Average  Net  Income 
Importance  of  the  provision  was 

made  clear  by  broadcasting  serv- 
ice income  figures  supplied  by  the 

FCC  since  1938.  The  average  net 
income  of  50,000-watt  clear-channel 
stations  has  jumped  from  $302,400 
in  1938  to  $370,477  in  1941,  accord- 

ing to  the  FCC  figures.  Under  the 
tax  law,  the  stations  conceivably 
could  be  taxed  the  maximum  90%  of 

most  of  the  $68,000  increase.  How- 
ever, the  FCC  figures  show  that 

there  were  31  50,000-watt  clear- 
channel  stations  in  1938,  and  42 
in  1942.  At  least  11  of  these  sta- 

tions, those  that  obtained  increased 
power,  will  be  able  to  get  adjust- ments in  their  tax  base  under  the 
section,  the  Bureau  of  Internal 
Revenue  demonstrated. 

Broadcasting's  informant  at  In- 
ternal Revenue  pointed  out  that 

stations  seeking  relief  because  of 
local  difficulties  might  find  it  valu- 

able to  provide  figures  proving 
that  their  earnings  for  a  particu- 

lar base  year  were  below  the  gen- 
eral trend  for  the  industry.  Sam- 
ple earning  figures  fer  average 

fulltime  radio  stations  in  recent 

years,  computed  by  Broadcasting 
from  FCC  reports  on  industry  in- 

come, follow: 19i0 191,1 
19S8  1939 

50  kw. 
Clear  _^$302,400  $284,094  $299,096  $370,477 5-25  kw. 

Clear   __    55,765  40,834  53,460  28,887 
Regional    43,275  32,222  48,367  56,397 
Local           8,127  4,327  7,327  7,394 

The  value  of  such  figures  is  ac- 
centuated by  a  notation  in  the  In- 

ternal Revenue  instruction  book 
noting  that  a  taxpayer  should  be 
prepared  with  figures  of  this  na- ture when  seeking  to  prove  that 
his  earnings  during  the  base  years 
were  abnormally  low.  He  should 

{Continued  on  page  SJj.) 
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Federal  Probes  Cover  Locals'  Income 

Plight  of  Independents 
Concerns  Several 

Branches 

DISTURBED  over  reports  that 
a  number  of  independent  locals, 
notably  those  in  the  Rocky  Moun- 

tain area  and  in  the  South,  may  be 
forced  to  suspend  operations  be- 

cause of  depleted  income,  several 
Government  agencies  are  undertak- 

ing studies  to  ascertain  the  status 
of  these  stations,  their  need  in  the 
war  effort  and  methods  of  coming 
to  their  aid. 

Gardner  Cowles  Jr.,  assistant  di- 
rector of  the  Office  of  War  Infor- 

mation in  charge  of  domestic  op- 
erations, said  last  Wednesday  the 

Government  is  preparing  to  investi- 
gate the  plight  of  the  smaller  non- 

network  stations  which  have  been 

hard-pressed  since  the  war's  out- break. 
His  comment  came  after  FCC 

Chairman  James  Lawrence  Fly 
had  stated  last  Monday  he  believed 
"some  way  ought  to  be  worked  out 
to  enable  non-network  stations  to 
remain  on  the  air  and  perform" 
a  necessary  service  to  the  people 
and  the  Government. 

Mountain  Area  Hit 

While  Mr.  Cowles  did  not  indi- 
cate what  OWI  planned  to  do  about 

relieving  the  stations  of  their  diffi- 
culties after  the  study,  to  be  under- 

taken promptly,  Chairman  Fly  said 
there  were  several  possibilities  in- 

cluding loan,  payment  for  pro- 
grams by  the  Government,  and 

some  measure  of  relief  through 
tax  measures  [see  editorial.  Broad- 

casting, Dec.  7  and  this  issue]. 
Mr.  Cowles,  president  of  the 

Cowles  stations  in  Iowa,  editor-in- 
chief  of  the  Des  Moines  Register- 
Tribune  and  publisher  of  Look,  said 
the  preliminary  reports  indicated 
that  the  stations  most  seriously 
affected  are  in  the  Rocky  Mountain 
area.  He  added,  however,  that  the 
study  would  not  be  confined  to  that 
section  of  the  country. 

"I  don't  know  how  serious  the 
situation  is,  nor  how  widespread," 
he  declared.  "We  are  on  the  verge 
of  making  a  fact-finding  investiga- 

tion to  find  out  which  stations  are 
suffering  and  whether  it  is  national, 
regional,  or  local  advertising  that 
has  suffered." 

Reports  have  been  current  that 
a  substantial  number  of  stations 
may  be  forced  to  give  up  the  ghost 
by  next  March  if  some  relief  is 
not  afforded  them.  There  has  been 
some  talk  of  expanding  network 
operations  to  supply  such  stations 
with  program  service.  It  was 
pointed  out,  however,  that  while 
network  service  might  attract  ad- 

ditional business,  it  could  not  be 
ascertained  whether  this  would  be 
enough  to  offset  the  red  ink. 

Queried  directly  whether  he 
meant  Government  payment  for  use 
of  time,  Mr.  Fly  answered  affirma- 

tively at  his  Monday  press  confer- 

ence. Then  after  considering  the 
possibility  of  loans  momentarily  he 
opposed  that  possibility,  saying  that 
he  was  "reluctant  to  see  the  Gov- 

ernment get  any  sort  of  stake  in 
private  broadcasting".  In  fact  he 
said  he  preferred  to  see  the  prob- 

lem handled  otherwise,  but  felt  that 
the  problem  must  receive  serious 
consideration  promptly. 

Staying  on  the  Air 

Mr.  Fly  said  he  didn't  think  it 
was  a  question  of  whether  the  FCC 
was  going  to  keep  stations  on  the 
air  but  rather  one  of  how  such  sta- 

tions could  be  kept  on  the  air.  In 
defining  smaller  stations.  Chair- 

man Fly  said  he  had  particular 
reference  to  those  situated  in  small 
cities  reliant  upon  local  radio  busi- 

ness, which  is  drying  up  as  a  re- 
sult of  the  reduced  civilian  econ- omy. 

Furthermore,  he  observed  that 
such  stations  seldom  share  in  the 
institutional  advertising  now  prev- 

alent among  national  advertisers 
currently  involved  in  war  produc- 

tion, since  this  type  of  advertising 
is  predominantly  placed  with  the 
networks. 

To  illustrate  the  importance  of 
the  smaller  stations.  Chairman  Fly 
said  that  some  of  these  stations  are 
the  only  mediums  available  to  Gov- 

ernment in  reaching  the  people  in 
scattered  rural  communities.  Con- 

versely, he  said  that  the  people  in 
such  communities  have  come  to  be 

THERE  are  17  prospective  buyers 
of  the  BLUE  Network  Co.— all 
equally  as  big  as  RCA. 

The  BLUE  is  progressing  in  its 
talks  with  Petrillo,  while  the  indus- 

try as  a  whole  is  fighting  him. 
Plans  for  the  rebroadcast  via 

transcription  of  many  of  the  net- 
work top  productions  during  the 

daylight  hours  to  compete  with  the 
"soap  operas"  are  being  formu- 

lated by  the  BLUE. 
These  and  other  revelations 

came  from  Edgar  Kobak,  execu- 
tive vice-president  of  the  BLUE, 

in  a  stopover  in  San  Francisco 
during  a  business  swing  around  the 
country.  He  was  guest  of  honor  and 
principal  speaker  at  a  luncheon 
Dec.  4  attended  by  approximately 
100  leading  business  executives, 
advertisers  and  advertising  agency 
officials  at  the  St.  Francis  Hotel. 

Commenting  on  the  satisfactory 
talks  with  Petrillo,  Mr.  Kobak  said 
the  industry  was  fighting  the  music 
czar,  but  not  the  BLUE.  It  chose 
to  meet  him  on  his  own  ground  and 
thrash  out  their  differences  in  per- 

son, he  said.  "You  can't  smear  a 
labor  leader  and  win  your  case,"  he 
explained. 

Mr.  Kobak  told  of  some  of  the 
innovations    introduced     by  the 

"mightily  dependent"  upon  those 
stations  to  stay  on  the  air,  per- 

forming a  necessary  service  to  the 
people  and  the  Government  alike. 

It  was  suggested  that  the  Bu- 
reau of  Internal  Revenue  was  con- 

sidering a  plan  to  allow  deductions 
for  time  given  to  the  Government. 
Chairman  Fly  pointed  out  this  was 
a  matter  for  the  Bureau  of  Internal 
Revenue,  but  he  commented  that 
such  a  move  would  not  likely  pro- 

vide adequate  relief  for  the  smaller 
stations  which  are  not  presently 
making  money. 
Chairman  Fly  explained  that 

stations  are  gathered  in  clusters 
around  the  larger  cities  owing  to 
economic  factors,  whereas  public 
need  is  not  an  important  determi- 

nant in  the  situations  of  stations. 
Consequently  he  said  there  was  no 
way  of  shifting  stations  around 
because  the  economics  of  the  sta- 

tion's location  insure  a  station's 
profitable  operation.  He  could  see 
no  value  in  closing  down  stations 
in  larger  cities  except  for  the  man- 

power which  would  result  from 
such  a  closure. 

He  admitted  he  had  no  idea  of 
how  programs  could  be  paid  for, 
but  recognized  the  urgent  need.  He 
said  he  would  not  limit  considera- 

tion of  payment  to  the  smaller  sta- 
tions, but  emphasized  that  isolated 

communities  with  only  one  station 
need  relief  promptly  to  serve  the 
needs  of  the  Government  and  their 
listeners. 

BLUE  and  of  its  steady  increase 
in  commercial  sponsorship.  War- 

time advertising,  he  maintained, 
is  picking  up  in  all  media.  True, 
some  advertisers  are  dropping  out 
but  others  quickly  take  their  places. 
The  group  buying  more  advertising 
comprises  the  manufacturers  whose 
plants  have  been  converted  to  war 
industries  but  want  to  keep  the 
public  mindful  of  their  products, 
he  said.  Among  those  attending 
were  Don  E.  Gilman,  BLUE  vice- 
president  in  charge  of  the  western 
division,  and  William  Ryan,  BLUE 
manager  in  San  Francisco. 

WTAG  Names  Raymer 
APPOINTMENT  of  the  Paul  H. 
Raymer  Co.,  exclusive  station  rep- 

resentative, as  national  sales  rep- 
resentative of  WTAG,  Worcester, 

effective  Dec.  14,  was  announced 
last  week  by  E.  E.  Hill,  WTAG 
managing  director.  Raymer  re- 

places Edward  Retry  &  Co.,  which 
has  shifted  from  WTAG  to  WAAB, 
Yankee  Network  outlet  removed 
this  month  from  Boston  to  Wor- 

cester. WTAG  now  is  an  NBC  out- 
let, but  shifts  to  CBS  next  April. 

WAAB  is  an  MBS  outlet.  The 
Retry  Co.  represents  all  four  of 
the  Shepard-operated  stations. 

WAAB  ON  THE  AIR 

FROM  WORCESTER 
WAAB,  former  Boston  station, 
went  on  the  air  officially  from  Wor- 

cester, Sunday,  Dec.  13,  at  8  a.m., 
operating  on  1440  kc,  5,000  watts 
day  and  night.  WAAB  will  carry, 
in  addition  to  Mutual  programs, 
broadcasts  originating  at  WNAC, 
Boston,  key  station  of  the  Yankee 
network.  Studios  are  located  in  the 
Barnard  Dept.  Store  building, 
Worcester,  the  transmitter  at  Hol- den. 

Supervisor  and  sales  manager  is 
Mrs.  Dorothy  Robinson,  former 
producer  of  radio  plays  and  later 
commercial  manager  of  WTAG, 
Worcester.  Edward  Crockett  and 
Margaret  Schaeffer  will  assist  Mrs. 
Robinson  in  the  business  depart- ment. 

New  Quarters  for  NAB 

Will  Be  Opened  Dec.  21 
NEW  HEADQUARTERS  of  the 
NAB,  a  few  blocks  away  from  the 
existing  offices,  will  be  open  for 
business  Monday,  Dec.  21,  accord- 

ing to  C.  E.  Arney  Jr.,  assistant 
to  President  Neville  Miller.  Final 
arrangements  for  the  removal 
were  completed  last  week  with  the 
approval  by  the  District  of  Colum- 

bia Zoning  Commission  of  use  of 

the  building  for  "educational  pur- 

poses". 

NAB,  along  with  other  occu- 
pants of  the  Normandy  Bldg.  at 

1626  K  St.,  NW,  was  forced  to  va- 
cate when  the  Government  took 

over  the  entire  building  for  use  by 
the  Rubber  Conservation  Board. 
The  new  quarters,  at  1760  N  St., 
NW,  were  purchased  by  NAB  for 
$31,000  (see  cut  in  Nov.  30  issue). 
Mr.  Arney  said  the  moving  would 
take  place  the  weekend  of  Dec.  19. 
The  telephone  number — NAtional 2080— remains  the  same. 

Lt.  Chandler  Prisoner, 

Not  Killed,  Kin  States 
LT.  BARRON  CHANDLER, 
USNR,  reported  several  weeks  ago 
as  killed  in  action  in  the  South  Pa- 

cific, is  believed  to  be  a  Japanese 
prisoner,  taken  when  Corregidor 
fell  last  May,  according  to  his 
brother-in-law,  Paul  M.  Lion,  chief 

of  radio  operations  of  the  FCC's Common  Carrier  Division. 
Mr.  Lion,  himself  a  retired  Naval 

officer,  asserted  that  last  available 
information  from  the  Navy  iiidi- 
cated  that  Lt.  Chandler  had  been 
wounded  while  commanding  a  mo- 

tor torpedo  boat  in  the  South  Pa- 
cific and  had  been  taken  to  Cor- 

regidor. He  suffered  machine  gun 
wounds  in  both  ankles.  Just  two 
days  before  Corregidor  fell,  Lt. 
Chandler  was  reported  as  conval- 

escing at  that  fort.  Consequently, 
he  said,  it  is  presumed  that  he  is 
a  prisoner.  The  official  records  now 
show  him  to  be  "missing  in  action". 

Corning  Glass  Spots 

CORNING  GLASS  WORKS,  Corn- 
ing, N.  Y.,  started  Dec.  13  a  12- 

day  campaign  in  behalf  of  its Christmas  tree  ornaments,  using 
transcribed  announcements  on  a 
nationwide  basis.  Agency  is  BBDO, 
New  York. 

''IT  Buyers  for  Blue' --Kobak; 
Network,  Petrillo  Hold  Talks 
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A  JOB  TO  DO 

AND  WE'RE  DOING  IT! 
WSIX  has  a  job  to  do  for  its  advertisers — 

delivering  coverage  of  the  rich  Nashville 

market.  That's  a  complex  job,  but  we're  do- 
ing it ! 

Wire  for  full  information  on  the 

Nashville  market  and  sta- 

tion coverage 

Our  station  strategy  includes  heavy  use  of 

news,  sports  and  music  to  draw  the  listeners, 

with  ample  power  (5,000  watts  day  and  night) 

to  reach  them. 

SPOT  SALES,  INC. 

National  Representatives 

New  York      Chicago      San  Francisco 

5000 

WATTS 
mm 

If 

980 

KILOCYCLES 

NASHVILLE,  TENN. 
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Philadelphia  Tests  Appeals  From  Monopoly  Rules Coordinated  Plan 

For  Federal  Plugs 

OWI  Scheduling  Is  Said  to 
Ease  Broadcast  Problem 

PHILADELPHIA  stations  are  be- 

ing used  as  a  "guinea  pig"  by  the 
Office  of  War  Information  to  test 
the  new  coordinated  plan  of  broad- 

casting all  Government  war  agency 
announcements  which  will  be 
adopted  on  a  nationwide  scale 
shortly  after  the  first  of  the  year. 
The  plan,  it  was  announced,  has 
been  in  operation  in  Philadelphia 
since  Dec.  1. 
The  nine  network  and  inde- 

pendent stations  in  the  city  have 
been  used  as  a  testing  field  while 
11  other  OWI  regions  throughout 
the  country  were  being  organized 
for  nationwide  adoption  of  the  sys- 

tem. The  ultimate  aim  is  to  have 
all  broadcasting  stations  in  the 
country  schedule  12  to  16  one- 
minute  periods  daily  of  war  agency 
announcements  prepared  by  the 
national  and  regional  office  of  OWI. 

Station  executives  in  Philadel- 
phia say  the  new  system  simplifies 

war  message  broadcasts  and  makes 

more  eff'ective  scheduling  possible. 
Dissemination  of  important  war 
agency  pronouncements  covering  a 
variety  of  subjects  from  rationing 
to  manpower  problems  is  said  to  be 
facilitated.  OWI  officials  pointed 
out  that  the  new  plan  is  entirely 
voluntary  and  was  worked  out  by 
the  radio  industry  to  avoid  con- 

fusion and  to  assure  broadcast  of 
vital  messages  from  the  welter  of 
information  which  various  Govern- 

mental agencies  clamor  to  get  on 
the  air.  There  is  no  suggestion  of 
censorship,  station  operators  be- 

ing free  to  use  the  announcements 
at  their  convenience,  it  is  stated. 

Improved  Scheduling 

Dr.  Leon  Levy,  consultant  for 
the  Philadelphia  region  for  the 
OWI  and  president  of  WCAU, 
Philadelphia,  said  the  experiment 
in  the  Philadelphia  area  has  been 
so  successful  that  it  will  be  extend- 

ed to  all  stations  in  Pennsylvania, 
Maryland  and  Delaware  on  Dec. 
21.  Results  of  the  wider  regional 
experience  then  will  be  worked 
out  in  the  national  plan. 

All  Government  announcements 
are  handled  through  national  and 
regional  OWI  offices.  Strictly  na- 

tional announcements  are  covered 
in  weekly  recordings  sent  from 
Washington,  but  to  allow  for  pres- 

entation of  local  or  regoinal  prob- 
lems, the  national  announcements 

are  limited  to  75%  of  the  total. 
The  one-minute  messages  vary 
from  16  per  day  for  independent 
stations  to  12  per  day  for  network 
or  affiliated  stations.  Thus,  if  an 
independent  station  uses  12  an- 

nouncements from  Washington,  it 
vdll  also  schedule  four  of  the  re- 

gional announcements.  The  latter 
are  prepared  in  typescript  by  the 
regional  OWI  office.  Typescripts 
of  the  recordings  are  also  furnished 

Filed  With  the  Supreme  Court 

NBC,  CBS  Claim  Net  Rules  Unconstitutional  and 

Destructive;  Justice  Dept.  Suit  Deferred 

THE  LAST  and  most  important 
lap  in  the  life-and-death  battle  of 
NBC  and  CBS  against  the  FCC 
chain-monopoly  regulations  was  en- 

tered last  Thursday  vdth  filing  of 
automatic  appeals  from  the  adverse 
decision  of  the  statutory  three- 
judge  court  in  New  York  in  the 
Supreme  Court  of  the  United 
States.  In  separate  pleadings  CBS 
and  NBC  asked  the  Supreme  Court, 
which  once  before  had  reversed  the 
lower  court  on  the  question  of  juris- 

diction, to  nullify  the  regulations 
as  unconstitutional,  improper  and 
destructive  of  their  operations. 

The  statutory  three-judge  court, 
in  its  actions  last  month,  upheld 
the  Commission's  contentions  of 
jurisdiction  but  enjoined  the  agen- 

cy from  enforcing  its  rules  until 
there  had  been  adjudication  of  the 
issues  in  the  highest  tribunal. 

Regulations  Held  Up 

The  appeals  are  automatic  under 
the  Urgent  Deficiencies  Act,  which 
provides  for  direct  appeal  to  the 
Supreme  Court  from  judgments  or 
decrees  of  three-judge  courts.  Argu- 

ment is  expected  during  the  cur- 
rent term.  The  New  York  tribunal 

issued  an  order  restraining  the 
FCC  from  enforcing  its  regula- 

tions until  Feb.  1,  or  the  argument 
of  the  appeal  before  the  Supreme 
Court,  whichever  is  earlier. 
The  NBC  appeal  was  filed  by 

John  T.  Cahill,  its  chief  counsel, 
joined  by  David  M.  Wood,  solicitor 
for  WOW,  Omaha,  which  partici- 

pated in  the  original  action  as  an 
NBC  outlet;  and  Thomas  H.  Mid- 
dleton,  attorney  for  WHAM,  Ro- 

chester, which  participated  as  a 
BLUE  Network  outlet  prior  to  the 
separation  of  the  RCA-ovraed  com- 

panies. The  CBS  appeal  bore  the 
signatures  of  Charles  Evans 
Hughes  Jr.,  who  handled  argu- 

ments in  the  lower  courts,  and  for- 
mer Judge  John  J.  Burns,  CBS 

general  counsel. 
In  the  light  of  the  Supreme  Court 

appeals,  Federal  Judge  John  P. 
Barnes,  of  the  Chicago  Federal 
District  Court,  last  Tuesday  au- 

thorized postponement  until  April 
12  of  the  Government's  anti-trust 
suit  against  RCA-NBC  and  CBS, 
after  the  parties  had  joined  in  the 
plea.  The  case  had  been  set  for  trial 
Dec.  11. 
The  MBS  $10,000,000  triple- 

damage  suit  against  RCA-NBC,  set 
for  trial  on  the  same  date,  also  was 

to  permit  a  station  to  make  "live" announcements. 
The  announcements  are  limited 

to  Government  information,  includ- 
ing that  emanating  from  the  Army, 

Navy  and  Marine  Corps,  and  are  in 
addition  to  strictly  local  campaigns 
such  as  charity  drives,  meat  con- 

servation, transportation,  and 
similar  activities. 

granted  a  120-day  postponement. 
The  issues  in  the  anti-trust  suit 
largely  parallel  those  involved  in 
the  pleadings  before  the  Supreme 
Court.  In  granting  the  extension. 
Judge  Barnes  indicated  it  was  un- 

likely that  the  radio  litigation 
would  come  to  trial  April  12  in 
view  of  the  pendency  of  a  multi- 

million-dollar patent  suit  before  his 
court. 

The  CBS  Supreme  Court  appeal 
was  broader  than  that  entered  by 
NBC,  as  had  been  the  case  in  the 
court  below.  CBS  counsel  contend- 

ed that  because  affiliated  stations 
fear  the  loss  of  their  licenses  as  a 
result  of  the  eight  punitive  regu- 

lations, they  will  not  negotiate  for 
or  enter  into  or  renew  affiliation 
contracts,  and  have  threatened  to 
cancel  and  repudiate  them.  Many 
stations,  it  was  claimed,  have  noti- 

fied the  network  that  because  of  the 
regulations  they  will  not  be  bound 
by  their  contracts  after  the  regula- 

tions become  effective. 
Holding  that  the  regulations  im- 

pair seriously  the  ability  of  CBS 
to  compete  for  national  advertising 
and  to  maintain  its  identity  and 

goodwill,  CBS  argued  they  will 
make  the  operation  of  the  network 
burdensome  and  more  costly,  re- 

duce earnings  and  compel  a  change 
in  the  fundamental  character  of  its 
business  and  render  its  property 
less  valuable. 

An  overall  attack  upon  the  FFC's 
authority  to  promulgate  the  regula- 

tions was  made.  The  order  was 

branded  illegal  and  void,  and  be- 
yond the  statutory  authority  of  the 

Commission  as  well  as  Constitu- 
tional guarantees.  The  court  was 

asked  to  set  aside,  annul  and  per- 
manently enjoin  the  regulations. 

The  rules  were  further  branded 
as  arbitrary  and  capricious  in  that 
they  "bear  no  reasonable  and  ra- 

tional relationship"  to  the  statu- 
tory standard  of  "public  interest, 

convenience  and  necessity". 
In  stating  its  grounds  for  ap- 

peal, NBC,  joined  by  WOW  and 
WHAM,  held  that  the  FCC  order  is 
repugnant  to  the  terms  of  the  Com- munications Act  and  of  the  first 
amendment  to  the  Constitution.  The 
order  was  labelled  an  attempt  by 
the  FCC  to  regulate  network  broad 
casting  under  the  anti-trust  laws 
in  violation  of  the  intent  of  the  Act 
and  in  derogation  of  the  power  of 
the  Dept.  of  Justice  and  the  Fed 
eral  Courts. 

It  was  held,  moreover,  that  the 
action  of  the  three-judge  court  in 
dismissing  the\  appeals  was  not  in 
accordance  with  the  principles  cov- 

ering judicial  review. 

Dept.  of  Justice  Will  Appeal 

AFM  Case  to  Supreme  Court 
AFM  CZAR  James  C.  Petrillo  must 
face  further  legal  proceedings,  as 
well  as  a  legislative  inquiry,  be- 

cause of  his  arbitrary  bans  against 
public  music  performance.  The 
Dept.  of  Justice  last  week  procured 
authority  to  appeal  direct  to  the 
Supreme  Court  its  anti-trust  case 
against  AFM,  which  on  Oct.  12  had 
been  dismissed  by  the  Chicago  Fed- 

eral District  Court. 
Authority  to  take  the  suit  to  the 

highest  tribunal,  under  the  Ex- 
pediting Act,  was  granted  last 

Thursday  to  Assistant  Attorney 
General  Thurman  Arnold  by  Fed- 

eral District  Judge  John  P.  Barnes 
in  Chicago.  The  request  came  after 
Attorney  General  Francis  Biddle 
and  Solicitor  General  Charles  Fahy 
had  authorized  the  action. 

In  requesting  leave  to  appeal 
from  the  Chicago  court's  decision, 
U.  S.  Attorney  Albert  Woll,  in  Chi- 

cago, told  the  court  that  the  case 
raised  issues  of  "great  public  im- 

portance since  it  involves  a  pro- 
gram of  action  by  the  union,  which 

if  permitted  to  continue,  ultimately 
will  deprive  the  public  of  the  means 
of  recreation  hitherto  available  at 
small  cost  and  will  deprive  the  na- 

tion in  wartime  of  important  radio 

communications." 
In  dismissing  the  Government 

suit  Oct.  12  without  a  written 
opinion.  Judge  Barnes  concluded 
that  the  case  was  essentially  a 

"labor  dispute"  and  that  the  pro- 
ceeding was  brought  under  the 

wrong  statute.  Assistant  Attorney 
General  Arnold,  who  had  argued 
the  case  personally,  immediately 
announced  his  intention  of  seeking 
Supreme  Court  review. 

The  Government  has  40  days  in 
which  to  perfect  its  appeal,  which 
is  taken  as  a  matter  of  right  under 
the  expediting  statute.  It  was  indi- 

cated that  because  of  the  urgency 

of  the  case,  particularly  in  con- 
nection with  the  ban  on  phono- 

graph and  transcription  recordings, 
in  force  since  Aug.  1,  that  the  ap- 

peals would  be  perfected  within  a 
couple  of  weeks. 

Mr.  Petrillo  is  scheduled  to  ap- 
pear Jan.  12  before  the  Senate  Sub- 

committee headed  by  Sen.  D.  Worth 
Clark  (D-Idaho)  which  will  con- 

duct a  far-reaching  inquiry  into  the 
entire  music  situation.  He  will  be 
the  first  witness. 

Herbert  M.  Bingham,  Washing- 
ton attorney  retained  by  the  five- 

man  subcommittee  for  the  inquiry, 

is  developing  the  committee's agenda.  The  inquiry  is  pursuant  to 
the  Clark  resolution  (SRes-286) 
which  contemplates  remedial  leg- 

islation. Introduction  of  the  meas- 
ure was  prompted  by  the  Petrillo 

onslaughts  not  only  involving  the 
recording  issue  but  banning  non- 

professional orchestra  perform- 
ances and  the  "made  work"  issue. 
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Mr.  Morency 

Morency  Renamed 

As  NAB  Director 

Of    First  District 

Boston  Session  Studies  War 

Operation  and  Manpower 
WINDING  up  the  1942  series  of 
district  meetings  which  began  in 
mid-October,  the  first  district,  com- 

prising the  New  England  States, 
meeting  in  Boston 
Wednesday  and 
Thursday,  re- 

elected OPaul  W. 
Morency,  WTIC, 
Hartford,  as  di- 
rector  for  an- 
other  two-year 
term.  The  new 
term  will  begin 
at  the  end  of  the 
NAB  Convention 
to  be  held  next  spring. 

A  veteran  member  of  the  board 
and  several  times  an  officer,  Mr. 
Morency  was  field  director  of  the 
NAB  early  in  its  organization  in 
the  '20s.  He  has  been  one  of  the 
most  active  members  of  the  trade 
group  and  served  on  its  executive 
committee  prior  to  its  dissolution 
two  years  ago. 

The  largest  registration  in  the 
history  of  meetings  of  the  first  dis- 

trict was  enrolled  at  the  Boston 
session,  with  92  broadcasters.  Gov- 

ernment and  industry  representa- 
tives present.  C.  E.  Arney  Jr.,  as- 

sistant to  President  Neville  Miller, 
outlined  work  of  the  NAB  in  Mr. 

Miller's  absence  the  first  day.  The 
NAB  president  had  been  called 
back  to  Washington  following  the 
meeting  earlier  in  the  week  of  the 
second  district  in  New  York. 

Industry  Problems 

Following  the  pattern  of  the 
earlier  sessions,  broadcasters  were 
told  of  the  problems  of  the  war  that 
affect  the  industry  by  spokesmen 
for  Government  agencies.  Among 
those  who  addressed  the  sessions 
were  Carl  Haverlin,  headquarters 
consultant,  Radio  Branch,  OWI; 
Eugene  Carr,  Office  of  Censorship; 
Capt.  Jack  Harris,  Radio  Branch, 
Army;  Lt.  Com.  L.  R.  Collier,  chief, 
radio  section,  Navy  Public  Rela- 

tions Office;  Capt.  William  H.  Price, 
district  public  relations  office,  Ma- 

rine Corps;  James  Donovan,  re- 
gional director.  Office  of  Civilian 

Defense;  and  George  E.  Shrigley, 
assistant  regional  representative, 
USES,  who  spoke  also  for  the  War 
Manpower  Commission. 

The  luncheon  meeting  on  Wed- 
nesday was  addressed  by  Neal 

O'Hara,  Boston  columnist  and 
humorist,  who  entertained  the  del- 

egates vnth  off-the-record  observa- 
tions on  the  life  of  a  professional 

humorist.  Immediately  following 
the  luncheon  on  the  first  day,  Lewis 
H.  Avery  of  NAB,  and  Walter  C. 
Johnson,  commercial  manager  of 
WTIC,  outlined  to  the  meeting  the 
retail  promotion  committee  plan, 
which  was  enthusiastically  re- 
ceived. 

On  the  second  day,  a  morning 
(Continued  on  page  52) 

Shifting  of  XEAW  to  1570  kc. 

EasesMexican  Border  Problem 

XEG,  Monterrey,  Given  1050  kc  in  Realignment 

Of  Stations  Following  American  Protests 

TANGIBLE  evidence  of  the  desire 
of  Mexico's  Communications  Min- 

istry to  eliminate  the  "border  sta- 
tion" problem  was  seen  last  week 

with  reassignment  of  the  1050  kc. 
I-A  channel  to  XEG,  Monterrey, 
and  forced  removal  of  XEAW, 
Reynosa,  operated  by  Carr  Collins, 
to  its  regularly  assigned  though 
less  desirable  1570  kc.  channel. 

For  several  weeks  Mr.  Collins, 
head  of  Crazy  Waters  Crystal  Co., 
Mineral  Wells,  Tex.,  had  sought 
desperately  to  cling  to  the  more 
desirable  frequency  at  Reynosa,  to 
serve  American  rather  than  Mexi- 

can, listeners.  The  State  Dept., 
however,  through  the  American 
Embassy  in  Mexico  City,  had  ob- 

jected to  the  assignment  because 
it  was  at  variance  with  the  Havana 
Treaty  and  more  particularly  the 
subsequent  bilateral  agreement 
governing  use  and  location  of  sta- tions. 

License  Revocation 

Gen.  Maximino  Avila  Camacho, 
Minister  of  Communications  & 
Transportation  and  brother  of 
Mexico's  president,  last  week  set- 

tled the  issue  by  authorizing  use 
of  the  contested  1050  kc.  channel 
in  Monterrey  by  XEG.  The  fre- 

quency originally  had  been  as- 
signed to  that  station  for  opera- 

tion by  a  Mexican  company  hav- 
ing American  connections.  In  lat- 
ter October,  however,  the  XEG 

license  was  revoked  and  the  sta- 
tion went  off  the  air. 

XEAW  procured  a  "temporary 
assignment"  on  the  frequency  at 
Reynosa.  This  was  cancelled  Dec. 
5,  however,  and  XEG  returned  to 
the  air  with  authorized  power  of 
150,000  watts  but  operating  output 
of  approximately  50,000  watts. 
XEAW,  it  is  reported,  resumed 

operation  with  its  main  transmitter 
on  1570  kc.  Complaints,  however, 
were  made  to  the  U.  S.  Govern- 

ment and  to  Mexico,  because  of 
reported  harmonic  interference 
with  Canadian  aviation  communi- 

cations and  with  other  operations. 
XEG  originally  was  licensed  to 

Rodolfo  Junco  de  la  Vega,  editor 
of  the  Monterrey  El  Sol.  Because  of 
purported  Fascist  tendencies,  how- 

ever, his  authorization  was  re- 
voked in  October.  The  American 

company  participating  in  the  op- 
eration, headed  by  James  A.  Sav- 

age, president  of  the  North  Amer- 
ican Adv.  Agency,  San  Antonio, 

immediately  proposed  to  reorgan- 
ize the  company,  with  other  Mex- 

ican participants,  to  comply  with 
the  Mexican  laws.  Mr.  Savage 
represents  a  group  of  Kansas  in- 

vestors in  the  commercial  opera- 
tion of  XEG. 

During  the  reorganization  pe- 
riod, Mr.  Collins  succeeded  in  get- 

ting the  temporary  assignment  for 

XEAW  on  1050  kc.  Previously,  the 
station  had  operated  on  1010  kc. 
but  because  of  protests  from  our 
Government  it  was  forced  to  relin- 

quish that  frequency  in  early 
October. 

The  1050-kc.  operation  of  XEAW 
caused  interference  with  WHN, 
New  York,  also  assigned  to  the 
channel.  But  the  basic  complaint 
was  that  the  frequency  could  not 
be  used  closer  to  the  border  than 
the  Monterrey  location.  On  this 
basis  Gen.  Avila  Camacho  ordered 
the  reassignment  of  XEG. 

Other  Protests 

Mr.  Collins,  accompanied  by  his 
attorney,  Thomas  Love,  spent  con- 

siderable time  both  in  Washington 
and  in  Mexico  in  his  effort  to  re- 

tain the  1050  kc.  assignment.  It 
was  understood  that  at  one  stage 
he  offered  to  remove  XEAW  to 
Monterrey  in  order  to  retain  the 
frequency.  This  also  was  vetoed. 

There  are  several  other  border 
station  assignments  against  which 
other  signatories  to  the  Havana 
Treaty  have  proested.  These  are 
being  studied,  it  is  reported,  with 
prospects  of  remedial  action  in  the 
near  future.  Harvey  Otterman,  of 
the  State  Dept.  International  Com- 

munications Division,  is  handling 
the  Treaty  matters  for  the  depart- 

ment. At  the  American  Embassy 

in  Mexico  City,  Sidney  E.  O'Donog- 
hue,  second  secretary,  is  handling 
contacts  with  the  Mexican  Gov- 

ernment on  broadcast  assignments. 

AFRA  Preparing  Pact 

For  Increasing  in  Wages 

DETAILS  of  the  plan  for  putting 
into  effect  the  increases  of  10%  in 
sustaining  minimum  scale  for  radio 
performers  were  being  worked  out 
last  week  by  the  American  Fed- 

eration of  Radio  Artists,  to  be  sub- 
mitted upon  completion  to  the  net- 

works  and  stations  concerned. 
Agreement  to  the  increase  was 
reached  Dec.  3  by  AFRA  and  NBC, 
CBS  and  MBS  and  the  individual 
stations  having  sustaining  con- 

tracts with  the  union  [Broadcast- ing, Dec.  7]. 

Meanwhile  conversations  be- 
tween AFRA  and  the  BLUE  con- 
tinued in  an  effort  to  reach  a  so- 
lution to  what  this  network  feels 

are  its  individual  problems,  with 
both  sides  confident  that  they  will 
be  able  to  come  to  an  agreement 
shortly.  Mrs.  Emily  Holt,  execu- 

tive secretary  of  AFRA,  said  the 
revised  contracts  would  not  be 
ready  for  submission  to  the  other 
broadcasters  for  some  time,  as 
there  are  42  individual  contracts 
to  be  revised,  many  with  differing 
terms  and  conditions,  so  the  task 
is  not  an  easy  one.  Work  has  been 
further  delayed  by  the  illness  of 
Henry  Jaffe,  AFRA  counsel. 

TIE  FIRM  PLACES 

NATIONWIDE  SERIES 

GREGOR  ZIEMER,  commentator 
for  WLW,  Cincinnati,  is  featured 
in  a  new  series  of  transcribed  spots 
to  be  aired  over  160  radio  stations 
from  coast  to  coast,  during  Decem- 

ber. Sponsor  is  Beau  Brummell 
Ties  Inc.,  Cincinnati. 
The  campaign,  according  to 

Harry  Weisbaum,  Beau  Brummell 
Ties  executive,  is  being  conducted 
both  as  stimulant  for  the  Christ- 

mas gift  tie  business  and  as  a  test 
for  the  effectiveness  of  radio  as  a 
medium  for  national  merchandising 
of  neckwear. 

Ziemer,  author  of  Education  for 
Death,  a  current  best  seller  now 
being  filmed  for  release  early  in 
1943,  uses  a  narrative  style  in 
these  Beau  Brummell  Tie  spots — 
a  technique  that  contrasts  favor- 

ably with  the  many  "breathless" 
types  of  spots  and  chain-breaks currently  being  used. 

Included  in  the  list  of  stations 
carrying  the  schedule  are:  WLW, 
Cincinnati;  W  E  E  I,  Boston; 
WGST,  Atlanta;  WCCO,  Minne- apolis; KRLD,  Dallas;  WISN, 
Milwaukee;  WTAM,  Cleveland; 
CKLW,  Windsor,  Ont.,  Canada; 
WRNL,  Richmond,  Va.;  KQV, 
Pittsburgh;  WBAL,  Baltimore; 
WIRE,  Indianapolis;  KMBC,  Kan- 

sas City;  WMC,  Memphis;  WOAI, 
San  Antonio;  KSD,  St.  Louis; 
WLAC,  Nashville;  WPTF, 
Raleigh;  KFEL  Denver;  KRNT, 
Des  Moines;  WOW,  Omaha; 
WINS,  New  York. 

Agency  is  Key  Adv.  Co.,  Cincin- nati. 

Press  Assn.  Sends  Disc 

To  All  PA  News  Users 

A  UNIQUE  Christmas  gift  in  the 
form  of  a  30-minute  transcription 
dramatizing  eventful  happenings 
of  1942  is  being  sent  this  week  by 
Press  Assn.  Inc.,  radio  subsidiary 
of  the  Associated  Press,  to  all  radio 
stations  using  AP  news.  Titled 
This  We  Have  Done,  the  transcrip- 

tion dramatizes  thrilling  news 
events  of  last  year.  Written  and  di- 

rected by  Paul  Girard  of  PA,  the 
program  was  produced  by  Press 
Assn.  and  includes  such  radio 
names  as  Ed  Herlihy,  who  does 
narration;  Maurice  Tarplin,  David 
Kerman,  Jack  Manning,  Richard 
Sanders,  Hester  Sondergard,  Ted 
DeCorsi,  Roger  DeKoven,  Peter 
Cahill  and  Al  Binnie,  sound  man. 
The  program  is  recorded  so  sta- tions can  sell  it  to  a  sponsor  or 
use  it  as  sustaining  feature  for 
opening  the  New  Year. 

MBS  Gross  Rises 

MBS  GROSS  billings  for  the  11 
months  of  1942,  totaling  $8,775,305, 
represent  an  increase  of  38.1% 
over  a  corresponding  period  in 
1941,  and  mark  the  highest  11- 
month  cumulative  figure  ever  at- 

tained by  the  network.  Billings  for 
November,  1942,  were  $910,167,  a 
dip  of  5.1%  from  1941  November 
figures. 

POWER  INCREASE  for  WRDW, 
Augusta,  Ga.,  from  250  to  5,000  watts, 
effective  Dec.  6,  and  a  shift  in  fre- 

quency from  1490  to  1480  kc,  was 
marked  by  a  banquet  and  special  con- gratulatory program  on  CBS,  parent 
network,  Dec.  10. 
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First  aid  for  w/k?jha£  aOi/ert/sers 

com  THE  FAmsT  MAmr  ■* 

Even  though  your  budget's  short,  you  can  still  make ends  meet  to  cover  the  fattest  market  in  the  U.  S. 

Use  WJZ's  thrifty  coverage  of  Greater  New  York. 
(WJZ  recently  pulled  nearly  10,000  requests  from 
four  low-cost  announcements  on  "The  Woman  of 
Tomorrow".) 

F/NOERS  ON  PULSE 

Keep  your  fingers  on  the  pulse  of  what  really  counts 
in  wartime  advertising.  WJZ  advertising  is  up  37% 

for  1942.  And  there's  a  reason.  For  example,  when 
WJZ  and  a  competitor  recently  carried  the  same 
announcement  22  and  21  times  respectively,  WJZ 
pulled  20%  better ! 

mP  TRADE  NAMES  ALIVE 

Keep  your  trade  name  alive  for  the  duration 

by  the  WJZ  "respiration"  method.  You're  the 
one  who'll  be  tickled.  Because  you'll  keep  that 
name  alive  and  kicking  in  the  minds  of  Greater 

New  York's  millions  at  lower  cost  over  WJZ. 

KEEP  MESSAGE  WARM 

You'll  find  your  advertising  message  getting 
hot  with  the  help  of  WJZ's  extra  coverage . . . 
5,336,253  radio  homes  in  the  Greater  New 
York  Market— 658,253  more  than  its  closest 

competitor.  It's  the  lowest  cost  coverage  of 
the  world's  greatest  market! 

WJZ 

50,000  WATTS 
77  ON  YOUR  DIAL 

New  York's  First  Station  and 

Key  Station  of  the  BLUE  NETWORK 



WPB  to  Proceed 

With  Repair  Parts 
Receiver  Maintenance  Plan 
To  Be  Started  by  Jan.  1 

WPB's  twin  programs  for  replace- 
ment parts  and  tubes  for  home 

radios  will  be  ready  to  go  into 
operation  by  the  beginning  of  1943 
despite  some  disagreements  with 
distributors  and  manufacturers 
over  the  details  of  the  program,  a 
spokesman  for  the  Radio  &  Radar 
Division  said  last  week. 

A  deadline  for  today  (Dec.  14) 

was  given  tube  makers  and  dis- 
tributors at  a  Tube  Advisory  Com- 

mittee meeting  last  Monday,  he 
said,  and  the  WPB  will  probably  no 
longer  consider  changes  in  the  pro- 

posed list  of  118  tube  types  that  it 
will  make  in  a  concentrated  produc- 

tion effort  for  the  first  quarter  of 
the  year. 

To  Avoid  Delay 

The  spokesman  indicated  that 
the  Tube  Advisory  Committee 
failed  to  approve  all  the  tube  types 
WPB  intended  to  make.  He  said 
there  were  further  minor  changes 
suggested  by  the  tube  makers,  but 
the  WPB  did  not  want  to  delay 
the  program  beyond  Jan.  1.  The 
Dec.  14  deadline  was  set  as  the 
last  chance  for  changes  before 
WPB  prepares  orders  for  produc- 

tion of  tubes. 
The  tube  program  is  not  a  limi- 

tation program,  he  explained,  and 
does  not  forbid  manufacturer  of 
any  of  the  300-odd  types  allowed 
under  the  Tube  Limitation  Order. 
Rather  it  is  a  production  schedule 
requiring  production  of  a  scheduled 
number  of  fast-selling  tube  types. 

Production  of  tubes  under  the 
program  will  be  divided  among 
seven  manufacturers,  he  said,  with 
each  manufacturer  concentrating 
on  selected  types. 

Meanwhile  the  WPB's  other  pro- 
gram, the  Victory  Model  line  of  re- 

placement parts  —  condensers, 
transformers,  resistors  —  was 
further  curtailed  by  engineers  at 
a  meeting  of  the  American  Stand- 

ards Assn.  in  New  York  Dec.  8.  The 
WPB  spokesman  said  the  revised 
program  will  be  resubmitted  to 
manufacturers  and  will  probably 
receive  final  approval  at  an  ASA 
meeting  Dec.  23. 

Aleshire  in  Red  Cross 

EDWARD  ALESHIRE,  radio  di- 
rector of  H.  W.  Kastor  &  Sons, 

Chicago,  has  been  granted  a  leave 
of  absence  to  join  the  American 
Red  Cross.  After  a  brief  training 
period  at  national  headquarters  in 
Washington,  Mr.  Aleshire  will 
leave  for  an  overseas  assignment 
in  charge  of  radio  at  one  of  the 
Red  Cross  foreign  operation  points. 
He  will  be  succeeded  as  radio  di- 

rector by  Ben  Green,  present  radio 
production  director  of  the  agency. 

Holiday  Breather 
DROPPED  for  the  holidays  will 
be  Simon  &  Schuster's  radio  cam- 

paign for  the  new  issue  of  Your 
Income  Tax,  giving  people  a  rest 
Dec.  20-Jan.  3  from  the  reminder 
of  approaching  tax  payments.  Ed- 

win A.  Kraft,  manager.  Northwest 
Radio  Adv.  Co.,  agency  handling 
the  account,  says  that  schedules 
will  be  doubled  and  tripled  on  best 
producing  of  the  516  stations  now 
being  used,  while  others  will  be 

dropped.  The  book  was  America's best  seller  for  1941. 

Bernie  Program  Covers 

Local  Manpower  Needs 
IN  VIEW  of  the  fact  that  the  na- 

tion's manpower  problem  is  pri- 
marily a  local  one,  a  plan  for  local 

cut-in  announcements  on  com- 
munity employment  needs  has  been 

introduced  on  Ben  Bernie's  five- 
weekly  CBS  program,  sponsored  by 
William  Wrigley  Jr.  Co.,  Chicago. 
Worked  out  through  the  OWI,  the 
plan  calls  for  a  period  of  time  set 
aside  on  the  network  broadcasts  for 
local  station  cut-ins  bringing  mes- 

sages on  local  employment  prob- 
lems as  presented  in  cooperation 

with  the  local  U.  S.  Employment 
Service  officials. 

Under  this  arrangement,  for  ex- 
ample, should  the  need  arise  for 

chemists  in  a  particular  city,  a 
local  announcement  would  be  intro- 

duced by  the  station  urging  all 
chemists  not  engaged  in  war  pro- 

duction to  get  in  touch  with  the 
local  Federal  employment  office. 

Agency  for  Ben  Bernie's  broad- casts is  Arthur  Meyerhoff  &  Co., 
Chicago. 

TEXAS  MOVIE  CHAIN 

FAVORS  AIR  SERIES 

APPROVAL  of  the  plan  for  dis- 
tributor participation  in  the  insti- 
tutional radio  program  Show  Time 

presented  in  the  Southwest  by  the 
Interstate  Circuit  has  been  voiced 

by  the  majority  of  the  motion  pic- 
ture companies,  according  to  R.  J. 

O'Donnell,  general  manager  of  the 
Texas  Interstate  Circuit,  who  was 
in  New  York  last  week. 

Four  film  companies  are  actively 

participating  in  the  Circuit's  Sun- day evening  program,  promoting 
six  of  their  current  productions,  it 
was  reported,  with  others  expected 
to  join  in  the  project. 

The  plan  itself  has  been  under 
way  for  over  a  year  in  Texas,  with 
the  Interstate  presenting  regularly 
scheduled  broadcasts  on  four  Texas 
stations.  Name  bands  and  talent 
appearing  on  the  stage  of  various 
Interstate  theatres  participate,  and 
commercial  announcements  pro- 

mote both  the  pictures  currently 
being  shown  and  the  theatres  them- 

selves. In  this  way  film  distribu- 
tors can  divide  the  cost  of  the  spon- 

sorship on  a  cooperative  basis. 

Emmco  Sponsors 
EMMCO  INSURANCE  Co.,  South 
Bend,  Ind.,  is  sponsoring  a  thrice- 
weekly  quarter-hour  program  But Not  Forgotten  on  WMAQ,  Chicago, 

to  call  to  mind  the  "good  ole  days" in  Chicago.  Herbie  Mintz  furnishes 
background  piano  music  and  Norm 
Barry  recalls  events  of  the  past. 
MacDonald-Cook  Co.,  South  Bend, is  agency. 

New  Treasury  Ruling  Permits  Bonuses 

In  Line  With  Policy  of  Last  Tivo  Years 

EDWARD  W.  HOBLER  has  resigned 
from  the  radio  department  of  Benton 
&  Bowles,  New  York,  where  he 
handled  spot  radio  and  recording 
sales  to  enter  the  Naval  Reserve 
as  an  ensign.  His  duties  have  been 
taken  over  by  Hugh  Hole,  formerly 
his  assistant. 

BONUSES  in  line  with  policies 
of  the  last  two  years  may  be  paid 
to  employes  whose  salaries  are  con- 

trolled by  the  Treasury  under  the 
Salary  Stabilization  Program  with- 

out previous  permission  from  the 
Treasury,  Guy  T.  Helvering,  Com- 

missioner of  Internal  Revenue  said Friday. 

In  a  statement  explaining  the 
Treasury  regulations  for  execu- 

tive, professional  and  administra- 
tive personnel  earning  less  than 

$5,000,  and  other  salaried  people 
above  $5,000 — all  under  the  Treas- 

ury as  a  result  of  the  National 
Stabilization  Program  —  Commis- 

sioner Helvering  explained  in  de- 
tail bonus  regulations  touched  at 

in  earlier  Treasury  stabilization 
orders  [Broadcasting,  Dec.  7]. 

Formula  Specified 
At  the  same  time,  the  War  Labor 

Board,  which  has  jurisdiction  over 
workers  earning  $5,000  or  less,  not 
controlled  by  the  Treasury,  said 
that  bonuses  of  the  same  size  or 
smaller  than  previously,  or  based 
on  any  previously  established 
formula,  would  need  no  approval. 

Commissioner  Helvering's  state- 
ment for  the  Treasury  says  bonuses 

may  be  paid  without  consulting 
Stabilization  Regional  offices  when: 

1.  The  amount  in  1942  is  not 
greater  than  the  bonus  paid  that 

employe,  or  paid  the  employe  hold- 
ing that  position  in  1941. 

2.  A  contract  exists,  dated  be- 
fore Oct.  3,  1942,  binding  the  em- 

ployer to  pay  a  specified  bonus,  or 
a  bonus  determined  by  a  specified 
manner  provided  the  amount  of 
that  bonus  could  be  determined  on 
Oct.  3,  1942. 

3.  If,  over  a  period  of  two  years, 
the  employer  has  paid  bonuses 
based  on  a  fixed  percentage  of 
salary,  his  bonus  may  be  increased 
so  long  as  it  is  based  on  the  same 
percentage. 

4.  A  bonus  is  based  on  percent- 
age of  sales.  All  such  bonuses  based 

on  rates  agreed  on  previous  to  Oc|;, 

3,  1942  may  be  paid.  j*-:^ 
All  other  types  of  bonuses-  re- 

quire the  approval  of  the  Commis- 
sioner of  Internal  Revenue,  which 

is  to  be  obtained  at  13  regional 
stabilization  offices  [Broadcasting, Dec.  7]. 

The  Treasury  also  announced 
last  week  that  application  forms 
for  employes  seeking  to  adjust  sal- 

aries upward  are  now  available  at 
these  13  offices.  The  Treasury  will 
have  at  least  two  forms.  The  first 
is  a  simple  inquiry  sheet  for  a  rul- 

ing on  jurisdiction  and  procedure. 
The  second  is  the  actual  applica- 

tion, involving  two  pages  of  ques- 
tions and  complete  instructions. 

Occupational  List 

May    Be  Revised 
Breakdown  of  Definitions  for 
Various  Industries  Included 
EXPECTED  this  week  is  a  revision 

of  Occupational  Bulletin  No.  27,  is- 
sued last  October,  which  establish- 

ed the  essential  occupations  within 
the  communications  field,  including 
broadcasting  [Broadcasting,  Oct. 
19].  The  revision  is  not  expected  to 
affect  broadcasting,  one  War  Man- 

power Commission  spokesman  said, 
explaining  it  would  cover  certain 
vital  occupations  within  the  other 
industries  which  were  originally 
overlooked. 

As  soon  as  this  basic  bulletin  is 
revised  the  USES  will  be  ready  to 
release  its  breakdown  list  of  defini- 

tions to  local  offices  for  use  in  guid- 
ing local  draft  boards.  Formerly, 

little  satisfaction  was  found  by  the 
industry  in  cooperation  attempted 
by  USES  offices  with  local  draft 
boards.  Now  as  a  result  of  the  cen- 

tralization of  manpwer  agencies 
under  WMC  it  is  expected  that 
guidance  offered  by  USES  will  be 

accepted  by  local  boards  in  classifi- cation of  draft  registrants. 
Manning  Tables 

Another  advantage  of  the  cen- 
tralization will  develop  in  the  use 

of  manning  tables  [Broadcasting, 
Nov.  9],  whose  value  was  consid- 

ered minimized  by  the  absence  of 
coordination  between  WMC  and 
Selective  Service.  Since  unity  was 
established  by  Executive  Order  of 
the  President  combining  all  man- 

power agencies  and  ending  volun- 
tary enlistments  in  the  armed 

forces,  the  manning  tables  take 
on  an  added  importance. 

By  announcement  of  the  WMC 
last  Wednesday,  manning  tables 

will  provide  the  "blueprints"  for  all manpower  mobilization.  They  are 
designed  for  the  use  of  the  35  es- 

sential industries,  including  broad- 
casting, and  for  war  plants  en- 

gaged in  at  least  75%  war  produc- tion. From  the  information  obtained 
in  these  reports  from  each  com- 

pany, a  careful  withdrawal  can  be 
arranged  for  the  men  who  must  be 
released  to  the  armed  services,  it 
was  said. 

Thomas  P.  Littlepage  Sr. 
Dies  After  Heart  Attack 

ONE  OF  Washington's  pioneer  ra- 
dio ^-^ttorneys,  Thomas  P.  Little- 

pager'  Sr.,  died  in  Washington  last Thursday  of  a  heart  attack.  Mr. 
Littlepage,  69,  was  senior  member 
of  the  law  firm  of  Littlepage,  Lit- 

tlepage &  Williams,  was  under- 
going treatment  for  pneumonia 

when  fatally  stricken.  He  had  been 
in  ill  health  for  several  years. 

He  is  survived  by  his  widow  and 
five  children,  Mrs.  Willard  L.  Hart, 
Mrs.  William  B.  Fletcher;  John  M. 
Littlepage  and  Thomas  P.  Little- 

page Jr.,  both  of  whom  were  mem- bers of  his  law  firm;  James  H. 

Littlepage,  patent  attorney  of  Rich- mond, Va.  Mr.  Littlepage,  was  born 
in  Spencer  County,  Indiana.  He 
had  been  active  in  Washington  and 
nearby  Maryland  civic  and  politi- cal affairs. 
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TO  lU  IFFlLliTED  STlTIOiS 

Today  we  sent  by  express  a  complete  ready-to- 

air  program  for  your  use  at  the  end  of  the  year. 

"THIS  WE  HAVE  DONE  "  is  a  30  minute  dramatized 

transcription  of  1942  which  we  have  produced 

for  your  use  and  profit.  We  suggest  that  you  re- 

serve your  best  half  hour  availability,  because 

when  you  hear  this  program  you  will  want  to  see 

your  best  prospect. 

*'THIS  WE  HAVE  DONE"  is  not  a  promotion  piece 

but  a  factual  dramatization  of  all  the  history-shap- 

ing events  of  1942.  We  suggest  that,  after  you  use 

it,  you  keep  the  program  in  your  files  perman- 

ently. It  is  contemporary  history  and  you  will 

want  to  use  it  again! 

r\     PI       Do  NOT  send  your  check 

k      \       for  "THIS  WE  HAVE  DONE". 

1  •  U  •           It's  "on  the  house". 

PRESS  ASSOflATION,  INC. 

Radio  Subsidiary  of 

The  Associated  Press 

50  ROCKEFELLER  PLAZA,  NEW  YORK,  N.  Y. 
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Elmer  Davis  Expected  to  Start 

Radio  Reports  in  Near  Future 

Ready  for  Criticism,  He  Says;  OWI  Oversea  Unit 

May  Be  Reorganized;  Tells  of  Africa  Reports 

19J9 1940 1941 1942 

TOTAL  NUMBER  OF  HOURS  OCCUPIED  DAIL 
LANGUAGE  TRANSMISSIONS Y  BY  FOREIGN 

ALTHOUGH  Elmer  Davis  would 
not  indicate  the  possible  date  for 
start  of  his  own  broadcast  series 
of  reports  to  the  nation,  he  indi- 

cated at  his  press  conference  last 
Wednesday  that  he  had  only  post- 

poned the  start  of  such  a  series 
owing  to  the  pressure  of  other 
work.  He  explained  that  he  hoped 
to  get  back  to  the  plan  which  was 
originated  several  months  ago  as 
soon  as  he  felt  that  various  admin- 

istrative responsibilities  were  be- 
ing cared  for  adequately. 

Questioned  as  to  format  of  such 
a  program  he  said  it  would  be  in- 

terpretive and  background  in  char- 
acter, without  spot  news.  The  pos- 

sibility was  raised  that  he  might 
be  competing  with  other  commen- 

tators and  he  said,  "I  realize  that 
I  would  be  competing  with  some  of 
my  old  friends  in  giving  them  (lis- 

teners) interpretation". 

Not  a  'Propagandist' 
Mr.  Davis  emphasized,  though, 

that  his  material  would  not  contain 
spot  news;  instead  he  would  try  to 
tell  listeners  either  "occasionally 
or  perhaps  in  a  regular  weekly 
period"  how  the  general  situation 
appears.  He  felt  that  periodic 
broadcasts  would  probably  be  bet- 

ter but  said  nothing  was  certain. 
It  was  suggested  that  such  a 

broadcast  might  establish  him  as 
the  official  voice  of  Government  but 
he  quickly  countered  that  it  would 
be  official  insofar  as  OWI  is  con- 

cerned but  would  not  be  official  in 
any  other  sense.  Also  in  discussing 
the  content  of  such  a  program  he 
conceded  that  some  of  his  material 
might  come  from  previously  unpub- 

lished information  but  promised 
that  all  such  information  would  be 
made  instantly  available  following 
any  given  broadcast. 

The  question  arose  as  to  the  po- 
tential danger  he  faced  in  becom- 

ing a  direct  propagandist  of  the 
Government  but  Mr.  Davis  belit- 

tled this  suggestion,  explaining 
there  is  always  a  "danger  of  being 
accused  of  something  no  matter 
what  you  do." 

Queried  on  the  published  report 
that  representatives  of  the  OWI 
and  British  Broadcasting  Corp.  in 
North  Africa  were  unable  to  broad- 

cast because  Admiral  Darlan  didn't 
like  the  type  of  broadcasts  planned, 
Mr.  Davis  asserted  some  use  had 
been  made  of  the  Algiers  radio  but 
none  had  been  of  the  Morocco  radio 
so  far  as  he  knew.  Furthermore  he 
pointed  out  that  the  news  from  Mo- 

rocco is  a  seeming  confirmation  but 
added  that  detailed  reports  are 
lacking  and  an  exact  presentation 
of  the  facts  is  still  unknown. 

In  the  case  of  the  Algiers  radio 
he  said  that  OWI  representatives 
were  not  to  his  knowledge  operat- 

ing the  station  but  were  furnishing 
some  material.  Some  reports  from 
Morocco  are  "open  to  considerable 

doubt",  he  added,  since  they  are 
inconsistent  with  news  as  reported 
by  American  sources.  He  added 
that  there  is  even  variance  with 
official  accounts  put  out  by  Army 
headquarters.  Despite  inconsisten- 

cies, he  said  he  wouldn't  discredit 
all  radio  reports  from  Morocco  and 
Algiers. 

Pearl  Harbor  Story 

As  part  of  a  general  roundtable 
on  OWI  activity  he  claimed  full  re- 

sponsibility for  the  release  of  the 
news  of  the  Pearl  Harbor  attack. 
In  retrospect  he  felt  that  the  only 
fault,  if  such,  lay  in  the  "rehash 
of  all  of  those  old  sores"  which  pro- vided the  Axis  radio  with  offensive 
material  for  their  psychological 
warfare  at  a  time  when  all  other 
news  was  decidedly  defensive  for 
them.  He  also  pointed  out  that  the 
facts  of  Pearl  Harbor  "had  to  be 
told  sometime"  and  were  not  re- 

leased prior  to  his  entrance  into 
the  OWI  post  last  June.  Laying 
aside  rumors  to  the  contrary  he 
accepted  the  Pearl  Harbor  facts  as 
the  whole  story  insofar  as  he  was 
informed. 

In  commenting  on  activity  of  the 
OWI  Overseas  Branch  he  admitted 
that  a  reorganization  was  under 
study  but  added  that  decision  was 
still  uncertain  because  it  was  diffi- 

cult to  decide  whether  to  organize 
it  geographically  or  ideologically. 
Whether  a  radio  and  news  division 
and  a  publications  division  should 
be  established  or  whether  all  ac- 

tivity should  be  divided  purely  on 
the  basis  of  geography  was  the 
crux  of  the  reorganization  problem, 
he  said.  He  explained  that  no  con- 

clusion had  been  reached  but  sug- 
gested the  possibility  that  the  final 

solution  might  conceivably  be  a 
combination  of  both  organizational 
concepts. 

EACH  •  SIGNIFIES  ONE  UNGUAGE  I 

THIS  DIAGRAM  released  by  the 
BBC  illustrates  the  tremendous  ex- 

pansion of  the  BBC  foreign  lan- 
guage transmissions.  In  1939  five 

shortwave  transmitters  broadcast 
in  nine  languages,  six  hours  a  day. 
Within  the  three  years  the  number 
of  shortwave  transmitters  has  been 
increased  to  approximately  50  (the 
exact  number  is  a  military  secret) 
and  they  broadcast  in  43  foreign 
languages  including  Cryptiot,  a 
rare  Mediterranean  tongue,  and 
Afrikaans,  dialect  Arabic,  spoken 
in  North  Africa. 

Although  Mr.  Davis  conceded 
that  the  Overseas  branch  enjoys 
few  listeners  in  Japan  he  empha- 

sized the  importance  of  many  other 
listeners  in  the  South  Pacific  area. 
Furthermore,  he  said.  West  Coast 
stations  are  also  being  used  to 
transmit  news,  information  arid  en- 

tertainment to  American  troops  in 
the  Pacific.  Then  he  explained  that 
certain  medium  wave  broadcasts 
are  beamed  from  Australia  into 
occupied  islands  and  territories.  In 
explaining  the  medium  wave  trans- 

mission, he  said  the  Japs  have  been 
confiscating  shortwave  sets  but  are 
unable  to  combat  the  medium 
waves.  At  the  same  time  he  re- 

ported plans  under  study  for  medi- um wave  broadcasts  from  China 
to  Japan. 

OWI  Handling  Only  Its  Own  Programs 

In  New  Yo  rk^  Independen  ts  A  re  Informed 

CHARGES  by  the  Assn.  of  Re- 
cording Studios  that  the  Office  of 

War  Information  was  creating  a 
recording  organization  which  men- 

aced the  interests  of  independent 
recorders,  were  answered  by  OWI 
last  Wednesday  in  a  report  explain- 

ing that  there  is  no  intention  of 
competing  with  private  industry. 
The  report  points  out  that  the  re- 

cording studios  already  established 
will  only  be  used  for  OWI  pro- 

grams and  will  not  handle  record- 
ing needs  of  any  other  Federal 

agency. 
In  fact,  the  report  stated,  it 

would  be  impractical  to  handle  any 
other  agency's  recording  since  it 
would  hamper  OWI's  ov/n  work  and 
even  now  OWI's  recording  opera- 

tions in  New  York  require  compli- 

cated and  careful  scheduling.  In 
addition  one  OWI  spokesman  said 
private  recorders  would  have  to  be 
used  for  some  of  the  work. 

Cost  of  Equipment 
These  facts  have  been  made 

known  to  representatives  of  the 
recorders  and  an  OWI  spokesman 
said  there  appeared  to  be  no  issue 
since  all  of  the  factors  have  been 
clarified.  At  the  same  time  he  said 
there  had  been  a  misconception  in 
the  minds  of  recorders  as  to  the 
quantity  of  equipment  installed. 
The  recorders  originally  main- 

tained that  OWI  had  spent  $500,- 
000  for  equipment  whereas  the 
actual  cost  was  announced  as 

$35,000. The  report  explains  at  length 

the  gradual  recognition  of  the  need 
for  recording  studios  to  be  used  ex- 

clusively by  OWI.  Before  January, 
1942,  it  says,  OWI  and  its  prede- 

cessor, the  Foreign  Information 
Service  Branch  of  the  Coordinator 
of  Information,  had  no  recording 
equipment.  Operations  carried  on  in 
outside  recording  studios  were 
found  difficult  as  the  programming 
activities  of  the  unit  expanded. 
Time  lost  by  producing  personnel 
in  traveling  to  and  from  recording 
studios  decreased  efficiency  and  in- 

terfered with  orderly  operation  of 
the  production  department,  the  re- 

port states. In  December  1941,  the  last  month 
before  installation  of  recording 
equipment,  there  were  107  recorded 
programs,  105  by  New  York  studios 
and  two  in  Detroit. 

Installation  of  its  own  equipment 
was  made  necessary  when  the  need 
for  many  simultaneous,  multi- 
language  distributions  of  news  and 
commentaries  increased.  In  June, 
1942,  when  OWI  was  organized  and 
absorbed  several  other  agencies,  the 
volume  jumped  to  a  monthly  total 
of  1,369,  of  which  1,132  were  pro- 

duced on  OWI  equipment  and  the 
remaining  237  came  from  private 
studios.  Of  these  233  were  made  in 
five  studios  in  the  New  York  City 
area  and  two  were  produced  out- 

side New  York,  one  in  Detroit  and 
another  in  Hollywood. 

When  the  program  was  an- nounced under  which  the  OWI 
leased  14  shortwave  stations  and 
announced  plans  for  22  additional 
transmitters,  it  was  felt  private 
programming  responsibilities  would 
justify  additional  studios.  Accord- 

ingly space  was  rented  in  New 
York  and  plans  made  for  studios  to 
provide  adequate  programming,  ac- 

cording to  the  report. 
Cost  Factor 

Another  aspect  of  the  need  for 
its  own  production  of  transcribed 
discs  develops  in  a  consideration  of 
the  cost  involved.  During  October, 
for  example,  OWI  produced  1,665 
15-minute  instantaneous  recordings 
at  a  total  cost  including  blank  rec- 

ords, processing  by  outside  com- 
panies, recording  engineers,  de- 

preciation, rent  and  miscellaneous 
expenses,  of  $7,946.38.  Based  upon 
the  charges  shown  in  the  General 
Schedules  of  Supplies — Recording 
and  Transcription  Service,  Class 
103,  Supplement  No.  2,  the  report 
states  these  recordings  would  have 
cost  the  Government  $15,900.  In 
other  words  it  would  have  cost  the 
Government  an  additional  $7,954 
to  have  the  work  done  by  existing 
recorders  who  it  was  felt  would 
have  difficulty  fitting  the  OWI 
schedule  into  their  own. 

Filtrex  Buys  Spots 

FIRST  advertising  of  any  kind  to 
be  undertaken  by  Filtrex  Co.,  Eliz- 
abethtown,  N.  J.,  a  New  firm  pro- 

moting Heatrex  boiler  -  cleaning 
compound,  consists  of  participa- 

tions on  Arthur  Godfrey's  early- 
morning  program  on  WABC,  New 
York,  on  a  thrice-weekly  basis. 
Company  does  not  plan  to  expand 
its  advertising  for  the  present. 
Business  is  placed  direct. 
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Take  stock  and  you'll  find  Kansas  City  in  the 

midst  of  a  record -shattering  agricultural 

boom.  You'll  also  find  KMBC  hogging  most  of 

the  farm  audience  hereabouts  .  .  .  (surveys 

proving  this  are  available  on  request).  The 

explanation  lies  in  a  policy  of  "selling  farmers 

by  serving  'em"  v/hich  has  never  yet  laid  an 

egg  for  an  advertiser.  Consider:  In  Phil  Evans, 

nationally-known  agricultural  authority,  KMBC 

has  the  only  full-time  farm  service  director  in 

Kansas  City  radio.  Only  KMBC  is  authorized 

by  the  Kansas  City  Livestock  Industry  to 

broadcast  market  reports  from  the  Livestock 

Exchange  Building.  KMBC  is  the  only  station 

broadcasting  nearly  thirty  solid  hours  of  farm 

service  programs  each  week.  For  greener 

profit  pastures,  farm  out  your  sales  problems 

on  KMBC -the  station  that's  "9  Ways  the 

Winner."  Remember? 

OF  KANSAS  CITY 

FREE  &  PETERS,  INC. CBS  BASIC  NETWORK 



N.  Y.  District  Seeks  Easing  of  Rules 

NAB  Urged  to  Move  for 
Relaxed  Technical 

Regulations 
HIGHLIGHTED  by  John  Benson, 
president  of  the  American  Assn.  of 
Advertising  Agencies,  and  Paul 
West,  president  of  the  Assn.  of  Na- 

tional Advertisers,  the  meeting  of 
NAB  District  2  was  held  last  Mon- 

day and  Tuesday  at  the  Biltmore 
Hotel,  New  York. 

In  addition  to  a  review  of  the 
music  situation  and  a  presentation 
of  the  plan  whereby  the  industry 
hopes  to  secure  a  fairer  share  of 
the  advertising  of  department 
stores  and  other  large  retailers, 
the  two-day  meeting  also  featured 
a  report  of  the  method  whereby 
more  than  4,000  radio  engineers 
have  been  trained  in  upstate  New 
York  through  the  efforts  of  the 
broadcasters  and  an  avid  discus- 

sion of  the  entire  manpower  prob- 
lem. 

Manpower  Stand 
On  this  latter  subject  the  con- 

vention, attended  by  more  than  100 
members  of  the  broadcasting  and 
affiliated  industries,  adopted  the 
following  resolution :  "V/hereas,  ra- 

dio stations,  especially  the  smaller 
ones,  are  facing  a  serious  man- 

power problem,  due  to  the  loss  of 
technicians  to  the  armed  forces  and 
to  various  war  industries.  The  re- 

laxation of  the  regulations  by  the 
FCC  has  been  very  helpful  and  the 
stations  are  very  grateful  for  the 
cooperation  received  from  the  FCC. 
However,  many  have  found  that 
operators  now  holding  restricted 
operator's  licenses  will  not  be  able, 
in  the  six-months  period,  to  pass 
the  required  examination,  due  to 
the  demands  made  upon  their  time 
and  to  the  lack  of  technical  in- 

struction available. 

"Therefore,  be  it  resolved,  that 
the  broadcasters  of  District  2  urge 
upon  the  officials  of  NAB  to  bring 
to  the  attention  of  the  FCC  the 

aforesaid  difficulties,  to  the  end 
that  a  further  relaxation  of  the 
rules  and  regulations  of  the  Com- 

mission be  made  so  that  operators 
holding  restricted  licenses,  showing 
good  reason  for  not  being  able  to 
pass  the  required  examination, 
may  be  permitted  to  continue  to 
perform  their  duties  for  such 
further  period  as  the  FCC  may 

deem  advisable  and  proper." 
Convention  also  passed  resolu- 

tions approving  the  radio  allocation 
plan  of  the  OWI,  expressing  ap- 

preciation for  the  work  of  the  re- 
tail promotion  committee  and  en- 

dorsing the  efforts  of  the  NAB 
executive  board  and  steering  com- 

mittee in  their  handling  of  the 
AFM  ban  on  recordings. 

Music  Problems 

Tuesday  morning  session,  de- 
voted largely  to  music  problems, 

opened  with  a  review  of  the  BMI 
status  by  Carl  Haverlin,  BMI  vice- 
president  as  well  as  OWI  execu- 

tive, who  stated  that  "there's 
nothing  wrong  with  BMI  that  a 

little  performance  won't  cure". 
Merritt  Tompkins,  BMI  vice- 

president  and  general  manager,  re- 
ported that  a  number  of  BMI- 

licensed  tunes  are  among  the  lead- 
ers in  sales  and  performances  each 

week.  He  announced  that  BMI  has 
just  jsecured  the  performance 
rights  to  the  Harry  James  catalog. 
Mr.  Haverlin  said  BMI  bulletins 
are  being  combined  into  a  single 
volume,  to  be  issued  about  the  first 
of  the  year,  and  that  henceforth  the 
weekly  bulletins  will  be  consoli- 

dated quarterly. 
Reviewing  the  Petrillo  ban  on 

recordings  and  its  effects  on  both 
the  recording  and  broadcasting  in- 

dustries, Sydney  Kaye,  NAB  coun- 
sel on  musical  affairs,  said  the  im- 

pending Senatorial  hearings  may 
be  helpful  by  requiring  Petrillo  to 
answer  such  questions  as:  "What 
do  you  want?  From  whom?  To 
whom  shall  it  be  paid,  and  How 

much?" 

Expressing  disappointment  chat 
no  recording  company  has  taken 
legal  action  in  the  State  courts  to 
test  the  AFM's  right  to  prohibit 
the  making  of  commercial  tran- 

scriptions for  one-time  use,  which 
Petrillo  himself  admitted  do  not 
harm  the  musicians,  Mr.  Kaye 
pointed  out  that  this  action  cannot 
be  taken  by  the  NAB  but  must 
originate  with  one  of  the  transcrip- 

tion companies  which  has  been  di- 
rectly affected. 

Support  for  NAB 
The  ensuing  discussion,  partici- 

pated in  by  Lloyd  Egner,  NBC  Ra- 
dio-Recording; Clinton  Finney,  As- 

sociated Music  Publishers;  C.  0. 

Langlois,  Lang-Worth  Feature 
Programs;  Milton  Blink,  Standard 
Radio,  evoked  expressions  from  all 
speakers  that  the  problem  must 
be  faced  by  the  entire  broadcasting 
industry  and  they  pledged  their 
support  to  the  NAB  and  to  what- 

ever plan  of  action  its  steering 
committee  may  evolve. 
Leonard  Callahan  of  SESAC 

spoke  briefly  on  the  liaison  work 
his  organization  has  done  between 
the  broadcasters  and  the  Treasury 
on  the  War  Bond  sales  drive.  J.  M. 
Collins,  of  ASCAP,  invited  any  in- 

terested broadcaster  to  come  to 
ASCAP's  offices  for  information 
about  the  Society's  program  serv- ices. 

Speaking  at  the  luncheon  session, 
Paul  West,  president,  Assn.  of 
National  Advertisers,  declared  the 
war,  following  a  world  depression, 
is  having  a  terrific  effect  on  the 
American  system  of  merchandising 

NAB  Labor  Booklet 
NAB  Labor  Relations  Dept.  has 
revised  its  booklet  "The  Wage  and 
Hour  Act:  How  It  Affects  a  Broad- 

casting Station,"  for  a  third  edi- tion, now  on  the  press.  The  new 
edition  contains  a  supplementary 
section  on  salary  stabilization.  It 
will  be  distributed  within  a  few weeks. 

and  distribution,  an  effect  which 
is  just  beginning  to  be  felt,  but 
which  within  the  next  six  months 
will  hit  full  force.  Stressing  the 
need  for  straight  thinking  and 
facing  realities,  he  declared  that 
under  today's  conditions  there  is 
no  place  for  advertising  which  does 
not  perform  a  useful  function  and 
which  fails  to  be  truly  the  voice 
of  business. 

Advertising  must  rediscover  the 
individual,  he  declared,  and  must 
learn  again  that  markets  are  not 
a  mass  of  people  or  of  pocketbooks 
but  individuals. 

Radio  Club  Quiz 

H.  V.  Kaltenborn,  NBC  commen- 
tator, gave  an  analysis  of  the  war 

situation  and  the  luncheon  session 

concluded  with  a  question  and  an- 
swer session  put  on  by  members 

of  the  Radio  Executives  Club  of 
New  York,  which  was  introduced 
by  Tom  Lynch,  William  Esty  & 

Co.,  president  of  the  club.  Partici- pants included:  Murray  Grabhorn, 
BLUE,  quiz  master;  Beth  Black, 
Joseph  Katz  Co.;  Walter  Duncan, 
WNEW;  Carlos  Franco,  Young 
&  Rubicam;  John  Hymes,  Lord  & 
Thomas;  Linnea  Nelson,  J.  Walter 
Thompson  Co. 

Remainder  of  the  day  was  given 
over  to  a  discussion  of  sales  prob- 

lems, with  Charles  Phillips,  WFBL, 
Syracuse,  chairman  of  the  NAB 
sales  managers  committee,  presid- 

ing. Lewis  Avery,  NAB  director 
of  broadcast  advertising,  presented 

the  retail  promotion  plan  and  re- 
ported that  201  stations  have  al- 

ready pledged  their  support,  about 
half  the  number  required  for  carry- 

ing out  the  plan. 

OWI  Spot  Plan 
Carl  Haverlin,  OWI  headquar- 

ters consultant  for  the  radio  in- 
dustry, opened  the  meeting  Monday 

morning  with  a  report  on  the  al- 
location plan,  with  each  station 

asked  to  take  16  one-minute  an- 
nouncements (12  if  the  station  is 

a  network  affiliate)  daily  for  the 
war  effort,  and  five  quarter-hour 
transcriptions  a  week,  the  latter 

(Continued  on  page  26) 

MEETING  OF  2D  DISTRICT  NAB  was  held  in  New  York  Dec.  7-8,  cli- 
maxed by  this  luncheon  session  at  the  Biltmore.  At  the  speaker's  table, 

top,  are  (1  to  r)  :  William  S.  Paley,  CBS;  Charles  Phillips,  WFBL;  Lew 
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Avery,  NAB;  Col.  Stoopnagle;  Kolin  Hager,  WGY;  John  Benson,  AAAA; 
Neville  Miller,  NAB;  Lt.  Com.  Morgan  Reichner,  Navy;  Gene  Carr, 
Office  of  Censorship;  Joe  Ream,  CBS. 
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NO.  8  IN  A  SERIES. 
PORTRAYING  THE  AOVEN 

TURES  OF  RADIO'S 
INDISPENSABLE  MAN  — 
THE  TIME  BUYER! 

KEX  IS  "THE  VOICE  OF  TWE 

OREGON  COUNTRY"  WHERE  THE 
WORLD-FAfVlOUS  KAISER  SHIPYARDS 
ARE  LOCATED  —  A  MARKET 

HOT-SPOT"  FROM  EVERY 
POINT  OF  VIEW  / 

/ 

JOHNNY  TIMEBUYER  AT  YOUR 

SERVICE.'  EVEN  IF  YOURE  "ALL 
WRAPPED  UP"  IN  YOUR  WORK.  IT 
WILL  TAKE  ME  JUST  A  fV\OIV\ENT  TO 

TELL  YOU  ABOUT  KEX -THAT 
SUPER-DUPER  STATION  OUT 
IN  PORTLAND,  OREGON  / 

BONNEVILLE  DAM,  ONE  OF  T+^E  WORLD'S 
GREATEST  WDRO-ELECTRIC  PROJECTS,  HAS 
HASTENED  THE  AREA-WIDE  INDUSTRIAL 

DEVELOPMENT  OF  THE  KEX  MARKET- 
MEANING:  BONNEVILLE  POiy£R  HAS 
ENHANCED  PURC/yAS/m  POW£R 

IN  THIS  MARKET  /// 
GEORGe/ 
FORGOT  TO 

TURN  OFF  THE 
SHOWER/ 

THE  KEX  MARKET  IS  B/6,  V/TAL, 

/ROBUST AH' MODERN -^SQM^  TO  IT'S 

ENAMELED  FINGER-TIPS/  'BOUT  THE 
ONLY  PLACE  AN  AVERAGE  CITIZEN  SEES 

A  COWBOY  OR  INDIAN  ̂   ^  ^-^TnW 
IS  IN  A  CIRCUS/ GEE  MOM/  ARE 

THOSE  REAL  INJUNS  ? 

I  -  AN'  OF  COURSE  KEX  GIVES  SPOT 
RADIO  ADVERTISERS  THE  FULL 

BENEFIT  OF  THAT  GOLD-PLATEO, 

STERLING  SILVER,  O/ED-IN-T+iE- 
WOOL  BLUE  NETWORK  PROGRAM 
SCEDULE  FOR  THIS  FALL  AND 

WINTER/ 

ANOTHER  BATCH 

OF  KEX  ORDERS^ 
MR.  BROKAW/ 

YES.,.  I 

CAN  STILL  GIVE 
you  SOME  KEX 

TIME 

WHAT 
A  MAN/ 

/7\ 

GOSH-HOWTHE 
ORDERS  ROLL  IN/ 

T+IOSE  RAYMER  BOYS 

CANT  FOOL  US- WE 

WE  KNOW  IT'S  EASY 

TO  SELL  KEX -IT'S 
AMERICA'S  BEST RADIO  BUY  / 

YOU'LL  HIT  THE  SPOT  (AND  THE 
JACK-POT 0  BY  PUTTING  KEX 
ON  YOUR  SCHEDULE.  GRAB 

THE  PHONE  AN'  CALL  YOUR 
NEAREST  PAUL  H.  RAYMER 

OFFICE -OR  WRITE  OR 
WIRE  DIRECT/ 

"THE  VOICE  OF 

THE  OREGON 

COUNTRY" Of^EGON 
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Nathan  Lord  New  7th  District  Director; 

NAB  Music^  Retail  Plans  Are  Approved 

CONSISTENTLY 

REACHES  & 

INFLUENCES 

the   cream  of 

your  sales 

potentials 

600  KC 

CBS  BASIC 
• 

5,000  WATTS 

DAY  &  NIGHT 

Paul  H.  Raymer  Co. 

Nat'l  Sales  Representatives 

Mr.  Lord 

REPLACING  J.  Harold  Ryan,  as- 
sistant director  of  censorship  for 

radio  on  leave  as  vice-president  and 
general  manager  of  the  Fort  Indus- 

try Co.  stations, 
Nathan  Lord, 

general  manager 
of  WAVE,  Louis- 

ville, was  elected 
director  of  the 
NAB  for  the  7th 

district,  compris- 
ing Ohio  and 

Kentucky,  at  a 
two-day  district 
meeting  in  Co- 

lumbus Dec.  4-5. 
Mr.  Lord,  former  newspaperman 

and  for  the  last  decade  the  execu- 
tive head  of  the  Louisville  NBC 

outlet,  begins  his  term  with  the 
end  of  the  1943  NAB  convention, 

to  be  held  in  New  Orleans  or  Chi- 
cago next  spring. 

Following  the  same  general 

theme  of  preceding  district  meet- 
ings, the  Columbus  session  was  ad- 

dressed by  NAB  President  Neville 
Miller.  Nearly  100  broadcasters. 
Government  and  industry  repre- 

sentatives attended,  with  Mr.  Ryan 
presiding. 

Praise  for  Mr.  Ryan 

Resolutions  adopted  at  the  meet- 
ing included  approval  and  endorse- ment of  the  OWI  allocation  plan; 

the  work  of  the  Retail  Promotion 
Committee  of  NAB  and  the  de- 

partment store  exploitation  pro- 
ject; action  of  the  NAB  board  and 

its  officers  in  handling  the  Petrillo 
recording  and  transcription  ban. 
The  meeting  also  extended  its 
thanks  to  Mr.  Ryan  for  his  able 
representation  of  the  district  on 
the  NAB  board  during  the  last  four 

years. At  the  opening  day's  session,  51 
members  and  representatives  of 
the  Ohio  Assn.  of  Broadcasters 
convened  at  a  luncheon  presided 
over  by  Mr.  Ryan  as  president  of 
the  association.  The  remainder  of 

the  group  of  91  attended  a  gen- 
eral luncheon  presided  over  by 

President  Miller.  Gov.  John  W. 
Bricker  of  Ohio  addressed  the 
sessions  and  praised  the  free  Amer- 

ican system  of  broadcasting  which 
he  said  permitted  full  and  fair  dis- 

cussion of  political  issues  of  the 
times  and  made  them  available  to 
every  corner  of  the  country.  He 
especially  stressed  the  impartial 
handling  of  the  recent  political 
campaign  in  Ohio. 
OAB  elected  Carl  Everson,  of 

WHKC,  Columbus,  president  for 
the  ensuing  year.  Robert  T.  Mason, 
WMRN,  Marion,  0.,  was  elected 
vice-president;  and  Laben  Smith, 
WOOL,  Columbus,  was  named  sec- 
retary-treasurer. 

At  the  second  day's  session,  the 
delegates  were  guests  of  the  Fort 
Industry  Co.  at  luncheon.  Lewis 

H.  Avery,  director  of  the  NAB's 
Department  of  Broadcast  Adver- 

tising, spoke  on  "Good  Taste  in 
Radio  Advertising". 

The  general  two-day  sessions 
were  addressed  by  Carl  Haverlin, 
headquarters  consultant.  Radio 
Branch,  OWI;  Eugene  Carr,  Office 
of  Censorship;  Lt.  Holman  Faust, 
radio  officer,  Navy,  Great  Lakes, 
111.;  Ben  H.  Darrow,  director  of 
radio,  Fifth  Region,  Office  of  Civil- 

ian Defense;  and  Maj.  R.  P.  For- 
ster,  British  Army  Staff. 

Following  the  sales  meeting  on 
the  second  morning,  which  was  pre- 

sided over  by  W.  I.  Orr,  of  WBNS, 
Columbus,  district  chairman  of  the 
sales  managers,  Mr.  Miller  pre- 

sented the  AFM-Petrillo  problem, 
with  supporting  talks  by  Milt  Blink 
of  Standard  Radio  and  Cy  Lang- 
lois,  of  Lang-Worth. 

At  the  afternoon  meeting  on  the 
second  day,  Mr.  Miller  outlined  the 
manpower  problem  and  explored 
the  many  difficulties  which  radio 
stations  currently  face  under  the 
Selective  Service  Act  and  other 
regulations  and  restrictions  of  Gov- ernment. 

At  Columbus  Meeting 
Lewis  H.  Avery,  NAB  ;  Howard  Barton, 

WTAM  ;  David  M.  Baylor,  WGAR;  Wallace 
Beavers,  WCOL;  George  L.  Beebout, 
WFMJ;  Milton  Blink,  Standard  Radio; 
Walter  A.  Callahan,  WLW,  WSAI;  Harry 
Callaway,  WHAS;  Harry  Camp,  KGAR;  H. 
K.  Carpenter,  WHK-WCLE  ;  Eugene  Carr, 
Office  of  Censorship:  I.  T.  Cohen,  ASCAP; 
J.  P.  Cox,  WAVE;  Donald  S.  Cummings, 
WBNS  ;  Ben  H.  Darrow,  Office  of  Civilian 
Defense;  Walter  L.  Davis,  WRRN;  War- 

ren G.  Davis,  WCMI;  Lt.  J.  P.  Devaney, 
U.S.N.R.;  Fred  Dodge,  WKRC;  Jack  Doty, 
WCOL;  Ralph  Elvin,  WLOK;  Carl  Ever- 

son, WHKC;  H.  E.  Fast,  WKRC  ;  Lt.  Hol- 
man Faust,  Great  Lakes,  111. ;  Samuel  E. 

Feldman,  ASCAP ;  O.  E.  Fields,  WMAN; 
Ed  Flanigan,  WSPD ;  Major  R.  P.  For- 
ster,  British  Army;  Katherine  Fox,  WLW- 
WSAI;  Lt.  J.  B.  Garfield,  U.S.N.R.;  Carl 
E.  George,  WGAR;  Allen  Haid,  WHIZ; 
K.  K.  Hackathorn,  WHK-WCLE;  Carl 
Haverlin,  BMI  -  OWI;  Frank  Heibeck, 
WCOK;  R.  C.  Higgy,  WOSU;  Felix  Hin- 
kle,  WHBC;  H.  H.  Hoessly,  WHKC;  Fred 
Hover,  WFIN ;  C.  M.  Hunter,  WHK- 
WCLE  ;  Frank  N.  Jones,  WCOL;  Paul 
H.  Karnes,  AP-PA;  Robert  S.  Keller, 
AMP;  Robert  L.  Kennett,  WHAS;  Carl  H. 
Kent  Jr.,  WAKR;  Robert  J.  Kerns 
WHIZ;  Howard  C.  Lane,  CBS;  "Cy"  Lang- lois,  Lang- Worth;  John  Laux,  WSTV ; 
J.  M.  LeGate,  WHIO;  H.  Y.  Levinson, 
WCAR;  L.  T.  March,  WMRN;  Paul  Mar- 

tin, WCOL;  Reggie  Martin,  WIZE  ;  Robert 
T.  Mason,  WMRN;  G.  C.  McKelvey,  WSTV; 
Hal  Metzger,  WTAM;  Neville  Miller,  NAB; 
Robert  Morrison,  WMRN;  John  B.  Moses, 
WHKC;  Len  Nasman,  WFMJ  ;  W.  I.  Orr, 
WBNS;  John  M.  Outler  Jr.,  WSB;  Fred 
A.  Palmer,  WCKY  ;  John  F.  Patt,  WGAR  ; 
George  Patterson,  WAVE ;  C.  W.  Pette- 
grew,  WOSlJ;  L.  A.  Pixley,  Fort  Industry 
Stations;  V.  H.  Pribble,  WTAM;  Ralph 
Patt,  WPAY;  Jack  Price,  WBNS;  R.  W. 
Richmond,  WRRN;  J.  Harold  Ryan, 
WSPD ;  Alex  Sherwood,  Standard  Radio; 
E.  A.  Sherwood,  ASCAP;  L.  T.  Smith,  Neal 
A.  Smith,  WCOL;  Lester  Spencer,  WHIO  ; 
Burt  Squire,  SESAC  ;  Geo.  B.  Storer,  Fort 
Industry  Co.;  W.  M.  Thompson,  OWI; 
Gene  Trace,  WKBN;  Jack  Treacy,  NBC 
Thesaurus;  A.  E.  Tyler,  WCMI;  Katherine 
Uebel,  OWI;  W.  P.  Williamson  Jr., 
WKBN;  Pierre  Weis,  Lang-Worth;  R.  H. 
Woody,  WHIO;  Easton  C.  WooUey,  NBC; 
Bob  Wilson,  WADC  ;  Tod  Williams,  WSPD; 
Ronald  B.  Woodyard,  WING. 

At  Indianapolis  Meeting 

[See  Broadcasting,  Dec.  7] 
J.  J.  Flanigan,  WIBC;  Ben  H.  Darrow, 

Civilian  Defense ;  Miss  Helen  Kennedy, 
Kroger  Grocery  &  Baking  Co.;  Rex  Schepp, 
WIRE;  C.  E.  Schindler,  David  Wilburn, 
WGRC;  Lt.  John  T.  Barnett,  USNR;  Lt. 
Holman  Faust,  9th  Naval  District;  Gene 
Faughn,  WFBM ;  C.  Bruce  McConnell, 
R.  E.  Bausman,  WISH;  I.  T.  Cohen,  Samu- 

el E.  Feldman,  ASCAP ;  Eldon  Campbell, 
Steve  Conley,  WOWO;  H.  G.  Wall,  WIBC  ; 
Miss  Blanche  Young,  Indianapolis  Public 
Schools;  Burt  Squire,  SESAC;  Howard 
Loeb,  WFDF;  Paul  H.  Karnes,  Press 
Assn.;    John    E.    Fetzer,   WKZO;  Eugene 

Transfer  of  WJW 

Explained  by  Fly 

Chairman  Says  No  Departure 

From  BWC  Policy  Involved 

CLARIFYING  the  FCC's  position 
on  modification  of  the  permit  grant- 

ed to  WJW,  Akron,  which  allowed 
the  station  to  move  its  plant  14 
miles  closer  to  Cleveland,  FCC 
Chairman  Fly  denied  the  action 
was  any  departure  from  the  BWC 
freeze  order  of  April  27.  "Circum- stances would  justify  an  exception 

there,"  he  told  his  press  confer- ence. 

He  pointed  out  that  the  move  al- 
lows better  coverage  of  Cleveland 

and  does  not  involve  any  new  criti- 
cal materials  since  all  material  to 

be  used  in  the  structure  had  been 
earlier  authorized.  Furthermore,  he 

added,  "the  Cleveland  situation  is 
one  which  everybody  in  the  indus- 

try and  everybody  in  the  Commis- 
sion has  long  felt  ought  to  be  al- 

leviated." 

Sixth  Market 

Elaborating  on  this  point,  he  ob- 
served that  Cleveland  is  the  sixth 

largest  city  in  the  country  and  the 
"sixth  most  important  market  in 
the  country  and  the  only  city  any- 

where near  its  size  that  doesn't 
have  adequate  service."  In  effect 
this  action  provides  the  BLUE 
with  a  Cleveland  outlet  by  permit- 

ting the  station  to  locate  its  trans- mitter about  14  miles  nearer  to 
Cleveland  and  move  its  main  stu- 

dios from  Akron  to  Cleveland. 
Chairman  Fly  also  pointed  out 

that  the  move  had  "long  been  con- 
templated" and  the  action  repre- 

sented the  first  opportunity  to 
remedy  the  situation  of  service  to 
the  Cleveland  market. 

Standard  Oil  Salute 

STANDARD  OIL  Co.  of  Cal.,  San 
Francisco,  extensive  user  of  net- 

work radio  on  the  Coast,  viill  spon- 
sor a  nationwide  institutional 

Christmas  Day  program  on  NBC 
to  greet  former  employes  of  the 
company  now  with  the  armed 
forces.  Lewis  Stone,  Hollywood 
actor,  will  be  m.c.  of  the  12:15-1 
p.m.  program,  which  will  feature 
pickups  from  Army,  Navy  and  Ma- rine bases  in  the  United  States  and 
Honolulu,  music  by  Robert  Arm- 
bruster's  orchestra.  No  commercial 
announcements  will  be  included  in 
the  broadcast.  Agency  is  BBDO, 
San  Francisco. 

Carr,  Office  of  Censorship;  "Cy"  Langlois, Pierre  Weis,  Lang-Worth;  Porter  Smith, WGRC;  Harmon  L.  Stevens,  WHLS ;  H. 
M.  Bitner,  William  F.  Kiley,  WFBM; 
Robert  S.  Keller,  AMP;  Louis  P.  Hutchin- 

son, Robert  LaBlonde,  OWI;  C.  Howard 
Lane,  CBS;  Grant  F.  Ashbacker,  W.  C. Wester,  WKBZ;  Owen  F.  Uridge,  WJR; 
Leo  Fitzpatrick,  WJR  ;  M.  H.  Latour,  Air 
Raid  Warning  System,  Chicago;  Lt.  Fred 
A.  Chastain,  Air  Raid  Precaution  Officer, 
Chicago;  3rd  Officer  Ruth  W.  Morton, 
WAAC,  Fort  Des  Moines ;  Milton  Blink, 
Standard  Radio;  Charles  Lee  Harris, 
WGRC;  Frank  O.  Sharp,  WFBM  ;  Vincent 
McMahon,  Press  Assn. ;  O.  J.  Kelchner, 
WIBC;  Easton  C.  Woolly,  NBC;  Neville 
Miller,  NAB;  John  W.  O'Harrow,  WKZO; Dan  Jayne,  WELL;  Eugene  C.  PuUiam, 
WIRE ;  Geo.  M.  Jackson,  WBOW;  Jack 
Treacy,  NBC  Thesaurus ;  Lewis  H.  Avery, 
NAB;  Carl  Haverlin,  BMI-OWI;  Col. Robinson  Hitchcock,  State  Dir.  Selective 
Service,  Indianapolis. 
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|s  a  machine  to  help  Germans  remember 

Itworks  very  simply.  An  American  steps  before  it  and  calmly 

reads  a  script  in  German.  Powerful  short-wave  transmitters 

beam  the  words  to  Axis  Europe.  That's  all  there  is  to  it. 
Yet  to  the  Fascist  dictators,  this  simple  process  is  a  thorn 

in  their  sides,  a  threat  to  their  power,  a  danger  to  the 
success  of  their  bloody  schemes. 

Why?  Because  these  American  short-wave  broadcasts  are 
often  devoted  to  waking  up  German  memories — on  a  subject 
Der  Fuehrer  would  prefer  to  be  forgotten.  That  subject  is: 

What  America's  might  and  manpower  will  mean  to 
the  cause  of,  the  United  Nations. 

Hitler  wants  the  Germans  to  forget  what  happened  in  the 
last  war  when  America  swung  in  its  full  strength.  He  wants 
them  to  forget  the  boatloads  of  ammunition,  the  fleets  of 

soldier -packed  transports,  the  food  and  the  weapons.  He 

wants  them  to  forget  the  Yanks  ever  came,  because  mem- 
ories like  that  are  not  good  for  Fascist  morale. 

That's  why  American  short-wave  stations  WRCA  and 
WNBI  are  so  busy  nowadays  giving  a  memory  course  to  the 
German  people.  RCA  is  proud  that  its  equipment,  used  by 

these  stations,  can  help  remind  Axis-dominated  Europe  that 

America  is  again  on  the  march,  that  America's  factories  are 
rolling  out  the  tanks  and  the  planes  and  the  guns,  that 

America's  shipyards  are  sending  out  an  ar- 
mada of  transports  and  freighters  and  battle- 

ships, that  America's  manpower  is  moving 
.  .  .  moving  fast  .  .  .  moving  with  all  its  might. 

Yes,  you  Fascists  who  fight  for  Hitler,  this 
is  something  to  remember:  the  Yanks  are 
coming — again!  , 

^gyiCTORY 

BUY 

UNITED STATES 

,WAR 
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AND 
STAMPS 

RCA  BROADCAST  EQUIPMENT 

RCA  MANUFACTURING  COMPANY,  INC.,  CAMDEN,  N.  J. 



PATTERNED  after  a  de
tec- 

tive story,  written  and  illus- 
trated in  a  humorous  mood,  a 

recent  promotion  piece  re- 
leased by  WDBO,  Orlando,  Fla., 

discloses  the  mystery  of  the  Cen- 
tral Florida  market,  shunned  by 

potential  radio  advertisers  on  the 
basis  that  sales  records  showed 
few  shipments  to  the  Orlando  area. 
Put  on  the  right  track  by  Dept.  of 
Commerce  figures,  showing  retail 
sales  per  capita  to  be  actually 
higher  for  Orlando  than  for  sev- 

eral nearby  competing  cities,  the 
station  "unearths"  the  solution 
from  grocery  and  drug  merchants. 
Supplies  are  first  shipped  to  Flori- 

da sea-ports,  then  trucked  to  Or- 
lando, thus  benefitting  from  com- 

petitive water  rates. 

Signs  for  Retailers 
STORES  carrying  radio  advertised 
goods  have  been  receiving  signs  in 
recent  months  from  CKBI,  Prince 
Albert,  Sask.,  reading  "As  Adver- 

tised on  CKBI",  thus  keeping  the 
station  in  the  public  eye. 

A(etckandi6in^  &  l^tomotion 
Florida  Market  Mystery — Oakland  Sports — Laughing 

Shirts — Column — Tips  on  Copy 

Bowling  Tournament 
KROW,  Oakland  in  cooperation 
with  the  Post-Enquirer,  evening 
newspaper,  is  currently  sponsor- 

ing a  bowling  tournament  for  ship- 
yard workers.  The  tourney  com- 

mittee is  made  up  of  public  rela- 
tions officials  from  the  Bethlehem, 

Kaiser,  General  Engineering, 
Moore  Drydock,  United  Engineer- 

ing and  Pacific  Bridge  shipyards 
and  is  headed  by  Lloyd  (Speed) 
Maddock,  sports  writer  for  the 
newspaper  and  commentator  on 
KROW.  Participants  are  inter- 

viewed on  Ten-Pin  Topics  on 
KROW  each  Thursday  night.  Sev- 

eral hundred  18  x  24  inch  cards  an- 
nouncing the  tournament  have  been 

distributed  to  the  shipyards  and 
posted  by  the  publicity  officials. 

Shirts  for  Chuckles 
DAILY  CHUCKLES,  a  five-minute 
daily  series  on  CFCF,  Montreal, 
features  laughs  contributed  by  lis- teners who  receive  a  Pioneer  shirt 
from  the  sponsor  for  each  chuckle 
used.  Response  of  the  public  to  the 
program  conducted  by  Brahm  Sey- mour has  been  excellent. 

Car  Card  Plugs 

ADAPTING  its  promotion  tech- 
nique to  changing  habits  of  people 

and  changing  methods  of  transpor- 
tation, KSO  and  KRNT,  Des 

Moines,  have  supplemented  their 
outside  car  cards  with  new  car 
cards  plugging  shows  which  are 
placed  inside  buses  and  curbliners 
now  overcrowded  with  potential 

buyers. 

istmas  1942 

have  come  a  long  way  since  last  Christmas,  all  of  us. 

American  Amateurs  have  flocked  to  the  colors  — made 

themselves  the  backbone  of  the  great  Army  Signal  Corps  and 

Navy  Communications.  Makers  of  Amateur  equipment  have 

their  entire  effort  into  design  and  construction  of  Military  communi- 

cations units.  For  example,  the  Hallicrafters  have,  since  Pearl 

Harbor,  turned  out  production  that  would  normally 

have  taken  seven  years!      We  can  all  be  proud  that  we 

have  in  one  short  year  turned  the  tide  of  battle  from 

almost  unopposed  conquest  by  the  enemy  to  the  first  stages  of  the 

Victory  drive  on  every  front.  And,  let  us  all  fervently  hope  that  another 

wartime  Christmas  will  be  unnecessary. 

'Of  Mikes  and  Men' 
FINDING  that  local  newspapers  in 
Long  Island,  New  Jersey,  Connecti- 

cut and  Brooklyn  would  be  inter- 
ested in  carrying  a  radio  column, 

if  provided  with  impartial,  news- 
worthy material,  WLIB,  Brooklyn, 

has  started  issuing  a  weekly  radio 
feature,  written  by  Walter  Kaner, 
publicity  director.  Some  20  papers 

carry  the  column,  "Of  Mikes  and 
Men",  which  features  network  pro 
grams,  radio  personalities,  and 
news  of  WLIB  and  other  stations. 

Promoting  Theatres 
EMBASSY  Newsreel  Theater,  New 
York,  participating  sponsor  in 
Nancy  Booth  Craig's  Woman  of Tomorrow  on  WJZ,  New  York,  in 
vited  program  listeners  to  tea  and 
a  newsreel  show  last  week  at  a 
special  rate,  as  part  of  a  promotion 
campaign  for  its  five  New  York 
theatres.  Other  advertisers  on  Miss 
Craig's  program  were  represented 
at  the  tea  by  displays  and  distribu- 

tion of  samples  of  their  products 

Sales  Problems  Solved 

WIBW,  Topeka,  has  still  another 
promotion  stunt :  Encased  in  a  gift 
box  mailed  to  "future  radio  ad- 

vertisers" is  a  bottle  of  bright  red 
nail  polish  and  a  note  to  the  firm 
describing  how  with  the  aid  of 
WIBW  it  can  "polish"  off  three 
pests — Hitler,  Mussolini  and  Hiro- hito — and  meet  1943  sales  prob- 

lems that  may  result  from  the  war. 
Carter-Owens  Adv.  Agency,  Kan- 

sas City,  originates  the  local  and 
national  direct  mail  material  for 
WIBW. 

Plugging  Its  Shows 
WAIT,  Chicago,  is  distributing  a 
series  of  (direct  mail  promotional 

pieces  calling  attention  to  the  in- dividual live-talent,  locally  origi- 
nated programs  on  the  station  with 

a  brief  description  of  the  m.  c.  and 
the  format  of  each  show.  The  cam- 

paign is  being  supplemented  with 
a  comprehensive  stand-up  presen- tation. 

WTAG's  Copy  Guide 

TO  AID  local  advertisers  prepare 
radio  copy  and  to  maintain  high 
standards,  WTAG,  Worcester,  has 
issued  a  Radio  Advertising  Copy 

Guide,  containing  a  time-table  of 
dates  when  copy  is  due,  standards 
of  good  taste  recommended  in  the 
NAB  Code  and  helpful  hints  on 
copy  length  and  preparation  and 
copy  limitations. 

Dial  Habit 

TO  BUILD  the  "77  on  your  Dial" habit  in  the  New  York  area,  WJZ, 
New  York,  has  launched  a  car  card 
advertising  campaign  in  subways, 
featuring  its  news  commentators 
for  the  first  month  and  big  name 
bands  heard  on  the  station,  the  sec- 
ond. 

Ward  Matches 

WARD  BAKING  Co.  (Tip-top 
bread)  is  distributing  through 
grocers  one-half  million  book 
matches  promoting  the  five-weekly 
quarter-hour  early  morning  lis- tener participation  program  on WBBM,  Chicago. 
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OYER  THE  HILLS  [S  FAR  AWAY 

FROM  THE  NATION'S  19i>!  MARKET! 

If  you  know  Northeastern  Pennsylvania,  you  know  how 

population  is  centered  in  the  Scranton — Wilkes-Barre  valley.  You 

know  this  big,  bustling  industrial  section  (The  Nation's  19th  Market) 

is  isolated  by  miles  of  mountains.  And  you  know  that — even  for 

radio — "Over  the  hills  is  far,  far  away." 

That's  why  most  national  spot  advertisers  depend  on  WGBI 
to  reach  the  629,000  spenders  in  the  valley.  Inside  the  market, 

WGBI  is  bigger,  more  powerful  than  any  other  station.  And  WGBI 

works  the  market  inside  out  to  give  you  more  sales  for  every  dollar 

spent.  Call  your  John  Blair  man  and  BUY  WGBI. 

SCRANTON 

CBS  AFFILIATE 

910  KC 
1000  WATTS  DAY 
500  WATTS  NIGHT FRANK  MEGARGEE,  President 

PENNSYLVANIA 

8LAIR 

^  COMPANY 
National  Representatives 
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Scrooge  to  Be  Portrayed 

By  Lionel  Barrymore 
DESPITE  conflicting  reports,  Lio- 

nel Barrymore,  for  the  sixth  time 
on  the  air,  will  re-enact  the  part 
of  "Scrooge"  in  Charles  Dickens' 
"Christmas  Carol"  as  the  feature 
of  the  Dec.  24  broadcast  on  NBC 
of  the  Sealtest  Rudy  Vallee  pro- 

gram. The  dramatization  of  the  im- 
mortal story,  now  a  radio  institu- 

tion, has  been  heard  twice  on  the 
Vallee  program,  with  Barrymore  in 
the  main  role.  Program  is  spon- 

sored by  Sealtest  Inc.,  New  York, 
account  handled  by  McKee  &  Al- 

bright, Philadelphia.  Barrymore  is 
heard  in  his  own  series  Mayor  of 
■Our  Town,  on  CBS  for  Lever  Bros. 
Co.,  Cambridge  (Rinso).  Ruthrauff 
■&  Ryan,  New  York,  is  Rinso 
■agency. 

WCAU  Buys  Building 

PREPARING  for  the  post-war 
period,  WCAU,  Philadelphia,  has 
purchased  the  eight-story  Perry 
Bldg.  at  16th  and  Chestnut,  Phil- 

adelphia, to  house  television  and 
FM  facilities  after  the  war.  Sale 
of  the  building  by  the  trustees  of 
the  estate  of  Edward  Perry  to 
the  WCAU  Broadcasting  Co.  was 
approved  last  week  by  Judge  Allen 
M.  Stearne  in  Orphans '  Court. 
The  purchase  price  was  $505, (TOO. 
Regular  broadcasting  facilities  are 
housed  in  the  nine-story  WCAU 
Bldg.  at  1622  Chestnut  St.  The  ad- 

ditional floor  space  in  the  new 
building  will  be  used  to  house  tele- 

vision and  frequency  modulation. 
Present  tenants  of  the  Perry  Build- 

ing will  not  be  disturbed. 

NAB  in  New  York 

{Continued  from  page  20) 

programs  with  a  war  theme  but 
suitable  for  local  sponsorship.  Her- 

bert L.  Pettey,  WHN,  New  York, 
and  radio  consultant  to  the  OWI 
from  the  district,  also  spoke  briefly 
on  this  topic. 

Neville  Miller,  NAB  president, 
outlined  the  war  work  of  the  NAB. 
Representatives  of  the  war  services 
thanked  radio  for  its  vital  contri- 

butions to  them,  with  Lt.  Col.  Ed- 
ward M.  Kirby  speaking  for  the 

Army,  Lt.  Com.  Morgan  S.  A. 
Reichner  for  the  Navy,  Capt.  White 
for  the  Marine  Corps  and  Law- 

rence Bender  for  the  Office  of 
Civilian  Defense.  Col.  Lemuel  Q. 
Stoopnagle  spoke  on  whimsical 
humor. 

John  Benson,  president,  Ameri- 
can Assn.  of  Advertising  Agencies, 

was  featured  speaker  at  the  lunch- 
eon meeting,  with  "Solidarity:  An 

Indispensable  Need",  as  his  topic. 
Reviewing  the  industry  solidarity 

in  meeting  various  problems,  Mr. 
Benson  cited  case  after  case  of 
united  action  by  different  branches 
of  advertising,  including  the  sup- 

port by  one  medium  of  its  competi- 
tors, such  as  the  newspaper  oppo- 

sition to  the  tax  on  broadcasting 
and  outdoor  advertising  which 
aided  materially  in  its  defeat. 

Exposed  to  Attack 

"There  is  no  sector  in  the  whole 
advertising  circle  which  is  more 

THEY  ASKED  FOR  IT  / 

jtorth  of  J
*""*** 

15,821 
New  York,  New  Jersey,  Connecticut 

Families 

requested  the  November 
Program  Booklet,  listing  all 
musical  selections,  com- 

posers, and  theme  songs 
to  be  heard  over  WLIB. 

That's 
Listener-Loyalty 

for  YOU! 

WLIB  listeners  are  the  "all-day- 
every-day"  kind  because  WLIB 
alone  gives  them  what  they 
nice  BEST  and  want  MOST: 
"The  Popular  Classics  with  a 
Blend  of  the  Modern  .  .  .  and 
News".  And  WLIB  advertisers 
are  CASHING  IN  on  this  con- 

sistent, persistent  LISTENER- 
LOYALTY! 

And  Remember:  WLIf  is 
still  maintaining  the  LOW- 

EST RATE  FOR  EFFECTIVE 
COVERAGE  OF  THE 
METROPOLITAN  NEW 
YORK  MARKET, 

exposed  to  external  attack  than 
broadcasting,"  he  said.  "It  must have  a  franchise  to  use  the  air, 

backed  by  popular  sentiment.  Good- will would  seem  to  be  imperative 
between  this  medium  and  the  pub- 

lic for  whom  it  has  become  indis- 
pensable in  their  daily  lives.  This 

holds  also  for  solidarity  between 
networks  and  individual  stations, 
so  that  no  wedge  may  be  driven 
between  them  to  their  common  hurt. 
Any  active  discord  inside  the  in- 

dustry about  this  problem  under- 
mines the  whole  system  of  national 

broadcasting  as  a  well-organized 
and  firmly  knit  medium  of  mass 
communication. 

"May  there  be  full  harmony 
among  us  so  that  we  can  present  a 
solid  front,  not  so  much  of  pro- 

test as  of  service  during  the  re- 
maining days  of  war  and  the  peace 

which  follows." Opening  the  afternoon  meeting 
Eugene  Carr,  of  the  Office  of  Cen- 

sorship, told  broadcasters  they 
should  use  their  censorship  code 
book  as  "a  yardstick  for  measuring 
the  things  you  put  on  your  station" and  urged  them  when  in  doubt  to 
consult  the  OC.  Censor;ship  is  a 
vital  military  weapon,  he  said,  de- 

claring that  if  voluntary  censor- 
ship does  not  work  there  is  only 

one  alternative. 

G.  Lynn  Sumner,  New  York 
State  War  Savings  Stalf,  described 
the  growth  of  the  War  Bond  and 
Stamp  sales  and  paid  tribute  to 
broadcasters  for  their  splendid 
work  in  this  field,  both  in  carrying 
Bond  programs  and  in  acting  as 
selling  agents  for  bonds.  There  are 
now  730  stations  licensed  as  selling 
agents,  he  said,  and  quoted  Vincent 
Callahan,  director  of  the  Trea- 

sury's radio  activities,  that  these 
stations  have  sold  very  nearly 
$30,000,000  worth  of  Bonds.  Adri- 
enne  Ames,  motion  picture  actress, 
now  a  commentator  on  WHN,  New 
York,  spoke  on  the  work  of  women 
in  the  war. 

Labor  Problems 

Aid  by  New  York  broadcasters 
in  getting  the  colleges  of  the  state 
to  establish  evening  courses  for  the 
training  of  radio  engineers,  result- 

ing in  the  training  of  approximate- 
ly 4,000  men  and  190  women  as 

qualified  operators,  was  described 
by  Col.  Harry  Wilder,  president, 
WSYR,  Syracuse,  and  head  of  the 
committee  on  this  project.  Most  of 
the  men  have  gone  into  the  Army 
Signal  Corps  or  the  Air  Force's 
communications  branch.  Col.  Wil- 

der said,  but  added  that  some  of 
them,  who  are  not  suited  for  mili- 

tary service,  and  all  the  women  are 
available  for  work  at  stations  need- 

ing replacements  in  their  operat- 
ing personnel. Neville  Miller,  NAB  president, 

concluded  the  first  day's  session 
with  an  informal  discussion  of  the 
general  manpower  problems  of 
broadcasters.  He  said  deferment 
for  radio  station  employes  will  be 
increasingly  harder  to  get. 
He  urged  broadcasters  not  to 

wait  until  their  technicians  are 
called   up    before    attempting  to 

have  them  deferred,  but  to  go  to 
their  local  draft  boards  now,  ex- 

plaining the  needs  of  the  stations 
and  stating  which  men  are  most 
essential,  which  next,  and  so  on.  If 
each  man  is  made  the  basis  for  an 
individual  fight  for  deferment,  he 
said,  one  or  two  may  be  kept,  but 
then  when  a  chief  engineer  or  other 
key  employe  comes  up  the  local 
draft  board  is  apt  to  tell  the  sta- 

tion it  is  trying  to  keep  all  of  its 
employes  and  to  take  this  man, 
regardless  of  his  essential  status 
at  the  station. 

He  suggested  also  that  when  fil- 
ing a  42-A  form  for  deferment  a 

supplemental  letter  be  attached,  de- 
scribing in  detail  what  the  em- 

ploye's duties  are  and  their  im- 
portance to  station  operation.  The 

NAB  has  also  secured  letters  from 
the  armed  services  and  Govern- 

ment departments,  which  may  be  ; 
attached  to  the  file  to  show  how  es- 

sential radio  is  considered  to  the 
war  effort  by  the  Government. 

Filling  Vacancies 

Mr.  Miller  said  applications  to 
the  U.  S.  Employment  Service  for 
replacements  for  employes  whose 
draft  is  anticipated  are  valuable 
in  showing  the  draft  boards  that 
the  USES  has  been  unable  to  fill 
the  vacancies.  The  military  demand 
for  technicians,  however,  will  un- 

doubtedly create  many  vacancies 
in  technical  staffs,  he  said,  and  he 
urged  the  employment  of  women, 
stating  that  stations  employing  wo- 

men as  operators  have  in  the  main 
found  them  very  satisfactory.  This 
is  also  the  experience  of  the  BBC, 
which  now  has  an  operating  staff 
of  about  60%  women. 

There  has  been  some  opposition 
to  the  employment  of  women  by 
local  unions,  he  stated,  adding  that 
the  national  unions  appreciate  the 
situation  and  will  do  what  they 
can  to  help  break  down  resistance 
from  the  locals,  although  the  lat- 

ter are  autonomous  and  have  the 
final  say  on  this  subject.  Often  the 
locals  will  not  object  if  the  wives 
of  the  drafted  men  are  taken  on 

to  replace  their  husbands,  Mr.  Mil- 
ler reported,  probably  on  the  theory 

that  after  the  war  the  women  will 
return  to  their  homes,  turning  the 
jobs  back  to  their  husbands. 

Stating  that  the  smaller  stations 

RADIO  nOGRAMAS  DB  MBXICO RKO  BUILDING,  NEW  YORK      •     Chicago  Rapretantatlve  -  The  Walker  Co. 

Page  26  •  December  14,  1942 

[ 

BROADCASTING  •  Broadcast  Advertising 



Beulah  Karney  talks 

. . .  and  housewives  listen  ! 

FIVE  DAYS  A  WEEK  Beulah  Karney  airs  her 

"Woman  Today"'  program  over  Chicago's  powerful WENR. 

In  a  one  minute  announcement,  opposite  the  World 

Series,  Miss  Karney  offered  a  booklet  on  rationing  for 

a  local  participating  sponsor.  More  than  2,000  requests 

were  received,  and  they're  still  coming  in  ! 
For  another  sponsor  she  pulled  700%  more  inquiries 

than  the  client  considered  satisfactory. 

Every  day  she  receives  hundreds  of  letters  asking 

questions  about  home- making  and  food.  Women  listen 
when  Beulah  Karney  speaks. 

If  you  have  a  message  for  women,  investigate  this  ex- 
clusive WENR  feature.  The  cost  is  low,  the  coverage  is 

great.  Call  a  Blue  Spot  Sales  representative  for  all  the  facts. 

CHICAGO'S  BASIC  BLUE  NETWORK  STATION 

50,000  WATTS    890  KC. 

• 

OWNED  AND  OPERATED  BY  THE  BLUE  NETWORK  COMPANY 

REPRESENTED  NATIONALLY  BY  BLUE  SPOT  SALES 

NEW  YORK  t  CHICAGO  •  SAN  FRANCISCO  •  HOUYWOOD  •  DITROIT 



are  being  hit  the  hardest,  Mr.  Mil- 
ler said  some  of  them  have  secured 

restricted  licenses,  good  for  six 
months,  for  men  in  the  sales  or 
program  departments. 

One  difficulty  with  this,  he  said, 
is  that  such  men  seldom  pass  the 
examination  given  at  the  end  of 
the  six-month  period,  partly  be- 

cause they  are  not  interested  in 
remaining  as  engineers  and  so  do 
not  apply  themselves  to  learn  any 
more  than  the  actual  w^ork  requires 
and  partly  because  the  demands  of 
a  short-staffed  station  leave  little 
time  for  instruction.  Applications 
have  been  made  to  the  FCC  to  re- 

lax their  requirements  and  permit 
restricted  licenses  to  run  for  more 
than  six  months,  he  said. 

From  conversations  with  broad- 
casters throughout  the  country, 

Mr.  Miller  concluded  that  by  and 
large,  women  make  better  replace- 

ments than  older  men,  who  do  not 
pick  up  new  skills  so  readily.  Girls 
with  telephone  experience  have 
worked  out  especially  well,  he  said. 
He  also  reported  that  many  sta- 

tions are  using  women  as  announ- 
cers and  have  had  a  good  reaction 

from  listeners. 

At  New  York  Meeting 
John  T.  Adams,  WINS;  Ben  Adler, 

RCA;  Herb  Akerberg,  CBS;  W.  C.  Al- 
corn, WBNX;  George  Allen,  WABC;  War- 

ran  F.  Ambrose,  BLUE;  C.  E.  Arney  Jr., 
NAB;  Lewis  H.  Avery,  NAB ;  Carol  Bag- 
ley,  WNEW;  Jerome  B.  Barnum,  Syra- 

cuse (guest)  ;  Claude  Barrere,  NBC; 
Charles  Barry,  WJZ;  Arthur  Beckwith, 
AMP ;  Lawrence  Bendiner,  2d  Region, 
OCD,  New  York;  Herman  Bess,  WNEW; 

LONGINES-WITTNAUER  HONORS  John  P.  V.  HeinmuUer,  president 
of  the  company,  on  his  30th  year  of  service  with  a  custom-built  transcrip- 

tion player.  The  company,  well-known  for  its  use  of  spot  broadcasting, 
sponsors  the  transcribed  World's  Most  Honored  Music  programs  over 
many  stations.  With  Mr.  Heinmuller  (holding  transcription)  are  (1  to  r)  : 
Fred  Cartoun,  vice-president  in  charge  of  sales  and  advertising;  Edward 
Detjen,  vice-president  and  secretary;  Fred  Wilkinson,  dean  of  the  sales 
force;  Morris  Guilden,  treasurer.  Mr.  Heinmuller  joined  the  New  York 
office  as  a  stock  clerk  coming  from  the  company's  offices  in  Switzerland 
and  took  his  present  post  in  1936.  He  also  was  advertising  manager. 
Milton  Blink,  Standard  Radio;  H.  K.  Boice, 
WQXR. Leonard  D.  Callahan,  SESAC;  H.  Car- 

man, WGBB;  Eugene  Carr,  Office  of  Cen- sorship; Woodberry  Carter,  WTRY ;  Ruth 
Chilton,  WSYR;  Edward  Codel,  Atlantic 
Coast  Network;  Martin  Codel,  Broadcast- 

ing; J.  M.  Collins,  ASCAP ;  Nathan  W. 
Cook,  WIBX;  Albert  E.  Dale,  NBC;  Jerry 
A.  Danzig,  Public  Relations  Oflice,  USNR  ; 
William  Doerr  Jr.,  WEBR;  Richard  Dris- 
coU,  WBTA;  Walter  Duncan,  WNEW;  C. 
Lloyd  Egner,  NBC;  F.  C.  Erdman,  ASCAP  ; 
B.  Estes,  WINS. 

Wilham  Fay,  WHAM;  C.  M.  Finney, 
AMP;  Raymond  C.  Gantter,  WFBL;  Clif- 

ford H.  Glick,  WNEW;  Stanley  W.  Goul- 
den,  RCA;  Herman  Greenberg,  ASCAP 
S.  D.  Gregory,  WEAF ;  J.  G.  Gude,  CBS 
Ruth  Hardke,  WSYR;  Carl  Haverlin,  BMI 
L.    B.    Hawkins,    WNBF;    Arthur  Hull 

Hayes,  WABC;  William  S.  Hedges,  NBC; 
S.  B.  Hickox  Jr.,  NBC ;  George  H.  Jas- 
pert,  WPAT;  Bernice  Judis,  WNEW; 
Robert  S.  Keller,  AMP;  Dorothy  A.  Kem- 
ble,  BLUE;  Marvin  Kirsch,  Radio  Daily; 
C.  A.  Kracht,  Howard  H.  Nelson  Co. 

Bert  Lambert,  WNEW;  William  T.  Lane, 
NBC ;  Joseph  Lang,  WHOM;  Jack  Lee, 
WHAM;  Harry  C.  Levin,  OWI ;  Charles 
Lewis,  2d  Region,  OCD;  Maury  Long, 
Broadcasting;  I.  R.  Lounsberry,  WGR; 
E.  B.  Lyford,  NBC;  Alex  MacDonald, 
WGY;  T.  S.  Marshall,  WOLF;  Jay  Mason, 
WJTN;  John  Mayo,  AMP;  E.  Ray  Mc- 
Closkey,  WNBF;  John  McKay,  NBC  ;  John 
McNeil,  WJZ;  Maurice  Mermey,  NAB;  B. 
M.  Middleton,  WABC;  Henry  L.  Miller, 
WPAT;  Neville  Miller,  NAB;  William 
Burke  Miller,  NBC ;  Kermit  J.  Moss, 
WNEW;  John  T.  Murphy,  NBC;  M.  S. 
Novik,    WNYC;    BrufT    Olin    Jr.,  WKIP; 
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Lt.  John  R.  Overall,  3d  Naval  District; 
John  J.  Paine,  ASCAP;  William  S.  Paley, 
CBS;  Connie  Porreca,  WOV ;  Willis  B. 
Parsons,  NBC;  Herbert  L.  Pettey,  WHN; 
Charles  F.  Phillips,  WFBL. 

J.  H.  Ream,  CBS;  Lt.  Com.  M.  S.  A. 
Reichner,  USNR;  William  Riple,  WTRY; 
Fred  R.  Ripley,  WSYR;  Bruce  Robertson, Broadcasting;  I.  R.  Rosenhaus,  WAAT; 
B.  J.  Rowan,  General  Electric  Co. ;  Frank 
M.  Schmitt,  RCA;  Bill  Schudt  Jr.,  CBS; 
Frank  A.  Seitz,  WFAS;  Ben  Selvin,  AMP; 
M.  H.  Shapiro,  Radio  Daily;  Alex  Sher- 

wood, Standard  Radio;  Frank  Stanton, 
CBS;  Elliott  Stewart,  WIBX;  Col.  Stoop- 
nagle,  radio  comedian. 

Dale  Taylor,  WENY;  C.  Robert  Thomp- 
son, WBEN;  Jack  Treacy,  NBC ;  Roland 

Trenchard,  WAAT;  M.  E.  Tompkins, 
BMI;  Oscar  C.  Turner,  NBC;  Edgar  H. 
Twamley,  WBEN;  H.  C.  Vance,  RCAM; 
Ernest  Walker;  Ralph  N.  Weil,  WOV; 
Pierre  Weis,  Lang-Worth;  Frank  K.  White, 
CBS;  Norman  H.  White  Jr.,  USMC;  Mr. 
Wilcox,  WHOM ;  D.  C.  Wilkins,  WJTN;  C. 
O.  Wiig,  WHEC;  Sylvia  Weiss,  Radio 
Daily;  Helen  Wood,  WIBX. 
Members  of  Radio  Executives  Club  of 

New  York  attending  luncheon  of  District 
2  Meeting  of  NAB: 

Elizabeth  Black,  Joseph  Katz  Co.;  A. 
R.  Brayshaw,  Press  Assn.;  Robert  Buech- ner.  Free  &  Peters;  Ralph  Dennie,  BLUE; 
Chick  Doty,  BLUE  ;  Jules  Dundes,  WABC  ; 
Walter  Duncan,  WNEW;  Bob  Eastman, 
BLUE;  Rae  B.  Elbrock,  Franklin  Bruck 
Adv.  Co.;  E.  Schuyler  Ensell,  WABC; 
Hugh  Feltis,  BLUE;  Carlos  Franco,  Young 
&  Rubicam ;  Paul  Frank,  Weed  &  Co. ; 
Murray  Grabhorn,  BLUE  ;  Jerome  B.  Har- rison, WABC;  John  Hymes,  Lord  & 
Thomas ;  Paul  H.  Karnes,  Press  Assn.; 
James  M.  Kelly,  Radio  Adv.  Corp.;  Alan 
Kent,  WJZ. 
Maury  Long,  Broadcasting;  John  M. 

Lyden,  Ted  Bates  Inc. ;  Thomas  H.  Lynch, 
Wm.  Esty  &  Co.;  Lucille  Mafiecci,  J.  Wal- ter Thompson  Co.;  Charles  Michelson, 
Michelson  Radio  Transcriptions;  Albert 
Moss  Jr.,  Radio  Adv.  Corp.;  Linnea  Nelson, 
J.  Walter  Thompson;  Ed  Shurack,  WHNp 
Peggy  Stone,  Spot  Sales ;  Larry  Swars, 
Walter  P.  Burns  Co.;  G.  Richard  Swift, 
WABC;  Helen  Thomas,  Spot  Broadcasting; 
Arthur  Toulson,  WHN;  Harry  Trenner, 
MBS;  Donald  J.  Wallace,  McCann-Erick- son;  Anne  Wright,  J.  Walter  Thompson 
Co.;  Chet  Young,  Press  Assn.,  Stanley 
Young,  Foreman  Co. 
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RADIO  SERVICE  EMBLEMS 

Demand  Created  for  Industry  Plaques  Typifying 

 Broadcasting's   National  Role  
REMEMBER  THAT  handsome 
radio  button  that  WGAR,  Cleve- 

land, placed  beside  delegates'  lunch- 
eon plates  during  the  1942  NAB 

convention. 
It  made  an  immediate  hit.  When 

the  supply  ran  out  the  disappoint- 
ment was  intense.  So  much  so  that 

WGAR  and  Broadcasting,  as  a 
non-profit  service,  ordered  a  new 
supply  and  undertook  their  sale 
throughout  the  industry.  Radio  sta- 

tions, advertising  agencies,  radio 
industry  personnel  bought  them; 
several  thousand  were  sold. 

At  Eastern  State  Penitentiary, 
Philadelphia,  Horace  H.  Moore,  an 
inmate,  saw  the  emblem  pictured 
in  Broadcasting  and  made  a  lino- 

leum-cut replica  12  inches  in  di- 
ameter. He  shipped  it  to  Broad- 
casting as  a  gift,  where  it  at- 

tracted so  much  attention  that  Mr. 
Moore  was  commissioned  to  make 
10  more  which  were  distributed  to 
key  radio  officials  in  Washington. 

Many  Send  Orders 

Neville  Miller,  president  of  the 
NAB,  liked  his  so  well  that  he 
volunteered  to  carry  it  throughout 
the  nation  to  a  series  of  NAB  dis- 

trict meetings.  As  a  result  of  his 
personal  salesmanship  many  more 
plaques  were  sold,  and  additional 
orders  are  being  received  through 
Broadcasting. 

Mr.  Moore  has  written  to  BROAD- 
CASTING expressing  his  delight  at 

<  the  way  his  plaques   have  been 
received.  John  F.  Patt,  vice-presi- 

dent, general  manager  of  WGAR, 
I  has  ordered  a  number  of  them  and 

'  writes   that   "everyone   who  sees 
:  them  thinks  they  cost  $20  to  $25  in- 

stead of  the  $5  you  charge  us." 
Norman    R.    Goldman,  business 
manager  of  Broadcasting,  recent- 

ly visited  Mr.  Moore  and  found 
his  cell  fitted  as  a  workshop. 

Institutional  Capt.  Kelley,  who 
acted  as  escort,  explained  that  Mr. 
Moore  works  steadily  on  the  radio 
plaques  from  7:30  a.m.  to  9:30 
p.m.  It  was  learned  that  Mr.  Moore, 

365.000  people  make  the 

Ynungstown  metropoli- 
tan {liHtrict  the  third 

lar^eHl  in  Ohio. 

WTMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

Prison  Artisan 

who  reads  Broadcasting  and  sev- 
eral other  advertising  publications, 

is  a  journalism  graduate  and  saw 
two  years  of  foreign  service  in 
World  War  I.  While  at  the  peni- 

tentiary he  has  taken  correspon- 
dence courses  in  advertising  and 

radio.  In  1940,  entering  a  contest 
conducted  by  Boston  University 
featuring  Arrow  Shirts  advertise- 

ments, he  won  first  prize  over  268 
contestants  from  many  colleges. 
He  will  soon  be  eligible  for  com- 

mutation of  sentence. 
Over  a  period  of  years  Mr.  Moore 

has  made  himself  known,  through 
his  interest  in  radio,  advertising 
and  linoleum  cuts,  to  many  people 
prominent  in  advertising.  Recently 
he  received  a  letter  of  commenda- 

tion from  Brig.  Gen.  Robert  L. 
Denig,  Marine  Corps,  on  a  linoleum 
plaque  reproducing  the  Marine  in- 
signia. 

Davis  Buys  KMAC 

HOWARD  W.  DAVIS,  veteran 
Southwest  broadcaster,  has  pur- 

chased the  other  half  of  KMAC, 
San  Antonio,  250  watts  on  1240 
kc,  he  announced  last  week.  Mr. 
Davis,  who  has  managed  the  sta- 

tion since  1933,  purchased  the  50% 
ownership  of  the  Walmac  Co.,  li- 

censee, from  W.  W.  McAllister.  No 
change  is  planned  in  the  operation 
of  the  station.  Mr.  Davis  is  also 
president  of  Laredo  Broadcasting 
Co.,  licensee  of  KPAB,  Laredo, 
Tex.,  which  he  owns  in  company 
with  Mr.  McAllister  and  J.  K. 
Beretta,  banker. 

Chicago  Committee 

COPYWRITERS  of  Chicago  agen- 
cies who  have  been  selected  by  the 

War  Savings  Staff  of  the  Treasury 
Dept.  to  serve  on  Chicago  editorial 
committee  which  edits  scripts  and 
announcements  before  air  presen- 

tation are:  Kirby  Katz,  Leo  Bur- 
nett Co.;  Howard  Crum,  H.  W. 

Kastor  &  Sons  Adv.  Co.;  G.  F. 
Drake,  Blackett-Sample-Hummert ; 
Kathryn  Brady,  Guenther  -  Brad- 

ford; Frank  Tyson,  Erwin,  Wasey 
&  Co.;  William  Ohle,  Needham, 
Louis  &  Brorby;  Garrick  Taylor, 
Goodkind,  Joice  &  Morgan. 

/^ft^ 70<i^  "^otc  'pu^6ifie .,. 

IT'S  KOA 

III  DENVER 

It  doesn't  take  a  mathematical  marvel  to  figure 
the  "best  buy"  in  Denver  radio.  It's  as  easy  as 
ABC  to  see  it's  KOA... the on/y  station  in  Colo- 

rado that  can  put  50,000  watts  behind  your 
sales  messages.  Not  only  that,  but  KOA  is 
owned  and  operated  by  the  National  Broad- 

casting Company  .  .  .  the  network  most  people 
listen  to  most. 

Let  your  nearest  NBC 
representative  give  you 
the  full  story.  Call  him 
today  about  KOA! 

From  every  Vantage  Point 
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The  Facts  First 

RELIEF  for  local  non-network  stations 
caught  in  the  downward  local  business  spiral 
appears  to  be  in  the  offing.  Last  week  two  gov- 

ernment officials — FCC-BWC  Chairman  James 
Lawrence  Fly  and  Gardner  Cowles  Jr.,  assis- 

tant director  of  OWI,  himself  a  practical 
broadcaster  and  publisher — took  cognizance  of 
the  plight  of  these  stations.  OWI  is  to  inves- 

tigate, as  the  agency  charged  with  the  weighty 
task  of  handling  war  information. 

Of  course,  the  simple  way  of  meeting  the 
crisis  would  be  for  the  Government  to  buy  time 
for  particular  types  of  war-effort  programs. 
That,  however,  has  some  disadvantages  which 
are  readily  evident.  Consideration  is  being 
given  to  allowance  of  credits  for  taxes  which, 
while  admittedly  attractive,  likewise  might 
smack  of  discrimination  or  even  subsidy. 

It  has  been  suggested  that  network  service 
be  extended  to  these  stations,  so  that  pro- 

gram structures  would  be  lifted,  and  business 
thereby  attracted  to  stations.  That  has  some 

merit,  but  it  can't  be  applied  generally  with 
the  same  result. 

Mr.  Cowles,  we  believe,  is  pursuing  the  only 
reasonable  course  in  undertaking  an  investiga- 

tion before  he  decides  upon  relief  measures. 
There  are  many  factors  to  be  considered. 
Whereas  FCC  records  indicate  some  177  sta- 

tions lost  money  last  year,  they  do  not  reveal 
how  many  of  those  stations  were  comparative- 

ly new  operations,  how  many  were  adjuncts 
of  other  businesses  which  may  have  made 
money,  and  how  many  actually  were  destitute 
and  faced  with  suspension  of  operations. 

The  Government,  as  a  wartime  measure,  is 
interested  in  having  service  maintained  na- 

tionally, with  at  least  one  effective  signal  in 
every  community.  Of  the  stations  that  lost 
money  last  year,  approximately  100,  we  un- 

derstand, were  the  only  outlets  in  their  com- 
munities. But  there  is  no  information  as  to 

how  many  of  these  communities  received  ac- 
ceptable service  from  stations  in  nearby  cities. 

We  assume  a  substantial  number  of  the  sta- 
tions now  in  peril  are  included  among  those 

licensed  in  the  last  two  or  three  years.  In 
1935  there  were  600  standard  broadcast  sta- 

tions. That  figure  has  jumped  to  some  920. 
Approximately  100  stations  were  newly- 
licensed  in  the  last  two  years — until  the  April 
27  freeze  order  terminated  new  grants. 

If  it  develops  in  the  final  analysis  that  only 
a  handful  of  the  red-ink  stations  are  deemed 

essential  for  war  information  purposes,  it 
would  seem  some  means  might  be  evolved 
whereby  the  industry  itself  would  see  to  it 
that  they  were  sustained.  In  that  fashion,  all 
semblance  of  Government  subsidy,  or  of  dis- 

crimination in  favor  of  one  medium  as  against 
others,  would  be  eliminated. 

But  before  anything  is  done,  the  facts  should 
be  known.  They  are  readily  accessible,  and  lit- 

tle time  will  be  lost  in  making  the  essential 

preliminary  analysis.  It  is  refreshing  to  ob- 
serve the  government's  swift  action  in  taking 

notice  of  the  situation. 

'Scare  Advertising' 
RADIO,  TOO,  has  faced  occasional  charges  of 
"scare  advertising",  which  high  Government 
sources,  otherwise  quite  friendly  disposed  to- 

ward the  necessity  of  wartime  advertising, 
have  taken  occasion  in  recent  weeks  to  con- 

demn. All  media  are  equally  blamed  for  allow- 
ing some  short-sighted  retailers  to  urge  people 

to  buy  merchandise  because  of  expected  short- 
ages or  impending  rationing. 

This  and  what  might  be  called  "flag  waving 
selling" — telling  people  to  buy  a  certain  com- 

mercial product  because  it  is  "patriotic"  to  do 
so — are  problems  that  can  be  met  by  closer 
scrutiny  of  copy  with  an  eye  to  its  effect  on 
wartime  policies  rather  than  short-term  mer- 
chandising. 

The  condemnation  of  "scare  advertising" 
comes  not  only  from  the  Dept.  of  Commerce 
and  OPA  Administrator  Leon  Henderson,  but 
also  from  the  National  Better  Business  Bu- 

reau. None  of  these  agencies  has  evinced  any 
anti-advertising  attitude.  Indeed,  the  Dept.  of 
Commerce,  as  it  states,  has  shown  an  attitude 

that  "has  been  a  vigorous  refutation  of  the 
carelessly  voiced  claim  that  the  Government 

is  against  all  advertising."  And  Mr.  Hender- 
son, in  supporting  the  BBB's  current  campaign 

against  this  form  of  advertising,  stated: 

"Today's  advertiser  has  a  tremendous  op- 
portunity in  this  war.  He  can  be  a  leader  for 

good.  He  can  mold  minds  in  the  right  direc- 
tion. And  through  the  medium  of  newspapers, 

magazines,  radio,  direct  mail  and  outdoor  ad- 
vertising, he  can  dramatize  to  the  public  the 

part  it  must  play  in  helping  win  the  victory. 
Yes,  the  advertiser  can  do  all  these  things. 
And,  praise  be,  literally  hundreds  of  advertis- 

ers are  doing  them  every  day.  They  stand  as 
an  enlightened  information  industry  function- 

ing for  the  common  good." 
That  doesn't  sound  like  crackdown.  It's  an 

appeal  to  common  sense,  and  so  is  the  Dept.  of 
Commerce's  echoing  warning  against  building 
up  "unnecessary  fears"  and  sending  a  "panicky 
public  rushing  to  stores"  for  needless  buying 
that  fosters  hoarding  and  speeds  the  day  of 
actual  shortages. 

Like  bad-taste  commercials,  the  danger  of 
"scare  advertising"  is  that  its  use  by  a  few 
sponsors  creates  an  impression  that  casts  re- 

flection on  the  zealous  war  efforts  of  adver- 
tising as  a  whole.  So  far  as  radio  is  concerned, 

eternal  vigilance  must  be  exercised.  The  great 
war  job  the  broadcasting  industry  as  a  whole 
is  doing  should  not  be  obscured  by  a  few  mis- steps. 

Electronics  at  War 

THE  OTHER  DAY  news  reports  from  London 
told  of  the  precisely-planned  bombing  raid  by 
United  Nations'  fliers  which  completely  de- 

molished the  Phillips  radio  tube  factory  at 
Eindhoven,  Holland.  The  real  significance  of 
that  action  will  become  apparent  as  the  war 

progresses. Because  the  whole  story  of  electronics  and 
communications  in  this  global  war  cannot  yet 
be  told,  one  can  only  surmise  the  importance 
of  that  magnificently  executed  action.  We  know 
that  today  the  vacuum  or  electronic  tube  is 

perhaps  the  closest  approach  to  the  "secret 
weapon"  of  this  war.  Its  use  far  transcends 
the  actual  field  of  communications,  though 
it  is  the  all-important  link  in  guiding  the 
greatest  war  armadas  on  land  and  sea  and  in 
the  air  in  world  history.  The  vacuum  tube 
is  being  used  in  the  armament  factories  for 
innumerable  industrial  purposes. 

The  Phillips  factory  was  reputed  to  be  the 
most  important  radio  manufacturing  plant 
in  Europe.  It  is  reported  that,  following  Nazi 
occupation  of  Holland,  it  was  greatly  aug- 

mented. It  probably  was  the  greatest  single 
producer  of  radio  equipment  for  the  Axis,  as 
evidenced  by  the  fact  that  it  was  heavily 
defended. 

We  don't  know  what  the  Axis  has  or  had 
in  the  way  of  electronic  development,  though 
they  appear  to  be  well  advanced  in  this  revo- 

lutionary art.  The  intelligence  services  of  the 
United  Nations,  however,  must  have  known, 
because  the  levelling  of  the  Phillips  plant  was 
the  planned  objective  of  our  bombs. 
When  historians  get  around  to  the  job  of 

writing  the  story  of  this  war,  it  is  entirely 
possible  that  the  December  6  bombing  of  Eind- 

hoven will  prove  a  highly  important  incident 
in  the  breaking  down  of  Axis  production  and 
communications  supply  lines.  But  that  will  be 
only  an  infinitesimal  part  of  the  story  yet  to 
be  told  about  the  role  of  the  vacuum  tube  in 
the  war. 

GREAT  generals  of  all  time  have  recognized 
the  value  of  psychological  warfare  and  propa- 

ganda as  adjuncts  to  the  work  of  their  fighting 
forces.  The  armies  of  Genghis  Khan,  whose 
conquests  are  still  without  parallel,  were  pre- 

ceded by  secret  agents  who  worked  on  the 
populations  of  the  countries  he  was  about  to 
attack,  spreading  defeatism  and  division,  and 
softening  them  up  so  that  they  had  less  heart 
to  put  up  a  really  tough  fight  when  the  Mongol 
armies  came  along.  And  if  there  had  been 
radio  broadcasting  in  those  days,  never  doubt 
that  Genghis  Kahn  would  have  used  it. — 
Elmer  Davis,  director  of  the  Office  of  War 
Information. 

Page  32  •  December  14,  1942 BROADCASTING  •  Broadcast  Advertising 



RICHARD  FITZGERALD  CONNOR 

WORKMANSHIP 
 goes  into 

building  the  ship  of  state 
as  surely  as  into  a  ship  of 
the  line,  but  there  are  few 

tried  and  skilled  in  both.  One  such 

is  Richard  Fitzgerald  Connor,  re- 
cently appointed  chief  of  station 

relations.  Radio  Bureau,  Office  of 
War  Information. 

When  only  a  youngster,  Dick 
Connor,  as  rivet  heater  and  ship 
fitter  in  the  shipyards  of  Califor- 

nia, was  assigned  to  do  a  man's 
work  with  boy's  hands  during 
World  War  I.  In  this  current  global 
conflict,  he  conceived  and  organized 
a  unified  emergency  broadcast  plan 
for  the  West  Coast.  Not  only  has  it 
been  used  as  model  for  other  simi- 

lar setups  nationally,  but  its  suc- 
cess is  largely  responsible  for  his 

appointment  as  national  coordi- 
nator of  station  relations. 

Born  in  Denver  Sept.  15,  1902, 
Dick  was  the  youngest  of  two  boys. 
The  family  moved  to  California  in 
1906,  settling  first  in  San  Fran- 

cisco, and  a  few  months  later 
shifting  to  Los  Angeles.  Shortly 
after  that  Dick  and  his  brother 
Ned,  now  general  manager  of 
KRKD,  Los  Angeles,  applied  them- 

selves to  the  task  of  maintaining 
the  family  home.  Only  a  little  fel- 

low, Dick  did  his  share.  Most  of  the 
responsibility  was  Ned's  until  1917, 
when  he  went  overseas.  Dick  left 
grammar  school  and  starting  as 
rivet  heater  in  the  shipyards  helped 
build  ships  in  both  San  Francisco 
and  Los  Angeles. 

Four  years  later  he  found  time 
to  catch  up  on  his  education,  enter- 

ing Manual  Arts  High  School,  Los 
Angeles,  at  19.  He  was  graduated 
in  June,  1922,  after  completing  the 
four-year  course  in  only  two.  A 
year  at  the  University  of  Cali- 

fornia at  I^os  Angeles  followed. 
Then  the  newspaper  field  beckoned. 

Headquartered  in  San  Francisco, 
he  tried  his  hand  as  publishers  rep- 

resentative from  June,  1923,  to 
1926.  Returning  to  Los  Angeles  in 
January  of  that  year,  he  joined 

the  Examiner  merchandising  serv- 
ice. Lewis  Allen  Weiss,  now  vice- 

president  and  general  manager  of 
Don  Lee  Broadcasting  System, 

Hollywood,  was  then  his  "boss". 
A  year  on  the  editorial  staff'  of  the 
old  San  Francisco  Bulletin  in  1927 
followed.  With  merging  of  that 
newspaper  with  the  San  Francisco 
Call  in  early  1928,  Dick  joined  the 
Fresno  (Cal.)  Bee.  He  remained 
there  only  a  few  months,  returning 
to  Los  Angeles  in  the  fall  of  that 
year  to  join  the  reportorial  staff  of 
the  old  Express. 

Dick  ran  the  gamut  of  depart- 
ments and  resigned  his  newspaper 

job  to  join  KMIC,  Inglewood,  Cal. 
(now  KRKD).  Through  his  efforts 
in  April,  1929,  radio  facilities  were 
installed  in  the  Los  Angeles  City 
Hall.  With  the  City  Hall  studio  as 
center,  first  one  and  then  another 
radio  station  was  woven  into  a  local 
network.  Dick  with  his  microphone 
would  roam  through  the  courts,  in- 

to the  mayor's  office  asking  ques- 
tions for  the  more  than  10,000  in- 

terviews that  were  a  feature  of 
this  eight-year  interval. 

Dick  relinquished  his  roving  re- 
porter role  Feb.  10,  1935,  to  be- 

come general  manager  of  KMPC, 
Beverly  Hills,  Cal.  When  the  sta- 

tion was  sold  to  G.  A.  (Dick) 
Richards  following  death  of  its 
original  owner  in  June  1936,  Con- 

nor organized  his  own  Los  Angeles 
radio  advertising  agency.  He  con- 

tinued as  head  of  that  firm  until 
Jan.  1,  1941. 

Then  he  gave  up  active  manage- 
ment to  assume  duties  as  radio  re- 

porter on  the  Don  Lee-Mutual  pro- 
gram from  Sacramento,  Affairs  of 

State.  With  completion  of  that  as- 
signment, he  returned  to  his  Los 

Angeles  agency  but  war  inter- 
rupted management  of  his  agency 

in  December  of  that  year. 
With  shock  of  Pearl  Harbor  just 

past,  Southern  California  broad- 
casters felt  urgently  their  need  to 

line  up  individual  facilities  into 
some  regional  plan  of  emergency 

ROBERT  SCHEUTZ,  manager  of 
NBC  Radio-Recording  Division,  Hol- 

lywood, has  been  commissioned  a  lieu- 
tenant in  the  Navy  and  on  Dec.  15 

reports  to  Naval  Training  School  at 
Hollywood,  Fla.  After  a  period  of 
training  there,  he  will  be  enrolled  at 
Harvard  U  for  additional  study.  Jack 
Richardson,  his  assistant  for  the  past 
six  months,  has  taken  over  Seheutz' former  duties. 

JAMES  KELLEY,  Chicago  manager 
of  Radio  Adv.  Corp.,  station  represen- 

tatives, has  been  inducted  into  the 
Navy  as  lieutenant  (j.g.)  and  will  re- 

port to  Great  Lakes,  111.  He  is  suc- 
ceeded as  Chicago  manager  by  R.  L. 

(Bud)  Swats,  formerly  in  charge  of 
testimonial  and  station  promotion  at 
Blackett-Sample-Hummert,  Chicago. 

DAVE  TAYLOR,  commercial  man- 
ager of  WBBB,  Burlington,  N.  C,  re- 

cently enlisted  in  the  Air  Force  En- 
listed Reserve ;  he  begins  flight  train- 

ing at  Elon  College,  N.  C,  Dec.  1.5. 

PAUL  KESTEN,  CBS  vice-president 
and  general  manager,  has  left  his  of- 

fice for  a  three-week  vacation.  He  is 
expected  to  return  around  the  end  of December. 

defense.  They  met  and  on  Dec.  15, 
1941  selected  Connor  as  radio  co- 

ordinator of  the  Southern  Califor- 
nia Broadcasters  Assn.  Today  the 

emergency  broadcast  plan  conceived 
in  Southern  California  and  involv- 

ing some  29  stations  in  that  area, 
has  been  taken  as  model  for  similar 
setups  throughout  the  nation. 

Cognizant  of  the  work  and  skill 
involved,  the  IV  Fighter  Command 
asked  Connor  to  repeat  that  job  on 
a  coastwise  scale.  No  other  part  of 
the  United  States  can  boast  of  a 
better  radio  coordination,  it  is 
claimed.  In  recognition,  Connor,  in 
addition  to  his  post  with  the  South- 

ern California  Broadcasters  Assn., 
was  appointed  radio  coordinator 
of  the  Pacific  Coast  War  Emer- 

gency Broadcast  Plan.  Then  the 
OWI  made  him  a  regional  radio 
consultant. 

His  recent  shift  to  Washington, 
D.  C.  as  chief  of  station  relations. 
Radio  Bureau,  OWI,  has  meant  not 
only  a  move  for  Dick,  but  for  his 
family  as  well.  Married  to  Lucile 
Kerns  of  Los  Angeles  on  Aug.  8, 
1928,  they  had  made  their  home  in 
Manhattan  Beach,  Cal.  Completing 
the  family  circle  are  Gloria,  aged 
13;  Richard  Jr.,  12,  and  Ned  2 
years  old.  Admittedly  a  driver  and 
energetic,  Dick  disclaims  any  hob- 

bies but  loves  a  romp  with  his  three 
children.  He  is  a  Mason,  Knight 
Templar,  Shriner  and  Phi  Delta Theta. 

Dick's  present  job  in  the  na- 
tion's capital  is  a  far  cry  from 

tossing  hot  rivets  in  a  California 
shipyard.  The  boy  who  helped  build 
ships  for  World  War  I  has  turned 

knowledge,  coordination  and  abil- 
ity acquired  in  25  years  to  a  simi- 
lar purpose.  Only  this  time  his  con- tribution is  via  radio. 

WILLIAM  D.  OLDHAM,  head  of 
grocery  trade  relations  of  WLW,  Cin- 

cinnati, has  been  commissioned  an  en- 
sign in  the  Navy  and  reported  Dec. 

11  for  indoctrination  at  Princeton  U. 
Before  joining  WLW  three  years  ago 
he  was  promotion  manager  of  Coopers 
Inc.,  Kenosha,  Wis.  (underwear). 

H.  G.  (JACK)  FEARNHEAD,  dis- bursement accountant  in  the  auditing 
department  of  NBC  Hollywood,  has 
been  commissioned  a  lieutenant  in  the 
Royal  Air  Force. 

.lAMES  ISHAM  CHRISTIE,  former 
chief  of  NBC's  Brazilian  section,  in- ternational division,  has  joined  the 
Naval  Reserve  as  ensign,  and  reports 
for  duty  Dec.  15  at  the  Florida  indoc- trination school. 

CRAIG  LAWRENCE,  vice-president 
of  the  Iowa  Broadcasting  Co.,  cele- 

brates his  tenth  anniversary  with  the 
company  this  month.  He  became  sta- tion manager  last  April,  replacing 
Maj.  Luther  L.  Hill,  who  is  in  the 
Army  Air  Forces. 

HARRY  R.  LUBCKE,  television  di- 
rector of  Don  Lee  Broadcasting  Sys- 

tem, Hollywood,  is  in  New  York  for conferences. 

L.  W.  BROCKINGTON,  advisor  to 
the  Empire  Division,  British  Ministry 
of  Information,  will  address  the  nation 
via  CBS  in  a  broadcast  from  WJSV, 
Washington,  Dec.  15,  after  his  arrival 
in  this  country  from  England. 

DAN  McARTHUR,  chief  news  editor 
of  the  Canadian  Broadcasting  Corp., 
Toronto,  is  on  a  tour  of  the  western 
CBC  regions  to  check  on  CBC  news bureaus. 

GEORGE  TAGGART,  assistant  pro- 
gram supervisor  of  the  Canadian 

Broadcasting  Corp.,  Toronto,  has  re- 
turned East  after  a  tour  of  Pacific 

Coast  and  prairie  region  CBS  pro- 
gram oflSees. 

ROBERT  STODDARD,  formerly 
business  manager  of  KFRE,  Fresno, 
Cal.,  is  now  sales  manager  of  KFBK, 
Sacramento. 

WOODROW  HATTIC,  formerly  di- 
rector of  public  relations,  agriculture 

and  sports  of  WWL,  New  Orleans, 
has  joined  KMPC,  Beverly  Hills,  Cal., 
as  director  of  war  activity. 
WILLIAM  ANDREWS  of  the  staff 
of  Movie-Radio  Guide,  on  Dec.  21  joins 
the  press  department  of  the  National 
Safety  Council,  Chicago. 

LAWRENCE  W.  McDOWELL,  com- mercial manager  of  KFOX,  Long 
Beach,  and  president  of  Southern  Cali- 

fornia Broadcasters  Assn.,  has  been 
appointed  a  regional  radio  consultant of  the  OWI. 

RALPH  WHITMORE.  formerly  ac- 
count executive  of  CBS  San  Fran- 
cisco, is  serving  with  the  Army  in 

North  Africa. 
POWELL  ADAMS  has  been  appoint- 

ed commercial  manager  of  WCHV, 
Charlottesville.  Va.,  after  three  years 
with  WSIX.  Nashville,  and  WLAK, 
Lakeland,  Fla.  Before  entering  radio 
Ml-.  Adams  was  drummer  with  Jan 
Garber's  and  Francis  Craig's  orches- tra. 

M.  WAYLAND  FULLINGTON.  pro- 
motion manager  of  KWTO-KGBX. 

Springfield,  Mo.,  reported  as  a  volun- 
teer officer  candidate  at  Ft.  Leaven- 

worth antiaircraft  artillery  school 
Nov.  27. 

DR.  JOHN  GRAY  PEATMAN,  di- rector of  the  office  of  research,  radio 
division,  College  of  the  City  of  New 
York,  has  been  advanced  from  the 
rank  of  assistant  professor  to  associ- ate professor  of  psychology. 
MAJ.  HAROLD  W.  KENT,  recently 
transferred  from  the  War  Dept.  pub- 

lic relations  bureau's  radio  branch  to 
the  review  branch  [Broadcasting. 
Dee.  7]  has  been  moved  back  to  the 
radio  branch  on  detached  duty. 
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PATRICIA  GRIFFITH,  of  the  dra- 
matic department  of  WHO,  Des 

Moines,  became  the  station's  first  fem- 
inine contribution  to  the  military  ser- 

vice by  joining  the  WAAC  Nov.  30. 
Ken  Gfeller  of  the  continuity  depart- 

ment enlisted  in  the  Navy  the  same 
day.  Vivian  Griffith,  sister  of  Pat,  has 
left  community  service  of  WHO  to  ac- 

cept a  teaching  position  at  Lorimor, la. 

TOMMY  SNOWDEN,  program  direc- 
tor of  WEED,  Rocky  Mount,  N.  C, 

has  joined  the  Army,  and  has  been  re- 
placed by  Douglas  Hunt  of  the  an- 

nouncing staff. 
GOODWIN  E.  (Cody)  ANDERSON, 
announcer  of  KJBS,  San  Francisco, 
has  been  inducted  into  the  Army. 

JOHNNY  O'HARA,  sports  announcer 
of  KWK,  St.  Louis,  is  teaching  code 
to  students  at  St.  Louis  U. 

STANLEY  B.  TALL  joined  the  Phil- 
adelphia office  of  the  OWI  on  Dec.  7 

as  station  contact  man  and  script- 
writer. Before  joining  the  OWI  radio 

division,  he  handled  the  network 
broadcasts  for  the  Office  of  Education, 
and  prior  was  in  program  planning 
and  scriptwriter  of  WBAL,  Baltimore. 
MARY  SCHWARTZ,  personal  secre- 

tary of  Arthur  Simon,  general  man- 
ager of  WPEN,  Philadelphia,  and 

Fred  Kligman,  of  the  Marine  Corps, 
were  married  Dec.  6. 

DAYTON  LUMMIS,  formerly  of 
WCAM,  Camden,  joined  the  announc- 

ing staff  of  W69PH,  FM  adjunct  of 
WCAU.  Philadelphia.  He  replaces 
Tom  Livezey,  who  joined  the  staff  of 
WIP,  Philadelphia. 
JOHN  SCHEUER  Jr.,  announcer  of 
WFIL,  Philadelphia,  and  Lois  An- 

drews, of  the  station's  promotion  de- partment, announced  their  marriage Nov.  28. 

DON  DOUGLAS,  announcer  and 
actor  of  WMCA,  New  York,  has  re- 

signed to  continue  his  work  on  a  free- 
lance basis. 

MRS.  MARGARETTA  SMITH,  for- 
merly of  WLPM,  Suffolk,  Va.,  has 

been  appointed  commercial  traffic  man- 
ager of  WTAR,  Norfolk.  Va.  Milton 

Green,  of  WINX,  Washington,  has 
joined  the  announcing  staff. 
GEORGE  COMINGS  and  Shirley 
Heege,  recent  graduates  of  the  Mis- 

souri U  School  of  Journalism,  have 
been  added  to  the  KXOK,  St.  Louis, 
radio  news  department. 

€r»per  Hired 
"DO  YOU  think  you  can  do 
any  better!"  challenged  the 
program  director  of  WINX, 
Washington,  when  William 
Grayson,  a  fan,  wrote  that 
the  announcing  of  the  pro- 

gram to  which  he  had  been 
listening  was  considerably 
less  than  satisfactory.  Gray- 

son did;  so  did  the  program 
director  when  Grayson  pre- 

sented himself  to  prove  it. 

Grayson  is  now  WINX  Sun- 
day Symphony  Hour  announ- cer. Program  director  is  Sam 

Lauder. 

STEWART  DEAN,  announcer  and 
newscaster  of  WFAA-KGKO,  Dallas- 
Fort  Worth,  a  native  of  Hamilton, 
Ontario,  has  received  his  final  natural- 

ization papers.  Gene  Martin,  news  edi- 
tor of  WFAA-WBAP,  has  become 

father  of  a  girl. 

CHARLIE  DAVIS  has  been  named 
chief  announcer  of  WFBC.  Greenville, 
S.  C. 
LANDIS  WILKINSON  has  joined 
the  announcing  staff  of  KXOK,  St. 
Louis.  Stan  Daugherty,  music  director, 
and  Bob  Heuer,  of  the  KXOK  orches- 

tra, have  been  inducted  into  the  Army. 

GRADY  COLE,  farm  editor  of  WBT, 
Charlotte,  N.  C,  has  been  named  by 
North  Carolina's  governor  to  the  post 
of  State  Radio  Chairman  of  the  state's Salvage-for- Victory  drive.  Grady  has 
been  conducting  a  "Farm-Church" scrap  drive  on  WBT. 

JOY  STORM,  announcer-producer  of NBC  Hollywood,  has  been  appointed 
Western  division  special  events  and 
news  director  of  the  network.  Those 
departments  were  formerly  under  su- 

pervision of  John  Swallow,  Western 
division  program  manager. 

JERRY  SEARS,  formerly  an  NBC 
staff  musical  director  as  well  as  a  free- 

lance composer,  arranger  and  m.c.  for 
other  networks,  on  Dec.  27  will  join 
WMCA,  New  York,  as  musical  direc- tor. Mr.  Sears  replaces  Don  Bryan, 
resigned. 

EUNICE  DOTY,  formerly  in  promo- 
tion department  of  KSO-KRNT,  Des 

Moines,  has  resigned  to  join  her  hus- 
band at  Quantico  Marine  Base,  where 

he  is  an  instructor. 

LLOYD  INGLE,  former  auditor  of 
WNAX.  Yankton,  S.  D.,  has  been 
transferred  to  the  auditing  department 
of  KSO-KRNT,  Des  Moines. 
BOB  CONLON  has  joined  the  sound 
effects  department  of  NBC  Hollywood. 

HtPllES^TED    BY:  y 

•  Tennessee  farmers  hit  pay-dirt  in  December. 

The  hurley  tobacco  markets  open  next  month 

putting  hundreds  of  dollars  in  pockets  of 

thousands  of  farmers.  And  WJHL  is  the  only 

single  station  that  can  reach  the  farmers 

served  by  the  five  big  markets  in  this  area. 
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EVERYTHING  from  "play  by
 

play — blow  by  blow"  sports 
descriptions  to  "radio  re- 

takes" of  Helen  Hayes'  dra- 
matic interpretations  —  that's  the record  of  Jill  Jackson,  versatile 

sports  commentator,  special  events 
announcer,  Hollywood  reporter  and 
actress  of  WWL,  New  Orleans. 

A  back  injury  changed  Jill's career  from  cup  winner  in  tennis 
and  golf  tournaments  to  a  unique 
position  in  radio.  Unusually  tal- 

ented in  all  sports  from  her  college 
days  at  Tulane  U,  New  Orleans, 
Jill  won  many  city  and  college 
titles  in  tennis  as  well  as  the  muni- 

cipal golf  title.  After  her  injury  on 
the  links  she  turned  to  another 
talent,  the  stage,  and  later  made 
her  bow  in  radio. 

Jill  writes,  produces  and  delivers 
all  material  used  on  her  shows  and 
appears  in  her  spare  moments  in 
WWL's  dramas.  Employed  by  the 
Jackson  Brewing  Co.  of  New  Or- 

leans, she  has  become  known  as 
one  of  the  most  active  radio  women 
in  the  South  and  one  of  the  few 
women  sports  commentators  in  the country. 

HOWARD  A.  PETRIE,  NBC  an- 
nouncer on  Gary  Moore's  Everything Goes,  and  1942  winner  of  the  H.  P. 

Davis  Memorial  Announcers'  Award, has  been  named  announcer  for  The 
Story  of  Mary  Marlin,  sponsored  on 
NBC  by  Procter  &  Gamble  Co.,  Cin- cinnati, for  Ivory  Snow. 
JAMES  MARION,  after  seven  months 
on  the  junior  announcer  staff  of  NBC, 
has  been  promoted  to  the  rank  of 
senior  announcer. 
MARY  SETZEK,  teletype  operator 
of  NBC  Hollywood,  resigned  that  post 
in  early  December  to  marry  Howard 
Dill,  Minneapolis  businessman. 
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ALLAN  DILL  has  been  appointed 
'  farm  commentator  for  the  Canadian 

Broadcasting  Corp.  Maritimes  region, 
succeeding  Ralph  Marven  who  has 

I  joined  the  Dominion  of  Agriculture. 
Dill  is  a  practical  farmer  as  well  as 
former  newspaperman.  He  is  attached 
to  CBA,  Sackville,  N.  B. 
TIM  DAVIS  has  resigned  from  the 
recording  department  of  NBC  Holly- 

wood, to  join  the  Navy. 
JACK  SHNBLL,  sound  effects  man 
of  NBC  Hollywood,  has  been  trans- 

ferred to  KPO,  San  Francisco. 

JOHN  REDDY,  newswriter  of  CBS 
Hollywood,   is  the  father  of  a  girl 

^  born  Nov.  25. 
MIKE  CLARK,  staff  announcer  of 
WWL,  New  Orleans,  has  joined  the 
Army.  Sharing  his  announcing  duties 
are  Jack  Lewis,  Ervin  Viktor  and 
John  Kent,  who  replaces  Clark  as 
staff  announcer. 
BOB  FRANKLIN,  announcer  of 
KGW-KEX,  Portland,  Ore.,  has  be- 

come a  Naval  air  cadet  and  is  sta- 
tioned at  the  training  station  near 

Boise,  Ida. 

DOUGLAS  EDWARDS,  for  five  years 
,  announcer  of  WSB,  Atlanta,  has 
^  joined  the  CBS  announcing  staff. 
■  DONALD  J.  DEAN,  formerly  as- 
•  sistant    promotion    manager    and  in 
charge  of  farm  department  of  WCKY, 

,  Cincinnati,  has  been  commissioned  a 
.  second  lieutenant  of  the  Army,  fol- 
I  lowing   successful  completion   of  the 

officer  candidate  course  at  The  Infan- 
try School,  Fort  Benning,  Ga. 

!  JON  DUFFY,  newscaster  and  pro- 
I  ducer  of  KWID,  shortwave  station 
.  in  San  Francisco,  joined  the  Marines 
,  Dec.  7  as  a  combat  correspondent. 

'  JOSEPH  W.  GRAHAM,  former  an- 
'  nouncer  of  WCKY  and  WCPO,  Cin- 
■  cinnati,  inducted  into  the  Army  a 
!  year  ago,  has  been  selected  for  officer 
:  candidate  training  and  is  now  at  Fort 
Benning,  Ga. 

,  LILLIAN  ZATT,  formerly  in  charge 
I  of   promotion   and   publicity   of  wo- 

men's   programs    and    activities  of 
'  WMCA,     New     York,     has  joined 
5  WNEW,  New  York,  as  assistant  to 
Jack  Banner,  publicity  director.  She 

I  succeeds  Betty  Frear,  who  resigned 
to  join  her  husband,  who  is  completing 

'  his  military  training  in  Florida.  Prior 
,  to  joining  WMCA,  Miss  Zatt  served 
in  the  promotion  department  of  the 

I  New    York    Daily    News.    She  has 
'  also  been  associated  with  CBS  and :  BBC  in  a  production  capacity. 

DON  BESTOR  on  Dec.  14  joins 
,  WHN,  New  York,  as  leader  of  the 
studio  band,  replacing  Dick  Ballon. 
Don  Albert  continues  as  manager  of 
the  band,  also  handling  some  of  the 
conducting. 

DICK  ALLAN,  announcer  of  WLIB, 
Brooklyn,  has  joined  the  Army  Sig- 

nal Corps  Reserve  and  will  study  ra- 
dio communications  while  continuing 

his  announcing  duties.  The  station 
has  added  Evelyn  Dworkin  to  the 
music  department,  and  Jeanne  Te- 
desche  to  the  program  department. 
JEAN  CAMPBELL,  formerly  news- 
writer  and  arranger  of  woman's  pro- grams of  KGKO  and  WBAP,  Fort 
Worth,  Tex.,  has  joined  the  English 
section  of  NBC's  International  Di- vision, as  a  news  writer. 
GENE  CHENAULT,  formerly  of 
KMJ,  Fresno,  Cal.,  is  now  program 
director  of  KFRE,  that  city.  Del  For- 

rest has  been  added  to  the  announcing 
staff.  Robert  Davis  has  been  made 
special  events  director  of  KFRE,  with 
Miss  Frances  Quinn.  war-program 
manager  as  well  as  director  of  wo- 

men's programs. 
LESLIE  RADDATZ,  in  publicity  de- 

partment of  NBC  Hollywood,  and 
Mona  Bottriell  of  Los  Angeles,  were 
married  Nov.  28  in  Casa  Grande, Ariz. 
STOCKTON  HELFFRICH,  manager 
of  NBC's  continuity  acceptance  de- partment, is  father  of  a  son  born 

Dec.  '6. 

Ensign  Clinton  Missing 
ENSIGN  JACK  W.  CLINTON, 
formerly  of  the  CBS  Junior  Train- 

ing Group,  Hollywood,  and  recent- 
ly on  combat  duty  in  the  Solo- 

mon Islands,  is  reported  missing 
by  the  Navy. 

JOHN  WOOLF,  handling  joint  work 
in  the  program  and  announcing  de- partments of  KDYL,  Salt  Lake  City, 
is  now  fulltime  announcer.  Dave  Sim- 

mons, promotion  manager,  is  assisting 
George  Snell,  continuity  editor,  on 
special  assignments. 
CAPT.  WALLACE  BEEBE,  former 
announcer  of  KIT,  Yakima,  Wash., 
now  with  the  Army  somewhere  in  the 
Pacific,  is  the  father  of  a  boy. 

MILLICENT  POLLEY,  formerly  wo- 
men's director  and  member  of  the 

sales  staff  of  WHBF,  Rock  Island, 
111.,  has  enlisted  in  the  WAVES. 

DURWARD  KIRBY,  BLUE  staff 
announcer,  and  his  wife,  Mary  Paxton, 
m.c.  of  The  Wishing  Well,  on  WBBMv 
Chicago,  are  parents  of  a  son,  born 
last  week. 

HENRY  SCHACHT  has  left  OWI 
in  San  Francisco  to  write,  produce 
and  voice  a  new  agricultural  pro- 

gram on  KPO,  San  Francisco,  which 
is  sclieduled  to  begin  on  the  air  about 
the  first  of  the  year. 
BILL  NEWELL,  for  seven  months 
with  the  OWI  in  San  Francisco,  has 
rejoined  KOMO-K.JR,  Seattle,  in  the 
news  and  special  events  department. 
HOMER  J.  BLISS,  education  director 
of  AVHAM,  Rochester,  N.  Y.,  and 
member  of  the  Army  Signal  Corps 
reserve,  was  called  for  active  duty 
December  8.  Gordon  Kestor,  of  the 
U  of  Rochester,  will  handle  some  of 
Bliss'  announcing  duties. 
WILLIAM  S.  RAYBURN  of  the 
CBS  sales  promotion  department, 
became  the  father  of  a  boy  Nov.  27. 
DICK  DE  FREITAS,  formerly  chief 
announcer  of  WFAS,  AVhite  Plains, 
N.  Y.,  and  previously  of  WAAT  and 
the  Alabama  Network,  has  joined  the 
announcing  staff  of  WHN,  New  York. 
GRACE  HELLERSON,  of  the  BLUE 
program  department,  has  been  ap- 

pointed manager  of  the  booking  office 
of  the  BLUE,  replacing  Grace  Gund- erman,  resigned..  Geraldine  Bohne  has 
been  named  booking  supervisor. 
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SGT.  ARTHUR  E.  BARNETT,  once 
known  as  the  "court  jester"  of  WJZ, New  York,  where  he  conducted  a  dance 
music  program,  is  serving  with  the 
Special  Service  office  at  Fort  Dix, 
N.  J.  He  has  just  received  a  first  lieu- 

tenant's commission.  For  the  past 
several  months,  he  has  been  broadcast- 

ing a  thrice-weekly  program  on 
WTTM,  Trenton,  titled  Fort  Dix 
Passes  in  Review. 

JOE  KELLY  Jr.,  formerly  a  member 
of  the  guide  staff  of  NBC  Chicago, 
and  son  of  Joe  Kelly,  m.c.  of  BLUE 
Qwix  Kids  and  NBC  National  Barn 
Dance,  sponsored  by  Miles  Labs.,  Elk- 

hart. Ind.,  has  joined  the  Quartermas- 
ter Corps  of  the  Army. 

BESSIE  BEATTY,  who  conducts  her 
own  five-times-weekly  woman's  pro- 

gram on  WOR,  New  York,  on  Dec.  11 
was  chairman  and  guest  of  honor  on 
"Radio  Day"  at  the  21st  anniversary 
Christmas  sale  of  articles  made  by  the 
blind  in  New  York. 

PAGE  GILMAN,  who  portrayed 
Jack  Barbour  in  the  NBC  serial 
One  Man's  Family,  sponsored  by 
Standard  Brands  (Fleishmann's yeast),  has  been  inducted  into  the 
Army.  He  is  the  son  of  Don  E.  Gil- 
man,  BLUE  western  division  vice- 
president. 
DOROTHY  R.  SPICER.  formerly  of 
WWJ,  Detroit,  and  WCCO.  Minne- 

apolis, has  joined  the  publicity  staff 
of  Free  &  Peters,  Chicago. 

ADELAIDE  GERWIG,  of  Wright- 
Sonovox  Division  of  Free  &  Peters, 
New  York,  was  recently  married  to 
Lt.  Lloyd  Bethune  of  the  Army  Air 
Forces. 

ALICE  MUSCATINE  has  been  placed 
in  charge  of  traffic  department  of 
WTTM,  Trenton,  and  Charlotte  Wolf, 
new  to  radio,  has  been  appointed  con- 

tinuity director.  Russ  Andrews,  for- 
merly of  WFPG,  Atlantic  City,  has 

joined  the  announcing  staff  of  WTTM. 
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RALPH  L.  POWER  having  become 
an  inspector  in  the  Army  Signal  Corps 
and  assigned  to  a  field  unit,  the  Los 
Angeles  agency  bearing  his  name  has 
been  taken  over  by  Mrs.  D.  H.  Camer- 

on, for  the  past  ten  years  office  man- 
ager. The  agency,  specializing  in  tech- nical radio  equipment  manufacturers, 

has  resigned  all  accounts,  with  one 
exception,  and  will  remain  inactive 
for  the  war  duration.  Universal  Micro- 

phone Co.,  Inglewood,  Cal.,  will  be serviced  on  a  wartime  budget  by  Mrs. 
Cameron. 

EMILY  PETERS,  former  traffic  man- 
ager of  KHJ  and  the  Don  Lee  Net- work, will  become  the  bride  of  J.  Glen 

Turner,  former  chief  engineer  in  mas- 
ter control  at  KHJ,  now  in  Govern- 

ment work.  Miss  Peters'  duties  have been  assumed  by  Mary  Ellen  Ryan, 
assisted  by  Betty  Secrest  and  Betty 
Cowen.  Former  KHJ  page-boy,  Irwin 
Buckstan.  has  enlisted  in  the  Signal 
Corps.  He  is  replaced  by  Bob  Weber. 

RICHARD  H.  CUTTING,  formerly 
annouucer  of  KFSD.  San  Diego,  has 
joined  KFAC,  Los  Angeles. 

TED  FEN.  announcer  of  WGST.  At- 
lan'ta.  married  Betty  Cain  of  Atlanta Dec.  7. 

LT.  STARR  SMITH,  former  radio 
special  events  announcer,  has  been 
appointed  public  relations  officer  for 
the  Army  Air  Forces  Flying  School. 
Stuttgart,  Ark. 
MAX  KARL,  educational  director  of 
WCCO.  ISIinneapolis,  shot  a  225- 
jiound  11-point  buck,  the  biggest 
taken  in  Minnesota  this  season,  within 
thirty  miles  of  his  home. 

LEE  NEAL,  formerly  news  editor  of 
WPAR.  Parkersburg,  W.  Va..  has 
joined  the  announcing  staff  of  WIND, Chicago. 

FRED  WIETING,  stage  and  screen 
critic  of  WIBG,  has  enlisted  in  the Navy. 

KGU  StafE  Changes 

KENTON  CASE,  formerly  of 
KGMB,  Honolulu,  has  assumed  the 
duties  of  program  director,  and 
Josephine  Silva,  formerly  of 
KMOX,  St.  Louis,  is  a  new  com- 

mentator at  KGU,  Honolulu.  Ken 
Carney,  former  program  director 
of  NBC  San  Francisco,  and  head 
of  the  radio  department  of  Bow- 

man, Holts,  MacFarlane  &  Richard- 
son, has  just  been  appointed  pub- 

lic relations  director  of  Hawaiian 
Sugar  Planters  Assn.,  but  remains 
in  radio  by  producing  the  MBS 
show  Hawaii  Calls.  Bill  Paine, 
former  assistant  manager  of  KGU 
is  now  an  ensign  in  the  Navy. 

Arthur  Perles  Is  Named 

As  Crandall  Assistant 

ARTHUR  PERLES,  formerly  in 
charge  of  CBS  shortwave  pub- 

licity, has  been  appointed  assistant 
director  of  CBS  publicity,  it  wasi 

announced  last 
week  by  George! 

Crandall,  recent- 

ly-named CBS  di-' rector  of  pub- 
licity. 

Joining  CBS 
four  years  ago  as 
publicity  copy 

editor,  Mr.  Perles 
was  assigned  in 

July,  1941,  to  di- rect  publicity 
here  and  abroad  for  all  CBS  short- 

wave activities,  including  the  new 
CBS  Latin  American  network — Cddena  de  las  Americas.  Prior  to 
entering  radio  he  was  with  the 
Daily  News  and  other  New  York 
newspapers.  Perles  has  also  served 
as  assistant  U.  S.  Commissioner  for 
Public  Relations  involving  federal 

participation  in  the  New  York's World  Fair. 

Mr.  Perles 

Clay  Leaves  KMOX 
LLOYD  CLAY,  continuity  direc- 

tor of  KMOX,  St.  Louis,  has  left 
to  join  the  FBI  in  Washington, 
the  eighth  KMOX  executive  to  go 
on  war  duty.  Of  a  hundred  men  on 
the  KMOX  payroll,  28  are  now  in 
the  armed  forces.  Executives  who 
have  taken  war  posts  are:  Louis 
M.  Young,  chief  engineer,  now  a 
Lt.  Col.  in  the  Army;  Larry  Ne- 

ville, continuity  director,  FBI;  C. 
Cabanna  Link,  publicity  direc- 

tor. Army  Air  Forces;  Thomas 
Rooney,  promotion  manager,  Mar- itime Service;  James  C.  Douglass, 
production  manager,  Lt.  (s.g.) 
Navy;  Chester  (Tiny)  Renier,  pro- 

gram director,  filling  a  war  vacan- 
cy at  CBS,  New  York. 

Schafer  Succeeds  Hull 
WALTER  SCHAFER,  for  the  last 
10  years  with  WDZ,  Tuscola,  111., 
has  been  appointed  manager  of  the 
station,  succeeding  Clair  B.  Hull, 
who  resigned  as  of  Dec.  15  to  join 
Ferry-Hanley  Co.,  Kansas  City 
agency  [Broadcasting,  Dec.  7]. 
Mr.  Schafer,  who  has  worked  as  an- 

nouncer, program  producer  and 
salesman,  will  also  supervise  the 
commercial  end  of  WDZ.  Mr.  Hull 
had  held  the  joint  posts  of  manager 
and  commercial  manager. 

m 
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NO  HOBBY!  Skating  is  transpor- 
tation for  these  two  employes  of 

KNX,  Hollywood.  With  advent  of 
gas  rationing,  Ken  Hodge,  staff 
producer,  rolls  8  miles  to  work, 
meeting  his  secretary,  Elaine  Fi- 
bush,  at  the  station  entrance. 

Drake  Promoted 

JOHN  DRAKE,  assistant  promo- 
tion manager  of  KSO-KRNT,  Des 

Moines,  has  been  named  promotion 
manager,  replacing  Wayne  Welch, 
who  has  joined  the  Menough  Adv. 
Agency,  Des  Moines.  Drake  was 
formerly  a  writer  of  KGGF,  Coffey- 
ville,  program  director  of  KCKN, 
Kansas  City,  Kan.,  and  studio  man- 

ager of  KGNO,  Dodge  City.  Wilda 
Whitescarver  has  joined  the  KSO- 
KRNT  staff  to  handle  general  pro- 

motion and  the  house  organ.  Dial 
Tones.  She  was  formerly  in  the 
traffic  and  continuity  departments 
of  WMBH,  was  program  director 
of  KCKN,  Kansas  City,  and  in  the 
continuity  department  of  KTUL, 
Tulsa. 

Benny's  Movie  Plans 
DESPITE  wage  ceiling,  effective  Jan. 
1,  1943,  and  spiking  reports  to  the  con- 

trary, Jack  Benny,  star  of  the  weekly 
NBC  show  bearing  his  name,  spon- 

sored by  General  Foods  Corp.  (Grape- 
Nuts  Flakes),  will  not  limit  his  ac- 

tivities to  that  program.  Agreement 
for  at  least  one  United  Artists  film 
each  year  is  still  in  force,  according 
to  the  radio-film  star.  He  will  begin 
a  new  film  assignment  upon  selection 
of  a  suitable  story.  Plans  for  an  in- 

dependent motion  picture  producing 
company  with  release  through  United 
Artists,  however,  have  been  set  aside 
for  the  war's  duration. 

THE  ENTIRE  announcing  staff  of 
WTTM,  Trenton,  has  enlisted  in  the 
Signal  Corps  Reserve  of  the  Army. 
Program  director  Milton  March  has 
staggered  the  hours  of  his  staff  to 
permit  the  men  to  attend  the  evening 
courses  at  Rutgers  University. 

"And  to  think  those  announcers 
on  WFDF  Flint  Michigan  were 
worrying  me 

t" 

BOSTON  SYMPHOm 

IS  SIGNED  BY  BLUE 

NEGOTIATIONS  in  progress  two 
weeks  ago  between  the  BLUE  and 
the  Boston  Symphony  Orchestra, 
which  recently  signed  a  three-year 
contract  with  the  American  Fed- 

eration of  Musicians,  were  settled 
last  week,  with  the  announcement 
by  Mark  Woods,  president  of  the 
BLUE,  that  the  orchestra,  under 
the  direction  of  Serge  Koussevitsky, 
will  begin  a  series  of  weekly  con- 

certs Dec.  26  on  145  BLUE  sta- 
tions. 

Absent  from  the  air  for  five 
years,  the  Boston  Symphony  has 
held  the  unique  position  of  the  only 
major  nonunion  orchestra  in  the 
country  until  last  month  when  the 
AFM  amended  its  by-laws  to  give 
Koussevitzky  full  control  over  the 
employment  of  his  musicians 
[Broadcasting,  Nov.  30].  The  new 
series  of  concerts  on  the  BLUE, 
most  of  which  will  originate  from 
Symphony  Hall  in  Boston,  will  be 
heard  Saturday  evenings  8:15-9:15 
p.m.  under  a  long-term  contract 
covering  a  season  of  46  weeks  each 

year. At  the  expiration  of  this  year's season  on  May  1,  1943,  the  BLUE 
will  broadcast  the  Pops  concerts 
under  Arthur  Fiedler  as  well  as 
the  open  air  concerts  on  the  Charles 
River  Esplanade,  Boston,  later  in 
the  summer.  It  is  hoped  by  the 
BLUE  that  conditions  will  permit 
resumption  of  the  Berkshire  Sym- 

phonic Festival  at  Tanglewood  in 
Lenox,  Mass. 

McCaw  Named  Major 
PROMOTION  of  Capt.  J.  Elroy 
McCaw,  principal  owner  and  mana- 

ger of  KELA,  Centralia,  Wash., 
to  rank  of  major  in  the  Directorate 
of  Communications  of  the  Army 
Air  Forces,  headquartering  In 
Washington,  was  announced  last 
week  by  the  War  Department.  Maj. 
McCaw,  an  engineer,  was  commis- 

sioned a  second  lieutenant  last 
March  and  was  jumped  two  grades 
to  a  captaincy  a  month  later.  He 
is  chief  of  the  Liaison  Section  of 
the  communications  directorate, 
working  directly  under  Col.  Alfred 
W.  Marriner. 

WHITEY  FORD,  formerly  the  "Duke 
of  Paducah"  on  NBC  Plantation 
Party,  on  Dec.  10  left  for  overseas  as- siV?)m"nt  in  the  TTSO. 

VALUE  of  MANUFACTURED  PRODUCTS 
Source:    —   Census   of  Manufactures,  1939 
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WCOP  has 

grown  faster  in 
sales  and  audi- 

ence in  pro- 
portion than 

any  other  Bos- 
ton station. 

BELONGS  ON  YOUR  SCHEDULE 

MYROX  BUTTON,  Hollywood  pro- 
ducer of  the  Blow  Co.  on  the  weekly 

XBC  Johnny  Presents  Ginny  Simnis, 
sponsored  by  Philip  Morris  &  Co. 
(cigarettes,  tobacco),  has  resigned 
that  post  to  assume  a  similar  assign- 

ment on  two  CBS  programs  featuring 
Orson  Welles.  Button  currently  han- 

dles the  weekly  quarter  hour  Ceiling 
rnlimited,  sponsored  by  Lockheed 
Aircraft  Corp.  (institutional),  as 
well  as  the  half  hour  weekly  sustain- 

ing feature  on  that  network.  IJello 
Americans. 

CLAIRE  OLMSTEAB.  for  two  sea- 
sons production  manager  of  Orson 

Welles'  radio  shows,  has  re.ioined 
Young  &  Rubicam  as  producer  of  the 
new  John  Charles  Thomas  —  John 
Xesbitt  program,  to  be  sponsored  by 
Westinghouse  Electric  &  Mfg.  Co.  on 
NBC  starting  in  January,  Sunday. 
2:30-3  p.m.  (EWT). 

CLYBE  L.  WOOB.  one  time  produc- 
tion manager  of  Transcription  Co.  of 

America.  Hollywood,  has  joined  Blow 
Co..  that  city,  as  production  contact 
on  the  NBC  Johnny  Presents  Ginny 
Simms.  sponsored  by  Philip  Morris 
&  Co.  (cigarettes). 
XORRIS  HOUGHTON,  formerly  of 
the  production  staff  of  USO-Camp 
Shows  Inc.,  on  Bee.  7  joined  BBBO. 
New  York,  as  program  coordinator 
for  the  NBC  Cavalcade  of  America 
program,  sponsored  by  E.  I.  BuPont 
de  Nemours  &  Co.,  Wilmington. 
GEROLB  M.  LAUCK  Jr.,  assistant 
account  executive  of  N.  W.  Ayer  & 
Son.  New  York,  and  son  of  Gerold  M. 
Lauck,  executive  vice-president  of  the 
agency  in  Philadelphia,  has  enlisted 
as  an  aviation  cadet. 

MKNCE 

EACH  OF  OUR  D TMeNTS  IS  TRAINCD 

TO  BiE  ACCURATE 

WEED 

flno  compnnv 

KAtttO    STATION  TtSWntStMTATIVtS 

NEW  YORK   .   lOSTON   •   CHICAGO   •   DETROIT  ~ 
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T.  V.  HARTNETT,  president  of 
Brown  &  Williamson  Tobacco 
Corp.,  Louisville,  receives  an  award 
on  the  B  &  W  Plantation  Party  on 
NBC  from  Clark  E.  Woodward 

(right),  vice-president  of  the  Lib- erty Mutual  Insurance  Co.,  Boston. 
The  record  of  over  12,000,000  man- 
working  hours  without  an  accident 
was  established  by  the  B  &  W 
Petersburg  plant  as  their  part  in 
the  "Smash  the  7th  Column"  cam- 

paign against  careless  accidents. 

MORTON  GOULB  has  been  appoint- ed musical  director  for  the  William 
H.  Weintraub  Co.,  agency,  New  York, 
and  will  have  complete  charge  of  all 
music  pertaining  to  broadcasting,  an- nouncements and  programs. 
GATES  FERGUSON,  formerly  of  R. 
L.  Polk  Co.,  New  York,  directory  pub- 

lishers, has  joined  the  public  relations 
staff  of  N.  W.  Ayer  &  Sou,  New  York. 

BONALB  S.  HARRIS,  former  ac- 
count executive  of  McCann-Erickson, 

Minneapolis,  for  the  Pillsbury  Flour 
Mills  Co.  account,  has  joined  the  Food 
Unit  of  RuthraufE  &  Ryan,  Chicago. 
ESTER  B.  SIGAL,  for  15  years  an 
administrator  in  the  advertising  de- 

partment of  Ex-Lax  Inc.,  has  resigned, 
effective  Bee.  31,  with  no  future  plans 
announced. 

Walker  Promoted 

ROBERT  F.  WALKER,  account 
executive  of  Lord  &  Thomas,  Chi- 

cago, since  1935,  has  been  appointed 
vice-president.  Prior  to  association 
with  Lord  &  Thomas,  where  he  has 
been  in  charge  of  advertising  for 
Armour  &  Co.,  Mr.  Walker  headed 
his  own  agency  and  served  for 
several  years  as  vice-president  and 
general  sales  manager  of  Jewel Tea  Co. 

DO  YOU  KNOW 

YOUR  IOWA 

MARKET? 

Get  this 
latest  survey 

now- FREE! 
Do  you  know  what  station 
is  "listened  to  most"  by 

55.7%  of  the  Iowa  radio  audience?  .  .  . 
Who  writes  to  radio  stations,  and  why? 
These  ond  many  other  questions  on  a  big 
market  are  fully  answered  in  the  "Iowa 
Radio  Audience  Survey".  Impartial,  in- 

formative, helpful.  Get  yours  today,  with- 
out obligation!  Write! 
CENTRAL  BROADCASTING  CO. 

916  Walnut  St. Des  Moines,  Iowa 

Build  Mental  Attitude 

For  War,  LaRoche  Urges 

CREATION  of  "the  mental  atti- 
tude that  will  make  for  the  most 

successful  prosecution  of  total 
war",  is  the  challenge  facing  ad- 

vertising men,  according  to  Chester 
J.  LaRoche,  chairman  of  the  Ad- 

vertising Council  and  chairman  of 
the  board  of  Young  &  Rubicam, 
New  York,  speaking  last  week  be- 

fore the  American  Assn.  of  Adver- 
tising Agencies  at  the  Medinab Club  in  Chicago. 

Calling  upon  the  advertising  in- 
dustry to  apply  talents  and  facili- 

ties in  explaining  total  war  to  all 
the  people,  Mr.  LaRoche  empha- sized the  importance  of  advertising 
as  a  "mighty  weapon  of  psychofog- 

ical  warfare". 
Florsheim  Joins  Blue 

STANLEY  C.  FLORSHEIM,  for-  1 
merly  of  the  Dan  B.  Miner  Co.,  Los 
Angeles,  and  previously  head  of  his 
own  company,  has  joined  the  pro- 

gram department  of  the  BLUE  to 
specialize  in  promoting  the  sale 
of  local  cooperative  programs.  Cur- 

rently, the  BLUE  has  five  locally 
sponsored  programs,  including 
Baukhage  Talking;  Daily  War 
Journal  with  William  Hillman; 
Roy  Porter's  News,  Scramble  and Counterspy,  the  latter  sponsored  by 
Mail  Pouch  Tobacco  Co.  on  63 
BLUE  stations  and  available  to 
local  sponsors  on  the  remaining 
stations  of  the  network.  Mr.  Flor- 

sheim was  at  one  time  with  the 
Wessel  Co.,  Chicago,  where  he  sper 
cialized  in  the  development  and 
sale  of  local  cooperative  programs. 

Ad  Club  Laughs 

WITH  C.  C.  AGATE,  advertising 
manager  of  Piel  Bros.,  Brooklyn, 
as  chairman,  the  Dec.  9  luncheon 
meeting  of  the  Advertising  Club 
of  New  York  was  officially  desig- 

nated "Laugh  Day"  based  on  a 
special  "program"  put  on  by  the 
cast  of  It  Pays  to  Be  Ignorant, 
sponsored  by  Piel's  on  WOR,  New 
York.  Tom  Howard,  George  Shel- 
ton,  Harry  McNaughton,  Lulu  Mc- Connell,  the  cast,  and  Roger  Bower, 
producer,  were  present. 

Meldrum  to  Council 
DOUGLAS  MELDRUM,  for  20 
years  an  executive  of  N.  W.  Ayer 
&  Son  in  this  country  and  abroad, 
has  joined  the  Advertising  Council 
as  project  director.  Most  recently, 
Mr.  Meldrum  was  general  sales 
manager  of  the  Package  &  Con- 

tainer Corp.,  New  York,  and  prior 
to  that  was  with  Ivey  &  Ellington, 
Philadelphia. 

THE  5000  WATT 

Voice  of  the  Tri-Cities 

ROCK  ISLAND  ■  DAVENPORT  -  MOLINE 

I 

"Radio  homes  coverage? — more 
than  the  whole  state  of 

Maine." 

1 

UJHeF 
Affiliate:  Rock  Island  ARGUS 

Basic  Mutual  Network 
1270  KC  FULL  TIME 
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AGENCY 

MORRIS  ROSENBERG  Co.,  Los  Angeles 
(Rose  peanut  butter),  to  Gerth-Pacific 
Adv.   Agency,  Los  Angeles. 
ANDERSON-LITTLE  Co.,  Fall  River, 
Mass.  (men's  clothing),  to  Bo  Bernstein  & Co.,  Providence,  R.  I.  Newspapers,  radio 
and  possibly  magazines. 
CHAP  STICK  Co.,  Lynchburg,  to  Sher- man K.  Ellis  &  Co.,  New  York,  for  a 
medicated  lipstick.  Largely  magazines  un- 

til now,  future  media  plans  not  set. 
SPERRY  CORP.,  New  York,  holding  com- 

pany for  Sperry  Gyroscope  Co.,  Brooklyn, 
Ford  Instrument  Corp.,  New  York,  and 
Viokers  Inc.,  Detroit,  and  Waterbiury, 
Conn.,  to  Young  &  Rubicam,  New  York. 
CHICAGO  SUN,  Chicago,  to  Leo  Burnett 
Co.,  Chicago. 
CUDAHY  PACKING  Co.,  Chicago  (food 
products  division),  to  Grant  Adv.  Inc., 
Chicago. 
THOMAS  RICHARDSON  Co.,  Philadelphia 
(mints),  to  Lincoln  Rosen  Inc.,  Philadel- 
phia. 
PRESS-ON  Inc.,  New  York  (mending 
tape) ,  to  Reiss  Adv.,  New  York.  Radio, 
magazines,  trade  papers  and  window  dis- 

play will  be  used. 
LEA  &  PERRINS  Inc.,  New  York  (sauce), 
to  McCann-Erickson,  New  York. 
SOCONY-VACUUM  Oil  Co.  Inc.,  Milwau- 

kee (Wadhams  Division),  to  Compton  Adv. 
Inc.,  N.  Y. 
SOCONY-VACUUM  Oil  Co.  Inc.,  Detroit 
(White  Star-Ohio  Division),  to  Compton Adv.  Inc.,  N.  Y. 

Ashley  Joins  Lyons 

ARTHUR  H.  ASHLEY,  president 
of  his  own  advertising  agency, 
Arthur  H.  Ashley  Adv.,  New  York, 
has  joined  A.  &  S.  Lyons,  New 
York,  talent  agency,  as  vice-presi- 

dent in  charge  of  the  radio  division. 
In  addition  to  expanding  the  agen- 

cy's package  shows  and  talent  list, Mr.  Ashley  will  take  over  the  duties 
of  William  Tuttle,  who  is  joining 
the  Army  Air  Forces  this  month. 
The  Ashley  office  will  continue  its 
Government  work  and  foreign  lan- 

guage series,  such  as  the  trans- 
cribed programs  of  "You  Can't 

Do  Business  With  Hitler",  now  on 
stations  throughout  the  country. 

WALTER  GASSELL,  Metropolitan 
Opera  baritone,  has  been  selected  by 
E.  R.  Squibb  &  Sons,  New  York,  as 
the  singing  star  of  the  thrice-weekly 
CBS  program  Keep  Working,  Keep 
Singing,  America,  succeeding  Frank 
Parker,  who  made  his  final  appearance 
on  the  Dec.  11  broadcast  prior  to 
joining  the  U.  S.  Maritime  Service  as 
a  chief  bos'n. 

No  Penny 

Pinchers 

Winston-Salem  wage  earners  are  well 
paid,  are  sure  of  their  jobs  and 
spend  freely.  A  campaign  on  WAIR 
will  convince  you  that  these  good 
people  like  the  good  programming 
of  this  good  station. 

WAIR 

Winston-Salem,  North  Carolina 

Sound  Studios  Opened 

SOUND  STUDIOS  Inc.,  Washing- 
ton, representing  Muzak  Transcrip- 

tions Inc.  and  General  Sound  Corp. 
of  New  York,  formally  opened  its 
studios  Dec.  11,  at  the  Burlington 
Hotel,  1124  Vermont  Ave.  The  new 
studios  offer  vertical  and  lateral 
transcription  facilities  with  eight 
channels  of  recordings  available. 
Robert  J.  Coar,  formerly  owner 
and  general  manager  of  Broadcast 
Service  Studios,  Washington,  is 
president  and  general  manager  of 
Sound  Studios. 

POST-WAR  PLANNING 

Cecil  &  Presbrey  Consultants 

 To  Appraise  Ideas- 

ING  I 

ultants  I 

s  ' 

Writer  Enlists 

THIRD  War  Savings  staff  radio 
man  to  enlist  in  the  Naval  Reserve 
in  two  months  is  Lloyd  Bartlett 
Dunning,  chief  copy  writer  of  the 
radio  section,  who  reported  at 
Princeton  U  Dec.  11.  Dunning,  who 
assumed  his  Treasury  post  Janu- 

ary 1942,  previously  worked  in  the 
copy  department  of  the  J.  Walter 
Thompson  and  Maxon  agencies. 
New  York. 

TO  ASSIST  companies  which  are 
too  busy  now  with  war  production 
to  be  able  to  plan  for  the  period 
following  peace,  Cecil  &  Presbrey, 
New  York  advertising  agency,  has 
established  a  post-war  planning 
department  to  be  directed  by 
David  C.  Moss  of  the  investment 
firm  of  Moss,  Pratt  &  Co.,  New 
York.  Eight  parttime  consultants 
with  outstanding  records  in  par- 

ticular fields  will  assist  Mr.  Moss 

as  a  "planning  board".  They  in- clude: 
Dr.  Donald  F.  Othmer,  head  of 

chemical  engineering  at  Brooklyn 
Polytechnic  Institute;  E.  R.  Mel- 

lon g  e  r,  engineering  consultant; 
John  W.  Young,  mechanical  engi- 

neer; Joseph  F.  Piatt,  industrial 
designer;  Orson  D.  Munn,  patent 
attorney  and  president  of  Scien- 

tific American;  Hearn  W.  Streat, 
former  vice-chairman  of  the  board, 

Sales  Plan  Offered 

A  PLAN  for  broadcast  sales  pro- 
motion was  presented  by  Bill 

Wright,  of  Stovin  &  Wright,  Tor- 
onto station  representatives,  at  the 

joint  luncheon  meeting  December 
7  of  the  Broadcast  Sales  Club  of 
Toronto  and  the  directors  of  the 
Canadian  Assn.  of  Broadcasters  at 
Toronto.  The  joint  luncheon  was 
held  in  conjunction  with  the  meet- 

ing of  the  CAB  board  of  directors 
from  all  parts  of  Canada.  The  sales 
promotion  plan  in  the  form  of  a 
scenario  for  a  film  was  drawn  up 
by  Bill  Wright  and  Jack  Part  of 
Mason's  United  Advertisers  Agen- 

cy, Toronto.  The  luncheon  was  at- 
tended by  about  40  broadcasters, 

agency  and  station  representatives, 
with  Glen  Bannerman,  CAB  presi- 

dent, presiding. 

Blair  &  Co.,  investment  bankers; 
Howard  L.  Wynegar,  president  of 
Commercial  Credit  Co.,  for  consul- 

tation on  sales  financing,  and  L.  F. 
Triggs,  merchandising  counsel  for 
Cecil  &  Presbrey. 

It  would  take  a  Z  ration  card. , , 

:  .  .  to  follow  Martha  Brooks  on  the  radio 
visits  she  makes  every  day. 

Martha  is  the  gal  who  conducts  WGY's 
"Market  Basket"  participation  program  from 
8:45  to  9  a.m.  every  weekday  morning. 

She  is  a  nosey  gal  who  isn't  content  to  stay 
in  her  own  primary  airea.  She  goes  out  and 
gets  regular  listeners  more  than  200  miles 
from  Schenectady,  throughout  New  York  and 
western  New  England,  from  Rochester  to  the 
outskirts  of  Boston. 

The  map  you  see  here  is  what  came  out 
of  a  ten-day  tussle  recently  between  Martha 
and  4490  letters  and  cards  received  during 
that  time. 

P.S.  It  takes  a  lot  more  space  than  this  to 
tell  the  story  of  Martha.  In  fact  it  takes  at 

least  12  pages.  We'll  be  glad  to  send  you  a 
copy  of  her  story  in  exchange  for  your  name 
on  a  postcard. 

^  the  airea's  only  50,000-watt  station 

^  the  airea's  lowest  frequency 

^  the  airea's  only  outlet  for  those  popular 
NBC  programs 

w  G  r 
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THE  /?uilneid  OF 

BROADCASTING 

STATION  ACCOUNTS 

sp — studio  programs 
ne — news  programs 

t — transcriptions 
sa — spot  announcements 

ta — transcription  announcements 

WOWO-WGL,  Fort  Wayne 
Gilbert  Shoe  Co.,  Thiensville,  Wis.,  300 

sa,  direct. 
Seeck  &  Kade,  New  York  (Pertussin),  78 

t,  thru  Erwin,  Wasey  &  Co.,  N.  Y. 
Centlivre  Brewing  Corp.,  Fort  Wayne,  250 

ne,  624  sp,  thru  Westheimer  &  Co.,  St. Louis. 
Chicago  Sun,  Chicago,  21  sa,  thru  Wade 

Adv.    Agency,  Chicago. 
Terre  Haute   Brewing   Co.,    Terre  Haute, 

Ind.    (Champagne   Velvet   beer),    25  t, direct. 
Vick  Chemical  Co.,  New  York  (Vapo  Rub), 

195  t,  thru  Morse  International,  N.  Y. 
Morton  Salt  Co.,  Chicago,  30  t,  thru 
Klau-Van  Pietersom-Dunlap  Assoc.,  Mil- waukee. 

Sears-Roebuck  &  Co.,  Chicago  (toys),  13 
sp,  direct. 

AUis-Chalmers  Mfg.  Co.,  Milwaukee  (farm 
machinery),  3  sa,  thru  Bert  S.  Gittens, Milwaukee. 

Luden's  Inc.,  Reading,  Pa.  (cough  drops), 
24  sa,  thru  J.  M.  Mathes  Inc.,  N.  Y. 

Gibson  Inc.,  Kalamazoo,  Mich.  (Casite),  65 
t,  direct. 

Dairy  Assn.   Co.,  Lyndonville,  Vt.  (Kow- 
Kare) ,   78   t,  thru  Hays   Adv.  Agency, 
Burlington,  Vt. 

Reid,   Murdock  &  Co.,  Chicago  (Monarch 
foods),   364   sa,   thru  Rogers   &  Smith, 
Chicago. 

Pet   Milk   Sales   Corp.,    St.   Louis,   104  t, 
thru  Gardner  Adv.  Co.,  St.  Louis. 

Lincoln    Natl.    Bank    &    Trust    Co.,  Fort 
Wayne,   29  sp,  direct. 

Hubinger     Co.,     Keokuk,     la.  (starch), 
13  sa,  thru  Ralph  Moore  Inc.,  St.  Louis. 

Stark  Sound  Engineer  Corp.  (radio  school), 
7  sa,  1  t,  direct. 

Carter    Products    Inc.,    New    York  (little 
liver  pillsj,  156  t,  thru  Ted  Bates  Inc., 
N.  Y. 

WNEW,  New  York 
Rogers  Department  Store,  New  York,  5  ne 

weekly,  16  weeks,  thru  Callo,  McNamara 
&  Schoeneick,  N.  Y. 

American  Tobacco  Co.,  New  York  (Lucky 
Strike  cigarettes),  6  sp  weekly,  13  weeks, 
thru    Lord   &    Thomas,    N.  Y. 

RKO  Pictures,  New  York  ("The  Cat  Peo- 
ple"), sa,  thru  Donahue  &  Coe,  N.  Y. 

Paramount  Pictures,  New  York  ("Palm 
Beach  Story"),  ta,  thru  Buchanan  &  Co., N.  Y. 

N.  Y.  Journal  American,  New  York,  sa, 
direct. 

Newark  Star  Ledger,  Newark,  N.  J.,  sa, 
thru  Scheck  Adv.,  N.  Y. 

KGNF,  No.  Platte,  Neb. 
Paxton  &  Gallagher,  Omaha  (canned 
goods),  6  ne  weekly,  13  weeks,  thru 
Buchanan-Thomas  Adv.  Co.,  Omaha. 

Procter  &  Gamble  Co.,  Cincinnati  (Duz), 
20  ta,  thru  Compton  Adv.  Agency,  N.  Y. 

Red  Top  Brewing  Co.,  Cincinnati,  4  ta 
weekly,  4  months,  thru  Jesse  M.  Joseph 
Adv.   Agency,  Cincinnati. 

Miles  Labs.  Inc.,  Elkhart,  Ind.  (Alka- 
Seltzer),  4  t  weekly,  1  year,  thru  Wade 
Adv.   Agency,   N.  Y. 

Dr.  W.  B.  Caldwell  Inc.,  Monticello,  111. 
(laxative  senna),  ta  daily,  11  weeks,  thru 
Sherman  &  Marquette,  N.  Y. 

Morton  Salt  Co.,  Chicago,  30  ta,  thru 
Klau-Van  Pietersom-Dunlap  Assoc.,  Mil- waukee. 

United  Drug  Co.,  Boston  (Rexall  drugs), 
14  ta,  thru  Street  &  Finney,  N.  Y. 

Sidles  Co.,  Lincoln  (Casite  oil),  52  ta, direct. 

WSAU,  Wausau,  Wis. 
Procter  &  Gamble  Co.,  Cincinnati  (Duz), 

5  t  weekly,  52  weeks,  thru  Compton  Adv., 
N.  Y. 

Chicago,  Milwaukee,  St.  Paul,  and  Pacific 
R.  R.,  Chicago,  13  t,  thru  Roche,  Wil- liams &  Cunnyngham,  Chicago. 

Manhattan  Soap  Co.,  New  York,  104  t, 
thru  Franklin  Bruck  Adv.  Corp.,  N.  Y. 

Morton  Salt  Co.,  Chicago,  30  t,  thru  Klau- 
Van  Pietersom-Dunlap  Assoc.,  Milwau- kee. 

Rit  Products  Corp.,  Chicago  (dyes),  112  t, 
thru  Earle  Ludgin  Inc.,  Chicago. 

Wisconsin  Dept.  of  Agriculture,  7  .sa,  thru 
Bert  S.  Gittins  Adv.,  Milwaukee. 

Willard  Tablet  Co.,  Chicago,  3  ne  weekly, 
10    weeks.    First    United  Broadcasters, 
Chicago. 

Simon  &  Schuster,  New  York  (publish- 
ers), 6  t  weekly,  thru  Northwest  Radio 

Adv.    Co.,  Seattle. 

WHN,  New  York 
Hearn  Dept.  Stores,  New  York,  weekly 
sp,  65  weeks,  thru  Milton  Rosenberg, 
N.  Y. 

P.  Lorillard  Co.,  New  York  (Old  Gold), 
sa,  17  weeks,  thru  J.  Walter  Thomp- 

son Co.,  N.  Y. 
Consolidated  Drug  Trade  Products,  Chica- 

go (Peruna,  Kolor-Bak),  6  t  weekly,  13 
weeks,  thru  Benson  &  Dall,  Chicago. 

Admiracion  Labs.,  Harrison,  N.  J.  (Sham- 
poo), sa,  20  weeks,  thru  Chas.  Dallas 

Reach    Co.,    Newark,    N.  J. 
Vick  Chemical  Co.,  New  York  (Vitamins 

Plus),  sa,  13  weeks,  thru  Morse  In- ternational,   N.  Y. 

WIND,  Chicago 

Gruen  Watch  Co.,  Cincinnati,  14  sa  week- 
ly, 52  weeks,  thru  McCann-Erickson, Chicago. 

E.  J.  Brach  &  Sons,  Chicago  (candy),  5  sa 
weekly,  13  weeks,  thru  U.  S.  Adv.  Corp., 
Chicago. 

Esquire,  Inc.,  Chicago  (Coronet  maga- 
zine), 36  sa,  thru  Schwimmer  &  Scott, 

Chicago. 

KHJ,  Hollywood 
Quaker  Oats  Co.,  Chicago  (Aunt  Jemima), 

5  t  weekly,  thru  Sherman  K.  Ellis  & 
Co.,  Chicago. 

Sunny  Sally  Vegetable  Growers,  Vernon, 
Gal.,  (packaged  salad  vegetables),  3  sp 
weekly,  thru  T.  Tyler  Smith  Adv.  & 
Mdsg.,  Hollywood. 

Thomas  Deeming  &  Co.,  New  York  (Baume 
Bengue) ,  10  weekly  ta,  thru  William 
Esty  &  Co.,  N.  Y. 

Allcock  Mfg.  Co.,  Ossining,  N.  Y.  (porous 
plaster),  3  weekly  ta,  thru  Small  &  Sief- 
fer,   N.  Y. 

F.  &  J.  Gallo  Winery,  Modesto,  Cal.  (wine), 
weekly  sp,  thru  Chas.  H.  Mayne  Co., 
Los  Angeles. 

Purex  Corp.,  Los  Angeles  (bleaching  so- lution), 3  weekly  sp,  thru  Lord  & 
Thomas,  Los  Angeles. 

E.  Fougera  &  Co.,  New  York  (Vapex), 
30  sa,  thru  Spot  Broadcasting  Inc.,  N.  Y. 

Beaumont  Labs.,  St.  Louis  (4-way  cold 
tablets,  vitamins),  2  weekly  ne,  thru 
H.  W.  Kastor  &  Sons  Adv.,  Chicago. 

Mcllhenny  Co.,  Avery  Island,  La.  (tobasco 
sauce),  5  weekly  ta,  thru  Aubrey,  Moore 
6  Wallace,  Chicago. 

Bohemian    Distributing   Co.,    Los  Angeles 
(Acme   beer),    113    ta,   thru  Brisacher, 
Davis  &  Staff,  Los  Angeles. 

Broadway  Dept.  Stores  Inc.,  Los  Angeles, 
6  sa  weekly,  thru  Lee  Ringer  Adv.,  Los 
Angeles. 

KLX,  Oakland 
Montgomery  Ward  &  Co.,  Oakland,  8  sa 

weekly,  direct. 
Sears  Roebuck  &  Co.,  Oakland,  52  sa,  direct. 
Scudder  Food  Products,  Los  Angeles  (pea- 

nut butter,  potato  chips),  104  t,  thru 
Brisacher,  Davis  &  Staff,  Los  Angeles. 

Laher  Spring  &  Tire  Corp.,  Oakland 
(Lasco  brake  relining),  312  so,  thru  the 
Lyon  Agency,  San  Francisco. 

Mor-Wear  Paint  Co.,  Oakland,  7  sa  weekly, 
thru  Ryder  &  Ingram,  Oakland. 

Beneficial  Casualty  Ins.  Co.,  Los  Angeles,  6 
ne  weekly,  thru  Stodel  Adv.  Co.,  Los 
Angeles. 

Wm.  Wise  &  Co.,  New  York  {Modern 
Home  Physician) ,  3  t  weekly,  thru  Huber 
Hoge  &  Sons,  N.  Y. 

Pacific  Telephone  &  Telegraph  Co.,  San 
Francisco,  3  sa  weekly,  direct. 

Federal  Outfitting  Co.,  San  Francisco 
(clothing  chain),  6  ne  weekly,  1  year, 
thru  Allied  Adv.  Agencies,  San  Fran- cisco. 

Maryland  Pharmaceutical  Co.,  Baltimore 
(Rem),  6  sa  weekly,  6  months,  thru 
Joseph  Katz  Co.,  Baltimore. 

Westland  Life  Insurance,  5  sp  weekly,  thru 
Brisacher,  Davis  &  Staff,  San  Francisco. 

WABC,  New  York 
Kibblets,  Newark  (dog  food),  weekly  sa, 

thru  Al  Paul  Lefton  Co.,  N.  Y. 
Barbasol  Co.,  Indianapolis,  6  sa  weekly, 

thru  Erwin,  Wasey  &  Co.,  N.  Y. 

WGY,  Schenectady 
Lever  Bros.,  Cambridge,  Mass.  (Rinso) ,  82 

ta  weekly,  8  weeks,  thru  Ruthrauff  & 
Ryan,  N.  Y. Lehn  &  Fink  Products  Corp.,  New  York 
(Hinds  honey  &  almond  cream),  ta  & 
sp,  6  weeks,  thru  Wm.  Esty  &  Co.,  N.  Y. 

American  Pop  Corn  Co.,  Sioux  City,  la., 
sa,  thru  Buchanan-Thomas  Adv.  Co., Omaha. 

United  Drug   Co.,   Boston,   Mass.  (Rexall 
products),  t,  thru  Street  &  Finney,  N.  Y. 

Mother    Hubbard     Products,     New  York 
(Golden   Center  wheat  germ),  sa,  thru 
H.  C.  Morris  &  Co.,  N.  Y. 

New  York  State  Savings  Bank  Assn.,  N6w 
York,    66  sa,   thru   Ruthrauff   &  Ryan, 
N.  Y. 

Simon  &  Schuster,  New  York  (income  tax 
book),  6  sp,  thru  Northwest  Radio  Adv., 
Seattle. 

Reid,  Murdoch  &  Co.,  Chicago  (Monarch 
foods ) ,  6  sa  weekly,  1  year,  thru  Rogers &  Smith,  Chicago. 

Chris  Hansen  Labs.,  Little  Falls,  N.  Y. 
( Rennet  products ) ,  3  sp  weekly,  4 
months,  thru  Mitchell-Faust  Adv.  Co., Chicago. 

McKesson  &  Robbins,  Bridgeport  (Bexel), 
3    ne    weekly,    3    months,    thru    J.  D. Tarcher  &  Co.,  N.  Y. 

Seeck  &  Kade,  New  York  (Pertussin),  5  ta 
weekly,  26  weeks,  thru  Erwin,  Wasey  & 
Co.,  N.  Y. Macfadden  Publications  Inc.,  New  York, 
8  sa  daily,  thru  Arthur  Kudner  Inc., N.  Y. 

Allis  Chalmers  Mfg.  Co.,  Milwaukee  (farm 
machinery),  3  sa  daily,  thru  Bert  S. 
Gittins,  Adv.,  Milwaukee. 

WHK-WCLE,  Cleveland 
Garrett  &  Co.,  New  York  (Virginia  Dare 

wines),  156  ta,  thru  Ruthrauff  &  Ryan, N.  Y. 
American  Cigarette  &  Cigar  Co.,  New 
York  (Pall  Mall),  222  ta,  thru  Ruth- rauff   &   Ryan,    N.  Y. 

Block  Drug  Co.,  New  York,  260  sa,  thru 
J.  Walter  Thompson  Co.,  N.  Y. 

M.  Werk  Co.,  Cincinnati  (Werx,  Tag 
soaps),  21  t,  thru  Frederick  W.  Ziv  Inc., Cincinnati. 

Socony- Vacuum  Oil  Co.,  New  York  (floor 
wax),  90  ta,  thru  J.  Stirling  Getchell, 
Detroit. 

Plough  Inc.,  Memphis  (St.  Joseph's  As- pirin), 11  ta  weekly,  six  months,  thru Lake-Spiro-Shurman,  Memphis. 
Coronet  Magazine,  Chicago,  52  ta,  thru 

Schwimmer  &  Scott,  Chicago. 
Mcllhenny  Co..  Chicago  (tabasco  sauce), 

104  ta,  thru  Aubrey,  Moore  &  Wallace, Chicago. 
The  Pepsodent  Co.,  Chicago  (tooth  brush) , 

48  sa,   thru   Lord  &   Thomas,  Chicago. 

WOR,  New  York 
Barbasol  Co.,  Indianapolis  (shave  cream), 

2  ne  weekly,  thru  Erwin,  Wasey  &  Co., 
N.  Y. 

Graham  Co.,  New  York   (Red  Bow  Food 
Products),   sa,    52   weeks,   thru  Blaine- Thompson  Co.,  N.  Y. 

Grove  Labs.,  St.  Louis    (Bromo-Quinlne) , 
2  sp  weekly,  thru  Russel  M.  Seeds  Co., Chicago. 

WOL,  Washington 
Joseph  Burnett  Co.,  Boston  (flavoring  ex- tracts), sa,  thru  H.  B.  Humphrey  Co., Boston. 
Thos.  Leeming  &  Co.,  New  York  (Baume 

Bengue) ,  so,  thru  Wm.  Esty  &  Co., N.  Y. 
Gotham  Silk  Hosiery  Co.,  3  sp  weekly,  di- 

rect. 

KXL  15  WELDING  FAST  FRIENDSHIPS^ 

THE  SAME  AS  ALL     ̂   ^ 
THE  WELDERS  IN 
THIS  BOOM  AREA 
OF  OREGON  AND 
.S.W.WA5HlNqTON| 

A  message  always  means  more  luhen  it's  introduced  by  a  friend. 
Reps. — Joseph  Hershey  McGillvra — 10,000  Watts,  750  Kc. 
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AFFILIATES 
Rings  the  bell  every  time 

{KGlR-KRBM-KPFA—the  Z  Net) 

Adv.      New  York-Chicago  Reps. — The  Walker  Co. 
Adv. 
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COCILANA  Inc.,  Brooklyn  (Cocilana 
Cough  Nips),  on  Dec.  3  started  spon- 

sorship of  Johannes  Steel,  news  com- 
mentator, on  WIP,  Philadelphia,  sched- 

uled on  Thui-sdays  and  Satui-days  at 
9  :30  p.m.  for  l-o  minutes.  The  broad- 

casts originate  at  WMCA.  New  York, 
and  fed  by  special  line  to  WIP  for  the 
local  sponsorship.  Placed  through  Al 
Paul  Lefton  Agency,  Philadelphia. 

ITALIAN  SWISS  COLONY,  Asti, 
Cal.  (wine),  in  a  pre-Christmas  cam- 

paign during  December,  is  sponsoring 
twice-weekly,  Fulton  Lewis  jr.,  com- 

mentator, on  3  Don  Lee-Mutual  moun- 
tain stations  (KOVO  KEUB),  Tues- 
day. Thursday,  5-5:15  p.m.  (MWT) 

and  KLO,  9-9:15  p.m.  (MWT).  Leon 
Livingston  Adv.,  San  Francisco,  has 
the  account. 

SHUTTER  CANDY  Co.,  Chicago, 
thru  Roche,  Williams  &  Cunnyngham. 
Chicago,  is  using  time  signals  six  times 
a  week  on  WBBM,  Chicago,  for  nine 
weeks  which  started  Dec.  1. 

CONSOLIDATED  MERCHANTS, 
Los  Angeles,  placing  direct,  in  a  cam- 

paign which  started  Dec.  3  to  promote 
a  gasoline  saving  device  is  currently 

'  sponsoring    five    participations  five- ;  times  weekly  in  Hise  &  Shine  on  KHJ, 
•  Hollywood.  Contract  is  for  13  weeks. 
.  CRAWFORD  CLOTHES.  New  York. 
men's   clothing   stores,    has  renewed 

'  for  52  weeks  its  schedule  on  WMCA, 
'  New  York,  totaling  over  nine  hours  of 
.  time  weekly.  Crawford  uses  straight 
and  dramatized  news  for  over  half  of 
its  schedule,  the  remainer  consisting 
largely  of  recorded  music  programs. 
Renewal  was  effective  Dec.  7.  Agency 
is  Al  Paul  Lefton  Co.,  New  York. 

ROYAL  CROWN  COLA  Co.,  Boston 
(beverage),  started  Dec.  14  on 
WORL,  Boston,  a  five-weekly  ten- 
minute  newscast,  SpiUing  the  Beans, 
featuring  Joseph  F.  Dinneen,  author 
and  columnist  of  the  Boston  Glohe. 
David  Malkiel  Adv.  Agency,  Boston, 
handles  the  account. 

ALTA  WINERY,  Dinuba,  Cal.,  (St. 
Charles  wine),  in  a  .52-week  cam- 

paign which  started  Dec.  7  is  spon- 
soring a  thrice-weekly  quarter-hour 

sportscast  featuring  Sam  Baiter  on 
KHJ,  Hollywood.  Agency  is  Barton 
A.  Stebbins  Adv.,  Los  Angeles. 

MINALL  LABS.,  Pasadena,  Cal. 
(breakfast  cereal),  new  to  radio,  in  a 
13-week  test  campaign  which  started 
Dec.  4,  is  sponsoring  thrice-weekly 
participation  in  Priscilla  Alden,  wom- 

en's program,  on  KPAS,  that  city. 

BELL  TELEPHONE  Co.  Ltd.,  Mon- 
treal, has  started  a  test  campaign  on 

CHRC,  Quebec,  to  urge  people  to  look 
up  telephone  numbers  in  the  telephone 
book  rather  than  taxing  unnecessarily 
the  services  of  the  telephone  informa- 

tion service  and  thanking  telephone 
users  for  their  cooperation.  The  cam- 

paign is  expected  to  be  used  in  other 
cities  as  well.  Account  is  placed  by 
Cockfield,  Brown  &  Co.  Ltd. 

CANADIAN  PACKERS  Ltd.,  To- 
ronto (various  products),  has  started 

daily  quarter-hour  newscasts  on 
C.JGX,  Yorkton,  Sask. ;  five-minute newscasts  on  CKBI,  Prince  Albert, 
Sask. ;  and  five-minute  On  The  Farm 
Front  program  on  CKCA,  Kenora, 
Ont.  Account  was  placed  by  Cockfield, 
Brown  &  Co.  Ltd.,  Winnipeg. 
HAWTHORNE  MELODY  Farms 
Dairy,  Chicago  (dairy  products),  has 
placed  a  series  of  half-minute  tran- 

scribed spot  announcements  on  WIND. 
WCFL  and  WJJD,  Chicago,  and  six 
station  break  announcements  weekly 
on  WBBM,  Chicago.  Agency  is  Harry 
E.  Clark  Adv.,  Chicago. 

Broadcasters!  — 
LET  YOUR  AUDIENCES  HEAR 

STARLIGHT  SONATA 
the  most  unforgettable  melody  since 

"My  Sister  and  I" 
Lyrics  by  Helen  Bliss 

Music  by  Henry  Manners 
and 

AMERICA'S  VICTORY  SHOUT 
HALLELU! 

(Judgment  Day  is  Comin') 
to  be  featured  by  Judy  Canov*  in 
her   forthcoming    Republic  picture 
"Chatterbox".  Words  and  music  by Paul  J.  Winkoop 
Both  tongs  have  been  arranged  for 

oreheitra  by  JACK  MASON 

BROADCAST  MUSIC,  Inc. 
580  Fifth  Ave.         -         New  York  City 

Correction 
IN  AN  ITEM  about  a  new  program 
series  sponsored  by  Sachs  Quality 
Furniture  Inc.,  New  York,  on 
WMCA  in  that  city  appearing  in 
Broadcasting,  Dec.  7,  Neff-Rogow 
Co.,  New  York,  was  erroneously 
listed  as  the  agency  handling  the 
account.  Company  places  its  adver- 

tising direct. 

ALFRED  BUSIEL,  head  of  Lady 
Esther  Co.  (cosmetics).  Evanston, 
111.,  sponsoring  the  weekly  half-hour 
Screen  Guild  Players  on  116  CBS  sta- 

tions, is  headquartering  in  Southern 
California  for  the  winter. 

COMPANY 
NATIONAL  RADIO  STATION  REPRESENTATIVES 

arett^*  to 

ntry 

^listen
s 

I 

THE 

rite  o
r 
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MIMEOGRAPHED  news  letter,  slug- 
ged "The  Mail  Bag",  is  being  issued monthly  and  sent  to  87  former  CBS 

Hollywood  employes  now  in  the  armed 
forces  in  this  country  and  abroad. 
Inaugurated  recently  with  Frances 
Farmer  Wilder,  West  Coast  director 
of  education  as  editor,  the  red  and  blue 
bordered  10-page  mailing  piece  con- 

tains news  and  gossip  from  the  net- 
work staff  as  well  as  excerpts  from 

missives  written  by  the  servicemen 
themselves.  News  letter  will  be  a  regu- 

lar monthly  feature  for  the  war's  dura- tion. 

HEEDING  THE  Government's  plea 
for  paper  conservation,  WHEB,  Ports- 

mouth, N.  H.,  is  combining  the  usual 
Christmas  greetings  from  operating 
and  talent  staff  and  station  represen- 

tatives, with  its  December  program 
schedule,  which  bears  appropriate  holi- 

day decorations. 

WTOLi,  Toledo,  covered  the  meetings 
of  the  American  Vocational  Assn., 
with  seven  broadcasts  for  which  na- 

tional education  figures  were  brought 
to  the  microphone.  These  included  J. 
Clyde  Marquis,  advisor.  Office  of  For- eign Agriculture  Relations,  J.  C. 
Wright,  Asst.  Commissioner  for  Vo- cational Training  and  Harry  A.  Jager, 
chief  of  the  Occupational  Information 
and  Guidance  Service  of  the  Office  of 
Education. 

W69PH,  FM  adjunct  of  WCAU,  Phil- 
adelphia, has  ai-ranged  to  carry  the 

productions  of  the  Philadelphia  Opera 
Co.  from  the  Academy  of  Music.  The 
grand  operas  are  presented  in  English 
and  the  entire  opera  is  broadcast. 

WIND,  Chicago,  has  signed  for  Inter- 
national News  Service,  in  addition  to 

Associated  Press  and  Trans-Radio,  to 
supply  the  44  daily  newscasts. 

THBBEI  STATIONS  to  sign  recently 
for  the  special  AP  radio  wire  of  Press 
Assn.,  are  WORD,  Spartanburg,  S.  C. ; 
KABR,  Aberdeen,  S.  D. ;  WTAD, 
Quincy,  111. 

Too  Many  Orders 
H.  COOK  Sporting  Goods 
Co.,  Albuquerque,  sponsoring 
football  scores  on  KOB,  Al- 

buquerque, discovered  that 
ducks  are  plentiful  and  am- 

munition scarce  in  the  South- 
virest.  The  sponsor  had  to  dis- continue advertising  guns 
and  ammunition  because  it 
was  deluged  with  mail  or- ders. A  California  listener 
offered  to  pay  $40  express 
charges  on  two  cases  of  am- munition. 

KBX,  Portland,  Ore.,  is  promoting 
the  "Top  10%  by  New  Years"  War Bond  drive  with  a  half-hour  dramatic- 
musical  program  titled  Everybody, 
Every  Payday.  Dramatic  sequences 
portray  the  sacrifices  of  the  men  in 
the  armed  forces  and  the  advantages 
of  saving  through  bond  purchases. 

NEW  FACES  of  1943 

New  faces  step  into  private  offices  all  over  the  country  as 
Uncle  Sam  calls  executives  to  his  service.  Radio  station  sales 

problems  become  more  complex,  more  numerous. 

A  sales  engineer  moves  over  to  advertising  responsibilities 
...  a  company  official  takes  added  duties  as  sales  manager.  .  . 
an  executive  moves  into  a  new  field  .  .  . 

These  men,  conditioned  by  developments  to  the  impor- 
tance of  acquiring  quickly  the  new  knowledge  demanded  of 

them,  know  that  obsolescence  in  advertising  can  be  costly. 

And,  so,  many  of  them  are  joining  the  large  army  of  sub- 

scribers to  Printers'  Ink.  This  magazine  meets  their  needs 
for  practical  information  on  advertising,  management  and 
sales  methods.  It  will  meet  your  needs  as  a  low-cost,  clear- 

channel  route  to  your  hottest  sponsor-prospects.  Add  this 

"salesman"  to  your  staff  now! 

PRINTERS'  Ink 
The  Weekly  Magazine  of  Advertising,  Management  and  Sales 
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Radio  networks  and  stations  using 

Printers'  Ink  during  tlie  first 
eleven  months  of  1942 

BLUE  NETWORK  CO.,  INC. 
BUFFALO  BROADCASTING  CO. 
COLUMBIA  BROADCASTING  SYSTEM 
COLUMBIA  PACIFIC  NETWORK 
COWLES  STATIONS 
DON  LEE  BROADCASTING  SYSTEM 
MUTUAL  BROADCASTING  CO. 
NATIONAL  BROADCASTING  CO. 
N.B.C.  SPOT  AND  LOCAL  SALES 
NEW  ENGLAND  REGIONAL  NETWORK 
WESTINGHOUSE  RADIO  STATIONS 
YANKEE  NETWORK 
KDKA,  PITTSBURGH 
KFEL,  DENVER 
KJR,  SEATTLE KMOX,  ST.  LOUIS 
KNX.  LOS  ANGELES 
KOMO,  SEATTLE 
KRNT,  DES  MOINES 
KSO,  DES  MOINES 
KWKH,  SHREVEPORT 
KYW,  PHILADELPHIA 
WABC,  NEW  YORK 
WBBM,  CHICAGO 
WBT,  CHARLOTTE 
WBZ-WBZA,  BOSTON 
WCAE,  PITTSBURGH 
WCAU,  PHILADELPHIA 
WCCO,  MINNEAPOLIS 
WCKY,  CINCINNATI 
WCOP,  BOSTON 
WDRC,  HARTFORD 
WDZ,  TUSCOLA 
WEAF,  NEW  YORK 
WEEI,  BOSTON 
WEVD,  NEW  YORK 
WFIL,  PHILADELPHIA 
WGAR,  CLEVELAND 
WGBI,  SCRANTON 
WGL,  FORT  WAYNE 
WGN,  CHICAGO 
WGR,  BUFFALO 
WGY,  SCHENECTADY 
WHBF,  ROCK  ISLAND 
WHEC,  ROCHESTER 
WHK,  CLEVELAND 
WHO,  DES  MOINES 
WJR,  DETROIT WJSV,  WASHINGTON 
WJWC,  CHICAGO-HAMMOND 
WJZ,  NEW  YORK 
WKBW,  BUFFALO 
WLIB,  NEW  YORK 
WLS,  CHICAGO 
WMBD,  PEORIA 
WMC,  MEMPHIS 
WMT,  CEDAR  RAPIDS- WATERLOO 
WNAX,  SIOUX  CITY- YANKTON 
WNEW,  NEW  YORK 
WOR,  NEW  YORK 
WORL,  BOSTON 
WOW,  OMAHA 
WOWO,  FORT  WAYNE 
WRNL,  RICHMOND 
WSGN,  BIRMINGHAM 
WSM,  NASHVILLE 
WSYR,  SYRACUSE 
WTAM,  CLEVELAND 
WTAR,  NORFOLK 
WTRY,  TROY 
WWL,  NEW  ORLEANS 

WBO's  sixth  annual  Radio  Corn 
Festival  was  slated  for  Dec.  12  in  the 
lobby  of  the  Hotel  Kirkwood.  Cash 
and  seed  corn  awards  valued  at  more 
than  $350  were  offered,  with  time- buyers  cooperating.  Among  WHO 
users  taking  part  were :  Hi-Bred  Corn 
Co.,  Des  Moines;  DeKalb  Agricultural 
Assn.,  DeKalb,  111. ;  Vinton  Hybrid 
Corn  Co.,  Vinton,  la. ;  Funk  Brothers 
Hybrid  Corn  Co.,  Bloomington,  Ind. 
TO  HANDLE  state  and  regional  news 
of  the  upper  plains  and  Great  Lakes 
area.  Press  Assn.  has  set  up  a  radio 
news  bureau  in  Minneapolis.  PA  re- 

gional bureaus  have  also  been  estab- 
lished recently  at  Omaha  and  Balti- 
more. WSAN,  Allentown,  Pa.,  BLUE 

and  Quaker  Network  affiliate,  has  just 
announced  acquisition  of  the  special 
AP  radio  wire  of  Press  Assn. 

WOR'S  child  entertainer,  "Uncle 
Don",  sold  War  Bonds  and  Stamps  to his  listeners  at  the  new  War  Bond 
Square  in  Manhattan,  last  Saturday, 
designated  as  "Uncle  Don  Day."  Pur- chasers were  invited  to  make  record- 

ings of  their  voices,  to  be  mailed  free 
of  charge  to  friends  or  relatives  in  the 
armed  forces. 

WGN,  Chicago,  has  started  a  25-min- ute  afternoon  Monday  through  Friday 
program  titled  Open  House  With Johnnie  Neblett  featuring  philosophy 
and  informal  observations. 

Clarence  Roberts 

CLARENCE  ROBERTS,  52,  edi- 
tor of  The  Farmer-Stockman  for 

16  years,  affiliated  with  KVOR, 
Colorado  Springs,  WKY,  Oklahoma 
City,  and  KLZ,  Denver,  died  from 

asthma  Dec.  4,  after  a  year's  ill- ness. Mr.  Roberts  was  a  student 
of  cooperative  marketing;  a  direc- 

tor of  the  Federal  Reserve  Bank  in 
Kansas  City,  and  was  frequently 
called  to  Washington  as  a  con- 

sultant of  the  AAA. 

Mass  Induction  Via  Radio 
MADE  POSSIBLE  through  radio, 
the  largest  induction  ceremony  ever 
held  in  military  history  was  broad- 

cast Dec.  7,  anniversary  of  Pearl 
Harbor,  when  2,000  young  men  in 
radio  studios  in  128  cities  across  the 
country  and  in  Honolulu  took 
their  oaths  as  naval  aviation  cadets 
simultaneously  via  NBC.  Lt.  Comdr. 
Albert  F.  Rice,  officer  in  charge  of  the 
naval  aviation  cadet  selection  board, 
New  York  district,  administered 
the  oath  from  the  stage  of  the  Vander- bilt  Theatre,  New  York,  during  the 

7  p.m.  broadcast  of  Fred  Waring's Pleasure  Time.  Some  300  inductees 
were  present  while  similar  groups 
took  the  oath  before  microphones 
throughout  the  country. 

WCHS 

CHARLESTON,  W.  VA. 

5,000  ON  580 

GBS  AFFILIATE 
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ADVERTISERS 

SOLD FOREIGN-LANGUAGE  STATION  WHOM,  Jersey  City,  points  with 
i  pride  to  the  fact  that  its  listeners  since  Labor  Day  have  purchased  more 
than  $1,250,000  worth  of  War  Bonds,  sold  through  its  foreign-tongue 
programs,  with  four  staff  women  devoting  fulltime  to  this  chore.  Top 
photo  (1  to  r)  :  West  W.  Willcox,  assistant  manager;  Joseph  Lang,  gen- 

eral manager;  Arnold  Jaffe,  director  of  Yiddish  programs.  Bottom  row: 
Frieda  Schneider,  War  Bond  purchaser;  Casimir  Jarzebowski  and  Mrs. 
Jarzebowski,  who  sold  about  $400,000  worth  on  their  Polish  Hour  alone; 
George  Orzazewski,  also  of  the  Polish  Hour. 

i  Radio  Sponsors  Named 

I  By  Advertising  Council 
THE  Advertising  Council  last  week 
announced  the  formation  of  a  sub- 

committee of  radio  advertisers  to 

work  with  the  Council's  agency  ra- 
'dio  advisory  committee  in  coopera- 

tion with  the  Office  of  War  Infor- 
'mation.  Members  of  the  new  com- 
'mittee  are:  Charles  G.  Mortimer 
Jr.,  General  Foods  Sales  Co.,  chair- 

man; Robert  Brown,  Bristol-Myers 
-Co.;  William  A.  Hart,  E.  I.  duPont 
de  Nemours  &  Co.;  William  Ram- 

sey, Procter  &  Gamble  Co.  They 
will  serve  as  individuals  and  not  as 
representatives  of  their  companies, 
in  line  with  the  policy  which  the 
agency  group  adopted  at  its  incep- 

tion, the  Council  reported. 
Members  of  the  agency  radio  ad- 

visory committee  are:  Heagan 
iBayles,  Ruthrauff  &  Ryan,  chair- 

man; John  Carter,  Pedlar  &  Ryan; 
'William  A.  Fricke,  AAAA;  John 
Hymes,  Lord  &  Thomas;  John  Mul- 
'len,  Benton  &  Bowles;  Arthur ;Pryor  Jr.,  BBDO;  Hubbell  Robin- 
^son,  Young  &  Rubicam ;  R.  J.  Scott, 
jSchwimmer  &   Scott,  and  A.  K. 
[Spencer,  J.  Walter  Thompson  Co. 
NBC  Shortwave  Service 

;NBC  is  currently  shortwaving  a 
total  of  35  hours  a  week  of  news 
Jind  entertainment  to  American 
servicemen  stationed  abroad.  More 
:han  30  news  broadcasts  and  over 

li  dozen  sports  features  are  included 
n  the  programs,  which  are  ar- 

ranged as  complete,  hour-long  units 
iesigned  to  offer  the  greatest  possi- 

ble variety  in  a  limited  period. 
^BC's  English  language  programs 
:'or  men  in  the  armed  forces  are 
')eamed  eastward  via  WBOS,  from 
.-5:15  p.m.  and  over  WNBI  from 
•  :15  to  6  p.m. 

Peek  for  Stamps 

AS  STIMULANT  during  a 
one-day  War  Bond  sales  rally, 
CBS  Hollywood,  on  Dec.  10 
displayed  in  its  forecourt  the 
two-man  Japanese  suicide 
submarine  captured  at  Pearl 
Harbor.  Portholes  cut  in  the 

sides  of  the  "Tojo  cigar", 
which  is  virtually  a  crew- 
controlled  giant  torpedo,  af- 

forded an  interior  view  for 
purchasers  of  War  Bonds  and 
Stamps.  Forty-ton  sub  is  cur- 

rently on  national  tour  under 
direction  of  the  Treasury. 

Bacus  Joins  Navy 

ROY  BACUS,  commercial  manager 
of  WBAP-KGKO,  Fort  Worth,  for 
two  years,  has  been  commissioned 
a  lieutenant  (j.g.)  in  the  Naval 
Reserve  and  ordered  to  report  for 
active  duty  at  the  Naval  Training 
Station  at  the  U  of  Arizona,  Tuc- 

son. George  Cranston,  manager  of 
the  station,  simultaneously  an- 

nounced promotion  of  H.  R.  Turner, 
of  the  sales  staff,  to  succeed  Lt. 
Bacus.  Mr.  Turner  has  been  with 
the  stations  for  the  past  year-and- 
a-half,  after  having  been  for  20 
years  on  the  sales  staff  of  General 
Motors  Corp.  and  assistant  man- 

ager of  General  Motors  Acceptance 
Corp.  Lt.  Bacus  was  a  Texas  news- 

paperman before  entering  radio. 

SAM  HAYES,  noted  West  Coast  news 
commentator,  recently  presented  his 
1,000th  news  broadcast  for  his  spon- 

sor, Sperry  Flour  Co.,  subsidiary  of 
General  Mills.  His  program  is  heard 
daily  over  NBC  network  on  the 
Coast. 

ILLINOISl 

For  a  big  chunk 

of  it,  use  the 

DECATUR  station, 

250  W.  1340.  Full  time. 
Sears  &  Ayer,  Reps. 
How  can  we  help  you? 

SOY 

COOPERATIVE  PICKUPS 
Wartime  Plan  for  Remote  Jobs 

-Effects  Savings- 

COOPERATIVE  COVERAGE  of 
all  special  events  on  remote  pick- 

up for  the  Philadelphia  stations  as 
a  means  of  conserving  equipment 
and  manpower  is  proposed  by  Jack 
Steek,  director  of  public  relations 
of  WFIL.  Other  stations  have  sig- 

nified interest  in  the  plan.  Instead 
of  each  station  sending  out  its  mo- 

bile unit  to  cover  a  special  event,  it 
is  proposed  that  only  one  station 
be  assigned  to  make  the  pick-up, 
feeding  it  to  all  the  other  stations. 
No  station  mention  would  be 

made  by  the  announcers  covering 
the  event,  call  letters  being  cut 
in  at  the  studios  by  the  individual 
stations.  Expenses  would  be  shared 
equally  by  the  participating  sta- 

tions and  each  station  with  a  mo- 
bile unit  will  take  turns  in  cover- 

ing the  various  events. 
Apai't  from  the  conservation  ele- 

ment, the  plan  allows  for  a  better 
coverage  of  all  special  events  in 
the  city,  especially  in  connection 
with  Government  and  patriotic 
drives.  As  a  result  of  shortages 
in  engineers,  it  has  often  been  im- 

possible for  a  station  to  spare  an 
engineer  from  the  control  room  to 
make  a  desired  pickup.  In  addi- 

tion, rationing  of  tires  and  gaso- 
line looms  as  an  important  fac- 

tor in  scheduling  remote  pickups 
of  the  outdoor  events.  Moreover, 
the  smaller  stations  will  be  able 
to  enjoy  the  same  advantages  in 
technical  and  announcing  facilities 
as  the  larger  stations,  which  would 
take  turns  in  making  the  pickups. 
Stations  unable  to  clear  time  for 
the  special  events  will  cut  their 
own  records  for  rebroadcasts. 

Clapper  on  Shortwave 
RAYMOND  CLAPPER,  MBS  com- 

mentator sponsored  by  General 
Cigar  Co.,  New  York,  after  the  first 
of  the  year  will  start  a  series  of 
weekly  news  broadcasts  to  be  short- 
waved  to  Latin  America  on  the 
San  Francisco  shortwave  outlets 
KWID  and  KGEL.  Asked  to  take 
the  assignment  by  the  Office  of  the 
Coordinator  of  Inter-American  Af- 

fairs, Mr.  Clapper  will  give  the 
talks  by  phone  from  Washington  to 
San  Francisco,  where  they  will  be 
recorded  for  rebroadcast.  Aim  of 
the  series  is  to  reach  the  English 
speaking  residents  of  Latin  Amer- 

ica, as  well  as  the  United  States 
citizens  residing  there. 

NEW  ORLEANS 

50,000  WATTS 

The  Greatest  Selling  POWER 

in  the  South's  Greatest  City 

CBS  Affiliate 

Nat'l  Rap.  -  Tha  Kalz  Agancy  Inc. 

Says  JOHN  McDOLE: 
*  ( Sun  Ray  Cleaners ) 
^  "We    have    opened  as 

^      many  as  forty-five  new  ac- 
counts in  one  week  ...  as 

^      many  as  ten  calls  directly 
^      following  our  participation on  your  program. 

Using  Helen  Watts  Schreiber,  KSO 

Says  J.  E.  TONE: (Tone's  Coffee) 

"The  news  program  really 

gave  Tone's  Pressure  Pack 
Coffee  its  greatest  momen- 

tum right  from  the  start  with 

the  first  week's  broadcast." 
Using  News,  KRNT 

*  Says  W.  H.  BISHOP: 

^  (Mrs.  Clark's  Dressing) 
^  "This  may  sound  surpris- 
^  ing — but  in  the  1 3  weeks  we 
^  have  been  on  the  air,  our 

^  sales  on  this  item  have  in- 

-K      creased  over  600  % ." 
*  Using  News,  KSO 

Nothing  succeeds  like  success 

and  the  success  of  KSO-KRl\T 

in  selling  should  be  consid- 
ered when  buying  radio  time 

in  Iowa 

KSOE 

KRNT 

BASIC  BLUE 

AND  MUTUAL 

5000  WATTS 
BASIC 

columbia 5000  watts; 

The  Cowles  Stations  in 

DES  MOINES 

Affiliated  with  the  Des  Moines  - 
Register  and  Tribune 

Represented  by  The  Katz  Agency 
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ISOTED  ANALYSTS 

SUB  FOR  WimHELL 

ALTHOUGH  no  permanent  re- 
placement has  been  decided  upon 

for  the  Sunday  9-9:15  p.m.  period 
on  the  BLUE  during  the  leave  of 
absence  of  Lt.  Com.  Walter  Win- 
chell,  Andrew  Jergens  Co.,  Cincin- 

nati, has  presented  for  the  past 
two  Sunday  evenings  three  noted 
commentators  on  a  special  pro- 

gram Three-Thirds  of  the  News 
[Broadcasting,  Dec.  7].  The  edi- 

torial trio  includes  Baukhage,  John 
Gunther  and  Robert  St.  John. 
Future  programs  for  the  quarter- 
hour  period  have  not  been  deter- 

mined, according  to  Lennen  & 
Mitchell,  New  York,  agency  in 
charge. 

Jergens  did  decide  one  replace- 
ment program  last  week,  however, 

announcing  that  Mr.  &  Mrs.  North, 
based  on  the  Lockridge  stories  in 
the  New  Yorker  magazine,  would 
definitely  replace  The  Adventures 
of  the  Thin  Man  Dec.  30  on  NBC. 
The  company  is  still  considering 
plans  to  replace  The  Parker  Fam- 

ily, BLUE  program  heard  Sundays 
9:15-9:30  p.m.,  with  a  quarter-hour 
of  Hollywood  gossip  by  Hedda 
Hopper. 

WITNESSES  GALORE  were  present  (unseen),  as  Jack  Starr,  sports 
editor  of  KXOK,  St.  Louis,  was  sworn  in  as  a  member  of  the  U.  S.  Navy. 
Taking  part  in  the  induction  ceremonies  were  (1  to  r)  :  Arthur  E.  Kaye, 
business  manager  of  Star-Times;  Oscar  E.  Zahner,  vice-president  of 
Ruthrauff  &  Ryan;  Lt.  Charles  K.  Saltsman,  Navy  recruiting  officer,  St. 
Louis;  Mr.  Starr;  Clarence  G.  Cosby,  sales  manager,  KXOK;  Roy  Shan- 

non, advertising  manager,  Griesedieck  Bros.,  sponsor  of  Starr's  programs. 

RADIO  ON  THE  FARM  FRONT 

Letters  to  AMA  Radio  and  Market  News  Section 

 Cite  Aid  to  Farmer's  War  Effort  

GM  News  Plan 

GENERAL  MOTORS  Corp.  (Chev- 
rolet Motor  Division),  Detroit,  is 

considering  a  quarter-hour  news- 
cast twice  a  week  as  an  institu- 

tional series  for  Chevrolet.  Com- 
pany has  signed  John  B.  Kennedy 

as  newscaster  pending  network 
clearance.  Campbell-Ewald,  Detroit, 
is  agency. 

THE  VITAL  part  radio  is  playing 
in  wartime  farming  in  the  United 
States  has  been  revealed  in  letters 
to  Elwyn  J.  Rowell,  chief  of  the 
Radio  and  Market  News  Section  of 

the  Agricultural  Marketing  Admin- 
istration, from  farm  directors  of 

radio  stations  and  networks. 

"Radio  in  wartime,  as  far  as  the 
farmer  is  concerned,  is  of  untold 
value,"  writes  William  E.  Drips, 
director  of  public  service,  central 

division,  BLUE  Chicago.  "With  a 
scarcity  of  help  farmers  have  had 
to  stay  at  home  more  than  ever 
and  likeviase  with  tire  restrictions 

Map  above  depicts  December  Forecast, 
United   Business  Service,  Boston 

i 

BUSINESS 

IS 

BOOMING 

in  the 

WHEB 

AREA 

and  now,  gasoline  rationing,  they 
have  to  depend  on  the  airwaves  for 
first-hand  information.  I  personal- 

ly feel  that  radio  is  doing  and  can 
do  an  outstanding  service,  can 
bring  information  quickly  to  every 
farmer  in  the  country. 

"It  behooves  every  farm  opera- 
tor to  know,  for  example,  what 

products  are  in  demand,  such  as 
those  being  bought  in  quantities 
by  Lend-Lease  and  AMA,  and  with- 

out radio  to  give  this  first-hand 
information  and  explain  to  him 
the  need  for  greater  production, 
things  might  be  decidedly  differ- 

ent." 

Kentucky  Praise 

John  F.  Merrifield,  agricultural 
coordinator  of  WHAS,  Louisville, 
relayed  to  Mr.  Rowell  the  com- 

ments of  farm  officials  in  the  Ken- 
tucky area. 

L.  F.  Skeffington,  manager  of  the 
Livestock  War  Emergency  Service 
Council  at  Louisville's  Bourbon 
Stockyards,  praised  the  work  of 
WHAS.  "Farmers  all  over  the 
Bourbon  Stockyards  area  have  re- 

peatedly told  me  of  the  important 
part  radio  broadcasts  from  WHAS 
gave  in  their  war  effort.  Livestock 
shippers,  livestock  truckers,  and 
livestock  handlers  have  been  kept 
closely  advised  of  every  marketing- 
order  issued,  every  ODT  order  is- 

sued, and  of  every  price  fluctuation, 
and  have  thus  been  able  to  do  a 
more  orderly  job  of  supplying  the 
foods  needed  to  carry  on  the  war 
effort.  This  service  does  not  confine 
itself  to  livestock  and  livestock 
problems  alone;  but  to  every  other 
agricultural  commodity  as  well!" 

The  WHAS  campaigns  for  hemp 
production  and  hog  staggering  were 
lauded  as  of  definite  value  in  war- 

time by  M.  D.  Royse,  chairman 
of  the  Kentucky  Agricultural  Con- 

servation program  and  the  Ken- 
tucky Agricultural  War  Board; 

and  Cecil  Embry  of  Tatum-Embry 
Livestock  Commission  Co.  of  Louis- 
ville. 

From  C.  M.  East,  County  Agri- 
cultural Agent  of  Floyd  County, 

Indiana:  "The  farm  labor  short- 
age in  this  area  is  acute.  But  it 

Capudine  Reply  Denies 
Charges  Made  by  FTC 

ANSWER  of  the  Capudine  Chemi- 
cal Co.,  Raleigh,  N.  C.  (Hick's Liquid  Capudine) ,  to  a  Federal 

Trade  Commission  complaint  filed 
Oct.  21,  has  been  received  by  the 
Commission,  the  FTC  announced 
last  week.  The  firm  was  one  of  six 
headache  powder  and  medicinal 
remedy  firms  cited. 

Capudine  denied  that  it  dis- seminated misleading  advertising; 
declared  that  FCC  quotations  from 
its  ads  "were  not  typical";  insisted 
that  it  includes  full  and  complete 
directions  and  cautionary  state- 

ments on  its  label.  Answers  from 
three  of  the  six  firms,  due  Dec.  9, 
had  not  yet  been  received  by  the 
FTC  last  Friday. 

Grove  Rumor  Spiking 

GOVERNMENT  agencies  will  sup- 
ply accurate  answers  to  Axis- 

inspired  rumors  in  a  rumor-spiking 
series  launched  on  WOR,  New 
York,  Sunday,  Dec.  6,  by  Grove 
Labs.,  St.  Louis,  on  behalf  of 
Bromo-Quinine.  Program  format  of 
the  weekly  broadcasts,  titled  The 
Rumor  Detective,  featuring  Tro- 
man  Harper,  has  been  officially  ap- 

proved by  the  OWI,  which  has  made 
an  exhaustive  survey  of  thousands 
of  rumors  that  have  been  spread 
throughout  the  country  since  the 
outbreak  of  the  war.  The  program 

is  part  narration,  part  dramatiza- 
tion of  false  rumors,  with  the  gen- 
eral policy  of  making  the  answer 

to  the  rumor  more  exciting  than 
the  rumor  itself.  Grove's  has  just 
launched  a  twice-weekly  program 
on  WOR,  titled  Melody  Lane.  Agen- 

cy, Russell  M.  Seeds  Co.,  Chicago. 

could  be  a  lot  worse,  were  it  not  for 
the  type  of  radio  programs  being 
broadcast  by  your  station 

(WHAS).  Through  these  pro- 
grams several  farmers  have  been 

able  to  use  their  equipment  and 
their  available  manpower  much 
more  efficiently.  However,  the  need 

for  more  help  is  still  alive." 
Inspiration  to  Youth 

A  4-H  Club  leader  at  the  Col- 
lege of  Agriculture,  U  of  Kentucky, 

J.  D.  Whitehouse,  said:  "Farm 
radio  programs  have  proven  to 
be  of  vital  importance  since  the 
start  of  the  national  emergency, 
in  that  they  have  inspired  the  young 

people  to  greater  effort." Describing  the  service  to  farm- 
ers given  by  WSB,  Atlanta,  Bill 

Prance,  the  station's  farm  directoi*, 
writes:  ".  .  .  our  information  di- 

rected toward  the  farmers  involves 

a  great  variety  of  crops  and  live- stock which  are  included  in  your 
Lend-Lease  purchases,  dehydra- 

tion, livestock  and  ceiling  prices, 
marketing  orders  and  operations. 
And,  of  course,  each  is  supported 
in  season  with  market  reports.  .  .  . 
I  don't  think  any  of  these  groups 
could  function  properly  without 
the  timely  information  they  re- 

ceive from  radio  on  market,  ceiling 

prices,  Lend-Lease  or  marketing 
orders — in  peace  time  or  war  time, 
and  of  course,  it's  more  important 

in  war  time." 
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JEvening  Listening 

IF  ound  Increasing 

But  Daytime  Quarter-Hours  of 
JNets  Are  Showing  Decline 

A  "SUBSTANTIAL  upswing  in 
'nighttime  audiences  from  the  1941 
level"  during  July,  August  and 
iSeptember,  is  reported  by  the  Co- 

operative Analysis  of  Broadcasting 
in  its  review  on  "Radio  Listening — 
Third  Quarter  1942,"  issued  last 
jweek,  which  notes  a  gain  of  7% 
in  the  average  ratings  of  evening 
network  programs.  This  trend  is 
•reversed  for  daytime  listening, 
;liowever,  as  the  CAB  discovered  the 
average  ratings  of  quarter-hour 
daytime  network  programs  dropped 
7%  during  the  three-month  period. 
"Whether  the  shift  is  the  begin- 

ning of  a  definite  trend  or  whether 
t  was  a  mid-summer  interlude 
-iwaits  the  conclusions  that  can  be 

•Irawn  from  future  reports,"  the 
CAB  states.  "The  stimuli  that  af- 
I'ected  listening,  curving  the  night- 
;ime  level  upward  and  the  daytime 

•jevel  downward,  can  be  rational- 
jZed  as  the  result  of  gasoline  ra- 

tioning, increased  employment,  and 
-io  on.  Isolation  of  the  actual  rea- 
jions,  however,  requires  exacting 
5'esearch  which  is  outside  the  scope 
tf  regular  audience  measurements." 

Interested  in  News 

The  CAB  also  found  the  interest 
n  news  programs  far  greater  last 
ummer  than  during  the  summer 
if  1941,  with  a  rise  in  news  listen- 

ing "even  larger  than  the  spurt  in 
stening  to  such  programs  that 
ook  place  in  the  months  immedi- 
tely  after  Pearl  Harbor." 
High-ranking  special  events  of 

he  third  quarter  included  the 
roadcasts  of  Cordell  Hull,  Secre- 
ary  of  State,  on  July  23,  which 
cored  a  rating  of  34;  Prime  Min- 
iter  Winston  Churchill's  address 
ihortwaved  from  England  Aug.  24, 
[lating  26.1,  and  President  Roose- 
elt's  cost-of-living  talk  Sept.  7, 
/hich  was  credited  with  a  rating 
■f  55.8. 

WNAX  Girl  Newscaster 

WYNN  HUBLER,  women's  direc- tor of  WNAX,  Yankton,  S.  D.,  has 
started  a  new  mid-morning  news- 

•^ast.  Using  the 

services  of  Associ- 
ated Press  and 

the  United  Press, 
Miss  Hubler  gives 
an  individual 
analysis  of  the 
news,  together 
with  a  factual 
summary,  every 
morning  at  10. 
Miss  Hubler  is  a 
pioneer  in  this 

field,  being  one  of  the  first  women 
newscasters  in  the  Northwest. 

'OHN  W.  VANDERCOOK,  NBC •ews  commentator,  has  been  signed  by 
Columbia  Pictures  to  handle  the  com- 
aentary  for  a  short  feature  on  the 
Jorth  African  situation.  Booking  was 
y  National  Concerts  &  Artists  Corp. 

Miss  Hubler 

THE  Chicago  Sun,  morning  news- 
paper published  by  Marshall  Field,  has 

appointed  Leo  Burnett  Co.,  Chicago, 
to  handle  radio,  billboard  and  news- 

paper promotion.  The  radio  program, 
Jolly  Joe  and  His  Pals,  daily  quarter- 
hour  reading  of  the  comics  on  WBBM, 
Chicago,  will  continue  to  be  placed 
through  Wade  Adv.  Agency,  Chicago. 

SERVICES  REVISING 

BROADCAST  PLANS 

WHEN  ALL  enlistments  were 
halted  recently  by  Executive  Order 
of  President  Roosevelt,  it  became 
apparent  that  use  of  the  broadcast 
medium  by  the  Army,  Navy  and 
Marines  would  be  affected  to  an 
extent  not  clear  among  radio  offi- 

cials of  the  three  armed  forces. 
It  was  considered  likely  that  use 

of  spot  announcements  would  be 
reduced,  since  their  primary  pur- 

pose was  in  recruiting.  However, 
Navy  spots  will  continue  on  behalf 
of  youths  between  17  and  18,  spe- 

cialists and  the  Woman's  Reserve. 
Army  and  Marine  officials  were  not 
clear  on  the  exact  use  of  spots, 
since  their  policies  have  not  yet 
crystalized. 

All  three  service  units  were  em- 
phatic, however,  about  their  use  of 

other  time,  stating  that  programs 
previously  utilized  for  recruiting 
would  now  be  used  to  tell  the  story 
of  each  branch  of  service,  its  his- 

tory and  its  present  day  problems. 

BMI,  SPA  Dickering 
NEGOTIATIONS  between  BMI 
and  the  Songwriters  Protective 
Assn.  towards  acceptance  by  the 
broadcasters  music  organization  of 
the  basic  SPA  agreement  are  ap- 

proaching a  conclusion,  it  was  re- 
ported last  week,  with  BMI  ready 

to  sign  if  SPA  will  waive  its  pro- 
hibitions on  bulk  deals  and  tele- 

vision rights,  both  of  which  would 
conflict  with  commitments  already 
made  by  BMI.  Allowance  for  sale 
of  rights  in  bulk  has  previously 
been  made  by  SPA  for  ASCAP 
publishers,  so  it  is  expected  to  pre- 

sent no  undue  difficulty  in  the  case of  BMI. 

Swing  Candy  Spots 
E.  J.  BRACH  &  SONS,  Chicago 
(Swing  Candy  Bar),  has  placed  one 
and  five-minute  transcribed  musi- 

cal announcements  on  WBBM 
WMAQ  WIND  WCCO  KMOX 
KMBC  WISH  WGAR  WLW 
WXYZ  WTMJ,  featuring  har- 

monica talent.  Agency  is  U.  S. 
Adv.  Corp.,  Chicago. 

and 
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KNOX  PRAISES  CBS 

Sends  Letter  to  Paley  on 

 Religious  Series  
CONGRATULATIONS  have  been 
received  by  William  S.  Paley,  pres- 

ident of  CBS,  for  the  CBS  Church 
of  the  Air  program  in  the  form  of 
a  letter  from  Secretary  of  the  Navy 
Frank  Knox,  w^ho  wrote:  "May  I 
express  the  appreciation  of  the 
Navy  Dept.,  as  well  as  my  personal 
congratulations,  to  you  on  your 
religious  broadcast  program. 
Church  of  the  Air,  conducted  by 
chaplains  of  the  armed  services. 

"I  can  assure  you  that  Navy 
chaplains  were  delighted  to  have 
this  opportunity  to  participate  in 
this  program.  I  am  sure  that  these 
broadcasts  will  comfort  many  par- 

ents through  the  realization  that 
their  sons  in  the  armed  services 
have  the  counsel  and  the  inspira- 

tion of  our  Catholic,  Protestant  and 
Jewish  chaplains." 

TO  PROMOTE  and  merchandise  programs  and  products  sponsored 
from  time  to  time,  WFBM  purchased  one  of  the  largest  signs  available 
at  an  important  intersection  in  Indianapolis  streets.  The  three  inserts 
on  the  right  of  the  four-color  sign  are  changed  by  the  station  each  week 
to  call  attention  to  CBS  national  and  local  programs  in  alternate  weeks. 

NBCs  NEW  YEAR  PARADE 

New  Promotion  Project  Planned  as  Sequel  to 

 Successful  Autumn  Campaign  

"Cap"  Cotton  says: 
"MEMPHIS  IS  THE 
COTTON  CAPITAL  OF 
THE  WORLD  AND  THE 
INDUSTRIAL  CAPITAL 

OF  THE  MID-SOUTH." 

Covered  by  5,000  Watts  Day 
1,000  Watts  Night 
MEMPHIS,  TENN. 

WMC* NBC  RED  NETWORK 
Owned  and  Operated  by 

THE  COMMERCIAL  APPEAL 
Represented  Nationally  by 

THE  BRANHAM  CO. 

FOLLOWING  up  reports  from 
NBC  affiliates  on  the  success  of 
NBC's  "Fall  Parade  of  Stars",  a 
program  promotion  plan  insti- 

tuted in  September  [Broadcast- 
ing, Aug.  10]  the  network  has  de- 

cided to  continue  the  campaign  in 
a  second  project,  to  be  named  the 
"New  Year's  Parade  of  Stars". 

The  second  drive  will  follow  the 

plan  of  its  predecessor  which  con- 
sisted basically  of  an  elaborate 

portfolio  of  recordings  made  by  ad- 
vertising agencies  especially  for 

the  purpose  of  promoting,  through 
local  stations,  radio's  leading  co- 

medians, musicians  and  commenta- 

NOTE:  War  production  and  earnings  in  the  CKLW 
primary  trading  area,  covering  8,000,000  persons, 
are  setting   new   records.   Investigate   CKLW  now! 

tors  of  the  approaching  season. 
Included  with  the  recordings  was  a 
variety  of  promotion  material. 

Promotion  Technique 

Reports  from  NBC  outlets  re- 
vealed that  7,566  broadcasts  of  the 

recordings  were  made,  represent- 
ing 314  hours  of  entertainment  in- 

cluding spot  announcements.  Ac- 
cording to  data  supplied  to  NBC, 

the  merchandising  campaign  was 
further  carried  out  through  the 
use  of  4,552  window  posters;  3,965 
counter  cards;  49  bill-board  dis- 

plays; 1,760  car  and  bus  cards; 
1,737  window  displays;  1,377  lob- 

by decorations;  2,957  newspaper 
advertisements;  52  rotogravure 
spreads;  2,646  press  notices;  661 
newspaper  feature  spreads;  and 
52  table  card  placements  in  hotels 
and  restaurants.  All  material  was 
taken  from  the  publicity  helps  in- 

cluded in  the  portfolio.  Cited  as 
examples  of  the  type  of  cooperation 
received  was  the  fact  that  a  Texas 
newspaper  affiliated  with  a  local 
NBC  station,  devoted  an  entire 
issue  to  the  "Parade";  and  that one  broadcaster  alone  made  over 
200  spot  announcements  calling  at- 

tention to  NBC's  sponsored  shows. 
The  material  in  the  merchandis- 

ing package  now  in  preparation 
will  emphasize  the  theme  that  dim- 
outs  and  rationing  will  have  no 
effect  on  the  network's  morale- 
building  broadcasts,  and  will  stress 
the  need  for  features  supplying 
relaxation  for  workers  laboring 

longer  hours  in  the  nation's  war 
production  program. 

Dr.  Black's  10  Years 
DR.  FRANK  BLACK,  general  music 
director  of  NBC,  on  Dec.  12  com- 

pleted 10  years  in  that  position.  An  ad- vance observance  of  his  anniversary 
was  heard  on  NBC  Dec.  5  when  a 
special  NBC  Symphony  Orchestra 
under  Dr.  Black's  baton  played  a  con- cert in  his  honor. 

MANPOWER  CRISIS 

IN  CANADA  PROBED 

MANPOWER,  priorities  and  co- 
operation with  government  depart- 

ments were  discussed  at  a  meeting 
of  the  Canadian  Assn.  of  Broad- ! 
casters  Board  of  Directors  at  To- 

ronto Dec.  7-8.  Recommendations  to 

the  government's  National  Selec- tive Service  on  manpower  problems 
of  the  industry  were  authorized  by 
the  board  and  are  to  be  taken  up 
with  the  NSS  at  Ottawa  about  mid- 
December. 

A  suggestion  for  a  swap  ar- rangement with  the  NAB  at 
Washington  was  discussed  in  con- nection with  increasing  shortage  in 
transmitter  equipment.  The  board 
approved  the  work  done  by  the  re- search committee  on  preliminary 
steps  for  an  audience  audit  bureau 
and  the  work  done  with  agency 
timebuyers  on  a  new  rate  structure 
to  apply  to  all  Canadian  stations. 
Both  subjects  were  approved  for 
discussion  at  the  annual  meeting 

at  Toronto,  Feb.  15-17. 
Presiding  at  the  meetings  was 

Harry  Sedgwick,  of  CFRB,  To- ronto, chairman  of  the  CAB  board, 
who  came  up  from  New  York  where 
he  is  now  located  as  representative 
of  the  Canadian  Wartime  Informa- 

tion Board.  Present  were  George 
Chandler,  CJOR,  Vancouver;  A.  A. 
Murphy,  CFQC,  Saskatoon,  Sask.; 
Col.  Keith  Rogers,  CFCY,  Char- lottetown,  P.  E.  I.;  N.  Nathanson, 
CJCB,  Sydney,  N.  S.;  James 
Browne,  CKOV,  Kelowna,  B.  C; 
Jack  Cooke,  CKGB,  Timmins,  Ont.; 
Phil  Lalonde,  CKAC,  Montreal; 
Glen  Bannerman,  president  and 
general  manager,  CAB,  Toronto; 
Ed.  Sandell,  CKTB,  St.  Catherines, 
Ont.;  Arthur  Evans,  CAB  secre- 

tary-treasurer, Toronto. 
The  CAB  board  were  tendered  a 

luncheon  Dec.  8  by  the  Advertising 
&  Sales  Club  of  "Toronto,  at  which 
Arthur  Porter  of  the  Canadian  In- 

stitute of  Public  Opinion  (Gallup 
Poll)  spoke.  A  joint  luncheon  with 
the  Broadcast  Sales  Club  of  To- ronto was  held  Dec.  7. 

FM  Film  Honored 
A  FILM  produced  by  the  General 
Electric  Co.,  Bridgeport,  Conn.,  en- 

titled "Listen — It's  FM",  has  been 
classified  among  the  ten  best  16mm. 
nontheatrical  pictures  produced  in 
1942,  by  New  York  Movie  Makers 
Magazine,  trade  publication  of  the 
16mm.  motion  picture  industry.  Movie 
was  made  by  the  Sales  Education  Sec- tion, of  Bridgeport,  and  produced  by 
the  GE  Radio,  Television  and  Elec- tronics Dept. 

Sustainer's  700th  on  CBS 
ONE  OF  radio's  oldest  consecutively presented  sustaining  programs,  the 
Sunday  morning  Salt  Lake  City 
Tabernacle  and  Organ  program,  heard 
on  CBS,  celebrated  its  700th  nation- 

wide network  broadcast  Dec.  18.  Con- 
ceived and  promoted  by  Earl  J.  Glade, 

managing  director  of  KSL,  Salt  Lake 
City,  station  originating  the  series,  it 
went  on  the  air  July,  1929,  shifting  to 
CBS  in  September,  1932,  where  it  has remained  ever  since. 
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\a  homemakers'  program J  conducted  by  men  is  going  great 
7  over  WIRE,   Indianapolis.  Titled 
^  Eat-itorially  Speaking,   the  daily 
daytime  participating  feature  cov- 

ers wartime  food  budgets,  prepar- 
;« ation  and  selection  of  foods  and 
nutritional  values,  interlarded  with 
.comedy.  Dick  Stone   (center)  or- 
iiginator  and  narrator,  is  a  food 
I  consultant    and    his  copyrighted 
g  "Eatitorials"   columns   is  carried 
J  in  some  25  newspapers.  Push-card 
.|Pete  (right)  the  Cranberry  mer- 
g  chant,  provides  the  comic  relief 
along  with  Uncle  Wally  (left)  the 

,  announcer. 

2     War  Bond  Expense 

'.         (Continued  from  page  9) 
:  ter  will  be  considered  a  precedent 
,  and  a  definite  ruling  for  all  broad- 
r,  casters.  Moreover,  it  was  stated  in- 
.  formally  that  the  decision  dispels 
any  hope  that  broadcasters  will  be 

J  allowed  to  deduct  the  5%  item  from 
0  their  1942  taxes  for  donated  time, 
fl  This  was  on  the  preliminary  as- 
■1  sumption  that   stations  make  no 
1  actual  "contribution"  in  money  by 
donating  time. 

Any  extraordinary  expenses  in- 
curred in  placement  of  Government 

!  programs  will  be  deductible  as  ex- 
I  pense,  it  was  pointed  out.  Should  a 

'  station  hire  an  orchestra  especially 
j!  for  a  government  program,  that 
f  expense  would  be  deductible,  it  was 
i\  pointed  out.  Services  of  additional 
^  clerks,  switchboard  operators  and 
J  the  like,  working  on  War  Bond  cam- 
;  paigns,  also  are  deemed  deductible. 
'     Revenue    Bureau    officials  said 
that  extraordinary  expenses,  to  be 
allowable,   must  be   incurred  for 

an  "instrumentality  of  the  Gov- 
ernment".   Thus,    additional  ex- 

■  penses  for  Government  program- 

630    KG.    5000    WATTS   DAY  AND 
NIGHT  BLUE  NETWORK 

ming,  whatever  their  nature,  would 
be  deductible  items.  On  the  other 
hand,  expenses  incurred  in  a  cam- 

paign such  as  the  recent  scrap 
metal  drive  would  not  have  been  de- 

ductible. Though  conducted  with 
the  cooperation  of  the  Federal  Gov- 

ernment, this  campaign  was  not 
organized  by  the  Government  itself. 

The  text  of  Commissioner  Hel- 
vering's  letter  to  Mr.  Place  follows : 

Further  reference  is  made  to  your 
letter  of  July  21,  1942,  regarding  the 
deductibility  for  Federal  income  tax 
purposes  of  expenses  incurred  by  radio 
stations  in  promoting  the  sale  of 
War  Bonds.  You  enclosed  two  copies 
of  the  "NAB  War  Service  Bulletin", 
whicli  you  state  indicates,  in  a  general 
way,  the  kind  of  expenses  that  will  be 
incurred  by  radio  stations  in  promot- 

ing the  sale  of  War  Bonds.  Plans  of 
handling  the  matter  by  radio  stations 
are  set  forth  therein  as  follows  : 

"Plan  1.  A  station  becomes  an  is- 
suing agent  and  gets  a  supply  of  bonds. 

Its  employes  handle  the  over-the- counter  as  well  as  mail  order  sales. 
An  all-out  promotion  job  is  launched ; 
listeners  are  urged  to  come  in  and  buy 
or  send  in  their  checks.  The  station 
is  in  the  bond  selling  business. 

"Plan  2.  A  station  does  not  become 
an  issuing  agent  but  establishes  a  basis 
of  all-out  cooperation  with  some  estab- 

lished issuing  agency  or  agencies.  Lis- 
teners are  urged  to  go  and  buy  or  send 

in  their  mail  orders  direct  to  these 
agencies. 

"Plan  3.  A  station  becomes  an  issu- 
ing agent  and  gets  its  bond  supply. 

"Some  volunteer  organization,  like 
Navy  Relief,  etc.,  takes  on  the  job  of 
handling  the  over-the-counter  as  well 
as  the  mail  order  sales.  Again  an  all- 
out  promotion  campaign  is  launched 
to  get  buyers  to  come  in  or  write  in and  buy. 

"Plan  4.  A  station  steps-up  its  pres- 
ent War  Bond  sales  and  agrees  to 

receive  mail  orders  and  see  that  they 
are  transmitted  to  an  issuing  agent." 

You  also  enclosed  a  newspaper  clip- 
ping from  the  Advertising  Age  of 

June  25,  1942,  concerning  the  deducti- 
bility for  Federal  income  tax  purposes, 

of  expenses  incurred  by  newspapers  in 
promoting  the  sale  of  War  Bonds, 
under  section  23(a)  of  the  Internal 
Revenue  Code. 

Bureau  Ruling 

The  test  of  whether  expenditures 
are  deductible  from  gross  income  is 
whether  they  are  ordinary  and  neces- 

sary expenditures  directly  connected 
with  or  pertaining  to  the  taxpayer's trade  or  business.  As  indicated  by  the 
newspaper  clipping  submitted,  the 
Bureau  has  ruled  that  expenses  incur- 

red by  newspapers  in  directing  public 
attention  to  the  vital  necessity  of  the 
successful  marketing  of  War  Bonds 
are  deductible  as  ordinary  and  neces- 

" Congratulations  on  the 

top-nofch  job  ASCAP's 

script  writers  are  doing!" WMOB 

•  ASCAP  Radio  Program  Service 
offerSjWithout  cost  to  any  ASCAP- 
licensed  station,  programs  that  are 
written  to  entertain  and  to  sell.  If 
you  are  not  using  these  programs 
you're  missing  a  bet.  Write  or wire  at  once  and  the  new  series 
will  be  sent  you  immediately. 

ASCAP 

Radio  Program  Service 
30  Rockefeller  Plaza    •   New  York 

i 
sary  business  expenses.  Such  ruling 
is  based  upon  the  recognition  that  it 
is  the  business  of  newspapers,  among 
other  things,  to  disseminate  news  and 
bring  to  the  attention  of  readers  mat- 

ters of  public  interest.  Newspapers  in 
thus  promoting  the  sale  of  War  Bonds 
are  considered  to  be  engaged  in  carry- 

ing on  one  of  the  functions  for  which 
they  are  organized  and  the  expenses 
incurred  are  identified  as  being  directly 
connected  with  the  business  of  oper- 

ating a  newspaper. 
It  appears  that  the  business  of  a 

radio  station  includes,  among  other 
things,  broadcasting  of  news,  advertis- 

ing of  products  and  dissemination  of 
other  matters  of  interest  to  the  pub- 

lic. By  broadcasting  information  as 
to  the  necessity  of  buying  War  Bonds, 
radio  stations  are  carrying  on  one  of 
the  functions  for  which  they  are  or- 

ganized and  the  expenses  incurred  in 
connection  therewith  are  deductible 
as  ordinary  and  necessary  business  ex- 

penses on  the  basis  of  the  reasoning 
applied  in  the  ease  of  newspapers. 

Acting  As  Agent 

As  appears  from  the  plans  above 
set  forth,  it  is  contemplated  that  in 
addition  to  broadcasting  information 
as  to  the  necessity  of  buying  War 
Bonds,  radio  stations  may  either  re- ceive mail  orders  for  Bonds  and  see 
that  they  are  transmitted  to  an  issu- 

ing agent  or  sell  Bonds  as  issuing 
agents,  either  by  mail  or  over-the- counter,  using  their  own  employes  for 
these  purposes.  Expenses  incurred  by 

radio  stations  in  carrying  on  such 
activities  may  properly  be  considered 
as  expenses  for  institutional  or  good- 

will advertising,  which  are  also  de- 
ductible from  gross  income  under  sec- 

tion 23(a)  of  the  Internal  Revenue 
Code  if  reasonable  in  amount.  In  this 
connection  attention  is  called  to  I.T. 
35G4,  I.R.B.,  1942-28,  2,  which  reads as  follows : 

"Advice  is  requested  as  to  the  de- 
ductibility for  Federal  income  tax 

purposes  of  amounts  expended  by 
business  concerns  for  advertising 
which  promotes  the  sale  of  United 
States  War  Bonds  and  Stamps. 

"The  test  of  whether  expenditures 
for  advertising  are  deductible  is 
whether  they  are  ordinary  and  nec- 

essary and  bear  a  reasonable  rela- tion to  the  business  activities  in 
which  the  enterprise  is  engaged. 
This  is  not  intended  to  exclude  in- 

stitutional advertising  in  reasonable 
amounts  or  goodwill  advertising  cal- 

culated to  influence  the  buying  hab- 
its of  the  public.  If  such  expendi- 

tures are  extravagant  and  out  of 
proportion  to  the  size  of  the  com- 

pany or  to  the  amount  of  its  adver- tising budget  in  the  past,  or  if  they 
are  not  directed  to  public  patronage 
which  might  reasonably  be  expected 
in  the  future,  such  payments  will  be 
disallowed  as  deductions. 
"The  above  general  tests  are 

equally  applicable  in  determining 
the  deductibility  of  amounts  ex- 

pended for  institutional  or  goodwill 
advertising  which  promotes  the  sale 
of  War  Bonds  and  Stamps." 

Rochester's  Most  Modern  Furniture  Store 

WHEC  Furnishes  The  Medium  — 

WEIS  &  FISHER'S  Furnish  The  Homes 
IT  TAKES  a  lot  of  business  acumen  to  keep  going  as  long 

as  Weis  &  Fisher's.  In  a  field  where  competition  is  extremely 
keen,  this  firm  has  grown  steadily  in  both  size  and  reputation 
for  more  than  sixty  years. 

How  natural  then,  when  confronted  with  / 
the  question  of  radio  advertising,   for  v>  j  ' 
Weis  &  Fisher  to  rely  heavily  on  WHEC  N\ 
to  reach  the  prosperous  Rochester  market.  'J 

WHEC 

ROCHESTER,NiI: BASIC  CBS       McKinney  &  Son,  Representative 
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AEF  Tour  Project 

Receives  Approval 
Hollywood  Agencies  and  Stars 
Endorse  Army  Morale  Plan 

UNANIMOUS  approval  of  a  plan 
for  top  radio  stars  to  entertain  the 
AEF  for  periods  of  four  weeks 
each,  was  accorded  when  talent 
and  advertising  agency  executives 
met  Dec.  3  in  Hollywood  Radio 
City.  Kay  Kyser,  star  of  the  weekly 
NBC  College  of  Musical  Knowledge, 
sponsored  by  American  Tobacco 
'Co.  (Lucky  Strike  cigarettes),  and 
also  chairman  of  the  talent  com- 

mittee of  the  OWI,  presided. 
Although  no  definite  plan  of 

operation  was  set  up,  all  talent  at- 
tending favored  the  proposal  ad- 

vanced by  the  OWI  and  Special 
Services  Bureau  of  the  War  Dept. 
Suggested  project  would  be  put 
into  operation  early  next  year  with 
many  of  the  high  Crossley  shows 
flown  abroad  as  morale  builders 
for  service  men  waiting  call  to 
battle. 

To  Use  Substitutes 

Under  the  plan,  which  is  now 
being  presented  to  advertisers  for 
approval,  various  radio  stars  would 
pinch  hit  on  sponsored  shows  for 
those  on  entertainment  overseas 
■duty.  It  is  believed  that  if  the  pro- 

ject can  be  worked  out  satisfac- 
torily by  the  talent,  there  will  be 

no  objection  on  part  of  advertis- 
•ers. 

For  promulgation  of  a  more  defi- 
nite plan  drafted  from  suggestions 

of  the  involved  performers  and 
their  agencies,  a  similar  session 
"will  be  held  in  Hollywood  in  late 
December,  it  was  said.  Besides 
Kyser,  speakers  at  the  initial  meet- 

ing were  Lt  Col.  Marvin  Young  of 
Special  Services  Bureau  and  for- 

merly producer  of  NBC  Holly- 
wood; Morgan  Wallace  of  USO- 

Camp  Shows ;  and  Sidney  N.  Strotz, 
NBC  western  division  vice-presi- 
dent. 

EARLY  MORNING  SHIFT 

BONUS  based  on  earnings  for  the 
jear  will  be  paid  in  the  form  of  6% 
tax  savings  notes  to  the  1,000  em- 

ployes of  the  Louisville  Courier-Jour- 
nal and  Times,  inchiding  WHAS,  it 

was  announced  Dec.  10  by  Mark  Eth- 
ridge,  publisher.  Employes  now  in  the 
armed  services  will  be  included  up  to 
the  time  they  left. 

In  the  first  glow  of  sunrise  before  the  morning  shift  begins. 
The  towers  stand  silhouetted  against  the  sky. 

By  the  early  morning's  light,  their  rugged  grandeur  seems Lacy  and  ethereal  to  the  eye. 

Soon  from  their  lofty  peaks  the  unseen  carrier  will  hurl 
To  the  waiting  world 
News  —  music  —  laughter  and  song ;  a  veritable  panorama 
Of  sound  unfurled. 

What  news  of  victories,  or  defeat,  from  these  towers 
Will  come  todaj^? 
Only  the  passing  hours  will  tell,  for  that 
No  one  can  say. 

For  the  man  on  the  early  shift  it  remains  a  lasting  thrill 
To  send  those  first  words  out  on  the  morning  air  so  still, 
While  skyward  the  towers  seem  imbued  with  life  anew 
As  they  hurl  the  morning's  first  words  and  music  out  to  you. Thomas  Nelson 

KHSL,  Chico,  Cal. 

GE  SURVEYS  FM 

Listener  Reaction  Favors 

 Quality  and  Tone  
FM  BROADCASTING  recently  re- 

ceived an  anonymous  survey,  con- 
ducted by  General  Electric  in  14 

cities  through  an  independent  re- 
search organization.  During  the 

study  the  fact  that  the  survey  was 
being  made  on  behalf  of  a  manu- 

facturer of  FM  receivers  was  not 
mentioned,  as  hundreds  of  FM  set 
owners  were  interviewed.  Their 
names  were  secured  from  dealers 
in  each  of  the  cities  covered. 

Here  is  what  the  survey  de- 
veloped: 
79%  of  those  interviewed  are 

satisfied  with  the  FM  quality  of 
reception. 

85%  believe  FM  quality  a  decided 
improvement  over  regular  broad- 
casts. 

75%  tune  in  on  FM  stations  more 
than  once  a  week;  over  50%  listen 
to  FM  at  least  once  a  day. 
91%  would  recommend  a  set 

equipped  with  FM  to  their  friends. 
45%  believe  that  "improved  tone 

quality"  is  the  best  FM  advantage; 
41%  think  "freedom  from  noise 
and  static"  is  the  most  important. 
79%  said  their  friends  had  lis- 

tened to  FM  on  their  radio,  and 
that  90%  of  their  opinions  were 
"favorable". 

BILL  GOODWIN,  announcer-actor 
on  the  CBS  Burns  &  Allen  Show, 
sponsored  by  Lever  Bros.  Go.  (Swan 
soap),  will  portray  Capt.  Nunes  in 
the  Paramount  film  "So  Proudly  We 

Hail". 

HAVE  YOU  SEEN  HENRY 

.  .  .  The  Pole  Vaulting  Fish? 

If  not,  visit  beautiful  WAKULLA  SPRINGS,  20  miles  south 
of  Tallahassee,  Florida.  See  enchanting  underwater  scenes  and 
thousands  of  rare  fish  through  the  glass  bottom  boat.  Enjoy 
a  boat  cruise  through  primeval  Florida  jungles.  See  the  new 
home  of  underwater  photography.  Swim  in  the  crystal  clear 
water  of  the  world's  largest  single  spring,  and  relax  in  Florida's healthful  sunshine. 

The  Perfect  Place  to  Spend  Your  Vacation 

MODERN  LODGE 

Write  for  free  booklet  and  rates: Wakulla  Springs  Lodge 
Wakulla,  Florida 

Latins  Will  Study 

Techniques  in  U.  S. 
Radio  Observers  Also  Are  to 
Serve  as  Consultants 
LATIN  AMERICAN  radio  people 
will  be  given  an  opportunity  to 
study  American  broadcasting  tech- 

niques and  in  turn  will  serve  as 
consultants  on  shortwave  programs 
directed  to  their  respective  coun- 

tries through  a  project  sponsored 
by  the  Office  of  the  Coordinator  of 
Inter-American  Affairs. 

Plans  call  for  the  selection  of  ten 
professional  radio  workers  to  be 
brought  to  this  country  in  January 
for  a  six-month  period  of  training 
and  consultation  with  the  OCIAA. 

Picking  Candidates 

One  representative  from  each  of 
the  following  countries  will  be 
chosen:  Argentina,  Chile,  Colom- 

bia, Ecuador,  Mexico,  Peru,  Uru- 
guay, and  three  Central  American 

Republics.  Various  Latin  American 
radio  organizations  are  now  being 
invited  to  submit  qualifications  of 
likely  candidates  from  the  produc- 

ing, writing  and  announcing  fields. 
The  group  will  spend  a  major 

portion  of  its  time  with  the  New 
York  office  of  the  OCIAA,  and  the 
remainder  with  Washington  head- 

quarters, making  a  first-hand  ob- servation of  broadcasting  processes 
in  American  studios.  Members  of 
the  group  will  also  be  available  in 
a  consultant  capacity  to  the  native 
Latin  American  personnel  of  the 
OCIAA  for  radio  programs  direct- 

ed to  their  respective  countries,  and 
in  some  instances  will  handle  actual 
assignments. 

The 

CLEVELAND 

ORCHESTRA 
Broodcosft 

A  NEW  SERIES  OF  WORLD-WIDE 
RADIO  CONCERTS 

SATURDAYS  5  TO  6  pmLW.T. 
Over  the  Columbia  Broadcasting  System  and 

Shorl-Wave  Around  the  World 

Sponsored  by  Radio  Station  W-G-A-R  Cleveland 

Beer  Time  Is  Increased 

To  Meet  Cap  Shortage 
RESEARCH  Co.  of  America,  New 

York,  has  released  a  "Basic  Mar- 
keting Chart  of  the  United  States", originally  prepared  for  its  own 

clients  by  A.  Edwin  Fein,  general 
manager,  to  record  basic  facts  and 
figures  for  each  state  and  geo- 

graphic area.  Among  the  figures 
included  are  those  on  population, 
retail  sales,  income  tax  returns, 
distribution  of  families,  housing 
facilities  and  equipment,  such  as 
telephones  or  radios,  and  educa- tional status. 

The  company  also  released  a  re- 
port last  week  on  beer  sales  in  the 

United  States  for  the  first  10 
months  of  1942.  Total  was  54,615,- 
989  barrels  as  compared  with  48,- 
175,566  for  the  corresponding 
period  in  1941,  an  increase  of 
13.4%.  According  to  the  report,  ad- 

vertising by  leading  brewers  in- creased substantially  in  recent 
months  "to  circumvent  the  pros- 

pective loss  in  beer  sales  volume 
due  to  WPB  restrictions  which 
limit   the   purchase   of  bottle 

UP  War  Correspondents 
Address  New  York  Club 

WARTIME  experiences  of  two 
United  Press  correspondents,  re- 

cently returned  to  this  country, 
highlighted  the  Dec.  9  meeting  of 
the  Radio  Executives  Club  of  New 

York,  designated  as  "United  Press 
Day".  Walter  Rundle,  sales  promo- 

tion manager  of  UP,  handled  ar- 
rangements. 

Robert  Bellaire,  manager  of  the 
news  service's  Tokyo  bureau,  told 
of  a  typical  day  of  prison  life  in 
Tokyo  during  his  internment  there 
with  other  American  correspon- 

dents, prior  to  returning  on  the 
S/S  Gripsholm.  Desert  warfare  and 
the  attitude  of  the  Russian  people 
toward  the  Nazis  was  outlined  by 
Virgil  Pinkley,  European  manager 
of  UP,  who  has  been  covering  war 
in  those  areas. 

Out-of-town  guests  at  the  lunch- 
eon included  Nathan  Cook,  WIBX, 

Utica;  Winslow  Leighton,  WSNY, 
Syracuse;  Bernie  Goodrich,  WHCU, 
Ithaca;  John  Carey,  WIND,  Gary; 
Robert  T.  Mason,  WMRN,  Marion, 
Ohio;  Ronald  Woodyard,  WING- 
WIZE,  Dayton;  Norman  Brown, 
WSUN,  St.  Petersburg,  and  Grace 
Gibson,  Transcription  Co.  of  Amer- 

ica, Hollywood.  It  was  announced 
that  this  week's  meeting  would  be "WABC  Day". 

War  Songs  Rated 
BEST  WAR  SONG  to  be  published 
professionally  during  the  year  end- 

ing Dec.  7,  1942,  is  "Praise  the 
Lord  and  Pass  the  Ammunition", in  the  opinion  of  a  board  of  judges 
from  the  radio  and  music  fields, 
charged  with  making  an  award 
initiated  by  Barry  Wood,  NBC 
singer  on  Hit  Parade  [Broadcast- 

ing, Dec.  7].  Announcement  was 
made  last  week  on  the  NBC  pro- 

gram. Frank  Loesser,  who  wrote 
the  song,  received  a  plaque  by 
proxy  —  a  private,  stationed  in 
California,  he  was  unable  to  be  on 
hand  at  the  presentation.  Runners- 
up  in  the  contest  were:  'This  Is  the 
Army,  Mr.  Jones,"  and  "Just  a 
Letter  From  Home". 
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ASCAP  DISTRIBUTES 

Vt/A^DS  FOR  QUARTER 
DISTRIBUTION  of  roughly  $1,- 
150,000  for  the  fourth  quarter  of 
1942  to  ASCAP  members  was 
authorized  last  Thursday  by  the 

"  'society's  board  of  directors.  This 
brings  the  total  disbursements  for 
the  year  to  more  than  $4,300,000, 
3f  which  some  $3,000,000  came 
'from  the  broadcasting  industry. 
■  Robert  L.  Murray,  public  rela- 
=tions  directors  of  ASCAP,  leaves 
this  week  on  a  Western  trip  ex- 

pected to  last  from  four  to  six 
weeks,  during  which  he  will  confer 
with  state  officials  of  Wisconsin, 
North  Dakota,  Washington,  Kan- 

sas and  Nebraska  in  an  effort  to 
straighten  out  details  in  the  laws  of 
;those  States  and  so  enable  ASCAP 
;o  resume  operations  within  their 
boundaries.  Pointing  out  that 
ASCAP  is  willing  to  comply  with 
whatever  requirements  a  State 
deems  necessary  for  the  protection 
of  its  citizens,  Mr.  Murray  said  that 
ilASCAP  does  object  to  being  out- 

lf(5lawed  in  any  state  and  that  during 
this  trip  he  hopes  to  reach  an 
understanding  which  will  eliminate 
that  condition  in  these  States. 

^  ,  In  the  State  of  Washington, 
"ASCAP  has  recently  filed  a  suit 
(Cor  a  declaratory  judgment  of  its 
rights  under  the  statute  of  that 
State,  naming  as  defendants  the 
Secretary  of  State,  the  attorney 
general  and  associations  and  indi- 

viduals who  are  users  of  music. 
'A.SCAP's  contention  is  that  it  has 
Jilready  complied  with  the  require- 
■nents  of  the  law  of  the  State  for 
-icensing  public  performances  of 
nusic  and  that  the  defendants  are 
n  error  in  claiming  that  the  So- 
,;iety  has  failed  to  comply  with  the 
[State's  copyright  law.  Suit  is  de- 
jrigned  to  clarify  the  exact  require- ments of  the  law. 

Iceland  Pickup 
WTAG,  Worcester,  planned 
to  stage  a  War  Bond  selling 
show  Dec.  14  at  5:10  p.m., 
featuring  an  address  by  As- 

sistant Secretary  of  the 
Treasury  John  L.  Sullivan 
and  pickups  from  England 
and  Iceland,  where  Worcester 
men  are  to  be  heard.  From  a 
local  war  plant  were  to  come 
interviews  with  workers.  The 
program  was  designed  to  sell 
$300,000  more  bonds  than  in 
November,  with  a  bomber  to 
be  named  for  Worcester. 

IN  KANSAS  CITY 

Basic  Blue  Network 

MORE  PULL 

MORE  COVERAGE 

FOR  YOUR  MONEY 

National  Representative 
JOSEPH  HERSHEY  McGILLVRA 

Hope  Is  Named  Champion  of  Champions 

In  Motion  Picture  Daily^s  Radio  Poll 
FOR  THE  SECOND  consecutive 
year  Bob  Hope  has  been  voted  the 
"Champion  of  Champions"  by  the more  than  600  radio  editors  and 
columnists  of  United  States  and 
Canadian  newspapers  in  the  seventh 
annual  radio  poll  conducted  by  Mo- 

tion Picture  Daily. 

The  year's  outstanding  new  star was  Dinah  Shore,  while  the  award 
for  the  most  effective  film  player 
on  the  radio  also  went  to  a  woman 
— Madeleine  Carroll.  Among  the 
new  classifications  introduced  in 

this  year's  poll  was  an  award  to 
Herb  Shriner  as  the  most  promis- 

ing star  of  tomorrow ;  best  program 
for  women  to  the  Martha  Deane 
progx-am,  conducted  by  Marian 
Young,  and  best  musical  show,  won 
by  The  Pause  That  Refreshes  on 
the  Air. 

Cecil  Brown,  CBS  correspondent, 
won  the  editor's  citation  for  his 
broadcasts  from  the  Pacific  area, 
winning  the  best  news  job  per- 

formed in  radio  in  1942,  while  CBS' 
all-around  coverage  of  news  won 
second  place  in  that  category.  Best 
commercial  war  program  was 
Cheers  From  the  Camps,  and  best 
Government  war  program  was  The 
Army  Hour. 

Asked  to  state  which  network 
and  which  local  station  had  given 
them  the  best  news  service  during 
the  year,  the  radio  editors  selected 
CBS  as  the  network  with  the  best 
publicity  department,  while  WGN 
and  WBBM,  Mutual  and  CBS  out- 

lets in  Chicago,  respectively,  tied 
for  first  place  in  the  local  station 
group. 

The  poll  results  follow: 
Champion  of  Campions  —  Bob  Hope, 

Fred  Allen,  Fibber  McGee  &  Molly. 
Most  Promising  Star  of  Tomorrow  ■ — 

Herb  Shriner,  Cass  Daley,  Garry  Moore. 
Comediennes — Fanny  Briee,  Molly  McGee, Graeie  Allen. 
Master  of  Ceremonies  —  Bing  Crosby, 

Clifton  Fadiman,  Don  Ameche. 
Male  Vocalist  (Popular) — Bing  Crosby, 

Dennis  Day.  Barry  Wood. 
Female  Vocalist  (Popular)  —  Dinah 

Shnre.   Kate  Smith.   Ginny  Simms. 
Studio  Announcers — Ken  Carpenter,  Don 

Wi'son.  Harry  von  Zell. 
Sports  Announcers  —  Bill  Stern,  Ted 

Hnsing,   Red  Barber. 
Symphonic  Conductors — Arturo  Toscanini, 

Leopold    Stokowski,    Eugene  Ormandv. 
Years  Outstanding  New  Star  —  Dinah 

Shore.   Zero  Mostel,  Red  Skelton. 
Comedians  —  Bob  Hope,  Jack  Benny, 

Fred  Allen. 
Comedy  Teams — Fibber  McGee  &  Molly, 

Burns  &  Allen,  Jack  Benny  &  Mary  Liv- ingstone. 
Film  Players  on  Air — Madeleine  Carroll, 

Lionel   Barrymore,   Orson  Welles. 
Male  Vocalist  (Classical)  —  Richard 

Crooks.  Nelson  Eddy,  .John  Charles  Thomas. 
Female  Vocalist  (Classical)  —  Gladys 

Swarthout.  Lily  Pons.  Vivian  della  Chiesa. 
Commentators  —  Raymond  Gram  Swing, 

H.  V.  Kaltenborn.  Boake  Carter. 
Women  Commentators — Dorothy  Thomp- 

son, Kate  Smith,  Sheelah  Carter. 
Symphonic  Orchestras — New  York  Phil- harmonic. NBC  Symphony  Orchestra, 

Philadelphia  Orchestra. 
Dance  Bands  (Swing)  —  Harry  James, 

Benny  Goodman,   Tommy  Dorsey. 
Morning  Programs  —  Breakfast  Club, 

Everything  Goes,  Vic  and  Sade. 
Dramatic  Series — One  Man's  Family,  The Aldrich  Family.  Mr.  District  Attorney. 
Variety  Proerams  —  Kraft  Music  Hall, 

Bob  Hope,  Fibber  McGee  &  Molly. 
Programs  for  Children  —  Let's  Pretend, Quiz  Kids,  Lone  Ranger. 
Musical  Shows — Pause  that  Refreshes  on 

the  Air,  Telephone  Hour,  *Fred  Waring's Victory  Tune  Time,  *Cities  Service  Con- 
cert.   *Kraft  Music  Hall. 

Educational  Programs — School  of  the  Air of  the  Americas.  University  of  Chicago 
Round  Table,  Town  Meeting  of  the  Air. 
Commercial  War  Programs — Cheers  from 

the  Camps,  Stage  Door  Canteen,  Vox  Pop. 
Dance  Bands  (Sweet) — Guy  Lombardo, 

Sammy  Kaye,  Fred  Waring. 

Daytime  Serials — Vic  and  Sade,  Against the  Storm,  David  Harum. 
Dramatic  Programs — Lux  Radio  Theatre, 

Cavalcade  of  America,  Screen  Guild  Play- ers. 
Programs  for  Women  —  Martha  Deane, 

*Bessie  Beatty,  *Kate  Smith,  *Mary  Mar- 
garet McBride,   *Breakfast  at  Sardi's. Comedy  Shows — Bob  Hope,  Fibber  Mc- Gee &  Molly,  Jack  Benny. 

Quiz  Shows  —  Information  Please,  Quiz 
Kids,  Truth  or  Consequences. 
News  Job  by  Radio  in  1942  —  Cecil 

Brown,  Ail-Around  Coverage,  John  Van- 
dercook's  News  of  the  World. 
Government  War  Programs — The  Army 

Hour,  Treasury  Star  Parade,  Men,  Ma- chines and  Victory. 

New  Order  Lowering  Age 

Of  Service  Assists  Radio 

SINCE  President  Roosevelt's  Ex- 
ecutive Order  revamping  the  man- 
power structure  also  lowered  the 

age  group  for  military  service  to 
38,  it  now  appears  likely  that  the 
radio  broadcasting  industry  will 
derive  a  larger  pool  of  essential 
employes,  according  to  an  an- 

nouncement by  the  NAB  last  Fri- 
day based  upon  the  results  of  its 

Manpower  Survey  Questionnaire. 
Stations  which  participated  in 

the  survey  were  requested  to  list 
key  men  from  20-45  and  600  sta- 

tions listed  2,488  employes  as  "nec- 
essary". Reducing  the  age  limit 

for  military  duty  to  38  provides 
another  510  essential  men. 

OWI  Names  Trimmer 
FRED  H.  TRIMMER  was  named 
last  Monday  as  administrative 
officer  for  the  OWI  Bureau  of 
Communications  Facilities,  serving 
as  an  assistant  to  Murry  Brophy, 
OWI  facilities  chief.  Mr.  Trimmer 
has  served  in  various  administra- 

tive capacities  with  the  Office  of 
Emergency  Management  and  Fed- 

eral Housing  as  well  as  with 
private  industry. 

Now  Col.  White 
LT.  COL.  EDWIN  L.  WHITE, 
former  FCC  principal  engineer, 
last  week  was  promoted  to  a  full 
colonelcy.  He  has  been  transferred 
from  the  Air  Forces  Foreign  Serv- 

ice Concentration  Command  to  the 
post  of  communications  officer  with 
the  Army  Air  Transport  Command, 
and  is  understood  to  be  slated  for 
foreign  duty. 

POSTER  STAMPS 

A  TIMELY  ANSWER 

FOR  AN  EFFECTIVE 
PREMIUM  PROGRAM 

Replaces  plastics  or  metal. 
Investigate  this  proven  quick 
action  premium  program.  Ex- 

clusive applications  can  tie-in 
with  products,  travel  and  re- 

sorts. Interesting  and  appeal- 
ing. Send  for  case  histories 

and  detailed  information  of 
How  You  Can  Use  Poster 
Stamps  EfFectively  —  at  Low Unit  Cost.  No  obligation. 

CREATING 

Amicizia 
Freindshaft 

Przyjazn 
Amistad 
Freundschaft 

FRIENDSHIP  is  spelled  difFerently  in  every 

language  but  5,000,000*  listeners  in 
greater  New  York  have  learned  to  identi- 

fy WBNX  as  the  FRIENDLY  VOICE  of 
their  own  tongue.  All  of  which  adds  up 
to  proven  sales  satisfaction  for  na- 

tional and  regional  advertisers  In  the 
world's  richest  market.  For  effective  yet 
economical  coverage  of  metropolitan  New 
York,  WBNX  is  an  outstanding  value. 

Over  70%  of  New  York's  popu- 
lation is  foreign  born  or  of  for- 

eign parentage. 

Winner  of  the  PEABODY 

CITATION  for  Public  Ser- 
vice to  Foreign  Language Groups. 

J 

Mid- States  Gummed  Paper  Co. 
2515  S.  Damen  Avanua,  Chicago,  III. 

WBNX 

5000  Watts  i 

FOR  OFFENSE  >,,^ff.^,f>j' 

FOR  DEFENSE  J'Vg;^^-^ 
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Radio  News  Policy 

In  Canada  Studied 

Press   Service  Cooperation 
Topic  at  Board  Meeting 
POLITICAL  broadcasts  and  news 
featured  the  meeting  of  the  Ca- 

nadian Broadcasting  Corp.  Board 
of  Governors  meeting  at  Ottawa, 
Dec.  7-8,  the  first  meeting  since  the 
change  in  general  managership 
from  Gladstone  Murray  to  Dr.  J. 
S.  Thomson.  Presiding  was  Rene 
Morin,  Montreal,  whose  appoint- 

ment as  chairman  of  the  CBC 
Board  was  recently  renewed  for 
three  years. 

The  board  discussed  with  repre- 
sentatives of  the  Canadian  Press 

arrangements  for  cooperation  be- 
tween the  CBC  and  CP  in  CBC  bul- 
letins. Both  CP  and  British  United 

Press  at  present  supply  news  free, 
the  news  being  prepared  by  the 
CBC  News  Bureau  and  not  com- 

mercially sponsored. 
Lease  of  CFPR,  Prince  Rupert, 

B.  C.  [Broadcasting,  Nov.  30]  by 
the  CBC  was  discussed,  particularly 
from  the  viewpoint  of  supplying 
programs  to  the  armed  forces  in 
the  Northern  British  Columbia  re- 

gion where  reception  is  not  good 
and  where  landlines  are  few.  A 
pension  fund  for  CBC  staff  mem- 

bers was  approved  in  principle,  the 
fund  to  be  on  a  contributory  basis 
and  to  provide  for  retiring  annui- 

ties at  65. 
The  board  ruled  that  no  politi- 

BALTIMORE'S  BLUE 

V  NETWORK 

l^W^  OUTLET 

Elmer,  President  ^^^H 
rge  H.  leeder.  Gen,  Menage/'^^^l National  Kepresentatlves: 

SPOT  SALES,  INC. 
New  York  -  Chisago  -  Son  FrantiKo 

PROFESSOR  JERRY  COLONNA  took  on  extra  curricular  duties  re- 
cently when  the  Bob  Hope  Show  sponsored  on  NBC  by  the  Pepsodent 

Co.,  Chicago,  made  a  non-broadcast  appearance  at  Scott  Field,  111.  to 
probe  into  the  why  and  wherefore  of  NBC  engineering  equipment.  En- 

deavoring to  carry  on  in  spite  of  the  professor's  able  assistance  are 
(1  to  r)  Bob  Jensen,  G.  J.  DeVlieg,  engineers,  and  Jack  Hill,  producer. 

cal  program  or  speech  will  be  per- 
mitted "which  by  means  of  a  me- 

chanical reproduction  achieves  in- 
directly or  by  evasion  what  a  rul- 

ing of  the  CBC  prohibits",  the board  statement  reads.  The  board 

upheld  General  Manager  Thomson's decision  in  refusing  to  grant  the 
Conservative  Party  permission  to 
purchase  time  it  had  already  been 
refused  on  a  sustaining  basis.  It 
agreed  to  give  time  to  the  prospec- 

tive new  Conservative  Party  leader 
on  Dec.  14  in  the  event  a  new  leader 
had  been  appointed  by  that  time. 

Present  were  Rene  Morin,  Mon- 
treal; J.  W.  Godfrey,  Halifax;  Rev. 

Canon  W.  E.  Fuller,  Saskatoon; 
Dean  Adrien  Pouliot,  Quebec;  R. 
Rowe  Holland,  Vancouver;  E.  H. 
Charleson,  Ottawa. 

CBC  Election  Policy 

A  POLITICAL  furore  has  devel- 
oped in  Canada  over  refusal  of  the 

Canadian  Broadcasting  Corp.  to  al- 
low network  time  for  the  National 

Conservative  Convention  at  Winni- 
peg, where  the  party  is  to  elect  a 

new  leader.  In  an  official  state- 
ment answering  Gordon  Graydon, 

national  chairman  of  the  Conser- 
vative party,  CBC  general  mana- 

ger, Dr.  J.  S.  Thomson  stated  that 
the  CBC  board  of  governors  had 
been  consulted  on  the  subject  and 
"their  decision  was  that  such  a 
broadcast  would  come  under  their 
statement  of  policy  on  controver- 

sial broadcasting.  .  ." 

WCCO,  Minneapolis,  sent  Christmas 
packages  containing  cigarettes,  candy, 
peanuts,  polish  and  gum  to  18  former 
stafE  members  now  in  the  armed 
forces. 

WIBG  Studios  Move 

MOVING  DAY  FOR  WIBG,  Phil- 
adelphia, is  Dec.  16,  when  studios 

and  offices  are  shifted  from  the 
present  Glenside  location  to  new 
quarters  at  1425  Walnut  St.,  Phil- 

adelphia, where  it  will  take  the 
air  the  morning  of  Dec.  17. 

50%
  INC

REASE
 On  top  of  an  all  time  high  for  October,  WIBC's  mail  contain- 

ing proof  of  purchase  showed  an  increase  of  50%  for  the  month 
of  November. 

To  sell  your  merchandise  now  in  metropolitan  Indianapolis  and 
all  over  rural  Indiana  put  your  message  on  WIBG,  the  only 
Indianapolis  station  that  is  programmed  to  reach  both  markets. 

WIBC 

Represented  Nationally  by  Paul  H.  Raymer  Company 

W-E  ACHIEVEMENTS 

IN  WAR  REVIEWED 

A  RECORD  of  what  Western  Elec- 
tric Co.  has  been  doing  during  the 

first  year  of  World  War  II  is  con- 
densed in  a  31-page  booklet  titled 

"The  Western  Front,"  prepared  by 
the  company  under  the  direction 
of  Will  Whitmore,  advertising  su- 

pervisor, for  the  information  of  its 
employes,  as  well  as  in  commemor- ation of  Pearl  Harbor. 

The  addition  of  20,000  women 
workers  brings  the  total  personnel 
at  Western  Electric  to  75,000,  of 
which  43,000  are  men  and  32,000 
women,  the  booklet  discloses,  add- 

ing that  this  represents  a  growth 
from  60,000  a  year  ago  despite  the 
fact  that  13,000  W-E  men  are  now 
in  the  armed  forces. 

The  war  production  this  staff 
has  been  turning  out  includes  an 
extensive  list  of  special  combat 

equipment  ranging  from  radio  tele- 
phones for  airplanes,  tanks,  land 

stations  and  ships  to  specialized 
electronic  equipment  surrounded 
with  military  secrecy.  W-E  also 
has  equipped  more  than  2,000  mili- 

tary camps,  depots,  airfields  and 
arsenals  with  standard  telephone 
apparatus,  cable  and  wire  while 
continuing  to  supply  the  essential 
needs  of  the  Bell  System. 

One  of  the  most  interesting  fea- 
tures in  the  vividly  illustrated 

booklet  is  "The  Invasion  of  Island 
'X'  " — showing  how  "communica- 

tions equipment  made  by  Western 
Electric  helps  our  fighting  men  in 
the  conquest  of  an  enemy  strong- 

hold." 

The  company  looks  ahead  to 
"vastly  greater"  effort  during  the 
coming  year,  according  to  a  state- ment addressed  to  employes  by 

C.  G.  Stoll,  president  of  W-E.  And 
closing  on  the  "Victory"  note,  the 
record  of  the  year  sets  forth  the 
resolve  to  Western  Electric  work- 

ers "that  we  shall  put  into  each 
new  day,  each  week,  each  month 
our  total  strength  in  the  knowledge 
that  our  increased  effort  brings 
victory    and    peace    that  much 

Butler  Honored 

MADISON  BUTLER,  assistant 
chief  inspector  of  the  Stromberg- 
Carlson  Tel.  Mfg.  Co.,  Rochester, 
has  been  awarded  the  highest 
honor  within  the  power  of  the 
War  Production  Board,  for  a  sug- 

gestion and  design  of  a  testing  de- 
vice for  communications  instru- 

ments. The  WPB's  "Citation  of  In- 
dividual Production  Merit,"  was bestowed  on  Butler  by  President 

Roosevelt,  in  a  ceremony  at  the 
White  House,  Dec.  10. 

WAKE  UP...  Your 

Georgia 

//^  Sales 

^  with 

1] 

'J  I 

:atli( 

SWRBL 

31  COLUMBUS 

Represented  by  SPOT  SALES  Inc. 
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CONTROL 

ROOM 

D.  W.  MAT,  formerly  sales  manager 
of  the  metropolitan  New  York  dis- 

tributing branch  of  General  Electric 
Co.,  has  been  named  eastern  regional 
manager  of  the  receiver  division  of 
G-E's  radio,  television  and  electronics 
department.  In  his  new  post,  Mr.  May 
will  direct  regional  sales  of  radio  re- 

ceivers and  renewal  tubes. 

FRED  B.  BEELER  has  joined  KWK, 
St.  Louis,  as  transmitter  engineer. 

R.  E.  TODD,  former  merchant  ma- 
rine operator,  joins  KLZ,  Denver,  as 

a  studio  engineer,  replacing  Jack  Neu- 
bauer,  who  has  become  an  instructor 
fin  the  Army  Signal  Corps. 

HAROLD  HIGBY,  studio  engineer  of 
WHO,  Des  Moines,  recently  became 
the  father  of  a  girl. 

BILL  BRENNAN,  formerly  record- 
ing engineer  of  the  Wright-Sonovox 

Division  of  Free  &  Peters,  Chicago, 
tias  joined  RCA,  Indianapolis. 

ITED  SOUZA  and  Merle  Hannah,  an- 
;aouncer-technicians  of  KFRE,  Fres- 
^ao,  Cal.,  have  joined  the  Coast  Guard 
jind  Army  radio  branch,  respective- y.  Jack  Mullin  and  Edward  Ramer 
lave  taken  over  their  duties. 

[DICK  PRESENZ  of  the  engineering 
[itaff,  CBR,  Vancouver,  has  returned 
o  Vancouver  after  representing  the 
Oanadian  Broadcasting  Corp.  British 
I!olumbia  region  at  a  CBC  national 
jngineering  conference  at  Ottawa. 

BARRY  WATKINSON,  engineer  of 
Eccles  Disc  Recordings  Inc.,  Holly- 
vood  transcription  concern,  has  eu- 
■isted  in  the  Army  Signal  Corps. 
■TRED  LINES,  new  to  radio,  has 
.,oined  the  engineering  staff  of  WHEB, 
, Portsmouth,  N.  H. 

•»AUL  QUAY  and  Marion  Snedeker, 
ngineers  of  WHK-WCLE,  Cleveland, 
ecently  became  fathers  of  a  boy  and 

'irl,  respectively. 

'iV.  A.  DUFFIELD,  chief  engineer  of 3KY,  Winnipeg,  has  been  promoted 
o  Captain  in  the  Royal  Canadian 
i!!orps  of  Signals,  Reserve  Army. 

''INCE  McMAHON,  operator  of jvKY,  Winnipeg,  recently  became 
ather  of  a  boy,  Thomas  Edward.  Tom 
jewis,  CKY  operator,  has  joined  the 
loyal  Canadian  Air  Force. 

Further  Experiments  in  Video  Sought 

In  Preparation  for  Post-War  Period 
THE  NEED  for  continued  experi- 

mentation in  the  field  of  television 
programming  through  the  war 
period,  to  prepare  for  the  expected 
rapid  development  of  this  industry 
after  the  v^^ar,  is  stressed  by 
American  Television  Society  in  a 
letter  sent  recently  to  the  heads 
of  NBC,  CBS,  Philco  Radio  &  Tele- 

vision Corp.,  Balaban  &  Katz.,  Don 
Lee  Broadcasting  System  and  other 
operators  of  sight-and-sound  sta- 

tions. Copies  of  the  letter  were  also 
sent  to  government  authorities 
concerned  with  television. 

Pointing  out  that  television  is  re- 
garded as  a  "pilot  industry"  for 

post-war  reconstruction,  the  letter 
states  that  "while  we  recognize  the 
need  for  certain  wartime  restric- 

tions and  limitations — and  are  in 
accord  with  the  FCC's  changed 
rulings  permitting  as  little  as  four 
hours  of  weekly  operation — we 
view  with  alarm  the  present  tend- 

ency for  the  transmission  of  mo- 
tion picture  program  material  or 

slides." Post-War  Problems 

Norman  D.  Waters,  ATS  presi- 
dent, in  a  separate  statement,  ex- 

plained that  "at  the  present  time. 
General  Electric  at  Schenectady 
and  DuMont  in  New  York  are  be- 

lieved to  be  the  only  studios  still 
transmitting  live  programs,  as 
CBS  turned  to  motion  pictures  last 
week  and  NBC  has  presented  only 
movies  or  slides  since  last  summer. 
Philco  put  on  live  programs  until 
several  months  ago,  when  their 
studios  were  moved  to  a  new  loca- 

tion, and  have  since  been  engaged 

in  testing." 

GLEN  A.  DAVIS,  for  the  last  13 
years  chief  engineer  of  WCPO,  Cin- 

cinnati, has  left  the  station  to  accept 
a  commission  in  the  Navy. 

WILSON  PACE,  chief  audio  opera- 
tor of  WFBC,  Greenville,  S.  C,  mar- 

ried Miss  Hazel  Hicks,  that  city,  on 
Nov.  26. 

EDWARD  ANTHONY  has  joined 
the  engineering  staff  of  WTAR,  Nor- 

folk, Va.,  where  his  wife,  Virginia 
Anthony,  is  employed. 

The  letter  expresses  confidence 
that,  despite  the  admitted  shortage 
of  equipment  and  manpower,  the 
needs  of  the  "mere  handful"  of 
licensed  television  stations  are  so 
limited  in  comparison  with  their 
"vital  contributions  to  the  develop- 

ment of  this  industry"  that  "steps can  be  taken  to  release  what  will 

be  required." Stating  that  current  events 
abroad  indicate  that  the  war  could 
end  suddenly,  the  letter  continues: 
"Both  government  and  business 
have  an  obligation  to  the  boys  at 
the  fighting  fronts,  to  do  every- 

thing possible  to  be  prepared  for 
the  transition  that  will  become 
necessary  when  tens  of  millions  of 
men  and  women  must  quickly  turn 
from  the  military  services  and  war 
production  to  gainful  peace-time 
employment,  if  catastrophe  is  to 
be  averted. 

"While  war  research  has  been  re- 
sponsible for  great  advances  in 

television  and  electronics  from  a 
technical  standpoint,  this  makes  it 
all  the  more  imperative  that  pro- 

gramming keep  pace,  if  this  great 
industry  of  the  future  is  to  be 
counted  upon  to  step  quickly  into 
the  breach.  The  growth  of  the  in- 

dustry will,  to  a  large  extent,  de- 
pend upon  the  presentation  of  tele- 

vision programs  that  are  good 
enough  to  make  the  public  want  to 

possess  television  receiving  sets." 

Ham  Rule  Suspended 
WARTIME  conditions  have  caused 
the  FCC  to  extend  its  suspension  of 
regulations  governing  licenses  of 
amateur  radio  operators  and  sta- 

tions until  January  1,  1943.  The 
Commission  first  acted  similarly  in 
December  1941  to  protect  those  in 
the  military  service  and  the  con- tinued existence  of  war  made  an 
extension  of  the  suspension  nec- essary. 

WILLIAM  HILLMAN,  news  com- mentator heard  on  the  BLUE  on  a 
local  cooperative  basis,  is  now  bring- 

ing his  listeners  interviews  with  prom- inent Washington  personages. 

TROY.  .  .  ALBANY.  .  .  SCHENECTADY.  . 

Always  a  rich  market  —  now  more  than  ever  a 
booming  market  —  a  buying  market: 

*  Buying  power  1 8  %  greater  than  U.  S.  average. 

*  Ranks  41st  in  population  bu?  24th  in  income.^ 
And  when  it  comes  to  selling  this  great  three-in-on« 

combination,  take  a  look  at  the  station  that  can  prove 
MORE  COVERAGE  PER  DOLLAR 

*SouTce:  Sales  Management,  October  10,  1942 

The  Only  Basic  BLUE  Station  in  the  Tri-City  Area  represented  by  raymer 

AFM  BAN  INCLUDES 

FILM  SOUND  TRACK 

USE  OF  film  sound  tracks  for 
recordings  to  plug  current  and  fu- 

ture motion  picture  releases  is  the 
latest  inclusion  under  the  tran- 

scribed music  ban  handed  down  by 
the  AFM.  Hollywood  film  studios 
and  radio  stations  have  been  thus 
informed  by  Los  Angeles  Musi- cians Mutual  Protective  Assn., 
Local  47,  upon  instruction  from 
New  York  headquarters. 

Since  union  members  are  for- 
bidden to  make  transcriptions  or 

recordings  without  special  permis- 
sion of  James  C.  Petrillo,  president, 

it  was  pointed  out  that  utilizing 
work  of  AFM  members  in  any  film 
for  broadcast  purposes  is  a  vio- 

lation of  the  general  ruling  which 
went  into  effect  on  July  31.  Use 
of  sound  tracks  for  recordings  to 
plug  films  is,  in  effect,  the  same 
as  musicians  recording  directly, 
according  to  the  union. 

New  ban  affects  advertising  cam- 
paigns of  several  film  companies 

who  have  been  transcribing  brief 
musical  excerpts  of  current  pic- 

tures for  radio  release.  Practice 
has  been  to  put  film  sound  on  re- 

cordings and  broadcast  portions  as 
advertising.  While  this  normally 
would  not  involve  musicians,  but 
concerned  actors,  use  of  film  sound 
tracks  was  thought  immune  from 
the  Petrillo  edict.  Since  music,  how- 

ever, backgrounds  the  spoken  word 
and  is  used  for  dramatic  dressing 
and  sound  effects,  ruling  was  or- dered. 

ACCBPTAHCE 

REPEAT Ed 
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ninsH  coiUMMA 
LAND  OF  OffOiTUMITy 

560  KC 
5000  WATTS 

—Portland,  Maine — 

NASHVILLE.  TENNESS 

THE  NflTIONAl'  LITE  AND  ACCIDENT  [K3UIUNCE  COMPflXY, 

Columbians  Station  for  the 
SOUTHWEST 

KFH 

WICHITA 

KANSAS 

Call  Any  Edward  Petry  Office 

NAB  First  District 
(Continued  from  page  H) 

meeting  for  station  managers  was 
conducted  simultaneously  with  a 
meeting  of  sales  managers,  over 
which  Kingley  F.  Horton,  of 
WE  EI,  district  chairman,  pre- 

sided. The  managers  listened  to  a 
discussion  of  the  AFM-Petrillo 
problem  by  President  Miller,  who 
hurried  from  Washington  to  par- 

ticipate in  the  second  day's  ses- sion. 

The  delegates  unanimously  en- 
dorsed the  OWI  allocation  plan, 

the  retail  promotion  committee 
plan,  and  the  NAB  board  stand  on 
the  Petrillo  situation.  At  the  sales 
managers  session.  Miss  Linnea 
Nelson,  timebuyer  for  J.  Walter 
Thompson  Co.,  New  York,  out- 

lined what  buyers  want  to  know. 
Dr.  Robert  Elder,  of  Lever  Bros., 
a  pioneer  in  broadcast  economics, 
also  addressed  the  session. 

The  second  day's  luncheon  was 
featured  by  a  discussion  by  Irv- 

ing T.  McDonald,  news  analyst, 
who  covered  "A  World  at  War". 
The  second  day's  session  concluded 
with  further  discussion  of  the  re- 

tail promotion  committee  plan  and 
of  other  sales  problems,  with  Mr. 
Horton  presiding. 

The   attendance   included : 

Ben  Adier,  RCA  Mfg.  Co.;  A.  N.  Arm- 
strong Jr.,  WoOP;  C.  E.  Arney  Jr., 

NAB;  Jack  Atwood,  WDRC ;  Lewis  H. 
Avery,  NAB;  T.  F.  Allen,  WFCI;  Claude 
Barrere,  NBC  Recording ;  F.  E.  Beiber, 
WTHT;  Samuel  Berkett,  ASCAP;  Winslow 
Bettinson,  WHEB ;  Milt  Blink.  Standard 
Radio;  Haskell  Bloomberg,  WLLH;  F.  E. 
Bowes,  WBZ;  John  J.  Boyle,  WJAE;  Q. 
A.  Brackett,  WSPR;  Major  Walter  Brown, 
Army ;  A.  R.  Brayshaw,  Press  Assn.;  W. 
T.  Bush,  WPRO;  David  Carpenter, 
WKNE ;  Vincent  H.  Chandler,  WMUR : 
Earle  Clement,  WLNH;  C.  G.  Delaney, 
WTHT;  L.  G.  Decastillo,  WEEI ;  Robert 
F.  Donahue,  WLLH;  Monroe  B.  England, 
WBRK;  Robert  Feldman,  WMAS. 

Harold  E.  Fellows,  WEEI;  Lawrence 
Flynn,  WMEX;  Bert  Georges,  WHEB; 
Harry  D.  Goodwin,  WBZ;  Stanley  W. 
Goulden,  RCA;  Warren  Greenwood, 
WHAI ;  Martin  Gunther,  WHEB ;  Walter 
Hackett,  Office  of  War  Information,  Bos- 

ton; Capt.  Jack  Harris,  Army;  Carl  Hav- 
erlin,  OWI-BMI;  Sheldon  B.  Hickox  Jr., 
NBC;  E.  E.  Hill,  WTAG;  K.  F.  Horton, 
WEEI;  Don  Horter,  WBZ;  Staff  Sargeant 
H.  Y.  Hurtwitz,  Marine  Corps;  W.  E. 
Jackson,  Westinghouse;  Walter  C.  John- 

son, WTIC. 
Robert  S.  Keller,  AMP ;  George  F. 

Kelly  Jr.,  WCSH;  Robert  Kelley ;  Elmer 
Kettell,  NBC;  H.  W.  Koster,  WPRO;  H. 
L.  Krueger,  WTAG;  Cy  Langlois,  Lang- 
Worth;  George  Lasker,  WORL;  W.  H. 
Latham,  WSPR;  William  Malo,  WDRC; 
Jack  Manning,  Army;  John  J.  Matheson, 
WHDH;  John  Mayo,  AMP;  Harold  H. 
Meyer,  WSRR ;  R.  Howard  Milner,  WBZ ; 
P.  J.  Montague,  WHYN;  Paul  W.  Moren- 
cy,  WTIC ;  Harold  B.  Morrell,  WLAW ; 
Thomas  C.  McCray,  WTIC;  Miss  Betty 
McDonald,  Army;  H.  W.  Nichols,  WHAI; 
Miss  E.  Palmer,  WTAG;  William  S.  Pote, 
WMEX;  Capt.  William  H.  Price,  Marine 
Corps. 
William  H.  Rines,  WCSH;  Ashley  L. 

Robinson,  WORL;  Irving  E.  Rogers, 
WLAW;  Manuel  Rosenberg,  The  Adver- 

tiser; Robert  Sanford,  WORL;  Bill 
Schudt,    CBS;   Ben    Selvin,    AMP;  Alex 

WM 

IN  LOVE  with  their  jobs  are  these  KTUL,  Tulsa,  women  in  key  positions  :| 
Betty  Dyer,  switchboard  operator  and  now  a  fully  qualified  control  room 
operator  demonstrates  for  (1  to  r)  Berenice  Ash,  continuity  chief;  Nancy 
Hurd,  announcer;  Dorothy  Ray  Stem,  traffic  manager  and  Lillian  Smith- 
line,  musical  director.  Mrs.  Edythe  Alexander,  personnel  director;  Helen 
Lee,  saleswoman  and  Sylvia  Stecher,  executive  secretary,  not  shown  help 
keep  the  station  going  until  the  men  come  back  from  the  service. 

NBC  Juggles  Lineup  of  Commentators 

With  Shift  of  Morgan  Beatty  to  London 
WITH  announcement  that  Morgan 
Beatty,  NBC  Washington  military 
analyst,  has  been  transferred  to 
the  network's  London  office,  and 
that  Robert  St.  John,  NBC  foreign 
correspondent,  will  succeed  him  in 
Washington,  William  F.  Brooks, 
NBC  director  of  news  and  special 
events,  last  week  effected  a  num- 

ber of  changes  in  NBC's  news  staff 
to  extend  further  the  network's 
coverage  of  world  news. 

Mr.  Beatty  will  go  to  London 
shortly  to  replace  Alex  Dreier,  who 
has  been  serving  in  that  office  most 
recently  and  was  formerly  in  Ber- 

lin for  NBC.  Mr.  Dreier  has  al- 
ready returned  to  this  country,  on 

Dec.  14  resuming  his  daily  NBC 
broadcasts  under  sponsorship  of 
Skelly  Oil  Co.,  Kansas  City. 

The  NBC  Washington  staff  has 
been  further  increased  with  the 
addition  of  Richard  Harkness,  for- 

merly on  the  newsstaff  of  United 
Press  and  a  member  of  the  Wash- 

Sherwood,  Standard  Radio ;  George  E. 
Shrigley,  War  Manpower  Commission,  Bos- ton; David  F.  Shurtleff,  WFEA;  George 
W.  Slade,  WBZ;  Leslie  F.  Smith,  WMUR; 
James  Spates,  WHAI;  Mildred  P.  Stanton, 
WORC;  George  Sutherland,  WFCI;  W. 
Gordon  Swan,  WBZ;  Warren  Teskey, 
WEIM;  Harold  Thomas,  WATR ;  Levon 
Thomas,  WNAB. Howard  W.  Thornley,  WFCI;  Capt. 
Stanley  A.  Ward,  Marine  Corps ;  Pierre 
Weiss,  Lang-Worth;  and  C.  S.  Young, 
WBZ;  Thompson  Guernsey,  WLBZ,  Bang- 

or, Me.;  Dal  Wyant,  WHEB,  Portsmouth, 
N.  H.;  Milton  H.  Meyers,  WEIM,  Fitch- 
burg,  Mass. 

fill 

ington  bureau  of  The  Phila,delphid  \k 

Inquirer.  Carey  Longmire,  news" 
commentator  on  WEAF,  NBC'S New  York  outlet,  and  formerly  a|Kcl 
European  correspondent  for  The 
Neiv  York  Herald-Tribune,  has  also- 
been  transferred  to  NBC  in  the 

Capital Edward  R.  Wallace,  NBC  waiij»tai 
news  editor  in  New  York,  has  beer 
assigned  by  Mr.  Brooks  as  chief 
reporter  for  NBC  in  the  South 
Pacific  area,  with  headquarters  in, 

Sydney,  Australia. Succeeding  John  McVane,  now 
with  General  Eisenhower's  Allied 
headquarters  in  North  Africa  cov-j 
ering  that  phase  of  the  war,  willi 
be  Elmer  W.  Peterson,  noted  Asso- 

ciated Press  correspondent,  who: 
will  join  the  NBC  London  staff 

Peterson,  also  a  radio  commen- 
tator, has  covered  war  in  Spain,' 

China,  Poland,  Denmark,  Norway 
Finland  and  the  Balkans.  He  was; 
chief  of  bureau  for  AP  in  charge 
of  Southeast  Europe  and  chief  of 
bureau  for  Scandinavia  at  the  time 
of  the  German  invasion  of  thos^ 
countries.  He  was  also  in  Warsaw 
in  a  similar  post  for  the  AP  when 
Germany  conquered  that  country. 

till 

'       *^^THERE'S  MORE  FOR  YOUR  MONEY  AT 

BOSTON  F  R  E  D  E  R  I  C  T  O  N  — N.  B. 

^^1000  WATTS— BASIC  C»B.C.  OUTLET 
^ WEED  and  CO.- U.S.  Representatives 

,  CFNB SufHxd 

Meeting  on  Co-Op 
THE  NAB  Code  Committee  was 

scheduled  to  meet  with  representa-' tives  of  NBC,  CBS  and  the  Co 
operative  League  of  the  USA  Dec 
14-15  at  the  Mayflower  Hotel 
Washington,  to  consider  the  prob- 

lem of  selling  time  on  the  air  tc 
the  Cooperative  League  without 
violating  the  language  of  the  NAB 
Code  [BROADCASTING,  Dec.  7].  Net 
works  and  League  officials  are 
slated  to  attend  the  sessions.  Wil- 

liam S.  Hedges  will  represent  NBC 
and  Robert  Smith,  member  of  the 
committee  on  publicity  and  educa- 

tion of  the  Cooperative  League,  will 
represent  that  group. 
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^ive  Sponsored  Programs  Weekly  Slated 

To  Carry  Governments  Bond  Messages 

;IX  commercially-sponsored  net- 
work broadcasts  during  the  week 

f  Dec.  21  will  devote  their  com- 
tiercial  time  entirely  to  the  sale  of 
Var  Bonds  and  Stamps  and  from 
hen  on  an  average  of  five  spon- 
ored  programs  weekly  on  the  net- 
vorks  will  go  on  for  the  Govern- 
nent's  Bond  program,  with  the 
nessage  of  their  regular  sponsors 
:ut  to  a  mere  credit  line  [Broad- 
lASTiNG,  Aug.  31,  Dec.  7]. 
These  broadcasts  are  part  of  a 

general  plan  for  the  drug,  cosmetic 
md  allied  industries  worked  out 
ast  summer  [Broadcasting,  Aug. 
!1],  by  a  policy  committee  headed 
)y  Lee  H.  Bristol,  vice-president  in 
:harge  of  advertising,  Bristol- 
Vlyers  Co.,  in  cooperation  with  the 
Advertising  Council. 

Will  Donate  Time 
Plan  calls  for  advertisers  to  aid 

n  the  war  effort  by  voluntarily 
ionating  5%  of  their  advertising 

( I  ippropriations,  either  in  cash  or  in 
'kind",  to  War  Bond  advertising. 
Instead  of  devoting  5%  of  the  time 
)r  space  of  each  advertisement  to 
;he  Bonds,  this  plan  calls  for  every 
twentieth  advertisement,  either  on 
;he  air  or  in  print,  to  be  devoted 
exclusively  to  Bonds  and  Stamps. 

Allocation  of  network  broadcasts 
of   participating    sponsors  under 

if|il;his  plan  calls  for  two  broadcasts 
i  year  of  each  once-a-week  pro- 

gram, five  broadcasts  annually  of 
the    twice-a-week    programs,  10 
broadcasts  of  the  four-a-weekers 
and  13  of  the  five-times-weekly  pro- 
i;rams  to  be  turned  over  to  the 
Bond  drive.  These  Bond  programs 

flwill  be  spaced  throughout  each  ad- 
ep'i'^ertiser's  yearly  schedule  as  evenly 
*as  possible,  with  allotments  stag- 
tiered  from  schedule  to  schedule  "so 
'that  an  even  flow  of  War  Bond 
iiBffort  is  maintained  and  a  continu- 

ing effect  be  given  to  this  cam- 
'ipaign,"  according  to  the  presenta- 
ition     of     the     plan  distributed 
lithroughout  the  drug,  cosmetic  and 

li^iassociated  industries  in  August. 
A  similar  allocation  plan  was 

prepared  for  magazines,  with  the 
first   advertisement  appearing  in 
Time  for  Dec.  7.  Advertisers  in  spot 

■  radio,   newspapers,   outdoor,  etc., 
were   asked   to   make   their  own 
schedules  for  giving  5%  of  their 
time  or  space  to  the  Bond  drive,  as 
the  committee  felt  that  the  estab- 

WM  AL 

Key  Station 

BLUE  ivetwork; 

WASHIWGTOX,  D.  C. 

lishment  of  allocation  plans  for 
those  media  on  an  overall  basis  was 
impractical. 

Advertisers  donating  network 
time  during  the  week  of  Dec.  21, 
and  their  programs,  are  as  follows : 
Vick  Chemical  Co.,  Dr.  I.  Q.,  NBC, 
Mon.,  9:30-10  p.m.;  Anacin  Co., 
Just  Plain  Bill,  NBC,  Wed.,  5:30- 
5:45  p.m.;  also  Easy  Aces,  CBS, 
Wed.,  7:30-7:45  p.m.;  R.  L.  Wat- 
kins  Co.  (Dr.  Lyons  Toothpowder) , 
Second  Husband,  CBS,  11-11:15 
a.m.;  Charles  H.  Phillips  Chemical 
Co.  (Milk  of  Magnesia),  Young 
Widder  Brown,  NBC,  Thurs.,  4:45- 

5  p.m.;  Kolynos  Co.,  Romance  of 
Helen  Trent,  CBS,  Tues.,  12:30- 
12:45  p.m. 
Grant  Adv.  Agency,  Chicago, 

placed  the  Dr.  I.  Q.  programs;  all 
others  are  handled  by  Blackett- 
Sample-Hummert,  New  York.  Con- 

centration of  the  Bond  commercials 
in  the  early  part  of  the  week  is 
presumably  due  to  the  advent  of 
the  Christmas  holiday  on  Friday. 

Directors  to  Meet 
GOVERNMENT  war  programs  will 
be  discussed  at  the  regular  member- 

ship meeting  of  the  Radio  Dii-eetor's Guild,  Dec.  14  at  the  organizations 
headquarters  in  the  Hotel  Berlvshire, 
New  Yorlv.  Election  of  new  members 
will  take  place  at  this  time.  A  council 
meeting  will  precede  the  membership 
gathering. 

Bailey  Joins  Pearson 
W.  K.  (Bill)  BAILEY,  formerly 
Chicago  manager  of  Spot  Sales,  ra- 

dio representatives,  has  joined  the 
Chicago  office  of  John  E.  Pearson 
Co.  Mr.  Bailey  was  at  one  time  ac- count executive  of  Schwimmer  & 
Scott,  Chicago,  and  also  served  as 
commercial  manager  of  WCAR, 
Pontiac.  Peterson  Kurtzer,  who 
was  formerly  manager  of  the  Chi- 

cago office  of  Spot  Sales,  will  re- 
sume that  position  Jan.  1,  follow- 

ing an  honorable  discharge  from 
the  Navy  because  of  eye  trouble. 

RAYMOND  EDWARD  JOHNSON, 
radio  actor  on  BLUE  programs,  has 

been  given  the  leading  role  in  "The Patriots",  new  Sidney  Kingsley  i)lay 
which  will  start  rehearsal  next  week- 
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WOOD  STARTS  5  kw. 

IN  GRAND  RAPIDS 

NINE  neighboring  cities  sent  their 
mayors  and  city  managers  to  join 
the  celebration  of  George  W.  Tren- 
dle  and  H.  Allen  Campbell  of  the 
King-Trendle  Broadcasting  Corp., 
owners  of  WOOD,  Grand  Rapids, 
and  Stanley  W.  Barnette,  manager, 
upon  the  occasion  of  the  station's increase  in  power  from  500  to  5,000 
watts.  More  than  200  persons  as- 

sembled in  the  ballroom  of  the 
Pantlind  Hotel  for  the  inaugural 
broadcast  last  week. 

Coincident  with  the  power  in- 
crease, the  new  four-building  lay- 

out of  WOOD,  including  the  fire- 
proof transmitting  plant  headquar- 
ters, was  opened.  The  new  equip- 
ment includes  a  control  system 

which  can  be  pre-set  so  that  the 
station  may  be  put  on  the  air  by 
touch  of  a  button.  Among  the 
equipment  features  installed  in  the 
main  plant  is  a  system  whereby  the 
building  is  heated  in  winter,  and 
cooled  in  summer,  by  the  station's tubes.  Emergency  cooking  and 
sleeping  facilities  are  also  provided. 

FOLLOWING  out  its  customary  cov- 
erage of  visits  of  Latin  American  gov- 

ernment officials,  through  shortwave 
broadcasts  to  the  South,  NBC  is  cov- 

ering the  activities  of  General  Ful- 
gencio  Batista,  president  of  the  Re- 

public of  Cuba,  who  arrived  in  this 
country  Sunday,  Dec.  6.  In  addition 
to  special  broadcasts  of  ceremonies  in 
the  general's  honor,  NBC  is  transmit- 

ting a  nightly  resume  of  his  daily  ac- 
tivities, in  collaboration  with  the  CMQ 

network,  and  Radio  Salas.  NBC's  Pan- American  affiliate  in  Cuba. 

220,900  people  in  JeHerson  and 

Orange  counties,  with  a  month- 
ly payroll  of  $4,215,000,000. 

That's  a  lot  oi  people  with  a  lot 
of  mcney.  KFDM  dominates  this 
booming  Guli  Coast  industrial 

area.  There's  where  your  mes- 
sage belongs. 

BLUE  NETWORK 

KFDM 

BEAUMONT 

REPRESENTED  BY  HOWARD  H.  WILSON  CO. 

TRANSMITTER  BUILDING  and  towers  of  the  new  four-building  layout 
of  WOOD,  Grand  Rapids,  which  increased  its  power  to  5,000  w.  Dec.  1. 

Tax  Relief 
(Continued  from  page  9) 

also  have  actual  earnings  figures 
for  other  radio  stations  offering 
similar  services,  and  similarly  sit- 
uated. 

A  Growing  Industry 

Broadcasting  also  compiled  fig- 
ures from  the  reports  of  Dr.  Her- 
man Hettinger  in  the  1942  Broad- 

casting Yearbook,  showing  an  or- 
derly progression  in  the  volume  of 

radio  business  for  the  past  ten 
years.  Although  these  figures  indi- 

cated that  1936-39  were  not  aver- 
age years,  since  the  industry  was 

growing,  a  tax  expert  at  Internal 
Revenue  said  no  special  relief  for 
expanding  industries  is  provided. 
Dr.  Hettinger's  estimates  of  radio 
gross  billings,  made  in  cooperation 
with  Paul  F.  Peter,  NAB  director 
of  research,  show  this  orderly  in- 

crease over  the  last  nine  years: 

1933—$  57,000,000 
1934___  72,887,000 
1935^—  87,524,000 
1936___  107,551,000 

1941___ 

1937___$144,142,000 
1938—  150,118,000 
1939___  171,114,000 
1940   207,956,000 

237,600,000 

Although  these  figures  might  in- 
dicate income  gains  for  broad- 
casters, the  number  of  stations  was 

constantly  expanding  during  these 
years,  jumping  from  610  in  1933  to 
923  on  Dec.  31,  1941.  Expense  of 
operation  has  kept  pace  with  the 
expansion  of  business,  the  average 
income  figures  show.  With  excep- 

tion of  50,000-watt  clear-channel 
stations,    the    average  broadcast 

service  income  has  not  greatly  in- 
creased. 
Internal  Revenue  also  told 

Broadcasting  that  no  special  pro- 
vision in  the  tax  law  will  allow 

broadcasters  any  exemptions  from 
unusually  high  1941  incomes  on 
grounds  that  as  a  service  industry, 
annual  income  may  fluctuate,  and 
that  special  reserves  should  be  per- 
mitted. 

Among  the  other  items  which 
may  give  relief  to  broadcasters  is 
a  provision  in  the  Act  that  any 
change  in  the  capacity  for  produc- 

tion or  operation  of  the  business 
made  subsequent  to  1938  under  an 
agreement  completed  before  Jan. 
1,  1940  shall  be  considered  a  change 
in  the  business  made  during  the 
base  period. 

This  has  been  interpreted,  so 
far  as  radio  is  concerned,  to  mean 
that  a  station  which  agreed  during 
1939  to  change  its  network  affilia- 

tion, or  received  a  construction 
permit  for  increased  power,  need 
not  have  benefitted  from  that 
change  within  the  actual  base  pe- 

riod. If  income  increases  in  subse- 
quent years  as  a  result  of  the 

agreement  made  during  the  "sam- 
ple" period,  an  adjustment  will  be 

permitted  to  increase  the  average 
income  for  the  sample  period,  and 
thus  reduce  the  excess  taxable  in- 
come. 

Intangible  Assets 

Corporations  which  were  not  in 
existence  or  authorized  during  the 

#  Now  Southern  California's  third  most 
powerful  station,  but  fifth  in  cost.  KMPC  ofFers 

absolutely  unsurpassed  coverage  at  lowest 
rates. 

mm 

^ND  WGAR,  CL£VHANDV-NAT10NAL  RIPRtSENTATIVE:  PAUL  H.  RAYMER  CO, 

period  1936-39  will  have  to  deter- 
mine their  tax  on  the  basis  of  capi- 

tal investment.  This  involves  con- 
siderable handicap  to  broadcasters, 

since  the  allowance  is  only  8%  of 
the  investment,  and  radio  involves 
relatively  low  capital  compared  to 
returns. 

Some  relief  may  be  had  even  in 
these  cases.  Internal  Revenue  said, 
for  intangible  assets  not  includible 
in  invested  capital;  for  goodwill; 
and  cases  where  invested  capital 
is  "abnormally  low."  Intangible 
assets  may  be  interpreted  to  in- 

clude such  things  "going  concern" value  accruing  from  licensed  oper 
ation. 

(1 

In 

Bred 

annc 

of  ( WOR  MEETS  THE  WAR 

Poppele  Tells  How  Station 
 Solves  Problems  

suits 

M«: 

idio 

Smi'l 

Mo 

nitl 

Slorf 

Mo 

life 

iSs M«: 
Mo 

CrKl 

COMING  of  war  has  caused  nc 

emergency  in  maintaining  the  com- 
plex broadcasting  facilities  of 

WOR,  New  York,  according  to  J 
R.  Poppele,  WOR  chief  engineer 
who  revealed  recently  that  the  con- servation and  efficiency  program 
adopted  by  the  station  long  before 
the  war  has  proved  completely  suf- 

ficient in  maintaining  perfect  trans- 
mitting conditions  for  WOR  listen- 

ers. "Even  the  present  manpower 
shortage  was  anticipated  by  WOR,' 
Mr.  Poppele  said.  "We  realized  oui 
technicians  would  be  next  to  impos- 

sible to  replace  immediately  in  ar  wei 
emergency,  so  we  had  to  plan 
ahead."  He  explained  that  the 
workings  of  highly  technical  appa- 

ratus has  been  reduced  to  an  A-B-C 
plan  of  operation,  making  it  less 
difficult  to  replace  the  highly-skillec 
men  called  to  the  colors  than  \\\ 
would  have  been  otherwise 

Replacements    of  burned-ou^on 
equipment  have  also  been  cut  down 
to  a  minimum,  he  added,  although 
WOR    sometimes    "has   to  spendjjjj 
more  money  renewing  old  parts 

than  it  would  cost  to  replace  them.' tecfe 

I  MBt 

KXOK  Round  the  Clock 
KXOK,  St.  Louis,  recently  began 
operating  round  the  clock.  Announ- 

cer Jerry  Burns,  assigned  to  the 
all-night  program,  will  broadcast 
news  every  hour  on  the  hour,  begin 
ning  at  1:00;  dramatic  and  comedy 
sketches  and  music  will  be  aired 

between  newscasts.  Among  special' features  Burns  has  planned  is  a! 
once-weekly  newscast.  News  of  Our 
Neighbors,  for  which  items  from, 
surrounding  small-town  papers  are, 
selected  to  interest  people  who  have 
moved  into  St.  Louis  from  the 
towns  named. 
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'Club'  Heads  List  Bing  Crosby  Is  Named  Top  Personality 
In  Louisville  Poll  In  Cleveland  Plain  Dealer  Radio  Poll 
MOST  popular  program  among 
readers  of  the  Louisville  Times  and 
Courier- Journal  is  the  BLUE 
Breakfast  Club,  according  to  the 
annual  poll  of  the  newspapers.  The 

iiJiClub  was  far  ahead  of  its  nearest 
lompetitior,  Radio  Theatre,  accord- 

)l|,jing  to  Joe  Creason,  Courier-Jour- nal radio  editor. 
Favorite  serial  was  One  Man's 

■family  and  Bob  Hope  led  the  list of  comedians.  Bing  Crosby  had 
nearljr  five  times  as  many  votes  as 
Dennis  Day,  his  nearest  competitor 
among  male  popular  singers.  Re- 

sults of  the  poll  follow : 
Most  Popular  Program — Breakfast  Club, 

.4-Radio  Theater,  Take  It  or  Leave  It,  Kate Smith  Hour. 
Most  Popular  Singer  (female) — Kate Smith,  Nancy  Martin,  Ginny  Simms,  Dinah 

Shore. 
Most  Popular  Serial — One  Man's  Family, 4-Life  Can  Be  Beautiful,  Helen  Trent,  Vic &  Sade. 
Most  Popular  Orchestra — Kay  Kyser, 

Fred  Waring,  Guy  Lombardo,  Horace 
Heidt. 

Most  Popular  Comedian — Bob  Hope,  Jack 
Benny,  Bob  Burns,  Red  Skelton. 
Most  Popular  Singer  (male) — Bing 

(Crosby,  Dennis  Day,  Richard  Crooks,  Ken- 
ny Baker. 

Most  Popular  Announcer — Ted  Collins, 
""tearlow  Wilcox,  Dick  Fisher,  Milton  J. )tJlCross. 

Most  Popular  News  Commentator — Wal- 
ter Winchell,  Gabriel  Heatter,  Earl  Godwin, 

Cedric  Foster,  Lowell  Thomas. 

FROM  a  list  of  61  nominated  en- 
tertainers Bing  Crosby  is  2-1  choice 

to  be  "captain"  of  the  All-America 
1942  Radio  Personality  Eleven  of 
the  Cleveland  Plain  Dealer  Read- 

er's Poll.  In  a  new  classification, 
war  programs.  The  Army  Hour  was 
selected  as  the  favorite  among  six 
nominees.  Others  in  the  group  were 
March  of  Time,  Stage  Door  Can- 

teen, Cheers  From  Camps,  Soldiers 
With  Wings,  Cavalcade. 

Complete  results  of  the  poll  fol- 
low: 
All-America  Radio  Personalities  Eleven — 

Bing  Crosby,  Kate  Smith,  Lionel  Barry- 
more,  Red  Skelton,  Don  Ameche,  Paul 
Barbour,  Fibber  McGee,  Fred  Allen,  Edgar 
Bergen,  Bob  Hope,  Joan  Davis. 

Favorite  Programs — The  Music  Hall,  Ra- 
dio Theater,  McGee  &  Molly,  Red  Skelton, 

Fanny  Brice,  Duffy's  Tavern,  Fred  Allen, Vic  and  Sade,  Bob  Hope,  Aldrich  Family, Those  We  Love. 
Comedians — Bob  Hope,  Red  Skelton,  Fib- 

ber McGee,  Edgar  Bergen,  Fred  Allen,  Ed 
(Archie)  Gardner,  Jack  Benny,  Mr. 
Whimple,  Abbott-Costello,  Great  Gilder- 
sleeve,  Herb  Shi-iner. 
Drama — Radio  Theater,  Aldrich  Family, 

Those  We  Love,  One  Man's  Family,  Light of  World,  Cavalcade,  Mr.  District  Attorney, 
The  Thin  Man,  Abie's  Irish  Rose,  First Nighter,  Conrad  Nagel. 

Variety — Music  Hall,  Kate  Smith,  McGee- 
Molly,  Red   Skelton,   Edgar  Bergen,  Fred 

Award  to  U.  S.  Disc 

FIRST  GOVERNMENT  show  to 

aijirreceive  the  award,  "Production  of 
:he  Month",  is  the  program.  Food 
Is  a  Weapon,  Agricultural  Market- 
sing  Administration  dramette.  Writ- 

;-(f):en  by  Millard  C.  Faught  and  pro- 
jiuced   by   Dorothy  Vanston,  the 

!e|!iuarter-hour  program  has  been  re- 
;orded  by  Brinckerhoff  Studios, 
!^ew  York,  and  is  offered  to  sta- 
i;ions  by  the  AMA. 

flfi 

infSENNETH  W.  MacGRBGOR,  chief 
ii)f  production  of  WGN,  Chicago,  is  a 
,!ontributor  to  Richard's  Topical  En- 

cyclopedia with  an  article  "The  Ro- 
mance Behind  a  Broadcast".  The  new 

•dition  of  the  juvenile  encyclopedia, 
Dublished  by  Richards  Inc.,  Chicago, 
Vill  appear  early  next  year. 

News  to  Gunners 
EACH  DAY  at  2 : 30  p.m.,  the 
public  relations  department 
at  Tyndall  Field's  gunnery school  calls  WDLP,  Panama 
City,  Fla.,  and  takes  a  tele- 

phonic report  of  the  UP  news 
bulletins,  which  are  then 
typed  and  put  on  bulletin 
boards.  Thus  the  officers  and 
soldiers  who  are  unable  to 
tune  in  the  newscasts  are 
able  to  get  the  latest  news 
while  carrying  on  their  reg- 

ular work  assignments.  This 
policy  was  fostered  by  Ed- 

ward J.  Conture,  program 
and  production  director  of 
WDLP. 

Allen,  Rudy  Vallee,  Fanny  Brice,  Duffy's Tavern,  Bob  Hope,  Jack  Benny. 
War  Effort — The  Army  Hour,  March  of 

Time,  Stage  Door  Canteen,  Cheers  from 
Camps,  Soldiers  With  Wings,  Cavalcade. 

Feminine  Vocalists — Vivian  delta  Chiesa, 
Kate  Smith,  Dinah  Shore,  Gladys  Swarth- 
out,  Margaret  Speaks,  Lucille  Manners. 

Male  Vocalists — Bing  Crosby,  Richard 
Crooks,  Frank  Parker,  Frank  Munn,  Nel- 

son Eddy,  John  Charles  Thomas. 
Symphonic  Groups — New  York  Philhar- 

monic, NBC  Orchestra,  Philadelphia  Or- chestra, Cleveland  Orchestra. 
Middle  Music — Andre  Kostelanetz,  Family 

Hour,  Crooks-Wallenstein,  Manners-Black, 
Percy  Faith  Ensemble. 

Dance  Bands — Guy  Lombardo,  Kay  Kyser, 
Sammy  Kaye,  Xavier  Cugat,  Tommy  Dor- sey,  Glenn  Miller  (now  in  service). 
Forums — Chicago  University  Round  Table, 

Cleveland  City  Club,  Western  Reserve  Round 
Table,  America  Town  Meeting. 
Quiz  Programs  —  Information  Please, Take  It  Or  Leave  It,  Quiz  Kids,  Truth  Or 

Consequences,  Dr.  I.  Q. 
Commentators — Lowell  Thomas,  Edward 

R.  Murrow,  Walter  Winchell,  Raymond 
Gram  Swing,  Upton  Close,  Gabriel  Heatter, H.  V.  Kaltenborn. 

Hammond  on  WMC  Spot 

LAURENCE  HAMMOND,  radio 
chief  of  the  War  Manpower  Com- 

mission, has  taken  over  as  remote 
interviewer  on  the  WMC  program. 
What's  Your  War  Job,  heard  on 
the  BLUE.  He  replaces  Ted  Col- 

lins, who  has  withdrawn  from  the 
series  because  of  difficulties  arising 
from  the  necessity  of  travelling  to 
remote  pick-up  points  for  inter- 

views with  war  workers,  and  at 
the  same  time  continuing  his  daily 
CBS  program  with  Kate  Smith, 
which  originates  in  New  York  un- 

der sponsorship  of  General  Foods 
Corp.  Collins  is  understood  to  be 
preparing  a  similar  series  for  CBS 
under  the  auspices  of  the  War 
Manpower  Commission.  Arrange- 

ments may  be  made  whereby  Col- 
lins will  be  piped  in  to  New  York 

for  his  midday  broadcasts  with 
Kate  Smith  from  whatever  war 
center  he  may  be  visiting  for  the 
Government  broadcasts. 

'Steelmakers'  Award 
NATIONAL  SAFETY  Council 
Wartime  Award  for  Distinguished 
Service  to  Safety  was  presented 
to  the  Wheeling  Steel  Corp.,  on  the 
December  13  broadcast  of  the  Mu- 

sical Steelmakers  on  the  BLUE 
network.  Presentation  of  the  award 
was  made  in  recognition  of  the  rec- 

ord established  by  the  Portsmouth 
works  of  Wheeling  for  the  least 
number  of  working  hours  lost  be- 

cause of  accidents.  Award,  which 
has  previously  been  received  by 
Bayuk  Cigars,  Inc.,  sponsors  of  the 
Cal  Tinney  Program,  was  received 
by  E.  A.  Ellis,  director  of  Welfare 
and  Safety  of  the  corporation,  from 
Ned  H.  Dearborn,  executive  vice- 
president  of  the  National  Safety 
Council. 

New  Gennett  Lineup 
GENNEiTT  RECORDS,  Richmond, 
Ind.,  one  of  the  few  independent  re- 

cording firms  with  its  own  processing 
plant  on  the  premises,  has  just  com- 

pleted building  new  recording  studios. 
Under  the  new  organizational  set-up, 
Harry  Gennett  is  president,  Hyland 
Jones  general  manager,  and  Charles 
Michelson,  of  the  New  York  transcrip- 

tion fii-m,  New  York  sales  manager. 
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

 DECEMBER  5  TO  DECEMBER  11  INCLUSIVE  

Decisions  .  .  . 

DECEMBER  8 
New,  Worcester  Telegram  Publishing 

Co.,  Worcester,  Mass. — Set  for  hearing 
application  for  CP  for  new  FM  station 
on  46100  kc,  with  service  area  of  10,000 
square  miles. 
W6XYZ,  Los  Angeles— Granted  modifi- 

cation of  CP  to  change  type  of  aural  and 
visual  transmitters,  change  aural  emission, 
power  rating,  antenna  system  and  extend 
completion  date  to  March  15,  1943. 
W9XER,  Kansas  City— Sot  for  hearing 

application  for  CP  to  install  new  trans- 
mitter and  increase  power  to  3  kw. 

KBTM,  Jonesboro,  Ark. — Approved  pow- 
er of  attorney  for  affairs  of  J.  P.  Beard, 

owner  and  licensee  of  KBIM,  to  be  handled 
by  his  wife,  Veda  Beard,  during  his  serv- ice in  armed  forces. 

DECEMBER  9 
WIBA,  Madison,  Wis. — Granted  peti- 

tion to  intervene  in  hearing  of  WISH,  In- 
dianapolis, Ind.,  for  CP  for  1310  kc,  5 

kw  ;  unlimited;  DA-night. 
WMBD,  Peoria,  111. — Postponed  one 

week  action  on  petition  for  leave  to  in- 
tervene in  hearing  on  license  modification 

of  WQBC,  Vicksburg,  Miss. 
WALB,  Albany,  Ga. — Denied  petition  for 

consolidated  hearing  to  be  held  in  Albany 
instead  of  Washington,  but  granted  right 
to  present  depositions  of  witnesses  unable 
to  attend   (See  Tentative  Calendar). 
WORK,  York,  Pa. — Granted  continuance 

of  hearing  on  modification  of  CP  to  Jan. 
22,  1943. 
W55NY,  New  York— Granted  continu- 

ance of  hearing  to  Jan.  28,  1943,  on  ap- 
plication for  modification  of  CP. 

KFAC,  Los  Angeles — Granted  post- 
ponement of  hearing  on  CP  to  Jan.  26, 

1943. 

Applications.  .  . 
DECEMBER  7 

KTRH,  Houston,  Tex. — License  to  cover 
CP  for  frequency  change,  power  increase, 
movement   of  transmtiter    (740  kc.) 
KXYZ,  Houston,  Tex.— Same  (1320 kc.) 

DECEMBER  8 
W57PH,  Philadelphia — License  to  cover 

CP  authorizing  new  high  frequency  broad- 
cast station,  in  part. 

WSBT,  South  Bend,  Ind.— License  to 
use  present  licensed  main  transmitter  as 
auxiliary  transmitter  (960  kc.) 
NEW,  Balaban  &  Katz  Corp.,  Chicago 

— CP  for  new  experimental  television 
broadcast  station  using  facilities  of  com- 

mercial television  station  WBKB.  Frequen- 
cy: Channel  No.  2,  60,000-66,000  kc; 

power :  aural  2  kw;  visual  4  kw.  Emission 
A5,  special  for  FM  for  aural. 
KGER.  Long  Beach,  Cal.— License  to 

cover  CP  for  new  equipment,  increased 
power.  DA-night,  and  move  of  transmitter 
(1390  kc.) 
KHSL  Chico.  Cal.— Modification  of 

CP,  as  modified,  authorizing  DA-day  & 
night,  power  increase,  and  extension  com- 

pletion date  to  Jan.  16,  1943. 
DECEMBER  11 

KTRB,  Modesto,  Cal.— Modification  of 
license  to  move  main  studio  locally. 

Tells  of  African  Assault 
JOHN  LELAND  CROSBY  Jr.,  for- 

mer BLUE  page  boy,  gave  an  account 
of  his  participation  in  the  North 
African  invasion  as  an  ensign  in  the 
TJ.  S.  Navy,  on  a  recent  broadcast  of 
the  BLUE'S  Men  of  the  Land,  Sea  & 
Air.  Crosby  was  in  charge  of  a  group 
of  assault  boats  launched  from  his 
transport  at  Fedala,  French  Morocco. 

Tentative  Calendar . . . 

KOBH.  Rapid  City.  S.  D.— CP  for  610 
kc,  5  kw.,  unlimited;  DA-night  &  day. 
(Dec.  15). 
WALB,  Albany,  Ga.  —  (Con-soHdated hearing)  :  Renewal  of  license,  1590  kc,  1 

kw.,  DA-night ;  unlimited.  Voluntary  as- 
signment of  license.  Herald  Publishing  Co. 

to  Albany  Herald  Broadcasting  Co.;  CP 
for  1550  kc,  1  kw.,  DA-night;  unlimited. 
(Dec  15). 
NEW,  Nashville  Broadcasting  Co. ; 

Tennessee  Radio  Corp,  Nashville — (Fnr- ther  consolidated  hearing)  CP  for  1240  kc, 
250  w;  unlimited,  on  facilities  of  WXIX 
when  vacated  (Feb.  15,  1943). 
WQWK,  York,  Pa.— Modification  of  CP 

for  1350  kc,  1  kw;  DA-night,  unlimited 
(Jan.  22,  1943). 
WHKC.  Columbus.  O.  CP  for  610  kc, 

1  kw.;  DA-night;  unlimited.  (Dec  16). 
KFAC,  Los  Angeles — Petition  to  re- 

consider pending  application  for  CP  for 
1330  kc,  5  kw;  unlimited;  DA-night  (Dec. 17)  . 

WCSH,  Portland.  Me.— CP  for  970  kc, 
5  kw ;  unlimited;  DA-night  and  day  (Dec 18)  . 

WFDO,  Aueusta,  Me. — Petition  to  re- consider pending  application  for  CP  for 
1400  kc,  250  w;  unlimited  (Dec.  18). 

DR.  SIGMUND  SPAETH,  musical 
commentator  of  WQXR,  New  York, 
had  a  "coming  of  age"  party  Sunday, Dec.  13,  in  celebration  of  his  21  years 
of  continuous  radio  performing. 
WQXR  threw  the  party,  to  which  sev- eral radio  veterans,  now  celebrities, 
were  invited. 

CFPR  Changeover 

CFPR,  Prince  Rupert,  B.  C,  re- 
cently leased  by  the  Canadian 

Broadcasting  Corp.  to  give  better 
radio  service  to  Canadian  and 
American  fighting  men  in  the 
northern  British  Columbia  area,  is 
now  in  the  changeover  status.  Dick 
Halhed  and  James  Gilmore,  of 
CBC  Vancouver  offices,  will  become 

program  director  and  chief  engi- neer of  CFPR,  respectively.  Both 
are  equipped  to  exchange  posts 
with  the  other  in  case  of  emer- 

gency. Before  joining  the  CBC, 
Halhed  was  with  CKLN,  Nelson, 
B  C;  CKOV,  Kelowna,  B.  C;  and 

CFCT,  Victoria,  B.  C.  James  Gil- more  came  to  the  CBC  from  CJOR, 
Vancouver. 

FCC  Names  Cohn 
MARCUS  COHN,  who  joined  the 
FCC  in  August,  1940,  has  been 
named  new  chief  of  the  inquiry 
section  of  the  War  Problems  Divi- 

sion to  replace  Seymour  Kreiger, 
now  in  the  Army.  Mr.  Cohn  form- 

ally took  over  his  new  duties  last 
Monday  but  he  will  continue  repre- 

senting the  Commission  in  tVie 
hearings  being  held  in  connection 
with  the  license  of  WBAX,  Wilkes- 
Barre. 

NBC  Doubles  War  Time 
NBC's  total  amount  of  time  devoted 
to  the  war  effort  during  the  first  15 
days  of  October  is  approximately 
double  the  time  allotted  to  this  purpose 
in  the  entire  month  of  January,  1942. 
The  October  figure,  45  hours  and  25 
minutes,  is  also  an  increase  of  six 
hours  and  two  minutes  over  the  pre- 

ceding two-week  period. 

Motor  Ruling 

PURCHASER  of  electric  motors  must 
show  that  the  horsepower  of  the  motor 
he  is  applying  for  is  no  greater  than 
required  to  do  the  job,  the  WPB  ruled 
last  week.  Conservation  Order  L-221 
prohibits  the  delivery  or  acceptance  of 
motors  unless  they  comply  with  cer- 

tain standard  specifications  and  are  of 
the  simplest  design. 

MR.  RADIOMAN: 

Your  Opportunity  is 

GET  THE  BEHER 

RADIO  JOB  YOU  WANT 

CREI  Technical  Training  Enables  You  To  Go  After— and  get 

The  Better- Paying  Engineering  Jobs  in  Broadcasting! 

Mr.  Radioman  —  let's  face  the  facts. 
Present-day  conditions  which  surround 
employment  and  promotion  in  all 
branches  of  both  civilian  and  military 
radio  are  actually  unbelievable.  The  tre- 

mendously expanded  demand  for  tech- nically trained  radiomen  has  created  a 
condition  wherein  there  are  many  more 
jobs  than  qualified  men  to  fiU  them. 

Every  page  in  Broadcasting  could  be 
filled  with  more  astounding  facts  con- 

cerning employment  opportunities  for 
trained  radiomen  .  .  .  but  this  is  not 
news  to  the  majority  of  you  who  are 
now  in  broadcasting.  It  may  be  evident 
in  your  own  locality.  The  important  thing 
is  .  .  .  what  are  you  going  to  do  to  obtain 

the  greatest  benefit  from  the  present 
opportunities  ? 

If  you  have  a  commonplace  job — a  tem- porary job.  If  you  have  the  ambition  to 
hold  a  position  of  greater  responsibility 
with  higher  pay  .  .  .  then  enrolling  for, 
and  completing  a  CREI  home  study 
course  in  Practical  Radio  Engineering 
is  the  most  important  thing  you  can 
do  toward  accomplishing  your  ambition 
at  this  most  opportune  time. 

SEND     FOR    OUR  FREE 
32-  PAGE  BOOKLET 

and  facts  about 
CREI  Home  Study  Courses 

CREI  STUDENTS  AND  GRADUATES,  ATTENTION! 
The  CREI  Placement  Bureau  is  flooded  with  requests  for  CREI  trained  radiomen. 
Employers  in  all  branches  of  radio  want  trained  men.  Your  government  wants 
every  man  to  perform  his  job,  or  be  placed  in  a  job,  that  will  allow  him  to  work 
at  maximum  productivity.  //  you  are  or  will  be  in  need  of  re-employment  write 
your  CREI  Placement  Bureau  at  once. 

CAPITOL  RADIO  ENGINEERING  INSTITUTE 
Home  Study  Courses  in  Practical  Radio  Engineering  for  Professional  Self -Improvement 

DEPT.  B,  3224  16th  Street,  N.W.  Washington,  D.C. 
Contractors  to  V.  S.  Signal  Corps  and  U.  S.  Coast  Guard. 
Providers  of  weU^trained  Technical  Radiomen  for  Industry 

We f work  ̂ ccomh 
All  time  Eastern  Wartime  unless  indicabeo 

New  Business 
ASSOCIATED  DENTAL  Supply  Co.,  San 
Francisco  (Painless  Parker  toothpowder, 
toothpaste),  on  Dec.  1  started  for  13 
weeks  Boake  Carter,  news  analyst,  on 
9  Don  Lee  Pacific  Coast  stations  (KHJ 
KFRC  KGB  KFRE  KALE  KDB  KFIC 
KMO  KOL),  Tues.,  Thurs.,  9-9:15  p.m. 
(PWT).  Agency:  McCann-Erickson,  San Francisco. 

KELLOGG  Co.,  Battle  Creek,  Mich,  (cer 
eal),  on  Jan.  4  starts  for  3  weeks 
Superman,  on  33  D^r,  L"e  Pacific  ?t!>t,inni Mon.  thru  Fri.,  5:15-5:80  p.m.  (PWT) 
Agency:  Kenyon  &  Eckhardt,  N.  Y. 

STANDARD  OIL  Co.  of  California,  San 
Francisco,  on  Dec.  25  only  sponsors  Christ 
mas  program  on  NBC,  Fri.,  12:15-1  p.m 
Agency:  BBDO,  San  Francisco. 

Renewal  Accounts 

PHARMACO  INC.,  New  York  (Feen-a, 
mint),  on  Dec.  25  renews  for  13  weeks 
Double  or  Nothing  on  207  MBS  stations, Fri  9:30-10  p.m.  Agency:  Wm.  Esty  & 
Co.,  N.  Y, 
AMERICAN  CHICLE  Co.,  L.  I.  Cits 
(Dentyne  Chewing  Gum),  on  Dee.  30  re. news  Bill  Henry,  news  commentator,  on  ( 
NBC  Pacific  Coast  stations  (KPO  KMJ 
KFI  KGW  KOMO  KHQ),  Wed.,  Thurs 
and  Fri.,  5:45-6  p.m.  Agency:  Badger Browning  &  Hersey,  N.  Y 
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tJPf CONTI  PRODUCTS  Corp.,  New  York 
(soap  and  shampoo),  on  Dec.  6  renewed 
Background  for  News  on  9  MBS  stations 
Sun.,  10:45-11  a.m.  Agency:  Bermingham Castleman  and  Pierce,  N.  Y. 
WILLIAM  WRIGLEY  JR.  Co.,  Chicago  Z 
(institutional),  on  December  31  has  re- newed The  First  Line  on  125  CBS  sta- tions Thurs.,  10-10:30  p.m.  Agency: 
Arthur  MeyerhofE  &  Co.,  Chicago. 

Network  Changes 

LIGGETT  &  MYERS  Tobacco  Co.,  New 
York  (Chesterfield  cigarettes),  on  Dec.  ! 
shifted  Harry  James  &  His  Music  Makers on  117  CBS  stations,  Tues.,  Wed.,  Thurs., 
7:15-7:30  p.m.  (EWT),  (West  Coast  re- 

peat, 8:15-8:30  p.m.  (PWT))  from  Nev 
York  to  Hollywood  for  4  weeks  or  more 
Agency :  Blow  Co.,  New  York. 

ANDREW  JERGENS  Co.,  Cincinnati'^"' (Woodbury  Face  Cream,  Powder),  on  Dec. 
30  replaces  The  Adventures  of  the  Thin 
Man,  on  79  NBC  stations.  Wed..  8-8:3( p.m.,  with  Mr.  and  Mrs.  North,  adding  47 
NBC  stations,  making  a  total  of  126  NBC 
stations,  Wed.,  8-8:30  p.m.  (Pre-repeat, 
Tues.,  9  p.m.  PWT).  Agency:  Lennen  & Mitchell,  N.  Y. 
UNION  OIL  Co.,  Los  Angeles,  on  Jan 
6  adds  4  stations  (KWG  KFBK  KERN 
KOH),  to  Point  Sublime  on  11  NBC  Pa 
cific  Coast  stations.  Wed.,  9-9:30  p.m 
(PWT).  Agency:  Lord  &  Thomas,  Los  An 

geles. 
Price  Debates  on  Blue 

IFan 

OVER  247  colleges  and  universi 
ties  have  registered  for  the  second  fai 
series  of  National  Intercollegiate 
Radio  Prize  Debates  held  under 
the  auspices  of  the  American  Eco-|p| 

nomic  Foundation  in  cooperation^ 
with  the  BLUE.  Subject  is  "Should American  Youth  Support  the  Re^ 
establishment  After  the  War  of| 
Competitive  Enterprise  as  Our 
Dominant  Economic  S  y  s  t  e  m?" 
Eight  qualifying  radio  debates  in selected  cities  precede  the  finals, 
which  vnW  be  debated  Sunday, 
April  18,  at  the  Wake  Up,  Amen-j, 
ca  period,  3:15-4  p.m.,  WJZ,  New 
York.  First  prize  is  a  $1,000  War 
Bond  and  $250  cash ;  second,  a  $500 
War  Bond  and  $125  cash. 

DON  DUNPHY,  Mutual  sportscaster, 
will  cover  the  annual  New  Year's  Day Cotton  Bowl  footbaU  game,  to  be 
broadcast  on  Mutual  under  sponsor 
ship  of  Gillette  Safety  Razor  Corp. 
Boston.  Agency,  Maxon  Inc. 
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(t  jMidwest  Local — Wants  program  director, 
js  3  man  or  woman,  who  is  sober,  and  de- 
jif  pendable.  Must  be  able  to  take  full 

charge  of  all  programs,  write  new  shows, 
and  all  commercial  copy.  Musical  ability 
as  organist,  pianist  or  instrumentalist, 

^  and  announcing  experience  helpful  but 
*f  not  necessary.  Salary  $50.00  per  week. 
'  '  Give  availability  date  and  full  partic- ulars in  first  letter.  Box  108,  BROAD- CASTING. 

'Labor  Priority  Ratings 
^Are   Listed   in  Canada 

;[N  THE  FIRST  published  list  of 
ipriority  ratings  of  labor  under  the 
Canadian  National  Selective  Serv- 

ice, operational  staffs  of  radio  sta- 
tions obtained  a  "high  B  priority" 

along  vfith  workers  in  electric  light 
and  power,  telegraph,  cable  and 
telephone  companies,  reports  the 
Ottawa  Journal.  Newspaper  print- 

ing and  publishing  under  the  list 
published  in  the  Ottawa  Journal 
is  a  "low  C  priority"  for  manpower. The  National  Selective  Service 

has  been  grading  jobs  as  a  pre- 
liminary move  to  channelling  ail 

man  and  womanpower  in  the  Do- 
minion. Top  priority  is  A,  high 

priority  is  B,  low  priority  is  C,  and 
no  priority  is  D.  "The  priority 
yardstick  so  far  has  been  used 
only  in  the  voluntary  transfer  of 
labor  from  dispensable  civilian 
jobs  to  essential  occupations,"  says 
the  Journal.  "This  grading  of  es- 

sential jobs  likely  will  be  used  to  a 
greater  degree  in  operation  of  the 
compulsory  military  service  draft. 
It  has  been  used  to  some  extent  as 

a  guide  in  granting  deferments." 

CLA^S^IFIED 

Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  weeic  preceding  Issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, Washington,  D.  C. 

Help  Wanted 

an   You    Do    Personality   Mail-pull  Pro- 
grams?— Are  you  good  at  musical  clock 

type  programs?  If  so,  there  may  be  a 
'I   place  for  you  on  the  staff  of  a  progres- 
'   sive  5,000  watt  western  network  station. 

B  '    Send  qualifications,  draft  status,  age,  and 
"    salary  requirements  to  Box  109,  BROAD- «c  «  CASTING. 
mMEDIATE  OPENINGS  —  Announcers 
j  and  licensed  technicians.  State  details 
,  and  requirements.  WFPG,  Atlantic  City. 
'    N.  J. 

t  it In    Experienced    Copy  Writer — A  man capable  of  announcing  and  who  can 
write  forceful  copy.  A  new  station  in 
Western  Pennsylvania.  Salary  commen- 

surate with  ability.  Box  110,  BROAD- 
Ji  CASTING. 
E  1":; — 77  ■ 
p,  j'L/Ombination    Announcer-Operator  Wanted 
J  I  — Excellent  announcer  with  first  class 
jj,  J  operator's  licnse.  Must  be  Qualified '  newscaster.  Submit  transcription  of newscast  and  commercials  with  appli- 

cation. KSEI,  Pocatello,  Idaho. 

iV'anted — Studio  or  transmitter  engineer, WHIO,  Dayton,  Ohio. 

rirst  or  Second-class  operator — Man  or 
woman.  Experience  unnecessary.  Apply 
Box   118,  BROADCASTING. 

•"irst  or  Second  Class  Operator — Per- manent position  for  draft-exempt  sober 
man  or  woman.  State  experience  and 
references.  Radio  Station  KLO,  Ogden, Utah. 

Help  Wanted  (Cont'd) 
Two  More  First  or  Second  Class  Operators 
— For  Alaska  broadcasting  stations, 
working  in  close  cooperation  with  War 
department  and  Office  War  Information. 
Edwin  A.  Kraft,  708  American  Building, 
Seattle,  Washington. 

Situations  Wanted 

First  Class  License — Thre°  years'  exper- ience as  chief  engineer.  Please  give  full 
details.    Box    111,  BROADCASTING. 

ENGINEER— 28,  married.  3A.  First  phone, 
second  telegraph.  Ten  year  background. 
Available  now.  Permanent.  Box  112, 
BROADCASTING. 

Exoerienced  Newscaster — Seeks  change. 
Highest  character  references.  Available 
January.  Box  113,  BROADCASTING. 

Conimercial  Manager — Desires  connection 
with  good  big  station  or  manager  of 
good  small  station.  Successful  in  present 
position  with  outstanding  station.  Uni- 

versity graduate.  Age  thirtv-five.  Family. 
Box  114,  BROADCASTING. 

Announcer — ■iF.  College  graduate.  Sports, 
news.  Available  in  February.  Box  115, 
BROADCASTING. 

Operator — First  class.  Available  January. 
No  combinations.  Box  119,  BROAD- CASTING. 

PROGRAM  DIRECTOR-TOP  CONTINU- 
ITY WRITER— Production  man,  with 

good  commercial  ideas.  Know  music, 
sports,  news.  Can  handle  mike.  Now 
employed  50  KW  station.  Draft  exempt. 
Box  123,  BROADCASTING. 

ALERT  YOUNG  LADY— Secretarial  and 
other  diversified  experience.  Familiar  ad- 

vertising and  radio  production.  Box  122, 
BROADCASTING. 

Wanted  to  Buy 

Announcer — Good  salary  for  4-F  or  man 
with  dependents  capable  of  assuming  re- 

sponsibility. Network  station.  Good  liv- 
ing conditions.  Permanent.  WHDL, 

Olean,  New  York. 

Cngineer-Announcer  ■ —  Any  class  ticket. 
Thirty-five  dollars  week  start.  Good  an- 

nouncing essential,  engineering  secon- 
dary. Give  experience,  draft  status,  photo. 

Woman  acceptable.  KFFA,  Helena,  Ar- kansas. 

innouncer — Wanted  at  once  by  an  old established  5  KW  network  station.  The 
man  selected  must  be  thoroughly  experi- 

enced and  have  unquestionable  back- 
ground. This  job  is  permanent — not  just 

duration.  Prefer  man  from  Michigan. 
Ohio,  Illinois,  Pennsylvania  or  Indiana. 
Write  Box  121,  BROADCASTING. 

One  complete  broadcast  remote-control 
equipment.   Box  116,  BROADCASTING. 

Hammond  Organ — In  good  condition. 
WJTN,  Jamestown,  New  York. 

One  Good  Used  Portable  Recorder — Prefer- 
ably Presto  Y-2  or  similar.  Two  Western 

Electric  or  RCA  70B  or  70C  turntables 
with  pickups.  One  good  tube  to  line 
transformer.  Station  KLO,  Ogden,  Utah. 

For  Sale 

1    Presto   Y2    Portable    Recording  Unit — 
With  Y2  Presto  Amplifier  complete  and 
good  as  new.  Latest  type  Presto  cutting 
head  included.  Roland  Jones,  McPherson, Kansas. 

TUBES— Five  212E,  one  849,  one  204A, 
four  852,  four  242C,  three  837,  four 
249B,  all  in  exceptionally  good  condition. 
Box  117,  BROADCASTING. 

BROADCASTING  •  Broadcast  Advertising 

Kibling's  Remotes 
CHARLES  KIBLING,  one- 

time engineer  of  WOR,  New 
York,  who  handled  remote 
dance  broadcasts  before  en- 

tering the  Army  Signal 
Corps,  is  still  doing  remotes, 
but  now  they  are  a  little 

further  away.  When  Mutual's correspondent  Jack  Thomp- 
son went  on  the  air  from  Al- 

giers, the  master  control 
room  at  WOR  recognized 
Kibling's  familiar  voice, 
though  he  didn't  identify himself  by  name. 

TOWERS 

FOR  SALE 

Three  Truscon,  welded, 

self  -  supporting,  insu- 
lated radio  towers.  Two 

are  194  feet  high;  one  is 
172  feet  high.  Towers 
standing.  Midwest  city. 

Box  120,  BROADCASTING 

WJSV 
Washington 

and  other  stations,  large 
and  small,  coast  to  coast 

Available  also  to  agencies  and 
advertisers.  For  full  details,  write 

George  E.  Halley 
TEXAS   RANGERS  LIBRARY 
HOTEL  PICKWICK    •    KANSAS  CITY,  MO. 

PROFESSIONAL 

DIRECTORY 

Jansky  &  Bailey An  Organization  of 
Qualified  Radio  Engineers 

Dedicated  to  the 
SERVICE  OF  BROADCASTING 

Natlo ~l  eresB  BIdg.,  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.        Dl.  1205 
Washington,  D.  C. 

PAUL  F  GODLEY 

CONSUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 

MO  2-7859 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

GEORGE   C  DAVIS 

Consulting  Radio  Engineer 
Munsey  BIdg.  District  8456 

Washington,  D.  C. 

CLIFFORD  YEWDALL 
Empire  State  BIdg. 

NEW  YORK  CITY 
An  Accounting  Service 

Particularly  Adapted  to  Radio 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Communications,  Inc. 
66  Broad  St.,  New  York,  N.Y. 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
Silver  Spring,  Md. 

(Suburb,  Wash.,  D.  C.) 
Main  Office:    Crossroads  of 
7134  Main  St.  the  World 

Kansas  City,  Mo.  I    X    J  Hollywood,  Cal. 

RING  &  CLARK 

Consulting  Radio  Engineers 

WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 

BROADCASTING 
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RESULTS! 
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IBEW  Plans  to  Adopt  Policy 

To  Cover  Women  Technicians 

Local  Units  to  Be  Encouraged  to  Hire  Female 

Operators;   Matter  Before  Executive  Council 

ISSUANCE  of  a  statement  of  pol- 
icy urging  local  units  of  the  Inter- 

national Brotherhood  of  Electrical 
Workers  (AFL)  to  take  in  women 
technicians  for  the  duration  of  the 
manpower  crisis  is  now  under  con- 

sideration at  International  head- 
quarters in  Washington,  it  was 

learned  last  week,  and  a  prelim- 
inary draft  has  already  been  pre- 

pared for  consideration  of  the 
union's  Executive  Council. 

The  statement,  the  first  opinion 
on  women  as  broadcast  engineers 
ever  issued  by  the  union,  was 
drawn  after  several  locals  had 
expressed  fear  that  they  would  be 
unable  to  meet  contract  obliga- 

tions. Organizational  technicalities 
of  the  IBEW  up  to  now  have  pre- 

vented any  substantial  number  of 
women  from  obtaining  membership. 

Proposed  Requirements 
Officials  of  the  International 

Union  said  the  statement  would  be 

accompanied  by  a  "memorandum  of 
understanding"  which  each  woman 
working  in  a  union  station  would 
have  to  sign.  Among  other  things, 
the  memorandum  will  probably  pro- 

vide that  she  join  the  union,  receive 
regular  union  pay  scale,  and  that 
the  employer  release  her  within  six 
months  after  the  war.  Approxi- 

mately 300  stations  would  be  af- 
fected. 

Approval  of  the  statement  of 
policy  had  been  expected  at  an  Ex- 

ecutive Council  meeting  Dec.  1, 
Broadcasting  learned,  but  minor 
disagreements  on  provisions  of  the 
memorandum  interfered.  Some  lo- 

cals still  report  opposition  to  em- 
ployment of  women,  an  IBEW  of- 

ficial said,  most  of  it  based  on  fear 

that  their  training  will  "threaten 
the  economic  security  of  men  after 
the  war." 

In  some  instances,  the  same 
IBEW  sources  pointed  out.  Union 
people,  both  in  the  locals  and  in 
Washington,  have  slowed  adoption 
of  the  statement  in  hope  that 
other  measures,  involving  less  seri- 

ous IBEW  internal  adjustments, 
might  be  found.  A  suggestion  heard 
this  week  proposed  an  intensive 
recruiting  campaign  to  train  men 
over  38  as  broadcast  technicians. 

Proponents  of  thic  plan  contend 
that  after  Feb.  1  large  numbers  of 
electric  workers  and  radio  service- 

men now  engaged  in  construction 
work  for  defense  will  be  released, 

as  expansion  of  the  nation's  in- 
dustrial power  will  then  be  in  its 

final  stages.  These  men,  many  of 
them  already  IBEW  members, 
might  be  "converted"  to  broadcast 
work,  they  say. 

Majority  of  IBEW  officials  favor 
a  "temporary  arrangement"  for 
women  to  work  as  studio  engineers. 
Broadcasting  was  told.  It  is  gen- 

erally believed  that  stations  will  be 
able  to  get  deferments  for  a  skele- 

ton staff  of  transmitter  engineers, 
it  was  said.  With  these  trained 
men  for  mechanical  emergencies, 
it  will  probably  be  possible  for  at 
least  the  smaller  stations  to  get 
along  with  the  remainder  of  the 
staff  of  women  and  lesser  skilled 
trainees,  it  was  explained. 

The  IBEW  is  fully  aware  of  the 
seriousness  of  the  manpower  prob- 

lem, it  was  added,  and  will  take 
definite  action  to  prevent  an  emer- 

gency. The  Union  told  of  a  station 
with  a  seven-man  technical  staff. 
Membership  cards  showed  that  six 
were  within  draft  age,  and  one  had 
already  gone  into  service. 

According  to  the  present  draft 
of  the  memorandum  providing  for 
employment  of  women,  the  station 
and  the  union  recognize  that  "the 
impact  of  war  upon  the  radio 
broadcasting  industry  may  make  it 
necessary  to  develop  and  utilize 
the  temporary  services  of  female 

employes." The  employer  agrees  to  seek 
help  from  the  union  before  em- 

ploying any  women,  and  the  union 
concedes  that  when  such  help  is  not 
available,  the  employer  shall  be 
free  to  hire  qualified  women.  These 
women  are  limited  to  duties  as 
studio  control  operators,  however, 
and  are  not  to  be  used  for  studio 
maintenance,  field,  master  control 
room,  or  transmitter  operations. 
The  total  number  of  women  shall 
not  exceed  50%  of  the  staff  of  a 
prearranged  date,  it  is  proposed. 
Women  are  to  be  employed  on  a 

probationary  basis  for  90  days  at 
a  stated  wage.  Within  a  week  of 
their  being  employed,  they  are  to 
apply  for  membership  in  the  union, 
and  the  union  agrees  to  act  on 
these  applications  within  the  90 
days,   according  to  the  plan.  If 

Convention  by  Air 

FOR  THE  second  time,  a  national 
meeting  of  school  teachers  unable 
to  hold  conventions  because  of  war- 

time travel  restrictions,  will  meet 
via  NBC  broadcasts,  Dec.  14  when 
the  Educational  Policies  Commis- 

sion of  the  National  Education 
Assn.,  presents  a  half-hour  broad- cast on  the  full  network.  Program 
will  be  followed  by  discussions 
among  listening  groups  assembled 
throughout  the  country.  Reports  of 
the  first  teachers'  meeting  by  air, 
heard  over  NBC  this  fall,  indicated 
an  attendance  of  81,000  at  such 
meetings.  The  NEA  will  broadcast 
a  third  radio  meeting  in  coopera- tion with  NBC. 

she  is  rejected  or  expelled  from 
the  union,  her  employment  shall 
end.  If  she  remains  after  the  pro- 

bationary period,  she  is  to  receive 
"not  less  than  the  minimum  scale 
of  wages  or  rates  of  pay  prescribed 

for  technicians." "No  female  technicians  shall  be 
retained  in  the  employ  of  the  em- 

ployer for  more  than  six  (6) 
months  after  the  cessation  of  hos- 

tilities between  the  United  States 

of  America  and  the  Axis  Powers," 
the  agreement  in  its  present  form 
says.  "The  employer  shall  inform 
all  female  technicians  of  this  par- 

ticular provision  at  the  time  tEey 
are  employed  for  their  probation- 

ary employment  period."  It  con- cludes with  a  statement  that  noth- 
ing contained  therein  shall  conflict 

or  abrogate  provisions  of  current 
working  agreements. 

Principle  point  holding  up  the 
agreement,  it  is  understood,  is  dis- 

agreement over  the  amount  women 
shall  pay  the  union.  Some  officials 
believe  they  should  not  be  expected 
to  pay  the  full  initiation  fee  for 
their  limited  employment  service 
and  should  be  free  from  paying 
certain  other  union  monthly  fees. 

Most  of  these  questions  involve 
technicalities  of  the  IBEW  national 
constitution,  which  officials  explain 
include  "delicate  matters  of  policy" 
which  must  be  worked  out  by 
unanimous  agreement  among  the 
IBEW  Council  members. 

Charge  of  Raiding 

Denied  by  IBEW 

Union  Says  It  Has  Not  Placed 
Obstacles  to  Hinder  WGRC 

OFFICIALS  of  the  International 
Brotherhood  of  Electrical  Workers 
last  week  denied  charges  of  S.  A. 
Cisler,  general  manager  of  WGRC, 
Louisville,  that  the  Louisville  local 
of  the  union  "raided"  WGRC  and 
imposed  other  obstacles  on  the 
supply  of  trained  technicians  at 
the  station. 

In  a  letter  to  the  Louisville  local, 
Mr.  Cisler  had  protested  union 
methods  which,  he  charged,  dis- 

criminates against  smaller  sta- 
tions. He  also  had  complained  that 

the  union  "imposed  obstacles  in  the 
training  of  women".  The  Cisler 
letter  criticized  union  rulings  re-, 
quiring  two  men  in  some  jobs 
"where  one  could  do  the  work" 
[Broadcasting,  Dec.  7]. 

Denies  'Raiding' 
Guy  Horne,  president  of  IBEW 

Local  1286,  Louisville,  defended 
the  union's  relationship  with 
WHAS,  declaring  "it  is  our  opin- ion that  both  WHAS  and  the  union 
have  the  normal  intelligence  to 
meet  whatever  conditions  may 
arise."  He  denied  there  had  been 
any  "raiding"  of  WGRC  techni- 

cians, asserting  that  a  WGRC  tech- 
nician was  within  his  rights  in 

applying  for. work  at  WHAS. 
Mr.  Home's  letter  said  the  union 

felt  no  obligation  to  meet  with  Mr. 
Cisler  to  work  out  relief  for  his 

problems  since  "we  have  no  agree- ment with  you  even  though  we 
have  been  trying  since  June  to  ne- 

gotiate one." 
Lawson  Wemberly,  international 

representative  of  the  IBEW,  said 
in  Washington  that  the  agreement 
vfith  WGRC  lapsed  and  had  not 
been  renewed.  He  said  WHAS  had 

gone  on  a  24-hour  schedule  at  re- 
quest of  the  Army  and  that  two 

men  were  required  at  some  WHAS 
technical  posts  because  of  the 
equipment  to  be  handled. 

WMOB  to  Join  Blue 

WMOB,  Mobile,  Ala.,  on  Jan.  1,^ 
1943,  will  join  the  BLUE  as  a 
member  of  the  Southcentral  group, 
making  a  total  of  146  affiliates  of 
the  network.  Owned  by  S.  B.  Quig- 
ley,  WMOB  operates  on  250  watts, 
1230  kc,  with  network  evening 
hour  rate  of  $100.  Making  the 
145th  BLUE  affiliate,  WFIG, 
Sumter,  S.  C,  has  already  become 
a  bonus  outlet  of  the  BLUE  South- 

eastern group.  It  operates  on  250 
watts,  1340  kc. 

New  MBS  Outlets 

TWO  ALABAMA  stations  to  be- 
come affiliated  with  Mutual  Nov. 

23  are  WBHP,  Huntsville,  and 
WLAY,  Muscle  Shoals,  both  full 
time.  Owned  and  operated  by  Wil- 

ton Harvey  Pollard,  "WBHP  oper- ates on  1230  kc,  with  100  watts. 
WLAY  is  owned  and  operated  by 
the  Muscle  Shoals  Broadcasting 
Corp.,  on  1450  kc,  with  250  watts. 

Drawn  for  Broadcasting  by  Sid  Hix 

".  .  .  and  We're  Getting  an  Enthusiastic  Reception  as  We  Open  Our 'Welcome  WAACs'  Series!" 
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WHAT  DO  YOU  KNOW 

ABOUT  THE  PEOPLE  OF 

Tunisia,  Jffe§¥  GaUtea,  Sndm 

As  Pearl  Harbor  flamed  Into  total  war,  news  dispatches 
of  the  conflict  were  flooded  with  names  of  strange 
places  known  only  to  most  people  in  legend  and  story. 
Almost  immediately  the  need  became  apparent  for 

fuller  understanding,  greater  knowledge  of  the  coun- 
trymen our  soldiers  would  meet  in  waging  global  war. 

The  significance  of  news  happenings  would  be  clearer, 

we  felt,  if  our  listeners  understood  the  political  back- 
ground, the  mingled  race  heritages,  the  conflicting 

national  aims  of  countries  on  whose  soil  war  would 

be  fought. 

Accordingly,  nine  months  ago,  we  inaugurated  the 
World  Front  Guest  Observer  series.  This  series  has 

brought  to  the  microphone  nearly  a  score  of  people 

who  are  peculiarly  fitted  by  reason  of  profession  or 

nationality  to  give  authentic  background  information 

on  the  nations  which  have  become  a  part  of  the  thea- 
tre of  war.  They  have  given  revealing  accounts  of  its 

political,  social  and  economic  aspects  in  Europe,  the 
Far  East,  Russia,  Burma,  Czechoslovakia,  Holland, 
North  Africa  and  many  other  countries. 

World  Front  Guest  Observers  augment  what  is  perhaps 

the  most  comprehensive  independent  station  news  cov- 
erage in  radio.  WLW  is  served  by  all  of  the  major 

American  news  services — AP,  WIDE  WORLD,  INS,  and 

UP  —  plus  the  dispatches  of  Reuters,  famous  European 
agency.  No  expense  has  been  spared  to  assemble  an 
able  staff  of  news  writers,  reporters  and  commentators 

who  rewrite  and  present  the  news  in  radio  style  to  fit  the 
listening  requirements  of  the  Middle  Western  audience. 

New  names  are  being  added  continuously  fo  the  list  of  distinguished  men  and  women  who  have  ap- 

peared as  guests  on  the  "World  Front  Observer"  series  .  .  .  WLW  welcomes  your  suggested  names 
of  new  arrivals  from  war  fronts,  who  in  your  opinion  might  contribute  to  the  interest  of  this  series. 



Station  "D" 

Station  "C" 

WKY  travels  your  dollar  farther 

•  Your  dollar  buys  74  V2  %  more  afternoon  listeners 
on  WKY  in  Oklahoma  City  than  on  the  next  station, 
and  more  than  twice  as  many  as  on  either  of  the 

other  two.  That's  based  on  Hooper  measurements  of 
listening  in  Oklahoma  City,  May  through  September, 

and  each  station's  13-time  quarter  hour  rate. 
Morning  and  night,  too,  WKY  gives  advertisers 

the  most  for  their  money,  delivering  more  listeners 

than  all  three  other  stations  put  together  and  at 
substantially  lower  unit  cost. 

Reaching  more  listeners  at  less  cost  is  the  way 
WKY  makes  more  sales  at  lower  advertising  cost. 

It's  the  reason  why  WKY  advertising  is  exceptionally 
resultful,  economical,  profitable. 
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KLZ  Denver 

5,000  WATTS — 560  Kc. 
Affiliated  in  Management  With  The  Oklahoma  Publishing  Co 
AND  WKY,  Oklahoma  City  ->c  Represented  by  The  Katz  Agency,  Inc, 



Intensive  Coverage  _  i„  Central  Indiana.  This 
is  the  fifth  in  a  series  of  advertisements  showing  WLS 
coverage,  by  counties,  of  Midwest  America.  These  19 
counties  comprise  the  fifth  and  sixth  congressional 
districts  of  Indiana. 

Black  figure:  Radio  Homes,  1940 
Red  figure:  WLS  Mail,  1941 

From  This  Part  of  Indiana 

One  Out  of  THREE  Families  Wrote  Us! 

WLS  last  year  received  52,487  letters  from  this  part  of  Indiana,  where  there 

are  142,385  radio  homes.  Thus  we  received  definite  evidence  of  listening 

from  37%  of  the  homes  there  —  more  than  one  out  of  three! 

This  is  but  one  small  part  of  the  WLS  Major  Coverage  Area,  extended  over 

a  great  portion  of  Illinois,  Indiana,  Wisconsin  and  Michigan.  Throughout  this 

vast  area  of  Midwest  America  people  listen  .  .  .  and  respond  ...  to  WLS.  That's 
why  WLS  Gets  Results!  For  proof  of  results  —  ask  your  John  Blair  man. 

890  KILOCYCLES 

50,000  WATTS 
BLUE  NETWORK 

represented  by 

John  Blair  &  Company 

CHICAGO 

PRAIRIE 
FARMER 

STATION 

BuRRiDCE  D.  Butler President 

Glenn  Snyder 
Manager 

MANAGEMENT  AFFILIATED  WITH  KOY,  PHOENIX,  AND  THE  ARIZONA  NETWORK  — KOY  PHOENIX    *    KTUC  TUCSON    *    KSUN  BISBEE-LO WELL 





K ind  words  from  Quebec 

BROAC^lSTINC 

The  Weekly. Newsmagazine  of  Radio 

^roadcast  Advertisingr 
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Sales  for  you  right  here  •  •  • 

WWL  Daytime  Coverage 
PRIMARY  and  SECONDARY 

You  get  both  with: 

i 

NEW  ORLEANS 

r 

50,000  watts  -  -  clear  channel 

Listeners  in  the  far  North  hear  WWL  clearly.  And  they  prove  our 

power  by  writing  in  to  say :  "Program's  coming  in  fine." 

Listeners  in  the  deep  South  go  to  their  retailers — and  prove  WWL's 
selling-POWER — by  buying  the  products  we  help  advertise.  WWL 

gives  you  complete  dominance  over  the  New  Orleans  area — growing, 
prospering,  and  profiting  smart  WWL  advertisers. 

The  greatest  selling  POWER 

in  the  South's  greatest  city 

CBS   Affiliate  —  Nat' I   Representatives,   The    Katz   Agency,  Inc 
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m 

You'll  have  better  luck  buying  spots 
on  KFAB.  We're  rationing  some  of 
our  time,  but  there  are  still  places 
on  our  schedule  open  to  smart, 
quick-moving  advertisers  who  .never 
let  good  opportunities  knock  twice. 
You  really  need  this  station,  to  do 
a  complete  selling  job  in  the  farm 
markets  throughout  Nebraska  and 
her  neighboring  states.  Call  us,  today. 

DON  SEARLE— Gen'l  Mgr 

Ed  Petry  &  Co.,  Nat'l  Rep. 
i(FAB 

I.    I    N    C    O    L  N 
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and  the  Empty  Stockings 

Inunr  Soil 

N.  W.  Brandon    William  Reid 

Roger  Skelton      Henry  Grenley 

Ed  Quarterman    John  Wyatt 

Sidney  Thomas 

Somewhere  in  the  far  reaches  of  this  war-weary 

globe  seven  men,  who  left  this  station  for  Free- 

dom's fight,  will  spend  their  Christmas  where  duty 
finds  them. 

Yet,  they  will  have  two  Christmases.  Because  at 
the  traditional  WSAV  Christmas  party  seven 

empty  stockings  will  mark  their  places.  And  in 
the  hearts  of  us  who  stay  behind  will  go  a  silent 

entreaty  to  the  Prince  of  Peace  that  another  Christ- 
mas will  see  them,  and  all  their  comrades,  back 

again  to  the  peace  they  risked  their  lives  to  give  to 
the  world. 

Meanwhile,  we  who  are  immeasurably  proud  of 

them,  will  carry  on,  giving  our  utmost  support  to 
their  cause,  and  endeavoring  to  keep  our  part  of 

their  world  unchanged  against  their  coming. 

LIBERTY       NATIONAL        BANK       BUILDING     •     SAVANNAH,  8EOn6IA 

HARBEN  DANIEL 

General  Manager NBC 
GEO.  P.  HOLLINGBERY  CO. 

National  Representatives 

Serving  the  NEW  Savannah  Seaboard 



A  PREVIEW  OF  THE  MOST  ^OMPREHEJIVSIVE  RADIO  iSIJRVEY  EVER  MADEHc 

There  are  412  cities  in  the  United  States  with  a  population  of  25,000 

or  more.  Nearly  50%  of  the  nation's  radio  families  live  in  them.  What 
stations  do  they  listen  to  most  at  night? 

The  largest  survey  of  listening  habits  ever  undertaken — NBC's  1942 
Nationv/ide  Survey — has  just  turned  up  v/ith  the  answer: 

In  324  of  those  412  cities,  NBC  stations  were  listened  to  most  at 

night,  compared  to  85  for  the  second  network.  That's  a  lead  of  nearly 
4  to  V.  Or  put  another  way,  52%  of  the  radio  families  in  those  412 

cities  listen  most  to  NBC  stations,  as  compared  to  24%  for  the  sec- 
ond network. 

Or  put  still  another  way,  NBC  stations  (as  the  survey  showed)  have 

a  substantial  lead  in  night-time  listening  over  the  stations  of  all  other 
networks  in  every  type  of  market. 

Or,  to  put  it  even  more  simply,  NBC  is  today,  more  than  ever,  the 

network  most  people  listen  to  most. 



One  out  of  every  120  radio  families  in  the 
United  States  told  us  what  their  listening  habits 
were  and  what  stations  were  their  favorites. 
The  results  of  these  surveys,  which  will  give  this 
information  for  every  county  and  every  radio 

station  in  the  country,  will  be  published  shortly. 

Out  soon — The  story  of  night-time  listen- 
ing in  the  412  25,000-and -over  cities.  Watch 

for  it. 

IS  IS 



LOOK!  HE'S  RIGHT  OUT  OF  THE  AGENCY  BUSINESS" 

CHICAGO 

50,000  WATTS 

Evidence  of  aflFection  for  our  kind  of  results  is  found  on 

our  books.  And  the  books  of  our  sponsors.  Over  80%  of 

our  current  accounts  picked  wBBm  from  previous  wBBm 

experience.  And  the  average  sponsor  stays  with  us  four  years 

when  he  buys  a  program  we  build.  We'd  like  to  show  you 
how  you  can  advertise  more  eflfectively  in  Chicago.  Call  us. 

wBBm  is  the  midwestern  key  station  for  the  Columbia  Broadcasting  System  and  is  represented 
nationally  by  Radio  Sales:  New  York,  Chicago,  St.  Louis,  Charlotte,  Los  Angeles,  San  Francisco 



NO.  9  IN  A  SERIES 
PORTRAYING  THE  AO- 
VENTURES  OF  RADIO'S 
INDISPENSABLE  MAN- 
THE  TIME  BUYER. 

NE.W  INDUSTRIES 

IN  TWO  YEARS  HAVE 

SWELLED  PORTLAND'S POPULATION  FROM 

355,099  TO  474,194/ 

THE  TRADE  AREA TO  703J08  / 

SPOT  ADVERTISERS  THESE  DAVS- 
VVITH  MARKET  CONDITIONS 

C+^A^I6IN6  ALMOST  OVEP.-NIGHT/ 

HERE'S  WHY  KEX,  PORTLAND, 
OREGON,  m£S  A  PLACE  ON 

ANY  TIMEBUYER'S  LIST/ 

PORTLAND  LEADS  ALL  OTHER 

MAJOR  PACIFIC  COAST  CITIES 
IN  SUCH  MARKET 

MEASUREMENTS  AS  RETAIL 

SALES  INCREASES  AND 

BANK  DEBITS/ 

KEX,  WITH  ITS  5,000  WATTS 
AND  BLUE  NETWORK  PROGRAMS, 
IS  AN  IDEAL  SPOT  TO  DO  A  GREAT 

JOB  FOR  SPOT  RADIO  ADVERTISERS 
IN  THIS  GREAT  AND 

GROWING  MARKET/ 

/OU'RE  MAKING  A 
FINE  RECORD  / 

KEX  IS  PROUD 

OF  THE  FACT 

THAT  ITS  "GOING 

PLACES"  WITH 
\  T-HE 
BLUE! 

IN  CHICAGO,  TflE  ..c/j 
RAYMER  OFFICE  IS  T^i^^Cmmii, 
THE  "MECCA"  FOR 
ALL  ALERT  SPOT 

TIME  BUYERS  • 

FOR  THE  ANSWER  TO 

THE  ̂ 64  QUESTION,"WHERE 
CAN  1  BUY  TH' BEST  RADIO 
SPOTS?"  CALL  THE  NEAREST 

PAUL  H.  RAYMER  OFFICE, 

OR  WRITE  OR  WIRE 
DIRECT  TO  KEX  / 

^
1
 

"THE  VOICE  OF 

TflE  OREGON 

COUNTRY" 

■PORTLAND 

OREGO/V 
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ONE    OF   A   SERIES    PRESENTINCx    THE    MEN    WHO    MAKE    FREE    &    PETERS  STATION 

JoHi  L  Bicoi 

SALES  DIRECTOR,  WGR-WKBW,  BUFFALO 

1924 
1924-25 

1925  ?6 

1926-  27 

1927-  29 

1929-31 

1931-37 

1937-39 

1939 

1939 

University  of  Michigan 
Editor,  Cadillac  Motor  Car  Co.,  Factory  and 
Sales  Magazines 
Retail  Advertising  Representative,  the  Detroit 
News 
Manager,  New  York  Office, "Furniture  Record 
and  Furniture  Manufacturing" 
Sales  Manager,  Fibre  Down  Division, 
Rochester  Folding  Box  Co. 
National  Advertising  Representative,  Scripps- 
Howard  Newspapers,  New  York  City 
National  Advertising  Manager,  the  Buffalo 
Times 
New  York  City  Office,  Scripps-Howard  News- 

papers Advertising  Representative,  Popular  Science 
M;iga2ine 
Sales  Director,  Buffalo  Broadcasting 
Corporation. 

I OBODY  but  a  ham  would  make  a  pun 

about  bringing  home  the  Bacon,  so  we'll 
get  to  the  meat  of  this  matter!  For  fifteen 

years,  Johnnie  Bacon  did  just  about  every 

kind  of  work  there  is,  in  newspaper  and 

publication  advertising.  Then  he  saw  the 

light  about  radio.  Today  Johnnie  is  one  of 

the  excellent  reasons  why  WGR  and  WKBW 

are  doing  the  outstanding  job  in  Buffalo, 

and  also  one  of  the  reasons  you'll  like 
to  do  business  with  WGR  and  WKBW. 

Enough  said! 

Once  when  we  were  young,  a  very  success- 

ful executive  of  our  acquaintance  made  a 

remark  that  has  stuck  with  us  ever  since. 

Said  he:  "Never  invest  in  a  company  until 

you've  investigated  the  management.  WitJi 

good  management,  any  company  will  suc- 

ceed." .  .  .  This  year  as  never  before,  that 

rule  also  applies  to  the  investment  of  adver- 

tising money  in  radio-station  time.  This  year, 
as  in  every  period  of  stress  and  change,  good 

management  is  being  reflected  in  better 
results  for  both  the  station  and  the  adver- 

tiser. And  this  year  as  never  before,  we  are 

happy  that  we  can  offer  you  these  bonuses  of 

good  station-management,  here  in  this  pio- 

neer group  of  radio-station  representatives. 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WKBW  BUFFALO 
WJWC     .    .  CHICAGO-HAMMOND WCKY  CINCINNATI 
KDAL  DULUTH 
WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO  .KALAMAZOO-GRAND  RAPIDS KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN      .    .  MINNEAPOLIS-ST.  PAUL WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBL  SYRACUSE 

.  .  .  IOWA  .  .  . 
WHO  DES  MOINES 
woe  DAVENPORT 
KMA  SHENANDOAH 

.  .  .  SOUTHEAST  .  .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  .  .  . 
KOB  ALBUPUEROUE 
KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  .  . 
KARM   FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO 
KIRO  SEATTLE 

and  WRIGHT-SONOVOX.  Inc. 

Free  &  Peters,  inc. 

Pioneer  Radio  Station  Representatives 
Since  May,  /g?2  ■*- 

CHICAGO:  i8o  N.  Michigan 
Franklin  6373 

NEW  YORK:  247ParliAve. 
Plaza  5-4131 

SAN  FRANCISCO:  iiiSutter 
Sutter  4353 HOLLYWOOD:,  1 512  N.  Gordon- Gladstone  3949 

ATLANTA:  ^22  Palmer  Bldg. 
Main  5667 
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Yankee  Sale  Presages  Blue  Alignment 

New  England  Net 

Acquired  by 
Gen.  Tire 

PURCHASE  of  the  Yankee 

Network  by  the  General  Tire 
&  Rubber  Co.,  subject  to  FCC 
approval,  is  expected  to  have 
a  bearing  on  alignment  of 
the  BLUE  Network  in  New 

England  and  possibly  upon 
the  ultimate  sale  of  the 
BLUE. 

That  was  the  talk  in  radio 
circles  after  the  formal  dis- 

i  closure  last  Wednesday  that 
General  Tire  had  consum- 

mated arrangements  for  pur- 
chase of  Yankee,  the  four 

standard  broadcast  stations 
licensed  to  Yankee  and  two 

FM  stations  for  approximate- 
ly $1,200,000.  Included  also  is 

the  stock  of  Colonial  Network 

Inc.  Of  this  purchase  price 
$950,000  would  be  in  cash. 
While  formal  confirmation  was 

lacking,  it  was  learned  that  William 

F.  O'Neil,  president  of  General 
Tire,  has  discussed  acquisition  of 
the  BLUE  Network  itself,  now  a 
subsidiary  of  RCA,  which  is  on 
the  block  by  virtue  of  an  agree- 

ment reached  by  the  parent  com- 
pany with  the  FCC.  A  number  of 

offers  have  been  made  for  the 
BLUE.  There  was  speculation 
about  the  formation  of  a  syndicate, 

I  in  which  General  Tire  would  be  a 
principal,  to  take  over  the  network. 
Acquisition  of  Yankee  would  be 
an  important  step  in  that  direction. 

^       Need  for  BLUE  Coverage 
\  Mentioned  as  possible  partici- 
\  pants  in  the  syndicate  with  General 
Tire  are  John  Shepard  3d,  presi- 

dent and  general  manager  of  Yan- 
kee who  would  remain  with  Yankee 

after  FCC  approval  of  the  sale, 
and  George  B.  Storer,  president  of 
Fort  Industry  Co.,  which  owns  and 
operates  six  standard  broadcast 
stations. 
Need  of  the  BLUE  Network  for 

outlets  in  New  England  since  the 
transfer  of  WBZ,  Boston,  last  July 
from  the  BLUE  to  NBC  is  expected 
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to  accelerate  negotiations  whereby 
a  number  of  the  Yankee  Network 
stations  will  join  the  BLUE,  as- 

suming FCC  approval  of  the  trans- 
fer. The  present  BLUE  outlet  in 

Boston  is  WHDH,  which  is  under 
a  two-year  contract.  Consequently 
it  is  doubted  whether  any  arrange- 

ments for  WNAC,  Yankee  key,  to 
join  the  BLUE  could  be  made. 

Coincident  with  the  shift  of  NBC 
from  the  Yankee  key  to  WBZ,  Yan- 

kee joined  MBS  and  is  a  stock- 
holder member.  When  negotiations 

for  affiliation  of  Yankee  with  the 
BLUE  failed  the  latter  network 
contracted  with  the  then  indepen- 

dent WHDH  as  its  outlet.  The 
whole  question  of  WHDH  fulltime 
operation  on  the  850  kc.  clear  chan- 

nel is  involved  in  litigation  now 
in  the  Supreme  Court.  Should  the 
FCC  lose  that  case  on  appeal,  as 
it  did  in  the  U.  S.  Court  of  Appeals 
for  the  District  of  Columbia  last 

September,  then  WHDH  would  re- 
vert to  part-time  operation.  In  that 

event  under  its  contract  the  BLUE 
would  be  free  to  negotiate  for  an- 

other Boston  outlet. 

Personnel  to  Remain 

While  there  is  expectation  of 
prompt  approval  of  the  transfer 
by  the  FCC  in  the  hope  of  consum- 

mating the  sale  this  year,  it  was 
pointed  out  that  delays  may  be  oc- 

casioned because  of  General  Tire's 
status  as  a  stock  company.  Its  3,000 
shares  are  widely  held  and  it  may 
be  necessary  to  procure  clearance 
through  Securities  &  Exchange 
Commission  in  addition  to  the  FCC. 

Under  the  transaction  Mr.  Shep- 

ard announced  in  Boston  that  no 
material  changes  are  contemplated 
in  the  operation  of  the  network  and 
its  stations  or  in  personnel.  Mr. 
Shepard  himself,  now  operating 
head,  would  remain  as  president 
and  general  manager  under  a  five- 
year  contract.  He  said  the  only 
reason  for  the  sale  was  because  of 
inheritance  tax  problems.  His  fa- 

ther, John  Shepard  Jr.,  owner  of 
the  network  and  the  Shepard  Stores 
in  Providence,  will  be  86  years 
old  Jan.  2  and  it  was  decided  that 
it  would  be  desirable  at  this  time 
for  the  estate  to  have  a  substantial 
amount  of  cash  in  order  to  meet 
future  inheritance  taxes. 

Two  FM  Stations  Included 

Mr.  O'Neil  said  the  purchase  of 
the  21-station  network  was  the  first 

step  in  the  "post-war  expansion 
plans"  of  General  Tire,  which  in- 

clude "entrance  into  other  fields 
of  manufacture  and  merchandis- 

ing". He  said  that  communications 
expansion  is  the  first  move  made 
because  of  the  growing  importance 
of  this  field  in  the  American  eco- 

nomy and  because  engineers  of 
his  company  already  have  devel- 

oped many  radio  devices  which 
they  plan  to  offer  to  the  public 
as  soon  as  the  war  ends. 

The  transaction,  under  which 
General  Tire  acquires  1009^ 
the  stock  of  Winter  Street  i 
Yankee  holding  company,  im 
also  the  acquisition  of  Wl 
WEAN,  Providence;  WAAB, 
cester;  WICC,  Bridgeport; 
the  FM  stations  W43B  at  P 
Mass.  and  W39B  with  transi 

atop  Mt.  Washington.  The  Colonial 
Network,  which  does  not  hold  any 
station  licenses  but  operates  in- 

dependently, also  would  be  ac- 

quired. 
In  the  application  filed  with  the 

Commission  last  Wednesday,  con- 
taining a  gist  of  the  understanding 

between  the  two  parties,  it  was 
stated  the  sellers  are  Mr.  Shepard 
3d  and  George  R.  Blodgett,  Boston 
attorney,  as  trustees  of  Winter 
Street.  The  sole  buyer  is  listed  as 
General  Tire.  This  statement  re- 

vealed that  substantially  all  of 
the  assets  of  the  standard  and 
FM  stations,  plus  the  relay  sta- 

tions, as  well  as  substantially  all 
of  the  assets  of  Yankee,  are  ac- 

quired. There  also  will  be  sold  to 
General,  either  directly  or  indirect- 

ly, all  of  the  stock  of  Colonial  Net- work Inc. 

"The  consideration  of  the  sale," 
said  the  application,  "is  $1,150,000, 
plus  an  amount  equivalent  to  the 
net  quick  assets  of  the  Yankee 
Network  Inc.,  the  Colonial  Net- 

work Inc.,  and  the  Winter  Street 
Corp.  The  seller  will  receive  $950,- 
000  in  cash  at  the  time  of  the  sale 
and  the  remainder  of  the  purchase 
price  will  be  payable  in  annual  in- 

stallments over  five  years,  with  2% 
interest  on  the  unpaid  portion. 
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PRINCIPALS  IN  YANKEE  SALE 

W.  F.  O'Neil W.  M.  O'Neil 
John  Shepard  3d 

Policies  Unchanged 

"The  general  policies  of  the  sta- 
tions operated  by  the  Yankee  Net- work will,  for  practical  purposes, 

remain  substantially  the  same  for 
the  reason  that  John  Shepard  3d 
will  continue  as  general  manager 

of  the  company." Consummation  of  the  purchase 
was  disclosed  coincident  with  the 

filing  of  the  applications  for  trans- fer of  the  licenses  of  the  four 
standard  and  two  FM  stations. 
General  Tire,  which  has  not  other 
direct  broadcasting  interest,  ne- 

gotiated the  transaction  through 
President  O'Neil  with  Mr.  Shepard 
3d  and  Attorney  Blodgett.  Paul 
D.  P.  Spearman  and  Frank  W. 
Roberson,  Washington  attorneys 
for  Yankee,  filed  the  application 
for  the  transferor,  while  W.  Theo- 

dore Pierson,  Washington  counsel 
for  General  Tire,  filed  in  the  inter- 

est of  the  purchaser. 
The  financial  statement  of  Gen- 

eral Tire,  filed  along  with  the  ap- 
(Continued  on  page  67) 
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Outside  Writers  Tested  for  Serials 

Compton  Agency  Tries 
New  Plan  to  Build 

Day  Sketches 
COMPTON  ADV.  Inc.,  New  York, 
is  quietly  attempting  to  work  out 
its  own  approach  for  the  future  de- 

velopment of  the  daytime  serial 
type  of  program,  it  was  revealed 
to  Broadcasting  last  week  when 
a  query  was  made  on  the  basis  of 
recent  charges  denouncing  serials 
as  out  of  tempo  with  the  psychol- 

ogy of  a  nation  at  war. 
Without  joining  in  the  debate, 

Hal  James,  script  editor  of  the 
agency  which  is  currently  produc- 

ing seven  serials  for  Procter  & 
Gamble  Co.  over  CBS  and  NBC, 
pointed  out  that  the  agency  has 
been  interviewing  writers  for  the 
past  two  months  who  have  not 
been  previously  active  in  the  field 
and  urging  them  to  experiment 
with  the  serial  program  as  a  form 
of  literary  expression. 

Not  Amateurs 
"These  writers  are  not  amateurs 

or  beginners,"  Mr.  James  declared 
to  Broadcasting,  "but  experienced writers  who  have  had  success  in 
writing  other  types  of  radio  pro- 

grams or  motion  picture  scripts  or 

stories  for  magazines." 
In  talking  of  these  writers,  Mr. 

James  emphasizes  the  belief  of 
William  M.  Ramsey,  director  of  ra- 

dio for  Procter  and  Gamble  Co., 
on  his  long  experience  with  radio 
script  shows,  that  they  offer  the 
writer  a  challenging  and  important 
opportunity  in  a  medium  which 
has  proved  itself  as  a  vital  social 
force  and  a  major  means  of  ad- 

vertising. Furthermore,  Mr.  James 
points  out,  the  agency  offers  the 
experienced  writer  who  is  interest- 

ed in  tackling  this  new  field,  the 
objective  criticism  and  sympathe- 

tic guidance  of  a  group  of  people 
who  have  had  years  of  experience 
with  daytime  serials  and  yet  who 
do  not  have  any  preconceived  dog- 

mas about  their  treatment  or 
method  of  presentation. 

"New"  Writers  Wanted 
When  one  of  these  "new"  writ- 

ers has  a  story  that  he  wants  to 
write  in  radio  serial  form,  Comp- 

ton offers  him  a  chance  to  experi- 
ment on  a  graduated  plan.  First 

he  submits  a  basic  story  and  its 
projection  in  outline  form.  Then, 
if  he  and  the  agency  agree  on  the 

story's  merits,  he  prepares  a  series 
of  scripts  sufficient  for  several 
weeks  of  broadcasting,  working 
under  close  agency  supervision. 
Each  part  of  the  work  is  paid  for 
as  it  is  completed.  If  the  story 
develops  as  anticipated,  the  scripts 
are  cast,  rehearsed  and  broadcast, 
either  live  or  by  transcription,  in 
a  test  market.  If  the  test  is  suc- 

cessful, the  program  may  then  be 
launched  on  a  national  basis,  with 
the  writer  engaged  to  carry  it  on 
as  long  as  its  audience  appeal  and 
advertising  return  may  justify. 

Although  this  particular  plan  is 

a  new  development,  it  is  a  logical 
step  in  the  history  of  the  daytime 
serial.  In  the  early  days  of  this 
form  of  radio  entertainment,  script 
shows  were  written  and  produced 
by  stations  and  networks  to  fill  the 

vacant  periods  in  the  day's  sched- 
ule. Such  programs  as  Vic  and 

Sade,  Mary  Marlin  and  The  Gold- 
bergs had  been  thoroughly  audi- 

ence-tested as  sustaining  features 
before  they  entered  the  realms  of 
commercial  radio. 

Tested  Writers  Used 

As  the  daytime  hours  became 
more  and  more  filled  with  commer- 

cial programs,  chiefly  the  dramat- 
ic serials,  the  broadcasters  cur- 

tailed their  experimentation  with 
this  now  successful  program  form 
to  a  large  degree,  believing  it  bet- 

ter, more  varied,  programming  to 
use  some  other  type  of  program  in 
the  time  left  open  between  the 
sponsored  serials.  Then  the  adver- 

tisers in  search  of  a  new  daytime 
drama  turned  to  tested  authors, 

employing  the  winter  of  one  suc- 
cessful serial  to  write  another  ser- 

ial for  him. 

As  the  buyers  market  had  grad- 

WITH  THE  demise  of  the  77th 
Congress  on  Dec.  16,  predictions 
were  freely  made  in  official  Wash- 

ington that  the  new  Congress,  to 
convene  Jan.  6,  will  be  economy- 
bent  and  determined  to  slash  all 
non-war  spending.  In  this  respect 
the  FCC,  among  other  Govern- 

mental agencies,  may  feel  the  knife. 
Congressional  leaders  predicted 

full  investigations  of  appropria- 
tions and  spending  by  Government 

agencies,  except  the  Army  and  the 
Navy.  A  well-rounded  plan  already 
has  developed  for  retention  of  a 
staff  of  expert  auditors  and  in- 

vestigators by  the  House,  to  func- 
tion under  its  Appropriations  Com- 

mittee in  the  fund  probes.  The 
FCC  appropriation  has  practically 
trebled  in  the  last  three  fiscal 
years,  and  totals  approximately 
8  million  dollars  for  the  next  fiscal 

year. War  Legislation 
While  there  was  considerable 

activity  affecting  broadcasting  last 
year  in  Congress,  no  important  leg- 

islation pertaining  directly  to  the 
industry  passed,  though  several 
measures  dealing  with  the  war 
effoi't  were  adopted.  The  Sanders 
Bill  (HR-5497),  for  a  sweeping  re- 

organization of  the  Commission, 
died  with  the  session,  after  it  had 
undergone  extensive  hearings. 
There  is  still  considerable  senti- 

ment for  revision  of  the  15-year-old 
Communications  Act  provisions  re- 

lating to  broadcast -regulation  and 

ually  developed  into  the  writers 
market,  so  this  latter  developed  in- 

to a  period  of  doubling-up  which 
has  of  late  reached  the  satura- 

tion point.  Now,  according  to 
Compton's  radio  executives  and 
the  advertising  heads  of  Procter 
&  Gamble,  the  time  has  arrived 
to  go  out  after  new  writers  who 
will  bring  fresh  ideas  and  tech- 

niques to  the  field  of  daytime 
dramas  and  so  keep  it  in  step  with 
the  times. 

Aid  Infantile  Drive 

FULL  COOPERATION  in  the  an- 
nual campaign  by  the  National 

Foundation  for  Infantile  Paralysis 
was  pledged  last  Thursday  by  a 
New  York  committee  of  foreign 
language  broadcasters,  who  met  at 
the  Hotel  Roosevelt  to  formulate 

broadcasting  plans  for  this  year's drive.  Under  the  Chairmanship  of 
Joseph  Lang,  WHOM,  Jersey  City, 
the  committee  includes  Ralph  Weil, 
WOV;  Henry  Greenfield,  WEVD; 
William  Alcorn,  WBNX;  Norman 
Warembud,  WBYN,  Brooklyn,  and 
William  Renman,  WWRL.  Starting 
Dec.  21,  those  six  foreign  language 
stations  in  the  New  York  area  will 
present  daily  spot  announcements. 

a  revival  of  the  legislation  is  ex- 
pected in  the  new  session,  even 

though  Rep.  Sanders  (D-La.),  will 
not  be  back.  He  was  defeated  in  the 
runoff  elections. 

Congressional  leaders  have 
stated  clearly  that  they  intend  to 
examine  intensively  use  of  appro- 

priations by  executive  agencies  and 
ascertain  whether  "unnecessary" war  activities  have  been  set  up  as 
a  means  of  procuring  funds.  They 
also  have  stated  they  want  to  deter- 

mine whether  current  fiscal  year 
appropriations  have  been  diverted 
from  so-called  war  activity  to  other 
work  within  these  agencies. 

While  particular  agencies  have 
not  been  singled  out  in  these  pre- 
adjournment  comments,  it  was 
learned  that  the  FCC  is  included 
among  the  agencies  to  be  subjected 
to  this  type  of  inquiry.  More  than 
half  the  Commission's  funds  have 
been  earmarked  for  war  opera- 

tions, including  its  field  and  moni- 
toring services  built  up  since  the 

defense  program  got  under  way. 

Any  investigation  of  the  FCC, 
based  on  past  experience,  usually 
gets  into  its  regulatory  policies, 
which  have  been  under  fire  virtu- 

ally since  creation  of  the  agency. 
Several  resolutions  for  full-scale 
investigations  of  the  agency  died 
with  the  adjournment  of  the  77th 
Congress.  It  is  likely  at  least  one 
or  two  will  be  reintroduced  with 
the  new  session,  probably  in  the 
House,  where  greatest  interest  has 
been  evinced. 

WCOP  Operation 

Under  FCC  Fire 

First  Wartime  Action  Against 

Foreign  Tongue  Stations 
FIRST  FCC  citation  against  a 
foreign  language  broadcaster  since 
the  outbreak  of  war  was  announced 
last  week  when  the  Commission 
designated  for  hearing  the  applica- 

tion of  the  Massachusetts  Broad- 
casting Corp.  for  renewal  of  the 

license  of  WCOP,  independently 

operated  Boston  station  and  mem- 
ber of  the  Bulova  operated  Atlan- 
tic Coast  Network. 

The  hearings  are  to  determine 
whether  continued  operation  of 
WCOP  in  the  hands  of  the  present 
management  will  serve  the  public 
interest.  According  to  the  bill  of 
particulars,  the  Commission  will 
study  the  manner  in  which  the 
management  has  conducted  the 
station,  particularly  with  respect 
to  its  foreign  language  programs. 

Announcers  Investigated 

Testimony  will  cover  methods  of 
selecting  and  investigating  person- 

nel, qualifications  of  personnel,  su- 
pervision of  programs  and  sales. 

Commission  investigators  have 
studied  the  activities  of  Franco 
Galluci,  WCOP  announcer,  and 
time  broker  of  many  Italian  lan- 

guage programs.  Mr.  Galluci,  ac- cording to  information  supplied  by 
the  FCC,  was  president  for  many 

years  of  the  Massachusetts  Fed- 
eration of  Dopolavero,  an  organi- 

zation which  a  FCC  press  release 
referred  to  as  "a  Fascist  front  or- 

ganization." 

Another  WCOP  foreign  language 

announcer,  Ubaldo  Guidi  was  ar- 
rested by  the  FBI  and  interned  at 

the  outbreak  of  the  war.  Guidi  had 
been  in  close  contact  with  the  Ital- 

ian consulate  in  Boston  and  was 
widely  known  in  New  England  as 
a  Fascist  organizer. 

Harold  A.  Lafount,  executive 
head  of  WCOP  and  of  the  Bulova 
stations  and  former  member  of  the 

Federal  Radio  Commission,  ex- 
pressed surprise  at  the  Commis- 

sion action.  He  pointed  out  that 
the  station  has  cooperated  with 
P'CC  in  making  program  changes 
and  in  presenting  Government  war 
messages  to  the  Italian-speaking 
audience  of  Boston.  A  representa- 

tive of  the  station  said  that  Gal- 
luci was  no  longer  employed  by 

WCOP  and  that  services  of  other 
individuals  mentioned  in  the  FCC 
statement  have  been  terminated. 

The  FCC  announcement  of  the 

hearing  stated  that  Italian  lan- 
guage broadcasting  on  WCOP  had 

begun  at  the  direction  of  the  late 
Luigi  Fiato,  who  was  executive 
secretary  of  the  Boston  Fascio  of 
the  Fascist  League  of  N.  A.  j 

Sylvia  Pascoe  Named 
SYLVIA  PASCOE  of  the  timebuy- 
ing  department  of  Russel  M.  Seeds 
Co.,  Chicago,  has  been  made  assis- 

tant timebuyer  under  June  RoUin- 
son,  chief  timebuyer.  Betty  Peck 
of  the  secretarial  staff  has  been 
advanced  to  traffic  manager. 

Slashing  of  Non-War  Funds 

Is  Expected  in  Next  Congress 
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PLUS  LARGEST  COVERAGE!  Largest  day- 
time  primary  coverage  area  and  also  the  largest 

nighttime  primary  coverage  area  of  any  radio  sta- 
tion in  Iowa,  based  upon  field  strength  surveys 

using  FCC  engineering  standards.  Only  lA  Clear 

Channel  station  in  State — 50,000  watts. 

PLUS    BEST   PROGRAM    SERVICE!  Only 

NBC  program  service  station  in  Iowa.  Has  all  the 

big  shows  and  features.  Also  excellent  local  pro- 
grams with  many  live  talent  shows  that  compete 

successfully  against  network  programs  for  Iowa 

listeners.  Unsurpassed  in  news-broadcasting  lead- 
ership— in  quality  of  service  and  audience. 

PLUS  GREATEST  POPULARITY!  "Listened 

to  most"  by  55.7%  of  all  Iowa  radio  famihes  (day- 
time), as  against  18.2%  for  all  other  Iowa  com- 

mercial stations — by  60.4%  after  6  p.m.,  as 

against  10.9%  for  all  other  Iowa  commercial  sta- 
tions, according  to  1942  Iowa  Radio  Audience 

Survey.  (1941  Survey  indicates  that  "listened  to 
most"  station  has  six  hours  of  listener's  attention 
to  every  one  hour  for  No.  2  stations  in  this  State. 
However,  this  does  not  apply  to  large  metropolitan 
centers.) 

PLUS    GREATEST    SECONDARY  COVER- 

AGE !  During  winter  months  60%  of  WHO's  mail 

BROADCASTING  •  Broadcast  Advertising 

comes  from  Iowa,  the  balance  from  35  to  45 
States.  Summer  mail  conies  from  30  to  37  States. 

PLUS  LARGEST  STAFF!  Total  114  capable 
men  and  women  are  eager  to  deliver  your  program 

and  sales  message  in  a  proper  and  acceptable 
manner  into  more  Iowa  homes  than  can  be  secured 

through  any  other  radio  station  or  combination  of 
stations  in  the  State.  Every  department  head  has 

many  years  of  experience  in  "large  station"  opera- 
lion.  Engineering  and  research  staff  is  considered 
to  be  one  of  the  best  in  the  U.S.A.  by  men  who  know. 

PLUS  RESULTS!  WHO  takes  in  more  money 
for  time  and  talent  than  all  other  stations  in  Iowa 

combined.  This  automatically  must  mean  that  WHO 
gives  better  results  to  advertisers.  Let  us  prove  it! 

Write  today — either  to  us  or  to  Free  &  Peters. 

WHO 

+  ̂   IOWA  PLUS!  + DES  MOINES  .  .  .  50,000  WATTS 

B.  J.  PALMER,  PRESIDENT 

J.  O.  MALAND,  MANAGER 
FREE  &  PETERS,  INC.  .  .  .  National  Representatives 
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New  Yorkers  Turn  to  Radio, 

As  Strike  Halts  Newspapers 

Theatres,  Department  Stores  Buy  All  Available 
Time:  Stations  Add  News  Broadcasts 

RADIO'S  ABILITY  to  keep  the 
public  informed  of  latest  news  de- 

velopments in  addition  to  Its  flexi- 
bility as  a  medium  for  any  and  all 

types  of  advertisers  proved  more 
than  equal  to  the  emergency  in 
New  York  last  week  when  a  strike 
by  the  Newspaper  and  Mail  De- 

livery Union  held  up  citywlde  de- 
livery of  eight  metropolitan  morn- 

ing and  afternoon  newspapers. 
Besides  keeping  vital  news  of 

the  war  from  the  public  the  strike 
occurred  most  inopportunely  the 
week  before  Christmas  when  ad- 

vertising by  department  stores  and 
local  amusements  such  as  theatres 
and  motion  pictures  is  at  its  heavi- 

est to  reach  the  holiday  crowds. 
Stores  on  Air 

The  motion  picture  industry 
alone  is  estimated  by  the  agencies 
handling  the  various  accounts  as 
spending  about  $30,000  in  radio 
time  from  Dec.  14  through  Dec. 
17,  day  on  which  newspapers  were 
again  distributed  to  the  New  York 
public,  after  settlement  of  the 
strike  at  1  a.m.  on  orders  of  the 
WLB. 

Several  local  department  stores 
took  special  time  to  promote  their 
Christmas  bargains.  The  Curtis 
Publishing  Co.  used  four  stations 
for  special  promotion  of  last 
week's  Saturday  Evening  Post, 
and  the  newspapers  themselves  ex- 

panded regular  tieups  many  of 
them  have  with  local  stations,  as 
well  as  contracting  for  sponsored 
periods  of  news. 

Theatres  Buy  Time 

Radio  executives  were  literally 
deluged  early  last  week  with  re- 

quests for  time  on  their  stations. 
New  York  agency  placing  most  of 
the  accounts  in  the  amusement 
field  was  Donahue  &  Co,  which  on 
Monday  morning  was  instructed 
to  buy  as  much  time  as  possible 
for  Loew's  neighborhood  theatres, 
the  Capitol  Theatre,  Radio  City 
Music  Hall,  the  Center  Theatre, 
and  M-G-M,  including  spot  an- 

nouncements, participations,  quar- 
ter-hours and  half-hours  on  the 

four  network  outlets  in  New  York, 
WABC,  WEAF,  WJZ  and  WOR, 
as  well  as  WHN,  WNEW,  WMCA, 
WINS  and  WQXR. 
WABC  carried  two  quarter-hour 

participations  for  Loew's  on  Per- 
sonally, It's  Off  the  Record  on  Dec. 

14  and  on  the  early  Arthur  God- 
frey show  Dec.  15.  Paramount 

Pictures,  through  Buchanan  &  Co., 
also  sponsored  four  quarter-hours 
on  the  Godfrey  program  during 
the  week.  One-minute  live  an- 

nouncements promoting  current 
features  were  used  on  WEAF  by 
Capitol,  Music  Hall  and  Loew's, 
spotted  variously  on  such  shows 
as  The  Funny  Money  Man,  News 
at  Midnight,  Studio  X,  Morning  in 

Manhattan  and  Melodies  at  Midday. 
WEAF  also  reported  that  the 

Curtis  Publishing  Co.,  Philadelphia, 
which  ordinarily  takes  large  space 

in  newspapers  for  each  week's  is- sue of  The  Saturday  Evening  Post, 
used  participations  both  Wednes- 

day and  Thursday  of  last  week  to 
push  sales  of  the  Dec.  19  issue. 
That  issue  of  the  magazine  also 
was  advertised  on  WJZ  and  in 
eight  other  cities  as  part  of  a  reg- 

ular campaign  for  various  weekly 
features.  BBDO,  New  York,  is 
agency. 
WOR  received  special  business 

from  R.  H.  Macy  &  Co.,  New  York 
department  store,  which  took  a 
quarter-hour  with  Pegeen  Fitz- 

gerald to  advertise  its  Christmas 
bargains,  as  well  as  one-  and  five- 
minute  announcements  in  the  af- 

ternoons and  evenings.  Blooming- 
dale's,  another  department  store, 
which  has  a  regular  program  on 
WQXR,  broadcast  an  additional 
quarter-hour  for  its  Christmas 
trade  on  that  station  last  Tuesday. 

Other  advertisers  interested  in 
using  radio  as  a  substitute  for 
their  extensive  newspaper  adver- 

tising included  employment  agen- 
cies and  legitimate  theatres,  al- 

though the  former  group  was  not 
(Continued  on  page  59) 

WLB  RULES  CLEAR 

BONUS  CONFUSION 
WAR  LABOR  Board  last  week 
made  public  two  rulings  affecting 
bonuses  and  designed  to  eliminate 
confusion  in  the  operation  of  the 
wage  stabilization  program. 

First  ruling  grants  authority  to 
regional  directors  to  pass  on  Christ- 

mas bonuses  which  may  require 
Board  approval.  WLB  previously 
ruled  that  bonuses  not  exceeding 
those  paid  last  year  needed  no  ap- 

proval. Second  order  provides  that 
bonuses  paid  employes  entering  the 
armed  forces  need  not  be  approved 
by  the  WLB. 

The  board  also  ruled  that  escala- 
tor clauses  in  labor  agreements 

shall  not  increase  wages  more  than 
15%  above  the  level  of  Jan.  1,  1941. 
This  limitation  is  in  keeping  with 
the  general  policy  of  the  WLB  to 
disallow  increases  above  that  level. 

Book  League  Expands 
BOOK  League  of  America,  New 
York,  subsidiary  of  Doubleday, 
Doran  &  Co.,  New  York,  extensive 
user  of  radio,  on  Jan.  4  will  start 
a  new  campaign  on  200-250  sta- 

tions to  promote  its  monthly  re- 
leases. Campaign  will  consist  of 

five-minute  transcriptions,  thrice- 
weekly,  featuring  dramatizations 
of  highlight  parts  of  each  month- 

ly book  the  League  offers  to  mem- ber subscribers.  Business  East  of 
the  Mississippi  is  handled  by  Hu- 
ber  Hoge  &  Sons,  N.  Y.,  and  in 
the  West  by  Raymond  Spector  Co., N.  Y. 

PROGRAMS  GET  SERIOUS  con- 
sideration from  Robert  J.  Landry 

(left),  new  CBS  director  of  pro- 
gram writing,  and  Douglas  Coulter, 

Columbia's  director  of  broadcasts, 
Mr.  Landry  joined  CBS  Dec.  1 
after  11  years  with  Variety. 

Networks'  Appeals 

Up  Next  February 

Supreme .  Court .  To  .  Review 
Chain-Monopoly  Cases 
THE  MAJOR  networks  get  their 
"day  in  court"  before  the  Supreme 
Court  of  the  United  States  in  their 
joint  effort  to  block  enforcement  of 
the  controverted  chain-monopoly 
regulations  during  the  second  week 
in  February  by  virtue  of  the  high- 

est tribunal's  action  last  Monday 
in  agreeing  to  review  the  cases. 

The  cases  have  been  docketed  for 
the  week  of  Feb.  8,  though  it  is 
possible  they  will  be  heard  a  few 
days  earlier  or  later.  The  appeals 
of  NBC  and  CBS  are  from  the  ad- 

verse decision  of  the  statutory 
three-judge  court  in  New  York  last 
month  dismissing  the  suits  of  the 
major  networks.  The  lower  court, 
however,  issued  an  order  restrain- 

ing the  FCC  from  making  its  reg- 
ulations effective  until  after  the 

Supreme  Court's  adjudication. 
The  Supreme  Court  noted  "prob- 

able jurisdiction".  Both  CBS  and 
NBC  contended  the  FCC  had  ex- 

ceeded its  authority  in  issuing  the 
regulations  in  May,  1941,  and  held 
that  they  are  unconstitutional,  im- 

proper and  destructive. 
MBS  is  an  intervenor  in  the 

cases,  having  supported  the  regu- 
lations throughout.  Charles  V. 

Denny  Jr.,  FCC  general  counsel, 
is  expected  to  argue  the  cases  in 
the  court  of  last  resort.  MBS  chief 
counsel  is  Louis  G.  Caldwell.  Chief 
counsel  for  CBS  are  Charles  Evans 
Hughes  Jr.,  and  former  Judge 
John  J.  Burns.  NBC's  chief  coun- 

sel is  John  T.  Cahill. 

Leseuer  to  FDR 

WHEN  Larry  Leseuer,  for- 
mer CBS  Moscow  correspon- 
dent, visited  Washington  last 

week  he  attended  one  of  the 
President's  press  conferences 
in  the  company  of  Eric  Seva- 
reid,  CBS  Washington  chief. 
At  the  close  of  the  confer- 

ence he  was  introduced  to 
Mr.  Roosevelt  and  the  two 
chatted  for  a  few  minutes. 
Before  leaving  Larry  offered 
the  First  Man  a  German 
iron  cross  he  had  picked  up 
on  a  Russian  battlefield. 

Tax  Ruling  Asked 

On  Donated  Time 

NAB  Seeks  Internal  Revenue 

Opinion  on  Deductions 

FURTHER  explanations  of  the  po- 
sition of  the  Bureau  of  Internal 

Revenue  on  deductions  from  taxes 
for  time  donated  by  broadcasters 
to  federal  agencies  may  be  avail- 

able soon  as  a  result  of  a  letter 
sent  by  the  NAB  Dec.  17  to  Guy 
T.  Helvering,  Commissioner  of  In- 

ternal Revenue. 
The  letter,  written  by  Russell  P. 

Place,  NAB  counsel,  seeks  to  de- 
termine whether  Internal  Revenue 

will  consider  such  free  time,  equip- 
ment and  talent  a  "contribution  in 

money"  for  the  use  of  the  United 
States.  Under  an  amendment  in  the 
1942  tax  law  to  section  23q,  in  cases 
of  such  gifts  and  contributions,  a 
taxpayer  may  deduct  up  to  5%  of his  net  income. 

Expense  Deduction  Approval 

Internal  Revenue  has  already 
ruled  that  broadcasters  may  deduct 
the  actual  expenses  involved  in 
such  productions,  for  these  will  be 
considered  ordinary  operating  ex- 

penses. This  position  was  stated  in 
a  letter  from  Commissioner  Helver- 

ing to  Mr.  Place  earlier  this  month 
[Broadcasting,  Dec.  14]. 

General  opinion  is  that  the  In- 
ternal Revenue  Bureau  will  follow 

the  same  reasoning  in  answering 
Mr.  Place's  second  letter  that  was 
used  in  a  ruling  on  newspaper  ad- 

vertising. It  has  been  decided  that 
newspapers  cannot  claim,  a  5%  de- 

duction and  that  such  things  as 
War  Bond  ads  are  not  monetary 
contributions  to  the  United  States. 

Using  the  same  basis  as  applied 
in  Mr.  Helvering's  first  letter  to 
Mr.  Place,  Internal  Revenue  said 
newspapers  could  deduct  the  actual 
mechanical  expenses  involved  in 
preparing  such  advertising,  but 
that  there  could  be  no  space  charge. 
Internal  Revenue  ruled  that  it  is 

the  duty  and  the  business  of  news- 
papers to  advise  the  public  to  buy 

war  bonds  and  that  the  mechanical 
expenses  involved  are  no  different 
from  those  of  any  other  news  or 
advertising  page  [Broadcasting Nov.  30]. 

'Time'  Film  Spots 

MARCH  OF  TIME  Inc.,  New  York, 

is  promoting  the  film  "We  Are  The Marines,"  in  a  four  to  eight-day 
campaign  of  live  spot  announce 
ments  totaling  108  on  major  sta^ 
tions  in  New  York  and  Washing' 
ton.  Schedule  got  under  way  last 
week.  New  York  stations  used  are 
WQXR  WEAF  WNEW  WOR 
WMCA  WJZ  WABC.  In  Washing 
ton,  commercials  were  placed  on 
WMAL  WJSV  WRC.  In  addition 
to  commercial  advertising,  the  pic 
ture  is  being  promoted  through 
special  mention  on  local  stations 
and  the  major  networks  by  com- 

mentators, including  Lowell 
Thomas,  Martha  Deane,  Arthur 
Godfrey,  H.  R.  Baukhage,  Ade 
laide  Hawley,  John  B.  Hughes,  and 
others.  Agency  is  Lord  &  Thomas 
New  York. 
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READY.A  AIM..  FIRE 

Those  boys  KNOW  what  they're 
shooting  at !  And  smart  radio  ad- 

vertisers have  learned  they  can  AIM 
.  .  .  FIRE  ...  and  HIT  their  market 

targets  just  as  surely  as  the  man  be- 

hind the  gun.  No  waste  .  .  .  no  misses. 

Consider  Baltimore  . . .  today  the  coun- 

try's 6th  largest  city.  Do  you  know  how 
sales  costs  can  be  reduced .<*  The  answer 
is  WFBR. 

The  station  that  covers  the  Baltimore  trad- 

ing area  without  waste. 

1 .  WFBR  does  not  try  to  cover  the  surround- 

ing states  of  Virginia,  West  Virginia, 

New  Jersey,  Pennsylvania  or  Delaware. 

Our  job  is  the  Baltimore  market. 

We're  under  the  impression  that  radio  sta- 
tions in  those  scattered  states  have  loyal  listen- 

ers of  their  own. 

2.  WFBR  uses  the  electrical  power  that 

gives  a  magnificently  clear  signal  DAY  and 

NIGHT.  There  are  no  dead  spots. 

3.  WFBR  is  the  station  Baltimore  people 

have  depended  on  for  years.  It  has  a 

station  loyalty  of  listeners   that  has 

brought  one  half  million  people  out 

of  their  homes  into  our  studios. 

If  you  want  people  to  hear  about 

\     your  products  in  the  town  you  sell 
\      them  in  .  .  .  WFBR  is  your  buy 

*\ 

0\       in  Baltimore. 

RADIO  STATION WFBR 

NATIONAL   REPRESENTATIVE:  JOHN 

BALTIMORE 

BLAIR    &  CO. 

PHOTO  BY  ACME 
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Senate  to  Speed 

Probe   of  Petrillo 

Hearing  Jan.  12  Unaffected 

By  Windup  of  Session 
ACTION  BY  the  Senate  last  Tues- 

day in  terminating  all  standing, 
select  or  special  committees  au- 

thorized at  previous  sessions  but 
which  have  been  continued  will  in 
no  wise  affect  the  scheduled  inquiry 
into  the  affairs  and  activities  of 
James  C.  Petrillo  and  his  Ameri- 

can Federation  of  Musicians. 
The  Senate  action,  taken  just 

prior  to  adjournment  of  the  cur- 
rent Congress,  provides  for  the 

termination  of  such  authorizations 
as  of  the  end  of  January,  1943. 
The  Clark  Resolution  (SRes-286) 
authorizing  the  music  investiga- 

tion will  be  in  full  force  as  of  Jan. 
12,  with  Mr.  Petrillo  himself  sched- 

uled to  appear  before  the  commit- 
tee as  first  witness.  Prior  to  the 

end  of  January  it  is  expected  Sena- 
tor Clark  (D-Ida.),  chairman  of 

the  subcommittee,  will  procure 
necessary  authority  to  continue  the 
inquiry  if  it  has  not  been  concluded 
by  that  time. 

Government  Agencies  Cooperate 

The  purpose  of  the  committee 
termination  resolution,  offered  by 
Senator  Hayden  (D-Ariz.),  was  to 
eliminate  all  extraneous  commit- 

tees so  that  the  Senate  could  start 
with  a  clean  slate  early  in  the 
new  session.  It  was  unanimously 
adopted  by  the  Senate  upon  recom- 

mendation of  Senator  Lucas  (D- 
111.),  chairman  of  the  Committee 
on  Audit  and  Control. 

Meanwhile  plans  for  the  hear- 
ing opening  on  Jan.  12  were  being 

whipped  into  shape  by  Senator 
Clark  and  the  committee  special 
counsel,  Herbert  M.  Bingham, 
Washington  attorney.  The  "active 
cooperation"  of  interested  Govern- 

ment agencies  in  the  inquiry  was 
reported  by  Mr.  Bingham. 

Several  Government  agencies 
have  urged  that  the  AFM  ban  on 
recordings  and  transcriptions,  in- 

voked by  Petrillo  last  August,  be 
lifted  lest  it  seriously  undermine 
the  war  effort  through  forced  clo- 

sure of  small  stations  deprived  of 
recorded  program  material  and  by 
other  means.  While  no  complete 
slate  of  witnesses  has  been  released 
the  committee  has  several  score 
requests  for  appearances  from  or- 

ganizations, individuals  and  Gov- 
ernment agencies  interested  in  re- 

lieving conditions  precipitated  by 
the  Petrillo  bans  and  ukases. 

Miles  Laboratories  Challenge 

FTC's  Medical  Label  Control 

Firm's  Court  Stand  Threatens  FTC  Position  in  Cases 

Double  Duty 
75%  of  the  staff  of  WWSR, 
Albans,  Vt.,  are  serving  as 
volunteer  airplane  spotters 
in  an  area  said  to  be  vital. 
Among  volunteers  to  date 
are  Tom  Colton,  manager, 
Norman  Lyons,  chief  engi- 

neer, Cecile  Souliere,  office 
manager.  They  expect  100% 
enrolment. 

Recently  Filed  Against 
CHALLENGING  the  legality  of 
Federal  Trade  Commission  activi- 

ties in  the  regulation  of  medicinal 
remedy  labels.  Miles  Laboratories 
Inc.,  Elkhart,  Ind.,  on  Dec.  14 
asked  the  Federal  District  Court  of 
the  District  of  Columbia  to  pre- 

vent the  Commission  from  issuing 

a  complaint  against  it  for  "unfair 
methods  of  competition  in  busi- 

ness". 
Although  the  firm  is  a  large 

buyer  of  radio  time'  for  Alka- Seltzer  and  Vitamins,  none  of  its 
radio  advertised  products  was  in- 

volved in  the  FTC  cases.  The  is- 
sues raised  by  Miles,  however, 

may  involve  several  pending  FTC 
headache  and  medicinal  remedy 
cases,  some  of  which  are  against 
important  time  users. 

Action  Is  Surprise 
Miles  move  came  as  a  complete 

surprise  to  FTC  attorneys.  It  re- 
sulted from  correspondence  in 

which  FTC  sought  a  stipulation 
from  Miles,  agreeing  to  modify 
labels  and  advertising  for  its  Ner- 

vine, Nervine  Tablets  and  Anti- 
Pain  Pills. 

In  a  letter  to  Miles  Nov.  17 
Web  Woodhill,  chief  trial  examiner 
for  the  Commission,  wrote:  "you 
have  failed  adequately  to  reveal 
the  potential  danger  to  health  that 
may  result  from  improper  or  con- 

tinued use  of  such  drugs".  Mr. 
Woodhill  then  referred  to  a  copy 
of  a  stipulation  which  the  Com- 

mission enclosed  and  asked  Miles 
to  agree  to  some  modifications  in 
its  labels  and  advertising. 

Miles  complaint  flatly  rejected 
efforts  of  the  FTC  to  obtain  the 
stipulation  and  declared  that  the 
Commission  was  entirely  without 
authority  to  ask  such  an  agree- 

ment or  to  issue  a  complaint 
against  it. 

Label  Authority  Challenged 

In  effect,  the  complaint  said  that 
FTC  uses  its  power  over  advertis- 

ing indirectly  to  regulate  labeling, 
a  function  entrusted  to  the  Federal 
Security  Agency  by  the  Federal 
Food,  Drug  and  Cosmetic  Act  of 
1938.  Miles  said  that  its  labels 
comply  with  the  requirements  of 
the  Food,  Drug  and  Cosmetic  Act, 
designed  to  prevent  mislabeling  of 
merchandise. 

The  firm  did  not  deny  the  FTC 
has  authority  over  advertising,  but 
insisted  that  this  authority  does 
not  include  the  right  to  require 
cautioning  statements  beyond  any 
required  by  the  Food,  Drug  and 
Cosmetic  Act.  Moreover,  the  com- 

plaint asserted,  FTC  cannot  re- 
quire labels  to  state  specific  dan- 

gers resulting  from  excessive  use 
of  the  product  beyond  the  dosage 
specified  on  the  label. 

Miles  pointed  out  that  its  labels 

Headache  Remedy  Makers 

for  all  three  products  contain  all 
the  warnings  demanded  by  FTC, 
with  the  exception  that  the  labels 
do  not  warn  specifically  that  ex- 

cessive use  of  Nervine  and  Ner- 
vine Tablets  may  cause  mental  de- 

rangement and  that  Anti-Pain 
Pills  in  excess  may  cause  col- 

lapse. The  complaint  included  ex- 
hibits of  advertising  and  labels  to 

show  the  following  warnings:  "Do not  exceed  recommended  dosage  or 

give  to  children"  and  "Overdoses 
or  habitual  use  may  be  dangerous." 
The  complaint  stated  that  Miles' advertising  contained  instructions 
to  read  full  directions  on  the  bot- 
tle. 

FTC  Course  Undecided 

FTC  attorneys  last  week-end,  al- 
though confident  that  the  authority 

of  the  Commission  would  be  sus- 
tained, had  not  decided  whether  to 

move  for  dismissal  of  the  complaint 
or  to  answer.  A  decision  must  be 
made  within  60  days. 

If  Miles  were  sustained  by  the 
federal  courts  in  challenging  juris- 

diction of  the  Commission,  observ- 
ers pointed  out,  similar  challenges 

to  FTC's  jurisdiction  might  be  of- 
fered by  headache  powder  firms 

cited  by  the  Commission  Oct.  21. 
Three  of  the  firms  in  these  cases 
have  filed  answers  on  the  facts 
of  the  case  while  three  others, 
Emerson  Drug  Co.,  Baltimore 
(Bromo-Seltzer)  ;  Stanback  Co., 
Salisbury,  N.  C.  (Stanback  Head- 

ache Powder)  ;  and  B.  C.  Remedy 
Co.,  Durham,  N.  C.  (BC  Head- 

ache Powder)  have  been  granted 
extensions  in  their  cases  and  as 
yet  have  given  no  indication  of  the 
nature  of  their  replies 

Attorneys  for  Miles,  although 
stating  clearly  that  radio  copy  was 
not  at  issue  in  the  present  com- 

plaint, indicated  that  they  felt  the 
same  arguments  on  FTC  jurisdic- 

tion might  apply  in  radio  cases. 

Radio  programs  advertising  Miles' 
products,  not  involved  in  this  case, 
include  Lum  'n'  Ahner  and  Quiz 
Kids  on  BLUE  and  News  of  the 
Wo)id  and  National  Barn  Dance 
on  NBC. 

FTC  Headache  Cases 

NEW  extensions  were  granted  by 
the  Federal  Trade  Commission  last 
week  to  three  of  six  headache  and 
medicinal  remedy  manufacturers 
charged  with  misleading  advertis- 

ing Oct.  21.  [Broadcasting,  Oct. 
26].  Emerson  Drug  Co.,  Baltimore 
(Bromo-Seltzer)  was  given  until 
Dec.  29  to  reply,  while  indefinite 
extensions  were  granted  B.  C. 
Remedy  Co.,  Durham,  N.  C.  (BC 
Headache  Powder),  and  Stanback 
Co.,  Salisbury,  N.  C.  (Stanback 
Headache  Powder).  Three  other 
firms  have  already  answered,  in 
general  denying  FTC  charges. 

FERGVSOIS  HEADS 

FTC  FOURTH  TIME 

GARLAND  S.  FERGUSON,  mem- 
ber of  the  Federal  Trade  Commis- 
sion since  1927,  was  elected  FTC 

chairman  for  the  fourth  time  last 

week,  the  Com- 
mission  an- nounced. He  will 
succeed  William 
A.  Ayres,  Jan.  1. 
The  chairman- 

ship of  the  FTC is  traditionally rotated  among 

the  commission- 
ers. 
Mr.  Ferguson 

will  begin  his 
Mr.  Ferguson  fourth  term  as 
head  of  the  FTC  with  a  longer 
record  of  service  than  any  other 
commissioner.  A  Democrat  from 
South  Carolina,  he  was  named  to 
the  Commission  by  President 
Coolidge.  Previous  to  his  appoint- 

ment he  had  held  no  public  of- 
fice. Following  a  successful  law 

practice,  he  was  special  counsel 
to  the  Southern  Railway  and  as- 

sistant general  counsel  to  the 
Newport  News  Shipping  Co. 

Other  personnel  of  the  Commis- sion remains  unchanged,  including 
Mr.  Ayres,  Ewin  L.  Davis  and Robert  E.  Freer,  appointed  by 
President  Roosevelt,  and  Charles 
H.  March,  another  appointee  of Mr.  Coolidge. 

OCD  Program  on  WOL 

Sponsored  by  Hecht  Co. 
THE  HECHT  Co.,  Washington  de- 

partment store,  last  Wednesday 
began  a  13-week  series  over  WOL, 
6:45-7  p.m..  Civilian  Defense  Re- 

porter, featuring  Martha  Smith, 
recently  of  Chicago,  in  quarter- 
hour  of  patter  about  civilian  de- fense activities  in  the  capital  city. 

Idea  originated  with  OCD.  Script 
is  written  by  Tom  Stone,  chief  of 
the  Radio  Section,  Information  Di- 

vision, of  which  H.  P.  Godwin, 
brother  of  the  BLUE  commentator, 
is  head.  All  talent  is  donated, 
Hecht  Co.  buying  station  time  and 
presenting  $25  cash  or  equivalent 
in  merchandise  each  week  to  dif- 

ferent Civilian  Defense  areas  in 
Washington.  This  marks  the  first 
time  the  Washington  OCD  has 
built  a  radio  show  for  sponsor- 

ship. Agency  is  Koster  Adv., Washington. 

SOME  'PRINT  UGUES' 

They  Pale  'Plug  Shrinkers' 
 Says  Retail  Bureau  

COMMERCIAL  copy  laden  with 
"print  uglies",  says  Frank  Wright, 
manager  San  Francisco  'Retail 
Radio  Bureau,  in  a  letter  to  Read- 

er's Digest,  causes  him  to  take  is- 

sue with  the  Plug  Shrinker's  "sud- den abash  at  radio's  modest  trans- 

gression". 

Citing  exhibits  from  a  recent  is- 
sue of  the  San  Francisco  Examiner 

in  which  he  finds  that  13  of  16 
selected  samples  of  commercial 
plugs  are  in  their  present  text 
"unacceptable  to  all  Bay  Area 
Radio  Stations",  Mr.  Wright  con- 

cludes that  "print  uglies"  "have 
already  callouse-lined  our  in- nards" and  "no  longer  detract  from 

the  savor  of  the  reader's  chop". 
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IN  THE  BOOMING  AND  BUYING  WICHITA  MARKET  WITH 

^  THE  BEST  WAVE-LENGTH 

^  24-HOUR,  SEVEN-DAY  OPERATION 

^  PRESTIGE  AS  KANSAS'  OLDEST  STATION 

^  TWO  NETWORKS  -  BLUE  AND  MUTUAL 

^  EIGHTEEN  LIVE  TALENT  RADIO  SHOWS  DAILY 

^  THOROUGH  MERCHANDISING  SERVICE  BY  FOUR 

EXPERIENCED  REPRESENTATIVES 

^  AN  ENVIABLE  REPUTATION  FOR  GETTING 

DISTRIBUTION,  FOR  PULLING  MAIL 

IF  YOU  WANT  TO  SELL  THE  RICH,  AND 

THE  NOW  ENRICHED  WICHITA  MARKET, 

BUY  INFLUENTIAL  KFBI 

fHflHi 

KFBI-WICHITA 

5000  WATTS  —  BLUE  AND  MUTUAL 

RA  Y  LINTON,  General  Manager    HOWARD  H.  WILSON  &  CO.,  National  Representatives 
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CBS  STOCKHOLDERS 

ADOPT    PALEY  CUT 

CBS  STOCKHOLDERS,  at  a 
special  meeting  in  New  York  last 
Wednesday,  approved  four  pro- 

posals of  the  board  of  directors 
calling  for  a  reduction  of  compen- sation for  William  S.  Paley,  CBS 
president,  from  approximately 
$200,000  to  $65,000  a  year;  for 
authorization  of  a  pension  plan; 
for  a  reduction  in  additional  com- 

pensation currently  given  and  for  a 
pension  for  Edward  Klauber,  chair- 

man of  the  CBS  executive  commit- tee. 
Details  of  the  proposals  [fully 

explained  in  the  Nov.  23  issue  of 
Broadcasting]  were  briefly  out- 

lined by  President  Paley  and  the 
proposals  were  adopted  without  a 
dissenting  vote. 

Afton  S.  Hayward,  a  minority 
stockholder,  questioned  Mr.  Paley 
regarding  the  operations  of  the 
CBS  program  department,  express- 

ing disapproval  of  the  network's sustaining  programs  despite  Mr. 
Paley's  answer  that  these  are  now 
receiving  higher  ratings  than  at 
any  time  in  CBS  history.  He  also 
asked  for  a  review  of  the  court  ac- 

tions on  the  FCC  network  mo- 
nopoly regulations,  which  Mr.  Paley 

summarized  briefly. 

IB7B     (Sorn^ltuB  1.  (Sam^  1942 

Carter  Ponders  Change 

In  Broadcast  Rendition 
CARTER  PRODUCTS,  New  York, 
will  replace  its  schedule  of  record- 

ed one-minute  announcements  on 
WJZ,  New  York,  WOR,  New  York, 
and  on  several  Canadian  stations, 
with  a  five-minute  program  of  re- 

corded talks  of  a  philosophical  na- 
ture. This  will  mark  the  first  time 

the  company  has  used  a  program 
unity  in  its  spot  radio  advertising. 
Recordings  start  on  WJZ  New 
York,  Jan.  4,  on  a  five-weekly 
basis,  at  10:55  a.m.  Company, 
which  uses  an  extensive  spot  sched- 

ule for  Carter's  Little  Liver  Pills, 
is  understood  to  be  testing  the  pro- 

grams for  comparison  with  the  one- 
minute  announcements  which  will 
be  maintained  on  other  stations, 
in  addition  to  Carter's  BLUE 
weekly  program.  Inner  Sanctum 
Mystery,  also  for  Little  Liver  Pills. 
Ted  Bates  Inc.,  New  York,  handles 
the  account. 

FM  Sales  Growing 
RADIO  DEALERS  report  the 
most  FM  sales  in  the  service  area 
of  W55M,  Milwaukee,  in  many 
months.  Sales  spurt  is  attributed 
in  part  to  series  of  dealer  promo- 

tions currently  featured  by  W55M 
in  the  Milwaukee  Journil  stress- 

ing clarity  of  FM  reception  and 
reminding  potential  buyers  of 
dwindling  stocks,  irreplaceable  un- 

til after  the  war.  Copy  lists  90 
radio  dealers  in  the  W55M  service 
area. 

Consolidated  Series 
CONSOLIDATED  DRUG  Trade 
Products,  Chicago,  on  Dec.  13  be- 

gan a  series  of  spot  and  station- 
break  announcements  for  Velure 
Hand  Lotion  and  Zymole  Trokeys 
in  a  13-week  campaign  on  Chicago 
stations  WENR,  WBBM,  WON 
and  WJJD.  Agency,  newly-ap- 

pointed, is  Arthur  Meyerhoff  & 
Co.,  Chicago. 

Mr.  Tomy 

ONE  OF  RADIO'S  most  lovable 
characters — Cornelius  D.  Tomy, 
64,  known  to  thousands  of  radio 
listeners  as  "Uncle  Neal",  is  dead. 

It  was  in  April, 
1922,  that  Mr. 
Tomy  was  named 
general  manager 
of  Station  WCX, 
then  being  estab- 

lished by  the  De- 
troit Free  Press. 

It  was  his  voice 
that  was  first 
heard  over  that 
station.  Later  he 
became  general 
manager  of 

WGHP,  the  forerunner  of  the  pres- 
ent WXYZ,  but  returned  to  WCX 

to  resume  his  old  position. 
In  1929  WCX  was  absorbed  by 

WJR,  Mr.  Tomy  becoming  an  an- 
nouncer and  director  of  special 

broadcasts  for  the  organization.  He 
has  been  with  WJR  ever  since,  in 
recent  years  as  director  of  pub- 

licity and  as  narrator  on  the  Sun- 
day morning  reading  of  the  comics. 

With  the  opening  of  WCX,  Mr. 
Tomy  created  The  Red  Apple  Club 
and  became  its  "Merry  Old  Chief". 
A  late  night  variety  show  starring 
many  famous  personalities  of  stage 
and  screen.  The  Red  Apple  Club 
won  a  great  audience.  In  those  days 
when  radio  was  in  its  infancy, 
WCX  and  WWJ  divided  time  on 
the  same  frequency  to  avoid  inter- 
ference. 

But  it  was  through  his  years  of 
service  as  conductor  of  children's 
programs  on  WJR  that  Mr.  Tomy 
won  a  permanent  place  for  himself 
in  the  hearts  of  young  and  old 
alike.  His  was  a  sincere  love  for 
children  and  they  reciprocated  with 

a  warm  affection  reflected  in  the 

fond  appellation,  "Uncle  Neal", with  which  they  greeted  him. 
One  of  the  features  of  Uncle 

Neal's  Birthday  Party  that  Mr. 
Tomy  conducted  for  years  on  WJR 
was  to  reveal  to  young  listeners 
the  hiding  places  of  their  birthday 
gifts.  Those  early  listeners,  now 
grown,  know  now  that  Uncle  Neal 
had  the  cooperation  of  parents,  but 
in  their  youth  it  was  a  miracle  in- 

deed when  he  donned  his  "magic 
eyeglasses"  and  started  telling those  with  birthdays  where  to  go 
for  their  gifts. 

Mr.  Tomy's  death  was  commemo- rated with  memorial  services  by 
two  Detroit  radio  stations.  On 

WWJ  Ty  Tyson,  sports  commenta- 
tor and,  like  Mr.  Tomy,  a  veteran 

in  Detroit  radio;  George  Stark, 
staff  writer  for  the  Detroit  News; 
and  Ole  Foerch,  organist,  carried 
their  audience  back  to  the  early 
days  of  radio,  picturing  with  music 
and  narration  the  story  of  Mr. 

Tomy's  life.  WJR's  memorial  broad- 
cast brought  to  the  microphone 

Bernice  and  Prudence  Butterfield, 
pianists  who  were  associated  with 
Mr.  Tomy  on  the  air. 

One  of  the  closest  friendships  in 
radio  was  that  enjoyed  by  Mr. 

Tomy  and  Leo  J.  Fitzpatrick,  vice- 
president  and  general  manager  of 
WJR.  Together  they  participated 
in  radio's  development  from  almost 
the  very  first  days  of  broadcasting. 

Mr.  Tomy,  who  was  born  in  Fair- 
field, la.,  Oct.  27,  1878,  died  Dec. 

14  in  Cottage  hospital,  Grosse 
Point,  Mich.,  following  a  paralytic 
stroke.  Besides  his  widow,  Mrs. 
Reva  Crane  Tomy,  he  is  survived 
by  a  son,  Wallace  C,  Indianapolis, 
and  a  daughter,  Mrs.  M.  Schling 
Jr.,  New  York. 

MORE  CONVENTIONS  BY  RADIO 

Science  Group  Latest  to  Conduct  Annual  Meeting 

 Through   Special  Broadcast  
LATEST  organization  turning  to 
radio  as  a  substitute  for  conven- 

tions is  the  American  Assn.  for  the 
Advancement  of  Science.  With  the 

yearly  meeting  called  off  at  the  re- 
quest of  the  Office  of  Defense 

Transportation,  CBS  is  turning 
over  the  Dec.  26  broadcast  of  Ad- 

ventures in  Science  to  a  "radio 
convention,"  and  is  adding  an  extra 
quarter-hour  to  the  program. 
Speakers  will  include  Dr.  Irving 
Langmuir,  retiring  president  of  the 
AAAS,  and  Dr.  Arthur  H.  Comp- 
ton,  president. 

Another  group  to  replace  its  con- 
ventions with  a  broadcast  is  the 

National  Education  Assn.,  which 
held  its  second  radio  convention  on 
NBC  Dec.  14  and  plans  a  third 
broadcast  for  the  same  purpose 
[Broadcasting,  Dec.  14].  Tech- 

nique used  by  NEA  has  involved  a 
half-hour  program  on  the  full  net- 

work followed  by  discussions  among 
listening    groups    throughout  the 

country.  First  meeting  by  air  this 
fall  drew  "attendance"  estimated 
at  81,000. 

Transportation  problems  also 
caused  cancellation  of  the  National 
Federation  of  Music  Clubs  biennial 
meeting.  That  group  plans  to  use 
network  programs  next  spring  in  a 
radio  project  to  be  known  as  Ameri- 

can Music  Festival  of  the  Air 
[Broadcasting,  Oct.  12]. 
Radio  conventions  to  date  have 

been  primarily  sustaining  public 
service  features.  Only  group  to 
purchase  time  for  broadcasts  re- 

placing cancelled  meetings  was 
Libby  McNeill  &  Libby,  Chicago, 

which  held  a  "sales  meeting  of  the 
air,"  in  a  half-hour  program  on  the 
BLUE,  Oct.  19  [Broadcasting, 
Oct.  19]  in  lieu  of  its  annual  con- 

vention. Broadcast  was  directed  to 
consumers,  as  well  as  to  salesmen 
and  dealers.  Libby  agency  is  J. 
Walter  Thompson  Co.,  Chicago. 

Mr.  Lohnes 

Segal,  USNR, 

Lohnes  Is  Elected! 

By  Radio  Lawyers 
Fisher,  Gibbons  Are  Named  | 
To  Be  Vice-Presidents 

HORACE  L.  LOHNES,  Washing- 
ton attorney,  was  unanimously 

elected  president  of  the  Federal 
Communications  Bar  Assn.  at  its 
annual  meeting 
Dec.  12  at  the 
Mayflower  Hotel, 
Washington.  He 
succeeds  Judge  E. 

0.  Sykes,  former member  of  the FCC. 

Elected  first 
vice-president  was 
Ben  S.  Fisher, 

also  of  Washing- 
ton, who  succeeds 

Lt.  Com.  Paul  M 
who  was  not  a  candidate  because 
of  active  duty.  John  F.  Gibbons, 
general  counsel  of  RCA  Communi- 

cations Inc.,  New  York,  was  elect- 
ed second  vice-president  succeeding 

Elliot  Lovett,  of  Washington. 
Others  Elected 

Lester  Cohen,  of  the  Hogan  & 
Hartson  law  firm,  was  elected  sec- 

retary succeeding  Reed  T.  RoUo, 
who  became  a  member  of  the  exec- 

utive committee.  Kenneth  L.  Yourd, 
Washington  counsel  for  CBS,  was 
elected  treasurer  succeeding  John M.  Littlepage. 

Also  elected  to  the  executive  com- 
mittee were  retiring  President 

Sykes  for  a  three-year  term,  Mr. 
Rollo  for  a  three-year  term,  and 
Mr.  Lovett  for  a  one-year  term.  All 
five  officers  likewise  serve  on  the 
executive  committee. 

Holdover  executive  committee- 
men are  Ralph  Van  Orsdel,  general 

counsel  of  Chesapeake  &  Potomac 
Telephone  Co.,  Washington,  and 
Herbert  M.  Bingham,  of  Washing- 

ton, for  two-year  terms,  and  Philip 
J.  Hennessy  Jr.,  of  Washington, 
for  a  one-year  term. 

At  its  annual  banquet,  the  asso- 
ciation heard  an  off-the-record  ad- 

dress by  Commissioner  T.  A.  M. 
Craven,  of  the  FCC  and  chairman 
of  the  Government's  technical  com- 

mittee on  international  shortwave 
broadcasting.  Paul  A.  Porter,  for- 

mer CBS  Washington  counsel  and 
now  assistant  director  of  the  Office 
of  Price  Administration  in  charge 
of  rent  control  also  informally  ad 
dressed  the  group  in  a  humorous 
vein. 

At  its  business  meeting,  the  as 

sociation  adopted  a  resolution  re- 
mitting dues  of  all  members  in  the 

armed  sei'vices. 

St.  John's  New  Series 
ROBERT  ST.  JOHN,  NBC  com- 

mentator, has  started  a  series  of 
five-weekly  analyses  of  the  Wash- 

ington scene  at  1:45  p.m.,  replac- 
ing Morgan  Beatty,  military  an- 

alyst, who  has  been  assigned  to 
London.  St.  John  formerly  served 
as  NBC  representative  in  the  Brit- 

ish capital,  returning  to  this  coun- 
try recently  to  recover  from  the 

effects  of  an  over-heavy  schedule. 
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Cooperative  League  Planning 

Radio  Series  Early  Next  Year 

No  Conflict  Between  Proposed  Program  and  NAB 

Code  Is  Found  at  Joint  Meeting 

U.  P.  YEAREND  SERIES 

Editors  Select  Gen.  Clark 
 For    1942  Hero  

ALTHOUGH  NO  date  has  been 
selected,  the  Cooperative  League 
of  the  USA  plans  to  take  the 
air  early  in  1943  as  the  result  of 
conferences  at  the  Mayflower  Ho- 

tel, Washington,  Dec.  14-15  be- 
tween the  Code  Committee  of  the 

NAB  and  officials  of  the  Coopera- 
tive League. 

Network  sentiment  indicates  thai 
such  a  program  must  be  sponsored 
by  a  specific  cooperative  and  not  by 
a  trade  association.  Furthermore 

the  program  can't  be  a  15-minute 
commercial  but  must  limit  its  sales 
talk  to  three  minutes  and  must  of- 

fer a  specific  product  or  service  for 
sales;  however,  it  can  describe  the 
features  of  the  cooperative  setup 
as  specified  in  the  agreement.  If 
these  terms  are  complied  with  it 
appears  that  CBS  will  accept  the 
program. 

At  the  close  of  the  two-day  ses- 
sion, a  joint  statement  was  issued 

by  the  NAB  and  the  Cooperative 
League  which  points  out  that  no 

conflict  exists  between  the  league's 
proposed  program  and  the  terms  of 
the  NAB  code.  The  text  of  the 
statement  follows: 
"We  believe  that  the  advertising 

of  cooperatives  is  and  has  been  ac- 
ceptable under  the  Code  when  the 

programs  offered  are  designed  to 
sell  goods,  trademarks  or  services 
of  cooperatives. 

Commercial  Copy 

"It  is  agreed  that  there  is  no 
objection  to  commercial  copy  incor- 

porated in  a  program  sponsored 
by  a  cooperative  enterprise  which 
states  that  (a)  any  person  can 
make  purchases  at  cooperatives; 
(b)  membership  in  cooperatives  is 
open  and  voluntary;  (c)  coopera- 

tives are  owned  by  members,  each 
of  whom  has  one  vote;  (d)  profits 
or  savings  are  returned  to  mem- 

ber-owners. However,  in  making 
such  statements  no  attack  is  to  be 
made  on  any  other  business  enter- 

prise or  system  of  distribution. 
"The  length  of  commercial  copy 

and  character  of  such  program 
should  conform  to  the  provisions 
of  the  NAB  Code. 

"Any  discussion  of  the  coopera- 
tive movement  as  such  or  as  an 

economic  system  is  properly  con- 
fined to  sustaining  time  which  may 

be  given  by  stations  or  networks 
in  accordance  with  the  public  in- 
terest." 

Joint  Statement  Agreed  Upon 

Monday  morning  the  NAB  Code 
Committee  met  in  executive  session 
to  consider  the  question.  During 
the  afternoon  session  the  Coopera- 

tive representatives  were  invited 
to  sit  in  with  NAB  officials  in  ex- 

ploratory fashion  to  determine 
whether  or  not  the  spirit  of  such 
a  program  was  consistent  with  the 
spirit  of  the  code.  After  a  complete 
hearing  the  Tuesday  morning  ses- 

sion was  devoted  to  the  develop- 
ment of  a  memorandum  on  the 

question  which  provided  the  basis 
of  the  afternoon  discussion.  Fin- 
nally  the  joint  statement  of  the 
Cooperative  representatives  and 
the  NAB  oflScials  was  written  and 
released  to  the  press. 
Representing  the  Cooperative 

League  of  the  USA  at  the  confer- 
ences were:  Murray  D.  Lincoln, 

president;  E.  R.  Bowen,  executive 
secretary;  Wallace  J.  Campbell, 
assistant  secretary;  John  Carson, 
Washington  representative ;  Rob- 

ert L.  Smith,  educational  director 
of  the  Eastern  Cooperative  League. 
The  Code  Committee  members  in 
attendance  were:  Earl  J.  Glade, 
chairman,  KSL,  Salt  Lake  City; 
Grant  Ashbacker,  WKBZ,  Muske- 

gon; Jan  Schimek,  CBS,  New 
York;  Lee  B.  Wailes,  KYW,  Phil- 

adelphia; William  S.  Hedges,  NBC, 
New  York;  Neville  Miller,  NAB 
president;  Russell  P.  Place,  NAB 
counsel  and  secretary  to  the  Code 
Committee. 

Up  to  Networks 
Now  it  is  up  to  networks  to  de- 

cide how  such  a  program  might 
be  developed  for  broadcast.  Ori- 

ginally the  program  sponsored  by 
the  cooperatives  had  been  sched- 

uled to  start  Oct.  11  but  NBC  and 
CBS  refused  to  sell  time.  NBC 
explained  its  position  when  it  said 
that  the  material  had  been  studied 
and  its  officials  concluded  that  the 

organization's  major  purpose  was 
the  promotion  of  new  memberships. 
This  is  a  violation  of  the  network's 
policy  since  commercial  time  is 
never  sold  except  to  promote  mem- 

bership drives  for  the  Red  Cross 
or  the  annual  "March  of  Dimes" 
campaign.  This  question  is  not  clar- 

ified by  the  NAB  Code  Committee's conclusion. 
CBS  explained  its  refusal  to  sell 

FIRST  choice  of  the  more  than  300 
radio  news  editors  queried  by 
United  Press  Radio  for  the  title 
"American  Hero  of  1942",  was  Lt. 
Gen.  Mark  Wayne  Clark,  who  made 
a  secret  tour  of  North  Africa  to 
lay  the  ground  work  for  the  Al- 

lied invasion.  His  exploits  will  be 
featured  in  special  program  titled 
American  Hero  of  194.2,  one  of  a 
series  of  nine  quarter-hour  scripts 
UP  will  supply  its  535  subscribers 
as  summaries  of  the  year's  out- standing developments. 

Others  in  the  series  of  year-end 
scripts  are:  The  World  at  War, 
The  Year  and  the  Nation,  The 
Year  and  the  Farmer,  Women  of 
the  Year,  Chuckles  of  19^2,  Sports 
in  'U2,  The  Year  in  Movieland,  The 
Year  in  Business.  Special  promo- 

tion is  being  supplied  UP  radio 
clients  in  connection  with  the  series 
to  assist  them  in  obtaining  spon- sors. 

time  in  terms  of  content  since  the 

league's  program  was  intended  to 
promote  "a  fundamental  change  in 
the  present  system  of  marketing", 
CBS  officials  explained  that  this 
was  a  subject  of  controversy  and 
therefore  could  not  be  aired  in  time 
purchased  for  the  purpose.  CBS 
policy  was  adopted  by  the  NAB  in 
1939  and  incorporated  in  the  Code 
which  allows  sustaining  time  for 
presentation  of  contending  view- 

points but  doesn't  permit  sale  of 
time  for  discussion  of  any  side  of 
a  controversial  issue. 

Following  the  network's  refusal 
to  sell  time  to  the  Cooperative 
League,  Sen.  Norris  (Ind.-Neb.), 
sought  Senate  inquiry  into  the  re- 

fusal to  determine  radio's  right 
to  decide  who  may  use  its  facilities 
and  suggested  the  possible  amend- 

ment of  the  1934  Communications 
Act  to  this  end.  The  FCC  stepped 
in  at  this  point  and  obtained  a 
statement  of  the  facts  from  the 
networks  and  finally  the  NAB  in- 

terceded to  bring  the  League  and 
the  networks  together  to  study  the 

question. 

TEN-FOR-TEN— Ten  new  members  of  the  Ten-Year-Club  of  KOIN, 
Portland,  Ore.,  were  "inducted"  at  a  recent  banquet  [Broadcasting, 
Dec.  7].  Those  who  joined  the  club  founded  by  Charles  W.  (Chuck) 
Myers,  KOIN  president,  were  (seated,  1  to  r)  :  Earl  Granger,  auditing 
department;  Clyde  Phillips,  treasurer;  Charles  Couche,  advertising 
manager;  Louis  S.  Bookwalter,  technical  director;  Henry  M.  Swart- 
wood  Jr.,  program  manager.  Standing:  Ivan  Jones,  night  operations 
manager;  James  Riddel,  chorus  director;  Lloyd  Woodell  and  Byron  Paul, 
transmitter  engineers;  Frank  Trevor,  member  of  the  station  artist  staff. 

New  WPB  Field 

Service  Designed 

To  Assist  Radio 

Horning  Head  of  Group 
On  Distribution  of  Parts 

NEW  MEASURES  to  provide  aid 
to  broadcasters  in  obtaining  trans- 

mitter tubes  and  other  replacement 
parts  were  taken  last  week  when 
the  WPB  Radio  &  Radar  Division 
established  a  Field  Service  Section 

designed  to  decentralize  the  distri- bution machinery. 
The  new  organization  includes  a 

staff  of  about  40  veteran  radio 
men,  located  at  offices  in  every  re- 

gion of  the  country.  Their  job  in- 
volves expediting  preference  rat 

ings  for  replacement  parts  and 
channeling  distribution  of  parts  in- 

to the  civilian  economy. 
Frank  S.  Horning,  former  RCA 

production  and  sales  engineer, 
heads  the  new  organization,  which 
includes  a  directing  staff  in  Wash- 

ington. Until  the  recent  WPB 
shakeup  Mr.  Horning  was  chief  of 
the  Radio  &  Radar  Industrial  Sec- 

tion [Broadcasting,  Nov.  16]. 
Will  Eliminate  Confusion 

Although  a  principle  duty  of  the 
field  officer  will  be  to  iron  out 
bottlenecks  in  the  production  of  Ra- 

dio and  Radar  equipment,  it  was 
said  officially,  the  men  also  will  be 
responsible  for  eliminating  confu- 

sion over  the  operation  of  prefer- 
ence ratings  and  the  purchase  of 

replacement  parts. 
Mr.  Horning  said  that  when  the 

Field  Service  Section  gets  into 
operation  it  will  no  longer  be  neces- 

sary to  call  Washington  for  aid 
Field  officers  will  have  necessary 
power  to  grant  effective  preference ratings. 

WPB  said  that  the  Field  Service 

will  play  a  major  role  in  the  forth- 
coming Victory  Model  and  replace- 

ment  tube  programs  and  will  be  re- 
sponsible for  distribution  of  these 

civilian  parts.  Allocation  and  dis- tribution of  rare  materials,  among 
other  problems,  will  be  handled 
through  the  field  officers. 

In  its  distribution  function,  the 
Field  Service  will  insure  civilian 

supplies  against  "raids"  by  non civilian  leaders,   WPB  indicated. 

Members  of  distributors'  associa- 
tions had  said  recently  that  re- 
ceiver tube  shortage  may  be  traced 

largely  to  raids  by  military  pur 

chasing   agents   on  supplies  ear- 
marked for  civilian  use.  [Broad- casting, Nov.  23]. 

Field  Offices  already  have  -been 
established  in  New  York,  Chicago, 
Philadelphia  and  Boston,  while 
others  are  planned  at  Cleveland, 
Los  Angeles  and  Detroit.  The  New 
York  office,  under  Frank  Misterly, 
has  a  staff  of  seven,  while  a  staff 
of  nine,  headed  by  Ray  C.  Wood 
ford,  formerly  in  charge  of  sales 
and  production  of  Stewart  Warner 
Corp.,  will  be  located  in  Chicago. 
Chicago  office  also  will  cover  Kan- 

sas City.  Frank  Aiken,  formerly 
vdth  Atwater  Kent,  will  have 
charge  of  the  Philadelphia  office. 
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The  majestic  Sphinx  has  sat  for  ages  amid  the  shifting  desert  sands — a 
silent  witness  to  the  rise  and  fall  of  kings  and  conquerors. 

No  silent  onlooker  to  the  changing  scene  is  WTIC.  For  more  than  17 

years,  WTIC  has  played  an  active  and  important  role  in  the  lives  of 

Southern  New  England's  inhabitants.  Because  of  its  unique  position, 
WTIC  is  able  to  offer  you  an  unparalleled  sales  opportunity  in  this  wealthy 
market. 

The  above  average  per  family  buying  power  and  the  high  radio  owner- 
ship in  Southern  New  England  make  it  a  natural  to  sell  by  radio.  And 

when  you  employ  the  power,  authority  and  public  acceptance  of  WTIC 

to  do  that  job,  you'll  understand  why  we  insist 

THERE'S  NOT  ANOTHER  LIKE  IT! 

DIRECT  ROUTE  TO  AMERICA'S  NO.  1  MARKET 
The  Travelers  Broadcasting  Service  Corporation 

Member  of  NBC  and  New  England  Regional  Network 

Represented  by  WEED  &  COMPANY,  New  York,  Boston, 
Chicago,  Detroit,  San  Francisco  and  Hollywood  ^ 
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Ihh  new  anfasae  by  S.  E.,  witii  eir«ular  bayi,  ellm- 
iaote*  th«  ysiMl  eompUx,  costly  Hrtietur*,  y»t 
radiatM  •aerqy  anifermly.  If  Is  an  •ismpl*  ol  i 
era!  Eie«trie  •B9ia«eria9  l*adership  in  FM  muipm»ttf. 

6.E.  WENT  TO  THEM  AND  FOUND  OUT! 

A.MDNG  owners  of  frequency-modulation  re- 
ceivers, a  large  majority  like  the  quality  of  FM 

reception.  For  example,  85  per  cent  say  it  is 
better  than  regular  broadcast  reception,  and  91 

per  cent  would  recommend  it  to  their  friends! 
These  are  facts  and  figures  taken  directly  from 

a  survey  made  for  General  Electric  in  14  cities 
by  an  independent  research  organization.  Among 
owners  of  General  Electric  FM  receivers,  the 

approval  registered  was  even  greater. 



The  research  organization  went  directly  to 
private  homes  for  its  findings.  It  sought  and 
obtained  answers  from  both  FM  and  non-FM 

owners  of  high,  medium,  and  low  cost  sets.  The 
answers  took  on  a  pattern  of  telling  significance. 

Seventy-eight  per  cent  of  the  non-FM  owners 
rated  virtual  freedom  from  static  and  better 

tone  quality  as  the  outstanding  FM  advantages. 
Eighty  per  cent  of  FM  owners  emphasized  these 
same  advantages  also. 

Today  G.  E.  is  building  FM  transmitting  and 
receiving  equipment  for  war  purposes  only,  with 
the  same  precision  and  skill  that  characterize 
all  of  its  electronic  devices.  When  peace  comes, 
General  Electric  FM  equipment  will  be  more 
than  ever  the  best  that  money  can  buy !  .  .  .  For 
detailed  information  on  the  FM  survey,  write 

for  booklet,  entitled  "What  the  Consumer  Thinks 
of  FM,"  to  Radio,  Television,  and  Electronics 
Department,  General  Electric,  Schenectady,  N.  Y. 

FM  Receivers  •  FM  Broadcast  Apparatus  •  FM  Broadcasting  •  FM  Police  Radio  •  FM  Military  Radio 

NO     OTHER     MANUFACTURER     OFFERS    SO     MUCH     FM  EXPERIENCE 

GENERAL ELECTRIC 



AWARDS  BY  DUPOIST 

PLAmED  IN  MARCH 

THE  1942  Alfred  I.  duPont  an- 
nual radio  awards,  established  last 

May  by  Mrs.  Alfred  I.  duPont  of 
Jacksonville,  widow  of  the  former 
Florida  industrialist,  will  be  an- 

nounced the  first  week  of  next 
March,  according  to  W.  H.  Good- 

man, secretary  of  the  committee 
of  awards.  Mr.  Goodman  asked  that 
nominations  be  made  in  writing  to 
him  at  the  Florida  National  Bank, 
Jacksonville,  nominations  to  be  ac- 

companied by  data  supporting  the 
claims  of  outstanding  service. 

Two  cash  awards  of  $1,000  each 
are  to  be  made.  One  will  go  to  "the individual  radio  station  in  the 
United  States  which,  in  the  opin- 

ion of  a  board  of  judges,  has  ren- 
dered outstanding  public  service 

during  the  calendar  year  by  en- 
couraging and  promoting  American 

ideals  and  giving  devoted  service 
to  the  nation  and  to  its  commu- 

nity." The  other  award  will  go  "to the  radio  commentator  who,  in  the 
opinion  of  the  judges,  has  per- 

formed outstanding  public  service 
by  aggressive,  consistently  excel- 

lent and  accurate  gathering  and 
reporting  of  news  during  the  cal- 

endar year  and  for  expert  and 
reliable  interpretation  of  the  news." 

The  board  of  judges,  not  yet  an- 
nounced, will  be  composed  of  five 

members — one  representative  of  a 
nationwide  women's  organization ; 
one  non-commercial,  non-political 
affiliate  of  the  radio  and  broadcast- 

ing industry;  one  nationally  prom- 
inent educator;  one  nationally 

prominent  expert  on  public  opinion 
and  national  affairs;  one  represen- 

tative of  the  Florida  National 
Group  of  Banks  owned  by  the  du- Pont interests. 

Wrigley  Devotes  Shows 
To  War  Effort  Themes 
WITH  announcement  that  the  Ben 
Bernie  program  is  cooperating 
with  the  OWI  and  local  U.  S.  Em- 

ployment Service  officials  in  bring- 
ing listeners  vital  messages  con- 

cerning the  country's  manpower problems  [BROADCASTING,  Dec.  14], 
the  Wm.  Wrigley  Jr.  Co.,  Chicago, 
is  going  all  out  for  the  war  effort 
with  its  three  CBS  full  network 
programs. 

The  recently-renewed  show  The 
First  Line,  heard  Thursdays  at 
10  p.m.,  tells  Americans  about 
their  wartime  Navy,  while  Wrig- 
ley's  Sergeant  Gene  Autry,  Sun- days at  6:30  p.m.,  broadcasts  the 
exploits  of  Army  Air  Forces  her- 

oes. Agency  for  the  Autry  and 
Bemie  shows  is  Arthur  Meyerhoff 
&  Co.,  Chicago,  while  J.  Walter 
Thompson  Co.,  Chicago,  handles 
The  First  Line. 

Travers  With  Crosley 

ELLIS  TRAVERS  has  been  ap- 
pointed director  of  advertising  and 

public  relations  for  the  manufac- 
turing division  of  the  Crosley  Corp., 

Cincinnati,  it  was  announced  by  R. 
C.  Cosgrove,  vice-president.  For 
nine  years  Mr.  Travers  was  vice- 
president  of  Ruthrauff  &  Ryan  in 
New  York  and  Detroit.  Prior  to  his 
agency  experience,  Mr.  Travers 
was  director  of  advertising  and  as- 

sistant sales  manager  of  Nash  Mo- 
tors, Kenosha,  Wis. 

INCREASED  EFFICIENCY  is  the 
goal  of  these  two  groups  under  re- 

cent reorganization  of  NBC 
[Broadcasting,  Dec.  7].  Staff  op- 

erations group  (top  photo)  ap- 
pointed by  President  Niles  Tram- 

mell  studies  network's  problems 
and  considers  suggestions  to  in- 

crease operating  efficiency. 
Seated  are  (1  to  r)  Wynn 

Wright,  program  dept.;  W.  Burke 
Miller,  public  service;  Sheldon 
Hickox,  stations;  W.  E.  Webb,  pro- 

motion; Irene  Kuhn,  promotion; 
Easton  C.  Woolley,  group  chair- 

man; Bertha  Brainard,  programs; 
Sydney  Eiges,  press;  I.  E.  Shower- 
man,  sales;  Ernest  de  la  Ossa,  per- 

sonnel. Standing  (1  to  r)  Joseph 
A.  Ecclesine,  promotion;  Stockton 
Helffrich,  continuity;  Noran  E. 
Kersta,  television;   George  McEl- 

rath,  engineering;  Francis  McCall, 
news;  Levsds  Titterton,  scripts.  Ed- 

ward R.  Hitz  of  sales  dept.  is  not 
in  the  picture. 

Technical  development  committee 
(lower  photo)  discusses  engineer- 

ing achievements  which  promise 
new  services.  Members  are  (1  to  r) 
Robert  E.  Shelby,  development  en- 

gineer; Charles  B.  Brown,  director 

of  advertising  and  promotion;  Ray- 
mond F.  Guy,  radio  facilities  en- 

gineer; O.  B.  Hanson,  vice-presi- dent and  chief  engineer,  group 

chairman;  Dr.  Alfred  N.  Gold- 
smith, consulting  engineer;  John  F. 

Royal,  vice-president  in  charge  of 
international  broadcasting ;  Mr. 
Kersta.  Mr.  Brown  will  be  chair- 

man in  Mr.  Hanson's  absence. 

OWI  Domestic  Radio  Bureau  to  Meet 

With  Regional  Consultants  Dec.  28-29 

TO  ACQUAINT  its  regional  con- 
sultants with  the  overall  opera- 

tions of  the  Office  of  War  Infor- 
mation and  more  particularly  with 

the  plans  for  domestic  broadcast- 
ers during  the  next  year,  OWI's 

domestic  radio  bureau  will  stage  a 
three  day  session  in  Washington 
Dec.  28-30. 

The  first  day's  program  will  fea- 
ture addresses  by  Elmer  Davis, 

OWI  director,  who  vdll  discuss 
OWI  policies  and  philosophy;  Mil- 

ton S.  Eisenhower,  associate  di- 
rector of  OWI,  explaining  the  over- 

seas operations;  Gardner  Cowles, 
director  of  domestic  operations, 
describing  the  gener:?,!  operation  of 
the  entire  domestic  branch ;  William 
B.  Lewis,  chief,  domestic  radio  bu- 

reau, elaborating  on  the  network 
and  station  operating  plans;  Ken 
R.  Dyke,  chief,  bureau  of  cam- 

paigns, describing  the  function  of 
his  unit. 

Philadelphia  Test 

The  second  day's  program  will 
stick  closely  to  radio  matters  in- 

volving a  report  from  each  region- 
al consultant  and  a  report  on  the 

test  setup  in  Philadelphia  [Broad- 
casting, Dec.  14].  The  last  day's 

program  will  feature  a  discussion 
of  the  OWI  local  announcement 
and  transcription  plan  presided 
over  by  Richard  F.  Connor,  OWI 
station  relations  chief.  In  addition 
a  discussion  of  the  problem  of 
clearance  resulting  from  OWI  reg- 

ulation No.  2  will  also  be  con- 
ducted. Assistant  chief  of  the  sta- 

tion relations  section  is  Elaine 
Evdng,  with  Carl  Haverlin  as 
headquarters  consultant.  The  re- 

gional setup  follows : 
District    I,    Harold    E.  Fellows, 

WEEI,  Boston;  District  II,  Herbert 
Pettey,  WHN,  New  York;  District 
III,  Leon  Levy.  WCAU,  Philadel- 

phia ;  District  IV,  G.  Richard  Shaf- 
to,  WIS,  Columbia  ;  Assistant :  .James 
H.  Moore,  WSLS,  Roanoke;  District 
V,  Thad  Holt,  WAPL  Birmingham; 
District  VI.  James  T.  Ward,  WLAC, 
Nashville;  District  VII,  H.  K.  Car- 

penter, WHK,  Cleveland ;  District 
VIII,  Leo  Fitzpatrick,  WJR,  Detroit ; 
District  IX,  Gene  T.  Dyer,  WAIT, 
Chicago ;  District  X,  Merle  Jones, 
KMOX,  St.  Louis  ;  District  XI,  Ken- 

neth M.  Hance,  KSTP,  St.  Paul ;  Dis- 
trict XII,  William  Gillespie,  KTUL, 

Tulsa ;  District  XIII.  Martin  Camp- 
bell, WFAA  -  WBAP,  Dallas  -  Fort 

Worth ;  Assistant ;  Karl  O.  Wyler, 
KTSM,  El  Paso ;  District  XIV,  Rob- 

ert Hudson,  Director,  Rocky  Moun- 
tain Radio  Council,  Denver ;  District 

XV,  Lincoln  Dellar,  KSFO,  San  Fran- 
cisco ;  District  XVI,  Lawrence  W.  Mc- 

Dowell, KFOX,  Long  Beach ;  Assis- tant :  Dick  Lewis.  KTAR.  Phoenix ; 
District  XVII.   Sheldon  F.  Sackett, 

Nathan  Back  From  Tour 

CY  NATHAN,  who  spent  the  fall 
in  Chile  as  field  representative  of 
the  Radio  Division  of  the  Office  of 
the  Coordinator  of  Inter-American 
Affairs,  has  returned  to  New  York 

to  report  to  the  division's  chief, Don  Francisco,  on  effectiveness  of 
the  OCIAA's  radio  activities  di- 

rected at  that  country.  Other  mem- 
bers of  the  division's  Latin  Amer- ican field  force  are  expected  back 

in  this  country  by  the  first  of  the 
year.  Group  was  organized  last 
summer  to  assist  in  the  coordina- 

tion of  all  United  States  radio  pro- 
grams for  Latin  American  listen- ers [Broadcasting,  Aug.  31]. 

KOOS,  Marshfield;  Associate:  Rob- 
ert S.  Nichols,  KEVR,  Seattle;  Sta- 
tion Advisory  Board — Neville  Miller, 

NAB;  John  Shepard,  III,  Yankee 
Network ;  .lames  D.  Shouse,  WLW, 
Cincinnati ;  George  B.  Storer,  Fort 
Industries  Co. ;  O.  L.  Taylor,  KGNC ; 
Eugene  Pulliam,  WIRE,  Indianapo- 

lis; John  Fetzer,  WKZO,  Kalama- 
zoo. 

OWI  CONFERENCE  AGENDA 

MONDAY,  DEC.  28 
10  a.m. — Registration — Sun  Parlor,  Hotel 

Washington  Roof. 
10 :30  a.m.— Opening  morning  session,  W. 

B.  Lewis — Introduction. 
11:00  a.m. — Elmer  Davis,  Director — "OWI 

Policies  and  Philosophy." 11 :30  a.m. — Milton  S.  Eisenhower,  Asso- 
ciate Director — "OWI  Overseas  Oper- 

ations". 

12  :00  noon — Gardner  Cowles,  Jr.,  Director 
Domestic  Operations — "Overall  Oper- 

ation of  Domestic  Branch". 12  :30  p.m. — Lunch  —  Hotel  Washington 
Roof  (Rose  Room) 

2  :00  p.m. — Opening  afternoon  session. 
2:30  p.m. — Ken  R.  Dyke,  Chief,  Bureau  of 

Campaigns — "Organization  and  Oper- 
ation— Bureau  of  Campaigns". 3 :00  p.m. — William  B.  Lewis,  Chief,  Do- 

mestic Radio  Bureau,  —  "Complete Network  and  Station  Operating  Plans, 
Domestic  Radio  Bureau." 5  :30  p.m. — Adjourn. 

TUESDAY,  DEC.  29 
9  :30  a.m. — Opening  morning  session. 

10  :00  a.m. — Ten  minute  report  from  each 
Regional  Consultant. 

1 :00  p.m. — Lunch — Hotel  Washington  Roof 
(Rose  Room) 

2:30  p.m. — Opening — Afternoon  session. 
3  :00  p.m. — Report  on  Philadelphia  Test — 

Leon  Levy — "Consultant's  Operation"; 
Howard  Browning — "Regional  Opera- 

tion" ;  Herbert  Brucker — "Report  on 
Monitoring  Survey  of  Philadelphia 

Test". 

4:00  p.m. — Report  from  each  Regional  Ra- 
dio Director  on  clearance  operation. 

6  :00  p.m. — Adjourn. 
WEDNESDAY,  DEC.  30 

9  :30   a.m. — Opening — Morning  session. 
10 :00  a.m. — Discussion  of  OWI  Local  An- 

nouncement and  Transcription  Plan- 
Richard  F.  Connor,  (^hairman. 12  :30  p.m.  —  Lunch  —  Washington  Roof 
(Rose  Room) 

2:00  p.m. — Onening — Afternoon  session. 
2  :30  p.m. — Discussion  —  OWI  Regulation 

No.  2  (clearance) — Richard  F.  Con- 
nor, Chairman. 

5  :30  p.m. — Adjourn. 
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MONSANTO  CHEMICAL  CO, 

WINNER  OF  THE  NAVY'S'^ 
AWARD  FOR  EFFICIENCY  |N 

PRODUCTION  OF 
WAR  MATERIALS 

MILAN  SHELL  LOADING  TURMIMG 
OUT  FINISHED  AMMUNITION  BY  THE 

HUNDREDS  OF  TONS 

NASHVILLE  BRIDGE  WORKS 
SWAMPED  WITH  RUSH  ORDERS 
FOR  MINE  SWEEPERS  AND 

SMALL  BOATS  FOR  COASTAL  DEFENSE 

VUtTEE  ONE  OF  THE  LARGEST 
AIRCRAFT  FACTORIES  IN  THE 
COUNTRY...  817,000  S(?UARE 
FEET  DEVCrTED  TO  TME  MASS 

PRODUCTION  OF  DIVE-BOMBERS 

DU  PONT  MANUFACTURING  A 
MYRIAD  OF  NYLON  AND  PLASTIC 
PRODUCTS  FOR  THE  ARMY,  THE 
NAVY  AND  THE  AIR-FORCE 

ALCOA  ALUMINUM  SO  LAR6E 
THAT  MESSENGER  BOYS  MUST 
DRIVE  CARS . , ,  SO  PRODUCTIVE 
IT  OUTSTR\PS  ALL  EUROPEAW 

PLANTS  COMBtNED 

The  Great  Tennessee  Valley 

houses  a  veritable  swarm  of  giant  wor 

industries,  playing  a  vital  part  in  our  na- 

tional war  effort.  Taking  advantage  of 

the  cheap  TVA  power  in  this  area,  622 

manufacturing  plants  are  at  work  in  the 

WLAC  daytime  market  area,  and  this  fig- 

ure is  conservative,  having  been  mode 

some  time  ago. 

These  giant  industries  mean  giant 

payrolls,  spendable  income  waiting  for 

your  message  over  WLAC,  The  Station  of 

The  Great  Tennessee  Valley. 

WLAC 

NASHVILLE,  TENNESSEE 

50,000  lUflTTS 

THE  ONLY  CBS  STATION  WITHIN 

125  MILES  OF  NASHVILLE 

IT 

PAUL  H.  RAYMER  CO.,  Notlonol  R  e  p  r  e  »«  p.  i  o  » i 

INDUSTRIAL  GATEWAY  TO  THE   RICH   TENNESSEE  VALLEY! 
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Fly  Again  Upholds 

WJW  Move  Grant 

BURIED  IN  ADDING  MACHINE  TAPE  is  the  accounting  staff  of 
WWL,  New  Orleans,  totaling  the  free  time  given  Government  programs 
in  the  past  year.  Almost  $100,000  in  time  alone  was  donated,  some  in 
the  face  of  advertising  offers.  Girls  at  the  machines  are  (1  to  r) :  Marie 
Louise  Jacob,  Mary  Thiel,  Miriam  Jacobs.  Men  are  Charles  Blaise,  pro- 

gram dept.,  and  A.  J.  Cummings,  auditor  and  office  manager. 

WDLP,  WTMC  Get  Renewals; 

Deception  Claimed  in  Ruling 

New  FCC  Lineup  Sharply  Disagrees  on  Grants  to 

Florida  Stations  Operated  by  John  H.  Perry 

Claims  No  Violation  of  Its 
Recent  Freeze  Order 

OBVIOUSLY  irked  over  reactions 
of  station  applicants  and  owners 
to  the  recent  decision  approving 
the  move  of  WJW  from  Akron  to 
Cleveland,  FCC  Chairman  James 
Lawrence  Fly,  for  the  second  suc- 

cessive week,  on  Dec.  14  contended 
that  the  action  represented  no  de- 

parture from  the  wartime  rules 
established  by  the  April  27  equip- 

ment freeze  order. 
Pointing  out  the  order  was  in- 

tended to  prevent  the  use  of  ma- 
terials needed  for  direct  war  pur- 
poses, Mr.  Fly  said  that  in  the 

case  of  WJW  it  was  considered  nec- 
essary to  provide  additional  net- 

work service  in  Cleveland.  The 
station  will  become  a  BLUE  out- 

let, operating  with  5,000  watts  on 
the  850  kc.  channel,  in  lieu  of  its 
present  local  assignment  in  Akron, 

Claims  No  Violation 

The  Commission's  authorization 
of  this  move,  by  a  split  vote,  did 
not  result  in  the  use  of  any  quan- 

tity of  critical  materials,  Mr.  Fly 
said.  He  declared  the  wartime  rules 
provide  against  the  use  of  such 
materials  for  construction  purposes 
and  the  Commission  did  not  intend 
to  "tear  down"  these  restrictions. 

The  chairman  pointed  out  that 
the  shift  of  the  WJW  transmitter 
to  a  point  14  miles  closer  to  Cleve- 

land involved  no  more  than  "$75 
worth  of  equipment  at  the  outside". 
He  insisted  this  was  wholly  con- 

sistent with  the  Commission's  war- 
time rules. 

In  industry  quarters,  however, 
there  has  been  considerable  agita- 

tion and  a  number  of  stations  with 
pending  applications  for  modifica- 

tion have  petitioned  the  Commis- 
sion either  formally  or  informally 

for  authorizations  based  on  what 
they  regarded  as  the  WJW  pre- 
cedent. 

Similarly,  there  has  been  much 

eyebrow-raising  over  the  FCC's  re- 
cent "special  service  authorization" 

to  WNYC,  New  York  municipally- 
owned  station,  which  has  been  au- 

thorized to  operate  until  10  p.m. 
on  the  830  kc.  clear  channel,  on 
which  WCCO,  Minneapolis,  is  the 
dominant  station.  The  Commission 
last  October  had  denied  a  formal 
application,  after  hearing,  involv- 

ing WNYC's  effort  to  duplicate  on the  clear  channel. 

Coast  Phone  Spots 
SOUTHERN  CALIFORNIA  Tele- 

phone Co.,  Los  Angeles,  collabo- 
rating in  a  nationwide  drive  to  in- 
struct the  public  on  use  of  com- 

munication service  during  Christ- 
mas holiday  season,  for  three  days 

ending  Dec.  23  will  utilize  five  spot 
announcements  daily  on  20  South- 

ern California  stations.  List  in- 
cludes KNX  KFI  KHJ  KECA 

KFWB  KMTR  KFAC  KRKD 
KGFJ  KMPC  KPAS  KWKW  KGB 
KFSD  KFMB  KPRO  KVOE  KXO 
KIEV. 

DESPITE  admissions  that  it  had 

been  "grossly  misled"  and  that  the 
station  licenses  had  been  obtained 

by  "falsehood  and  deception",  a 
majority  of  the  FCC  has  voted  re- 

newal of  the  licenses  of  WDLP, 
Panama  City,  and  WTMC,  Ocala, 
Fla.,  to  John  H.  Perry,  prominent 
newspaper  publisher  and  station 
owner. 
In  separate  strongly  worded 

opinions,  the  Commission,  by  a 
4-3  split,  vacated  its  orders  of  a 
year  ago  revoking  the  licenses  of 
the  two  stations  on  grounds  of  de- 

ception through  acquisition  by 
"dummy"  companies  financed  by 
Mr.  Perry.  Voting  in  favor  of  the 
continued  operation  of  the  stations, 
because  of  what  they  regarded  as 
necessity  for  service  in  these  areas, 
were  Commissioners  Walker,  Cra- 

ven, Case  and  Payne.  The  opinions, 
reached  Dec.  2,  for  unexplained 
reasons  were  not  released  until 
Saturday,  Dec.  12. 

New  Alignment 
A  hot  dissenting  opinion,  appli- 

cable in  both  cases,  was  handed 
down  by  Chairman  Fly  and  Com- 

missioners Wakefield  and  Durr.  Mr. 
Fly  himself,  it  is  understood,  spent 
considerable  time  in  Florida  last 

year  investigating  the  circum- 
stances surrounding  the  licensing 

of  the  stations. 
The  split  opinion  represented  a 

new  alignment  on  the  Commission. 
Heretofore,  in  most  policy  matters, 
Commissioners  Craven  and  Case 
have  constituted  the  minority,  with 
the  other  five  Commission  members 

usually  solidly  aligned  as  the  ma- 
jority. 

The  majority  held  in  effect  that 
Mr.  Perry,  owner  of  several  news- 

papers and  licensee  of  WCOA,  Pen- 
sacola,  and  WJHP,  Jacksonville, 
through  his  newspapers,  was  the 
"innocent  victim"  in  the  proceed- 

ings which  led  to  the  licensing  of 
the  two  stations  in  the  names  of 
other  companies.  Because  of  his 
other  interests,  including  his  ac- 

quisition at  the  time  of  the  West- 
ern Newspaper  Union,  the  major- 
ity said,  Mr.  Perry  had  been  un- 

able to  devote  time  to  the  prose- 
cution of  the  station  applications 

and  was  misled  by  his  own  agents 
and  former  counsel.  The  majority 
found  that  Mr.  Perry  in  fact  had 
put  up  all  of  the  funds  for  the 
two  stations  but  that  this  informa- 

tion deliberately  had  been  withheld 
from  the  Commission. 

The  Commission  found  that  the 
newspaper  ownership  question  was 
not  directly  involved,  since  Mr. 
Perry  from  the  outset  was  the  real 
party  in  interest.  It  found  that  no 
transfer  of  control  to  a  newspaper 
interest  was  involved  and  that  the 
case  was  not  affected  by  the  policy 
under  Order  No.  79  dealing  with 
applications  for  new  facilities  from 
newspaper  interests. 

The  majority  said  it  was  appar- 
ent that  the  Commission  had  been 

grossly  misled  in  granting  the  two 
applications.  Its  main  opinion  was 
written  in  the  WDLP  case,  but  the 
same  conclusions  were  made  ap- 

DRESS  FIRM  PLANS 

TEST  RADIO  SERIES 

QUEEN  MAKE  DRESS  Co.,  New 
York,  national  advertiser  with 
3,500  outlets  throughout  the  coun- 

try, will  enter  radio  Jan.  5  in  what 
is  believed  to  be  the  first  effort  to 
sell  moderate-price  dresses  on  a 
regular   radio  schedule. 

Queen  Make  has  signed  for  a 
weekly  participation  for  a  13-week period  on  Woman  of  Tomorrow, 
WJZ,  New  York,  in  a  test  for 
dresses  ranging  from  $3  to  $9.55. 
Firm  will  solicit  mail  orders 
through  offering  a  giant  postcard 
with  a  paper  doll  attached. 

Card,  which  is  perfumed,  can 
be  used  for  a  mail  order  and  the 
doll  as  a  sachet  container.  Lis- 

tener need  only  send  in  her  request 
on  a  penny  postcard.  B.  Altman, 
New  York  department  store  car- 

rying Queen  Make  dresses,  will 
use  displays  to  promote  the  pro- 

gram. Agency,  Abbott  Kimball 
Co.,  N.  Y. 

plicable  to  that  involving  the  Ocala 
station. 

The  deception  practiced  on  the 
Commission  was  "deliberate  and 
not  innocent,"  said  the  majority. 
It  was  held  that  Mr.  Perry's  agents 
"uniformly  gave  false  answers  in 
spite  of  the  fact  that  they  were 
under  oath".  In  the  Panama  City 

case,  the  majority  said  the  "cul- 
pability of  Mr.  Perry's  agents  is clear.  In  fact,  no  effort  was  made 

at  the  hearing  on  the  order  of  rev- 
ocation to  exculpate  Mr.  Perry's 

agents." 

Others  Would  Suflfer  i 

The  majority  held  that  if  the 
licenses  were  to  be  revoked,  this 
should  be  done  on  the  ground  that 

they  were  obtained  by  falsehood' and  deception.  If  the  persons  di- 
rectly responsible  were  the  only 

ones  who  would  suffer  from  the  re- 

vocations, the  Commission  "would 
have  no  hesitation  in  revoking"  the licenses.  Conduct  of  this  sort,  if 

generally  tolerated,  "would  make  a 
mockery  of  the  law  regulating  ra- 

dio broadcasting,  founded  on  the 

personal  responsibility  of  the  licen- 
see, and  of  administration  of  the 

law." 

The  Commission  held,  however, 
that  the  parties  directly  responsible 
for  the  condemned  conduct,  Mr. 
Perry's  representatives  and  agents, 
are  not  the  only  ones  who  will 
chiefly  suffer  or  benefit  by  any 
action  which  the  FCC  might  take. 

The  parties  primarily  to  be  con- 
sidered are  "Mr.  Perry  and  the 

listening  audience  of  Panama 
City".  The  majority  pointed  out 
that  Mr.  Perry  personally  should 
not  be  condemned  and  that  the  au- 

dience should  not  be  penalized.  It 
held  that  Mr.  Perry  demonstrated 
his  good  faith  by  instructing  his 
agents  to  make  the  appropriate 
amendments  to  the  applications 
when  the  pressure  of  his  other 
work  abated.  Moreover,  it  held  the 
evidence  demonstrated  that  Mr. 

Perry  personally  "did  not  com- mand or  counsel  the  numerous  half- 
truths  and  outright  falsehoods 

(Continued  on  page  50) 
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What  Majesty  ..  .  What  Splendor! 

What  a  Pain  in  the  Neck! 

Nowhere  in  the  country  does  one  encounter  such 

rugged  splendor,  as  is  found  on  the  Pacific 

Coast.  Mountains  rising  majestically  5,000  to 

nearly  15,000  feet,  form  natural  barriers  around 

most  of  the  Pacific  Coast's  important  cities.  It's 

a  Mecca  for  tourists,  but  a  pain  in  the  neck  for 

long-range  broadcasting.  Watts  bounce  off 

mountains  like  hail  off  a  tin  roof.  There's  only 

one  way  to  completely  cover  these  mountain- 

surrounded  markets  .  .  .  release  your  message 

Thomas  S.  Lee,  President 

Lewis  Allen  Weiss,  Vice-President,General  Manager 
5515  Melrose  Ave.,  Hollywood,  Calif. 

represented  nationally  by  john  blair  and  co. 

THE        NATION'S  CREATE 

locally.  Use  Don  Lee,  the  only  network  with 

enough  stations  to  deliver /oca/ primary  coverage 

on  the  entire  Pacific  Coast.  More  than  9  out  of 

every  10  families  on  the  Pacific  Coast  own  ra- 

dios, and  more  than  9  out  of  every  10  of  these 

families  live  within  25  miles  of  a  Don  Lee  sta- 

tion. If  your  message  is  important  enough  for 

all  the  radio  families  on  the  Pacific  Coast  to 

hear,  use  the  only  network  with  enough  stations 

to  do  the  job  .  .  .  Don  Lee. 

ST        RECIONAL  NETWORK 
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As  the  holiday  season  approaches,  we  bid 

farewell  to  the  year  that  is  past  with  thank- 

fulness for  the  definite  and  encouraging 

progress  it  has  brought.  Such  success  as 

has  fallen  to  our  lot,  we  owe  to  the  many 

advertisers  whom  we  have  had  the  privi- 

lege of  serving;  and  we  take  this  oppor- 

tunity to  express  the  hope  that  the  services 

we  have  rendered  them  may  also  have 

contributed  to  their  success.  With  the  hope 

that  the  New  Year  may  be  for  all  of  us  a 

year  of  continued  progress,  we  extend  to 

our  advertisers  and  their  agencies,  and  to 

^11  who  may  chance  to  read  this,  our  sin- 
cere wishes  for  a  joyous  holiday  season. 

SPOT    RADIO  LIST 

WSB 

All  1. Atlanta NBC 
WBAL Baltimore NBC 
WNAC Boston MBS 

WICC 
Bridgeport 

MBS 

WBEN Buffalo NBC 
WGAR Cleveland CBS 
WFAA Dallas 

NBC 

WBAP Fort  Worth NBC 
KGKO Ft.  Worth,  Dallas BLU 

WJR Detroit 
CBS 

KPRC 
Houston NBC 

WDAF 
Kansas  City 

NBC 

KFAB 
Lincoln CBS 

KARK 
Little  Rock 

NBC 
KFI 

Los-Angeles 
NBC 

WHAS 
Louisville CBS 

WLLH Lowell-Lawrence MBS 
WTMJ Milwaukee 

NBC 

KSTP 
Mpls.-St.  Paul 

NBC 
W5M 

Nashville 
NBC 

WSMB New  Orleans NBC 
WTAR Norfolk NBC 

KOIL 
Omaha CBS KGW 
Portland,  Ore. NBC 

WEAN Providence 
MBS 

WRNL Richmond 

BLU 

KSL Salt  Lake  City 
CBS 

WOAI San  Antonio 
NBC 

KQW 
San  Francisco 

CBS KOMO 
Seattle 

NBC KHQ 

Spokane 
NBC 

WMAS 
Springfield 

CBS 

WAGE 
Syracuse 

BLU 

KVOO Tulsa NBC 
KFH 

Wichita CBS 

WTAG Worcester NBC 

THE  TEXAS  QUALITY  AND 

YANKEE  NETWORKS 

REPRESENTED  NATIONALLY  BY 

EDWARD  PETRY  &  CD. 

INCORPORATED 

NEW  YORK  •  CHICAGO  •  LOS  ANGELES 

DETROIT  •  ST.  LOUIS  •   SAN  FRANCISCO 



FCC  Approves  WOW  Transfer 

Under  Lease  by  Vote  of  4-3 
Gillin  Heads  New  Operating  Company;  Suit  by 

Woodmen  Stockholder  Still  Pending 

OWNERSHIP  OF  WOW,  Omaha, 
last  week  shifted  from  the  Wood- 

men of  the  World  Life  Insurance 
Society  to  a  new  corporation  headed 
by  the  station's  general  manager, 
John  J.  Gillin  Jr.,  under  authori- 

zation of  the  FCC. 
By  a  4-3  vote  the  Commission 

approved  the  assignment  of  the 
license  to  the  new  company  of 
which  Mr.  Gillin  is  president.  It 
sanctioned  the  transfer  which  in- 

volves a  15-year  lease  arrangement 
providing  for  payment  to  Woodmen 
by  Radio  Station  WOW  Inc.,  the 
new  corporation,  of  $8,100  a  month 
for  the  first  three  years  and  $5,600 
monthly  for  the  remaining  12  years. 
Mr.  Gillin  becomes  a  substantial, 
though  not  the  controlling,  stock- 

holder of  the  new  company.  Ap- 
proval came  last  Tuesday  after  a 

two-week  delay  occasioned  by  a  3-3 
tie  vote. 

Commission's  Vote 
Voting  in  favor  of  the  assign- 

ment were  Chairman  Fly  and 
Commissioners  Craven,  Case  and 
Payne.  Voting  against  allowing 
the  transfer  without  further  in- 

vestigation and  hearing  were  Com- 
missioners Walker,  Wakefield  and 

Durr.  Commissioner  Payne  had 
been  absent  at  the  time  the  origi- 

nal vote  was  taken  the  preceding 
week  but  cast  his  vote  by  mail, 
breaking  the  tie  in  time  for  the 
meeting  last  Tuesday. 

One  of  the  best-known  NBC  out- 
lets in  the  country,  WOW  has  been 

directed  by  Mr.  Gillin  since  1932. 
He  had  started  on  the  station  as 
chief  announcer  in  1931. 

Approval  of  the  lease  occasioned 
some  surprise,  since  the  FCC  in 
the  past  has  deprecated  leaseholds. 
The  contract,  however,  contains  no 
reversionary  clause  or  provision  by 
which  the  Woodmen  could  recap- 

ture the  license  in  event  the  new 
corporation  defaulted.  Actually,  the 
lease  involves  only  the  use  of  the 
equipment  and  has  no  bearing  on 
the  license,  resembling  a  contract 
similar  to  that  entered  into  on  in- 

stallment purchase  of  equipment. 
Under  the  new  structure  the 

new  WOW  company  has  2,000 
shares  of  stock.  Of  these  750  are 
Class  A  preferred,  250  Class  B 
preferred  and  1,000  common.  All 
of  the  stock  is  of  the  same  par 
value  and  is  voting  stock.  Mr.  Gil- 

lin holds  all  of  the  Class  B  pre- 
ferred, 100  shares  of  Class  A 

preferred  or  13.3%  and  350  shares 
of  the  common  or  35%. 

Guy  C.  Myers,  vice-president  of 
the  new  corporation,  is  a  Seattle 
and  New  York  City  businessman. 
Secretary  is  M.  M.  Meyers,  Omaha, 
president  of  the  Omaha  Coke  & 
Blax  Co.  Harvey  E.  Milliken,  Oma- 

ha, president  of  the  Omaha  Print- 
ing Co.,  commercial  printers,  is 

treasurer.  In  addition  to  the  offi- 

cers, who  serve  on  the  board  of 
directors,  other  stockholders  and 
directors  are  Robert  Samardick, 
Omaha,  vice-president  of  Danbaum 
Inc.;  J.  J.  Isaacson,  Omaha,  officer 
of  the  Aksarben  Bridge  Assn.; 
Francis  P.  Matthews,  Omaha  at- 

torney. Supreme  Knight  of  the 
Knights  of  Columbus  and  presi- 

dent of  the  Federal  Savings  & 
Loan  Assn.,  and  Thomas  J.  Wal- 

lace, Winnetka,  vice-president  of 
Russel  M.  Seeds  Co.,  advertising 
agency. 

Vice-president  Myers  holds  250 
shares  of  A  preferred  or  33.3% 
and  250  shares  of  common  or 
25.5%.  Directors  Matthews  and 
Wallace  each  hold  100  shares  of  A 
preferred  or  13.3%  and  100  shares 
of  common  each  or  10%. 

Suit  Still  Pending 

Secretary  Meyers,  Treasurer  Mil- 
liken  and  Directors  Samardick  and 
Isaacson  each  hold  50  shares  of 
Class  A  preferred  or  6.6%,  and 
50  shares  of  common  or  5%. 

The  application  for  transfer  was 
filed  Oct.  7.  Some  repercussions 
developed  locally  in  Omaha  when 
Dr.  Homer  H.  Johnson  of  Lincoln, 
a  member  of  the  Society,  filed  suit 
in  District  Court  to  enjoin  the 
sale.  The  case  is  still  pending.  It 
was  held  that  the  station  earned 
$210,000  in  1941  and  that  it  is 
estimated  earnings  for  1942  would 
be  $278,000.  One  contention  was 
that  the  lease  arrangement  was 
too  low. 

The  petition  stated  that  under 
the  contract  the  new  corporation 
agreed  to  pay  about  $97,000  a 
year  for  three  years  and  $68,000 
a  year  for  the  following  12  years, 
with  total  rental  for  the  15-year 
period  amounting  to  some  $3,300,- 
000  less  than  the  station  would 
earn  in  that  time,  assuming  its 
earnings  would  be  $300,000  a  year. 

News  For  Mexico 

A  DAILY  series  of  10-minute  Spanish 
newscasts,  News  for  Mexico,  is  being 
transmitted  over  RCA  Communica- 

tions facilities  for  the  exclusive  use 
of  XEW,  Mexico  City,  and  its  41 
affiliated  stations  in  Mexico.  The  XEW 
chain,  headed  by  Emilio  Azcarraga, 
is  affiliated  with  NBC's  Pan  American 
network  and  newscasts  originate  al- 

ternately at  WRC,  Washington,  and 
Radio  City,  New  York,  with  Ken 
Smith  and  Ignacio  Carral  as  an- 
nouncei'S. 

WOW  24  Honrs 

SERVING  defense  workers 
in  Omaha  and  vicinity, 
WOW,  Omaha,  went  on  24- 
hour  operation  recently,  add- 

ing new  programs  in  the 
12:45-5:45  a.m.  period. 

WRITTEN  OUT  for  the  duration 
is  Page  Oilman  (right),  who  por- 

trayed Jack  Barbour  in  the  weekly 
NBC  One  Man's  Family  and  re- cently inducted  into  the  Army. 
'Twas  a  serious  moment  as  he 
watched  Carleton  E.  Morse,  au- 

thor-producer eliminate  the  char- 
acter from  future  scripts.  Mr. 

Oilman,  son  of  Don  E.  Oilman, 
Western  division  vice-president  of 
BLUE  Hollywood,  has  enacted  the 
role  since  inception  of  the  program 
more  than  11  years  ago.  Series 
sponsor  is  General  Brands  Inc. 

OTHER  FELLOW'S 
VIEWPOINT 

With  a  Tin  Cup 

EDITOR,  Broadcasting: 

When  will  American  business  ad- 
vance into  a  high  enough  ethical 

sphere  to  do  away  with  such  bri- 
gands as  those  who  want  some- 

thing for  nothing,  yet  are  able  to 
pay  the  bill?  I  mean  that  gentry 
that  sends  out  scripts  "free"  pre- tending to  bring  you  industry  news, 

yet  plug  every  well-known  manu- facturer or  service  organization 
which  they  represent.  To  my  mind 
they  are  in  the  same  class  with 
panhandlers  with  a  tin  cup. 
Why  should  American  business 

hire  somebody  to  panhandle  for 
them?  To  my  mind  this  is  evidence 
that  business  still  keeps  its  ethics 
in  a  trunk  to  be  brought  out  on 
special  occasion.  If  American  busi- 

ness does  not  want  to  buy  publicity, 
that  is  good  and  well.  But  for 
American  business  to  hire  some- 

body to  panhandle  publicity  is  no 
better  than  I  would  be,  or  anyone 
else,  who  hired  somebody  to  stand 
on  a  city  street  corner  with  a  tin 
cup  in  my  personal  behalf. 

They're  Experts 

The  fact  that  these  panhandlers 
carry  the  name  of  public  relations 
experts  does  not  remove  them  one 
inch  above  the  man  with  the  tin 
cup.  They  are  asking  something  for 
nothing,  plain  and  simple. 

I  think  it  is  high  time  that 
American  manufacturers  are  will- 

ing to  grant  that  publicity  mediums 
have  something  to  sell  just  as  im- 

portant as  their  products.  Were 
you  ever  given  a  free  electric  fan 
by  a  manufacturer  or  perchance  a 
free  auto  appliance  by  writing  a 
smirking  letter  to  headquarters? 
It's  time  that  radio  decided  to 
place  itself  in  just  as  important  a 
position  as  the  manufacturer  and 
call  a  halt  to  supporting  the  pan- 

handlers. Let  the  chips  fall  as 
they  may. 

Russell  Bennitt, 
KXOX,  Sweetwater,  Tex. 

WOL  Seeks  Lower 

Power  for  WNAC 

Unusual  Request  Is  Based  on. 
Clause  Never  Invoked 

IN  A  NOVEL  proceeding — be- 
lieved to  be  the  first  in  radio  an- 

nals— the  FCC  last  week  was  pe- 
titioned by  WOL,  Washington,  to 

reduce  the  nighttime  power  of 
WNAC,  Boston,  from  1,000  to  250 
watts  because  of  interference  cre- 

ated by  failure  of  the  Boston  out- 
let to  install  a  directional  anten- 

na. 
Herbert  M.  Bingham,  Washing- 

ton attorney  for  WOL,  petitioned 
the  Commission  to  invoke  the  pro- 

visions of  Section  312(b)  of  the 
Communications  Act,  which  grants 
the  power  to  modify  a  station  li- 

cense if  it  will  promote  public  in- 
terest, convenience  and  necessity. 
Charges  Interference 

Specifically,  the  Commission  was 
asked  to  invoke  the  law  unless 
cause  be  shown  to  the  contrary, 
by  entering  an  order  for  the  power 
reduction  until  such  time  as 
WNAC  completes  and  places  in  li- 

censed operation  the  directional 
antenna  specified  in  a  grant  origi- 

nally made  in  1940.  WOL  set  out 
that  WNAC  was  causing  serious 
interference  to  its  service  and  to 
a  lesser  degree  to  the  service  of 
WFBM,  Indianapolis,  which  also 
operates  on  the  1260  kc.  regional 
channel. 

Each  station  received  a  con- 
struction permit  to  operate  with  a 

directional  antenna  on  this  fre- 
quency, it  was  pointed  out.  Both 

WOL  and  WFBM  are  so  licensed 
and  operating  and  have  suppressed 
their  radiation  in  the  direction  of 
Boston.  Contending  that  WNAC 
"does  not  seem  to  be  serious  in  its 
efforts  to  fulfill  the  understandings 
it  had  with  WFBM  and  WOL,  nor 
to  comply  with  the  authorization 
granted  by  its  construction  per- 

mit," Mr.  Bingham  said  that  some- 
thing must  be  done  to  relieve  the 

two  complying  stations  "from  the 
serious  interference  of  WNAC." It  was  reported  informally  that 
WNAC  had  experienced  difficulty 
in  erecting  the  new  directional  at 
its  present  transmitter  location. 
Moreover,  it  was  said  that  before 
remedial  measures  could  be  applied 

the  shortage  of  equipment  stem- 
ming from  the  war  developed  and 

tended  to  block  the  installation. 

Satevepost  Spots 

IN  A  TWO-DAY  campaign  calling 
attention  to  the  rescue  story  of 
Lt.  Com.  John  Morrill  and  his  com- 

panions, the  Saturday  Evening 
Post  placed  transcribed  one-min- ute announcements  on  stations  in 
nine  major  cities  from  four  to 
seven  times  weekly  Dec.  16-17. 
From  three  to  four  outlets  were 
used  in  each  market.  Agency  is 
BBDO,  New  York. 

CBS  Honors  Philharmonic 
IN  HONOR  of  the  100th  anniversary 
of  the  New  York  Philharmonic  Or- 

chestra's first  concert  in  December, 
1842,  CBS,  which  has  broadcast  its 
programs  for  the  past  12  years,  placed 
a  special  advertisement  in  The  Neio 
York  Times  Dec.  13,  with  a  caption 
"How  400  music  lovers  became  10 
millions :  .  .  .  The  Philharmonic  is 

100  Years  Young!" 

Page  30  •  December  21, 1942 BROADCASTING  •  Broadcast  Advertising 



LT  may  be  the  "holiday 

season^' —  but  war  needs  the 

wires  that  you  used  to  use  for 

Christmas  calls. 

Long  Distance  lines  are 

loaded  with  urgent  messages. 

Extra  lines  cannot  be  added 

because  copper  and  other  mate- 
rials are  needed  for  the  war. 

So  —  this  Christmas  please 

don't  make  any  Long  Distance 

calls  to  war-busy  centers  unless 

they're  vital. 

BELL  TELEPHONE  SYSTEM  p(  ja.  )s)  WAR  CALLS  COMf  FIRST 



Nat.  Rep.:  The  Walker  Company 
Boston:  Bertha  Bannan 

THE  MOST  INTIMATE 

AND  EFFECTIVE  SALES 

APPROACH  TO  AMERI- 

CA'S LARGEST  MARKET. 

FOR  OFFENSE  •  FOR  DEFENSE 
BWr  U.S.  BONDS  TQMY 

CINCINNATI'S 

HEARD  DAILY 
SINGING  WITH 

BOBBY  BAKER'S  ORCHESTRA 

STATION 

WHKY 

HICKORY 
NORTH  CAROLINA 

5,P0fl WATT5  PAV 

1000 tVATTJ  NIOHT 

For  complete  details  write 
HOWARD  H.  WILSON  CO. 
Chicago   -   New  York   •  Kansas  City 

San  Francisco   -  Hollywood 

1290  KC  BLUE  NETWORK 

fi^  PROGRAMS 

NEW  weekly  half-hour
  varie- ty show,  titled  Flying  Time, 

written,  produced  and  enact- 
ed by  enlisted  personnel  of 

California  Group  of  the  Ferrying 
Division,  Air  Transport  Command, 
has  been  started  by  KFOX,  Long 
Beach,  Cal.  Initial  broadcast  on 
Dec.  4  was  transcribed  for  release 
at  a  later  date  on  other  stations 
and  for  shortwaving  to  the  AEF. 
Production  personnel  includes  Lt. 
Mitchell  Frankovitch,  former 
sports  announcer  of  KFAC,  Los 
Angeles;  Pvt.  Ed  Helwig,  former- 

ly writer  of  J.  Walter  Thompson 
Co.  on  the  NBC  Kraft  Music  Hall, 
sponsored  by  Kraft  Cheese  Co.; 
Hank  McCune,  formerly  m.c  and 
commentator  of  NBC,  Hollywood, 
and  Pvt.  William  Andrews,  former- 

ly western  division  guest  relations 
manager  of  that  network.  Staff 
Sergeant  Garner  Clark  conducts 
the  16-man  orchestra  consisting  of 
post  crew  members. 

Directing  Manpower 
AS  A  PUBLIC  service  and  to  help 
solve  war  manpower  problems  in 
the  surrounding  Los  Angeles  area, 
KFWB,  Hollywood,  on  Dec.  10 
started  a  weekly  quarter-hour  pro- 

gram designed  to  aid  in  directing 
the  flow  of  workers  to  critical  pro- 

duction tasks.  Presented  under  the 
auspices  of  the  aviation  department 
of  the  Los  Angeles  Chamber  of 
Commerce  and  with  full  coopera- 

tion o:^  the  Southern  California  of- 
fice of  the  War  Manpower  Commis- 

sion, broadcasts  feature  Govern- 
ment and  war  production  indus- 

tries officials.  Tom  Brenneman  is 
m.c.  Programs  are  not  confined  to 
manpower  situation  in  the  aircraft 
field,  it  was  said.  All  segments  of 
industry,  whether  on  farm  or  in 
factory  are  to  be  covered  in  a 
broad  educational  endeavor. 

News  Fo'  Y'AU 
SOUTHERNERS  get  news  with  a 
southern  drawl  and  localized  in- 

terpretation in  a  six-weekly  WSB, 
Atlanta,  series.  Views  of  the  News, 
presented  by  the  Atlanta  Journal, 
in  which  six  commentators,  a  man- 

aging editor,  two  editorial  writ- 
ers, two  columnists  and  a  Wash- 

ington correspondent,  one  each 
night,  participate:  Wright  Bryan, 
William  Cole  Jones,  Edwin  Camp, 
Raimundo  de  Ovies,  Morgan  Blake 
and  Ralph  Smith. 

City  Desk  Secrets 
BEHIND  the  scenes  view  of  news- 

paper operations  and  personali- 
ties is  presented  in  a  weekly  quar- 

ter-hour Saturday  morning  pro- 
gram on  WMAQ,  Chicago,  reveal- 

ing how  news  is  gathered,  written, 
edited  and  published.  Program  fea- 

tures interviews  with  noted  editors, 
foreign  correspondents,  cartoonists, 
and  Chicago  newspaper  men. 

Interviewing  Santa 
INTERVIEWS  with  Santa  Claus 
and  with  children  who  come  to 
see  Santa  at  Sears  Roebuck  store 
provide  fun  for  WGL,  Fort  Wayne 
listeners.  Paul  Roberts  m.c.'s  the 
thrice-weekly  program. 

Answering  Listeners 
NEW  WOMEN'S  feature,  Polly 
and  the  Postman,  aired  thrice- 
weekly  on  WTAG,  Worcester,  pro- 

vides listeners  with  answers  to 
their  questions  on  fashion,  fiction, 
beauty  and  household  topics.  Role 
of  piano-playing  Polly  is  played 
by  Olive  Merrill,  WTAG  scripter 
authoring  the  show.  Announcer 
Bob  Rissling  enacts  the  part  of 
the  singing  postman  who  pauses 
on  his  mail  route  to  sing  and  chat 
with  Polly  as  she  opens  her  letters 
and  answers  queries.  Woven  into 
the  script  are  commercials  of  par- 

ticipating sponsors. *  *  * 

"Dear  Santa—" 
CHRISTMAS  program  on  KEX, 
Portland,  titled  Letters  to  Santa 
Claus,  features  kiddies'  letters  to Santa  received  by  Meier  &  Frank, 
Portland  department  store.  Frank 
Sardam,  enacting  the  role  of  Santa, 
reads  many  of  the  letters  and  com- 

ments on  them  in  the  five-weekly 
quarter-hour  series,  but  no  specific 
letter  is  read  at  any  time  desig- 

nated by  the  writer,  in  keeping 
with  wartime  practices. 

*  *  * 
Rational  Rationing 

AS  A  PUBLIC  service  and  to 
clarify  details  KFI,  Los  Angeles, 
in  cooperation  with  the  Office  of 
Price  Administration,  has  started 
a  weekly  quarter-hour  informative 
program  devoted  to  application  of 
ration  rulings.  Durward  Howes  of 
the  OP  A  is  commentator. 

*  *  * 

Saga  of  American  Music 
DEPICTING  the  development  of 
music  in  the  United  States,  week- 

ly half-hour  program  titled  Amer- ican Rhapsody  has  started  on  CBS 
Pacific  Coast  stations.  Series  of 
vignettes  dramatizes  what  music 
means  to  people.  Bob  Hafter  is  pro- 

ducer with  Wilbur  Hatch  assigned 
musical  director. 

*  *  * 
Italian-American  Broadcasts 

UNDER  the  auspices  of  the  Col- 
lege of  the  City  of  New  York,  Civil- 
ian Defense  Council,  WHOM,  Jer- 
sey City,  has  inaugurated  a  series 

of  Italian  language  broadcasts  de- 
signed to  demonstrate  "The  Amer- 

ican Way  of  Life,"  and  "Our  Stake 
in  the  War."  Italian-speaking  pro- 

fessors present  talks  on  different 
aspects  of  these  subjects. *  *  * 

For  Salmon-Hunters 
FISHERMEN  of  Alaska,  at  sea 
for  weeks  at  a  time,  often  lose 
track  of  days  and  for  their  bene- 

fit KTKN,  Ketchikan,  runs  an 
"alarm  clock"  program.  Fisher- 

men's Almanac,  at  9:40  p.m. 
nightly,  when  date  as  well  as  time 
are  announced. 

Note  to  Letterwriters 
LETTERS  from  the  folks  overseas 
are  presented  on  a  Thursday  night 
program  of  CKBI,  Prince  Albert, 
Sask.,  titled  Passed  By  the  Cen- 

sor. The  most  interesting  letter  con- 
tributed entitles  the  sender  to 

make  a  record  to  send  to  folks 
overseas  or  to  friends.  The  North- 

ern Hardware  sponsors  the  series. 

Hidden  Mike 

SANTA  CLAUS  has  consented  to 
allow  WIP,  Philadelphia,  to  eaves- 

drop on  his  interviews  with  the  kid- 
dies as  he  jots  down  their  requests 

for  presents  this  year.  WIP's  spec- ial events  department  will  conceal 
a  microphone  near  Santa  Claus  in 
the  Toyland  of  the  Gimbel  Broth- 

ers department  store  to  pick  up  the 
children's  voices.  The  tiny  tots  will 
not  be  conscious  of  the  microphone. 
Recordings  will  be  cut  and  re- 
broadcast  at  various  times  during 
the  week. *      *  * 

Mass  WAAC  Enlistment 

RECRUITING  WAACs  is  the  pur- 
pose of  a  series  presented  by 

WCKY,  Cincinnati.  Periodical  pub- 
lic enlistment  ceremonies  originat- 

ing from  the  city's  Fountain 
Square,  during  which  the  oath  of 
allegiance  is  administered,  such  as 
the  first  mass  enlistment  of 
WAACs  in  Cincinnati  recently 
aired,  will  take  place  on  the  pro- 

gram from  time  to  time.  A  similar 
series  for  the  Navy,  Navy  Time,  is 
also  broadcast  on  WCKY. 

Fur  Information 

AFTER  17  years  of  research  on 
furs,  Walter  J.  Horvath,  lecturer, 
author,  world  traveler  and  fur  ex- 

pert, is  conducting  a  series  of  pro- 
grams, Know  Your  Furs,  sponsored 

by  the  Alex  F.  Kessler  Fur  Co.,  St. 
Louis,  and  broadcast  Sundays  at 
12:45  p.m.  on  KMOX,  that  city. 

Kress  to  Press 

CARL  KRESS,  guitarist  on  NBC's morning  program.  Everything  Goes, 
has  turned  commentator.  His  daily 
humorous  comments  on  world 
events  have  become  a  regular  fea- 

ture of  the  series.  His  news  stint 
is  introduced  as  "Karl  H.  V.  Kress 

Goes  to  Press". 

HHRTFDRD
 HtADLEV  RfED  COMPANY  ^ 
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Audience  Research 

Started  by  Nielsen 
Audimeter  Forms  Basis  for 

New  Measuring  Service 

A  NEW  radio  listening  research 
service  designed  to  aid  in  placing 
advertising  on  a  more  factual  basis 
is  announced  by  A.  C.  Nielsen, 
president  of  A.  C.  Nielsen  Co.,  Chi- 

cago. Heart  of  the  method  is  the 
audimeter,  a  device  installed  in  the 
receiving  set  which  makes  a  graphic 
record  of  all  the  times  at  which 
the  set  is  turned  on  or  off  and  the 
station  to  which  it  is  tuned.  Serv- 

ice to  seven  advertisers  and  nine 
agencies  begins  Dec.  27. 

Original  pilot  operation  has  been 
expanded  to  1,000  instruments  in 
an  area  from  the  Mississippi  River 
to  the  Atlantic  Coast,  including 
small-city  and  rural  communities. 
The  index  service  is  offered  on  a 
privileged,  non-profit  basis  during 
the  first  phase  of  its  operation  to 
15  radio  advertisers,  their  agen- 

cies, national  networks  and  a  limit- 
ed number  of  stations,  according 

to  Mr.  Nielsen. 

In  Cress-Section  of  Homes 

Only  service  offered  to  date  is  to 
the  following  subscribing  compan- 

ies: Carter  Products,  Colgate- 
Palmolive-Peet  Co.,  General  Foods 
Corp.,  General  Mills,  Lever  Broth- 

ers Co.,  Miles  Laboratories,  Sterl- 
ing Drug. 

Agencies  subscribing  are:  Ted 
Bates  Inc.,  Benton  &  Bowles,  Black- 
ett-Sample-Hummert,  Knox  Reeves 
Adv.,  Ruthrauff  &  Ryan,  Sherman 
&  Marquette,  Small  &  Seiffer,  Wade 
Adv.  Agency,  Young  &  Rubicam. 

Placed  in  a  scientifically  con- 
trolled cross-section  of  homes  in  an 

area  containing  8  million  radio 
homes,  "each  audimeter  produces  in 
the  course  of  a  year  an  amount  of 
information  approximately  equal  to 
that  which  could  be  obtained  from 
about  500,000  coincidental  telephone 
calls",  say  officials  of  the  Nielsen 
Company,  as  well  as  information 
"which  cannot  be  secured  by  any 
other  method." 

Types  of  information  furnished 
by  the  Nielsen  Radio  Index  are 
general  listening  habits,  program 
ratings,  program  analyses  and  sta- 

tion coverage  data  (for  individual 
stations).  The  company  expects  to 
produce  the  instrument  in  quantity 
and  increase  the  scope  of  research. 

Marketers  to  Meet 

RADIO  luncheon  group  of  the 
American  Marketing  Assn.,  under 
the  chairmanship  of  George  H. 
Allen,  salesman  of  WOR,  New 
York,  has  announced  a  series  of 
meetings  to  start  Jan.  14  with 
the  special  aim  of  helping  radio 
employes  filling  war  vacancies  to 
acquire  an  immediate  background 
in  radio  problems  in  wartime. 

ED  TOMLINSON,  BLUE  commen- 
tator, was  recipient  of  the  annual 

Award  of  Merit  of  the  City  Busi- 
ness Club  of  Philadelphia  at  a  lunch- 
eon Dec.  18.  The  presentation  was 

broadcast  by  WFIL,  Philadelphia, 
and  carried  by  the  BLUE. 

Any  schoolboy  Q  or  housewif^^ 

or  farmer  ̂   or  businessman  or 

war  production  worker  ̂   in  North- 

ern Cahfornia '^^will  tell  you 

that  KPO  is  the  number  J  station. 

They  all  like  KPO  s  top-flight 

programs.  But  ||[  advertisers  are 

more  impressed  with  our  market 

coverage  ̂ k.om  low  cost  per- 

listener  (^p  and,  mostly  in  KPO  s 

ability  to  produce  results. 

Get  the  facts . . .  and  youll  buy 

kPo 

REPRESENTED  BY  NBC  SPOT  SALES  OFFICES 

0       New  York     •     Chicago    «    San  FrancUco     •  Boston 
Cleveland    •    Denver    •    Washington    •  Hollywood 

50,000  HIGH  FIDELITY  WATTS 

NATIONAL  BROADCASTING  COMPANY  •  RADIO  CITY  •  SAN  FRANCISCO 
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..and  Faith  will  Triumph 

Americans  always  have  had  faith  in  the  things  we  fight  for 

today.  Hitler  couldn't  see  it.  Nor  could  Tojo.  But  it  was  there. 

There,  just  as  surely  as  at  Concord  .  .  .  just  as  strong  as  at 

the  Argonne. 

Faith  is  not  something  you  can  measure  out  by  the  pound. 

It  can't  be  packaged,  and  passed  out  on  a  here's-your-share 

plan.  It  can  be  nourished  and  grown.  And  it  must  not  waver. 

Not  if  there  is  to  be  any  hope  for  the  future. 

Perhaps  that  is  why  Radio  says  little  about  the  War  Bonds 

it  1ms  sold  .  .  .  the  scrap  collections  spurred  .  .  .  the  extra 

bombers  put  into  the  sky  through  its  morale  building. 

We  in  Radio  know  .  .  .  there's  a  still  bigger  job  to  be  done. 

It  is  to  make  Radio  the  greatest  power  on  earth  for  the  good 

of  mankind.  It  is  to  keep  building  the  faith  which  will  triumph. 

It  is  to  help  win  and  hold  world  peace  through  faith  and 

understanding  .  .  .  with  God's  help. 

KMPC,  BEVERLY  HIUS,  CALIF.— UNDER   SAME  MANAGEMENT 

BASIC    STATIONS  — COLUMBIA    BROADCASTING  SYSTEM G.   A.   RICHARDS.  PRES 
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ON  THE  PREMISE  tha
t  a, 

knowledge  of  racial  customs 
is  essential  to  the  Jewish 
mar  ket  broadcaster 

WBNX,  New  York,  has  issued  a 
guide  to  the  religious  holidays, 
ritual  and  dietary  laws  of  the  Jew- 

ish people,  titled  The  Jewish  Radio 
Market.  The  booklet  is  written  by 
Abe  Lyman,  producer  of  Jewish 
programs  on  WBNX,  checked  and 
approved  by  leading  rabbis,  and 
distributed  to  agency  executives, 
time  buyers,  writers  and  advertis- ers. 
A  five-year  calendar  of  impor- 

tant Jewish  holidays  is  followed  by 
an  analysis  of  the  Jewish  listen- 

ing audience,  particularly  from  the 
point  of  view  of  language  prefer- ences. Here  the  author  estimates 
that  at  least  60%  of  the  Jewish 
radio   audience  understands  Yid- 

Jewish  Market  Guide — Nothing  to  Sell — Newscast 
Timetable — Eyes  Aloft — Audience  Survey 

dish  although  unable  to  speak-  it 
fluently  or  at  all.  A  section  on 
definitions  and  requirements  of  ac- 

ceptable food  products  follows: 
Holidays,  and  a  detailed  account 

of  attendant  ceremonies  and  cus- 
toms, are  described  in  an  "Intro- 

duction to  the  Holidays."  Sugges- 
tions for  appropriate  commercials 

and  products  suitable  for  promo- 
tion at  various  times  of  the  year 

are  found  at  the  conclusion  of  the 

guide. 

WIT'S  A  GIFT,  FEttERS-IUST  iIKE  THE  WAV 
WDAY  HAS  OF  WM.T>\HQ  VP  RED  RIVER 

VALLEY  BVSIHESS  FER  SMART  ADVERTISERS. 

THY  WDAy,  AND  SEE  FER  VERSEiF."' 

WDAY 

Sewing  Class 
WITH  NOTHING  to  sell,  G. 
TambljTi  Ltd.,  Toronto  drug  store 
chain,  is  sponsoring  sewing  classes 
on  CFRB,  that  city,  in  coopera- 

tion with  the  clothing  administra- 
tion of  the  Canadian  Wartime 

Prices  &  Trade  Board.  Planned  to 
aid  the  firm's  customers  in  remod- 

eling old  garments  for  additional 
wear,  the  drug  chain  provides  ex- 

pert instructors  and  the  women 
bring  their  own  garments  to  work 
on.  Other  firms  with  merchandise 
to  sell  to  the  women  attending  sew- 

ing classes  may  later  sponsor  the 

program. 
Giveaway 

A  WAR  STAMP  giveaway  high- 
lights the  Dunn's  Lucky  Shoe  Box 

quarter-hour  programs  scheduled 
daily  on  WPEN,  Philadelphia. 
Listeners  are  invited  to  register 
their  names  each  week  at  any 
Dunn  store  in  the  city.  All  the  cou- 

pons are  placed  in  a  shoe-box  and 
three  names  are  called  during  each 
broadcast.  If  the  selected  registrant 
calls  the  station  within  15  minutes 
he  or  she  is  awarded  $5  in  War 
Stamps,  the  money  pyramiding.  A 
new  registration  list  is  used  each 
week.  Bob  Roberts,  announcer, 
handles  the  program. 

CBS  Advance  Promotion 

ALL  CBS  aflfiliates  carrying  the 
network's  sustaining  series  Day- 

time Showcase,  Mondays,  10:30- 
11  p.m.,  recently  received  from  the 
CBS  promotion  department  a  spec- 

ial envelope  containing  sample  an- 
nouncements and  advertisements  to 

be  spotted  locally  as  advance  pro- 
motion for  each  week's  broadcast, 

through  Dec.  28. 

Newscast  Timetable 

POCKET-SIZE  timetable  cards 
are  issued  weekly  by  WGBF- 
WEOA,  Evansville.  The  cards  con- 

tain listings  of  stations'  newscasts and  a  hint  to  refrain  from  disturb- 
ing friends  with  phone  calls  while 

news  is  on  the  air. 

.FARGO,  N.  D.-5000  WATTS-N.B.C.  AND  BLUE 
AFFILIATED  WITH  THE  FARGO  FORUM 

FREE  &  PETERS,  NAT'L  REPRESENTATIVES 

Pacific  Eyes  Aloft 
DESIGNED  as  a  reminder,  red 
white  and  blue  8%  x  11-inch  an- 

nouncements of  the  weekly  half- 
hour  NBC  Eyes  Aloft,  morale- 
building  program  presented  under 
auspices  of  the  Fourth  Fighter 
Command,  have  been  forwarded  to 
more  than  150,000  volunteer  obser- 

vers and  workers  on  the  West 
Coast.  Announcements,  which  fea- 

ture photograph  of  the  NBC  gold 
trophy  awarded  to  an  outstanding 
observation  post  or  filter  center 
each  week,  were  distributed  through 
cooperation  of  Brig.  Gen.  William 
E.  Kepner,  commanding  general  of 
the  Fourth  Fighter  Command. 

*  *  * 
Theatre  Tieup 

IN  A  TIEUP  with  a  Hellzapop- 
pin'  unit  running  at  the  Forrest 
Theatre,  Philadelphia,  recently 
WPEN,  that  city,  used  display  ad- 

vertisements daily  in  the  Philadel- 
phia Daily  News  to  publicize  its 

Night  Club  of  the  Air  show  which 
presented  various  members  of  the 
cast  of  Hellzapoppin'.  During  the entire  performance  of  the  stage 
show,  WPEN  microphones  were 
prominently  displayed  and  station 
call  letters  were  announced  during 

the  Radio  Rogues'  act. 
Audience  Study 

A  RECENT  SURVEY  of  the  eco- 
nomic background  of  WQXR,  New 

York,  listeners  to  enable  sponsors 
to  know  how  much  money  is  spent 
on  food,  drink  and  taxes,  indicated 
that  all  WQXR  families  "live neither  on  Park  Avenue  nor  in  the 
slums".  The  research  agency.  The 
Pulse  of  New  York,  analyzed  a 
random  group  of  listeners,  1,348 
families  in  the  five  boroughs  of 
Greater  New  York,  in  Northern 
Jersey,  Westchester  and  Nassau. *  *  * 

British  War,  Peace  Aims 
BOOKLETS  containing  official 
statements  on  British  war  and 

peace  aims,  are  offered  to  listen- 
ers free  by  Sydney  Moseley,  com- 

mentator heard  on  WMCA,  New 
York. 

WALTER  TETLEY  who  portrays 
Leroy,  the  nephew  in  the  weekly  NBC 
Great  Gildersleeve,  sponsored  by 
Kraft  Cheese  Co.  (Parkay  marga- 

rine ) ,  plays  a  cockney  role  in  the 
Warner  Bros,  film,  "Gorilla  Man". Dale  Evans  and  Connie  Haines,  radio 
vocalists,  have  been  added  to  the 
cast  of  "Stage  Door  Canteen",  being 
produced  by  Sol  Lesser  Productions. 
Miss  Evans  is  featured  on  the  weekly 
NBC  Chase  &  Sanborn  Show,  spon- 

sored by  Standard  Brands  Inc.  (coffee, 
Tenderleaf  tea).  Miss  Haines  is  solo- ist on  the  NBG  Ahhott  &  Costello 
Show,  sponsored  by  R.  J.  Reynolds 
Tobacco  Co.  (Camel  cigarettes). 

THE  5000  WATT 

Voice  of  the  Tri-Cities 

ROCK  ISLAND  ■  DAVENPORT  ■  MOUNE 

I 

"Radio  homes  coverage? — more 
than  the  whole  state  of 

Maine." 

J 

Affiliate  .-Rock  island  ARGUS 
Basic  Mutual  Network 

^   1270  KC  FULL  TIIVIE  J 
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It  Happened 

TEN  YEARS  AGO  THIS  MONTH 

From  the  1932  files  of  Broadcasting 

THE  PERSONAL  bankruptcy  peti- 
tion of  W.  K.  (Hello  World)  Hender- 
son, operator  of  KWKH  and  KWEA, 

Shreveport,  La.,  has  been  reported  to 
the  Radio  Commission,  and  may  be 
made  an  issue  at  a  hearing  involving 
the  KWKH  license  renev^al  to  be  held 
probably  in  February.  WWL,  New 
Orleans,  which  shares  the  850  kc.  clear 
channel  with  KWKH,  has  applied  for 
fulltime,  and  a  local  insurance  com- 

pany has  also  applied  for  the  KWKH 
frequency. 

• 

THAT  RADIO'S  $75,000,000  to  $100,- 000,000  annual  business  is  still  small 
by  comparison  with  the  printing  and 
publishing  business  is  evidenced  by  a 
Census  Bureau  report  on  the  census  of 
manufacturers  for  the  printing  and 
publishing  business  in  1931.  The  latter 
showed  a  total  business  of  $2,167,621,- 
196,  including  newspapers,  book  and 
job  printing  plants  and  music  pub- lishers. 

• 
WITH  THE  American  delegation  to 
the  International  Radio  Conference  at 
Madrid  due  to  return  shortly  before 
Christmas,  preliminary  plans  are  be- 

ing made  for  a  North  American  con- 
ference on  the  distribution  of  wave- 
lengths and  the  possible  widening  of 

the  broadcast  band  into  the  long  waves 
below  550  kc.  Judge  Eugene  O.  Sykes, 
chairman  of  the  American  Delegation, 
and  his  party  are  expected  to  arrive  in 
New  York  Dec.  22  on  the  8.8.  Man- 
hattan. 

• 
THAT  THE  Soviet  Weak  Current 
Trust,  in  charge  of  production  of  all 
communications  equipment  for  the 
Russian  Government,  is  considering 
the  erection  of  a  1,000,000-watt  broad- 

cast transmitter  near  Moscow,  is  re- 
ported by  Dr.  Louis  Cohen,  noted 

American  radio  scientist,  who  has  just 
returned  from  Russia,  where  he  was 
called  as  a  radio  consultant.  Russia  al- 

ready has  five  100,000-watt  trans- 
mitters, the  first  of  which  was  an  RCA 

installation. 

INCREASED  ACTIVITIES  of  CBS 
in  Washington  since  its  recent  acquisi- 

tion of  WJSV,  Alexandria,  Va.,  have 
led  the  network  to  transfer  Henry  A. 
Bellows  to  the  capital.  Mr.  Bellows, 
former  Federal  Radio  Commissioner 
and  now  a  CBS  vice-president  and  di- 

rector of  its  WCCO,  Minneapolis,  will 
work  with  Harry  C.  Butcher,  director 
of  the  Washington  office. 

REINCKE-ELLIS*  Co.,  Chicago,  an- nounces change  in  corporate  name  to 
Reineke-EUis-Younggreen  &  Finn.  The 
new  partners,  Charles  C.  Younggreen 
and  Joseph  H.  Finn,  were  formerly 
with  McJunkin  Adv.  Co. 

SCOTT  HOWE  BOWEN  Inc.,  New 
York,  reports  that  about  70  stations 
will  be  used  during  January  for  a 
series  of  five-minute  transcriptions 
sponsored  by  Chrysler  Motors  to  an- 

nounce the  new  Dodge  car. 
• 

WCAU,  Philadelphia,  has  occupied  its 
new  home  in  a  modern  nine-story  build- 

ing at  1622  Chestnut  St.,  purchased 
upon  completion  by  Leon  Levy,  station 
president. 

• 
PREDICTING  a  decline  in  broad- 

casting of  major  league  baseball  games 
next  season,  the  United  Press  reports 
as  a  result  of  a  poll  that  four  clubs 
wUl  broadcast  their  home  games,  five 
will  not  and  seven  are  still  undecided. 

• 
HEARST  newspapers  will  launch  a 
series  of  musical-dramatic  transcrip- 

tion programs  during  the  week  of  Jan. 
1  over  a  large  list  of  stations  with  the 
avowed  purpose  of  boosting  the  cir- 

culations of  the  17  newspapers  pub- 
lished by  William  Randolph  Hearst. 

World  Broadcasting  System  is  han- 
dling the  contract. 

• 
THERE  ARE  now  112  radio  stations 
either  newspaper-owned  or  corporately 
affiliated  with  newspapers,  according 
to  a  compilation  as  of  Dec.  1  prepared 
by  Broadcasting. 

• 
KENNETH  NILBS,  of  KHJ,  Los 
Angeles,  has  been  promoted  to  chief 
announcer  and  assistant  production manager. 

• 
HAROLD  E.  FELLOWS,  formerly 
with  the  Greenleaf  Co.,  Boston  agency, 
has  joined  WEEI,  Boston,  as  commer- cial manager. 

• 
FRANK  BLACK,  conductor  and  com- 

poser, has  been  appointed  program  di- 
rector of  NBC,  succeeding  Erno  Rapee. 

CHARLES  GANNON  of  Erwin, 
Wasey  &  Co.,  and  Chester  E.  Haring, 
of  BBDO,  have  been  named  members 
of  the  governing  committee  of  the  Co- 

operative Analysis  of  Broadcasting 
formed  by  the  AAAA  and  the  ANA. 
Other  members  of  the  committee  are 
D.  P.  Smelser,  Procter  &  Gamble, 
chairman ;  N.  B.  Stetler,  Standard 
Brands  Inc. ;  C.  H.  Lang,  General 
Electric  Co. 

• 
WALTER  J.  NEFF,  assistant  sales 
director  of  WOR,  Newark,  has  been 
named  chairman  of  the 'Radio  Division 
of  the  Advertising  Club  of  New  York, 
and  will  conduct  roundtable  confer- 

ences with  representatives  of  the  broad- 
casting industry  and  advertising 

agencies. • 
LINCOLN  DELLAR,  formerly  adver- 

tising manager  of  the  periodical  Game 
&  Gossip,  has  been  appointed  manager 
of  KGB,  San  Diego,  succeeding  C. 
Ellsworth  Wylie,  now  sales  director 
of  the  Don  Lee  System. 

• 
HAROLD  FAIR  has  resigned  as  man- 

ager of  WBEN,  Buffalo,  to  return  to 
WBBM,  Chicago,  as  assistant  to  Wal- ter J.  Preston,  CBS  western  program manager. 

Finkelstein  Is  Named 

To  New  Post  at  ASCAP 

HERMAN  FINKELSTEIN,  part- 
ner in  the  law  firm  of  Schwai'tz  & 

Frohlich,  general  counsel  of  Amer- ican Society  of  Composers,  Authors 
&  Publishers,  will  resign  Jan.  1 
to  take  the  newly-created  position 
of  resident  attorney  of  ASCAP. 
Appointment  was  announced  by 
John  G.  Paine,  general  manager 
of  the  Society. 

A  graduate  of  Yale  Law  School, 
1927,  where  he  was  editor  of  the 
Yale  Law  Review,  Mr.  Finkelstein 
spent  a  year  as  law  secretary  of 
Federal  Circuit  Court  Judges 
Thomas  W.  Swan  and  Learned 
Hand.  In  1928  he  became  associa- 

ted with  Nathan  Burkan  whose 
firm  was  reorganized  as  Schwartz 
&  Frohlich  after  Mr.  Burkan's death  in  1936.  Mr.  Finkelstein  has 

been  actively  engaged  in  ASCAP's legal  affairs  for  many  years. 
Schwartz  &  Frohlich  will  continue 
as  general  counsel  for  ASCAP 
after  Jan.  1. 

HOW  ABOUT 

CHRISTMAS? 

/^NE  place  where  business  is  BOUND  to  hold 

on  in  a  big  way  is  the  booming  Nashville 

market.  War  industries  and  the  army  camps  are 

pouring  in  money  here.  The  market's  fine! 
WSIX  will  give  you  the  coverage. 

SPOT  SALES,  INC.,  NATIONAL  REPRESENTATIVES 

5000 

WATTS 

980 

KILOCYCLES 

NASHVILLE,  TENN, 

BROADCASTING  •  Broadcast  Advertising December  21,  1942  •  Page  37 



"the  Blue  Ribbon  Buy  of  the  South 



The  new  West- 
inghouse  5  hv 
Transmitter  at 

wagA,  provid- 
ing this  progres- 
sive station  with 

new-Q^erating 
econorny  and 
convenience. 

WAGA'S  NEW  5.000-WATT  WESTINGHOUSE 

TRANSMITTER  BOOSTS  NIGHTTIME  POWER  10-FOLO 

Today,  thousands  of  new  listeners  are  regu- 
larly tuning  in  on  WAGA.  For  hard  at  work  at 

this  Atlanta,  Georgia  station  is  one  of  the  last 

commercial  transmitters  to  be  built  by  Westing- 
house  for  the  duration. 

This  transmitter  .  .  .  another  Westinghouse 

type  5  hv  has  substantially  boosted  WAGA's 

coverage  of  the  South' s  First  Market.  Now  oper- 

ating on  5,000  watts  full  time,  this  station's 
primary  daytime  coverage  (.5  mv  or  better) 
now  includes  more  than  a  million  listeners  in 

42  counties  in  Georgia;  a  valuable  market  for 
advertisers  to  cultivate. 

★     ★  ★ 

We  are  naturally  pleased  that  so  many  pro- 
gressive radio  stations  like  WAGA  have  chosen 

Westinghouse  Transmitters.  However,  our  num- 

ber one  job  today  is — and  for  months  has  been 

—  the  development  and  production  of  special 

radio  and  electronic  equipment  for  the  Armed 

Forces.  Naturally,  peacetime  production  has 

been  abandoned  for  the  duration,  but  elec- 

tronic planning  and  research  have  been  greatly 

intensified.  These  developments  promise  much 

for  the  future,  mean  even  finer  commercial 

equipment  for  you  when  we  are  again  able  to 

produce  them. 
J-08049 

Westinghouse 
PLANTS  IN  25  CITIES...  OFFICES  EVERYWHERE 
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For  the  Ladies 

WHEN  BIGGER  manpower  woes  are  de- 
veloped, radio  will  have  them.  The  problem 

now  is  woman-power. 
Women  are  doing  men's  jobs  throughout  in- 

dustry in  this  war-time  economy.  They  are 
doing  everything  from  watchman  to  welder, 
and  well,  too!  Radio  always  has  had  its  share 

of  the  ladies,  but  now  they're  in  every  depart- 
ment— even  technical  (when  no  union  restric- 
tion is  involved). 

More  women  are  needed  to  keep  transmitters 
perking  and  to  ride  the  studio  gains.  Uncle 
Sam  won't  allow  stations  to  shut  down  be- 

cause of  lack  of  technical  help,  but  he  must 

have  radio  technicians  for  the  tremendous  com- 
munications job  entailed  by  war  operations. 

For  reasons  not  readily  apparent,  the  ABTU 
of  IBEW  has  refused  to  permit  employment  of 
women  in  technical  jobs,  or  rather  to  declare 
them  eligible  for  union  membership.  Evidently, 

the  only  argument  advanced  is  that  the  post- 
war security  of  IBEW  members  might  be 

threatened. 
At  International  Headquarters  of  IBEW 

we're  told  the  question  is  being  considered  but 
that  the  locals  are  autonomous  in  each  district, 

and  must  decide  the  membership  question  indi- 

vidually. Thus  far,  not  a  single  local  has  re- 
vised its  anti-suffrage  requirement. 

It  seems  to  us  the  union  is  taking  a  short- 
sighted view.  The  war  need  is  evident.  The 

problem  is  critical.  It  should  meet  the  issue 
squarely  and  lead  the  way  for  the  locals.  If  it 
doesn't  we  predict  that  Manpower  Czar  McNutt 
will  find  legal  means  by  which  to  get  action. 

Helping  Hand 
WHEN  NEW  YORKERS  were  deprived  of 

their  daily  newspapers  last  week  because  de- 
liverymen  were  on  strike,  radio  stepped  to 
the  fore  and  again  demonstrated  its  value 
as  a  public  servant  in  time  of  crisis. 

Virtually  every  station  in  the  metropolitan 
area  added  news  periods  to  its  schedules.  In 
several  instances  broadcasters  cooperated  with 

daily  newspapers  by  airing  local  copy  gath- 
ered and  written  by  newspaper  staffs.  Regu- 

larly scheduled  commercial  programs  were 
cancelled  so  that  New  York's  millions  might  be 
kept  abreast  with  the  news.  Feature  columns 
ordinarily  appearing  in  daily  newspapers  and 
some  comic  strips  were  read  over  the  air. 
Among  advertisers  hardest  hit  by  lack  of 

newspapers   were   theatres    and  department 

stores.  The  top  theatre  chains  immediately  in- 
structed their  advertising  agencies  to  buy  all 

available  time  on  the  air  to  promote  feature 
pictures  and  stage  attractions.  Several  depart- 

ment stores  deprived  of  newspaper  coverage 
used  radio  to  advertise  sales  and  Christmas 
wares.  The  Saturday  Evening  Post,  which 

usually  uses  newspaper  space  to  advertise  cur- 
rent issues,  went  heavily  into  radio. 

New  York  listeners  heard  commercials  on 
former  sustaining  programs;  they  listened  to 
theatrical  plugs  on  participation  broadcasts; 
bargain  hunters  listened  to  the  messages  of 
retailers.  Many  newscasts  were  used  effec- 

tively for  brief  sales  messages. 
Innumerable  times  in  the  past,  radio  has 

performed  outstanding  public  service.  In  the 
Ohio  Valley  flood  of  1937  when  transportation 
was  interrupted  and  newspaper  publication 
and  delivery  were  uncertain,  radio  performed 
a  public  service  that  has  gone  down  in  com- 

munication history.  On  Dec.  7,  1941,  when  the 
Japs  attacked  Pearl  Harbor,  plunging  this  na- 

tion into  war,  it  was  radio  that  bore  the  first 
news  and  it  was  to  radio  that  Government 

officials  turned  to  get  important  messages  be- 
fore the  people. 

Throughout  any  emergency,  be  it  national, 
regional  or  local,  radio  stands  ready  to  lend 
a  helping  hand. 

Shows  for  The  Boys 
AS  URGED  in  one  of  our  recent  dispatches 
from  London,  big  name  radio  acts  and  stars 
may  soon  be  flown  abroad  to  entertain  our 
troops  in  the  various  war  theaters.  Nothing 
would  be  more  welcomed  by  the  boys  in  uni- 

form, as  evidenced  by  the  tremendous  recep- 
tion given  Al  Jolson  and  his  troupe  during 

their  tour  that  ended  in  England  in  Septem- 
ber. Our  soldiers  are  simply  hungering  for 

live  entertainment;  indeed,  all  too  many  of 

them  haven't  radios  with  them  in  camp  and 
field  and  are  not  even  getting  the  kind  of  ra- 

dio entertainment  they  want  on  regular  basis. 

Now  the  Army's  Special  Services  Branch, 
working  in  collaboration  with  the  Office  of 
War  Information,  has  a  project  afoot  to  send 
name  shows  and  performers  abroad.  Some  of 
these  shows  could  continue  their  commercial 
broadcasts  from  some  parts  of  the  war  thea- 

tres where  facilities  are  available,  notably 
from  England.  Others  must  regard  themselves 
as  enlisted  for  special  missions,  and  it  is  grati- 

fying indeed  to  find  [Broadcasting,  Dec.  14] 

that  both  talent  and  sponsors  have  evinced 
willingness  to  do  the  chore.  They  are  consid- 

ering a  pinch-hit  arrangement  whereby  if  the 
star  of  one  show  is  detailed  for  this  kind  of 
duty,  other  sponsors  will  lend  their  stars  for 
the  interim — truly  a  cooperative  spirit.  Kay 
Kyser's  OWI  talent  committee  is  working  on 
the  plan  which,  if  effected,  will  be  another 
great  contribution  by  radio  to  troop  morale. 

Rewrite  That  Law 

WHAT'S  GOING  ON  in  Washington?  Those 
three  big  tragic  letters  that  spell  WAR  ap- 

pear at  first  blush  to  size  up  the  situation  to 
the  exclusion  of  everything  else. 

But  they're  other  things  going  on,  too — 

things  that  portend  to  bite  deeply  into  radio's 
future  well  being  if  not  its  freedom.  It's  just 
one  of  those  unfortunate  truisms  that  most 
people  in  these  difficult  times  are  disposed  to 
slough  over  events  that,  in  normal  processes, 
were  regarded  as  life  and  death  developments. 

Radio  is  no  exception.  Broadcasters  have 
been  busy  tending  to  important  knitting  at 
home — geared  toward  peak  war  service — to 
really  concern  themselves  with  these  develop- 

ments. And  they  really  can't  be  blamed  for  it. 
Let's  look  at  some  of  these  events  as  they 

may  affect  radio.  The  Government,  of  neces- 
sity, is  talking  about  grade-labeling  of  com- 

modities. Unless  that  is  handled  deftly,  it  can 
deal  a  serious,  and  possibly  a  fatal  blow  to 
brand-name  advertising.  That  would  strike  the 
solar  plexis  for  all  advertising  media. 

And  what  about  radio  regulation  itself?  Ra- 
dio holds  the  ail-American  record  as  the  most 

regulated  of  industries.  Despite  the  war,  the 
vise  continues  to  close  on  licensees,  though  the 

steps  haven't  been  too  clearly  discernible. 
At  this  writing  the  two  oldest  networks — 

NBC  and  CBS — are  fighting  for  their  very 
economic  lives  against  enforcement  of  the  FCC 

majority's  punitive  chain-monopoly  regula- 
tions. They  stand  before  the  Supreme  Court  in 

a  last  desperate  bid  for  relief,  lest  the  whole 
broadcasting  industry  be  turned  topsy-turvy 
through  regulation  of  practically  every  phase 
of  their  business  by  a  Government  agency. 

These  things  and  others  are  happening  in 

the  midst  of  mankind's  greatest  war.  They  are 
infinitesimal,  meaningless,  pinpricks  against 

the  backdrop  of  a  world  engaged  in  all-out 
conflict.  But  they  still  mean  life  and  death  to 
radio  in  that  post-war  hereafter. 

Which  gets  us  to  our  point.  Congress  makes 
the  laws.  Its  creatures  (like  the  FCC)  are 

supposed  to  enforce  them.  The  Courts  inter- 
pret the  laws  Congress  makes.  An  aggressive, 

power-grabbing  FCC  has  taken  an  extreme 
course  in  interpreting  the  Communications 
Act,  the  radio  provisions  of  which  are  15 
years  old.  We  believe  the  FCC  has  gone  too 
far — far  beyond  the  Congressional  intent.  The 
FCC  thus  far  has  succeeded  in  convincing  the 
lower  courts  that  it  is  right. 

To  end  all  the  surmise,  speculation  and  con- 
fusion, and  most  important,  to  safeguard  the 

rights  of  radio  as  a  free  American  institution, 
Congress  should  reassert  its  intent.  The  old 
Congress  has  adjourned  sine  die.  The  new  one, 
with  many  new  faces,  convenes  next  month. 
We  hope  that  one  of  its  first  orders  of  busi- 

ness (after  vital  war  measures  are  handled), 

will  be  a  reappraisal  of  the  antiquated  Com- 
munications Act.  Every  broadcaster  interest- 

ed in  remaining  a  broadcaster  after  the  war, 
should  take  time  out  to  do  his  part. 
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FRANK  STANTON 

MAKE  a  mental  picture  o
f  a 

man  whose  stock  in  trade 
includes  measurements, 
records,  tabulations  and 

surveys — and  then  throw  the  pic- 
ture away  if  you  want  to  know 

what  the  new  and  young  vice-presi- 
dent of  CBS,  Frank  Stanton,  is 

like.  Also,  disregard  the  fact  that 
he  has  a  Ph.  D. ;  because  he  neither 
looks  nor  acts  like  one.  However, 
he  does  think  like  one. 

Today,  Frank  Stanton  is  one  of 
the  three  CBS  administrative  vice- 
presidents,  and  on  his  34-year-old 
shoulders  he  carries  the  direction 
of  six  important  departments.  Be- 

sides research,  he  is  responsible  for 
publicity,  commercial  editing,  the 
library  division,  Radio  Sales,  and 
Columbia's  owned  and  operated stations. 

Stanton  is  a  big  fellow,  just 
under  6  feet  and  just  under  200 
pounds.  A  full,  round  face  and 
wispy  yellow  hair  give  him  the 
appearance  of  being,  as  an  old 
associate  said  "the  best-fed  man 
in  radio".  Never  a  line  shows  in 
his  face  when,  as  he  frequently 
does,  he's  been  up  all  night,  putting 
together  a  report  for  a  client  who 
is  in  the  inevitable  hurry. 

The  progress  of  Frank  Stanton 
from  a  young  pre-med  student  at 
Ohio  Wesleyan  U  to  a  CBS  vice- 
presidency  has  been,  in  the  main, 
an  orderly  one.  He  was  born  in 
Muskegon,  Mich.,  March  20,  1908. 
In  Dayton,  back  in  1922,  he  was  as 
good  a  radio  crystal-set  builder  as 
any  kid  in  town.  And  at  college, 
given  a  free  hand  in  his  senior 
year  to  study  any  special  field  he 
wanted,  he  chose  radio. 

To  help  pay  his  way  through 
college,  Stanton  free  lanced  layout 
and  production  for  the  advertising 
department  of  a  Dayton  depart- 

ment store;  and  when  upon  grad- 
uation, he  found  himself  without  a 

job  in  depression-bound  Dayton,  he 
taught  typography  for  a  year  in  a 
Dayton  trade  school. 

Because  of  his  pre-medical  back- 

ground at  Ohio  Wesleyan,  he  was 
off'ered  a  job  as  instructor  at  Ohio 
State  in  psychology,  along  with  the 
opportunity  to  study  for  his 
master's  degree,  and  later  his 
Ph.  D.  The  faculty  saw  in  him  the 
possibilities  of  a  fine  muscle-mind- 
and-nerve  expert.  Much  to  their 
disappointment,  however,  he  turned 
again  to  radio. 

Because  then  as  now,  Stanton 
knew  what  he  was  about.  Crossley 
was  just  beginning  his  work  in 
audience  measurements — and  Stan- 

ton quickly  saw  that  radio  could 
well  use  men  who  might  be  to  radio 
what  Gallup  and  Starch  were  to 
newspapers  and  magazines.  So, 
Stanton's  thesis  for  his  doctorate 
was  titled,  "A  Critique  of  Present 
Methods  and  a  New  Plan  for  Study- 

ing Radio  Listening  Behavior".  In 
conjunction  with  it,  he  developed 
the  first  automatic  recording  device 
to  determine  accurate  records  of 
radio  set  operation. 

Wavering  between  service  with 
the  Government  and  his  post- 

graduate alma  mater,  Stanton  was 
invited  by  Paul  Kesten  (then  the 
CBS  sales  promotion  manager,  now 
second-in-command  to  Paley)  to 
expand  some  of  his  thoughts  about 
radio  research  for  CBS.  The  up- 

shot was  that  Stanton  joined  Co- 
lumbia as  a  research  worker.  The 

department  then  had  three  em- 
ployes, of  which  Stanton,  despite 

his  degree,  was  No.  3. 
For  the  first  few  years  in  New 

York,  Doc  was  somewhat  bewild- 
ered by  his  surroundings.  Nobody, 

as  he  admits,  could  have  looked  or 
acted  more  buckeye.  But  gradu- 

ally, he  began  to  see  that  things  in 
New  York  were  just  about  the 
same  as  they  were  back  in  Ohio — 
only  in  New  York  they  made  more 
fuss  over  them. 

One  thing,  it  soon  turned  out, 
he  and  Kesten  shared  in  common — 
a  passion  and  a  capacity  for  work- 

ing hard.  And  it  also  turned  out 
that  he  was  just  the  man  to  put 

NOTES 

WILLIAM  D.  PABST,  manager  of 
KFRC,  San  Francisco,  has  been  com- 

missioned a  lieutenant  in  the  Navy 
and  reported  for  duty  at  Quonset 
Point,  Dee.  17.  D.  J.  Donnelly,  sales 
manage!*,  has  been  appointed  acting 
general  manager. 
FRED  H.  KENKEL,  vice-president 
of  C.  E.  Hooper  Inc.,  Nev^  York  re- 

search firm,  vras  elected  a  director  at 
a  meeting  of  the  board  of  directors 
Dec.  14.  Other  elections  v?ere  Edythe 
F.  Bull,  secretary,  and  Lois  D.  Bowen, treasurer. 

LEONARD  H.  HOLE,  acting  execu- tive director  of  television  of  CBS,  on 
Dec.  22  will  enter  the  Navy  as  a  lieu- 

tenant (j.g.),  reporting  to  Quonset 
Point,  Rhode  Island. 
LT.  WILLIAM  E.  COYLE,  USNR, 
former  radio  director  of  the  Wash- 

ington Star,  has  been  selected  as  one 
of  50  naval  officers  to  attend  a  five- 
month  preparatory  staff  course  at  the 
Navy  War  College,  Newport,  R.  I. 

DR.  RAY  H.  MANSON,  vice-presi- 
dent and  general  manager  of  Strom- berg-Carlson  Tel.  Mfg.  Co.,  spoke  to  a 

large  audience  at  the  Rochester  En- 
gineers' Society  meeting  last  week,  on 

the  subject  "The  Part  Communications 
is  Playing  in  the  War". DELL  PETERS  has  resigned  from 
the  radio  department  of  Music  Corp. 
of  America,  and  is  contemplating  a 
position  in  the  radio  department  of 
an  advertising  agency.  Peters  has  been 
associated  with  the  radio  industry  for 
the  past  11  years  in  announcing,  pro- 

duction, and  other  fields,  prior  to 
joining  Columbia  Artists  Service, 
later  acquired  by  MCA. 
BETTY  COLCLOUGH.  radio  editor 
of  the  New  York  Herald  Tribune,  re- 

signed last  week  to  become  secretary- 
assistant  to  Mrs.  Marion  Carter,  di- rector of  the  radio  forum  division  of 
Town  Hall,  New  York.  Miss  Col- 
clough  will  work  on  the  preparation 
of  Toivn  Meeting  of  the  Air  programs 
on  the  BLUE.  No  successor  has  been 
named  at  the  Herald  Tribune. 
WALDBMAR  PORSOW,  program 
director  of  WOSH,  Oshkosh,  Wis., 
has  been  promoted  to  general  man- 

ager, succeeding  Ray  E.  Schwartz. 
Ben  Laird  has  been  named  commer- 

cial manager,  and  Marjorie  Hilliard 
program  director. 
CAPT.  M.  M.  BOYD,  of  the  Army 
Air  Forces,  formerly  manager  of  local 
and  spot  sales  of  NBC  Chicago,  and 
Anne  MacArthur,  formerly  of  the 
sales  department  of  NBC  Chicago, 
were  married  Dec.  19  at  Libertyville, 111. 

a  solid  foundation  of  research 

under  Kesten's  brilliant  "imagi- 
neering".  It  was  a  fine  combina- 
tion. 

Before  long  Stanton  had  become 
director  of  research,  and  in  his 
department  were  not  3  but  80  fact 
finders  and  interpreters.  Under 
Stanton,  CBS  research  became  not 
only  a  pattern  for  the  industry,  but 
it  proved  its  value  as  an  import- 

ant contributor  to  the  rise  in  CBS 
sales. 

It's  possible,  however,  that  he 
might  never  have  moved  out  of  re- 

search had  it  not  been  for  the 
fact  that  as  research  director,  he 
was  supposed  to  know  everything. 
His  colleagues  got  into  the  habit 
of  using  him  as  an  "Ask  Mr. 
Foster".  And  being  an  amiable  as {Continued  on  page  42) 

GIL  PALTRIDGE.  sales  promotion 
manager  of  KGO,  San  Francisco,  re- 

cently was  elected  president  of  the  San 
Francisco  Alumni  Chapter  of  the 
Alpha  Delta  Sigma,  national  honor- 

ary advertising  fraternity.  Ernest 
Mannell  of  Paul  Block  &  Associates 
was  elected  vice-president ;  McCullough 
Campbell,  Lord  &  Thomas,  secretary ; 
Ray  Rhodes,  sales  manager  of  KGO, 
corresponding  secretary  and  Herb  Rey- 

nolds, vice-president.  Lord  &  Thomas, treasurer. 

.1.  LEONARD  REINSCH,  general 
manager  of  WSB,  Atlanta,  has  re- 

turned to  his  desk  after  a  brief  ill- 
ness. Larry  Hagood,  of  the  WSB  staff, 

has  joined  the  Army  Signal  Corps. 
RAYMOND  RUFF,  program  director 
of  KOMA,  Oklahoma  City,  has  been 
appointed  promotion  manager,  replac- 

ing Lyle  Griffin  who  entered  the 
Army  Air  Forces  in  October. 
KENYON  BROWN,  general  manager 
of  KOMA,  Oklahoma  O.ty.  has  been 
appointed  radio  chairman  of  the 
State  Committee  for  Celebration  of 
the  President's  Birthday. 

C.  L.  (Chet)  THOMAS,  program  di- 
rector of  KXOK,  St.  Louis,  and  gen- 

eral manager  of  KFRU,  Columbia, 
Mo.,  is  father  of  a  girl,  born  last week. 

SAM  CAMPBELL  Jr.,  vice-president 
of  WJHL,  Johnson  City,  Tenn.,  has 
been  commissioned  a  lieutenant  in  the 
Navy. 

FRED  GILSDORF,  former  script- 
writer for  many  network  shows,  has 

joined  the  radio  section  of  the  Ameri- 
can Red  Cross  in  Washington. 

TOM  WALLACE  Jr.,  son  of  Tom 
Wallace,  vice-president  of  Russel  M. 
Seeds  Co.,  Chicago,  has  been  inducted 
into  the  Army  Air  Forces  and  will  re- 

port for  training  in  June,  when  he 
has  completed  his  studies  at  Coe  Col- 

lege, Cedar  Rapids. 
EARL  B.  SALMON,  formerly  in  the 
program  service  department  of  WOR, 
New  York,  has  joined  the  sales  staff 
of  Joseph  Hershey  McGillvra  Inc., New  York. 

ISAAC  D.  LEVY,  chairman  of  the 
board  of  WCAU,  Philadelphia,  has 
been  appointed  co-chairman  of  the 
local  March  of  Dimes  campaign  of 
the  National  Infantile  Paralysis  Foun- dation. 

DOROTHY  WOLF  of  the  program 
department,  has  been  named  head  of 
the  commercial  department  of  WPEN, 
Philadelphia,  succeeding  Lee  Weiss, 
who  has  left  for  a  post  in  a  war  in- 

dustry. Jerry  Austin,  former  night 
news  editor,  has  been  promoted  to 
chief  announcer  of  W78PH,  WPEN's FM  adjunct.  He  also  will  serve  as 
station  librarian.  Maxine  Kravitz  joins 
the  office  staff  as  secretary  to  Arthur 
Simon,  general  manager,  replacing 
Mary  Schwartz,  who  left  to  get  mar- ried. 

ROBERT  S.  HOLCOMB,  previously 
advertising  salesman  with  the  St.  Louis 
Star-Times,  has  joined  the  sales  force 
of  KMOX,  St.  Louis. 

LEE  CHADWICK,  promotion  mana- 
ger of  WJSV,  Washington,  has  also 

been  appointed  publicity  director  of 
the  station,  replacing  Paul  T.  Glynn, 
recently  commissioned  lieutenant  (j.g.) 
in  the  Navy.  Helen  Reis  Fredlund, 
former  publicity  director  at  WCCO, 
Minneapolis,  has  joined  the  staff  of 
WJSV  as  assistant  publicity  director. 

GORDON  (Red)  MARSTON,  pub- licity director  of  Yankee  Network,  has 
been  sworn  into  the  Marine  Corps, 
and  will  go  on  active  duty  about  Jan. 
1  as  a  combat  correspondent. 

FRED  C.  SEIZER  Jr.,  formerly  of 
A.  C.  Nielson  Co.,  New  York,  market- 

ing researcher  firm,  has  been  named 
NBC  western  division  coordinator  of 
spot  sales,  succeeding  Norman  Noyes 
who  leaves  for  the  Army. 
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Frank  Stanton 
{Continued  from  page  ̂ 1) 

well  as  able  fellow,  Doc  got  into 
the  habit  of  turning  up  with  the 
right  answer.  Because  he  had  to 
find  out  so  many  things  for  so 
many  people,  he  came  to  know  more 
about  radio  and  CBS  himself  than 
most  other  people  in  the  company. 

No  more  than  he  can  say  "No" to  a  request  for  information  from 

a  CBS  colleague,  can  he  say  "No" 
to  anyone  who  wants  him  to  par- 

ticipate in  extra-curricular  activi- 
ties. For  instance,  his  dossier  would 

disclose  that  he  was  a  member 
of  The  American  Psychological 
Assn.,  American  Statistical  Assn., 
American  Marketing  Assn.,  Mar- 

ket Research  Council,  American 
Assn.,  of  Applied  Psychologists 
(Fellow),  and  The  Psychological 
Corp.  (Research  Associate). 

And  furthermore,  that  he  is  a 
member  of  the  Advisory  Council, 
Office  of  Radio  Research,  Columbia 
U,  member  of  the  Research  Com- 

mittee, National  Assn.  of  Broad- 
casters (NAB)  ;  member  of  the 

Committee  for  National  Morale; 
member  of  the  Editorial  Board  of 
Sociomefry ;  consultant.  Bureau  of 
Intelligence,  Office  of  War  Infor- 

mation; and  finally  an  expert  con- 
sultant to  the  Secretary  of  War. 

Recently,  his  added  duties  at 
CBS  have  cut  into  his  war  work. 
But  if  and  when  they  have  a  really 
tough  research  problem,  they  will 
undoubtedly  send  for  the  apple- 
cheeked,  yellow-haired  man  who 
probably  knows  more  about  the  re- 

lationship between  radio  and  the 
public  than  anyone  else  in  the  coun- try. 

Stanton  is  married  to  Ruth 
Stephenson,  a  girl  he  knew  back  in 
high  school.  They  live  in  a  New 
York  apartment,  and  she  shares 
with  him  a  voluntary  interest  in 
photography  and  architecture, 
along  with  an  inescapable  interest 
in  CBS. 

INCUMBENT  officers  of  Local  802 
of  the  American  Federation  of  Musi- 

cians were  reelected  to  their  respec- 
tive positions  following  an  election  at 

the  New  York  local  recently.  Con- 
tinuing in  office  are  .Jack  Rosen- 

berg, iiresident ;  Richard  McCann, 
vice-president ;  William  Feinberg,  sec- 

retary ;  Harry  A.  Suber,  treasurer. 

mm
 

CLIFF  HENDRIX,  formerly  of 
KXEL,  Waterloo,  has  joined  the  an- nouncing staff  of  WMT,  Cedar  Rapids, 
la.  R.  J.  (Michael)  MacElroy,  con- ductor of  the  V oice  of  Iowa  program, 
has  joined  the  Army.  George  Moon, 
another  staff  announcer  of  WMT,  is 
iiiidergoing  officer  training  at  Greai 
Lakes,  III. 
DOUG  EDWARDS,  former  associate 
news  editor  of  WSB,  Atlanta,  has 
joined  the  announcing  staff  of  CBS. 
and  has  been  succeeded  by  Add  Pen- 
field,  formerly  sports  editor. 
DICK  PITTS,  newscaster  of  WET, 
Charlotte,  has  entered  the  Army  at 
Camp  Croft,  Spartanburg,  S.  C.  and 
Pvt.  .Jack  Phipps,  former  staff  or- 

ganist, in  service  since  last  August, 
entered  the  officer  candidate  school  at 
Miami,  Fla.,  on  Dec.  15. 
WILLIAM  L.  SANDERS,  news  com- 

mentator of  AVHIO,  Dayton,  was 
principal  speaker  at  the  Tippecanoe 
City,  O.,  Victory  Bond  Memorial  Din- ner. Places  at  the  table  for  the  200 
present  required  purchase  of  a  .$50 
War  Bond. 
P^RED  BARR  has  been  named  as- 

sistant program  director  and  war  pro- 
gram manager  of  WWRL.  Woodside, 

N,  Y,  Douglas  Way,  former  an- nouncer i.s  now  with  the  Army  Air 
Forces  and  Gus  Chan,  announcer,  is 
now  attending  officers  candidate  school 
at  Grinnell  College,  Iowa.  Santiago 
Grevi,  Spanish  announcer  of  WBYN 
for  three  years,  is  now  collaborating 
with  .Jose  de  la  Vega  in  pi-esenting 
Spanish  Voice  of  the  Air  for  WWRI-^. 
CHARLES  (Chuck)  LEWIN,  free- 

lance writer-producer  of  Hollywood, 
has  joined  the  BLUE,  that  city,  in 
latter  capacity. 
ALBERT  F.  F.  LAWTON,  commen- 

tator on  KFI-KECA,  Los  Angeles, 
renouncing  his  fealty  to  Great  Britain, 
took  the  Oath  of  Allegiance  to  the 
United  States  in  citizenship  proceed- 

ings on  Dec.  11. 
MICKEY  REYNOLDS,  musical  di- rector of  KOMA,  Oklahoma  City,  has 
entered  the  Army.  Three  new  addi- 
Pions  to  the  announcing  staff  of 
KOMA  are :  Bert  Carne,  news  and 
sports ;  Jean  Swidensky,  on  the  air 
as  Jean  Sutton,  and  Bill  Shane,  new 
m.c.  of  the  Battle  of  the  Sooners  pro- 

gram. RICHARD  DOUGLASS,  formerly  an- nouncer of  KGB,  San  Diego,  Cal.,  has 
joined  KFI,  Los  Angeles,  in  a  similar 
capacity.  He  replaces  Vinee  Elliott, 
resigned,  who  is  waiting  call  to  active 
service  in  the  armed  forces. 

EARLY  BIRD  RULES 

Dawn  Announcer  Gives  Tips 

 To  Successor  
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Ntw  York  •  ChlMto  •  Su  Frineisti  •  Lu  Ange 

Page  42  •  December  21,  1942 

DAILY  announcing  routine  of  Roy 
Franklyn,  WCFL,  Chicago,  has 
been  revised  and  no  longer  will 
he  do  the  early  morning  chores. 
But  to  be  sure  his  successor,  Ber- 
nie  Johnson,  got  off  to  a  good  start 
in  the  studio  opening-up  duties, 
Franklyn  prepared  a  list  of  rules 
to  help  his  co-worker  maintain  a 
happy-go-lucky  attitude  while  an- nouncing at  6  a.m.  Here  they  are: 

1.  Be  punctual.  When  you're  late be  sure  to  have  a  new  alibi. 
2.  Voice  should  have  a  smile  even 

though  the  night  was  tough. 
3.  Retire  early,  realizing  that 

the  early  bird  doesn't  always  get the  worm  but  often  the  bird. 
4.  Arrange  your  rising  routine 

so  that  in  seven  minutes  you  can 
shave,  take  a  shower,  dress  and 
boil  coffee,  if  you  have  the  coffee. 

LUD  GLUSKIN,  Hollywood  musical 
director,  has  been  given  that  assign- ment on  two  CBS  programs  featuring 
Orson  Welles.  Ghlskin's  assignments include  the  weekly  Ceiling  Unlimited, 
sponsored  by  Lockheed  Aircraft  Corp., 
as  well  as  Hello,  Americans,  a  sus- 

taining feature.  He  replaces  Bernard 
Hermann  who  rejoins  CBS  New  York, 
as  conductor. 
ROBERT  ANDERSEN,  newscaster 
of  CBS  Hollywood,  is  the  father  of  a 
girl  born  Dec.  11.  Mother  was  for- 

merly Margaret  Hanley  of  Radio 
Sales,  San  Francisco. 
GEORGE  ROOSEN,  formerly  of  the 
production  staff  of  WBBM,  Chicago, 
has  become  continuity  editor  replac- 

ing Ward  Caille,  who  has  joined  J. 
AValter  Thompson  Co.,  Chicago,  as  as- 

sistant to  Buckingham  Gunn. 
.JANE  TIFFANY  WAGNER,  home 
economics  authority  who  joined  NBC 
early  in  November  as  director  of 
women's  war  activities,  has  been  ap- 

pointed an  assistant  to  William  Burke 
Miller,  manager  of  the  NBC  public 
service  department.  Miss  Wagner  will 
assist  Mr.  Miller  in  his  capacity  as 
war  program  manager,  and  will  de- 

velop network  and  local  station  proj- 
ects related  to  women's  war  activities. 

BERNIE  GAYLOR,  announcer  of, 
WPAT,  Paterson,  N.  J.  was  inducted 
into  the  Army  Signal  Corps  Reserve Dec.  7. 

BILL  BBRNS,  who  conducted  a  six- 
weekly  program  of  Hollywood  and 
Broadway  news  on  WNEW,  New 
York,  left  the  station  Dec.  10  to  enter 
military  service.  Hollywood  Pastime, 
sponsored  thrice-weekly  by  Henna- foam  Co.,  for  Hennafoam  shampoo, 
will  continue  for  the  present  with  guest 
stars  replacing  Berns. 
BERNARD  DUDLEY  is  serving  as 
announcer  on  John  B.  Kennedy's 
news  program,  introduced  on  CBS  re- 
centl.v  under  sponsorship  of  Barba- sol  Co. 

TOWERS 

FOR  SALE 

Three  Truscon,  welded, 

self  -  supporting,  insu- 
lated radio  towers.  Two 

are  194  feet  high;  one  is 
172  feet  high.  Towers 
standing.  Midwest  city. 

Box  120,  BROADCASTING 
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FRANK  COOLEY,  formerly  of 
KIRO,  Seattle,  has  joined  the  an- 

nouncing stafE  of  KOIN,  Portland, 
Ore. 
JOHANNES  STEEL,  foreign  news 
analyst  of  WMCA,  New  York,  has 
been  currently  broadcasting  from  his 
bedside,  confined  by  a  serious  cold. 
BRYCE  OLIVER,  commentator  on 
Washington  affairs,  heard  on  WMCA, 
New  York,  has  been  named  director 
of  public  relations  for  Friends  of 
Democracy  Inc.,  Kansas  City,  pa- 

triotic organization  headed  by  Rex 
Stout,  heard  on  CBS'  Secret  Weapon. 
ROBERT  ATHEARN,  formerly  of 
WFBA,  Manchester,  has  been  added 
to  the  continuity  staff  of  WHEB, 
Portsmouth,  N.  H. 
.JERALD  MORVAY,  formerly  of 
WKIP,  Poughkeepsie,  N.  Y.,  has 
been  appointed  production  manager 
of  WIP,  Philadelphia.  He  succeeds 
Sam  Serota,  who  was  advanced  to 
assistant  program  director  and  direc- 

tor of  public  relations. 
MARVIN  MUELLER,  Chicago,  ac- 

tor-manager, and  George  T.  Case. 
CBS  Chicago  producer,  were  inducted 
recently  into  the  Coast  Guard  tem- 

porary reserve. 
JERRY  STONE,  former  announcer 
and  publicity  director  of  WDAS. 
Philadelphia,  has  been  graduated  from 
officers  candidate  school  at  Fort  Mon- 

mouth, N.  J.,  and  commissioned  a 
second  lieutenant  in  the  Army  Signal 
Corps. 
DICK  OLANOFF,  formerly  on  staff 
of  the  Philadelphia  Record,  has  joined 
the  announcing  staff  of  WIP,  Phila- 

delphia, as  assistant  announcer  of  the 
all-night  recorded  Dawn  Patrol  show. 
TOM  MOORE,  announcer  of  AVIBG. 
Philadelphia,  has  been  commissioned 
a  lieutenant  in  the  Army  Air  Forces 
at  Davis-Montlian  Field,  Tucson. 
FRED  MILLER  and  Donald  Patoka, 
guides  of  WTMJ-W55M,  Milwaukee, 
have  enlisted  in  the  Army  Air  Forces, 
and  the  Naval  Air  Corps,  respective- 
ly. 
JAMES  ROBERT  PEERY,  writer 
and  literary  critic,  has  been  appointed 
news  editor  and  United  Pi-ess  corres- 
Ijondent  of  WJDX.  Jackson,  succeed- 

ing Rex  Moody,  who  has  enlisted  in 
the  Army. 
MERLE  BERNARD,  formerly  of 
WKRC,  Cincinnati,  and  W^GBF- WEOA.  Evansville,  Ind.,  has  joined 
the  staff  of  WCKY,  Cincinnati,  during 
the  illness  of  Bill  Robbins. 

KYW  Staff  Shifts 

BOB  COTTINGHAM,  assistant 
publicity  director  in  charge  of  news 
at  KYW,  Philadelphia,  has  taken 
leave  of  absence  to  accept  a  posi- 

tion with  Douglas  Aircraft  Co., 
Los  Angeles.  Chick  Kelly  of  the 
news  department  takes  his  place. 
Bill  Rambo,  of  the  Norristown 
(Pa.)  Times-Herald,  is  now  news 
editor,  and  Jimmy  Gantz,  former 
sports  editor  of  the  Philadelphia 
Record,  has  joined  the  news  staff. 
Three  members  of  the  KYW  staff 
have  signed  up  with  the  armed 
forces.  Jay  Faraghan,  announcer, 
is  a  private  in  the  Army  Air  Forces 
Reserve.  Irene  Skilton,  of  the  West- 
inghouse  auditing  department,  joins 
the  WAAC's  as  does  Clara  Laust- 
erer,  assistant  to  Helen  Kiley,  di- 

rector of  women's  programs.  Ella 
Oertel  will  take  over  Miss  Skilton's 
duties  and  Barbara  M.  Volkman, 
formerly  in  the  music  department 
of  CBS  Washington,  takes  Miss 
Lausterer's  place.  Jim  McCann, 
former  announcer,  and  "Snuffy" 
Smith  of  the  mail  room  staff,  both 
in  the  armed  forces,  have  been  ac- 

cepted for  Officers  Candidate 
School. 

Credit  Father 

GERALDINE  WEIBLE,  sec- 
retary of  WJSV,  Washing- 

ton, promotion  department 
has  distinguished  the  station 
by  becoming  the  first  daugh- ter of  an  Army  Brigadier 
General  to  be  regularly  em- 

ployed in  a  radio  station,  so 
far  as  records  show.  Credit 
goes  to  General  Walter  L. 
Weible  due  to  his  recent  pro- 
motion. 

REX  KOURY,  staff  organist  of  NBC 
Hollywood,  has  joined  the  Army  Air 
Forces.  Eugene  LePique  assumes 
Koury's  former  duties. 
LEN  HOWE,  newscaster  on  WHO, 
Des  Moines,  will  be  inducted  into  the 
Army  Dec.  22. 
JOE  FORD  Jr.,  of  the  announcing 
staff  of  WWPG,  Palm  Beach,  recently 
was  married  to  Miss  Jeanette  Dickin- 

son, of  Boston.  The  wedding  took 
place  in  the  studios,  and  the  cere- 

mony was  performed  by  Dr.  Sidney  H. 
Davies,  WWPG  commentator. 

GUY  H.  CUNNINGHAM,  formerly 
sales  promotion  manager  of  Screen- 
land,  Silver  Screen  and  Movie  Show, 
and  scriptwriter  for  WHN,  New  York, 
on  Dec.  14  joined  WEEI,  CBS  outlet 
in  Boston,  as  sales  promotion  man- 
ager. 
PHILIP  BROOK  has  been  appo>aited 
chief  announcer  of  WTAG,  Worcester. 
Bob  Dixon  has  replaced  Brook  as  di- 

rector of  special  events,  and  Louis 
Chapin  Jr.,  has  been  named  super- visor of  sound  effects  department. 
BETTIE  FOCHT,  formerly  of  the 
Lima  (O.)  Neivs,  has  joined  the  con- 

tinuity department  of  WOWO-WGL, 
Fort  Wayne. 

BILL  NEWKIRK,  special  events  de- 
partment of  KTRH,  Houston,  has  en- listed in  the  Army  as  a  volunteer 

officer  candidate  and  is  stationed  at 
Camp  Wolters,  Tex. 

HAL  KOSUT  has  resigned  as  an- nouncer of  WPAT,  Paterson,  to  enter 
military  service. 

LARRY  ELLIOTT,  freelance  an- 
nouncer, has  been  selected  to  do  a  new 

set  of  recorded  commercials  for  Ex- 
lax,  Brooklyn,  for  use  in  the  com- 

pany's national  spot  advertising.  Jos- eph Katz,  Baltimore,  is  the  agency. 

Tom  Knode  Wounded 
THOMAS  E.  KNODE,  former 
news  editor  of  NBC,  Washington, 
has  been  wounded  in  action,  the 
War  Dept.  notified  his  wife  in 
Washington  last  week.  Now  a  first 
lieutenant  of  infantry,  Knode  was 
slightly  wounded  Dec.  5.  Mrs. 
Knode  gave  birth  to  a  daughter, 
Catherine  Suzanne,  last  Sept.  23. 
The  Knodes  have  two  other  daugh- 

ters, aged  2  and  3. 

LEIGHTON  BLOOD,  of  the  NBC 
press  department,  is  taking  over  ad- ditional duties,  handling  publicity  for 
WEAF,  New  York.  He  replaces  Lois 
Lorraine,  who  has  resigned. 
BOB  MOONEY,  announcer  of 
WNBC,  Hartford,  left  Dec.  18  for 
Army  service. 
BOB  BINGHAM,  formerly  of 
W^WNC,  Asheville,  N.  C,  has  joined 
the  announcing  staff  of  WBYN,  New 
York. 
AILEEN  CHOWN  has  joined  the 
transcription  department  of  CJOR, 
Vancouver,  and  Calvin  George  is  a 
new  announcer  of  CKWX,  same  city. 

Every  mail  proves  WWVA's 

programs  now  powered  with 

50,000  WATTS 

are  taking  hold  with  new 

Listeners    like    wild  fire! 

LASTREPORT  — 

before  press  time  gives  3,841  pieces  of  COMMERCIAL 

MAIL  from   33  states   and  Canada  in  ONE  DAY! 

An  advertiser  writes : 

"f  want  to  thank  you  for  the  grand  job  you  did  for  us. 
It  certainly  is  a  pleasure  to  work  with  a  station  that  can 

really  do  a  job." 

Ask 

JOHN  BLAIR 

50,000  Watts 

BASIC  BLUE 

BROADCASTING  •  Broadcast  Advertising December  21,  1942  •  Page  43 



Average 
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Now 
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Add  to  your  audience  whenever 

America  speal<s  on  emergency  topics 

or  talks  to  its  citizens  on  other  subjects 

of  national  import.  Coverage  is  more 

important  now  than  it  ever  was  before. 

INSTALL  BLAW-KNOX 

kADIATORS  FOR  MAXIMUM 

COVERAGE 

BLAW-KNOX 
VERTICAL 

RADIATORS 

FM  AND  TELEVISION  TOWERS 

DISTRIBUTOtS 
G  r  a  y  b  a  R ELtCTP-lC  COMPANY 

HElfENE  HIMBURG,  in  the  pub- 
licity department  of  Don  Lee  Broad- 

casting System,  Hollywood,  has  taken 
an  indefinite  leave  of  absence. 

MILTON  CHARLES,  organist  of 
WBBM,  Chicago,  has  joined  the  music 
staff  of  KNX,  Hollywood. 
PRISCHjLA  BLACKETT,  daughter 
of  Hill  Blackett,  vice-president  of 
Blackett-Sample-Hummert,  Chicago, 
has  joined  the  production  staff  of 
WBBM,  Chicago. 

JACK  EDWARDS,  formerly  Holly- 
wood radio  and  film  actor,  has  joined 

KFI-KECA,  Los  Angeles,  as  an- 
nouncer. 
ARTHUR  LAURENTZ,  formerly 
Hollywood  writer  and  now  in  the 
Army,  is  author  of  the  Christmas 
fantasy,  "Outside  of  Heaven",  to  be 
presented  on  Dec.  23  broadcast  of  tho 
weekly  CBS  Dr.  Christian,  sponsored 
by  Chesebrough  Mfg.  Co.  (vaseline). 
Original  play  features  special  Christ- mas music  and  a  choral  background. 

ALEX  PETRY,  head  of  music  rights, 
NBC  Hollywood,  and  music  librarian, 
has  resigned  to  join  the  Army  Air 
Forces  and  is  stationed  at  Douglas, 
Ariz.  Myrna  Bay  Comparte  replaces 
Petry  as  head  of  music  rights.  His librarian  duties  have  been  assumed  by 
William  A.  Krauth. 

ROBERT  B.  LEE,  Hollywood  radio 
writer,  has  been  inducted  into  the 
Army. 

JACK  WILLIAMS,  program  manager 
of  KOY,  Phoenix,  is  conducting  classes 
in  microphone  technique  for  the  local 
Civilian  Defense  speakers  bureau. 
MIKE  FRANKOVITCH,  former 
sports  announcer  of  KFAC,  Los  Ange- les, and  now  a  Special  Services  oflScer 
and  supervisor  of  radio  programs  for 
the  California  Group  of  the  Ferry- 

ing Command,  Air  Transport  Com- 
mand, has  been  promoted  to  first  lieu- tenant. 

JACK  SCHWARTZ,  former  CBS 
page,  has  replaced  Bill  Schwartz  as desk  assistant  in  the  CBS  newsroom, 
the  latter  having  resigned  to  join  the 
Army  Signal  Corps.  Albert  Candido, 
staff  photographer  at  CBS,  reports  for 
duty  Dec.  21  as  chief  specialist  in  the 
photographic  division  of  the  Navy.  A former  member  of  CBS  publicity  staff, 
Michael  J.  Foster,  is  now  an  Army 
corporal  at  Geiger  Field,  Washington. 

WOODROW  WIRSIG,  CBS  short- wave newswriter,  and  Jane  Dealy, 
CBS  newswriter,  were  married  Dec. 11. 

JOE  BO  STIC,  producer  of  the  pro- 
gram Voice  of  the  Negro  Community 

on  WLIB,  Brooklyn,  has  completed 
a  six-week  tour  of  the  United  States 
to  gather  material  for  People's  Voice, a  weekly  Negro  newspaper,  and  for 
his  WLIB  broadcasts.  Joan  Sach  has 
been  placed  in  charge  of  traffic  at 
WLIB. 

EDDIE  GRIEF,  of  the  NBC  press 
department,  is  the  father  of  a  girl, 
born  Dec.  11. 

WENDELL  REED,  announcer  of 
WROK,  Rockford,  111.,  has  enlisted 
in  the  Army  Air  Forces. 

BETTY  KINION,  from  the  staff  of 
WMT,  Cedar  Rapids,  la.,  has  joined 
the  WAVES,  and  will  go  into  training 
at  Stillwater,  Okla. 

USO  Radio  Ducats 
DISTRIBUTED  through  special 
channels,  tickets  for  Hollywood 
originating  network,  regional  and  lo- 

cal shows  are  being  supplied  each 
week  to  more  than  4,000  servicemen 
in  the  Southern  California  area,  ac- 

cording to  local  USO  officials.  Al- 
though quota  of  the  service  organiza- tion has  been  increased  from  175  to 

over  4,000  in  less  than  six  months, 
demand  still  exceeds  available  supply 

by  500%,  it  was  said. 

SPINACH  ADORNS  the  chin  of 
Les  Scott— "The  Great  Scott"  by 
his  own  confession — m.c.  of  an 
early  morning  recorded  show  on 
KSKY,  Dallas.  It's  supposed  to 
be  in  the  interest  of  all-out  war, 
for  Scott  has  renounced  shaving 
for  the  duration — "to  save  the 
finest  steel,  now  used  for  razor 
blades",  he  says. 

Directors  Meet 

RADIO  Directors  Guild,  meeting 
in  New  York  Dec.  14,  elected  the 
following  new  members:  Harry 

Ackerman,  director  of  Kate  Smith's 
program  on  CBS;  Leonardo  Ber- covici,  free-lance  director;  Walter 
Craig,  radio  director  of  Benton  & 
Bowles,  New  York;  Guy  della- 
Cioppa,  CBS  director;  John  Tay- 

lor, script  editor,  of  Pedlar  &  Ry- 
an, New  York.  A  series  of  talks 

was  marked  by  an  off-the-record 
address  by  Com.  Sidney  S.  Bunting, 
Flag  Secretary  of  the  Eastern 
Sea  Frontier  of  the  Navy,  special- 

izing in  anti-submarine  warfare. 
New  members  elected  were:  Oliver 
Barbour,  Transamerican ;  Ed  Cash- 
man,  radio  director  of  Lord  & 
Thomas,  New  York;  Marx  Loeb, 
CBS  director;  Herbert  Moss,  di- 

rector of  NBC's  Truth  or  Conse- 
•quences;  Dan  Sutter,  director  of 
NBC's  Mr.  District  Attorney;  and 
Frank  Telford,  OWI  radio  director. 

Charles  Lloyd 

CHARLES  LLOYD,  59,  for  15  years 
a  member  of  the  staff  of  KLX,  Oak-  , 
land,  Cal.,  dropped  dead  recently  from  j a  heart  attack  while  enroute  to  his  \ 
office.  He  was  program  manager  at 
the  time  of  his  death  and  recently 
served  as  acting  manager  of  the  sta- tion when  Preston  Allen,  the  manager, 
joined  the  armed  services.  He  was  a 
baritone  of  note  in  the  eastbay  region. 
He  leaves  a  widow. 

BLAW-KNOX  DIVISION  of  Blaw-Knox  Company 
Farmers  Bank  Building         •         Pittsburgh,  Pa. 
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ALICE  V.  CLEMENTS 

ESS  WORK  for  Mother," 
is  the  slogan  created  by 
Isaac  W.  Clements,  head 
of  Clements  Co.,  Phila- 
delphia agency,  to  promote  the 

automats  and  "ready-made"  baked 
goods  of  Horn  &  Hardart.  Actual- 

ly, H  &  H  has  meant  more  work 
for  one  mother — Mrs.  Clements, 
who  as  radio  director  of  her  hus- 

band's firm,  guides  the  radio  ca- 
reers of  some  1,000  children  a  year 

through  the  stores'  child  talent  pro- 
gram on  WEAF,  New  York,  known 

as  the  Children's  Hour. 
Children's  Hour  dates  back  to 

the  "make-believe"  mike  placed  in 
a  nursery  park  to  amuse  children 
left  there  while  their  mothers  went 
shopping.  Playing  radio  proved  to 
be  so  popular  that  the  real  estate 
contractor  responsible  for  the  park 
installed  a  100-watt  station,  from 
which  the  children  broadcast  to 
nearby  listeners  in  the  community. 
Mrs.  Clements  persuaded  her  hus- 

band to  sell  Horn  &  Hardart 

through  its  own  children's  pro- 
grams. 

Starting  on  WCAU,  Philadel- 
phia, in  1928,  the  child  talent  show, 

under  the  direction  of  "Aunt  Alice," 
finally  landed  a  permanent  spot  on 
WEAF  in  1939,  where  it  has  since 
remained.  Commuting  to  Manhat- 

tan every  two  weeks,  Mrs.  Clem- 
ents auditions  50  children  and  su- 

pervises rehearsals  for  each  pro- 
gram. Proof  of  "Aunt  Alice's" 

coaching  technique  is  found  in  the 
ranks  of  professionals  in  the  enter- 

tainment world.  Nine  graduates  of 
the  WEAF  program  have  "made" 
the  movies;  20  are  in  vaudeville 

Get  tKe  facts  |,„„  WOl- WASHINGTON,  D.  C. 
Affiliated  with  MUTUAL  BROADCASTING  SYSTEM 
National  Representatives; 
SPOT  SALES,  Inc. 

stage  and  night  club  shows;  13  are 
in  radio. 
Among  the  radio  stars  are  two 

managed  by  Mrs.  Clements:  Olivio 
Santoro,  NBC  singer  and  yodeler, 
sponsored  by  Modern  Food  Process 
Co.,  for  Thrivo  dog  food,  a  Clem- 

ents Co.  account;  and  the  Moylan 
Sisters,  youthful  harmony  team, 
entering  their  third  year  on  BLUE, 
sponsored  by  Hecker  Products  Co. 
for  Force  cereal,  produced  by 
Clements  and  handled  by  Arthur 
Kudner  Inc.,  New  York. 

Ann  Thomas  Honored 
ANN  THOMAS  has  been  named 
America's  typical  secretary  by  the 
Abbe  Institute,  New  York,  for  her 
voice  portrayals  of  secretaries  on 
Abie's  Irish  Rose,  sponsored  on  NBC 
by  Procter  &  Gamble  Co.,  Cincinnati ; 
on  Easy  Aces,  sponsored  on  CBS  by 
Anaein  Co.,  Jersey  City ;  and  in  the 
Broadway  revival  of  "Counsellor  at 

Law". 

Linkletter  Is  Indicted 

On   Citizenship  Charge 

ARTHUR  G.  LINKLETTER,  Pa- 
cific Coast  m.c,  sponsored  by  sev- 
eral advertisers,  was  indicted  by 

the  Federal  Grand  Jury  in  San 
Francisco  Dec.  9  on  charges  of 
falsely  claiming  citizenship.  As- 

sistant U.  S.  Attorney  Louis  Mer- 
cado  charged  his  actual  birthplace 
was  Moose  Jaw,  Saskatchewan, 
Canada,  but  that  Linkletter  had 
represented  himself  since  arrival  in 
the  United  States  in  1916  as  a  na- 

tive of  Lowell,  Mass.  In  September 
of  this  year  Linkletter  applied  for 
naturalization  papers. 

"I  am  an  adopted  child,"  he  said. 
"I  had  been  told  that  we  came  from 
Lowell,  Mass.  I  learned  of  my  adop- 

tion in  1942  while  searching  for  my 
birth  certificate  and  discovered  we 
had  come  from  Canada  when  I  was 
about  2.  I  applied  at  once  for  natu- 

ralization papers.  I  pointed  out  to 
the  authorities  that  in  voting  in  the 
1940  elections  and  in  filling  out 
various  application  and  identifica- 

tion cards,  I  had  innocently  mis- 
stated my  true  position,  because  be- 

fore September,  1942,  I  had  not 
known  the  true  facts  myself." Linkletter  posted  a  $2,500  bond 
with  the  U.  S.  Commissioner  pend- 

ing his  court  appearance.  He  faces 
a  maximum  penalty  of  five  years  in 
a  Federal  penitentiary  and  a  $5,000 
fine  if  convicted. 

Lewis  Honored 

FULTON  LEWIS  jr.,  received  a  trib- ute from  William  Shepard,  president 
of  the  National  Junior  Chamber  of 
Commerce  during  his  Dec.  17  news 
program  on  Mutual,  marking  the  com- 

pletion of  five  years  of  broadcasting 
for  that  network.  Lewis'  broadcasts are  carried  on  approximately  180 
Mutual  stations.  He  is  sponsored  on 
a  local  basis  by  over  50  advertisers. 

WTAG's  leadership 

is  again  confirmed! 

C.  E.  Hooper's  latest 
Worcester  survey 

shows  that  our  au- 

dience is  greater,  8 

a.  m.  to  10.30  p.  m., 

than  the  combined 

audience  of  all  other 

stations  heard  in  this 

area. 

When  you  Buy  Time  —  Buy  An  Audience! 

WTAG 

Worcester,  Massachusetts 

NBC  BASIC  RED  NETWORK 

Owned  and  operated  by  the  Worcester  Telegram-Gazette 
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DEPENDS  UPON 

ACCURATE 

WORKMANSHIP 

J.  CLARK  SAMUEL  has  resigned 
as  publicity  director  of  Anderson. 
Davis  &  Platte,  New  York,  to  join 
Rustless  Iron  &  Steel  Corp.,  Balti- 

more, as  editor  of  employe  informa- 
tion. 

DEAN  POWERS,  formerly  copy- 
writer of  Lord  &  Thomas.  Chicago, 

has  joined  the  coijy  stalf  of  Leo  Bur- nett Co.,  Chicago. 

ROBERT  J.  DAVIS,  vice-president 
and  general  manager  of  Brisacher. 
Davis  &  Staff.  Los  Angeles,  has  re- 

turned after  conferences  with  New 
York  and  Chicago  clients  on  spring 
advertising  plans. 

ALFRED  P.  ZABIX.  formerly  ac- 
count executive  of  Jasper,  Lynch  & 

Fishel.  New  York,  has  joined  H.  A. 
Salzman  Inc.,  New  York. 

DON  EASTMAN,  formerly  media 
and  research  director  of  Paris  & 
Peart.  New  York,  has  been  named  as- 

sistant publicity  manager  of  The  Sat 
urday  Evening  Post. 
MORTON  BASSETT  Jr.,  time  and 
space  buyer  of  Morse  International, 
New  York,  expects  induction  in  the 
armed  forces  about  the  first  of  the 

year. ROLAND  ISRAEL  has  been  appoint- ed radio  director  of  J.  M.  Korn  & 
Co.,  Philadelphia,  effective  Jan.  1. 

.TIM  FONDA,  radio  production  super- 
visor of  Lord  &  Thomas.  Hollywood, 

has  been  inducted  into  the  Army. 

DAVID  W.  STOTTER.  formerly  of 
the  copy  staff  of  Lord  &  Thomas,  Chi- 

cago, has  joined  MacFarland,  Ave- 
yard  &  Co..  Chicago,  as  copy  and  ac- 

count executive. 

EACH  OF  OUR  D TMENTS  IS  TRAINED 

TO  BE  ACCURATE 

WEED 

niiD  comPAiiv 

KAOIO    STATION    HE  Pttt  S  t  M  TAT  I V  t  S 

NEW  YORK   •   BOSTON    •   CHICAGO   •  DETROIT 
SAN  FRANCISCO   •  HOLLYWOOD 

REVERSING  PROCEDURE,  California  Fruit  Growers  Exchange  (Sun- 
kist  oranges,  lemons)  executives  and  those  of  Lord  &  Thomas,  Los  An- 

geles agency  servicing  the  account,  upon  completion  of  her  three-year 
contract,  staged  a  testimonial  luncheon  in  Hollywood  on  Dec.  10  for 
Hedda  Hopper,  film  news  commentator,  formerly  on  the  thrice-weekly 
quarter-hour  CBS  Hedda.  Hopper's  Hollywood.  West  Coast  advertisers 
usually  launch  a  network  program  with  festivities.  This  is  believed  to  be 
the  first  time  a  sponsor  and  agency  has  staged  an  appreciation  testimonial 
for  talent  upon  completion  of  an  assignment.  Luncheon  was  staged  three 
months  after  expiration  of  contract.  Well-wishers  surrounding  Miss  Hop- 

per are  (1  to  r)  William  J.  Pringle,  vice-president  of  Lord  &  Thomas; 
Don  Belding,  executive  western  vice-president  of  that  agency;  Russell 
S.  Simmons,  assistant  advertising  manager  of  California  Fruit  Growers 
Exchange;  W.  A.  Wilkinson  and  Kendall  Thurston,  agency  executives 
on  Sunkist  lemon  and  orange  accounts  respectively. 

Joseph  Burland  Heads 
New  York  Media  Men 

JOSEPH  BURLAND,  media  direc- 
tor of  Kelly,  Nason,  Inc.,  N.  Y. 

was  elected  president  of  the  Media 
Men's  "Assn.  of  New  York  at  its 
December  meeting,  third  since  for- 

mation of  the  group  early  in  Oc- 
tober. 

Other  permanent  officers  include : 
Samuel  Gill,  Lord  &  Thomas,  and 
Joseph  Vessey,  Kenyon  &  Eckhardt, 
vice-presidents;  Robert  B.  White, 
Wm.  Esty  &  Co.,  secx-etary;  Marc 
Seixas,  White,  Lowell  &  Owen, 
treasurer,  and  Sid  Schaeffer,  Bu- 

chanan &  Co.,  sergeant  at  arms. 
An  executive  board  of  three,  with 
Lucian  King,  of  Arthur  Kudner, 
as  chairman,  includes  Joseph 
Braun,  Kenyon  &  Eckhardt,  and 
Walter  Barber,  Compton  Adv. 
Chairman  of  the  press  committee  is 
T.  Norman  Tveter,  Erwin,  Wasey 
&  Co. 

Radio,  outdoor  and  publication 
media  buyers  have  received  invita- 

tions to  the  group's  January  meet- ing to  be  held  at  the  Advertising 
Club  of  New  York.  Purposes  of 
the  group  are  to  foster  a  mutual 
understanding  of  the  duties  "every media  person  must  perform  in  the 
advertising  thinking  of  today,  and 

of  the  future." 

Hilton  Named  Buyer 
AUGUSTINE  J.  HILTON  has 
been  named  spacebuyer  of  Duane 
Jones  Co.,  New  York,  taking  over 
the  duties  of  U.  Brent  Groves  who 
will  now  devote  full  time  as  ac- 

count executive  for  B.  T.  Babbitt 
Co.,  New  York.  Formerly  assistant 
spacebuyer  and  production  man- 

ager, Mr.  Hilton  will  continue  in the  latter  capacity. 

AGEICY 

TRANS-PAC  SERVICE  Inc.,  New  York 
(Ceregen  tonic,  drugs),  to  Irwin  Vladi- mir &  Co.,   N.  Y. 
HOFFMAN-LA  ROCHE  Inc.,  Nutley,  N. 
J.  (drugs),  to  H.  M.  Kiesewetter  Adv. 
Agency,  N.  Y. 
M.  E.  TRACY  Co.,  Memphis,  to  Cummings Adv.  Co.,  Memphis. 
PACIFIC  BREWING  &  MALTING  Co., 
San  Jose,  Cal.,  to  Leon  Livingston  Adv. 
Agency,  San  Francisco. 
H.  D.  LEE  MERCANTILE  Co.,  Kansas 
City  (Lee  work  clothes),  to  Gardner  Adv. 
Co.,  St.  Louis,  effective  Jan.  1,  1943  for 
clothing  and  food  divisions. 
KAY  PREPARATIONS,  New  York  (fac- 

ial preparations ) ,  to  Director  &  Lane, 
N.  Y.  Now  using  some  spot  announce- ments locally. 

5000  WATTS 

AT  570  KC. 
Tfie  Perfect  Combination 

Twenty -Year  Sketches 
CONDENSED  biographies  of  many  of 
the  men  and  women  who  created 
American  broadcasting  are  contained 
iu  a  book  issued  last  week  by  the 
Twenty  Year  Chib.  organization  for 
radio  veterans,  founded  by  H.  V.  Kal- 
tenborn.  NBC  commentator  [Broad- CASTIXG,  Nov.  30].  In  a  foreword  to 
the  publication,  which  outlines  the  ra- dio careers  of  84  charter  members  of 
the  group.  Kaltenborn  points  out  that 
"all  are  radio  pioneers,  but  not  all 
radio  pioneer.s  are  included"'.  He  adds that  every  effort  was  made  to  contact 
those  who  were  eligible,  but  that  many 
had  been  missed. 

BARTON  A.  STEBBINS  Adv.,  Los 
Angeles  agency,  has  sold  Canadian 
and  Newfoundland  rights  of  the  30 
cjuarter-hour  recorded  program,  Vn- 
solved  Mysteries,  to  AU-Canada  Ra- dio Facilities,  Toronto.  Transaction 
was  through  Ralph  L.  Power  Agency. 
Los  Angeles. 
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JUNE  ROLLINSON 

NO  ONE  has  ever  outli
ned 

definitely  the  required  back- 
ground for  a  top-flight  time- 

buyer.  But  if  they  had,  it 
is  doubtful  if,  in  their  list  of  requi- 

sites, they  would  have  included  a 
degree  in  music,  a  proficiency  in 
copy  vv^riting,  and  a  rare  talent  for 
office  management.  Which  will  then 
give  you  some  idea  of  the  anomaly 
that  is  June  Rollinson,  timebuyer 
for  the  Russel  M.  Seeds  Co.,  Chi- 
cago. 

Bringing  charm  to  an  essentially 
masculine  occupation,  Miss  Rollin- 

son has  progressed  from  a  copy 
writer  to  one  of  the  leading  time- 
buyers  in  the  country,  having  pur- 

chased millions  of  dollars  worth  of 
spot  and  network  for  Seeds  ac- 
counts. 

Starting  her  advertising  career 
as  a  copy  typist  with  the  Philip  0. 
Palmer  Co.  of  Chicago,  Miss  Rollin- 

son soon  advanced  to  the  status  of 
copy-writer  with  the  Hays  Mac- 
Farland  Co.  Then,  after  a  brief  so- 

journ with  Baggaley,  Horton  & 
Hoyt,  she  joined  the  Russel  M. 
Seeds  organization  as  a  charter 
staff  member,  moving  rapidly  from 
the  post  of  private  secretary  to 
Freeman  Keyes  to  her  present  po- 

WWDC  Washington,  D.  C. 

.  .  .  convinced  that  the  arteries 
of  news  furnished  us  by  AP 
are  the  most  human  and  di- 
rect. 

G.  Bennett  Larson, 
General  Manager. 

sition  as  timebuyer  for  such  ac- 
counts as  the  Brown  &  Williamson 

Tobacco  Corp.,  Grove  Laboratories, 
Pinex  Co.,  Sheaffer  Pen  and  others. 

During  her  tenure,  incidentally, 
the  Seeds  Co.  has  stampeded  from 
55th  in  national  radio  billing  to  7th 
in  nationwide  listing  (second  in 
Chicago) . 

A  graduate  of  the  U  of  Wiscon- 
sin, as  well  as  an  alumnus  of  the 

Wisconsin  College  of  Music,  Miss 
Rollinson  lists  music  as  her  chief 
hobby,  rivalled  closely  by  her  fond- 

ness for  desk  gadgets  and  "Joe". Joe,  it  might  be  mentioned,  is  a  3^ 
pound  Chihuahua. 

Plans  for  Macfadden 
MacFADDEN  PUBLICATIONS, 
New  York,  has  appointed  Raymond 
Speetor  Co.,  New  York,  agency  for 
the  advertising  of  True  Story 
Magazine,  effective  Jan.  1.  Pub- 

lisher is  currently  using  one-min- ute announcements  in  from  60  to 
100  markets  each  month,  with  the 
broadcasts  bunched  from  the  10th 
to  the  15th  of  the  month,  the  mag- 

azine appearing  on  the  stands  on 
the  6th.  New  agency  is  considering 
changing  the  one-minute  spots  to 
five-minute  periods  and  place 
them  for  broadcast  on  weekends 
throughout  the  entire  month  in  ap- 

proximately the  same  markets  as 
are  now  being  used,  according  to 
Hal  Winter,  radio  director  of  Ray- 

mond Speetor  Co.,  who  added  that 
S.  O.  Shapiro,  circulation  manager 
of  True  Story,  was  in  charge  of 
circulation  for  Look  Magazine 
when  the  Speetor  agency  handled 
that  account. 

Educators  Meeting 
EXECUTIVE  committee  of  Fed- 

eral Radio  Education  Committee 
met  in  all-day  session  last  Friday 
in  the  Washington  office  of  Dr. 
John  W.  Studebaker,  U.  S.  Direc- 

tor of  Education,  to  continue  dis- 
cussions on  research  program  be- 

gun some  time  ago.  Group  includes, 
besides  Dr.  Studebaker,  Gertrude 
G.  Broderick,  executive  secretary; 
George  Adair,  FCC;  Lyman  Bry- 
son,  CBS;  Harold  B.  McCarty, 
National  Assn.  of  Educational 
Broadcasters ;  Judith  Waller,  NBC ; 
John  Elmer,  President,  Baltimore 
Broadcasting  Corp.;  Willard  E. 
Givens,  National  Education  Assn.; 
The  Rev.  George  Johnson,  Na- 

tional Catholic  Welfare  Committee ; 
Neville  Miller,  president,  NAB; 
Levering  Tyson,  president,  Muhl- 

enberg College.  Washington  chap- 
ter of  the  Assn.  for  Education 

by  Radio  honored  FREC  executive 
board  members  at  a  dinner. 

New  ASCAP  Plan 
CLASSIFICATION  amendment 
proposed  by  Fred  E.  Ahlert,  com- 

poser member  of  the  ASCAP 
Board,  calling  for  an  annual  classi- 

fication of  the  membership  instead 
of  the  present  quarterly  system, 
was  passed  by  a  76%  vote  of  the 
Society's  membership,  Abel  Baer, 
chairman  of  the  election  commit- 

tee, announced  last  week.  As  pre- 
viously, the  classification  commit- 

tees will  comprise  authors  and  com- 
posers for  writer  members  and 

publishers  for  publisher  members 
and  the  basis  will  follow  the  pres- 

ent system,  with  the  addition  of 
intervening  classes.  A  "seniority 
of  works  fund"  amendment  pro- 

posed by  Pinky  Herman,  writer 
member,  was  defeated. 

Furniture  Store's  12th  Year 
STAR  FURNITURE  Co.,  of  Port- 

land, Ore.,  has  renewed  its  contract 
with  KGW,  same  city,  for  the  12th 
consecutive  year,  it  has  been  an- 

nounced by  Arden  X.  Pangborn,  man- 
aging director  of  KGW.  The  firm  spon- 

sors an  hour  show,  11-12,  noon,  Satur- 
days, titled  Stars  of  Tomorrow,  fea- turing talented  children.  Monday 

through  Friday  the  firm  sponsors  a 
quarter-hour  transcribed  musical  pro- 

gram titled  Stars  of  Today. 

EDMUND  CHESTER,  CBS  director 
of  broadcasting  to  foreign  countries,  is 
author  of  an  article  in  the  December 
issue  of  The  Pan  American,  describing 
CBS  shortwave  coverage  of  the  Nortli 
African  invasion  for  Latin  AmeAcan 
listeners. 

NORMAN  CORWIN's  rhymed  dra- matic fantasy  The  Plot  To  Overthrow 
Christmas,  will  be  presented  for  the 
fourth  time  on  CBS  Dec  24,  8-8:30 
pm.  (EWT). 

Fulton  Lewis,  jr. 

ANOTHER  BOMBSHELL! 

Hats  off  again  to  scrapping,  campaigning  Fulton 

Lewis,  jr.  Lewis  jumped  in  and  rescued  America's 
farmers  when  he  found  out  they  were  sinking  in  the 

red  tape  of  gasoline  and  tire  allotments.  Lewis  re- 
ported this  story  on  his  November  30th  Mutual  broad- 

cast and  as  a  result  of  this  and  his  follow  up  .  .  . 

farmers  from  now  on  will  be  given  all  the  gas,  tires 
and  equipment  they  need. 

Fulton  Lewis,  jr.,  was  also  the  FIRST  to  expose  the 

muddled  rubber  situation  .  .  .  FIRST  to  predict  com- 

ing of  the  Price  Control  Program  ...  A  "Lewis" 
appeal  brought  in  441/2  tons  of  keys  for  the  Scrap 
program.  Fulton  Lewis,  jr.,  starts  things  and  sees 
them  through  to  a  finish! 

nmERicn's  ouTSTnnDinc  nEuiscnsTER 
numinBLE  in  vour  citvi 

Hop  on  this  "Human  Bombshell"!  Fulton 
Lewis,  jr.,  is  available  for  sponsorship  over 
YOUR  STATION  .  .  .  at  YOUR  OWN  ONE 
TIME  QUARTER  HOUR  RATE  PER  WEEK. 
If  you  want  more  information,  wire,  phone  or 
write  Wm.  B.  Dolph,  WOL,  Washington,  D.  C. 

ORIGINATING  FROM  Vlf  OL  WASHINGTON,  D.  C. 

Affiliated  with  the  MUTUAL  BROADCASTING  SYSTEM 
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You  Seldom 

Get  A  Chance 

To  Sell 

So  Much  To 

So  Many  For 

So  Little 

In  terms  of  news-listeners 

per  penny — and  sales  re- 
sults per  advertising  dollar 

—  there's  no  better  buy 
anywhere  than  a  KMBC 
Newscast. 

Dozens  of  big-time  adver- 
tisers will  vouch  for  this. 

Not  often,  therefore  — and 
not  for  long— is  a  KMBC 
Newscast  available  for 
sponsorship. 

But  just  opening  —  right 
now — are  two.  Look  them 
over,  and  please  let  us  hear 
from  you  immediately. 

tJfe^  ilte4f>  g/ia: 

ERLE  SMITH 

KMBC  News  Editor 

3:00  PM  Daily 
Monday  through  Saturday 

JOHN  FARMER 
KMBC  News 

9:45  AM  Daily 
Monday  through  Saturday 

Your  nearest  Free  &  Peters 
office  has  detailed  data  on  the 
audience,  sponsorship  record, 
and  the  cost  of  each  of  these 
KMBC  Newscasts.  Or,  you 
may  write    KMBC  direct. 

Mr.  A' s  Kris  Kringle 
-BY  MAURICE  CONDON- 

Mr.  K.  W.  Amplistat  finds  that  even  Santa  Claus  employs  cliches 
in  profusion,  advises  him  against  such  a  practice,  and  is  suit- 

ably rewarded. 

Q.  Pardon  me,  sir,  I  am  looking 
for  the  gentleman  who  enacts  Santa 
Claus  on  the  air. 

A.  That's  me,  K.W. 
Q.  Well!  Frankly  I  expected  a 

much  older  man. 

A.  Nope,  you're  looking  at  good old  Santa. 
Q.  Your  voice  is  quite  young  for 

such  a  role. 

A.  That's  my  regular  voice. 
When  I'm  Santa  I  talk  deep — like 
this,  see? 

Q.  That  is  indeed  deep.  I  trust 
you  will  not  rupture  any  blood  ves- 
sels. 

A.  Not  a  chance,  K.  W.  I've  been 
Santa  for  three  years  now. 

Q.  To  whom  do  you  direct  your 
broadcast  efforts? 

A.  The  kiddies — all  my  boys  and 
girls — all  you  young  tots — -all  my 
little  friends. 

Q.  Your  listeners  are  youthful, 
then? 

A.  No  bigger  than  a  minute; 
just  knee  high  to  a  grasshopper. 

Q.  What  is  your  radio  manner? 
A.  I  am  hearty,  cheery  and 

jovial.  I  chuckle  and  laugh. 
Q.  How  hard  do  you  laugh? 
A.  I  laugh  all  the  way  from  my 

boots.  I  shake  all  over. 
Q.  And  your  chuckle? 
A.  It  is  merry  and  irresistible. 
Q.  Where  are  your  reindeer? 
A.  My  faithfuL  reindeer  are  out 

in  the  stable,  snorting  and  pawing 

the  floor  because  they  just  can't wait  to  get  going. 
Q.  Do  they  bear  the  traditional 

names? 
A.  Yes,  for  instance,  there  are 

Dancer  and  Prancer. 
Q.  And  Dunder  and  Blitzen? 

A.  No,  they're  out  for  the  dura- tion. 

Q.  Of  course;  do  you  have  a 
helper? 

A.  Little  Twinkle  Toes  is  my 

chief  helper.  He's  an  elf.  Talks  in 
a  high  squeaky  voice. 

Q.  And  who  takes  this  part? 

A.  I  do.  Raise  my  voice,  y'see? 
I'm  the  cast — except  for  the  or- 

ganist. Q.  To  ascertain  the  behavior 
status  of  the  children,  where  do 

you  look? A.  I  take  a  look  in  my  Big  Book. 

Q.  Do  you  read  the  letters  from 
the  children? 

A.  Yes.  Here's  a  letter  from  my 
good  friend  Ronnie  Glmph.  A 
peachyfine  letter. 

Q.  Uh — peachyfine? 
A.  Or  a  dandy  letter.  Letters 

are  also  nice,  fine,  wonderful,  wel- 
come, happy,  beautiful,  jim-dandy. 

Once  in  a  while  I  call  a  letter  a 
super-dooper. 

Q.  What  do  you  say  when  you 
read  the  letter? 

A.  Well,  what  do  you  know  about 
that! 

Q.  An  enthusiastic  comment. 
A.  I  yessiree  and  nosiree  a  lot. 
Q.  How's  that  again? 
A.  Y'know.  "Here's  a  fine  letter 

from  my  little  chum  Gus  Matter- 
horn.  Yessiree.  And  he  says  he 
wants  a  jeep  just  like  the  soldiers. 

Well,  Gus,  ol'  Santa  won't  disap- 
point, you — nosirree.  He'll  try  to 

get  you  one,  yessiree.  But  remem- 
ber Gus,  that  ol'  Uncle  Sam  needs 

those  jeeps  for  the  soldiers,  and 
you  wouldn't  want  to  take  one  from 
the  soldiers,  would  you?  Nossiree! 
So  maybe  Santa  can  find  a  toy  one, 

just  like  the  real  ones.  Yessiree." 
Q.  I  think  I  understand. 
A.  I  use  a  lot  of  Ho's  too. 
Q.  That  I  don't  understand. 
A.  Like  this  Ho!  Ho!  Ho!  Yes- 

siree. Ho!  Ho!  Ho! 
Q.  The  traditional  joviality  of 

Santa.  What  do  you  say  to  indicate 
pleased  surprise. 

A.  Well,  bless  my  silver  whisk- 
ers— or  bless  my  shiny  black  boots 

— or  bless  my  sleigh  bells! 

Q.  Yes.  Do  you  instruct  the  chil- dren ? 
A.  Absolutely.  Look  up  and  down 

KMBC 

OF  KANSAS  CITY 
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before  you  cross  the  street,  boys 

and  girls — and  don't  run  out  from 
behind  parked  cars. 

Q.  Do  you  comment  on  the  chil- dren's deportment? 
A.  I  want  all  of  you  young 

friends  of  Santa's  to  be  extra-spe- 
cial super  good.  I  know  you're  go- 
ing to  be  good  now,  because  it's close  to  the  time  when  I  come 

around  with  toys,  ho  ho  ho  ho !  But 
Santa  wants  you  to  be  good  all  the 
time.  Yessirree,  I  don't  like  to  hear 
Johnny  grumbling  when  Mother 
wants  errands  run.  And  little 
Mary  there — you  help  Mother  with 
the  dishes  and  the  dusting.  Yes- 

siree! I  want  you  to  be  Mother's star  helpers.  Will  you  do  that?  Of 

course,  you  will!  That's  fine.  Fine! 
Q.  What  about  the  toys?  How  do 

you  describe  them? 
A.  A  fire  engine  is  big  and  red and  shiny. 

Q.  A  train  set? A.  Just  like  the  big  trains  you 

see  chugging  along.  You'll  have  to share  these  with  Daddy  because  he 
likes  trains,  too — -ho  ho  ho!  Yes- 

sirree, he'll  be  down  on  the  floor 
first  thing  Christmas  morning — 
just  you  wait  and  see. 

Q.  A  motion  picture  projector? 
A.  Here's  the  chance  to  have 

movie  shows  in  your  own  room  with 
this  big — say,  Mr.  A,  why  are  you 
asking  all  these  questions? 

Q.  Your  speech,  sir  is  studded 
with  cliches,  hackneyed,  trite 

phrases. A.  I  use  a  lot  of  'em? 
Q.  You  are  one  of  the  worst  of- 

fenders. 
A.  I  see.  By  the  way,  are  you  a 

family  man? 
Q.  I  have  a  boy  of  seven  years, 

one  of  five  years,  and  twins,  aged 
three.  Every  one  of  them  bright  as 
a  new  dollar.  Full  of  life.  On  the  go 
all  the  time. 

A.  That's  fine.  I'll  leave  some 
special  presents  for  them. 

Q.  Excellent. A.  Let  me  make  a  note  of  that. 
For  each  of  the  Amplistat  boys;  a 
drum,  a  whistle,  a  horn,  assorted 
noisemakers  and  a  carpenter  set. 

Q.  Er — that  will  make  for  a 
good  deal  of  noise,  Santa. A.  Precisely. 

Q.  And  boys  will  be  boys,  you 
know;  is  it  wise  to  put  tools  in  their 
hands?  Might  they  not  go  to  work 
on  the  furniture  and  woodwork? 

A.  Undoubtedly.  Goodbye,  Mr. 
A,  and  a  very  Merry  Christmas  to 

you.  Ho! 

The  Katz  Agency,  Inc.  «.  Representatives 

Halifax,  N.  S. 

One-third  of  all  the  radio 
sets   in  Nova   Scotia  are 
within   25   miles  of  our 

antenna 

Ask  JOE  WEED 
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MASS  TECHNICIAN  PRODUCTION 

Need  of  Trained  Personnel  Inspires  Plan  To  Use 

 Colleges  for  Instruction  
FOR  THE  FIRST  time  in  radio 
history,  college  radio  courses  have 
been  put  on  a  mass  production 
basis. 
Urgent  need  of  radio  stations 

and  armed  forces  for  technicians 
and  engineers  shortly  after  Pearl 
Harbor  brought  into  existence  in 
New  York  State  a  plan  whereby 
colleges  and  stations  cooperate  to 
recruit  and  train  men  and  women 
to  relieve  the  shortage  of  radio 
specialists. 

Funds  were  made  available  for 
instruction  and  equipment  and  H. 
C.  Wilder,  chairman  of  the  mili- 

tary committee  in  NAB's  District 
II  organized  the  colleges,  so  that 
in  nearly  every  New  York  com- 

munity with  over  10,000  popula- 
tion one  or  more  night  radio  courses 

of  32  weeks  duration  were  offered 
by  colleges  and  were  operating  by 
February,  1942. 

►Good 
 Response 

The  response  was  encouraging. 

Nearly  every  college  had  more  ap- 
plicants than  could  be  accepted. 

Throughout  the  State  about  5,200 
took  the  night  courses;  2,400  of 
these  have  already  completed  the 
first  half  and  will  soon  graduate. 

Training  activities  at  first  in- 
cluded Metropolitan  New  York  and 

New  Jersey  under  the  direction  of 
Dean  Newman  of  the  College  of 
the  City  of  New  York,  coordi- 

nator representing  the  U.  S.  Of- 
fice of  Education.  Dean  HoUister 

of  Cornell  U  supervised  courses 
in  the  up-State  area.  Later  it  was 
found  advisable  for  radio  to  func- 

tion as  State  units  and  New  Jer- 
sey was  separated  from  the  New 

York  State  training  program. 
Instructions  were  provided  by 

stations  of  the  local  areas  from 

their  regular  personnel.  Recent  re- 
ports from  the  Army  and  Navy 

observing  the  quality  of  graduates' work  indicate  the  value  of  their 
courses.  Applicants  were  original- 

ly accepted  in  the  enlisted  reserve 
of  the  Signal  Corps.  Later  Army 
Air  Forces  Communications  Branch 
and  the  Navy  were  invited  to  join 
in  similar  enlisted  reserve  plans. 

Although  the  main  purpose  of 
the  courses  was  to  furnish  grad- 

uates to  the  armed  services,  about 
170  women  were  trained.  The 
WAACs  now  want  some  of  these 
graduates  and  many  will  replace 
station  engineers  entering  the  serv- ices. 

Curriculum  of  the  radio  courses 
is  identical  with  that  required  by 
armed  services.  Additional  equip- 

ment   and    instructions    are  now 

Changes  at  KFRC 
CHANGES  in  managerial  capaci- 

ties have  just  been  announced  by 
KFRC,  San  Francisco.  General 
Manager  William  D.  Pabst  has 
been  commissioned  a  lieutenant, 
senior  grade,  in  the  Navy,  and 
reported  for  active  duty  Dec. 
17.  His  successor  is  Dan  J.  Don- 

nelly, who  became  sales  man- 
ager of  KFRC  a  few  months  ago 

after  serving  with  Don  Lee  sta- 
tions KDB,  Santa  Barbara,  and 

KGB,  San  Diego.  Mel  Venter,  pro- 
duction manager  of  KFRC,  was 

commissioned  lieutenant  (j.g.)  in 
the  Coast  Guard.  His  post  was 
filled  by  Pat  Kelly,  writer  and 
producer  and  formerly  publicity 
head. 

needed,  according  to  Mr.  Wilder. 
Stations  are  being  solicited  for  sur- 

plus stocks  and  additional  equip- ment. 

How  long  the  courses  will  con- 
tinue is  not  known.  Mr.  Wilder  be- 

lieves there  is  a  possibility  that 
students  will  be  enlisted  first  and 
then  trained  in  colleges  under  mil- 

itary supervision  of  Army  or  Navy 
without  the  aid  of  broadcasters. 

"All  of  these  graduates  will  be 
needed  to  man  new  developments 
in  the  post-war  radio  age,"  he  said. 
"But  the  single  and  only  objective 
today  is  to  produce  these  techni- 

cians to  get  the  war  over  with.  And 
complete  victory  can  be  speeded  by 
extra  effort  by  every  one  on  the 
home  front,  which  is  the  challenge 
accepted  by  the  New  York  sta- 

tions." 

THANKS,  BOYS,  says  Adm. 
James  O.  Richardson,  USN,  re- 

tired, vice-president  of  Navy  Re- 
lief Society,  to  the  three  sports 

commentators  who  donated  their 
pay  for  broadcasting  the  Chicago 
Bears-Washington  Redskins  pro- 
football  championship  game  over 
MBS  for  Pabst  Blue  Ribbon  Beer 
Dec.  13.  Standing  (1  to  r)  :  Russ 
Hodges,  Harry  Wismer;  seated. 
Jack  Drees,  Adm.  Richardson. 

Canadian  Army  Show 
THE  Canadian  Army  Show,  directed 
by  Maj.  Victor  George,  president  of 
Whitehall  Broadcasting  Ltd..  Mon- 

treal, has  started  its  performances  at 
army  training  camps  and  is  now  be- 

ing aired  on  the  Canadian  Broadcast- 
ing Corp.  national  network.  Members 

of  the  east  have  been  drawn  from  the 
Army,  both  men  and  women,  and  the 
troupe  ultimately  will  tour  all  Cana- 

dian training  camps  and  send  sections overseas. 

POWER: 

PROGRAMS: 

POPULATION: 

WOOD 

Unsurpassed  by  any  station  in  out-state  Michigan! 

No  other  station  in  America  can  top  t  he  WOOD 

schedule  from  RED,  BLUE  and  Michigan  Radio  Network! 

hlome  county  has  more  than  23^  times  the  popu- 

lation, buying  power  and  radio  homes  of 

any  other  county  in  all  of  western  Michigan! 

■ 

KING-TRENDLE    BROADCASTING    CORP.,   Represented   by    Paul   H.  Raymer  Co. 

■I 

■ 
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Small  Station  Head  Concerned  About 

Loss  of  Personnel  to  Larger  Outlets 
EDITOR  Broadcasting:  is  just  as  essential  as  any  of  the 
We  are  one  of  those  250-watt  larger  ones  and  will  possibly  help 

stations  serving  an  area  not  effec-  such  an  unthinking  employer  to 
tively  served  by  any  other  single  see  how  much  damage  the  smaller 
station;  and  like  all  the  other  sta-  stations  in  the  industry  are  suffer- 
tions  in  the  same  position,  we  are  ing  at  his  hands, 
having  our  troubles  in  keeping  our  Weldon  Stamps, 
engineering  personnel  because  of  Manager, 
labor  piracy  on  the  part  of  stations  KADA,  Ada,  Okla. 
in  the  large  metropolitan  areas   
who  can  afford  to  pay  what  appears 
to  the  personnel  a  higher  salary. 

These  stations  would  prefer  to 
use  holders  of  first  class  radio-tele- 

phone licenses  in  their  control  room 
as  a  matter  of  standards  of  em- 

ployment. This  is  admirable  in  nor- 
mal times,  but  isn't  it  time  that 

these  stations  cooperate  with  the 
industry  in  general  to  the  extent 
that  replacements  in  the  control 
room  be  made  with  holders  of 
tickets  lower  than  first  class  or 
with  apt  persons  having  no  tickets 
at  all. 
Whether  such  employment  is  by 

the  station  or  by  the  union  con- 
trolling stations'  technical  person- 

nel, we  think  it  time  that  these 
standards  of  employment  be  re- 

laxed and  that  these  large  stations 
stop  raiding  the  small  stations  of 
their  technical  personnel. 
We  believe  your  publishing  this 

letter  may  bring  to  the  attention  of 
any  one  guilty  of  this  practice  the 
plight  of  the  smaller  station  which 
^^>,h  >?^h      ;?>.h  ̂ ?>,h 

Infantile  Drive 

RADIO  stations  in  the  United 
States,  Hawaii,  Puerto  Rico  and 
Panama  will  participate  in  1943's 
campaign  against  infantile  paraly- 

sis, according  to  Basil  O'Connor, 
president  of  the  National  Founda- 

tion for  Infantile  Paralysis.  Na- 
tional Radio  Division  in  the  drive 

will  be  headed  by  Neville  Miller, 
NAB  president,  assisted  by  co- 
chairmen:  Mark  Wood,  president 
of  BLUE ;  William  S.  Paley,  presi- 

dent of  CBS;  Niles  Trammell, 
president  of  NBC;  Miller  McClin- 
tock,  president  of  MBS. 

Ken  Niles  in  Film 
KEN  NILES,  Hollywood  announcer, 
portrays  that  role  in  the  Republic 
film,  "Hit  Parade".  Frank  Graham announcer-narrator  of  CBS,  portrays 
Cosmo  Jones,  amateur  scientific  detec- 

tive, in  the  Monogram  Pictures  re- 
lease, "The  Crime  Smasher".  Film is  first  in  a  series  of  24  based  on  his 

Cosmo  Jones  programs  formerly  on 
CBS  Pacific  stations. 

Teace  and  Qoodwill 

Peace  and  goodwill  are  in  all  our  thoughts  at 

Christmas.  Perhaps  this  year,  more  than  ever  be- 

fore, we  look  forward  to  the  time  when  they  may 

become  a  reality  to  all  men. 

When  peace  does  come,  let  it  bring  the  confidence 

and  understanding — the  goodwill  upon  which 

progress  and  prosperity  are  built.  You  can  do  your 

part  by  showing  your  goodwill,  now,  for  the  peo- 

ple who  have  made  your  business  possible — your 

customers.  Give  them  something  they  value — 

radio  entertainment — to  remember  you  by. 

CFRB 

TO  R  O  NTO 

860  KILOCYCLES 

Florida  Renewals 
{Continued  from  page  26) 

contained  in  the  documents  filed 

with  the  Commission." Finally,  the  majority  held  that 
it  was  most  important  in  war  time 
to  preserve  radio  as  a  means  of 
communicating  with  the  public.  If 
the  licenses  were  revoked,  the  loss 
could  only  be  remedied  after  a  con- 

siderable lapse  of  time,  because  of 
equipment  shortages  and  the  like. 

The  minority  held  it  could  reach 
no  other  conclusion  than  that  there 
had  been  a  clear  violation  of  the 
Communications  Act  and  that  the 
licenses  should  be  revoked  pursuant 
to  it.  Declaring  it  impossible  for 
them  to  accept  the  conclusion  of  the 

majority  that  Mr.  Perry  was  "vic- 
timized by  his  agents  and  counsel", 

the  minority  said  the  record  clearly 
showed  he  was  at  all  times  fully  in- 

formed as  to  the  general  course  of 
the  action  being  followed,  if  not  as 
to  every  detail. 

Other  Charges 

Mr.  Perry  was  represented  as  be- 
ing the  real  party  in  interest,  while 

the  officers  of  the  two  companies 
were  "merely  dummies".  The  funds 
were  his  and  "his  was  the  guiding 

hand". 
Pointing  out  that  Mr.  Perry  was 

a  lawyer  himself,  the  minority  said 
that  even  if  it  should  accept  the 
majority's  conclusion  that  Mr. 
Perrys'  only  fault  was  his  failure 
to  exercise  good  judgment  in  the 
selection  of  his  agents  and  advisers, 
"we  still  could  not  subscribe  to  the 
principle  that  he  should  be  allowed 
to  retain  the  fruits  of  their  misrep- 

resentation." To  do  so,  said  the 
opinion,  would  be  "to  reward  him 
for  his  own  bad  judgment".  The 
statute  makes  explicit  provision  for 
revocation  "for  false  statements". 

Even  if  Mr.  Perry  could  be  found 
free  from  personal  fault,  said  the 
minority,  "it  is  seriously  to  be  ques- 

tioned whether  an  applicant  whose 
other  business  affairs  are  so  press- 

ing that  he  cannot  give  proper  at- 
tention to  his  application,  can  be 

safely  entrusted  with  the  serious 
and  exacting  responsibilities  of  a 
licensee."  As  to  the  contentions  that 
the  communities  would  be  left  with- 

out radio  service  in  war  time  in  the 
event  of  revocation,  the  Fly-Wake- 
field-Durr  opinion  said  they  could 
not  share  the  majority's  concern 
that  the  communities  would  long  be 

without  radio  service,  "for  our  gen- 
eral observation  has  been  that  fre- 

quencies and  radio  equipment  are 
far  scarcer  than  qualified  appli- 

cants." 

"Moreover,"  said  the  minority, 
"we  cannot  accept  a  principle  which 
would  in  effect  mean  that  when  the 
Commission  grants  a  broadcast  sta- 

tion license,  the  people  of  the  com- 
munty  to  be  served  are  automati- 

cally given  as  hostages  to  the  li- 
sensee  to  guarantee  him  against  the 
legal  and  equitable  consequences 

of  his  own  improper  conduct." 

'Approval  to  Fraud' 
Then  the  minority  concluded: 
"What  purpose,  then  does  the 

THREE'S  NOT  A  CROWD  when 
signing  a  contract  as  proved  by 
the  smiling  trio  above  as  they  ap 

prove  the  placing  of  one-minute transcribed  announcements  five 
times  a  week  on  126  Keystone 
Broadcasting  System  stations  by 
Miles  Labs.,  Elkhart,  Ind.  for  Ner- 

vine tonic  and  Anti-pain  Pills. 
Threesome  includes  (1  to  r)  Louis 
J.  Nelson,  timebuyer  of  Wade  Adv. 
Agency,  Chicago,  account  agency, 
William  Wolf,  vice-president  of 
Keystone,  and  Michael  M.  Siller- 
man,  president  of  the  disc  net. 

Commission  serve  by  its  decision 
in  this  case?  As  we  see  it,  it  serves 
none,  unless  it  is  to  enable  Perry  to 
obtain  the  benefits  of  a  fraud  which 
has  been  perpetrated  through  his 
agents  and  to  carry  it  to  fruition. 
Would  a  court  of  equity  exercise  its 
powers  to  accomplish  such  a  result? 
Can  a  government  administrative 
body  charged  with  responsibility 
for  granting  licenses  for  the  use 
of  public  property  in  the  public  in 
terest  afford  to  do  so? 

"The  present  decision  not  only 
gives  the  seal  of  approval  to  fraud 
and  deception  in  this  one  case,  but 
by  promising  a  shield  of  immunity 
to  future  applicants  bent  on  con- 

cealment, invites  their  recurrence. 
The  issues  involved  in  this  pro- 

ceeding directly  affect  the  integrity 

of  proceedings  before  the  Commis- 
sion and,  indeed,  of  the  administra- 
tive process.  Consequently,  the  re- 
sult of  the  decision  is  not  limited 

to  its  effect  on  the  parties  hereto 
or  to  the  community  served  by  the 
licensed  station. 

"In  carrying  out  its  functions  it 
is  of  the  utmost  importance  that  the 
Commission  be  able  to  rely  on  repre- 

sentations made  by  applicants  and 
the  licensees,  whether  in  formal  ap- 

plications, reports  filed  with  it  or 
testimony  produced  before  it.  To 
insist  that  such  representations  be 
worthy  of  reliance  is  the  least  that 
the  Commission  should  require  if 
it  is  to  have  confidence  in  its  own 

proceedings." 
New  York  AFRA  Elects 

RE-ELECTING  BUI  Adams  as  presi- dent of  the  New  York  Local  of  the 
American  Federation  of  Radio  Artists, 
the  local  also  elected  Walter  Preston, 
Ben  Gauer,  Betty  Garde,  Alex  McKee 
and  Ken  Roberts  as  vice-presidents, 
Anne  Seymour  as  recording  secretary 
and  Ned  Wever  as  treasurer.  George 
Heller  continues  as  local  executive 
secretary,  a  non-elective  position. 
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STATION  ACCOUNTS 

sp— studio  programs 
ne — news  programs 

t — transcriptions 
sa — spot  announcements 

ta — transcription  announcements 

WGY,  Schenectady 
American    Molasses    Co.,    New    York,  so, 

thru  Charles  W.  Hoyt  Co.,  N.  Y. 
McKesson  &  Robbins,  Bridgeport  (Calox), 

14  sa.  thru  J.  D.  Tarcher  &  Co.,  N.  Y. 
B.  Meier  &  Son,  New  York  (toasted  wheat 
germ),  9  sa,  thru  H.  C.  Morris  &  Co., 
N.  Y. 

E.    L.    Knowles    Inc.,    Springfield.  Mass. 
(Rubine),  3  sa  weekly,  26  weeks,  thru 
Chas.   W.   Hoj-t   Co.,   N.  Y. Lever  Bros.,   Cambridge,  Mass.  (Vimms), 
8  ta,   thru  BBDO,   N.  Y. 

Dairy  Assn.   Co.,  Lyndonville,  Vt.  (Kow- 
Kare) ,  3  ta  weekly,  13  weeks,  thru  Hays 
Adv.   Agency,   Burlington,  Vt. 

Fanny    Farmer    Candy    Shops,  Rochester, 
N.  Y.,  48  sa,  thru  J.  Walter  Thompson 
Co.,  N.  Y. 

Pan  American  Coffee,  New  York,   39  sa, 
thru  J.  M.  Mathes  Inc.,  N.  Y. 

American  Chicle  Co.,  L.  I.  City,  N.  Y.  sa, 
1  year,  thru  Badger  &  Browning,  Boston. 

Johnson  &  Johnson,  New  Brunswick,  N.  J. 
(surgical  dressings),  24  ta,  thru  Young 
&  Rubicam.   N.  Y. 

Chris   Hansen  Labs.,   Little  Falls.   N.  Y. 
(Junket    food    products),    39    sa,  thru 
MitcheU-Faust,  Chicago. 

Fillmore   Farms,   Bennington,   Vt.  (certi- 
fied milk),   12   sa,   thru  Hevenor  Adv. 

Agency,  Albany. 
P.  DufiE  &  Sons.  Pittsburgh  (gingerbread 

mix  I,  3  sa  weekly,  13  weeks,  thru  W. 
Earl  Bothwell  Adv.  Agency,  Pittsburgh. 

W^^RL,  Woodside,  N.  Y. 
Nu-Ox  Products  Co.,  New  York  (Klenzol), 

3   sa  weekly,   13  weeks,  direct. 
Busch  Credit  Jewelers,  New  York  (chain), 

100  sa  weekly,   52  weeks,  direct. 
Flag   Pet  Food  Corp.,   New  York,   50  ta 

weekly,    52    weeks,   thru    Harry  Solow 
Agency,  N.  Y. 

Sach's     Quality     Furniture,     New  York (chain),  100  ta  weekly,  52  weeks,  thru 
Harrj-  Solow  Agency,  N.  Y. Rum  &  Maple  Tobacco  Corp.,  New  York, 
25  sa  weekly.  2  weeks,  direct. 

Mary    Antoinette    Cold    Cream    Co..  New 
York,  3  sa  weekly,  2  weeks,  direct. 

WJHL,  Johnson  City,  Tenn. 
Allied  Drug  Products  Co..  Chattanooga,  5 

t  weekly,  52  weeks,  thru  Liller,  Neal 
&   Battle,  Atlanta. 

Pet  Milk  Co.,  St.  Louis,  2  t  weekly,  52 
weeks,  thru  Gardner  Adv.  Co.,  St.  Louis. 

Chattanooga  Medicine  Co.,  Chattanooga 
(Black-Draught,  Cardui).  39  sp,  thru 
Nelson  Chesman  Co.,  Chattanooga. 

THE  SuiinadA  OF 

BROADCASTING 

WJZ,  New  York 
Adler  Shoes,  New  York,  3  sa  weekly,  thru 

Consolidated  Adv.,  N.  Y. 
Continental  Baking  Co.,  12  ta  weekly,  thru 

Ted  Bates  Inc.,  N.  Y. 
Paramount    Pictures,    New    York  ("Palm 
Beach"),  12  sa  weekly,  1  week,  through Buchanan  &  Co.,  N.  Y. 

Adam  Hat  Stores,  New  York,  28  so,  four 
weeks,  thru   Glicksman  Adv.   Co.,  New 
York. 

Simon  &  Schuster,  New  York  (tax  booki, 
6  sa  weekly,  12  weeks,  thru  Northwest 
Radio   Adv.    Co.,  Seattle. 

March  of  Time  Inc.,   New  York  (March 
of    Time),    23    sa,    1    week,   thru  Lord 
&  Thomas,  N.  Y. 

Piso  Co.,  Warren,  Pa.    (cough  medicine), 
2   ta  weekly,  thru  Lake-Spiro-Shurman, Memphis. 

Queen  Make  Dress  Co.,  New  York 
(dresses),  weekly  sa,  13  weeks,  thru  Ab- bott Kimball  Co.,  N.  Y. 

WEAF,  New  York 
Continental     Baking     Corp.,     New  York 

(bread,   cakei,   17   ta  weekly,  thru  Ted 
Bates  Inc.,  N.  Y. 

Adam  Hats,  New  York    (men's   hats),  6 ta  weekly,  thru  Glicksman  Adv.,  N.  Y. 
Flag    Pet    Food    Corp.,    New    York  (dog 

food),    5    sa    weekly,   thru    Peck  Adv., 
N.  Y. 

B.  Meier  &  Son,  New  York  ((oolden  Cen- 
ter Wheat  Germ ) ,  3  sa  weekly,  thru 

H.    C.   Morris    Co.,    N.  Y. 
Charles  B.  Knox  Gelatine  Co.,  Johnstone, 
N.  Y.,  5  sa  weekly,  thru  Kenyon  & 
Eckhardt,  N.  Y. 

Potter  Drug  &  Chemical  Corp.,  Maiden, 
Mass.  (Cuticura  soap),  5  t  weekly, 
thru  Atherton  &  Currier,  N.  Y. 

WABC,  New  York 
Dryden  &  Palmer,  L.  I.  City,  N.  Y.  (Gravy 

Master     seasoning),     weekly     sa,  thru 
Samuel   Croot   Co.,    N.  Y. 

Charles  Gulden  Inc.,  New  York  (mustard), 
2  sp  weekly,  thru  Charles  W.  Hoyt  Co., 
N.  Y. 

Continental  Baking  Co.,  New  York,  5  sa 
weekly,  thru  Ted  Bates,  N.  Y. 

Paramount  Pictures,  New  York  ("Palm 
Beach  Story"),  4  sa,  1  week,  thru  Buch- anan &  Co.,  N.  Y. 

Studebaker  Corp.,  South  Bend,  Ind.  (in- 
stitutional) ,  3  ne  weekly,  thru  Roche, 

Williams  &  Cunnvngham,  N.  Y. 

WLIB,  Brooklyn 
Reverie  Inc.,  New  York  (cosmetics),  12  sa 

weekly,  6  weeks,  thru  Craven  &  Hedrick, 
N.  Y. 

Pepsi-Cola  Co.,  Long  Island  City,  N.  Y..  24 
ta  weekly,  4  weeks,  thru  Newell-Em- 
mett  Co.,  N.  Y. 

National  Birth  Certificate  Advisory  Serv- 
ice, Los  Angeles,  20  sp  weekly,  4  weeks, 

thru   United   Adv.   Companies,  Chicago. 

IT^  LIKE  MAGIC 

THE  PULLING  POWER 

OF  KXL  IN  THIS 

PROSPEfi^lTY 

MAP.KET 

Oregon's  highest  power  station. 
Reps. — Joseph  Henbey  McGillvra — 10,000  Watts,  750  Kc. 

Adv. 

KFRC,  San  Francisco 
Associated  Dental  Supply  Co.,  San  Fran- 

cisco (Dr.  Parker's  tooth  powder),  2  ne weekly,  thru  McCann-Erickson,  San Francisco. 
Golden  State  Co.,  San  Francisco  (milk), 

3    ne   weekly,   thru  Ruthrauff  &  Ryan, 
San  Francisco. 

Login    Corp.,    San    Francisco  (Alsopure 
orange  juice)    2  sp  zt-eekly,  thru  M.  E. Harlan  Adv.,  San  Francisco. 

Southern  Pacific  Co.,  San  Francisco  (rail 
transport),  18  sa,  thru  Lord  &  Thomas, San  Francisco. 

Simon  &  Schuster,  New  York   (tax  book) 
t,    thru    Northwest    Radio    Adv.  Co., Seattle. 

Pacific  Brewing  &  Malting  Co.,  San  Jose. 
Cal.  6  sa  weekly,  thru  Long  Adv.  Serv- ice, San  Francisco. 

Western  Book  &  Tract  Co.,  Oakland,  Ca!. 
( bibles ) ,  2  sa  weekly  direct. 

Personal  Finance  Co.,  San  Francisco,  3  sa 
weekly,  thru  Al  Paul  Lefton  Co.,  Las Angeles. 

KSFO,  San  Francisco 
Western  Union  Telegraph  Co.,  San  Fran- cisco, sa,  direct. 
Ex-Lax  Inc.,  New  York,  6  ta  weekly,  thru 

Joseph  Katz  Co.,  New  York. 
Farm    Journal  Magazine,    Philadelphia,  6 

sa    weekly,    thru    Clarence    B.  Juneau 
Agencies,  Los  Angeles. 

Parrott  &  Co..  San  Francisco  (Simi  wines), 
3  sa  weekly,  thru  Blvim's  Adv.  Agency, San  Francisco. 

Spice  Island.  San  Francisco  (seasonings), 
sa  direct. 

Lyon  Van  &  Storage  Co.,  Los  Angeles  2 
ne  weekly,  thru  BBDO,  N.  Y. 

Morton  Salt  Co.,  Chicago,  3  sa  weekly,  thru 
Klau-Van  Pietersom-Dunlap  Assoc.,  Mil- waukee. 

CapweU.  Sullivan  &  Furth,  Oakland,  Cal. 
(department  store),  3  ne  weekly,  thru 
Sidney  Garfinkel  Adv.,  San  Francisco. 

Eagle  Products  &  Vineyards  Co.,  San  Fran- 
cisco (wines)  ta,  thru  Frederick  Seid 

Agency,  San  Francisco. 
Golden  State  Co.,  San  Francisco 

(creamery  products),  12  ta  weekly,  thru 
Ruthrauff  &  Ryan,  San  Francisco. 

WKZO,  Kalamazoo 
Paul    F.    Beich     Co.,     Bloomington,  m. 

(candy),   4   to  weekly,   13   weeks,  thru 
Kane  Adv.    Co.,  Bloomington. 

Block  Drug  Co.,  Jersey  City,  3  sa  weekly, 
52  weeks,  thru  J.  Walter  Thompson  Co., N.  Y. 

Fox  De  Luxe  Brewing  Co.,  Grand  Rapids, 
18  ta  weekly,  52  weeks,  thru  Schwim- mer  &  Scott,  Chicago. 

Gro%e  Labs.,  St.  Louis,  6  ne  weekly,  13 
weeks,  thru  Russel  M.  Seeds  Co.,  Chicago. 

MonticeDo  Drug  Co.,  Jacksonville,  Fla.,  3 
sa  weekly,   9   weeks,  direct. 

Morton  Salt  Co.,  New  York,  3  ta  weekly, 
10  weeks,  thru  Klau-Van  Pietersom- 
Dunlap  Assoc.,  Milwaukee. 

Olson  Rug  Co.,  Chicago,  3  sp  weekly,  4 
weeks,  thru  Presba,  Fellers  &  Presba, Chicago. 

L.  A.  SOAP  FIRM 

EXPANDS  COVERAGE 

WITH  redistribution  of  product 
and  increased  advertising  appro- 

priation Los  Angeles  Soap  Co.,  Loi 
Angeles,  (White  King,  Sierra  Pine 
Scotch  cleanser,  granulated  soap)! 
Jan.  4  adds  ten  stations  to  Art 
Baker — Xetvs,  making  a  total  of  13 
NBC  West  Coast  stations  (KTAR 
KGLU  KVOA  KYUM  KOA  KDYL 
KIVO  KGHL  KSEI  KTFI  KFI 
KMJ  KPO),  Mondav  through  Fri- 

day, 10:30-10:45  a.m.  (PWT). 
Firm  on  that  date  also  renews 

for  52  weeks,  Norman  Nesbitt — 
Neivs,  on  16  Don  Lee  California 
stations,  Monday  through  Friday. 
7-7:15  a.m.  and  a  five-weekly 
quarter-hour  newscast  on  three 
Arizona  network  stations  (KOY 
KTUC  KSUN),  Monday  through 
Friday,  8-8:15  a.m.  In  addition  the 
soap  company  Dec.  28  renews  for 
52  weeks  Bob  Andersen — News,  on 
12  CBS  Western  stations,  Monday 
through  Fridav,  12:15-12:30  p.m. 
(PWT). 
Firm  will  continue  to  use  sup- 

plementary spot  radio  in  various 
Western  markets  having  renewed 
for  52  weeks,  effective  Jan.  4,  the 
five  per  week  quarter-hour  news- casts on  KFWB,  Holljnvood;  a 
thrice-weekly  five-minute  news  pro- 

gram and  daily  spot  announce- ments on  KROD,  El  Paso;  daily 
five-minute  newscasts  on  KMED, 
Medford,  Ore.,  daily  participation 
in  Hornemaker's  Club  on  KHJ, 
Hollj'wood,  and  a  varied  announce- ment schedule  on  KGGM  KDFN 
KGMB  KHBC.  Raj-mond  R.  Mor- 

gan Co.,  Hollywood,  has  the  ac- count. 

Coast  Rail  Series 

SOUTHERN  PACIFIC  Co.,  San 
Francisco  (rail  transport)  con- 

ducted a  special  spot  campaign  on 

approximatelj'  30  stations  in  the 
West  Dec.  2-8,  in  which  it  urged 
the  general  public  not  to  use  the 
railroad  during  the  holiday  season, 
Dec.  15  -  January  5.  One-minute_ 
transcribed  talks  by  F.  S.  McGin- 
nis,  vice-president  of  the  railroad^ 

companj^,  were  used  on  each  station' on  the  list  during  the  campaign. 
Agency  was  Lord  &  Thomas,  San Francisco. 

BIXG  CROSBY,  star  of  the  weekly 
XBC  Kraft  Music  Hall,  sponsored  by 
Kraft  Cheese  Co.,  is  now  an  ofBcial 
adviser  to  the  War  Dept.  on  enter- 

tainment programs  for  servicemen. 

^ggS^OR  THE  BEST  CHRKTMAS  YOu'vE  EVER  HAO! 

The  pulling  power  of  the  Z  yiet! 
AFFILIATES 

New  York-Chicago  Reps -The  Walker  Co. 

Adv. 
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I  BOTANY  WORSTED  MILLS,  Pas- 
saic, N.  J.,  has  started  an  institution- 

al program  on  WPAT,  Paterson,  N. 
J.,  designed  primarily  to  aid  the  war 
effort.  Titled  North  Jersey  Industry 
Enrolls,  the  series  started  Dee.  13 
on  a  bi-weekly  basis,  with  a  dramatic 
presentation  urging  listeners  to  avoid 
over-confidence  in  a  quick  victory,  at 
the  same  time  stressing  the  achieve- 

ments of  New  Jersey  war  industries 
in  repairing  the  damage  inflicted  at 
Pearl  Harbor.  Salvage  drives  and 
conservation  were  also  emphasized. 
Contract  for  Botany,  manufacturers 
of  woolen  wear,  was  placed  direct. 
Program  is  a  half-hour  in  length. 

DR.  LOUIS  T.  TALBOT,  Los  An- 
geles (religious)  besides  a  weekly  half- 

hour  live  program  on  KMPC,  Beverly 
Hills,  and  KPAS,  Pasadena,  also  spon- 

sors a  transcribed  version  of  his  talks 
on  KROW,  Oakland.  Expansion  to  in- 

clude other  Pacific  Coast  stations  is 
fontemplated.  Agency  is  Smith  &  Bull 
Adv.,  Los  Angeles. 

.MILK  DEALERS  Bottle  Exchange, 
Chicago,  has  placed  spot  announce- 

ments on  WON  WBBM  WAIT 
AVIND  WJJD,  all  Chicago  stations, 
as  part  of  a  campaign  urging  house- 

wives to  keep  milk  bottles  in  circu- 
lation and  not  to  hoard  them.  Agen- 

f.v  is  Newby,  Peron  &  Flitcraft,  Chi- 
cago. 

CANADA  DRY  GINGER  ALE,  To- 
ronto, has  started  a  weekly  quiz 

show  Double  or  Nothinff  on  CIRC, 
AVinnipeg.  Account  was  placed  by  Mac- 
Laren  Adv.  Co.  Ltd.,  Toronto. 

You 

keep 

customers 

when  you 

KEEP 

SPOTS 

BEFORE 

THEIR 

EARS! 

•  ASK  A  JOHN  BLAIR  MAN 
ABOUT  SPOT  RADIO 

&  COMPANY 
ATIONAL  RADIO  STATION  REPRESENTATIVES 

SCRIPT  CONFERENCE  occupies 
attention  of  star  and  working  staff 
of  the  five-weekly  BLUE  Gracie 
Fields  series.  Five-minute  program, 
sponsored  by  American  Cigarette 
&  Cigar  Co.  (Pall  Mall),  recently 
shifted  origination  from  New  York 
to  Hollywood  enabling  Miss  Fields 
to  complete  a  film  assignment.  Co- 

workers (1  to  r)  are  Robert  Moss, 
production  manager  of  BLUE, 
Hollywood;  Harry  Sosnick,  pro- 

gram musical  director ;  Miss  Fields, 
and  Sam  Pierce,  producer  of  Ruth- 
rauff  &  Ryan,  account's  agency. 

WHITING-MEAD  Co.,  Los  Angeles 
(building  materials),  considering 
women  as  home-makers  in  that  word's most  literal  sense,  on  Dec.  9  started 
thrice-weekly  participation  in  Norma 
Young's  Happy  Homes,  on  KH.I. Hollywood.  Placement  is  through 
Stellar  Millar  Adv.,  Los  Angeles.  In 
addition  to  doing  a  selling  job  on  a 
women's  program,  commercials  fea- 

ture service  whereby  firm  offers  in- 
struction in  use  of  its  materials. 

CAPWELL,  SULLIVAN  &  FURTH, 
Oakland,  Cal.  (department  store), 
recently  started  for  14  weeks  three 
quarter-hour  newscasts  weekly  by 
Roger  Williams  and  Austin  Fenger  on 
KSFO,  San  Francisco.  Agency  is  Sid- 

ney Garfinkel  Adv.  Agency,  San  Fran- 
cisco. Lyon  Van  &  Storage  Co.,  Los 

Angeles,  has  started  for  12  weeks, 
two  quarter-hour  newscasts  by 
Brooke  Temple  weekly  on  KSFO. 
Agency  is  BBDO,  New  York. 

LOGIN  Corp.,  San  Francisco  (Also- 
pure  orange  juice),  recently  started 
for  26  broadcasts  a  five-minute  pro- 

gram twice  weekly  on  KFRC.  San 
Francisco.  Agency  is  M.  E.  Harlan 
Adv.,  San  Francisco. 

GOLDEN  STATE  Co.,  San  Francisco 
(Golden  V.  Vitamin  Milk)  recently 
started  for  21  broadcasts  Last  Minute 
News,  three-times-weekly  on  KFRC, 
San  Francisco.  Agency  is  Ruthrauff  & 
Ryan,  San  Francisco. 

SPARKLETTS  DRINKING  Water 
Corp.,  Los  Angeles,  on  Jan.  5  renews 
for  13  weeks  twice  weekly  sponsorship 
of  Fulton  Lewis  Jr.,  on  KHJ,  Holly- 

wood, Tues.,  Thurs.,  9 :45-10  p.m. 
(PWT).  Firm  also  sponsors  partici- 

pation three  times  per  week  in  Home- 
maker's  Cluh'on  that  station,  and  in 
addition  utilizes  a  five-weekly  quarter- 
hour  newscast  on  KFI,  Los  Angeles. 
Raymond  R.  Morgan  Co.,  Hollywood, 
has  the  account. 

RALPH  R.  LEDDER,  account  exe- 
cutive of  Duncan  A.  Scott  &  Co.,  Los 

Angeles,  publishers'  representative,  has 
resigned  to  become  advertising  man- 

ager of  W.  &  J.  Sloane  Co.,  Beverly 
Hills,  Cal.  (home  lurnishings) . 

MARY  LEE  CANDY  SHOPPES, 
Montreal  (chain),  has  started  quar- 

ter hour  musical  programs  on  CBM 
and  CBF,  Montreal.  Account  was 
placed  by  Associated  Broadcasting 
Co.,  Ltd.,  Montreal. 

RIDD  LABORATORIES  Inc.,  San 
Francisco  (Riddfoot  powder)  on  Dec. 
8  started  A  Cavalcade  of  Medicine 
with  Frank  Parke  Wright,  narrator, 
relating  stories  about  the  invention 
or  discovery  of  modern  drugs  and  lit- 

tle known  facts  about  physicians,  sur- 
geons and  scientists  from  mediaeval 

times  to  the  present,  on  KPO,  San 
Francisco,  a  quarter-hour  weekly. 
Agency  is  Rhoades  &  Davis  Adv.,  San 
Francisco.  Milton  Seropan  was  the 
KPO  account  executive. 

PUREPAC  Corp.,  New  York  (Flem- 
ex  cough  medicine),  is  sponsoring  five- 
minute  newscasts  every  half  hour  dur- 

ing afternoons,  six  days  weekly  on 
WHN,  New  York.  Beginning  Dec.  14, 
contract  is  for  13  weeks.  Sid  Wal- 

ton, news  editor  of  WHN,  prepares 
and  delivers  the  news  broadcasts. 
Agency  is  Klinger  Adv.  Corp.,  N.  Y. 

AUERBACH  Co.,  big  Salt  Lake  City 
department  store,  has  purchased  two 
half-hour  shows  on  KDYL,  same  city, 
Sundays  9:30-10  p.m.  and  Wednes- 

days, 6  :30-7  p.m.  The  shows  are  vari- 
ety type,  produced  and  directed  by 

Geoi'ge  Pro  vol,  KDYL  program  di- 
rector, and  announced  by  Allan  Moll 

and  Ed  Letson. 
PLANTERS  NUT  &  CHOCOLATE 
Co.,  San  Francisco  (peanuts),  on  Jan. 
10  starts  sponsoring  William  Winter, 
news  analyst,  on  9  CBS  Western  sta- 

tions (KNX  KQW  KARM  KROY 
KOIN  KIRO  KFPY  KSL  KLZ), 
Sunday,  5:4.5-6  p.m.  (PWT).  Con- tract is  for  52  weeks.  Planters  Edible 
011  Co.,  San  Francisco  (peanut  oil), 
also  sponsors  William  Winter  on  that 
same  list  of  stations,  Monday  through 
Friday,  2:30-2:45  p.m.  (PWT). 
Agency  is  Raymond  R.  Morgan  Co., 
Hollywood. 

for  Somet
hing  NE

W 

"  in  New  York 
 Radio 

of  the  Modern
  .  -  ■  anu BY  LISTENERS:  Over  15,000  families  requested  the 

November  Master  Program  Booklet,  listing  all  musical 
selections  to  be  heard  over  WLIB.  Listeners  are  now 

paying  $1  a  year  for  this  Booklet. 
BY  ADVERTISERS:  WLIB  quickly  established  itself  as 

a  productive  medium  with  New  York's  keenest  local advertisers  who  check  results,  must  get  results  and 
buy  results  .  .  .  Hotel  St.  George,  L.  Blau  and  Sons, 
Sachs  Quality  Furniture,  Empire  Diamond  Buying, 
I.  J.  Fox,  John  Mullins  and  Sons,  Michaels  Bros., 

Reverie  Cosmetics,  Community  Opticians,  Barney's Clothes,  Stadler  Shoes,  Brass  Rail  Restaurants,  etc. 
Alert  National  Advertisers  (Bulova,  Chateau  Martin, 
Pepsi-Cola)  are  joining  the  parade  to  WLIB. 

BY  NEWSPAPERS:  WLIB  has  already  won  a  prom- 
inent place  in  New  York's  press.  The  DAILY  NEWS, 

MIRROR.  TIMES,  HERALD-TRIBUNE,  POST,  PM, 
WORLD-TELEGRAM,  JOURNAL-AMERICAN  highlight 
WLIB  programs  every  day. 

...  AND  WLIB  IS  STILL  MAINTAINING  THE 
LOWEST  RATE  FOR  EFFECTIVE  COVERAGE  OF 
THE  NEW  YORK  BUYING  MARKET. 

**THE    VOICE    OF  LIBERTY" 

dial 
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CLARK 

synonym  for 

QUALITY 

TRANSCRIPTION 

PROCESSING 

•Think  of  quality  transcript 

'  tion  processing  and  you 

think  of  CLARK.  That's  na- 

tural as  ABC.  Since  radio's 
pioneer  days  CLARK  has 

been  the  symbol  for  pride  of 

workmanship  and  depend- 

ability of  performance.  All 
over  America  electrical 

transcriptions  bear  the 

stamp  of  CLARK  experi- 

ence. Today  nearly  every 

sizable  transcription  pro- 
ducer is  a  CLARK  client. 

How  about  you? 

Phonograph  Record  Go. 

216  High  St.  Humboldt  2  0880 

m  N.  LaSalle  St.  Central  5275 

CONTROL^ 

ROOM 

4  :00  P 
27hu 
2  Jit) 

ALAN  CORMACK,  for  six  years 
Piieific  division  traffic  manager  of 
C/BS  Hollywood,  lias  been  commis- 

sioned a  lieutenant  in  the  Navy  and 
currently  is  in  naval  aviation  radio 
Ira'ining  at  U  of  Arizona. 
THOMAS  HALE,  former  transmitter 
engineer  of  AVFBL,  Syracuse,  now 
with  the  Navy  in  Puerto  Rico,  has 
been  promoted  to  rank  of  lieutenant- commander. 

LEO  YODER,  engineer  of  WOWO- 
WGL,  Fort  Wayne,  is  functioning  in 
the  dual  capacity  of  lieutenant  in  the 
Civil  Air  Patrol,  and  is  communica- 

tions officer  at  Fort  Wayne. 
AUSTIN  A.  HARRISON,  engineer 
of  NBC  Chicago,  is  radio  instructor 
at  the  Illinois  Institute  of  Technology, 
teaching  a  course  in  radio  theory  and 
practice  under  the  new  war  training 
program. 
GARSON  H.  HERTZEL  Jr.,  trans- 

mitter engineer  of  WWRL,  Woodside, 
N.  Y.,  joined  the  Army  Air  Forces 
Dec.  9.  Louis  J.  Barbara  and  Joseph 
R.  Franz  have  joined  the  engineering 
staff. 
LEO  SHEPARD,  engineer  of  CBS 
Hollywood,  has  joined  the  Navy  as 
warrant  officer. 

LYLE  POPE  has  joined  the  engineer- 
ing staff  of  CKBI,  Winnipeg. 

MAURICE  H.  NELSON,  engineer  of 
WROK,  Rockford,  111.,  is  the  father of  a  son. 
HARRY  FAULKNER,  formerly  with 
RCA  at  Huntington  Beach,  Cal.,  has 
;'oined  the  engineering  staff  of  WMT, Cedar  Rapids,  la. 
WILLIAM  HIBBERT  has  assumed 
duties  of  assistant  chief  transmitter 
engineer  of  WSB,  Atlanta,  replacing 
John  Hillegas  who  has  joined  Bendix 
Aircraft  Corp.,  Baltimore. 
JOB  KELLY,  formerly  of  WBRK, 
Pittsfield,  and  WKIP,  Poughkeepsie, 
has  joined  the  engineering  staff  of 
WTRY,  Troy,  N.  Y. 
PAUL  TESDELL,  formerly  control 
room  operator  of  Pearltone  Record- 

ing Studios,  Des  Moines,  has  accepted 
a  similar  position  with  WOC,  Daven- 

port, la. 
ROBERT  FETTERMAN,  engineer- 

ing staff  of  WIBG,  Philadelphia,  has 
assumed  the  added  position  of  teach- 

ing radio  engineertng  at  Chamberlin 
School  of  Aeronautics  in  that  city. 
BERT  HASSLER,  headquartered  in 
Annapolis  Hotel,  Washington,  has 
been  appointed  export  agent  of  Uni- 

versal Microphone  Co.,  Inglewood, 
Cal.,  for  equipment  sent  to  allied  coun- 

tries on  priority  basis. 

KHAKI-CLAD  and  attached  to  the  Alaska  Communications  System  of 
the  Army  Signal  Corps  are  these  former  Pacific  Coast  radio-ites.  Sta- 

tioned in  Seattle,  they  are  (1  to  r)  seated,  Technician  4th  Grade 
Robert  S.  MeCaw,  vice-president  of  KEVR,  Seattle,  and  formerly 
manager;  Technician  4th  Grade  Clifford  H.  Hansen,  formerly  com- 

mercial manager  of  KEVE,  Everett,  Wash.,  (1  to  r)  standing,  Pvts.  Don 
Forbes,  for  three  years  part  of  the  NBC  Richfield  Reporter  team,  spon- 

sored by  Richfield  Oil  Co.;  George  L.  McGovi^an,  formerly  chief  an- 
nouncer of  KFPY,  Spokane,  and  William  C.  Rhodes,  formerly  of  KFPY. 

CLYDE  M.  HUNT,  chief  engineer  at 
WJSV  since  1936,  was  elected 
chairman  of  the  Washington  Section 
of  the  Institute  of  Radio  Eng  neers 
to  succeed  Capt.  B.  M.  Webster,  Coast 
Guard.  Mr.  Hunt  was  vice-chairman last  year. 

ARTHUR  FASKB,  chief  engineer  of 
WLIB,  Brooklyn,  is  conducting  a  se- 

ries of  six-weekly  demonstrations  of 
practical  radio  operation  to  a  group 
of  students  enrolled  in  the  Army  Sig- 

nal Corps  Reserve. 

EDGAR  T.  DARLINGTON,  for  three 
months  vice-president  of  Broadcast 
District  Local  1,  American  Communi- 

cations Assn.,  has  resigned  his  post 
with  the  engineers  and  announcers 
union  in  Philadelphia.  Carroll  C. 
Roden,  KYW  engineer  and  secretary- 
treasurer  of  the  local,  will  serve  as 
temporary  head  of  the  union  until  a 
successor  is  named. 

Reported  Missing 

ALMA  (Buddy)  MILLS  Jr.,  form- 
er engineer  of  KVRS,  Rock 

Springs,  Wyo.,  has  been  reported 
missing  in  action  in  the  Pacific, 
according  to  H.  L.  McCracken,  gen- 

eral manager  of  the  station.  He  w^as 
a  radio  operator-navigator  with 
the  Army  Air  Forces.  The  report 
is  the  14th  on  radio's  roll  of  honor 
of  men  killed  or  missing  in  action 
since  Pearl  Harbor. 

HAVE  YOU  SEEN  HENRY 

.  .  .  The  Pole  Vaulting  Fish? 

If  not,  visit  beautiful  WAKULLA  SPRINGS,  20  miles  south 
of  Tallahassee,  Florida.  See  enchanting  underwater  scenes  and 
thousands  of  rare  fish  through  the  glass  bottom  boat.  Enjoy 
a  boat  cruise  through  primeval  Florida  jungles.  See  the  new 
home  of  underwater  photography.  Swim  in  the  crystal  clear 
water  of  the  world's  largest  single  spring,  and  relax  in  Florida's healthful  sunshine. 

The  Perfect  Place  to  Spend  Your  Vacation 

MODERN  LODGE 

Write  for  free  booklet  and  rates: 
Wakulla  Springs  Lodge 
Wakulla,  Florida 

Signal  Corp  Promotions 
COL.  FRANK  C.  MEADE,  form- 

erly a  member  of  several  Board 
of  War  Communications  Commit- 

tees and  the  Interdepartment  Ra- 
dio Committee,  was  among  four 

Signal  Corps  and  61  other  colonels 
promoted  Dec.  11  to  the  temporary 
rank  of  brigadier  general.  Brig. 
Gen.  James  A.  Code  Jr.,  along 
with  nine  others  of  his  rank,  was 
at  the  same  time  advanced  to  the 
temporary  rank  of  major  general. 

Herbert  A.  Wadsworth 

HERBERT  A.  WADSWORTH,  41, 
chief  engineer  of  WMAL,  Wash- 

ington, died  Dec.  16  in  a  locked 
garage  at  his  home  in  Washing- ton. He  is  survived  by  his  wife, 
Mrs.  Julia  Shores  Wadsworth, 
who  found  the  body.  He  had  been 
with  NBC  and  WMAL,  Washing- 

ton, more  than  15  years. 

INAUGURAL  ceremonies  for  New 
York's  Governor-elect,  Thomas  E. 
Dewey,  will  be  broadcast  on  a  hookup 
of  BLUE  stations  in  New  York  State, 
on  New  Year's  Day  starting  at  noon. 
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Cecil  Brown  Cautions  NAB  Letter  Asks  FCC  to  Relax  Rules 

Curbing  the  Tenure  of  Limited  Licenses 
Against    Axis  Reports 
HIGHLIGHT  SPEAKER  at  the 
Oec.  16  meeting  of  the  Radio  Ex- 

ecutives Club  of  New  York  was 
Cecil  Brown,  CBS  correspondent 
and  news  analyst  and  author  of  the 
jbest-seller  Suez  to  Singapore.  Mr. 
[Brown,  one  of  the  guests  presented 
jby  WABC,  Nev/  York  CBS  outlet, 
[said  news  put  out  by  the  Axis  these 
I  days  should  be  ignored  as  utterly 
luntrue. 

Further  entertainment  was  sup- 
plied by  Lois  January,  Bobbie 

Tucker  &  Voices,  John  Reed  King, 
with  Arthur  Godfrey  as  m.c.  Out- 
of-town  guests  included  Dave  Sut- 

ton, WBBM,  Chicago;  Bill  Dawson, 
WARM,  Scranton,  and  Phil  New- 
som,  news  manager  of  United 
Press. 

Slater  Honored 

MAJ.  GEN.  A.  D.  SURLES,  di- 
rector of  the  War  Dept.  Bureau 

of  Public  Relations,  has  sent  a  let- 
ter of  congratulations  to  Tom  Sla- 
ter, MBS  director  of  special  fea- 

tures, and  m.c.  of  This  Is  Fort  Dix, 
on  the  occasion  of  the  completion 
of  the  program's  second  year  on 
MBS,  Dec.  20.  "Your  program  has 
done  much  to  inform  the  public  of 
the  manner  in  which  their  transi- 

tion from  civilian  to  military  life 
was  taking  place,"  he  wrote.  "In reflecting  the  high  morale  and 
good  spirits  of  our  expanding 
Army,  This  Is  Fort  Dix  has  been 
of  service  to  the  Army  and  to  the 
home  front." 

Elaine  Ewing  Named 
ELAINE  EWING,  who  has  been 
assisting  Douglas  Meservey, 
deputy  director  of  the  OWI  Radio 
Bureau,  has  been  named  as  assist- 

ant station  relations  chief.  Before 
joining  OWI  in  February,  1942, 
she  had  been  assistant  to  Bertha 
Brainard,  NBC  manager  of 
program  and  talent  sales.  Earlier 
she  had  been  executive  secretary 
to  Frank  Smith,  vice-president  of 
Transamerican  Broadcasting  & 
Television  Corp. 

Mittens  in  Morse 

HERB  NEWCOMB,  announ- 
cer of  WCAU,  Philadelphia, 

strikes  a  new  fashion  note 
with  a  unique  pair  of  hand- 
knitted  mittens  to  meet  the 
wintry  blasts.  On  their  backs 
is  woven  a  replica  of  WCAU's tower  with  the  call  letters 
outlined.  Flashes  emanating 
from  the  tower  spell  out 
Newcomb's  name  in  Morse 
Code. 

$34,607,000.00 

Last  year's  sales  of  eggs 
only  in  our  V2 -millivolt 
area.  WIBW  dominates 

this  diversified,  steady- 
income  market.  Let  us 
prove  it  to  YOU! 

WIBW»te 

FURTHER  RELAXATION  of 
FCC  restrictions  on  holders  of  lim- 

ited permits  was  proposed  in  a  let- 
ter to  FCC-BWC  Chairman  James 

Lawrence  Fly,  the  NAB  said  last 
week,  and  NAB  representatives 
are  taking  steps  to  bring  the  mat- 

ter before  the  Domestic  Broadcast- 
ing Committee  of  the  BWC. 

Mr.  Fly  wrote  NAB  President 
Neville  Miller  last  week  that  the 
matter  was  being  studied  by  Com- 

mittee IV,  and  would  receive  care- 
ful Commission  consideration. 

Need  for  the  new  changes  in  the 
FCC  licensing  restrictions  was 
spotlighted  at  the  17th  District 
NAB  meeting  Nov.  19-20  at  Port- 

land, Ore.,  when  Marshall  H.  Pen- 
gra,  manager  of  KRNR,  Roseburg, 
Ore.,  said  that  very  few  part-time 
engineers  would  be  able  to  oper- 

ate much  longer  under  present 
FCC  emergency  rules. 

Manpower  Problems 
He  told  the  17th  District  that 

holders  of  restricted  permits  are 
badly  needed  in  local  stations  in 
the  face  of  manpower  difficul- 

ties. FCC  has  made  them  available 
under  Order  91-B,  he  said,  but  a 
restriction  requiring  that  these 
men  pass  a  theory  examination 
within  six  months  will  force  many 
of  them  to  yield  limited  permits. 

The  17th  District  meeting  adopt- 
ed a  resolution  urging  FCC  to  sus- 

pend theory  test  for  the  duration. 
More  recently,  the  petition  has 
been  approved  by  other  NAB  Dis- 

trict meetings. 
NAB  officials  have  pointed  out 

that  Order  91-B,  permitting  hold- 
ers of  third  class  licenses  to  oper- 
ate Class  IV  (local)  stations  was 

adopted  May  26.  Six  months  have 
passed,  and  the  deadline  for  theory 
tests  is  approaching  for  personnel 
now  serving  as  limited  licensed 
technicians. 

The  17th  District  petition  ex- 
plained: "These  salesmen,  pro- 

gram men  and  other  station  per- 
sonnel although  already  fully  fa- 
miliar with  station  operation  and 

able  to  properly  perform  their  du- 
ties as  operators,  nevertheless,  due 

to  other  demands  which  are  made 
upon  their  time  in  connection  with 
many  phases  of  the  war  effort,  and 
due  to  the  lack  of  available  per- 

sonnel at  the  stations  or  elsewhere 
with  the  time  to  give  instruction 
in  technical  details,  and  due  to  a 
certain  lack  of  technical  tempera- 

ment, these  operators  are  not  able 
to  absorb  the  technical  details  nec- 

essary under  present  requirements 

to  pass  the  second  examination." 
The  petition  expresses  "appre- 

ciation for  the  sympathetic  and  in- 
telligent approach  to  this  and  other 

industry  problems  shown  by  the 
FCC".  It  refers  to  Orders  91,  91-A 
and  91-B  which  authorized  the  lim- 

ited permits. 

Although  some  opposition  was  re- 
ported by  BWC  in  April,  when  re- 

stricted permits  were  under  consid- 
eration, indications  were  that  the 

Domestic  Broadcasting  Committee 
would  look  favorably  toward  the 

suggestion. 
Labor  leaders  in  Washington 

said  they  were  aware  that  it  was 
impractical  to  expect  these  part- 
time  men  to  pass  theory  exami- 

nations in  six  months,  and  Lawson 
Wemberly,  International  Represen- 

tative of  the  International  Broth- 
erhood of  Electrical  Workers,  said 

his  organization  would  not  oppose 
the  plan. 

Pasting  Him 

DER  FUEHRER'S  FACE  in caricature  is  mounted  on  the 
studio  wall  of  WROK,  Rock- 
ford,  111.,  to  stimulate  War 
Bond  sales  on  the  Housewives 
Jackpot  program.  Names  of 
those  buying  bonds  are  writ- ten on  small  squares  of  paper 

and  pasted  on  "der  fuehrer's face".  101  sales  fulfill  the  slo- 
gan "Buy  a  bond  and  stamp 

out  der  Fuehrer's  face". 

ALL-GIRL  orchestra,  featured  in 
NBC's  Hour  of  Charm,  under  spon- 

sorship of  General  Electric  Co.,  Cleve- 
land, will  give  a  Town  Hall  concert in  New  York  Dec.  22. 

Fantastic  as  it  may  seem  to  some,  our  double-runner 

speed  demon  has  as  good  a  chance  of  setting  a  new 

vt^orld  record  as  you  would  have  of  covering  the 

Roanoke-Southwest  Virginia  market  without  WDBJ. 

Which,  to  be  perfectly  frank,  is  no  chance  at  all!  You 

see,  WDBJ  is  the  only  station  whose  voice  can  be  heard 

satisfactorily  at  all  times  throughout  this  entire  area. 

Need  we  say  more? 

ROANOKE 

CBS  Affiliate  .  .  960  K.C. 

VIRGINIA 

5000  Watts  Full  Time 

Owned  and  Operated  by  the  TIMES-WORLD  CORPORATION 

ta&  Peters,  ii\c. 
Exclusive  National  Represcntativet 
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BALTIMORE'S  BLUE 

NETWORK 

OUTLET 

Costly  telegraph  de- 
lays are  out!  Postal 

"Automatic"  is  in! 
Amazing  machines  —  only  re- 

cently perfected  by  POSTAL 
Telegraph  engineers  —  now 
flash  messages  to  any  part  of  the 
country  at  record-breaking 
speed  —  and  with  incredible 
accuracy.  These  "Automatic" 
machines  are  Postal's  — exc/«- 
sively.  Messages  sent  "Auto- 

matic" cost  you  not  one  penny more.  So  — 

Try  f/i/s  NEW  SUPER-SPEED 
SERVICE  today  I 

CALL 

Tostal 

Telegraph 
For  your  convenience,  charges 
for  telegrams  telephoned  -  in 
appear  on  your  telephone  bill. 

*For  descriptive  folder  —  address  Postal Telegraph,  157  Chambers  St.,  New  York 
or  ask  local  branch  manager. 

Disc  Makers  Hit 

OWI  Record  Plan 

Industry      Contests  Report 
On  Cost  of  Operation 
COMPLETE  disagreement  with  the 
report  on  recording  costs  issued 
by  the  OWI  [Broadcasting,  Dec. 
14]  was  voiced  by  the  Assn.  of 
Recording  Studios  last  week  after 
a  special  meeting  in  New  York. 

The  figures  as  outlined  by  the 
OWI  for  the  cost  of  its  recording 
studios  were  claimed  to  be  "incom- 

plete and  incorrect"  by  members 
of  the  ARS,  who  again  delegated 
Warren  Troob,  association  attor- 

ney, to  confer  with  the  WLB  and 
other  authorities  before  the  OWI 
receives  another  appropriation 
from  the  Budget  Committee  in 
January. 

Figures  Incomplete 
Continuing  to  protest  against 

the  Government's  entry  into  the 
recording  business  through  the 
OWI  "to  the  detriment  of  small 
independent  studios,"  the  Assn. 
stated  that  "even  if  these  figures 
were  correct,  in  no  way  can  they 
compensate  for  the  amount  of 
money,  time  wasted,  and  vital  ma- 

terials consumed  in  the  duplica- 
tion of  effort,  when  studio  equip- 
ment and  personnel  has  been  stand- 

ing partially  idle  for  over  two  years 
in  this  time  of  crisis. 
"Why  did  not  the  OWI,  instead 

of  this  enormous  waste,"  the  Assn. 
queries,  referring  to  the  newly- 
installed  and  equipped  OWI  re- 

cording studios  in  New  York,  "do 
as  they  did  with  the  shortwave  sta- 

tions— take  over  the  existing  stu- 
dio facilities  included  among  the 

members  of  the  ARS?" The  association  claimed  that 
most  of  the  independent  studios 
have  not  yet  received  payment  for 
work  done  for  the  Government  in 
August  and  have  had  to  finance 
the  necessary  expenditures  them- 

selves; that  many  independent  stu- 
dios were  forced  to  increase  their 

staffs  of  union  crews  to  handle  the 
extra  recording  assignments,  with- 

out receiving  a  definite  order  for 
work  other  than  verbal  commit- 
ments. 

Golenpaul  Negotiates  With  Several 

Potentional  Sponsors  for  'Info  Please 

Lorillard's  Plans 
P.  LORILLARD  Co.,  New  York 
(Old  Gold  cigarettes),  is  consider- 

ing a  new  half-hour  network  pro- 
gram to  supplement  the  curi-ent weekly  CBS  Nelson  Eddy  Show. 

Robert  T.  Colwell,  radio  executive 
of  J.  Walter  Thompson  Co.,  New 
York,  agency  servicing  the  ac- 

count, was  in  Hollywood  during 
the  past  week  to  supervise  record- 

ing of  three  proposed  shows  which 
are  being  -submitted  to  executives 
of  the  tobacco  company.  Under  con- 

sideration is  a  comedy  series  built 
around  Bill  Thompson,  character 
comic  feature  on  the  weekly  NBC 
Fibber  McGee  &  Molly  Show;  a 
musical  with  Gene  Krupa's  or- chestra, and  a  variety  program 
titled  Johnny  Mercer's  Music  Shop. Besides  Mercer,  the  song  writer, 
latter  show  includes  Shirley  Ross, 
actress-vocalist,  Freddie  Slack's 
orchestra  and  Ella  Mae  Morse, 
singer. 

ANNOYED  AT  the  "teaser"  cam- 
paign based  on  the  tag-line  "Lucky 

Strike  green  has  gone  to  war", which  American  Tobacco  Co.,  New 
York,  started  Nov.  9  on  the  Lucky 
Strike  Information  Please  program 
on  NBC,  Dan  Golenpaul,  owner- 
producer,  has  informed  American 
Tobacco  and  its  agency.  Lord  & 
Thomas,  New  York,  that  the  pro- 

gram will  not  be  available  to  them 
for  sponsorship  after  Feb.  5,  1943, 
when  the  contract  terminates. 

Mr.  Golenpaul's  office  said  the 
catch-line  had  proved  detrimental 
to  the  program's  efi'ectiveness  and 
that  these  "teaser"  announcements 
were  the  main  reason  for  his  can- 

cellation of  the  program  for  Lucky 
Strike  promotion.  Since  the  cam- 

paign began  there  has  been  con- 
siderable annoyance  also  among 

printing  ink  manufacturers,  who 
definitely  refute  the  impression 
that  Lucky's  change  in  package  de- 

sign has  been  caused  by  any  short- 
age of  green  ink  due  to  the  war. 

Sponsors  Dicker 
It  was  understood  that  no  adver- 

tiser had  definitely  signed  with 
Golenpaul  for  the  Information 
Please  program  when  it  goes  off 
the  air  Feb.  5.  However,  several 
are  reported  interested,  including 
Lever  Bros.  Co.,  Cambridge,  which 
has  been  looking  around  for  a  net- 

work program  for  Vimms  vitamin 
tablets  for  some  time.  BBDO,  New 
York,  the  Vimms  agency,  could 
make  no  definite  statement,  al- 

though it  was  admitted  that  Lever 
was  discussing  the  series  with 
Golenpaul. 

It  was  rumored  also  that  if  Lever 
took  the  show  it  might  be  moved  to 
CBS  in  the  Wednesday  9 : 30-10  p.m. 
period,  with  a  resultant  shift  by 
Lever  of  The  Mayor  of  Our  Town 
to  NBC  in  the  Thursday  7:30-8 
p.m.  period,  to  be  vacated  Jan.  7 
by  Abbott  &  Costello  for  a  later 
period  the  same  evening. 

Cost  of  the  Information  Please 
program  is  $8,500  per  week,  which 
may  prove  a  stumbling  block  for 
some  advertisers  interested  in  spon- 

soring it. 
Several  theories  have  been  set 

forth  as  to  a  replacement  for  the 

quiz  program  and  its  panel  of  ex 
perts  by  American  Tobacco  Co.,  the 
most  prevalent  being  a  musical  pro- 

gram with  old-time  tunes  featuring- 
Mark  Warnow's  orchestra  with 
Lynn  Murray's  chorus.  The  show would  originate  in  Carnegie  Hall, 
New  York,  it  was  reported,  and 
may  start  Feb.  12,  Fridays  8:30-9 
p.m.  on  NBC,  spot  now  occupied  by 
Information  Please.  Lord  &  Thomas 
would  not  confirm  or  deny  this  re 
port.  Some  question  arose  as  to  the 
Warnow-Murray  combination  in 
view  of  the  fact  that  they  will  be 
part  of  the  main  talent  on  the  new 
NBC  show  for  Westinghouse  Mfg 
&  Electric  Co.,  starting  Jan.  10. 

Several  other  sponsors  were  said 
to  be  considering  new  network  pro- 

grams last  week  as  follows:  P, 
Lorillard  Co.,  New  York,  for  Old 
Gold  cigarettes,  a  musical  half 
hour,  through  J.  Walter  Thompson 
Co.,  New  York;  Robert  Benchley 
as  star  of  a  comedy  program  for  an 
undisclosed  client  of  C.  L.  Miller 
Co.,  New  York;  Coca  Cola  Co.,  At- 

lanta, a  daytime  show  to  start 
about  Jan.  4  with  Morton  Downey 

as  star,  through  D'Arcy  Adv.  Co., 
New  York,  and  American  Ciga- 

rette &  Cigar  Co.,  New  York,  for 
Pall  Malls,  may  expand  its  Grade 
Fields  five-minute  show  on  the 
BLUE  to  a  quarter-hour  five  times 
weekly  series,  through  Ruthrauff  & 
Ryan,  New  York. 

iDce. irra: 

Jers 

[ore 

Mrs.  White's  Play 
SUE  TAYLOR  WHITE,  wife 
of  Paul  White,  director  of 
public  affairs  of  CBS,  is 
author  of  a  fanciful  play 
titled  "Christmas  at  Berch- 
tesgaden"  broadcast  on  NBC Dec.  18.  Mrs.  White  is  also 
the  originator  and  author  of 
Our  Sec^-et  Weapon,  pre- 

sented on  CBS  by  Freedom 
House  and  sponsored  by 

Philco  Corp.,  as  well  as  num- erous other  radio  plays  and scripts. 

KENNETH  FRY,  news  and  .special 
events  director  of  NBC  Chicago,  is  ill 
with  pneumonia. 

BOOST 

YOUR 
SALES  

^ 

Advertise  over  Central  America's  f' 
most  modern  stations 

AMeRICANS 
OF  THE  CANAL  ZONE 

Bar  AMERICAN 
Rep.:  M«lchor  Guiman  Co.  Inc. 

9  Rockefeller  Plaza,  New  York  City 

HOK-HP5K 
440  K<.  6,00$  Ke. 
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Major  Networks  to  Carry  Rendition  of 

''Command  Performance^  Christmas  Eve 

THE  ARMY'S  Command  Perform- 
ance, world's  premiere  shortwave 

program,  will  have  its  first  public 
showing  Christmas  Eve  from  11 
p.m.  to  12  m.  EWT  as  a  "Christ- 

mas present"  to  the  nation. 
Elmer  Davis,  director.  Office  of 

War  Information,  will  give  a  brief 
explanation  of  the  program,  how 
it  has  served  our  fighting  forces 
overseas,  and  officially  "present"  it to  the  domestic  audience  in  behalf 
of  the  service  men. 

To  be  broadcast  on  all  four  major 
networks  simultaneously,  the  pro- 

gram will  feature  an  outstanding 
array  of  talent.  As  is  the  case  with 
the  regular  weekly  renditions,  the 
hour-long  program  will  be  tran- 

scribed and  dispatched  for  broad- 
cast to  United  Nations  troops  the 

world  over.  The  American  radio  au- 
dience will  "look  over  the  shoul- 

ders" of  the  men  in  the  armed 
forces,  for  whom  the  program  was 
developed. 

Top  Talent  Scheduled 

Artists  who  will  perform  in  the 
Christmas  Eve  event  include  Bob 
Hope,  Bing  Crosby,  Red  Skelton, 
Edgar  Bergen,  Dinah  Shore,  Ginny 
Simms,  Dorothy  Lamour,  Ethel 
Waters,  Kay  Kyser  and  his  orches- 

tra, and  Al  Newman  and  his  20th 
Century  Fox  orchestra.  There  will 
also  be  special  choral  groups. 
Fred  Allen,  Jack  Benny  and 

Charles  Laughton  have  wired  War 
Dept.  officials  they,  too,  will  par- 
ticipate. 
OWI  offered  the  program  to  all 

four  networks,  which  promptly  ac- 
cepted. The  suggestion  was  made 

editorially  in  Broadcasting  on 
Sept.  14  that  there  be  a  gala  Christ- 

mas presentation  of  Command  Per- 
formance domestically  on  all  net- 

works and  stations.  There  is  con- 
siderable support  for  presentation 

of  the  program  to  the  domestic  au- 
dience regularly.  It  has  been  on  the 

air  44  weeks,  but  until  now  has 
never  been  heard  domestically. 

Has  Worldwide  Audience 

The  program,  in  addition  to  being 
shortwaved  over  all  available 
transmitters,  is  carried  by  BBC 
and  beamed  to  the  Middle  East 
and  to  Australia.  Transcriptions 
are  flown  by  bomber  to  such  points 
as  Cairo,  New  Delhi,  Brazzeville, 
Chungking,    Hawaii   and  Alaska, 

We  don't  hit  PUMPKIN  CENTER 

ATLANTA 

.  MBS 

for  rebroadcast.  Copies  also  are 
going  to  stations  throughout  the 
Caribbean  area  under  British  and 
American  domination. 

The  program  is  said  to  have  the 
greatest  worldwide  audience  of  any 
single  performance.  Talent  made 
available  gratis  for  each  week's 
program,  at  commercial  rates, 
would  cost  in  the  neighborhood  of 
$50,000.  Since  the  programs  were 
launched  44  weeks  ago,  it  is  esti- 

mated some  two  and  one-half  mil- 
lion dollars  in  talent  values  have 

been  donated,  including  orchestras. 

14  Drug  Firms  Included 
In  Bond  Promotion  Plan 

FOURTEEN  companies,  many  of 
them  important  buyers  of  radio 
time,  will  participate  in  the  drug, 
cosmetic  and  allied  industries  plan 
for  promotion  of  War  Bonds,  the 
Treasury  announced  last  week 
[Broadcasting,  Aug.  31,  Dec. 7-14]. 

Plan  involves  a  gift  of  five  per 
cent  of  each  firm's  radio,  newspa- 

per, magazine  and  other  advertis- 
ing, a  contribution  estimated  at 

$2,500,000.  Firms  included  in  the 
promotion  are:  Bristol-Myers  Co., 
Miles  Labs.,  Hoffman-LaRoche, 
Coty,  American  Home  Products, 
Frailey  Products.  Sterling  Prod- 

ucts, Pepsodent  Co.,  Colgate-Palm- 
olive-Peet  Co.,  Vick  Chemical  Co., 
Gillette  Safety  Razor  Co.,  E.  Fou- 
gera  &  Co.,  Centaur  Co.,  Weco 
Products  Co. 

Phonograph  Disc  Firm 

Is  Planned  by  Robbins 
TO  OFFSET  the  present  situation 
whereby  the  recording  of  hit  tunes 
usually  falls  to  established  name 
bands,  making  it  difficult  for  up- 
and-coming  talent  to  make  a  place 
for  itself,  Jack  Robbins,  of  Rob- 
bins  Music  Corp.,  New  York,  is  or- 

ganizing a  phonograph  disc  firm 
of  his  own,  recently  incorporated 
under  the  name  of  Lion  Record Corp. 

Represented  by  SPOT  SALES  Inc. 

Defamation  Ruling 
RULING  that  a  station  cannot  be 
held  liable  for  extemporaneous  de- 

famatory remarks  of  a  speaker  it 
presents,  provided  the  station  exer- 

cises "due  care  in  the  selection  of 
the  lessee  of  its  facilities  and  in 

the  inspection  of  the  script".  Judge 
Isador  Wasservogel  in  New  York 
Supreme  Court  last  week  issued  an 
order  dismissing  the  efforts  of  the 
plaintiff.  Dr.  Emanuel  M.  Joseph- 
son,  to  strike  out  defenses  offered 
by  WMCA,  New  York,  as  its  part 
of  a  slander  suit.  The  suit  was 
brought  by  Dr.  Josephson  in  1941, 
at  which  time  the  plaintiff  was  rep- 

resenting the  Democratic  candidate 
for  mayor,  O'Dwyer.  Claiming  his 
professional  reputation  had  been 
assailed  by  F.  H.  LaGuardia,  in- 

cumbent mayor,  in  a  campaign 
speech  broadcast  on  WMCA, 
Josephson  brought  suit  against  La- 

Guardia, WMCA  and  several  news- 
papers. • 

says  Suzy  our  Steno,  speaking  for  all  of  us  at 

WSAI.  "To  you  and  yours  we  send  greetings  and 

best  wishes  in  this  season  of  gladness.  May  your 

Christmas  be  merry  and  the  coming  year  full  of  joy." 

IT  SELLS    FASTER  IF  IT'S 
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CINCINNATI'S    OWN  STATION 
NBC  S  BLUE  NETWORKS  •  5,000  Walls  Doy  and   Nighl   •   Reprcsenled  by  Spot  Sales,  Inc. 

LAKE 

WHAMLAND  IS  HOMELAND 
There  are  778,300  dwellings  in  WHAMland 
.  .  .  (64.5%  owned  by  their  occupants)  .  .  . 
homes  where  "10%  every  pay  day"  for War  Bonds  and  Stamps  is  the  rule  rather 
than  exception  .  .  .  homes  that  are  both 
a  market  for  today's  goods  and  services  as 
well  as  for  the  post-war  products  those Bonds  will  buy. 

WHAM 

ROCHESTER,  N.  Y. 

WHAM  gives  you  dependable  day  and 
night  coverage  of  this  market  .  .  .  WHAM's clear-channel,  50,000  watt  signal  reaches  all of  43  Western  New  York  and  Northern 
Pennsylvania  counties  with  the  programs 
and  services  listeners  prefer.  WHAM  gives 
complete  coverage  of  the  entire  market  at 
approximately  one-third  the  cost  of  local- ized coverage  of  the  same  area. 

National  Representatives: 
GEORGE  P.  HOLLINGBERY  CO. 

50,000  Watts  .  .  .  Clear  Channel  ...  1180 
Kilocycles  .  .  .  Full  Time  .  .  .  Affiliated  with 
the  National  Broadcasting  Co.,  and  The  Blue 
Network,  Inc. 
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5  kw.  for  WRDW 

WRDW,  Augusta,  began  broad- 
casting Dec.  6  with  its  new  5,000- 

watt  transmitter.  Honoring  the  oc- 
casion were  salutes  by  CBS  and 

World  Broadcasting  System  and 
talks  by  Mayor  Woodall  of  Augusta 
and  other  notables.  Officials  of 
WRDW  are:  W.  R.  Ringson,  man- 

ager; Thurston  Bennett,  commer- 
cial manager;  Charles  Pointel,  pro- 

gram director;  Harvey  Aderhold, 
chief  engineer. CHARLOTTE'S  DISCOVERIES 

JOHN  W.  VANDERCOOK,  news 
commentator  of  NBC  New  York,  is 
narrator  on  the  special  Columbia 
Pictures  short  subject,  "Our  Second 
Front". 

WLAW 
LawranM,  Mast. 
5000  Watts 
680  KC 
C.B.S. 

WLAW 
THE 

CAPITAL 

OF 
NEW 

r^j^  ENGLAND'S 
"^•^      7TH  STATE 

Nat.  Rep.,  The  Katz  Agency 

IF  YOU  HAPPEN  to  tune  in to  WQXR,  New  York,  at  10:30 
a.m.  on  Saturdays  and  Sun- 

days you  will  hear  the  pleas- 
ant convincing  voice  of  Charlotte 

K.  Demorest  talking  over  her 
latest  apartment  or  hotel  discov- 

eries with  her  audience. 
You  will  hear  a  vivid  description 

of  the  layout,  size  and  rentals,  and 
the  exact  address  of  several  build- 

ings— given  by  a  native  New  York- 
er with  16  years  of  professional  ex- 

perience in  recognizing  a  good 
apartment  when  she  sees  one. 

Had  Failed  Before 
At  the  end  of  the  program  you 

will  hear  the  announcer's  invita- 
tion to  write  or  phone  to  the  sta- 
tion for  further  information  about 

any  of  the  apartments  or  about 
the  specific  problem  any  of  her  list- 

eners might  have.  And  New  York- 
ers totaling  some  3,000  persons 

have  taken  advantage  of  this  offer 
since  the  program  first  went  on 
the  air  April  2,  1941. 

Huber  Hoge  &  Sons,  New  York, 

IN  THE  RADIO  LIMELIGHT 
a  series  of  informative  articles  for  radio  advertisers 
and  time-buyers,  prepared  by  The  Branham  Company 

RADIO  STATION  KWKH  SHREVEPORT,  LA. 
A  SHREVEPORT  TIMES  Station 

5Q.Q0Q  V/ATTS     lUO  Kc.       CBS    South  Central  Quality  Network 
JOHN  McCORMACK,  General  Manager 

"Ark-La-Tex"  .  .  .  magic  word  to  scores  of  alert  ad- 
vertisers using  Shreveport's  50,000  watt  KWKH  to 

increase  sales  and  promote  inquiries.  "Ark-La-Tex" 
is  South  Arkansas,  North  Louisiana  and  East  Texas  — 

world's  richest  oil  and  gas  producing  area  —  where KWKH  coverage  is  dominant. 

Here,  heaped  on  top  of  new  wealth  from  wartime 
demands  for  oil,  lumber,  livestock  and  farm  crops, 
is  $300  Million  in  war  construction  —  adding  new 
payrolls  and  population. 

This  is  the  area  —  big  as  all  outdoors  —  into  which 
KWKH  sends  its  signal,  brings  top  radio-fare  to  well 
over  300,000  families.  Ask  about  KWKH  .  .  .the  sell- 

ing power  in  the  buying  market. 

For  Spots  that  SELL,  Call  a  Branham-man 

THE    BRANHAM  COMPANY 
CHICAGO  NEW  YORK 

DETROIT  ATLANTA  CHARLOHE  DALLAS  ST.  LOUIS  MEMPHIS 
KANSAS  CITY         SAN  FRANCISCO         LOS  ANGELES  SEAHLE 
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agency  handling  the  series,  has 
been  placing  radio  for  its  accounts 
on  a  national  scale  for  many  years, 

and  thought  that  Brett,'  Wyckoff, 
Potter,  Hamilton,  a  real  estate  ac- 

count, should  be  able  to  use  radio 
to  rent  apartments.  This  had  been 
tried  previously  in  New  York,  but 
had  not  proven  too  successful. 

To  do  this,  the  agency's  staff 
built  up  a  simple  five-minute  pro- 

gram which  was  merely  the  friend- 
ly, yet  authoritative,  voice  of  Miss 

Demorest  describing  apartments 
she  had  seen,  and  answering  on  the 
air  letters  that  people  wrote  in  to 
her  concerning  their  apartment 
needs. 

But  before  the  program  could  go 
on  the  air  there  was  the  question 
of  selecting  a  station.  If,  for  ex- 

ample, one  of  the  50,000-watt  sta- 
tions in  New  York  were  used,  the 

right  audience  would  be  reached, 
but  a  good  proportion  of  listeners 
would  be  far  out  of  the  city  and 
more  or  less  useless  to  Brett,  Wyck- 
off. 

On  the  other  hand,  one  of  the 
lower-powered  local  stations  would 
reach  many  who  probably  could  not 
afford  the  apartments  the  firm 
was  trying  to  rent.  A  happy  com- 

promise was  reached  in  using 
WQXR,  which  had  built  up  a  qual- 

ity audience  in  New  York  proper 
by  a  policy  of  classical  music  and 
other  high-type  programs. 

Rent  Worries 

When  the  program  started  it  was 
rather  light  and  airy  with  some  at- 

tempt at  entertainment  and  amuse- 
ment, but  the  letters  and  phone 

calls  that  came  flocking  in  to  the 
station  showed  less  interest  in  the 
conversation  than  in  such  problems 
as  having  so  much  to  spend  for 
rent  or  certain  specific  worries,  as 
needing  to  be  near  schools  or  dif- 

ferent types  of  transportation.  So 
eventually,  Apartments  on  Parade 
worked  out  into  a  program  de- 

scribing specific  apartments  and 
the  myriad  details  a  potential  ten- 

ant insists  on  knowing. 
For  the  first  13  weeks,  Brett, 

Wyckoff,  an  exclusive  sponsor  of 
Apartments  on  Parade,  reported 
good  results.  Soon,  however,  it  be- 

came obvious  that  the  program  had 
too  large  a  following  for  one  real 
estate  firm  to  carry,  so  other  man- 

agement firms  or  building  owners 
were  urged  to  insert  advertising  in 
the  program,  much  in  the  manner 
of  classified  advertising. 

In  July,  Miss  Demorest  first  took 
leave  of  absence  and  later  on  Oct. 
15,  1941  resigned  from  Brett, 
Wyckoff,  to  set  up  a  completely 
non-biased  service  for  apartment 
renters  at  no  cost  to  the  listener. 

Other  leading  real  estate  firms 
participated  on  the  program  until 
there  were  30  firms  advertising 
their  apartments  six  days  a  week. 
Each  of  them  has  been  able  to 
trace  subsequent  leases  directly  to 
the  program  depending  upon  the 
amount  of  participation.  For  in- 

stance, J.  H.  Taylor  Management 
Corp.  traced  five  leases  from  their 
first  four  broadcasts.  One  large 
building  on  Central  Park  West 
produced  inquiries  at  half  the  cost 
of  its  newspaper  advertising  and 
leases  at  one-third  the  cost.  London 
Terrace  made  four  leases  in  the 
first  five  weeks  of  the  1942  par- 

ticipation and  has  included  Apart- 
ments on  Parade  in  its  weekly 

budget  steadily  since  April,  claim- 
ing that  it  produces  results  equal 

to  New  York's  second  most  im- 
portant medium  for  real  estate  ad- 

vertising. This  is  because  Miss 
Demorest  is  regarded  by  the  public 
as  an  impartial  expert  rather  than 
the  commercial  voice  from  one  firm. 

As  Apartments  on  Parade  draws 
near  the  close  of  its  second  year, 
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I ,  is  being  used  more  and  more  by 
he  public  as  a  means  of  getting 
ree  advice  about  not  only  where 
"ut  how  to  live  in  New  York — 
/hether  to  housekeep  or  live  in 
i  hotel — whether  to  commute — how 
\iuch  maid  service  costs — where 
0  buy  furniture — how  much  and 
(7hom  to  tip — all  these  questions 
re  taken  up  on  the  program  in  a 
iudicial,  leisurely  way. 
The  advisory  capacity  of  the 

)rogram  is  kept  up  through  per- 
onal  contact  between  Miss  Demo- 
•est,  her  assistants  and  her 
isteners.  These  listeners  write  or 
elephone  in  and  receive  long  and 
ietailed  advice  on  how  to  look, 
where  to  look,  how  to  move,  etc. 
A.'partments  on  Parade  is  thus 
jarried  on  the  budgets  of  many 
real  estate  firms  in  this  city  as  an 
accepted,  time  tested  way  of  rent- 

ing apartments.  The  series  has 
(shown  another  way  in  which  radio 
can  venture  into  strange  fields  and 
produce  results  if  only  the  pro- 

gram is  tailor-made  for  the  prod- 
uct. 

Radio  Used  During  New  York  Strike 
{Continued  from  page  H) 

Bowling  Series 
NATION'S   FIRST   coast   to  coast 

j  bowling  program  takes  the  air  over 
MBS  every  week,  6:15-6:30,  begin- 

ning Jan.  2.  originating  through  the 
:  facilities  of  WHK,  Cleveland.  Sammy 
Levine,  writer-commentator  on  bowl- 

,  ing  and  editor  of  the  Cleveland  Keg- 
'.  ler,  will  conduct  the  series  titled  Ten- '  pin  Topics,  presenting  national  news 
!  on    tenpins^    duckpins.  candlesticks, 
women's  bowling  activities  and  other bowling  news. 
The  American  Bowling  Congress 

and  other  organizations  will  furnish 
Levine  with  weekly  high  score  sum- maries and  names  of  national  leaders. 
Prominent  keglers  from  among  the  es- timated 17  million  fans  in  the  United 
States  will  be  interviewed  in  direct 
pickups  on  broadcasts  of  important 
bowling  events. 

Godwin  on  Tour 
EARL  GODWIN,  BLUE  commenta- 

tor sponsored  by  Ford  Motor  Co.,  De- 
troit, flew  to  Houston  Sunday,  Dec. 

20,  to  witness  presentation  to  the 
Government  of  $36,000,000  from  the 
citizens  of  Houston,  Texas,  for  the 
construction  of  a  cruiser  to  replace 
the  USS  Houston,  lost  last  year  in  the 
battle  of  Java.  Godwin  will  also  at- 

tend the  launching  of  eight  naval  ves- 
sels at  Houston.  His  BLUE  broad- 

casts will  originate  from  KXYZ  dur- 
ing his  stay.  G.  W.  (Johnny)  John- 

stone, BLUE  director  of  news  and 
special  features,  flew  to  Houston  Dec. 
19,  to  arrange  the  Godwin  broadcasts, 
scheduled  for  Dec.  20  and  21.  .John- 

stone will  go  to  Memphis  to  arrange 
for  Godwin  to  broadcast  from  that 
city  Dec.  22.  retui-ning  to  New  York 
the  next  day. 

Roberts  Delivers  Eulogy 
EULOGY  at  the  funeral  of  Orland  S. 
Loomis,  late  Governor-elect  of  Wis- 

consin, was  delivered  by  his  close 
friend,  Glenn  D.  Roberts,  principal 
owner  of  WEMP.  Milwaukee,  and 
State  chairman  of  the  Wisconsin  Pro- 

gressive Party.  Gov.-elect  Loomis,  47, 
died  a  few  hours  before  ho  was  sched- 

uled to  make  an  address  on  the  Wis- 
consin Networl<.  Funeral  services  were 

held  two  days  later  in  the  rotunda  of 
the  State  capitol  at  Madison,  and 
were  broadcast  by  eight  Wisconsin 
Network  stations  and  fed  to  six  addi- 

tional stations. 

reported  to  have  taken  any  specific 
time. 

In  expanding  its  new  schedules, 
WNEW  cut  indiscriminately  into 
its  commercial  commitments  to 
bring  the  New  York  audience 
emergency  news  roundups  of  10- 
minute  and  quarter-hour  duration, 
in  addition  to  the  station's  regular 
policy  of  five  minutes  of  news 
every  hour  on  the  half  hour.  Spon- 

sors who  relinquished  their  com- 
mercial time  on  WNEW  as  a  cour- 

tesy measure  to  the  station's  ef- forts to  service  the  public  were 
I.  J.  Fox,  Howard  Clothes,  Bar- 

ney's Clothes,  Michael's  Clothes, 
Tappin's  Jewelry  stores,  Grove Laboratories  and  Canadian  Fur. 
The  station  also  was  swamped 
with  requests  for  time  from  the 
moving  picture  companies  and 
theatres,  but  managed  to  sandwich 
in  numerous  extra  commercial  half- 
hour,  quarter-hour  and  one-minute 
spots  during  the  days  of  the  strike. 
WHN,  by  coincidence,  effective 

Dec.  14,  the  day  the  strike  began, 
had  started  50  more  news  periods 
per  week,  of  which  46  were  signed 
by  a  new  sponsor,  Purepac  Corp., 
New  York  (Flemex) ,  with  Sid  Wal- 

ton handling  the  broadcasts.  The 
station  added  no  more  news  pe- 

riods for  the  emergency  but  car- 
ried a  large  amount  of  the  picture 

business. 

WINS  added  four  quarter-hour 
newscasts  daily,  stressing  local 
headlines  as  well  as  national  news 
of  importance  as  collected  from  the 
newspapers  affected  by  the  strike; 
WMCA,  which  already  has  a  news 
tie-up  with  The  New  York  Times, 
merely  increased  the  hourly  Times 
newscasts  from  three  to  five  min- 

utes; WOR  put  on  a  purely  local 
newscast  Dec.  14  at  5  p.m.  and 
at  6  p.m.  featured  Uncle  Don  read- 

ing the  more  popular  comics,  which 
would  have  been  distributed  in  the 
metropolitan  papers;  and  WQXR, 
through  its  regular  schedule  of 
news  supplied  by  The  New  York 
W orld-T elegram,  increased  the  cov- 

erage of  local  news  and,  as  a  spe- 
cial feature,  presented  Mrs.  Estelle 

Sternberger  in  a  condensation  of 
the  daily  columns  in  the  same 
paper  by  Mrs.  Roosevelt  and  Ray- 

mond Clapper. 

WNYC,  New  York's  municipal 
station  which  ordinarily  presents 
one-minute   of  news   every  hour. 

MILTON  CROSS,  NBC  announcer, 
has  been  appointed  chairman  of  the 
newly-created  radio  council  of  Boy 
Rangers  of  America,  with  national 
beadriuarters  in  New  York. 

increased  that  period  to  five  min- 
utes and  also  added  four  10-min- 

ute  periods  of  special  local  news. 
WOR  reported  two  more  advertis- 

ers later  in  the  week,  when  the 
New  York  Herald  Tribune  spon- 

sored a  full  quarter-hour  of  news 
Wednesday  morning,  and  the  Sat- 

urday Evening  Post  contracted  for 
10  one-minute  announcements  and 
two  chain-breaks.  The  latter  mag- 

azine also  took  three  news  periods 
and  some  participations  on  WABC. 

Warner  Bros,  joined  the  parade 
of  amusement  advertisers  on 

WJZ,  taking  over  nine  one-minute 
announcements  Thursday  and  Fri- 

day to  promote  "Casablanca"  and 
"Flying  Fortress".  Agency  for 
Warners  is  Blaine-Thompson  Co., 
New  York,  which  placed  several 
thousands  of  dollars  worth  of  busi- 

ness on  the  local  stations  during 
the  strike  period. 

According  to  Bert  Prager,  radio 
director  of  Donahue  &  Coe,  that 
agency  placed  a  total  of  about 
$15,000  for  Loew's,  Radio  City 
Music  Hall,  Capitol  and  Center 
Theatres,  RKO  and  20th  Century- 
Fox.  At  Buchanan  &  Co.,  Jack 
Wyatt,  radio  director,  estimated 
the  week's  expenditures  for  Para- 
mount's  "Palm  Beach  Story"  at 
$6,000.  He  stated,  also,  that  only 
a  small  portion  of  the  campaign 
was  cancelled  Thursday,  after  the 
strike  was  settled,  with  the  major- 

ity of  the  spots  continuing  on 
seven  local  stations  despite  the 
sale  of  newspapers  on  the  stand. 
Buchanan  placed  mostly  tran- 

scribed announcements  for  Para- 
mount with  some  live  tie-ins,  the 

recordings  having  been  prepared 
at  World  Broadcasting  System  all 

day  Monday  to  put  the  announce- ments on  the  air  by  6  p.m.,  the 
first  day  of  the  strike. 

Several  station  and  agency  exec- 
utives queried  by  BROADCASTING 

voiced  the  opinion  that  last  week's 
strike  may  bring  about  an  in- 

crease in  business  for  radio  from 
the  inotion  picture  industry,  which 
ordinarily  concentrates  on  newspa- 

pers for  promotion  of  its  features 
playing  at  local  theatres. 

"That  reminds  me  —  my  wife 
always  tuned  WFDF  Flint  Michi- 

gan for  the  Cooking  School." 

Of  ̂  

COHClt
tS\OH 

Advertisers  in  this  rich 

farm  belt  already  know 
the  selling  impact  of 
WTAD.  But  we  wanted  a 

more  exact  measurement. 

So  we  asked  the  Robert 

S.  Conlan  organization  to 

find  out  .  .  .  through  co- 
incidentals  in  Quincy; 

through  personal  inter- 
views outside  the  city. 

In  the  city — where  10  sta- 
tions were  mentioned — an 

average  of  close  to  half 
of  all  the  listeners  were 
tuned  to  WTAD  ...  a 

127%  larger  audience  than 

any  competing  station! 

Outside  the  city,  two  out 

of  every  three  listeners 

reported  WTAD  as  their 
favorite  station  —  50% 
more  mentions  than  the 
nearest  competitior! 

Here's  another  foregone 
conclusion.  Surveys  prove 

it.  Unique  merchandising 

campaigns  confirm  it. 
WTAD  — serving  563,000 
listeners  in  Quincy  and 

throughout  the  richest 

farm  land  in  the  world — 
can  make  your  sales  curve 

jump  .  .  .  UP  .  .  .  FAST! 

A  CBS  STATION 

1000  Watts,  Day  and  Night 

930  Kilocycles 

WTAD 

QUINCY,  ILLINOIS 

Represented  Nationally 
by    the    Katz  Agency 

BROADCASTING  •  Broadcast  Advertising December  21,  1942  •  Page  59 



365,000  people  make  the 

Youngstown  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

WCHS 

CHARLESTON,  W.  VA. 

5,000'oN  580 
CBS  AFFILIATE 

560  KC 
5000  WATTS 

— Portland,  Maine — 

50,000  WATTS 

CLEAR  CHANNEL 
Exclusive  NBC  Outlet 

MIMMPAPmiC      •      CAIKIT   DAI  II 

CBS  Protests  Special  Authorization 

Permitting  WNYC  Evening  Operation 
FLABBERGASTED  over  the  Dec. 
1  action  of  the  FCC  granting 
WNYC,  municipally-owned  station 
in  New  York,  authority  to  operate 
during-  evening  hours  under  a  "spe- 

cial service  authorization",  CBS 
last  Saturday  protested  the  grant 
and  asked  for  an  explanation. 

Acting  in  behalf  of  WCCO,  Min- 
neapolis, which  it  owns,  the  net- 

work asked  the  Commission  to  re- 
consider and  vacate  its  order  grant- 

ing Mayor  LaGuardia's  station  vir- 
tually fulltime,  in  lieu  of  daytime 

operation  on  the  WCCO  830  kc. 
clear  channel.  It  requested  the  mat- 

ter be  set  down  for  hearing  and 
that  WCCO  be  permitted  to  inter- 
vene. 

Interference  Would  Result 

CBS  pointed  out  that  on  Oct. 
29,  nine  days  after  the  Commis- 

sion had  denied  the  application  of 
WNYC  for  duplication  on  the  clear 
channel,  the  New  York  station  filed 
application  for  a  special  service 
authorization  for  operation  until 
10  p.m.  This  was  granted  by  the 
Commission  on  Dec.  1,  with  Com- 

missioners Craven  and  Case  dis- 
senting. , 

Contending  there  was  nothing  in 
the  public  record  which  indicated 
that  the  facts  were  any  different 
than  those  presented  at  the  formal 
hearing,  CBS  said  it  appeared  evi- 

dent the  same  degree  of  interfer- 
ence would  result  from  the  opera- 
tion as  proposed  as  would  have 

developed  if  the  original  applica- 
tion had  been  granted.  It  pointed 

out,  however,  that  no  facts  were 
available,  since  no  explanation  was 
given  for  the  action. 
CBS  said  it  was  unable  to  de- 

termine whether  the  factual  basis 
for  the  grant  was  based  on  the 
same  findings  adduced  following 
the  formal  hearing  or  upon  differ- 

ent findings. 

Claims  Regulations  Violated 

In  citing  purported  errors  in  the 
Commission's  action,  CBS  said  the 
Commission  had  ordered  substan- 

tial modification  of  the  license  of 
WCCO  contrary  to  its  own  regu- 

lations; that  the  operation  of 
WYNC  as  proposed  Vvould  result  in 
interference;  that  the  order  was 
entered  without  notice  and  hearing 
and  results  in  a  clear  channel 
breakdown;  and  that  the  action 
reached  a  result  opposite  to  that 
which  was  reached  following  formal 
hearing  on  essentially  the  same 
request  of  WNYC. 

The  Commission  was  asked  to  hold 
in  abeyance  any  order  permitting 
WNYC  to  operate  pending  con- 

sideration of  its  protest  and  peti- 
tion and  to  vacate  the  WNYC  grant 

and  set  the  whole  matter  down  for hearing. 

Should  the  FCC  deny  the  protest 
the  way  would  be  open  for  appeal 
by  CBS  to  the  United  States  Court 
of  Appeals  for  the  District  of 
Columbia.  In  the  past  the  Com- 

mission has  maintained  in  litiga- 
tion that  "special  experimental" 

authorizations,  which  superseded 

the  "special  service"  authoriza- 
tions, were  not  actually  licenses  but 

only  temporary  sanctions  and 
therefore  were  not  appealable. 

Tribute  to  Knode 

A  SINCERE  tribute  to  Lt. 

Tom  Knode,  former  Esso  Re- porter on  WRC,  Washington, 
and  news  editor  of  NBC 
Washington,  was  broadcast 
last  Monday  by  Earl  Godwin 
on  his  regular  Ford  Motor 
Co.  program  on  the  BLUE 
(see  story  on  page  43).  Lt. 
Knode,  now  in  the  Army,  has 
been  reported  wounded  in  a 
base  hospital  in  New  Guinea 
and  Godwin,  a  friend  of  his, 
urged  those  who  knew  him  to 
write  him  a  cheery  letter.  His 
address  is  Lt.  Thomas  Knode, 
0349328,  Company  E,  122d 
Infantry,  APO  32,  c/o  Post- 

master, San  Francisco. 

Hope  Leads  Hooper 
BOB  HOPE,  Charlie  McCarthy, 
Fibber  McGee  &  Molly,  and  The 
Aldrich  Family,  in  that  order,  hold 
the  first  four  positions  in  the  Dec. 
15  Hooper  "National"  Evening 
Ratings  report.  Others  in  order  on 
the  list  of  "First  15"  are  Jack 
Benny,  Radio  Theatre,  Frank  Mor- 

gan-Fanny Brice,  Screen  Guild 
Players,  Jergens  Journal,  Bing 
Crosby,  Eddie  Cantor,  Mr.  District 
Attorney,  Kay  Kyser,  Rudy  Vallee 
and  Bandwagon.  The  Hooper  re- 
poi't  also  stated  that  Red  Skelton 
leads  the  programs  broadcast  after 
10:30  p.m.  (EWT),  and  therefore, 
not  measured  in  the  Eastern  time 

Son  Dies  in  Action 

PVT.  NOEL  MORRIS  of  the  Royal 
Regiment  of  Toronto,  reported 
"killed  in  action"  at  Dieppe  Aug. 
19,  was  the  eldest  son  of  Philip 
Morris,  manager  of  CFPL,  London, 
Ont. 

STANLEY  .1.  QUINN,  Australian 
radio  representative  of  J.  Walter 
Thompson  Co.,  New  York,  since  De- cember, 1940,  has  replaced  Frank 
Cuhel  as  Mutual  eorresiDondent  and 
newscaster  in  Australia  and  is  heard 
thrice-weekly  on  the  MBS  overseas 
news  report.  Cuhel  is  to  be  transferred 
to  another  war  zone  post  as  yet  un- disclosed. 
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Loss  of  Revenu* 

Gets    FCC  Stud^ 

Fly  Expresses  Concern  Ove  fact 
Plight  of  Small  Stations  fe 
ALTHOUGH  no  positive  actio 

was  taken  last  week  to  relieve  th* 
smaller  stations  who  are  opei'atin 
at  a  loss,  it  was  learned  that  th; 
FCC  is  currently  studying  the  17 
stations  which  lost  money  last  yea 
as  well  as  an  additional  100  whic 

just  managed  to  squeeze  throug' the  1941  year. 
Until  this  report  has  been  com 

pleted,  it  is  unlikely  that  Gardne 
Cowles  Jr.,  OWI  associate  direc| 
tor,  will  take  any  steps.  When  ques 
tioned  last  week  he  said  that  th_. 
FCC's  report  would  likely  be  com 
pleted  in  January. 

Situation  Acute 
Deep  concern  was  still  the  key; 

note  of  FCC  Chairman  Fly's  re' marks  in  discussing  the  plight  o 
the  small  stations  at  his  press  coni 
ference  last  Monday.  In  fact,  h 
said,  the  situation  was  acute  ir 
smaller  towns  and  cities  served  bj 

a  single  station  since  there  is  "per 
haps  not  a  more  essential  statior 

in  the  whole  structure". 
Commenting   on   tax  measures! 

Mr.  Fly  said  he  felt  that  they  maj 
be  helpful  but  added  they  would  nol 
represent  a  major  factor  of  allevia 
tion.   When  asked  about  "uneco 
nomic  licensing",  the  chairman  re 
plied  that  stations  are  licensed  pri 
marily  on  the  basis  of  serving  the 
public  interest.  Of  course,  he  said 
the  capital  structure  behind  anj^ 
proposed  station  is  considered  and 
pointed  out  that  it  must  be  ample 
In  justifying  the  existence  of  most  f,^ 
stations,  he  observed  that  very  few 
left  the  air  during  the  depression 
and  felt  this  was  sufficient  evidence, 

to  minimize  the  claim  of  "uneco 

nomic  licensing". He  said  that  conferences  with  in 

terested  OWI  officials  were  being- conducted  and  everything  possible 
would  be  done  to  solve  the  problem 
Chairman  Fly  said  that  war  needs 
and  Government  information  are 
dependent  upon  small  stations  as 
part  of  the  mass  communications 
program.  He  was  emphatic  about 

this,  saying  that  news  and  infoi'ma 
tion  must  reach  listeners  "in  the 

forks  and  creeks". 

111 

KMBC 

WMC CONNECTICUT'S  PIONEER  BROADCASTER 

^  #\   M  n  n 

and  >N6
5W 

5000  wat»s  •  CBS  •  Arthur  B,  Church,  President 
of  Kansas  City  ^  .,.,.^8  P'w"®''* 

Ask  your  Agency  to  ask  the  Colonel! 

^FREE  &-  PETERS.  Inc.,  National  Representotives 
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Contracts  of  AFRA 

flVear  Completion 
Pacts  With  10%  Increase  to 
Be  Submitted  to  Networks 

^AMERICAN  Federation  of  Radio 
.Artists  will  probably  have  the  ma- 

jority of  its  sustaining  contracts 
revised  in  line  with  the  tentative 
(agreement  reached  Dec.  3  with  the 
major  networks  and  key  stations 
[Broadcasting,  Dec.  7]  and  ready 
for  submission  to  the  broadcasters 
sometime  this  week,  the  union  re- 

ported Friday. 
Earlier  in  the  week  difficulties  in 

revising  some  of  the  42  individual 
contracts  involved  had  appeared 
insurmountable. 

Despite  the  fact  that  an  agree- 
ment had  been  reached  on  the  ma- 

jor point  of  minimum  wage  scales, 
which  are  to  be  advanced  10% 
over  the  minimums  called  for  in 
the  original  agreements  signed  in 
1940.  While  there  are  still  some 

ji  points  to  be  settled,  AFRA  execu- 
ji  tives  on   Friday  were  optimistic 
,  about  the  outcome. 

'  Blue  Agreement 
Chief  development  of  the  week 

'\  was  the  BLUE  agreement  to  go :  along  with  the  other  networks  on 
U  the  10%  increase  in  minimums.  The 
rl  BLUE  had  originally  felt  this  too 
^  steep  a  boost  for  a  network  that 
was  still  in  its  first  year  of  inde- 

i;  pendent  operation,  especially  as  the 
I  original  scales,  inherited  from  NBC, 
were  felt  to  be  higher  than  the 
BLUE  would  have  accepted  on  its 
own.  Further  discussions,  however, 

-  resulted  in  the  BLUE  going  along 
^  with  the  general  agreement. 
1      Question  was  raised  whether  the 
,1  escalator  clause  in  the  new  con- 
;  tracts,  providing  for  their  reopen- 

ing a  year  from  now  if  the  Gov- 
[I  ernment  cost  of  living  index  has 
risen  more  than  10  points  from  its 

;  present  level,  does  not  conflict  with 
,  the  ruling  of  the  War  Labor  Board 
I  that  there  shall  be  no  wage  in- 
,  creases  of  more  than  15%  above 
the  scale  paid  Jan.  1,  1941.  AFRA 
explained  that  the  WLB  rules  only 
on  actual  wage  increases  and  that 
the   increases  immediately  asked 
for  are  less  than  15%. 

If  the  cost  of  living  goes  up 
more  than  10%  in  the  next  year 
and  if,  at  that  time,  further  in- 

creases are  agreed  upon  by  AFRA 
and  the  broadcasters,  these  will 
have  to  be  submitted  at  that  time 
to  the  WLB,  AFRA  pointed  out. 

NAB  Convention  Plans  for  Next  Year 

To  Be  Discussed  at  Meeting  of  Board 

THE  VOICE  OF  MISSISSIPPI 

b30    KC.    5000   WATTS    DAY  AND 
NIGHT    ir    BLUE  NETWOflK 

WHETHER  THE  NAB  will  hold 
its  convention  in  1943  at  all,  in  the 
light  of  war  transportation  condi- 

tions, will  be  considered  by  the 
NAB  board  of  directors  at  its  next 
meeting  in  latter  January  or  early 
February.  The  convention  tenta- 

tively is  set  for  New  Orleans  in 
April  or  May,  though  considera- 

tion has  been  given  to  a  shift  to 
Chicago,  more  centrally  located  and 
where  adequate  facilities  apparent- 

ly would  be  available. 
Suggestion  last  week  by  Joseph 

B.  Eastman,  Director  of  Defense 
Transportation,  that  conventions 
which  will  not  contribute  in  an  im- 

portant wav  to  the  winning  of  the 
war  should  be  banned  brought 
from  NAB  President  Neville  Miller 
the  observation  that  the  whole  mat- 

ter would  be  presented  to  the 
board.  The  last  NAB  convention, 
in  Cleveland,  selected  New  Orleans 
as  the  1943  site. 

Mr.  Eastman  said  a  number  of 
requests  had  been  received  for  the 
Government's  attitude  on  holding 
of  conventions  involving  inter-city 
travel.  He  asserted  individual  as- 

sociations must  make  their  own  de- 
cisions, but  indicated  that  no  such 

gatherings  would  be  justified  in 
view  of  the  war  burdens  on  the 
transportation  system,  unless  they 
would  help  to  shorten  the  war. 

May  'Remote'  Meet 
Expanding  war  production, 

larger  troop  movements,  as  well  as 
a  rising  volume  of  travel  on  war 
business  would  subject  the  already 
heavily    burdened  transportation 

DISC  FEES  STAND 

SAYS  HARRY  FOX 

RECORDING  royalty  fees  for 
transcription  libraries  will  proba- 

bly remain  at  the  current  rate 
of  $10  per  year  per  composition 
per  master  throughout  1943,  Harry 
Fox,  agent  and  trustee  for  a  large 
number  of  music  publishers,  includ- 

ing most  ASCAP  publisher  mem- 
bers, stated  last  Friday.  He  had 

previously  announced,  on  behalf  of 
his  principals,  that  the  fees  were 
reverting  to  their  former  rate  of 
$15  [Broadcasting,  Nov.  23]. 

Reduction  in  1942,  Mr.  Fox  ex- 
plained, had  been  based  on  the 

fact  that  with  the  war  between 
ASCAP  and  the  broadcasters  just 
concluded  there  were  many  sta- 

tions which  a  year  ago  were  not 
licensed  to  broadcast  ASCAP  mu- 

sic. The  producers  of  transcription 
libraries  had  asked  for  a  reduction 
in  their  payments  for  recording  li- 

censes for  that  reason,  he  said,  and 
his  publishers  agreed  to  cut  the 
fee  by  $5  for  1942.  Stressing  the 
point  that  this  reduction  was  clear- 

ly announced  as  a  temporary  ar- 
rangement, with  the  understand- 

ing that  the  former  scale  would  be 
resumed  when  ASCAP  music  was 
again  in  general  use  by  broadcast- 

ers. Mr.  Fox  said  that  his  pub- 
lishers had  felt  that  this  condition 

had  been  met  and  had  accordingly 
announced  the  reversion  to  the  $15 
fee  for  1943. 

lines  to  heavier  strains  in  1943,  he 
pointed  out.  He  added  that  every 
convention  or  meeting  canceled, 
even  if  it  would  have  involved 
travel  by  only  a  comparatively 
small  number  of  persons,  will  mean 
a  "decidedly  worthwhile  saving  of 
transportation  facilities  and  will 
itself  constitute  a  contribution  to 

the  war  effort". The  NAB  convention  usually 
draws  an  overall  attendance  of 
some  1200,  of  whom  1,000  are  reg- 

istered from  out  of  town.  Many 
trade  groups  this  year  have  con- 

ducted their  conventions  by  mail, 
interchanging  information,  circu- 

lating speeches  that  would  have 
been  made  and  handling  other 
ordinary  convention  matters,  by  re- 

mote control,  including  elections. 
Mr.  Eastman  suggested  that 

trade  groups,  in  considering  the 
holding  of  conventions,  ask  them- 

selves if  the  proposed  convention 
"will  contribute  in  an  important 
way  to  the  winning  of  the  war" and  whether  the  gathering  will 
"help  to  shoi'ten  the  war".  If  the 
answer  is  no,  he  added,  "I  strongly 
urge  that  the  convention  plans  be 
abandoned. 

"I  realize  that  I  am  proposing  a 
difficult  test,  one  which  few  organi- 

zations can  pass,  but  the  war  de- 
mands on  our  transportation  fa- 
cilities call  for  this  test." 

In  1943 
Remember 

"The  Voice  of  Mississippi" 
WJDX-Jackson 

FOR  MAXIMUM  RESULTS 
IN  THE  GROWING, Able-to-buy 

Mississippi  Market 
* 

— employment  UP 
— buying    power  UP — farm  income  V/AY  UP 
— livestocl<  soles  UP 

* 

WJDX    Dominates  Mississippi's EXPANDED   civilian    and  military 
Markets — WJDX  con  get 

RESULTS  FOR  YOU 

Owned  and  Operated  by 

LAMAR 
LIFE  INSURANCE 

COMPANY 
JACKSON,  MISSISSIPPI 

IIS0 

Wevegota  righf  to  boasf.  Our 

Tobacco  mflrke+^  openecfiv/fliffie 

W\afnes\  prices  e^er.  Livesfock 

market  prices  ate  way  up.  defense 

projects  fiave  brought  neiv  wealih, 

new  people  to  our doot.  We're  not- exclusive . . .  Reach  us  ar\y  Joy 

over  the  Pome  I  Boone  N/et  I 

DANIEL  BOONE  NET 

iuith  permAncnfc  lines  befctueen 

WOPI-WISE-WKPT 

w  Harry  Cummi'ngs  -  Soafh  Ea^t  Rep 
WfSTiRNflCAROLINA'SOUJHWeSTm&NIA'BfiSTTeHNBSSiB 
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America  honors  its  to 

. . .  and  Two  are  mem 

Stanley  Crawford,  Woodlynne,  N.  J.,  honored  by  the 
President  for  suggesting  a  new  type  of  caliper  used 
at  RCA  Victor.  This  caliper  salvages  1 3  out  of  16  cast- 

ings previously  rejected,  thus  saving  valuable  semi- 
finished material  and  many  skilled  man-hours.  It  has 

been  adopted  by  war  plants  throughout  the  country. 

Edwin  C.  Tracy,  Rockviile  Center,  N.  Y.,  received  a 
WPB  award  from  the  President  for  suggesting  an  os- 

cillator to  test  radio  equipment-  designed  for  fighting 
planes.  Testing  time  was  thus  cut  down  from  8  hours 
to  3  minutes.  Mr.  Tracy's  oscillators  are  now  installed, 
or  on  their  way  to  every  American  flying  field. 



3  Production  Heroes 

of  the  RCA  Family 

The  President  of  the  United  States  has  person- 

ally honored  ten  American  workers  for  contrib- 

uting outstanding  suggestions  to  further  the 
war  effort. 

Two  of  these  ten  heroes  of  the  home  front 

— chosen  from  the  nation's  millions  of  war 
workers  —  are  skilled  craftsmen  at  RCA.  As  a 

war  plant,  we  are  proud  to  have  two  winners. 

In  addition,  the  War  Production  Board  has 

selected  a  total  of  142  workers  from  the  entire 

country  as  meriting  special  honor  for  their  sug- 

gestions to  increase  and  improve  America's 
war  output. 

21  of  that  grand  total  were  men  and  women 

who  were  doing  their  share  at  RCA ! 

To  radio  dealers,  servicemen,  amateurs,  and 

radio  engineers  everywhere,  this  comes  as  no 

surprise.  They  have  seen  in  a  hundred  ways  over 

dozens  of  years,  what  RCA  initiative,  imagina- 

tion, and  skill  can  mean  to  radio.  They  have 

learned  that  from  top  to  bottom — from  engineer- 

ing to  production,  from  designing  to  packaging, 

from  construction  to  pioneering — RCA  leads 
the  way  in  all  branches  of  radio  and  electronics. 

When  peace  returns,  they  can  be  certain  that 

RCA  will  once  again  prove  its  leadership  —  in 
the  development  of  new  and  better  radio  tubes, 

radio-phonographs,  broadcast  equipment,  and 
electronic  devices,  in  the  perfecting 

of  new  production  techniques,  in 

the  creation  of  new  radio  products 

to  serve  America's  industries  and 
America's  homes. 

FQgyiCTORY BUY 

WAR 
BONDS 

Other  RCA  Workers  Honored  by  the 
War  Production  Board 

C.  F.  Bartlam Miss  Victoria  Kocher 

L.  J.  Cronin Mrs.  Bonny  Lee  Smith  Lewis 

Joseph  F.  Eckert,  Jr. James  G.  McKelvie 
Charles  I.  Elliott Leon  Morrell 

A.  S.  Fish Andrew  Rau 

Thomas  Flynn Fred  F.  Rimmler 

Frank  E.  Giessen Albert  P.  Ruggieri 

Charles  W.  Hear Thomas  H.  Shelling 

Edward  S.  Hoffman Arthur  Waggoner 
Benj 

amin  Willett 

RCA  LEADS  THE  WAY 

IN  RADIO  *  IN  TELEVISION  •  IN  ELECTRONICS 

Radio  Corporation  of  America 



Darlington  Is  Named 

OWI  Campaigns  Chief 

BROOKS  DARLINGTON,  who  for- 
merly handled  the  Cavalcade  of 

Amoica  program  for  duPont,  last 
week  was  appointed  campaign  man- 

ager of  the  Bureau  of  Campaigns, 
Office  of  War  Information,  and  was 
detailed  by  Ken  R.  Dyke,  chief  of 
the  bureau,  to  handle  and  coordi- 

nate all  promotion  pertaining  to 
transportation  problems.  He  has 
taken  leave  from  the  duPont  com- 

pany, where  he  was  sales  promo- 
tion manager  of  the  Nylon  Divi- 
sion handling  special  investigations 

and  reports  in  connection  with 
Army  procurement. 

Mr.  Darlington  will  act  as  liaison 
between  the  OWI  Bureau  of  Cam- 

paigns and  the  War  Production 
Board,  Office  of  Defense  Transpor- 

tation, Office  of  Price  Administra- 
tion and  industry  groups  working 

on  such  campaigns  as  rubber  con- 
servation, gas  rationing,  car  pool- 

ing, truck  conservation,  reduction 
in  rail  and  bus  travel  and  other 
government  campaigns  of  a  war 
nature. 

WHO  Corn  Festival 
THE  SIXTH  annual  Radio  Corn 
Festival  of  WHO,  Des  Moines, 
drew  149  exhibitors  showing  over 
1,100  ears  of  corn.  The  Pioneer, 
DeKalb,  Funk  and  Vinton  Hybrid 
seed  corn  companies  cooperated 
with  WHO.  J.  W.  Strike  of  Mar- 
shalltown,  veteran  corn  showman 
and  twice  previously  a  runner-up, 
won  the  grand  championship 
award. 

And  this  job  takes 
priority  over  All 
—with    W  B I G  ! 

A    Columbia    Bread-  .  ̂  
eoHing  Syrtem  AfflU- ate. 

EDNEY 
RIDGE DIRECTOR 

WBIC 
CREENy-BORO,  N.C. CEO.P.HOLLINCBERr  •  CO..  NAT.RER 

Revision  Deferred 

On  Manpower  List 
More  Changes  in  Definitions 
Of  Occupations  Proposed 
REVISION  of  the  Occupational 
Bulletin  No.  27  which  covers  the 
communications  industries,  includ- 

ing broadcasting,  has  been  post- 
poned as  a  result  of  minor  changes 

decided  upon  last  Thursday  after- 
noon at  a  special  meeting  between 

BWC  representatives  and  War 
Manpower  Commission  officials. 

This  week  WMC  officials  are 
scheduled  to  consider  the  essential 
occupations  and  the  breakdown 
list  of  definitions.  As  soon  as  these 
lists  have  been  approved  they  will 
be  prepared  for  release  to  local 
USES  offices  for  use  in  guiding 
local  draft  boards  in  the  careful 
classification  of  broadcasting  em- 

ployes. News  and  the  War 

Stations  can't  exist  for  the  iso- 
lated purpose  of  news  and  informa- 
tion without  subsidization,  FCC 

Chairman  Fly  commented  at  his 
press  conference  last  Monday. 
Then  he  pointed  out  that  this  was 
not  the  American  way  of  broad- casting. 

Audiences  must  be  built  up,  he 
asserted,  and  said  this  can't  be 
done  without  the  aid  of  entertain- 

ment. To  dramatize  this  point  he 
said  that  audiences  can't  be  turned 
on  and  off  merely  by  the  twist  of  a 
dial.  This  comment  came  from  a 
published  report  which  said  that 
War  Manpower  Commission 
officials  were  primarily  concerned 
with  the  broadcast  of  news  and  in- 

formation relevant  to  the  war 
effort. 

Explaining  the  FCC's  position, 
Mr.  Fly  said  that  all  positions  es- 

sential to  the  requirements  of  "con- 
tinuity, stability  and  security"  will 

be  recognized. 

Peg  Maloney  to  Remtico 
MARGARET  (PEG)  MALONEY 
has  re.signed  as  publicity  director  of 
WKRC,  Cincinnati,  to  join  Reming- 

ton Rand  Inc.  in  charge  of  Louisville 
office  of  Remtico  Supplies  Div.  Before 
joining  WKRC  in  1938  Miss  Maloney 
was  managing  editor  of  Radio  Dial, 
Cincinnati.  James  M.  Patt,  sales  pro- 

motion director  of  WKRC,  takes  over 
publicity  duties.  Francis  Swing  has 
been  named  continuity  supervisor. 

"...scripts  equalling  in 
quality  and  often 

surpassing  network 

shows."  KFNF 
•  A  new  series  of  ASCAP  Radio 
Program  Service  shows  is  avail- 

able without  cost  to  any  ASCAP- 
licensed  station.  These  programs 
are  written  in  complete  under- 

standing of  the  problems  of  both 
Program  and  Commercial  Mana- 

ger. Write  or  wire  at  once. 

ASCAP 

Radio  Program  Service 
30  Rockefeller  Plaza    •   New  York 

The  Show  Goes  On 

FOR  TEN  hours  last  Wed- 
nesday WGAR,  Cleveland, 

relayed  programs  from  its 
Statler  Hotel  studios  to  the 
transmitter  by  shortwave 
when  the  telephone  cable  car- 

rying WGAR's  transmitter- studio  line  was  accidentally 
severed  by  a  construction 
crew.  Lloyd  Wingard,  assis- 

tant chief  engineer,  after  ob- 
taining FCC  approval,  fed 

all  programs  through  the 
station's  shortwave  trans- mitter WEMU. 

Barbasol  Co.  to  Sponsor 

Singin'  Sam  on  Mutual 
BARBASOL  Co.,  New  York  (shav- 

ing cream),  will  again  sponsor 
Singin'  Sam,  who  some  years  ago 
became  known  to  radio  listeners 
as  "The  Barbasol  Man",  before 
going  to  Coca  Cola  Co.,  Atlanta, 
as  a  recorded  feature  on  stations 
throughout  the  country.  With  the 
AFM  ban  on  transcriptions  elimi- 

nating the  possibility  of  producing 
new  discs  of  the  musical  feature, 
which  included  orchestral  accom- 

paniment, Coca  Cola  dropped  the 
series  at  the  termination  of  the 
last  contract. 

Barbasol  will  start  the  program 
on  Mutual  Jan.  4,  as  a  live  feature 
Tuesday  and  Thursday,  8-8:15  p.m. 
on  a  52-week  basis.  The  station 
lineup  has  not  been  determined. 
The  company  also  sponsors  a  Sun- 

day quarter-hour  newscast  by  Ga- briel Heatter  on  45  MBS  stations 
and  on  Dec.  4  started  John  B.  Ken- 

nedy, news  commentator,  on  CBS 
in  a  10-minute  thrice-weekly  period. 
Agency  for  Barbasol  is  Erwin, 
Wasey  &  Co.,  New  York. 

McAllister  to  Camp 

G.  STANLEY  MCALLISTER,  di- 
rector of  construction  and  build- 

ing operations  of  CBS,  will  attend 
the  Command  and  General  Staff 

School,  Fort Leavenw  o  r  t  h  , 

Kan.,  at  the  invi- tation of  the  War 
Dep  a  r  t  m  e  n  t  . 
Planned  for  civi- lians selected  by 
the  War  Dept. 

from  civic,  busi- 
ness and  profes- sional leaders,  the 

curriculum  covers 

Army  organiza- tion, staff  procedures  and  logistics. 
It  is  designed  to  acquaint  repre- 

sentative citizens  with  the  Army 
and  its  problems,  in  order  that 
they  may  better  conduct  their  part 
in  the  war  program. 

Mr.  McAllister 
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Correction 

THE  last  sentence  in  the  sec- 
ond paragraph  of  the  Cooper- ative League  story  on  page  20 

of  this  issue  should  read,  "If these  terms  are  complied  with 
it  appears  that  CBS  and 
NBC  will  accept  the  pro- 

gram." 

KFXM 

MUTUAL 

★ 

SAN 

BERNARDINO 

CALIF. 

Kaiser^s  Here^  Too! 

Henry  Kaiser  Does  get  around!  The 
shadow  cast  by  our  antennae  crosses 
the  shadow  of  the  Kaiser  smoke 

stacks,  making  an  X  right  in  the 
center  of  the  populace  in  this  vast 
Orange  empire. 

See    the    Blair  Representativel 

Successful  Series|C( 

Of  NAB  Session 

Miller    Sees    Benefits  Froiri 

Exchange    of  Viewpoints 
HAILING  the  1942  series  of  NAB 
district  meetings,  which  covered 

an  eight-week  period,  as  "the  most 
successful  ever  held",  NAB  Presi- 

dent Neville  Miller  reported  to  his 
membership  last  week  that  all  at- 

tendance records  were  broken. 
Total  attendance  at  the  meetings 

was  1,485,  comprising  owners  and 
employes  of  stations,  representa- 

tives of  Government  departments 
and  agencies,  and  others  interested 
in  radio.  There  were  456  stations 
represented,  of  which  340  were 
NAB  members  and  116  were  non- 
members.  Those  making  the  entire 
trip,  including  President  Miller  and 
spokesmen  for  several  Govern- 

ment agencies,  traveled  a  total  of 
10,307  miles,  it  was  stated. 

Exchange  of  Views 
The  primary,  purpose  of  the 

meetings,  Mr.  Miller  announced, 
was  to  discuss  war  problems  and 
they  afforded  an  excellent  oppor- 

tunity for  broadcasters  to  meet 
with  representatives  of  all  the 
Governmental  agencies  involved.  He 
said  broadcasters  gained  a  clearer 
understanding  of  how  they  could 
assist  constructively  in  the  war  ef- 

fort. Conversely,  he  added,  these 
Government  representatives  ob- 

tained from  broadcasters  some  ap- 
preciation of  their  problems. 

"On  every  side  we  heard  expres 

sions  of  appreciation  for  the  wond- 
erful cooperation  given  by  broad- 

casters to  every  Government  de- 
partment, campaign,  and  war 

activity,"  Mr.  Miller  added.  "Broad- 
casters have  made  a  splendid  con- 

tribution to  the  war  effort  and 

have  reason  to  be  proud  of  the  rec- 

ord they  have  made." Mr.  Miller,  upon  his  return  to 
Washington  Dec.  11,  conferred  with 
FCC  Chairman  James  Lawrence 
Fly  and  reported  on  the  series  of 
meetings,  which  began  Oct.  18  in 
Philadelphia  and  wound  up  Dec. 
10  in  Boston. 
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kCoca  Cola's  U-Hour  Christmas  Event  wsam  joins  nbc 

^iHeads  Net  List  of  Special  Programs 

I'MOST  expansive  purchase  of network  time  by  any  one  sponsor 
]:tov  a  one-day  program  series  will 
J  be  the  Coca  Cola  Victory  Parade's 
■\{Jhristmas  Party  of  Spotlight 
.[Bands  on  the  BLUE,  which  leads 
,;an  array  of  network  holiday  pro- 
. grams. 

Starting  at  12  noon  (EWT)  Dec. 
,'25  the  program  will  continue  on 
;  142  stations  until  midnight  in  a 
series  of  quarter-hour  broadcasts. 

.  Entire  12-hour  block,  with  the  ex- 
ception    of    regularly  scheduled 

newscasts  and  the  Pall  Mall  Gracie 
I  Fields   spot   has   been  purchased. 
.  Forty  top  bands  playing  before  men 
i-  in    the    armed    forces    at  bases 
throughout  continental  U.  S.  will 

I.  comprise  the  largest  program  of  its 
Ijkind  ever  attempted.  Services  of 
132  network  engineers,  production 
men,  announcers  and  directors  will 
be  required  in  addition  to  local  sta- 

tion crews. 

["    Working  through  War  and  Navy I  Depts.  Coca  Cola  Co.,  Atlanta,  has 

!'  hired    the    bands    to  entertain soldiers,  sailors,  marines  and  coast 

'  guardsmen  in  addition  to  the  broad- 
"  cast  spots.  Commercial  copy  will  be 
i'  institutional  and  at  a  minimum. 
'  A.gency  is  D'Arcy  Adv.,  New  York. 

President  to  Speak 
As    its   Christmas  contribution 

Elgin  Watch  Co.,  Elgin,  111.,  will 
sponsor  a  two-hour  show  on  CBS 
similar  to  the   one   it  presented 
Thanksgiving  Day,  featuring  top 
Hollywood    stars    in    music  and 
variety  from  4  to  6  p.m.  Christmas 
Day.  J.  Walter  Thompson  Co.,  Chi- 

j  cago,  handles  the  account.  A  third 
!-  special  advertiser  this  Christmas 
i  Day  will  be  Standard  Oil  Co.  of 
!  Cal.,  San  Francisco,  with  a  12:15- 
I  1  p.m.  program  on  NBC  to  greet 

'"'former  employes  of  the  company s^now  in  the  armed  services.  BBDO, 
•San  Francisco,  handles  the  account. 

The  hour  program  Command 
Performance,  which  has  been  short- 
'  waved  for  the  past  44  weeks  to  the 
men  abroad  through  the  War  Dept., 
will  be  heard  in  this  country  for 
the  first  time  Christmas  Eve  on 
all  four  major  networks  from  11 
p.m.  to  midnight  (EWT).  As  in 
former  years  CBS,  Mutual,  the 
BLUE  and  NBC  will  broadcast 
the  Christmas  ceremonies  from 
Washington  when  President  Roose- 

velt speaks  at  the  annual  White 
House  Christmas  tree  ceremony 
Dec.  24. 

Special  sustaining  programs  and 
regular  commercial  broadcasts  on 
the  networks   all  this  week  will 
bring   the   radio  audience  tradi- 

tional Christmas  music  and  holiday 
features.  The  BBC's  annual  world- 

wide Christmas  program  will  be 
heard  on  Mutual  Christmas  morn- 

ing   with    pickups    from  Malta, 
North  Africa,  Russia,  China,  Egypt 
and  various  parts  of  the  British 
HEmpire.    Later    in    the  morning 
'British,   Canadian  and  American 
children  will  send  messages  to  their 

I  parents  across  the  seas  on  Mutual, 
:ithe  BBC  and  CBC.  Mutual's  6-6:01 

p.m.  Minute  of  Prayer  will  be  de- 
livered Christmas  Day  by  the  Rt. 

Rev.  Henry  St.  George  Tucker,  pre- 
siding bishop  of  the  Episcopal 

Church  in  the  U.S.A. 

NBC's  plans  this  week  include  a 
special  children's  concert  Dec.  2.3 
with  Leopold  Stokowski  and  the 
NBC  Symphony  Orchestra,  Christ- 

mas parties  for  refugee  and  Ameri- 
can children  through  the  Hour  of 

Charm  program,  the  Carnation 
Contented  show,  an  exclusive 
broadcast  from  Alaska  for  soldiers 
stationed  there,  the  traditional 

Yuletide  portrayal  of  "Scrooge" 
by  Lionel  Barrymore  on  the  Rudy 
Vallee  Sealtest  program  and  on 
Christmas  day,  greetings  from  men 
in  the  armed  forces  throughout  the 
world  to  the  folk  back  home.  Alfred 
Lunt  and  Lynne  Fontanne  will 
make  their  first  co-starring  spon- 

sored radio  appearance  on  NBC 
Dec.  21  when  they  star  on  the 
Cavalcade  of  America  broadcast  in 
"A  Child  is  Born". 

Children's  Parties  Featured 
Children's  parties  were  heard 

Dec.  20  on  the  BLUE  as  part  of 
the  regular  Quiz  Kids  broadcast, 
with  the  125  children  who  have 
been  guests  on  the  show  since  its 
inception  two  and  a  half  years  ago; 
Britain  to  America  also  entertained 
children,  many  of  whom  escaped 
from  Axis-controlled  countries  to 
England. 

From  the  War  Dept.  Pentagon 
building  in  Arlington,  Va.,  BLUE 
network  will  broadcast  carols  sung 
by  a  100-voice  Negro  choir  at  4:30 
p.m.  Dec.  24.  Participating  in  the 
program,  first  to  be  aired  from  the 
new  Pentagon  building,  will  be 
Secretary  of  War  Stimson,  Chief 
of  Staff  Gen.  Marshall,  Chief  of 
Chaplains  William  R.  Arnold  and 
the  commanding  generals  of  the 
Army's  three  major  divisions,  Lt. 
Gen.  H.  H.  Arnold,  Army  Air 
Forces;  Lt.  Gen.  B.  B.  Somei'vell, 
Services  of  Supply,  and  Lt.  Gen. 
Leslie  J.  McNair,  Army  Ground 
Forces.  The  Army  Air  Corps  Band 
will  play. 

The  Vox  Pop  show  Dec.  21  on 
CBS  was  to  originate  at  the  Hotel 
New  Yorker  where  Parks  Johnson 

THE  MARK 

OF  ACCURACY, 

SPEED  AND 

INDEPENDENCE 

IN  WORLD  WIDE 

NEWS  COVERAGE 

United  Press 

WSAM,  Saginaw,  Mich.,  which  be- 
gan fulltime  operations  with  250 

watts  on  1400  kc.  early  this  month, 
on  Jan.  1  will  become  a  supplemen- 

tary outlet  of  the  NBC  basic  net- 
work, giving  more  intense  coverage 

of  the  Saginaw-Bay  City  area, 
NBC  announced  last  week.  Station 
is  represented  nationally  by  Head- 
ley-Reed  Co. 

and  Warren  Hull  were  to  be  hosts 
to  200  children  of  enlisted  men  and 
later  that  evening  CBS,  for  the 
seventh  consecutive  season,  was  to 

present  excerpts  from  Handel's 
"The  Messiah"  by  the  chorus  of  the 
Stone  Church  in  Independence,  Mo. 
For  the  fourth  time  CBS  will 
broadcast  Norman  Corwin's  The 
Plot  to  Overthrow  Christmas  on 

Dec.  24  and  Amos  '?i'  Andy,  by 
request,  will  repeat  their  "Story 
of  the  Lord's  Prayer".  Christmas 
Day  specials  on  CBS  include  a 
version  of  Dickens  "Christmas 
Carol"  on  the  daytime  serial 
Bachelor's  Children;  pickups  from 
all  over  the  world  to  bring  the  ra- 

dio audience  news  of  soldiers  on 
our  many  battlefronts  and  a  special 
description  of  London  this  Christ- 

mas to  be  broadcast  from  a  bomber 

over  the  city  by.  Edward  R.  Mur- 
row,  chief  of  CBS  European  staff. 
On  Dec.  26  Nila  Mack  will  present 
her  original  Christmas  drama  The 
House  of  the  World  for  the  11th 
consecutive  year. 

COCA  COLA  PLANS 

OVERSEAS  TROUPE 

REPORTED  PLANS  of  the  Coca 
Cola  Co.,  Atlanta,  to  send  an  or- 

chestra overseas  to  entertain 
American  troops  have  not  been  ap- 

proved by  the  War  Dept.,  it  was 
learned.  A  War  Dept.  spokesman 
in  Washington  indicated  the  Coca 
Cola  Co.,  had  submitted  such  a  pro- 

posal through  D'Arcy  Adv.  Co.  last Thursday  but  that  no  action  had 
been  taken.  D'Arcy  representatives 
in  New  York  declined  comment. 

It  was  learned,  however,  that 
prior  to  submitting  the  formal  pro- 

posal Coca  Cola,  which  sponsors 
Parade  of  Spotlight  Bands  [BLUE, 
9:30-9:55  p.m.]  informally  dis- 

cussed with  the  War  Dept.  a  plan 
to  send  a  six  or  eight-piece  band 
overseas,  the  unit  to  be  headed  by 
a  well-known  musician. 

In  view  of  Coca  Cola's  contribu- 
tion to  soldier  morale  through  its 

present  schedule  of  Spotlight 
Bands  and  since  the  firm  has  pur- 

chased a  12-hour  period  on  the 
BLUE  to  air  the  bands  from  Army 
and  Navy  camps  and  stations 
Christmas  day  indications  were 
that  the  War  Dept.  would  look 
favorably  on  the  proposal. 

Entertainment  of  troops  abroad 
has  been  a  primary  problem  with 
Special  Services  Division,  charged 
with  keeping  up  soldier  morale.  A 
group  of  prominent  movie,  stage 
and  radio  stars  already  has  gone 
overseas  and  plans  contemplate 
further  entertainment  along  that line. 

Elmer  Diddler's  Doings: 

GENERAL^  ELECTBIC 

WGY 

50,000  WATTS 
SCHENECTADY,  N.  Y. 

1.  With  the  buying  power  in  the 
Schenectady  Trading  Area  18% 
above  the  U.S.  average, 

2.  and  the  farm  income  of  N.  Y. 
state  up  44%  in  two  years, 

3.  and  with  WGY  having  the  airea's highest  power  (50,000  watts),  the 
lowest  frequency  (810  kilocycles), 
and  the  most  popular  network 
(NBC), 

4.  the  sum  is  this:  WGY  can  do  the 
best  job  of  selling  your  produci: 
in  one  of  the  nation's  boomingest markets. 
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WCOP  has  a 
few  choice 
availabilities 
NOW  for  im- 

mediate taking 
.  .  .  but  better 
hurry! 

BELONGS  ON  YOUR  SCHEDULE 

TSITH  UNGO
 Info  Lingo  dedgning 

has  gone  the  finest 
engineering  skitt  and 
modern  antenna  en- 

gineering. The  re- 
sult— "plus"  perform- ance combined  wifh 

low  insfallafion  and 
maintenance  cosfs. 

199  fl.  (above  roof) 
Radiator  at  WIBM. 
Jackson,  Mich.  An- other example  of 
Lingo  versatility  to 
meet  every  station 
^eed. 

PERSONNEL  of  WOWO-WGL,  Fort 
Wayne,  journeyed  to  Columbia  City, 
Ind.,  recently  to  present  a  special 
"demonstration  program"  showing  the 
various  points  of  radio  broadcasting 
before  a  meeting  of  the  Columbia  City 
Lions  Club.  Those  presenting  the  panel 
were  J.  B.  Conley,  manager;  Eldon 
Campbell,  program  director;  Alva 
Smith,  chief  engineer;  Jack  O'Mara, promotion  manager. 

INDUSTRIAL  LEAGUE  basketball 
games  in  New  Haven,  Conn.,  will  be 
broadcast  over  WELI,  that  city,  every 
Thursday  night,  starting  Jan.  7,  for 
the  primary  benefit  of  war  workers  in 
New  Haven  plants.  Sportscaster  I'hil Buxbaum  Jr.,  will  broadcast  the 
games  from  the  TMCA  courts. 

AS  PART  of  the  educational  pro- 
gram of  KLZ,  Denver's  CBS  outlet, the  fifth  year  of  Music  in  the  Denver 

Schools  program  has  been  started  at 
noon  on  Saturdays,  under  Music  Di- 

rector John  C.  Kendel  of  Denver  Pub- 
lic Schools.  All  programs  originate  in 

auditorium  of  West  High  School,  and 
present  a  musical  group  from  a  differ- ent school  each  week. 

SLANTED  to  men  in  service,  a  new 
early  morning  program.  Club  Reveille, 
has  been  started  on  KOY.  Phoenix. 
Subtitled  Modern  Airs  With  Marlene 
Ay  res,  program  consists  of  request  re- 

cordings interspersed  with  chatter. 
Miss  Ayres  conducts  the  program. 

ENGINEERING  staff  of  WLIB, 
Brooklyn,  is  assembling  a  battery- 
equipped  emergency  control  room  at 
the  station's  headquarters,  from  parts 
and  equipment  discovered  during  an 
intensive  search  of  the  plant. 

SECOND  annual  poll  of  hish  school 
and  college  students  in  New  York  met- 

ropolitan area,  to  determine  their  fav- 
orite orchestra  leaders  is  being  con- 

ducted by  Alan  Courtney  of  WOV, 
New  York,  m.c.  of  the  1280  Cluh.  Stu- 

dent assembly  bodies  and  school  news- 
papers will  tally  votes.  Last  year  75 

schools  participated. 

ENLISTING  aid  of  every  star,  com- 
mentator and  announcer  on  the  sta- 

tions' staff  to  deliver  War  Bond  com- 
mercials, KFI-KECA,  Los  Angeles, 

staged  a  weekend  selling  campaign  to 
mark  anniversary  of  Pearl  Harbor  at- 

tack. Total  sales  passed  $2.50,000  on 
Bonds  which  were  dated  Dec.  7  and 
mailed  out  in  special  commemorative 
envelopes.  Volunteers  from  Navy 
Mothers'  clubs,  Red  Cross  and  similar 
organizations  were  utilized  to  handle 
the  rush  purchase  of  bonds. 
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SYRACUSE,  NEW  YORK 
FREE  &  PETERS,  NATIONAl  REPRESENTATIVES 

ANNUAL  CHRISTMAS  Jamboree 
of  WLAC,  Nashville,  was  held  Dec.  21 
at  Rawlings  Dinner  Club,  with  all 
employes  except  those  necessary  for 
station  operation  invited  by  F.  C. 
Sowell,  station  manager,  to  "Come early  .  .  .  stay  late  .  .  .  the  party  is 

on  the  boss". AN  EXTEMPORANEOUS  War 
Bond  sale  started  by  Bill  Shepherd, 
of  WBLJ,  Dalton,  Ga.,  during  a  45- 
minute  transcribed  program  last  Sat- 

urday resulted  in  BUI  spending  his 
"day  off"  delivering  the  Bonds  in 
person — this  being  his  selling  point  for a  total  of  $875. 

PARTICIPATION  popularity  in  the 
New  York  area  on  Spanish  Voice  of 
the  Air,  over  WWRL,  Woodside, 
N.  Y.,  has  caused  a  30-minute  addition 
to  the  daily  feature  which  is  now 
heard  5:30-7  p.m.,  Monday  through 
Saturday,  and  Sundays  6:05-6:30 

p.m. 

WPEN,  PHILADELPHIA,  has  been 
designated  as  the  cooperating  station 
and  Lew  London,  station  program  di- 

rector, as  head  of  the  radio  division, 
of  the  newly-organized  Philadelphia 
Civilian  Defense  Committee  headed  by 
Mayor  Bernard  Samuel.  The  commit- 

tee will  work  in  conjunction  with  air 
raid  wardens  in  the  promotion  of 
War  Bond  and  Stamp  sales.  Similar 
committees  will  be  set  up  in  neighbor- 

ing communities  where  there  is  an  ac- 
tive air  raid  warden  organization  and 

an  interested  cooperating  radio  sta- tion. 

WCHS,  CHARLESTON,  W.  Va., 
key  station  of  the  West  Va.  network, 
together  with  WSAZ.  Huntington; 
WPAR,  Parkersburg ;  WBLK,  Clarks- 

burg, have  received  the  Navy's  Official Recruiting  Certificate  in  recognition 
of  the  time  and  effort  devoted  to  this 
service.  Lt.  Comdr.  Saunders,  in  charge 
of  the  West  Va.  District,  made  the 
award  to  Howard  L.  Chernoff,  man- 

aging director  of  the  network,  in  a 
special  ceremony  last  week,  at  WCHS. 

WHEN  THE  historic  battleship 
Oregon  was  recently  officially  turned 
in  for  scrap,  KOIN,  Portland,  Ore., 
originated  a  broadcast  of  the  cere- 

monies over  CBS  and  Mutual  direct 
from  the  ship's  deck.  KOIN  had  pre- viously paid  tribute  to  the  battle- 

ship on  the  People's  Payroll  Party 
program. 
PURSUING  A  POLICY  of  expand- 

ing its  facilities  and  services,  WORD, 
Spartanburg,  S.  C,  has  acquired  the 
wire  service  of  Press  Assn.,  and  in- 

stalled the  NBC  Thesaurus  Library. 
WORD  is  the  BLUE  outlet  for  the 
city  and  area,  which  includes  Camp 
Croft,  infantry  replacement  center. 

KSO  and  KRNT,  Des  Moines,  co- 
operated with  the  Des  Moines  Junior 

League  in  a  recent  victory  auction  at 
the  annual  charity  ball,  when  a  pair 
of  gold  kid  sandals  worn  by  Dorothy 
Lamour  was  auctioned  for  $4,300,  a 
jeweled  lipstick  case  donated  by  Helen 
Menken  brought  $2,100;  Meredith 
Willson's  baton  brought  $500;  Betty 
Grable's  handkerchief,  $700;  a  shirt 
worn  by  Charles  Boyer,  $500,  total- 

ling $8,100  worth  of  War  Bonds. 

Columliia^s  Station  for  the 
SOUTHWEST 

KFH 

WICHITA 

KANSAS 

Call  Any  Edward  Petry  Office 
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Kate  Smith  Shov 

Cut  to  Half-Houi 
Distribution  Problem,  Ratio 
Threat  Causes  Change 

IMPENDING  rationing  of  foo 
products  in  addition  to  the  diJ 
ficulty  of  distributing  Jell-0  an 
Jell-0  puddings  are  the  reason 
for  the  decision  of  General  Food 
Corp.,  New  York,  to  cut  down  th 
55-minute  Kate  Smith  program  o 

CBS  to  a  half -hour,  etfective  wit' the  Jan.  8  broadcast.  The  satn 
total  of  117  stations  will  carry  th 
show  from  8-8:30  p.m.,  and  Kat 

will  follow  her  usual  format  a' 
nearly  as  possible. 

The  following  25-minute  perio; 
will  be  retained  by  General  Food; 
which  will  take  over  sponsorshi 
of  the  Adventures  of  the  Thi 

Man,  program  currently  on  NB( 
for  Andrew  Jergens  Co.,  Cincir 
nati,  but  scheduled  for  replace 
ment  Dec.  30  by  Mr.  and  Mr 
North  [Broadcasting,  Dec.  14] 
Products  promoted  on  the  8:3C 
8:55  p.m.  spot  on  CBS  will  prot 
ably  be  Sanka  and  Post  Toasties 
according  to  Young  &  Rubican 
New  York,  agency  for  the  accoun 

Four  New  Products 

Standard  Brands,  New  Yorl 
following  a  board  of  director 
meeting  last  week,  has  announce 
the  introduction  of  four  new  proc 
ucts  on  the  market,  the  purchas 
of  Standard  Margarine  Co.  of  Ir, 
dianapolis  and  various  promotion 
for  its  executive  personnel,  it  wa 
revealed  by  James  S.  Adami 
president  of  Standard  Brands. 

The  four  products  are:  Fleiscl 
mann  S  B  Vitamins  Yeast  Tat 
lets,  which  will  be  distribute 

through  the  grocery  trade;  Stam.' 
a  new  multi-vitamin  and  miners 
tablet;  Stan-"B",  a  vitamin  B  com 
plex  tablet,  and  Sted,  a  cereal  bev 
erage,  which  can  be  added  to  coi 
fee  to  make  it  go  further.  Ful 
details  on  the  media  to  be  use 
to  introduce  the  products  have  no 
yet  been  worked  out,  but  the  com, 

pany  reported  that  test  announce ments  will  be  made  on  Standar 
Brands  network  programs,  an< 
some  spot  announcements  will  b 
tested  in  selected  markets  outsid 
of  New  York. 

Ownership  of  Standard  Margar 
ine  by  Standard  Brands  will  tafc 
effect  prior  to  Jan.  1,  subject  t(|, 
legal  and  accounting  clearance 
The  company  and  its  subsidiarie 
make  margarine  products  an^ salad  dressings. 

The  board  of  directors  also  ap 
proved  the  following  personne 
changes:  Dr.  Theodore  Sedlmayij 
vice-president  in  charge  of  re 
search  of  the  company,  was  electj 
ed  vice-president  in  charge  of  manj 
ufacture,  purchasing  and  traffic 
and  a  director,  succeeding  the  lat 
John  W.  Luce;  Chester  A.  Barth 
former  regional  manager  of  thf 
Pacific  Coast  area,  was  electe( 
vice-president  and  general  sale, 
manager,  and  Philip  S.  Lord,  for 
mer  Philadelphia  regional  mana 
ger,  was  made  field  sales  manager  jgij 
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Yankee  Sale 
(Continued  from  page  11) 

plication,  showed  total  current  as- 
sets of  approximately  $15,000,000. 

That  part  of  the  application  filed 
for  General  Tire  stated  that  the 
company  was  interested  in  engag- 

ing in  the  business  of  broadcasting 
and  has  the  facilities  and  ability 
to  conduct  the  operations  in  a  man- 

ner that  will  serve  public  interest, 
'convenience  and  necessity. 

"It  is  expected,"  said  the  appli- 
cation, "that  the  goodwill  accru- 

ing to  the  transferee  in  the  rendi- 
tion of  a  high  quality  broadcast 

service  to  New  England,  will  not 
only  have  its  own  reward  in  adver- 

tising revenue,  but  will  materially 
contribute  to  the  goodwill  accruing 
to  other  business  operations  of  the 
transferee  in  this  territory." Yankee  has  been  on  the  block 
since  last  summer.  The  elder  Shep- 
ard  and  his  two  sons,  John  3d  and 
Robert  F.,  have  represented  the 
''ownership  of  the  Yankee  organi- 
zation. 

The  Shepard  family  several  years 
ago  disposed  of  the  Shepard  stores 
in  Boston.  This  also  was  presumed 
to  be  part  of  the  effort  of  the 
elder  Shepard  to  convert  his  hold- 

ings to  liquid  assets. 

Son  Manages  WJW 
While  General  Tire  has  no  di- 

rect interest  in  broadcast  station 

ownership,  William  M.  O'Neil,  son 
of  the  company's  president,  is  the 
sole  stockholder  of  WJW,  Akron, 
which  he  also  manages.  The  sta- 

tion on  Dec.  2  was  authorized  by 
the  FCC  to  move  its  new  transmit- 

ter from  a  point  midway  between 
Akron  and  Cleveland  14  miles 
closer  to  Cleveland,  which  it  will 
serve  as  a  BLUE  outlet  operating 
on  850  kc.  with  5,000  watts  full- 
time. 

It  is  understood  that,  in  addition 
to  the  Messrs.  O'Neil,  John  Shep- 

ard 3d  and  Linus  Travers,  execu- 
tive vice-president  of  Yankee,  will 

serve  on  the  new  board  of  direc- 
tors along  with  other  unnamed  ex- 

■  ecutives  of  General  Tire. 
General  Tire,  an  old  line  com- 

pany which  originally  used  radio 
a  decade  ago  as  sponsor  of  Jack 
Benny  over  an  NBC  network,  is 
one  of  the  leading  entities  in  tire 
manufacturing.  While  the  elder 
O'Neil  is  the  founder  of  the  com- 

pany, he  is  not  the  principal  stock- 
holder. The  company's  stock  is 

'  widely  held,  with  the  O'Neil  family 
■  (Mr.  O'Neil,  Mrs.  O'Neil,  five  sons 
and  a  daughter)  holding  only  a 
minority  interest. 
A  number  of  proposals  for  the 

network  have  been  considered,  it 
was  learned,  since  it  was  first  dis- 

closed last  summer  that  the  proper- 
ty was  for  sale  on  a  cash  or  equi- 

■  valent  basis. 

Post-War  Expansion  Planned 
M.  H.  Aylesworth,  first  president 

Df  NBC  and  now  an  attorney  in 
New  York,  is  understood  to  have 
offered  to  purchase  the  network 
and  the  four  standard  broadcast 
stations,  but  not  the  FM  adjuncts. 
His  offer,  it  was  understood,  was 

CONSTRUCTION  DISCS 

War  Building  Is  Dramatized 
 On  37  Stations  

IN  THIS  STACK  of  listener  mail 
is  letter  No.  1,000,000  for  1942,  re- 

ceived recently  by  WLS,  Chicago. 
Admiring  the  group  of  letters  con- 

taining the  seven-figure  epistle  are 
(1  to  r)  :  George  Cook,  WLS  treas- 

urer; r)on  E.  Kelley,  sales  promo- 
tion manager;  Charles  (Chick) 

Freeman,  sales  manager. 

in  the  neighborhood  of  $800,000. 
Mr.  O'Neil,  in  a  press  release, 

said  that  post-war  America  is  go- 
ing to  be  "an  entirely  new  Amer- 
ica, with  increased  manufacturing 

capacity  and  facilities,  entirely 
changed  methods  of  merchandis- 

ing and  advertising,  a  tremendous 
buying  power  and  an  even  higher 

standard  of  living." 
With  this  in  mind,  he  added. 

General  Tire  is  making  plans  now 
for  post-war  expansion  with  chem- 

ists, research  engineers  and  sci- 
entists in  other  fields  already  hav- 

ing developed  a  score  of  new  pro- 
ducts and  materials  and  hundreds 

of  new  uses  for  known  products 
and  materials.  Yankee,  he  said, 
covers  a  "great  section  of  the 
United  States  completely". 

Provides  Proving  Ground 

"It  provides  us  with  a  proving 
ground  for  our  new  merchandis- 

ing plans  and  our  new  merchan- 
dise. The  Yankee  Network  has  a 

long  and  distinguished  record  of 
achievement  in  radio.  It  has  grown 
and  prospered  under  excellent  man- 

agement and  we  expect  to  retain 
that  management  and  the  existing 
personnel  under  the  new  setup. 
Through  the  network  we  expect 
to  tell  the  people  of  New  England 
of  the  scientific  advancement  which 
has  been  made  in  recent  years  in 
synthetic  rubber  and  in  other  new 
materials  as  yet  unknown  to  the 
public.  We  expect  to  retain  all  of 
their  fine  entertainment  features 
and  the  excellent  news  reports 
which  have  marked  the  Yankee 

Network  in  years  passed." 
While  General  Tire  until  the 

war  confined  itself  to  rubber  man- 
ufacturing, the  company  stated 

it  converted  almost  overnight  into 
war  work  and  is  now  making 
bombs,  barrage  balloons.  Navy  bar- 

ges, life  boats,  reconnaissance 
boats,  life  belts,  gas  masks  and 
many  other  war  materials  in  ad- 

dition to  tires  for  Army  and  Navy 
planes  and  for  all  types  of  military 
land  vehicles. 

BERNICE  PRESTHOLDT,  recep- 
tionist of  CBS  Hollywood,  was  re- 
cently chosen  "Sun  Valley  Girl"  to 

represent  that  Idaho  snow  sports  re- 
sort. Her  photograph  is  being  featured 

in  national  magazines  this  month. 

A  SERIES  of  bi-monthly  tran- 
scribed dramatic  narrations,  Con- 

struction Goes  to  War,  is  current- 
ly being  presented  by  37  major 

radio  stations  and  two  regional 
networks  to  give  the  public  some 
conception  of  the  size  and  impor- 

tance of  the  nation's  35  billion 
dollar  construction  program  of  the 
war. 

The  broadcasts  tell  the  story  of 
the  building  of  naval  bases  through- 

out the  world  for  American  fight- 
ing ships,  how  airfields  are  laid 

out  from  which  the  sky  attacks 
are  launched,  and  how  huge  indus- 

trial plants  and  army  cantonments 
are  built.  Each  program  features 
a  brief  message  from  top-ranking 
Government  officials,  such  as  Lt. 
Gen.  Brehon  B.  Somervell,  Com- 

manding General  of  the  Army's Services  of  Supply,  and  Rear  Adm. 

Ben  Moreell,  chief  of  the  Navy's Bureau  of  Yards  and  Docks. 
Written,  directed  and  narrated 

by  Hardy  Burt,  of  the  U.  S.  Cham- ber of  Commerce,  who  is  also  a 
commentator  on  industry  and  the 
war,  the  series  has  been  produced 
by  Sound  Studios  Inc.,  Washing- 

ton, for  the  Associated  General 
Contractors  of  America,  Washing- 
ton. 

Army  Jobs  to  WAACs 
RADIO  mechanics,  operators  and 
control  tower  operators  are  among 
25  job  classifications  in  Army  Air 

Forces  to  be  taken  by  the  Women's Army  Auxiliary  Corps,  the  War 
Dept.  announced  last  week.  Plans 
for  training  WAACs  to  replace 
men  needed  for  combat  duty  are 
still  incomplete,  although  it  was 
learned  that  in  some  cases  private 
industry  and  schools  probably  will 
be  called  upon  to  assist  in  the  edu- 

cational program. 

Extend  War  Insurance 
MONEY  and  securities  may  now 
be  insured  against  war  damage  un- 

der protection  of  the  War  Damage 
Corp.,  Jesse  Jones,  secretary  of 
commerce  announced  last  week. 
Eighty-five  or  more  casualty  and 
surety  companies  have  been  com- missioned to  act  as  fiduciary  agents 
of  the  War  Damage  Corp.,  Secre- 

tary Jones  said,  and  policies  will 
be  issued  through  local  insurance 
agents  or  brokers. 

Boston  Orchestra  Plans 
BOSTON  Symphony  Orchestra,  now 
affiliated  with  the  American  Federa- 

tion of  Musicians  LBroaucasting, 
Nov.  30]  and  signed  for  a  Saturday 
night  series  of  broadcasts  on  the 
BLUE  [Broadcasting,  Dec.  7],  has 
signed  a  new  long-term  recording  con- 

tract wiht  RCA  Mfg.  Co.  to  make 
Victor  Red  Seal  records  at  such  time 
as  the  AFM  may  lift  its  present  ban  on 
recording.  The  Boston  Pops  Orches- 

tra, which  will  do  a  summer  series  on 
the  BLUE,  has  signed  an  exclusive 
recording  contract  with  RCA-Victor. 

OLSON  RUG  Co.,  Chicago,  through 
Presba,  Fellers  &  Presba,  Chicago,  has 
added  Music  Lovers  program  on 
WCFL,  Chicago,  to  its  current  sched- ule, in  addition  to  Concert  Hall  series 
on  WJ.TD,  Chicago.  This  makes  a  to- 

tal of  13  hours  per  week  of  classical 
music  now  sponsored  by  the  concern. 

""■"""^  Broadcaslsrs! 

LET  YOUR  AUDIENCES  HEAR 

STARLIGHT  SONATA 
the  most  unforeettable  melody  ■ine« 

"My  Sister  and  I" 
Lyrics  by  Helen  Bliis 

Mu«ic  by  Henry  Manners 
and 

AMERICA'S  VICTORY  SHOUT 
HALLELUI 

(Judgment  Day  is  Comin') to  be  featured  by  Judy  Canova  in 
her    forthcoming    Republic  picture 
"Chatterbox".  Words  and  music  by 

Paul  J.  Winkoop 

Both  songs  have  been  arranged  for 
orchestra  by  JACK  MASON 

BROADCAST  MUSIC,  Inc. 
580  Fifth  Ave.         •         New  York  City 

Influencing  Sales 

FAR  Beyond  Pontiac 

In  cities  .  .  .  villages  .  .  .  farms 
.  .  .  for  miles  and  miles  around 
Pontiac  .  .  .  the  messages  of  na- 

tional, regional  and  local  adver- 
tisers are  heard  over  WCAR's 1000  streamlined  watts. 

GET  THE FACTS 
FROM WCAR 

PONTIAC,  MICHIGAN 
or  the  Foreman  Co.  •  Chicago  •  New  York 

MP 

CBS-50  KV
/ 

The  Selling
  P.-^;'- 

Market 

.  -l^es  SWtton 

Com?*"'' 
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Actions  of  the 

FEDERAL  COMMUNICATIONS  COMMISSION 

Network  Accounts 
All  time  Eastern  Wartime  unless  indicated 

DECEMBER  12  TO  DECEMBER  18  INCLUSIVE. 

Decisions  .  .  . 
DECEMBER  12 

WDLP.  Panama  City.  Fla.;  WTMC, 
Ocala,  Fla. —  (Consolidated  hearing  on  re- 

newal of  licenses)  :  Vacated  Commission's orders  of  January  21.  1941,  revoking  li- 
censes and  denying  transfer  of  control; 

Granted  renewal  of  licenses.  Decision  ren- 
dered Dec.  2  but  not  released  until  Dec. 

12.  See  detailed  story  elsewhere  in  this  is- sue. 
DECEMBER  14 

WIBG.  Philadelphia— Granted  modifica- 
tion of  CP,  as  modified,  for  change  in 

type  of  transmitter  and  extension  of  com- 
pletion date  90  days. 

KVOO,  Tulsa,  Okla.— Granted  extension 
of  special  service  authorization  to  operate 
unlimited  time  with  power  of  25  kw,  50 
kw,  LS,  using  DA-night,  and  transmitter described  in  CP. 

DECEMBER  15 
WSAP,  Portsmouth,  Va. — Granted  modi- 

fication of  CP  for  approval  of  studio 
site,  move  of  transmitter  location  and 
change  in  antenna  system,  on  condition 
that  applicant  take  care  of  reasonable  com- 

plaints on  blanketing. 
WSAY,  Rochester,  N.  Y.— Granted  modi- 

fication of  CP  for  change  of  location  and 
type  of  transmitter  and  change  DA  system 
for  day-night  use. 
KDNT.  Denton,  Tex.— Set  for  hearing 

application  for  modification  of  license  to 
change  frequency  from   1450  to   1400  kc. 
WJNO,  West  Palm  Beach,  Fla.— Set  for 

hearing  application  for  CP  to  reinstate 
CP  which  expired  Sept.  23,  1941,  to  use 
formerly  licensed  composite  transmitter 
and  install  new  vertical  antenna  as  auxil- 

iary unit  at  511  Dutra  St.,  West  Palm 
Beach,  and  specify  1230  kc. 
WMAM,  Marinette,  Wis.— Set  for  hear- 

ing application  for  modification  of  license 
to  change  hours  from  daytime  to  unlimited, 
using  100  w,  250  w  LS. 
Temporary  renewals  of  license:  WCOC 

WMRO,  WDBC. 
K37LA,  Los  Angeles — Cancelled  oHit- 

standing  CP,  deleted  call  letters  and  closed 
Commission's  records  for  this  station  be- cause of  inability  to  obtain  materials. 

DECEMBER  16 

KFAC.  Los  Angeles — Denied  petition 
for  reconsideration  and  grant  of  applica- 

tion for  CP.  increase  power,  move  trans- 
mitter, install  new  transmitter  and  DA- 

night  use. 
WOW,  Omaha  —  Granted  consent  for 

voluntary  assignment  of  license  for  WOW 
from  Woodmen  of  the  World  Life  Ins. 
Soc,  to  Radio  Station  WOW  Inc.  As- 

signor proposes  to  assign  license  and  lease 
all  fixed  assets  of  WOW;  lease  for  period 
of  15  years.  See  detailed  story  elsewhere in  this  issue. 
WCOP,  Boston— Set  for  hearing  appli- cation for  renewal  of  license,  to  deter- 

mine: (1)  qualifications  of  applicant  to operate  station  in  public  interest;  (2) manner  in  which  applicant  heretofore  oper- ated station,  particularly  re  foreign  lan- 
guage programs,  qualifications  of  person- nel, methods  of  selecting  and  investigat- ing personnel,  sale  of  time  and  super- vision of  programs:  (3)  whether,  in  view of  facts  shown  by  examination  of  fore- going issues,  continued  operation  of  sta- tion would  serve  public  interest,  conveni- ence and  necessity.  Detailed  story  else- where in  this  issue. 

KGNO,  Dodge  City,  Kan.— Announced order  denying  application  of  KGNO  for modification  of  license  to  increase  night- time power  from  250  to  500  w. 
WMBD.  Peoria.  111.— Passed  for  two week:s  petition  for  leave  to  intervene  in hearing  on  application  of  WQBC,  Vicks- burg.  Miss. 

«,^J\T'  „  Charlotte:  KFAB.  Lincoln; WBBM,  Chicago;  WJAG,  Norfolk,  Neb.— Passed  for  one  week  petition  to  dismiss without  prejudice  applications  of  appli- «ni»;3    in    Dockets    5269,    5270,   5271,  5864. 
KNOE.  Monroe,  La.;  WCSH,  Portland, — Granted  petition  to  dismiss  without prejud/ce  applications  for  CP. 
KVAK  Atchison,  Kan.-  Granted  motion lo  dismiss  application  for  voluntary  as- sit'nment    of    license   of  KVAK. 
WHKC,  Columbus,  O. — Accepted  amend- 

ment to  application  for  CP  for  changes  in fJA  .system. 

DECEMBER  17 
KHSL.  Chico,  Cal. — Granted  license  to 

cover  CP  for  installation  of  DA-day  & 
night  use,  increase  power. 
KICD,  Spencer,  la. — Granted  license  to cover  CP  for  new  station. 
W2XBD,  Schenectady— Granted  license 

to  cover  CP  for  new  ST  station. 

Applications.  .  . DECEMBER  15 
WHEB,  Portsmouth,  N.  H.— Special Service  Authorization  to  operate  from  7 

a.m.  to  LS  during  November,  December, 
January,  February,  with  power  250  w, 
ending  Feb.  1,  1944. 
W2XCB,  New  York— Modification  of  CP 

for  extension  of  completion  date  to  July 
7,  1943. W55M,  Richfield,  Wis. — License  for  new 
auxiliary  modulator  unit  (using  unit  for- 

merly licensed  to  W9XAO). 
KSRO,  Santa  Rosa,  Cal. — Involuntary 

assignment  of  license  from  Ernest  L.  Fin- 
ley,  deceased,  to  Ruth  W.  Finley,  execu- 
trix. 
KAOY,  Los  Angeles — License  to  cover 

CP  as  modified,  which  authorized  new  re- 
lay broadcast  station. 

DECEMBER  17 
WBAL,  Baltimore — Voluntary  assign- 

ment of  license  and  special  service  authori- 
zation from  The  WBAL  Broadcasting  Co. 

to  Hearst  Radio  Inc.  (1090  kc). 
The  Winter  Street  Corp.,  Boston — Au- 

thority to  transfer  control  of  The  Winter 
Street  Corp.  (parent  Corp.  of  The  Yan- 

kee Network  Inc.)  from  The  John  Shep- 
ard,  3rd  Trust  and  The  Robt.  F.  Shepard 
Trust  by  John  Shepard  3rd  and  George  R. 
Blodgett,  Trustees,  to  The  General  Tire  & 
Rubber  Co. 
W3XWT,  Washington -  Modification  of CP  for  extension  of  commencement  and 

completion  dates. 
Evangelistic  Mission,  Pontiac,  Mich. — Au- 

thority to  transmit  programs  from  Pon- 
tiac to  Canadian  Station  CKLW,  Wind- 
sor,   Canada.  (Resubmitted). 

WSJS,  Winston-Salcm.  N.  C.  -Modifica- 
tion  of  CP,  as  amended,  for  extension  of 
completion  date. 
KTKN,  Ketchikan,  Alaska— Authority  to 

install  new  automatic  frequency  control 
equipment  (930  kc). 

Tentative  Calendar . . . 
WTNJ.  Trenton;  WCAM,  Camden; 

WCAP,  Asbury  Park  —  Further  hear- 
ings on  renewal  and  modification  of  li- 

censes. Other  participant,  WNEW,  New 
York.   (Dec.  21). 

New  Business 

PRINCE  MATCHABELLI,  New  York 
(Stradivari  perfume),  on  Dec.  20  only 
sponsored  The  Stradivari  Program  on  117 
CBS  stations.  Sun.,  2:55-3  p.m.  Agency: Morse  International,  N.  Y. 
GILLETTE  SAFETY  RAZOR  Corp., 
Boston,  on  Jan.  1,  will  sponsor  Orange 
Bowl  football  game  on  59  CBS  stations. 
Agency:   Maxon  Inc.,  N.  Y. 
WESTINGHOUSE  ELECTRIC  &  MFG. 
Co.,  East  Pittsburgh,  Pa.  (institutional), 
on  Jan.  10  starts  John  Charles  Thomas  and 
variety  program  on  126  NBC  stations,  Sun., 
2 : 30-3  p.m.  Agency :  Young  &  Rubicam, 
N.  Y. 
GILLETTE  SAFETY  RAZOR  Corp.,  Bos- 

ton, on  Fri.,  Jan.  1,  3:15  p.m.  sponsors 
Sugar  Bowl  football  game  on  142  BLUE 
stations,  having  added  82  BLUE  stations 
since  last  year's  broadcast.  Agency:  Maxon Inc.,  N.  Y. 
GILLETTE  SAFETY  RAZOR  Corp..  Bos- 

ton, on  Jan.  1,  sponsors  Cotton  Bowl  foot- 
ball game,  Georgia  Tech  vs.  Texas  U,  on 

over  150  MBS  stations,  2  p.m.,  and  East 
vs.  West  All-Star  game  on  over  150  MBS 
stations,  4:45  p.m.  Agency,  Maxon  Inc., N.  Y. 

STOKELY  Bros.  &  Co.,  Indianapolis  (Van 
Camp's  Tenderoni),  on  Jan.  3  starts  a  par- ticipation in  Breakfast  at  Sardis  on  13 
BLUE  Pacific  Coast  stations  and  4  BLUE 
Arizona  stations.  Sat.,  9  :30-9:45  a.m.,  hav- 

ing cancelled  two  5-min.  participations 
scheduled  to  start  Nov.  5.  Agency:  Cal- 

kins &  Holden,  N.  Y. 
L  B  LABS.  Inc.,  Los  Angeles  (hair  oil, 
shampoo),  on  Dec.  9  started  for  13  weeks, 
five-minute  participation  in  Breakfast  at 
Sardi's  on  13  BLUE  Pacific  stations.  Wed., 
9:30-10  a.m.  (PWT).  Agency:  Glasser- 
Gailey  &  Co.,  Los  Angeles. 
PLANTERS  NUT  &  CHOCOLATE  Co., 
San  Francisco  (peanuts),  on  Jan.  10  starts 
for  52  weeks,  sponsoring  William  Winter, 
news  analyst,  on  9  CBS  Western  stations. 
Sun.,  5:45-6  p.m.  (PWT).  Agency:  Ray- 

mond R.  Morgan  Co.,  Hollywood. 
ASSOCIATED  DENTAL  SUPPLY  Co., 
San  Francisco  (Dr.  Parker's  Tooth  Pow- der), on  Dec.  1  started  for  13  weeks  Boake 
Carter  on  8  Mutual  Don  Lee  stations  on 
the  Pacific  Coast,  Tues.,  Thurs.,  9-9:15 
a.m.  (PWT).  Agency:  McCann-Erickson, San  Francisco. 
ZONITE  PRODUCTS  Corp.,  New  York 
(Forhan's  toothpaste),  on  Jan.  5  starts  for 52  weeks,  Gabriel  Heatter,  news  analyst,  on 
8  Mutual-Don  Lee  stations  (KHJ  KFRC KGB  KDB  KFRE  KALE  KOL  KMO), 
Tues.,  Thurs.,  6-6:15  p.m.  (PWT).  Agen- 

cy: Erwin,  Wasey  &  Co.,  N.  Y. 

PERFORMANCE  CHARACTERISTICS  OF 

RADIO  INSULATORS  ARE  DEPENDABLE  FACTORS 

Lapp's  contributions  to  radio  broadcast  engineering  are recognized  as  highly  significant  in  the  advance  of  the  science. 
Because  Lapp  developments  have  been  wholly  pioneering  in 
"^^Hf^-  "  been  necessary  to  maintain  complete  testing facilities.  Equipment  includes  that  for  60-cycle  electrical, mechanical  and  ceramic  quality  testing,  as  well  as  that  for 
determining  characteristics  of  units  at  radio  frequency — heat 
run,  radio  frequency  flashover,  corona  determination  and 
capacitance.  A  1,500,000  lb.  hydraulic  press  is  used— for 
strength  test  of  new  designs,  and  for  proof-test  of  every  insula- 

tor before  shipment.  Lapp  Insulator  Co.,  Inc.,  LeRoy,  N.  Y. 

LAPP FOR  SECURITY  IN  ̂ ^^--^^ 
ANTENNA  STRUCTURE  INSULATORS 

W  S  B  Leases  Theatre 

For  Weekly  Barn  Dance 
FIVE-YEAR  lease  on  the  Erlanger 
Theatre,  legitimate  house  in  At- lanta, has  been  taken  by  WSB, 
Atlanta,  for  presentation  of  the 
Saturday  night  Barn  Dance,  stage- radio  hillbilly  show. 
The  theatre  will  continue  to house  legitimate  traveling  shows, 

WSB  said,  with  bookings  handled 
by  Harrison  Kimbell,  station  talent director.  Theatre  seats  1,800. 

Renewal  Accounts 
GENERAL  FOODS  Corp.,  New  York  (40% Bran  Flakes),  on  Jan.  7  renews  Night 
Editor  on  6  NBC  Pacific  Coast  stations, Thurs.,  8:15-8:30  p.m.  (PWT).  Agency Benton  &  Bowles,  N.  Y. 
STANDARD  BRANDS,  New  York  (Chase 
&  Sanborn  Coffee) ,  on  Jan.  3  renews 
Chase  &  Sanborn  Hour  on  134  NBC  sta- 

tions. Sun.,  8-8:30  p.m.  and  (Yeast)  One Man's  Family  on  134  NBC  stations.  Sun., 8:30-9  p.m.  Agency:  J.  Walter  Thompson 
Co.,  N.  Y.  (C  &  S  coffee)  ;  Kenyon  & Eckhardt,  N.  Y.  (yeast). 

SEALTEST  Inc.,  New  York  (milk,  ice 
creams),  on  Jan.  7  renews  Sealtest  Rudy 
VaUee  program  on  69  NBC  stations,  at 
the  same  time  shifting  from  Thurs.,  10- 
10:30  p.m.  to  9:30-10  p.m.  Agency:  McKee 
&  Albright,  Philadelphia. 
GENERAL  FOODS,  Toronto  (Postum), 
on  Jan.  7  renews  The  Aldrioh  Family  on 
28  Canadian  Broadcasting  Corp.  stations 
for  51  weeks,  Thurs.,  8 :30-9  p.m.  Agen- 

cy:   Baker  Adv.   Agency,  Toronto. 
GENERAL  FOODS,  Toronto  (Grape 
Nut  Flakes)  on  Jan.  3  renews  Jack 
Benny  Show  on  27  Canadian  Broadcast- 

ing Corp.  stations  for  13  weeks,  Sun.  7- 
7:30  p.m.  Agency:  Baker  Adv.  Agency, Toronto. 

BAYUK  CIGARS,  Philadelphia,  has  re- 
newed for  52  weeks  -  Cal  Tinney's  Sizing Up  The  News  on  52  MBS  stations,  Mon., 

Wed.,  and  Fri.,  8-8:15  p.m.  Agency:  Ivey 
&  Ellington,  Philadelphia. 

WILSON  MILK  Co.,  Indianapolis  (evap- 
orated milk)  on  Jan.  6  renews  Smile 

Awhile  With  Jack  Baker  on  a  split  mid- 
western  network  of  11  BLUE  stations, 
Wednesdays  and  Fridays,  11:30-11:45  a.m. 
Agency  is  Keeling  &  Co.,  Indianapolis. 

NESBITT  FRUIT  PRODUCTS,  Los  An- 
geles (beverages),  on  Jan.  5  renews  for 

13  weeks,  Fulton  Lewis  Jr.,  on  15  Don 
Lee-Mutual  Western  stations  (KOVO  KGB 
KXO  KDB  KHSL  KFRC  KWIL  KAST 
KALE  KOL  KOMO  KFIO  KIT  KXRO 
KRKO),  Tues.,  Thurs.,  9:45-10  p.m. 
(PWT).  Agency:  Kelso  Adv.,  Los  Angeles. 
FOLGER  COFFEE  Co.,  San  Francisco 
(coffee,  tea),  on  Jan.  15  renews  for  52 
weeks,  America's  Home  Front,  on  7  CBS Pacific  stations  (KNX  KQW  KARM 
KDGM  KOIN  KROY  KFPY),  Fri.,  5:15- 5:30  p.m.  (PWT).  Agency:  Raymond  R. 
Morgan  Co.,  Hollywood. 

Network  Changes 

AMERICAN  TOBACCO  Co.,  New  York 
(Lucky  Strikes),  on  Feb.  5  discontinues 
Information  Please  on  96  NBC  stations, 
Fri.,  8:30-9  p.m.  Agency:  Lord  &  Thomas, N.  Y. 
GENERAL  FOODS  Corp.,  New  York 
(Jell-0),  on  Jan.  8  cuts  down  the  Kate Smith  program  on  117  CBS  stations,  Fri., 
from  8-8:55  p.m.  to  8-8:30  p.m.,  at  the 
same  time  starting  The  Adventures  of  the 
Thin  Man  on  117  CBS  stations,  Fri.,  8:30- 
8:55  p.m.  Agency:  Young  &  Rubicam, N.  Y. 
CHLORINE  SOLUTIONS,  Los  Angeles, 
Cal.  (Hy-Pro),  on  Dec.  12  added  3  sta- 

tions and  on  Jan.  3  adds  7  stations  to  par- 
ticipation in  Breakfast  at  Sardi's,  Sat., 9:30-10  a.m.,  making  a  total  of  17  BLUE 

stations.  Agency:  Barton  &  Stebbins  Adv., 

Tall  Announcer  at  KPAS 
OFTEN  GALLED  the  tallest  an- nouncer in  the  world,  and  standing  6 
feet,  10  inches  in  his  stocking  feet, 
Carl  Baile.v.  Los  Angeles  freelancer, 
has  .loined  KPAS,  Pasadena,  Cal.,  and 
currentl.y  is  conducting  the  nightly 
two  hour  recorded  and  chatter  pro- gram, Hank  the  Watchman,  sponsored 
by  Victor  Clothing  Co. 

Page  68  •  December  21,  1942 BROADCASTING  •  Broadcast  Advertising 



Moose  Lodge  Series 
LOYAL  ORDER  of  the  Moose  on 
^Dec.  20  started  sponsorship  of  half- 
hour  Sunday  afternoon  program  on 
WGN,  Chicago,  and  WCAE,  Pitts- 
;burgh.  Titled  Moose  Fireside 
'Party,  program  features  music  by Louise  Massey  and  the  Westerners 
with  dramatic  portions  by  promi- 

nent Chicago  radio  talent.  Lou 
•Jacobson  of  the  WGN  production 
^Btaff  is  director.  Agency  is  L.  W. 
Ramsey  Adv.  Agency,  Davenport, 
la. 

WGN  Billing  Rises 
A  TWELVE  PER  CENT  increase 
in  local  billing  on  WGN,  Chicago, 
for  the  first  ten  months  of  1942 
over  the  corresponding  period  of 
1941  -was  reported  by  William  A. 
McGuineas,  station  sales  manager, 
at  the  third  annual  meeting  of  the 
WGN  sales  department,  held  in 
Chicago  recently.  The  three-day 
conference  was  attended  by  mem- 

bers of  the  Chicago  sales  manage- 
ment and  program  offices  and  the 

New  York  sales  office. 

CLvt^$$IFIED 

Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  week  preceding  issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, Washington,  D.  C. 

Help  Wanted 
Smcee  and  Writer — For  progressive  mid- 
western  network  station.  Proven  ability 
and  A-1  personality  required.  State  draft 
status  and  references.  Box  140,  BROAD- CASTING. 

Studio  Engineer — $50.00,  forty  hour  week. 
No  license  required.  Wire  or  write 
WIND,  Gary,  Indiana. 

iHAPPINESS  Never  Causes  Vacancies — 
Uncle  Sam  does.  That's  why  we  seek 
replacement  of  our  veteran  chief  an- 

nouncer (10  years  with  us,  now  31!) 
We're  particular  who  replaces  him — he 
wasn't  perfect,  but  everybody  loved  him, 
and  could  he  sell!  We're  in  New  Eng- land, 5,000  CBS,  moderate  sized  town. 
C'mon  write,  wire  us.  Box  132,  BROAD- CASTING. 

SOUND  EFFECTS  MEN  ~  Experienced sound  technicians  for  Midwest  network 
originating  station.  Outline  qualifications, 
draft  status,  salary.  References.  Box 
134,  BROADCASTING. 

Announcer — Give      experience,  abilities. 
Permanent.  Box  138,  BROADCASTING. 

^.Experienced  Technician — First  class  license. 0  $37.50  forty  hours.  Plenty  overtime 
if  you  want  it.  WKBZ,  Muskegon,  Mich- 
igan. 

?irst  Class  Experienced  Operator — $49.00 
for  forty-six  hour  week.  Local  station  in 
midwest  city  of  75,000.  Box  126,  BROAD- CASTING. 

Announcer — With  first  class  license.  Eight 
hour  day — six  day  week.  Seventy-five 
cents  per  hour — time  and  one  half  over 
forty  hours.  Must  be  experienced  an- 

nouncer.  Box   127,  BROADCASTING. 

^hief  Engineer — By  Western  Pennsylvania 
250  watter.  Give  experience.  Box  129. 
BROADCASTING. 

iVANTED — Technical  Director-Chief  En- 
gineer— A  WOMAN.  Daytime  1  kilo- 

watt regional  in  mid-east.  Must  have  first 
class  FCC  operators  license  and  be  able 
to  take  full  charge,  maintenance,  opera- 

tions and  personnel.  If  your  training 
and  experience  would  enable  you  to  fill 
this  position  even  though  you  have  not 
held  post  of  this  kind  and  you  want 
the  good  salary  that  such  a  position  com- 

mands, write  TODAY.  Box  131,  BROAD- CASTING. 

Vanted — Studio  or  transmitter  engineer. WHIO,    Dayton,  Ohio. 

'wo  More  First  or  Second  Class  Operators — For  Alaska  broadcasting  stations, 
working  in  close  cooperation  with  War 
Department  and  Office  War  Information. 
Edwin  A.  Kraft,  708  American  Build- 

ing. Seattle,  Washington. 

IMMEDIATE  OPENINGS  —  Announcers 
and  licensed  technicians.  State  details 
and  requirements.  WFPG,  Atlantic  City. N.  J. 

Help  Wanted  (Cont'd) 
Midwest  Local — Wants  program  director, 
man  or  woman,  who  is  sober,  and  de- 

pendable. Must  be  able  to  take  full 
charge  of  all  programs,  write  new  shows, 
and  ail  commercial  copy.  Musical  ability 
as  organist,  pianist  or  instrumentalist, 
and  announcing  experience  helpful  but 
not  necessary.  Salary  $50.00  per  week. 
Give  availability  date  and  full  partic- 

ulars in  first  letter.  Box  139,  BROAD- 
CASTING. 

First  or  Second  Class  Operator . —  Per- 
manent position  for  draft-exempt  sober man  or  woman.  State  experience  and 

references.  Radio  Station  KLO,  Ogden, 
Utah. 

Situations  Wanted 

Available  at  Once — First  class  engineer, 
3-A.  Announcer,  4-F,  four  years  in 
radio.  Write  or  wire  Box  128,  BROAD- 
CASTING. 

Commercial  Manager — With  proven  sales 
background,  and  clean  personal  back- ground. Married,  3  dependents.  36  years 
old.  Interested  in  middle-west,  but  con- 

sider any  vrorth-while  proposition  with 
future.  Now  employed.  Desire  change  by 
January  15th.  Box  130,  BROADCAST- ING. 

Musical  Director  and  Producer — Complete 
Symphony,  Radio  and  general  musical 
background.  Capable  producer,  announc- 

er, conductor,  arranger.  A.  F.  of  M.; 
Library;  Married;  age  47.  Desires  per- manent connection.  Finest  relerenee.s. 
Address:  Eddie  Perrigo,  1140  So.  10th, 
Lincoln,  Nebraska. 

Station  or  General  Manager — That  knows 
every  phase  of  radio  business  available 
to  station  willing  to  reward  a  result- 
getter.  Box  133,  BROADCASTING. 

EXPERIENCED  RADIO  MAN  Wants 
better  proposition.  Management,  pro- 

gramming, selling.  Draft  deferred.  Far 
north  not  wanted.  Box  135,  BROAD- CASTING. 

Program  Director  -  Announcer  —  Desires 
change.  Five  years'  experience.  Hold third  phone  ticket.  3A.  War  program 
manager  at  present,  also.  Box  136, 
BROADCASTING. 

Wanted  to  Buy 

1230  KC  Quartz  Crystals — For  transmitter and  monitor.  Must  be  low  temperature 
co-efiicient  type.  Box  125,  BROADCAST- ING. 

Wanted — Two  350  towers,  complete  with 
base  insulators  and  tower  lighting 
chokes.   Box   137,  BROADCASTING. 

One  Good  Used  Portable  Recorder — Prefer- 
ably Presto  Y-2  or  similar.  Two  Western 

Electric  or  RCA  70B  or  70C  turntables 
with  pickups.  One  good  tube  to  line 
transformer.  Station  KLO.  Ogden,  Utah. 

Must  Go  On 

A  MERE  blizzard  and  a  tree 
across  the  lines  from  the  stu- 

dio to  transmitter  can't  keep 
WWVA,  Wheeling,  off  the 
air.  Recently,  when  a  fallen 
tree  disrupted  the  line  beyond 
immediate  repair,  Chief  En- 

gineer Eddie  Keim  and  his 
staff  improvised  a  temporary 
studio  in  the  new  50,000  watt 
transmitter  building,  and  re- 

sumed broadcasting  from 
there.  Transcriptions  and 
copy  were  moved  to  the  trans- mitter, 12  miles  from  the 
studios,  and  WWVA  announ- cers and  entertainers  worked 
from  the  improvised  studios 
until  the  line  was  repaired 
some  12  hours  later. 

Paramount  Spots 

PARTMAR  Corp.,  Los  Angeles  (Par- 
amount theatres),  in  a  13-week  cam- 

paign started  Dec.  10,  is  sponsoring  a 
weekly  quarter-hour  newscast  on 
KH.J,  Hollywood.  Firm  in  addition 
utilizes  a  twice-weekly  quarter-hour 
newscast  on  KECA.  with  participa- 

tion twice-weekly  in  Art  Baker's Notebook  on  KFI.  Participation 
thrice-weekly  is  also  being  used  in 
Bob  Andersen's  11  p.m.  News  on 
KNX.  Sholts  Adv.  Service,  Los  An- 

geles, has  thp  aeciiuiit. 

STATION  MANAGER 

An  opportunity  exists  on  a  region- 
al frequency,  network  affiliated 

station  in  the  Rocky  Mountain 

Area.  Applicant  must  be  experi- 
enced, have  thorough  background 

in  both  programming  and  sales, 
and  his  record  must  bear  careful 

investigation.  Give  complete  de- 
tails of  education,  experience, 

and  earnings,  and  enclose  photo- 
graph with  application.  Address 

Box  124,  BROADCASTING. 

PROFESSIONAL 

DIRECTORY 

Jansky  &.  Bailey An  Organization  of 
Qualified  Radio  Engineers 

Dedicated  to  the 
SERVICE  OF  BROADCASTING 

National  Press  BIdg.,  Wash.,  D.  C. 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.        Dl.  1205 
Washington,  D.  C. 

PAUL  F  GODLEY 

CONSUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 

MO  2-7859 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

GEORGE   C  DAVIS 

Consulting  Radio  Engineer 
Munsey  BIdg.  District  8456 

Washington,  D.  C. 

CLIFFORD  YEWDALL 
Empire  State  BIdg. 

NEW  YORK  CITY 
An  Accounting  Service 

Particularly  Adapted  to  Radio 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A,  Communications,  Inc. 
66  Broad  St.,  New  York,  N.Y. 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
Silver  Spring,  Md. 

(Suburb,  Wash.,  D.  C.) 
Main  OfFlce:  Crossroads  of 
7134  Main  St.  the  World 

Kansas  City,  Mo.  I    X     ]  Hollywood,  Cal. 

RING  &  CLARK 

Consulting  Radio  Engineers 

WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 
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William  J.  Dempsey  Is  Named  by  TCC 

In  KOA-WHDH  Supreme  Court  Appeal 
FOLLOWING  its  petition  to  the 
Supreme  Court  seeking  a  review 
of  the  decision  of  the  U.  S.  Court 
of  Appeals  in  the  so-called  KOA- 
WHDH  case,  the  FCC  last  Wed- 

nesday announced  appointment 
of  William  J.  Dempsey,  former 
general  counsel  of  the  FCC,  as  spe- 

cial counsel  to  handle  the  case  be- 
fore the  highest  tribunal.  In  under- 

taking the  assignment  Mr.  Demp- 
sey declined  compensation. 

The  FCC  on  Dec.  12,  through 
the  Dept.  of  Justice,  filed  its  pe- 

tition with  the  Supreme  Court  for 

review  of  the  lower  court's  opinion 
of  Sept.  12  reversing  the  Com- 

mission's decision  in  this  hotly  con- 
tested case  involving  the  right  of 

hearing  and  directly  related  to 
the  breaking  down  of  clear  chan- 

nels through  duplicated  operation. 
The  lower  court,  in  a  4-2  opinion, 
held  the  Crmmission  had  erred  in 
not  giving  NBC,  licensee  of  KOA, 
the  opportunity  to  intervene  and 
present  testimony. 

Station  Rights 

It  held,  moreover,  that  by  what- 
ever name  it  may  be  called,  a  broad- 

casting station  has  a  definite  right 
acquired  throug'h  its  operating  li- 

cense and  that  the  Commission  can- 
not temper  with  or  degrade  a  sta- 

tion's fac'lities  without  according it  a  hearing. 
WHDH  was  authorized  to  oper- 

ate fulltime  on  the  850  kc.  clear 
channel,  on  which  KOA.  Denver,  is 
the  dominant  station.  WHDH  sub- 

sequently became  a  BLUE  outlet. 
The  Commission  announced  it 

had  designated  Mr.  Dempsey  to 
assist  in  the  preparation  and  pre- 

sentation of  the  case  to  the  Su- 
preme Court.  This  presupposes  that 

the  highest  tribunal  will  grant  a 
writ  of  certiorari,  which  is  done 
in  most  Government  cases.  The 
Commission  said  the  case  involved 
the  validity  and  interpretation  of 
the  Commission's  intervention  rule, 
which  was  adopted  while  Mr. 
Dempsey  was  general  counsel  of 
the  Commission.  Mr.  Dempsey, 
along  with  William  C.  Koplovitz, 
assistant  general  counsel,  resigned 
from  the  Commission  in  May  1940, 
to  enter  private  practice  in  Wash- 

ington. They  had  amassed  a  record 
of  36  cases  in  the  Supreme  Court 
and  the  Court  of  Appeals  without 
a  reversal. 

In  its  petition,  the  FCC  held  that 
the  questions  presented  were 
whether  the  granting  of  the  WHDH 
application  constituted  a  substan- 

tial modification  of  the  license  of 

KOA,  or  otherwise  affected  KOA's 
rights  as  a  licensee  so  as  to  require 
that  the  Denver  station  be  permit- 

ted to  intervene  in  the  proceed- 
ings and,  if  so,  whether  KOA  was 

denied  any  substantial  right  of 
participation  in  these  proceedings. 

There  were  five  separate  opin- 
ions in  the  case  in  the  lower  court, 

four  of  the  six  judges  concurring 
in  the  view  that  stations  are  en- 

titled to  hearing  practically  as  a 

matter  of  right  when  they  can 
show  substantive  injury.  Although 
the  court  reversed  and  remanded 
the  Commission,  agreem.ent  was 
reached  under  which  the  NBC  plea 
for  a  stay  order  would  not  be 
pressed  and  the  existing  assign- 

ments on  the  850  channel  would 
be  permitted  to  stand  until  Su- 

preme Court  adjudication. 
Assignments  Affected 

In  addition  to  WHDH,  the  FCC 
has  authorized  WJW,  Akron,  to 
operate  on  850  kc.  with  5,000 
watts,  and  to  move  to  Cleveland. 
Thus,  if  the  Supreme  Court  sus- 

tains the  lower  court,  both  WHDH 
and  WJW  would  be  required  to 
vacate  their  assignments.  WJW 
also  is  slated  to  become  a  BLUE 
network  outlet. 

In  citing  its  reasons  for  appeal, 
the  Commission  said  the  uncer- 

tainty resulting  from  the  diverse 
views  in  the  opinions  expressed  by 
the  lower  court  calls  for  the  exer- 

cise of  the  Supreme  Court's  power 
of  review.  It  stated  that  it  was  diffi- 

cult to  determine  what  is  required 
of  the  Commission  on  the  remand 
and  that  the  Commission  could 
not  with  assurance  follow  an  inter- 

vention procedure  which  will  com- 
mand the  approval  of  the  majority 

of  the  members  of  the  lower  court. 
It  cited  the  differences  in  view 
expressed  by  the  judges  of  the 
lower  court  in  the  five  separate 
opinions. 

Variance  Below 

Moreover,  the  FCC  held  the  ques- 
tions presented  are  important  in 

the  construction  and  administra- 
tion of  the  Communications  Act, 

again  citing  the  extent  to  which 
the  opinions  below  were  at  vari- 
ance. 
The  petition  for  review  was 

signed  by  Charles  Fahy,  Solicitor 
General,  and  Charles  R.  Denny 
Jr.,  FCC  general  counsel. 

MR.  DEMPSEY 

New  Overseas  Waves 

THE  FCC  has  allocated  two  addi- 
tional frequencies,  7805  and  7935 

kc,  to  the  international  broadcast 
service  for  the  duration,  at  request 
of  the  Board  of  War  Communica- 

tions. These  frequencies  are  avail- 
able for  assignment  to  zone  and  in- 

ter-zone police  stations. 
The  broadcast  transmissions  will 

be  intended  for  reception  outside 
the  continental  United  States,  and 
as  most  of  the  police  communica- 

tions on  these  frequencies  occur 
during  daylight  hours,  it  is  not  ex- 

pected that  police  service  will 
cause  any  interference  to  the  in- 

ternational broadcast  service,  the 
FCC  stated. 

Gruen  Adds 

GRUEN  WATCH  Co.,  Cincinnati, 
sponsor  of  time  signals  on  ap- 

proximately 25  stations,  has  signed 
for  36  time  signals  weekly,  6:30 
to  9  a.m.  on  WMAL,  Washington, 
for  a  52-week  period.  The  signals 
are  musical,  and  were  produced  by 
Alan  Kent  and  Ginger  Johnson, 
creators  of  commercial  jingles. 
Agency  is  McCann-Erickson,  New York. 

OWFs  Eisenhower 

Is  Sent  to  Africa 
Davis  Discloses  That  Othert 

Are  on  Overseas  Missions 
SPEAKING  of  radio  communica- 

tion with  Africa,  Elmer  Davis 
OWI  director,  told  his  press  con- 

ference last  Wednesday  that  the 

situation  is  "far  from  satisfactory 
as  yet,  but  improving"  both  as  tc incoming  and  outgoing  connections. 
He  expressed  a  hope  for  expansion 
of  service  and  said  that  facilities 

would  likely  be  improved  "within 

a  couple  of  weeks". During  the  conference  he  con 
firmed  the  fact  that  Milton  Eisen-: 
hower,  associate  director  of  OWI 
was  in  Africa,  explaining  that  his 
mission  was  dual,  concerned  with 
OWI  problems  as  well  as  with 
the  problem  of  refugees  in  the 
American  controlled  areas.  With 
the  presence  of  Mr.  Eisenhower  in 
Africa  it  is  now  established  that  at 
least  two  representatives  of  the 

agency  are  there  working  on  OWI's problems,  since  Murry  Brophy  has 
been  known  to  be  there  for  several 
days. 

Corderman  Takes  Post 

Mr.  Brophy's  post  as  chief  of  the Comunications  Facilities  Bureau  i 
being  handled  in  his  absence  by 
Roy  Corderman  of  his  engineering 
staff. 

Also  off  on  undisclosed  missions 
are  James  Weldon,  engineer  of  Mr. 

Brophy's  bureau,  and  Harokl 
Guinzburg,  chief  of  the  Outpost 
Bureau.  They  went  at  differenf 
times  to  London  but  their  ulti 
mate  destinations  were  not  made 
known. 

Mr.  Davis  reported  that  since 
Dec.  8  OWI  has  been  transmitting 
a  daily  hour  of  news  in  French  to 
Africa  as  well  as  2  %  hours  of  newi 
and  entertainment  for  the  troops. 
Some  of  the  material  transmitted 
to  Africa  is  rebroadcast  on  the 
Algiers  radio,  the  OWI  chief  said. 
In  fact  he  cited  a  recent  news 
broadcast  of  the  Algiers  radio  con- 

sisting of  21  news  items  of  which 
13  were  prepared  and  transmitted 

by  OWI. 
Although  the  Morocco  radio  sit- 

uation is  "still  somewhat  obscure",i 
Mr.  Davis  maintained  he  has  re- 

ceived a  communication  from  Mr 
Eisenhower  which  definitely  estab- 

lished the  fact  that  charges  of 
French  interference  were  ground- 

less. He  asserted  there  has  been 
"no  prohibition  of  the  use  of  that 
radio".  Reasons  for  the  failure 
of  OWI  representatives  to  use  the 
station  are  still  not  known,  he added. 

Drawn  for  Broadcasting  by  Sid  Hix 

"Petrillo  Made  Him  Put  on  the  Two  Sax  Players!" 

Hooper  Coast  Ratings 
HOOPER  Pacific  Program  Ratings 
released  to  subscribers  for  the  montli 
of  November  list  Red  Skelton  in  first 
place  of  the  "Top  10"  programs,  fol- 

lowed by  Bob  Hope  and  Walter 
Winehell  in  second  and  third  places, 
respectively.  The  other  seven  leaders 
for  Pacific  Evening  and  Daytime  pro- grams are :  Pihher  McGee  &  Molly, 
Aldrich  Family.  Charlie  McCarthy, 
Frank  Morgan — Fannie  Brice,  Radio 
Theatre,  Kay  Kyser,  and  Adventures 
of  the  Thin  Man. 
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MORNING  MERCHANDISE-ABLE  AREA 

This  is  a  market  of  2,471,713  radio  homes. 

The  people  who  live  here  buy  more  drug 

and  grocery  products  than  are  sold  in 

the  five  boroughs  of  New  York  and  the 

city  of  Chicago  combined.  J\  constantly 

increasing  number  of  advertisers  have 

found  the  morning  audience  a  profitable 

field  for  exploitation  over  WLW,  the 

dominant  radio  station  in  the  area. 

WLW 



Uoretouched  pictures 
phoiographed  directly 
from  RCA  televisiots 

receiver  screens. 

Felix  the  Cat  had  a  bewildered  look  on  his  face 
in  1929  when  he  swung  around  for  hours  on  a 

phonograph  turntable  in  front  of  television's 
early  scanning  disks.  Felix's  image  was  slashed 
into  60  horizontal  lines — 60  streaks  of  light  and 
shade.  Engineers  of  RCA  watched  the  antics  of 

Felix  as  he  was  tossed  through  space  to  receiv- 
ing screens.  They  realized  that  all  streaks  and 

flicker  must  be  removed. 
Scientists  of  RCA  Laboratories  abandoned 

mechanical  scanners  and  developed  an  all- 
electronic  system  of  television,  featuring  the 

Iconoscope  and  Kinescope,  electronic  "eyes" 
of  the  radio  camera  and  the  receiving  set. 
Motors  and  high-speed  disks  were  eliminated 
both  at  transmitter  and  receiver.  Electronic 

television  became  as  quiet  and  fool-proof  in 
operation  as  a  home  radio  set. 
By  1936,  the  number  of  lines  per  picture 

had  been  increased  to  343,  with  marked 

improvement  in  quality.  But  the  re- 
search men  still  were  not  satisfied.  They 

continued  to  experiment,  and  to  develop  new 

equipment,  for  finer  pictures  of  441  lines.  Be- 
fore Pearl  Harbor,  525-line  television  pictures 

were  on  the  air  from  the  NBC  station  atop  the 
Empire  State  Building. 

The  streaks  had  vanished.  Television  at  last 
had  the  texture  of  rotogravure.  Now,  faces  and 

scenes  are  photographed  directly  from  tele- 
vision screens  without  betraying  the  presence 

of  scanning  lines. 

Brought  to  life  by  electronic  tubes,  and 
given  wing  by  radio,  television  emerged  from 
RCA  Laboratories  to  reveal  its  practical  use- 

fulness. Today,  knowledge  gained  from  years 
of  television  research  is  contributing  vitally 
to  the  war  effort. 

Recognizing  the  importance  of  television  as 
a  post-war  industry  and  useful  public  service, 

RCA  is  continually  pioneering  in  the 

science  of  radio  sight.  Television's 
album  of  progress  has  only  begun. 

RCA  LABORATORIES 
A  Service  of  Radio  Corporation  of  America,  RCA  Building,  New  York 

PIONEER  IN  RADIO,  ELECTRONICS,  TELEVISION 
Other  Services  of  RCA:  RCA  Manufacturing  Co.,  Inc.    •    Radiomarine  Corporation  of  America 

R.C.A.  Communications,  Inc.   •  National  Broadcasting  Co.,  Inc.   •  Blue  Network  Co.,  Inc.  •   RCA  Institutes,  Inc. 
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WOR  reveals  the  awful  truth  on  pages  16-17 



Intensive  Coverage  —  of  Northern  Illinois.  This 
is  the  sixth  in  a  series  of  advertisements  showing  WLS 
coverage,  by  counties,  of  Midwest  America.  These  lf> 
counties  comprise  the  11th,  12th  and  13th  congres- 

sional districts  of  Illinois. 

Black  figure:  Radio  Homes,  1940 
Red  fisare:WLS  Mail,  1941 

From  This  Section 

Three  Out  of  five  Families  wrote  Us! 

FROM  this  section  of  Illinois,  WLS  last  year  received  130,251  letters.  In  these 

same  counties,  there  are  224,028  radio  homes.  That's  intensive  coverage  — 

definite  evidence  of  listening  —  from  58  of  every  100  radio  homes,  approxi- 

mately three  out  of  five!  This  is  but  one  small  part  of  our  WLS  Major  Coverage 

area;  it  actually  extends  over  the  greater  portion  of  Illinois,  Indiana,  Wisconsin 

and  Michigan.  Through  this  vast  area  of  Midwest  America,  people  listen  .  . .  and 

respond  ...  to  WLS.  That's  why  WLS  Gets  Results. 

8  90  KILOCYCLES 

50,000  WATTS BLUE  NETWORK 
x4 

represented  by 

John  Blair  &  Compa 

CHICAGO 

PRAIRIE 
FARMER 

STATION 

BuRRiooE  D.  Butler 
President 

Glekn  Snvder Manager 

MANAGEMENT  AFFILIATED  WITH  KOY,  PHOENIX,  AND  THE  ARIZONA  NETWORK  — KOY  PHOENIX    *    KTUC  TUCSON    *    KSUN  BISBEE-LOWELL 



THE 

NOT  near-misses,  but  direct  hits  at  the  strategic 

points  where  you  want  to  explode  sales  and  feel 

the  concussion  right  in  your  sales  manager's  office. 

That's  the  difference  between  using  one  bomb  —  or 

twenty-one  in  each  attack. 

The  Yankee  Network  puts  you  on  the  target  every 

time,  for  it  multiplies  sales  effectiveness  by  the  nulnber 

of  key  markets  it  brings  within  range.  There  are  twenty- 

one  in  all,  covered  by  twenty-one  stations,  each  with  its 

own  local  identity,  acceptance  and  neighborly  influence 

to  give  on-the-spot  impact  to  your  campaign. 

Tie  up  with  Yankee  and  tie  in  with  these  twenty-one 

markets  that  give  you  the  New  England  population 

density  and  concentrated  purchasing  power  you  can 

translate  into  sales. 

Yankee  Network,  mc. 

Member  of  the  Mutual  Broadcasting  System 

21  BROOKLINE  AVENUE,  BOSTON,  MASS. EDWARD  RETRY  &  CO.,  INC.,  Exclusive  Naiional  Sales  Representative 

Published  every  Monday,  53rd  issue  (Year  Book  Number)  published  in  February  by  Broadcasting  Publications,  Inc.,  870  National  Press  Building,  Washington,  D.  C.  Entered  as 
second  class  matter  March  14,  1933,  at  Post  Office  at  Washington,  D.  C,  under  act  of  March  3,  1879. 
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SWEET  FIGURES  FROM 

SUGAR  .  .  .  AND  TAMPA 

'J^'HEY  counted  the  sugar  ration  cards  in  Tampa  last  week.  The  total 
for  Hillsborough  County  was  230,000 — with  30,000  in  outlying 

districts  and  200,000  in  the  greater  Tampa  area!  (The  thousands  of 

soldiers  in  nearby  Army  camps  are  not  included — they  don't  use  ra- 
tion cards.)  Compare  this  figure  with  the  1940  census  and  you  find, 

in  Tampa  and  its  suburbs,  an  increase  in  buying  prospects  of  50,000! 

It's  a  sweet  figure — for  most  of  this  bonus  population  is  represented 
by  families  of  well-paid  shipyard  and  other  war  workers.  You  can 
reach  the  Tampa  market — one  of  the  best  in  the  South  today — 
thoroughly  with  WFLA^ — the  NBC  Station  in  the  Tampa  trade  area. 

TAMP 
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NO.IO  IN  A  SERIES  DEPICTING  THE  ADVENTURES 
OF  RADIO'S  INDISPENSABLE  MAN -T41E TIME  BUYER 

THE  PAUL  RAYMER  OFF\CE  IN  SAN 

FRANCISCO  IS  ALL  SET  TO  TAKE  SOIV\E 

OF  THAT  CALIFORNIA  DOUGH  FOR  KEX 

SPOTS-A GREAT  MONEY'S  WORTH 
IF  THERE  EVER  WAS  ONE.' 

SAY- THESE  KEX  SPOTS 
ARE  WORTH  THEIR 

WEIGHT  IN  GOLD/ 

' "  / 

MAY  THE  WORLD 
BE  FREE, 

'43 ! 

LET'S  WORK  TOGETHER 

DETERMINED  TO  MAKE  THIS 

NEW  YEAR'S  RESOLUTION 
COME  TRUE ! 

/THE  VOICE  OF  THE 
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and  we  take  it  ourselves! 

"Keep  advertising.  Keep  'em  retnembering."  That's  been  the  BLUE  Network's 
wartime  prescription  for  American  business. 

It's  a  much  needed  prescription.  Because  it  prevents  loss  of  memory  by  customers 

in  these  days... when  so  many  products  are  off  the  market ...  and  when  there's  so 
much  going  on  to  make  folks  forget  to  buy. 

Has  rationing  or  war  production  left  you  with  "nothing  to  sell"?  Then  take  a 
tip  from  several  successful  BLUE  sponsors.  Tell  the  public  how  to  make  your 

product  go  farther.  Tell  them  what  you're  doing  for  V^ictory.  '-^  Keep  ̂ em  remember - 
ing".  .  .  remembering  your  name  .  .  .  remembering  the  product  jou'li  want  to  sell 
again  in  post  war  days. 

Or.  if  you  still  have  a  product  to  market  .  .  .  then  let  the  BLUE  broadcast  your 

sales  message.  "Keep  'cm  remembering'^''  to  buy,  now! 

That's  the  BLUE  prescription.  And  we  take  it  ourselves.  That's  why  we're  here 
now,  to  keep  you  remembering  these  important  facts  about  the  BLUE:  — 

37 

new  stations 

added  to  the  BLUE  in 

1942.  Total.  146  sta- 
tions, not  counting  the 

extra  stations  available. 

561  counties 

that  count 

The  BLUE  delivers  better 

than  86%  coverage  of  the 
561  counties  that  do  80% 
of  U.  S.  retail  buying. 

35  new 

sponsors That's  more  than  any 
other  network  signed  in 
1942 . .  .even  without  in- 

cluding our  special  Vic- 
tory Program  sponsors. 

Listenership 

bonus 

New  programs,  plus  aggres- 
sive audience  promotion, 

have  built  BLUE  listener - 

ship  far  ahead  of  rates. 

/A 



"Teamed 

sponsorship" Jf  your  product  is  out  for 
the  duration,  you  can 

"Keep  "eni  remembering" 
52  weeks  a  year  at  13-v\eek 
cost. 

Ask  your  Blue 

representative 
to  reserve  voti  a  cop>  of 
tlie  new  Survey  of  Daytime 

Listening  Habits.  Out  soon ! 

Most  homes 

per  dollar 
Truer  than  ever  today. 
The  BLUE  can  carry  your 

message  into  more  homes 

per  dollar  than  any  other 
national  medinm. A  Radio  Corporation  of  America  Service 



ONE    OF    A   SERIES    PRESENTING    THE    MEN    WHO    MAKE    FREE    &    PETERS  STATIONS 

BURU  LOTTRIDCE 

GENERAL  MANADER,  WOC,  DAVEMORT 

1920-21 

1923-24 

1925-26 

1926 

1927-28 

1929-  30 

1930-  32 
1933-  34 
1934-  37 

1937-38 

1939 
1939 
1942 

Journalism  itiul  Chemistrv,  Missouri 
University 
Journalism,  Okla.  Agric.  ami  Mach. College 
Journalism  and  Music.  University  of 
Oklahoma 
Theatrical  and  Radio  Produclion  at 
The  Show  Shop,  Chicago 
Announcer  and  Assistant  Manager, 
KCRC,  Enid,  Okla. 
Business  Service  Manager,  KFH, 
Wichita,  Kansas 
Manager,  KFBI,  Abilene,  Kansas 
Sales  Manager,  WMT,'  Waterloo,  Iowa 
Sales  Manager,  KFAB,  KOIL,  KFOR, 
Lincoln  and  Omaha,  Neb. 
National  Sales  Manager,  KTUL, 
Tulsa,  Okla. 
Salesman,  WHO,  Des  Moines 
Manager,  WOC,  Davenport,  Iowa 
woe  goes  to  5,000  walls 

I IFT  up  your  eyes,  gents,  and  take  a  look 
at  Buryl  Lottridge,  a  rare  and  unusual  radio 

man — a  program-minded  executive  who  is 
also  an  excellent  sales-and-business-man.  For 

many  years,  Buryl  has  been  proving  that 
wits  are  just  as  important  around  a  radio 

station  as  watts.  And  today,  as  Manager  of 

WOC,  he's  got  that  fact  really  established 
in  the  Tri-Cities! 

One  thing  we  often  wonder  about,  here  at 

F&P,  is  the  way  some  otherwise  smart  adver- 

tisers still  try  to  evaluate  radio  stations  by 
purely  mechanical  measures.  That,  to  our 

minds,  is  like  tiying  to  judge  the  value  of 

talent  by  the  decibel  measure  of  its  voice, 

or  the  value  of  a  script  writer  by  the  num- 
ber of  pencils  he  owns.  ...  In  radio  stations 

as  in  every  other  business,  it's  brains  and 
management  that  count. 

Maybe  it's  vanity  to  hope  that  our  crusade 
about  the  importance  of  management  can 

ever  be  more  effective  than  the  familiar"burp 
in  a  whirlwind".  But  we're  going  to  keep  on 
trying,  because  we  know  that  good  station 

management  is  the  best  success-insurance 

you  advertisers  can  have — and  therefore  the 
best  that  we  can  have,  too,  here  in  this  pio- 

neer group  of  radio-station  representatives. 

EXCLUSIVE  REPRESENTATIVES: 
WGR-WKBW  BUFFALO 
WJWC     .    .  CHICAGO-HAMMOND 
WCKY  CINCINNATt 
KDAL  DULUTH 
WDAY  FARGO 
WISH  INDIANAPOLIS 
WKZO  .KALAMAZOO-GRAND  RAPIDS KMBC  KANSAS  CITY 
WAVE   LOUISVILLE 
WTCN      .    .  MINNEAPOLIS-ST.  PAUL WINS  NEW  YORK 
WMBD  PEORIA 
KSD  ST.  LOUIS 
WFBL  SYRACUSE 

.  .  .  IOWA  .  .  . 
WHO  DES  MOINES 
WOC  DAVENPORT 
KMA  SHENANDOAH 

.  .  .  SOUTHEAST  .  .  . 
WCSC  CHARLESTON 
WIS  COLUMBIA 
WPTF  RALEIGH 
WDBJ  ROANOKE 

.  .  .  SOUTHWEST  .  .  . 
KOB  ALBUCPUERQUE 
KOMA  ....  OKLAHOMA  CITY 
KTUL  TULSA 

.  .  .  PACIFIC  COAST  .  .  . 
KARM   FRESNO 
KECA  LOS  ANGELES 
KOIN-KALE  PORTLAND 
KROW  .  OAKLAND-SAN  FRANCISCO KIRO  SEATTLE 

and  WRIGHT-SONOVOX,  Inc. 

Free  &  Peters,  iic. 

Pioneer  Radio  Station  Representatives 
Since  May,  1932  ■*- 

io  S.Michigan            HVN  yORK.:  iff Pari^ne.             SAN  FRANCISCO:       S,///fr            HOLLYWOOD:.  1572  N.  Gor^/on  ATLANTA:  322  Pa/mer  B/a'g. 
<'373  ^.'..^^      Plaza  5-41-31';  .  Sutter  4353    Glatistone  3949  Main  5667 
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Wartime  Radio  Ready  for  Crucial  Year 

tion  in  quantity  and  enhancement 
of  quality  of  Government  war  pro- 

grams, now  absorbing  some  15% 
of  radio's  time  across  the  board. 

Newspapers  and  the  printed  me- 
dia have  white  paper  rationing  in 

the  immediate  offing,  with  pros- 
pects of  a  25%  reduction  next 

March.  Radio,  for  "publication" 
purposes,  must  have  replacement 
equipment,  particularly  tubes. 

From  Frank  H.  Mcintosh,  WPB's 

Metlium  Destined  to  Hold  Own  Despite 

Baffling  Business  Dislocations 

WHAT'S  ahead  for  radio? 
That  question  posed  to  two  score  leaders  in  Government, 

industry  and  the  craft  by  Broadcasting,  elicited  these  sig- 
nificant conclusions: 

1.  Radio  will  achieve  new  heights  in  national  and  world- 

wide usefulness  during  the  war's  second  year. 
2.  Baffling  business  problems  face  the  industry,  but  as  a 

medium  it  is  destined  to  hold  its  own,  based  on  foreseeable 
economic  developments. 

3.  While  civilian  needs  will  be-   
come  secondary,  and  people  will 
go  without  many  things,  brand 
name  and  goodwill  advertising  will 
continue  as  a  "must"  for  post-war 
merchandising  and  development. 

Grade  Labeling  Seen 
4.  Grade  labeling  of  many  food 

products  is  inevitable,  with  reper- 
cussions on  all  media. 

5.  Radio  will  face  an  unprece- 
dented selling  job  to  meet  the  com- 

plexities and  dislocations  of  our 
changed  pattern  of  life. 

6.  Business  already  scheduled 
indicates  that  the  first  quarter  of 
1943  will  be  as  good  as,  if  not 
better  than,  the  preceding  three 
months  in  national  spot  and  net- 

work. Local  business  is  unpredict- 
able and  probably  will  continue  its 

downward  spiral,  affecting  smaller 
stations  in  secondary  markets. 

7.  Adequate  maintenance  and 
repair  equipment,  including  tubes, 
will  be  available  during  the  ensu- 

ing year,  despite  the  curfew  on 
expansion  of  domestic  facilities. 

8.  The  radio  audience  will  be 
maintained  through  the  provi- 

sion of  sufficient  maintenance  and 
repair  material  to  keep  at  least 
one  set  per  home  in  operation. 

Unrestrained  praise  for  radio's 
part  in  the  war  effort  came  from 
all  quarters.  Station  and  network 
operators,  however,  viewed  this  as 
only  a  sample  of  its  role  in  the  im- 

mediate future.  Commitments  of 
Government  collaboration  to  ease 
radio's  wartime  load  came  from 
such  figures  as  FCC-BWC  Chair- 

man James  Lawrence  Fly,  who 
promised  full  cooperation  of  the 
agencies  of  Government  so  vital 
to  radio  which  he  directs. 

From  William  B.  Lewis,  OWI's 
radio  chief,  came  a  pledge  of  reduc- 

radio  chief,  came  word  that  plans 
already  evolved  will  assure  both 
the  transmitting  and  receiving  ends 
of  broadcasting  sufficient  parts  and 
replacements  to  guarantee  full- 
scale  operation  as  far  as  one  can 
see  ahead. 

Voluntary  censorship  has  been 
eminently  satisfactory  for  radio, 
reports  J.  Harold  Ryan,  assistant 
director  of  censorship  for  radio. 
It  has  worked  so  well,  in  fact,  that 
earlier  thoughts  of  a  rigidly-im- 

posed mandatory  censorship  have 
been  brushed  aside.  But  there  is  a 
revision  of  the  code  coming  up  in 
January  to  keep  it  up  to  date. 
From  the  business  standpoint, 

the  concensus  was  that  despite  the 
imponderables  and  uncertainties  of 
wartime  operation,  radio,  as  the 
most  dynamic  of  the  media,  stands 
to  fare  pretty  well.  Immediately 
after  Pearl  Harbor,  the  few  who 
hazarded  predictions  foresaw  a 
downward  trend  for  all  media. 
With  one  year  of  war  behind  it 
radio's  national  business  has  in- 

creased some  10%.  Local  may  be 

Shepard  Denies  Yankee-Blue 

Overtures  Toward  Affiliation 

Net  Head  Says  Stations  Will  Remain  with  MBS; 
FCC   Considers   Sale  to   General  Tire 

DECLARING  that  the  Yankee  Net- 
work is  under  contract  to  MBS  for 

two  years  from  last  summer,  John 
Shepard  3d,  president  of  the  net- 

work, last  week  denied  reports  of 
conversations  looking  toward  affili- 

ation of  any  of  that  network's  sta- tions with  the  BLUE. 

"There  have  been  no  conversa- 
tions by  any  one  in  authority  in 

regard  to  Yankee's  affiliation  with 
the  BLUE,"  Mr.  Shepard  asserted. 
"Yankee  will  stay  Mutual,  with 
which  it  has  a  two-year  contract." 

Mr.  Shepard  said  the  only  ones  in 
authority  are  himself  and  W.  F. 
O'Neil  president  of  the  General  Tire 
&  Rubber  Co.,  which  has  negotiated 
a  contract  for  acquisition  of 
Yankee  for  approximately  $1,200,- 
000,  now  awaiting  action  of  the 
FCC.  Applications  for  the  transfer 
were  filed  with  the  FCC  on  Dec.  16. 
Additional  data,  dealing  with  cer- 

tain financial  and  tax  aspects  of 

the  transaction  were  submitted  last 
week. 

There  was  no  refutation  of  the 
report  [Broadcasting,  Dec.  21] 
that  Mr.  O'Neil  had  had  conversa- 

tions regarding  purchase  of  the 
BLUE,  which  has  been  for  sale  for 
about  a  year,  following  its  separa- 

tion from  NBC  as  an  operating  en- 
tity under  the  parenthood  of  RCA. 

Mr.  O'Neill,  however,  according  to 
Mr.  Shepard,  disclaimed  any  ne- 

gotiations looking  toward  associa- 
tion of  the  Yankee  with  the  BLUE. 

Under  the  pending  arrangement, 
awaiting  FCC  approval,  Mr.  Shep- 

ard will  remain  operating  head  of 
Yankee.  The  transaction,  involving 
$950,000  in  cash,  is  for  acquisition 
of  Yankee  as  an  operating  entity; 
of  the  four  standard  broadcast  sta- 

tions owned  by  Yankee  (WNAC, 
Boston;  WAAB,  Worcester; 
WEAN,  Providence,  and  WICC, 
Bridgeport)  as  well  as  its  two  FM 

(Continued  on  page  52) 

down  an  equal  amount,  though  pre- 
cise data  is  not  yet  available. 

More  Rationing 

In  the  new  year,  in  addition  to 
grade  labeling,  which  constitutes 
a  threat  to  brand  names,  there  will 
be  further  rationing  of  many  com- 

modities. This  will  bring  into  play 

greater  ingenuity  in  exploitation 
and  advertising  in  the  effort  to 
preserve  trademarks  and  identities 
for  the  post-war  era.  Manpower 
shortages  and  transportation  re- 

strictions, linked  with  the  distribu- 
tion and  grade  labeling  problems, 

will  eliminate  many  well-known 
commodities  from  present  areas  of 
distribution.  These  factors  also 
present  a  challenge  to  advertisers, 
their  agencies  and  to  media. 

The  broadcasting  story  of  1942, 
on  an  industry  wide  basis,  seemed 
to  sum  up  to  record-breaking  sales 
but  smaller  profits  because  of  in- 

creased taxes  and  operating  over- 
head. The  year  1943,  based  on  the 

composite  views  of  industry  lead- 
ers, is  destined  to  see  the  industry, 

from  the  national  business  stand- 
point, hold  its  own  but  with  a  sharp 

decline  in  profits  because  of  taxes, 
manpower  problems  and  other 
drastic  income  controls  and  re- 

adjustments. 
Networks  Confident 

While  the  major  networks  face 
the  future  with  uncertainty  busi- 

ness-wise, they  express  confidence 
in  radio's  ability  to  out-perform 
its  first  year's  public  service  in the  war  effort. 

William  S.  Paley,  CBS  president, 
said  the  industry  is  entitled  to  feel 
some  pride  in  having  so  auspicious- 

ly met  the  first  year's  test.  But  he 
pointed  to  new  tests  of  "our  abil- ity to  retain  the  confidence  of  the 

public  and  the  leaders  of  America" which  are  bound  to  arise. 
Niles  Trammell,  NBC  president, 

said  that  radio  has  never  been 
faced  with  so  many  uncertainties 

but  that  despite  this,  business  gen- 
erally faced  the  future  with  confi- 
dence. He  predicted  radio's  increas- 
ingly important  role  "as  we  live through  the  turmoil  of  this  global 

conflict"  and  said  all  were  ready 
to  do  their  job — networks  and  locals 
alike. 

Alfred  J.  McCosker,  chairman  of 
the  board  of  MBS,  said  radio  will 
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be  vastly  more  important  as  a 
morale-building  factor.  He  pointed 
out  that  cooperation  between  Gov- 

ernment and  broadcasters  has 
reached  a  new  high  and  that  in  the 
months  to  come  this  coordination 
will  produce  even  better  and  more 
efficient  results. 

The  BLUE,  newest  of  the  net- 
works as  an  independent  operating 

entity,  finished  its  first  year  in  the 
black,  it  was  pointed  out  by  Mark 
Woods,  president.  He  predicted  the 
coming  year  will  see  events  and 
decisions  that  will  unalterably 
change  our  pattern  of  life.  But 
while  methods  of  marketing  are 

being  affected,  "we  can  feel  fairly 
certain  that  radio  will  continue  as 

a  national  advertising  medium". 
National  Ads  Down 

A  year  of  war,  reported  John 
Benson,  president  of  the  American 
Assn.  of  Advertising  Agencies,  i-e- 
duced  national  advertising  volume 
9  or  10%  and  its  manpower  by 
20%.  (Based  on  available  informa- 

tion radio  was  not  so  affected,  hav- 
ing increased  national  billings  by 

about  10%.) 

He  pointed  to  the  "menaces" ahead  under  increased  Government 
restrictions — price  ceilings,  grade 
labeling,  and  distribution  restric- 

tions. But  he  predicted  that  Gov- 
ernment will  do  all  it  can  to  mini- 

mize any  resulting  embarrassment 
to  business.  The  effect  of  war  on 
media  will  be  most  adversely  felt 
by  the  small  newspaper  and  small- 

town radio  station.  In  these  in- 
stances the  Government  may  have 

to  help  out  either  by  paying  for 
broadcasting  and  space  or  making- 
tax  allowances. 

Changes  in  programming  during 
1943  will  not  be  revolutionary, 
though  there  will  be  an  even  greater 
war  emphasis.  Top-flight  talent, 
endangered  under  Selective  Serv- 

ice a  few  weeks  ago,  will  be  affected 
only  slightly,  by  virtue  of  the  new 
draft  regulations  eliminating,  un- 

der current  processes,  those  38  or 
older.  While  the  trend  is  toward 
shorter  programs,  most  national 
accounts,  notably  network,  plan  to 
continue  their  schedules.  Spot  ad- 

vertising appears  due  for  another 
upsurge,  because  of  its  flexibility 
and  ease  of  handling  in  connection 
with  the  ever-changing  distribu- 

tion picture. 
Broadcasts  From  the  Front 

News  direct  from  the  battle- 
fronts,  following  the  special  event 
format,  may  make  its  debut  soon. 
Brig.  Gen.  Robert  L.  Denig,  Marine 
Corps  public  relations  chief,  points 
out  that  his  branch  may  bring  a 
new  coverage  of  Marine  activities 
to  the  people  through  radio.  Hav- 

ing pioneered  bylined  Marine 
Corps  campaign  correspondents 
from  the  Pacific  theatre,  he  pre- 

dicts this  service  will  be  extended 
through  radio. 

"Soon  it  may  be  possible  for  you 
to  sit  in  your  own  home  and  listen 
to  a  Marine  Corps  combat  com- 

mentator tell  you  abDut  the  'Ma- 
rines At  Work'  ",  he  stated. 

That  would  be  the  forerunner  of 

•Serious  Market  Problems  Ahead' 

JOHN  BENSON 
President,  American  Assn.  of  Adv.  Agencies 

Mr.  Benson 

A  YEAR  of  war  has  reduced  the 
volume  of  national  advertising  but 
nine  or  ten  percent,  and  its  man- 

power by  an  estimated  twenty  per- 
cent. It  has  made 

some  important 
changes  in  the 
kind  of  copy  be- 

ing run,  and  has been  building 
some  menaces 
which  may  mate- rialize during 
1943. 
Due  to  war 

there  are  now 
arising  a  number 

of  restrictions  of  manufacture, 
transportation  and  price  control, 
which  will  adversely  affect  adver- 

tising designed  to  sell  goods,  but 
may  build  up  a  greater  volume  of 
goodwill  advertising  to  keep  trade- 

marks alive  in  the  public  mind. 
Price  Ceilings 

There  is  also  a  menace  to  brands 
and  brand  avertising  arising  from 
the  new  proposal  of  CPA  to  shift 
from  individual  price  ceilings  on 
civilian  goods  to  a  fixed  price, 
based,  where  grades  are  bought, 
on  Government  grade  labeling. 
Some  fear  that  brands  will  be  dis- 

placed by  Government  standards 
and  pushed  off  the  market.  Dire  ef- 

fects are  predicted  for  free  enter- 
prise. Others  feel  that  Govern- 

ment grades  will  not  harm  branded 
goods  of  distinctive  value,  the  for- 

mer being  mediocre  in  comparison 
and  leaving  ample  leeway  for  ad- 

vertising individual  qualities  no 
grading  could  reflect. 

Another  handicap  is  a  threatened 
elimination  of  cross  hauling  of 
nationally  distributed  goods  which 
is  clearly  a  waste  of  traffic,  and 
may  have  to  be  curtailed  because 
of  the  shortage  of  railroad  equip- 

ment and  a  much  increased  traffic 
load.  Marketing  zones  would  be 
set  up  for  local  distribution.  To 
the  extent  that  branded  goods  are 
affected,  this  would  be  a  menace 
to  advertising. 

A  third  menace  lies  in  the  con- 
centration of  civilian  production 

in  so-called  nucleus  plants,  region- 
ally dispersed,  to  save  raw  mate- 
rials, manpower,  plant  and  trans- 

portation. This  would  convert  all 
other  plants  to  war  production  or 
close  them  down.  Victory  models 
would  be  made,  which  could  not  be 
branded,  being  stripped  of  all 
frills,  gadgets  and  other  distin- 

guishing marks.  Brands  could  be 

an  entirely  new  brand  of  war  re- 
porting by  radio. 

Also  significant  of  the  trend  of 
thinking  in  future  war  reporting 
was  the  prediction  of  Lt.  Col.  E. 

M.  Kirby,  chief  of  the  Army's  Ra- 
dio Branch,  that  "a  new  dimension 

to  war  coverage  will  come  about 
with  the  introduction  of  front  line, 
combat  zone  reporting,  with  which 
we  are  now  experimenting".  He said  no  further  announcement  of 
this  would  be  made  until  after  tests 
in  the  field  satisfy  certain  techni- 

cal and  military  elements  which 
are  required. 

kept  alive  in  the  public  mind  by 
goodwill  advertising. 
How  far  these  menaces  will  be 

realized,  only  time  can  tell.  Gov- 
ernment, I  believe,  will  do  all  it 

can  to  minimize  any  resulting  em- barrassment to  business. 
From  the  standpoint  of  public 

relations,  advertising  copy  is  be- 
coming more  useful  to  consumers 

by  being  more  informative.  As  the 
war  progresses  consumers  will  find 
it  more  and  more  difficult  to  supply 
their  needs  and  make  ends  meet. 
This  will  give  advertising  an  un- 

precedented opportunity  to  make  a 
favorable  niche  for  itself  by  telling' people  what  to  buy,  how  to  get 
most  use  of  it,  and  prolong  its  life. 
It  seems  probable  that  this  new  ap- 

peal will  carry  over  into  the  post- 
war period  and  immeasurably  raise 

advertising  in  public  esteem. 
In  the  meantime,  advertising  is 

being  put  to  a  vital  test  of  its 
power  to  help  win  the  war,  in  estab- 

lishing and  working  through  the 
Advertising  Council.  This  mobil- 

izes all  the  factors  which  are  used 
to  make  public  opinion  under  the 
unified  control  of  a  single  Board, 
whose  staff  is  in  constant  touch 
with  the  various  Government  de- 

partments engaged  in  war  effort, 
ascertains  their  advertising  needs 
and  meets  them  through  an  army 
of  two  thousand  volunteers. 

Reaching  the  Millions 
In  this  effort  radio  is  making  a 

splendid  contribution  in  reaching 
tens  of  millions  with  war  messages 
from  the  Government  and  appeals 
to  cooperate.  This  will  go  down  in 

the  history  of  the  war  as  one  of  the 
monuments  to  patriotic  endeavor. 

The  effect  of  war  on  media  will 
be  most  adversely  felt  by  the  small 
newspaper  and  the  small  town  ra- dio station.  Both  are  losing  local 
business  and  not  participating 
freely  in  the  national  flow.  The 
Government  may  have  to  help  out 
the  latter  by  either  paying  for 
broadcasting  war  measures  or  mak- 

ing a  tax  allowance. 
As  to  the  post-war  future  of 

advertising,  only  a  shrewd  guess 
can  be  made,  but  it  seems  favor- 

able, based  on  facts  and  trends 
now  active  and  measurable,  such 
as:  (a)  a  huge  accumulation  of consumer  wants  deferred  by  war; 

(b)  a  great  reservoir  of  purchas- 
ing power  released  after  the  war by  billions  of  war  bonds;  (c) 

enormously  expanded  productive 
capacity,  both  in  plant  and  skilled 
labor;  (d)  the  inventive  genius 
of  American  industry  highly  stim- 

ulated by  war,  making  available 
many  new  and  better  goods;  (e)  a 
broader  and  more  liberal  policy  of 
business  towards  both  labor  and 
consumer,  making  for  mass  pros- 

perity and  industrial  peace. 
Those  who  fear  elimination  of 

free  enterprise  in  this  country  do 
not  reckon  with  the  natural  bent 
of  the  American  people,  who  have 
an  inbred  desire  to  run  their  own 
business  and  make  their  own  way 
in  life.  Every  bootblack  dreams  of 
some  day  having  a  shoe  shine  par- lor of  his  own.  No  politician  can 
break  that  down.  But  it  will  pre- 

vail only  to  the  extent  that  it  serves 
the  consuming  public  and  furnishes 
mass  security,  with  jobs  for  all. 

Advertising  is  the  hand  maiden 
of  free  enterprise,  and  will  thrive 
with  it.  As  long  as  people  have  a 
free  choice  of  goods,  advertising 
will  help  to  make  it,  provided,  of 
course,  that  it  really  enables  them 
to  buy  intelligently  what  they  need or  want. 

'Radio's  Chance  to  Serve' 

JAMES  LAWRENCE  FLY 
Chairman,  Federal  Communications  Commission 

FOR  THE  next  year  at  least,  it 

must  be  expected  that  broadcasting- 
will  operate  under  wartime  condi- 

tions. The  shortages  in  materials 
and  manpower 
will  be  accentu- 

ated, and  I  would 
like  to  caution  all 
broadcasters  t  o 
do  more  than 
their  part  in  our 
conservation  pro- 

gram. Broadcast- ing is  the  most 
effective  means  of 

mass  communica- 
tion we  have. 

And  it  has  made  an  outstanding- record  of  wartime  public  service. 
It  is  essential  for  the  highest 

civilian  and  military  morale  that 
radio  continue  in  a  vigorous  state, 
especially  as  our  military  opera- 

tions expand  and  the  grimness  of 
war  becomes  intensified.  Cur  peo- 

ple must  be  able  to  turn  to  their 
radios  for  accurate  news,  stimulat- 

ing discussion,  and  spiritual  en- 
couragement. The  continued  fulfill- 

ment of  that  public  responsibility 
by  the  broadcasters  will  furnish  its 
own  reward. 

This  will  not  be  his  only  reward, 
however.  After  the  war  the  many 
technical  improvements  in  radio  de- 

veloped in  the  war  laboratories 
will  become  available  to  the  indus- 

try and  through  it  to  the  people. 
And  I  can  say  with  confidence  that 
as  a  result  of  these  and  other 
promised  technological  advances, 
broadcasting  will  increase  in  social 
significance,  entertainment  and 
educational  value  and,  not  to  be 
overlooked,  dollar  volume. 

Television  and  frequency  modu- 
lation broadcasting  seems  assured 

of  a  great  development.  An  in- creased mobility  of  listeners 
through  new  sizes  and  types  of 
receivers,  promises  a  substantial 
alleviation  in  the  summertime  drop 
in  audience  (and  consequently  in 
sponsors).  Radio-broadcasting  will 
certainly  have  the  opportunity  to 
render  an  even  greater  and  more 
valuable  service.  Planning  for  the 
post-war  period  to  ensure  the  maxi- 

mum benefit  from  the  promised  de- 
velopment is  definitely  in  order, 

and  the  Commission  is  prepared  to 
join  with  the  industry  to  that  end. 

For  the  duration,  our  efforts 
must,  however,  be  primarily  di- rected toward  sustaining  the  really 
vital  broadcasting  service  we  have. 
The  Commission  has  endeavored  to 
alleviate  the  burdens  of  wartime 
operation  in  every  appropriate  way. 
It  will  continue  to  do  so. 
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'A  Great  National  Asset' 
WILLIAM  S.  PALEY 

President,  Columbia  Broadcasting  System 

'Ingenuity  Will  Solve  Problems' NILES  TRAMMELL 
President,  National  Broadcasting  Co. 

Mr.  Palev 

NO  NATION  on  earth  is  so  blessed 
with  radio  broadcasting  facilities 
and  know-how  as  the  United  States. 
A  system  of  private  licensing  and 
business  competi- 

tion has  enriched 
the  nation  during 
20  years  of 
operations  to  the 
extent  of  930-odd 
local  stations, 
four  continent- 
spanning  net- 

works, a  man- 
power pool  of 

thousands  of 
trained  radio  ad- 
minist  ra- 

ters, technicians,  writers,  directors, 
newsgatherers,  performers  and 
other  skilled  persons. 

Taken  together,  the  men,  equip- 
ment and  experience  of  American 

radio  constitutes,  now  that  we  are 
at  war,  a  great  national  asset.  It 
is  gratifying  that  the  American 
people  as  a  whole  and  responsible 
Government  officials  in  general 
seem  to  appreciate  this  fact.  We 
are  entitled  to  feel  some  pride  in 
having  so  auspiciously  met  the  test 
of  the  first  year  of  war,  but  of 
course  we  must  beware  of  compla- 

cency in  ourselves  as  broadcasters. 
New  tests  of  our  ability  to  retain 
the  confidence  of  the  public  and 
the  leaders  of  America  will  con- 

stantly arise. 
Days  of  Confusion 

Looking  back  to  December,  1941, 
we  recall  that  broadcasters  found 
themselves,  as  did  everybody  else 
who  attempted  to  deal  with  the 
subject  of  morale,  somewhat  con- 

fused and  uncertain  as  to  pi'oce- 
dures.  Undoubtedly  some  broad- 

casters were  over-cautious  as 
others  were  over-melodramatic  in 
the  first  weeks  and  months  after 
Pearl  Harbor.  Add  to  this  the  work 
habits  that  were  acquired  —  and 
necessary  —  during  the  period  of 
non-belligerency  and  which  had  to 
be  revised,  a  process  that  was  not 
easy. 

But  after  a  short  trial  and  error 
period  the  experience  and  judg- 

ment of  the  industry  quickly  mobil- 
ized effective  ideas,  techniques  and 

programs.  Let  us  not  forget  that 
what  the  radio  industry  does  and 
is  able  to  do  in  war  is  directly  re- 

lated to  what  it  learned  and  the 
names  and  methods  it  perfected 
in  peacetime. 

For  example,  the  sound  peace- 
time policies  of  the  industry  with 

regard  to  a  calm  and  reasoned 
presentation  of  information  were 
obviously  precisely  what  good  mor- 

ale demanded  in  wartime.  Honesty 
and  sincerity  will  always  remain 
essential  qualities  of  successful 
broadcasts.  War  does  not  alter  but 
rather  emphasizes  the  maxims  by 
which  American  broadcasters  have 
conducted  their  businesses. 
CBS  has  not  only  assigned  and 

dedicated  its  program  department 
to  all-out  participation  in  the  war 
and  collaboration  with  the  Govern- 

ment, but  since  Pearl  Harbor  CBS 
has  strengthened  its  program  de- 

partment under  Douglas  Coulter 
and  Davidson  Taylor,  director  and 
assistant  director  respectively,  with 
new  resources  of  men  and  monev 
and  time.  We  have  created,  in  ad- 

dition to  our  regular  corps  of  ex- 
perienced directors,  a  task  force 

of  "name"  producers  with  execu- 
tive authority.  These  include  Nor- 
man Corwin,  Earl  McGill,  William 

N.  Robson,  William  Spier,  Robert 
Shayon,  C.  L.  Renier. 

War  Features 

I  shall  not  crowd  this  limited 
space  with  a  catalog  of  CBS  war 
programs.  Suffice  that  there  is 
both  an  immediate,  a  help-win-the- 
war,  objective  to  our  program  plan- 

ning and  a  long-view,  a  help-win- 
the-peace,  purpose.  Far-sighted 
men  increasingly  are  and  must  be 
concerned  with  the  latter  and 
broadcasting  as  such  almost  cer- 

tainly will  be  expected  to  perform 
much  of  the  educational  work 
needed  to  prepare  the  American 
public  for  the  world  whose  con- 

tours we  begin  to  sense. 
One  step  in  that  direction  is  a 

better  understanding  of  the  other 
peoples  in  the  world,  especially 
those  with  whom  we  expect  to  work 
closely  together  in  the  future.  To- ward that  end  Norman  Corwin 
accompanied  by  the  American  ra- 

dio actor  Joseph  Julian  was  sent 
to  England  by  CBS  to  write  and 
produce  a  series  called  "An  Ameri- 

can in  England". This  salute  to  our  gallant  ally 
was  but  one  of  several  contribu- 

tions to  unity  among  the  United 
Nations  democracies.  For  exam- 

ple, Columbia's  Calling  Pan  Amer- ica reaches  out  each  week  to  vari- 
ous capitals  of  our  sister  republics 

on  this  side  of  the  Atlantic. 
We  at  Columbia  are  fortunate 

as  to  future-mindedness  due  to  the 
existence  here  at  485  Madison  Ave. 

of  what  we  call  "Department  X". 
We  have  said  almost  nothing  pub- 

licly about  this  activity,  and  I  doubt 
if  many  in  the  trade  know  about 
it.  Department  X  devotes  all  its 
time  to  studying  the  war  aims, 
post-war  planning,  the  probable 
nature  of  the  problems  that  we 
shall  have  to  solve.  Department  X 
has  already  given  us  enough  chal- 

lenging data  to  make  us  definitely 
forward-looking. 

The  staff  of  Columbia  faces  the 
future  with  a  vivid  sense  of  the 
difficulties  ahead,  but  still  buoyed 
by  a  conviction  that  the  American 
radio  industry  will  rise  to  its  fu- 

ture opportunities  as  it  has  to 
those  of  the  past. 

Dan  Dunn  Series  Ready 
KASPER-GORDON  Inc.,  Boston,  is 
sending  presentations  to  advertis- 

ing agencies  and  stations  on  the 
transcribed  juvenile  series,  Dan 
Dunn,  Secret  Operative  US,  based  on 
the  newspaper  cartoon  strip.  Sev- 

enty-eight quarter-hour  episodes 
are  ready.  Scripts  are  written  by 
Maurice  Zimm,  CBS  script  contest 
winner.  Lou  Marcelle  who  former- 

ly did  Fu  Manchu,  plays  the  title 
role,  with  Lucille  Meredith  as  Kay 
Fields,  Dan's  girl  friend.  Heard  as 
Irwin,  Dunn's  assistant,  is  Myron 
Gary,  while  JeiTy  Mohr,  formerly 
on  Big  Town,  Calli  ;</  All  Cars  and 
other  shows,  plays  the  villian.  Cast 
also  includes  Hans  Conreid,  and 
David  Starling. 

AS  1943  approaches,  there  is  only 
one   certainty — that  never  before 
in  our  history  have  we  faced  so 
many  uncertainties.  With  this  para- 

dox in  mind,  how 
can  any  of  us 
venture   to  fore- 

cast the  unchart- 
ed  year  which 

lies   ahead?  The 

pattern  of  our  na- 

^A-  \    ̂   -  B     tional  life  chan- ^«  \^'~  MM      ges  daily;  an  un- 
'^^.jjiJI^      familiar  economy '■i[iL_,lflllHli      swiftly  is  taking 

Mr.  Trammell  place  of  the 
one  we  know  so 

well.  It  could  hardly  be  otherwise 
in  view  of  the  state  of  world  affairs. 

Nevertheless,  business  faces  the 
future  with  confidence.  American 
ingenuity  should  surmount  the  do- 

mestic problems  of  production,  of 
distribution,  of  finance  and  of 
trade,  while  our  vast  resources  and 
industrial  might  are  bringing  us 
victory  abroad. 

The  necessity  of  speedily  mar- 
shalling our  resources  and  man- 

power has  given  radio  an  oppor- 

tunity and  an  obligation.  The  in- 
dustry has  taken  the  one  and  ac- 

cepted the  other.  But  however substantial  our  contribution  may 
have  been,  we,  like  the  nation,  are 
at  the  beginning  of  our  task.  The 
triumph  of  our  armed  forces  is 
indissolubly  linked  with  and  de- 

pendent on  the  job  we  do  at  home. 
And  radio  will  play  an  increasing- 

ly important  role  as  we  live  through 
the  turmoil  of  this  global  conflict. 
We  are  ready  to  do  our  job — net- works and  local  stations  alike. 

Yet,  to  perform  this  task,  we 
must  not  lose  sight  of  practical 
considerations  in  the  service  of 
Government,  of  the  public  and  of 
industry.  Cooperation  is  the  key- 

note; it  is  the  means  by  which  at 
one  and  the  same  time  each  indi- 

vidual, each  business  enterprise 
may  best  express  itself  and  at  the 
same  time  serve  the  general  wel- 

fare. The  American  system  of 
broadcasting  which  guarantees  a 
free  radio  will,  in  1943  and  in  the 
years  to  follow,  continue  to  be  a 
growing  force  for  the  instruction, 
the  cultural  development,  and  the 
enlightenment  of  our  people. 

'No  Esso  Time  Curtailment' 

J.  A.  MILLER 
Manager,  Advertising-Sales  Promotion  Dept.,  Esso  Marketers 

Mr.  Miller 

THERE  isn't  much  point  in  dwell- 
ing on  what  a  year  of  war  has 

done  to  the  petroleum  business. 
The  details  are  familiar  to  all  be- cause in  one  way 

or  another,  petro- 
1  e  u  m  problems 
have  touched  each 
of  us. 

Faced  with  ra- 
tioning of  gaso- line and  fuel  oil, 

and  the  need  to 
conserve  cars  and 

tires,  Esso  Mar- 
keters radio  pro- 
gram. The  Esso Reporter,  has  devoted  all  of  its 

commercial  time  to  a  three-pronged 

job: 

1.  Winning  the  War — Under  this 
classification  The  Esso  Reporter 
has  recruited  for  the  Army  and 
Navy;  sold  War  Bonds;  collected 
scrap  metal  and  salvage  rubber; 
helped  the  Navy  Department  gather 
binoculars,  radio  telephones  and 
model  planes;  supported  Red  Cross, 
USO  and  Community  Fund  drives; 
and  stressed  the  need  for  gasoline, 
fuel  oil,  rubber  and  car  conserva- 
tion. 

2.  Public  Service — In  this  cate- 
gory The  Esso  Reporter  stressed 

the  "how"  of  conservation — how  to 
conserve  gasoline,  how  to  save 
tires,  how  to  cut  down  fuel  oil  con- 

sumption, how  to  make  cars  last 
for  the  duration.  As  a  necessary 
corollary.  The  Esso  Reporter  ham- 

mered home  the  message  that  "Oil 
is  Ammunition — Use  it  Wisely"  by 
telling  of  the  vital  work  that  gaso- 

line, motor  oil,  and  special  lubri- cants are  doing  to  keep  our  planes, 
tanks  and  ships  in  action. 

These  two  classifications — Win- 
ning the  War  and  Public  Service — 

took  approximately  70%  of  The 
Esso  Reporter's  46,000  separate live  broadcasts  in  1942. 

3.  Product  Sale — It  has  been  esti- 
mated that  20,000,000  cars  are  es- 

sential to  the  wartime  economy  of 
this  country.  If  these  essential  cars 
are  to  be  kept  rolling,  Esso  Mar- 

keters must  have  a  dealer  organi- zation to  service  them.  The  Esso 
Reporter  has  helped  keep  our  dealer 
organization  together  by  selling  the 
products  and  services  not  rationed 
or  eliminated — motor  oil,  chassis 
lubrication,  batteries,  accessories, 
etc. 

Esso  Marketers  do  not  plan  any 
curtailment  of  radio  advertising 
in  1943.  Bringing  up-to-the-minute news  to  Americans  four  times  a 
day  is  in  itself  a  public  service, 
doubly  so  in  wartime.  And  the 
jobs  the  commercials  on  The  Re- 

porter are  essaying,  will  take  more, 
not  less,  doing  until  the  war  is  won. 

When  victory  comes,  unquestion- 
ably we  will  use  The  Esso  Reporter 

to  tell  listeners  of  the  miracles  of 
invention  and  development  that  are 
taking  place  in  the  Esso  Research 
Laboratories.  Now,  and  for  some 
time  past,  100%  of  the  work  done 
in  Esso  Laboratories  has  been  di- 

rectly connected  with  the  war  ef- 
fort. Most  of  the  products  and  me- 
thods developed  there  are  military 

secrets.  But  after  the  war,  these 
products  will  usher  in  a  new  era 
of  petroleum  in  its  relation  to  the 
lives,  habits  and  happiness  of  the 
people  of  this  country.  All  of  us 
here  hope,  and  so  work,  that  the 
day  of  victory  will  come  soon. 
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'Pattern  of  Life  to  Be  Changed' 
MARK  WOODS 

President,  BLUE  Network 

'Industry  in  Heahhy  Condition' NEVILLE  MILLER 
President,  National  Association  of  Broadcasters 

Mr.  Woods 

THE  COMING  year  will  see  events 
and  decisions  that  will  unalterably 
change  our  pattern  of  life.  The 
customs  of  our  people  and  people 
all  over  the  world,  in  the  field  of 
social  endeavor 
and  philosophy, 
and  in  business 
and  industry  are 
even  now  chang- 

ing rapidly  as  a 
x-esult  of  a  woi'ld 
at  war. 

Today  our  life 
is  radically  dif- 

ferent from  that 
of  only  a  year 
ago.  Tomorrow 
it  will  be  changed  still  more.  Na- 

turally, for  all  of  us  war  predic- 
tions are  impossible.  But,  no  mat- 

ter how  long  befoie  the  successful 
conclusion  of  the  war,  we  all  will 
be  affected  throughout  our  lives  by 
war  results,  and  the  decisions  caus- 

ing these  results  during  1943. 
For  us  in  broadcasting  the  com- 

ing year  will  be  particularly  sig- 
nificant. Radio  as  we  know  it  was 

born  in  World  War  I.  It  will  reach 
seasoned  maturity  in  the  present 
war.  The  men  and  women  of  the 
BLUE  Network  sense  this  particu- 

larly. Our  entire  independent  cor- 
porate existence  has  been  in  a  na- 

tion at  war. 

Products  Curtailed 

Broadcasting  is  instantaneous, 
and  consequently  it  is  affected  im- 

mediately by  almost  every  change 
in  our  lives.  Already  many  con- 

sumer products  have  been  cui'tail- 
ed,  as  a  war  result.  This  is  reflected 
in  broadcasting.  Our  program  pat- 

terns are  changing.  I  have  no  doubt 
they  will  change  still  more,  as  new 
ways  are  discovered  by  which  Am- 

erican broadcasting  can  aid  in  the 
war  effort. 

While  methods  of  marketing  are 
and  will  be  affected  by  the  war,  we 
can  be  fairly  certain  that  radio 
will  continue  as  a  national  adver- 

tising medium.  The  rise  in  the 
standard  of  living  has  resulted  in 
a  large  increase  in  consumer  de- 

mands and  manufacturers  are  tak- 
ing advantage  of  the  ability  of 

radio  not  only  to  sell,  but  to  build 
good  will. 

Speed  is  the  keynote  of  this  new 
world,  the  outlines  of  which  we 
can  barely  see.  The  airplane,  after 

LEO  BURNETT 

President,  Leo  Burnett  Co. 

NEVER  before  have  we  been  so 
impressed  with  the  vitality  of 
medium  of  radio  and  its  function 
in  the  dual  responsibility  of  any 
advertiser  today.  1.  Winning  the 
war.  2.  Protecting  his  own  iden- 

tity and  good  will  as  an  insurance 
for  postwar  marketing  volume. 
Radio  is  a  particularly  friendly 
medium  which  lends  itself  ideal- 

ly to  the  psychology  of  the  times. 
With  the  pressure  of  selling  goods 
removed,  it  enables  advertisers  to 
protect  their  personalities  and 
ideals  in  a  pai'ticularly  warm  and 
telling  manner. 

hostilities  cease,  will  be  used  to 
reach  new  markets,  hitherto  either 
inaccessible  or  impossible  to  cover 
because  of  the  time  factor.  National 
(possibly  international)  advertis- 

ing will  benefit  in  general  and 
radio  in  particular  if  only  because 
it  is  demonstrating  its  ability  to 
function  with  unusual  speed. 

In  this  future  we  expect  the 
BLUE  to  play  an  important  role. 
If  speed  is  the  watchword  of  the 
new  world,  then  flexibility  is  an  in- 

valuable asset  in  business  and  the 
BLUE  in  1942,  its  first  year  as  an 
independent  organization,  has  de- 

monstrated time  and  time  again  its 
ability  to  find  new  ways  of  meeting 
new  situations.  To  this  flexibility, 
in  part,  we  owe  the  fact  that  the 
BLUE  has  finished  its  first  year  in 
the  black,  a  record  that  was  unex- 

pected by  the  industry. 

Many  New  Accounts 

The  BLUE  in  1942  garnered  24 
new  accounts  on  the  national  net- 

work in  addition  to  10  on  the  Pa- 
cific Coast,  and  added  36  new  sta- 

tions to  the  network,  making  a 
total  of  146.  The  average  number 
of  stations  used  by  commercial 
sponsors  has  risen  from  70  in  Feb- 

ruary to  91  in  December,  a  devel- 
opment which  can  be  traced  to 

several  pioneering  methods  of  op- 
peration:  the  adoption  of  the  2% 
cash  discount,  the  daytime  package 
rate  under  which  advertisers  can 
buy  time  as  they  buy  space  in  na- 

tional magazines,  and  a  special  dis- 
count structure.  With  Ford  and 

Coca.  Cola,  the  BLUE  signed  two 
of  the  biggest  contracts  in  network 
history  and  has  been  responsible  for 
the  development  of  the  "strip" show  aired  from  four  to  seven 
nights  weekly  by  Socony-Vacuum 
Oil,  Pall  Mall  cigarettes  and  Metro- 
Goldwyn-Mayer  in  addition  to  Ford 
and  Coca  Cola. 

This  is  a  good  record  for  a  first 
year,  but  for  the  BLUE  there  is  no 
end  to  pioneering.  The  constantly 
changing  conditions  and  situations 
of  tomorrow  will  find  the  BLUE 
ready  to  do  all  possible  to  maintain 
and  abet  what  we  have  learned  to 
call  "The  American  Way  of  Life". 

Mr.  Miller 

ONE  OF  the  most  significant  de- 
velopments during  the  past  year 

has  been  the  establishment  of  the 
Government  policy  for  the  opera- 

tion of  radio  dur- 
ing wartime  that 

stations  operated 

b  y  experienced broadcasters  have 
and  will  do  a 
much  better  job 
for  the  war  pro- 

gram than  if 
operated  in  any other  way. 
This  policy, 

which  now  is 
firmly  established,  was  well  stated 
by  Archibald  MacLeish  at  the  NAB 
convention  last  May  in  Cleveland, 
when  he  said  that  to  do  the  job 
which  was  needed  to  be  done  the 
Government  needed  the  ability  and 
experience  of  the  broadcaster  as 
well  as  his  microphone.  The  volun- 

tary aspect  of  the  new  OWI  plan, 
and  the  voluntary  code  of  censor- 

ship are  two  examples  of  this 
wise  governmental  policy. 
We  all  remember  the  rumors 

which  circulated  prior  to  the  war 
prophesying  government  owner- ship, censorship  by  Army  officers. 
Army  regulation,  the  Government 
taking  of  time  for  propaganda  pur- 

poses, etc.  It  is  well  for  the  nation 
and  for  radio  that  there  was  no 
foundation  for  such  plans  and  that 
no  such  plans  materialized. 

Radio  ends  the  year  1942  in  a 
very  healthy  condition.  I  have  just 
returned  from  an  eight  weeks'  trip, 
covering  ten  thousand  miles,  dur- 

ing the  course  of  which  I  attended 
eighteen  District  meetings  in  vari- 

ous parts  of  the  country  and  talked 
with  broadcasters  representing  all 
types  of  stations  variously  affected 
by  the  war. 

Representatives  of  Government 
departments  and  agencies  also  at- tended these  meetings,  and  at  each 
there  was  a  general  discussion  of 
war  problems  and  the  effect  of  the 
war  on  radio. 

Stations  have  cooperated  splen- 
didly with  every  government  de- 

partment and  agency  in  every  cam- 
paign, and  war  activity,  and  there 

is   universal   appreciation  of  the 

ALFRED  J.  McCOSKER 
President,  WOR,  New  York;  Chairman  of  Board,  MBS 

1943  will  be  a  great  challenge  to 
radio  in  many  ways.  Many  more 
of  our  boys  will  be  going  overseas, 
more  of  our  troops  will  be  en- 

gaged in  decisive battles.  Anxious 
families  will  turn 
to  radio,  more 
than  ever,  for 
news  and  last 
minute  informa- 

tion as  well  as 
for  entertainment 
and  relaxation. 
The  radio  indus- 

try will  be  vastly 
more  important 
as  a  morale-building  force. 
When  the  war  started  a  new  era 

began  for  radio.  We  had  never 
been  through  war  before,  yet  the 
nation's    networks    and  stations, 

Mr.  McCosker 

realizing  that  broadcasting  was 
destined  to  become  one  of  the  major 
forces  of  this  great  conflict  sprang 
to  the  aid  of  our  country.  Many  of 
the  difficulties  that  first  presented 
themselves  have  been  eliminated. 
Cooperation  between  Government 
agencies  and  broadcasters  has 
reached  a  new  high;  in  the  months 
to  come  this  coordination  will  pro- 

duce even  better  and  more  efficient 
results. 

1943  will  see  great  strides  in  all 
fields  of  our  industry,  from  pro- 

gramming and  news  through  to 
conservation  and  development  of 
technical  equipment.  Radio  knows 
the  direction  in  which  it  is  going, 
and  will  work  with  all  its  energies 
and  resources  to  help  bring  about victory ! 

constructive  contribution  which 
broadcasters  have  made  to  the  war 
program.  The  new  OWI  plan  has 
been  enthusiastically  received  and 
it  is  believed  that  this  will  enable 
even  more  effective  work  to  be  done 
in  the  future. 

Effective  steps  have  been  taken 
to  insure  maximum  use  of  all  ma- 

terial and  equipment,  and  although 
the  material  problem  will  remain 
acute  for  the  duration,  it  is  be- 

lieved that  due  to  the  work  of  the 
WPB,  the  BWC  and  the  FCC  that 
an  adequate  supply  will  be  avail- 

able, especially  in  view  of  the  com- 
paratively small  amount  of  ma- 

terial needed  to  insure  the  con- 
tinuation of  the  extremely  valuable 

and  effective  work  of  radio. 
For  the  overwhelming  majority 

of  stations  business  for  the  year 
1942  has  shown  an  increase  over 
the  previous  year.  Migratory  labor 
naturally  turns  to  radio  for  news 
and  relaxation;  dim  out  regula- 

tions, and  rationing  of  various 
kinds  all  tend  to  increase  listening, 
and,  comparatively  speaking,  radio 
has  weathered  the  present  effects 
of  the  war  better  than  anv  compet- 

ing media. 
The  ban  of  the  AFM  has  not  yet 

affected  business.  A  supply  of  new 
music  by  way  of  transcriptions  and 
records  is  still  available. 

FRANK  H.  McINTOSH 

Chief,  Domestic  Broadcasting 
Branch,  WPB  Radio  &  Radar 

Division 

Mr.  Mcintosh 

MILITARY  demands  have  diverted 
facilities  of  production  normally 
used  for  all  radio  communication 
purposes  during  peacetime.  Yet the  broadcasters 
and  operators  of 
police  radio  equip- 

ment, in  fact,  all 
the  phases  and services  in  radio, 

have  done  an  im- 
pressive job  of 

maintaining  their 
important  and 
essential  func- tions. At  the 
same  time,  they 

have  provided  a  satisfactory  op- 
erating condition  in  spite  of  the 

fact  that  the  burdens  heaped  on 
them  have  been  greatly  increased 
as  a  result  of  the  war. 

This  is  particularly  true  in  the 
field  of  radio  communication  of 
messages  and  in  the  coverage  of 
extended  areas  by  the  police  serv- 

ices. This  accomplishment  is  due 
entirely  to  the  understanding  and 
direct  efforts  of  the  individuals 

operating  stations  and  those  re- 
quiring radio  services. 

The  program  for  next  year  will 
continue  the  curfew  on  the  expan- 

sion of  domestic  radio  facilities, 
but  the  essential  needs  for  main- 

tenance and  repair  will  be  supplied 
through  programs  approved  by  the 
overall  agencies  planning  the  war 
effort,  and  it  may  be  encouraging 
to  know  that  the  facilities  now  con- 

(Continued  on  page  28) 
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KYW  is  Philadelphia's  Dish! 

Scrapple,  a  mixture  of  ground 
pork,  corn  meal  and  seasoning 
— boiled,  cooled,  then  sliced 
and  fried — is  Philadelphia's  own 
favorite  dish,  because  it's  good! 

Nearly  half  of  this  50,000  watt  station's  non-network 
time — 43%  to  be  exact— is  bought  by  Philadelphians. 

These  advertisers,  many  of  them  retailers,  are  on  the 

scene,  in  the  finest  of  all  positions  to  judge  the  effec- 

tiveness of  Philadelphia  radio.  They  can  appreciate 

how  successfully  any  given  station  is  giving  Philadelphia  listeners  exactly  the  service 

and  the  programs  that  they  want.  And  they  have  found,  in  KYWs  strength,  directed 

coverage  to  the  Philadelphia  trading  area — the  nation's  3d  market.  They  use  it  not  only 

as  one  of  the  nation's  great  stations,  but  also  as  an  overwhelm- 
ingly successful  local  influence. 

"When  you  seek  advertising  action  in  this  territory,  remember 

that  KYW  is  Philadelphia's  dish — and  join  the  feast. 

WESTINGHOUSE  RADIO  STATIONS  Inc 

WOWO  •  WGL  •  WBZ  •  WBZA  •  KYW  .  KDKA  .  REPRESENTED  NATIONALLY    BY  NBC  SPOT  SALES 



OPA  Plan  May  Revive  Direct  Sales 

Industry    Could  Sell 

Now  for  Delivery 
After  the  War 

REVIVAL  of  serious  competition 
in  the  automotive  and  housing 
equipment  and  supply  fields,  augur- 

ing for  reinstatement  of  direct  sell- 
ing campaigns,  may  develop  from 

an  ambitious  plan  of  the  Office  of 
Price  Administration  for  immedi- 

ate consumer  purchases  in  these 
fields,  with  delivery  after  the  war. 

While  no  details  are  immediately 
available,  it  was  stated  authorita- 

tively last  week  that  OPA  shortly 
will  announce  the  plan,  designed 
to  syphon  off  excess  purchasing 
power,  relieve  the  plight  of  retail 
business  firms  and  build  up  a  back- 

log of  orders  in  factories  now  100% 
engaged  in  war  manufacture. 

Closes  Inflation  Gap 

Automobiles,  refrigerators,  au- 
tomatic furnaces,  pianos,  vacuum 

cleaners  and  associated  equipment 
presumably  would  be  encompassed 
in  the  elaborate  project.  It  was  esti- 

mated at  OPA  that  the  program 
would  absorb  some  six  billion  dol- 

lars in  excess  purchasing  power. 
Many  business  firms  doomed  to 
failure  because  of  depleted  inven- 

tories, freezing  of  materials  and 
unavailability  of  merchandise 
thereby  would  be  revived,  it  is  con- 
tended. 

Such  a  plan,  observers  com- 
mented, also  would  supply  a  much- 

needed  hypodermic  for  the  adver- 
tising media,  particularly  in  the 

local  fields.  Nationally,  brand  name 
advertisers  who  have  little  or  no 
merchandise  to  sell  would  be  en- 

abled to  switch  from  purely  insti- 
tutional or  prestige  themes  to  di- 

rect sales  copy.  It  is  generally  felt 
that  the  plan,  if  properly  evolved 
and  exploited,  could  become  the 
much-needed  stimulus  for  practi- 

cally all  retail  trade. 
Merchandising  experts  describe 

the  plan  as  "installment  buying  in 
reverse".  Such  a  project  was  pro- 

posed by  Henry  J.  Kaiser,  West 
Coast  shipbuilder,  before  a  recent 
convention  of  the  National  Assn. 
of  Manufacturers. 

Get  Certificates 

Under  one  plan,  in  the  rough, 
consumers  would  "purchase"  any 
of  the  items  in  precisely  the  way 
they  buy  normally.  They  would  re- 

ceive a  certificate  of  purchase,  in- 
stead of  the  merchandise.  Payment 

then  would  be  made  either  in  cash 
or  on  the  installment  plan. 
A  second  project  contemplates 

purchase  of  certificates  good  for 
any  of  the  commodities  and  entit- 
Img  the  holders  to  priorities  on 
post-war  deliveries.  These  certifi- 

cates, it  was  stated  in  one  quarter, 
would  be  worth  10  %  more  than 
their  face  value. 

The  overall  plan  was  developed 
by  Rolf  Nugent,  director  of  OPA's 
Credit  Policy  Office,  who  was  au- 

thorized   several   months    ago  by 

OPA  Director  Leon  Henderson  to 
study  the  whole  subject.  Mr.  Nu- 

gent formerly  was  with  the  Rus- 
sell Sage  Foundation. 

It  was  thought  in  some  quarters 
that  enforcement  of  the  plan  would 
require  enabling  legislation  at  the 
next  session  of  Congress.  While 
there  may  be  sufficient  authority 
under  war  powers  to  carry  the 
plan  up  to  the  end  of  the  war,  it 
was  definitely  stated  that  legisla- 

tion would  be  required  to  project 
it  beyond  that  time,  since  all  war 
powers  terminate  with  the  conclu- 

sion of  hostilities. 
Whether  the  final  plan  will  be  the 

general  certificate  project,  to  be 
used  for  purchase  of  any  of  the 
specified  items,  or  whether  each 
certificate  will  be  "earmarked"  for 
a  given  commodity  by  a  particular 
manufacturer,  apparently  is  unde- 

termined. Mr.  Nugent  was  away 
from  Washington  over  the  holidays 
and  precise  information  was  not 
available. 
Under  the  general  certificate 

plan,   deliveries  of  desired  items 

THE  SUCCESS  story  of  the 
"father  and  son"  combination  that 
has  directed  the  destinies  of 
WCAO,  Baltimore  pioneer  station, 
was  brought  into  focus  with  the 
start  of  5,000-watt  operation  of  the 
station  in  mid-December. 

Since  1931,  when  WCAO  was  re- 
organized, aff'airs  of  the  station 

have  been  directed  by  Lewis  M. 
Milbourne,  first  treasurer  and  then 
president  of  the  company,  and  his 
son,  L.  Waters  Milbourne,  ini- 

tially assistant  treasurer  and  then 
general  manager.  Business  volume 
on  the  station  has  been  trebled 
since  the  Milbournes  assumed  its 
operation. 

Maryland's  oldest  station,  WCAO was  established  in  1922.  It  was 
one  of  the  first  outlets  of  CBS, 

would  be  made  according  to  date 
of  the  certificate.  Purchasers  later 
would  be  permitted  to  select  their 
own  brand  and  make.  The  overall 
proposal  is  contained  in  a  prelimi- 

nary document  of  some  100  pag 
which  shortly  will  be  made  public 

by  OPA. 
Beats  Inflation 

The  plan  is  regarded  as  a  sort  of 
sequel  to  the  war  bond  drive,  in 
that  it  would  drain  off  excess  pur- 

chasing power  and  make  it  avail- 
able to  the  Treasury.  In  that 

fashion,  it  would  be  a  hedge  against 
inflation,  it  was  pointed  out.  More- 

over, dealers  would  be  enabled  to 
preserve  at  least  a  portion  of  their 
sales  forces  and  industry  generally 
in  these  fields  would  gather  a  back- 

log of  orders  with  which  to  start 
work  when  war  production  ceases. 

The  dealer  would  get  6%  com- 
mission and  the  finance  company 

either  \%  or  a  flat  fee  of  seven 
cents  per  colfection.  The  money 
would  be  deposited  with  the  United 
States  Treasury,  which  would  pay 

joining  that  network  in  1927,  its 
first  full  year  of  operation. 

The  station  has  operated  on  the 
desirable  600  kc.  channel  practical- 

ly from  the  start,  having  thrice 
increased  its  power  to  the  present 
5,000-watt  level,  using  a  directional 
antenna.  Latest  Westinghouse 
transmitter  and  phasing  equipment 
has  been  installed.  Appreciable  in- 

crease in  coverage  is  claimed  for 
the  improvements. 
The  elder  Milbourne  became 

treasurer  of  WCAO  in  April,  1931, 
when  it  was  reorganized  following 
the  death  of  its  former  directing 
head.  Subsequently,  he  was  elected 
president.  His  son  became  assistant 
treasurer  in  1931,  serving  in  chat 
capacity  until  1938,  when  he  be- came general  manager. 

manufacturers  when  the  goods 
were  delivered  after  the  war. 

Latest  available  figures,  cover- 
ing 1941,  show  that  gross  billings 

of  automotive  advertisers  on  the 
major  networks  amounted  to  $3,- 
120,000,  or  approximately  3%  of 
the  total  of  $107,000,000  in  gross 
billings.  Housing  equipment  and 
supplies,  encompassing  refrigera- 

tors, heating  plants,  vacuum  clean- 
ers and  the  like,  amounted  to  ap- 

proximately $2,000,000,  or  1.9%  of 
the  total.  While  no  figures  yet  are 
available  for  1942,  the  trend  of  net- 

work business  indicates  some  de- 
cline in  each  of  these  commodity 

fields,  which  obviously  would  be 
due  for  sharp  revival  with  the  in- 

troduction of  the  post-war  delivery 

plan. 

Likely  to  receive  greatest  im- 
petus from  such  a  widespread  pro- 
ject, however,  would  be  retailers, 

who  in  turn  would  have  a  new  in- 
centive for  local  promotion  and  ex- 

ploitation. Some  100-odd  smaller 
stations,  now  in  the  red,  probably 
would  receive  some  measure  of  re- 

lief through  added  income  by  vir- 
tue of  this  innovation. 

New  Carter  Tests 
CARTER  PRODUCTS,  New 
York,  recently  reported  to  be  test- 

ing five-minute  programs  in  com- 
parison to  its  usual  one-minute announcements  for  Little  Liver 

Pills  [Broadcasting,  Dec.  21],  is 
planning  a  similar  experiment  for 
Arrid.  A  transcription  of  Jimmie 
Fidler  From  Hollywood,  BLUE 
series  aired  in  behalf  of  Arrid 
Sunday,  9:30-9:45  p.m.,  will  be 
heard  on  WOR,  New  York,  Tues- 

day, 10:30-10:45  a.m.,  starting 
Jan.  5,  and  on  WNAC,  Boston. 
Contracts  for  52  weeks  were 
handled  through  Small  &  Seiffer, 
New  York.  The  recordings  will 
supplement  the  regular  schedule  of 
spot  announcements  for  Arrid, 
aired  on  approximately  150  sta- tions throughout  the  country. 

Grid  Game  on  MBS 
CARRIER  wave  of  KFRC,  San 
Francisco,  lit  the  bonfires  for  a 
mammoth  football  rally  held  Dec. 
22  as  the  forerunner  of  the  annual 
all-star  East-West  game  in  San 
Francisco  on  New  Year's  Day.  The 
game  is  one  of  the  major  charity 
events  of  the  Shrine,  which  this 
year,  in  addition  to  devoting  pro- 

ceeds to  the  Shrine  Hospital  for 
Crippled  Children,  will  divide  the 
gate  among  various  war  agencies. 
KFRC  broadcast  the  rally  with  Art 
Linkletter  as  m.c.  KFRC  will  origi- 

nate the  East- West  game  for  the 
entire  Mutual  Network  on  New 

Year's  Day,  with  Ernie  Smith  call- 
ing the  plays. 

Russell  Law 

RUSSELL  LAW,  60,  chairman  of 
the  executive  committee  of  Albert 
Frank-Guenther  Law  Inc.,  New 
York,  died  Tuesday,  Dec.  22,  in 
New  York,  after  a  short  illness. 
He  leaves  a  widow,  and  a  sister. 
After  three  years  with  the  Wall 
Street  Journal,  Mr.  Law  organized 
his  own  advertising  agency  in  1914, 
and  in  1919  amalgamated  with 
Ralph  Guenther  under  the  name 
Rudolph  Guenther-Russell  Law 
Inc.  Present  agency  resulted  from 
a  merger  with  Albert  Frank  &  Co. 

BALTIMORE'S  FATHER  AND  SON 

WCAO's  Milbournes  Lead  Pioneer  Station  to 

 5,000-Watt  Operation  

WCAO's  Father-Son  Combination 
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Holds  Its  Ethical  Level 

FOLLOWING  RECENT  complaints  by  the  Federal  Trade 
Commission  against  major  cigarette  manufacturers  and 
against  well-known  headache  remedy  firms,  Broadcasting 
asked  the  Commission  for  a  restatement  of  its  policies.  In 
a  letter  to  Chairman  William  S.  Ayres,  inquiry  was  made 
whether  the  FTC  had  lauyiched  any  sort  of.  a  drive  against 
possible  wartime  offenses  in  advertising.  The  inquiry  was 
forivarded  to  PGad  B.  Morehouse,  director  of  the  Radio 
&  Periodical  Division.  This  is  his  answer. 

Advertising 

Special  Wartime  Drive 

Not  Contemplated 

By  the  FTC 

By  PGAD  B.  MOREHOUSE 
FTC  Commissioner  Robert  E. 
Freer  in  his  address  before  the 
Advertising  Club  of  New  York 
on   March   14,   1940,  stated  that 

extent  that  it  Morehouse 
would  not  longer 
be  able  to  "sell".  He  concluded  his 
address  as  follows: 

"In  conclusion,  I  want  to  say 
that  national  advertising  general- 

ly has  improved  greatly,  from  the 
standpoint  of  ethical  responsibility 
and  self  restraint.  Of  course,  there 
are  exceptions,  as  may  be  attested 
by  Commission  stipulations  and 
orders.  But  your  standards  of  what 
constitute  the  best  in  advertising- 
have  been  raised,  just  as  the  appli- 

cable minimum  requirements  of  the 
law  have  been  raised  by  Congress 
in  passing  the  Wheeler-Lea  Act, 
and,  in  enforcement  work,  by  the 
Commission  and  the  courts. 

"Happily,  there  exists  today  a 
spread  between  those  minimum  re- 

quirements of  law  and  your  own 
self-imposed  standards.  I  have  no 
doubt  that  both  of  them  will  be 
raised  in  the  future  as  they  have 
been  in  the  past,  and  I  hope  that 
this  spread  will  not  only  remain, 
but  widen,  so  that  your  own  volun- 

tary standards  of  what  is  best  in 
advertising  will  be  elevated  at 
an  even  more  rapid  rate  than  are 
the  minimum  requirements  of  the 
law". 

Same  Attitude 

My  observation  of  official  cor- 
rective action  instituted  and  taken 

by  the  Commission,  including  the 
issuance  of  certain  complaints  in 
the  tobacco  and  medicinal  fields 
since  the  outbreak  of  the  war,  fails 
to  indicate  to  me  any  change  what- 

soever in  the  above  expressed  at- 
titude. 

That  the  Commission  never  pro- 
ceeds except  after  a  careful  in- 

vestigation into  the  facts  and  law 
of  the  case  has  been  demonstrated 
by  the  extremely  low  percentage 
of  court  affirmances  of  its  deci- 

sions on  appeal  therefrom.  In  all 
of  the  cases  referred  to,  the  in- 

vestigations were  initiated  prior 
to  the  present  emergency,  and  the 
complaints  represent  the  fruits 
thereof.  Whether  the  complaints 
will  be  sustained  upon  the  facts 
and  law  in  whole  or  in  part,  re- 

mains to  be  seen  after  all  of  the 
evidence,  pro  and  con,  is  received 
and  considered  by  the  Commission 

and  the  courts  in  their  regular  and 
ordinary  procedure,  neither  of 
which  have  been,  nor  should  be 
suspended  so  long  as  there  is  still 
time  for  free,  fair  and  judicial 
procedure  in  this  land. 

Not  only  competitors  but  the  pub- 
lic are  still  entitled  to  the  protec- 

tion afforded  by  the  proper  en- 
forcement of  the  laws  administered 

by  the  FTC.  The  necessity  there- 
for, and  the  benefits  to  be  derived 

therefrom,  have  not  ceased  by  rea- 
son of  the  emergency. 

I  can  think  of  no  governmental 
agency  which  accomplishes  more 
for  the  benefit  of  the  consuming- 
public,  as  well  as  for  the  ethical 
businessman,  with  a  comparable 
minimum  of  staff  and  funds.  For 
instance,  in  the  Radio  &  Periodical 
Division  we  average  a  survey  of 
5,000  pages  of  radio  commercial 
script  each  working  day  in  addi- 

tion to  our  very  complete  coverage 
of  all  principal  periodical  adver- 

tising, with  from  six  to  ten  readers 
who  have  an  average  salary  of 
$2,000!  About  85%  of  such  adver- 

tising cases  as  are  deemed  to  war- 
rant corrective  stipulations  on  the 

part  of  the  advertiser  and  his 
agency  to  discontinue  the  unfair 
and  deceptive  claims,  with  no  ex- 

pense whatever  for  litigation.  These 
facts  speak  for  themselves. 

A  Lot  of  Progress 
I  have  seen  no  tendency  on  the 

part  of  advertisers,  generally 
speaking,  to  lower  ethical  stan- 

dards because  of  wartime  condi- 
tions. On  the  contrary,  an  exten- 

sive and  splendid  accomplishment 
in  the  furtherance  of  the  war  ef- 

fort is  manifest  to  anyone  who 
scans  national  advertising.  There 
always  has  been,  and  perhaps  al- 

ways will  be,  a  large  and  ever 
changing  group  of  unethical  ad- 

vertisers whose  copy  must  be  modu- 
lated if  not  curbed,  if  the  consumer 

and  ethical  advertiser  are  to  have 

any  protection  against  them.  False 
advertising  is  obnoxious  both  to 
consumers  and  to  ethical  adver- 
tisers. 

We  have  come  a  long  way  in  ad- 
vertising standards  since  the  or- 

ganization of  the  FTC  in  1915,  in 
a  large  part  through  cooperation 
with  the  Commission  on  the  part 
of  those  who  sincerely  desired  truth 
in  advertising  and  who  continually 
have  strained  to  raise  the  standards 
of  all  business  conduct.  It  is  a 
distinct  social  gain  very  evident 

by  comparison  of  most  advertising- then  with  now. 

War  Activities 

The  era  of  "caveat  emptor"  and 
the  "horse-trading"  attitude  in 
business  designed  never  to  give  a 
"sucker  a  break"  is  well  behind  us. 
I  doubt  that  any  responsible  ad- 

vertising agency  or  advertiser 
would  like  to  return  to  that  era, 
even  for  the  duration. 

Yet,  to  paraphrase  a  thought 
from  an  editorial  in  American  State 
(January,  1940)  which  in  my  judg- 

ment is  as  apropos  to  the  advertis- 
ing situation  now  as  it  then  was: 

"Oddly  enough,  against  all  tra- 
dition that  surrounds  the  habits 

of  governmental  commissions,  it 
(the  FTC)  has  worked  tirelessly 
toward  the  end  that  some  day, 

by  the  simple  showing  of  a  con- 
science completely  free  from  taint, 

business  would  demonstrate  the 
needlessness  of  eternal  official  vigil 
over  its  conduct.  Yet  thus  far,  as 
the  record  of  1939  (1942)  is  closed, 
there  is  much  evidence  to  indicate 
that  the  era  of  self -discipline  is 
still  in  distant  prospect,  that  FTC's 
work  must  not  cease." 

The  Commission  is  directly  de- 

voting- much  of  its  present  activity 
to  the  war  effort.  Its  wartime  acti- 

vities as  described  in  its  recent 
Monthly  Summary  have  been  as follows : 

"Through  its  legal,  investigative, 
accounting,  statistical  and  other 
services,  the  Commission  continued 
to  conduct  wartime  studies  and  in- 

vestigations for  various  Govern- 
ment agencies,  including  the  Office 

of  Economic  Stabilization,  the  War 
Production  Board  and  the  Office  of 
Price  Administration. 

"Late  in  October  the  director 
of  the  Office  of  Economic  Stabili- 

zation asked  the  Commission  to 
undertake  a  survey  of  the  bread 
and  flour  industry.  The  request 
was  complied  with  immediately 
and  the  investigation  is  under  way. 

"Nearing  completion  was  the  in- 
quiry conducted  for  the  War  Pro- 

duction Board  to  determine  whe- 
ther 284  companies,  all  users  of 

tin,  are  complying  with  priority 
orders  and  regulations  issued  by 
WPB  with  regard  to  use  of  tin. 

"Industrial  corporation  reports 
of  the  1940  series  containing  finan- 

cial data  for  12  groups  of  manu- 
facturing corporations  engaged  in 

textile  dyeing  and  finishing  and  in 
manufacturing  special  industry 
machinery;  power  boilers  and  as- 

sociated products;  clay  products 
(other  than  pottery)  ;  textile  ma- 

chinery; automobile  parts  and  ac- 
cessories; tanned,  curried  and  fin- 

ished leather;  drugs  and  medicines; 
smelting  and  refining  equipment; 

paper  and  pulp;  commercial  laun- 
dry, dry  cleaning  and  pressing 

machines;  and  railroad  equipment. 
At  the  end  of  October,  industry 
reports  on  66  groups  engaged  in 
important  war  work  had  been  com- 

pleted. These  reports  are  not  being- 
made  public  except  to  interested 
Federal  departments  and  agencies. 

Protecting  Public 

"Cost,  price  and  profit  studies 
concerning  major  steel  producing 
companies  and  a  group  of  phos- 

phate rock  mining,  sulphuric  acid, 
super-phosphat,  organic  nitrate, 
and  mixed  fertilizer  companies 
were  made  for  the  Office  of  Price 

Administration." So  far  as  the  initiation  of  cor- 
rective action  is  concerned,  in  de- 

termining what  procedure  would 
or  would  not  be  in  the  public  inter- 

est, the  Commission  must,  and 

does,  take  into  cai-eful  considera- tion the  fact  that  we  are  at  war. 
While  it  endeavors  to  protect  the 
consuming  public  against  the  in- herent risks  involved  in  the  excess 
use  of  dangerous  drugs  and  of 
fraudulent  advertising,  it  avoids 
the  initiation  in  the  present  emer- 

gency of  what  it  considers  to  be 
comparatively  trivial  cases.  It  has 
a  big  job  and  a  difficult  one. 

However,  there  has  been  and  will 
be  a  steady,  unremitting  effort  on 
its  pai't  to  do  just  what  the  people 
of  the  United  States,  through  their 
duly  elected  representatives,  di- 

rected it  to  do,  namely,  prevent 
unfair  methods  of  competition  and 
unfair  and  deceptive  acts  and  prac- 

tices in  commerce  so  long  as  both 
commerce  and  the  mandate  exist. 

DESPITE  APPEARANCES,  contract  renewal  and  not  pastry,  was  sub- 
ject of  prime  concern  to  these  executives.  Luncheon  was  to  celebrate 

renewal  signing  of  the  twice-daily  quarter-hour  Alka  Seltzer  Newspaper 
of  the  Air,  on  .33  Don  Lee  Pacific  stations.  Contract  is  for  52  weeks, 
effective  Feb.  1.  Program  on  that  date,  starts  its  seventh  year.  Contract 
signers  are  (1  to  r)  Lewis  Allen  Weiss,  vice  president-general  manager 
of  Don  Lee  Broadcasting  System;  P.  0.  Narveson,  president  of  Asso- 

ciated Adv.  Agency,  Los  Angeles,  servicing  the  account;  Frank  G.  Clancy, 
vice-president  of  Miles  California  Co.,  firm  sponsoring  the  series;  Sydney 
Gaynor  and  Marion  Hai  vis,  net  sales  manager  and  account  executive. 
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WOR'S  "SWEET  SIXTEEN 



WOR's  "sweet  16"  are  the  16  great,  war- active  cities  of  more  than 

100,000  people  each  into  which  WOR  flashes  your  message  backed  by 

50,000  power-full  watts. 

More  important,  perhaps,  is  that  each  of  WOR's  '^sweet  16"  is  a  preferred 

city;  i.  e.,  a  city  where  shrewd  "Sales  Management",  the  magazine  of 

marketing,  predicts  that  retail  sales  and  services  for  January  1943  will 

far  exceed  the  record  highs  of  January  1942. 

Here  then  are  the  cities — 16  of  them — and  a  16  which  is  today  one  of 

the  sweetest  buys  in  radio  .  .  . 

BRIDGEPORT,  COJVN. 

IVEW  HA  VEX,  COIVX. 

TRENTOIV,  IV.  J. 

NEWARK,  X.  J. 

ALLEIVTOWIV,  PA. 

PHILADELPHIA,  PA. 

NEW  YORK,  N.  Y. 

JERSEY  CITY,  N.  J. 

PATERSON,  N.  J. 

YONKERS,  N.  Y. 

CAMDEN,  N.  J. 

ELIZARETH,  N.  J. 

READING,  PA. 

WILMINGTON,  DEL. 

WATERBLRY,  CONN. 

HARTFORD,  CONN. 

NOTE  — WOR  does  not  argue  the  point  that  each  of  these 
vital  war  centers  is  served  in  a  very  special  way  by  one  or  more 
local  stations.  Their  job  is  an  important  and  unique  one.  So, 

too,  we  feel  is  WOR's  collective  16-city  impact. 

—  that  power-full  station 

at  1440  Broadway,  in  New  York 



FCC  Asks  Revenue  Data  From  Locals 

300    Stations  Queried 

In  Study  to  Halt 
Deficits 

IN  ITS  QUEST  for  accurate  data 
on  the  status  of  smaller  independ- 

ent stations  which  are  threatened 
with  closure  because  of  depleted 
incomes,  the  FCC  last  week  sent 
to  a  list  of  some  300  stations  a  sep- 

arate questionnaire  on  their  opera- 
tions for  the  1942  calendar  year, 

seeking  returns  by  Jan.  8.  This  sup- 
plemented the  questionnaire  to  li- 

censees of  broadcast  stations,  cov- 
ering the  customary  annual  "quick 

audit"  for  the  calendar  year,  with 
returns  due  by  Jan.  15. 

In  collaboration  with  the  Office  of 
War  Information,  the  FCC  is  seek- 

ing to  procure  annual  data  on  the 
"losers"  in  the  broadcasting  field, 
in  the  hope  of  evolving  some  for- 

mula whereby  such  stations,  par- 
ticularly those  in  vital  areas  not: 

otherwise  served,  could  be  main- 
tained for  the  war's  duration. 

Local  Revenue  Declines 

Declines  in  local  revenue,  plus 
the  fact  that  secondary  stations  in 
secondary  markets  do  not  share 
pmi  ortionately  in  national  busi- 
nes:-,  have  contributed  to  the  plight 
of  Ihese  smaller  outlets.  Moreover, 
manpower  problems  have  become 
critical,  with  such  outlets  unable  to 
bid  successfully  against  larger  sta- 

tions able  to  pay  higher  wages. 
The  list  to  which  the  question- 

naire was  sent  Dec.  21  included 
some  175  stations  which  reported 
losses  in  revenue  for  the  calendar 
year  1941,  plus  another  100-odd 
which  were  "borderline"  operations 
last  year  and  figure  to  lose  during 
the  current  year  by  virtue  of  the 
tobogganing  of  local  business. 

While  thought  has  been  given  to 
some  sort  of  subsidy  for  such  sta- 

tions, both  industry  and  Govern- 
ment reaction  preponderantly  has 

been  against  such  a  move.  FCC 
Chairman  James  Lawrence  Fly, 
who  is  directing  the  preliminary 
study,  has  indicated  he  thought  the 
solution  would  come  through  en- 

couragement of  national  advertis- 
ers in  placing  business  on  such  out- 

lets and  through  network  expan- 
sion, carrying  the  "little  fellows" 

along  for  the  duration.  Gardner 
Cowles  Jr.,  associate  director  of 
OWI  in  charge  of  domestic  opera- 

tions, has  also  taken  cognizance  of 
this  situation,  but  is  awaiting  the 
result  of  the  FCC's  inquiry  before 
pursuing  a  definite  course  of  ac- 
tion. 

The  actual  number  of  "losers" 
last  year,  aggisgating  177.  actual- 

ly was  substantially  less  than  the 
number  report/id  in  19.'!8,  when  the 
total  was  about  240.  It  was  pointed 
out  that  at  Ifast  »  portion  of  the 
red  ink  stations  actually  did  not 
lose  money,  because  of  their  opera- 

tions OS  subsidiaries  cf  ether  busi- 
ness enterprises,  which  use  the  ra- 

dio facilities  for  promotion  and  ex- 
ploitation. Moreover,  in  some  cases, 

it  is  felt  that  the  owners  probably 

took  sufficient  salaries  to  absorb 
what  ordinarily  might  show  as 
profitable  operation.  Yet,  in  other 
cases,  it  is  felt  that  stations  li- 

censed during  the  last  two  or  three 
years  could  not  properly  expect  to 
be  money  makers,  based  on  past 
operations'  history. 

Questions  Cover  1942 

In  its  covering  letter  to  the  "red 
ink"  stations,  the  Commission  said 
it  wanted  the  data  in  connection 
with  its  current  consideration  of 

"financial  problems  of  certain 
classes  of  broadcast  stations".  The 
summary  of  data  requested  will 
cover  results  of  operations  for  1942 
and  estimated  net  broadcasting  in- 

come for  1943.  Stations  were  told 
that  the  summary  would  be  re- 

garded as  tentative,  and  that  ap- 
proximations may  be  made  where 

specific  figures  are  not  available, 
all  subject  to  correction  in  the  reg- 

ular annual  report. 
Stations  were  also  requested  to 

make  any  comments  they  desired 
regarding  the  information  trans- 

mitted and  bring  to  the  Commis- 
sion's attention  any  facts  "that 

would  be  helpful  to  it  in  its  con- 

AN  EXPERIMENT  that  may  ease 
somewhat  the  shortage  of  Vinylite 
and  make  more  material  available 
to  the  makers  of  transcriptions  has 
been  started  by  Union  Carbide  & 
Carbon  Corp.,  producer  of  Viny- 

lite. Last  month  this  company  ship- 
ped out  to  its  clients  in  the  tran- 

scription industry  samples  of  trim- 
mings from  sheet  stock  and  re- 

quested the  recipients  to  try  using 
these  trimmings  in  place  of  virgin 
stock  for  making  transcriptions. 

Results  of  the  first  tests  were  in 
the  main  satisfactory,  George  Mil- 

ler, in  charge  of  Vinylite  sales  for 
Union  Carbide  &  Carbon,  told 
Broadcasting.  It  takes  a  little  lon- 

ger to  mold  records  from  this  ma- 
terial, which  is  used  principally 

today  for  making  aircraft  instru- 
ment panels,  and  in  times  of  peace 

is  used  for  radio  dials,  slide  rules 
and  similar  products,  than  to  make 
transcriptions  from  virgin  stock, 
he  said,  but  there  was  no  notice- 

able difference  otherwise. 

Use  Higher  Pressure 

Mr.  Miller  said  that  it  is  possi- 
ble that  by  using  higher  steam 

pressure  and  higher  molding  pres- 
sure the  time  taken  in  molding  the 

discs  from  these  sheet  stock  trim- 
mings might  be  cut  to  same  as 

when  the  regular  transcription 
Vinylite  is  used.  Queried  as  to  the 
extent  to  which  the  use  of  these 
trimmings  will  augment  the  Viny- 

lite available  for  transcriptions,  he 
stated  that  the  total  volume  of 
trimmings  is  not  large,  so  that  the 
difference  to  the  transcription  man- 

ufacturers might  be  described  as 
"appreciable  but  not  considerable." 

sideration  of  the  contents  of  your 

report." 

The  general  letter,  sent  to  ail 
standard  broadcast  stations  along 
with  the  quick  audit  questionnaire, 
stated  that  the  Commission  desired 
to  be  informed  on  time  sales  by  the 
industry  for  the  year  1942  as  soon 
as  possible  after  the  close  of  the 
year.  The  questionnaire  covered 
Schedule  8  of  the  "Analysis  of  Sta- 

tion Broadcast  Revenues",  which 
constitutes  page  11  of  the  Commis- 

sion's annual  report. 
The  Commission  stated  that  the 

filing  of  this  schedule  on  or  before 
Jan.  15  is  only  to  give  the  Commis- 

sion a  preliminary  report  of  the  in- 
dustry and  that  no  licensee  should 

wait  for  a  final  audit  of  his  books 
before  filing. 

Stalingrad  Outstanding 
OUTSTAXDIXG  EVENT  of  1942 
was  Russia's  defense  of  Stalingrad, 
according  to  a  poll  of  18  MBS  com- 

mentators on  the  five  biggest  news 
stories  of  the  year.  Second  in  impor- 

tance was  the  U.  S.  invasion  of  North 
Africa,  followed  by  Wallace's  speech May  8.  The  Battle  of  the  Solomons, 
and  The  Beveridge  Report,  ranked 
fourth  and  fifth  respectively. 

The  trimmings  of  sheet  stock 
Vinylite  are  also  used  in  cloth  coat- 

ings of  dark  colors,  where  the  vari- 
ations in  color  in  the  trimmings 

will  be  covered  up,  he  said.  While 
this  material  is  not  so  critical  as 
virgin  Vinylite,  he  stated  that  the 
transcriptions  will  probably  have 
to  be  of  value  to  the  war  effort  to 
be  allotted  much  of  either  material. 

Firms  Listed 

Among  the  companies  receiving 
sample  shipments  of  sheet  stock 
Vinylite  trimmings  were  World 
Broadcasting  System,  Muzak,  Co- 

lumbia Recording  Corp.,  Scranfon 
Record  Co.  and  Allied  Record  Mfg. 
Co.,  Mr.  Miller  said. 

Meanwhile,  WPB  in  Washington 
indicated  that  small  quantities  of 
reclaimed  Vinylite  might  be  allot- 

ted for  commercial  use  again  in 
January.  Although  allocations  were 
not  complete  as  Broadcasting  went 
to  press,  a  WPB  official  said  that 
returns  of  records  have  been  so 
satisfactory  under  systems  set  up 
by  transcription  makers  that  the 
supply  of  reclaimed  Vinylite  has 
been  sufficient  to  support  some  com- 

mercial work. 

Last  week  OPA  exempted  Gov- 
ernment -  owned  recordings  from 

some  of  the  rules  involved  in  reach- 
ing price  agreements  for  sale  of 

Government  property.  The  move  is 
expected  to  return  some  of  the 
Government-owned  recordings  to 
the  scrap  Vinylite  pile,  although 
WPB  pointed  out  that  many  Gov- 

ernment records  could  not  be  sal- 
vaged because  they  were  overseas, 

and  necessarily  could  not  be 
brought  back. 

NBC  Reaches  412 

Cities  in  Survey 

Analysis  of  Listening  Habits 
Will  Be  Published 

FIRST  of  two  preliminary  reports 
on  NBC's  1942  nationwide  survey 
of  radio  listening  habits,  a  32-page 
booklet  titled  "A  Tale  of  412 
Cities",  was  released  last  week  by 
Charles  Brown,  director  of  Ad- 

vertising and  Promotion.  Study 
was  based  on  returns  to  postcard 
questionnaires  mailed  in  March 
and  April  to  2,100,000  radio 
homes  in  the  U.  S.,  a  continuation 

of  NBC's  first  postcard  all-coun- 
ty survey  conducted  in  1940. 
Survey,  which  NBC  believes  the 

most  comprehensive  study  of  radio 
listening  ever  undertaken,  polled 
the  preferences  of  more  than  250,- 
000  radio  families,  covering  all  of 
the  3,072  counties  in  the  country. 

47%  of  Listeners  Reply 

Vividly  illustrated  in  red  and 
blue,  the  book  graphically  and  in 

highly  competitive  fashion  pre- sents the  results  of  tabulating 
the  answers  of  approximately  65,- 
000  radio  families  living  in  the 
412  U.  S.  cities  of  more  than  25,- 

000  population  to  the  question,  "To What  Radio  Station  do  you  Listen 

Most  at  Night  After  Dark"?  Book does  not  go  into  the  response  to 
the  other  question  asked  in  the 
survey,  "To  What  Stations  do  You 
Listen  to  Regularly  at  Night  after 

Dark?" 

The  412  cities  covered  in  the 
booklet  account  for  13,674,000  ra- 

dio families,  47%  of  the  national 
total,  whose  nighttime  listening 
habits  are  analyzed.  Through 
charts  and  tables  the  book  shows 
the  relative  popularity  of  stations 
in  each  city,  with  a  special  section 
comparing  network  coverage  from 
a  local  station  with  that  from  an 
"outside"  station.  A  second  pre- 

liminary report,  to  be  issued  next 
month,  will  give  similar  data  for 
daytime  listening  in  the  same cities. 

Comparing  nighttime  listening 
returns  by  cities,  the  book  shows 

that  when  only  NBC  and  the  "sec- ond network"  are  considered, 
NBC  wins;  in  324  of  the  412 

cities,  the  "second  network" wins  in  85  and  there  are  three 
ties.  Of  all  radio  families  reply- 

ing in  those  cities,  52%  reported 
listening  most  to  NBC  stations 

and  24%  to  stations  of  the  "sec- 
ond network."  When  all  four  net- 

works and  independent  stations 
are  considered,  the  book  shows 
NBC  taking  first  place  in  73% 
of  the  cities  and  first  or  second 
place  in  92%. 

Subsequently,  NBC  plans  to  pub- 
lish two  volumes  giving  the  sui"- 

vey's  findings  in  detail  for  every 
county  and  radio  station  in  the 
country.  These  data,  NBC  states, 
"will  permit  advertisers  for  the 
first  time  to  evaluate  the  perform- 

ance of  every  station  on  a  uniform 
basis,  and  should  prove  a  substan- 

tial contribution  to  the  more  scien- 
tific use  of  radio  as  an  advertising 

medium." 

Plan  to  Use  Vinylite  Sheet  Trimmings 

Tested  in  Hope  of  Easing  Record  Crisis 
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,  SI  LOUIS,  FIRST  AGAIN: 
7       \  ' 

24-HOUR  SERVICE ! 

Volcanic  economic  changes  in  St.  Lonis :  * 

—  $67,000,000  increase  in  retail  sales 

since  last  year 

—50%  jump  in  effective  buying  income 
over  1938 

—many  an  industrial  worker's  living 

habits  are  turned  topsy-turvy 

—  which  means  new  periods  of  day  and 

night  for  working,  sleeping,  shopping, 

radio  listening. 

Only  the  insatiable  human  need  for 

relaxation  and  instruction  and  enter- 

tainment remains  constant. 

So ... 

on  October  19th,  1942,  station  KMOX 

inaugurated  24-hour  radio  service  for 

its  community. 

This  marks  the  first  'round-the-clock 

operating  schedule  of  any  St.  Louis 

radio  station. 

It  marks  another  first  for  KMOX  pene* 

tration  of  the  St.  Louis  market. 

It  underscores,  once  more,  KMOX' 

operation  "in  the  public  interest"— 

serving  "all  of  the  people  all  of  the 

time." 

And  it  indicates,  once  more,  why  KMOX 

hasWost  listeners,  most  business  of  any 

station  in  this  eighth  most  important 

market  of  the  nation. 

*  Sales  Management— Survey  of  Buying  Poicer. 

KMOX 
THE  VOICE  OF  ST.  LOUIS  •  50,000  WATTS 

^    Owned  and  operated  by  Columbia  Broadcasting  System.  Represented  nationally  by  Radio 

Sales  with  offices  located  in  New  York,  Chicago,  Los  Angeles,  San  Francisco,  Charlotte 

ma 

i 



138  Advertisers  Buy  Radio 

In  New  York  for  First  Time 

Amusements,  Schools,  Perfumes  and 

Among  New  Accounts;  Spot  Sales  Up 

Retailers 

ADVERTISERS  of  all  types  who 
have  never  used  the  medium  of  ra- 

dio prior  to  1942  placed  time  on 
the  four  New  York  outlets  of  the 
major  networks  and  on  four  lead- 

ing independent  stations  in  the 
metropolitan  area,,  according  to  a 
survey  by  Broadcasting  completed 
last  week  after  the  stations  had 
listed  their  newly-acquired  ac- 

counts during  the  12  months  of  this 
year.  (See  list  of  accounts  on  page 
48). 

The  number  of  new  radio  adver- 
tisers, both  national  and  local,  to- 
taled 138,  as  reported  by  WJZ 

WABC  WEAF  WOR  WQXR 
WMCA  WHN  and  WNEW,  while 
an  aggregate  of  advertiser  totals 
reported  by  each  station  as  new 
to  their  schedules  this  past  year, was  488. 

Amusements  Lead 
WNEW  had  the  greatest  num- 

ber of  new  sponsors  of  the  stations 
queried,  reporting  86,  of  which  21 
are  new  to  radio;  next  is  WOR 
with  75  new  accounts,  34  never 
having  used  radio  before  1942.  The 
others  with  their  new  accounts 
and  the  percentage  of  those  enter- 

ing radio  for  the  first  time,  in 
order,  are:  WHN,  73  and  10;  WJZ, 
69  and  21;  WMCA,  53  and  17; 
WQXR,  52  and  25;  WEAF,  41  and 
6,  and  WABC,  39  and  4. 

Of  the  various  classifications  of 
advertisers,  the  amusement  indus- 

try, embracing  motion  pictures, 
theatres,  hotels,  restaurants,  night 
clubs,  and  such  events  as  the  Ring- 
ling  Bros,  circus  and  a  local  rodeo, 
was  the  outstanding  new  radio 
advertiser  group  in  the  New  York 
picture.  A  large  proportion  of  the 
time  purchased  by  this  group  was 
placed  Dec.  14-18  during  the  strike 
by  the  Newspaper  and  Mail  Deli- 

very Union  when  eight  New  York 
newspapers  were  kept  off  news- 

stands for  four  days  [Broadcast- 
ing, Dec.  21],  causing  local  amuse- 

ments to  turn  to  radio  to  tell  the 
Christmas  crowds  what  they  had to  offer. 

Schools  Use  Radio 
Breweries  in  and  around  New 

York  City  were  particularly  active 
during  1942,  using  transcribed  an- 

nouncements, music  and  sports  pro- 
grams. Eichler  Brewing  Co.  en- 

tered radio  this  fall  with  sponsor- 
vship  of  ice  hockey  games  on  WHN. 
Pabst,  Schaefer  and  Edelbrau 
Breweries  all  use  the  New  York 
stations  extensively.  In  the  bever- 

age category,  several  wine  com- 
panies increased  their  schedules 

or  began  spot  announcements  and 
musical  shows  in  the  New  York 
market,  including  Go-Lan  wines, 
Garrett  &  Co.  for  Virginia  Dare 
wines,  Roma  Wine  Co.  and  Sande- 
man  wines. 

Department  stores,  clothing 
shops,    shoe    stores    and  jewelers 

were  all  active  locally  this  year; 
art  studios,  barber  shops,  the  New 
York  Tunnel  Authority  and  vari- 

ous organizations,  shch  as  the  Sav- 
ings Banks  Assn.  of  New  York 

State  and  Industrial  Undergar- 
ment Co.,  became  "first-time"  ra- 

dio advertisers  this  year. 
New  Classes 

WQXR  reported  two  interesting 
new  classifications,  schools  and 
French  perfumes,  each  represented 
by  several  examples.  The  institu- 

tions included  Goddard  College, 
United  Schools,  Stevens  Institute, 
Perkiomen  School,  Franklin  School 
of  Dancing,  Gilbert  School  of  Ra- 

dio, and  the  Arthur  Murray  School 
of  Dancing.  French  perfumes  in- 

cluded Parfums  Weil  Paris,  Schia- 
parelli  Parfums  and  Germaine 
Monteil. 

The  general  impression  remain- 
ing after  a  study  of  each  station's 

extensive  list  of  1942  new  adver- 
tisers seems  to  be  an  optimistic 

one.  The  new  sponsors  entering 
the  New  York  field  are  more  than 
adequate  to  fill  in  the  gaps  left  by 
companies  whichj  affected  by  the 
war,  have  subsequently  curtailed 
their  advertising.  Depart  ment 
stores,  motion  picture  companies, 
publishers  of  magazines  and  books, 
all  well  known  for  their  use  of 
magazines  and  newspapers,  turned 
to  radio  on  a  large  scale  during 
the  last  six  months  of  the  year. 

NBC  SCHOOL  SET 
Instruction  in  Programming 

 Free  to  Employes  

FREE  instruction  and  training  in 
the  fundamentals  of  program  pro- 

duction will  be  available  to  NBC 
employes  shortly  after  the  first  of 
the  year  with  announcement  that 
an  employe  production  group  will 
be  organized  under  the  direction  of 
C.  L.  Menser,  NBC  vice-president 
in  charge  of  programs. 

Garnet  Garrison,  director  of  the 
radio  division  of  Wayne  U,  Detroit, 
has  been  engaged  by  NBC  to  di- 

rect the  new  group  in  program  di- 
rection, operation  of  sound  effects, 

writing  and  editing  of  scripts  and 
announcing.  He  will  also  serve  as 
production  director  for  NBC  pro- 

grams when  time  permits. 
Employes  with  talent  in  these 

particular  fields  will  be  given  an 
opportunity  to  develop  them  in  this 
group,  Mr.  Menser  stated,  adding 
that  NBC  "looks  on  this  project  as 
a  means  of  establishing  closer  rela- 

tions with  our  employes,  but  we 
hope  in  the  future  to  be  able  to 
supply  accomplished  technicians  to 
our  member  stations,  some  of  whom 
have  been  hit  by  current  manpow- 

er shortage".  , 

Western  Plan  Tested 

EMERGENCY  Broadcast  Plan  for 
the  Pacific  Coast,  which  has  been 
formulated  by  the  Fourth  Fighter 
Command  in  cooperation  with  West 
Coast  broadcasters'  associations, 
staged  a  dress  rehearsal  in  strict- 

est secrecy  in  San  Francisco  re- 
cently which  was  later  pronounced 

a  success.  Broadcasters  from  the 
entire  Pacific  Coast  area  watched 
the  rehearsal  of  the  plan,  which 
links  all  radio  on  the  Coast  in  an 
emergency. 

BOOK  FIRM'S  SPOTS 
TO  PROMOTE  TAX  AID 
DOUBLEDAY,  DORAN  &  Co., 
New  York,  will  use  26  stations 
throughout  the  country  Jan.  4  to 
March  15  to  promote  "How  To 
Prepare  Your  Income  Tax",  pub- lished by  Garden  City  Publishing 
Co.,  a  subsidiary.  One-minute transcribed  announcements  will  be 
aired  from  three  to  five  times 
weekly. 

While  most  book  advertising  on 
radio  is  of  the  mail  order  type, 
the  commercials  in  this  campaign 
will  refer  listeners  to  local  retail 
stores  for  three  cities.  Book  is 
written  by  David  Joseph  and  sells 
for  49  cents. 

Of  the  total  of  26  stations,  19 
are  50,000-watt  outlets.  WJZ  is 
BLUE,  New  York  key  station.  Sta- tions are  KFI  KNX  KPO  KOA 
WRC  WSB  WMAQ  WWL  WBAL 
WBZ  WJR  KSTP  KOMO  KSD 
WOR  WJZ  WEAF  WGY  WSAI 
WDAR  KCW  KYW  KDKA 
WPRO  KRLD  WPRC.  Agency  is 
Huber  Hoge  &  Sons,  New  York. 

Major  Networks  Carry 

Rickenbacker's  Story 
AS  PROMISED  by  Secretary  of 
War  Stimson  a  few  weeks  ago, 
Capt.  Eddie  Rickenbacker,  in  his 
own  words,  has  told  the  story  of 
his  rescue  and  that  of  six  compan- 

ions after  22  days  adrift  in  the 
Southwest  Pacific.  The  first  story 
was  told  at  a  special  news  con- 

ference Dec.  19,  called  by  Secre- 
tary Stimson.  On  Dec.  19  the  four 

major  networks  broadcast  an  in- 
terview from  Capt.  Rickenbacker's New  York  home,  3:30-3:45  p.  m., 

(EWT). Lt.  Col.  E.  M.  Kirby,  chief  of 
the  War  Dept.  Bureau  of  Public 
Relations  Radio  Branch,  had  ar- 

ranged to  have  the  World  War  I 
ace  tell  his  story  over  the  networks 
at  10:30  p.  m.  Dec.  20  but  Capt. 
Rickenbacker's  physician  objected. 
When  he  ordered  the  flier  to  bed 
at  8  p.  m.,  last  minute  arrange- ments were  made  to  originate  the 
talk  during  the  first  quarter  of  the 
Army  Hour,  NBC,  3:30-4:30  p.mi 
BLUE,  CBS  and  MBS  tied  in. 

Discs  Promote  Film 
PARAMOUNT  Pictures,  New 
York,  was  to  use  a  quarter-hour 
transcription  on  six  New  York 
stations  Monday,  Dec.  28,  to  pro- 

mote "Star  Spangled  Rhythm," 
its  latest  release.  The  discs,  with 
musical  and  dramatic  excerpts 
from  the  filmi,  were  to  be  aired  on 
WOR  WJZ  WABC  WHN  WNEW 
WMCA.  Spot  broadcasting  will  be 
used  on  varying  schedules 
throughout  the  country  at  differ- ent times  in  connection  with  the 

pictures  released  in  other  communi- ties than  New  York.  Agency, 
Buchanan  &  Co.,  New  York. 

ONE  DOZEN  YEARS  of  continuous  broadcasting  on  NBC  is  the  enviable 
record  established  by  Carnation  Contented  Program,  sponsored  by  Car- 

nation Co.,  Milwaukee,  as  Stanley  Roberts,  advertising  manager,  re- 
news the  Monday  evening  show  for  another  52  weeks.  Approval  is 

expressed  by  (1  to  r)  Harry  C.  Kopf,  vice-president  and  general  manager 
of  NBC  central  division;  Percy  Faith,  conductor;  E.  M.  Hoge,  NBC 
salesman,  Harry  Oilman,  radio  director  of  Erwin-Wasey  &  Co.,  Chicago. 

Dolan  Enters  Radio 
CERTIFIED  Extracts,  New  York, 
through  its  newly  appointed  agen- 

cy, Duane  Jones  Co.,  New  York, 
will  enter  radio  for  the  first  time 
after  the  first  of  the  year  with 
participations  on  the  Marjorie 
Mills  Hour,  five-weekly  program 
on  the  New  England  Regional 
Network.  Product  advertised  will 
be  Dolan's  Cakex.  Other  stations 
may  be  added  later. 
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we  roll  up  our  sleeves  and  really  begin  to  pitch.  Our 

Announcers,  Program  Department,  Merchandising  Staff 

. . .  ALL  of  us  get  a  kick  out  of  proving  how  ̂ ^right'^ 

you  were  in  choosing  WISH  FOR  RESULTS  IN 

THE  INDIANAPOLIS  MARKET! 



Wrigley  Converts 

Business  to  War; 

Keeps  Radio  Time 
Advertising  Copy  Directed 
To  Necessary  Workers 
STORY  of  the  conversion  of  chew- 

ing gum  from  a  civilian  luxury  to  a 
war  necessity,  with  priority  ratings 
from  the  War  Production  Board, 
largely  through  the  personal  ef- 

forts of  Philip  K.  Wrigley,  presi- 
dent of  the  William  Wrigley  Jr. 

Co.,  is  related  in  an  article,  "Chew- 
ing Gum  Is  a  War  Material",  in 

the  January  Fortune. 
Revising  his  advertising  to  sell 

gum  to  war  workers  only  instead 
of  the  general  public;  allocating 
the  distribution  of  Wrigley's  gum 
so  that  war  plants  get  preference; 
turning  over  to  the  Government 
his  entire  supply  of  aluminum  for 
foil  wrappers  nine  months  before 
this  metal  was  prohibited  for  civil- 

ian manufacturers;  arranging  for 
the  company's  gum  base  suppliers in  Central  and  South  America  to 
collect  rubber  as  well,  which  is 
turned  over  to  the  Government  at 
cost,  Phil  Wrigley  has  missed  no 
opportunity  to  serve  his  country 
and  preserve  the  gum  business. 
Fortune  states. 

Devoted  Radio  to  War 

"Phil's  first  major  step,"  the  ar- 
ticle relates,  "was  to  devote  all  his 

radio  time  to  selling  not  gum  but 
war.  It  was  a  big  contribution:  he 
was  spending  around  $2  million 
for  two  CBS  programs  alone.  The 
half-hour  on  Sunday  featuring 
Gene  Autry  was  appropriately  de- 

voted to  the  Army;  Mr.  Autry  be- 
came a  sergeant  in  the  Army  Air 

Forces.  Phil  Wrigley  converted  his 
Thursday  night  half-hour  to  tell- 

ing about  the  Navy  in  a  program 
called  The  First  Line.  At  the  start, 
the  Navy  was  a  little  suspicious 
and  held  back  for  a  while.  Soon  it 
saw  the  light.  Now  admirals  speak 
on  the  Wrigley  hour,  and  broad- 

casts are  even  made  from  ship  con- 
trol rooms.  The  program  is  im- 

mensely effective.  When  the  Sea 

Bees  (Navy's  Construction  Battal- 
ion) recruiting  drive  was  launched 

on  The  First  Line  last  September, 
the  Bureau  of  Yards  and  Docks 
reported  enlistments  up  35%. 

"With  both  Army  and  Navy  thus 
covered,  Phil  Wrigley  turned  to 
the  home  front.  He  hired  Ben 
Bernie  for  five  15-minute  programs 
a  week  to  glorify  war  workers  and 
their  families.  Later  the  show  was 
turned  over  to  OWI,  who  used  it  to 
put  across  special  messages  to  war 
workers.  In  addition  to  making 
them  feel  pretty  good  about  them- 

selves, Bernie  sometimes  tells  them : 

'Chew  gum,  any  kind  of  gum.'  He 
may  add,  'Personally  I  prefer 
Wrigley's  Spearmint.'  " 

POISED  TO  CUT  CAKE  celebrating  three  notable  events  at  WKNE, 
Keene,  N.  H.,  is  Ozzie  Wade,  chief  announcer,  surrounded  by  interested 
and  hungry  staff  members.  Event  marked  WKNE's  15th  year  on  the  air; its  second  year  at  Keene,  and  the  renovation  of  its  studios.  About  to 
share  the  cake  are  (1  to  r)  :  Front  row,  Howard  Wheelock,  Beatrice  Col- 

ony, Ozzie  Wade,  Ruth  Duplissie,  Dick  Bath ;  second  row,  Harold  Weiner, 
Bob  Stephens,  Manager  David  Carpenter,  Margaret  Wyman,  Bill  Ste- 

phens, Bob  Peebles,  Evelyn  Howe,  Ernest  Batchelder  Jr.,  Priscilla  Da- 
vieau,  Bradley  Hart.  The  anniversary  pastry  was  quickly  consumed. 

Crosley  Protests  FCC  Order  Denying 

WLW  Experimental  Use  of  750^000  w. 

"THE  VOICE  of  the  War  Worker" 
has  been  adopted  as  the  official  slogan 
of  WJWC,  Chicago,  and  is  used  in 
station  breaks  and  in  all  station  pro- motion. 

STRONG  protest  against  the 
FCC's  action  last  month  denying 
WLW's  application  for  authority 
to  experiment  with  750,000  watts 
during  early  morning  hours,  and 
at  the  same  time  terminating  the 
existing  WLW  500,000-watt  experi- 

mental authorization  Jan.  1,  was 
lodged  with  the  FCC  last  Monday 
by  the  Crosley  Corp. 

The  company,  licensee  of  WLW 
and  its  experimental  adjunct 
W8X0,  filed  with  the  Commission 
a  petition  for  rehearing,  alleging 
the  Commission  had  violated  its  own 
regulations  in  denying  the  750  kw. 
developmental  authorization. 
WLW's  present  500,000-watt 

transmitter  unofficially  is  said  to 
be  earmarked  for  the  Government's 
psychological  warfare  program. 
Consideration  now  is  being  given  to 
use  of  the  transmitter  either  for 
international  shortwave  broadcast- 

ing from  the  United  States  or  for 
standard  band  broadcasting  to 
Axis-controlled  countries.  So  far 
as  could  be  learned,  final  decision 
has  not  yet  been  reached  regarding 
its  ultimate  disposition,  though  the 
Crosley  Corp.  was  said  to  be  col- 

laborating with  OWI  and  other 
Governmental  agencies  with  re- 

spect to  its  ultimate  disposition. 
Dereliction  Charged 

The  Crosley  petition  contended 
that  the  Commission,  in  its  decision 
of  Nov.  30  denying  the  750,000- 
watt  developmental  application, 
was  erroneous  in  several  important 
particulars.  "To  pass  off  such  an 
important  matter  on  specious  pro- 

cedural grounds  would  be  a  seri- 
ous dereliction  of  the  Commission's 

statutory  duty,"  said  the  petition 
filed  by  Crosley's  Washington  at- 

torneys, Dempsey  &  Koplovitz. 
The  Commission  was  asked  to 

set  aside  its  decision  denying  the 
application  and  enter  an  order 
granting  it.  As  an  alternative, 
Crosley  suggested  that  the  Com- 

mission advise  it  what  additional 
information  it  desires;  that  if  on 

the  basis  of  the  information  sup- 
plied the  Commission  believes  a 

valid  objection  to  the  granting  of 
the  application  exists,  that  Crosley 
be  advised  of  this  objection  and  be 
given  an  opportunity  to  meet  it; 
and,  finally,  if  the  Commission  has 
no  other  basis  than  that  stated  in 
its  decision  and  order  denying  the 
application,  that  Crosley  be  af- 

forded an  opportunity  for  oral 
argument. 

Crosley  said  the  purpose  of  the 
W8X0  750  kw.  application  was  to 
enable  it  to  prove  the  technical 
feasibility  of  higher  power  opera- 

tion, important  in  the  national  and 
the  war  interests.  The  only  ques- 

tion which  the  Commission  had  to 
decide  was  whether  the  demonstra- 

tion of  the  technical  feasibility  of 
such  operation  would  constitute  a 
"contribution  to  the  radio  art". 

No  Reason  Given 
It  was  contended  that,  in  deny- 

ing the  application,  the  Commis- 
sion assigned  no  reason  for  its  ac- 
tion. Crosley  claimed  that  it  had 

supplied  the  Commission  with  all 
essential  information  in  accordance 
with  established  procedure.  That 
portion  of  the  Nov.  30  order  also 
terminating  the  500,000-watt  exper- 

imental authorization  of  W8X0  as 
of  Jan.  1  was  not  protested  by 
Crosley.  No  exception  was  taken 
"because  the  station's  license  by  its 
own  terms  expires  on  that  date", it  stated. 

In  citing  specifications  of  error, 
Crosley  enumerated  seven  points. 
It  held  that  the  Commission  had 
violated  its  own  regulation  and  that 
it  should  have  been  afforded  an 

opportunity  to  be  heard  on  the  rea- sons for  denial. 
The  Communications  Act  re- 

quires the  Commission  to  study 
new  uses  for  radio,  provide  for  ex- 

perimental uses  of  frequencies  and 
generally  encourage  the  larger  and 
more  effective  use  of  radio  in  the 
public  interest,  Crosley  contended. 
It  was  pointed  out  that  develop- 

BLUE  SHIFTS  SHOWS 

FOR  GRACIE  FIELDS 
AMERICAN  CIGARETTE  & 
CIGAR  Co.  New  York  since  Oct.  12 
sponsor  of  Gracie  Fields,  English 
comedienne,  on  BLUE  in  the  Mon- 

day through  Friday  9:55-10  p.m. 
period,  will  expand  the  program 
to  a  quarter-hour  broadcast,  effec- 

tive Jan.  11,  a  plan  which  has 
been  under  consideration  for  the 
past  month.  On  her  new  schedule, 
she  will  be  heard  on  the  same  net- 

work of  126  BLUE  stations,  five 
times  weekly  10:15-10:30  p.m. 
Program  is  heard  for  Pall  Mall 
cigarettes  and  agency  is  Ruthrauff 
&  Ryan,  New  York. 

At  the  same  time,  the  BLUE  an- nounced the  following  program 
shifts  to  allow  for  the  change. 
Hall  Bros.,  Kansas  City,  will  shift 
Meet  Your  Navy  on  Friday  from 
10-10:30  p.m.  to  8:30  p.m.  as  of 
Jan.  15.  Henri,  Hurst  &  MacDon- 
ald,  Chicago,  handles  the  program, 
aired  on  behalf  of  Hall's  Greeting 
Cards. 

Alias  John  Freedom,  currently 
heard  Monday  at  10:15  p.m.  will 
shift  to  Wednesday  9  p.m.  Jan.  6. 
Program  is  sponsored  once  every 
four  weeks  by  Minneapolis-Honey- 

well Regulator  Co.,  through  Addi- 
son Lewis  &  Associates,  Minneap- 
olis. First  commercial  broadcast  at 

the  new  time  will  be  Jan.  27. 

ment  of  progressively  higher  pow- 
er has  made  substantial  contribu- 

tion to  broadcasting  and  that 
Crosley  has  been  a  pioneer  in  this 
field.  Only  the  successful  construc- 

tion and  operation  of  a  750  kw, 
transmitter  would  prove  its  feasi- 

bility, it  was  contended.  New  ad- 
vances in  radio  "do  not  spring  full- 

grown  from  a  drawing  board,  nor 
even  from  a  laboratory — actual 
working  tests  and  experiments  un- 

der regular  operating  conditions 
must  be  made",  said  the  petition. 

W8X0  Not  Involved 

Crosley  contended  that  the  ques-, 
tion  whether  the  continued  op- 

eration of  W8X0,  with  maximum 
power  of  500  kw.,  would  be  in  the 
public  interest  has  no  relevancy  to 
the  question  whether  750  kw.  op- 

eration would  be  in  the  public  in- 
terest. It  also  protested  the  Com- 

mission's reliance  upon  the  so-called 
Wheeler  Resolution  adopted  in 
1938,  deprecating  the  use  of  power 
in  excess  of  50,000  watts,  question- 

ing the  "force  and  effect"  of  that resolution,  and  whether  or  not  the 
Commission  should  follow  it. 

Declaring  it  was  at  a  loss  to  de- 
termine why  the  Commission  be- lieves it  has  authority  to  deny  the 

application  without  a  hearing, 
Crosley  said  it  still  desired  a  hear- 

ing and  "intends  to  insist  upon 
having  the  hearing  to  which  it  is 

entitled". 
Crosley  pointed  out  that  in  its 

decision  the  Commission  said  that 
&ince  the  applicant  did  not  offer 
any  evidence  at  the  hearing,  it  was 
unable  to  determine  that  a  grant 

would  be  in  the  public  interest.  "It 
is  significant,"  said  the  petition, 
"that  the  Commission  consumed 
some  10  months  in  reaching  that 
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ost  extensive  survey  on  radio  listenership  ever 

made  in  the  Philadelphia  Market  Area !  /  / 

Ten  thousand  five  hundred  personal  inter- 

views, made  in  one  week,  show  .  .  . 

IS
  F
IR
JT
' 

More  people  listen  more  to  WCAU  than 

to  any  other  radio  station  in  the  Philadel- 

phia Market  Area. 

Copies  of  the  complete  survey,  with  fifteen -minute 

breakdowns  for  the  combined  Monday  through  Friday, 

Saturday  and  Sunday  ratings,  are  now  on  the  press. 

We  shall  be  glad  to  send  you  a  copy  if  you  so  desire. 

WCAU 

PHILADELPHIA 

50,000  WATTS  IN  ALL  DIRECTIONS 

*The  Bell  Telephone  Co.  of  Pennsylvania  is  authority  for  the  fact  that  only  44%  of  homes  in  Phila- 

delphia are  telephone  equipped.  This  survey,  an  accurate  cross-section  sample  of  the  population 

of  the  Philadelphia  Area,  included  the  other  very  important  56%. 
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ANNUAL  DINNER  for  actors  and  writing-producing  staff  connected 
with  the  NBC  comedy  serial  The  Aldrich  Family  was  held  recently  in 
the  Shell  Room,  Radio  City,  New  York,  with  members  of  the  press,  and 
client  and  agency  representatives  on  hand.  Laughing  at  some  joke  just 
before  dinner  are  (seated)  1  to  r:  House  Jameson,  "Mr.  Aldrich"; 
Kay  Raht,  "Mrs.  Aldrich";  and  Norman  Tokar,  "Henry  Aldrich".  Stand- 

ing: Charles  Wiggins,  assistant  advertising  manager  of  Postum,  product 
promoted  by  General  Foods  Corp.  on  the  show;  Francis  van  Hartesveldt, 
director  of  the  program;  Clifford  Goldsmith,  its  author;  and  Tom  Burch, 
contact  man  on  the  Postum  account  for  Young  &  Rubicam,  New  York. 

Solemnity  to  Blend  With  Holiday  Spirit 

In  Special  Netivork  Neiv  Year  Programs 

WHERE  THEY'LL  DO 
THE  MOST  GOOD/ 

Complete  coverage  of  the  rich  Gulf 
coast  area  .  .  .  teaming  with  war 
irtdustries  and  a  new  listening  public. 

Blue  Net  work 

KFDM 

BEAUMONT 

More  Listening  Shown 

During  New  York  Strike 
DAYTIME  RADIO  listening  dur- 

ing the  period  Dec.  8-14  was  not 
as  high  as  the  corresponding  two 
weeks  in  November  at  the  time  of 
the  North  African  invasion,  ac- 

cording to  C.  E.  Hooper  Inc.,  New 
York,  although  listening  on  Dec. 
14,  first  day  of  the  strike  affect- 

ing distribution  of  eight  New  York 
newspapers,  was  10%  higher  in 
the  morning  and  5%  higher  in  the 
afternoon  than  it  was  on  Nov.  9, 
first  Monday  after  the  Allied  in- vasion. 

This  increase  in  radio  listening 
during  the  four-day  strike  is  furth- 

er substantiated  by  the  fact  that 
evening  listening  Dec.  15  and  16 
was  up  12V2%  over  the  corre- 

sponding days  in  November,  the 
Hooper  study  reported. 

CIAA  Latin  Discs 
U.  S.  SERVICEMEN  of  Latin 
American  origin  or  background 
will  be  featured  in  a  projected  se- 

ries of  transcriptions  to  be  offered 
to  representative  stations  of  Latin 
America  by  the  Office  of  the  Co- 

ordinator of  Inter-American  Af- 
fairs. Production  of  the  13  quar- 

ter-hour programs  is  scheduled  to 
start  before  the  first  of  the  year, 
with  a  crew  from  the  CIAA  vis- 

iting various  training  centers  to 
make  recordings  of  interviews 
with  the  servicemen.  Those  with 
musical  talent  will  be  invited  to 
contribute  musical  numbers.  Camp 
bands  and  choral  groups  may  also 
be  included.  Another  CIAA  proj- 

ect is  the  preparation  of  Spanish 
and  Portuguese  versions  of  the 
OWI-Mutual  series,  This  Is  Our 
Enemy,  for  broadcast  throughout 
Latin  America.  Series  presents 
dramatized  exposes  of  Axis  bru- 

talities, based  on  the  accounts  of 
eye-witnesses. 

Rabat  Radio  to  OWl 
WITH  the  arrival  of  Milton  S. 
Eisenhower  in  North  Africa,  the 
Office  of  War  Information  announ- 

ced last  week  that  Radio  Morocco 
at  Rabat  is  now  being  used  by 
OWI  for  programs  which  may  now 
be  regarded  as  trustworthy.  It 
broadcasts  in  French  to  the  popu- 

lace and  in  English  for  American 
troops,  just  as  does  Radio  Algiers 
which  was  commandeered  at  the 
time  of  the  American  landings. 
Mr.  Eisenhower,  OWI  associate  di- 

rector, left  several  weeks  ago  for 
Africa.  He  is  a  brother  of  Lt.  Gen. 
Dwight  D.  Eisenhower,  commander 
of  the  American  forces. 

THE  NEW  YEAR  will  be  ushered 
in  on  the  networks  with  the  usual 
holiday  entertainment,  but  with 
special  features  striking  a  solemn 
and  retrospective  tone  in  keeping 
with  the  times. 

Taking  its  cue  from  President 
Roosevelt's  proclamation  of  New 
Year's  Day,  as  a  day  of  prayer. 
Mutual  will  present  prayers  writ- 

ten by  representatives  of  leading 
denominations,  every  hour,  on  the 
hour  Jan.  1,  from  8  a.m.  to  mid- 

night. Presented  under  the  auspices 
of  the  Federal  Council  of  Churches, 
Catholic  Charities  of  the  Arch- 

diocese of  New  York,  and  the  Syn- 
agogue Council,  the  prayers  will 

in  most  cases  be  read  by  the  per- 
sonality featured  on  the  programs 

to  be  heard  that  day. 

Newscasters  Plan  Prayers 
Newscasters  who  will  devote  a 

minute  of  prayer,  or  who  will  read 
prayers  submitted  anonymously  by 
religious  leaders,  will  include  Syd- 

ney Mosely,  Boake  Carter,  Cal  Tin- 
ney  and  Gabriel  Heatter.  A  prayer 
will  be  included  in  the  broadcast 
of  the  Cotton  Bowl  game,  which  is 
to  be  shortwaved  to  American 
troops  overseas  in  addition  to  the 
domestic  broadcast  on  Mutual.  New 
Year's  Eve  will  be  marked  on  Mu- 

tual by  an  hour-long  Review  of 
the  Year,  a  dramatic  re-enactment 
of  America's  first  year  of  World War  II. 

Prominent  editors  and  editorial 
writers  will  address  NEC  listeners 
from  the  editorial  rooms  of  ten 
leading  newspapers  in  as  many 
cities,  to  give  three-minute  talks 
on  subjects  of  their  own  choosing. 
New  Year's  Eve,  from  11:30  p.m. 
to  midnight.  The  round-up,  on  the 
general  topic  of  problems  facing 
the  nation  in  1943,  will  start  in  the 

office  of  the  Christian  Science  Mon- 
itor, Boston,  and  after  a  series  of 

cross-country  pick-ups,  will  con- 
clude with  a  broadcast  from  the 

editorial  rooms  of  the  New  York Times. 

FROM  CRUISER'S  DECK 
Major  Nets  Carry  Broadcast 

 From  'San  Francisco'  
RADIO  made  history  Dec.  11  when 
the  first  broadcast  to  be  picked  up 
from  the  deck  of  a  big  warship  was 
aired  by  the  four  major  networks 
when  the  damaged  heavy  cruiser, 
USS  San  Francisco  docked  at  San 
Francisco  after  taking  part  in  a 
battle  with  the  Japanese. 

Because  only  one  pickup  could 
be  arranged,  the  various  networks 
collaborated.  NBC  installed  remote 
lines  from  the  ship  to  a  nearby  toll 
point  where  others  joined  in.  NBC, 
BLUE  and  MBS  cleared  time,  then 
BLUE  and  MBS  later  rebroad- 
cast  transcriptions. 
Among  those  taking  part  in  the 

historic  broadcast  were  Com. 
Bruce  McCandless,  Lt.  Com.  H.  E. 
Schonland,  Capt.  Walter  K.  Kil- 
patrick,  Capt  Albert  France  and 
Vice  Adm.  John  W.  Greenslade. 
Comdr.  McCandless  was  decorated 
with  the  Congressional  Medal  of 
Honor  for  his  part  in  the  fight  in 
taking  command  after  the  two  se- nior officers  were  killed.  Lt.  (jg) 

Mel  Venter,  Coast  Guard  public  re- 
lations. Twelfth  Naval  District, 

and  for  ten  years  with  KFRC,  San 
Francisco,  was  m.c.  of  the  special 
broadcast. 

STRATEGIC  IMPORTA^X'E  of  var- ious war  centers  of  the  world  are 
analyzed  by  Carveth  Wells,  explorer 
and  engineer,  in  a  series  of  quarter- hour  programs  now  being  prepared  by 
National  Concert  &  Artists  Corp.,  New 
York. 

REPRESENTED  BY   HOWARD  H.  WILSON  CO. 

FIRST—
 

BN  THE  SOUTH'S 
FIRST 

MARKET 

WREC 

MEMPHIS 

Coast  Market  Study 
BASIS  for  an  analysis  of  the  rapid- 

ly changing  marketing  conditions 
of  West  Coast  advertising,  an  in- 

tensive research  covering  that  shift 
was  recently  completed  by  CBS, 
according  to  George  L.  Moskovics, 
West  Coast  sales  promotion  man- 

ager. Designed  to  reflect  changes 
in  conditions,  results  of  the  study 
are  now  being  compiled.  They  will 
serve  as  nucleus  for  a  series  of 
conferences  among  CBS  West  Coast 
sales  executives.  Interpretation  of 
the  marketing  data  precedes  its 
presentation  to  eastern  advertis- 

ing agencies,  advertisers  and  CBS 
executives  by  Arthur  J.  Kemp, 
West  Coast  sales  manager  of  the 
network,  it  was  said. 

"This  program  has  met  with 
favorable  response  from  our 
listeners,  and  the  announcers 

are  enthusiastic."       w j  p  f 
•  More  than  five  hundred  radio 
stations  are  using  programs  pre- 

pared by  ASCAP  Radio  Program 
Service.  They  are  written  by  writers 
experienced  in  the  problems  of 
both  the  Program  and  Commer- 

cial Departments.  They  are  avail- 
able, without  cost,  to  any  ASCAP- 

licensed  station.  Write  or  wire  at 
once. 

ASCAP 

Radio  Program  Service 
30  Rockefeller  Plaza    •   New  York 
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WENR  brought  the  biggest  return 

per  dolla
r  value!" 

VARIETY-  OCT.  16. 

Another  advertiser  proves 

the  pulling  power 

of  this  Chicago  station 

We've  been  saying  it  for  a  long  time.  WENR  pro- 
duces results  at  low  cost.  Many  advertisers  have 

had  first  hand  proof. 

Comes  now  this  clipping  to  give  added  em- 

phasis to  the  point.  It  shows  that  WENR  did  an 

outstanding  job  for  Serutan.  Despite  top -flight 

competition  on  the  dial! 

WENR  is  rapidly  climbing  to  new  heights. 

Splendid  new  programs  are  attracting  more  and 

more  regular  listeners.  Keep  this  in  mind.  WENR 

can  reach  more  families  at  lower  cost  per  thou- 

sand than  any  other  major  Chicago  station.  Ask 

a  Blue  Spot  Sales  representative  for  all  the  facts. 

CHICAGO'S  BASIC  BLUE  NETWORK  STATION 

50,000  WATTS    890  KC. 

OWNED  AND  OPERATED  BY  THE  BLUE  NETWORK  COMPANY 

REPRESENTED  NATIONALLY  BY  BLUE  SPOT  SALES 

NEW  YORK  .  CHICAGO  .  SAN  FRANCISCO  •  HOLLYWOOD  .  DETROIT 



" — and  1  also  resolve  to  keep 
WFDF  Flint  Michigan  on  my 

list!" 

^^^^^ 

CHNS 

Halifax,  N.  S. 

One-third  of  all  the  radio 
sets  in  Nova  Scotia  are 
within  25  miles  of  our 

antenna 

Ask  JOE  WEED 

,     -    _  V,    "Cap"  Cotton  says: 
I  .ZJ^)   "MEMPHIS    IS  THE V       jJ   COTTON  CAPITAL  OF 

THE  WORLD  AND  THE 
INDUSTRIAL  CAPITAL 

OF  THE  MID-SOUTH." 

Covered  by  5,000  Watts  Day 
«Jk*JU|^    i     1,000  Watts  Night 
WIYlV  ^   MEMPHIS,  TENN. NBC  RED  NETWORK 

Owned  and  Operated  by 
THE  COMMERCIAL  APPEAL 
Represented  Nationally  by 

THE  BRANHAM  CO. 

Vcuks  a  SUNDAY  PUNCH 

in  GEORQIA'S 
Fastest  Growing  Market 

The 

CLEVELAND 

ORCHESTRA 
Brooc/cosfs 

A  NEW  SERIES  OF  WORLD-WIDE 
RADIO  CONCERTS 

SATURDAYS  5  TO  6  PM.E.W.T. 
Over  lh»  Columbia  Broadcasting  Sytlem  and 

Short-Wave  Around  the  World 
Sponsored  by  Radio  Station  W-G-A-R  Cleveland 

f'^  PROGRAMS 

To  PRESENT  a  w
artime agricultural  service  to  agri- 

culturalists and  stock  rais- 
ers in  Central  and  Northern 

California,  KPO,  San  Francisco, 

will  dedicate  a  new  farming  fea- 
ture Jan.  4.  The  Farmers'  Digest 

will  be  built  and  presented  five 
weekly  6:15-6:45  a.m.  (PWT)  by 
Henry  Schacht,  recently  appoint- 

ed director  of  agriculture  for 
KPO,  who  will  bring  day-by-day 
changes  in  the  national  and  inter- 

national farming  picture.  The 
Dept.  of  Agriculture,  the  Office  of 
War  Information,  the  U  of  Cali- 

fornia College  of  Agriculture,  the 
State  Dept.  of  Agriculture,  farm 
organizations  and  other  agencies 
will  be  drawn  upon  for  informa- 

tion. A  period  will  be  devoted  es- 
pecially to  the  rux'al  housewife 

and  her  problems.  Jane  Lee, 
whose  Woman's  Magazine  of  the 
Air  is  heard  daily  on  KPO,  will 
present  this  portion  of  the  pro- 

gram. From  time  to  time  farm 
leaders  and  Government  officials 
will  be  interviewed. 

*     *  * 

Interviewing  Celebrities 
FRANKIE  BASCH,  of  Basch  Ra- 

dio Productions,  New  York,  con- 
ducts a  six-weekly  program  of  in- 

formal talks  and  interviews  on 
WHN,  New  York,  titled  Meet 
Frances  Scott.  Guests  scheduled 
to  appear  on  the  broadcasts  in- 

clude Sally  Victory,  millinery  de- 
signer; and  Wilford  Funk,  pub- lisher and  author.  Mrs.  Basch  is 

known  to  radio  audiences  as  "Fran- 
ces Scott",  and  has  been  heard  on 

various  network  programs,  includ- 
ing It  Takes  a  Woman  and  What 

Burns  You  Up? 
^      ̂   ^ 

Quiz  by  Telephone 
TELEPHONE  figures  in  a  quiz 
program  on  WOV,  New  York,  un- 

der the  title.  Do  You  Know  The 
Answer?  Presentation  of  last  min- 

ute news  headlines  is  interspersed 
with  telephone  calls  to  various  per- 

sons chosen  at  random  from  the 
telephone  book.  Individuals  are 
paid  for  answering  the  phone,  and 
earn  a  larger  sum  if  they  know 
the  answer  to  news  questions  put 
to  them  by  Alan  Courtney,  known 
to  WOV  listeners  as  m.c.  of  1280 
Club.  Answers  to  the  questions  are 
contained  in  statements  announced 
during  the  program  by  Courtney. 
A  news  announcer  presents  the 
news  items. 

^      >H  ^ 
Medical  Dramas 

AS  A  continuation  of  programs 
heard  on  NBC  for  the  past  nine 
years  under  the  auspices  of  the 
American  Medical  Assn.  a  series 
of  medical  dramas  began  on  the 
network  Dec.  26,  under  the  title. 
Doctors  at  War.  Initial  broadcast 
stressed  the  importance  of  civilian 
blood  donations  in  a  drama  entitled 
"Give  your  blood  to  a  soldier". Various  medical  officials  in  the 
armed  forces  will  take  part  in  the 
programs.  Narrator  is  Dr.  W.  W. 
Bauer,  director  of  health  education 
of  the  AMA. 

True  or  False? 

DURING  an  early  morning  six- 
weekly  question  and  answer  pro- 

gram on  WLS,  Chicago,  Facts  or 
Fancy,  Mel  Galliart,  m.c,  makes 
15  statements,  some  of  which  are 
fact  and  others  false.  Every 
statement  contains  a  number  and 
prize-winning  answers  of  listeners 
must  have  the  correct  total  of 
numbers  of  the  fact  items.  Rusty 
Gill  furnishes  the  music  and  show 
is  sponsored  by  Little  Crow  Mill- 

ing Co.,  Warsaw,  Ind.,  for  Coco 
Wheats. 

*  * 
Small  Town  Setting 

HOLIDAY  CROWDS  at  Chilli- 
cothe,  0.,  chosen  as  a  typical 
American  small  town,  provided 

background  for  WLW's  Truly American  program  on  Dec.  19. 
Aired  from  Chillicothe's  Public 
Square  the  program  included 
Christmas  Carols  by  30  combined 
choirs  of  600  voices.  Program  was 
rebroadcast  at  3  a.m.  Sunday  over 
W8X0,  500-kw  experimental  trans- 

mitter. Recordings  were  made  for 
the  Office  of  War  Information  for 
shortwaving  to  troops  throughout 
the  world. 

Brooklyn  Red  Cross 

WEEKLY  INFORMATIVE  in- 
terviews on  the  widespread  activi- 

ties of  the  Brooklyn  Red  Cross 
are  presented  Tuesdays  on 
W47NY,  New  York  FM  station, 
with  all  arrangements  handled  by 

the  radio  division  of  the  chapter's public  relations  department,  under 
the  supervision  of  Elizabeth  Ship- 
man,  radio  chairman.  After  a  two- 
week  lapse  because  of  the  holidays 
the  series  will  be  resumed  the  first 
week  in  January. 

^  ^ 
It's  Human! 

VARIED  characteristics  of  human 
beings  are  discussed  in  new  five- 
weekly,  five-minute  program,  Let's Get  Acquainted,  on  WGN,  Chicago. 
Program  features  Lee  Bennett  por- 

traying the  role  of  Dr.  Blake,  char- 
acter analyst,  whose  aim  is  to  en- 

lighten listeners  as  to  cause  and 
effect  of  common  human  traits. 
Program  is  sponsored  by  Soy  Food 
Mills,  Chicago.  Agency  is  Jim  Duf- 

fy Inc.,  Chicago. *  *  * 

Shops  for  Listeners 
AN  UNUSUAL  service  to  listen- 

ers is  offered  by  Lynne,  Your 
Personal  Shopper,  who  conducts 
the  program  by  that  name  of 
KIDO,  Boise,  Ida.  Miss  Lynne  pro- 

vides rationing  and  conservation 
news  and  offers  to  shop  for 
out-of-towners  whose  gas  ration 
may  not  permit  them  to  come  to 
town  to  do  their  own. 

*  *  * 
Thermostat  Theme 

WHEN  a  request  came  through 
recently  from  the  WPB  to  announce 
a  natural  gas  shortage  necessitat- 

ing curtailment  in  use  of  heating 
appliances,  KOY,  Phoenix,  as  a 
special  event,  ran  a  short  remote 
to  the  thermostat  in  the  building's 
hallway  and  described  with  appro- 

priate remarks  resetting  of  the 
instrument  to  60  degrees  or  less. 

PARKED  ON  A  MAIN  Cincinnati 

street,  WCKY's  studio  plane  was 
used  in  a  20  hour  sign-on-to-sign- 
off  drive  by  Rex  Davis,  chief  an- 

nouncer of  the  station,  Mrs.  Joseph 
Halpin  and  Mrs.  Brown  McKee, 
Red  Cross  staff  workers,  to  boost 
the  "Save  a  Life"  campaign  of 
the  American  Red  Cross  blood 
donor  service  to  a  new  1,800  pint 
weekly  quota  for  wounded  men. 

*  *  * 

Civilian  Defense  in  Ohio 

EFFECTIVE  way  of  relaying  im- 
portant defense  information  to  the 

public  is  Irwin  Johnson's  Meet  Joe Doakes,  Civilian,  series  on  WBNS, 
Columbus,  O.,  presented  in  cooper- 

ation with  the  Ohio  State  Council 
of  Defense.  Important  bulletins, 
dramatic  skits,  announcements  and 
salutes  to  Ohio  communities  set  in 
a  musical  frame  characterize  the 
scripts  which  are  being  sent  to 
other  Ohio  stations  for  local  adap- tation. 

sj:  ^ 

News  for  Kiddies 

A  CHILDREN'S  newscast  started 
by  CJOR,  Vancouver,  Junior  News Round-up  and  Commentary,  is 
aired  Monday  to  Friday  at  5:30 
p.m.  The  program,  designed  to  give 
children  more  of  the  news  in  a 
form  that  they  vnll  understand,  is 
under  the  direction  of  Nina  An- 

thony of  CJOR  staff,  and  has  been 
commended  by  the  Parent-Teach- 

ers Assn.  and  the  British  Co- 
lumbia Minister  of  Education. 

^  %  H= Food  in  the  Spotlight 

A  TIMELY  program  for  home- makers  is  the  Saturday  morning 
series,  Food  Goes  to  War,  on 
WTMJ,  Milwaukee,  featuring  Ethel 
Morrison  Marsden,  a  food  author- 

ity who  suggests  how  to  prepare 
and  serve  various  meats,  vege- 

tables, canned  foods  and  substi- 
tutes for  rationed  foods  and  bev- erages. 

'  Broadcasters! ' 
LET  YOUR  AUDIENCES  HEAR 

STARLIGHT  SONATA 
the  most  unfortrettable  melody  aine* 

"My  Si»ter  and  I" 
Lyrics  by  Helen  Blias 

Music  by  Henry  Manners 
mad 

AMERICA'S  VICTORY  SHOUT 
HALLELU! 

(Jodtrment  Day  is  Comin') to  be  featured  by  Judy  Canova  in 
her   forthcoming    Republic  picture 
"Chatterbox".  Words  and  music  by 

Paul  J.  Winkoop 
Both  songs  have  been  arranged  for 

orchestra  by  JACK  MASON 

BROADCAST  MUSIC,  Inc. 
580  Fifth  Ave.        -         New  York  City 
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BUY 

You  can't  escape  the  sound . . . 

or  the  sound  logic  of  WGBI 

in  the  NATION'S  19™  MARKET! 

Know  why  most  national  spot  advertisers  rely  on  WGBI  to 

cover  the  rich  Scranton — Wilkes-Barre  area?  There's  a  sound  reason! 

WGBI  is  heard  by  629,000  customers  in  the  Nation's  19th  Market. 

It's  the  biggest,  most  powerful  station  in  a  big,  profitable  industrial 

valley  that  is  separated  from  outside  stations  by  miles  and  miles  of 

mountains. 

Ask  your  John  Blair  man  about  Scranton  and  the  job  WGBI 

is  doing  for  other  advertisers.  He  can  show  you  in  results  just  how 

it  pays  to  sell  this  major  market  inside  out  with  WGBI. 

SCRANTON 

CBS  AFFILIATE 

910  KC 
lOOO  WATTS  DAY 
500  WATTS  NIGHT 

PENNSYLVANIA 

JOH 

FRANK  MEGARGEE,  President 

&'  COMPANY 

National  Representatives 
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tinued  in  operation,  such  as  broad- 
casting, police,  aircraft,  are  con- sidered essential  to  the  war  effort, 

and  worthy  of  the  maintenance  and 
repair  equipment  needed  to  keep 
them  in  operation.  This  is  not  only 
our  opinion  but  the  opinion  of  many 
in  both  the  Army  and  Navy  and 
in  other  offices  of  authority. 

The  Victory  line  of  tubes  and 
parts  will  play  a  part  to  conserve 
material  and  the  programs  of  dis- 

tribution now  in  effect  and  planned 
for  the  near  future  will  insure  the 
necessary  items  of  maintenance  for 
the  radio  of  this  country.  This  to 
the  extent  that  at  least  one  set 
per  home  will  be  insured,  and  that 
the  corresponding  broadcasting 
needs  will  continue  to  be  met  on 
the  basis  of  the  conservation 
measures  already  in  force  or  about 
to  be  put  in  force. 

Coordinated  Program 

The  transmitting  tubes  for  all 
radio  service  outside  the  military 
will  be  provided  through  a  program 
of  coordinated  requirements,  first 
for  the  military  and  then  for  these 
essential  civilian  services.  But  it 
will  be  necessary  for  the  users  of 
transmitting  tubes  to  exercise  with 
increasing  effectiveness  every  reas- 

onable means  to  conserve  and  ex- 
tend the  life  of  these  tubes,  so  that 

the  allotment  of  production  allowed 
for  these  services  will  be  adequate, 
and  on  the  other  hand,  that  we  pro- 

vide a  maximum  of  these  items  for 
the  direct'  military  purposes. 

The  justification  for  measures 
of  conservation  on  which  we  have 
received  such  fine  cooperation  is 
readily  understood  when  it  is  con- sidered how  extensive  and  how 
necessary  radio  communication  is 
to  the  armed  forces.  Through  radio 
the  Army  and  Navy  operate  co- 
ordinately  and  the  United  Nations 
are  constantly  linked  in  their  fight 
against  the  Axis.  Wartime  develop- ments in  the  field  of  radio  are 
enabling  the  armed  forces  to  see 
as  well  as  hear.  Wartime  restric- 

tions prevent  elaboration  but  this 
will  be  one  of  radio's  surprises  for 
the  post-war  world. 

Can  Do  Any  Job 
We  would  like  to  acknowledge 

the  splendid  cooperation  which  this 
office  has  received  from  industry. 
In  fact,  we  believe  that  the  radio 
industry  in  its  engineers  and  man- 

agement are  capable  of  perform- 
ing almost  any  job  to  be  done  in 

radio,  if  it  is  asked  to  do  so.  We 
should  also  like  to  express  our  ap- 

preciation for  the  understanding 
and  the  positive  way  in  which  the 
users  of  radio  equipment  in  all  the 
services  have  adapted  their  opera- 

tions to  the  restricted  supply  of 
parts  and  have  operated  under  the 
restricting  orders,  fully  realizing 
the  purpose  of  these  orders  and 
effecting  their  conservation  pro- 

visions with  a  minimum  of  hard- 
ships. 

This  statement  would  not  be  com- 
plete if  we  did  not  indicate  that 

we  want  further  suggestions  for 
the  improvement  of  the  operation 
of  the  program  to  continue  to  come 
in  from  interested  people,  for  we 
know  it  is  only  by  unified  effort 
that  we  can  achieve  the  best  re- 
sults. 

W.  A.  AYRES 
Chairman 

Federal  Trade  Commission 

EMIL  BRISACHER 
President 

Brisacher,  Davis  &  Staff 

Mr.  Ayres 

WIXX,  Washington,  has  appointed  the 
Walker  Co.  as  national  representa- tives. 

THE  DESIRE  of  broadcasters  and 
publishers  to  aid  in  the  elimina- 

tion of  false  and  misleading  adver- 
tising is  noted  in  the  annual  report 

of  the  Federal 
Trade  Commis- 

sion for  the  past 
fiscal  year  which 
has  just  been 
submitted  to  the 

Congress.  The  re- 
port tells  of  the 

cooperation  of  the 
three  nationwide 
network  chains, 

20  regional  net- work groups,  and 
transcription  producers  engaged  in 
pressing  commercial  radio  record- 

ings, in  addition  to  that  of  841  com- mercial radio  stations  and  more 
than  1,000  newspaper  publishers 
and  publishers  of  magazines,  farm 
journals  and  trade  publications. 

Soon  after  the  United  States' 
entry  into  the  war,  some  of  the  war 
agencies  made  prompt  use  of  the 
system  long  established  by  the 
Commission  for  conducting  compre- 

hensive surveys  of  radio  and  peri- 
odical advertising  on  a  continuing 

basis.  Such  advertising,  including 
radio  broadcasts,  included  any  ref- 

erence to  the  war,  the  war  effort, 
war  economy  or  war  production, 
the  armed  services,  the  general 
public  health  or  morale,  price  rises 
or  trends,  rationing,  priorities, 
conservation  of  paper,  rubber  or 
other  material,  and  other  war-re- 

lated subjects. 
During  the  fiscal  year  the  Com- 

mission received  and  examined 
copies  of  more  than  1,000,000  com- 

mercial radio  broadcast  continui- 
ties. These  continuities  amounted 

to  more  than  2,000,000  pages  of 
typewritten  script  and  those  ex- 

amined consisted  of  483,000  pages 
of  network  script,  1,500,000  pages 
of  individual  station  script  and 
more  than  13,000  pages  of  script 
representing  the  built-in  commer- 

cial portions  of  transcription  re- 
cording productions  destined  for 

radio  broadcast  through  distribu- 
tion of  multiple  pressings  of  such 

recordings  to  individual  stations. 
To  the  credit  of  the  radio  industry 
in  general,  it  may  be  noted  that 
less  than  18,000  of  these  commer- 

cial broadcasts  were  marked  for 
further  study  as  containing  rep- 

resentations that  might  be  false 
or  misleading. 

If  it  appears  to  the  Commission 
that  a  broadcast  or  published  ad- 

vertisement may  be  misleading,  a 
request  is  made  of  the  advertiser 
for  all  advertising  literature  used 
and  the  regular  procedure  of  the 
Commission  is  then  followed.  This 
may  result  either  in  the  closing  of 
the  case,  if  the  questioned  claims 
of  the  advertiser  appear  to  be  jus- 

tified, or  in  corrective  action  by 
the  Commission  under  its  stipula- 

tion procedure,  or  a  formal  com- 

plaint. There  is  a  distinct  trend  ob- 
servable on  the  part  of  the  radio 

industry,  as  well  as  newspapers 
and  publications,  toward  the  elim- 

ination of  fraudulent  and  mislead- 
ing advertising  and  toward  main- 

taining a  high  standard  of  ethics 
befitting  our  national  dignity  and 

power. 

OUR  AGENCY  is  completing  its 
most  hectic,  as  well  as  its  largest 
year.  Hectic  because  our  commit- 

ments throughout  the  year  have 
been  on  a  hand  to 
mouth  basis  due 

to  war's  uncer- tainties. It  has 
been  our  best 
year  because  it 
has  been  such  a 
profitable  year  for 
our  clients,  prac- 

tically all  of 
whom,  even 

Mr.  Brisacher  though  they  have 
little  to  sell  at 

present,  are  building  ahead  for  the 
competitive  post-war  days. 

The  year  ahead  looks  as  though 
it  might  be  a  continuation  of  our 
accelerated  1942  pace,  although  it, 
too,  is  fraught  with  daily  compli- 

cations that  threaten  the  actual 
existence  of  many  businesses. 

The  earlier  prospect  of  victory 
should  help  advertising.  But  1943, 
like  1942,  is  unpredictable. 

DON  BELDING 
Executive  Vice-President 

Lord  &  Thomas,  Los  Angeles 

Mr.  Belding 

THE  FORECASTERS  who  pre- 
dicted that  war  would  materially 

reduce  radio  advertising  volume 
seem  to  be  wrong.  FIB  figures  for 

first  ten  months 
of  1942  show  that 
network  time 
went  8  %  ahead 

of  1941 — radio's greatest  year. The  10  months 
volume  was  $94,- 
424,478  for  1942 
against  $86,006,- 773  for  1941. 

Only  three 
types  of  media 

are  equalling  or  surpassing  radio 
in  1942. 

Sunday  newspaper  supplements 
for  the  first  10  months  were  12% up. 

The  Confession  type  of  maga- 
zines and  the  business  papers  ad- 

vanced about  the  same  as  radio. 
In  the  same  10  months  period, 

magazines  declined  5%,  farm  pa- 
pers 5%  and  newspapers  6%. 

From  these  figures  it  is  rather 
evident  that  advertising  as  an  in- 

dustry is  keeping  on  a  fairly  even 
keel,  and  that  radio  is  a  little  ahead 
of  the  game  in  spite  of  the  war. 
No  one  knows,  of  course,  just 

what's  ahead,  but  if  we  analyze  all 
the  factors — experience  of  the  last 
war — technological  advances  being 
put  into  production  in  the  present 
war — the  psychology  of  the  busi- 

ness leaders  as  well  as  the  public 
at  large — the  attitude  of  Govern- ment— the  conclusion  seems  to  bear 
out  that  advertising  will  at  least 
maintain  its  1941  average  and  pos- 

sibly the  1942  volume. 
In  our  own  shop,  present  esti- 

mates show  that  our  radio  volume 
in  1943  should  be  about  10%  ahead 
of  1942. 

The  greatest  advance  by  the  ad- 
vertising industry  during  the  past 

year  was  the  splendid  job  done  by 
the  Advertising  Council  in  bringing 

a  better  understanding  of  adver- 
tising to  the  various  government 

officials  and  a  full  clarification  of 
advertising  costs  in  the  general 
tax  accounting  picture. 

This  clarification  was  of  tremend- 
ous importance  and  has  paved  the 

way  for  a  full  understanding  of 

stood  in  many  important  govern- 
ment quarters  prior  to  the  Council's  j  | work  and  something  which  every  f! 

man  in  advertising  should  be  thank- ful for. 
From  these  efforts  of  the  Coun- 
cil radio,  as  all  media,  has  profited 

greatly  and  will  continue  to  profit 
in  1943  and  the  years  to  come. 

MEADE  BRUNET 
Vice-President,  RCA  Mfg.  Co. 

Mr.  Brunet 

BECAUSE  this  is  literally  a  radio 
war — a  war  in  which  radio  com- 

munications, electronics  and  sound 

play  a  vitally  important  role — the radio  industry  is  being  called  upon 
to  put  forth  the  greatest  produc- tive effort  of  its 

eventful  history. 

Every  branch of  the  armed 

forces,  and  al- most every  phase 

of  their  opera- 
tions relies  heav- 

ily on  radio  and associated  equip- 
ment for  the 

speed  and  flexi- ble communica- tions that  only  radio  can  provide. 
On  the  home  front  too,  radio  is 
omnipresent  in  disseminating  news 
and  information,  and  in  providing 
entertainment  and  relaxation  for 
the  entire  nation. 

The  broadcasting  branch  of  radio 
is  making  notable  contributions  to 
the  war  effort  in  many  ways,  some 
of  which  are  unsung  and  unher- 
aldeu.  But  these  services  are  un- 

derstood and  appreciated  by  our 

country's  military  and  civil  lead- ers. They  recognize  that  keeping 
our  highly  developed  American 
broadcasting  system  functioning 
at  topmost  efficiency  is  of  the  ut- 

most importance  to  the  national 
morale.  Nevertheless,  everyone 
recognizes  that  first  call  on  the 
nation's  manufacturing,  engineer- 

ing, manpower  and  other  resources 
must  be  on  behalf  of  our  far-flung 
fighting  forces  in  the  actual  thea- ters of  war. 

Must  Preserve  Equipment 
That  means  that  broadcasters 

must  rely  upon  traditional  Amer- ican resourcefulness  and  enterprise 
to  maintain  their  services,  despite 
all  difficulties.  With  increasingly 

tighter  wartime  restrictions  on  re- 
placement parts  and  vacuum  tubes, 

stations  will  have  to  learn  how  to 
make  the  equipment  they  now  have 
function  longer.  It's  a  patriotic 
duty  as  well  as  a  requisite  of  sur- 

vival to  make  the  most  out  of  equip- 
ment and  parts  now  on  hand. 

Broadcasting  is  important  for  na- 
tional morale,  but  it  is  more  im- 

portant for  national  morale  that 
we  supply  our  Army,  Navy  and  Air 
Forces  with  the  equipment  they need. 

During  the  past  year  RCA  has 
established  a  service  for  rebuild- 

ing certain  types  of  broadcasting 
tubes  in  an  effort  to  help  the 
broadcaster.  This  is  an  example  of 
how  we  may  have  to  meet  other  re- 

i 
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placement  problems  in  the  future. 
From  the  very  beginning  of  the 

war  there  has  been  an  acute  short- 
age of  radio  trained  manpower. 

That  is  another  reason  why  broad- 
casters must  learn  how  to  become 

more  self-sufficient.  We  have  had 
to  tell  our  customers,  that  except 
in  cases  of  extreme  urgency,  we 
could  not  spare  this  important 
manpower  from  their  most  essen- 

tial work.  We  have  asked  them  to 
wi-ite  us  when  they  must  have  help 
and  wherever  possible  permit  us 
to  assist  them  by  written  counsel 
rather  than  by  on-the-scene  action. 
Stations  are  becoming  increasingly 
more  understanding  and  coopera- 

tive in  this  respect. 
All-Out  For  Victory 

Long  before  Pearl  Harbor,  the 
men  and  women  of  RCA  pledged 
themselves  not  only  to  fulfill  their 
responsibilities  in  developing  and 
building  war  equipment,  but  wher- 

ever possible  to  beat  that  pi-omise. 
Since  then  we  have  all  re-dedicated 
ourselves  to  this  pledge  and  are 
turning  out  vital  equipment  in  ever 
increasing  quantities. 
When  this,  our  biggest  job,  is 

done  we  shall  be  ready  once  again, 
a  stronger,  better  equipped  and 
sharper-attuned  organization  to 
pick  up  our  peacetime  role  of  ad- vancing the  liveliest  and  most 
promising  industry  in  the  world. 

VINCENT  F,  CALLAHAN 
Director,  Radio  and  Press 

Treasury  Dept.  War  Savings 
Staff 

Mr.  Callahan 

IF  THIS  WAR  has  proved  nothing 
else  it  has  proved  that  radio  is 
the  greatest  propaganda  weapon 
the  world  ever  has  known. 

In  addition,  ra- 
dio long  since  has 

proved  itself  the 
great  mass  medi- 

um of  entertain- 
m  e  n  t.  This  i  s 
more  true  now 
than  ever. 

But,  beyond 
these  facts,  radio 
has  —  more  than 
any  other  medium 
of  communication 

— unified  this  country.  Our  Presi- 
dent and  other  important  officials 

of  our  Government  truly  have  been 
able  to  "go  to  the  people".  Thanks 
to  radio,  their  words — important 
decisions  of  our  Government — have 
been  brought  with  equal  and  im- 

mediate speed  to  the  people  of  the 
United  States  in  their  homes,  whe- 

ther those  homes  be  in  crowded 
communities  or  in  the  isolated 
countryside. 
And  radio's  ability  to  "unify" has  been  extended,  beyond  our 

country,  to  the  hemisphere  and  the 
world  of  the  United  Nations.  Wit- 

ness, as  an  example,  radio's  splen- 
did cooperation  in  our  Good  Neigh- 
bor policy. 

Perhaps  the  war  has  emphasized 
the  possibilities  of  radio,  speeded 
these  possibilities  into  actualities. 
But  the  peace  which  will  follow 
the  war  will  expand  these  first  be- 

ginnings into  facts  which  we  now 
hardly  can  visualize. 
Any  discussion  of  radio  today 

and  in  the  future  cannot  overlook 
the  tremendous  achievements  which 
the  radio  industry  has  made  in  con- 

nection with  the  War  Savings  Pro- 
gram. Overnight,  the  radio  indus- 

try's power  to  reach  the  public with  a  message  made  the  word 
"Bond"    synonymous  with  "War 

Bond".  The  natural  ingenuity  and 
genius  of  radio  did  not  allow  itself 
to  halt  with  a  mere  performance 
of  the  requests  of  the  Treasury 
Dept.  Instead,  the  radio  industry 
— networks,  affiliate  stations,  local 
stations,  sponsors,  advertising 
agencies — did  what  we  requested 
and  then  went  on  to  originate  ideas 
and  promotions  which  were  a  thou- 

sand times  more  elfective.  Not  only 
that,  the  unselfish  and  patriotic 
wish  of  the  radio  industry  to  co- 

operate with  the  War  Savings  Pro- 
gram was  manifested  in  an  ex- 

change, within  the  industry,  of  all 
these  ideas  and  promotions. 

Frankly,  infinity  is  the  only  limit 
on  what's  ahead  for  radio. 

times.  But  I  do  expect  many  com- 
plications for  our  business  and  all 

business.  We  expect  to  face  them 
and  deal  with  them  realistically  as 
they  arise. 

C.  M.  CHESTER 
Chairman 

General  Foods  Corp. 

IN  THE  WAR  year  ahead,  many 
difficulties  and  emergency  problems 
loom  ahead  for  General  Foods,  as 
well  as  for  many  other  established 

m  a  n  u  facturers. 
During  ̂ 942  we 
had  plenty  of 
headaches  to 
overcome.  There 
isn't  much  like- 

lihood of  smooth- 
er sailing  in  1943. 
However,  w  e 

are  not  wearing 

indigo-blue  glass- 
es. We  are  deter- Mr.  Chester  mined  to  help  win 

the  war  and  to  attain  victory  for 
our  free  way  of  life.  After  all. 
General  Foods  has  a  heritage  of 
several  war  periods.  A  number  of 
our  food  products  divisions  are 
pioneers — one  dating  back  to  be- 

fore the  War  of  Independence  in 
1776.  Survival  and  steady  growth, 
through  various  wars,  have  come 
with  steadily  improved  products 
and  public  services. 

Right  now  the  food  industry's 
major  job  is  furnishing  for  mili- 

tary, civilian,  and  lend-lease  use 
a  world-beating  volume  of  food- 

stuffs. To  contribute  to  that,  I  sub- 
mit, is  General  Foods'  No.  1  job. 

While  it  is  too  early  to  report  on 
earnings  in  '42,  we  have  achieved a  new  record  high  in  both  dollar 
value  and  tonnage  for  the  seventh 
successive  year. 

We  have  invested  millions  of  dol- 
lars in  scientific  research.  It  has 

meant  better  products  and  moder- ate costs  to  the  consumer.  It  aids 
us  now  as  we  encounter  shortages 
in  raw  materials,  packaging,  and 
equipment.  We  are  increasing  our 
research  staff.  Already  we  have 
new  items  planned  for  the  post-war market. 

As  you  know.  General  Foods  was 
a  pioneer  in  radio  broadcasting. 
We  have  felt  that  such  advertising 
is  profitable.  General  Foods  has 
maintained,  through  advertising, 
consumer  good  will  for  its  princi- 

pal products,  even  though  several 
have  suffered  war  restrictions. 

A  recent  survey  among  our  67,- 
000  stockholders  indicates  that 
more  than  88  in  every  100  believed 
that  the  company's  policy  on  con- tinued advertising  of  its  brands, 
the  sale  of  which  has  been  re- 

stricted because  of  war  conditions, 
is  "advisable,"  or  "of  some  bene- 

fit". Only  6%  felt  it  was  "not  ad- 
visable". Six  percent  expressed  no 

opinion. 
You  ask  what  we  expect  for  our 

business  next  year.  I  would  not 
want  to  predict,  in  these  unusual 

BRIG.  GEN. 
ROBERT  L.  DENIG 

U.  S.  Marine  Corps 

Gen.  Denig 

IN  MANY  WAYS  World  War  II 
has  become  a  war  of  radio.  For 
never  in  the  history  of  warfare  has 
communication  been  so  indispensa- 

ble. Never  has 
one  means  of  com- munication been 

able  to  accom- 
plish the  tasks 

performed  by  ra- dio. 
On  the  battle 

line  or  along  the 
home  front,  each 
day  brings  uses for  radio.  It  has 
taken  its  place 
as  a  necessary 
weapon  of  warfare  whether  fought 
on  land,  sea,  air  or  in  the  minds 
of  whole  nations. 

Through  the  use  of  radio  bat- tles may  be  won  or  lost,  planes 
shot  from  the  skies  or  ships 
sought  and  destroyed. 

As  an  instrument  of  propagan- 
da radio  has  successfully  displayed 

its  ability  to  either  strengthen  or 
utterly  demoralize  whole  countries. 

In  the  Marine  Corps,  radio  has 
as  important  a  function  as  has  a 
tank,  a  plane  or  a  machine  gun. 
Its  tasks  are  many,  its  perform- 

ance important. 
It  is  entirely  possible  that  in 

this  new  year  to  come  the  Marine 
Corps  will  present  a  new  coverage 
of  Marine  activities  to  the  people 
of  America  through  the  medium 
of  radio. 
Already  Marine  Corps  Combat 

Correspondents  are  sending  their 
thrilling  tales  of  the  Corps  to  the 
folks  back  home.  It  is  only  a  step 
further  to  the  extension  of  this  to 
the  broadcasting  stations  of  the 
United  States.  Soon  it  may  be 
possible  for  you  to  sit  in  your  own 
home  and  listen  to  a  Marine  Corps 
Combat  Commentator  tell  you 

about  "the  Marines  at  war". Radio  has  played  a  large  role  in 
this  past  year  of  1942.  The  new 
year  1943  will  probably  require  an 
even  larger  role. 

P.  S.  GATES 
President 

Gates  Radio  &  Supply  Co. 

From  a  technical  standpoint 
which,  of  course,  our  company  is 
primarily  interested  in,  being 
transmitting  equipment  manufac- 

turers, we  can  see  nothing  but 
rapid,  in  fact,  phenomenal  advan- ces in  equipment  technique  for 
radio  broadcasting  stations  in  ra- 

dio's future.  In  fact,  radio's  future will  be  radio  today  on  the  day  peace 
is  declared,  because  developments 
in  communications,  both  by  private 
industry  and  Army-Navy  engi- 

neers have  brought  about  unusual 
advancements  in  both  the  art  of 
transmitting  and  receiving. 

Tomorrow's  radio  broadcasting 
station  will  be  much  more  economi- 

cal to  operate  because  new  ways 
have  been  found  to  make  smaller 
tubes  do  harder  work,  with  actu- 

ally improved  tube  life.  New  parts 
have  been  developed  at  a  fraction 
of  size  and  cost  that  are  so  far 
improved  over  the  older  costly 
and  cumbersome  parts  both  in  de- 

sign and  performance  that  the 
original  cost  of  new  equipment  in 
line  with  the  improved  perform- 

ance of  this  new  equipment  will 
be  nothing  short  of  startling. 

On  top  of  this,  the  radio  broad- 
cast equipment  industry  has  al- 
ways been  a  specialized  type  of 

manufacturing.  The  approximately 
850  stations  did  not  allow  setting 
up  production  lines,  etc.  However, 
manufacturing  of  large  quantities 
of  equipment  for  the  armed  forces 
has  even  developed  in  many  cases 
semi  or  full  production  line  sys- 

tems on  smaller  unit  quantities  of 
manufacture,  which  results  in 
more  uniform  production  and  most 
important  of  all,  lower  cost  to  the broadcaster. 

Radio's  future,  in  my  opinion,  is 
without  question  the  brightest  fu- 

ture of  all,  and  this  short  period  of 
marking  time  while  disposing  of 
the  Axis  is  only  a  breathing  spell 
before  a  big  spurt  ahead. 

G.  F.  GLASSER 
President 

Glasser-Gailey  &  Co. 

THE  COMING  year  should  be  an 
interesting  and  definitely  progres- 

sive one  for  radio,  and  it  depends 
upon  radio's  own  ability  to  adjust itself  to  changing  _ 

conditions  w  h  e  - 
ther  or  not  it  will 
be  an  epochal  or a  critical  one. 

I  thing  we  will 
see  more  and 
more  advertisers 
coming  to  radio 
.  .  .  types  of  pro- ducts, businesses 
and  services  nev-  ^, 

er  before  re-  ̂ iss  Glasser 
garded  as  radio  prospects.  Already 
we  have  seen  a  great  number  of 
industrials  come  into  radio  and  for 
the  first  time  have  seen  radio  used 
by  the  great  aircraft  companies,  as 
a  help-wanted  advertising  medium. 

We  will  see  radio  being  used  more 
and  more  as  a  dealer  coordination 
medium  since  tii'e  and  gasoline  ra- 

tioning and  travel  curtailment 
make  it  impossible,  or  at  least  not 
feasible,  for  manufacturers  to  con- tact their  dealers  as  often  as  in 
the  past. 

I  think  we  will  see  radio  used 
more  and  more  in  an  employe  re- lations manner,  particularly  by  big 
war  production  companies  with 
thousands  of  employes  and  sizable 
labor  problems  confronting  them. 
There  will  be  more  radio  enter- 

prises along  the  lines  of  the  Wheel- 
ing Steel  program. 

I  think  we  will  definitely  see  the 
passing  of  the  soap  drama.  In  its 
place  I  believe  we  vvall  see  an  en- 

tirely new  radio  development  .  .  . 
the  network  participation  program. 
In  fact,  in  anticipation  of  this,  we 
are  now  readying  for  network,  a 
participation  program  which  we 
have  operated  successfully  on  a 
local  basis  for  the  past  two  years — 
a  complete  merchandising  plan 

called  the  Homemakers'  Club,  de- 
signed for  food  sponsors  exclusively 

on  a  participation  basis. 
As  more  and  more  of  our  accus- 

tomed   radio-advertised  commodi- 
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For  state  atid  importonce  of  evetits,  1942  has  been  the  greatest  year  for  news  in  the  nation's  history. 

Starting  from  the  date  of  Pearl  Harbor,  the  war  hit  America  full  on,  shocking  the  country  into  drostic  and  deep-reaching 

changes  in  its  outlook,  work,  way  of  life  and  relation  to  the  rest  pf  the  world. 

Now,  as  the  year  ends.  United  Press  news  experts  select  and  sum  up  its  most  memorable  and 
vital  news  stories  for  radio. 

Their  summaries  will  compose  a  group  of  nine  special  15-minute  scripts,  covering  all  fields  of  interest. 

Copy  for  the  scripts  will  reach  United  Press  radio  clients  over  the  24-hogr  U.  P. 
radio  news  wire  by  December  20th,  for  release  any  time  thereafter. 

There  is  no  odditional  charge,  of  course.  United  Press  is  merely  passing  extra 

ammunition  to  its  clients  for  winning  more  listeners  and  more  sponsors. 

The  World's  Best  Coverage  of  the  World's  Biggest  News 

KM' 

X 



ties  disappear  from  the  scene 
through  rationing  and  war  needs, 
new  advertisers,  new  types  of  pro- 

ducts and  institutional  advertising 
designed  to  keep  a  name  before 
the  public  and  to  build  post-war 
business  will  take  their  place,  and 
I  believe  that  one  of  the  most  im- 

portant functions  of  radio  this 
coming  year  will  be  to  do  just  that. 

Commercial  messages  must  be 
shorter,  more  sincere,  more  fac- 

tual, more  convincing.  There  is  too 
much  agitation  against  the  "in- 

sults -  to  -  intelligence"  that  have 
been  passing  as  commercial  an- 

nouncements to  be  ignored  any 
longer. 

Publicity  Idea 

And  in  this  connection  I  would 
like  to  make  a  suggestion  to  the 
radio  industry  in  general.  Why 
don't  stations  and  networks  launch 
a  public  relations  campaign  of  their 
own,  using  available  vacant  time 
and  program  facilities  to  acquaint 
radio  listeners  with  the  fact  that 
American  Radio,  with  its  big  time 
shows,  its  Kate  Smiths  and  Jack 
Bennys,  its  splendid  music  and 
entertainment,  is  what  it  is;  in- 

stead of  being  dull,  compulsory 
propaganda,  because  and  solely 
because  of  the  commercial  spon- 

sors? They  should  make  people 
realize  that  advertising  is  the  basis 
of  American  freedom  of  speech 
in  radio  as  well  as  in  the  press,  and 
that  commercials,  instead  of  being 
ignored  or  resented  should  be  ap- 

preciated and  thanked,  just  as  any 
well-bred  person  is  thankful  to  the 
person  or  meduim  which  brings 
him  something  valuable  or  enjoy- able. 

Yes,  I  think  1943  will  be  a  big 
year  for  radio  .  .  .  and  the  brains 
and  initiative  which  brought  radio 
to  its  present  development  will  suc- 

cessfully surmount  any  wartime 
"crises"  that  may  arise. 

Data  Booklet 

NEW  pocket-sized  handbook  of  fre- 
quently used  mathematical  formu- 

las and  other  data  for  radio  and 
electronics  has  been  published  by 
Allied  Radio  Corp.,  833  West  Jack- 

son Blvd.,  Chicago  (10c).  Edited 
by  Nelson  M.  Cooke,  chief  radio 
electrician,  U.  S.  Navy,  the  book 
covers  such  topics  as  Ohms'  Law, 
inductance,  reactance,  impedance, 
resonance,  exponents,  trigonometric 
relationships,  logarithms,  radio 
color  codes,  mathematical  symbols, 
wire  tables,  formulas  affecting- meters  and  vacuum  tubes. 

LT.  GEN,  J.  G.  HARBORD 
Chairman  of  the  Board 

Radio  Corp.  of  America 

Gen.  Harbord 

REAL  FIGHTING  is  ahead.  Wher- 
ever the  battle  lines  are  drawn, 

radio  will  be  in  the  thick  of  the 
fight,  for  it  is  the  lifeline  of  war- 

time communica- tions on  land,  sea 
and  in  the  air. 
The  war  map 

today  reveals  that 
American  s  o  1  - 
diers,  sailors  and 

t 
marines  

are  lined 

^  ..^  up  at  more  than 

jPP^fc^
  60  places

  on 
Al^^SStu

t  
the  worldwi

de 

fighting  front.  To 
unify  them  in 

communic
ations  

is  a  mighty  task. 
Without 

 
radio  it  would  be  a  slow, 

almost  impossibl
e  

task.  Every  out- 
post, whether 

 
in  jungles  or  on  gla- 

ciers, no  matter  how  remote,  is 
linked  to  headquart

ers.  
American

 

fighting 
 men,  almost  a  million  of 

them,  are  focused  in  action  by  ra- 
dio— the  global  lifeline  of  commun- ications. 

In  World  War  I,  the  center  of 
action  lay  in  France.  From  that 
battlefront  radiated  the  communi- 

cation lines.  Wireless  was  being 
given  its  first  wartime  test,  but 
at  no  time  did  the  demands  upon 
it  remotely  approach  those  of 
World  War  II.  In  the  intervening 
years,  the  development  of  the  elec- 

tron tube,  of  shortwaves  and  of 
many  other  devices  and  services  of 
radio  have  tremendously  increased 
the  efficiency  of  communications. 
The  result  has  been  that  in  1942 
radio  was  ready  to  play  the  vital 
role  assigned  to  it  on  the  many  far- 
flung  fronts. 

Radio  now  qualifies  as  the  voice 
and  ear  of  the  Army  Signal  Corps, 
of  Naval  Communications  and  of 
the  Air  Corps.  We  have  but  to 
look  at  the  global  war  map  to 
realize  the  great  importance  of  ra- 

dio. Its  definite  assignments  and 
achievements  necessarily  are  mili- 

tary secrets.  But  when  we  com- 
pare the  present  demands  upon 

communications  with  those  of  the 
first  World  War,  it  is  easy  to  under- 

stand that  radio's  present  role  is a  thousandfold  more  important. 
The  airplane,  the  worldwide  trans- 

port problem  and  blitz  warfare, 
all  of  which  call  for  utmost  speed 
and  efficiency  in  communication, 
have  multiplied  the  demands  and 
responsibilities  of  radio. 

#  The  newest,  biggest  value  in  Southern 

California  radio!  The  most  powerful  inde- 

pendent station  in  the  West,  KMPC  gives  un- 
surpassed coverage  at  minimum  cost. 

HEPREStWTED    BY:  y ^ND  WGAR,  CLEVELANDj»^NATlbNAL  REPRESENTATIVi:  PAUL  H.  RATMER  CQ 

Within  the  past  year — a  year  of 
tireless  effort  in  the  manufactur- 

ing plants — the  men  and  women 
on  the  production  front  have  given 
the  American  armed  forces  the 
finest  radio  equipment  in  the  world. 
As  the  war  rages  into  1943,  every 
American  finds  himself  and  her- 

self linked  in  some  way  with  the 
battle.  There  must  be  no  let-up  on 
the  home  front.  Every  day  in  the 
New  Year  must  find  production 
rushing  full  speed  ahead  to  the 
battlefronts.  Then,  and  only  then, 
vdll  the  last  battle  end  in  our  vic- 

tory. 

C.  E.  HOOPER 
C.  E.  Hooper  Inc. 

Mr.  Hooper 

TWO  THINGS  are  ahead  for 
radio  —  new  responsibilities,  new 
opportunities.  Any  dark  cloud 
which  may  appear  on  the  horizon 

is  man  made  and 

strictly  tempor- 
ary. 'This  is  not 

a  hope  or  a 
dream.  Rather 

this  fact  is  at- tested to  in  the 
record.  No  other 
conclusion  is  pos- 

sible from  an  in- 
terpretive analy- 

sis of  radio's  ba- sic long-time trends  of  listenership.  Numerous 
facts  furnish  the  grounds  for  this 
contention  which  may  be  illus- 

trated by  two  trends  revealed  in 
the  continuous  records  we  keep 
for  the  industry: 
NEWS :  Three  years  ago  less  than 

one  hour  per  week  of  sponsored  net- work time  was  occupied  by  15  minute 
news  programs.  Since  then  seven  hours 
per  week  have  been  added  (with  pro- 

portionate additions  of  less  than  15 
minute  network  units  and  other  news- 

casts of  a  strictly  local  nature).  Each 
new  program  has  added  new  listeners. 
That  is,  it  has  made  a  place  for  itself 
without  destroying  the  audiences  to 
previously  existing  news  programs. 

Radio  has  not  replaced  the  news- 
paper. Rather,  the  listener  has  added 

the  newscaster  to  the  newspaper  as 
a  source  of  news.  The  newscaster  has 

brought  timeliness,  vividness,  eyewit-' ness  realism  and  above  all,  personality 
to  his  news  treatment.  Currently  he 
is  discharging  his  war-born  responsi- bilities to  the  letter,  functioning  in 
the  face  of  a  maze  of  restrictions  and 
cooperating  to  the  limit  with  our  own 
Government's  informational  objectives. 
Radio  has  accepted  this  new  respon- 

sibility. Radio  can  accept  the  oppor- 
tunity to  maintain  the  lines  of  global 

communications  in  the  post-war  world. 
It  can  keep  the  United  States  citizen 
who  will  know  places  and  people  per- 

sonally from  pole  to  pole  informed 
hour  by  hour  and  day  by  day.  This 
recently  acquired  responsibility  of  ra- dio is  indeed  a  lasting  opportunity. 
PLAYS :  In  the  past  three  years 

the  number  of  hours  of  sponsored  net- 

FIRST— IN  THE  SOUTH'S 
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■work  time  devoted  to  plays  has  ap- 
proximately doubled.  Here  again  the 

increase  in  opportunities  to  listen  to 
additional  theatrical  presentations  has 
not  been  at  the  expense  of  existing 
programs.  The  audience  to  individual 
performances  of  all  plays  has,  in  short, 
held  up.  The  number  of  people  in  the 
audience  to  one  of  radio's  "one  night 
stands"  totals  many  times  the  number 
that  witnessed  all  of  the  performances 
of  "Lightnin',"  "Abie's  Irish  Rose", 
"Rain"  or  "Tobacco  Road."  Radio  is, 
in  short,  currently  and  magnificently 
performing  the  function  of  supplying 
release  and  diversion  to  our  wartime 
citizenry  at  home  and,  by  short  wave, 
to  every  front  on  the  globe.  Radio  has 
developed  and  is  developing  its  own 
techniques  of  adaptation,  its  own  race 
of  writers,  dramatists  and  producers 
who  are  ever  more  successfully  satisfy- 

ing this  age-old  demand.  Down  through 
the  ages  drama  has  influenced  as  well 
as  mirrored  civilization.  Since  this 
is  so,  radio  has  acquired  a  tremendous 
responsibility.  To  supply  the  yawning 
maw  of  public  demand  represents 
another  lasting  opportunity. 

Radio,  itself,  is  yet  too  young  to 
have  received  more  than  superficial 
attention  by  the  sociologist,  but 
radio  practitioners,  through  the 
projection  of  radio's  own  records 
of  listenership,  can  see  ample  evi- 

dence that  its  future  scope  can 
still  expand  to  a  degree  not  equal- 

led Ly  its  strides  since  the  days  of 
the  crystal  set.  The  post-war  im- 

portance of  radio  in  reconstruction 
and  uniting  the  world  will  be  tre- 

mendous, and  it  will  find  radio  pre- 
pared to  carry  that  heavy  burden. 

KIRBY  HAWKES 
Creative  Head  of  Radio 

Benton  &  Bowles 

I  BELIEVE  that  radio  advertising 
has,  by  this  time,  more  or  less 
found  its  level,  and  that  a  great 
majority  of  the  shows  now  on  the 
air  will  remain  on  through  1943. 
Naturally,  some  agencies,  by  the 
very  nature  of 
the  products  they 
advertise,  have 
been  harder  hit 
than  others. 

Mr.  Hawkes 

Benton  &  Bowl- 
es has,  I  think, 

been  reasonably 
fortunate.  W  e 
lost  a  couple  of 
shows  last  year 
because  of  priori- 

ties, but  have  ac- 
quired a  couple  of  new  ones  to  take 

their  place.  With  radio  playing 
such  a  vital  part  in  the  war  effort — 
it  is,  after  all,  the  greatest  medium 
for  information,  education  and 
propaganda  developed  in  the  his- 

tory of  the  world — the  Govern- 
ment is  bound  to  encourage  com- 

mercial advertising  to  continue 
using  this  medium. 

It  has  undoubtedly  done  a  su- 
perb job  so  far  and  will,  I  am 

sure,  continue  to  do  so.  Our  own 
show  The  Prudential  Family 
Hour,"  to  cite  but  one  of  many possible  examples,  devotes  one- 
third  of  its  time  to  furthering  the 
war  effort. 

As  for  new  technical  develop- 
ments in  the  year  to  come,  there 

is  no  doubt  that  the  radio  industry 
must  be  making  them.  However,  I 
am  pretty  certain  they  are  being 
absorbed  by  the  war,  and  that  the 
civilian  world  won't  benefit  from 
them  for  the  duration.  When  peace 
comes,  then  will  come  a  great  flood 
of  marvelous  technical  develop- 

ments to  amaze  us  all. 

LT.  COL.  E.  M.  KIRBY 
Chief,  Radio  Branch 

Bureau  of  Public  Relations 
War  Department 

IT  IS  BOTH  a  trivial  and  tre- 
mendous thing  to  say  simply:  This 

is  a  radio  war. 
Radio,  the  in- strument, gives 

commands  to 
planes  and  tanks 
and  foot  soldiers. 
It  conveys  intel- 

ligence, weather, 
guides  our  planes 
to  safe  landings, 
and  targets  ene- 

my installations 
to  their  final  de- 
struction. 

Radio,  the  force,  links  the  fighting 
front  with  the  home  front,  our  al- 

lies one  with  another.  It  penetrates 
barricades  of  space  and  steel  to 
arouse  conquered  peoples  to  the 
call  of  liberation. 

Radio  now  has  become  a  common 

Col.  Kirby 

denominator  for  mankind.  Through 
it,  men  everywhere  are  beginning 
to  speak  the  same  language.  And 
men  who  speak  the  same  language 
know  one  another  and  understand 
one  another's  intentions,  be  they 
good  or  bad. There  will  come  a  time  when  an 
Englishman  will  know  what  we 
mean  by  a  "jerk",  and  we  in  turn will  know  what  they  mean  by  a 
"twerp".  There  will  come  a  time 
when  a  liberated  Dutchman  will 
tell  our  wives  how  to  grow  tulips, 
and  when  a  Texas  cattleman  shares 
experiences  with  an  Australian 
sheep-herder.  There  will  come  a 
time  when  there  will  be  an  inter- 

national Farm  and  Home  Hour, 
and  an  international  Hit  Parade, 
as  men  and  women  the  world  over 

dance  and  sing  each  other's  music and  experience  emotional  reactions 
from  the  same  program  at  the  same 
time. 

Radio  Points  the  Way 

There  will  come  a  time  when 
radio  will  sit  down  at  the  confer- 

ence table  and  enable  the  men  and 

women  of  every  nation  to  have 
a  voice  in  the  pattern  of  peace  that 
we  are  fighting  for. 

Right  now  our  job  is  one  of  war, 
but  it  is  proper  to  look  ahead  to 
see  where  we  are  going.  Radio  is 
pointing  the  way.  And  new  respon- sibilities will  be  imposed  upon  it, 
that  it  not  become  a  twentieth  cen- 

tury Tower  of  Babel,  speaking  in 
many  tongues  and  in  many  con- fused voices.  It  must  speak  with 
the  voice  of  unity  and  of  under- 

standing. It  must  aid  and  abet  an 
economic  and  social  structure  now 
a-building  out  of  the  ruins  of  war. 

More  immediately,  let  us  look  at 
American  radio  close  up  and  ex- 

amine what  it  is  doing  now  to  see 
what  it  may  further  do  to  round 
out  its  already  excellent  war  rec- 
ord. Seldom  a  day  goes  by  but  that 
the  newspapers  run  pictures  of 
anxious  wives  and  mothers  seated 

beside  their  radio  waiting  for  "the 
word".  The  American  family,  with 
some  seven  and  one-half  million  of 
its  sons  in  the  armed  forces,  turns 
to  radio,  hungry  for  news  about 

It's  TENNESSEE 

in  Forty-Three! 
Unprecedented  business  and  industrial  activities  in 

the  Nashville  area,  as  shown  in  year-end  sum- 
maries, are  going  right  ahead  at  the  same  intense 

pace  into  the  new  year. 

Nashville's  metropolitan  market,  augmented  by 
bustling  army  camps  and  war  industries,  plus  a  large  rural  audience,  is 

yours  via  WSIX. 

Here's  one  station  that  belongs  on  any  important  schedule.  Book  it 
now! 

SPOT  SALES,  INC.,  NATIONAL  REPRESENTATIVES 

5000 
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them  and  the  day-by-day  progress 
of  the  war.  This  is  radio's  most 
serious  and  profound  mission:  The 
broadcasting  of  war  news  and  in- 
formation. 

News  All  Important 

No  single  individual  in  broad- 
casting has  a  greater  responsibil- 

ity to  the  country,  to  its  fighting 
sons,  and  to  his  own  conscience 
than  has  the  news  broadcaster. 
The  spreading  of  undue  alarm,  or 
the  building  up  of  false  confidence 
in  exaggerated  evaluations  of  local 
military  successes  or  reversals  is 
a  disservice  to  the  war.  To  making 
of  personal  predictions  which  may, 
hy  some  happenstance,  coincide 
with  a  military  movement  already 
in  progress  and  thus  call  the  atten- 

tion of  the  enemy  to  a  possibility 
that  has  been  carefully  shielded 
from  him,  is  a  practice  fraught 
with  danger  to  American  lives,  and 
sorely  needed  equipment,  which 
may  be  lost  as  result  of  premature 
disclosure. 

There  is  a  trend  growing  among 
radio  stations  to  pay  more  atten- 

tion to  better  timing  and  spacing 
of  commercial  spot  announcements 
which  follow  the  announcement  of 
war  news  of  transcendent  impor- 

tance, or  which  follow  the  utter- 
ances of  some  leader  of  the  war 

whose  every  word  is  hung  onto  by 
a  public  eager  to  learn  the  facts 
and  act  upon  them.  Nothing  is 
more  jarring  to  this  writer's  ears than  to  hear  a  Churchill  roundup 
and  exhortation  followed  by  a 
jingle-rhyme.  Many  stations  have 
found  that  by  spacing  the  spot  a 
few  minutes  later  they  are  able  to 
more    effectively    discharge  their 

economic  as  well  as  their  public 
service  mission.  They  are  to  be 
congratulated. 

The  War  Department  is  grate- 
ful to  stations,  networks,  sponsors, 

agencies  and  talent  for  their  un- 
failing cooperation.  It  cannot  be 

recalled  that  there  has  ever  been 
a  time  when  the  War  Department 
was  confronted  with  the  necessity 
of  reaching  the  public  by  radio 
that  its  request  for  cooperation  was 
ignored.  In  fact,  the  reverse  is 
true.  Radio  is  coming  to  the  Army 
asking  for  new  opportunities  for 
service.  And  we  express  our  appre- 

ciation to  the  Radio  Bureau  of  the 
Office  of  War  Information,  which 
is  doing  a  tremendously  complicat- 

ed and  needed  job  of  coordination 
for  government  radio,  in  a  manner 
most  sympathetic,  efficient  and 
cordial. 

Looking  ahead,  we  believe  it  safe 
to  predict  that  a  new  dimension 
to  war  coverage  will  come  about 
with  the  introduction  of  front- 

line combat-zone  reporting  with 
which  we  are  experimenting.  No 
further  announcement  of  this  will 
be  made  until  after  tests  in  the 
field  satisfy  certain  technical  and 
military  elements  which  are  re- 

quired. It  has  been  a  memorable  year. 
1943  will  be  even  more  memor- able. 

FREEMAN  KEYES 
President 

Russel  M.  Seeds  Co. 

NBC  News  to  Mexico 
SPANISH  newscasts  are  transmitted 
daily  by  NBC  for  the  exclusive  use  of 
XEW,  Mexico  City,  and  its  41  Mexi- 

can outlets,  also  affiliated  with  NBC's Pan  American  network.  The  ten-min- 
ute news  periods  are  presented  by  Ken 

Smith  and  Ignacio  Carral,  announc- 
ers both  well  known  in  Mexico. 

IN  THE  RADIO  LIMELIGHT 
a  series  of  informative  articles  for  radio  advertisers 
and  time-buyers,  prepared  by  The  Branham  Company 

RADIO  STATION  KRIS  CORPUS  CHRISTIJEXAS 
1000  WATTS 1360  Kc. NBC    BNC  MBS 

Corpus  Christi  on  the  Texas  Gulf  Coast  is  a  spectacle 
of  growth.  Population  increased  106.6%  from  1930  to 
1940  —  and  52%  in  1942  over  1940.  Now  101.400  resi- 

dents in  the  city  zone! 

Additional  thousands  are  stationed  at  the  naval  air 

base  (world's  largest)  and  3  auxiliary  air  fields  with- 
in the  city  zone. 

Primarily  the  KRIS  market  owes  its  tremendous  ex- 
pansion and  high-level  incomes  to  oil  (over  10,000 

producing  wells  in  KRIS  area  pipe  oil  to  Corpus 
Christi),  manufacturing,  shipping  and  agriculture.  1941 
Retail  Sales  estimated  at  $305,767,000.  Only  KRIS 

covers  this  ranking  Texas  market  .  .  .  buy  it  in  com- 
bination with  KXYZ,  Houston  ...  at  10%  discount! 

For  Spots  that  SELL,  Call  a  Branham-man 

RADIO  advertising  during  its  first 
war  year  clearly  demonstrated  its 
integration  into  the  war  effort. 
And  every  effort  must  be  exerted 

toward  that  one 

objective  —  win- n  i  n  g  the  war. 
Through  the 
building  of  mor- 

ale, through  pro- 
viding entertain- ment  for  the 

troops  abroad  and 

through  drama- 
tizing vital  gov- 

ernment  inf orma- Mr.  Keyes  ^j^j^  mass  au- 

diences radio  advertising  has  con- 
tributed materially  to  the  war  ef- 

fort. Institutional  trends  plus  the 
recognition  of  advertisers  that  their 
most  valuable  possession  is  their 
brand  name  which  has  developed 
consumer  acceptance  over  a  period 
of  years — these  factors  augur  well 
for  the  continuation  in  1943  of  the 
achievements  of  radio  advertising 
in  the  year  just  past. 

However,  as  we  go  into  1943 
many  of  us  on  the  agency  side  feel 
certain  operational  readjustments 
should  be  effected  in  the  industry. 
There  is  a  definite  need  for  the 
establishment  of  uniform  rate  and 
discount  structures,  copy  rules, 
which  should  include  uniform  stan- 

dards as  to  number  of  commercials 
in  a  quarter-hour  period,  rules 
governing  hitch-hikes,  etc.  Now 
that  radio  has  realized  its  poten- 

tial, it's  time  to  formulate  definite standards  so  that  we  in  the  agency 
business  who  place  millions  of  dol- 

lars annually  in  spot  advertising 
can  better  service  our  clients  and 
the  radio  industry  as  a  whole. 

Because  of  war  conditions  most 
agencies  are  operating  with  a 
limited  personnel  and  with  the  fre- 

quent turnover  of  personnel  agency. 
Problems  are  multiplied  by  lack  of 
consistency  on  the  part  of  radio 
stations  to  set  up  definite  stand- 

ards of  acceptance  and  rate  struc- 
tures. After  a  spot  campaign  is 

planned,  copy  written  and  placed, 
it  requires  a  liaison  officer  of  no 
mean  ability  to  fit  the  campaign 
into  the  hundreds  of  definite  re- 

quirements laid  down  by  the  sta- tions. 
Radio  in  the  past  could  be  ex- 

cused for  some  of  its  administra- 
tive shortcomings.  We  all  know 

that  radio  has  done  a  tremendous 
job  and  that  within  the  last  few 
months  it  has  surpassed  other 
media  in  national  account  billing. 
However,  conditions  must  be  rem- 

edied if  we  are  not  to  throttle  spot 
business  in  1943. 
The  manpower  shortage  is  a 

most  acute  problem,  not  only  for 
radio,  but  for  most  other  busi- 

nesses. The  personnel  turn-over  has 
been  exceedingly  high.  To  meet  this 
problem,  many  stations  are  now 
employing  women,  and  the  univer- 

sal experience  has  been  satis- 
factory. It  has  been  found  that 

women  learn  more  quickly  and  do 
a  better  job  than  men  above  the 
draft  age.  Stations  realize  the  seri- 

ousness of  the  problem,  are  co- 
operating in  establishing  schools, 

helping  in  every  way  to  train  per- 
sonnel, and,  although  the  problem 

will  remain  acute,  it  is  believed 
sufficient  trained  personnel  will  be available. 

Radib  enters  1943  determined  to 

embrace  the  opportunity  and  ful- fill the  obligation  placed  upon  it  by 
the  Government  and  determined  to 
prove  the  soundness  of  the  Govern- 

ment's policy.  I  am  sure  the  broad- caster is  conscious  of  the  important 
part  he  is  playing  today  and  also 
of  the  importance  to  radio  that  he 
measures  up  to  the  obligation 

placed  upon  him  by  the  Govern- ment. Undoubtedly  we  shall  face 
many  problems  in  the  coming  year, 
but  with  a  sound  government  policy 
and  appreciation  of  their  obligation 
on  the  part  of  broadcasters,  I  am 
sure  radio  will  add  greatly  to  its 
stature  by  its  1943  performance. 

WILLIAM  B.  LEWIS 

Chief,  Radio  Bureau 
Office  of  War  Information 

IN  THE  FIRST  year  of  this  war, 
America's  radio  industry  was 
quick  to  shoulder  its  responsibility 
of  relaying  vital  war  information and  war  messages 

to  the  listening 

public.  The  Office 
of  War  Informa- tion has  nothing 

but  praise  for  the 
way  free  radio has  volunteered 
its  services  in  the 
mobilization  o  f 
America  for  war. 
We  look  ahead, 

in    1943,    to  an Mr.  Lewis 
even  greater  degree  of  radio  co- 

ordination and  more  efficient  utili- 
zation of  the  facilities  placed  at 

our  disposal.  Above  all  else,  we  are 
anxious  for  the  radio  industry  to 
do  nothing  that  would  in  any  way 
lessen  the  vast  listening  audience 
it  now  commands.  We  want  those 
millions  available,  ready  to  be 
reached  with  important  war  mess- 

ages whenever  the  occasion  arises. 
And,  at  the  same  time,  we  want 
them  to  find  in  radio  the  relaxation 
and  entertainment  which  is  indis- 

pensable to  a  nation  that  works  and 
fights  so  hard  as  America  does. 
We  see,  during  1943,  an  intensi- fication of  war  messages  from  a 

qualitative  standpoint.  This  will 
mean  a  reduction  in  the  actual 
number  of  messages  broadcast,  but 
constant  improvement  of  their  ef- fectiveness and  audience  impact. 

Quantity,  as  we  now  know,  is  dan- 

gerous. 
It  leads  to  listener  fatigue  and 

can  lose  much  of  the  available  audi- 
ence. Fewer  messages,  better  writ- ten and  more  skillfully  presented, 

are  the  key  to  increased  results. 
We  shall  need,  too,  more  surveys 
and  checks  of  listener  reaction  to 
assure  that  our  war  messages  are 
finding  their  mark  and  bringing 
action. 

We  hope  that  in  1943  all  indi- 
vidual stations,  networks  and  ad- 

vertising agencies  will  redouble 
their  efforts  to  present  necessary 
war  information  in  new,  more  effec- 

tive terms.  Casual  treatment,  rou- 
tine announcements,  lukewarm 

presentation,  inaccuracies  are 
worse  than  nothing.  This  is  a  time 
for  initiative,  for  hard-hitting 
words.  Let's  use  both. 

The  radio  industry  has  a  reputa- 
tion for  getting  things  done.  The 

first  year  of  its  first  war  has  en- hanced that  reputation.  If  this  is 

everybody's  war,  radio  has  cer- 
tainly been  carrying  its  share — 

carrying  it  with  an  aggressive  com- 
petence that  again  asserts  the  su- periority of  free  enterprise  by 

which  our  nation  has  grown  great. 

THE    BRANHAM  COMPANY 
CHICAGO  NEW  YORK 

DETROIT  ATLANTA  CHARLOHE  DALLAS  ST.  LOUIS  MEMPHIS 
KANSAS  CITY        SAN  FRANCISCO         LOS  ANGELES  SEAHLE 
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LELAND  P.  LOVETTE 
Captain,  U.  S.  Navy 

Director,  Office  of  Public 
Relations 

Capt.  Lovette 

IT  HAS  OFTEN  been  said  that 
the  only  way  to  learn  about  war  is 
to  fight  a  war.  If  this  be  true,  the 
American  radio  industry  should  be 

highly  commend- ed for  meritorious 
conduct  in  its  first 
full  year  of  oper- 

ations under  war- 
time conditions. 

Throughout  1942, 
radio  has  been 
ever  eager  to  add 
its  effort  to  our 
fight. 

Yet  in  a  very 
real  sense,  the 

broadcasting  industry  of  this  coun- 
try was  already  a  seasoned  war 

veteran  when  the  Japanese  at- 
tacked Pearl  Harbor.  Its  micro- 
phones were  witnesses  for  history 

at  the  funeral  of  Hindenburg,  with 
an  upstart  politician  named  Hitler 
ever-present  in  the  foreground.  Up 
through  the  years  since  then,  ra- 

dio has  allowed  American  millions 
to  listen  to  history  as  it  was  being 
made — the  Austrian  Anschluss;  the 
sound  of  gunfire  on  a  battlefield  of 
revolutionary  Spain;  the  hysterical 
clamor  of  the  mobs  underneath  the 
balcony  of  the  Palazzio  Venezia; 
the  march  into  Czechoslovakia;  the 
Fall  of  France;  today's  news from  our  own  armed  forces. 

In  1943,  radio  will  do  even  more 
to  aid  our  war  effort.  That  has 
been  radio's  record  since  its  begin- 

ning— each  year  to  better  its  own 
accomplishments.  This  will  mean 
an  even  greater  measure  of  cooper- 

ation with  the  aims  of  our  coun- 
try's armed  forces.  Needless  to  say, the  Navy  will  continue  to  share 

in  this  cooperation,  with  a  con- 
tinuing benefit  from  radio's  rich 

store  of  talent,  initiative  and  pa- 
triotic spirit.  And  for  radio's  many 

contributions,  the  Navy  and  the 
country  will  continue  as  a  debtor 
to  the  entire  broadcasting  industry. 

ELMER  G.  MARSHUTZ 
President 

Gardner  Advertising  Co. 

AT  2:26  p.m.,  Sunday,  Dec.  7, 1941, 
radios  all  over  America  carried 
President  Roosevelt's  flash  that Pearl  Harbor  had  been  attacked. 
From  that  moment  on,  radio  had 
gone  to  war.  A  year  has  now  passed 
since  Pearl  Harbor,  and  radio  can 
point  with  justifiable  pride  to  its 
part  in  the  national  war  effort. 

During  the  first  weeks  of  war, 
a  great  many  people  wondered 
whether  or  not  the  American 
system  of  broadcasting  could  sur- 

vive. There  were  rumors  of  cen- 
sorship; rumors  that  programs 

would  have  to  be  radically  changed 
to  meet  the  national  emergency; 
rumors  that  advertiser's  messages 
would  incur  the  virrath  of  the  mass- 

es; rumors  that  humor  was  out; 
rumors  that  humor  was  in;  rumors 
that  spies  would  be  using  the  net- 

works to  get  secret  code  messages 
to  U-boats;  rumors  that  talent 
would  be  afraid  to  carry  on  in  fear 
of  being  labeled  "slackers";  ru- mors that  the  Government  would 
take  over  the  radio,  lock,  stock  and 
barrel  and  unleash  upon  the  peo- 

ple a  flood  of  propaganda. 
Despite  all   the   rumors,  more 

people  listened  in  on  more  radio 
sets  than  ever  before.  For  radio 
was  quick  to  adapt  itself  to  the 
needs  of  the  people  and  the  needs 
of  the  times. 

And  Then  Censorship 

Censorship  was  set  up,  but  the 
kind  of  censorship  you  and  I  would 
demand.  Beyond  that,  radio  has 
gone  on  selling  goods,  entertaining 
millions,  functioning  as  liaison  be- 

tween the  Government  and  the 
people,  publicizing  the  whys  and 
wherefores  of  what  we  had  to  do, 
and  do  quickly,  on  the  home  front. 
Talent  has  carried  on  to  give  com- 

fort and  a  smile  to  the  stay-at- 
homes,  and  has  gladly  accepted  its 
job  of  entertaining,  in  person,  hun- 

dreds of  thousands  of  the  armed 
forces  at  camps. 

Radio,  like  any  other  industry, 
has  stepped  up  its  production  in 
the  first  year  since  Pearl  Harbor 
.  .  .  and  it  will  so  continue  in  the 
year  to  come.  There  will  be  no  ra- 

tioning of  the  national  usefulness 
that  is  radio. 

DAN  B.  MINER 
President 

Dan  B.  Miner  Co. 

ALICE  in  Wonderland  learned 
that  standing  still  actually  means 
going  backward  —  and  that  one 
must  run  fast  even  to  stay  in  the 

same  place.  That is  true  of  any 

business,  and  par- 
ticularly the  ad- 

vertising b  u  s  i  - ness.  While  the 
war  has  dealt  a 
hard  wallop  to 
many  an  account 
and  appropria- tion, that  very 
fact  has  called  for 
harder  work, 
and  longer  hours 

in  order  to  "stay  in  line". 
It  is  certainly  so  with  this  agen- 

cy. The  year  1942  has  been  a  good 
one  vdth  us,  and  appropriations  for 
next  year  show  substantial  in- 

creases. Activities  on  our  impor- 

Mr.  Miner 

deeper  thinking 

tant  accounts  embrace  all  media — • 
newspapers,  magazines,  radio, 
trade  papers,  outdoor,  street  cars 
and  buses  —  with  particular  em- 

phasis being  placed  on  the  mer- chandising program.  Our  billings 
for  radio  during  the  past  year  were 
larger  than  those  for  any  previous 
year,  and  will  show  a  further  sub- stantial increase  during  the  year 
ahead. 

It  is  easy  to  become  blatant  and 
cite  "Sanford  and  Merton"  mottoes 
on  how  business  should  be  con- 

ducted today.  Times  are  changing 
faster  than  the  colors  of  a  chame- 

leon on  a  Scotch  plaid.  Neverthe- 
less, the  old  principles  still  do  ob- 
tain. And  those  of  us  who  remem- 

ber the  businesses  that  came  and 
went  after  the  last  war — particu- 

larly "went" — will  bear  this  out. 
To  meet — or  to  avoid — the  tax 

situation,  many  concerns  during 
that  period  advertised  for  the  first 
time;  and  the  gods  of  advertising 
wept  over  the  sad  perpetrations 
committed  in  advertising's  good 
name.  Other  concerns  stopped  ad- 

vertising altogether  —  and  many 
once  proud  names  now  repose  with 
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the  Day  &  Martins  and  the  Sapo- 
lios.  By  the  same  token,  many  hith- 

erto unheard  of  concerns  stepped 
into  the  advertising  columns  in  a 
small  way,  and  have  been  growing 
consistently  and  safely  ever  since. 

Moral :  It  seems  important  that 
concerns  which  have  spent  good 
time,  effort  and  money  in  adver- 

tising should  at  this  fighting  period 
continue  to  keep  their  names  alive. 
Yes,  we'll  use  the  old  bromide 
"Keep  the  name  before  the  public". It  takes  a  lot  of  extra  power  to 
start  up  a  stalled  train,  and  even 
though  speed  and  momentum  may 
eventually  pick  up,  lost  time  and 
distance  never  catch  up.  The  con- 

cern willing  to  protect  its  good 
name  by  advertising  in  "off"  times 
will  keep  momentum  from  dying 
down,  and  in  time  to  come  will  con- 

tinue at  full  speed  along  the  main 

line  of  success,  while  the  businesses 
that  halted  in  their  stride  will  be 
slowly  (if  at  all)  making  the  way 
stations  on  the  spur  lines. 
As  usual,  or  unusual,  business 

must  go  on.  Advertising  is  more 
than  the  power  of  business  today; 
it  is  insurance  for  the  future.  It 
is  the  outward  and  visible  sign  of 
a  concern's  goodwill.  And  goodwill 
is  the  character  of  a  business,  de- 

veloped over  a  period  of  time;  es- 
tablished through  integrity  of  pur- 

pose, quality  of  product,  and  happy 
relationships  with  other  businesses 
and  people.  It  is  not  an  overnight 
production.  It  is  a  slow  growth, 
germinated  and  fostered  by  square 
dealing.  Left  to  itself  it  perishes. 
Nourished,  it  perpetuates  and  en- 

hances itself.  And  that  calls  for 
keeping  the  advertising  alive. 

JOHN  H.  PLATT 
Director  of  Advertising 

Kraft  Cheese  Co. 

COL.  DAVID  SARNOFF 
President 

Radio  Corporation  of  America 

ATIONAL  ADVERTISERS  and  New  York's 
numerous  nationalities  have  one  thing 
in  common.  They  both  agree  that 

WBNX  is  THE  FOREIGN  LANGUAGE  STATION  of 
GREATER  NEW  YORK. 

No  wonder,  then,  that  WBNX  with  its  5,000  watts, 
directional,  plays  the  dominant  role  in  selling  the 
5,000,000*  foreign-language-speaking-audience  of 
the  world's  greatest  market. 
To  cash  in  on  the  opportunities  of  this  super-market, 
advertise  your  national  products  over  WBNX,  the 
Winner  of  the  Peabody  Citation  for  Public  Service  to 
Foreign  Language  Groups. 

*Over  70%  of  metropolitan  Neu>  York's  population  ts foreign  bom  or  of  foreign  parentage. 

Your  Best  National  Spot  Buy  .  .  . 

Mr.  Piatt 

LIKE  MANY  another  institution 
developed  in  time  of  peace,  radio 
broadcasting  as  we  know  it  in 
America  is  now  undergoing  the 
stern  test  of  war- time necessities. 

It  helps  keep 

us  the  best-in- formed people  in 
the  world.  By 
providing  bright, 

refreshing  enter- tainment, it  aids 
in  maintaining 
the  morale  of  our 
armed  forces  and 
of  civilians  at 
home.  It  helps 
mobilize  our  people  for  the  daily 
tasks  necessary  to  win  the  war  by 
giving  publicity  to  war  bond 
drives,  campaigns  for  the  Red 
Cross,  USO  and  similar  organiza- 

tions, and  other  urgent  matters 
of  public  concern. 

The  advertisers  who  have  been 
so  largely  responsible  for  develop- 

ing broadcasting  are,  I  feel  sure, 
keenly  aware  of  its  added  respon- 

sibilities in  wartime.  They  cooper- 
ate to  the  full  with  the  govern- 

ment in  airing  announcements  of 
current  interest.  They  are  eager 
to  preserve  broadcasting  as  a  po- 

tent educational  force,  an  out- 
standing medium  of  public  enter- 

tainment and  a  practical  means 
to  shape  and  guide  buying  habits 
both  now  and  in  the  future. 

Problems  Born  of  War 

At  the  same  time,  many  adver- 
tisers face  new  problems  born  of 

the  war.  The  Kraft  Cheese  Co.,  for 
example,  is  furnishing  great  quan- 

tities of  food  products  for  the 
armed  forces  and  lend-lease.  Civil- 

ian demand  for  its  products  has 
greatly  increased.  Some  Kraft 
products  are  restricted  by  ration- 

ing, while  others,  in  spite  of  in- 
creased production,  must  be  al- located first  of  all  for  war  needs 

and  thus  are  no  longer  available 
for  unlimited  consumption  by  civil- ians. 

Without  attempting  to  lay  down 
a  general  rule,  it  should  be  pointed 
out  that  Kraft  is  planning  to  main- 

tain its  two  outstanding  entertain- 
ment programs  on  the  air — the 

Kraft  Music  Hall  with  Bing  Cros- 
by which,  after  the  first  of  the  year, 

will  be  broadcast  in  a  streamlined, 
half -hour  version  at  9  p.m. 
(EWT)  each  Thursday  over  NBC 
stations;  and  The  Great  Gilder- 
sleeve  each  week  in  its  present 

spot. As  a  vital  medium  of  infoi-ma- 
tion  and  entertainment,  and  as  a 
means  for  the  quick  dissemination 
of  news  and  important  public  pro- 

nouncements, radio  seems  destined 
to  play  an  increasingly  important 
role  in  the  life  of  the  American 
people  and  the  peoples  of  the 
world — binding  them  together  in 
a  common  understanding  for  hu- 

man progress.  Accordingly,  its  ef- 
fectiveness as  an  educational  force 

and  as  a  channel  for  carrying 
advertising  messages  will  be  main- 

tained and  increased.  This  greater 
field  for  radio  is  at  the  same  time 
an  opportunity  and  a  responsibil- 

ity for  those  who  use  it  wisely 
and  well. 

RADIO,  in  every  phase  of  its  ac- 
tivity, has  only  one  aim  beamed 

into  the  future — to  serve  the  nation 
and  to  do  everything  in  its  power 
to  help  win  the war. 

The  unprece- 
d  e  n  ted  achieve- 

ments of  scienti- fic research  and 
e  n  g  ineering,  of 
p  r  o  d  u  c  tion,  of 
worldwide  c  o  m- munication  and 

domestic  broad- 
casting, through- out 1942,  supply 

the  best  answer  to 
for  Radio?"  That  answer  is  Vic- 

tory for  the  United  Nations. 
A  new  era  of  peace  will  follow, 

in  which  the  men  of  science  will 
devote  the  results  of  their  wartime 
research  to  develop  new  and  use- 

ful products.  But  until  the  war  is 
won  and  the  peace  made  secure,  all 
branches  of  radio  will  operate  with 
continually  intensified  effort  under 
one  call  letter  W-A-R. 

Col.  Sarnoff 'What's  Ahead 

J.  H.  RYAN 
Assistant  Director  of 

Censorship 

Mr.  Ryan 

JUST  A  YEAR  ago  today  as  this 
is  written — on  the  19th  of  Decem- 

ber 1941 — the  Office  of  Censorship 
was  established.  One  of  the  out- 

standing contributions  that  the 
'  broadcasting  in- 

dustry of  the 
United  States  has 
made  toward  the 
war  during  this 

year  has  been  its 

operation  of  vol- 
untary censor- 

ship, a  system 
unique  and  never before  tried  in 
time  of  war.  This 

system  recognizes  the  stations 
themselves  as  their  own  censors. 
The  Office  of  Censorship  at  its  in- 

ception, drew  up  a  list  of  rules  or 
regulations,  called  a  Code,  and 
asked  the  broadcasters  to  measure 
all  broadcast  material  with  the 
suggestions  carried  in  this  Code, 
to  the  end  that  nothing  of  harm 
to  the  war  effort  of  this  country, 
or  of  aid  or  comfort  to  the  enemy, 

might  be  released  through  domes- 
tic broadcasts. 

The  response  has  been  eminently 
satisfactory.  It  could  not  have  been 
otherwise,  for  if  voluntary  censor- 

ship failed,  something  would  have 
to  take  its  place  that  would  be  very 
much  more  restrictive  on  one  of 
those  freedoms  for  which  this  war 
is  being  fought. 

What  is  ahead  in  censorship  for 
1943?  With  large  American  forces 
scattered  throughout  the  globe, 
with  the  tremendous  task  of  sup- 

ply and  the  greatly  accelerated  pro- duction in  the  factories  at  home, 
the  need  becomes  all  the  greater 
for  everlasting  vigilance,  that  none 
of  those  facts  that  the  enemy  de- 

sires so  much  to  learn  will  be  re- 
vealed, even  inadvertently.  This 

requires  that  every  one  of  us, 
censors  all,  must  be  even  more  keen 
on  the  job  this  next  year  than  we 

FOR  DEFENSE 
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have  been  to  date.  After  a  year  of 
training  we  should  not  make  very 
many  mistakes  in  1943. 

The  Office  of  Censorship  strives 
to  keep  its  Code  up  to  date  and  for 
that  reason  there  probably  will  be 
a  revision  published  in  January. 
As  in  the  case  of  the  June  revision, 
the  changes  will  not  be  fundament- 

al, but  will  be  such  as  to  put  into 
practice  the  experience  already 
gained. 

So,  let's  all  of  us  make  a  real 
accomplishment  of  an  unpleasant 
task! 

WALTER  SCHWIMMER 
Schwimmer  &  Scott  Adv. 

Agency 

Schwimmer 

THE  "WAY  business  looks  at 
Schwimmer  and  Scott,  we  can  con- 

fidently say  that  there  will  be  an 
excellent  billing  for  the  first  three 
months  of  1943.  After  that,  what 
will  happen  is  in  the  lap  of  the 
gods.  My  guess 
is  that  the  second 
three  months  pe- 

riod may  see  fair 
business  from  an 
advertising  view- 

point, although 
extenuating  cir- 

cumstances may 
change  this  pic- 

ture upward  or 
the  reverse. 
After  that, 

what  may  happen  is  extremely  dif- ficult to  determine.  Most  people 
tell  me  that  the  last  six  months 
will  see  advertising  taking  a  tum- 

ble and  this  may  very  likely  be  the 
case.  The  only  arguments  I  can 
advance  against  this  are  the  fol- 

lowing : 
(1)  When  business  zoomed  the 

early  part  of  1942,  we  all  expected 
a  sharp  decline  in  the  summer  and 
fall  of  1942.  Nothing  like  this  hap- 

pened. 1943  could  conceivably  fol- 
low this  pattern,  although  to  a 

lesser  degree. 
(2)  A  substantial  percentage 

of  advertisers  are  very  advertis- 
ing minded  even  though  they  don't have  much  or  any  merchandise  to 

sell.  Their  reasons  are  obvious. 
Taking  the  entire  year  as  a 

whole,  a  pretty  fair  estimate  is 
that  most  aggressive  agencies  will 
show  a  profit  and  keep  their  heads 
above  water.  In  exceptional  in- 

stances, some  agencies  may  do  very 
well.  These  will  be  agencies  with 
accounts  not  affected  by  priorities 
or  with  accounts  who  are  very  in- 

stitutionally inclined.  The  very 
large  agencies  and  very  small 
agencies  will  be  the  ones  most  af- fected. 

However,  I  must  frankly  confess 
that  if  the  last  six  months  are  good, 
I  will  still  believe  in  miracles  and 
the  Chicago  Cubs. 

Newsmen  at  Film  Debut 

WAR  CORRESPONDENTS  and 
news  analysts  took  part  in  a  broad- 

cast on  WHN,  New  York,  Dee.  23. 
from  the  Lobby  of  the  Capitol  Thea- 

tre, New  York,  where  Noel  Coward's 
latest  film  "In  Which  We  Serve", 
had  its  world  premiere  under  the  aus- 

pices of  the  Overseas  Press  Club. 
Lowell  Thomas,  president,  officiated. 
Speakers  included :  Wythe  Williams, 
WHN ;  Raymond  Gram  Swing, 
BLUE;  H.  V.  Kaltenborn,  NBC; 
William  Shirer,  CBS;  Upton  Close, 
NBC  ;  Waverly  Root,  WINS  ;  George 
Putnam,  WABC. 

LAWRENCE  L.  SHENFIELD 
Vice-President 
Pedlar  &  Ryan 

IN  1943  radio  offers  to  the  spon- 
sor, to  the  advertising  agency,  to 

the  artists,  to  the  networks  and  to 
the  Government  the  greatest  op- 

portunity for  co- 
operation and  un- derstanding that 

has  ever  been  of- 
fered by  a  medi- 

um. For  sudden- 
ly with  war  has 

come  full  reali- 
zation that  radio, 

the  advertising  p 
medium,  has  been 
transmuted  into 
a  vital  agent  for 

public  infoi'ma- tion  and  public  understanding  to 
further  our  war  efforts.  The  spon- 

sor, confronted  with  shortages, 
priorities,  rationing,  tremendous 
taxes,  shoulders  the  burden  of 
maintaining    his    valuable  radio 

Mr.  Shenfield 

franchise  in  the  face  of  mount- 
ing merchandising  difficulties. 

The  advertising  agency  grapples 
the  problem  of  gearing  its  pro- 

grams to  the  tastes  of  a  nation 
at  war,  and  with  the  task  of  fur- 

thering the  war  effort  with  con- 
vincing production  of  Government 

messages  allotted  to  its  sponsors' programs.  Stars  and  artists  face 
the  strain  of  delivering  the  high- 

est level  of  entertainment  of  which 
they  are  capable,  while  sacrificing 
time  and  energy  to  bring  live  shows 
to  the  camps  here  and  to  fighting 
forces  in  foreign  lands.  The  net- works and  stations  which  have  set 
such  magnificent  standards  in 
staging  brilliant  war  information 
programs  must  bend  the  concep- 

tions of  future  programs  to  the  in- 
evitable mental  changes  of  a  na- tion at  war. 

And  the  Govei'nment,  which 
through  admitted  successful  re- 

sults of  its  projects  has  proven  to 
itself  the  enormous  informational 
value  of  radio  circulation,  should 
do  everything  in  its  power  to  en- 

courage continuance  on  the  air  of 

the  scores  of  sponsored  programs 
and  the  valuable  networks,  which 
together  have  put  thirty  million 
radios  in  the  homes  of  America, 
radios  that  are  listened  to  eagerly 
by  all  members  of  the  family  day 

and  evening.  1943  will  test  sevei'e- ly  a  brilliant  advertising  medium, 
but  1943  will  test,  also,  an  invalu- 

able ally  for  winning  the  war. 

Jap  Flag  for  Bonds 
A  BLOOD-STAINED  fiag 
captured  from  the  Japanese 
Aug.  21  at  Guadalcanal  and 
sent  to  United  Press  by  Rob- 

ert C.  Miller,  UP  correspon- 
dent, brought  in  nearly  a 

half-million  dollars  in  War 
Bonds  at  a  recent  auction 
on  the  CBS  Hobby  Lobby 
program.  The  fiag  was  won 
by  Kensington  High  School 
in  Buffalo.  Colgate-Palm- olive-Peet  Co.,  Jersey  City, 
sponsors  the  show.  Ted  Bates 
Inc.,  New  York,  is  the 
agency. 

OHIO 
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HASSEL  W.  SMITH 
Radio  Director 

Botsford,  Constantine 
&  Gardner 

OUR  BUSINESS  came  through 
the  first  year  of  war  much  better 
than  we  anticipated.  True,  there 
were  some  casualties  over  which 
neither  we  nor  the  clients  had  any 
control.  But  we  secured  some  sub- 

stantial new  accounts  and  several 
old  accounts  increased  their  bud- 

  gets.  Merchandise 
in  many  lines  has 
remained  more 
plentiful  than 
was  anticipated, 
when  we  consid- 

ered the  picture 

Haa'    <Ci3^HH  spring  of 

WL  
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^^^."^^ml^M  were  cre- ated by  the  war 

Mr.  Smith       program  itself. 
Our  radio  expen- 

ditures were  way  ahead  of  1941. 
Looking  ahead  at  this  time  is 

very  much  the  same  problem  that 
we  faced  in  January  and  February 
this  year.  However,  it  is  even  more 
certain  now  that  necessary  govern- 

ment controls  will  affect  advertis- 
ing more  adversely  in  1943  than 

it  has  in  1942.  Bigger  and  better 
shortages  are  just  ahead.  Bigger 
and  better  government  controls  are 
just  about  to  be  announced.  All 
of  these  things  make  business  man- 

agers more  hesitant  to  commit 
themselves  for  the  immediate 
months  ahead. 

Therefore,  I  think  radio  plans — 
all  advertising  plans,  if  you  please 
— will  get  a  slow  start  in  the  new 
year.  There  will  be  some  easing  up 
in  the  spring  when  certain  busi- 

nesses discover  that  they  have  more 
to  sell  than  they  expected.  Then 
agencies  will  do  more  thinking 
about  firms  helped  by  the  war. 
Many  of  these  accounts  will  start 
new  advertising,  including  radio 
progi-ams,  with  an  institutional flavor. 

Spot  radio  for  the  real  selling 
effort  will  come  in  for  a  lot  of 
attention,  because  it  is  so  flexible. 
Overnight  plans  can  be  revised,  if 
necessary,  without  too  much  of  a 
headache. 

The  radio  audience  should  in- 
crease and  listening  hours  should 

increase.  That  makes  radio  a 
mighty  good  choice  for  1943,  even 
though  budgets  are  curtailed. 

Atmosphere 

TO  ACCOMMODATE  serv- 
icemen wishing  to  send  home 

snapshots  of  themselves  in 
a  Hollywood  setting  CBS, 
that  city,  supplied  necessary 
photograph  props  for  two 
days  during  the  holiday  sea- 

son. Marquee  in  the  networks 
forecourt  lettered  "Merry 
Christmas  from  Me  in  Holly- 

wood" and  a  six-foot  micro- 
phone were  background  of 

the  photo  gallery.  CBS  em- 
ployes stood  by  to  operate 

service  men's  cameras. 

make  every  second  count 

to  win  the  war, 

to  hold  the  peace  ...  —  ^ 

forevermore. 

★ 

RAYMOND  R.  MORGAN 
President 

Raymond  R.  Morgan  Co. 

Mr.  Morgan 

ONE  YEAR  of  war  has  upped 
our  radio  billing  about  50%.  Con- 

tracts now  in  hand  indicate  an- 
other 50%  increase  for  1943.  We 

know  that  mer- chandise is  going 
to  be  short.  But 
the  supply  of  ra- dio ideas  is  going 
to  be  shorter. 
There  always  was 
and  always  will 
be  a  waiting  and 
eager  market  for 
radio  ideas  that 
really  work.  1943 
looks  tough  for 
the  old  stuff. 

Few  new  funnymen  are  coming 
along,  and  those  on  deck  cost  a 
lot  of  dough  for  advertisers  who 
are  short  of  raw  materials,  con- 

tainers and  gas  ration  books  for 
salesmen.  Daytime  groaners  will 
find  it  increasingly  difficult  to  ladle 
out  endless  hours  of  synthetic 
tragedy.  This  because  the  world 
is  sick  with  the  greatest  tragedy 
of  all  time,  and  it's  the  genuine article.  Imitators  who  climbed  on 
the  quiz  bandwagon  after  the  first 
few  hot  shot  originals  hit  the  air, 
are  finding  listeners  fed  up  and soldier  contestants  of  doubtful value. 

Newspapers  that  thought  they 
were  fat  ducks  and  could  ride  with- 

out new  ideas,  not  for  lifetime, 
but  forever,  are  sagging.  Magazines 
that  rehashed  the  same  dull  and 
dismal  grist  are  nosediving.  The 
outdoor  boys  aren't  thriving,  be- cause it  takes  tires  to  get  out  there 
and  you  can't  see  a  guy  watching 
the  Fords  go  by  from  a  24-sheet 
in  a  dimout.  That's  the  cue  for radio  to  shake  off  some  shibboleths 
and  turn  in  the  greatest  volume 
of  business  for  1943  the  industry has  ever  known. 

LEWIS  ALLEN  WEISS 
Vice-President,  General  Manager 
Don  Lee  Broadcasting  System 

Executive  Vice-President,  MBS 

Mr.  Weiss 

EARLE  PEARSON 
General  Manager 

Advertising  Federation  of 
of  America 

THE  FIRST  responsibility  of  ra- 
dio is  to  serve  the  public.  That 

holds  true  in  peacetime  as  well 
as  in  wartimes,  but  is  especially 
important  in  times  of  emergency, 
more  specially  a  total  war  in  which 
everything  we  have  is  at  stake. 

Is  radio  helping  to  win  the  war? 
Certain  it  is  that  it  is  performing 
a  valuable  service  in  this  gigantic 
effort  in  which  we  are  all  engaged. 
The  measure  the  public  will 

place  on  the  value  of  radio  de- 
pends, as  I  see  it,  upon  radio's efforts  in  helping  to  win  the  war. 

Radio's  future  is  so  largely  de- 
pendent upon  public  support  that 

that  should  be  its  first  considera- 
tion. If  it  offends  the  public,  its 

future  is  retarded.  If  it  serves  the 
public  and  serves  it  mightily,  it 
need  have  no  worry  as  to  the future. 

In  this  critical  time,  the  coun- 
try needs  the  help  of  every  agency 

that  can  serve  in  the  war  effort. 
So  long  as  radio  serves,  and  the 
extent  to  which  it  serves,  will  be 
the  measure  of  public  acclaim  and 
support. 

BECAUSE  it  is  more  closely 
geared  to  the  tempo  of  modern 
warfare  than  any  other  medium, 
radio  broadcasting  has  taken  the 

impact  of  this war  in  its  stride. 
In  fact,  the  war 

has  provided  ra- 
dio with  its  great- e  s  t  opportunity 

for  a  full  expres- sion of  its  public 

service,  conveni- 
ence and  neces- 

sity, and  Ameri- can broadcasters 
have  certainly  re- 

sponded to  that  call  in  full  and 
satisfying  measure. 

Notwithstanding  the  contribution 
of  about  15%  of  our  total  time  to 
the  needs  of  the  armed  forces  and 
the  other  agencies  of  the  Govern- 

ment, we  have  contributed  an  even 
greater  percentage  of  our  techni- cal personnel  to  the  Army,  Navy 
and  Marine  Corps. 
With  this  substantial  stake  in 

the  war  effort,  we  have  still  man- 
aged to  maintain  an  intelligent  bal- 
ance in  our  program  structure  and 

serve  our  advertising  clients  with 
greater  resultfulness  than  ever. 
As  a  logical  concomitant  of  this 
latter  fact,  our  income  has  kept 
comfortable  pace  with  our  in- 

creased operating  costs  so  that 
our  economic  equilibrium  is  like- 

wise being  maintained  without  gov- ernmental or  other  assistance. 
In  view  of  the  foregoing  exper- 

ience, I  am  satisfied  that  radio 
broadcasting,  under  the  system  of 
free  enterprise  and  private  owner- 

ship, can  face  the  future  with 
complete  confidence  in  its  ability 
to  meet  and  fulfill  whatever  oppor- 

tunities for  service  and  responsi- bilities that  the  coming  year  may 
have  in  store  for  us. 

H.  N.  WILLETS 

Manager,  Commercial  Radio 
Contract  Services 

Western  Electric  Co. 

WHEN  the  bombs  fell  at  Pearl 
Harbor  the  war  production  wheels 
of  Western  Electric  were  already 
rolling.  The  transition  from  peace- 

time manufactur- 

ing to  a  war  foot- ing had  started six  months  before 
when  President 

Roosevelt  de- clared a  state  of 

national  emergen- 
cy. When  war was  declared, 

plants  were  al- ready  hard  at 
work  producing 

radio  equipment  for  ships  and  tanks 
and  planes. 

The  year  1942  has  seen  a  great 
intensification  of  this  effort.  Em- 

ployes in  the  plants  have  increased 
from  60,000  to  75,000;  total  pro- 

duction has  stepped  up  more  than 
seven  times  that  of  1941;  all  the 
Company's  vast  resources  of  en- 

gineering skill,  research  facilities 
and  manufacturing  knowledge  have 
been  devoted  to  the  vast  communi- 

cations requirements  of  our  No. 

Mr.  Willets 
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1  wartime  customer,  the  U.  S.  Gov- 
ernment. 

As  a  result  of  this  all-out  policy, 
it  has  been  necessary  to  cut  the 
production  of  commercial  radio 
equipment  to  the  minimum.  Broad- 

casting units,  speech  input  equip- 
ments, microphones,  vacuum  tubes, 

crystals  which  once  went  to  our 
friends  in  the  broadcasting  field 
are  now  shipped  to  the  various 
branches  of  the  armed  forces.  Tank 
radios,  plane  command  sets,  and 
many  equipments  of  a  secret  na- ture have  taken  precedence  over 
peacetime  products.  The  year  1943 
promises  to  call  even  more  heavily 
upon  us  to  supply  vital  radio  equip- 

ment for  the  fighting  fronts. 
Grave  shortages  in  equipment 

for  home  consumption  have  been 
inevitable.  Nevertheless,  we  have 
cooperated  with  our  associates  in 
the  broadcasting  field  in  filling 
their  needs  to  the  fullest  possible 
extent  allowed  by  Government  reg- 

ulations. We  are  glad  that  we  have 
never  been  too  bu^y  to  give  atten- 

tion to  the  broadcasting  engineers 
who  come  to  us  for  advice.  To  aid 
in  the  conservation  of  equipment 
no  longer  replaceable  we  have  is- 

sued suggestions  on  maintenance, 
an  example  being  the  information 
disseminated  on  a  circuit  to  recon- 

dition vacuum  tubes. 
Working  under  the  pressure  of 

the  first  World  War,  Western  Elec- 
tric engineers  made  discoveries 

which  led  to  the  great  radio  in- 
dustry of  today.  In  this  war  also, 

technical  advances  are  being  made 
in  Bell  Laboratories  which  will 
open  new  horizons  in  radio  when 
victory  is  won.  Even  with  our 
energies  concentrated  on  the  war 
effort  we  are  keeping  in  mind  and 
anticipating  the  time  when  these 
new  facilities  will  be  available  to 
the  broadcasting  industry. 

Canadian  Radio  Group 

Heads  Talk  Manpower 
MANPOWER  PROBLEMS  fea- 

tured the  recent  annual  meeting  of 
managers  and  commercial  man- 

agers of  the  Taylor-Pearson-Car- 
son stations  in  western  Canada. 

Meeting  in  Calgary,  Alta.,  the 
group  made  recommendations  on 
manpower  and  other  subjects  for 
the  forthcoming  annual  session  of 
the  Canadian  Assn.  of  Broadcast- 

ers. Talks  were  presented  by  V.  L. 
Stewart  of  Stewart-Mcintosh, 
Vancouver  advertising  agency,  and 
representatives  of  Press  News, 
Canadian  Press  subsidiary,  and 
British  United  Press. 

Attending  the  conference  were 
Harold  R.  Carson,  CFAC,  Calgary; 
J.  M.  Taylor  of  T-P-C,  Calgary; 
Gordon  Henry  and  Walker  Blake, 
CJCA,  Edmonton;  F.  E.  Elphincke 
and  Spencer  W.  Caldwell,  CKWX, 
Vancouver;  B.  Peary,  CJRM,  Re- 
gina;  Norm  Botterill,  V.  Staples 
and  W.  Watson,  CJOC,  Lethbridge; 
Gerry  Gaetz,  CJRC,  Winnipeg; 
Bert  Cairns  and  Fred  Shaw,  CFAC, 
Calgary;  H.  Crittenden  and  Bob 
Buss,  CKCK,  Regina;  Waldo  Hol- 
den,  CJRC,  Winnipeg;  Jim  Alland, 
CJCA,  Edmonton;  Guy  Herbert 
and  M.  McGuire,  All-Canada  Radio 
Facilities,  Toronto;  P.  H.  Gaynor, 
All-Canada  Radio  Facilities,  Win- 

nipeg; John  Baldwin,  All-Canada 
Radio  Facilities,  Vancouver;  Cliff 
Bowling,  BUP,  Toronto;  Sam  Ross, 
PN,  Toronto.  Absent  were  M.  V. 
Chesnut,  CJVI,  Victoria;  F.  V. 
Scanlan,  CJRM,  Regina;  Art  Nicol, 
CJAT,  Trail,  B.  C. 

JANE  TIFFANY  WAGNER 

NO  STORY  about  Jane  Tiffa
ny 

Wagner,  NBC's  new  direc- 
tor of  women's  war  activi- 

ties, would  be  complete  un- 
less it  included  some  mention  of  her 

mother's  career  as  a  home  econo- 
mist, a  field  Jane  followed  assidu- 
ously until  her  present  assignment 

with  NBC.  Both  Jane  and  her 
mother,  Mrs.  Helen  Wagner,  have 
masters  degrees  in  the  subject 
from  Columbia  U.  Only  last  year 
Mrs.  Wagner,  at  70,  retired  as 
director  of  home  economics  of  the 
Des   Moines  public  schools. 
After  graduation  from  Iowa 

State  College  in  1927,  Jane  went 
to  New  York  and  started  her  first 
job  as  organizer  and  supervisor 
in  the  home  service  division  of 
Consolidated  Edison  Co.,  later  be- 

coming division  director.  Subse- 
quently she  was  director  of  the 

home  economics  department,  pub- 
lic relations  division  of  Standard 

Brands;  held  a  similar  position  at 
Servel  Inc.,  and  was  home  econo- 

mist for  the  Certo  Corp.,  Roches- 
ter, N.  Y.  At  NBC  she  also  serves 

as  assistant  to  William  Burke  Mil- 
ler, manager  of  the  public  service 

department  and  the  network's  war 
program  manager. 

"One  of  the  most  important  bat- 
tles of  the  war  will  be  won  in  the 

home,"  said  Miss  Wagner.  "I  think 
our  women  are  all  willing  and 
eager  to  do  all  they  can,  but  many 
are  confused  about  conflicting  re- 

ports as  they  pertain  to  home  prob- 
lems. I  believe  that  radio  can  clari- 

fy this  confusion  and  show  women 
just  what  they  can  do  and  how 

they  can  pull  together." Jane  Wagner  is  the  mother  of 
two  daughters,  Diana,  10,  and  Sal- 

ly, 5.  Travel  is  one  of  her  hobbies; 
interior  decoration,  as  it  applies  to 
her  own  home,  is  the  other,  while 
she  also  enjoys  collecting  antiques 
which  are  usable  and  practical. 

MORTON  GOULD,  musical  director 
of  William  Weintraub  Co.,  New 
York,  and  conductor  of  WOR,  New 
York,  has  prepared  a  package  of  six 
of  his  own  arrangements  of  popular 
tunes.  The  album  was  released  Dec. 
18  by  Columbia  Recording  Corp., 
Bridgeport,  Conn. 

CASH  INCOME  and  GOV'T  PAYMENTS f/^  millions) 

NORTH  CAROLINA 
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Clear  Channel  Group  Protests  WNYC 

Grant  as  Detriment  to  Rural  Areas 

ACTING  THROUGH  the  Clear 
Channel  Broadcasting  Service,  15 
of  the  country's  50,000-watt  Class I  clear  channel  stations  last  week 
protested  to  the  FCC  against  the 
■'special  service  authorization"  to 
WNYC,  New  York,  municipally- 
owned  station,  allowing  it  to  oper- 

ate on  830  kc.  during  evening 
hours,  in  lieu  of  daytime. 

The  contention  was  that  the  ac- 
tion in  effect  destroyed  the  830  kc. 

clear  channel,  on  which  WCCO, 
Minneapolis,  is  the  dominant  sta- 

tion, as  a  Class  I-A  frequency  and 
would  deprive  rural  and  small- 

town listeners  of  the  character  of 
service  upon  which  they  are  de- 

pendent from  clear  channel  sta- 
tions. 

Charge  No  Notification 

In  a  detailed  petition  for  re- 
hearing and  leave  to  intervene, 

the  petitioners  asked  that  the 
Commission  vacate  its  order  of 
Dec.  1  granting  WNYC  the  spec- 

ial service  authorization  and  that 
the  application  either  be  denied 
or  designated  for  hearing.  The  pe- 

tition followed  the  protest  of  CBS, 
which  owns  WCCO,  along  the 
same  general  lines  [Broadcasting, 
Dec.  21]. 

Stations  subscribing  to  the  pe- 
tition, all  using  50,000  watts  on 

Class  I-A  channels,  are  KFI  WSM 
WLW  WGN   WSB  WJR  WBAP 

WFAA  WHAS  WWL  WLS 
KDKA  WHO  WHAM  WOAI.  The 
petition  was  filed  in  behalf  of 
these  stations  by  Allan  B.  Miller, 
newly  appointed  director  of  CCBS, 
and  Louis  G.  Caldwell,  attorney 
for  the  organization. 

The  Commission  was  petitioned 

to  enter  a  special  order  "staying 
or  postponing"  its  order  of  Dec.  1 until  after  the  decision  or  order 
upon  the  petition  or  until  further 
order  from  the  Commission.  It  was 
contended  that  the  special  service 
authorization  was  considered,  act- 

ed upon  and  granted  without  hear- 
ing and  without  giving  notice  or 

affording  oppoi'tunity  to  be  heard 
either  to  the  clear  channel  group, 
which  had  intervened  in  the  origi- 

nal proceedings,  or  to  any  other 
person  or  persons. 

Moreover,  it  was  argued  that 
WNYC's  operation  with  its  pro- 

posed directional  antenna  would  not 
permit  coverage  of  large  portions 
of  the  area  now  served  by  the 
municipal  station  in  the  daytime, 
including  most  of  Manhattan 
Island  itself.  Pointing  out  that 
New  York  now  has  some  20  stand- 

ard broadcast  stations,  including 
13  with  unlimited  time,  the  peti- 

tion said  the  Minneapolis-St.  Paul 
area  has  only  seven  broadcast  sta- 

tions. WCCO  is  the  only  one  as- 
signed to  a  Class  I  clear  chan- 

"START '43 

ON  
THE 

RIGHT 
FOOT" 

WSAI'S  SALES  AIDS 
5.  Toxicob  Covers 1.  Street  car  and 

bus  cards 
2.  Neon  Signs 
3.  Display  Cards 
4.  Newspaper  Ad^      7.  House-organ 

8.  "Meet  the  Sponsor"  Broodcast 

6.  Downtown  Win- dow Displays 

advises  Suzy  our  Steno. 

"In  Cincinnati,  that  means  % 
getting  started  on  WSAI. 

Now's  the  time  to  adjust 
your  advertising  to  this 

IT  SELLS    FASTER   IF  IT'S 

f  / year's  new  conditions. 
Results  prove  WSAI  ad- 

vertisers get  the  most  for 
their  money.  Spot  Sales 

will   give   you  details." 

CINCINNATI'S    OWN  STATION 
NBC  «  BLUE  NETWORKS  •  5.000  Wotfs  Doy  ond   Nighl   •   Represented   by  Spot   Sales,  Inc. 
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CHICKENS  FOR  UNCLE  SAM  was  the  theme  of  the  47th  annual  poul- 
try show  in  Oklahoma  City  in  which  poultrymen  from  25  states  partici- 

pated recently.  Cooperating  to  make  the  show  a  success  were  (foreground, 
1  to  r)  B.  B.  Galloway,  sales  promotion  manager,  Hardeman  King  Co. 
(Merit  Feed),  H.  J.  Lovell,  chief  engineer,  WKY,  Oklahoma  City,  Lowe 
Runkle,  vice-president,  Ray  K.  Glenn  Adv.  Agency,  Oklahoma  City, 
which  handles  the  Merit  Feed  account  on  WKY.  In  background  are 
some  of  the  WKY  Serenaders. 

nel  unduplicated  at  night,  as 
against  five  such  stations  in  New York. 

Thus,  it  was  contended  that 
WNYC's  proposed  operation  would 
destroy  or  impair  broadcasting 
service  over  a  wide  area  and  to 
the  detriment  of  a  large  rural 
and  small-town  population  already 
inadequately  provided  with  serv- 

ice, for  the  sake  of  merely  add- 
ing another  nighttime  broadcast 

service  in  a  limited  portion  of  the 
New  York  metropolitan  district, 
already  served  by  more  stations, 
day  and  night,  than  any  other  city. 

No  Difference  Claimed 

The  petition  brought  out  that 
the  application  of  WNYC  original- 

ly denied  by  the  FCC  after  hear- 
ing, was  no  different  from  that 

granted  on  a  special  service  basis 
only  nine  days  later.  The  only  dif- 

ference in  character  given  the  au- 
thorization was  the  name,  it  was 

contended. 
The  petition  recited  that  the 

Commission  had  violated  its  own 
regulations  in  granting  the  special 
service  authorization  and  that  de- 

spite its  denomination,  it  is  ac- 
tually a  modification  of  the 

WNYC  license.  The  Commission 
has  no  power  to  grant  such  a 
modification,  it  was  argued,  with- 

out notice  and  hearing. 

If  the  Commission's  regulations 

authorize  it  to  make  such  grants, 
the  clear  channel  group  contend- 

ed, the  provision  would  be  invalid 
and  contrary  to  the  constitution- 

al guarantees.  Moreover,  it  point- 
ed out,  the  act  makes  no  provision 

for  recourse  to  the  courts  with 

respect  to  actions  of  the  Commis- 
sion granting  or  denying  such  ap- 

plications, thus  violating  the  Con- 
stitution. 
The  15  stations  claimed  they 

had  a  definite  interest  in  the 
WNYC-WCCO  proceedings  b  e- 
cause  of  the  vastly  increased  im-. 
portance  in  wartime  and  the  vital 
significance  of  broadcasting  as  a 
means  of  mass  communication.  A 
very  large  number  of  both  the 
civilian  audience  and  the  armed 
forces  can  be  reached  only  through 
clear  channel  stations,  it  was claimed. 

WTBO  Transaction 

TRANSFER  of  control  of  WTBO, 
Cumberland,  to  Aurelia  S.  Becker, 
general  manager,  and  widow  of 
Frank  V.  Becker,  was  announced 
by  the  FCC  last  Tuesday.  The  con- 

sent, involving  no  monetary  consid- 
eration, was  to  transfer  control  of 

Associated  Broadcasting  Corp. 
from  Mrs.  Becker  as  administra- 

trix of  the  estate  of  her  husband 
to  herself  as  an  individual.  Mr. 
Becker  was  killed  in  an  airplane 
accident  last  May. 
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A  NEW  six-weekly  morning  show  over 
KSD,  St.  Louis,  is  Oddities  in  the 
Neios,  sponsored  by  Double  Mix  Inc., 
makers  of  Double  Mix  butter  extend- 

er. Program  features  unusual  news  of 
persons  and  events,  Monday  through 
Saturday  at  8 :41  following  regular 
KSD  news  and  preceding  the  Judy 
and  Jane  serial. 

INTERNATIONAL  Salt  Co.,  Scran- 
ton,  Pa.,  has  signed  for  participations 
on  Martha  Deane's  program  on  WOR, New  York,  effective  Jan.  4,  bringing 
the  total  number  of  sponsors  to  seven. 
Agency  is  J.  M.  Mathes  Inc.,  New 
York.  Other  advertisers  participating 
in  the  Monday  thru  Friday  program 
are:  Miles  Labs.,  (1-A-Day  Vita- 

mins), Pan-American  Coffee  Bureau, 
Pure  Food  Corp.,  (Herb-Ox  Bouillon 
Cubes),  O'Cedar  Corp.  (cleaner).  See- man  Bros.  (Pique  Kitchen  Magic), 
and  Roxy  Theatre,  for  ("The  Black 
Swan"). 
JOHN  L.  ANDERSON,  treasurer  of 
McCann-Erickson,  New  York,  has 
been  elected  treasurer  of  the  American 
Assn.  of  Advertising  Agencies,  suc- 

ceeding E.  Dewitt  Hill,  who  with- 
drew from  the  post  after  15  years  of 

service,  to  enter  the  Army  Air  Forces 
with  the  rank  of  captain.  Hill  has  been 
associated  with  McCann-Ericksou  as 
a  vice-president. 
EDGAR  A.  WAITE,  vice-president 
of  Braun  &  Co.,  Los  Angeles  busi- 

ness counselors,  has  been  appointed 
public  relations  director  of  Standard 
Oil  Co.  of  California,  a  newly-cre- 

ated post.  He  will  divide  his  time  be- 
tween San  Francisco  and  Los  Ange- les. Mr.  Waite  at  one  time  was  on 

the  Los  Angeles  staff  of  Lord  & 
Thomas.  Prior  to  that  he  was  asso- 

ciated with  Benton  &  Bowles,  New 
York. 
NORTHERN  NEW  YORK  Trust 
Co.,  Watertown,  N.  Y.,  has  signed  for 
24  five-minute  AP  newscasts  weekly, 
at  the  rate  of  four  a  day.  for  a  52- 
week  period  on  WATN,  Watertown, 
and  bought  time  for  an  hour-long 
institutional  program  on  Christmas. 
Account  handled  direct. 

BOND  CLOTHES,  St.  Louis,  has  re- 
newed its  daily  newscast  at  7  :45  a.m. 

over  KWK,  St.  Louis,  featuring  Mar- 
tin Bowin,  chief  announcer.  Neff-Ro- 

gow,  New  York,  is  agency. 
GROVE  LABS.,  have  added  three 
newscasts  to  its  weekly  schedule  of 
A  Dispatch  From  Reuters  over  KWK, 
St.  Louis.  Before  the  addition  the  pro- 

gram was  heard  nightly  at  9 :45  ex- 
cept Tuesday.  The  three  added  pro- 

grams are  heard  at  4 :45  Tuesday, 
Thursday  and  Saturday. 

5000  WATTS 

AT  570  KC. 

The  Perfect  Combination 

CENTLIVRE    BREWING    Cor  p.. 
Fort  Wayne,  is  sponsoring  Skyline 
Cluh,  a  midnight  hour  on  WOWO, 
Fort  Wayne,  Dec.  21-30  in  addition  to 
its  regular  7i/4-hours  a  week.  New 
Year's  Eve  the  firm  will  be  on  the 
air  10  :15-2  :30  for  a  dance  pai'ty  fea- 

turing talent  from  the  Brewery's  other programs.  Agency  is  Westheimer  & 
Co.,  St.  Louis. 
JOSEPH  JACOBS  Jewish  Market 
Organization,  has  renewed  Women  in 
the  Neics,  15-minute  program  over 
WEVD,  New  York,  each  week-day 
morning  at  9 :15  for  the  first  six- months  of  1943.  for  Kotex,  Kurb  and 
Quest,  product.s  of  International  Cel- lucotton  Products  Co. 

LEGEAR  MEDICINE  Co.,  St.  Louis 
(poultry,  livestock  remedies)  is  spon- 

soring a  thrice-weekly  series  of  early 
morning  programs  on  WLS.  Chicago 
featuring  Doc  Hopkins  and  the  Cum- 

berland Ridge  Runners.  Agency  is  Pon- 
drom  &  Collins,  Dallas. 
THRIFTY  DRUG  Co..  Los  Angeles 
(chain),  effective  Jan.  1  renews  for 
52  weeks  the  six-weekly  quarter-hour 
commentary,  Inside  the  Neivs,  on 
KFI,  that  city.  Firm  will  also  con- 

tinue to  use  other  Southern  Califor- 
nia radio.  Agency  is  Hillman-Shane- 

Breyer,  Los  Angeles. 

P  &  G  Appointments 
TWO  NEW  appointments  in  the 
Procter  &  Gamble  Co.,  Cincinnati, 
have  been  announced  by  Ralph  F. 
Regan,  vice-president  in  charge  of 
advertising  and  promotion.  William 
G.  Werner  becomes  manager  of  the 
division  of  public  relations,  a  new 
post.  Howard  J.  Morgens  has  been 
named  manager  of  the  advertis- 

ing division. 

UNITED  GRAIN  Growers  Ltd..  Cal- 
gary, Alta.,  has  started  for  rural  lis- teners hourly  newscasts  on  CFAC, 

Calgary,  Alta.;  CJCA.  Edmonton, 
Alta.;  CJOC,  Lethbridge,  Alta.  Ac- 

count was  placed  by  McConnell  East- man &  Co.,  Ltd.,  Winnipeg. 
NORTHERN  ILLINOIS  Evangelistic 
Assn.,  Chicago,  in  a  52-week  campaign 
which  started  Dec.  27,  is  sponsoring  a 
weekly  half-hour  Sunday  morning  pro- 

gram on  WJWC,  Chicago.  Account 
was  i^laced  direct. 
NUTRI-MONE  Co.,  Los  Angeles 
(plant  foods),  new  to  radio  and  plac- 

ing direct,  in  a  13-week  campaign 
which  starts  Dee.  28  will  siionsor  a 
thrice-weekly  garden  talk  on  KHJ, Hollvwood. 

SIGNERS  OF  CONTRACT  for  an 
hour  of  musical  recordings  inter- 

spersed with  two  five-minute  news 
periods  on  KMOX,  St.  Louis,  for 
Falstaff  Brewing  Corp.,  St.  Louis, 
are  (1  to  r)  Charles  Hotchkiss,  ac- 

count executive  of  Blackett-Saniple- Hummert  Adv.  Agency;  Harvey 
Beff'a,  vice  president  of  Falstaff; 
Wendell  B.  Campbell,  sales  man- 

ager of  KMOX.  The  sponsor  is  a 
heavy  user  of  radio  time  through- out the  year. 

WGN  HAD  A  SWELL 

YEAR  IN  1942  .  .  . 

In  local  time  revenue/  WGN  set  a  new  high. 

In  percent  of  time  sold,  WGN  topped  all  previous  figures. 

In  local  and  national  spot  time  sales,  WGN  led  all  other  major 

Chicago  stations  by  a  wide  margin. 

Watch  WGN  in  1943! 

MUTUAL BROADCASTING  SYSTEM 

CASTBUN  SALCS  OFHCS:  220  £.  42nd  Street,  New  York,  N.  Y.        PAUL  H.  RAYMCR  CO.,  Lot  Angelet,  Co/.,  Son  Franchto,  Cal. 
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AFRA  Agreement 

Before  Members 

Locals  Will  Vote  on  Contract 

Revisions  Made  by  Board 

AMERICAN  FEDERATION  of 
Radio  Artists,  having  submitted 
revised  sustaining  contracts  to  the 
networks  and  key  stations  early 
last  week,  is  planning  a  series  of 
membership  meetings  to  be  held 
this  week  in  the  network  key  cities 
where  members  of  AFRA  locals 
will  be  given  a  chance  to  ratify 
the  general  terms  of  the  new 
agreements. 

While  the  AFRA  national  board 
is  authorized  to  make  certain  modi- 

fications in  the  union's  contracts 
without  consulting  the  general 
membership,  it  was  felt  that  the 
revisions  agreed  to  in  this  in- 

stance, especially  the  provision  for 
extending  the  termination  date  of 
the  sustaining  agreements  from 
Nov.  1,  1943,  to  Nov.  1,  1944, 
should  be  ratified  by  the  members 
concerned  before  being  officially 
accepted  by  the  union.  Other  major 
changes  include  an  overall  increase 
of  10%  in  minimum  scales  for 
work  on  sustaining  programs  on 
the  national  networks  and  key 
stations  and  a  provision  that  the 
contracts  may  be  reopened  next 
year  if  the  cost  of  living  shall 
have  advanced  10  points  or  more 
from  its  present  level,  as  shown  in 
the  department  of  labor  cost-of- 
living  index  figures. 

The  broadcasters  to  whom  the 

MODEL  KDKA  ANTENNA  re- 
cently developed  for  display  in 

the  "Pittsburgh  at  War"  exhibit 
dramatizes  the  station's  part  in  the 
war  effort.  Now  the  exhibit  is  over, 
the  display  has  been  moved  to  the 
station's  studios.  It  was  conceived 
by  W.  B.  McGill,  station  promotion 
man,  and  Mrs.  Victoria  Corey,  co- 

ordinator of  war  propaganda,  for 
the  station. 

revised  contracts  were  submitted 
were  still  studying  the  written 
form  of  these  documents  as  Broad- 

casting went  to  press  last  week, 
and  with  the  interruptions  of  the 
holiday  season  it  may  be  next  week 
before  they  are  all  signed  and  re- 

turned to  the  union.  Nevertheless, 
AFRA  is  going  ahead  with  its 
local  membership  meetings  on  the 
basis  that  the  general  changes  in 
the  agreements  have  already  been 
accepted  in  essence  and  that  spec- 

ial terms  affecting  certain  individ- 
ual groups  have  already  been  dis- 

cussed with  the  persons  concerned, 
so  that  it  is  safe  to  go  ahead  to 
secure  the  membership's  approval 
or  disapproval  of  the  deal. 
When  the  contracts  have  been 

signed  by  both  sides,  they  must 
still  be  submitted  to  the  War 
Labor  Board  for  its  approval  be- 

fore the  new  terms  can  be  put  into 

JOHNNY  LONG
 

records  for 

LANG-WORTH 

All  Liquor  Advertising 

Is  Prohibited  by  Canada 
LIQUOR  ADVERTISING  of  all 
types  is  prohibited  in  Canada  as 
of  Feb.  1,  1943,  for  the  duration, 
it  was  announced  by  Prime  Minis- 

ter W.  L.  M.  King,  in  a  Dec.  16 
talk  during  a  wartime  program 
on  the  Canadian  Broadcasting 
Corp.  network.  Liquor  advertising 
has  not  been  large  on  Canadian 
radio  stations  in  recent  years,  but 
some  programs  have  been  carried 
on  Montreal  stations  and  on  some 
American  border  stations  for  Can- 

adian companies. 
No  ruling  has  been  given  at  this 

writing  as  to  whether  or  not  Can- 
adian beer,  wine  and  liquor  com- 
panies will  be  able  to  continue  the 

use  of  such  border  station  adver- 
tising, although  Ottawa  has  ruled 

that  periodicals  published  in  the 
United  States  carrying  liquor  ad- 

vertising will  not  be  banned  in 
Canada.  The  prohibition  on  liquor 
advertising  in  Canada  was  one  of 
a  number  of  temperance  regula- 

tions announced  by  the  Prime  Min- 
ister in  order  to  cut  wartime  con- 

sumption of  hard  liquor  by  80%, 
wine  by  20%,  beer  by  10%  and 
alcohol  content  by  30%. 

Howard  Clothes  Plans 
HOWARD  CLOTHES,  New  York 
men's  clothing  chain,  as  of  the  first  of 
the  year  will  renew  for  52  weeks  its 
sponsorship  of  28  different  programs 
per  week  on  WNEW,  New  York,  fol- 

lowing a  successful  17-week  test  on 
that  station.  Howard  has  discontinued 
its  sponsorship  of  True  Story  Theatre 
of  the  Air  on  eight  Mutual  stations, 
Wednesday  8 :30-9  p.m.  Agency  is 
Redfield-Johnstone,  New  York. 

effect.  AFRA  is  anxious  to  get 
these  contracts  to  the  WLB  as  soon 

as  possible  as  the  board's  treat- ment of  them  will  have  consider- 
able bearing  on  the  revisions  in  the 

national  commercial  contracts  be- 
tween AFRA  and  the  employers  of 

its  members  on  sponsored  pro- 

grams. 
The  national  commercial  code, 

like  the  sustaining  agreements,^ 
contains  a  provision  for  reopen- 

ing if  the  cost-of-living  index  has 
risen  10  points  in  the  past  two 
years,  with  Dec.  15,  1940  and  1942, 
the  dates  of  comparison  for  com- 
mei'cial  code  purposes  as  Sept. 
15  of  those  two  years  w^re  the 
essential  dates  for  the  sustaining 
agreements.  The  Dept.  of  Labor 
index  figures  for  Dec.  15  are  ex- 

pected to  be  available  about  the 
middle  of  January  and  AFRA  ex- 

pects to  open  negotiations  for  pro- 
portionate increases  in  the  mini- mum scales  for  commercial  work 

shortly  after  that  time. 

FIRST
— 

IN  THE  SOUTH'S FIRST 

MARKET 

WREC 

MEMPHIS 

RADIO  DIVISION 

LEHIGH  STRUCTURAL  STEEL  CO. 
17  BATTERY  PLACE,  NEW  YORK,  N.  Y. 

PLANT  AT  AUENTOWN,  PA.  OFFICES  IN  PRINCIPAL  CITIES 
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CONGRATULATORY  handshake 
is  extended  by  Freeman  Keyes 
(left) ,  president  of  Russel  M.  Seeds 
Co.,  Chicago,  to  his  former  assist- 

ant Eugene  N.  Axtell  on  the  lat- 
ter's  visit  to  Chicago  after  receiv- 

ing a  commission  as  second  lieuten- 
ant at  Fort  Benning,  Georgia. 

ALAX  M.  FISHBURN,  formerly  a 
production  director  of  NBC  Chicago, 
has  joined  Grant  Adv.,  Chicago,  as 
assistant  to  Lloyd  G.  (Bucky)  Har- 

ris, radio  director  of  the  agency.  Mr. 
Fishburn  was  formerly  associated  with 
Henry  Souvaine,  New  York  and  was 
continuity  editor  of  the  musical  pro- 

gram service  of  BMI. 

ROBERT  jMcNICOL  has  been  ap- 
pointed manager  of  the  Calgary  office 

of  Ftewart-Mclntush  Ltd.,  Western  ad- 
vertising agency.  He  was  previously 

with  the  Vancouver  head  office  of  the 
company. 
STEWART-McIXTOSH  Ltd.,  Van- 

couver, has  applied  for  a  change  in  the 
firm  name  to  Stewart-Lovick,  Ltd. 
EDITH  IVEY.  formerly  of  John 
Thomas  Miller,  New  York,  has  joined 
Hillman-Shane-Breyer  as  account e.xecutive. 

WILLIAM  GAY.  producer  of  Lord 
&  Thomas,  Hollywood,  has  joined  the 
Army  Air  Forces  at  Roswell,  N.  M. 

1)A^•E  TAYLOR,  formerly  in  the advertising  department  of  Union  Oil 
Co.  and  prior  to  that  on  the  radio 
production  staff  of  Lord  &  Thomas, 
Hollywood,  has  rejoined  the  agency. 

Available  also  to  agencies  and 
advertisers.  For  full  details,  write 

George  E.  Halley 
TEXAS   RANGERS  LIBRARY 
HOTEL  PICKWICK    •    KANSAS  CITY,  MO. 

Agencies  for  New  Items 
NEW  YORK  AGENCIES  desig- 

nated to  handle  the  nev^^  products 
now  being  introduced  on  the  mar- 

ket by  Standard  Brands,  New 
York  [Broadcasting,  Dec.  21]  are 
Kenyon  &  Eckhardt  for  Fleisch- 
mann's  B  Vitamin  Yeast  tablets; 
Ted  Bates  Inc.  for  Stams  and  Stan 
B,  both  vitamin  tablets,  and  J. 
Walter  Thompson  Co.  for  Sted, 
cereal  beverage.  No  specific  adver- 

tising plans  have  been  announced 
for  any  of  the  products  by  the 
agencies  in  charge,  although  spot 
announcements  in  test  markets  are 
definitely  under  consideration. 

DR.  HANS  ZEISEL,  formerly  a  con- 
sultant with  the  Market  Research  Co. 

of  America  and  the  Office  of  Radio 
Research  at  Columbia  U  has  joined 
the  research  department  of  Benton  & 
Bowles.  New  York,  in  a  consultant 
capacity.  Dr.  Zeisel  is  an  instructor  in 
statistics  and  economics  at  Rutgers  U. 

GLASSER-GAILEY  &  Co.,  Los  An- 
geles, has  moved  to  3275  Wilshire 

Blvd..  that  city.  Telephone  is  Fitz- 
roy  2141. 
.lAMES  E.  JULE,  formerly  vice- 
president  in  charge  of  radio  at  Mac- Farland,  Aveyard  &  Co.,  Chicago,  has 
resigned  to  join  the  prrduction  staff 
of  CBS  Chicago.  Mr.  .lule  was  the 
original  yiroducer  of  the  Lone  Ranger 
and  Green  Hornet  programs  and  was 
.•ilso  radio  director  of  Stack-Goble, 
Chicago. 

LAURENCE  S.  STAPLES,  former- 
ly vice-president  of  Ferry-Hanly  Co.. 

Kansas  City,  has  joined  the  Gardner 
Adv.  Co..  St.  Louis,  as  an  account 
executive. 

FRITZ  BLOCKI.  a  writer-director  of 
Benton  &  Bowles.  New  York,  has  re- 

signed to  join  Kenyon  &  Eckhardt, 
New  York,  as  a  i)roducer  in  the  radio 
deiiartment. 

AGENCY 

PERFECT  PACKED  PRODUCTS,  Long 
Island  City,  N.  Y.,  (Colonial  pickles  and 
relishes)  to  H.  A.  Salzman  Inc.,  New  York. 
Currently  using  spot  announcements  in 
major  markets  in  the  Eastern  area,  includ- 

ing  New  York,   Hartford  and  Baltimore. 
W.  F.  STRAUB  &  Co.,  Chicago  (honey 
products),  to  Maxon  Inc.,  Chicago.  Distri- 

bution has  been  taken  over  by  H.  J.  Heinz 
Co.,  Pittsburgh,  a  Maxon  account.  No 
radio  contemplated. 
NOXZEMA  CHEMICAL  Co.,  Baltimore 
(skin  creams),  to  Irwin  Vladimir  &  Co., 
New  York,  for  export  advertising.  Radio 
not  contemplated  at  present.  Domestic  ad- 

vertising handled  by  Ruthrauff  &  Ryan. 
New  York. 
CAMEO  CLEANSER  Corp.,  Chicago,  to 
Charles  E.  Akers  Adv.  Agency,  Chicago. 
No  radio  planned  at  present. 
NUTRIM  Co.  Ltd..  Toronto  (formerly 
Vitagrane  Foods  Ltd.)  (Nutrim  baby  cer- 

eal), to  F.  H.  Hayhurst  Co.  Ltd.,  To- ronto. 

Joins  Kleppner 

BRUNO  W.  RANDOLPH,  until 
recently  vice-president  of  J.  Stirl- 

ing Getchell  Inc.,  New  York,  has 
joined  Kleppner  Co.,  New  York,  as 
a  member  of  the  firm.  Prior  to 
joining  Getchell,  with  whom  he  has 
been  associated  for  the  past  five 
years,  Randolph  headed  the  cen- 

tral European  offices  of  McCann- 
Erickson,  New  York.  For  a  num- 

ber of  years  he  served  as  advertis- 
ing advisor  to  the  Continental 

committee  of  Unilever  Ltd.,  for- 
eign branch  of  Lever  Bros.,  Cam- 

bridge, Mass. 

to  stress 

saleswise" BABSOX 

PUEBLO 

'^Hand  picking  is  again 

the  key  to  sales  success^^ 

COLORADO  SPRINGS  and  Pueblo  lead  the  list  of  "ten  top 
cities  for  selling  in  February"  in  the  current  Babson  Spot 

Forecasts.  Expected  percentage  gains  over  February  1942  are 

50%  for  Colorado  Springs  and  40%  for  Pueblo. 
Colorado  Springs,  scene  of  booming  military  establishments,  and 

Pueblo,  the  Pittsburgh  of  the  West, 
are  two  cities  to  pick  for  sales 
drives  in  1943.  KVOR,  home  station 

of  Southern  Colorado  and  CBS  out- 
let, is  the  medium  to  pick  to  drive 

your  sales  message  home  in  the 
two  largest  cities  in  this  area  and 
all  the  surrounding  area  alive  with 
mining  and  agricultural  activity. 

Hand-pick  your  markets.  Hand- 
pick  your  sales  promotion  mediums. 
Southern  Colorado  and  KVOR  are 

good  picking  .  .  .  now! 

KVOR 

COLORADO  SPRINGS 

COLUMBIA  NETWORK FULL  TIME 

OWNED  AND  OPERATED  BY  THE  OKLAHOMA  PUBLISHING  COM- 
PANY •  THE  DAILY  OKLAHOMAN  AND  TIMES  •  THE  FARMER. 

STOCKMAN  •  WKY,  OKLAHOMA  CITY  O  KLZ,  DENVER  (AFFILIATED  MAN- 
AGEMENT)    O   REPRESENTED  NATIONALLY   BY   THE  KATZ   AGENCY,  INC. 
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Year-One  Chevron 

THIS  ISSUE  carries  a  symposium  on  what's 
ahead  for  radio  in  our  second  year  of  war.  It 
is  unusual  because  the  contributors,  experts  in 
their  particular  pursuits,  seem  to  agree  on  all 
fundamentals. 

The  broadcasters  have  no  quarrel  with  Gov- 
ernment (and  vice  versa) ;  the  advertisers  are 

satisfied  with  radio  results,  but  view  the  future 
and  its  inevitable  dislocations  with  under- 

standable concern;  the  agencies  aren't  bicker- 
ing about  business,  rates  or  commissions. 

They  agree  on  one  thing :  This  is  everybody's 
war,  and  the  way  to  win  it  is  to  face  that 
fact  and  act  accordingly. 

However  trite  that  may  sound,  we  deem 
it  noteworthy.  Certainly  there  will  be  casual- 

ties in  business  resulting  from  this  all-consum- 
ing, all-inclusive  war.  People  think  about  their 

own  problems,  but  this  time  these  are  secon- 
dary to  the  national — or  rather  the  interna- 
tional welfare. 

Radio  entered  its  first  war  with  no  prece- 
dent or  experience  to  guide  it,  save  that  of  the 

older  heads  who  came  from  other  fields  af- 
fected with  public  service  traditions.  Radio 

met  the  test  realistically.  From  every  quarter 
come  paeans  of  praise  for  the  job  done. 

But  radio  can't  rest  on  its  oars.  The  task 
daily  becomes  more  complex.  It  becomes  more 
and  more  a  radio  war.  There  are  additional 

burdens  and  complications.  Grade-labeling,  re- 
strictions on  distribution,  the  spread  of  ration- 

ing— all  will  bring  about  changes  in  our  liv- 
ing pattern  and  customs.  These  will  affect 

broadcast  schedules  and  broadcast  business. 

Right  of  way  must  be  given  Government  pro- 
gramming to  an  even  greater  degree  as  the 

war  progresses. 
To  attempt  to  predict  the  future,  to  dissect 

the  baffling  problems  ahead,  is  the  height  of 
futility.  Broadcasters,  like  all  realistic  busi- 

nessmen, can  deal  only  in  fundamentals.  There 
are  several  that  are  all  important. 

It  is  clear,  at  this  stage,  that  Goveimment 
doesn't  intend  to  molest  radio  on  the  basic 
issue  of  free  versus  controlled  radio.  Even  if 
some  of  our  bureaucrats  were  so  inclined,  the 

public  wouldn't  stand  for  it  as  long  as  radio 
maintains  its  record  of  honest,  conscientious 
public  service.  Radio  is  at  war.  The  military 
knows  that. 

Everything  points  to  maintenance  of  na- 
tional schedules,  for  the  next  quarter  at  least. 

Radio,  as  the  most  intimate  and  dynamic  of 

the  media,  stands  to  get  its  share.  There's  no 
sign  of  everything  going  to  pot — sane  heads 
are  seeing  to  that.  Local  business  may  sink 
abysmally,  and  many  local  stations  in  secon- 

dary markets  otherwise  serviced  by  radio  may 
take  the  knockout  punch  unless  they  get  relief 
from  the  Government.  That  unfortunate  even- 

tuality is  also  being  studied  by  competent 
heads. 

Radio,  overall,  seems  assured  of  sufficient 
wherewithal  to  carry  its  increasingly  heavy 
war  burden.  Drastic  income  controls  will  mean 

smaller  profits — for  many  it  will  be  a  case  of 
maintaining  balanced  books.  Manpower  prob- 

lems will  become  even  more  serious.  But  Uncle 

Sam  will  see  to  it  there's  enough  personnel 
and  enough  replacement  equipment  for  the 
physical  task  of  keeping  stations  going. 

Henceforth  it  becomes  a  question  of  inge- 
nuity, resourcefulness  and  the  will  to  win. 

Broadcasting  hasn't  moved  a  step  backward 
since  World  War  I  gave  it  the  breath  of  life. 

CBS'  Bill  Paley  calls  it  "know  how".  Radio  has 
enough  of  that  to  carry  it  through  the  gruell- 

ing months  ahead — into  that  post-war  world 
where  its  force  as  an  instrument  of  peace  will 
excel  its  role  as  a  war  weapon. 

To  Be  Or  Not  to  Be 

IF  NORMAL  processes  are  followed,  the  NAB 
will  hold  its  21st  annual  convention  in  New 
Orleans  this  March  or  April.  But  normalcy 
is  a  war  casualty. 

The  Mardi  Gras  city  bid  fairly  and  squarely 
for  the  convention — a  plum  as  conventions  go. 
But,  like  other  strategically  located  cities, 
it  is  a  beehive  of  war  activity  these  days.  It 

probably  couldn't  accomodate  a  full-scale  con- 
vention, with  its  hotels  overtaxed.  Besides 

there's  the  question  of  transportation. 
Second  choice  of  delegates  at  the  convention 

in  Cleveland  last  May  was  Chicago.  It's  more 
accessible  but  also  overcrowded,  the  Govern- 

ment having  taken  over  several  of  its  main 
hostelries.  Transportation  is  a  problem  there, 
too. 

So  here's  where  we  stick  our  neck  out!  Why 
a  regular  convention  at  all  next  year?  War 
Transportation  Director  Joseph  B.  Eastman 
has  admonished  all  trade  associations  and  pro- 

fessional groups  that  no  conventions  would  be 
justified,  in  view  of  war  transportation  require- 

ments, unless  they  would  help  "to  shorten  the 

war". 
Radio  probably  can  make  as  good  a  case  as 

VOLUNTARY  CENSORSHIP 
WILL  WORK! 

By  EUGENE  CARR 
Oflicc   of  Censorship,  Radio  Division 

AFTER  an  eight-week  trip  covering  over  10,- 
000  miles  of  the  country  from  coast  to  coast 
and  border  to  gulf,  talking  with  approximate- 

ly 1,400  representatives  of  some  450  radio  sta- 
tions at  NAB  district  meetings  and  elsewhere, 

1  would  say  that  voluntary  censorship  in 
American  Broadcastihg  will  work. 

Supporting  this  contention  is  the  fact  that 
each  one  of  the  18  meetings  held  under  the 
auspices  of  the  NAB  from  Oct.  19  to  Dec.  11  set 
a  new  record  for  attendance,  evidencing  an 
acute  interest  on  the  part  of  station  executives 
in  their  wartime  problems. 

Voluntary  censorship  is  one  of  those  prob- 
lems, and  if  the  tendency  has  been  to  take 

censorship  responsibility  too  lightly  in  the 
past,  I  am  sure  that  such  is  not  the  case  to- 

day. There  are  many  signs  pointing  to  new 
and  renewed  interest  in  censorship  matters 
coming  up  in  our  Washington  office  every  day. 
This  is  as  it  should  be,  for  voluntary  censor- 

{Continued  on  page  51) 

any  trade  association  in  meeting  that  require- 
ment. But  what  can  radio  accomplish  at  an 

overall  convention  that  it  can't  do  through  a 
"mail"  convention,  including  the  election  of 
officers?  Or  what  can  it  do  that  wasn't  done 
at  the  series  of  district  meetings  covered  by 
President  Neville  Miller  and  a  retinue  of 
Government  war-effort  spokesmen,  held  since 
last  October  and  concluded  this  month? 

There  are,  to  be  sure,  such  matters  as  in- 
dustry politics  and  leadership.  Lest  the  ac- 

cusing finger  be  pointed,  claiming  we're  trying 
to  save  the  hide  of  this  figure  or  that,  or  cir- 

cumvent a  reorganization  of  the  NAB,  we 

hasten  to  report  that  we  haven't  even  dis- 
cussed the  question  with  NAB  President  Mil- 

ler, any  of  his  lieutenants,  or  those  who  may 
be  awaiting  the  chance  to  stampede  the  con- 

vention. Mr.  Miller  has  announced  he  will  put 
the  question  to  the  board  at  its  next  session 
in  latter  January  or  early  February. 

To  justify  a  convention,  under  existing  con- 
ditions, broadcasters  must  give  compelling  i"ea- 

sons.  Doctors  and  lawyers  and  scientists  have 
deferred  theirs.  Broadcasters  are  great  con- 

ventioneers— they  dote  on  suites  and  cocktail 
parties  and  banquets,  and  they  like  to  travel 
via  drawing  room  or  compartment.  Yet  they 
do  get  their  business  done  and  there  is  an 
interchange  of  ideas  and  plans  reflected  in  the 

ensuing  year's  activities. 
In  these  times  broadcasters  have  new  ques- 

tions to  ponder  each  day.  They  need  guidance 
— the  sort  that  comes  out  of  a  meeting  of 

minds.  They  got  it,  we're  told,  from  the  dis- 
trict meetings,  which  meant  a  minimum  of  in- 

terstate travel  of  comparatively  small  groups. 
This  convention  business  came  to  them,  so  to 

speak. So,  unsolicited,  we  cast  our  ballot  for  a  con- 
vention by  remote  control  in  the  spring  or 

early  summer,  as  a  small  contribution  to  the 
war  effort.  Then,  if  the  fortunes  of  war  bring 

that  hacking  of  the  Axis  in  '43,  as  we  all 
fervently  hope,  let's  have  a  tremendous  Vic- 

tory Convention.  Where  else  but  New  Orleans? 
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CHARLES  AUGUSTUS  SMITHGALL  JR. 

RECENTLY    named  gene
ral 

manager  of  Fort  Industry's 
WAGA,    Atlanta,  Charles 

Smithgall  was  born  'n  lived in  radio. 

Literally  announcing  for  his  sup- 
per as  a  self-supporting  senior  at 

Georgia  Tech,  he  handled  the  school 
orchestra's  dinner-hour  broadcast 
over  WGST  and  has  never  left  the 
radio  field  since  those  undergradu- 

ate days.  Thus  he  represents  a 
generation  of  radio  executives  de- 

veloped entirely  within  the  confines 
of  the  broadcasting  industry. 
When  Charlie  finished  Tech  in 

1933  it  was  about  as  easy  to  get 
a  job  as  it  is  to  buy  a  new  set  of 
tires  today.  Eating  was  a  luxury 
not  every  young  college  graduate 
could  afford.  Therefore  he  consid- 

ered himself  fortunate  when  WGST 
gave  him  a  chance  on  its  announc- 

ing staff  at  a  salary  of  three  meals 
a  day  from  a  local  restaurant  ad- 

vertising on  the  station.  He  re- 
gards the  time  when  he  was  finally 

put  on  the  payroll  as  an  unforget- 
ably  important  milestone  in  his 
progress. 

As  the  newest  announcer  on  the 
staff,  Charlie  was  assigned  what 
was  then  radio's  stepchild,  the 
early  morning  shift,  and  it  was 
the  profitable  use  to  which  he  put 
this  period  during  the  next  few 
years,  over  all  four  Atlanta  sta- 

tions, that  helped  to  convince 
broadcasters  of  the  gold  mine  they 
oviTied  in  early  morning  time.  From 
the  start  his  acceptance  by  the 
public  as  an  outstanding  micro- 

phone personality  and  by  the  trade 
as  a  shrewd  student  of  broadcast 
fundamentals  has  been  marked  by 
steady  growth. 

Charlie  was  born  in  the  piney 
woods  sawmill  town  of  Aycock, 
Fla.,  near  Chipley,  just  south 
of  the  Georgia  line  where  his  fa- 

ther was  engaged  in  the  lumber 
business.  Following  the  timber  to 
Alabama,  South  and  North  Caro- 

lina, then  to  Georgia,  the  Smith- 
gall  family  settled  in  Gainesville 

long  enough  for  Charlie  to  gradu- 
ate from  high  school. 

A  footnote  to  this  Gainesville 
episode  was  his  drafting  by  com- 

munity leaders  there  last  year  to 
help  organize  a  local  station.  He 
is  now  part  owner  and  vice-presi- 

dent of  the  Blue  Ridge  Broadcast- 
ing Company,  operators  of  Station 

WGGA. 
But  getting  back  to  1933  when 

Charlie  was  handed  the  uninviting 
post  of  early  morning  announcer 
he  immediately  sensed  the  poten- 

tialities of  this  period  and  set  about 
building  it  into  a  conspicuous  sta- 

tion feature.  Arthur  Godfrey  was 
then  trail-blazing  in  the  morning 
commercial  field  and  the  Georgia 
novice  went  to  Washington  to  con- 

fer with  this  radio  personality  and 
to  study  the  mechanics  of  broad- 

casting's newest  specialized  serv- ice. 
Maintaining  that  the  public 

wants  its  early-morning  listening 
as  painless  as  possible,  Mr.  Smith- 
gall  developed  a  then  unconven- 

tional type  of  program  consisting 
of  phonograph  records  interspersed 
with  the  correct  time,  weather  re- 

port, and  his  own  particular  brand 
of  patter  which  stemmed  from  an 
inboi-n  wit.  Within  a  year,  WGST's 
Morning  Sundial,  with  "Old  Man 
Smithgall's  Son  Charles"  presid- 

ing, had  become  a  by-word  with 
listeners  in  the  Atlanta  area  and 
its  conductor  had  become  the  sta- 

tion's program  director  and  assist- ant manager. 
After  a  propitious  period  on 

WATL  with  the  same  feature,  Mr. 
Smithgall  transferred  to  WSB  in 
1936,  where  50,000  watts  and  a 
clear  channel  greatly  expanded  his 
opportunity  and  heightened  his 
prestige.  He  considers  as  invalu- 

able his  WSB  assjciation  with 
Lambdin  Kay,  under  whose  tute- 

lage he  received  priceless  training 
in  broadcasting  policy  and  show- manship. 

For  four  years,  his  Wlorning 
Merry-Go-Round  wrote  a  notable 

NOTES 

PHILLIPS  CARLIN,  BLUE  vice- 
president  in  charge  of  programs,  and 
Tommy  Velotta,  assistant  director  of 
news  and  special  events,  are  both  in 
New  Orleans  making  arrangements 
for  the  broadcast  of  the  Sugar  Bowl 
game  New  Year's  Day,  sponsored  on the  BLUE  by  Gillette  Safety  Razor 
Co.,  Boston. 
DANA  F.  BAIRD,  formerly  sales 
representative  of  WORL,  Boston,  in 
Chicago  and  New  York,  has  been  ap- 

pointed manager  of  the  New  York  of- 
fice of  William  G.  Rambeaii  Co.,  sta- 
tion representatives. 

CLARENCE  L.  (Chick)  DOTY,  of 
the  BLUE  national  spot  sales  depart- 

ment, reported  Dec.  16  to  the  Navy 
as  a  lieutenant  (i.g.).  Replacing  Doty 
Dec.  28  will  be  Theodore  W.  Herbert, 
formerly  on  the  sales  staff  of  WHN 
and  WOR,  New  York. 
BOB  RICHARDSON,  sales  service 
manager  of  KWK,  St.  Louis,  has  re- 

turned to  his  desk  after  a  two-week illness. 

■T.  HARRISON  HARTLEY,  chief  of 
the  Radio  Bi-anch,  Navy  Public  Re- lations Bureau,  is  back  at  his  desk 
after  a  ten-day  illness. 
SULO  FORSBERG,  of  the  NBC  Chi- 

cago music  library,  has  been  named 
assistant  supervisor  of  the  music  li- 

brary to  succeed  Edward  Cerny,  who 
has  joined  the  Army. 

success  story  at  WSB  from  the 
dual  standpoint  of  popularity  and 
returns  to  sponsors.  Numbering 
thousands  of  farmers  among  his 
early  morning  listeners,  along  with 
his  urban  audience,  Mr.  Smithgall 
felt  a  kinship  with  the  agricultur- 

ists which  expressed  itself  in  the 
purchase  of  his  own  farm  near 
Stone  Mountain.  He  began  to  mix 
a  solid  element  of  practical  in- 

formation on  dirt  farming  with 
the  rare  type  of  entertainment 
which  he  had  already  developed. 

He  left  WSB  in  1940  to  become 
radio  director  of  Burton  E.  Wyatt 
&  Co.,  Atlanta  advertising  agency. 
A  year  later  he  joined  WAGA  as 
morning  m.c.  after  the  station  was 
purchased  by  the  Fort  Industry 

Co.  Shortly  after  WAGA's  increase 
in  power  to  full  time  5,000  watts 
and  change  in  frequency  from  1480 
to  590  kc  last  fall,  George  B.  Storer, 
president  of  the  Fort  Industry  Co., 

announced  Smithgall's  elevation  to 
the  post  of  general  manager. 

He  succeeds  Don  loset,  who  re- 
turned to  the  home  office  in  Toledo 

to  fill  an  executive  vacancy  created 
by  loss  of  personnel  to  the  armed 
services.  WAGA,  a  BLUE  outlet, 
is  one  of  six  stations  of  the  Fort 
Industry's  operation. 

Just  prior  to  his  appointment 
as  executive  head  of  WAGA,  Mr. 
Smithgall  was  elected  vice-presi- 

dent of  the  Georgia  Assn.  of  Broad- 
casters. 

In  1935  Mr.  Smithgall  married 
Celestia  Bailey,  WGST  continuity 
editor.  They  have  two  children, 
a  son  and  daughter. 

Besides  his  love  for  farming  Mr. 
Smithgall's  hobbies  are  hunting and  fishing. 

JAMES  ANNAND,  manager  of 
CKTB,  St.  Catherines,  Ont.,  has  re- 

signed to  join  the  production  depart- ment of  the  Canadian  Broadcasting 
Corp.,  at  Toronto. 
F.  M.  SQUIRES,  owner  and  mana- ger of  CJCS,  Stratford,  Ont.,  has 
been  commissioned  in  the  Canadian 
Army.  S.  E.  Tapley,  commercial  man- ager becomes  manager  of  the  station. 

COL.  BIRNEY  IMES  Sr.,  co-owner 
with  his  son,  of  WCBI,  and  The 
Commercial  Dispatch,  Columbus, 
Miss.,  is  one  of  80  officers  designated 
by  the  Army  to  attend  the  30-day 
orientation  course  at  Fort  Leaven- 

worth, Kan.,  and  will  report  there 
Jan.  1. 
MAJOR  EDNEY  RIDGE,  director  of 
WBIG,  Greensboro,  N.  C,  has  just 
been  appointed  a  member  of  the  Ap- 

peals Board  of  the  Selective  Service 
System  for  the  fourth  Selective  Serv- ice District. 

ART  KIRKHAM,  second  vice-presi- dent of  KOIN,  Portland,  Ore.,  and 
president  of  the  local  Kiwanis  Club, 
has  been  elected  president  of  the  Pres- 

ident's Council  of  Portland. 
A.  D.  (Jess)  WILLARD  Jr.,  new 
general  manager  of  WBT,  Charlotte, 
recently  addressed  the  Charlotte  Jr. 
Chamber  of  Commerce  at  a  regular luncheon  meeting. 

GORDON  DOWNEY  has  been  ap- 
pointed commercial  manager  o  £ 

KBUR,  Burlington,  la.,  succeeding 
Ed  Fitzpatrick.  New  program  direc- 

tor of  KBUR  is  Mary  Mangold,  suc- 
ceeding William  Selah. 

GLENN  St.  N.  SNYDER,  vice-presi- 
dent and  general  manager  of  WLS, 

Chicago,  returned  to  his  office  last 
week  following  a  business  trip  and 
vacation,  which  carried  him  to  Phoe- 

nix, where  he  checked  operations  of 
KOY,  WLS  sister  station,  and  jour- 

neyed into  Mexico. 

OWI  Names  Barry 

CHARLES  BARRY,  member  of 
the  radio  production  department 
of  the  Overseas  Branch  of  the  Of- 

fice of  War  Information,  has  been 
appointed  supervisor  of  production, 
succeeding  Harold  McGee,  who  left 
the  OWI  to  handle  production  of 
the  new  Snow  Village  series  on 
NBC,  sponsored  by  Procter  &  Gam- 

ble Co.  Barry  has  been  in  radio 
about  12  years  and  was  program 
director  of  W47NY,  FM  station  in 
New  York,  before  joining  OWI. 

Thomas  in  Navy 

NORMAN  ASHLEY  THOMAS, 
president  of  WDOD,  Chattanooga, 
Tenn.,  has  been  commissioned  a 
lieutenant  (senior  grade)  in  the 
Naval  Reserve  and  has  been  ordered 
to  report  on  Dec.  22  to  the  Navy 
School  at  Quonset  Point,  R.  I.  He 
has  been  assigned  to  the  aviation 
branch  and  will  be  directly  con- 

cerned with  communications  and 
radio  work. 

Harry  L.  Beisswenger 
HARRY  L.  BEISSWENGER,  30, 
assistant  controller  of  the  RCA 
Mfg.  Co.,  Camden,  N.  J.,  died  Dec. 
17  at  Philadelphia  Municipal  Hos- 

pital, after  a  brief  illness.  He  was 
a  graduate  of  Temple  U,  and  was 
a  Philadelphia  accountant  before 
joining  RCA  about  four  years  ago. 

THE  16  FEMININE  members  of  the 
BLUE  sales  staff  gave  a  special  lunch- eon last  Monday  at  the  Stockholm 
Restaurant,  New  York,  in  honor  of 
Edgar  Kobak,  executive  vice-president of  the  BLUE.  Mr.  Kobak  had  done  the 
same  thing  for  them  at  the  beginning 
of  1942,  when  the  BLUE  was  incor- 

porated as  a  separate  network. 
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WOODROW  WERSIG,  of  the  short- wave news  staff  of  CBS  New  York  on 
Dec.  11  married  Jane  Dealy,  news- writer  at  CBS  New  York. 

JERRY  BUNSON,  formerly  associ- 
ated with  Upton  Close,  the  news  com- 

mentator, has  joined  the  Overseas 
Branch  of  the  OWI  at  San  Francisco. 
PHILIP  STAHL.  announcer  of 
WQXR,  New  York,  has  resigned  to 
join  the  armed  forces. 
J  I  M  M  Y  DONNELLY,  who  has 
played  the  part  of  "Eddie",  the  adop- 

ted son  in  The  O'Neills  on  NBC  for 
nine  years,  has  joined  the  Navy. 
"Eddie"  will  soon  follow  suit  in  the 
script  of  the  five-times  weekly  serial, 
sponsored  by  Procter  &  Gamble  Co., Cincinnati. 

KATHERINE  LASHBCK,  formerly 
of  WGR-WKBW,  Buffalo,  has  joined 
the  Wri^ht-Sonovox  division  of  Free 
&  Peters,  Chicago,  to  take  charge  of 
training  articulators. 

RUTH  KEATOR,  formerly  commen- 
tator and  publicity  director  of  KYA, 

San  Francisco  and  previously  with 
WGY,  Schenectady,  has  joined  the 
Overseas  Branch  of  the  OWI  in  San 
Francisco. 

JOHN  STROHM,  assistant  editor  of 
Prairie  Farmer,  afiiliate  of  WLS,  Chi- 

cago, is  the  father  of  a  boy  born 
Dec.  15. 

A  ]M  Z  I  E  STRICKLAND,  formerly 
continuity  editor  of  KOMA,  Okla- 

homa City.  Okla.,  and  actress  on  Chi- 
cago stations,  has  joined  the  staff  of 

WJWC,  Chicago,  as  promotion  and 
publicit.v  director. 
BEN  HARKINS,  formerly  produc- 

tion manager  of  KFRC,  San  Fran- 
cisco, has  joined  the  special  events 

department  of  the  Overseas  Branch  of 
the  (JWI  at  San  Francisco. 
MARTIN  JACOBSON.  announcer  of 
Wi'FL,  Chicago,  has  been  inducted into  the  Army. 
ALLAN  BROWN,  announcer  of 
WORL,  Boston,  has  joined  the  Ma- 

rines and  will  report  Jan.  2  at  Par- ris  Island. 

JERRY  AUSTIN,  chief  announcer  of 
W73PH,  FM  adjunct  of  WPEN,  Phil- 

adelphia, has  announced  his  engage- 
ment to  Miriam  Lampl. 

VIRGINIA  A.  CONNER,  of  the  pro- 
gram department,  and  Jane  Durnin, 

mailroom  chief,  are  the  latest  mem- 
bers of  the  staff  of  KYW,  Philadel- 
phia, to  go  into  the  armed  forces.  Both 

have  joined  the  WAACs. 

Emmert  Joins  NBC 
MERTON  V.  EMMERT,  assistant 
farm  program  director  of  WLW, 
Cincinnati,  since  1939,  on  Jan.  1 
will  resign  to  join  NBC  as  farm 
program  director  of  WEAF,  New 
York  outlet  of  that  network.  Mr. 
Emmert  joined  WLW  as  one  of  two 
winners  of  farm  scholarships  to 
study  farm  broadcasting  for  six 
months,  after  which  he  was  added 
to  the  station's  regular  farm  staff. He  later  was  named  assistant  to 
Ed  Mason,  WLW  farm  program  di- 

rector. Emmert  is  a  graduate  of 
Kansas  State  Agriculture  College. 

CLIFFORD  EVANS  has  just  re- 
turned from  a  two-month  tour  of 

war  plants  whei-e  he  has  been  gath- ering material  for  his  news  broadcasts 
on  WLIB.  Brooklyn,  to  be  resumed 
Jan.  4. 

PETER  H.  BRADLEY,  chief  an- 
nouncer of  WAIT,  Chicago,  is  the 

father  of  a  boy  born  Dee.  14. 

TED  BENTLEY,  formerly  announc- er of  KFSD,  San  Diego,  Cal.,  has 
joined  KIEV,  Glendale,  in  a  similar capacity. 

REGINALD  HARDEN,  formerly  of 
WIS.  Columbia,  S.  C,  has  joined 
KWK,  St.  Louis,  as  an  announcer. 
BEN  HILL  Jr.  became  the  25th 
staff  member  of  KOA,  Denver,  to  en- 

ter the  services,  when  he  enlisted  in 
the  Merchant  Marine  and  is  now  at- 

tending officer  training  school  at  San 
Mateo,  Cal. 

PHYLLIS  HAGAN,  of  Louisville, 
Ky.,  has  joined  the  page  staff  of 
WJSV,  AVashington. 
SPIKE  JONES,  Hollywood  musical 
director,  has  been  given  that  assign- 

ment on  the  weekly  CBS  Boh  Burns 
Show,  sponsored  by  Lever  Bros. 
(Lifebuoy).  He  replaces  Billy  Artzt. 
EARL  WRIGHTSON,  concert  and 
radio  singer,  is  substituting  for  Ed- 

ward MacHugh  on  the  five-weekly 
BLUE  program  The  Gospel  Singer, 
while  the  latter  takes  a  five-week  va- 

cation. Wrightson  is  varying  from  the 
usual  ijrogram  of  religious  music  with 
ballads. 

MARY  STEPHENS,  former  wom- 
en's commentator  of  WJW,  Akron, 

Ohio,  has  joined  the  staff  of  WKBN, 
Youngstown,  O. 

DON  VEST,  formerly  of  KVOR,  Col- 
orado Springs,  has  joined  the  staff  of 

KVOD,  Denver,  replacing  Ray  Wil- son, who  is  now  in  the  Army  at  Camp 
Roberts,  Cal. 

JOHN  FISTERE  has  resigned  as 
chief  copywriter  of  CBS  to  join 
WNEW.  New  York,  as  sales  promo- 

tion manager,  replacing  John  Sulli- van, who  has  been  inducted  into  the Army. 

FORMER  SPEAKER  speaks  for 
Bond  on  KSO-KRNT,  Des  Moines! 
John  R.  Irwin,  former  speaker  of 
the  Iowa  House  of  Representatives, 
now  is  newscaster  on  the  early 
morning  news  series  sponsored  by 
the  Bond  clothing  chain.  Meeting 
local  Bond  representatives  is  Mr. 
Irwin  (center)  with  Creel  Boushka, 
assistant  manager  (left),  and 
Ralph  Jarnagin,  manager. 

SGT.  NAT  BERLIN,  formerly  in 
continuity  department  of  WNEW, 
New  York,  and  now  with  the  Army 
Air  Forces,  Turner  Field,  Ga..  is  ar- 

ranging production  of  a  weekly  va- riety show  over  WALB,  Albany ;  he 
is  now  presenting  a  five-weekly  pro- 

gram on  WGPC,  Albany's  CBS  out- 
let. 

COLMAN  WILLSON  and  Walter 
Arnold,  formerly  announcers  of 
KSFO,  San  Francisco,  and  KMPC, 
Beverly  Hills,  respectively,  have 
joined  the  BLUE  Hollywood.  They  re- 

place William  Stokey  and  Paul  Mas- terson,  who  recently  joined  the  Army 
Air  Forces. 

DEL  GREENWOOD.  announcer- 
music  director  of  WGBF-WEOA- 
W4oV,  Evansville,  is  the  father  of a  son. 

ARNOLD  ROBERTS,  announcer  of 
KFAC,  Los  Angeles,  has  joined  the 
Coast  Guard.  His  duties  have  been 
taken  over  by  Richard  H.  Cutting, 
recent  staff  addition.  Fred  E.  Driggs, 
formerly  announcer  of  KQW,  San 
Francisco,  has  also  joined  KFAC. 
FRED  WEIHB,  formerly  director  of 
Lone  Journey,  sponsored  on  NI3C  bv 
Procter  &  Gamble  Co,  (Dreft),  has 
joined  the  production  staff  of  NBC 
central  division. 
LEN  HOWE,  newscaster  of  WHO. 
Des  Moines,  left  for  induction  into 
the  Army  Dec.  22.  Richard  Ander- son, former  announcer  now  in  the 
Army,  has  been  commissioned  as  lieu- tenant. 

HOMER  LANE,  NBC  page,  has  re- 
signed to  join  the  Army  Air  Forces. 

LIONEL  MLIN  and  Glenn  Yuhels 
of  the  NBC  Chicago  guide  staff  have 
joined  the  Army.  New  guides  are 
James  Harelson,  George  Perry  and 
Howard  Brown. 

IRENE  FOWLER,  formerly  secre- 
tary to  Stephen  P.  Willis,  manager  of 

WJNO,  West  Palm  Beach,  Fla.,  has 
joined  Weed  &  Co.,  Hollywood,  sta- 

tion representatives,  as  office  manager. 

Columbia's  Station  for  the 

SOUTHWEST 

HAVE  YOU  SEEN  HENRY 

.  .  .  The  Pole  Vaulting  Fish? 

If  not,  visit  beautiful  WAKULLA  SPRINGS,  20  miles  south 
of  Tallahassee,  Florida.  See  enchanting  underwater  scenes  and 
thousands  of  rare  fish  through  the  glass  bottom  boat.  Enjoy 
a  boat  cruise  through  primeval  Florida  jungles.  See  the  new 
home  of  underwater  photography.  Swim  in  the  crystal  clear 
water  of  the  world's  largest  single  spring,  and  relax  in  Florida's healthful  sunshine. 

The  Perfect  Place  to  Spend  Your  Vacation 

MODERN  LODGE 

Write  for  free  booklet  and  rates: Wakulla  Springs  Lodge 
Wakulla,  Florida 

WICHITA 

KANSAS 

Call  Any  Edward  Petry  Office 
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Lt.  Finch  Appointed 
APPOINTMENT  of  Lt.  Howard 
K.  Finch,  formerly  production 
manager  of  WJIM,  Lansing,  as 

public  relations 
officer  of  Kirt- 
land  Field,  Al- 

buquerque, was 
announced  b  y 
headquarters  at 
the  field  last 
week.  As  a  civil- 

ian he  was  re- 
sponsible for  the 

production  of  the 
popular  General Lt.  Finch  Motors  Juvenile 

Choir  and  had  an  ample  public  re- 
lations background  serving  in  an 

advisory  capacity  to  Michigan  Gov- 
ernors Prank  D.  Fitzgerald  and 

Luren  E.  Dickenson.  Born  in  Battle 
Creek,  Mich.,  he  was  national  or- 

atorical champion  and  represented 
the  U.  S.  in  Pan  American  Orator- 

ical Relations  in  1929. 

TOM  SLATER,  MBS  director  of 
sports  and  special  events,  is  going  to 
New  Orleans  next  week  to  supervise 
broadcast  ou  Mutual  of  the  Cotton 
Bowl  game  New  Year's  Day,  spon- sored by  Gillette  Safety  Razor  Co., 
Boston. 
PHIL  COCHRANE,  formerly  of  the 
promotion  department  of  McCalVs 
Magazine,  has  joined  WOR,  New 
York,  in  similar  capacity,  replacing 
Bill  Crawford,  now  a  member  of  sales 
division.  Promotion  duties  of  Jack 
Mohler,  now  in  the  armed  forces,  have 
been  taken  over  by  Miriam  Adelson. 
Military  service  has  also  claimed  Sam- 

uel Adams,  WOR  pageboy. 
PETER  FINNEY,  publicity  director 
of  the  Treasury  Dept.  War  Savings 
Staff  in  New  York,  has  enlisted  as  an 
instructor  in  the  Air  Forces  Reserve. 

RAY  LEWIS,  announcer-newscaster, 
formerly  of  a  number  of  Bay  district 
radio  stations,  has  joined  the  pro- 

duction department  of  the  OWI  in 
San  Francisco. 

HOWARD  DONOHOE  has  been  ap- 
pointed program  director  of  WCAR, 

Pontiac,  Mich.,  and  H.  Y.  Levinson, 
manager,  has  taken  over  the  duties  of 
commercial  manager  following  the  res- 

ignation of  Monte  Meyer. 
JACK  STECK,  publicity  director  of 
WFIL,  Philadelphia,  has  been  as- 

signed to  produce  the  show  and  en- 
tertainment for  the  annual  banquet  of 

the  Poor  Richard  Club  to  be  held 
next  month  at  the  Bellevue-Strat- 
ford  Hotel.  Roger  W.  Clipp,  general 
manager  of  WFIL,  is  chairman  of  the 
banquet's  entertainment  committee. 
ROGER  BACON,  sports  announcer 
of  WTOL,  Toledo,  has  joined  Class 
V-7  of  the  Naval  Reserve  and  will 
be  called  to  active  duty  about  Jan.  1. 
MARVIN  REUBEN,  announcer  of 
WSFA,  Montgomery,  Ala.,  has  enlist- 

ed in  the  Army  Air  Forces  and  is  now 
stationed  at  Maxwell  Field,  Ala. 
JEANETTE  SWART  of  news  and 
special  events  department  of  WGY, 
Schenectady,  was  married  recently  to 
Lt.  Henry  M.  Schrader. 
KEN  OVENDBN.  announcer  of 
WBEI,  Boston,  has  left  the  station 
to  enter  an  eight-week  training  period 
in  iDreparation  for  duty  as  flight  in- 

structor in  the  Army  Air  Forces  Re- serve. 

AL  ZINK,  senior  announcer  and  spec- 
ial events  commentator  of  WGY, 

Schenectady,  has  been  inducted  into 
the  Army  and  is  currently  at  Fort 
Dix.  Cpl.  Howard  Tupper,  former 
WGY  announcer,  currently  with 
Army  War  Show,  is  engaged  to  Miss 
Kitty  Liptak  of  Cleveland,  O.  John 
Carnell,  of  accounting  department, 
and  WGY's  first  contribution  to  the 
armed  forces,  has  been  promoted  to 
second  lieutenant. 

CARLTON  KADELL,  formerly  an- 
nouncer-actor of  Hollywood,  after 

more  than  three  years  in  Chicago  has 
returned  to  the  former  city.  He  is  as- 

signed male  lead  in  the  five-weekly 
CBS  Second  Mrs.  Burton,  sponsored 
by  General  Foods  Corp.  ( Sanka ) .  He 
replaces  Gale  Gordon  who  joined  the 
Coast  Guard. 

BOB  WESSON,  publicity  director  of 
KGO,  San  Francisco,  has  been  elect- ed a  member  of  the  board  of  directors 
of  the  San  Francisco  Chamber  of 
Commerce. 

JOE  WALTERS,  formerly  program 
director  of  KFSD,  San  Diego,  Cal., 
has  joined  CBS  Hollywood,  as  an- nouncer. He  replaces  Wally  McLain 
who  recently  joined  the  Mai-ines. 
MARY  CROCKETT  has  been  ap- 

pointed receptionist  of  KGO,  San 
San  Francisco,  replacing  .Janet  Mat- 

ter, who  has  become  secretary  to  Ann 
Holden,  KGO's  home  economist. 
FRANK  BARTON,  announcer  of 
NBC  Hollywood,  is  the  father  of  a 
l)oy  born  in  San  Francisco  Dec.  15. 

ARLEEN  COLING,  formerly  on  the 
staff  of  WBBM,  Chicago,  has  been  in- 

ducted into  the  WAVES. 

EARL  HARPER,  sportscaster,  will 
handle  color  commentary  on  Mutual's broadcast  of  the  Cotton  Bowl  foot- 

ball game,  sponsored  by  Gillette  Safe- 
ty Razor  Corp.,  Boston,  Jan.  1.  He 

handled  similar  assignment  at  North- 
South  game  Dec.  26. 

JAMES  G.  McDonald,  blue  news 
analyst,  is  serving  as  commentator 
for  the  BLUE  broadcasts  of  the  Bos- 

ton Symphony  Orchestra  concerts, which  started  Dec.  26. 

HOWARD  R.  BELL,  chief  announc- 
er, has  been  elevated  to  program  di- 

rector of  KPAS,  Pasadena,  Cal.  Kay 
Dunlap,  sales  secretary,  has  been  made 
traffic  manager. 

Mullen  B  &  B  V-P 
JOHN  A.  MULLEN,  head  of  the 
radio  commercials  department  of 
Benton  &  Bowles,  New  York,  has 
been  elected  a  vice-president.  Mr. 
Mullen  joined  B  &  B  in  1933,  after 
serving  with  the  Chicago  Tribune 
and  J.  Walter  Thompson  Co.  With 
his  present  agency,  he  was  first 
writer,  then  radio  producer,  be- 

coming head  of  radio  commercials. 

Gruenberg  and  Stark 
Form  Production  Firm 
SPECIALIZING  in  package  shows 
aimed  at  the  wartime  audience,  a 
program  production  firm  is  being 
formed  in  New  York  by  Axel 
Gruenberg  and  Richard  Stark,  di- 

rector and  announcer,  respective- 
ly, of  the  Procter  &  Gamble  Co. 

serial  Against  the  Storm  on 
NBC.  Offices  of  the  new  firm,  to 
be  called  Gruenberg  &  Stark,  will 
be  at  30  Rockefeller  Plaza.  Ac- 

cording to  Mr.  Stark,  some  eight 
shows  have  been  prepared  for 
prospective  sponsors. 

Mr.  Stark  also  stated  that,  effec- 
tive Dec.  28,  when  Against  the 

Storm  is  replaced  by  Snow  Vil- 
lage on  NBC,  he  will  take  over 

announcing  for  another  NBC  P 
&  G  show.  Right  to  Happiness. 
Mr.  Gruenberg  will  direct  that 

program  along  with  General  Mills' Light  of  the  World,  also  heard 
on  NBC. 

"UNTIL 

ICTORY!' 

Victory  is  much  nearer  than  it 
appeared  to  be  a  year  ago. 

But  mighty  tasks  still  lie  ahead 
before  the  goal  is  reached. 

America's  all-out  war  effort  de- 
mands careful  planning  in  every 

line  of  business  and  the  complete 
elimination  of  waste. 

That's  why  more  and  more  clear- 
thinking  executives  are  making 

their  advertising  dollars  go  far- 

50,000  WATTS 
CLEAR  CHANNEL 

AFFILIATE  NBC 

MEMBER  TQN 

thest  by  using  WO  A I  to  get  the 

selling  job  done  in  the  great  Cen- 
tral and  South  Texas  market.  They 

know  that  the  "Big  Gent's"  50,000- 
watt  voice — carrying  the  finest 

programs  on  a  clear  channel— is 
listened  to  and  preferred  by  the 

bulk  of  the  audience— at  the  low- 

est cost  per  listener. 

"Until  Victory"  is  WOAI's  toast  to 
the  New  Year! 

OAI 

Represented  Nationally  by  EDWARD  RETRY  6-  CO. 

POWERFUL  ADVERTISING  INFLUENCE SOUTHWEST 
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THE  /?uiineii  OF 

BROADCASTING 

Soy  Food  Spots 
SOY  FOOD  MILLS,  Chicago  (pan- 

cake flour),  has  placed  a  series  of 
spot  announcements  on  WCFL 
WJJD  WIND  WAIT  WSBC 
WGES,  all  in  Chicago,  and  a  five- 
minute  five-weekly  program,  Let's Get  Acquainted  on  WGN,  Chicago. 
Agency  is  Jim  Duffy  Inc.,  Chicago. 

EDITOR'S  NOTE:  Because  the  use  of  spot  advertising  on  New  York 
City  stations  more  than  often  presages  expansion  of  such  accounts  to 
the  national  field,  Broadcasting  herewith  presents  a  compilation  of  19A2 
accounts  on  New  York  stations  which  either  had  not  used  radio  or 

those  particular  stations  previously.  Asterisk  (*)  indicates  first  use  of 
radio  by  advertiser  in  1942.  See  also  story  on  page  24. 

WABC 
*Filtrex  Corp. 
Terminal  Barber  Shops 
Beech-Nut  Packing  Co. 
Studebaker  Corp. 
City  Title  Insurance  Co. 
Eton   Publishing  Co. 
Mutual     Benefit    Health  & 

Accident  Assn. 
I.  J.  Fox 
Seaman  Bros. 
Pepsodent  Co. 
♦Ringling  Bros.,   Barnum  & Bailey 
R.  C.  Williams  &  Co. 
Readers  Digest  Assn. 
Dimple   Tie  Corp. 
Old  Country  Trotting  Corp. 
Curtis  Publishing  Co. 
20th     Century     Fox  Film 

Corp. 
Schutter  Candy  Co. 
Northwest    Cherry  Growers 

Assn. 
*Noxon  Inc. 
New  York  Telephone  Co. 
♦Savings     Banks     of  New York  State. 
Penn   Tobacco  Co. 
Musterole  Co. 
Maltex  Co. 
RKO  Radio  Pictures  Corp. 
Paramount  Pictures 
Plough  Inc. 
A.  Goodman  &  Sons 
Penick  &  Ford 
Spratt's    Patent  (America) Ltd. 
Christmas  Club 
E.  Fougera  &  Co. 
Postal   Telegraph  Co. 
Kibblets  Inc. 
Dryden  &  Palmer 
March  of  Time  Inc. 
Loew's  Inc. Charles   Gulden  Inc. 

WEAF 
R.   C.  Williams  &  Co. 
Curtis  Publishing  Co. 
S  &  W  Fine  Foods 
J.  L.   Prescott  Co. 
*Dif  Corp. 
Benson   &  Hedges 
C.   F.  Mueller  Co. 
Ironized  Yeast  Co. 
Firestone  Tire  &  Rubber  Co. 
Lever  Bros. 
Planters    Nut    &  Chocolate 

Co. 
RKO  Radio  Pictures  Corp. 
Johnson  &  Johnson 
Hills  Bros.  Coffee 

Maltex  Co. 
B.  Meier  &  Sons 
P.  W.  Minor  &  Son 
*San-Nap-Pak   Mfg.  Co. 
Bond  Clothing  Stores 
*Fanny  Farmer  Candy  Shops 
♦Industrial  Undergarment Corp. 
O'SuUivan  Rubber  Co. 
Warner  Bros. 
M-G-M  Pictures  Corp. 
Drezma  Inc. 
Select  Theatres  Corp. 
H.  C.  Bohack  &  Co. 
Frederick  Lowenfels  &  Sons 
A.  Goodman  &  Sons 
National  Shoe  Stores 
Old    Dutch    Mills  Inc. 
Pure  Food  Co. 
Burnham   &  Morrill  Co. 
*Ringling  Bros.,  Barnum  & Bailey 
S.    A.    Schonbrunn    &  Co. 
Kii'kman  &  Sons 
V.  LaRosa  &  Sons 
Knox  Gelatine  Co. 
Adam  Hat  Stores 
Continental  Baking  Co. 
♦Flag  Pet  Food  Corp. 

WHN 
Consolidated      Drug  Trade 

Products 
Lever  Bros. 
Grove  Labs. 
Monticello  Drug  Co. 
Sunway  Fruit  Products  Co. 
American   Tobacco  Co. 
P.  Lorillard  Co. 
U.  S.  Tobacco  Co. 
V.  Shaler  Co. 
Shell  Oil  Co. 
Holfman  Beverage  Co. 
♦Golan  Wines  Inc. 
♦Edelbrau  Brewery 
♦.John  Eichler  Brewing  Co. 
F.  &   M.   Schaefer  Brewing 

Co. Beech-Nut  Packing  Co. 
Consolidated  Drug  Co. 
Garrett  &  Co. 
The  Aquarium  Restaurant 
Fabian  Theatres 
National  Bowling  Recrea- tion Arena 
Rialto  Theatre 
Rivoli  Theatre 
Roxy  Theatre 
Select  Theatres  Corp. 
♦Bickford's  Cafeterias RKO  Radio  Pictures 
Paul's  Swan  Lake 
♦Ringling  Bros.,  Barnum  & Bailey 

♦Sunbrock's  Rodeo 
Capitol  Theatre 
Radio  City  Music  Hall Admiracion  Co. 
Kay  Preparations Dioxegen  Co. 
Potter  Drug  &  Chemical Corp. 
Finlay  Strauss  Jewelry  Co. 
Grayson  Co. 
P.  W.  Minor  &  Son Ivel  Fur  Co. 
Schlossman's  Clothes Bible  Mission  Co. 
Great  Atlantic  &  Pacific  Tea 

Co. Horowitz  Bros.  &  Margareten 
Co. Ironized  Yeast  Co. ♦Kasco  Mills 

Kellogg  Co. 
Corn  Products  Refining  Co. 
John  G.  Paton  Co. 
Quaker  Oats  Co. Sheffield  Farms  Co. 
Washington  State  Apple 

Commission 
I.  Rokeach  &  Sons 
Edelstein  Co. ♦Noxon  Inc. 
Fels  &  Co. 
Colgate-Palmolive-Pcet  Co. 
Hotel  Lexington 
New  York  Tunnel  Authority 
Alliance  Book  Corp. 
Penman  Co. 
Charm  Curl  Co. 
Consolidated  Edison  Co. 
Home  Diathermy  Co. 
P.  J.  LeRoy  Co. 
♦Ideal  Publishing  Co. 
Dave  Minor  Publishing  Co. 
Pipeman  Co. 
Thayer  Co. 
Tourneau  Watch  Co. 
Wm.  H.  Wise  Co. 
Macfadden  Pubs. 
♦Cocilana  Inc. 

WJZ 
American  Molasses  Co. 
American  School 
Anacin  Co. 
♦Austin   Technical  Inst. 
Adier  Shoes  for  Men 
Beecham's  Pills  Inc. ♦Beau  Brummell  Ties  Inc. 
California  Fruit  Growers  Ex- change 
Carter  Products  Co. 
Cord  Meyer  Development  Co. 
♦Cooper  &  Cooper  Inc. 
Curtis  Publishing  Co. 
Continental  Baking  Co. 
Doubleday,  Doran  &  Co. 

♦Drydock  Savings  Institution 
J.  C.  Eno 
Empire  Gold  Buying  Service Ex-Lax  Inc. 
♦Fairchild  Sons  Inc. 
Foster  Milburn  Co. 
E.  Fougera  &  Co. A.  Goodman  &  Sons 
♦Gotham  Health  Club ♦Graham  Co. 
♦Hotel  St.  George 
Johnson  &  Johnson Larus  &  Bro. 
Liebmann  Breweries  Inc. 
Lever  Bros. 
♦Lorstan  Studios  Inc. ♦Lukens  Steel  Co. 
Loew's  Inc. 
Macfadden  Pubs.  Inc. M-G-M  Pictures  Corp. 
♦P.  W.  Minor  &  Sons 
♦Mother  Hubbard  Distribu- tors Inc. 
Musterole  Co. 
March  of  Time  Inc. ♦Nacto  Cleaner  Co. 
New  Jersey  Council 
New  York  Telephone  Co. 
Newsreel  Theatres  Inc. 
New  York  State  Bureau  of 

Milk  Publicity 
♦New  York  Drafting  Inst. 
New  York  State  Savings 

Bank  Assn. ♦Noxon  Inc. 
♦New  York  Tunnel  Authority 
The  New  York  Post 
O'Sullivan  Rubber  Co. 
Pepsodent  Co. 
Phillips   Packing  Co. 
♦Publicker  Commercial  Alco- 

hol Co. 
♦Pepperidge  Farm 
Reader's  Digest  Assn. 
♦Ringling  Brothers,  Barnum &  Bailey 
RKO  Radio  Pictures  Corp. 
Roxy  Theatre 
Rum  &  Maple  Tobacco  Corp. 
Rubsamm  &  Horrman  Brew- 

ing Co. 
Select  Theaters  Corp. 
Sheffield  Farms  Inc. ♦Stern's  Nurseries 
Sweets  Corp.  of  America 
Simon  &  Schuster ♦Stenotype  Company 
Joseph  Tetley  &  Co. 
Wesson  Oil  &  Snowdrift 

Sales  Co. 
R.  C.  Williams  Co. William  H.  Wise  Co. 

WMCA 
Adam  Hat  Stores 
Argus  Optical  Co. ♦Ash's  Dept.  Store 
Austin   Nichols  Co. ♦Cocilana  Inc. 
Colgate-Palmolive-Peet  Co. Corn  Products  Refining  Co. 
Federal  Life  &  Casualty  Co. 
Greenwich  Savings  Bank 
Life  Savers  Inc. 
Monticello  Drug  Co. 

'  I  complained  because  I 

had  no  shoes,  until  I  met 

a  man  who  had  no  feet/' 

Keep  this  proverb  in  mind  and  even 

your  income  tax  can  he  paid  with  a  smile. 

Adv. 

Pabst  Brewing  Co. ♦Terminal   Barber  Shops 
♦Hecht's  Dept.  Store 
♦Lambert  Bros.  Jewelers 
♦Brass  Rail  Restaurant 
United  Institute  of  Aero- nautics 
American  Chicle  Co. 
Penick  &  Ford 
Beech-Nut  Packing  Co. ♦Edelbrau  Brewing  Co. 
Garrett  &  Co. 
F.  &  M.  Schaefer  Brewing Co. 
Sheffield  Farms  Inc. 
Old  Dutch  Mills  Coffee ♦Sandeman  Wine 
♦New    York    Tunnel  Au- thority 

♦Dr.  Kilmer's  Vitamin  Tab- 
lets 

♦Penn  Camera  Exchange 
♦Hope  Valley  Farms 
♦Parke-Bernet  Galleries 
♦Bickford's  Inc. 
♦Stewart's  Cafeterias 
♦Chin  Lee  Restaurants 
Procter  &  Gamble  Co. 
S.  A.  Schonbrunn  &  Co. 
F.  G.  Vogt  &  Sons Paton  Corp. 
Edelstein  Dairies 
Pan  American  Coffee  Bureau 
Humphrey  Homeopathic Medicine  Corp. 
Lever  Bros. 
Johnson  &  Johnson Centaur  Co. 
Household  Finance  Co. 
P.  Duff  &  Sons 
Chamberlain  Technical 

School Book  Giveaway  Co.  Plan ♦Chidnofl  Studios 
Parker  House 
Schrafft's  Restaurants Sealcote  Co. 
Delehanty  Institute 

WOR [Seventy-five  sponsors,  who had    used    radio    in  New 
York  or  elsewhere,  used 
WOR  for  the  first  time 
during  1942;  list  un- available] 

The  Wallpaper  Guild Para  Mfg.  Co. 
Marcalus  Mfg.  Co. 
Hudson  Pulp  and  Paper  Co. 
Barclay  Tissue  Corp. 
San-Nap-Pak    Mfg.  Co. 
Conformal  Footwear  Co. 
Gotham  Silk  Hosiery  Co. 
Davidson  Bros. 
Press-On  Inc. 
Burlington  Mills Edelbrau  Brewery 
Greenspan  Bros. Newark  Cheese  Co. 
Associated  Labs. 
Hotel  Chesterfield 
Hotel  Dixie 
Vacation  Home  Sites 
Seaside  Heights 

Newsreel  Theatre 
Ringling  Bros.,  Barnum  & 

Bailey 

Bucknell  U 
Air  Transport  Assn.  of America 
American  Industries  Salvage Committee 
Savings  Banks  Assn.  of  New York  State. 
Stern's  Nurseries 
Joseph  Dixon  Crucible  Co. Terminal  Barber  Shops 
Bullard  Co. 
Chase  Brass  and  Copper  Co. 
Cleveland  Twist  Drill  Co. 
Diebold  Safe  &  Lock  Co. 
Worumbo  Co. 
Consolidated  Razor  Blade  Co. 

WNEW 
Astor  Theatre 
Capitol  Theatre Club  18 
March  of  Time  Inc. 
Radio  City  Music  Hall ♦Sunbrock's  Rodeo 
E.  Pritchard  Inc. Cascade  Laundry 
Curtis  Publishing  Co. Kellogg  Co. 
Gordon  Baking  Co. Lever  Bros. ♦Edelbrau  Brewery 
♦Allstate  Insurance  Co. 
Drydock  Savings  Institution Charms  Candy  Co. 
Schrafft's  Restaurants 
Jack  Dempsey's  Punchbowl Lum  Fung  Restaurant 
Famous  Door 
Columbia  Pictures  Corp. M-G-M  Pictures  Corp. 
Monte  Proser's  Copacabana Park  Central  Hotel 
♦Ringling  Bros.,  Barnum  & 

Bailey 

Rivoli  Theatre 
RKO  Radio  Pictures  Corp. 
Billy  Rose's  Diamond  Horse^ 

shoe Ubangi  Club ♦United  Artists  Corp. 
Village  Barn 
Hurricane  Restaurant 
Iceland  Restaurant 
Topaz  Restaurant  Co. Admiracion  Labs. 
Beecham's  Pills  Inc. ♦Cooper  Safety  Corp. 
♦Denver  Chemical  Mfg.  Co. ♦Don  Juan  Inc. 

E.  Fougera  &  Co. 
Humphrey's  Homeopathic, 

Medicine  ' Ironized  Yeast  Co. 
Lambert  Pharmacal  Co. 
Musterole  Co. 
Pepsodent  Co. ♦Scherk  Corp. 

Scholl  Mfg.  Co. ♦American  Molasses  Co. 
Atlantis  Sales  Corp. 
Colgate-Palmolive-Peet  Co. Continental  Baking  Corp. 
Corn  Products  Refining  Co. 

A  HAPPY  AND  PROSPEROUS  NEW  YEAR' 

TO  YOU  FROM  THE  PACIFIC  NORTHWEST 

.  .  .  where  a  combination  rate  in  effect  Jan.  1,  1943  gives  you 

coverage  of  1,250,000  people  at  an  unbelievable  low  cost. 

KXL,  Portland;  KFPY,  Spokane;  Z  NET,  Montana 

Adv. 
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*Heinrich  Franck  &  Sons 
Great  Atlantic  &  Pacific  Tea 

Co. 
National  Biscuit  Co. 
*Noxon  Inc. 
Pan  American  Coflfee  Bu- reau 
Paton  Corp. 
Pure  Food  Co. 
Quaker  Oats  Co. 
Sheffield  Farms  Co. 
Wesson  Oil  &  Snowdrift 

Sales  Co. 
Dixie  Hotel 
*St.  George  Hotel 
*Koos  Bros. 
*Paraffine  Cos. 
The  Penman  Co. 
Personal  Jewelers 
♦Chidnoff  Studios 
Hollywood  Film  Studios 
Newark  Star  Ledger 
Adler  Shoes  for  Men 
W.  L.  Douglas  Shoe  Co. 
Howard  Clothes 
R.  H.  Macy  &  Co. 
*Roger's  Dept.  Store Servus  Clothes  Inc. 
Aronson-Caplin  Co. 
United  Inst,  of  Aeronautics 
*Golan  Wines 
♦Robinson-Lloyd's Roma  Wine  Co. 
Garrett  &  Co. 

Consolidated  Edison  Co. 
♦New  York  Tunnel  Au- thority 
♦Olson  Roofing  Co. 

WQXR ♦Franklin  School  of  Dancing 
RKO  Radio  Pictures 
♦Parfums  Weil  Paris 
Abraham  &  Straus 
Monticello  Drug  Co. 
RCA  Mfg.  Co. 
Time  Inc. 
Vick  Chemical  Co. 
♦Belgian  Information  Center 
♦Schiaparelli    Parfums  Inc. 
♦Joint  Committee  of  Teach- 

ers Organizations 
♦Barnes  &  Noble 
♦Montana  Flour  Mills  Co. 
Corn  Products  Refining  Corp. 
Pepsodent  Co. 
*N.  Y.  Tunnel  Authority 
Columbia  Recording  Corp. 
Bloomingdale's  Dept.  Store Penick  &  Ford  Ltd. 
Wesson  Oil  &  Snowdrift 

Sales  Co. 
Quaker  Oats  Co. 
Olson  Rug  Co. 
♦Guardian  Tobacco  Co. Lever  Bros. 
♦Essex  House 
♦Germaine  Monteil  Cosmeti- 

ques  Corp. 

Sheffield   Farms  Co. 
♦Goddard  College 
♦United  Schools 
♦Stevens  Inst,  of  Technology 
General  Baking  Co. ♦Roger  Kent 
♦Perkiomen  School 
Yeckes-Eichenbaum  Inc. 
Martin  J.  Pollak  Inc. 
♦Hirestra  Labs.  Inc. ♦Chemex  Corp. 
A.  B.  Campbell  Carpet 

Cleaning  Co. 
♦Direct  Realty  Co. 
♦Creative  Age  Press 
United  Subject  Organizations 
Best  Foods  Inc. 
♦"Pour  La  Victoire" 
Ward  Baking  Co. 
♦Greater  N.  Y.  Industrial 

Council 
Pan-American  Coffee  Bureau 
Arthur  Murray  School  of Dancing 

Riggio  Tobacco  Corp. 
*N.  Y.  Retail  Dry  Goods 

Assn. 
♦Metropolitan  Certified  Milk 

Assn. 
John   F.   Gilbert  School  of 
Radio  Technique 

'Netherland  Publishing  Corp, 

But  Where? 

PVT.  SAM  SCHOR  of  Camp 
Grant  is  not  a  radio  fan;  so 
why  shouldn't  he  have  called 
an  officer  in  the  Reception 
Center  when  he  came  across 
an  inductee's  questionnaire 
signed  "L.  S.  Green",  when 
Mr.  Green  couldn't  be  found? 
"Yes,"  Pvt.  Schor  assured 
the  officer  who  suggested, 
jokingly,  that  Lucky  Strike 
Green  had  gone  to  war,  "but 
is  he  at  Camp  Grant?" 

o 
 • 

When  you  think  of 

SPOTS... 

think  of  John  Blair! 

o# 

REPRESENTATIVES 
ooCAto  •  Htm  voiK  •  emeti  •  it  lowii  •  ian  (ianoico  •  lOi  ANOiLit 

Passersby  Watch 

WIBG  Broadcasts 

Show-Room    Studio  Features 

New   Philadelphia  Home 
A  SHOW-WINDOW  studio  in  the 
downtown  building  of  WIBG,  Phil- 

adelphia, will  be  used  for  most  of 
the  station's  newscasts  and  celeb- 

rity broadcasts,  General  Manager 
Edward  D.  Clery  announced.  The 
ground-floor  studio  makes  it  possi- 

ble for  passersby  to  witness  pro- 

grams. Now  settled  in  its  new  three- 
story  home  at  1425  Walnut  St., 
WIBG  recently  moved  [Broad- 
CASTiNGi,  Dec.  14]  from  Glenside, 
Pa.  In  addition  to  the  studio  with 
plate-glass  window  the  ground  floor 
contains  a  newsroom  and  an  audi- 

torium seating  250  persons.  Use  of 
the  auditorium  has  been  granted 
the  Navy  League  of  Pennsylvania, 
which  maintains  headquarters 
there. 

New  Facilities 

The  second  floor  houses  master 
control  and  three  studios.  Executive 
offices,  including  program,  produc- 

tion and  promotion  departments,  as 
well  as  audition  rooms,  are  on  the 
third  floor.  The  basement  contains 
workrooms  for  the  engineering  de- 

partment, artists'  lounges  and shower  rooms.  Because  of  wartime 
conditions  no  special  ceremony 
marked  the  move. 
A  new  transmitter,  which  will 

provide  fulltime  operations  with 
10,000  watts,  is  under  construction. 
Until  it  is  completed  WIBG  will 
continue  to  operate  with  its  1„000- 
watt  transmitter,  located  in  the 
Barren  Hill  area  of  Philadelphia. 
WIBG  is  operated  by  Seaboard 

Radio  Broadcasting  Corp.  of  which 
Paul  F.  Harron  is  president. 

A  MAGAZINE  to  be  called  Victory, 
tlesigned  for  free  disti-ibution  abroad, will  shortly  be  issued  every  two 
months  by  OWI  under  a  non-profit 
contract  made  with  Crowell-Collier 
Publishing  Co.  About  550,000  copies 
will  be  issued  in  various  languages. 
The  publication  will  carry  advertis- 

ing and  will  be  largely  pictorial,  de- 
signed to  counter  enemy  propaganda 

by  showing  the  magnitude  of  the 
American  war  effort. 

What's  a  musical  comedy  got  to  do 

with  winning  a  war? 

PLENTY!  We're  building  an army  of  men — not  machineo. 
And  men  have  minds.  And  minds 
need  freshening . . .  change . . . 
relaxation. 

So  one  of  the  biggest  undertak- 
ings of  the  USO  is  its  sponsoring 

of  free  entertainment,  through  the 

cooperation  of  the  movie  and  the- atrical industries,  at  army  camps, 

naval  bases — wherever  the  fight- 
ing men  of  the  USA  go  to  train 

or  dig  in. 

JSO  Camp  Shows,  Inc.  is  ac- 
tually the  biggest  single  theatrical 

enterprise  the  world  has  ever  ecn. 
It  books  264  shows  for  the  boy^ 

every  week,  which  play  to  an  aver- 
age nightly  attendance  of  50,000. 

It  contacts  movie  stars,  theatri- 
cal head^  Inez's,  big  name  bands  and 

their  leaders.  It  ro  tes  all  these 

. . .  plans  their  iti  aer^  ry  . . « .  r- 
ranges  'be  mo-t  convenient  timej 
when  soldiers  and  sailors  can  take 
time  out  to  sit  and  be  entertained. 

For  it  realizes  that  the  one  great 

advantage  of  the  American  fight- 

ing man  is  his  ability  to  think  for 
himself,  to  make  the  most  of  any 
situation,  to  fight  as  a  liberty- 
loving  individual. 

And  this  is  one  of  his  great  dif- 
ferences from  our  enemy. 

To  help  carry  on  the  all-impor- 
tant work  of  maintaining  the  mo- 

rale of  our  fighting  forces,  the  USO 
needs  your  help ...  it  needs  your 
contribution. 

You"  dollar  has  many  demands 

Oil  i':  il.is  year.  Many  of  these  de- 
m^rds  must  be  mec — others  de- 
r  .;rve  to  be  -n  ' .  And  among  these 
liri'ttr,  he  1  '.ea  of  the  USO  for 
\.v'iatev:r  sum  you  can  contribute 
merits  your  earnesi  conoider."t:o.i. 

For  we  ha"  e  a  war  to  win,  and 
the  USO  is  directly  concerned 
wi  a  the  men  v.  ho  must — and  will 

— win  it. 

Dig  deep — for  the  men  who  are 

digging  in! Send  your  contribution  to  your 
local  chairman  or  to  USO,  Empire 

State  Buildi-ig,  New  York. 

GIVE  NOW  TO  THE 

USO 
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Western  Electric 
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COMMUNICATIONS 

EQUIPMENT 
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Advertising  Agency 
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Space   Buyers   8C  Officers 
(Ross  Federal  Research 
&  Sales  Management) 

PICK 

Utica,  N.  Y.'s  ONLY  Radio 
Station! 

3pn         In  Middle  Atlantic Test  Market 

Columbia's  Middle  Link 
in  Central  New  York 

OWI  Establishes 

British  Division 

Davis  Frowns  on  Government 

Subsidy  of  Broadcasting 
MAINTAINING  that  Government 
subsidy  of  radio  and  press  is  a 
"very  unsatisfactory  idea",  Elmer 
Davis,  OWI  director,  told  his  press 
conference  last  Wednesday  that 
such  a  practice  would  threaten  the 
freedom  of  these  instruments  of 
public  opinion. 

He  announced  that  OWI  has  es- 
tablished a  new  unit  in  Washing- 

ton, known  as  the  British  Division, 
to  "quicken  and  prove  the  flow  of 
information  about  the  U.  S.  to 

the  people  of  great  Britain".  Head- ing the  new  division  is  Ferdinand 
Kuhn  Jr.,  assistant  to  the  Secre- 

tary of  the  Treasury  for  the  last 
two  years  and  previously  chief  of 
the  ISSew  York  Times  London  bu- 

reau. In  this  capacity  Mr.  Kuhn 
will  serve  as  a  deputy  director  in 
the  OWI's  overseas  branch.  Repre- 

senting the  unit  in  England  will 
be  Rep.  Thomas  H.  Eliot  (D.- 
Mass.)  who  will  assume  his  post 
early  in  January. 

Supervises  Government  Program 
In  explaining  the  new  operation, 

Mr.  Davis  said  that  facilities  of 
both  the  Domestic  and  the  Over- 

seas branches  will  be  used  to  tell 
Britons  "what  the  U.  S.  is  like". 

Asked  to  discuss  the  implications 
of  a  recent  announcement  that 
OWI  would  approve  movie  scenar- 

ios, Mr.  Davis  asserted  that  there 
were  no  implications.  He  explained 
that  it  was  a  voluntary  matter 
for  the  studios,  but  pointed  out 
that  OWI  had  no  power  of  com- 

pulsion even  after  advice  was 
given.  He  said,  however,  that  the 
presidential  directive  which  cre- 

ated OWI  in  June  gave  the  agency 
complete  supervision  over  all  ra- 

dio programs  and  motion  pictures 
sponsored  by  a  Government  agency 
or  department.  Such  supervision 
has  been  in  efl'ect,  he  said,  but  re- 

iterated that  OWI  had  "no  idea  of 
exerting  a  censorship"  over  pri- 

vately produced  radio  programs 
and  motion  pictures. 

He  noted  that  a  degree  of  con- 
trol over  Radio  Morocco  became 

apparent  last  Monday,  since  all 
material  broadcast  was  entirely  in 

line  with  United  Nations'  policy. 
He  added  that  complete  control  of 
personnel  and  programming  of  the 
station  is  not  yet  thought  to  be 
in  American  hands. 

Mr.  Davis  pointed  out  that  trans- 
missions to  Africa  had  increased. 

He  mentioned  a  half  hour  of  news 
from  the  U.  S.  for  the  troops  which 
had  been  sent  last  Monday  and  re- 

Victory  Slogan 

NEW  STATION  break: 
'WHO,  Des  Moines,  —  A 
Voice  for  Victory'  has brought  favorable  response 
from  the  public.  The  slogan 
was  adopted  at  the  sugges- 

tion of  Capt.  Frank  Miles, 
World  War  I  veteran,  Iowa 
State  Director  of  Public  Re- 

lations for  the  Selective 
Service  System  and  editor  of 
the  Iowa  Legionnaire,  official 
publication  of  the  Iowa  Dept. 
of  American  Legion. 

Heads  Infantile  Staff 

HOWARD  J.  LONDON,  formerly 
with  Pedlar  &  Ryan,  New  York, 
and  more  recently  radio  director 
for  the  Navy  Relief  Society,  has 
been  appointed  radio  director  for 
the  1943  fight  against  infantile 
paralysis.  George  Brengel,  former 
casting  director  of  Compton  Adv., 
will  be  assistant.  Scriptwriters 
will  include  Frank  Dahm  and  Bet- 

sy Hatch.  Francis  Forrest  is  in 
charge  of  national  radio  publicity 
and  Milton  Ward,  former  radio  di- 

rector of  the  United  Hospital 
fund,  heads  the  New  York  radio 
department. 

Rev.  E.  Howard  Cadle 

THE  REV.  E.  Howard  Cadle,  58, 
nationally  known  radio  evangelist 
and  pastor  of  the  Indianapolis  Tab- 

ernacle bearing  his  name,  died  Dec. 
20  following  an  illness  of  several 
months.  Soon  after  Mr.  Cadle 
opened  his  tabernacle  several  years 
ago  he  began  a  daily  series  of 
broadcasts  over  WLW,  Cincinnati, 
originating  from  the  tabernacle,  in 
addition  to  a  half -hour  Sundays.  A 
few  years  ago  he  presented  radios 
to  some  300  pastorless  churches  in 
the  back  hills  of  West  Virginia, 
Kentucky,  Ohio  and  Indiana  and  it 
was  estimated  that  60,000  persons 
gathered  at  these  small  churches 
to  listen  to  his  Sunday  sermons. 
He  used  his  own  airplane  to  make 
one  night  stands.  His  son,  Lt.  Bu- 
ford  Cadle,  now  of  the  Army  Air 
Forces,  was  his  father's  pilot  and announcer  before  entering  the 
Army.  Surviving,  besides  his  son, 
are  the  evangelist's  widow  and  two 
daughters. 

broadcast  through  Radio  Algiers. 

A  similar  broadcast  of  an  hour's 
length  was  sent  to  North  Africa 
last  Wednesday,  plus  a  news 
broadcast  in  French  for  the  na- 

tives. In  discussing  broadcasts  to 
the  natives  he  explained  that  it 
was  necessary  to  fill  them  in  on 
what  has  happened  in  the  past  as 
well  as  current  developments,  since 
it  was  discovered  shortly  after  the 
invasion  that  natives  had  no  word 
of  the  raid  on  Dieppe  nor  of  Doo- 
little's  raid  on  Tokyo. 

WAVE 
5000  watts  •  NBC 

MAJOR  REISEWALS 
ON  CBS  NETWORK 

CBS  LAST  WEEK  announced  that 
during  the  period  Dec.  28  through 
Jan.  10,  13  sponsors  will  renew  cur- 

rent contracts,  covering  18  differ- 
ent programs,  of  which  eight  are 

broadcast  on  the  full  CBS  network 
of  117  stations. 

Largest  individual  renewal  is 
from  Procter  &  Gamble  Co.,  Cincin- 

nati, for  its  five  serial  programs  on 
CBS,  effective  Dec.  28.  They  are: 
The  Goldbergs  (Duz)  ;  Life  Can  Be 
Beautiful  (Ivory  soap)  ;  Vic  & 
Sade  (Crisco  and  Duz) ;  Pepper- 
Young's  Family  (Chipso  and  Ca- 

may) ;  Ma  Perkins  (Oxydol). 
Compton  Adv.  places  the  first  three 
shows.  Pedlar  &  Ryan  handles  Pep- 

per Young,  and  Blackett-Sample- 
Hummert  is  agency  for  Ma  Per- kins. 

Lever  Bros.  Co.,  Cambridge,  on 
Jan.  4  will  renew  Lux  Radio  The- 

atre on  CBS  and  30  CBC  stations, 
as  well  as  Bright  Horizon,  serial 
drama  for  Swan  Soap.  J.  Walter 
Thompson  Co.  is  the  Lux  agency 
and  Young  &  Rubicam  handles 
Swan. 

Wrigley  Renews 
Sponsor  of  three  full  network 

shows  on  CBS,  all  devoted  to  the 
war  effort,  Wm.  Wrigley  Jr.,  Chi- 

cago, on  Dec.  31  renews  The  First 
Line,  show  assigned  to  the  Navy. 
Agency  is  Arthur  Meyerhoff  &  Co. 
R.  J.  Reynolds  Tobacco  Co.,  Wins- 

ton-Salem, N.  C,  renews  Thanks 
to  the  Yanks  (camels),  Jan.  2, 
through  Wm.  Esty  &  Co.,  and  Cela- 
nese  Corp.  of  America,  New  York, 
on  Jan.  6  renews  Great  Moments  in 
Music,  through  Young  &  Rubicam. 
Dec.  29,  Liggett  &  Myers  Tobacco 
Co.,  New  York,  will  renew  Harry 
James  and  His  Music  Makers. 
Newell-Emmett  Co.  is  the  agency 
for  Chesterfields. 
Two  CBS  commentators  on  the 

full  network  will  be  renewed  Dec. 
26  and  Jan.  2,  respectively,  when 
Parker  Pen  Co.,  Jamesville,  Wis., 
re-signs  Eric  Severeid  and  the  News 
(Quink),  through  J.  Walter 
Thompson  Co.,  and  Curtiss  Candy 
Co.  renews  Warren  Sweeney, 
through  C.  L.  Miller  Co. 

Other  renewals  announced  by 
CBS  are:  Eversharp  Inc.,  Chicago 
(pens  and  pencils),  Jan.  10,  Take 
It  Or  Leave  It,  through  Blow  Co.; 
International  Silver  Co.,  Meriden, 
Conn.,  Jan.  3,  Edward  R.  Murrow, 
through  Young  &  Rubicam;  Johns- 
Manville  Corp.,  New  York  (insula- 

tion), Dec.  28,  Cecil  Brown, 
through  J.  Walter  Thompson  Co.; 
E.  R.  Squibb  &  Sons,  New  York, 
Dec.  28,  Keep  Working,  Keep  Sing- 

ing, America,  through  Geyer,  Cor- 
nell &  Newell,  and  Ironized  Yeast 

Co.,  Atlanta,  Jan.  5,  Lights  Out, 
through  Ruthrauff  &  Ryan. 

FCC  Stays  on  Job 
THE  FCC  does  not  plan  a  recess 

over  the  Christmas-New  Year's holidays.  The  regular  broadcast 
meeting  will  be  held  on  Tuesday, 
Dec.  29,  with  ordinary  business 
carried  on  except  on  the  holidays. 

for  LOUISVILLE  — not  China! 

Ask  your  Agency  to  ask  the  Colonel! 
P  FREE  &■  PETERS,  Inc.,  National  Representatives 

Orson  Welles  in  Film 

ORSON  WELLES,  produeer-dii-eetor of  CBS'  Hello  Americans  and  Ceiling Unlimited,  the  latter  sponsored  by 
Lockheed  and  Vega  Corp.,  Los  Ange- 

les, has  signed  for  the  leading  male 
role  in  Twentieth  Century-Fox's  film, 
"Jane  Eyre". 
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Sterling  Drug  Co. 

Absorbs  Branches: 

New  Units  Planned 

Change  Will  Not  Affect  Sales 
Policies,  Says  Firm  Head 
BOARD  of  directors  of  Sterling 
Drug  Inc.,  formerly  Sterling  Prod- 

ucts, last  week  voted  to  absorb  16 
wholly-owned  domestic  subsidiaries 
and  in  their  stead  to  establish  a 
number  of  new  divisions  within  the 
parent  company.  Consolidation 
becomes  effective  Dec.  31  when 
Sterling  Drug  will  become  an  oper- 

ating company. 
In  announcing  the  realignment, 

James  Hill  Jr.,  president,  said  that 
the  corporate  change  would  leave 
"entirely  undisturbed  the  company's 
sales  policies,  trade  marks  and  ad- 

vertising programs,"  but  that  "the 
Sterling  name  would  appear  for  the 
first  time  on  packages  containing 

many  of  the  company's  popular 
drug  products."  Sterling's  subsidi- 

aries have  been  among  the  leading 
users  of  broadcast  advertising,  both 
in  network  and  spot. 

The  board  also  elected  three  new 
vice-presidents:  Harvey  M.  Manss, 
president  of  the  Bayer  Co.;  Otto 
W.  Ergenzinger,  president  of  the 
Chas.  H.  Phillips  Chemical  Co.,  and 
Harold  B.  Thomas,  president  of  the 
Centaur  Co.  E.  I.  McClintock,  pres- 

ident of  Sterling  Products  Intex-na- 
tional,  and  chairman  of  the  board 
of  the  Sydney  Ross  Co.,  wholly- 
owned  subsidiaries  not  included  in 
the  reorganization,  is  already  a 
vice-president. 
'  The  new  divisions  formed  within 
the  company  are:  Bayer  Co.  Divi- 

sion; Centaur  Co.  Division;  Cum- 
mer Products  Co.  Division;  Chas. 

H.  Phillips  Chemical  Co.  Divi- 
sion, and  R.  L.  Watkins  Co.  Di- 

vision. The  action  of  the  board  in- 
cludes the  following  Sterling  sub- 

sidiaries, listed  with  the  states  in 
which  they  were  incorporated: 
Bayer  Co.  (N.  Y.) ;  Bayer  Co. 
(Calif.)  ;  W.  B.  Caldwell  Inc. 
(111.) ;  California  Fig  Syrup  Co. 
(Calif.);  Centaur  Co.  (N.  Y.)  ; 
Cummer  Products  Co.  (Ohio)  ; 
Delatone  Co.  (111.)  ;  Ironized  Yeast 
Co.  (Del.)  ;  Knowlton  Danderine 
Co.  (111.)  ;  Molle  Co.  (Ohio)  ;  Chas. 
H.  Phillips  Chemical  Co.  (Conn.); 
Proprietary  Agencies  (Del.)  ;  Sterl- 

ing Drug  (W.  Va.)  ;  Synthetic 
Patents  Co.  (N.  Y.)  ;  R.  L.  Wat- 
kins  Co.  Ohio) . 

This  reorganization  follows  the 

Beverage  Alarm 
BRITAIN'S  new  financial 
plan,  called  the  Beveridge  re- 

port, caused  serious  alarm  in 
the  hearts  of  Washington, 
D.  C,  bottlers  recently  when 
Bob  Menefee  mentioned  it 
in  an  early  morning  broad- 

cast over  WJSV,  Washing- 
ton. Following  his  broadcast 

he  was  telephoned  by  the 
head  of  the  local  bottlers' 
association  who  explained 
that  he  had  received  12  calls 
from  harrassed  bottlers 
seeking  "the  dope  on  this 
new  beverage  plan,  and  how 
it  will  affect  supplies  and 

sales." 
action  taken  last  fall  [Broadcast- 

ing, Oct.  26]  when  the  Sterling 
stockholders  ratified  the  board's 
recommendation  that  the  name  be 
changed  from  Sterling  Products  to 
Sterling  Drug  Inc.  Both  steps  are 
toward  the  goal  of  simplification  of 
the  company's  subsidiary  corporate 
structure  and  the  operation  of  some 
of  the  businesses  which  were  con- 

ducted through  subsidiaries,  Mr. 
Hill  explained.  Reorganization  does 
not  affect  the  company's  wholly- 
owned  subsidiaries  in  Canada,  Eng- 

land, Australia,  South  Africa  and 
Latin  America  nor  the  affiliates 
over  which  Sterling  exercises  man- 

agement control. 

Purex  Coast  Series 

PUREX  Corp.,  Los  Angeles 
(bleaching  solution),  formerly  oc- 

casional spot  users,  on  Dec.  21 
started  sponsoring  Boake  Carter, 
news  commentator,  thrice-weekly 
on  8  Don  Lee  Pacific  Coast  sta- 

tions (KHJ  KFRC  KGB  KFRE 
KALE  KOL  KMO  KFIO) ,  Monday, 
Wednesday,  Friday,  9-9:15  a.m. 
(PWT).  Contract  is  for  52  weeks. 
In  addition,  firm  currently  spons- 

ors thrice-weekly  participation  in 
Art  Baker's  Notebook  on  KFI,  Los 
Angeles.  Agency  is  Lord  &  Thomas 
Los  Angeles. 

RUSH  HUGHES,  announcer  of 
KWK,  St.  Louis,  who  had  already 
sold  $2.50.000  in  War  Bonds,  recently 
added  another  $175,000  to  his  sales 
when  he  sparked  a  War  Bond  Rally 
sponsored  by  the  St.  Louis  Maeea- bean  Club. 

Voluntary  Censorship 
{Continued  from  page  H) 

ship  is  a  priceless  responsibility  to 
the  broadcaster — one  he  cannot  af- 

ford to  reject. 
Exercising  voluntary  censorship 

is  a  day  to  day  broadcasting  prob- 
lem. Of  course,  this  problem  breaks 

down  into  iSome  rather  general 
categories  such  as  weather  infor- 

mation, interviews  with  service- 
men and  civilians  from  combat 

zones,  letters  from  men  in  the 
armed  forces,  commercial  copy, 
quiz  and  request  programs,  ship 
launchings,  plane  crashes,  indus- 

trial accidents,  rumors  and  uncon- 
firmed reports,  foreign-language 

broadcasts,  service  announcements, 
and  others.  But  no  two  problems 
are  exactly  alike  in  any  two  sta- 

tions so,  consequently,  there  re- 
mains no  substitute  for  care,  cau- 

tion, investigation  and  thinking  in 
the  term  of  provisions  of  the  Code 
of  Wartime  Practices  for  American 
Broadcasters. 

The  code  will  answer  most  of  the 

broadcaster's  day  in  and  day  out 
censorship  problems.  The  answers 
are  found  upon  reading  the  code 
and  measuring  it  against  such 
problems.  But  for  these  unusual 
problems,  those  borderline  cases, 
those  out-of-the-ordinary  events, 
the  Office  of  Censorship  is  always 
ready  and  willing  to  be  of  as- 
sistance. 
Remember,  censorship  of  any 

kind  is  a  powerful  military  wea- 
pon. Voluntary  censorship,  how- 
ever, is  even  more  powerful  be- 
cause it  is  a  democratic  censorship 

because  any  adaptation  of  the  dem- 
ocratic process  is  more  powerful 

in  the  long  run. 
Let's  make  voluntary  censorship 

work ! 

Night  Club  Sponsors 
TEN  NIGHT  CLUBS  and  restau- 

rants have  signed  13-week  contracts for  a  total  of  13.3  announcements 
weekly  on  WINS,  New  York.  R.  Feld- 
man.  New  York,  placed  eight  of  the 
accounts :  Famous  Door.  Onyx  Club, 
Club  18,  Diamond  Horseshoe,  Dave's Royal  Room  ( Park  Central  Hotel ) , 
Rio  Bamba,  Royal  Casino  and  Uban- 
gi  Club.  Remaining  accounts,  Corso 
Restaurant  and  Dui¥y"s  Tavern,  were placed  direct. 

kalo 
MASON  CITY.  IOWA 

Year  ago,  HOGS  brought  $10.50 

per  cwt.  .  .  .  this  year'$lJi..20.  A 
boost  of  2S'/o  PLUS!  Our  farm- 

er-listeners have  pockets  that 
jingle-jangle. 

DIP  INTO  iwt  ̂'*!L^r;sriSi^i\v^ 

NOW  5000  WATTS 

Old  1000  watf  rales 
are    still    in  effect 

630    KU.    5000    WATTS    DAY  AND 
Nim  BLUE  NETWORK 

net's  Just  See  What  IS, 

the  Maximum  Pull" (  for  our  product,  or  merchan- dising plan,  or  copy  appeal). 
To  get  this  answer  many  of 
the  country's  largest  advertis- 

ers, largest  agencies  have 
"passed  the  ball"  to  us  here 
at  WDZ.  We've  given  them 
a  surprisingly  HIGH  answer 
— at  a  surprisingly  LOW  cost! 
Why  do  they  come  down  here 
"deep  in  the  prairie"?  Because 
they  knoii-  that  on  WDZ  their 
story  is  .  .  . 

Aimed  EXCLUSIVELy\ 

at  the  70%  who  'RctfOMitvt' work  with  their  Hands  . 

1/ 

Twenty  years  of  "Dl  - RECTIONAL  PRO- GRAMMING" does  it. 
TRY  IT  yourself.  We 
can  help  YOU  solve 
many  problems.  Let 
us  show  you  some  ex- amples of  MAXIMUM PULL.  Get  in  touch wi.h    us,  or 

TUSCOLA ILLINOIS 

1 000  WATTS 

HOWARD  H.  WILSON  CO.,  Representatives 
New  York,   Chicago,   Hollyvi^ood,  Seattle 

206,154  Listener  Letters  During  1941!! 

WCOP  belongs 

on  your  adver- 
tising schedule 

for  117  reasons 

.  .  .  shall  we 
enumerate  them 
for  you? 

HEADLEY-REED  CO 

CBS  AFFILIATE     *     WEED  &  COMPANY.  NAT'L REPRESENTATiyES BELONGS  ON  YOUR  SCHEDULE 
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365,000  people  make  the 

YoungstouTi  metropoli- 
tan district  the  third 

largest  in  Ohio. 

WFMJ 

Has  more  listeners  in 

this  rich  market  than 

any  other  station. 

Headley-Reed  Co. 
National  Representatives 

WCHS 

CHARLESTON,  W.  VA. 

5,000*oN  580 
CBS  AFFILIATE 

NASHVILLE.  TENNESS 

THE  NflTlONflL  UFE  AND  nCCIDIWT  WSURilNCE  CQMPflKT, 

FIRST—
 

IN  THE  SOUTH'S 

FIRST 

MARKET 

WREC 

MEMPHIS 

HEADED  BY  General  Manager  Will- 
iam B.  Ryan,  the  staff  of  KGO,  San 

Francisco,  presented  their  personal 
Christmas  greetings  via  the  micro- 

phone in  a  special  holiday-eve  broad- 
cast. The  staff  sang  carols,  presented 

readings,  songs  and  good  wishes  to 
listeners,  advertisers  and  advertising 
agencies.  KGO's  Christmas  cards  car- ried a  personal  invitation  to  listen  to 
the  broadcast. 
EXPANDING  its  news  coverage, 
KXOK,  St.  Louis,  has  added  the  24- 
hour  service  of  UP  and  INS  and 
thus  becomes  the  first  station  in  the 
city  with  complete  service  by  two 
major  news  services.  Round-the-clock 
operation  of  the  station  began  Nov. 
29  to  accommodate  the  thousands  of 
war  workers  who  seek  radio  entertain- 

ment during  all  hours. 

BEARING  the  names  of  eight  for- 
mer WBT,  Charlotte,  employes  is  a 

bronze  plaque  in  the  station's  lobby. Photos  have  been  made  of  the  plaque 
and  will  be  mailed  to  each  man  whose 
name  appears  upon  it. 
FARMERS  and  ranchers  throughout 
Colorado  were  able  to  attend,  by  radio, 
the  recent  Western  Regional  Agricul- tural Conference  held  in  Denver  to 
discuss  food  production  goals  set  up 
by  Secretary  of  Agriculture  Wickard, 
when  KLZ.  Denver,  aired  several  im- 

portant sessions.  Broadcasts  were  ar- 
ranged and  handled  by  Charlie  Rob- 

erts, KLZ  farm  editor. 
WLAC,  NASHVILLE,  last  week  in- 

augurated a  series  of  "salutes"  to  var- ious Southern  states  within  the  WLAC 
listening  area,  to  familiarize  listen- 

ers with  its  recent  increase  in  power 
to  .50.000  watts.  The  salutes  includ- 

ed the  free  offer  of  a  1943  calendar 
bearing  a  picture  of  'Hermitage", 
Andrew  Jackson's  Nashville  home. 
The  calendar  offer  brought  a  tremen- 

dous response. 
WPAT,  Paterson,  N.  J.,  turned  over 
three  and  a  half  hours  of  time  Sun- 

day, Dec.  20,  for  a  broadcast  of  a 
party  for  war  workers  and  soldiers 
held  under  the  auspices  of  the  TJSO 
and  the  local  .Junior  Chamber  of  Com- 

merce. Name  bands,  including  Cab 
Calloway's  and  Vaughn  Monroe's,  con- tributed their  services  gratis,  with  per- 

mission of  the  Musicians  Union.  Titled 
"Smokes  for  Soldiers  Christmas  Vic- 

tory Party,"  the  affair  required  war 
workers  to  bring  packages  of  cigar- 

ettes for  distribution  by  the  USO  to 
nearby  military  camps. 
NEW  AND  RENEWAL  subscribers 
to  Standard  Radio  transcription  serv- 

ice are  :  WOAI  WHAS  KOIL  KFAB- 
KFOR  KWYO  KODK  WINX  WPID 
WNBC  WICA  WHBY  KXEL  WGAU 
WAML  WPDQ  WTAR  WEBR 
KGKY  WLOK  KGLO  KGHL  KTFI 
WDBC. 

WJWC,  Chicago,  during  the  past  four 
months  has  given  a  total  of  3761 
announcements,  136  quarter-hour  pro- 

grams, 110  half-hour  programs  and 
one  two-hour  program  to  federal, 
state  and  civic  war  agencies,  as  a 
war  service.  Departments  represented 
by  the  announcements  and  programs 
were :  Army,  Navy,  Marines,  Coast 
Guard,  Treasury,  Manpower  Commis- 

sion, Civil  Service,  OWI,  OPA, 
WPB  and  Civil  Aeronautics. 

ONE  YEAR  of  Moon  Dial,  half-hour  daily  sportscast  featuring  Arch 
McDonald,  sponsored  by  the  National  Brewing  Co.,  was  observed  by 
WJSV,  Washington.  Guests  included  (1  to  r)  :  Carl  J.  Burkland,  WJSV 
general  manager;  A.  J.  Deute  of  Baltimore,  president  of  National  Brew- 

ing Co.;  Clark  Griffith,  president  of  the  Washington  Senators  American 
League  ball  club;  Mr.  McDonald.  Agency:  Frank  D.  Webb,  Baltimore. 

CAMP  NEWS  broadcast  from  Fort 
Monmouth,  N.  J.,  on  WCAP,  As- 
bury  Park,  N.  .1.,  has  been  expanded 
to  a  twice-weekly  quarter-hour  series. 
Material  for  the  program  is  gathered 
and  presented  by  the  Signal  Corps 
Message,  official  camp  publication. 
LOS  ANGELES  Herald  -  Express, 
which  formerly  conducted  a  Christmas 
Eve  caroling  tour  in  that  city,  in- 

stead sponsored  a  half-hour  broadcast of  the  fj  of  Southern  California  Choir 
on  KH.J,  Hollywood,  that  evening. 
AN  UNUSUAL  contribution  to 
Christmas  observance  was  made  by 
WGY,  Schenectady,  although  the  "pro- grams" were  not  broadcast.  Daily  for a  week  before  Christmas,  programs 
of  special  Christmas  carols  were  piped 
from  the  studio  building  to  two  loud- 

speakers located  on  the  city's  princi- pal business  thoroughfare. 
CROWDS  amounting  to  more  than 
one-third  of  Milwaukee's  population 
will  tour  the  WTMJ  Radio  City  dur- 

ing the  first  half  of  1943  according 
to  Russ  Winnie,  assistant  manager 
of  WTM.J  and  W55M,  the  Milwau- kee Journal  stations.  Since  Radio  City 
was  opened  Aug.  23,  more  than  150,- 000  tour  and  show  tickets  have  been 
issued  and  based  upon  these  figures 
Mr.  Winnie  expects  some  250,000  per- 

sons will  witness  broadcasts  and  an 
additional  45,000  will  tour  the  build- 
ing. 

WBRC,  Birmingham,  celebrates  its 
first  anniversary  in  its  new  studios 
Dec.  28  and  a  complete  paint  job  of 
the  studios  was  made  in  recognition 
of  the  occasion. 

WIL,  St.  Louis,  has  broadcast  more 
than  277  Minute  Men  talks  for  War 
Bonds  and  Stamps.  Arranged  by  Neil 
Norman,  program  director,  series  is 
run  with  cooperation  of  the  local 
Chamber  of  Commerce,  and  features 
talks  by  prominent  men  and  women. 
KFNF,  Shenandoah,  was  honored  re- 

cently by  the  Iowa  War  Savings  Staff 
with  the  announcement  that  the  goal 
in  the  Payroll  Allotment  Plan  had 
been  reached  and  that  the  station  was 
the  first  company  in  West  Page  Coun- 

ty to  reach  the  required  90%  partici- 

pation. 

Yankee  Status 
(Continued  from  page  9) 

stations.  Also  acquired  separately 
is  the  Colonial  Network  Inc.,  which 
holds  no  station  licenses  and  which 
formerly  paralleled  Yankee,  oper- 

ating when  that  network  was  not 
on  the  air. 

Possibility  of  action  on  the 
Yankee  transfer  this  week  was 
seen.  The  Commission  is  not  tak- 

ing a  holiday  recess  and  will  hold 
its  regular  sessions  Tuesday  and 
possibly  Wednesday.  If  all  data  and 
departmental  reports  are  on  hand, 
action  is  regarded  as  likely,  since 
the  Commission  usually  endeavors 
to  clear  its  dockets  so  far  as  pos- 

sible before  the  end  of  the  year. 

\  *«^THERE'S  MORE  FOR  YOUR  MONEY  AT 

BOSTON  F  R  E  D  E  R  I  C  T  O  N  — N.  B. 

^JfelOOO  WATTS— BASIC  CkB.C.  OUTLET 

WEED  and  CO.- U.S.  Representatives 

CFNB 

SiqMd 

25% 

MASS  blood  giving  by  staff  members 
of  KOA,  Denver,  recently  has  brought 
the  station  to  the  point  where  80% 
of  the  staff  have  made  their  contribu- tions. Recent  donors  were :  R. 
Owen,  engineer  in  charge  and  assis- tant manager ;  C.  C.  Moore,  program 
director ;  Engineers  George  Anderson, 
Harold  Austin,  Roy  Carrier,  Joseph 
Rohrer,  Milton  Hall,  Kenneth  Ray- 

mond, Roy  Fell,  Stanley  Neal,  Ver- non Andrews,  Russell  Thompson,  C. 
A.  Peregrine ;  General  office  aides 
Virginia  Gandinie,  Elsie  Alexander, 
Vera  Brown,  Denny  Smith,  Mary 
Keller ;  Staff  Announcers  Gil  Verba, 
Ivan  Schooley ;  Sunshine  Boys  Si 
Westbrook,  Zeke  Beekman ;  Sales 
Promotion  Manager  Randy  Smith; 
Salesman  John  Hendrickson ;  Tele- 

type Operator  Jim  Townsend ;  Musi- cal Director  Milton  Shrednik. 

TO  AID  the  sale  of  War  Bonds,  An- 
drew Schoeppel,  governor-elect  of 

Kansas,  appeared  in  the  first  of  a 
new  series  of  broadcasts  presented  un- 

der the  auspices  of  the  Treasury  Dept. 
by  the  Kansas  State  Teachers  Col- 

lege, over  a  Kansas  radio  network. 
Presented  for  a  half-hour,  the  pro- 

gram consists  of  drama,  music,  narra- 
tion and  a  message  from  the  Treasury 

Dept.,  presented  by  a  prominent  Kan- 
san.  The  program  is  aired  from  9:30- 
10  p.m.  (CWT)  over  KTSW,  Em- 

poria ;  KCKN,  Kansas  City,  Kan. ; 
KANS,  Wichita;  KWBW,  Hutchin- 

son; KVGB,  Great  Bend.  WREN, 
Lawrence,  rebroadcasts  from  10:15- 
10  :30  the  same  evening.  By  transcrip- 

tion the  program  is  also  heard  over 
KGGF,  Coffeyville;  KSAL,  Salina ; 
KGNO,  Dodge  City,  at  various  times 
during  the  week  following  the  live 
broadcast. 
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Blue  Network  in  the  Black 

At  Close  of  Its  First  Year 

Commercial  Success  Due  to  Many  Innovations 

Including  Daytime  Package  Rate 
THE  BLUE  Network,  incorporat- 

ed as  an  independent  company  Jan. 
10,  1942,  after  15  years  of  opera- 

tion as  one  of  two  NBC  networks, 
will  finish  its  first  year  "in  the 
black",  Mark  Woods,  BLUE  presi- 

dent, stated  last  week  in  his  year- 
end  report,  adding  that  it  is  "the 
first  network  to  make  a  profit  in 
its  first  year  of  operation". 

In  addition  to  the  primary  aim 
of  helping  to  win  the  war,  with 
more  than  240  network  hours  de- 

voted to  governmental  programs 
and  others  programmed  in  cooper- 

ation with  government  agencies, 
the  BLUE  also  has  been  building 
for  the  future,  Mr.  Woods  said. 

Only  20%  Commercial 

"We  realize  that  a  broadcasting 
organization,  be  it  station  or  net- 

work, is  judged  in  the  final  analy- 
sis by  the  quality  of  the  programs 

it  presents,"  he  asserted.  "There- 
fore, during  our  first  year  we  have 

plowed  back  into  sustaining  pro- 
grams all  available  money.  Inci- 

dentally, it  is  interesting  to  note 
that  only  20%  of  BLUE  Network 
time  is  commercial,  but  that  this 
small  amount  of  total  time  is  the 
source  of  revenue  which  provides 
the  many  fine  sustaining  programs 
line  of  success,  while  the  businesses 
filling  the  remainder  of  the  broad- 

cast schedule." 
At  present  the  BLUE  commer- 

cial schedule  includes  40  sponsored 
programs  of  which  24  are  new  ac- 

counts, the  network's  sales  depart- 
ment reports,  also  pointing  out  the 

steady  rise  in  the  average  number 
of  stations  used  by  sponsors  from 
70  in  February  to  91  in  December. 
BLUE  clients  include  two  of  ra- 

dio's largest  contracts,  the  report 
states,  the  Ford  series  presenting 
Earl  Godwin  for  15  minutes  seven 
nights  weekly  on  125  stations  and 
the  Coca-Cola  Victory  Parade  of 
Spotlight  Bands  broadcast  six 
nights  a  week  for  25  minutes  on 
137  stations. 

New  Institutional  Copy 
The  report  attributes  the 

BLUE's  commercial  success  in  its 
first  year  to  such  innovations  as 
its  daytime  package  rate  for 
across-the-board  sponsors,  its  spec- 

ial discount  structure  with  progres- 

sively increasing  discounts  as  the 
number  of  stations  is  increased  and 
to  the  BLUE  being  the  first  net- 

work to  introduce  a  2%  cash  dis- 
count. The  BLUE  also  has  stimu- 

lated a  new  type  of  institutional 
advertising,  one-time  programs  cel- 

ebrating special  awards  won  by 
companies,  according  to  the  sales 
dept.  There  have  been  14  such 
broadcasts  this  year,  many  spon- 

sored by  companies  new  to  radio, 
and  in  some  cases  by  companies 
new  to  all  types  of  consumer  ad- vertising. 

During  the  year  the  BLUE  has 
grown  from  116  to  146  affiliated 
stations  which,  together  with  pow- 

er increases,  the  BLUE  estimates 
to  have  added  910,000  radio  fami- 

lies to  its  coverage.  To  maintain  a 
close  contact  with  its  affiliates  and 
to  keep  them  intimately  informed 

on  developments  at  the  network's 
headquarters,  the  BLUE  has  es- 

tablished a  station  advisory  and 
planning  committee,  whose  seven 
members  are  elected  regionally  by 
all  BLUE  stations,  to  act  as  a 
clearing  house  for  station  prob- 

lems involving  network  coopera- 
tion. Further,  the  network  has  in- 

stituted a  weekly  closed  circuit  dis- 
cussion over  network  wires,  with 

department  heads  discussing  new 
developments  and  problems  affect- 

ing the  stations. 

Flexibility  in  Programming 

In  programming,  flexibility  has 
been  the  keynote,  according  to 
Phillips  Carlin,  vice-president  in 
charge  of  programs,  who  stated 
that  "the  BLUE  is  constantly  of- 

fering programs  in  line  with 
changing  conditions,  changing 

thinking,  changing  habits".  During 
the  coming  year  Mr.  Carlin  is  plan- 

ning for  more  service  programs, 
such  as  the  current  Mystery  Chef, 
which  is  designed  to  help  solve, food 
problems  arising  from  meat  and 
butter  shortages,  the  replacement 
of  canned  goods  by  dehydrated 
foods,  and  the  like.  With  conserva- 

tion continuing  as  an  all-important 
theme,  the  BLUE  is  considering 
entering  such  other  fields  as  med- 

icine,   clothing  and  household 

NOW  — Yott  sell  GOODWILL 

12  local  men's  and  women's  Service  Clubs,  to  help 
sell  over  a  half-million  dollars  worth  of  War  Bonds  in 
December,  capitalized  on  the  goodwill  of  the  only 
local  radio  station.  And  KFXM  earned  more  goodwill 
for  the  spot  advertising  that  you  should  capitalize 
on  in  1943. 

SAN  BERNARDINO  K  FXMcALIFORNIA 

THE  GOODWILL  STATION  MUTUAL  BLAIR 

DON'T  SPEAK  same  language, 
but  script  and  sponsor  of  these 
two  commentators  are  identical. 
Exchanging  views  are  (1  to  r)  : 
Jorge  Lumiere,  film  news  commen- tator on  XEW,  Mexico  City; 
Dorothy  Brown,  in  charge  of  con- 

tinuity acceptance,  BLUE  Holly- 
wood; Jimmie  Fidler,  featured  on 

the  weekly  quarter-hour  chatter 
program  by  that  title  on  the  BLUE. 
Sponsor  of  both  is  Carter  Products 
Inc.,  (Arrid).  Scripts  for  the  two 
broadcasts  are  prepared  by  Fidler. 
Lumiere  is  currently  in  Hollywood 
under  auspices  of  the  Mexico  Co- 

ordinator of  Foreign  Affairs  to 
study  U.  S.  trends  in  broadcasting. 

equipment  if  public  necessity  dic- tates. 
In  addition  to  war  programs,  to 

which  the  BLUE  from  Jan.  1 
through  Nov.  30  devoted  644  hours 
of  sustaining  and  103  hours  of 
sponsored  time,  the  network  has 
built  up  a  news  and  commentator 
staff  including  such  names  as 
Baukhage  ,  Godwin,  G  u  n  t  h  e  r. 
Swing  and  Winchell;  has  collected 
such  top-flight  juvenile  shows  as 
the  Lone  Ranger,  Jack  Armstrong , 
Don  Winslow  of  the  Navy  and 
Captain  Midnight,  and  has  just  ac- 

quired the  Boston  Symphony  Or- 
chestra for  a  weekly  series  that 

will  attract  a  large  audience  of 
music  lovers,  in  addition  to  its  ros- 

ter of  popular  musical  and  variety 
shows. 

NBC  Classes  Continue 

HARRY  C.  KOPF,  vice-president 
and  general  manager  of  NBC  Cen- 

tral Division,  announced  last  week 
that  the  NBC-Northwestern  U 
Summer  Radio  Institute,  begun  this 
year  as  an  experiment  in  prepar- 

ing aspirants  for  station  personnel, 
will  resume  classes  in  1943.  All 
graduates  of  the  initial  session  ap- 

plying for  jobs  have  been  placed 
in  active  broadcasting  occupations. 
A  group  of  five  text  books,  based 
on  studies  and  lectures  of  the  1942 
Radio  Institute  and  all  phases  of 
radio  broadcasting,  will  be  publish- 

ed shortly.  Albert  F.  Crews,  In- 
stitute director  and  chairman  of 

the  radio  division,  department  of 
speech,  Northwestern  U,  will  edit 
the  series. 

Blue  Program  Posts 
JAMES  BIXLER,  until  recently 
assistant  production  manager  of 
BLUE,  has  been  reappointed  night 
program  manager.  Position  was 
held  at  one  time  by  Bixler  and 
subsequently  left  vacant,  but  has 
been  reinstated  due  to  recent  de- 

velopments including  special  and 
new  commercial  programs,  which 
have  increased  importance  of  night 
operations.  Addison  Amor,  of  ihe 
night  program  department,  has 
been  named  night  program  man- 

ager. 

NBC  Summer  Institute 

At  Northwestern  in  '43 
SO  SUCCESSFUL  was  the  experi- 

ment conducted  by  NBC  in  collab- 
oration with  Northwestern  U,  in 

starting  the  NBC-Northwestern  U 
Summer  Radio  Institute  in  1942, 
devoted  to  preparing  broadcast 
personnel,  the  Institute  will  again 
be  held  in  1943.  This  announce- 

ment was  made  last  week  by  H.  C. 
Kopf,  vice-president  and  general 
manager  of  NBC  central  division, 
in  revealing  details  of  the  1943 

plans. 

Although  no  suitable  text  books 
were  available  for  the  1942  school, 
Judith  Waller,  central  division  pub- 

lic service  director,  reports  that  a 
group  of  five  textbooks,  based  on 
the  1942  experience,  have  been  pre- 

pared for  use  next  year.  NBC  plans 
to  make  these  texts  available  to 
the  general  public  early  in  1944, 
after  being  used  in  planograph 
form  at  the  1943  school. 

Success  of  the  1942  venture  was 
attested  by  the  fact  that  all  grad- 

uates who  applied  for  job  place- 
ment were  placed  actively  in  broad- 

casting, and  requests  had  been  re- ceived from  radio  stations  for  150 

graduates  over  and  above  the  num- ber available. 

DELIVERY  of  communications  equip- ment to  the  Signal  Corps  jumped 
30.5%  in  dollar  volume  in  November 
over  October,  while  all  equipment  pro- 

cured by  the  Army  Service  of  Supply 
increased  13.5%  for  the  month,  Sec- 

retary of  War  Stimson  said  Dee.  12. 
November  deliveries  to  the  Signal 
Corps  were  1328%  above  January, with  all  deliveries  up  337%. 

BALTIMORE'S  BLUE 
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WDRC 

CONNECTICUT'S  PIONEER  BROAOCASTER 

More  Impressive  Role  for  Radio  Seen 

By  La  Roche  in  Analyzing  Year  Ahead 

9,218  FAMILIES 

TELL  ALL  ABOUT 

LISTENING  HABITS 

Get  latest  survey — no  cost! 
Here's  liuw  to  gel  next  to  the  billion- dollar  Iowa  market!  New,  impartial,  all- 
inclusive  ^^Summers-Whan**  Iowa  Radio 
Survey  covers  all  99  counties,  discloses 
5-year  trends  in  listening  habits  and 
preferences  as  to  stations  and  programs. 
Maps  and  facts  on  Iowa  listeners  in 
various  age  groups  and  educational 
levels^—city,  small-town  and  farm.  You 
need  it  to  do  a  good  job  in  Iowa.  Get 
it  today  I  No  cost,  no  obligation. 

Central  Broadcasting  Co., 
91 2  Walnut  St.,  Des  Moines,  Iowa 

Nat.  Rep.:  The  Walker  Company 
Boston:  Bertha  Bannan 

WFBG 

ALTOONA,  PA. 
•  NBC  RED 
•  BLUE  NETWORK 
•  250  WATTS 
•  FULL  TIME  OPERATION 
•  RAILROAD   SHOPS  ON 

FULL    TIME  SCHEDULE 

WFBG  provides  the  only  foil  cov- 
erage of  the  Altoona  trading  area. 

By  CHESTER  J.  LaROCHE 
Chairman,  The  Advertising 

Mr.  LaRoche 

CAST  AS  a  major  weapon  in  the 
nation's  psychological  arsenal,  ra- 

dio has,  during  the  past  year,  ful- 
filled its  highest  responsibilities  of 

public  service. 
Networks,  indi- V  i  d  u  a  1  stations 
and  local,  as  well 
as  national  radio 
advertiser  have 
given  freely  of 
their  talents  and 
facilities  to  carry 
home  to  the  na- 

tion the  story  of 
total  war. 

The  volume  of 
sustaining  time  contributed  for  war 
themes  is  indeed  impressive;  a  re- 

cent analysis  indicated  that  the 
four  major  networks  alone  have  de- 

voted over  3,000  broadcast  hours  to 
war  information — the  equivalent  of 
more  than  125  solid,  round-the- 
clock  blocks  of  time,  or  approxi- 

mately three  full  hours  of  time 
every  day  in  the  year.  Add  to  this 
other  thousands  of  war  programs 
and  spot  announcements  contrib- 

uted by  local  stations. 
Allocation  Plan 

From  its  inception.  The  Advertis- 
ing Council,  which  was  originated 

to  marshall  the  forces  of  advertis- 
ing in  behalf  of  the  war  effort,  has 

been  keenly  aware  of  the  manner 
in  which  radio,  along  with  other 
major  media,  has  converted  its 
thinking  and  planning  to  the  needs 
of  a  nation  at  war.  The  Council  is 
proud  of  its  participation  in  the  de- 

velopment of  the  radio  allocation 
plan,  which  transformed  into  an  or- 

derly pattern  a  set  of  circumstances 
that  might  otherwise  have  led  to 

Frequency  Shift  Plea 

Is    Dismissed   by  FCC 

DISMISSAL,  without  prejudice,  of 
the  applications  of  WBT,  Charl- 

otte; WBBM,  Chicago;  KFAB, 
Lincoln,  Neb.,  and  WJAG,  Nor- 

folk, Neb.,  looking  toward  a  fre- 
quency shift  which  would  give 

WBBM  full  clear-channel  status 
without  nighttime  synchronization 
on  780  ks.,  was  authorized  by  the 
FCC  last  Wednesday  upon  petition 
of  all  the  parties.  Inability  to  pro- 

cure the  necessary  equipment  to 
permit  the  type  of  operation  pro- 
posted,  because  of  war  freezes,  re- 

sulted in  the  joint  plea. 
The  applications,  pending  for  the 

last  two  years,  contemplated  du- 
plicated operation  of  WBT,  now 

on  1110  kc.  with  KFAB,  leaving  the 
780  kc.  frequency  to  WBBM. 
KFAB  would  increase  power  to 
50,000  watts.  WJAG,  now  operat- 

ing limited  time  on  1090  kc,  would 
shift  to  780  kc.  daytime.  The  shift 
would  be  in  conformity  with  the 
Havana  Treaty. 

TAKINfi  its  tit)e  seriously,  Civilians 
<it  War.  regular  feature  of  W.TSV, 
AVasliiiigtou,  written  by  Lew  Shol- 
Icnlx'rKcr.  i)resente(l  100  War  Dept. 
I'lnpldycs  in  a  siiecial  program  of 
Christmas  Carols.  The  choral  group 
was  chosen  to  represent  the  thousands 
of  Government  workers  in  Washing- 

ton who  are  aiding  the  war  effort. 

confusion  and  inefficient  use  of  ra- 
dio's tremendous  resources. 

The  Council's  Agency  Radio  Ad- 
visory Committee  has  been  an  ac- 

tive force  in  developing  this  pat- 
tern in  conjunction  with  the  OWI's Radio  Division.  The  degree  to  which 

radio  plays  an  important  part  in 
the  Council's  activities  was  further 
enunciated  only  recently  when  a 
special  committee  of  leading  users 
of  network  time  was  set  up  to  work 
with  the  agency  group. 

One  of  the  most  striking  uses  of 
radio  geared  to  the  prosecution  of 
the  war  is  the  drug  and  cosmetic 
industries'  space  and  time  pool,  by 
means  of  which  important  spon- 

sored network  programs  are  being 
used  to  promote  the  sale  of  war 
bonds.  In  total  war  there  are  no 
bystanders.  In  total  war  all  the  peo- 

ple have  to  be  called  on  for  various 
extraordinary  actions  or  restric- 

tions of  actions.  It  is  necessary  to 
ask  them  to  do  things  they  are  not 
used  to  do — and  to  do  without 
things  they  are  accustomed  to  hav- 

ing. In  total  war  everybody  must 
buy  abnormally,  give  abnormally 
and  live  abnormally. 

Selling  ideas  to  masses  of  people 
is  advertising's  forte.  As  our  armed forces  intensify  their  victory  tempo, 
it  will  be  necessary  for  us  to  step 
up  the  pace  of  our  information  ac- 

tivities on  the  home  front.  Ration- 
ing, salvage,  conservation,  bonds 

and  more  bonds — these  and  other 
appeals  will  be  continuously  ham- mered home.  As  a  major  medium 
of  mass  communication,  radio  is 
slated  to  play  an  even  more  impres- 

sive role  during  1943  than  in  the 
months  since  Pearl  Harbor. 

Gen.  Foods  Shifts 
GENERAL  FOODS  Corp.,  New 
York,  on  Jan.  1  is  giving  up  the 
five-weekly  broadcast  on  NBC  of 
the  serial  Young  Dr.  Malone,  for 
Post  Bran  Flakes,  10:45-11  a.m.  on 
15  stations.  The  serial  continues  on 
87  CBS  stations,  Monday  through 
Friday  2-2:15  p.m.,  according  to 
Benton  &  Bowles,  New  York.  The 
company  is  discontinuing  sponsor- 

ship of  Don  Winslow  of  the  Navy 
on  the  BLUE  five-weekly  6-6:15 
p.m.  for  the  same  product.  No  re- 

placement has  been  set.  It  is  under- 
stood Procter  &  Gamble  Co.,  Cin- 

cinnati, has  taken  an  option  on  the 
10:45  morning  period  on  NBC. 

Cardinal,  Brown  Games 
On  KXOK  for  Brewery 
MAJOR  LEAGUE  home  games  of 
the  St.  Louis  Cardinals  and 
Browns,  except  Sundays  and  holi- 

days, will  be  broadcast  on  KXOK, 
St.  Louis,  sponsored  by  Hyde  Park 
Breweries  Inc.,  that  city,  Clarence 
G.  Cosby,  KXOK  sales  manager, 
announced  last  week. 
France  Laux,  veteran  World 

Series  announcer,  will  handle  the 
announcing  for  the  third  succes- 

sive year  over  KXOK  and  the  Hyde 
Park  Radio  Network,  which  last 
year  comprised  seven  stations  in 
Missouri  and  Illinois.  Contract  was 
negotiated  bv  Gene  Gordon  for 
Hyde  Park,  Cosby  for  KXOK,  E. 
F.  Haskell  and  C.  O.  Husting  for 
Young  &  Rubicam,  agency  hand- 

ling the  account. 

Progress  in  Music 
Forseen  for  Year 

BMI  Plans  to  Continue  Its 

Competition  with  ASCAP 

ASSERTING  that  Broadcast  Mu- 
sic Inc.,  has  saved  the  industry 

approximately  $1,000,000  annually 
from  the  sum  paid  in  1940  to 
ASCAP,  M.  E.  Tompkins,  BMI 
general  manager  said  in  his  year 
end  statement  that  his  organiza- 

tion "enters  1943  by  embarking  on 

a  campaign  of  increased  service" to  give  further  assurance  against 
"attack  by  any  monopolistic  ag- 

gressor in  the  field  of  copyrighted 

music." 

Mr.  Tompkins  wrote  that  1942 
saw  BMI  pass  from  a  purely 

emergency  phase  to  "an  aggressive 
and  permanent  organization."  He described  BMI  activities  as:  build- 

ing stocks  of  popular  phonograph 

records,  issuing  the  country's  top 
tunes,  clarifying  license  provisions 
of  the  ASCAP  consent  decree,  and 

arranging  conferences  with  sta- 
tion program  directors. 

Original  Aim 
When  it  began  two  years  ago,  he 

explained,  BMI  "geared  its  oper- 
ations to  the  sole  purpose  of  sup- 

plying the  broadcasting  industry 
with  enough  music  to  enable  it  to 
continue  its  service  to  the  public 
without  interruption  during  the 
time  that  the  music  licensed  by 

ASCAP  was  unavailable." "As  a  result  of  the  success  of 

BMI,"  Mr.  Tompkins  said,  "broad- 
casters were  offered  a  new  ASCAP 

license  on  a  much  more  equitable 
basis  than  they  had  even  hoped 
for.  BMI  was  then  in  a  position 
to  realign  its  organization  for  its 
permanent  function  of  maintaining 
competition  in  the  music  licensing 
field  so  that  the  American  broad- 

casters would  never  again  find 
themselves  at  the  mercy  of  a  single 

dominating  music  licensing  organi- 

zation." 

He  said  BMI  now  has  licensed 
nearly  900  stations  —  804  in  the 
United  States  and  88  in  Canada, 

as  well  as  major  and  regional  net- 
works. "With  this  support,"  he  de- 
clared, "BMI's  financial  position  is 

assured  beyond  question." 

The  End  of 

the  Rainbow 

Let  WAIR  guide  yoa  to  that  evasive 
pot  of  gold.  Winston-Salem  workers are  ̂ ell  paid,  sure  u£  ttieir  jobs, 
easy  to  sell  when  you  use  the  right 
medium.  In  this  great  market,  the 

right  medium  is~— 

WAIR 

Winston-Salem,  North  Carolina 
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Keystone  Net  Head 

Would  Help  Locals 

Sillerman  Says  Disc  Methods 

Spread  National  Accounts 

CITING  the  growth  of  the  Key- 
stone transcription  network  in  its 

two  years  of  operation,  Michael  M. 
Sillerman,  president  of  KBS,  said 
in  his  year-end  statement  that  his 
organization  will  deliver  an  in- 

creasing volume  of  national  adver- 
tising to  small  stations  now  suf- 

fering a  serious  decline  in  local 
billings. 

"As  1942  closes,"  Mr.  Sillerman 
wrote,  "it  rounds  out  the  second 
full  year  of  the  operation  of  the 
Keystone  transcription  network. 
More  national  advertisers  have 
made  their  debut  in  the  secondary 
markets  through  Keystone,  and 
thus  a  new  type  of  important  na- 

tional business  has  been  made  avail- 
able to  small  stations." 

Speaks  for  Locals 

Eeferring  to  statements  by  FCC 
Chairman  James  Lawrence  Fly, 
and  the  NAB  on  the  shrinkage  of 
local  billings,  Mr.  Sillerman  de- 

clared "There  are  204  radio  sta- 
tions affiliated  with  Keystone.  We 

are  in  a  position  to  speak  for  the 
country's  small  stations  about 
whom  justifiable  concern  has  been 

expressed." 
"Through  our  efforts,  as  a  na- 

tional transcription  system,  we  in- 
tend to  deliver  an  increasing  vol- 

ume of  national  advertising  billing 
to  our  affiliates — the  country's 

■  small  stations — and  thus  help  al- 
leviate the  problem  brcught  about 

by  the  shrinkage  in  local  billings." 
The  statement  also  described  the 

efforts  the  transcription  network  is 

making  to  "spread  the  'gospel'  of 
the  secondary  market"  and  to  "feed 
vital  government  messages  and  war 
effort  material  to  areas  that  arr 
otherwise  devoid  of  this  informa- 
tion." 

RCA  Agency  Status 

ALTHOUGH  it  had  been  reported 
as  definite  that  Lord  &  Thomas, 
New  York,  was  resigning  as  agency 
for  RCA  and  its  subsidiary  com- 

panies, an  executive  of  the  agency 
told  Broadcasting  last  week  that 
the  matter  was  still  under  discus- 

sion between  the  interested  parties 
and  that  no  positive  decision  had 
been  made  one  way  or  the  other. 

W.TZ,  New  York,  cooperated  with  the 
Brooklyn  Junior  Chamber  of  Com- 

merce, in  a  War  Bond  project  which 
resulted  in  the  sale  of  over  $5,000,- 
000  in  War  Bonds,  at  the  Chamber's 
annual  Christmas  luncheon,  Dec.  21. 

PAY,  JURISDICTION 
CAUSE  WTTM  STRIKE 

DISPUTE  between  the  Interna- 
tional Brotherhood  of  Electrical 

Workers  (AFL)  and  WTTM,  Tren- 
ton, over  compensation  and  union 

jurisdiction  resulted  in  a  strike 
against  the  station  Dec.  18,  both 
parties  reported  last  week.  William 
Maregolis,  Government  mediator, 
had  intervened  in  the  case  Dec.  11, 
the  U.  S.  Conciliation  Service  said, 
and  reportedly  has  arranged  for 
the  New  Jersey  State  Mediation 
Board  to  consider  the  compensa- tion issue. 

Meanwhile,  A.  Harry  Zoog,  gen- 
eral manager  of  WTTM,  told 

Broadcasting  by  long  distance 
telephone  that  the  controversy  was 
purelv  one  of  jurisdiction  between 
IBEW  and  ACA  (CIO).  He  said 
it  affected  only  three  announcers, 
two  salesmen,  two  office  employes 
and  a  newswriter.  IBEW  spokes- 

men in  Washington  insisted  that 
the  entire  staff,  except  for  three 
ACA  members,  was  out.  IBEW 
said  it  had  informed  the  station  in 
October  that  employes  were  affili- 

ated with  the  union,  but  had  been 
unable,  "after  repeated  efforts"  to meet  with  responsible  officials. 
IBEW  insisted  that  the  compensa- 

tion issue  was  responsible  for  the 
walkout. 

Quaker  Soup 

QUAKER  OATS  Co.,  Chicago,  ex- tensive user  of  both  network  and 
spot  advertising  for  its  cereals  and 
flours,  is  introducing  a  new  line  of 
dehydrated  soaps,  to  be  marketed 
under  the  name  "Aunt  Jemima". Sherman  K.  Ellis  &  Co.,  New  York, 

agency  handling  the  firm's  Aunt 
Jemima  pancake  flours  and  Petti- 
john's  cereal,  is  appointed  to  han- 

dle advertising  for  the  new  prod- 
uct. No  media  plans  have  been  set. 

Morse  Heads  WSBA 
APPOINTMENT  of  Otis  Morse  IV 
as  manager  of  WSBA,  York,  Pa., 
has  been  announced.  Mr.  Morse  has 
been  serving  as  program  director 
since  the  station  opened  last  Sept. 
1.  Succeeding  him  in  the  program 
post  is  Max  Robinson,  former  an- 

nounced of  WHO,  Des  Moines. 

NED  BURMAN.  formerly  newscaster 
and  announcer  of  KQW,  KSFO, 
KJBS  and  other  San  Francisco  sta- 

tions, now  a  sergeant  in  the  Marines, 
is  a  combat  correspondent  in  the  South 
Pacifie.  His  account  of  one  of  the  air 
battles  over  Guadalcanal  recently  ap- 

peared in  the  American  press. 

MBS  Celebrates 
MBS  celebrates  its  sixth  year  of 
coast-to-coast  operations  Dec.  29.  Or- 

ganized in  1934,  the  network  did  not 
expand  to  transcontinental  propor- 

tions until  19.36,  when  the  Don  Lee 
Broadcasting  System  of  California,  and 
the  Northwest,  joined  it. 

TESTING? 

Reach  a  big  chunk 
of  ILLINOIS  ...  do 

your  testing  thru  the 
DECATUR  station 

250  W.  1340.  Full  Time. 
Sears  &  Ayer,  Reps. 
How  can  we  help  you? 

SOY 

Educators  Seeking 

School  Equipment 

Urge  Public  to  Donate  Sets 
For    Classroom  Courses 

MAJOR  OBJECTIVES  of  the 
Federal  Radio  Education  Commit- 

tee for  1943,  outlined  at  a  recent 
executive  board  meeting  in  Wash- 

ington [Broadcasting,  Dec.  21]  in- 
clude a  campaign  to  encourage  the 

public  to  give  extra  radio  sets  to 
schools  and  a  study  to  determine 
how  schools  can  make  better  use 
of  available  education  programs. 

With  the  fate  of  colleges  in  the 
balance  the  FREC  will  undertake 
a  study  of  subjects  which  might 
be  taught  by  radio. 

At  a  dinner  Dec.  18  in  Washing- 
ton, given  by  the  D.  C.  Chapter, 

Assn.  for  Education  by  Radio,  for 
FREC  executive  board  members, 
Neville  Miller,  NAB  president,  de- 

clared that  the  use  of  radio  in 
schools  must  be  considered  as  a 

most  important  project  by  the  in- 
dustry. Loss  of  education  today  as 

a  result  of  the  war  will  not  become 

apparent,  he  said,  for  10  or  15 
years.  Just  how  the  problem  will 
be  solved  remains  to  be  worked  out. 

Studies  Completed 
Outlining  the  background  of  the 

FREC,  Mr.  Miller  explained  that 
field  studies  conducted  by  Princeton 
and  Ohio  U  have  been  completed. 
He  praised  the  script  exchange 
service  and  circulating  transcrip- 

tion libraries  originated  by  the 

group. 
He  paid  tribute  to  the  various 

Government  agencies  which,  he 
said,  have  been  staffed  with  com- 

petent personnel  from  the  industry. 
He  lauded  the  present  censorship 
system  of  voluntary  cooperation 
and  added,  "It  is  very  important 
that  broadcasting  remain  in  the 

free,  untrampled  field." H.  B.  McCarty  of  the  OWI,  on 
leave  as  general  manager,  WHA, 
Madison,  Wis.,  commented  on  the 
uncertain  future  of  universities. 
He  said  "here  is  where  radio  may 
rise  to  its  opportunity".  He  assert- ed that  radio,  both  commercial  and 
educational,  faces  "a  tremendous 
opportunity"  in  filling  the  gap 
which  will  be  brought  through  cur- 

tailment of  college  work  because 
of  the  war. 

Maj.  Harold  W.  Kent,  War  Dept. 
Bureau  of  Public  Relations  radio 
branch  and  national  president  of 
AER,  spoke  briefly. 

Guests  at  the  dinner  included 
Judith  Waller,  NBC  Director  of 
Education,  Chicago;  George  Adair, 
assistant  chief  engineer,  FCC;  Eli- 

zabeth Gowdy,  national  secretary, 
AER,  and  Dr.  Franklin  Dunham, 
former  director  of  education,  NBC, 
now  with  the  USO. 

WAVERLY  ROOT,  news  commenta- 
tor of  AVINS,  New  York,  is  the  com- 

mentator of  a  special  short  on  "What 
Happened  to  Hess?",  a  baeljground 
story  of  Rudolf  Hess"  flight  to  Eng- land, currently  being  shown  at  the 
Emhassv  Xewsreel  Theatres  in  New 
Yorlv. 

ntlTtSH  COCUMHA 
LAND  OF  OPPOtTUNinr 

i 

VANCOUVER,  CANADA 
J  H.  McGILLVRA  (U  S  ) 
H  N.  STOVIN  (CANADA) 

NEW  ORLEANS 

50,000  WATTS 

The  Greatest  Selling  POWER 

in  the  South's  Greatest  City 

CBS  Affiliate 

Naf'l  Rep.  -  The  Katz  Agency  Inc. 

KLX,  Oakland,  Cal. 
more  than  meets  our  every 

requirement  .  .  .  news  every 
hour  on  the  hour. 

Joseph  R.  Knowland 

CBS-50KW
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Actions  of  the 

FEDERAL  COM3IUNICATIONS  COMMISSION 

 DECEMBER  19  TO  DECEMBER  23  INCLUSIVE  

Decisions  .  .  . 
DECEMBER  22 

WTBO,  Cumberland,  Md.— Granted  con- 
sent to  transfer  control  of  Associated 

Broadcasting  Corr).,  Station  WTBO.  from 
Mrs.  Aurelia  S.  Becker,  administratrix  of 
estate  of  deceased  husband,  Frank  V. 
Becker,  to  Aurelia  S.  Becker  as  an  indivi- 

dual. No  monetary  considei'ation  involved. 
WJWC,  Hammond,  Ind. — Granted  spe- 

cial service  authorization  to  April  1,  1944 
to  operate  with  5  kw,  DA-night,  on  1520  kc. 
WOOD,  Grand  Rapids— Granted  rpecial 

temporary  authority  to  operate  WOOD 
unlimited  on  1300  kc.  with  5  kw.  power, 
for  60  days. 
WGNY,  Newburgh,  N.  Y.— Denied  peti- 

tion for  reconsideration  of  application  for 
special  service  authorization  to  operate  un- 

limited time  with  1  kw.  power,  heretofore 
denied  on  Sept.  8,  1942. 
WBAX,  Wilkes-Barre,  Pa.— Granted  pe- 

tition for  extension  of  effective  date  of 
Decision  and  Order  re  application  for  re- 

newal of  license  for  period  of  90  days. 
Granted  temporary  renewal  of  licenses 

to  Feb.  1,  1943:  KBST  KCMC  KCR.J 
KFMB  KGEZ  KGFW  KGGF  KGKL  KHBC 
KHBG  KID  KIEM  KINY  KPLT  KRBA 
KRBC  KVGB  KWFC  KWKH  KXL  WAAB 
WBBZ  WBNX  WBRW  WCAZ  WCBT 
WEDC  WF'"!  WFPG  WFTC  WGES WHOM  WING  W.TRW  WLP.T  WLOF 
WNBZ  WOCB  WOKO  WTEL  WTRC. 

Granted  license  renewals:  KCRC  KEVE 
KGCX  KGIR  WHK  WQBC ;  WSPB  (to 
Oct.  1,  1943)  ;  WFIN  (to  Oct.  1,  1944). 
W65PH,  Philadelphia  —  Denied  petition 

for  grant  of  application  for  modification 
of  CP  to  change  transmitter  and  studio 
locations,  change  transmitter  type,  change 
antenna  system  and  for  decrease  in  cover- 

age; and  modification  of  CP  for  extension 
of  completion  date;  designated  both  appli- 

cations for  hearing. 
WHEC  Inc..  Rochester.  N.  Y.— Granted 

CP  for  new  high  frequency  (FM)  station 
subject  to  Ord°r  No.  79  (policy  re  news- 

paper ownership  of  radio  stations) ;  chan- 
nel 44,700  kc. ;  3,200  square  miles,  subject 

to  meeting  engineering  conditions. 
W5XAU,  Oklahoma  City— Present  li- 

cense further  extended  on  temporary  basis 
to  Feb.  1,  1943,  pending  determination 
upon  applicftion  for  renewal. 
W9XLA,  Denver— Same. 
WRUL,  Boston— Same. 
Telegraph-T*adio  action — Deleted  from  all 

outstanding  authorizations  the  frequencies 
6370,  11145  5>nd  13050  kc,  presently  as- 

signed to  Radiomarine  Corp.  of  America, 
for  coast->l  t3legraph  services,  and  assigned them  to  the  international  broadcast  service. 

DECEMBER  23 

WBZ,  Boston — Dismissed  without  preju- 
dice petiton  for  leave  to  intervene  and 

enlarge  issues  in  re  application  of  WCOA, 
Pensacola,  F'a.,  for  CP  (Docket  6441). 
WBT,  C'a-Iotte;  W  B  B  M,  Chica-ro; 

KFAB,  Lincoln  Neb.;  WJAG,  Norfolk, 
Neb. — Granted  petition  to  dismiss  without 
prejudice  applications  for  CPs. 
W9XER,  Kansas  City,  Mo.— Granted  mo- 

tion to  d'sm  ss  without  prejudice  applica- tion for  developmental  broadcast  station. 
NEW,  B-tler  Broadcasting  Co.,  Hamil- 

ton, O. — Granted  petition  to  dismiss  with- 
out prejudice  application  for  new  station  ; 

dismissed  motion  for  extension  of  time 
within  which  to  file  exceptions. 

Applications  .  .  . 
DECEMBER  22 

WCBI,  Columbus.  Miss. — Modification  of 
license  to  change  frequency  from  1400  to 
1340  kc.    (1400  kc.) 
KGNC,  Amarillo,  Tex. — Modification  of 

license  to  change  frequency  from  1440  kc. 
to  860  kc.  and  decrease  power  from  1  kw. 
N,  5  kw.  D.  to  500  w  N,  5  kw.  D  (1440 kc.) 
WJRM,  Elkins,  W.  Va.— Modification  of 

CP,  as  modified  for  new  station,  for  exten- 
sion of  commencement  and  completion dates. 

WENL,  Columbia,  S.  C— Modification 
of  license  to  change  name  of  licensee  from 
The  Liberty  Life  Ins.  Co.,  to  Surety  Life Ins.  Co. 
KFMB,  San  Diego,  Cal.— CP  to  make 

changes  in  transmitting  equipment. 

PLEASANT   FAREWELL  and  a 
warm  welcome  were  evidenced  as 
Jack  Tiffany  (left),  chief  engineer 
of  WKRC,  Cincinnati,  for  the  last 
four  years,  resigned  to  join  West- 

ern Electric,  and  George  Wilson 
(center)  was  appointed  his  suc- 

cessor. Wilfred  Kennedy  (right) 

was  given  Wilson's  post  as  su- perintendent of  engineers. 

CONTROL ^^^^ 
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AVILI.IAM  WERNICKE  1ms  joined 
the  engineering-  staff  of  WOR,  New 
York,  replacing  Henry  Harrison,  re- 

signed Dee.  19.  Earl  Salmon  has  re- 
signed from  the  station's  recording division. 

CHARLES  T.  EVANS,  formerly 
sound  technician  of  the  Chicago  Board 
of  Education,  has  joined  the  sound  ef- 

fects staff  of  NBC  Chicago. 

CHARLES  BLANCHARD  Jr.,  engi- 
neer of  NBC  Chicago,  has  enlisted  in 

the  Navy.  He  vs'ill  be  replaced  by  E. 
I.  Eisenmenger,  former  NBC  em- 

ployee on  leave  of  absence  from  the 
Army  Signal  Corps. 
RAY  BAIRD  has  resigned  as  chief 
engineer  of  WCED,  DuBois,  Pa.,  and 
Vernon  Stahl  has  been  appointed  act- 

ing chief  engineer. 
GEORGE  HAGERTY,  assistant  chief 
engineer  of  KYW,  Philadelphia,  be- 

came the  father  of  a  boy  born  Dec. 12. 

AVILLIAM  CAMPBELL,  new  to  ra- 
dio, has  joined  the  control  staff  of 

CHML,  Hamilton,  Ont. 

GLEN  CROY,  formerly  in  the  con- 
trol room  of  Pearl-Tone  Recording 

Studios,  Des  Moines,  has  accepted  a 
position  on  the  control  staff  of  WLEU, 
Erie,  Pa. 
RALPH  WEBER,  engineer  of 
AVHIO,  Dayton,  has  joined  the  Army 
Signal  Corps. 
WALLACE  W.  WILSON,  formerly 
of  WNOX.  Knoxville,  Tenn..  has 
joined  the  technical  staff  of  WOWO- 
WGL,  Fort  Wayne,  Ind. 

COMPLAINT  was  issued  by  the  Fed- eral Trade  Commission  Dec.  22  against 
Frank  .1.  Marks  and  Book-A-Week 
Club  Inc.,  New  York,  for  misrepre- sentation in  brradeasting  continuities 
and  other  advertising  media.  FTC  said 
Marks  falsel.y  represented  "National 
Committee  for  Education"  as  a  group of  teachers  whereas  it  was  merely  his 
trade  name,  and  used  other  mislead- 

ing devices. 

WIBG,  Philadelphia,  has  announced 
its  ac(juisition  of  the  AP  radio  news 
wire  of  Press  Assn.,  radio  subsidiary 
of  Associated  Press. 

Network  Accounts 
All  time  Eastern  Wartime  unless  indicated 

New  Business 

PUREX  Corp.,  Los  Angeles  (bleaching  so- 
lution), on  Dec.  21  started  B^ake  Carter 

on  8  Don  Lee  Pacific  stations,  Hon.,  Wed., 
Fri.,  9-9:15  a.m.    (PWT).   Agency:  Lord 
6  Thomas,  Los  Angeles. 
J.  B.  WILLIAMS  Co.,  Montreal  (shave 
cream),  on  Jan.  3  starts  he  Chanson  de 
Roland  Bedard  on  CKAC,  Montreal,  and 
CHRC,  Quebec,  Sun.  8:45-8:55  p.m.  Agen- 

cy :  J.  Walter  Thompson  Co.,  Montreal. 

Renewal  Accounts 

COLGATE-PALMOLIVE  PEET  Co.  Ltd., 
Toronto  (various  products)  on  Jan.  1  re- 

news The  Happy  Gang  on  33  Canadian 
Broadcasting  Corp.  stations,  Mon.  thru 
Fri.  1:15-1:45  p.m.  Agency:  Lord  & 
Thomas  of  Canada,  Toronto. 
COLGATE-PALMOLIVE  PEET  Co..  To- 

ronto, on  Jan.  1  renews  Lea  Joyeux  Trou- badours on  5  Canadian  Broadcasting  Corp. 
French  stations,  Mon.  thru  Fri.  11:30-12 
noon.  Agency:  Lord  &  Thomas  of  Can- 

ada, Toronto. 
COLGATE-PALMOLIVE  PEET  Co.,  To- 

ronto (Cashmere  Bouquet)  on  Jan.  5  re- 
news La  Min  d'Or  on  4  Canadian  Broad- 

casting Corp.  French  stations,  Tues.  8:30- 
9  p.m.  Agency:  Lord  &  Thomas  of  Can- 

ada, Toronto. 
COLONIAL  DAMES  Corp.,  Los  Ange- 

les (cosmetics),  on  Dec.  18  renewed  for 
52  weeks  Find  the  Woman,  on  9  CBS 
Pacific   and   Arizona   stations,   Fri.,  9:55- 
10  p.m.  (PWT).  Agency:  Glasser-Gailey  & Co.,  Los  Angeles. 
THOMAS  J.  LIPTON  Ltd.,  Toronto 
(teas),  on  Jan.  3  renews  for  13  weeks  Lip- 
fon's  Tea  Musicale  on  34  Canadian  Broad- 

casting Corp.  stations.  Sun.  6-6 :30  p.m. 
Agency:  Vickers  &  Benson,  Toronto. 
DEPT.  OF  FINANCE,  Ottawa  (war  sav- 

ings) on  Dec.  20  renewed  for  13  weeks 
Natio)ial  War  Finance  Program  on  53  Ca- 

nadian Broadcasting  Corp.  stations.  Sun. 
7:30-8  p.m.  Agency:  Adv.  Agencies  of  Can- 

ada, War  Finance  Group,  Toronto. 
CAMPBELL  SOUP  Co.,  Toronto  (soups), 
on  Jan.  1  renews  Jeunesse  Doree  on  3 
Canadian  Broadcasting  Corp.  French  sta- 

tions. Mon.  thru  Fri.  12-12:15  p.m.  Agen- 
cy: Cockfield  Brown  &  Co.,  Toronto. 

LEVER  BROS.  Ltd.,  Toronto  (Rinso),  on 
Jan.  1  renews  Grande  Soeur  on  6  Canad- 

ian Broadcasting  Corp.  French  stations, 
Mon.  thru  Fri.  11-11:15  a.m.  Agency: 
Ruthrauff  &  Ryan,  N.  Y. 
LEVER  BROS.  Ltd.,  Toronto  (Sunlight), 
on  Jan.  1  renews  Tante  Lucy  on  6  Canad- 

ian Broadcasting  Corp.  French  stations, 
Mon.  thru  Fri.  1:30-1:45  p.m.  Agency: 
Ruthrauff  &  Ryan,  N.  Y. 
STANDARD  BRANDS,  Toronto  (Chase  & 
Sanborn  coffee)  on  Jan.  3  renews  Edgar 
Bergen  on  35  Canadian  Broadcasting  Corp. 
stations,  Sun.  8-8:30  p.m.  Agency:  J. 
Walter  Thompson  Co.,  Toronto. 
KRAFT  CHEESE  Co.,  Montreal,  on  Jan. 
7  renews  Kraft  Music  Hall  on  28  Canadian 
Broadcasting  Corp.  stations.  Thurs.  9-9:30 p.m.  Agency:  J.  Walter  Thompson  Co., 
Montreal. 
DEPT.  OF  FINANCE,  Ottawa  (war  sav- ings) on  Dec.  25  renewed  for  13  weeks 
Notre  Canada  on  13  Canadian  Broadcast- 

ing Corp.  stations,  Fri.  8-8:30  p.m.  Agen- 
cy: Adv.  Agencies  of  Canada,  War  Fi- 

nance Group,  Montreal. 
COLGATE-PALMOLIVE  PEET  Co.,  To- 

ronto (Cashmere  Bouquet)  on  Jan.  1  re- 
news Penny's  Diary  on  33  Canadian  Broad- 

Casting  Corp.  stations.  Fri.  8 :30-9  p.m. 
Agency:  Lord  &  Thomas  of  Canada,  To- ronto. 
COLGATE-PALMOLIVE  PEET  Co.,  To- 

ronto (Cue,  Palmolive  shave  cream)  on 
Jan.  2  renews  Share  the  Wealth  on  32 
Canaiian  Broadcasting  Corp.  stations.  Sat. 
8:30-9  p.m.  Agency:  Lord  &  Thomas  of 
Canada,  Toronto. 

Network  Changes 

PROCTER  &  GAMBLE  Co.,  Cincinnati 
(White  laundry  soap),  on  Dec.  28  replaces 
Against  the  Storm  with  Snow  Village  on 
81  NBC  stations,  Mon.  thru  Fri..  11:30- 
11:45  a.m.,  at  the  same  time  shifting  pro- ducts from  White  Laundry  Soap  to  Ivory 
soap  for  Right  to  Happiness  on  67  NBC 
stations,  Mon.  thru  Fri.,  3:45-4  p.m.  Agen- 

cy: Compton  Adv.,  N.  Y. 

RULE  SUSPENSION 

AID  TO  WARFARE 

RULES  oi-dinarily  in  force  for 
private  operation  of  international 
broadcasting,  recently  taken  over 
by  the  Government,  were  suspended 
by  the  FCC  Dec.  22  in  order  "to coordinate  the  operation  of  all  in- 

ternational broadcast  stations  in 
the  interest  of  the  Government  for 
the  conduct  of  psychological  war- 

fare and  to  insure  maximum  flexi- 
bility of  operation".  The  section 

and  subsections  of  the  rules  sus- 

pended were: 
Section  4.46:  "A  supplemental  report shall  be  filed  with  and  made  a  part  of  each 

application  for  renewal  of  license  and  shall 
include  statements  of  the  following : 

"(a)  The  number  of  hours  operated  on each  frequency. 
"(b)  A  list  of  programs  transmitted  of special  international  interest. 
"(c)  Outline  of  reports  of  reception  and interference  and  conclusions  with  regard 

to  propagation  characteristics  of  the  fre- 

quency assigned." Subsection  (f)(1),  (2)  and  (3)  of  Sec- 
tion 4.43: 

"(f)(1)  Each  licensee  of  an  interna- tional broadcast  station  shall  make  ver- 
batim mechanical  records  of  all  interna- 
tional programs  transmitted. 

"(2)  The  mechanical  records,  and  such 
manuscripts,  transcripts,  and  translations 
of  international  broadcast  programs  as  are 
made  shall  be  kept  by  the  licensee  for  a 
period  of  two  years  after  the  date  of  broad- cast and  shall  be  furnished  the  Commission 
or  be  available  for  inspection  by  represen- 

tatives of  the  Commission  upon  request. 
"(3)  If  the  broadcast  is  in  a  language 

other  than  English  the  licensee  shall  fur- nish to  the  Commission  upon  request  such 
record  and  scripts  together  with  complete 

translations  in  English." Subsections  (d)  and  (e)  of  Section  4.44: 
"(d)  An  international  broadcast  station will  not  be  authorized  to  use  more  than 

one  frequency  listed  in  any  group  listed  in 
paragraph  (a)  without  a  showing  of  tech- nical necessity. 

"(e)  Not  more  than  one  frequency  shall be  used  simultaneously  under  the  same 
authorization  and  call  letter  designation." 

At  the  same  time  the  Commission 
interpreted  Subsections  (d)  and 
(e)  of  Section  4.43  as  requiring  a 
single  station  identification  for  all 
stations  which  are  carrying  the 
same  program,  and  as  requiring 
identification  of  intern  a  t  i  o  n  a  1 
broadcast  stations  only  at  the  be- 

ginning and  end  of  a  transmission. 

Bacher  Leaves  Treasury-OWI 
WILLIAM  BACHER,  producer  with 
the  Treasury  Dept.  for  its  programs 
Treasury  Star  Parade  and  Over  Here, 
resigned  Dec.  16  following  his  objec- 

tions to  "certain  policies  laid  down  by 
the  Department  and  the  OWI"  in  pro- ducing the  shows.  No  replacement  has 
been  set  as  yet  for  the  transcribed 
Star  Parade  production  duties,  accord- 

ing to  the  William  Morris  Agency, 
New  York,  which  serves  as  coordina- tor for  these  shows.  Henr.y  Hayward, 
a  freelance  producer,  will  take  over 
the  duties  for  BLUE'  program  Over Here. 

GENERAL  MILLS  Inc..  Minneapolis 
(Cheerioats) ,  on  Dec.  28  shifts  Hop  Harri- gan  on  12  Pacific  Coast  BLUE  stations, 
from  Tues.  thru  Sat.  to  Mon.  thru  Fri., 
9-9:15  p.m.  Agency:  Blackett-Sample-Hum- 
mert,  Chicago. 
W.  A.  SHAEFFER  Co..  Fort  Madison, 
la.  (pens,  pencils),  on  Dec.  20  shifted World  News  Parade  with  Upton  Close, 
on  162  NBC  stations.  Sun..  3:15-3:30  p.m. 
(EWT),  from  Chicago  to  Hollywood.  Agen- cy:  Russel  M.  Seeds  Co.,  Chicago. 
PROCTER  &  GAMBLE  Co.,  of  Canada 
Ltd.,  Toronto  (laundry  soap),  on  Dec.  28 
replaced  Right  to  Happiness  with  Sitow 
Village  on  19  Canadian  Broadcasting  Corp. 
stations,  Mon.  thru  Fri.  4-4:15  p.m.  Agen- 

cy :  Compton  Adv.,  N.  Y. 
ANDREW  J  E  R  G  E  N  S  Co..  Cincinnati 
(Woodbury  cosmetics),  on  Dec.  30  replaces 
The  Adventures  of  the  Thin  Man  with  Mr. 
and  Mrs.  North  on  126  NBC  stations.  Wed., 
8-8:30  p.m.  Agency:  Lennen  &  Mitchell, 

N.  Y. 
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'Curly'  to  Be  Filmed 
NORMAN  CORWIN,  writer-produc-r 
of  CBS  New  York,  lias  sold  film  rights 
to  his  iirize-winning  racLo  playlet, 
CurJeii.  to  Columbia  Pictures  Corp. 
Rita  Hayworth  and  Humphrey  Bogart 
will  co-star  in  the  film  version  carry- 

ing title  of  "Our  Friend  Curly",  with 
Lou  Edelman  producing.  Script  is  be- 

ing i)repared  by  Irving  Fineman, 
Harry  Segall  and  Wanda  Tuchoek. 
Picture  version  will  require  actual  ap- 

pearance of  several  noted  commenta- 
tors, orchestra  leaders  and  their  bands, 

as  well  as  other  radio  personalities. 

Help  Wanted 

ENGINEER— Virginia  5  KW  Network  Sta- 
tion has  openingr  for  transmitter  engineer. 

Box  148,  BROADCASTING. 

Immediate  Openings — Announcers  and  li- 
censed technicians  state  details  and  ex- 

perience. Box  147,  BROADCASTING. 

Wanted  by  5000  Watt  CBS  Affiliate— En- 
gineer first  class  ticket,  car.  Airmail  ref- 

erences, draft  status,  salai'y.  Box  153, BROADCASTING. 

TO  THE  LADIES~We  know  a  station 
manager  who  claims  that  women  are 
not  as  good  engineers  as  men.  We  don't 
believe  him  so  here's  an  opportunity  for a  woman  who  has  a  first  class  telephone 
license,  an  automobile  and  good  refer- 

ences. Write  complete  details  to  Box 
154,  BROADCASTING.  We  will  prove 
he  is  wrong,  you  will  get  a  permanent 
position  and  we  will  get  a  good  engineer. 

First  or  Second  Class  Operator  —  Per- 
manent position  for  draft-exempt  sober 

man  or  woman.  State  experience  and 
references.  Radio  Station  KLO,  Ogden, 
Utah. 

Wanted — Studio   or    transmitter  engineer. 
WHIO,  Dayton,  Ohio. 

WANTED— Technical  Director-Chief  En- 
gineer— A  WOMAN.  Daytime  1  kilo- 

watt regional  in  mid-east.  Must  have  first 
class  FCC  operators  license  and  be  able 
to  take  full  charge,  maintenance,  opera- 

tions and  personnel.  If  your  training 
and  experience  would  enable  you  to  fill 
this  position  even  though  you  have  not 
held  post  of  this  kind  and  you  want 
the  good  salary  that  such  a  position  com- 

mands, write  TODAY.  Box  146,  BROAD- CASTING. 

SOUND  EFFECTS  MEN  ~  Experienced sound  technicians  for  Midwest  network 
originating  station.  Outline  qualifications, 
draft  status,  salary.  References.  Box 
145,  BROADCASTING. 

Two  More  First  or  Second  Class  Operators 
— For  Alaska  broadcasting  stations, 
working  in  close  cooperation  with  War 
Department  and  Office  War  Information. 
Edwin  A.  Kraft,  708  American  Build- 

ing, Seattle,  Washington. 

Midwest  Local — Wants  program  director, 
man  or  woman,  who  is  sober,  and  de- 

pendable. Must  be  able  to  take  full 
charge  of  all  programs,  write  new  shows, 
and  all  commercial  copy.  Musical  ability 
ns  oi-ganist,  pianist  or  instrumentalist, nnd  announcing  experience  helpful  but 
not  necessary.  Salary  .$50.00  per  week. 
Give  availability  date  and  full  particu- 

lars in  first  letter.  Box  144,  BROAD- 
CASTING. 

COMBINATION  MAN  -^With  car.  Region- 
al network  station.  Airmail  experience, 

draft  status,  salary  and  references.  Box 
15.5,  BROADCASTING. 

ENGINEER  -With  first  or  second  class 
license.  KBIZ,  Ottumwa,  Iowa. 

Freddie  Rich  Signed 
FREDDIE  RICH,  musical  director  of 
the  weekly  NBC  Ahhott  &  Costello 
Show,  sponsored  by  R.  J.  Reynolds 
Tobacco  Co.  (Camel  cigarettes),  has 
been  signed  to  score  the  Paramount 
films,  "Aerial  Gunner"  and  "The 
Duchess  Flies  High". 
THE  13th  EDITION  of  the  Famih/ 
Album  of  WLS.  Chicago,  is  offered 
to  listeners  at  50c  an  issue.  Book  is 
56  pages,  contains  over  200  photo- 

graphs of  the  entire  administrative 
and  talent  staff  of  the  station. 

Help  Wanted  (Cont'd) 
Salesmen — For  permanent  territory  rich  in 

potential  program  business.  Excellent  op- 
portunity for  a  self-starting  conscien- 

tious man.  Completeness  of  information 
in  application  will  influence  considera- tion. WTOL,  Toledo. 

Operator — With  any  class  license  to  work 
in  1000  watt  Mutual  station.  Good  work- 

ing conditions,  low  living  costs.  Write  or 
wire  KLPM,  Minot,  North  Dakota. 

SPORTS  ANNOUNCER  —  Play-by-play  all 
sports  including  Sports  Commentary  as 
well  as  straight  commercial  work.  Send 
transcription  and  full  details  including 
draft  status,  age,  salary  desired.  KBIZ, 
Ottumwa,  Iowa. 

Transmitter  En^tineer  Wanted  —  Write  in 
for  full  details  and  send  your  qualifica- tions. Permanent  position,  not  a  draft 
replacement.  WAGE,  Syracuse,  N.  Y. 

1000  Watt  Network  Station — Has  opening 
for  experienced  draft  exempt  announcer. 
Ideal  working  conditions.  State  salary 
expected,  complete  details  first  letter. 
WTJS.  Jackson,  Tennessee. 

Situations  Wanted 

Program-Production  Manager — With  excep- 
tional radio  exnerience  and  background 

desires  connection  with  lai-ge  station. Executive  with  rare  imagination  and 
orierinality.  Age  34.  married,  draft  3-A. 
Write  Box  151,  BROADCASTING. 

Announcer — 24.  SmaU  station.  Draft  stat- 
us, 4F.  Box  141,  BROADCASTING. 

Program  Dire<'tor — 5  kw  or  manager  small- 
er station.  S'x  years  executive  experience 

sales,  promotion,  production.  3-A.  family. 
N"w  employed.  Box  143,  BROADCAST- ING. 

Announcer — Speci-slty :  news.  Also  ad  lib. 
commercials.  4F  draft.  Now  employed 
by  recional  Vilow^itt.  Ti'anscription.  Box 149.  BROADCASTING. 

Announcer — 4F.  New  York  vicinity.  Experi- 
enced :  news,  commercials,  disc  jockey, 

control  hoard.  Available  January.  Box 
150.  BROADCASTING. 

Wanted  to  Buy 

Wanted — Will  buv  stat'on  in  anv  part  of 
country.  Box  152,  BROADCASTING. 

Midwest  Station — Prefer  5  kw  in  good 
market.  Replies  confidential.  Box  142, 
BROADCASTING. 

Two    New    or    Good    Used    Turn-tables — 
Western  Electric  or  RCA  70-B  or  70-C 
or  similar  with  pick-ups.  Station  KLO, 
Ogden,  Utah. 

For  Sale 

For  Sale — 150  foot  Blawknox  tower  com- 
plete with  Lapp  insulators  and  tower 

lighting  equipment.  Used  only  three 
years.  Apply  D.  M.  Bradham,  WTMA, Charleston.  S.  C. 

Cantor's  11th  on  NBC 
EDDIE  CANTOR,  NBC  comedian, 
celebrated  his  11th  anniversary  as  a 
network  star  on  a  recent  broad- 

cast of  NBC's  Time  to  Smile,  spon- 
sored by  Bristol-Myers  Co.,  New 

York.  Cantor  entered  radio  as  a  guest 
of  Rudy  Vallee  in  February  1931, 
starting  his  own  show  later  in  the 
year.  He  i.s  credited  with  having  dis- 

covered or  helped  on  their  way  in  the 
entertainment  world  such  stars  as 
Burns  &  Allen.  Deanna  Durbin, 
Parkyakarkus,  Dinah  Shore  and 
Bobby  Breen. 

Jansky  Bailey An  Organization  of 
Qualified  Radio  Engineers 

Dedicated  to  the 
SERVICE  OF  BROADCASTING 

National  Press  BIdg.,  Wash.,  D.  C. 

PAUL  F  GODLEY  * 
CONSUL  TING  RADIO  ENGINEERS 

MONTCLAIR,  N.J. 

MO  2-7859 

GEORGE  C.  DAVIS 

Consulting  Radio  Engineer 
Munsey  BIdg.  District  8456 

Washington,  D.  C. 

Frequency  Measuring 
Service 

EXACT  MEASUREMENTS 
ANY  HOUR— ANY  DAY 
R.C.A.  Communications,  Inc. 
66  Broad  St.,  New  York,  N.Y. 

RING  &  CLARK 

Consulting  Radio  Engineers 

WASHINGTON,  D.  C. 

Munsey  BIdg.  •  Republic  2347 

★ 

STATION  MANAGER 

An  opportunity  exists  on  a  region- 
al frequency,  network  affiliated 

station  in  the  Rocky  Mountain 

Area.  Applicant  must  be  experi- 
enced, have  thorough  background 

in  both  programming  and  sales, 
and  his  record  must  bear  careful 

investigation.  Give  complete  de- 
tails of  education,  experience, 

and  earnings,  and  enclose  photo- 
graph with  application.  Address 

Box  124,  BROADCASTING. 

* 

McNARY  &  WRATHALL 
CONSULTING  RADIO  ENGINEERS 

National  Press  BIdg.        Dl.  1205 
Washington,  D.  C. 

HECTOR  R.  SKIFTER 
Consulting  Radio  Engineer 
FIELD     INTENSITY  SURVEYS 
STATION  LOCATION  SURVEYS 
CUSTOM    BUILT  EQUIPMENT 
SAINT  PAUL,  MINNESOTA 

CLIFFORD  YEWDALL 
Empire  State  BIdg. 

NEW  YORK  CITY 
An  Accounting  Service 

Particularly  Adapted  to  Radio 

Radio  Engineering  Consultants 
Frequency  Monitoring 

Commercial  Radio  Equip.  Co. 
Silver  Spring,  Md. 

(Suburb,  Wash.,  D.  C.) 
Main  Office:  Crossroads  of 
7134  Main  St.  ♦he  World 

Kansas  City,  Mo.  (     jC     .  Hollywood,  Cal. 

BROADCASTING 

FOH 

RESULTS! 

CLASSIFIED 

Situations  Wanted,  10c  per  word.  Help  Wanted  and  other  classi- 
fications, 15c  per  word.  Bold  face  listings,  double.  BOLD  FACE  CAPS, 

triple.  Minimum  charge  $1.00.  Payable  in  advance.  Count  three 
words  for  box  address.  Forms  close  one  week  preceding  issue. 
Send  Box  replies  to  BROADCASTING  Magazine,  National  Press  Build- 

ing, Washington,  D.  C. 

PROFESSIONAL 

DIRECTORY 
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Networks  Increase  War- Effort  Time 

Chains'  Coverage 
Grows  Through 

Affiliates 

IN  1942  American  radio  went  to 
war  and  the  yearend  reports  of 
the  coast-to-coast  networks  unani- 

mously highlight  the  way  they  met 
"the  challenge  of  keeping  a  mili- 

tant people  aroused,  inspirited  and 
informed,"  to  quote  the  CBS  re- 

view. Together  the  networks  have, 
in  the  past  12  months,  devoted  well 
over  4,000  network  hours  to  broad- 

casting war  effort  programs  and 
announcements. 

That  total  does  not  include  the 
thousands  of  news  and  news  analy- 

sis programs  which  were  almost 
completely  concerned  with  report- 

ing and  explaining  the  progress  of 
the  war,  both  on  the  battlefields 
around  the  globe  and  on  the  pro- 

duction fronts  at  home.  Nor  does 
it  include  the  thousands  of  hours 
of  programs  labeled  as  entertain- 

ment but  which  also  rendered 
worthy  wartime  service  in  provid- 

ing troops  and  war  workers  with 
amusement  and  relaxation. 

Hundreds  of  Hours  for  War 

The  BLUE  network,  during  the 
first  11  months  of  the  year,  broad- 

cast 747  hours  of  war  effort  pro- 
grams, including  232  hours  of  pro- 
grams presented  in  cooperation 

with  the  various  government  agen- 
cies. Of  the  total,  644  hours  were 

sustaining  material  and  103  hours 
sponsored  program.s. 

Mutual,  during  the  same  period 
from  Jan.  1  through  Nov.  30, 
broadcast  1,913  war  effort  pro- 

grams, 906  devoted  to  activities  of 
the  armed  forces  and  1,007  to  home 
front  events,  occupying  721  hours 
of  MBS  time  or  roughly  10%  of  all 
Mutual  time  on  the  air. 

Extending  its  figures  through 
the  full  year,  NBC  reports  that 
as  of  midnight,  Dec.  31,  it  will,  in 
1942,  have  broadcast  2,700  war 
effort  programs,  utilizing  850 
hours;  5,300  announcements  of 
government  messages,  totalling  85 
hours,  and  4,500  war  bond  an- 

nouncements, totalling  55  hours. 
The  sum  is  990  hours  of  pure  war 
broadcasts. 

CBS,  figuring  its  data  for  the 
year  ending  Dec.  7,  1942,  reports 
that  it  carried  6,481  war  broad- 

casts, amounting  to  1,501  network 
hours,  plus  3,723  war  announce- 

ments. Of  the  programs,  59.8  7r 
were  sustaining.  They  covered  80 
major  subjects. 

News  in  the  Foreground 

On  the  news  front,  CBS  broad- 
cast 4,158  war  news  broadcasts 

and  analyses,  adding  up  to  775 
hours.  NBC  calculates  that  in  1942 
it  devoted  1,015  hours  to  news  and 
special  events,  14.2%  of  its  total 
time  on  the  air,  compared  to  10.5% 
devoted  to  these  programs  in  1941. 
Similar  figures  are  not  reported 
by  the  other  major  networks,  but 

MBS  reports  that  it  increased  its 
news  coverage  to  a  round-the-clock 
schedule  with  news  reports  every 
hour  and  half -hour  from  New  York, 
Washington  and  Los  Angeles 
which,  supplemented  by  commen- 

taries, accounted  for  80  newscasts weekly. 

Of  its  total  of  7,175  network 
hours  of  broadcasting  in  1941,  NBC 
reports  that  37%  or  2,653  hours 
were  devoted  to  public  service  pro- 

grams, including  news,  forums  and 
talks,  serious  music  and  general 
cultural  broadcasts. 

Nets  Add  New  Stations 

With  the  Boston  Symphony  Or- 
chestra broadcasting  its  first  con- 

cert on  the  BLUE  on  Dec.  26,  the 
year  ended  with  all  of  the  four  net- 

works presenting  regular  concerts 
by  outstanding  symphonic  orches- 

tras. NBC  each  Sunday  broadcasts 
its  own  symphony  aggregation, 
with  Arturo  Toscanini  and  Leopold 
Stokowski  each  conducting  12  pro- 

grams during  the  1942-43  season. 
CBS  each  Sunday  broadcasts  the 
program  of  the  New  York  Phil- 

harmonic -  Symphony  and  Mutual 
on  Fridays  brings  its  listeners  the 
music  of  the  Philadelphia  Sym- 
phony. 

All  of  the  networks  increased 
the  number  of  their  affiliates  dur- 

ing the  year.  The  BLUE  began 
with  116  outlets  and  finished  with 
146.  MBS  added  28  stations  for  a 
yearend  total  of  211,  the  largest 
total  of  any  network.  NBC  added 
10  stations  in  1942  to  bring  its 
total  of  affiliates  to  140,  of  which 
134  are  in  the  continental  United 
States.  CBS,  with  two  new  sta- 

tions during  the  year,  now  has 
117  outlets.  All  networks  also 
added  to  their  coverage  through 
power  increase  and  improved  facil- 

ities of  some  of  their  affiliates. 

Volume  discount  plans,  encour- 
aging advertisers  to  use  larger 

networks,  resulted  in  increased 
network  billings  and  in  larger  aver- 

age networks  for  commercial  pro- 
grams. Mutual,  only  network  regu- 

larly reporting  dollar  revenue,  for 
the  first  11  months  of  1942  had 
gross  billings  of  $8,775,305,  an  in- 

crease of  38.1%  from  the  11-month 
total  of  1941.  The  BLUE,  report- 

ing that  the  average  number  of 
stations  used  by  its  advertisers  has 
increased  from  70  last  February 
to  91  in  December,  states  that  it 
will  finish  the  year  in  the  black, 
first  network  ever  to  make  a  profit 
in  its  first  year  of  operation. 

CBS,  which  put  its  discount  plan 
into  operation  July  15,  reports  that 
by  Dec.  15  more  than  400  station 
hours  had  been  added  to  its  net- 

ANNUAL  REPORTS  CALLED  BY  FCC 

FOLLOWING  annual  practice,  the  FCC  last  week  sent  to  all  stations  its 
preliminary  form  on  1942  business,  requesting  returns  by  Jan.  15,  at  the latest. 

Because  of  conditions  provoked  by  declining  business  on  local  outlets 
in  smaller  markets,  the  FCC  also  sent  to  stations  in  that  category  a  sep- 

arate questionnaire  eliciting  information  pertaining  to  business  losses 
to  be  returned  by  Jan.  8.  Presumably,  this  data  will  be  used  in  attempt- 

ing to  evolve  a  formula  to  perpetuate  the  stations,  through  plans  which 
may  be  developed  by  OWI. 

The  Commission  asked  all  stations,  as  soon  as  possible  following  clos- 
ing of  their  books  but  in  no  event  later  than  Jan.  15,  to  supply  it  with 

total  time  sales,  broken  down  between  network,  national  spot  and  local 
with  a  tabulation  of  commissions  deducted,  talent  and  sales  costs,  and 
other  items  of  income. 

Spots  Avert  Crisis 
THREATENED  with  a  re- 

cent breakdown  in  the  city's 
gas  supply  because  of  the heavy  burden  resulting  from 
a  cold  spell,  the  Washington 
Gas  Light  Co.  bought  time  on 
all  local  Washington  sta- 

tions to  appeal  at  frequent 
intervals  for  prompt  curtail- 

ment of  gas  use  in  homes. 
Newscasters  also  stressed 
importance  of  burning  no 
more  than  two  burners  in  a 
cookstove.  The  utility  fol- 

lowed up  next  day  with 
newspaper  space  thanking 
Washingtonians  for  the 

manner  in  which  the  "pub- 
lic came  through"  in  the emergency. 

work  commercial  schedule  and  35 
additional  program  periods  are 
currently  heard  over  all  CBS  sta- 

tions in  this  country.  NBC's  dis- count plan,  becoming  effective  in 
late  July,  within  two  months  had 
added  608  station  hours  a  week  to 
the  network,  NBC  reports,  adding 
that  in  this  period  the  average  day- 

time network  expanded  from  49  to 
54  stations  and  the  average  eve- 

ning network  from  76  to  94  sta- 
tions. As  the  year  ends,  29  NBC 

sponsors  have  utilized  the  plan,  to 
which  the  network  credits  much  of 

the  year's  sales  increase,  which  it 
states  will  bring  NBC's  dollar  vol- ume to  an  all-time  high. 

CROSSLEY  SURVEYS  [j 

MULTISET  HOMES 
TO  DISCOVER  facts  which  might 
change  the  usual  supposition  in 
radio  time  buying  circles  that  only 
one  radio  set  is  operating  at  one 
time  in  a  home,  Crossley  Inc.,  at 
the  request  of  WOR,  New  York,  re- 

cently contacted  6,777  families  in 
greater  New  York,  asking  them 
how  many  radio  sets  they  owned 
as  well  as  how  many  usually  were 
in  operation  at  one  time. 

Results  were  three-fold,  as  re- 
leased by  the  WOR  Continuing 

Study  of  Radio  Listening  in  Great- er New  York  last  week. 
1 —  Two  radios  were  on  at  the 

same  time  in  2.2%  of  the  homes 
contacted  and  in  8%  of  the  homes 
found  to  own  more  than  one  set. 
In  most  cases,  the  sets  were  tuned 
to  different  programs. 

2 —  28%  of  the  families  contacted 
own  two  radios. 

3 —  10%  of  the  families  own  three 
or  more  radios.  The  study  suggests 
that  "radio  probably  delivers  more than  twice  its  indicated  circulation 

in  many  hemes",  according  to  these results. 

Drawn  for  Broadcasting  by  Sid  Hix 

"It's  Raymond  Gabriel  Gawdwin,  the  War  Correspondent — - 
He  Thought  I  Wan  Going  to  Drop  This  Shell!" 

WSFA  Head  a  Solon 
HOWARD  E.  PILL,  president  and 
general  manager  of  WSFA,  Mont- 

gomery, Ala.,  has  taken  his  .seat 
in  the  Alabama  legislature  follow- 

ing his  election,  without  opposition, 
in  November,  as  representative 
from  Montgomery  County.  His 
term  of  office  is  four  years.  Gor- 

don Persons,  recently  with  the 
Office  of  War  Information  and  for- 

merly part  owner  of  WSFA,  is  now 
a  member  of  the  Alabama  Public 
Utilities  Commission. 
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WHAT  A  WHALE  OF  A  DIFFERENCE  A  LOT  OF  LISTENERS  MAKE! 

•  WKY  has  a  lot  of  listeners  morning,  afternoon,  and 
night  .  .  .  more  than  all  three  other  Oklahoma  City 

stations  put  together  .  .  .  and  that's  what  makes  the 
big  difference  in  the  price  tag! 

The  tags  indicate  average  costs  of  delivering  a 
quarter-hour  evening  program  to  one  percent  of  the 
sets  in  use  in  Oklahoma  City  via  its  four  stations, 
computed  from  Hooper  measurements  and  13-time 
rates.  WKY  delivers  56  times  this  amount  of 

audience  (Hooper,  May-September,  1942)  at  less 
than  half  the  unit  cost  of  other  stations,  plus  the 
coverage  beyond  Oklahoma  City  where  WKY  like- 

wise dominates  decisively  both  in  square  mileage  and 
popularity. 

You  want  listeners.  You  pay  for  listeners.  That's 
what  WKY  gives  you  more  of,  at  lower  unit  cost  than 
any  other  Oklahoma  City  station. 
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